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The Effect of the Uniformity of Franchisee Service Quality on
Customer Satisfaction and Behavioral Intention in
Korean Franchise Restaurants
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Dept. of Food Service Management and Culinary, Gyeongju Urzz'verst'l);H

Abstract

Franchise restaurants in Korea are making efforts to improve service quality by developing and
following service quality manuals to provide uniform services. This study was conducted to verify the
fact that such efforts to provide uniform services would increase customer satisfaction and influence
customers' decision to revisit. After setting up research models and hypotheses, the survey was conducted
for 30 days from April 1 to 30, 2008 and a total of 279 copies were analyzed. The result of this study
includes three findings. First, among the independent variables pertaining to the influence of uniform
service quality on customer satisfaction, service uniformity, brand uniformity, and space arrangement
uniformity were most influential. Also, among the brand image variables, service uniformity was most
influential on customer satisfaction. Second, it was found that uniform service quality had positive
influence on customers' behavioral intentions and that menu was the most influential factor. Third, it
was found that higher customer satisfaction had greater influence on customers' behavioral intentions.

Key words: Korean franchise restaurant, franchisee, service quality, uniformity, customer satisfaction,
behavioral intention.
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{Table 1> Demographic characteristics of the re-
spondents(n=279)

_ _ B B Variable Items n %
714 Z2aYe BEI] BT, A8 — o
Ej7Ho 2= gRo] ol7LEA A EAx] v Gender '
sAIZIM O Z= FEe| QI EASHY 543 W Female 114 409
N I e r—— o s
Alataom, BEE wig 2 2159 AgE 1A status Married 115 412
I} 7} AeRe] Al Al 2% Q%R 10s 207
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FH =gt IF WA A 98 v 40s 35125
A (multiple regression analysis)@ T3] HE- Over 30s 8 29
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High school graduate 40 143

Educational
_ cationa University student 128 459
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) L University graduate 101 36.2
& A7E AR A7E s Al 52 Above graduate school students 5 18
%?——_]}‘E,] %7(]% O] 0375](2005), Parasuraman “16:‘(1998), Student 121 434
17 WHSE Anderson 5(1994), Oliver(1996), A Government employee 6 22
WE Yret AT AJAAT 1E(2004), Company employee 59 21.1
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x2St
Average 1:010,000~2,000,000 66 237
J i Ad monthly 2,010,000~3,000,000 29 104
2 A

v EI"I- = income 3,010,000~4,000,000 23 82
(Won) - 4.010,000~5,000,000 8 29

1. Z29 ol SAHA EY Over 5,010,000 won 4 14
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17

{Table 2> Characteristics of visit behavior of
the respondents

Variable Items n %
Almost everyday 8 29
3~4 times a week 311
Number 1~2 tims a week 20 7.2
of visit 2~3 times a month 30 108
1~2 times a month 102 36.6
Occasionally 116 41.6
Word of mouth 111 398
vV 63 226
Source  Radio 3 11
of infor- Newspaper 9 32
mation Magazine 18 6.5
Internet 38 13.6
Various event 37 133
Friend/colleague 123 44.1
Delay/spouse 65 233
pc:rm,r;-n Family/relative 72 258
Children 18 6.5

The others 1 04
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<Table 2> Continued

Variable Items n %
5,000 won under 2 07
5,000 won~10,000 won under 23 82

Payment 10,000 won~20,000 won under 109 39.1

expense 20,000 won~30,000 won under 53 19.0

a time 30,000 won~40,000 won under 53 19.0
40,000 won~50,000 won under 23 82
Of 50,000 or more won 16 5.7
30 minutes under 2 07
30 minutes~1 hour under 8 13.6

Stayi

. Y€ | hours~1 hours 20 minutes under 146 52.3

ime
1 hours~2 hour 30 minutes under 70 25.1
Of 2 or more hours 23 82
Weekday 23 82

Visit

S Weekend/holiday 148 53.0

day
Without at day 108 38.7
am 9:00~pm 12:00 7 25
pm 12:00~pm 2:00 59 211

Visit

. pm 2:00~pm 5:00 33 11.8

time
pm 5:00~pm 7:00 70 25.1
pm 7:00~pm 10:00 110 394
Meeting/dating 49 17.6
Good taste of food 47 16.8
Special occasion(birthday etc.) 70 25.1
Discount(using coupon etc.) 16 5.7

R

eas.or'l Reasonable price 12 43

of visit
Good atmosphere/service 63 22.6
Simple and quick meal 9 32
Convenient location and traffic 5 18
Others 8 29
Clean condition of the store 73 262
Size of the store 6 22
Kind services 104 373

Important r..te of food 79 283

selection

attribute Price of food 9 32
Atmosphere which is whole 3 1.1
Variety of menu 1 04
Others 4 16
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{Table 3> Results of reliability and factor analysis of the uniformity of service quality

