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A Study on the Impact of Adaptive Selling Strategies on Customer
Satisfaction and Customer Loyalty:
Focused on the Restaurants of Deluxe Hotels in Seoul

Heung-Gyu Songﬂ
Dept. of Food Service Industry, Jangan Um'versily'H

Abstract

The focus of this study is on investigating an appropriate selling strategy for the guests of a fine dining
restaurant in deluxe hotels located on seoul. As survey methods, questionnaires were prepared and distributed
to the customers who visited the restaurants of five-star hotels in Seoul. The survey was camied out from
July 1 to August 30, 2010. Total 223 copies of questionnaire were used for final analysis. Frequency analysis,
descriptive statistics, exploration factor analysis, and reliability analysis were conducted through SPSS 18.0
for final analysis, and path analysis was conducted through AMOS 18.0 for verification of hypotheses. The
hypothesized relationships among the models were tested simultaneously by using a structure equation
model(SEM). The proposed model provided an adequate fit to the date, X* = 143.934(df=120, p<.001), GFI=
0.935. AGFI= 0.907, RMR=0.022, CFI=0.983. The study results are as follows. First, the restaurant
employee’s adaptive selling strategies consist of persuasion-suggestion, kindness-rapidity. Second, in the result
of analysis to understand the influences between customer satisfaction and adaptive selling strategies, customer
satisfaction is shown to have an influential relationships with persuasion-suggestion strategy and
kindness-rapidity strategy of employee's adaptive selling. Third, all adaptive selling strategies did not affect
customer loyalty. Finally, customers who are satisfied with such services have a significant effect on customer
loyalty and supports the existing previous studies.
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<Fig. 1> Research Model

A& AT EW <Table 1>3 Zo] 2= 5 o Foll oJal 243l om, 242 jo| st
= Els = 3l <Table 2>9} <Table 3>3} o] F-A 5|t} HA]
23] g KMO+ 0.872E Bartett 7-34]
2. M|t EIEM S HZ e 811.025(p<0.001) 2 YERY F-2]3+ A
B AT E d7RES HEst e v o2 vehen] E4ke] AE 57.60%, 2719
24 FEEY B B AFHEAS f8 adler FEHIIL, nATEES KMOe
B QolBEA T AlgA] AL algith B4 0.846= Bartett 34 HE 7o) 410.982(p<0.001),
A QRIEA L TR B4 29 A (factor A ZF/J =] KMOE 0.657, Bartett 7973 H%
loading)Z =°]7] 3 wlg]d A(varimax with  %to] 94.580(p<0.001) 5.2 RF f2|3F Ao
kaiser nomalization) W 02 Al B4 Uelyith
A3, 12709] S FollA 2719] W] Al gl A BFE 2712 99l Ay
%(Cronbach’s a)7} @A 3] yo} o] & A|eletal, oA AME EolE &8at bzt AEAI]
82142 1| (eigen-value)7} 1 ©]7d?1 821 & 1AAE7|&RE PHslit) zF 221l AF
{Table 1> Demographic Characteristics of the Sample
Characteristics N % Characteristics N %
Male 108 48.4 Businessman 96 43.0
Gender .
Female 115 51.6 Job Professional 66 29.6
20-29 56 25.1 Self-employed 33 14.8
Age 30-39 83 37.2 Others 28 126
(Year) 40-49 59 26.5 ~200 63 283
S0~ 25 12 Income 201 ~ 300 68 30.5
(1000 won) 301 ~ 400 31 13.9
Wi
g ~College 1 49 401 ~ 500 30 13.5
Fve 0 University 168 753 . 591 o 31 13.9
¢ Graduate School 44 19.7 Marital Single 95 42.6
Status Married 128 574
223 100 223 100
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{Table 2> Exploratory factor analysis on adaptive selling

Factor Eigen- Variance  Cronbach's

Factors Variables loading value %) 0
The staff came in to help you select the menu. 0.609
The staff offered you helpful menu information. 0.762
Persuasive The staff offered useful explanations. 0.672
proposals  The staff has a strong pride in their job. 0.667 4427 44.270 0.849
strategy ~ The staff has provided services for you delicately. 0.683
The staff was trying to fit your situation 0.780
The staff was accurate and prompt to requests. 0.711
Friendly fast The staff's appearance was neat and clean. 0.773
stratogy The staff was nice and friendly to you. 0.825 1.333 13.333 0.757
The staff served you quickly. 0.778

a. KMO= 0.872 , Bartlett's Test of Sphericity = 811.025(p=.000) df=45

{Table 3> Exploratory factor analysis on customer satisfaction and customer loyalty

