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Introduction

Internet was introduced to the general public in just few years, and the number of Internet users has been
increasing rapidly. According to the book, "“The Emerging Digital Economy,” published by the U.S. Department
of Commerce Economics and Statistics Administration, the number of the Internet users all over the world will
be nearly five hundred million people in 2002; furthermore, the amount of Internet business transaction will
come up to 3.49 billion dollars (Buckley & Montes). It means that the speed of Internet growth is powerful and
its effectiveness is getting enormous. Through the developing Internet technology, email marketing is also
spreading as a marketing tool to increase the effectiveness in restaurant management. Some family restaurants
and franchise fast food restaurants have build their CRM (Customer Relationship Management) system, and
send their email for delivering coupon, and advertising effectively.

Many restaurants are faced with developing a new marketing strategy in limited budget and time.
Throughout recent years, the number of the Internet users has extremely increased in business areas
(Margherio, Henry, Cooke, & Montes). The hospitality industry area has also been affected by Internet
technology. The email marketing has become one of the important marketing tools for restaurant managers and
owners, even though direct mail marketing is still popular therefore, the utilization of appropriate marketing
tools to accommodate customers would increase the marketing efficiency of restaurant businesses. Marketing
efficiency, probably the most important issues when restaurateurs launch new marketing plans, has to be
increased as much as possible with the lowest cost.

Therefore, the objective of the study is to find out or measure an effective mailing method for a marketing
strategy in the high quality restaurant industry.

LiteratureReview
(1) Direct mail and Email in direct-mail marketing

Needs mail marketing in hospitality industry. Kotler (2002) has declared that direct-mail is one of the
methods of direct marketing, sending traditional mail or email; the methods containing letters, advertising,
samples of products, and foldouts. Direct mail marketing plays a very important part in the success of a hotel
or restaurant’s marketing program because it presents customers with company products or services without
the additional cost of personal sales. In addition, a company can solicit many more customers than other
methods (p657).

Kotler (2002) has added that another reason to use mail marketing in hospitality is growth of direct
mail marketing. Direct marketing will grow because precision targeting and personalization is another advantage
of direct mail marketing. Personalization helps hotels or restaurant develop unique offers of their products and
services directed at individuals, such as offering child birthday party packages, or offering a special weekend
wedding anniversary package (p651). Ninemeier (2000) has asserted restaurant managers and owners can
develop a selective list of direct mail by collecting the business cards of guests, and gathering personal
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information with their customers’ permission. For sending announcements of potential unique promotions,
customer names and addresses on these cards can be compiled into a mailing list.

Traditional direct mail. According to Kalstrom (1995), among all the disposable promotional marketing
methods, the cost of direct mail is the most expensive method. Simultaneously, it’'s the easiest and most
controllable method to personalize. Therefore, for the cost effective and even highly profitable direct mail
marketing, planning and strategy of direct mail are necessary. Kalstrom (1995) has also added that when a
restaurant or hotel plans direct mail marketing, the plan might not be feasible for the total market. For
targeting a possible and potential market of around 20,000 to 40,000 or more people, managers must specify a
target market and decision-makers. This means a restaurants or hotel have to pick and choose the target
market or customers they can accomplis

Email. Kotler (2002) has confirmed that one of the advantages with email is the low cost to send
emails, but this advantage has brought the result that users receive numerous unnecessary emails. Recipients of
unwanted email are becomes more and more reluctant to open all email, and permission is also required to send
them email. It is becoming more important to recipients. Kotler (2002) also has suggested that making the
email and other related promotion event-driven will increase customer interest about the company sending the
email. Another implication is that email and web marketing can be integrated with each other. Email includes
weblinks, and the weblinks permit the recipient to visit an official websit directly to obtain information.
Advantages of email marketing are low cost and effectiveness.

(2) Customer attitudes and beliefs

The Direct Marketing Association (1997) has contended "although the study of consumer attitudes and
beliefs toward advertising in general has received some attention, the issue of direct response advertising
remains largely unexplored. The lack of attention notwithstanding, direct response advertising is both highly
visible and monetarily significant. In fact, direct response advertising is said to account for 58 percent of total
advertising outlays”.

Blackwell (2001) illustrated attitude and preference. Attitudes characterize what customers like and
dislike in products. Holding a positive attitude toward an item for consumption is always a critical requirement
in order for customers to hold a positive purchasing intention. Hence, attitudes are occasionally evaluated in the
form of preferences. Preferences stand for attitudes toward an individual item or service in relation to a
different item or service.

