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Abstract

Purpose — Consumers perceive various risks while using food service franchise stores. Food service franchise stores
offer consumers not just menus, but services, physical environment, and prices, which can be perceived as risk to
consumers. This means that consumer behavior in foos service franchise stores needs to be studied based on
perceived risk theory. Perceived risk consists of performance risk, financial risk, social risk, psychological risk, and time
risk. The purpose of this study is to investigate the effects of perceived risk on satisfaction and trust, and in turn affect
loyalty. The results of this study will provide guidelines for marketers to develop strategies to reduce the perceived risk
of consumers.

Research design, data, methodology - In order to achieve research purposes, the authors developed several hypotheses.
Data were through online survey through an online survey firm. A questionnaire survey was distributed to customers who
have visited the restaurant in the past three months. The survey was conducted from March 5, 2017 to October 14,
2017. A total of 1,500 people were e-mailed and 260 were returned. A total of 245 items were used in the analysis
except 15 of the questionnaire. Data was analyzed by using SPSS 21.0 and AMOS 21.0.

Results - The findings of this study are as follows: First, performance risk, economic risk, and psychological risk had
negative effects on satisfaction. Social and time risks did not affect on satisfaction. Performance risk and time risk had
negative impact on trust. Second, economic, social, and psychological risks did not affect trust, but satisfaction had
significant positive effect on trust and loyalty. Third, satisfaction had positive effect on loyalty.

Conclusions - The implications of this study are as follows. First, food service franchise marketers should increase their
customer loyalty by establishing a risk reduction strategy. Second, there are various risks to customers visiting the store.
Therefore, marketers need to analyze the perceived risks of customers. Third, it is also necessary to eliminate the
perceived risks of customers. In addition, a restaurant franchise company needs to find a reasonable way to reduce the
material cost and present a reasonable menu price.
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1. M2
2H[RE YZEXto|= DiF O] 80 B2 ?lds HX
SHCh A ZAMAIO| == 02t MESEl= AO| OfL 2t AfH|

2, 2218 &g, 714 § OYet f Fdo| 4F0| 1 Ao
A MSEXT FHFo=Z o2{st AE2 L A0A e
2 X E & ULk EJ| Hiwe St MH|A= QHo=z
HO|X| Q47| WZ0| AHASO| /e o IA =2 = A
Ch 1782 20| ZX|LIUCtD OIS HEE Y= A0
OfL|2} @[O0 X0l 2= 3EH0| IAALL At LlO|AH &
235 §80] Ao, Y HWES Qs Ctet YEE =3
5to] QIS HLA7|7] et TEFS ATttt

X|ZE 2™ 0| 22 LHIAPHMIE = MH|20| F0f 9f
Lo M 250 A4zl QJCKLaroche, McDougall, Bergeron,
& Yang, 2004; Li & Huang, 2009; Kushwaha & Shankar,
2013). X[ZEl I Ol 22 AH|Xe| Hof o= X Fof A
S8 MEs7| Qo A 8% JUCHChang & Chen, 2008).
2H[Zb= MEO|LE MH|A 70 oF 2HAE Eat S2ad
2 2ASE 21 BHCE. AH|Xb= K| ZHE 2o s 38 =+
T2 7KL e, 58 =F old2 o =L E R
TOHE  ZI[GHALE,  fI@E  HLAF|E{ St (Mitchell,
Davies, Moutinho, & Vassos, 1999). [}2tA AH|XF7L Of [f
o RIS QUXISHH A ZAMXIO|= OfF o] 8ol 2EH &
&2 OX|=X|0f CHoi YotE ER7b UCh EDH QA I}
O|= 7|¥E AH|XZt QIX|SH= @IS 24510 e &
2AZ = e TEE Y oAt & dF0Me
QA ZHRIO|=Of X| ZHE HOf| CHoi MFEHo2 AFS}Y|
el dotd Y, ZHAE /™, ARE d, dEH A,
Jd2[n A ZHY ez 7250 HRE[RACE

2 AFOM K| 2tE @[t Mz(= AH[XRO| FOf ofAL
2780| g2 O|X[= S2% 221012t SHACHBelanger &
Carter, 2008; Lopez-Nicolas, Molina-Castillo, & Bouwman,
2008; Shen & Chiou, 2010; Teo & Liu, 2007). AMZ|= ALl
arof| el & UX| Ro[ALE BEAT Of, XSTQI B H
A0 &3t 9ot stCt(La & Choi, 2012).

I FE== YOl XEolK|= HI=LA 2HF0M ZF
A0 ggks O/X|le £23%F A0|CHKeisidou, Sarigiannidis,
Maditinos, & Thalassinos, 2013; Morgan & Rego, 2006).
olgfet sdE== Bt =, Az, "WE, Oz X[ ZE Z =
ols Fakg BHb=CHBartikowski & Walsh, 2011). SMHE&=
Mol o=, ¥ o=, d2l1 o &2 7H XEQ==
TIE

MEp B ATOAE NI QY HHE 9, A
oE, Mal™ ¥, 121 Al M geoz 1 28 x| 2
9l#lo| Bt ZT} Al2of of et FFS O|X|=X|Qt SIS} Al
27} SHZ0| O/Xl= FEO| e} op2 Xt BHCt O|2{SH
AT 33 QA makKio|= 70| o] 71 A QX

St QIBRE NAZ 4 Us HEYS YT 4 Urk

|25l s Crosst BEOIM Holg|gom, ojafeh &
FHo 2 ¢Atof| mel CEA Akl QUCt(Pires, Stanton,
& Eckford, 2004). X|ZtEl 9jgle £A0| Cifet ZBH 7|y
2 JO|ElICKPeter & Ryan, 1976). X|ZE (2 HRE &4
gofwt E 28& a0 gt AH|[Xte| HI7IO|CHMandel,
2003). X|ZtEl @2 oAt ZHEo| Cish =2t Autof Lt
EfY 7t5ME QIX|5H= MZO|CKHsu, Tseng, Chiang, &
Chen, 2012). Featherman and Paviou(2003)= ®st= Zu}
g 7% 0 By + Ut A4S A0 HolSICE

X|IZtE /ol oigt e oidst R Ee=2 L 2E0] o
&)1 QUCH. Cox and Rich(1964)= X| Zt=l &S At|A
oIt AXX QBom T ESUCt Mitchell(1999)2 X| 2t
E OEE dotE ™, dNE ™, ARE e™, 2l
HEE U™l 47IX| X} ez 7 2510 AFSIRALCE Lim
(2003)2 x| ZtE 2 7| 8 2, MHE ™, MF <
AR 9", dElE /™, 2 A7 Y=l oM 7t
X Xt 2oz SHESIQICt Laroche et al.(2004)2 K| 2=l 2|
2 Mot ™, dME A, A=A ™, Al Y,
J2| A ZHE (@ o| 57tX| At ISR L 23IRUCH

HobE Y2 HEL AHEO| o HEO| MUE ds2
LI6IA] R+ ULt AH|RPE QIX[Gte FEO|C
(Lowe, 2010). Hutd Q2 HMES0| O &HE = H[X] B
Of otz HutE FHSHA| & 7t 540|CHLowe, 2010).

