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Abstract

Purpose - The purpose of this study is to classify the quality factors of chicken restaurant customers with the service
quality based on the SERVQUAL, the quality factors based on the selection attributes and service qualities of chicken
restaurants used in the previous studies.

Research design, data, and methodology - This survey was carried out on the students of Kangwon University in Samchuk
City, Kangwon Province from November 20 - November 30, 2017, and a total of 260 questionnaires were distributed, with
222 collected. Of them, effective questionnaires applied in the final study were a total of 193 except 29 that couldn't be
used.

Results - The findings of this study are as follows: Firstly, chicken restaurants' quality factors were divided into seven
categories like cleanliness, service encounter quality, product quality, aesthetics, overall interior, purchase quality, and
convenience. Secondly, it showed that service encounter quality, purchase quality, and cleanliness had a positive impact on
customer satisfaction, respectively. Thirdly, it showed that service encounter quality, purchase quality, and cleanliness had a
positive impact on ftrust, respectively. Fourthly, it showed that customer satisfaction had a positive impact on behavioral
intention. Additionally, it suggested that customer satisfaction of chicken restaurant consumers had a positive impact on
behavioral intention and thereby, higher customer satisfaction leads to higher levels of reuse and recommendation intention.
Lastly, after checking the effect relations of trust between customer satisfaction about chicken restaurant and behavioral
intention, it was analyzed that customer satisfaction has a positive impact on trust and trust has a positive impact on
behavioral intention. On the other hand, it showed that trust have a partially mediating effect in the relations between
customer satisfaction and behavioral intention. But, it showed that product quality, aesthetics, overall interior, purchase
quality, and convenience did not have a positive impact on customer satisfaction.

Conclusions - Chicken restaurant consumers put more priority on friendly and good services of chicken restaurant staff in
service encounter and delivery order, rather than on reasonable price and discount systems. Thereby, chicken restaurant
marketers need to take factors like service encounter quality, cleanliness into more consideration.
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SERVQUAL(Parasuraman et al., 1985, 1988)1f %™
SERVQUAL(Parasuraman et al., 1991), “12|11 SERVPERF
(Cronin & Taylor, 1992) S& Al23}11 ULt Zeithaml et al.
(2006)2 SERVQUALE HIEIOZ AMH|AQYS| ZXEQQE A
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and Kim (2015)2 O 2YAZEZ 714, TE, 24, 48
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ZZ|(Park, 2016; Peng & Han, 2014; Prabha, 2012; Tsou &
Liao 20103 Maisz, MHAZHO| X|ZATHKS M4
(Cronin et al., 2000)2, 1 Y0 EZWEX}AKSustanty &
Kenny, 2015), MEizxM(Lee, 2016), S2|& =t (Sustanty &
Kenny, 2015) 52| M3 SC2RE ez W= AS0|
=22 0|2CKKim & Shim, 2017).
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= 9SS0

M2t 2 3= DZH0E=0| Parasuraman et al. (1991)9]
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MH|A0|A AlZl= O§74(In & Suh, 2013; Moon, 2011;
Jang, 2007)&|HL} =& (Moon & Song, 2014; Lee, Suh, &
Yoon, 2013; Cho & Shine, 2009)c|11, 2|1 YUHHHAL(KIM &
Kim, 2016; Cho & Lee, 2011)2 A L|= HO=E LIEFLICE
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Oh, 2012 RH 2z} Feks B= A= LIEHRIC

mekM 2 ere KNZTEFYS SHa-nAUH(-LE)
—~WSO=o| FZFXO0M HI2=7F nARE MR 2R
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2 H0jgat nA4eEnel 2o cieh 7HEE Chgat 20
278t

7HE T YOlE2 DA F(+)2 E= 0lE Ao|Ch
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XZIHMSH| DML RRAO| o[ XZIHEMO| EMo
OiZ0f WAE UZOR W O WENoE WS o
S3 HZS Sof O HENQ F2S ¥ FL O A

(trust)of] 2|ESHA| ECh.

