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Abstract

Purpose: Social Network Sites(SNS) have been grown up as a public communication channel consumer frequently participate in. Most of
food service brands are utilizing social media for advertising recently. As a result of SNS marketing, food service brands anticipate
positive outputs from SNS engagement and consumer brand engagement so that we need to verify structural relationship among SNS
characteristics, SNS engagement and consumer brand engagement. Research design, data, and methodology: This study identifies that
SNS characteristics have effects on SNS engagement and examines relationship between SNS engagement and behavioral engagement.
We conceptualize SNS characteristics as information quality, hedonic level and interaction. Furthermore, SNS engagement is composed
of SNS participation, positive word of mouth(WOM). In order to verify the purposes of this research, research model and hypotheses
were developed. All constructs were measured with multiple items developed and tested in the previous studies. Sample data were
collected from 433 online survey panels and analyzed by using SmartPLS 3.2.9. Result: The findings of this research are as follows.
First, information quality is positively related with SNS participation. Hedonic level and interaction have impacts on SNS participation
and positive WOM respectively. Second, SNS participation has positive effects on positive WOM. Third, both SNS participation and
WOM influence behavioral engagement respectively. Conclusions: The implications demonstrate that SNS characteristics such as
information quality and hedonic level and interaction exert effects for consumer to participate in SNS brand page. Meanwhile, hedonic
level and interaction influence on positive WOM but information quality doesn’t. SNS participation and positive WOM affect consumer
to engage in specific brand behaviorally as well. Therefore, food service brand marketer is required to manage SNS information quality
and hedonic level and interaction among members to encourage SNS participation and positive WOM. As SNS participation and positive
WOM increases behavioral engagement of consumer, marketer needs to incentivize SNS participation and look after situation of positive
WOM and respond swiftly.
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1. M2 22212 S 24 XA HEBH H2E + U= d=EE
XN2t0] Mz |2 2(Eighan, Peng, & Kandampuly, 2014) CHEEQ|

SNS & QIE{SIo] HIQFFQl Wt ShH| B2 AHXISO| Hojshs  AMEMPE A2 DIEOE F1o| M= ARESIL USHKm, Koh,
CHSEQl ARLAOIM g2 HEstct 248 Djcjols OPEZ (e & lee 201 RRE, ERIH, 72 S2& HO|AS, QIAEI0H
50| NS £ QIAlkIRlo] TaHol DY K2 FISSIHCHDPieto,
Crews, Gustafson, & Strick, 2012; Kwok & Yu, 2013; Sparks & Bradley, 2017).
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Blazevic, Wiertz, 8 Algesheimer, 2009). oHH FEEZ 02/ NS 0[&=
ol ojRlE E7Za HRLIE| 2|35 72l 7L NS §de=2
1eiE 287t Qo 2HRR= JANHEAHSS okl 2RE Tip
Mo|s FHEE 80, A|YS olb, 2% E10, HITIRE 27| 213

SNS 22HE HH|O|X| £ O] 2T {Martins & Patrido, 2013; Whiting & Williams,
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2015). Men and Tsai2013)=

s34l gL o=l 2S5 2242

Stehurg, 2015; Lim, Hwang, Kim, & Biocca
2-40|C|ojof TSt CHE2| HOE
FH Sl ABHE dE HAE 71 ASH /N E = HOlSHArt.
2H[RE BEHE FOj= BUMER| JDEE0M AXH, HEH,
+FEO2 ZHklz AHXC| EHUMEel TAE ORZO|
AEHO|CHHollebeek, 2011). AH[X} EME Z3ut AH|XL BOEs
EUME Hoo| [fopt Feks OX|1, HIE FOj= HUE 27
T2=0] Fek2 O] FICHTouni Kim, Choi, & Ali, 2019).

