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Effects of Service Value on Attitude, and Loyalty in Food-Service Franchise
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Abstract

Pumpose - The recent franchise industry is rapidly developing. Some franchisees have a low barriers to entry and
competition among companies is intensifying. In this dynamic competitive environment, companies need to focus on
customer preferences, quality, and technical interfaces to gain competitive advantage. As a result, companies are
required to measure the performance of service values in order to provide differentiated services from competitors. In
the franchise industry, customer experience marketing of service values will enable companies to create new businesses.
Franchise firms should explore a variety of services to increase service value and reduce failures.

Research design, data, methodology - The questionnaire of this study was based on the previous research. Surveys
were conducted on panels of online surveys. Surveys were conducted on the panel who had visited the restaurant
franchise within the past month. The survey was conducted for about 7 days from February 13, 2019 to February 19,
2019. Total 300 samples, 293 were used in the analysis except for seven unfair questionnaires.

Results - The findings of this study are as follows: Emotional, monetary, and reputation values have positive effects on
cognitive and affective attitudes. Quality value and behavioral value did not effect cognitive attitude and affective attitude
significantly. In addition, affective attitude has positive effect on loyalty, but cognitive attitude did not significant effect on
loyalty.

Conclusions - First, food-service franchise company should develop a service that enables customers to use the store
conveniently. We need to develop a comfortable environment for our customers and provide intangible services. Second,
food-service franchise company should provide a reasonable price service. Food-service franchise company needs to sell
a high quality menu at a reasonable price to generate profits. Third, food-service franchise companies need to
strategically respond to their reputation. In other words, food-service franchise company needs to constantly monitor the
reputation of its customers and respond appropriately to market conditions. Fourth, food-service franchise company needs
to develop a service method capable of emotional interaction with customers. Food-service franchise firms need to
develop ongoing service methods and educate their staff.
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1. M2

2o ZAMXo|= MYPS ZH3| TSt ALk LE
IZMKIO|= £ Of= TIYEHHO| ROF 7| ZF B-Y0| x| o
K| ATt ol2fet A5H 3 HHoM 7Y BYES
SE5E7| Qo) 0 ol Mok, FF, J2|1 7|52 2 H
HO|AE 1 2 FHoz XFE UFO0| HBIA|AOF BiCH

(Karmarkar, 2004).

QA ZEHXIO|=O| MH|AQ} OlFe & ZE0| 7t 5317
20, FAFSH ROl 7|0 X|&X o2 wilsty QUct. O
2ot HE2 ZYARL AHdetE MH|AE HEstHn g I,
o828 & = UCKReid & Sandler, 1992). 11ZHO| 7|CH2t
GHE Hl W= AMHA EEHE OFE 2 24 MH|A o
TN ZL5A Ct F20{X| 12 QUCt(Parasuraman, Zeithaml &
Berry, 1988). x7[9| MH|A ZF2 1 20| MH|A EFES
IASH= 2 ot O QlAlE HESH= W ©o| ATE(ACH
(Grénroos, 1984). [IEtA 7|e ZHAIRF Kt Sl AH|A
2 2817 Qs MH|A THKE =H™|oF Sl Zeithaml
(1988)2 X|ZE ZHX|7F 22, 743 A HadH), NE
i MHA0) BB 12(2 HME EE AHA0 Cfe 24
(2" grg)oz TAE0f YUCkn S

Aol ALl O] OHBE =535t7| LIl
QIAIZEXIO|= 7|2 1 oA HHAIFQl MH|A THK|E
X&Ho2 XNSooF oot MH|AE 7HK] e R & &
oF QAZHKO[= 7|Y¥e| MH|A DOHAE2 7|® dit &
A0 &%t 2A0|CHPine & Gilmore, 1998). Z2HXI0|=
A0 AMH|A0] CHE 0 40| M OEAIE2 7|0 A M
22 HIE ¥EE = U s & Ao|CH
MO A 2 =l MH[A HSE 7|”0| X|& 7tsd5te &
LRE Y = ACH, 7|Y¥e| ol ALl g
0| XICKFornell, Mithas, Morgeson I, & Krishnan, 2006).
QAIZRAIO| =Rt 22 MH|A HE 7|gel dite 0 S
MHIAE HSE = A= s3HO| w2t HetrICHGustafsson
& Johnson, 2003). &, AH|A Hl& 7|2 8 2& MH|A
AIje e MOE LIEFY S5 QICHMeyer & Schwager,
2007). 2AIZBHXIO|= 7|Y¥e MH|A THKE =01 Almj
£ £0[7] I3 Ctst MH|AE A5 QICTH

MH|A0f CHot GITt= O E 20t BPH YHst ULt
(Vargo & Lusch, 2008). A{H|A £ OFOjjA CHFSH Mol 1
24 ZEX|of ot A7F FIRME|D CHLin, Sher, & Shih,
2005; Petrick, 2002; Ruiz, Gremler, Washburn, & Carrion,
2008; Sanchez-Fernandez, Iniesta-Bonillo, & Holbrook,
2006). O|2fst 7HX|= EHE=Rl W& o AdES REdt= M
2 0|2k UCHHonkanen, Verplanken, & Olsen, 2006).

