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Abstract

:

Despite consistent investment in innovation by the hospitality industry, it remains unclear how a restaurant’s innovativeness influences customers’ willingness to pay a higher price. Moreover, the role of customer engagement in enhancing prices in upscale restaurants is not well known. Correspondingly, the aim of this study is to establish a research model that illustrates the relationships between customers’ perceptions of a restaurant’s innovativeness (CPRI), customer engagement, and customer willingness to pay a higher price (WPHP) in upscale restaurants. The study also examines whether the impact of restaurant innovativeness and customer engagement on customer WPHP is moderated by boundary conditions of gender. Data were obtained through a questionnaire survey administered to 322 customers across multiple high-end restaurants located in the capital city of India, New Delhi. The results reveal that CPRI and customer engagement are important drivers of customers’ WPHP for upscale restaurant customers in India. Additionally, CPRI was found to have a positive effect on customer engagement. The results further indicate that gender moderates the effect with respect to the observed relationships. This study expands the theoretical foundation of these constructs and offers promising marketing strategies to create differentiation and enhance firm value.
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1. Introduction


Despite the challenges and disruptions in the global business markets, innovativeness provides a buffer against gloomy market forecasts [1,2]. Fortunately, the influence of business innovativeness is universal. Thus, innovative services and products have helped companies like TATA, Apple, and ITC gain a decisive edge in gaining competitive advantage against competitors, irrespective of the sector and business regions in which they operate. Researchers across the world have therefore emphasized the role of innovativeness in gaining market share and profits [3,4]. Researchers have also called for more research in uncovering the antecedents, mechanisms, and contexts in which firm innovativeness enhances value for businesses and customers [5]. However, despite the research calls, the perspectives uncovering its antecedents and outcomes have remained limited [6,7]. Moreover, extant research has discussed innovativeness from the perspective of businesses and their owners, while research on the customer perception of innovativeness has remained underdeveloped [8,9]. In other words, much less is known about how customers perceive business innovation efforts [10]. This is surprising given that business innovativeness is futile if customers do not perceive them to be innovative.



Furthermore, there have been great strides in uncovering the influence of business innovativeness in contexts such as the manufacturing and retail sectors. However, important service sectors such as upscale restaurants have been sidelined [11,12]. Upscale restaurants are an important driver of economies across the world, yet much less is known about the innovation ecosystem of these restaurants that drives customer behavior [13,14]. Innovative practices make more sense in restaurants as these can help reduce the environmental impact of restaurants, increase their efficiency, and improve their overall sustainability [10,15]. Innovations in restaurant design, such as using eco-friendly materials, installing energy-efficient lighting and appliances, and utilizing sustainable practices for waste management, can significantly reduce a restaurant’s carbon footprint. These changes can also result in cost savings for the business, making it more economically sustainable in the long term [16].



According to Yakhlef and Nordin (2021), if businesses display insincere and selfish behavior, they will be penalized by their customers [17]. However, if they are catered to appropriately, these customers can provide opportunities for the business. As a result, it is crucial for brands to find new ways to engage customers, as highlighted by [18].



Moreover, Marketing Science Institute promotes academic researchers to investigate inquiries such as which approaches are the most successful in establishing strong, enduring customer engagement with the company. Lastly, empirical research investigating antecedents and consequences of customer engagement across industrial and geographic contexts is strongly suggested by prior studies [19,20].



Considering the research gaps discussed above, the current study uncovers the role of customers’ perceived restaurant innovativeness in influencing customer willingness to pay a higher price. Customers’ perceived restaurant innovativeness is defined as “a foodservice business’s broad activities that show capability and willingness to consider and institute “unique” and “meaningfully different” ideas, services, and promotions from customers’ perspectives when selected from alternative activities” [21]. This is because customer willingness to pay a higher price has remained an enigma despite a splurge of recent studies on the subject [22,23]. However, given that upscale restaurants do command premium prices from customers, researchers have called for unveiling the factors that drive customer willingness to pay a higher price (WPHP) in upscale restaurants [24,25]. The customer’s WPHP is defined as “as the amount a customer is willing to pay for his/her preferred brand over comparable/lesser brands of the same package size/quantity” [26].



