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Abstract

Purpose — Recently, the food service franchise market is experiencing rapid growth and competition is intensifying.
Therefore, consumer choice has expanded, and reputation management has become important as a strategy for
survival of corporations. Based on previous studies, this research proposed the theoretical framework about the
structural relationships among reputation, trust(cognitive trust, affective trust), and loyalty.

Research design, data, and methodology - This study examined the structural relationship between reputation, trust, and
loyalty from the customer’'s perspective. Based on comprehensive validation procedures across nine food service
Franchise firm types, This study found support for a five-dimensional scale with the following dimensions: Customer
Orientation, Employer Brand, Reliable and Financially Strong Company, Product and Service Quality, and Social and
Environmental Responsibility.

In order to verify the research purposes, research model and hypotheses were developed. The data were collected from
227 food service franchise consumers through online survey. The data was analyzed with SPSS 24.0 and Amos 23.0
statistical program.

Result — The results of the study are as follows. First, customer orientation, reliable-financially strong company and
product-service quality have significant impact on corporate cognitive trust. And employer brand, product/service quality
and social-environmental responsibility have significant impact on corporate affective trust. Second, cognitive trust and
affective trust have significant impacts on consumer loyalty.

Conclusions — The implications of this study are following as: From the theoretical perspective, this study considers trust
as two dimensions such as cognitive and affective, not a single dimension, and identify what dimensions of franchise
firms affect consumers’ reputation perception and in turn lead cognitive and affective trust, and loyalty. This study also
provides several managerial implications. In the franchise market where competition is intensifying, it is very important to
analyze the attitudes of consumers in order to gain an advantage in competition with other competitors. In this study, it
is meaningful that the study was conducted on consumers who have experience using a restaurant franchise company.
Also, reputation is necessary to pay attention to the company because it is an important variable that strengthens with
customer through confidence in food service franchise business, and leads loyalty and consumer consumption. Therefore,
marketers should develop marketing strategies considering various reputation factors.
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7192 | A, =2 FX|QI1F OF MK 2 THEQ| A
Mol = =&[7] W20 &2 |ASHE Z|¥ol2t: =FO
222 HEo| M 7ICHH 7o E42 FEY &= itk

L2 Crfot ofshatARtEe 4 ™M dALH , 1Y
O 7{zjH| 8o HZO| ZAHO|CHKreps & Wilson, 1982;
Roberts & Dowling, 2002; Rose & Thomsen, 2004). EE3l,
BEO| B2 SIAE 2 BNl 3 HOIM S2AS JHRID,
o Qe HS X2 %= QICt (Gardberg & Fombrun,
2002; Gotsi & Wilson, 2001; Groenland, 2002). &0 &
2 B2 =X7Ho H7| MZ0l| Z Ml AFY & T
O AMNEE & Lt (Dierickx & Cool, 1989; Roberts &
Dowling, 2002).

5, B2 7|80 BHA o|dE £ & ofL2t 7Y ¢t
ol YoM RRUE “ZI2l= dES o, 7Y MO
&2 0Xl= FQ% X229 ZHKE | HCf. w2t 7|2
XtALSl BEHE ZFSHY AH|XtO| HEPHQl EN & mt ot
<, Mol Z} XtYo| 7|go| off FEE Fe=X|, BHS
SAAIZI7] sl of © Qs nSiorX|E  AL5H0{0f
SICHWalsh & Beatty, 2007).

HEol Zd2 Y 7|¥E Eol ZAX0|x TR0k
SHFECE =L ZAXO|= AFE IUEYLHEHGDP:
Gross Domestic Product) & 10%E XtX|slH , X|EX0l
ME 20|11 UL} (Jung, Lee, & Kim, 2016; Lee, Kim,
Kim, Lee, & Lim, 2015). Z2HX}O|=Q| AFMA o|0|= EXH
ot o & - MH|AE WSSte FHAE XHAS AE AR
A X271 2 20l oistol 2E X oMol BYUHE FO Al

ujo 0

Q

g JHHE Boks YAO|LH. JHYH2 AR 3Lt O|O|X|
2 Y E - MHAE M35t 22 ZHX0|= 7| ZAR0=

Cl20| HE m2|7t =R

O - L=

ohH, Ofd =02 QA ZBHXIO|= 7|0 HALIHM 4
HIXtS9| 7| M EHO| {24 & w2t (Kim, Kim, & Kim,
2013) AHXE2 MEE = Us 7|¥E B MZ5t
= Ae HOITt. 7|2 | E U MH|A0 BUH HIHE
Hato| Mzl BAZ FHEl0] FMHNAS HEsis
StC}(Johnson & Grayson, 2005).
oF0| EMSt= QA ZmRMXIO|= 7|el BEHO|
Faeln S4=0 o™ g2 OX|=XE &4
QAL B ™S =0[7| 2l TQTt B
AAFEE MAZ 5= AX|TF, Ofof Chet A= 0|
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Do g gols 276D, J4Y Fas o BAK 180
D20| QINof Chet 7t X We| ZWEX| 2ok ULt
=, N2 CIE O[RARISS RHAlo| ZHX, A, Jjol
MUY S2 HIEOR S 7|0 Cfste] 2|2 B
Tof Chet 245HE 7HR|7| W20l , 242to| ofehAR: Sof
XBlst £40| HEZ ALBSH0) Q1TSH0IOF BT (Fombrun
& Van Riel, 1997; Walsh & Beatty, 2007).