MH|A0] CHet gi7t= 02 BdE a2 ol TS
AR QCHDe Ruyter, Bloemer, & Peeters 1997).
Cronin and Taylor(1992)= 11 ZHo| AH|A QIAlO| I 2 =/
E gdo| 3% g2 0| XCtn St QA Zaixto|=
7189 dFE ot ¥ 4302 0 J[Hte| 2 M
HIAE 0 Z0|A HSsHop n240| DHESt Aup¥oz 1
27X 7F 2R L

metM 2 AF0ME MH|A 7HKE EF 7HK|, 28H

fjo oz

7HXl, BRI 7HA, SEH 7HK|, d2|n EE OHKZE 2
oF Zeithaml(1988)2| GI1E HIHOZ Q|AZZHXIO[Z=O| A
|2 ZEX7F 9IRS EHE, EMA EiE, 2|30 SE=0] 0|
K& ol Chs A totnxt ohct.

2. o|2% HjZ
2.1. MH|A THK]

XIZE ZEX[of oigt 87t CrystA AH+te|ld UX|T
(Dodds & Monroe, 1991; Sheth, Newman, & Gross, 1991),
7t 2 HAQl Yol 1 0| = Zof et Q1AL F=
20 gt QlAlof 7|xTH A 22 |80 ChHst TEHAEQl
70| CHZeithaml, 1988). &, 7[X|= ES M = 7H01H
Ol M7I0|CKLai, Griffin, & Babin, 2009). 7|&0| | & L=
MHIAE BFSHALL AL ot M & E= AMHAE H
45t aH|Xte| 84 = et HiE X|ZHE JHX|Tt
He = QCt

Zeithaml(1988)2 MH|A JIK|E 7§ E3} 17| 3t 7|8t
S OrHSHGLCE Zeithaml(1988)2 11 ZHO| M| £ L= MH|A
7443t SEof oigh ZEX] Q1Mo CHsl HFSHRACE 19| ¢
TOM H 8 E= MHA HHoz FHE X[ZHE 2EO|
X|ZtEl 7vK|2 O|O{TICt: SHRACE. X|ZHEl 7kK|= 1 20| A
= A(BE, o8, FEY)IHME Foi X 2|0 Chet =7
t4, 54, A|ZhH Afolel H=O|Cf. C}E  Petrick and
Backman(2002)2| ¢Gt0jAM= SERV-PERVAL ML E HiE
o2 MHA ZHXE 2, A, d=H, "Wi 8 4EH
ZEX|Q CHA 7HX| XtRL 2 FESHRICt X|2HEl ZEX|of Cigt
A= 2 1 240| QUX|SH= ZHX[of Cis “Zolst MH]
A J3E gAE Hgst A= HO| QURACKHRuiz, Gremler,
Washburn, & Carrién, 2008). A{H|A ZtX|0)| Cist A=
712 M E S OFE " 2AOIM MH[A Z(gE O
Eloz ™Matk|1 QICH(Vargo & Lusch, 2008).

7HK|= 7t A28k ofLE LA E4(Foiof cigt =) o
oY EM(ME Ees MH[AQl HEhHZ Q4 E2EHI ™A
Ol A7t QUCt (Zeithaml, 1988). Zeithaml(1988) X|Zt&l
7HR7H 2E, 7HEET R HIEEA), ME E£s MH[29|
HE J2|n ME Es MH[20| ofg Z2E(EEH BE)e
2 FdE0] ALk SHRICE.

Hu, Kandampully, and Juwaheer(2009)= X|Zt=l JHX|E
NE Es MHAo| ESEIM7F Zate| EAZ HTSQICh
Bojanic(1996)2 7t 4 7|8t oTHA X|2tEl 7HK|E HE:SH 7}
Zoz b 3t B4 HZ, Z20|y JZoz 943 Z3
HE, A2l MEst7t4e2 %2 EF M3l M 7HK| =
Aoz FEECH SIQACE 7|Y¥2 0 Ao dso| FeS
OXl= M & L= MH[20| Cigh wHO| HTHA X|2tE 7t
XNE o dURRIE DI MU XZE MK 3™
HZ1H WSt M & E= MH|AE S8l 2= 7HK|O|CL

Ll = AAHEDE OfL|2} O§E O 80 EAH=21t
d=Z 242 AEHQ =S JHX|a QUCh. B2 AH|XETE
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d8H EFE SFAZI7| /8l M & E= MHIZAE FOie
CHKumar, Lee, & Kim, 2009). Z&XN J1X|= M SO0|Lt A
H|20f Chet Z7Fo|Lt MES R | gt sHicz FolE
CHSweeney & Soutar, 2001). Bagozzi, Gopinath, and Nyer
(1999)= 28X JHXIE 7|Ynt AH|XIo| ZHAOf TS B
SOz dYEl= AH| 2702t SHRICE Ol2fst #EH 7t
K= Foelzo 38X &S OlXl= A2ZE LIEHRCt
(Dodds, Monroe, & Grewal, 1991).

