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Relationships between Hotel Restaurant Visit Motivations,
Consumer Attitudes, and Revisit Intention
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Abstract

This research was conducted over about four weeks from May 1, 2015 until May 30. First, of the hotel
restaurant visit motivations, awareness image B=0.524 (p<.001), food B=0.121 (p<.05), and distinctiveness B=
0.251 (p<.001) had a significantly positive impact on consumer attitude. Second, the hotel restaurant, visit
motivation and preference image B=0.577 (p<.001), Social B=0.192 (p<.001), distinctiveness B=0.173 (p<.01)
was significantly positive on consumer attitudes there were influential (+). Third, there was the influence of
motivation and purchases, visit the hotel restaurant between images of B=0.705 (p<.001), Around B=0.113 (p<
.01) significantly positive (+) on purchase of consumer attitudes to food B=—20.135 (p<.01) and social B=—0.123
(p<.001) are part had the effect of (—). Addition, consumers also look at the attitude and awareness Revisit
B=0.464 (p<.001), Rating B=0.321 (p<.001), even the purchase of B=0.205 (p<.001) all significantly positive
(+) with there was influence. If the five-star hotel from carrying out marketing activities around awareness,
preference, and purchase intention judges will give a great help in hotel management.
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I. M

rHu

:7“4% q]iﬂ—‘ﬂ%_o/] ﬂ/_\}/\]%}% ﬁxﬂjﬂx}jq_ E—]%
o] IRl AETAF
g o] Apel 31 &3

B7F oA Ha, v Te AA

=59 2Ra Qld) Bue)

} SEe] dnlsh AgslEe
ol

-Kim GW 2014).
FHZ AAd ] AR S7bska Sl

173

CASSNCR

L)

neocook@hanmail.net, &A1 MthEF A7Ith 292 24, Z7|tlstm 9] 2] 2k¢] 7 o &2

A2 o] g Aol Wt S| izl 3 24
AAA A TR AEZ| HF7HE AH]x
g Azl ik AR = 59 farge
MR Ak Bl ve) nELY He
M)z, & 7V, FolulAE 7 m glo]
¢ 2Ege] o] gmae] AePEe &0
o 23A91 Aegol ohjek AgHoln HF
ARA B3 A S A AN =
sd Y AEF o] 8579 Y AEY £AT )|
3k AHKwon HJ 2014)7} A|&H o2 23]
of YA, A7 ATe 5 HER &

=

x
1 ob

-



e Y] WEEY], MR, AT okl A 255

o

H2je] o] §5719) o 2Ee
H2je] o] §5715) Bl Ee
£ o gEES) YFE

o o&i o dfo
- 2
= o> ox
folr |o
ol
& B B

e =
Mo 4 2
% fr
) o
i f,g\ﬁ,
folr o
1) r_{m
K
> ok
L
g
rulo é
o
o ‘i
o 5
rr k)
R
&

24 @y Mo o% 10 iz 2 ox off oftt
sl ok
X o
i
f
&

2
ot
Sk
&2
B
T e
FR

o,
oo
L
4
%0,
o
P2

o
vl

oM FE AMu]Zz Aol o] 27| 7kA] A E?

7
Aol 2ober] A% oz seteol sk
avlze] Aleld Abeolnt avlde] v,
A AR E AL - el 3 2]
B AT 5 ek o2 @ Fr1E Azte]
7Ho]z% /\1,3/]% WAl AejS o] w &l of

o] Bxlela 23, AgA, Ao wet
g2A vehd 4 o] skxieig theksiAl A<
3}3 )T} Bonnie J Knutson(1988)-< 7121<] 74
A 5718 AHA w719 o|8F BUIE &5
A o2 Al Al FXRA] ¢
oHE 89, A4, VA, A4, Bl 2
ol sl Soz Aisia St o4 F7]

