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Abstract

Purpose — The environment surrounding the franchise industry in recent years is a big threat to the franchise business.
In this perspective, this study examines the effect of franchise CEO's Innovation, CSR Passion, and customer
orientation(CO) on customers’ perceived service quality(PSQ), affection, and commitments in the context of food-service
franchise industry. This study suggests the guidelines on how franchisor uses their passion and customer orientation on
customer to maintain and increase the commitments.

Research design, data, and methodology — In order to achieve these purposes, research model and hypotheses were
developed. Out of 500 respondents received through online survey, 449 respondents were used, because of 51
incomplete respondents. The data were analyzed using frequency analysis, confirmatory factor analysis, correlation
analysis, and structural equational modeling with SPSS 23.0 and AMOS 23.0 statistical program.

Result — The results of the study are as follows. First, innovation passion has a significant impact on PSQ and
customer affection. And CSR passion have a significant impact on PSQ. Second, customer orientation has a significant
impact on PSQ and customer affection. Third, PSQ has a significant impact on customer affection and sustainable
commitment. Fourth, customer affection has a significant impact on behavioral commitment. Fifth, behavioral
commitment has a significant impacts on sustainable commitment.

Conclusions — The implications of this study are following as: Restaurants franchisor and CEOs should have a passion
for innovation to continuously identify consumer needs and develop new menus and services that meet their needs.
Second, franchisor and CEOs need to demonstrate the importance of creating the right environment, creating a fair
business, and trying to create products in a given environment. Finally, franchisor and CEOs should demonstrate how
to build relationships with customers and how to maintain positive feelings. In addition, it is necessary to appeal to
the customers with enthusiasm and a customer-oriented tendency of the entrepreneur of the franchise head office in
order to maintain the relationship with the customer and feelings.
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<Table 1> Profiles of samples

Category Frequency (n) %

Man 227 50.6

Gender Woman 222 494
20 - 24 49 109

25 - 29 63 14.0

30 - 34 52 116

Age 35 -39 64 143
40 - 44 55 122

45 - 49 65 145

50 and over 101 225

Member Non-Membership 269 59.9
ship Membership 180 40.1
Under 10 127 28%

10 - 19 122 27%
20 - 29 78 17%
30 - 39 49 11%

How many 40 - 49 16 4%
usté’ge;er 50 - 59 22 5%
year 60 - 69 13 3%
70 - 79 3 1%

80 - 89 2 0%

90 - 99 1 0%

100 and over 16 4%
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<Table 2> Measurement items and validity assessment

23

Factor

Constructs and Items Estimates Loading t-value| CR* | AVE®
Innovation Passion .880 | .631
1 ;I:aet E;r(])bseeecr;\;;%rgzlézrg to figure out new ways to address the unmet market needs 763 836 | 17481
2. The CEO seems to enjoy finding new ideas for the products / services to sell. .808 963 |18.769
3. The CEO seems to be working vigorously to develop a prototype of the product. 7% 1.000
4. The CEO seems to be trying to figure out how to make existing products / services better. 817 973 119.033
5. The CEO seems to be constantly scanning the environment to find opportunities to provide
customers with new products (services). 788 976 118183
CSR Passion .830 | .630
1. The CEO is active in environmental protection activities. 774 907 |17.996
2. The CEO is committed to improving the welfare of the community (active). * - - -
3. The CEO makes a donation to solve social problems. 822 985 |19.422
4. The CEO prioritizes the interests of customers (including employees and partners). 817 1.000 -
5. The CEO tries to keep the law. 761 857 |17.631
6. The CEO tries to comply with ethical standards. * - - -
Customer Orientation .865 | .636
1 CTSSiiogzrr\cgirzeblgfnn;pany (franchisee) uses a systematic problem-solving approach to solving 799 937 |19.069
2. This franchise company (franchisee) focuses on services to give pleasure to its customers. .802 938 |19.144
3. This franchise company (franchisee) always strives to answer customer questions accurately. * - - -
4. CTLE\SiiorfT:ae:chise company (franchisee) tries to create a personal sense of intimacy with the 802 90 119163
5. This franchise company (franchisee) tries to prevent customer inconveniences in advance. .802 1.000 -
6. tLEZgE?ZthESt \cNoomu%arlwi)l/(e.(franchisee) strives to offer items that customers may not have 781 238 | 18488
Service Quality .863 | .726
1. The food of this franchise company (franchisee or brand) is of high quality .850 983 |24.216
2. The food of this franchise company (franchisee or brand) is first-class quality. .852 976 |24.354
3. The food quality of this franchise company (franchisee or brand) is excellent. .881 1.000 -
4. The service quality of this franchise company (franchisee or brand) is high quality. 824 909 |22.925
5. The quality of service received from this franchise company (franchisee or brand) is first-class ) ) )
quality. *
6. The quality of service provided by this franchise company (franchisee or brand) is excellent.* - - -
Customer Affection 819 | .648
1. T enjoy the experience of each time I use this franchise company (franchisee or brand). 762 .869 |18.308
2. I feel warm and comfortable every time I visit this franchise company (franchisee or brand). .818 918 |20.233
3. Every time I visit this franchise company (franchisee or brand), I experience great happiness. 834 1.000 -
Behavioral Commitment 781 | 714
1. Among the.franchise co'mpanies' (franchisee. or brand), T used during the past year, the 847 960 119201
number of times I use this franchise (brand) is high.
2. Among the franchise companies‘ (franchi;ee or brand), I havg uged over the past year, the 843 1,000 )
ratio of the amount spent by this franchise company (brand) is high.
Sustainable Commitment .883 | 777
1. I will continue to use this franchise company (franchisee or brand). .888 972 |28.049
2. I hope this franchise company (franchisee or brand) will continue to be used. 908 1.000 -
3. I hope that the use of this franchise company (franchisee or brand) will increase in the 847 931 | 25421