ZHE g2 40| XSk MEE &40| LIELE Tt
sdez2 FOjH & X ME F0f = |X|2= HE0| Chst
ErE SFE X|=O0|CHFeatherman & Paviou, 2003). 1124
2 HNSOILt MH|Ao FO{0f 0] = HE HEO| X| ZE|=X|
Off CHsH 12 24ste FFOHSHCHWei, Wang, Xue, & Chen, 2018).

TS 5 Al 22 AH[GD HEO|LE MH|AQ[ 0] & S
of CHell  HHR= A| 2+8  AH|BHCHFeatherman & Paviou,
2003). £t 7|HE BFAZIX| Xt MEZ2l FOi= 0
ot ME2 Foist=nl AlZh gHlg = UCKCases, 2002).

A2 e AH|Ato| Fof AZ0 CisH Tt & ALEHS0|
OjEH COIASH=X|Q} A7} QUC} (Forsythe & Shi, 2003).
QA|IXIO|=E O] 8SITH H& AL 2O ML Al=[H X9
7b SR ALE AAE 5= QUCE CHE ARIEQ| QA ZEiX}o|
Z0f Chst ZO|HO| ALt H|Zo|HMQl QIA2 Xt flof|A Hg
2 & + | W20 JalZaXto|=o| MEH0| SEE0|A
Lt 285 HsiE 7t ™ = ULk

HEIH @[S AH|XEZL QA ZEHKIO|= O§F O] 80f CHaK
AME[Moz2 EWHTE L= ™HEO0|CHLaroche, McDougall,
Bergeron, & Yang, 2004). O|2{st AME|H Q™ E™HA Xt
7| O[O|X|Qt &2 dE|H &40| LIEtE 7tsdE 2lnlstrt
(Kushwaha & Shankar, 2013).

HEZO[Lt MH|AE O| 85t X} 410 &3t FLHo| 7HEd
+ QC} (Beneke, Greene, Lok, & Mallett, 2012). 2™



Sang-Eon Park, Sung-Keun Woo, Myeong-Soo Choi / Korean Journal of Franchise Management 9-4 (2018) 45-56 47

@2 AHIRZE MBOIL MH|A0 FOfE QI8 7F 41O
AEHAE HE 7t 5M40|CKLuo, Li, Zhang, & Shim, 2010).
AH|Xb= FOR7F Aofg 4 @ ZEdS 22 5 UL

2H[APZE ME = MH|[20f Ofs =2 flgde =20H
ME[SHA| Gf=CHMitchell, 1999). RHH ZHo=z AHYE
Rztg gige Mzo AHYHom SN Jus
(Chaudhuri, 1997). =, 2900|L} Z™&u} 242 ZPH e AH|
KolAl X 22 flgez QXL dlz(of £¥N I 0|
XICKKoehn, 2003). [2FA O|F Q| AFle= K| ZtEl |EO0|
dlzfof £ZH Fek2 0| XCta StRACKCorritore, Kracher,
& Wiedenbeck, 2003; Harridge-March, 2006; Chang &
Chen, 2008; Eid, 2011). X|Z&l Q&o| ZA = AH|XEO| Al
2IE =0|7| M0l 0] =8 A ZE &= U= 2% 2/
oloz AL QICt(Aghekyan-Simonian, Forsythe, Kwon, &
Chattaraman, 2012; Bougoure, Russell-Bennett, Fazal-E-
Hasan, & Mortimer, 2016).
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"otz 0§ Aol F2 0| ECKStone & Gronhaug,
1993; Aaker, 1996). X|ZtEl &2 &40 Cig F2H 7|
CHo|7| WE0f 12 AZ0| FeS O|K|l= A2ZE LIERCH
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x| AFIS5E7| SHCHMitchell, 1999). AH|X7F =AM O 2 X|
Z5t= X| 2 fI™e| 4= Fol & S7t2 0[0fZIct

2H[RH= X 2HE -o] =olx® o) WSS 28 =
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HE ™S S0/7| 5 YRE He= B0| AUt (Byzalov
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Of CHolf m sty e =Y = Us YEE AH|XHO|A
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HME == MH~ dEE Eotet 23 UEL= 3852

Ef=E PHZO0[2f2 BiCh. a7 RS2 1 M0| MH|A Zelez
HH Ll d 322 HO|EICHVerhoef, Franses, & Hoekstra,
2002). a7 R 0 2F T dYkls 829 oY
2 0I0|CHFlint, Blocker, & Boutin, 2011).

del Bosque & San Martin(2008)= 0 Z0| QIX|A ot
OfLiat &8N F77F 2 & =otEl A0[2ta SHRL). ol2gt
DHE2 THONAEF FO4KE AN SEEZ O[0E 5 U=
E4HMOl @ AO0|CHWuUIf, Odekerken-Schroder, & lacobucci,
2001).

oSS 7 2fE O 0t FA M Fo2 PMEICE Hay

o

F2 F0§ =0 LiEfLts S2E0l HItE £2 2™
MMZA B-20|CHJones & Suh, 2000). A{H|A ZHO|

71l Bt 22 CH7|ZH0f| LlSICHGeyskens & Steenkamp,
1999). MEHA Ot =2 MH|AO| CiTt A 2iE HJEEE T
St Z40|CH(Veloutsou, Gilbert, Moutinho, & Goode, 2005).
et A 2ie o E2 Ao ma2f Chfe = UX[T, Mt
X BHEL 7 2f B St OO0 [ HHE el 3HX
Lot QAFSICHAUh, Salisbury, & Johnson, 2003). O|2{&t
JhEe M uE ot =0| B @M o 2 F22 0X|7|
If 20f|(Johnson, Gustafsson, Andreassen, Lervik, & Cha,
2001), & AFOM= QAl=aHXto|=0f CHzt Ot HZ ™ gt
N 2yoz AL

