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Abstract

Purpose: During COVID-19, consumers prefer social distancing or contactless activities for safety, and hygienic condition has become
one of the most important factors in evaluating restaurants. Therefore, this study aims to investigate whether offline/online word-of-
mouth is affected by restaurant quality. Research design, data and methodology: The data were collected from 480 consumers who
had experiences of visiting a restaurant in the past 90 days and analyzed with SPSS 28.0 and SmartPLS 4.0 programs. Results: Physical
environment and menu had positively significant effects on brand love, while employee service and hygiene had no significance on
brand love. Restaurant environment, menu, and hygiene had negatively significant effects on brand hate, but employee service had not
significant impact on brand hate. Brand love had positively significant effects on offline and online word-of-mouth, and brand hate had
negatively significant effects on offline and online word-of-mouth. Conclusions: First, restaurants need to develop a pleasant space
where customers can have emotional experiences. Second, restaurants need to fulfill customers' desire for global food consumption.
Third, restaurants should ensure hygiene and safety to prevent customers' brand hate. Lastly, restaurants need to establish offline/online
word-of-mouth strategy to identify which restaurant quality attributes influence brand love/hate and offline/online word-of-mouth.
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Figure 1. Theoretical framework base on SOR model
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Offfjer M= AWM, AZO[Lt 17| E EXs| 2lsty,  THAO] Ciet N9 45 XEO0| ZEL} (Lemon &
MrHZILE 71HS

sk 3QF Qe gl A =0 Verhoef, 2016).

IBHEICY, Y MHA E s Hiks MH[A HSAet 02
COVID O] A=oM FLat OpA3ol AREE2 7ol ofel ZAIZ FJolEICH (Browning, 2006). A{H[A
COVID-19 2| gtE E0l= O 7|0fsict H0|3 ot2, dEs2 22 Y, Zag] A Ef=2 n0|AH MHAE
=4 HE2 53 HE 7t WISk Aot g = UCE MH[A dF2 A
aagol w2t D@ 21t O =ehofl Chet Iy 22| 8 AMH|A dEaot 9 o MH|A dF5eE 2RE
o2 ZHFEICE AH[XRe| #HEO|AM, ZHRl2 AAF = QCt g pdEE WSS AFel LFEHQ
Mo ZIMHE & AL s AAL, dEdES  fEolLt AR AY S dnp EIF gAlap 22 XX
ALE%H 20| &2 HXT| A0ojoF BICt ZAM0| BAIE HAE O|F0|M HIREICH (Tsaur et al,
AH| CHAO| =2 MEE|= ofgt &X| (Of: i F=H| 2004). Raub and Liao (2012)= 9g W & £ bt
B)7F AL OE S0, 21717t AEE W 58 |82l  MHA HutE FHgtEl ZHFE HdY A MHA
2 Y32 SARS-Cov-2 9| NIt 7t5 g = Hiojg|Aa  AJREE M2 HFE AMH|A HAE AHESH A
S HRATRO| CHSE LAl Ot =X| (Euractiv, 202002  A{H|A HUES =Stz A2 FHE|= AMH[A
2 f2EZ A FHHHEZOAM AHOHQL 7 @ AZ2E YOSIRUCL I 2 MH|A dE2 SAEQ
Hag2 Soetich agLt olzfst =X|= afehH 92 a7 AE 2o 2HEEE 29¥ dsS
SHE FLREX Y=Ch £ O=F0M 71 2 LIEFAHCE (Tsaur et al, 2004). F7F Y&t L= AMH
207 27 8 |7 75 A B YR ST HAME oA MH[A #ES2 MH|A HSO| Cig Xp7| A[E,
LHSIACH (Reiley, 20200 O J&Ql AJUSEZ  F7IH X[, 02 XAl FZolzte & = Aot
MD7|0A Hio|2{ATF MHE Z40] OFHO|= 278t (Raub & Liao, 2012). Law et al. (2010) X Burney et al.
COVID-19 &g Hg2 ERS M, 22 E/UCL 20092 92 W X g o A=S =0 st 2J
COVID-19 YO Hio|2{Ao| &S gutdeoz  dufo| HL} ENZHO|1 ZatAQl 7|02t o3t
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2l 37t W AR 37|= HIO|ZA (Of, SARS-CoV-2)2| 2.3 HEC Ajzta} Haic
SEE RIH o2 Kote &= ULt (Dietz et al, 2020).
2.3.1 BEME AlZn 599| 47t 4H
2.2.4 gl MH|A P7HdEe 3™E ™ 2E™ Ol g
ol MH|AE MHA ®A AMO|AM AMHA ZZ0 AL = HENE 9|0t (Jonas et al, 1997; Cui et al,
Cfst mzZio| X|2tS Axtwslst= O sHAlMol oste  2015) YPHE2 A CHoll AFEls BHE, AME, 278
SICE Berry (1995)= Zllg E3F Z™EQ M2 Es SAS A= SAM Z= d2l® dejo|tt
ABo| AEL MHA ZZEO| AM 22E M| (Conner & Armitage, 2008). 142 BAEZS YESIT
st sHAl M2fo|ztn SIQUCEH AMH|A Aol 1z FEE 2P AN 28N 27 S8 de
O (Foi/2H H®, FO§ F, F0f )0 e oy UL AtEar HE Atolo] ZFHQl AR HEFQt
HMAO| mBtEICE O3t FAEOl= CHUSH AMHIA B2 AlO|Q Zst AMME Z29 AMYel kg2
g = QUCL MEtM SXE2 SRE FEH|
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2RE AL Bryson et al. (2013)2
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AHHOILE AHZO CHEH Skt AHE2|F7
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[IJ|[L|

