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Abstract

This study is intended to analyze how emotional reaction based on consumption experience of dining at
Korean traditional restaurants affects comsumer’s repurchase intention. These restaurants are chosen from lists
of high quality Korean traditional restaurants designated by the Restaurant Association in Busan. And then
a model for the study is designed based on preceding studies and hypotheses are extracted. A statistical
package program, SPSS WIN Version 18.0 is used for frequency analysis, reliability analysis and factorial
analysis and regression analysis to verify the hypotheses. As the result of verifying how experience of dining
at a Korean traditional restaurant affected arousal among emotional reactions, the symbolism factor and the
variety factor were all proved to be meaningful, whereas the amusement factor was proved to be meaningless.
As the result of verifying how experience of dining at the restaurant affected dominance among emotional
reactions, the symbolism, amusement, and variety factors were all proved to be meaningful. As the result of
verifying how emotional reactions affected consumer’s repurchasing, the arousal and dominance factors were
all proved to be meaningful. Moreover, as the result of verifying how experience of dining at the restaurant
affected consumer’s repurchasing, the variety and amusement factors were all proved to be meaningful,
whereas the symbolism factor was proved to be meaningless.

Key words: consumption experiences, emotional reaction, repurchase, Korean traditional restaurants,
symbolism, amusement, variety

I.ME U oi7ke] Fej R WolSole AR PO
2} = glthPowers T+ Clayton WB 1999).

eae AAANRE @ed] A a2 AAE 5 JhEA degstaat 3 A ek 2] @Al 9
Ao R she A ke shue] shgge]  aue ARle] oy 747 FAEHE &M

q: 28H:010-6601-9655, ybcho22@deu.ackr, F2HA] FARR T A2 995 Foulgdha AT 6015



134 garze]sks]A] A 189 A 43(2012)

AFEH HEo A4d 545 AYxn Aok
(Park YS - Chung YS 2004).

24 2vle) wae o ol o) wEL B
U AES 918l Hojof sl Zlo] opd RS
el Agstazt st ou|et Ao =FEA L
7150l A- o Fo8lAA E Aolth(Kniazeva
M - Venkatesh A 2007). WEhx| &2 Mo FF
A 2l Qse A AgaFelol s,
Al avAe] 1Y 2 5o AFlt A
220 Fjolt} ARgo] shte] Aol 27| %E
I 7Age] wao] Fojrkal lvhe A o|tHKim
KJ 2010).

)2 4xm|2Le] o] 2l gh Mst= Ae] ARl
A E4A 71 ZARA AeA - ZAA 77}
A3 B FoaiA 3 vk HA Zobs = Sle
Uﬂ] AlFe] 7164 SHEG AR - F8A o
£ H FeAsHH AEFS Lnlshks Al 4lelA
5 ot Weke R W) vt e A%

U}.TL S{lﬂ-(]ang BJ 2010: Barrena R -
Sanchez M 2 =4 =2 40 A5 FElEe
S7F 57}6}““1 A aH|of] Hlel PE4tT
E5e o 7HdEE Aew gexl 434
ZHlell gk 89 A ow Frksta vt
(Boven LV 2002: Ariely D - Carmon, C 2000). ™
2hA] dd 92 Amjxte] AH|EES o|E) ]
e 71943} 2u1A) 1be] FE Aol 3 HabA
Q) mAsgel 288 R urke A9A By
oM FEa) 2 a7} 9)om(Schmitt B 2003),
a4 B ’\H]Z}«] A FHE TR
A 719 e] AR S AP stshe WY o
o7l = ek (Yoo CJ - Yeo JS 2010).

wEba B AFelx e AR 84 HaER
A A a1 o] Aol wiAlE dEF=

oft

e rEm

EST
NFE

ﬂ

et BA Aol A Pl e ojul g
GFS IAEIE 4G Rolnd, A 9142
u73go] A PrielEe] v FFE setsn
AAYE 2% D94 daEgon WA
Lx3