2.3. AZ|
MEl= 1 40| AZMAO|=E B FYOICh MEl=
M&E £= MHIA7L EF 7| 58 +dE Aol2tks 2H|XHe)

=

L2222 HHECL Ed2011)= ME17 SEXtel 8 §4
o SEAtel g = dE0| YuE Aozt e AEolzt
T BIQICE AlZls AT CHSH AlZ|MTH M AIMOR 0 2
O{XICH(Moorman, Zaltman, & Deshpande, 1992). AZ|= £
de2EEd , AR, 2g|nl HEez FYECKSuh &
Han, 2003). A2l= EHEQF 124 AO[O|M FOIZS Ed
ANZ17] 20| BEHE Bd: A 58 K¢ & Lo
CHMorgan & Hunt, 1994).

dels 2 Aol f7o ol=o FY¥E F = Ut
(Jarvenpaa, Tractinsky, & Vitale, 2000). O|™ ZA™O0| ol
SHME MEe AH|RIS| KDY oz ZXSHs F2H Y
&g StCt (Ha & Akamavi, 2009). Ganiyu, Uche, and
Elizabeth(2012)= AZ|7l X702 O|0E &= e FQ%
Qoloj2tn stLCt.

QA mEXto|= 7| O] 11 2ol MEIE Y| fISiM= 2
AlZEiXto|=of CHoE Feet HEE 1 AoA s ER
7b QUCH HNZ QA ZBXIO|= 70| RiAte] 2782t
BE 1 H0|A HMI5to] MEIE XMoliste 4 7t ULt

2.

>

8=

FHe= O E 7Yl OHE 3ol 275t 7| & 7|
Ol ME =& MHAE X&HHOE 0] 83t2{= 2|X|0|Ct
(Mohsan, Nawaz, Khan, Shaukat, & Aslam, 2011). AH|X}
FEERF MO 2= Atolof= &Tt 2 A7 7| WEO
(Singh & Khan, 2012) X{70f O|E= =MEEtn & 24
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J|Qe 7| = AAS QR|SHe H| BHL AR DS e
St=0l o B2 OpE H[80| AL 8ECE 7|%2 =92 =
2|1 OfES o=5H7| sk 0242 TY7of o=t ZStCt
(Pérez, Abad, Carrillo, & Fernandez, 2007). X{+0§f 9|z =
7|0l ChHet 024 gk, M2l 2|1 SEEE LEE= X|
HEZ At 2EICHMorwitz, Steckel, & Gupta, 2007). =7}
=2 00| Yol O Q2 1M X Jisd, MH[A AT
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O CHet 8XM, 22|10 7k A0 DIASHR] 87| W0 7|2 o
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Mo ofgt AT Bz WS SHEL} Bl B
MEZ J 2EICHBandyopadhyay & Martell, 2007). &5 =
deEs 7o gI=E oOjpich o3t EE2ZE Oliver
(1999) = HEYEE 1 40| Qs 22 OiF0N AL 7
Oist= &=ol2td HolSIRALt Bl SdEs FoistH=
OlLt HIEA| {70 HSES 1 2H{SHK| @1 SHAQ T
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R L EERCE
QUK X|ZHE @It MEle AH|XRQ| FOfo|=0| Hek
£ 0/X|= £83%t 2°92l0|CKCunningham, Gerlach, Harper,
& Young, 2005). X|ZtE Q&2 Az £-E A TE ULt
(Lee, 2009).

Mayer, Davis, & Schoorman(1995)= AlE|3}7| {8iA] Of
Mok @z g Zart QICt SHICEH. 2 G0N
X|ZtE el=o] 420 |elst Fek2 0| FCtn StRAoLt
(Pavlou, 2003; Yousafzai, Pallister, & Foxall, 2003), &
ATFOIM= K| 242 f[=0] ME|of| Folgt FeE O|X|X| @
= 7o 2 ARL| 1 QICt(Corbitt, Thanasankit, & Yi, 2003).
X2tE =i Mgl Ztofl= gtdar AH[XRel Z-of it
CH2 2 97| [}E20|CHMcKnight & Chervany, 2002). L2}
M 2 dF0ME QAIZEXto|= A0 X| ZHEl -t
Al Zto] HAE YLotE ER7t ULk
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3.1.3. THELL A2| B SEE 7o 2 A

Mezl=  EOiXiol  CHet  AH[XESl BF FHEZ HEFCt
(Garbarino & Johnson, 1999). 172 Ot=2 Alz| HMO| &
gkg 0] XICKChaudhuri & Holbrook, 2001). =, AH|A AH
of cigt 2t Zo28H A7t W/ dE CHDwyer, Schurr, &
Oh, 1987). BIEELI 52 TN Ydste MEl= EY
Z2H0) A%l Ok=0f Cfsh = 2™ ol ™®I10|CHSelnes, 1998).

Geyskens et al.(1999)2 AlZ|o| M&ll 7t Qt=F0|z2tn
SHRACH ZAutMo= THOfXteb FOHRE EHAOM B2 4|
of 28™ ggrS 0| XICHJohnson & Grayson, 2005). 7|¢
Ol CHot 10 20| Bt ZAE2 Z™Oo| 7[Y AEel RIHO| H
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ZICHRoman, 2003). 0| £0{, FO4At7} S-S0 CHH B
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1998).
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A0l JOjo|=(Hsu et al.,, 2012)2t XJ7Of 2| = (Anderson &
Mittal, 2000)0f F&Z 0O[X|= A2 AT UCL 1Z9|
ME0|Lt AMH|A0] CHot Pt E2 S 20 S350l
o=z A8 KDeng, Lu, Wei, & Zhang, 2010). Faullant,
Matzler, and Fuller(2008)= 11 2 OtZ0| SH=0 S-HE QI
®ste 0| FICkn S9ict
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Z 1,5008017 HjLS =L 260F0| 2| L5t on, OIF =
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4.1. B2o| Uty £