Parasuraman and Grewal(2000)2 X|Zt=l JtX|7L F &
7KK, Hel ZEA], AR ZHR] D2l 24 7EKIQ] Wl 7HK] &
Hoz TAHECID SIYCE 1SS 3 S JHXlE STH T}
20 Chofl 2= 0] o|n, Helf 7HX|= E2 HHE 27| ¢
s 2HIXP7} wE E71go2 Holstaict

202 ZqE 4 BHAMEE 7| At=h ofEFS
A0 Aen, LHX|X| fi= A LM Y2 Aot ot
2tAf BE2 QA ZAMXIO|=0f Chet 1 Aol X|ZHE ZHX[7}
g4 9tk 7/Yol BERS J|o| 3t n Mol 1A Z
(Weigelt & Camerer, 1988)1 A& L= ZHHOl ZAsar N
HE 8t8oZ M Y/HEICHRuth & York, 2004). Eberl and
Schwaiger(2005)= 0| 7|0 CHEh 1 40| HEHEQl
MA E7t2ta SHACE

22 El&

Bl CHe, AP fE= XF 30| TSl & 2t=(A =29|H0|
7Lt BIZFRISHR| 2 Ao R Hh Sute SHBE AES o
D|BlCH(Fishbein & Ajzen, 1975). Birgelen, Ruyter, and
Wetzels(2003)= Ef=E CHAO| CHol O = HEQ| 9| =
= 2UeZ HitstozM)N HAk= deld dgez Hol
SIGCL Malhotra(2005)= EfE=E CHAO| CHSH mIto| Qof
O Folblen, ME2 B ddo| 0jR SRt 5t
ALt ol2fet Folof W= Ef= CHOf e ZolLt
CHE FEOo| ofsh e X|Alof w2t Ef=r eHe = A
Ct= olojojct. AH|Xfo| EfEQt FOf o|= E= 0| HS
2ol Folgh 2AI71 ATt (Simester, 2016). T2 A0
M EiEs @S2zt SEAE A7 A= AE LIEFRTE
(Zhang, & Kim, 2013).

AZEE MH|ALE E-EQ Cfsf 250] B= A o
H MZSH=XE E3) Ej=E =7slICH(Farris, Bendle,
Pfeifer, & Reibstein, 2010). Abdul-Muhmin(2010)2 38X
ol gt Zut 2EHQI 8 0| Ef=0f BrEE = UCt StA
Ct.

Ei== CiYot & OFOjA CHfoh dgoz AMEE[Of RATH
(Moon, Khalid, Awan, Attig, Rasool, & Kiran, 2017). Ej ==
CHl Xxtelo| Zx(Sallam & Wahid, 2012)7} OfL|2} QIX|,
a8, d4d, 7KK, d2|a oAl § ChYet ke z gL
0| RJCKFiore & Kim, 2007). 2L} YEIX o2 EfE&= Ct
2 XY = XA, M D22 ASHOE FESHY
e RACKHasan, 2010). QXN Ef=et GMH B
dSH Ef=0| S¢S 0| LckHasan, 2010). WSH Ei==
Do7tE Sie{e 10 29| o|=7t EB=ICKChudry, Foxall, &

Ul

r

Pallister, 2011). &, W=™ Efjc= sHzo|z2tT O|8Et 4=
ULE

IX|H Ef== 11 Z40| CHAOf CHsl 7HX|2 QU= Al EE
7|8k 2(Hasan, 2010) 7HQI0| 1 CHAtO) o8l £3lig]
41t 7| S0 7|=X510 TS ZOISHALE ad0i5t=
£ o|O|3tCHCelebi, 2015; Fiore & Kim, 2007). &, QIX|X
Bl OO CHot ZHelel QIX|XH HIEZ(Shih, Lai, &
Cheng, 2013) QAIZ2HX}0|=0| CHdl Of= ™MEgtn & 24
RUALE.

QXM Ef=Qt HMA Ef= AMZ HiOf o=z RSE
Ch &, N2| XHo| MOHH 1 42 HME HtZ2 A8dt=
40| o =Xt M2| XHOo| HOH A S22 QIX|H Ht
22 MS3ICH Malhotra(2005)= AF 2H52 QOIX| IHHE E

g 4= Qon, o] npEo| Xzl A+l 0|8 7tsdo &

o9 =

=
2 2=t SHRict
IXIY Bl ZROHA|T, FE o B2 gTS0| A
A B =7t =9l OX|l= FEel 58S 4XS '
CHLawton, Conner, & McEachan, 2009). &£ A
ME Ef=7F QXM Ef=E2C dS o =0 o 43t a2
0X|l= Aoz A QCHGlasman & Albarracin, 2006;
Kraft, Rise, Sutton & Roysamb, 2005; Trafimow, Sheeran,
Lombardo, Finlay, Brown, & Armitage, 2004).

MY HE= THYES AMBSIHL ZR ezl 22 &
it MMA deg o|o|siCHFiore & Kim, 2007). O|2{%t
MY Hzs HHE ZHEHS, SB)2E BAHELD
(Giner-Sorolla, 2001). MMA EjT = CHAt0| CHst o 29|
Z740|H(Desai, K & Mahajan, 1998), 2|5 A} =0f oJsf &
sk2 & "h=CHMalhotra, 2005).

23. &

0x

=

I ZHEO| I EH2 M2 OHE A|ZCR Qls SXSHA
O|F0{XM QUCHMajumdar, 2005). SdEo| LA QI Fo|=
N FOHE FHXGHE LACE X FO|L MHAE 0HSH
FCHe ofLo|Ct SHEI 22 D42 Tt I OCt S
ot MHIAE TFOHst, FMSHH, oS0 CHei 3-A Q!
Ef= & S{X|$tCHKandampully & Suhartanto, 2000).

