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Abstract

Purpose: Most people are worried about contracting COVID-19, which in turn increases anxiety that they may have contracted COVID-19. Therefore,
this study examines the effect of restaurant safety consisting of hygiene, store management, and countermeasure on trust, anxiety, satisfaction, and revisit
intention. Research design, data and methodology: The data were collected from 537 consumers who had experiences of visiting a
restaurant within the last 2 months and analyzed with SPSS 28.0 and SmartPLS 4.0 programs. Result: The hygiene, management, and
countermeasure had a significant positive (+) effect on trust. Restaurant hygiene was found to have a significant negative (-) effect on anxiety, but
countermeasure had a significant positive (+) effect on anxiety. Meanwhile, management did not appear to have a significant effect on anxiety. Trust was
found to have a significant positive (+) effect on satisfaction and revisit intention. Anxiety was found to have a significant negative (-) effect on satisfaction
but had no significant effect on revisit intention. Finally, satisfaction was found to have a significant positive (+) effect on revisit intention. Conclusions:
As a result of the study, this study explained the safety of restaurants in the COVID-19 pandemic environment through the protective motivation theory.
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ZMIE s=Hol  gi7| mjEolch  EEDE, a2
HAEZE 0|8t 8¢ AUHN TH (O Hl=
St EtRlel £0| F= F4)0| CoviD-190f| #FE =+
UCts S0 A == QACE QA AH|XH= A,
AZ|HO|E, 2tYH, =Hl & CHYot S7ts &3]
e MH|A HSAF B CHE 0240 4585 A0|
UM O|Ct (Siddigi et al, 2022). COVID-19 HItof CHet
=0Ct0| AH[XtO| O 0 FA0 CHot ofalut 10| M2
oo ¥sS FEY 70| AUCH (Luo & Lam, 2020).
A2 YAEZOl oMo CHot IR AR
0|8 Z0f =dst = QA= CovID-19 ZHo| CHt

rio
ot
%

AL

b 4= QICH O|QF Z0| COVID-19 = AH|Xt
HtA|7| D Ao, LMHQl HAEZ MEH
ol WAooz Ax Gl QME HILEICE

(Davras & Durgun, 2022).
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oy X0 U2 U B BSS

=2T= =2 =
O[2O|C}. h2fM HE J&ollM BRI HAEY
2 AF o= EMots O R8¢ = YA0ICt
HAEZO0l Mol QHEE  X[F[7] flgh =X[Ut
DAHoAH SEHez AMEO IEEY =+ U7
MZO|CE TEHO| Fdsts S G0N HASH:=
A2 dUHHCZ He M SHoM 4 7tsd

2o =ete £ QUCE 2 AINTT HE
ez 282 XY = JUX|T O2fe o5 =+
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QIASHA Bt ERTt AUCE
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dATe EX MYt E0{7b= COvID-19 Of CHet
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2.1. H2EF otdd
2.1.1. |4

M2 QAHON A Bzl AFZO|CH (Okpala
& Korzeniowska, 2021). Y42 FAHo22H XH4lQ|
My otd2 Esshe HRIE QOIS (Rosak-
Szyrocka & Abbase, 2020). &, M2 AZO Fa[ot
AUE FTHStL "HESe ZE QOjsich
f2{= COVID-19 A0 & =0
Eot 7|1 E S AUHHH R
7HolAM  Hiol2{A  ZY  =EO
OFZXICH (Kaur et al, 2021).
e 2¥g F0ls ZXQ 9 F StLtolct

o
(Akter & Ali, 2014). ZHMEl A AFER

ol
Tk COVID-19 =
IHE[HAM ZEE

J|slgaror

3

ra

Hr oh N 4

= Aes Y AHo| S HYT
(Shin & Kang, 2020). 142 MH|A SHH0|M H7t 7|&
T SILIE 9l 245 ZESIC} (Jiang & Wen, 2020 ;