[2hA 2 ROAE 94 TAKO|Z | HEZ 1Y
RjgHe, D8F HAE, LAWY, MBAMHA B, Al
Z Mool ChH Jh| Q902 Jstol, ME|(QIxH Mz,
AR A2 )0) 242E ofE PER{o| xjo|7t YSX| Eelst
of, MBI(QIXIZ AZ|, YA M2 )2 S5 SHE HNo|
Of ofEr2 SIS ARSI DA BCh.

CIE0|, 94 TAUROIX 7|23 25 A8Afel 2H|Xfo)
AHS 9 7|90 BES FASLDA} Bt 4K 1)
THXQ BES SAjst0], D2O| NI HEO| B A
Ol O P AIAES NASHRR} BCt.
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21, 7|¥-at

|2 o Hull, A40[C|o] X Cfst OS0| X|&HXHe=
SHHAM AH|X= 7|20 288 = U= 7] 207 B oA
AH|XFHE2 SNS(Social Network Service), 221 S0
FRER 2l das % 2R AdE 8o ZREc=E ¢
SHEAIZ|LL A2, AH|O )10l S s85Q HEE
= igez 7|81 4=EEE St QUCH(Kang, Shin,
& Lee, 2016). O[0f =2EtRleto| M2 AH|XE2| QAL 4
Yol Zast EE N AHZAFE Y2 IS 0XAH =Y
O, 1 EX ZF SILt2 Huto| 2835t QCH(Cho, 2016).
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£95| 7|l HE2 & &, MH|A, O SaF 20| &
£ 7|l =2 205ty 7|go| JAstn FESHA
19| M| 23t MH|AE 1 0|A M5tk A=EMN
F£0| A5tS SHCtH(Walsh & Beatty, 2007). EESH 7|
O|L} E-doi| Cigt AH|XfC| 4 "ot ofLf2t 7| o
Cis s AL 2 A S22 &7 IZ0| 1 29|
2HES0M HejH8S Z0|l=0 & 82 FCHKreps &
Wilson, 1982; Roberts & Dowling, 2002; Rose & Thomsen,
2004). &, BHO| F2 A= ANt Z oM 22
E7K0, O B2 S X[ 7tsd0| Ut (Gardberg
& Fombrun, 2002; Gotsi & Wilson, 2001; Groenland, 2002).

27|19 BH2 =H7F o 7| 2o 2 X el T
MHOoZ T AFRE £ QIC}(Dierickx & Cool, 1989; Roberts
& Dowling, 2002). E8| ZaXxlo|= 7|¥e X Z=HOo| &
O &lA| M EiX=to] 7ts5t7| 20| EEel 227 Sa3t
A&t SiCt(Park & Lee, 2013).
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Balmer(1997)0] (t2H 7| Y EEto| 7E2 3CtA o H3)
E AN ATRE[0f RACE 1950 CHOY| 7|t EHE O|O|X]|
E SHez AFLT7| AFEet 7)Y "Ee| JiEe2 1970
H~1980ECH0| EHMTEAM 7| OFO[EIE|E|Q FHFL|AO|
Mg Seoz ks AHALRZ|O{FCHBennet & Kottasz,
2000). O|= 1990LCHO| O|=2E] 7| HEI2 7|¥el EHME
Ze|of HEAM|0| S Eof HEL QUCEH.

HEk2 s, Atplel, dAE, oiEAE 20
ZOf0l| A C}R0] FD{, OFO|HIE|E|, O|O|X|, EME Qly
2| JiEat =8E(0, SHAHE Zto| O] 740| QUL (Brown,
Dacin, Pratt, & Whetten, 2006). Ctst ZHHO|A SHAFSO0|
St BES AmEH, MEN 2ENME o S/MH|A A
oM 7Y 2200 7|0 £ U FHO Ao E ZHFEE|
Qo (Barney, 2002; Fombrun & Van Riel, 1997; Dowling,
1995, 2004; Hall, 1992; Milgrom & Roberts, 1982), 7|&o|
X 718 HEOME O|t Y MAESHA 7[R0 2t2|sHof
sl= HES XHelez2 7HEE| QCKBarney, 1991, 2002; Van
Riel, 1997). ZHatd HEAM= 124, S A FXEXIRE
22 Olsh 2AX 2 E2| 0IAS HHFst= TUEPHQl Qe
2 7tFE| 4 10(Deephouse, 2000; Fombrun & Shanley,
1990), O BN 2FHONME 7|gel HE2 F=2 ARl 2
HO| U= O[SRAXE 7| FLE =2| & UCL TFHEE,
O|SHEtAIXEZ} 7| ol CHsl zt= LEFEQl H7tel HEHO| Of
SHEA XIS EHERl A=0| SEE QI FekE O|XICH(Fombrun
& Shanley, 1990; Fombrun & Van Riel, 1997). Akerlof
(1970)= & -AX|S TN BEO| 1 EXo| MH|A M
A2 BTSN, AHXZL HEE HrisheE 983 Siat
0 FHSIQCE. HHH HEo| FX| g2 7|2 AH|XHof 2
of 2 Mot 2EEC YLAE S22 MEYUEA ELt
(Fombrun & Van Riel, 1997).

