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R0 7S vl=, A, g, AVRRE § A=A E4 710l
. HEAR] 7192 KFC, ZHgol, stEotat, mzsl 5 {3 228 7
nzpol= HHAYES Fote] Hold ATE

o]7F1l tt.  Golden Gate Restaurant Group(2F
40078 ©f4), Red sun ITI Corporation(2007§ ©]4e] uwi%), Highlands
Coffee(6007] ©o]42] miA), Trung Nguyen Coffee (7007] o]A4re] wi%) 5
< =l "iEAQd =mRizte]lz AR o= dely  UAtk(The

International Trade Administration 2024).

[3 1-1] HIEY F&B A% 24
2024 Decision Lab Findings: HIEY F&B AJ&F 2]t

Pase)

2(—%:%?'?‘]% 29{_2??411’:1 “1':'% ]ﬂ E‘.@E _:—11_7]_
1 1 - KFC a]=-
2 2 - Highlands# T HEY
3 4 1 Irung gljfélyen e
4 5 +1 Phuc Long# = ¢} 2} HEY
5 3 -2 Lotteria gt
6 6 - The Coffee House HEY
7 7 - McDonald’s o=+
8 9 +1 Jollibee et}
9 8 -1 Starbucks o=+
10 10 — Pizza Hut e

=4{. Decision Lab

ARAHALA(VEPR)S] ZAbe] @2W oF 60%2] =LUAId71 7 ==

Zpolz Ardell ik S 7ML e % FA ool due 2=

et
HMEGAE F & B Zatgol= Atgie] Fefo] uls wushA Aasm
ot B 4 glom, Fomw o WS Aoz g}



1.2 479 54

T#zol=2 APLe HALE AGoteE T#x}o|A(Franchisor)9} 714
utEY (Franchisee)ol Al olel& W&ol &b ZflizjolA o] ¢ o] mde
M2 &9 EXxte] AgE& E8oto] HIltE
[e)

Py o 2o 9L

2006).

Z°](Nguyen, 2011) Zsizfo]=9] 2}, 7]& 9

HHA Ao 9= %Kz
T2 LolE o8 4 U= FHE Uth(Shane & Hoy, 1996). E3t 7|4
Q

A2F], ZbdE ofu] AEE] loid FHel AIAF JfEe] B WSt
1

AZHE Aokst £n 9ItH(Combs et al, 2004). o] EXz7 AARI]
B S Jfdel= AR F219] §84S Aisk=s dof T "ot

1=l
=
dested BElEs ol Hi =Hdd JHHE ASdezya 17

el
S5t RS 92517 Q5te] L#@ajloF Sttt Parsa et al. (2005) 9
H

Zasith ebyol Age ule sl Exdsie] nAe A
$AEYE e e HAE onAE Asst wA, HA=o| xS
ZASHe 27, 49 BAse] AZ/AUAS o8 W AR L7
Ae ¥ Asste 14 Sow theFsh EREo] 9t oleh Wi Wi
4 Aus Ed 2He T 14E o olelst ;AL HIs

]

S

[RAET AR ZEz]o] o TS 7T

Qin & Prybutok(2009)3} Nguyen & LeBlanc(2001)¢] =#-& 535}
3

MUl FAT BHE om|2|7h AHIAYS] 1A RRERE o
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2.1 AH|A

2.1.1 AH| 29 g 3 B4

2.1.1.1 AH| 29 7
Zeithaml & Britner(2000)0] @2 AH|AE AL J5F 713 & F=5)
B o A= i = §=°
31 A9 et ZIHE SFA1717] Yol EA FAYS s ot= -n_c_o~§
= Jor— B&, =+

Al gl g oeltal shglnt

Kotler & Keller(2006)0] @2H AH|AE g FARPZE ohE GARRLA
128 4 9t RE 8% EL dEor, BAXoR Ryolr 448 2
- = 4=

Aok ek AE| A0 A2 =94
o= e Aot shith
;151/]& Aol A Parasuraman et al.(1990)2 AJH]A7} H|A| X
%EHETJ—’— FAekth. deu AB|AE AH|A Alg2d -3851HA
+ &%= Fl oA olole FEdoR O
Lasser et al.(2000)2 AlH|A+ 9] 9+
ddS AestH 1A THAE Fdohe 479
AE[2o] gt Fole oheFst
O] AHEolm AE|A AlFgAtet 1A ko] At
o Fostah. AH|AE Oz Foolw, A4t AHZF FAlo] HASHH, A
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AMH| A BEA (service intangibility)©]
=7 WA 4‘/} gtEAY Tl S glos AS on|dit) meps 12
L2 5

