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Effect of Online Food Service Franchise Experiences on Satisfaction and
Revisit Intention: Application of ANN Analysis
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Abstract

Purpose — Every company studies how to attract and retain new customers to increase competitiveness and profitability.
Companies establish strategies to attract customers, secure competitive advantage and generate revenue. Businesses
are looking for newer and better ways to differentiate themselves in the marketplace. One of the requirements for
service differentiation is to make it a prerequisite for an engaging customer experience. Customer experience can be
attained through service experience. Satisfaction determine whether to reuse the food service franchise. The purpose of
this study is to investigate the effect of customer experience on the satisfaction and revisit intention of food service
franchise. In this study, customer experience consists of three attributes such as service environment, food quality, and
price fairness. Also, this study is to identify the importance of three service experience attributes of customer
satisfaction and revisit intention using ANN (artificial neural network) analysis.

Research design, data, methodology — The survey was conducted on customers who have visited franchise restaurants
in one month in order to examine how service environment, food quality, and price fairness have been influenced
customer satisfaction and revisit intention through online survey company (SM culture & contents). A total of 300
representative surveys were collected. Of those collected surveys, 26 were not used due to missing information,
resulting in 274 as the final sample size. The sample size was more than 10 times more than the number of variables
used in the structural model analysis.

Results - The findings of this study are as follows: Service environment and price fairness have a significant effect on
satisfaction. However, food quality did not have a significant effect on satisfaction. Finally, it was found that satisfaction
had a significant effect on revisit intention. Meanwhile, according to the results of ANN analysis, satisfaction as a
dependent variable was found to be the most important in male price fairness and service environment in female. Also,
when the revisit intention is used as a dependent variable, both male and female price fairness are important. Also,
when the intention to revisit is used as a dependent variable, both male and female price processes are important.
Conclusions - First, a restaurant franchise enterprise needs to manage customer service experience. Customers should
strive to eat and enjoy at a dining franchise store. Second, it is necessary to design a food service franchise shop as
a customer-oriented service environment. Franchise companies need to improve the environment so that customers can
use the store conveniently. Third, the restaurant franchise menu price needs to be cheaper than the alternative menu.
The restaurant franchise menu needs to be constructed with a popular menu that can be used continuously by the
customer, so that it can be set at a reasonable price.
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J|= Dol Q| ofL
2o| QXIS 9B CIYS HYS S0l 4 24
0|12 QUCt(Prahalad & Ramaswamy, 2004). EEst nZ2H &
At 2 MOQIE sesin 4 oAg HESI| YN 7
2 Al FHOIM Aot = = O MEX L2 HHE
o|-_T'_ ICHDu, Yalcmkaya & Bstieler, 2016). 1S LX|gt
= Ae LY oM Kgzte MEH A SEE 7H*3+04 ot
HYQ N FHS oot TN =Hez Ues Aot 1
gLt QA Y2 20| H7| WE0 Al ZoA2] X Eat7t of
B2 ool HESof mEt MH|A SHEE T MAF| 1, AMH|
20 Cheh 4H| & HO| A} Hoto| Q% Q0l0|2ls AS
OIAIS}D QIC}.

=99 MH[A LHHoM BYRI0| SIKt e a7
ol f7E FFAIZ|7| /g MH|A7F Easi, 0IE1°P 27
2 ZZTA|Z 4 Qe Hi I SlLp= 70| MH|AZ H Y
SI=E St= 2 OIEf EEfEW DS flet 4 EE JNEst=
A2 MHIA HES 7|0fA S H=HA 2-O0| &f AT
QMANME MH[A FHO| ZQSHA AX|= 2 ULCH. =3,
ME|AZE 230 e BEd, 0124, HIgEld, dg[a &~ &
it 22 9oz oI5 MH|A 2HF0|M DZH0] AMH| 20
EH“ 49 X0 g2 0/X|1, 2 Zat Mu|20) oo E
7 Y SHEO|E P2 O|XICL [M2tA AMH|A 7|10| AH|
A SO DZH0| Xl’“h_ MH|A SHH0|| CisH 2 Sakg|
£ o EA st 7t o2 ob 2t ALOlCH
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|
t

I

X

MH|A Z e | 7t sROF Olfe AAHELH AH|XPIEAM
H|A CHOtOf CHSE HEE 25T = A2, O|F AtilQf 9
ANEEN 2 Y = Us MEHAHS ZFSHA 210 A7|
20|C}. E6| A-|H|A AH|lE= ™A AH|(static consumption)
O|7|£Ct =% AH|(dynamic consumption)Z & == Yoo
2 MH|2 7|ge AMFZAS =QI5t7| ot Chet MH|A

HIAEZ} ZQsiCt [ AMH|A 7|92 XFAIO| MH|A B
2HEQ Ozt 028 A S Olsfstn 0| £S5 A{H|A Of
HEHMES *E"“}O40F StCHChattopadhyay & Laborie,
2005; Schmitt, 2003). 7|¥0| 1Zio| HaE Z H& o|s}st
= A2 Y20 MH[29| oHAE H 2 80| Z5ict
(Chattopadhyay & Laborie, 2005; Schmitt, 2011).