SHH SNS FOj7F NS gsat 3N FHeZ gEn|, BEUE
Ef=0f OXj= Fgk2 AT 2L HAgesheimer, Dholakia, & Henmann,
2005; Zheng, Cheung, Lee, & Liang, 2015), SNS #0jo| 10l 79|
ZAE S AH[XI| NS EHOP7h MEMOo=z HUME Cist
=2 Eojo]| O]Xl= F&o| ChSt St S|HISICE ot ARNo=
2 QAAIAK|ZE SNS & O8310] AH|X[o| FOIE M usk= O E
IS TESH| Qo ot UKL O1EA| NS & Sl 7(ge|
AS ZsI5H=X| 2 2CHDiPietro et al, 2012).
= 97= olfet M2l siEE fleh CHEE HABP|
/5l Algesheimer et d, R005)2| HTE 7[Hte= CIFsh SNS | £40|
2HIXIS| SNS EOfo OX|=
SNSEO{O| Zut RRlo= 717F510] SNS E0{7F AH|X}
OXl= Y ZARSIACL EESh A R|7) SNS
2H[XIC] SNS HOIE Mdta 7YXl BUE
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21.SNS HEEZX EH

HEAAH HdE 2E(Infomation System success model)of| 2[SHH,
MEEUN ALE B2 MEAlAHo| 08 Y olgxiel BiEm}
S AP 0 ZAEeZ JHel R ZEo| Mo FE
O|XICHDelone & Md.ean, 1992). HEEZ! X2l HEA|AH O|2XH
Cligh G720l BIHS| O8It & ATOMe= AH[XE2| SNS Fofof|
o2 Fe Qo= AREIACE
Z CHHRIeZ2  JHEsty  HE5h=

X

=2

02

SEEHS
THSHCE (Miller, 199; Zmud, 1978). HRZE2 Fehd, MAIY, 24,
A BTV 2R oY, ElE & HE 08P HESEO
CHel 7HKl= 850 HEO|CHMiler, 1996). [t SNS HEEZI2
NS £ S5l 22 Rl Chst X2 SH=ol2ta o 4= QUCh Et
HEEH2 FEUE, HEALH O|8ElE, FEAIAH 0|82k,
AlAE =80t 0|80]| Ciet S23%t 0= R2210|CHDelone & Mdean,
2003; Ghasemaghaei & Hassanein, 2015; Nicolaou, Ibrahim, & Van Hedg 2013;
Wixom & Todd, 2005).

M2 2 A A M| NS It HiSshe FHo| Fetd, Mzl
HAY, By, 2d Ee 2 YREEES YOIt HEo| Feld2
HEIF Hestn, Al feEk o2t on| Rl BE BHoh Z40|2k=
7H'EO0[CHWand & Wang, 199). 412|442 0|27t YHO| LIEO| 2=
Droto] FEO| Ciek =S 71K WFshk= A2 205t YRE
AEBl= SNS O|8%t= YRE =S| ffet AlZt FoZ Qlsy
SNS O| 20| CHoll -l E{=E 7HRICHKoohikamali & Sidorova, 2017).

FEo| HA[gd2 =t B=d| YHOIE &= FE0|t{Wang &
Stong, 19%). 22121 2|/OIM FEC| HAII2 X[ ZE Y= K&t
28™Moz ZHHE|0| QCHCheung, Lee, & Rabjohn, 2008, THEO|

Cl=o| R2EO|

o2t T

=8
G2 OIEAOA AMSEl= F22 HEJo|n, T OI8A
2o 2t EEFRICHDe Choudhury, 2011). JEO| 2FHE2 HEO|
St Fab Ho|E FoluWang & Stong 19%) O SL%
FEEFEO| 40| B2 (Sulivan, 1999) 2 OI8A2| X|ZtEl R-8-8at
g2 80 38N SE OIEICHCheung et al, 2008) M2t
FEEE2 NS HOo| ks DIE 7590l &1 YESE
HOL2 O ZQ7HSNS =2 Mo| 22| @7t & 4= I8 Z0|Ct

2

N 7HK|E LA 2HIFEE Sl 7 Els 2hd ] Al
dZ4y 7Kz FelElH, 8| AR 2ol 5 YHEE S
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A2 gt FEol Bt M2l 50| QUCE 0] T /=22 AH|XIe|
SNS o1t ZtEst =t 7| £ $HL|0|CHde Viies, Gensler, & Leeflang,
2012; Rohm, Kaltcheva, & Mine, 2013). HEO| £722 HEO| AH|7}
[0, S40, MOMA ARl FEE HEED SNS HEJt
S MISSHHH 11 8B = 78K|7t ACHLee, Lee, Kwon, Jeong, & Hur,
2019 O|8X[7}F SNS & Sdf| A 71X|E 2™ 08Xt= SNS Eo{of|
Ll 2™HE 0l Ef =S ZHA| =ICHKoohikamali & Sidorova, 2017).