T el Ml FEE 54, H2E

AH] A HBZA  (service inseparability): AH|A AlFat o]g A o]

Aol ARHET. ol AMu|ATE w] PAUEAY AFE 5 glal, FAl
AFEHL AHEofof gh2 oJu|ettt. Mu|A AlFAet 1AL F GARR|A
ARtet el At Mz A A=tefob th(Moeller, 2010). AH]A
AlsAret 17 BE7E B0l FF Aite] g2 mA|7] wfZol AH|A
H 242 A A FE B2E9HE ofHA vheth

M| A o]AA (service heterogeneity): AH|IAE F7E Al ot A,
ofgA Algst=Alol w2t Au|a FHo] EEiith ol Zb AMH|A AlFo]
OE 4 3ol d¥d FHe B ofgus A oudtyth(Kotler et

al., 2020).
AE|A ABA (service perishability)O]EP =] mujsiAu AREsh)
2= AFEE AR Setnt
ZA5H, oujgo=z =k /%44_}—31 ES g)\ .ol E3] 4a7} BorAE o
o

[e] =
T80t 339 #32 WEE= o oJH:FS ZF+=tHTaher & El Basha, 20006).
2.1.2 A& =32

2.1.2.1 AulA~ Z29] i
Parasuraman et al.(1985, 1988, 1991)¢f mt2H AMH|A 22 7749] 7]
et Au|A Aol gt Q14 ko] Zpo] AFretal shich whebA A7 pEE
$ZF8 AFEE AMu|Ao ZF 4ZFo|th Parasuraman©]| WEH AH|A E
A2 Mula el dijt 1A Hieof digh ZEAQl BrhEal shyith

Gronroos(1984)0]] =2H AMH|A EZL 7|&x Z43 7524 FHo]

I



| & e &
& 9iek B2l @ wel mAeletr Aula el e Adel et A=
02 g42 74 4 gt

tch(Parasuraman, Zeithaml, & Berry, 1988).

=4 adlo wet gE: AH|As FEL ARAE FHAcke =294 84
9] ZA o geFS W=t} (Zeithaml, Bitner, & Gremler, 2013).

219l P MM A FEL FE AHY AMHA Al A4 S o
gepzich. 1A 9SS AHIAE Algcke Adel = ZA #ed
(Heskett, Sasser, & Schlesinger, 1997).

A o AMEA FE2 AU AIZE f1F] 9 AHA "R QlofA
A& s7RtT) oledt e A AHA AlF ZEAA Myt
o

A fA|=ofo} @t

a}
o}
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1) AH|AAFA o]
ME|AAFA O] E(servicescape)S AH|AZE o]Fojx]E= E8]7] F7he 71E

A qrEZro] 2 d%kS mXIth Bitner(1992)& AR|AAA 0]
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2) SERVQUAL =¥

Parasuraman et al.(1985, 1988, 1991)¢] wt=2H AH|A Z=ZS 717HO] 7]
tjet Au|A Ao thgt Q1A Ike] afo] HEekal st

AElA FE = A" 5 - 7Y 7HAL
& Berry(1985)= A~ FH2 H7ishr] figt
10742] 71 S9-& Aoty 134 (Tangibility), 41214 (Reliability),
HkS4  (Responsiveness), H< 7FsA  (Accessibility), HA®RYAolA
(Communication), %%  (Competence), Al-&%  (Credibility), o4
(Courtesy), 9+ (Security), Z2Zof gt o]dfl(Understanding)©]tt. 19884
o= o] 107FA] 7]&o] "SERVQUAL" ("AH|A"e} "Z2A"9] oFo])at= M2-&
mdgo] 5712 B4 7l ® SHIAM o] oA 7] 84+ o2y Ao

—_—

Parasuraman, Zeitham



N4, e, AL FUE, 7IE A

94 (Tangibles):

= A

ol
=

2124 (Reliability):

™ g2

}

SH|

-84 (Responsiveness): AH|A AlFof of

NA =

ToR

i

919 74,

XA (Assurance):

&

4 a7 A

E
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o
N
No
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o
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2-1] SERVQUAL®| t-A4 7} 42kt 2274
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ar
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i R |

S
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3) SERVPERF =¥
SERVPERF 2498 Cronin & Taylor(1992)7} =%+ SERVQUAL =d
o] #golqirt. SERVPERFE= SERVQUALY FUgt 22719 28 ARE5HA|
g 7d dwe st dx" Fdol =4

