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Abstract

Purpose — Recently, global management in Korea franchise industry is becoming an important keyword. As an important
branch market, Chinese market plays a major role not only by making experience of the competitiveness among global
brands which offers a foothold to become a top global brand, but also by actualizihg an economies of scale in
production, sales, etc. Therefore, it is necessary to identify key successful factor influencing customer evaluation and
responses of Korean franchise restaurant targeting Chinese consumers in China context. The purpose of this study is to
examine the effects for Korean franchise restaurant selection attributes on perceived value, customer satisfaction and
customer loyalty in Chinese context with SmartPLS 3 and Artifical Neural Network(ANN).

Research design, data, and methodology — For these purposes, the authors developed several hypotheses. A
questionnaire survey was conducted on the panel of online survey companies for Chinese consumers who have visited
Korean franchise restaurants. A total of 404 data were analyzed using structural equation modeling(SEM) and artifical
neural network(ANN) with SPSS 22.0 and SmartPLS 3.0.

Result — The findings of this study are as follows: First, the alternative model findings show that facilities & atmosphere,
employee service, and menu influenced on utilitarian value, customer satisfaction, and customer loyalty directly. Second,
employee service influenced on customer satisfaction. Third, menu influenced on hedonic value. Fourth, brand reputation
influenced on utilitarian value. Fifth, hedonic value increase customer satisfaction and customer loyalty. Sixth, hedonic
value increase customer loyalty. Seventh, customer increase customer loyalty. And, the ANN analysis shows that
utilitarian value is the first most important factor influencing customer satisfaction, followed by hedonic value, facilities &
atmosphere, menu and employee service. However, the ANN analysis shows that customer satisfaction is the first most
important factor influencing customer loyalty, followed by utilitarian value, hedonic value, brand reputation, menu, and
employee service.

Conclusions — This study provides practical implications for enhancing customer satisfaction and customer loyalty by
applying the ANN technique that complements the limitations of the linear structural relationship analysis using the
proposed model and the alternative model. In other words, the SEM-ANN model provides guidelines on how Korean
franchise restaurants should formulate facilities & atmosphere, employee service, and menu mix strategies in China. In
addition, ANN 's analysis shows that restaurant brand reputation plays a pivotal role in increasing customer loyalty. The
fact suggests that Korean franchise companies should establish their domestic brand reputation prior to their entry into
overseas markets such as China.
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1. N2

—

£ 94| TUKO|X A2 MBIX-FTY B 3=
OlStOf XPEBLEl AH|A F2F2 RARIOL Y B0 35
53 glon), ojn malE = oA TROIE A
3,9007) F4UARRIE S, O 208t JHo| JIYF)ON 3T T
xfo|xiigle 22 FY0| 2% 7|YS2 o4 =m Y
CHXin & Kim, 2017). 31, % SZ0p Yol Tzt 914
Of OFRIBLA H4{0f T2t shel 2HIxte] B0 SiE|D
20D, B TUKO|X PHSS FF Y A2 59| 3|
AEO| EHS & ofLjzt RES HFS ok 9UCH(Yoon,
2015). ZIAFLS BR7|Y0| I SAUS FHAS A
Hots AIZo[D, MM U BOp Sof YojM F=o| FXIS

Yot FEHE FA & oYz 22 EMER 9%
g+ Us YEHE HSSte oM TaT AF2E QY
sict
|},

20024 =0 WTOO| Zt&Eof 2, S 2Y ZEKLO|
= 71¢g TES IESACH, 552 1% ZN 8Ee
20| AEFY TN MTHE Soff QA ZIKI0|= A
2 YHA|ZICHYoo, Lu, & Park, 2015). EE3H = Lj4eA|
Ol ST B9 QA ZEMXIO|Z A2 FEHEE
SHESFon, Q4 mEXIO|=0f| 2P HAN A ABE S
of AEREEE FHOR Q4] mMA0|= MA2S Ao =
g7|E SOoI5ta RUCH(Kim, 2009). MEtA oh= QA ZHK}
O|= 7|gE2 ZzZ sty I =2 HIECZ MEL2
SE ANEE EFAECE g2 2|1 Ao, AU =
Aol MEg 8o 2ot 2 0|Yg F717| RN 5=
TE0 B2 S 7|20/ ok

20154 PR EsTAMHAMERESAL die TE QA7|Y
HEfZRALO] HEH, I Al ZEiX{o|= s TE 7|2
13871, 89 OjEt 4= 4,6567)2 LIEIOO, 0] & =20
st 7|¥e ok 70%Q1 967 K|, 1,8147H2| OfEFQI Z4
O LIEFGICE 2002EHEE 0| XESH st QA
Xo|= 7|¥2 =5, BHCX|ZI, stAH|"Ig, ni2[HIAE, 0|
AHIAL, FHYHY S0| oLt 28t 4 E= B
S Zlgoict 2 Xpo7t e HSE  LIEHRICHWang &
Chang, 2016). 0|23t ZIt= F=2| 3 U ZH L™
H, AH|XEC| MgtAlnt JHX|# 2|1 SOl X|
At =tA Ko SO Cie HX|st OpAE Mk sk M
A7t 385ICH= AS MAISHECHYoon, 2015).

