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Abstract

Purpose — Many companies use the Internet to conduct their business to maintain and acquire their customers. SNS is
used as a site where users can create profiles, build personal networks, and then share and exchange information with
others. Not only do people use SNS for their self-promotion, but they also promote their services by creating SNS
pages. SNS is recognized as a medium for implementing effective advertising strategies and is being used as an
important means of promoting the company. Therefore, in this study, we investigate the effect of SNS marketing
characteristics of restaurant franchise firms on utilitarian value and hedonic value and examine their effects on purchase
intention.

Research design, data, and methodology — The data were collected from 20s-60s respondents who have used SNS for
restaurant visit using Google survey. A total of 159 responses were collected and used for final analysis. Smart PLS 3.0
was used for the hypothesis test.

Results - As a result of an analysis, it was shown that the influence of the playfulness and affordability of information
on the utilitarian value had a significant positive effect. Interaction and up-to-date did not have a positive effect on
utilitarian value. Interaction, affordability, and up-to-date have no significant positive effects on hedonic value. The
playfulness of information has a positive effect on the hedonic value. Both utilitarian value and hedonic value had
positive effects on purchase intention.

Conclusions - The findings of this study suggest that the SNS marketers of restaurant franchisors should focus on the
playfulness, affordability, and up-to-date rather than the interactivity of SNS. In marketing through SNS, the act of
presenting the basis of information and enhancing the provision of information through objective criteria makes it possible
to experience the practical value of information. It is necessary to develop differentiated contents which cause customers
interest and fun and to induce many customers’ purchase intent by providing objective and realistic information. In order
to increase the customers' repurchase intentions toward the food service business, customers should maximize the
hedonic value and practical value felt through information. It should also focus on providing information that customers
are receptive to, rather than providing prompt information.
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1. M2
B2 7IYS0] 1 FRet =A=E 23 2HUS 0|83t
O HI=LAE 3t QACH AIRS2 M| of CIMLE QIEHS
I

5| Ut O[2fgt 7| &5 0|8 AEE2 At

MOl AEE ZRSH7LE CHE AMECl FdEE Ao FEE
o|lgs 4 Q= AN ELA(social network service; SNS)

b WEA gME £ QAL AMH EQA(social network)
Ol Al 2[H(social)o|2t 22|17} &ot7te SaXME 9f 0|t
o, WEXA(network)= AtZH ZHof HZAE AL, 12|n
MH|X(service)= 7HOI O 7HRI =2 7HQI O At 2|9 A&
2 X[Hdts 7IEE MHEO0 F= AS 2| O[HKDeng,
Huang, & Xu, 2014).

SNS= AtEE0| CHE AFMS0A RS e &= e
St 2 O|2E|1 QCH (Neumann, O'Murchu, Breslin,
Decker, Hogan, & MacDonaill, 2005). SNS& AtEX7L =
EEE UHED ViR HEYIE F HTHCHS CHE MRS
YRE SRSt ughet = Qe AO|EZ 0|81 Ut
(Kwon & Wen, 2010). SNS= O|8X}o| =7} L Oo&4£=E 2
19| ZitE FOMX|1 Ciot ZHIEYZ RIIMo R ddE|
O SNSMH|A AT Ml 1 90| 71517 W&o
O|8XAt7I K| $X o2 0|8 = AL E O|BA SHUCE N
H| AT} FAD| T BHE L0 QICkHLee & Hwang, 2018).

ARHE0| AP7| SEE 2l SNSE AHEE ot OofLfzt
719 MH[AE Z235H7| 2|8 SNS H|O|X|E THS7| Al %}
SIRACE B2 AH[XEO0| SNSE Sdof AHME0| Jste H
BHE 7| 20 7|Y2 SNSE =2 &= = U= 0t
AHE =1Z 0|23t QUCH(Palmer & Koenig-Lewis, 2009).

QIEU MH|AQ| A Z QI8 SNS= Z1HEQl &1
22 dYAZ = As iME AR 7|ge 2% B
HCtoz2  O|2E|1D QUCH (Trusov, Bucklin, & Pauwels,
2009). &, IHUHUE I HRLAO|MO| ZR2E £ &5}
S CHHennig-Thurau, Gwinner, Walsh, & Gremler, 2004). T
Mg IEHe mutet BEAFC iy UX|2HRichins,
1983), Rt 20| QIE{H0| 7|Hkol 230l 7ML i g
BHEYAL Ao MIste YRELCHY 2, 344, 21
EtEtMO0| =8 £ QUCKBickart & Schindler, 2001).

