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Abstract

This study aims to investigate the effects of selection attributes on customers' satisfaction and behavioral
intention for hotel weddings depending on their life style. The developed hypotheses were tested using a
sample of customers who have ever had hotel weddings in the age of 20~30 living in Seoul and Daejeon.
The total number of 300 self-administrated questionnaire copies were distributed and 248 valid samples were
used for the analysis. In order to examine the proposed model, statistical tests were conducted using SPSS
(14.0). The results showed that the customers' attributes selecting a hotel wedding were significantly different
depending on their life style. It was also found that customers' satisfaction has a significantly positive effect
on their behavioral intention for hotel weddings.

Key words: hotel wedding, selection attributes, customers' satisfaction, behavioral intention, life style.
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Hardware attribute

Software attribute

Establishments Restaurant

Management type Service Wedding dress

Cleanliness
Wide parking space Price
Wide lobby/aisle

For the bride elevator

Seating capacity
Volume of food
Place for outdoor wedding pictures  Taste of food
Heating/cooling establishments

Polished atmosphere

Separation of place Image

Wedding time Correct Diversity of types

Diversity of service Kindness Polished style

Sanction method Manners Reasonable prices

Subsidiary facilities Service charge = Marked price

No enforcement

Kim, Y. J.(1994). TA Study of Ritual Service Marketing;. again citation.
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<Fig. 1> Study model.
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{Table 2> General characteristics of the subjects

Characteristics n %

Male 135 54.4
Gender

Female 113 45.6

20~29 years old 118 47.6
Age

30~39 years old 130 52.4

High school 33 133

College 70 28.2
Education

University 104 419

Graduate school 41 16.5

Student 11 44

Company employee 92 37.1
Occupation Self-employed 75 30.2

Public servant 49 19.8

Professional 21 8.5

< 3,000 75 30.2

3,000~4,000 96 38.7

4,000~5,000 34 13.7
Income

5,000~6,000 18 7.3
(year; W10,000)

6,000~7.000 11 44

7,000 ~8,000 6 2.4

> 8,000 8 32

2. Blo|ZAElof THEH Q01 W A=z B4

T o2 Ao glo]Z el g 29
4L W55 A BAE o183t e
W0l 2l e onE FHuigh EEshHA
Hoh A& o] 82102 Qokel= R-type 8%
TAS A&, FEE BAS Tk 449
3] 9] Varimax WHE ALE34TE 29 =&
ol M= ALFA(eigenvalue) 7S A&

ato] 1,02t 2 2919l thalA (Table 37 7o)
Bk o=

F1770S] Wl A 478e] gRle] =EHAS
o, FEA Ao oF 50%E e zhzto)
HAE W] WE-3t ol E aejste] 29l 12

HNEFAY, 29 25 AFF, 891 38 A7)
43, 293 891 45 A§FNPo WS

Atk

ZAZNTable 4), & 571¢] £210] EZHglom,
g0l

.
A9l WeE Jizes 4el 1¢ 24 44 o

= >
4= 59 o2 Ao HIE, 9] 5= 58 oA
AECIETCEES vévés—}aau} % 2 4

54l o] mAEe] PEelEg
B (Table 59 o] Beld &
7N W4 % T ARl 238 Aclgr} )
2o 29 A Fhe YERYT, olo} 58 o4
| Wit 1T ohe Al 52)7
2 g Aol 2o Uehdth & B A

> H

o



TH o2 du&ge] vEet PFor 207
{Table 3> Factor and reliability analysis of life style
Items Component

Want rest with my family at beautiful places in a mountain 0.878
Family nucleus Want to drive to a silent place with my family 0.851
(a=0.728; 17.48%)  Want to take spa and a bath in the forest with my family 0.759
Think it better to handle my children rigidly 0.414
Interested in social problems 0.776
Social conduct Prefer discussion to TV dramas 0.745
(= 0.708; 13.52%) Direction of a meeting 0.631
On good terms with the staff working together 0.422
Pleased with my job 0.737
Take exercise every day 0.558
(Szli r;u;:;iu’s 9.81%) Family must follow the head of household 0.549
Avoid drinking and smoking for health 0.428
Interested calligraphy, paintings, curio collecting 0.415
N Choose clothes considering practicality rather than fashion 0.786
F;l:lt};):;l:e?ﬁ %) Like an apartment more than a private house 0.635
Choose food considering its quality rather than its quantity 0.436

KMO=0.595  x*= 1,038.051

df=136 Sig.=0.000%**

ik p<0.000.