Rosario et al,
SR I

(Shankar et al, 2020). 1= F
Daum It Z2 Q17| AFO|EO|N 2|7 HEMS 22 =

oo} i T0f AHS LRI

T2 Instagram, Naver,
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3. A7

31 H2EY FFHO0| EYME M F20

o gt 07 AH2 YME GZES ED
HME oA (AtEhE FAA|ZICH (Bairrada et al,
2018). ERHE At TEEDE AH|XPIF £F BHE0|
Ofsif z= TAM=o|m FFEQ ofgel HEE=E

M O|=ICt (Carroll & Ahuvia, 2006).
Xl

MEAS deig I 042 o 2 7HKE

Mo
| ACEL M2t B2 HTE (eg, Lee et al, 1997
Lee et al, 2008; Ryu et al, 2012, Samdan et al, 2018)0|
M=, ojgel 28 2Hg, tiw d, A MEx
Se no| LMoLt BEW e FHo YyS
K= &2 RS0th 28d OE2 7t
wg m Lals C2 3H WE
=M 2o[0f 2EOF otits 2F S =

(Kolyesnikova & Dodd, 2008). [2tA B AEZ0|A

H3Ele SEE o, o, ¢4 2 MHa 59
BAaEY FH2 1o IFY A AHe=E
LIEtE 4= QUCE OE =0f, Samdan et al. (2018)2
Ftmo] 2917, BE4Y, ﬁi‘.‘ 50| nAotR0| S
O|XICtD SHUCE Lee et al. (2008)2 =X £9|7|, =&
ME HAM MY S92 FHAAoZI Aol

SEEA 2ol EIIﬁtlf Yeks OjACt st
= S0l M |EH7r SEEH DHESH
2 2t ASH0] L
2 A EICH (Oliver, 1980). Er%él HEZof CHst
4

S
oo
symel I PEe =S FEne =g

o =
iR
noo
g

rir

ﬁ

ok g

[
-

Al

2008; Ryu et al, 2012)dt2
022 2A7|RYel =E2|H g, Uﬂ% S
LX[FO| AH|XLS| S(F)

ATO0M SUEF2 BHE STt Ee
Li2td SHRLCE Lee et al. (20092 1240

9l
SIX| Rt EUMEE DHOZHE HE

4T of
Ot

El oo

|Z 9l MHIAZE AISH S 7|CHX|I2 AF|

10 O] AFHOIM AH|RHE XHAIQ] 7|EH
A LA EICE Bryson et al. (2013)2

\'Ozr

|T

I'II'
0 o

%o
=

S

= 4> ox
[N FHY olr

=2

2 1o

ol N

-IH
o7
B
1o
ﬁ
_I:
L
Q
S
o
L

a o —
Sty O|F A[X[giCt. arA &2 Ao, AEF0
Hsote 28 52 (=28 248, oiw 4 A
ME|£)0] 12 ”9| HAEYO O Aldar 32E

H1-2:

H1-3:

H1-4:

H2-1:

H2-2:

H2-3:

d2 B AR
gek= 0jE Aolct.
HAEYel AU MHAE EME

HAEO| Bl SUE F0| £()2|

O ZAO|L}.

