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Abstract

This study intends to make an empirical analysis of menu quality and brand image factor that influence
customer satisfaction and repurchase intention in family restaurants. For this study, a swvey was conducted
targeting family restaurant customers in Seoul and Gyeonggi area from October 2nd, 2010 to October 17th,
2010 wsing a self-administered questionnaire filled out directly by respondents. A total of 264 copies was used
for the analysis. The results were summarized as follows. First, menu quality had a significant effect on brand

image while menu quality and brand image on customer satisfaction. Also, customer satisfaction had a
significant effect on repurchase intention.

Key words: menu quality, brand image, repurchase Intention, customer satisfaction. family restaurants, food
service industry

I.N 2 tiote 2 Wl wEd Hils ofnjR|d] B2 48
< 71&°lx vk

ej22kjolgkE ol 19701 nuto) $-2) a7Idol ] A 2g e fE et 71En
vetell sj2EF=st AAEEA AMEEZ AR 9 §AE A% MR EE =8 g 4
stk A dAAE &R PAG TR EFHSIE o) 2@ FIDFY @ FRo|
oA Hab Zxtol= Fefe] V1Y9Y FEE up ok olyEA) g nAe Hrle 2 &
o] 743 ItkKo JY - Lee UY 2009). oF&2] 2 RAodE HtRe] 71&o] & Holx, A9A =
Ak AGAAHA nAo] gt Feie o] WolMEe Al FAIEE ¢ e Axrt
2o w8 08-S A Esta o YAy Ha, AFE AN Y A3 UFE0l B F
& dwEske 47190 kel 2499 Us 2w ohek YA FAEE AFuss

91015, 017-691-2872, 6912872@hanmail.net, A& EHETF 7% et oekel meleja ek whal

d sdoishm xelwsty) 2ae



154

Al RIE A2 E 93 AAA VEeER
280l 2 F itk webA 1 A nAEY
< A 2 RAolth 2%t 47| A o
FER AA 712E F AEE =olai| o
71207 2t o3 AEFE =Yl of
AL 25 27149 Ago] AlFEEA o)
21 HT} A1 AR gl dvke RS veRdth
5, o8 7HA] tdg A F o2 ofgA FHAEA
E1& BAehs A AFH Atarh Austa
Ao, F o U 1S S niel 87
£ FE2A7 A ske A A Alae 253
ok @ AN H2ERS W] - S8)F
2 #ejet BAE o|nA] FAHOoZ Hejsjof &
2] o|n opge] HEHHRI AY T A& A3
dlojol gt} o]2]gt w=2le] Aol o] Hrjut
< F Jde UwEESY 2WE opnAe nAT
O FHE 1427] wjio) olof] tig A4} A
T2 Faido] thFEHKim MO - Lee DI 2008;
Lee JP 5 2007). o|x 3 vl 7wE&d 3} BA= o]
A oAl Y7197 24 AZAAIT= 18l
A& 3lo] fElo Ao YR A= 23
Ho, $2le oA Ballze] G 8l
g & A=A
2719E0] 3l o]t Bl=
£ EAf3tn AFES Aatsta ek ole 71
o] 7K1 Y& ThA3} HA=E3} HEEY %
Fo2HE ojEA BHAaie] 7EXE Foist
& A7} sk EAlIE 71999 gl uls- =
a3 oatAR AR o] "ok w2k Z1hel Sl
B o|u|R7t HEsA FHE 71de A3
BRATAE 7H F Jorm 2 AAd 9l
2 AN E RE 5 Slr). 53] Zalel 2o
SA13 733} Lol AR S e 7
e nAA AFH e HEHQ vl A
298 ¥ FAEY x=8o] A3} ¢ E
o] TFAHLZ A uiAEle] A S FHI
Az Ete ® BA= o|nlx] Tl iy ot

_9_‘.:.14— oo
=22 Wi

gz gE A A 178 A 23(2011)

@ A7) RS} Basith 947y BAse
72e} T4 oluIAE 7T YUtk T 7]

