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Abstract

Purpose: In the restaurant sector, it has been known that consumers’ positive perception of brands influences their positive WOM
intention, and information sources play an important role in increasing credibility by enhancing consumer awareness and developing
differentiated brands. This study examines the effects of information sources (e.g., advertisement, WOM, SNS) on trust (cognitive and
affective) and, WOM and eWOM intention in the restaurant context. In the model, cognitive and affective trust play mediating roles
in the relationships between information sources (e.g., advertisement, WOM, SNS) WOM and eWOM intention. Research design,
data, and methodology: Research models and hypotheses were developed according to the research direction. The survey
questionnaire items were developed and used appropriately according to the contents of this paper based on prior studies. All constructs
were measured with multiple items developed and validated in prior studies. A total of 502 responses were collected from an online
survey. The research model was evaluated using SmartPLS 4.0. Frequency analysis was performed to understand the demographic
characteristics of the survey respondents. The reliability, convergent validity, and discriminant validity were assessed using
measurement model analysis. The proposed model was verified using the structural equation model. Results: Advertisement, WOM,
and SNS information sources all had a positive effect on affective trust, whereas only WOM had a significant effect on cognitive trust.
In addition, affective trust had a positive effect on cognitive trust and eWOM intention but did not affect WOM intention. Finally,
cognitive trust was found to have a positive effect on both WOM intention and eWOM intention. Conclusions: This study redefines
the concept of where restaurant service companies should focus when providing consumers with information about their products and
services. As a result, the conceptual framework of positive word of mouth intention to increase new customer visits to the restaurant
brand has been expanded. In addition, this study not only presents an information source management strategy for restaurant brands,
but also presents practical implications for resource allocation guidelines for customer management in the restaurant sector.
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2.1. A2|EE 0| E(social influence theory)

Atz|gg o|20f MEH, 7Hol2 AtR|EE oM =SHES
Holoh ZEUolM dE E0|1, A HE & 7|01,
CIE AMHDF o|740| CHE 4<% EHS X %oz LI,
Xie, & Zhang, 2020). SEoF ARR|EEH LHOIAMCS| 7Ol SUA|Rt
LHHSLE Sl T™ETH Lie| CHE AREERH g2 Ee sA
CHE AtEhel AH|SO| FekS O|XICHLU et al, 2016). YAl
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MEl= MH[A MSA Ee TOiRRS] FENY, dad, XEH
Chel 20| X|Zt2 2 (Coulter & Coulter, 2002), H|Xtet 7[¢f 7t
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12 Z|A3sle 21 Q1 4=EHO|CHAbubakar & llkan, 2016;
Hyun, 2015; Pavlou, Liang, & Xue, 2007).
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2201 FHozE 222 2|7, SNS & 2eteldolM 2
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Cheng, 2018). ot 2221 PHE It & Sx 0240 oj2fo|
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(Henning-Thurau,
Gremler, 2004). =2 3 E AtO|of 235
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YEO|Z0| ZhssiFo wat abAo] Ao
A NG FHALZE Aol dads HolLt
2 MEED HEuS0| AREA OIFHXA ALt Han &
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2H[XHS0| 422 FO0iSH7| Mo Z-@she 7|l Crstn
HIEQl FHAMES HWEQL AH|XIIO| LT X Ol A & A2
o SEHQ IS O|FICE Zehir et al, 2011). &, 7| F=H
YHANME Sof MEX0|D AHHEeE HIkle CH dEs
20| it AH[RRQ| X|ZH (brand  perception)it HEME
QIX|=E SFAA|ZICH (Aaker & Joachimsthaler, 2012; Grace & O'Cass,
2005). £3|, 2110t 20| CIfot A2 E Sl HHEE QR 2 S5t=
FE2X0|0 AMEEQI HEE= J§740lo| EME MRS THAH
#Oh ofL|2l, BHWE XtHSIE PHSIM 1 AFS LoISHH
=2 QX|EE MBIt (Makasi, Govender, & Madzorera, 2014). 5,
719 Fod FEHAMQ FnEs AH|X0AH MEHE FERE
MSst 7|l et 30 2aS dEtt AH[XIe| HHEO
Ot X|ZHEl fl@s daA7|2 ME| =FS =0ICh