matd 5=0 XESH st= Q4] ZK0|= 7|¥S0|
2 Meee =0|1, DH8AE FFAZ|7| 50 O et
el MHA & AH|XHSO0| MEAE 4= Qs ZEHXIO|= 2
AEEO| ME £M0| 2AQIVIE m st A2 2 T8
SICE 1 O|fe= O|2{st ZRXjo|= ZAEZS| MEARMH2
AH[XLO| O FZo THEO|=0f| FEk2 O/X[7] YEo|H, &
A= ol2f3 EME siZsty| gt Aolch & Aol Zut
= 370 TESH o= ZEK0|= YAEF0 CHst = &
HIXtSC| HS2ES Oslsto] oh= Al ZXI0|= 7|9
SiX|3} Ot A & MEF 7o Se5t 92 & Ao|Ck

20| TET st= QA ZEXIO|= 7|0 CHE o
MBALE AmEH, S HX|Q1o| sHAlof Chet Q1AD} o

Al YAaEZ OFEL Bl IJEMEO|E(Seo & Ryu, 2009), 5=
TIE Aol Ol e £40f Cieh o2PhEar IR O
E(Park, An, & Kwon, 2013), 3t= ZHXIO|= 2|Al7|219]
SRS E TN i EekYoon, 2015), E=ZIE
o3 mAXO|X HIHSHES SHOR 0 gnHo| x| 24
MH[AZE 0 MH|ATEX|(Kim & Kim, 2017) 59| a2 T
#E|Rch d2iLt 0[S MUATSS 30| [S o=
QA ZHXIO|= MAUM S= AH|XS| MEHKHO| X| 2}
El7HN (A, et nARE 3 PHESEEeb ol
oF QIIEAIZE A=XIE Tt ofS7|ofl= 0] Zotet. 282z
2 opL BE DAKO|X YAEYO| M L4, Mg
ZEK|, B IHX| 2 AREE O2|0 aMESEEof ofg FE
2Yg JjLsin(<Figue 1>), T3 2HXS (o= UF
Moz ESslol BNl 33 IS 9% oF 94 =
UXpO|= OrAEY TEFE ESH=0H 3H0| AUCk

f

2. 0|28 ¥

2.1, ZHXO|= YAEZO| MEALY

TRAKO|Z AR Mefy
AUl B oF 82, HAu 2 HE MHA F F,
ZE NAS S, HjFMeo| of

40l Heloh /K| oF FAAIE, AE2| Y, AU FAa &2
27| & 2o|0|stCHKo, Hong, & Yoo, 2013). O|3{&F A
E2o| MeEjSe 10| @ FFAIZ £ ofLfet 1
DFEar Ao 2t JE O ASEEo geE OK|l= F8
Q9loZ 7IFEICHCadott & Turgeon, 1988; Tsaur, Chiu, &
Huang, 2002). 5t fAEZO| E2|& 2ES AH|A 2
d(Servicescape)O|2tl St0H, =, MFE, AMAY, =M 4
I 22 ST 2 AHE A M1 297l MziEel olAnt &
Ste|O 10 40| A RIZ2ZS =Ct (Bitner, 1992; Kim & Kim,
2017). QA ZEHXIO|= BAERO A| M2 MH|, &2, F
g A4, 4F g2, HE, 71X 80| Aen, 297|=
ZFo| =3}, HX|, HO|E 3 2Xte| My, = 9| T4,
Exgil 502 FAEICHn & Kwon, 2016).

PAES AH|20 Cfgt MEisse A go| 29p7|9t 5
Aol XI-EDH MH|AZ L 2E|OH(Filitrault & Ritchie, 1988),
Yi and La (2002)= MH|AE ZA[Q| Eut Otoj| Chot A7
ot 4, 45 FE, ZE2RMH OME 5 OIS A 7 M|
~, 3ol NP s43 SIS LEs T2, T
dh 9l 2Alo| HZ QOIO= W QCt ESH Kim(2010)= Af
Hj~ ME%4S olAgol J|® 3 249 QSCE %2
oot & E(Quality), HZ MB|AE 205t MH|A
(Service), 2|0 2 A=l HZA(Cleanliness)Z2 & UL}

Ol=of CHet MEfSdE2 240 It E &, HYs &
b o o FHdol o, HESH7H 4 EM 50| ULt
(Cadott & Turgeon, 1988). L3t Mm EM2 71 A0t XA|L
L2 20| NEOX} AIEoR AR Wuj £X &7
O|H, 1ol Xt =52 FLSIL, 34 O[0jX|of F&E2 ==

B
X
rlo
[o
b
1o
2
=]

y
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oLz} 249l BFet 24 FOIE ZHSIHAH SHCKPickworth,
1987). Ol MEiSMO| Eg A= 22 2 2H a9l
ol 2| g, SAlo| B &V|, M, Q|0 oY, X|EE, O
7| CHFd, wHA|Z], DFIO|Mel +=AMO|H, HE2EH
20101 M=t gol, &n, JiQle| Al &Sa So= JiRIN 2
ol Atz ZHEA Q0 J2|1 Atgl - M2|™ Q2 9210|CHJang
& Lee, 2016; Kim & Jeon, 2013). HEHE HILS 7|¢fo| &
SO|Lt £740|| Cist AH|Xfe| A #Et OL|2t B0 CY
of Mol E7LE 212 A S22 UENX|H, Dol AH|H
S0 4 2iH|8E ZE0led =82 FECHRoberts &
Dowling, 2002). ZZHXIO|= YAEZ HME TIULS AH|X}
7L A2 2 Yt £ MEQ| o0|X], 2IX|E, MEY
SOf CHst ™A QI HIto|H(Kapferer, 2012), A&} AMH|A
Ao 2 2201 7|0g = AEs FH KMtz 7t
FEICHBarney, 2002). S5 ZiX{O|= 7|2 AE Y
Ol Hor Ec ™o 2|7 ZQ5HH(Park & Lee
2013), ZMX0|= PAERHIME L1 =2 1 HO|ED, E
I, 425, =2 = = YAEYS & = &S0 oA
0| Q/Ct(Chang, Roh, & Gye, 2009). £ QA= =X}
O|= PHAEZ MEZLES Al At 27|, &Y MH|A, O
FEY, BEHWE HE | 7K XAt A2 3 ZSt X} Bt

