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Abstract

Strategic aliance is increasingly becoming a popular strategy in the family restaurant industry. In general, strategic
alliance can be defined as severa brands collaborating in technology development, marketing, or production while
keeping their independence as separate business entities. This study identified segments on the basis of sales promotion
resulting from strategic alliances between family restaurants and card companies. This study further investigated how
brand image, brand value, price fairness, customer loyalty and demographics are different among the segments. From
the statistical analysis, three segments were found; ‘short-period benefits oriented’ segment, ‘intangible and discount
benefits oriented’ segment and ‘ free benefits oriented’ segment. Among the three segments, the ‘free benefits oriented’
and ‘intangible and discount benefits oriented’ segments had greater perceived brand image, brand value and customer
loyalty than the * short-period benefits oriented’ segment.

Key words: market segmentation, short-period benefits oriented, free benefits oriented, brand image, brand value, price
fairness, customer loyalty
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Table 1. Components of questionnaires

Variable Item Variable Item
Use vaue
. ) Choice value
. | Gender/Marita status/Age/Academic Brand .
Demographics career/Family income/Occupation value Price value
y P Compensation value
Product/service vaue
Coupons Application opportunity for gift
. Event programs certificates Brand price is far
Benefitsof . . . . o
. Discount price Free deserts Price Brand price policy is reasonable
strategic ) } L .
alliances Samples Presentg(free gifts) fairness Brand price is economical
Free beverages Electronic newsletter Brand price discount information is reliable
Catalogues Free meds | Mileages(points) accumulations
High use value of brand Word of mou.th
- Recommendation
Specific reason of brand use .
. Repeated visit
Brand Uniqueness of brand Customer N .
. - . Visit this restaurant in other aress
image Image association of brand user High degree of brand loyalty - . L
arsonality Visit in spite of price increase
grand differentiation Vidit intention in spite of expensive price com-
pared to those of competing brands
B ATE 9% HEAE gREoR TAENOH, 1 A 54¢ A 39, 9, AF o%, 997 715AS,
7738 Teble 13 Zth. Y o2 AvHEM, Table 49} 2t} ®A, *étﬂ% o
AES 9% F2 L AAFESHE AHEEt A Zdo] 210%8(75.5%), MWO] 6875(24.5%)°1H, o=
AP os %7 shlen, FAAY T2 1ZE o]&l7} 607(21.6%), AETHSE Asto|} = HO] 63

SPSS/PC+ 3! SASPC+E ©|-83l3t. Table 2= ©]&d

3. H

B Aol ALEE WaEel A delsh 24
[e)

HE Table 3o el Utk

V. g5+Z4t
1. ATSHN =N
B ATE 9% AEAel $ud SHH 278

od,
o
1o,
&3

Table 2. Statigtica analysis method

W(22.7%), thekm Astelu} o] 133%(47.8%), thshd
Agt ooz 22%(7.9%)°] YERTh 9L 10t7} 1
H(0%), 2007} 14278(51.1%), 30th7} 8078(28.8%), 40TH
7} 31%(11.2%), 50t} 21%(7.7%), 60TH7} 37(.02%)°]
A

AE oRE= Qitt 1729(61.9%), AT} 1067(38.1%)
o|th AHHF 7EASLS 1009+ vRko] 2878(10.1%),
1007H | A 200%HY mITke] 767H(27.3%), 200%H ol A]
300%HY H]Who] 74v(26.6%), 300HU el 4009H wwk
°] 407(14.4%), 400%Fo)A] 5005H H|¥to] 36%H(12.9%),
5005H o) do] 249(8.79%) -2 UERTE AP Aol

Contents Anaysis method

1 | Demographics of respondents Frequency analysis

2 Vaidity & reliability anayses of gtrategic dliances, brand image, price fairness, brand vaue Factor & reliability analysis
and customer loyaty

3 Segments '|dent|f|cat|on based on benefits of strategic alliances(sales promotion) and test of Cluster analysis & One-way ANOVA
mean difference of benefits among the segments

4 | Test of mean difference of brand image among the segments One-way ANOVA

5 | Test of mean difference of price fairness anong the segments One-way ANOVA

6 | Test of mean difference of brand value among the segments One-way ANOVA

7 | Tet of mean difference of customer loyaty among the segments One-way ANOVA

8 | Test of demographics distribution difference among the segments Crosstabulation analysis

g4l 22 7he}e] 2] 4| 253 A 53 (2009)
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Table 3. The measurement and operationalization of variables

s

A 537

Measurement type and

Variables Operationalization number of item Reference
Bendfits of | SA€Spromotion & event(6 items) The degree of respondents perception
; . ) . of feelings and beliefs about benefits| Likert-type 5-point =