w3, AHXH FEHOR OROXE emeel M2 5%
AZOILt SUCSES o8 POl Uk AHXIZEEQ
ZEEel ZHY SAOl AHKS 7 UG AT

F=Eto 2 M OFHO| QA =XO 2 O|F0{X|= FuLt T
HO} MREIF 52 MEQMOE QIAIEICH (Laroche, Habibi,

Richard, 2013). &, T+812 ZEIH QI AH|XE ALO|Of|A HHPE71|
HOtel= 240 A7| W20 YEEMAPHo|M B Cfet

Mz #®ob ofLgl AHX}F ROfEESH FFES Okl FL
FHFLIAHO|M s=Etol2t & 4= ULt (Laroche et al, 2013).
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H2-1: 2= XA l2(0] Y(+)2 &= bIE Ao|Ct.
H2-2: 71782 X|H Lz(0f Y(+)2 YekS O[E Ao|T
H2-3: SNS = QIX[H A2l F(+)2l &= 0lE AOIC
3.22. ZBH ME[7t AX|H M=l O[X|= S
Y8 d2ls AHAPDE HHES X|ZSkEH AN 2907IL
g8 A= 5 FHHY A0 7|x5t0 SekE & oIt (Hansen
et al, 2002. #FH 2= 040l ©Z|Ho|H, YHEH
Z2MA B Ao 7|5t AR oz EESHE X1 AE|of
HIsH F=2tX0|2kl g 4= RUCH (Chen, Eberly, Chiang, Farh, & Cheng,

2014; McAllister, 1995).
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M2 AP0 BT} (Chaudhuri & Holbrook, 2001; Rousseau,
Sitkin, Burt, & Camerer, 1998). Morgan and Hunt (1994 2|7t

HHUE SY=E flo T HAHS2A ME|IA7| Y0t AH|XE

—

Rl
e e
|>
I

Ok

o] 7HK s nBAE dds7| WE, M7 S84
THOES =0l ZFFC e ot SHRACEL Kim and
EuRo1= MEZHAEY EMES HMREI z5+5 14

u]]

=

M2 =7t S71510) 7H2|=0 S8 gks O|XICta SHRAL.
= dFoMes o2yt MdAALE EME o 22

ATrtds 28t

—

_

H4: 2785 2l FHOE0 F(+)2 &S 0jF AOlCk
H5: QXY dz2|= o= F+)2 ks OjE Ao\t

324. #¥EH Mz
0jXl= B
Lai, Fotiadis, Abu-ElSamen, and Beede (2022)= %|2 SNS 2| &7t2
Qlsl Il =tAoAMel =2t2l FEo| MEZ|=of st Ofsh7t
0j2 £Q5ICn StQCE F, A2l SNS, E21 & 222 AH|A
S0 FHQEE AWsle Fa He g
222l P QU oFE =850 H|
Yo R AH|RY| E= NIBZIFE ZE5H0]
E L= HE0 et =MoL 20 S8 B IE
Il stAHDH MEIE o SQ5HA A2 Bttt (Knoll, 2016).
mM2kA SNS A2t QI Ll ALO|EO| M2 22l XS A=
st AgZ 5lo] 0|8Xte 2atel
Ch Qu, Kim, and Choi 017)= Al2(Qf
TOIM MH|A E= ME OO CHS

ot AXIH ME|7p 22t FH2 =0

3ict E3|

F

I

=22l o ket

-4
o
10
|.|-|
N
H—
=)
A
N
e o o

(o]

2R =2 MEEE 2242
OJICtD SHIC,.
= GToME ol2fet MAATE

AT MBIt

[l

Tz SFHL S

Effz oEn 22

He: 2784 4l2l= 222 FH2=0 F+el e O/E
Zojct.
H7: XY dl2l= 2220 FH2=0 F+el des nE
Zi0|Lt.

