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table 1. Classification of types of American restaurants

Kind of Restaurant

Characteristics

Quick service restaurant

«fast food

elimited service

especified menu item

elow unit price/customer($5)

Mid—scale restaurant

«food which is not complete
fast—food

etable or counter service
emenu item wider than quick
service

*limited alcohol service
emiddle—class dinner unit
price/customer($3—$7)

Moderate upscale casual dinner

«full service

*table service

ewidespread alcohol service
ediverse menu items
ecomfortable atmosphere and
clothes

emiddle—class dinner unit
price/customer($16)

Higher check upscale fine dining

«full service

ecordial service and beer
etruehearted preparation of a meal
edress code

*high—class dinner unit
price/customer( more than $16 )

Source: Sin Jae—Young&Park Gi—Yong(2000), Introduction of Eating out Industry,

Daewangsa, p.119.
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A8 (Choice), H7HOutcome)e] H|wA FH34+5H oJAPAA 2 (High Inovement
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Figure 1. Buyer decision process

Need Information Evalution of Purchase Postpurchase
recognition search alternatives decision behavior

Source: Kotler, Bowen& Makens(2003) Marketing for Hospitality and Tourism,

Prentice Hall. p. 219
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He?d FAEE A3+ U BI¥= A3 % (brand preference), A3 9
WA (consistency of preference), HHW =" ZX % (brand name loyalty),
e wt 7)ZAbol 9] A2 (distance between acceptance &rejection region)
(Jacoby & Chestnut,1978), 74 %= (Boulding et al. 1993), Y3 A}
okl w3t A& (Narayandas 1996), A" 9 =(Anderson & Sullivan

1993), Z#nd A E-o]AF(Narayandas 1996; coronin & Taylor 1992)7} A}

534 pdle $AEs d54 - HRd BAE SRS dAAAI S4
WS Bebe Zo® PEH. A BHis TR S AP £F
=4 Axolth. SAYHORE BAE (& vAd= AR7A 9] 714, Bd=

=A% (Jacoby & Chestnut 1978 ;
Moberg, 1997), BH= Hgtof| digh A&k FuRls FFujA]7]
o} FujFEEs IAEN AlFel g VZE SAHAWHOZ ANESISITH

(Pritchard & Howard, 1997 ; Hunter, 1998;Wong et al.,1999). ¢o] &< &

2S4S Aoy dadold, nEed, FeA g2 oY FZ
A aAse] SALEE oldist=d 7HA e =rEN AgtAEel o A

S5 XA o] gkom(Day, 1969; Jacoby & Kyner, 1973 ; Backman &
Crompton, 1991 ; Pritchard et al.,1992 ; Pritdhard & Howard, 1997), =
AEE i1 ek HAYEA P e ARES & O At SH0
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table 2. Contents of the questionnaire

. . Question Number of
Question composition measurement item Scale questions
Matters on real Mainly used store, .
situation of use of a Use frequency, Nominal scale 5
seafood family companion, use
restaurant purpose Rate scale
Selection attribute of .
a seafood family Importance %Ifgggre scale 22
restaurant
Brand loyalty Importance %Ifgggre scale 13
. Existence or not of Likert
Revisit revisit 5—score scale 1
) Sceanddeer;’i ci%e, Nominal scale
Demographic matters back 6
ackground, Rate scale
occupation, 1mcome
Total number of questions 47
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Table 3. Demographic characteristics

Characteristics Frequency(N) Percentage(%)
Male 73 28.4
Gender
Female 184 71.6
under 20 6 2.3
20~29 145 56.4
Age 30~39 53 20.6
40~49 41 16.1
over 50 12 4.6
student 134 52.1
clerical job worker 24 9.3
professional 26 10.1
manufacturing job 2 8
private enterprise
Occupation 12 4.7
business
housewife 29 11.3
service 11 4.3
public servant 14 5.4
other 5 1.9
under 100 135 52.5
100~200 32 12.5
Income level
200~300 39 15.2
(#10,000) 300~400 20 7.8
over 400 31 12.1
under Graduation
8 3.1
high school
Education level Collage 20 78
University 185 72
Graduate School 44 17.1
single 172 66.9
Marrage .
married 85 33.1
Total 257 100%
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on 22 QAEY 727(28%), Al A 187 (7.0%), 7HHo]
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Table 4. General Characteristics of use of a Seafood Family Restaurant

