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Abstract

Purpose: This study examines how information sources (advertising, publicity, word-of-mouth (WOM), and electronic word-
of-mouth (eWOM)) affect perceived quality (product and service), trust, and revisit intention in the franchise industry, using the
Stimulus-Organism-Response (S-O-R) framework. Research Design and Methodology: Data was collected from 395
respondents via an online survey and analyzed using measurement model and structural equation modeling (SEM) with Smart
PLS 4.0. Results: The findings are as follows. First, publicity, WOM, and eWOM positively influence product quality, but
advertising does not influence. Second, publicity and WOM positively influence service quality, but advertising and eWOM do
not influence. Third, product and service quality positively trust. Fourth, product and service quality positively revisit intention.
Finally, trust positively influences revisit intention and play a partial mediating role in the relationship between product and
service quality and revisit intention. Conclusions: The findings validate the S-O-R framework show that WOM and publicity
are key factors significantly influencing consumer behavior. Furthermore, this study shows that trust must be built and
continuously strengthened through product quality and service quality management. Therefore, information source management
and trust-building strategies for the Chinese need to be implemented with a focus on word of mouth and publicity.

Keywords: Information Sources, Perceived Quality, Trust, Revisit Intention, SOR Theory

719 AR, Az 54, AlF, e

)

&, SOR o] &

JEL Classification Code: E44, F31, F37, G15

ST At of 4
bk 2 7

0|7 Q8 CrFet FM2fo| HED
You, 2022; Wang et al, 2024).
N otg 2 28 ANE & oLz, 8=

IL [
%S U MBE ofsfets Ho| 22

Ll
(@) =x

|= a2 MAKNOA
xte

1 Ao
gt Uen, aH|Xte MYE 2=S

69

ALt (Chao &
55| =2 © MA0
AH| RS9
ZXO|=

! First Author. Doctoral Candidate, Graduate School of Business,
Sejong University, Korea. Email: dhkdxkrdus@naver.com

First Co-author. Doctoral Candidate, Graduate School of
Business, Sejong University, Korea. Email:
onewjiang@naver.com

Corresponding Author. Doctoral Candidate, Graduate School of
Business, Sejong University, Korea.
Email.wangwenlong@sju.ac.kr

~

w

(© Copyright: The Author(s)
This is an Open Access article distributed under the terms of
the Creative Commons Attribution Non-Commercial License
(http://Creativecommons.org/licenses/by-nc/4.0/) which permits
unrestricted noncommercial use, distribution, and reproduction
in any medium, provided the original work is properly cited.



Do Information Sources Influence Perceived Quality, Trust, and Revisit Intention?

72

ol I

fofo
Il
o] R
W =
o £
;2
ol N
My
o
= 5
ﬁ_u N
wv
1 =
- oF
Bl H
%0
il
Bl B
H Jo
olo
T
o3
ﬂ_
o}
20
il
0
0 ~
5l 8
o N
., 3
o =
Ko
£
w A4
Ho @
0 9
o ©
u
il 8
1 =

(electronic word-of-mouth, eWOM))0| ZAH|X}9|

(Publicity), T+ (word-of-mouth, WOM), 222l

"

MH|~, 27

—
sy

| =0 OJX]

o

]
70

I.

HO| 2H[Xfo| LY

|

=

o

L]

2|, d2|3 Xy

2

3

—

o
[s)

OXl= A2z B5REL 2Lt 0l

of &2, olzgt 2

g

ol
ol

KO

Jd

7|12 Aot HuYs I, = ST

=
(-

HA

=3
=

"
%k

(o:]
o

—

—

O|&=0f DOjX|
oM AEgE RIHE 7

[
[N

=13
=]
—

—

MUt

OI7H2 &Y
A3

=

=

o=z 2

e
S

S|

e

.
o
[

&

2 o

AH| KO

.|

S 2|=0
o

=
S

X

.
o
2

F

.
o
[

—

—

YotH, Of
, LIot7t S 2| =0

| =2
M
=

[e]

HEEL} AMH[AO Y

ExX
o
=Sot=XE

=/

HO[ AH[Xt
g

|
ojxE Y

_C'>_
AH|X7}
A

L]

St= o

S SH3FE0| 2tCh (Anderson, 1998; Keller, 2001).

ot

i

A%

oo

- A

(0]
oSS

b

X0 s2¢

L

—

F

.
o

7t
o0 ZF

IE
=}

4

s
o
Y=

O
0| ALt (Kim & Shin, 2022).

|
HIXFo| XH

A

4

do| gtz wrh RHMoR 4

A

=]

~
()

chep A

SH7|

t O1E Salf dzlet MY

MHE|A~ SEO| CHet SH[A
i

A
~

=x

I.

