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Abstract

Purpose: South Korea is one of the markets where diverse and innovative cuisines are being tried. Therefore, the expectations for
Michelin star restaurants in South Korea are high. The expected value of a Michelin star restaurant consists of both hedonic and
utilitarian aspects of the dining experience. These consumer expectations affect visit intention. Research design, data, and
methodology: The survey period was from October 10, 2023 to October 18, 2023, and 302 copies were used for hypothesis verification.
Result: Hedonic expected value was found to have a significant positive influence on short-term and long-term visit intention, but had
no significant effect on mid-term visit intention. Utilitarian expected value was found to have a significant positive influence on short-
term and mid-term visit intention, but did not appear to have a significant effect on long-term visit intentions. Short-term visit intention
was found to have a significant positive influence on mid-term visit intention, and mid-term visit intention was found to have a
significant positive influence on long-term visit intention. Conclusions: The theoretical implications are restaurants need to utilize
third-party certification, such as the Michelin Guide. The practical implication is that Michelin star restaurants should provide expected

value to increase short-term visit intention.
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2.2. Intention to Visit
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3. Research Design

3.1. Operational Definition and Measurement of

Variables
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3.2. Sampling Design and Analysis Methods
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4. Empirical Analysis

4.1. General Characteristics of The Sample
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4.2. Analysis of Measurement Model
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4.4. Verification of Research Hypothesis
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5. Conclusion
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Appendixes
Appendix 1: Demographic Profiles (n = 302)
Index n %
Gender Male 153 50.7
Female 149 49.3
20-29 90 29.8
e 30-39 109 36.1
40-49 73 24.2
50-59 30 9.9
. Single 155 51.3
Marital status Married 147 437
Below high school 65 21.5
. Undergraduate 46 15.2
Ao Four years university 173 57.3
Graduate school 18 .6
Less than 2 million won 19 6.3
2 million - Less than 3 million won 33 10.9
Wity freme 3 mill%on - Less than 4 mill?on won 98 32.5
4 million - Less than 6 million won 88 29.1
6 million - Less than 8 million won 40 13.2
More than 8 million won 24 7.9
Student 29 9.6
Officer 144 47.7
Professional 30 9.9
Job Sales/Service 23 7.6
Technical 18 .6
Housewife 21 7
Others 37 12.3

Appendix 2: Measurement Model Resulting from Confirmatory Factor Analysis @

Items Standardized CCR® AVE®
factor loadings

Hedonic expected value .840 578

A visit to a Michelin star restaurant will give me pleasure. 742

A Michelin star restaurant will make me feel good. .694

Visiting a Michelin star restaurant will improve your image on the Michelin Guide. .836

A Michelin star restaurant would be a place I would enjoy. * -

A Michelin star restaurant would be of interest to me. .763
Utilitarian expected value .889 .585

A Michelin star restaurant will be relatively economical. 780

‘When comparing costs, the food at a Michelin star restaurant will likely be of high quality. 744

A Michelin star restaurant may be more financially valuable than other restaurants. 739

The food in a Michelin star restaurant will be of high quality. 758

You will feel like you are receiving good service while visiting a Michelin star restaurant. .800
Short-term visit intention 781 .556

I am thinking of visiting a Michelin star restaurant within 3 months. 187

There is a possibility of visiting a Michelin star restaurant within 3 months. 734
Mid-term visit intention .871 .672

I am thinking of visiting a Michelin star restaurant within 6 months. .807

There is a possibility of visiting a Michelin star restaurant within 6 months. .857
Long-term visit intention 877 .678

I am thinking of visiting a Michelin star restaurant within 12 months. 818

There is a possibility of visiting a Michelin star restaurant within 12 months. .894

ay2 =423307(df =215,y2/df =1.969, p-value =.000), CFI =.957,NFI =.917,GFI =.891,AGFI =.860,RMR =.044, RMSEA =.056
b Composite construct reliability

¢ Average variance extracted

* Items were deleted during confirmatory factor analysis.
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Appendix 3: Construct Intercorrelations, Mean and Standard Deviation

87

Variable 1 2 3 4 5
1 Hedonic expected value 1
2 Utilitarian expected value .678%* 1
3 Short-term visit intention .691** J133%* 1
4 Mid-term visit intention TA9** T67** B11** 1
5 Long-term visit intention .560%* .625%* A470%* 578** 1
Mean 4.92 5.024 525 5.166 4.587
SD .835 763 .861 .84 .946
** p<.001
Appendix 4: Standardized Parameter Estimates
Path Standardized t-Value Result
coefficients
HI-1 Hedonic expected value — Short-term visit intention .203 2.219 * Supported
HI-2 Hedonic expected value — Mid-term visit intention 178 1.702 .089 Non-supported
H1-3 Hedonic expected value — Long-term visit intention .631 4331 *x Supported
H2-1 Hedonic expected value — Short-term visit intention .303 2.332 * Supported
H2-2 Hedonic expected value — Mid-term visit intention 762 4.834 ok Supported
H2-3 Hedonic expected value — Long-term visit intention -.331 -1.725 .084 Non-supported
H3 Short-term visit intention — Mid-term visit intention 334 5.797 *x Supported
H4 Mid-term visit intention — Long-term visit intention .603 9.232 *x Supported
Short-term visit intention .940(94.0%)
R? Mid-term visit intention .537(53.7%)
Long-term visit intention .728(72.8%)
x* 436.613
Model fit d.f 219
p-value .000

** p<.01, * p<.05
R? =436.613(df = 219, x2/df = 1.994, p-value = .000), CFl = .955, NFl = .914, GFI = .887, AGF| = .857, RMR = .045, RMSEA = .057



