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Abstract

Purpose: Consumers’ experience of functional attributes is remembered, and the experience lowers the cost of consumers’ input
from their point of view and reduces uncertainty. It also plays an important role in consumers’ positive emotions and responses.
Accordingly, if information search costs are reduced in terms of the costs perceived by consumers about restaurants, a strategy
differentiated from other companies can be established. Therefore, this study investigated the effect of functional congruence of
restaurant stores on information search cost reduction, positive/negative emotions, and loyalty. Research Design, Data, and
Methodology: This study investigated functional congruence, information search cost reduction, and positive/negative emotions. The
structural relationship between loyalty was analyzed. To verify this, a research hypothesis was established based on previous studies
and a research model was constructed. The questionnaire items were modified and used according to the current study, based on
previous studies. The data were collected using the questionnaire method from 187 people who had dining out experience. Frequency
analysis was performed to confirm demographic characteristics. Reliability, convergent validity, and discriminant validity of the
collected data were verified. The research model was analyzed with a structural equation modeling (SmartPLS 4). Results: The
findings show that functional congruence had significant positive effects on information search cost reduction and positive emotion,
but no significant effect on negative emotion. Information search cost reduction had significant positive effects on positive
emotion/negative emotion but did not significantly affect loyalty. Lastly, both positive and negative emotions had significant positive
effects on loyalty. Conclusion: Based on transaction cost theory, this study found how functional congruence and information search
cost reduction influence consumers’ emotions. The functional attributes of restaurants were perceived by customers as information,
thus uncertainty was decreased. Finally, appropriate management strategies and implications of functional congruence and information
search cost in the restaurant were suggested.
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Table 1: Demographic Profiles (n = 187)

Category N %

Male 54 28.9
Gender Female 133 | 711
20 - 29 27 14.4
Age 30-39 75 40.1
40 - 49 67 35.8
Over 50 18 9.6
Below high school 16 8.6
Education 2-year college 20 10.7
Level 4-year college 127 67.9
Graduate school 24 12.8
Student 7 3.7
Office worker 92 49.2
Sales/Service 6 3.2
Engineer/Production 4 2.1
Public Official 8 4.3

Job Professional
(Lawyer, Accountant, 14 7.5

Professor, Teacher etc.)
Owner 13 7.0
Housewife 39 20.9
Others 4 2.1
Less than 1 7 3.7
Monthly 1-Lessthan 2 25 13.4
Income 2 - Less than 4 63 33.7
(Unit: Million 4 - Less than 5 54 28.9
Won) More than 5 14 7.5
Other 24 12.8
Korean 51 27.3
Restaurant Chinese 85 | 455
Type

Others 51 27.3
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(Park, Kim, Jeon, & Lee, 2016; Sarstedt, Ringle, & Hair, 2021).
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E739| PLS-SEM £ O|2 7ol BrA o] SA7tof Hetst B &0zt

st 4= QUL (Chin, 1998; Hair Jr, Matthews, Matthews, & Sarstedt, 2017).
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Extracted)22 & EQACE BN ZE AFEHRQl Q9
HMZe 771 ~ 943 O2 ZHElof, solE  QOINYX
HHIIEQ 5 O|ME H2lete A2 ZHEEULL Ol =HQIH
QOIEM QOIMIYX|| HE 7|Eel 7 E H2ldte Ao|Ct BE
RISl AVE = 703 ~ 887 2 ZHE HEIIEQ 5 E

f FAEE (See Appendix 1).