=N

mjo

o

2.1.1. X|2+=l 7HK|

7HKl= 48 L= MH[A 28 ZHK0f CHE FRPHQI H
7}0|H(Zeithaml, 1988), AFEZo| &£ At 71 20| Cist EHS
2 Fo|EltMonroe,1990). &, 7HX[= O] & &0 Mg =
HIp 0 Mol 270 £ 38t ME A AMH|A0 Cist BIt=
O|FRO{Tl AH[Xtel X| 2tEl M= O|CHWoodruff, 1997). ZHX|
= MH[A EF, X|ZE g d2( o|ojX|of 2lsf dekS
2Hon, thed| 7HH0|LE 2 80)| CHeh H7HE OfL|2h AMH|A
St Qoo o8 UstS HH=CZeithaml, 2006). EaF 4
HIXtQ| X| ZHEl 7HK|= & 87X 7HX[ 2 Y 7HX[2 7 235t
o o2 71X S8 AH| H4=ef 0| RUACKBridges &
Florsheim, 2008; Voss, Spangenberg, & Grohmann, 2003).

MEX JKE O|EE Ho| i3t oY Yt 8 H F7
of Zuod, Y2 FAMo|H T Y T2 ZFEC)
(Gursoy, Spangenberg, & Rutherford, 2006). tEot, A8H
ol "otz MEHCER 7| 57X, =%, QIX|H0|0, AH[Xt
7b MZO|Lt MH|A0| CHol 7F & = U= 7IAH 7|ChX|e
‘dF|E LIEF HCKRyu, Han, & Jang, 2010). &, 4&F2|H
ZHEOM aH[X= XA Xt Fo2 ZHE TS| ¢
of E2X0|1, Ao XA HHo=Z NES Fifste 2
0| QIC}(Babin, Darden, & Griffin, 1994). HtH, 3j2tX J4X|
= & X0 JHX|ECt FEEOo| JHeIFQl Hez Yol

, YRECHE AH|9 EA20M o ROl A ECt
(Hirschman & Holbrook, 1982; Babin et al., 1994). EESt,
Ml ot AMEO|D ZEXo|H H] A HEQl A0f
M X ME HQar g Ho| JAS ¥ ofLzt AH| FRo
E721 0|28 Dl2| X[HE =7 d F2 LHECt
(Hirschman & Holbrook, 1982; Ryu, Han, & Jang, 2010).
ol HEX ZHK|Qt HEA JHX|= thed| AH[BYE EO
M aH[XF Z-O| CHot AH|XES| BIHE Olshst= o A

TENoz FQ3t @Qloz ZHFEICKBabin et al, 1994;
Bridges & Florsheim, 2008; Hirschman & Holbrook, 1982;
Homer, 2008). Izth| & GITOAlE AH|ZSC| H WOl
ZEK|0f Ciet BI7HE UEtW= X ZHE 7HKIE 2 88X 7HK| 2
M2A™ Jpx|= RS DA} SHCL

21.2. nMok=

HE2 ™ EY XNEO|Lt MH|AS| FOjIPFo| CHSE A
H|Xte| M EFMO|D FEEQI TIt2 Ho|=lCHWestbrook,

1981). EDH NAMOER 0| 2 HME Es QX|FHe=
S| MEIE 2|0|5HH(McKinney, Yoon, & Zahedi, 2002),
TOHEHOA ZAE ZEX|0f CHeh AH[Xte| H7} Zuto|Ct
Hult, 2000). Oliver(1980)= 7|CHO{ H|3}
BHEO| 2edsty, Z|chof Hish dat7h &

| LAMBICID B YT X, BHES 1 o] F
ol 7 tho| A2 Fshe J|CiK|=CH AZO|Lt AfH|
S =70 X 2% F 9, HTiHoR UEeTt £oiXE 2
QICt(Kim, Ferrin, & Rao, 2009). EE3t, Ganesan(1994)2
4ol 2| F B7E SZAIZI7] I A SAAHSO0| S
= H7IHQl 2EOM Zixte| & SO0[2t St H, ATH
olshf xt 41| 4E0| 2H E = Us SHAA ALt X|
Higt= 7 2 2tAI2t SHRACE D A=2 KHF KHA|ELt of
L2t Eof@l S MH|A ZARIC| EfE, 7[YO[0X], AH|E
o, FOiIMEE dY, oiE & 2AF ZHK|Qb WX 7HK|7t
D5 ZShEl 748 o|O|stCk(Fiore, Kim, & Lee, 2005).
Cardozo(1965)= M|ZO|Lt AH|20] CHot 7|Ci7t &8 Hd
X HE AHl HItZ o] 20T 1 AR=0)| 2FYHQ FetS
ORIt SHRACE M2t 2 AFOA 0 o2 ZehXio|
Z P AEZO| CHeh © BFNOl B Zo 2 AH|X| ARHZ|CH
ot MHZ =721 dur zk xtole] HIMM 7|Q5t= EHA
Ol EHChot Hot2 ZFESAX; Sk