Factor Eigen  Variance Cronbach's

It
em loading value explained(%) alpha
Friendly service attitude 0.764
The uniform which gives a good impression 0.717
Quick service 0.665
Employee .
. The service for prudent care 0.583  8.895 29.651 0.804
services
Events 0.536
Things with a logo printed on them 0.486
Maintain indoor and outdoor cleanliness 0.442
Background music 0.814
Fragrance 0.765
Atmosphere o L 2.241 7.469 0.801
Ventilation facilities/soundproofing 0.705
Decoration/lighting 0.679
Food and menu description 0.715
Whether choose or not 0.670
Menu ] 1.966 6.554 0.765
Menu design and shape 0.626
Diversity 0.559
Facilities for elders and children 0.749
1 t Facilities for famili 0.701
Space pa.cernen acilities for @1 ies L6 5405 0732
and function Separated smoking area 0.676
Sufficient space as same as a direct management shop 0.590
Suitable prices for quality 0.786
Price Price by menu items and stores 0.715 1.494 4.979 0.823
Price by customers 0.679
Easy access to public transportation 0.832
Accessibility Convenience of access 0.786  1.233 4.110 0.780
Convenience of access to customer life circle 0.619
Amount 0.808
Food Shape/form 0.719 1225 4.083 0.794
Taste/quality 0.571
Restaurant signs 0.821
Brand . . 1.004 3.348 0.662
Unique interiors 0.802

{Table 4> Results of reliability and factor analysis of customer satisfaction, revisit intention and
recommendation intention

It Factor Eigen Variance Cronbach
em
loading value explained(%) alpha
Cust General satisfaction 0.868
mer
Hstome Joyful service 0.779 1773 59.107 0.743
satisfaction )
Cheerful experience 0.643
Visit maintenance 0.851
Revisit intention  First of all selection 0.844 2.114 70.464 0.850
Accompanied visit 0.823
R dati Active recommendation 0.903
1 ecommendalion g e recommendation 0.903 2.367 78.897 0.861
intention

Good point recommendation to others 0.858
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{Table 5> Influence of the uniformity of service quality on customer satisfaction

Nonstandard coefficient

Dependent Facto Standardization
T
variable Standard coefficient J P
error
(a constant) 0.021 0.055 0.385 0.700
Employee services 0.267 0.055 0.271 4.864 0.000%**
Atmosphere —0.052 0.055 —0.053 —0.945 0.346
Menu 0.171 0.055 0.174 3.099 0.002%*
Cust
O Space placement and function 0,195 0055 0.195 3502 0.001%*
satisfaction
Price 0.060 0.055 0.061 1.088 0.278
Accessibility 0.099 0.055 0.100 1.794 0.074
Food 0.100 0.055 0.101 1.811 0.071
Brand 0.222 0.055 0.224 4.021 0.000%**

R=0.219, Adjusted R’=0.195, F=8.849, Sig F=0.000

#5520.01, **%4p<0.001.
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{Table 6> Influence of the uniformity of service quality on revisit intention

Nonstandard coefficient

Dependent Factor Sondard Standardization ; »
variable B coefficient
error
(a constant) 0.026 0.057 0.456 0.649
Employee services 0.015 0.057 0.015 0.260 0.795
Atmosphere —0.062 0.057 —0.063 —1.084 0.280
Revisit Menu 0.223 0.057 0.229 3.916 0.000%**
intention Space placement and function 0.083 0.057 0.085 1.464 0.145
Price 0.102 0.057 0.105 1.790 0.075
Accessibility 0.104 0.057 0.107 1.831 0.068
Food 0.051 0.057 0.053 0.902 0.368
Brand 0.215 0.057 0.220 3.761 0.000%**

R*=0.138, Adjusted R*=0.111, F=5.054, Sig F=0.000

*akp<0.001.
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{Table 7> Influence of the uniformity of service quality on recommendation intention
Nonstandard coefficient L
Dependent Fach o Standardization
actor
variable B Standar coefficient S p
error
(a constant) 0.390 0.057 0.686 0.494
Employee services —0.066 0.057 —0.068 —1.166 0.245
Atmosphere —0.121 0.057 —0.124 —2.122 0.035*
. Menu 0.300 0.057 0.307 5.269 0.000%**
Recommendation .
intention Space placement and function —0.015 0.057 —0.015 —0.261 0.794
Price 0.068 0.057 0.070 1.200 0.231
Accessibility 0.081 0.057 0.083 1.418 0.157
Food 0.110 0.057 0.112 1.927 0.055
Brand 0.038 0.057 0.039 0.671 0.503

R*=0.140, Adjusted R’=0.113, F=4.373, Sig F=0.000

£p<0.05, **%p<0.001.
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{Table 8> Influence of customer satisfaction on revisit intention
Nonstandard coefficient o
Dependent Fact dard Standardization ;
actor
variable B Standar coefficient J p
error

Revisit (a constant) 0.004 0.052 0.079 0.937
intention  Customer satisfaction 0.508 0.052 0.509 9.727 0.000%**

R*=0.259, Adjusted R*=0.256, F=94.620, Sig F=0.000

#55<0,001.
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{Table 9> Influence of customer satisfaction on recommendation intention

Nonstandard coefficient

Depe.ndent Factor P—— Standarfiization »
variable B coefficient A3
error
Recommendation (@ constant) —0.001 0.056 —0.021 0.983
intention Customer satisfaction 0.396 0.056 0.395 7.094 0.000%**

R*=0.156, Adjusted R’=0.153, F=50.329, Sig F=0.000

#k<0,001.
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<{Table 10> Influence of revisit intention on recommendation intention

Nonstandard coefficient

Depéndent Factor Sterdard Standarfiization ; »
variable B coefficient 3
error
Recommendation (@ constant) 0.000 0.043 0.010 0.992
intention Revisit intention 0.710 0.043 0.708 16.551 0.000%**
R’=0.502, Adjusted R’>=0.500, F=273.933, Sig F=0.000
##%p<(,001.
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