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Abstract
ThisǰstudyǰinvestigatesǰtheǰimpactǰofǰHaidilaoǰRestaurant’sǰserviceǰmarketingǰmixǰ(7Pǰframework)ǰǰ

onǰtheǰsatisfactionǰofǰcollegeǰstudentsǰinǰShandong,ǰChina.ǰAgainstǰtheǰbackdropǰofǰChina’sǰǰ
boomingǰcateringǰindustry-particularlyǰtheǰhotpotǰsector-andǰtheǰgrowingǰinŴuenceǰofǰcollegeǰ
studentsǰasǰaǰkeyǰconsumerǰgroup,ǰthisǰresearchǰaimsǰtoǰidentifyǰwhichǰelementsǰofǰtheǰmarketingǰ
mixǰ(Product,ǰPrice,ǰPlace,ǰPromotion,ǰPeople,ǰProcess,ǰandǰPhysicalǰEvidence)ǰsigniųcantlyǰaffectǰ
studentǰsatisfaction.ǰUsingǰaǰquantitativeǰapproach,ǰdataǰwereǰcollectedǰviaǰquestionnairesǰfromǰ659ǰ
collegeǰstudentsǰatǰShandongǰForeignǰAffairsǰVocationalǰUniversityǰwhoǰhadǰconsumedǰatǰHaidilao.ǰ
Descriptiveǰstatisticsǰandǰmultipleǰregressionǰanalysisǰwereǰemployedǰtoǰtestǰtheǰhypotheses.ǰTheǰ
ųndingsǰrevealǰthatǰPhysicalǰEvidence,ǰProcess,ǰPeople,ǰandǰPlaceǰexertǰsigniųcantǰpositiveǰeffectsǰ
onǰstudentǰsatisfaction,ǰwhileǰProduct,ǰPrice,ǰandǰPromotionǰshowǰnoǰstatisticallyǰsigniųcantǰimpact.
Keywordsǰ:ǰMarketingǰMix;ǰHaidilao;ǰCollegeǰStudents;ǰcustomerǰSatisfaction;ǰ7PǰFramework

Introductionǰ
China’sǰcateringǰindustryǰhasǰexpandedǰrapidlyǰinǰrecentǰyears,ǰwithǰtheǰhotǰpotǰsectorǰ

becomingǰincreasinglyǰcompetitiveǰandǰreachingǰaǰmarketǰscaleǰexceedingǰ1ǰtrillionǰyuanǰ(iiMediaǰ
Research,ǰ2025;ǰNCBD,ǰ2024).ǰAtǰtheǰsameǰtime,ǰtheǰnumberǰandǰpurchasingǰpowerǰofǰcollegeǰ
studentsǰcontinueǰtoǰgrow,ǰwithǰannualǰperǰcapitaǰconsumptionǰprojectedǰtoǰreachǰ35,000ǰyuanǰ
byǰ2028,ǰindicatingǰstrongǰmarketǰpotentialǰ(iiMediaǰResearch,ǰ2025).ǰAsǰaǰleadingǰbrand,ǰHaidilaoǰ
facesǰtheǰchallengeǰofǰenhancingǰcollegeǰstudentǰsatisfactionǰamidǰintensiųedǰcompetitionǰandǰ
changingǰconsumptionǰpatterns.ǰThisǰstudyǰappliesǰtheǰ7Pǰmarketingǰmixǰframeworkǰtoǰexamineǰtheǰ
keyǰfactorsǰinŴuencingǰcollegeǰstudents’ǰsatisfactionǰwithǰHaidilao,ǰaimingǰtoǰprovideǰtheoreticalǰ
insightsǰandǰpracticalǰguidanceǰforǰdevelopingǰeffectiveǰmarketingǰstrategiesǰtargetingǰtheǰcollegeǰ
studentǰmarket.
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ResearchǰObjectives
Toǰexamineǰtheǰimpactǰofǰserviceǰmarketingǰmixǰfactorsǰaffectingǰcollegeǰstudents’ǰsatis-

factionǰinǰvisitingǰHaidilaoǰrestaurants.

