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The Influence of Service Marketing Mix on Eating-out Customers
Perceptions Va ues(Focused on Family Restaurants in Seoul)

Tae-hwan Yoon
Department of Hotel Culinary, Dong-U College

Abstract

The purpose of this study was to investigate the influence of service marketing mix on customers' perceptions of values
at family restaurantsin Seoul. Frequency analysis, ANOVA, reliability analysis, factor analysis, multi-regression anaysis
were employed to analyze the data. First, perceptions for items such as food (p<.001), price (p<.001), process (p<.001),
and employees were significantly different with regard to monthly spending money, and food (p<.001), physica
evidence (p<.001), and employees (p<.001) were also significantly different by partner. All of the mixes (food, price,
place, employees p<.001; promotion, process, physical evidence p<.05) had positive influences on the customers' mone-
tary and overall values. And the mixes of place p<.001; price and employees p<.01; and food, process and physical evi-
dence p<.05 negatively affected non-monetary vaues, whereas promotion had a positive influence. As a result, we
conclude that the service marketing mix is an efficient marketing tactic to remove intangible factors from restaurant
businesses. Likewise it is highly recommended that food-service companies manage the marketing mix in a customer-
friendly manner to minimize the negative characteristics of services toward customers, and to promote the customer
appreciation of family restaurants.
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Table 1. Generd characteristics of subjects

Result

Categories Frequency N %
Gender Mae 197 54.6
Female 164 454

University student 83 229

Salaried man 106 293

Job public service personnel 72 19.9
Owner 42 11.6

Profession 31 8.6

Housewife 27 75

High school graduate 41 113

. College graduate 84 234

Scholarship University graduate 159 440
Graduate school < 77 21.3

Friend 189 524

Partner Lover 84 233
Family 88 233

>2 237 65.6

r:gmj lj’;e 3<, =5 100 302
6< 15 4.2

{10 79 219

Expense per once 10<, >15 122 338
(1,000Wor) 15<, >20 87 24.1

’ 20<, >25 39 10.8
25< 34 9.4

{100 59 16.3

Monthly spending 100<, >200 76 211
money 200<, >300 107 29.8
(1,000Won) 300<, >400 83 229
400< 36 9.9

15t 55 o) 29k w|Rko] 87%(24.1%), 28HA o]
29k 549 w|gko] 399(10.8%), 2%F 53 ol 349
(9.4%) 2 YEeTE vix|gto g ggE isiAE 10
TH o= 597(16.3%), 109+ o]k 209+ w]vho] 76
™(21.1%), 205 o]/ 309HY RS 1077H(29.8%) =
UERSTE 28]a1 305H o 407Hd Y2 83WH(22.9%)
o] o™ 407HY o] A& 367(9.9%) 2 YHEFTE
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Table 2. Frequency andlysis of service marketing mix and customer's value

Variables(N=361) Mean SD.

various menus 413 1.00

food's nutritive value 454 1.04

Food food's taste 474 117

accurate food supply 4.63 1.02

usage of fresh food materia 447 1.03

adequate food price 355 1.29

Price discount degree of price 3.18 1.04

easy payment condition 4.36 142

various discount policy and method 340 101

easiness of traffic 3.98 132

Place degree of environs view 4.18 1.02

parking service 413 113

atmosphere of restaurant 4,04 1.27

variety of advertisng and PR 412 112

originality of advertisng and PR 3.62 1.05

Service Promoation emphasis on brand image 3.76 1.04
marketing reputation about restaurant 412 1.23
mix advertising activity through newspaper, -magazine, broadcasting 421 124
easy reservation's change and cancellation 4.32 1.07

speediness of customer's complaint solution 4.24 121

Process disposal about special demand 4.15 112

speediness of food offer and service 4.30 1.04

employee's disposition a rush hours 3.98 125

elegance of interior 4.40 112

Physicd beauty of building's appearance 442 1.05

evidence cleanness of restauren't o 4.49 113

comfort degree of activity in restaurant 4.30 1.07

quaity and condition of background music 4,35 121

ability of complaint solution 4.13 1.05

manner and kindness 4.19 111

Employee knowledge of food and service 4.28 114

appearance and clothes 444 1.02

reliability and consistency 4.28 112

Customer's monetary vaue 4.62 0.84
Value non-monetary vaue 4.33 0.25
overal value 474 0.52
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Table 3. Rdiability and validity of service marketing mix(cronbach's a, factor anaysis)