HAEo| e HAUE F0 £()2|

O ZAO|L}.
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I
™
D
=
|>
Hm
o
10
ikl
Y
R
o
| >
rr
|T
rI'IJ
N
ol
to
k=
I
To
T
L
[N
o
i
rl'LI
futn
e

AE &dAIZ| A0

MZE Z7|A SHCH (Reimann et al, 2018). 1ZH-

dg2 0/& Zolct Hi A1
2 Aol ™A mAOf Chst Si7tof M=,
3.2 BEYE AFO| X (=2l fM  wac Az J|E DA} Qe HBMCUF A
o|E, 22l ™ o|E)of O/X|= FE AL£Z D 0ol 72N J|HHE P 1 HdEC
(Finkel et al., 2002; Grégoire & Fisher, 2008).

e NEE MHAE FAEE O, o 2 THKIE BHE ZE= 3O 3 B4 FF WSO HHE
QIMGIHH, Ol 378EQ o= WSO &OBICH Kim &  LiEIL= @& HEPOICH (Johnson et al, 2011). Reimann
Lee, 2013). O|Z2 Zhang and Yang (2022)2 1Z40|  etal (20182 £HX QI ZFat nzio| 2AX Ol 7|CHo
BHEE MESHH ZE AQ HEn 22 WSS Cfst "z Qlst J|che] 2YX|7t HME HjAo=
stz oot Zdab YX|Eich Y8 AFRE (Carroll &  O|OTICED SFRUCE Kucuk 2019y EME & OHE|
Ahuvia, 2006; Batra et al, 2012)= 2 E AtRO| 1S BT gsnt ol UCtD SHch SEEQ
ol=zst= o 3-AQ JFES O)FCHs AMMOl ZEo=z O[0X|e AH[A HIIE Z3st 17|
ASBIAULL Kim et al. RO10)E 1Z§ A MHA  ZQZ LIEfLb= gtEE ZEHS M A|F|7| [ 20|C}
SHO0| ™A At O B2 HES K= /20|  (Johnson et al, 2011). HEF & AH|A0| CHDH S0HF
0Xle= S F2XHCZ Ojfsictn stoj 0zf gl AMijet 2 HE o Q019| 2tofA] Lp
Aol LT 37¥N g2 DiRicte FYSIACL  ZYo| BHE ZRE {REE £ ULt (Hegner et al,
Dam (20200= EHE M2 A oz0o FEdS 2017 F, AH[XQ| EHME FZ2E O0|83t= A2
OjXICtD SlACH oot Z2 MAMAHAEZ HIEO=Z IOty Qmztel 3 224012 E8j| Lt 0|0f7|st=
Ch2at 22 7HE50| 28 &ALt ML 2l0| ZICt (Bryson et al, 2013)

ojet Ze MAHAATLE HESE O3 Z2
H3-1: EZHE A2 meatel ™ ozo| F+)9  7HEE0| HEE AL
g2 O/E Zolct
H3-22 EIE A2 22120 ™ o=of H(+)2 H4-1: E3E ZoL omaiol 1AM om0 ()9
g2 O/E Zolct Fe2 0/E Zo|ct
H4-2: EE ZE 22fel 7™ 9oIzof F()e
3.3 Hilc ZFQ7t ™ 9o (2=zfolu} gat= O/A Zo|ct
22teho ojXl= B

sae Zos wmmol esjoinme Zaw ox 4 EAMEA
H-E2 =2|Z|0f ZtCH (Bryson et al, 2021). E#E
xoo Fme wmmel TH 2o wom go, A1 HOE FE X BEFE
BYE oo, ¥ EWME FSHEICH (Gunaydin, & Yildiz,

2021). HEE H&S no| oMo 2HHol HHS HO|EE= 220 MEXAL ME 7|&e =38 Hot
IHEdE & A2 3 7HE O|Liel 24 ZAHXIEERH

S8 15 LS K| B BHO| AAIE FHH
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= FEX 4H|7F 7kstt 20 M O]
2 2SS Y2 HiZL S
He =St 2+E 515 & %
EE 35 8o E@2X|7t MLl 480 £
O O|8=IRUCE E& ZA= 2022 H 6 &
2 30 YMHK| & 50 Y 7k AA|E|RACE