:Irgteglc Price discounts(3 items) that family restaurant with strategic| scale and 12 items Lee SJ 5(2009)

'NCES | Free F & B henefits(3 items) | alliances offers

Brand Differentiation(3 items) The degree of respondents' perception Likert-type 5-point Aaker DA(1996)

. of feelings and beliefs about family .

image Good image(3 items) scale and 6 items Keller KL(1993)

restaurant

The degree of respondents perception

Likert-type 5-point

Keller KL(1993) Aaker

Brand value of gap between 'give’ and 'get' when . DA(1996)
they use family restaurant scele and 5 items 'Yoo B2} Donthu N(2001)
The degree of respondents perception

Price fairmess of how much they evaluate prices of | Likert-type 5-point Kim MH(2003)
family restaurant on the perspectives| scale and 4 items Koo JH(2004)
of fairness
The degree of respondents perception

Customer of how much they would like to use| Likert-type 5-point Chaudhuri A<}
loyalty and recommend and say podtive things| scale and 6 items Holbrook MB(2001)

about family restaurant

Demographics Nominal scae at 6 items

Table 4. Generd characteristics of the subjects

Variables Frequency % Variables Frequency %
Femae 210 75.5 _ Single 172 61.9
Marita Married 106 301
Gen-d7er Male 68 245 Satus ar :
Tota 278 100
Tota 278 100
Under 100 28 101
Until high school graduate 60 216 100 - under 200 76 273
Technical college graduate 63 227 Monthly 200 - under 300 74 26.6
Academic family .
career Under-graduate 133 47.8 income 300 - under 400 40 144
Beyond 2 79 (unit: W10,000) 400 - under 500 36 129
Over 500 24 8.7
Tota 278 100
Tota 278 100
Under 20 ! 0 Student 86 309
20-29 142 511 Company-employed 57 20.5
30-39 80 28.8 Housewife 22 7.9
Age 40-49 3 11.2 Occupation Civil servant 13 4.7
Professional 41 14.7
50-59 21 7.7
Self-employed 33 11.9
Over 60 3 02 Others 26 9.4
Totdl 278 100 Totals 278 100
86(30.9%), 3|AHC] 57H(20.5%), TH7F 2278(7.9%), 2. ™=zl It
o] 139 (4.7%), HiE-2lo] 419H(14.7%), AFFHel 33 B A7) o]e® Z=AHAT UIg asl= 7k A
H(11.9%), 71EF} 26%(9.4%)°] ATt de =A35y] 98 ZAHATES g gaH g0l
N3} s Baow TAH] vk B 2w
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Table 5. Factor and rdiability analyses

Variable Factor Competency variable |oF;t:és Ii'g?; e\)/(a';':?]: Cron(;bach a
Samples .782
F1 Catalogues 778
(Sdes | Presents(free gifty) T 1 4z | seare | en
promotion & |Event programs 672
event) Application opportunity for gift certificate 618
Benefits of Electronic newsletter 558
strategic - -
alliances > Dliscount prl.ce - 782
(Price discount) Mileages(points) accumulation .766 1.495 12.460 .635
Coupons 494
F3 Free meals .804
(Free Free desserts 731 1.288 10.734 734
F & B)  |Free beverages 722
This family rstaurant. has a competitive differentiation 872
than those of competing brands.
F1 This family restaurant has higher degree of brand per-
(Differentiation) | sonality chn competing restairantseg P 868 3.288 54.801 87l
Brand image This family restaurant is more unique than competing a1 833
restaurants.
This family restaurant offers me a good impressions. .858
G oodFizmage) This family restaurant reminds me of a image easly. 779 1.164 19.392 .768
Thisfamily restaurant offers good products and services. .766
Compared with things that | give up to use this family
restaurant, my needs and wants is under the capacity| .815
of this family restaurant.
It is an excellent choice to visit this family restaurant.| .782
Brand value ;e'd‘ega’oéh?s‘ﬁ;ﬁ of this family restaurants product| e, | 5895 | 57.856 816
This family r.&stauram meets my needs and expectations 757
by proper prices.
It is no vain to vist this family restaurant and
spend money, time and efforts. 683
Pricing menu is reasonable. .891
Price Pricing menu is fair. .823
fairness Pricing menu is relatively economical. .780 2657 06421 828
Price discount is reliable. 759
| intend to continue to visit this family restaurant. 792
I would visit this family restaurant in other aress. 767
I would recommend this family restaurant to those who 763
seek my advice.
Customer loyalty | would say positive things about this restaurant to others. | 685 3109 | 51.815 .809
Considering benefits of this family reﬁaurant, | intent 657
to pay more than | would pay to competing ones.
I would choose this family restaurant, even if price of 639

the menu increases somewhat.

