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Abstract

The object of this study was to employ effective marketing methods using SNS by determining how food-related SNS
usage characteristics have influence on dine-out motivation and restaurant satisfaction and how this affects people’s quality
of lie. Survey respondents were men and women who have had used some kinds of food-related SNS. The survey included
general characteristics of respondents, food-related SNS usage characteristics, dine-out motivation, restaurant satisfaction, and
food-related quality of life. Food-related SNS usage characteristics were divided into convenience, effective time-spending,
and informative; Dine-out motivation was sorted into entertainment motivation and social motivation by factor analysis.
Analysis of the connections between the variables by AMOS showed that among food-related SNS usage characteristics,
convenience did not have a significant influence on either entertainment or social motivation. Informative had a positive
effect on entertainment motivation (»p<0.05), but not on social motivation. On the other hand, effective time-spending through
food-related SNS had an impact on both entertainment (»p<0.001) and social (p<0.05) motivation. Moreover, the effect of
dine-out motivation on restaurant satisfaction showed that entertainment motivation (p<0.05) and social motivation (»p<0.01)
both have significant influences on restaurant satisfaction. Also, restaurant satisfaction turned out to affect quality of life
(»<0.05). As a result of this study, the usage of food-related SNS did not directly influence customers’ restaurant satisfaction
and quality of life; (p<0.05). As a result of this study, the usage of food-related SNS did not directly influence customers’
restaurant satisfaction and quality of life; however, it had an impact on dine-out motivation and gain pleasure of dining
out and help improve the quality of life in the long run; thus, it is believed that marketing strategies thorough SNS by
restaurant industry are required.
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Table 1. General characteristics of respondents

<A SNS o]§
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Table 2. Food-related SNS usage data

Fre- P -
Variable Classification e ereett
quency tage(%o)
<6 42 12.5
SNS usage 6=~<12 58 173
period 12<~<18 36 10.7
(month) 18 < <94 17 52
>24 182 543
<1 194 579
SNS usage | o 102 304
time per
day (hour) 2<~<3 23 6.9
>3 16 4.8
Information of the menu 59 176
Useful  Directions to the restaurant 39 116
features of
food-related Atmosphere of the restaurant 39 116
SNS Price range of menus 31 9.3
Other users’ evaluations 167 499
Too much information to choose from 103  37.7
Reasons
for low Difficulties in using SNS 18 6.6
usage of Distrust in SNS information 91 333
food-related Needlessness of SNS information 48 176
N
SNS Other 13 4.8

Variables N %
Male 59 17.6
Gender
Female 276 82.4
20~29 233 69.6
30~39 77 229
Age
40~49 21 6.3
50 or older 4 1.2
Marital Married 67 20.0
status Single 268 80.0
Office worker 228 68.1
Professional 45 13.4
Occupation  Service 38 11.3
Self-employed 6 1.8
Others 18 54
High school or less 83 24.8
) College 77 23.0
Education o
University 149 444
Graduate school 26 7.8
<200 226 67.5
Monthly ~ 200<~>299 44 13.1
income 300<~>399 22 6.6
(W 10,000) 400 <~>499 23 6.9
>500 20 6.0
<10 61 18.2
Monthl
Monthly 19 <>29 176 525
dining out
expense 30<~>49 59 17.6
(W 10,000) 59 39 116
Total 335 100.0
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Table 3. Exploratory factor analysis and reliability analysis
. Variance
. Factor Eigen . Cronbach'
Factor Variable . explanation
loading value a
power
Cl1  Various devices usable 0.600
Convenience C2  Easy to use 0.669 1.870 5.842 0.722
C3  Contents’ convenience 0.754
Tl  Relieving boredom 0.720
Reason for  Effective 15 {yilizing leisure time 0.765
SNS usage time ) ) 3.127 9.773 0.858
. T3  Interest in usage itself 0.783
-spending
T4  Enjoy using SNS 0.770
. 1 Accumulating knowledge in interest field 0.813
Informative 1.820 5.842 0.818
12 Gathering information 0.882
J1  Enjoy dining out 0.753
) J2 Pleasure in paying for dine-out expenses 0.794
Enfettainment y; - p - freshment 0705 2967 9273 0812
motivation
J4  Leisure activity 0.669
) J5  Try new restaurants 0.666
Dn.le-o.u ! S1  Maintenance of social relations 0.759
motivation
S2  Celebratory occasions 0.682
i S3  Experience and reminiscence 0.700
Social P , 3049 9528 0796
motivation  S4  Maintenance of close relationships 0.659
S5  Selecting a restaurant based on characteristics of a gathering 0.613
S6  Visiting restaurants that recognize me 0.631
RA1 Satisfied with the visit made by SNS information 0.689
RA2 Trust the information given by food-related SNS 0.718
RA3  Menu choosing was easier with information provided by SNS  0.652
Restaurant satisfaction . . . 3257  10.179 0.820
RA4 Price information given in SNS was accurate 0.654
RAS Atmosphere matched what was expected by SNS 0.724
RA6 Other guests’ reviews on SNS of the restaurant were correct — 0.732
QL1 I feel happy when dining out with an acquaintance 0.712
B L2 1 am satisfied with my foodservice consumption level 0.775
Food-related N Y P 3941 12316 0.885
quality of life QL3 I feel better after eating out. 0.843
QL4 Dining out vitalizes my life 0.836
KMO: 0.842, Bartlett‘s test ( x?=4,952,102, p=0.000), Cumulative: 62.598%
=29 W& d3/d<3 Cronbach's a Al GA] 0.7 o] =2 A& AABTHTable 4). 423}, 2+ SR BE0] BE
=7 UEht, 8980 WA dBAdS 7 HesE 744 o} 8¢ FolFe] Fa & 05 oo R #4530, CR
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=el e 514 NEE AS A AT o7k QAN oL mel Sekgol
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Table 4. Confirmatory factor analysis

