International Journal of Hospitality Management 33 (2013) 208-218

Contents lists available at SciVerse ScienceDirect

International Journal of Hospitality Management

journal homepage: www.elsevier.com/locate/ijhosman

Refereed paper

Which endorser and content are most influential in Korean restaurant
promotions?

Seongseop (Sam) Kim#*1, Kuo-Ching Wang¢, Tae Hong AhnP

3 School of Hotel & Tourism Management, Hong Kong Polytechnic University, Kowloon, Hong Kong, China SAR
b Department of Hospitality & Tourism Management, Sejong University, Gunja-dong, Gwangjin-gu, Seoul 143-747, South Korea
¢ Graduate Institute of Hospitality Management and Education National Taiwan Normal University 162, Sec. 1, Hoping E. Rd., Taipei, Taiwan

ARTICLE INFO ABSTRACT

Keywords: This study explored the influence of advertising brochures that feature endorsers and informational
Endorser content for a restaurant located in a highly competitive district of Seoul, Korea, that primarily targets
f\;“h”‘re foreign tourists. The study examined the effects of three types of endorsers (customer, chef, and owner)
Re;zrjiii:lem on the responses of Japanese tourists. A total of 300 questionnaires were collected from Japanese tourists

after personal interviews were conducted at locations in Seoul frequently visited by Japanese tourists.
Of the three types of advertisement endorsements tested for Japanese tourists’ attitudinal responses
and purchase intentions, the owner spokesperson was found to be the most effective endorser. How-
ever, the chef endorsement and the customer endorsement showed similar influences on the Japanese
tourists’ attitudinal or behavioral responses. Among the four brochure treatments that tested the effects
of resumes and photos, brochures that included both a resume and a photo were found to be the most
effective, followed by brochures that only included a photo and brochures that only included a resume.
In contrast, the group of brochures that included neither a resume nor a photo was found to be the least

influential.

Crown Copyright © 2012 Published by Elsevier Ltd. All rights reserved.

1. Introduction

Endorsements in global advertising have become a contempo-
rary trend because consumers respond to advertising campaigns
that they believe reflect a part of their personalities or identi-
ties (Stern, 1994; Wang and Doong, 2010). The sociologist Rojek
(1995) explains that the commercialization of daily life and
the decline of organized religion have led to cult followings of
endorser models in consumption activities. Endorser personali-
ties effectively convey product imagery to consumers by creating
a positive connection between consumers and the products or
corporate reputations represented by the endorsers (Englis and
Solomon, 1996; Petty and D’Rozario, 2009; Wang and Doong,
2010).

When a good match is made between an advertisement
endorser and a brand, the effects of the match elevate brand equity
by promoting brand image, developing customer loyalty, and sub-
stantially increasing revenue (Amos et al., 2008; Kamins, 1990;
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Koernig and Boyd, 2009; Liu et al., 2007; Lynch and Schuler, 1994;
Till and Busler, 2000). How can a brand determine the most pro-
ductive advertisement endorser to increase an advertisement’s
effectiveness in promoting a product and company? Even though
the influential power of endorsers is likely to vary according to the
nature of the product or industry, advertisement endorsers, includ-
ing CEOs of hotels or travel agencies, employees with expertise
(front-office employees, tour guides, and salespeople), celebrities
and customers, have been employed in hospitality and tourism
studies (Chang et al., 2005; Hsieh and Chang, 2005; Lin et al., 2008;
Stephens and Faranda, 1993; Wang and Doong, 2010; Wang et al.,
2002).

The efficacy of advertisement endorsers in increasing con-
sumers’ purchase intentions or improving consumers’ attitudes
toward an advertisement and brand can vary according to adver-
tisement treatments. The most utilized approaches are verbal
and/or pictorial treatments in advertising brochures (Kelly et al.,
2002; Leong et al., 1996; Lin et al., 2008; Wang et al., 2002; Wang
and Doong, 2010).

There are several limitations in the existing advertisement
endorsement literature. First, although hundreds of studies have
explored the influence and role of advertisement endorsements
in diverse fields, this topic has not been widely addressed
in hospitality and tourism studies. Second, most studies have
explored the endorsement power of celebrities, CEOs, consumers,
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and experts, but attempts to compare the influential power of
these endorsements have been limited. Third, the usefulness of
brochures as a promotional tool has been discussed in the hos-
pitality and tourism literature (Gladwell and Wolff, 1989; Hsieh
and Chang, 2005; Middleton, 1995; Moeran, 1983; Wang et al.,
2002; Yamamoto and Gill, 1999); however, few studies have
analyzed the efficacy of endorsements featured in restaurant
brochures.

To address these limitations, this study investigates the influ-
ence of advertising endorsements for a restaurant located in a
highly competitive tourist district of Seoul that primarily targets
foreign tourists. The study’s first objective is to investigate the
effects of three types of advertising endorsements in brochures for
arestaurant in a popular tourist district on Japanese tourists’ atti-
tudinal responses and purchase intentions. The second objective
is to compare the effects of brochures with treatments that com-
bine the resume and photo of each endorser on Japanese tourists’
attitudinal responses and purchase intentions.

2. Literature review

Numerous studies have found that endorsers play important
and diverse roles in a wide range of disciplines, including advertis-
ing, communication, psychology, medical care, marketing, politics,
urban planning, economic behavior, and sports management. Pre-
vious endorsement studies can be categorized into five research
streams. The first research stream conceptualizes the theories and
models related to endorsements. One such model is the ‘symbolic
communications model’ in which an advertiser attempts to transfer
a bundle of meanings directly linked to modern cultural symbols
onto a product (Hawkins, 1973; van der Veen, 2008; Wee and Ming,
2003). Another model, the ‘meaning-transfer model,’ explains the
endorsement concept by showing that a symbol or an icon can be
transferred to consumers, who must then decode the symbols to
understand their meaning (Lord and Putrevu, 2009; McCracken,
1989). The ‘match-up theory’ also explains the endorsement
effect on consumers’ attitudes or behaviors (Kamins, 1989,
1990).

The second research stream explores the attributes of endorsers.
Most endorsement studies indicate that effective endorsers display
attributes such as trustworthiness, expertise, attractiveness, com-
petency, familiarity, and identification (Amos et al., 2008; Ketchen
et al., 2008; Lin et al., 2008; Lord and Putrevu, 2009; Magnini et al.,
2008; Ohanian, 1990, 1991; Till and Busler, 2000).

