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A Study of Small Restaurant Concepts Using Conjoint
Analysis: A Restaurant Revenue Management Approach

Kong, Gyeong-Bae® - Kim. Kwang-]J1¢ - Park, Ki-Yong”
Abstract

The purpose of this study is to analyze the relative influence on the causal
relationship of customer behavior for each attribute and level by focusing on
service delivery and physical environment quality among the small restaurant’s
selection attributes. It also presents a new concept based on Restaurant
Revenue Management (RRM). As a research method, 6 attributes and 2 levels
of a small restaurant were derived through previous studies and in—depth
interviews. Conjoint analysis was applied to evaluate the relative importance of
attributes, derive the concept of small restaurants through simulation
techniques, and estimate market share by concept. Scenario derivation was set
to 12 profiles and 4 verification files. As a result of the study, the importance
of each restaurant’s concept attributes was found in order of meal provision,
order and payment, table movement, price display method, store music, and
energy bulb. In addition, when analyzing the importance of each attribute
frequency, similar results were obtained for each group. Looking at the
prediction results of the market share, the two concepts were the highest. First,
the concept of cardl is 'Self’ for meals, 'Kiosk’ for orders and payments,
"Yes’ for table movement,’Multi" for price display, store music 'Yes’, and
energy light bulb 'Yes’. The concept of cardZ is 'Self’ for meals, 'Counter’ for
orders and payments,’Yes’ for table movement,’Multi’" for price display, 'No’

for store music, and energy light bulb 'No’. Therefore, it is necessary to
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consider self-service for the meal delivery method and kiosk usage for the
ordering and payment method, in order of customers’ importance Wwhen
introducing revenue management for small restaurants. The table is configured
to be arranged or moved according to the number of companions, and the
menu price needs to display various odd prices. Store music has a variety of
customer preferences, so it is required to operate appropriately for the situation.
The energy consumption efficiency bulb, which has the lowest importance, is

considered to be a good example of saving fixed costs through its installation.

Keywords: Small Restaurants, Revenue Management, Conjoint Analysis