[m]
H
o

Ho| MZF

o
=

|

=

=]

~
(<]

3

.
o
[y

Ol

o

=

S5,
Influence Theory)dt Al2| O|Z (Trust Theory)

MAX2=z EFoAL

off

Ho

=

10

f

]
<r
od

S=AE0[ 2H|XLE

At ApS|H

oju

]
[N

(=13
=1

HEAH™ A9

=

__rl.

o M| gut He7t AH[XF SJAFZEO| 0|

.I

x
[

wjr
J4

o, A2 0|22 HE HIXLo| CfS MZ7} 4|}

19| 21

—

x
g2 =0l= O 7|ostRAtt. 20ty

[e)
=)

|

L]

~
(=]

% 2}of A

=
[

of O

LHo

o

10

0| AH|X}

1

L3

O] &H|Zte| M2| Jd1t MYE o[=0f x|

ojn
300
80



73

Zhuoran WANG, Wenrou XIANG, Wenlong WANG/ Korean Journal of Franchise Management 15-4 (2024) 69-90

KO0

= HNAISHAL.

X0

93le

F

70
Kr
il

&

K
i
Oo<

4

-

Joll

ol

0
70

i

ol

i
70

tAIZ|3, OlE o X

A gl

e
o

of

=1
—

[t A

ofl

IH

i

_FIL

ol

HAHUS

ol
Kr
joll
r

X

I

of oiXl=

o7z MY 2/=0f OfX|

|1 S ZRO|= 7|g0| =

0]

ol

ol
’r

or
ol

o QIMOIEES MNSStAAt ohet

3

mul
&d

[y,

X

-

~NO
mjn

Lk
o

L AAEE A

[y,

2.2. Information Sources

YeYUMe AHRZE MEOIL M|

2. Literature Review

=

(]
H| X}

(Internal Sources)at 2 &M (External Sources)

&

Hqo
iy

o

=
e

Ct (Laroche et al, 2005). W

2.1. Stimulus-Organism-Response (S-O-R)

o o|AHO[Lt

—-

o0

i

A2, 2H[XRo| Y

OF2 Xtz2| &

=
L

1ol

BOof et CHYSHA ZEE0f AH[XR2 oAFZF

=0 o

A

Ct (Choi & Rha, 2012; Park &

vl

ol
100
80

e

ol

|= (Behavioral Intention)Of|
A= (Stimulus) RIS 2

]

Choi, 2021).

~

3

.
o
—

=2

4

ojn
100
8o

(@)

(1974)0] H|

ol

e

Jod
Ho

ojru
Wi

Kr
m

—_

fol

o

=
-

tE, SRS #2 e AMEHSERH NI

o] £d A= (Stimulus)
Xt=0| AH|XIS| LHEH

£ X[t} (Brown &

B2 52 Ik

Reingen, 1987).

-
o

t[, Olg
HE| (Organism)E H2tA|7]{ WS (Response)2 2

=13
=

r

=2t H0| E o S2sA

#

LY EHZ,

L]

= X
— o

TZE HAISICE 2 A0

| -
—

OO TIC}
H

(SNS)

A

28 HEZ MH|

Tof 27, 8|, 4

o
—_

Al

s= o ORNX|N, 257 Ci2o o/AH0| 2H|

x

a0 M2IE

24l

A3oz, X

k=3
=

o]l

(Hennig-Thurau et al, 2004). 0|2t C{=0{, 7|0|

ojn

2zt 2|7,

(oA

X2 SHCt (Kotler & Keller, 2016).

|EICt

0

oz dsol=0 Se=

NEE
(Chao & You, 2022).