The third research stream examines the impact of endorsement
attributes on advertising. Trustworthy endorsers help to improve
the credibility of a brand, alleviate consumer doubts, and pro-
mote economic gains (Erdogan, 1999; Fiske, 2001; Gilchrist, 2005;
Ketchen et al., 2008). Characteristics that indicate endorser exper-
tise include competence, mastery, and knowledge. Thus, expert
endorsers help attract customers by promoting a brand’s credi-
bility and encouraging customers to purchase goods (Amos et al.,
2008; Biswas et al., 2006; Friedman and Friedman, 1979; Marshall
et al., 2008; Ohanian, 1991; Till and Busler, 2000). Moreover, phys-
ically attractive endorsers induce positive attitudes toward a brand
and enhance customer loyalty by transferring the endorser’s phys-
ical image onto a brand (Englis and Solomon, 1996; Kamins, 1990;
Koernig and Boyd, 2009; Liu et al., 2007; McCracken, 1989).

The fourth research stream identifies the effects of a good
match between an endorser and a brand. A good match between
an endorser and a brand helps to strengthen brand image and
increases brand equity by promoting brand image, developing cus-
tomer loyalty, and substantially increasing revenue (Amos et al.,
2008; Kamins, 1990; Koernig and Boyd, 2009; Liu et al., 2007;
Lynch and Schuler, 1994; Marshall et al., 2008; McDaniel and Heald,

2000; Till and Busler, 2000). In contrast, a mismatch between an
endorser and a brand produces negative effects, such as consumer
mistrust generated by the association between the endorser and
the brand, deterioration of the brand’s image, loss of customers, and
loss of profitability (Amos et al., 2008; Carlson and Donavan, 2008;
Koernig and Boyd, 2009; Marshall et al., 2008; Till and Busler, 2000).
Some studies have suggested that a strategy that associates one
endorser with several brands diminishes the positive effect of the
endorsement (Erdogan, 1999; Mowen and Brown, 1980; Tripp et al.,
1994).

The fifth research stream evaluates the efficacy of each endorse-
ment in promoting a product and a company. The effect of
endorsers is likely to vary according to the nature of the prod-
uct. Scholars have conducted several studies on the hotel and
travel industries to determine the influence of different types
of endorsers (Chang et al., 2005; Hsieh and Chang, 2005; Lin
et al., 2008; Stephens and Faranda, 1993; Wang et al., 2002). First,
Stephens and Faranda (1993) found that a front-office employee
is the most effective endorser for enhancing hotel customers’ pur-
chasing intentions and positive attitudes. Wang et al. (2002) used
nine experimental groups with 844 subjects to examine endorsers’
advertising effects and found that tour leaders as endorsers of group
package tour brochures had a more positive impact than traditional
brochure designs on advertising and that a CEO’s endorse-
ment elicited higher purchase intentions than a tour leader’s
endorsement.

In the promotional context of Taiwanese aboriginal tourism des-
tinations, Chang et al. (2005) found that an employee endorser
was more effective than an advertisement endorser in brochures
promoting tourism to aboriginal villages. A study by Hsieh and
Chang (2005) identified cross-cultural differences in the responses
of Taiwanese and American tourists to third-party endorsements
of a hotel. The results of the study found that local Taiwanese
tourists responded more positively than American tourists to
a hotel employee’s endorsement (i.e., an expert endorsement).
However, the researchers also reported that American tourists
responded more positively than the local tourists to a consumer
endorsement.

In an experimental study exploring the impact of a tour leader’s
gender on an endorsement and the impact of his or her resume on
a promotional brochure, Lin et al. (2008) investigated why female
tour leaders are preferred as endorsers over male tour leaders.
Interestingly, among four experimental groups (male without a
resume, female without a resume, male with a resume, and female
with a resume), the respondents indicated that a female tour leader
without a resume is perceived as the most attractive and trust-
worthy and that a male tour leader without a resume is perceived
as the least attractive and trustworthy. A male tour leader with a
resume was perceived to have the most expertise, and a female tour
leader without a resume was perceived to have the least amount
of expertise. With respect to the advertising effects of the four
experimental groups, the subjects responded to a male tour leader
without aresume with the most positive attitudes and the strongest
purchasing intentions.

Most recently, Wang and Doong (2010) conducted a study com-
paring the effect of salespersons in traditional stores to those in
virtual spaces. The results showed that customers’ perceptions
of a recommendation agent’s (RA) argument quality and source
credibility effectively influence their purchase intentions at a web
store. Additionally, customers’ perceptions of argument quality and
source credibility differed significantly depending on the type of
argument used. Finally, although the various spokesperson types
(expert, consumer and the web store itself) generated significantly
different levels of source credibility, the presence or absence of a
spokesperson did not affect customers’ perceptions of the argu-
ment quality of an RA’s recommendations.
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Fig. 1. Conceptualization of the study.

To summarize, previous studies that employed the concepts
enumerated above have consistently found that the effect of an
endorser is more positive if a strong congruent association exists
between a brand’s characteristics and those of an endorser. Specif-
ically, customers depend on an endorser when making purchasing
decisions if they lack information about a brand, need to make
a decision quickly, and are comparing a brand to other products
that are less expensive or of similar quality. However, few studies
have examined the effect of endorsements of restaurant businesses
on foreign customers. Thus, this study attempts to apply exist-
ing concepts about advertising endorsements to the specific case
of a Seoul restaurant that is a popular destination for Japanese
tourists.

3. Methods
3.1. Conceptualization

The model in Fig. 1 is similar to the symbolic communications
model discussed in the literature review. In the first stage, sym-
bolicvalues are transferred to the restaurant when aloyal customer,
chef, and/or the owner are used as the restaurant’s endorser. Simi-
lar to other types of advertising media, the restaurant’s advertising
stimulates tourists’ consumption behavior. The role of endorsers is
especially significant for foreign tourists, who are unlikely to have
detailed information regarding the restaurants in a foreign country.
Because tourists lack information in a foreign culture, endorse-
ments strongly influence their purchasing behaviors.

