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ABSTRACT

Food service franchise is one of the continuously increasing business methods. As the franchise-type food
service business increases, competition is intensifying. Therefore, food service franchises are trying to interact
with customers through effective marketing means. Consumers are exposed to large amounts of information
both offline and online before making a purchase decision. Such information can form short-term visit
intention, mid-term visit intention, and long-term visit intention. Understanding the importance of information
sources in a food service franchise can help you formulate a marketing strategy for short, medium, and
long-term revisit strategies. As a result of analysis, it was found that customer experience and provided
information had a significant effect on short-term visit intention, but word of mouth did not. Customer
experience, word of mouth, and information provided were all found to have a significant influence on the
intention to mid-term visit intention. Also, it was found that customer experience and word of mouth had a
significant effect on long-term visit intention, but provided information did not significantly affect long-term
visit intention. Through this study, strategic implications were derived to help in the selection of marketing
channels according to the marketing strategy of the food service franchise.
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(Harrington et al, 2013). o172 AlFolu QAlS AAY wie A&sl=t], ol2idt Aoz ezl ¥ 22R1S 5%
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ARE O Al 7HA] f9] A|AS o] &3tk ATAR] A|Al2 X|A9] fgola A R|Al2 s17o] QIAISH= A|AlojT

.‘{

7P A|Mjo] G TAE A 7ol AT olsh) Qe Aol At B, Ok A4 FolA slisalittol2rt Al s
il

ojf-& WAt & Eof, AL Ts] HA AAkel7] flsl galzZaiztol= uigE o] gsiA Y, 2l = nRE 915
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Q918 A ] Atz HrH= KMO(Kasier-Meyer—Olkin) 2t Bartlett's Test of SphericityS £ 7AZ=|9ith AR LMo tigt

LQQIEMoA KMO %+ 88022 LERL O™, Bartlett's Test of Sphericity= 1930.961(df =45), p< 00022 UER} QQ1EA
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E 2> FEAR EA7F 29 Y

Factor Variance Factor loading | Eigen value | % of variance | Crobach'a
2ol WET BHe 71993 .695
nAEko s WEE RS Audt 751
k! W ole Bopucy @l 2.823 28.229 866
H70 W e A 841
+ AHA] 22l HiFs st .864
-4 < U8 2829 F7hs ot 863 2.648 26.480 917
© UE 2HAE] YgRE gt .827
QA ZeiRo|=27} AlFshs HEE Fadtt .799
AlE g oA Lol 27t AlFshe HEE A4S 4 A 836 2.425 24.246 874
o)y ZARo| 27} AFSHE FA vl E Amath 800
KMO = .880, Total variance explanatory = 78955
THA, WEofwoll Tt 2R1EA A, <& 3t 2ol 6712 Hart /\}35121‘1} 7t Haego] BE 211 Aol .6 ol/de=
671 W BE7E A0l olgEglem, 3719] 2]lo] =&Eth & @7] 2o, 891 2& ¥V HRE, aFx
891 32 A7) R =2ta YHsiyith 24 AR EA4t e B HP“JB} 34.418%, 571 B2l=7} 33512%, 1L
7] LR =7t 24.290%0°1H, ofo]Zll gho] BE 1 ojfe® UEht 5 &40 o] &E|ith