future.

X2=605,561 df=278, p=.000, GFI=.908, AGFI=.884, NFI=.934, CFI=.963, RFI=.923, RMSEA=.051
? CR: Composite Reliability

® AVE: Average Variance Extracted

* The items were removed from the process of confirmatory factor analysis.
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CR 2 0|8310
Hodo| BHHBE X|PE

2ME|QUCE <Table 2>0{AMQF 20|, N =
= X?=605,561, df=278, p=.000,

& Gerbing, 1988). C}2 02, EfTHM S 2 2{EITHA T} THAE r
HHdoR2 7 2E|0f ASEQUCE <Table 2>0At Z0]|, 2
oo & xHEl 2QIFI 20| 0.774 O|40|H, AVE HAol
630 O|ydo= LIEL} ZF AERR|Sol 4= HEIEE0| T
S|QICH 2|1 EHHEISIAS <Table 3>0fAMQF Z+0|, Akt
A A= ZHELCH AVE ZIQI M&2 20| & A2 LIErRE
OM, AVE ZtELCH AFERE 7ol &

GFI=.908, AGFI— 884, NFI=934, CFI=.963, RFI=.923, SEEA TS U
RMSEA=.051 S92 LIEFL} X Ste K|27p AnaZo| M O] 22 Aoz LiEtLL 2t AATRS 7o EEEIFHO|
EEE ADSES AYeln 9 o2 LT 9 easisich
xS EMsls O 227t gie HO=2 LIETHANderson
<Table 3> Mean, standard deviation and correlations of the constructs
1 2 3 4 5 6 7
1. Innovation passion 794
2. CSR passion .565%** 794
3. Customer orientation B72%+* B71F* 797
4. Perceived service quality .599*** BL3*** 694**x .852
5. Customer affection LB15%+* .626**+* 55%+* 705**+* .804
6. Behavioral commitment S571xx* A3LHH* 579%+* .529%+* 559%+* .845
7. Sustainable commitment .618*** AB2**x 665*** 620%** 682*** .708*** .881
Mean 4812 4.098 4.465 4451 4534 4.8300 4.853
SD 904 999 946 1.067 967 1.097 1.087
** p < 001, Note: Bold numbers represent the square root of the AVE value.
<Table 4> Estimates of structural mmodel
Paths Estimate t-value p Results
H1 Innovation passion — Service quality 177 2.940 .003 Accepted
H2 Innovation passion — Customer affection 118 2.253 .024 Accepted
H3 CSR passion — Service quality 209 3.326 .000 Accepted
H4 CSR passion — Customer affection .027 489 .625 Rejected
H5 Customer orientation — Service quality 474 6.135 .000 Accepted
H6 Customer orientation — Customer affection .556 7.326 .000 Accepted
H7 Service quality — Customer affection .285 5.038 .000 Accepted
H8-1 Service quality — Behavioral commitment 118 1.346 178 Rejected
H8-2 Service quality — Sustainable commitment .606 6.587 .000 Accepted
H9-1 Customer affection — Behavioral commitment .503 8.952 .000 Accepted
H9-2 Customer affection — Sustainable commitment .026 .398 691 Rejected
H10 Behavioral commitment — Sustainable commitment 416 5.382 .000 Accepted
SMC(R?)
Service quality 622
Customer affection .826
Behavioral commitment 496
Sustainable commitment 754

x?=650.434, df=284, p=.000, GFI=.900, AGFI=.876, NFI=.929, CFI=.959, TLI=.953, RMSEA=.053
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<Figure 1> Overall model
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