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Theme Analysis of Foodservice Research on Dangol
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Abstract: “Dangol” is a native Korean word originating from 18 century folklore. Dangol is often used as a keyword and term
in consumer marketing and foodservice industry research. However, a variety of other terms have also been used to express the
concept of Dangol, including loyalty, brand loyalty, Choongsung, Choongsung level, loyal customer, Dangol customer, Dangol
intention, and store loyalty. Due to a lack of clear conceptualizations of Dangol, terms such as Dangol, Choongsung, and loyalty

are often mixed in their use, even in a single study. This study confirmed whether Dangol is being used interchangeably with

loyalty in domestic literature by applying an integrated literature review of studies found on Google Scholar. Of the studies that

have been published since 1990, 219 studies were analyzed. The first analysis yielded eight research keywords related to

Dangol. Dangol intention, Dangol doctor, and Dangol faith were the most commonly used at 18.2%, followed by Dangol
customer and Dangol relationship at 13.6%. The second analysis yielded nine research keywords related to loyalty. Out of the
99 cases, loyalty program occurred most frequently at 46%, followed by loyalty at 20%. The third analysis yielded 22 research

keywords related to Choongsung in total. Customer Choongsung was most frequent at 28%, followed by trademark

Choongsung at 14%. Finally, the results of the content analysis on Dangol was summarized as “designated relationship for

business transaction and the relationship between the seller”, “the customer when a single transactional relationship is

established continuously”.
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Table 1. Search Condition

No. Division Search Condition

1 Search engine Google Scholar

2 Search keyword Dangol, Choongsung, Loyalty

3 Search scope Search in titles

4 Search year 1990-2020

5 Search condition per keyword Not including bibliographic information

6 Reason for exclusion Keywords in accounting, medicine, and natural sciences
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Fig. 1. Research keywords related to Dangol
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Fig. 2. Research keywords related to Loyalty

Research keywords related to Choongsung
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Fig. 3. Research keywords related to Choongsung
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Table 2. Content Analysis of Dangol Research

Author keyword Concept References Approach/ Theory
Kim & Lee Dangol  An especially important asset for a company to sustain a
(2004) customer  competitive edge

Chang et al. Dangol

Repurchase intention and the likelihood of revisiting by

Mehrabian & Russell
(1974); Baker et al.

(2005) intention  consumers who have made a purchase (2002): Kim (2002)
Choongsung level
Koo Dangol A prereqlflslte? for .the purchasmg behav1qr and the Bloemer & Kasper Psychological commitment
. . consumer’s disposition manifested according to Personal value
(2006) intention (1995) ..
preferences or temperament Store association
Dangol intention
Kim et al. Dangol  An alternative indicator of purchasing behavior that can Bloemer & Kasper Choongsung level
(2010) intention  predict the consumer’s future behavior (1995) Psychological commitment
A prerequisite for purchasing behavior and the
Kim et al. Dangol  consumer’s disposition manifested according to Bloemer & Kasper
(2011) intention  preferences or intentions, an important indicator that (1995)
predicts the consumer’s future behavior
Park The relationship between the seller and the customer
2013) Dangol  (consumer) when a single transactional relationship is Kim (1980)

established continuously

A designated relationship or person for business translation

Perceived value

8828) Dangol  and a steady customer from whom marketing that exceeds Choongsung level
that from Choongsung customers can be expected Repurchase behavior
A restaurant to which the customer has a high level of . Psych.olo‘glcal.ownershlp
Dangol . . . . Pierce et al. Familiarity with place
) Restaurant psychological ownership, which motivates the customer (1992) Place identi
Kim & Guo to engage in a behavior that helps its success . . ty
(2020) Satisfaction

Dangol ~ Customers who show Choongsung for a specific

customer

restaurant as represented by revisiting or word of mouth
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Table 3. Dangol-Related Terms Used Interchangeably in the Titles and Content of Studies

Author Journal

Study Title

Study Content

“A Study of the Moderating Role of
International Journal of Psychological Ownership on the Relationships psychological ownership regarding a specific

Investigated whether Dangol customers’

