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Influence of Daeganggeum

Winning Combination of Drama and Food

For customers in all three places, the researchers found
that television and radio were the most influential
sources of information in making them want to try
Korean cuisine, followed by newspapers and magazines.
Their experience of Korean food gave many customers,
especially those from Hong Kong, a more positive
image of the country, confirming that “food may be an
influential medium in changing the national image of
Korea”, note the researchers.

Overall, the researchers confirm that Daeganggeum has
increased the preference for Korean food among Hong
Kong, Taiwanese and Thai customers. They conclude
that combining the portrayal of food with a destination
in a film or television programme can enhance the image
of the country and may act as a “magnet” to visitors who
want to experience the places and foods portrayed.

Around half of the customers indicated that they had
become interested in eating Korean food through
watching Daeganggeum. This, suggest the researchers,
reflects the “strong effects this TV drama has had on
these countries”. Furthermore, many of the customers
agreed that watching the programme had made them
keen to visit Korea to experience the food.

Different Preferences Revealed
There were, however, some differences in the elements of
Korean dining and the drama that influenced customers
in the three places. For instance, those in Hong Kong
and Thailand were particularly taken by the “variety
and harmony” of Korean food. A practical implication
for Korean restaurants in these places, the researchers
suggest, is to make their menus “more visually appealing”
with the use of “diverse decorations” to “influence the
national image of Korea” formed by Hong Kong and
Thai customers.
The Hong Kong customers were also attracted by the
healthy aspects of Korean food. The researchers propose
that Korean restaurants in the city take advantage of this,
providing menus with “natural and health-conscious
ingredients rather than a large amount of meats or
instant foods”.
Among the Taiwanese and Thai customers, the
“uniqueness of Korean food culture” as portrayed in
Daeganggeum was important. This aspect, the researchers
recommend, should be emphasised in restaurant décor
through the use of “traditional wooden paper or curtains
using natural dyed material” and the creation of “an
interior ambience that uses natural acoustics such as the
sounds of wind, rain or birds”.
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Points to Note
• A combination of televisual portrayals of a
destination and the appeal of its food can have
a sizable economic impact on that destination.
• The food-centric Korean drama Daeganggeum
has had a strong influence on perceptions
of Korean cuisine and Korea as a tourist
destination.
• Hong Kong, Taiwanese and Thai customers of
Korean restaurants overseas were influenced
in largely similar ways, with some important
differences.
• Korean restaurant owners could harness
these different national preferences to attract
particular customers.
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Acculturation Determines Consumer
Responses to Service Failures

C

hinese American consumers react differently to
service failures depending on the extent to which
they have integrated into American culture,
suggest Dr Karin Weber and Professor Cathy Hsu of the
SHTM and a co-author. In a recently published research
paper, they report the results of a study that considered
the reactions of Chinese Americans with different levels
of acculturation to customer service failure. As measured
by the need to maintain “face”, the extent of customer
satisfaction with the service experience and repeat
purchase intention, the respondents’ “acculturation
status influenced their reaction to the service failure”,
the researchers note.

Multi-Ethnic Societies and Acculturation
In increasingly multi-ethnic societies, it is particularly
important for hospitality marketers and service providers
to understand the perceptions and behaviours of people
from different cultures. Consider the situation in the
United States. Chinese Americans, the researchers note,
are the largest ethnic group among Asian Americans,
and their higher than average salaries “make them an
attractive target segment for marketers”.
Yet presuming the homogeneity of any ethnic group
can be problematic. The researchers suggest that the
perceptions and behaviours of ethnic consumers who
migrate to other countries may differ depending on the
extent to which they maintain their original cultural
identities or assimilate with the new cultures. They were
thus interested in determining the “impact of different
acculturation strategies” – integration, assimilation and
maintenance of separation – on the reactions of Chinese
Americans to service failure, which they describe as “an
unfortunately common situation”.