OvID-19 HGal 7|72t S0t
C:

=Ml oo HE Fo/E (202
Kaczmarek, 2021). QA0 CHst ZHAEe
lAEgol of 2o 2 HItsta UL

COVID-19  HO9 2HFoM Azl fd2
Ho|H =E|lwet & 2=HME XS, SR o] H
B &=, A7|Re ZHIOIE A E= EH2

HZStEICH (Bizzoca et al, 2020).
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A HIXIO|A coviD-19 Huto| Chist 3ZE
S7HA7|= d20| QULCH,
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2totstn ol YAEZ MEE AFSE O =20
EICt (Dedeoglu & Bogan, 2021). OFXH74X| 2 Barber and
Scarceli (20100= dZAE7t Aol =2|H =S
LEHL = &%t X|®E2te SiQich 12 HEHHO
Cigt =0te] o HMXZ H|dXol 228 aE2
HIISICE  (Chen &  Eyoun, 2021). 2AH[XE2
HAEZOIM AlARE [ St HEfO| o dFS
M0 E4% SUE FdESHH 202 =2 = Urt
2H|RH= QHHSEX] 42 DNEO| CHSH HiO[2{Ad
290 dgE £+ Utks 27t AS = AUk =t
=4% O1F2 Mgy =it azol 50t8 S7HAZ
2= QUC} OFEMZEX|2 Gu and Ryan (2008)2 ZE3H AlA}
50| HAEEO HEO| SQ5ICt SHRALE
ZZ0l= CoviD-19 7t HIO[HA0| HHE HBS
sof MY = 7| W0 Aol i &
HE2 25 E[ACL HAEZ0| H[EHY B¢
2 o DdE2 FEEY U2 7tsdo] =1,

SN Y =itel /0] & 4= UL} (Shahbaz,
Bilal, Moiz et al, 2020). OFZEX|Z OO{HS S
HO|2F EHt2 CoVID-19 2] ZHE 0| = 2= Ut (

et al, 2021). M2 HZAsD FHEE ¢

MMt 28 MEBiCh

21.3. Of8
£ 7]132 CcoviD-19 CHS XIS HUSHRALCE
ol2fst X|&2 coviD-19 T8l ko Cixsts
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A m, ARIH AZIFY|, B8 HA A7)
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Bt w0 Q7| ™7™ A= 2|30 ZHRIKF 2HA A MEl= JEO| st M2| (Dedeoglu & Bogan, 2021),
08 &erks MSskae ALk At2|0f CHSt 2| (Hsieh et al, 2021), 2|10 HAEZO|

COVID-19 Oifd 7|70z ZAEZHES AYS Cioh M2l S o2 o=of oish "7tz d ATt CovID-
CHESHA RAISH7| fIgt CHE &ets ZHX|2 RU0{0f 19 WOY =ZHFO0M ot =X ol (of: A=A
SICH 0|2 £0], Garrido-Moreno et al. 2021)2 Zat  AH2|F7)), EY M7y 7|12 SQF nZo| AU X|F|=
Mol HAS HD5H7| foh 2t OIS 2 24 OHETh  AA = FHEZ2 00| HAEYS
X HE 2| 7|z VN2 =S FEest ThE M5t =20 2 £ Ut H2EZS| COovID-19
HYS JHUSIACE o[:b AT 27| &/, mish o2t =X|l= ol eHHZIE =0 YAEYE Ml
o1 =X SAzt 2 FIE O|0X|= MAHCI % QIC} Srivastava et al, (20162 HME MZl=
CHA SHA| BT ME[E £+ U= AR QIMEICHH 27|