Factors et Variables of service marketing mix factor loading communality eigen value accumulation(%) cronbach's o
various menus 0.69 0.77
food's nutritive value 0.77 0.69
Food food's teste 0.73 0.75 4.39 21.32 0.84
accurate food supply 0.68 0.73
usage of fresh food material 0.72 0.68
adequate food price 0.66 0.69
. discount degree of price 0.72 0.74
Price easy payment condition 071 0.73 281 3198 081
various discount policy and method 0.79 0.82
easiness of traffic 0.80 0.74
degree of environment's view 0.70 0.72
Place parking service 073 073 182 211 0.80
atmosphere of restaurant 0.68 0.74
variety of advertisng and PR 0.71 0.72
origindity of advertisng and PR 0.69 0.73
. emphasis on brand image 0.73 0.69
Promotion reputation about restaurant 0.73 0.65 143 4954 0.r7
advertising activity through newspaper, 0.68 0.66
-magazine, broadcasting
easy reservation's change and cancellation 0.70 0.68
speediness of customer's complaint solution 0.67 0.74
Process disposal about specia demand 054 0.71 134 56.32 0.75
speediness of food offer and service 0.68 0.73
employee's disposition a rush hours 0.71 0.72
elegance of interior 0.71 0.73
Physica beauty of building's appearance 0.69 0.75
evidence cleanness of r&stauran.t o 0.73 0.68 1.16 62.33 0.74
comfort degree of activity in restaurant 0.62 0.73
quality and condition of background music 0.76 0.81
ability of complaint solution 0.74 0.75
manner and kindness 0.65 0.72
Employee knowledge of food and service 0.63 0.76 101 67.04 0.70
appearance and clothes 0.62 0.71
reliability and consistency 0.73 0.70

KMO(Kaiser-Meyer-Olkin)=0.81(>0.6), Bartlett x2=917.81(p<0.000), Overdl cronbach's a=0.77

ok

b= 4] 522 1518 ] A 25 A 32 (2000)
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Table 4. Oneeway ANOVA of service marketing mix by monthly pocket money(1,000Won)

monthly pocket
money <100 100<, >200 200<, >300 300<, >400 400< F(p)
factor
Food 4.24+1.33" 4.30+1.00° 4,32+0.70° 4,55+0.22° 4,54+0.36° 5.72(0.000%**)
Price 3.82+1.21% 3.79+0.21° 3.61+0.42° 4.35+0.11° 4.33+0.91° 4.98(0.000%**)
Place 4.31+1.00 4.32+0.09 4.33+0.06 4.12+0.14 4.22+1.05 1.36(0.472)
Promotion 4.12+1.04 4.12+1.04 4,07+0.04 4.11+0.03 4.10+0.19 1.22(0.537)
Process 4.21+1.00° 419+1.11% 4.04+057 4.31+0.06” 4.33+0.13° 5.24(0.000%**)
Physical evidence 4.22¢1.02 4.23+0.21 4.30+0.80 4.25+0.42 4.37+1.04 1.23(0.513)
Employee 4.23+0.50° 4.25+0.52° 4.30+1.01° 4.72+0.24° 4.47+1.10° 6.33(0.000***)

a b ¢ DMR(Duncun's multiple range test)oll ©]3+ xpo] -2 3}
*#*p<0.001, **p<0.01, *p<0.05

Hl 2 A" Y A~ 2219] Fp)akel 5.72(p<0.001)°]%l2
H 714 498(p<0.00)E =9 o] 93k A= e
WRIEh =3 342] Fp)ake 5.24(p<0.001)°11eH F
AFE 6.33(p<0.00)E e} o8 A4S YERSL
o} AR 9] Fp)ad 1.36(0.47), 712 1.22(0.53),
583 ©AE 1.23051) 02 e} fo)3 AdE
ERA] Xt

HA Ao 3 D &E0] 109 olFtY AHS+=
Bytol 4240110 107k o] 207k ©]skrt 4302
Uebgtth, 28] 209 o) 309k olske] Wi
4.32, 305H o) 407k o]Sh= 455, 407H o2 454
2 UeT & 32 850 55 20 tig v5o)
& Ao YEehyitt

7t E & @ &E0] 109 o)Ftd A= HE
o] 3.820|em 10%Hd o) % 20 olshrt 3.79%
ERtTh 22]a 209H o) 307kl o]she] B2 361,
307HY o]4F 409y o]dh= 4.35, 407HY o] e 4.33%
= YehgT

S AhoMe g G SE0] 109+ olFtY AS+=
Hitol 4310|910 1059k o) 205+ ©]sh7) 4.328
UERTE T8]a 209+ o)/ 309k olte] et 4.33,
307+ o]AF 40RHY o)Fh= 412, 409HY o] 4222
UERs T

