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A 1A ZAY A7 L A7 BF

1. TAS A7

2 g2 17ke] Aolrtr] fle o g A Azte] AE A Ay
Ko, o]y AAASS A, 7P, AGHE Wstel BHS A5
Sk, A AEE JHA o] AAER] WA JHA vre] AAER] o=
T2 5 A, 18417] AtALEE drolste] abqdstel F]istE AV
= A dI dEe] SAFe] HeHArH(FHAY, 2012)D. o E
o, o5 Anj= A B THEstel AnEM = 553 Wste 9
A Estoll tig e St gS gdeiAa Hols el gk 9
2l g HEo] AFEE §S Fstde AEol FEEA A 9
ToAol FZEa vk 53], AMSlH, kA ow F 5dA 27 gl
et o7RAZE S, shdo] B FTL ol se] Wi} o] Ut
st gk, A G gigk Thx ] Wt FoR NG R tFs)
o A3 A B vggstE T3 e s st Advh(A AR
Wik, 2012)2)

53], 19799 FulglobE el oA oA gfel MEF =L
S AFer g71dEe ANE A=) 7HAEkE 7] ARSI, H ol
1988 ZA~ g 188S AlF e Ao =99 Ly g8
_z-; 1992 T.G.I Zefoldlo] =7} Al 1245 ZshuA 24402 A
o

fo =

oft

o2 T qz\u}g,] eS| /\Z% “5;]:}6]-/\]7]%]3] Ze Ao Ase s

1) AAY. (2012). ZA:xfo]|= U YAEHS] 202} A5 2154 Outback Steakhouse AHHE &
o7 Feustu MAFsk = p.l.

AN HWA. (2012). e AER AHA Fdo] RS 9 5ok wX= g3k AEs &
WSR3 27(4), pp.17-36.

3) ST AAE(F). 2011, LA Az, e AR (F), p.72.
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oAk o] WS kvl ar gk ey 2000 Tl ol eb 9] A xke Al <]
A3k AR = Bll=e} HEss BA=rF gt AR (2
S, 2006)4), 20081 wl=rell Al Al ZFE FE917] o] % widE dAEG A
B2 Age BAE skaL vt o] ¢} o] HHE] HaERe] wdky) 3
S AT A Ee] Ade AAS FoaH vrel Q1H Auj FHO
2 Hgtsle 840 a&dow tfsatrlols AV o, A A
obet] flgt A o2 FefA o] Tt 53], Ay HAEZ ]
ES AAAA N ) AA ZaE =Y vte] 84 34 553t
o= 3| B dAte] Hu s AT 5 QY] WiEel mg T8 9AR
A-gatar glom, Mulag Aietr] o]l Ze] A eSS
g ~Ego] ou X HPApe] Hag olad 4 v FTA% GAEH 2§
shtba g 4= Ath(Lin, 20045); Zemke & Shoemaker, 20076)).

=214 &4 7P dX= AR olv Aol FEFE FaL LHAe

AP & ¢ At Ao FuA dov), Y 849 Faiel A4
WA B ATE Auls ANE Beld B3 wANE, AR ©
FHE B3} gt AP AT 20079)

Yol Wuel diEIE A4 BANA BeA 87, AN, Ay
BoE 9 FAewe] Y FRHL FRS HUm, we A4Ae
A aAA M B0l e wAVEE oW Awsu pEst ¥
AA FasA A7) RSk ol Pol WUy WrEFe B

4) ¥FEA(2006). =] s dl~EFe] JF 2084 Outback, TGIF, VIPSAHIE FA 02, dh=7}
7] AAFEREE, pl.

5) Lin, I. Y. (2004). Evaluating a servicescape: The effect of cognition and emotion, International
Journal of Hospitality Management, 23, pp.163—178.

6) Zemke, D. M. V. & Shoemaker, S,(2007). Scent across a crowded room: Exploring the effect of
ambient scent on social interactions, International Journal of Hospitality Management, 26,
pp.927-940.

7) Shostack, L. G.(1977). Breaking free from product marketing, Journal of Marketing, 41(April),
pp.73—80.

