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Qualitative Analysis of the Usage Characteristics of Domestic Fine Dining Restaurant
Hyun-Wook Do*

Department of Korean Cuisine, Jeonju University

Abstract

The purpose of this study was to investigate on the characteristics of the use of a fine dining restaurant using NVivo 11
qualitative analysis. As a result, customers using the fine dining restaurant were aware that the fine dining restaurant was a
special and expensive restaurant, serving a variety of food with luxurious food, service and ingredients. The result of
motivation for using the fine dining restaurant was food, specialty, atmosphere, luxury, service. Basically, it is natural to visit
restaurant to eat, but it is special in using fine dining restaurant, we were able to find that it was to visit, to eat atmosphere
and luxurious service and delicious food. The results of using the benefits of using a fine dinning restaurant show that the
benefits of food, dining atmosphere, specialty, service, variety, and meals are high, specialty, service, variety of meals, price,
delicious, newness, and timely benefits. The result of customers’ use loss when using the fine dining restaurant shows the
loss of food, specialty, service, price, atmosphere, variety, and luxurious. In this regard, it is estimated that customers often
see losses as a result of lower than expected customers when using fine dinning restaurants. Therefore, it is thought that this
research will help the establishment of differentiated marketing information for the restaurant company through continuous
research on the fine dining restaurant which is recognized by the users.
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1. ZAICHARLS| Q17 BAIEH EY

2 Ao ZAF tidel digk IEAIRH 548 AR
H <Table 1>3} 2t} AdH-2 HAdo] 2674 (53.2%), <4<l
2357 (46.8%) 2.2 o] of ol Hlgl| w2 H]E&S AA|F
ok A= 30394171 2137 (42.4%) 2.2 7 Bter,
404947} 15778 (31.3%), 20294171 7578 (14.9%), 50594 7}
5778 (11.4%), 60M ©]’dS 09 (0%) o2 Yelstth oS
FEe sty £¢0] 3619 (71.9%)0-2 7P ek, tist
o ool 81 (16.1%), FEdl &0l 38 (7.6%), 1LE ©]
S 227(4.4%) o2 UERTE A AFRAEE] E 0]
2619 (52.0%) 02 71 B9k, A& o] 789 (15.5%), 1A

<Table 1> General characteristics of the subjects

Classification n=216 %
Male 267 532
Gender i cal 235 46.8

2029 75

3039 213 14423
Age (year) 4049 157 313
5059 57 11' 4

60 and over 0 ’
High school 22 44
. College 38 7.6
Education ;4 ersity 361 71.9
Over Graduate school 81 16.1
Sales/Service 17 34
Office/Management 261 52.0
Professionals 78 15.5
Ownership 22 404
Job Financial 6 1.2
© Manufacturing business 9 1.8
Housewife 54 10.8
Government Staff 23 4.6
Students 15 3.0
Ohters 17 34
Under 200 47 94
200300 86 17.1
Monthly income 300400 116 23.1
(10,000won) 400500 76 15.1
500 600 77 15.3
600 and over 100 19.9
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FHIT 547(10.8%), 2F/FF-Do] 237 (4.6%), AFHS
20 (4.4%), /8| 2= 179 (3.4%), 71ER= 179 (3.4%),
AL 159 (3.0%), AU 9H(1.8%), F5dS 69
(12%) o2 YeRITE 9 He 252 3009Hd ©)/d4005T
2 wvlo] 1169 (23.1%)0.2 717 Wkar, 6003+ o]Ato]
1007 (19.9%), 2005+ ©]243007+¢ v 9 8678 (17.1%),
5009H ©]A6009H] mIRRe 77 (15.3%), 4007+ ©]4+500
T ek & 769 (15.1%), 2009H mRk 479(9.4%) <O
2 ZAE AT
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< Table 2> Definition of fine dining restaurant

Word Length Count Perzz:tihgiecz%)
Restaurant (H2=E%) 4 161 1.13
Food (&2 3 119 0.84
Dining (t}0]4) 3 91 0.64
Thinking (3ZFeTh 590 0.63
Special (5H¢h 3 88 0.62
Luxurious (2LH2-8]%) 5 76 0.53
Think (JZFetth) 4 61 043
As a restaurant (F|2ZEFO ) 6 60 0.42
Food (+2]°]) 3 58 0.41
A restaurant (d2=EHo]2}aL) 7 55 0.39
Atmosphere (&$171) 3 55 0.39
Meals (2AHE) 3 48 0.34
Food (+2]9]) 3 48 0.34
Variety (CF43h) 3 47 0.33
Restaurants (H]=E%-2) 5 45 0.32
Coming out (L-2%) 3 41 0.29
Price (7}4°]) 3 40 0.28
Luxurious (2L&2=%H L) 5 39 0.27
Service (AH]2=&) 4 39 0.27
Not that, but (¢}H2}) 3 38 027
Provided by (A|-83=) 4 38 0.27
Fresh (A1413h) 3 37 0.26
Cooking (£.2]%) 3036 025
Place (320]2}) 4 35 0.25
And (723) 3 4 024
Delicious (3t1=) 3 34 0.24
Atmosphere (%1717} 4 34 0.24
Service (AH]22) 3 31 022
With ingredients (A 5.2}) 3 31 022
Restaurant is (B]=EH©]) 5 29 0.20
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<Figure 1> Definition of fine dining restaurant word cloud
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<Table 3> Use motivation of fine dining restaurant