OIAEE S8 A 27 a7ste M Hot HED A
HAE HASH AZo HEE HM3ste 7|8 Folstd
AZO| MH|A5H7| o 2atE el 7tA M7, HFJ LA OIM
3 iz FMEICHJestin & Parameswari, 2002). 0O|2{st
OAE S AH|XE 2t Z0|M SNS= WEA 7 25t HHE
O £238A &%z QUCH(Mangold & Faulds, 2009).

7|82 SNSE Sof nzut HAHE T HSGAHBE 7Hs
A St=0| O|2E&ICHBooth & Matic, 2011). SNS&= 7|1t
nzol HFLFO|MN HAZ I HA|ZCH, 7|ES Y
OHCH 2 oY AHRJLUAOIM #BE OfL 2t A A CHEHCH
X CHH Y AHRLAOINE 7HsoH H2tAZ{CHMangold &
Faulds, 2009).

7182 QEYHUEZ Soi SNSeF 22 ME2 OFE xHE
TES 8ot SNS& OE 8 AR 0|1} Z0|

Chefet 8oz AMEE £+ 7| Mo (¥l 5% ot
AHE L2 0|21 UCH(Neumannl et al., 2005).

ot 2 AFoM= A ZMXI0|= 7|2 SNS Ot
g S48, 7Ild, M3E, ZiE)0] HEH JHA|
o A JHX|0f Of et ks O|X|=X| Yotz o|2{gt
HEH Zh X2t EH ZHX7F FOIQ =0 OjX|s S0 T
Sff YOt Xt SHCH<Figure 1>).
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Figure 1: Proposed model

2. 0|2ty
2.1. SNS &M

22122 7|Hte R ot HE HRLUAOMS S &of R
HE HH0| 7ts%t SNSE AFBALEO| XHdle| ARnt oA
2 fgEor ZR{S= QEU Jldgtel MER O|C|o|EE
Z0|etl g 4= QUCH(Kaplan & Haenlein, 2010).

HRO| 43E8d(Interaction)2 HHEE OAILASI &
AfSt | O|7} QICH. L3I0 LSl ASERS ALRAL
= 719 AFUAOIM &HEFZ ZRD(Hoffman & Novak,
1996), HEO| = =k At0f| 7|0Et 4= QICHHoffman, Novak,
& Chatterjee, 1995). [[}2}A] SNSE= ME XZ0| AFRE %
Ao nZapol HJRL|AO|MEEZ fIs 0| EICHMilstein,
2009).

HHEO| & 5| (Playfulness)2 0 HE|l= Mite| ZL-4nt
ATQI0[, AFBRIZL HE AlA AL "RI0| CHsf Aa=2
S4Ctn X| 5t @EE 9| O|stCK(Davis, 1989). U2
SNS O|8XE0| EHRES 7| fIsf SNSE O|83iCt
(Zhou, Li, & Liu, 2010). &, 85|42 AtEHE0| SNSE At
HHA 0|, 50|, EAIS =014 Ske Ao CHS &
AZ K| Zte MEE Y HAE=CHSledgianowski & Kulviwat,
2009). [2tA 1ZHO| SNSO| E0fsto] 7 58S LM O
89|E 7t &=O}XICKDeng, Liu, Li, & Hu, 2013). Holbrook
and Hirschman(1982)2 X|ZO0|L} MH|AQ| ZHE Y Ej=Q}
242 dME 7| 2oz HWYE F314o| 7|t =FEED =
=M, D42 F=H HHE HOIE0|11 S HAA|ZICHD
SIS

BHO| X|SH(Affordability)2 O|2Xt0|A| MSkle EE
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of {8t NIkl= FEe| HE LBICHCheon, Choi, Kim,
& Kwak, 2015). Jacobson(2011)2 SNS7| 5X| Atgt & Of
AEE ot &% ETE AEECR St SNS= B
2 FEIt e SRECHE oM AHXENA 58
st MELRIo| d5hg STt (Muniz & O'Guinn, 2001). QIE{ull
o HE HMIde EME EfEQt FOQ|=0 SHE el g
£ 0O|%XlCKYang, 2013). EE3SH Ko, Shin, Ko, and Chae
(2014)= SNS9o| HEO| HZM0| =85 AH|At EfEQt
TO§ o|=0f FHQl FS O|FICtL SHRALCE.

FEO| ZLlY(Up-to-date)2 FEIL FA|, SACHEEL
E ML HS HE = Us EYE 20l FEo| A
A2 SNSE Sl AH8ALS0| WHEA oAAEES & F
fRe HRFIE2ZXHA0| E7|= 3ok . mojx|elel 7| 22X 0l
20| ME HMIO[7| 20| FAO|EC] HEL BIg & 9
0{Of st1, |4l HE0|0{0F SHCHDelLone & MclLean, 1992).