1
o

2300 o|>rHrloo

213 DHEN

H

SdEs HE % EWE, MH[A0| C{s Of%fo|Lt OfF
I Ze U™ AEl2  ™O|=ICkZeithaml, Leonard, &
Parasuraman, 1996). nZi=MHE-= EN KEDF AH|A0
Cigt AH|Ate| =4l B 3 O|=0|, HOiXIRE FHOiX} A
Olo| ZH7[HQl 2 Ao Lddl= X[EHF2= HEZO[Lt M
HAE HHESt= F0f WSO|CHPark, Lee, & Yoo, 2015;
Reisenwitz & Gupta, 2011). Oliver (1999)= AH|X}7t K=
O|L} MH[20] CHY SEXO[ALE 2o|XQl QIAMS AH-ddt
A=H SEd=7Hd 2000 B Uk F, HEO|LE MH|A,
BEE O|0|X|Qt ZgE AH|XO| QAN FHHQI EfEO|
Aatde =8 E SAA|ZICKHansen & Hem 2004; Kim,
Han, & Cho, 2017). ot nZH=MELE= Aag|n X|SH0l
Hefof UOIM AH[ZARS| AT oI E{EE &% HMEL}
7|0 chzt =29E <|O0|stCHSheth, Mittal, & Newman,
1999). nAZH-E= WA AFHEE S YdEH
(Tomkins, 1981), O|z{gt AMEIE2 X 0§, MYLHE 5SS
2 LIEtHCHZajonc & Markus, 1982). AH|ALE 7|&0f 2
Eot D ME2 7|0 CHet oMol F Mt 1™, B0
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— o
IHENEIF SMEICKKotler, 1997). IESH,
8 HZ0ILE Mu[20] Cizh 1A Fof ZEat
Higez = ® 9l X Foisteie AH|XR|

(Zeelenberg, 2004). [M2tM 2 AN D S H T
XHE0| ZRMALO|= AR CHot BHES Ayt

Ee POz WAEo|e2 FYSHA} oirf.

Chet Bl =o/XQl =H, [o|lg A &= 0|&

on
|0

k1
N
b

‘|0|' rlr = l—l 0'|)|' Ol-l
o o 0x ox

gk oN

ox L o rr re

3. A2
3.1. GIE7H

3.1.1. EXIO|= YAEREO| MEHMO| X| 2t=l Z1X|0f O]

T
Xl gt

HAEZ SHE0M 2H[AZE RPSHE MH|A~ & 22 7t
Xlo ¥&2 O|X|0f o|2fst X| ZtEl 7tz 1 40k=at Loy
S0z FES O] XICKTaylor & Baker, 1994). EESt, Jang
and Young (2009)2 24!, 34, MH|AE LIEt= AE
Zo| MEI£H0[ 0| & At A E ZHX|of dgs o] &ict
10 HQUOH, YHAERO AL SAIOF MH|AZF AH|X}
Of 7HX| ot S0 § IFHQl F-S O] RCtd HUCH
Jang and Lee (2016)2 ota! (o ZAEZH MEHSH(ZA]
ol 2 F, 22 &, MH|&, HA, T2 N)2 K| ZE
ZHEXIZ1sH HK, 278H JHK) o S-E el gek2 0| RCt
0 SHRACE Eoh ALTEE MEKE2 X| 208 7HX|of E
g2 OXH AHOZE, S2H A4, MH[2ZE, Ui O
g, B O|HIES 4 2 7|sX ZHX[of 3EXel Fe2 0|
XICHCho & Kim, 2013). Park, Lee, and Lee (2015)2 ==H
XO|= AHLFEEL =td EHRIAIE & 227|= A
X0 gek2 O|X|H, Q| MH|As IEE JiX[et HE&
A I Ko 37EEQl EEZ 0| XICtn & QICh S QAlm
dxto|=o| MH|A & FHOl Z2[H 2HE, O, AMH|As 2
2 7o 37X gek2 0| M en, 48K JHK|0= =
2| 2HEE HMelst Mot ME[AZE SFEQ HekS O] &
CHHan, Lee, & Lee, 2016). HAEZIO| MEHZMOl MH|A
22, 849 F, ¥, HElde 2 Y, 1839, a7, My
= LIEtY= 297 2 =™ 922 S ARE 71K
0] ¥ekS 0] XICKLee & Sun, 2008). Lee, Yoon, Shin,
Jung, Shin, and Yang (2011)2 =L H&F 2|=9& LMo
2 ShAEe| MHAZHO SAEE, FMHA, 714, H
2|40 28 7tK| o 2 ZHX|of 3FHLQ IS 0] %
Cia 2 QtCh metd 2 S70Me MATE EE S
o 22 7t EE MASHALE

<H1> ZX0|= YAET MESEE o 88X 7HX|0f

(+)e| <= 0| & ZAo|ct
<1-1> TAUKO|R HYAED MEAHSHAIM 2 2¢7)e
HEH THK|0f F(+)e S¢S 0| & AOo|Ct

=
<12> DAKO|X HAEY NUSH(R Myl2)2 A
8% JHKjo| ¥ (+)2] Y&2 0/ Zolck

<13> DUKO|X HAEY MAZNOURSL2 U &

5 JHRI0) 3 (+)2] ¥ o)™ Holck
<14> DURO|X YAEY HSH(SHCS HES 4

88X JHX[of E(+)9] F&S 0| & Ao|ct

<H2> ZzHKO|= PAEZ MEHSHH2 It JiX|of H
(H)Q| Fzks 0| & Zo|LCt.