Seld, Moy, Mul e A&, 4o 74

=

-

R

o, 494 B

(¢}
([

ar v
{0

I

2HIAH BN

AL A TEHA~ES HELS o
A AuA oz JehtE Agd BEA Z9] 3
L}O] AHoz ALSA 3350 SE A
gtk ALe] A QE o] sl 2|2}
7H<1<2] ——-261 248 oﬂ ‘;Hzﬂ. 1_7@ ° ey

rO
ry
2,

mlo

ron r

S,
2
N
)
r—{n
=2
o
9?#
4y
HN
ol
1
é
1
%
|
)
a}

fuj
!
1o
0
odk
rlo
=
ro,
o

S/

lo ek
5 o
bt
o 2
ox I
fo &
Py oo o
ki
e
djm u
o

X L o2
vo HL

e o ke

4

b

30

X

o

o

<=
£y
t
e
o
off
.
=
S T
Y

ot O X Hofr B2
=¥

)
ox
9,

2= 9Jth(Kim JA 2011). ©]* ¥ €=
B Als]al el statEel Al oal A+

=0
o] & Ziii ulA ) 7} *HVF ﬁJr"‘%h"- olsf

=
)
i)

A AH] x} HE ;EE_ Eﬂgﬂ_EaLoﬂ au-;o}_ k!
= UdoR anA) Bmeh Agrelmote] dF
WAL AvR A gk

A2
e Aoz e *J%‘ﬂr EHEﬂ w4 &E
< ofulets, AFAE, DAFA], BAR| &
olng} AelstithPark HE 2008). AWHEol %=
S-S TYd TR HA=Y AF, AuAE
WY 3l = Whgolm, 71044 THoAE ©
U AHRE AEH o FEAe T8 &
]

oz %*4 I 2tKSong YS 2008), Woo IS £]
Fo] Hlol| Jak= X, H

0
O

nzths 3E

Bl o 3341 dake vzt SF3itt. Ander-
son & Sullivan(1993)-2 W&o A WhE o %of 2+
BAR QS VA= RS B FU1, AT
o= ARSI FARI AUAAE 7
Ueg oA AFE B3t 1T 5 AATh »
e Fujek o AR M|~ FAH S
71 S Bl Friste] Au|2 F4ol tiste] vt



256 = z2]83)A] A 227 Al 452016)

=, BUES gAsh, v Hd e o
olFe] e kA @Al Ha, FH A 713
T2 s HEE Au|aFde] 129 ATl
Tof| GgS nAA "k ol nAEe] o]
U BV A3 A 0 g aAE0] AN o=
& FE2 XA "rh= om]o]tiHong JI 2011)
wbA] $E HAaER] g s e
AR =ol FHAA FFS nAE ez
LhERSE

. Qi

CEEEY xﬂf\lf‘f}%‘ﬂr.

H1 58 Pl agde) HEE
o FEFL v
H2 2vAE = AgEe) 2o 43 v)2l

ot

7=

LM AR =

9. H120| XAA FO|

1) 22 =719l =&N XO|

B ATdA zd Yagde] WiEsr e 39
dAERS olgslde T4 olfol sl
Yoon DG(2000)E THZANEL #FEZ o] gl
EQETE O o) B2 RS APE
ghtha geofsta, WP Frle HEFHolth
Jung YM(2008)2 T=3F, el g AEd

H1 Consumer H2 Revisiting
"\ Affitudes *\_ Intention

<Fig. 1> Research model.
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{Table 1> Demographic characteristics of the subject (N=258)
Division Classification Frequency Ratio
Male 127 49.2
Gender
Female 131 50.8
20 6 23
30 94 36.4
Age 40 53 20.5
50 47 18.2
60< 58 22.5
Student 15 5.8
Professional, white collar 44 17.1
Service 63 24.4
Occupation Production technician 39 15.1
Official 68 26.4
House wife 10 39
Etc. 19 7.4
Sample <100 thousand won 2 038
statistics
100~200 thousand won 10 39
200~300 thousand won 58 22.5
Average income
300~400 thousand won 32 124
400~500 thousand won 138 53.5
500 < thousand won 18 7.0
High school 7 2.7
College 45 17.4
Education level
University 137 53.1
Graduate school 69 26.7
Special class 1 138 53.5
Hotel class Special class 2 76 29.5
Etc. 44 17.1
Not married 64 24.8
Marital status
Married 194 752
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{Table 2> Factors and reliability analysis

e Factor Eigen  Variance  Cronbach
Factors Classification .
loading value (%) «
Brand is good to use. 854
It is in a unique and pleasant place. 829
Image The experience of the past days because of service. 824 3.567 23.691 .897
The experience of the past days because of taste. 77
Global image is used in heart. 776
It can be used in many dishes taste. 884
Food Eating is a favorite delicious food. .860 2.256 15.387 .835
The favorite food because promotions. .857
Be favored because of social status. .903
Sociality Be favored due to the business practices. .845 2.199 15.153 818
Sales promotion & Promotion. 818
Anniversary, special services. .899
Unique 1.786 12.253 877
Previous positive experience with friends. .865
Friends and colleagues used because of meeting. .888
Circumference 1.684 11.383 .877
Because of it requires the use companion. 818

