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A Study on the selecting behavior of restaurant by segmental group
based on foodservice motivation
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Professor, Division of Hotel Foodservice Culinary, Gwangju University
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Abstract This study was conducted to classify segmental group based on the factors of foodservice
motivation and then conducted a survey for one month from July 15 to August 14, 2021 to analyze the
influence of demographic characteristics, usage behavior, and motivation on eating out choice
behavior. A total of 310 copies were used for empirical analysis. The result is as follows. First, males
showed higher task type than females, and females showed higher number of change type, gastronomic
type, and fit type. Second, in demographic characteristics, all groups showed strong motivation for
foodservice in married people aged 31—40 and 41—50. Third, in the restaurant selecting behavior
difference between the segmental groups according to the motivation for foodservice the most
preferred menu was korean food for fit type, gourmet type, duty type and western food was the highest
in the change type. Fourth, in the ordering method of difference in restaurant selecting behavior
among segmental groups, all four groups showed higher order type than unlimited type or buffets type.
The limitations of this study are limited to the food field and analysis should be done, but the results
of the study on specific food items have not been obtained. Therefore, it is hoped that the future
research will be conducted by designating specific food fields.
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A% A3 A S HA
1799 (57.7%), AEARANME 7] 2149(69.0%), 2=
So A 201-3007H 138%8(44.5%), AHM =
41-504] 759, 714 A5 e vl 32 1149
(36.8%),714 Azt 7FA0 A= 30,000—40,0000]3F
959 (30.6%), 20,000—30,0000]3} 789 (25.2%), FHE-H}t
Aol A= F5-4] 221H(71.3%) 0] 7o) Vel

4.2 BF34d 2 A9 1A

Table 1. Foodserivce motivation

F Item F-1 E v ©
To eat a variety of delicious | -89
dishes
To eat special food -895
Gour . |5.712 |33.600 |.889
met | To eat seasonal food 758
It's consistent with the food | -758
trend of recent times
To dine with co—workers .845
To celebrate a special day -839
Duty -, | 2.775 | 16.324| 851
For entertaining guests 752

To get away from everyday life| -748

Because it is suitable for an | -866
event venue

Because the family enjoys it | -794
Happ
iness | Because the atmosphere of 778
the restaurant is friendly

1.751|10.301.789

Because the food quality is .587
excellent for the price.

Because it was advertised .847

Because people around you

Re se it a lot 822
taﬁ‘ﬁl us : 1.110 | 6.531 |.759
Because it is recommended by
the reputation of the 770
surroundings
For a change of mood .832
Chan 1.020 | 6.001 |.722
g€ ITo eat easily 782
KMO=.862, Bartlett's test=4456.157 p=.000,

Total Cumulative Variance=72.757

9QaE7E Ay BRE il
257 177 A5 gk 4884 (Principle
component analysis)< AA]SFAA Varimax®¥2] 2
Aesld L BA A= Table 13} 2l AAEEH L
72.757% % UEhg o, KMOgkS 8622 A4dE&
o]z o, Bartlett +FAH HA pat o
4456.157(.000) 0. & e} fro) S vER L Tk

Z4zke] g<loll uigh AlEAAS A7 Hshe]
Cronbach’s a5 AES A7} 2] =2(.889), AF
(.851), 2Aa(.789), B¥H.759), W3H.722) = Z5F &
A 7Fse R EfdEs) AR ) SRSty B
T Utk

914 Azl B3k Q9L Table 29 tt.
Bartlett 773 74 pgk &4] 811.367(.000) .= L&}
U froehs Yehlla glom, Zzhe] g9lell tidt Alg]
A& AF37] f15He] Cronbach's aAlFE HES 2
¥} 874F EfFEe} 21F =0t SR EG VAL B 4 9l

>

ol

Table 2. Restaurant selection behavior

F Item F-1 15 Vv ©

The appearance and atmosphere
of the restaurant are excellent, so| .768
it will be chosen first

The service and atmosphere of
the staff are excellent, so you will| .859
be given priority.