RN,



74 Do Information Sources Influence Perceived Quality, Trust, and Revisit Intention?

= HE oiMoM S+ CHoskol AMEO|Lt

£ H30A 27ist, SX[Lt 2Ea Z

LAOldE Sof s 20 -TLDH%
o|Mo

o|57<+0|:|_ -.C-’,-EQI o707 LA 0] 4

X
o o
> F

JHJ
f
Hu rlo

_]_

Ot

H1J

nE rH'l rIr zln
=
(]
=
o
X
(@)
0
Q
S
m
N
(@]
B
o
rir
m
ox
|z
i
[r
oo oX mu ol mu oX

I'I'I
==
HU
>
o
Ral
1o
ro
Ral
1
o
bl
bl
o

> 1o

rE
0z lot
I
|
% 0
Ir
i=)

= % PEH (Taylor, 2022),
2 MY, NSa MH|29 =2Htolgts 7t
ol HRLAOM £t 2 2&oiCt 0|
Ol CiXjcts o &d& OAHE Z20HE

Cifol 200N St /IX[E AHX|SHCL.

=) (Pubhaty)i ZE|0o|Lt 7{olo|

2|
L)

fob ofm 1% 1
jely

VS

A2

]

2

o
o
ol
B
10
i

X

mu o oot rot @
el

Ot
=
o

0
-

=0
E of

r|r kl
B>

© Jn om T

Of

o
>
o
ox
HT
Il

mu ot ok
|0
Hu

kJ
2
of
Ofot
HT
=
e
H

o
rot

o 12 7 —

hu

LR -

s

nd

.
11
™
n
()
=
>
Rl
|0

mjo
g
k1
Bl o
Ho
_O'_I- :
=
X
din
o =
Ir
N

o
H
Hu
rot
=
0 A

rot o>
pl 0|_|
nl o ox
mp A
o [T
e+l
Of ¥
iroot T
o
o =2 Mo
>~
I A
O
o fot
A il

tu
rz

O

FCF (Infante & Mardikaningsih, 2022).

r

o ds2E, _’tHIXf%OﬂHI %513._* Hn ZEo ¥

HOIRH OHAHSOA 20Xl =42 A2 2

ACH (Arndt, 1967; Chen & Berger, 2016). O|&= OF|
g Zo0ME SEEHC=Z CHROX|L, 2H|Xb ZH

o = > o
JNLES BEE & U wors

M| S et
(Martin & Lueg, 2013; Le et al, 2020). &H|Xt= +

M BHXE 55XHOZ EMSIHLL (Batra & Keller,
2016), *%"*OE S=EE +8ot, Mz2 oJto

| qUoR Gf XINY 2 GuRI Y 4

1S 7HXIA E[UCE
™ (electronic Word-of-Mouth,eWOM)2
S AH|XEZE HE, MH|A,
.|

= L= Hc
of CHSH 2EX L= BN MEEZ Cp20| A2

=1 3Rt €828, oA 7| (28 HES
z E) E& MY 7[E (@8 MOIE)LZ F&
ALt (Roma & Aloini, 2019; Hennig-Thurau et
al, 2004). Ol 2|&, %=, 4d 3% & et o
Ef2 LIEILID (Hennig-Thurau et al., 2004), Z~H[X}
7b Fof = 2etelofM HEE SRSHAL 2lds
M-St A2 HECH (Yen & Tang, 2015; Liu et
al., 2020).

r
In
L=
M
i I
o
s

ofm
2 o oot

2020). £9| 2t0|E AER|Y WM
of AFLIAHOMCZ &Ml HI 7
E|H (Wang et al, 2022), O|2{st 222l
H A AFRUAOML HE S|FE JHU
qg= iEr (Chu & Kim, 2011).

2 ZEHAP2 &1, 8E, 28
2tol :rL7F_9| H ZtX| F8 ZtH1Z|2
H Crgst Fof ardolM S%t
5|, SERAMS AH|XIQ| OJAtZ
of 52% dAE OXls Q4E, AREE
(Social Influence Theory)t ZESHA ZHHE[0] U
A2 EEO|E2 TRl #FO[Lt Ef=Tt CHE

7|0, 22| AS0 25 FeS

%
= QUSE MHHSICE (Deutsch & Gerard, 1955).

ro

B o
>| 19 HII
met
M B omo H 1

4

0
Ot
[

il

79
=

o 4 = ™
>
1o
"5
0

_:
-

HE Wt
mo om

o o,

o AH|XHOA AMEE = e QEE
Nagte2M EAHHYES 7|ttt S Zotsta,
olg{gh Ats|X Fek2 AH[XLS| AE|QF X|LE E
HE gHAZI= O 7IHBICE (Yoo et al. (2021). &=

nrm
>



75

Zhuoran WANG, Wenrou XIANG, Wenlong WANG/ Korean Journal of Franchise Management 15-4 (2024) 69-90

ALt Ol 1ol HH|

= QULCH (Kim & Park,

IH

ol
NI

=
ol
ol

1of

_ll_
a1
m_.o
M

10
jr

5
ol
il
ar

—_

Jod

2019).

