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The Study of the Relationships among Service Quality,
Satisfaction, and Revisit Intention of Franchise Snack Bar
- Focused on Busan Area -
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Abstract

This study is conducted to investigate the relationships among service quality, satisfaction, and revisit inten-
tion of franchise snack bars customers located in Busan. The quality of franchise Korean snack bars' service
was estimated by examining three sub-dimensions: service environment factors, interaction factors, and outcome
quality factors, which are classified from Brady & Cronin’s third-dimensional model. The survey was perform-
ed from March 9th to March 13th in 2015. Total 300 questionnaires were distributed and 272 questionnaires
were employed for final analysis. SPSS 21.0 program was used to derive the following: factor analysis, reliabi-
lity analysis, correlation, simple regression and multiple regression analysis. In results, the approachableness
such as convenience for access was the most important reason when people choose a franchise Korean snack
bar company followed by food taste and reasonable price. In addition, the results indicate that service environ-
ment quality, interaction quality, and outcome quality have all positive impact on the customers' satisfaction
as well as revisit intention. Specifically, outcome quality have the greatest influence on the satisfaction and
revisit intention among three service quality factors. This outcome proves that Korean snack bar franchise
companies need to investigate more to improve their outcome quality such as food quality and serving time
to satisfy customers. In conclusion, current study confirmed the relationships among service quality, satisfact-
ion, and revisit intention in context of franchise snack bar stores. These results will suggest the snack bar
foodservice segmentation as valuable marketing strategic, and that it can be utilized as a fundamental data to
establish an efficient business plan in the industry.
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1) The Third-Order Factor Model
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<Fig. 1> The third-order factor model (Brady MK & Cronin J 2001).
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{Table 1> Demographic features of the subjects (n=272)
Characteristic Frequency(n) Percentage(%)
Male 94 34.6
Gender

Female 178 65.4

18~29 145 53.3

30~39 59 21.7

Age 40~49 57 21.0

50~59 9 33

60< 2 0.7

Single 158 58.1

Marital status

Married 114 41.9

Office worker 34 12.5

Government employee 9 33

Self-employed 17 6.3

Professional 11 4.0

Occupation

Retired/non-employed 4 1.5

Housewife 39 14.3

Student 131 48.2

Others 27 9.9

High school 14 5.1

College(student) graduate 87 32.0

Education

University(student) graduate 149 54.8

Graduate(student) 22 8.1

<100 143 52.6

101~200 37 13.6

Monthly i
oy Theome 201~300 40 14.7
(ten thousand won)
301~400 19 7.0
401< 33 12.1

Total 272 100
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{Table 2> General characteristics of the subjects (n=272)

Characteristic Frequency(n) Percentage(%)
None 17 6.3
1~2 times 144 529
Average monthly .
visit 3~4 t?mes 70 25.7
5~6 times 15 5.5
Over 7 times 26 9.6
Within 1 week 116 42.6
Within 2 weeks 64 23.5
Recently visit Within 3 weeks 29 10.7
Within 1 month 46 16.9
Within 2 months 17 6.3
Family 68 25.0
Couple 19 7.0
. Friend 128 47.1
Companion
Colleague 15 5.5
Alone 39 14.3
Others 3 1.1
Under 3,000 9 33
3,001 ~5,000 54 19.9
Aver}ff \}/)iz.inlent 5,001 ~10,000 158 58.1
10,001 ~20,000 46 16.9
Over 20,000 5 1.8
Gobongmin 82 30.1
Kimbam Chunguk 50 18.3
Jaws Ddockbokgi 46 16.9
A Ddal 18 6.6
Ppalbong 17 6.2
Bong-Gus Babberger 10 3.6
Visited franchise Nam-Chun Halmae Ddockbokgi 9 33
snack bar Kuk-Dae Ddockbokgi 8 29
Yeup-Gi Ddockbokgi 8 2.9
Bul Odange 5 1.8
Kimganae 5 1.8
Baruda Kimsunsang 5 1.8
Kunsu Maeul 5 1.8
Etc 4 1.4
Total 272 100
Food tastes 72 20.3
Price 77 21.7
Accessibility 99 279
Reasons to visit Food quantity 4 1.1
(multiple responses) Various menu 35 9.9
Cleanliness 24 6.8
Convenient package 27 7.7
Others 16 4.6

Total(multiple responses) 354 100
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{Table 3> Result of the factor analysis on service quality

. Eigen Factors ~ Commo- Variance Cronbach
Factors Measurement items . .
value loading nality (%) a
Background music 7120 .609
Toilet cleanliness .692 611
Physical Attractive space .689 675
environment 4.247 16.336 .870
quality(6) Interior atmosphere 458 .560
Upholstery .623 .647
Adequate lighting 613 .648
Anticipated customer needs .802 713
Best customer care 786 742
Passion 783 .804
Int ti
nere,lc o Competent employees trained 6.589 171 732 25.343 936
quality(7)
Employees with specialized knowledge 746 .697
Affectionate attitude .696 721
Modify the wrong right .649 .605
Provide customer order 811 .674
Suitable food temperature 798 716
Food quantities are adequate 770 .687
Good food taste 768 736
Out
weome Same food quality 6.781 745 695 26080 935
quality(9)
Superb food 719 748
Service time is appropriate 704 .643
Minimize latency 423 .667
Good food containing shape .599 .639

#x

" p<0.001.
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(Table 4> Correlation coefficients between the variables

Inter-construct correlations

. Standard
Measurement item Mean L.

deviation 1 2 3 4 5

Physical environment quality 3.44 +1.706 1.00

Interaction quality 4.02 +1.503 689" 1.00
Outcome quality 3.91 +1.469 6417 664" 1.00
Satisfaction 4.85 +1.358 650" 7027 827" 1.00
Revisit intention 4.64 +1.413 624" 645" 810" 890" 1.00
™ p<0.01.
{Table 5> Effect of service quality on satisfaction
Dependent Independent ~ Sampling Standardized sval Multicollinearity
-value
variable variable error coefficients([3) Tolerance VIF
Physical .
ysiea 048 103 2221 027 460 2.154
environment
Customer
satisfaction Interaction 049 224 4.691 000" 441 2.260
Outcome 053 613 13.601  .000"" 490 2.020
R=.855, R*=.731, Adjusted R’=.728,
F=242.635, p=.000, Durbin-Watson=2.033
" p<0.05, ™" p<0.001.
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{Table 6> Effect of service quality on revisit intention

Dependent Independent ~ Sampling Standardized sval Multicollinearity
-value
variable variable error coefficients([3) P Tolerance VIF
Physical «
, 057 116 2.298 022 464 2.154
.. environment
Revisit
intention Interaction 058 136 2.627 009” 441 2.270
Outcome 063 646 13.216 000" 500 2.020
R=827, =683, Adjusted R =680,
F=192.694, p=.000, Durbin-Watson=2.030
" p<0.05, " p<0.01, ™" p<0.001.
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