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The Effects of Short-Term/Long-Term and Sales/Communication on Strategic Alliance Sales
Promotions in the Family Restaurant Industry

Young-Jin Yoo*

Department of Food Service Industry, Catholic University of Daegu

Abstract

The purpose of this study was to investigate whether strategic alliance sales promotions have short-term or long-term or
sales or communication effects in the family restaurant industry. The hypotheses were tested in family restaurant settings
using a sample of customers visiting and enjoying food in the metropolitan city of Daegu. Empirical results confirmed that
strategic alliance sales promotions had short-term and long-term effects, as well as sales and communication effects.
Therefore, family restaurant managers should adopt or keep sales promotion strategic alliances with credit card companies.
Furthermore, family restaurant managers should adopt or keep sales promotions with other companies. In a future study,
more variables should be selected to test the sales promotion effects of strategic alliances.

Key Words: brand loyalty, brand image, strategic alliances benefits, sales promotion
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<Table 1> Components of questionnaires

Variable Item Reference Variable Item Reference
« Gender * Higher Flegree of brand personality than
* Marital status ICB(;{HP CUNg restaurants . Aaker
Demo- . Age * Being more unique than competing restaurants (1996)
hi « Academi * Higher degree of competitive differentiation Kell
graphics cacemmic careet than those of competing brands o
* Family income « Remindine of a i beting 1 (1993)
* Occupation Oefrfnlp 1ng of & Iage casty
* Offering a good impressions
* Coupons * Word of mouth
* Event programs * Recommendation
* Discount price * Repeated visit Chaudhuri &
* Samples * Visit this restaurant in other areas Holbrook
Sales * Free beverages * Visit in spite of price increase (2001)
promotion ¢ Catalogues Lee et al * Visit intention in spite of expensive price
(Benefits  * Free meals (2000) ' compared to those of competing brands
of strategic  * Application opportunity
alliances) for gift certificates
* Free deserts Purchase ~ * Number of visits per month
* Presents (free gifts) behavior ~ * Expenditures per persons

* Mileages (points)
accumulations

<Table 2> Statistical analysis method

Contents Analysis method
1 Demographics of respondents Frequency analysis
2 Validity & reliability analyses of strategic alliances benefits, brand image and brand loyalty Factor & reliability analysis
3 Test of mean difference of number of visits per month between card holder and non-card holder T-test
4 Test of mean difference of expenditures per person between card holder and non-card holder T-test
5 Test of causal relationship between strategic alliances benefits and brand loyalty Regression analysis
6 Test of causal relationship between strategic alliances benefits and brand image Regression analysis
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<Table 3> General characteristics of the subjects
Non-card Non-card
Card holders holders il Card holders holders
Variables Frequency %  Frequency % Frequency %  Frequency %
Female 165 750 153 757 Marical Single 133 605 124 614
Gender Male 55 250 49 243 arita Married 87 295 78 286
Total 220 100 202 100 B Total 220 100 202 100
Undil high school graduate 47 21.3 44  21.8 Under 100 22 100 20 9.9
Technical college graduate 48  21.8 42 20.8 100-under 200 59 268 54 267
Under-graduate 107 48.6 101 50.0 200-under 300 60 27.3 52 25.7
i Monthl
Academic Beyond 18 83 15 74 g’ 300underdo0 32 145 29 144
careet Total 220 100 202 100 income 400-under500 28 127 26 129
Under 20 1 .0 0 .0 (unit: Over 500 19 8.7 21 10.4
20-29 111 50.8 105 52.1 W10,000) Total 220 100 202 100
30-39 66 30.0 57 28.4 Student 67 30.4 61 30.2
40-49 25 116 24 121 Companyemployed 46 209 41 203
Age 50-59 16 7.6 15 7.3 Housewife 17 7.7 15 7.4
Over 60 1 .0 1 1 Civil servant 11 5.0 10 5.0
Total 220 100 202 100 Occupation Professional 31 14.1 28 13.9
P Selfemployed 28 127 25 124
Others 20 9.2 22 10.8
Totals 220 100 202 100

<Table 4> Consumer purchase behaviors between cardholders and non-cardholders

Variables (customer behavior)

Mean (standard deviation)

Holders (n=220)

Non-holders (n=202)

t-value (p-value)

2.85(.84)
¥41,340(3,140)

Number of visits per month
Expenditures per person

2.35(.78)
¥39,920(3,320)

2.901(.003)
1.965(.050)
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<Table 5> Factor and reliability analyses

" Competency Factor Eigen- Variance Cronbach
Varrklol i variable loadings value explained o
F1 Catalogues .880
.878
(Short-period Samples . / 4260 38.723 .791
Presents(free gifts) .675
benefits)
Event programs .560
F2 Free meals .840
Benefits of (Free Free beverages 736 1.289 11.720 .729
strategic F&B)  Free desserts 703
alliances F3 Discount price .847
(Prlg:n(ilfs]i;))um Mileages (points) accumulation 767 1212 11019 .654
F4 Application opportunity for gift certificate 765
(&(I)lt%(zss Coupons 742 1.053 9.573 .602
I intend to continue to visit this family restaurant brand. .829
I would visit this family restaurant brand in other areas. 795
0 I would recommend this family restaurant brand to those who seek my advice.  .769
I would say positive things about this family restaurant brand to others. .681
(Brand . . . . 4.639 42.176 .813
loyalty) I would choose this family restaurant brand, even if price of the menu increases 593
somewhat. ’
Brand Considering benefits of this family restaurant brand, I intent to pay more than I 592
image would pay to competing ones. )
& loyalty This family restaurant has higher degree of brand personality than competin;
y 2 8 p ty petng 882
restaurants. '
F1 This family restaurant is more unique than competing restaurants. .873
(Brand  This family restaurant has more competitive differentiation than those of 865 1.492 13.560 .818
image)  competing brands. '
This family restaurant reminds me of a image easily. 571
This family restaurant offers me a good impressions. 510
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<Table 6> The effects of sales promotion on brand loyalty

Dependent Independent B t value Significance level
Price discount benefits 277 4.299 .000
Brand loyalty Coupon benefits .184 2.673 .008
Short-period benefits 153 2.179 .030

R?-0.215 Adjusted R*=0.204 F=19.594 p=0.000 D.W.=1.848

Dependent Independent B t value Significance level
Price discount benefits 263 4.094 .000
Brand image Short-period benefits 213 3.197 .008
Free F&B benefits 171 2.587 .010

R*=0.236 Adjusted R*=0.225 F=22.136 p=0.000 D.W.=2.008
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