The quality of the food is
excellent and will be a priority for| .887 | 3.143 | 39.287 | .874

beha .
the next time

vior
The facilities and interior of the
restaurant are clean, so we will | .892
choose it as a priority next time

It will be selected first because it
is excellent in indoor environment| .902
and sanitation

KMO=.725, Bartlett's test=811.367
Total Cumulative Variance=82.297

#H(high), M(medium), L(low)

p=.000,
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Table 3. Segmental group

N=73 N=131 N=79 N=27
Factor Duty Change | Gourmet | Suitable | F P
types types types types
3.21 3.53 3.88 3.82 A
Gourmet D) oD an a0 2.625| 0.45%
! 3.33 4.08 3.71 280 [, cnil nees
iy oy | oan | oan | oay  |RORE 05
) 3.10 3.92 3.57 4.45 »
Happiness R o) o) () 3.782| .00 1
. 3.10 3.94 2.60 4.16 R »
Reputation R o) k5 () 3.125] .003x*x
3.23 4.15 3.75 4.81 R R
Change |y @y | oap | @ |3966) 009

4.4 7VAAF

441 921E71e) wE AREFHATE JIFE AR EA

AR A7 AFBALH EAJ ] Afo]E Lolr 7] ¢
gk wxHEA o] A¥= Table 494 2t} AW (p<.001),
AEAR(p<.001), HHFA5(p<.01), S1#H (p<.001)°]l
Al Frefgh xfol7t i AR T 4719 ARy
T el mE FEA A wde] 42(42.2%)8
o & o4 31(30.8%)W K} Fokon WslHE o4
71(75.6%), F4 31(33.4%)4, A=gtde JA
48(45.6%), ©17931(33.4%)™, 4332 Fd 18(15.6%)
™, o34 9(114%)B o2 AAF ol A o] Ege
), 7} Fehd fogh 2jol & Holal grh(xe= 126.444,
p=.000xsx).

A& ol M FolA] G732 71-E0] 53(50.4%)
o7 uE 20(22.6%)8 KU} Eokon, WMl
71E 84(90.4%)'8, VIE 47(40.6%)', A= =
7)E 56(54.5%) ', M 23(245%)™, HA&HolME= 7]
F 21(18.6%)™, ME 6(84%)H oz 7o) AAH o=
v Er) Egkon 7h Feh folgk xjo] 5 Kol gl
Th(x?= 186.089, p=.000xxx).

254 mE FY9A gFEL 201-3007H
33(32.5%)%, 101-2009+9) 14(14.8%)%, 401-600%F
A 12(12.0%)%, 100%+de]a} 4(5.2%)™, 6017-o]
4(3.8%)9 o= YERRLaL, Wkl A& 401-500%F
2 33(32.5%)™, 301-400%H 26(26.6%)9, A =2t
ol A= 301-4009H 35(36.2%)™, 401—-500%H
16(16.1%)™, Aol = 201-3005+111(12.0%) 3,
101-200%H] 7(5.5%)7 =o2 e, 7F Ao &
93k 2po] & wola rh(xt= 89.652, p=.003*x).

Aol w2 FHol AFE 16(17.7%)7, 314 ©]
& 16(16.5%)%, Wt A= 51-60A1 35(29.6%)9,
41-504] 31(31.7%)™, 21%=2+8 31—404] 24(17.8%)
™, 41-50A4] 22(19.1%)9W, APl = 614 o]
10(6.1%)™, 41-50A41] 6(6.5%)™ =02 Vehda, 2+ gt
W frofgh 2fo)E Hela QIrh(xe= 270.661, p=.000%+*).

4.4.2 Q2570 w2 ABEH G o8-

AEREZE o] & e ApolE dolry] 9§k k-
20] A= Table 59 2th 21570 w2 A2t
2 ol gz 7P A sshs vl (p<.01), 7HE A 5st
= 7FA(p<.01), =421 (p<.001), S1E1E]o](p<.001)°]l
A @ ztel7t e AR vEhwth

Table 4. Demographic characteristics of segmental groups according to foodservice motivation

D= Ttem N=73 N=131 N=79 N=27 9
Characteristics ¢ Duty types Change types Gourmet types Suitable types @
Gend Male 31(30.8%) 60(55.4) 31(33.4%) 9(11.4%) 126.444
sender Female 42(42.2%) 71(75.6%) 48(45.6%) 18(15.6%) (.000%#+)
Marri Single 20(22.6%) 47(40.6%) 23(24.5%) 6(8.4%) 186.089
amage Married 53(50.4%) 84(90.4%) 56(54.5%) 21(18.6%) (.000%#+)
Less than 100won 4(5.2%) 9(9.3%) 7(5.6%) 2(1.9%)
101—200won 14(14.8%) 23(21.6%) 7(5.1%) 7(5.5%)

