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Abstract

Purpose: Recently, information on ‘Delicious Restaurants (Mat-zip)’ and ‘Famous Bakeries’ can be obtained through various media
such as TV, Internet search, and SNS, and the culture of finding and sharing them has become a trend. Since PZB's SERVQUAL, there
have been many studies measuring service quality, leading to hotels, restaurants and coffee shops. These studies of service quality
include product quality in the service quality dimension. Hotels, restaurants, and coffee shops are provided with intangible services
while customers visit and stay, but ‘Delicious Restaurants (Mat-zip)’ and ‘Famous Bakeries’ often stop by to buy products and return
home. Therefore, the study on the effect of quality on customer behavior on ‘Delicious Restaurants (Mat-zip)® should consider product

quality separately. In this study, we want to study how each quality element affects the perceived value and response of customers by
separating product quality and service quality. Research design, data, and methodology: This study tested the structural model of how
the quality of products and services of famous bakeries affect customers' perceived value and response. As the quality factors, products,
tangible services, and employee services were adopted, and perceived values adopted utilitarian and hedonic values, and customer
responses adopted customer satisfaction and behavior intention. For this study, 203 survey data with experience using famous bakeries
were analyzed using SPSS 22.0 and AMOS 22.0. Result: The research results are as follows. First, product quality positively
influenced utilitarian value, hedonic value, and customer satisfaction, tangible service quality positively influenced utilitarian value, and
employee service quality positively influenced hedonic value. Second, utilitarian value had a positive effect on behavioral intention, and
hedonic value had a positive effect on customer satisfaction. Conclusions: In a famous bakery, it is basic that product quality should be
given priority, and for customer satisfaction, employee service quality is half as important. In addition, for Behavior Intension (revisit
by the customer), in addition to product quality, the quality of tangible services and employee services should be maintained at a quarter

level.
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H[O172[0f| et

Table 1: Demographic Profile of Respondents (n=203)

Category Frequency (n) %

Gender Male 115 56.7

Female 88 43.3

~19 years 14 6.9

20 ~ 29 years 65 32.0

Age 30 ~ 39 years 58 28.6

40 ~ 49 years 49 241

50 ~ years 17 8.4

0 29 14.3

Under 3 Million Won 82 40.4

Monthly 3 ~ 5 Million Won 66 325

5 ~ 7 Million Won 18 8.9

Upper 7 Million Won 8 3.9

0 ~ 1 per month 15 7.4

2 ~ 3 per month 111 54.7

Number of visit 1 per week 47 23.2

2~3 per week 22 10.8

4 ~7 per week 8 3.9
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Figure 2: Estimates of the Structural Model
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Appendixes
Appendixes1: Measurement ltems and Validity Assessment
Category Factor Loadings AVE C.R o
Product Quality 742 .896 .905
The taste is excellent .893
The fragrance is tempting .884
Differentiated quality .843
Tangible Service Quality .783 915 .906
Interior of shop .850
Appearance of service staff .932
Display and arrangement .840
Employee Service Quality .795 .921 .922
Differential excellence in service 917
Accurate respond .891
Service consistency .875
Utilitarian Value .714 .881 .857
Reasonable price .796
Benefits equivalent to the price paid .922
Appropriate price .753
Hedonic Value 787 917 .921
Having a good feeling 874
Pleasure and joy when visiting 918
Providing a sense of stability .903
Customer Satisfaction 1.000 1.000 1.000
Overall satisfied 1.000
Behavior Intention 1.000 1.000 1.000
| want to visit next time 1.000

CMIN/DF = 200.455/100 (p = .000), RMR =.034, GFI =.899, AGFI =.846, NFI =.933, RFI =.908, IFl =.965, TLI =.952, CF| =.965,
RMSEA =.071
*Items were deleted during confirmatory factor analysis

Appendixes 2: Correlations of the Constructs Mean, Standard Deviation

1 2 3 4 5 6 7 Mean SD
1. Product Quality .862 3.246 978
2. Tangible Service Quality 497 .885 3.143 .886
3. Employee Service Quality 752%* 540*** .892 3.407 .951
4. Utilitarian Value 486*** 415+ .345%** .845 3.277 .821
5. Hedonic Value .B51*** 377 .706*** .386*** .887 3.237 .959
6. Customer Satisfaction T24% 444+ .660*** .366*** T3 1.000 3.310 1.075
7. Behavior Intention 730%** 457+ .626*** A459*** .508*** 736*** 1.000 3.103 1.036

Hkk,

p < .00, - bold numbers indicate the square root of AVE
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Appendixes 3: Measurement Model

Paths Estimate t-value p-value Results
H1-1 Product Quality — Utilitarian Value AT75 3.955 .000*** Supported
H1-2 Product Quality — Hedonic Value .281 2.908 .004** Supported
H1-3 Tangible Service Quality — Utilitarian Value .262 3.057 .002** Supported
H1-4 Tangible Service Quality — Hedonic Value -.042 -.606 .545 Non-supported
H1-5 Employee Service Quality — Utilitarian Value -.144 -1.210 .226 Non-supported
H1-6 Employee Service Quality — Hedonic Value 515 5.082 .000*** Supported
H2-1 Product Quality — Customer Satisfaction 419 4.731 .000*** Supported
H2-2 Tangible Service Quality — Customer Satisfaction .087 1.441 .149 Non-supported
H2-3 Employee Service Quality — Customer Satisfaction .027 .293 .769 Non-supported
H3-1 Utilitarian Value — Customer Satisfaction -.045 -.767 443 Non-supported
H3-2 Hedonic Value — Customer Satisfaction 407 5.454 .000*** Supported
H4-1 Utilitarian Value — Behavior Intention .241 4.382 .000*** Supported
H4-2 Hedonic Value — Behavior Intention -.074 -1.037 .300 Non-supported
H5 Customer Satisfaction — Behavior Intention .700 10.297 .000*** Supported
SMC (R?)
Utilitarian Value .296(29.6%)
Hedonic Value .529(52.9%)
Customer Satisfaction .634(63.4%)
Behavior Intention .589(58.9%)

CMIN/DF = 232.295/103 (p < .000), RMR = .045, GFI = .886, AGFI = .830, NFI = .922, RFI = .897, IFI = .955, TLI = .940, CFl = .954,

RMSEA = .079 **p < .01, ***p <.00
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