AE2 oX ofirfst Yol LojLtn A=K I 45H7| £
8 SNSE At23tCHMadge, Meek, Wellens, & Hooley,
2009). HH| ARIE2 Z2 RO HEE CHE ARE0A|
or2|7| sl SNSE Z-83%HCHPaul & Brier, 2001).

r

22. MEH JIX|

HEH 7t K= 4H| B TS AHXPE =720 g2
Ho|1 »E8Xoln, 75Xl £HE Lottk(Batra & Ahtola,
1990). 87X 7t X|= EOHRZE DA0|A 2 252 7L XIS
M3 = A= 5 o=z Yxt 2ol HAE T Fét= EO
7} ZICt(Parasuraman, Berry, & Zeithaml, 1991).

SNS ALSXIE ealolg B3 S5 TES U I 7|
sH 0| H8 Z=CHWang & Fesenmaier, 2004). Ghosh
(1998)= Heold, d&, O|8At Mot 8l &= 80| QKU
AFBXfO| FE| S7|2kn BI9CE M2t ARN JhklE D
20| XtAlO| BEE TS| I3 wBFQl AH[0| TAS
X8 AS ZSICKChilders, Carr, Peck, & Carson,
2001).

2.3. A 7HK|

SNS= ALERIOA 715X ZHXA| /0= =X 7L XIS A
2t 4= QUL MH[A= REY, o2Y, 228, 2|0 &

3
o
[do] & AE 7K1 7| UjZ20f(Parasuraman, Zeithaml,
& Berry, 1985) SNS At&Xt= 2etQl FH0|M oty = &
Tt SH=0 ™S =0k A 7HK|= AH B0 Of

2
StCtE 224, gk Bl Z4YHQl sHozHE B2 JHXE
gt

(@]

FCHBabin, Darden, & Griffin, 1994).

QIX|el B2t &#Hdel F7t, AR, g 2 HIFO=
DE Aol AYS LLEME 4= QCHBabin et al.,, 1994).
of2fet =X O|E7HX[0f= HO|, EAZ, 7I=8e 2,
A, DxE 2O, M2 §EH0| IHE 21X 84 34,
SIAO|A £ S0| EHEICHWakefield & Whitten, 2006).
ZMoz HEH O|&7HK= FoiIEA AH[XHEO0] E

gol= 388 d832 dgez & & Ut

12k

24, FOj9o &

TOiQ| == AH[AFSO0| §F HZO|Lt AMH|20] CHSt ER
E7F YEE Ol = Oj2f AIEOAM 2 == 7iele] 2R
= A o2 AH|Xte| FOiAMSO| AL F2 O/X|=
AEAEN MEZ, Y04, 2o/ MU FH S X
atStCHYoon & Yoon, 2013). [MEfM 1ZHO| OO EZE O]
Siste A2 AH[ALS| ds IiEHES o 52 = U7 W0
7|l UM Ofe ZRSItn & = UACKPeterson,
Wilson, & Brown, 1992).

3. goEA

3.1, A7

e M Wetn NI YRS YrsozM B of
Yol MYS @2 4+ UD, HF B NS FHstD
2 4 rh DAL NEHSP| Mol HB| gt He
| IEICHChen & Tan, 2004). 0|24 0| @2 9
X8 AsteliLt F|Cfeke 0120l T20| Yickeke b

o A ajetain Siche A LIk of2fst o
M n7o| x| ZbEl 7h K|of 2t JhK|et AR A7 =
4 9Ich. MEo| Mmb 9 SNSO| 98Mo| FS
20k OfLjel 4H[AZ} B8Hoz oAHEE o 4

ro 2 o O po Jm ofo rir mju |r rot
o Xl 200 w i

(Chen & Tan, 2004). A8X 7} X|= X| ZtEl {849
0f =3HCHChen & Tan, 2004). Chen and Tan (2004)
SEeH "E7h oo x| Z4E 7F Ko SEHQ F¥E
ZCtn SHQICE EEBE, Shiau and Yeh (2012)2] AL0jA =
YRl 0| 48X It K0 S3FHe IS OjXctn

To, Liao, and Lin (2007)2 H|& HZi0| A& n1ZH9|
&7 Folet EA AL A7| W20 HEHQI 7t X0
HSHE|ICH D SFQICH. EESE Chandon, Wansink, and Laurent
(2000)2| ATE S Mot RHE B2 = FEIL 09|
HEXQI JHX|of FE2 O|F = ACt JPEE == UL} O]
got MAATLE ELNE SNSo| E41F HEX 7HX| AtO[of
5t 7t M2 CH2a 20| M-SIRALE

H1: SNSO| S4e M8 J Ko ¥ ()9 ¥ES o
Zo|ct.