I 201-300won 33(32.5%) 6(8.5%) 4(4.1%) 11(12.0%) 89.652
neome 301-400won 6(4.7%) 26(26.6%) 35(36.2%) 1(1.7%) (.003%#)
401-500won 12(12.0%) 59(58.3%) 16(16.1%) 5(4.4%)

More than 501won 4(3.8%) 8(6.8%) 10(13.0%) 1(1.4%)
20—30year old 13(15.1%) 27(27.0%) 20(16.3%) 4(5.6%)
31—40year old 15(16.5%) 26(29.6%) 24(17.8%) 5(6.1%) 270.661
Adge 41—50year old 16(17.7%) 31(31.7%) 22(19.1%) 6(6.5%) ( 006***)
51—60year old 13(7.3%) 35(29.6%) 4(7.9%) 2(2.4%) '
More than 61lyear old 16(16.5%) 12(13.1%) 9(17.8%) 10(6.1%)
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Table 5. Differences by usage behavior among segmental groups

Selection Ttem N=73 N=131 N=79 N=27 9
behavior Duty types Change types Gourmet types Suitable types %
Korean food 22(26.8%) 31(30.8) 30(29.1) 14(9.9)
Most Western food 14(17.2%) 48(48.2) 21(18.6) 7(604) 47.340
preferred Japanese food 13(11.3%) 20(22.8) 8(12.2) 2(4.2) ( 069**)
menu to do Chinese food 17(12.7%) 25(20.3) 14(13.8) 3(4.7) '
Buffet food 7(4.9%) 7(8.9) 6(5.4) 1(1.8)
Less than 10,000 8)8.2%) 16(14.8%) 7(8.9%) 4(3.0%)
Most 10,000—19,900won 14(13.4%) 35(33.0%) 14(14.5%) 8(5.0%)
. f;r a 20,000—29,900won 32(22.4%) 20(24.1%) 25(19.9%) 6(6.8%) 56.415
P eriec: 30,000—39,900won 12(18.4%) 35(40.1%) 22(24.2%) 6(8.3%) (.001%)
p 30,000—49,900won 3(5.4%) 13(9.7%) 5(5.9%) 2(2.0%)
More than 50,000 4(73.0%) 12(9.3%) 6(5.6%) 1(1.9%)
Order Order 53(52.0%) 96(93.4%) 57(56.3%) 15(19.2%) 186.089
method Unlimited refills 10(17.2%) 18(22.0%) 14(13.3%) 10(4.5%) ( 00(‘)***)
Buffet types 10(8.7%) 17(15.6%) 8(9.4%) 2(3.2%) :
Public interior 10(12.7%) 55(55.8%) 32(33.6%) 9(11.5%)
Interior luxury interior 20(23.5%) 25(22.8%) 15(13.8%) 4(4.7%) 196.159
traditional interior 36(31.1%) 41(42.3%) 25(25.5%) 1(2.1%) (.000x*x)
peasant interior 7(5.7%) 10(10.1%) 7(6.1%) 13(8.7%)
7P TERE vlirol ] dFEol e 34 22(26.8%) ol A(+)9] JEE vHE AoE ekt

o, T2 17(12.7%)7, A8l A= oF2 48(48.2)™8

312] 31(30.8%),

===

Al T:E]-aﬂoﬂ/q__

gh2] 30(29.1), Oobi].

21(18.6), A3a-S 3h4] 14(9.9), 92 7(600)H &

T2 16(19.2%)8 0% TEA 0% EA VEkR,

4 9% slew ebda A

o, weA AEse g

gt 7%

o 712
= 9 AEes

Table 6. The effect of foodservice motivation on the

selection behavior of restaurants

Ql

o7 yepdth 7P Mdsshks 7HdAME M E ~ Non | Co | B
20,000—29,900°18} 32(22.4%)%, 10,000-19,900 14(13.4%) Vania | Factor g | S| g ¢ P
3, WISk 10,000-19,900018F 35(33.0%)78, 4=t (constant) | .244 e;"; 2.006 046
20,000—29,900°]3} 25(19.9%)™, 30,000—39,900°]3} Gourmet | 028 | 023 | 027 | 986 525
22(24.2%)%8, A& elIX= 10,000-19,900013} 8(5.0%) gteli)enc Duty 268 | .030 | .306 | 9.051 | 000w
30,000—39,900013} 6(8.3%)™ <=O. & VyElgth FE3 ‘zfgra Suitable | .037 | .042 | .039 | .887 376
Ele] Sadoll A QB R 53(52.09%), WIkE R Reputation | .230 | .018 | .352 | 12.539 | .000ws
296(93.4%), Aweks] =RA57(56.3%)9, e Change 383 | 043 | 457 | 9.007 | .000
R2=.835 Adjust R2=.832 F =308.686  P=.000

(p<.001), ¢!