Walsh & Beatty(2007)= 7|12 HEtof CHSt MIAUARE
DD, EEE ZNE HPOR HE Y TR HAE 7
Molo] AHIRLE CAOE MHIA 7|9 BES 5
Cf. 13, MHA 7|go] BES 1 AXHY, ngF
S, WEAMN, MB/MHA E, AB/EENY S
Xl Qelo2 MAl & Yt

Mt 2 A7s A0 map Al ZHX0|= 7|
Of CHet EEES CHA 7HK| (2 X2, 1&8F EHiHl
E, MRHTY, MB/MH|A H, Atel/etd M)eoz 7 26t
Of Z7YStX} BhCt.

on
fiml
02
rot

To| 519|010l 1 AX|GNS 1 HS FMo2
719 SE0l SAJ0f 7|Yt SR DA 0 =
A717| QI8t0] w2jsts HEES Q0j3iCt. o LiOp7} 1 ZX|
2H2 Sl 7| SRE Pt Lo VY #ES
o|O|StCHBrown, Mowen, Donavan, & Licata, 2002;
Deshpand, Farley, & Webster, 1993; Narver & Slater, 1990;
Saxe & Weitz, 1982).

DAUX|FAO| Lot we MYATS osto] SHEY
CH(Athanassopoulos, 2000; Deshpande, Farley, & Webster,

1993; Houston, 1986, Parasuraman, 1987; Webster, 1988).

DUR|EHLS S| MElA, HE L AH|Ao] P
oot 2EHQ 2Eo| onf, nAMX|eEo| FoH 7Y
2 7|g0f et 1 o] FFHQI Q1M S M= OpAHEH

[

olH, nZojA o 2 UFHS 10, ME X AH|2 E7t
oM =2 B7t& E= 52l Relet 2 g=CHBrady &

Cronin, 2001).

212 Y RAWS

AT 7|90| oryy U +2Xo Cist 1 2o o
Alo|oy, 7|Q4o| HI® G SXb RAYA0| Chet 1 20| QlalS
o|0|stCHWalsh & Beatty, 2007). O|]= Fombrun, Gardberg,
and Sever(2000)0| H|A|st CHH| (provisions) 7t=d, ©@ 3l
Qlsiol Cifgt olle mESE HEoR, 7| KI&El A
S Qs IR HAMAE S =0{0fF BT} (Lee & Lee, 2013). X
YO 2E2 7| 2T ofLzt 7|¥el Bl 28 OlsH2tAXt

A, SYEA= 2A BE&S =0 YN SHE 7|
F.
A

J

2 10 0
> B

Ao QO OREHM 7|92 TE A™ds 2alsty, 712
THKIE SMAl 2 = QIE 2 SH0joF SHCHOpler & Titman,
1994).

2.1.3. HZ/MHA &

HE X M 222 7|80 &AFo|n FEHO| F2
HNEnt MHAE HMSoHChe 1 9| QIA0|Ct (Rogerson,
1983). EE2 AH[X} DHEQ| M Q010|0, AH|X}; BHEE
= YR GZECH 20| IpAQl UMl oIt At
CHCronin, Brady, & Hult, 2000). 2{Lt O]9 At &
2| Shih-Tse, Wang and Tsai(2014)= M| & %! AMH|AQ| &
HO| AH|Xe| Ao % Mol Fekg O|RICt il
O|& Sl 2ol X| 2tEl ¥ &2 Z0|12 7| o THLESHE
g F71E RO = U1 SIRACE £ 7|l OpA B
2130 M B/IMHIAE 7|22 A3z N AH|XIt
Ll 7HKE BUAZ|4, SAl0| SEEE =2 = Ut
(Bei & Chiao, 2001).

AElEmle Jlgo] By U ARIE M2 oIMstn
WSBICH= 1 20| QA0 7|0 FF Ot OfLIZt B
S, AT 20| YS W DE Ofsf BARSOA 21,

ZEXS| EX A 7|2 Hoo 242 0| 70 Bt S AE R
TStCHJenkins & Yakovleva, 2006; Walsh & Beatty, 2007).

Y AH|X= E0i2E, ARRE Mol 2= FAtg
552 o0, 79 el N IHel A sl Mg P
Qe 8z Atg|d Mol ZaPut el F7I6t ct
(Kim, Kim, Yoo, & Lee, 2005).

7|el 2EetE0| 2 HRULE|BM 7|/l AbH
sF2{C CHE|0f 7t QUCH Ofof izt Ab3/Ea S of
Stz 7|R0| E7I1Fel B WRRIE KXY 7k5780] = OfX|
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noen, AMeH MAZ st 7|Y2 X|& 7tset 7|Y
O dEe = UCt. LS AL 2)/2HE M2 Ofs2tA K|
HOE S0, 7|t o[sHEAX}E Zto] AME| HAE 7=
3l 2Cto2g 0|20] 7H=3}CH(Ban & Kim, 2009).

2.2, A

o2 200N s AFL|ol2 AZ|0) et ZE=0f
O AHA HolE HE, ‘A 29Xt A'2E, 4
Bz #AE Fd5h= ol A0 7|0 =7t = OoF AT E
OlM 7t& &% RPICZ CHROM L (Morgan & Hunt,
1994). Johnson & Grayson(2005)2 11 ZH1to| Az ZAE
T RIsH0], DAL HESD BI|NOR RAGHe %L |
ol sito] BEeED ofny Mz FRYS FID,
Ganesan(1994)2 IOfKXIRF AH|XL ZHO| AHI|IH HAE o
Hsi= a3 Q0102 Mzl ARo| RN HASHC

M A0 2|5HH , Anderson and Dedrick(1990)2 A 2|
£ MTHO| Oj2{of ofEHA s ZAQl 7tof CHat Z[cHzt
1 FESIQICE Doney and Cannon(1997)2 LOfAtR IHOHKt
Ato[of M THetol CHet T2 LEEF We QIX|E AEH
(credibility)nt  CHEO| O] S FPSt= =2l
(benevolence)2 2 AMZ|E HO|SIFILCE.