<2-1> IDUXO|= PAEY MEHSHAIE 9 £297))2
M2 IHR[of 7 (+)Q] FES 0| & AO|CH

<2-2> TUXIO|= PYAEZ MEHSM(ZIR AMH|A)2 3

215 JHK|0f 7 (1)0] F¥2 0" Zolck

o

23> DAUKOIX YAEY MBZNOESN)S Y

2
o 7HXof) g (v)el dg= 0|

A Ao|ct
<2-4> DMKIO|= BAEZ MEHaM(=ME HEHS 3
2ty JiK|of F(+)o| Fekg O] & Z{o|ct

3.1.2. X|Z2l 7HK|7} 0 40HE, M 20| Ojk|ls gt

Y o

AH|XPZE ZE0|LE MH[AE O] 8% £ X|2HEl 7HK|= Bt
0t Fd=0| g2 0OX= FR K20[CKSwat &
Sweeney, 2000; Sanjeev, 2001). Choi, Ahn, and Lee
(2015)2 7| X ZHX|Qt 4EH ZHX|7F 0 AB=o| YA
o G2 0| tict B Qton, X|ZE 7HK|= 2 AS o
T Qo|gt A3k O] XICHLee, Oh, & Nam, 2000). 2 & A
HIZ2S0A x| 2El= 7| sHQl +=Fe 4 & JHX|Qt 42|
B £=FQ HEH JHK= L AUERS FFZA7|= T2 G
g8 SHCH(Oliver, 1997). EESE Jones, Reynolds, and Arnold
(2006)2 o 87X 7ZHX|Qt A JHX|= AH|0| UM BHF
O] 38HQ FgrZ 0| TICt i, A 7M=&
A JHX|ECt oo o 2 2 O|XICtD 2 T} Babin,
Lee, Kim, and Griffin (2005)2 AH| ZA&9| 7}X[0f CHEH X|
22 B2 "Woto| FeS 0|X|0, EH JHX|Qt HE8X
7Kl gt Zap FEEAof QAL 2 QUCh Dodds and
Monroe(1991)= X| ZHEl ZtX|7F Fof 2=off SEX el Fg
£ 0| XICtn 32O, Bolton and Drew(1991)= AH|A =
Hoj| X| ZtEl 0 A7EK|7L 2 AE XHAI7|H, 38Xl F=H
2 FEUEeEN NASHE0 ot de2 OXl= 23
H=2t SEQICH. EDE AH|XEQ| X 2bEl JEX|ZF 10 A4BHE 0t
NM=SMEE AN™StE TR QA2 QAL H(Kandampully
& Duddy, 1999), T1ZH0| X| Zt&}= ZHX|7F D Z4ot=0) & 3+
of ol=of 3¥XQ Fe2 0| LIcKPatterson & Spreng,
1997). 2tM 2 AFOoM= Cf 21 22 7H 22 FMASHA
Ct.

<H3> M8 Jhxle D 2ADHE0| M (10| FBS 0| H A

o= S W
O|C}.
<H4> 3{2H JiX|= 0 AR F(He g2 0= A
O|C}.
<H5> HE8XF 7Kz 1 AFSHEo| d (+)9 S0 H
20|t
<H6> F=HH THK|= 1 ASHE0 F (+)e =0 &
Zolct
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Oliver and Swan(1989)2 AH|Ato| Bt 0| 2%
Of 9! D =Moo 2™Aol gske o| £lctn =
fEoh AH|XRQ] MH|AOf Cigt BHEREzs= AT R X F0{2
0| 3d™0l dakg O|X|H(Hallowell, 1996), AH|A £ &
Of Chet o ARtR2 0 = AF0| &S 0| EEHCronln
& Taylor, 1992). Jung and Yoon (2010)2 mj 22|HAEZ
o E2|H =HFof gt o APR0| MHUE 2=0 Folgt
g2 0| Zcta 3tRen, Yang (2018)2 244t £4H
Jhof 3t 0N 1 ARIZ0| 1 ASNE0 Y g
2 0| At FHSIACE W2t Chg1F 22 7HEE MAISH
(s

e

<HT> DATZL 1 ASHEO| Y (O] IS 0| W A
olct.

£ ool einedi 4¥E t4s A5 9o 4
2X|0) AL 8E B £ S2Se “Y=Hs QX Locr”ow
“TH=0)2 :LE*IZF'Ol 7H B|HE HEE =X | QUCt

X, ZXO|= AT HESE2 Ald B 291719
) B2, BY MHAG &2), tls SMO) g=), 12
1 BE HWIKEIY &=)e dl 7HX| SteAtes -
CHKeyt, Yavas, & Riecken, 1994; Ryu & Jang, 2008; No
& Lee, 2017; Parasuraman, Zeithaml, & Berry, 1988; Kim,
2010; Kivela, Inbakaran, & Reece, 2000; Morgan, 1993;
Lee, Lee, & Park, 2006; Chen & Peng, 2015; Lee & Kim
2003). A[ZEl 7HK= & 7He| SIRIARC R L 251 4 &
H O 474 2=)eF EH IHX| 47 =2 FHEE IMEr
(Lee et al., 2014, 2016). I ZHAt=2 mEHXIO|= PAEZ
ME Sd0f ohet 2HE HE=E 57| Qs 470 &=(Lee
et al., 2016), 2|10 D =M= K20 X9 3= ™St
ZHHSI 571 2=(Lee et al, 2014)22 =FE|RULCE

M
1

w

3. g247 4

0E

EH
=

H

ATIHeE AT Aetol FRY| TS 9 ma
0| HAEZS 0| 83 20~500f AHXE oz M2
ZAZHMAJE] QLoD & 40457} |50 240 2 S o
ALt FZE X} 2= SPSS 22.04f SmartPLS 3.0 %7:1|1LH7|
x| Z2IUS 0| S50] 2A0| AAEIUCE FACHARI)
UurE Sa4g Tporey| Slof BlEPA, FYERO| Mle
of Bl SHS 9lf WO Qo2 9 AT 2,
Aote SR A2 flof PRRELMO0| AAIEIC