3 BAEs) TR GRAARAG QA &
o

v A 713 HAEE AXA7]7] HEiA
= AEs & 4 e o] 23 tKChoi T
H - Geon JH 2007). o] HA= oju]z| g #
oA HA AR Algle] €t vy F2 o
3 174 ukEd B3 H7E Ohara PA et
al(1997)2] ATFNA 229 g, B 5, ¢ 5
9] =g Az vy FHAIA AT
HAE AZEA Ak o3 A2 wEE
& ARAE 7P T8 840t gto] 31, 7%
Aol gon W1 JE= ThEo] glojo} g,
nA9] QR =E & E ook Frl(Gilmore SA et
al 1998). Wl 7E2 3 FAZ A7 YR ]
23 2| o]Foix $ktHChoi SK F 2004). =
g W= onx| g Fuff oete] FA B3t
719 AFEL RE VIgolnA & A FAS
a2z wAE adFe] JERAANT AV
(Bae IH - Jun JH 2007). £3 H2EH viAHE
NA Wl FELe|Y BAHE oln]R] e} 2 f - ¢
A g]lo] nATZ v Gl T T8
o] AZ AAFHR] Rated nAEe] Fof 9
Tof i3t viAE HEE AR AR R
am rARAQ S4E 7 vlwEEAS B
T o|u|R|& Hriskedl vlgditt & 4 vk o
2 B AT 9471499 3 EoR st
2EZS e 7Y dnEdd B
= o|mX7} nATET AT ojEo W=
FEE Bt MlFER I B oA E
AAFe 1 A&H o2 719N 5 e 7122}
22 AFslnz A& '

I. OIEA Hii
1. Oi=23

w52 7P 7184 92 Bnfstaal s
AEE AN A AGshe Aotk &, gBAHo



Al Y287 wEdy Has oluixz}t 1
2 39 7k 24 - 7R - 71 A S nolA
AEetal, RACZ: YAEHoA Yikste
FE Wi ARE YA ALse Aol
(Choi JK * Lee BW 2008). 12122 W& A&
FE 99 A AAe A vk agA o
e ATAE »—4 G fEiM e e

NP

R

=

:L

ES-R-1

M O o N ofo i

kb

w2

2ol
AL AF

& Bolel 4u4e] 478 F54
AVBEE DEA7]E BeGIN AFD 5

Ad s el N2, &7, 24

o 2)E37] o] AFFAol ohd auH F

°]
< o|3fao

Lo
oy

713
9=

Ao} BHA 1 7HL=‘ kz‘au} AA =
AL AzFolollA HF3E 71ES AA s 9
& U9, S Aﬂa{% Zon) ]6(}73 Ao &

ANRA A Mg o)} mrke Au)au}
o 27 ga2A BriEE 289 e ol
s xgun) 2% 39 Ade na e78

FEA717] A3 HElA u)E Foske Ao
SFEHER AE] Fo) - 7F - opAIR @)
ME 8% 988 23817 =K Powell TC

1995). I3t Ophouis AM & Trijp HC(1995)8] &

T WFERE 240] Anjsla Uy 24
o] AWl 7o) ol F3A g4t Ay

A 848 B5 xeta qlvka vk webd
=40 FAL vl FHAQ SR o] )7
HEo S8 & vk 45aT e Ad
A ojol B £ & & dvhe And
< °l8% ox F= HEFsu vk Khan
MA(1993)8] dFolA= 224 a1 o3 &
d S4E daske olfe A8 7RV EA4 %)
o, e aQlEe] A& BEfHoz LnaE

.s}ia

© 9%l ¥ A+ 155

?l_

Aol A —4491 dH L 25 4 5
Fzsld dwE3AT 2R oln|R]|,
A AFEA 39Tk Jung J
SJ(2006)A Tl A vl FER-e o]-g72)e)
gHEol - Fag JEe vwek 7H4 o
Mz SHsle, Lundberg DE(1994),
Khan MA(1991)2 W72 F2& &249] 4, vl
o vekg, Wv ALK R MRt

S

Kim KJ - Cho YB(007)2 wlFEdo] 252
28] Ao A FriEAM Y nANEL o}
Aty stk ARED UExoE 49 B

w29 A, &4 A T BA %/} st

£ Aoz UettiChoi SK 5 2004). 38 Ki

ST+ Cho YB(2010)2] Qo xl:= uﬂw‘f%%u 8

otk 3o MMz eQlog Aol 2438}

, Min KH(2010)2 3¢ olef2] d2E%9l

] STt APLE QA n]X e g
TFolA WwERS dwTd, 282,

Au|zgller Aejsid A8t

2. 5= QIDIXI

Plummer JT(1985)% ‘48] A}pe] 7]19] o
Bzl A€ BE A7 34, aelm A
55 T3 A& BRsojuR|ga Ho 3t
o, Marks RB(1976)% ‘A&l T3 Ao} 3
o] BAZ AZkd Aolzkar s