2 G7S0| 2Hol d FHES AASIL U= =0
M 4 gof st A7l= 3 BN A LYSHATHPIne,
Pine, & Gilmore, 1999). A& 40|20 =2, R E H=
LA CHAOM 4 e ZX8l= Z40| &3} O (Andersson,
2007; Oh, Fiore, & Jeoung, 2007), A¥2 XK, ME =
= MH|AQL 22 FNH MI Z0|ch MH|A= MH|A XS
EOM MH|A HSEHpr 24 DS 025t HAE
m S™E=ol nzf 70| A= EICHPine, Pine, & Gilmore,
1999). MEXMO| MH|AZ} DZHO| 7| & QRE DHEA|T|
S g CjHel HHAE D20 2 Y a7E STAP|
= Ag SHEZE 3CHHemmington, 2007). }2FA AH|A K|
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T NS Dol FoiS S8 YN F@S MY+ 9

EE2 MHA SHEE2 MAAHGJoF STt (Harris & Reynolds,
2003; Mossberg, 2007).

T

MHlAo| £ 5 PEMNILA BN 20| Dol &
[ 7}):—!7Ho§ 4 ,:,4'6|-X| %"c'ﬂ-ﬁ ot _/'\_7|_ E.’ilif 12‘{% _I
H|AO| CHSH AES Edf QtE & 4= QlCt. 9|AI zsie _T|_7_r||

74

x—|o|-|:|- —|7H 74 -640" g|'6
CHAl Ol8 & 7*0._|XI§ 2ottt &, MH[A Ao aH =
de gdo| 523 922 517 [[H--Oil MH[A Z &oj T
st d3= X|&™MoZ 0|F0{XMO0f stCHBrakus, Schmitt, &
Zarantonello, 2009). T12{L} QI IZ2HKIO| =0 A 4 & Cf
ot gtz BEO| O|FROIX[X| S QULCEH.

2o Mela BAe 4 ol matct =7 Ltepdct
(Snipes & Thomson, 2006; Tan & Kek, 2004). B2 A710|
M Edat ofdo] EEE XNE|She Halof XHo|7h QAT
SHSCHLIn, Huang, & Chiang, 2008; Zhang, Cheung, &
Lee, 2014). O d2 & NiStAH HEE M2[St= ZE0| U=
BHHO| Hd2 71282 7|F0 2 YEE MeElsts B
0] QUCKHLI & Yang, 2015). AMH|AO| CHSE LWIHAMEE
Snipes, Thomson, and Oswald(2006)= 0{430| AH|AE W
A Eotste BE0| At FSIACE Mt & AT0|AM
oM -o| mfef QAIZEHXF0|=0| AMH|A Z &o| oHED} XY
2 ol=0| ojzt nZol AEo| a3t FEE O|X|=X|
otE7| sl o3 AI704':g(ANN. Artificial  neural
network) 45 0|83%10] SRS 2 MStaAt St

SiAmEKOI| Cfet 17 2 Ho| BET} YL ol
Of OXl= @2 LOor=E 4 Hof mat 12o] A 0| &
2tX|= Ztof oigt i Zite QAZXI0|= JHEEEQ}
U 2RI DMo|A of e S 4 H2 MSHof 5t
=X[0f TSt ORI AAMEE S g A0|C

i 0

2. 0|2 1y
2.1, QAIZEX}O|= MH|A 4

O E0M B2 14 Sd: dd0 5%t 28 a4
O|CkCaru & Cova, 2007) NS AHES £l 7|Y¥S 39|
HO[AL} H[ZoHoz 7|9y 4= ULt Of2feh nMo| B H
S Mol 7| ofnt BATF g & Utk 7|0 ofst
B2 ME2R AS HIRAL ST 7|2o|th. de2 2=
o BHS0| CHYSIL =, Off o2 ot E dd Ert O 3
Hmojn of ® zEe wEMel 2Y & At w3, Us
Ay e ZEHSEK| UOLA M ZOF 7| AR X| UX|TH, 2 H

a2 29ty 28Ut 7| AL|7| W20 5@ 20| CHol

AH|XES| 7| Aol 23150t MFE 7| 42 UEL SHE0
F&+2 O|ZICHOliver, 1997).

220l 4 o2 AH|XPL ME Ee MHAE FO§SHA
Lh AHIZ ) 2SI QAZHAO|x0| Chet FHe At
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=

X7 QAlZaNklo|= Of &S HH2sI0 AMH|A K2 A0

H
A
N &g ROjstol 2 1 wusiCt T2 BHe
Moz WME 4 AT AHKE HE ES AHAZ T
£)

Oi5t7| o Chyeh Xp S(Med, 21, CXel, £2H 5
=&l &~ QICH(Meyers-Levy & Peracchio, 1995; Veryzer
Hutchinson, 1998; Mandel & Johnson, 2002).

M2 0 gl AHNO| £ FE|Y MEF Ee= MH[AE 7H
T dee = UL E3h 7Y MSSe 2HEQ| C|Xt
ol A MM (BHE &, 20, 78, = 3 O E AHF
LIAOIM(EL, EEM, & AIOIE)E Sof 140 A ¢t
2 Mg £ UCE AAYo|A ol 7+ Y
1 Es HAEY 2Rt 7Y ! BEUEONM A
AY AHRLUEHOME 20| Hote 4% LHE =
(Meyer & Schwager, 2007).