LiteratureǰReview
Serviceǰmarketingǰmixǰandǰcustomerǰsatisfactionǰformǰtheǰtheoreticalǰfoundationǰofǰthisǰ

study.ǰTheǰserviceǰmarketingǰmixǰrefersǰtoǰtheǰsystematicǰmanagementǰofǰmarketingǰelementsǰbyǰ
serviceǰųrmsǰbasedǰonǰstrategicǰobjectives.ǰBoomsǰandǰBitnerǰ(1981)ǰextendedǰtheǰtraditionalǰ4Pǰ
frameworkǰbyǰintroducingǰPeople,ǰProcess,ǰandǰPhysicalǰEvidence,ǰformingǰtheǰ7Pǰserviceǰmarketingǰ
mix,ǰwhichǰbetterǰreŴectsǰtheǰcharacteristicsǰofǰserviceǰindustriesǰandǰhasǰbeenǰwidelyǰadoptedǰ
inǰserviceǰmarketingǰresearch.

Customerǰsatisfactionǰisǰemployedǰasǰtheǰoutcomeǰvariableǰinǰthisǰstudy.ǰItǰrepresentsǰaǰ
relativeǰevaluationǰbasedǰonǰtheǰcomparisonǰbetweenǰperceivedǰperformanceǰandǰpriorǰexpecta-
tions.ǰAccordingǰtoǰtheǰExpectation–DisconųrmationǰTheoryǰproposedǰbyǰOliverǰ(1980),ǰsatisfactionǰ
increasesǰwhenǰactualǰexperienceǰmeetsǰorǰexceedsǰexpectations,ǰprovidingǰaǰtheoreticalǰbasisǰforǰ
examiningǰtheǰeffectsǰofǰtheǰ7Pǰfactorsǰonǰcustomerǰsatisfaction.

Relatedǰresearchǰsummary
Customerǰbehaviorǰresearchǰprovidesǰtheǰfoundationǰforǰmarketingǰstrategyǰformulation,ǰandǰ

understandingǰcollegeǰstudents’ǰconsumptionǰbehaviorǰandǰsatisfactionǰisǰessentialǰforǰoptimizingǰ
marketingǰmixǰstrategiesǰandǰenhancingǰcompetitiveness.

Inǰthisǰstudy,ǰitǰisǰaimedǰtoǰseekǰhowǰserviceǰmarketingǰmixǰinŴuencingǰcustomerǰsatisfaction.ǰ
Figureǰ1ǰshowsǰthisǰresearchǰconceptualǰframework.

ServiceǰMarketingǰMixǰ(7P)
1.ǰProduct
2.ǰPrice
3.ǰPlace
4.ǰPromotion
5.ǰPeople
6.ǰProcess
7.ǰPhysicalǰEvidence
ǰǰǰ(Booms&Bitner,ǰ1981)

customerǰSatisfaction

Figureǰ1:ǰResearchǰFrameworkǰDiagramǰ
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ResearchǰHypothesis
Basedǰonǰtheǰaboveǰanalysis,ǰthisǰpaperǰproposesǰtheǰfollowingǰhypotheses:
H1ǰ:ǰMarketingǰmixǰfactorsǰhaveǰaǰpositiveǰimpactǰonǰHaidilaoǰcustomerǰsatisfaction.
H1.1ǰ:ǰProductǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction.
H1.2ǰ:ǰPriceǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction.
H1.3ǰ:ǰPlaceǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction.
H1.4ǰ:ǰPromotionǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction.
H1.5ǰ:ǰPeopleǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction.
H1.6ǰ:ǰProcessǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction.
H1.7ǰ:ǰPhysicalǰEvidenceǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction.

