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Abstract

This research was conducted over four weeks from April 1, 2016 until April 30. Data collection was of
responses from customers who a self-targeting customers who have visited more than 10 eating out establish-
ments in downtown Seoul. First, a regression analysis was conducted to analyze the effect of activity of the
food service industry marketing communications on customer satisfaction. First, advertising, B=0.107 (p<.001),
convenient, B=0.093 (p<.05), social B=0.294 (p<.01), PR B=0.334 (p<.001), sales promotion B=0.542 (p<.001),
personnel sales each had a significant positive influence (+) on customer satisfaction B=0.111 (p<.01). Secon-
dly, menu selection catering property between marketing communications and customer satisfaction analysis of
the impact of human Sales were significantly positive (+) Publicity Department had the effect of (—). In addi-
tion, advertising and sales promotion did not have any moderating effect.

Key words: marketing communications, customer satisfaction, select properties menu
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{Table 1> Demographic characteristics of the subject (N=286)
Division Classification Frequency Ratio
Male 106 23.6
Gender
Female 180 62.9
20 106 37.1
30 75 26.2
Age 40 65 22.7
50 23 8.0
60< 17 59
Student 114 39.9
Professional, white collar 29 10.1
Service 31 10.8
Occupation Production technician 18 6.3
Official 33 11.5
House wife 51 17.8
Etc. 10 35
<100 thousand won 102 35.7
Populati
opuration 100~200 thousand won 69 24.1
statistics
200~300 thousand won 26 9.1
Average income
300~400 thousand won 56 19.6
400~500 thousand won 23 8.0
500 <thousand won 10 35
High school 38 13.3
College 156 54.5
Education level
University 70 24.5
Graduate school 22 7.7
None 22 7.7
1~2 165 57.7
Visits 3~4 58 20.3
5~6 18 6.3
7< 23 8.0
Not married 145 50.7
Marital status
Married 141 493

ZAMAAAFE ] QITEA A EAL <Table  (39.9%)°], 9 1007+ 1|7K35.7%)°], w5
DI 2o} 2] AEE o34(62.9%)°] FHAE & AEFNE(54.5%), HE3lee 1~23](57.5%),
o= wkon, A% 20tH(37.1%), AH- 3 AE 7= PIE(50.7%) = ZAE AT
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{Table 2> Factors and reliability analysis

. Factor Eigen Variance = KMO Cronbach
Factors Classification .
loading  value (%) Bartellet «
Food service industry advertising fence 864
Food service company SNS website 845
Food service companies showed 823
Advertising 4201 28.009 0.916
Food service industry word of mouth 767
Food service companies TV ads 734
Food service companies flyers 728
i KMO=
Marketing Newspaper articles .885 e
communi- TV news or PPL .847 T
cation  Promotion 2972 19.813  Bartlett= 0.881
PR blog post or web cafe 745 3,072.651 %%
Magazine articles .694
Dining coupons .848
Sal
A Special Offers 848 2152 14348 0.810
promotion
Sweepstakes .545
Personal  Door-to-door sales .843
1.918 12.789 0.753
sales Staff recommendation 750
Satisfactory prices. .841
Indoor environment 786
KMO=
Customer Type of food, price, freshness .740 0.813
. . 3411  56.854 ’ 0.829
satisfaction Serviceability 728 Bartlett=
676.933%**
Quality of service satisfaction 718
Convenient access 702
Taste of food .886
Nutritious food 882
KMO=
Menu select Cleanliness of food .849 0.802
. 3.894  64.901 ’ 0.890
properties Price of food 766 Bartlett=
1,156.3627%+**
Freshness of ingredients 7134
Variety of food .696

* p<.05, ** p<01, *** p<001.
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{Table 3> Correlation analysis
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. .. . . Cust M lect
Division Advertising Promotion Sales promotion Personal sales :sfoTer et i:ec
satisfaction properties
Advertising 1
Promotion 518** 1
Sales promotion 425%%* AB9**
Personal sales 442%* A4T7** S512%* 1
Customer
. . .560%** 704%* .808** 585%* 1
satisfaction
Menu select 504%% 461% 597%% 679%% 657%% 1
properties
** p<0l.
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{Table 4> Impact on the degree of inclination repurchase

Non-standardized coefficients

B The standard B t p
error
Constant 1.320E-16 .027 .000 1.000
Advertising .107 .033 .107 3.249%* .001
Promotion 334 .034 334 9.867*** 704
Sales promotion 542 .033 .542 16.184%** .808
Personal sales 11 .033 11 3.357** .001

R>=0.798, Adjusted R’=0.795, F=277.886, p-value=.000%**,

% p< 01, **% p<.001.

Aol 5} 2ANFE 73 St T2 ot 1AM = 2 AT= 0.795, F=
54 243 94 splE ARYAoldo] SHM 778860002 REE feldon gt
{Table 5> Moderating effect of social solidarity

Stage 1 Stage2 Stage3
B t B t B t
Constant 1.320E-16 .000 1.128E-16 .000 -.017 —.549
.107 3.249%* .087 2.632%* .090 2.700%*
Marketing 334 9.867+%+ 330 9.845ex 303 B.046%
communi-
cation 542 16.184 %% 510 14.600%+ 528 14.650%*+
111 3.357** .060 1.601%*** .059 1.555
Menu select properties(M) 115 2.852%* 112 2.678%*
Advertising*M
vertising f:nu 653 514
select properties
P tion* M
romotion e.nu 1915 014*
select properties
1 tion* M
Sales promotion . enu _ 391 755
select properties
P 1 sales*M
ersonal sales .enu 1916 o015
select properties
R 798 800 802
F 277.886%** 229.582%** 129.231%**
Adjusted R 795 .006 004
Adjusted F 8.136%* 1.548%*

¥ p<05, ** p<01, *** p<.001.
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