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Abstract

Purpose - The online-to-offline (020) business model has brought considerable changes to the traditional Chinese business
model. The main difference between O20 and pure online consumption is that O20 offers a richer experience and
word-of-mouth. it is easier to trigger online word-of-mouth. However, few scholars have been concerned about the impact of
experiential value on customer satisfaction and online word-of-mouth (e-WOM) in the study of O20. This study takes the
020 business model in China’s catering industry as its research object and uses structural equation modelling to analyze
the impact of online and offline experiential values on customer satisfaction and e-WOM.

Research design, data, and methodology - According to previous researches, consumer experiential value is mainly divided
into return on investment (economy and efficiency), service excellence, playfulness and aesthetics. According to the
characteristics of O20 in China’s catering industry, this study divides the online experience value into efficiency and
economy (return on investment). The offline part is divided into return on investment (economy and efficiency), service
excellence, playfulness and aesthetics. Using a web-based survey, we collected 303 valid samples. Structural equation
modelling was used to create the research model.

Results - The results show that efficiency (online) and service excellence (offline) have a significant effect on customer
satisfaction. Economics (online) and playfulness (offline) have a positive impact on customers’ e-WOM. In addition, the higher
the customer satisfaction, the greater the positive impact on the spread by word of mouth. However, aesthetic(offline) and
return on investment(offline) have no significant impact to customer satisfaction and e-WOM.

Conclusions - The study findings show that the key to boost customer satisfaction in the catering industry is to improve
product quality and service. Although traditional competitive strategies such as online discount have been questioned by
many scholars about their decreasing effectiveness, they are indispensable means to attract online traffic and trigger e-WOM.
The traditional enterprises can reconstruct traditional business processes through the O20 model to effectively improve
customer satisfaction and word of mouth by improving the experiential value of economy and efficiency. Additionally, it can
be used as the natural advantages of online communication to induce customers to engage in word of mouth and attract
more potential customers.
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1. M 2

FESH7IES gY 8 ADEES EHstz TR
AMA0| F&8A YHSta ULt B2B, B2C, C2C 0|=0f 020
Olgt= M22 TRt el ZEO| SoIRACL 020= =22+
oA ol MEYE A oY 5 S S _matele] =
YHE DA TSt 2H|Xb= 221Q0M HEFS UH
A XE Z2MAE 2Tt g0 2E2tRI0A 4FO0(L M
HIAE FEsl=s ML HEjOICh 22tQ OiEe| 714 Y H
o IRl ojEe 43 NAFHS HHlSls MER &
Aozt & & ULt olof ciet MSHY 7|¥S2 =20l
1 APAEE 20| 3 Sorta ALk

Hao(2012)= 020 HO{AQ| airl2 T HI “O"Q offline
Ot &, ddMAel @=z2tQl HWE FZoich. 717t E7I
¢ =8t emaiol AMUCEZM 2240 AH|RF dd FH=Of
Z8A ¢E0|Lt ME|AE Bttt ok Hiroo(2013)= 020
HAHAE m2lQl H=O| MY, OfE § 83 EE 2t

oln

ol AH|XoH| MEE1 AFHoz matol ndo= e
AlIZICtD F=ESULE. dRl= Of & ZhA| 2HH0| LX|StEl =
O20=&9| 20| 2etelnr 2matele] g & 2afell 2

matel Zeo| ¢Ao|ct.

Girard et al.(2003)= 020{HA = HEHAMo=Z X<0|X|Qt
HMECE AH|THHQE M2 AH|=R0[Ct 020 HHA &2
"2 X700 S0 ZFoln, O Ch2o 2221 0fef, 2%
2tel AH|ZREE AHEH, [0 #HaPHnt 25l MER
DEo| |0 Qo A|Ztel SEqt AH|Q| JHEO| H3lstH O
2 AHXEZ2 AHXNC ZEE O S50 M2k,
TORIZE OfEA oA O T2 FEIHKE MSs=747t
SO SQsTict

020 &Ml HAMZe] HI=L|A ZEO|A EfO{LEX|
OF MSHEQl MAME] ZEO| His| 4FO0|Lt MH|AE HiE
SHX| e, aHXt= Y Y-S Y AME|AL MES
HEstn, AH|SHE IfEHE @#otn QJACHL O|H =22tel HEHS
Soff, O HE HEE =Y = Aes AED ofLel E/H|
g FZ I AHX|A 2etelo] HE = gl= HEE M3y
= A= FEO| AUALCL =2 020(22t2lat 2Z2teIo| AHA|)
AlZO| - ZIMZ HESID ULt iiMedia Research(2016)
o 2I3tH X[k 201114 5009 2ot HERRTE S| 020 A|
T ARE= 20154 4,600 2[9HF 84X 2,5009 &) HO
Mot ESE SDFRM FEotes QIEUEHANEL F
SAAS U ARSt0] HAAIZICHE HEF 5Hof| 0200
CHst Z|Ch7F AKX QU MEHQ! AT HlwstH 22121
AW HE|YES FHAF|D, AZE B HIBES Fofe = QUCk
agLt ME 4o U= SES d-IHKIE 2E517| ofFEL
(Guo & Li, 2012). O207{HA = 22}0I0| HZ| gl 8%

