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A Study on the Influence of Core Benefits and
Situational Variation on Customer Satisfaction and
Customer Loyalty for Hotel Restaurants
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Abstract

There are increasingly interests among researchers to focus on the relations between core benefits
and situational variation of hotel restaurants, and make coordination of customer satisfaction and
customer loyalty to be more profitable of hotels. This study has investigated how much core benefits
were effected by situational variation on customer satisfaction and customer loyalty for hotel restaurants.
The result is suggested as follows as explained to test this study. First, core benefits were effected on
customer satisfaction and loyalty as significant relationship. Second, situational variation was significantly
effected on customer satisfaction and loyalty. Third, customer satisfaction was influenced customer loyalty
to be positive relations with satisfaction and loyalty for restaurants.
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{Table 1> Precedent studies on core benefits
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Researchers Park, JY(2001)

Yoo, JN et al.(2002)

Attitude of employees
Taste of food
Core benefits Consideration about guests
Price of food

Mood

Attitude of employees

Events

Training & explanation
Concern about guests

Guest's ordinary orders

Concern about children

Mistakes of guests

Training & explanations
Quality service Supplementary food
Facilities for child
Events

Lost and found

Mistakes of guests
Guests' special order
Concern about children
Supplementary food
Lost and found

Sanitary service

Customer's order

Generic service Speed of serving food
Cleanliness of food
Food quality

Order processing

Taste of food
Cleanliness of food
Service delay
Mistakes of employees
Reservation

Price of food

Valet service

Other services

Source: researcher was collected by prior study.
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{Table 2> Restaurant preference analysis for
situational variation

Sltua'ltl(.)nal Weight Rank
variation
Price 0.046 5
An intimate  Service 0.326 2
dinner with  Atmosphere 0.092 4
a friend Liquor 0.379 1
Food quality 0.157 3
Price 0.160 3
. Service 0.336 2
Birthday Atmosphere 0.065 5
party Liquor 0.367 1
Food quality 0.072 4
Price 0.265 2
Business Service 0.413 1
Junch Atmosphere 0.073 5
Liquor 0.163 3
Food quality 0.083 4
Price 0.253 2
Family Service 0.393 1
. Atmosphere 0.059 5
dinner .
Liquor 0.185 3
Food quality 0.110 4

Source: Jun LP - Smith LJ (1987). “Service attribute and
situational effects on consumer preference for restaurant
dining.” Journal of Travel Research 26(2):23.
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{Table 3> Situational variation of using hotel restaurants

Item Considerations

Differentiation factor

Guest related
situation

Background music, lighting, services, comfort,
calmness, privacy, customer needs, etc

Fast service for guests
Background music and volume
Cleanliness

Customer consideration
Privacy centered service

Family related
situation

Companion(child, old etc) family care service,
pleasant events for family, customer needs

Classes of accompanied people
Background music and lighting(warmness)
Family care service and events, special events

Friends related

situation services, lighting, customer needs, etc

Companion, background music, events and special

Classes of accompanied people, extra services,
special events, kind services

Source: The researchers were collected from precedent studies.
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Core benefits
Nan—l;:st/ealue H3
Mood
Prestige
H1 Satisfaction Loyalty
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HZ I;gg;g:: Recommendation

Situational variation

Guest relation
Family relation
Friend relation

<Fig. 1> Research model of core benefit and situational variation.
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{Table 4> Questionnaire design
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Items Factor

Reference

Core benefits .
point scale

Taste, name value, mood, prestige measured with a likert 5

Park, JY (2008), Yoo, YN (2002)

Filiatrault and Ritche(1988)

Sitl.latt'ional Gl;ieljt rtrelSatior?, tfami:y relation, friend relation measured with June, Smith(1987)
varation a ket > point seate Miller and Ginter(1979)
Customer Food, restaurant mood, facility, service measured with a likert .
. . . Oliver(1981), Oh Sang Hyun(1992)
satisfaction 5 point scale
Backm ton(1991
Customer Revisit intention, loyalty, recommendation measured with a a.c an & Crompton(1991)
loyal likert 5 point scale Pritchard et al.(1992)
yalty P Pritchard & Harward(1997)
D hi
cmograpuie Age, school, job, income, etc -
factor
S8 AR AR, hEk, Bl T4 =S F {Table 5> Demographic traits of the sample
Al o ZRBJES A FNA
HOE SAYES AEEH Items Traits Frequency Ratio(%)
4 S Male 137 61.4
V. o5t 2ot . Female 86 386
Below 100 43 193
1. o7 SAA &Y . 101~200 mil. 38 17.0
ncome
l?_}‘\_].- . 73\/1— ;(]O:]g] §_E—ﬂ gﬂéEa}—& 0]—9—?‘5]'{— 201~400 mil. 61 27.4
TS Ao T FRFALE 2alale] LEht 9l Over 401 mil. 81 36.3
20~30 87 39.0
EAA EA % 1 = HEx
__TL ) 7:” =1 = <Table 5>9]' %E]' ]T 31~40 66 29.6
B 300M) S BjRErA L, 238ml S B|5ate] 793% 0 A 41~50 43 215
o) I5&S How, 238v) T FA &H Over 51 2 99
3} AAT}ES 2|25t 23S H=E FEOF High school 60 26.9
ZAE 53059 Education gmversny s llllz 62233
EE ENS AuRw, A¥e U7} 1379 ver postgraduate .
course
0 x ) 04)© ¥ FoA=
(61.4%), AAAF7} 86%(38.6%)°1H, & Fl+= 200 " Single % s
uke] o]k} 8178(36.3%), 200~4007+Ho] 6178(27.4 armage  \rarried 100 448
%), 4007 o)/Fo] 8178(36.3%) & YEFTE Below 1 yr 19 8.5
22 20th7} 8778(39%), 30tH7} 6678(29.6%), 40TH Cacer L O 161 722
7} 487(21.5%), 50Tl o]kl 227(9.9%) 0. & 1} 2”101? 4; IE;‘
_ _ . - ver 10 yr .
Epton, AE o= vl 123%(55.2%), 71E o o o
0 .
o] 10078(44.8%) 0= UERITE 8He 31%0] 60 | 2 135
H(26.9%), TE°] 14978(66.8%), HSHAE ©]/d<] Child 2 51 229
1474(6.3%), A= F-AR 1279H(57.0%), *+AH4 3 13 58
Over 4 2 0.9

