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Abstract

The purpose of this study is to secure the basic data for the physical environment of an eco-friendly

restaurant by surveying and analyzing customer perceptions of the servicescape of an eco-friendly restaurant

and to verify the organic causation of the servicescape of an eco-friendly restaurant and customer perceived
value, attitude and behavior intention. The samples for empirical analysis were selected from the customers

over 20 years who lives in Seoul and Kyung-gi suburbs have experienced visiting eco-friendly restaurant or

green restaurant more than once a month. Total 300 copies of questionnaire were distributed for the survey
from the second day to the fifteenth day of April for 14 days, and total 264 (88.0%) copies of survey
questionnaire except for some questionnaires that had much strong lean tendency or the missing value was
discovered. The research results are as follows; when a customer recognizes an eco-friendly restaurant
favorably, he or she considers that servicescape plays an important role in deciding perceived value through
tangible and intangible perceived values. Since, customer perceived value has a positive effect on attitude and
behavior intention, the customer considers as affected on his/her behavior intention when satisfied with the

eco-friendly restaurant, which is considered that positive customer attitude will have an effect on behavior

intention. Thus, it is considered based on this in-depth analysis result that maintaining and providing
servicescape of high standard in the manager's perspective will have a direct effect on ensuring tangible
outcomes.
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<Table 1> Demographic characteristics of the subjects
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" 71, HE, d%os 5o Yk &
A Uld B3 A5 A= AdSE A
Al A3zl =ZFH 2219 Cronbach's a o] 25
70 o]dow A SHFE] AFEE B
T A #2 Aem YERsth

SERIEE D
S =] [e)
sheld a9lBA g A4

gl A3} <Table 3>3 7
EQ2 23 ug A5 2=

X*=480.146(df=129), RMR=.046, GFI=920, NFI=919,
CFI=927, AGFI=906 S22 e}t GFIot
NFI7} 0.90 o]’dod A3=rt wvha & 4= ok

Items Factor Loading Eigen value Cronbach's a
SCO1 7194
. SCO2 .843
Cooperation SCO3 880 4.616 903
SCO4 750
SCL1 .876
Cleanliness SCL2 .862 3.009 .876
SCL3 751
SAE1 722
. SAE2 724
Aesthetic SAE3 864 3.657 .893
SAE4 .834
SCV1 .801
. SCV2 775
Convenience SCV3 720 3.489 872
SCV4 707
PVI .803
. PV2 736
Perceived PV3 733 4.496 911
Value
PV4 710
PV5 704
AT1 .864
Attitude AT1 .823 1.310 827
AT2 748
. BI1 71
Dehavior BI2 735 2.875 863
BI3 703

KMO=.859, Bartlett's test Result x2=5281.003(df=1035, p<.001)
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<Table 3> Confirmatory factor analysis and reliability of items

Items Estimate Stand.ardlzed t-value CCR AVE
estimate
SCO1 1.000 843 fixed
) SCO2 1.048 823 28375
Cooperation SCO3 1.097 814 25.473" 822 685
SCO4 1.120 828 24432
SCL1 1.000 774 fixed
Cleanliness SCL2 923 752 22778 757 604
SCL3 864 802 21.068"
SAE1 1.000 827 fixed
. SAE2 1.080 .889 32390
Aesthetic SAE3 1.141 916 26.964"" 908 778
SAFE4 1.117 892 25.960""
SCV1 1.000 826 fixed
. SCV2 1.066 837 28.913
Convenience SCV3 1107 860 27160" .899 720
SCV4 984 859 24509
PVI 1.000 917 fixed
) PV2 0.997 902 38469
P e\r,‘:l’ilveed PV3 1.002 867 33.107:: 938 793
PV4 1.107 886 31.477
PV5 1.148 872 28300
ATI 1.000 912 fixed
Attitude AT2 1.043 868 38274 925 792
AT3 1.014 889 32976
) BIl 1.000 919 fixed
I?lfehri‘l’(‘)‘r’lrs BI2 1.003 917 36.739:: 944 810
BI3 911 865 31.377

x2=480.146(p<.001) df=129, RMR=.046, GFI=.920, NFI=.919, CFI=.927, AGFI=.906

™

p<.001

(Kim JH 2011). Z22]3 ZAeolst Z=4WME 2k dle]ghal - AR|E 2009), ©] L3 B AAFol|A
o A HAEE & F e AL B3I A2 A LJAE I ABATY ROl .096~399=
Zo] YR AEEk(Average Variance Extracted;  YUERY kA AJA|gE Z27150] HEA]7] o=
AVE)Z #73) eQletedhe Alge ¢hee] W B A7t AAg 37 2l s erd ot
o7 1377} 5 o), B LQIAF =(Construct A TS EQ15} ti<Table 4>.

