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Abstract

Purpose: Fast food franchise companies are trying a variety of innovative services to increase their competitiveness in response to
changes in population composition in the fast food market and rapid changes in consumption trends due to technological development.
From this point of view, franchise companies that have focused on offline store operations are providing O20 (offline to online)
service as a core service for customer convenience. This new attempt is a strategy to increase loyalty by applying an interaction
method based on understanding the characteristics of new generation consumers. However, existing studies are focused on the
relationship between 020 service and acceptance, so very little is known about how O20 service affects customer loyalty. Therefore,
this study examines the impacts of customer involvement and relative advantages of fast food O20 service on customer brand
engagement (cognitive and affective engagement) and store loyalty for MZ(Millennials — Z) generations. Research design, data, and
methodology: In order to achieve the purposes of this research, several hypotheses were developed. The data were collected from 247
questionnaires in their 16-30s and were analyzed using SPSS 22.0 and SmartPLS 3.0 program. Measurement model analysis was
carried out to assess convergent and discriminant validity. Also, common method bias was tested using the values of VIF (variance
inflation factor). The hypotheses was tested using structural equation modeling. Result: First, involvement has a positive effect on
cognitive and affective engagement. Second, relative advantages have has a positive effect on cognitive and affective engagement.
Third, cognitive influences affective engagement. Finally, both cognitive and affective engagement affect store loyalty, but affective
engagement has a stronger effect on store loyalty than cognitive engagement. Conclusions: In the process of consumer-brand
interaction, it was confirmed that store loyalty was influenced by cognitive and affective engagement sequentially. However, the
results show that affective engagement has a relatively stronger on store loyalty than cognitive engagement. Therefore, it is necessary
to establish an 020 service strategy to maintain long-term loyal customers by inducing cognitive participation with high-involved
consumer, as well as affective interaction, in order to obtain new customers and increase customer loyalty.
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Table 2: Demographic Profiles (n=247)

Category Frequency %
Male 73 30
Gender
Female 174 70
Z (1997~2004) 129 52
Generation
Millennials (1981~1996) 118 48

Student 115 47

Office 72 29

Professional 13 5

Job Self-employment 5 2

HouseKeeper 9 4

Inoccupation(Preparing) 30 12

Etc. 3 1

Lotteria 41 17

Frequently Macdonald 81 33

visitd fast food BurgerKing 44 18

brand Momstouch 79 32

KFC 2 1

Almost everyday 6 2

4~5 times a week 20 8

Freqeuncy of | 2-3 times a week 64 26

Once a week 86 35

1~2 a month 71 29
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Appendixes
Appendix 1: Measurement model
Constructs and Items Factor loadings a CR* AVE®
Involvement 912 .934 741
Relevant .842
Needed .878
Useful .842
Important .910
Concern to me .828
Relative Advantages .894 927 .761
Offering unique benefits .806
Higher quality than the competition .874
Solving problems | had with competitor services .905
Replacing a vastly inferior alternative .901
Cognitive Engagement .830 .898 747
Using [brand’s] products gets me to think about [brand name] brand. .827
| think about [brand] brand a lot when | am using their products. 915
Using [brand] products stimulates my interest to learn more about [brand] brand. .848
Affective Engagement .884 .928 .812
| feel very positive when | use [brand’s] products. .892
Using [brand’s] products make me happy. .925
I am proud to use [brand’s] products. .887
Store Loyalty .885 .921 .746
I am willing to do business with [store] in the near future. .850
| will frequently buy at the [store]. .909
| will continue to buy at the [store] in the future. .905
| will like to spend more time to find [store]. .786
? CR: Composite reliability
°AVE: Average variance extracted
Appendix 2: Fornell-Larcker Criterion, Mean, and Standard Deviation (SD)
1 2 3 4 5
1. Involvement .860
2. Relative advantage .602 .872
3. Cognitive processing 519 444 .864
4. Affection 612 .634 .537 .901
5. Loyalty .658 710 .520 .703 .864
Mean 4.586 4.449 4.726 4.922 4.98
SD 1.184 1.186 1.119 1.165 1.148

Bold numbers indicate the square root of AVE
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Appendix 3: Structural estimates (PLS)

51

Paths Estimate t-value p Results
HA1 Involvement —  Cognitive engagement .394 4.733 .000" Supported
H2 Involvement —  Affective engagement 269 3.622 .000” Supported
H3 Relative advantages — Cognitive engagement .206 2.447 014’ Supported
H4 Relative advantages — Affective engagement .368 5.201 .000” Supported
H5 er?g%%r:ei:i:/:nt — Affective engagement 234 3.452 001" Supported
H6 er%oa%’gtri:’:m = Store loyalty 201 3.070 002" Supported
H7 | Affective engagement — Store loyalty .595 10.018 .000 Supported
R? Q’

Cognitive engagement 524 418

Affective engagement .296 213

Store loyalty 522 379

*p<.01, **p<.001, n.s.: not significant
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