3 g Ho} AAE S AlFskaLst sk

I. OI2A Hi&A
1. AHIEE
AL Aalo] AR & BAY Ex AL A

101

o} T AVIM L& Aol 7]solge 9
& X1 tH(Jeong YH - Lee JH 2009).
AEE NN thd 5& g Atole] Fozt
Lol A dAS= Aoz npA” oY AH| A E
= Adste H oA S JiE F9 sht
ol# Kim WS - Huh EJ(2007)°] <J3lH Zd-2
AHH olH 7H°]°ﬂ upet g 27w A e A s o)l
o= npA"AQ WA vk gk
BEE FEote Aol 83 wAga o)
THRoest H - Rindfleisch A 2010).
AH|o] 293t EAL AulEo] 4H

o] -
M
[e]

M D
yo 2

_1244

—

7t

9

L o

BUANE )
=

o

L

B

=

ﬂi

e -

w,

0 ©

.ﬁ
Ll

i)

st

ll

o

)

2
(=P ]
f}}? il “é%
i ) ri

s

kv)

fr
>

N

®

rlo 1?:

N

an

N

o

BN

i)

A

A v 7R 9 27 %elu |
44 2 E B 23
THHolbrook MB - Hirschman EC 1982).
$157} ofle} Aol edats A}
1o]7] wjZoll(Lovelock CH 1983)A17F &
nio] Be ZzEn

Vazquez R 5(2001)- AH]x=9] ulA®] SH

ol My =e] 874, A=A, tha/dszhg, 4
A 9ol AFe] 93 94w AFgeln glon,
Mathwick C 5(2001)2 22} 9 71g2 71 43

diel Aee] 24g A7 v, An), 40

73, 4 *é, AMulze] g Fo= Ao 71
=
=

A
oX
Bs)
N
rlo
o,
e

R
ol
ol
58

] ;@ B

¢

Jo
m{n

[¢]
=

of ol fR Lo 4l R

jg

r°1'

iﬂlﬁo TJr HAE AT2E v xie} &
A ATE Lee ES - Jeong WH(2003)= 2]
| ~Egte] Au 2~ Ade] ] M-S Fs
IR Ao s, PR o
Ackar shich Aol gk 74981
B(1999)7F A Al 242, 2, Q1AL A, BAA
A9 aheta sigich dgEore) HEE A

Avs)

O

o)



2= &471(2005)7F 44—-14—-_%— q| oW E HIE
| @A do] Bg5A] o
A 8AE B3l R ou gk
T EC I PRR IR E)
Kim KS 5(2009) &4 o]& uAe] F3dL
RHSo] e mixitkaL o}Mg , 520

o

AN

2

1T H O, 1o B
o] oz AMu|=E AlFE ARA TS
= Zd¥elet skt
2. 9|/;!A|j|7134
94}1/\317‘]640 9,]/\1 /\H]J 1124;(4 7(:)] <

) orm

g FAHE XA, A Agolgtn o
Ak (W53 2011). AchALEllA 9] )4 S5
Elolzl s sl wo g o] AAAS

(]

|

EQE Sl o} 7k glow], dedt 49
4 78 F2AAFA QoI ARUA A
Gl g4 8% 39 stz 455 glek

o] 4] MRl vladEolu Anl e Fafet
g BE 5] oarag g2 sk il
% Aoy FAE vl ditt ek Fuf At &
Hle] FA| = 24 2HE ) EFAIFHS Q)
7HAAL glom, o3 g o8 IS

T AUe 542 7 ATKFH7TE 1999).
Kniazeva M - Venkatesh A(2007)& S2=
A, &7, TAA H&Fe] AAlA 54 4]
SR, TNAA, AR, E5H, ofH(4)A, 33
4, 39A9 Ao PR

== 5&(2011)—‘ CIEN iu]ﬁ—ao %_z‘q}g A=A

it

wkgol A ez wAE T 135

2 FRde] Avstnd sk

% T4 7}21011 d,—*é}ﬂﬂ 211%]‘% Hﬂli&‘r
AEE u =)= A} 22 ASo|th

Barnett LA(1991)%& «W, < FHE U
of Arsiict AA, Q1o SH2A F714<1
AACE e & don A net JF
= @ W He Aol vk stk =4, N
dgste FHE rlshe o= ARl
Zo| 4sAge] Aol g2 A B G
2 g lom, Azt wet Hsr| e ot Ao
Awsla UTHLiu CT et al 2010).

