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Through SNS Eat Out Select Properties, Customer Satisfaction,
Recommendation of Others Affect Relations

Geon-Whee Kim" * Ji-Soo Han™'

Dept. of Hotel Management, Sangji Youngseo College[)
Dept. of Food Service Management and Culinary, Hyejeon University”"

Abstract

This study conducted a survey and emperical analysis of SNS based consumer experience visits to eat out
companies. A total of 350 questionnaires were collected of which 28 were deemed unreliable, leaving 322
responses to be used in the analysis. SPSS 22.0 was employed to carry out frequency analysis, factor analysis,
and reliability analysis, correlation analysis, and regression analysis. First, choose eat out properties multiple
regression analysis on the impact on customer satisfaction, overall explanatory power of the regression equation
R=521 (adjusted R'=515) and F values were analyzed statistically significant the influence of the positive
(+) with 86.325 p=0.000 and the regression equation. Content type pursuit of independent variables (B=0.540,
p<0.001), seeking safety type (B=0.292, p<0.001) were significantly appeared showed the influence of the
positive (+), Pursuit convenience-type (B=0.071, p<0.001) and the pursuit of dignity type (B=0.002, p<0.001)
the sub-showed the influence of (—). Second, the multiple regression analysis on the impact on customer
satisfaction to others is recommended explanatory power is R'=539 (adjusted )¢ =.538) and F values are ana-
lyzed by a statistical regression equation p=0.000 and 374.765 in significance showed that the model fit the
regression line. Customer satisfaction is the independent variable was the influence of the positive (+) to
(B=0.540, p<0.001).
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<Fig. 1> Research model.
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B Ao AE 2AR= 2016 39 195E 3 A AR QJIFEAIEE 542 <Table
4 319714 Algstgdon, A% A SNSE DI 2ok FEo] AL o]4(50.9%)°] AThA
o] g3 YAAFL o B Aol YE AHAE o= gsgton] AL oRE nF72.1%), ST
S e AT EA HRAE AW T A5 £ AEUE 2U49.3%), AH-2 20~2941(56.6
FRE T F 35052 AEAE wEZS %), AP Ze= TAY(56.2%) 22 ZAE AT
o] BAMSA $HET 2859 HEXE A7
Z 32259 fES HEAE HETAA 2 A= 2. Q01 3 AZ|=2M
2 ol g3tk RE AR £ 74 YHE F
L2 FA89 o, SPSS 22.05 AHEste] B 1) QUAIMEISN A2 3 EIEE 24
A sk WA AEET A=) g QA MENZA o 3t 90 L AFEEA 2
EAS flote] &7 RIEAMS olaL, AT ggr BAo] Avl= (Table 2> 9 2t} Q%
o WALA =S dotr7] 913 Cronbach a @t Mg el A% #41 Slo] Cronbach gk
TolTh AEudate] drky 54 S el o 7aledn) g0l Mo Ad =8 o] &
MEEHE Sl 7I2EH o R QTS NE - 2y okl 279, 9 3790 AU
o] 7l At dHHA EAE AN S P @i g g0l BAA golAg g 2HL AR (pr-
o 7M AS< flstd AR AAB jncipal component) ¥H4]S Blatel T, Wbl 4] &
= o] A HAYAE Varimax BAS 5T,

A Ay A 7152 0504 71ES W

V. &IEEAN gy BAAY, 7F ddEe] HabdwE A4

(70.512%), #12](66.653%), <F4(90.653%), &

1. ZAHCHAIRIC] LEHENOI EM (84.335%), W15~ 21e] Z4AAA7F h2 ¥l 9

{Table 1> Demographic characteristics of the subject (N=322)
Division Frequency  Ratio Division Frequency  Ratio
Male 158 49.1 Married 90 279
Gender Marital status
Female 164 50.9 Not married 232 72.1
None 11 3.4 High school 5 1.6
1~2 189 58.7
Dining out College 159 49.3
isit 3~4 44 13.7 Education level
VISHS University 84 26.1
4~5 63 19.6
5< 15 4.6 Graduate school 74 23.0
<20 4 12 Student 181 56.2
Service 58 18.0
20~29 182 56.6
Age Job Official 66 20.5
30~39 78 24.2 .
House wife 9 2.8
40< 58 18.0 Fic. 3 25
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{Table 2> Eat out select properties type factors and reliability analysis
Fact Ei Vari Cronbach'
Factors Classification achor 1een ananee ronbachs
loading value (%) a
Events like coupons and promotions. .869
Select the many restaurants partnership 865
Content ~ benefits card. ' 2.820 70.512 856
Sensitive to food prices. 818
Restaurant preference for budget. .806
Preference for a quiet place to rest. .861
Preference for near home. .850
Convenience 2.666 66.653 .832
Preference for well equipped facilities. .840
Preference for convenient transportation. 705
Taste s more important than tprice. 906
Safety 1.813 90.653 .892
If you wait to taste and eat profusely [?]. .906
Dining out as adiversion. 918
Elegance 1.687 84.335 814
Price not an issue. 918
KMO=0.801, chi-square=498.221*** significant 0.000
Total cumulative variance : 73.038%
3l AEE KMO 32 073002 7384 #3%E =79 WHIAER $Esit
Al T 498.221(p=0.000), = A3 o] QoI
A ap7]oll Agsiviar i 4= i, oA 2) NHOEERE MZ|E S EIEE 2M
&4 7} 4REYe) RAAAFS 06014 7 & nARSEd g g0l B Az 2 g
o] IHFS 1.0 o|Fo R FAEA AHEE B9 A (Table 3> 2tk 5719 W47}
50% oldo® uok o] o3t Aem Ugk e 89log aIwe 44 X, HlgH A
o}, Cronbach @t A% 07 oo sl AR /A% aWe Atk & BAAwY 69.264%,

