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Abstract: This study was conducted to define detailed factors by combining the factors of SNS (social
network services) information attributes and dual processing process theory and to investigate the
relationship between customer satisfaction, brand attitude, and sustainable use intention. An em-
pirical analysis was conducted using data collected from 361 participants who have experience in
SNSs for searching for restaurant information. The major results are as follows: First, two intuitive
SNS information attributes (reliability and liveliness) and two analytical attributes (usefulness and
conciseness) have a significant positive influence on customer satisfaction to use an SNS. In particular,
the reliability was the most significant antecedent of the SNS information attributes in this study. In
addition, the current study verified the significant relationships among customer satisfaction, brand
attitude, and sustainable use intention. Based on these research results, it was verified that SNS
information characteristics are important attributes in eliciting customer satisfaction, attitude toward
the brand, and sustainable use intention from customers. This study will contribute to providing
various practical implications to establish valuable marketing strategies.

Keywords: dual processing theory; SNS information attribute; satisfaction; brand attitude; sustainable
use intention

1. Introduction

With the development of SNS, human lifestyles and consumption behaviors have also
brought about great changes, and this is directly affecting the PR and marketing strategies
of corporate management. Currently, most companies do not use SNSs simply to promote
their products and services, but to communicate with customers and utilize customer
characteristics through SNSs. In particular, these approaches can develop customer trust
and increase purchase intention through customer relationship management, along with
analyzing their products and services [1,2].In the food service industry, SNSs create several
channels and generate revenue through service functions that connect customers and
restaurant companies, and most of the consumers who have purchased or used food
services through SNS information are affected by the SNS [3–5] (Cho an Shin, 2020; Chun,
Lee, and Park, 2020; Kim and Lee, 2017). According to the Korea Rural Economic Research
Institute (2019), online food purchases are rapidly increasing, and the online sales of fresh
foods (concentrated and marine products) also increased steadily from KRW 315.7 billion
in the first quarter of 2014 to KRW 518.7 billion in the fourth quarter of 2017.

Currently, research related to SNS is being actively reported in previous studies related
to the food service industry. Ji, Hu, and Byun (2013) [6] analyzed the influence relationships
among the efficiency of promotion, user satisfaction, and impulse purchases of the SNS
information characteristics of catering companies, and the study verified the positive
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relationship between SNS information characteristics and customer satisfaction. Joung and
Kim (2015) [7] classified the characteristics of SNS information into playfulness, neutrality,
and reliability of information and verified that the site characteristics of SNSs directly
affect the intention to visit a restaurant. In addition, Kim, Hwang, and Park (2018) [8]
identified the structural relationship between word-of-mouth information characteristics
(consensuality, vividness, neutrality, timeliness), trust, purchase intention, and word-
of-mouth intention of restaurant consumers on SNSs, and the results confirmed that
when the perceived benefits of dining-out products on SNSs are high, word-of-mouth or
recommending information about dining products to others was increased.

Dual processing theory is actively used in various fields from cognitive psychology
to behavioral economics to consumer studies by understanding how individuals process
information according to the characteristics of thought processing and the decision-making
process through analysis of these processes [9]. In particular, the dual processing theory
understands the consumer from the perspective of two types of human thought process-
ing: the intuitive part and the analytical part [9,10]. Previous studies applying this dual
processing theory mainly explain the decision-making process that pursues persuasion
communication and information effectiveness, so it is useful to explain the information
processing process through recommended online information and persuasion in the infor-
mation system field. Therefore, dual-processing theory is a theoretical foundation for the
better understanding of consumers because the foodservice business can make decisions
based on various information provided online through SNSs and directly affect sustainable
purchase intentions.

The theoretical contribution of this study lies in its examination of six elements of
restaurant SNS information attributes that sustainably influence customer satisfaction,
brand attributes, and intention to use services. First, the present study draws lessons
from the dual processing theory model, and it focus on the information characteristics of
individual SNS users. In addition, the present research considers the impact of the SNS
information based on the intuitive and analytical concept of the dual processing theory, and
this study applied the theory to restaurant consumers. Second, this study considered the
customer satisfaction and brand attitude responding to sustainable use intention. There are
enough studies related to use intention in foodservice, while there are only a few studies
combining the sustainable use intention of restaurants through attributes of information on
SNSs, satisfaction, and brand attitude. In addition, in previous studies, research related to
SNS has been actively conducted, but most of the research has focused on the information
characteristics and quality of SNSs without theoretical support. Recently, as the proportion
of dining out has increased due to the influence of COVID-19, consumers’ interest in
dining-out information on SNSs such as Instagram, Facebook, and blogs is increasing, and
it is considered to be important to prepare a differentiation strategy to build and develop a
marketing strategy using a blog or SNS app. Therefore, this study proposed to define the
detailed factors by combining the factors of SNS information characteristics based on the
dual processing process theory and to investigate the relationships between brand attitudes,
customer satisfaction, and sustainable purchase intention by using empirical analysis. It
has academic originality in that it understands the sustainable behavior of restaurant
consumers through SNS information attributes based on logical theory. Furthermore,
this study has academic originality in that it predicts the future behavior of restaurant
consumers through various SNS information provided by restaurant companies.

