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Abstract 
Restaurants affiliated with the hotel industry play an important role in in-
creasing revenue and responding effectively to customer expectations. This 
paper examines how perceived value relates to intention to purchase (ITP) in 
the context of hotel restaurant dining using a quantitative approach involving 
multiple regression analysis. In addition, the findings indicate that there are 
three significant key variables that positively contribute to ITP: perceived 
brand image, perceived quality and perceived sacrifice (both monetary and 
non-monetary price). 
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1. Introduction 

Restaurant dining can provide a competitive advantage for hotels by more effec-
tively meeting the needs of visitors and guests, and also providing a second in-
come stream in addition to accommodation [1]. In turn, it is necessary for hotel 
managers to understand consumer expectations to ensure that they provide a 
product and service mix, which meets customer needs. This paper seeks to un-
derstand how perceived value in a hotel restaurant dining context relates to in-
tention to purchase (ITP). 

The study of restaurant dining has been a focus of research in recent years and 
includes the work of Heung and Lam [2], Weiss et al. [3] and Liu and Jang [4]. 
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Heung and Lam [2] have examined customer complaint behavior in terms of 
hotel restaurant services, with their results showing a significant relationship 
between complaints and the socio-demographic problem of visitors, particularly 
age group and level of education. Weiss et al. [3] investigated four attributes of 
the restaurant experience: food quality, service quality, atmosphere and novelty, 
and their influence on repeat ITP. This study revealed that restaurant food qual-
ity and atmosphere remained the most important attributes relating to repeating 
intention. A study by Liu and Jang [4] found relationships between dining at-
mospherics, emotional response, perceived value and behavioral intention in a 
Chinese restaurant in the United States, and that perceived value significantly 
influenced consumers’ post-dining behavioral ITP. 

While these investigations provided valuable insights into consumer percep-
tions and restaurant dining more generally, research had not focused on the spe-
cific relationship between perceived value and ITP in hotel restaurant dining. 
Given the absence of work in this area this study is significant both academically 
as well as practically in terms of better design of marketing strategies, and in 
achieving an understanding of what consumers need and expect when it comes 
to the hotel restaurant.  

This study utilized a quantitative methodology based on a convenience sample 
of guests staying at the Grand Hyatt Hotel in Taipei Taiwan, and was conducted 
between the months of June and August 2018. Using multiple regression tech-
niques the study empirically examines how perceived value relates to ITP in this 
hotel restaurant dining context. 

2. Literature Review 

Perceived value assists in creating competitive advantage, as consumers will only 
purchase products or services they value. As such, Olshavsky [5] notes that an 
important key to understanding a consumer’s perceived value of a brand is to 
determine a reason for purchase. In marketing, value is assessed from a con-
sumer’s perspective, and is the key link between the cognitive elements of per-
ceived quality or performance, perceived monetary sacrifice and behavioral in-
tentions [6]. Perceived quality is tied to both performance and perceived sacri-
fice [6]. In this way, value has a multidimensional character which includes 
quality perception, price perception, brand loyalty, familiarity and perceived risk 
[7] [8]. Incorporating the many conceptualizations of perceived value engaging 
with quality, price and benefit, this study uses the definition of consumer’s over-
all evaluation of the utility of the product based on the perception of what is re-
ceived and what is given [9]. As the perceived value of a product is a predictor of 
a customer’s decision to purchase or not to purchase [10], the following section 
discusses each component of the perceived value construct. 

2.1. Perceived Brand Image 

Brand image is defined by Newman [11] as everything people associate with a 
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brand. Importantly, brand image is a perceptual phenomenon formed through 
consumer interpretation, whether reasoned or emotional [12], and often used to 
express a consumer’s interpretation of both the actual intrinsic as well as extrin-
sic characteristics of a product [13]. While extrinsic cues include product 
attributes, intrinsic cues include brand name, familiarity, manufacturer’s reputa-
tion, and the popularity of brand and image or the theme of a brand [14]. Per-
ceived brand image is affected by the information consumers receive from a 
store’s name, for instance price and special promotions: these have been used to 
attract consumer perceptions and increase the level of brand image [15]. Like-
wise, the evaluation of a brand alliance relies on a consumer’s experience with a 
brand, and opinions formed on the basis of several factors including the level of 
service experience, the price paid, and/or word of mouth [16].  