This study measured the effects of three types of endorsers
(customer, chef, and owner) on the responses of Japanese tourists
to advertising brochures with different treatments. As several
researchers (Chang et al., 2005; Lafferty and Edmondson, 2009;
Middleton, 1995; Wang et al., 2002) have suggested, advertising
brochures create expectations regarding quality, value, product
image, and a potential customer’s status because they serve as
‘product substitutes.’ In addition, food plays an important role in
tourism and contributes to the selection of tourist destinations
(Chaney and Ryan, 2012; Chang et al., 2011; du Rand and Health,
2006; Hjalager and Corigliano, 2000; Horng and Tsai, 2010). As a
result, tourists are likely to lend credence to an endorser’s recom-
mendation because failing to choose a good restaurant may detract
from their travel experiences (Horng and Tsai, 2010; Wang, 2011;
Zhang et al., 2010). The conceptual framework for this finding is
shown in Fig. 1.

3.2. Hypotheses

Hypothesis 1 was designed to identify whether a chef’s endorse-
ments of a Korean restaurant in a location that attracts Japanese
tourists has a stronger effect than an owner’s or customer’s
endorsements on consumers’ positive attitudinal or behavioral

responses to the brand or the advertisement. The hypothe-
sis is supported by previous studies that have emphasized the
importance of chefs in the restaurant or hospitality industry
when food quality is the most important motivation for vis-
iting a restaurant (Balazs, 2002; Inwood et al., 2009; Zopiatis,
2010).

Furthermore, food is animportant factor in determining tourists’
satisfaction with or intentions to revisit a tourism destination
(Boyne et al., 2003; du Rand and Health, 2006; du Rand et al., 2003;
Hjalager and Corigliano, 2000). Thus, foreign tourists tend to spend
more time externally searching for information about a restau-
rant compared to local tourists (Bloemer and Ruyter, 1999; Saxena,
2006; Wang, 2011). This trend has only become more widespread
with the growth of the Internet. In addition, Japanese people are
sensitive to cleanliness (Wagner-Tsukamoto, 2009). As a result, the
effects of a chef’'s endorsement in a brochure on Japanese tourists’
purchase intentions and attitudes toward the brand or advertise-
ment itself are likely to be stronger than the effects of other types
of endorsements.

H1. Subjects show more positive attitudes toward a restaurant’s
advertisement and a restaurant’s brand and increased behavioral
intention at the restaurant after reading a brochure that features
a chef’s four treatments (without his or her resume and photo;
resume; photo; resume and photo) than after reading a brochure
that features a customer’s or an owner’s four treatments (with-
out his or her resume and photo; resume; photo; resume and
photo).

Hypothesis 2 posits that an owner spokesperson is more plausi-
ble than a customer spokesperson in increasing customers’ positive
attitudinal or behavioral responses to a brand or advertisement.
Many previous studies have found that an owner of a restaurant
is likely to convey trustworthiness about a product or a business
(Brownell and Reynolds, 2002; Leeman and Reynolds, 2012). The
rationale for this hypothesis is also supported by the results of pre-
vious studies that stress the importance of trustworthiness in a
bartering business situation (Amos et al., 2008; Ketchen et al., 2008;
Leeman and Reynolds, 2012; Lord and Putrevu, 2009; Tripp et al.,
1994).

Moreover, an owner advertisement model is likely to be more
convincing in the international tourism environment where an
international tourist is likely to rely heavily on limited informa-
tion sources about a tourist restaurant in a foreign country, such as
atour guide’s recommendation or a tourist map (Chang et al., 2011;
Wang, 2011; Zhang et al.,2010). As aresult, an advertising brochure
that features an owner’s endorsement will be perceived by Japanese
tourists in a Korean restaurant setting as more convincing than one
that features a customer’s endorsement.

H2. Subjects display more positive attitudes toward a restaurant’s
advertisement, a restaurant’s brand, and increased behavioral
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intention at the restaurant after reading a brochure that features
an owner’s four treatments (without his or her resume and photo;
resume; photo; resume and photo) than after reading a brochure
featuring a customer’s four treatments (without his or her resume
and photo; resume; photo; resume and photo).

Hypothesis 3 targets the effects of both resumes and photos
on advertising endorsements. The influence of verbal and/or pic-
torial advertising has been discussed in the literature (Childers and
Houston, 1984; Duke and Persia, 1993; Kelly et al., 2002; Laskey
etal., 1994; Leong et al., 1996; Liu, 1986; Paivio, 1986; Unnava and
Burnkrant, 1991; Uzzell, 1984; Wang et al., 2002).

The holiday brochures referenced in Uzzell (1984) used pho-
tographic images and printed words to describe a destination.
Paivio (1986) found that the dual-code theory confirms the addi-
tive effects of the imaginal and verbal coding of to-be-remembered
information. That is, the use of two methods rather than one may
be more effective for preserving or evoking memories.

Several empirical studies confirmed the positive effects of using
both textual and photographic advertisements (Leong et al., 1996;
Lin et al., 2008; Wang et al., 2002; Wang and Doong, 2010). For
example, Wang et al.’s (2002) study of the context of package tour-
guide endorsements found that a brochure that features only a tour
leader’s photo did not affect the respondents’ purchase intentions
or their attitudes toward the advertisement and brand. However,
when a brochure featured a tour leader’s photo and resume, there
were significant differences in the purchase intentions between the
least informed group, which received brochures without a photo or
resume, and the most informed group, which received brochures
with a photo and a resume.

Lin et al. (2008) examined the credibility of package tour pro-
grams’ expert endorsers in package tour brochures and found
significant differences between the brochures that showed only the
tour leader’s photo and the brochures that showed the tour leader’s
photo and resume. However, when the resumes of male and female
tour leaders were added to the experimental groups, there were no
marked differences between the advertising effect of the experi-
mental groups and the photo-only groups. The results of Lin et al.’s
(2008) study were supported by those of Leong et al. (1996), who
concluded that people are better at recalling ads containing both
pictures and words than word-only ads.

Accordingly, if a restaurant brochure features not only the
endorser’s photo but also contains his or her brief personal resume,
the brochure is likely to be more influential than a brochure with
only the endorser’s photo or resume. Thus, Hypothesis 3 was
designed to support the argument that the combination of the two
treatments is more effective than either treatment alone.

H3. Subjects show more positive attitudes toward a restaurant’s
advertisement, a restaurant’s brand, and increased behavioral
intention at the restaurant after reading a brochure that features
both the resume and photo of any of the three advertisement mod-
els than after reading a brochure featuring only the resume or photo
of any of the three advertisement models.

