https://doi.org/10.14400/JDC.2017.15.12.221

9)417151e] AEA wleiojst Fwltlo] ARUA Mol
SEEEREE R F LT I E RN

A<

°
+al

(e]

o

A=)
3

M F

e th +

0k

2

Influence of Traditional Media and New Media Communication on
Lovemarks, Satisfaction and Behavior Intention of Foodservice
Industry

Seung-Hun Lee

Division of Tourism Studies, Kyungnam University

i

ol
=

2
of
42

vtle] % 3vielo] ARUACI A enrka, BE, GBI he]

Al

ko

L

fo o

Ao Yehgth 4, frrlte] AFYAelA

etk AlAl, 2unkae) Agat 27 94 47
P o] ol &S = Ao e

FUAelde ueta Q4 vz W] fel3t
102 Vet o] 23E e ARt AR
o 3lo) 3}

2 1 e s

l

ro
o & o

rﬂﬁ

2 N |z oo oF

o
>N
i

A

ol o
%=

4y T o2 »& A W o |

D AEA mYe], srrde], Bk, v 5o

Abstract The purpose of this study was to investigate the relationship between traditional media
communication, new media communication, lovemarks, satisfaction, and behavioral intention in foodservice
industry. As the results of study as followed. First, traditional media communication had a significant effect on
love dimension, but no significant effect on respect dimension of lovemarks. Second, new media communication
had a significant effect on love and respect dimension. Third, love and respect dimension of lovemarks had a
significant effect on satisfaction and behavior intention respectively, also satisfaction had a significant effect on
behavior intention. Fourth, as a result of the indirect effect analysis of the research model, the traditional media
and new media communication had a significant effect on satisfaction through lovemarks, and a significant
effect on the behavior intention through lovemarks and satisfaction. This result shows that the enhancement of
consumer's communication experience and lovemarks recognition can promote post-purchase behavior such as
satisfaction with brand and behavioral intention.
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' Meaning association 0.899 14910
Brand story 0.874 14.545
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design
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<Table 2> Confirmatory factor analysis (Respect)

Factor
(Cronbach’s Variables Estimate CR.
)
Perceived advantage 0.837 fixed
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0.823 i i
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(0.857) .
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(0.890) Renown 0.864 1353

Note:  Q(x2=15411/11=1.401), P=0.164, CFI=0.996, TLI=0.992,
GFI=0.984, RMSEA=0.038
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<Table 3> Confirmatory factor analysis (Research Model)
Factor . .
s Variables Estimate CR. AVE CCR

(Cronbach’s a)

. Brand information satisfaction through traditional media 0.804 Fixed
;ZZ?;UOMI Brand information through traditional media meets my expectations 0.828 15.466
. Brand information through traditional media is very attractive 0.907 17.417 0.825 0.949
communication - - . .
0.906) Brand mfom.latlon th'rough traditional media is more useful than 0833 15597
other brand information
Brand information satisfaction through new media 0.864 Fixed
New media Brand information through new media meets my expectations 0.906 21.136
communication | Brand information through new media is very attractive 0917 21.628 0.888 0.969
(0.943) Brand .mformat.lon through new media is more useful than other 0.906 21,095
brand information

Love Mystery 0612 Fixed

(0.75) Sensuality 0.716 9.34 0.691 0.868
Intimacy 0.84 10.301
Performance 0.788 Fixed

%;g;;t Trust 0.703 11631 0742 | 089%
Reputation 0.647 10597

Satisfaction Ove?rall S.atisfa.ction _ 0.877 Fixed

(0.907) Satisfaction with purchase decisions 0.883 1975 0.910 0.968
Emotional satisfaction for the brand 0.868 19.146

Behavioral Intent to revisit 0.856 Fixed

intention. ] ] 0.842 0.914

(0815) Word of mouth intention 0.804 15.44

Note: Q(x2= 306.721/137=2.239), P=.000, CFI=0.956, TLI=0.945, GFI=0.894, RMSEA=0.068
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<Table 4> Discriminant validity
@ ) ©) @ ® ®
(DTraditional media 1
@New media 0.658(0.432) 1
@Love 0.410(0.163) 0.440(0.193) 1
@Respect 0.430(0.185) 0.519(0.269) 0.663(0.440) 1
(5Satisfaction 0.331(0.109) 0.384(0.148) 0.627(0.393) 0.604(0.365) 1
(®Behavioral intention 0.377(0.142) 0.459(0.210) 0.627(0.393) 0.679(0.461) 0.750(0.562) 1
AVE 0.825 0.888 0.691 0.742 0.910 0.842
Note: ( ) are the square of the correlation coefficient, ** P<0.01
<Table 5> Structural equation model
Path Estimate SE. CR.
Hi-1 Traditional media — Love 0.231 0.081 2418+
H1-2 Traditional media — Respect 0.166 0.070 1.831
H2-1 New media — Love 0.336 0.074 3477
H2-2 New media — Respect 0.499 0.066 5.301
H3-1 Love — Satisfaction 0.574 0.071 7.3605
H3-2 Love — Behavior intention 0.328 0.065 5.061:
H4-1 Respect — Satisfaction 0.193 0.080 2.600%
H4-2 Respect — Behavior intention 0.389 0.076 6.0145%
H5 Satisfaction — Behavior intention 0.513 0.096 6.318#:
Indirect effect Traditional media New media love respect
Satisfaction 0.187x 0356 -
Behavior intention 0.205% 0.4425 0.2943: 0.168

Note: Q(x2= 430.674/142=3.033), P=.000, CFI=0.926, TLI=0.911, GFI=0.864, RMSEA=0.087, *.p<0.05, **p<0.01
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