SEMAI7 = AWEE OfL|2} CHYSH HR7MHKE KSE
£ AO|Ch 2|1 020 A0 MEUK = 222 +
OAE +=HE O A g &+ ok ME =22+¢

His Z&7tAl= 0202 SHAE-0|CE 2Lt XY
MAGTE0| F2 0202] 78 U =™ H™MeF SO HES
of ARSI, ZAR7HK|of Bt AAEE FE o210l 4H
o CHot ARSIRCD, AHIIK| ZHHO| 020HMA0| CHst
S0 15 QX Qi TN ZRIHK| FHHO| 02070
20| cfst Ao 2 2oi7t ok 2 ¢ft= 020FHHAQ|
S40| o3t nMo| 2ol ZYIHK|ar 2Zatel FHIIKIE
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2. O|2™ Hid A MAAT
2.1. 020 HmA

QIE Ut 2HAE Web 7|0 YUFCZE MER TAHSHZY
DEOo| f4%tn otk I Jo /Ky FIU2S ZHO| HEZ
020(Online to Offline) A ZEO|CE  Alex(2011)=
Groupon 5 2H|Q| & ZEO| 2sf XF 0202| /HEE H|
AL 0209] HAQ| dyl2 2EIRINM AHXFE R4
melol IYeE |FEBHCH= Z0|Ch 020 222I0|M &
ol MEFE & o § dAlg ol 2EeRle HuFHE
DMO|AH ML, AH[XE 22H0M HES ME, X|E
Z2MAE 2043 T 2IERRIoN MH[A HEste AHHA
HEfO|Ct =, 2EfRI0M SEOILE MH|AE FOiStE TiE2
X% 20 2EERI0M JdFS FHSIAHYU MH[AE F
Yot= H|=LA REE oJ0|got.

Bravo et al.(2012)= TARAHE S| £ 8 Ol &FHe &
ol AFE Sdf 0202 222 2eEiolat @zztel FHEQ|
S8 A2 TEI YR 8ol S0t FHSIUSH,
020= 2zZEIQl YNS0| HI=HA Sl 81 MB|A SE
2d57| gt 3Rt 7|22t st QUL Phang et al.
(2014)2 0202| 22t2l EE0| =212l oAl HE A
Al & O EE s=sictn ASE HE QCE 1 [0 Phang
et al.(2014)2 =22tQl ZH CIo|E OroldS Sl 12 AH|
Wz 5%t YEHE 2SSt YL oAE A OAE HIE
2Ol € £ Artd FESIACE Q2|0 ABHFS| WAoR
0209| Hi{ &1, FE=o| O E Ztof| sl 2A5HACt. B
2 SXE0| 222 ZA Ho|E= 020 HHAQ wAlolz2t
FESI o M| ZZ0M 020 28Xo 2 UMsH= [E
HAISIRCE Tsai et al.(2015)= 1724 MEXAE B3 o
A= 020 ZEof Ciet nzio] HF0f kS O/X|l= F2
Ol BEAMSID MER 020 HHA MHA & 5 = el
2 HMAISHRACE AO4PHSO0| O20AMH|A A7 Sl Ojzf ¢H
HMEH| XD E S HISISLCE Weng and Zhang(2015)2 ™
AedAel 2td stof 2etel 3 zZetel moj mjEo| 2t2t9|
FES Yooty TS71Y9 XY R, 1o 4H| &2 2
2tel 3 @malel Xlo|, 02028 I Mol 2= 9
020U 1PHoA s{ABHOF St= 2MEE RIHSIIUCE 020
DEJF BMSIE{H  physical network, service network,
logistics network, mobile network 47} | EQ3E BHS0{0f
SICt Luo and Qian(2015)2 Afghof] 2t 020 HMHA AL
HO2 HEIX| EH &, ME MH& X HF Z2M2 ZH
oM 0208 BIEE RHa| DUS HAISHACE

2 020 HHA A MAAFSE A= =2 HI|SHH
<Table 1>1} ZC} <Table 1> 2H, 0200f Lt M3l AL
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<Table 1> Preceding Studies of 020 Commerce

