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A Study on the Effect of SNS Characteristics of Restaurant Franchise on
the Customer Decision and Redelivery Intention

Gye-Beom Jo*

Abstract

This study is conducted to analyze how Social Media characteristics of restaurant franchise affect
customer decision making and redelivery intention and find out how to do Social Media marketing
which is getting important. Through this study, we will understand the direction of Social Media
management. In this study, we had 220 users to respond questionnaires who looked up about
restaurant franchise through Social Media. In the previous research, we classified the Social Media
characteristics about the restaurant franchise into the fields of liveliness, agreement, reliability,
communication, accuracy, and entertainment. In order to verify the hypothesis, we conducted single
regression analysis and multiple regression analysis and verified the relationship between variables.
First, we found that Social Media characteristics of restaurant franchise has a positive relationship
with favorability. Second, Social Media characteristics of restaurant franchise has a positive
relationship with satisfaction. Third, favorability has a positive effect on satisfaction. Fourth,
favorability has a positive effect on the intention of re-inquiry and redeliver. Fifth, satisfaction has a
positive effect on the revisit and intention to redirect. As a result of the study, we found that
restaurant franchise will gain trust of customers if they take into account the characteristics of Social
Media of restaurant franchise and conduct customized marketing according to the head office of
restaurant franchise and perform continuous feedback and management in order to improve

customer's favorability and loyalty.
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3. Satisfaction
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4. Revisit Intention
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Fig. 1. Research Model
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Table 1. Sample audience and content
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content

Parent group

Franchise’s SNS
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Method of
investigation

A self-administered questionnaire

Research period

2019Year 3Month 1Day — 3Month 31Day

Sample size

Total Distribution questionnaire 250

235 copies of the retrieval questionnaire

Ineffective questionnaires 15

220 final valid questionn
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Table 2. Demographic characteristics

4. Organize the guestionnaire
AT HAA AEA FAURE 7SR, AT 5
7] ARE ARES }Oﬂﬂ} AT A= ME%H??}O]&SNS?J
E45 6117118119 o APATE 7
o] HA e “‘71] Eﬂ 0}04 18719] &3 SAWTE 3819l
, e (12 13 ~4 APATE 7Ivho = N Faks 74
o EEE 16 o] AYATE 7IWo = 47,
94 = [17 [ 9 APAAE 7= 47)
SR 21][22][23] [24](25] 59 APA+=
474 %?% o2 FAsi.
Fof| thellAli= Likerto] 5944 H=E Fal| ‘vl$-
solth, 1 gdt), 1A SR
ArE ARG JAFEASY B Wse

o, 2 A A" A&+ SPSS

ki

Moo 2 o
o 32

[or::r-m

f mKl i

N =3
ﬂJ_L,
Sl

o Md

= ‘—ﬂ' 00{,

.

o
mrpo{&i

LN

o M

ol
i)

k1

]

>
>,
o
P,L
%‘i i
o

—_
©

o oft
@& T o
o[
ol Ly
to |4
4o ¥
o o
2
fu op
£
g
>
pee)
(o
=
BN
>,
k1
-
o
>,
k1
g

of\
ol
N
o
:?1:1'
L
S
SE,
O
ol
ol
=
M
1%
1
-

IV. Research Result

1. Demographic Characteristics
2 ATE Y8 AR S HE AeRake 20199 39 1
AUFE 39 31Y7HA oF 453 AAE Lo, o Zlxte]=

Models Frequency Ratio(%) Models Frequency Ratio(%)
Less than
Sonder Man 96 43.6 1,000,000 won 143 86.1
1,000,000~
Woman 124 56.4 2,000,000 won 16 9.6
2,000,000~
i 112 . ’ ’ .
The twentieth 50.9 Monthly 3,000,000 won 6 3.6
L Income 3,000,000~
age The Thirtieth 68 30.9 4,000,000 won 1 0.6
) 4,000,000~
The forties 28 12.7 5,000,000 won 79 57.7
e More than
More than fifties 12 5.5 5,000,000 won 15 10.9
highschool 120 54.5 Portal site 16 7.3
graduation
, Graduation 20 9.1 , Food blog 48 21.8
Academic from college Getting
Background Gradu‘janon. 63 30.9 Imformgtpn Restaurgnt . 4 18
from university aubut Dining recommendations site
More than a Restaurant Site
Graduate school 12 55 and blog 16 73
Student 112 50.9 SNS 136 61.8
Profession 16 7.3 1~2times a day 152 69.1
Executive
) 52 23.6
/Office Work 1~2times a week 40 18.2
Job housewife 12 5.5 SNS search
Self-employment 12 5.5 count {2t 1
Sales work /Service 8 3.6 ~2times two weeks 6 7.3
Public official 4 1.8 ™ o i 12 55
= 1 - imes a mon .
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3. Testing and analysis of research hypotheses

