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The Influence of Discount Methods on College Students’ Satisfaction and
Loyalty —Focusing on the Foodservice Industry-
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Abstract

A price discount is one of the effective marketing means to get business profitability in a short period of time.
Recently most of the foodservice enterprises in our country utilize a variety of discount methods such as affiliated
cards, point cards, discount coupons, social commerce and/or event discount as their marketing strategy. Therefore,
this research aimed to investigate customer satisfaction about discount methods provided by the foodservice industry
and explore the moderate effect of the discount methods between customer satisfaction and loyalty. For data collection,
both of online and offline questionnaire surveys were carried out, and a total of 871 responses were analyzed. As
results, the respondents showed high satisfaction with the discount methods, and the discount methods had a positive
moderate effect between customer satisfaction and loyalty.
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(Table 1) Total Demographic Information according to the discount methods

Frequency(%)
Category Total Affiliated Point card Discount Social - Event‘ X
card coupon commerce discounting
(n=237)
(n=411) (0=99) (n=80) (n=44)
Female 560(64.3) 276(67.2) 185(78.1) 36(38.4) 44(55.0) 19(43.2)
Gender 61.687
Male 311(35.7) 135(32.8) 52(21.9) 63(61.6) 36(45.0) 25(56.8)
20-22 346(39.7) 136(33.1) 110(46.4) 56(56.6) 24(30.1) 20(45.5)
Age 23-25 457(52.5) 234(56.9) 118(49.8) 37(37.4) 48(60.0) 20(45.5)
34.472
(yrs.) 26-28 53(6.1) 33(8.0) 52.1) 5(5.1) 7(8.8) 3(6.8)
28< 15(1.7) 8(1.9) 41.7) 1(1.0) 1(1.3) 12.3)
Freshman 105(12.1) 36(8.8) 28(11.8) 28(28.3) 5(6.3) 8(18.2)
Sophomore 236(27.1) 101(24.6) 60(25.3) 37(37.4) 23(28.8) 15(34.1)
Grade 53.360
Junior 220(25.3) 105(25.5) 67(28.3) 18(18.2) 21(26.3) 9(20.5)
Senior 310(35.6) 169(41.1) 82(34.6) 16(16.2) 31(38.8) 12(27.3)
<200,000 59(6.8) 21(5.1) 18(7.6) 11(11.1) 6(7.5) 3(6.8)
200,000~
299,000 208(23.9) 101(24.6) 56(23.6) 26(26.3) 15(18.8) 10(22.7)
Income 300,000-
; 315(36.2 147(35.8 86(36.3 37(37.4 31(38.8 14(31.8 11.532
omion 399000 (362) (353) (363) (374) (383) (318)
400,000-
500,000 126(14.5) 63(15.3) 35(14.8) 10(10.1) 9(11.3) 9(20.5)
500,000< 163(18.7) 79(19.2) 42(17.7) 15(15.2) 19(23.8) 8(18.2)
Total 871(100.0) 411(100) 237(100) 99(100) 80(100) 44(100)

*Ex p<0.001

2= 232547 60.8%(48W)2 7P Btk oWlE 2 7P Bokal 1-23] o835 SHAE 31.7%(130%)
1o A9 2022419} 23254171 Z4ZF 207(45.5%) o= W3kt SJX YAl o8 A HHAIE B8-S 5,000
o2 F9 ARAR] Aoz ZAMERILE shdW R sl olA] 10,0009 vlRko 2 ARSSHHE S HAH62.2%)2] H]
TLE(37.4%), 287 2(28.8%), o[HIEETRQI(34.1%)e]  &o] =gt 7 AF R E A PgAEE
Al B5 28hde] Alg-Eo] 7P =7 JeRgth 9458 30.7%(126%)7) IAEFEHLS Ferkon, theo g A
30-39vklolala et SR}t 247} 379(37.4%), 300 T AEH(25.1%)0l2k SHElth AlFTlEe] o]go)
(38.8%), 1474(31.8%) 02 7P Wttt mak Eelettel]  He SHREC] 92)gA] WHE Al B mEE ARES |

