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Abstract 
Purpose – As the competition in the foodservice franchise industry and the market becomes fierce and the entry barrier is lowered, the 
foodservice franchisor and franchisees strive to increase their competitive advantage in the market. Therefore, the franchisor and franchisees use 
experience management strategies to enhance the positive experiences of customers visiting the stores. In this regard, this study examines the 
effects of customer-oriented activities (physical-, social-, health-, and service-oriented activities) on utilitarian and hedonic values, and loyalty 
using stimulus-organism-response (S-O-R) model and value-expectancy theory. Research design, data, methodology – The data were collected 
from panels of online survey company, who visited a foodservice franchisee within last month. The survey was conducted for about 15 days from 
March 7, 2019 to March 21, 2019, and about 3,500 e-mails and messages were distributed to ask for the survey. A total 412 responded and 
completed the questionnaires. Of the 412 completed questionaires, 12 were discarded due to missing and misinformation data and 400 were 
retained for further data analysis. Results --The results showed that social oriented activities, health oriented activities, and service oriented 
activities had positive effects on hedonic value, while physical oriented activities did not have a significant effect on hedonic value. Health 
oriented activities and service oriented activities had positive effects on utilitarian value, while physical oriented activities and social oriented 
activities had no significant effects on utilitarian value. Hedonic and utilitarian values also have a positive effect on loyalty. Conclusions – First, 
food service franchises should provide services and menus in consideration of the health of customers. When a customer visits the store, 
franchisee should provide more health-oriented food or materials and clean and comfortable conditions so as not to threaten the health of the 
customer. Second, the food service franchise must build a service-oriented system. Foodservice franchisor need to provide continuous service 
training not only to the franchisees, but also to the employees of the franchisees. Third, franchise should design a store where customers can form 
social exchanges through providing various information exchange to customers and making the store as a local community center 
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ΟΪЬ�6XOHN�	�+HQVOH\���������Ӗଞ�۰૽�ݛٸओ��ऐࡕ�о֩��ࡻЍ�ɼ �y

�یݥ�۽ࢂ�ˁଵ߾�оଞ�ˈʏ߾ࡻ؆�ࢂ�ऐࠒ�ࢉࢶࢻଯ�ࡶЕ�

ʨࡳԻݤࢿ�Ѹ߹Ь�5REVRQ��������6XOHN�	�+HQVOH\���������

ˈʏݛٸ�۰ࢂ�ˁଵ߾�оଞݛٸ۰�۰߾˱ࠉ��ˁଵ �̞փࢂࢇی�࣐�

Ք߭एࢇ�ଜʯߦЕ�Ь˱ࠉ��оଞ߾˃˗ ���&KHQJ	�6KLHK�Ь̍� �������

ઞ�� �ˁଵݛٸ�۰ࢂ۰Ѧ�ˈʏ߾߶ݥ࠹ �̞ एɽѹ�ɼɼ�ࣸࡁଜʯ�

ЬՔ߭ए �̍ �$QGHUVVRQ�Ь 	� 0RVVEHUJ�� ������� Ӗଞ�� ࢊ �ٕ �۰߾˱ࠉ

�ࢶ۰ࢽ��࣏��۽ܹࡉ��оଞ߾�ˁଵݛٸ�۰ࢂ߶ݥ࠹ �ݛٸ��۰ࢽࢉ�̑�
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ॷষଞЬ�+RPEXUJ��0�OOHU��	�.ODUPDQQ���������

քࡵ� �۰߾˱ࠉ ˈʏ� एଯࢶ� Ѱࡵ� Яࢊ� ८ࡳࡕԻ� Ѹࢽ্ �߭

��������&URQLQ	�%UDG\�Ѹ߹Ь˱ࠉ�/LDZ��&KL��	�&KXDQJ��������+DQ�	�3DUN��

�������̐ԜΟ�ˈʏ�एଯࢶ�Ѱࡶ�Яࢊ�८ࡳࡕԻ�্ࢽଜ �ִ�ˈʏ�एଯࢶ�
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ʢʈ� एଯࢶ� Ѱࡵ� ˈʏࢇ� ʢʈ߾� �ձࢂ࣯ �Еࢇࡌ̛ ˁଯࡶ�
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�����2SKXLV	�6FKLIIHUVWHLQ�Ьࢇࡪࢇ�����
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-HRQJ�� ������� %LWQHU������Е� �VHUYLFHVFDSH�ձ�ࢇৼݛݛٸ۰ �ࠆଜࡈی
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Table 1: Demographic Profile of the Respondents (n=400)G

 n % 

Gender 
Male 208 52.0 

Female 192 48.0 

Marital status 
Single 143 35.8 

Married 257 64.3 

Age 

20-29 85 21.3 
30-39 89 22.3 

40-49 112 28.0 

50-59 114 28.5 

Educational 
level 

Below high school 76 19.0 
Undergraduate 44 11.0 

Four year university 253 63.3 

Graduate school 27 6.8 

Job 

Student 33 8.3 
Officer 186 46.5 

Professional 42 10.5 

Sales 33 8.3 

Technical 16 4.0 

Housewife 68 17.0 

Others 22 5.5 

Monthly 
income 

Less than 1 million won 8 2.0 
1 million - Less than 2 

million won 35 8.8 

2 million - Less than 4 
million won 72 18.0 

4 million - Less than 6 
million won 139 34.8 

6 million - Less than 8 
million won 87 21.8 

More than 8 million won 59 14.8 

�
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��Ի�ΟΪЬࡳܻ �ցएւࡳԻࡖ��ૡ ����ࡵҗܕ̎� փࡕ�a��� փࡕ��
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Table 2: Measurement Modela 