2. Literature Review
2.1. Theoretical Framework

The Ministry of Agriculture, Food, and Rural Affairs and the Korea Agro-Fisheries and
Food Trade Corporation selected “Multi-streaming Consumption” as the key word for the
restaurant trend in 2020. This trend is a major phenomenon that stimulates the emotions
of dining out, and it is actively promoted through SNSs such as YouTube, Facebook,
and Instagram. Even in the current COVID-19 situation, in particular, the food and
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dining economy reported that the restaurant market has expanded from offline (stores)
to online after COVID-19. In addition, the concept of physical space is disappearing, and
e-commerce, home shopping, distribution companies (convenience stores, marts), and
shared kitchens are establishing themselves as new dining trends. In a situation where the
flow of consumption through the Internetis changing as such, the increase in sales using
online spaces such as SNSs continues, and the importance of online marketing is emerging
in an age of continuous dining out.

Chaiken’s (1980) [11] heuristic systematic model (HSM) is the most widely used in
dual process theory. HSM explains the information processing process by dividing it into
heuristic information processing and systematic information processing. In particular, the
peripheral-systematic model is a suitable theory for explaining the personal information
processing process through the Internet community, SNSs, etc., and is used as a theory
specialized in online information technology [12]. Specifically, systematic information
processing is a process similar to the central route concept asserted in the elaboration
and possibility model and refers to the process in which the user analytically processes
a large amount of information. On the other hand, the heuristic information processing
process is considered to be similar to the peripheral route of the elaboration possibility
model, and it is information processing that puts weight on the peripheral information
related to itself rather than the quality of the information [13]. In other words, in the case
of online information exchange, trust in the person delivering the information is required,
and source credibility is an important factor in the process of peripheral information
processing since it is not a face-to-face process [14]. In addition, the consumer accepts the
information after judging the usefulness of the information based on the trust, and it is
effective in individual decision-making and problem solving because it influences behavior
by acquiring knowledge [12].

Previous studies applying the dual processing theory to SNSs are as follows. First,
Hu, Ji, and Byun (2012) [15] said that the dual processing theory is the result of the
continuous development of a change in attitude as a kind of information processing through
a traditional attitude. Ji, Hu, and Byun (2013) [6] extended the existing research and verified
the dual process theory as a theory that specialized in information reliability pursuit,
persuasion communication, and online information technology. Seok (2020) [16] applies
the dual process theory to consumer product purchase decision making, which occurs
when a consumer purchases a product according to two ways of thinking: intuitive and
analytical. The previous studies employed a dual processing theory that has focused on the
psychological aspect so far, but this study expands and applies the theory to the consumer’s
psychology through the SNS information characteristics of the restaurant business. Hence,
the current study intends to classify SNS information characteristics as detailed factors
based on the heuristic and systematic viewpoint of the dual processing theory.

2.2. SNS Information Attributes

SNS is an abbreviation for social network service, and an SNS has a unique characteris-
tic in that users form a social network and disclose it to others, rather than simply providing
a connection with people [17]. An SNS is an online system that forms and strengthens social
relationships through free communication, information sharing, delivery, and expansion of
personal connections between users [18]. Information attributes of SNSs are classified into
various factors. Choi and Kim (2012) [19] found that consumers generally search online
information to reduce decision-making time and make better purchase decisions, and
the SNS information characteristics were divided into broadness, storability, accessibility,
anonymity, transcendence of space and time, and rapid dissemination. Hong (2011) [20]
classified SNS information characteristics into interactivity, accessibility, information provi-
sion, reliability, and up-to-dateness, and Kwok (2013) [21] classified the SNS characteristics
of catering companies into informational, up-to-date, lively, concise, and playful for a
study on the effect of SNS characteristics on technology acceptance attitudes and behav-
ioral intentions. In addition, Bae, Yang, and Park (2018) [22] classified the information
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characteristics of SNS into information provision, reliability, liveliness, and interactivity
and studied consumers’ attitudes toward snack products, word of mouth, and purchase
intentions. Therefore, this study intends to classify SNS information characteristics that
consumers can recognize through food service companies based on previous studies into
consent, reliability, liveliness, up-to-dateness, usefulness, and conciseness. First, according
to Kelly’s (1973) [23] attribution theory, people become convinced when experiencing
the same effect for the same entity, and information with such consent has a greater and
stronger communication effect than information without consent. Accordingly, consent
can be defined as the degree to which two or more individuals agree on the performance
of a product and a plurality of information recipients agree on the performance of the
product [24]. Second, reliability can be defined as information perceived by the recipient
that the source will provide unbiased opinions and objective information with knowledge,
skills, and experience related to the subject of communication [25]. Third, the vitality
of information is easily remembered and exerts a relatively greater influence than other
factors, and detailed information, personal experiences, and advice or aphorisms to others
play a very effective role in the diffusion of information [26]. Fourth, up-to-dateness is the
degree to which various contents used by users are generated and provided in time [27].
Fifth, usability can be defined as the usefulness and usable value, and generally refers
to the degree to which the usefulness of information satisfies a need for information that
users can use and obtain [28].Last, conciseness means that the content the user is looking
for should be provided in an appropriate amount at the right time and place, and although
it may be considered that it does not contain a sufficient amount of information, it is rather
an attribute that excludes unnecessary content and facilitates intensive understanding [29].

