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Abstract

Purpose - This research examined the effect of hedonic and utilitarian eating-out motivations on the evaluation of restaurant
selection attributes in a fashion premium outlet. Additionally, the influence of experimental and functional attributes on
customers' preference for hedonic eating-out motives and utilitarian eating-out motives, and variation of moderating effects
through the gender was examined.

Research design, data, and methodology — A survey was conducted to verify the established research hypothesis. The
questionnaire items for the research were modified to fit the situation of the present study. In order to elaborate the
questionnaire, the literature of the previous researchers was reviewed and supplemented. The survey conducted 207 online
questionnaires for consumers who have visited domestic fashion premium outlets from July 4, 2017 to July 27, 2017. A
total of 207 questionnaires were collected, and a total of 206 questionnaires were used for the empirical analysis after
excluding one inappropriate response. In order to verify the reliability and validity of the measured variables, exploratory
factor analysis and reliability analysis were performed using SPSS 20.0. Next, the structural equation model (SEM) statistical
method was used to test the hypotheses of the study.

Results - Hedonic motivation had more influence on experimental attribute importance than the functional attribute
importance of the restaurant. However, this result was different depending on the gender. The effects of hedonic motives on
empirical attributes were more influenced by female groups, and when influencing functional attributes, male groups were
more influenced. However, it was statistically significant (p <0.05) in the female group only when the hedonic eating out
motives influenced empirical attributes.

Conclusions - This study analyzed the effect of eating-out motivation on the restaurant preference attributes and suggested
practical implications. First, customers with hedonic eating-out motivations were evaluating experiential attributes to be more
important than functional attributes. Second, for customers who are motivated to use practical eating-out habits, companies
should provide services that meet practical and economic needs. In particular, female customers visiting restaurants need
differentiated marketing strategies that make them feel new experiences rather than practical ones. In addition, it is
necessary to study more complex and integrated studies which will influence restaurant selection attributes of premium
outlets customers by adding various eating out motives and selection attributes.
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<Table 1> Domestic Premium Outlet Sales and Restaurant Status in 2017

Rank Store Total Sales (100 mil KW) YoY GRR (%) Proportion of Rest. Sales YoY GRR (%)
1 Shinsegae Yeoju 4,768 102 25 115
2 Lotte Dongbusan 4,531 118 22 117
3 Lotte Gimhae 3,595 101 33 131
4 Hyundai Kimpo 3,542 101 30 127
5 Lotte Paju 3,316 97 23 109

Source: Korea Fashion and Tex News (Jan. 2018) Revised.
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<Table 2> Exploratory factor analysis

Variables
hedonic |experimental| utilitarian | functional

hed 01 0.797

hed 02 0.862

hed 03 0.807

hed 04 0.798

exp 01 0.786

exp 02 0.774

exp 03 0.775

exp 04 0.510

util 01 0.822

util 02 0.793

util 03 0.719

func 01 0.795

func 02 0.837

func 03 0.643
Variance (%):
ITotal(67.73) 213 16.6 15.6 14.1

Cronbach’s Alpha 0.84 0.78 0.72 0.70
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<Table 3> Confirmatory factor analysis result

. Standardized
Variables Measure Regression Cosfiicient CR | AVE
Hed01 0.748
. Hed02 0.845
Hedonic Hed03 0747 0.86 | 0.60
Hed04 0.753
Utilo1 0.640
Utilitarian Utilo2 0.775 0.73 | 0.48
Util03 0.649
Expe01 0.833
. Expe02 0.521
Experimental Expe03 0.799 0.80 | 0.50
Expe04 0.657
Func01 0.720
Functional Func02 0.835 0.73 | 049
Func03 0.484

HH|&Ol 23| Mt = NFI=0.851, CFI=0.905, RMSEA=
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<Table 4> Discriminant validity through correlation analysis

CR | AVE | Functional |Hedonic|Utilitarian Experimental
Functional |0.73{0.49| 0.695
Hedonic |0.86/0.60| 0.449 0.774
Utilitarian |0.73]|0.48| -0.024 | -0.105 | 0.691

Experimental| 0.80|0.50| 0.429 0.333 | 0472 0.713
Note: The values presented at the diagonal are the square root
of AVE
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<Table 5> Results of research hypothesis

Hypothesis Path Coefficient t-value Restilts
Hi Hed — Exp 0.406 5.098*** support
Hed — Funct 0.269 5.170*** support

Ho util — Funct 0.611 5.551*** support
Util - Exp 0.045 0.871 reject

* p <0.05, ** p <0.01 *** p <0.001
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<Figure 2> Results of research hypothesis

HAE0l it 4 ZHE ASS Sl M HH A
E(n=200)2 4 e
H|DS}QC} <Table 6>2 S 9 t
Z2ASE Hlm Holck 1§ 2 HmED
opY o4 YEY 1 FHH 240 C

eF
ox M
1o A
>
w |00
n Hu
=
A
e,
2
oY
Hu
X
>
il

-]
5

E =1 T o= T
A2 UEHHCE oHH, Y YFI|17t 7188 &4 &8
2o Sgs oiE mef, dE8H MS7I7t BN, VIsH &
d xR0 IS 0 e g9 AN FEHE I § B2
gets F& A= LIEHRCE J2Lt 70|23 0f S24kat p
US =M 2 HEH AMSI|I7 dEH 5390 Se=
o A¥ez Folot o= LIERLICL Y Qis

AHZE YEY O FHM 40| O ¥e F¥us

o =ERIII HFHLeR HFE AoIL) 7+

ox ox M2 1x M
Ofm

nE

-
l_ﬂ

n N

21 Y JHK7F e £490 OjXl= dg2 old 9
2H|IXPZE Y QA AH[RELE 3 AO2ks 7HE0| AF

3Q

B, THEH QMEI7F 715 90, 28X QY

7|8 &dnt ey £90| o)X= Fg2 BH F

ofn H1 1> off HY N iy
N

N
N M
-



62 Moon-Sang Lyu / International Journal of Industrial Distribution & Business 9-2 (2018) 57-63

I8 2% SAX2= |Rolot {07t gle Aoz HBEIUCL

<Table 6> Comparison of male consumer group and female
consumer group

Standardized
coefficient Result | AChi-Square | p value
male | female

Hed > Exp | 0226 | 0534 | m<f |5.432(df=1)| 0.020*

Hed -> Funct | 0.516 | 0.393 | m>f | 0.478(d.f=1) | 0.489

Util -> Funct | 0.727 | 0.471 m>f | 1.322(d.f=1) | 0.250

Util -> Exp 0.229 | 0.020 m>f | 1.375(d.f.=1) | 0.241
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