8) WA} (2007). A ~ERS] Bel# o] ] FHgukga) 5ol o Hx)E Gk P
o HUAAEFE TR, EEgdy | 9(3), 148—161.
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Al 2 % olEH WA

Al A A YrER
1. 92g g2rEZY AE D o

e AE (family restaurant) o] gk 80 m]=9] 92 4kH¢ o] 2y
AGsHaA ARE A ~ER FEEA] oA 1980 ] SHHEE
7] AlARE A= A el R TSRt als A dw 94
7S] o)A aAo] e gl o' Hghe = A Ak = 3l
© AES EITH(EG, 2007)13). Syt A e A u AR v
9] The national restaurant association®} Consumer reports on eating
share trends®ll 4] & A18] 2 (quick service), Pl=227A Y (mid scale), & =AY
(up scale)® F&3tal = Al 7HA] MEA1% 5 mid scaledl| =E o] 9
MR AREE L QITHRA S, 199414, AE5(1998)15) e ~E
5 o IS A A AP emA TFS w9l e] oj4aizol

A THAoR MRS =W AAE = Y AP Ta,

2 o Jp o
off E ol L

EoaEdor duedaEds deag. s, el

&l A 7 2]
B2 =AW Z=4A 0 Q18] ofgle] S Fukdl 71 2 H2 55
T aMo R stal glon, WAEFERTE At o|uAR 7F A
o AEA w7 33 o] A B9 A== TR g, et
gt 7% 55 e e A FrE fdsta ok ol E
g 2Ege] Jdol tal] £98H1996)160S e f B s Adrt

13) 2. (2007). L d~EH o}-2M(OUTBACK steakhouse)®] ARH A AT, 44 |
22(1), pp.199-220.

14) A48, (1994). AL g] HAEHY Ae3Fa} ool Ao A3k A AlFoigtn HAFeke) =T,
pp.41.

15) A&%. (1998). AA3geiAE, A& A AL, p.161.

16) =92 (1996). =de] d=E%e] Anj2 £ Hrhacle] et A7, e/ | 6(1),
pp.68—69.
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17) 348, (1997). @wel22kgle] kel b A7, 22| a4,

S
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2007)2D),

, 3, pp.343—365.
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7
19) WS- 84 (2008). 3L @

(2012). AA=E, pp.1-19.
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18)

, 17(2), pp.35—56.
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20) 27024501 841, (2005). 2¥12he] 2] 7
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<iE 1> e H2EZY A 3 A

A7 A 3 Aol
s gre] wde] PaEGS AMus, nE2AY o 2AY F
ARAA0D | 5y sne) s o S
Aty ~ 4 5 S A S 155 ol o] Fo A=
solek(1996) | } 7,000~15,0009 2] W2 S2A13-E 15% o] o]F01#]

AYshe Mu=E AFehs daER
} D}H«] oS & =T g ARt oAl £H71E
6”317454 "”EH ], 47}7ﬂ«] S8y 2o oA ola 7hdst

1=

HAE < o . B

o005y | HEA BEFES A W7ksh ol Aulag A AsEY
Z%4d1(2007) Ve S AR AR YL EA TS 94 auro]

BElE A oR Wekehe wrEA A 4 gle A
19 Adske HolE MH=E A
FEA(2008) | H2A3F 201 o)Xo] o] &= SAH
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Mulzet vherg £

Az AWATE BEG0] ATA 24,

M- T O

A77(2012)
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K
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frt
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Lo
i
e

AL P A2EFS BFEY) 93 N 2AERZA v gAEY 3] (the

AR 2o B4, A

2, vl s, A, G of 3 AA B Sl whe <& 2>9F ol

Far ek A <, BH 718 1999)22),

crEiveRe] ey HAERS g el =Y E A e
HrEZ] JALE 1985 7| Fo g By 18 4dA &3 odE
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- 11 -



<¥ 2> Wy drEFY BF

TE £3
SAE FE
) Mul~ YaEF S E AH) 2~
(quick service restaurants) | -543}9 w7 E&
2 Ao}
2P AEFETL opd S4
HolE 52 JMEH AMH|x
/g d2ED | - ARlaEd Y dly F
(midscale/family) A8 Fhe AAZE Al b