Researcher Research Field Research Content Key Research Variables
Bravo et al The expansion of an online brand towards an
(2012) ’ Brand image offline product category through brand extensions Brand Extensions, Brand Alliances
and alliances
Phang et al E-commerce, How retail businesses may promote their products O&g‘;‘zrrii\;'egg é/:rl:;i]rgre ,Ag):fellge gf?éfsofG gr;ir;t)re]d,
’ Digital online to induce offline sales via social . Y . S
(2014) L o Al Food Quality, Dining Environment, Service
advertising media-enabled online-to-offline (020) commerce Quality, Average Spending Per customer
Tsai et al An 020 Commerce Service Framework and its
(2015) ’ 020 Commerce Effectiveness Analysis with Application to Discount Availability, Act of Transaction
Proximity Commerce
Weng & Analysis of O20 model’'s development problems Online e-Commerce Mode
Zhang (2015) 020 Commerce and trend Offline Entity Sales Model
9 Online and Offline Integration
Service/Product (Emotional, Sociality, Feature),
Luo & Qian Brand Research on brand satisfaction of O20 business Business Process (Convenience, Usefulness),
(2015) satisfaction experience Perceived Value, Perceived Quality, Customer
Satisfaction, Customer Loyalty

22. &% HYIHK]

& ZEIHKEE AH|XPZE SES OjEOIA AlZ, B2,
Zt 89| #Z=2 & oHAHE X=2 ZorE0|1 Ofsist
e AdEol &M2tn g 4= /1 Mathwick et al.(2001)2
Holbrook and Corfman(1985), Woodruff(1997), Gardial et al.
(1994)0] ALRE HIEHCE ZBIHK|Q| 7HEE He[stACt &
K2 AH|EHE WO AHIXIEL 5E 52 =8 FH2
Er5te 4282 S FHE HE 4 ® MH[A =
Of CHSH AH[Xtel X[ZHE MOHE Mz z2tn FolstRALCt
(Hwang et al., 2012).

2 SXE0| aHEAH2 AH[KO|A| THE ZEX|QF LHXY
X JHKE MSSCH SHRICE d2jM d™IHK= WeEE"7t
X|Qt QEATIIKIE LI+RUCHBabin et al., 1994; Batra &
Ahtola, 1991).

Holbrook(1994)2 QIXHM/LHXH X ZHK|OAN £=SH/ssX 7t
XE FIIEL2M ZRIMK| 7EE SF5te, if&és
EX I, QMHIASEN I, WHHHISER 7], LiRfR&
SEX JHK|Q| 47tX| ZBIIKE EFBIQICEL Do FEt
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=
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Xl= nZ40F A8 ol 2E Frof met 2Rk WY
X 58 MKl Aol Aol ofsh YLt LHAH IHX|
= 2HAF AR M2 J|Eo= dYE AH[ME st of

st Z4olct. S&HQl JHX|= nM0| MIXHo R FHojet 4
SoR 7|gntel S Soff M=l HTIHK|O[CE A B
HEE VK DAY YA I 0|FICE 09| 9
WA S =88 Tt A"ol Ao Qs ZETot QXA
ol 7HiXl= e AFEol HEMO|Lt 7| OAHE AH[A 2
SO0|A ZIEE JHX|O|CHBatra & Ahtola, 1991). ==& 7}X|
= D42 AH|EtEo| X5 ZotM EME Olsiet BHEO|Ct.

Mathwick et al.(2001)2 FXIAMAHE| stEE AS AHASHY
Holbrook(1994)2| 47}X| AZZABIIK|7} AH|X} EXF 2904
(Consumer Return On Investment), AH|A 22=4(Service
Excellence), 95| d(Playfulness) 5! Al0|M(Aesthetic) 22 X
AlSHICE AHIXE2 AH|Q DHFHOIN 2535 282 =
o2t £Xp =2/40| o= FE E|l=X| QAX|SHA| EICh AH[X}
=2 10| N& &2 o e MH|AQ| L|&O0| HotLt

=T
TUC| A=K BIoICE AHXFSO0| B7WSs 52 MH|A

+=’d(Service Excellence)O|2t1l St=0|, MH|A XMSA7H ™
S LISt A&E MHAE SHS| = S5 A
25d0| =OITILE. R3|d(playfulness)2 L&0|AM2| &
M ZHES ojH2|n Xpilel AHIESO HIEHCE F
olstoZN LJ|&= ZE72(enjoyment)2 2|0|3CHYu & Lee,
2015). AlO|Md(Aesthetic)2 ™ =tAC| F2|X 7iAM|(physical
objects)?} AMH|A MIIZEE L= AH|XS| {§3H HE
(entertaining reactions)g 2|0|SHCHYu & Lee, 2015). 12|10
Mathwick et al.(2001)= AH|X} EX} £AME IH &Y
(efficiency)dt AM|E 7tK|(economic value)Z2 Z53IQUCt &
St= izto] METH JtAES X|ESte FEE = ULHH O
BHH JHK7E Aot 2 = UCH THE &
my gsts ZOE 7] st Azt =HE
Ol =& AHo| Z840|2ta Bt

