Soon-Beom HUR, Yong-Sook NOR, Debora LEE / Korean Journal of Franchise Management 10-3 (2019) 25-35 25

Print ISSN 2093-9582, Online ISSN 2508-4593
http://dx.doi.org/10.21871/KJFM.2019.9.10.3.25

The Impact of Franchisor’s Economic and Philanthropic CSR on Franchisees’
Economic Satisfaction, Social Satisfaction, and Loyalty
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Abstract

Purpose — The major objective of this study was to investigate the effect of franchisor's (economic and philanthropic)
CSR in inspiring franchisee’s loyalty for the franchisor. Another aim of this investigation also was to clarify the mediating
role of economic and social satisfaction in the relationship between franchisor's CSR and franchisee’s loyalty.

Research design, data, and methodology - This study explores the structural relationship between franchisor's CSR and
franchisee's loyalty and in these relationships, the mediating role of relationship satisfaction. Data were gathered from
employees(above manager) in food-service franchisee companies in Seoul, Korea. The questionnaires were distributed to
managers of the franchise stores. A total of 251 questionnaires were collected. Data management and analysis were
performed using SPSS 21.0 and SmartPLS 3.0. Evaluation of measurement model and structural model was carried out
using confirmatory factor analysis and correlation analysis.

Result — The results of this study show as follows. First, economic CSR had positive effects on economic satisfaction
and social satisfaction. Second, philanthropic CSR had positive effects on social satisfaction. Third, = economic
satisfaction and social satisfaction had positive effects on franchisee’s loyalty to the franchisor.

Conclusions — The important implications of this study have as follows. First, this study has found that economic CSR
can create a high economic satisfaction and social satisfaction of franchisee. Second, this findings suggest that the
philanthropic CSR can improve the social satisfaction of franchisee. Third, this results demonstrate, for the first time, that
the economic satisfaction and social satisfaction of franchisees can play a crucial role to improve their loyalty for the
franchisor and pursue mutual development by maintaining the stable business relationship with a franchisor. In this
investigation there are at least three limitations. First, Because the research sample is limited to the foodservice
franchisee in Seoul, it is not possible to be representativeness of the national franchisee. Second, CSR activities are
mostly focused on large franchise companies. Therefore, there is a limit to the research approach. Finally, this study
examined the effect of economic CSR and philanthropic CSR on the loyalty of franchisors, but in the future study, it is
necessary to analyze the relationship between CSR and loyalty of franchise companies by collecting specific quantitative
data such as re-contract rate and management performance of franchisees.
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1. N2

S0l HX|H O8F MAE HEICEL 1979dE T XN2|F
(Thatcherism)Q 22 E A|RtEl AMXFSZFO| HN & CH7| Y9
SHS SO 2T Ch7| Yol Fo| S 2Hoj| w2t 20
CHE3h= 7|2 At #Ql(Corporate Social Responsibility,
CSR)Q| #==40j| O3t 2T&= =OFX|1 QUCt ot= =LY Y
AHGDP)O A XpAE AFQ| 30CH ZHE(Z 7Y ETH H|2|)O| At
XSt HEZ2 19871 55.30%0|AM 2016 100.31%=2 &
CHRRCHWI, 2018). =2 CH7|Y0M= 7|22l Atz o
Oist 270 & 35k7| st FA ASXA ™, SFEH™, 2340
= 3 g, o2 27 & Ot 2ofd &2 St UCt.
0= 7| 500CH 7| & 1947§AH7F 2017t 8 =0t
&St AR[SHREN 2e & 2% 7,243 Y22 F7t
QHCL CEsh Oj=d CHH| AlS| & SX|=H|E2 2016 0.15%
OlA 20174 0.18%2 F7I5IA2T, AXH SA &5 &
o2k B 50% Oz 1219 Hr SA ESAZH2 8
AlZte 2 FALE|QACHFKI, 2018). O|= 7|¥0j| CHsH O|sf &
ARl 277t CsiEol w2t 7|¢¥o| CSR Z2 1S &2
OfgZ CHASHA OrEsto] 2Fstn lu, 7|8 ARAUE
CSRe| ZRd1t HRdg 245t ASS EHELL

SHH, 2L ZHKO|X ARIS XIHQ A S
dolg crgstn X&E0l NEAME SXstn ct =2
O|= AHQIS| 20174 O (FHWE L JHUA)S Fid CHy|
27% SI7tst 119.7x o2, 2Z|Lt2t B2 GDP(1,730x
Q| 6.9%E XX| e, 1g2 HEA OiH| 1% St
12560 Yoz 2|2} AN ESQIT(2,7758 B )2 4.5%
£ APX| HCh defLf of2{ph ZAIO|= Aol | 2
S8 L UCE JHYHEOl 15.3%7t JHUERRt =5
A ZRO| A1, 2| =FL2 VYR 7HyEa A
2| 27 (68.6%) X A& FF(77.3%)0| ZoHA O AU
Cto B O g, 7HEE2 M2 A (33.7%)2t A8 +=F
(39.8%)0| Xzt A2 HIISIY ZtWALAX; 7+ EH ot
sl XtO|7t =OICHMinistry of Trade, Industry and
Energy, 2019). O|= ZZHXIO|= AtO| W=AH H&stD A
g2 SO Zof| et ofs 2tARFESl Ate|H Mol Chst
CHefet @717F 7Kt QU0 ZRXto|= A0ofA CSR &
S0 CHH 17t A MO| ER3SICH= AS A|AFSICE O|2{%h
AR|E 70| & 83t7| 250 Z=aiXiol= J|YEE B
E O|o|X] HME Sl ZYELE MR st CSR
252 TSt UX[H OFF2 Bt M2 £=FO|CHLee
et al.,, 2010).

