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ABSTRACT

This study aims to examine the effects of message framing of restaurant menus on customers’ perceptions
(trust and immersion) and their willingness to pay a premium price. The contents of messages focused on
a hypothetical restaurant’s cause-marketing activity. Four types of message framing were created: The first
two types were varied by the presence and absence of the information about the current cause-marketing
outcome, and the second two types were varied by positive and negative framing. The results showed that
respondents in general had trust in cause-marketing messages and immersion of cause-marketing message
by negative framing lead to positive influence of willingness to pay. Furthermore it had a significant effect
on willingness to pay depending on cause-marketing message type and negative message framed messages
showed an intention to willingness to pay a premium price. This study compared the difference in messages
by type as an extension of the studies of cause-marketing messages in the past. The results of this study
will be used for establishing effective marketing strategies for today’s foodservice companies and serve as
objective data for setting differentiated prices under the circumstance where the importance of companies’

social responsibilities is growing.
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S.2 10,1219 ZAols] FAAYE dlFdsy
L2 AN e FHe AMEA] EHolA| e}
Good Neighbors9] Z}E% }EJr Z AXolzo] &

A 71ES st @S Hhgsioltt Aol
AHEE= il AA VIPSOHH AFSEIQE oA
AR FHES Farste] AAEY wy Faset
gt fARHA fHEolRl o AE dHAET AY
FAAAS sto] SRSzl stk Ao

(6 ot
Fu

AMEE RE P35S AdobeAl?] Photoshop

w
rE
S
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2
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[
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i B | =
BAFAY FARAA A gyl Hat
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9JAl7|ofo| ZOIGIA HAIX|Q] EHT
<HD> HAEE SHZH
Bl Moo EnEE
0| 2l AEto| ojzo| Zm|AX|of AZ[7}ZHCH
0] B|AES H70| I3 2 AfSl0f EHelat Z0|Ct Morgan
A2 |ofefét A~ SHE 0|83 242 ufRal @ ol i
- 0 2l A E2tollAf M ZsH= oli70] 7124 M| A0 chato] MalsiCin Azfsict B7[3t (2007)
= ol lAEZE Qolst Boja= S 5w QlCh
=
0] A E2toflAf THilE|= of0f Solxol ZES L|m Qlck
ao | O BI2AEZS| BimE Lo JHRIxoZ 2 207t et (hfggri?n e
=7 | o BlAEZ 0l TSI o0l CHEF ORI JHE OIX1342003)
0] 2~ 5250 TOfEl= 0f0] Choll S0P 0J0p| & ZO[Ck
<ID> ua||]|047|.74x|%o|5 xI-IE__rL
EES M2 Anzsl
37f| TofE|= of S (TAED2] 240] 20,0009 BC} Of HIMX|C2HE 2aff & Zio|ct Castaldo
=20l | Y HofEls ol (@AENS T0HsP| QlsiAlS 7170 O B 71242 X2 ofCt (2009),
e N Zeithaml &Berry
o | B BOHEE S22 HiREAENS Ef 2 AEZ0M 20,0008 B 2 JHZH0) Tofstct: of & ParasUraman
2l A E2to| THAES 0|23}t (1996)

£ gglolets BEo® Aostal Qlem(Schurr

&Ozanne, 1985), & A Lo= AZE “FolAA )
AAE Bl & AR[te] vy, Bt tish Wwe”
o= 7*40}010131 2L 714 Qe B RS

jubad
o
fu
i
a,
o
4
30
e
=
o
s!
5
Qo
]
o
=
o
b
re
©ore

— == 1l o
= AolsAt
WAEYS S5t 3932 5 ) YRR

Alg)o] 5882 (Morgan &Hunt, 1994; 7|3 3
nE, AAQ], 2007)0] AHEE HEE & At Bt
A Ao 299 4732 (Morgan &Hunt,
1994), o]A&, o]f¥](2008)] AHEH HEE & ¢
ol A 45t} 5HH (1= ol T, 2=F+
ot} 3=HFolt}, 4=F 1}, 5=u$ JI3t)
2 27 319t Rao &Bergen(1992)= Zeju]¢i7}

