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Abstract

The purposes of this study were to measure customer orientation of dietitians engaged in contract food-
service management companies, and to examine the impacts of personal characteristics and organizational
characteristics on the customer orientation of dietitians. The questionnaires developed for this study were
distributed to 230 dietitians of contract foodservice management companies, including 4 major companies, in
Seoul and Gyeonggi areas. A total of 187 (81.3%) questionnaires were used for analysis, and statistical analyses
were conducted using SPSS (Win 11.5) for descriptive analysis, correlation analysis, t-test and ANOVA. The
average customer orientation score of the dietitians was 3.77 (SD=0.40) and it seemed that most respondents
evaluated themselves as customer-oriented. Further analyses revealed significant differences in customer
orientation among different position (p<0.05) and payroll (p<0.01) groups. ‘Type of menu’ also affected the
customer orientation (p<0.01). Overall, it is needed to design efficient training programs that improve service
skills and customer orientation of dietitians, and the understandings on variables affecting customer orientation

would help it.

Key words: contract foodservice management company, dietitians, customer orientation
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DINESERV(16) 5-¢] /W=7 = st512n] Au]xe 53]
% Zw9vhg 783 SERVPERFU7)% 22 P4 84
HI it
TH Martin(18)2 Au]2FAe] HaEz ol HA s
L )Ed A ZAANA AFH =R E Frslr] 98t
A A2 H7EE(Customer-Service Assessment Scale:
CSAS)E Attt o] =7 Au|2E AFstes 27
SHel A dvht 3 2|FH o7 MulAE AlFstex] ¢
3 Frigro M, o] Fo] AFdhe AulaEA ]
FAEL Fotsle] we) e Mu|aEdE AF3E gl
=5 Futh Myl AFAY] sAR A (customer ori-
entation)> =LA A2}A] (procedural) 243 W14 (con-
vivial) 2H49] 271 2 FE= =), AR AL 284
{accommodation), #]Z(anticipation), A 7] & (timeliness),
Z2A} & Z(organization flow), 2] A}4 % (communication),
29} s =l (feed back), = (supervision)] A3 J-&-o
2 FAFH .z, MAA 292 A2 A (personality) el 3
gt 7122 X (attitude), A F 3 attentiveness), o1 F(voice
of tone), Hlt] WA R](body language), A =] (tact), .74 2]
A S 71985 F-E(naming names), 2FW (guidance), B
"l Al gt (suggestive selling), w132 (problem solving) el
Hg AR Hg-oz o] FojA glch. AR Y Fal dFE
39 Y oAgdA T A agAE SR A= g
dl, 22 WyvAR 50| FAMAL AXFA S Fol
3(19,20), 8, o1, 29 T FAM SA ¢ wpel AR
FA o] dEiAlE o2 vehdul 9lvh20). =3 914
dA L AAAFY FFo] FETF FALY AR FA
2 uvelhgan2l), 39 SARe I3 Abs
S A RA Ao wet wAXFA s =
A aFo] dEhAl= AR el iy 3R h22). o] 9}
Zo| Tl - oA S AR g mAR A AW A7E
of A gtovt FAAIH FEIsldx =
T AFAEY #Ale] F-E3 AR ol
A ARG AL A A HEae], o,
AR, 45T, a9 o 455 A3

)

ZTALCHAE A 7(24
2 odTE 20049 49 204 ¥-E 59 3d7HA] F 149l
AA AE-A7AYG g3 AEHA F AWUig 4354
Z1et lehgA] AEGA A 230 -S Wt w AAHS
o FEFEE e F4] 78S XTH F URE Hol
FE2HE 0|43t dAE AR, AT HAE A
sl 25 7 F AERALE A ZA
= AT 98 e-maild FF M) HERAF}
JAE oAl g g 3o FF o] 8% AT AERALE
Walstglnh, AEX = & 187H(81.3%)7F 3= 9en F
55 AER AHAze B o)43)sich

IAAF EAL 99 Martin(18)8] LA~ A
X F-(Customer-Service Assessment Scale: CSAS)E E4)
2 e Kim(24)9] =75 A53A A 3kl 2A 5
A - metste] Abg-slgdnh CSASE e A g&
FAE0] AASA AT 2R AFAE
FAE 5 9lom, uA Anjxd # oA AT FA
HEL e = 9le ALE B5F 40)9] B8 FAH
o] 9lr}. 40719 382 v} AAA A4d(procedural di-
mension)¥} 7§ 1Al 244 (convivial dimension) 2.2 Al#-3}
g = gled, E55E 2000 XY YR A
207 += MAA Ao s FAE gt