Guo and Li(2012)= ME AEIt HDH 22401 AT
HE|dE FHA7|D At B HI8S Hofg &= Ue Ao
5tof, & W2 U= SHS JIHKE &=
X|A3SIRUCt Luo and Qian(2015)2 Agtof &t
HHE O204™ THEE 2| REZ HASHY
EMA Uz Holdnt £=odg AXSIUCEL & A0
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DZHAEEO|| CHet 7HE2 1965E0f Cardozo?t MZSZ 0Of
A SN 2IHSHACKLIU & Mei, 2011). AZ42HRO0[EH
7|20| MES MHIALE MF0M| CHSHA QI43t Z|CHX] Zke
XtO|E Eotol= Znto|th. nARRO| Cfst Hols E3e=z
TES| L0 JCE Ol CHeh ATOIA QIX[2RE A
2ol TR0 Cict dSHEF O|ROJFCE nZHT=O0[E
OfF CHHOI CHSHO] MESH 240] O|R0X|= FOHRE 21X|H
HEHOICE QIX|ZHHOIM DAMPE2 HFO|Lt MH|AE FOiStH
= FE0IM HIZoll chet 7|ch +Eot AX 200 oist
QIX|H 7Y 0|CHHunt, 1977; Oliver, 1981). J2iA DZHTHE
= 2H|XFS0| MEIAL RIFS AE MEste ddx= 28|
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Xto| =7IO|Ch EEsk ™A™ Hh2 THEO|A| Westbrook and
Reilly(1983)= 1Z4Rt=0| FOf F-O| CHeh FMAQl H-30|
2t Yok LHO| ZHO| oot HIHELE fEUE= YMA
H20|CkBabin & Griffin, 1998). TIE Xt ZHZEQCl ME
g mysin AX|o] ZNEHel BRoR LYg HHUE +
ALt Oliver(1977)= QAX|H/GMH QI H-S0| AL EICIH
UES FOlStRACt “nAAER2 HFOILt MH|~2] £
HZOILt ME|A XpM|ZF AB[0f TSt SZHHEfOf Cist
= BEAY FOM NSSHA=XIOf Cist EHEHo|CE”

TR ol HAIE 0| B2 SXISS BHEEo| ¥
Q0loj| thsf ErotRACt D{Lt B 2H Sko| ZRTHX|t
IZH0=0| CHst ¢if= 3|ASICE Tang and Chiang(2010)2
B 2239 A& A8Llzet HELO| OiXl= Fg
£ ¢TSI QILE Tang and Chiang(2010)2 AJ™7HX|7F €21
AME DEEEO| A(+)Q HEBATZE UAtt= A2 MAISHIACE
Guo and Li(2012)= HEQ|A 240 HEQZ MSAES2 1
2 ZAEIpKel FB2, 1217 HHUIMKE nRHSo|
L= A2 ZHSRULE mada dojde 25 1A
=~

—
Hol ggts oiXls Aoz EHRUCL
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rfr 28 H A
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TM™(Word of Mouth: WOM)2 O XZ0| CHet HIL 2
, FREQ 28 S0| AIRES Y EfL HiXl= Y2
otC). AHXIE2 &Y% HERJEOE FFL O|RES O
£ AMEIE oSiCtn 07|17 IR0 FHEES| dede I
SICE. 20| EATEC 7IZHHe 22| FEE= FOfQAL
AP0 RIS daA7lE 583 £HO| £ U= ARE
PN UCHAssael, 1984). nZHE9o| HOf ZAHY UAOAM 7t
Z 3% 2 IKle 24 F St FHo|CE EoE £
2 HE&2 zut¥ez Hog = Us &1 =HO|7|= i}
(Oluwafemi & Dastane, 2016). B2 GHLXIS0| HEO|L} M

=M, adg 5 M Sl g 230 o™
kg 0|X|=X| ARSIALCE Yi and Lee(2006)0f o|stH
Tt PXE SHCE 1P HOHYE & AWAS 24
SIQICE CHOZEAIRIYE, THE, 22| Myezo| ™o 2
BHQ dgE F= ASE LIEMRCH Joo(2012)= AtEEDt
AFECHEO| FH0| Okl g ATSIRD AH|XIQ|
HE MBEE2 MEUEE S 20 AHo| Fdets