MYATLE (Kotler, 1973; Baker, 1986;
Bitner, 1992; Edvardsson et al, 2010)2 &xst0] B|AEZE

LHOJA DZHEO| AIA} ABS & & 9= ©

ol ™ QA

=t 2215 370z Hosigon| 9 ) ¥soz
ZYE[ACt Hres MHHTS (Namkung & Jang, 2007;
Ha & Jang, 2010; Liu, Lee, & Hung, 2017; Seo et al, 2017)2
=S ZAE™O| MSots 24 BE B7I0=
R42M ¥ 25 M=ol 2FHM FHolxA2H, 6 74
stEo0z2 ZH™EALE e MAATAE (Dietz et al,
2020; Euractiv, 2020)2 A=t AEZO| ZHHH
oge fI 2y #s 3 FH| B2
Hol|ACH, 471 2=22 FHHYEIUCE A MH| A=
GI7'= (Browning, 2006, Raub & Liao, 2012)2
tof Z@el o) Chet AMH[A FH|QE EfE,
ool M2 Fo|x|UrCk

C Al 2 M#AHATE (Sternberg, 1986; Fournier,
1998; Lastovicka & Sirianni, 2011)2 & X510 1ZH0|
AEZ0 il 2= of, 718, 28, 22l HE2

JEiS|

r_to

r

OF

SH
=)
PR
|

B

oot
r

k!

=

:Lx'|X'| OHXI‘EE ~ OlEl J\A—D:i 10 7H g%gi
EZYEACE EHE ZoE MHATLE (Hegner et al,
2017)2 &=stof 10| M AERO Cis 2= EZ,

Hojg, 3f BT £ Sat 20| AFEol BEEH

OfEto= HOo||RUoH, 67 &=o2 JFHEQULCE

Qmael AXM2 MAAHAE (Barreto, 2014; Kucuk,
X

2016, Mahaputra, 2021)2 Z&=stoj 1Z0] FH
ARHS0A HAEEE Y M £ ARSI
St FER Folzen, 2 /| g=Eoz2 FFE ULt
2etol 1™ oe s MHMATE (eg, Duan et al, 2008)=
EZSHO 1ZH0| FH ARISOA HAEZS SNS &
=22telg 85t =8 £ ARSI} e EE

—
ol 47 g=2= §’SE|91EF.

0

SHEAH 480 Foj| Cigh YEHE £442 Appendix
2ot B, o (17%0| Fd 483%=ECt <
o, 7|2 (556%)0| 0|2 444%)=ECt M2 A=
LIEFSICE AHOHE 30 Of (340%)7F 71 BULH,
CHS o2 40LH (27.3%), 20CH (25.0%)2| =22 LIEFRLCH

g F=F2 49N ek B (594%)0| 7H& He

o
Hes 59

1 1t
or7}

—

Creoz (152%), 15y E¢Y
138%)° =0lct. & Hod 252 400599 2 ¥

(

(300%)0| 7}EH Dotom CrHeez 200-399 Tt &

@7 600-799 Tt 2(206%)Q] &=OZ LIEFLICE

7%'%1% “EI/AF"" 429%)0| 7t Hony, Ctge=z
d 90 FH 81%)°Q =22

SEAC| € & 0|8 vizes & 1~22 806%)2=
7MY 0| LENGO, CHEO2 € 34 3| (140%)2
LIEFRCE 0|8 Z=HE 7IF AlAb (656%) SEHAH=
71E5/E1H (546%)0| 71 W2 A2 LIEHGCH
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52 5¥2E gt

ATEeSof tiet Mzl EtddE Eotoh| 2ot
E2YEM0| SmartPlS 40 Z2IYWEZ 0|8}0]
MAIZ|QACE X, Appendix 2 OfAet Z0| Z
ATEERIS0| CHR Cronbach's o 2°F SEMEE
(composite

reliability)= .863 - 947 1} 907 - 955 2A{ Zt
AFERIE2  AMEE7F ZELRnE a2 A
M50 24t Qflo oiet mEEst QANX S
(standardized factor loadings)2 5 O|&SZ LIEIL}
HBEILE  (convergent validity)0| ZHEE[RACH (see
Appendix 2). 12|10 Fornell-Lacker 7|&& “_11% A1,
Appendix 3 OfAMet Z0| Zt AFERS2| &
WUS0| AVE FUsEECt Hot E%‘t SOI