X|gst 4 sHoM= CSR &&9 5240 HE =+
QICKKIm & Cho, 2014). Q{L}SIH, AH|XM= M 2Xo 2 7|
2Lt AMigsS St 7|90 3EHe "HItE Sta e
7H4e E2 AR MAS Ciske Aot 7|go M Z0|Lt
MH|AE FOiSt= A2 E LIEHRY| WHE0|CHBarone et al.,
2000). E3h, ZXIO|= 7|Qe| AR JHYERo| H gE2(H
o dRZ QIS Ate|H MQZ CISHX| Rdte 7|0l2t=
CIAS 7Y HO| MO{ECHH, EHEO| Cis 2% 0|0[X|
£ Mo En 2 FHEE ZAA EICH(Lim & Kwon,
2017). ZRXIO|= 289 4F 20212 MYHo| UHZE &

lo
>

Sh A7 BAS QA[SHs ZO|Ch JHUE Dt TAE Tt
=0l O|0|X|of Mat ZapE 4 U0f JpWEELS CSR ¥
£o= 7|9l O|0|X|Z K|Dslo] JpuERe JlaETIo| B
718 ZAE HMESte A0| ZRBICHHan & Yu, 2010; Lim
& kwon, 2017).

JdejLt X[ S| 7|1E AFE2 AH|X(2] CSR Q14[0] 7|
2o Bt O|OX|E 7HMAIZ| ZutHoz ZFFGutet
AZOIM Z1Ze| XI/IE =XF0, AH[XtO| M Z0i| CHeH Ef
&, P 8 B3R YA g 0X=XE dhHE/}
CHBrown & Dacin, 1997; Forehand & Grier, 2003;
Bhattacharya & Sen, 2004; Hur & Choi, 2014). =3t =
He| CSR Z=of ot Qa2 =Z 42| (Lin, 2010;
Vlachos et al., 2010; Hansen et al., 2011; Farooq et al.,
2014), Z=2| Xt A (Jones, 2010), =& FLA|(Jones, 2010;
Faroog et al., 2014) 52 Uj7§2 ZXo| Cist SHXQI Ef
=9 852 FIMA| 7|2, ZXBY, XL UE, Y olz
SNl YBkg O|X|7|E e 9RS0| F2 0| ROH
Ct(Peterson, 2004; Brammer et al.,, 2007; Valentine &
Fleischman, 2008; Turker, 2009; Vlachos et al., 2010;
Stites & Michael, 2011; Farooq et al., 2014; Choi et al.,
2017; Kim, 2018). t2kA 74l =Fo| XtR0|A AH|XIet
SYRQ CSR 242 IFHQ JAYUE EEste A2
=22 7|8 YRHez: 3FAC e X ez o
theh &= ULk

izt B2B ORH|E B0 CSRO| Ofs] 2AXtS1tel
H7|Hol B SIS 93 0pE BEO= QlAlg|n Qg
(Balmer & Greysner, 2006; Han & Lee, 2016)0| = =5}
1 ZHXO|= ZHYE QL JHUE ROl 2AOHAE KA
O CSR 7= O] S¥UCt O|H ZFHOM & AF= A}
O|= 7Y 250l AXZE CSRi} HOfFo|H CSRE MAH
+2 NASHH ZHYHEol AME TSt AtelX THEEO| OfX]|
= G2 D HSIAXF otTh. o, AMA DR ALK O
Zo| Antz FYEE NMASHY 7IYZ 22| CSR &#30| 4
HA o= AR IS Oj7HE 7tUEe| S4=0| o
ot S O|X[=X|E SISt A} SICKFigure 1 &), OFX|
ooz = g9 AnE Ef|2 ZHKo|= EEHO| CSR
gs0| 71UEe A HEN, dsH U327t HE =
UASE SO & = 70| Cer Mot Z2HX0|= 7Y

S
o XSS fleh & FH AAEE MASEL St

> ot 02!