MEATY MEH FH=0ls HSEH FHZQ Ef=H
=SMHE9| & JHX| ZR7} QICt(Baloglu, 2002; Cheng, 2011).
Ble S4E= XM & Es MH[A0 Cigt AH|Re| SEEE
THSHE CHS Z4™at 22 Q1A Q1 Ef=0o|ct. nZ40| XY
TORSHA| A0 CHE DA 55 YAl MHIAE ST
= 4d20x HE =MEetn g £ QUCH (Kursunluoglu,
2011). B BHEE=3 5 GHOf Ciet ol Moz,
of o|= S H3Xto CHSt 3 M LIEHHCE EfE SHEEE=
10| X S0|L} MH|AE FOiSHE AS AHSHK| R=Ct
J2jLt e H =L AL ¥ O|0|X| FE0| 7|0fSHC)

dE SHEsE HAE FXO|X|E Bl SHEE AEH
TZRO0|CHCheng, 2011). B2 7= EiE 42 A5 &
Mz Zto] 2XEOQl ZAHE LIEtHCHBaldinger & Rubinson,
1996; Dick, & Basu, 1994). 20| MH|A X|Z0f CHst &
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HUS dootH TEE &= O Al7tel LEE A8t
40| RUCHBeatty, Homer, & Kahle, 1988). A{H|AT}
BEZAIZICHH SO BlE= SIH5HR|2E CHet ZHAo||

= —
St ZtA Tt BHAISICHYang, Liu, Jing, & Li, 2014).

ok e
!

MUl

3. g+EA
3.1. Gty

2 G QNITMRIOIZO) CfEt AH|A FK|} QUK
Efo MK EH=0) @S OjxD, AN Efmot HAK
Bl=ot SHE0| OIXS Y2 mopspy| sy Ceat 22
HHeiTE HEoR 97 Tt AR

3.1.1. QA ZRNXIO|=O| AMH|A TFK|QF Ef= 79| A

7HK|= CtYst s (Vaske & Donnelly, 1999), AH|X}o|
OIAHEE ZZM|A(Vermeir & Verbeke, 2006), 12|11 CHQF
ot HMA ZEQf Ef=(Schwartz, 1994)0 ks O|X|7| f
=0 Z5ith JHX-Ei=-ds RE2 dE 25 O|dst
71 &8 ArEE|D QCt (Honkanen, Verplanken, & Olsen,
2000). 7HX|= EH=E Sof AEE=E WS FS O/
= 2XH AEZ =2 F4E0 QCKTudoran, Olsen, &
Dopico, 2009). Keng and Ting(2009)2 0|, MH|A 2%
g, 2|1 EA20| ZeE A JHX[7t B=o| SEE
geFS 0| ZICt SHRAC

JKE B, M, 9 Melo] 7|Fo| EICKWiliams,
1979). 170| 42 U EfEE 1 o] FHO= B E HY
=l ZFX|of o8} ¥EE HH=CKNambisan & Baron, 2007).
Keng, Huang, Zheng, and Hsu(2007)= Z3X J1X|7F AR
Ei=of SdX S 0| &It SHACEH

Olefst MBHTE Higtoz 2 HT0ME QAZUKIO|
Z 7|9l MH|A JHK|Q EfE Zto| EAE 2 M| 2[5t
o Ct2at 22 7t 42 2SRk

HL: o4 Xto[=0] MH[A ZHK|= XN Ef=0f F (+)
|

o ggg | Ao|ch

H1-1: 28 71X XA Ef=0f F(+)° Fe2 0& A
o|c}.

H1-22 28X JHX|= QXA Efzof F(+)°o dgs O/H
Zo|ct.

H1-3: ZHZA 7HX= XA Ef=0| F(+)o g2 o=
20|t

H1-4: ¥3H JHX= XA Ef=0| F(+)o dee O
Zo|ct.

H1-5: W@k 7tX|= QXA Ef=of FH(+)o &2 0/E A
o|c}.

H2: oI AMXHO[=0| MH[A ZHX|= FMH EH=O0f F (+)
|

o ¥¥2 0" Ao|ct
H2-1: BT 7 HMN =0 H(Ho YES 08 A

o|ctH

H2-2 2R JHE HAY EEN F+)o ¥BS 0"
zolct.

H2-3: ZHT JHRlE A BjEol H(Ho ¥Ee o)
olct.

H2-4: WS JpxE YME HE0 Y+ FS 0/
ot

H2-5: B JhRls HAE BEol Y YBS 0" A
o|cC}.

3.1.2. =9 ST ZHo| A

Bi=ot 4= Ztofl= 3EHQ #AL Us A2 1A
BHE L0 RACKStarr & Rubinson, 1978). Keller(1993)
= BHHEO| Ofet X|A2 EHEE dPAAH SEEE 2tH
oz e £ e flojatn Beick

Bl WSS mEt Clyst %E M2ls 2ololN #E
tls oEE RESE RECE AFE|L Lt (Morris,
2009). EjEE MEHOR AL SHB 4 o= 2|
A apgo| AMOIX|ZH AMEEe dSES o 5+ UC
(Hunecke, Haustein, Bohler, & Grischkat, 2010). &, EjE==
=M E 0 8 4= Q= Q20I0|CKFaircloth, Capella, & Alford,
2001).

