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Abstract

This study aims at conducting an empirical research on customer satisfaction and customer loyalty targeting
the customers of public enterprise hotel restaurants in downtown Seoul. It seeks to activate management as
a result of customer satisfaction and customer loyalty based on the theoretical background and positive
research. The collected data was analyzed in factor, reliability and multiple regression analyses by using the
SPSS 12.0 statistical program. As a result of this study, it was shown that product service, employee service,
customer management service and facility service all have influenced on customer satisfaction. Finally, the
customer satisfaction has an effect on customer loyalty.

Key words: food & beverage. service quality. customer satisfaction. customer loyalty. public enterprise
hotel.
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7} 26%8(9.6%)°|H, 2-47H4 o8} 9778(35.8%), 4-6
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8-107kg o]t 21(7.7%), 109+ o]AF 299
(10.7%), T2 49(1.5%) 522 Vet

o]l W&-& HH ey A, A4, 259
M vad 1% FEEdon WESgdae
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A ekt

{Table1> Demographic characteristics of the respondents

(n=271)
Variable Group n Y Variable Group n %
Male 136 50.2 Less than 300 mil 78 28.8

Gender

Female 135 49.8 301-400 73 26.9
Company employees 28 103 Income  401-500 29 10.7
Middle managers 52 192 (monthly) 501-600 20 7.4
Clerk 23 85 Over 600 mil 40 14.8
Tob Professional 58 214 No response 31 114
Self-employed 47 17.3 Less than 5 168 62.0
Housewife 37 13.7 5-10 18 6.6
Retiree 9 33 11-15 32 11.8
Btc 17 63 umberof o0 7 25
Below high school 5 I8 VSIS 105 10 37
High school Graduation 52 192 (yean) 2630 1 0.4
Education College graduation 51 18.8 Over 30 27 10.0
Unversity graduation 155 57.2 No response 8 3.0
No response 8 3.0 Less than 20 thous 26 9.6
Under 30 27 10.0 20-40 less than 97 358
3140 88 324 Expenses 40-60 less than 71 26.2
Age 41-50 112 413 (Ltime) 60-80 less than 23 85
51-60 37 13.7 80-100 less than 21 7.7
Over 60 ’ 6 22 Over 106 thous 29 10.7
No response 1 0.4 No response 4 1.5
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S 47/l 8910l Bl FREm JestE B & U <Table >3 22 4719] 2919 & &
At the 2 8]l A AEEL 62293%02 YebgTh T3 AEjA %

{Table 2> Factor analysis of service quality

Factor
Variable product employee m:g‘:tg‘gfém facility
service service service service

A variety of foods 0.847
Dishes and utensils 0.743
A variety of beverages 0.720
Quality of food 0.692
Menu design 0.671
Taste of food 0.659
New Season Foods 0.657
Combination of indoor lighting and music 0.584
Activity space layout 0.573
Atmosphere and comfort 0.493
Lighting 0.474
Kindness 0.815
Quick Service 0.788
Business expertise 0.702
Service excellence 0.682
Ability to handle complaints 0.651
Customer-oriented services 0.602
Attitude and dress 0.581
Cleanliness 0.523
Ability to collect and use information 0.743
Furnishment of a variety of events 0.700
Customer care and DM sent ) 0.696
Customer appreciation events 0.677
Adequacy of promotion and marketing 0.657
Business hours 0.545
Adequacy of price 0.539
Parking facilities 0.813
Location 0.685
Air-conditioning and ventilation 0.669
Eigen Value 6.422 4.938 4.332 2.373
Description Rate 22.145 17.027 14.938 8.182

Cumulative Description Rate 22.145 39.173 54.111 62.293
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{Table 3> Reliability analysis of service quality, customer satisfaction, and customer loyalty

Factor Cronbach’ s alpha n Removal n
product service 0.926 11 no
employee service 0.908 8 ne
customer management service 0.899 7 no
facility service 0.661 3 no
customer satisfaction 0.748 5 no
customer loyalty 0.898 9 no