£ ATEAITE 549 Afoldg wAg 29 FYS o247k A9(48.3%)7} 71 mgkon, 9214
Alejgt B 5AoA Atolde] Qe ZloR yEhdt Ko S o 2= ARl 3 43.9%(180%), 21
(p<0.001). ol 83t AR 47 30.2%(124™)9] 0 Z Wt} <]

0

o

o

>
~

Lo

QA HE A kbR 277} 69.3%(284) 0 2 §
How gek, Ea HE A 7 $404 she adle

2, arolfciy QAIRIH 0| 2el
(65.6%)012hL SRl ol4le] Bxe Wske] 2]
o] 54.6%(224) 02 g o AT,

R M 1>
=
oo

ol SERlEe]  oAYA o]gdEHE =
3t A= <Table 2>l YERY ST AF7l= o]gxle]
2294 o] &3l Sl 3-43]7F 38.3%(157H) 2
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(Table 2) The eating-out pattern of the respondents

Frequency(%)
. . . Social Event
Category Affiliated Point card Discount . ) XZ
card (410) ) coupon (96) commerce discounting
(79 44
Seldom 24(5.9) 14(5.9) 4(4.2) 45.1) 6(13.6)
Frequency of 12 130(31.7) 85(35.9) 35(36.5) 33(41.8) 13(29.5)
visit/wk 34 157(38.3) 75(31.6) 31(32.3) 23(29.1) 13(29.5) 18.495
(times) 56 60(14.6) 39(16.5) 13(13.1) 16(20.3) 8(18.2)
7< 39(9.5) 24(10.1) 14(14.1) 3(3.8) 409.1)
<5,000 15(3.7) 16(6.8) 5(5.2) 5(6.3) 2(4.5)
Expense 5,000~10,000 255(62.2) 151(63.7) 65(67.7) 41(51.9) 31(70.5)
- 10,000~15,000 98(23.9) 58(24.5) 16(16.7) 19(24.1) 1022.7) 37.797%*
(wom)/visit 15,000~20,000 24(5.9) 11(4.6) 5(5.2) 10(12.7) 123)
20,000< 18(4.4) 1(4) 5(5.2) 3(5.1) 0(0)
Family restaurant 47(11.5) 14(5.9) 21(21.9) 8(10.1) 409.1)
Italian restaurant 24(5.9) 9(3.8) 6(6.3) 11(13.9) 3(6.8)
Pizza restaurant 35(8.5) 11(4.6) 9(9.4) 4(5.1) 5(11.4)
Favorite type Fastfood restaurant 126(30.7) 67(28.3) 26(27.1) 16(20.3) 13(29.5) 070"
of restaurant Coffee shop 103(25.1) 87(36.7) 12(12.5) 20(25.3) 9(20.5) '
Bakery 102.4) 73.0) 202.1) 45.1) 0(0)
Korean Restaurant 59(14.4) 40(16.9) 19(19.8) 14(17.7) 10(22.7)
Others 6(1.5) 2(.8) 1(1) 2(2.5) 0(0)
<30min 23(5.6) 31(13.1) 5(52) 6(7.6) 2(4.5)
30min-59min 150(36.6) 73(30.8) 56(58.3) 30(38) 24(54.5)
Staying time Thr-1hr 59min 198(48.3) 106(44.7) 29(30.2) 39(49.4) 13(29.5) 47180
2hr~2hr59min 33(8.0) 24(10.1) 6(6.3) 3(3.8) 3(6.8)
3min. < 6(1.5) 3(13) 0(0) 1(1.3) 2(4.5)
Friend(s) 284(69.3) 165(69.6) 67(69.8) 43(54.4) 32(72.7)
Company for Family 30(7.3) 16(6.8) 77.3) 9(11.4) 12.3) "
cating out Senior(s)/junior(s) 133.2) 7(3.0) 33.1) 45.1) 2(4.5) 37.999
Boy/girl friend 77(18.8) 43(18.1) 19(19.8) 22(27.8) 5(11.4)
Alone 6(1.5) 6(2.5) 0(0) 1(1.3) 49.1)
Blog 124(30.2) 63(26.6) 15(15.6) 18(22.8) 13(29.5)
SNS 46(11.2) 34(14.3) 22(22.9) 22(27.8) 49.1)
W I Magazine 2(.5) 1(4) 0(0) 3(3.8) 12.3)
ay 1o collect Leaflet 102.4) 6(2.5) 5(52) 0(0) 0(0)
cating-out TV/radio 41.0) 3(13) 22.1) 1(1.3) 0(0) 71760
information .
Social commerce 14(3.4) 2(.8) 2(2.1) 8(10.1) 0(0)
Recommendation 180(43.9) 100(42.2) 45(46.9) 23(29.1) 17(38.6)
Others 30(7.3) 28(11.8) 5(5.2) 4(5.1) 9(20.5)
Eating 133(32.4) 65(27.4) 38(39.6) 19(24.1) 17(38.6)
Friendship 224(54.6) 136(57.4) 42(43.8) 50(63.3) 20(45.5)
Pupose of Tryln.g new f@s 33(8.0) 22(9.3) 12(12.5) 6(7.6) 6(13.6) 2
eating out Family gathering 15(3.7) 7(3.0) 2(2.1) 3(3.8) 0(0)
Anniversary 3(.7) 41.7) 2(2.1) 1(1.3) 0(0)
Others 2(.5) 3(12) 0(0) 0(0) 122.3)
Taste 269(65.6) 152(64.1) 59(61.5) 49(62.0) 27(61.4)
Price 70(17.1) 32(13.5) 27(28.1) 14(17.7) 10(22.7)
Priority for Barand 8(2.0) 73.0) 1(1) 6(7.6) 3(6.8)
restaurant Atmosphere 35(8.5) 29(12.2) 33.1) 7(8.9) 1(2.3) 33.546
choice Service 102.4) 3(13) 23.1) 1(1.3) 12.3)
Convenience 15(3.7) 12(5.1) 33.1) 2(2.5) 12.3)
Others 3(.7) 2(.8) 1(1) 0(0) 12.3)
Total 411(100) 237(100) 99(100) 80(100) 44(100)