n

2. 0|2 %

2.1. 7|92 AMfelH MY

71l AtelH M2 Z|H0| Ar2|of CHSH £ &= 2
(social obligation)2 22| AlZ|e| EXu} 74K|0f Se= M X
FFSIAL 2ot MBS SHALE, dsdE Y
7|g010| o] 2HE o|0|StH “Z3X(public responsibility)”,
“Ar2| & 9| E(social obligation)”, 12|11 “7|2 &£ EHM(business
morality)’© 2 7| E3}3HCHBowen, 1953). O|2{st 7| 2| At
ol Mo et AtelH of R29| 7§ Hat= o2 ALXIO|

oF o o
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Olel| HHOFE 0 A RACHBrown & Dacin, 1997; Carroll, 1979).
ESE Carroll(1979, 1991)2 O|2{st 7|glo| AMelg & o
HEe W 7k /= 5, ZMA MY, g MY, R2|H
Mol 127 HojFo/H Mooz 2 280 0|5 m2n|=
TEE MASHACE A SR m2t0|= Tl AHE MY
CSRe| 7h% 7|xMQl ECj2 F50| ZHN + olg cfst
Sk, Ef 7|gurel BN ot R{IE RAISHH, 28 B

842 52 +70=2 RXsl0] XSHOE 0| 82 BB}
S 2ig Lpict. & WA D20 Bl BE Mg2 Mol
Il AS F4ot0] 4 Bl MHIAS 3 Fots F BNl
7|94 A 210| {00} $2 LEBICL Al BN T2A0|= ol
g2y Moe Jlgol BEE LY ol R2l RYL
ERRlstR| 9k Afel 7|9 Al Dloz AN et Rl 7
#o| Jcjol £ S3t0f 7|YS 2FHOF T Mol ALy
m2H0|S A4 0| SIKISH SHopFOlE Mol2 Apslol stof

zo|s, AM 7|cjo] &
NECE L E-P]
HaAxtet SYYS0| M

olo
oF

O] &= 0 £0|Lt SAH Ol &2

XS XY HRLIE[Of A
FEOl EO{5H0] X|FAt2|of “&f
of Z'g A7 &ES Ui}

CSR &z & 7| O[o|X| 7H41p AH[ARS| HIZ0
Oist 3dXQ Bz & SEE0 S 0[X|= Ml H=Ct
(Brown & Dacin, 1997; Bhattacharya & Sen, 2004;
Forehand & Grier, 2003; Choi et al., 2009; Park et al.,
2012). DL ZEixjo|x= 252l CSR &=0| 7HYE el AX|
A OHEDF TYACE ool Pk O] XICKShin et al., 2000;
Lim & Kwon, 2017).

Carroll(1979, 1991)0| £ 23} 47}X| X2 Q& O|sf o
AXZE 710| e T, |elHL2 ZHEA 4Ys
=7t 25 AE7|17L HEN, W FEUSEA T
2 XO ¢IXgt= o A7t ACHLee & Choi, 2010; Hur
et al., 2014; Hur & Choi, 2014). 0|0 & HFO|M= MH
A7E ECf2 CSR BES 7IWHO| ANE 4 Ut 271K
Al =, TaKo|x SOl QX & Qs HMH M
3t 2 A CSR ZEQ HojFoly Meloz £ RC

b

re

et U]

[o
o

211 ZHH MY

il

gate| ZHWoM Lot /E FAIGHH, 28 Ba2de =2
4+Z02 QXS0 K4XHoz 0| 83 HESE US wel
CHCarroll, 1979, 1991). E3k 7|Y¥S 2 DIZK Q| ZHMZH|
(7L 219, 7HA) & 7|28 ZHERIEM Mstet AMH|A
£ Mistn 5 5= o2 8ol o 82 SCieste 08
2 BEY} of st= MAS 7HX|n A2, ol2{st 7ol &
| Mo BS2 70| M KA EX$0lE, SR

g, =YdEEN 3dHel P2 0| XICHMaignan et
al., 1999; Maignan & Forrell, 2001; Park et al., 2015).

ZHAO|= 7IWE R 7t A H™dar FX[of
st oAtd™dES & [ , 7H2fH|20|&(transaction cost
theory)0l 7|Z=35t0] OJAMAEE BHCHHuo, 2012). H2fH|E
0|22 7|90 XX PHE U YEZNI JREIS 5
ot 2f2to| 7eEfH| 82 H| Wdt0] HiFez R840 &2

XS FYBCH HO|C} Coase, 1987). 5 7| HH
2olg 98t =S X&ol0 BNl A EAS it
DA =em, AP BAS A% SATA| ofR: AN

O|ut H|EZ H| woty ZFSH7| ME0| ZXO|= 7HY
259| NN M =HE52 7IYFEINe HAE FASt=M|
=3t goloz HOIC}

Luo and Bhattacharya(2006)= CSR Zr=1t A|Z7HX|2t
of Ao Tt ATOYM CSR BES T AVELE SHAA|
710 0 02 AP Z Mdts A2 LtERRCE E
oh ANE M 252 REo oot ZUAS2 MRIE A
15t 0|2 o|EE ZAA|ZICKLee et al., 2012). Weber
(2008)= 7|®o| Atz|H M 2=0| +=AHE0 = 20| &
M HHE JX|Q| S0z AL FEgE & & ULt
SHICE M2t 2 AN ZHA Mele 7Tl X| 45t
= 74| Cfst 71250l = &ES ot =39 Fk
2 Fol| YUt