7} 96™(43.0%) 0.2 Rt
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{Table 6> Reliability test of the variable
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40 T2 WS 0]8-3 <Table 8>«] 305 2l

H2J(CFA: confirmatory factor analysis)2-

B3l

HEUY 33 s, d3e 2E )

= R=a ]
==
woP, Bk EFH-

o vent

Items Mean Std. Correlation Coefficient Cronbach's @
Taste 3.62 0.807 0.686 0.538
C benefit Name value 3.54 0.927 0.704 0.558 0812
ore DEE  Mood 372 0.783 0.533 0.322 '
Prestige 3.59 0.786 0.490 0.306
Situational Guest related 3.34 0.772 0.686 0.536
ituationa
ot Family related 3.14 0.823 0.633 0.455 0.870
ariatio
vatiation Friend related 3.56 0.848 0.802 0.684
Food 3.07 0.923 0.681 0.512
Customer Restaurant mood 2.97 0.849 0.634 0.440 0.847
satisfaction Facility 3.22 0.842 0.703 0.513 ’
Service 3.23 0.825 0.715 0.545
Revisit intention 3.67 0.714 0.706 0.501
Customer
Jovalt Loyalty 3.53 0.850 0.726 0.529 0.854
v Recommendation 3.75 0.748 0.744 0.554
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{Table 7> Factor analysis of the variable
Core Situational Customer Customer .
Items L. . . Communality
benefits variation satisfaction loyalty
Taste 0.847 0.802
Name value 0.822 0.769
Mood 0.798 0.891
Prestige 0.770 0.711
Guest related 0.861 0.586
Family related 0.734 0.700
Friend related 0.690 0.616
Food 0.826 0.696
Restaurant mood 0.823 0.767
Facilities 0.753 0.689
Service 0.693 0.521
Revisit intention 0.872 0.580
Loyalty 0.865 0.803
Recommendation 0.855 0.767
Eigen value 4.219 2.503 1.933 1.372 KMO
Variance(%) 31.17 16.68 9.88 5.14 0.806
{Table 8> Confirmatory analysis of the variable
Items Measurement Coefficient t value Confidence AVE
Taste 0.87 15.28
Name value 0.76 14.34
fit .91 .84
Core benefits Mood 0.64 10.62 0.9 0.8
Prestige 0.68 15.07
Situational Guest related 0.96 12.07
ituationa
o Family related 0.87 14.58 0.84 0.77
variation .
Friend related 0.62 16.04
Food 0.95 15.13
R . 15.2
Cu'stomfj‘r es?;e%ll'rant mood 0.97 5.28 0.9 0.87
satisfaction Facilities 0.82 12.34
Service 0.76 10.74
Revisit intention 0.91 15.77
Customer
loval Loyalty 0.84 12.48 0.94 0.89
a
oyalty Recommendation 0.90 15.11
Test 2°(182)=87.58, RMR=0.03, GFI=0.94, AGFI=0.90, CFI=0.95, NFI=0.98
Asta Qe FETA AFAAEE ©E3517] 9 (Comparative Fit Index >0.90°] v}#H3]) 58 9]
3 AR=E BWrkehr] 9%k 7IES R GFI(Good-  8-3FiTh

ness of Fit Index; >0.90°] ¥}=-4]), AGFI(Adjusted
Goodness of Fit Index >0.90°] ®}-2]), RMR(Root
Mean Square Residual; 0.50 Rt} 2245 ul5t

Z]), NFI(Normed Fit Index; >0.90°] v}, CFI
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{Table 9> Hypotheses test for structural relations

Path relations Path Coefficient t value
Core benefits( £ 1)—customer satisfaction( 7 1) 711 0.32 4.72%*
Core benefits( £ 1)—customer loyalty( 7 2) 721 0.38 5.21%*
Situational variation( & 2)—customer satisfaction( 7 1) 731 0.49 7.05%*
Situational variation( £ 2)—customer loyalty( 7 2) 712 043 5.20%*
Customer satisfaction( 7 1)—customer loyalty( 7 2) 722 0.38 4.94%%*

#p<0.01 2°(182, df)=95.14(p=0.000), GFI=0.93, AGFI=0.91, RMR=0.032, NFI=0.95, CFI=0.97
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