In summary brand image is forged through consumer attitudes toward, and 
involvement with, a physical product, and/or how familiar the consumer is with 
the brand [17]. This strongly suggests that the perception of a brand’s image in-
fluences consumer perception of its value, leading in turn to consumer ITP or 
otherwise [15]. This concept forms the basis of the first hypothesis in this inves-
tigation: 

Hypothesis 1: If perceived brand image is high then intention to purchase is 
high. 

2.2. Perceived Quality 

Perceived quality is often defined as the perceived ability of a product to provide 
satisfaction relative to the available alternatives [18]. More broadly, perceived 
quality can be defined as the customer’s perception of the overall quality or su-
periority of a product or service with respect to its intended purpose, relative to 
alternatives [19]. Moreover, Paswan et al. [16] assert that the main influence on 
perceived quality is the service element associated with it, with McDougall [20] 
similarly supporting the implication that the relationship between quality and 
value depends on overall service quality and improvement in core quality. 
Moreover, Zeithaml [17] found the relationship between quality and purchase 
also affects perceived value. For example, if product cost or service quality is too 
high and consumers are unwilling to pay for it, its value will not be perceived. 
Alternatively, if a purchase is of lower quality it may still satisfy if the price is 
commensurately affordable (which compensates for higher value) resulting in 
perception of value among consumers [17]. The second hypothesis in this inves-
tigation asserted that: 

Hypothesis 2: If perceived quality is high then intention to purchase is high. 

2.3. Perceived Sacrifice 

Perceived sacrifice is also a determinant of perceived value [21], representing a 
trade-off between the qualities or benefits consumers perceive in a product and 
the price they have to pay for it. This price can include both a monetary (per-
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ceived price) component, and a non-monetary one such as time or energy spent 
[21]. Price plays a vital role determining perceived value, with the focus on what 
consumers are required to give to obtain something else [6] [18]. Likewise, price 
is representative of both product quality and value when it comes to a consum-
er’s decision to purchase [18]. At its core, Monroe [22] defined price as the 
amount of money a consumer needs to sacrifice to acquire something they have 
aspirations for, with price contributing to perceived value and influencing con-
sumer decision making [10] [18]. In summary, Monroe and Krishnan [18] con-
sider price broadly according to two roles; firstly, it is a tool for determining 
what is to be sacrificed to obtain something; and secondly, as key to the percep-
tion of product quality, or as a signal of the qualities intrinsic to the product [18] 
[22]. This leads to the third and fourth hypotheses concerning this investigation: 

Hypothesis 3: If perceived sacrifice on monetary price is low then intention 
to purchase is high. 

Hypothesis 4: If perceived sacrifice on non-monetary price is low then inten-
tion to purchase is high. 

3. Methodology 

The measurement scale for the perceived value and ITP constructs in this study 
were adapted from the work of Dodds et al. [21] and Grewal et al. [15]. The per-
ceived value construct is composed of three components; perceived brand image, 
perceived quality and perceived sacrifice (monetary price and non-monetary 
price). 

Firstly, perceived brand image is measured using items examining salient in-
trinsic cues: the degree of consumer involvement with physical products’ fea-
tures (service and setting); and how familiar consumers are with the product 
(positive association and brand). The second category measures perceived qual-
ity, or the buyer’s estimate of a product’s importance based on extrinsic cues in-
cluding reliability and quality of food. The third category measures perceived 
sacrifice based on both monetary price and non-monetary price. Pricing is in-
dicative of the amount of monetary sacrifice needed for a purchase and provides 
an indication of the level of quality and perceived value [17]. Non-monetary 
prices, for example time and energy, are sacrificed by consumers to obtain 
products and services [17] [21]. Lastly, the research instrument scales used to 
measure ITP (the dependent variable) were developed from a scale proposed by 
Wells [23] and Axelrod [24]. 

A pilot test was conducted at a five star hotel located outside the center of 
Taipei, Taiwan. Both the pilot and the main study hotels are were part of the 
same chain and contained the same branded restaurant, as discussed below. All 
survey interviewing was conducted between 10:00 and 17:00 each day, in the 
common hotel areas of the lobby, open bar and swimming pool. Once guests had 
been approached and agreed to participate, they were provided with the menu, 
including meal, prices, as well as photos of the Henry J. Bean Bar and Grill res-

https://doi.org/10.4236/oalib.1105108


C.-H. Ko 
 

 