Hao ojuxle ARl AFHA ) A& F

g3Elo] anabe] Aleld x| REA A

%]\

[ 2
O r

o)

el Ao 43, 547199 2bed U 2
2 Qe 2HREY g 2 AF A e
e $70 e 9e] A9 ded Doe

R A ahel AP R A A4 4
#pol Aeld FRAAGL SFATHKeller KL
1998; Kang GS - Lee HK 2009; 27t 2007,
Chio TH - Geon JH 2007). T+ Keller KL(1998)
& Hzo|u|R] & 2H|AHe] 719 & Aol 9

L



156 =z gk8lal A 178 A 282011)

A= Azpolet gefsta 2u)zt
7} B%‘l‘“ﬂ EHEM 2 He AAAEQ S

P B =oluAE Hi=s) @
A 9 J45c) 2P 3P Bvjn & ¢
ATk ol g gl foE F2 A} Bl
g #He Be AL AN F QAT
47 BAE Ho v 3Ed Qe F90E
AEE AERH T FHFHE o] Yot B

3 itk BRE olnjAe AMa7l §3 HIAS
o thated 7}21 Ae AAAGA dolgtux
& Utk 1 ZHZE7F B4 Bz dis)
o 7R3 A 7417-9,?1 olghe B E o
URlE HAs 9} de o AgEe] A2gso
399 Aol ol g BAE ojuX|E AvAHE
o F = JE§E vix e Ao VedthKo
JY 5 2006). HA= AdolA] SnjabE 71949

11 F9le] AdE] o] 47% A8 3L oA A )
Ao =22 o] ¢S e Bl 4L 7R
3 A vzt SB%«IE—é vepd of 7
3 e Tz Asta ok dutgoz B
Y= AL o] 7iA] aldez %1“&101 e
Hl 7154 olulx], 443 olulz], A7 o]ulx
o] TA o]t Aaker JL 1996). 3+ © & Kim HB
- Hur C(1998)¢] 7o 2lshd €471 Bl
= ol S49 A, 349 g o Ml
2, 7] vy, DEY AT L e, AE
o] oA 971, 7H4, AR A Hx9) 2o
&40 ejal Agdta i) =3 g agge)
olmiAle FUH ¥ By AdY uY B
2k AL A2 Fx, #ejate] vRlE Fo| Ay
o Bl 2B oulAld] @s vActn st
Yang TS(2001), Kim KS(2002)-2 2-2]¢] 87}, A
v, oy, Aok #9719 471K 48] gl
E olulx & 2% sh= adelgtn A4siink

3. BRI TH=A0H 2l
o4 HES wEo] g ne] o 3
ejsh= @ado] Ofiver RL(1997)°1 23l A 5]

3tk ae 17 HEol@ <Al E, Au|2d o
A7 A, BYx A, B O
& 7+ A9l gEgake vE polgla 7%
331 9t} 9] Biter MJ & Hubbert AR(1994)
HEol @ Fujate] ZldhA]o st A
ol tﬂ?lr grE7lo] opd AEHT FA4 B AL

B7rel BAT AF L& Al a6
3 E Aolga

& 27

3
0@ Q44 e B R

Y QT4 Oh YS(2003)E AEo] g}
E 87 o] g Mula AFAE AAE o

of 1A FHL o] Fojx e Ao, o H3
< Fote] AASE FE=S WA AT A=

2 7A He Aeg By ok T3 AujAE
Follol] B or2A 2 1 AYPPFE Y
= Aol 7 dedez @ gl o
GG Bon, Fioly Al wek T E
o 49e ApolE Holm itk Back JA - Sea
052007y 474 Mde Y2rEx HF n7
o] golZ et {3 o uet FujdFol Aol &
T8k h Kim KJ - Cho YB(2007)2] &llA
£ MBI AE ol gk S A TES AFL
A5 gl ZREoe A B dEe
et e, vy 49 14 wEe)
;ﬂ% .?:AJI%‘}O“ 0701 37_7“ lﬂ-_‘_oﬂ o:!iﬂ:.—- n] ]
o2 ZAEA. B3 B Az d3F B2
%ﬁmﬁ sH|zLe] o ghvke] Pof %