2.1.2. BlofZ=o|™ M Ql

HIofF=o| & M2 Atz|o| gtofFol|M, AMHE J|CHo| £
50 === 0| 20|L} 3¢ O 22 X YSHAL 35 nFY|
2 X|3sto] X9 ARUEO|N ZAXIt ZSLRASO| X}
Ol &Oj5to] X|YAtZ|Q| “afo| &'E THAIZ|= Xt

A 232 UL XGAE|e| YHE oAt 79
ghofFold MY a2 siY 7(¥el HE Mo 3EE
gdek2 TN, T Y| Folst ¢S FCHMaignan
et al.,, 1999; Maignan & Forrell, 2001; Pivato et al., 2008;
Lee et al., 2012). =St SU/ASO| X|HAS|0f CHEH Eloj
Zo|M Mol HES AHKISE 31012 8T 7|20l I
QI O|O|X| ¥@MO| FT= F=Ct(Hess et al., 2002; Park et
al., 2014).

Mo r>x r& oo
ot
ol

IZRIO|= A& B2 7MY=ReL 7HYHT| Aoz 7|
o2 0] BOX|E SdZACE MY=R= 7HYHO| CHoHo]

o=

JIMERO| M E1F MH|A, dF Lo, A2 o=t 4
HEHE) AEHE| 52 M35t 71UHEE2 10| Chshof
7t2 Jtdd|Qt 2 HEIE X| FFCHHur et al., 2018; Kim,
2018). 7IUHE2 JtYELRO| HH(EUE)E AHESH| ME
Ol 7t¥2Rol HHe 0[0X|= 7HYFEel AF-duo| Fg
20X, Ol ZutHe2 J7HYHO| 7Y 22t MA S of
FE %S H 383 IS OFCHLm & Kwon,
2014). M2t Z2HXIO|= 7|)o| AL 7IUEETL Atz|9|
Z|thol = O|X[= HgE2|HQl dEZS 10 AH[AIEZERH
AME|Hoz MY = 4F #F2 SHA| Rl 7Pz
QIAEICHH, ERHE O|O|X|of 27Xl Fee FH (0] 7t
WEIte| F7|X[gdof 28Eel FakZ O] ICKLim, 2015).

Mohr and Webb(2005)2 7|2o| Atz Mol =zab 1
20| wk S| A O| B ATOM, DHSS MBI ol
BE(HOjZIE Mol SAN MA)S Y w2t 7|Y
of oeh SBHOl EfE=E XLn, MES M et 0f Al
MOl HES UK ¥ 7|0l X EwCt AR|E HQl
252 T 7| M ES H M=o AR LIEHE
Ch. mEtM & ATF0IAM 2ofsFEolX BHE2 7Y 271 o6k

—

=
S
=



28 Soon-Beom HUR, Yong-Sook NOR, Debora LEE / Korean Journal of Franchise Management 10-3 (2019) 25-35

BARES QY2 AHES =8 FELt X|FA=(0f o
ot 710 =2 Folx| ALt

22, A o

oA pHE2 EF 42 R0l Ao J|gatel eF
Ao CHet 2E ZHOIM "IKSH Aut 2 Bl 3T™H
ol MMH A Ef2 7HO|=ICHAnderson & Narus, 1990;
Dwyer & Oh, 1987; Ganesan, 1994; Abdul-Muhmin, 2005).
A BEEE F7IHQ OPE f6f d= dHE FIXISa,
A2 BAE XFAZle O =o7b cto g = ALk
(Ganesan, 1994; Hur et al., 2018). 12|11 TS 7|y}
el OHEH s 240 2to] SdE, A2, 2|1 FI|X|
A0 g2 0| XICt SR CHAbdul-Muhmin, 2005; Anderson
& Narus, 1990).

42 7Y 2o A DHE2 A2 Jriiatel 2HA oM
dHHQ Mg dXxsts ZMA o= HIEMH HE X
Xole HEHN Oi=Eoz2 2% 4= 9l omM(Gassenheimer
& Ramsey, 1994; Geyskens et al., 1999), =3t OiZ, O|&,
ol S el Srignte| HARLE RYzl= ZME Jutof
Oist 42 74Ul HILE oojsh= ZMA otEat 0k,
718, A2 & ugh e doAkE Ao et 42

TH0| A2| ASIH ZB0M0| B olojote A ot

. T =

Eoz J1E3I0 HO|=ICt (Geyskens & Steenkamp, 2000).

221, ZHH O1E

dHE S22 REEE IR0 A Joigiatel A
ERH 2Mst= OiF, 0|8, &2 S EMA =0 st
"WI4NE USIHCHGeyskens & Steenkamp, 2000). = 7}
HO| 7ty 2oL AN LMSt= OiF, O|R, €2 & &4
H& dutof cist SEAQ B7HANE Yo, 7MW E 2Tt
FAlS= ZHYEO it 25 OIS A|A2 7IYHEAM 2
XA Mdikeconomic outcome)E ZItA|Z|A k|, 1 A
o2 JtYEol FMA PEEE =0 F = UCHKIm,
2007). m2tM 2 AT0|ME dNE SRS 7HYHO| 7ty
20| HAZ gdlst WFEel dutet O E &S0 Cf
of X|Zst= 200l Chet "7t2 Fo|E|UCh

