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Abstract

Coupons that restaurants are competitively issuing have considerable effects on company profits, depending on the
performance of redemption rate. The purpose of the study is to identify the coupon type that consumers most prefer,
among coupon types the most frequently issued restaurants, and to investigate consumers' coupon redemption rate and
revisit intention based on brand familiarity. In this study, freshmen and sophomores in the 2-year colleges and the uni-
versities located in Seoul and Kyoungi province were sampled by convenience sampling, and surveyed about 3 coupon
types (free meal coupon, discount rate coupon, discount price coupon) with 150 copies of questionnaire for each type, to-
tally 450 copies randomly distributed. As a result, relationship between coupon redemption intention and revisit intention
based on brand familiarity was that, the higher brand familiarity was, the higher coupon redemption intention and revisit
intention were, regardless of coupon types. This study lies in that it approached to discount method, one of the coupon
types, by further subdividing into discount rate and discount price, and that redemption intention and revisit intention

were studied by taking account of coupon familiarity.
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Table 1. Demographic profile of respondents

Categories Frequency %

I know F brand very well 267 62.2
Association I don't know F brand well 161 37.5

No reply 1 0.2

Male 229 534
Gender

Female 200 46.6

Never 18 42

Do not 126 294
Frequency
of Do 118 275
eating-out .

Sometimes do 133 31.0

Very much do 34 7.9

Less than 5,000 won 19 44

Less than 10,000 won 142 33.1
A EXPESES y  than 15,000 won 118 275
of eating-out

Less than 20,000 won 101 23.6

More than 20,000 won 49 114

Table 2. Using frequency of discount coupon

Using frequency of discount coupon  Frequency %
More than once a week 33 7.7
Once a week 58 13.5
Once a fortnight 88 20.5
Once two or three months 50 1.7
Once six months 30 7.0
Almost never use 168 39.2
No reply 2 0.4

Total 429 100
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Table 3. Method of coupon obtainment Table 4. Preferences of discount method
Method of coupon obtainment Frequency % Preferences of discount method Mean+SD.
Street 178 204 Discount of membership card 5.58+1.85
Internet 177 20.3 Coupon of price discount 4.93+1.82
Restaurant 139 15.9 Free coupon 4.80+1.97
Coupon book 138 15.8 Distributed coupon by restaurant 4.60+1.87
Leaflet 101 11.6 Delivered coupon by direct mail 4.02+1.90
Magazine 67 7.7 Coupon book 3.86+1.94
Direct mail 53 6.0 Applying coupon 3.83+1.93
Newspaper 20 23 Internet coupon 3.82+1.96
Total 873 100 Mobile coupon 3.10+1.93
Table 5. The result of factor analysis & reliability analysis
Factor Variables Eigen value Factor loading Cronbach's
Prefer 0.892
lf;arrjunlcfanty Be familiar 2.295 0.905 0.8443
I know that 0.824
Coupon I want to make inquiries 0.784
redemption I want to use 2.265 0.909 0.8373
intention I want to make a opportunity 0.908
Revisit vt 1.731 0930 0.8425
Intention Revisit without coupon 0.930
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Table 6. The result of coupon redemption intention
based on brand familiarity

o] FE A B AYE Aol RE 9F 485

Table 8. Effect of coupon redemption intention by cou-
pon types and brand familiarity

High familiarity group
(n=30)

Low familiarity group
(n=257)

t-value

3.64£1.63 4.54+1.20 -3.736"

™ p<0.01.

Table 7. The result of revisit intention based on brand
familiarity -

Low familiarity group High familiarity group

(=257) (=30 t-value
3.1141.43 4.43+1.29 -4.828""
™ p<0.001.

SS df MS F
Coupon types 2.406 2 1.203 477
Familiarity 19221 1 19221 76227
Familiarity of coupon types 1.352 2 676 268
™ p<0.05.
48
46 ]

Free coupon
h

Discourt coupon

Price coupon

Coupon redemption intiontion

1.00 2.00
Brand famility

Fig. 1. The mean comparison of coupon redemption inten-
tion by coupon types and brand familiarity.
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