£ Ao QI gA AR 2A] o AU A
A2 20 FEe AR F 39 FEE RALETE A3
Atk A3 2L AL FA A o] & LA A HF-E
AF, Adsls FA N9 AxngF w7 Fel A3 AL
2 AHEA, dF AVAA, 2R 55, JAE, 149
o zh=e] Al Rulgog T, i1 A o
k2] 7N 2l A (personality)ol &3t A2 =, AF3, <
&, vie] AR, A, 2AEAE 7|5t Aol A4,
S, FA S A FA3} FEo2 FASALE RE 5L
Likert 54 HE 2 Au|2A A gz dis] At §3te
= 3193, 3AEY AR 34 A $HHEE dee
2 A 78l (reverse coding) A+ #Z-2 U822 4
st

B dAe] A B #

A9, A Fo, 2517
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TAEA 2 SPSS Win(11.5)% 143819 1, kA A<l
S S A 2G5 g A3 seks s ZeEA
e At E3lel me} W, WMES JF FEHt
S TIkeh AR FA 2AETF] Al E F48 964
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A A ZF AFA B8 9 a4+ Pearson’s correlation

coefficient® T3l a1, 23 oFAL MNAEAT FA4 3 EA
off mhE JFAl AR A o] HIFE AL t-testo}
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2642 vrebgon, AAAd EEE 20~2447F 419
(32.6%), 25~29A417} 1097 (58.3%6), 304 ©]A4Fo] 177 (9.1%)
L8 viebgoh ooghel] W E(1467, 78.1%), w9
(1407, 74.9%), AH41(1489, 79.1%)2] w]g-o] &gkch.
w3k o Fod= 1,500~2,0008H vinte] 1117 (59.49%).2
2 M wokar, o 2R 9~10A17F v1EHT09, 37.496)
o] 7Hak skom, oAl THAHLE F-8uix} 29 A 9lgh
18659l tigh A4 HF 3 HL R el | B4

Table 1. Personal characteristics of the respondents

Category Fre- Percent-

quency age (%)
Male 2 1.1
Gender Female 185 98.9
. Single 146 78.1
Marital status Married 41 219
College 38 20.3
Education University 140 749
>Postgraduate 9 48
Staff 148 79.1
Position Chief 18 9.6
Assistant manager 21 11.2
<15 20 10.7
Payroll per year 15~below 20 111 584
(a million won) 20~helow 25 39 20.9
>25 17 9.1
<8 4 2.1
. 8~below 9 54 289
Dgﬁyh&fjr)‘)f 9~below 10 70 37.4
10~below 11 41 219
>11 18 9.6
Total 187 100

$7} 539 (28.5%), 7~12719°] 337 (17.7%), 13~187] Y 9]
361(19.49), 19~2471 o] 23 (12.4%), 18] 7. 2570 o1 4
9 RANEG A kAt 419(22.0%) 2.8 e}

D
AIA Ol E A

A= P o -
z;\],r,n/\o;(}__o] )\‘31_ %}\1/\ _,—oéixéoﬂ q}a]. ] R=R-R

& 2FAEE 9 1d 6092 et 6704 olste] 4 (Table 2)
Table 2. Company-related characteristics of the respandents

Category Frequency Percentage (%)
Office 70 374
Factory 49 26.2

Type of institution Training institute & university 20 10.7
Middle & high Sahools 12 6.4
Others (hospital, outlet, department store) 36 19.3
4 38 20.3
3 57 305

Frequency of meals per day 2 60 32.1
1 26 139
Continuous serving 6 3.2
Nonselective 115 615
Selective 67 35.8

Type of menu Cafeteria 2 1.1
Others 3 1.6
Counter service 25 13.4
Buffet 102 545

Type of service Semi-buffet 52 27.8
Cafeteria service 3 1.6
Others 5 2.7

Total

187 100
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Table 3. Reliability coefficients for customer orientation measure

Customer orientation item (Do you...)

Mean +SD Cronbach’s

alpha
Consistently provide service in a timely manner consistent with customer needs? 3.54+0.82
Provide the services that make your customers feel maximum convenient? 3.71x0.72
Provide needed service to customers before they have to ask for it? 3.34+0.69
Promptly and accurately response to the requests of customers? 3.60£0.77
Communicate with fellow team members in a timely, accurate, and thorough manner? 3.49:0.75
Ask specific questions when seeking feedback from customers? 4.00x0.67
Work well under minimal or no supervision? 3.78%0.72
Greet customers whenever they enter regardless of your workload? 4.13+0.86
Keep the sequence of service steps flowing smoothly and incrementally? 3.43%+0.73
Procedural Know and deal with customer service needs in order of priority? 367+0.77
dimension Check through the materials and equipments needed for services in advance? 352+0.84
Evaluate services provided by a person or a group? 3.11%+1.04
Participate in training & development programs that can improve your service skills? 3.471.00
Attend conferences or meetings that improve service skills? 3.39+1.02
Consider customers’ response to improve service quality? 3.91%£0.81
Take actions to correct problems that continuously induce customer dissatisfaction? 3.83+0.75
Deal with problems regarding customers just like your problems? 3.48+0.79
Join in customer service training for newcomers (part-time or regular workers)? 340+1.13
Join in customer service training for supervisors? 294+1.02
Try to improve your selling skills? 3.39%£0.95
Subtotal 3.56+0.48 0.89%5
Let customers know your feeling when you feel uncomfortable? (R) 4.26*0.79
Show kindness even to exacting customers? 4.01%0.78
Always clean yourself (hands, face, body, clothes)? 420+0.74
Treat your customers warm and kindly? 4,06 +0.69
Display enthusiasm toward the job? 3.34%£0.78
Make your customers feel disregarded when you are busy with other affairs? (R) 4.20+0.79
Look at customers when you talk with them? 441+0.69
Treat customers in a careless or businesslike manner? (R) 406+0.85
Convivial Say "yes” to unusual or special customer requests? 3.55+£0.84
dimension Lose your smile under the pressure of work? (R) 3.49+0.83
Chew gum or smoke where customers can see you? (R) 486+0.62
Provide the "extra touch” when servicing customers? 3.25+0.94
Use warm and glad words when speaking to customers? 4.012+0.69
Expose personal or work-related problems in front of customers? (R) 4.13+091
Have enough knowledges on all of products and services usable? 3.45+0.79
Remember the tastes and characteristics of patrons and express them your concerns? 3.98+0.83
Use impolite and sarcastic words when speaking to customers? (R) 4.80£0.63
Use effective serving skills? 3.54+0.74
Subtotal 3.98£0.38 0.834
Total 3.77x0.40 0.915