* p<0.05; ** p<0.01; *** p<0.001
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(Table 3) The use pattern of each discount method
(n=871)
Frequency(%o)
2
Category Affiliated card  point card Discount Social  Event X
N4l (N=237) coupon commerce mscolmtmg
( (N=99) (N=80) (N=44)
Seldom 85(20.7) 79(33.3) 47(47.5) 25(312) 26(59.1)
12 254(61.8) 111(46.8) 43(43.4) 50(62.5) 1227.3)
Frequency of 70,653
oWk 34 58(14.1) 32(13.5) 9(9.1) 4(5.0) 6(13.6) .
5-6 112.7) 13(5.5) 0(0.0) 0(0.0) 0(0.0)
7< 3(0.7) 2(0.8) 0(0.0) 1(12) 0(0.0)
<2mon. 61(14.8) 33(13.9) 35(35.4) 26(32.5) 14(31.8)
2-<6mon. 50(12.2) 54(22.8) 30(30.3) 23(28.8) 1227.3)
Period of use 6mon.<lyr. 54(13.1) 37(15.6) 17(172) 1417.5) §(182) 118.9417
1-<3yr. 108(26.3) 59(24.9) 7(7.1) 16(20.0) 7(15.9)
3yr< 138(33.6) 54(22.8) 10(10.1) 1(12) 3(6.8)
Annoying 92.2) 7(3.0) 10(10.4) 3(3.8) 3(6.8)
Shame 394(96.1) 224(94.5) 84(87.5) 73(92.4) 40(90.9)
Don't know ho *
Reason not . us\: " 20.5) 208) 1(1.0) 33.8) 0(0) 30,519
Don't need 4(1.0) 2(0.8) 1(1.0) 0(0) 0(0)
Others 3(0.7) 2(0.8) 0(0) 0(0) 1(0)
Total 411(100) 237(100) 99(100) 80(100) 44(100)
* p<0.05, ** p<0.01, *** p<0.001
R=677)024 wEwel 703%E AHaigll. 25 o wMEeE Bk vEwd FH9 9 F &
T TUTREREHEE2.158,  p<05), E7%(t=8.929, RIEETE EAR(E1544, p<00D)F FHe| FA
p<.001), o]-8-] Ho|J(t=2.592, p<.05) 82lo] IV (=3.642, p<.01) Q& F3UTt.
o fejdez I JFES njFoH, AEANSE
7P Wol ARgdit= SHEAES] vEEe) 8]l o= 5 slojact 0|2 SIEET| s|AES okEDof| o|F|
R=18059] =2 AAdIAVE  d9la,  wERe = odst HA
64.7%(R’=647, A E R’=608)2 39t} 37} &
AE FoNE ALl ThFA(=2.474, p<05), 1R RIS RHLT SRR vAE dFE
o] 5(t=5.007, p<.001), EHo] §A(t=-1.997, p<.05) T=3|AEA s A= <Table 5> e
f9lo] IAVZ felHow Je vAE Aow b o ¥ AR RE Fswe 4gn HEE
ERdtl. e of2 ol g A7 olgx) o fYFHoE FHAH JFS FE HAoFE E
So] AS, 2472 olf Al AE m= a2 -] Wrh(p<0.05). EelFwE s 747t ojulEd el <
T N2 el SHAD Be Ao Yept & 32.1%, ERIETIE 22.5%, EAFE 18.8%, 24
ol~th WhEw o BAA Q] oJ3ke Fit}. A2 19.6%, AFIIE 13.2%7) 2G4 v
En2e He olgart /g AL oMIE ¢l o] EE AWIAIL, AT F oHETAS 3
Ae] REwt AAE 99157 R=8689] vig- 2o 4 A wEo] Jh 2 o2 YEET. gEA &
AAA7E JE Acw Uehton uEnol 754% QT tiE HE=T) o AA v A<l
(RP=754, 4 R*=698)5 s}l eelset 5 714