Hoz o £ QICt HESH AMmA4 Zho

i
g
a2

rﬂ ot
HT

A
ox o

EM HIEE LIEtLHE HTMT (the heterotrait-monotrait)

20| 900 ErCt Zfot THEEIFEOl Us A=
LHEFS Chsee Appendix 3).
5.3 SSHHmo|o] "7}

SEHHEO| (common method bias; CMB)E Z0|1

Bort7| flstof XM SAH 2L -Ol 0|%E|91
C} (Kang et al, 2021). EXIE 22 Cha1k 2L 1)
H2X[2| iR 2o 2SS HOILZ| /50 APz

—

APZE HAEIRICE 2) SEARES] 2l+&5 =017] ¢/t
H:H | = ElAAEI' :]-El—l— 3)

2)
of d+=X 428
ME AP A| ARES 0
StHO| MAIEX R=F
Kock (2015)2| H|Qtofl Cit2f, v
240] 33 O[3I2I7H7t M AN
1.002 - 26412 Het 2491 33ELCH 20} CMB= &H|7t
e Ao LIEHRCE

-

o

| =A0f m2tM 42220 3
SIRICE SAE HIUR2
VIF (variance inflation factor)

ACH 24 2t VIF ¢4E0|

5.3 2XDHHo| Iy}

T2YS HILSHI| {/5H0] PLS (partial least squares)
O|238}= SmartPLS40 T2 10| AFRE[QUS

t 7|22 HIIE|Ct (Tenenhaus et al. 2005).
KR, 2AHHEQOl (variance inflation factor VIS
0|83ty Cts Zickst Ant VIF 210l 1.002 -
2641 AtO|0j| Aoz LIEHLL 7|1F grel 5 RCt
Hob VIF = A7t gl ASE LIEHRCHL =W,
L H4=0| HYFHZ LIEf= R2 O
OlsiA O|FHT=IL THEEEH, 2 HF0Me
HEE AHEO| 397 (39.7%), EHE Z27} 133 (13.3%),
emalol ™ 9|7t 478 (47.8%) 2|1 =22i2l
THOIZ=TL 251 (251%)Z Falk and  Miller(1992)7}
AR 1010%) 20t =4 HELE 2X7F 21X %=
AOE LEFRLCE

[

o
oo 1> re
mo

10

|-k|

2
o=

52 of
] fir ° F

]

bR R

or OEF

oHH, Chin (1998)2 Mol 37
71ES 67(Z), 33(5), 19(2HE NA|SH| = SHALCE AR,
WXEEE 5542 ’5%‘3}5 Q? (construct cross-

validated redundancy) @t (120 ~ 381)0| 0 0|2 =

oLT= oL T=E =
OlZHL=7t SQI[RACE IR, ATFZHO| EE.L*’%*O._'
Ol58S AMYS= SRMR (standardized root mean
square residual) {0| 094 2 7|& 2t 1.0 ECt Ko}
0y Mot EX8le A9 FE LIEFRCH (Hair et al,

1998; Hair et al,, 2021).

54 7t2 43
7t AZ ZDtE= Appendix 4 @F ZCHHT 2 BAER
SEO0| EH¢HE AE0| OX|l= S ASst7| St

El
Z0[C}. &4 At ofY 28 (B = 248 p < .001), M
(B = 286, p < .001)E EIME AHO SAXSZ oIt
Y (+)9 IS O/X|Lt, oiE 2/ @ = 093, ns)it

o
HE B = 109 ns)2 7ol S OIKIK| HRUACE

—
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M2t H1-1 12 H1-2 = HEEJ2LE, H1-3 1t H14 =
7|2 AL

H2 = B2EZ EZ0| EIE 20 0jX|= &S
A35t7| fIet ZAO|Ch 7|CHRb H2|, DY =E @

= 348 p < 0012 & (+)Q Yoz Fgg 0K He-
S J|Zg|Qict 2|2 M5 B = -074, ns)E EHE
"QOH olet & (e &= DIX|X| O}, H2-2 =
7| ZtE |t Breof, O M B = -245 p < .001)1t
A B = -155p < 05)8 BYE 20 Rolot £