KMO=.836, Bartlett=2,136.914***  significant 0.000
Total cumulative variance : 77.867%
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{Table 3> Factors and reliability analysis

. . Factor Eigen = Variance  Cronbach

Factors Classification .

loading value (%) «
I had heard about the hotel restaurant. .859

Observe 1.788 29.794 .870
I know about the hotel restaurant quite well. .846
The preferred food for interested. .858

Preference 1.664 27.739 761
Like your favorite food. .841
Purchase | am interested in purchasing food at the restaurant. .900

. . 1.339 22.309 S15
mtentions [ would recommend this restaurant. .636

KMO=0.786, Bartlett=582.439***  significant 0.000
Total cumulative variance : 79.842%

{Table 4> Factors and reliability analysis

. . Factor Eigen Variance  Cronbach
Factors Classification .
loading value (%) «
I will visit this restaurant again. 925
Revisit 1 will actively recommend using this restaurant. 907
. . 2.994 74.848 .885
mtention [ wil] visit this restaurant at every opportunity. 894
I will talk positively about this restaurant to others. 718

KMO=0.819, Bartlett=660.195***, significant 0.000
Total cumulative variance : 74.848%
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{Table 5> Correlation analysis

Stz 8ks) 2] A 227 Al 45(2016)

Division Image Food  Sociality Unique i:::ct Observe Preference ii?erzﬁiiz ir}?t:liisj)tn
Image 1
Food 360%* 1
Sociality 327*%  521%* 1
Unique 330%*  316%*%  360** 1
Circumference A20%%  269%*  279%F  430%* 1
Observe O27FE 349%x  248%F  436%*  344%* 1
Preference 683%* 303k 448%*  416%*  306** ST73%* 1
Purchase intentions .671*%*%  .091 .076 214%%  347%* S12%* 379%* 1
Revisit intention ~ .699**  356**  313%*  426**  37]** J753%* .664%** 564%* 1

#% p<0.01.

{Table 6> Observe impact on the degree of inclination repurchase

Non-standardized coefficients

B t P
B The standard error

(Constant) —3.999E-16 .046 .000 .999
Image 524 .054 524 9.748%** .000
Food 121 .056 121 2.145% .032
Sociality —.078 .056 —078 —1.382 .168
Unique 251 .054 251 4.653%** .000
Circumference .005 .054 .005 .096 923

R*=0463, Adjusted R’=0.452, F=43382%** p-value=000%**

* p<.05, *** p<001.
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{Table 7> Preference impact on the degree of inclination repurchase
Non-standardized coefficients
B The standard error b ' r
(Constant) —1.130E-16 042 .000 999
Image 577 049 577 11.707%%* .000
Food 052 051 052 1.014 311
Sociality 192 052 192 3.715%%% .000
Unique 173 049 173 3.510% 001
Circumference —.078 .050 —.078 —1.563 113
R=0.549, Adjusted R*=0.540, F=61.236%** p-value=.000%**
#% p< 01,5%* p<.001.
olu|x] B=0.705(p<.001), A B=0.113(p<.01) <t}
o2 2HIZ B F ool fol Al H(+)
o] gggo] AUy, 24 B=—0.135(p<01)9} A} 2) 2HIA == MEE ol=0 ¥&2 Ol
3] B=—0.123(p<.001) ()] g3Fzo] 3l &l 240ICH.
Atk 223 ol et S5A4L o J3kE FES P AEYS MRS A Auxt
HX) %] EFTHTable 8). 7H 111, L15E Ags]  B=eh AR o=dl] & EAsk] 2l 3
A3, 7K 1.12, 1.13, 1.14= 712F= 0k A S A Z—’zﬂr% o237 2t} A= B=

