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A Study on the Effects of Restaurant Franchise Brand Equity
and Value on Customer Loyalty and Customer Satisfaction

Chan-Woo Kim - Dong-Soo Kim'
Dept, of Hotel Culinary & Food Service Management, Catholic Kwandong University"

Abstract

This study measures the impact of restaurant franchise brand equity and brand value on consumer loyalty
and customer satisfaction. The purpose of this study was to investigate the relationship between variables
based on previous studies. The survey for this present study was conducted from consumers who visited in
a franchise restaurant within three months. in Seoul and the metropolitan area. Research revealed that brand
equity and value of the franchise restaurant appeared to have a positive impact on customer loyalty, and then
consumer loyalty exhibiting a positive impact on consumer satisfaction. In addition, brand equity and value
of the franchise restaurant showed a positive impact on customer loyalty.

Key words: brand equity, brand value, customer loyalty, customer satisfaction

Hie AA Bom g, 2/9EA, 5e
5 2% 9 042 dow 99 a4
etelel Slgage sodtlve HEEF i o) ool Yol e m Acker 34
=Ygyl FWHoR ALEAYR & £ ZLEREE!
Slonl, 0de) sie] el sEYe] BAGUA o4 zazelx el % 3?% ge o] AAA
e ABE Polah] wAstlch @Al o Q) FAlRA n= AR §7 SoA 2vlel 2

I.MNE

mlg
N
L
s
o
4
2L
T
S
™
r

st Aol AN AR - A @ HEE R wjE F 94 Zalate| =t A ghe HlFo]
37} dojuhida] AMIE X19e A4 $e]l  HAl ZvlElolzta 9lthloe SY 2012). A 9]4]

3L Sol A AEr] flste] 1A Yzt 1 E%i}ﬂé S = A AT ZRllAfo] =]
AdE S W A de A5 Fote] L AR TR AR SellA] e5e HAFT
AE HEAD F Je A B disdHge & Zairle| = Yehdn e & te a4 F9
AT Farh Atk 19795 IMFAI o] AlE shubs Ax=ellA ofn] 15d 22 Hillss

AV A A} - 754, theritz_chef@hanmail.net, U= 754l ML R 57994 24, 7158 H5 gy sd=x
BRREEE,



Zzto| =2 H2EY Bal= A5 5l 7|7 4

s 01]741/‘1 ><4;<}z4 o7 A7t FA 7= A
oltt. olH gt A7) B33 2] AF 59
EPHE fleh A& d&o g de &=
AlEstal glow, Zalxfo] = HAEGA ] &
olei e SR Hil=o] Y EFH
A=o] dHE A U XEe A &
o7 Foprta Uth Ao AAY 4lstE
TR AAE o] F7] g thE Zalxfo]= 3
el gEge] ST7He e st
of A& £g otE EF AAAAES] 4
A AR olojA]a, o] 2 3 At EF 9
eSS =it Wli =opta it ol
U] 2] okd A& A FA A 9
2] Zalxfo] =2Qjo] e et W
olt}. &y = ¢JAlxAke] o] AR A o)ak
At Zalxfo]| = Al 2Hlo] S 9] ol
o] 7 9 7IgeRl=e] |, A1 S o

g e AFTE, 7S e R

& Qe P71HQ Azt 72 5 Fate] A
sl %4%— ;%a:— Ade] frEFEe v, g
B Zo] A7 Akl BelFRo], AH] gzt
9 A

ﬂiHA QEHQ} tiEo] A7HE A& F e
2 HRTh Zixjo]= Y AER | #it AFE
A HH Kwon TY(2011)9] 3H4] Zelizjo]= g
2E7e] 524 o] Bale FAJEe dFel
n]x)& 9, Ahn HR$J(2015) Zell o] = sfle]
d2Eqe] Bale IxAq ol #ek A9 Jung
HS#](2012)9] sie]d|~Ed Bil=9] 2] £
A2 o8k Kim KY2|(2011)2] i) g2

o HRIE Ao] VA ofn]x), AEE 2 o)
o] M)A JgFo el AT
e Zdatolx Y aEwe] HasolvA
HAE EAe] B ATRAE AT
WE AT AF8 Al dglonk, B AT
BAe Zhzjo|2 dlsEde] HAEA LI} B