3.3. TAMEA

=
AToME 22 3 71 SO AMT|gE YIS F"ol
s SHILY.

=

o = 1
+HE 242X & =244s Y AR 1872 Mgt & 502 77t
=40l O|& | RACt

33.2. @2l XA o

M2 SNEYCL B GT0IN ALSE H2BS2 MBATOIN
NEgT EFN0| BT SYRUSS AR ATYEY WA
SRt

BIH, ZnE 9A7|g0| MBsks atcle, 2, ol Jaln
MEZD YEAHoR Folmn, TS IS U K, My,
NYSE SORTEH At YEUNOR YolUrt YEet PHL

Shahrim and Chi 2010)2] ¥7E £ 7 A= LA =Hslo

1 670 &5, 7™ 47 ZF522 FHE|RJALCL SNS £ Balroo and
Saleh (20192 ATE &2 ATl o XA =51 4 7|
gEoz ZPE(ACH, £ AAoMEe EQIE, IPIAER|, HHE,
0| SNs HEYUMoZ =HEL|UCE HHEF Lot QXA
AEl= Kim et al 2019)2] HTFE 2 A0 XA =730
2™ ME 5 ) gE, AXH ME| 6 V) HFHROE ZHEIULCE
ZEY MEE Mrigel Vol (xSt #ME IHX|n
O|X|stEE ATHof ot MZe= Folx|Ya, X del= HE
S U Mu|A0| Cis =astA Red{s OJX| Ee ATHol| it
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Bz YOt THo=E 24 &H[RZE FOfel BHEE
Q

2
ot AEE FXARUAOIME &8I0 ErRlojA £F
HELE MH[A AE0| OfS EEE TESID H0i5t=s =2
|1, Lee, Lee, and Yoo (2000)2] ¥T0f O|8E EFS £
TAE S -Gt 27 2Ee 2 FFPE(UCL DXL E
Moz = QA7|Yo| SNS & CHE ARA 3™¥™e=
DX ol HEZ HO|E|H, Hsu, Wang, and Chih (2018)1t
Zheng, Cheung, Lee, and Liang (2015)2| ¢1710f O|&% 22 &

AT SO A 3 4702 gEoz FFE AL

I
H'|

]
ro
41

2 ro rQ o

2 Ao o|2& SEXt 502 HO| QTEAY EH2 Table 11
ZCh JE2 0Kt (504%)7} EAL (496%)ECH BAH LIEFSICH 2=
R 7|2 (554%)0| OlZ (446%)ECH BAl LIEFHTE HE2
30 Ml-39 M(365%)7F M =A LIEFD, O RS2 40-49 Al
(257%), 29 M| O[St (253%), 50 M| O|4 (125%)2| =22 LIEGCE
OESe2 ug HEe 4 WA el 5Y 624%)0| 7t B2
Aoz LIEMHLE SEXe 22|/ MNEE@74%)0] THE
UAOM, FE (102%) H2X| 80%)°2 =22 A LIEIHCH &
0|8l & 72| O|4 293%)0| 712 B, 1 3oz & 3-
4 3|269%), ¥ 1-2 3| (249%)°| =22 LIEICE O|8Xfe| ¥
252 200-399 2 & (30.7%), 400-599 T 2| (269%) =22 A
LIEHGICE OX|2He 2, O|85H2 7HEAAL 28 (369%)0| 7hHa
AN, O OF2 2 ChettR AAL (165%), HIZLIA AAL (137%),

1

M2l Ol SHAPEA (132%) =22 QA LIEFGC

—

Xlole
= =

Table 1. Demographic Profiles (n = 502)

Category N %
Gender Male 249 49.6
Female 253 50.4
Marital Single 224 44.6
status Married 278 55.4
Under 29 127 25.3
Age 30-39 183 36.5
40-49 129 25.7
Over 50 63 12.5
Under high school 64 12.7

. 2 years college 76 15.1
Education 4 years university 313 62.4
Graduate school or more 49 9.8