- 949 -



10 st

S
=

toist3|

|X| M23H 5% 2014

(Table 4) The regression analysis result about influence factors on customer satisfaction with each discount

method
. ' Tolerance
Discount method Independent variables B SE B t Tolezance VIF
(Constant) 775 173 4474
Value improvement 077 027 111 2.913%* .807 1.239
Effort for information search .079 .025 130 3.186** 710 1.409
Affiliated card Variety of discount range .003 032 .004 .086 668 1.497
Cheerfulness 395 032 470 12.181%%* 794 1.259
Variety of benefits 014 .035 .018 404 579 1.729
Convenience of use .199 .033 235 6.027+** 776 1.288
Variety of places to use 037 .034 .048 1.090 .604 1.655
Equal quality in service 062 .026 .084 2.371* 932 1.073
R=.725, R’=525, Adj.R2=.516, F=55.576, p=.000, Durbin-Watson=1.982
(Constant) 1.309 228 5.752
Value improvement 114 .035 174 3.285%* 764 1.310
Effort for information search .046 .030 .081 1.518 748 1.338
. Variety of discount range -.009 .044 -012 -.197 .588 1.700
Point card
Cheerfulness 389 .041 527 9.506%** .698 1.432
Variety of benefits -.060 .043 -.083 -1.409 .621 1.610
Convenience of use 116 .046 135 2.529* 750 1.333
Variety of places to use .050 037 072 1.327 122 1.385
Equal quality in service .044 .038 .055 1.150 924 1.082
R=715, R =511, Adj.R =494, F=29.754, p=.000, Durbin-Watson=1.873
(Constant) 491 316 1.554
Value improvement 112 .520 137 2.158%* 814 1.229
Effort for information search -7.531 .048 .012 .388 746 1.340
Discounting  Variety of discount range 079 057 098 1.385 662 1512
coupon Cheerfulness 516 .058 .631 8.920%** .660 1.516
Variety of benefits 019 062 .022 312 647 1.546
Convenience of use .167 .065 .185 2.592* 645 1.551
Variety of places to use -018 .060 -022 -302 .617 1.620
Equal quality in service 026 052 .031 .500 .880 1.136
R=.839, R =703, Adj.R =677, F=26.679, p=.000, Durbin-Watson=2.117
(Constant) 1.090 411 2.653
Value improvement .019 .066 .023 286 737 1.356
Effort for information search 076 .061 127 1.258 490 2.041
Social Variety of discount range 175 071 209 2.474% 697 1434
commerce Cheerfulness 399 .080 436 5.007*** .656 1.524
Variety of benefits .108 071 124 1.522 746 1.340
Convenience of use 122 .070 159 1.755 .608 1.644
Variety of places to use -.035 .063 -.047 -.556 .682 1.466
Equal quality in service -118 .059 -.145 -1.997* 941 1.063
R=.805, R’=.647, Adj.R2=.608, F=16.282, p=.000, Durbin-Watson=2.325
(Constant) -417 .500 -.834
Value improvement .055 .109 .057 504 .556 1.797
Effort for information search 121 .070 165 1.728 767 1.304
Event discount Variety of discount range 173 12 216 1.544 359 2.782
Cheerfulness 476 .096 .568 4.9447%% 532 1.878
Variety of benefits -.025 .096 -.027 -256 .654 1.529
Convenience of use 135 11 .143 1.219 Sl 1.957
Variety of places to use -107 .103 -123 -1.034 496 2.018
Equal quality in service .338 .093 .336 3.642* .827 1.209