Ki . . . ;
H?z(‘)g; Suo Tourism management among Customer Satisfaction, Place restaurant serves as a moderator in the
and service Commitment, Selective Matchmaking, and relationship between satisfaction and Choongsung
Active Voice” level
. . Empiricall ied th i i
Journal of “Loyal Customers and Their Experiences of mpiricaty stud.led the ne.gatlve emotions and
Kong &Rhee . N . behavioral reactions seen in customers after they
Consumer Negative Emotions in Case of Service . ..
(2007) . . . . . . . ,, perceive that Dangol customers are receiving
Studies Failures: Findings in the Financial Industries . . :
differentiated services compared to new customers
N Anal hether th ’s vol
The Korean “Effects of Customers’ Voluntary Participation na yze.d W ether the customer's voluntary
Chong & Yoo . . registration in loyalty programs affected store
Journal of in Patron Store Registration on the Purchase
(2019) .. - loyalty, such as the purchase amount and number
Advertising Behaviors
of purchases
. The Academy “The roles of satisfaction, trust and switching Id@tlﬁe@ the determinants of Dangol custorpers
Kim & Lee of Customer . . with a high level of Choongsung to stores in the
. . cost in customer loyalty: An examination of .
(2004) Satisfaction the relational customer eroun” beauty service industry and analyzed the
Management group relationships between these determinants

=
F{F

SNy

3 Kim & Lee (2004)= 54 AU 2HEE oj&3s

=] o5k FAIES FAske ArelM v

A AR LA S T2 o] At el 717E E<t
54 AUISAZE 50% o7, 5 103 W 5 53] o)
A2 ol W Feke v, UmA] ek dAEd
AN2A LR TSI 2 el whze] W9, TEAl A
& 717 Solide AR tidAke] el HQl Aol o]Es)i
ok ole w, SEad, e, dadA Sl A A
T gl lof Bakdt sl B A B ohzt e

AR,

GF Aol B HERNS] T WA BARE A7 AR
W B, 34, 29} TP AT S0 RS AT
A =3 5 el Al gl 9ol 9 Al A1 9Esk B

Zz
il ot
rf.{ M

7= vlebslgitt. Kong & Rhee 2007y 2§
Aol /‘W’WJH ol 7 0}4 t'xazq 7r

o] %
) $4
4

REEE] agz N Cdxw Foll Mol 2441
T} AL FAE &
ol smoﬂ sloine Bzaoldt ¥

J3sl ATE Y3 Chong & Yoo (2019)= ZEE

rg Mo
-
.=
<>l=0

z2agol w2o] ALHOE UTYEE 55T 45
Fojelst Fol3s Fo HE ZPEl) G vAEA B
Nk A7E Qs A7 AR gdoiM VIHE
F5o e e A0 Folrk HE W PrhAE v
A Gl B AT eI oHY BT, 34, 2
el AR NES migoE APl Eass 35
7 918E FIBIYTTable 3

V.24 A ZE
golg AAE W ol 1A Yo o8g BF
she BE /1999 wpldel glo] A5 AHgElE gofelh,
53] 718l 3¢l &ul7h FH £5OR elojAl AR
01]/\1% G2 279 Fadel B A 9L B o

oI PG BRI AR A F,
H’“é] < ERTN 3o ioeﬂﬂ, FRE, T4,
7, FAE, GZox E}oka %017 Rz = A
o] ahte] Aol A "rxﬂglr A&l o] TEF F
2IEE 85w 797 8okl weba B ArollA
Zol| &gt U] AT F T=F, X4, ioﬂﬂi EZHE]
3 e AT FATIHEE etste, AtEd
T A WA S Bl 3 O
Tl EH"SP W3S A SR} STt
AL HojE loyaltyZ W ETHOxford Advanced
Learner’s Dictionary English/Korean). S}X|%F /4o 23t
S A7 FAE B, 2QE Ve 249 35 9 a9
e BASE FAV) Bl £EERI). F4UE 2 54
AR = o] =S B 3lal, o= geolsi= AolE
7<4 _,,}xl__i o:]q_ﬂo] zﬂl—_l;.]] io:h:/] % 7]04‘:“ iOﬂE]
Ao 2 71912 lgo] BelTRs Aol HE ST 4
ek, & A7e] FAROTE DI B WAL QT2
AREA o] S0 B A7 B o3 e A7
sobe B Aol A4S0, Eak 95 TRolEAel 5
*3 e o /E Histely] 98 W = AgA
pas

\IHE

K

r
i3

> >
M
}Ejﬁ
N
ﬁ

r& tlo & ox o> al ml



FES W= AT Al Aol ol W] EES AbaLnt
= A g2k Aozt At &, YA o] 1A
I AYPF BT M Fast EABA AATFE G2
e gFs i =eke-E Bl olE fAIs] flEl =
Hatar, a7 gk Thalge] Afu|sel o] A&HHTE
Heht= Aot} ol A9 AEA Afgtolvt Aozt
59 543 ¥ Ao Yehdth(Hong & Kim 2019; Kim
& Guo 2020). o|HH T2 221ellA Fagt /g el
T Eetal, EAoln ARl ide R e o gL
UATE SRl o 2o Tt x| #gk Zlo] e <

© S RES Aol the] ATAEE olefdt BA

2 AN WA ARSI om dzel W9, w2

A% 717E FAME 24 thdate] gelael wae) oEs

Ak, & 5 93] B PYH, YFH A7 B @
o)

Olal ZtA|2| =

No potential conflicts of interest have been reported
regarding this paper

References

Baker, J., Parasuraman, A., Grewal, D., Voss, G. B. 2002. The influ-
ence of multiple store environment cues on perceived merchan-
dise value and patronage intentions. J. Mark., 66(2), 120-141.