He also added the fundamental element that even though customers have a favorable attitude toward
a product, they don’t have favorable attitude toward buying or consuming the product. Indeed, researchers
distinguish between two types of attitudes: attitude toward the object (Ao ), and attitude toward the behavior
(Ab) Ao represents an evaluation of the attitude object such as a product. Ab represents an evaluation of
performing a particular behavior involving the attitude object such as buying the product. Given its focus on
behavior, it is not surprising that Ab is related more strongly than Ao to intentions.(Blackwell, 2001, p280)

{3}Permission and privacy

Scottsdale (1998) illustrated email marketing with permission is the next email approach'that goes well
beyond spam or junk mail. A list which based on permission is customer information which the company
acquired from the customer willingly containing an email address for the intention of company promotion or
advertising, and permission from the customer to drive promotional marketing through email

Grey (2000 b) believed the rules of direct mail campaign or promotion do no apply to email campaigns
or promotion. Email marketing campaign based on customer permission increase the probability of opening the
email, and the email campaign will become a successful campaign. Grey a (2000 a) also added an email
marketing strategy without permission will fail because emails sent without permission will be blocked as
spam, and the email campaign will become wasteful. To reduce the potential risk of campaign failure, an
enterprise has to consider following permission marketing rules. A company should create the mail list of
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customer addresses from information collected through permission, and apply double opt-in for assurance of
permission. Furthermore, email ought to clearly provide information of content and opt-out guidelines.

Methodology

The primary data of this research is collected by conducting a survey to restaurant customers in
Waikiki, Honolulu, Hawaii. The customers who had an experience receiving both traditional direct mail and
email are selected at restaurants only for respondents. The sample was drawn from the Waikiki area in
Honolulu. The surveyor was instructed to sample respondents as randomly as possible, and to spread the
surveys over different days of the week and dinner times of the day. To figure out whether the respondents
were a representation of the total population, around 180 restaurant customers in Waikiki, Honolulu was

randomly selected and surveyed though questionnaires by the researcher and restaurant managers.

This study is a non experimental research project, and to collect the data about perception of mail
marketing methods, survey questionnaires are used. The unit of analysis for the research is individual
customers of high quality restaurant in Honolulu Hawaii. There are four variables to investigate the
effectiveness of the mail marketing method.

The first variable is Internet usage, which means how much do they like or dislike, and how long they are
using internet.
The second variable is personalization, and third variable is customer permission and privacy.

The last variable is demographic characteristics, such as gender, age, occupation, and income. The conceptive

framework about relationships among variable is shown in figure 2.
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<Figure 1> The model of research

The main research question in this investigation is that: what is a better mail marketing method based on
perception of restaurant customers for effective mail marketing? There are several variances, which are
perceptions of restaurant customers based- their preference of mail method, personalization, permission and
privacy, Internet usage, and demographic information.

Research question 1. Does personal preference between direct mail and email, which includes
commercial information and promotional benefits from restaurants, differ based on attitude toward the Internet?
The hypothesis (H1) of this research question is that the preference of mail marketing methods is different
based on attitude toward the Internet

Research question 2. Does personal preference between direct mail and email which includes
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commercial information and promotional benefits from restaurants based on permission and privacy of personal
customer information differ? The hypothesis (H2a) of this research question is that preference of mail
marketing methods is different based on attitudes toward email which includes discount coupons and other
events from restaurants without permission. Another hypothesis (H2b) of this research question is that
preference of mail marketing methods is different based on attitudes toward opening email from unknown
restaurants.

Research question 3. Does personal preference between direct mail and email which includes
commercial information and promotional benefits from restaurants based on personalized mail differ? The
hypothesis (H3a) of this research question is that preference of mail marketing methods is different based on
attitudes toward receiving personalized direct mail or email. Another hypothesis (H3b) of this research question
is that preference of mail marketing methods is different based on attitudes toward providing personal
information to restaurants to get personalized email and direct mail from restaurants. The other hypothesis
(H3c) is that preference of mail marketing methods is different based on attitudes toward believing contents or
events inside mail or email from restaurant.

Research question 4. Does personalization of customer mail differ based on permission and privacy?
This research question is intended to find a relationship between personalization and permission and privacy.
The hypothesis (H4) of this research question is that attitudes toward providing personal information to
restaurants to get personalized email or direct mail differ from attitudes toward believing contents or events
inside direct mail or email from restaurants with permission to use your personal information.