£ Sl 27| =M Z2EY 2ES AT
7

Zelst7| flst e Wets = It (Stafford et al,  AICHO| Zot |Oiznt 20t 2ot ds Q=g
2002). 1A 22 =ZM COVID-19 of &S 2= 24l Sboictn SHRICE 2o Ao M2[de o, A,
ARIO| CHRAHO CHEE AH|XLO| E0t2 &Y £+ U UHEEQF #HE T 242 ZHFELC (Song et al,
O-S YOIt (Zhong et al, 2021) 2012)

|
O|fst CHE ot =& [2of w2t g Z=7t
£ =9 o#= = O 2.3, 2¢
O SEYAESHEC;

SHAL 3 K| 7t
ZH (O ZHXo[x)2 2itHel 23 Fd, dHSt  TAXHoICh COVID-19 & TB7|BS RSt Al
BHE, 2RI AlAH, mgE QEHZ I UCt  mHM=xg EI) MOgls S| Aoz AL e
(Agrawal et al, 2020). 0| E =0{, ZHXIO|= HAEZES  ZtAO|A DTZHO| HIO|HA UG 20K 2 QICt
o Ext (Of: 2 M2 54, &=H HIX|, H2IF7]  (Pressman et al, 2020). 2L} B|AEZtO| ot ZX|0f
&0 &= HO|E HiX|)et €2 Az MH[A 7|7, 2t nH2 AARSH: ¢ 20| HAagE = UCt
oot ofef 8 2HtE ZXN sMar 42 J|Ef AOFE (Hakim et al, 2021). BIAEZIC| RZLL Ofgt ZX|0f
MHIAE M3g = AUCH 2} DS ot YAERS MEHSt= O Oj AlSE
Zojof QA Al ot =X|E AdAHSHH A=

2.2. ME| HAEYS WES AOICt (Yidinm et al, 2021).
APOM AARE I D42 FF Mo CHSH XA
M2l YUMo = ™ OFO|C|0f, AfE, FAlY, gotet orHof Chgt E¢t2 7HE = RUCH (Lee et al,
MM G Ando et ZHQIEel 1S e XAC=Z 2012 40| AT [ QFMO| Fast QA0{0F
HO|=ICt (Nadelson et al, 2014). Sanchez-Franco (2009)= SHX|OF nfAO|l= CHEECo| 1zZHo| Algke2 MEHSH [
M0l o 2 =T ==Y L= g QA S MZIEX} SEX| URUACH (Fatimah et al, 2011).
g o Mzi7t 5| ZQOICtn StYCE 042 1z obME Jestes CHA AAf BFo| SA 34,
Aralel ZicHo| £33t Hel U= O[o|X|E 74T =971 % HAZe Z2 0| HOolz 240 O
7|19E ME|SHs AT0| ULt (Glavas & Godwin, 2013). ZMZ 2t A7 UUALH Barber & Scarcelli, 2009).
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2L} COVID-19 HEBIoZ QIs) OFMO| 7HE o3t
THAARZE E[Q47] MHR0f QAlof CHSH 1ol £

O
Al 4= AOJOF SHo

oN

S22 AH] Aol Cigt o] =Xl HIto|Ct
(Pizam et al, 2016). BtEH2 AH| ZRo| £22 4FS
=Yo7l FEE oOlsict. o|2{st PHE2 O Y
X AH[X} WS AF0M WS Q=E 0| FS= 5%t
B~0|C} (Kang et al, 2015). HIAEZC| HH-G0f CHSt
AE[Qt Qo] i QRO O|X|l= FES ZARSHH
AE[QF E0H2 OtFdo| Aol CHe d¥E =+ UCk
OlE =0 19| Azt E0H2 P AEZO 24,
0% 22|, CHea &2 et ZetE 4= QUL 1Z40|
oAl MEO DESHH WF 2Tt ZORX|1 24
20| DHESHX| o™ HESHK| 92 #0t OfLf2f
28 HO|Lt BT = QICE &, 0 HE2 dF

AEst deks O|X|1 QUCH (Marinkovié & Lazarevig,
2021). D42 Xpplo| 8HE FFAZE = Us UYL
RSN & =HE AYZ ¥E 7HsH0| ALt (Harris
& Ezeh, 2008). H|AEZ 2 A2 HAET ZEMA
2 S SHO| Ot 0ol HIE M3 =+
Aom (Kim & Moon, 2009), 7| 124 BELE M0

HME M + ALK

2.5. ILE ol

Oj® SRolCh 2HAC] A2 ok: 1 F
o

|1== 22 25 MEEotHs

ME3XHE 7|& DS /XS AEL M2 IHS
FX[SHs HIEO| 7| W0 1o MYUE o=t
Z3ICt (Um et al, 2006).

