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Abstract

The purpose of this study is to identify the critical service factors, which influence the satisfaction
and loyalty of the customers who visited the special 1st grade hotel buffet restaurants. In order to meet
its purpose, 241 customers who have ever visited special 1st grade hotel buffet restaurants were surveyed.
Using the SERVQUAL. The results are as follows: First, service quality factors of the restaurants have
a significant effect on customer satisfaction. Second, customer satisfaction has a significant effect on
customer loyalty. Third, service quality factors of the restaurants has a significant effect on customer
loyalty.

Key words : service quality, customer satisfaction, customer loyalty, special 1st grade hotel buffet
restaurant.
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<Fig. 1> Research model.
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74 3. 58 H9 grEFY uA gEL = (Table 1> Characteristics of the sample
Az FES vE Folth Classification Frequence Percentage
Male 76 31.5
V. ASEA Sex Female 165 68.5
Sum 76 100.0
1 AMBo| A gt 20~29 68 28.2
B AT BA S Gsy] 98] AEA 24 0739 ¥ 26l
o ) eRpon TaHe Ju, Apgme  F N 0w
ATEADES T F RGOS ool 50~59 26 10.8
=- M OFF] = T,
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Q] =) A 2~ 3LZ) 75
A Ao FAH R B A S]] w24 ~100 ten thousand won 54 224
ER(PZB 1985), 217 B 28 F(H4 2007), 100~200 57 237
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SRR 4% AL 9% 2409 B S uoom
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A Ela 38 H9 g 2EdS o] &g o .
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R 30075 AAISte] 24452 glote] B Job Company employee 133 552
242 AN, BARAL MRRA, 2913 e » 54
A, A E A, AR 55 AMEeH, & Missing value 3 1.2
A7) A= SPSS 12.0 ZZ 138 o] 83} Th Sum 241 100.0
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B =R 2AF gdsel oig ApEAe  Avenge 273 87 360
. - - di ~ .
5454 1R A9 4% 5E sfefebr] ety T T K "
=242 24390 ‘
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FE EBS FHOE ATOY B4 A L
Experience of visit 90 373
Dy AHa = W ™ o
HEH, AH2E 27 767, AR} 1659 0] Mass media 10 4.1
Aot A=E=E=Z 2007} 687, 30th7} 879, 49th Path Internet 1 04
7} 6078, 50th7} 2078 0|01, ¥ F| H=ET Others 64 26.6
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{Table 2> Factor analysis and reliability analysis of service quality
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Factors Item Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6
Good manners 0.794
Immediate responses 0.784
Reliability ;g service of employees 0.766
Cronbach'
lr(;n achs Satisfaction with the appearance of employees  0.693
alpha
0.901 Employee's ability at problem solving 0.620
Correct reservation management 0.617
Satisfaction with the service time 0.538
Clean and luxurious tableware 0.711
Positive first impression of the restaurant 0.700
Empathy ~ Convenient layout 0.696
0.875 Intervals of serving food 0.679
Cleanliness of the restaurant 0.642
Location of the restaurant 0.575
Good appearance of the menu 0.795
Difference L .
0769 Originality of the menu display 0.765
‘ Originality of the menu 0.652
A variety of healthy foods 0.732
Food it
ooc et Temperature of food 0.714
0.810
Fresh food items 0.696
Variety of menu 0.736
A choice enthusiast menu according to the
Variety ce & 0.704
generation is possessed
0.653 . .
Various foreign food 0.678
Taste of food 0.577
Parking . . .
. Convenient parking equipment 0.720
equipment
Eigen value 4213 3339 2.521 2.201 2327 1.957
Variance 17.553 13912 10503 10425 9.694  8.155
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{Table 3> Factor analysis and reliability analysis of customer satisfaction and loyalty

Factor name Item Factor

Satisfaction with the restaurant choice 0.904

Customer satisfaction Satisfaction with service quality of the restaurant 0.858

0.873 Eigen value 2.201

Variance 31.442

Intention of revisit despite price rise 0.850

Intention of the first recommendation 0.794

Intention of recommendation to others 0.776

Custor(r)l.ﬁ;roioyalty Intention of choosing first 0.770

Intention of revisit 0.725

Eigen value 3.271

Variance 46.734
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{Table 4> Result of the regression analysis on the service quality of buffet restaurants and customer satisfaction

Indep.endent Depe?ndent Beta Standard beta ; P
variable variable B SE
Constant 0.529 0.396 1.336 0.183%**
Reliability 0.259 0.088 0.214 2.933 0.004**
Empathy 0.408 0.085 0.349 4.821 0.000**
Customer Difference 0.068 0.069 0.063 0.994 0.321%**
satisfaction  Food item 0.173 0.071 0.164 2.421 0.016**
Variety 0.023 0.050 0.023 0.455 0.650%**
Parking equipment —0.036 0.043 —0.050 —0.839 0.402%**

F-value: 27.495 R%: 0415

#45,20.05.



S8 ¥ elzgde] Auls Fdo] wA B

d
S
)
of
o,
it
2
g
Wi

35} 169

{Table 5> Result of the regression analysis on the service quality of buffet restaurants and loyalty

Indep.endent Depe.ndent Beta Standard beta , P
variable variable B SE
Constant —0.896 0.429 —2.090 0.038**
Reliability 0.050 0.095 0.038 0.527 0.599**
Empathy 0.358 0.092 0.277 3912 0.000**
Loyalty Difference 0.287 0.074 0.238 3.859 0.000**
Food item 0.050 0.077 0.043 0.650 0.517%*
Variety 0.188 0.055 0.171 3.440 0.001%*
Parking equipment 0.149 0.047 0.186 3.161 0.002%*
Fovalue: 30408 R*: 0.439
#%p<0.05.
A 7] W&ol A wiEel] JIFS XA G FHoz A€tk
o2 et wago) A A% Ay AHAFR) 7} 0437
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FEFS VAT SHHSE F84, 2hE
4, O, FAAAE T 1Y Mg Rl
Aok =3 173 3 AFB)E
R, I8 AP o] 742} 0.277, 0.238%E =

S, AR AlEE frofehA] ek ACE vEt
U =0 &S AIA e A= Yt
aeeg 74 2 5 He) HaEge A

2 AL AR 4TS 12 Rolth e ¥
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{Table 6> Result of the regression analysis on customer satisfaction and loyalty

Indep.endent Depe?ndent Beta Standard beta ; P
variable variable B SE
Constant 0.686 0.274 2.502 0.013**
Loyalty Customer Satisfaction 0.731 0.54 0.661 13.620 0.000%*
F-value: 185.510 R 0.437

*55,20.05.
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