AE &= MH|As Zo I MH|AE §HH] oS
7]-;(41:01 Zid /\1/\]_ 7u%7}

W] 2 (full service)

Jo]& AMH]~(table service)

7HTF 1:}0]‘43/1 v oks Aju]
=203 9 AEY Lo
o 0 iy £
czsua mmng1 : wotst B.9)7]9} Hak
moderate upscale AR o7 JYUUE 7= AA b5

0?~

o] Ad2A} A7}
"] 2~ (full service)
718k Au] o) W oole] A|F

>

g HAEF

iammwmmﬁm;ww@

(fine dining/higher check £ Jle 24 Vs
upscale) o] QFE 7| % 3
=2 AGAALE AL

A 0 Al A 88 (1999), YA NE

53], pElugtol A= obA of&H ERuRol flojA Tt AT
AEdy dfidey dAEdS 27 dfidey daEZo|dta 251 9l
ol gl 9l FElgh ojn A Shup O B A, A, W
s Al Ee dlaEFolgts stue] /e ® F-Ea Qe A
el Ao AR HH

Tl e daEHe] 3 BE F¥o] 53 FElZ outback steak
house, VIPS, T.G.LF, Wy oA &= A2, gh32S 583 vlwe &
nj&kal Utk tEo] RS AX)e tdk FoAo] BZtEHA FakE ¢
2Eo] Fojual glow fAES HHlA 9 dfitE HAERe] AEES
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A2 Ad =24 ¢4

1. 2994 749 719 % 49

37 (environment) o] 2hi= o= Aelg, A&, o, x| g, 213 5
oA de] AbEEHE o2, o] gk o AA] sHEe| okt AL
= vekel A9, 1o Fatel whel vrekatnt. S 42 ARl Azt
7h dES s flaE A A Fofske FAaE onlsteul (AT ol
FE-HEE]. 200723)), s o] AH| 2= AlE 7)ol thet F el S 7A|

3
= UG dFad = Tl =dH @0 e griel x|zl v A=
TRAS OE ¥ 2JERT U At & 5 Au (@44 200
8)24). 53], AH|=E st LA R A TGS S8 FRE ol
Sot7] wiiel =24 42 uAe] gl &S VA ¥ ol 7Y
of ojuj A= YFS VA B FTasttal & F Ut ol2f7 o] f= A
elel|l 2] A abs Algshs Anlzo] thsho] o] A3 X zhekA] &
AL b AR e R S VAES 24 e AlEsH HEske]
/dstofoR dvh 3, =A@l Wit gabs gte] FE A 42 27
A 23e Ads] dedomn ue el IS v F en,
MulaQdell A &2 87 L o] Muls A zba vk, Gl G v A
7] wjzell 719 el Aol Fadh deeltal & ¢ JAH(HAT AZA
2003)25),

i
N
S
X
g

o

oft

23) AFA. 48 3).019. (2007). HnlE~ER ] B2 2877 Q80| 27} 0] 7]
9| xzof mA&= Oé%h gl A d, | 21(2), pp.91-107.

24) A4, (2008). Ee El*EEH B4 o] uA7Ao| v A JgAT, Mn) A~
S 3), pp.89—108.

AR, (2003). B4 8749 A2l i Fru] = P9lofl Tt A, FFA AT |, 19(3),
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a
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(@]
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wn
N—

structure), =24 A= (physical stimuli), 27 %]
TORE FAE Jom, ZEA Fxe A3 A AeAgel IS A AY
EAlskE AS5HARIF 7] E8 A wiA R A ostar, & A Aol A
BAF = A ALY oA walstal 1] 3§ FIFE

olg}al A olst3itt.