2.3. Customer Satisfaction

Satisfaction has been considered as an important variable for predicting behavioral
attitudes in the marketing field, because it is possible to evaluate customer needs or ex-
pectations and predict the evaluation after use [30]. Hoffman and Bateson (1997) [31]
defined satisfaction as a customer’s perceived response that satisfies or exceeds customer
expectations through a service provider. Satisfaction on SNSs is an important factor in
the evaluation process. It refers to the emotional state that users feel when the provided
product or service meets their expectations and is also defined as the degree of satisfaction
experienced by using an SNS [32]. Im (2012) [33] reported that enhancing a customer
relationship through customer satisfaction and customer loyalty can increase the reuse of
products and services. This study found that the SNS activity of a restaurant company
had a significant effect on customer value as well as customer satisfaction and behavioral
intention. Jo (2017) [34] divided the SNS quality of travel companies into information
quality, interface quality, and system quality and demonstrated that service quality directly
affects customer satisfaction and purchase intention. In addition, Ahn and Go (2017) [35]
analyzed the correlation between customer satisfaction and purchase intention in the SNS
characteristics of restaurant companies and verified that the most important key factor in
predicting and understanding customer behavior is SNS information along with satisfac-
tion. Hence, previous studies confirmed that the characteristics of various information
provided by SNSs and customer satisfaction can be closely linked in the restaurant business.
Therefore, in this study, the variable of customer satisfaction is considered as a factor that
plays a mediating role with the outcome variables such as SNS information characteristics
and continuous use intention.

2.4. Brand Attitude

Attitude is a consistent reaction and psychological response that appears favorably
or unfavorably to an object through learning and experience, and this attitude can be
determined according to the importance of major attributes of an object [36]. Fishbein
(1963) [37] stated that brand attitude refers to emotions such as positive or negative and
favorable or unfavorable, which are specific individual feelings toward a brand. In addition,
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Keller (1993) [38] reported that a brand attitude is an individual’s consistently favorable or
unfavorable response to a specific brand and that it is the highest level of an abstract and
powerful form of association. Similarly, Grace and O’Cass (2005) [39] identified that brand
attitude is the sum of the positive or negative tendencies that appear as a result of perception
and satisfaction with the experience of service brand elements in the past. In previous
studies, brand attitude was set as an important outcome variable or a parameter between
key factors such as customer satisfaction and loyalty. For example, Kwon (2016) [40] studied
the correlation between blog immersion and such brand attitudes and intentions to visit
and verified that they have a significant positive (+) influence relationship with each other.
Jo (2017) [34] verified how a hotel company’s SNS characteristics affect brand attitudes
and purchase intentions. The study defined the brand attitude as the positive or negative
attitude of consumers toward the brand and the position in which the attitude appears.
Due to its characteristic of being stable and consistent, it can be said that brand attitude
is an important variable for understanding and predicting consumer behavior [41–43].
In addition, Byun, Kim, and Lee (2013) [41] studied the causal relationship between
brand information and consumer attitudes targeting family restaurant users. As a result
of the study, it was verified that positive or negative information about the brand of a
family restaurant directly affects the brand image, brand attitude, and purchase intention.
Based on previous studies, therefore, the present study considered that various SNS
information attributes of restaurants have a causal relationship directly or indirectly on the
brand attitude.

2.5. Sustainable Use Intention

The intention of continuous use online can be interpreted in more various forms
than offline, and it is characterized by being very free of time and place restrictions [43].
In previous studies, continuous use intention has been defined as a concept explaining
a consumer’s plan to continue to use a service or product [44]. A prior study found
that consumers who are satisfied about a specific service or product have driven the
continuous use of branded content and reuse intention [44]. In recent years, the issue
related to sustainable consumption of a branded product has been reported by only a few
studies [45–47]. For instance, Hong (2018) [45] performed a study to identify the predictors
of the sustainable intention to use Facebook in Korea and showed that the attitude factor
has a direct influence on the behavioral intention to use an SNS. In addition, Kim and Lee
(2021) [46] conducted a study to verify how motivation affects sustainable use intention for
webtoon brands. More specifically, the study demonstrated that the attitude towards the
webtoon brand was a critical antecedent of sustainable use intention, and the attitude was
influenced by motivation factors.

Therefore, in the context of the foodservice business, understanding the concept of
sustainable use intention through various elements that can influence the sustainable use
intention from consumers is a major point. However, very little research has sought to
examine the concept of sustainable use intention along with satisfaction and brand attitude
in the context of the foodservice sector.

2.6. Hypothesis Development
2.6.1. Relationships between SNS Information Attributes and Customer Satisfaction

Satisfaction is used as a variable to measure performance or efficiency after users
actually use the system in the field of information systems [48]. The satisfaction that
consumers feel after using online services such as SNSs can be a major variable to explain
the influence of online services, and the properties of information systems can be used as
important measurement variables to evaluate satisfaction. Ahn and Ko (2017) [35] classified
the characteristics of SNS into interactivity, information availability, and convenience of
access and verified the significant relationships among the SNS characteristics of catering
companies, customer satisfaction, and purchase intention. In addition, Sung, Ko, and
Kim (2012) [49] demonstrated that that users’ satisfaction with SNS information had a
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positive effect on their continued use intention and recommendation intention in retrieving
dining-out information. Therefore, this study divided SNS information characteristics into
intuitive elements (synonymy, reliability, and liveliness) and analytical elements (up-to-
dateness, usefulness, and conciseness) based on the dual-processing process theory and
assumed that the characteristics of SNS information would have a positive effect on user
satisfaction in terms of the following hypotheses.

