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Abstract

Purpose: This study aims to investigate the impact of product and service quality on customer surprise and delight, revisit
intention, and SNS word-of-mouth (WOM) intention in the context of franchise restaurants in Korea, focusing on Chinese tourists'
experiences. This analysis provides strategic insights into improving customer experiences and driving positive behavioral
outcomes within the franchise foodservice sector. Research Design and Methodology: Data were collected from 395 Chinese
tourists who visited Korean franchise restaurants using a self-administered questionnaire approach and analyzed with SmartPLS
4.0. Reliability, convergent and discriminant validity were assessed using measurement model. Hypotheses were tested using
structural equation model. Results: This study verified that customer’s service experience affects customer surprise and delight,
which in turn is an important factor in increasing revisit intention and SNS WOM and supports the SOR framework that explains
these relationships. In other words, this study presented a model that expands the traditional service quality — customer
satisfaction — behavioral intention framework by including surprise and delight. The study also revealed that both product quality
and service quality positively influence customer delight. Furthermore, customer surprise and delight significantly influence
revisit intention and SNS WOM. The findings suggest that enhancing product and service quality can lead to higher levels of
customer surprise and delight and greater likelihood of revisits and positive online feedback.
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2. Literature Review

2.1. Stimulus-Organism-Response (S-O-R) Model
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3. Research Design

3.1. Hypothesis
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4. Results
4.1. Demographic Profiles of the Respondents

2 A0l ®olgt 395 Ho| SEHAL CIFEAN EH2
Table 1 JF ZCh TX, HdE2 X (54.9%)7F At
45.1%)E 0t A LIERICE dE2 |fF= 7l (653%)0l
OE (29.1%), 7ZIEb (5.6%)2Ct =2 LELRCE HE2
30~34 Ml (38.6%) MY U 2124 M (25.5%)= F HMZ

AT 2529 M B.7%E=E MY HIULCL ng F£F2 Cfs
ZQ(54.6%)0| 7t =A UEIRCH, O gLz 1gsn
YU B2 05t (16.6%)7F & HME /UACL SEHEIQ
e Y, 7IEH (16.0%)2 ZtE =A UEHen, O
CHEo= 70O At &) (14.8%), THON AMH[AZX (12.8%)9
Q2 LIEMGCE O|&Xte] EAS2 5000~6000 2?2t (28.2%),

6001~7000 92t (27.3%), 7001~8000 Ot (22.0%)° =S Z
LIEFS 2T 9001~10000 912 (1.5%)2 A2 MY HQict.

Table 1: Demographic profiles (n = 395)

Category Subcategory n %
Gender Male 21 54.9

7
Female 17 451

8
Age Under the age of 20 28 6.8
21~24 92 25.5
25~29 34 8.7
30~34 13 38.6

5
35~39 64 17.6
Over 40 years old 42 11.4
Occupation Officer 49 13.9
Technician 56 16.0
Sales service 44 12.8
Self-Employed Business 48 14.8
Professionals 33 9.5
Teaching Professionals 38 11.3
Civil servant 18 5.3
Student 25 4.5
Full-Time Homemaker 24 7.2
Unemployed 60 4.7
Educational Below High School 26 16.6

Level
Attending University éLQ 101
University Graduate 25 54.6
Attending Graduate 60 39
School
Graduate School

Graduate 68 14.8
Marital Status Unmarried 510 20.1
24 65.3

Married 6
Other 44 5.6
Monthly Income Under 5000 21 3.7

(Unit: Yuan) 5001~6000 106 28.5
6001~7000 10 27.6
2
7001~8000 83 22.3
8001~9000 53 13.5
9001~10000 14 1.7
Over 10001 16 2.7

4.2. Validity and Reliability

ATLO|ME SmartPLS 4.0 2 &&73}0] CHEF2Z 0|F0{7
Ol ®H==o| CHAXIAMEZ HIVSHLH (Hair et al., 2021; Kim,
2023). &7| THAOA, ME[HE Cronbach’s o 2 S8 AE2[E
(composite reliability: CR)E AtE230] I ACH HE EE,
MHA 23, 124 Zs, a4 MIEE0|x, MYE L
2| SNS 0 33X TEHL| Cronbach’s a 2F CR #2 .8
Olde2 LIEtHen, o= J1ERL 7 2
Zifgto 2N ATl ME2|H0| LS EIUCH (See Appendix 1).
CH2 22, Appendix 1 O EA|El Hie Zo|, Q90 Hxj

|

(o]
o1t 0

20| .8 0|4, AVE 10| .7 O|& 22 LIEILIL, O|E &3 Z
AT ctelof =3 EfFHE0| ZHEE|RACE Appendix 2 0N =
2 AEe AN, Fornell-Larcker 7|&=0| M2t AVE O H&EZ
ol 2 AT ERE el oA A$=EC 34,
AR 2Eel XS 2i0l AVE ELCH RSOE2N TE
Etedol ABERUACE ED,  HIMT  HE I
2t0| 772 Ol A 897 AFOIZ (p <.01), 1 0l ZpZX| Qo =
EtEMo| MAEY| SHE|QICtD & = QUL
4.3. Assessment of Structural Model