ResearchǰMethodology
Thisǰstudyǰadoptsǰaǰquantitativeǰresearchǰdesignǰtargetingǰcollegeǰstudentsǰfromǰuniversitiesǰ

inǰShandongǰProvinceǰwhoǰconsumedǰatǰHaidilaoǰinǰ2024,ǰusingǰShandongǰForeignǰAffairsǰVocationalǰ
Universityǰasǰaǰrepresentativeǰcase.ǰBasedǰonǰYamane’sǰ(1967)ǰformulaǰwithǰaǰ95%ǰconųdenceǰlevel,ǰǰ
theǰrequiredǰsampleǰsizeǰwasǰ380.ǰUsingǰconvenienceǰsampling,ǰ659ǰvalidǰquestionnairesǰwereǰǰ
ultimatelyǰcollected.ǰDataǰwereǰgatheredǰthroughǰanǰonlineǰquestionnaireǰdistributedǰviaǰtheǰWeChatǰ
platform.ǰAfterǰaǰpilotǰtestǰwithǰ30ǰresponsesǰandǰexpertǰreview,ǰtheǰquestionnaireǰdemonstratedǰ
acceptableǰcontentǰvalidityǰ(IOCǰ>ǰ0.5).ǰReliabilityǰwasǰassessedǰusingǰCronbach’sǰalpha,ǰwithǰanǰ
overallǰcoefųcientǰofǰ0.958,ǰindicatingǰhighǰinternalǰconsistency.ǰDescriptiveǰstatisticsǰwereǰusedǰtoǰ
summarizeǰrespondentǰcharacteristics,ǰwhileǰmultipleǰregressionǰanalysisǰwasǰappliedǰtoǰtestǰtheǰ
effectsǰofǰmarketingǰmixǰfactorsǰonǰcollegeǰstudents’ǰsatisfactionǰwithǰHaidilao.

Results
Theǰresultsǰshowǰthatǰfemaleǰrespondentsǰaccountedǰforǰ65.55%ǰofǰtheǰsample,ǰandǰmostǰ

participantsǰwereǰagedǰ18–20,ǰwithǰ20-year-oldsǰrepresentingǰtheǰlargestǰgroup.ǰFreshmenǰconstitutedǰǰ
theǰmajorityǰofǰrespondentsǰ(71.32%),ǰ indicatingǰaǰconcentrationǰ inǰ lowerǰacademicǰyears.ǰǰ
Overǰhalfǰofǰtheǰrespondentsǰreportedǰmonthlyǰlivingǰexpensesǰbetweenǰ1,000ǰandǰ1,500ǰyuan.ǰ
MostǰstudentsǰvisitedǰHaidilaoǰonceǰperǰmonth,ǰreŴectingǰlow-frequencyǰconsumption,ǰandǰtheǰ
majorityǰdinedǰwithǰfriends,ǰhighlightingǰtheǰsocialǰnatureǰofǰtheirǰdiningǰbehavior.
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Table1ǰ:ǰDescriptiveǰstatisticsǰofǰtheǰdependentǰvariableǰ“customerǰsatisfaction”
Item(s) Mean Std.

Areǰyouǰsatisųedǰwithǰtheǰfunction,ǰqualityǰandǰoverallǰdesignǰofǰHaidilaoǰǰ
products?

1.733 0.873

AreǰyouǰsatisųedǰwithǰtheǰpricingǰofǰHaidilaoǰproductsǰcomparedǰtoǰtheǰvalueǰ
theyǰprovide?

1.822 0.916

Areǰyouǰsatisųedǰwithǰtheǰconvenienceǰofǰobtainingǰchannelsǰwhenǰ
purchasingǰHaidilaoǰproductsǰorǰservices?

1.785 0.882

Areǰyouǰsatisųedǰwithǰtheǰvariousǰpromotionalǰactivitiesǰ(suchǰasǰdiscounts,ǰ
gifts,ǰetc.)ǰlaunchedǰbyǰHaidilao?

1.804 0.892

AreǰyouǰsatisųedǰwithǰtheǰprofessionalismǰandǰserviceǰattitudeǰofǰHaidilaoǰ
employeesǰ(includingǰcustomerǰservice,ǰsalesǰstaff,ǰetc.)?