Occupation Student 37 7.4
Office workers 238 47.4

Sales/Service 35 7.0
Technician/Manufacturing 33 6.6
Public official 23 4.6
Professional 40 8.0
Self-employed 27 5.4
Housewife 51 10.2
Other 18 3.6
1-2 times 125 24.9
“fjgg;h;y 3-4 times 135 | 26.9
frequency 5-6 times 95 18.9
7 or more 147 29.3
Less than 100 12 2.4
Monthly 100-199 24 4.8
income 200-399 154 30.7
(unit million 400-599 135 26.9
won) 600-799 95 18.9
More than 800 82 16.3
Business 69 13.7
Simple visit 83 16.5
Regular meeting or event
Purpose of ° attendangce 66 13.2
use Family gathering 185 36.9
commemoration and
celebration 45 9.0
Other 54 10.8
a2 HES0| BN U MEY HE

2 gHoMe CfEez g SITEe(o] THUXMO|
SmartPLS 40 2 0|23t BMZ|QICt (Hair, Hult, Ringle, & Sarstedit,
2021; Kim, 2021; Yang, lyer, & Lee, 2022). MK, Az[d 2AM2
Cronbach's o2t SITEHR| AZ2|E  (composite reliability: CRYS
o|gstof 2MEIUCEL FEAMED, FH, SNS), AEH 1AZ|
QX|MAE|, fHelz 2|0 2201 ROz LT[0 Chs
Cronbach’s ot CR {2 YHH o=z QFE[0X|& 7|0 07
ZSH= A2 LIEILE 4l2|d0| HBEIUCH (See Appendix 1).

2oz, =HErdat THHELEH0| HEE(UCt Appendix 1 2t
20|, Zrzto| eolof Mz QIMXY 710| 07 Ol = LIEIRCE
AVE 2f0| 05 O|M2o=Z LIEIL} 2t AFEQEQ| +HEIFHO|
. EHEEtEME  Fomell-larcker 7|22 AVE ZtQ

T 0| HEEA A UECH 20 S Ol ATLRIE
Zho| AMTHRA Zro| RESZHO| AVE ZfELCH X2 ZioZ LiEfLE 2}
AER|S 7he| THHEIEIO| HBE(RUCKSee Appendix 2). EEBL,
dEAL el o|FM-EHEM EGHIES LEHHE HTMT(the
heterotrait-monotrait) Zf2 A& Z1, 0073- 0895(p < 0N)2E
LIEFL} EHEHEIEEOl= 2X7t Sle A2 =2 LIEHGCHSee Appendix
3).
4.3, e ago| "It
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2 AF0Me ATE"E HII6H| {1510 SmartPLS 40 Of
A2 E|QUCE. PLS (partial least square)E 2A dH3o| X|ofjst =
TERA EHASHE o|0fsh= LfWHso| HAHH ZOSE Qs
A0 XMoot 2 HHEHO|CE (Vinzi, Trinchera, & Amato, 2010).
ol2{gt 24 Hrof Chot ®WIt= CHE1E ZChHair et al, 2021; Lee,
Sinha, Swanson, Yang, & Kim, 2021; Tenenhaus, Vinzi, Chatelin, & Lauro,
2005). ©A, HA¥ur  oSHgZrh "otz B,

2AHEQ Ol (variance inflation factor: VIFO| 5 ELCt
SiCh 2 AFOIME 1519 - 3622 2 LtELL CHE 3Ny
gl HoZ WEIECL [BoZ, USNBEE LhME4)

— /| g

H.
e LIEt= Z28A52 R2Of 2o TEELE = AF0M=

ZA-E AME| 0154(154%), QAKX AE| 0549 (549%), A=

0400 (400%), 12| 22421 LHO|E7} 0417 417%)2 Fak and
Miller(1992)7F HMAISH 7|91 10 (10%)2CH =A LIEHGCH (Falk &
Miller, 1992). HH3o| 37| 7|E2 67 (&) 33 (&) 19 (¥P=