222, AIB|X Dt=

AR BHEE FEEE TR0l AHe oTidiate] A
OlAM =ttt 7|18, X2 S
Aol et 22 TR Atel ME|F FTHOMel HILE
M O|=ICHGeyskens & Steenkamp, 2000). & O Atg|d &
oMol Al2lH DHE2 MDEE ZAde| BUtE Fo|E Dt
(Crosby et al., 1990; Scheer & Stern, 1992). EESH Alz|™
Aol 1ol PHESH 22 FEREE A Hoigat BAE
W, S Udt= Z40) ZHAFSHCHGeyskens et al., 1999).
Yu and Han(2009)2 |&4E T4 7to| Z7|E oA
£ T 55l o= HZYEel oA & Mefat g4 tH1H
Ol ZMX OIEWCE Z O QIZFH0|T ARZIHOl BH oM

[

HIRE HIZMH(ARN) 2E0] O st dAR0l02tn
FYUCE WMt 2 FF0ME AllH 2SS 7HFO| 7t
=Eete| H2EE AN L= 2
HElH 2780 tiet B2tz Folx| /At

rr o2 A
1
I
M
ofM
of
o

N

3. B8E

8= 718 2 Ao 2o/H el Bt 1 HRX|E
ol Z71Hel A2 2AE |/X[Sh= O 2Rt 7HE 38
st QALCHDwyer et al.,, 1987; Fornell, 1992; Biong, 1993).
7| ol Cist H2f& Q! ofAteEot ofu2t ZEEQl oAt g
osle o= H ZO0|Lt MH[A0 Cfst Ao oEsh 0 2
ol EY A E U MH|A0| Cfgt K&EQl 2of o|EL} FH
slz{ st o|=E 9|O0|stCHHoffman & Bateson, 2011;
Ha et al, 2016; Kim, 2018). E3t, =M= 1tAH9| Fof
A0l ™ o 2o SE O|X|= £EHO| EITH(Bubb
& Van Rest, 1973). 547 &L= A2 SEYEOILL A
HIAE ALSH0 A2l = 05t s 2|2t =g #HX|
St= Aot g £ UM, Ol 7IY2F0f st 7HYH
Of BHEI =25 THUERL AAYBAEZE AL |XIS
H g 01, ofjd] ZHYFFOIA o XY AbEtA Ll Ity
2E 2o¥oz FHE AO|Ct

Mt 2 AR0ME SHEE JUH0| Ojaiel ATYH
JIUEFOIA ¥ T AATAC| Y JfUERE o=
FHotis olzot #Xlo| YRR A B2 Al KA
2 = o2 FOF /UL

Economic
Satisfaction

Philanthropic
CSR

Social
Satisfaction

Figurel: Proposed model

3. A2
3.1. GiE7H

314, ZAH MY wopRo Moo
X BIE0) oKl ¥

= oo

BN HE, At

7190 ASIE MYl HES IBIEEE £0|A(uo &

oM
Bhattacharya, 2006), =Z| AZ|E Oj7j2 ZMZ o o=
of grofFo|d Ml =HE2 AE o= |foloh Mol d
AL JASE2 EOFCHLee et al, 2012). ZNX MY 2

=
S2 ZNH Hnjol N FFS 07, sopFolX A

=
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2 g32 SYHe =% ME =) 3212 7| o[o|X|
g0 welst gof FFE OKl= A2 LIERRC

(Maignan & Fell, 1999, 2001; Pivato et al., 2008; Hess et
al., 2002; Park et al., 2014). 3t 7|9 Alg|X x| =t
S2 AH|XF SLA| (consumer identification)E Sl of & 7|
ol 2o/HQl Ef=2t BIIZ O|0X|1, SYA|E LAH[XH=
s 71el HME=o TES 7L 540l =A HEHC
(Bhattacharya et al., 1995; Bhattacharya & Sen, 2003;
Brown & Dacin, 1997; Sen & Bhattacharya, 2001; Luo &
Bhattacharya, 2006).

mEtd & AFoME ZHE MU ANE AR TS
of HAE L2 &2 7HHEE HASHACE

u]

==
2

H1: 7I8=50] ZHY MY 7 B THE, Ab

ol
O

[e)
o B0 2 e Bare A4 Aoy
Hi-t: Ji200) RN MYe Tl AN oiE
of X (1ol ¥&S 0" Holck
Hi2: Ji=s0] AHN MYe Il ARIY SIE
of X (1o ¥&S 0] Holck