EZRAE T G &E0] 109 o)Fd A= HTFE
o] 4.1250]1 2™ 10%Fd o] 207+ olsrt 4122
ElstTh I8l 209 o)/ 309HY o)sle] HHF2 4.07,
307HY o)A 40%HY o]Fh= 411, 407+ o]Ae 4108
2 Uehstth

a8 B E & D §=0] 109 o5t H$-
T Brol 421019101 107k o] 209+ o]skrt 4.19
2 Yelgtth 283 208k o) 309k olsle] HHe
4.04, 30%HA o] 409+l oldhi= 4.31, 409HY o]/
4.335.2 UERTY

T3 2218 @Al I §=o] 109HY olskd
9= ol 42201901 109+ o]t 207k olstrt
42302 Yyepgth 1|3l 209 o) 309k o]ste]
Hit2 430, 307HY o] 40THY ©3h= 4.25, 407H <]
A 437% e

npeto 2 FARAo A= e &E0] 109 ol
A9 Hyto] 4.230]00H 107k o4t 207k o]}
4252 Uepgth 183 209+ o)A 309k o]sle]
T 4.30, 309+ ©]F 407Hd ©]8k= 4.72, 409HY <]
A 4472 VERGTH

2) SHIXtol| w2 Mu|AOAIEAC| XIO|2A

SR W A anA R o] Aol R Th
o] Table 59} Zo] Uelgth & FREAle] w2 Au]2n}
AR 2= 229 Fp)7ke] 544(p<0.001)0]%om £
) A= 5.32(p<0.001), FAFH-S 4.84(p<0.001)= e}
U folgk ZolE el siXRE 714-e Heo] 0.79
(0.55), A4+ 1.58(0.16), %12 0.93(0.46), A2 1.73
(0.1)= Yept fost 275 JehliAl Zk3h

HA FHo A= FArE A7 A= Bl 430
o]lom #Ale] A9+ 4312 vehgt) 181 715
73] WS 433, AFEE 435 EA4Y W= 474
2 Uegstth 3 7HFdA s s A7 Aes
o] 38101 oH A1) A= 4272 UepsTh 1
2lal 7pe] AJgo] W 369, AHAEEE 432, EA
d wWe 4228 UEigth FAo AfolAe WA
7Y 9= Hito] 427, AAQA ASE 399, 7Y
A9 421, AAEEY A9 389, EAY W 412
2

Hto] 3.76, AUY
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Table 5. Oneeway ANOVA of service marketing mix by partner

partner

A1) BAIGTE 0.35, t(p)7}F 6.37(p<0.001) = YER} &
AR 7pAel 7 2 FAA FFE nHT =S 2

e}
b
BAIS7} 0.29, t(p)7} 5.20(p<0.001) = EAI=Eo] FAA QI

Table 6. Multiple regression analysis from service marketing
mix to customer's monetary value

. e e il t(p)
Food 29 05 92 100 5.20(0.000%**)
Price 34 05 93 102 6.17(0.000-%%)
Place 27 05 89 101 483(0.000°**)

Promotion 12 .05 .97 1.00 2.14(0.033%)
Process 14 05 9 103 248(0014%)
Prysicd evidence .12 .05 8 107 223(0.026%)
Employee .35 05 91 102 6.37(0.000°**)

r’(0.58), Ad r(0.59), F(121.23, 0.000**), Durbin-Watson(1.79)
*%%0<0,001, **p<0.01, *p<0.05

ok

F=gA] 2 2] 25h3] 2] A 259 A| 33 (2009)