239 A S == 2FATE 239 0.464(p<.001), A3 %= B=0.321(p<.001), Fule]=
AZAYL Z2F 1= AAASTE 04852 AA A B=0205(p<.00)Z AF f2]& 21 7§(+)4 e
T 485%5 AT, BP9 Fo4S AT ©l AATHTable 9). 7H 2.1, 2.2, 2.3 314 AjEs]
= F=49.394(p<00)E R3S fojxow 1} Uk BFPe| AP SHsh= 2% 1?—5 2y

{Table 8> Purchase intentions impact on the degree of inclination repurchase

Non-standardized coefficients

B The standard error b t b
(Constant) —4.145E-16 .045 .000 1.000
Image .705 .052 705 13.538*** .000
Food —.135 .054 —.135 —2.479% 014
Sociality —.123 .055 —.123 —2.260%** 025
Unique .019 .052 .019 372 710
Circumference 113 .053 113 2.155* 032

R=0.495, Adjusted R’=0.485, F=49.394*** p_value=000%%**

¥ p<05, ** p<.01,%%* p<001.
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{Table 9> Revisit intent impact on the degree of inclination repurchase

Non-standardized coefficients

B The standard error b ' d
(Constant) 5.485E-17 .036 .000 1.000
Observe 464 .047 464 9.826%** .000
Preference 321 .044 321 7.325%%* .000
Purchase intentions 205 .042 205 4.914%** .000

R=0.678, Adjusted R’=0.674, F=178.164*** p-value=.000%**

_‘d
s
T
5
>
B

<5
A
()
=t

T
ol
oftl
rlo
Jo
1o,
2
(o

FHA B=0.113(p<01) 2.2 AH|A} Bl F )
Lol folAel Aol d&FEol AL, =4
B=—-0.135(p<.01)} A}3]4 B=—0.123(p<.001)

o

uhskth B(-)2] g&go] U E3h AuA} e}
AR =2 AV HE QX = B=0.464(p<.001),
V. Z2 2 ANAE HEE B=0.321(p<.001), T2 %= B=0.205(p<.001)

B AR fFoAd FHel Gl AAbh
2 AT7e 39 Yy WEShs aES B A=) B2 7MY Fa3 AR
oz HEErE gelsla, AnR) HEe Al & a5 WS wet 2H)A HEs o
W O% 7l ofH JekS v xS godst 2 vehue, BHEETld dE8S e &Rt
7] Y3te] 28 AAEHS HES Aol Jd  HEw ANE ko dFE T Holth o
DHIAES Udo R HEZANE AlFsl] A% 2 AR o= SFsEEC] 1459 A
42 oSl 2016 39 1998 349 31l S SRAIP] Sleid e QA EY SR, T
oF & & Fmo] ZAPIZEE Fof AAlEa, A wioET &HIA RS & Thetaie] apHAR]
g TS A AU 555 daEY #e 2 U oR vHE EES ARt 59 A
QAN A AFEA T} AERES FES) A & E=es FElg At S B AT o] 24
T 9 YaEy #el AUzt AUl W < SHAA B w aAEe] 38 BRI &
ol A AZI7IgA e R St sl HIAtE Rl vAle el dsl) A =Es F
ot A= tgd 2tk AA, 39 dagd FHoR AAS doke A3 old nAEe] A
WEE7]9 QIX = o]u]#] B=0.524(p<.001), & HHE =& HEAA 1€ d2Ed HE 14
2] B=0.121(p<.05), EE4 B=0251(p<.00)2 & 2 5715 godz BA 2HA HES Jote
B2} Blmol] fo149 H+)e] gl Ak Hol L ou|E ZS F Slth & AT A2
=4, 39 H2ERd e Aaee onr]  SF3HE o] &dhe uARtE e R S3lY]
B=0.577(p<.001), At3]4 B=0.192(p<.001), 55  wiitol] A=2Ql Aoz dnts} & 4= gla, &3l
’d B=0.173(p<.01) &H[A} Bl fol&l & AEAE HE, 3|5t oA 38 &9
(Dol Gl Atk AAl, zE PAEF HE ASURICE olod £ glojx] HA T ¥
719 P =3t o]mA] B=0.705(p<.001), 2E#FS o]8e Ado] e nAENAE I