2 ¢70f o] 8 245Fo| ZHEX0| e & HHY £
<Table 1>1} ZIC TN, M®S LIX}J} 53.5%(131H)2
XH46.5%)0 H|sH oF 7t B2 A= LIEGCE A2 |F
7|20| 61.6%(151H)Z 0| =(38.4%)0] H|3| LS ZHe=z L
Spvyug

rlo
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L

<Table 1> Demographic Profile of the Respondents (n=245)

n %
Male 131 | 535

Gender
Female 114 | 46.5
Below high school 35 | 143
Educational Undergraduate 16 | 65
level Four year university 170 | 694
Graduate school 24 | 938
Less than 1 million won 11 | 45
1 million - Less than 2 million won | 21 | 86
Monthly 2 million - Less than 4 million won | 73 | 29.8
Income 4 million - Less than 6 million won | 77 | 314
6 million - Less than 8 million won | 39 | 159
More than 8 million won 24 | 98
Marital Single 94 | 384
status Married 151 | 61.6
Officer 103 | 420
Student 19 | 7.8
Housewife 47 | 192
Job Professional 24 | 98
Sales 16 | 65
Technical 13 53
Others 23 | 94
20-29 45 | 184
30-39 55 | 224

Age

40-49 75 | 306
50-59 70 | 286




50 Sang-Eon Park, Sung-Keun Woo, Myeong-Soo Choi / Korean Journal of Franchise Management 9-4 (2018) 45-56

st
i |

Ch
o A

o

L

of
El

et S EY0| 69.4%(170F)2 7+ B
2 2 LIEtRen, ooz 15 stu EY 0[5t
(14.3%), Chshel ZQ1(9.8%), 2|0 M2chstm st U =
Q(6.5%)2| ©=O= LIEtLICE EQe At 2XI0| 42.0%(103
Y2 Y e o=z LEon, CEoz 7ty FE
(19.2%), ™MEXI(9.8%), 7|EK9.4%), BHY(7.8%), AfH|A
(6.5%), 2|1 Wit 7] £(5.3%)2| == LIEtRCE F™-2
40CH7} 30.6%(753)=2 7te W2 A= LIEf:tomM, 5004
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(29.8%), 600~800%t & O|TK15.9%), 8008+ & 0|4H(9.8%),
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<Table 2> Measurement Model®

2 070 0| 85l HESo| IEEISAT TEEILY 7
52 o 2 ¢Eso) mutE B E #aSo SYaye
S MBI

=

24 Z1l, <Table 2>0|MQ} Z0|, MTE K& x>=
346.963(df=202, x*df=1.718, p-value=0.000), CFI=0.969,
NFI1=0.930, GFI=0.888, RMSEA=0.0542 L}EIL} ZZEM0|
Holst Jdo= LIERHCE Est Q01 X XY 210| 0.6 O|4C=E
LIEtReH, SSHAZ|=(CCR)7t 0.6 O[22 LIEIL} HSE}
M0l T YAk AT CHR[EQ| HHEA =F IHAVE)R
AVE 0.5 O|4CZ LIEIton, HREA FE 70| Azt
U M SECH = LIEILHAVE>r) ZHEENEEO0| T HEYU
CHBagozzi & Yi, 1988). ot 2t QQl&# A2|x= Zi(Cronbach
20| 0.794 O|AtOZ LIEHL} AlZ|E7} SHEE|QICH

Items Standardized factor loadings CCRP AVE* Cronbach o
Performance risk 0.752 0.603 0.794
Disagree with expectation -
Quality is not good. 0.802
Visits can be risk. 0.820
Financial risk 0.878 0.706 0.875
It is not smart. 0.795
Visits are an economic loss. 0.859
Eating food is a waste of money. 0.859
Social risk 0.920 0.793 0921
It seems to be a person who does not exist. -
It looks like a person with a waste wall. 0.844
There seems to be a lack of economic ideas. 0.942
It looks like a bluff to colleagues. 0.895
Psychological risk 0.908 0.769 0912
Use is uneasy. 0.812
Visits to the store are psychologically uncomfortable. 0.937
A visit to the store causes unnecessary tension. 0.898
Time risk 0.803 0.672 0.844
The visit to the store is a waste of time. 0.926
Store visits include a significant time loss. 0.788
A visit to the store requires me a lot of time. -
Satisfaction 0.803 0.671 0.834
I am satisfied with my decision to visit this store. -
Visiting the store was a wise decision. 0.891
When I visit the store, I think I did the right thing. 0.802
Trust 0.915 0.683 0932
I trust this store. 0.893
This store is reliable. 0.908
This is an honest store. 0.825
This store is responsible. 0.830
This store is dependable. 0.822
Loyalty 0.882 0.714 0.895
I have a plan to visit in the future 0.871
I will visit again -
I plan to actively visit 0.851
I would recommend this restaurant to people I know 0.860

2 x’=346.963(df=202, x*/df=1.718, p-value =0.000), CFI=0.969, NFI=0.930, GFI=0.888, RMR=0.047, RMSEA=0.054

® Composite construct reliability
© Average variance extracted
" Items were deleted during confirmatory factor analysis.
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<Table 3> Construct Intercorrelations, Mean and Standard Deviation

51

Perfo!mance Fingncial Social risk Psych?logical Time risk Satisfaction Trust Loyalty
risk risk risk
Performance risk 1
Financial risk 0.674** 1
Social risk 0.556** 0.702** 1
Psychological risk 0.547** 0.673** 0.779** 1
Time risk 0.444** 0.535** 0.605** 0.634** 1
Satisfaction -0.369** -0.392** -0.308** -0.374** -0.294** 1
Trust -0.449** -0.417* -0.283** -0.346** -0.355** 0.720** 1
Loyalty -0.454** -0.479** -0.434** -0.455** -0.431** 0.697** 0.709** 1
Mean 2.863 2.561 2.150 2.150 2443 4.665 4678 5.076
SD 1.028 0.891 0.942 0.964 1.089 1.036 1.000 0.978
<Table 4> Standardized Parameter Estimates
Path S:;zg:;::;d t-Value P
H1-1 Performance risk — Satisfaction -0.165 -2.087 0.037* Supported
H1-2 Financial risk — Satisfaction -0.190 -2.017 0.044* Supported
H1-3 Social risk — Satisfaction 0.114 1127 0.260 Non-Supported
H1-4 Psychological risk — Satisfaction -0.210 -2.096 0.036* Supported
H1-5 Time risk — Satisfaction -0.055 -0.710 0478 Non-Supported
H2-1 Performance risk — Trust -0.192 -3.298 * Supported
H2-2 Financial risk — Trust -0.083 -1.203 0.229 Non-Supported
H2-3 Social risk — Trust 0.134 1.823 0.068 Non-Supported
H2-4 Psychological risk — Trust 0.038 0.513 0.608 Non-Supported
H2-5 Time risk — Trust -0.145 -2.591 0.010* Supported
H3 Satisfaction — Trust 0.629 13.505 * Supported
H4 Satisfaction — Loyalty 0.388 6.462 * Supported
H5 Trust — Loyalty 0429 7.147 * Supported
R2 Satisfaction 0.195(19.5%)
Trust 0.574(57.4%)
Loyalty 0.575(57.5%)
Model fit X2 29.407
d.f 5
p-value 0.000
** p<0.01, * p<0.05
X2=29.407(df=5, x¥/df=5.881, p-value =0.000), GFI=0.972, NFI=0.976, CFI=0.979, RMR=0.056, SRMR=0.059
43 MTTHH 2N OHS, A2, J2|n SYEC 28 9 BHelS Zho| MR
2HE B2 24(path analysis)Z 0| &3t St ZAul,
M 2 9ds 2o, Bz HBE 2 ARHIIS <Figure 1>1t Z0| LIEGICE R Hgtkbs x3=29.407
o| disknt AOpakEo| AatatAZF A=K LOLET| 8) A (df=5, x?/df=5.881, p-value=0.000), GFI=0.972, NFI=0.976,
SHaA M-S AMA|SH AL}, <Table 3>10F 20| LIEFSICT CFI=0.979, RMR=0.056, SRMR=0.0592 L}E}%tCt. EESH LY
Wea7l B oSN ML HBRIS 2A3
4.4, QRIIMO| HE A4, 9EE2 0.195(19.5%), AZ|= 0.574(57.4%), 2|1

