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Abstract

A price discount is one of the effective marketing means to get business profitability in a short period of time.
Recently most of the foodservice enterprises in our country utilize a variety of discount methods such as affiliated
cards, point cards, discount coupons, social commerce and/or event discount as their marketing strategy. Therefore,
this research aimed to investigate customer satisfaction about discount methods provided by the foodservice industry
and explore the moderate effect of the discount methods between customer satisfaction and loyalty. For data collection,
both of online and offline questionnaire surveys were carried out, and a total of 871 responses were analyzed. As
results, the respondents showed high satisfaction with the discount methods, and the discount methods had a positive

moderate effect between customer satisfaction and loyalty.
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(Table 1) Total Demographic Information according to the discount methods

Frequency(%)
Category Total Affiliated Point card Discount Social - Event‘ X
card coupon commerce discounting
(n=237)
(n=411) (0=99) (n=80) (n=44)
Female 560(64.3) 276(67.2) 185(78.1) 36(38.4) 44(55.0) 19(43.2)
Gender 61.687
Male 311(35.7) 135(32.8) 52(21.9) 63(61.6) 36(45.0) 25(56.8)
20-22 346(39.7) 136(33.1) 110(46.4) 56(56.6) 24(30.1) 20(45.5)
Age 23-25 457(52.5) 234(56.9) 118(49.8) 37(37.4) 48(60.0) 20(45.5)
34.472
(yrs) 26-28 53(6.1) 33(8.0) 52.1) 5(5.1) 7(8.8) 3(6.8)
28< 15(1.7) 8(1.9) 41.7) 1(1.0) 1(1.3) 1(2.3)
Freshman 105(12.1) 36(8.8) 28(11.8) 28(28.3) 5(6.3) 8(18.2)
Sophomore 236(27.1) 101(24.6) 60(25.3) 37(37.4) 23(28.8) 15(34.1)
Grade 53.360
Junior 220(25.3) 105(25.5) 67(28.3) 18(18.2) 21(26.3) 9(20.5)
Senior 310(35.6) 169(41.1) 82(34.6) 16(16.2) 31(38.8) 12(27.3)
<200,000 59(6.8) 21(5.1) 18(7.6) 11(11.1) 6(7.5) 3(6.8)
200,000~
299,000 208(23.9) 101(24.6) 56(23.6) 26(26.3) 15(18.8) 10(22.7)
Income 300,000-
; 315(36.2 147(35.8 86(36.3 37(37.4 31(38.8 14(31.8 11.532
omion 399000 (362) (353) (363) (374) (383) (318)
400,000-
500,000 126(14.5) 63(15.3) 35(14.8) 10(10.1) 9(11.3) 9(20.5)
500,000< 163(18.7) 79(19.2) 42(17.7) 15(15.2) 19(23.8) 8(18.2)
Total 871(100.0) 411(100) 237(100) 99(100) 80(100) 44(100)
**k p<0.001
A=

25 2325417 60.8%(48H)E 7P Witk olWlE
golo] 79 2022419} 23-25417F ZkzF 207(45.5%)
o7 Fg ARgAK] Ao A shd¥ s 89l
FLE(37.4%), 2 2(28.8%), o|HIEES](34.1%)0]
A B 28hde) ARgEe] 7P =4 el da5e
30-397kloleta @et SR} 242t 37(37.4%), 30
(38.8%), 147(31.8%) o= 7P w3krh. B3k Slettoll

2 ATEAIH 5449 Apolrs £33, FYs
Aot BE 50k AolHe] = Aem vyt
(p<0.001).

2, gelpehd MH O SHEY
SHAES YA ol8AHE =

Avh= <Table 2>ol VERYSILE AFILE o]g7te]
8315 AT 3-43]7} 38.3%(1579)2

fo
1>
ind
i—'y
o

2 7P Bk, 1-23] o] &sh= SHAE 31.7%(13078)
o= Wkt XA o8 Al HHAIE H]-E-2 5,000
of|4] 10,0001 mjvke & ARgS= S5 H62.2%)2] H]
o] B4t 71 AF BEIE JHAPARE
30.7%(126%)7} HAEF=AHS Fgton, thgoz A
IEAH Q25 1%)0l2kar g3kt AlF7h=e] o]go]
e -SR] 2YgA Wt Al B vRE AR |
13k o d-2413kQ1 78-9148.3%)7} 7 ko, 2%
Ho| o 2= Q1] 4 43.9%(180%), E21

