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<E 3> 9% 849 JE:x AR
Corporate | Conf. & Mitg. Leisure
GENERAL
Location 0.2 0.1 0.175
Decoration 0.05 0.15 0.05
Exterior/Gardens 0 0.05 0.175
Lobby 0.175 0.1 0.175
Public Area Layout 0.175 0.15 0.05
Elevatars 0.05 0.1 0.05
Signage 0.075 0.15 0.05
Corridors 0.05 0.05 0.05
Green Policy 0.05 0.05 0.05
Brand Strength 0.175 0.1 0.175
SERVICES
Doorman 0.05 0.05 0.05
Fast Check In/Out 0.2
Royalty Program 0.15 0.05 0.05
Airline Affiliations 0.175 0.05 0.175
Health Club 0.05 0.175 0.175
Bell Service 0.05 0.175 0.05
Currency Exchange 0.05 0.05 0.05
Sports Facilities 0.175 0.175 0.175
Lobby Shops 0.05 0.05 0.05
Swimming Pools 0.05 0.05 0.175
GUESTROOM
Lighting 0.175 0.175 0.05
Temperature Control 0.05 0.05 0.05
Workspace 0.2 0.175 0
Bathroom Amenities 0.05 0.05 0175
Hairdryer 0.05 0.05 0.05
Room Size 0.05 0.075 0.175
Turndown Service 0.05 0.05 0.175
Bed Size 0.05 0.05 0.1
Housekeeping 0.175 0.175 0.05
In Room Safe 0.15 0.15 0.175
FOOD & BEVERAGE
Outlet Variety 0.15 0.05 0.175
Signature Restaurant 0.05 0.05 0.05
Themed/Ethnic Cuisine 0.175 0.05 0.2
Restaurant/Bar Ambience 0.175 0.05 0.2
Pricing Policy 0.2 0.15 0.2
Meeting Facilities 0.05 0.2 0
Ballroom Size 0 0.05 0
Banqueting F & B 0 0.175 0
AV Service Quality 0 0.175 0
Room Service 0.2 0.05 0.175
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T dFE 1-590] 19902 221%, 6-10d0] 1502 174%, 11-15de] 2W o2 37.2%,
16-20d0] 15M o2 174%, 21-25\d0] 4 o2 47%, 26\d o)Ao] 1Moz 12%E At

<E 4> ZAFYAFAY] QutALE)

T B B £ ¥ X (4) H & (%)
51 76 83.4
4 o o 10 11.6
A 86 100.0
200 12 140
304} 45 52.3
4 = 404 28 326
50 1 1.2
60t o] 4+ 0 0.0
A 86 100.0
AH/FY 32 372
o g 16 186
A % 14 163
49 3 # 21 24.4
24/ 5% 3 35
o A 0 0.0
A 86 100.0
1 ~ 54 19 22.1
6 ~ 10d 15 17.4
11 ~ 159 32 37.2
ZRaAF 16 ~ 204 15 174
21 ~ 259 4 47
263 o] A 1 1.2
A 86 100.0
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<E 9> EHEF Y2 AT FaE

AL HE uAEYA T 8
11. A A 3.96
9. Aldel FAA - A 3.94
14. FAAI e ogFA 3.70
13. A =7 A F 354
10. Ay 352
12. AL ER 3.39
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g Aulsd g FRE7F 574 JEigon, 4 £344 g Texe ddye
2 9 JvEst 99 3N g T4 94 BEE A& - A 2 A6 =
o 23E A Hol Y FEHUC] Aol A

<E io> X H Ao i3 FTLE
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21. " @ dolohx 3.79
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44, 2F9 EE AMulx 3.20
32. S kA 312
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Abstract

Food and Beverage Marketing Mix in The Hotels

Kyounghee Ha

Today, the hotel industry in a whole are facing serious problems with a number of
reasons. To overcome this situation, Customer-Oriented Marketing is considered to be a
solution for the hotel F & B management, due to the potential of F & B department.

The main purpose of this study was to present the Food and Beverage Marketing Mix
Strategies suitable for the market characteristics. To achieve the purpose of this study,
theoretical and empirical approaches were used. In review of theoritical background, basic
concepts and characteristics of hotel F & B, hotel F & B marketing environment, and hotel
F & B marketing mix were studied. Based on the theoritical studies and previous studies, F
& B marketing mix sub-components were chosen. In this research, F & B 5P’'s and 11
marketing mix are discussed, they are Product, Price, Promotion, People, Physical evidence
and Image. Through the survey, a number of important segment markets are emerged,
which lead to essential segment markets ; business, conference and leisure market.

F & B marketing mix strategies as follows.

First, for the physical evidence mix, to build up the position as deluxe hotels, it is
necessary to make an investment in technical and decorative components. Second, for
the people mix, to assure the service quality, the education and training programs for
employee are required. Third, for the image mix, to ensure the image of hotel brand
strength, the consideration for public area layout, restaurant and bar ambience, and green
policy are required. Fourth, for the product and price mix, to differentiate the F & B, it
is necessary to offer themed and ethnic cuisine, and signature restaurants. Fifth, for the
promotion mix, to attract more cumstomers, creative and various promotion activities, and
long-term investment in customer-oriented marketing are required. There were some
limitations in this study. That is, most of hotels don’t operate the concrete and effective F
& B maketing, have difficulty in getting data base for F & B customer. Despite their
limitations, this study add some values to hotel F & B management in that it introduce the
service marketing mix strategies to hotel F & B marketing.

19994 7€ 10¢ =®H T
19994 84 10¥ H F

- 204 -