Ghosh(1990)3D) & A3z o] Eu]% g7o] Al
=

]
2

Y4 585 Fxgown Hart Al
T} Baker(1987)32)% AMu] 27} %
LAt SF o= Ee4 249
13} 2n) Ao Y9S 7stst
A glolgtar &gl

AR & A AR7E ] 29}

=
ot
o
ol
iy
ol
o,
@
o
o
do
=
oY
o
HBL'
~
—
o)
o)
*
fo
X,
r{o

O,
o
oftl
o
o
oy
=
=
[\]
(e}
(@)
~
rr
e
ACH
2
i
o
O,
(RCA )

26) Binter, M. J.(1992). Servicecapes: The impact of physical surroundings on customers and
employee, JMarketing, 56(2), pp.57—"71.

27) AFA. e 309 (2007). AA=E, pp.91-107.

28) x4 d7A. (2008). A=, pp.89—108.

31) B, (2010). AT B84 o] 7ARkea aARE F T vx]= 9, 47|
A AR, p.40.

32) Belk,R. W. (1975). Situational variables in consumer behavior, Journal of Consumer Research,
2(3), pp.157—164.

34) Ghosh, A.(1990). Retail management, orlando, FL: Dryden Press, Golden, LM & Zimmerman, D,
(1986), Effective Retailing 2th 1, Hounghton Miffin Co. pp.143—150.
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79) Zeithaml, V. A. Berry, L. L. & Parasuraman, A.(1996). The behavioral consequences of service
quality, Journal of Marketing, 670(April), pp.31—46.

80) Fishbein, M. & Ajzen, 1.(1972). Attitudes and opinions, Annual Review of Psychology, 23(1),
pp.487—545.

81) Newman, J. & Werbel, R.(1973). Ultivariate analysis of brand loyalty for major household
appliances, Journal of Marketing Research, 10(11), pp.404—409.

82) Geva, A. & Goldman, A.(1990). Duality consumer post—purchseattitude, Journal of Economic
Psychology, 12, pp.21—23.

83) Assael, H.(1992). Consumer behavior and marketing action, Bostion, MA: PWS—KENT Publisher.
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Business Review, 68(5), pp.105—111.
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86) Day, R. L.(1980). Research perspectives on consumer complaining behavior, Chicago, IL:
Theoretical Developments in Marketing, LAMB, C, W, and Dunne, P, M.(Eds), American
Marketing Association, pp.211—215.

87) Philip, K. & Bruce, W.(1984). Marketing essentials, Harvard Managementor, Quick Path, p.32.

88) olfrAl (2000). RS Aol thh FA 1A, LanRiEkdy | 11(2), pp.139—-166.

89) Fornell, C.(1992). A national customer satisfaction barometer: The swedish experience, Journal of
Marketing, 56(Jan), pp.1—21.
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90) Reichheld, F. F. & Sasser, W. E.(1990). op, cit, pp.105—111.

91) Katz, E. & Lazarsfeld, P.(1955). Personal influence, Glencoe, Ill: The Free Press.

92) Voss, P.(1984). Status shifts to peer influence, Advertising AGE, p.17.

93) Hart, C. W. Heskett, J. L. & Sasser, W. E.(1990). The profitable art of service recoery, Harvard
Business Review, 68(4), pp.148—156.
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(10.1%)5=0.2 YERRTY,

A &GN 7Tk oA} ~ 10WH] mjnte] 71 w8 759 (30.4%) 010 AL, 3RHY o]
~55H IRk 6278(25.1%), 5K o ~ 7Rk m|Rko] 517 (20.6%), 2% o) ~
Rkl minto] 7ht A2 33%(13.4%) & YEFST o)e] ARE HAEF ol
7FEol 7P WSk, BHEEAS A PR A% WEo] 7P Rk H9ke

W, d et B S 38 ofsh, AEw el Tk o) ~ 10%kel vivte] J1
[e3]

=~

w

\

2. A} hgrte] ANl S

e eSS Wshs dAke] dubA el 542 <k 16>3 2t
FA A3} JHL o] 1537(61.9%) 2 94 947 (38.1%) .tk oF 28 F=7) @k
o AE G 7] 1409(56.7%), W& 1079 (43.3%), =)= 3007k /M4 2
© 1029(41.3%) 0.2 YEptom, 40t) 569(22.7%), 20t) 4798(19.0%), 50t o] 4]
4278 (17.0%) 0.5 ZAME AT 8192 dEtiehal £4]o] 14678(59.1%) & A9 %
NS Holar 9o, gt E9o] 589 (23.5%), WEHY o)/de] 23 (9.3%), 1E