H2: JlR o] SHOpolE| MRl Jjuol ABIX B
of (1) FeS ol ™ Holck

3.1.2. M EL A=Y THHO| SYE0| O|X|= Sk

S|
S 70| BHES D A2 8 Y 7|l st S4Ao|
A (Bolton & Drew, 1991; Oliver, 1980), 2&%
SlH(Szymanski & Henard, 2001), 7|740| 52 7} 4 & X|&
l2{10 StCHHomburg et al., 2005). EEsH 7| 20| 10 ZHo)| Cf
ot IR E =0|H Y& AFYIHK|ZL S716tn o35
E(cash flow) =F= =7 FHE = U= A2=E LIERC
(Gruca & Rego, 2005; Fornell, 1992; Mittal et al., 2005;
Luo & Bhattacharya, 2006). Dwyer et al.(1987)2 7| 7t
weto| ThEA A2t of H wEhY BAE X|EHMo=Z |FX|
7] QsiMe dHE BHEDF ARl 2HES0| Mlk|l= Ao
8%t AC2 LIERICE ED ARR|E 2AQ| dutof BHE
otd2 T2 Ao ST HAE Ha, 34 Yote
20| ZHAFSICHGeyskens et al.,, 1999). ZaMXIO|= 7=
2ol Ap|H MY 2E2 JIY2Lo| O|0|X|E M sy, 7t
=50| E#HE 0|0|X|7} FOFX|H 10 20| BH=E CESH SO0
7tWEo| ZMA dutz =ORK| 2, ZHYEol THACto)| TSt =
HMEQl =& HO|= A2 LIEPICHLIM & Kwon, 2017).
mapy 2 @ToIME CHRTt 22 7S RIAISHACE

ro
4o
gl

Ha: Jlwel AN o
A zo|ct.

He: 7}UE0| A% ot
A zo|ct.

IR
rlo

=0 g (el s 0|

IR
rlo

=0 g (el g 0|

32. giso| 7

= AF0ME HEXIE ARSI a7 mynt dFE 7t

HE ASSIRACE 2K [0 AH8E ZE 2=2 78 2[HE
He "E=H5 J"X| QYCPolM “78=01* D1 HCPE 57
[ RACE

M, 7|2 Ate|H M2 ZMZE MA(77{ &=)at 2t
OfFo|X™ MAABH &) F 7K SRR HFEJALE
(Carroll, 1979, 1991; Corson & Steiner, 1974; Lee et al.,
2009; Ostlund, 1977; Lee et al., 2012). A& D=2 7t
WHO| 7IYZEoto| AR Lhlst MFHl ditet O
g 230 Cfsf X[Zst= Zotol| Chet BItE HE5H7| ¢
o 570 eEez HFEEI/ULD AR[H DHE2 J7HWHO| 7ty
=200 42 EE AN Lyl =H0|1 EFSHE
HEH 2o ofgt BoHE FESH| Qo 57 2=lE2 &
MEL|QACHOliver, 1980; Gassenheimer et al., 1996;
Geyskens & Steenkamp, 2000). 12|11 SMHE= XA 9f
Lot H o2 HFEUCE A o== Q| 7Y
2ot AT 7 Al WAL =5 FHSH| L6 27 &5
oz =EXLC|RUCHLewis & Lambert, 1991; Ganesan, 1994;
Kang et al., 2006). =& oz &= 7}WHO| O24o ZIA
ZHUHETOA o AL2A 0 U VYRR E R2ELE
T o8 S| Qoh 271 2= 2 FYL[RUCHBrown
et al., 2005).

33 HEedA W 2AYY

2 gF0Me g7k HB5E RI5H0 24l ZXO|=
HYFHMER )M 2 T3t A= HAOLANG ol
Clatoz 2018 58 1LEEH 58 30UNK| M2 ZAE
Algstgion], & 251749 B20| 3|4=k[0f 2 Mo &83}
RLt.

Eoh SME X 2EE MOH7| 9I5t0] SPSS 21.01f
SmartPLS 3.0 T2 124 0|28IQULCt ZAFCHAKIO| HHHA
42 Hz2Moz mMoRIYn, B NMUZE AN
QIS Azt Bt GE, SHOIY QolsN U Amp 2N
So| FYEl = HotEl H7mY AZS Yo 1x BHEA
(Structural Equation Modeling, SEM)2 A|H3SISICL

4. A

ol
1z

[=]
L

gt

—

41. HE°

e
]

£

2 olo| QEXF 25130| Aty EMS <Table 1>7}
2ok O, MBS HANT3T%)It HRES AX[SIYC o
22 40CH(48.2%)7} JFAH kT, CRSo=z 30CH(27.9%),
50CH(12.7%)2| =2 =2 LEFGCE ShE2 44K Z2(39.0%)
0| C}S o2 1 Z(34.7%), M2C}S(23.5%)0 =0|9iCt. =
el £ 4~5% 0|3} (31.1%), 6~9F 0|5428.3%), 3% O
5H27.5%), 12|71 10H O|AH13.1%)Q| 02 LIEFGC) 7}
WL JHUTI Jt¥AE) 7|7t2 2 OJRH0] TH|Q|
61.0%E AtX[St= A2 E LIEFRC]
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Table 1: Respondent's profiles (n = 251) 42 =Y 3=0| EfE G MM HS
Frequency(n) %
cender Male 185 | 737 2 T0IME CHetE oz TAHE O Erelo] ThUKtelA
Female 66 263 S 2 M}7| 98t SmartPLS 3.02 0|23} CHHair et al.,
gggg % 287-89 2016; Park et al., 2016). X, Cronbach's 0@} TLAI7§
Age 20-49 o1 48:2 MZ| = (Composite Reliability: CR)E 0|23l HFLCHAO|
over 50 2 127 WA L 2rdE 58ste tald & 42 S <Table 2>
High school 87 347 OlMet 2ol , ZXMZA MY, HofFo|™ MY, FAMZF THE,
Education Two-year college 59 23.5 AR ot |, 2|12 =450 Cist Cronbach's o Zi2
Level Completed university 98 39.0 .866-.944, CR Z}2 .903-9572 Q7 7|&% 708 4
Graduate school or more 6 24 =X &2 71 AMZ|M0o| Q= Hoz LIERLC
nder 3 o o, A EiAe SHS| ol 4 ¥ e
Employees 59 T 283 B e gHoz TR0 AFOACL £ e £
over 10 33 131 ool E e =2 o REAZ BIIE[=0 <Table 2>04| M2t
Under 1 69 275 20|, 2} QQlof X M=l QO M X{ZfS 649 O|AH0|TH, AVE
Duration of | 1= under 2 B4 | 335 30| 609 OMOR LIEfZt QImErglol 4 & EfEHde
contract 2 — under 3 33 13.1 ol=rg|oict.
(year) 3 — under 4 21 84
Over 5 35 139