Hypothesis 1a (H1a). SNS information attributes will have a positive effect on customer satisfaction.

Hypothesis 1b (H1b). Consent will have a positive effect on customer satisfaction.

Hypothesis 1c (H1c). Reliability will have a positive effect on customer satisfaction.

Hypothesis 1d (H1d). Liveliness will have a positive effect on customer satisfaction.

Hypothesis 1e (H1e). Up-to-dateness will have a positive effect on customer satisfaction.

Hypothesis 1f (H1f). Usefulness will have a positive effect on customer satisfaction.

Hypothesis 1g (H1g). Conciseness will have a positive effect on customer satisfaction.

2.6.2. Relationships between Customer Satisfaction, Brand Attitude, and Sustainable
Use Intention

Brand attitude is a stable and continuous characteristic for predicting and understand-
ing consumer behavior such as choosing a brand or motivating purchase behavior. Previous
studies verified that customer satisfaction can directly influence brand attitude as well as
purchase intention. For example, Byun, Kim, and Lee (2013) [41] verified the significant rela-
tionship between information factors and brand attitude from family restaurant consumers.
Taylor and Hunter (2014) [50] identified the direct relationship between e-satisfaction and
loyalty from consumers, and the e-satisfaction loyalty relationship appears to be mediated
by brand attitudes in this study. In addition, Hwang, Choe, Kim, and Kim (2021) [51]
investigated the antecedents and consequences of satisfaction as perceived by customers
who used a coffee shop operated by robot baristas and customers who used a coffee shop
operated by human baristas. The study demonstrated that consumer satisfaction has a
significant impact on bran attitude as well as loyalty.As such, studies on the relationship
between customer satisfaction and brand attitude by applying SNSs were insufficient, but
several previous studies assumed that customer satisfaction could have a direct effect on
brand attitude. Therefore, the current study established the following hypothesis.

Hypothesis 2 (H2). Customer satisfaction will have a positive effect on brand attitude.

In previous studies, a significant causal relationship between customer satisfaction
and continuous use intention was verified in various fields. For example, Hossain and
Kim (2018) [44] verified the relationship between satisfaction and sustainable use intention
as perceived by Facebook users. Therefore, the present study established the following
hypothesis. In addition, previous studies confirmed the important about the SNS factor as a
predictor of behavioral intention [52,53]. For example, Suh, Won, and Hong (2010) [52] em-
pirically investigated the effects of six SNS website quality factors (interface quality, system
quality, information quality, service quality, emotion quality, and authoring environment
quality) on user satisfaction and the intention of continuous use as well as word-of-mouth.
Their study found that the system quality, emotion quality, and authoring environment
quality were critical antecedents of customer satisfaction, and the customer satisfaction
influenced the intention of continuous use as well as word-of-mouth.

Hypothesis 3 (H3). Customer satisfaction will have a positive effect on sustainable use intention.
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Prior studies have verified the significant relationships between brand attitude and
loyalty or behavioral intention in various sectors. For example, Kim and Lee (2021) [46]
identified that the attitude towards a webtoon brand can directly influence sustainable use
intention. Similarly, Hossain and Kim (2018) [44] found that consumers who are satisfied
with Facebook’s website have sustainable use intention about the site. In addition, Hwang,
Choe, Kim, and Kim (2021) [51] verified that brand attitude has a significant influence on
brand loyalty from coffee shop visitors. Therefore, this study developed the following
hypothesis based on the previous research.

Hypothesis 4 (H4). Brand attitude will have a positive effect on sustainable use intention.

Based on above hypotheses we suggested the following research model on Figure 1.

Figure 1. Research frame.

3. Methodology
3.1. Measurement of Variables and Survey Method

In order to conduct this study, a preliminary survey was conducted with50 customers
who used a restaurant service through an SNS in 2020. Reliability verification and validity
verification of the questionnaire items were performed through a preliminary survey, and
the items with low reliability were corrected and supplemented with relevant professors
and graduate students to create the final questionnaire. After modifications from the pilot
test, the developed survey was conducted in February 2021 through the online survey
method. The online survey was conducted for consumers who searched for and used SNS-
based dining-out information, and it was commissioned by a consumer panel survey expert
company (MicromillEmbrain). A self-administrated questionnaire was designed, and the
questionnaire comprised three sections. The first part included six constructs related to SNS
information attributes: synonymy, conciseness, up-to-dateness, reliability, usefulness, and
liveness. The second part included customer satisfaction, brand attitude, and sustainable
use intention. All questions from the sections included three to four items using a 7-point
Likert-type scale (1: strongly disagree to 7: strongly agree) for the following: “Please
indicate your level of agreement with the following statement”. The final section of the
questionnaire included participants’ personal information, such as age, gender, education
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level, frequency of visiting the SNS for choosing a restaurant, and so on. To measure
the attributes of SNS information on restaurant businesses, our study adopted 20 items
from Bae et al. (2018) [22] and Lim (2019) [54]. The four items for customer satisfaction
were based on earlier research by Ahn and Go (2017) [35], Hellier, et al (2003) [55], Oliver
(1980) [56] and Kim et al (2009) [57]. Brand attitude was measured using four items that
were modified from Fishbein (1963) [37]. In addition, the sustainable use intention was
measured using four items that were identified by Hossainand Kim (2018) [44]. The final
section of the questionnaire included respondents’ relevant personal information, such as
age, gender, household income, and dining motivation.