Principal component analysis, Varimax with Kaiser normalization, cumulative %=49.58.

B2 oF 68%E HEROH, A%
Cronbach Alpha 0.764% UElSTEH

A} A

5. 2fo|=AEo]| CHEH

gho] Z el tigh #3S #4317 ¢35t

{Table 5> Factor and reliability analysis of hotel
wedding behavioral intention

C -

Factor Variable ompo

nent

Hotel wedding Recommendation intention 0.659
behavioral

intention Satisfaction with wedding 0.677
(a=0.764;

68.053%) Intention of word of mouth  0.707

KMO=0.695  x*=186.885 df<3  Sig.=0.000%**

w3k p<0.000.

Principal component analysis, Varimax with Kaiser nor-
malization, cumulative %=68.063.

<Table 6)3} 2ol ?ﬁﬂ
b TRl ek 5 o2 gho] 22 el
o gk %*é% 3%‘%"3}71 $18t] ANOVA 45
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{Table 4> Factor and reliability analysis of hotel wedding selection attributes

Factor Variable Component
Price of wedding menu 0.763
Wedding products(cakes, fog, soap bubbles, etc.) 0.757
Variety of wedding menu 0.718
Discount and free service 0.627
Price & variety of Freedom of choice 0.616
wedding menu Arrangement of weeding facilities 0.605
(a=0.914; 40.603%) Number of staff 0.573
Information of weeding products 0.561
Quality of food 0.558
Convenient waiting room 0.497
Visual images(brochures, signboard, placard, etc.) 0.462
Job skills of staff 0.789
Cleanness of exterior and interior 0.742
Passages of a wedding hall for guests 0.709
Attitude of staff Hospitable attitude of staff 0.642
(@=0.891; 6.528%) Ability to progress of staff 0.566
Atmosphere of a wedding hall 0.565
Wedding image 0.533
Easily approachable 0.443
Weeding lighting equipment 0.716
Offer appointed services 0.679
Facilities of a wedding hall Wide parking lots and convenient facilities 0.668
(2=0.826; 5.944%) Attractive exterior 0.479
Staff's negotiation ability 0.460
Scale of a lobby 0.403
Grade of a hotel 0.820
Level & image Fame of a weeding hall 0.725
(@=0.862; 4.993%) Awareness of a wedding hall 0.710
Home page of a wedding hall 0.571
Convenience of transportation 0.741
Convenient facilities Useful facilities only for a wedding hall 0.717
& interior Size of a wedding hall 0.716
(@=0.785; 4.165%) Seating capacity of a weeding hall 0.539
Interior of a wedding hall 0.510
KMO: 0.819 17=6,759.234 df=561  Sig.=0.000***
*+% p<0.000.
Principal component analysis, Varimax with Kaiser normalization, cumulative %=62.223
RIREE