Q918 AM0] Aste Hr7H= KMOS}F Bartlett's Test of SphericityS £3l AZ%|ih A7HE o] gt 221E A4 KMO
78S 8682 el o Bartlett's Test of Sphericity= 1701.291(df =15), p< 0002 et Q18 Mof| 0|85 FEEo| Agst
Aoz YT S, ZF Aol tisl] Algje EA45 AAIRE A3 Cronbach's a @2 &% .70 ol/des Yeht 57 &5
Zholl WA d3bgdo] FRE|QItkal FEh
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<E 3 PRY=9] g4A 291 FA
Factor Variance Factor loading | Eigen value | % of variance Crobach'a
U 170 ool WEE AFo] it .840
o) dRow 2.065 34.418 .900
U Y ool ®-2o] rhssttt 882
U 30 ojuiell W2 AlFo] itk .696
371 W= 2.011 33,512 .920
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UE 671 ojujol] ®Eg AFo] Sitt .800
37 9= 1.457 24.290 .920
U= 6709 olujoll ¥o] 7Hssict 882
KMO = .868, Total variance explanatory = 92.221
2) 3AAA 1A
TR0l SHE QR1E9] Hey FHEAL F|a 7 QRIE Afolo] ZREAQl TAVI T WS Thelsty] sl 6719
INGE ] SHBARN S AT B4 23} Table 49F 20 ZF SRIG9IE 7He] AtAZT H(+)9] WFo=
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<E O FHEA EH
k! 77 Ag B @ B | 3V IRz | 7] $EY=
%kl 1
74 493" 1
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37] e .540™ 479 456™ .656™ 852" 1
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p<01

3. 9 7He AT

D ] &7 ¥

ol Al 9%

Jolo] nlxl

e B

1o
>

| ZEixjo) 20 HH o] ¢ H
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HI-2+= 7175310

(© 2020 Journal of Hospitality & Tourism Studies
144

A3, <3 559} o] HJH Y

o] &)

HiDolT 2 s}

EAQ Q1 (variance inflation factor:

ARstth=

3l7|Alo] AR Aoz et

bol AT e
A0E Uehgrh(3=431,
fO1% YL nlxE How

Aoz veRith wtebd Hi-13F H1-32 X|A|E e



QIAI2XI0IR0] FEHNO| D1, SIIQ I 20 OiXl= &

<E 5> ZPHo|Z FHYPHo| B7] YR A= ITF

n . . -
Model U Cit:?f?;ﬁtzsed Sct:?f?zilﬁsd ; Sig Collinearity Statistics
B Std. Error Beta Tolerance VIF
(Constant) .849 .360 2.362 .019
ek 544 075 431 7.238 .000 .669 1.495
74 073 .076 .063 .967 334 558 1.793
As PE 194 .085 154 2.271 024 518 1.930

2) AEAHo] F7] Wl mAls IF

QAlsLafixto| 29| HHYIHo] F7] W] nlalE g FA AT} <E 6> o] FEYHo] 7] WE=E Atk
AHE L 37.0%(R*=.370) 2 UERITE A H(tolerance) & .518~.669% LHERGom, EAHE%Q 9] (variance inflation factor:
2 1.495~1.9302.2 UEh thggAl/do] BAI7E EA] %=t} Durbin-Watson 2.0392 UEh 3]A = adol| Agsitk=
AE & 4 Uk =3J Pk 57.209, FIEES K 01gFolM BAR o= Fo5HA UelaL, 3740l Aeldt Aoz veht
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<E 6> ZAo|Z JRAYo] F7] YEA= ] "AE I

Model Unstandardized Coefficients Sé:giiff: . Sig Collinearity Statistics
B Std. Error Beta Tolerance VIF
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¥ 480 .070 .390 6.817 .000 .669 1.495
74 170 .071 150 2.392 .017 .b58 1.793
Alg AR 221 .080 .180 2.771 .006 518 1.930
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9)alzeiato| =9 MRl 7| WOl wol| nlxi= FIRS B At GE D} Zo] HRYUHo] 7] R =g Aishs
AHE L 351%(R?=.351)2 UERITE FAH(tolerance) = .518~.6692 LER ow, AN Q] (variance inflation factor:

)2 1.495~1.93002 vEh} thEgAldo] 2A17F BIA] eR=t} Durbin-Watsone 2.0109& LR} 3|7 magol| A3tsichi=
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<E 7> ZAo|Z JRAYo] F7] YEA= ] uAE IF

Model Unstandardized Coefficients S(;E:Z?f?;ﬁ ¢ Sig Collinearity Statistics
B Std. Error Beta Tolerance VIF
(Constant) 1114 344 3.237 .001
k] 457 072 .369 6.345 .000 .669 1.495
74 .260 072 228 3.586 .000 558 1.793
AT HE 133 .082 .108 1.632 104 518 1.930
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