ZE BESO Wt 5% Fa

0
o=l HHMQ Yy

2009). Han et al. (2009)2 DZPFEIt £S5 NZH9|
Heto|=7h HotM Y22 =7t #OICE SHRACE.

3. 94A

3.1. ¢ ¥

3.2. |71

3.2.1. HAE™C| otHdo| Mzof OjX|= FE
0| B AEZO Cisf Azt Hle OjEel 2t
HEE MXN 2 Hote = RUCH (Upadhyaya et al,
2013). EESH 0ZH0| AASHE PAEZOAM S
JI2Me2 o MelE ZEdste Fa%H 0|0}
(Sohail et al, 2022). 20 COVID-19 M2l 2HZ0||Af
HAEZO 0 otF OS2 MEE 2
, P|AE™O| CoviD-19 Ci82 1ol A=E
7tAZE 2= UC} (Dorjdagva et al, 2022). [zt £
TOoME o2t Z2 MAGULE HIEE L3}

2 7tds 280t

m e oM
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SIICE Daud et al, (2018)= 4l2(7F BHEDF 2YX0|1
S2oH ZAELD SHRALCY.

Singh and Sirdeshmukh (2000)= 427} Z7|&Ql
TESL |RASts 7l Q42tn SHQCh
Z7He HAE 27| FX5H| flo
£0|M (Doney & Cannon, 1997) 1741} &% 0[|0]
= HAE UELD d¥HE =0l= O 7[=7t &t
o= 2EXe

ASE2
OO':E

Ojxjs Zoz

=
HRE|D QUCEH (Pretorius & Padmanabhanunni, 2021).
£9|

x|
OtL|2} (Yazicioglu & Kizanlikli 2019), DZTHZ[0|T
BMXOl Heks O|XICH (Rehman et al, 2022). EgH
O] YAEZ 0|80 =2t2 L7|H CHA| EESHK]|
2= QUC} (Siddigi et al, 2022). [HEtA] £ AN =
Olet Z2 MHARE HIEHOCZ CIZat Z2 7MdES

25U

5 K
mo 18 ox

=

H3: Azls BESO| Ro% H (o ¥¥e O/n
olct.

He: AZlE TR om0l Qo ¥ (ol L
A Zolct

ooy WM ooy

H5: 2¢h2 2RO Rolot & ()9 &= O AOICt

He: =22 Y= o|=0 7olst £ ()of FF¥= 0|2
OlCt.

H7: 252 MIE o=0 wolet § (2 &=
& Zojct

3.3. Hol =RH ol U 5%

2 Ao AREE HAEZS oY F 24,
Oj&r2k2|, 2|10 CHS2 Escobar et al, (2020)2] AT E
= Aol Mo XA £7Sto] e 4 7 &,
ofEael= 570 g5, 82 770 &5z FYEULL
2 G0N e HAEZO lES ot 2