HI-: Beo| 4BxgMe 4N Jh X0l F (1o ¥
g o) zolct

H1-2: HEo| g sle N8N 7 X0 H () FES
o Z{olct.

H1-3: HEo| HBMe N8N 7 X0 H () FES
o Zolct.

H1-4: HEo| HAMe N8N I X0 H () FES
ojg Zolct.



A6 Ju-Yeon Lee, Min-Ji Lee, Da-Jeong Kwon, Seung-Yeon Jeong, Soon-Beom Hur / Korean Journal of Franchise Management 10-1 (2019) 43-52

3.1.2. SNSo| EMT} MEHA JHK| Z+o| A

SNSo| Hz|'d2 X of CIAML} e &A F2g =
QA St, . HMES ZO[SHA SHCh. S 2t FHE
ot MEZM HAEQLO| 0K AH|XIS| EHEE2 &0/
AM EOM Ll 2"4ddE £0 ELHChen & Tan,
2004). Kwak(2013)2 SNSQo| EM, & ™MEO| M3y, HE
of Hlild, EEOMEY, 4228, a2l FI2ol He|
d &1 X ZE 801d, X[ZE fE8d, A e, F
A Al e, dSolxz 7ko| A0 CHet HFOM HES| M-S
diF g2 He[dE2 NMelgt 2 E 2010 ARE R84
g2 OFICtD SHRAC

4H[RH= SNSE £ 7|20] O 2o BAlg JhX|of O
e Adg EZ4 £ QUCKChen & Tan, 2004). Chen, Lu,
Wang, Zhao, and Li(2013)2 Z&£3t MEJI EH21 4™
A 80| 2EE2 & A JHA|of SEEC IS 0/
Ct1 S}QICE £ Yen(2013) E£3H MEJL 2R K|
Ol Y-S OjXCtD SIACH . o3t MHATE EL=
SNSe| 541t F2H 7k X| AtO|of 2ot 7t HS Ct 30t &
o] 4HstALE

=

>

H2: SNSo| 42 a2t 7t X|of & (+)2] ¥e 0|
Zo|ct.
Ho-1: Mol MsRtgMe Hatx st Xof B (o] ¥
2 oj& Zo|ct.

H2-2 HEO| § B2 HEAN I K| H (1) S

oj&l Z{o|ck.

Ho-3: F=o| MIMe H2AX 7t Aof B (o FS
oj&l Z{o|ck.

Ho4: F=o| ZAMS X 7t xof B (e FS
oj&l Z{olck.

3.3 M8 JhX| ¥ 2K Jhxiet Rojol Zho| B

AH|ZHK|QF FOfe|=o| HHdS ot et At AEF Tt
At A It K= Foje|=of HFHel FgS 0K[= A
O 2 L} EftCHJones, Reynolds, & Arnold, 2006). Deng,
Liu, Li, and Hu (2013)9] H10jAM SNS &1 £Mo| &1
TEE, FO0§oz0f OjX|= FgFo| &5t AFoA H2EE
d, REE0| 225 FOQETt =0K|= AL E LT EMR
Cf. E2H SNS OME &4 205 FEE 22 (Z&8H 7t
Ak EAHS 22I(@EH 7t X)) FodSo g2 0/X|
= A9 L} EtHtCHYoo, Jeong, & Kim, 2018). O|2{%t A
HATE ECfE HEH, F2A JhX|QF FOjel= ALO[o] 2
of 7t 42 Ct 20t 20| 43R

H3: 487X 7tX|= Fofel=0f E(+)2 d&& 0= A0|
ch.

H4: 32H 7t X|= Fofel=0f 7 (+)e] d&g 01" A0|
ch.

GPEHS SN5}7| [Sko] T Fo| 20CHoll A 60CHO| At
ASS [ M4oR HON B EAZWHS ALY X17|7|Y
HEA EXRAZE AAE|}ACE AEZ A= Google survey
£ 0|83t HAERACt SEH2 & 159747t == HE/U2
=2 40| O|EE[RUCt.

