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Abstract

This study examined the effects of Web ad components on customer attitude and purchasing decisions in 300 individuals
who visited family restaurant Websites. The results are summarized as follows: First, Web ad components such as content,
design, and interactivity had effects on the cognitive attitudes of the customers. And design, accessibility, and Web
functionality had significant effects on the customers’ emotional attitudes. In addition, content, navigation, and Web
functionality had significant effects on the customers’ behavioral attitudes. Lastly, the cognitive, emotional, and behavioral
attitudes of the customers had significant effects on their purchases. From these results, design elements such as content,
color, and menus, along with user interactivity for information are considered helpful components of a food service Web ad
for customer cognition of the restaurant’s information. In addition, aspects of Web functionality such as the food service’s

Web ad set-up, or the protection of personal information, the color design and menu, as well as accessibility for easy use,

are all helpful in terms of gaining a customer attitude that is friendly and preferential towards a restaurant’s menu items.

Key Words : Web ads component, Consumer Attitude, cognitive attitude, emotional attitude
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<Table 1> Demographical characteristics of the subject of investi-

gation

Classification Frequency Percent

S Male 117 56.3

& Female 91 43.8

Under 20 years old 68 32.7

20-29 years old 86 41.3

Age 30-39 years old 37 17.8

Over 40 years old 17 8.2

Under high school graduate 118 56.7

Educational College graduate 22 10.6

Background University graduate 40 19.2

Opver grauate school graduate 28 13.5

Office worker 12 5.8

Self-employment 5 2.4

Occupation Profession 26 12.5

Student 144 69.2

Other 21 10.1

Under 1 million won 28 13.5

1.01-2 million won 27 13.0

Monthly ~ 2.01-3 million won 56 26.9

Income  3.01-4 million won 37 17.8

4.01-5 million won 29 13.9

Over 5.01 million won 31 14.9

Total 208  100.0
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<Table 2> Validity and reliability of web advertisement component

Factor
Classificati
assttication Design Func\ZiVSlrjlality Navigation ~ Contents gﬁ :Ertny Accessibility Interactivity
Density and Classification of Contents 744 .099 .063 225 .178 .106 .088
Unity of Image 721 133 .166 .086 -.090 .091 -.155
Originality of Design .680 134 .064 279 289 .060 -.024
Harmony of Colors .663 -.009 -.040 279 257 124 -.006
Many Types of Language Offer .648 .243 154 -122 .009 .012 141
Size and Readability of Letter 592 .170 -.005 -.035 .036 211 298
Appropriate Use of Flash .555 127 .105 .166 .045 042 397
Use of Multimedia 545 .206 225 171 -.008 -.182 475
Definitude of Icon and Menu .509 273 228 .196 -.020 228 202
Supplementary Function after Error 211 716 255 129 215 .141 175
Business Function Including Electronic Payment .163 705 162 124 195 144 249
Easiness of Payment 221 .681 210 248 242 .184 -.034
Delivery Possibility .130 .674 211 234 .230 113 .010
Security, and Protection of Privacy Personal Information ~ .285 .594 .170 204 318 .051 117
Personalized Screen 355 552 243 .021 -.101 .074 298
Understanding of Present Position within Site .050 .097 757 172 .029 075 211
Site Map Offer 277 .169 .682 -.035 .100 .077 .230
Search Function of Information within Site .007 .146 .677 274 234 221 121
Easiness of Moving to Previous Screen .160 .309 .644 .021 154 137 -.025
Direct Accessibility in Main Screen of Important Item .092 267 614 .148 251 266 .047
Minimal Link Use for Arrival in Specific Page 231 116 483 .303 468 174 -.030
Easiness of Order .044 307 482 .188 .376 .091 .194
Amount of Information, and Recency 129 .010 132 .786 .090 171 055
Diversity of Information .108 075 .089 764 .094 .080 .094
Currency of Information 210 161 .070 723 155 .059 .093
Accuracy of Information .094 179 .206 .694 201 -.001 .060
Playfulness and Pleasurable Benefit .095 .210 .041 .633 -.149 JA21 .054
Delay of Download 113 203 .147 .078 725 .092 131
Recovery Capability after Error .084 276 259 .160 .662 .108 .109
Support Various Input/Output Devices .108 324 267 .007 .568 158 .248
Standard of Way to Use Website .083 071 199 112 .110 .812 223
Easiness of Search 213 177 310 324 216 .652 .030
Help and Usage Guideline Offer 331 .196 277 .169 .202 .563 -.018
Easiness of Login .101 249 .091 075 .023 .558 365
Community Offer 125 173 .169 .169 127 226 .699
Discussion, Q&A, Bulletin Board Offer 172 .062 279 .018 341 216 .638
Intermediate Response of User’s Demand 072 323 .107 317 326 276 496
Eigen value 4.468 3.793 3.771 3.690 2.742 2.440 2.357
Explanatory variable(%) 12.075 10250  10.192 9.973 7.412 6.595 6.371
Cronbach’s o .870 .880 .869 .832 773 795 796
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<Table 3> Validity and reliability of recipients attitude