Service Failure Scenario
The researchers conducted a survey among Chinese
Americans who had lived in the United States for at
least five years. The participants were asked to imagine
themselves “as an aggrieved customer” at a luxury hotel
who experiences “subtle discrimination” while European
guests are given “preferential treatment”. The scenario
described a situation in which a member of staff failed
to make an important dinner reservation for the guest,

who then had to make alternative arrangements, with
the hotel employee making no attempt to resolve the
situation. The researchers presented four variants of the
scenario based on differences in the ethnicity of the staff
member involved – Western or Chinese – and “the hotel
brand’s county of origin” – whether an Asian country or
the United States.
Once they had read the scenario, the participants rated
how satisfied they were with the hotel and how likely
they were to return. They also answered questions
designed to assess “loss of face”, which occurs, the
researchers explain, when “service providers fail to
recognise guests’ importance and do not accord them
due respect”. They emphasise that the concept of face is
particularly important in Chinese culture, and is linked to
“a person’s status and position in society”.
To give an indication of the survey’s representativeness,
those who completed the questionnaire were equally
divided in terms of gender, and almost 60% were aged
26 to 55. Their level of education was relatively high –
more than half had Bachelor degrees and a quarter had
postgraduate degrees. Around 60% were born in the
United States, 40% had arrived there in the 1990s and
30% had arrived since 2000.

Acculturation Influences Satisfaction
To explore how the participants reacted to the customer
service scenario, the researchers first grouped them into
three categories according to their degree of acculturation
– the extent to which they retained their “identification
with their culture of origin” and attempted to “conform
to the host culture”. The assimilated participants did
not seek to maintain their original Chinese culture and
sought daily interactions with the local American culture.
Their integrated counterparts attempted to maintain their
Chinese culture but also sought daily interactions with
American culture. The separated participants, in contrast,
held onto their Chinese culture and did not attempt to
interact with the local culture.
Considering differences in responses to the scenario,
the researchers found that the culturally separated
participants were most satisfied with the service described
and were most likely to return to the hotel. At the same
time, they were also more concerned than the other two
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groups about the need to maintain “face”, which should
have been detrimental to their perceptions of customer
service. The researchers explain this seeming incongruity
by noting that the culturally separated participants had
little contact with mainstream American culture. They
were thus less familiar with the service environment and
perhaps less aware of discrimination. Furthermore, the
high value placed on “modesty and conservatism” in
Chinese culture may have made them reluctant to express
“extreme opinions”.
In contrast, the assimilated and integrated participants,
more in tune with the mainstream culture, had low levels
of satisfaction with the service and did not intend to
return to the hotel. The researchers speculate that those
who make greater efforts to assimilate into a host culture
“are not focused on maintaining their original identity”
and consequently may respond more negatively when
they “feel discriminated against by a service provider”.
Furthermore, their expression of dissatisfaction could
be an indication of their “learned ‘freedom of speech’
American value”.

Ethnicity of Staff and Origin of Hotel
Degrees of acculturation also influenced the way the
participants reacted to the ethnicity of the hotel staff
member portrayed in the scenario. The culturally
integrated participants were much more likely to indicate
that they would visit again if the employee was Chinese
rather than American. Perhaps those who try hard to “fit
into mainstream society” have greater empathy for other
Chinese trying to do the same, suggest the researchers.
Alternatively, they may feel more discriminated against
by Western staff because such treatment highlights that
they “continue to be treated differently”.
The assimilated participants, in contrast, were more likely
to indicate they would return if they were served by an
American. Assimilators, the researchers suggest, may find
it easier to forgive a failure by an American than by a
Chinese employee because they want to be accepted into
the new culture, while distancing themselves from the
old one.
Interestingly, whether the hotel was part of an American
or Asian hotel chain brand made little difference to any
of the participants, but this may not be as inconsistent
as it might seem. The researchers explain that the
expansion of Asian brands into the United States means
that consumers now “hold similar expectations for these
brands as they do for any other Western brands’.
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Hotel Employees’ Efforts Key to Successful
Implementation of Green Practices

Chinese Americans Not a Homogeneous
Market
Given that the level of acculturation is so important in
responses to hospitality service failures, the researchers
suggest “marketers should realize that Chinese Americans
do not represent a homogeneous market”. Taking this
logic a step further, they conclude that hotels should
provide “not only culture-specific training but intraculture-specific training”. This will ensure awareness
of the “nuanced differences” among Chinese American
consumers, and by extension their mainland Chinese
counterparts visiting the United States.