gzoz Fox[glen, oigaals Ccovip-19 i
gorof mE A e[z FJoF ATk LS HS2

COVID-19 CHE OfFoj| e X2 Fo|Z|UCt
M2l Mohammad (2020)2] 9172 £ 979

g0 A 50 4 7 gF2= FHZEY,

Petzold et al. (2020)2] HTE = Al =0 XA
FFsl0f 9 7 HWEoz FFPEYeD, 10|

HJAEZES ol8% [, CoviD-19 Of ZEEX|=
B

al. (2005)2| ATE 2 AT Ao A
471 oz FHPEACH, BAER0 Cist

=88 d82z FolmAtt

o o - T
MO PAETS CHA| WESDX s olzz
Holg|9ict

2 Qe A JHdE A7 sl 4, ofEee|,
d2ln 8oz #gE oftddut AME|, o BHE,
d2ln MR kol HF Y2 MYALE
HFE o2 FHE|RACEL HEZAts Z[2 3 7 O[LHo
HAEHES WEG 2 ZHEH0l U= 20 M ojy=S
CH&o= 2022 9 13 YRE 25 UMK & 13 Y 2t
M| ACE MEZAt=s HEXZAL TE 7|2e| IS
Ao2 ZAMERACH, & 2232 £7h H{ZE|ACH,
540 27t 2|F=E[QUACE 2$E HEX] T 44
MEX| 38E Xt 537 27 240 0|2|ACt

+2El X}2E SPSS 280 2 O0|83%10] RIZEMS
SiRiel, 2 Aol AUFIHE2 Smart PLS 40 2
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0|gBl0l TS ABBINUCL B SEKCl £
opsy| 9o Spss 280 2 OlgsH0] HER

SR, 58 g59| Efgddut Mg 452 =

QOI2XM  Fornell-Larcker Criterion, 12|11 Heterotrait-

Monotrait Ratio (HTMD =MZ HA | foﬂif ‘='&1 II_PH
S dzldar E

0

. .
s 4Ee FEUEAZY B

2 7o o] 8% 537 ol SEAtof Chst IS
£8E Table 1 2F ZC} X, HE2 HX} (50.1%)2t
O{ X} (499%)7} H|=B Z{o 2 LIEFLICH
Table 1: Demographic profiles (n = 299)

Category Frequency %
Male 269 50.1

Gender
Female 268 49.9
20-29 130 24.2
30-39 139 25.9

Age

40-49 138 25.7
50-59 130 24.2
1 Person 72 13.4
) 2 Persons 80 14.9
Famly 3 Persons 147 27.4
4 Persons 191 35.6
Over 5 Persons 47 8.8
Student 48 8.9
Officer 230 42.8
Professional 59 11.0
Job Sales/Service 49 9.1
Technical 41 7.6
Housewife 65 12.1
Others 45 8.4

AHCH= 30 Cf (25.9%), 40 Cf (25.7%), 20 CHR} 50 Al
O|Ab (242%) 22 LIEILtOH, 715 7MY 2= 4 O
(356%)0| 7t HUASH, 3 Y (274%), 2 F (149%)°]
T2 LIEFGCH

A (*Hsh (62.0%)0| 71 Bey
= (17.7%), T=ristn ZY (K=
(128%)°] =2 LIEFRICE  EQ2  Z2|/AL
428%)0| 7+ W2 HIEZE o, Ef%eé e
(121%), M2& (11.0%), EOi/AMH[A
B89%) 52| =2 Z LIEIRLLY.

43. 5YRYO| BTy Y NEE AS

MHARLE 7|He =z
fliM=
o HES Hobst=
T8 240 X datd dEld 3
= Z40|Ct (Hair et al, 2020). Cronbach's
L (CR) ¢S FEREYO| LA ardat
T} Cronbach's oo X 2% ME2[=7F 7
o AlZ[E 2 97 LYE

m
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ox rjo HI
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HU
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(V2]

@

@

N

<

)

J|>|' il

™ Y 9
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Hu
H
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-II'I

7 =t EL7| M=ol Fz=2f Mzl
2 UE dES SFOUCH (Hair et al, 2020).

