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ABSTRACT

216

This study was conducted to examine the relationships among various visible clues and non-visible clues as perceived by

franchise family restaurant consumers. Using online survey tool in South Korea, total 450 survey was distributed and 400
participants were used for further statistical analysing with SPSS 23.0 and AMOS 20.0. Twelve items were categorized into four
visible factors (food, interior, exterior, employee). The result shows that food and employee have positive effects on brand
reputation and distinctiveness, and the interior and employee were critical antecedents for brand distinctiveness. In addition, the

brand reputation and brand distinctiveness have positive influence on experiential value as well as revisit intention. Although there
were many studies which demonstrated the relationships among various quality clues and other outcome variables, such as brand

image, loyalty, little research explained the relationships among visible elements of franchise family restaurants, brand reputation,
brand distinctiveness, and revisit intention. The present study will provide theoretical and practical implications for both academia

and the franchise family restaurant industry. (what is the meaning of the red part?)
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Table 1. Demographic characteristics of the subjects

(n=400)
Fr n Percenta;
Characteristic e(g)j e if/o) g
Male 165 41.3
Gender
Female 235 58.8
18~20 19 4.8
21~30 317 79.3
(ﬁeg;) 31~40 24 6.0
40~49 28 7.0
50 < 12 3.1
TV 73 18.3
Restaurant  pgernet 149 37.3
information
source  Friends or acquaintance 176 44.0
Other 2 0.6
Food 213 53.3
Main Friend(s) meeting 136 34.0
purpose for
visiting Business meeting 2 0.5
Family meeting 49 12.3
Under 20,000 17 43
Average  20,000~29,900 46 11.5
;lznigﬁ 30,000~39,900 9% 24.0
(Won)  40,000~49,900 111 27.8
Over 50,000 130 325
Living with Yes 342 85.5
family N 58 145
Total 400 100.0
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Table 2. Result of confirmatory factor analysis
Factors Measurement Factor loading S.E. t-value CR AVE Cronbach’s a
Menu 1 182 - -
Menu Menu 2 .656 .108 9.752 758 S12 0.689
Menu 3 .703 .102 10.034
Interior 1 533 .076 9.588
Interior Interior 2 .820 .070 14.517 708 533 0.739
Interior 3 .802 - -
Exterior 1 772 - -
Exterior Exterior 2 754 .080 11.902 777 .538 0.774
Exterior 3 .671 .078 11.314
Staff 1 724 - -
Staff Staff 2 .693 .089 11.306 753 .504 0.737
Staff 3 713 .089 10.847
Brand reputation 1 738 - -
reg:f;im Brand reputation 2 682 072 11.896 769 527 0.768
Brand reputation 3 755 .082 13.082
Brand distinctiveness 1 762 - -
Brand N
distinctiveness Brand distinctiveness 2 714 157 8.709 769 .526 0.740
Brand distinctiveness 3 .699 127 7.802
Experiential value 1 .846 - -
EXpVe;liz:ﬁal Experiential value 2 759 051 17.571 845 646 0.846
Experiential value 3 .804 .052 18.997
Revisit intention 1 851 - -
.Revi.sit Revisit intention 2 .866 .044 22.076 002 o8 0902
mntention Revisit intention 3 797 044 19.278
Revisit intention 4 .826 .047 20.413
=515.521 (df=247, p=.000), IFI=943, TLI=.930, CFI=.942, GFI=.906, AGFI=.876, RMSEA=.052.
P BelH Q450 BAE AAE B4, 2w AEs AU AEFS ol §3F 2NAE PPOE ATE
2o YA 220 9L MATGE A7 FAF A% FOoRA, ofn] thie] AulAEe] 54 HAE U
