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Participation Intentions in Environmental Initiatives within Restaurant Social Media Communities:
Exploring the Influence of Reward Types and the Moderating Effect of Social Media Participation Level

Jang, Yoon Jung*

Sol International Restaurant & Entrepreneurship, Hotel, Restaurant & Culinary Arts School, Woosong University

Abstract

The objective of this study was to explore how different types of rewards affect customers’ inclinations to engage in
environmental activities promoted through restaurant social media platforms. In addition, we investigated the potential
moderating role of customer level of participation within the social media community. A total of 202 valid responses
obtained by distributing a self-administered survey among restaurant patrons were subjected to hierarchical regression
analysis to examine relationships between variables. The findings underscored the significant influence of economic and
social rewards on shaping customer intent to participate in environmental initiatives promoted within restaurant social media
communities. Furthermore, the study revealed that the extent of customer participation within the social media community
moderated the relationship between rewards and their likelihood to partake in environmentally conscious behaviors. These
results have meaningful implications for restaurant managers seeking to promote environmental initiatives effectively

through social media platforms and within their establishments.
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olg]gt olfE HIEY 7P AR IS Has)
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S Ao 71hEtL dth(Jang 2022a; Jang & Zheng 2020).
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AT & e o] HrkJang & Kim 2022).
a&d 3UES T 7RUE ] 319 71

zS|
Fold Zlog 7| u, o]2fd P& tlS Aslets
gko] QJth(Barclay 2006). S1A|H 7o &0 )&}
o] B, S WARERA) B 215 (73A1A)
o] 5 o= thE FFS HIFITAL BE S tH(Lee et al.
2015; Ryan & Deci 2000). W& R4S 35
2 F71¢F A" A5 WAHRD T AgE], AH]
& AFAREY 588 gl 7l UEE dls e A
o] o] sF3tH(Melancon et al. 2011). 2% HAS EA
gk 5ol gk HgogMo] F124] BAgoR d9dE 5 9
om, SRl T Y oR 93 Wio® 713THRummel
& Feinberg 1988). AlS|2 0= vld2|gl 58 f=at7] 9
oF By #HEE AFZHQ AFE Mazhenova et al
(2016)2 AM¥]= AFA7E LASNA ALE 2 = A -
W e s EE ool s thek o R 344
QI F= SFQs W IS AEH R AT =
2 @ A doka St Trudel(2018)01 ©J&H4,
3], TNl &4 mijo] oA Xgd el el &
A, AP RS e a2 AAE e gF5S B
7Fedol Erhe A2 AALeIITE dF dFAES 5
S5E ARbolt AMu|zeh 2o ALS| ARl 71t A
A AAE FFohs vl BAA BET a3Holet F4s)
QS W (Ryan & Deci 2000; Muniz & O’Guinn 2001), T}
& A7AES 244 QA By AlF/AfE 2l gk 5
Q1 el e AAA Bl AT A P 23
Holglal F43513L A tH(Peterson 1995; Noble et al. 2014).
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aan|t]oje7g oA XIS ol ME|Hef| thgk Bl EER 4
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At AEzAbe v=e] 2RI o] HAE713#2] Qualtrics
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<Table 1> Construct and items

Construct Items Sources

I think I receive financial incentives through my participation in the social media

. community of the restaurant.
Economic reward (ER) - - - - - Lee et al. 2015
I think I receive a discount or a special deal on products/services for my

participation in the social media community.

I think my participation is recognized by others in the social media community.

I think my participation in the social media community is publicly visible to others.

Social reward (SR) Choi & Seo (2017)

I think I get preferential treatment from the restaurant (or company) for my
participation in the social media community.

I intend to engage in environmental activities promoted on social media community
of the restaurant.

Participative intention to
environmental initiatives in
social media

I will make an effort to participate in environmental activities promoted on social

media community of the restaurant. Jang (2022b)

I plan to engage in environmental activities promoted on social media community
of the restaurant.

The social media community of the restaurant has influenced how I go about
purchasing products or services.

