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Abstract

The principal objective of this study was to assess the behavior of customers who visit hotel buffet restaurants. This
information will provide us with a good marketing strategy, allowing us to control for different customer characteristics
and focus on giving marketers useful clues that make it easy to understand the selective attributes for hotel buffet
restaurants. Thus, the application of selective attributes is predicated on the results of the analysis. Additionally, this
survey was completed by regular customers. The following are the concrete results of the study. First of all, customer's
behaviors differ radically with the selective attributes of hotel buffet restaurants. The most crucial factors were found
to be "quality of food", "hygiene & cleanliness", and "service". These factors have nothing to do with ¢ustomer charac-
teristics & demographic features. "Opinions of their relatives, colleagues™ and "experience of restaurants” are all sources
that substantially influence the selective attributes of restaurants and this is the only way to survive the ever-changing
market situation. Finally, hotel buffet restaurants generally attempt to lure customers with healthy food, special corners,
fresh vegetables, and fresh sashimi, as compared to the services provided by hotel outlets. According to upgrade service
quality & restaurant interior, also, buffet restaurants tend to provide guests with a more charming. Food service
companies should consider the question "what really is service?" and thus seek to provide a variety of events. Preparing
for unforeseeable market situations, we should execute efficient marketing strategies in order to assure continued customer

satisfaction.
Key words : Custumer behavior, hotel buffet restaurants, food quality, service, hygiene.
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Table 1. The contents of questionnaire

Kobrlo} RAELETE

Classiffication

Contents of survey

Number of question

Part 1

Atmosphere

Acsthetic sense of building exterior
Atmosphere of restaurant

Social position of guest

Vicinity attractions

Reputation and image of hotel

Location

Convenience of traffic

Advertisement and
promotion

Advertisement and promotion activity
Discount card / coupon

Vicinity suggestion

Existence and nonexistence of knowing staffs
Memorial day's special service

Special event for guests

Convenience

Parking facility and shuttle bus
Convenience of reservation
Operating hours 5- point scale
Varieties of hotel facilities

Facilities for children

Service

Service speed
Staff's attitude
Staff's appearance

Variety of service

Food and
sanitation

Price of food and drinks

Sanitation and cleanness

Variety of menus

Existence and nonexistence of health foods
Taste and quality of foods

Special coner

Freshness of vegetables/kind of dressing

Freshness of sashimi

29

Important factor

Most important factor .
Open questions
Important factor

Part 2

Using style of
buffet restaurant

Preferred food style
Visiting count for a year

L Frequency
Visiting purpose

Source of information

Part 3

General characteristics

of the subjects

Gender
Age
Marriage
. Frequency
Occupation
Education

Monthly income
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Table 2. General characteristics of the subjects

Frequency Percentage

853

Table 3. Guest's purchasing style in hotel buffet res-

Variable Group (N=202) %)
Male 97 48.0
Gender
Female 105 52.0
Under 20 3 1.5
20~30 118 58.4
Age 30~40 53 26.2
40~50 17 84
Over 50 11 5.5
Not married 117 57.9
Marriage Married 83 41.1
Others 2 1.0
Professional worker 55 272
Office worker 74 36.5
Official worker 9 4.5
Producer 9 4.5
Kind of Technical expert/ salesman 8 4.0
occupation Self-management worker 10 5.0
Housewife 5 2.5
Student 32 15.8
Inoccupation 0 0
Others 0 0
Middle school/ high school 38 18.8
Education  College/university 157 77.7
Graduate school 7 35
Under 1 29 143
1-2 69 342
Monthly
income 2~3 76 37.6
(million 34 24 11.9
won)
4~5 4 2.0
Over § 0 0
20| 9278(45.5%) 2.2 7Pt B2 H| &S BN, O e