A

2 70N 0|8 BE ZWHBSL 1A = Y £
olM, 78 = of2 3WEC| 7H HEz ZMYEIC

Ko 7

SNS SN2 Hmo| ASEBN, R84, HEB4, FAY
So| 47 dlejxiglon S HEo| AHEAHS
SNS AFBXIS 7te] He Z9 M=z Holsiol 7f ¥E,
Hio| 9 8|2 AL2AL7H SNSO| s SojLt Kog )|
£ HEz Hoslo] 37| B2, Hwo| HEZHES SNSI} A
e HEE +8% 4 UCkD UE Mz o, A
2|4, AT BRSO 4] S, Hwo| 2AHS Hur|
w2 Al 2313 FZElexle] ez Hosim Al &4}
Rl&Aa gaslol 37 g2o= ML

SNSO| OISl Bafof Cfst AH|XF HIHE T ots}7| St
=HgEse & 87 ¥2om HE|QICh I I} K|
2HIRZE QAP|ge wEttoz) JiRlS FREEO 7} K|o|
O, A2 JhAlS 2N JhAmCt AfE o=z 2 3xol 7}
X|2 Holstoirt. Hatx Jhxlet AR JhKlof Cfst S
22 217t )2 PR o1, 70) o|=ef pE 2oz
67hol =g TAfsl0] SR

=d
4. 2354
41, HEO| YLK E4

= 9170| A5 20| 0|8E U2 SEX 159%0|

US| E42 <Table 1>3t ZCt. BIX|, MES HH0| 509%
2 0jd (49.1%) 20t B UCEL A B2 20M| Of4f 294 O[S}
7} 654%2 7P T QD 304 O|AF 394 O|3}7} 15.1%2
FE O| ATt ZYU2 SHl0| 708%=2 7ty B2 HIZ S AHX|
Gl =2 0|83t= SNS= QIAE}TI2 415% HOjAS
37.7% 717 AER| 13.8%, EQIE| 4.4%, 7| EI7} 2.6%E A}
X|Stict

4.2.

A

ga=2 teldg 3 Efdd

1x

=
L

2 JJ0|A= SmartPls 3.08 0|2310] Ct&at2oz 1Y
E APCRISe] HEAREE  EASACKHair,  Hult,
Ringle, & Sarstedt, 2016; Kim, Kim, & Lee, 2019). HX,
AT O ool LY & 2HdS FY5ts L 2192 Cronbach's
ot HPCEQ| Al 2| & (composite reliability: CR)S 0| 23104
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M A=, <Table 2>0fAMQt 20|, FOiQ=, HBEE
g, HE8F VHK|, RalY, MEd, MY, HEH 7HX|Q A
TLCERIOf| CHSE Cronbach’'s a Zf2 2t2F 957, .937, .935,
913, .932, .899, .962, CR Zt2 2tz 965, .949, .951,
945, 952, 937, 9712 Moz QIL|0X|= 7| =2l .70
2 80l 53 255 71e| MEH0| 22 A2 LtERRILC

Table 1: Demographic Profile of the Respondents (n=159)

Category Frequency (n) %
Male 81 50.9
Gender
Female 78 49,1
20-29 104 65.4
30-39 24 18,1
Age
40=49 17 10,7
Qver 50 14 8.8
Qffice 18 11.3
Professional 13 8,2
Job
Bervice 19 1.8
Student 109 88,8
Facebook 60 37.7
Ingtagram 66 41,5
Frequently . 2
Used SNS Twitter 7 4,
Kakao story 22 13.8
Ete, 4 28
Ch2o= J7f "EtEdE HE67| 2o EEErYdat et
Efgde AHEUCE FEEYHEE2 SLst7lE 7t =2
HEHA R HItE|=h|, <Table 2>0AQt 20|, ZF 2210

MIE 2Q1™ X Zf0| .60 O|At0|dH, AVE 4f0| .50 O|Mo=z
LIE(LE 2b o ChelEo| TSEIEE0| YSEQIch 22
olsh 7 Eete] ZE HEEAR FIt[= T B2
AVEQ| | &X(square root) Z{0| &fgetA gr=ct3 ™
HEIYHO| e A= HdYECL

<Table 3>0jAMQ} Z0| Fornell-Larcker 7|&& AHEH
AVE Zfo| M| =T 240 MattA A== ECH 30, ¥ 0|
£ 0T TS 7t A gre| k& 20| AVE ZHECE
2 o= LI EfL; 2F A7 HHRE 7ol EHEHENEEOo| ¢
SE|UCE DL aEtAs Zhe| o] AY-tHEY Ed Hl 22
LIEtL}= HTMT(the heterotrait-monotrait) Z}& AmE Zaf,
447 - 736(p<0.1)Z L} EfL} T B EO| Yl ACE
oIE|ACH