Olgfet MHHTE HEFEZ & AFM= QA Z2MX}0|
= 7|¢0f CHot EfEQt BEE 7He| EAE & A5t7| 25t
o Ct2ar 22 7t 42 2SRt

H3: QXY Ei== Sd=0 d(+)2 B2 0 ZAOoIC,.
H4: MY Elz= S9=0 3(+)e Sg= 0 AoICh

32, HEH

= A7 422 JdATE HEeR Hgsy 249
AL HE2 7| Zol o 22 Yz dEXAL HAlE
dEXAE ZZ VHE OLo A ZKI0|= OiY
=0 0| A= I 28 tedez ZAMERCE d2F
2019 2 13YLEE 28 19YNX| f 7Y SOt ZA}
o, 300%0| 225 AJotRitt & 3008e| ME S
2ot A& THE FMeleh 293747t 2 40 O] 8&IRACt

[l
-

Mr H > mjo ¥Q nx
o

0x ¥ rr

33. Bi%ol 5% 9 Ho

= g0 Ar8E Hias 7H S HETL 0|8ERL,
QA ZAMXIO|= 7|Y0f Ciet MB|A ZHK|= Petrick(2002)2)
AFOA ALEE MH|A JHKIE 2 Aol J'-0 2 5
goto] S MK, 488 7k, MY 7HK, dSH 7HA],
I 7HKe| S7H| Aoz R ULk FE JHKl= 474
geoz =FEen, MZUAI0|=0| i BZe=
Fol=IRACt HEH 7HKl= 57 =22 HYEUSH, 9
AZAMXo|=0f et EHF2=2 Fol=(UC). BHMH 7HK|
= 5 dEe2 SN, o4ZAUMX0|=0 CistH
€ Oibl gtz FolxRich dSH 7HK|= 57 d=5e=
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ZHEACn, QAZaMxto|= 0|82 HE[H2ZE Fo|x|AU
Ch EE 7= 57 &322 HFEERU2D, A ZaMXI0|
Zzo| RETCR FO|F|RULCE

Efj == Conner, Rhodes, Morris, McEachan, and Lawton
(2011)2| AFOM AREE QXA E =t FME Ef=7t 2
Aol ool XA O|8:Yol, XA i 57 B,
MY s 474 2522 ZHELAUCE AXH Eee Q
AZZXO|= 0|89 REHLE FoFUon, EMA Ef
L= MZRO|I= 0|89 X ez Fo|x|UrCt
Ofx|ate g2 =MEE= Zeithaml, Berry, and Parasuraman,
(1996)2| AE 2 ATl o0 XA +H5I0f 474 &=
oz ZHL[RCH, AAMZUXIO=E XEHCE 0|85
= X2 Fo|Z|ALY.

— —

Aol 435 & 40| O|8E 293l SEA| CHet
2 <Table 1>} ZC}.

[y |
T, JE2 OX} (60.4%)7t EHAK39.6%)0H HISH BRUAS
0, 22 RFc 7| 2(54.6%)0| 0| 2(454%)ECt = 5 =2
HoZ LIEPGICE HACH= 30~394|(55.3%), SHHL Cff st
ek 3 ER(72.0%)0] 7HE BRUACE HY2 i =5
(54.3%)0| 7t =2 HIZES AHX|SHUCE
Table 1: emographic Profile of the Respondents (n=303)
n %
Male 116 396
Gender Female 177 604
Marital status Single 133 4
Married 160 54.6
20-29 53 181
30-39 162 55.3
Age
40-49 77 26.3
50-59 1 03
Below high school 25 85
Educational Undergraduate 31 10.6
level Four year university 211 72.0
Graduate school 26 89
Student 10 34
Officer 17 5.8
Professional 16 5.5
Job Sales 44 15.0
Technical 159 543
Housewife 11 3.8
Others 36 123

N

2.

i}

g2

08t
HI

1x

iy

7

= g0 O|8E Hzo| UTEIF Y HEETES 4

Bot7| et =olM QI Mo| MA|L| ALt

M Z}, <Table 2>0|AMQt Z0|, M= X|$E X
=784.519(df=436, X2/df=1.799, p-value=0.000), CFI=0.952,
NFI1=0.899, GFI=0.857, RMR=0.065, RMSEA=0.0522 L}E}

L X2 2M 0|20 Hefeh HOE LIEPKCE

mjo

M
1

4.3, AI-_T'_I-_T'_|-7:||

O - L=

Hr

USEIYE, HEEISY 2|10 A2 24 Zah, TRt
Y0| ATE HE=S9| Ut o ALl =5 Lot
7] Rl & 22A 2S5 Alst Zuf, <Table 3>0i|Afet 2
0|, AT7HE0M HMAIGH defnt LX[ol= A= LIEHRTE

44 ATl HZ

= 70| O|8E eMIZAUMXIO|= Z|gel MH|A THK],

OIRIH BT, WAH EjE, 20 SHTe} 22 T o9
S 7to] FNH B¥S PERWHN DYSEMOZ HSY
Z:

A1, Motml x?=802.924(df=441, x?/df=1.821, p-value
=0.000), GFI=0.854, NFI=0.896, CFI=0.950, RMR=0.067,
RMSEA=0.0532 2 LIEFGCE EEDH LY H=T} Q4 B0
olgilM MFEle MEHRH)S 2 Mot Al AXH EzE
0.848(84.8%), MME EfE= 0.819(81.9%), 12|01 =ML
£ 0.868(86.8%)2 LIE}LLL}.