= (Rz=apelat
ol oXl= Fgs A5 et Aot 24
S malol L™ o B = 635 p
< 001t 2IEEIRI FFO|Z B = 414, p < 0010
7ot @ (12 d¥E OX[= AL=ZE LIEtHCL
kA H3-1 3 H3-2 = AHEH | QICt.
OX|ate2 H4e & 23S ZQJt PH oF
(zZztelat 22Hehof g2 d3st7| flet

o
ZO0[Ct =4 Zuf, =2

u = T
a
>t
rr T:

rr 0Q

< .001)0

fost 2 (ol F¥2 OXE o=
LIEFSHCE, [H2FA H4-1 3 H4-2 =

6. A&
6.1 O|2X AIAPY
2 o

GTe

& Srivastava,

o O|2H AlAFE2 Cr3ih 2ok AW, =
CEMZHE0| 2 (cue utilization theory; CUT; Purohit
20012 0|83ty IZAE COVID-19
ARl IIEZEO| FAAIE HMA[SHL, BAHE
Atz 5@ 2|0 2.2Zg1ol Aol XA
HAE AT EN AFXED HEXSAH 553
O|2X SEHEZ HMASIAUCL 2 AFel A= S2(E

1A

riok
ox
=
3ar
do
0=
[
i)
&l

bal
o

e 20159 UWEEEO|
B™ME AWM 32, 12|11 2.2z 2.2mE0l
T 2=50| 0[X|l= dg2 58 A=20002t= A2
XAISHO] SOR 0|22 E=t AIZICEH
=N, 2 7= SR 2.Ztel ™ 7to
ZHAOl UAOIM E™E AN FR9| OjvfIE S
SA0 ABSIUCE EME AL F20| ZHEE
MATESES OREE Al ZRE WEEe=
ATSHY AtZ S29| SIHAHEE SAI0 FESHKA
ZOIRUCHE CHEO| QUL 2 AT Al 529
g2 SAI0| EBSHY Hal21b (trade-off effect)E
=HSIRACH= FOICE ol2fgt A= 38Xt &EH
48 20| SA0f HE|O{Of Stit= MAATS (e,
Lee et al, 2008; Yang & Mundel, 2021)2| Z 1o} YX|=ICt.
MztM 2 7o Zike 1ol UFA oS
LIEfLf= AR B2 T O 0I0] dijHez o
585, AEHotN7|= AERQIIXE  IHSHRACE
Ol 2tFo|M, & Ao Zit= EME0| ot 124
dH2 BME oiFMEhES SYAIZIEtD A
Bairrada et al. (2018)2| ¢4t ETHE2 EHE 27t

)
LS »el F Sttt ALS Bryson et al. (2013)2]
ATE X|X[BHLCY.
Opx|atoz ch
olze

rn
rx
o
e

TE0 Hel, &2
0|838I00 ZAE COVID-19 A|CHO
k=1

A= SOR
|ﬁEEF

=

NSO 7 EE5S 22t eEeelez AEIHY

OjgS2a a4 ZEH Oofxfol OXl= Sgd=

THECZ EMRACL  2H|ASO] OE S0

uapel L0 B 250 2mapel T

k= DXl R/USO| FAUNE Liefsts A2
E

COVID-19 A|C{ 2O A Q| AH[XIS| @IZ2}Ql

H
[>

ro

-7 o|eof 222l #He] S2E0| Lot &=XS
& = ULt O|E+ HEHOM = Ao Alt= HAEY
ASo] # olQof gxLt O S
o=t g&8E & ULt
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uA42 HEULERRH 7|YdFEd = MHIAE S8t SRS JHXs MA Cfeh YAEd FFE2
A T 2EHE AR dekE e o+ AT CHE AOICE Wt = APoME HAEY EES
CHAM, E2HE A HHE s zapl  2Hy HYAAE & + UAs A5 Y Y220 ool
T 22k POl IS ojAChE 22kl 7Sl Oojdur 22 dg HAEZYES FEsio] drd
dot == zelQl fHEL wan F-ASH Eeoh bt FFH0| dEtd AFE 2B
SiE o ACE B2 AESO| Y2EF0M MME g YAEFS Hluske A ERoI
SHHAM SNS Of ARElo|L Zgs Yz=Eotn U4, SR, 2 A7= ZAE COVID-19 AlTHel AEE
ojgfet AAEZE 258 L7t B = 7| WE0ICh S gtk 8Lt covip-19 Mool 2 A