Classification

Factor

Emotional Cognitive Behavioral
Dimension Dimension Dimension

It makes them like goods of the food service through information from website. .877 164 .065
It makes them prefer goods of the food service through information from website. .812 141 263
It makes them bear friendly attitude of the food service through information from website. 733 .387 .091
They get knowledge of the food service through information from website. .160 .886 .095
They make an advance choice of the food service through information from website. 178 .873 114
They get confidence of the food service through information from website. 452 .660 .070
They really eat out through information of the food service from website. 174 .012 .848
It makes them have a wise confidence of real eating out through information of the food service from website. ~ .149 .024 .816
It makes them lead to behavior of real eating out through information of the food service from website. .026 236 778
Eigen value 2.279 2.236 2.098
Explanatory variable(%) 25.319 24.843 23.317
Cronbach’s a .821 .826 771
<Table 4> Validity and reliability of purchasing effect
Factor
Classification -
Purchasing Effect
They easily understand goods through menu information from website. 784
It makes them have a friendly feeling toward goods through menu information from website. 778
They have a high preference for goods through menu information from website. 742
They easily learn knowledge of goods through menu information from website. 716
They have a confidence of goods purchasing through menu information from website. .638
They visit to purchase goods through menu information from website. .588
Eigen value 3.036
Explanatory variable (%) 50.593
Cronbach’s a .800
<Table 5> Analysis of correlation between each variables
Classification Contents Design Accessibili Interactivi Navigation St WD
& v v & Quality  Functionality
Cognitive Dimension .388** 391% 332% .390** 329%* 259%* 375%
Emotional Dimension 194 371 .343** .303** .240%* .170* .362%*
Behavioral Dimension 344 240 228 219 373 317 .382%*
Purchasing Effect 344 .385%* .298** 373%* .325% 207 .343%

*p<.05, **p<.01
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<Table 6> The effect of web ad components on recipients attitude of cognitive dimension

Independence variable B S.E Beta t p I8 R2
(constant) .607 367 1.654 .100

Contents 251 .088 .207 2.839** .005

Design 228 .108 .169 2.117* .035

Accessibility .020 .097 .017 203 .839 o

Interactivity 193 086 188 2254 025 9493 223
Navigation .024 115 .019 207 .836

System Quality -.045 .082 -.046 -.547 .585

Web Functionality .086 .106 .079 816 416

a. Dependency variable: Recipients Attitude of Cognitive Dimension
*p<.05, **p<.01
<Table 7> The effect of web ad components on recipients attitude of emotional dimension

Independence variable B SE Beta t p F R’
(constant) 1.431 .356 4.016 .000

Contents -.044 .086 -.038 -.507 .612

Design 253 105 199 2.415* .017

Accessibility 203 .094 191 2.160* .032 -

Interactivity .093 .083 .096 1.114 267 7:310 176
Navigation -.086 A11 -.075 -772 441

System Quality -.120 .080 -.131 -1.504 134

Web Functionality 238 .103 229 2.311* .022

a. Dependency variable : Recipients Attitude of Emotional Dimension

*p<.05, ¥p<.01
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<Table 8> The effect of web ad components on recipients attitude of behavioral dimension

Independence variable B SE Beta t p F R?
(constant) 1.396 .348 4.009 .000
Contents 234 .084 .208 2.780** .006
Design -.019 .102 -.015 -.183 .855
Accessibility -.097 .092 -.092 -1.050 295
Interactivity 077 081 -082 -952 342 7:674 184
Navigation 227 .109 201 2.086* .038
System Quality .077 .078 .086 991 323
Web Functionality 216 .101 212 2.145* .033
a. Dependency variable : Recipients Attitude of Behavioral Dimension
*p<.05, **p<.01
<Table 9> The effect of recipients attitude on the purchasing effects
Independence variable B SE Beta t p F R?
(constant) 1.153 202 5.695 .000
Cognitive Dimension 294 .049 378 6.027** .000 51.361% 422
Emotional Dimension 247 .053 299 4.666** .000 : )
Behavioral Dimension 127 .047 151 2.707** .007
a. Dependency variable : Purchasing Effect
**p<.01
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