factor Friend Lover Family Companion Alone F(p)
Food 4.30+0.22° 4.31+1.05% 4.33+1.04° 4.35+0.60° 4.74+1.22" 5.44(0.000% **)
Price 3.81+0.22 4.27+0.09 3.69+0.53 4.32+0.35 4.22+1.03 0.79(0.557)
Place 4.27+0.13 3.99+0.02 4.21+0.55 3.89+0.33 4.12+1.09 1.58(0.169)
Promotion 4,00+0.12 4.09+0.10 3.83+0.10 4.19+0.32 4.28+1.11 0.93(0.460)
Process 3.76+0.01 4,01+0.11 4.37+0.11 4.33+0.97 4.34+0.59 1.73(0.117)
Physical evidence 4.22+1.00° 4.31+0.54% 4.60+0.20° 4.43+0.86™ 433+0.77% 5.32(0.000%**)
Employee 4.31+0.64™ 4.52+0.55° 4.29+0.24% 4.13+0.81% 4.23+0.50% 4.84(0.000%**)
a b ¢ pMR(Duncun's multiple range test)oll o3&+ xpo]E-A1 A3}
**%p<0,001, **p<0.01, *p<0.05
AREE5Y We 433, EAY v 4342 FAHATL FFEs FATh 283 M4 BAIFTE 0.34, t(p)7F 6.17
E3 =213 gAY AodAe TR XY o 3 (p<0.001)E #A =] FHF 7ixo T4 FEFS
o] 422, AAY A9olE 431, 715 wiE 460, A FAUACE =3 AAE AT 027, t(p)7t 4.83(p<0.001)
TEY W 443, EAY W= 43302 YERRTE whA| 2 EAEY 318 7R 382 IdFe TS 1
To g FAYY wl= 71Eo] 431, 99Y v 452, 7} g £38 A7 012, t(p)7F 2.14(p<0.05) = 45
=Y w= 413 XY = 42308 YERT of 243 7HAdl 34 FFE FAUTh AHL AT
7} 0.14, t(p)7} 2.48(p<0.05)Z E-A=o] FZ 7}x]ol
5. MH|ADAE AT DZH7X|0| O|X|= Bt AR FFES FAh Ao R EEF ThAlE A
Ay 2uAEl Y 27 a7k o] mHE ek uE 7 012, t(p)7F 2.23(p<0.05)Z Azl FHAH 7}
st7] 95k o3| AR S AASHAITE WA An] 2o} of 3A8A FFs FAU
A Y 27} AR 71H)0)] nx= FeS BA5gET a2 ARIamA" Y 2~7F vl5dd 71 v x|=
A= Table 63 o] Ul E4A3te] FadHA) S BN A Tale 79 2o] UERST
(Tolerance)= 0.1 ©14, VIF Z+& 10 olstellom, Durbine 427 FAsH|(Tolerance)= 0.1 ©)Xd, VIF @2 10
Watsonzt-& 1798 Ueh} tE3AAd 9@ A7) o]3lo]l o™, Durbin-Watson@t-> 1.66°.2 YehY thF
Aol e Aoz ATFHUY. =F FABAFY P A B AT RAEY APl fle AR AFEHU
£ 058, Adjusted r’= 0592 YEREoH Fgke 121.23 o} =3 FAEASe P= 073, Adiusted r°E 0758
(p<0.00D) & EA =] fof3t AxE BTt 444, & Uebom Fzhe 236.15(p<0.001) 2 HAEo] §ol3 A

IE Bk #4949, A4ae AT 0.2, t(p)7t 3.97
(p<0.001)E YR} HlFAZA 7hx|of 71 & 342 ¥
e Y =3 2242 pAISTE 014, t(p)7F 1.92(p<
0052 A=l FAHAA IFe FUth 18 7
2 BAF7} 015, t(p)7} 2.69(p<0.01) 2 HAF o] HlZFA
A 7hAle A FFS FAh =3 AHL pASF
7} 0.14, t(p)7} 2.45(p<0.05) 2 EA =] H]F@ 2] 7}
FAAA FdFE FAG EYHE @M= pAGTE 014,
t(p)7F 243(p<0.05)& wAE o] HlEHF Zix|o FAHA
1 S FIUTh AT R FAML AT 015,
t(p)7t 277(p<0.01) = A= o] HIFHZ THAo FTAHA
A FEFS FAUCh A F2& v TEA| ol Fofs
= FA Z3A olell tiste] AR TR F
2 olg 1A e R IATEA O gk A7 (dung
JUst Park HJ, 2005) A& Aufgaiel So)3y 9 2

A, AMFI T FH o] o] gn oA AeH
b Bk Folon ol aAEdA dEHRE Ut

¢
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Table 7. Multiple regression analysis from service marketing
mix to customer's non-monetary value

Factor resuit B S.E Tolerance VIF t(p)
Food 21 .05 .99 1.02 1.92(0.032*)
Price 15 .05 .98 1.00 2.69(0.008**)
Place 22 .05 .96 1.31 3.97(0.000***)
Promotion 4.37E-02 .05 .99 1.03  0.76(0.446)
Process 14 .05 .87 122 2.45(0.015*)
Physica evidence .14 .05 92 1.05 2.43(0.016*)
Employee 15 .05 .89 124 2.77(0.006**)

r%(0.73), Ad r*(0.75), F(236.15, 0.000***), Durbin-Watson(1.66)
*%%n<0,001, **p<0.01, *p<0.05