Characteristics Frequency(N) Percentage(%)
3~5times/year 152 59.1
6~11times/year 35 13.6
visiting 1times/month 41 16.0
Frequency 2~3times/month 21 8.2
4~5times/month 5 1.9
over 6times/month 3 1.2
meal 90 35
friend meeting 73 28.4
visiting business meeting 6 2.3
objective family meeting 54 21.0
Regular meeting 29 11.3
other 5 1.9
family 85 33.1
lover 38 14.8
Companion friend 109 42 .4
coworker 23 8.9
other 2 8
neighborhood, friend 126 49.0
newspaper, magazine 18 7.0
How to get internet 72 28.0
Leaflet, promotion
the information 13 5.1
materials
of restaurant Placard 17 6.6
Pamphlet 7 2.7
other 4 1.6
< 30.000 70 27.2
one time cost 30.000~50.000 153 59.5
50.000~70.000 23 8.9
(won) 70.000~90.000 4 1.6
90.000< 7 2.7
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Table 5. Analysis of factors on selection attributes of a seafood

family restaurant

factor loading Variance Eigen
Factor Attributes
score percentage(%) value
service recovery 0.821
kindness 0.816
speedy service 0.784
service waiting time 0.646 15.5 3.412
appearance of
0.597
employee
freshness 0.834
quality of food 0.833
food taste of food 0.826 29.3 3.037
hygiene 0.544
nutrition 0.486
easy to make a
) 0.737
reservation
convenience location
environment 0.731 41.2 2.608
for use
Parking facilities 0.727
store size 0.674
indoor decoration 0.458
convenient facilities
children for kid 0.869 51.1 2.187
kid's menu 0.836
desert 0.757
added value food price 0.735 59.4 1.822
menu diversity 0.517
. discount menu 0.868
marketing event 0.782 67.4 1.768

PCA: Pricipal Conponent Analysis

Revolution method: Varimax having kaser normalization
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Table 6. Analysis of factors on loyalty to a sea food family restaurant

factor loading Variance Eigen
Factor Attributes
score percentage(%)  value
o Favorable oral intention 0.838
Attitudinal  Wwill to continue to visit 0.796
. . 26.1 3.389
loyalty Frlgnflllness 0.722
Positive use 0.590
Use if the price is
0.813
similar
High use frequency 0.730
. Continue to use 0.649
Behavioral Mostly use when eating 0643 50.7 3902
loyalty out
Frequent use owing to
preference for marine 0.597
products
Frequent visit due to
0.859
intimate employee
Frequent visit due to a
Complex : 0.723
e am.lospglere ) 73.9 3.018
loyalty se owing to nearby 0701
location
Visit even if the price
0.597

increases
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Table 7. Analysis of reliability of a selection attribute

Factor Cronbach's a Number of Item
Service 0.841 5
Food 0.781 5
Environment 0.760 5
Children 0.875 2
added value 0.642 3
marketing 0.750 2

Table 8. Analysis of reliability of loyalty

Factor Cronbach's «a Number of Item
Attitudinal loyalty 0.907
Behavioral loyalty 0.892 5
Complex loyalty 0.837

Collection @ sungshin



L=
s Y

)A
4qr

o dotny] A BGFAARS

A st

o

NJo
@

ol
700

AFE s AR

Table 9¢} #t}.

