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Abstract

Purpose: In general, franchise business models can generate higher returns and profits than non-franchise businesses. Therefore, it is necessary to study
customer-based foodservice franchise brand awareness and service quality. The purpose of this study is to investigate the effect of service quality and
brand awareness of foodservice franchises on attitudes divided into cognitive and affective attitudes and revisit intentions. Through this study, we intend to
establish a structure that leads to service quality and brand awareness-cognitive attitude and affective attitude-loyalty. Research design, data, and
methodology: In order to verify the hypothesis of this study, the survey was conducted among general consumers over the age of 20 who had visited a
foodservice franchise within the last 3 months. Among the collected questionnaires, one insincere questionnaire was excluded, and 299 copies were used
for analysis. The data collected to verify the hypothesis of this study were analyzed using SPSS 24.0 and AMOS 24.0. Result: First, it was found that the
service quality of the foodservice franchise had a positive (+) effect on the cognitive attitude, and the service quality of the foodservice franchise had a
statistically significant positive effect on the affective attitude. Second, the brand awareness of the foodservice franchise was found to have a statistically
significant positive (+) effect on the cognitive attitude. and the brand awareness of the foodservice franchise had a statistically significant positive (+)
effect on the affective attitude as well. Third, cognitive attitude was found to have a statistically significant positive (+) effect on loyalty, and affective
attitude was also found to have a statistically significant positive (+) effect on loyalty. Conclusions: First, this study applied the S-O-R theory to the effect
of service quality and brand recognition on cognitive attitude, affective attitude, and loyalty. Second, the structure leading to service quality and brand
awareness-cognitive attitude and affective attitude-revisit intention was established. Third, attitudes in this study were divided into cognitive attitudes and
affective attitudes. In general, attitude is studied as a single dimension as a cognitive attitude, but in this study, attitude was studied by dividing it into a

cognitive dimension and an affective dimension
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Figure 1: Hypothesized model
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O|X|= Qoloz AHASt Grace and O'Cass (2004)2] ¢t EAE
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Appendixes
Appendix 1: Demographic Profiles (n = 299)
Index n %
Male 145 48.5
Gender
Female 154 51.5
20-29 80 26.8
30-39 108 36.1
Age
40-49 71 23.7
50-59 40 13.4
Single 140 46.8
Marital status
Married 159 53.2
Below high school 46 154
Undergraduate 38 12.7
Educational level
Four years university 185 61.9
Graduate school 30 10.0
Less than 1 million won 11 3.7
1 million - Less than 2 million won 22 7.4
2 million - Less than 4 million won 94 31.4
Monthly income
4 million - Less than 6 million won 83 27.8
6 million - Less than 8 million won 55 18.4
More than 8 million won 34 114
Student 26 8.7
Officer 149 49.8
Professional 35 11.7
Job Sales/Service 17 5.7
Technical 17 5.7
Housewife 30 10.0
Others 25 8.4
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Appendix 2: Measurement Model Resulting from Confirmatory Factor Analysis®

57

tems Standardi_zed factor CCR" AVE® Cronbach a
loadings
Service quality .910 .695 .918
The staff at this foodservice franchise are friendly. .808
This foodservice franchise is clean. .845
The seats and tables in the store are comfortable. * -
The staff of this foodservice franchise are professional. 748
This foodservice franchise serves fresh food. .885
This foodservice franchise is hygienic. .876
Brand awareness .867 .738 .892
| know this foodservice franchise very well. .866
I'm used to this foodservice franchise. .879
| can distinguish this foodservice franchise among other stores. .832
Cognitive attitude .881 .693 .899
This foodservice franchise is useful. 761
This foodservice franchise is important. * -
This foodservice franchise is worth it. .847
This foodservice franchise is worthwhile. .864
This foodservice franchise is profitable. .853
Affective attitude .924 .769 .927
| am satisfied with this foodservice franchise. .833
It feels good to use this foodservice franchise. .881
It is enjoyment to use this foodservice franchise. .907
Using this foodservice franchise is exciting. .886
Loyalty .846 711 .875
I plan to use this foodservice franchise in the future* -
I think | will use this foodservice franchise in the future. 799
| plan to use this foodservifce franchise more actively in the 888
| can recommend this foods:rt\L/liz:eé franchise to people around 81
me.

ay2=329.464 (df = 142, xZdf = 2.321, p-value = .000), CFI = .963, NFI = .937, GFI = .902, AGFI = .869, RMR = .044, RMSEA = .066

P Composite construct reliability
¢ Average variance extracted
* [tems were deleted during confirmatory factor analysis.
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Appendix 3: Construct Intercorrelations, Mean and Standard Deviation

Service quality Brand awareness Cognitive attitude Affective attitude Loyalty
Service quality 1
Brand awareness .594** 1
Cognitive attitude .623** .651** 1
Affective attitude .700** .621** .824** 1
Loyalty .624** .589** .690** 731 1
Mean 5.145 4.632 4.775 4.930 4,943
SD .918 1.036 .966 .950 1.036
** p<.001
Appendix 4: Standardized Parameter Estimates
Path S;gggfgiiijg ¢ t-Value Results
H1-1 Service quality — Cognitive attitude 419 6.390 K Supported
H1-2 Service quality — Affective attitude 451 6.810 e Supported
H2-1 Brand awareness — Cognitive attitude .570 8.770 *hk Supported
H2-2 Brand awareness — Affective attitude .303 5.071 *hk Supported
H3-1 Cognitive attitude — Loyalty 377 2.984 *x Supported
H3-2 Affective attitude — Loyalty 455 3.626 i Supported
R? Cognitive attitude 627 (62.7%)
Affective attitude .643 (64.3%)
Loyalty .658 (65.8%)
Model fit X 344.153
d.f 144
p-value .000

*% p< 001, X2 =344.153 (df = 144, x %/df = 2.390, p-value = .000), GFI = .898, AGFI = .86, NFI = 934, CFI = .960, RMR = .051, RMSEA = .068






