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Abstract

The purpose of this study was to measure the estimated coefficient and marginal willingness to pay of

attribute level: origin logo, origin description, traditional

food, fusion food, service guarantee, and price, which

influence tourist preference for restaurants. Also, the study identified the attribute which confers the highest
importance to tourists. Conjoint experiment and the ordinal probit model were used for this study. A total
of 210 surveys were conducted by tourists. The findings from this study were as follows. First, the effects
of all attributes on tourist preference for restaurants were statistically significant. Second, tourists regarded
an origin logo as the very important attribute, and were more willing to pay for the case where the menu
contained origin logo. These findings suggested new marketing opportunities for restaurant managers.
Although this study provides some evidence on the value of the local product brand to tourists, a similar
measure has not been developed for local residents. This is an area in need of future research.

Key words : tourist preference, restaurant, attribute level, conjoint, ordinal probit model, marginal willingness

to pay.
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<{Table 1> Attributes and attribute levels used in
this study

Attributes Levels
Origin logo present Yes or no
Origin description present Yes or no

Traditional, national,

Food
ood type or fusion

Food price High, average or low

Service guarantee explicit Yes or no
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{Table 2> Hypothetical restaurant profiles presented to participants

Restaurant Food Logo Description Guarantee Food
profile type present present explicit price
Profile 1 Fusion No No Yes Low
Profile 2 Traditional Yes No No High
Profile 3 Fusion No Yes No High
Profile 4 Fusion Yes No Yes Average
Profile 5 Traditional No Yes Yes Average
Profile 6 Traditional Yes No No Average
Profile 7 Fusion No Yes No High
Profile 8 Traditional Yes No No Low
Profile 9 National No Yes Yes High
Profile 10 Traditional Yes Yes No High
Profile 11 National Yes Yes No Average
Profile 12 Traditional Yes Yes Yes High
Profile 13 Traditional Yes Yes Yes Low
Profile 14 Traditional No Yes Yes High
Profile 15 National No Yes No Low
Profile 16 National Yes No Yes High
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{Table 3> Characteristics of participants
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Vst Pleasure tour  54(56.8)  41(43.2) <Table 4> Fit of ordered probability model with 5
purpose Others tour 58(50.4)  57(49.6) attributes
Visit First visit 59(488)  62(51.2) Log likelihood Restricted log Chi squared .
frequency  Revisit 53(50.6)  36(404) function likelihood I 510
Visit Individual tour 71(50.0)  71(50.0)
style Group tour 1603)  2730.7) —2735.638  —2793512  115749/6  0.000%**
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{Table 5> 6 levels' estimated coefficients of 5 attributes

Level Coefficient SE t Sig. Exp(B)
Constant 0.816 0.074 11.015 0.000***
Logo present 0.270 0.044 6.163 0.000*** 1.309
Description present 0.255 0.044 5.830 0.000*** 1.291
Traditional food 0.194 0.052 3.681 0.000%** 1.214
Fusion food 0.217 0.061 3.550 0.000%** 1.242
Guarantee explicit 0.205 0.044 4.675 0.000%*** 1.227
Food price —0.085 0.026 —3.241 0.001** 1.088
7 0.678 0.025 27.615 0.000***
**p<0.01, ***p<0.001.
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{Table 6> 5 levels' implicit prices of 4 attributes
Level Implicit prices SE t Sig.
Logo present 3.187 1.104 2.887 0.004**
Description present 3.019 1.071 2.819 0.005**
Traditional food 2.288 0.920 2.487 0.013*
Fusion food 2.561 1.069 2.395 0.017*
Guarantee explicit 2.423 0.901 2.690 0.007**
*p<0.05, **p<0.01.
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{Table 7> Partworths and importances of 5 attributes

Attribute Partworth Importance
% Rank
Origin logo 0.270 24.2 1
Origin description 0.255 22.9 2
Food type 0.217 194 3
Service guarantee 0.205 184 4
Food price 0.169 15.2 5
Total 1.116
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