HMA|Z|Z|= $HCE (Chin, 1998). OX|YSZ, LHAM
LIEfL = AR} WXEFEY 554 (construct cross-validated
redundancy; @) a/2 OIEXTE X2 AR EICE 0] gf0] 0 ELCt
M FHYEI AU Aoz WEtECE 2 AFoMe Z4EH
M2 0137, QXA MZ| 0134, HO= 0073, 2|1 222
THOI=7t 0191 2 LIEHLt O] 7|EE EFAI7|7]0| Z&23ict &2
A2 O| 0 %22 SRMR (standardized root mean square residual)
240] 008 2 LIEFHEL Z|EX|Ql 1 E= 008 2Lt 0t 0| =20 =
EX7} gl= Z{o 2 TEtE|C

CI2og AX2H Mt (model fitye AHEH (R)Q| B Ztdt
HREEIE|l (communality)?] B e &9t0], HIZ
roo) L2 HEHIEls 2YEEM ZI9o| Hot: (Goodness of Fit;
GoROfl 2fsiAM HIZ|RACH Zolkepli & Kamarulzaman, 2015).
HRE2|E| 22 Appendix 1 2| AVE gttt SYStCt M2tAM GoF
= 535(V (0380 x 0752)2| ¢/2 B0 =2 A2 2 LERCE GoF 2
7|&=2 smalk 0.10, medium: 025, Large: 036 1+ Z¢Ct.

wo| S22

(Square

44. A7HEe] A%

44.1. AH7Hde| AE

QIR
201 Ot Jhag ZES] e BN ZHE B2 Lo

Appendix 4 2 ZCt

i

H1-1 - H1-3 2 EEAE F1, 77, SNS)0| HEH A=

[
OXle= geks A5 9IEt Aoz, 24 ZAn 1@ = 0613t

value = 2280, p < 001), X (B = 0.188, t-value = 3498, p < 0.001),
SNS(B = 0.145, t-value = 2229, p < 001) ZF ZVIE AZ|0f H(+)Q]
FoH g2 OiXl= A2z UEHt H1-1 - H12 = BF
KIX|=| AL

H2-1 - H2-3 2 FEIAFED, 7, SNS)0| 2AX|H Mz(of
OjX|e 2 S4317| 23t Aoz, M ZAn}, 1@ = 0018, t-
value = 0295, ns)@t SNS(B = 0034, t-value = 0579, ns)= QIX|H
AZ|of O]X|= Feo| R2|0| SHA| @Ot H2-1 2t H2-3 2 X|X|Z|X|
U, (B = 0106, t-value = 2808, p < 0001)2 QXX Alz[of
H(+)2l Fol3t e 0jXle A2E LIEHY H2-2 & X|X|Z|ULCE

H3 2 Z8A M7t 2AXIH AMElof 0Kl ges =457
st 2oz, BMAN ™A M2|@ = 0685, t-value = 21.115, p <
ME|O] ()2 Rolpt FEE OXl= A=

H4 - H5 = Z3H AEQt XA M7t LHe=0 O|X|=
01‘012 _lfl_)k-la-p| _?,|'ol“_|- ngi, _'f'_A‘| 74J—|_|. 7+7<-|I-| A|§|(B = 0098, t-

value = 1894, ns)i THe|=0f OjX|= F2ko| F2|O|SHK| giot

H4 = XX E[X| §£/%D, QUX|H AME|B = 0557, t-value = 10291, p <
0001y THl=0 F+)2l Relgt &2 DXz AL=E LIEHL

H5 = X|X|Z[ALCE

OjX|= deE 245H7| fItt A2
0328, t-value = 5265, p < 0001)2F 21X|& A2|B = 0366, t-value =
6462, p < 000N 25 22t 72 =0 F+)2 Rolet s
O/Xle A2 LIEHLL HE 1F H7 2 X|X|Z|RACt