SHH, 2 A0 A= AVE (average variance extraction)
w2 0|85l =3 EtFddE LotE/UCE. +F
EtetE S 2Est2{™ AVE 210 5 ELCh &AL} ZHotof
oI BERHEO| ZAuk= 7 7 2Ql1e] AVE Zlol 5
Olt2 #HEIFEO xAQ7S [ES= ARE
LHEHGAT

Lot 2 A= Fornell-Larcker dt HTMT (Heterotrait-
AMEote 58 ZEol T EtEddE
HTMT @t0| 1 1 =A CHEX]
ACE =Y ZHO| Zit= Fornell-
Larcker ® HTMT 7} 5{& 7+s5HH LIEHRCH (See
Appendix 2).

Monotrait ratio)&
UOLERJACE RE
20I5t= O AFE|

4.4. A77HE9 HE
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2 g7oMe A7 7HEES "Irst7| s Smart
PLS OA PLS Of|F RS AMESIRUCt (Shmueli et al,
2019). SEM 2 =9 ME|MH1}t EfdES Holst =
EME|QUCE PLS-SEM 2 AF8dte O|F& CHASH LA
ot QM HE a|g = UT| MEOICH (Shiau et
al, 2019). £t B2 A 7[7} 24 HO|H7t 4 22E
MEX| = Z20| 7tES ABSt=0l AFEEICt (Hair
et al, 2020). & YATFOM FE Ao |FO| F=FS

Z275t7| {8l PLS-SEM &
20| AR E| QAL

1z
l‘,—_'

2l Bootstrapping

H1 2 2l2Edel P go| =0 OjXl= det=
2OtE7| flgh Ao|T). 24 Zuf, X, HAEYS

2|40] *Iiloﬂ 27850l g2 O/F Aol2t= H1-12
. AEAS 42 357 t U2 6952 =

HAEZS $|*o"% MY SAHHESZE Folpt M (+)9
g2 OX|= A2 LIEMRCE (p < 01). [M2kA H1-
CHEo 2 P|AEZS| OfE 22|27t
g2 0/& Ao|2t= H1-2 & BBt
CAZRA 22 128 t U2 2073 22 BAER9|
A SANCE folst ¥ +)9
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(p < 01). [2tA H1-3 2 KHEHZ| ALY,
H2 = HAEZ2o| OFXAO0| 20ty Ok|l= FsS

= 20| OtHd heies
Lot 7| f[et Zolct 2AM ZAul WX, AEC
I 40] Zetof Al Fek2 0| Aol H2-12
AT AW, dEAF U2 -399 t U2 8394 =
AEZO M2 2Ct SAHXLE |l £ (19
ge2 O/X[= A2E LIEMRLE (p < .01). EEwa H2-
1 2 MEEZ(ACL L2 BAEZO| OiE 2[7t
=00 £l dg2 0|" A0|2tk= H2-2 § A5t

2, d2A 5 22 003, t 22 053 22 YAEFQ]
OiE 22l =t SAMLE Ro3 £ ()9 &=
OIX|X| Qb= A2 LIEFGCE (p > 05). M2t H2-2 =
7|2 E|ACE OFX[He =z HAEZS| 30| =t
3950l gakg 0 ZAo|z2ts H2-3 & A5t 21,
HEAT 22 210, t 442 3371 2 HAEFC| |2
=00 SAHCZE FOot £ (1o F¥ES O|X[X| g1
el dg2 OXl= A= LIERRCH p < 01).
2k H1-3-2 7|22 ALt

H3 I H4 = Ag[et THF 2|1 IHHE O|=2f9
HAE LotE7| 2ot Zo|ct WA *'il?f DHEOf
38N (+) S¢S O0|F Aol2t= H3 2 AT A,
A2A 3 22 715 t 2 30514 2 AIilf |
SAECE ROt F ()9 FES 0Kl A=
LEEHSECE (o < .01). [h2bA H3 2 XHEHE|QICE CHEo =2
M7t MWEE ozo IFH (+) Jy¢S 0OH

Z0|2t= H4 E ABTH 2L}, EAS 42 413, t a2
8995 Z AZ[= IHE o0 SAHECE &
+)9| FgS O|X|= A2 LIEIRLLCt (p < .01).
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SAHCE ROt § (1ol TS OiXs ALz
LIEFGICE (p < 01). MR2tM H7 2 MEHZ|QUCEH (See
Appendix 3).