209(8.1%) 9] =0l Ut

Aele Mu| 24 779(31.2%), BA71%A 689(27.5%) 0.8 |2~ 1 YA7)42]
o] H|%=8t B¥ 2 Holw glom eI} FHI} bz 429 (17.0%) o)1, AT - &
o) 717 4L 187 (7.3%)°1AtE. Fol= 2017HY ~ 2509+ w]nto] 657 (26.3%) %
P B REE Hola 9lar, 2517k ~ 3007HY m|wk 597(23.9%), 150%H g
497(19.8%), 30171 ~ 3509k w]wk 379(15.0%), 1519k ~ 2009+ H]uko] 15
H(6.1%) % 7 A& wog wetha SHskelth



<E 16> 24 tgAbe] A B4

W 7 HE5() T4 H&(%)
A A 153 61.9
44 94 38.1
s o HE 107 43.3
=T & 140 56.7
200 47 19.0
*C 30t 102 41.3
400y 56 22.7
50t o] 4+ 42 17.0
e 20 8.1
s AEHE 146 59.1
o st %9 58 23.5
g ol 23 9.3
o g4y 42 17.0
T 42 17.0
A4 A7) =2 68 27.5
A4 18 7.3
AH) 24 77 31.2
1507 W)t 49 19.8
151~200%H mwt 15 6.1
. 201~2507F ot 65 26.3
" 251~300%+¢] =k 59 23.9
301~3501+¢ m|wk 37 15.0
3519k o) 22 8.9
Total 247 100

= Fl8l AR SAGE g 7l 2 A <x 17> Ao
73 o] sk Akl et Bk A 84 4601172 7P ¢
L FHaA(4.38%1.12), TR 24
2 Ao, WA es 3
(4.28+1.24), IATH(4.26+1.12) 0.2 A}
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4 WS M*SD
o g PrEFe) Ahert A 4.37+1.36
T o] sje] HrEHe Axzye Aot 4.19+1.37
4.38+1.12
82| o] e AaERe] Soke Hgketa AT 4.15%1.30
o] WYz U2EZS] A7)/} Et 4.34+1.40
o] jue] Y rEFS oI v Aot} 4.2141.35
el | o) MUy drEF T wjAE o]Fstr|ol Asit} 4.28+1.31
4.28+1.13
BN o] WUy UxrEFL ARsta Hert & Hol it} 4.31+1.28
o] Wg #YAEZF] I A M Eo] o}E} 4.34+1.34
o] Ydg] YrEG FAY = FEsI 4.62%1.35
219 | o] WYY P2EFY TA FUELS )il 4.67+1.31
4.60+1.17
L4 o] e YAEF FAYNY LRE= TG 4.62+1.31
o] el dEYe] Tl Wit 4.51+1.36
S2lo] "rgla AlMsT} 4.28+1.28
!
° oxle] oko] Wy Ho| Fr} 4.16+1.29 | 4.20+1.14
w4
oo wokwl A7} Bo| Euh 4.17+1.30
7}A 0] AAsic 4.48+1.25
7H4
an A Egere] thekstar A st 4.524+1.27 | 4.50%1.16
theket ElgE(nrd A, AW, AF T AFdt 4.51+1.24
VAo mkEdT) 4.35+1.25
O E (ZRIFIE )] THEST) 4.20+1.33
a7
o aAFE o] BHEsT} 4144137 | 4.26£1.12
4 ol wrEgke) 4.35+1.31
Aubg o & 4.3041.41
UE o3& A&H R o] g Floltt 4.01£1.10
A
;E U= g e gl aEZHT o] 2S o] &3 olut 4.2341.36 | 4.18+1.24
W= 7He] 9 HE s o] 3t o] &3 lojth 4.31%+1.44
U= oS 9 AREeAl A8 o A 4.85+1.26
il Ui o3t s FAAA 2E & 9] it 4.81£1.25
4.86+1.13
A £ A0 & A2 AlarRe e g o o) xe AT
o 4.92+1.26
3 A
¥ SA4YE 74 IAE HEQH W 284 guREoug a8 74)
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t}(Fornell & Larcker, 1981181); Anderson & Gerbing, 1988)182),