3 R ol P 283 ohRe AS

o oﬁ fr ﬁ
o m

7h Bsieh e AL giR-ge] AlFolu AH]
£ &HAE BE e et Zide

AP AEZ 4 glek MR o] ofd 9
F2 vlAlE Mol BR ole) 434 A7t o

Folzjo} 3 Ao|thJin YH - Yoo BJ 2002).
AT Yxs 40| AFE AY¥AE WSS
o vz o] &8 JheAolzta B ¢ jlow,
A3 HErl 5oz 47 498 9=
(behavioral intentions)E Z¥cHBrady MK et al
2001). ol= SAPAE o] &3dhe MH|x HER



Hde dA2EY wE

7 EOR F25% AT 34A FRANS
FEs, ALE £ BEGE AUe 9
she Ao B 4 itk 27 e o 2]
3 2% Q7] 98 sos ol A7, AT,
A% ol EAS @ BARA FHA

(Woodruff 1997; Zeithaml 1988). =] A-oljA]
T 2B HES ufe 3EA Wis
Ashy E}EW vy Fdo] mAe] 7R g
Gk v)A 3 QITkPark TH 2002). EHHO R Lee
SS(2005)~ —7§ AU atolbs gido® Myl
‘ri‘r-_l JA B A A =3te] S Wﬂ
& Wegte] A AFsisich =3, A

o A3 whgo A el fF
o] 717} FEH A 293}
| thste] 2zbe vl Edo] B8
7¥aHAl Hlo @l mERe] o]
Tof dFgE A e Ao

THPark DK 2002). ©]813} M8} o Az 3
Aol 2R olojx =y Fa3t
Aojgte AL AlAKka ek wha
17y gk AR 90 Aol of
T iEE 29 Ay sy 24
THAE, Lee IP 5(2007) 159 A
TN B DET AEe] BAC] ¢S
nA g olE wiREg ol EAEE AAEA

ot ‘IPEW 714 elw] l% BAFAES 7R AA

ﬂ,
o
i

Mok
lo,
H1
rr
ST
& r

01-'

Z

o
i

L

0

i
@
R

5 5 o
B
PFgH”
o
A=

1o

2

ol

Mo rir

lo oIN
op

r

N T

4:
o

S,

2

(]

oo B
2 of

a0 e g
g,

e g
=

[o itk
e @

A2

S8 2RAGFE 290 @ 4+ dovl, Fas
gt 7ol e 1 BAtAEel i &
=2

1 g
As Tt A1A P9 7H8E Bole 9%

At BAE o7t nAwRS

3o ool vlAlE G| B¢ A7 157

I. 937 &

28 3 Jiged
Follde APATE ez A v
FEds BlE opux7t ARS 9 Aol
ol WA FFS A5 e A8 Sl
o] Khan MA (1991), O'hara PA et al.(1997), Lee
JP 3(2007), Lee SI-Choi SK (2009), Min
KH(2010)2] A3l ojotd A4y S A4
st Aol Hdd 2Y 2 <Fig 1>3 &tk
B o= Biel AL(1992), Khan MA
(1991), O'hara PA et al.(1997), Lee SI- Choi SK
(2009), Lee JP %(2007), Min KH(2010)2] 138}
ATFE 712E dto] B AT Z4& 245
et o ol dA7rHEE At