Factor  Eigen- Variance Cronbach's

Factors Variables loading value %) a
I am satisfied with the services of staff. 0.839
Customer Those who accompanied me were happy. 0.827
satisfaction I want to get help from the staff in the future. 0.773 3.044  60.887 0.837
I am pleased with the restaurant menu. 0.772
I am satisfied with the staff's consideration. 0.681
a. KMO = 0.846 , Bartlett's Test of Sphericity = 410.982(p=0.000) df=10
Customer I will continue; to visit the restaurant. . 0.792
Toyalty The restaurant will be the first cgnmderatlop th.:ll choosing a restaurant.  0.774 1.796 59.64 0.720
I am willing to pay more if the price rises. 0.750

a. KMO = 0.657, Bartlett's Test of Sphericity = 94.580(p=0.000) df=3

e/ A1EZ0.7 oPHE F3sta dal, ¥ F <Table 4>9F 2o X = 237.210(p<.001), df=129,
AFEZR]0.501707F AAIR] o] 43S Ho] 218 CMIN/DF=1.839, RMR=0.027, GFI=0.899. AGFI
A FHESES GREAT FRIeQIEA 2 =0.867, NFI=0.872, CFI=0.936 522 ZAbE o]

{Table 4> Confirmatory factor analysis and reliability analysis

Factors Estimate S.E C.R p-value
The staff came in to help you select the menu. 0.272 .028 9.886 HAE
The staff offered you helpful menu information. 0.363 .037 9.826 Hxx
Persuasive  The staff offered useful explanations. 0.373 .039 9.475 Hoxx
proposals  The staff has a strong pride in their job. 0.411 .042 9.896 ok
strategy ~ The staff has provided services for you delicately. 0.357 .037 9.745 Hokk
The staff was trying to fit your situation 0.205 .024 8.363 Hokk
The staff was accurate and prompt to requests. 0.273 .030 8.962 HxK
Friendly fast The staff's appearance was neat and clean. 0.232 .025 9.223 HAE
strategy The staff was nice and friendly to you. 0.397 .040 9.996 HAE
The staff served you quickly. 0.242 .025 9.666 kol
I am satisfied with the services of staff. 0.296 .031 9.435 ok
Customer Those who accompanied me was happy. 0.242 .028 8.766 Hoxx
satisfaction I want to get help from staff in the future 0.235 .026 9.119 ok
I am pleased with the restaurant's menu. 0.202 .024 8.503 Hokk
I am satisfied with the staff's interest. 0.264 .029 8.987 HHK
Customer I.will continge to visit the restaurant here. 0.256 .033 7.826 HxK
loyalty First toicgn51der when choosing a restaurant ' 0.174 .033 5275 HAE
1 are willing to pay more for that if the price raises 0.286 .032 8.833 HAE

X* = 237.210(p=0.000), df=129, GFI= 0.899. AGFI= 0.867, NFI=0.872 TLI=0.924 CFI=0.936 RMR=0.027, RMSEA= 0.061

kP 0,001
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{Table 5> Conelation Analysis of Adaptive Selling, Customer Satisfaction and Customer Loyalty

A B C D
Adaptive  A. Persuasive proposals strategy 1
Selling  B. Friendly fast strategy 0.484 1
C. Customer satisfaction 0.765 0.501" 1
D. Customer loyalty 0.539 0292 0.691 1
M 3.561 3.804 3.686 3.731
+ SD 0.556 0.583 0.596 0.479

"p<0.01.  "p<0.001.

Mg AhE e sEd Aem vehi

<Table 4>.