<A SNS o]§
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Standar(?lzed Unstandar'dlze SE. CR P Co.nst'rl.'lct AVE SMC
coefficient d coefficient reliability
c1 0.554 0.878 0.101 8.731 0.000%%* 0307
Convenience > C2 0832 1.191 0.108 11.027 0.000%%* 0.773 0.639 0.692
C3 0.701 1.000 0.491
T1 0.749 0.931 0.067 13.832 0.000%%* 0.561
; ™ 0.765 1.028 0.073 14.157 0.000%%* 0.585
 Effective 0.893 0.676
time-spending T 0.805 0.986 0.066 14.947 0.000%%* 0.648
T4 0.785 1.000 0.616
, 1 0.749 0.900 0.096 9.397 0.000%%* 0.561
Informative = 0.850 0.742
) 0.930 1.000 0.865
I 0.604 0.795 0.079 10.011 0.000%%* 0.365
. » 0.635 0.890 0.085 10.502 0.000%%* 0.403
Entertainment 13 0.647 0.848 0.079 10.690 0.000%%* 0.824 0.686 0419
motivation
14 0.792 1.048 0.082 12.714 0.000%%* 0.627
35 0.732 1.000 0.536
Sl 0.542 0.767 0.089 8.587 0.000%%* 0.294
2 0.485 0.711 0.092 7757 0.000%%* 0.235
Social S3 0.628 0.969 0.099 9.773 0.000%%* 0394
s 0.845 0.681
motivation s4 0.658 0.984 0.097 10.175 0.000%%* 0.433
S5 0.750 1.149 0.102 11.244 0.000%%* 0.563
S6 0.688 1.000 0473
RAI 0703 1354 0.149 9.071 0.000%%* 0.494
RA2 0773 1369 0.144 9.534 0.000%%* 0.598
RA3 0639 1277 0.149 8.571 0.000%%* 0.408
Customer 0.888 0.671
satisfaction RA4 0651 1.309 0.151 8.672 0.000%%* 0424
RAS 0621 1246 0.148 8.420 0.000%%* 0.386
RA6 0557 1.000 0310
QLI 0.89% 1.520 0.112 13.586 0.000%%* 0.799
; L2 0807 1351 0.107 12,614 0.000%%* 0.651
Quality 5 Q 0.904 0.615
of life QL3 0637 1.129 0.109 10.368 0.000%%* 0.406
QL4 086l 1512 0.114 13.246 0.000%%* 0.741

3 =28 7709 AA Lol ABHeln, BARUS 2
the Zlo] AZEon, SH AR it AE E
by }{2(443):1,049.()77(;9:0.000), GFI=0.936, AGFI=0.905, NFI=
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Table 5. Results of correlation analysis and discriminant validity assessment between concrete concepts