MHIA B2 74K, 24, d2|n T H s W59z
LIEF-ACHJohnston, 2005). O|2{3t Zit= 4 S OIX|H,
WSH, d2ln MY g30l2te B ALl H| o ALt
2t g £ QICKEdvardsson, 2005; Edvardsson,
Gustafsson, & Roos, 2005). &2 HAJASHAM AH A2
AH| IPEDF AH| O|=0f Wilst= e iz HAYEC
(Arnould & Price, 1993; Holt, 1995; Joy & Sherry, 2003).
OldE 10| Adds Sdf &d4d, e, 22| EA=30 2
2 CHYo BtEo 2 7| Aoith= A4S 2|0|gtCk(Holbrook &
Hirschman, 1982). 0|2{3t O|]Z Jin, Lee, and Huffman
(2012)2 AEE dd2 =H4, ol &, 122 74 3
oz FEISIRLCE Mt & ATFOM MH|A ZH2 M
£ 2, O, 2|2 7t 38z F2& AL

Johnston and Clark(2005)= MH|A A ¥& 117ZH0| =&/,
A4, CHE 12, O2|a MH[A HEd 22 & "l M|
A 2 NAE 8510 4 Yole AR Folst /UCh MH|A
Z2MA 2ECZ Z U, MH[A= MH|A Z Eat
Antof st 2l Alo 2 FMEICHJohnston, 2005). 2|
2 U8 MH[A MYOME MH|A Z "L MH|A

| Alo] F+20| GiCL OIFE FOiste AALE

NEkle a0t 1o Z4d2 228 = giCh

MH|A St4 2 Almalixto|= Of el oI HZ|0{et 2 HE
MH|A& ZHOo|2t ULL MH|20| 2HE HEH T4
ol ALEHO| S5t EE= CHQIEHA|(Bitner, 1992)0]X|
o, ol2fst BAE
EICH MH|A 2+40] 7|

S ol MHA HBHYE T

o) of CHet n7Ho| IHH Aee &

=517 QoM =2 BFCHHOgstrom, Rosner, & Gustafsson,

2010; Reimer & Kuehn, 2005). Kotler(1974)= &7t =t4

O] 1o 3¥H Z4¥E =0|0, 1 2yt FOelE: Rk

oot S QU mMEkAM MH|A 2HEE2 AH[XRS] FHEE

(Harris & Ezeh, 2008) tE= FOiQ|=0f| 92 OX|= S8

A™Qaoloz HA|=ICHEzeh & Harris, 2007; Garlin &
Owen, 2006).

QAN MH|A A2 F2[H 2tFdd 22 Q0|E 7t
Ao, =, My, HE, F4A, 221 2& S1F 20| 2%
BE0O| ZSEICHKIM & Kim, 2017). Z12{L} M
of Fo| 2917|122 ES7|= O BL AH|
2 SH4e 0Zo| Of o S0 LEMEE AALE St L
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M7EX| 20, =77|1, E7|= RE 2+480| Zeh[0{0f SiCt.
Ol2fgt 2HEO0|A Jin and Kwon(2016)2 MH|A 2HdE F
A, gH], #2, g7, HF, 222 7[Rt 22 S2|H
stFo =z THX| S 2YE MH|A 240 Ciet 2
O©F Wang, Lee, and Kim(2018)= Q[AIZ2HXI0|=9O| A{H|
2 2t40| 22[H 2Hdat 297|8 Zeoict 5t gick
Hres AEZS U0l 4 AH(ad)ol IS 0/X|2
MES A™ K= S5 QQ2I(Kim, Lee, Kwon, & Kim,
200422 =22|N T¥Ho=2 2l = ™A Z H(Hoch & Ha,
1986)0t &1 = Ao oot ZH Mo Z A o EICHKempf
& Smith, 1998). &, H|&+ AT AH|XI HAEROM O
w5 S, MENSID, HoTHA SMEICH MEtM 0w
SH2 TUH YAEY FYo| 72N QARM 7HFELC
(Namkung & Jang, 2007). HF2&& &FE5= &40
5to] B2 SHAEO0| dFdliRtenl, HEEEe tHEEER
Ct= Ct 22H(Kivela et al., 1999; Namkyung & Jang, 2007;
Jin, Lee, & Huffman, 2012)2 2 =XEL|1 UCt OE EH,
Kivela et al.(1999)1} Namkyung and Jang(2007)2 S 4| =
2| MIE| 0| M(presentation), Ok(tastiness), 0| CHFME(menu
item variety) 3 X Hst 2L (temperature), Wang et al.
(2018)2 GF, 24, otde, FY, 7tA0l | wah X4, ot

kM, O{ZI0t0| |4, 12|12 Jin, Lee, and Huffman(2012)

S o, majde|oldel HHEN, Ol CH¥N SO DiHE
T2 £HelD AUCt. WM 2GRN KRBT O 2
goz S,

iy

7t 2 AH|XZE QA ZK0|= Of & 0| 835h=
2% A¥40[t;. 1 O|lfs WREQ| AH[XZL 7142
MH|A0f| CfSE 7[E22 ZHFSEa, MH|A0f Cigh EfE=Qf
S= Z2785t7| WZ0[tHan & Ryu, 2009). =, 7t42 7}
Xl K|z EES O|K| {(Varki & Colgate, 2001), 2t=qf
Mof oo e OXls F8% el (Jang &
Rosenbloom, 2005)0|C}. [2fA DZH0| 7} ZHSHA X|
Z}Sh= 7H0f kM TEPEQl pHEL HEO|= 7t EHEtEIc
(Bolton & Lemon, 1999). AH|Xt= X} AO| =8 7 5% 7t
Ag ot AHefoM 22 5= U ZOie| 0] 2s e
= 4%0| QCKSolheim & Lawless, 1996). [t2}A] AH|X}
7b MH|20f TSt X235t St= ZHA0| CHE SE5HA
il 7t8 =8 HRIE g2lfez ZFES| g MH|~
OFAIE S| MA X QI A7t HRdir)
2.2, o=