1.753 0.872

Areǰyouǰsatisųedǰwithǰtheǰwholeǰprocessǰandǰserviceǰprocessǰofǰusingǰ
Haidilaoǰproducts?

1.759 0.871

Doǰyouǰthinkǰtheǰphysicalǰenvironmentǰ(suchǰasǰshopǰdecoration,ǰ
serviceǰfacilities,ǰetc.)ǰandǰonlineǰdisplayǰ(suchǰasǰwebsiteǰinterface,ǰ
productǰpictures,ǰetc.)ǰofǰHaidilaoǰmeetǰtheǰrequirements?

1.736 0.829

Tableǰ1ǰreportsǰtheǰdescriptiveǰstatisticsǰofǰcustomerǰsatisfactionǰbasedǰonǰ659ǰvalidǰǰ
responses.ǰAllǰitemsǰareǰmeasuredǰonǰaǰ1–5ǰscale.ǰTheǰmeanǰvaluesǰrangeǰfromǰ1.733ǰtoǰ1.822,ǰ
withǰallǰmedianǰvaluesǰequalǰtoǰ2.000,ǰindicatingǰaǰrelativelyǰlowǰtoǰmoderateǰlevelǰofǰsatisfactionǰǰ
amongǰcollegeǰstudents.ǰSatisfactionǰwithǰtheǰprice-to-valueǰratioǰrecordsǰtheǰhighestǰmeanǰscore,ǰ
whileǰotherǰdimensions—includingǰpromotion,ǰchannelǰconvenience,ǰserviceǰstaff,ǰserviceǰprocess,ǰ
andǰphysicalǰenvironment—showǰsimilarǰbutǰslightlyǰlowerǰlevels.ǰOverall,ǰsatisfactionǰacrossǰǰ
dimensionsǰisǰrelativelyǰconsistent,ǰsuggestingǰnoǰstrongǰpositiveǰsatisfactionǰperceptionǰandǰǰ
providingǰaǰfoundationǰforǰsubsequentǰregressionǰanalysis.
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Tableǰ2ǰ:ǰ TheǰresultsǰofǰtheǰmultipleǰregressionǰanalysisǰonǰtheǰinŴuenceǰofǰmarketingǰmixǰǰ
ǰ factorsǰonǰtheǰconsumerǰsatisfactionǰofǰHaidilao:ǰTakingǰcollegeǰstudentsǰasǰanǰexample

Non-standardized
coefųcients

Standardization
coefųcients t Sig

B standardǰerror Beta
constantǰ 0.797 0.214 - 3.716 0.000**
Product 0.060 0.078 0.025 0.770 0.441
Priceǰ 0.062 0.086 0.027 0.722 0.471
Place 0.201 0.075 0.096 2.682 0.007**
Promotion -0.050 0.087 -0.023 -0.572 0.567
Peopleǰ 0.303 0.096 0.128 3.166 0.002**
Process 0.725 0.110 0.313 6.606 0.000**
PhysicalEvidence 0.927 0.082 0.406 11.268 0.000**
R2 0.851
AdjustǰR2 0.850
F Fǰ(7,651)=532.354,ǰp=0.000

Noteǰ:ǰTheǰdependentǰvariableǰisǰcustomerǰsatisfaction,ǰandǰ*ǰpǰ<0.05ǰandǰ**ǰpǰ<0.01