Olet FAfSt 7HEC 2 S0|= FE7t Z0|QUCH QA= HEOlCt
ol E20|M 2HEIF F= S0|7F o/l FEX|0f CHet 222 = 0]
Fek= O|ZICKChen, Shang, & L 2014). 0|2t o] E&ot 22121 HE7t
THO|RACHD QIAE|H, O|8Xk= A4 O|C|ojofM O B HEE Qjn
SRSk A2 ARRSICHKM, Leg, Shin, & Yang, 2017). 222 =2
A= QAMYUA SNS O|8X7t delsk= &7, 7I1E S0l xHo|Q|
R NS I E4Z HoIRICt 22X R MH|XH= FEIt
0j24&o|1 S0|ECHH 1 oFat EME H0|X|E Z0I5k= 4dEo|
QUCHCoulter & Roggeveen, 2012 {22 SNS IEt™ EM2
AHIXFEC| SNS HOIE A == U £E2 $EHE2 MBS 2

Z0|Cf.

N

2.3.SNS A EHM

AB|A ZZ|(Sodal Organization)2 7{FL|E| 2|@ AtO[0f 4
= B, MSke AHFLUE LHe| THK|, i, EXIRt dasEol

Zlsto 2 HOo|=ICH Mandni, Martin, & Bowen, 2003).
A2 M2 A= AR|E XR2e| 72K XIRIQ| SHLtE AlR|H

ZE0|20|A AFRE|RACHIN& Lu, 2011 Nahapiet & Ghoshd, 1998).
AR|H HZEE BAlE MRS 12| CHRIBAIE 2|0[5t1(Varey, 2008,
Wang & Chen, 2012), =9} X}0| SEE|= *§=0|0(Tsai & Ghoshal
1998) AtEh 7t A Z3E 2fsH ARBE Altel & AEA T,
RS SHIE MH|AC| MEE2 ZXEICHGrnovetter, 1973). [[2HA]
22121 HFLIE| 2| 71| ARl M2EE BA= ARBE ALt}
A2l =2 HFEICHWang & Chen, 2012). 22401 7L E|2t FARRH
40| U= NS OM2| AlR|X HZEE BALZ SNS 2@ 7k
LA O Blz=et FTH T2 Z™EICHWang & Chen, 2012).

M2tM 2 H7s SNS 24| £4E QA2 SNS 08X 2te| A 19|
Ao Bl o] H- 2 FHO[SHAUTE SNS 0 M| ARl d2Ag 2=
71E, X, X|2E0| BAE [X[GHR, 2Rl AEIF 22FIoj|A
BAE P=SH= 22 K| US| (Blattberg & Deighton, 1991; Stromer-Galley,
2000) NS 2|RE 7Ho| dZ|et 2 S SRE JHK|, NS X|&
Ol82|=0f 378Xl Hekg FLHn &lu, 2011 Wang & Chen, 2012)
M2 AH|XESS| SNS & 22 A 422ES S50 %Ol

to

O|ROXD 1 Zit 7o BSOS IHQ FYS 0 & o

o= 7|tygic

mjo

2.4. SNS ¢

AR m2t0|E(Sodal Exchange Theony)Of| 2[SH, Q17t] O[AHZE
A2 HIEn 29| HIE Sl O|R0X|H 35822 X17|0[%4=
X|rStCiBlau, 1964). SNS O|8Xk= SNS HRLIE[O|M O]9l &g =+
QUELD YZpk [ SNS Hofet NS & 250l 57| £0i=2 XA
QIME|=VE FO1E I G2 HSHo 2 HOBIH L FHE S/t

ok

= HHennig-Thurau, Gwinner, Walsh, & Gremler, 2004).

ZARLEl Hol= ARUE g3 3N FHgESez gE
fge=z & 4= U, HRLE| o= 22UE S EUE SH=O|
ks O] FICKAgesheimer et al, 2005 Zheng, Cheung, Lee, & Liang, 2015).
Eoh 22121 AHRLE| 252 AHRLEQ| 432 /et B+ 840(0,

N

CCS

-

XEHQ HRUE] o= Mo Ss3HE Fdok=d =22
Z=CHBagozz & Dholakia, 20067).