The social media community has influenced my behavior in some ways, such as

Actual environmental purchasing pro-environmental products/services supported by campaign of the social Jang & Kim (2022)

behavior media community of the restaurant.
Where 1 purchase products or services has changed as a result of my being in the
social media community of the restaurant.
Z3}7] 9= 9714 3] F 54 (Hierarchical regression)S 2 0.737-0.865%, AA| FF 29l 37 F=o] QoML
Ao, SEHFE i*eﬂUMOMTMEMW gP7ﬂ°] 0.785-0.795% ZAMH T}, HEgh AL ele fjs) A

)

TE A3 43, 90159 I=2nkst Lugk(Cronbach’s

el G Holslist el s) A A
BEow TRse] BARY w}% A1) ;wsa} b

nt]o] Fojpe 2 2EaAE HASsIAh <Table 2> Characteristics of respondents
1 7:]_1_.'} ol T Characteristics Frequency %
= = = Gender Male 122 60.4
1. ZACHAIR}S] QEixol S4Y o O
ZAIAFES) QY B4S 2AGE AFRe <Table 2> Y o
off ASHTE. SHAES] AEL wdol 60%, 1440 40% 3544 o7 420
2 AT AR 3544071 48%2 7P WOk, Age 45.54 ” 134
-0 2 253445 292%=% ZALEUY. S5Ee oF 5564 g 40
66.4%°] SHAE tist 2'd E= 444 skl T AL 65 and above 1 S5
AT A AZE =92 50,00092-75,0008 2 P]Rke] High school diploma % 139
33.2%, 50,0008 m|Tko] 31.2%= ZAFE AT or below ’
) 2-year college 8 4.0
0. ZXEI=0| EjTA 4l AlZ|E SAZiT) Education 4+ car college 126 62.4
A5 QBN A}, 2214 F(factor loadings) Post graduate 16 7.9
0.737-0.865% &5 0.5 oo 2 Yyelh, e &2 Others (specify) 24 11.9
Qolo] Yee & ugdsls Zlow 2AMEAtk(Bagozzi & Less than $50,000 63 312
Yi 1988). TAH o2 ANARAG Qolo] sl ) & }’?(;‘gg‘old $50,000-$74,999 67 332
o] QolAAEE BE 0.831F, AB|AEAF aold tjsth 3 income $75,000-$99,999 52 25.7
7l o] @A A L 0.797-0.8500.2 ZAFE T} 213k $100,000 and above 20 9.9

A% Folox Q9o sgsls e 2o aodA Y Total 202 100
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Alpha)©] 0.543-0.7612 ZA=]o] 0.5 o]o &2 A7t &
3t Aoz ZALEAtHNunnally 1978). A4 o2, 734
Auzg acle] AEnlsl Aohe 0.543, ARBIHHAEE 0.547,
Fodo =gl 0.761, AA| 313 P5L8AL 0.696= =
A QTE Q017ke] A EAL 98 o]t B A
= HEETR] A AlFRe] 046-0.692 A= O] 3|9
Ao Aget Aoz AE )

3. 240|C|o HRUE|0AM2] EIBHEO|L ME|E EH012]| 0|
Chet #IAIA =724 22t
B FRoll me dvto] ARuUE A ] 3170l
YME|Eo] thgh ofolol gk JF el A A5 23
= <Table 3>ol] AAEAT}. HFEZe] dFHS ATV
gk SAAB RS Al GAR B, HEe B
Moz ek ZAH Bdssh AS GRS} |
WA FASR T, 24vlle] AFUE] HelFEe 2wk,
/% 281 4=(ER *Participation level, SR*Participation level)
< v GAlelA AdE AT S A, 28R A
Lol ZlgdolUMEIE. Jref ool A2 w/da=e} AL
ARG Mg BF oo R S e e A}
HAoH (step 1), AT ZL71E AelsiAS W AAX RS W
o 3t o 2 A0E ZAEATHb= 485 vs b=.384).
3, 24nHo] AFUE e ’“Z°ﬂ e 2deAE A
S8 A(step 3= ol Tl W IF0NM BAH RS
ol g3t 2 AR AR ATHb=-.113; p<.001).
A Ao 24nitie} 7oA A7 o|UME B
folo| =g ofsfahze] AAHAEH wo]

o,

X i

(¢}

¢

Eas) Adrite] A%
oow%aﬂoﬂ #o1g 9w=7} o}
Atke 28 HolFSITh =Y FoI5Eel mE 2 E
4 Azke avite] FoldFol We aFAME B4
wge] B Avks A WEED o8 @ Ao Lee

et al. (2015)°] AAHEFo] TS 7|99 ol tish
A HolAL FAARI BEE Feskedl aHolge
#} 2 x]3Hc} Van Kenhove et al. (2003) 42 21AlE]
Hut AlF/An] e thgk 5 )l sz 22 AAA B
gol 719l thigk Aol BAIE “dstste] 73] dnkar st
3L, Peterson (1995) ZdA A HAdo] A3} 7199 #A
TEM $aF 92 Fhal RSt wEb, 48R
to] FAPEt e TASE AA 914 Byl fel
97] 598te] oleld FHe Bgale] 7199 BAE 72
sl 23902 7I5le] dake 2SS A% WHE T4
Q) W), ABABE)OR FET F AL A
(Noble et al. 2014).

