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ABSTRACT

The purpose of this study was to investigate the college and university student's perception on the brand
awareness of contract foodservice management company in Incheon area. The developed questionnaires were
distributed to the college and university students in Incheon area from September 20 to September 24 in 2004. Total
198 questionnaires were used for the final data analysis with response rate of 82.5%. The results showed that &5
% of the students has known that the foodservice operation was managed by contracted management company, only
56.5% of them have known the exact name of contract foodservice management company managing their cafeteria.
It was recommended therefore that contract foodservice management company need more efforts for widening public
activities for their company’s name.
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Table 1, Demographic informations of subject

Unit : Frequency(%)

Overall Foodservice Operation "A;  Foodservice Operation "By ¥ / T-value
Male 108(54.5) 60(72.3) 48(41.7)
Sex 1.64
Female 90(45.5) 23(27.7) 67(58.3)
Freshman 61(30.8) 20(24.1) 41(35.7)
Sophomore 76(38.4) 55(66.3) 21(18.3)
Grade Junior 32(16.2) 8(3.6) 24(20.9) 81.14***
Senior 7(3.5) 0(0.0) 7(6.1)
Graduate School 22(11.1) 0(0.0) 22(19)
Engineering 123(62.1) 78(94.0) 45(39.1)
Economic and Commerce 10(5.1) 1(1.2) 9(7.8)
Education 73.5) 0(0.0) 76.1)
Major L?i'b::: :ﬁiiﬁc’ Social Sclence, 3, 16.2) 1(12) 31(26.9) 390.924%+
Life Science 18(9.1) 0(0.0) 18(15.7)
Medical 4(2.0) 0(0.0) 4(3.5)
Art and Sports 4(2.0) 3(3.6) 1(0.9)
< 200,000 Won 39(19.8) 23(28.0) 16(13.9)
200,000Won ~300,000Won 92(46.7) 34(41.5) 58(50.4)
Wage  300,000Won ~400,000Won 46(23.4) 15(18.3) 31(27.0) 56.83%**
> 400,000Won 20(10.2) 10(12.2) 10(8.7)
No response 1 1 0
Agel) 222+29 22.5+2.5 22.0+3.1 109.204***
" MeantSD
4% < 001
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Table 2. College and university students’ behavior on using the foodservice

Foodservice Foodservice
Overall . i
Operation A, Operation "B, T-Value
N Mean+SD N Mean+SD N Mean+SD

Frequency of visiting cafeteria(time/week) 194 2.08£2.36 81 2.04+1.50 113 2.12+2.83 -232%*
Meal price(won) 197  2823.4+660.4 82 2,680+768.8 115 2,925+552.0 -2.601%**
Time to spend on eating(Min) 197 31.63+13.46 82 27.0+13.86 115 34.9+12.19 -4.226
Satisfaction” 198 2.6+0.8 83 2.360.86 115 2,77+0.7 -3.702%*

¥k p o< 001 ** P < 01

tos point likert scale(l : very unsatisfied 5 : very satisfied)
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Table 3. Type of managing college and university foodservice and perception on the name of contract foodservice management

company
Unit : Frequency(%)
Overall  Foodservice operation "A; Foodservice operation B, ¥
Recognition of operation method
Recognize foodservice to be self-operating 29(14.7) 16(19.3) 13(11.4) 08.076++*
Recognize foodservice to be contract-managed 168(85.3) 67(80.7) 101(88.6) )
No response 1 1
Recognition of operating company name
Recognize the name of contract foodservice 104(56.5) 49(6.6) 55(51.4)
management company 3.130
Not recognize the name of contract
. 80(43.5) 28(36.4) 52(48.6)
foodservice management company
No response 14 6 8
Total 198 83 115

*Ex P < 001
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Table 4. College and university students’ perception on the name of contract foodservice management company

Unit : Frequency(%)

Overall ~ Foodservice Operation FA;  Foodservice Operation TB; e
Know exact name of contract foodservice 99(95.19) 47(95.92) 52(94.55)
management company
84.965%**
Not know exact name of contract foodservice 5(4.81) 2(4.08) 3 (5.45)
management company
Total 104 49 55

b
* No response, * Incorrect response
k% p < 001
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Table 5. Top of mind brand of contract foodservice management company