Koh and Km@004)2 7t HFLIEIOIM2] EES H1017| 28l 1)
CHE AwUEl =2l =248 &7 2 7K HARUEE
2o 717] flet 4228 3) HRLIEIC| TFE Sl fIet R8¢
S MES 4 HAFLIEIOA 7HRIHQI HIAXIE 22|11 SESh= E71F
S| 58S MIrSRAL.
2HIRI| 7|2 SNS TOX|of| Ciet o= 7ol Tid
2ol FHY 7|Ynt tiErel 2, 22|10 AH[Xfe| 320 S8
g2 OXE=2 MRl NS HOIE 2800 AH|Atet AMT
|IE 7=k A2 SRIHMen & Tsai, 2014). & A= SNS 012
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ool 0jX|= IS ATt} ot

24.1. SNS &35
22elofMe] 252 BAOIERL 08Xt SSH2 2 = AEdk=
=2 FYEICHHuang, 2003). EE3F 2H|RR= 7|@12] SNS HO[X|0f|A
Y £ AMHI2O0| Ciet St= 27 2P|, XX 2, ®E 7|e
=

EE OHE 222 X211t SRIPV| S5 Sl 2SS THMen & Tsq,

N H
g
jru

2ol AjolsojMel HRLE| BSS 2 2ajel Attt
MSRGOIE 22 BT 22l0) BAUE AFLED| Hofss 2
HFLIE| UHSIH Hotn ASESNt oh AHIXIO] LTI
S7]0|CHAgesheimer et al, 2005) BB AHIX} tof £7|A IHOIA
7|91810} 70K HOlALS et 7| Qo] Ciist Me| $EX HA|Z

HEHEOf Cieh 2l 410], AR, S LHESHHMdwen, 2004).
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SNS = CHE0| OS5I UAE T=tALE Zeldhe 5% =72
AlE|CKSashi, 2012). 1B 2 AH|XE7} 7|29 SNS I|O| K| Of| £H0{SH=
2 7|gate| EAIE F=3 IR Sk BES2E = 4= UL
Muntinga, Moorman, and Smit2011= AH|XIQ| &0 =& S35t
oLl on JHY 2 £=Fo| Holg ZHXE AH[S
2t =T BHX0| o6l FUCE, VY =2 2 =6
X5k RECE ERIIICE ot 22121 HFLIEOA ZAE
ZUtEQl HIFLAHOME0|H AH|XIE Solg AlR|Eel EXHY
L77|A| S HAwad and Ragowsky, 2008).

J2Eg 2 givls AN SNS Oof8Xi7t Chel ¥, 3%
S5l SNS 0f Eojsk= HE2 NS =8 HOISHICE SNS 2
Mol AHRLIEO|AS] &HE2 HTFLIEQ K& HUHZ

ZS|CHCasald, Favian, & Guinaliu, 2007).
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242 3HH 7H

T2 EMEO| CiSt AH[AF BEEE ok Q2122 X A
0|8 | ACHANderson, 1998 Cheng, Lam, & Hsu, 2000). 71812 HIE, AE
L= MH[2eF O FOf  Z™o| gt
FRLIAOM40|H(Anderson, 1998), 7HRIA T2 HE MZ Ok=
2H|RE 2Ho] & ZRLA0EE 2|0[SHCKAlsop, Bassett, & Hoskins,
2007; Maxham, 2001; Meuter, McCabe, & Cunan, 2013).

ot AHRR= THE o 7|0l Ofet SR%t YEHE CE
2HIROIA MS3Id CHE AH[RR| PO E= HI
= QFFECHlundeen, Hamon, & MdKenna-Hamon, 1995; Zeithaml, Beny, &
Parasuraman, 1993). & FHJL|AO[E2 Tt tE= T S2| o]
O|8&| 7HRIH FHO| 75%= CHHZ ST HKeller, 2007, Keller, &
Fay, 2009). EHH 22}Q1 FH2 QIEY 7|8to] HRLAIO|NRE BE
=22 ol LH Dellarocas, 2003; Lee & Youn, 2009; Steffes & Burgee,
2009).

Woisetschlager, Hartleb, and But2008) = 278% M2 AH|
DOXoZ HEN BHEE CHE A oA F=Hg 7Hs5Ho|
SIRACE ok Zhdel HRLEOIMe| 38E 82 HRY
HI2|o|AH FHotes 2mo|l, FH2 M2R2 RS
FESl FHUIHez  ARUEPDE d&g = A Sie=E
& RSCHAlgesheimer et al, 2005).

