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[Abstract]

In this paper, We Propose a ways how franchise service of delivery app should be made by analyzing the
effect of delivery app usage properties of food service franchisee on satisfaction, business performance and
intention of reusing, and suggest support plan of delivery app for franchise by food service franchisee. This study
conducted survey on 212 franchises that have experience using delivery app among food service franchisees. To
verify the hypothesis of the study, single regression and multiple regression analysis were conducted for verifying
the relationship between variables. Key results of the study are as follows. First, it was found that the delivery
app usage properties of food service franchisee had a positive relationship with satisfaction. Second, it was found
that the delivery app usage properties of food service franchisee had positive relationship with business
performance. Third, the satisfaction was found to affect business performance. Fourth, it was found that the
satisfaction didn't affect the intention of reusing, and business performance was found to have a positive effect
on the intention of reusing. It is necessary to increase the satisfaction of using of franchises through continuous
management and reasonable pricing policies, and the headquarter of franchisee should be able to contribute to

energetic sales of franchises through effective cooperation with delivery app companies.
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I. Introduction
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II. Preliminaries

1. Delivery App Usage Properties
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2. Satisfaction

UEE= Aol AJFof| T} AlEat Au]A0] tof I
8] 7ol Tt A Ema D7| 879 §712 5
EA7 = AeE YolH, Als SAY tAEA HRolA
78 ZA0] Pgos %Q}O}ﬂ 7140l a8]Ate] |0



A Study on the Effect of Delivery App Usage Properties of Food service
Franchisee on the Satisfaction, Business Performance and Intention of Reusing 307

afeslcl, A810e] J1cjer e 215 2
Q7P Bl e g Ea) A}

S, — =]
Qsjstel BE e} SR, A1 oIzl 2
o 5 MUr[13 15]

NN L
o e
OMEO
fo P~
O uj
é

ol g n
S
Ra)
i

22
of
(o]}
o
|o

o!
il

= AH|RFO] TEEETT A
o gl 92 AL 7oz wa gov
=, 2A, of oo} e 1
e ATH16-17].

=)

Pt ofo

|'|-| o) Ogl'.:
l"lr |_|-| re
2

o

r-lE

J_

|'|'I

oft

oz, ru

ST
o
offl
1o

>

(]}

==t
F_R

3. Business Performance
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4. Inetntion of Reusing
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IlI. Research Method
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Fig. 1. Research Model

2. Research Hypotheses Generating
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3. Sample selection and data collection
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4. Organize the questionnaire
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IV. Research Result

1. Deomographic Characteristics

Table 2. Demographic characteristics

Models Frequency
Table 1. Sample audience and content Gender Man 192
Woman 20
Models content The twentieth~ 71
3 - Age The Thirtieth
Parent group Zolc?d frznchlse store owners using g The Thirtieth 104
elivery Apps More than fifties 53
Method of | "1 administered questionnaire Less 1 year 23
investigation 1~3 years 71
Research Business 3~5 years 46
period 2020Year 9Month 1Day - 9Month 31Day period 5-10 years 47
Total Distribution questionnaire 250 IV1Ic[>jre than 25
; ; ; ; years
Sample size 244 copies of the retrieval questionnaire Korean food 52
Ineffective questionnaires 32 Flour based food 1
212 final valid questionnaires Japanese food 10
Store Cafe 34
tvoe Western food 15
MeAItE 7oz § AR yge A7 B4 P Chicken, Pizza 42
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Table 3. Demographic characteristics

Models Frequency
1 person 24
2 people 57
Er:wrzliireeosf 3~5 people 72
5~10 people 23
moer than 11 people 36
10,000,000~ 24
50,000,000 won
50,000,000~
tor y y 1
estaEIi(s)h?nent 100,000,000 won °
cost 100,000,000~ 70
200,000,000 won
200,000,000~ 37
500,000,000 won
Store 33~66 m 59
area 66~165 mi 104
More than 165 m 49
Less than 1
10,000,000 won
10,000,000~ 105
Average 30,000,000 won
sales 30,000,000~ 60
50,000,000 won
More than 3%
50,000,000 won
Less than 10 % 11
Rate of decrease in 10~20 % 84
sales compared to 20~30 % 81
the previous year 30~50% 12
More than 50 % 24
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2. Reliability of analysis tool
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Table 4. Reliability Analysis Results for on Delivery

App Usage Properties, Satisfaction, Business
Performance, Intention of Reusing
Measur
Models ement Cronbach’a
Scales
Convenience 3 item 619
Delivery Responsibility | 3 item 717
App Usage Economic . 869
Propertigs Feasibility 3 item 606
Informatibity 3 item 674
Satisfaction 4 item .805
Business Performance 4 item 673
Intention of Reusing 5 item .856
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3. Testing and analysis of research hypotheses
Hig Q4O] o] &&/do] UEL UjxE JubHA 24
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Table 5. Causal Relationships Between Delivery
App Usage Properties and Satisfaction

