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Social and habitual changes of guests 
and a more difficult competitive situation 
are forcing the gastronomy industry to 



change. As one necessary reaction, 
restaurant operators need to apply a more 
specific and therefore a more effective 
communication policy. This research 
proves that there exist categories of 
guests, which react strongly positively to 
a certain mix of information content and 
information channel. Thus, 
communication policy is most effective, 
when such a communication mix is used. 
The explored factors are dimensions, not 
types; which means that each guest will 
show a different rate of interest in each of 
the defined dimension. The theory behind 
these dimensions is adopted from the 
applied personality theory, which has led 
to the development of the Big Five 