Table 2: Measurement model

Factor

Cronbach's

Constructs and items loadings| _ Alpha tho A| CR® | AVE®
Economic CSR 896 935 | 915 | .609
My Franchisor has procedures in place to respond to complaint from every customer (including franchisees) 769
My Franchisor strives to continuously improve the quality of the products(menu, food and beverage). 773
My Franchisor places customer satisfaction first and implements policies related to its. 821
My Franchisor has been successful at maximizing my profits. 751
My Franchisor strive to lower my operating costs. 649
My Franchisor closely monitor employee's productivity. 839
Top management establishes long-term strategies for my business. 843
Philanthropic CSR .905 911 | 929 | 725
My Franchior tries to help the poor. 841
My Franchior tries to contribute toward bettering the local community. .857
My Franchior tries to fulfill its social responsibility. 881
My Franchior tries to accommodate governmental request. 853
My Franchior tries to accommodate requests for NGOs. 823
Economic Satisfaction .866 878 | 903 | 651
After contracting with the franchisor at present, I feel that I am satisfied with the sales and 817
profitability of my franchise and have business feasibiltiy. :
The product quality provided by the franchisor has greatly helped to increase the number of 701
customers, so I am satisfied with my decision to select the franchisor. )
The number of customers increased due to the thorough support system of my franchisor. 829
The active marketing activities of my franchisor are very helpful in operating our franchisee. .845
I am satisfied with the publicity and sales promotion activities supported by my franchisor. .798
Social Satisfaction .867 .883 | 904 | .654
The business relationship between my franchisor and the franchisee is friendly. 801
My franchisor makes practical advice and criticism friendly for the operation of the franchisee. 697
My franchisor respects the opinions of the franchisees. .803
My franchisor tend to tell us everything we need to know about operating the franchisee. .868
My franchisor kindly explains the background and reasons for the proposed management policy. .862
Loyalty 944 955 | 957 | 817
When the contract with this franchisor expires, I will contract again. 938
Even if other franchisors offer good terms, I will not switch to other franchisors. .889
Even if the contract with this franchisor expires, I will think of the current franchisor as a contracting 904
party prior to any other franchisors. )
I will tell others about the good points of this franchisor. 910
I will recommend my current franchisor if others ask for advice to choose a franchisor. 877

3CR: Composite reliability, PAVE: Average variance extracted
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THE B2 Moot ) E 7o 2 MEEA R HItE|
0|, <Table 3>0| A2} ZO| Fornell-Larcker 7|ZC 2 ZAS
, AVE ZfO| Nl &2 Zt0| & #&tA A== ZtECH3
| & CITEHR 7ol & 2HEtA| 2fel X5 240| AVE

==

N
;m.u...
= Ll
mo
e}

42 o2 LIERL} 2t QIREKS| 7ro| B Ef Ty
US| ULk EDE A Ao O ZY-HEY 9 H|
£ LIEIL= HTMT(the heterotrait-monotrait) ZiS A&

