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Abstract

Purpose: Delivery food continues to grow. In the past, restaurant companies directly hired delivery workers to deliver
food, but now, restaurant companies use delivery service platform companies to carry out delivery work rather than
directly hiring delivery workers. Therefore, this study seeks to determine the impact of delivery food benefits in the
restaurant industry on brand image, trust, and word-of-mouth intention. Research design, data, and methodology:
To test the hypotheses of this study, 400 questionnaires were distributed and 340 were collected. Among these, 321
questionnaires, excluding 19 questionnaires that were answered insincerely, were used in the final analysis. Result.
First, delivery food benefits were found to have a significant impact on brand image and trust. Second, brand image
was found to have a significant effect on trust and word-of-mouth intention. Third, trust was found to have a
significant effect on word-of-mouth intention. Conclusions: First, existing research focused on studying the attributes
of delivery food in the restaurant industry, but this study studied the benefits that consumers can obtain through
purchase among these attributes. Second, delivery food restaurants need to design promotions and advertisements in
a way that displays coupons, points, or mileage. Third, quick delivery of orders can be a competitive advantage for

delivery food restaurants.
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1. Introduction
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SAMH|A HeH2 25X g MARUCE TIA | RALY
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OIE, FLO|X, 278 § AFY 2= HiE S
ESHEAIR  HiRIgto|HA,  FEO|X, K72,
AdrzmpAE  O|8SIY HIFYUFE FASID
QA CHhttp:/fgdskorea.co.kr, 2022). O|&= HiZHES E310]
AOEES| QX[7|8 J|&8 ARSI AH|X[7}
AM| OC|OMLE RSt OiFet EHAS MEHSHY
HiE7Hs of Y48 HM of 2 HiE 20t ZHE

Ha[stq AOIEE Stz 7f ota, ©g ol
JtIEE  AFBOHA|  EOtE  AODEES &
ZXots Halg2 H2 ASAENA 3A 2
=21 A0 HESMY Agel d80= A
A7| MZO|Ct. ok HEO| £ St 1 2 7h+
7t BHA 04Tr, ZF7|ee BE, ZHH,
aHRHo| Het S22 Qg HiE
T2t 33 ﬂxll UACH EDH HIFSA2 240
HIgH HI8d AlZtel Hefo| TJhsdtn HoHA
HAE & & A= SH0l A2H, 7HFA0l HIS
HAE ZH|Ql AZtE

xZ[o| dE &
UL,

Jdgu M2 FEds EEL22 oo, A
TOi7t skl ™ol MFOILE ME|A0 st
ot 27kso| WEO aH|[A= FOjo [HE
ANA4H 2gS 20|14 2L} B2 o=S 27| 23l

QAAXNC] EZHE O|O|X| (Keller, 1993; Ryu et al., 2003;

Ahn & Lim, 2023)Lt 7| 2| AlZ| (Dagger & OBrien,
201008 23{E =+ Hof Qo EME O|0|X|=
7| MZE HEoR 1S AZAF|= 12[ef
IS oLk EE O|0[X|7} S8t A2 AH|A};
ZXpoiIA FEE0] A= EME o|n|X|of ofsf
TOHS[AHEEE St= 0| Z5t7| WZO|Lt (Choi
& Jeon 2007). & EME O|0X|= 7ol MEE
=0|10 (Keller, 1993; Zeithaml & Bitner, 1996; Ahn et al.,
2005), DZHIHE (Zeithaml & Bitner, 1996), T+M2|E
(Kotler, 1991; Bigne & Sanchez, 2001)E =0|& Z&%t
TEHoj2t & & ACt

O|MY HIFSA do=o] 2= O|OjX|, iz
dgla el kel xRN A UM =
=70t XK o[of Cfgh St B=o
A7HOICt X[ZHK| 24l AH|XHO| CHet AH4l=
MEf &4 (Kim et al, 2018), BF5 (Lee et al., 2014),
TOHe|= (Yoon & Yoon, 2013; Lee & Shin, 2014),

d|

X|£0|82lx, YWeol: 5o A= TIWE|Of Lct

) oo
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CESE HE SADF TAS AT O
A 8 0= (Kwon et al., 2015), X|ZHE
(Jeong et al., 2017; Chai & Yat, 2019) 52| ¥F+Z O
OfH[t A7go|LCt.

et 2 A7 A el HIESA! =0

S Ojojx|, Azl 12/m RPHOIZO OjxlE
UEe AMED WIS Tz ot
oMEHol T X AHIA HAe MHES 9
OIS 2B TARE| St AIAES MBstaxt
50}

2. Literature Review

2.1. Food Delivery Service
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2015).

Chai and Yat (2019)2 2|4 HHEFA{H|A
ZO[L} AMRAE HHOLEX] @i &
of Helgnt AFEE MSShe
12 Z|t2|AL 27 R3] O|&dSh= AltS
CHAL EOILE AFRAOIM SAE FE £
SIS F= MH|22tn FHOlSHA
(benefit)O|2t O H|ZO|LF AH[A0] CHSY
W2tet= Zut=0|0
2H|XHSO0| MBO|Lt MH|AE FOHSH0] AHESt
H FHo @2 5= e O|FHOI2t SHCH (Gutman,
1982).