Thisǰstudyǰemploysǰmultipleǰregressionǰanalysisǰwithǰcustomerǰsatisfactionǰasǰtheǰdependentǰ
variableǰandǰsevenǰmarketingǰmixǰfactorsǰasǰindependentǰvariables.ǰTheǰresultsǰshowǰthatǰtheǰmodelǰ
hasǰstrongǰexplanatoryǰpower,ǰwithǰanǰR²ǰofǰ0.851ǰandǰanǰadjustedǰR²ǰofǰ0.850.ǰTheǰF-testǰresultǰǰ
(Fǰ=ǰ532.354,ǰpǰ<ǰ0.01)ǰconųrmsǰtheǰoverallǰsigniųcanceǰofǰtheǰmodel,ǰwhileǰtheǰDurbin–Watsonǰ
valueǰofǰ2.029ǰindicatesǰnoǰseriousǰautocorrelation.ǰAmongǰtheǰindependentǰvariables,ǰPhysicalǰ
EvidenceǰexertsǰtheǰstrongestǰpositiveǰinŴuenceǰonǰcustomerǰsatisfaction,ǰfollowedǰbyǰProcessǰ
andǰPeople,ǰallǰofǰwhichǰshowǰstatisticallyǰsigniųcantǰeffects.ǰPlaceǰalsoǰdemonstratesǰaǰsigniųcantǰ
positiveǰimpact.ǰInǰcontrast,ǰProduct,ǰPrice,ǰandǰPromotionǰdoǰnotǰexhibitǰsigniųcantǰeffectsǰonǰǰ
customerǰsatisfaction.ǰCollinearityǰdiagnosticsǰindicateǰacceptableǰVIFǰandǰtoleranceǰvalues,ǰǰ
suggestingǰthatǰmulticollinearityǰisǰnotǰaǰseriousǰconcern.ǰOverall,ǰservice-relatedǰfactorsǰplayǰǰ
aǰdominantǰroleǰinǰshapingǰcollegeǰstudents’ǰsatisfactionǰwithǰHaidilao.
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Tableǰ3ǰ:ǰStatisticalǰtableǰofǰhypothesisǰveriųcation
Hypothesis Result

H1.1ǰ:ǰProductǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction. notǰsupportǰ
H1.2ǰ:ǰPriceǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction. notǰsupportǰ
H1.3ǰ:ǰPlaceǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction. supportǰ
H1.4ǰ:ǰPromotionǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction. notǰsupportǰ
H1.5ǰ:ǰPeopleǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction. supportǰ
H1.6ǰ:ǰProcessǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction. supportǰ
H1.7ǰ:ǰPhysicalǰEvidenceǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰcustomerǰsatisfaction. supportǰ

Noteǰ:ǰ**ǰindicatesǰthatǰpǰ<0.01,ǰwhichǰisǰhighlyǰsigniųcant

Theǰstudyǰfoundǰthatǰrevealǰaǰdifferentiatedǰimpactǰofǰtheǰ7Pǰmarketingǰmixǰfactorsǰonǰ
collegeǰstudents’ǰsatisfactionǰwithǰHaidilao.ǰSpeciųcally,ǰamongǰtheǰsevenǰhypotheses,ǰfourǰ
areǰsupported,ǰwhileǰthreeǰareǰnot.ǰHypothesesǰH1.3ǰ(Place),ǰH1.5ǰ(People),ǰH1.6ǰ(Process),ǰandǰǰ
H1.7ǰ(PhysicalǰEvidence)ǰareǰconųrmedǰtoǰhaveǰaǰsigniųcantǰpositiveǰ impactǰonǰcustomerǰǰ
satisfaction,ǰwithǰstatisticalǰsigniųcanceǰindicatedǰbyǰpǰ<ǰ0.01.ǰInǰcontrast,ǰhypothesesǰH1.1ǰ(Product),ǰǰ
H1.2ǰ(Price),ǰandǰH1.4ǰ(Promotion)ǰfailǰtoǰreceiveǰsupport,ǰsuggestingǰthatǰtheseǰfactorsǰdoǰnotǰǰ
exhibitǰaǰsigniųcantǰpositiveǰinŴuenceǰonǰcollegeǰstudents’ǰsatisfactionǰwithǰHaidilaoǰinǰtheǰcontextǰ
ofǰthisǰstudy.ǰTheseǰųndingsǰhighlightǰthat,ǰforǰtheǰsurveyedǰcollegeǰstudents,ǰfactorsǰrelatedǰtoǰ
distributionǰchannels,ǰserviceǰpersonnel,ǰserviceǰprocesses,ǰandǰtangibleǰdisplaysǰplayǰmoreǰcriticalǰ
rolesǰinǰshapingǰtheirǰsatisfaction,ǰwhereasǰproductǰattributes,ǰpricing,ǰandǰpromotionalǰactivitiesǰ
doǰnotǰdemonstrateǰaǰstatistic