BEe ¥ Dol Fo) 87 WMo #A eao|t
(Mittal & Kamakura, 2001). 252 AMZ XSO|Lt AMH|A
o a7t 7|HE Z1SHe & EO|M LiEtLs AN BE
o=(Oliver, 1981) MH|AZ oj 3t T2 THAIN PoHE
b3 mf, DMO|A WMl =Zo|CKSenic &
Marinkovié, 2013). OI=2 7|CHQ} M1to| Xjo|2 HMo||Qf
X2 Me|A~ FEDF S22 XJ0|7F At MB|A FE2 4
0] w2t CF 2X] 4X|T BE2 40| Z AHoj| Qs Hd
£ ZAuetn & %= QICKParasuraman, Berry, & Zeithaml,
1991). Liljiander and Strandvik(1993)2 A{H|A ZZ! TIL0|

I



o~
N

= 8 ¢0| EQ5IX| o, MHIA HES MO CHet X| 4|
2 EMZ MHAE E7tE 5 AKX TH2 AZ40[ AMH|
2 ZHOM HIRE Hsi2tn 5 Act. W2t AMH|A~ FE-O|
S0 FeS OKl= A7t A& UL} (Parasuraman,
Zeithaml, & Berry, 1988).

Olzfot PHE2 MH|AO| CHot HAMA gHSEDE ot 2} O
X|& 0t=0| QICHEdvardsson, 2005). K& L= AH|AQ
242 2 NED BRSO 0l St BIEL HH| DS
YEE0I2D & %= RUACKMaricic, 2011). & THHES HHE
J|gto @ st= QIX|X GHEDF MEPMOl MAX fiZoz 1
ME|0] RUCHJohnson & Fornell, 1991).

Mt 2 AF0AM PHE2 ZAO|= ZAEZ LHO|A
0| MH[A 2t REd, 7t 38d 59 £40
ot OEE2 S350 MEtHo=Z AER| CHstol 2 &&=
MUY EO|M FFECH

—

-

2.3. MHEoI:

= Z LHHOIM nZo] THEIE o|== 7|9
dIE 0|2 £2% /9 F StLIOCE IHHE o= 11
gL 4 & SLoCh SHEs 1249 0|8 7|
L X EE =2 5 UCHMeyer-Waarden, 2007). 2|AI10]
MEs oes 0f &S MYE St 7tF, 27 dela g
ARSI O) Zoll Tl 3 EXH 22 0|0k7| & 2| =0|H(Ryu,
Han, & Jang, 2010), Xj&t2 o|=+= 0O|2f0 AMH|A Has &
Hete| X&HQl HAE RISt = 1249| o|=0|CHHume,
Mort, & Winzar, 2007). Atg|atst AROA THHE O|E=
ooz Q7 WSOE2 7L RUCH(Han & Ry,
2006; Jani & Han, 2011). Caruana(2002)= Zj7t0f &-=0|
D40| Mzhs OfL|zt mH=Of Cfg ZA et 8 ik
B B GT0M MgEolzs BHESt nzMo| Xt Al0| 08
ob B AEROf CHoi CHA| E23taX} St o2 M FHE
Ct.

3. A&
31 GIP7tA

3.1.1. 20| 2F0| ojX|l= Y

o

MHIA Z 2 EF A7 & A2{of cist 4 &o(7|
[} 20]|(Cronin, Brady, & Hult, 2000), & 5l 20| AH|
20 Cist B0l BH=0| Fek2 0| & = QUCH 2P 2l
EZ LHOIA AH[XPZL Zeiste MH[A 24, O, 78 3
Ho| AR of EHA & AQITIL nMUHERO| £=F0| TS
O/& Zo|ct MH|A 242 22| HEE2 Fdste Chdst
QAR X} =H(Wakefield & Blodgett, 1996)2 2 0|0 CHell
20| FYHCE X[LSHA E|H L10H=0| FORTICH 0]8
ot MH|A 2HE2 HAEZOME SYSHH nAUEZ =
Ol 892192 XA|=ICHHan & Ryu, 2009). Lee, Jeong,
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and Choi(2014)= Z2|& 2t4, 20[0t%, 22/7| &2 &4
SHO0| no| AE|Qt MHEZ &0l 22102t MASIR=
o, olgfst Aut= MH|A =tZo| 1z BtRo| gekS OjF
Cte o2 971 (0f; Lin & Liang, 2011)d} YLX|SHCL Pei
and Yang(2018)2 ot AlHo| 4 HEH J0M S| 25,
oY, O2|n T2 Mol ptEo| {olst I O|XIctn
sl o, Park, Kim, Jeon, & Lee(2016)= E2|& &4 &
OlAM a0jH Q¢2I0| &2 =0|= 2°2I0|2t1 5t ALt w2}
M 10| MH|A SHAZ O1F Z4200| Ctd =77[ALL TH
RSHALL, g2t =72I0HH 0 248k50| oA Z{0|Ct.