2 AR AME SmartPLS 4.1 = AMESIY A3 REZ
HILSIYICE PLS (partial least square) RS L{M B0
HYHEZ Ot FX AXE  XAsisteE o XMt
24 deoz AqX ULt (Vinzi et al, 2010). FF 29|
BE2dS "orst7| o 498 oF Muedt AERUC
(Hair et al., 2021; Tenenhaus et al., 2005). HX{, 4 HE Q0l

(variance information factor: VIF) 2t0| 2.700 Ol A 3.244 AtO|2
33 20t Qob oEd3dde 2RI =X e AeE
SOIZ| ULt LMo HFAHS LEILH= Z- A+ R20|
olsf mEE|= OEHTUEE XTIt gl ASR LIEKICE
Falk and Miller (1992)= R? %o 7|28 .10 (10%)22
HASHRA =0, & AT = 12 MZEZI0|= 0.649 (64.9%),
DULE 0758 (75.8%), MYE2IT 0676 (76.6%) 1E|1
SNS O 2™E =M 0.738 (73.8%)E2 BT 0| 7|FECt
3A LtEtL O ZHT 7 ZHEE|RJACH (Falk & Miller, 1992).
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42 LEU= XEZ2 7Rl WXEFEE 554
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WOl 0 B AW HFHALIL JUs ARE UFE =0,
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= .08 ECf %ot A7 ZHOo|
siole 4+ I PEEEe] NEEs
) 2 El (c Ll
H&22 Fof Adst 2HEEMOl otz X
(Goodness of Fit; GoF)E &3l H7tZ|RUCH (Zolkepli
Kamarulzaman, 2015).  [2tA  AHALEl  GoF = 793
( /(893 x .705) )22 LtEtLL Ol 2d M=t 582
O|0|BtCt (GoF 7|F: small = .10, medium = .25, large =.36). 52,
717 2 2| E|(communality) 4t AVE(Average Variance Extracted)

Zrat ZECt (See Appendix 1).
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4.4. Hypotheses Testing

4.4.1. Hypotheses testing
= A0 ABE MESE, MHAZE, 24 MZ2t0|=

IAZE, M=ol d2ln sNs of IFH TE
gaA o ot HEdAS E4 Zib= Appendix 3 H Figure
1 3t K|St

HI-H2 = A&
O/X|l= G0l &gt 7Hdo|ct &4 ZALf, 12 MZEio|=
(B = .433, t-value = 6.636, p<.000), 1 Z& (B = .226, t-value =
3481, p<00N2E XNEEHO0| 1z AMIZ2to|x=Qt A
a0l E Hel |ogt geE 0X|= A2z LEHL H1 ot

H2 = B& X|X[E| ALt

SEO0| 1A Mz=gto|= 8l A AF0
s

(B = .417, t-value = 6.306, p<.000), 124 Zt&S (B = .405, t-value =
6.343, p<.000)2E AMHAFHO| 14 MIEZlo|=l 12
a0 @ e |ott des 0|kl A2E LEtL: H3 1t
H4 = 25 X[X|E[RACH

H5-H7 2 17 MIZgto|=Jt 12 Z
2| SNS o 3EN o o] aet 7Hdolct &

M
A
Ao, 2 S (B =313, t-value = 5.352, p <.000), M2

(B = .333, t-value = 4.990, p <.000) 12|11 SNSOf 28™ MY
(B = .386, t-value = 7.289, p <.000)22 117§ AIE}O|=7} 1124
e, MERolE T2/ sns o 3™ M H #He

[=} s
oot g2 O|X|l= A2 LtEtLt HS, H6, d2|1 HT &

H8-H9 = 12 ZS0| MUEOIZ, sNs o ™A Mo

Ct 24 ZI MUEQT B = 532, t-
value = 8.408, p <.000), SNS Of 28 P = .521, t-value =
9.938, p <.000)22 1 Z+Z0| MHEL|x 2[1 SNS O
SEH HEO H He | JdWES OXle A=

LIEFLE H8 3t H9 = R5F X|X|Z| ALt

333 (4.990")

ATUEEIE)

386 (7.289")

226 (3.481")

A17 (6.306°)
532 (8.408*)
Seniice
Quality
405 (8.343")
521 (8.638)