In this direction, researchers report a splurge of innovative initiatives by restaurants to engage customers, such as theme-based restaurant servicescapes, innovative menus, and experiential offerings, which may explain the success of some luxury restaurants in commanding a premium price [27]. Engaging customers (referred to as customer engagement in the academic literature) is a well-known driver of productive customer behaviors such as customer retention and customer loyalty [28,29]. However, its role in enhancing price in upscale restaurants is not well known, which is addressed by the current study. Customer engagement is defined as “the level of an individual customer’s motivational, brand-related and context dependent state of mind characterised by specific levels of cognitive, emotional and behavioural activity in direct brand interactions” [30]. Customer engagement is a critical factor for the success of a restaurant business [31]. When customers are actively engaged and participate in the service process, they tend to take responsibility for spreading positive service experiences and form social connections [32]. Prior studies advocate that further research is required to understand the dynamics driving interactive engagement across contexts [10,20,33].



Interestingly, whether the impact of restaurant innovativeness on WPHP is moderated by boundary conditions such as gender is a subject of debate among researchers and practitioners [34]. A plethora of contradictory results means there is a research need to clarify the role of gender in the understudied relationships, which is addressed by the current study.



Next, the stimulus-organism-response theory as the theoretical background of the proposed conceptual model (as shown in Figure 1) is discussed, followed by the development of relevant hypotheses. The paper proceeds further by presenting the research methodology and empirical results. It concludes by discussing theoretical and practical contributions of the study and acknowledging certain limitations.




2. Theoretical Background


The current paper borrows from the stimulus-organism-response (SOR) framework [35] modified by Jacoby (2002) to support the proposed conceptual model [36]. According to the SOR theory, certain attributes of an environment arouse the cognitive/emotional states of a customer and drive some of their “behavioral responses” [37]. The SOR framework is based on the stimulus, organism, and response elements.



The stimulus element is “the influence that arouses the individual” [38]. Certain characteristics serve as cues that penetrate the consciousness of customers and provoke them (as receivers) to act [39]. In the context of this study, stimulus refers to the innovative attributes of a restaurant with which customers interact and shape their evaluations.



The organism element refers to “the affective and cognitive state of the customer” [38]. Since cognition, affection, and activation (as different internal processes) are the three key dimensions of customer engagement [40], this study posits that customer engagement (an organism state) with the restaurant will be affected by its perceived innovative attributes. The notion of customer engagement as an organism state is further supported by prior studies; for example [37,41].



The response element refers to “the acceptance or avoidance of behavior in response to perceived stimuli” [38]. When customers engage with an innovative restaurant, they encounter various experiences. If these experiences are positive, they can influence the customer’s perception of such restaurants, leading to an increase in trust and the WPHP for these restaurants.



The current study evaluates the role of customers’ perceived restaurant innovativeness and customer engagement on customers’ WPHP. When customers perceive innovativeness in the restaurant products, services, servicescape, marketing mix, and even post-consumption service delivery, the complete experience stimulates the customer. The stimulation in the customer is perceived as a value creation that exceeds the perceived costs incurred by the customers in the whole consumption experience. In fact, customers identify with the image of the restaurant and develop attachment and trust with the restaurant [42]. Customers perceive that the value creation, consumption, and delivery at the restaurant as a unique experience, and thus cognitive and emotional attachment with the restaurant leads to favorable customer behaviors such as WPHP [43].



The SOR model helps to understand the influence of customers’ perception of restaurant innovativeness on positive customer behavior because it correctly identifies that customer perceptions guide customers’ cognitive, emotional, and behavioral responses [44].




3. Hypotheses Development


3.1. Customers’ Perceived Restaurant Innovativeness and Willingness to Pay a Higher Price


Restaurants face a daunting challenge of attracting and retaining customers [45,46]. The usual strategy adopted by restaurants has been reducing costs and delivering high-quality service [47]. However, this strategy has often backfired, leading to lower profitability and the inability to meet costs. Over the years, restaurants have shifted to providing innovative services to differentiate themselves from the competition and attract customers [48,49]. Innovativeness in restaurants is successful when the focus of these innovative offerings is the customer. Since customers ultimately consume and experience innovativeness in restaurant offerings, it makes sense to have a strong customer-oriented innovation strategy [50,51]. Extant literature lists different features of restaurant innovativeness, viz., innovative menus, experiential innovativeness, innovative servicescapes, technological innovativeness, and marketing innovativeness [24]. Innovative menus include dishes and menus that reflect global and out-of-box food designs.