2.3. Perceived Quality

AMH|

=
E 8= ztel A £ MHA XX Y

Siregar et al. (2021)2| A+

ol

Hio

oz gL

e

= 7tX S8 X

=
—

=N,

Hio
N

= HO|ELL Of

q

il
A4

PAl LEEHCE

10
all

~

o

of A Of

f

g ojHic

AT BIEEO FHEO ¥

(Lee & Lee, 2021; Wang et al, 2024). M& EE

=
—

o, o

P Ao

|
o

t

k)

CH

=1
=

ojn

Mujiatun (2021)2| S7L0i| 2}

=2 N 222 MAIEH, 45, CIAte, W+d

o
—_

(Product Quality)

oot

x| 3H{ OF

2.4. Trust

14

HI X2

0l

2 AH|X9

152 MNE

| 240|Ct Song et al. 2021)2 A 2|

SHAIXA O
[ ey

A ol A

F

AR

o=
=

O Z|ofetota grict B0l X

glot=

i2 20|11 2H|Xte| A AL

LAl
gy

T

MZa MHAE MSdt=

PN | I

Mo
O -y

of et HMES BB

—_

ol
Jjo

ar

ol

14

AH|RLS e o

oM A2l=

EE =0l= O ZAEHQ H

Basha et al. (2015)2 M& &ZE0| FOio=0 &2
of gok2 O|XH, FOjel=el =8 57| & otLiet

ST

<

wjr

B

ol

.
o
=

o

3T

, MH|A EZE (Service Quality)2 7|

XHO|= DHZOf A Kbl AfH]

Jol

u

<l

H

2, M| Ef=ef AfH|

@2
L %

<I

ol

(1988)

NHlA BRES SH|

Ct. Parasuraman et al.

=3}
—_ -

o

12 RAISHL &H|XGet

=L E

HE 0| A

k=)
—

= CIXE

=13
=

b

.
o
[

[e]
F

SERVQUAL =& o]

o E=XOlLCt.

—
—

AE 235t
Cheung and Thadani (2012)2] ¥710j| =X,

ElE 2H[ARS] 28FAHHA SHFOH AL O

of &

o

Al
—

23

YoM M|~
st

S7tots 4t

22 40| AH[XtS MYE ol=0f

=3 2~Z0|C|oofMe

oju
100
30

e

ol

3

Al
O

T EotoF H-EOf oot aH[Xfe] ME[E T

oju
300

E~

Salamah et al. (2022)2 &%

CHE 2HIZ=2| 3

=
[

FAOI N AR}

E &
= =

b C|x|

.
()
—

=5

SA0f AH|

=
—



Do Information Sources Influence Perceived Quality, Trust, and Revisit Intention?

76

3. Research Design
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3.2. Measures

2 ATOME ATEAE SH2 Nl Lig
A BEES 7 M AAE HEz ZHNUC 3%
S8 NYATOIA AT EFYO| YSE A
2 HEoR £ 7o SHI Mmoo L UL
27510 gL

oiF, ZIE 21A7|Y0| XBte BLle, B,

ojH g, 2|1 HEX|e 22 JEAH2ZM 2H]|

XA ®MEBL MHAE 22l IgE FHo| Ut
(Kerr & Richards, 2021; Taylor, 2022). Kim et al. (2019)
IF Cho et al. (2020)2] AT ALBE 22 £

ATl oo XA F=Hsto] 7 | gme=E T
GotRACt 82 = ZZ[0|Lt JHQI0] CHE LS| A E
ZeEotn AF5H, HE YEE HIsta FOE
FEdte 458 ARUAON 2522, AL

O[O|X| =1t A HE Fo FH2=Z Yoo
C} (Eisend & Kuster, 2011; Infante & Mardikaningsih,
2022). Kim et al. (2019)2t Cho et al. (2020)2| A-70f
M AMEE 28 = A9 J¥0 XA +=85to
T 5N gd522 FEoIRALL T2 2HXS 20
HMEZo ME[20| O3 HlgRdXHez JES ugs
= M2H dS2=2 AHXAESOA 29 JES
BHOIZL DHAEHSOA 2ot == Zolstdl
Ct (Arndt, 1967; Chen & Berger, 2016; Martin & Lueg,
2013). Kim et al. (2019)2dt Cho et al. (2020)2| 0]