=
A RISERD COVID-19 7F OFF ZAEX| @2

et 2B OAHEHS2 MY WMo 52 22
O ZME|RACE [MEtM g2 A0 = CovID-
Al

o
T O R00] HAUE A S0 s
E=1|PN

O Aar 2efelnt ematol fHo| Feks OlXl= 7t 19 7F JAE 2, €F A[Z0| Xt 2o HAEH
oot G218 ZALE Sotd JHdst=E stojof & RS ate 27t ot
0|}, CHAm, 21 HACHE=Z Z=  Z280|  X0|7t
UETIE CHEREHEA S 018310 SA ATt J2iLt
6.3 A7 SHAE AU T A7 L den R €8 F= 20 Refet X0|7t
ARSLt LFet mEHS| XO|7h LAEX] HUACL
AW, = A0 ZAE COVID-19 AlCHO| B AERE M2t gs AfoMe J8nt AYOEol Xo|g
SEOI| chell ATERUACE = AN HAEY FE2S FEY = Us ZAMAZE o|R0E TRt Ut
Aol Aot CHE Zntz LIERHCE =, YAEY olE W AL2|2E 0|83 HEMAE S3to] MY,
ZE2 AlUiet =tZ0f ot ch=A LiErHCot g & olf ¥ Xjo|S 2T QIS 0|k
RUCL OFEJIX|= COVID-19 7F &&sta U Agoln
I OIN| =Hitz|of W9 d”o| Xl OffE & £
gict matd A=zup WH Y B3 ozl alasy  References
Z2O0| oot B W7t HRSL, _ _ . .
= L o o oo Ab Karim, S., & Chi, C. G. Q. (2010). Culinary tourism as a
=N, 2 A7 d2XAF JE 729 =28 2ot destination  attraction: An empirical examination of
- = destinations' food image. Journal of Hospitality Marketing &
2710 MERAIE Al o L TJI7HO
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Appendixes
Appendix 1: Demographic profiles (n = 480)

Category Frequency (n) %

Male 232 48.3

Gender

Female 248 51.7

20s 120 25.0

30s 163 34.0

Age 40s 131 27.3

50s 57 11.9

60s 9 1.9

. Not married 213 444

Marital status -

Married 267 55.6

High school 66 13.8

. Two-year college 73 15.2

Education - -

Four-year university 285 59.4

Graduate school or more 56 1.7

Student 43 9.0

Officer 206 42.9

Sales/service 40 8.3

Engineer/Manufacture 37 7.7

Job Public official 38 7.9
Professional (Lawyer, Account, etc.) 35 7.3

Self-employment 29 6.0

Housewife 39 8.1

Other 13 2.7

Less than 1 million 1 2.3

100-199 million 15 3.1
Monthly average income 200-399 million 131 27.3
(Unit: won) 400-599 million 144 30.0
600-799 million 99 20.6
800 million or more 80 16.7
1-2 387 80.6
3-4 67 14.0

Monthly use frequency

5-6 16 3.3

More than 7 10 21

Business and sale 30 6.3

Tourism 25 5.2

Aregular meeting 20 4.2

Purpose of use Attendance at seminars or banquets 2 4
Family meal 315 65.6
Celebration 49 10.2

Other 39 8.1

Alone 18 3.8
Family/relatives 262 54.6
Friends 77 16.0
Companion Lover 62 12.9
Colleagues 48 10.0

Lover 1 23

Other 2 4
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Appendix 1: Measurement model