Olm 222 Y2 2SS =0|=0H JA0M T2 9
at= SICt (Kang, Park, & Jung, 2011; Min, 2010). B2 &
TN O 2o 2 FHEEE Of SEE H2EZ oM
o IHAHS At WA Hp2M THUZO| ASS
0Xls 8452 MHAHEICKChoi & Lee, 2008; Koopmans &
Duizer, 2004; Kang, Park, & Jung, 2011; Kivela et al.,
1999; Namkyung & Jang, 2007; Jin, Lee, & Huffman,
2012; Wang et al.,, 2018). 2} O EXS 1724 o=
of g2 Okl 2% oozt & %= QUrt

7t4 3EEe DABE0 Folgh F¥E 0O|EICHHanif,
Hafeez, & Riaz, 2010). 7} 2 MH|A ZZEES QA= 2
22 AMNEE7| 0 FHEH SdE 7K1 U= MH[X
AHRAOIA ZHA0] Cist SEE2 nATEZE 2E Ne 38
st Adshg g 4= QICHJin, Lee, & Huffman, 2012). £E3|, &t
OfXE7F MAISH= 7H40f Chgh nZio| A X|2tE 25t
= 74 3882 YA2EZ0| gt aADH=O|LE AFol:
o Z2 Wit 8 ZHd=E HYSt=F8  H=0|CiJin,
Lee, & Huffman, 2012).

olg{et MAAUTE EOE Ct32| 7t E 50| AFEULCE

HL: oMz Xto|=0f Oigt ZBH2 UFH F(+)2 =
ojE Aotk

HI-L AfH|2 87 BHEo| 3 (+)9 Y88 08 Zolct
H1-2 0 BT BHS0| H(+)o| ®e2 0jd zolct
HI-3: 7} 3Fe oEo| B(+o ¥S 0" Holct

3.1.2. TED MY0Y O E=efo] A

MZF £ MH|20 Ciet 124 2IR2 ™A AH, M+
Of, 32|71 1% SMEE w30 Qo Y| e
& = QICHPalmatier, Dant, Grewal, & Evans, 2006). 1174
DIZS BUMAZIE W %S BIE2 1Y HEE PuXo=
OHS0{(Suh & Youjae, 2006), 174 O| Et2S W=D 7Y
S9=E =017] flet Sy T Ef0|CHCronin, Brady, & Hult,
2000).

oMY oA TABZLS YR ozo IHoz
g 0Kz 0oz AL QUCKKIm, Park, Kim, &
Ryu, 2013; Yan, Wang, & Chau, 2015). 0|9} Z2 M3
TE Eof QMIUAO|ZO| Cf$t BHED HYES o|=otol
BAE AP Yok ChSat 22 IS BSHULE
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H2: 52 MEE of=0f F(+)2 d&= 0= Ao[Ch

2

£ oo 78S AB| o) HB BYS M4

k=3
=
P7h AAIEICE 222 22t 2SS E/std

30 T

M XA

(=g

= HEXA7[E O|A_ZMAHEHLNON  ZAMESH,
ZZ 170 O[Lfo| A Zaxto|= 0f F= HE FHO0| A
£ 172 (Mo Mg it MEXAHE 20181 119 8
ALE 14UTIE| 79 7 NYE|QUOH, T 30087} KA
of 294 3 26827t M| 2l 274271 7t 4B o0&
= At

33. 4ol 59 L Ho|

= Ao Artd 430 0|8 HEE d5S2 7
=(1: O O ZX] o, 78 0 3 EohE 5385 AL
o, o7 S B SH2 B2 HE2 SHE QI

QIA|ZAURIO|= B H2 AMH|IA =g, 24 FF, 121
A S822 FEoh Jin et al(2012)9] AT E Yt =,
= grol o %A +Foto 9o & 5oz SFEACL
M|~ E2 iZaxto|= 0f & 2lE|2|0je] HE|de=z
golxten, g 5oz SFLACL 4 FE2S 24
ZHRIO|= Of oM HSshs & Aol 22 Folx[len,
Vi g 5oz HPYEULE 7tH T2 AAZHMKO|= F
Mol 7t HREe R FoLReH g =2z SHEY
Ct.

BtZ2 Ali, Amin, and Cobanoglu(2016)2| A1E ATl
Z, 2 7o 4 g WA +Wst0] 3 & So= =Wel
ACH, QiZAMXIO|= MEHO| ¥ FoIRACtL H2st=
E2 HogQCL MYUE °|T== Zeithaml, Berry, and
Parasuraman(1996)2| A€ Hot =, = A9 o &0
A 850 Y o2 FFLACH, g A=
XO|= O H& CHA| HEoI = o=z Fol=|AUL

4. A

ol
1z

=
—

HIA
—

N

A HEE2O

1o

=
£y

2 g0 o|8% 274Fo| g EHXo| Lot 0| YutH
EMS <Table 1>1} Z'C}
MY, M2 X7} 52.2%(143H)2 A} 47.8%(1313H)
Of Hs ofzh W2 ez LIERHCE 48 |fF= 7|20|
75.5%(207H)2 0| = 245%(67H)0|| H|8} 2 Ho=z Lt
Et{Ch HCH= 30CH7F 58.0%(159H) 2 7t B2 A2
LIE}SEO M, 40CH7} 20.1%(55%), 500 O|AHO| 16.8%(46%),
J2|3 20CH7} 5.1%(14F)2| =22 LIEtEICt st 2 o 5t
n EU0| 57.7%(158F)E 7t T U2 ALZ LIEt:ton,
Ctgez ™ Zofstn E20| 30.3%(83%), CHetd ZHst Of