ARLEIOIM S3EH A2 CHE ARIOIA ARLEl 55|,
FHELE| 2|212| Si[Eh0f| TS Ol (517, BI2|RE ZHIAIZIZ] LIsh
ZeChSt | HRLIE] BT Cho AHRLIEIS| SEX ZH Zx35H| 82
Q48 ZERIH HRLEQ] 32 252 7Pk XIASMAH E=
HISHSHA| 4R/ LIEIE B2 THKKoh & Kim, 2004)

UEN 2 A7 AN SNS 08X} CHE AFRFS0HIA SNS £

FHSIL 7IUE TR EE ks YRR S¥H 7S

r

OF

olzE HIZNH

ZA™ 2

oA
N

&

N
© m
mo mju

of
]

FOBILt T2 AFY ds OiXl= 7ty ZdEst o 3o
SILIO|HBansal & Voyer, 2000), EESF F1F0| PsfMizersk 19822t
AsAHSwan & Oliver, 1989) SO ZHIIE S7tA|7|= Ao E Si5RCt
2H[R[O| MEH0] SHHo 2 PH0| FES e, S| #7H0| Soiet
TOH0)| S&HE DIXICH=H| S2°90] ACHUtz & Reily, 1973).

ZHOIN YERMEO| B0 S8Y Jdeks OiXls HHE JYH
Bt 2AYE glel dEH

HooHn QuE Houne 4
MEYHS 7422 Pl El=0| YES OJRICHang Yag & Lee
019 AHRE 70l MBS FD HHOM Ze MY

= o
FEAMECH CIE 2HReF 22 HISAHO|D 7jeiXel 3
OIX[H7|E =t KBansal & Voyer, 2000). 71%10| THE M HL} 2SS
QKo A2[e = AT FII5H | 2 0[CHDay, 1971).

=
ZH|XO| 28 H AEHO|CHBrodie, Hollebeek, Juri¢, 8 Tic, 2011). EEGH AH|Xf
Ll = 2H|XPF EHEQLO| PAIS UHAIZ|7| 2{sh X|&EQI
e HDXES Sl LI WSH &0, 2t EH
23S AlRH Az FLE CHREREE 7HE0|CHVivek, Beatty, Dalela &
Morgan, 2014).

Keller2013)= EHE HOE HAM 2Hgut DMK 2H2 2 723510
HAE 2HHOIM EOJ0f ARZEl 2|t AFR2| RES
OJAIE 2H0M = B3HE HHo| £=F, HIE OP|E E0oj, Efelatel
HoAE S B0 2AE Y WSS FHS}

— - -1 OO

tEE VIO ohigh oK, 248N, WeH HE22 Folstn ol2fst

= x| J
20| AZote QXN TFY, 2, TS XIS RSKICE 3,
ORI IPYS AHX} SHH HUSES MASE SEoR

Folzllon, =/, ZE2 ZEH 2H[A ol

=X AH|X} HaHE
OIS ofnjstn AH[AF BUCO| 22 T, =3, ARl 702

Hol=|ULCt

Z[Z2o| AT= ASE AH|XF EO{0f 22 T2 QUCKTafesse & Wien,
2018) WA L= 22|F EHOs AN B2
& Schneider, 2008). AH|XH= H2HE HOjM £
SSHCE LYY I HHEQL 7|o)| HOJEICHVan Doom, Lemon,
Mittal, Nass, Pidk, Pimer, & Verhoef 2010). 12{E2E WHZX HO=
HIZAZE £78 BHE = J190) XA, d AlZh 24 ARRlH
2 SO| AHHS FO0Sh= AFE 2l WES0|CHVan Doomn et al, 2010).
S5 Hoj= AH[XIO| ols MM || ORAHE Jlsof CHE
=
=

of XRU0| FItEl 242 2lnfsitHHameing, Mofiet, Amod, &
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Carlson, 2016). *HIXM HSH Hojs EX
O|ZO|CL M2t &2 tsxtgs o
Eojsh OX, w3 A|7+o 2z=oz SHEX AOIZ O[S

[ o = S

LHAPL 52 $EQ| WEH MOIS AAY U HUSE ALY
7H5 0| £O0IR|2 2 AH|xo| WEA Hoio| Zuts TOHo|=2tT &
2 9ICHAhN & Badk, 2018) £ QITi= SHEX At0{7} HEHSO|| CHsH