R=.868, R’=.754, Adj.R’=.698, F=13.398, p=.000, Durbin-Watson=1.961

Dependent variable : Satisfaction about a discounting method

* p<0.05, ** p<0.01, *** p<0.001
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(Table 5) The regression analysis result of the influence of satisfaction about each discount method
on the food enterprise satisfaction

Dependent .
. Type Independent variables B SE t
variable M B
(Constant) 2539 145 17.498
Affiliated card : : :
Satisfaction about discount %6 036 363 7 8]k
method use
R=363, R°=132, Adj.R’=.130, p=000, Durbin-Watson=1.962
(Constant) 2.151 184 11.665
Point card : ; ;
Satisfaction about discount 385 o7 474 8263
method use
R=474, R°=225, Adj.R’=222, p=000, Durbin-Watson=2.089
(Constant) 2.269 269 8.431
Cust Discounting
ustomer Satisfaction about discount
satisfaction coupon et use 339 072 434 474500
R=434, R°=.188, Adj.R’=.180, p=000, Durbin-Watson=1.914
(Constant) 2.070 341 6.068
Social commerce : : :
Satisfaction about discount 303 090 a3 4367
method use
R=.443, R2=‘196, Adj.R2=.186, p=.000, Durbin-Watson=2.332
(Constant) 1.900 378 5.027
Event discount : : :
Satisfaction about discount a7 100 566 445545+
method use
R=566, R°=321, Adj.R>=305, p=000, Durbin-Watson=1.794
% p<0.001
va Aoz eyt A A3k, G5 F AFAEsh 28AR 0Y3
o] goj3kgo] ZHzt 0.026, 0.016°02 YeER} A a7}
L = 2
6. oAldx oSHEEEe EMEo| AdstEbde| o P Ao Z el AFTI=] R°E 40.9%, 41.3%,
xe golptt SHEEo THGI 24 42.0%2 gl met A frelHer Skt

gelretel ek U5es 2dade 2443 A9 o oo me 99 Z713HATHp<.05). E3] 247
AT AR <Table 63 Atk 89 1, 2, 35 24 o) R2o) mista(13.8%)0) 1 @ Aoz 2ol
B FAEARRL L, 2, 39AE ofnfgith R¥lele AL AW 0] 8L AHRle] ZAES o=y JHE
A EEE 37 o FYstden, BE2¢= 1A 2 7)o 3k= Aoz Uehdth kA, AFTts m=
s BT BEEE W FAGL AROR e o saae acirel Ao steleael
=R3els aAnsesh delpaes ASH8Y gg nawst A nEEs 245 1l Jg
= Yoy, IANE T FAEE EFol= H oA oA AL = Aoz vrehdt)
gelpehe] tigh wEwrt 298 ke gelsta
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(Table 6) The moderating effect of each discount method between customer satisfaction and loyalty

Dependent Independent

Modified

. . Method Model R R 5 SE. AR? AF-value
variable variable R
1" 640° 409 408 361 409 283.071%*
Affiliated - card P e 413 410 360 004 2574
3® 648° 420 416 358 007 5.024%
1 559" 312 309 388 312 106.555%**
Point card 2 622° 387 381 367 075 28456%*
3 622° 387 379 368 001 0.198
Discounting 1 4 510 505 358 510 101.079%*
Customer b
Customer loyalty . coupon 2 715 S12 .501 .360 .001 0.253
satisfaction
3 T 513 498 361 002 0356
1 662" 438 431 458 438 60.866**
Social b
2 694 482 468 443 044 6.466*
commerce
3 720 520 501 429 038 6017*
1 570° 324 308 435 324 20.175%
Event discount 2 570° 325 292 440 000 0.024
3 ST 332 282 443 007 0449