ANO| 10.5%(29%), 2|1 DEStm S 0[817} 1.5%(4F)
O =C=2 LIEMHCE 22 ALRZEO] 40.5%(111H)2E 7t F
Qe {02 LIEIGton, CF2O2 7| 20| 21.2%(58%),
MHIAZF 131%(36%), 7|EF7F 9.1%(25%), FMZXo|
8.4%(23), JFEZEI} 4.7%(13F), SHMO| 2.6%(7H), At
GOl 0.4%(1F)e| =L = LtEIGCE & B 7I+ & &5
© 8003 9 O|AO| 30.7%(843), 4002+ 9l ~6002+ & O|Rt
0| 255%(70%F), 200+ 9l ~4009F & O|2H0| 22.7%(62F),
6000+ 2 ~8002+ 9 O[30 15.3%(42H), 12|27 2008+ 9
O|2to| 5.8%(16H)2| =2 = LIEFGIC,

Table 1: Demographic Profile of the Respondents (n=274)

n %
Male 131 47.8
Gender
Female 143 522
Marital Single 67 245
status Married 207 | 755
20-29 14 51
30-39 159 58.0
Age
40-49 55 20.1
50-59 46 16.8
Officer 111 | 405
Student 7 26
Technical 58 212
Service 36 131
Job -
Housewife 13 47
Professional 23 84
Owner 1 04
Others 25 91
Below high school 4 15
Educa|\t|on Undergraduate 83 | 303
a
level Four year university 158 57.7
Graduate school 29 10.5
Less than 2 million won 16 58
2 million - Less than 4 million won 62 227
Monthly 4 million - Less than 6 million won | 70 255
income
6 million - Less than 8 million won 42 15.3
More than 8 million won 84 30.7
42 SYRY 2X

MEEO| ZEZFEtM(convergent validity)of TF HEFEHY
(discriminant validity)S A3%l7| s FFTHAS A
T3 2% 28240| AA|E QiCt

2X Al <Table 2>0)Met 20|, HEE X|$E X
2=3161.701(df=40, x2/df=4.043, p-value=0.000), CFI=0.924,
NFI=0.903, GFI=0.915, RMR=0.079, SRMR=0.0562 L}E}L}
FF 2 4 0lE0 Aoz  LIEMGECE  SRMR

(standardized root-mean-square residual)2 ¥ Xo-E

xgreh
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LIEFL= Zto 2 0.070 O|3}Y [ Xtst msiolatn & 4
QICHAlfes, KTruss, Soane, Rees, & Gatenby, 2013).

oHH, YR o =0 29 HI|F0| 0.6 O[st2 LtERtOLY,
UF EtIEe 3 MR %n F3 2 Mo ety
20|0{M ALK Z1 QQCI2M0| O|2%|ACHBagozzi, &
Yi, 1988). EPh QA CHRIE9| =gHIE|Z(composit
construct reliability; CCR)Qt H &4t Z=ZF  Zf(average

Table 2: Measurement Model®

variance extracted; AVE)2 CCR 0.6 O|Afdl, AVE 0.5 0]4f
0]|0{0f &}X|OKBagozzi & Yi, 1988), £ ¢1o] AH QOI=
OlM Olet &2 S BFAIZIX| Rots A= LIEMHLE
J2L} AVE Zi0| MatEtAe| M & wECt 2 A= LIE
Lt, BHEEIRE0| ZEE0] =2 2 M0 O|&EATHWong,
Lo, & Ramayah, 2014).

Constructs and items faS:ta;dlaor:‘ijz;c;s CCR® AVE* Cronbach’s a
Service Environment 0.532 0.409 0.606
Furniture is attractive. 0.624
The atmosphere is good. 0.655
Employees look clean and clean. -
Food quality 0.616 0472 0.607
The food is good tasty. 0.637
The food is visually attractive. 0.734
The menu items is variety. -
Price fairness 0.595 0.445 0.558
Menu prices are reasonable. 0.503
Beverage prices are reasonable. 0.798
The service level is reasonable compared to the price. -
Satisfaction 0.730 0.669 0.789
I am satisfied with the decision to visit. 0.720
The visit was a wise choice. 0.905
The visit thinks I did the right thing. -
Revisit intention 0.857 0.705 0.910
I will speak positively. 0.799
I will recommend it to others. 0.853
The first thing to consider when eating out. 0931
I will visit again. 0.766

? x2=3,161.701, df=40 (x¥/df=4.043), p-value=0.000, CFI=0.924, NFI=0.903, GFI=0.915 RMR=0.079, SRMR=0.056

b Composite construct reliability
¢ Average variance extracted
* Items were deleted during confirmatory factor analysis.

Table 3: Construct Intercorrelations, Mean and Standard Deviation

1 2 3 4 5
1. Service environment 1
2. Food quality 0.444** 1
3. Price fairness 0.460** 0.478** 1
4. Satisfaction 0.438** 0.318** 0.413** 1
5. Revisit intention 0.334** 0.216** 0.266** 0.394** 1
Mean 4878 5.153 5.489 4.292 4881
SD 0.950 0.937 0.836 1121 1135

** p<0.01
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CHUXNO| HEE Q0I5 7io| AS NTRH S
Sost| Slef MBEA 2 M2 MAH Ych 1 A
<Table 3>I} 20|, ATDHI ATIHLO|A HAE RIS
2to| w0| YRSt HOR LIEHKITE

44. ARI|Mo| HS

HMAE HTEH2 A7 F27F |, 22 37|90
BB e Eadl ALSSI0] 2t GRS S0l B 2
Us 0|-8-9J @E—E—*ﬁ.(path analysis)0| &A|Z[UCHJeong,
Lee, & Kim, 2017).