A AR 24 Zsr] 9

371:}1

Ao e} 2419208

O
T

Fre] W19l 566~.802 M} 2k

2 33 Fornell & Larcker, 1981)183),

181) Fornell, C. Larcker, D. F.(1981). Evaluating structural equation models with unobservable

variables and measurement error, Journal of Marketing Research, 18(1), pp.39—50.
182) Anderson, J. C. & Gerbing, D. W.(1988). Structural equation modeling in practice: A review

and recommended two—step approach, Psychological Bulletin, 103(3), pp.411—423.

183) Fornell, C. Larcker, D. F.(1981). op, cit, pp.39—50.
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ALz HE W L HASE 5 F 5709 acle] ARl Tl
AAHL e Aol AFAAT £ 04 aAR N o AFut 5

20
RMSEA .054 5o = 1%EM AvkA o2 s whet o s Sl E G

g, BEE RIS vtgo R 284 B9 Al B4 S AAe A
Cronbach’s Alpha®] e .847~.9149] W] ¢to] F3tw]o] o dwAdo] 7
<5 A (Nunnally, 1978)184),

<H 20> 224 $79) 314 aqRH 2 NI By

e . EFs Cronbach’ | ¥4 | ETE4L
=3 = Estimate t—value o
A a A= T=
N AF1 1.000 768 —
TR AF2 1.065 810 12,2715
an AF3 854 687 10,454 847 738 566
AF4 1996 742 11.21 8%
. DF1 1.000 763 -
AT D2 1.058 833 13.358#x
Qo DF3 976 787 12.55 1w 878 806 645
DF4 1.075 830 13.298 %
} EF1 1.000 755 —
AL | ER2 1.092 851 13.84 1w
S EF3 1.184 919 15.823 % 904 900 732
EF4 1.190 890 14.727 %%
AEE T MF1 1.000 793 -
g | MF2 1.077 852 14,1125 857 786 679
a MF3 1.042 815 13.51 1
}4 PF1 1.000 761 —
R PF2 1.240 931 16,421 w55 914 740 802
£ PF3 1.279 981 17.052#5#5%
##xp<0.001
<k 21> 594 749 A=
2 df p—value GFI AGFI NFI CFI RMSEA
A | 205214 | 120 0.000 | .921 887 1939 973 054

184) Nunnally, J. C.(1978), Psychometric theory, McGraw—Hill, NY, USA.

- 63 -



981
dhk

52 763 B33 787 B30 .55 B .19 Bgo 703 .85 Big b1 .gn:
L kkk L ey L L RER kEE RRE RRE L kEE kEE

Tk

687
*kk

o
= ¥
0

~
[
H
sl
[
H
~
[T
m
-
[T
H
~
[
H
ol
[ o
H
-
[T
[
~
[T
[
-
[T
=
~
[T
H
~
[V
n
ol
[
H

768
*hE

P
=]
Q
=]
v
o

-

-+

>

K- o

e

gzl g 8¢

)

>

=
=

o,

23>, <19 6>3 P}

<3t

22>,

MAdes <

e B

Al

Tk
xr
i

—_—

0

% 83002 YERA, 3%

el

766, =+

=
W)
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ol ATET

& Gerbing, 1988)186), 1
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file)
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185) Fornell, C. Larcker, D. F.(1981). op, cit, pp.39—50.