1) Model 1: Satisfaction about foodservice industry

2) Model 2: Satisfaction about diningtsatisfaction about discount method

3) model 3: Satisfaction about diningtsatisfaction about discount method+Satisfaction about dining*satisfaction about discount

method
* p<0.05, ** p<0.01, *** p<0.00]
V. 28 4 A
EATE UARE, 2MAPE olHETe]
et anlAel olAgiAl wEmel WAE o
ol EH'H AR eH, ol FEl @Al LA HA
A oAl E=ekm gl dlsuEel e
Nﬂlzu X AE AR, Selewe] ol&
o] oA WE=e} FAE HAE dFES I

efstarzt skl

A7 A skl aniAlE E‘r"h“L Wt =
AA 7T Yz Hag A AR 5 Q= Ale)
Z/EApEY ¥9E =S sbg go] ARREHE
Aog yepdth ol AFTI=EES Aled mE gl
S olgAEe] AHRFH| FAHR: ko] ol&
ol FAZ Jee XA K3 Az BHo|
Aoz AlgHY, wels] A28 o]l8Td AR
A ot APl Fhdsia 47 EIRE
T = disriAs 53 FEE] 9F
FoolAgAlel tie AR £ dErE A

ol oY

e TR =
>1¥~'

+ i)

il
rot

o] 33, SNS¢} BR71 o]§ £o= &9th SNSE
g ARl &9 F& oF] Alel st & 3l
7] wZel JJr:EﬂOI 3 ZgHeln] FHANE I
B2 ol olgste FES Wt FHE THI
=5 ffshs Zlo] desih E20 Ed WEd
AR gt FEE dolrr] flE] MR
A olgdhe FUEYS o]g3dle] A Edo)
ke i o B e R U R = B e

Egste] IHEE  Achd

-

Awe] Beag

g 4 e Aol

olgEolM & W, S VIYE 1t
Hof glof AR} We AR =
Azehs wbd SQFER 27w
o[gE2 diHem uigith ueiy
Wrde AF7k=e] AdAE 9
1o ??3?2& Tl ARRAE Wlke
daEe viEds &e7]
| opd 7Idst A Afolo] A&
B4, frAstel BAE et s

A
o
ru°"

- 952 -



Sol4cio| e Au|xte] MM BIEEeL SME oIk ¥ 13

olels Fulsleh= #ArHAIES FHhozMel <]
7} AAIL JeHKim et al.., 2013). Lz} 287~
o A g o]§ el wet FE Ee A
20 Fdo] tar= Qo] & A Rt L
ko] A&EAHRQ AF-S 3 A U AH|=E
Algafor & Aot
s Ay IRl
GA e wEEet FAEE Hole dH T
A HFE WA= 2 UERiT
AfF7test ETRAE Jl=E
[e)

i)
=]
o
£
e
2

{

Jee] wEws o ke Zom ughttd, of
APAN WA WE ZrE slelN A
AR} olEEANe 2 AldEH AFS A
Fael sles Bue wolg W EARe wE
T2 Bol] 9% AV 14 ¥ zeadewm

A ¥cKShin & Cha, 2011).
Dr1Hl BAHTE X

ERES

ﬁ
ol
2,
o
o
BN
uv) Y
Nl
Y
o e
N
N
.
.
(e]
il

Ho
o
fd
Jo
B
o]
o,
N

el

ofy }4% (o

e
%
3

4 e
oj
R

_\3
B
itz
)
iy
1>
o
=
{rl
]
O,
Lo

X
N
o
1

Uepth. 53] o]
2 zuRe] A
BEEE BRI

m
]
r o
fo o
vl
y(
i
r o
&
¢
KY)
i)

7] el
sEHch B
ol ey s

_Z,_}E_ 7)4\03 }_/\].E]OJODE

olf rfu
o
X
0,
ol
of
flo

Aot Aol ekt FARE nesln
A48 e de Sydtd dzel gl
e sl Welrwomy @

FAo: Dl theh, AN, IASAE

REFERENCES

Anderson, W. E., Fornell, C., & Lehmann, R. D.
(1994). Customer satisfaction, market share, and
profitability: Findings from Sweden. Jowrnal of
Marketing, 58, 53-66.