12 fSEe} HHERY H|XE gk A 503

S S et R E R L
3l ek o2l ARt mdel o
AEYE AT GAs Ao AR AT

B A N P
IRE B ATE 2 A2 Zagje =
flde] B A AR S0

g B9oEn 0% AFH 14 34
£2 fEa] 99 ol e 49 9
%

L —
=

o o Ao 7|gel A Ao
sk Eelt QAAH 0] 2184 A

= 17-“.94 Naﬂ AR AA A =
Q17| 3k ofd 715l
se] Aol

w & o
S ol
kel
%8,

o

-~ 4
&
=
ﬂllﬂ

T gl o e -y o2 © RO
_O‘L
rr
|
e
I
rr
3
P
=3
e
_o‘L
X
:?L_l,
ol
[ l[‘
ox ¢
o

-

9
2
rl
N
=)
o
_Q o,
gm

hoE LT
- |

&

bacs

X

glé

ey

v

Jlm b

=
[
z
N
iy
o
o it
Jm
&

TE g glom 7ol A o<l
Aol %  ATHKeller 1998).
slo] B2 dgAksel 7idH 49
A}v‘:—tl, AFATAE] Bal=d gt
AolS AW Aaker(1991)= Bl =df thalo]
A2t 2 Aujr)ge] AlFelv A ~E A
ANAl QA7 AL, T AAAES] 2R R ApEs)
a17] fjate] Abgshe 5Ee A4S, 21, 55
F, IAYAR] 5E ovdta sisith &, A%
Aol e wAA AlgEE dET Au) =
Ae] Apol7} glevmz uAdA sl 14

(o=

i n{



224 gh=rze] sk A] A 229 Al 73(2016)

= et V1] A VX E woFe
%3 9ItHAnh KH - Lee JY 1997). Aa-
ker(1991)7} A 2]3t B == A/} A EE 4
HIZES oAl IAA7]aL vhe AAAFES] 23
g slsl] Q18 Abgehe S AAES on
ki F8kATh Wells(1992)7F 423k Hale=
ARk A Eel| Rt BEo 2N FlEE A,
e 288 7 E vEEoulE dAlARl 71|t
Park CS(1995)= 7o) 4ol 4% 7w 1
ARE NI FES ML FUHE §-
Folgt AoJslaitt. 90 ZWHEE] Hilso|
et e oS o] B 71950l A}
uw%aa—% BAE peFAeR A

O]'J— 3}\%

<]
T o, Hal=o] #3k =07} o]H A a AR
Ak E%E&a—t— o] 3] wlH|gh A% olTt.
gHle] dole Bal=rk] A= niEjg Ao
2 HA= ] tigk eld Folw ofxtA|
E=2E 3 YA &AL Sk ool B % vkt Ball
= A7) daio] AZldvta stk Zalto]
z Y rEgoAe] BaEA Bl =] o
A APAFES F3s) 2 APAFEL o)
i St dEjAe] v A EdE vl

BAo o2 | ~EFE 7] BAlE 2
% 2 714 #H7KBaek SH 2003), 58 B =2}k

] A= YEHKim DJ

o A17hel 7R 9} sl
1 Jo] mAle] A7

2012), 38 HA= xw

7Ex<F AR o =] nX]E= dEKKim SH 2011),
A9l ¢ HAgl: X }1} ] A7} 2= 33l

g Bl 2 X2 7Ex] o)) mX]= dHLee BB,
Seo WS 2012)0.2 B =7}xo] that x)zke 7}
A 4L Fa A8k ivk oo & A7
Ae TR0 =2 YA2EF BilE i) Bl

2. 2HIXt OH=E=Lt BEE

au|zke] APdA 2|42 avabEe] AlEt &
dato] 7HAaL sl A E, 43 2 549 A=
S Utk ojoh 22 Jhg2 712 Al F