Service {
environment J

.\\\

Food | o N Revi

quality intention

Price el
fairness

** p<0.01, ns=non-significant

X°=11.721, df=3 (x*/df=3.907), pvalue 0.008, GFI=0.983, NFI=0.960,
CFI=0.970, RMR=0.057, SRMR=0.055

Figure 1: Estimates of the Structural Model

2 G0 O|8E 2AlZAMXI0|=0f Cigt 4 &,
2 W2 oot e AT BHRE 7o TMHE RHZS
AzmMoz ZZs AT, MBTL X2=11.721(df=3, ?/df=
3.907, p-value=0.008), GFI=0.983, NFI=0.960, CFI=0.970,
RMR=0.057, SRMR=0.0552 LIE{SICE S LjAMEAT} Q|
A0 oM HE= AYHR)E 2 Aot 21, BHF
© 0.252(25.2%)2 LIEfom, MYUE o= 0.155(15.5%)

oHE, 3

Table 4: Standardized Parameter Estimates

65

LIEFGECE

2 A0 o8& M=aHXlo|=0f Cist 4 &, BtF, 1
2l MEE olzet 22 A tRlE 7te E74|01I CHst 7t
42 A3V fIsty 2=
QF ZCf

H12 eAlz=aliXto|= 7|0 Cist &
AE ot H7|9st Ao|ct. HA, MH[A
(Yo Y2 O|X|= ZHeE MME H1-18
ZA 3 442 0.295, tZ,tS 4786202 A-|H|_ _rzgg at

HATT

ot=

[h2tA H1-12 XY EHE|0*|:}

Ctgo= ol BHO| BE0| Hvol ¥g 0Kl A
o= By HI2E 33w A F22AS Y2 0071

114322 O ZZL o0h=0| EAXCR {olst dsk

OIXIX] = A2 l-rErMEt(p>0-05)

MEM H1-2= 7|ZtE[Q{Ch 7t SFO0| 2HE0) 7 (+)2

Yere 0K ZHoz MFE H1-32 AST A, F=H

T w2 0.243, 32 387622 7t FY2 UHO| A
o= folgt Fefs OjX|= A2 LIEHICHp<0.01). w2}

M H1-32 Kj E4 | QiCt.

ORR[Sfo 2 RHRO| MR Ol=0f “g(+)2| Fef= DlXl=
o2 HHE H2E AT A, B2 I 0.394, g
708622 MH|A  2HA2 QRO AN Folot ¥
OjXj= 2422 LIEFRTHp<0.01). MatM H2= XY S| RICE

o
[
=3
=

M
=

44.

ro

BN

o2
HI

rr
o

170

mlru M

St HLE ol=0f OjX|l= HUE 58
2 ME17| i 215 AlZAQk(artificial neural network;
ANN)Z 0|83 RIZEE & MLt Ol2fot & A HWH2
MDA E & Ml AxDS(AZLEM)D 2| METHA
ot ofL|2} H] MHETA = 2 M0| 7} 5SICHPriyadarshinee,
Raut, Jha, & Gardas, 2017; Wang, Lee, & Kim, 2018).
SPSS 22.02 0|83t Hdit oo Lol HER, Ci=a

0|0 QI 4] HIHO| ANN =40 HA|ZIR{CE S HS H]
22 901002 2 SEQION, MHA B, bk %’é!, a

2l 714 5848 M 7K MB[A B £830| T
MY =0 0Kz SRE7F & ZXRACE

F=1F

Path Standardized coefficients t-Value
H1-1 Service Environment — Satisfaction 0.295 4.786 0.000***
H1-2 Food quality — Satisfaction 0.071 1143 0.253
H1-3 Price fairness — Satisfaction 0.243 3.876 0.000***
H2 Satisfaction — Revisit intention 0.3%4 7.086 0.000***
R2
Satisfaction 0.252(25.2%)
Revisit intention 0.155(15.5%)
** p<0.01

x?=11.721, df=3(x%/df=3.907), p-value=0.008, GFI=0.983, NFI=0.960, CFI=0.970, RMR=0.057, SRMR=0.055
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Table 5: Sensitivity analysis

