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The Influence of Additional Marketing-Mix on Customer’s Overall Satisfacton in Family Restaurant

Mi-Yon Kim' - Tae-Hwan Yoon?"

'Department of Tourism Management, Kukjae College, *Department of Food Science, Dong-U College

Abstract

The purpose of this study was to investigate the influence of additional marketing mix on overall satisfaction of customers at
family restaurants in Seoul and Kyongki-province. In this research frequency analysis, reliability analysis, factor analysis, multiple-
regression analysis were employed to analyze the data. Additional marketing mix were divided into 3 factors. Employee(g
=0.352, t(p)=7.221(0.000) had the most positive impact on overall satisfaction. And physical evidence(0.160,
t{p)=3.271(0.001) and process(=0.114, t{p)=2.338(0.020) influenced positively(+) in order. As a result, all factors of additional
marketing mix influenced significantly overall satisfaction of customers. These additional marketing mix are regarded as effective
marketing tactic to reduce intangibility of food-service business. Therefore restaurant company needs to manage additional
marketing mix sufficiently to maintain of customers’ satisfaction at family restaurants.
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<Table 1> General characteristics S Mo B3t DAS] 99t Autel WET o)

Ao P2 B HEo|AFo & tEhyit)

Male 189 55.1 . - . .
Gender Female 156 449 <Table 2> Frequency analysis of additional marketing mix and
Friend G 185 overall satisfaction
Lover 89 257 L o
Companion Family 92 26.6 Ability of compl P )
Companion 93 26.9 Manner & kindness 1.1192
Alone v 3.0 Knowledge of food & service 1.2038
>2 244 711 Good appearance & neatness 1.2365
Number of 3<, >5 63 183 Degree of trust 1.0235
monthly use 6< 36 10.6 dditional Elegance of interior decoration 1.0702
{100 45 13.1 ﬁlarlf(li(zilrl; Beauty of exterior appearances 11159
100<, >200 123 35.8 ) Cleanness of restroom 1.2401
Monthly expense 200<, >300 89 259 T Confusional degree of restaurant 10779
(1,000Won) 300< : >400 58 16.9 Quality and condition of background music 1.0238
400< 28 8.16 Easiness of reservation alteration & cancellation 1.1011
{10 69 201 Speediness of customer complaint’s disposal 1.1145
10<, >15 98 285 Fulfillment of special demand 1.2312
Expense per once 15<. >20 84 24.4 Quickness of food & service offering 1.2153
(1,000%on) 20< : >25 69 20.1 Employee disposition at rush hour 1.3210
25< 23 6.71 overal Satisfaction about food 0.7542
. . Satisfaction about service 0.7712
satifaction Overall satisfaction about restaurant 0.8514

9| HlzEy

4 Azste FrhuAg a3 FlOBEYAL MY W EHEA(2Q184)

4ot AWEAQl WEEE (Table 209} Zro] urebyg), AL Ao FrintAg YA A=At e

= Beo] 4.0594(£1.2319),  HF] 43 8UALAH Cronbach’s afhg AHEshe

Hato] 4.2988(+1.1192), & S AAgst . E4 23 KMO(Kaiser—Meyer—
ol 4.2537(£1,2038), Olkin)gte] 0.897(00.6), Barlett +&AAA 9 LA}

¢ e

FTAHO] o] " 9 A

ALROl SATE A Az AL

FAHEY GEot Tt Hol 4.3321(+1.2365), & oA {2 754.129, p=0.00022 e} BE Q159
4,2798(+1,0235)= %EMEP SRIEA ] A glgdol = ALR vrEpyttt
Baol 4.3254(£1.0702), A AT /A EYAE BE 3709 89002 =&5F 9

AHe AEAe ol
S WAl BAe

S

¥

ohe] o STHEe Bilo] 42081(11159), S 3 o WA WRAMY B2, ABewe obEThe s
A F2ol 4.4901(x1.2400, SAH el BYEL o W, SNW WY BHE, WFeore) A3t Ae o



578 BEREFLBEE Vol.22, No.5{2007)

<Table 3> Reliability and validity of additional marketing mix(cronbach’s a, factor analysis)

1. Elegance of interior decoration 0.689 0.712
F1 Physical 2. Beauty of exterior appearances 0.615 0.743
. 3. Cleanness of restroom 0.756 2990 21.621 0.779 0.8325
evidence 4. Confusional degree of restaurant 0.724 0.745
5. Quality and condition of background music 0.731 0.732
1. Ability of complaint disposal 0.779 0.789
2. Manner & kindness 0.710 0.721
F2 Employee 3. Knowledge of food & service 0.668 2214 37.631 0.621 0.7763
4. Good appearance & neatness 0.741 0.632
5. Degree of trust 0.635 0.607
1. Easiness of reservation alteration & cancellation 0.764 0.822
2. Speediness of customer complaint’s disposal 0.811 0.755
F3 Process 3. Fulfillment of special demand 0.760 1.492 67.795 0.742 0.7427
4. Quickness of food & service offering 0.779 0.773
5. Employee disposition at rush hour 0.684 0.694

KMO(Kaiser-Meyer-Olkin)=0.897, p~0.000***, Bartlett =754.129, p~0.000***,

Overall cronbach’s a=0.8043

<Table 4> One-way ANOVA analysis of additional marketing mix with monthly income(1,000Won)

F1 Physical

; 4217+1.123 4.442+1.312 4.325+1.045 4.274+1.366 4441 +1.024 1.328(0.525)
evidence
F2 Employee 4252414212 4547420234 433440327  4469+1.056P  4331+1.002%0  5.279(0.000**)
F3 Process 42174£1524%  4.244+1401°  4.627+0.237° 4.251+1.427 4204+1.047  6.231(0.000")

Means in each row with different letters are significantly different (p<0.05) by Duncan’s multiple range test. **p<0.001
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<Table 5> One-way ANOVA analysis of additional marketing mix with partner

Y2 (HAEZ S FIHATLAIL D20| MEFHQI o) DlAl= HEF 579

F1 Physical evidence ~ 4315+0.874°  4324+1.113*  4697+1071° 4299+ 1.0 342+1. 743(0.
F2 Employee 4271+£1.027* 434741121 434540821%  45014+0.117°  4408+1.011  5.325(0.000%%)
F3 Process 4.352+1.024 437441105 4.369+1.127 4.251+1.108 4.348+0.571 1.107(0.471)

Means in each row with different letters are significantly different (p<0.05) by Duncan’s multiple range test. *p<0.001

‘1A Satisfaction about food 0.831

<Table 6> Reliability and validity of overall satisfaction(cronbach’s a, factor analysis)

0.799
2. Satisfaction about service 0.760 1.199 66.356 0.787 0.8001
3. Overall satisfaction about restaurant 0.769 0.766

KMO(Kaiser-Meyer-Olkin)=0.842(>0.6), Bartlett %?=712.536(p<0.000)
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<Table 7> Multiple regression analysis from additional marketing
mix to overall satisfaction

F1 Employee 0352 988 1102 (0.000"%)

F2 0114 937 1233 2338
Process . . . (0.0209

. . 3.271
F3 Physical evidence 0160 945  1.042 ©.001%)

r2(0.496), Ad r3(0.473), F(8.435), Durbin-Watson(1.849)

***p<0-0017 **p<0.01, *p<005
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