Research question 5. Are there relationships between direct mail and email based on demographic
information? This research question is intended to find a relationship between preference of mail marketing
methods and demographic information. The hypothesis (H5a): The preference between direct mail and email is
different based on customer gender. The hypothesis (H5b): The preference between direct mail and email is
different based on customer age. The hypothesis (H5c): The preference between direct mail and email is
different based on customer income. The hypothesis (Hbc): The preference between direct mail and email is

different based on duration of Internet use per day.

Analysis
The data was examined by statistical methods to answer the following five research questions; Does
personal preference between direct mail and email which includes commercial information and promotional
benefits from restaurants based on attitude toward the using Internet, permission and privacy of personal
customer information, personalized mail differ? Does personalization of customer mail differ based on permission
and privacy? Are there relationships between preference and demographic information?

Table 1 provides a brief analysis of the characteristics of restaurant customers’ perception about mail
methods, and consists of three sections: the frequencies, descriptive, and cross tabulation of research questions
based on data collected. Since collecting data was conducted on a face-to-face basic, 162 respondents of 186
people who were asked by the researcher participated in the survey during two weeks on July in 2003. Among
the collected questionnaires, 24 which were insufficiently answered were discarded.

Tuble 1. frequency of data coilected

Meothod Age Incanms Duranon of el usage 3 day

Direct mail pid 15-20 S 3 47 Lnder 1 hour 47

Esnal o6 21-30 [ 32 Thour e 2 hours 54

Totd 162 | di-du 48 30 2hour 1o 3 hours 32
41-30 39 23 Over 3 hours 29

Ciender SE-60 8 [ Total 102

Ml 7R Over 60 | 2 [

Fomail 84 Tutak F62 2

Toda 152 163
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Based on the hypotheses and the data collected from restaurant customers who experienced both direct
mail and email in Waikiki, Honolulu, Hawaii, the tests and examination clearly identifies the relationship
between the dependent and independent variables. The statistical methods presented like table 2 are T-test:
independent and large two samples with a 0.5 significance level,

Table 2. Independent Sumples Tesi of variables
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unknewn restaugun 136565 03646 RELUSE B
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As shown in table 2 for research question one, there is a significant difference in attitudes toward the
internet of people choosing between direct mail and email. Generally, most restaurant customers, who
experienced both direct mail and email, liked using the Internet. However, even though both direct mail and
email have higher mean scores, which means most restaurant customers like using the Internet, customers who
prefer email more like using the Internet. Therefore, customers who like using Internet more prefer to receive

email rather than direct mail from restaurants.

The statistical result for research question two indicated that there is a significant difference in
attitudes toward email without permission including discount coupons between direct mail and email. Most
restaurant customers, who experienced both direct mail and email do not like email without permission
including discount coupons. Both direct mail and email have much lower means scores (3.3021 for direct mail
and 3.6667 for email), which means nearly every restaurant customers does not like receiving email sent
without permission. Therefore, email sent by restaurants with the receiver's permission might be blocked or
considered as spam. In conclusion, customers who prefer email have more generous attitudes than others
toward email sent without permission, and others do not like email sent without permission. In addition, there
is no significant difference between direct mail and email based on attitudes toward opening email from
unknown restaurants. Most restaurant customers who experienced both direct mail and email think that opening
email from unknown restaurants is very bad idea. The mean values for the two groups are 3.3021 (direct mail)
and 3.6667 (email). The mean difference is -0.3646. In conclusion, customers do not like opening email sent by
unknown restaurants.

Based on the statistical result for research question three, there is a significant difference in attitudes
toward receiving personalized direct mail or email. The mean scores of both direct mail and email displayed
51979 (direct mail) and 6.2414 (email). The means scores explained that customers who prefer email have more
generous attitudes toward receiving personalized mail than other customer who prefer direct mail. In providing
personal information there is a significant difference between direct mail and email in attitudes toward providing
personal information to get personalized mail. The mean values for the two groups are 4.1042 (direct mail) and
51970 (email). The mean difference is -1.0928. The mean scores mean that most restaurant customers, who
experienced both direct mail and email are not willing to provide personal information to get personalized mail.
However, even though customers who prefer email are more willing to provide personal information to get
personalized mail than customers who prefer direct mail, most customers do not want to provide personal
information. Another result is that there is significant difference in attitudes toward believing contents or events
inside mail from restaurants between direct mail and email. The mean values for the two groups are 3.7375
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(direct mail) and 56212 (email). The mean difference is -1.6837. The mean score indicated that customers, who
prefer email, believe more contents or events inside mail from restaurant than customers who prefer direct mail.