“p< 001, *p< 01

Figure 1: Estimates. of the siructural model (PLS)

Figure 1: Estimates of Structural Model (PLS)

4.4.2. Effect size (f?) analysis
24F 37| (effect size, f2)= SEHT7I SE0| O0/X|=
SLfMol d¥E HHSHE O AHBEIH (Chin, 1998), Cohen

(1988)0fl olsll 35 (2 =1b, .15 (B2 2ah, .02 (A2 gihz
T2 M ZHX] 7|E0] MA|IZ[RUCE Appendix 3 O|A Ei& Hf

ot Zo|, Sl HMEESY, MHAFHO| &P 1
2 MZ2H0|= (1197, .183)1 12 ZHE (065, 2110 O/X|&
Bt 37| SUSE LIEMGCH 02 MZgto|=s 1z Z
S (142), LR = (127), SNS Of 28X ML (210022
OXl &t 37| OEIZEXZ B2t 2 LIEREX| g D242t
S2 MLEO L (324), SNS O 2N ME (383)2Z O[X|
= 207t 2 Ao= LIEFRICE
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5.1. Theoretical Implications

5. Conclusion
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Appendixes
Appendix 1: Measurement Model
Constructs and Items FactPr a C.R AVE
loadings
Product Quality 0.940 0.961 0.893
The food at this establishment is of high quality. 0.942
The food at this establishment is of first-class quality. 0.944
The quality of the food at this establishment is exceptional. 0.948
Service Quality 0.919 0.961 0.925
The service quality at this establishment is of high quality. 0.962
The service quality received at this establishment is of first-class 0.962
quality.
Customer Surprise 0.957 0.969 0.885
| received a positive surprise. 0.940
| received a complimentary item or upgrade. 0.938
Something unexpected happened during the course of service. 0.943
| was pleasantly surprised. 0.943
Customer Delight 0.954 0.967 0.890
| felt special. 0.945
| felt welcomed. 0.940
| felt like a unique customer. 0.931
| felt acknowledged. 0.934
Revisit Intention 0.938 0.961 0.890
| will come back to this establishment in the future. 0.941
It is very likely that | will revisit this establishment. 0.950
| will make efforts to revisit this establishment again. 0.940
SNS WOM Intention 0.953 0.966 0.877
| recommend the food service brand SNS to my friend. 0.944
| often talk to people about benefit of the food service brand SNS. 0.940
| often introduce my peers or friends to food service brand SNS. 0.934
| actively invite my close acquaintances to join brand SNS. 0.929
x%=769.766, SRMR = 0.054, NFI = 0.914
Appendix 2: Fornell-Larcker criterion & Heterotrait-Monotrait Ratio (HTMT)
Constructs 1 2 3 4 5 6
1. Product Quality 0.945 0.855 0.806 0.830 0.880 0.849
2. Service Quality 0.794 0.962 0.812 0.878 0.855 0.877
3. Customer Surprise 0.765 0.761 0.941 0.830 0.797 0.836
4. Customer Delight 0.786 0.822 0.794 0.937 0.841 0.866
5. Reuvisit Intention 0.827 0.795 0.755 0.797 0.944 0.866
6. SNS WOM Intention 0.803 0.821 0.799 0.827 0.819 0.937

Diagonal elements (bold) are the square root of the variance shared between the constructs and their measures
(AVE) Above the diagonal elements are the HTMT ratios. Below the diagonal elements are the Fornell-Larker Criterion.



Wen Long WANG, Yeon-Kook JEONG, Wen Rou XIANG / Korean Journal of Franchise Management 15-3 (2024) 71-85

Appendix 3: Structural Estimates (PLS)

85

Paths Estimate t-value p i Results
H1  Product Quality — Customer Surprise 433 6.636 .000 197 Supported
H2 Product Quality — Customer Delight .226 3.481 .001 .065 Supported
H3 Service Quality — Customer Surprise A17 6.306 .000 .183 Supported
H4 Service Quality — Customer Delight 405 6.343 .000 211 Supported
H5 Customer Surprise — Customer Delight 313 5.352 .000 142 Supported
H6 Customer Surprise — Reuvisit Intention 333 4.990 .000 27 Supported
H7 Customer Surprise — SNS WOM Intention .386 7.289 .000 .210 Supported
H8 Customer Delight — Revisit Intention .532 8.408 .000 .324 Supported
H9 Customer Delight — SNS WOM Intention 521 9.938 .000 .383 Supported

RZ QZ

Customer Surprise 0.649 0.640
Customer Delight 0.758 0.717
Reuvisit Intention 0.676 0.709
SNS WOM Intention 0.738 0.722




