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ABSTRACT

A Study on the Effects of the Values of Restaurants’
Coupons on Intentions of Returning the Coupons and

Revisiting the Restaurants

Hyun Jeong-woo

Major in Food Service Management

Dept., of Hotel, Tourism and Restaurant
Management

Graduate School of Business Administration

Hansung University

The purpose of this study was to analyze the effects of restaurant
coupon values on consumers’ intentions of returning coupons and
revisiting the restaurants. For this purpose, the researcher set the scope
of the study as follows; first, the influence of coupon values (economic
and psychological values) over intention of returning the coupons
would be analyzed, and then, the effect of the intention of returning
the coupons on the intention of revisiting the restaurants would be
examined. Then, the differences of the effects of coupon values on the
intention of returning the coupons would be analyzed depending on
consumers’ characteristics, while the differences of the effects of the

intention of returning the coupons on the intention of revisiting the



restaurants would be analyzed.

It was found through this study that the coupons could conduce to
increase the sales and attract consumers continuously, while providing
for an opportunity to identify consumers’ intention of returning the
coupons as well as their intention of revisiting the restaurants.
Namely, the coupons may well help to keep the consumers, affecting
their loyalty positively.

As the coupons are activated by family restaurants, it is conceived
that the coupon as a marketing promotion tool can play a positive role
in encouraging the consumers to revisit the restaurants. Accordingly, it
is deemed necessary to encourage the consumers to use the coupons,
while advertising them through mass media together with diversified
sales promotion activities and PR strategies.

On the other hand, as a result of analyzing the differences
depending on demographic variables, it was found that the restaurants
would be obliged to take into consideration individual consumers’
purchasing behaviors and concerns to design a customized marketing
strategies with CRM. Furthermore, restaurants are requested to
establish an off-line and on-line network responding to consumers’
needs speedily based on their database, while designing an effective
CRM strategy from a perspective of the integrated marketing
communication.

This study may be limited in that its scope was limited to certain
restaurants in Seoul, which means that the results of this study may
not be generalized. So, it is hoped that this study will be followed up
by future studies which will cover the restaurants as wide as possible.
Moreover, since this study focused on the values of coupon, it is also
hoped that future studies will use more diverse variables and causal
relationships to grasp consumers’ behaviors of using the coupons more

correctly.
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