AE BEg 2 Aol g0 2 o

StICh22tel #H2 elHU
=]

, HEof Cf

Y™ Ee= BEAHQ FEE L2t 3R/Rte
2o, 2R, H=, 4 37 S92 dEiE LEt
LtDf, AH| 2d AFRUA oML HE 3FE U
St= &2% 9oz FOlSIRILt (Hennig-Thurau

et al., 2004; Roma & Aloini, 2019; Chu & Kim, 2011).
Kim et al. (2019)1t Cho et al. (2020)2] HTFO|A A}
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S 222 2 g7 =0 XA +=H-HA F
N g2 FESIn
£l HME 222 HEQ ds, TR, W+-dat
g2 Ed8 s 2HXF HF0 s eIA5k=
ZZxo| BN HIIE, AH|XF QHEEQ HEle =
deof AFEAL FEg OXe Aoz FolxACt
( Pradana et al., 2022). Lee et al. (2014) 2| A0 At
8 EE2 & 97 4o XA =HEsto 4 |
g=02 ZFLUCH MHA ZEEES AH|XIE T
Xo|= OfEOM MSEl= AMH[2o| ©HIHOI 24
42 Hrlote A2, MHA 9, A9 EHE,
Oy otd & Chgh aflo oist SetE el elde
2 ™O|E|RULCt (Parasuraman et al., 1988). Lee et al.
(2014)2| AFOM AEE Z&S 7[HI2Z2 MEE
4 719 gz =2 ZHESIFCt AME|= AH[XQF OfFE
7Ho| HAOM Hefel St dE TAAF|L, At
Ste AP0 A A2l

X2t MEn MH[AE ME
Ad=gE St 242 FHOlECH (Song et al, 2021).
Kim et al. (2019)1} Cho et al. (2020)2] HFOA A}
8 g2 2 Ao HMeto| XA £Fstol T 4
N gEeR FJSRInE MYE o= AH|XEIG
BHELL FAE CHA| HEStE e Qg2 U
EtLl= ¥S2Z HO|ZICt (Tabaeeian et al, 2023).
LESH Wang et al. (2024)2] HTO0|AM ALEE B2
=2 7o g0 A #=H-sto 3 /| d=EE

T35t ALt

3.3. Sampling and Data Collection

413 27t 3|=E|QUCt 2l¢+E AEX] F0A SHO|
=34%t 18 £E WMot 395 B E XF 240 =
2oLt

4. Results

4.1. Demographic Profile of the Respondents

2 oo &oigt 395 Ho| SHXA QTFEAHH
£42 Table 1 1 ZCt HX, d82 Xt (54.9%)
7t O4XF 45.1%)=CH BA LERCL d2 RFs
712 (65.3%)0| Ol (29.1%), 7|Et (5.6%)=Ct =7
LIEFSICH HE2 30~34 Ml (38.6%) MY St
21~24 M| (25.5%), 25~29 M| (8.7%)2| #=O|C}. W&
T2 W EY(G46%)0 7t =7 LIEHLH,

5t 0
dcteoz nsstn 9 =2 0|3} (166%)° =

Table 1. Demographic Profiles (n = 395)

Category Subcategory n %
Gender Male 217 | 54.9
Female 178 | 45.1
Age Under the age of 20 28 6.8
21~-24 92 255
25~29 34 8.7
30~34 135 | 38.6
35~39 64 17.6
Over 40 years old 42 11.4
Occupation Officer 49 13.9
Technician 56 16.0
Sales service 44 12.8
Self-Employed Busine 48 14.8
ss
Professionals 33 9.5
Teaching Profession 38 11.3
als
Civil servant 18 5.3
Student 25 4.5
Full-Time Homemaker 24 7.2
Unemployed 60 4.7
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Educa\tl'glna' L€ | Below High School | 46 | 16.6
Attending University 196 | 10.1
University Graduate 25 54.6
Attending Graduate Sc 60 3.9
hool
Graduate School Grad 68 14.8
uate
Marital Status Unmarried 105 | 29.1
Married 246 | 65.3
Other 44 5.6
Monthli Incom Under 5000 21 | 37
(Unit: Yuan) 5001~6000 106 | 28.5
6001~7000 102 | 27.6
7001~8000 83 22.3
8001~9000 53 13.5
9001~10000 14 1.7
Over 10001 16 2.7

SEAS A2 722 (16.0%)0| 7t =A Lt
Eftom, 1 Ef%Qi JHol ALY A8 (14.8%), T
i LtEFSICE ORX|E2t e
2, O[&Xte Eiég 5,000~6,000 22t (28.2%),
6,001~7,000 92t (27.3%), 7001~8,000 £I2t (22.0%)
ol o= LrEmtr.

