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Abstract

The purpose of this study is to suggest management strategies for both upscale hotel buffet restaurants and
independent buffet restaurants by conducting an IPA(Important-Performance/satisfaction Analysis) on the selec-
tion attributes for buffet type restaurants. Additionally, the effects of the selection attributes’ satisfaction on
the “intention to recommend” was tested. Surveys were conducted from April 15th through May 4th, 2016
by using both SNS and off-line surveys of consumers with buffet restaurants dining experiences within the
previous year, of which a total number of 160 questionnaires were used for the statistical analysis. The result
showed a few different selection attributes in each quadrant; additionally, food quality and menu had positive
effects on the “intention to recommend” for hotel buffet restaurants, while food quality was the only selection
attribute with positive effects for independent buffet restaurants. Based on the results of the study, it can be
suggested for the hotel buffet restaurants to constantly develop new and unique menu items to lead the needs
of the fast changing consumers of today instead of focusing on the premium characteristics of upscale hotels
and their brand names. In addition, offering a variety desserts seems to be something to re-consider for both
types of buffet restaurants.

Key words: buffet restaurant, selection attributes, IPA(Important-Performance/satisfaction analysis)
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{Table 1> Demographics characteristics

Hotel Independent Hotel Independent
Division Division
Freq. % Freq. % Freq. % Freq. %
Male 32 42.1 33 39.3 Children 44 57.9 47 56.0
Gender Children
Female 44 57.9 51 60.7 No children 32 42.1 37 44.0
Dine-out 28 36.8 47 56.0
<20 - - - -
Purpose Party/meeting 46 60.5 36 429
20~29 12 15.8 15 17.9
Others 2 2.6 1 1.2
30~39 20 263 21 250 Internet 24 316 24 286
Age
40~49 34 44.7 38 452 Recon?men- 29 382 40 47.6
dation
50~59 8 10.5 8 9.5 .
. Previous 17 224 18 214
Information experience
60< 2 2.6 2 2.4 source
Event 3 39 1 1.2
Not ol 276 25 298 Restaurant 6 L
. married magazine
Marital
status  Married 52 68.4 56 66.7 Advertise 1 1.3 1 1.2
Others 3 39 3 3.6 Others - - - -
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{Table 2> Buffet restaurants selection attributes’ factor analysis and reliability analysis

. . Factor Eigen Variance  Cronbach’s
Factors Classification .
loading value (%) a
SNS - internet reputation 0.48
Partnership with credit cards 0.81
Sales promotion and public relation 0.77
Marketi
Arkelng Various marketing events 0.73 9.17 13.01 0.878
strategy
Mileage/Points system 0.76
Various and convenient payment methods 0.60
Discounts 0.76
Sufficient space between tables 0.76
Flow-path-pattern of customers 0.75
Facilities ~ Comfortable seats 0.82 3.41 10.82 0.839
Pleasant temperature 0.70
Convenient parking facilities 0.50
Meets my standards 0.67
Brand Restaurant brand 1 want to experience 0.79
. 2.82 9.98 0.894
equity Brand familiarity 0.80
Tradition of the restaurant 0.70
Food taste 0.90
Food qualities 0.89
Food 2.08 9.15 0811
qualities Proper food temperature 0.46
Freshness of food ingredients 0.65
Assurance of securing personal information 0.79
Security ~ Guarantee of privacy 0.82
. 1.69 8.98 0.861
service Offering service for my personal needs 0.50
Guarantee the privacy of personal information 0.70
Swift response to complaints 0.38
Servi
er\./l.ce Hospitable employees 0.71 1.50 7.11 0.779
qualities
Swift response to customers 0.77
Various menu items 0.69
Menu Availability of make-to-order dishes 0.32 1.24 6.79 0.698
Various desserts 0.83
Appearance of employees 0.69
Employee 1.14 6.20 0.687
Employees’ job-related knowledge 0.57