4. 2ERRI|M A XA ESol| Chst /AN 3| HEM
Pz
BAO] 250 M2 o Zaielox ] AA s ASE
ofol] tiet e WA A5 A= <Table 4> AN E
Ak, $le} }73}7} 1=, M {4 FdFHE AT S
AAABFRAE Al DAR AABINAL e TAH R
AR

A=A ﬁzﬂﬂi“%—rﬂ AR BT 19 A1 %
JE AL, 2A8u|Ho] ARUE FoeES 29|, FE AR
M4 (ER*Participation level, SR*Participation level)= V14|
Ao KYPE At A4 A}, QxR AA 218
7L Fol| AA A BAHTe) AL B W B folF e
2 QS A= AR ZAEASH(step 1), AT 715
IS W AAAETY] B3 Y E AR AR
Tthb=.514 vs b=.361). =3}, 2Au|t]o] ARFUE FooE
of me 2EEANE AFT Astep 3 FolTEe] =2
oA ARBIF RG] B3 B & R AR ATHb=
094, p< .05).

Aol Axhs el S0 aAe] X EES o]
OH skt A AR A Bl frojn|gh kS ghtke A

< Uehdth &, B3] o] 5555 IAELS HEE

<Table 3> Hierarchical regression analysis for customers’ participattive intention in environmental initiatives within social media

Dependent Variable

Customer to participative intention in environmental
initiatives within social media

Independent Variable Step 1
Economic reward (ER) ABSHHH
Social reward (SR) 384H4%
Participation level
ER*Paricipation level

R? 645

AR?

F 180.985%*

Step 2 Step 3
335k 333k
349%k* 342%**
270%** 230%**

- 113%*
687 698
.042%** O11%*
144.905%** 113.717**

Dip<0.05, **p<0.01, ***p<0.001
DSR*Participation level variable was removed in Step 3.
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<Table 4> Hierarchical regression analysis for actual environmental behavior

Dependent Variable

Actual environmental behavior

Independent Variable Step 1 Step 2 Step 3
Economic reward (ER) S14%% .383kk 370%**
Social reward (SR) 361%4* 330k 35344k
Participation level 236%H* 264%+*
SR*Participation level .094*
R? 657 689 696
AR? L0327k .008*
F 190.257*** 145.902%*** 112.852%*
D¥p<0.05, **p<0.01, ***p<0.001
DER *Participation level variable was removed in Step 3.
o] HaEolM Jdshk= g SFol A524o= FofsiA 2 ATE Tk

% 1 =

Hrhs AS HoFelvh BE?‘SJ i’f:iUMOM] Folgol =
o

o}

o]#{$+ 3= Choi & Seo (2017)7} FNE QL Aol A
o7 FAAR 1A o] A AH PF (el ALSIH
o] &5 Fo)E olafete ol 8% T2 s Wt
A AV A35 HoJSt}. Shin & Mattila
2019y A Hw& AFses A A = 428
oA 27 PES =5 ¢ ZF ol l—/\oﬂ}q ol uk=
o2 (status recognition) 7= A}S]H HAge]

T4E AXIAT S, ABIEAIRY ovAE Fdetaat
o 71 o] A F15Ao] i Aol AL

37 PFol| FAd 7hs/dol =52 AAFIH(Veblen 1899).
E-3], Tussyadiah et al. (20182 &dw|t]o] Fr} &
IS AFUEHEHES] FFES WS 7sAo] =okA A
A AR E & W o WIHES dq5S et & 7
| =ua slgon, A5 5L ola)d w AAn|t]o]
R R

>,
P
2

O

oJollA] Ee FoIFEe ARUE WHSe) 25703 7
A AAL AT, ARUE FANA AR HBAFS

J

ol# gt 1A =2 ﬁﬂ%‘%}%oﬂ g W4 571 vs A48t
Foem A Ao AYYE BASE a3 o]
S A8E B 43 FeES avha 2+ At
(Berry 1995; Rosenbaum et al. 2005; Tussyadiah et al.
2018; Zhang et al. 2018).
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