4.2. Validity and Reliability

A0 = Smart PLS 4.0 & AL
o2 FEE o7 B9l LY f
(Hair et al, 2021; Kim, 2023). =
2 Cronbach's o 2 &% AEZZ (Composite
Reliability, CRE &°ll B7Ix[RUCt FEAH (&2,
=222l ), X|4E 22 *WE 2E

a ot
(CR) ZIOI & 08 Olde= LIEtHS
0 Age 7|1z0l 7 2 X
Ao AME|EE %%%ﬂ (See Appendix 1).

CH=2 22, Appendix 1 Off LtEFEE HEQE Z0] QI
MM %2 8 0|4, AVE @42 7 O| 422 LIEtL} 2}

AT CHelol =3 EFE0| HEEASE oIS
Ct. EESH Appendix 2 Off 23 Fornell-Larcker 7|
of 2t AVE o M&0| 2h o thel 2zt &
A As+E£CH 30, AoEA 2o ME0| AVE 4
Ch Ztop &E EtEddE YSEIUACH HTMT HI%
Al Z1& #1670 OlA 880 ArO[O] AT (p
<01), 1 0 7tZX| ooz md EEdol MES

gHLUSE € = ULh

[¢]
-

(R IS <)

rﬂ

_|9HI

4.3. Common Method Bias Assessment

etal. (2021)2] HHES M2t 2 AN =
SESYHEO| (Common Method Bias)E dHZ 57|

RSN, 571IJH 7Ih“° H&o ALt ':'._*H HI

1

Kan

Q

Rl
Ok
b4®)
_'T'_ = =t
ofm
vl
k)
ial
rp
IE
met [ orlo X sz

49| (Common Method Bias, CMB)
AFOIM VIF ZH2 2618 Of|&
o, o= 3& 7|& (50 O|shS
Holo| EX7t gl= AR Ol
Qasim, 2021).
Aol ojof mat 2 Aol F
2 ZA3stYen, Xtzol EtY
2 gHst HoZ ZIL| QUL (Kim et al, 2024).

—_

tot

E
S
S|
(=]

4.4. Assessment of Structural Model

2 %R0 ME= SmartPLS4.0 2 AE3I] A =
S HIISHYUCE PLS (Partial Least Square) &2

o Iryststn AxHA EXPE
Faztete O Hegst M 7oz H

Ct (Vinzi et al.,

A A
S

(o] 3
E
2010). ¢+ REHO| 22dS féﬂér
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71 Qs 2N ofF MYt HEEJUCH (Hair
et al,, 2021; Tenenhaus et al, 2005). 2M40|M CtE&Z
Mg =olst Aaf, 24 WE 2921 (VIF)O| 2.618
Ol 4754 AtO|Z LtELLE 5 Ef= 7I¥XIE +ﬂr r
Xl 4ot EX7t GlS0| SHQIx|UCE Lol o
TS LiEtH= d8A =2 R20| 2 H gel=
HEH=E X7t gle ARE '-rEr vy r

Falk & Miller (1992)& R? %2 7|&Z .10 (10%)

o=z HNASHA=H, 2 ATF0M= Xﬂ“ =2 604
(60.4%), MH|A EE 647 (64.7%), MZ| 759 (75.9%)
2|0 MEELE 769 (769%)=2 25 30| 7|&
HCh 3A LtEtL | SH =7t 22 | QUCH OFX| g}

OF, 0F NS HItst= O 0, LS9
FEH2 LIEtHE XBER2 HFCHO] WwXtEREHY
S5 NES (Construct Cross-validated

7ol 0 2Ct A
Feeh, 2 97
586, AHlA EX 631, Al

Redundancy; Q% )7} AMEE|RACt. O]
M oSN Ae AR UHF
oMe HE F

2|l 636 12|10 MYE2: 562 2 LIEtLE 2& Of
YL 7[ES SFAME A= HYE AL

2 A BHO| SRMR (Standardized Root Mean
Square Residual) {2 .050 2, 7|EX|Ql 1 EE=
0.08 ELCt HOoF A4 2o 0o|=5Z0| EfEaS &

(=] =
Olst & QIQICt PEDBO| Mtz MEH (R?)
o HFE2|E| (Communality)?] H# 42 =3 F,
of Zto| MaE=S #lsh Alttst RHEAO Xtk

