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Blog, The purpose of this study is to investigate the causal relationship between new brand awareness and
SNS advertising, new brand awareness according to type of restaurant menu purchase information. This study will provide
Information acceptance, basic research data on viral marketing strategy through online marketing of restaurant companies. The
Information delivery, purpose of this study is to investigate the effect of information obtained through blog information and
Purchase intention. SNS advertisement on word effect (information acceptance and information transfer) and to investigate

the effect of word of mouth effect on consumers' purchase intention. A total of 206 samples were used
for this analysis and regression analysis was performed using SPSS 18.0. The results of the study are
as follows. First, experience type, timely relevance and consensus among the characteristics of blog
information affect information acceptance. Experience, and accuracy are affecting information delivery.
Second, information discomfort among the characteristics of SNS advertising information influences the
acceptance of information. Information, entertainment and trust are affecting information dissemination.
Third, information acceptance and information diffusion affect purchase intention.
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Ad2H AU EHZ] #Fal(social networking advertising),
SNS Z31(SNS advertising), 777 T©]©]34 1(new media adverti-
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- Experientiality
- Neutrality

- Aaccuracy

- Timeliness

- Consensus

SNS advertising

- Informativeness
- Entertainment
- Trust

- Inconvenience

Word of Mouth effect

Purchase Behavior

- Information Acceptance
- Information Delivery

Fig. 1. Research model.
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4. MEEN
4.1. B2o| sty £

AA S92 F F2F 1158(55.8%)°]3L <=7t 917
(2% o2 Jebtth 9=t 3 1007} 95 0.2 44%2 2}
Al5kar 1aL 20007} 1953 22 94.7%, 30tH7F 2% 22 1.0%
£ AFA8ka Atk SNSE o] &8t HIEE Ev dF AA
S TRl 1149921 55.3%7}F F 1~23] & o] &3t} a 31 1,
3~43]7} 499 (23.8%), 5~63]7} 187(8.7%), "L ol gt &
Fat SHAE 257(12.1%) 02 UEhgth H2 1572 ool
E23E5 ¢loE Aol ke A Eol| 14478(69.9%)°]
73 o] vt 3k L, 627(30.1%)S ficka skt A
1574 ool SNS F & £ Zdo] k= A&l 1667
(80.6%)°] 7@ o] Ut s 407 (19.4%)S A H o] gitt
3 3T F2 AFE-Ee SNS Aol thEk B3l of
Sto] Ho] o] 1878 (43%) 2= 7HE =L, v=os <l
2EF1#0] 97 (22%), 7HFE 887 (20%), vlolH 3
(8%), ESIE 298(7%)9] o= 73

4.2. Y=ol MEEnt BFY 2
2 TN S v AEAdd B e At 2

o] th(Table 2). T+4/NdE2] 41872 Cronbach-e & At

Table 1. Demographic characteristic of subject (N=484)
Item Frequency Ratio Devision Frequency Ratio
Male 115 55.8 Have 144 69.9
Using blog
Gender Female 91 442 No 62 30.1
Total 206 100 Using SNS Have 166 80.6
~19 9 44 advertising No 40 194
Age 20~29 195 94.7
Face book 187 43
30~39 2 1.0
1— 114 553 Instagram 97 22
Frequency of 34 49 238 Type used Kakaotalk 88 20
using SNS
- N 33 8
Iweek 5~6 18 8.7 aver
Twitter 29 7

Every day 25 12.1
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Table 2. Result of factor analysis and reliability analysis