DiscussionǰandǰConclusion
Theǰresearchǰųndingsǰclearlyǰshowǰthatǰallǰsevenǰelementsǰofǰtheǰmarketingǰmixǰ(7P)ǰ

proposedǰbyǰBoomsǰandǰBitnerǰ(1981)ǰhaveǰaǰsigniųcantǰpositiveǰinŴuenceǰonǰcollegeǰstudents’ǰ
satisfactionǰwithǰHaidilao.ǰAmongǰthese,ǰtangibleǰpresentationǰfactors,ǰsuchǰasǰstoreǰenvironment,ǰ
decoration,ǰandǰfacilities,ǰareǰtheǰmostǰinŴuential.ǰThisǰisǰinǰlineǰwithǰBitner’sǰ(2022)ǰviewǰthatǰǰ
physicalǰevidence,ǰ likeǰserviceǰenvironments,ǰdirectlyǰshapesǰcustomers’ǰperceptionsǰandǰǰ
satisfaction.ǰProcessǰfactors,ǰsuchǰasǰserviceǰefųciencyǰandǰpaymentǰconvenience,ǰalsoǰplayǰaǰ
crucialǰrole,ǰwhichǰsupportsǰZhouǰMin’sǰ(2021)ǰargumentǰaboutǰtheǰpositiveǰimpactǰofǰoptimizedǰ
serviceǰprocessesǰonǰtheǰoverallǰcustomerǰexperience.ǰPersonnelǰfactors,ǰincludingǰstaffǰattitudeǰ
andǰprofessionalism,ǰareǰequallyǰimportant,ǰconsistentǰwithǰYangǰBo’sǰ(2022)ǰresearchǰhighlightingǰ
theǰconnectionǰbetweenǰemployeeǰtrainingǰandǰserviceǰquality.ǰPromotionalǰfactorsǰandǰchannelǰ
factorsǰfurtherǰemphasizeǰtheǰimportanceǰofǰtargetedǰpromotionsǰ(LiǰFang,ǰ2022)ǰandǰomnichannelǰ
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accessibilityǰ(Verhoefǰetǰal.,ǰ2021)ǰinǰdrivingǰsatisfaction.ǰFinally,ǰpriceǰfactorsǰandǰproductǰfactorsǰ
conųrmǰthatǰreasonableǰpricingǰ(ChenǰXiaoguang,ǰ2021)ǰandǰhigh-qualityǰproductsǰ(ChenǰJieǰetǰal.,ǰ
2022)ǰareǰfundamentalǰtoǰcustomerǰsatisfaction.ǰ

Recommendation
Basedǰonǰtheǰųndings,ǰHaidilaoǰshouldǰprioritizeǰenhancingǰphysicalǰevidenceǰandǰserviceǰ

processesǰtoǰcreateǰpersonalizedǰandǰexperientialǰdiningǰenvironmentsǰforǰcollegeǰstudents.ǰǰ
Leveragingǰsocialǰmedia,ǰcampusǰinŴuencers,ǰandǰstudentǰactivitiesǰcanǰstrengthenǰpeerǰinŴuenceǰ
andǰpositiveǰconsumptionǰnorms.ǰImprovingǰstoreǰaccessibility,ǰonlineǰorderingǰsystems,ǰandǰǰ
informationǰtransparencyǰcanǰfurtherǰenhanceǰperceivedǰbehavioralǰcontrol.ǰFutureǰresearchǰmayǰ
extendǰtoǰcross-regionalǰcomparisons,ǰemergingǰconsumptionǰtrends,ǰbrandǰcomparisons,ǰandǰ
longitudinalǰapproachesǰtoǰbetterǰunderstandǰcollegeǰstudents’ǰsatisfactionǰandǰlong-termǰbrandǰ
loyalty.
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