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A E 16 5.0
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Q)2 B¢ 63 ~103] 78 248
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h o
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*KMO(Kasier-Meyer—Olkin Measure of Sampling Adequacy)=0.854
*F 4k 68.848%
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o 2 AF KMOAIT+= 0.899=2 e QQ7AS 83 = A& 4
Aok xR o2 Yyt diEl 4A-AN S 54T 4+ = Bartlett's
FA dAL 1262.783 o3l pzkol 0.0008.= e} HEE 7k A &
A7F frelst Aoz e

IMES] FAFAE SH= T M4NE AFE=e 2AX A7 A
dste] 47 29102 8218 HIAUAT 291 ‘BAFAYE, QR12% F
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Qf} A e 6.085 | 12.097 | 0824
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ATl A Cronbach’s a AlGE ]85 A= &4 A3iE vgo=w
AT 7M. HF A AMOSE 54 RE S ol &35t el EA
(confirmatory factor analysis: CFA)S 2

2 AT A4 dgdeer AdTRPFe] AARl AdEE A
371 9ste] Fx ®o] AFs= APE A ES x(df, p), Normed-x’,
GFI(goodness of fit index: >0.90¢] ®}=+2 3l) AGFI(adjust goodness of
fit index: >0.90°0] v}=&2d) RMR(root mean square residual: 0.05°] &}
7} w23, NFI(normed fit index: >0.90°] ®}#23H), RMSEA (root
mean square error of approximation: 0.05°]3}7} vz 3l 5o A=
AFE A&t .

AA 2ol gk el Ay S B 3 AgdE Age
x°=1200.779, Normed-x°=2.292, GFI=0.937, AGFI=0.893, RMR=0.025,
NFI=0.896, CFI=0.937, RMSEA=0.0502.2 tfi A& THA7I= A
o2 yUetwth was A RES dAE f2AEd Agetta add
o SAHAETEY B8k 89039 CR #s W BT 1.96(p<0.05)& 73
frolgh Ao w verwt meEb A A At REe AR FEAR
of Agsttta Attt dAEe g AL AEH S <3 4-5>0 A
2] 5k 3t
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29l W4 SE CR J;]Tf}
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=4 AL gl diet o & 0.069 14.798 0.828
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Aosts Au2E AYEdA 54 - - 0.745
THHa e MHAE ATy i dx24Y 0.073 13.052 0.744
ZHe] Z o} Aol Al wl ol gk = 0.080 14.093 0.799
U Mul2aE AlFuy] 98ty AY9ES =8 0.076 13.914 0.789
daEde] fAHA 3t A 0.082 14.659 0.829
w2 grESA YA 7= Aotet - - 0695
257 |BF daEFoA &5l =AY 0.085 12.838 0.802
GF B B AFRATE =AF 0.083 13.808 0.887
A7 -7 | g0 £ Aot W@ 2L % - - 0784
FUA | HE A Y oA Tk i 0.065 5.969 0.866
e [T ASEDA doted A9 - - 0754
o GF gaEdgo] ‘U A olgtE =7 0.075 15.673 0.876
T GF g aEqge di& Nl A/ 0.075 15.847 0.891
o |TVANE BAS E sl 220 4 B = 0.892
% U7t Folsles dA2EHS A&EHoz2 7 A 0.051 17.866 0.812
G daEFdye] AV AEHE Y 0.046 18.651 0.835
92 Ao 2449 APS vl 4y | - . 0893
THYE T2 AFF S A Yo vF dHxEdS F3 0.048 21.658 0.880
GF Y A2EFS Rl x5 0.048 21.161 0.869
AAN Gl wE drEge Adstid G@e| - - 0798
S ERR T
G YxEFo 7AS ZyE: AEHHo= 0.095 12.626 0.819
ol g% R
AEV o s e O me =8 AR oAl 0095 | 12626 | 0819
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9
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S UE giEFS o8 A9

28435 Normed X°= 2.292, X*=1200.779 (df=524, p=.0.000), GF1=0.937, AGF1=0.893,
RMR= 0.025, NFI=0.896, CFI=0.937, RMSEA= 0.050
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ABSTRACT

A Study of Psychological ownership for

Restaurant Patrons

Lee, Hyoung-Soo

Major in Food Service Management
Dept. of Hotel, Tourism and Restaurant
Management

Graduate School of Business Administration

Hansung University

In this study, an empirical analysis was made to look for
variables, which affect psychological ownership on customers of
restaurant, and catch how the psychological ownership generated by
these wvariables actually affects word-of-mouth intention, relationship
retention intention or willingness-to-pay and resistance toward
competition. The SPSS 15.0 and AMOS 7.0 were used for an analysis.
Analysis showed as follows.

First, the control of service hadn’'t any effect on the psychological
ownership.

Second, in the process that service is produced and is provided to
customers, the higher their participation was, the psychological

ownership of restaurant grew big.
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Third, when customers felt that the image and values of them and
enterprises are equal, their psychological ownership of restaurant grew
big.

Fourth, the intimacy of restaurant had a positive effect on the
psychological ownership.

Fifth, the higher the psychological ownership of restaurant was, the
psychological ownership of restaurant had no impact relationship with
relation retention intention, which customers are trying to continuously
use a restaurant.

Sixth, the psychological ownership of restaurant had a positive effect
on the word-of-mouth intention, which customers are trying to deliver
the provided service to others.

Seventh, the psychological ownership of restaurant had a positive
effect on the willingness—to—pay, which customers are trying to pay
the price of purchase products or service.

Finally, the psychological ownership of restaurant had a positive
effect on the resistance toward restaurant’s competition.

The implications by these findings were released as follows.

First, many studies on the restaurant have been focused on
marketing strategies such as restaurant employees’ service quality,
taste of food, choice attributes and price, but in this study, there were
useful implications for restaurant managers and marketers by releasing
other factors besides factors pointed out in the preceding studies.

Second, in this study, the antecedents, which affect the psychological
ownership, not a concept frequently used in studies on the restaurant,

were closely examined.
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Third, restaurants should be able to classify patrons by pattern, and
the participation of various methods should be led according to the
classified pattern. And the communication method with customers
should also change according to the classified pattern.

Fourth, the brand value of restaurant should be raised to increase
customers’ psychological ownership. And not to have a negative effect
on the psychological ownership generated by customers’ identification
propensity, the consistency of tangible and intangible factors, which are
constructing a restaurant, are also important.

Fifth, in this study, customers, who feel intimacy to a restaurant, had
the strong psychological ownership. Therefore, if restaurant operators
can catch customers’ propensity and operate a custom intimacy
improvement program, the effect of psychological ownership should be

maximized.
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