Ad=

HE(Y)E Adsted
E p< 0.00010=2 A

s

jant

o]

o
22
<
i)

i)

feolg

o} Fgkol 6.697,

ek

e

T8 g= HEkgke] ZH2F 0.264, 0.1910]aL tgko] 2}

Frolatgit.

atoll A

7} 3.834, 2.8362.2 0.0594%0]

SRR S

=
T

et o

ﬂo
W

A o7& o=

)

Tte d F8

-

s
a

T o Wl of7lo] AT A A

Collection @ sungshin



Table 9. Analysis of the effect of a selection attribute on brand loyalty

unstandardized standardized

Factor T P
B SD B
intercept 1.355 0.464 2.920 0.004
environment 0.293 0.077 0.264 3.834 0.000" "~
children 0.131 0.046 0.191 2.836 0.005" "
service —0.033 0.086 —0.029 —0.385 0.701
food 0.028 0.109 0.017 0.254 0.800
added value 0.131 0.079 0.113 1.657 0.099
marketing -0.102 0.057 -0.118 —1.796 0.074

R* = 0.138  adj R =0.118 F—value = 6.697

"p< 0.05, "'p< 0.01, “""p< 0.001
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Table 10. Logistic regression analysis of a selection attribute on revisit

Odds 95% wald
Factor B S.E Wald P
Ratio confidence limits
Intercept —2.259 3.317 0.464 0.496 Lower upper
service —-1.125 0.593 3.601 0.058 0.325 0.102 1.038
food 1.900 0.738 6.633 0.010"" 6.686 1.575 28.388
environ
1.390 0.425 10.685 0.001° "~ 4.014 1.745 9.238
ment
children 0.448 0.306 2.144 0.143 1.565 0.859 2.851
added
—0.743 0.630 1.388 0.239 0.476 0.138 1.637
value
marketing —0.573 0.389 2.177 0.140 0.564 0.263 1.207

—2 log likelihood 77.830 ( p=1.000)
pearson chi—square(df,Sig)175.394 (164, p= 0.257)

"p< 0.05, ""p< 0.01, " 7p< 0.001
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Table 11. Logistic regression analysis of brand loyalty on revisit

95% Wald
Odds
Factor 3 S.E Wald P confidence
Ratio
limits
Intercept —-10.274 2.795 13.516 0.000 Lower Upper
Attitudinal
3.313 1.110 8.906 0.003"" 24.479  3.12 242.14
loyalty
Behavioral
3.308 1.194  7.669 0.006"" 27.322 2.63 283.93
loyalty
Complex
—2.268 1.154 3.863 0.049° 0.104 0.01 0.99
loyalty

—2 log likelihood 77.830 (p=1.000)
pearson chi—square (df,Sig)175.394 (164, p=0.257)

#*p< 0.05, ""p< 0.01, " "p< 0.001
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Table 12. Results of hypothesis verification

Contents of a hypothesis

Results

1. Selection attributes of a seafood family restaurant will have a significant

effect on brand loyalty.

1—1 The Service element will have a significant effect on brand loyalty. Rejection

1—2 The Food element will have a significant effect on brand loyalty. Rejection

1-3 The Environment element will have a significant effect on brand|Selection
loyalty.

1—4 The Children element will have a significant effect on brand loyalty.| Selection

1-5 The Value added element will have a significant effect on brand|Rejection
loyalty.

1—6 The Marketing element will have a significant effect on brand|Rejection
loyalty.

2. Selection attributes of a seafood family restaurant will have a

significant effect on revisit.

2—1 The Service element will have a significant effect on revisit. Rejection

2—2 The Food element will have a significant effect on revisit. Selection

2—3 The Environment element will have a significant effect on revisit. Selection

2—4 The Children element will have a significant effect on revisit. Rejection

2—5 The Value added element will have a significant effect on revisit. Rejection

2—6 The Marketing element will have a significant effect on revisit. Rejection

3. Brand loyalty will have a significant effect on the revisit. Selection
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Table 13. Analysis of brand loyalty according to gender

Factor Group N Mean=®=SD T P
Attitudinal male 73 3.32%£0.85
1.543 0.124
loyalty female 184 3.14+0.86
Behavioral male 73 3.25%0.88
1.574 0.117
loyalty female 184 3.05%0.89
Complex male 73 2.83+£0.95
3.179 0.002%"
loyalty female 184 2.43%0.81
*p< 0.05, "“p< 0.01, “"“p< 0.001
Table 14. Analysis of brand loyalty according to marital status
Factor Group N Mean=®=SD T P
Attitudinal single 172 3.01+0.83
—4.867 < 0.001**"
loyalty married 85 3.55£0.81
Behavioral single 172 2.91+0.86
- -5.399 < 0.001"""
loyalty married 85 3.51£0.81
Complex single 172 2.3840.81
- —4.514 < 0.001**"
loyalty married 85 2.88%£0.90

*p< 0.05, *"p< 0.01, "*'p< 0.001
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ABSTRACT

Effects of Restaurant Selection Attributes on Brand

loyalty and Revisit

— Focused on Seafood Family Restaurant —

Jeong J1 Won

Dept. of Food Service Industry & Culture
The Graduate school

Sungshin Women's University

Today, because of the preference for health—oriented diet according to
economical development, an increased living level and a changing life
style, marine products are being more consumed day by day.