Constructs and items Standardized 
factor loadings CCRb AVEc Cronbach 

α 
Physical oriented activities  0.877 0.721 0.885 

The exterior is attractive. -    
The interior is comfortable. 0.842     

The interior is great. 0.845     
Staff behavior is neat. 0.861     

Social oriented activities  0.832 0.605 0.862 

It is the center of the 
community. 0.730     

Local residents use many 
stores. -    

You can get local 
information from the store. -    

The exterior of the store 
blends well with the local 

landscape. 
0.782     

The store is suitable as a 
meeting place. 0.760     

Stores play a large role in 
public spaces in the 

community 
0.836     

Health oriented activities  0.843 0.662 0.892 

The air in the store is clean. 0.863     
The food used organic 

ingredients. 0.866     
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The store is equipped with 
eco-friendly building 

materials and facilities. 
0.751     

We can rest enough at store. 0.767     
Service oriented activities  0.784 0.593 0.834 

The reservation was 
provided correctly. 0.784     

The service was provided 
quickly. 0.734     

The staff was happy to help 
me. -    

The staff was excellent. 0.791     
Hedonic value  0.887 0.687 0.896 

Gave me pleasure. 0.824     
Made me feel good. 0.851     

After the visit, the image of 
the food service franchise 

improved. 
0.830     

It gave me a boost. 0.809     
It was interesting to me. -    

Utilitarian value  0.846 0.673 0.862 

It was relatively 
economical.     

The service level was higher 
than the cost paid. 0.818     

Cheaper and better than 
other food service franchise. 0.820     

The quality of service is 
high overall. 0.823     

I had a good service during 
my visit.     

Loyalty  0.918 0.732 0.933 

I want to visit again in the 
future. 0.842     

I have a good image. 0.839     
I will recommend it to my 

friends or others. 0.853     

I will speak positively to 
others. 0.860     

I have come to prefer this 
food service franchise. 0.884    

 

a χ2=587.430(df=259, χ2/df=2.268, p-value=0.000), CFI=0.963, 
NFI=0.936, GFI=0.899, RMR=0.038, RMSEA=0.056 

b CCR(Composite construct reliability) 
c AVE(Average variance extracted) 
* Items were deleted during confirmatory factor analysis. 
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** p<0.01, * p<0.05, ns=Non-supported 
χ2=646.171(df=263, χ2/df=2.457, p-value =0.000), GFI=0.891, 
NFI=0.930, CFI=0.957, RMR=0.043, RMSEA=0.060 
 

Figure 1: Estimates of the Structural Model 
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Table 3: Construct Intercorrelations, Mean and Standard Deviation 

 
Table 4: Standardized Parameter Estimates 

 Path Standardized 
coefficients t p Results 

H1-1 Physical oriented activities → Hedonic value -0.099 -0.789 0.430 Non-Supported 

H1-2 Social oriented activities → Hedonic value 0.202 2.428 0.015* Supported 

H1-3 Health oriented activities → Hedonic value 0.242 3.180 0.001** Supported 

H1-4 Service oriented activities → Hedonic value 0.608 4.327 0.000** Supported 

H2-1 Physical oriented activities → Utilitarian value -0.078 -0.644 0.519 Non-Supported 

H2-2 Social oriented activities → Utilitarian value 0.138 1.680 0.093 Non-Supported 

H2-3 Health oriented activities → Utilitarian value 0.377 4.978 0.000** Supported 

H2-4 Service oriented activities → Utilitarian value 0.531 3.930 0.000** Supported 

H3 Hedonic value → Loyalty 0.324 2.683 0.007** Supported 

H4 Utilitarian value → Loyalty 0.596 4.819 0.000** Supported 

R2 

Hedonic value 0.790(79.0%) 

Utilitarian value 0.811(81.1%) 

Loyalty 0.815(81.5%) 

Model fit 

χ2 646.171 

d.f 263 

p-value 0.000 
** 

 p<0.01; * p<0.05 
χ2=646.171(df=263, χ2/df=2.457, p-value=0.000), GFI=0.891, NFI=0.930, CFI=0.957, RMR=0.043, RMSEA=0.060 
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 1 2 3 4 5 6 7 
1. Physical oriented activities 1       