3.2. Data Collection and Statistical Analyses

Distribution of the questionnaire encompassed 500 restaurant customers who were
using SNSs for searching for a restaurant. From these samples, 450consumers participated
in the survey (90% response rate). There were 35 questionnaires with missing values, and
29 disqualifications were due to the last visit on any SNS site for finding information about
a restaurant being more than one month earlier. In addition, multivariate and univariate
outliers found 33 outliers, which were also excluded. After all checks for sample validity,
361 responses from participants remained for hypotheses testing. Statistical analysis used
SPSS25.0 and AMOS 23.0 programs. Specifically, this study performed the data analysis
method by Anderson and Gerbing (1988) [58]. First, a confirmatory factor analysis (CFA)
tested whether or not the observed variables reflected the hypothesized latent constructs
using a covariance matrix, and composite reliability confirmed the measurement reliability.
Second, validity tests (convergent and discriminate) were conducted using factor loading
and average variance extracted (AVE). After verifying the measurement model, structural
equation modeling (SEM) examined the overall fit of the proposed model along with
assessing the hypotheses.

4. Results
4.1. Demographic Chatacteristics

Table 1 shows the participants’ characteristics. Among the 361 valid questionnaires,
165 were male (45.7%) and 196 were female (54.3%). The occupations of respondents were
office worker (34.1%), student (33.0%), professional worker (10.5%), personal business
(10.2%), government officer (7.5%), and others (4.7%). The result of the age group shows
that 20~29 was the highest (32.4%), followed by 40~49(24.1%), 30–39(22.7%), and over
50(20.8%). The results of education level found that university and graduate school gradu-
ates accounted for more than 70% of the respondents. Last, the results of the frequency of
SNS use for dining out indicated that 3~4 times per week was the highest (47.1%), followed
by everyday (17.2%), 5~6 times per week (16.1%), and 1~2 times per week (13.0%).

Table 1. Results of respondent characteristics.

Variables N %

Gender
Male 165 45.7

Female 196 54.3

Frequency of
SNS using for

Dining-out

Everyday 62 17.2
1~2 times per week 47 13.0
3~4 times per week 170 47.1
5~6 times per week 58 16.1

3~4 times per month 20 5.5
1~2 times per month 4 1.1
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Table 1. Cont.

Variables N %

Occupation

Student 119 33.0
Government officer 27 7.5

Office worker 123 34.1
Personal business 37 10.2

Professional worker 38 10.5
Others 17 4.7

Age

20~29 117 32.4
30~39 82 22.7
40–49 87 24.1

Over 50 y≤ 75 20.8

Education Level

High school graduate 16 4.4
Technical college graduate 43 12.1

University graduate 114 31.6
Graduate degree 148 41.0

Others 39 10.8

Total 361 100.0

4.2. Reliability Verification of Variables

In this study, the attributes of SNS information characteristics were measured with
a total of six variables (synonymy, conciseness, up-to-dateness, reliability, usefulness,
liveness) based on previous studies. The measurement items for each factor consisted of
a total of 20 items: three items of synonymy, conciseness, reliability, and liveliness, and
four items of up-to-dateness and usefulness. Customer satisfaction consisted of three items,
and brand attitude and sustainable use of intention consisted of four items each. Using
Cronbach’s alpha value, it was verified whether the measurement factors consisted of
homogeneous variables. According to previous studies, a Cronbach’s alpha value of 0.6 or
higher for exploratory research and of 0.7 or higher for confirmatory research is considered
appropriate. All of Cronbach’s alpha values for six variables related to SNS information
attributes exceeded the standard value of 0.6 (synonymy: 0.799; conciseness: 0.860; up-
to-dateness: 0.875; reliability: 0.860; usefulness: 0.907; liveness: 0.875), so the reliability
of information characteristic factors could be verified. In addition, the Cronbach’s alpha
value of customer satisfaction was 0.860, brand attitude was 0.898, and sustainable use of
intention was 0.942. Therefore, the reliability of all variables was verified (Table 2).

Table 2. Results of demographic characteristic.

Variables Measurement Items Mean Cronbach’sα

Synonymy

There are many positive comments on the SNS information. 5.25

0.799
A lot of comments with the same tendencies depend on various
people on the SNS information. 5.16

There is a lot of sympathy for the SNS information. 5.25

Conciseness

The SNS information is concise 4.89

0.860The SNS information is well summarized. 5.02

The SNS information is easy to read. 5.12

Up-to
dateness

The SNS information provides the latest information. 5.33

0.875
The SNS information is continuously updated. 5.11

The SNS information was most recently updated. 4.79

The SNS information contains the latest trends. 5.12
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Table 2. Cont.