A2 AEAA) s AuAPE ) AR & Qe 2

AUl AR RS S4eE 2HYRE 3] ¢
0 2 Castaldoet al.(2009)¢} Zeithaml, Berry
&Parasuraman(1996)2] Ao AILEH HEE B
Troll BHA =78t Likert 58 HE 2 F74s1dth
ABIAPIAL AGRAEHE A&}l F A

2 o AET Yol tisto] o, o 2 AEis
AES /eIt SATE S <HI><E2>0 At

V. Zapes
1 olaEA 5
B ZAE B8l dojxl 29| Unky E4S B4
517] 9J5te] HI=EA(Frequency Analysis)S AA]
slglom, 1 A7} £ 1208% YA 5408 A
O] 45%F AABLAL Qlor ofxke] 79 12078F XA
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9] 55% 5 AA|oh= 66" o2 LpENton AS 5 ™ eigen values 3.187, EAMITEES 26 56%2 Lt
£ AA 65%7F n]&o|H 35%7F 7] &0 2 LFERY \:} Eton T W Qoo 471x] FEWAE T3}
AR SEAe] A= 20tH(46.7%)7F 7 Eoke m, eigen value: 2.59, BAMATEES 21.58% % Lt
1 30TH(34.2%) 40tH(14.2%), 50tH(5%)2] <o & 1t Elrom) A HA Q91 eigen value: 2.343) &
EPSTE A5 X 5= 2009H o) ~ 3007+ 1] AP E 2 19.52% 2 UEET A== EA423 A
ko] 35.8%, 1007+ o4 ~ 2007+ w]Tho] 35%, F(0.86), &(0.81), Zu|F7IHAE2] %= (0.86)2]
1009+ |]qho] 13.3%, 3009 o) ~ 4009+ 1] Cronbach’s af}o] B% 0.80) 0.2 HE 43R
o] 10. 8%, 4009HY o]AF ~ 5007+ tjgto] 3, 3%, o] el AT Ao QIAE It 2AHHLES] Q91
5009+ o]0l 1.7% = YEFGT st 9 AR AT AT <E3>0t 2T
2. TR D} M2 B4 3.7 dF
HAZAY EHFHS TY A8 A5 A5t 3-1. SAAAHIA|X|of| CiSH 212[2| X{Oo|AF
QOB AT AAS AN 2919 ZZ3} 7HdIE AR g8l SURE F S AN
QAR ZFE] D3t Aot F4R EAe Qg Tk SAENE <34>, <T-2>0f o] FAA(F
A 713 WA (Varimax)& AHE-SHIT 2 5] A A /3 A = Al=ol] xfol7} Gl ACE Hh
HHS o|7] 95 7|20 2 2919 eigen value’} 1 FH o (t=-.357, p>0.05), FAAA (F-IALAA]/
o1, F&/3% QAAAFo] 0401 7RO R 7 H] AANHAA = Ao Zol7h gle Aoz Heli
&9lom, 7+ QoI Cronbach’s aAl4E 0.80142 o} (t=.061, p>0.05) WA 7H1e 7172+ HTt 514
E WHdds st Tk Aol &gt BS AHEA Hohd FdaA
QRN S AASH A3 Al 744 gRlo ' & A1(3.30), 34T} H A|A(3.23), FA4 HAJA](3.61),
HRom A WA 892 571K FEHSE EF e} 384 HAIA(3.62) & =2 $AE YERAL Th