>

2 o]gst AR 57 30.2%(124)2] o2 Wokt 9
217 HHE Al FEtRE IT77F 69.3%(284) 07 §
THow WUty w3k WHE Al 7P $41A] Bk 8dle
BH(65.6%)l2kaL S H3Hch ©12)e] Hxfe z1gtele] 2
Ho] 54.6%(224%) 02 Ik oS AHAEHIE
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(Table 2) The eating-out pattern of the respondents

Frequency(%)
. . . Social Event
Category Affiliated Point card Discount . ) XZ
card (410) ) coupon (96) commerce discounting
(79 44
Seldom 24(5.9) 14(5.9) 4(4.2) 45.1) 6(13.6)
Frequency of 12 130(31.7) 85(35.9) 35(36.5) 33(41.8) 13(29.5)
visit/wk 34 157(38.3) 75(31.6) 31(32.3) 23(29.1) 13(29.5) 18.495
(times) 56 60(14.6) 39(16.5) 13(13.1) 16(20.3) 8(18.2)
7< 39(9.5) 24(10.1) 14(14.1) 3(3.8) 409.1)
<5,000 15(3.7) 16(6.8) 5(5.2) 5(6.3) 2(4.5)
Eroemse 5,000~10,000 255(62.2) 151(63.7) 65(67.7) 41(51.9) 31(70.5)
pense 10,000~15,000 98(23.9) 58(24.5) 16(16.7) 19(24.1) 1022.7) 37.797%*
(wom)/visit 15,000~20,000 24(5.9) 11(4.6) 5(5.2) 10(12.7) 123)
20,000< 18(4.4) 1(4) 5(5.2) 3(5.1) 0(0)
Family restaurant 47(11.5) 14(5.9) 21(21.9) 8(10.1) 409.1)
Italian restaurant 24(5.9) 9(3.8) 6(6.3) 11(13.9) 3(6.8)
Pizza restaurant 35(8.5) 11(4.6) 9(9.4) 4(5.1) 5(11.4)
Favorite type Fastfood restaurant 126(30.7) 67(28.3) 26(27.1) 16(20.3) 13(29.5) 070"
of restaurant Coffee shop 103(25.1) 87(36.7) 12(12.5) 20(25.3) 9(20.5) '
Bakery 102.4) 73.0) 202.1) 45.1) 0(0)
Korean Restaurant 59(14.4) 40(16.9) 19(19.8) 14(17.7) 10(22.7)
Others 6(1.5) 2(.8) 1(1) 2(2.5) 0(0)
<30min 23(5.6) 31(13.1) 5(52) 6(7.6) 2(4.5)
30min-59min 150(36.6) 73(30.8) 56(58.3) 30(38) 24(54.5)
Staying time Thr-1hr 59min 198(48.3) 106(44.7) 29(30.2) 39(49.4) 13(29.5) 47180
2hr~2hr59min 33(8.0) 24(10.1) 6(6.3) 3(3.8) 3(6.8)
3min. < 6(1.5) 3(13) 0(0) 1(1.3) 2(4.5)
Friend(s) 284(69.3) 165(69.6) 67(69.8) 43(54.4) 32(72.7)
Commany for Family 30(7.3) 16(6.8) 77.3) 9(11.4) 12.3) "
e;‘; . yout Senior(s)/junior(s) 133.2) 7(3.0) 33.1) 45.1) 2(4.5) 37.999
Boy/girl friend 77(18.8) 43(18.1) 19(19.8) 22(27.8) 5(11.4)
Alone 6(1.5) 6(2.5) 0(0) 1(1.3) 49.1)
Blog 124(30.2) 63(26.6) 15(15.6) 18(22.8) 13(29.5)
SNS 46(11.2) 34(14.3) 22(22.9) 22(27.8) 49.1)
W I Magazine 2(.5) 1(4) 0(0) 3(3.8) 12.3)
ay 1o collect Leaflet 102.4) 6(2.5) 5(52) 0(0) 0(0)
cating-out TV/radio 41.0) 3(13) 22.1) 1(1.3) 0(0) 71760
information .
Social commerce 14(3.4) 2(.8) 2(2.1) 8(10.1) 0(0)
Recommendation 180(43.9) 100(42.2) 45(46.9) 23(29.1) 17(38.6)
Others 30(7.3) 28(11.8) 5(5.2) 4(5.1) 9(20.5)
Eating 133(32.4) 65(27.4) 38(39.6) 19(24.1) 17(38.6)
Friendship 224(54.6) 136(57.4) 42(43.8) 50(63.3) 20(45.5)
Pupose of Tryln.g new f@s 33(8.0) 22(9.3) 12(12.5) 6(7.6) 6(13.6) 2
eating out Family gathering 15(3.7) 7(3.0) 2(2.1) 3(3.8) 0(0)
Anniversary 3(.7) 4(1.7) 2(2.1) 1(1.3) 0(0)
Others 2(.5) 3(12) 0(0) 0(0) 122.3)
Taste 269(65.6) 152(64.1) 59(61.5) 49(62.0) 27(61.4)
Price 70(17.1) 32(13.5) 27(28.1) 14(17.7) 10(22.7)
Priority for Barand 8(2.0) 73.0) 1(1) 6(7.6) 3(6.8)
restaurant Atmosphere 35(8.5) 29(12.2) 33.1) 7(8.9) 1(2.3) 33.546
choice Service 10(2.4) 3(1.3) 23.1) 1(1.3) 12.3)
Convenience 15(3.7) 12(5.1) 33.1) 2(2.5) 12.3)
Others 3(.7) 2(.8) 1(1) 0(0) 12.3)
Total 411(100) 237(100) 99(100) 80(100) 44(100)