Mo 2

=u
4. *'3—.:_—“

[LE = O'—
20k SEAMe dE2 d'd9(49.0%)1t 0 (51.0%)0]
DEA LEGoH, Hye 40~ 50A1|(27 7%)7¢ 74 B UL
g2 0 & 0|5K25.0%), MELH Z2(25.0%), 44X Cff st
A(25.7%), CHEH 0|A+(230%)§ D2 Bmglof 9o
M, ¥ HZ AELS 3,000~4,99920H23.3%)0| 7}A Gk Qto
O, 7,0009/9F O|AH21.3%), 100099t 0|8H20%), 5,000~
6,999%|9K18.1%), 1,000~2,999|9K17.3%)2| *=O=Z L}IE}
SCE HAEY @E Pl=s 27H20MCH 13 0)2H(23.3%)0]
7t =A LrEtkIEEFI, 170 HOol= 13| 0|+t (23.3%), 2
JHI0ICt 18] 0] £(20.8%), 1710 2-33|(18.1%), 17) 0
13| 73H(18.1%)2| +=2 2 =H| L}E}LICE

2 Qo] M2 SEX}; 40430l Y Uy EM42 <Table
nis C

<Table 1> Respondent’s Profiles(n=404)

Item Frequency(n) %
Male 198 49.0

Gender
Female 206 510
20-30 84 20.8
30-40 101 25.0

Age

40-50 112 277
50 and over 107 26.5
under High school 101 25.0
Education Two-year college 106 26.2
Level Completed university 104 257
Graduate school and over 93 23.0
1,000CNY below 81 20.0
1,000-2,999CNY 70 173
Monthly 3,000-4,999CNY % 233

income
5,000-6,999,CNY 73 18.1
7,000,0CNY over 86 213
Less than once per 2 94 233

months

Once per 2 months 84 20.8
Freqygr_my Once per 1 months 59 146

of visiting
2-3 per 1 months 73 181
more than once per 1 94 233

weeks
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<Table 2> Measurement model assessment

Constructs and items

Factor loadings

Facilities & atmosphere(Cronbach's Alpha=.866, CR=.908, AVE=.711)

1. The restaurant non-smoking area was well maintained. .842
2. The number of seats in the restaurant was reasonable. .846
3. The restaurant was well equipped with facilities for children. .822
4. The cooling and heating temperature of the restaurant was reasonable. 863
Employee service(Cronbach's Alpha=.883, CR=.913, AVE=.678)

1. The restaurant provided prompt service to the customer's needs. 792
2. Restaurant reservation management of customer is good. 837
3. The staff at the restaurant were friendly. 796
4. All food take-out services in the restaurant were in progress. .869
5. The delivery service of the restaurant was being carried out. .820
Menu(Cronbach's Alpha=.909, CR=.927, AVE=.646)

1. The food in the restaurant was delicious. 703
2. The food in the restaurant is clean and sanitary. .853
3. The food in the restaurant is safe. .840
4. The food in the restaurant was rich in nutrition. .870
5. Restaurant food was more appropriate than price. 814
6. The menu of the restaurant varied. 753
7. The restaurant has a menu for children. 781
Brand reputation(Cronbach's Alpha=.832, CR=.899, AVE=.748)

1. The restaurant had a good brand image. .862
2. Restaurants were highly brand aware. .860
3. Restaurant brand reliability was high. 873
Utilitarian value(Cronbach's Alpha=.822, CR=.882, AVE=.652)

1. The dining at the restaurant was relatively economical. 767
2. Dining in the restaurant is beneficial. 839
3. Eating at a restaurant is more valuable than eating at another restaurant. 822
4. Comparing expenditure expense, eating at a restaurant was of a high quality. 799
Hedonic value(Cronbach's Alpha=.879, CR=.917, AVE=.734)

1. Dining in the restaurant gives me pleasure. .865
2. At the restaurant, the meal was a meal I could enjoy. .880
3. The meals at the restaurant gave me an interest. .842
4. The meal at the restaurant gave me joy. 839
Customer satisfaction(Cronbach's Alpha=.893, CR=.925, AVE=.756)

1. I am satisfied with the decision to use the restaurant. 877
2. My feelings for the restaurant are satisfactory. .856
3. I think restaurants are good. 837
4.1 am generally satisfied with the restaurant. 907
Customer loyalty(Cronbach's Alpha=.916, CR=.937, AVE=.748)

1. 1 am willing to visit the restaurant often. 823
2. I am willing to re-use the services offered at the restaurant. .868
3. I will continue to visit the restaurant next time. .858
4. T will recommend a restaurant to acquaintance. .896
5. 1 am willing to tell other people about the restaurant well. .879

Note: CR : Composite Reliability, AVE : Average Variance Extracted




Shuo Wang, Yong-Ki Lee, Sung-Hwan Kim / Korean Journal of Franchise Management 9-4 (2018) 7-19 13

4.2.