DjXle Ao LietkiCt,

o 2 Ho

F

HABY £01, AHZY ZROIN T

2 &8 HEYIS S22z #H0| ¢ W2 Helof o
o= HF WISt M&SH Tote 5 UA ZUCE AH|
AS0| 7|ge| oA EEs FYHM HoL aHESE F
HEHo=z SHsteis d&0l ZoiX|n UCh. FHe A o=
ZQ6|X|11 Elzinga et al.(2009)2| HATME AX| FO§ 1Y
Of Al 7Ol 2HIRE 10§ SIARZEY 7ty & Fehs DjRC

=l

f
= ZaE AL O|MY 70| 2H|AF BS B g ot
o SR8t I ML= AS & 5 ULk Lee and Choi
(2012)= 02 YAEO AY OfF ATOAM 2HAF oF M2
7t 2l®/7t oiEat BEO| et o Feks F=X| 243
Ch. A2t ofdh 2H|AF 2lRE OF OiE0 s =
oo 27t 2lRe B g(+)2 JHBAE FAUCL

ACEZ&2 2009H0] 507 =7f0|A 25,000 AH|XF CHA
oz 222l dE=AF Ztof Qs F= AH|ASO0| MY
g + A 1 HEi= Ots AMFSl FH0l2tn Lk T

r=o.

= AH[XHEO| MES ME-FOiE Wf A48 OCjo 28 &
Mo MEO| Pt YEE =STCE AMD|CI0] AABHEIETL
=7kt =2 AH|XFS0|H WECHAT, WEIBO £ AAD|C|
OlE Sl 92 37 4M, HIIE o= &30| ddeln o
Cf. AZEQI0(01E)7t EE 377t O &A 1 020 &4
OF QU MEL 2101t HA=oZ ME 7to] 28
S mEesio| ZHHSHFCE ofof w2t # AFM=E FE A4

O[C|OjS S8 XM B9 HEiZ B 2249 23 (E-WOM)S)
st Q0l0f Cfst A3kt

3. g+ 24

31, g7 2y HA

2 JRoME 2aiolnt omatel B
ST BAEN DX Yue 24, 24
THEWOM)O| Ojxs ¥ge 4Fxo=
L 07 HERels ME AHASH 4P T2HAR Lol

=22fIR 20| F2 2212 HIEL A Z2MA HEAS Sl
HIlgn R84S PAIZ|D I R|ZHE JpK|eb DR

of e OiXckd 7FERLE 2 =20M ols MY
0209 E41t ChR= A UXte| 22t2 2IHH oA F2
HM3xt 2EFS 0|83ts Araof Qo 22t F&20[ F2 H
=LA Z2MA HEAS S 2 Helda BHY, | 2
2tel n BEXp +odS dAZICkE Aotk O2(n dAlA
TO| 2l 22telfE MEIHK| =2 He|ldn FHdez L
FOM AASHRACE 2 AP ABE AT ZH2 <Figure 1>
1t ZCk

Online CROI

Efficiency
Economic )
Value T

Aesthetics

Playfulness

CROI

Service
Excellence

<Figure 1> Proposed Theoretical Model and Research Hypotheses
32 A77Hdel 238
3.2.1. 22191 AETHK|

2HXZE 2l 28 &30 M2t 250| =7s HEE
7} SF2tEICE McDougall and Levesque(2000)= X|ZH=l 7HK|
= MH[AQO AH|XO| THEEO| Zaot AP QI0|Ct EBt,
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Lee and Bang(2004)2 220 4ATMZTS TASIO] AH|XLQ|
22tel AEIHK|(H 88X AR JHK))= AH|Xp PHEREO|
2™Eoz kg D0|RICte FERUCE Guo and Li(2012)=
= 22121 AMO|IE MzZEE1F FR7IK= 04ot=0| O|X|
= g0l oot AFSIACE 22401 FXp =M Y HOjge
DAOEEO|  A(+)Q| AEITAHTIL UCHE A= LIERRCL
Gods and Mayzlin(2004)2 +H™0| CHst AFoA &ol 3 =
2DMO| AH|XF O QMFQl F7|2ts WS LHILCE &2
A AMEZRAL Ao oot CiRESl MYME X3t
020 EAUEZ 0|83t UAULCL Mt 22t E2(H 0lH)
o| CIXtQl EHE IHSHK| b 22191 ZHIIKIE FEXt+Y
d, & dNdat Holdg 0|85ty 2SIt St

2 A0 A DESt M3 ARSES ECNE ChEa 2
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<H2-1> Online ZR|% JHAls DATZO| 2+ AT
2 =2 Zolct.

<H2-2> Online ZR|F JHX|= 2atol FHO| 2(+o| Atz
BAE =22 Holck.

3.2.2. 20l ATIK]|
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o MEIHE HO|l= HoE LIEIRCE

2 Ao M nET MY ARLEE EfOE CHEar &
2 9T 7dE dHSIRACH

r

<H3-1> Offline Al0AS THUZ0| 2+ ABEHE
o Zolct.