* p<0.05; ** p<0.01; *** p<0.001
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(Table 3) The use pattern of each discount method
(n=871)
Frequency(%o)
Category Affiliated card  point card Discount Social W Eventp X
WS R Wy owa
Seldom 85(20.7) 79(33.3) 4747.5) 2531.2) 26(59.1)
12 254(61.8) 111(46.8) 43(43.4) 50(62.5) 12073)
Frequency of -
WL 34 58(14.1) 32(13.5) 909.1) 4(5.0) 6(13.6) 70.653
56 1.7 13(5.5) 0(0.0) 0(0.0) 0(0.0)
7< 3(0.7) 20.8) 0(0.0) 11.2) 0(0.0)
<mon. 61(14.8) 33(13.9) 35(35.4) 26(32.5) 1431.8)
2-<6mon. 50(122) 54(22.8) 30(30.3) 23(28.8) 120273)
Period of use émon.<lyr. 54(13.1) 37(15.6) 17(172) 14(17.5) 8(18.2) 118.9417
1-<3yr. 108(263) 59(24.9) 7.1) 16(20.0) 7(15.9)
3yr< 138(33.6) 54(22.8) 10(10.1) 11.2) 3(6.8)
Annoying 922) 76.0) 10(10.4) 369) 3(6.8)
Shame 394(96.1) 224(94.5) 84(87.5) 73(92.4) 40(90.9)
Reason not Don'tt:)mj:: how 20.5) 20.8) 1(1.0) 36.9) 000) 30519
Dot need 4(1.0) 208) 1(1.0) 000) 000)
Others 3(0.7) 2(0.8) 000) 000) 10)
Total 411(100) 237(100) 99(100) 80(100) 44(100)
% p<0.05, ™ p<0.0, ** p<0.001

R=677)02A w=5e] 703%2 sttt 29%
Z  TuERHE2.158,  p<05), Z78(t=8.929,
p<.001), o]8-2] Ho]A(t=2.592, p<.05) L9lo] M=
o frojHog FAAA JFE mFen, 87
7P ol ARggths FEAlEe] wEEe 89l (e
R=.805¢] BAAAZE AL
64.7%(R*=.647, =4 F R*=.608)2 A3}t 37} &
JNE FolMe D] T d(2.474, p<.05), 7|+
o] £8(t=5.007, p<.001), EAe] §A|(t=-1.997, p<.05)
aglo] uATZ fejFo JFE A= o2
Efdltt. Jed e shelses Dl 247 o) gt
5] B¢, 247192 olg A A EE A2 F4
U4 A% oleke SEHAPE Be o Yept &
| B9 FFE FAch

