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ABSTRACT

A STUDY ON THE EFFECTS OF THE INTERACTIONS
AWARENESS OF HOTEL EMPLOYEES AND CUSTOMER
ON THE RELATIONSHIP MARKETING RESULT

By Dam-Gye Hyun

Department of Business Administration
Graduate School of Business Administration
Cheju National University

Supervised by Professor Hang-Jin Heo

Today, under the present situation of severe competition in the industry,
Hotel should put much emphasis on maintaining repeating guests as well
as attracting new guest.

Hotels should gain competition superiority with relationship marketing
which consist of the interaction of guest and hotel employees and
marketing activities building up, maintaining and enforcing the relationship
with the guests.

However, tourist hotels in Jeju have not had much interests in the
relationship marketing which can maintain repeating guests and they have
not carried out relationship marketing activities.

Especially Jeju set sail for Jeju international free city and share fate and
than first of all there is need to role of employees for the service to guest

The purpose of this study is attempted to establish the relationship
marketing of the interaction guest and hotel employees.
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To achieve the purpose of this study the 300 questionnaire were
distributed receiving 260 response but the only appropriate 250 respondents
responded to this survey questionnaires. It was focused on the employee of
deluxe hotels in Jeju.

This study consist of 5 chapters
(1) Introduction
(2) Theoretical Background
(3) Empirical Research
(4) Analysis
(5) Conclusions

They were analyzed for multiple regression, reliability, factor, frequency
analysis by SPSS/winl0.0 for window. used for testing moderating effects
of personal characteristics between interaction factor of guest and hotel
employees and marketing result factor.

This study has limitation with the limited research region in Jeju, and
sample size is small not to generalize the research results.

Therefore, there is still some challenge to analyze and verify with more
improved theories in continuing with this in the future.
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