1e]2]0}(p<.001)9IA Fr2l3t 2ol 7} gl
o2 et} 71439 4% 771 21H A el

gElo]o] F3olA J73 dEdduE e 36(311%)
i, W3ty gF24 AdelElo] 55(55.8%), A%k o 4.4.4 7Hde] oigt A3}
F7 <lelE]o] 32(33.6%)9, AEY tlFd el AR oJstel FMdTANE ejshd 711
9(11.5%) 78] =7 L}E}Mﬁ}. QA 57o] i AR AT EAFHEL LS Froldh
zpol7b A& AoltholA AW(p<.001), AER
443 2177 2 AEidbEel wixhs Al (p<.001), YRS (p<.01), E(p<.00D)A Freldh
A E7e] whe AR 94 el vx)  ZFel7k Al Ae® LPEPM
= JIUAS 153 23 Table 63 2ot 3728 9] 7Hd29) @25 7)o w2 AUt o] S E =
AE7FAS AS8HE FRES 308.686 2 LS. oJ%t ato] 7} gl& Blofrhell A ARt o8- efd A}
R2=.835 , °4R2=.832, P=0002.% -2]Z=5=(p<0. o1)oﬂ o] & golry] 913 waREA] o] A= Table 59 2T
N BAHoR fola L /e o depgtr %6 mE ARzt ol g e vH deshs
o457 F I, B, Mk p<0019] folsel WA (p<.01), 7HE A=k 744 (p<.01), Z‘“H“ﬁ

_L,



b 2ae

w7, A1

°©

o

g A 165
).

o =

7

s
UHX

12 BA1E S

3

A}

p

L

A

p

L

3

e

2] 2571 7]

o, Wsk= p<0019] o)l A

2] A3 (repositioning)

hyA
st

A

o
o=

A, AR, 7

L
L

914571

!

o
2

.

2] = 2
o]

1

~
=
N

Z
b, oksh Aalel
914
ZFA = 20,000—29,900

Al

AR 5 & o

=

=

|9} 1]

L

°©

o

az-5F7174(2014)
R

)
o}

¥

glol 7K Q= Ak A
k<]

&lo

=
ul
h
&l

=

al
=
AR I:]—-
A7 7}
= O
K3
=

1=
=
o]

-1947+(2016)
ATH 371.
Jol 3

L

]_

A
23

q

9l
Lrehd a

p
L

=
3} 7}

KeX
=

L
I

I,
| = A

ol e} Tk ol

o
A

AR 4 ol

al

A

2]
A
e |

A w9k, A 9149591004 9]
pei, 7

ol 914 Al 7Hg Hs

°©

A

=

bl

°©

B

S

AT

=

L

7%

Qo] Az}

$7182

H

7F =17]

53
st

v} 36]. wEbA

gl +84]

oI}, wepA 214

p

L

&l

]_

il

we}A )

°©

]

A

& oago] B veke. ole]

=

Y54, <]

=
€l
= 1

=

ox

B!

—~
o

pal

L3

oAl F

L
=

=

Zoltt.
au] g =t

foig
=
[

L

]_

SIERE I

°©

i}
=

1}

afoF

5

1978 A4

i

SfarA}

e
A

S

=}
s

L

l':__
A

o

A, AREEERE o] 8- B A Zfol o] Tl A 4

HIA7F 74 =74

A el A
2 9149

=

o]
=]&}k

200y, 50tl], 60t Xt} 300y, 40t)

L
L

olt}. At 270 992 A -] Ak
31—40A, 41-50412] 7]

2 e o]