In sum, when customers perceive a variety of innovative endeavors by the restaurant which are meant to exceed customer expectations, the customers invest in the brand by paying a higher price, as compared to competitors [49,52]. In other words, customers’ perceived restaurant innovativeness creates a superior brand image of the restaurant in the minds of the customer and they understand that the restaurant is creating a lot of value for them [24,34]. In exchange, the customers are willing to pay a higher premium price. Thus, this study hypothesizes:



Hypothesis 1 (H1). 

Customers’ perceived restaurant innovativeness leads to customers’ willingness to pay a higher price.






3.2. Customers’ Perceived Restaurant Innovativeness and Customer Engagement


Customers’ perceived restaurant innovativeness (CPRI) excites and entices customer behaviour [25,45]. The value and experiences created at the restaurant help to engage the customer. Customer engagement is a highly cherished goal of all businesses and yet it remains an elusive outcome to many [53,54,55]. Researchers recognize the importance of identifying factors that help in the creation of customer engagement, especially in restaurants [20,33].



The restaurant business is a very competitive business, and competing on low prices and sales promotion may not deliver results in the long term [7,14]. However, engaged customers stay loyal and committed to the restaurant and thus offer a competitive advantage to the restaurant [50,56]. CPRI can lead to customer engagement because CPRI provides an environment in which the customers perceive that the focus of the business is providing transformational experiences and value to the customer instead of mere transactions [57,58]. CPRI thus helps the firm shift from “transactional-to relationship marketing, with the latter stressing the importance of long-term, value-laden customer interactions and relationships” [28]. According to SOR theory, CPRI stimulates customer curiosity, excitement, and transaction experience [42,46]. When customers are stimulated as a result of restaurant innovativeness, they respond by engaging emotionally, cognitively, and behaviorally with the restaurant brand. Thus, this study hypothesizes:



Hypothesis 2 (H2). 

CPRI leads to customer engagement.






3.3. Customer Engagement and Willingness to Pay a Higher Price


Customer engagement is well known to induce highly sought-after customer responses such as customer loyalty and customer satisfaction [33,59,60]. The reason is that customer engagement develops trust and interdependence between the customer and the business [61,62]. In restaurant contexts, unfortunately, the role of customer engagement has remained limited to outcomes such as customer satisfaction and loyalty; see [63,64,65], for example. However, sustaining loyalty and such behaviors is a major challenge in restaurant contexts. Customers are consistently looking for new menus, lifestyle choices, and experiences that enhance their purchasing and consumption experience [66,67]. However, only a nascent number of studies have related customer engagement with willingness to pay a higher price in the services sector [68,69]. Based on the SOR framework, the current study suggests that customer engagement entices a strong behavioral response from the customer in the form of WPHP. The reason is that engaged customers see value in associating with the restaurant and the sum total of these experiences creates customer value which is greater than perceived costs [70,71]. Thus, this study hypothesizes:



Hypothesis 3 (H3). 

Customer Engagement leads to willingness to pay a higher price.






3.4. Moderating Effect of Gender


It is important to recognise the significant gap in existing research on the influence of personal characteristics such as gender on consumer behavior [72]. This is particularly relevant since important factors in consumer behavior, such as customer engagement, can differ based on individual characteristics, as highlighted in previous studies [37,73]. Gender is an important parameter when evaluating the customers’ WPHP in a restaurant context [67]. Men and women tend to have different values and differ in how they perceive value in transactional situations [74]. Although gender effects have been explored in prior marketing research, there is limited knowledge about the existence of potential gender effects with respect to customer engagement [61,75]. Similarly, studies that explain if gender moderates the impact of CPRI on WPHP are rare. However, SOR theory expects a response from both men and women in exchange for innovative services and experiences provided by the restaurant; however, it is not well established whether the strength of response differs among males and females [76].