Mzle 1 Aato| BAZE PESEI| et MA X ol
AH|XEE EHOfRES| 211 TIAEO| THet =tilZ 7HE O,
SrASIHCHGarbarino & Johnson, 1999; Morgan & Hunt,
1994). Berry and Parasuraman (2004)2 2HtMoz X &
2 MH|AE AH[XPZE ZH5H| ™ol FOofsiorst B2 =0t
Mol oA E2 Az 2|0 Fef ATt FHSIACH. MEl=
UHME ATS YR 0|80 d &= ol 58y, ¥
e S22 BUAZI= dUE HE 2 = UV W2 43
St2tA OEEo] 7|oiste S4E el 22I0|Ct (Morgan &
Hunt, 1994).

Q4] mHAIO|= AP Of & CpAet 7| O] BO| ALY
0 QUCH. AH|A[FO| 0] M EHO| 0242 Bt F AH|XIE2
7| MEROf RO MER = U= TIYE MBS dEYS
HOICKKIm, Kim, & Kim, 2013). 7|ge| S8 = 10 Zinto|
ME| HAE FH FHFSIO, ME X MHAE O 0 AS
X5t EQ35l= 0| B E(Johnson & Grayson, 2005) 4l
E|¢2|of Cigt AT = SRSICL.

o ZAG0IM 7[Yat aH|Xte| A0 =btkl= Z4EA
20lg IFE5t= A2 A OAE FHEXA Sa% It
Z ZIL|QCHFournier, Dobscha, & Mick, 1998). Mai
4EH 22  Zgoh 2|9l X2 CHStAH  Johnson
and Grayson(2005)2 AZ|E OIX|& AZQF HMA AZ|2
TR QUK 2 FHMA Ao XRo| ZBHEHeZ F Y
2 4= UCHD FHSIACEH. M2t AM2ls CHfst XA =
255e 4970 BX[T, 2 gF0Me EME AElet QI
H MR 2 2ROI0] HFSH AR} Bhot.

2.2.1. QXA Alg|

QIR Azl HTEO|T O|MRel T2 A0 7| A=

— | [ R

Ao R MH|A XNSAte| & Hut Mzl dof| o|Est= 1 Q|
2HAMO|LL O|X|E LtE}HHCHHansen, 2002; Moorman, Zaltman,
& Deshpande, 1992; Rempel, Holmes, & Zanna, 1985).
Johnson and Grayson(2005)2 QIX|N AlZ|= ZHOfKEZ}
Aol o|RE O 7tsMof sty =g 1 o555t
EX = X[Alof oJsto] LME|H, O] X|Al2 AH|XtQL EHOfX}
Atole| ZtA| LHOfA TOWXtS| WSS 2t ASIALL CHE 2HA
OllA eqZl Etof 25ty HHEICt D otCh. HEe| 2ot
AStH, 27| 4% ZE2 O|H0| MdEo e AME =
ASEALE EAAZE = s TR Y £ A2, QXA A
=t B JH o d3 EE0 25ty , 20| =Y

LW

ul

fll

Johnson and Grayson(2005)2 QIX| &
HO[X|ZH A2|0f Chet 8= S|tTet XA SEE 7t

{0f gt Tt 0>

Ct. THONREQ| Oj2f =0 2bFet =Hils kK= A2 9
g AaAAELE DS 2l0[5tH, Of2(g =il 7H
o g H2l= S22 A0 ELt.

222, BMA AME|

BMH Mzgt JHeIoILE =Elo] ME|E X| Z5t=0 U0
FLE, &8 S0 7] =5l= FaHQl L2 EoHH, MH|A
HESREZE AH|XFOIAH 2013 2tddh Hiz{o| g ZEo
7|XSH MALE 4™ A EJE Q|O|3tC} (Hansen, 2002;
Johnson-George & Swap, 1982; Rempel, Holmes, & Zanna,
1985).

Johnson and Grayson(2005)2 HAMA A= ZHAQ ¢t
MO Aol olMEl ZES Sof SHEH, WE miks
HAE Mzlo|E FBS 0X|X|e, HME Azl oIX|E A
2[=rks AH|Xtel BHOIRL ALOjo] B oMol HOIK Ol Y
Ho| O @O| ¥ BH=Ctn BT, E3, YMH Al2[o|
23e HMo| 7|gstol ThE o EStE Ao UHH
o ROIRAZE ZOEsF, TIEHO| CHet AMzl= X[A0 2
ot MzlE ol EetE = AUCH. WEtM ZHERES| F
ol oot , GMH dlzjo] HFEHQ a2 Ql5to] Azt
ol 2l HItol| Cist 2tAlel £H-HO| AAk7|E L.

0

23. 54

FEEo| ZYUSOYUOIM HAIGH AREA ol0= ‘Otg%
OlM RBL 2= Fd 0|C) B2 SHAHE0| 2l5t0] ATFE|0f
T S8E= 2H[APE £ 7|88 XEH22 U8t K|
F= TOE O O 7|0 2/ESk= Aoz, £ HHE
E XSHSE A5 F0iSh= d&olnt. AH|XE £ B3
o[ EZSX&Hez Fofg @ ofLzt 3EH E=E
7= st M &S A € SoM 582 7l M &2
TONSHD F Hotads AH[R2| = 5 CHsH Folx/of
XICHDay, 1969; Keller, 1993; Tucker, 1964).