Ht

<Table 2> Measurement of the Variables

<H3-2> Offlne 4042 2atol THO| Y(+)o| HRTAS
2l Zio|Ct.

<H4-1> Offlne 5[4 TABIZO| Y(+)o LTS &
2 Holct.

<H4-2> Offlne R8[442 2afol THO| Y(+)o| HTAES
2ol Zio|Ct.

<H5-1> Offlne AH|X} EX} ol DHBIZO| Y(+)o
ATRZE Y Holc

<H5-2> Offline AH|X} EX} 291X
of 4EEAS =Y FHo|ct

<HE-1> Offlne AJH| 2 @42 MADLEO| Q(+)0| A2
AS =8 ot

<H6-2> Offline AMH|A &M 27}
BEAE =Y oot

rlo
ro
Iu
ro
-
r
=2
09
X

o
4
ra
k=)
02
)
o

>

3.2.3. DZBHEDt 220 1

ojg] MAATO| EH 0| HISE AMH|A0 DHEE
£ 1 10| EfQlofA =Xl Wi MEsk= o|=0f of
5t JHsAI0| E7FSH= 02 LIEFLICE Shin et al.(2016)2
IAokEe IjFoiet AR Ao 7[2A el @elol2tn
SIRACE Yi et al.(1996)= A{H|ALAQO| CHSE HBAHTE S
M DATEEO| fMo| Moz Iy O|FCHE AS &
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2 o170 MEAAO| HEES 2HE 5% HE(1H=H
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8 82 39l <Table 29} 2Tt

Constructs ltems

Sources

The online interface makes it possible to quickly find the product | need
(since it has a perfect function of classified search).

Online Efficiency

The online interface makes it possible to reduce the cost of making a decision before
purchasing something (since there is much information to refer to, such as customer

Mathwick et al. (2001)

comment, detailed introduction of commaodities).
The functions of the online interface help me save time
(for example, LBS positioning, booking, row number, etc.).
It is simple and convenient to shop and pay on the online interface.

A lot of special offers are frequently given on the online interface
(for example, discounts, coupons, etc.).

An attractive incentive system for members is implemented on the online interface

Park (2003)

Hwang et al. (2012)

Online Economic
Value
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The decoration of this restaurant looks splendid, pleasing to the eye.

Dining in this restaurant releases me from the reality

Offline Playfulness | really enjoy having meals in the restaurant.

Dining in this restaurant makes me feel relaxed.

The food price of the restaurant is reasonable.

Offline CROI Having meals in this restaurant is good value for money.

Compared to what | have got, the time and money spent is worthwhile.

The foods provided in this restaurant are very delicious.

Offline Service

The service of this restaurant is very attentive.

Constructs ltems Sources
The atmosphere in this restaurant is great.
Offline Aesthetics This restaurant is designed in a characteristic style.

Mathwick et al. (2001)

Wu & Liang (2009)

Ahn & Lee (2011)

Yu & Lee (2015)

I will recommend this restaurant on the Internet (via Wechat, WeiBo, Qzone, etc.).

Excellence
The service of this restaurant is pretty good compared with that of other restaurants.
Customer Generally speaking, | am satisfied with the experience of consumption. Szymanski & Hise (2000)
Satisfaction Generally speaking, my opinions on this restaurant are positive. Lee et al. (2001)
- WOM | will share my joyous experience in this restaurant with others on the internet. Lee (2016)

Kim et al. (2014)

TE 222l ZAAOIE Sojump.com0f| PIEfSHM =
020 A RES 7|goz QY FHXE YLz dEX
Ab AAIBIF Ol EAZ|ZH2 2017H 18 142 E2E 20174 28
307X of 50OICt & 30522 HEXIE +HsIL, 2l
& 2EX] 7t24 SddskAU M7 s E2=2XIE HLlst
1 HBIHoR 303RE A7 2 HYS flof A=A

<Table 3>0iA 23 SEA & Y SEHA= 110 (TH|
9| 36.3%), O SEHA= 193H(TH|Q| 63.7%) 22 HHE &
AL O SEHARMD ®2 =g EoFa ok Lot A
Lol M= 80% O|&& 40C DITre| &2 O|8AE AHX|SHH
M Al 52 H=oF LIERHCE HYER = 0 sttt 3
AHRIOl Z+ZE 1M10E(TH|Q| 36.3%)1f 7T4B(TM|Q| 24.4%)2 2
=2 HIES AX[SIRACL o|sfo] stz ofist xfstat ost
Q0| 7FS UL