Research suggests that men and women have different preferences and motivations when it comes to dining out and they may respond differently to innovative restaurant concepts [77]. For example, men may be more attracted to restaurants that offer unique and exciting experiences, while women may be more drawn to restaurants that emphasize comfort, familiarity, and social interaction. Similarly, research suggests that men and women have different spending behaviors and motivations as men tend to be more responsive to advertising that emphasizes performance and status, while women may be more influenced by advertising that highlights practical benefits or emotional connections [78]. Therefore, men and women may value different aspects of the dining experience when deciding how much they are willing to pay. Thus:



Hypothesis 4a (H4a). 

The effect of CPRI on WPHP varies across men and women.





Hypothesis 4b (H4b). 

The effect of customer engagement on WPHP varies across men and women.







4. Methods


4.1. Sample and Data Collection


“Data were collected using a questionnaire survey from 322 customers of various upscale restaurants in the capital city (New Delhi) of India. The rationale for conducting this study in the context of restaurants is that the restaurant industry in India has experienced significant growth in recent years. As a result, the Indian food service market (estimated to be worth US$41 billion in 2022) is expected to grow at a CAGR of 11.1% to reach a market size of around US$80 billion by 2028 [79]. Therefore, it is important to study factors that may play a role in sustaining this growth over the long term [55]. To collect data, customers entering or leaving a restaurant were requested to participate in the survey. To encourage participation, coffee vouchers worth INR 150 were given to selected respondents. A total of 360 customers completed the survey, of which 322 valid responses (176 males and 146 females) were taken for data analysis.” Table 1 presents the respondents’ demographic profile.




4.2. Instrument


The survey instrument comprised of structured questions in two sections. The first section consisted of questions related to respondents’ demographic and personal information. The second section dealt with the information related to the constructs in the proposed model (CPRI, customer engagement, and WPHP). For the questionnaire instrument, this study used already-developed scales of various constructs. As shown in Table 2, CPRI was assessed through 18 items from [21]; customer engagement was measured through 10 items adapted from the scale in [40], and three items from Netemeyer et al. (2004) were used to assess customer WPHP [26]. Minor modifications were made to the final questionnaire so as to make it more clear and unambiguous for a respondent and to make it fit the study context. The questionnaire survey was administered on the “seven-point Likert scale” ranging from “1 strongly disagree to 7 strongly agree”.





5. Data Analysis and Results


5.1. Reliability and Validity


The “confirmatory factor analysis” (CFA) and “structural equation modelling” was followed to analyze the proposed hypotheses. The CFA demonstrated that the constructs were reliable and valid. Table 2 displays the item loadings, Cronbach’s alpha values and CR values, which were all greater than 0.70, indicating that the scale was sufficiently reliable. Moreover, the “average variance extracted” (AVE) values and item loadings of the constructs were above 0.50, confirming convergent validity as per [80].



The researchers examined the shared variance between the constructs and compared it with the AVE values. It was observed that the square root of each construct’s AVE was greater than its corresponding inter-construct correlations (as shown in Table 3). This finding confirmed that there was discriminant validity among the constructs, according to [80].




5.2. Structural Model


This study measured the model fit through “χ2 statistic, Root Mean Square Error of Approximation (RMSEA), Comparative Fit Index (CFI), Tucker-Lewis Index (TLI), Normed Fit Index (NFI)” (Hu and Benttler, 1999 [81]). The model presented an adequate overall fit: “χ2 = 431.144, df = 169, χ2/df = 2.551, CFI = 0.904, TLI = 0.913, and RMSEA = 0.064” (Fornell and Larcker, 1981 [80]). For the hypotheses testing (see Table 4), CPRI has a positive effect on WPHP (β = 0.302, t = 6.966, p < 0.01) as well as on customer engagement (β = 0.287, t = 5.141, p < 0.01); customer engagement also has a positive effect on WPHP (β = 0.244, t = 4.226, p < 0.01), thereby supporting all three hypotheses (H1, H2, and H3).