Customer Satisfaction(Model 1) Revisit intention(Model 2)
Male Female Male Female
Mean Normalized Mean Normalized Mean Normalized Mean Normalized
importance | importance | importance | importance | importance | importance | importance | importance
service 0.235 56.7% 0499 100.0% 0.225 68.2% 0.243 92.3%
environment
Food quality 0.349 84.0% 0.237 47.4% 0.204 61.9% 0.257 97.8%
Price fairness 0416 100.0% 0.264 52.9% 0.329 100.0% 0.263 100.0%
Satisfaction 0.242 73.4% 0.236 89.7%
24 A1}, <Table 5>0iMQF 20|, PHEE FEHSE & X0 AX| @Ote == Q2|AF 2A =2l = A AX
4% gd2 714 38, 42 MH|X 240| 7tE 3a%t 28 Mottt &, & MH|2~ Y220 20| M Z E2|A
Aoz LIEGCE Eot YHE o= 8 L2 & Z20 7t St nEFo| HwE DAMA HMISH = of "Lk
L oIt oM BE 1A ZH0| Q% AO2 UERICE  mepq nAE QAmMAO|ROM X St Jhzo| Ha|
ANE & Qs HES OiR2E on ERS 37 ol Ag
X Q= Ch g 5= ULk
5 4= SHH, 2 oI70] MRN AARES ChSTt 2t
AW, QAAZAO|= 7|@2 7ol MH|A FHE e
B ol 70| QAlZmEHKIO|=0f CHSH 2EEQI A S 2 Ut ULk EF| B2 7MYEES 7D Us A=
S JIX|A 17| Q8 MHIA B, b ZX gD 74 Ko|=0M= St 2lojztd & 4 QACE A2 Q4
IOz TAE QAmUAOI=O| i3t Z Ho| Bixoj o] TEXO|X 0j Fo| MAMOIX| JJUHEIX| QIX|sHK| R8tn
Xl Qske mporstn DHEO| AR o|mof OjXle ste SN J[YUS=Z QXY o gich A2 J|EQCHE
TRtSIQICE 2M D MH|A SAEDF JFH ZAO0| TS0 tYHO M 2ESHH, CHE JMYFEE 22 AL2Z QAX|SH
Qo8 YEES Ojk|= ZHOZ LIEItOL), Iy ZXLS o= HEY = ACE MEEM AMZUXI0[= 7IWE2R= 02 X
of Solst Yk O|K|X| Y= ZHOZ LIEFLICE IESHOHE Y 0f m¥S 2= 7IYHO| St MHAE MY 5
S FHIE o|zOf= 20|53 WEFS O|k|= ZHO 2 LIEFLLCY. UAA n|3Ho{of BiCt. CHEE AMH[A= Z7HYFHOM 8ot
o9t Z+S ol Moy M2 Qoknt Eol= Chap ZHCh. 0| M-St ER7F WLl YF A ZMAO|=s 7ty

=

AW, & ¢T0| O|8E QAZEHXIO|=0| Cist 2 ¥ &
MH|A stALE 7t 30| RO [{olst F'E O|X|=
Ao 2 LIEFGCE Ol2fst ZAut= 2ol 1tA Z @o| BHEo
2™l gok2 O|X|= ez A=l Grace and O'Cass
(2004)2| ATE X[X|otCtl & = QUCL F, 2[A]ZKO|
ZO|ME AMH[A =HEuF 7t S0 Cfst 4 =o| BHRo
Fek2 O|X|s Ao= o LHEICE MatM A ZaiXio|==
1040 MHIAE B SA MSEHE = Us 2Hde=
HABHOF g2 AIASIDT RACEH. EDH QA IZAKIO|=E= B2
JIM™E JHA D RUCE D2 T|E Z ol Cigt 7| Aoz
CHE QAlZaiXio|= 7HUEE WEY == ULt It 2|
A ZHXIO|=Q| 7HH2 Ao A MSkl= ZHX(0] HisH &
golor st h, BE 7HYHEO| LSOk Bict.

=M, HF FE2 B0 Rolg LS OXX| @i= A
o= LIEfRCE Ol2fst g7 Zib= AH[XIe| 74A ¢l A0
& =20 Cfet BFel 7|Fo| ECtn A9t Han and
Ryu(2009)2| ¢t Cf 2| LIEFGCE 0|23t O|R= 24
ZEXtO|=o| EHOIM 2 5 QUCH . A ZXIO|=&
Han and Ryu(2009)0f |8 ¢IT11El HAEZNLCIE EMS
ZER| 2 ot Y o= QA ZEMAIO|=E= CHESHQ Ml
2O H & = As HrE FE(0] AT ETH 24
ZHAO|== 2E iYLl OiF BESIRt & sHZ 7t

A ChEDH mRet0] JIUY CHEF JIUE Seloj| D8t
SE RSt AlAHOR TYEf Uct o2fst FS, 9
MIRO|RY| AH|A EFO| T B S& Tk iR
QAR O|R JfYR DL JUY CHEED OfLjzt Jj
Nele WS CHMO| EEAH0F BE J1UF0| EESE A
HAE RBY 4+ s 530 P 4 9ok

SR, QNITURO| Of HS D KFH AHlA BHO
2 Cixtelz Tavt ol QAMZAKI0IX J|g2 oS 0
20| TS| 018 + U BHS M Bat ct. 9
AZRO|ZOM M|~ BHS Jl=Eo| of o et
A0 NBECE 2Lt SYHS O ARt CHE S
Of GICh. WRbM JjYEELE T2 S M ®ot ofLjzt ofYo)
BT D2ft0] ChYBH 720l O E20f Of S T
g Tavt k. ORSH O UL A7) Of Y Ao| w2
HI8O| BTk 4+ UX|BL 26]2 HYHO| S7sHe H|8o|
2bel 2 ICh IS Ol2fe Of 522 Sof EESIE A
B2 Do MBsHE Dol J|cf +F1tF Hol
4 BHE0| S7t0| =20 2 Ho= BEtEiCh
AR, QIMTMRIOIE Ot 7424 TN Do b] mohAd
NP 2 g Tavt At TAKIx AR O HH
SHts ATl o3 RO TS WE & It 3}

HolAe 25 Zalot @ 4 A== JBELoIN KalE
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sic olefst Jaz:
to] | M2 7H4S
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AAHIO| XS 0|88
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of £oj & = A= Hw= FE=0{oF ottt =, 2|
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