43 ApEHol

2 RN AREHS TWII| 2Uctol Smartls 3.0

O| O|8L| RACt. PLS= LY=ol 2FHH ATz}, & 24+
HYHO| |0 o} = TR} XA E T AT A
ot 24 dgoz R Z0| EIH:|RICHTenenhaus,
Vinzi, Chatelin, & Lauro, 2005). X, MM} ol SHT
7 Bt QUCh AW, Lo S LHEH = Z2EA
=01 R?0|| QlshM off ZXetert HEE =0, & AF0ME
FN2HA T} K| 7} .342(34.2%), AEF 7} X|7} .376(37.6%), 1
2|10 FOje| =7t .479(47.9%)Z Falk and Miller(1992)7} K|
AISE 10(10%) 2 Ct =4 Lt EFSCE Chin(1998b)2 A EHE 9|
37| 7| &8 67(Y), 33(F), 19(2h=2 Aot | = SHRACE.
=M, Mo 5542 LHE= A7 Sl LXterEd
=& M(construct cross-validated redundancy; Q) Z}0| 0| =
Hote X2 AM8L|l= G|, 0| 40| 02CH3 ™ of&5Xgt
L7t Qle Aoz WHHEICE 2 gFoMe S It X7t
272, AgX™ 7} X7} 269, 2|11 FOHe|=7} 3612 L} E}
Lt O] 7| &2 &FA7|le ALZ Lt EfRCE A2/ SRMR
(the standardized root mean square residual)O| .0992 7|
FX|QECE 22 o= LI ELt 2ol o Z3o| &2 A
o2 LtEFGTh

44, A7Tp0| Y5

SNSQ| 40| 1ZHo| A 7h X|oF 4EX 7t K|, 1z
1 Foje|=of OjX|l= 7+ =& HAE 24T Aut= <Table
4>Q} ZICH.

H12 SNSo| E4du1 A8 7I X| AfO|2] ZHAE ATt
Z0|Ct. &M ZAnl ASZEHE/H(B=.009, t-value=.080, p>0.05)
Of 8% 7tX|0of O/Xl= FFE2 E(+H)el |/ &S O]
KX %= ALZ L}EILE HI1-12 X[X|Z|X| 8 AT FEO|
35|4(B=.337, t-value=2.950, p<0.05)1} O|&7+s54(p=.300,
t-value=3.152, p<0.05)0| A&H 7} X|0] O/X|Es IS H
(e {old g2 0[X|l= ALE L} EfLy H1-2, H1-32
KIX|E|ACE "HEO| Z|4M(B= .092, t-value=.729, p>0.05)0|
HEX™ LK F (h2 Fo/H S 0K fie ASE
LIEFL} H1-4= X|X| | K| S QL.

H2= SNSo| £/40| I{2tH 7t X|of O|X|& FES 24
St7| et ZHolct. 2AM A, MSEAEMH(B=.262, t-value=
1.823, p>0.05)1} O|27154(p=.102, t-value=.925, p>0.05),
Jd2|0 E|[AIM(B=.058, t-value=.487, p>0.05)2 I=2t& 7t X|
Ol (el Feld Fek2 O|XX| b= ALE LLEIL; H2A1,
H2-3, H2-4= X|X|Z|X| @& UCE FEH 7 3|g(B=.265,
t-value=2.457, p<0.05)2 I}=A 7} X|0of ™ (+)°] So|X H
g2 O|X|22 H2-2= X|X|Z| ALt

H31 H4= HEX Jh X[eF F=PA 74 X[7F FO4Q|=0f Of
e G2 =Qlst7| st 2Aolct. &4 A A8 It
X|(B=.454, t-value=4.911, p<0.05)2t I{=tH 7} X|(B=.314,
t-value=3.036, p<0.05)7} FOHC|=0| O|X|= B M (+)9]
FoF FeZ2 O/l AE L} EfL} H3AF HA4= X|X|Z(RY
Ct.
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Table 2: Measurement items and validity assessment