Hypothesis 4 was designed to determine whether a print
method or a pictorial method is more effective. Most studies indi-
cate that pictures are more effective than words in creating a mental
impression (Childers and Houston, 1984; Duke and Persia, 1993;
Kelly et al., 2002; Leong et al., 1996; Laskey et al., 1994; Liu, 1986;
Unnava and Burnkrant, 1991). For example, Kelly et al.’s (2002)
study indicated that advertisements with image-oriented visuals
produce more positive attitudes toward the advertisement, the
brand, and the product category evaluations than attitudes gen-
erated in response to the text-only version.

In the tourism context, Duke and Persia (1993) also indicated
that travelers expect tours to be the best method of seeing as much

as possible in a congenial atmosphere with comfort, scenery, and
experienced tour guides. Wang and Doong (2010) found that a
brochure with an employee’s photo is slightly more effective than
a brochure with an employee’s resume in capturing a customer’s
attention. Notably, Lin et al.’s (2008) study found that a brochure
with a female tour leader’s endorsement without a resume is found
to be more attractive and trustworthy than a brochure that fea-
tures a female tour leader’s endorsement with a resume, even
though it found the opposite in terms of expertise. As a result, a
restaurant brochure with a photo is likely to be perceived as more
plausible than a brochure with the endorser’s resume in enhancing
customers’ positive attitude toward a restaurant or the restau-
rant brand and the behavioral intention to visit the restaurant.
Unlike a text-only presentation, a photo communicates a visual
image, which enhances the restaurant’s perceived trustworthiness
for patrons.

H4. Subjects show more positive attitudes toward a restaurant’s
advertisement, a restaurant’s brand, and increased behavioral
intention at the restaurant after reading a brochure that features
only a photo of any of three advertisement models than after
reading a brochure that features only a resume of any of three
advertisement models.

3.3. Independent variables and dependent variables

In this study, the independent variables were the three types
of endorsers: customer, chef, and owner. Each of these types has
four credibility treatments: resume, photo, resume and photo, and
no resume and no photo. The three dependent variables were ‘atti-
tude toward the advertisement’ (‘trustworthiness of the content
of the advertisement’ and ‘persuasiveness of the advertisement’),
‘attitude toward the brand,” and ‘behavioral intention’ (‘purchasing
intention’ and ‘willingness to recommend this restaurant’).

3.4. Selection of endorsement and content of the brochure

Of the three endorsers in this study, the customer endorser
was Ms. S. Park, a 53-year-old homemaker who graduated from
“A” University (1977-1981) in Korea and who visits the subject
restaurant five to six times per month. Her information was fea-
tured in a brochure in which a customer endorsed the restaurant.
The reason for selecting her as an endorser is her loyalty to the
restaurant. Because Japanese people tend to place importance on
trust or loyalty in a business (Bucknall, 2006; Hodgson et al.,
2000), Japanese tourists are believed to highly regard a loyal cus-
tomer regardless of his or her nationality. The chef endorser was a
48-year-old man, Mr. Woojin Kim, who has cooked Korean food
for 22 years. His information was also available in a resume in
which the chef endorsed the restaurant. The final endorser was
the restaurant’s owner, a 55-year-old woman who has managed
the restaurant for 25 years. Her information was available in the
brochure in which she endorsed the restaurant. All of the endorsers’
photos were recently taken because physically attractive mod-
els have been found to be more persuasive endorsers (Baker and
Churchill, 1977; Lin et al.,, 2008; Liu et al., 2007; Wang et al.,
2002).

The restaurant in this study was located in a district in which
many Korean restaurants compete for foreign tourists’ patronage.
All of the brochures featured the restaurant’s logo, the endorsers’
descriptions of the restaurant, three photos of the restaurant,
a photo displaying the in-house foods on a table, and a map.
Brochures 1, 2, and 3 did not include a resume or a photo, nor
did they include the endorsers’ resumes or photos. Brochures
1-1, 2-1, and 3-1 contained both the resume and the photo
of each endorser, and Brochures 1-2, 2-2, and 3-2 included
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Table 1
Sampling design.

Endorsers Brochure types Endorser resume Endorser photo
Customer Brochure 1 No No
endorser Brochure 1-1 Yes Yes
(N=100) Brochure 1-2 Yes No
Brochure 1-3 No Yes
Chef Brochure 2 No No
endorser Brochure 2-1 Yes Yes
(N=100) Brochure 2-2 Yes No
Brochure 2-3 No Yes
Owner Brochure 3 No No
endorser Brochure 3-1 Yes Yes
(N=100) Brochure 3-2 Yes No
Brochure 3-3 No Yes

only the resumes of the endorsers. Brochures 1-3, 2-3, and 3-3
contained only the endorsers’ photos. The brochures are described
in Table 1.

3.5. Research design

Previous studies have used experimental designs to measure
the influence of advertising (Baker and Churchill, 1977; Chang
et al,, 2005; Hsieh and Chang, 2005; Lin et al., 2008; Stephens and
Faranda, 1993; Till and Shimp, 1998; Wang et al., 2002; Wang and
Doong, 2010; Woodside, 1990). This study compared each subject’s
perception of the brochures without a control group to assess the
effects of the endorsements.

Group 1 (Customer as endorser) R; X; O
Group 2 (Chefas endorser) Ry, X; Oy
Group 3 (Owner as endorser) R; X3 O3

where Ry, R, and Rj3 indicate that the subjects were randomly
assigned to one of the three different endorser brochures; X1, Xo,
and X3 represent the subjects who were exposed to one of the three
different endorser brochures; 01, O,, and O3 represent the subjects’
observations of one of the three different endorser brochures.

As Table 1 shows, each version of the brochure has three differ-
ent endorsers and was randomly assigned to 100 subjects. Previous
studies have used a post-test-only control group design (Chang
et al., 2005; Lin et al., 2008; Wang et al., 2002), which only iden-
tifies the mean differences between the subjects’ responses to
the endorser groups. As a result, these approaches fail to gen-
erate diverse research outcomes despite the amount of money,
time and effort invested. Thus, this study asked each individual
exposed to one of the three endorser brochures to respond to four
types of brochures. This approach may raise the question of learn-
ing effects because a respondent may be able to easily determine
the purpose of this study, which affects his or her responses to
questions on other treatments (Kim and Crompton, 2001; Schwer
and Daneshvary, 1997). The first sampling group was exposed to
a brochure without a resume or a photo of the endorser, and the
other three groups were exposed to a combination of resumes and
photos from each endorser. Table 1 provides detailed information
about the research design.