186) Anderson, J. C. & Gerbing, D. W.(1988). op, cit, pp.411—423.
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141~ 439 YEht BERAFE6 M9l 642~.722 Hrh 2 Ao YERt 2t
AL BT HEA S 2 Ao ® Fsith(Fornell & Larcker, 1981)187),
olgfgt A¥E 3l uARS, AWEIE, FHAE T F 37/ 81l
A ol GRS 2 Flo] AFHUT EFF F1F gQlidAle] 9
df 41), p<.000, GFI .911, AGFI .857, NFI .927,

CFI .948, RMSEA .096 5o & Ye} dARkA oz nb5dk kg 2o o

Cronbach’s Alpha®] 42 .860~.8992] WH{] <tel x3tE o] A Aol
Z 5 A (Nunnally, 1978)188),

<X 22> AATNE Ao, FHYEY g4 gl 2 A% F4
L ) ¥F38 Cronbach | ¥4 | ZFEA
=X 3= Estimate t—value ) .
As a A= FE
CSL | 1.000 790 -
1 cs2 | 1.143 848 14,5825
|
e CS3 | 1.137 818 13,937 899 833 642
il CS4 | 1.051 792 13.386%x
CS5 | 1.080 757 12,6725
A | RVL[ 1000 739 -
oo RV2 | 1.191 906 13.38 3% 860 766 685
= RV3 | 1.165 831 12,7350
=2 RII | 1.000 824
T'\__
. RI2 | 1.102 1920 16.37 L 886 830 722
A= R | 97 803 | 14.356%%
wrrp<0.001
<3} 23> NS, AT 2 FHEe A3t
%2 df | p—value | GFI AGFI NFI CFI RMR
A | 133.067 | 41 0.000 | .911 857 927 948 096

187) Fornell, C. Larcker, D. F.(1981). op, cit, pp.39—50.
188) Nunnally, J. C.(1978), Psychometric theory, McGraw—Hill, NY, USA.
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FQO***
BB
BaB®**

.792***

739
wEE

.906
EhE

.831
TEK

*%*%p<0.001 )
[ Riz || Riz || Ri3 |
.824 .g920 .Bo3
<I¥ 6> TS Ao 9 FHo ko] g1y 89l 4 A
<3 24> WEEIGE T
1 2 3 4 5 6 7 8
FHo A 5662 | 364 | 247 301 265 | .372 | .328 352
CARl e 4 604” | 645 162 | 304 265 439 | 268 | .189
FTAHI A 497 403 732 290 | .324 335 | 294 | .352
AE 9 o 549 552 539 672 321 .364 381 141
VA8 515 515 570 567 .802 .364 327 | .243
kLl 610 .663 579 604 604 642 356 | 284
A2 = 573 518 543 618 572 597 .685 224
FHY= 594 435 594 376 .493 533 A74 722
a) EFEAN = 3 b ABEY I o) AAAFG2)
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a &

| 2ES B2 28 H3o] A= <3F 26>, <F 27>,
<a¥ 7>3 2} 523} 42 828.701(df 360), p<.001, CMIN/DF 2.302, GFI
816, AGFI .778, NFI .858, CFI .914, RMSEA 07322 ZALE It} 2ol thdt
pkZ 0012 FAIA SR FoJah vebtout s 7] 9 2Ell A9 gl wiztst
A W-gete AFe Bole p2gks A8dts sl T dsital ddsiqir) =3
b ] GFI(0.9 ©]4), AGFI(0.90]), NFI(0.90]4)

Ao & yEhY A3 wys gty 98 5

sele] z7|wae FAs.

off

Jutx ol AehA 71529} vl

il

= H
5ol 7IEAE SHAITIA Xt

rr

e

A A= (modification index)=

<¥ 26> %7|E¥

7Hd ¥Z3 A5 t—value p—value
H1. B84 347 u7nks
Hl.,. | #8824 — a7u= 315 4.335 0.000ssx
Hl.o. | OAQ18 A — a7k 289 4,225 0.000s5x
Hls | 282 — a7uks 248 4,596 0.00055x
Hl.. | A% 2 dFes - udvE 119 1.741 0.082
Hls. | 7H4 824 — 2495 125 2.335 0.020%
H2 | A% — ApEef = 714 8.974 0.000%55
H3 | AR — 39w 663 9.043 0.000%55
xp<0.05 *#p<0.01 ##xp<0.001
<X 27> 27|EF9 AL

¥2 df p—value GFI AGFI NFI CFI RMSEA

23 | 828.701 | 360 .000 816 778 858 914 073
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# p<.og **p<.o1 **¥ p<.oo1

iy

~
N

Z2F-& A % (residual

==
fi%e)

AMOSe A
statistic), A+ 2 24

ool AW
2011)189).