m! o rlo &Y = 1ok rjr
HL
~a

B

227-696(p<.01)2 LIEIL} THe EFEHES UBEQUCH

43. QIR So| W7}t

2 ¢l SmartPLS 302 AFEH0) ¢ BHES WK
%Lk PLSE £A HYRO| D) 3 EE PEOKE 24 3}
87| 9ot A0 X &kt B A HE(Chin, 1998; Vinz et al.,
2010; Park et al., 2016)02 Cr21} 20| W7}z QATHChin,
1998; Hulland, 1999; Tenenhaus et al., 2005; Hair et al.,
2013; Park et al., 2016). HX, M@0 ZHSEE
<Table 4>Q} Zt0| HIISIRACE AWM, CHesMEE E4HEE
L Ql(variance inflation factor: VIF)E F3510] Xl CHSt=0| &
AHZHAEQ Ol(variance inflation factor: VIF)O| 55Ct 2t0f Of 2
M7t gict 2 HT0|A= 1.000-1.668Z L}EIL} CtEaMM
A7 gle A2E LIEMRCE W, fSHTE SEE 9
of Ll H==0| dHEHZ LEILH = 2-AFC R 42 A8
st & S70IM R g2 dXE TR0l 0.141(14.1%),
Atg|™ BEE0| 0.187(18.7%), 2|1 S8 E+= 0.160(16.0%)
2 Falk and Miller (1992)7} ®|A|3F .100(10%) 2L} =2 L}
EFSCE Chin (1998)2 M3 37|9| 7|&E .67(&), .33(5),
A9(CHZ FIA| BIQICH. AW, CiSMTZE WIS )
AFRSHE LjMMA0| 5 BMS LIEHHE 91T CH| WX} B
EM49| & E/Md(construct cross-validated redundancy; Q2 #t
2 02CH3H o ZMSYEI e A2 MLHEICE 2 o7
OiM= XA 2HF0| .082, Ate[H 2HF0| 108, 121 &
drz= 1182 LEH} O MY Eo| 7|&ES SFAIZICL

1

Table 3: Fornell-Larcker criterion
Item 1 2 3 4 5
Economic CSR .780
Philanthropic CSR .633 .851
Economic satisfaction| .375 282 .807
Social satisfaction 408 .368 577 .809
Loyalty .567 190 374 331 904

* Bold numbers indicate the square root of AVE

Philanthropic .
CSR

*p<.05, **p<.01
Figure 2: The estimated structural model

5. 7Ha 2
5.1. AF7HE HE

TUKO|X JhWR L] 7|0 AL MAZHE M,

grofz=o| & &Ql)o| JtUFEe| AXAE BHE, AlR|A ptE, 1
2|0 SEE0| 0K +x=H HAE AS Zit= <Table
4>Qt ZC}.

H12 ZZXto|= JtWEEo| AXNA Melo| JtyE™ol A
HN&E RO AMRA oEEo| OiX|l= d'E ABoH7| flst
Zolct. #EZ 4dut, ZdNE MA2 ZHZAE [HE(B=.375,
t-value=6.696, p<.01)1t AtZ|A THF (=292, t-value=3.829,
p<.01)0f JFoIotE (ne FE DXz A= LIEHL},
H1-1, H1-2= X|X|7} £ QIC}

H2= ZRHXIO|= 71250l BIOfZEo|X Mo Alz|H
THEO| 0iX|l= g2 dBSH| 9T Aoz, 45 ZAu, &
OfFo|  AMQlo] Atz|H DHEO| E (+)9 /o™ FTHPB
=183, t-value=3.058, p<.01)2 O|X|= Ho= LIEIL}, H2=
K| K| = AL

t
flot Aoz, M Zuf, ZHFN UtE2 SMEo F (he
So|™ HsKp=.274, t-value=4.043, p<.01)2 O|X|= Ho=
LIEFSLCE 2pA H3= X|X| | QAL

Hi= AfR|H BEEO| ZEE0| DXl 2 4557

Qlet A2 2, AT Zu ARlH BHEO| ZHE OiX|= &
St X (4)0] QO Yt (B=.173, t-value=2.105, p<.05)2
OX|= A2 LIEtL, H4= X[X| | QAT

52. &1t 37| (R) £

@1t 27| (effect size, ) 242 B4 B0 s S
WSO MTIY EDIE LIEFLDI(Chin, 1998), N 7IEC=
=220 02(4), 15(X), .35(C)) EICHCohen, 1988). <Table
450 A9} 20|, SBIA0 AT MY(164)0] FHHAol
ZAN BiS0| 0Kl it ol F20|T, BAES A
§ BIES MEel| AP SHES FAH MY wopFo
 molo] Bl 27| 242t 0631} 0252, FEHA AR
N oisof Cfst SYws FHN Melol mm Avls B
oelo|n HOpFON MU He oz Ljepict. 12|m
SHE0| it FNN BIET AN SiSo| Ent 3vls
212t 0601t 0242 B F7t O[St LiERKC

2 Q7L mAK0|x JBE Lol AN MY BS(ZH
X Mol HfOjFOlX MoO| FXH BED A BHES
07l BHHE0| of ngt AL OIS Moz o
Sotgict Olzfet £ 4 ZIIE Eff2 ZA0Ix JuEe

of MY M wE ojFolN MY TS FHH o
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Table 4: Standardized structural estimates

Paths Estimate t-value p-value f2 Results
H1-1 Economic CSR — Economic satisfaction 375 6.696 .000 164 Accepted
H1-2 Economic CSR — Social satisfaction 292 3.829 .000 063 Accepted
H2 Philanthropic CSR — Social satisfaction 183 3.058 .002 025 Accepted
H3 Economic satisfaction — Loyalty 274 4.043 .000 .060 Accepted
H4 Social satisfaction — Loyalty 173 2105 035 024 Accepted
R’ 0
Economic satisfaction 141 082
Social satisfaction 187 108
Loyalty .160 118
f2:.02 (small), .15 (medium), .35 (large)
i MR RS S7H 7|0 JHYER0| Cieh 7HlEe o2 Qo XSHe M AL oA E g8, d2l1 5
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