EME = 0.575(57.5%) & LIEFSLCE.
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<Figure 1> Pass analysis

= 70| O] 8&l o4 ZEMALO[=0f LSt X| ZzEl 2

- =

oHE, Al J2|0 SdEet 22 AT HelS el A
Ciet 7t 2= #SsH7| floto] B2ENsS 249 dits

<Table 4>2} ZC}.

S X|ZHE 2ol B F0f| OjX|= E-(H 1)0A H1-1,
H1-2, 12|31 H1-4= X|X|Z[RA2LKH1-1, B11 = -0.165, t =
-2.087, p < 0.05; H 1-2, p12 = -0.190, t = -2.017, p <
0.05; H1-4, p14 = -0.210, t = -2.096, p < 0.05), H1-31}
H1-5= 7] ZHe|QICKH 1-3, B13 = 0.114, t = 1.127, p >
0.05; H1-5, p13 = -0.055, t = -0.710, p > 0.05). C}2o=2
X|ZE 2ol Mz|of O/X|l= gk (H2)0|M H2-13t H2-5=
X|K|E[HAOLKH 2-1, B21 = -0.192, t = -3.298, p < 0.01; H
2-5, B25 = -0.145, t = -2.591, p < 0.05), H2-2, H2-3, 12|
1 H2-4= 7| 25| QICHH2-2, p22 = -0.083, t = -1.203, p >
0.05; H2-3, B23 = 0.134, t = 1.823, p > 0.05; H2-4, B24
= 0.038, t = 0.513, p > 0.05). EE3t Ot =2 A0 Q0|
gdes 0Kl AR LEHSMH3, B3 = 0.629, t =
13.505, p < 0.01), 2=t M7t SE=0 {oloh S
Okl HOZ LIEFGICHH4, B4 = 0.388, t = 6.462, p <
0.01; H5, B5 = 0.429, t = 7.147, p < 0.01).

MmKio|= 7|2io| A YA M 4TS
AR A, AN S, M2l 9
go=z THE N 2ol X 24E 0| BHE

= —
ap M2[0f] OjX|= Sebs b oot B EF 2|7t SY=0f

DJAS YEHS Thofote
SN Zm NI 9, FAN 9%, J2ln Malx 9
#e B Z0| 2()0| YHS OlXE HOZ LERLOLE, A
XN QUMD A| Y QEe FBS DIXK| Y HOE L
paYS|

WCh S0P et Al Y 22 ME(o] 2 ()2 SetS

OXl= Aoz UEIReLL MY g, Aleld o, 12
I ey fled2 Mo s OIXIX] M= A= LiEf
WCE ERE P E2 MEQF SYZ0| RoT Y (+)2 S¢S
OXl= A2z LEIReH, MR SE=0 Rofe F(+)2
dets OIXl= A= LERSEL

= G2 O 28 AIAE2 of 21t 2L

A, = AF0ME X Z4E ?ld 0l B2 BIE2(L &
Huang, 2009) ‘1tA eld, MY 2, A=l 9id, 2|
oIy, d2|n A2ty figez 7 2& K| ZtE figo| ot
St MERE AN Y= OXs SS LOLEUALE. 0[2
ot got= 7| = Metqez 1 2E K| 2t f"S ChAt A
o1 seiqoz FMEo=N QYZAMK0|= 7(Y 2
o aa TE "ol 7|o5rAnt
M, datY 9ld, MY /", d2n HEH fe2
E0| £ ()2 &S OXl= A= LIER2LL A=Y 9|
it Al Y fIg2 Fes DIXX| @e A= LEHRCL
oj2{gt Zdit= 24 gM & ZAMXI0|=7t XHX|5t= H|SO
=7 W2 Aoz TEEL F W2 AES0| Y =

7

bl

MHn

-
-

= =

KO|=E o] 8& =510 8i7| Wf20| Af2|HoE 2X|7}
X @47] 2ozt g = UCHOo| 2 A= et &
A0 22 20| B FH0| FHAE d¥E 0K A=
O1=l Johnson et al.(2008)2| ¢i1Qt AX|st= ZHo= L}
EtRtoLl, CHE AMESO0| CHE ARIENAH EFHEo=Z Q1A
E[0f 0 2o FOf #WEO| P2 O|K|s AR A=
Forsythe and Shi(2003)Q| AH1Qt= C}2H| LIESLICE

MR, MOpE Zat Al 7t8 2 Mo £ () g
2 OXl= A2 LECL, A fd, AR Y,
J2|n M2[d fde Mo 22 OXX| YAs Ae=
LIEHSCE 1719 OjF= ZXIO|= A|AEIOZ 10 ZH0|A
M35t7| of FCt. M2t QAZ#HXIO|== B2 1 ZHo| &
2 = A 57| YN HwE M EHS 7 4o 2 HEst
7| 22 Z0|Ct.