rﬂ rg

1.
oy

@
Quality

\ Customer
Satisfaction

{Fig 1> Research model



158 gz 4 1778 A 23201

2317) 9% shvtel R oA vn 3259
F& Frign Bl WE & ok

olo] tjgt vl wEZ 8222 miFe gt 9l
©]4] O'hara PA et al.(1997), Park JH(2002), Jung
JW - Lee SJ(2006), Andaleeb SS & Conway
C(2006), Choi JK - Lee BW(2008)2] |AT1E &£dj
2 A 229 AAE, F4, %, AR 59
Fgoz Hojglon, thabdel oA Mcalister
L(1982), Khan MA(1993), Park OJ 5(2004)¢] &
T7E EUE 5= 34, A ES7], AR
2 F9 Yoz sz, WA 4L
Koopmans M & Duizer E(2004), Park OJ 5(2004)
9 A8 EUE A 73w, 9] HA
Y TR FAHAA gl F 1383
AE 53 Hxg &% sich BAs onixje
&|zEe] 719 ol st sojHoln E53
AdE BAse AAAZ o A "dda F
8k3L k. olof] i BAE ojmix|el 9oz
714432 Sashi CM et al(1995)2) AFE Ej&
2 e AE, £ £4 79 Bz 74
=3, 2842 Dowling GR(1986), Choi SK 5
(2004)2} A& EUZ Qo7 EF3hH, 7]
T2 oA Fvisoldn, AET AL F
o 59 %oz FAAHNH, AR FE L
Winters LC(1986), Barich H & Kotler PH(1991)2]
AT7E EYE Esldde AY, FU0773 Alg
T, FL2 71983 59 F 1788 AAES
A Axz =24 39g wauSelde Hde
ALgAe] Z1ulet AR Fofl wr)e AFE A 3
o A4 ELA ] g avjzte] Hrlgy ol
B3 A9 8 § Uk nAfNFe] PAREYeR
Oliver RL(1997), Lee YJ(2000)2] 472 Egi&
EAE, JYZ, o] ©F, o] ol 0F Fo
9E¥e R 53 HEE &4 st A7 9=
© 249 v P& ogndhe Aoz A7
A oALZ )7l Oliver RL(1997), 5
7252002)8] TS EdE A7, AL,
ERIeA 3 59 470 57 He2 23

=}

9. sRoz ATERY 9Ny SHo2
% ol gRom BRfe] A

3. TR

B a7 AZ3d7E A A7AY AL
JA71g vFEED B oAt A
. 7o oxo) BHE HNYPALE vlLeR F
Aok A5 B8 93 & AL A
& - A7 AT e HAER] O HAE
2 T H2ER, V U283, B 42E% M #l&
E% N d2E, OHB dAEH ¢ 14&
doz zAbEHeh AR FIPHE ERt
213 71438ke 2H7]7]%2)(self-administered) &
EAM S AFRsle], 20108 1082 295E 109
179747 AEZALE AAEI T F 30058 Wl
¥ 3l 2865H95%)E FASIH LM o|F B4
3 o] AEA 2255 A 93 2645(88%)F
o] &3l A7 P L HFEA st

4. 2MaH

HAERALE B3t 39 R8s & d79
B2 24slr] 9 vlole] 299 F8E A
2 SPSS 12.0% o] 835l BARAE AAE
o, FEo] AdvtAQ B AHEY] S8 HE
X (frequency analysis) & A8t F22] B4
< et ST =3 SAYEES 1Y LS

& 38 JeAdd i g 28]
el Az ze} gFAS AFsidch 4 A
FE AT BAYE Ao 7[RRI o
3t shvte] HHHQ 248A 8 Q1E M(exploratory
factor analysis: EFA)& AH&-3lth 7Md H5E
A% B o= 94r|y] B onjx| g} wiRE
Fol 7px| A zta} nANE L Fof oo n|X|
F317] 918k SPSS 12.0& ol &3t
o 3|9 A (regression) S A 8FITh