Oliver(1999)2 =MEat AH|XI7} MSS8HE 7|99 X &
O|L} MHIAE X|&EH oz FOSHA 2HE= 3T 7[of T
ob 722 ZYO0|2H o5t , AH[AF MZ5h= F 02t

SIICE BHEE 7IYol 4+ oMol 3HY Y2 Foi,
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7|0l cist 38 7 g3 FH ok §2=2 5HE
%= QICt(Parasuraman, Zeithaml, & Berry, 1985).

SHEE 10| AS 7 ¥l NYNOR TR0 Y|
M=ol F10f & 2ot AH8 0| gle AHIXA SdE=
=70t = QiCHAaker, 1992). =2 =SMHMEE JHX 1 42
DEECF TYFOf 2=7F o S50 TS & 7580l =0
NE2 7|2 88, OPEHIEE S+ A, =94 &
Oigts ZME 714 2 = 7| W20 Sd=0f aer a3
= Z9535}Ct.

—_

r

3. A
31 AAEY

2 d7ojMs 71ES| 0o 2 jHn MHHTS HiEo
2 <13 3151 22 97 I¥S AHsIeIC. oA mak}
o= 7|io| BWES FMLY| St etglaoloz N x|
4, 183 o@c, HEUHY, HE MU B J2ln A
slsly Mooz EReHoN, AL WEHS LY
Lol M2IE IR MZlot HAE AlZZ Lt o] 0[S0
M0 ofH P Olxls Xof Cietol A5 EAstmxt
Bict.

2 GR0ME <Figure 1>TF 22 AR BHS Ao
W QIA ZRAKL0|X J|jo| FEO| AEo| Oof W FFS 0
FS HE=X| Al
=2 C =

X3, olafet AlZIE Sof FHETtof W ¥
5 2M510|, MPH AAPYES HAISHLA St

—

Customer N
Qricatation / ""Mi\

e N LT - - T
! N \
Q Engfa:{ser / —= 2 icoqninve Trusf/\ 3
e U N
o3 AA Loyalty
_.___C“ompa!}_y____/ e }‘ \‘\ Q\ o )
-— 2 AN - P s -

Product angd N / P Ny
< Service Quﬁ(ty/’ 7 iﬁ\ﬁemve Trust /

e e v £ - i

Hi-S ¥

- --S:O:?al ;n_d__ -"“\ -
QErwironmenmI -
Responsibil

<Figure 1> Hypothesized model

3.2, AU

FH2 7|gel 845, MulL, OAHE Sl €t 2 7|
Yol 2= o|0l5tH, 7[0| dddstn FES D FHO A
St MB|AE D AOA MSst=H FE A4&o| s o

stEe 40| Uk &, 4 M2 = s HEHS 71 7|

ool 1 A2 o= MESHAH = = UCk= Ao

Zaltman, & Deshpande, 1992).
=2 BES D A0| MBS

P
o
U2 WEHY 0o 9 HR0lS

ZaAlZ 4+ gdon, B2
RBOILE MHIAS HBolo) M2IZ Dt BEtg @2 7|

2 2K 2FHOR Q4E & 9UCt(Morgan & Hunt,
1994). ZIXO=Z AH|Xt= THORAtS Hotof Cist AM=2E
HIECZ 7|Y¥1te| He{E o0, H|E & 0|YS HWite =
Q!CHBarone, Manning, & Miniard, 2004).

719 BH2 3T 7|0 T2 XR2E AX[X|2E T4
Lol &0t AlZtat FXp7L HesEHHo| A B HAN
L3 = UCKHall, 1993). MztM EE 22 A= AHS|
Adsste £EXR WSS SHA|  OROF SHCE . Doney
and Cannon(1997)2 EHONAtS| HEtof| CHot AM2|7F AH|X}
7b Tofst= 7| ol st AMEIE HE SR X i S
SHLERIZ SYSIRULCE MEtM & ATF|M= Ol2{st MHA
TE HEgez Ot g1t Z42 JteE8 45Nt

<H1> QI TKIO|x 7|2lo| WEO| QAN M=o H
(+)2] ¥%S 0 Hojct.

<H1-1> DAXZH0| AR A2(o] F (1) FE O
A 7olct.

<H1-2> D8F BACSI} RN MElo| H(+)o| FHS
0j olc.

<H1-3> ML ATHO| AR A=(o] F (12 FE O
A 3olct.

<H1-4> THIB/AEIA Ho| XY Malof B (1o FHS
o Zolc.

<H1-5> A2l 2rEelo] IXI% Mzlof F ()2 ¥BS
0j olct.

<H2> oA ZAixto|= 7|Ho| FEO| HMH Mo
(t)e] &2 01" Aojct.
<H2-1> DAX|eFgo| FEo| MY Lo F(+)el &
&= 0jE Ao|ct.

<Ho-2> DEF BT HMH M| H(Hol Y2

o
Oj& Z{o|Ct.
<H2-3> MR AHFG0| SAMH Hz[of F (+)2 d&t= 0|
& ZAo|ct.

<H2-4> TIB/AHI20] ol HAE Azl H(+)2 g
£ 0l zolct.

<H2-5> Afl-2iZMelol AR Azl B (1) ¥
oj Zolct.

