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The Information Search Method According to Eating-out Motivation of
College Students in Eastern Area of Kangwon Province

Tae-Hwan Yoon
Dept. of Hotel Culinary, Dong-u College

Abstract

Although motivation and information search have both been studied continuously and separately as
important marketing strategies, the relation between cause and effect has received little research attention.
Therefore the objective of this study was to research the causal relationships between motivation and
information search method. Frequency analysis and reliability analysis, factor analysis, and SEM(Structure
Equation Model) were adopted to analyze the data. Motivation was divided into 5 factors which significantly

influenced information search method. Factor 1, “Reception and congratulation”,
and “word of mouth” but negatively through “TV-advertising” and

positively through “newspaper, magazine”,

“Flyer, Press copy”. Factor 2, “Change of dietary life”,
influenced positively “newspaper, magazine”, and “the e-mail’s advertising”. Factor 4,
influenced negatively “word of mouth”. Factor 5, “Advertisement and companion’s
magazine”,

“Economic saving”,
“Preference motivation”,

need”, influenced positively “newspaper,

influenced information search

influenced positively “TV-advertising”. Factor 3,

and “the e-mail’s advertising” but negatively

“TV-advertising”. As a result, customers appeared to choose various information search methods according to

their eating-out motivation. “The e-mail’s advertising”,
information search methods. Therefore, food-service corporations need to try eliminating negative images of
various advertisements and activate positive word of mouth marketing, promotion through internet.

and “word of mouth” are popular among customers’
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Table 1. Rational Appeals and Emotional Appeals in motive

Rational Appeals in motive

Emotional Appeals in motive

Economy in purchase, Economy in use, Increased profitability, Money
saving, Time saving, Labor saving, Increased performance, More
efficient performance, Better and more effective performance, Ease of
repair, Simplicity in construction, Simplicity in operation, Ease of
installation, Dependable and  consistent performance, Purity,
Availability, Low maintenance cost, Convenience, Physical comfort,

Health and cleanliness, Safety and security

Pride in personal appearance, Pride of ownership, Ambition,
competition, achievement, recognition, Creativity, Humor, Desire to
conform or imitate, Approval from others, Status, Prestige, Esteem,
Desire to express individuality, Recreation, Entertainment,
Amusement, Rest, Relaxation, Appetite, Taste, Pleasure for its own
sake, Beauty or style, Desire for adventure(variety and novelty),
Curiosity, Companionship and cooperation, Loyalty, Patriotism

from : Nissim H$} Wozniak R. 2001. Consumer Behavior(An applied approach)
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Table 2. General Characteristics n=323
Variables Frequency (%)
Man 175 52.7
Gender Female 157 473
1 106 31.9
2 115 34.6
Grade 3 74 223
4 37 11.1
Home 97 29.2
Residence type Charter rent 72 12.7
Monthly rent 124 373
Hostel 69 20.8
1~2 92 27.7
: 3~4 95 28.6
The number of
monthly use 5~6 52 15.7
7~8 30 9.0
9 63 19.0
<5 108 325
S b R B
<, < .
onee(LO0OWon) 5" 59 11 33
20< 7 2.1
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Table 3. Exploratory Factor Analysis of motivation(for reliability and validity)

Result Variables of motivation Commodity llzc?;?iggl Eigen - Variance ACCtlil(I)Irllllla lg;rc%I}S
Factor capacity value (%) (%) a
Factor 1 *For congratulating special occasions .692 712
“Reception and [*For receiving friends and colleagues .667 .892 1.805 13.883 13.833  0.7794
congratulation” *Because of suitability for gathering place 814 .669
Factor 2 *For enjoying special dishes. .642 813
“Change of |*For changing of dietary life 675 722 1.600  12.306 26.189 0.7321
dietary life” *For enjoying atmosphere of restaurant and it’s service 712 620
*Because of lower-priced than dishes cooked at home 782 .697
“Eﬁgtr?;n?ic *Because of colleague’s recommendation 701 187 1.530 11.766 37955 0.6342
saving” *For saving the cooking time 716 675
‘Tl’zécft;fente :Because of be?ng unpleasaj.lt to cook at. home .860 799 1427 10975 43930 0.6310
motivation” Because of being bored with meal service at school .780 J15
Factor 5 .
“Advertiserpen’t *Because of corflpzfmon S need~ .697 .896 1348 10.370 70202 0.5896
and C?lgle%%{non S|*Because of curiosity to advertisement .695 .863

KMO(Kaiser-Meyer-Olkin) g ~0.520, p~0.000"",

Sz ot s X A224 A 25(2006)