i}

Y=ol Meldt EtEd 85

2oz =M= @qogol AzlMutet gMe
SmartPls 3.02 0| 3}0] ZZ=E|Q{CHHair, Hult, Ringle, and
Sarstedt 2016)(<table 2> %t=). X, Cronbach’'s a2} 4
CHR] Al E|E=(composite reliability: CR)E O 8310 AlZ|d
=40 HAIE Z1f, 2E AHFERR|0 CHSE Cronbach’s o=
822 ~ 916, CR %2 882 ~ 9372 & HIMozZ QL0
Xl= 7|1&EQ 702 g0l A2[do| HEL|QUCt CHZeE, Ef
THEE = e HEEEECR L 2E0] A=
o, Z ol ZxiEl 22IXx] 0] 0.50 0|4, AVE (0|
50 O|&e= LIEHLt 2t AEheEo| o= HEIEH0| YSE
QICt. 2|1 <table 3>0f|AQf 20|, AVEQ| X| &=(square
root) 0| AZtEtA ZEECH 3 THEEIYMO| e AR
MHE|= Fornell-Larcker 7|&=2 AMHE ZADf, 0|23t 7|&
2 BEAF|e A2 EIL}; 2f AFERE 7Ho| THHENY
‘40| e AR LIEMRICE o, AEtA s gro| o] "d-th
AN EM H| 88 LEHHE HTMT(the heterotrait-monotrait)
%40 .85L} .Q0ECt Zfo™ THEIFEO| U=H|, 126 ~
766 (p <.0NE LIEIL} 7| ZHEAI|= Z{0=2 LIEIL
Ch. oHH, VIF g2 0| 83510 55 L HEHO|E M| I35t At
VIF Zt0] 3.3 olst2 LElL} SSHWEHE|= ZHM7t =X
e ASE LIEHRLCE

43 ApEo|

ATZHE SmartPLS 32 0| 83t0] Ct 39| HWHCo=Z H
74| ACHChin  1998; Hair et al. 2016; Hulland 1999;
Tenenhaus, Vinzi, Chatelin, and Lauro 2005). HX{, £AHH
9 Ql(variance inflation factor: VIF) & 0| 83} Ct&5&
A Z2HE Am 2 21 1.064 ~ 20372 7|EXQ 52
C} &0t 7|&E EF/A7|e ALo=2 LIERICEL SR, LjMH
0| dHHR)S SMot Zaf, 48F 7HX| .049(4.9%),
2t& J1K| .096(9.6%), TZHDHE .066(6.6%) 2|1 1 HE
ME .230(23.0%)Z2 Falk and Miler(1992)7f HA|SH .10
(10%)2Ct =A  LtEtLE OSHSETL UAe A2 LIE
Ct. Chin(1998)2 MEHEo| 37| 7|&& .67(&), .33(%), .19
(eHE HMASH|= SHRACE AW, HEHY=E HAHSH= o
TER| WXEIEME & 2/d(construct  cross-validated
redundancy; Q2 Zf0| OELCt Z{OF sl=0|, A8 K|
.043, FY=tE J1KX| 061, DHOE=E 158, DH=ME 0262
2 J|Eg BFAF|E HOZ UEIGCL OFX[eo 2, 29|
0|68 AMHSI= SRMR(standardized root mean square
residual) Z'0| .0452 7|F0Ql 1 L= .080£CH X0} 7|&=S
EFEEZNF e ARE LIERLCE

44. ATTMM0| ZE

TAKO|X YAEYO| M £40| X|ZHEl 7|, DHEE
Z, OASEE0 OXl= F=H 2 AE 243t A=
<Table 4>2} ZC}.

<Figure 1> The estimated structural proposed model

IZaXto|= AET £d0| XEHE ZHKof OiX|= E
HN)Z 245t 4ok, Al 2 2917((B=.087, t=1.479, n.s),
El9l  AMH|A(B=.088, t=1.276, ns), O EA(B=-.014,
t=.173, n.s), EME HIKHP=.118, t=1.787, n.s)0| X X 7}
Ko 8 (+)9 |o¥ dyE O|X[X| Y= HS=E LIEHL
H1-1, H1-2, H1-3, H1-4= 2 & X|X[E|X| LQ/UCL ZHKIO|
= YAEY £40| A JHK[of O0/X|= S H2)2 24
sHZADE, AlM U 29|7|(B=.082 t=1.629, n.s), Y MH|A
(B=.066, t=1.101, n.s), 2@ TuKR=.053, t=785, n.s)
MEA JEK|O F (+)Q RN FES OIX|X| @= A=
LIEFLE H2-1, H2-2, H2-4= 2 = X|X|Z|X| QUR/AC J2iL}
07 £4(B=185, t=2.549, p<.01)2  (+)2| Fo/&H &S
OXls A2 LEfLE, H2-32 X|X|ZUCE X|ZHE ZHK| 2l
Al2X JHX| (B=.198, t=4.221, p<.01), FH2™ J}X| (B=.121,
t=2.439, p<.01)= D ABF0| H(+)2 FolH FyZ O[X|=
Zo=Z LIEfLL H3, H4= X|X|E|QICt X|ZEl 71K 2 A 88X
7FX|(B=.205, t=4.301, p<.01), F{2tX 7}X| (B=.179, t=3.417,
p<.0)= D AFHE0| H (+)2] foX IS O/X= A2
2 L}EHL} H5, H62 X|X|E|QICt DZHOE(R=.302, t=5.770,
p<.01)2 0 HEHE0 ™ (+)2] Fol& g2 O|X|= A2
2 L}EILt H72 X|X|g| QiC}

