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Abstract

21

Present study was performed to identify the effects of SNS WOM characteristics on attitude and purchase
intention as perceived in restaurant participants and to confirm the moderating effect according to SNS receivers’
characteristics on formulated model. Survey method was employed to consumers who are using SNS to find
restaurant foods through convenience sampling method in Seoul area. A total of 250 surveys were distributed
and 230 were used for analysis, after excluding missing and unusual data. The results from this study are as
follows. First, vividness of SNS WOM characteristics had a greater effect on attitude of restaurant food than
timeliness, but the consensus and neutrality of SNS WOM characteristics have no significant effect on attitude
of restaurant food. Second, SNS receivers characteristics found to moderate the relationships between vividness
and timeliness of SNS WOM characteristics and attitude. However, SNS receivers characteristics did not have
a moderating role relationships between consensus and neutrality of SNS WOM characteristics and attitude.
Third, attitude of restaurant food had a significant effect on purchase intention.
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<Table 1> Demographic characteristics = (N=230)
Characteristic N %
Male 100 43.5
Sex
Female 130 56.5
Single 112 48.7
Marriage
Married 118 513
20~29 71 30.9
Age 30~39 59 25.7
(yrs) 40~49 64 27.8
50 < 36 15.7
Office job 104 452
Student 21 9.1
Occupation
Executive 27 11.7
Others 78 339
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{Table 2> Exploratory factor analysis and reliability of items

Factors

Items

Factor Commu- FEigen Variences Cronbach's
loading naility  value (%) a

SNS WOM Consensus
information
characteristics

+ There are many reviews of food products’
WOM that I searched on SNS.

- There are many view counts of food

872 .882

.870 880  3.028 23.294 .929

products’ WOM that 1 searched on SNS.

- There are many recommendations of food

.860 .855
(78.987%) products’” WOM that I searched on SNS.
KMO=.898 - It is neutral that food products® WOM I %75 827
Bartlett<] searched on SNS. ’ '
F9977% It post : ,
. positive or negative that food products
- Neutral 827 784 2595 19.962 .846
(p=000) cutrality WOM 1 searched on SNS.
- It is objective that food products’ WOM I
is objective that food products 699 682

searched on SNS.
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{Table 2> Continued

Factor Commu FEigen Variences Cronbach's
Factors Items . .
loading naility  value (%) a

- It is regularly updated that food products’

.831 793
WOM 1 searched on SNS.

- It is immediately updated that food

Timeli .796 808 2335 17.964 .862
SNS WOM fmeiness products’ WOM 1 searched on SNS.
information - It gives the latest informations that food 746 807
characteristics products’ WOM T searched on SNS. ' '
0,
(78.987%) - It gives multimedia informations that food 788 758
KMO=.898 products’ WOM 1 searched on SNS. ' '
Bartlett2] - It is realistic that food products’ WOM 1 668 209
AR searched on SNS. ’ '
(p=1000) Vividness 2310 17.767 .849
: - It is vividly that food products’ WOM 1
.646 17
searched on SNS.
- It is detailed that food products® WOM I
.590 766
searched on SNS.
-1 had a good image of food products
.898 .807
through WOM on SNS.
-1 had a good feeling of food products 293 708
Attitude (75.811%) through WOM on SNS. ) '
KMO=.851 - T h: lief of fi ts thr
0=85 ng/la besllzso ood products through — gos 779 3701 75811 919
Bartlett®] 73733174 oS
=, - T got to like the food products thr
(p=-000) got to like the products through $70 757
WOM on SNS.
- | had a positive attitude about food products 806 850
through WOM on SNS. ’ '
Purchase intention iv\gal\l/llt to ;z;\tlsthat food products through on3 880
(84.207%) O SRS
-1 ing to buy that food product;
KMO-=.730 am goms o buy Hat 1€ products 917 841 2526 84207 906
through WOM on SNS.
o A1 A=A
Bartlett«]ig:)(;, 85 -1 am going to intend to visit the restaurant 293 797
(p=000) through WOM on SNS. : :
- I make good SNS word of mouth
! eg use word of mou 903 315
information.
SNS receivers -1 ask the SNS friends as I purchase the 881 776
characteristics (76.917%)  product. ' '
KMO=.791 - I have many experiences using the SNS 876 767 3.846 76917 .924
Bartlette] T84 AA WOM information.
=, -1 icate with SNS friends as I
(p=-000) communicate Wi ends as 87 760

purchase the product.
-1 get products’ information on SNS. .853 728
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{Table 3> Correlation matrix

47

Division 1 2 3 4 5 6 7
1. Onsensus 1
2. Neutrality 6617 1
3. Vividness 336" 560" 1
4. Timeliness 518" 552" 554" 1
5. Attitude 4227 497" 3377 457 1
6. Purchase intention 4117 475 211" 349 589" 1
7. SNS receivers characteristics 321" 324 370" 426 377 3317 1
™ p<01.