[

)
£ o 3 2w 2AIHE Fol AAlE
AR SR A AW 57 98 e
FEAT AT 8-S Bl F2 A
7, ol Aol A9 el PES
AolA A717194 0 SdsAl stk S,

b
oh
fr
kI

0.524(p<.001), 2] B=0.121(p<.05), =54 B=
0.251(p<.001) &H] A} Bl ol F-22<1 H(+)<]
gaFo] Uik A, 39 Y2EF RSV
o} AZ %= o]m|#] B=0.577(p<.001), A}3]A] B=
0.192(p<.001), =54 B=0.173(p<.01)& ZH|=}
Bl frol Al (el ddFeol AU AR,
o9 HAeEg HEE7]eh ] o=t & o]v|
2] B=0.705(p<.001), FH4 B=0.113(p<.01)Z &
vz Bl Z pefelzel fFol 89l H(hel gk
Ho| AT, 24 B=—0.135(p<.01)$} A}3]4 B=
—0.123(p<.001)& F(—)°] FaFHo] ULt =
gt M)Al et A =8 AT R Q1]
T B=0.464(p<.001), A 3% B=0.321(p<.001), T-
€] & B=0.205(p<.001)& A% fo]Zel H(+)9]
FEFE o] AT

i

s

0

Anderson, E. W. and M. W. Sulivan (1993). The

antecedents and consequences of customer sa-

H A, A o =oke] d&aA 263

tisfaction for firms. Marketing Science 12(3):
125-143.

Bonnie J Knutson (1988). Frequent travelers: Ma-
king them happy and bringing them back. The
Cornel HRA. Quarterly 29(1):83-87.

Cohen D (1981). Consumer Behavior. NewYork :
Random House Business Division.

Ha HS, Kim GW (2014). A study on the asso-
ciation between characteristics of visitors to
hotel restaurant and their preference among
hotel restaurant types. Tourism and Leisure Re-
search 26(9).

Han DW (1984). Research trends and challenges
of intrinsic motivation theory. Korea Journal of
Psychology: Social and Personality 2(1):54-93.

Hong JI (2011). A Study on the Effect of Service
Quality on Customer Satisfaction and Beha-
vioral Intention. Master's Thesis, Seo-Kyung
University School of Management.

Jung YM (2008). The Effects of Visit Motive and
Service Quality on Customer Satisfaction and
Loyalty at Hotel Buffet Restaurant. Masters
Research, Young-san Univ.

Kim JA (2011). A Study on the Mobile Adver-
tisement Attitude of Smartphone Users : Fo-
cused on Mobile Advertisements Using App-
lication. Master's Thesis, Hongik University.

Kim RI (2012). Emotional Impact on Consumer
Attitudes Marketing and Visual Merchandising
in the Fashion Store. Masters Research,
Sook-Myung. University.

Kwon HJ, Han HS (2014). The image through the
physical environment, restaurant restaurant ex-
perience and also revisit study on the impact
of the image of the hotel and accommodation.
Tourism and Leisure Studies 2:105-122.

Park HE (2008). Effect on Indoor Golf Driving

Range Marketing Mix Factors on Customer



264

Satisfaction and Behavioral Intention. Graduate
Thesis, Kyung Hee University.

Seo SY (2012). Effect of Sensation Seeking and
Desire Singiseong on Consumer Satisfaction
and Return Visits of Eating Out: Focused on
Busan. Masters Research, Dong-A, University.

Song YS (2008). Internal Marketing, Internal Cus-
tomer Satisfaction, Beauty Services, Quality of
Service, Revisit the Relationships. Doctoral
Dissertation, Bai-Jaec University.

Woo IS, Lee SM, Ha HS (2015). The impact of

Stz 8ks) 2] A 227 Al 45(2016)

relationship help the local restaurants motives
of customers, customer satisfaction, revisit in-
tention. Tourism and Leisure Association 27(9).
Yoon DG (2000). Development of structural model
of tourist satisfaction. Doctoral Dissertation,

Kyonggi University.

2016d 049 249 H4
%

20161 05€ 169 13 =&
201613 059 28Y 23} =47
20161 069 12 =wAAE