3.6. Measurement

As Table 1 shows, each respondent was asked to read four dif-
ferent versions of the brochure, each of which featured all of the
endorsers and all of the dependent variables. Initially, we used
the following items to measure consumer attitudes toward the
advertisement: “the content of the advertisement is trustworthy”
and “the advertisement is persuasive.” To measure consumer atti-
tudes toward the brand, we used the following item: “this brand

is favorable to me.” To measure behavioral intentions, we used the
following items: “I have a strong intention to use the restaurant”
and “I am willing to recommend this restaurant.” The respon-
dents were asked to score each item on a 5-point Likert-type scale:
“strongly disagree” (1), “neutral” (3), and “strongly agree” (5). The
instructions and the items used to measure the dependent vari-
ables were the same for all 12 brochures. These measurements were
adopted or revised from previous studies (Chang et al., 2005; Lin
et al.,, 2008; Wang et al., 2002).

3.7. Surveys

Twenty graduate students and four hospitality and tourism
professors pre-tested the twelve brochure types to ensure the
validity of the statements in the questions and the sampling design
approach. Some comments from the pre-tests included “black-and-
white printouts could not deliver lifelike images of the endorsers,”
“the map of the restaurant should be included to give credibil-
ity to the respondents” and “the size of the photo in some of the
brochures differs from the rest.” In response to the feedback, the
quality of the photos was enhanced using Photoshop, and color
versions of the brochures were printed. A Korean-Japanese instruc-
tor then translated the brochures from Korean to Japanese, and a
Japanese professor and three graduate students in Japanese litera-
ture reviewed the translated script.

Apilot test was conducted using 20 Japanese tourists in a famous
shopping district in Seoul. The tourists suggested that the names
of the locations on the provided map should be translated into
Japanese, that all the photos should be printed in color, and that
the information about the chef’s career in Korean cuisine should
be included. In addition, they suggested that the brochure should
include the frequency of the customer endorser’s monthly visits
to the restaurant. These comments were incorporated into the
brochure.

Because this study sought to identify Japanese tourists’ per-
ceptions of different brochure types, personal interview surveys
were conducted at destinations frequently visited by Japanese
tourists in Seoul. Japanese tourists were selected as potential cus-
tomers because they comprise the highest percentage of tourists
to this area and because Korean cuisine is popular in Japan. An
important motivation for Japanese tourists visiting Korea is the
desire to sample Korean food in reputable restaurants (Kim et al.,
2012; KTO, 2007). The survey locations included two shopping dis-
tricts (Myeong-dong and Insa-dong) and two royal palaces built
by the Chosun Dynasty (the Gyeongbuk palace and the Duksu
palace). In the Myeong-dong shopping area, we conducted a sur-
vey in a donut shop well known to Japanese tourists. We received
permission from the owner to conduct the survey. In the Insa-
dong shopping district, we conducted a survey with Japanese
tourists who were drinking tea or resting on street benches. We
conducted surveys with Japanese tourists after they had partic-
ipated in 2-h Japanese-language tours of the two royal palaces,
meeting them in front of the palaces as they were exiting the
premises.

The graduate student interviewers waited with the respon-
dents as they completed the questionnaire and provided the
basic explanations required for the participants to respond to
different brochure versions and the basic purpose of the sur-
vey. As a token of gratitude for completing the questionnaire,
each respondent received a package of cosmetic makeup, which
is popular among Japanese tourists. Each set of the endorser
brochures had four versions that were randomly distributed to
each respondent. Each brochure was four pages in length, and
the four versions of each brochure consisted of several ques-
tions and a different combination of each endorser’s resume and
photo.
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Because the survey contained only a few questions, most
respondents completed the questionnaire in 5min. Each inter-
viewer was asked to randomly distribute three different sets of
questionnaires corresponding to the three types of endorsers.
A research associate surveyed the data collection process and
collected 100 questionnaires for each endorser type after elimi-
nating the incomplete questionnaires. The unusable questionnaires
included those with multiple missing values and those with the
same answer for most of the questions. A total of 300 questionnaires
were collected.

4. Results
4.1. Characteristics of the respondents

Approximately 80% of the respondents were female, 42% of the
respondents were in their 20s, and 55% of the respondents were
single. Most of the respondents were college graduates (47.3%)
or high school graduates or less educated (39.7%). We found that
the most common occupations were professional/administrative
staff (17.7%), clerical employees (17.0%), and workers in the service
industry (16.3%). Fifty-five percent of the respondents had a
monthly household salary of 100,001-300,000 yen. The respon-
dents’ current residences included Tokyo (27%), Osaka (21.7%), and
Fukuoka (15.7%). With regard to overseas travel experience since
2007, approximately 86.3% of the respondents indicated that they
had done so once (55.0%) or 2-5 times (31.3%). Finally, 56% of the
respondents indicated that they were staying in Korea for 3 days or
less. The results are presented in Table 2.

4.2. The effects of the three endorsers on attitude variables

The mean differences in the consumers’ behavioral intentions
and attitudes toward the advertisement and the brand were iden-
tified using one-way ANOVA tests. These differences are presented
in Table 3. When we found significant differences, we applied
Duncan’s multiple range tests to explore the sources of the dif-
ferences across the three endorsers. For the three endorsers with
no resumes and no photos, we found significant differences at the
.001 or .05 levels for the two items that indicated attitude toward
the advertisement. Regarding attitudes toward the advertisement’s
trustworthiness and persuasiveness, the owner endorser showed
the highest mean score, and the customer endorser yielded the low-
est mean score. Attitude toward the brand was significant at the
.01 level. That is, the highest mean score was found for the owner
endorser, and the lowest mean score was found for the customer
endorser. The two behavioral intention items showed significance
at the .001 level. In addition, the owner endorser had the high-
est mean score and the customer endorser had the lowest mean
score for purchase intention and willingness to recommend the
restaurant.

For the three endorsers with both resumes and photos, a sig-
nificant difference was found at the .05 level for only one item:
willingness to recommend the restaurant. The owner endorser with
both a resume and a photo had the highest mean score, and the cus-
tomer endorser with both a resume and a photo showed the lowest
mean score. However, no significant differences among the three
endorsers were found with respect to the other four items.