ME[AR0] CHet dl2lo] HAHATOM HITHZZO 24
4, ALEE, 7HAHH] 7K S3F 22 dEEHYS0| A=
242t d(+)el s OXs AR LIERHIA(KIm & Kim,
2016), #{u| =zHEQ| XY, T2 T, 1g228 St Z
2 E#E O|O[X|7} HE M2(0f| 22 F(+)o| Fets OlX|
= Ao Z LIEIGSH(Moon & Song, 2014), 7Hu| EzHE 0|
0|2t 7| FO|0|X|7t ERE M2[0f 22 F((+)el &= O/
= A2 Z LtEHHCHMoon, 2011). £3| Kim and Shim (2017)
o AFAM HITEH MHAZHEE, dF5E U<
olE|2[of, TUSEE, HOld S2 FERQUS0| 72 A=
Fel dgs OiXls A= LIEtRCE oH XZITEFE
dAAFoM M2[0f] 2ot AFIE 7| a0 S/ =
Aot CHE MAATOAN ME2l= HehEHo oMl I
= OXX|T ZS0= 72X O|X| EACHKIm, 2004).

mekM 2 ere KNZTEFS Dol Feish off 0
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o Ao tict 7HdSS Ci31t 20| Z2Felct.
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Table 1: General characteristics of sample

Freq. Weight Freq. Weight
Category N=193 | (%) Category N=193 | (%)
Gender FZIr:I'er 18(?7 gg'i Taste 124 64.3
’ Price 34 17.6
Less than 15,000 won 31 16.1 Interior atmosphere 0 0.0
Spending 15,000 won-less than 20,000 won 130 67.4 Reason for Staff service 0 0.0
amount 20,000 won-less than 25,000 won 29 15.0 selection Brand reputation 6 3.1
per one time | 25,000 won-less than 30,000 won 2 1.0 Various menu 3 1.6
More than 30,000 won 1 0.5 Accessibility 18 9.3
Fast delivery 2 1.0
Less than 200 won 33 17.1 Others 6 3.1
Allowance 200 won-less than 300 won 50 259
per month 300 won-less than 400 won 57 29.5 Frequently Privately-run chicken 44 22.8
(thousand) 400 won-less than 500 won 34 17.6 visited Large Franchise chicken 98 50.8
More than 500 won 19 9.9 chicken Small Franchise chicken 49 254
] restaurant Others 2 1.0
Less than 3 minutes 13 6.7
Distance 3 minutes-less than 6 minutes 28 14.5 Preferred Yes 147 76.2
(On foof) 6 minutes-less than 10minutes 46 23.8 brand No 46 23.8
More than 10 minutes 85 441
Others 21 10.9 AM. 0 0
After lunch 2 1.0
Less than 1times 21 10.9 Time of use After dinner 80 41.5
Times of 1times 154 79.8 Night time 111 57.5
weekly use 2-3times 17 8.8 Others 0 0
More than 4times 1 0.5
5| e 2 | u
Delivery order 147 76.2 | Object of Use ) '
How to use Side food 63 32.6
Take out 14 7.2 Others 4 21
others 1 0.5 '
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Table 2: Results on the factor analysis and reliability of quality factor

Factor Eigen Variance \
Factors ltems loading va%ue explained(%) Cronbach's a

Clean tables and floor .821

Clean sauce tubs and drinking glasses .819

. Clean environment around waste basket 751
Cleanliness Clean chicken restaurant in general .708 5.097 13.412 .926

Clean staff uniform 675

Cleanly-managed chicken utensils .670

Clean counter and interiors .637

Staff providing courteous services from beginning to end .852

Courteous and kind staff .821

Service Staff providing service with understanding customer needs .736
Encounter | Staff resolving customer complaints quickly .690 4.343 24.843 .890

Quality Staff offering help to customers willingly .679

Staff having related knowledge to quickly answer customer questions .580

Staff providing very kind services in general 574

Well-matched interior designed walls .804

Overall Colors of indoor decoration going well with chicken restaurant concept| .768
Interior Visually attractive building appearance .692 3.826 34.910 .849

Moderate indoor temperate and humidity .585

Pleasant indoor air 461

Providing good-quality food ingredients .685

Providing good-perfumed sauces .685

Product Providing fresh chicken at all times .675
Quality Providing good-quality beverages .659 3.476 44.057 837