Zeithaml (1988)2 X|ZEl &i|EH (Perceived benefit)=
O|8X7t MEO|LE MH|ATF LESHALE EfEetsS
CIAISH Ol B7ISke A_=, MEO|Lt MH|A0
CHsh  7HeI0l =7|A kl= FEEQ Efjkesta
ST Aaker (1991)= AH|XP7} MZISH= &EfS
ogf 7H X2z HASHY,  HESE0|
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AH[XHOIA| SEfES MBSt UAS2E MNELHE0
= ofEfol2tl JYCt 2|1 HEE HEel =2,
AN Sdar S AR Ae gEH
3=|| (ratlonal beneflt)ﬂf Bl &d o Fast

= del® &= (psychological

beneﬂt)o_.E_ T&5= A0l {ESICI  SHRUCL
Assael  (1998)2  SEiE  HEFTOIE SOl
ZAZ|HE 72 B 715H e (utilitarian
benefit)QI- A S|EH (hedonic benefit) 2 T+=SHSICE

7IsH g7 HEF=2 #4842 HE& ®ots

AezM HZQ 7lsg Zd¥oes HEHEH

A ZE QUL HHEH HEY S= MBS FOSts

WEM 2 Es e SA St= AolC

g S0 UHY FES TEcte A2 HEHH
0| 7ttt

HIt 7|20 s MY
Leeetal. (2012)= dao| O|H, ARl
SlEH, EENR slEez FESIRALCY

Ol B2 MAHATOM THK|n Ues HE2
AH[XRe| EHEO| ZLh AH[XIEE AH| JHKE
S HE SIS QASHD =elst=Hl of2{t
ME &Eizg X[ZE ME S|= (perceived product
benefity O| 2t 11 DL} SEH2 AH[X}E0| MEF FOHE
s UFAZ|ZHe E70|1d, EE HE AHE
SOl AH|XH7F FHSH= Z0|Ch EESE AH|XEE
HEel TOHEREH =SE = Us FHRE
‘AAS0| HES A8She IEAM EF HE
= EoIte A2 XpAlofA o MEO| Lot
d¥E St & Sh= 7pof Ciet EItolct,

m
=

ro 4
Ot

St A (social exchange theory)Ol A
e HHE Sk HEM  ZHEH

SEH0]  HAEX] Qo™
A7 |XIEIR] 0ZE7| 20 A HHEA
MEo=Z N2{sof & QAO|C} (Blau, 1964).
22 FEE 7R Us HHEH O ARE2
s

CIMSEHE HOIM H81F §=2 Xto[7t

B> ool =
C for

El

rto

HL Jm
o rg

El
fot
o & e A
>
AP
25 ot
ro

At

tot

Jeong etal. (2017)2 HiESA!Q| sEiE AXA o &,
AlZHEet o= HHE SRSl A| 7f7(| ez

N
~

LSO ATE WYSIACL AR FHH
ST B e Tojozol RoHe Yy
ORlE  HOE  UEhm, AZFRY e
Tojolzol KOOl Y2 OiKX %= Ho=

LIEHSCE,

Chai and Yat (2019)= HiESA AMH[A0| 7|0SH=
QOI02 0|8 80|d, A|Zh Aok Holyd, JHRI™E
Hz 3 Hob MH|AYF HESO|=0 OX|= Fe2

ol

Ao ZA4f, AZHES Hold, JjeldE Bz U
Heotz 3dHe FeE DXl A= LtERRC
Park and Bae (2020)= HiES4! 0|8 1ZHo| QtFLOf
g2 0Kz QMo AFAM SAlo| o
I, ZTEY, HIEAIZES] A&EHO] HIESAIQ|
X IEEEE AP E 242 FHIHEQUCH
ot HiIEZA EF 7HE W e HIEAH|A
HE MH|AQ| 4 7 FHoM HIESA SEQ
X7 I = 222 HiEAH|AQ|
2= F HME = LIEFHCH

Lee and Ha (2021)2 1 ¢l 7t719| HiFSAE
ME#SH= O A 3AR9l  MH[ARQL
HEQQle aMotEe {olot F¥E  O|X|H
=420 FEQP2 FIHEO Jot JdTuS

OjX|= A2 LtEHRCE

2.2. Brand Image

T s HE, 0f0|'1|01 JEI elds oREE
Aot & =+ A2H, o+ J4eIol HZ =M

oMoz FolE = UL} (Kotler & Rath, 1984).
O|O|X|= ¢IZto] £ Ciatof oish 7hH&
AMA (mental picture) QT ofL|Et 2|
Axetn Y= FEEQ MZo| ZAnE0|H
Ko cHoi X|Ll= 41d, EfE, OFO[C|of, A2|X
QlAko| ZIBHA| Q! Z{O|C} (Kotler & Barich, 1991).
tEot, EME O|0|X|= oY 7[¥el dFA
719788, d2l 7||0| EA5Hs MEat B
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Ef=o| ZAutZol2tar g == UL} (Yoon & Seo, 2003).
O30 22 (AMA)= EHE0]| Cish 0|5, &

71, CIXIQl, = O|F9| RYLEM T EHJHXM
EHORXE 22 HId MHAE  AEESA
UMt xtHSH7| Qe Aol2tl Folottt
(AMA, 2018). 12{L} AMA 2| EZHEO]| CHoH Hol=
1960 & O|%, =20 O|27|7HX| Fo|7t |X|E|L
AL AT &gl Halof MmE YWHE °o[0jE
EfOIL|Z| o{&CtR = %= At

ojgl 2 AFE2 EUEE He Chedt
2ALL SET} Ot SHAZOM 202 LS
oIXz, EH FY S HESe A% 0HE

HEe 2 AZSt QUCH (Keller & Swaminathan, 2020).

Hartman and Spiro(2005)= H#ME  O|O|X|E
izt £ o] s A =l= ersel
ZHH EM QIAO[EIT BlI 9IF X2 O A9
HE E40| et 23t 0|0|X|2t1 FolSRALY.