For the three endorsers with resumes, the results of the one-
way ANOVA tests showed that all five items exhibited significant
differences among the three groups (i.e., at least at the .05 level).
The owner endorser had the highest mean score for the two items
of advertisement trustworthiness and persuasiveness, and the chef
endorser or customer endorser had the lowest mean scores. Our
results showed a significant difference at the .05 level among the

Table 2
Demographic profile.
Variables Category Number %
Gender Male 62 20.7
Female 238 79.3
Age 21-30 125 41.7
31-40 54 18.0
41-50 53 17.7
51-60 44 14.7
61 or older 24 8.0
Marriage Single 165 55.0
Married 132 44.0
Others 3 1.0
Education High school or below 119 39.7
Some college 26 8.7
College graduate 142 473
Graduate student or above 13 43
Occupation Agricultural/technician 20 6.7
Clerical employee 50 17.0
Professional/administrative staff 53 17.7
Self-employed 20 6.7
Civil servant 18 6.0
Housewife 42 14.0
Student 21 7.0
Service industry 49 16.3
Others 27 8.7
Monthly 100,000 or below 30 10.0
household 100,001-200,000 80 27.3
income 200,001-300,000 83 27.7
(Yen) 300,001-400,000 33 11.0
400,001-500,000 27 9.0
500,001 or above 47 14.7
Residence Tokyo 81 27.0
in Japan Osaka 65 21.7
San dai 4 13
Fukuoka 47 15.7
Sapporo 8 2.7
Others 95 31.7
Frequency 1 time 165 55.0
of visit 2-5 times 94 313
since 2007 6-9 times 21 7.0
10 times or more 20 6.7
Duration of 3 days or less 168 56.0
stay during 4-5 days 94 313
current trip 6-7 days 21 7.0
to Korea 8 days or more 20 6.7

three endorsers for attitude toward the brand. The owner endorser
had the highest mean score, and the customer endorser yielded
the lowest mean score. The two behavioral intention items showed
significance at the .01 level. In other words, the owner endorser
exhibited the highest mean score, and the customer endorser had
the lowest mean score.

The results of the one-way ANOVA tests designed to identify
the effects of the three endorsers with only photos on the five atti-
tudinal items produced significance at the .05 level on customer
willingness to recommend the restaurant. According to the results,
the owner endorser was the most effective at positively influencing
the respondents’ willingness to recommend the restaurant, and the
customer endorser was the least effective.

According to above results, Hypothesis 1 was not supported
because the chef endorser showed the middle level of mean scores
on most items between those of the owner endorser and those
of the customer endorser. Because the owner endorser showed
the highest mean scores for all items regardless of the treatments
combining resumes and photos, Hypothesis 2 was not supported.
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Table 3
One-way ANOVA to identify the effects of three different endorsers with/without their resumes and photos (N=300).
Items Customer endorser Chef endorser Owner endorser F-value P-value
B1 (N=100) B2 (N=100) B3 (N=100)
Attitude toward the advertisement
Trustworthiness of the advertisement’s contents 3.48a 3.48a 3.95b 5.81 .003
Persuasiveness of the advertisement 3.36a 3.41a 3.84b 5.80° .003
Attitude toward the brand 3.34a 3.36a 3.84b 6.42 .002
Behavioral intention
Purchase intention 3.20a 3.23a 3.75b 6.72"" .001
Willingness to recommend this restaurant 3.07a 3.12a 3.78b 10.09™ .000
Items Customer endorser Chef endorser Owner endorser F-value P-value
B1-1(N=100) B2-1 (N=100) B3-1(N=100)
Attitude toward the advertisement
Trustworthiness of the advertisement’s contents 415 422 4.20 .10 .902
Persuasiveness of the advertisement 3.99 4.15 425 1.28 279
Attitude toward the brand 3.95 4.04 4.16 .84 434
Behavioral intention
Purchase intention 3.73 3.94 4.06 1.75 175
Willingness to recommend this restaurant 3.51a 3.76ab 3.95b 3.23 .041
Items Customer endorser Chef endorser Owner endorser F-value P-value
B1-2 (N=100) B2-2 (N=100) B3-2 (N=100)
Attitude toward the advertisement
Trustworthiness of the advertisement’s contents 3.54a 3.48a 3.90b 4.00° .019
Persuasiveness of the advertisement 3.35a 3.46a 3.91b 6.54" .002
Attitude toward the brand 3.40a 3.56ab 3.81b 3.24 .041
Behavioral intention
Purchase intention 3.19a 3.28a 3.72b 5.04° .007
Willingness to recommend this restaurant 3.06a 3.20a 3.67b 6.60° .002
Items Customer endorser Chef endorser Owner endorser F-value P-value
B1-3 (N=100) B2-3 (N=100) B3-3 (N=100)
Attitude toward the advertisement
Trustworthiness of the advertisement’s contents 4.08 4.13 4.14 .06 .940
Persuasiveness of the advertisement 3.79a 3.93ab 4.22b 2.75 .066
Attitude toward the brand 4.06 421 4.09 37 .691
Behavioral intention
Purchase intention 3.50 3.80 3.90 217 116
Willingness to recommend this restaurant 3.31a 3.65ab 3.91b 4.45 .012

Note: a-c indicate the sources of mean difference (a<b<c).
" p<.05.
" p<.01.

** p<.001.

4.3. GLM repeated measures to identify the effects of the
endorsers’ resumes and photos on attitudinal variables

A General Linear Model (GLM) with repeated measures was
applied to identify the effects of the three endorsers’ resumes and
photos on the five attitudinal items. This statistical approach is
appropriate if the same respondent measures a dependent vari-
able two or more times (Hair et al., 2009). Thus, in this study, each
respondent was allowed to measure the same dependent variable
across four different treatments within each endorser model.

Table 4 shows the results of the GLM, which used repeated
measures to explore the differences in the five attitudinal variables
according to the four treatments for each endorser. Within the cus-
tomer endorser group, significant differences at the .001 level were
observed for the four items. For the two items related to consumer
attitudes toward the advertisement and the two behavioral inten-
tion items, the highest mean scores were found for the customer
endorser with both a resume and a photo, and the lowest mean
scores were found for the customer endorser without a resume or
a photo or the customer endorser with only a resume. However,
the customer endorser with only a photo yielded the highest mean
score for brand attitude, whereas the customer endorser without a
resume or a photo had the lowest score.

The results of the GLM with repeated measures to identify the
effects of the four treatments within the chef endorser group on
the five dependent variables showed significance at the .001 level
for all five items. The highest mean scores were found for the chef
endorser with both aresume and a photo for the four items, with the
exception of brand attitude. In addition, the chef endorser without
a resume or a photo had the lowest mean scores.