KMO=789, Bartlett chi-square=3,380.34, Sig.=0.000, Total variance(%)=72.04
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Hoe B A& ek a1 2 3. RlH2IAES MEI=SM0 Cist SRS
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Jeong SW 2004). z} 291¥ A4S Jepl& %ﬂ/\]”, =219] B S219] 4, 229 AT,
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0.878, ‘AlA 0.839, ‘HE= 71X’ 0.894, ‘=2l9]  wkxlgle] Al&sl Az], EQYe] 1EA, A
F2 0.811, ‘HSP 0.861, ‘AH]2 0.779, ‘M7 o3k 2143k 2o, vhekst v, B Y] o v
0.698, ‘FAY’ 0.6872 Al o] Advtm - @ )2 So] gAof & FE o= JEhton,
T Utk AeEAde et F8EE o ISR vofy
2) PIHHAES FXOIT
HEd~ETGe T re ek a1 2 d
= (Table 353} 2tk
T-§FHeigen value)o] 1 049l HE 290 i
& 329 27, Ul aglo] FEHYeH, o {. : 2%
o HI% A g 8178 e 51 Y i
AR e AR 06 o gow EAHCR W oy
2A9] FeAE T8 st glon, 27H«l B %
3}o] 0387} 0328 AF3|FHE; Holo| A= +0.3
ool Aje] folio] vt & 4 e oo R L
B, 2wkt duAl 09112 AlE/de] 9L <Fig. 1> Hotel buffet restaurant selection attribu-
3 e 4 Utk te’s importance-satisfaction analysis.
{Table 3> Buffet restaurant recommend intention factors and reliability analysis
Factors Classification Fact.or Corr}rﬁu— Eigen Variance Cronhach’s
loading nalities value (%) a
Revisit intention 0.86 0.741
Recommend - ommend intention 0.94 0.887 245 81.786 0911
intention
WOM intention 0.91 0.826

KMO Kaiser-Meyer-Olkin 0.699, Barlett chi-square 295.52, Sig. 0.000, Total variance(%) 81.78
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{Table 4> Hotel buffet restaurant selection attribute’s Importance-Satisfaction Analysis

Quadrant 2 (Concentrate)

Quadrant 1 (keep up the good work)

Sufficient space between tables, flow-path-pattern
of customers, comfortable seats, pleasant temperature,
convenient parking facilities, food taste, food qualities,
proper food temperature, freshness of food ingredients,

assurance of securing personal information, swift

response to complaints, hospitable employees,
swift response to complaints, various menu items,
employees’ job-related knowledge

Quadrant 3 (low priority)

Quadrant 4 (possible overkill)

SNS - Internet reputation, partnership with credit cards,
sales promotion and public relation, various marketing
events (e.g. special occasions), mileage/points system,
various and convenient payment methods, discounts,

meets my standards, tradition of the restaurant,
offering service for my personal needs,
availability of make-to-order dishes, guarantee
the privacy of personal information

Restaurant brand 1 want to experience

Brand familiarity

Guarantee of privacy,

various desserts, appearance of employees
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{Table 5> Independent buffet restaurant selection attribute’s importance-satisfaction analysis

Quadrant 2 (Concentrate)

Quadrant 1 (keep up the good work)

Sufficint space between tables, flow-path-pattern of
customers, comfortable seats, pleasant temperature,
convenient parking facilities, food taste, food qualities,
proper food temperature, freshness of food ingredients,
swift response to complaints, hospitable employees,
swift response to complaints, various menu items,
employees’ job-related knowledge

Quadrant 3 (low priority)

Quadrant 4 (possible overkill)

SNS - Internet reputation, partnership with credit cards,
sales promotion and public relation, various marketing

events (e.g. special occasions), mileage (point?) system,

meets my standards, Restaurant brand I want to

experience, brand familiarity, tradition of the restaurant,

offering service for my personal needs, guarantee the
privacy of personal information, availability of
make-to-order dishes, various dessert

Assurance of securing personal information,

guarantee of privacy,
various and convenient payment methods,

appearance of employees
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{Table 6> Effects of the hotel buffet restaurant satisfaction on intention-to-recommend

Unstandardized coefficients Standarfiized
Variable coefficients t-value Sig.
B Std. error Beta

(Constant) .691 .526 1.313 .194

Marketing strategy .013 .160 .010 .084 933

Facilities 073 136 071 534 .595

Brand equity .093 .166 .091 .559 578

Food qualities 382 .166 366 2.300* .025

Security service 107 167 107 .641 .524

Service qualities —.190 164 —.195 —1.162 249
Menu 341 .169 296 2.016* .048*

Employee —.011 135 —.012 —.084 933

R'=449, Adj. R=382, F=6.629, Sig.-.000

* p<0.05.
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{Table 7> Effects of the independent buffet restaurant satisfaction on intention-to-recommend

Unstandardized coefficients Standarfiized
Variable coefficients t-value Sig.
B Std. error Beta
(Constant) —.127 .508 —.250 .803
Marketing strategy 105 137 .071 766 446
Facilities —.029 131 —.025 —.222 .825
Brand equity 137 .146 125 938 351
Food qualities 554 158 461 3.504%** .001
Security service .020 151 .016 132 .895
Service qualities .031 143 .029 220 .826
Menu 208 .148 173 1.405 164
Employee —.035 .140 —.032 —.250 .804
R=502, Adj. R'=.449, F=9.446, Sig.- .000
*** p<0.001.
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