2. Reliability of analysis tool
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Redelivery Intention
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Satisfaction 4 item .801
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Table 4. Causal Relationships Between Restaurant Franchise’s SNS Characteristics and Favorability

Unstandardized coefficient Std.C Collinearity Statistics

Model t Sig.
B Standard error B Tolerance VIF

(Constant) .319 1583 2.082 .039
Liveliness H1-1 .304 .062 .337 4.889 .000*** .236 4.246
Consensus H1-2 -.037 .061 —-.039 —-.599 .550 .259 3.857
Reliability H1-3 428 .063 451 6.835 .000*** .258 3.877
Communication H1-4 101 .059 .098 1.722 .086 .344 2.909
Accuracy H1-5 141 .060 143 2.361 .019+ .307 3.257
Amusement H1-6 -.040 .057 -.040 —-.694 .488 .336 2.978

Dependent variables : Favorability R2=.761 F=113.217 p=.000

1 p<0.05, **: p<0.01, ***: p<0.001
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Table 5. Causal Relationships Between Restaurant Franchise’s SNS Characteristics and Satisfaction

Unstandardized coefficient Std.C Collinearity Statistics

Model t Sig.
B Standard error B Tolerance VIF

(Constant) 519 149 3.492 .001
Liveliness H2-1 -.018 .060 -.021 —-.298 .766 .236 4.246
Consensus H2-2 .027 .059 .031 .456 .649 .259 3.857
Reliability H2-3 .488 .061 542 8.042 .000*** .258 3.877
Communication H2-4 .202 .057 .207 3.549 .000*** .344 2.909
Accuracy H2-5 218 .058 .233 3.764 .000*** .307 3.257
Amusement H2-6 -.040 .055 —-.043 -.727 .468 .336 2.978

Dependent variables : Satisfaction R2=.750 F=106.723 p=.000

1 p<0.05, **: p<0.01, ***: p<0.001

Table 6. A Causal Relationship between Favorability and Satisfaction

Unstandardized coefficient Std.C
Model t Sig.
B Standard error B
(Constant) .963 140 6.897 .000
Favorability H3 787 .036 .831 22.019 .000
Dependent variables : Satisfaction R2=.690 F=484.853 p=.000

1 p<0.05, **: p<0.01, ***: p<0.001

Table 7. A Causal Relationship between Favorability and Revisit Intention

Unstandardized coefficient Std.C
Model t Sig.
B Standard error B
(Constant) 3.181 242 13.160 .000
Favorability H4 .138 .062 .149 2.221 .027
Dependent variables : Revisit Intention R2=.022 F=4.934 p=.027

1 p<0.05, **: p<0.01, ***: p<0.001

Table 8. A Causal Relationship between Favorability and Redelivery Intention

Unstandardized coefficient Std.C
Model t Sig.
B Standard error B
(Constant) .705 169 4.163 .000
Favorability H5 .845 .043 797 19.475 .000
Dependent variables : Redelivery Intention R2=.635 F=379.276 p=.000

1 p<0.05, **: p<0.01, ***: p<0.001

Table 9. A Causal Relationship between Satisfaction and Revisit Intention

Unstandardized coefficient Std.C
Model t Sig.
B Standard error B
(Constant) 3.155 .264 11.950 .000
Satisfaction H6 .139 .065 .143 2.128 .034

Dependent variables : Revisit Intention R?=.020 F=4.530 p=.034
*1 p<0.05, **: p<0.01, ***: p<0.001
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H6, WHE5(B=143, t=2.128)7} AE-2 5o 2] H(+)9]
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Table 10. A Causal Relationship between Satisfaction and Redelivery Intention

Unstandardized coefficient Std.C
Model t Sig.
B Standard error B
(Constant) .283 174 1.631 104
Satisfaction H7 .920 .043 .823 21.407 .000
Dependent variables : Redelivery Intention F=458.241 p=.000
. p<0.05, *#: p<0.01, =+*: p<0.001
omn FHslo] 45824108 0009 #oFES vERIC om, ARLE Al WHLTt Folg A(+)e] FEFE 7|
H7, Axolg TE55(B=.823, t=21.407)7} Ao 9] & Aoz YeRTh
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