5.3. Moderation Analysis


To perform moderation analysis, all data were split into two groups (176 males and 146 females). Subsequently, the SEM technique was applied to both subgroups following the approach described by [82]. The impact of gender as a moderator was assessed by making pairwise comparisons between the two subgroups.



As shown in Table 5, the impact of customer engagement on WPHP was stronger for females (β = 0.312; t = 4.877, p < 0.05) than males (β = 0.208; t = 3.642, p < 0.05), supporting H4a. However, the effect of CPRI on WPHP was greater for males (β = 0.293, t = 4.215, p < 0.01) than females (β = 0.180, t = 3.141, p < 0.01), supporting H4b.





6. Discussion and Implications


The purpose of this study was to examine the interrelationships between CPRI, customer engagement, and customers’ WPHP for upscale restaurants in India, as well as the role of gender in moderating the relationship of CPRI with customer engagement and customers’ WPHP. The empirical findings support the notion that CPRI and customer engagement are important drivers of customers’ WPHP for upscale restaurant customers in India. These results agree with prior studies that when customers perceive a restaurant as innovative and engaging, they are more likely to have a positive emotional connection to the restaurant and are more likely to return in the future [24,83]. This positive emotional connection can lead to customers being willing to pay higher prices for the experience they receive [34,70].



These results are strategically important for the restaurants operating in emerging countries like India. Traditionally, service firms in emerging markets often focus entirely on economic objectives [84]. However, as emerging markets, such as India, are undergoing a transition entailing increasing affluence, customers demand more innovative and experiential market offerings. Customers prefer to dine out at restaurants that are perceived to be innovative in their approach [85]. Correspondingly, to satisfy the demands of such customers, service firms (especially restaurants) in these emerging markets need to be innovative in their service provisions and focus more on engaging customers rather than just satisfying them [86]. As customers demand more innovative and experiential products and services, service firms should embrace this demand to gain a sustained competitive advantage [87].



The findings further indicate that gender has a moderating effect with respect to the observed relationships. The first moderation hypothesis result revealed that the effect of customer engagement on WPHP was stronger for females than males. One possible explanation for this is that females tend to place a greater value on social and emotional connections [88] in their dining experiences and may therefore be more likely to pay a higher price for a restaurant that provides a higher level of engagement [72]. Additionally, this could be due to differences in gender socialization, leading females to seek out more interactive and immersive dining experiences. The second moderation hypothesis result revealed that the effect of CPRI on WPHP was stronger for males than females. A potential explanation could be that males are more likely to value novelty and innovation in their dining experiences than females [76,89]. This could be due to differences in personal preferences leading males to perceive innovative restaurant offerings as more desirable and worth paying extra for.



These findings agree with prior studies that revealed gender to moderate customers’ behavior towards service firms [28,76]. However, these findings are contradictory to the earlier studies which contend that the gender gap in service consumption is declining [53]. The results therefore expand on previous theoretical assertions and apply them to a different geographical and contextual environment. The results of this study offer significant implications that are discussed in the following section.



6.1. Theoretical Implications


This study has important theoretical implications. Some conceptual studies exist that have investigated the role of restaurant innovativeness on value co-creation and loyalty [24,90]; however, limited empirical studies exist that help explain the role of innovativeness in commanding higher prices in restaurant contexts. This study is among very few empirical studies that evaluate the role of CPRI on customer WPHP in upscale restaurants.



This study was conducted in response to the proposal by Kim et al. (2018) that additional research is necessary to explore the impact of innovativeness on associated outcomes [21]. The present research addressed this gap in the literature by presenting empirical evidence on the connections between innovativeness, customer engagement, and customers’ WPHP within the context of upscale restaurants. The findings suggest that innovativeness has the potential to enhance customer engagement and encourage customers to pay a premium, thereby generalizing the theoretical connections among these variables to a newer context.



The results of this study confirm that the perceived level of innovation associated with a restaurant brand has a significant impact on customers. It creates a strong impression in their minds and fosters long-term emotional connections, which in turn leads to a greater willingness to pay a premium price for the brand’s offerings [91].