322 ME|[7} SAHDO| OX|= Fe 7to] 2HA|

Morgan and Hunt(1994)= AH|XH7F =771 A2[Z0]
A AHEY RUAZ FGEof ZuHez, aHXel &

Z
G0 Ygs DXL ASS =lSHAC.
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et = AroMes MddeTE HEgez o ga 22
7tadE 28sI A0t

<H3> A ZURt0|= 7| U0l CHSt AX[H ME[7} SEE
off F(+)el &2 0IE AHolct.

<H4> 2| A ZURI0|= 7|0 CHSt AX[H ME[7} SEE
off F(+)el &2 ojE AHolct.

=
33. #io Mol U 5

= 170N 0|8 BE ZWYSSL “1FY=H 12X
UTHOIA “5%=0f 1 Hckol 58 Hez St

= AFoAfe] ZAMX0|= 7|¢el EE2 70| JHst
D 8o, AEE| N F0t ME|AE 1 Ao|A ®SSHe
O 22 o5 dgs ot A2z Fol5IRint. 1o mE
QA mEHXIO|= 7|Qo] HmEO| Bt fleZ  Walsh and
Beatty (2007)7t &t 0 2 X|ebd, 1E&FEHME, I7A
Y, MES/MEIA ZI A 2/2EHMY F S7HK 2 L +0f
ROl 2 A7l o ol A +FEO 1 AR
2 67 2%, 18F BEYE 6/f 28, MEATY 9 2
& MEMEA 2 571 2, Atsletd MY 4 EEe=z
SEERAC

w

3.2. Alg|

AlZ|= Johnson and Grayson(2005)0]| |50 ALE=l &
O] & dol & gof A £=Helof QAXH LZ(QF FA
MEIZ L0 HE £ ACE AXH AEl= MH|A XS
el s=at Maldo| eofEstee 10 42| =HAlo[Lt oJX|&,
BME AME|s MH[A ®SKZE AH|XOAH 2oF= 2
of Hio M2 270 7| 2SI dALHE 4™ S EE
O|z|Yon, 242t 57| R g2 HFE|QUC

2 o

333 54

2 A0 == EF XZ, Tl Cfsf AH[Xt
HE[Ho 2 RUEAE 7HX|= A2 FHolk[2M, Armold
and Reynolds (2003)2} Kim, Lee, and Lee(2016)0{ 2|50
LR TSRS HYD =, & A Ao SHA -, 7
Mol 22 HFYE(ACE

41, R L AUy
A

2 oTE 9|y ZRUKO|XE 0|83 FHO| U AH|T
2 Yoz MEXATE MAlE Ut MRXAE 220l 2]
MA@ Mol HES 0l8stol AAIE| Tk BRX|S F 265

20| MEX| 5 WE H47} 108 OS2 SEE BEE A
ot 227527+ 21 T 240 0|8 Uk STE At RE M
2l 7HEBA S| HSE 5l SPSS 24.0 5! Amos 23.0 &
AZ2IBS 0|80 EME|Th =3 6T L8O et
MEEN, AZT 24, 202N, 4TI PEY
A 244 So| 40| Ul QAck

= o] 20| SEAL 155%e| LY 592 <Table
1>t Zoh HA, 92 04g0| 524%=) HS(47.6%) 2Lt

Cha B Uon, ns+FE2 ofistu EY0| 634%=2 7+ B
UL, CZoz2 2dH Cfst EPnSst n EY =ZF
13.7%9Q1 Ao 2 LIE}GICE HEE 40-49M O|THO| 26.9%2
FE B2 HIESS MBI, Y2 A0l 47.1%=
VY B2 A= LEHRO

<Table 1> Profiles of samples

Category Frequency (n) %
Male 108 47.6
Gender
Female 119 524
20-29 74 32.6
30-39 39 17.2
Age
40-49 61 26.9
Over 50 53 23.3
High school 31 13.7
) College 31 13.7
Education
University 144 63.4
Graduate school 21 9.3
Student 37 16.3
Self-employed 26 11.5
Office worker 107 471
Job Teacher 15 6.6
Public official 6 2.6
Housewife 25 11.0
Others 11 4.8
42, Y20 Maly U EfgY 24

2 oljo| ot g2oz TME AIRLHR(o| ChUXiMe
SPSS 249} Amos 23.0E 0|23810 Z2AMZ|QUCE HK, AlZ|A
BMOAM 2E APEFR|0| CHSH Cronbach's o 40| .776-.889
2 Fm[0] iEY Bt =F0 0.72 & 2510 A2|do| =
H | CHHair, Black, Babin, Anderson, & Tatham, 2006). ==
o, iLCHR|o| THHENEHdNE HEEHEEe| M2 ot =
OIY QOl BMO|A M BtE X247t x*=639.96(df=405, x/df=
1.580, p-value=.000), RMR=.033, SRMR=.048, CFI=.943,
NFI=.860, TLI=.9352 &SHIHEE & MHSID QY= Aoz
LIEFGACE
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<Table 2> Measurement items and validity assessment