442 =20137| (B =M

R3] (effect size, P) 242 SEHSSO| Y SEESFSC
A5

AN ZutE M-HSICE (Chin, 1998). 1 27|&= 35 (CH), .15 (&), 02
@2 Ml 7|1E2= BREICt (Cohen, 1988). Appendix 4 OlAl E&=
HiQl 20|, =EHs0l FHEAXMEL, 78, SNS)0| S£H4=0l

HEH dzlet QXY (0 OXl= 21 37|= fStALE A2

Ble A2z LEHRXR 48X A27F X =0 ojXl=

oo
237 0882 2 O 37 LIEtHCL OX%ez, QX
ME7F FHolzet 22t FAHEeE0 bfXls =Zah 37|=

02411} 0107 2 LIEIL} 7 Heo| 57+ A7|2 =HOICt



9 Meiyu, CHAO, Yen Yoo, YOU, Eun-Jung-KIM / Korean Journal of Franchise Management 13-3 (2022) 1-15

Information Sources

Advertising

188 (3498*7) N,

.106(2.808**)

.-

A4sz229n -7
’—’
-

t =" 03a(0579%)

**p < .01, *p < .05, ns: not 5|gn|ﬁcant
Solid line: Significant paths

Dotted line: not significant paths

Affective

Cognitive

.098(1.894ns)

WOM
Intention

trust

557(10.2917)

685(21.115%%)
328(5.265*%)

eWOM
Intention

trust 366(6.462*)

Figure 1: Estimates of the structural model (PLS)
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Mfnzo| Wee £ 4 s 2H Mol HEH
ma|Aglas S
5.2. 52X AIAMH
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2 o7 o4 HRCO| HEUH VWAL MAIY O FLIb 0| HEUH 2 FAT RUXD YUtk ol B3
OfLIZ} QA7|ie| nZpa|E 2ot XAHALE 7I0|EERIS fet  AF0M= YEAM FAE M ot 2 YEHAN EFS
HEE AAEE HAIRCH T2t Aslor g Zi0|Ch O E =01, Kwon, Kim, Lee, and Ryu

MW, AA7|He BAHE 7Y FEY RN F10 22 S o212 Aot 20| FEAUMS EFE THY, €Y, REY,
HMY| sjM 0o MBS =0|=8 L2slof oirf nAS2 A0l S22 FE5H, AH[Re| ZAFA QXH EjE, d2|1
7|%0| M3dts H1E Sl oiF AEZ0 Ciet 2SS SO0 OX= Y2 24 o= At
IHM A2IE Fgshr| W20 1Z40| oftet HEHe| FUE =W, 2 97= AMTH EBUEE Oz FHEHL
M@S=XE mfste YEHE HMSSHOF oHCf tEpt aZo] OO ot HAE TASHRACE 0|0 EE MH|A MR
Mz o w2t ZHOIX|, DIEjo] &1, BE2M, TX| § CiYst a3 ZAnE HEII|o= oz Fol ULk mEtM =
OHMIE 2&3t0 nith =X &2 AreXQl HRE MBoH  AFR0M= S8AMH[2, E3AMH[2, 2EME|A, oz MHIA &
DAL ST YHS LD T2 M| T WS Bt CIS MYROIN BE Jhst HEYM 97 N 5 o
HIE&S Y &= A0 MZ|=7t =O0FE Zi0|Ct E W2 20f0f HRX AAFEE HlSsoF & Zolct

