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A Study on the Relationships among an Executive's Human
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Abstract

The purpose of this study is to examine differences in the level of customer satisfaction(product
satisfaction, service satisfaction) and customer loyalty depending on a Korean restaurant executive's human
resources management and the effect of customer satisfaction on customer loyalty. It also investigates whether
there are any associations between customer loyalty and financial performance and between the executive's
human resources management and financial performance. The research was conducted during lunch and dinner
in restaurants in Daegu and Gyeongbuk region which have over 12,000 won of food prices from January 2,
2012 January 17. 336 copies from customers and 15 copies of executives were used for final analysis. The
results of the study are as follows. When Korean restaurant executive staff performed high levels of training
for new employees and reasonable compensations, customers got a significantly high product and service
satisfaction. Also, when they had a high level of human resources management in recruit, training for new
employees and performance review, customers got a significantly high loyalty. Moreover, product satisfaction
and service satisfaction had significant effects on customer loyalty, and there was a significant association
between customer loyalty and financial perfformance. There was also a significant association between an
executive's human resources management and financial performance.

Key words: human resources management, customer satisfaction, product satisfaction, service satisfaction,
customer loyalty, financial performance
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Owner Customer Owner
’ H2
HRM
fulfillment Customer

Cautious employment Hl satisfaction H3 Customer H4 Financial

Orientation training Product satisfaction loyalty performance

Performance evaluation Service satisfaction

Reasonable reward

H5

<Fig. 1> Research model
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242 AASGT Ml AN E BAR . MBS
Ae Avum, #47 AGAe] A AT 5
Yo} uARE 9 aAFHE o] HAE A 1. SEAQ IRSHSIHES
HE7] 95t SHAE ttestS AAISHA L, 7 otzte] O TLEATHAEAN S BAG Aul=
HE 1o A A ET] flste] BuAA <Table 1> 2tk AAte] QTLEASHAEA S
TAE AAlsilon, aaRise] aAFAE] AW, A2t 80%, FAE 20% 2 LERkTE
A Gl i M S skl TS B A2 454 o]4do] 80%E 7P Bkl 40-454]
AL S AAEid o, gt nlFd=et 7} 21, 404 nlgke] 1o 2 et wesE
A2 7he] oju gk Idgo] EA AT EY] 2 gERU) 40.0%2 Y Bk, thee g 1
#18led Pearson's chi-square testS AAISIATE vk Z2P7} 26.7%2 B Ao YEhTh 19
Aeko 2 AgAe] HRMFAFES ATAT 2 APEAGASH S Sinm, gulo] geid] o
o] oju gt Aol Ae7E AHET] st o] 59.6%= o Be Aow Ve, dF
Pearson's chi-square testE A3 T} L 454 o]o] 29.0%= 7 Eekow, W8S
<Table 1> Demographic characteristics of the respondents
Owner Customer
Variable Level n % Variable Level n %
Male 3 20 Male 135 40.4
Gender Female 12 go ~ Gender Female 199 59.6
Under 25 32 9.6
Under 40 1 6.7 25-29 52 155
30-34 48 143
Age 40-45 2 13.3 Age
Over 45 2 30.0 35-39 47 14.0
ver ' 40-44 59 17.6
Over 45 97 29.0
Middle school/below 2 133 Middle school/below 10 3.1
High school 4 26.7 High school/below 71 21.8
Education Two-year college 2 133 Education Two-year college 42 12.9
University 6 40.0 University 157 48.3
Graduate school/above 1 6.7 Graduate school/above 45 13.8
Oftice worker 53 16.1
Specialized job 43 13.0
Public official 17 5.2
Teacher 22 6.7
Job Self-employed 44 13.3
Service job 15 4.5
Housewife 74 224
Student 36 10.9
Others 26 7.9
Average Under 200 104 359
momh% 200 - 299 76 262
incomey 300 - 399 59 203
(10,000 400 - 499 26 9.0
(’)n) 500 - 599 11 3.8
N Over 600 14 48

Missing values were not included in this analysis.
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<Table 2> Result of exploratory factor analysis

