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The causal relationship between consumers’ life-style and motivation,

satisfaction of attributes at fast-food restaurant
- Focused on college students eastern area of Kangwon Province -

Tae-Hwan Yoon™
Dept. of Hotel Culinary, Dong U College

Abstract

The purposes of this study were, 1) to investigate the causal relationship between customer’s life-style and
motivation of eating-out, and 2) to research the causal nexus between motivation of eating-out and satisfaction
of attributes to choose the restaurant. Reliability analysis, factor analysis, and Structure Equation Model(SEM)
were adapted by Windows SPSS 10.0 and Amos 4.0. Life-style was divided into 7 factors and eating-out

motivation into 5.

Life-style influenced significantly each motivation of eating-out. It had positive influence on “Reception and
congratulation”, “Change of dietary life”, “Economic saving”, “Preference motivation”, and “Advertisement and
companion’s need”, but negative influence on “Reception and congratulation”, “Change of dietary life”, and
“Preference motivation”. Customer’s motivation of eating-out also influenced significantly the attributes. Factorl
“Reception and congratulation” had positive influence on all attributes except for “Transportation convenience
and distance to the shop”. Factor 2 “Change of dietary life” had negative influence on “Food’s taste, quantity,
price”, “Sanitation and cleanness”, and “Staff’s service quality”. Factor 3 “Economic saving” had positive
influence on “Food’s taste, quantity, price” and “Transportation convenience and distance to the shop”. Factor5
“Advertisement and companion’s need” had positive influence on “Atmosphere of restaurant” and negative

influence on “Food’s taste, quantity, price”.

Key words : life style, motivation, satisfaction of attributes, fast-food restaurant
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Table 1. Reliability and validity of Life-style(cronbach’s q, factor analysis)

rotation : : :
Factor Result variables of life-style loading ?jig Va?(;?l)lce aCCuI'(l’\ql:;athn commodity cronbach’s a
capacity

Factor 1 *I buy goods after seeing the advgniseme'nt. 0.689 0.617

“Brand *1 buy favorable braqd’s goods without discount. 0.615 0.652
preference *] accept new trend lmediately. 0.756  2.990 21.621 21.621 0.648 0.8325

intention” *I buy new goods earlier than other people. 0.724 0.675

*Though expensive, [ buy famous brand’s goods. 0.731 0.628

Factor 2 *I eat often instantjfoods. 0.779 0.662

“Conveni *I have breakfast simply with bread and milk . 0.710 0.649
ence *I am outside home on simple casual clothes. 0528 2214 16001 37.631 0.621 0.8012

intention” *] buy practical furniture than beautiful one. 0.741 0.632

*Food is important it’s taste than nutrition. 0.635 0.607

Factor 3 *On collecting food, I buy healthful one. 0.784 0.612
“Health  *Food is important it’s nutrition than taste. 0.738 1.581 11.426 49.057 0.599 0.7230

intention”  *I do dietary life with considering fatness. 0.639 0.707

Factor 4+ by often goods through internet. 0.764 0.622
m}g;‘;r:ggn #I enjoy internet-game frequently. 0811 1492 5738  54.795 0.599 0.6356

intention” 1 buy goods through various information. 0.760 0.583

Factor 5 41 enjoy some tours freely. 0.709 0.665
(L%iostl)l?g) *1 take part in hobby-lover’s society(club). 0.698 1357 5219 60.014 0.663 0.6129

intention” 1 enjoy various leisure-activity. 0.634 0.632

*I enjoy reading favorable books and magazines for  0.775 0.770

Factor 6. professional .of .special part.
“Effort *T am eqthusmsnc to study foreign languages and  0.669 1236 4755 64.769 0.729 0.6472
intention® _ Preparation of employment-test.

*T try my best to reach the goal. 0.657 0.698

*I think of investment in my old age. 0.666 0.632

*I don’t take special clothes than my colleagues. 0.867 0.723

Factor 7 *Sometimes 1 am lost quietly in thinking or 0.756 0.695
“Speculation  meditation by myself. 1.063  4.089 68.858 0.5931

intention”  *Comparatively 1 pay attention to simple and 0.731 0.663

inconsiderable things.

KMO(Kaiser-Meyer-Olkin) ~0.750, p~0.000"",

gtz 2hats) Al 217 A635(2009)

Bartlett A*~1786.817, p~0.000""
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Table 2. Reliability and validity of meotivation(cronbach’s a, factor analysis)