R: reverse coding. “1: never, 5 always.
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Table 4. Customer orientation of dietitian by personal characteristics

(N=187)

. Procedural Convivial Overall customer
Personal characteristics N dimension dimension orientation
. Single 146 353+0.47" 3.97+0.38 3.75+0.39
Marital status Married 41 3634051 4.01+0.39 3824043
t-value -1.127 -0.619 -0.968
Education College 38 3.6210.46 3.97%0.37 3.80x0.39
University & postgraduate 149 3.54+0.48 3.98+0.39 3.76£0.40
t-value 1.011 -0.136 0.537
Staff 148 352£047 3.95+0.38° 3.74+0.39°
Position Chief 18 357+0.28 3.98+0.33" 3.7840.28%
Assistant manager 21 3.76+0.59 419+0.41° 3.97+0.49°
F-value 2.401 3.705" 3.4920°
<15 20 3.47+0.52? 3.96£0.40 3.71+0.42°
Payroll per year 15~below 20 111 3.45+0.40° 3.93+0.33 3.69+0.33%
(a million won)  20~below 25 39 3.76+0.46™ 402+045 3.89+0.41%
>25 17 3.87+0.66° 4.19%0.48 4,03+055
F-value 7.728™" 2.635 5.688"™
<9 58 3.60+0.49 3.91+043 3.75+0.43
Daily hours of 9~below 10 70 3471047 3.98+0.36 372+0.38
duty (hour) 10~below 11 41 3.67+0.37 4.05+0.32 3.86+0.33
=25 18 3.50+0.61 4021041 3.760.50
F-value 1.818 1.076 1.014
YMean=+SD (1: never, 5 always). ?Duncan’s multiple comparison. "p<0.05, *p<0.01, *"p<0.001.
Table 5. Customer orientation of dietitian by company-related characteristics (N=187)
- Procedural Convivial Overall customer
Personal characteristics N dimension dimension orientation
Office 70 3.58+0.48" 3.99+0.39 3.79£0.40
Tvoe of Factory 49 359+0.48 3.96+£0.40 3.78+0.40
insst,ir‘)cu tion Training institute & university 20 3.65£0.56 4.04+0.38 3.84+0.44
Middle & high schools 12 3.55+0.35 4031034 379+0.31
Others (hospital, outlet, department store) 36 3.41+0.45 391+0.36 3.66+0.39
F-value 1.114 0.470 0.857
4 38 3581054 3.89+0.49 3.73%0.48
Frequency of 3 57 351+046 3.93+0.33 3.72+0.37
meals per day 2 60 353+045 4.02x0.36 3.77+0.38
1 26 3.63+£0.48 4.09+0.36 3.861+0.39
Continuous serving 6 3.71%£0.49 400£0.11 3.85x0.23
F-value 0.513 1.540 0.685
Nonselective 115 3.47+0.442 3.94+0.34 3.70+0.36
Type of menu  Selective 67 3.68+0.50™ 402+043 385+0.43"
Others (cafeteria etc.) 5 3.8620.42° 4.32+0.39 4.0940.40°
F-value 5.386" 3.017 4594°
Counter service 25 3.58+0.47 4.01x0.36 3.79+t0.38
Type of service Buffet 102 355+0.44 3.97%+0.33 3.76x0.36
Semi-buffet 52 3.53+0.50 3.93+£043 3731043
Others (cafeteria service etc.) 8 3.79£0.79 4.26+0.61 4.03+0.70
F-value 0.716 1.922 1.355
YMean*SD (1: never, 5 always). “Duncan’s multiple comparison. “p<0.05, “p<0.01.
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