4.5. ATt HE

H12 QIAZMXI0|= 7| MH|A ZiX|QF XA EiE
o] BAE Lot =2r|efst Aoltt. HMA, FF 77 K|
o EEo SEH(+) IS0 B AoZ= HI-12 HEet
A0 g2 g2 -0.025 tgt2 01812 F& 7HK= ¢
AN E=0| S ANz Foloh s DIXX| @= A=
LIEFSEHp>0.05). EkA H1-12 7|ZE|QiC) Cgez ZF
ZHR|7E QXY B0 38H(+) Sehs 0l # AOI2k= H1-2
£ d3e 21, d=A a2 0220, tgt2 22182 & 7t
Xl QXY B § AXoz Folotd (1ol See DAl
= A2 LIEtHTHp<0.05). M2tA H1-2= AMEZ|QICE &
A ZEX7F QXY B0 38H(+) Sek2 0l & Aol2te
H1-32 AS%t 21, Ed2A % g2 0.190, tgt2 3.00622
BHH 7= QXY E=0| & ALz RolshE (+)2 &
g2 O[Xl= A2 LIEMRTHP<0.01). MatA] H1-32 KK
UCE. WS 7HK7F AXH EH=O] SFH(+) Sg2 0/ E A
Olgl= H1-4E AJet Zif, 427+ U2 0036, ti2
05882 AF 7HK|= QXY B0 S ANLZ Rolsh
2 OIXIX| = A2 LIEFGCHp>0.05).
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Table 2: Masurement Model®

Items f::;dfgg;ﬁ;s CCRb AVE* Cm'fad‘
Quality value 0.639 0.872 0.876
This food-service franchise is great. 0.863
This food-service franchise can be reliable. 0.814
This food-service franchise keeps its promise. 0.754
This food-service franchise always provides the same quality. 0.762
Emotional value 0.686 0.894 0.896
This food-service franchise makes the visit feel better.
This food-service franchise is comfortable. 0.796
This food-service franchise is fun. 0.855
I am glad this food-service franchise. 0.852
This food-service franchise makes me happy. 0.809
Monetary value 0.710 0.879 0.902
This food-service franchise is good in price.
This food-service franchise is worth the money 0.724
This food-service franchise is fair in price. 0.872
The price of this food-service franchise was set at a reasonable level. 0.904
The price of this food-service franchise is economical. 0.859
Behavioral value 0.583 0.797 0.845
This food-service franchise is easy to visit. 0.697
This food-service franchise does not require energy to purchase. 0.751
This food-service franchise is easy to purchase. 0.806
This food-service franchise does not require effort to purchase. 0.795
This food-service franchise is not burdened. -
Reputation value 0.619 0.890 0.890
This food-service franchise has a good reputation. 0.734
This food-service franchise is recognized. 0.821
This food-service franchise is great. 0.783
This food-service franchise is famous. 0.776
I like this food-service franchise. 0.817
Cognitive attitude 0.649 0.839 0.844
This food-service franchise is useful for our food life.
This food-service franchise is important. 0.784
This food-service franchise is worth it.
Use of this food-service franchise is rewarding. 0.825
This food-service franchise is beneficial. 0.807
Affective attitude 0.638 0.862 0.875
I am satisfied with this food-service franchise. 0.782
The use of this food-service franchise feels good. 0.831
It is pleasant to use this food-service franchise. 0.797
It is wonderful to use this food-service franchise. 0.784
Loyalty 0.704 0.878 0.903
I am planning to use this restaurant franchise in the future. 0.841
I am going to use this food-service franchise in the future. 0.855
I plan to use this food-service franchise more aggressively in the future. 0.817
I would recommend this food-service franchise to the people around me. 0.842

2 \2=784.519(df=436, x*/df=1.799, p-value=0.000), CFI=0.952, NFI=0.899, GFI=0.857, RMR=0.065, RMSEA=0.052

b CCR(Composite construct reliability), “AVE(Average variance extracted)
" Items were deleted during confirmatory factor analysis.
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Table 3: Construct Intercorrelations, Mean and Standard Deviation