Providing good-flavored chicken .604

Providing adequate amount of chicken required from customers 519

Nice background music 714

Comfortable and calming inner atmosphere .704

. Comfortable indoor lighting .619
Aesthetics Dominant color matched well with secondary colors .596 3.212 52.509 860

Comfortable indoor atmosphere with modern touch 570

Wide and pleasant indoor space .548

Reasonable prices paid for chicken and services .806

Purchase | Valuable cost effectiveness 717
Quality Reasonable beverage prices .657 2892 60.120 831

Gaining more than efforts and cost spent for use .608

Moderate chair space for each table .812
Convenience | Moderate table space .783 2.319 66.221 787

Providing enough chairs .611

Note 1: No. of Eliminated Items :

Note 2: Kaiser-Meyer-Oklin(KMO) : 0.905, Bartlett's Test : 4839.402 p=0.000

Table 3: Results on the factor analysis and reliability of behavioral intention and trust

Service Encounter Quality 3, Product Quality 1, Overall Interior 4, Convenience 3, Purchase Quality 3,

Factors ltems Fac?or Eigen Var.1ance Cronbach's o
loading value explained(%)
Chicken restaurant that can actively recommend to others .847
Chicken restaurant that can recommend first on other's request .839
Behavioral Vis_it with friends and relatives when purchg_sing chicken .836
Intention Chicken restaurant that can tell others positively .818 5.337 41.053 .949
Chicken restaurant wanting to visit again .807
Preferential choice when selecting chicken restaurant .800
Frequent and continuous use .826
Chicken restaurant providing trust about menu 779
Chicken restaurant selling trustable products a77
Trust Chicken restaurant providing sincere services to customers .768 3858 70727 873
Chicken restaurant useful to customers .694
Chicken restaurant keeping promise with customers .650
Chicken restaurant making no calculating errors .598

Note: Kaiser-Meyer-Oklin(KMO) : 0.928 Bartlett's Test : 2073.150, p=0.000
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5.3. JaEtAlet tiEsdd 24

= g7e JEA 2Me SOt oM 28 st
S <Table 4>9F ZO| =HQISIT, ot SXtotA 81 24
ggao 2Ms ool LESHY &S <Table 5> 20|
ASoIALE. 4, g 242 205 o] ¢80l &
ol+& p=0.0000fA SAN2=Z 2T ROAMOZ LIERLICH
YoM 2ot 7HES2 F(H)el dYEez d¥s Azt 2

5 KXotz A2 LIEMGCE

Cfgo= EEQOISH NHRHE, 12|n WSO Aol
HEEA = ZF 0319-0.7300|0{M CHESMEE 2oue =+
QIC} 2t Ol ZAHBSHI| oA 3AFstA|(tolerance: >0.1)
oF 2AFEERRIVIF: <10)2 2M3RA=0l 2= 7HE0IM Tt
SEMEE2 TS| Y= A2 LIEHGCE

2 g7 XZUMEHS BRE SHLQIE1 4n=E
Qo M2, A=Y HFZolE, nMBtEt A

zlof BEolE Sujo| UAHE CIFEAEMT HaslEss
S| 22t <Table 5>, <Table 6>, <Table 7>, <Table 8>, 1

= o

)