Model B |sE| g | t | sig | viF
ance

(Constant) | .696 | .187 3.718| .000
Convenience | .368 | .059 | .401 | 6.240 | .000=*x | 427 | 2.341
Responsibility | .168 | .050 | .200 | 3.392| .001** | 507 | 1.974
Economic | 3191 050 | 350 | 6327 | 000+ | 577 |1.734
Feasibility
Informatibity | -023 | .059 | -.025|-395| .693 | 446 |2.241

Dependent variables : Satisfaction Dubin-Watson

R?=.635 F=89.845 p=.000 =1.574

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

Hig Q4Of o] 8470l FF ol vlRl= QlatA &
Mg fet 72 AR elHRgY Al ROl
0.2242 EAT]o] 22.4%9] AHAS 7HX|1L 9Jon, FH
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Durbin-Watsongt2 1.169, SX}sHA7F &% 1.0 O]9b
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Table 6. Causal Relationships Between Delivery App
Usage Properties and Business Performance

Model B | SE| B L
ance

(Constant) |2.002| 298 6.712| .000
Convenience | .456 | .094 | .455 | 4.861 | 000++* | 427 | 2.341
Responsibility | 124 | 079 | 135 | 1569 | .118 | 507 |1.974
Economic | o151 087 | 289 |2092| 038« | 577 |1.734
Feasibility
Informatibity | -114| 094 |-111|-1209 | 228 | .446 | 2.241

Dependent variables : Business Performance | Dubin-Watson

R?=.224 F=14.957 p=.000 =1.169
*: p<0.05, **: p<0.01, ***: p<0.001

Bi ol et WEESE FGA ] vl ut
wAj0] pde A SRR Rgo] 0.2272 EAEo]
22.7%2] 3%o] 9lou], Fs}eF 32 615202 9ojz
£ 52 0.000 UERtoH, H3, ThE%(R=.476, t=7.844)7}
Aggol g3t H(+o FFL UAE Ao Uerd
ok gebd (744 H3le AEEioitk<Table 7.

Table 7. A Causal Relationship between Satisfaction
and Business Performance

Model B SE B t Sig.
(Constant) 1.802 271 6.644 .000
Satisfaction 520 .066 A76 7.844 | .000%*x*

Dependent variables : Business Performance
R?=.227 F=61.529 p=.000

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

o QS £4 B Es} Afo] o] DjAlE ATEA B
ol spge AA| sl7iwael Rigtol 00137 HAlEo]
1.3%0] H%o] 9on], Fuisler ghe 27182 Solzhe
0.1012 9olatx] 97 UERjon], He, RHER(E= 113,
t=1.649)7} Alo| & ©lzmo] Jake DAL e o U
Epdet. meby [74 HAJE 717 E]9ick<Table 8>,

Table 8. A Causal Relationship between Satisfaction
and Intention of Reusing

Model B SE B t Sig.
3.520 .308 11.438 | .000
124 .075 113 1.649 101

(Constant)

Satisfaction

Dependent variables : Intention of Reusing
R?=.013 F=2.718 p=.101

*: p<0.05, **: p<0.01, ***: p<0.001
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Bi2 UL B3 AWM ol gol vlAl A
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Table 9. A Causal Relationship between Business
Performance and Intention of Reusing

Model B SE B t Sig.

(Constant) 3.429 270 12.692 .000

Business 152 | 069 | 152 | 2222 | 027+
Performance

Dependent variables : Intention of Reusing
=023 F=4.936 p=.027

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

BAATE y|Eto 2 sholgt J[A AZATE Qoksiy
<Table 10>x} 2t}

Table 10. Results of Hypothesis Verification

Hypothesis Path Judgment
Convenience — .
H1-1 Increase in Satisfaction Adoption
Responsibility — .
H1-2 . . .
Increase in Satisfaction Adoption
H1-3 Economlc. Feas!blllty.H Adoption
Increase in Satisfaction
Informatibity — L
H1-4 . ; . Dismissal
Increase in Satisfaction
H2-1 Convenience — Adoption
Increase in Business Performance
R ibility — L
H2-2 .esp0n.5|b| 1ty Dismissal
Increase in Business Performance
E ic Feasibility — .
H2-3 conomic easibility Adoption
Increase in Business Performance
H2-4 .Inform.atlblty - Dismissal
Increase in Business Performance
tisfacti g .
H3 . satis .ac on Adoption
ncrease in Business Performance
H4 Satlsfactlgn - . Dismissal
Increase in Intention of Reusing
Busi Perf — .
HE usiness Performance . Adoption
Increase in Intention of Reusing

V. Conclusions
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