{Table 4> Result of regression analysis between SNS WOM information characteristics and attitude
Unstanflardized Standardized error Stanfiardized rvalue p-value
coefficient (B) (S.E) coefficient (Beta)

Constant 1.580 266 5.940 .000

Consensus .074 .057 .100 1.294 197

Vividness 269 078 296 3.470 001%*

Neutrality 004 065 .005 065 948

Timeliness 190 059 239 3.207 002+
" p<0l.

{Table 4>l Yed vl ZAth

HER) &

2) JHd20] 2B
&40 914 F Fuhel =] tha AAA

34.7%01H, 27140l et FeA® &

& WAE Ao
gk 4
s .

3) 7'./\-130' D'IZ

2 Yetwrh mebA 7 2= A
A= thE <Table 5>l VFERS v}

& 1213510, 225 0.00022 LEh 3] & AolA = SNS F4IAF 570 SNS 4%
Ade BAHOE folge] Udtka B & Uk B 543 4BF B o) 29T She
2 EE BE(B=589)F el mel] frelgt I AS AWET] S8 2AIARA S A
{Table 5> Result of regression analysis between attitude and purchase intention
Unstanflardized Standardized error Stanfiardized rvalue p-value
coefficient (B) (S.E) coefficient (Beta)
Constant 1.888 246 7.677 .000
Attitude 653 056 589 11.016 000™"

R’=347, adj R’=344, df 1=2, df 2=228, F=121.351, sig. F=.000

ok

p<.001.
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(Sharma et al., 1981). A3 AL
ZARGFTL o SR} FS
T freol gk #A7E EAlehA
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{Table 6> Result of the moderating effect of SNS receivers’ characteristics

3o FolAd*SNS AR 54 SHAI*SNS G4l
st 71EW 5L AAAE "HEd ol ke mxR
dWgo] Ags Yol 2AEATE oA g AR & F Jth
AR B4 el 7 329 71 348 A9 o
J23*SNS =21 A 3-13} 71 332 7)ZhE|o] 7P 38 BB
F ke n HAvk BAATE T3 (Table 6>l YERS v}
1A= M) d =

Unstandardized  Standardized Standardized

coefficient (B)  error (S.E.) coefficient (Beta) tvalue - p-value
Constant 1.580 .266 5.940 .000
Consensus .074 057 .100 1.294 197
Vividness 269 .078 .296 3.470 .001
: Neutrality .004 .065 .005 .065 .948
Timeliness .190 .059 239 3.207 .002
R=301, AR=301, AF=24.165, sig. AF=.000
Constant 1.429 266 5.370 .000
Consensus .056 056 076 .993 322
Vividness 271 .076 299 3.559 .000
2 Neutrality —.027 .065 —.030 —418 .676
Timeliness 157 .060 .190 2.536 .012
SNS receivers characteristics 131 .044 .186 3.008 .003
R’=328, AR=.027, AF=9.046, sig. AF=.003
Constant —.036 .662 —.055 956
Consensus 284 166 387 1.711 .089
Vividness —.205 213 —.226 —.962 337
Neutrality 223 .190 249 1.170 243
Timeliness 491 .169 617 2.905 .004
3 SNS receivers characteristics 490 150 .697 3.257 .001
Consensus*SNS receivers characteristics —.057 .040 —.577 —1.432 154
Vividness*SNS receivers characteristics 118 .050 1.070 2.342 .020%*
Neutrality*SNS receivers characteristics —.063 .044 —.570 —1.430 154
Timeliness*SNS receivers characteristics —.078 .038 —.794 —2.042 .042*

R’=376, AR’=.048, AF=4220, sig. AF=003

* p<.05.
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