WAl d7Eo] g1, F2 71927 1E vt
seha, AFl a2 gajo] Byl
UMM LRbA o7 QEH e JHEA delA] 1
oItk olela 2 ape] APAE A4 e Hnea
ue] Ae)de 2HAL PLES olallste=t 9l
oA shel Fag FE2A o853 ArkKot
ler 2003). &= 77 (emotion)©| L 713 feeling),

A (affect) b= THE 9mlE Y ot 7
(emotion)> 7]l B3] 73t Azl ez A3
Apdo] EHe] A ZbEH, o] FElska, 55
o A2 3 A AESH B S e, dlE

o] MslE 7kx2th o]e vkl 7] (feeling) &
O Quldolm 7td oz ~x At 7
BEHIEA 5 gPEo] AFAR G nA7E

o Al 9gE vNE Ao ekl
(Gardner 1985).

o EEe At AEG AHAE A|&H
o Fujshl weE dY DAt tE 28
B0 R AR AES oI F e el

HARA A=l =
FujstE FEA 7
FtHOliver 1999). #1%&
A7} Folgts wilol

T U, ol AlFol ek &2 Q1 #Alo] vt
F= uigitt. &, 2HA; T ee B[RS
AlF3 ddate] 71 e H, AP 2 s
3 Tol aAEC] 7= 5 AF] tgk o
o] A== Vehith Aaker(1991) FAelg s

TE A g 7R 2 BERsla, ol AlEF9 of
T=o 7P ST dE YA @
TuiREA 8] A Fel FHAE o r B

ATh F WA Je2 ol P A,

Aolx BUES Ly m @ Fobdel A

it} = ol
& gEae [Ag 5y 253 01"4% iﬂl
A Al Al gghozH Agn] g8 F8ek 4= gl



Zfiatol = H2EF HAE 2t 9 7|7t

shZolot ek o WA U avAt 534
FE 4R Folke B 5ol Ao

_(’L
A AThe A Eol )

. A (affect) = 7153 S
FHLgE goj2=A dRbH o
of o3 EAAAA= Al Ao
o] Y& thMowen 1995). ©]<]]

H

o 3t o T T} ZTakxfol = YArEZ B
Tk 7R of] o gt o 3RS X = olR
A} g}, AHAF 2 Ay B

£ SleliA 2nAp B S 23 wAR A o)
2 831K Drucker 1954). Howard(1969)& 48] 2}
o)k Anxprt Tl AFeel| A AlFE s]AYo]
BHAE D s Teet A7 deleka el sisich
w2bd Oliver(1981) AH] A THEHL 2]z
A A gk 71t AAe] At B
29 g A7 A e i A
Atk

Kotler(1994)= 4¥H|2} REESEE F3ste] 770
Q1] w3t B Eo] e AF WAl AH| =9
Y5 o]Fol Yettb= Aot e gk /i

[]
o, 71 oo m e = alFe

H)7} o] 2F2HS Zo|thKim GS - Lee JH

A shelH, 2v|A} BFddgo = vig- Fa3
3 AstEHA Fa

2z} o B}t BEE uX e doF A

ArellM e

=z
b=

C - Sung HJ - Koh JY(2007)2]
2] Au| 2 43 uA 7
Hl2s FAo] a]lo wet wof gk dake &
A, 53] A Au| a2 i 9
g a%le] o 9IS A E Aoz eI
31, Kim HI - Choi SG - Lee CG(2008)2] 170l 4]
= BiE #e, v, T99Y e Fol &M

Lo

d

A o] WA GRS ATE 23, Ee Ha
S ofulx el MRS feld JFL
Zoha shlck

1) ZeiXI0|= SAEE Hel= At S Dt

Xo| ZAA HO|

/ Customer loyalty
Brand equity & value ¢

<Fig. 1> Research model.