AHIR $ES HEHOZ Hiesls Jjgo=
THO| ZTt2A BEX H0I0| FAS ATSHIA SIRIC

3. A2
3.1. AR7HA

3.1L1 SNS HHEZ E/dnt SNS &of 7to| 2|

2210l HHE HFRLE|oM SR} AHHAE WEEE2 AH|XO|
FH0j0|| Yek2 T (Dessat et a, 2015 Dholakia et a, 2009, =2

HMEZES AH|XO|H 2EEQ HAlE AsS MZsin 2280z
EHOJO| =9} X|&X 2HA S U3l HDessart et al, 2015).

ot 253 EEE MEdke 220l BEME HRLEE 2R
Djzidoz woloe Al S APl 20| BOBICHGo
Somers, & Wong, 2010). AH[X[7t X|2t5k= 22121 HEO| 5= B,
SEH BNt FOIQ|=ef 2A7F o8z QAN dF FHO
CHer X2 jEh2 S5 TR0 dekE DIXITHKim, Choj & Shin,
2019).

Heo| EZe BL|E| EQ(ang, Offman, Ko, Koh, & Kim, 2008)
ZAH|X} OES (Ghasemagheei & Hassanein, 2015), 2 2HE OIX| = (Bareda,
Bigihan, Nusair, & Okumus, 2015) 8! Z=Z&! §8M(Gora et a, 2010)
ZMHOM 7|t HIHEO| NS off HekE & 7hs40| =Lt kA
xZo| 2 YRE AH|XO|A ®MESsh= EE HRLUEl:E
g 7EXIAH & ZO|Ciang et d, 2008). Az Trot
HRATMCZHH MSkl= BEE0| &1, ZE2SHH, XAMISHHA, ZHX|
U= e AH|ALZ 5108 EUMES B U7 Sl BHEQ} RS
A OAZHS SHEE EORECHWats & Zhang, 2008 Zheng Zhao, &
Stylianou, 2013).

oo 917 Zuse 3%
Agxisel Hopt B 4 9
AT NS ©f HEETO| NS ARSRte| Hojof Djxl= Yers
SR 12T 22 7Kg 4B

2 A ojl=
— =2 T M
AlS) OOo|=
S 2 298

o=z NS HEEZO| 255 NS

CHe ®MS UpzCl mapM =2

[

HI: SNS e E% £
HI-L: NS BEE S5 NS 50| el 9212 018 2ol
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AR E B8t2 45810] 57 SH=o 2 M |QICt

| [A K| SNS O|8X[7t CHE AIZFEOIZ O SNS &

R S HoH Y= FOIE|HT Zeng

41 0%
rd
mjo rlo _|
to

et al. (2015), Hsu, Wang, and Chih(2018), Chen and Hung(2010)2|
70l SHA| 43510 471 EEeE FHYE|ICE
WS o= EEHE‘EPEI HDEES 2Pl AHIXPZE Fofet 27,

L3 A|Zte| =F 0 2 HO|L| R Gutiémez, Cilldn, and Izquierdo2004), Lee,

Jeong, and Yoo0080] SOl ARSE BB 4ol 3 ol
2oz ZHYE/CY

ATE =

4.2. 529| AWy 59
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HO= LISt

Table 1: Demographic Profile of the Respondents (n=433)