Ol2f3t A= MitA (0| ME e AMH[ATZL Of &l
2 (K| gtot Rt= HutE HHSHK| Ze 7Hs4ozt
0 A% Lowe(2010)2] Aef H|xot AR LIEHGOLY,
XZHE fIg 2447t AH|Xe] A2|E #QIftn AHgtst
Bougoure et al.(2016)2| H1ot= Ct= A LtEFGLCE

2 QI7l0| 4 R ANES ChSat 2T

A, QAZHAO|=E HAANQ M HEMZ Sl EH A

— 1= T1="

0| HH S XS+ U=2 BH WS SO
SiC 20| fok A Mo Ysts OfNO| glost 1 He
1 ZAO|XE MEIE 4+ 97| HRo|ct

ST, QAMTHROIR O AEE AP 2 WL 5 Ystof
SHES £0/0F B 10| AMTUROIX OIS
sp71 QISHME Cheset 9Igo| Zxpeict af2s of A
20| Faok QMets AT EAst0l OF AP X
Tavt it ol ot AE BS2 Sof n Y HME
of JFY Bash £ FF2 OINE SIHRH AR
Tt QUCh

AW, 22 A K AT NS UX=H| 4 SO2 ol 9|
AHIZ0| 27| BIFekD YR/B, Y TX

ol rr o Kl
Ao oy
>+

ru°J|__|



Sang-Eon Park, Sung-Keun Woo, Myeong-Soo Choi / Korean Journal of Franchise Management 9-4 (2018) 45-56 53

Hel 7t A2 MASo] B2 =388 %
[|-|||— 7|-7:l° 7HO| 71 |
UACE M ZEKIO|= 7|
2
=

HT
YorS = Mot (Xl o 7P‘

7|o+o A|§|OLA ou:r

OpRjSioE, 2 7o AN U ¥ 3 ATWES HA|
Sh2l CI81 ). B, 2 GoMs o 2 Hers
S017| 26 X 248 9I#o| Chet HToH S HE|CE 1
& Srm0l Slrjslole Aofste Ha0] Sir. 2w Al
~ot 2 gesagibels o) Sos SEE2 ool d - o
. mfeiM E  GRO[ME K] 2 YHEO OfLj2 1 %
Y20 WY YY 2012 Zo| ATY WL ULt
A v B M e
me SIt 20| ChYS 2ok RMEO| UoD|, XIHLE
TOMIER| Jh AE ChpekA 2EE|0] Uck x12tE 9o
et Q142 T 2of AH|XIRH K THO| AH|XPTE CrEH Lt
Ef ZO|Ch. (2t 33 QR0IAE 1 20| AH|RIe} X
O AH[XHE T ROl @AE Wt ULt

References

Aaker, D. A. (1996). Measuring brand equity across products
and markets. California Management Review, 383),
102-120.

Aghekyan-Simonian, M., Forsythe, S, Kwon, W. S, &
Chattaraman, V. (2012). The role of product brand image
and online store image on perceived risks and online
purchase intentions for apparel. Journal of Retailing and
Consumer Services, 193), 325-331.

Anderson, E. W, & Mittal, V. (2000). Strengthening the
satisfaction-profit chain. Journal of Service Research, 32),
107-120.

Auh, S, Salisbury, L. C, & Johnson, M. D. (2003). Order
effects in customer satisfaction modelling. Journal of
Marketing Management 194), 379-400.

Back, K. J. & Parks, S. C. (2003). A brand loyalty model
involving cognitive, affective, and conative brand loyalty
and customer satisfaction. Journal of Hospitality &
Tourism Research, 2/4), 419-435.

Bagozzi, R P, & Yi Y. (1988). On the evaluation of
structural equation models. Journal of the Academy of
Marketing Science, 161), 74-94.

Bandyopadhyay, S. & Martell, M. (2007). Does attitudinal
loyalty influence behavioral loyalty? A theoretical and
empirical study. Journal of Retailing and Consumer
Services, 14(1), 35-44.

Bélanger, F. & Carter, L (2008). Trust and risk in
e-government adoption. Journal of Strategic Information
Systems, 1/2), 165-176.

Beneke, J., Greene, A, Lok, I, & Mallett, K (2012). The
influence of perceived risk on purchase intent-the case of
premium grocery private label brands in South Africa.
Journal of Product & Brand Management 21(1), 4-14.

Bougoure, U. S, Russell-Bennett, R, Fazal-E-Hasan, S, &
Mortimer, G. (2016). The impact of service failure on
brand credibility. Journal of Retailing and Consumer
Services, 31, 62-71.

Boze, B. V. (1988). Selection of legal services: An
investigation of perceived risk. Journal of Professional
Services Marketing, 32), 287-297.

Byzalov, D. & Shachar, R. (2004). The risk reduction role of
advertising. Quantitative Marketing and Economics, 24),
283-320.

Cases, A. S. (2002). Perceived risk and risk-reduction
strategies in Internet shopping. International Review of
Retall,  Distribution and Consumer Research, —124),
375-394.

Chang, H. H. & Chen, W. S. (2008). The impact of online
store environment cues on purchase intention: Trust and
perceived risk as a mediator. Online Information Review,
326), 818-841.

Chaudhuri, A. (1997). Consumption emotion and perceived
risk: A macro-analytic approach. Journal of Business
Research, 392), 81-92.

Chaudhuri, A. & Holbrook, M. B. (2001). The chain of
effects from brand trust and brand affect to brand
performance: The role of brand loyalty. Journal of
Marketing, 652), 81-93.

Corbitt, B. J, Thanasankit, T, & Yi, H. (2003). Trust and
e-commerce: A study of consumer perceptions. Electronic
Commerce Research and Applications, A3), 203-215.

Corritore, C. L, Kracher, B, & Wiedenbeck, S. (2003).
On-line trust: Concepts, evolving themes, a model.
International Journal of Human-Computer Studlies, 586),
737-758.

Cox, D. F. & Rich, S. U. (1964). Perceived risk and consumer
decision-making: The case of telephone shopping. Journal
of Marketing Research, 1(4), 32-39.

Crespo, A. H., del Bosque, I. R, & de los Salmones Sanchez,
M. G. (2009). The influence of perceived risk on Internet
shopping behavior: A multidimensional  perspective.
Journal of Risk Research, 122), 259-277.

Cunningham, L. F, Gerlach, J. H, Harper, M. D, & Young,
C. E. (2005). Perceived risk and the consumer buying
process: Internet airline reservations. International Journal
of Service Industry Management, 164), 357-372.

del Bosque, I R & San Martin, H. (2008). Tourist
satisfaction a cognitive-affective model. Annals of Tourism
Research, 352), 551-573.

Deng, Z, Lu Y, Wei, K K, & Zhang J.
Understanding customer satisfaction and

(2010).
loyalty: An



54 Sang-Eon Park, Sung-Keun Woo, Myeong-Soo Choi / Korean Journal of Franchise Management 9-4 (2018) 45-56

empirical study of mobile instant messages in China.
International Journal of Information Management 3Q4),
289-300.