Varimax Eigen % of Cronbach’s
Factor Variables rotated 5" variance
X value . a
loading explained
Product I get satisfacti ith the taste of food. .886
.ro u<? get sa fs e Ton Wl © e f) .OO 1.857  46.430 919
Customer satisfaction 1 get satisfaction with food quality in general. .873

satisfaction  Service

1 get satisfaction with atmosphere in general. .887

1.856  46.395 923

satisfaction I get satisfaction with services offered by employees in general.  .872

Total variance(%)=92.825, KMO= .739, Bartlett's test=1157.799"

EEY

I will revisit this restaurant. 918
If T am around this restaurant, I will revisit. 914
Customer . )
loval T will talk to other people about this restaurant well. 888  3.988 79.761 935
oyalty I will revisit this restaurant despite long distance 874
I will recommend friends to visit this restaurant. .870
KMO= .889, Bartlett's test=1411.751
#ik p< 001
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<Table 3> Results of the t-test on an executive's human resources management

Customer satisfaction

Variables n Rrodugt S:ervige Cll.(l)S;;)II:lyer
satisfaction satisfaction

Cautious non-fulfillment 115 4.00+ .705 3.86+ .649 3.59+ .809

employment fulfillment 221 3.97+ 731 3.96+ .710 3.82+ 744
t-value(p) .296 -1.187 -2.604%*

Orientation non-fulfillment 287 3.93+ .694 3.88+ .646 3.66+ .739

training fulfillment 49 4.29+ .803 4.19+ .870 4.22+ 797

t-value(p) -3.279%* -2.360* -4.893 %%k

Performance non-fulfillment 170 3.94+ 671 3.87+ .610 3.62+ .741

evaluation fulfillment 166 4.03+ .768 3.99+ .761 3.86+ .788
t-value(p) -1.132 -1.561 -2.917**

Reasonable non-fulfillment 116 3.84+ .671 3.78+ .653 3.66+ .699

reward fulfillment 220 4.06+ .736 4.00+ .699 3.78+ .808
t-value(p) 2. 747%* 2. 777** -1.371

£ p< 05, ** p< 01, *** p< 001
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Variable Mean+SD 2 3
Product satisfaction 3.9840.721
Service satisfaction 3.93+0.690 738" 1
Customer loyalty 3.74+0.773 776" 790" 1

#HE p< 001

<Table 5> Result of the multiple regression analysis on the determinants of customer loyalty

Dependency variable: Customer loyalty

Variables B sd. Emor B t P VIF  R(Adj. B) F(p)
Product satisfaction 453 .047 423 9.603 .000 2.193 s
Service satisfaction .536 .049 478 10.863 .000 2.193 706(:704) 399.338

£ p< 05, ¥ p< 01, *** p< 001
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<Table 6> Result of the Pearson's chi-square test between customer loyalty and financial performance

financial performance

Variables Low performance High perofrmance Total Chi-Square
Low n 64 66 130
Customer loyalty % 49.2% 50.8% 100.0% 5833
loyalty High n 74 132 206
loyalty % 35.9% 64.1% 100.0%

£ p< 05, ** p< 01, *** p< 001

<Table 7> Result of the Pearson's chi-square test between HRM of owner and financial performance