e =1 O
= 98



Hde] Y EF Wy

47 BAE ojulxr} nANE P

<Table 1> Demographic characteristics of the respondents

ATl ozl wAe

G B A7 159

Variable Characteristics N % Variable Characteristics N %
Male 149 564 Student 74 28
Gender
Female 115 43.6 Office worker 71 269
Marital Single 156  59.1 ) Government employee 12 45
status  Married 108 409 OFCUPRON i employed 12 45
20~29 136 515 Professional 40 152
A 30~39 67 254 Service 46 174
ge
40~49 51 193 Others 9 34
Over 50 10 38 Less than W 1,000,000 74 28
High school 23 87 W 1,000,000~1,999,999 61 231
o Monthl
Education ~ University student 83 314 m‘:;mg W 2,000,000~2999.999 74 280
level Graduate 128 485 W 3,000,000~3,999,999 40 152
Graduate school 30 11.4 W 4,000,000 or more 15 57
Total 264(100%)
IV, 9132 240} 2 A7 4384 0|88 A=Y e
55 FHeb] sl PAH 2 RNE A3
1. FAIHAIRIS) IBHRO! S Gk Fgusee) FYRAS FE] A F
£ AP A18E B2l ATEANE B9 BREAT N A(variman) H2 A P&
& <Table 1>3} Zt}, o] &3] §AH glEM-E AXsAT Hte
gl Bl et vy 2 g E44 89l
2. SN QOIEIMD} AIRIE A AT A= 42 <Table 2> 2o
(Table 2> Factor analysis and reliability analysis on menu quality and brand image
. Standard  Factor
Constructs Factors Variable Average L. .
deviation loading
The taste is more important than the prices. 322 1.007 743
The food tastes very good. 344 797 712
Taste of the food has a sense of consistency. 3.61 .882 650
Taste The food has differentiated taste. 3.30 .966 642
The food stimulates the appetite. 3.56 .969 .588
The food maintains the appropriate temperature. 3.63 .905 .588
The quantity of the food is adequate. 3.54 .845 .588
Menu Figen value=3.117, Variance explained=23.977, Cronbach's alpha=0.810%
uality The food is made from seasonal ingredients. 335 .956 791
d Variety A variety of Ingredients are used. 347 939 732
The food is made from organic ingredients for health. 3.09 1.015 .636
Eigen value=2.186, Variance explained=16.740, Cronbach's alpha=0.685%
Health The food is very clean. 3.60 .853 .801
The food is served very cleanly. 3.72 879 179
. High quality healthy food is served. 3.33 .924 528
Hygiene

Eigen value=1.875, Variance explained=14.423, Cronbach's alpha=0.688

KMO=0.876, Bartlett x’=1019.606, Sig=0.000, Cumulative % of variance=55.140%
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{Table 2> Factor analysis and reliability analysis on menu quality and brand image(7] &)

) Standard ~ Factor
Constructs ~ Factors Variable Average deviation loading
"Ihe Abrand image is distinctive with pleasant facilities and 348 935 764
nterior.
The brand is strict in hygiene management. 352 .889 709
The brand has differentiated customer services. 333 906 .708
The brand offers distinguished human services. 3.59 .854 681
Differences The brand shows trust and reliability. 3.56 908 647
1 prefer famous food brand. 347 .963 617
The brand is competitive with a strategy for satisfying 3.40 930 534
customers.
The brand offers creative and original food. 3.38 .885 582
Eigen value=4.403, Variance explained=25.898, Cronbach's alpha=_865
Brand The symbolism of the brand is future-oriented. 333 .983 721
image The brand is very different from the other ones. 3.28 950 657
I eat the food of this brand frequently. 3.58 1.974 648
chml The brand contributes to public welfare including helping 325 937 538
orient  the needs.
The brand continues to pursue customer-oriented services. 345 909 533
The brand is very interested in environmental issues. 3.25 978 .507
Eigen value=2.767, Variance explained=16.267, Cronbach's alpha=706
I heard of this brand name very much. 3.74 .984 .920
Familiarity 1 am very familiar to this brand.. 3.88 1.006 .878
I know this brand a lot. 3.74 .984 814
Eigen value=2.500, Variance explained=14.707, Cronbach's alpha=0.870
KMO=0.886, Chi-Square=1938.243, Sig=0.000,Cumulative % of variance=56.880%
ArEde S A2 BEYLS F 30 FHANEL a=0822, HAHUNEFL a=0.6872
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{Table 3> Factor analysis and reliability analysis on customer satisfaction and repurchase intention

Standard  Factor

Constructs Factors Variables Average . .
deviation loading
Satisfied with the food. 3.58 .800 775
Satisfied with the price. 3.28 .962 742
" | Satisfied with everything compared with its good reputation.  3.44 .870 708
Physical

'y . Satisfied with using the restaurant generally. 3.59 799 645

satisfaction
More satisfactory compared to other restaurants. 3.50 .850 631
Customer Satisfied with the services offered by the restaurants. 3.57 937 595

satisfaction Eigen value=3.031, Variance explained=33.674, Cronbach's alpha=0.822
Satisfied with the promotional events. 3.50 927 814
Satisfied with customer management when using the restaurant. ~ 3.58 .940 790
Psychological _ . . -