226 = z2]g3|A] A 227 Al 75(2016)

Be 2pke] Jid e A2k 7S dol
7 o)e] Hal=o| tigh &u|zke] FHA g
w %94 Bohe 59 59 SA=e vhel 719
o g5k wpAY A3kE olnlgn) olE 5o
Bgl=re] 28R M, Ee AAES @
& HAE el tell 5% Bl gt -2
o gl e BEA AvAE] B Bl
THT F2 S b, 5% Billes 3%
A9 2 A st € 4 Adan
HS 2009). Kim SW(2013)2 H#: = Asset Valua-
tor Model= €-8-3)| ] 31114'] AR E 2t
sl 34 A7E5 A=, B AFele e A
TE R e ® 2 Ao S st Al
A= Wit Z+ —} TREE 27 Adstod

e 2R Gk 138elA ¢ l‘j’jr/}’g 54
7HA] Likert 57 Z‘iEE }3—8}0:] e
BdE 7Xe &HR A Fa3
th AEjRte] Bale ZRR|R| 24 Zi% [ L B
o FujEE glo] WA= = AR, &B[AE0]
e fEEe} W & AlFY o] & EE A
H| 2 o] 3] Ao 7]Q1gt). whetA] A Ee
HWE 7Ex|e] A 7he ko2 ’\H]X}*J &
TE T521717] $lste] 222 7 E =3
Ae]-g 37 YHETHRosen and Surprenant 1998)
Park EJ(2008)= =€ HAl= FA7} Bl goh

O

55 HRoE HAS JEX|d
(2008)°] A& AelA

Zhzy TP R B APdete] Hds a9A] b
18w ¢ 2= E 571K Likert 53 3=

g Ahgsiel Sk

AHIKF OISEQF AHIX} BIEEO] Z&
Xz
aolA) fEmt o A Fee) @0

AgkelA) o

2782, the Aol Aul 2w

=]

A&EH o 54 Bty JES o= v
Tulshe AH|Rke] of 23} ofd T3 e A
YEN 2 o] g 4= ATH(Jones and Sasser 1995). &
3k dukA o 7 AH|AF TR AR R} o =

d7do] St} aMAp S 2H|R; S EE

b1

=]
gl

474]7} A %ﬂ-(Llnchtenstem 1992)

£ 5= Hangaviavat(2015)2] 2271x]7} 1

T A1E], a8 o s rX= ATE &
TE AiAste] A5 A&t 22t

H2 l:'E‘T:"r 2gete] ds %R gk 14

zév‘r’g— 5H7MA Likert 538 A=E

3. JHINI

B e BAL Tae]= P iET N
SR 9 A AR o EEst BEE
AeA e Gohr] ggelth mepd ¥ o
Tol BAE Er@ thevt 2o sS4
Bteie,

Ao

Hl: Z#xjo]|=

H2: =

H3: =

PEEN
e

4
0z

T



(&
£
4
o,
X
=
>
ft
ol
(m
=
I
=
B
=)
N
N
)
>
=)
)
2
fol
bt
Yo
rﬂ
I
bt
2
=)
i
rr
of,
oft
re
-
N
N
\‘

olg4dol A AHAES dFeR 2016d 3 A 2ARME dtal, AEETY AN EE &
2 193 48 1A APagen], AT ohiy] 913 Cronbach o ghE FEIT. AR
FEAG YO MBS ol WYL AR Aol ik B BAS ) NERYE B
o] =S B gol|7] ffste] 78 Zdlae] 1, 7|REA R A W] Tles Aot
= 10209 9YAE Fol AT BA3 AN DA BHL ANSEh e ses A4 4%
AR 7, BY A9 sel AR FUS U & skl AARAS WAsA
AT} % 400%-2] AEA S v Taje] B
SHT 4150 AFA S AT F 35970 FE N. AEEN
& ARAE AFAQ BN ARZ o859
BE AR PP sy dUE A 2gshe 1. TALHAKI QEIX0I SA
v, SPSS 18.0% ALgdle] BAA ST WA zAMNAAIEe] JTEASLA S (Table
ApETel Azws BYE BAL glale] 9 3t pok AQSAeINE M WA} 490
<Table 1> Demographic characteristics of respondents (N=359)
Division Classification Frequency Percentage
Male 176 49.0
Gender
Female 183 51.0
Less than 20 years 169 47.1
20~30 years 87 242
Age
30~40 years 79 22.0
50 years more 24 6.7
High school less 84 234
College 104 29.0
Education
University 86 24.0
Graduate school 85 23.7
Professional 63 17.5
Employee 90 25.1
Occupation Student 186 51.8
Housewife 12 33
Other 8 22
1 169 47.1
2 87 242
Visits
3~4 79 22.0
5 more 24 6.7
Married 118 329