<E3> ZFpidol 20124 U Me|E Z5 AT
20l e QOIXxH2 384 1R 4 M AEE
trl 0.767 0.663
tr2 0.721 0.633
NE tr3 0788 0.735 3187 26.559 0.86
trd 0.61 0.561
tr5 0.836 0.726
imi 0729 0.67
=Y ?m2 0701 0577 2589 21575 0.812
im3 0736 0.734
im4 0.644 0.583
_ pml 0.877 0.827
Z2(0Y7HA
o pm2 0.86 0.855 2343 19.523 0.808
PSS
pm3 0.645 0.555
*EEE Q010 M MHHR 67.656%
= | E uEx XS (Kaiser's Measureof Sampling Adequacy)=0.835
*** Bartelett T 8A AN A 710[H|2=748.887, Sig.=.000***
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QA7 ZAHA HAX|Q| ZupoiT
<E4>ZTOINHHA|X|RE0]| [}2 AlZ|XI0| HS <H4A>ZUAAHA|X| R0 [E SUXI0| HS
T g7 | ZEERL | @) pat T o | EEEX | g pif
T 360 | 838 T8N 3 | 628
oARZajoy | 3 : o6l o5 HAX| 20 ' ' 2613 | on
S 362 851 ' ' ST 27 631 ' '
u1|A|x|uE|o|Dl : : EHIJKIXIMEHOI“' ' '
ZOIADIHA| 33 729 SAZIHA| 275 916
S/} - - -357 | 723 ZoET - - 622 536
H| HMA| ‘ ‘ H| ®A| ‘ ‘
*p<.1’ **,D<.05, Kk p<0] *p<.-|’ *k p<.05’ *okk p<0‘|
70 - vea a0 a1z
360 3.10
T P wud Bnnw PP ER- AT Fuwaa w wy
2ER
iai 280
s 330 280 4 278
132 eikd
e ““:‘——u______‘ 2 awaa w4 .
SN W Ny 280 LBt ot
30 250
soo 240
<ZI2>ZUAAHA K| RE0 [}HE AZ[XI0| HB <OZI3>ZUAAHAIX| R0 2 SAXI0| HB
<E5>ZAAUAHAIX|FH0)| 2
Z2|0| ¥t AXIE2|E X0 AE
T Yo | ZEEA tat pat
3-2. 3YUAA|H|A|X|o] CHSt S@ie| Xfo|HF 2y 276 848
_ N AJX|Z3jo| - :
Vs A el SRR e ANg  [oeAHo) 333 | oo
oo
o) BAATIE <459} <1359} Zro] 7FA2-1 AR zoy | AT 633
o] FoAA(FAdat AA/FEAt v AA)H A SeAZIAA | 232 949
— -138 | 890
Ax Bl Ao} gl A2 BEHom (=622, S| 2w | v
p>0.05), 7Hd 2-29] FAA(FEA /734 Al * p<], ** p<.05, *** p<.01
A= ZYol #o7t = Ao &2 e Rlrht=2.613, <
p<0.05). whetr] 7Hd2= HE A= HQr) <I73> 30 4
— — 300
4 E3oM YehtRo] B4 wiAIA Zeo]9(3.12) - ¥
3 244 wAR ZeeY(270)9] Hol7t 2A Lhet 2w -ﬁiiw\ e
= , 240 1 2
wom B4 wAAZ o] Fatgrol vl 7HA| - g
FHAR [Y
FAAA HAA F 7H =4 ERTh il Wi aNA
i
160 A
140 4
120
100 T 1

