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FoslAd AFME S 717bskE 0508k pah)E YUEE BHEo] Eopxith
kA tiebq o2 Q(x¥/dhake AHEEtE A 97F AThISD
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[ 47) 314 2184 23
= x| F
AT oW % Xg; g E; fﬂ%f H];éﬁ} SE. CR p-value
= g g
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vas | 2| | & 92 048 18651 .
3 734 820 045 17563 s
4 833 79 043 17112 .

1 734 1.000
) g 2| | L7 976 08 13982 s
y 5 715 965 081 13100 s
b 6 701 915 0.72 12931 .

B 1 655 1.000
Y | 4] 6] 3 95 869 083 11321 .
2 653 860 0.77 12231 .

3 697 1.000
iazy 2| 7| 487 847 071 12416 .
5 635 8% 073 12123 .
7 625 412 069 11.89% sk

1 709 1.000
x| 3| 5| 3] 01 965 05 12.369 sk
4 698 945 086 12216 .

9 805 1.000
Xl;;? 4744 | 6| 6| 3| 798 96 087 11.931 .
4 789 942 081 10989 s
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AAAA | 3] 4| 3] 8% 719 040 16631 .
4 823 8% 043 17112 .

] 1 692 1.000
ji Fo9% | 2| 4| 3] 5 936 088 13.081 .
3 9% 963 075 17722 .

Chi-square=356.581, p=.000,
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ko
e
re
e,
k)
ofl
ol
o,
o,
o|\
rlo
s
N

Ao 7}



(SLambda X)2
(CLambda X)2 + (3 Theta Delta)

Z7k( average variance extracted)= =% 2 o] 23 W
Aol A A 7Nd ol Yelll= W] ol FE9 W
& e FAow =Eaych

(S Lambda X2)
(>Lambda X2) + (XTheta Delta)

et #F2 TS A& mEt dye <E 4-8>3 Eoh

[3E 4-8] 7HAEE &4 23
ARE | BAE | RE | AR | ANAEA| AAR | BAAR | ASAAA | eem
CR 0.842 | 0821 | 0759 | 0707 | 0754 | 0814 | 0.796 | 0.767

AVE 0.679 0.612 0.531 0.547 0.612 0.686 0.662 0.526

A8 ofstd FANFE(CRIZ 24t FE2RAVE)S] 8715
CR>707 AVE>502& A Alstar gleh £ Ao FAAZEE [F 4-8]
ol A vhERE A3} o] 707~.842, w4 FE 2 526~ .6892] W9l 3l
ol &Il 2 Ao YEw

158) A, AAA, pp.113-123.
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R ==
714 A= i?; S.E. C.R p-value | AEAR
T
H {Q]_:_ —
Hl-1-1 242 0.100 2.407 0.016 A
7}y A 7} %
HY=—
H1-1-2 o .306 0.156 1.968 0.049 e
EA7}A
HY=—
H1-1-3 R 031 0.064 0.480 0.631 717%
AE
H1-2-1 I 013 0.062 0.209 0.835 717y
AV
H1-2-2 o 412 106 3.927 .000 A
EA7}A
AE ;
H1-2-3 P 603 111 7.535 .000 A
A8 —
H1-3-1 " 250 089 | 3.450 | .000 A
712 7}
A8 —
H1-3-2 ZI] ] 297 .088 4.663 .000 A
E27}A
A E !
H1-3-3 2151 .268 071 4.235 .000 Ae
Ae| 2Ed - 2
H1-4-1 : .288 .099 3.875 .000 A
712 7}
e 2AE- - 2
H1-4-2 o .301 .090 3.915 .000 A&
EA7A
-4-3 A =g 1 102 1.662 0.096 7)1z}
Hl-4 i 170 0.10 . . 7}
HAE=—
H2-1 j‘qur 507 0.117 4.350 0.000 ) €
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Ae| 2AEd - -
H2-4 500 0.093 5.370 0.000 1=
Tl o
7}V A 7R —
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3] A z] —
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ABSTRACT

Study about the Influence of Core Competencies of
Food Service Companies on the Consumer’s Value of

Perception and Purchase Intention

Park Jae Moon

Major in Food Service Management

Dept. of Hotel, Tourism and Restaurant
Management

Graduate School of Business Administration

Hansung University

This research, conducted with customers of famous family
restaurant chains in South Korea, studies the influence core
competencies of food service companies have on the consumer’s value
of perception and purchase intention. By understanding the perceived
value of family restaurant customers systematically and in detail, one
can grasp the intention of customers buying in a family restaurant.
Moreover, one can point out the current aspects of marketing and an
effective direction in which food service companies can develop as
competition towards other companies. To achieve this research purpose
I used the statistic programs SPSS 18.0 and AMOS 8.0 for analysis.

The research results were as follows.
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First, the four wvariables of core competencies I analyzed were :
brand, product, marketing and service quality. The three variables of
value of consumer perception I analyzed were: price value, quality

value and social value.

Second, the final result of analysis and the suitability degree of
the sample presented a desirable level regarding the research.
Furthermore, the focus validity and distinction validity of the result of

the variable’s result is highly given.

Third, the wvariables of core competencies (brand, product,
marketing, service quality) have a partial relation to the values of
consumer perception (price value, quality value, social value). Therefore,
one can draw the conclusion that the famous family restaurant chains
in South Korea have to find a way to increase brand awareness

continuously.

Fourth, due to the fact that among the variables of core
competencies brand, product, marketing and service quality have a
close relation to the purchase intention, the purchase intention is
accomplished continuously if one increases the core competencies.

Fifth, among the values of consumer perception of food service
companies, the price value has a great influence on the purchase
intention (+). Therefore, by increasing the consumer perception value,

the purchase intention will increase too.
Sixth, looking at the statistical characteristics of the citizen

sample, the majority of customers consisted of women and unmarried

people between twenty to forty years. Furthermore, the most common
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distribution regarding the average monthly income was minus four
million Won. For that reason, it is necessary to create a menu with
middle and low prices to attract more of these kinds of customers, to
revitalize the promotion of family units more than visits from couples
and friends, and to do research about how to attract families to wvisit

the stores, especially on the weekends.

Seventh, the core competencies strongly influence the value
perceived by the consumers and the purchase intention (+). Therefore
it is necessary to conduct effective management to make the customer
experience a convenient and suitable service. Moreover, a way is

needed to encourage the customer to visit the store several times.

Finally, this research result emphasizes the fact that the core
competencies influence the value perceived by the customer and his or
her purchase intention in important ways. In addition, it was verified
that the value perceived by the consumer is an important variable

because it is a part of the formation process of core competencies.
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