Fr|Re AL, o8} 7P He oME I3l 0%

WEETL AAE 2957 R=8689] vil¢ Ee

HBAZL dE Zow Uehton wEme 754%
(RP=754, 4 R*=698)5 s}l eelset 5 714

nE= o

o
s A W U=

]

JEREE 781544, p<00D)F  FHO
(t=3.642, p<.01) 221-& Foyrt.

& LFRZI} HAEZ PHEFEo| o|X]

32.1%, EQEFE 22.5%, AT EZ 18.8%, A4
A2 19.6%, AF7IE 13.2%7F 92 A 7=
L5 AYsda, ddFd F oHETAS T
Tro] 7 2 Ao 2 vEyth oA &

dell @ BEmr} o) AAl WEmd 39

e
4 & ow
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(Table 4) The regression analysis result about influence factors on customer satisfaction with each discount

method
. ' Tolerance
Discount method Independent variables B SE B t Tolezance VIF
(Constant) 775 173 4474
Value improvement 077 027 111 2.913%* .807 1.239
Effort for information search .079 .025 130 3.186** 710 1.409
Affiliated card Variety of discount range .003 032 .004 .086 668 1.497
Cheerfulness 395 032 470 12.181%%* 794 1.259
Variety of benefits 014 .035 .018 404 579 1.729
Convenience of use .199 .033 235 6.027+** 776 1.288
Variety of places to use 037 .034 .048 1.090 .604 1.655
Equal quality in service 062 .026 .084 2.371* 932 1.073
R=.725, R’=525, Adj.R2=.516, F=55.576, p=.000, Durbin-Watson=1.982
(Constant) 1.309 228 5.752
Value improvement 114 .035 174 3.285%* 764 1.310
Effort for information search .046 .030 .081 1.518 748 1.338
. Variety of discount range -.009 .044 -012 -.197 .588 1.700
Point card
Cheerfulness 389 .041 527 9.506%** .698 1.432
Variety of benefits -.060 .043 -.083 -1.409 .621 1.610
Convenience of use 116 .046 135 2.529* 750 1.333
Variety of places to use .050 037 072 1.327 122 1.385
Equal quality in service .044 .038 .055 1.150 924 1.082
R=715, R =511, Adj.R =494, F=29.754, p=.000, Durbin-Watson=1.873
(Constant) 491 316 1.554
Value improvement 112 .520 137 2.158%* 814 1.229
Effort for information search -7.531 .048 .012 .388 746 1.340
Discounting  Variety of discount range 079 057 098 1.385 662 1512
coupon Cheerfulness 516 .058 .631 8.920%** .660 1.516
Variety of benefits 019 062 .022 312 647 1.546
Convenience of use .167 .065 .185 2.592* 645 1.551
Variety of places to use -018 .060 -022 -302 .617 1.620
Equal quality in service 026 052 .031 .500 .880 1.136
R=.839, R =703, Adj.R =677, F=26.679, p=.000, Durbin-Watson=2.117
(Constant) 1.090 411 2.653
Value improvement .019 .066 .023 286 737 1.356
Effort for information search 076 .061 127 1.258 490 2.041
Social Variety of discount range 175 071 209 2.474% 697 1434
commerce Cheerfulness 399 .080 436 5.007*** .656 1.524
Variety of benefits .108 071 124 1.522 746 1.340
Convenience of use 122 .070 159 1.755 .608 1.644
Variety of places to use -.035 .063 -.047 -.556 .682 1.466
Equal quality in service -118 .059 -.145 -1.997* 941 1.063
R=.805, R’=.647, Adj.R2=.608, F=16.282, p=.000, Durbin-Watson=2.325
(Constant) -417 .500 -.834
Value improvement .055 .109 .057 504 .556 1.797
Effort for information search 121 .070 165 1.728 767 1.304
Event discount Variety of discount range 173 12 216 1.544 359 2.782
Cheerfulness 476 .096 .568 4.9447%% 532 1.878
Variety of benefits -.025 .096 -.027 -256 .654 1.529
Convenience of use 135 11 .143 1.219 Sl 1.957
Variety of places to use -107 .103 -123 -1.034 496 2.018
Equal quality in service .338 .093 .336 3.642* .827 1.209