CEsl  EHEEIEM  AT2 ZE ATORISe A
A\ 4=(Fomell Larcken)?} AVE O] M52 ECt 2 I AFEICE 2
A, 25 AFCHR|9| AEAa=0| 70| AVE 9| MlEZ2| Ol5t2
LiEtLE BHHENEHEO| ABERUCE ZE ALl =HoIH
QOIEMuL AmtA B Gl AVE O 2A ZAq}, $HELEM 9
THAES 0| AFE|RACH (Hair, Black, Babin, Anderson, & Tatham,

|
1998; Hair Jr, Sarstedt, Ringle, & Gudergan, 2017) (Appendix 1, 2).
ol dEAls= 4ol O|F-tHEd & HIE0| FEE= HIMT
AT ERR{Of| A
(P < 01) (See

(the Heterotrait — Monotrait)?| =421 ZE
THEEIE 0= 2H7E 8l ASE LIERRCE
Appendix 3).

oHH, 2 Aol AFEY 8l 7HEE SmartPLlS4 22 24 &[T
SmartPLS O|A] 2N El AEHEO| HIt= CHEat 2Lt (Hair, Risher,
Sarstedt, & Ringle, 2019; Kim, Kim, & Lee, 2019; Yang, lyer, & Lee,
2022). HX CHE3Abd A™ES EAMAROl (variance inflation
factor VIS Z ZAZ E|/UCLVIF 24 A0 2= S™HQQE2| VIFO|
X7} 1000 ~ 2318 22 LIEIL}, PLS-SEM 9| VIF #%E 7|
3 O3t o ez ZHFERACE oo & HAFel CiEaibde
AUk

[goR £ eTol fSNEES UMusol S0 ks

K2 ZFECL 2440, RE Wdl#H0| r2 ol X7t 150
~ 700 S LIEFGCE Ol r2 HE7IEQ 1 2 435t= 2otz
AHE|QACH (Chin, 1998, Falk & Miller, 1992).
mAEIEHY B84 @ (Construct Cross-Validated Redundancy)2
L0 EjHE ZHEFOZ o|EFE = RUCE Ol= @270 %
71%) olde m, MFECL SMZAn, RE B9l g2 9
ol o ZXS= Tt RIE|RACE

D
ohH 2 A2 Ho| MEFMQl 0% 3-2 SRMR (Standardized Root

=

R

o

II

R
Mean Square Residua)® ZHHEICL 440 2 RzZgol
SRMR 2| #=X[7t 062 2 HFE|ALE Ol= SRMR HE 7|&E 1 or
008 O[3} 0|22, = AHARDTHO| oA AFEERUC} (Hair et al,

1998; Hair et al, 2017)

44, A7HEe| A

441. A7He| AT

2 dFoM =EFE QA O1Fe| 718X UX|Yo| FEHIE
O S 4, 28N 4F agln SEE0| 0Kl X
A #M A= CHEdf 2L (See Figure 2).

QA OiEe| 75X X FEHIE o Flo F(+)2Q
e O|X|lz A2E LIEHLE HT 2 RHEIE|RACH B = 754, t-value =
17495, p < 001). EE2F QAONEC| 7|88 x| A 470
ot F(+)Q &2 O|K|= AR LIEHGOLE (B = 562, t-value

5 -

= 7260, p < 001), 288 ZH¥ol= Relet &S OXX| =
Ao LIEHRCH (B = -203, t-value = 1.892, p = 059). [F2tA], H2 &
X{EHE| A O, H3 2 7| ZHE| UL

oHH, YEHIE B2 3™ 2 Rolst el g2
OjX|= Aoz LEIHOH (B = 254, tvalue = 3502, p < .001),
28H d0l= falet £()2 IS 01X Aoz LIEHHTHR =
2047, p < 05). 3+ HE
gBtS Ok|= ZHo 2 LIEFL:
5994, p < 001). W2FA H4 - H6 = K EHEZ|QUCE

oix|atez N AF™2 FH= Folet e s
OXl= A22 LIEIHOH (B = 423, t-value = 5994, p < .001),
28H UE2 40| | B9 FEE OXls A==
LIEFSICE (B = -126, t-value = 2615, p < 005). [F2EA], H7, H8 2
KHEH | AT,

-211 tvalue = HH|2 HEzZo| M0

7olet el 3

Tt (B = 420, t-value =
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Positive Emotion