Variables Measurement Items Mean Cronbach’sα

Reliability

The SNS information is reliable. 4.89

0.860The SNS information has expertise. 4.52

The SNS information can be trusted and used. 4.75

Usefulness

After using the SNS information, it actually helped me. 5.45

0.907
The SNS information actually existed. 5.52

I made an economical consumption choice due to the
SNS information. 5.49

The SNS information I searched for will be helpful in the future. 5.46

Liveliness

The SNS information is very specific. 5.07

0.875The SNS information evokes a feeling as if I have actually
experienced it. 5.02

The SNS information is very realistic. 4.96

Customer
Satisfaction

Overall, I am satisfied with the SNS information of the restaurant
I used. 5.10

0.860I am satisfied with the promotions and events through the SNS
information of the restaurant I used. 4.93

The evaluation through the SNS information of the restaurant I
used was satisfactory. 4.59

Brand Attitude

I had a good impression of the brand by using the SNS
information of the restaurant that I used. 5.03

0.898

I was satisfied with the brand by using the SNS information of
the restaurant I used. 5.12

Using the SNS information of the restaurant I used, the brand
feels familiar. 4.99

I can trust the brand by using the SNS information of the
restaurant I used. 5.03

Sustainable use
intention

I will use the SNS to find information about the restaurant in
the future. 5.16

0.942I would use the SNS more than any other information. 5.02

I will visit the SNS to find restaurant information as often as I can. 5.10

I usually visit the SNS when I am online. 5.08

4.3. Confirmatory Factor Analysis

In this study, structural equation modeling (SEM) was employed to more specifically
verify the causal relationship and direction between measurement variables. Structural
equations can be analyzed in consideration of measurement errors of independent and
dependent variables, and parameters can be measured at the same time as setting a system
of equations, so more complex and step-by-step theoretical structural analysis can be
effectively performed [59,60]. In this study, the overall fit of the model was measured
and verified using both the absolute fit index and the incremental fit index [60,61]. The
results of the confirmatory factor analysis for the validation of the validity and fit of
the measurement variables and the validation of the relationship between the constructs
were presented in more detail. First, the x2 value was 815.448, the degree of freedom
(df) was 394, the CMIN/DF was 2.07(p = 0.000), the GFI was 0.877, the AGFI was 0.845,
the RMR value was 0.046, and the RMSEA value was 0.055. Based on these results,
this study verified that the degree of absolute fit was acceptable [60,62]. Next, the NFI
value was 0.916, the IFI value was 0.955, the TLI value was 0.946, and the CFI value
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was 0.954 to verify the intermediate fit [60,62]. Checking factor loading and average
variance extracted assessed convergent validity in this study. Composite reliability for all
elements was calculated for assessing the instrument’s reliability. As shown in Table 3,
all constructs represented desirable levels of CR (composite reliability), ranging from
0.800 to 0.937, so the current study satisfies convergent validity [61]. In addition, AVE
values of all measurement factors exceeded the reference values of 0.7 and 0.5, except
for five relationships (up-to-dateness and usefulness, up-to-dateness and brand attitude,
satisfaction and brand attitude, satisfaction and sustainable use intention, brand attitude
and sustainable use intention) [60,61]. To identify the discriminant validity, therefore,
the variables combined and compared the constrained model and unconstrained model
using the x2 differences. The results show thatall paired comparisons of the constructs
have significant x2 differences between the measurement model and alternative model
(up-to-dateness and usefulness: ∆χ2 = 126.316, ∆df = 8; up-to-dateness and brand attitude:
∆χ2 = 133.291, ∆df = 8; satisfaction and brand attitude: ∆χ2 = 69.922, ∆df = 8; brand attitude
and sustainable use intention:∆χ2 = 221.255, ∆df = 8).Therefore, the discriminant validity
of the designed research model was also verified [60,62] (see Tables 3 and 4).

Table 3. Confirmatory factor analysis for the measurement model.

Constructs and Indicators Standardized Factor
Loadings

Composit
Reliability AVE

Synonymy 0.800 0.572

There are many positive comments on the SNS information. 0.728

A lot of comments with the same tendencies depend on various people
on the SNS information. 0.722

There is a lot of sympathy for the SNS information. 0.815

Conciseness 0.859 0.670

The SNS information is concise. 0.793

The SNS information is well summarized. 0.860

The SNS information is easy to read. 0.801

Up-to-dateness 0.860 0.606

The SNS information provides the latest information. 0.725

The SNS information is continuously updated. 0.791

The SNS information was most recently updated. 0.820

The SNS information contains the latest trends. 0.776

Reliability 0.860 0.673

The SNS information is reliable. 0.826

The SNS information has expertise. 0.801

The SNS information can be trusted and used. 0.834

Usefulness 0.907 0.710

After using the SNS information, it actually helped me. 0.842

The SNS information actually existed. 0.812

I made an economical consumption choice due to the SNS information. 0.884

The SNS information I searched for will be helpful in the future. 0.831

Liveliness 0.875 0.700

The SNS information is very specific. 0.850

The SNS information evokes a feeling as if I have actually experienced it. 0.857
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Table 3. Cont.