Dwyer, F. R, Schurr, P. H, & Oh, S. (1987). Developing
buyer-seller relationships. Journal of Marketing 51(2),
11-27.

Eid, M. I (2011). Determinants of e-commerce customer
satisfaction, trust, and loyalty in Saudi Arabia. Journal of
Flectronic Commerce Research, 12X1), 78-93.

Faullant, R, Matzler, K, & Fdller, J. (2008). The impact of
satisfaction and image on loyalty: The case of Alpine ski
resorts. Managing Service Quality: An International
Journal, 182), 163-178.

Featherman, M. S. & Pavlou, P. A. (2003). Predicting
e-services adoption: A perceived risk facets perspective.
International Journal of Human-Computer Studies, 534),
451-474.

Flint, D. J., Blocker, C. P, & Boutin, P. J. (2011). Customer
value anticipation, customer satisfaction and loyalty: An
empirical examination. Industrial Marketing Management
402), 219-230.

Forsythe, S. M. & Shi, B. (2003). Consumer patronage and
risk perceptions in Internet shopping. Journal of Business
Research, 5611), 867-875.

Ganiyu, R. A, Uche, I I, & Elizabeth, A. O. (2012). The
building blocks of total quality management: Processes,
people, performance measurement, and management
systems.  Interdisciplinary  Journal — of  Contemporary
Research in Business. 47), 629-640.

Garbarino, E. & Johnson, M. S. (1999). The different roles of
satisfaction, trustt and commitment in  customer
relationships. Journal of Marketing, 632), 70-87.

Geyskens, I, Steenkamp, J. B. E, & Kumar, N. (1999). A
meta-analysis of satisfaction in marketing channel
relationships. Journal of Marketing Research, 3&2),
223-238.

Ha, H. Y. & Akamavi, R. K. (2009). Does trust really matter
in electronic shopping? A comparison study of Korean,
Taiwanese, and UK consumers. Seou! Journal of Business,
I151), 91-119.

Harridge-March, S. (2006). Can the building of trust
overcome consumer perceived risk online?. Marketing
Intelligence & Planning, 24(7), 746-761.

Hsu, C. L, Chang, K C, & Chen, M. C. (2012). The impact
of website quality on customer satisfaction and purchase
intention: Perceived playfulness and perceived flow as

mediators.  Information  Systems  and  E-Business
Management, 10(4), 549-570.

Jarvenpaa, S. L, Tractinsky, N, & Vitale, M. (2000).
Consumer trust in an Internet store. Information

Technology and Management 1(2), 45-71.

Johnson, D. & Grayson, K. (2005). Cognitive and affective
trust in service relationships. Journal of Business Research,
584), 500-507.

Johnson, M. D., Gustafsson, A, Andreassen, T. W, Lervik, L,

& Cha, J. (2001). The evolution and future of national
customer satisfaction index models. Journal of Economic
Psychology, 222), 217-245.

Johnson, M. S, Sivadas, E., & Garbarino, E. (2008). Customer
satisfaction, perceived risk and affective commitment: An
investigation of directions of influence. Journal of Services
Marketing, 225), 353-362.

Jones, M. A & Suh, J. (2000). Transaction-specific
satisfaction and overall satisfaction: An empirical analysis.
Journal of Services Marketing, 142), 147-159.

Keisidou, E., Sarigiannidis, L, Maditinos, D. I, & Thalassinos,
E. I (2013). Customer satisfaction, loyalty and financial
performance: A holistic approach of the Greek banking
sector. International Journal of Bank Marketing, 31(4),
259-288.

Kim, D. J, Ferrin, D. L, & Rao, H. R. (2008). A trust-based
consumer decision-making model in electronic commerce:
The role of trust, perceived risk, and their antecedents.
Decision Support Systems, 442), 544-564.

Koehn, D. (2003). The nature of and conditions for online
trust. Journal of Business Ethics, 43(1-2), 3-19.

Kushwaha, T. & Shankar, V. (2013). Are multichannel
customers really more valuable? The moderating role of
product category characteristics. Journal of Marketing,
774), 67-85.

Laroche, M., McDougall, G. H., Bergeron, J, & Yang, Z
(2004). Exploring how intangibility affects perceived risk.
Journal of Service Research, &4), 373-389.

Lee, H, Lee, Y, & Yoo, D. (2000). The determinants of
perceived service quality and its relationship with
satisfaction. Journal of Services Marketing, 143), 217-231.

Lee, M. C. (2009). Predicting and explaining the adoption of
online trading: An empirical study in Taiwan. Decision
Support Systems, 442), 133-142.

L, Y. H & Huang, J. W. (2009). Applying theory of
perceived risk and technology acceptance model in the
online shopping channel. World Academy of Science
Engineering and Technology, 531), 919-925.

Lim, N. (2003). Consumers' perceived risk: sources versus
consequences.  Flectronic  Commerce  Research  and
Applications, A3), 216-228.

Lopez-Nicolds, C., Molina-Castillo, F. J, & Bouwman, H.
(2008). An assessment of advanced mobile services
acceptance: Contributions from TAM and diffusion theory
models. Information & Management 456), 359-364.

Lowe, B. (2010). Consumer perceptions of extra free product
promotions and discounts: The moderating role of
perceived performance risk. Journal of Product & Brand
Management 137), 496-503.

Luo, X, Li, H, Zhang, J, & Shim, J. P. (2010). Examining
multi-dimensional trust and multi-faceted risk in initial
acceptance of emerging technologies: An empirical study
of mobile banking services. Decision Support Systems,
492), 222-234.

Mandel, N. (2003). Shifting selves and decision making: The



Sang-Eon Park, Sung-Keun Woo, Myeong-Soo Choi / Korean Journal of Franchise Management 9-4 (2018) 45-56 55

effects of self-construal priming on consumer risk-taking.
Journal of Consumer Research, 30(1), 30-40.

Mayer, R. C, Davis, J. H, & Schoorman, F. D. (1995). An
integrative model of organizational trust. Academy of
Management Review, 2((3), 709-734.

McKnight, D. H. & Chervany, N. L. (2001). What trust means
in e-commerce customer relationships: An interdisciplinary
conceptual typology. International Journal of Electronic
Commerce, §2), 35-59.

Mitchell, V. W. (1999). Consumer
Conceptualisations and models.
Marketing, 331/2), 163-195.