SERVPERF  HEki HAsta 9 AEEE Alem FFSH
SERVQUAL H&E ARG Al ol#fgg S5sh= d =wo] HAh AB[L &
A2 7IdiEe 54 glo] A" F48o ofsf 7 & WY H A (Cronin &
Taylor, 1992). Lee et al.(2000), Brady et al.(2002)¢] A% o] AEe| &
o]kt

SERVPERF| 4 g4et WA 4 Q= ¥oee 734, A34, vs
4, 44, 344 5714 845 Eedsto] SERVQUALY FARRMZE o] 57
nds Q4 mdl (percreption model)o]ztal iy,

4) DINESERV gl

Stevens et al.(1995)%= SERVQUAL B9 HAEZ Ao A At

% DINESERV =2ES 7dsigict. o] 2d2 SERVQUAL HHo] =
R

7Rt st 53] HAEY @] SA srEetE gl DINESERV
_]

W 5 I F2 74 axst F

2
ﬂ

rE

/H’ 9_,}/&/\-1

om

S
O
=

A A,
44 Bt wye
s EAE AAHoR ZAsE d kgo] 2 By OME} 7ol ﬁéﬁi
ofds Bdste dk =wol "o

DINESERV R#le glAEst Muls Z4e aifzdoz

Gl o Ag) gel AgHgleh

B[\
o
ol
o
=
o,
N
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2.2 HYE o]u]7]

HHE olmzls 59 mta&o] e BE
th(Rarich & Kotler, 1991). Tu et al.(2013)9] A9
+ UM AT BEbshy] of#e FAke] B
+ o] AYs AMHA Al AFEde AEsk Brkshes H ERO
=

th(Afsar et al., 2010).

=2
= 2

Kant & Jaiswal(2017)of] @2H BT ojn|zjof= 7|54 a4t H#AA
a4ge F 7R F8 4 8471 2ot E9], 7lsole fAdel £
e, Aol ZiQle] BiHEo] dis] 71 e Aldf Hge] x9te
=8

Gronroosos(1992)°]] W2™ HAE= oju|z]& Mu|A E43 774 qES
B7te] A4 FFS HlAE AT Atol=tal sHAH 7ol 3EA
ojn|z|E A5t 1AL AH|A ol F A2 ApE A Hote F¢
7F ok BRiE oz 7|Yge] B ApEstshE d ko] F #ak of
Yzt 432 A $87t 8407 % ittt

Rahantoknam & Teniwut(2017)2 £ oJn|2|E 71X HHEE= A%
OHE &4o] WHzte 1Zo] A5t HElsh= Z-97F Brhal x5kt

A wEe AEol AHAE sty ARgT Fo Aol het Aw
9l A WhSolt). ol aulo] Tt Sl whg Ei HAH W
2, AEe A" 4% Ao MuT O nAY AL Tt AY E

S JePATHELd, 2015; Hussain et al., 2015).

TRR7EA 2 Kim(2011)2 27 9hE5-g 22| 9] AEF/AHAE AHESE & =%
7] Z1diz|et vlwgt Aed 9 A2 Aot

Oliver(1997)8}t Zeithaml & Bitner(2000)2 R5% 17§ qk=o] 2419 &
T SZol tigt &) ghgolghs o Folshlt
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M. A72g 2 7+ 43

3.1 d7ngo A

ol
mqoqo

5l th(Parasuraman (1988, 1991)).

Sk
=1

57 A QA7) &

( FHY (Tengibles) >§
< M4 (Assurance) ><

N

24 (Responsiveness)

J

@
< B2 (Empathy) y
o J

(1Y 3-1] 7 29
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3.2 74712 4A
3.2.1 AMuj29] FAI HIPE oju|z] AR

Wang et al(2016)9] Ao mad AH|A FH2 HE ojn|z|e} 1A
FAE] AN FFS HAE Aer U mRIZIAR Hasiri &
Aphrandpour(2016)+&= AlH|A £Zo] HHT o|un|z]e} HHT
FS 0ol ¥9rs| ity Herrmann & Johnson(1999) & £
A g o® ojojx B olm|x] Aald Fajt 7|9E It