<Table 3> Demographic Profile of All Respondents

e Frequency | Percentage
Characteristics ) (%)
Less than 1500 RMB 68 224
1500-3000 RMB 63 20.8
'I\:ﬁgtr:g 3000-5000 RMB 84 27.7
5000-10000 RMB 68 224
More than 10000 RMB 20 6.6
Students 110 36.3
Employee 74 244
Self-employed 13 43
Occupation Teaching 17 5.6
Official 18 5.9
Professional 27 8.9
Others 44 14.5

Az|A gl

Etldd d8S

=
=
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Qal o
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£007| 98t Yoz X

g AYE2 sl Cronbach’s

a Zr2 0|83 1 Cronbach’s o Zf0| 0.7 O|Ae| AL AlZ|

‘g0] EXffsts A= TEhet 4= QUCKNunally, 1978). 1 Znt
L <Table 4>Q} Z'0| B& AlZR|ZJ} 0.7 O|ACE LIEFLCH

Gerr Frequency | Percentage
Characteristics M) (%)
Gender Male 110 36.3
Female 193 63.7
Under 20’s 52 17.2
20's 151 49.8
30’s 50 16.5
Age
40's 30 9.9
50's 19 6.3
Over 50’s 1 0.3
Middle School 4 1.3
. High School 20 6.6
Education College 237 782
College & Over 42 13.9
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<Table 4> Reliability Analysis 43. 2O|X QOlEAM gl mid EIChM BM
Constructs ltems Cronbach’s alpha
Online Efficiency | EF1 EF2 EF3 EF4 0.896 2 7ol QUGS Y| QAcHM M Q0124 At
Online Economic Value EV1 EV2 0.813 E EEE #5gsS0 ek Sold Qo2NS AL
- - SoI™ QOol2Mo| A= Fornell and Larcker(1981)2] AlZ|d
Offlllne Aesthetics AE1 AE2 AE3 0.902 7o 7|Z=0 e AlZlz= 07 O|AL AVES 05 O[AMO|
Offine Playfiness PL1 PL2 PL3 0.932 Slojob ST, 1 ZIre <Table 650[A HA[SH 20t 20| Jfi
Offine CROI CR1 CR2 CR3 0923 MZEot FEE B BIYO| UK J|FLCE ot Hut
Offline Service Excellence| SE1 SE2 SE3 0.893 ol MZ|MS EEse 2X|7F Q= oz moks 4 QIC}
Customer Satisfaction CS1 CS2 0.925 DIHEIGHY HESHE B = Q01 AO|M 3t ==L
e-WOM MI1 MI2 0.786 =4 BEIHAVE)O| Z™A=ECt 3™ £ 991 Ao|ofl=
B OEIEYO| SHEEQCID & £ UCE I FAHQ LHEL
<Table 5> Exploratory Factor Analysis <Table 7>Q} Z0| I|RHS~F 74| HEA | M 40| F
Factor | 1 2 3 4 | 5 6 7 8 £& 2A WAZNAVE)ELH 3X| 2 AO2 LIEHY| 20
EF3 | 798 | 208 | .178 | 209 | .181 | 242 | 137 | -.085 2 =29 47t HHEIE N2 S E|QICt EHHEICE
EF2 | 734 | 222 | 302 | 045 | .031| 189 | 240 | 174
EF4 719 | 152 | 199 | 254 | 325 | -001 | 164 206 <Table 6> Confirmatory Factor Analysis
EF1 | 636 | .196 | 219 | 267 | .202| .063 | .336 | .195 Constructs ltems I:;‘?’s SE. | CR | AVE
CR3 | 235 | 754 | 229 | 240 | 271 | 223 | 156 | .074 g
CR2 | 230 | .734 | 228 | 261 240 | 238 | 167 | .092 _ EF1 0.84 0.186
CR1 | 233 | 727 | 317 | 218 | 151| 159 | 235 | 195 Ef?“_"”e EF2 0.808 0241 | 1003 | 0.751
AE2 | 248 | 214 | 725 | 280 | 243 | 124 | 208 | 142 icilency EF3 0.821 0.254
AE1 | 263 | 333 | .708 | 161 239 | 133 | 214 | 072 : _| Em4 0.836 0.224
AE3 | 324 | 237 | 706 | 192 | 295 | 232 | 080 | .097 O”"”ev E|°°”°m'° EV1 0.851 0205 | as5 | 0.731
SE2 | 241 | 355 | 329 | 642 | 283 | 181 | 119 | .063 alue EV2 0.806 0.3
SE3 | 219 | 279 | 187 | 628 | 370 | 255 | 210 | 137 Offline AE1 0.863 0.164
SE1 | 299 | 347 | 294 | 600 | 236 | .082 | 184 | 239 Aesthetics AE2 0.863 0173 |0.932 | 0.621
PL3 | 282 | 293 | 333 | 272 | 686 | .165 | 170 | .110 AE3 0.88 0.155
PL1 | 234 | 260 | .358 | 292 | 641 | 258 | 178 | .136 Offline PL1 0.898 0.135
PL2 | 232 | 314 | 371 | 289 | 623 | 277 | 125 | .104 Playfulness PL2 0.912 0.123 | 0.950 | 0.864
M2 | 121 | 252 | 470 | 085 | .198 | 834 | 189 | .101 PL3 0.906 0.128
M1 | 263 | 192 | .188 | 470 | 181 | 626 | 170 | .110 Offline CR1 0.892 0.138
EV2 | 265 | 234 | 137 | 321|.094| 230 | 770 | -.018 CROI CR2 0.889 013 |0.949 | 0.862
EVi | 373 | 189 | 258 | .010 | 218 | 156 | .710 | 228 CR3 0.905 0117
CS1 | 344 | 330 | 316 | 378 | 192 | 266 | 243 | 529 Offline SE1 0.848 0.165
CS2 | 355 | 347 | 213 | 338 | 319 | 297 | 149 | 526 Service SE2 0.868 0163 | 0.930 | 0.817
KMO 964 Excellence SE3 0.86 0.169
— y Customer CS1 0.937 0.069
Sphericit: 6434.698 . ) X 914
P P Y 000 Satisfaction CS2 0.918 0.092 0.955 1 09
: MI1 0.886 0.149
E-WOM 822 | 07
© MI2 0.739 0.az2 | 0822 | 0700
<Table 7> Discriminant Validity Analysis
Online Online Offline Offline Offline Offline Service | Customer
CIIEhEEE Efficiency | Economic Value | Aesthetics | Playfulness | CROI Excellence | Satisfaction | & "WOM
Online Efficiency 0.751
Online Economic Value 0.697 0.731
Offline Aesthetics 0.630 0.539 0.821
Offline Playfulness 0.581 0.49 0.785 0.864
Offine CROI 0.529 0.531 0.648 0674 0.862
Offline Service Excellence | 0.626 0539 0.702 0.817 0.750 0.817
Customer Satisfaction 0.681 0.602 0.663 0.699 0.697 0.805 0.914
& WOM 0476 0524 0.510 0.635 0.582 0.687 0.674 0.700
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<Table 8> Fit Indices of Structural Equation Modeling