Koubaa (2008)= EZE O[O|X|= =aHc=of Cf
AH|XF AlEO| ZIBHY 2, oy AE2E 3 FEE
HEE HM2lsto DHEOXl= EHEMEN  CiS
SHHQl X|Zto|2ka SHRALE Keller and Swaminathan
(0200= EME  O|OIX|E  AH|XRO|AH  X|2E

<
s

SRS QAo FHEtn FOlSHBIA AHIXHSO)
£% 719, B, MHIA ST BRE0 F2HoR
[{REZ= O|0|X|L} ARl HZHC  olAto|ztDn

SHALE.
Kim and Kim (2011)2 £AH[X

S8 710l CHo
X|zst =10 Lpe =72 = =

Of CHot AIZ|2F
Z0| HZBoILt MH|A0f CHeh 7ol ZAgstof
PR AH[Rl AEX FIMARtD EHHE
XIS HOlStLULE. You and Ko (2014)= ZAH|Xt7}
ol oisf “HX|n UAe AYo[7|  mHEO
FEEoR E|lz EYO| A, 7|go| EHE
= Z0| ofLz2} EE O[0[X|=
AH|AZL ARStE AOI2tD SHRUACE Bae and Ha
(201602 ERE O|OX|E 7|Y, ME, AMHlA S0
Ao Ao I AH[XO|A =o|FQl

O|O|X|E HMSotH dWHS ast{= Aozt
o5t Lt

EE o|OjX|e] Heo|7t CH¥sHROl 1 T
Ak of 7HX 2 7Y = AUCh Lee and Choi
(006)= d&H O|OfX|, HFH O|Olx|, 75X
O|0IX|2 TE3IRUCE B Jeon and Choi (2007)=
B O|OX|7t EF EUMESO0 3z¢t
MR B™SH= 7h2d ddE AREel M2

-| -|

olafofA oiEof

2 F

—
O|0[X|= AH[XpEEH OfL2t 7| o
sk XA 7|g,*o| x|'—| B

M
>
ro
i

etal. 2014)2 F= TR 20210|2t1 2*0._@91&
E3| x2o AIF g0 A0f EE O|ofX|&
HHE 78 FEOILE ds52 AHESE o /AF

=
—
£ UWiEstn Qefz  AH[XS
s

Ciefet 2
TORYE0| P2 Ojk|= ZQ3h Q42 QlAl=ICt

(Fombrun & Shanley, 1990). O[22 &tFEO|N, EHE
O|O|X|= oA E 20 oLzt
SHAIQAMZOIN AFXRFS FE
C|OZ=0l, E¥E O|0|X|= nABE=at M2Z| (Lee
etal,2007) X AH|XtO| FOfAFZO| AFHHQ HetS

O|X|= A2 LIEFGCE (Park etal., 2018).
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2.3. Trust

ME|tushe YEHECE H3MQl net HAE
et 7t Rt FEeAE =S AN Us
WS AR o|ESIH = X2t & £+ UM
TS = UCk= 7|Ch7t A2 oJeks Moldte =
SHOZHE YUSICL Moorman et al. (1993)2
glg #10 e wet DEHE oIESHHE X|E
ME|2t HOISHRULE Tseng and Fogg (1999)=
ZHERSEA 22 Bk (Believabiliy)O]  AE|E=

E

(Credibility)2t  Ho[stQICt, A2l MOE T
o|FEsIHE FWrat & = UM THFO0| Yool
ol2lg 23E? 2 Y

ZAolgts HE

o
CESH Anderson and Kumar(2006)= 7| i1t

AH|R}
Atolel  ZEAQ  ZEo| =AEn AM2A
HelgdE 29 7|gutel ZAOAM wEH A=
LHECtD SHACE A2l @usof Ot "Hel=
AMz|of  ciet AFTEFOIL; CHASHA EHFE|R
ALt Aol HiE2 2Z30|Ct
SUHOIME  QI77t eS| OO QoM

Kim (2005 227} &
HENOME el A THEO| XHMOfA =
Ct & Zojgts 231t gk el AChetol
HEY = 7| 20| SSAteE FOfAt Zte
|2F& 0l A7t HME 4= UL SHUCE Shin an
Cha (2006)= =2tRletolM FHEOAIX|S] Az|dd}
THZC| HTEAE Loh Aut, HIAIX] LKt
MEleet I8 21t 5 Ef=dduto| o 2hatA 7t
QERPQIRCH =7 LIEtH2H, ol 221219
HAIXIE Zhdsh AtEfoll CHsh Azfg = U
EotE|H A EfEd 0| O|R0{X|=
20oj=1 QIct §%| 22+l A= AH[X}
HAIX] LHES Sof YrXe| M2lds =5
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2.4. Word of Mouse(WOM)

T OieE ARR[E Z2ORoAel  AFE
1950 HORH AEERL, 24%e=z O E 8
AH[AESS 2OR0A  AFE7| AlEfet AE
1980 L O|=FE{O|C} (Lee & Min, 2016). CHE-E2|
SHAHE0l 2olgt HFS0M O|R1p X[QIE 740

LEHQl Ate[d HFL[AO|MO| mfHO| HHF
HZ0|Lt MH[A0| CHot FOf7F YOojLi=
LIEF2 O, of2{gt mjEo| &0 F&dS
UAS2 H&{WULCt (Hudson etal., 2015).

FHOIE  (WOM Intentiony= E73 HEO|Lt
MHIAE  AESHM  0|835tXt St k=
EFQIONAl  HMEOILt  MH|AQ] =0 CHsK
AdHoz FHE JHsdo=2 M HEXIL RHAQ|
S OB ZIE =HE SHA| Hel £AdSI=

HSAE 15 SALAE2E & 5= ULt (Lee & Choi,
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A
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P92 HOISHRYULE (Seo et al, 2008).
TE= O[8XE0| Aol AFH
ol ZEES nesls @322 0|8XE=0|
PIEU AIO|EO| CHot ZOo|XQl EfE=Zt ERQIONA|
DO|HQl eSS St= AR Folst Ut

(Oh & Kim, 2014).