g B39k 18]a Yoon TH2F Kim MY (2008)
ol whet X 7he JHe] Y-S FA ALY F
TS Foa s ole YarIgel 71Ee] &
oA Bloju FH3 JIEUlS 53 A= A
A 7HA 2 HZ M ENEe} ReEE &
of ZTll gt o] BRgHS AlAFSIATE ]
7ol olZg3 F27HA, AAR, vl thk
2 FEAR A & T3 B 719
Al S on|gh
& AR|zeAR Y 27t A7) HAZ] 7ER] ol
X s 9% E4sded A= Tale 83 2ol U
bttt E4A3e] FxskA|(Tolerance)= 0.1 ©17d, VIF
e 10 o]3le|Rl o™, Durbin-Watsongt= 1.352 YEh}
F34 L A7PFREe] 18] fle AeE Ay
ATk m3 F4BAFA PE 063, Adusted PE 0.672
Ueltom FZhe 7254(p<0.001) 2 EX = o] #23 2
IE Boh 2423, 749 AT 0.35, t(p)7t 6.32
(p<0.001)Z Yeh} Ao AAA 7k 74 & A
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Table 8. Multiple regression analysis from service marketing
mix to customer's overal vaue

L Ut 5 SE Toleace VIF t(p)
Food 30 05 88 102 537(0.000%**)
Price 3 05 84 131 632(0000%*%)
Place 28 05 99 100 4.95(0.000°*%)

Pomotion 11 .05 97 106 214(0.033%)
Process 14 05 92 124 249(0.014%)

Physical evidence .13 .05 .99 122 2.24(0.026%)
Employee 34 05 98 109 6.10(0.000%**)

r%(0.63), Ad r%(0.67), F(72.54, 0.000***), Durbin-Watson(1.35)
***p<0,001, **p<0.01, *p<0.05

A JEgE vHh =3 =
(p<0.00)Z FA]=]o] A<
2 BAISTE 0.28, t(p)7t
2 7R A g FAL =3 L pASF
7} 011, t(p)7} 2.14(p<0.05)F EA o] HAZ 7}x]ol| T
A s T 28 AL pAITTE 0.4, t(p)
7} 249(p<0.05) = A= o] HAA iAo FHALA A
Fe FA EYF 9= pAIGTE 013, t(p)7F 2.24
(p<0.05) 2 &A= o] AA A 7HAo AR FFS F
Aot mR o 2 FAMS AT 0.34, t(p)7} 6.10(p<
0.001) & FA=]o] A 71xol] FAZAA FEFS FUT

B Ao Ay gy rEge] S48 Mg
AxelAtila Y& Fisen Y 2002) 534 122¢] 710l
TAA FFE vAE AR BAEHAT A8]2nH
Hu FollA S22 YaER &9 VEQAEA &
2o o) 714, YAAE, Adul, Az, Ay A2 E)
AR =] o] LAY 7P Fag 8R1eF 2§
gtk 220l Ui A+ vlwe ok, 5Eg 24,
2%, o, 9k At 58 HAFE A oigi=d o
H3k A2 QA E FAKAA S Aujx
o 28 AAE FtHdung HSSH Kim SJ 2004). o}
} 2B Aol a HsHHQl Alg Stoll Al
e FAoE A Eoof & FIFAHQI Anjx B F
AR I AR AAIEk] ] wEEe] tigh 2|43
Ql Friet B4 5ok A77F et

2 AFoA 7HAE 2o TiX|e] 38 AR B
< "HH=H olol igte] A de tFES tte
2 ATE I 27 F(2004)2 ©]S0] HAAE LHlEE
o AojA vIRA] e A PAS R QIAE AL Y
< Aty O8la AR olF AvSAe] Rysie}
7HARISERE QIgk Z1o 2 Akt 3 Cho HY 2 Kim
SA(2005)= Al&A9e] 15T H FINES tHFoRE
ol59] HUYHAET o]go QlojA AATt=s} FE
S 2ol 7HA¥ #HR Aol AR dEFs Rl
= AL FAsa -

2,
P
N
N
o
8
=
)
N
N
ol
w
\I

(o]

d

o

Ao ae a0 7ERRIA o {27 Y-S mXITh
= A3AHChoi SC9 Hong SH 2006)¢ #& Axr}
Uelth & Ao dAgd(wsd), 71 Ao A%
(eFethe), T2kl AEx e w9719 22 A4~
o] Atz 1A 7HAe 3AHA] FEFe vA= A

©)
2 BAFQT olo] diste] Atila Y} Fisen Y(2002)2
Qr7Idol Fred A AR HEAY TS THA
T 7] W] HaEGY Al onrt Ana &)
Py
2] Urbany JW 5(2000)2] AT-ollx= a4 e] Tk
o 71gel Exxee] g & IFe vien 1 A3
a4 FujElE SIS St S 719Eel A
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