Mitchell, V. W., Davies, F., Moutinho, L, & Vassos, V. (1999).
Using neural networks to understand service risk in the
holiday product. Journal of Business Research, 462),
167-180.

Mohsan, F, Nawaz, M. M, Khan, M. S, Shaukat, Z, &
Aslam, N. (2011). Impact of customer satisfaction on
customer loyalty and intentions to switch: Evidence from
banking sector of Pakistan. International Journal of
Business and Social Science, X16), 263-270.

Moorman, C, Zaltman, G, & Deshpande, R (1992).
Relationships between providers and users of market
research: The dynamics of trust. Journal of Marketing
Research, 293), 314-328.

Morgan, N. A. & Rego, L. L (2006). The value of different
customer satisfaction and loyalty metrics in predicting
business performance. Marketing Science, 255), 426-439.

Morwitz, V. G, Steckel, J. H., & Gupta, A. (2007). When do
purchase intentions predict sales?. /nternational Journal of
Forecasting, 233), 347-364.

Oliver, R. L (1999). Whence consumer loyalty?. Journal of
Marketing, 63 33-44.

Paviou, P. A. (2003). Consumer acceptance of electronic
commerce: Integrating trust and risk with the technology
acceptance model. Intemnational Journal of Flectronic
Commerce A3), 101-134.

Pérez, S. M., Abad, C. G. J, Carrillo, M. M. G, & Fernandez,
S. R (2007). Effects of service quality dimensions on
behavioural purchase intentions: A study in public-sector
transport. Managing Service Quality: An International
Journal, 172), 134-151.

Peter, J. P. & Ryan, M. J. (1976). An investigation of
perceived risk at the brand level. Journal of Marketing
Research, 132), 184-188.

Pires, G., Stanton, J, & Eckford, A. (2004). Influences on the
perceived risk of purchasing online. Journal of Consumer
Behaviour:  An  International Research Review, 42),
118-131.

Rao, S. S, Truong, D. Senecal, S, & Le, T. T. (2007). How
buyers' expected benefits, perceived risks, and e-business
readiness influence their e-marketplace usage. Industrial
Marketing Management 368), 1035-1045.

Reichheld, F. F. & Schefter, P. (2000). E-loyalty: Your secret
weapon on the web. Harvard Business Review, 784),

perceived  risk:
European Journal of

105-113.

Roman, S. (2003). The impact of ethical sales behaviour on
customer satisfaction, trust and loyalty to the company:
An empirical study in the financial services industry.
Journal of Marketing Management 1%10), 915-939.

Selnes, F. (1998). Antecedents and consequences of trust
and satisfaction in buyer-seller relationships. European
Journal of Marketing, 324), 305-322.

Shen, C. C. & Chiou, J. S. (2010). The impact of perceived
ease of use on Internet service adoption: The moderating
effects of temporal distance and perceived risk.
Computers in Human Behavior, 261), 42-50.

Singh, R. & Khan, I. A (2012). An approach to increase
customer retention and loyalty in B2C world. International
Journal of Scientific and Research Publications, 26), 1-5.

Stone, R. N. & Grgnhaug, K. (1993). Perceived risk: Further
considerations for the marketing discipline. Furopean
Journal of Marketing, 273), 39-50.

Suh, B. & Han, I (2003). The impact of customer trust and
perception of security control on the acceptance of
electronic commerce. International Journal of Electronic
Commerce A3), 135-161.

Sun, P. C. & Lin, C. M. (2010). Building customer trust and
loyalty: An empirical study in a retailing context. 7he
Service Industries Journal, 309), 1439-1455.

Tan, Y. H. & Thoen, W. (2000). An outline of a trust model
for electronic commerce. Applied Artificial Intelligence,
14(8), 849-862.

Taylor, J. W. (1974). The role of risk in consumer behavior.
Journal of Marketing, 382), 54-60.

Teo, T. S. & Liu, J. (2007). Consumer trust in e-commerce in
the United States. Singapore and China. Omega, 3X1),
22-38.

Veloutsou, C, Gilbert, G. R, Moutinho, L. A, & Goode, M.
M. (2005). Measuring transaction-specific satisfaction in
services: Are the measures transferable across cultures?.
European Journal of Marketing, 396), 606-628.

Verhoef, P. C, Franses, P. H, & Hoekstra, J. C. (2002). The
effect of relational constructs on customer referrals and
number of services purchased from a multiservice
provider: Does age of relationship matter?. Journal of the
Academy of Marketing Science 303), 202-216.

Wei, Y, Wang, C, Xue, H, & Chen, F. (2018). Online
purchase intention of fruits: Antecedents in an integrated
model based on technology acceptance model and
perceived risk theory. Frontiers in Psychology, 9 1521.
doi: 10.3389/fpsyg.2018.01521

Wulf, K. D, Odekerken-Schroder, G., & lacobucci, D. (2001).
Investments in consumer relationships: A cross-country
and cross-industry exploration. Journal of Marketing,
654), 33-50.

Xie, Y., Batra, R, & Peng, S. (2015). An extended model of
preference formation between global and local brands:
The roles of identity expressiveness, trust, and affect.
Journal of International Marketing, 231), 50-71.



56 Sang-Eon Park, Sung-Keun Woo, Myeong-Soo Choi / Korean Journal of Franchise Management 9-4 (2018) 45-56

Yang, Z. & Peterson, R. T. (2004). Customer perceived value,
satisfaction, and loyalty: The role of switching costs.
Psychology & Marketing, 21(10), 799-822.

Yousafzai, S. Y., Pallister, J. G, & Foxall G. R (2003). A
proposed model of e-trust for electronic banking.
Technovation, 23(11), 847-860.

Yuksel, A, & Yuksel, F. (2007). Shopping risk perceptions:
Effects on tourists' emotions, satisfaction and expressed

loyalty intentions. 7ourism Management 283), 703-713.

Yuksel, A, VYuksel, F, & Bilim, Y. (2010). Destination
attachment:  Effects on customer satisfaction and
cognitive,  affective and conative loyalty.  7ourism
Management 31(2), 274-284.

Zeithaml, V. A, Berry, L. L, & Parasuraman, A. (1996). The
behavioral consequences of service quality. Journal of
Marketing, 602), 31-46.



	외식 프랜차이즈 기업에 대한 지각된 위험이 만족, 신뢰, 그리고 충성도에 미치는 영향
	Abstract
	1. 서론
	2. 이론적 배경
	3. 연구설계
	4. 실증분석
	5. 결론
	References