5. 28

2 d3= PAERO| oHNMMOo| AZ| Fo OHF,

2|0 TR o0 OJX|= HRkof CHo AHAx|RUCE

olg{st ¢RE S8 COvID-19 THE ZHAHM

HAEZOl otMY ZEO| Cfst MY AAER

CtSot 2ot

A, 2 A= EZE7|0|

Y =HEoM HAEZC| MOl Jiele WES

AHSIACE o2t H+t= COvID-19 H

2H|XPF Ao Z2|X| $REE oHMgol =E
(@]

o|AEES O|8dtUAL o= A

% o
ofm
el
()
@)
<
v
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COVID-19 Of =55|X| &1 XIS HSslas 57|
7ER| D Y AE™YE 0|83t & 4= UCE

=W, 2 d9FE= CoviD-19 HHE  =HOAM
Bl AEZOl oHdY, Az 20 DHE, O2|n XEE
o2 FEE FXRE JWLUSIRUCE COvVID-19 Y
SHE0IA HAEZO| O 2 2d, OfE &2, a2l

o

COVID-19 Of Cfigt tHEL 2 &AL,

A, 2 SFOIM HAEZOl W oiF 2,
J2|3 covID-19 of Chet g2 2% Az oot
()9 gE¥e O/X& AS=Z LIEHRCE COVID-19
o 9 2tZoM 2ol Me[E HESh=0 AERO
oMol FRdicta g = Ark ozt A=
OfEke| 94 (Sohail et al, 2022), D& 22| (Upadhyaya
et al, 2013), 2|21 COVID-19 LS (Dorjdagva et al,

202201 Azl Y2 OKE HeE ARE
MHSTE XKL,

S, 2 AF0N HAE-S| ffd2 =t Falst

HHo gake OiX|= Z{eE LEPteL) COVID-19

g2 &2 |/eet @ (#e OiXle A=
LIEFGCE &, 9140 2etg &Y 4= UCH= Chen and
Eyoun (2021)2| ¢IFE X|X|St= AoE LIEtHCSLL
g AEZO| COvID-19 30| E2t8 =€ = U=
Sung et al(2021)2] Aot HtCiol ZunpZ LERGIC
olgfst A= CoviD-19 HHE 7|Zto] 23St
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ZAnt= CoVID-19 7t EA MEHS o Jhe
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0|0] CovID-19 Off ZEEIUE 5= A7| WE0| COVID-
19 0ff CHet SetEol IS 4= UCt

= 7o HF2H AAHE2 Ch31t 2ot
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7|2t&¢et covip-19 MU 9o =EZEl AH[XH= COVID-
19 CHEO RIX|ALY, Ed=telALy, &40 24 Z
ALt Of2fet 2HFOA {7 1tet COvID-19 Ch
N0l HtEE ZHX[ZALL, g #= AT OE
HEHOIM OtAS A-EO|Lt
de 7t2 & 7| W&o|ct.
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Appendix 1: Confirmatory factor analysis
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Standardized

consequences for my life are terrifying.

