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Abstract

By focusing on the consumers who have experienced ethnic restaurants in Korea for the last three months, this research
intends to figure out relations among utility motivation, pleasure motivation, ostentation motivation and feeling of pleasure
and how they effect consumers' emotions and level of satisfaction to find out about more desirable services and charac-
teristics for the consumers in order for the ethnic restaurants to secure more competitiveness, and to inform how they
should set their aims for more success. This research limited surveyees to online consumers who have experienced ethnic
restaurants in the past three months. The period of survey was from April 25 2007 to May 10 2007. For basic analysis
of actual research, SPSS program was used to analyze the Cronbach a and factor analysis. And structural equation mo-
deling analysis was used to analyze correlations and grade of effectiveness of variables proposed in the research hypothesis
utilizing Window AMOS 5.0. As a result of this research, utility motivation has effect on the happiness and the other
motivation has effect on the enjoyment. Enjoyment effect on the happiness and only happiness effect on the satisfaction.
Satisfaction has effect on the re-visit intention. Through this research, it could proposes a strategic direction to which

the increasing ethnic restaurants should develop themselves.
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Table 1. Demographic profile of respondents
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Categories Frequency %
Male 140 43.8

Gender
Female 180 56.3
21~30 186 58.1
Age 31~40 115 36.0
41~50 19 5.9
Under high school 56 17.5
College 112 35.0

Education

University 140 43.8
Graduate 12 38
Less than 200 105 328

Monthty
income 201~300 150 46.9
(unit= 301~400 38 11.9

10,000won)

More than 400 27 8.4
Under 10 27 84
Dining- 10~15 69 21.6
Out eXpense 15 29 165 51.6

(unit=
10,000won)  21~25 45 14.1
26~30 14 44

Table 2. The result of factor analysis & reliability analysis
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F Variabl Commu- Factor  Cronbach's

actor anables nality loading alpha
I prefer a quick-service restaurant. 0.838 0.906
I prefer a restaurant that serves food quickly. 0.761 0.831

Utility 0.882
I prefer a restaurant that provides discount benefits with various join-card.  0.784 0.821
I prefer to visit an affordable restaurant within my budget. 0.638 0.685
Dining out itself is my pleasure. 0.792 0.834

Moti-

j ini 0.741 0.810

vation Plea- I enjoy dining out by myself. 0,885
sure I love to try new & unique foods. 0.736 0.808
I try different foods everytime I visit the same restaurant. 0.740 0.764
I love to explain what I have tried in a restaurant. 0.767 0.825

0::;;1 I prefer to visit foreign brand restaurants. 0.773 0.821 0.814

I like to boast about a restaurant that has an attractive atmosphere. 0.690 0.744
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Table 2. Continued
Commu- Factor  Cronbach's
F .
actor Variables nality loading alpha
(In the ethnic restaurant I have visited recently), I felt comfortable. 0.777 0.882
i I felt excited. 0.641 0.800
Happi 0.864
ness I felt pleased. 0.600 0.775
Emo- I felt confident. 0.593 0.770
tion I felt entertained. 0.806 0.898
i I felt worthy. 0.798 0.893
Plea 0.898
sure I felt surprised. 0.660 0.812
I felt fascinated. 0.593 0.770
I am satisfied with employees' service and kindness. 0.748 0.865
Satis- I am satisfied with food price. 0.697 0.835 0.851
faction I am satisfied with physical environment. 0.682 0.826
I am satisfied with foods. 0.674 0.821
I would like to come back to this restaurant in the future. 0.778 0.882
Re-visit intention 0.849
I would recommend this restaurant to others. 0.740 0.860
Table 3. The result of confirmatory factor analysis
Number of items GFI AGFI RMR NFI x° p
Utility 4 0.979 0.897 0.020 0.982 6.684 0.032
Pleasure 4 0.999 0.994 0.002 0.999 0210 0.647
Ostentation 3 1.000 1.000 0 1.000 0 -
Happiness 4 0.985 0.924 0.018 0.983 5.328 0.070
Enjoyment 4 0.997 0.983 0.008 0.997 1.162 0.559
Satisfaction 4 1.000 1.000 0 1.000 0.006 0.939
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Table 4. The result of structural equation modeling analysis

2

X 4 GFI AGFI RMR TLI CFI
Original model 529.468 0.000 0.785 0.730 0.060 0.889 0.904
Adjustment model 293.839 0.000 0.853 0.806 0.042 0.945 0.954

Table 5. The result of examination of hypothesis

Estimate S.E. CR. P
Utility — Happiness 0.189 0.063 3.010 0.003
Pleasure — Happiness 0.096 0.073 1.312 0.190
Ostentation — Happiness =-0.22 0.139 —-1.581 0.114
Utility — Enjoyment 0.013 0.092 0.137, 0.891
Pleasure — Enjoyment 0.362 0.102 3.534 -
Ostentation — Enjoyment 0.851 0.162 5.257 -
Enjoyment — Happiness 0.767 0.108 7.132 -
Happiness — Satisfaction 0.436 0.212 2.060 0.039
Enjoyment — Satisfaction 0.121 0.178 0.678 0.498
Satisfaction — Re-visit intention 1222 0.079 15.397 -
" p<0.05.
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