o2 7 2ol 6278(30.7%), 3/AiA ZAo] 28
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taurants
Variabl Contents of Frequency  Percentage
anable survey (N=202) (%)
Korean 80 39.6
Preferred Japanese 62 30.7
food style  Chinese 4 2.0
Western 56 27.7
L Under 5 123 60.9
Visiting
count for 5~10 74 36.6
a yeat Over 11 5 25
Just dinner 18 8.9
Family meeting 62 30.7
Visiting Meeting/business 28 13.9
purpose
Sociable meeting 92 455
Others 2 1.0
Advertisement 12 59
Pamphlet/brochure 10 5.0
Vicinity suggestion 117 57.9
Sf)urce Of. Past experience 42 20.8
information
Hotel salesman 3 1.5
Internet 17 8.4
Others ; 1 0.5
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Table 4. Selective attributes for hotel buffet restaurants

Clas:.«nfﬁ- Contents of MeantSD R?n-
cation survey king
Aesthetic sense of building ex- 3.7140.66" 16
terior
Atmosphere of restaurant 4.13+064 10
Atmo-
sphere Social position of guest 3.04+0.83 29
Vicinity attractions 3.78+0.72 15
Reputation and image of hotel 3.61x0.78 20
Location Convenience of traffic 4.214+0.78 7
Advertisement and promotion 3.21£0.78 26
activity
Advertise-  Discount card / coupon 3.48+0.89 23
ment . )
and Vicinity suggestion 3.46+0.80 24
promo-  Knowing staffs(exists or not) 3.12£1.05 28
tion
Memorial day's special service 3.55£0.99 21
Special event for guests 3.63+0.88 19
Parking facility and shuttle bus 3.96+0.84 13
Convenience of reservation 4.08+0.67 11
Conve-
ti .71+0.63 7
nience Operating hours 3.71+0 1
Varjeties of hotel facilities 3.66:0.83 18
Facilities for children 3.13+1.08 27
Service speed 4.14+0.71 9
Staff's attitude 4.4940.59 3
Service
Staff's appearance 3.23+0.88 25
Variety of service 4.1520.65 8
Price of food and drinks 4.06:0.65 12
Sanitation and cleanness 4.55+0.55 2
Variety of menus 4.27+0.70 6
Healthy foods(exists or not)  3.54+0.94 22
Food and
sanitation 1aste and quality of foods 4.69+0.55 1
Special coner 3.79+0.83 14
Freshness of vegetables/ 4.31+0.71 5
kind of dressing
Freshness of sashimi 4.46:£0.68 4

Y S.point scale; S:very like, 4:like, 3:neither, 2:dislike, Lrvery
dislike.
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Table 5. Important factor in case of selection of hotel
buffet restaurants

Most important factor {1) Important factor(2)

Attributes  Frequency  Percent Frequency  Percent
(N=202) (100%) (N=404) (200%)
Taste 84 41.6 72 35.6
Cleanness 26 129 100 49.5
Service 28 13.9 81 40.1
Atmosphere 18 8.9 51 252
Variety 20 9.9 34 16.8
Price 15 7.4 46 22.8
Freshness 11 5.4 12 5.9
Distance 0 0 8 4.1
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Table 7. Hotel buffet restaurants factor according to
gender

Gender
Group
Factor Male Female t-value  p-value
(N=97) (N=105)

Factor 1
(Promotion/addi- 0.0441.04" —0.04+0.96 517 606
tional service)

Factor 2

(Men) ~0.10£1.07

0.09:0.93  ~1.391 .166

Factor 3
(Facilities/level
of guests)

0.014£098 -0.01+£1.02 139 889

Factor 4

. 0.12+1.07
(Service) !

-0.1120.92 1.619 107

Factor 5

(Atmosphere) ~3.734 000

~02740.99°  0.25£0.94°

Factor 6
(Reputation/
acquaintance)

~0.04+1.06  0.03:094 —.481 631

Factor 7
(Price/
convenience)

0.12£1.06  -0.11+0.94 1.672 .096

" Values are Mean£SD.
Values with different superscripts within a row are significantly
different by Duncan's test at ~ p<0.05 and " p<0.01.