Jeong YH - Lee JH (2009)= 3]/del x2ghe
A% Mde AR uE ouzt ixd g
olgtal gt} #3142 HA o AAH HIHH
of &g BAll=E FHohe WA molo] A
& B8 A% Ad AFe] Fasitta
3l thKotler P+ Armstron G 1996). <17} 733 3}
T AFlA A7 BR Al 22 A
nlgta sta, o7t &Fe o] fE LG LA

4z

HU oX 021. o,
o
o,
&)
)

ol
lo
K

3 O FoULE Uehl7] flal ARE=
o2 gl FAAQA M Elo] oFH oz

= Ao} olm A A, A9t 9] Fo] A
23l il A 28-S 3= Zlo|tiShafir E et al
1993). A= =24 F98°} ?‘Wﬂ ?ﬂl%ﬂ A

6H7< 3 oh'/]'(Solomon MR 1983). & 434
Sl ABE PHAAG 18 0 A0S T



136 S z)8k3]A] A 188 Al 435(2012)

datar Bl gk o|w|AE e M st AFUA
o]Ae] =tto] ETh(Kim YS et al 2005).
T3 Ao e BT 1Y E
A& aAsAY, 2Ap71e] A9 I

o 4o

&4
fr
B Y
N
>
o 2 ok

é
Y
S
o

Gk 2 ThE Aol B
stast e &78 FHA I e RS
HkdgttiJeong YH - Lee JH

Ko JY 5(2007)& o1/ 11742] 94*‘%71 o o
al A7) A E A AL AL ExolA &
AN E O A A Ee E o E9
Hole] ek Alo] i, AA AR of § glrhe
3718 B3 A9 s wAlgn sk

Kim JA - Kim OK(2008)-‘—" E-g Qlasl= A
AE 477401k BollA stetsisledl 134
o] AL Qj_l‘].xqo] o7 O]stugn:]

i

o] 2¥13gelv], AIUEoNt EH Fol FaT
AR efplzAle] 3olekn B 4 e,

xil*dﬁ Re 3
3 Aof st XVH ﬁ—?Oﬂ gte AlEE AdEst
= 2ol LA]I anjEEo] Hoj7ta Sith(Koo
DM 2009). &:H]&@ gl slojAe] theidel wigt
Hoe k] Fujelal Aol sk A
T el o) FEATYED AAY A7l

A NS, ulApEe] FAAFE WA

o=z FulE 7§ 2 AF el dse] Ul o
FAE FHste @l dEidtin sk

(Kahn BE et al. 1986).

nlApe] el oid AFES AA4
=4~=(Optimum Stimulation Level:LOS)<] 7id
& EQislo] ARelRA Aol ik WAl &
5 VSN SN DT BES Lo
P ek ST 5, 2¥ARE Rl A

=4l

g ) gk AnAES AlEa thE AE Al
e &7 73 7] sl A3l
RS F7HA Ek(Jamal A 1996).

Suk KH - Lee JH(2010) < 3+ 2| E oA o
2] AFs SAldl Frldshe dEedA =244 +
o] R o A o] o weol vehd
tha sksich

[y
ofs

>

2. Z&EtS

ZH|2} P Fe] lo] A Sl gk A
= 1980dt) AlAE Rl om, 27]e] AB|A} AE
AT = S T2 dLdAYe] FFNE
L L R B R ] = = e e
B)C-Z t}Fo] gti(Havlean WJ - Holbrook MB
1986; Westbrook RA 1987). 13|} F o=
Ao] 2B gl A A A ez AsH ¥
T 249 By fE dak=
Al Dok A THKim SH et al 2009).