1A
frorot rx nn

A

O ozt oAMY2 OfR AM[E kst
HEZ X|ZE8Z 7|¢o] MO O 2 S
O|X|A| =IC} (Day, 1980). =, Xt410] ARt X|SO|Lt
MH|A0 PHESt M2 Z2E HERS FH
MESOA  XMEBO|Lt MH[AO  CHeE ZEAQI
TS ™MYSI0] £ CHE HE0|LE MH|A FOHE
g 2 oLt =0HESt 12 BEHMO|
TS HESIo FH AEEC MEO|Lt MH|A
TOHE  "eligr =  QUCL  O|MF  AH[XE
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THOEE JHX|1 S St HS2 AH|X}Q S & g2 OX|l= A2=E LEIH2H, SNS
YEIAENM HNEOILE MH[Aol Fof 5 0|80 THEHEEY (SoldiEEH)2 AMNE =7l
g2 0K Fof Zof d=znt YT 0| (CFEd 2 AE8H ofe/gdd A MEd &)t
AUCH (Lee & Shin 2014). Lee and Lee (2004)2 THolE 740 O/ S St AE LIEHRCH
2oRlMo|Mel 7 HHo=z FOf 277t I+

ol Molckn SACE FOofR7(| LHEO| at 3. Reseach Design

UHA HEjo| FOf 27|, 2EH FoiR7|, SEH

N _ N 3.1. Research Model
F0i$7| #02 HEROO Y 0K 2oz

LIEFSHCED  gsict 2a10I0Me  pEe = 0N = MYl HIESA! of|Ef0] EIHE
AH|ASIE O B0 ODjQ =Q3st Aste sicta OlOIx|, 42| 22ln FHe=d DX
Sl om AH|XH= XFAO| M3 MEZ ERRIO|A| HAE LotEnxt  BiQich o3t AAE
WHESHA 1 27t AS™ez mtgEctn HEEHP| 2l UYATE St O|2H 1EH=S
SFRIC} (Lee & Shin, 2014). HE 2 8 Figure 1 If Z2 AFZHES
Han et al (20162 SNS THEE E40jA AEE|ACH
X

S2|90| SEYLEL; AMMFo| Cchet FHe| =0

Economic
benefits

A time
benefits

Word of
Mouth
Intention

Delivery
benefits

Figure 1: Hypothesized model
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3.2. Research Hypothesis

3.2.1. Food Delivery Service Benefits and Brand
Image

AN sigy @XE S, ZOI0ILH MY, Tzl

S)ynt HHE S (2N 2 AIZESTHO B

e e w2 4 s 2 AE MEES UK
=

=
o1 HIS A O]
S = AN

oF
m
>
30
1 mjo mjo

- oo=

=
Folot &2 OX[X| b= A2E LIEHRCE
Chai and Yat (2019)= HHE

HolM, JiQIEE Bz 9 HO2 Ro5h FTS
OX|= AS=Z LIEtRL, 0|8 BOo|ME2 {2t
A2 OX[X| b= A2 LIELGCE

Ol MAATE FJolsl 2 AH|XIF FHSH=
SEt2 EEE O|0|X|E HESHA &2 & = Ut
(Keller, 1993). MZtM & AFOM= MAALE

HIE2 2 Chaat 22 7tES 280ttt

HL: BHEFEA slse e ojnjxiof Rofs

(hel Sg= 0/E Aol

Hi-L: BRI &2 =2-E ojojx|of fofsh ¥
(hel Sg= 0/E Aol

H1-2: AIZHY 3|=42 =EiE o|ojx|of folsh H
(nel S 0jE Aojct

H1-3: HiE &=2 2= o[o|X|of Relot § (+)2f

Joo and Jeong (2002)2 AH|X}7} X|Zfst= AME|H
=4 3 ARE o= ZHA GEio] BH=Eat
Mel=E =0|1 AH|Xe| E¢at Aol 3 #H
oro: 3¥Y FEdE = + Utte SIUCH
Dagger and OBrien (2010)2] HTLOA ZHAIE SEH

ARIR s, Swoje sHe dzof ool

k= OXH del= £t 8= Rele
Yet= O|X|= A2 LIERCE,

Min and Lee (2012)2| HTLOIA| ZtA|S{EHC| At|H
5B, =HAIA S|EH SRR S|E J|SE S8 4
7K€ 20212 Bar YEO| ChHst A0 FoXQl
¥eg 0Kl ZHSZ LIERSCE Yoon (201202
7= CMCZ ot A EH0] AE|0| DJX|=
g0 st AFOME= HM2[E HER Al=[of

SHoI5I4 Tt

Il
mo > rir

r=
Jul'l
=2
40
1o
rot
o
=
To
!
0%t
jo

H2-3: HiE 3E2 Al2/0] Refet § 12 s

EH
0= Zo|Ct,

3.2.3. Brand Image and Trust

Keller (1993)= =ZHE O[O|X[0f CHEH AH|XGQ|
38 M0l dgsE 7|l EE0| Ot
AM2|7t ZsiRICtD FSICE Ahn et al. (2005)2 EHE
o|joxjof CHs{ IFH2= QlAlGte A2
BEO CHet ARl Ef=ef MEI7F Y EICta
SIGL, Lee et al. (007)= EZE  0|OX|E=

HAEZS o[8sts Dol BZo| X

== o=
ALES 0|k, 2ME O|O[X|of CHSH 174 orEL
HAZE, 5 UEet =Yo 38HY SYs
OjFICtn SERAct

ol oF g Ke Ads & = UL
kA = AFoMs AT E sz ohgnt

o o ey
€2 7tEs 43
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Ha: S OlORlE Al QOB F (9o

3.2.4. Brand Image and WOM

Bigne and Sanchez (2001)2 Zt&X| &E T 0OF
WL, FHo|zet 22 Fof = dS0| O/X
O|O|X|o| Hetut O|O|X|t WEEIL 7to| A
Cisl &m= Z3f, O[0[X|7t H&E HIH 38%
FS O|X[= A2 YHSH3ICt nd Lee (2007)2