Accordingly, this study is intended to be practically helpful to running a
sea food restaurant by studying a selection attribute of sea food
restaurants from the theoretical and empirical aspect and by examining
what significant effect the selection attribute can have on brand loyalty
and a revisit intention.

To achieve the goal of this study, questionnaire were distributed to the

customers who use sea food family restaurants in Seoul, and 257
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questionnaires were collected. With respect to such questionnaires, using
Spss 17.0(ver) statistic program, frequency analysis, factor analysis,
reliability verification, multiple regression analysis, analysis, multiple

logistic regression analysis and T—test analysis ere conducted.

Following major results were obtained through such studies and

analyses.

First, as a result of verification of hypothesis 1 that the selection
attribute of a sea food restaurant will influence loyalty, it was found that,
among selection attributes, only environment factor(easy reservation,
convenient location for wuse, parking facilities, store scope, indoor
decoration) and children factor(children convenient facilities, children
menu) have an effect on customer loyalty.

This 1implies that, in the customer loyalty to a sea food family
restaurant, different from other restaurant, all the environment factors
customers experience from when they first visit a restaurant to when
they return to home are considered more important than a service factor.
The frequency at which a unit of friends visit is largest, followed by a
unit of family, so it is required to pay attention to children convenient
facilities and menu in order to form a good image.

Second, as a result of verification of hypothesis 2 that the selection
attribute of a sea food restaurant will influence revisit, it was found that,

among selection attributes, only food factor(freshness, quality of the food,
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taste of the food, hygiene, nutrition)and environment factor(easy
reservation, convenient location for wuse, parking facilities, store area,
indoor decoration) have an effect on revisit.

This 1mplies that customers of all ages consider freshness, hygiene,
taste of marine products and food as important elements in future revisit,
and also consider all environment elements including parking facilities in
making a reservation.

In consideration of such results, the manager of a sea food family
restaurant would be required to pay attention to the peculiar freshness of
marine products and hygiene to serve nutrient and delicious food. The
satisfaction customers feel owing to this will have a positive effect on
future revisit, causing customers to recommend neighbors, by
word—of—mouth, to go to the restaurant.

Third, as a result of verification of hypothesis 3 that loyalty to a sea
fool family restaurant will influence revisit, it was found that all the
loyalty factors(behavioral, attitudinal, complex) have an useful effect on
revisit.

It is said that the marketing expenses incurred to induce a new
customer 1s an average of 5 times as much as those incurred to maintain
an existing customer. Therefore, from the standpoint of an enterprise, it
would be profitable to maintain existing customers to the maximum
extent, so that a variety of marketing development for raising loyalty is
necessary.

Fourth, as a result of analysis of difference in customers' loyalty by
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gender in accordance with demographic features and using t—test, it was
found that there was no difference between mem and women in
behavioral and attitudinal loyalty, but it was investigated that there was a
difference and men showed higher loyalty than women in complex loyalty,

Fifth, as a result of analysis of the difference in loyalty(behavioral,
attitudinal, complex) according to marital status using t—test and in
accordance with demographic features, it was found that all three loyalty
varied with marital status, and married persons showed higher customer
loyalty than unmarried.

On the basis of this study, followings are proposed.

The customers who visit a sea food family restaurant have a much
interest in especially freshness, hygiene, etc. of food among selection
attributes of a restaurant, so it was found that it is very important to
maintain fresh and clean food differentiated from other restaurant.
Besides that, if more attention to an environment factor and facilities for
major customers and marketing is paid, the number of loyal customers

and revisit effect will be increased.
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