Table 4: Results of correlation and multicollinearity analysis

t

AN MHAYMEEE <7t 1>, H4d <714 3>, J2(1 +¢
HEH <IH4 6> 59| JHEE2 p<0.010]N Z2Zt FolXMo=
LIEFLE KIX|Z/RACE A SR, MHAYEEED} nZo=Ento|
AN THE<IHE 1>2 BESIAH 4=0.2252} t=3.293Z
Fol=F p=0.000{A FoIMO= LIEfLL X|X|Z|RACt O] Znt
£ B3l F ol A= H(+H)Q BAZ LIEHRCEL & B,
HAMD nATEo] HBFHAO|N THE<IHE 3>2 HES}
H4=0.2042} t=2.602Z2 {o|+=&T p=0.010|A {o|Ho=Z L}
EfLt XIX[E|RACE O] ZIE &Sl & B2 A= E(+)<Q
A Z LIEHGCE OpX|gtez, FAMEEN nZ4ot=snio| 2t
Aol 7Hd<Itd 6>2 HEERA$=0.2011} t=2.7842 ||
Z p=0.000{A FelHMo=z LIE(L} X|X|Z|RUCE O] HtE &
of & H==o BA = F(+)| HAZE LIEHHCE H2tA AMH[A
HEEHY HZY, 02|10 FUMEE 50| S5 1AAE2
O & Aoz Zzt 2Me|QIct J2{L 4EEE <Utd 2>, A
Lie| Q2|0 <7td 4>, HZ|d <74 5>, O2(1 Aoy
<Itd 7> S2 25 SAESE |{o|HO|X| §fof 22t X[X|g|
K| AUCE Y S2QolE0 nAotEao| FkEA 7L 2482
(+)Q| EA/O AKX A2 HeE EME|RULC,

Variables Semogulzlrilt(;o unter lgz::t(;t Cleanliness Icz::rriilrl Convenience Paruo:liie Aesthetics SCaltjiztng;rn BI::‘;;';::I Trust
Service Encounter Quality 1
Product Quality 0.558*** 1
Cleanliness 0.514** 0.561*** 1
Overall Interior 0.338*** 0.406*** | 0.571***
Convenience 0.364*** 0.390*** | 0.434*** |0.465"** 1
Purchase Quality 0.448*** 0.546™** | 0.555"** |0.487***| 0.455"** 1
Aesthetics 0.378*** 0.450***| 0.571*** |0.670***| 0.514*** | 0.486** 1
Customer Satisfaction 0.516™** 0.467**| 0.575** |0.487***| 0.400*** | 0.540*** | 0.505*** 1
Behavioral Intention 0.579*** 0.576*** | 0.534*** 10.478***| 0.319*** | 0.569*** | 0.466*** | 0.634*** 1
Trust 0.625*** 0.589***| 0.618*** [0.518***| 0.439*** | 0.638*** | 0.527*** | 0.700** | 0.730*** 1
Average 4.538 4.867 4.614 4.472 4472 4.251 4.329 4.880 4.927 | 4.799
Sd. 0.9206 0.8988 | 0.9938 | 0.9994 1.078 1.0905 | 0.9589 1.090 1.2808 |0.937
(p*<0.1, p**<0.05, p***<0.01)
Table 5: Results of Multiple Regression between Quality Factor and Customer Satisfaction
Dopencon Independent thslancardized CooMidents S(é): tvalue | Sig. | Tolerance | VIF | Results
(Constant) 0.517 0.380 1.360 | 0.175
Service Encounter Quality(H1) 0.267 0.081 0.225 | 3.293 | 0.001 0.615 1.627 | accepted
Product Quality(H2) 0.017 0.089 0.014 | 0.166 | 0.853 0.533 1.876 | rejected
Customer Cleanliness(H3) 0.223 0.086 0.204 | 2.602 | 0.010 0.470 2.128 | accepted
Satisfaction Overall Interior(H4) 0.107 0.085 0.098 | 1.263 | 0.208 0.480 2.083 | rejected
Convenience(H5) 0.024 0.067 0.024 | 0.363 | 0.717 0.655 1.526 | rejected
Purchase Quality(H6) 0.201 0.072 0.201 | 2.784 | 0.006 0.555 1.802 | accepted
Aesthetics(H7) 0.139 0.090 0.122 | 1.540 | 0.125 0.458 2.182 | rejected
R? = 0.467(Aj. R? = 0.447), FZ} = 23.157, p = .000

Note: S.C. - Standardized coefficients
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Table 6: Results of Multiple Regression between Quality Factor and Trust