Marital status
Not married 241 67.1
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{Table 2> Type factors and reliability analysis
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Variabl. Factor Eigen Vari Cronbach's KMO -
ariables ariance
loadings value o Battlet
Current restaurant has things compare
to other franchise restaurants and dis- .856
tinction.
This brand is innovative and dynamic. .845
KMO=.874,
Braid This restaurant has unique qualities. .839 4377 62.528 897 Battlet=
equi
quty The restaurant has a good track record. 177 1,457.668***
Tbeen trustworthy. 764
The brand is a trendsetter. 744
This brand makes me feel worthwhile. .697
I am willing to pay more than at other 269
restaurants. ’
I feel positive value fo this brand. 821
Brand There are additional benefits. .850 KMO=.844,
ran
i 4.092 68.206 .906 Battlet=
value I know the service at the restaurant 701 attic e
exactly. 1,645.397
The price is appropriate for the service. .834
Sisiting this restaurant was a good de- 787
cision. '
I'm proud to buy food at the restau- 016
Customer a0t ' KMO=605,
2.116 70.531 784 Battlet=
loyalty Using this restaurant makes me happy. 912 468%2165)***
I will continue to visit. .666
I am satisfied with the quality of food. .807
I am satisfied with the level of service. 799 KMO=.721
Customer ’
satisfaction | am more satisfied that at other res- 501 2.586 64.659 817 Battlet:**
taurants. 536.528
I am satisfied with the restaurant. .809

w0k pe 001,
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Brand equity 1
Brand value S559%*
Customer loyalty 379%* 339%* 1
Customer satisfaction A83%* S505%* 794%* 1

% p<0.01.
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{Table 4> Impact analysis on consumer loyalty of the brand equity of franchise restaurants

Non-standardized coefficients

Indep.endent Standardized S t P
variable B The standard error
Constant 1.186E-16 .047 .000 1.000
Brand equity 448 .047 448 9.475%*% .000
R2=.201, Adjusted R2=.199, F=89.774, p-value=.000***
% e 001,

{Table 5> Restaurant franchise brand value analysis impact on consumer loyalty

Non-standardized coefficients

Indepvendent Standardized f t p
variable B The standard error
Constant 8.665E-17 .046 .000 1.000
Brand value .504 .046 .502 11.027*** .000
R*=254, Adjusted R’=252, F=121.605, p-value=.000%**
% e 001
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{Table 6> Effects of restaurant franchise brand equity on customer satisfaction

Independent

Non-standardized coefficients

. Standardized /8 t p
variable B The standard error
Constant 2.958E-17 .048 .000 1.000
Brand equity 422 .048 419 8.805%** .000

R*=178, Adjusted R*=.176, F=77.535, p-value=.000%**

% p< 001,

{Table 7> Effects of restaurant franchise brand equity on customer satisfaction

Non-standardized coefficients

Independent
n ep'en en Standardized /8 t P
variable B The standard error
Constant 1.032E-17 .049 .000 1.000
Brand equity 368 .049 360 7.489%** .000

R*=.136, Adjusted R’=.133, F=56.088, p-value=.000%%*

w5 5 001,

{Table 8> Consumer loyalty is analyzed impact on customer satisfaction with the franchise restaurants

Independent

Non-standardized coefficients

. Standardized j t P
variable B The standard error
Constant —1.183E-17 048 .000 1.000
Customer loyalty 431 .048 431 9.026*** .000
R*=186, Adjusted R*=.184, F=81.462, p-value=000%**
% p< 001,
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