{Table 3> Customer satisfaction type factors and reliability analysis

. . Factor Eigen Variance  Cronbach's
Factors Classification .
loading value (%) a
Eat out companies are comfortable using. .907
Eat out company staff is sincere. .873
Customer . . .
. . Eat out company staff is polite and friendly. .855 3.463 69.264 .887
satisfaction
Eat out services are excellent companies. .810
Eat out companies are generally satisfied. 702

KMO=0.842, Chi-square=948.964*** significant 0.000

Total cumulative variance

1 69.264%
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{Table 4> Others recommend type factors and reliability analysis

. . Factor Eigen Variance  Cronbach's
Factors Classification .
loading value (%) a
I will recommend the eat out establishments friend. 914
Oth
ers The restaurant benefits will talk to others. 913 2.065 68.837 173
recommend

I will promote the restaurant benefits through SNS. .629

KMO=0.590, chi-square=396.104***  significant 0.000
Total cumulative variance : 68.837%

A 7he] ABAA7E e W) o) A AT LN EEC tidt gz o]

£ KMO 32 0842, 7384 A BA 72948964 AR E 7z} 82QE o] el F5 A=
(p=0.00)C.2 i Ho] QliM 0}71 of A% 7} 22l It AN AEE sty st
slthar A8 4= 9lal, Cronbach aghe 0.7 o] o F3HA A4S & A= (Table 5>} 2tk
o2 Yo} AR YWALRAEE dostdch 7 891 1 AdAST) Inte s yehy e
AL T om, FIAIG WEke] BF )

3) EIRIFA dz|E & BT 24 o] Wrgko 2 UEhd o SErdAe] vk &
ElR1FHo] et 20l g AFeRMo A= gl 2AxF A A&y H1e(r=376, p<0. 01)
<Table 4> ¢} Bt} 47)9] ¥E7) hte] g9lox  QkA(r=301, p<0.01), E(r=468, p<0.01), 17
FEEATE F AP 68.837%, W o] REEE(r=.656, p<0.01), BFRIFH(r=.651, p<0.01)

Ao o] AvE= KMO % 2 folgh F(+)e] FHIAZE e, 34919}
AHEA 3 396.104(p=0.00)  SFA (=337, p<0.01), E(r=.294, p<0.01), L
QAEA sl Agsictar a4 (=373, p<0.01), EFIFZ(r=.304, p<0. 01),

)
& 4= 9131, Cronbach a#tE 0.7 oo @ vhe}  SHAT}F E9(r=399, p<0.01), LAHTEL (=479,
AR JHLAEE st p<0.01), EFIFH(r=294, p<0.01) E$I9} 7t
F5(r=2392, p<0.01), EFIF%-2(r=.394, p<0.01)

3. AIZHI2AM g8]a o=}l ERRIFH (=734, p<0.01)

{Table 5> Correlation analysis

Content Convenience Safety Elegance Cl..lstom.er Others
satisfaction recommend
Content 1
Convenience 376%* 1
Safety 301%* 337** 1
Elegance A468%* .294%* .399%** 1
Customer satisfaction .656%* 373%* AT9** .392%* 1
Others recommend 651%* 304%* 204%%* 304 734%%* 1

# p<0.01.
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{Table 6> Eat out select properties affect customer satisfaction
Non-standardized Standardized
coefficients coefficients
Dependent Independent ; 2
variable variable The
B standard B
error
Constant 4.604E-18 .039 .000 1.000
Content .540 .046 .540 11.750%** .000
Eat t select
ab oul selee Convenience 071 043 071 1.639 102
properties
Safety 292 .044 292 6.653%%* .000
Elegance .002 .046 .002 .036 971
R=521, Adjusted R’=515, F=86.325, p=0.000
% (001,
o= foId H(he] FHWATL A Aew Ut & frelshll Ueht el FFol ek

ERstth

4. Jdds

1) QIANEIAAS TIHDIEN B2 O/a
20IC}.
A e A BRG] B
St O3] A 54 A= <Table 6>l AAF ] 2
t} Ax| A2 g 182 R*=521(adjusted R’
=515)°]3, F3 325011, 3942 p=0.000
o A "8‘5& ox FAHCR foI3 A
o7 FAHAT Sy F AES FHYB=

0.540, p<0.001), <} ?ﬂ 278)(B=0.292, p<0.001)

o~

>
Fl
O\

(Table 7> Customer satisfaction affect other users

Aol FTE(B=0.071, p<0.001)3} =9 T%l%
(B=0.002, p<0.001)2 F(—)<] daFHo] ek
=3

2) DAHOEEEE= ERIFA(N Ze= 012
A0ICH

WARMEET} BRRIFA ol v = Gl A3
THE3F1EA A= <Table 7>l AIAE o] Itk
A e AW R=539(adjusted R=
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