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The Effect of E-WOM Quality of Dessert Cafe on Perceived
Value and Visit Intention

Sang Bum Kim*
Hong-Keun Kim™

Abstract

With the rapid development of mobile communication tools, customers are using SNS as a major information tool. SNS can provide
information to a small number of customers as well as people around them, with information about a product or service that a small
number of customers know through experience. With these characteristics, dessert cafes are being used as a major marketing tool for
online websites and mobile phones using SNS. Therefore, in this study, theoretical considerations about e-WOM quality, perceived value,
and visit intention were performed. The effect of e-WOM quality of dessert cafe on perceived value was analyzed and the effect of
perceived value on visit intention was analyzed. Based on these results, I would like to suggest theoretical implications and practical
implications for online marketing of dessert cafes.

This study was conducted to survey the customers who have visited dessert cafe through oral communication within the last 6 months.
The survey was conducted from September 4, 2018 to September 18, 2018, and was used for the analysis of 317 additional items. The
research hypotheses between the e-WOM quality of the dessert cafe and the utilitarian value, hedonic value, and visiting intention were
used the structural equation model(SEM).

First, neutrality and interactivity have a significant effect on utilitarian value, but consensus and vividness have not significant effect.
Second, It was found that the consensus, vividness, and neutrality had a significant effect on the hedonic value but interactivity was not
found to have a significant effect. Third, hedonic value has a significant effect on visit intention, but utilitarian value has not significant

effect. As a result, online e-WOM quality management is important.

Keywords: E-WOM, E-WOM Quality, Perceivved Value, Visit Intention, Desert Cafe
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