n %
Male 217 50.1
Gender
Female 216 49.9
Below high school 120 27.7
Educational Undergraduate 59 13.6
Level Four year university 224 51.7
Graduate school 30 6.9
Less than 2 million won 186 43.0
2 miIIior_l - Less than 84 194
3 million won
Monthly 3 m||||or_1 - Less than 08 226
income 4 million won
5 mllllop - Less than a4 10.2
6 million won
More than 7 million won 21 4.8
Marital Single 292 67.4
status Married 141 326
Officer 179 41.3
Owner 17 3.9
Public Official 11 2.5
Professional 17 3.9
Job
Student 151 34.9
Housewife 22 5.1
Engineer 8 1.8
Others 28 6.4
10-19 84 19.4
20-29 127 29.3
Age
30-39 132 30.5
40-49 90 20.8
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Figure 1: Estimates of the Structural Model
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Appendixes
Appendix 1: Measurement Model
Items G R LGl CR* AVE® Cronbach a
factor loadings
SNS information quality characteristics 0.866 0.568 0.829
The information provided by food service brand SNS is reliable 0.747
The information provided by brand SNS is complete 0.841
The information provided by food service brand SNS is accurate 0.709
The information provided by food service brand SNS is up to date. 0.606
The information provided by food service brand SNS is what | need. 0.840
SNS hedonic characteristics 0.897 0.686 0.847
The information provided by food service brand SNS is pleasant 0.848
The information provided by food service brand SNS is fun. 0.823
The information provided by food service brand SNS is entertaining 0.852
The information provided by food service brand SNS is exciting 0.788
SNS interaction characteristics 0.970 0.889 0.958
| engage in a high level of interaction with friends using food service
0.942
brand SNS
| spend considerable time interacting with some members in brand
0.933
SNS
| have frequent communication with some members in the food service
0.952
brand SNS
| maintain close online relationships with some members in food
) 0.944
service brand SNS
SNS engagement - Participation 0.904 0.653 0.867
| leave posts on the food service brand SNS 0.816
| post my comments on the food service brand SNS 0.838
| join events organized through the food service brand SNS 0.757
| ask and answer questions on the food service brand SNS 0.858
| help other people by providing them with information about the 0.766
product/brand on the food service brand SNS ’
SNS engagement - Positive WOM 0.909 0.714 0.866
| actively invite my close acquaintances to join food service brand SNS 0.832
| often introduce my peers or friends to food service brand SNS 0.902
| recommend the food service brand SNS to my friend 0.817
| often talk to people about benefit of the food service brand SNS 0.826
Behavioral engagement 0.905 0.761 0.843
| use this food service brand the most 0.852
| spent a lot of time using this food service brand compared with other
0.883
brand
Whenever I'm using food service brand, | usually use this food service 0.881

brand

aCR(Composite Reliability), bAVE(Average Variance Extracted)
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Appendix 2: Fornell-Larcker Criterion and Correlation Matrix

39

1 2 3 4 5 6
SNS information quality 0.754
SNS hedonic 0.631 0.828
SNS interaction 0.029 0.203 0.943
SNS participation 0.226 0.361 0.666 0.808
Positive WOM 0.254 0.400 0.565 0.710 0.845
Behavioral engagement 0.323 0.316 0.320 0.362 0.380 0.872
Appendix 3: Heterotrait-Monotrait Ratio (HTMT)
1 2 3 4 5 6
SNS information quality 1
SNS hedonic 0.734 1
SNS interaction 0.164 0.220 1
SNS participation 0.253 0.421 0.720 1
Positive WOM 0.269 0.467 0.609 0.812 1
Behavioral engagement 0.385 0.374 0.356 0.426 0.440 1
Bold numbers indicate the square root of A
Appendix 4: Structural Estimates(PLS)
Paths Estimate t-value p & Results
Hl1-1 SNS information quality — SNS participation 0.100 2,184  * 0.029 0.012 Supported
Hi-2 SNS information quality — Positive WOM 0.035 0.763 0.445 0.002 Non-supported
H2-1 SNS hedonic — SNS participation 0.170 3.541 HEK 0.000 0.033 Supported
H2-2 SNS hedonic — Positive WOM 0.150 2.962 ** 0.003 0.027 Supported
H3-1 SNS interaction — SNS participation 0.628 21.648  *x* 0.000 0.746 Supported
H3-2 SNS interaction — Positive WOM 0.183 3.548 ok 0.000 0.040 Supported
H4 SN participation — Positive WOM 0.526 9.899 0.000 0.304 Supported
H5 SNS participation — Behavioral engagement 0.185 2737 0.006 0.020 Supported
Hé6 Positive WOM —Behavioral engagement 0.249 3.532 ok 0.000 0.037 Supported
RZ QZ
SNS participation 0.502 0.322
Positive WOM 0.546 0.380
Behavioral commitment 0.161 0.119
*** p<0.001 **p<0.01; *p<0.05
Appendix 5: Mediation Test Using Bootstrapping
Paths of mediating role Direct effect(t-value) Indirect effect(t-value) Mediating Role
SNS information quality — SNS participation — Positive WOM 0.035(0.763) 0.053(2.107)" Full mediator

SNS hedonic level — SNS participation — Positive WOM

0.150(2.962)

0.089(3.367)""

Partial mediator

SNS interaction — SNS participation — Positive WOM

0.183(3.548) "

0.331(8.727)""

Partial mediator

SNS participation — Positive WOM — Behavioral engagement

0.185(2.737)"

0.131(3.534)"™"

Partial mediator

**+ $<0.001, **p<0.01, *p<0.05
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