DOI: 10.4236/oalib.1105108 5 Open Access Library Journal 
 

taurant. This is a well-known restaurant from the United Kingdom and presents 
an all-American style bar and grill, famous for well-made drinks, cocktails and 
food served from the open grill. With its Tex Mex style dishes, it provides an 
unusual dining style within Asia. One unique feature is that from time to time all 
the staff (both waiters and chefs) will get together and dance in the restaurant. A 
total of 88 questionnaires were collected for the pilot test and the data entered 
into the SPSS. Analysis indicated that the scales for perceived brand image, per-
ceived quality and perceived sacrifice based on monetary price variables were re-
liable (value > 0.75). However, perceived sacrifice based on the non-monetary 
price variable had scale reliability just below the acceptable value (value = 0.72). 
Subsequently, the wording was changed, resulting in a suitable Cronbach α’s 
(=0.85) in the final survey. Lastly, the ITP variable measurement scale was relia-
ble with =0.84. 

4. Results 

The key objective of this investigation was to answer the question: What is the 
relationship between perceived value and ITP in hotel restaurant dining? To this 
end, perceived value was seen to comprise of three core elements: perceived 
brand image, perceived quality and perceived sacrifice. These elements provided 
the basis for developing a number of hypotheses, and the results of each of these 
tested hypotheses will be presented below. 

Hypothesis 1: If perceived brand image is high then intention to purchase is 
high. 

The multiple regression technique was used to test Hypothesis 1. The ITP va-
riable was created from a three-item seven-point Likert scale by accumulating 
the score of each item, the scale being reliable = 0.874, n = 290. The perceived 
brand image variable was created from a five-item seven-point Likert scale by 
accumulating the score of each item, the scale being reliable = 0.774, n = 344. 
The multiple regression analysis results are shown in Table 1. A total of 19.3 per 
cent of the variance in ITP was explained by the perceived brand image (R2 = 
0.193, F(1271) = 64.670, P < 0.001). This showed a positive and significant rela-
tionship between the ITP and perceived brand image (=0.439, t = 8.042, P < 
0.001).  
 
Table 1. Perceived brand image regression results. 

Model 

Unstandardized 
coefficients 

Standardized 
coefficients 

t Sig. F 

B 
Std. 

error 
Beta (β) 

(Constant) −2.278 1.683 − −1.354 0.177 
64.670 

(1271)*** 

Perceived 
brand image 

0.628 0.078 0.439 8.042 0.000 − 

Dependent variable: Intention to purchase, R2 = 0.193. ***P < 0.001. 
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In summary, it was hypothesized that if perceived brand image is high then 
ITP is high. The findings suggested that perceived brand image explains ap-
proximately 20 per cent of the variance; as a consequence Hypothesis 1 was 
supported. 

Hypothesis 2: If perceived quality is high then intention to purchase is high. 
The multiple regression technique was used to test Hypothesis 2. The ITP va-

riable used the same measurement scale as in Hypothesis 1. The perceived qual-
ity variable was created from a three-item seven-point Likert scale by accumu-
lating the score of each item, the scale being reliable = 0.831, n = 353. The results 
are shown in Table 2. A total of 13.8 per cent of the variance in ITP (R2 = 0.138, 
F (1279) = 44.667, P < 0.001) was explained by the perceived quality. There was a 
positive and significant relationship between perceived quality and ITP (=0.371, 
t = 6.683, P < 0.001). 

In summary, it was hypothesized that if perceived quality is high then ITP is 
high. It was found that perceived quality was positively associated with consum-
er intention to purchase, and explained approximately 14 per cent of the va-
riance; as a consequence Hypothesis 2 was supported. 

Hypothesis 3: If perceived sacrifice on monetary price is low then intention 
to purchase is high. 

The multiple regression technique was used to test Hypothesis 3. The ITP va-
riable used the same measurement scale as in Hypotheses 1 and 2. The perceived 
sacrifice on the monetary price variable was created from a two-item seven-point 
Likert scale by accumulating the score from each item, the scale being reliable 
with alpha value = 0.984, n = 364. The results are shown in Table 3. A total of  
 
Table 2. Perceived quality regression results. 

Model 

Unstandardized 
coefficients 

Standardized 
coefficients t Sig. F 

B Std. error Beta (β) 

(Constant) −1.713 1.903 − −0.888 0.376 
44.667 

(1279)*** 

Perceived 
brand image 

0.628 0.078 0.439 8.042 0.000 − 

Dependent variable: Intention to purchase, R2 = 0.138. ***P < 0.001. 

 
Table 3. Monetary price regression results. 