X|4= (Goodness of Fit; GoF)& Sl
(Zolkepli & Kamarulzaman, 2015 ; Tenenhaus et al.,
2005).  maEfM  AMEl GoF = 765
( /(0842 x0.695))2 & L}IEILL, Ol 2 Mk
7t 88 90|$tCt (GoF 7|&: small = .10, medium
= .25, large = .36). £3F, AR E2|E| (Communality)
Zt2 AVE (Average Variance Extracted) Zfut ZCt

(See Appendix 1).

4.5. Hypotheses Testing
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(B = .036, t-value = .522, p>.000), Af
143, t-value = 1.680, p> 000)22 HE-ZI
A MHA ZFO| 8 (-9 IS 0/K]
LIEfL} H1-1 3t H1-2 & 25 X|ZtE|QUCt
4= BEIF NE S MHA -0
A8st= 7tgolch. &4 Zo I1I%
B = .279, t-value = 3.900, p<.000), AMH|A
293, t-value = 4.543, p<.000)2 2 75;5-%3
ot MHIA~ FEO F (+)2 |zt g

492 L}EIL} H1-31F H1-4= 25 X|

o

SO ®
I o I
Ir U» b IHtI
=

ooy =
—~ A >
—~ T
0

oo =
=2

B

__>,|_
ot
ild

N

K| =[ACE.

H1-5~H1-6 2 #70| XM&E SEa ME& FZOf
OXl= G2 d3sts 7HE0Ith &4 21, ME
EX (B = 371, t-value = 5.842, p <.000), AMH|A Z

r
o

= 377, t-value = 5223, p <.000022 +
3

HE 2 % MHA SO H (+)2 |2zt gt
£ O|X|= Z{2e & LIEIL} H1-5 T} H1-6 & E5 X

TH0| HE SEI M
0| 0|X= F&o| dSst= 7rdolth 24 2
o, HE EF B = 179, t-value = 2528, p <.000),
MH|A EF (B = .083, t-value = 1.100, p >.000)Z
=22tel ol ME FEA F (+)2 7ol dHS
OjX|= ZOZ LIEIL}H 22491 JFO| A-|H| =
2ol & (1)l |OSHK| Y= FEE OX= A=
K| x| = ALt

H2-1~H2-2 = M& St MH[A

Oxl= S0l dSst= 7rEolth. &4 2, ME
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ZHO0| AME[0f (B = 438, t-value = 7.396, p <.000),
MH|A SE0| AME[of (B = 480, t-value = 7.901, p
<.000)9 MZ “"'OI % MH|A ZH0| AEZ|of
38H ®MEO E ()2 |olgt FgE OX|= A
2 LIEL H2-1 Lr H2-2 = 25 X|X|Z| ALt
H3-1~H3-2 = M& ZZ3t MH[A FEHO| XY=
ol of OjX= ¥ ABSt= 7tHo|ct &4 A

o, ME SEHO| MYE=o B =

5877, p <.000), AMH[~ FZO| IHL=Zol=o B
= 251, t-value = 3.997, p <.000)2 2 XNE EZ0| L

MH[A~ ZHO| IH“*E'OIEOH %’g’“ HE E (+)

o Rolgt d¥E OX|&=

OE

w
ol
©
T
<
=
c
)
I

H12 & 25 X|X| ALt

H4 = AEI7F JEE =0 0jX= d&s EF
St Ztdolct 24 ZAa M2l (B = 325 t-va
4601, p <001)= MY 2/=0 F (
IS O/X|= AR LIEILL H4 = IIIIEIi’iEr.

4.6. Effect size (f%) Analysis

21 37| (Effect Size, f2)= SEPHFIt
of O/X= MOjHEQl Fok2 ZHSI= o

s

R

oo b

g
(Chin, 1998), Cohen (1988)0f 28l 35 (2 &
ah, .15 (B 2 (A2 2ihz =& M 7t
X| 7|Z=0| MAIZIACE Appendix 3 OfA E& Hit
0|, MH~ ZFFO| AZ|of 0O[Xlz =1 =7
345 2 LIEtL, 2 21 7|F0 28
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A HE BEILHE BF (2 22 .073,.000)01 Of
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TEB0| 2P FES O(X[X|E, O Z=Tt H]
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5. Conclusion