Constructs and Indicators Standardized Factor
Loadings

Composit
Reliability AVE

The SNS information is very realistic. 0.802

Customer Satisfaction 0.902 0.698

Overall, I am satisfied with the SNS information of the restaurant I used. 0.774

I am satisfied with the promotions and events through the SNS
information of the restaurant I used. 0.816

The evaluation through the SNS information of the restaurant I used
was satisfactory. 0.843

Brand Attitude 0.852 0.659

I had a good impression of the brand by using the SNS information of the
restaurant that I used. 0.838

I was satisfied with the brand by using the SNS information of the
restaurant I used. 0.807

Using the SNS information of the restaurant I used, the brand feels familiar. 0.856

I can trust the brand by using the SNS information of the restaurant I used. 0.839

Sustainable use of intention 0.937 0.787

I will use the SNS to find information about the restaurant in the future. 0.875

I would use the SNS more than any other information. 0.886

I would visit the SNS to find restaurant information as often as I can. 0.898

I usually visit the SNS when I am online. 0.889

Table 4. Comparison of AVE and squared correlations of paired constructs.

Constructs SN CC UL RL UF LV CS BA SI

Synonymy (SN) 0.572

Conciseness (CC) 0.343 0.670

Up-to-dateness (UL) 0.392 0.500 0.606

Reliability (RL) 0.392 0.396 0.551 0.673

Usefulness (UF) 0.484 0.433 0.692 0.446 0.710

Liveliness (LV) 0.413 0.355 0.546 0.494 0.619 0.700

Customer
Satisfaction (CS) 0.473 0.564 0.588 0.555 0.635 0.582 0.698

Brand Attitude (BA) 0.442 0.540 0.684 0.661 0.658 0.605 0.812 0.659

Sustainable Use
Intention (SI) 0.433 0.441 0.479 0.452 0.610 0.442 0.863 0.717 0.787

Note. AVE is on the diagonal. Squared correlations of paired constructs are on the off-diagonal.

4.4. Result of Structural Equation Model

Measuring the fit of the designed model was confirmed before the validation of the
causal relationship for hypothesis testing. Results show that the x2 was 863.618, the degree
of freedom (df) was 405, p = 0.000, and the GFI was 0.871. The AGFI was 0.842, the
sRMR value was 0.035, and the RMSEA value was 0.056, confirming the absolute fit of the
measurement factors. In addition, the NFI value was 0.911, the IFI value was 0.951, the TLI
value was 0.943, and the CFI value was 0.951, so the intermediate fit of the research model
for hypothesis testing was also verified. All but two of the path coefficients in the model
were positive and significant. Therefore, empirical support accrues to all the hypotheses
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except for Hypotheses 1-1 and 1-4, which referred to the path from synonymy to customer
satisfaction and up-to-dateness to customer satisfaction. In other words, four elements
of SNS information attributes (conciseness, reliability, usefulness, and liveliness) have
significantly influenced customer satisfaction. Furthermore, the relationships between
customer satisfaction, brand attribute, and sustainable use intention were statistically
significant. The more specific hypothesis test results are as follows. The results confirm the
proposed effects of intuitive SNS information attributes on customer satisfaction, reliability
(Hypothesis 1–2: β = 0.28; t = 5.098 ***), and liveliness (Hypothesis 1–3: β = 0.12; t = 2.146 *).
In addition, usefulness (Hypothesis 1–5: β = 0.26; t = 3.534 ***) and conciseness (Hypothesis
1–6: β = 0.22; t = 4.149 ***) among the analytical attributes of SNS information positively
influenced customer satisfaction. Among all the predictors of SNS information attributes,
reliability (t = 5.098 ***) has the strongest effect on customer satisfaction followed by
conciseness (t = 4.149 ***), usefulness (t = 3.534 ***), and liveliness (t = 2.146 *). In addition,
customer satisfaction was a very critical antecedent of the brand attitude (Hypothesis 2:
β = 0.95; t = 17.578 ***), and the customer satisfaction (Hypothesis 3: β = 0.26; t = 2.201 *)
and brand attribute (Hypothesis 4: β = 0.77; t = 6.528 ***) have a direct effect on sustainable
use intention. Overall, the study produces significant support for the notion that SNS
information attributes of foodservice businesses, as perceived by customers during their
consumption experience in a restaurant after finding information about food, positively
affects their perceptions of satisfaction and, in turn, has a positive effect on the brand
attitude and sustainable use intention with regard to that restaurant (see Table 5, Figure 2).

Table 5. Results of structural parameter estimates.