Model 

Unstandardized 
coefficients 

Standardized 
coefficients t Sig. F 

B Std. error Beta (β) 

(Constant) 2.900 1.264 − 2.294 0.023 
43.318 

(1287)*** 

Perceived sacrifice 
on monetary price 

1.032 0.157 0.362 6.582 0.000 − 

Dependent variable: Intention to purchase, R2 = 0.131. ***P < 0.001. 
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13 per cent of the variance in ITP (R2 = 0.131, F (1287) = 43.318, P < 0.001) was 
explained by perceived sacrifice (monetary price0. There was a positive and sig-
nificant relationship between the ITP and perceived sacrifice on monetary price 
(= 0.362, t = 6.582, P < 0.001). 

In summary, it was hypothesized that if perceived sacrifice on monetary price 
is low then ITP is high. The findings suggest that perceived sacrifice on mone-
tary price positively predicted intention to purchase, and explained approx-
imately 13 per cent of the variance; as a consequence Hypothesis 3 was sup-
ported. 

Hypothesis 4: If perceived sacrifice on non-monetary price is low then inten-
tion to purchase high. 

The multiple regression technique was conducted to test Hypothesis 4. The 
ITP variable used the same measurement scale as the previous hypotheses. The 
perceived sacrifice on the non-monetary price variable was created from a 
three-item seven-point Likert scale by accumulating the score from each item, 
the scale being reliable with alpha value = 0.851, n = 361. The results are shown 
in Table 4. A total of 21.7 per cent of the variance in ITP (R2 = 0.217, F (1284) = 
78.831, P < 0.001) was explained by perceived sacrifice (non-monetary price). 
There was a positive and significant relationship between the ITP and perceived 
sacrifice (non-monetary price) (=0.466, t = 8.879, P < 0.001). 

In conclusion, it was hypothesized that if perceived sacrifice on non-monetary 
price is low then ITP is high. The findings suggested that perceived sacrifice on 
non-monetary price was positively related to ITP, and explained approximately 
20 per cent of the variance; as a consequence Hypothesis 4 was supported. 

5. Discussion and Conclusions 

To investigate the relationship between perceived value and ITP in a hotel res-
taurant dining context this investigation examines the question: What is the re-
lationship between perceived value and ITP? Four hypotheses were developed 
and statistical analysis performed using multiple regression technique. 

The results support Hypothesis 1, with brand image being positively related to 
ITP in a hotel restaurant dining context. The perceived brand image component 
explained almost 20 per cent of the variance in ITP. This supports previous  
 
Table 4. Non-monetary price regression results. 

Model 

Unstandardized 
coefficients 

Standardized 
coefficients t Sig. F 

B Std. error Beta (β) 

(Constant) 5.566 1.889 − −2.947 0.003 
78.831 

(1284)*** 

Perceived sacrifice 
on non-monetary 

price 
1.302 0.147 0.466 8.879 0.000 − 

Dependent variable: Intention to purchase, R2 = 0.217. ***P < 0.001. 
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literature, as Zeithaml [17] and Simonin and Ruth [25] also found that perceived 
brand image is tied to product image, in that consumers are familiar with, for 
example, the product attributes. In addition, this also involves the degree to 
which a consumer recognizes, or does not recognize the brand [17] [25]. In this 
way, consumer perceptions of brand image develop from the recommendations 
of friends or family, or from information from several sources such as media or 
company direct sales [5] [17]. The results of this analysis clearly confirm that the 
effect of brand image is focused on, and concerned with a consumer’s attitude 
toward and familiarity with a brand, and that their perception of brand image 
directly affects ITP. 

The results of Hypothesis 2 confirm that perceived quality is also positively 
related to ITP in a hotel restaurant dining context. The perceived brand quality 
component explained almost 15 per cent of the variance of ITP. These results 
indicate that perceived quality, including product and service quality, explains a 
significant proportion of the perceived quality aspects which relate to ITP. As 
previously mentioned, others have found the similar relationships, as hig-
hlighted by Caruana and Fenech [26], Chen and Quester [27] and Lai Lai [28]. 
The fundamental aspect of perceived quality is overall satisfaction, which in-
cludes product performance and reliable service. Importantly, these were seen to 
be embedded in the perception of perceived value in studies carried out by Swan 
[29] and McDougall [20], with each of these researchers noting that a consum-
er’s satisfaction, and the aspects which meet their expectation, depend on prod-
uct performance and service satisfaction. One crucial component of perceived 
value that leads to consumer ITP in hotel restaurant dining is when the con-
sumer perceives quality which incorporates both the performance of the product 
and the overall service quality. 