=

Ao,

o] 5o}

(parameter change: Par Change)
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189) wj¥ 4. (2011). AMOS 19



2005)190),

7)
Hog A BPL <HF 28> <F 29>, <Y 8>3} P},
HZE 2] e 585.138(p<0.001), df 343, GFI .865, AGFI .829, NFI
.900, CFI .955, RMSEA .054% UElstth H|= GFI9 AGFIZE A 3e A%
71%0] 0.9 W XA 359 o1} NFI, CFI7F 43w A437]5S A3lsta
Ao 7| RPHTE HFRYPo] AFEL AHNE Ho = e

mge wuA £g shsa

<X 28> HZE HI

7 %f:} t—value | p—value | AF &3}

HI. E¢4 343 aAn=

Hl.. | 884 — uAus .399 4.811 | 0.000s55 e
Hl.o. | OAQ18 2 — a7k 235 3.213 0.01 e
Hls | 3AFE8 A — 1A% 272 5.120 | 0.000sxx e
Hl. | A% 2 dF8s — uans .0109 1.662 0.096 717}
Hls | 74E 82 — a40E 108 2.052 0.04x e
H2 | RS — Ao = 729 9.068 | 0.000%x e
H3 | 24 — FH% 697 9.192 | 0.000%x A e

#p<0.05 ##p<(0.01 #*+x<0.001

<H 29> T 29 A¢=

x2 df p—value | GFI AGFI NFI CFI | RMSEA

2
wQt
b

585.138 343 .000 .865 .829 .900 .955 .054

190) =3Z1. (2005). SPSS/Amosell gk ALS|2AREA, FAHZRA), AL
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ol

84 @43 A QAo FHAaA(t 4.811, p<0.000),
TIA}el @ A (t 3.213, p<0.01), FAFY &2 (t 5.120, p<0.000), 7}4 &%
(t 2.052, p<0.040)x= AATZHo] 93 JgFS m| 2= Ao 2 YERo

& R T aA(t 1.662, p<0.096)= AR {8 GEFES A A
A= Ao g zAbEo] 7bd H1-1, H1-2, H1-3, HI-5% Agxda, 714
Hl-4:= 7125 e

ojglg A= sy HAERS AnA Bl g vk Shg o] ek o
S W= thal $F Ward, Bitner & Barnes(1992)19D2] A+te} E2]4 374

N &
o pANtE o3t 7<4(+)4 éﬁo% n) 2tk 3 HF3(2004)192), =& 2]
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ABSTRACT

The Influence of Restaurants’ Physical Environments
on Customer Satisfaction, Revisit intentions

and Customer Recommendations

Ban, Taek—Ki

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

Graduate School of Business Administration

Hansung University

This study is a basic research for the influence of restaurants’ physical environments

concerning customer satisfaction, revisit intentions and customer recommendations.

Through actual prooves for these topics, We'd like to provide fundamental data to
persons concerned for creating the efficient marketing strategies in restaurants.

For the empirical analysis of this study, we used statistical packages SPSS 12.0 and
AMOS 5.0. The results of this study are as follows:

1) The reliability and validity of this study were very high, and through this
exploratory factor analysis we created 8 concepts like overall ambience, store
design, restaurant employees, food menus, price, customer satisfaction, revisit
intentions and customer recommendations as sub factors of restaurants’ physical

environments.
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2) Hypothesis Testing in research had a meaningful influence on overall ambience,
store design, restaurant employees, price except food menus related to customer
satisfaction. Among them, restaurant employees are the most influential factor to

customer satisfaction.

3) The research showed that the customers satisfied with the family restaurants’
physical environments had revisit behavioral intentions. Furthermore, customer

satisfaction gave a significant positive impact on customer recommendations.
Therefore we also had a study expansion in these fields by analyzing the customer

satisfaction, revisit intentions and customer recommendations related to family

restaurants’ physical environments.

Key Words: Family Restaurant, Physical Environments, Customer Satisfaction,

Revisit Intentions, Customer Recommendations
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