Sl

a4 E2.2) 7545 7] 4] 252 7] 55 (2009)
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A HAE T w9 =21 o e 4 Ui
< RSt SASAS W 2 HHESAHXE Aol
e A AEE orlsiy a5 Al Ax
& A3 S8l ARgEE g d aqlEA e 7 7
MEEZ wljg]W 2384 (varimax rotation)®2loll 23k
= FAW (maximum likelihood method)ll 2] 3}

A ojw Br7IEe 2 adAA g 3 o]
89le] MMye 5 oS AT

B AFoxe A=A AFret BAE ow|Rof ti)A
221E4E AASIH =, Tale 55 ZHzte] 4 AxEs
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|y e] # g ol A o] gl E Ao o) A% AlEAI o] B A 539

558~.782, 8R12(7F4 &1 & =)7} .494~782, SRA3(F-
T 228 Fg)o] 722~804% UElgon, 7F 819 A
HEe eiFAFER oMHIE F=)o] 36.172%, 81212
H4 <l =)zl 12.460%, SA3(F-E 225 )]
10.734%= UERST AlE% 249 Ade 8R11(HF
E3} oWl E FE)e 811, 8212(714 &<l & €)= 635,
QRI3(F-E AL ) 734E VEh} BluF =&
A= s Zhe A0FE Yeyth

f1lo] 2712 Yehd B o= R11(xPEA)
o] AAjgko] 854~872%, Q%12(FL ©|W|A))= .766~858
2 Uepgtor, gRle] A 747} 54.801%%} 19.392%
2 Uehgth A% B4 Ax= 7H2t 8713 768%,
AAZE 83302 Yeh} & 2% e 2= Zlo=
UERSTH

velz ok 94 3he) e”le yehd A Ak A= AR, AA4FHY R aAdsRe] 41 8
o 7t 2919] AAFe 2UWEES} oWE Fd)o] AR A= Taple 5o vt itk olEd WgEL
Table 6. The results of cluster andysis based on dtrategic alliances benefits and analysis of variance of benefits among segments
Seg_mentl Segr_nentz Seg_ment3 E ratio Scheffe
n=106 n=s5 n=117 (Significance multiple
(Short-period | (Intangible and Dis- |  (Free benefits rgb g com arisgn ot
benefits oriented) |count benefits oriented) oriented) P y P
3.11% 253 1.99 26.541 .
Samples (.994)° (:8%4) (.859) (.000) P23
354 259 194 52.919
Catalogues (:837) (.990) (812) (.000) P23
Presents 261 2.03 181 13.361 1523
(free gifts) (-930) (.876) (.844) (.000) '
343 3.26 2.05 71.555
Event programs (:807) (874) (813) (.000) 1,2>3
Application opportunity 354 252 1.99 47.626 35951
for gift certificate (-780) (.962) (:902) (.000)
Electronic 3.65 4,18 194 195.712 25153
newsetter (1.10) (.725) (.783) (.000)
. . 331 4.07 2.85 38.783
Discount price (685) (772) (873) (.000) 2>1>3
Mileages(points) 3.78 457 3.18 35.295 25153
accumulation (.920) (.583) (1.102) (.000)
2.80 3.63 244 26.293
Coupons (.902) (.997) 940) (.000) 213
Free meds 2.27 2.32 2.61 2.065
(2.029) (.814) (1.105) (.129)
2.26 2.60 3.70 39.495
Free deserts (.980) (864) (891) (.000) 3>21
244 255 3.93 44.163
Free beverages (1.088) (832) (772) (.000) 21

a mean
b: standard deviation

C: Segmentl is greater than segment2 and Segment2 is greater than segment3 and therefore Segmentl is greater than segment3 at mean

satisticaly.
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Table 614 LERG vEe} o] AlEAE1S F 1069
o5 A= a1, B8P3k (Short-period benefits
oriented) S XYL lom, AMZ(Samples), 71EZ1(Cata
logues), FE41E(Presents), oI E(Event programs), A&
F-3EZ7]3](Application opportunity for gift certificate) S %
Algtal YAtk o] AlEAEE FE @lEEEs FTaA
she A Eo|th MEAARE 5o TAHY il
73 2 gls el 2 gA(Intangible and discount benefits
oriented)= AU, o]wY5=2I(Electronic newdetter), 7}
A&?I(Discount price) 2 Z+E FE 3 €l(Coupons) = 5
AlBtaL At o] AEAES FE 7HAERIES FASHE
ISt MEAAZS 1U7THoE TR Ja, F
& e 2| & (Free benefits oriented)S AUl 9lom, F

2} AH(Free meals), T2 14 E(Free deserts) ¥ FE28
(Free beverages) S S QA 8= 14 E0|t).