5.1. Theoretical Implications
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5.2. Managerial Implications
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Appendixes

Appendix 1: Measurement Model

Constructs and Items Factor loadings /] C.R AVE
[Advertising 957 964 795
Internet Advertising .860
Flyer Advertising .906
Text Message Advertising .886
Email Advertising .891
[Website Advertising .900
Radio Advertising .894
TV Advertising .903
Publicity .940 .954 .806
Books on Cooking and Related Fields. 910
Magazines on Cooking and Related Fields. .893
INews .903
TV Program .887
Blog .895
(WOM 912 .938 791
[Past experience .892
[Friends .896
Family and relatives .888
Companion or school .880
eWOM .950 .960 .799
[Facebook .889
Twitter .898
[YouTube .886
Instagram .880
Kakao story 910
[Band .899
Product Quality .940 961 .893
The food at this establishment is of high quality. .943
The food at this establishment is of first-class quality. .943
The quality of the food at this establishment is exceptional. .948
Service Quality .940 961 .893
The service quality at this establishment is of high quality. .945
The service quality received at this establishment is of first-class 949
quality. )
The service quality received at this establishment is exceptional. .940
Trust .949 .963 .867
This food service brand approaches their customers with
rofessionalism and dedication. 937
Given this food service brand’s track record, see no reason to 933
doubt their competence and preparation for the job. )
Most people, even those who are not usual customers of 927
this food service brand, trust them and respect them. )
Other people who regularly visit this food service brand consider it to b 927
e trustworthy. )
Revisit Intention .939 .961 .890
[ will come back to this establishment in the future. .940
It is very likely that I will revisit this establishment. 951
[ will make efforts to revisit this establishment again. .940

x%= 1379.682, SRMR = 0.050, NFI = 0.902
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Appendix 2: Fornell-Larcker criterion & Heterotrait-Monotrait Ratio (HTMT)

Variables 1 2 3 4 5 6 7 8

1 Advertising .891 752 771 783 .670 723 732 .673

2 Publicity 714 .898 768 762 742 769 738 710

3 wWOM 721 712 .889 745 177 .806 810 73

4 eWOM 147 720 .694 .894 703 701 746 .667

5 Product Quality .636 .698 720 .664 945 .851 871 .880

6 Service Quality .686 124 7147 .662 .800 .945 .880 .860

7 Trust .698 .697 754 708 822 .831 931 .878

8 Revisit Intention .639 .667 715 .631 .827 .808 .828 944
Diagonal elements (bold) are the square root of the variance shared between the constructs and their measures (AVE) Above the
diagonal elements are the HTMT ratios. Below the diagonal elements are the Fornell-Larker Criterion.

Appendix 3: Structural Estimates (PLS)

Paths Estimate t-value P f? Results
H1-1 Advertising — Product Quality .036 522 ns .602 .001 Non-supported
H1-2 Advertising — Service Quality 143 1.680n.s .093 .020 Non-supported
H1-3 Publicity — Product Quality 279 3.900%** .000 .073 Supported
H1-4 Publicity — Service Quality 293 4.543%*%* .000 .090 Supported
H1-5 WOM — Product Quality 371 5.842%%* .000 133 Supported
H1-6 WOM — Service Quality 377 5.223%%* .000 155 Supported
H1-7 eWOM — Product Quality 179 2.528%* 011 .029 Supported
H1-8 eWOM — Service Quality .083 1.100 n.s 271 .007 Non-supported
H2-1 Product Quality — Trust 438 7.396%** .000 287 Supported
H2-2 Service Quality - Trust 480 7.901%** .000 345 Supported
H3-1 Product Quality —  Revisit Intention .359 5.877*** .000 156 Supported
H3-2 Service Quality —  Revisit Intention 251 3.997*** .000 .073 Supported

H4 Trust —  Revisit Intention 325 4.601%** .000 110 Supported
R2 Q2
Product Quality .604 .586
Service Quality .647 .631
Trust 7159 .636
Revisit Intention 769 .562

p<.001, "p<.01, "p<.05
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Appendix 4: Research Model Analysis Results

S(Stimulus) O(Organism) R(Response)

0.036
Advertising \LQ ‘_522'1'5)

043 TTeedL
(1.680"9)

Revisit Intention

***p<0.001, **p<0.01, *p<0.05*, n.s: not significant
Solid line: Significant paths
Dotted line: not significant paths

(1.10075)