A S 7] e S MRt S

al
7}

o e rr

=
A7 g *

AR A% AT F 53] AN B2 &
A1 W3 9)E Mehrabian A & Russell JA(1977)
] PAD(pleasure-arousal-dominance) =3 ©]t}. ©]
282 P4 AFE g4 A= gigk vkgow
ekt 79 S 293 A% s &

AL, @7), A Al APow sHgsta Q)
Donovan RJ - Rossiter JR(1982)= 73412 gt
2ol #5o)|A Mehrabian A & Russell JA(1977)
ol Ag3te] Haxe] 97| AR E &
Az, B718F 22 A wkgo] Lgvts 4
7k, Juj e ololr] st = 9% Sl df 9
T3 A Ho o B B AH|E rEsAlo] 9l
= 9% ASsAh
Park MJ - Lee JS(2005).& Sel#| ~EZ Ay
2= Ao o] gk e ZPgA whgo] 3
«lcg‘r Ao ol FEFe vx= s Bl
omn 53] nAe] IHA AR ET; F4 71
o] o=y Ao Ed o B Fof I
< PAE e E YERHTHKIm KY 2010).



e Y dzEde] angdd o gukge] A el mel vAE 9

3. M F0Hel=

A Tl e oW AlFgAt AlFS WHEA o
2 o|g8 7IeAolgta & 4 AtHGarbarino E
- Johnson MS 1999). 11789 A FLu| e == AlH]
22 AelA] 71 Bho] FoAolv] A A
o B B& "l 74 "ok

Zeithamal VA 5(1996)-2 1174o] m]2jol] &)
A E 7193 A& oz A
BAE fAS T A od Ag B
Zhelel 1 ohex| o} Bag v PEelwe]
248 =3I

Levy M - Weltz BA(1992)& 31749 Fujj o}
A gate] g JERA vjZ3) el
rolew 299t st nael neas
Fo) stz ATvlelse 71
HollA FL38kA A

w
P4 e

=
=

=
<

o o i

L
R

iL%o]

1o
4

TE3F Oliver RL(1993)2 W3} An|7g o] #
AlelA 214 o= el A7]= g o
§70] ZH| =& ezt T § P w2
A E ALl Aol dEFE vX = o= UE
Wt} Donovan RJ 5(1994) % 73 A0 &2 2%
= A AL A" 719l sl 2 o=
EokA] 2, Kim WG * Moon YJ(2009)% = &
g8 ue] 1A g9lo] Aol x| #<

=

1

137

e
3
h
02

2
oid
8

Al 549 T3] lM A
HEEZS o8

e
= 2

o o
o T

[0 ol

il

iy

1>

o

k!

)

tlo do -4

fe o I

o oﬁ,

o

Z 2

fr o
B
. =

-

=

Lo

b

=2

2

rg

of

v
H o0
r&ﬁ

-4
N
=
LY

2) JtdM

g dlaEde] An|Ed 9@ 7y
o] A Fuje]xel n|x|E gkl ] Lo}
Bzt AR s vEgo s ta
AR skt

fd

Els

olo

(1) 24 AHIZSW 2FS0 st I
dobH, =2 7

anle =7, 2 2

Jung HS - Yoo HH (2010)-> g4
B4 e A 2HE 99

ssich. A8A e @

v
£
2

2, AEG 7, AARE e Bt 71R(E) S
= E3h

Jeong YH - Lee JH(2009)= 4uHd 7] &
A= e, 34, B, el sl
on, FaL S A S AA o
2 nHen, e H44e Aot

- "
experiences

response

Repurchase
intention

Symbolism _
H1 Ventilation H2

Repurchase
intention

Dominatiol

H3

<Fig. 1> Research model



138 S z)8k3]A] A 188 Al 435(2012)

HI-1 : 345& Z9ugel 2leh 992 1]
2 Aojt

HI-2 : §24& Zguked) fele 932 v]
3 o]t}

HI3 - e Zukge fela 93 v]
3 o]t}

(2) Z&UtsSt X200 IS0l CHSt JtAd

AB2714 o] 7l SlojA 9] P53 A
Hjste QA=A mAe] A kg2 g &
Q37 A"k s TtHNoh WI 2009).