— A= =214 L
o|0|X| 29! & 0|8 HI|Me 17 TELo

S o

Mo o 2 1r

0ot
mjo

o
@D
D
Q

T 02 02 ot oR
0%

= 04 THE o=t FAMo=0| IFH
k2 SESIFICE B Kang (2018)2 HAZ| =&
Heol ZAFEA ofE2 ™A X gES
O|XICt SHRICt

Ha: EE 00Xl FHQ=0 F el Relet
Feks 0jE Aoltt

3.2.5. Trust and WOM
Lee (2004)2 HESAXZE 22te) FAHEEE
ot 3% FEo| gt AMz[d0] == [0{oFgt
THE =8 F0F OtL[2t 0|8 ZHASHA Eoha
StActh. sk AlE| XEHe Hel#AE
FAISHHAM 0§t Z=HO0| O|FOo{RICt SHRUCt
(Cheon & Jeon, 2011). A|Ck7t RZEO| CHSH AlZ[7F
=258 THEEE +8%8= +=F0| =0iX|1
EfQIONA TESHAHL FHSAXL Sh=  2fX|7t
=0X|=  SA0 siY FEol MEo Tt
TOHe|= HA| =OFK[A| EICH (Cheon & Leg, 2012).
Ol MUATE I EH M2l AT =0
g2 0Kl A2 & = ULt MM 2

AHoME HdAAUFE HIELZ Chemt #:2

>

S|

rorr

He: 2= FHE=0 FoHel Yl walst

—
k= Ol Aolct.

3.3. Survey Design

3.3.1. Sampling Design

2GR AT AZ2 A HESHS
o[gsl £ ZHO| U= o4 AHXIE Cfyoz
2otel, @metol HREAS MABIYCE 224010
Ze 221, AR, Holaz 59
SNS AFBAIE PX9R FBOl0l BX|, O
HAK 52 8ol HERXE HESIYUD
B84 0l FHO| L2t MREAS Tasioict
omaoIe XU AHFSHs HEZAIY 4 BE
Tl ASXY, F7| (¥, 89, W), o

N

ZX| HiEZ= 20233 3 1YE2H 3 20 LMK
20 Y7t O|Fo|/en, T 400 Fo| HEXE
HiZSH 340 HE  2FSiACE O FOIM
2945t SEE 3 19 £o HEX|E HMelstn

% AN HIESA =2 o2 0ME Sl
Y FEot HIE ROl 345 AZE LK
2ol == MHAZ 2H|AF HE BHA |,

=

B =

AZHE o= HHE SE (O] =2 FolstRIrt
dHE HE2 HiE 24 FOE s BHH
o HZOo|l CHoi «AH|XZF X|Z5h= =49
£ 2SI, Jeong et al., (2017), Chai and Yat (2019)2)
E HIECZ 42YCE FEoIL 2|HE 5H
2

SHOYCE A e BEes X8

AN =201 T 1=

Al M EME MESHY WENK| 225 |= AlZh
a4 MEY A[ZE AAL FH[SHEH =
ROl SEiS 9|0|}HH, Jeong et al., (2017), Chai and
(2019) O AT E HIFCE 4 79| HFLFL=
TSR, 2[HE 5 HEE FHSIRALCH

HIES| B2 AH|XEZE QAKNZE 21 7HK| Q8
HiZ =2 Qlof Y= sz 2o5iH, &
A0 M= Jeong et al,, (2017), Chai and Yat (2019)2]
ATE HEHCSZE 4 719 ZHIAFTCE TSI
IHE 58 M2 ZFSUCH
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= dFoME EIE O[OIXE Y YH2
C

—
FE= o 140 IR U=

BiE =4

el Akt =4S 2o|0[SHH, Ahn (2011), Hong
(0122 HPE HIECZ £ 6 7o EXY=CR
TSIALE. 22 2FHE 5 H HEE 0|83
SRRt

FHolzs M HEE ERQIOH Husis
Aolol HlE Y MIMo| §r2 Holstn, 7|&EL

Magnus and Sara (2007), Jang(2007)2| M&AHT1E
HIEC2 F2 Fo| oisi oJopr| & A, =S
T Al =Y A UEY A2 AR B 3 e
Z8d=2 M8, 2HE 5 FH HE=R
E7Ys5Act
4. Result

4.1. Sampling and Data Collection

2 A0 o8& 321 Ho| YHN EH2 Table
10 ZLf.,

GEE 2 FdHlE 580] 129 F (40.2%), /0|
192 Y (59.8%) 2= LIEIGCH, 2= 0jf & 020
185 & (57.6%) 7|22 136 E (424%) 22 LIEFSD,
HHCHE= 20 CH O[SH7F 65 H (20.2%), 30 CH 117 H
(36.4%),40 CH 92 H(28.7%),50CH O] 4} 47 H(14.6%) 22
LIEFSCE StE2 1F O[5t 72 H  (224%),
MEH/ME 114 E (355%), CHAHE 95 H (29.6%),
CHEH Ol 40 B (125%)2 LIEFLICEH X2 o
116 ¥ (361%) FT5 4 Y (13.7%) DIA 94 F
(29.3%), HE7F X HATAIAL 13 H (4.0%), 7|Et
4 H (168%) 2= LIEFSC *=¢§% 100 B @
0|2k 51 (15.9%),100~300 2t ¥ 0|2+ 122 H (38.0%),
300~500 2+ @ 0|2k 105 F (32.7%), 500 T+ & O4
43 Y (134%)2 2 LIEFGLCE

Table 1: Demographic Profiles (n =321)