19

Cronbach's

. Factor a b Excess

Constructs and items loadings o CR AVE Kkurtosis Skewness
Brand love 941 .950 .654
This is a wonderful food service brand. 778 -.047 -.264
I’'m very attached to this food service 836 - 138 -269
brand.
This food service brand makes me feel 801 428 097
good.
This food service brand is totally 797 -168 -126
awesome.
I have positive feelings about this food B .
service brand 757 034 338
This food service brand makes me very 859 _374 117
happy.
I love this food service brand! .841 -.204 -.216
| ha\(e particular feelings about this food 781 015 -323
service brand.
This food service brand is a pure delight. .824 -.011 -.317
| am passionate about this food service 808 026 -279
brand.
Online WOM 911 .938 .790
| recom_mend the food service brand SNS 854 -179 495
to my friend
| often tal!< to people about benefit of the 909 54 -361
food service brand sns.
| often introduce my peers or friends to
food service brand sns. 909 -663 -231
| actively invite my close acquaintances to ) )
join brand sns. 882 1.051 045
Offline WOM .853 .932 .872
| would recommend this restaurant (or 933 368 -294
cafe) to people around me.
2. | will speak positively of this restaurant 935 347 -298
(or cafe) to others.
Brand hate 974 .979 .884
| am disgusted by this food service brand 943 1.389 1.551
I do pot tolerate this food service brand 996 1391 1516
and its company
The worlq would be a better place without 033 2993 1782
food service brand
| am totally angry about this food service 046 1803 1698
brand
This food service brand is awful .950 1.897 1.716
| hate this food service brand 944 2.345 1.808
Store hygiene .840 .903 757
In-store quarantine activities .862 -.513 -.229
In-store disinfectant .875 -.390 -474
Use of store disinfectant .874 -410 -.310

2CR: Composite Reliability
PAVE: Average Variance Extracted

(Continued)
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Appendix 1: Measurement model

Constructs and items IFo a:(:z:gs Cro:b:ch CR? AVE"® kEu xr(t:g:iss Skevsvnes
Physical environments 931 .944 .708
Wall decoration .845 .094 -431
Color .800 149 -471
Store props .845 153 -.502
Interior .882 -.015 -417
Burial decoration .895 .011 -.432
Furniture .841 -.333 -.253
Background music 775 113 -.469
Employee service .875 .909 .668
The staff at this store are neat. .842 -.213 -.469
er\;ts)tlzze'srg;nﬂployees serve exactly 808 279 511
Iggiiiﬁ at this store provide prompt 857 275 355
":Qle‘)]csl:ﬁﬁ at this store are friendly and 829 302 -218
The staff at this store care about me. .746 -.190 -.207
Menu .836 .891 .671
High quality materials 779 .108 -.297
Menu visualization .821 -.026 -.430
Standard amount of menu .847 -.392 -.272
Appropriate amount of menu .830 -.248 -.146
2CR: Composite Reliability
PAVE: Average Variance Extracted
Appendix 2: Fornell-Larcker Criterion
Constructs 1 2 3 3 4 5 6 7
1. Physical environments 841 .666 .568 .601 .558 .099 43 .61
2. Menu .589 .819 .844 .83 .646 .184 .756 426
3. Store hygiene 507 71 .87 .848 .554 .26 724 .278
4. Employee service 543 71 734 .817 .565 219 673 .347
5. Brand love 523 575 .502 515 .809 .156 716 437
6. Brand hate .096 -.154 -.235 -.198 -.042 .940 .302 .295
7. Offline WOM .382 .639 .615 .584 .645 -.276 .934 373
8. Online WOM .562 .37 244 .304 401 .282 325 .889

Bold values are the square root of the variance shared between the constructs and their measures (AVE). Bold: square of AVE, Above: Heterotrait-Monotrait Ratio
(HTMT), Below: Fornell Larker Criterion
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Appendix 3: Estimates of structural model

21

Paths Estimate SE t P Results
H1-1 Physical environments — Brand love .248 .059 4.220 .000 Accepted
H1-2 Menu — Brand love .286 .068 4.206 .000 Accepted
H1-3 Store hygiene — Brand love .093 .060 1.533 125 Rejected
H1-4 Employee service — Brand love .109 .069 1.570 116 Rejected
H2-1 Physical environments — Brand hate .348 .042 8.230 .000 Rejected
H2-2 Menu — Brand hate -.074 .060 1.239 215 Rejected
H2-3 Store hygiene — Brand hate -.245 .057 4.283 .000 Accepted
H2-4 Employee service — Brand hate -.155 .067 2.324 .020 Accepted
H3-1 Brand love — Offline WOM .635 .032 19.587 .000 Accepted
H3-2 Brand love — Online WOM 414 .043 9.591 .000 Accepted
H4-1 Brand hate — Offline WOM -.249 .033 7.567 .000 Accepted
H4-2 Brand hate — Online WOM .300 .028 1.611 .000 Accepted

R? Q?

Brand love 397 .381

Brand hate 133 120

Offline WOM 478 .388

Online WOM .251 219

Model fit
VIF 1.002 ~ 2.641
SRMR .094