Mol

2) MZAIEE BE o|o|X|, 7tAS
2 ZHois 2| X}O|

Table 7914 UERd nvie}l o] HIE o|mz] F z}
H3K(Differentiation) = AlEAIE3(F-E 8 A )l A 7}
A FEEHA YETh o3 Ade HIAE ApEstE
A3lA DAEANA FEHHS AFsHoF Hrk= As ©
n|gith, &, BIAE o|m|z] xpESLE QA FEAAL
SUAE 2 FESEE AFske Aol 7P =& %
o2 yehgtth T3 BAE ojujx]o] thE Q2IQl F
o]HZ](Good image)= AMEAIE2(F-E H A A
d)et MEAE3(F-EAHAFA) A 7 FEskA
Elual itk o8k Ads HAlsof fig) 2 olvA
g FIfEAE 78 2 € A9y FREEe Ay
stofof gith= A om|gith o7 53 2 &}l Fd
2 olmld=rAl, THAERl 9 nidYA AY 5& xSt
o, TR Y JoAE dgo] HIAXol FEAA, F
SUAE 9 FEFEE AFste Ao] =3

$hH, BT 7EX|(Brand vdue)= AEAIE(FE 2 &
A A ) o AEAIEI(F-E A FA) oA 7P F
gatA YEltal dedl, olEd Ay BIE ofun|R]
T T2 omA|&} e AAE YR Qi) o] A
HE IAERE o7 2 HAT JHHE ALGSES
st7] fEliAE 78 2 &R ddy FRags Algs)
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Table 7. The differences of brand image, brand value, price fairness and customer loyalty analysis of variance of benefits among segments

Segment1 Segment2 Segment3
(n=96) (n=46) (n=108) F ratio(Significance| Scheffe multiple
(Short-period (Intangible and Dis- (Free benefits probability) comparison test
benefits oriented) | count benefits oriented) oriented)
-167° -.016% .658° 11.909
Differentiation 3>1,2
Brand (.994)" (.838)" (1.037)° (.000)
image : -.231 122 289 5.549
Good image (1.063) (:851) (1.081) (.004) 32>1
2.81c 3.08 3.36 14.085
Brand value (.644)° (552) (613) (.000) <23
Price farmness 257 2.65 2.63 .342
(.662) (.653) (.777) (.711)
2.89 3.142 3.39 14.356
Customer loyalty (567) (586) (461) (.000) 3>2>1e
a factor mean
b: factor standard deviation
¢: mean and standard deviation
d: standard deviation
e Segmentl is greater than segment2 and Segment2 is greater than segment3 and therefore Segmentl is greater than segment3 at mean
statistically.
oA 2] 9ehe) 2] 4| 25 A 53 (2009)
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Table 8. The results of crosstabulation analysis based cluster anadlysis of strategic aliances benefits and demographics among segments

Segment1 Segment2 Segment3
ltem(Frequency) n=106. .n=55 . n=117 . C.:hi-.S.quare
(Short-period (Intangible and Dis- (Free benefits | (Significance)
benefits oriented) [count benefits oriented) oriented)
Male(68) 29 9 30
Gender Female(210) 77 46 87 (37453;
Total (278) 106 55 117
Married(106) 29 21 56
Maritd status Single(172) 77 34 61 %20%)
Total (278) 106 55 117 '
Under 20(1) 1 0 0
20-29(142) 69 24 49
30-39(80) 27 12 4
Age 40-49(31) 7 6 18 ?0(1)1)2
50-59(21) 2 10 9 '
Over 60(3) 0 3 0
Total (278) 106 55 17
Until high school graduate(60) 18 14 28
Technical college graduate(63) 18 8 37
Academic career Undergraduate(133) 64 29 40 %%062?
Beyond(22) 6 4 12
Total (278) 106 55 117
Under 100(28) 21 3 4
100-under 200(76) 38 1 27
Monthly 200-under 300(74) 27 13 34 01005
farpily income 300-under 400(40) 9 1n 20 (.649)
(Unit: W10,000) 400-under 500(36) 8 10 18
Over 500(24) 3 7 14
Total (278) 106 55 117
Company-employed(57) 21 9 27
Self-employed(33) 10 5 18
Professional (41) 17 2 22
Occupation Civil ser\'/ant(13) 3 3 7 20.964
Housewife(22) 2 8 12 (.050)
Student(86) 43 18 25
Others(26) 10 10 6
Total (278) 106 55 17

Korean J. Food Cookery Si. Vol. 25, No. 5 (2009)
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