2.Social oriented activities 0.685** 1      

3.Health oriented activities 0.564** 0.632** 1     

4.Service oriented activities 0.711** 0.639** 0.648** 1    

5.Hedonic value 0.661** 0.663** 0.705** 0.740** 1   

6.Utilitarian value 0.600** 0.648** 0.741** 0.697** 0.797** 1  

7.Loyalty 0.715** 0.642** 0.654** 0.698** 0.788** 0.800** 1 

Mean 5.647 5.254 4.736 5.211 5.135 4.986 5.184 

SD 0.942 0.936 1.043 0.944 0.925 0.941 0.982 
 

** p<0.01 



14         Hae-Jin JANG, Sung-Keun WOO, Yong-Ki LEE / Journal of Industrial Disribution & Business 11-1(2020) 7 - 17 

ˁԻ˃ �ܹʅࡵ� ������� W ʅࡵ� ����� �ࢶ�ਛԃࡵ�ѰࢶԻ�ʢʈ�एଯࡳ

ɼࢂࡪ�߾ଞࢽ��ࠒ�ࢂ��ଯ�ࡶЕ�ʨࡳԻ�ΟΪЬ�S��������ҬԂ۰�

+��� �ࡵ ॹѸ߹Ь�� �ݛٸ۰ एଯࢶ� Ѱࢇ� ਛԃࢶ�ɼ߾� �ࢂ���ࢽ

˃�ˁԻࢂ���+�ԂЕ�ɼ۶ࢇ�ʨ�ࡶଯࠒ �ܹʅࡵ��������Wʅࡵ������Ի�

�Е�ࡶଯࠒ�ࢂ���ࢽ�ଞࢂࡪ�߾�ɼࢶ�ਛԃࡵ�Ѱࢶ�एଯݛٸ۰

ʨࡳԻ� ΟΪЬ�S�������� ҬԂ۰� +��� Е� ॹѸ߹Ь�� +� Е�

�ʏˈ�ࢂ߶इ�̛ࢇԐ८ݥ࠹ एଯࢶ�Ѱࢶࡈݨ�ࢇ�ɼ�߾Е�

�ࡶଯࠒ ؿ߅ߊ �̛ �ଞࡢ ʨࢇЬ�� ��ࢵ֠ �ࢶչי एଯࢶ� Ѱࢇ� �ࢶࡈݨ

ɼࢽ�߾�ࠒ�ࢂ��ଯ�ࡶ�ʨࢇԂЕ�ɼ۶�+��� ˃�ˁԻࡵ �ܹʅࢇ��

������� W ʅࡵ� ������ Իי�չࢶ�एଯࢶ�Ѱࢶࡈݨ�ࡵ�ɼࢂࡪ�߾ଞ�

���+�S!�������ҬԂ۰�Ի�ΟΪЬࡳЕ�ʨ߉�ए�ࡶଯࠒ�ࢂ���ࢽ �ࡵ

̛ɽѸ߹Ь��

ЬࡳࡸԻی� �ୣएଯࢶ�Ѱࢶࡈݨ�ࢇ�ɼࢽ�߾�ࠒ�ࢂ��ଯ�ࡶ�

ʨࢇԂЕ�ɼ۶�+��� ˃�ˁԻࢂ �ܹʅࡵ�������� W ʅࡵ������ ی�Իࡳ �ୣ

एଯࢶ� Ѱࡵ� �ࢶࡈݨ ɼ߾� �ଞࢂࡪ �ࢂ���ࢽ �ࡶଯࠒ �ए �Е߉

ʨࡳԻ� ΟΪЬ�S!������� ҬԂ۰� +��� Е� ̛ɽѸ߹Ь�� ʢʈ� एଯࢶ�

Ѱࢶࡈݨ�ࢇ�ɼࢽ�߾�ࠒ�ࢂ��ଯ�ࡶ�ʨࢇԂЕ�ɼ۶�+��� �ࢂ