Average
Constructs and ltems ::di"‘,“’;s c"’:’;f:' S| mo_a %‘;’mﬁ;‘ pariance
(AVE)
Playfulness 0913 0913 0.945 0.852
The Information that & restaurant company provides an its SNS s fun, &7
The irfermation that 2 restaurant comaany prgvides on its SNS is inferesting. 818
The n that 8. company pravides on SNS makes me happy. 351
Up—to—date 0.899 0.900 0.937 0.833
The restawrant company pravides Ln—ta—tale infarmationon its SNS. 582
The restauwant company guickly providc W inf ign o SHIS, a1
Infarmation providadioy resiaurant company an SNS Is constantly being updated, 51
Affordability 0932 0935 0.952 0.832
The information that o ¥ provide itz ENE is based on facts, 840
The resiawant company provides me with sncursie Infrmation hraugh SKS. 07
Informatian provddied by reslawant company an SNS is relisble, 882
The restaurant company pravid i inf ion o me through SNS, 591
Interaction 0.937 0.941 0.249 0.729
The: respanse io the question is rapid an SNS of restaursnt company, 550
lsers’  conments quickdy nun an SNS of restaurant conmsny, A8
Users can easlly participgie In SNS of restaurant company, 94
Tha usars can exchangs their infarmation an SNS of restauwrant company., 874
Cn SNG of restaurant company, users exchange gpinikans on comman topics, gl
The relatinnshin hekwean the usars of the restairant conmany’ s SNS is well astablishad, B22
Hedonic value 0.962 0.964 0.971 0.868
Using SNS s a pleasure to m2, 750
Using SKS makes me el good, 182
Alter using SNE, ths image of SNS has improved, 895
Lising SNS Is interastingto mea. Fin
Oherall, it is fun ko use SNS, 24t
Practical value 0.935 0.939 0.951 0.791
Using SNS Is relatively ecenomical, 812
Comparecita the cost of seardhing, the quality of information provided by SNE is high, 845
ising SNG is warlh mose fims anrt money than using ather saurcas of infarmation, aat
NS provides more Informatian, S81
Cuserall, while using SNS, | faal like | haue ivedt goad int ion far the duralian of the time, £7
Purchase intention 0.957 0.958 0.965 0.822
| will use the restaurant again next tme that | got the Information from this SNS, 887
I will try to use the restaurant that | get infarmalion from this SNS in the next time. ot
1§ | have to use a restawant next ime, | will use the restawant that got infarmation frough this SNG, 700
| will recammend pagple argund me 10 use 2 restaurant that uses this SNS to get Information, Ja2
1 will recammena 2 restaurant ta friends and scqualintances who got Irformationthrough SNIS, T2
f someone agks me akou @ restawant, | would recommend a restaurant that got information fram fhis SNS, 8t
Table 3: Fornell-Larcker Criterion
Constructs 1 2 & 4 5 6 7
1. Purchase Infention 0.907
2. Interaction 0.597 0.854
3, Practical value 0,646 0.479 0.891
4, Playfulness 0,660 0,612 0,534 0,923
5, Alfardability 0516 0,674 0,502 0,451 0,912
6, Up—ta—date 0,486 0,673 0,448 0.614 0,476 0.912
7. Hedonle value a,591 0,531 0,610 0,506 0,425 0,445 0.932
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Table 4: Structural estimates

Paths Estimate t-value p—value Results
H1=1 Interection — Practical value 0.009 0.080 0936 Reiected
H1=2 Playfulness — Practical value 0,337 2,950 0,003 Accepted
H1=3 Affordabllty — Practical value 0,300 3,152 0,002 Accepted
H1-4 Up=to—date — Practical value 0,092 0.729 0,466 Rejected
H2—1 Interaction — Hedonic value 0,262 1.823 0,068 Rejected
H2=2 Playfulmess — Hedonle value 0,265 2,457 0,014 Agcepted
He=3 Affordablity — Hedenle value 0.102 0.825 0,355 Reiected
H2-4 Up=to=date — Hedonle value 0,058 0.487 0,626 Rejected
H3 Praciical valug — Purchase Intention 0,454 4.911 0,000 Accepted
H4 Hedonic value — Purchase intention 0,314 3.036 0,002 Accepted
Square Multiple Carrelation( R* ) Cross—validated Redundancy ( Q° )

Purchase Intentlon 0,179 0.361

Practical value 0.376 0.269

Hedonle value 0,342 0,272

5. Z&2 DHSOA HEH ZHXIE ZHXIA SR HEH Tt X[=2E

2 QIR0 ME ZAKO|X 9[4{7|0| SNS O HESO|
A8(xto| Fojol=ot 8t Z2o| Ol Yol CHhA A7
SIiCt SNS OPAEEES S80I H=ol R 8, Huo
RBY, H2o| NSRS, Huol MM Ze PSSO
A|xto| Bt STt Rofolzo| Xl Fgol ol Siwst
ch Eoh 1 A Che Tt 2Tt

A7, SNS OEo] £4 5 NSHSHL MUSH 7|
oF 2R JHRI0) B (+)0] Y2 OKIX| RO, Fpan}
CHE Zapst Lhetich o mAoz A SNS OEo| 1
S 0| ofH2 B Yok Z2Hol bt St A 22 £
ol= 3HNQl =S JHTCkn B & YRS 023 Ef=
Jb MR S RILE X O Klo) RolKel S OAIx
SSICED 7t Y & UCt. 0|2k Zo| SNSE S35 2IA7|¢
o OEo] ZL0f, SNSO| ASHEMBIH= 12 SNSO
S 40| 20| DS TWSOOF BTt AINES U
g 4 9l