3. FENEZI0| ARIIEA

M
A& SAI7 =, IS,
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2 22 ARAAE HYa, aAFAE MR
0.5392 Hlw3 £ AABAVE e Aoz Y
ERgttt. w3t aAvEy a S} of g
A= 0.691 =& FAIAE HAF3 Utk

4. (OIE 2HE

W HEs A SAH o A
P AHESIl e, 7] o] & BEe] AR A

= X2 = 237.210(p<.001), df=129, CMIN/DF=
1.839, RMR=0.027, GFI= 0.899. AGFI= 0.867,
NFI=0.872, CFI=0.936 522 ZA}l¥] o] HlwZ
Age walk 291 Ao Uehyit) 24 A3
X2 3t p-values 0.001 = EAA 72 f2]3}
Al Yebgtont 2 o] 2L 22570l n 7 ®

o
>
t

=
el ARG= Fasled GFI, NFI, CFI 59 &
|

Standandized estimate in parentheses; *p<0.05, ***p<0.001

Persuasive

0.93%**

Customer

Proposals

Friendly

Satisfaction

Customer

Fast

Loyalty

<Fig. 2> Structural equation model
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ek 1 23 HF 2Y 4 2de AYE AlF
B X’=148.934(df=120, p<.001), CMIN/DF=1.214,
RMR=0.022, GFI=0.935, AGFI=0.907, CFI=0.983,
RMSEA=0.0332 =& ¢lom, A7RE A3t
& Aoz A=t rEUEY 23S 5
ASE AZA 4= <Fig. 2>¢} <Table 6>}
<Fig. 2>, <Table 6>).

FTAkdo] nAofA g AufjstE 71 FellA
%Z1°P71%(t:6.918 < £ 1.96)& TATE]

&

ol _1

moo
&

i

¢

FEFe Rt 7S A E AL, 3184l
27]4(t=2.005 < + 196) A= ot mim] gk
Feoltt ole HEZe AN A A
Lgo] He A5ARPes aA S| A A
o2 foliA Agals Aog Mg A

AA A e JAEAET ]SS a T
°ﬂ—t— X = dis o2A AU 22ln
A&l 7)ol o nAFAH =] BAll Slof

FIR A E7] 4 (t=-2.405 < + 1.96)°] T <]

Al vsko, AEARMES 714U o]
DAFAA T v = FAE F-SHu7] s
i Yeht= 3ol ofyal, Barsky J (1992)
DA ofa Yehe A
i A-gdnfo] o FAHAE WA= I
AAEA A Uk & &

e

fo 82 o2 my 1o lo fr ob
4
L
2
¥°,
>
JLJ
i)

o] wAFES] PG nAkE V& ATE
Qe Asetn @ 4 YckBasky 1 &
Nash L 2002 ; Zeithaml VA et al. 1996 ; Jones
TO & Sasser WE 1995 ; Anderson EW & Sullivan

MW 1993 ; Fornell C 1992).
V.& E

sJ ) solel el 4 FAlE RoluThe @
B3 dFaE A7l Ao, ot
NEQ e nANEo] Fo ARG TRl
geKKim GS % 2009; Kim SK 2008 ; Lee JG
- Bae ME 2006 ; Lee SI - Chae BS 2006 ; Porter
SS et al. 2003 ; Baulauf A & Cravens DW ;
Baulauf A et al. 2001). ©]| X | 2B S35}l
J= FAMZ 3 DA nAHAHA 7] W2
o IS FeATI= AHAA % = A%
st #ElRlolgle HollA ml$ F23lth(Kim
BY 2008 ; Kim SH 2007 ; McFarland RG et al.
2006 ; Payan JM & McFarland RG 2005). Z1°g<}
AR e AL A Tt 4t

HollA Zobd, ded, 71dE, F54, a8
IAFHE = A FA A Q] J kS v
= Aoz FAE ] gtHGiacobbe RW et al.

2006). olol ¥ AT FEe|4 Fojol x| A g
oI 92 A7} dagel o g 23
o Yeke A Aekalel Gegatel YA ES

{Table 6> Results of the analysis of a structural equation model

Standardize
Hypothesized relationship Estimate d CR. Results
estimate

H1 Adaptive Selling — Customer Satisfaction

Hla Persuasive proposals strategy — Customer Satisfaction 0.930 0.760 6.918"" Supported
Hlb Friendly fast strategy — Customer Satisfaction 0.204 0.209 2.005" Supported
H2 Adaptive Selling — Customer Loyalty

Hla Persuasive proposals strategy — Customer Loyalty -0.337 -0.325 -1.390 Rejected
Hlb Friendly fast strategy — Customer Loyalty -0.252 -0.305 -2.405" Supported
H3 Customer Satisfaction—Customer Loyalty 1.169 1.378 4483 Supported

= 148.934( df=120 p<0.001), CMIN/DF=1.241 GFI= 0.935. AGFI= 0.907, NFI=0.920, CFI=0.983, TLI=0.978
RMR=0.022, RMSEA= 0.033

* p<0.05, *** p<0.001
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