1 2 3 4 5 6 7 8
1 Quality value 1
2 Emotional value 0.745** 1
3 Monetary value 0.566** 0.391** 1
4 Behavioral value 0.547** 0.496** 0.566** 1
5 Reputation value 0.773** 0.736** 0.522** 0.510** 1
6 Cognitive attitude 0.725** 0.704** 0.576** 0.529** 0.783** 1
7  Affective attitude 0.721** 0.772** 0.527** 0.536** 0.754** 0.804** 1
8 Loyalty 0.657** 0.677** 0.595** 0.491** 0.699** 0.757** 0.830** 1
Mean 4.879 5.107 4.355 4.575 5.069 4951 5.053 4978
SD 0.873 0.890 1.041 0.988 0.838 0.900 0.906 1.010
** p<0.01
Table 4: Standardized Parameter Estimates
Path Standardized coefficients t-Value
H1-1 Quality value — Cogpnitive attitude -0.025 -0.181 0.856 Non-Supported
H1-2 Emotional value — Cogpnitive attitude 0.220 2.218 * Supported
H1-3 Monetary value — Cognitive attitude 0.190 3.006 ** Supported
H1-4 Behavioral value — Cognitive attitude 0.036 0.588 0.556 Non-Supported
H1-5 Reputation value — Cognitive attitude 0.614 5.030 * Supported
H2-1 Quality value — Affective attitude -0.099 -0.780 0.436 Non-Supported
H2-2 Emotional value — Affective attitude 0.535 5.381 ** Supported
H2-3 Monetary value — Affective attitude 0.235 3919 * Supported
H2-4 Behavioral value — Affective attitude 0.015 0.268 0.788 Non-Supported
H2-5 Reputation value — Affective attitude 0.353 3.253 o Supported
H3 Cognitive attitude — Loyalty 0.052 0.346 0.729 Non-Supported
H4 Affective attitude — Loyalty 0.883 5.527 * Supported
R? Model fit
Cognitive attitude 0.848(84.8%) )(2 802.924
Affective attitude 0.819(81.9%) df 441
Loyalty 0.868(86.8%) p-value 0.000

**p<0.01; *p<0.05

X2 = 802.924(df=441, x2/df=1.821, p-value =0.000), GFI=0.854, NFI=0.896, CFI=0.950, RMR=0.067, RMSEA=0.053

Affective

Reputation

** =p<0.01, * =p<0.05, ns=non-supported
x2:802,924(df:441, X2/df=1.821, p-value=0.000), GFI=0.854, NFI=0.896, CFI=0.950, RMR=0.067, RMSEA=0.053

Figure 1: Estimates of the Structural Model

0.353(3.253)™

attitude
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M2t H1-4= 7|2ZE|ACEH =S BEE Z7HX[7F QIX|H Ef
o 38+ g2 0/ & A0|2t= H1-5E 5% 4,
ZdE2A¢ 42 0.614, tZ}2 503022 EI 7HX|= QIXH
Ei=of SAXCE FolohE ()2 FEE UKz ARE Lt
EHAtCHp<0.01). [f2tA H1-5= XHEAZ|QICH

H2= QAZaiXIO|= 7|¥9o] MH|A ZHK|QF HME Ej=
ko] HAE Lot H7|*st Ao|ct TA, FE 7|7t HAM
A Bz 3EE(+) F¥S 0/ A Ao|l2k=s H2-12 ABT
4ut, BEA s 2 -0.099, t3t2 -0.7802 & K= F
ME EHZO S AHLE Rolpt &g DIX[X| @i ASE
LIEHGCHp>0.05). t2tAM H2-12 7|2 E|QUct Chgez Z
B OHK7E EME Efzo] SEE((+) FeS 0| ® Aol
H2-2E ZASst Zdut, 27 2+ 0535, tZ+2 5.3812
a4 7= MH B0 S AHLE {oot H ()2 ¥
2 OlXl= A2Z LIEIGCHp<0.01). M2t H2-2= X{EHK|
ALk BMH ZEX7F EME EHEO| S7-H((+) g2 0l H
A0|2t= H2-32 #ABot 21, d2A 742 0.235, tgt2
39192 4NHE M= FME EZo| & AX2=2 {olot
HHel g2 O/Xs= A2E LIEHHCHp<0.01). [HEtA
H2-32 MEHZ|QICH AF ZHX7F HME B =0 SEE(+)
gak2 0| & AHol2t= H2-4E A Zut, d2AH= 2
0.015, tZ+2 0.2682 & 7HXl= EAME E{=0| & AHEHS
2 FoI3t g O|X|X| = ALE LIEHRCHp>0.05). o}
2tM H2-4= 7|ZE[QUCE ESH HE JEX|7F HAME B0
S8E(+) g2 0| H Ao|2t= H2-58 AT 21, 88
A= 242 0.353, tg2 3.253202 HH UK EAME Ex
of SAMZ FolotE(+)o &S UKl A2Z LIEHR
CHp<0.01). [M2tM H2-5= XHEHZ|QICE.

H32 QOIX|H Efzot = 7to| HAE Yot =7t
A0|Ct QXM Bi=7t BE=0 3EE(+) S¢S 0/ & 0|
gl H3Z A3s Z1t, d2A4 af2 0.052, tZf2 0.3462
2 XA Eles BEE0 S AZCE Folot F=S O|X|
= A2 LIEFHCKp>0.05). WA H32 7|Ztx[ ALt

Hé= EME ElEel SHE 7to BAE Lot E7|5t
Z0lCh HMA Efrt SHz0| 3-E(+) S22 0/ & A
Olzk= H4E AT Aut, dEA s 2 0883, 2
55272 QXM Elrz= TEE0 SAXHCE {olst FES
OjXl= A2 2 LIEFGTHp<0.01). WM2EkA He= R E|QAC.