ˁԻ˃ �ܹʅࡵ��������Wʅࡵ������Ի�ʢʈ�एଯࢶ�Ѱࢶࡈݨ�ࡵ�ɼ߾�

�ࡵ���+��������ҬԂ۰�S�Ի�ΟΪЬࡳЕ�ʨ�ࡶଯࠒ�ࢂ���ࢽ�ଞࢂࡪ

ॹѸ߹Ь��۰ݛٸ�एଯࢶ�Ѱࢶࡈݨ�ࢇ�ɼࢽ�߾�ࠒ�ࢂ��ଯ�ࡶ�

ʨࢇԂЕ�ɼ۶�+��� ˃�ˁԻࢂ �ܹʅࡵ��������W ʅࡵ������ �ݛٸԻ�۰ࡳ

एଯࢶ�Ѱࢶࡈݨ�ࡵ�ɼࢂࡪ�߾ଞࢽ��ࠒ�ࢂ��ଯ�ࡶЕ�ʨࡳԻ�

ΟΪЬ�S��������ҬԂ۰�+���Е�ॹѸ߹Ь���

+� �̞+� Е�एɽѹ�ɼɼ�۽Ѧ�߾Еࠒ�ଯؿ߅ߊ�ࡶ �ଞࡢ̛�

ʨࢇЬ��֠ࢵ�ਛԃࢶ�ɼɼ�۽Ѧࢽ�߾�ࠒ�ࢂ��ଯ�ࡶ�ʨࢇԂЕ�

+� ˃�ˁԻࡵ �ܹʅࡵ��������W ʅࡵ������ �߾Ѧ۽�ɼЕ�ࢶԻ�ਛԃࡳ

�+��������ҬԂ۰�S�Ի�ΟΪЬࡳЕ�ʨ�ࡶଯࠒ�ࢂ���ࢽ�ଞࢂࡪ �ࡵ

ॹѸ߹Ь��ЬࡳࡸԻࢶࡈݨ��ɼɼ�۽Ѧࢽ�߾�ࠒ�ࢂ��ଯ�ࡶ�

ʨࢇԂЕ�+� Е�ˁԻ˃ �ܹʅࡵ�������� W ʅࡵ������ Իࢶࡈݨ��ɼЕ�

۽Ѧ߾� �ଞࢂࡪ �ࢂ���ࢽ �ࡶଯࠒ �Е ʨࡳԻ� ΟΪЬ�S��������

ҬԂ۰�+�Е�ॹѸ߹Ь��

�

��� ʹԺ�
�

�ق �Е˱ࠉ �इࢇԐ८ݥ࠹ �ࢂ߶̛ ˈʏ� एଯࢶ� ցৼલ� �ࡶԘࢷ

ܹվଜ ی���Ѱࢶ�Ѱ��ʢʈ�एଯࢶ�एଯࢶչי�ଥࡢ̛� �ୣएଯࢶ�Ѱ��

̐չ �ࢶ�ਛԃࢇ�Ѱࢶѹ�ˈʏ�एଯ۽˱�Իࡳ�Ѱࢶ�एଯݛٸ۰̍�

ɼ ଜ߆�ળࡶଯࠒ�Е�߾�ɼࢶࡈݨࠪ� �̍ਛԃࢶ�ɼ �ࢶࡈݨࠪ�

ɼɼ�۽Ѧ�߾Еࠒ�ଯࡶ�ળ߆ଜࠑЬ��ٗ۱�ʼ ی̞� �ୣएଯࢶ�

Ѱ��ʢʈ�एଯࢶ�Ѱ��̐չ �߾�ɼࢶ�ਛԃࡵ�Ѱࢶ�एଯݛٸ۰̍�

�ࢂ���ࢽ �ࡶଯࠒ �Е ʨࡳԻ� ΟΪࡳΟ�� �ࢶչי एଯࢶ� Ѱࡵ�

ਛԃࢶ� ɼ߾� �ଞࢂࡪ �ࡶଯࠒ �ए �Е߉ ʨࡳԻ� ΟΪЬ�� ʢʈ�

एଯࢶ�Ѱ �ࡶଯࠒ�ࢂ���ࢽ�߾�ɼࢶࡈݨ�ࡵ�Ѱࢶ�एଯݛٸ۰̞�

�Ѱࢶ�एଯࢶչי��ΟࡳԻ�ΟΪࡳЕ�ʨ ی̞� �ୣएଯࢶ�Ѱࡵ�

�ࢶࡈݨ ɼ߾� �ଞࢂࡪ �ࡶଯࠒ �ए �Е߉ ʨࡳԻ� ΟΪЬ�� Ӗଞ��

ਛԃࢶ�ɼ �ԻࡳЕ�ʨ�ࡶଯࠒ�ࢂ���ࢽ�߾Ѧ۽�ɼЕ�ࢶࡈݨࠪ�

ΟΪЬ��

ٗ۱�̓ �ҬЕ�ੵ߾˕ ࡸЕ�Ьࢂ �̞ʋЬ��

धݥ࠹��Ԑ८ࢇइ�̛߶̍�ࢂ ʏ�एଯࢶ�Ѱࡵ�एɽѹ�ɼձ�ଥ�

۽Ѧࠒ�߾ଯ�ࡶЕ�ʨࡳԻ�ΟΪЬࢇ��Ԝଞ�ʼ˕Е�ˈʏ�एଯࢶ�

Ѱࢇ�ˈʏ̑�ࡶଜ �̍एɽѹ�ɼɼ̛ࡪ�ձ�ଥ�؆ࡻଜЕ�6WLPXOL�

2UJDQLVP�5HVSRQVH�6–2�5��ֻљ�0HKUDELDQ�	�5XVVHO�������ʦऎѸ߹Ьࢇ���

Ӗଞࢇ�Ԝଞࠉ�˱Еݥ࠹�Ԑ८ࢇइ�ˈʏݛٸ�۰ࢂ�ˁଵࢉ�ࢇए �ࠪ