Bigne E * Andrea L(2004)E #4 9} &% ]
22 272 o) dojuhe AH|7Eg ] ek Aol
A EAR, 7] ol F4E W] ool =
ol S W ozl Bl wmo e FHZ QN ¢S
n2= Ao & UEsdth

Milliman R(1982)& g7 upAlo|u} 2] S-of
¥ 7] 5o FAHAF] AL %

of

=
£ el e, SR, B FoR

ok 31 Turley LW - Fugate DL(1992)=

(Donovan RJ et al 1994).
Kim WG * Moon YJ(2009)%= #l~E% 1749]

AAA golo] AR we frogt AaFS Frh
I 3FAth

upba o] et MPATE AR B AFoA
© AgRrge] ATl omo) nX = dFS &
o] gl oI e 7S =&t

H2 . Aguks-2 A Frafo]=e)] o] 3k YL
n]E Folrt
H2-1 : 27]& A Fojel=d 7o]gh JIF<

A A e Ee] $o)d Fee

(3) A AH[Z& 0} X FOHCI=0 CHE It

Q)2 ZH]= hESov I, AbE R T BRE
0] go] =& AH|FEo R aATNEI A Fujo
=7} 3 93tKLee SH et al 2007). & ell& 74
2 8219 QIXA Zwvto] ole}l o] ]
B drA o2 B Hle A vkg
gk nAe] BEy e dEe FA drin
B3I THKim SH et al 2009).

Lee ES - Jeong WH(2003)E 2] d~E%

o Aulzs Aol A B AT B

A el E, PRz FEgS vXa it
31932, Lee SG - Kim JHQ2011)% 3] 2~

Bl el anAge g, nANE, A 7o
el fo% FPL VAT Ak

we oleld o84 MY S 2AR B AT
AHE 914 2l A Frielwd] VA
JFE Gohus] Sfe het e MG EF

o},

ofs
2 ook

}_

H3: 9] 201738 A o] #ole o
%% 3 Aotk

H3-1 : 399 A ez 5218 ST
v @ Aol

H3-2 : 5815E A Priel=e] Hole ST
v Ao]tt



&

H33 : OEYe A PrielEe] #ole T
v Aol

2. BiZ0| ZXF HO| U MEXTA
gAY e 94 2vle) HEH AYE B

o B45E A2 Fgeleka Felsudt 5

o]

AN

Of

B Aol A AHEgE oA an Y] S E
£ Jeong YH - Lee JH(2009), 7A53H2011), Lee
SG - Kim JH(2011)2] AaAFA F314, A
3, g 59 7 8RS FE3] # AT
ATt B AfolA e APATE vfgoz
=2 FAd B AlFAdEt 1788
Likert 57(1: A3 2] g}, 5. v 22h
He2 FAsch

AN o] 2HFE A PAIH O T
AR e AEA g2 FAEH R V)]
U H=E 245k AeAgl vke-2 UEile
FER FoJstaAt st -2 Kim SH
5(2009), Donovan RJ 5(1994), Mehrabian A -
Russell JA(1977)2] PDA(Paeasure, Arousal,
Dominace)# =81 Aull, 7|2 Fdstiom &
=ie] Ao BHA| A3 8te] 83 Likert 5
Al A3 23A g, 5:ovlg- 2%t A=
e