166 TAE§RFAT A209 A4S

223} FHA Agnche Y AARE ol8e AT A AR ARl olv] FAAL ' REAIY
3 7HA7F e FEA Al AEe AljbEth £ Wk o AFERl el BElE sha e ok
A, 9215 7|7F €21 deldllEel X g3 gk 879 9G] S ute viAY HERs AAE
AollA @4, B3, Wske 23] deesel S vl 7t 9lo] AR 7T ' Aew AbaETh
Ale Ao veputon, Awmeta Agke 7]174EH ) B Al AR, SHE ARl AP el = BTekar
ol#A 717t olfrE @A XA Ak TSR Aol AN, AA, EHFET duE g5t
B2 S vSAE v 588 Aol 52el A of BAo] o] Fof Aok apAnt thdet 4F T AElEC]
o] 9535 Kgtthe AS vl Qi wiEkA] AE EAlskE dFSAd 58 dsAd JAE e
Hzt o] §F oM 71 daste mlwrt 2ol Szo] = st EASAEE tigte] AT ARE 9A R
2ol ATAS sl AFelM A= AARE Stk A, A Yol FFEIAE dde® 9l
AR EE FESAS JPEste] AHRTE AAL A QA A wiigel] -Elvket A Ao A gste] dratrlddls A7)
rerehst 7HAE =2 4 JF dfjoF & Flojrh An] qlvka B Qlvk whebA 35 Aol e A HE
FATAFA(2014) S A BAES o83 P 95 AFH o Holau 54 SARokE AAs 74
A Al AF ARl QS YA d11an[40], ARl A7t o] FojA A niwitt
HAH(2019)2 A He] Frgr2 aige] 2AL Al 4
A, A o m JaFs T ARAR] 93k ghrar
A 41] REFERENCES
2 ATE EEte] v 22 AR AR S 95
I Ao} A Ae A e gy gkl e == [1] S. S. Hong. (2013). The Study of Relation between Life

Style of Dining—out Consumers and Menu Selection

7;(]—/‘\_{_ ——‘_‘:—__74._0A(3_]_;(§_L0ﬂ"7 QA 7]= —
I sh= 2 E_ 15 O]—/TJ_’ 14 1= 31-40 Attributes in Korean Restaurants. Kyunghee University
A, 41-50419] 71Ex17) o So] 925717t sk A Mater's thesis.
o8 Yehgdth diES23E o8kt ke 2HAE [2] K. H. Choi & D. H. Bang. (2017). The Segmentation of
Lo BAT AN 9= AxlHUE gl EAl 9= o Customers Dining Out: An Application of Latent Class
o 1 o o o = Analysis(LCA). Tourism Research, 41(4), 131—149.
e ASIThE 2 A HATh ol Tile] A DOI : 10.17086/JTS.2017.41.4.131.149
AP el glof mol7] el el E s [3] K. W. Nam & S. H. Lim. (2011). The Relationship
AR = 71A0] a1 FAS A o] W EiRE & between Golf Practice Range Customers’ Brand
2 < o = Personality and Brand Preference and Consumption

]?]Z]— WA ATl s RV1E 24 sl Pattern. The Korean Journal of Sport, 9(3), 47—58.
g Aejrt. UCI : G704—SER000001967.2011.9.3.030

Bg AR oy Yl SRt [4] J. H. Park & L H. Jang. (2012). A Study on the
A AFE= Ao Hol AHAEL A =0 A2 Difference in Selection attributes and Behavioral

Intention for Korean Restaurant by Motivation for Eat

= . ° Out: Centered around Korean restaurants in Daejeon
A A FAe] @]alxAe] o] xfolE A L Area. Journal of Hospitality and Tourism Studies, 44,
201—-213
=7 ©] .
E]— - ”‘E]—' UCI : G704-001700.2012.14.1.001
QA =T oA Alzgke 7]17}o] H 9=, o] EAle
14% ](iﬂ 1 AR 717e] =51, o el (6] M. H. Kim, L. H. Kim., & E. J. Song. (2013). Analysis of
YA - EL2 2¥RIA 7HRE 4] Z3ths A& the Types of Baby Boomers according to Dining—out
UER T Q) whebd SESAn) ke AaE, FHxA Con§umption Pattern. The Foodservice Management
e o1 oo o Society of Korea, 16(5), 27—48.
o2 F 7 3l w4 Adssith UCI : G704—SER000002017.2013.16.5.011
S = 125715 7122 & (6]

s G. J. Kim. (2013). A study on the service quality of

Ho] AFEL = hotel buffet restaurant and Korean buffet restaurant:
° Kano model and Timko customer satisfaction

coefficient applied. Journal of Tourism Management

sfols} Research, (89), 615—635.