< BEE Hotrlol &R

ol 2(Wl ), 89 3TN Rl ), 291 4(AHlY),
891 684 2 AW, 2z 29 7(7HE 2 AP 9
o] Ao mhEbA f2AQl Aolst gl

Ao W T H) AT 821 2ol YSAE
Lolyr] g A dg wlx] BAF B4& AA 23 Ta-
ble 87 2t} z} g9lof) whE U9l wiR) B4 ¥4 29, o
o I(FE/EI} Au)2), 89 3(FThA /0] e £5), 29

52 297), 28z 29 6(FA 2 A 88 Y
&0l Fo FE p<0.05904 AR whet 22 Apelz}

ATk &, 30~404) vigke] A=A T Ao Bt
o 891 1(FZ/27F Avln)e] 84S 7P 2A =73
AdE Aoz Atggch

Ao w2 FEl ¥ A5 9917ke] Agl vix] B4k £
A A3, Table 99 2t} 221 (BF/F71 AHly), 2491 3
(FiAA/R1 8 5, 89 5(&E #9970, 28la 89
6(84 2 A9 FAol Kol FF p<0.059A SR
2ol et Fo]H<] Afelrt Sl AR YEyith 8913
o] A%, A E 3R AS i es b2 A &
HAE R FiAl AT} o] 84 e] i gy $44E ¥
2 Ae Al 5o} 28314 AA8ta Sl vk, dnk AR
A AN EY] ASE avhr F8sH Az g AL
2 Rolth

==

p<0.05°14 F2g ztel7t ek FddHeZ of

g gree] geAEo] 7H4 T Hel S Hd A Al F

23 Ao YZsta Qe WHHd 1E o3 o] g7
gi =]

z9 By AS A9 of a5 He gl ik
ZAE GH # W B4 Z3E= Table 113 2r)

SR EXE B9 —mM ARE 1179(57.9%) .52
SRt Bkl SEE o, theeg #HAe] Byl
4273(20.8%), UEIAE o] —%}93&% A E 179(8.4%),
el A B3t 12%9(5.9%), FEH/EENE o83t
SEARE 10W(5%), 38 Brjrtedo] 31(1.5%), 71e7t 13
olgith

=, Hzke] #ukrt 5
oaia B AFE AFeta USE ¢ 5 AUk mEkA A
A A=A v Blout A=22 H# 2
o] uAE zgko] d gditie