ʃࢇࢽ� ૦ଡѹ� एɽѹ� ɼ߾� �ࡶଯࠒ Ь �̍ �ଞ˱ࠉ %DWUD� DQG�

$KWROD����˱ࠉ�ࢂ�� ��Ի�ΟΪЬࡳଜЕ�ʨࢊࠪ�

҂धی�� �ୣएଯࢶ�Ѱ��ʢʈ�एଯࢶ�Ѱ��̐չ �ࢶ�एଯݛٸ۰̍�

Ѱࡵ� ਛԃࢶ� ɼ߾� �ࢶࢽ̙ �ࡶଯࠒ �Е ʨࡳԻ� ΟΪࡳΟ��

��Ի�ΟΪЬࡳЕ�ʨ߉�ए�ࡶଯࠒ�ଞࢂࡪ�ࡵ�Ѱࢶ�एଯࢶչי

ࠉ�Ԝଞࢇ �˱ʼ˕Е�۰ݛٸ�ˁࡶ�ଥ�ˈʏࡳࢶࢽ̙�ࢇԻ�ˁଵࡶ�

ૡɼଜЕі� �ࡶଯࠒ�ଞࡁࣸ �ଞ˱ࠉ�ԻࡳЕ�ʨ /HH� HW� DO�������ࢂ�

˱ࠉ �ࠪЬհ�ʨࡳԻ�ΟΪЬࢇ��Ԝଞࡪࢇ�Еࠒ�ࢂ߶ݥ࠹�߶�̛ɾࢇ�

ड �̛Ҷ߾ח�оٕٗࠝ�ࢇࢠ�ࢂԎѸए߉� �̳̍Δଞ�ˁࢇ �̛Ҷࢊח�

���Ьܹ�

��ध܅ ʢʈ� एଯࢶ� Ѱ �̞ �ݛٸ۰ एଯࢶ� Ѱࡵ� �ࢶࡈݨ ɼ߾�

�Ѱࢶ�एଯࢶչי��ΟࡳԻ�ΟΪࡳЕ�ʨ�ࡶଯࠒ�ࢶࢽ̙ ی̞� �ୣ

एଯࢶ� Ѱࡵ� �ࢶࡈݨ ɼ߾� �ଞࢂࡪ �ࡶଯࠒ �ए �Е߉ ʨࡳԻ�

ΟΪЬࢇ��Ԝଞ�ٗ۱�ʼ˕Еי�չࢶ� �ˁ�۰૽�ݛٸओࢶୣی���˗˃ɼ�

�ࢶࡈݨ ɼ �ࠪ ਛԃࢶ� ɼ߾� �ࡶଯࠒ Ь �̍ �ଞ˱ࠉ &KDQJ� HW�

DO�������ࠉ�ࢂ˱ ࢊࠪ� �ٕЬհ�ʨࡳԻ�ΟΪЬ���

ࡸ�Ьࡵࢺیݤ�ࢶԽࢇ�ࢂ˱ࠉ�ق �̞ʋЬ���

��ࢵ֠ �ق �इࢇԐ८ݥ࠹�Е˱ࠉ ˈʏࢂ� ˁଵ �̞ ଭѰ�۶ָࡶଜ �̛

���Ѱࢶʏएଯˈ�ࡶ̑�ࠆଜࡈࢇ�ࡶԽࢇ��6�2�5ࢂչଝݪ�ˁࠆଜࡢ

ࢶࡈݨ�ձ̛ࡪ �̞ਛԃࢶ�ɼ��̐չ �ЬЕࠑଜݤࢿ�ѦԻ۽�ࡶࡻ؆̍�

ʨࢇЬ��ઞࠉ�ق��˱Е� �ফݤ�૦ଡࡶ�Ѱࢶ�ʢʈएଯ߾ࢉࡁ̑� �̒

ˈʏࢺ�ࢇ૦ձࡈࢇ�ଜִ۰�̛оଜЕࠒ؆�ࡶࢉࡁ�ଜࠆ�� 6�2�5�ֻࡶ�

ࢠଜࠑЬ��҂धࠉ�ق��˱Е�Ь८ࢂࡕ�ˈʏएଯࢶ�ѰҚࢇ�ˈʏࢇ�

ࢶࡈݨ�۰�ˁଵଜЕ߾૦�ΰࢺ �̞ਛԃࢶ�ɼ�߾Еࠒ�ଯٗ�ࡶ ۱ଜࠆ��

ˈʏएଯࢶ�ѰҚࢶࡈݨ�ࢇ �̞ਛԃࢶ�ɼ�߾Е�ۘܥ୪ �̞WUDGH�RII�

HIIHFW�ձ�ળ߆ଟ�ܹ ���ЬࠑѦԼ�ଜ�

धݥ࠹��Ԑ८ࢇइ�̛߶̍�ࡵ ʏࢂ�ʢʈࡶ�ˈԮଞ�۰��֩ݛٸЍձ�

�ଞЬ��ࠖձ�Қߞଥ˓ࢿ ଜࡈی�ձ�ࠝԎࡪࡈݥ�߭� �ִʢʈࣚ�߾एࡵ߉��

�ࢇओי Ѹ۽ۢ �̛ Ҷ߾ח� ࢊ �ٕ Ԑ८ࢇइЕ� ࠝԎѹ� �ձࡪࡈݥ

߉�ଜएࡈی �ࢂء�ԐҖЕ�ଞٱ�ࢇ�ԐҖٕਫ਼�Ͱ߹Ь��Ӗଞٱ�ଥࡢ̛�



Hae-Jin JANG, Sung-Keun WOO, Yong-Ki LEE / Journal of Industrial Disribution & Business 11-1(2020) 7- 17                   15 

