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Abstract

This study was conducted to establish basic data to improve the service quality of the Korean food service industry by

evaluating the experience that Chinese tourists have at Korean restaurants. To accomplish this, we analyzed the common

dining out style of Chinese tourists and how their expectations were influenced by the Korean culture and movies and

dramas. We then compared the customer satisfaction of Chinese tourists before and after visiting Korean restaurants. The

results of this study suggest that advertising of the Korean culture and movies and dramas to Chinese who dine out on a

regular basis should be accelerated. In addition, the Korean food industry must develop distinct marketing strategies and
improve the food menu and service to satisfy Chinese tourists who visit Korea often.
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<Table 1> General Characteristic of the Subjects

Service expectation level Variables N 9%
before visiting
Gend male 65 556
ender female 52 44.4
Marical not married 42 359
arital status married 75  64.1
20-29 76 65.0
Customer satisfaction 30-~39 12 10.3
after visiting Age 40-49 25 21.4
50~59 4 3.4
<Figure 1> Proposed Model 60-69 0 0
<middle school 1 0.9
Academi High school 14 12.0
4, Xt=zo| Az b;?kgﬁ)lfn d Being in University 98  83.8
AAFGN] E5H= BT o180l Y= FHUY University i34
w . C >Graduate University 0 0
A 11759 AEA]= A9 & Data Cleaningdto] SPSS/ —
) ~ _ University student 65 556
PC+ for Window 12.0 AT 7IAZ B3It ZAY Researcher 2 1.7
Apzpe] kA EATE ShRe] WERYS Teksh] 9fstel Business man 568
A, o, A9, o, eaulg, AN, A UE) Dranager P
- - - ce .
T oo HERAS AR, davbde SFEA Job Special worker s 43
(Regression analysis)2 AA|5}o] HZ3)T} Free lancer 10 8.5
Small Office Home Office 4 3.4
Housewife 7 6.0
1. CH:'L7E:"'_!} 2‘1 ‘T,—jé'_} etc 6 5.1
>10003¥ 48 41.0
1. ZAICHARS YN Ed . 1000-1500 ¥ 49 419
_ _ _ The expenditure 6
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AT B gig ZAARIe) ATEATE Sy
(Table 1)} Zt}, <Table 2> Eating out type of Chinese tourists
WL A 55 6%9) o]Ah44 4% HT HEE o]% e S|
on], 7| EAL 35.9%, v EA 64,1990, Ao =L . 0 8s
20’\’29]\‘1]7}' 65‘O%i 7}'101- ?%'9\):_9_]1:" 40""49}\1]7}' 21_4%, Frequencyof 2"5 times 44 37.6
30,\,39}\«”7]_ 10.3% .50,\,59}\-"7]. 3.4%93\];}.‘ 34%_3_'}@:]1% 1;].] eating out per 6-10 times 34 29.1
_ _ . . o o1 0 a month 11~-15 times 22 188
sk AslAgo] 83.8%, I1E 12.0%, H& 3.4%%3L, A Yo 516 times 7 6.0
2= el 55.6%, ZeldiA] 8.5%, FA/MHAIE 6.8%0] >10,000 won 5 4.3
Aty g3 okt HEREA] AH|SHE H Av|ogz Fatine out 10,000-30,000 won 50 427
ating ou
1000~1500¢¢ll0] 45.9%% 74 wWokroen 100092l o]3}k expen%e 30,000~50,000 won 30 256
o sl TlEe. 41 Slo0. oul 5] 50,000-70,000 won 21 17.9
£ 2H|ShE ¥REE 41,0%, 3000~35009]91e 2xH]5k= 570,000 won 11 94
TEAL 11.1%% AR FA =, Price 17 145
Service 22 18.8
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<Table 3> Chinese tourists’s Korean-wave contact type

Variables N %
News paper 8 6.8
TV/Radio 25 214
Information Friends 56 479
sources of Advertisement in a car 5 4.3
Korean Magazine 9 7.7
restaurants Internet 6 5.1
DM 0 0
Cable broadcasting 8 6.8
1-3 times 87 744
3-6 times 27 231
Times of visiting ~ 7~9 times 2 1.7
in Korea 10-12 times 0 0
13~15 times 0 0
16~18 times 1 0.9
TV 39 333
i Popular song 7 6.0
Ellezlilz culture Magazine 15 128
Internet 49 419
Cable broadcasting 7 6.0
Drama 73 624
. Movie 21 17.9
Favorite Korean .
public culture Music 13 111
Game 10 8.5
Sport 0 0
>1 month 17 145
Enjoyment >1 year 23 197
period of Korean <1 year 50 427
public culture <2 years 19 162
<3 years 8 6.8
A new fashion 48  41.0
' weak Violgnce than 12 103
Favorite reason USA public culture
of Korean public  easy contact 26 222
culture fresh and vivid feel 30 25.6
decrease of attractiveness in 1 0.9
USA public culture )
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<Table 4> The effect of a Chinese’s service expectation before visiting Korea

Unstandardized Standardized
Variables coefficient coefficient t(p) F (p) R? adjusted R?
B standard error B
Constant 3.614 228 15.823 (.000)
Frequency of eating out per a month .103 .042 225 3.462 (.015)
Eating out expense .049 .041 110 1.194 (.235)
Information sources of
Korean restaurants -.037 .025 -.133 -1.491 (.139) 3726 169 L4
Times of visiting in Korea -.145 .067 -.197 -2.177 (.032) (.002) ) )
Enjoyment period of
Korean public culture -.059 .040 -135 -1.464 (.146)
The expenditure 010 045 019 216 (.830)
in Korea
p<0.05
<Table 5> The effect of Chinese's satisfaction after visiting Korean restaurants
Unstandardized Standardized
Variables coefficient coefficient t (p) F (p) R? adjusted R*
B standard error B
Constant 3.393 .195 17.438 (.000)
Frequency of eating out per a month .029 .036 078 .810 (.420)
Eating out expense .046 .035 127 1.306 (.194)
Information sources of
Korean restaurants -017 021 -074 ~788 (433) (1 172146) .086 .036
Times of visiting in Korea -.049 .057 -.081 -.856 (.394) )
Enjoyment period of
Korean public culture .030 .034 .085 .876 (.383)
The expenditure in Korea -.080 .038 -.196 -2.077(.040)
p<0.05
T AAREL FRIM] AT B GHE vl 2450l A0 ALY, ol BRE FAT ] o)
A AL e & o Ao, 67 W F S o Auja7|gead W & aANSe] g or JFF
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1 5 RS A= dFe A5 A (Table 6)9 b Au|e] Tl Bl APESRE ERSHEE Sjof St
At 2ol §eRZE 0,054 GEHARDY A

<Table 6> The effect of Chinese tourist's satisfaction by Korean restaurant service quality

Unstandardized Standardized
Variables coefficient coefficient t (p) F (p) R? adjusted R?
B standard error B
Constant 1.976 237 8.334 (.000) 37.730 247 240
Chinese tourist’s satisfaction 404 .066 497 6.142 (.000) (.000) ’ ’

p<0.05
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