Reliability; CCR)®] #t2 %3t 291 Fshadt

QAR Fho @ 1 gho] 7 ool AFENS 3. AZRAO| EAZ 1}

Aol de Aoz Fdsl=d (o] - dAE H AFolM = Tdakdde] gl 7t aflE
2009), & Aol FA LRl B A A 3 o uid A 2 IS geteb] s
TEMNFZY] 2717F 5% 604~8100]3L, 4 #BRAEA S AAS e <Table 5>9F 2tk
SRIMI T gho] 757~9440. 2 FFEFIAe] oL A AT, 891 1he] A #h2 p<.001
v Ae® AEAY aga 4 AAedle]  FoA 2F folsiit

AVEQ] glo] 8153 A3AFRHEY 29 8

s e GE Yok @ e
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<Table 4> AVE and conrelation square of items

A& vl =Ege] Au|azFo]| 7} &n|2; g v

55

Ttems 1 2 3 4 5 6 7
Cooperation 650" .096” 128 143 198 216 230
Cleanliness 3677 739 232 346 396 271 298
Aesthetic 284 387 .674 226 258 273 317
Convenience 312 .362 469 758 337 381 .399

Perceived Value 378 376 474 512 738 238 274

Attitude 361 411 464 .527 537 .699 219

Behavior Intentions 417 .365 353 485 411 .569 709

1) AVE 2) R 3) R’

4. 972 JIMO| AX™ A} 2 ATE A JF Y BRG] Au] A
B A7Ee M 05S A6 7R By olzel 24, 324, v, Belge A7k
S AABISITE 27] AljE B AYEE & THH o A H(+)e] dFE vA= AR AA
IA717] st FHAFE o] 85te] Chissquare  SFR O™, 1 ZA¥} AH| Ao FRATL
e B A, A=l B S vAe AH[Re] A4HE VR 2] BF5tE A 2AS
WEE A, FHE R3S HFRIPOR B=308(~15.171, p<.001), &u]Ate] HAAL A
Addaieict 74 2o Fxa A Ay, ZAE VR FEsE AR2ATTL =279 (=
ZAF o] 2 AL AFE x*=420.146  14.382, p<.001), AL Sn|xte] x|zt 71X

(df~128), RMR=.045, GFI=.915, NFI=.921, CFI=
920, AGFI=905 £°.2 UEFIT<Table 6>,

<Table 5> Correlation analysis

29| gFalE A=A} B=562(=12.810, p<001),
Aol e 2mAfe] A28 SR ] EFEE 7

Items M£SD” 1 2 3 4 5 6 7
1. Cooperation 5.57+0.95 1.000”
2. Cleanliness 5374090 346 1.000
3. Aesthetic 5434093 2027 4177 1.000
4. Convenience 5524091 233 366 45277 1.000
5. Perceived Value 565£0.89 34877 458" 499™" 5587 1.000
6. Attitude 5.74+.95 3967 458 523 574 628" 1.000
7. Behavior Intention 5.89£.92 3487 441" 461 51177 sel™T 68177 1.000
YAl items were measured on a 7-point Likert scale from 1-strongly disagree to 7-strongly agree
Eilfearson correlation coefficient
p<.001
<Table 6> Structural equation model results
Hypothesized relationship B t-value Results
H1-1 Cooperation — Perceived Value 308 15.1717" Accepted
H1-2 Cleanliness — Perceived Value 279 14382™ Accepted
H1-3 Aesthetic — Perceived Value .562 12.810™ Accepted
H1-4 Convenience — Perceived Value 414 10.616™" Accepted
H2 Perceived Value — Attitude .607 8.579"" Accepted
H3 Perceived Value — Behavior Intention .589 13.928"™ Accepted
H4 Attitude — Behavior Intention .662 13.091°" Accepted

X=420.146(p<.001) df=128, RMR=.045, GFI=.915, NFI=.921, CFI=.920, AGFI=905

wxk

p<.001
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2AF7F B=414(=10.616, p<00)= EA ¥ o]
7Hd 1M 1-1, 122, 13, 1-4)S 25 e Q]
1= i A=) o g = B A Xl P RS P A RS B S =]
T 3 geoee HH IF WAV U= A
= AReriaL, anjate] A zkd 71| ¢} HleR
o] xFstE AR2A ST} B=607(=8.579, p<.001),
] Pl o I B i e S i RS et e |
ZARAF7) B=.589(=13.928, p<.001)= E-A]=|o]
7Hd 2, 3% AR on, npxjgto g 71 4=
B} Psolee H(He F3F WAV d= A
o2 A4, Bt dsolere] sk
ARAF7}F B=662(+=13.091, p<.001) = FA 5] o]
71 4% AEE A

G BAGL, 187 9

2t 74 7F 2H)Ap et e o
FEFS nH =R H&l dsHez Estuxt

-O
1

ol

5

A, M| azFA o] Zo] F2A(B=308), A
21(B=.279), AnA(B=.562), B (B=414)S &

Convenience

Standardized Path Coefficients mp<.001.

Perceived
Value

3
2 Uehgon, oj2g Z2nE Bl 1o
7 A 2EG MulAasAlo]|ZE ToHo <
A5 =9, ol g f - FEAR Anjpe] =

d 7 E BElAl anlate A4
szt QoA Au|AasFAe] 2t e 9
ke Aom AT o gtk Wakefield

Blodgett JG(1996) 52| -ol|A ¢} o] &2

\ it
N

i

iin

o oX

2

7] W&ol Mu|AaxF|o)Zy} mAe] Aelde] 2
Y= ox =5 33l thakdt mlo] ukgof of

2
slo] Agke} sl Aol wj$- 5
stolg MY 2] 534 9 4E
W3l deko 2 Au|AxaA o] ZE Fgs)of at)
= A& A K ATE ATl Aoz

=4, 237 daEgS o] &3 Anxe] |
Zte 7HAE BE(B=607), &E2]%=(B=.589)°]
Ao IS F= o2 Yepon, ol
AIE el 218 el ~EGe AMB| s o]z

.607"

.662""

.589™"

Behavior
Intention

<Fig. 2> Structural equation model by parameter estimation
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