Constructs and items factor o C.R AVE
loadings
Hygiene .844 .892 .628
This restaurant has good hygiene. .852
This restaurant is thoroughly disinfecting. .823
The restaurant is stocked with disinfectant for customers to disinfect. .787
This restaurant uses disinfectant. 792
Management 771 .847 .530
This restaurant respects social distancing. 806
This restaurant manages visitors through a QR code (enter phone
number). 726
The restaurant is providing information related to COVID-19. 821
This restaurant operates in accordance with the recommendations of
the Korea Centers for Disease Control and Prevention. .862
This restaurant is certified for COVID-19 prevention and control. 829
Countermeasure 778 .859 .608
The restaurant measures the body temperature of customers.
The restaurant has a COVID-19 response manual. .830
The restaurant is implementing COVID-19 response measures. .861
The restaurant provides information regarding COVID-19 among 779
employees. )
Employees at this restaurant are aware of COVID-19 response 861
measures. )
This restaurant has staff well trained for COVID-19. .869
The restaurant can avoid physical contact with employees. .620
Trust .811 .877 .641
This restaurant is reliable. .844
After using this restaurant, | cannot use any other restaurant. .542
This restaurant is honest. .861
This restaurant is reliable. .892
Anxiety
In this restaurant, | was afraid of contracting COVID-19. 911
In this restaurant, | was afraid that if | contracted COVID-19, my whole 003
life would be ruined. )
At this restaurant, | feared the consequences for my health if | 919
contracted COVID-19. )
At this restaurant, | feared the consequences for my family's health if | 671
contracted COVID-19. )
In this restaurant, | was afraid of the negative social consequences if | 613
contracted COVID-19. )
At this restaurant, if | contract COVID-19, the negative economic 584

a: Cronbach's Alpha; CR: Composite Reliability; AVE: Average variance extracted

(Continued)



38

Appendix 1: Confirmatory factor analysis

Dae -Kwon YANG, Sung-Hoon KIM, Suk-Kwang YONG / Korean Journal of Franchise Management 14-1 (2023) 23-38

Standardized
Constructs and items factor o C.R AVE
loadings
Satisfaction .825 .896 741
I am happy_ with the decision to use this store that is addressing the 875
COVID-19 issue.
My feelings about restaurant addressing COVID-19 are satisfactory. .889
| feel good about this restaurant addressing the COVID-19 problem. .888
Overall, | am satisfied with this restaurant addressing COVID-19. .875
Revisit Intention .781 .901 .820
I would love to visit this restaurant. .903
| plan to visit this restaurant. .892
Will try to visit this restaurant. .812
a: Cronbach's Alpha; CR: Composite Reliability; AVE: Average variance extracted
Appendix 2: Fornell-Larcker Criterion
Constructs 1 2 3 4 5 6 7
1 Hygiene .814 .684 .615 .618 .265 .659 .59
2 Management .595 .81 .819 .582 .091 519 .485
3 Countermeasure .537 721 .808 .579 .082 495 452
4 Trust .548 494 497 797 .207 .823 .889
5 Anxiety -.285 -.083 -.003 -.104 781 .198 128
6 Satisfaction 579 A7 .45 729 -.206 .882 .861
7 Revisit Intention 505 424 .399 743 -.128 754 .870
Diagonal elements (bold) are the square root of the variance shared between the constructs and their measures (AVE)
Above the diagonal elements are the HTMT ratios. Below the diagonal elements are the Fornell-Larker Criterion.
Appendix 3: Standardized Parameter Estimates
Paths Estimate t-Value p-value Results
H1-1 Hygiene — Trust .357 6.952 .000 Supported
H1-2 Management — Trust .128 2.073 .038 Supported
H1-3 Countermeasure — Trust .213 3.739 .000 Supported
H2-1 Hygiene — Anxiety -.399 8.394 .000 Supported
H2-2 Management — Anxiety .003 .053 .958 Non-supported
H2-3 Countermeasure — Anxiety .210 3.371 .001 Supported
H3 Trust — Satisfaction 715 30.514 .000 Supported
H4 Trust — Reuvisit Intention 413 8.995 .000 Supported
H5 Anxiety — Satisfaction -.131 4.386 .000 Supported
H6 Anxiety — Revisit Intention .008 .296 767 Non-supported
H7 Satisfaction — Revisit Intention .454 9.249 .000 Supported
RZ
Trust .361
Anxiety .108
Satisfaction .546
Revisit Intention .646