DOI @ 10.18604/tmro.2019.23.3.30

<2
)
H
)

= £

d oo
re
-
r

o 2124 [7] S. M. Yun., K. Y. Jung.,, & H. S. Han. (2015). Impact of

SIS
ik
ol
ol
32
N



o] 25710 7]%

pil

3 ARgEd 944 AEaaEe) B AT

167

Service Quality and Customer Satisfaction on
Behavioral Intentions in Bakery Cafe: Testing the
moderating role of alternative attractiveness and the
Mediating Role of Brand Image. review of Journal of
Tourism Science, 39(7), 141—-161.

DOI : 10.17086/JTS.2015.39.7.141.161

[8] Y. K. Ha & H. S. Kim. (2017). The Effects of Service
Quality on Referral Intention in theHotel Restaurants:
Moderating Effects of Alternative Attractiveness.
Tourism Research, 42(2), 221—238.

[9] H. Y. Kim. (2015). Effects of Restaurant Selection
Attributes by Foodservice Consumption Propensity on
Customers’ Behavioral Intentions of Silver Generation.
Hansung University Master's Thisis.

[10] H. Jeong & Y. K. Kim., & Y. G. Kim. (2015). Hotel
restaurant with a customer™s behavioral intention:
focusing on the hotel restaurant customers in
Shandong province in China. Korean Tourism
Research, 30(3), 451—463.

UCI : G704-000941.2015.30.3.023

[11] H.J. Jeon & J. J. Lee. (2014). A Study on Eating Out
Motivation and Eating Out Consuming Behavior of
Married Women by Economic Activity. International
Journal of Tourism Management and Sciences, 29(3),
41-60.

UCI © G704-000941.2014.29.3.009

[12] J. C. Ko. (2007). A study on the effect of eating out
motivation on consumption emotion and satisfaction.

Kyung Hee University Master's Thesis.

[13] Crompton, J. L. (1979). Motivations for pleasure

vacation. Annals of Tourism Research, 6(4), 408—424.

[14] Khan, M. A. (1991). Concepts
Operations and Management. New

Nostrand Reinhald. 18—38.

of Foodservice
York:  Van

[15] J. W. Ko., H. J. Song., & j. R. Woo. (2007). Segmenting
Female Customers Market Visiting Family Restaurant
through Eating Out Motivation. Journal of Foodservice

Management, 10(1), 71—89.

[16] D. W. Lee., H. R. Lee.,, & W. O. Lee. (2012). The
Analysis of the Market Segmentation by Selection
Attribute and Use Motivation of Local Traditional
Food Consumer. Journal of Foodservice Management
Society of Korea, 15(1), 49—71.

UCI : G704—SER000002017.2012.15.1.015

[17] H. W. Do & K. S. Han. (2017). Conceptualization of
motives, benefits and losses of fine dining restaurants.
The Tourism Sciences Society of Korea, 82, 90—94.

UCI : 1410—ECN—-0102—-2018—-300—003984954

[18] S. O. Ham & H. Y. Moon. (2017). Customers®
dining—out motives, menu satisfaction, and restaurant
satisfaction in Korean buffet restaurants: a mediating
effect of menu satisfaction. Korean Journal of
Hospitality & Tourism, 26(4), 53—69.

DOI : 10.24992/KJHT.2017.06.26.04.53.

[19] J. H. Hwang & S. B Lee. (2009). Canonical

[20]

[21]

[22]

[23

[24

[25

[26]

[27

[28

[29

w
(=)

[31]

[32

Correlation Between Motivation for Dinging—Out and
Restaurant Choice Attribute by Family Life Cycle.
Journal of Hospitality and Tourism Studies, 11(2),
163—175.

J. C. Ha & D. H. Lee. (2010). Marketing Research
Practice Note 3. Paju: Edam Books.

Kotler, P & Bloom, P. N. (1984). Marketing
Professional Services. New Jersey: Prentice Hall.

K. H. Choi. (2017). The effect of the expansion of
franchise stores on employment in the food service
industry. Korea Labor Institute.

Smith, W. R. (1956). Product Differentiation and
Market  Segmentation as  Alternative  Marketing
Strategies. Journal of Marketing, 21(1), 3—8.

Dickson, P. R. (1982). Person—Situation:
Segmentation's Missing Link. Journal of Marketing,
46(4), 56—64.