�

�չଟ࣏�ѹ�փࢽԻ�ଞࡪࡈݥ �ଟࢉ�ࢇЕए�ˈʏܹ� �ܹ �Е

߭ଐչৼ̧܊ࢇए�փҚ �߭ ؑ૦ଜ ��Ь̍� ফ �̒  �ˁ ծ߾־�оଞ�

ˈʏࢇݥࢉ�ࢂ�ऎɼଜ֩�ࠆЍ߅�ڸ�ТԂݨ�ΰ�ˁ߾�оଞࢿח�Ѧ�ʯ�

ଜݥࢉ �̍ ��Ь ई�� ˈʏࢇ� �߾ࢠ �ࡶࠑଜח؏ Ҷ�� ˈʏࢂ� ʢʈࡶ�

ଜࢶѦԼ�ਛ߉�ଜएࡢ ����ଞЬߞԻ�۶˃Ѹ߭ࡳࢠ�ଞࢷ߇̍�

҂धݥ࠹��Ԑ८ࢇइ�̛߶ݛٸ�۰ࡵ�एଯݛݤ�ࢶ੬ࡶ�˱ଥߞ�ଞЬ��

ˈʏ�۰ݛٸЕ�оٕ �ٗऐࡶࡕ�ଥࢿ�˓Ѹ �̛Ҷݥ࠹�߾חԐ८ࢇइ�

�ࡵ߶̛ �ݛٸ۰ �ࡶЍ߲ ˈʏ� एଯࡳࢶԻ� ʎ؈ଥߞ� ଞЬ��

�ࢂࢺТԂ�ɼ֘߅�փڸࢺЍ߲Ի�ɼ֘�Ԝଞࢇ�ࡵ߶इ�̛ࢇԐ८ݥ࠹

ऐ̧ࡕए�एݛٸ�۰ࢉࢶܖ�ˬ ���Ь�ɼࡁଟ�ଗݤݨ�ࡶ

��ध܅ �इЕࢇԐ८ݥ࠹ ˈʏࢇ� �ࢶୣی ˬզձ� ۽ଟ� �ܹ �Е

�Իࡳࢠ ۶˃Ѹ߭ߞ� ଞЬ�� ࠖձ� Қ �߭ ࢊ �ٕ ৲ଔܶࡵ� ঈࡸ� ˈʏࡶ�

��ɼओࡶࢎʠΟ��ֻݍ�۰߾ࢠ�шԂѦ߉�ଜए˱�Վձࡸ��ଟ�Ҷࡪ �ܹ

��Οࡳ߹ʯ�۶˃Ѹ ফ̒߾Е�ɽ� ੨ࡕࢷ�ࢂٴࢇ�ଐԜ̐ձࢿ�ʠଜ �̍

ࡳ߉�ଜए˱�Վձࡸ �ଟࡈࢇִ� �ܹ߷ʯ�۶˃ଜ �Վձࡸ�Խי��Ь̍�

߉�ଜए˱ �̍οࠝ�הԔѰ�߇չձ�८एଜ ࡳ̍� �ִЬհ�ˈʏࢂ�

ٙࡶ�টԎଜएփ��оٕٗࢂ�ˈʏࢂ�ট एࢉ̛� �ࠪЬծ �̛Ҷࢉ�߾חए�

�ଟۢ؈�ɼࢊٙ ��Ьܹ�

ଞࢂ˱ࠉ�ق���ଞ˃ࢺ �̞ଯ୯ࠉ�˱؏ଯࡵ�Ьࡸ �̞ʋЬ���

�ق �Е˱ࠉ �इࢇԐ८ݥ࠹ �ࢂ߶̛ ɼ֘ח؏�ࢺ� ˈʏࡶ� оۘࡳԻ�

�ࢻ�ऐࡶ�Ѱࢶʏ�एଯˈ�ࢂیق�इࢇԐ८ݥ࠹�ࢇѸ߹Ь��ˈʏ˱ࠉ

ˁଵଜ �̛߭ԳЬ��ҬԂ۰�ˈʏݥ࠹�ࢇԐ८ࢇइ�̛߶ࢂ�ˈʏ�एଯࢶ�

Ѱࡶ� ɼ֘ࡶࢺ� оۘࡳԻ� ɾࢻ� ˁଵଟ� �߾ܹ ߷Ь�� ̐ԜΟ�

�इࢇԐ८ݥ࠹ ɼٕ֘ق �ࠪ ɼ֘ࡵࢺ� �߾˃˗ߟ˃ �Е Ьհ�

Ԃࢇ߶̛ �̍ ଟ� �ܹ ��Ь ҬԂ۰� ଯ୯� �۰Е߾˱ࠉ �इࢇԐ८ݥ࠹

�ࢂیق ऐࢺࠒ �̞ ɼ֘ࡶࢺ�˱ٗଜࠆ� �ଟ˱ࠉ ଗࡁɼ� ��Ь Ӗଞ�� �ق

इЕ�৲ଔࢇԐ८ݥ࠹�ࢂ˱ࠉ ��оଥ߾؆ࢷ�߶ۏݥ࠹�Վɼ�૦ଡѹࡸࠪ�

Ѹ߹Ь��̐ԜΟ�৲ଔ˱ࠉ ��ЬࢇЕ�Ьձ�ʨ˱ࡂ�ࢂ�оଞ�ˈʏ߾یݥࠪ�

ҬԂ۰�ଯ୯۰߾˱ࠉ�Е�߶ࣗطԻ�˱ٗଜࠉ�ࠆ˱ଟ�ଗࡁɼ�Ь��

�

�

References 
 
Andersson, T. D. & Mossberg, L. (2004). The dining experience: 

Do restaurants satisfy customer needs?. Food Service 
Technology, 4(4), 171-177. 

Athanassopoulos, A. D. (2000). Customer satisfaction cues to 
support market segmentation and explain switching behavior. 
Journal of Business Research, 47(3), 191-207. 

Babin, B. J., & Attaway, J. S. (2000). Atmospheric affect as a tool 
for creating value and gaining share of customer. Journal of 
Business Research, 49(2), 91-99. 

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or 
fun: Measuring hedonic and utilitarian shopping value. 
Journal of Consumer Research, 20(4), 644-656. 

Back, K. J. (2005). The effects of image congruence on customers’ 

brand loyalty in the upper middle-class hotel industry. Journal 
of Hospitality & Tourism Research, 29(4), 448-467. 

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural 
equation models. Journal of the Academy of Marketing 
Science, 16(1), 74-94. 

Baker, J., Grewal, D., & Parasuraman, A. (1994). The influence of 
store environment on quality inferences and store image. 
Journal of the Academy of Marketing Science, 22(4), 328-339. 

Batra, R., & Ahtola, O. T. (1991). Measuring the hedonic and 
utilitarian sources of consumer attitudes. Marketing Letters, 
2(2), 159-170. 

Bitner, M. J. (1992). Servicescapes: The impact of physical 
surroundings on customers and employees. Journal of 
Marketing, 56(2), 57-71. 

Boksberger, P. E., & Melsen, L. (2011). Perceived value: A 
critical examination of definitions, concepts and measures for 
the service industry. Journal of Services Marketing, 25(3), 
229-240. 

Brady, M. K., & Cronin Jr, J. J. (2001). Customer orientation: 
Effects on customer service perceptions and outcome 
behaviors. Journal of service Research, 3(3), 241-251. 

Butz Jr, H. E., & Goodstein, L. D. (1996). Measuring customer 
value: Gaining the strategic advantage. Organizational 
Dynamics, 24(3), 63-77. 

Chang, E., Burns, L. D., & Francis, S. K. (2004). Gender 
differences in the dimensional structure of apparel shopping 
satisfaction among Korean consumers: The role of hedonic 
shopping value. Clothing and Textiles Research Journal, 22(4), 
185-199. 

Chin, W. W. (1998). Commentary: Issues and opinion on 
structural equation modeling. MIS Quarterly, 22(1), 7-16. 

Das, G. (2014). Linkages of retailer awareness, retailer association, 
retailer perceived quality and retailer loyalty with purchase 
intention: A study of Indian food retail brands. Journal of 
Retailing and Consumer Services, 21(3), 284-292. 

Davis, M. M., & Vollmann, T. E. (1990). A framework for 
relating waiting time and customer satisfaction in a service 
operation. Journal of Services Marketing, 4(1), 61-69. 

Day, G. S., & Wensley, R. (1988). Assessing advantage: A 
framework for diagnosing competitive superiority. Journal of 
Marketing, 52(2), 1-20. 

Dedeoglu, B. B., Bilgihan, A., Ye, B. H., Buonincontri, P., & 
Okumus, F. (2018). The impact of servicescape on hedonic 
value and behavioral intentions: The importance of previous 
experience. International Journal of Hospitality Management, 
72, 10-20. 

Dennis, B., Desharnais, R. A., Cushing, J. M., Henson, S. M., & 
Costantino, R. F. (2001). Estimating chaos and complex 
dynamics in an insect population. Ecological Monographs, 
71(2), 277-303. 

Dennis, C., King, T., Fiore, A. M., & Kim, J. (2007). An 
integrative framework capturing experiential and utilitarian 
shopping experience. International Journal of Retail & 
Distribution Management, 35(6), 421-442. 

Desai, K. K., & Mahajan, V. (1998). Strategic role of affect-based 
attitudes in the acquisition, development, and retention of 
customers. Journal of Business Research, 42(3), 309-324. 