Furthermore, the moderating role of gender on the relationship between perceived CPRI and WPHP remains limited, which is addressed by the current study. These results are important because by examining gender roles, restaurant managers can identify whether they should implement gender-specific strategies for men and women.



In addition, this study fills the gap in academic research by confirming the significance of customer engagement in influencing customers’ WPHP for upscale restaurants. Numerous restaurants are prioritizing differentiation as a means of upholding their niche positioning, but establishing a genuinely distinctive positioning is challenging and requires a robust customer engagement approach and innovation [24].



Lastly, this study uses the SOR theory as the theoretical background to support the proposed conceptual model, thereby logically explaining the mechanism of how external stimuli such as restaurant innovativeness can influence internal responses such as customer WPHP. This study therefore broadens the generalizability of SOR theory to a wider context.




6.2. Practical Implications


The paper has important implications for restaurant managers. It is very difficult to survive in today’s turbulent market, and many restaurants are charging more simply because of inflation. The results demonstrate that customer perceptions of restaurant innovativeness can actually better engage customers who are willing to pay higher prices. This study suggests that restaurant innovativeness is a universal buffer against gloomy market forecasts. This implies that companies that prioritize innovation are better positioned to withstand disruptions in the global business markets.



Innovative menus, superior customer service and a creative servicescape are all factors that can help firms better manage customer perceptions. Moreover, consistent innovativeness requires better employee training and a sustained focus on identifying latent customer needs. Thus, restaurants will do well if their prices are perceived to be the result of innovativeness rather than inflation.



Understanding gender differences in consumer behavior towards restaurants is important for managers in marketing strategy development, menu development, and customer engagement and therefore has an important economic impact on restaurants. The results demonstrate that female customers show a stronger WPHP for services due to engaged dining experiences and that they are more likely to share their memorable and engaging dining experiences on social media or with their friends. Therefore, it is important for managers to design initiatives, events, and offerings that engage female customers.



The study further demonstrates that managing customer perceptions about innovation can derive immense benefit to firms in the form of male customers’ higher willingness to pay premium prices. Moreover, a focus on innovativeness can help the firm to maintain long-term financial stability and sustainability in a very competitive market.



Maintaining ‘pricings’ while also sustaining profits has remained a major challenge in emerging markets’ service firms [72]. The results suggest that a proactive and engagement-oriented strategy combined with a zealous and innovative approach may provide the ultimate panacea the restaurant sector so dearly needs. The results also suggest that in emerging countries with a booming affluent population, managers may have to cater to the social and experiential consciousness of customers via their innovative services and brand positioning to survive and sustain.





7. Limitations and Future Research


As with any other investigation, this study has its own set of limitations, which offers scope for more research. First, the study only examines the relationship between CPRI, customer engagement, and customer WPHP, along with the moderating effect of gender. Other factors that may influence a customers’ willingness to pay, such as income, age, and cultural background or quality of service, food, and ambience, also need to be explored. Second, the study only focuses on upscale restaurants in India, which may limit the generalizability of the findings to other types of restaurant or other countries. If viewed from a wider theoretical perspective, the evaluation of the model suggested in this study could yield different results in other domains of the hospitality and tourism sector, such as airlines or travel agencies. Scholars in the hospitality and tourism industry could obtain additional knowledge from modified models that can be used in various sectors of the field.
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Figure 1. Proposed Conceptual Model. 
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Table 1. Demographic profile (N = 322).
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	Demographic Variable
	Frequency
	Percentage





	Gender
	
	



	Male
	176
	54.65



	Female
	146
	45.35



	Age (years)
	
	



	21–30
	162
	50.32



	31–40
	85
	26.39



	41 & above
	75
	23.29



	Income in INR (monthly)
	
	



	Less than 40,000
	28
	08.70



	40,001–70,000
	76
	23.60



	70,001–100,000
	102
	31.68



	Above 100,000
	116
	36.02



	Occupation
	
	



	Student
	14
	04.34



	Employee
	217
	67.40



	Self-employed
	91
	28.26



	Upscale restaurant visits (monthly)
	
	



	0–2
	157
	48.75



	3–5
	116
	36.03



	6 & above
	49
	15.22
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Table 2. CFA Results.