Word

Length Count

Special (583h

Food (£219)

Restaurant (H|~E%)
Dining (t+°]'d)

Thinking (8ZFgTh
Restaurants (H]2=EH2)
Luxurious (ZF222]2)
Atmosphere (Z171)
Meals (HA1E)

Think (8Z}$Hc})

Food (&2]°])

Variety (C}43H)

Price (7F4¢])

Fodd (&219])

Delicious (33J)

As a restaurant (H|-EHOZ)
Atmosphere (17171
Service (AH]2=E)

A restaurant (d|=EZo]2}aL)
Because of (Wll)

And (22)7)

Luxurious (252> 1)
Coming out (L}2=)
Cooking (8.2]&)

Want to (31014])

Not that, but (¢F2})
Service (AH]22)

Time (A17+2)

Provided by (A]83=)
Restaurant is (B]|2=E&©])

DN B W W W W WWULWWOrse OO WWWWWheWWWLOUEn WR WW

Weighted
Percentage (%)
208 0.90
201 0.87
177 0.77
153 0.67
110 0.48
105 0.46
101 0.44
91 0.40
84 0.37
74 0.32
72 0.31
69 0.30
65 0.28
63 0.27
62 0.27
61 0.27
59 0.26
58 0.25
56 0.24
49 0.21
48 0.21
46 0.20
46 0.20
44 0.19
43 0.19
43 0.19
41 0.18
41 0.18
40 0.17

0.17
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<Figure 2> Use of motivation fine dining restaurant word cloud
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<Table 4> Benefits of use fine dining restaurant

Word Length Count PerZZiltiz teei% )
Food (S22 3 283 0.90
Special (523 3 266 0.84
Restaurant (F2=E%) 4 199 0.63
Dining (T}o]d) 3 192 0.61
Restaurant is (H|2=EZ-S) 5 133 0.42
Variety (CF8h) 3 12 0.39
Thinking (323 Th 5 120 0.38
Atmosphere (£%171) 3 119 0.38
Luxurious (ALH52=2]-%) 5 116 037
Service (AH]2=E) 4 115 0.37
Meals (2JAFE) 3 104 0.33
Think (J7+gkc}) 4 96 0.30
Food (&2]°]) 3 8 028
Price (7}4°]) 3 88 0.28
Foods (&2]9]) 387 028
Delicious (%)) 3 86 0.27
Atmosphere (217171 4 76 0.24
Because of (Wil 3 75 0.24
Service (AH]22) 3 75 0.24
And (22]%) 30071 023
Have (101A4) 3 66 0.21
As a Restaurant (H|2=EHO2) 6 63 0.20
Newness (M Z-&) 3 61 0.19
A restaurant (B =Eo]2kaL) 7 56 0.18
Atmosphere (E%1715) 4 54 0.17
The same (24T} 4 53 0.17
Luxurious (2L#2=%3L) 5 53 0.17
Atmosphere (E%1719141) 5 52 0.17
Times (A17+2) 3 0.17
Coming out (L2 3 51 0.16
A OEBHL| T}
A ESS
= B4 S
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= | D AAL
o =0l ol 24 ot Cf
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<Figure 3> Benefits of use fine dining restaurants word cloud

45900 2 7P =gkom HlAER 4514, B97] 3014, &
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o] NVivo 11. 4 #5 EN=Zz233 B4 A3E <Table
5>of AA|Eo] Ut} <Table 550 71 PY=S BHH, 320
540002 7HE 2 AHE YERon, H2EH 5169,
AZrgict 311, 5 2968, AU 2 2861, Thold 2359,
7HA 2189, 9171 2189, TtheFet 1308, 2AF 1249, 31
2818 1199, wZo] 1184, 3= 929 & o2 Yepsith
<Figure 4> F£Q 34 7|9 =8 =213} slo] Y= Fhe-

<Table 5> Loss of use of fine dining restaurant

Word Length Count Perzz:tihg?%%)
Food (&4 3 301 0.74
Special (5*8%h 3 296 0.73
Dining (t}0]4) 3 235 0.58
Restaurant (A =E%) 4 225 0.56
Price (7}4°]) 3 218 0.54
Restaurant is (H2=E%-2) 5 156 0.39
Atmosphere (&$171) 3 132 033
Service (AB]2=5 4 132 033
Variety (CF33H) 30130 032
Thinking (3ZFThH 5 128 032
Foods (£21<]) 3 128 0.32
Meals (AIAFS) 30 124 031
Luxurious (ZLF222]-%) 5 119 0.29
Because of (WiZ-°l) 3 118 0.29
Think 2§z}t 4 114 0.28
Food (&4]9]) 3001 027
Delicious (SF)& 3 92 0.23
And (Z8]3) 3 86 0.21
Atmosphere (£%17171 4 86 0.21
Service (X18]2) 3 86 0.21
Have (314141) 3 80 0.20
The restaurant (B|2=EZol) 5 72 0.18
Think (32}o]) 36 0.17
Service (A8]2~7}) 4 68 0.17
The same (Z55HTh 4 66 0.16
New MZ%) 3 66 0.16
There is (JFHTH 4 64 0.16
The feeling is (=7 °]) 3 63 0.16
As a restaurant (B|2EHO ) 6 63 0.16
Times (A17+) 3 62 0.15
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<Figure 4> Loss of use of fine dining restaurant word cloud
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