Table 3 indicated that there is a statistically significant relationship between attitudes toward receiving
personalized mail and attitudes toward providing personal information to get personalized mail. Pearson
correlation score between two variances was 0.541. Pearson’s correlation coefficients with a 0.01 significance
level.

Table3. Correlations between provides personal information and receive personalized mait

Receiving Parsonalizad mail Preseiding personat mfarmation
pof parsionabizad it

Pearson Carrelution IRECT] A4
Sig. 2 -ailed) BT
N 162 102
Pearson Cortelstion 54) #* 106
Sy (2Awiladi A

perscnatized aail N 62 162

FHCoprelation is significant at the 0.61 level {2-laikad.

The score means that customers, who want to receive personalized mail, are willing to provide personal
information to get personalized mail. As shown in table 4, there is a weak association between preference of
mail marketing method and gender (P>0.05). Furthermore, there is a strong relationship between preference of
mail marketing method and age group (P<0.05), and duration of internet use per day (P<0.05). However, there
is no relationship between preference of mail marketing method and income (P>0.05),

Table 4. Chi-Square Test for demowraphic informaiion

Value dt Asvinp. Siy
pratergnee of moil 7 1 B
urarketing methed by 1 AN
getider i RJES
f e ] R
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The results of research are that (1) male like email more than female and female like direct mail more
than email when they get mail from restaurants. (2) People in their forties prefer direct mail and people in their
twenties prefers email. People in their forties are the highest age group (33.3%) in customers who choose direct
mail, and people in their twenties are the highest age group (50%) in customers who choose email. People in
their thirties, they prefer direct mail (58.3%) over email (41.7%). (3) People surfing less than one hour prefer
direct mail and people surfing more than 3 hours prefer email. Customers, who prefer direct mail, usually surf
less than one hour or one to two hours per day, and customers, who prefer email, usually surf two to three
hours or more than three hours. Less than one hour group is the highest group (48.8%) in customers who
choose direct mail, and over three hours group is the highest group (34.8%) in customers who choose email.
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Conclusions

The result indicated that customers who prefer email have generous attitudes toward emails without
permission using discount coupons, and others do not like email sent without permission. Furthermore, most
customers do not like opening emails from unknown restaurants. Customers who prefer email have more
generous attitudes toward receiving personalized direct mail and email than other customers who prefer direct
mail. Another result is that customers, who want to receive personalized mail, are willing to provide personal
information to get personalized mail. Another research question indicates customers, who prefer email, believe
more contents or events inside mail from restaurant than customers who prefer direct mail. The result of the
fourth research question indicated that customers, who want to receive personalized mail, are willing to provide
personal information to get personalized mail. The last research question indicated that (1) there is a weak
association between preference of mail marketing method and gender, (2) there is a strong relationship between
mail marketing method and age group, (3) there is no relationship between the choice of mail marketing
method and customer’s income, (4) there is a strong relationship between mail marketing method and duration
of Internet use a day.

The research provides the following recommendations by the findings of the results of this study, and
decision makers might get suitable target market of the mail marketing method.

(1) Permission and privacy. Restaurant managers or owners should understand that most restaurant
customers have strong opinions. They do not like receiving email sent without permission. Furthermore, they
think opening email from unknown restaurants is a very bad idea. The managers or owners have to be careful
to send direct mail or email. Sending mail without permission might induce a negative image of restaurants.

(2) Personalized mail. Generally, customers who prefer email have generous attitudes toward receiving
personalized mail however, they are not willing to provide personal information to get personalized mail.
Furthermore, they believe more contents or events inside mail from restaurant than do customers who prefer
direct mail. Therefore, when restaurants launch new marketing events or promotions, the managers should send
personalized mail to customers with their permission.

(3) Understanding relationship personalization and privacy. Customers, who want to receive
personalized mail, are willing to provide personal information to get personalized mail. Consequently, managers
should acquire personal customer information therefore the customers must be willing to provide their personal
information.

(4) Understanding demographics. If managers launch new marketing campaigns with direct mail,
managers should target females, people in their forties and thirties, and people who using the Internet less than
one hour. In contrast, if managers want to launch with email, managers should target males, people who aged
21 to 40, and people who use the Internet more than three hours a day.

The limitation of this study is the characteristics of a tourism destination area. Waikiki is a famous
tourist destination area, and tourists are one of the main customers of the restaurants. The results would be
fitted to restaurants located in similar tourist destination areas however, the results also may not suitable with
restaurants in non tourist destination areas.
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