Result : L . mofation  goon  variance  accumulation cronbach’s
variables of motivation commodity loading o N
Factor capacity value (%) (%) a
*For congratulating special occasions 692 712
Factor 1 *For receiving friends and colleagues 667 892
“Reception and & Tiene su : : 1.805 13.883 13.833 0.7794
., *Because of suitability for gathering 814 6069
congratulation
place
Factor 2 *For enjoying special dishes. 642 813
. . ; :
“Change of *Eor changing of dietary life o 722 1.600 12.306 26.189 0.7321
di o or enjoying atmosphere of restaurant 712 620
etary life i .
and it's service
*Because of lower-priced than dishes 782 697
Factor 3 cooked at home
“Economic ~ *Because of colleague’s recommendation 701 787 1530 11.766 37.955 0.6342
saving” *For saving the cooking time 716 675
Factor 4 }l?gc;lejse of being unpleasant to cook at 860 799
Prgfergnc?/ *Because of being bored with meal 780 715 1427 10975 48930 0.6310
motivation .
service at school
Factor 5
“Advertisement *Because of companion’s need 697 896
and companion’s *Because of curiosity to advertisement 695 863 1348 10370 70202 0.:58%
need ”

KMO(Kaiser-Meyer-Olkin) 2} ~0.520, p~0.000%**

Bartlett > ~721.268, p~0.000%**

- 871 - g3z e 2petEl 2] A21A A 63(2005)



114 AEEFE ARY o849 PolzretdB §7), $YBEe)

235 “gug FPAY 27N E FFAAH) BT
S MAe AR FHFdEY FEAFs 0271
CRo] 5369(p=0.000" <0.00)Z EAH At o]& 1%
3] Ry “BACASRE Y AEL AAge ¥

S APsE A=
A, golZ el FolA 891 2 “HYAF' 2 F
719 89 1 “Fd 2 H3el $FHAO) FL A
Ae Ao Yehged, A2A$E 0171, CRo
3266(p=0.001"<00 2.2 EAFYT) =g 9 2

“2lgge] Hgle] FAAJH) FEFE A= Aoz
Ve, 22A44E 0.169, CRo] 3.177(p=0.001""<
00DE EAFYTh aalx 89 5 “Fuet 5399
SFNE ZAAJH TS vAE Aoz vy
xd, A2A4E 0226, CRo] 4.485(p=0.000"<0.001)
2 BEXFHNT ole YA GES FFote AT
At 2 52 A% A RT EEg 247 9
29 B2 2 AuAE E7)7] ¢k, 28 4
2o WstE Sao A2 S s Ao AEH

golZAErY FolA 8]l 3 “AAAPFE 5719 8
A 1 “Hd 2 Fapol FFAHJQ) ¢FE A= 2
o2 Yeigsd, AZA$sE 0033, CRo] -0.634
(p=0.000" <0.00HZ BA =Tt T Q5 “Fu9}
A9 gdle FFAJG) TS "A= AL
2 Jeged, Fd2A4+s 0137, CRo] 2724
(=0.006"<0.0)Z BAHh & AZAFL AF o
FAZGE da 2 FIE AT Y2rt Pl

df=31, p=1.000
GFI=.997, AGFI=.993, NFI=.973
00 RMR=.013, RMSEA=.000 o1
g

Fig. 1. SEM(the last path diagram) about life-style an
motivation
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Table 3. SEM about motivation and attributes
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RMR=.016, RMSEA=.000

Fig. 2. SEM(the last path diagram) about motivation
and attributes

motivation way attributes Estimate S.E. CR p

Food’s taste, quantity, price 0.164 0.039 3.449 0.001”

Factorl Sanitation and cleanness 0.095 0.044 2.166 0.036
“Reception and — |Staff’s service quality 0.106 0.044 2.431 0.015"
congratulation” Comfort 0.103 0039 | 2640 | 0.008"
Transportation convenience and distance to the shop 0.051 0.048 1.318 0.188

Food’s taste, quantity, price -0.098 0.039 -2.522 0.012"

Sanitation and cleanness -0.112 0.044 | -2.556 0.011"
«Chan geijtg{ezt ary lifer| — |Sfs service quality 0157 | oo | 3593 | 0000
Comfort 0.064 0.039 1.637 0.102

Transponatlon convenience and distance to the shop -0.024 0.048 -0.513 0.608

Food’s taste, quantity, price 0117  0.039 3.001 0.003”

Sanitation and cleanness -0.011 0.044 -0.249 0.803

“Econg flfjffavmg,, — |Staff's service quality 0.015 0004 | 0351 0.726
Comfort ) 0.011 0.039 0.688 0.491
Transportation convenience and distance to the shop 0.228 0.048 4.789 0.000"

Food’s taste, quantity, price -0.063 0.039 | -1.618 0.106

Sanitation and clearmess -0.044 0.044 | -0.994 0.320

“prefererll:é‘ec tggtivati on” | Staff’s service quality 0.013 0.044 0.295 0.768
Comfort 0.011 0.039 | 0.289 0.773

Transportation convenience and distance to the shop 0.073 0.048 1.524 0.128

Food’s taste, quantity, price -0.105 0.039 -2.700 0.007"

Factor5 Sanitation and cleanness -0.083 0.044 -1.899 0.058
“Advertisement and — |Staff’s service quality 0.015 0.044 0.351 0.725
companion’s need ™ Comfort ] 0.144 0.039 | 3672 | 0.000
Transportation convenience and distance to the shop -0.020 0.048 -0.412 0.680

- 873 - gz et A A2
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