Dependent Independent Unstandardized coefficients S.C. . Toler
. . t-value Sig. VIF Results
Variable Variable B Std. error ((5) -ance
(Constant) 0.432 0.278 1.553 0.122
Service Encounter Quality(H8) 0.304 0.059 0.299 5.120 0.000 0.615 1.627 accepted
Product Quality(H9) 0.119 0.065 0.114 1.827 0.069 0.533 1.876 rejected
Cleanliness(H10) 0.136 0.063 0.144 2.166 0.032 0.470 2.128 accepted
Trust Overall Interior(H11) 0.094 0.062 0.100 1.515 0.132 0.480 2.083 rejected
Convenience(H12) 0.013 0.049 0.016 0.275 0.784 0.655 1.526 rejected
Purchase Quality(H13) 0.232 0.053 0.270 4.395 0.000 0.555 1.802 accepted
Aesthetics(H14) 0.073 0.066 0.074 1.100 0.273 0.458 2.182 rejected
R? = 0.613(Aj. R? = 0.599), FZ} = 41.904, p = .000
Note: S.C. - Standardized coefficients
Table 7: Results of Simple Regression between Customer Satisfaction and Behavioral Intention
Unstandardized Coefficients
Depe.ndent Indep.endent S.C. tvalue Sig. Result
Variable Variable B Std. error B)
Behavioral (Constant) 1.294 0.329 3.937 0.000
Intention(H15) Customer Satisfaction 0.744 0.066 0.634 11.319 0.000 accepted
R? = 0.401(Aj. R? = 0.398), FZ} = 128.131 p = .000
Note: S.C. - Standardized coefficients
Table 8: Results of Simple Regression between Customer Satisfaction and Trust
Dependent Independent Unstandardized Coefficients S.C. .
. . t-value Sig. Result
Variable Variable B Std. error B
(Constant) 1.865 0.222 8.394 0.000
Trust(H16) - -
Customer Satisfaction 0.601 0.044 0.700 13.528 0.000 accepted
R? = 0.489(Aj. R? = 0.487), FZ} = 183.011, p = .000

Note: S.C. - Standardized coefficients
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Table 9: Results of Simple Regression between Trust and Behavioral Intention

Dependent Variable | "ndependent | Unstandardized Soefficents S.. tvalue Sig. Result
Variable B Std. error ®
Behavioral (Constant) 0.136 0.330 0.413 0.680
Intention(H17) Trust 0.998 0.068 0.730 14.776 0.000 accepted
R? = 0.533(Aj. R? = 0.531), FZ} = 218.335, p = .000
Note: S.C. - Standardized coefficients
Table 10: Results of Mediating Regression Analysis of Trust between Customer Satisfaction and Behavioral Intention
Classification Depe:ndent Independent Variable Unstandardized Coefficients SC. t-value Sig. Result
Variable B Std. error (5]
(Constant) 1.294 0.329 3.937 0.000
Model 1 Customer Satisfaction 0.744 0.066 0.634 11.319 0.000
Behavioral R? = 0.401(Al. R? = 0.398), FZ} = 128.131 p = .000
Intention accepted
(H18) (Constant) -0.139 0.330 -0.421 0.674
Model 2 Customer Satisfaction 0.282 0.079 0.240 3.582 0.000
Trust 0.769 0.092 0.562 8.376 0.000
R? = 0.563(Aj. R? = 0.558), FZ} = 122.341, p = .000

Notes: S.C. - Standardized coefficients

CHAM, XZIMEFECQ| Aot WSO=efo| FEFEtH oA
T7Hd<Itd 17>2 BEESIA4=0.7302} t=14.7762 SO|+==
p=0.000{|M QO|MOZ L}EIL} <Table 9>2 Z0| X|X|Z|ULCt
O] ZntE 3o & H=o| A= H(+)el #AZE LIEHRCH
2t XZIMEFEe| nAitZeo =2 das 22 AMEZ|7t
2 I XZIHEEE 0| 8SHHL = ERRIOA M= A
S & AR LIEMGCE

2O, XZIMEFEel nA0t=at HFZO|=to| ZHA0)|A
AMZ|o| Oj7|E 1= <Table 8>1f <Table 10>1 Z0| M5
Cf. 2MZ0t= Ml B4 2% p=0.0000(AM SHEHCZ [Fo|H
O|0jA FolO3t FEEUAZ EIIE = Ues A2E LIEHRLCE
(Baron & Kenny, 1986). 2 AJ0|A A Z¥ T nZHOrE1;
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F, M2t WSO =0l 2H20| HFELAH £ 0.2402 LIEHL}
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