financial performance

Variables Low performance High perofrmance Total Chi-Square
n 70 45 115
Cautious non-fulfillment % 60.9% 39.1% 100.0% 28316
employment fulfillment n 68 153 221 ’
% 30.8% 69.2% 100.0%
n 138 149 287
Orientation ~ "On-fulfillment % 48.1% 51.9% 100.0% 39,982
training fulfillment n 49 49 ’
% 100.0% 100.0%
n 80 90 170
Performance "0 Tulfillment % 47.1% 52.9% 100.0% s007
evaluation fulfillment n 58 108 166 ’
% 34.9% 65.1% 100.0%
n 63 53 116
reasonable  "On-Tulfillment % 54.3% 47.5% 100.0% 12830
reward n 75 145 220 ’
fulfillment
% 34.1% 65.9% 100.0%
¥ p< 05, ¥+ p< 01, #* p< 001
A LA S, AL S, dF9HH T 7V A AT = <Table 8> 2th HRMo| w
a3 AR QAR ko] fojE B 2 avkEe] f9l8k xjo) s} et ik 7}
Aol e Aow Vehydth AFaHdaes A 1S FEAo R Ay, HRMT o] &
Tl AT AS AR &= el nAFAdE felgt Afolr) =Tl uig e
vl A2 el =2 o= Jehga,  2&5 FEHOR AfEEATh T3 uAvEe 1
ATA o] Aol Aggels o] Aast AFAdEd o3 S v)A Rolak= 71 3
A e AHYg AFA o] FodH w2 & AYEA, alFA ‘:9Jr A3 ke o
Aoz velyit) 3k TS Faets A4 gk 7 49 A9 A E AT of2-Y
ghage] 74 ek e Ao gl dgxte] HRMS: 3'/1:‘1‘4’} AN TH= o8 7
Hlgl AAFGT7F 2 Aoz et virEt Ado] S Aol M sE AgE T
o= gz RS Aste g A9 4
Pl = Ao 3] = AFAAALE B
ol g o] B Aoz Vet welA 7}
A 5E A=k
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<Table 8> Results of the hypothesis tests

A AT 37

Research hypothesis

Testing results

H1 HRM — Customer satisfaction Partially accept
H1-1 HRM — Product satisfaction Partially accept
H1-2 HRM — Service satisfaction Partially accept
H2 HRM — Customer loyalty Partially accept
H3 Customer satisfaction — Customer loyalty Accept
H3-1 Product satisfaction — Customer loyalty Accept
H3-2 Service satisfaction — Customer loyalty Accept
H4 Customer loyalty — Financial performance Accept
H5 HRM — Financial performance Accept
V. 22 o ANE N7)E A Hope AFALS A8 w4
Fapl Aeg dokainl, ATAduss 23
2 A7E gAue And 499 FPAe AL AE F E1NelE Sa A7
3] 947199 AYH G wolm A|&A AT JhE Ba FelH WS AFFoRA Aple
2 wE7] Y8 A9 HRMFEAR-E Ay AT tal B eEs gl ARl A5
Wi, o seliel e mARSAENE,  BUT F YRS HRM A28 AeH oz 4
A2t nt 2HES AvEax) g, 1 &alloF & Holrh 3k, AFIH AL, At
Agrzo] nAZA TS vAE Jee Avng  Aus, AFITYIE FAsE BT 27
on, IAZFAEI} AL T o E Addo] TR FASA @ gl vls) Folst
DEA AW H 3z} ek B3 A9Ae] HRM - =2 222 YERgth 494k HRMT3 5
Gajolnel AR o) ABYL ARz o BS BN A DAFHES FFo] ¥
stk o)l ATERLS WAsly] 917 B 2 As G991 ¢ Sdrk WE] HRM2 242
Ao mE 28 9 AR vt 2o A7) 2, T BEekESs e, 3 A<
AR, HRMF o] Fo] W2 aANEZREN 2 WS wEoFe 432 4ol v+
&, AH AR e FEAoR foldh atolrh gl A AEIE AP AR o= A%
oz vepgd Anddusdt geangd @ A A7 mse B A5
o] a)ci o] whebr] mAo] A\ ztele AEWE 7} FopozA o] mAdA AlFetE A
I A 2TESF fo)g zlo|rt 9l Aow HIAFA FEo] she AS Ynlste Aow
Jehdt) & ATEARg 2 g nge £ ARG old Aske 94949 HRMe] £
Pohs A o] A7eHe ABNET Aul s U GRFYEst nARE] folaAE %
mEiFo] 2o oz el o7 2 AR 5o)e] AREAE veigE dheElE
ot He EARo R Goata] AT Al (2003)9] ATFAIE HHA o R A7,
ZPA9A 87 JRABGNE A A BA, aARFe] aAFHES] A elel
AV W Au]agEo] & AL B R & AL ofn] B Aol LeAu} gk 2
olth, A% HRMS Faots ghade] A9 g Apelrle nANSe] 58 AF1HE3 A
7] 2= Ao nla] nlESo] A ztele A AUEOoR BEsle] AR T, T owg B
Foll I3 WEFED Au|2ntE o] udd F Fold 9FE MIAE AeE YEvta, 9%
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