Factor Topic Fact.or CorTl- Eigen- Variance  Cron-
loading munity  value (%)  bach’s «a
Experien- Th%s is base§ on photos taken directly by the.blogger. .859 .879
tiality This article is based on blogger's actual experience. .807 .881 2280  4.751 0.834
I am able to have an indirect experience with my company. 567 634
It is delivered from an objective standpoint. .804 786
Neutrality ~ The information is conveyed from a neutral standpoint. 7198 753 2772 5.776 0.805
The information is delivered from a critical point of view. 792 733
The information was appropriately expressed. 822 .800
Aaccuracy This information can provide accurate information. .548 790 1532 3.191 0677
It is constantly being updated. .682 768
Timeliness It is timely blog information for purchase decision. .520 732 1.649  3.435 0.786
You can get the latest information. 519 673
This information is already shared among many users. 766 765
There are a lot of sympathy numbers. 752 770
Consensus This information can be found on many other blogs. 724 687 2964 6175 0823
There are many positive comments. 701 751
Provide prompt information. .833 .842
Informative Make information available immediately. 812 .849
ness Provide information. .805 794 4315  8.989 0.928
You can get the latest information. 7 .839
Provide information conveniently. 711 .694
This SNS ad makes me entertain. .834 872
Enfertain- This SNS ad makes me entertained. .834 .847
ment This SNS ad makes me interesting. .802 .822 4363  9.090 0.939
This SNS ad satisfies me. 752 .824
This SNS ad is fun to use. 7121 779
I am convinced. .806 .854
The advertised product is reliable. 791 .868
Trust The content of the advertisement is trustworthy. 769 .833 4.002 8337 0.904
The content of the advertisement is not questionable. 7169 773
The contents of the advertisement deceive me. .627 659
This ad makes me nervous. .897 .895
Incon- This ad offends me. .887 .894
. This ad does not appeal. .853 799 3949  8.228 0.919
venience . .
This ad is fraudulent. .837 774
This ad confuses me. .807 739
I agreed to this information. 792 .822
. 1 can accommodate. 778 821
I;sz;;;::;): I think this content has a positive effect. 739 .842 4425 9.219 0.921
I think this will help you choose the restaurant. 7130 739
I think it is a good way to get information from good restaurants. 715 779
I will introduce promotional information to the people around me. 542 .806
. I will introduce information about price benefits to people around me. .496 778
In(fi‘o;matlon I will share my experiences with the people around me through SNS. .443 .834 1.348  2.809 0.917
cvery I will share the atmosphere of the restaurant that I learned through SNS 490 850
with people around me.
I will visit this restaurant next time. 814 .834
Purchrase I will visit restaurant§ .wher'e information can be provided through SNS.  .800 819 4495 9365 0.896
intention I thought I would visit this restaurant. .675 736
I have a positive feeling about this restaurant. .670 172

KMO Bartlett=0.879, y>= 8922.928, p=0.000, Total variance=79.364
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Table 3. Result of regression analysis on blog information and WOM information acceptance

Unstandardized coefficients

Depe?ndent Independent Standarflized ; » Collinearity statistics
variable variable 8 Std. error coefficients TOL VIF
(Constant) 1.423 359 3.963 .000
Experientiality .149 064 153 2.336 0207 43 1.347
Information Neutrality 075 056 089 1.330 185 712 1.405
acceptance Aaccuracy —.034 047 —.050 -.718 474 644 1.553
Timeliness 334 073 370 4.600 .000™ 490 2.041
Consensus 181 067 .186 2.698 .008™ 670 1.493
R*=0.367, F=23.161, p=0.000, Durbin-Watson=2.184
" p<05, ™ p<.001.

Table 4. Result of regression analysis on blog information and WOM information delivery

Unstandardized coefficients

Depejndent Independent Standarfiized ; » Collinearity statistics
variable variable 8 Std. error coefficients TOL VIF
(Constant) 1.824 456 4.002 .000
Experientiality 167 081 151 2.055 0417 43 1.347
Information Neutrality 072 072 076 1.008 315 712 1.405
delivery Aaccuracy 134 .060 177 2.240 026" 644 1.553
Timeliness 050 092 049 0.537 592 490 2.041
Consensus 165 085 150 1.936 054 670 1.493
R*=0.197, F=9.818, p=0.000, Durbin-Watson=1.973
T p<05, ™ p<.001.
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Table 5. Result of regression analysis on SNS advertising charateristic and WOM information acceptance

Unstandardized coefficients

Dependent Independent Standardized Collinearity statistics
variable variable 8 Std. error coefficients P TOL VIF
(Constant) 1.324 406 3.261 001

Informativeness 334 068 344 4.897 .000™ 679 1.474

I;‘Cf;’;;zgg: Entertainment 122 064 147 1914 057 566 1.767
Trust 183 057 232 3.187 002" 631 1.584

Inconvenience 120 047 154 2.535 012™ 909 1.100

R*=0.328, F=24.551, p=0.000, Durbin-Watson=1.881
" p<05, ™" p<.001.

Table 6. Result of regression analysis on SNS advertising charateristic and WOM information delivery

Dependent Independent Unstandardized coefficients  gandardized Collinearity statistics
variable variable 8 Std. error coefficients P TOL VIF
(Constant) 783 Al4 1.890 .060

Informativeness 249 070 227 3.574 .000™" 679 1.474

Ing‘;ﬁ?:fyon Entertainment 179 065 192 2767 006" 566 1767
Trust .363 .059 408 6.207 .000™ 631 1.584

Inconvenience .092 .048 .105 1.914 .057 .909 1.100

R*=0.450, F=41.195, p=0.000, Durbin-Watson=1.927
" p<05, ™ p<.00L.
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Table 7. Result of regression analysis on WOM information effect and purchase intention

Unstandardized coefficients

Collinearity statistics

Dependent Independent Standardized ;
variable variable 8 Std. error coefficients P TOL VIF
(Constant) 860 232 3.710 .000
Purch: o
JUCHASE formation acceptance 171 059 162 2913 004 588 1701
intention
Information delivery 634 052 679 12.169 .000™" 588 1.701

R*=0.629, F=171.913, p=0.000, Durbin-watson=1.883

T p<05, ™ p<.001.
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