Category n %

Gender Male 129 40.2
Female 192 59.8

Under 20s 65 20.2

Age 30s 117 36.4
40s 92 28.7

Over 50 47 14.6

Marital Single 185 57.6

statue Married 136 42.4

Under high school 72 22.4

Educatio 2 years college 114 355

n 4 years university 95 29.6

Graduate school or more 40 12.5

Student 116 36.1

Housewife 44 13.7

Job Administrative/office 04 293
worker

Professionals 13 4.0

Other 54 16.8

Annual Less than 1,000 51 15.9

income 1,000-2,999 122 30.8

(Unit 3,000-4,999 105 32.7

”w(')'r?)” More than 5,000 43 13.4

4.2. Validity and Reliability

= A0 M= Appendixes 1 O|A 2= Hiel 20|
HEFo| EtEdat *lil“o ASst7| fI5to

=HAA Q@ Ol.2 A 1t Cronbach’s o 7.:15'<'>'|—91E|'
.|

=

Ste57| 2|5t A ZkR|™  (Varimax  Rotation)=
ot =H& 24 (Principal Component Analysis)=
MEIQICE K919 == 1{/ZL (Eigen

1 O=2 3 /fe| Kol FELUSH

SN BEAMZES 77405 2 LIEHLE 60%0|AC2

OE |_|.E|>|_-I-|_'_|.

ol Xz 25 6 ECt =4

o2 =g¢o Edo mer 242t

N
A
mjo
ol
M
>
r
>\|

L=}
LIEtStD 3 7 2
BHESEP, AIZEE G, cHiE SEPo =

HHSHUCE

EESH Appendixes 2 2F Z0[, E21E O[|O|X|, Alz|,
THOIZOf e MEMES 2Ast Au, EiE
O|O|X|7t 980, MZ| 915, +MO|= 908 = LIEfL}
£ =70l MEldE =A LIERLCE

4.3. Confirmatory Factor Analysis(CFA)

SIOIX BGo| Mot 2 A=sH Zat p it
S Hels Ci NME mE

(X2=963.396, df = 238, GFI = 941 AGFI = 913, RMSEA
= 023, NFl = 961, CFl = .99%4, p = 000)=|= A=
LIERGCE  mEtd = el AF S flet
MQtE 2 MBIt LRI S4H22 CR

70| 7 oA o|H, AVE 7} 05 O|A0|H
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ol
°'7| [[H—'?'-Oﬂ 0l _-_rLOﬂ Af%ﬁ ot 7HE.'9

4 HA oOL-—o=2
Eéﬁfﬂﬂ o) BUEENS Suse 22
(o] 3 (o]

4.4. Hypotheses Testing

4.4.1. Measurement Model

p <0.05, **p <0.01

> =321.714(df =244),p=.001, RMR =.024,
RMSEA =.032, GFI=.931, AGF I=.900, NF I=.964,
CFl =.991

Figure 2: Estimates of the structural model (PLS)

4.4.2. Hypotheses Testing
HiESA o= 23 E o|n|X|ete| ZAE 4y

= 2 MY o=t 2HE O0|X| (B = 553,
=8931)= LIEILt Folot § 1ol Fgs biXl=
AoZ LIEHGCE tESh HiES| B 2 E O[OfX|

(B =276,t=4086)= & (H F&S O[X|& A=

o
LIEFSICE BHH A2 SEi2 =E2HE O|OjX| B
=044, t = 560)0f| R2let F= OIX[X| Rh= A=

LIEFGICE 2FA H1-1, H1-3 2 REHE|A D H12 &=
7|7I-5|01|:|-_
HHEFSA! of&inp M2t MAE AW 2 At

AHX sEe M2 (B = 336, t = 5504)0 oot H

He g2 OK= ZHLE  LIERHCHL &
Hi S| EhF ME|B = 260, t = 4472)7H01 & &
e FEE O|X|= A= LIEHGCH HHH

2 MZ| B =-039 t = -62)0 {2t
O|X|X| 4= A2 ZE LIEFGCE MF2kA H2-1, He-
KEHE| A H2-2 = 7|2 E|RUCE.

BYME O|oX|et MEZ|Qte| HAE AT
BERE O|0|X|= AZ| (B=.494,t=7.798)0 F2[ot
(el = O|X|= A2E LIEHRCE MEFA H3
XHEA | At

BE O|0X|Qt ML 7to| HMAE AW &
A1} MOl (B = 296, t=296)0
7ot @ #2 gEE O|X|= A2=E LIERLCE
2k HAe = RHEHZ|QACY,

Mot frolz 7ho| HAE HEE ZLf
M2l AHOIE (B=575,t=5.614)0 F2lgt H (+)2]
g2 0Kz HSE UEMHCH M2tM H5 =
KHEHZ| ATt (Appendixes 5).
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FQl
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Mo mjo 13 oX

ro ox I

=aiC o|OjX|s T

4.4.3. Alternative Models
Figure 2 Q| TERH2 AN N e, AI7H & &,
HHE & S| HIHZSA ¢EH0] FHI=O

0%l HEN U B

=
=
JdgiLf, A gE 8ot YA Q

_—

XM&2t (Squared Multiple Correlation: SMC)S 2l
AN, AAA SEd (335), AlZHN Si|EH (241), H
SEH (223)0| FTOI=O| Rolpt IS EI|I|
Aoz  LIEWRCE o33t ZIE  HEeE
MAARLE AHE Z1} Choietal. (2007), Lee and Yang
(0152 ATFOIM= &EfO| FTo|=of Lot
dge 0Kl 8% Y2 ZeIF|RUCt m2tA
2 dFoM= HiE3A S FAHIEQL9
AEA s

rr an

- =
NEY BAS DY RES BMSHCH
Cotmol EAEI, ROHE Dol HMUEKQ

Motz X|4E 2 = 259.033 (df = 239), p = .084, RMR
= 024, RMSEA = .020, GFI = .944, AGFI = 914, NFI = 917,
CFl = 996 Q9= LIELL ZHol H3HYO0
Fr|on, 2k g JHE 7t olmpAel Roly
Vi

