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ABSTRACT
The purposes of this research are to study the management strategies of aboriginal restaurants under the high-competition situation
and the motives of consumers who de-cide the restaurant to eat.
In order to analyze the marketing strategies of the restaurants, the expectation of the consumers, the consumers’ perceived values
and the loyalty of the consumers after dining, three aboriginal restaurants in southern part of Taiwan are chosen as the research
objects for study.
The qualitative research resulting from in-depth interview with the shopkeepers of the aboriginal restaurants in the southern part of
Taiwan and the quantitative research resulting from questionnaires to the restaurant consumers are both adopted in this re-search.
In the interview, the marketing strategies of the firms, the expectation of the consumers, the perceived values which are expected to
be delivered to the consumers and the loyalty of the consumers after dining are clarified. The results in accordance with the in-depth
interview are taken as the basis of the questionnaires which is de-signed. The domains include “ The importance of the decisions
you make on the restau-rants” ,“ The perception after dining” , and “ The loyalty after dining” . In this case, 450 questionnaires
are collected and among them 393 are valid (90.9% response rate). Ac-cording to the results from the quantitative research, there is a
significant correlation among “ the marketing strategies” ,“ the perceived values” and“ the loyalty” based on the method of
Pearson correlation analysis.
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