Hypothesized Path Coefficient S.E. t-Value Results

Intuitive Attributes→ Customer satisfaction

Hypothesis 1-a:
Synonymy→

Customer satisfaction
0.039 0.059 0.668 Not Supported

Hypothesis 1-b:
Conciseness→

Customer satisfaction
0.277 0.054 5.098 *** Supported

Hypothesis 1-c:
Up-to-dateness→

Customer satisfaction
0.119 0.055 2.146 * Supported

Analytical Attributes→Customer satisfaction

Hypothesis 1-d:
Reliability→

Customer satisfaction
0.115 0.082 1.407 Not Supported

Hypothesis 1-e:
Usefulness→

Customer satisfaction
0.257 0.073 3.534 *** Supported

Hypothesis 1-f:
Liveliness→

Customer satisfaction
0.215 0.052 4.149 *** Supported

Hypothesis 2:
Customer Satisfaction→

Brand Attitude
0.951 0.054 17.578 *** Supported

Hypothesis 3:
Customer Satisfaction→

Sustainable use of intention
0.258 0.117 2.201 * Supported

Hypothesis 4:
Brand Attitude→

Sustainable use of intention
0.768 0.118 6.528 *** Supported

Note. * p < 0.05; *** p < 0.001.
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Figure 2. Result of hypothesis test.

5. Conclusions and Limitations
5.1. Conclusions

This study was conducted to verify the influence relationship between SNS informa-
tion attributes perceived by restaurant SNS users, customer satisfaction, brand attitude,
and sustainable use intention. Through this hypothesis test, we intend to present various
practical marketing implications not only for academia but also for the food service indus-
try, which is facing many difficulties due to the COVID-19 crisis. More specific academic
and practical implications are as follows.

First, this study applied the attribute of SNS information characteristics to the dual
processing theory that verified the causal relationship between satisfaction, brand attitude,
and sustainable use intention through the SNS information perceived by restaurant visitors.
In particular, previous studies that used dual processing theory mainly applied the concept
to identify the effectiveness of SNS information in the engineering field [9,12] or in studies
on psychological aspects to understand the psychology of consumers [16]. Therefore, this
study identifies the important elements of SNS information attributes as an important
marketing promotion strategy by considering various intuitive (consent, reliability, live-
liness) attributes and analytical (up-to-dateness, usefulness, conciseness) attributes that
consumers can recognize through SNSs in the restaurant.

Second, this study verified the influence relationship between SNS information charac-
teristics and customer satisfaction, and it was verified that reliability, liveliness, usefulness,
and conciseness, among the six attributes, had a direct effect on customer satisfaction.
According to the results of previous studies that employed the SNS information attributes
as a major variable, it was confirmed once again that the influence relationship between
perceived SNS information characteristics and customer satisfaction may depend on the
research subject or research field.

Third, the present study found that reliability is the most significant factor that can
influence customer satisfaction among restaurant SNS information attributes. In addition,
conciseness, usefulness, and liveliness also had a directly positive (+) effect on customer
satisfaction. Therefore, foodservice companies or restaurants should deliver concise infor-
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mation, including meaningful information that is provided on SNSs, and provide reliable
information based on their expertise in the provided information. In addition, the informa-
tion provider needs to provide well-organized and accurate information, including store
name, location, menu, and price, to improve the usefulness of SNS information. For exam-
ple, restaurant-related companies are promoting information on their SNS accounts based
on consumers’ visiting experiences by using experience groups on Instagram or blogs.

Fourth, it was verified that conciseness and usefulness among the analytical attributes
of SNS information characteristics had a significant effect on customer satisfaction. There-
fore, in order to increase customer satisfaction and further increase positive sustainable
use intention, the concise and essential content-oriented information provided will have
a positive effect on the consumers who view the information. Therefore, food service
companies should accurately deliver the store name, location, menu, and price to search-
based services.

Last, this study verified that consumers who were satisfied with the information
provided by SNSs also increased their positive attitude toward the brand and sustainable
use intention. This result re-verified that there is a significant causal relationship between
satisfaction, attitude, and continuous use intention, and this can be applied to the food
service industry from previous studies [44,45,51,52].

Recently, the proportion of dining out has increased due to the influence of COVID-
19 [63,64], and consumers’ interest in dining-out information on SNSs such as Instagram,
Facebook, and blogs has also increased. Therefore, this study is considered to prepare
a differentiated strategy to improve and develop a marketing strategy using the SNS
information attributes by considering other critical elements such as satisfaction, brand
attitude, and sustainable use intention. These findings are expected to help establish
marketing strategies for restaurant business and develop academic grounds.

5.2. Limitations

This research conducted a meaningful study based on the information characteristics of
SNSs (Instagram, Facebook, etc.) that, recently, consumers mainly visit to find information
on dining out, but the following limitations were not overcome. First, the residence of the
survey respondents was not investigated in this study, and data were collected in South
Korea only. Therefore, the SNS information can be different based on the size of the city,
country, or area of residence. Therefore, it is difficult to generalize the research results.
Thus, it is necessary to overcome the limitations of the study subject by considering or
comparing various areas.

Second, this study was conducted only focusing on a general SNS setting, such as
Instagram, Facebook users, and blog users, among various dining-related SNS websites.
However, this study did not distinguish the type of SNS setting, and the results can be
different based on the SNS setting. In future research, therefore, a broader investigation of
more diverse SNS websites is needed to overcome these limitations.

Third, this study requested a single response rather than multiple responses, for
the main purpose of using SNSs to search for information on dining out. This was a
single inquiry to check which reason is the most important in searching for dining-out
information through SNSs. Therefore, it will be meaningful to inquire with multiple
responses in future studies.
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