2 HZH £ Figure3 0t 20| LEFSHCY,
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—
-

of Z7|Z2Ho| H|5HN
= UL} olet &2 ZHutes
7|2™ol pgf  (320L714)1f
S| fHolx 7ol EAE st
$ok (259.033)2 At7 62681, df 2| XtO|7t
15 E HEILL & EHO ¢ df 2 ko ZAuE
HrezZa MM &ot 2 Zit p < 001 O
Folgh oM ¥ == QUCH (Mackenzie et al., 1986;
Venkatraman, 1989; Lee et al., 2002). E=3F GFI, AGFI, CFI
UL X7|ZYHEC Ot2Ho| o 2 ACE
LFEFSHCE.
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ot
rlo
I
(=}
c
3
w

40
n

o an px 4
of

[e]

b 1=

o \J
= —

b oo oY O rQ
o2 1> ol

10

=
=

Economic B=553, =931
benefits

P, o108

Mouth
Intention

=260, t=4472"

*p<0.05, *p<0.01

£=259.033 (df=229), p= 084, RMR = 024, RMSEA = 020, GFI= 944, AGFI

=914, NF I= 917, CFI = .996

Figure 3: Altemative model

THOI= (B = 046, t = .586), HHE
T (B =-043, t = -613)2 L}EILY,
THo|=o| Felst E +e ds OX|X| @e=
Qo= LIEFGC

2t Z=7[=2d@a Cfet2
HiE 224 SE1of St AHAQI AXMA &, Al
SfE4, HHE ofEH0| FHo=o ZFEQl
O|X[X| Qb= A= LIEtHY, HIEHSA! &
BHA e, HiE G2 EYE O
o FHE0 Fo[HQl S

LIEFSE.
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mjo
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(I I
=]

HU mp o mjo 1%

Ol S 2 W == o|ojx|et MEEe HiEHS4
S|Eint REo|E Zho| ZETH OjHGEES st He=z
LHEECE
5. Conclusion

= 9= Aol HIESAl |Ei0] HIE
O|O|x|, Alg| Jdg|n FM™eIz=0| O/X|& o

CHol &Or= LA} SHCF.

= ol Zat= Chsat ot
AW, BiES4A o=jo] 22HE O|O|X|ef H2|of Cf
o BA AT 2, MY W= HE 82 =2
e O|ofX|et Mo FoHQl Feks DX A
OZ LIEfROL AIZHY SE2 FolHQl des

OIX|X| B= A= LIEFRCE

ofgfet Zit= AMYUS| HIFZY SH0M RS
= QUCL HiEEAS 0|83t aH|At= HIESH
YHLE HiEFE SEEOF = LYt &5, F 7t
A0, 2 HE, HalFOo[Lt HiE F=Ql k=
ga0|Mef oot M FE, EMO| FONRA] &
1 HE 7hs, HIOHE 2 S2 HigSA HMet
APEHQ HHM0| A= AAEM EHWHE 0|0|X|Qt
Mo HYHQ S F& 220 HHE AIZHY
HEQ MYS He AXts EY, S4S THIE A
s =Y, Hwg UEE AMZtE 28, HAKNZS
=8 52 22= HESA gxes HEH &
TG0 g7 W20 AMPMe| 2= o|O|X|<t
H2[0| ks OIXX| e A2z {AZICL

=M, 22 O|0|X|et M2[Zte| 2tA| HE Zuf, 2

4
HE O|O|X|= M2(0f Ro[HQl ks
o= LIEFRCE Ol2{gt Zite 24
O|0|Xl= AMYHel H2|E =0l= AMYE &= U
= 2=

AR, 2HE O0|X|et FHo| 7o A HF 2
1, HME O[0jX[E PR FoHQ s
OjXl& A2 LtEHGCE o|2{eh Zat= EZHE O
OXl= 3842 732 REY = A= ST 8
olglE EOl=LL.

S, ME2(et FHelEZie] EA AT Zdf, AE
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2005; Lee et al., 2007)2+ 72| = (Bigne & Sanchez, 2001;
Lee & Lee, 2007; Kang, 2018)5 =< &+ U= 23!
oIe MAATQ 242 Z7t LIEIRCE & &
Al
Al

Ate AM M2l oloX|of sy PHEEF 2

= o

HE HS A2t Lotz MRSl X FO[Lt

ME[29| FOjel: 0|1 SEHC #HE oM

— =2 2 T M

CHAm, itz =4 Zab HBigsS4 o2
THO =0 HEHQ kS DIXX| @ EHE
ojojx|et M=o Oi7HE S FHe=0 Sd=
OjXl= A2 LIEFL). Ol2{st Zits BiESA
SAE (BAA of, BiEHE)o| ot TEZ==
00| MPME AHE WIoHA| HA HiES
ol T0HeE 2|7 O|FO{X| 7] =0, 2|4 2]
S  o[ojx|lek Z|YFMERIE  FOHel Fad
golez QIASH| MiZel Aoz HEELE £
QMU HiFEA2 O T XZE A
CHeh aH|ARQl X|Z2 2= AMYHe| 2=