A Tl = oW AFAR AlES WHE
2 ol & /e oR Ao E 2N
of tigh vl § AAAQ PFOoR o] Foi
Ae Fez Zofstazt sk Al Fufel=
£ Zeithamal VA -5(1996), Oliver RL(1993), Kim
WG * Moon YJ(2009)2] 9Atol|A] & =fe] 52
off Al A Fg3te] 5 &2 Likert 5H(1: A3 1
22 @}, 5 vl 2Eth HxR S

2%

[
1 7r o o

-

3. =N & =AY

2 Aol BAS G Sla) BB
==

g

S YN AAD BELAE F A o
7h3u 9 ol nFRRA el 2ETE o g3t

F g2 gaEde] 2|4 o3k

g urgo] A Fujero) nXE gk 139

e ddor NSk draits o

daEd dAAet o] F AALE

AAE AP F LA DA A9k A7)
719 EE ol g3 20119 119 14878

2011 11 3097141 F 3405-2] AFA & vl Z

std 329(96.7%) -5 3Tt on, HEH R

322(94.7%)F-2] AEA7F Ao AHEE QT
ZtE A2 & SPSS WIN Version 18.0 E7]317]

2 22O AMsIon SHE 2kse] 4
WL ATEAIEA BEAS AR 98 Rl
S AAE e, BgEe] AlET e S
A7) A8l A= 8QlRAS AAE)
o, ANgA 7Z5S Cronbach's aZ o] &5+
th 7ME S-S AR S Bote] ASsith

1. QIFENSA S

2 AT ALY LREAQI SAS get
3171 913 Hl=iA A= <Table 1>3 22
Bt & 3 3221 9] dnbA 5o tisied]
AAFES AR 7lsstd v 2t

Ao E AL 1807 (55.9%)01™, A&
14278(44.1%) 0.2 of/d o] FAdol vlal =7 et
wom Ao A= 40-4947}F 957(29.5%) = 7}
e vEE Yeida, 2ERTAAE 7E
2187(67.7%) 22 =7 et oM e A
EUZ 142%44.1%) % 78 =4 Jebdth

AFol M= AFFF7F 857 (26.4%) 22 e}
Wil g ASo|AE 200-2997H] 0] 827(25.5%)
2 78 =4 Yehgh

[
=
- g2l FA(EFA :exploratory factor analysis)
ol
AR

- SHAE AP A9



140

{Table 1> General characteristics of the subjects

g2z2) 53] #] A 187 Al 45(2012)

Characteristics N %
Male 142 44.1
Gender Female 180 55.9
20~29 72 224
30~39 80 24.8
Age 40~49 95 29.5
50~59 63 19.6
Over 60 12 3.7
Marital Married 218 67.7
status Single 104 323
High school 65 20.2
. College graduate 142 44.1
Education University graduate 102 31.7
Graduate school 13 4
Student 47 14.6
Self-employed 63 19.6
Professional 62 19.3
Occupation Sales-service 19 6
Housewife 85 26.4
Government employee 22 7
Office worker 24 7.1
Under 100 44 13.7
100-199 54 16.8
Monthly income 200-299 82 25.5
(W10,000) 300-399 67 20.8
400-499 42 13
500 moer 33 10.2
Total 322 100

93l =24} &3 (cronbach's alpha) A& &85}
o A= BAS T gaA el FAe] 27]

=

—r%‘j&’ He FHEEH(PCA : principal compo-
iy & Aef5n, 295 09 R
A< frAlste] 3xdske Wl A
rotation)= AP Th
oo] = tﬂ-m_i‘— 7]—0]?ﬂ7]-
f+ gkelelZl gk eigen-value) 10173
_04131 218 ) &H(factor loading) 0

& Abgsianh

Z}3] A (varimax

ket 71
bo AHE-SH
401732

(N
r-{m
1
il
=
0 re
o
-
=2
>
rir
i\
o,
ki
-4
1o

E)

o o
Hir
=)
N,

r° LN
ol
2
)
i
r U
¢
re
—Ll
L2
X

N J}U oX, t‘:O

)
i)