SEHE0| O S-S AiE 21E Y%=
I A7|(effect size, ) EA0| AA|Z|QICHChin 1998). &
o A7 .02(x), 15(F), 35(CH)2| M 7|ELz EREC
(Cohen, 1992). <Table 4>0jA == Hf o} ZH0|, S0l
ZEiXio|= P AEZ MEISMOIAl Y H E2/7((.008),
A MH|2(.005), Ol £%4(.000), HHE HEH.008)2 A &
& JHX[of OjX|l= Z=af 37|7 ZAL Aol fle A= Lt
Etotenf, A2 3 £2/7|(.006), 22 AMH|[2(.003), EME
HE(.002)= =X ZiX|of O/X|l= =it 37|7h ZA Lt
oLt OiF §4(.019)2 S 7t 0|42 LIEFRICE =l o
88 JHK| ((039)= 10 AHTHRO| O|X[= =at 37|17t 3A Lt
Eftom, 2 71X|(.015) 10 HEF0| O/X|= =1 3
717t & 7122 LIERICE BtH, 48X JHK| (.049)2t EHH
74X|(.039) L AFH =0 O|Xl= Jat A7[7F 3A LIEHE
o, IATEF(110)2 1 HZE=0| Eof 7|7t 0f « 2
Ao LIEHRCE
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<Table 3> Fornell-Larcker Criterion and Correlation Matrix)

Item 1 2 3 4 5 6 7 8
Brand reputations .865
Customer satisfaction .109 .869
Employee service 461 210 .823
Facilities & atmosphere 352 178 422 .843
Hedonic value 236 170 223 193 .857
Customer loyalty 201 379 236 .206 281 .865
Menu 668 .168 .528 349 284 209 .804
Utilitarian value .180 228 172 161 246 318 142 .807

Note: Diagonal elements (bold) are the square root of the variance shared between the constructs and their measures (AVE). Off-diagonal elements are

the correlations among constructs. For discriminant validity, diagonal elements should be larger than off-diagonal elements.

<Table 4> Standardized structural estimates (Proposed model)

Paths Estimate t-value p-value f Results
H1-1 Facilities & atmosphere — Utilitarian value 087 1479 139 .006 Rejected
H1-2 Employee service — Utilitarian value .088 1276 202 .005 Rejected
H1-3 Menu — Utilitarian value -014 173 863 .000 Rejected
H1-4 Brand reputation — Utilitarian value 118 1787 074 .008 Rejected
H2-1 Facilities & atmosphere — Hedonic value 082 1629 103 006 Rejected
H2-2 Employee service — Hedonic value 066 1101 2n .003 Rejected
H2-3 Menu — Hedonic value 185 2.549 011 019 Accepted
H2-4 Brand reputation— Hedonic value 053 785 433 .002 Rejected
H3 Utilitarian value — Customer satisfaction 198 4221 .000 039 Accepted
H4 Hedonic value — Customer satisfaction 121 2439 015 015 Accepted
H5 Utilitarian value — Customer loyalty 205 4301 .000 049 Accepted
H6 Hedonic value — Customer loyalty 179 3417 001 039 Accepted
H7 Customer satisfaction — Customer loyalty 302 5.770 .000 110 Accepted

R Q@

Utilitarian value 049 043

Hedonic value .096 061

Customer satisfaction .066 158

Customer loyalty 230 026

f2 Evalution criteria:

A02(small), .15(medium), .35(large)

45, CHOtRE BA

Facilities &

<Figure 1>O| X-”OFE"':I% EE Xl- |7( E.HAEEI' A‘|EH _).\_g
TAE R '='°I7I7PI'_ MOtED 0 BEEE0f OK|= AE
M 4 AE D 2SI UQUYCE 2Lt Xin and Hong Gi Kim
(0172 E20| TZS 23 94| mAKo|xo| 22l B
AT S 9 AMEO| MH|A EEO| 1 ZOEE0| 2k A
A 7F QUCHD 3o, Kim, Han, and Eu (2015)= 2|
A mARO|x HEO| Ba|¥ #YO| D I Yo
ol ZEst oE HEtn =T EE}EW 2 HF0M=
ZUROIS HAmg HELY D ANS 3 WSHEo
REHQ HAS defot th ¢ R¥S <Figure 2>9F 20| &
Metoict.

F

J

atmosphere

Employee
service

Utilitarian
w value A\

Customer Customer
satisfaction loyalty

Brand g
reputations, Hedonic
value

<Figure 2> The structural estimates of alternative model
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O|EE|ROH, AIHA JHE Zi(synaptic weights)O| Al | X|
UYTL UZE 2HS TUKO|X YAED ME 241} X
ZtEl JRK|7F 3 ZH3ES(Model 1)1t T 74 M= (Model 2)0f
OlXls £258 BIISICH<Talbe 5>). 24 Z1l, IHIHE
2 Zaus2 Y A 2, MEH JbX|(275), HAX K|
(272), A2 8l 2%171(.160), SLR AH|A2t Hw7(.143)2]
#02 PP 0| ML I D ASHES SEEFR T
Ze, DAUR(333)0| JpE A I 0| Moo, hgo
2 o X THN|(213), FHEH THX|(174), AlE X 227
(114), EHE HH(.083), O|7(.079)2] =22 LIEFRFLLCE

N

4.

o

rg
oN

<Table 5> Sensitivity analysis

Dependent | Customer satisfaction Customer loyalty
variables (Model 1) (Model 2)
Independent ) Mean Nmrdlzed . Mean Nmml'zed
variables importance | importance | inportance | importance
Utilitarian value 0.275 100.0% 0.213 63.8%
Hedonic value 0.272 98.8% 0.174 52.3%
Facilities & atmosphere |  0.160 58.2% 0.114 34.3%
Employee service 0.143 51.8% 0.003 0.9%
Menu 0.143 51.9% 0.079 23.6%
Brand reputation 0.007 2.4% 0.083 25.0%
Customer satisfaction 0.333 100.0%
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