107302 8 elojzage) g asle 2 AEFAYOR Yt A5E
% v ETAR6] A e, d80 o gEsn
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{Table 6> Cluster analysis of life style
Factor of Utility nucleus & Family nucleus & Family nucleus &
i ) social conduct social conduct utility nucleus n=248 F-value
ife style
vy (group 1, n=50) (group 2, n=91) (group 3, n=107)
3.26 4.12 3.86
Family nucleus 3.83 41.79%**
L H M
3.58 3.58 2.82
Social conduct 3.00 46.86%**
H M L
3.38 2.48 3.06
If nucl 2. Rl
Self nucleus H L M 90 68.90
3.81 325 3.59
11 skeskek
Utility nucleus H L M 3.51 14.93
6. FHZS NS SYEFEE gz ey §3, A
HL: 59 o4 eholZ2elde] We 59 A4 s)gel 4879 Ju, /1534 A8q
A o) WERe] FAF Aok 4 Aol W, AEFA AgFHEOR TRAATL, T5
o Wl 3 o)A A &4 e ool 7
e o 17| o] aEtdel wet TR HF oulEAe] o)l BHo® =EE s/
o4 Y S4 BB o7k YE M A FE £ o) §3te] RS
3}7) 9Jste] thHEE EAF EA(MANOVA)S A 24 A3E A HE (Table 7)3} 72o] A

{Table 7> MANOVA analysis of the selection attributes on a hotel wedding life style

Life style

Utility nucleus &  Family nucleus

Family nucleus &

Dependent variable ’ : I F p
Social conduct & Social conduct  Utility nucleus
(SD) (SD) (SD)
3.29 3.52 3.60
Price & variety of weeding menu 0.75) (0.60) (0.62) F=3.90 0.201
L H H
3.50 3.87 3.79
Attitude of staff (0.70) (0.55) (0.62) F=6.03 0.003
L H H
3.94 3.80 3.72
Facilities of a wedding hall (0.66) (0.56) (0.56) F=5.07 0.007
L H H
3.65 3.69 3.51
Level & image (0.86) (0.66) 0.57) F=2.03 0.133
L L L
3.59 3.81 3.82
Convenient facilities & interior (0.75) (0.45) (0.56) F=3.00 0.051
L H H

Willks Lambda=0.157 F=2.34

p<0.001

* MANOVA analysis.
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TAEE FUst 77t tsd RS A
3te] (Table 8)7 o] HEd 4 Utk

U537 £4 23, (Table 8)3 o] Azt
T At A T4 ) BERe| gk vAE
TE oA T a2l tigh A4S F=32.6,
(p<0.00)= TAHCE 3 235 Kol 3l
o, ok 40%(R*=0.403) A& ®ol1 gtk
agla 599 57 3 o2 B Q1A &
g G2l Aol HEd B dE2olE Al
fletare YA tH i BAHLE Fost
°§6;, J&ﬁﬂ Hola 9w, gﬁ*‘ o 2] wl¥e] 7}

2 F=4.174)0] 7S =& F WAE

EOlL lo] 'l o] e &4 Fof] 5 o2
5ol 714 9 kg X T3 Weea
& F itk

SE o 2utsel] tigt thE sl A 2d 3
AAL F=44.5(p<0.00)Z SAHo 2 {23 2
TE Ho|al lom, oF 47%(R=0.479) AEEH S
Btk a8y 389 oA v Q0 Wy = 5
g o] H9 S ALslae fod Ay
S Hola o, TEl o2 wwe] 714 2 ek
A(=0.69) 3 & 49 =5 3 o]u]A|(+=0.63)
7F vl o AniEe] ks vAE Ao E v
Eltth

9 d2)o] pHore tdte A4S F=
38.3(p<0.001)2.2 5AZo g o3 AnE B

{Table 8> Multiple regression analysis of satisfaction and behavioral intention

Variable Recommendation  Satisfaction with Intention of word Behavior
intention wedding of mouth intention
Price & variety of wedding menu 0.296 0.069 0.059 0.288
Attitude of staff 0.305 0.007 0.036 0.234
Facilities of a wedding hall —0.099 0.395 0.205 0.350
Level & image 0.145 0.063 0.445 0.431
Convenient facilities & interior —0.025 0.245 0.004 0.162
R*=0.403 R*=0.479 R=0.445 R=0.582
Result Adj R*=0.391 Adj R*=0.469 Adj R°=0434 Adj R=0.573
F=32.6 F=445 F=38.8 F=67.3
p<0.001 <0.001 <0.001 p<0.001
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