ST, SNS OPIZ0| £ 5 Ral4e 48X s x/et 3
2T JhAlo) B E ()2 WS OlXID], YA FIAS 7Tt
UEST 9ISS L + ALk Ol2fe A= 9I447|%0|
OpElo] U $IO2 HAISH: SNSE £3 HEst nASo|
A Z0|, MolS g Lo0] O Liop B2 Tt Kot Mg
IOl 3HHO @B OjE & 982 of ojsitt Ol
Mol SNSO| HE HB2 HojLt %S0 0|2 f Uy
+ 9= BHES Sof 0pPo| Y FL o S
S| FHABES Op|T 4 USS o Tfict

AT, SNS OPEio] 44 5 F=o| MBNL 4EN 7t
X|ol= Q2| Ojgh &S Ol Biviol, 2 Jtxofs |2
o)t YEe AR RYCH I YT Y BHO Hms

b
Jal
o

OlOjxIx| RICHs He of njsict 3t oAl 0| K23}
£ SNS HEJh Heln, AMEHe0E 278 nzso)
H2H T} XIS A3 Aol BHAT LS Y & YUrt.
ols = MEE % Yt HwE nHSoH HIEo=M
aMSo| Mg Ko 2HHO FHS O & BE
olnjsict. SNSE S% O] QUOIN, Heof Cist 27
= FASID 2 BHOl 7| 22 S Hwo| CfSt X
0ls Ml Heo| OfSt A8 7 AE AU =
siche g o 4 .

SR, SNS OS] 24 & Heo| A|AMe
xloh HaH JhXjof @ £ (+)o| F2 O[XX 2Y S ¥
2 QIck. Ol 9IAI7|0] W21 X| £H0l s HALto|
£ 2380, Gad| HEE I e HRoRE NUSO|
Alolnl Qe JKIE Hofsix| 2e ¥ 4 Aok, of2fs
e 22 243 Sokte Hwol Yo i
£=2 4885 n=o| B0 J|gsictn &
Mt e MIECHs 14S0| £HS
HeE HIshs Ao £HES S0jof B
o 4 Qlrt

CHAR), A2 7} Xl F2Ps 7 xle Fojol=0) 2ol o)
s Q&S DjA|H, JHMI e HIU} LIRS o & 9
C}. Ol SNSE £3) QAl7[elo] HeE HZ @n st
Jixlet M8H JtK|E “ZH AY So| Kof oo 2
HEol ge 0jA 4 9SS o njgict 24 Hils S
QA7|gio st nZSo| XFO) o= 2 H0|7| YAl
AHSO| MRS Eaf Ll M2 Jp K|t AL I} K|S
Srjeisfof st

AExNo2 2 GRS SojA SNS O Zo S 34 A
25 7} xlot M o} Klof Qolojst Fte nlHCs F,

RO HME8ol 28X 7tX|of Felst ks njEicts d

of
0x
mjo
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>
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A o+ QL. Lot HEX ThX|QF MEH JhA|= 0y
o Foief=0f chsf =8Hel Feks blxIC= AOf L Ef
= = S¢ ANVl Ao Chioh Al
e Mottt 5§ 0450 S0/ MojE Lo7|= ke
1 20f, 42H0|D A ¥l &

=9 FOiel=E Of7|5t= AO|

e i ot > T min mjo

£ 97 SNS Opgol S49I HEo| § 5y, Huol
B, Y2 AN, Ywo| Q84N T &
0l HEPK Jhx| U AEH Jh Ko 0Kl
¥gs0| 23Hoz A= DKl BIHES OIS

f.

[l

= o7 S5 SNs 0P| @ BN MEx
221 FHR|o) ROl og Yee ojx|m, FEol A
8% 7t Ko| Qolg FFS OjAICHs e wAY

r

Jnu

b

3
o =} A
Lot 9 & 7tXl= A4S 70 o|=0f s S Hel &
S DX Ol= ZAMXIO|= Q44 O F2l0|o Al
MEE MSE A2z 7|t == Ut 02 =g St K|
£H0l 70 =S ?[ot0] ZMKO|= 7|@2 SNS OpA E
20| LSot0] A0LE A[CHO| SeA| nzofA crgstn &
=2 MHIASS MSYezN M2 848 &8s g2
287t fltk= Aoty Ado= 76t = A= CiSat
2 o AEO Ao, ojof w2t o= AFYIES HASH
o Chsa 2o

Hm, B=FE0 F F0|Ch 2 Aol dERAE T =2
IZURO|= QA7|PS O|8ol= ™ A FSS U= T
BE[AX| T = Y E SE| 70% 7+E0| 20CH= o A B0
HESE FL0| L BtktCh Eot 2 T E = HA| 159582
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otof A8 E4S Al=oIRiCh Jd2{Lh = 7= SNSOfA
Ciefel S4nt HEf, 2|0 H2 AEXS0| E XS 24
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