=W, 2A7|gel RN F uA WY, 715 A X,

SRS FH, NS 52 Sl FYE AU27t 70| = ERIoi|AH sHE
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Appendixes
Appendix 1: Measurement model
Constructs and Items Fac_tor o C.R AVE
loadings
Advertising 0.909 | 0.936 | 0.786
Radio advertisement 0.864
Text advertisement 0.895
Email advertisement 0.915
Flyer advertisement 0.873
Internet advertisement -
Website advertisement -
WOM 0.783 | 0.859 | 0.604
Family and relatives 0.815
Past experiences 0.771
Friends 0.777
Fellow workers 0.743
SNS 0913 | 0.938 | 0.792
Twitter 0.860
Kakaostory 0.884
Band 0.918
WeChat 0.897
Affective trust 0.880 | 0.917 | 0.735
I would feel a sense of personal loss if | could no longer use this food service )
brand. *
| can talk freely to employees and/or manager about problems | incurred while 0.840
visiting the food service brand and know they will want to listen. )
This food service brand is not only interested in selling me their products, but they 0.849
also care about their customer’s emotions a lot. )
If | share my views about this food service brand with the employees, they would 0.896
respond caringly. )
The employees display a warm and caring attitude towards me. 0.844
Cognitive trust 0.862 | 0.906 | 0.708
This food service brand approaches their customers with professionalism and 0.834
dedication. )
Given this food service brand’s track record, see no reason to doubt their )
competence and preparation for the job. *
I can rely on this food service brand not to make their products and service 0835
unpleasant by careless work. ’
Most people, even those who are not usual customers of this food service brand,
0.844
trust them and respect them.
Other people who regularly visit this food service brand consider it to be .
trustworthy. *
If people knew more about this food service brand and its background, they would
be more concerned and monitor the quality of their products and service more 0.852
closely.
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WOM intention 0815 | 0915 | 0.844
I will recommend this service brand to people around me. 0.926
I will speak positively about this service brand to others. 0.911
eWOM intention 0.905 | 0.934 | 0.779
I recommend the food service brand SNS to my friend 0.863
| often talk to people about benefit of the food service brand sns. 0.899
| often introduce my peers or friends to food service brand sns. 0.911
| actively invite my close acquaintances to join brand sns. 0.856
* [tems were removed during measurement model analysis.
Appendix 2: Fornell-Larcker criterion, mean, and standard deviation(SD)
Constructs 1 2 3 4 5 6 7
1. Advertising 0.887
2. WOM 0.308 0.777
3. SNS 0.816 0.238 0.890
4. Affective trust 0.340 0.272 0.323 0.858
5. Cognitive trust 0.310 0.306 0.295 0.731 0.841
6. WOM intention 0.066 0.406 0.077 0.506 0.629 0.918
7. eWOM intention 0473 0.291 0.462 0.596 0.606 0427 0.882
Mean 3.16 497 293 4.62 4.91 5.32 44
SD 1.64 1.16 1.69 1.22 1.06 1.1 143

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 6 7
1. Advertising
2. WOM 0.361
3. SNS 0.895 0.276
4. Affective trust 0.379 0.319 0.357
5. Cognitive trust 0.348 0.365 0.327 0.838
6. WOM intention 0.073 0.504 0.099 0.595 0.748
7. eWOM intention 0.522 0.341 0.506 0.668 0.685 0.495
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Appendix 4: Structural Estimates(PLS)

Paths Estimate t-value p f2 Results
H1-1 | Advertising — Affective trust 0.163 2.280 0.023 0.010 Supported
H1-2 | WOM — Affective trust 0.188 3.498 0.000 0.038 Supported
H1-3 | SNS — Affective trust 0.145 2.229 0.026 0.008 Supported
H2-1 | Advertising — Cognitive trust 0.018 0.295 0.768 0.000 Not supported
H2-2 | WOM — Cognitive trust 0.106 2.808 0.005 0.022 Supported
H2-3 | SNS — Cognitive trust 0.034 0.579 0.563 0.001 Not supported
H3 Affective trust — Cognitive trust 0.685 21.115 0.000 0.882 Supported
H4 Affective trust - WOM intention 0.098 1.894 0.058 0.007 Not supported
H5 Cognitive trust — WOM intention 0.557 10.291 0.000 0.241 Supported
H6 Affective trust — eWOM intention 0.328 5.265 0.000 0.086 Supported
H7 Cognitive trust — eWOM intention 0.366 6.462 0.000 0.107 Supported
R? Q?
Affective trust 0.154 0.137
Cognitive trust 0.549 0.134
WOM intention 0.400 0.073
eWOM intention 0.417 0.191
** p<.01, * p<.05




