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Effect of TV Restaurant Review Program Attributes on Food Service Consumer’s
Empathy, Attitude, and Visit Intentions

Jin Lee, Hyo Sil Yoon and Hye Hyun Yoon'

Dept. of Culinary Service Management, Kyung Hee University, Seoul, 130-701, Korea

ABSTRACT

Recently, many TV restaurant programs become popular, and TV restaurant programs have a big impact on Korean restaurant
consumers. The purpose of this study was to understand the effects of information attributes in Korean TV restaurant review
programs food service customer's empathy, attitudes and visit intention. Based on a total of 254 samples obtained from the
empirical research, this study reviewed the reliability and fitness of the research model using the Amos program. The hypothesized
relationships in the model were tested simultaneously by using structural equation model (SEM). SEM showed that the
beneficialness ($=.187, p<.01), amusement (8=.427, p<.001) and vividness (8=.243, p<.01) showed positive significant effects
on customer's empathy. Customer's empathy had a positive significant effect on attitudes (B=.645, p<.001) and visit intentions
(B=.157, p<.001). The information attributes of TV restaurant programs and the causal relationship between empathy of consumers
were examined. We also verified that empathy positively affects attitudes toward intentions to visit restaurants introduced on
TV restaurant programs. Limitations and future research directions are also discussed.
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Fig. 1. Research model.
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Table 2. Result of reliability and validity

Factors Factor loadings % of variance  Eigen value AVE" CCR® Cronbach’s alpha

BE1 0.790
BE2 0.777

Beneficialness 3.354 1.240 0.788 0.868 0.936
BE3 0.769
BE4 0.673
AM1 0.686
AM2 0.628

Amusement 3.007 1.132 0.793 0.865 0.926
AM3 0.750
AM4 0.717
REI 0.770

Reliability RE2 0.678 2.843 1.081 0.760 0.842 0.895
RE3 0.780
VIl 0.763

Vividness VI2 0.702 2.643 1.019 0.706 0.794 0.879
VI3 0.701
PRI 0.810
PR2 0.844

Professionalism 52.661 16.125 0.773 0.872 0.929
PR3 0.790
PR4 0.812
EM1 0.825
EM2 0.826

Empathy 8.050 2.695 0.809 0.881 0.952
EM3 0.775
EM4 0.777
ATl 0.695
AT2 0.606

Attitude AT3 0.735 6.544 2.229 0.731 0.892 0.926
AT4 0.754
ATS 0.721
VII1 0.826
VII2 0.745

Visit intention 4.164 1.491 0.762 0.860 0.924
VII3 0.695
Vii4 0.812

Note: * AVE=Average variance extracted; ® CCR=Composite construct reliability; KMO=0.946; Total Cumulative=83.265%; ’=770.756
(df=403); GFI=.842; AGFI=.806; CFI=953; NFI=907, RMSEA=.060; ~~ p<0.001
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A7do] A5 E AtHAnderson JC & Gerbing DW 1988). ¥ CFI=0.953, NFI=0.907, RMSEA=0.060 522 ZA}E|o] 4l
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Table 3. Correlation analysis and discriminant validity among the latent constructs
Independent variables 1 2 3 4 5 6 7 8 M=S.D."
1. Beneficialness 1 5427 287 336 251 406 436 334 4.49+1.35
2. Amusement 7367 1 333 343 267 497 450 345 4.67+1.38
3. Reliability 536" 5777 1 398 412 276 329 275 3.82+1.21
4. Vividness 580" 586" 6317 1 428 340 283 231 4.03+1.26
5. Professionalism 501" 5177 642" 654" 1 207 259 231 3.97+1.29
6. Empathy 637" 705 525" 583" 455 1 379 275 3.70+1.43
7. Attitude 660 6717 5747 532" .509™ 616” 1 555 4.24+1.12
8. Visit intention 578" 5877 524" 4817 4817 524 745" 1 4.33+1.28
Note: ™ p<.01.

D M+S.D.; Meantstandard deviation.
2 Coefficient2.

3 Pearson correlation coefficient; All items were measured on a 7-point Likert scale from 1-strongly disagree to 7-strongly agree.

Table 4. Structural equation model results

Proposed model

Hypothesized relationship

Estimate Standardized estimate p-value Results
Hla Beneficialness — Empathy 0.187 0.200 0.017" Supported
HIb Amusement — Empathy 0.427 0.452 0.000™" Supported
Hlc Reliability — Empathy 0.102 0.093 0.212 Rejected
Hld Vividness — Empathy 0.243 0.249 0.003"” Supported
Hle Professionalism — Empathy —0.054 —0.053 0.426 Rejected
H2 Empathy — Attitude 0.645 0.736 0.000™" Supported
H3  Empathy — Visit intention 0.157 0.149 0.043" Supported
H4  Attitude — Visit intention 0.821 0.686 0.000™ Supported
Note: * p<0.05, ™ p<0.01, ™ p<0.001; y’=849.322(df=413); GFI=.830; AGFI=.796; CFI=.944; NFI=.897; RMSEA=.065.
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Fig. 2. Structural equation model with parameter estimate relationships.
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