Points to Note
• Chinese in the United States integrate with the
mainstream culture to varying degrees.
• Differences in acculturation influence Chinese
American responses to hospitality service
failures.
• Culturally separated consumers are less likely
to respond negatively to service failures than
their culturally integrated and assimilated
counterparts.
• Hotel staff training can improve awareness of
intra-cultural differences.
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otels in Hong Kong that are looking to
implement environmentally friendly policies
should consider the knowledge, awareness,
attitudes and behaviour of their employees, according
to the SHTM’s Drs Eric Chan, Alice Hon, Wilco Chan
and a co-researcher. Attempting to implement new
policies with employees who are unwilling to change
their behaviour could increase staff turnover and
reduce the success of the programme. Selecting the
right employees and providing in-depth training on
environmental issues are thus important strategies for
ecologically conscious hotels.

A Green Future for Hotels
As concerns about the effects of human behaviour on the
environment continue to rise, laws are being introduced
in an attempt to increase awareness of environmental
issues and change people’s behaviour. The researchers
point out that hotels are consequently becoming
more concerned about balancing “environmental
performance, limited resources, public legitimacy,
burdensome litigation and profitability”. Although most
hotel chains already have policies designed to reduce
their environmental impact, it is hotel staff who must
implement those policies. The attitudes and behaviour of
hotel employees thus ultimately determine whether green
policies are implemented effectively.
As the researchers suggest, although some employees
appreciate and derive greater job satisfaction from
working for environmentally aware companies, there
is concern among hotel managers that the introduction
of environmental policies can “result in resistance
from employees” who are unwilling to change their
routines. They emphasise that this resistance to change
is normal, as most people prefer to stick to what they
call “habitual behaviour”.
One of the key elements in resistance to environmental
policies is the increased workload their implementation
brings. The researchers note that office staff may be
“asked to use double-sided printing or photocopying”
and chefs may be told to “turn on cooking equipment
only as needed”. Furthermore, some employees may feel
threatened not only by change, but also by “their own
lack of environmental knowledge”.

According to the researchers, the introduction of
unpopular policies is a particular concern in the hotel
industry, which has always been associated with
high staff turnover rates. To ensure the success of
environmental programmes and minimise the negative
effects on employees, hotel managers need to gain
the support of their staff. To do so, they need to
understand what influences employees’ attitudes towards
environmental issues, and how these attitudes affect their
“intentions to implement green hotel practices”.

Environmental Knowledge, Awareness
and Concern
The researchers set out to provide hotel managers with
a better understanding of how employees’ attitudes
and behaviour influence their intentions to implement
green practices, and to suggest management strategies
that could enhance those intentions. They distinguished
between environmental knowledge, awareness and
concern, and how these related to the employees’ actual
behaviour and intention to implement green practices in
the hotels they worked in.
Environmental knowledge is likely to affect behaviour,
note the researchers, because people tend to avoid
situations where they do not have “enough knowledge
to guide their behaviour”. Conversely, having more
knowledge about environmental issues motivates people
to engage in environmentally responsible behaviour.
Greater awareness of the effects of human behaviour
on the environment should also motivate people to buy
products with eco-labels and participate in recycling
programmes.
Environmental concern refers to the beliefs and attitudes
that people have towards environmental issues. Although
it might be assumed that people who express greater
concern will behave accordingly, the researchers point
out that the attitudes that people hold do not always
predict how they will actually behave.
The researchers thus sought to determine whether hotel
employees’ knowledge, awareness and concern was
associated with their actual ecological behaviour, such as
how often they reused shopping bags, recycled paper and
tried to save energy. The aim was to discover whether
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