Table 2. CFA Results.









	Constructs
	Factor Loadings





	Customers’ perceived restaurant innovativeness (Chronbach’s α = 0.872; CR = 0.891; AVE = 0.598; Source = Kim et al. (2018) [21])
	



	This restaurant offers new combinations of foods.
	0.719



	This restaurant offers an innovative customized menu.
	0.811



	This restaurant consistently introduces new menu items.
	0.762



	This restaurant offers new flavors.
	0.794



	This restaurant offers innovative presentation of food.
	0.698



	This restaurant has integrated innovative technologies into its services.
	0.810



	This restaurant delivers cutting-edge services.
	0.742



	The procedure for ordering menu items at this restaurant is innovative.
	0.689



	This restaurant has integrated innovative technologies into its services.
	0.771



	This restaurant provides innovative physical designs.
	0.802



	The employees of this restaurant interact with customers through innovative means.
	0.813



	This restaurant is well known for its innovative events.
	0.723



	The manner in which the employees help solve customers’ problems at this restaurant is innovative.
	0.743



	This restaurant implements an innovative marketing program.
	0.759



	This restaurant adopts novel methods to market itself to customers.
	0.788



	This restaurant offers innovative deals.
	0.808



	This restaurant provides innovative communication platforms that enable customers to make suggestions.
	0.767



	This restaurant has an innovative rewards (membership) program.
	0.699



	Customer engagement (Chronbach’s α = 0.913; CR = 0.900; AVE = 0.603; Source = Hollebeek et al. (2014) [40])
	



	Dining at this restaurant makes me think about it afterwards.
	0.701



	I think about this restaurant a lot when I’m dining in it.
	0.733



	Dining at this restaurant stimulates my interest to learn more about the brand.
	0.692



	I feel very positive when I dine at this restaurant.
	0.788



	Dining at this restaurant makes me happy.
	0.812



	I feel good when I dine at this restaurant.
	0.796



	I’m proud to dine at this restaurant.
	0.699



	I spend a lot of time dining at this restaurant compared to other restaurants.
	0.768



	Whenever I’m dining out, I usually dine at this restaurant.
	0.773



	This restaurant is one of the restaurants I usually vist when I dine out.
	0.815



	Willingness to pay higher price (Chronbach’s α = 0.847; CR = 0.867; AVE = 0.642; Source = Netemeyer et al. (2004) [26])
	



	I am willing to pay a higher price for this restaurant than for other restaurants.
	0.782



	I am willing to pay a lot more for this restaurant than other restaurants in the upscale category.
	0.697



	I am willing to pay more for this restaurant than other upscale restaurants.
	0.796







Note: “CR = Composite reliability; AVE = Average variance extracted”.













[image: Table] 





Table 3. Correlation statistics.
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	Variable
	Mean
	Standard Deviation
	CPRI
	Customer Engagement
	WPHP





	CPRI
	3.43
	1.215
	0.773
	
	



	Customer engagement
	3.71
	1.382
	0.511 *
	0.776
	



	WPHP
	3.28
	0.958
	0.598 *
	0.462 *
	0.801







Note: “The figures in bold depict the square root of AVE; * Correlation is significant at 0.05 level; N = 322”.
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Table 4. Structural Model Results.
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	S.No.
	Hypotheses
	Path Coefficient (β)
	t-Values
	Test Results





	H1
	CPRI-WPHP
	0.302
	6.966
	Supported



	H2
	CPRI-Customer engagement
	0.287
	5.141
	Supported



	H3
	Customer engagement-WPHP
	0.244
	4.226
	Supported
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Table 5. Moderation analysis results.






Table 5. Moderation analysis results.





	
S.No.

	
Hypotheses

	
Male

	
Female

	
Test Results




	
(β)

	
t-Values

	
(β)

	
t-Values






	
H4a

	
Customer engagement-WPHP

	
0.208

	
3.642

	
0.312

	
4.877

	
Supported




	
H4b

	
CPRI-WPHP

	
0.293

	
4.215

	
0.180

	
3.141

	
Supported
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