R=.868, R’=.754, Adj.R’=.698, F=13.398, p=.000, Durbin-Watson=1.961

Dependent variable : Satisfaction about a discounting method

* p<0.05, ** p<0.01, *** p<0.001
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(Table 5) The regression analysis result of the influence of satisfaction about each discount method

on the food enterprise satisfaction

Dependent .
. Type Independent variables B SE t
variable M B
(Constant) 2539 145 17.498
Affiliated card : : :
Satisfaction about discount %6 036 363 7 8]k
method use
R=363, R°=132, Adj.R’=.130, p=000, Durbin-Watson=1.962
(Constant) 2.151 184 11.665
Point card : ; ;
Satisfaction about discount 385 o7 474 8263
method use
R=474, R°=225, Adj.R’=222, p=000, Durbin-Watson=2.089
(Constant) 2.269 269 8.431
Cust Discounting
ustomer Satisfaction about discount
satisfaction coupon thod oo 339 072 434 474500
R=434, R°=.188, Adj.R’=.180, p=000, Durbin-Watson=1.914
(Constant) 2.070 341 6.068
Social commerce : : :
Satisfaction about discount 303 090 a3 4367
method use
R=.443, R2=‘196, Adj.R2=.186, p=.000, Durbin-Watson=2.332
(Constant) 1.900 378 5.027
Event discount : : :
Satisfaction about discount a7 100 566 445545+
method use
R=566, R°=321, Adj.R>=305, p=000, Durbin-Watson=1.794
k(.01

gholfchol] 3l RS 2d g AAse] 37
2X38 A= <Table 6> 2t} 23 1, 2, 3¢ =4
a9 BA-xel 1, 2, 39AE oJuldith. 2yl 1
A EEg AR FYstger, B¥26de 17

=9} RIS HEEE A FYsta, vpREtow

[e]

42.0%=2 Al wEh A folHer Srksksit:
(p<.05). T3t 287 H20] R*S 43.8%, 48.2%, 52.0%
= 2R wet 43 S71sHnkp<05). 53] 247
ml=e] R'¢] wishek(13.8%)0] 7P & 2oz zAef
24720 o] g2 2mAle] FHEE Foledl M
2 71018 ke Zlom vehdeh wEkA, AfiZkE we
2AAM2E F2 olg3hs SRRl B¢, BT
ek Wt 92l MEEe) A% Kbl YA
AN 2d2ee s Zow vehoh
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(Table 6) The moderating effect of each discount method between customer satisfaction and loyalty

. -
Dependent ndependent Method Modd R R Modified o AR AFvalue
variable variable R

1" 640° 409 408 361 409 283.071%*
Affiliated - card P e 413 410 360 004 2574
3® 648° 420 416 358 007 5.024%
1 559" 312 309 388 312 106.555%**
Point card 2 622° 387 381 367 075 28456%*
3 622° 387 379 368 001 0.198
Discounting 1 14 510 505 358 510 101.079%*
Customer b
Customer loyalty . coupon 2 715 S12 .501 .360 .001 0.253
satisfaction
3 T 513 498 361 002 0356
1 662 438 431 458 438 60.866**
Social b
2 694 482 468 443 044 6.466*
commerce
3 720 520 501 429 038 6017*
1 570° 324 308 435 324 20.175%
Event discount 2 570° 325 292 440 000 0.024
3 ST 332 282 A43 007 0449

1) Model 1: Satisfaction about foodservice industry

2) Model 2: Satisfaction about diningtsatisfaction about discount method
3) model 3: Satisfaction about diningtsatisfaction about discount method+Satisfaction about dining*satisfaction about discount

method
* p<0.05, ** p<0.01, *** p<0.00]
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