Bawa, K., Srini, S., & Rajendra, K. S. (1997). Coupon
attractiveness
framework
Journal of Marketing Research, 34. 517-525.

Block, T. B., & Robinson, W. A. (1994). Sales

dart nell

and coupon proneness : A

for modeling coupon redemption.

promotion  handbook, Chicago: The
cooperation.

Choi, N.J. (2011. March 21). Why do the foodservice
and cosmetics industries love call for college

students? Herald Economy. Retrieved July 21,

2013, from
http://biz.heraldcorp.comv/view.php?ud=20110321000
011.

Choi, Y. (Eds.) (1992). Magic of events. Seoul:

Gimmyoung Publishers.

Dowling, G. R. & Uncles, M. (1997), Do customer
loyalty program really work? Sloan Management
Review, 38, 71-82.

Dutton, J. E., & Dukerich, J. M. (1991). Keeping an

Image and identity in
organization adaption. Academy of Management
Journal, 34, 517-554.

Getz., D. (1997). Event management & event tourism.
New Yok, NY: Cognizant
Corporation.

Gnoth., J. &, Anwar. S. A. (2000). New Zealand bears

eye on the mirror:

Communication

- 953 -



14 slMEtnlEks|X| M|23R 55 2014

on event tourism. The Cornell Hotel and
Restaurant Administration Quarterly, 41(4), 72-83.

Hahm, S. P., & Kim, S. K. (2006). A study of the status
of using alliance card in the foodsevice industry.
Journal of Tourism and Leisure Research, 18(4),
27-40.

Han S. M. (2009). A4 study on the effect of the
customer compensation program of the foodservice
homepage on the customer’s acceptance attitude
and purchase effect (Master’s thesis). Kyunggi
University, Kyunggido.

Hsee, C. K, Yu, F., Zhang, J., & Zhang, Y. (2003).
Medium  maximization.
Research, 30, 1-13.

Hunghes, A. M. (2000). Strategic Database marketing:
The master plan for starting managing a profile,

ed,).

Journal of Consumer

Customer-based — marketing  Program(2nd
Columbus. OH: McGraw-Hill Companies.
Kang, S. A., & Lee, E. Y. (2012). The influence of social

commerce coupon & coupon expiration on perceived

value, satisfaction and re-visit intention. Korea
Academic Society of Hotel Administration, 21(5),
155-174.

Jung, K. S., Kim, C. W., & Kim J. K. (2002). The impact
of event activities of the family restaurants toward
the success inclination of customer relationship.
Korea Academic Society of Hotel Administration,
11(1), 193-216.

Kim, D. J.,, Kim, Y. G, Nam, J. H., Ryu, K. S., Bae,

H. J., Shim, S. C., Yoon, H W, Jeon, M. S,

Jeon, H. J., Han, D. C,, Hong, W. S., & Whang,

J. H.(2013). Seoul:

E-Press.

H J (1999). Marketing communication. Busan:

Sejong Books.

Kim, H. S. & Chung, C. E. (2001). A study on the eating
out behavior of university students in Seoul. Journal
of The Korean Society of Dietary Culture, 16(2),
147-157.

Kim, K. S, & Lee. S. K.(2007). A study of consumer

decision making on reward types: Focusing on

Foodservice management,

Kim,

consumer's effort. Korean Marketing Review, 22(1),

1-19.

Kim, M. H. (2008). Study on the recognition of coupon
expense & benefit for the users of family
restaurant  (doctoral  dissertation).  Keimyung

University, Daegu.

Kim, S. A. (2001). Study of the effect of the affiliated
cards as a promotion method of relationship
marketing (Master’s thesis). Dongguk University,
Seoul.

Kim, S. H., & Kwon, S. M. (2005). The Influences of the
regret caused by non-using alliance card and coupon
on consumers behaviors in post-purchase stage.
Korea Academic Society of Hotel Administration,
14(4), 235-256.