Bartlett A ~721.268, p~0.000"
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Zagtd olnf FAQRJNENE AAEA Hel 7]
AEHE BAASFEE NV, GF(HFA4, Goodness of
Fit Index), AGFI(5=74 %3%%, Adjusted GFI), PGFI(%}
WA=, Parsimonious GFI), NFI(Z&ZF A S,
Normed Fit Index), RMR(ZFAHAFHH#AFZ, Root
Mean-Square Residual) S°] lt} of7]4 3’3 RMRS
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AGFI(0.982), PGFI(0.298), NFI(0.959), RMSEA(0.024)&
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p<0.0002.2 EAEHATE QQ1 2 “A4g9 HaPe 2
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AGFI(0.709), PGFI(0.274), NFI(0.862), RMSEA(0.267)Z
vetsth a2jx 2E F59 3(CR)Y /YEE
p<0.0002.2 A ¥ st

@3 29l 3 “FAAH HP S 130298, p<0.000),
RMR(0.046), GFI(0.998), AGFI(0.861), PGFI(0.287), NFI

Table 4. Confirmatory factor analysis of motivation

3 113

(0.878), RMSEA(0.016)2 Utelttl 181 BE
9] tZHCR)Y S p<0.0000 2 BAHYIT
4 “715E7]"= 20412, p>0.05), RMR(0.018), G
(0.989), AGFI(0.935), PGFI(0.165), NFI(0.992), RMSEA
O.17N=E vepgtth 223 BE F59) gi(CR)Y &
EE p<0.000o 2 EAMFYTE T 29l 5 B9
239 Q"= A%(6.633, p=0.010), RMR(0.039), GFI
(0.987), AGFI(0.922), PGFI(0.164), NFI(0.806), RMSEA
(0.130)2 eyl 283 FEE9 tZHCR)E -4.752
(p<0.000), -2.387(p<0.000)= EAHo] Fostgtt &«
Q 13} 29 48 AYF VWA 29 Vo o=}
0.050]8t2 A= AYgrE FATW JFAF(GF)E
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SHA T
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YELE EA7(3.55:094), “ATHA 9}
0.99), “z7, 715 9 FHARY FAE B3"(3.05+
0.88), “A &, Fx"(3.01+1.11)¢ &olgith
FaeIdEzzad] IHE Z3 FAEREANY
B 23120812 Yeht AF ARESA gdE Aoz
A5

Facier M Variables of motivation Estimate SE. CR. p
*For congratulating special occasions 0.499 0.047 9.207 0.000
“R;z;?;nlan | For receiving friends and colleagues 0.397 0.051 7.848 0.000
congratulation” *Because of suitability for gathering place 0.615 0.033 18.435 0.000
1(0.314, p>0.05), RMR(0.024), GFI(0.995) AGFI(0.982), PGFI(0.298), NFI(0.959), RMSEA(0.024)
*For enjoying special dishes. 0.445 0.034 13.278 0.000
“gﬁzgore zof *For changing of dietary life 0.705 0.030 23227 0.000
dietaryglife” *For/ enjoying atmosphere of restaurant and it’s service 0.617 0.046 19.645 0.000
17(38.38, p=0.000), RMR(0.050), GFI(0.913) AGFI(0.709), PGFI(0.274), NFI(0.862), RMSEA(0.267)
*Because of lower-priced than dishes cooked at home 0.636 0.038 16.663 0.000
“Eﬁ(c)tr?én?ic *Because of colleague’s recommendation 0.632 0.048 16.645 0.000
saving” *For saving the cooking time -0.184 0.044 -4.146 0.000
1%(30.298, p=0.000), RMR(0.046), GFI(0.998) AGFI(0.861), PGFI(0.287), NFI(0.878), RMSEA(0.016)

Factor 4 *Because of being unpleasant to cook at home - 0.859 0.024 35.898 0.000
“Preference  |*Because of being bored with meal service at school 0.527 0.043 12.350 0.000
motivation” M(0.412, p>0.05), RMR(0.018), GFI(0.989) AGFI(0.935), PGFI(0.165), NFI(0.992), RMSEA(0.117)

Factor 5 *Because of companion’s need -0.191 0.040 -4.752 0.000

;ﬁdgggisgggfs *Because of curiosity to advertisement 0.122 0.051 -2.387 0017
nee}; » \(6.633, p=0.010), RMR(0.039), GFI(0.987) AGFI(0.922), PGFI(0.164), NFI(0.806), RMSEA(0.130)
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Table 5. Descriptive statistics of information search method