423(5.994% %)

.254(3.502*%*%)

/

562(7.260%%*)

A20(5.717*%*

Information

Functional
Congruence

Costs Saved

-211(2.047%**)

-126(2.615%*)

Negative Emotion

**p < .01, *p < .05, n.s.: not significant

Solid line: Significant paths

Dotted line: not significant paths

Figure 1: Estimates of the structural model (PLS)
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QUAOfFL H[REQ] BAO CHi =HRISHRACE ol2ist HE
Higez 2 79| 7Y AAFE2 ChE1t 2Lt

R, 24 7|92 D450l Aol =35 JHoM 555, ot
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Appendixes
Appendix 1: Measurement model
Constructs and Items IoF;CiLOgrs o C.R AVE
Functional Congruence .947 .955 .703
This restaurant's good reputation is consistent with my expectations. .886
Friend's friendly recommendation for this restaurant is consistent with my 849
expectations.
It is consistent with my expectation that the food will taste good. .833
It is consistent with my expectation that there will be a variety of course. .830
It is consistent with my expectation that the employee's service attitude will be 862
good.
It is consistent with my expectation that this restaurant will be clean. .842
It is consistent with my expectation that the interior of the store will have an 864
atmosphere.
It is consistent with my expectation that the seats will be comfortable. .801
It is consistent with my expectation that it won't take long for the food | ordered to 771
come out. )
Information Search Cost Reduction .851 .910 771
Knowigng what | am going to get from this restaurant costs saves me time shopping 863
'?'Lci):rr]estaurant gives me what | want, which saves me time and effort trying to do 909
better )
I know | can count on this restaurant to be available in the future .860
Positive Emotion .920 .943 .806
Excited .890
Bold .891
Energetic .921
Happy .889
Negative Emotion .928 .949 .823
Bored .872
Sleep .908
Annoyed .930
Angry 917
Loyalty .873 .940 .887
I will recommend this restaurant to my friends and neighbors .940
| would like to visit this restaurant again next time. .943
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Appendix 2: Fornell-Larcker criterion, mean, and standard deviation (SD)

Constructs 1 2 3 4 5
1. Functional congruence .838
2. Information search cost reduction 754 878
3. Positive emotion .754 .678 .898
4. Negative emotion -.362 -.364 -.456 .907
5. Loyalty .785 .753 .766 -472 .942
Mean 5.087 5.109 5.260 1.840 5.200
SD 912 .930 .920 .870 .960

All constructs are significant p < .01. Bold numbers indicate the square root of AVE. Off-diagonal elements are the correlations

among constructs. For discriminant validity, diagonal elements should be larger than off-diagonal elements.

Appendix 3: Heterotrait-Monotrait ratio (HTMT)

Constructs 1 2 3 4 5
1. Functional congruence -
2. Information Search Cost Reduction 835
3. Positive emotion .806 .765
4. Negative emotion .385 .408 493
5. Loyalty .863 .869 .853 523 -
Appendix 4: Structural Estimates (PLS)
Paths Estimate t P Results
. Information Search Cost o
H1 Functional Congruence Reduction .754 17.495 Supported
H2 Functional Congruence — Positive Emotion .562 7.260 e Supported
H3 Functional Congruence — Negative Emotion -.203 1.892 .059 Non - Supported
Information Search Cost o . ok
H4 Reduction — Positive Emotion .254 3.502 Supported
Information Search Cost . : *
H5 Reduction — Negative Emotion -.211 2.047 .041 Supported
Information Search Cost xx
H6 Reduction — Loyalty 420 5.717 Supported
H7 Positive Emotion Loyalty 423 5.994 e Supported
H8 Negative Emotion Loyalty -.126 2.615 .009** Supported
RZ QZ
Information Search Cost Reduction .569 .554
Positive Emotion .596 .563
Negative Emotion .150 120
Loyalty .700 .602

***p<.001, ** p<.01, * p<.05