o[ojxX|et 7[¥alz[of Co|EStitE AS <0IBT,
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AW, BIZSA QAMNE 20| i3t Az S, 2 e oAYel HiZey Hus
BiEO| ZdHY =+ Atk 1A2 FF0| ME Arots aFEOIM AH|XE F0iSHE BiE A2
AEoE IS RSt Aot mEbM BiESA ol 2k HiESA &2 Ko7t & =
QAgME =Tt aZlargez X|gE HiE2 A= Mol F2ZM0| BiFESA =0 2ot
MG oA & YUtk OIF I=| o APE FIWSIYCL WM BT ATOIA HIZSA
ZHETH Hlwet AMB|A 7HZ0] BTt ol MZ2t5t0] HiESA! Sss A 27t
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QMgiKlo| B ojnXE VY Of 1 YHE oot Ze arol sAHME 2 ATE 5
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Appendixes
Appendix 1: Exploratory Factor Analysis and Reliability Analysis on the Benefits of Food Delivery
Variable Item Mean SD Factf)r Eigen Variance o
Loading value
Coupons and_dlscounts are good when 304 798 873
ordering food delivery.
Econommic Using food.dehvery services is a 302 754 870
convenient consumption 6.357 27.637 917
benefits - - -
Food delivery is convenient 3.82 .889 .846
Food delivery offers economic benefits in 388 781 815
terms of cost savings
You can save time on food preparation 3.46 932 .846
Deli Ti You can save time on finding restaurants 342 922 197
elive ime
fOOdI’y benefits You can save time on choosing food(menu 376 375 766 1.806 25.188 .884
benefits options) ) . .
You can reduce meal time 3.56 .920 707
Delivery is possible regz}rdless of the 318 1.098 875
weather conditions
. Fast delivery f;)gstsliglcérdered food is 333 1114 847
clvery ‘ ‘ 1.126 24.579 890
benefits You can interact with restaurant staff
. 3.16 1.069 .827
without face-to-face contact
I can receive the fogd which .I want to eat at 396 1016 660
the desired location
Appendix 2: Reliability analysis on brand image trust and word-of-mouth intention
Factor name Average Standard Deviation Cronbach's a
Brand image 4.07 748 980
Trust 3.72 .845 915
Word of Mouth 3.88 813 .908
Appendix 3: Results of confirmatory factor analysis
Variable Ttem Standz.u‘d Standard Unstanda.rdlzed o CR | AVE
coefficient error coefficient
Food delivery offers economic benefits in terms
. .905 1
of cost savings
. |Coupons and discounts are good when ordering
Economic food delivery. - 0420 8% 917 | 943 | .805
Benefits Using food deli . ent
sing food delivery services is a convenien 810 052 996
consumption.
Food delivery is convenient 853 .043 922
You can save time on finding restaurants 77 1
. You can save time on food preparation 703 .059 912
Time : : 884 | 885 | .575
Delivery Benefits You can save tlmz otrilccnl:())osmg food(menu 788 058 967
food benefits P
You can reduce meal time .861 .075 1.12
I can receive the food which I want to eat at the
. . 778 1
desired location
Delivery Delivery is p0551bcl(e)r:§§?(r;lllsess of the weather 809 0062 1,057
.890 | .860 | .605
benefits
Fast delivery for the ordered food is possible 816 .064 1.012
You can interact with restaurant staff without 788 070 937
face-to-face contact




Geum Ok LIM, Jae-Jang YANG / Korean Journal of Franchise Management 15-2 (2024) 39-56

55

The food delivery service I ordered from has a 397 |
familiar image ’
The environment of the food delivery service I 929 045 114
ordered from is pleasant and modern
Brand The food dehverila(s:fircvallc;:rrll aor;iered from has a 332 048 1.043
Tonage P ge: 960 | 835 | 507
The food delivery service I ordered from has a 271 074 360
convenient image
The food delivery service I ordered from is a
trusted and reliable brand. 263 081 379
The food de!lvery_serwce I ord_ered from 391 072 413
provides high-end service
The food delivery service I ordered from instills 795 |
trust in me )
I trust the restaurant I ordered food from .805 .045 999
Trust The restfiurant I'ordered food from gives me the 836 050 946 915 925 675
impression of being trustworthy
I believe the restaurant I ordered food from 836 065 1.087
treats me honestly
The restaurant I ordered food from is 726 069 961
trustworthy
I'm going to share the positive aspects of the
restaurant where I ordered food delivery with .888 1
others
Word of mouth intention | If other people ask me for advice on which 908 937 773
restaurant to order food delivery from, I will .884 .048 1.059
recommend the restaurant I ordered from
I will encourage others to use the restaurant |
ordered food delivery from 835 049 1.016
Appendix 4: Squared Multiple Correlation (SMC) and Average Variance Extracted (AVE)
Word of
- Standard Economic Time Delivery Brand
(TR o Average deviation benefits benefits benefits Image Trust Moufh
Intention
Economic benefits 3.8894 72230 .805%*
Time benefits 3.5498 78602 324k 575%*
Delivery benefits 3.2336 93161 184%* 366%* .605%*
Brand image 4.0576 61736 A44%% 105%* .078%* 507%*
Trust 3.7252 73102 A483H* 336%* 373%* 409%* 67 5%*
Word of mouth intention 3.8879 74714 335%* 241%* 223%* 491** 556%* 173%*
CR 943 .885 .860 .835 925 937
AVE .805 575 .605 .507 .675 773

**is the correlation coefficient squared value, p=0.001
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Appendix 5: Hypothesis verification results

Path Standard Standardization
Theory Route 2t ancar coefficient T-value P-value Results
coefficient error
(B-value)

Hi.q | Eeonomic benefits — Brand 509 057 553 8.931 .000%* Selection
Image

H1 | Hip | Timebenefits = Brand 039 070 044 560 0.576 | Dismissed
Image

Hi.3 | Deivery benefits = Brand 206 0.050 276 4.086 .000%* Selection
Image

H2-1 Economic benefits — Trust 325 .059 336 5.504 .000%* Selection

H2 H2-2 Time benefits — Trust -.036 .058 -.039 -.623 533 Dismissed

H2-3 Delivery benefits — Trust 204 .046 .260 4.472 .000** Selection

H3 Brand Image — Trust .520 .607 494 7.798 .000** Selection

H4 Brand Image — Word of 311 105 296 2.966 .003* Selection

Mouth Intention
HS Trust = Word of Mouth 574 102 575 5.614 .000%* Selection
Intention

#p<0.05, **p<.01