Significant differences at the .05 or .01 level were found on
two items (persuasiveness of the advertisement and purchase
intentions) according to our analysis of the effects of the owner
endorser’s resume and photo on the five attitudinal items. The
owner endorser with both a resume and a photo had the highest
mean scores for persuasiveness of the advertisement and purchase
intentions. Additionally, we observed the lowest mean scores for
the owner endorser without a resume and a photo and for the
owner endorser with only a resume.

The above results conclusively supported Hypothesis 3 that,
compared to a brochure featuring only resumes or photos, a
brochure that features both the resumes and photos of advertise-
ment models results in customers’ more positive attitudes toward
arestaurant’s advertisement and a restaurant’s brand as well as the
increased likelihood of their eating at the restaurant. Hypothesis 4
was also supported because three endorsers presented with only
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Table 4
GLM repeated measure to identify the effects of three endorsers’ resumes and photos.
Items Within customer endorser (N=100) Within-subject F-value P-value
B1 B1-1 B1-2 B1-3
Attitude toward the advertisement
Trustworthiness of the advertisement’s contents 3.48 4.15 3.54 4.08 20.60" .000
Persuasiveness of the advertisement 3.36 3.99 3.35 3.79 15.70 .902
Attitude toward the brand 3.36 3.99 3.40 4.06 23.85" .000
Behavioral intention
Purchase intention 3.20 3.73 3.19 3.50 11.53" .000
Willingness to recommend this restaurant 3.07 3.51 3.06 3.31 8.30" .000
Items Within chef endorser (N=100) Within-subject F-value P-value
B2 B2-1 B2-2 B2-3
Attitude toward the advertisement
Trustworthiness of the advertisement’s contents 3.48 4.22 3.48 413 24.05" .000
Persuasiveness of the advertisement 3.41 415 3.46 3.93 18.99” .000
Attitude toward the brand 334 4.16 3.56 4.21 26.33" .000
Behavioral intention
Purchase intention 3.23 3.94 3.28 3.80 18.15" .000
Willingness to recommend this restaurant 3.12 3.76 3.20 3.50 15.62" .000
Items Within owner endorser (N=100) Within-subject F-value P-value
B3 B3-1 B3-2 B3-3
Attitude toward the advertisement
Trustworthiness of the advertisement’s contents 3.95 4.20 3.90 4.14 2.40 .076
Persuasiveness of the advertisement 3.84 4.25 3.91 4.22 5.79" .001
Attitude toward the brand 3.84 4.04 3.81 4.09 240 .074
Behavioral intention
Purchase intention 3.75 4.06 3.72 3.90 2.90 .042
Willingness to recommend this restaurant 3.78 3.95 3.67 3.91 2.12 107
" p<.05.
" p<.001.

a photo produced higher mean scores for all items compared with
those that only included a resume.

5. Conclusions and discussion

This study had two main objectives. The first was to examine the
effects of three types of advertising endorsements in brochures for a
restaurantin a Seoul tourist district on Japanese tourists’ attitudinal
responses and purchase intentions. The second research objective
was to identify the most effective of four treatments: a resume and
a photo, no resume and no photo, a resume and no photo, and a
photo and no resume.

The results of this study have several implications. First, based
on Table 3, the customer endorser showed similar patterns to those
of the chef endorser in identifying the effects of the three differ-
ent endorsers with or without resumes and photos. The results
revealed similar outcomes of the advertisements, regardless of
which endorser (whether a customer or a chef) was employed. Sec-
ond, the results indicated that although the chef model was not
effective compared with that which featured the owner endorser,
the chef model was more effective than the customer endorser
model. These results are not consistent with those of previous stud-
ies that emphasized the important role of the chef as a founder
(Balazs, 2002), a manager (Inwood et al.,, 2009), a professional
(Zopiatis, 2010), and a brand or celebrity (Halonen-Knight and
Hurmerinta, 2010).

There are several reasons that the chef model is less effective
than the owner model. First, as described above, the role of the
chef is perceived to be more important than that of the owner,
especially in cases where the chef plays many roles, such as a well-
known professional, a restaurant brand, an entertainer, a manager,

and a promotional model. However, in this study, the chef in the
surveyed restaurant was perceived only as a restaurant worker
in a bustling tourist district, and foreign customers did not think
that he represented the restaurant’s brand. Second, because foreign
tourists targeted by this restaurant wanted ordinary Korean food
for reasonable prices, they might not have expected a high-quality
chef.

The third implication of our findings is that the owner endorser
model was the most effective at advertising the restaurant. This
finding is consistent with those of other studies showing that the
owner of a restaurant is likely to convey trustworthiness about
a product or a business (Brownell and Reynolds, 2002; Leeman
and Reynolds, 2012), whereas a chef conveys to customers sym-
bols of expertise (Halonen-Knight and Hurmerinta, 2010; Wee and
Ming, 2003; Zopiatis, 2010). As a result, trustworthiness proved to
be more effective than expertise or attractiveness in the context
of the restaurant advertising models. This finding corresponds to
the results of previous studies that emphasized the role of trust-
worthiness in business (Amos et al., 2008; Ketchen et al., 2008;
Leeman and Reynolds, 2012; Lord and Putrevu, 2009; Tripp et al.,
1994).

In the context of overseas tourism, trustworthiness is an
important element because tourists are not familiar with foreign
restaurants. Because a deluxe restaurant is a high-involvement
product, foreign tourists are likely to spend more time looking for
information (particularly via the Internet) (Bai et al., 2008; Bloemer
and Ruyter, 1999; Saxena, 2006; Wang, 2011). Thus, if areservation
is required before visiting a restaurant, the trustworthiness of the
restaurant should be guaranteed by a reputable owner who appears
on websites, blogs, or advertisements (Horng and Tsai, 2010; Zhang
etal., 2010; Wang, 2011). An endorsement by a trustworthy owner
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enhances the credibility of the brand image instead of reducing
negative attitudes toward the brand (Gilchrist, 2005; Ketchen et al.,
2008).

This result may be supported by the particular Japanese arti-
san business culture in which a restaurant owner tends to inherit
a restaurant from his or her family, and Japanese customers tend
to visit reputable restaurants based on the trustworthiness of an
owner who generates a service product according to his or her
management philosophy or skill (Bucknall, 2006). However, further
research is required to adapt this study to other cultural territories
to facilitate a comparison of this study’s results with those of future
studies.