Bakkalbasi, N., Bauer, K., Glover, J., Wang, L. 2006. Three options
for citation tracking: Google Scholar, Scopus and Web of Sci-
ence. Biomed. Digit. Libr., 3(1), 1-8.

Bellenger, D. N., Robertson, D. H., Greenberg, B. A. 1977. Shopping
center patronage motives. J. Retail., 53(2), 29-38.

Berry, L. L. 2002. Relationship marketing of services perspectives
from 1983 and 2000. J. Relatsh. Mark., 1(1), 59-77.

Bloemer, J. M., Kasper, H. D. 1995. The complex relationship
between consumer satisfaction and brand loyalty. J. Econ. Psy-
chol., 16(2), 311-329.

Bolton, R. N., Drew, J. H. 1991. A multistage model of customers'
assessments of service quality and value. J. Consum. Res., 17(4),
375-384.

Chong, K. W., Yoo, C., 2019, Effects of Customers’ Voluntary Par-
ticipation in Patron Store Registration on the Purchase Behaviors,
Korean J. Advert., 30(5), 125-144.

Christopher, M., Payne, A., Ballantyne, D. 1991, Relationship mar-
keting: bringing quality customer service and marketing together,
Oxford: Butterworth Heinneman.

Day GS. 1969. “A two-dimensional concept of brand loyalty”, J.
Advert. Res., Vol. 9, pp. 29-35.

Grewal, D., Iyer, G. R., Krishnan, R., Sharma, A. 2003. The Internet
and the price-value-loyalty chain. J. Bus. Res., 56(5), 391-398.

Guest, L. 1944. A study of brand loyalty. J. Appl. Psychol., 28(1),
16-27.

Hwang. H. S. 2007. Effects of Relationship Marketing on Customers'
Relationship Quality, Commitment, and Loyalty in the Family
Restaurant Sector, Masters dissertation, Kyunggi University,

Eh=0f Zhet o AMH| 2o AT FHEAM 17 ]

Seoul.

Jacoby, J., Kyner, D. B. 1973. Brand loyalty vs. repeat purchasing
behavior. J. Mark. Res., 10(1), 1-9.

Jang YH, Park MH, Kim SW. 2005. The Influence of Consumers'
Store Choice Decision Criteria on Patronage Intention and Per-
ceived Value in Internet Shopping, J. Bus. Res., 20(1), 29-55

Jo BC. 1977. A Study on the 'Regular Trading Relations' in the
Retail Market, Dongguk University thesis book, 16, 197.

Kim C, Lee HJ. 2004. The roles of satisfaction, trust and switching
cost in customer loyalty: An examination of the relational cus-
tomer group, Acad. Custom. Satisf. Manag., 6(2)259-286

Kim CH. 1970. The Librarianship and the Related Area Studies, J.
Korean Lib. Sci. Soc., 1,133-146.

Kim DR, Kang KH, Park A, Lee CH, Kim KH. 2021. An Integrative
Review of Well-aging research in Korea. J. Korea Acad.-Ind.
Coop. Soc., 22(3), 190-198.

Kim JY. Lee HJ, Bae JH. 2011. The Impact of Functional and Emo-
tional Factors on Technological Product Patronage: the Mediating
Roles of User Satisfactionanl Switching Costs. Ewha J. Soc. Sci.,
25, 5-25.

Kim LH, Guo Y. 2020. The Effects of Place Familiarity and Place
Identity of Patronized Restaurants on Psychological Ownership:
Focused on the Moderating Role of Satisfaction, Int. J. Tour.
Manag. Serv., 35(1), 99-115.

Kim LH, Guo Y. 2021. A Study of the Moderating Role of Psycho-
logical Ownership on the Relationships among Customer Satisfac-
tion, Place Commitment, Selective Matchmaking, and Active
Voice, Int. J. Tour. Manag. Serv., 36(1)161-179.

Kim SH, Jang JH, Sim MB. 2010. Relationship Model in the Hair
Salon Service Industry and the Moderating Effect of Regular
Shop, Korean Manag. Consult. Rev., 10(4), 1-26.

Kim SH, Park YH. 2021. An Integrative Literature Review of Smart
Work: With a Special Focus on Empirical Studies Published in
Korea and Abroad between 2010 and 2020, J. Competency Dev.
Learn., 16(1), 1-39.

