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Abstract

The purpose of this study is to investigate demand-determinant factors based on the number
of visits and substitutive relations inter-restaurants, which are four major domestic family
restaurants.

Findings indicate that the factors of demand-determinant for visiting are affected by
demographic characteristics, brand images of family restaurants, and the rate of the number of
visits. In addition, this study used partial co-relation analysis to determine the substitutive
relations of competitive restaurants.

Considering these results, this study suggests how family restaurants’ marketing strategy
could be differentiated by discriminating the determinant factors which affect the number of
visits. Also, this study makes it possible to arrange the opportunity to strengthen restaurants’

competitiveness by examining competitive relations to the inter-restaurants.
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