Item | ()Fa"’:jci;ogrs AVE | CR | «
Customer Orientation .643 | .900 | .845
Employees of this franchise firm (or franchisee) are concerned about customer needs. 597
Employees of this franchise firm (or franchisee) who treat customers courteously. .563
Employees of this franchise firm (or franchisee) are concerned about its customers. .672
Employees of this franchise firm (or franchisee) treats its customers fairly. .685
Employees of this franchise firm (or franchisee) takes customer rights seriously .656
Employer Brand .684 | .866 | .884
Employer of this franchise firm(or franchisee) looks like a good company to work with. .643
The employer of this franchise firm(or franchisee) is good at treating the employee. .710
The employer of this franchise firm(or franchisee) seems to have good leadership. .561
The employer of this franchise firm(or franchisee) seems to be interested in the desire of the employee. .595
This franchise firm(or franchisee) seems to have a lot of good employees. .611
This franchise firm(or franchisee) seems to have a high level of employee management. .638
Reliable - Financially Strong Company .606 | .901 | .889
Employees of this franchise firm (or franchisee) tends to outperform competitors. .703
Employegs of this franchise firm (or franchisee) seems to recognize and take advantage of market 793
opportunities.
Employees of this franchise firm (or franchisee) looks like it has strong prospects for future growth. .720
Employees of this franchise firm (or franchisee) looks like it would be a good investment. .563
Employees of this franchise firm (or franchisee) appears to make financially sound decisions. .704
Employees of this franchise firm (or franchisee) has a strong record of profitability. .675
Employees of this franchise firm (or franchisee) is doing well financially. .688
Product and Service Quality .662 | .854 | .791
Employees of this franchise firm (or franchisee) offers high quality products and services. 594
Employees of this franchise firm (or franchisee) is a strong, reliable company. .682
Employees of this franchise firm (or franchisee) offers services that are a good value for the money. .607
Social and Environmental Responsibility .705 | .877 | .875
Employees of this franchise firm (or franchisee) seems to make an effort to create new jobs. .678
Employees of this franchise firm (or franchisee) would reduce its profits to ensure a clean environment. .704
Employees of this franchise firm (or franchisee) seems to be environmentally responsible. .664
Employees of this franchise firm (or franchisee) appears to support good causes. .764
Cognitive Trust 679 | .864 | .792
The products and services of this franchise firm(or franchisee) are reliable. 717
| think this franchise firm(or franchisee) is capable. .766
This franchise firm(or franchisee) develops and sells products after thorough analysis. .756
Affective Trust .586 | .876 | .845
| am afraid | will lose if | do not use this franchise firm(or franchisee). .701
This franchise firm(or franchisee) responds carefully to consumers' personal concerns. 795
This franchise firm(or franchisee) takes a kind attitude to customers. .659
| can talk to the person in charge of this company about the problem such as inconvenience. 731
This franchise firm(or franchisee) is more than selling the product to the customer. .81
Loyalty .666 | .854 | .776
| am a regular consumer of this firm. 723
| will develop a good relationship with this franchise firm(or franchisee). .831
| will continue to use this franchise firm(or franchisee). 761

X*=639.96(df=405, x*/df=1.580, p-value=.000), RMR=.033,
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<Table 3> Mean, standard deviation and correlations of the constructs

Constructs 1 2 & 4 5 6 7 8 Mean SD
1. CO .802 3.638 0.627
2. EB .690** .827 3.311 0.680

3. RFSC .628** .603** .778 3.541 0.636
4. PSQ 649" .626** .634** 814 3.560 0.685
5. SER B31** 736 .548** .648** .840 3.040 0.797
6. CT .638** 739%* .562** .680** .807** .824 3.138 0.701
7. AT .676** .624** .718** .763** .596** 591** .765 3.678 0.663
8. LOY 470* 441 .552** .568* .378** 441 .599** .816 3.761 0.670

**p<0.01, - Bold numbers indicate the square root of AVE,

1. CO=Customer Orientation, 2. EB=Employer Brand, 3. RFSC=Reliable-Financially Strong Company, 4. PSQ=Product and Service Quality, 5. SER=Social and

Environmental Responsibility, 6. CT=Cognitive Trust, 7. AT=Affective Trust, 8. LOY=Loyalty

HESo| 70| tfst CHEN HBS st ATEHe| Alzl
E(CCR: Composite Construct Reliability)2} T&EAF=SEt
(AVE: Average Variance Extracted)2| A4t Z1t, AVE Zro
A Ubbs 7| Zx|0) 50CH A LIEF o, CCR 2ol
#O Q™ 7| ZX|0l 0.70 WL &7 LIEH} 2 oijo| 1
de=Eol MEldar tiad2 2Rl QICHHair, Black, Babin,
Anderson, & Tatham, 2006). CtSC =z WHEIEY HASS
o At 20| HAIE| RACE 2F HxE AEEA o] A
£=9| Ztu} AVEQ| X &2(square root)Zf2 H| Wslo 2=
Ha0 A MEtA =2 Zf0| AVEQ| M 52 2 ECh e
THHENEH0| AT EICE 24 Ant, <Table 3>0fAMQf 20,
2t T H=o| O E 2o At Al= 0| AVEQ| N &2 4t
HOH A2 o= LiEHLt FHHENEE0| AT E|QUCE

43, G7IHEO HE

AT7tdE 4d5e 24 dits
Zet

H1-1~H1-5= 7| E&kot QIX|& 42| Afolel HAE A
St HoZ 2A Db, DZHX|EHA(y=.176, t-value=2.893,
p<.01)1} REH AT H(y=.324, t-value=7.453, p<.01) 1g|
K E/MH|A E(y=.404, tvalue=7.453, p<.00)0| OQIX|H
AE|0f OjX|= BEA S 22 R2lst F(+)el &2 O|X=
Z4O 2 L}EFL}, H1-1, H1-3, d2|1 H14= XX 5= ZHoe
2 L{E}RCE

B, <H1-2>Q1l 18 B e 7} OIX|& ME|of O0jX|= &4
BA20| Zt2 .051 (t-value=.854, n.s)E S0|3t Pak2 0|
X|X| %O} H1-28} H1-5= X|X|E|X| LQUACE.