Contract foodservice Overall Foodservice Operation A, Foodservice Operation "B,
management company Frequency % Frequency % Frequency %
Company "A, 69 60.5 40 83.3 29 43.9
Company By 19 16.7 2 42 17 25.8
Company “H, 5 44 0 0.0 5 7.6
Company "L, 5 44 0 0.0 5 7.6
Company "M, 4 3.5 3 6.3 1 0.9
Company "G, 3 2.6 0 0.0 3 4.5
Company D, 2 1.8 2 42 1 0.0
Company C, 1 0.9 0 0.0 1 1.5
Company "E, 1 0.9 1 21 1 0.0
Company °F, 1 0.9 0 0.0 1 1.5
Company 1 1 0.9 0 0.0 1 0.9
Company [J; 1 0.9 0 0.0 1 0.9
Company "K; 1 0.9 0 0.0 1 0.9
Company "N, 1 0.9 0 0.0 1 0.9
Total 114 100.0 48 100.0 66 100.0
Table 6. Brand recall of contract foodservice management company
Contract foodservice Overall Foodservice Operation "A, Foodservice Operation "B,
management company Frequency % Frequency % Frequency %
Company "A; 12 19.0 3 16.7 9 20.0
Company "B 10 159 3 16.7 7 15.6
Company "H, 9 14.3 0 0.0 9 20.0
Company "E, 9 14.3 3 16.7 6 13.3
Company I, 7 1.1 1 5.6 6 13.3
Company ‘J, 3 4.8 1 5.6 2 44
Company O, 3 4.8 3 16.7 0 0.0
Company "L, 3 48 2 11.1 1 22
Company M, 2 32 1 5.6 1 22
Company "R 1 1.6 0 0.0 1 22
Company P, 1 1.6 0 0.0 1 2.2
Company Q, 1 1.6 0 0.0 1 22
Company "Ny 1 1.6 0 0.0 1 22
Company "C, 1 1.6 1 5.6 1 0.0
Total 63 100.0 18 100.0 45 100.0
AEBAL T QeG4 JAE34 6(13.3%). L 24 M 4) SIERSA MEUHQ BHE HXAT|
olerga) RSl R SlEHg] HESPL P EEA 12709 AABE B2 AN 3 Sl & Ho| 9]
HEEAL Q YA AESAL N SEEA AR = RS fjEE4 4R HAES RASES 59
Az 14229 St ok ¥g47t 8 S02 Hels Auh Table 73}

P SEAe) A HlEgE 31Ho]glow A Sjet
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Table 7. Brand recognition of contract foodservice management company

Contract foodservice Overall Foodservice Operation A Foodservice Operation "By
management company Frequency % Frequency % Frequency %
Company FA, 158 37.1 74 52.1 84 29.6
Company "By 61 14.3 8 5.6 53 18.7
Company ‘E, 58 13.6 21 14.8 37 13.0
Company 1, 53 12.4 18 127 35 123
Company "H, 52 122 15 10.6 37 13.0
Company "M, 11 26 5 3.3 6 2.1
Company 7J; 9 2.1 1 0.7 8 2.8
Company "Q, 7 1.6 0 0.0 7 2.5
Company 'S, 6 1.4 0 0.0 6 2.1
Company "N, 6 1.4 0 0.0 6 21
Company T, 4 0.9 0 0.0 4 1.4
Company "U, 1 0.2 0 0.0 1 0.4
Etc 5 1.2 1° 4
Total 431 100.0 143 100.0 288 100.0

* - Company 'O,
® - Company "0, "W, fGy, V,

4 ARBA} HlmSgs 158(36.7%)2 71 =4 U
Sich, theo 2l B YehgA] MESAL 61(142%), E
AerFA] AEB|A}F 58(13.5%), 1 Ye-E4] AEFA
53(12.3%), H YIekg4] AFEFAF 52(12.1%), M e
Al ARSJAF 1126), T A4 D234 92.1), Q
ojergal AEB|AL %(1.6%), S JEHEA] AER3B|A}
6(1.4), N $IErA] AES]AL 6(1.4%), T a4 A
EZAF 400.9%), U eG4 HEI|AL 1(0.2%), 18]
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SHt ok FAAERE HH A FA4AE A
A AEB|AF 74(52.1%), E HERTA AESAT
21(14.8%), T EFF4] AEBIAL 18(127%), H f=h3
Al AEBAL 15(10.6%), B JebgAl HE3|AL 8
(5.6%), J e AR 1(0.7%)9] 3HE U
Wow, B gAlde A $ET4 AEIAL 84(29.5%),
B 2] HESAL 53(18.7%), E ek HES
Akt H Sl AESAE 242 37(13.0%), 1 et
FA AZIAL 35(12.3%), T kAl ARIAL 8
(2.8%), Q $ErZA HEI|A} 7(2.5%), M YEFEA]
AEBIAL S Hegd] HEIARE N HEF4] HEg]
AP 242 6(2.1%), T e AE3IAL 4(1.4%), U

do gt Ao &

olekFAl HEBIAL 1(0.4%)2] BIESE vehdch

2|2A47), BlEx Aviet Bz A7) He)] ofgt
Bt AR BE AXm RAF A A Qe
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