KMO#%} Bartlette] 34
Ao A S ASsin

oo oX o ofl
J

ko oX

o
o
)

1) QAl AHIZS S 2O01EA

B Aot 94 24P

T [} =
2237 98 LR AN F 178
Fo| S 18] AA AAs e 13} W
AA A ] 04018l 288 ARt &
15895 29899 4SS, 2



aH g daEge] auAPd o3t Aukgol A Fajelmd] X JFF 141
{Table 2> Factor analysis of consumption experiences
Factor Variables 123?;; Iilagl‘:lr;- Pro(po/(());lon CronZachs
The experience of dining at this restaurant shows my 0752
lifestyle.
The experi'ence': of dining at this restaurant is well 0.745
matched with image that I want to express.
The experience of dining at this restaurant makes me 0.735
Symbolism 2. trend-setter. i . 3680 24.593 0.849
The experience of dining at this restaurant expresses 0.694
my values.
The.experience of dining at this restaurant expresses 0.688
the image that 1 want.
The exl.oer.ienc.:e of dining at this restaurant makes me 0.588
more distinctive.
I feel comfortable while I am dining at this restaurant. 0.839
While I am .dining at this restaurant, I can't recognize 0776
how much time passed.
Amusement Wh%le I am d.in.ing at this restaurant, I became joyful. 0.760 3014 21.424 0.861
While I am dining at this restaurant, I can forget other 0.659
concerns.
While I'am dir}ing at this restaurant, I feel released 0615
from daily routine.
The experienf:e of dining at this restaurant gives me a 0.831
new stimulation.
The experi@ce of dining at this restaurant gives me a 0.812
Variety Lo cwperience. - , , 3071 20470 0.854
T.he. experience f)f dining at this restaurant is a very 0.708
distinctive experience to me.
T}.le experien.ce of dining at this restaurant makes me 0.657
think something new.
KMO : 0.895, X?: 2770.022, P : 0.000
¢ 1E8E A7st F 73S 89Nl A 3) X FOHRI=0f CHEH 20124
g3tth F TR E S 71.89%%t 821 1 A FufelEel tigh 991 48] a2
e 7], 29 22 At WSSk BN ARYL NS F 5B

{Table 3> Analysis of emotional response

A AAsR M 12} WA %

gel s 1390
|

. Factor Eigen Propotion ~ Cronbach's
Factor Variables loading value %) o
I feel expectations for this restaurant. 0.842
I feel satisfaction with this restaurant. 0.822 2.622 37.451 0.822
Arousal . .
I feel mysteriousness at this restaurant. 0.819
I'm amused at this restaurant. 0.682
Atmosphere at this restaurant overwhelms me. 0.898
Dominance Atr.nosphere at t.hIS restaurant~attr‘acts me. 0.881 2411 34.440 0.875
This restaurant imbues me with its
0.847
atmosphere.
KMO : 0806, X*: 1045717, P : 0.000
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<Table 4> Analysis of repurchase intention
. Factor Eigen Propotion  Cronbach's
Factor Variables loading value %) o
I'd like to recommend this restaurant to my friends 0.892
and my acquaintances. ’
R b If someone asks me to recommend good 0.857
.e purcv ase restaurants, I'd like to recommend this restaurant. ’ 2.825 70.619 0.860
Intention ",
When I choose Koran traditional restaurant, I'll
. 0.820
prefer to choose this restaurant.
I will visit this restaurant next time. 0.789
KMO : 0.743, X2 : 666486, P : 0.000
ol 3l F4RYS 8RN 4 JIAD