Kim SW. 2002. The Relationship of Internet Shopping Mall Charac-
teristics, Relationship Quality and Customer Loyalty, J. Bus. Res.,
17(4), 247-273.

Kim TG. 1981. Korean shamanism study, Gibmoondang, 205-206

Kong OR, Rhee HJ. 2007. Loyal Customers and Their Experiences
of Negative Emotions in Case of Service Failures: Findings in
the Financial Industries, J. Consum. Stud., 18(4).215-235.

Koo DM. 2006, Exploring Fundamental Reasons of Korean Custom-
ers” Discount Store Re-patronage Intention, J. Bus. Res., 21(1),
283-316.

Lee H, Park YH. 2020. Korean shamanism study An Integrative Lit-
erature Review of Entrepreneurial Intention: Focused on Empiri-
cal Studies Published in Korea and Abroad, Korean Soc. Learn.
Perform., 22(3), 257-295.

Lee HS. 2010. A Study of Psychological ownership for Restaurant
Patrons, Masters dissertation, Hansung University, Seoul.

Lee JH, Park HK. 2013. Integrative Literature Review on Authentic
Leadership Effectivenss Factors, Korean J. Bus. Adm., 26(11),
2791-2814

Lee YJ. 2017. A Study on Matter of Division of Terminology in
Loanword and Borrowed Word as Academic Term - Focusing on
Consideration and Suggestion of Term definition in a Previous
Research of Loanword and Borrowed word, Cult. Converg.,
39(5), 885-922.

Mehrabian A., Russell J. A. 1974. An approach to environmental
psychology. Cambridge, MA: the MIT Press.

Min JH. 2013. shaman-believer relationships between Literati Family
of Lee Mun-Gun and Female Shaman Chu-Wol in 16th Centuries
according to MukJae’s Diary. J. Hist., (24), 55-79.

Mullen L. B., Hartman. K. A. 2006. Google Scholar and the library
Web Site: The early response by ARL Libraries. Coll. Res. Lib.,
67(2)106-122.

Nam YJ, Yang JA. 2010. A Study on User Information Seeking
Behavior of Metasearch System in the Academic Library, J.
Korean Soc. Inf. Manag., 27(3), 307-323.

National Folk Museum of Korea. 2009. Shamanism, Encyclopedia of



| 18 SA{e/A2{USEX] Vol.5,No.1(2024)

Korean Folk Beliefs, 178-179.

Neuhaus, C., Neuhaus, E., Asher, A. 2008. Google Scholar goes to
school: The presence of Google Scholar on college and university
web sites. J. Acad. Librariansh., 34(1), 39-51.

Newman J.W., Werbel R.A. 1973. Multivariate analysis of brand loy-
alty for major household appliances. J. Mark. Res., 10, 404-409.

Oliver R. L. 1999. Whence customer loyalty? J. Mark.. 63(4), 33-44.

Parasuraman A., Grewal D. 2000. The impact of technology on the
quality-value-loyalty chain: a research agenda. J. Acad. Mark.
Sci., 28(1), 168-174.

Park HJ. 2013. Finding Intersecting Point in the Territory of Art
about Communities’ Life, Kut and New Relationship of Dangol.
Asian Comp. Folk. Soc., 51, 171-206.

Pierce J. L., Van Dyne L., Cummings L. L. 1992. Psychological
ownership: A conceptual and operational examination. In South-
ern management association proceedings, pp. 203-211.

MAEHE

Raj S. P. 1982. The effects of advertising on high and low loyalty
consumer segments. J. Consum. Res., 9(1), 77-89.

Ryu KS, Kwon KI. 2014. Language and Logic: Logical Description
of Scientific Terms, Grammar Education, 20(0), 51-76.

Shani, D., Chalasani, S. 1992. Exploiting niches using relationship
marketing. J. Consum. Mark., 9(3), 33-42.

Shon SY. 2020. Effects of the optional attributes of luxury hotel paid
membership on perceived value, loyalty and repurchase behavior,
Masters dissertation, Kyunghee University, Seoul.

Standard Korean Language Dictionary. 2020. https:/stdict.korean.go.
kr/search/SearchResult.do

Torraco RJ. 2005. Writing integrative literature reviews: Guidelines
and examples. Human resource development review, 4(3), 356-
367.

Woorimal Sam. 2020. http://korean.go.kr

Sunhwa Shin (Department of Foodservice & Culinary Management, College of Tourism & Culture, Kyonggi University, Ph. D. Student 0000-0002-0797-7776)
Kyungsoo Han (Department of Foodservice & Culinary Management, College of Tourism & Culture, Kyonggi University, professor, 0000-0002-6894-8119)