&
5



18(5): 849~860 (2008) N AW B1F 59 ¥ dagge A9 &4 97 857
Table 8. Hotel buffet restaurants factor according to ages
Ag  Under 20 20~30 30—40 40~50 Over 50 Fovalue value
Factor (N=3) (v=118) (N=53) (N=173) (N=11) P
Factor 1 cdl) b a b . -
. .. . —2.2340. —0.02+1. . . -0.01x0. —-0.20+1.08 4.721 .001
(Promotion/additional service) 2.2340.00 0.02+1.07 0.20+0.81 0.01+0.39 0.20<1.0 7
Factor 2
—0.12+0.00 -0.09+1.04 0.13£1.00 0.08+0.83 0.28+0.89 0.723 577
(Menu)
Factor 3 J 4 \ . a -
.y =0.51x0.00 —0.19+1.14 0.34+0.70 0.10+0.60 0.47+0.61 3.687 .006
(Facilities/level of guests)
Factor 4
. 0.09+0.00 —0.03+1.07 0.10+£0.96 -0.10+0.80 0.01=0.90 0.210 933
(Service)
Factor 5 2 ab ab " c -
2.20+0.00 0.21£0.95 0.27+0.91 —0.69+0.70 —0.50+0.96 10.201 .000
(Atmosphere)
Factor 6 b a ab . c .
. . —0.23+0.00 0.18+1.10 —0.18+0.73 -0.4640.85 —0.32+0.94 2.678 .033
(Reputation/acquaintance)
Factor 7
. . —0.34+0.00 0.01£0.96 -0.22+1.08 0.41%1.06 0.48+0.75 2.170 074
(Price/convenience)
Y Values are Mean+SD.
Values with different superscripts within a row are significantly different by Duncan's test at " p<0.05 and " p<0.01.
Table 9. Hotel buffet restaurants factor according to occupations
Occupa- professional  Office Official Technical Self-managem  House - p-
tio! Producer . Student
Factor worker worker worker expert ent worker wife value  value
Factor 1
(Promotion/ cdl) c a c b cd < d *
... —0.02+0.99 0.15+0.83° 0.49+1.03° 0.15£0.26° 0.31+1.10° —0.01£0.42 0.1620.31° —0.59+1.42" 2451 020
additional
service)
Factor 2
(Menu) 0.08+1.13 —0.10+0.96  0.18+£1.06 —0.26+0.97 -0.42+096 —0.29+0.87 0.59+0.80  0.2240.860  1.075 381
Factor 3
ai:iglms;/ 030£0.76°  —0.01£0.93° 0.44:0.61° 048:0.78 0.10£061° —0.01£0.56" —0.19+0.48' —0.75:145° 4309”7 000
guests)
Factor 4
. —0.18+0.90 -0.05£1.05 0.31+0.10  0.01+£1.38 0.38+1.55  0.49+0.95 —0.66+0.74  0.18+0.72 1.388 212
(Service)
Factor 5 .
actor ~0.05£0.95  0.26+096° ~0.3140.60° ~0.59+0.97 0.19+0.80% ~0.70+0.73° -0.45+1.46° ~0.02£1.16" 2292 029
(Atmosphere)
Factor 6
(Reputation/  —0.15:0.90"  —0.10+0.82" —0.10+0.59" ~0.08+1.11° ~0.8120.10" —0.42+0.78° —-0.33+0.68° 0.92+1.21" 6.136 .00
acquaintance)
Factor 7
(Price/con- —0.07£1.06 —0.144£1.01 —0.34£0.62 0.36+1.12 0.40+0.85 0.18+0.94 0.42+0.53  0.2240.98 1.154 331
venience)

Y Values are Mean+SD. Values with different superscripts within a row are significantly different by Duncan's test at ' p<0.05 and "

p<0.01.
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Table 10. Hotel buffet restaurants factor according to educations

Education  Middle school/ College/ Graduate Fovalue value

Factor high school university school P
Factor 1 N

~0.1441. 040,94 ~0.015£0.72 0.478 621
(Promotion/additional service) 0.14£1.26 0.04£0.9 0
Factor 2 ~0.09+0.91 0.021.00 -0.04+1.45 0.180 836
(Menu)
Factor 3 0.05:0.81 ~0.04+1.05 0.56:0.44 1.264 285
(Facilities/level of guests) T T R ’ ’
Factor 4 ~0.16+1.17 0.05:0.94 ~0.25+1.38 0.88 418
(Service)
Factor 5 0.26+1.15 ~0.05£0.96 ~0.44+0.75 2173 117
(Atmosphere) U DA T ) '
Factor 6 . ~0.18+0.80 0.06:1.04 ~0.30+1.08 1212 300
(Reputation/acquaintance)
Factor 7. ~0.3140.77 0.041,00° 0.81£1.52° 4375 014
(Price/convenience)

Y Values are meantSD.

Values with different superscripts within a row are significantly different by Duncan's test at = p<0.05 and p<0.01.

Table 11. Sources of information in case of visiting bu-

ffet restaurants

Variable Co:l‘i(r-:ilisy of F(r;cil;e(z)r;c)y Per((:oe/zl;[age
Advertisement 12 5.9
Pamphlet/brochure 10 5.0

Sources Vicinity suggestion 117 57.9

of Past experience 42 20.8
information Hotel salesman 3 1.5
Internet 17 8.4
Others 1 0.5
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