Ch2e =, H2-1~H2-5= 7| EEtar HAME A2[ Ato|ef
A E 2o Aot A AL, <H2-2>Q1 n8F HaE(y
=234, tvalue=3.852, p<.01), K|Z/A{H|A El(y=.192, t-value=
3.506, p<.01), 12|10 At3)/=td #Ql(y=.423, t-value=8.578,
p<.01)0| HAA AZ|0| O/X|l= BEAF 242 d ()2 729
St ske O|X|= ZHoZ LIEF ROl [MatA H2-2, H2-4, 1
2|0 H2-5& X|X|| ATt 2Lt 1 ZHX|2kd(y=.055, t-value=

<Figure2>, <Table 4>2}

907, n.s)1t X7 747 d(y=.013, t-value=.235, n.s)2 HMAMH
ME0| Folo Fetg OJX|X| Q= A= LIEFRCE M2t
H2-11} H2-32 X|X|E|X| UQUC OpX|HO =, H4QF H5=
QIXIA AMa|, EMA Mzt SHZ AtO|o] ZAE LT
Zo|ch. M Znt , QIX|IH AMZ| (y=525, t-value=2.054,
p<.05)Q} QIX|& AlZ|(y=.128 , t-value=2.054, p<.01)7} &4
Lol OX[= d2A+ 40| BF Foot F2 OX|l= A
O LIE}SICE 222, H4QF H5= X|X|&| QUCH

<Table 4> Measurement model

Paths Estimate | t-value p-value | Results
H1-1 CO - CT 176 2.893 .004 Accepted
H1-2 | EB —» CT .051 0.854 .393 Rejected
H1-3 | RFSC— CT .324 5.924 ok Accepted
H1-4 | PSQ — CT 404 7.453 ok Accepted
H1-5 | SER — CT .010 0.204 .838 Rejected
H2-1 CO — AT .055 0.907 .365 Rejected
H2-2 EB — AT 234 3.852 b Accepted
H2-3 |RFSC — AT| .013 0.235 .814 Rejected
H2-4 | PSQ — AT 192 3.506 x Accepted
H2-5 | SER — AT 423 8.578 x Accepted
H3 CT — LOY .525 2.054 .040 Accepted
H4 AT — LOY 128 7.939 b Accepted
SMC (R2)
CT .693(69.3%)
AT 721(72.13%)
Loy .370(37%)
°=639.96(clf=5, X’/df=3.611, p-value=.00), RMR=.011, SRMR=.0238 ,CFI=.990,
NFI=.987, TLI=.944

***<,00, CO=Customer Orientation, EB=Employer Brand,
RFSC=reliablefinancially strong company, PSQ=Product and Service Quality,
SER=Social and Environmental Responsibility, CT=Cognitive Trust,
AT=Affective Trust, LOY=Loyalty
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2 g7s Q4 ZUXIo|= T|Yel HEm XA, HM
A, 2|1 SdE 74| FRF ¥ HAE Yoo
ENM 2[4 ZHXIO|=o| BWEO| HEHo=Z HMEF IJHK|E
XU A= X0 cHel AESHLAL SHRALCE. O|F 2o 24
IZXIO|=E 0| 8%t 4 =O| U= AHXIE YLE HE
ZAE HAISICD , 200 HE HFEH AANEE HAISH
™ CtZat 2ot

A, FEol 1 ZX|gkd, MEATE, ME/AMHA EHO|
Fol0jg mf AXH M7t FdEH, O A SEEIt=E
OlXl= AL =Z LIEFGIC) MEt o4 ZHAO|= 7|g2 1
HE0[ QXX LIRS #=0[7| fle 1 240| @Al mHXIO|=
7|0l CHste] ™oz mEket = e AHEE 0|85t
Z2DNS Y QI oE =W, 7Y M FOILt A
SAE e 7o 52 HIEeEMN MY
2 g 5 Ut EotE2 =F2| CRM &5 &3 1
HENHI|IHoE RO HAE #H LUHE = US
Z40|Lt.

=N, Heol s 18F BEUE, MS/MHA FH, Alglzt
Z mQlo| & 0| 524 2 MMX M7 £om, 1 Zut
FEE7t & OfX|= A2 E LIEH HCh Aol HME A2|E
=0[7| I5t0] 2[4 ZHXIO|= 7|Y2 TAHCE FARE
o FReEE MMt A SN #ES X[eSto{of Bict.

MR, HEO| TMeA B A E/MHA Ho| AX|H, HA
HAZ BR0| g DX ALZE LIE G Ol= 7|Y
Ol M&lot 1 /ol M 1t MH|AE XNSdt= Mo EEHo|
Z A of£0o| o5hg SHCH= Walsh and Beatty(2007)2| =%t
ot UX[St= ZANO|CE. Mt A 7|H2 D 40[ K& R
MHIAE 4 ¥t aPgoll M ME|Ad T2t LojLp 2-E el
HIO| YYR|X| T EHY| FOE 7I20{0f Bt

R, OIXIN MZQ MMM A2 2E EMZ| 2HF
ol ZANIE 0|X|= HoZ L}E}RCE Ol&= Morgan and Hunt

o

5
=2
i)
els
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