. ;i Satisfied with the restaurant facilities. 3.55 871 595

satisfaction

Eigen value=2.122, Variance explained=23.573, Cronbach's alpha=0.687
KMO=57.247, Chi-Square=762.153, Sig=0.000, Cumuiative % of variance=54.008%

I will recommend this restaurant to others actively. 331 .969 855
I will select this fami i
Wi .se ect this family restaurant first when choosing one 345 975 790
next time.
Reorder intention I will use the restaurant in the future. 347 .864 788
I will use this restaurant continually if the price goes up.  3.06 1.018 177

Eigen value=2.582, Variance explained=65.545, Cronbach's alpha=0.815
KMO=65.545, Chi-Square=349.589, Sig=0.000, Cumulative % of variance=64.545%

A 94.123¢] 3L, o)) gt Fo=r} 0000]t).  H SHAFES
b fo % 0.000<p=0.05 ]2 o] 2] A& . Aol FHAFIE nATZo|T) 3|
FAACE ool Sithe Ao & 4 glo}  AEF <F 5>9 o] F&Asel i MA 4
<M 1> AYFHAT By 2
o Ut FAH f4E HAA= FEAES
2) O 2)0] A& 61.371°]2, ol digk fJ=7} 0000t} uwh=h
<M 2>& HAE3) A8 B4 RHeM AME A F9%E 0.000<p=0.05 o] 22 o] FH A F

{Table 4> Results of the regression analysis on the effect of menu quality on brand image

Analysis Non-Standard coefficient Standard coefficient T Sig T
Variables B Standard error Beta
Constant 958 160 5958 000"
Taste 330 050 349 6.617 000™
Variety 238 042 304 5.740 000"
Health ‘hygiene 187 045 220 4.138 000"

R’=.521, Modified R*=515, F=94.123, p<.000"

ok

<05 "p<0.01 "P<0.001
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{Table.5> Results of the regression analysis on the effect of menu quality on customer satisfaction

Analysis Non-Standard coefficient Standard coefficient T Sig T
Variables B Standard error Beta
Constant 1.126 179 6275 0007
Taste 346 056 361 6.198 000"
Variety 199 051 231 3.921 000"
Health -hygiene 147 047 186 3.148 002"

R’=451, Modified R*=408, F=61.371, p<.000

<05 “p<0.01 T P<0.001

AR oz elio] gtk Aoz 2 % o} <}
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3) O 3)Q| &5

<Wd 3>E AF] 8 §4 2y AN
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W FEAsEe aAqURSoly AEMAR
<Table 6>3} Zo] F&Rpo] g M) 45
(R-Square)& 5312 Yepstct E3 37 2o of
& BAH el A she FEAIFS 98215
o]3, olo] Wit fel=7} .000°]t}.

wabd F9 % 0.000<p=0.05 °|B& ©] 3|H
He BAFACE folido] ke Ao E S

o] <7H 3> AU

4) (T 4)0 AE

<V & HZs) Hsl B4 BHolA AR
B EYPFe aAEo|y FEUFRE AT
o) ojxolt}. 3AEA 2T} <Table 7>7 2o F
Sl tidt A AW (R-Square) 546E
YeRTh

T3 3A Ao iz BAH fodE AF s

{Table 6> Results of the regression analysis on the effect of brand image on customer satisfaction

Analysis Non-Standard coefficient

Standard coefficient

Variables B Standard error Beta T Sig T
Constant 909 157 5.796 000"
Differences 499 052 544 9.606 001”
Social orient 151 031 21 4.867 .000™
Familiarity 089 044 112 2.032 043"

R*=531, Modified R>=

526, F=98.215, p<.000"

<05 “p<0.01 ""P<0.001

{Table 7> Results of the regression analysis on the effect of customer satisfaction on repurchase intention

Non-Stan
. on .dard Standard coefficient
Analysis coefficient )
. T Sig T

Variable Standard

B Beta

€rror

Constant 3.324 032 102.961 000
Physical satisfaction 522 032 674 16.149 .000™"
psychological satisfaction 236 032 304 7289 .000™"

R’=..546, Modified R*=543, F=156.968 p<000"

L1

p<0.5 “p<0.61 "P<0.001
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