Dutta-Bergman, M. J. (2004). Primary sources of health 
information: Comparisons in the domain of health attitudes, 



16         Hae-Jin JANG, Sung-Keun WOO, Yong-Ki LEE / Journal of Industrial Disribution & Business 11-1(2020) 7 - 17 

health cognitions, and health behaviors. Health 
Communication, 16(3), 273-288. 

Dutta-Bergman, M. J. (2005). Theory and practice in health 
communication campaigns: A critical interrogation. Health 
Communication, 18(2), 103-122. 

Eggert, A., Ulaga, W., & Schultz, F. (2006). Value creation in the 
relationship life cycle: A quasi-longitudinal analysis. 
Industrial Marketing Management, 35(1), 20-27. 

Evanschitzky, H., & Wunderlich, M. (2006). An examination of 
moderator effects in the four-stage loyalty model. Journal of 
Service Research, 8(4), 330-345. 

Fagerli, R. A., & Wandel, M. (1999). Gender differences in 
opinions and practices with regard to a healthy diet. Appetite, 
32(2), 171-190. 

Fortin, D., Uncles, M., Olsen, S. O., & Skallerud, K. (2011). 
Retail attributes' differential effects on utilitarian versus 
hedonic shopping value. Journal of Consumer Marketing, 
28(7), 532-539. 

Gupta, S., McLaughlin, E., & Gomez, M. (2007). Guest 
satisfaction and restaurant performance. Cornell Hotel and 
Restaurant Administration Quarterly, 48(3), 284-298. 

Gwinner, K. P., Gremler, D. D., & Bitner, M. J. (1998). Relational 
benefits in services industries: The customer’s perspective. 
Journal of the Academy of Marketing Science, 26(2), 101-114. 

Ha, J., & Jang, S. S. (2013). Attributes, consequences, and 
consumer values. International Journal of Contemporary 
Hospitality Management, 25(3), 383-409. 

Hair Jr, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & 
Tatham, R. L. (2010). SEM: An introduction. Multivariate 
Data Analysis: A Global Perspective, 5(6), 629-686. 

Han, S. H. & Park, H, J. (2018). The effects of franchise CEOʼs 
innovation and CSR passion, and customer orientation on 
perceived service qality, customer affection, and commitment. 
Korean Journal of Franchise Management, 9(2), 19-29. 

Heskett, J. L., Jones, T. O., Loveman, G. W., Sasser, W. E., & 
Schlesinger, L. A. (1994). Putting the service-profit chain to 
work. Harvard Business Review, 72(2), 164-174. 

Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic 
consumption: Emerging concepts, methods and propositions. 
Journal of Marketing, 46(3), 92-101. 

Holbrook, M. B. (1994). The nature of customer value: An 
axiology of services in the consumption experience. Service 
Quality, 21(1), 21-71. 

Holbrook, M. B. (1999). Consumer value. A framework for 
analysis and research. Routledge: London, UK. 

Holbrook, M. B., & Hirschman, E. C. (1982). The experiential 
aspects of consumption: Consumer fantasies, feelings, and fun. 
Journal of Consumer Research, 9(2), 132-140. 

Homburg, C., Müller, M., & Klarmann, M. (2011). When does 
salespeople’s customer orientation lead to customer loyalty? 
The differential effects of relational and functional customer 
orientation. Journal of the Academy of Marketing Science, 
39(6), 795-812. 

Iversen, A. C., & Kraft, P. (2006). Does socio-economic status 
and health consciousness influence how women respond to 
health related messages in media?. Health Education Research, 
21(5), 601-610. 

Jani, D., & Han, H. (2014). Personality, satisfaction, image, 
ambience, and loyalty: Testing their relationships in the hotel 

industry. International Journal of Hospitality Management, 37, 
11-20. 

Jensen, Ø., & Hansen, K. V. (2007). Consumer values among 
restaurant customers. International Journal of Hospitality 
Management, 26(3), 603-622. 

Jeong, E., & Jang, S. S. (2015). Healthy menu promotions: A 
match between dining value and temporal distance. 
International Journal of Hospitality Management, 45, 1-13. 

Julian, C. C., & Ramaseshan, B. (1994). The role of customer‐
contact personnel in the marketing of a retail bank′ s services. 
International Journal of Retail & Distribution Management, 
22(5), 29-34. 

Kim, J. G., & Lee, Y. J. (2012). Influence of Japanese restaurants` 
lohas image factors on customers menu selection and 
satisfaction. Culinary Science & Hospitality Research, 18(4), 
166-182. 

Kraft, F. B., & Goodell, P. W. (1993). Identifying the health 
conscious consumer. Marketing Health Services, 13(3), 18-25. 

Lee, C. K., Yoon, Y. S., & Lee, S. K. (2007). Investigating the 
relationships among perceived value, satisfaction, and 
recommendations: The case of the Korean DMZ. Tourism 
Management, 28(1), 204-214. 

Lee, J. J., & Lee, Y. J. (2016). The structural relationship between 
LOHAS image, well-being menu, emotional response, 
satisfaction and loyalty of hotel restaurants. Culinary Science 
& Hospitality Research, 22(5), 295-312. 

Lee, S. A., & Jeong, M. (2012). Effects of e‐servicescape on 
consumers' flow experiences. Journal of Hospitality and 
Tourism Technology, 3(1), 47-59. 

Lee, Y.-K., Kim, S., Lee, C. K., & Kim, S. H. (2014). The impact 
of a mega event on visitors’ attitude toward hosting destination: 
Using trust transfer theory. Journal of Travel & Tourism 
Marketing, 31(4), 507-521. 

Lee, S.-H., Lee, Y.-K., & Lee, J.-G. (2019). Effects of service 
value on attitude and loyalty in food-service franchise. Korean 
Journal of Franchise Management, 10(3), 13-23.  