Fit Index Model Critical Value
CMIN/DF 1.911 1.0<CMIN/DF£2.0-3.0
st =™"HX =248 A CMIN P=0.000 P>0.05
Skl RMSEA 0.055 <0.08
hCHE| AGFI 0.872 >0.8
GFI 0.909 >0.8
PGFI 0.65 >0.5
NFI 0.948 >0.9
2 98l A= IFI 0.974 >0.9
Z0tE QOokstH <Figure CFI 0.974 >0.9
ct. PNFI 0.743 >0.05
PCFI 0.763 >0.05
TLI(NNFI) 0.967 >0.9

Online CROI

Feonomic

Efficiency -

Value >
N

-

COffline

Experiential Value

BExcsllence

Aesthetics =

Service -

" * P=005, == P=Q01, =++ P=0.001

<Table 9> Result of Path Analysis

<Figure 2> Result of Structural Model

»  Accept
™  Reject

Hypothesis Estimate CR. P Result
H1.1 Online CROI Efficiency — Customer Satisfaction 0.209 2404 0.016 Accept
H1.2 Online CROI Efficiency — e-WOM -0.184 -1.422 0.155 Reject
H2.1 Online CROI Economic Value — Customer Satisfaction 0.092 1.19 0.234 Reject
H2.2 Online CROI Economic Value — e-WOM 0.271 2.367 0.018 Accept
H3.1 Offline Experiential Value Aesthetics — Customer Satisfaction 0.035 0.372 0.710 Reject
H3.2 Offline Experiential Value Aesthetics — e-WOM -0.189 -1.393 0.164 Reject
H4.1 Offline Experiential Value Playfulness — Customer Satisfaction 0.004 0.037 0.971 Reject
H4.2 Offline Experiential Value Playfulness — e-WOM 0.309 1.968 0.049 Accept
H5.1 Offline Experiential Value CROI — Customer Satisfaction 0.143 1.782 0.075 Reject
H5.2 Offline Experiential Value CROI — e-WOM 0.038 0.333 0.739 Reject
H6.1 Offline Experiential Value Service Excellence — Customer Satisfaction 0.507 3.785 0.000 Accept
H6.2 Offline Experiential Value Service Excellence — e-WOM 0.312 1.47 0.142 Reject
H7 Customer Satisfaction — e-WOM 0.359 2.393 0.017 Accept
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