{Table 4> Regression analysis of the effect of product service on customer

Unstandardized Standardized .
coefficient coefficient sig
value
B Std. error Beta
(Constant) 2.957 0.398 7.430 0.000
product service 0.273 0.017 0.706 15.709 0.000™"
R*=0.499 Adjusted R*=0.497 F=246.761 P=0.000

e

p<0.001 D. W= 1758



44 F=x283)A] A 179 A 252011)

2) AU 29| AHB

AF7Hd2 & FAMEAE 20 o3t kS
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A AA ARF o A 2y AP S
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9] ¥WiFo| F&HMPQl nATEe] HES M)
£ 58 244.5%(Adjusted R*=0.445)0.2 VhEbE
o} 3 AN A% HARY L TAHcR
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< AIAE ZoE YERITHP<0.001). 1322
“FA Aulae aAUEd 93-S v)E Ao
o g dF7Hd27 A=Ak gk FAL
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6> d2Ee] n#Ae) Aqu|a8glo] mAT
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Ak 4 AA ARF ) AHET 23 A
S AuEd, SRS AT Auid
gk 8919 WiFo] TEWS nANZ| HF
< Ashe $3-248.3%(Adjusted R=0.48.3)2
2 VeI =3 ATl A% HARE L F
ARoz AP Aoz FdHUTHF=234.005
P<0.001). Y222 @z Au|A7t nARtE
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(P<0.001). 222 “aA#e] Mu|Ae 24T
Zof g WA Zlolnh” ghe AF7H30] A
gt meby 3 uAe A5FEH
o], W4, go|TElY Fofl uhet A 7k 73
oz RBH3le AAZ nAArt ok
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{Table 5> Regression analysis of the effect of employee services on customer

Unstandardized Standardized .
coefficient coefficient value sig
B Std. error Beta
(Constant) 3.540 0.396 8.929 0.000”
employee service 0.381 0.026 0.668 14.435 0.000""
R>=0.447 Adjusted R>=0.445 F=208.380 P=0.000
™' p<0.001 D. W= 1.790
(Table 6> Regression analysis of the effect of customer relation services on customer
Unstandardized Standardized ;
coefficient coefficient value sig
B Std. error Beta
(Constant) 3.301 0.387 8.523 0.000"
customer management service 0.395 0.026 0.697 15.297 0.000""
R*=0.485 Adjusted R>=0.483 F=234.005 P=0.000
*"p<0.001 DW= 1.755
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(Table 7> Regression analysis of the effect of facility service on customer

Unstandardized Standardized ‘
coefficient coefficient value sig
B Std. error Beta
(Constant) 4493 0.409 10.977 0.000"
facility service 0.944 0.082 0.583 11.568 0.000

R2=0.340 Adjusted R?=0.337 F=133.830 P=0.000
"p<0.001  D.W=1.531
S| A e gl g AAEN Ang AAs Aoz HAEnh & AFMqu A FAE Y
Aok A HA AR Ay 2y H AFAHCk ¥ T Uigt nAREEs} f-9)3
TS AHEY, SN o] SA1H Hujxd] Al Fobd £ otk webd 3G £ o] F
gk 8gle] WEo] FH5AP nAEe BiF  29ld] S HGA Helgl rlio] o] FolA
< AR5 582 33.7%(Adjusted R*=0.33 .7)9~ of & Aolt}

2 Uehth E8 Ayl 43 e HARY
AR R AYe Aoz ek H&’itJ(F=133 830
P<0.001). TH& 2 & o] &A|A Mu] Ak «quq}—;
of Froldt 43S X WSE AEd 1
THE(B=0.583, t=11.568) 2.2 ©]8-A]A /&Hlé—t—
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(P<0.001). 232 & “o] GA|d AMu)AEx vt
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2 xsteio} gtk

a2V nATE 47 219] {3 JaEE v
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ARo = H3AF Aoz dHebw| ATHF=921.282,

p<0.05). o2 aATEe] AT
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(Table 8> Regression analysis of the effect of customer safisfaction on customer loyalty

Unstandardized Standardized ¢
coefficient coefficient sig
value
B Std. error Beta
(Constant) 0.281 0.430 0.654 0.514
customer satisfaction 1.400 0.046 0.883 30.353 0.000
R*=0.779 Adjusted R*=0.778 F=921.282 P=0.000

""p<0.001 D.W= 1.806
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