Lee, S.-H., Ah, S.-M., & Lee, Y.-J. (2019). Effects of online food 
service franchise experiences on satisfaction and revisit 
intention. Korean Journal of Franchise Management, 10(2), 
59-70. Liaw, Y. J., Chi, N. W., & Chuang, A. (2010). 
Examining the mechanisms linking transformational 
leadership, employee customer orientation, and service 
performance: The mediating roles of perceived supervisor and 
coworker support. Journal of Business and Psychology, 25(3), 
477-492. 

Lytle, R. S., Hom, P. W., & Mokwa, M. P. (1998). SERV*OR: A 
managerial measure of organizational service-orientation. 
Journal of Retailing, 74(4), 455-489. 

Mathwick, C., Malhotra, N. K., & Rigdon, E. (2002). The effect of 
dynamic retail experiences on experiential perceptions of 
value: An Internet and catalog comparison. Journal of 
Retailing, 78(1), 51-60. 

Mehrabian, A., & Russell, J. A. (1974). An approach to 
environmental psychology. MIT Press: Washington.  

Moorman, C., & Matulich, E. (1993). A model of consumers' 
preventive health behaviors: The role of health motivation and 
health ability. Journal of Consumer Research, 20(2), 208-228. 

Nunnally, J. C. (1978). Psychometric theory. (2nd ed.). New York: 
McGraw-Hill.  



Hae-Jin JANG, Sung-Keun WOO, Yong-Ki LEE / Journal of Industrial Disribution & Business 11-1(2020) 7- 17                   17 

�

O'curry, S., & Strahilevitz, M. (2001). Probability and mode of 
acquisition effects on choices between hedonic and utilitarian 
options. Marketing Letters, 12(1), 37-49. 

Overby, J. W., & Lee, E. J. (2006). The effects of utilitarian and 
hedonic online shopping value on consumer preference and 
intentions. Journal of Business Research, 59(10-11), 1160-
1166. 

Palmgreen, P., Wenner, L. A., & Rosengren, K. E. (1985). Uses 
and gratifications research: The past ten years. In K. E. 
Rosengren, L. A. Wenner, & P. Palmgreen (Eds.), Media 
gratifications research: Current perspectives(pp. 11-37). 
Beverly Hills, CA: Sage. 

Reimer, A., & Kuehn, R. (2005). The impact of servicescape on 
quality perception. European Journal of Marketing, 39(8), 
785-808. 

Robson, S. K. (1999). Turning the tables: The psychology of 
design for high-volume restaurants. Cornell Hotel and 
Restaurant Administration Quarterly, 40(3), 56-63. 

Roy, R., & Ng, S. (2012). Regulatory focus and preference 
reversal between hedonic and utilitarian consumption. Journal 
of Consumer Behaviour, 11(1), 81-88. 

Rozin, P., Fischler, C., Imada, S., Sarubin, A., & Wrzesniewski, A. 
(1999). Attitudes to food and the role of food in life in the 
USA, Japan, Flemish Belgium and France: Possible 
implications for the diet–health debate. Appetite, 33(2), 163-
180. 

Ryu, K., Han, H., & Jang, S. S. (2010). Relationships among 
hedonic and utilitarian values, satisfaction and behavioral 
intentions in the fast‐casual restaurant industry. International 
Journal of Contemporary Hospitality Management, 22(3), 
416-432. 

Ryu, K., Lee, H. R., & Kim, W. G. (2012). The influence of the 
quality of the physical environment, food, and service on 
restaurant image, customer perceived value, customer 
satisfaction, and behavioral intentions. International Journal 

of Contemporary Hospitality Management, 24(2), 200-223. 
Sanchez, J., Callarisa, L., Rodriguez, R. M., & Moliner, M. A. 

(2006). Perceived value of the purchase of a tourism product. 
Tourism Management, 27(3), 394-409. 

Schifferstein, H. N., & Ophuis, P. A. O. (1998). Health-related 
determinants of organic food consumption in the Netherlands. 
Food quality and Preference, 9(3), 119-133. 

Shang, R. A., Chen, Y. C., & Shen, L. (2005). Extrinsic versus 
intrinsic motivations for consumers to shop on-line. 
Information & Management, 42(3), 401-413. 

Shieh, K. F., & Cheng, M. S. (2007). An empirical study of 
experiential value and lifestyles and their effects on 
satisfaction in adolescents: An example using online gaming. 
Adolescence, 42, 199-215. 

Sulek, J. M., & Hensley, R. L. (2004). The relative importance of 
food, atmosphere, and fairness of wait: The case of a full-
service restaurant. Cornell Hotel and Restaurant 
Administration Quarterly, 45(3), 235-247. 

Voss, K. E., Spangenberg, E. R., & Grohmann, B. (2003). 
Measuring the hedonic and utilitarian dimensions of consumer 
attitude. Journal of Marketing Research, 40(3), 310-320. 

Wandel, M., & Bugge, A. (1997). Environmental concern in 
consumer evaluation of food quality. Food Quality and 
Preference, 8(1), 19-26. 

Yoo, J., & Park, M. (2016). The effects of e-mass customization 
on consumer perceived value, satisfaction, and loyalty toward 
luxury brands. Journal of Business Research, 69(12), 5775-
5784. 

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, 
and value: A means-end model and synthesis of evidence. 
Journal of Marketing, 52(3), 2-22. 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The 
behavioral consequences of service quality. Journal of 
Marketing, 60(2), 31-46. 

 
 
�  


	The Impact of Food Service Franchisee’s Customer-oriented Activities on Hedonic, and Utilitarian Values and Loyalty
	Abstract
	1. 서론
	2. 이론적 배경
	3. 연구설계
	4. 실증분석
	5. 결론
	References