The results also support Hypotheses 3 and 4; perceived sacrifice, involving 
both monetary and non-monetary price, which is positively related to ITP hotel 
restaurant dining. The perceived sacrifice of both monetary and non-monetary 
explained, respectively, approximately 13 and 22 per cent of the variance in ITP 
respectively. The evaluation analysis indicates that the effect of attitude toward a 
brand name can clarify a significant proportion of perceived sacrifice as related 
to ITP. Based on the studies of Lai Lai [28] and Zeithaml [17] discussed pre-
viously, value is whatever the consumer expects in a product, and is a quality 
they receive for the price they pay. In this way pricing indicates the monetary 
sacrifice needed to purchase, and indicates the level of quality and perceived 
value. More specifically, Monroe [18] claims that the relationship between per-
ceived value and ITP involves a cognitive trade-off between the benefit a con-
sumer perceives in a product, and the sacrifice they perceive in needing to pay 
for it, both of a monetary and non-monetary [18] [21]. The previous findings of 
Grewal et al. [15] also found that a buyers’ internal reference price is influenced 
by advertised selling prices; an internal reference price is a price in a buyer’s 
memory which serves as a reference point for judging or comparing actual prices 
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[15]. 
In terms of perceived sacrifice/monetary price in this study, a consumer’s in-

ternal reference price is based on the comparison of the actual price or the price 
from previous experiences in similar restaurants. Consumers compare between 
features, such as ingredients used to make a meal, and reflect on the price and 
the value they receive which influences their ITP. Likewise, consumers also 
perceive sacrifice in terms of non-monetary price, such as a trade-off between 
time and energy waiting for a meal and service, influencing their ITP according-
ly. In summary, this study has confirmed that perceived sacrifice influences ITP 
in a hotel restaurant dining context. 

Concluding, this study has demonstrated the positive relationship between 
perceived value and ITP in a hotel restaurant dining context. Each of the three 
elements of perceived value: perceived brand image, perceived quality and per-
ceived sacrifice (both monetary and non-monetary price) combines to explain 
over two-thirds (67 per cent) of the variance in ITP. The main two factors were 
perceived brand image and perceived sacrifice (non-monetary price), which each 
explained 20 per cent of the variance in ITP. The remaining factors, perceived 
quality and perceived sacrifice (monetary) explained 13 and 14 per cent of the 
variance, respectively. Hence, these four key factors are the decision making of 
consumers regarding ITP in the hotel restaurant dining context. 

6. Implications 

The key theoretical contribution of this study lies in its conceptualized model of 
perceived value. In this regard, the findings indicate that there are three main 
components to perceived value and ITP: perceived brand image, perceived qual-
ity and perceived sacrifice (monetary and non-monetary). In terms of perceived 
brand image, the findings of this study suggest that its role is the direct result of 
intrinsic cues. Within the literature, these cues comprise brand name, familiari-
ty, popularity, a manufacturer’s reputation and theme of the brand [14] [17]. 
The findings of this study suggest that the intrinsic cues depend on the consum-
er’s attitude towards hotel restaurant dining, and more specifically, that the fo-
cus is on product perceptions including food, on a restaurant being a pleasant 
place for dining, and on good overall service. 

The second component which links the perceived value construct with ITP is 
perceived quality. The results of this investigation again support the literature, in 
that a key index of perceived quality is derived from the extrinsic cues which in-
clude product and service performance, and which must be reliable [14]. 

The final component that links perceived value with ITP concerns perceived 
sacrifice. This component incorporates two distinct parts; firstly, perceived sa-
crifice in terms of monetary price, and secondly, perceived sacrifice in terms of 
non-monetary price. Both Monroe [18] and Patterson and Spreng [6] have as-
serted that price plays a vital role in determining perceived value as it represents 
the value of the goods. The findings of this study concur, and reveal that mone-
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tary and non-monetary price is indeed a predominant component when it comes 
to ITP. Dodds et al. [21] and Zeithaml [17] also asserted that the endeavor to 
obtain satisfaction from products and service involves sacrificing time and 
energy. Based on this study’s findings, this hypothesis finds reasonable support; 
perceived sacrifice on a non-monetary price (for instance, time and energy) 
seems to be a heavily weighted variable when it comes to the relationship be-
tween perceived value and ITP. 
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