<OZ4>ZAAHHAX| R 2

m2|0|H7H4x|E

=2/ xto| A4S
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AR ES

3-3. SUAAIH|A[X]o]| Cht 37A HAIAY] FtHQIDE Y| 7HA] F]AAHA]

Za|0|»7HAR| 22| o] X0|HF A 7heH 7P W pA7F UERd T

7Hd3e AP sl SHEE THSS AAsH
T} BEMZATE <F5> <184>9F Zon 71443-19] 3-4. SAUAA|HIA|X|ofl CHEt ZAIZEO|
AT A/ FAE2T B AA)HAA = Za|0|H7 AR Z2| =0 O|X|= g2t EF
Z | A7HAA &L ol AFol7t gle ALz BEA 7 458 AFsP] Slel tsdARA s A
Om(t=-.138, p>0.05), 7Md 3-29] FJAA(FF4/ MP—U% E‘r%ilw"%‘i‘—“oﬂ ‘?—W s %“é 7H%§*}°l° &

SR HAIA = ZE|n]|A7HAR B2 = ZFo]7t Y=
710 2 ¥F| AT (t=3.33, p<0.05) wEtA] 7HAE3 S B

& A = <I-4>9] EROA e B
A WA FHFZH2.76) 082 7 A LR

M7HE 7 AR (inter- i
oiacig) B TEER FMIHE 7t AR (inter-Construct Correlations)
1 2 3
1. AMZ| 344 797 1.00
2.2¢ 2.86 746 618** 1.00
3, Z2(0|7t4AE X9 = 2.37 .868 381 574 1.00
A= 0.01 SEQZ)0NM SRt
<H7>SUAAINAIX|S] 2AZZ0| Z2|0|H7tAX|=Z2 0] O|X|= g 4T
SEHS =EES HEE=QA} B tak pat S
! M 307 1.255 212
1T O
(0] A 105 .042 431 667 618
e e oo
o =B 12 548 5.698 .000 618
R=.575, R?=.331, £X%l R?=319 F=28.886, p=0.000, Durbin-Watson=1.964
*p<"|’ **,D<.05, K%k p<0-|
<ES>ZUAAHAX|FHE FIIX|Z2|At
_ FIRIEQ =
& g olo = olo X’lp
IN=1} HATD
H|CZ (9 0 0
SRR HAX/Z20[! 31 (%) 14(1.7%) 16(13.3%)
7|CHEIE 9.3 20.8
H|CZ (0 0, 0,
SR HAx|Z20[! 31 (%) 4(3.3%) 26(21.7%)
7|cHelE 93 20.8 8.557/
Zoi23 7 B (%) 1109.2%) 19(15.8%) 0.036
7|chelE 9.3 20.8
HIE(9 79 22(18.39
ZoyZT H| HA| (%) 8(6.7%) (18.3%)
7|chel= 9.3 20.8

*p<l,** p<.05, *** p<.01
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A TAR|S| ZapeiT

A7t Q= AL E YERGoH, ThE3lHEA 41t =
ABBAE 0.5758 UERAL
%%“ﬁ#% FEHPLE 31% A5kl ) Durbin-
S bl AJEA} glo &
A= sﬂo] 23 H;z A0 2 YERYAL Qlo 22 AAHA|
Aol thgh Mgt ZeuArPAAEC e o] FFTA
7Ht=.431, p>.667)9itHs A7t el 7Hd 4 7]
7t Hom, FolAA AR ol thst EY-S =Zer]
A7HA Zlg.lﬂﬂ A+ FFS vFoBRE 7HE5
A= AH(t=5.70, p<.000). 30‘04741131]*1%]"
F7IABOARE o= 2421 Bado] 9l
= 31 7S Akl IR EQAHE
omn olF AR Yall FrolAlE RS AXS A
e <E8>I ZTh FAAAMHAASEE 271 A
Bl 59491 Heo] Gl AR
(x2=8.557,p<0.05), F744] HA|Z Zo]Y(n 14), =
oA} A A(n=11), T2} 1] AA|(n=8), T4 H]
AA ZH oY (n=4)9] 0.2 F/EET} =4 U

EHSLT

iE e

2 A FAAMAA FRBEEH mAA =z
oy /37A HAAZH oY), (F- A AA/ T2
T H] AA)el| whE aE|Are] BAIZE Zeu|gA|
=9 AolE BAstE e SHCE FIIAM)
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8] Age TolAAEE
o A4 e EEeto]
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2ABIGOP] TS vty
QAN A} 2t
W 3¢ 9
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rulm

Tgste] RAgR whaste] SR 120740) Ei
B0 Agat o 7 2ato] thet Wja Qg
W40 B S Eolsh]Ydl QQ18 AT AlFE
A ANEg o 7H0 AZS 9F) t-testd} TFE
SR, FHolAlF BAS AAEHLE,

e X2 dlo

Q7bol Tjg B4 ATh Thewt 2k
A3, vil370] ZolQARAIA o] ﬂﬁ REEIEEEY
7 QT H1E 7ML AEEA oLt ALERA

o2 d B ttest(FHH=3)E o A3t FAA
Alof| et Al=|] Pat-& AT EA HrhH 3 AA
A1(3.25), lEa} vl AAI(3.27), 7744 HIAIA(3.72),
S84 WAAB.62) % 3ol (HEOH R & 5
& VERA AL Qltt. o]2{$t Z¥HH= Cone Corporate
Citizenship Study(2004)¢] t]=; 421¢] 80%7} &
o1& A st 7190l gl & Al=EE 7L ok
AFATE S shaL Qlrk

A

=

S, vlire] FAANAA §Bol thet o
L REHO 2 Aot ggith FALAMAA (39
L 3o}

A AN BA o A1) ﬂiz 290
Qe

A0
Aol ol 2l 219 z}om 9t Ao it

U REAo g 7Hdo] A Ety. BAFA HAAZ
glojyo] 44 A Zo|YHT} =& FXE B
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AT FAAAHAA (FG A HA A Ze o]/
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