Convenience . Effectiv§ Informative Entert.ainfnent S(.)cia.l Cl.lstom'er Qualﬁty

time-spending motivation motivation satisfaction of life

Convenience 0.639 0.260 0.124 0.029 0.045 0.048 0.027
Effective time-spending 0.509%* 0.676 0.151 0.100 0.059 0.045 0.104
Informative 0.352%* 0.389%* 0.742 0.005 0.021 0.033 0.040
Entertainment motivation 0.169** 0.316%* 0.172% 0.686 0.148 0.053 0.123
Social motivation 0.212%* 0.244** 0.145%* 0.385%* 0.681 0.079 0.080
Customer satisfaction 0.218** 0.213** 0.183** 0.230** 0.280%* 0.671 0.168
Quality of life 0.163%* 0.323%* 0.201** 0.350%* 0.284%* 0.410%* 0.615

Diagonal line: AVE, Below diagonal line: correlation, Above diagonal line: discriminant validity (%)

#55<0.01

2 AFoA = AT SNS9| o] & &AJo] 41579
QAAA TEof FFE vA AL, 41577 A AA T
o] IS A=A AR S A ET HMes 71
BAE A Aol A LA SRR 2 Fig. 29 Ztt

TR FYH= FAHAS 2T FlalEA
(CFA: Confirmatory Factor Analysis)& AA|SH A3}, x4445)=
1,060.242(p<0.001), GFI=0.935, AGFI=0.905, NF1=0.893, TLI=
0.952, CFI=0.967, RMR=0.049, RMSEA=0.064 522 Z & 7

~003(-.346) __~7 motivation
e

-

Convenience

-

Effective
time-
spending

.000(-.001)

234(2.401)

.140(1.976)

Entertainment

-
129(1.346) "~
~a

motivation

Y& A5l 7S] FAskL lof, Atrdo] A7t
shrpal AeE ok S, Fode wotsl 2 dat 2z
AL A5t ASHAL BF FAZHCE Fof3gt
DY JAE Holal loj(p<05), TS AT AL
2 3 o ek dFRdofA M tiEt A5 A=
Table 63 Zth

QAT SNS o]-F £A4o] &JAF 7] u|X|= G

o
o A7 A AT A SNS o8 £ F AR &

Restaurant .399(5.791)

satisfaction Quality of life

Fig. 2. Structural equation model. * Solid lines show significant routes, while broken lines show insignificant routes.

* Numbers in the figure are standardized coefficients.
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Table 6. Research hypothesis testing results

9|2 7A SNS o]§ &4 1189

Standarc.hzed Unstm@dlzed SE. CR P Hypothesis
coefficient coefficient test
. Entertainment .
Convenience > . -0.033 -0.039 0.112 -0.346 0.729 Reject
motivation
Convenience Social motivation 0.091 0.083 0.089 0.929 0.353 Accept
 Effective Entertainment 0.468 0.508 0.107 4754 0.000%*%  Accept
time-spending motivation
Effective . .
. . > Social motivation 0.234 0.195 0.081 2.401 0.016* Accept
time-spending
. Entertainment
Informative > o 0.140 0.127 0.068 1.976 0.041%* Accept
motivation
Informative > Social motivation 0.003 0.002 0.052 0.045 0.964 Reject
Entertai t Dine-out
peramnent neou 0.146 0.080 0.040 2.000 0.021% Accept
motivation satisfaction
Social motivation - Dine-out satisfaction 0.225 0.161 0.057 2.836 0.005%* Accept
Dine-out satisfaction —> Quality of life 0.399 0.809 0.140 5.791 0.000%** Accept

7 %(445)=1,060.242(p=0.000), GFI=0.935, AGFI=0.905, NFI=0.893, TLI=0.952, CFI=0.967, RMR=0.049, RMSEA=0.064

£p<0.05, **p<0.01, ***p<0.001

AE EAFT AR BTl 2R {93 IS vAA
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dE5HAY A5t 2 dAE 234} 7HA] o o<
3t Yl At (Net generation)(Tapscott D 2008)21 20tH <} 30t) 2l
Aoz Hof, QIEYl 9 AntEY]7] AFET}F FHoluh AN &
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=tlen, = 3k} 7HR] o <%k Al
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