of
-

BaramE L 70.62%%ch A
3 =

wle] o] 9l $MATE <Table 45} 2k 1) QIA| AHIZSID 2FBIS(EONDIO| 2
912 201739 23lo] W@l 1A
3. Az 2A = 9= A5 Astd gssHARASs 7
4243t g, A PlelEdte] & @ B3k <Table 6>3 Ak, F W 3k 574
AE BAS7] 9ste] 7k ¥ig7te] ARAAE AWEL 213%E eI 94 A8 48 891
sferelr] glete] sloje] JRAALZ o3l F AR, TP 290 I5E 0050l
FHAARA S A o <Table 5>9F 2t} AP WEg 3 7)o folgt dak= nA= 3o
Zb aRQlo] tigt H% Ay BE AaHTAllA 2 JEhd 7ol AgE AT {3 8902
p<0.0012 EAA o Foladr) olelA) ghe Ao vehy spo] 7)zkE ik
{Table 5> Conelation coefficients between the variables
Factors Symbolism Amusement Various Arousal Dominance Repwchase
Intention
Symbolism 1
Amusement 0.530" 1
Variety 0.616 0.537"
Arousal 0.515" 0.553" 0.603" 1
Dominance 03717 0.298" 0.454" 0.399” 1
Repurchase 0.435™ 0.502" 0.500" 0512" 031" 1
ntention
"p<0.001
{Table 6> Regression between consumption experience and ventilation
Unstandardized Standardized
Model coefficients coefficients t-value p
B S.E Beta
Constant 1.515 0.214 7.074 0.000
Symbolism 0.145 0.071 0.135 2.048 0.041"
Amusement 0.042 0.069 0.038 0.615 0.539
Variety 0.349 0.066 0.351 5.301 000
R= 0221 Adjusted R= 0213 F=30.002 p= 0.000

"p<0.05, “'p<0.001
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{Table 7> Regression between consumption experience and dominance
Unstandardized Standardized
Model coefficients coefficients t-value p
B S.E Beta
Constant 1.024 0.152 6.729 0.000
Symbolism 0.127 0.050 0.140 2.528 0.012 "
Amusement 0.269 0.049 0.283 5471 0.000
Variety 0.307 0.047 0.365 6.558 0.000
R= 0449 Adjusted R'= 0444 F= 86304 p= 0.000
"p<0.05, "p<0.001

2) Al AH[AS Nt ZIEBES (A S| ZHA|

A alo] P uhg(Aulyell 1A

| Y3le] 53] AN S 43

3 A3} <Table 7>3} 23, R2=0.4442 Ao
44.4% 7 FeERgT)

3) MBS K FOHRIEO] 2EH
kgl A pulelel] nlAE e A%

7] SI5jo] BFEAEAE ST 23} <Table 8>

o 2y, R2= 02722 AL 27

& 27.2%% WERsIT
ARG T 7]k Al 2912 A Ffel =
| -ol5 0.050 HllA frel g FES v A E

1oz Ueht 7Hdol AfEE At

2

4) QA AHIZAS M N F0HCIEZO| ZHA|
Q2] ZHZF alo] Al Fujelke] mx
FFe A3 Hste] s AR 73
A3} <Table 9>} #3, R2=0328E % Uga:!L
32.8%= YEPT 94 4B|AEE 89l 5 3
g, B 81 FrolE 0.050HAA Al
o] =o fefgt S v Aoz Yehdt
A
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{Table 8> Regression between emotional response and repurchase intention

Unstandardized Standardized
Model coefficients coefficients t-value P
B S.E Beta

Constant 1.527 0.182 8.390 0.000
Arousal 0.468 0.053 0.462 8.890 0.000"
Dominance 0.109 0.045 0.127 2.444 0.015"

R=0 276 Adjusted R°=0 272 F= 60.846 p= 0.000
"p<0.05, “"p<0.001

{Table 9> Regression between consumption experience and repurchase intention

Unstandardized Standardized
Model coefficients coefficients t-value p
B SE Beta

Constant 1381 0.170 8.134 0.000
Symbolism 0.101 0.056 0.109 1.796 0.073
Amusement 0.287 0.055 0.298 5242 0.000™

Variety 0.232 0.052 0.273 4.459 0.000"

R= 0334  Adjusted R’= 0328 F= 53.120 p= 0.000

"p<0.001
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