5. 48

= A7E QAIZUMA0|= V[l MH[A M EE o Eot
7198 F2, 238 E8H, 45 12(n EHez dE
MHE|2 ZEXZE QIXIH B9 FMA B0 OiXl= Sg=
mfofstn QXY Efeet MY EiE7t SY=0| OjXl= S
oS OfoiRich 24 2ot 4¥ ZMA, 12|10 FE 7t
K= XY Efeet MY E=0f § (v)2] SS OlX|=
Ao LIEOLy, F2 7H|et AF 7= QXA Ef=et
MY B0 Felsh SgS DIX|K| @& A= LIERKC
L MY Tl SEE0 8 (h)e] S DRl AL

2 LIEtE L, QXA Efes SR Rt S 01K
X| 8= A2 LtEHRLCE

Ol2{gt ANt & O|2H AAFE2 ChSat ZCt

AW, 2 A0 AFEE M ZA0|= 7| Hof CHet M
HA 7K & &3, dMA, d2|1 HE JHX7F XA Ef
Eot MH B0 3EHQ FeE Olk|= A2 LIEHG
Ch. of2fet dut= 1 20| ZH 7|7t E=E Sl AS
o|=0f| ¥ee O|X|l& F=QI 71X| -Ef =8 Z(Honkanen et
al,, 2006) +xXE X|X[$tC} ESH O(FH, MH|A, 244, O
2l EAS0| ZAE X JHK7F Efe0| SEY IEE
OjAICk Aot Keng and Ting(2009)2| et H| S5t 2
o2 LHERGLC

S, RN WEX JHKE XN EHEQ BME HE
of Qoleh Wake DIX|X| Q= o2 LIET) o|2fet Z
It= OIXH Ef=7h CHOf| Chet f&8d Eoteta Aot
Celebi(2015)Q} Ct=2A| LtEMGICE = MAMA EjEZ7F CHA
o Cigt Zdel ZAutetn AHAsKFiore & Kim, 2007)2| ¢
Tt CE2A| LIEFHCE O|2fet O|f= 2AlZzHA0|=o| &
Y MY = AL YuHoz A ZAMXI0|=s IESHL
HwE tHEX MEA2 HE5H7| HE += Ak &, 2
FEO| MH|A 7HKE +15HK| @47| WY ZAo|Ch

Anf, EMH Eles Y0 3FXH IS OK|=
A2 LEHeL QXA Eles SEZ0 Folot s
O|X|X| Qb= A= LIEHHCE Ol2{et Zits dE 2|0
HMH B =7t OIX|M Ef=eCt o 4 Feke okl o
ToF H] =3t AntZ2 LIEFCHGlasman & Albarracin, 2006;
Kraft, Rise, Sutton & Roysamb, 2005; Trafimow et al.,
2004). 2Lt ojgfet AFEE QUXH E =Tt WSO =0
FeS 0Kl A= LiEfL}, 2 ¢ ZuetCrE Zit2
2 = UCh O[2fet O|fe= B2 1 ZAHS0| QAZaMXI0|=
S AMARSHE Z4wEh otL2l ZO|Lt 2|4l FHAaz 0
2517| WY Z0|ct.
o170l A BX AJAFEE Chedt 2T
W, olA|mahxio|x 7|¥e n 0| OjES A ol
U= MH|AE 7HRSHOF ST} MH|A 7HX|Q| ZZbH
= | OF X =HE(QlH 2
0% 91X §)8 Z5tD UCH. &, 120]

&4

0x 4y O3 TiT

2 rE @ 1ot
o

24t FH®O ofL2L § Ho
, AAH2[0, = X
oA 0|8E £+ U TAES et FHO MHAE
2{of iL}.

t
=H, 2MZEAo|= 7|Y¥2 2Kl 7t Aol MH|AE
ME3HoF otct. MZEXO|== SN HFE SN
ol MH|AE CHE Mt =0 thFez Hojg &= QACh Hiw
Lb Mu|22] 7H A0 =2 8 A[Z2 fR27I A7 g
Of CHEF ih, CHE ZONE o 5 8ICh Wt QA 2K}

r

olste ol g e Ea7t AUt

AR, QAZXtO|= 7|Y2 1 o] FHo| H EHe
theg 27t UL, thE oiMZF ot 7§el0] YEE di
St =HMAZ & e EUZ0| JHEEOf apAet FH2| F
2ot whEA =itz Qo Lot X[Z0s QA ZAL0|=
7|ge| ez GEotALL AZoM EEStE 7IY0| Lt

2
ot
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EfLtD QICH. &, QAIZ2HXIO|= 7|2 1 70| WIS X|
£Moz ZLHEF ot AIE &0 75\' o) o 83 27t

UCH
SR, QAlZEHAIO|= 7|Y2 1 Auto] HME dAE
O 7k 58t MH|A BH S et a7t QIO QA ZEHXIO|
=& HwE M3dt= 7|)0| Ot Hl MH|AE THOHS PE 25
ol2tn g <= QUCH. htM QAl=EHAO|= 7|2 1 21t
MHoz 48T = Us XEHHQ MH|A %*ﬂ% 7H
2ot ZA0AH wsg It ULt
OIX|te 2 2 AFOIM MH|A JHK]= LEFE QL MH|A
7tX| 2 7HH*E| %’é', &8, dHA, o, 2l FEe=Z
ZXO|I=E 7O MEH, IAEZL, HY
= HEY, EVL! %*' AL 5 CHdet dEcz FdE/of
2 AToM e CHdst 2EQ| MH[A JHK|E =&
SHAULE MEtM g2 AFoM e 2 B0 He
HAO|= MH|A ZHK|E 7450 04?“’* 227t ol

0
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