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Abstract

Purpose: The globalization of the Korean restaurant franchise industry differs from the business performance of enhancing the brand image and
customers' intention to revisit depending on the degree of localization marketing. Therefore, it is necessary to consider the extent to which the
localization marketing activities of overseas Korean restaurant franchise companies affect the customer's perception. This study aims to investigate the
effects of localization marketing (Localized Menu, Localized Price, Localized Service Experience, Localized Promotion, Localized Physical
Environment) of Korean restaurant franchise companies on customer revisit intention. Research design, data, and methodology: For this study, 150
questionnaires using local Korean restaurants in Beijing, China, were analyzed using SPSS Ver.21 and AMOS Ver.22. Result: It was confirmed that
the localized menu, localized service experience, and localized physical environment all affect the intention to revisit customers. Based on these
verification results, if overseas franchises fully recognize localization marketing, which is an important factor for local business success, and establish
localization strategies, they can gain an edge in competition with local Korean restaurants or restaurant franchises founded by locals. There may be a
higher probability that However, it was found that localization price and localization promotion had no mediating effect of brand image between revisit
intention and revisit intention. It was found that it had no effect on the degree of inquiry and had a negative effect. Conclusions: Due to the impact of
the COVID-19 pandemic, there have been many changes in the domestic and overseas food service industry over the past two years. Therefore, in
future research, it is necessary to study the localization of overseas Korean restaurant franchise companies that are more multidimensionally subdivided.
Various measures of customized localization marketing for optimal regional characteristics should be developed and applied to enhance customer
revisiting and brand image of Korean restaurant franchise companies entering overseas. In the future, this study will be meaningful data for the
establishment of localization marketing (Localized Menu, Localized Price, Localized Service Experience, Localized Promotion, Localized Physical
Environment) strategies for Korean restaurant franchise companies that consider overseas expansion or have already entered.
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50 ~ 59 years 8 5.3
60 ~ years 1 7
Student 1 7
Businessmen 18 12.0
Job Office worker 101 67.3
Profession 12 8.0
Public official 6 4.0
Housewife 5 3.3

Etc. 7 4.7

. High school 43 28.7
Ed“LCeavt(':l’”a' University 103 68.7
Graduate school 4 2.7

. Married 95 63.3
Marital Status Single 55 36.7
Under 60,000 12 8.0
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Appendixes

Appendix 1: Measurement Model and Confirmatory Factor Analysis

Factor

Constructs and ltems Loadings o rho-A CR? AVE®
Localized Menu .876 .887 915 .728
Menus have been developed to suit customers' tastes. .882
Continuous efforts to suit the taste of customers. 872
Developing a new menu that suits the taste of local customers. .830
It uses reliable Korean ingredients suitable for Korean restaurants. .829
Localized Price .836 .852 .901 .752
Food prices are reasonable. 914
It is cheaper than other brands in the same industry. .833
Be worth the purchase. .854
Localized Promotion .840 .840 .904 .758
Promotional activities are the way customers like them. .884
Promotional activities are what customers like. 834
| like the promotional style of this store. .893
Localized Service Experience .821 .831 .893 737
The workers are friendly (greetings, speech, facial expressions, 889
postures, attitudes, etc.) )
Service is quick when ordering food or requesting needs. .885
It provides various services that customers can be satisfied with. .798
Localized Physical Environment .807 817 .885 .720
| like the interior of this store.
The store layout and menu is well prepared. .850
The environment, such as organization, arrangement, cleaning, and 832
cleanliness, shall be managed comfortably. )
Brand Image .836 .858 .901 .752
A loyal feeling about the brand. 822
| heard this brand image well from other people. .886
Talk about this brand positively to others. .890
Revisit Intention .893 .898 933 .823
I'm willing to visit again next time. .896
I'll recommend it to others. 911
I'll increase the number of visits. 915

aCR: Composite Reliability, PAVE: Average Variance Extracted
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Appendix 2: Fomell - Larcker Criterion

15

Variable 1 2 3 4 5 6 7
1 Localized Menu .853
2 Localized Price 467 .867
3 Localized Promotion 319 .360 871
4 Localized Service Experience .261 .382 325 .858
5 Localized Physical Environment .305 426 409 418 .849
6 Brand Image 453 430 .350 .399 452 .867
7 Revisit Intention .500 492 378 .544 518 603 .907
“Bold numbers indicate the square root of AVE,
Appendix 3: Heterotrait - Monotrait Ratio Correlations (HTMT)
Variable 1 2 3 4 5 6 7
1 Localized Menu -
2 Localized Price .526
3 Localized Promotion .368 431
4 Localized Service Experience .298 458 .389
5 Localized Physical Environment .353 .526 504 .507
6 Brand Image 512 496 411 472 .532
7 Revisit Intention .556 .560 435 .629 .605 690 -
Appendix 4: Estimates of Structural Model
Path Estimate t-value p-value F2 Results
H1-1 Localized Menu — Brand Image .261 3.390 .001** .080 Supported
H1-2 Localized Price — Brand Image 122 1.408 .159 .015 Non-Supported
H1-3 Localized Promotion  — Brand Image .080 .812 417 .008 Non-Supported
H1-4 LooalizedI Service — Brand Image .168 2.483 .013* .034 Supported
Experience
H1-5 '-OCEa"Z.ed Physical Brand Image 218 2528 012* 052 Supported
nvironment
H2-1 Localized Menu — Reuvisit Intention 1199 3.530 .000*** .062 Supported
H2-2 Localized Price — Reuvisit Intention .097 1.544 123 .014 Non-Supported
H2-3 Localized Promotion  — Revisit Intention .027 .547 .585 .001 Non-Supported
H2-4 LOCE‘)':;ZﬂeSnig’ice —  Revisit Intention 265 4829 000+ 116 Supported
H2-5 '-OCEa"Z.ed Physical | Revisit Intention 168 3.157 002* 042 Supported
nvironment
H3 Brand Image — Reuvisit Intention .280 4.602 .00* 112 Supported
Squared Multiple Correlation (R?) | Cross-Validated Redundancy(Q?)
Brand Image .364 247
Revisit Intention 557 444

**p < 001, *p < .01