£ YERITH(Jang & Joung, 2004; Lee & Ha, 2013). Z1&jv}  #l2EF] UlFu} o Qe|g|ofo] Bo] X&3ta =&
F94 225 F YrAdels SrArelE BAS o Q] WEOR ARH £ ¥ ATME HAE Y
B4, el vlisk s lelolt Bals o] Rl st AP, AR, 2 m AYE )% Je] Bg fela
g FEFS AR e AR Ueyth olH3 Adte o AL S ATt wEkA 2 AT e
FF A 24t BAE ovAy B, agja ApEy dlaERe] Al AstE Al datein ApEAJo] Ay
T2 eQed T AYAFd S ST Add T e B4 oA A7AJ] FAEEI FA8H 9l D
e e dwt 22990k ol Aoke TAdelx gL oA & Qe §94 2253 IR #94 248
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Table 3. Results of hypotheses
7Hd VA= Estimate S.E. t-value p-value 7HAE] o
Menu — Brand reputation 0.408 0.129 3.168 0.002™ A€l
Interior — Brand reputation —0.025 0.067 -0.369 0.712 712%
il Exterior — Brand reputation 0.002 0.049 0.033 0.974 712}
Staff — Brand reputation 0.511 0.090 5.675 2 &
il Menu — Brand distinctiveness 0.196 0.126 1.559 0.119 712+
Interior — Brand distinctiveness 0.141 0.065 2.176 0.030 )| ER
2 Exterior — Brand distinctiveness —-0.018 0.047 -0.391 0.696 ks
Staff — Brand distinctiveness 0.410 0.094 4.382 A
Brand reputation — Experiential value 0.643 0.137 4.682 o A=
i Brand distinctiveness — Experiential value 0.597 0.179 3.331 - )| A
Brand reputation — Revisit intention 0.238 0.103 2415 0.016° A e
o Brand distinctiveness — Revisit intention 0.259 0.116 2238 0.025 A
H4 Experiential value — Revisit intention 1.021 0.086 11916 e
37 p<05, 7 p<i005, T p<.001; R AT ¢*=555.964 (d.-256, p=.000), IFI=936, TLI=.924, CFI=.935, GFI=.901, AGFI=.874,
RMSEA=.054
el A2E BAG] neTo A Aee MAATHE A Aow, ojeld Ak FF BAATAN 5231 2w
WS ApItkm ST E ATATE o @ ueh W opel, Rad esSel Fe4L AN
TAA AARE E AL o 2h AT AA ol Sl = WA, Zallxto] = s e~
o4 ANYE bt 2k A, F o] ARl Edel M WAd] 494 9gE nAe LAES v
E9 ddon @ AdATANE Bee 894 84 o Adom dehgen, Aglel /g fele Auus
8453 e BE, Teln FHE Aol Ua A AL AT, Hebd Zaldjelz AN seg 29
% A7/l 32 ol foldl geu}, B AToE Zakdjel  Ap AUEA dhd Aul 2w g3} gedel o
= fFelelEgd N AZE S e g 584 & Q) 2ES B, ] 39 olnlA TEI BAL ol
w9} HAE WAT AT e TG F9Y 245 ] Sld welalol @ Zolth £8 o] AL e
el A BA PEAAC, 2A2tel Aok vAE  mddjel e SRR E el e e 52
FEFHA g Ao tEFeEA ALY 2EF o] A & nHFoRM FHA HAlls ggS olFod ¢
ga5e) ARG APECI RS ol 24 AAVIME & 9 Aotk s HaAse] Aol 494 A
skt 73Tt o2l @ Aok S AReA2ES  vAE R4 raldeels 45 et 59
of Bt A7E S glo] weldlol & Fod 4 o ARANE Aol §34 247l HaA= Ao 7}
WA g A o) th gk o] B2 AALES AAlSIATE B 493 J3S A= Ao g Yt ol AUEY]
A, 71E dgdToks AEAoR BE F34 24080 fUIEH L Hals AP Fa3k adle] H F &
Bz WAoly apdd} 2 FEA aid fogk o & dASk A et IS AABEATE rER e
S A= A ofyn, AT 3T F3l wet @t 2 Ax HAEE Fa) A2hE WA oy o|nlA|, 2o A}
G the AL AR Dok Qe ALk v Bge 2 370l Adshe AW 494 9e v
ow ¥ AT 2% FUA QABWEAE WA, A Aew], Yol ARE owd 2 - 41A FFE v
W, A7 A, el AR AR 93 ARY S S olalehy, #94 RAES BY YA e4%
A7E D Zalatol = L fH ~EG ZofollA 2lst o oigh dEjo] HoAdS ElskA =AU
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¥ APE Zdatol 2 ALY AEGE ISR FF
4 2253 $YA 24E 7] AN PEE Bl o
v gl ATE FYsoM, Tt 2 Aol Ak
WA, vl AEe] YRS el sEd S QEER T8
AL bR TRl MadTE Sdgnkd, uo 7
Afoln AFH AL AT 5 ANE Aoz 47
Ak E3 B ATelN Agd BhEAS vl K 534
245 dd § B WSS Deldth, ¥ A7 A
N AP BAF 5 9L Ao ARHh e
= ATEARAQ Aol2 B8 2AANE Fopirhd
uh ov] Qi vhAY A S| B4 E A AS
2 Az,
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