Kim, T. H, Lee, J. S., & Son, E. Y. (2008). The effect
of the perceived on-line coupon benefit on
consumption affect, brand attitude and re-visit
intention. Journal of Tourism Sciences, 32(5),
167-186.

Kim, Y. C. (2003). A study on strategies alliances among
hotel-airline-travel agency.  Journal of Tourism
Information, 75, 89-109.

Ko D. S. (2011). Analysing factors on consumer's
purchasing  behaviors  for shopping in social

commerce (Unpublished master's thesis), Jungang

University, Seoul.

G. M. (2000).

management.

Research, 10, 133-156.

Lee, J. H, & Jung. H. Y. (2006). A study on university

students' eating-out behavior and attitude to coupons

Conceptual studies of event

Journal of Tourism Management

and alliance Cards. The Korean Journal of Culinary
Research, 12(3), 186-200.

Na, Y. S., Ahn, D. H., & Cho. S. H. (2012). The influence
of social commerce of foodservice on buying
motives; Moderating effects of daily deal service
value. The Korean Journal of Culinary Research,
18(1), 141-155.

Oliver, R L. (1993). Cognitive, affective and attribute
bases of the satisfaction response. Jowrnal of
Consumer Research, 20, 418-430.

Park, B. G. (2005). The effect of mileage program in

- 954 -



goltho] oishl 2H|RIS| A AXN FEZeL M0 n|Xl= Je 15

restaurants on brand loyalty -Mediating role of trust
and relational commitment-. Journal of Tourism and
Leisure Research, 17(2), 155-172.

Park, S. J.,, Park, S. J., Byun, J. Y. (2008). The medium
effect and the consensus information effect on
customer reward preference. Korean Management
Review, 37(3), 585-604.

Robert, H. M., Jr. (1987). Promotions - A key price
your marketing puzzle, proceeding chain operation
exchange. Chicago, IL: International Food service
Manufactures.

Schultz, D. E., Robinson, A. W., & Petrison, A. L.
(1993). Sales promotion essentials (2nd edition).
Lincolnwood, IL: NTC Business Books.

Shin, Y. S. & Cha, K C. (2011). A study on
profitability of the allianced discount program
with credit cards and loyalty cards in food &
beverage industry. Asia Marketing Journal, 12(4),

55-78.
Sim, G. S. (2009). Study on the difference in the brand
equity and satisfaction  according to the

propensity to use alliance discount cards and

card types (Master’s thesis). Kyunghee University,

Seoul.
Social commerce. (n.d.). In Wikipedia. Retrieved October
10, 2013, from http://en.wikipedia.org/wiki/

Social commerce.
Sung, Y. S, & Lim, S. H. (2005). A study on brand

dilution effect in the co-marketing. The Korean

Journal of Consumer and Advertising Psychology,
6(2), 1-25.

Uysal, M, L. Gahan & B. Martin (1993). A Comparison
of wvisitor and vendor perceptions of service
quality at a special event. Festival Management &
Event Tourism, 1, 17-35.

Yim, 1. S.(2002, April 17). Leading role of the future

208

Economy Research Institute. Retrieved December 2,

consumption: consumption  pattern, LG
2013,, from http://www.lgeri.com/economy/domestic/
article.asp?grouping= 01010100&seq=104.

Yoo, H. J. (2007). A study on the effect of the foodservice
industry’s  customer reward programs on the
customer loyalty (Doctoral dissertation). Kyunggi
University, Kyonggido.

Yoo, Y. (2012, June 12). The light pocket 20s, their

preferred stores. The Financial News. Retrieved

April 25, 2014, from http://www.fanews

com/view?ra=3S®ent
1001m_View&corp=fhnews&arcid=20120612010009

888000 5736&cDateYear=2012&cDateMonth=06&

cDateDay=12.

G. B. Parasuraman, A., & Grewal, D. (1998).

The roles of price, performance, and expectations

Voss,

in determining satisfaction in service exchanges.
Journal of Marketing, 62, 46-61.

Received 12 August 2014; 1st Revised 15 September 2014;
Accepted 8 October 2014

- 955 -