Fourth, the finding that an owner endorsement is the most effec-
tive cannot be explained by attribute theory, which states that
consumers tend to make internal attributions for positive out-
comes but external attributions for negative outcomes (Bitneretal.,
1994; Folkes, 1988). Because the owner of a restaurant advertises
to increase his or her profits rather than to express a sincere belief
in his or her restaurant, consumers are not likely to prefer owner
endorsements (Folkes, 1988; Mowen and Brown, 1980; Rubin et al.,
1982; Tripp et al., 1994). However, the results of this study con-
trast with traditional US-derived attribute theory. The results may
indicate that attribute theory cannot be adopted in a Japanese
business culture in which Japanese customers prefer to eat in a
reputable restaurant even if they must wait for 1 or 2 h and do not
respond negatively to a restaurant owner’s wealth (Hodgson et al.,
2000).

Fifth, the results of this empirical study indicated that the effect
of customer endorsements was the weakest of the three models.
These findings differ from those of previous studies, which argue
that a customer can be a strong spokesperson in the service indus-
try (Hill and Gandhi, 1992; Mortimer and Matthews, 1998; Pringle
and Binet, 2005; Stafford et al., 2002). According to previous stud-
ies, customers can experience products or services, evaluate their
quality, and express their own level of satisfaction. Thus, responses
to a hands-on experience could stimulate or discourage visits to
a restaurant. In an environment marked by severe competition,
previous users’ comments are a potential guide (Wang, 2011).
However, it is interesting that the weakest brochure advertising
model in the restaurant industry context was found to be the one
with a customer’s endorsement. With regard to the above find-
ings, Japanese respondents may find a Korean customer endorser
less trustworthy than a Japanese customer endorser. Because this
study adopted a Korean customer as the customer advertisement
endorser, a future study needs to verify whether the results are con-
sistent with the use of a Japanese customer endorser in a restaurant
advertisement.

Sixth, our second objective was to compare the effects of
brochures with treatments that combined each endorser’s resume
and photo on Japanese tourists’ attitudinal responses and purchase
intentions. The results of the GLM repeated measure among these
four treatments indicated that the combination of the endorser’s
resume and photo was the most effective model for the two items
measuring consumer attitude toward the advertisement and the
two behavioral intention items. Thus, the results of this study sup-
port Hypothesis 3, which was designed to analyze the influence of
resumes and photos in endorsements.

Our findings support Paivio’s (1986) dual-code theory, which
proposes that the additive effects of combining pictorial and verbal
advertisements support memory retention and a positive attitude.
These findings are also supported by previous empirical studies
(Leong et al., 1996; Lin et al., 2008; Wang et al., 2002; Wang and
Doong, 2010). As a result, more elaborate advertisements with both
print- and image-based sources should increase the effects of a
company’s communication with its customers (Petty et al., 1983;
Petty and D’Rozario, 2009).

Seventh, the treatment with no resume and no photo was the
least effective for most items. In other words, the simplest treat-
ment with no elaboration was the least effective. These results did
not provide new information because most of the previous stud-
ies showed consistent results. However, a brochure with a photo
is more effective than a brochure with a resume in fostering favor-
able attitudes or behavioral intentions. The results were consistent
in all three endorsements. These findings are in line with previ-
ous studies, which show that pictorial advertisements are more
effective than written ones for cognitive processes (Childers and
Houston, 1984; Duke and Persia, 1993; Laskey et al., 1994; Leong
et al,, 1996; Unnava and Burnkrant, 1991). Additionally, the results
of empirical studies support these findings (Kelly et al., 2002; Leong
et al.,, 1996; Lin et al., 2008; Wang et al., 2002; Wang and Doong,
2010).

Eighth, a restaurant brochure with an endorser’s photo showed
a higher mean score than a brochure with the endorser’s resume
in enhancing restaurant customers’ positive attitudes toward a
restaurantor the restaurant brand and behavioral intentions to visit
the restaurant. This finding implies that visual images communi-
cate trustworthiness to restaurant patrons and improve attitudes
toward the advertisement itself and the restaurant brand. More-
over, visual images increase positive behavioral intentions. These
results are supported by those of previous studies (Childers and
Houston, 1984; Duke and Persia, 1993; Kelly et al., 2002; Leong
et al., 1996; Laskey et al., 1994; Liu, 1986; Unnava and Burnkrant,
1991; Wang and Doong, 2010).

In conclusion, the results of this study contribute to our aca-
demic and practical knowledge of positioning products socially
through endorsements and creating links between advertising
spokespersons and restaurant products. As described above, this
study is also valuable because prior research on the effects of pro-
motional endorsements has not actively targeted the hospitality
and tourism field. In addition, this study shows that a tourist restau-
rant may benefit from using a brochure containing the owner’s
resume and photo as a promotional medium.

There are some limitations in this study. The majority of the
participants in this study were female and remained in Korea for
three days. This fact raises the question of generalizability; thus, a
future study should compare the effects of endorsements accord-
ing to different demographic cohorts. The second limitation is our
choice of customer advertisement endorser. Because the customer
endorsement that we used is a middle-aged Korean housewife, she
may not be an appropriate endorser for the Japanese tourism mar-
ket. A future study is needed to compare the current results with
those generated when an endorsement by a Japanese customer
who is loyal to a Korean restaurant is utilized. The third consider-
ation is that the endorsements should be carefully selected because
foreign tourists may be sensitive to the age or the gender of the
endorsers. Therefore, future studies require the investigation of
whether age or gender influence foreign customers’ attitudes or
behavioral intentions.

In addition, future studies should test the effects of different
endorsers and visual and textual strategies in different countries
and cultures because the functions of endorsers may vary with
different interpretations of cultural meanings (Chang et al., 2005;
Gakhal and Senior, 2008; Parulekar and Raheja, 2006; Wang et al.,
2002). In a scale development aspect, this study used measure-
ments that were developed in Asian countries (Chang et al., 2005;
Linetal.,, 2008; Wang et al., 2002); thus, a future study should apply
these measurements to other cultural or national contexts to deter-
mine whether they are applicable regardless of cultural or national
differences in the hospitality industry environment. Future studies
need to be attempted to alleviate the concerns about equivalency
and determine whether different outcomes can be derived between
a scale-developed setting and scale-applied setting.
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