Bonn, M. A. (1981). The Relative Utility of Social
demographics, Psycho graphic Scales and Benefit
Scales for Segmenting Pleasure Vacation Travel. Texas
A & M University Doctoral Dissertation.

H. C. Kim. (2014). A Study on Market Segmentation
Based on Motivation of Korean Local Food
Customers: Focus on Wando Tourists. Tourism
Research, 39(2), 1-16.

UCI G704—SER000009129.2014.39.2.001

Conner, M. T. (1993). Individualized measurement of
attitudes towards foods. Appetite, 20, 235—238.

Frust, T., Connors, M., Bisogni, C. A., Sobal, J., &
Winter—Falk, L. (1996). Food choice: a conceptual
model of the process. Appetite, 26(3), 247—266.

J. W. Jeong & G. C. Jeon. (2004). A study on the effect
of customers' choice attributes on Western cuisine on
sales promotion strategies. Korea Tourism
Information Research, 18, 45—62.

Morgan, M, S. (1993). Benefit Dimension of Midscale
Restaurant Chain. The  Cornell — Hotel — and
Administration Quarterly, 34(2), 75—85.

Cadotte, E. R & N. Trgeon. (1988). Key Factors in
Guest Satisfaction. The Cornell Hotel and Restaurant
Administration Quarterly, 28(4), 121—124.

Han, H & Ryu, K. (2009). The roles of the physical
environment, price  perception and  customer
satisfaction in determining customer loyalty in the
restaurant. Journal of Hospitality & Tourism Research,
33(4), 487-510.

MacLaurin. D. J & MacLaurin. (2000). Customer
Perceptions of Theme Restaurant on Singapore. The
Cornell Hotel and Administration Quarterly, 41(6),
75—85.

H. J. Jang. (2012). The Effect of Tourism Satisfaction
on Tourism Motivation and Selection Attributes in
Marine Sports Tourist. Korean Journal of Lesure,



168 TALEEFAT A209 A4S

Recreation & Park, 36(4), 97—110.
UCI : G704-001621.2012.36.4.003

[35] H. J. Jeon & J. J. Lee. (2014).A Study on Eating Out
Motivation and Eating Out Consuming Behavior of
Married Women by Economic Activity. International
Journal of Tourism Management and Sciences, 29(3),
41 - 60.

UCI : G704-000941.2014.29.3.009

[36] S. L Song. (2018). A Study on the Effect of Restaurant
Selection Attribute on Satisfaction According Gender:
Focused on One Person Households. Tourism
Research, 43(3), 97—113.

DOI : 10.32780/ktid0i.2018.43.3.97

[37] 1. S. Kuk & Y. K. Kim. (2016). A Case Study on the
Social Media Usage by Food Service Franchise Brands:
Focusing on the Comparison between South Korea
and USA. Journal of Foodservice Management, 19(1),
285—315.

UCI G704—SER000002017.2016.19.1.008

[38] H.J. Park & K. S. Ryu. (2014). The Effect of Restaurant
Service Quality on Customers' Emotive Value,
Cognitive Value, Satisfaction and Loyalty in Casual
Restaurants. Journal of Foodservice Management
Society of Korea, 17(5), 133—156.

UCI G704—SER000002017.2014.17.5.004

[39] J. H. Kim & S. B. Lee. (2017). The Effect of Perceived
Quality, Revisit Intention and Premium Payment
Intention on Korean Restaurants: Focused on
Mediation Effect of Experience Value. International
Journal of Tourism and Hospitality Research, 41(10),
145-163.

DOI : 10.17086/JTS.2017.41.10.145.163

[40] M. Y. Gwon., H. S. Ko., & J. Yang. (2014). A Study on
the Effect of Food Tourism Attitude and Food
Tourist’s Activity on Satisfaction and Behavioral
Intention. Regional industry review, 37(2), 263—286.
UCI G704—SER000003098.2014.37.2.002

[41] H. C. Kim. (2019). A study on the effect of image of
local food on emotional image and cognitive image of
tourist destination: focused on Busan area. The Academy
of Korea Hospitality & Tourism, 21(1), 186—199.

DOI : 10.31667/jhts.2019.2.78.186

7 9 3] (Young Hee Kim) Pl

20199 29 @ FFoiR gl A%
&t MAEY

-2021d ~ @A) ¢ sde) ] eta
A

© FAEOR L gAY, =9

- E—Malil : sonayl096@hanmail.net