Information search method Mazstd Grade X p

newspaper, magazine 301+1.11 4 87.398 0.000%**
TV-advertising 231+081 5 120.024 0.000***
Flyer, Press copy 3284099 2 142.880 0.000***

Through the word of mouth

(from friend, family, 305088 3 204.175 0Q.000%**
companion)
e-mail’s advertising 3554094 1 162970 0.000%**

Sz 73| x| A 228 A 25(2006)

o] ARAFF S8 HFEsF ¢4 mdol ik
A71A X9 FAEPE 0052 AW ¢ FAes
2 Egussl 245 ¥ A9EL Jusied(=

29 A¥Est gPsrhs gu)) ok FEUFY W
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€8 oA wjo] A&er] wEd 2
A 5=(GF)  0982(=1.0), =HFFA5(AGFD)7}
0.961(=1.0), =4 A (NF)7} 0.808, Zx}A) 38
AFZRMR)0] 00382 EAFo HAFP=rt vjad &
S5HA YERstth

TR

df=25, p=.248, GFI=.982 83
AGFI=.961, NFI=.808
RMR=.038, RMSEA=.023

Information
Search method

8

F2 “Change of
dietary life”

F3 “Economic
saving”

F4 “Preference

motivation” word of mouth

F5 “Advertisement §
companion’s need

advertising

Fig. 1. The last path diagram of SEM(notivation and

information search method)
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g3 “TVZI(QIAEZZ2aY I3 et “AGHA,
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Table 6. SEM(path analysis) between motivation and information search method

94*10 S 29

A}%—‘é—«l Holl 9x31A] °}°ﬁ‘ g gnrg).
8 5 ¢ o g9 g7 “AlE, ZA,
HUZ1E OEHH”OJI ZFEAJAH TS, “TVEIL(L
dAEZ2IY ¥Ihrd FAHJC) FFE HA=
Row Ytk “AE, FA"2Y ﬂi W% 0.278,
CRE 5567(p<0.00)% EA YT =G “QEjlF 3
2 EFAdE AZAS7E 0301, C.R% 5.414

(P<0.00H)E BEALEQTH “TVHL( QY AEZZ W ¥

Wrze FeASE

24590k

£ -0.157, CR2 -3.885(p<0.00)
olgg 23E £ w Firel digd 274

3 5999 27E Asd 94 @ B MY EA
olgote ABPMORE AER FA L AHAFL

Motivation path Information search method Estimate S.E CR P
Newspaper, magazine 0.175 0.050 3.510 0.000""
Factorl TV-advertising 0.217 0.040 -5.377 0.000""
“Reception and — Flyer, Press copy -0.167 0.047 -3.559 0.000"
congratulation” Through the word of mouth(from friend, family, companion) 0.164 0.050 3.290 0.001”
Through the e-mail’s advertising 0.048 0.056 0.856 0.392
Newspaper, magazine -0.127 0.050 -2.550 0.011
Factor2 TV-advertising 0.186 0.040 4,618 0.000""
“Change of —> Flyer, Press copy 0.074 0.047 1.575 0.115
dietary life” Through the word of mouth(from friend, family, companion) 0.005 0.050 0.094 0.925
Through the e-mail’s advertising 0.011 0.056 0.193 0.847
Newspaper, magazine 0.182 0.050 3.639 0.000"
Factor3 TV-advertising 0.094 0.040 2.388 0.019
“Economic —> Flyer, Press copy 0.079 0.047 1.693 0.090
saving” Through the word of mouth(from friend, family, companion) 0.117 0.050 2.354 0.019
Through the e-mail’s advertising 0274 0.056 4.923 0.000""
Newspaper, magazine -0.073 0.050 -1.453 0.146
Factor4 TV-advertising -0.010 0.040 -0.239 0.811
“Preference — Flyer, Press copy 0.016 0.047 0.340 0.734
motivation” Through the word of mouth(from friend, family, companion) -0.170 0.050 -3.410 0.001
Through the e-mail’s advertising -0.140 0.056 -2.510 0.012
Factors Newspape.r, . magazine 0.278 0.050 5.567 0000
“ Advertisement TV-advertising -0.157 0.040 -3.885 0.000
and companion’s — Flyer, Press copy 0.058 0.047 1.247 2212
need Through the word of mouth(from friend, family, companion) 0.072 0.050 1.452 O.l46m
Through the e-mail’s advertising 0.301 0.056 5.414 0.000

%% p<0.001, ** p<0.01
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