)
)
=
ru
of

rlo
>,
I
[>
it
N
o,

=
ot
ro
ol
=5

R

t}. Sahagun & Vasquez—Parraga(2014)9] Ato]] W2 A& AH]A AFY
ANA &2 AHlA FEL S HHE omx]E FHskal 10| i
MBS oAl WEstal o AFFOlAl F-H6teE feste o =wol =
=8

olof & A4 t= I &2 7HdS AAskH

H.1 Muls Fd2 HRHE ofnz|o] H(+)o] &= nlE Aot

H.1-1 534 Bt oju|x]o] A(+)¢] FaF2 nd Aotk

H.1-2 A2/4d2 Bt oju|x]o] A(+)¢] dd= nld Aotk

H.1-3 1A Bt oju|x]o] A(+)¢] dFa nd Zolth

H.1-4 93742 Bt oju|x]o] H(+)] dd= nld Aotk

H.1-5 3342 Bt olm|z|o] A(+)9] JF= v Aot

3.2.2 Mulx FA3 17 = AW
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VA0l Zldje]] B-gShE Rt AHAF SA] FAHL 1 wkEo = ofof
4 Zlolti(Awi & Chaipoopirutana, 2014). Han®] 1519 oA
H| A~ F42 Hile gato] A 932 mlAle A2 ye it (Han,
Nguyen, & Lee, 2015).
Brady & Robertson(2001)> sfAEFT FHAES | jgh A+
o

gon] BA Aus s B3 14 9EE Aol

ol & A= v= I #2 7Hde AAsH

H.2 Muls F242 DA H(h)e] Fad= nd Aot
H.2-1 942 2AmS] F(+)] &= vl Zeojt.
H.2-2 A=d2 2Rt H4(+)9] F3= vl Zojt
H.2-3 SIS ATzl H(+)9 g3 nd Zeolo.
H.2-4 ¥-3A42 nARE=So] H(+)] g3d= vl Zojt
H.2-5 842 1A=l H(+)9 g3 nld Aot

Arshad et al(2016)2 117 TrEL7F HEHE ofn|z|of giFE Whert= A
2 Holzy
Qin & Prybutok(2009)7} Nguyen & LeBlanc(2001)8] =72 55t A
H 2~ F43 BRE o|u|x|7} MH| Al 17 whEtof JFS mx= A
axrge sl
Gronroosos(1992)] w=H
W7ol 2RH GRS AL AT Adolatn S
Tu et al. 2012)%= o+ A
2 gge e Ao 252 7
8 o e BT oln)AE grSolof Athm Witk

ool @I kg W 22 spEe RSkt

i
T
o,
3L
N,
2
Mo
=2
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3.2.4 BACT oju|z|9] wj/j&T}

Almsalam(2014)¥} He & Li(2011)+= 59| Zgixjo]=el AJH|A Hofof| A

]

ol

o
X

A

=
o

3 1A WEE Apolo] AN HAE ofn|x|]

& FA

A H]

i
N
Ko

o

N

<

714 olmA|7E A4

=
1—

Chien & Chi(2019)

oMM 7194 elmAle A | AT AR ATl

o

|

Gronroosos(1992)¢f ot

o] €

[e)
™

o =

s
-

5t

At

olm] 2| 71go] AR}

o

Nfo

o

o

to] 17 g A (+)9]

[

Rl Rl

=
=

tol 12 grEmof A (+)2 9

o)

|7 2

=
=

tol 7 wEreof] (9]

o)

w7 =

=
=

tol 7 whEreof] (9]

)

o7 =

=
=

Aol

]

_ZE

= 1

&

to] 12 grErof A (+)2 9

o)

7] =

=
=

tol 17 grEmo] H(+)e] g

o)

o7 =

=
=
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g

[ 3-1]

)
old

B
i

o

%0
R

Nd

R
%O

_z_ r

@
8 &
N —
SIS
E-gC
SEy
S25E,
£20 @'
£= T
9
®ORE WM T ot
[N R 1__0.,_.qurm3
Boge NF gT dper
8 T o ﬂmoﬂl7urﬂ_ﬂ_
T
G e
oR° N & ol —nt
BK m Ma ke
E_EE_E ,_ﬂovL ,WH‘_,IA_v ‘_nyH\_rA 0|
M_A-VHE ‘,AI_,A_ iy 1:,._ YHL_L ‘m.._,.ﬂ_ﬂmw
< oo e
R T B o NIEE
g g ol A
P X mEO  HEp® T

R 2 drar T T RO o
Rl W X Dy o R
<7 g e T o
T LT HTTm B L L] TR
TR TS Ro X HTm Ay

— ~

mﬂo_.o‘uNO @,‘.’_NO 7A.._ﬂ_A|O O_On_AlO 7UH_A|O

o X mom R
TE < | HoRw

Kant &

Jaiswal(2017)

Gronroosos(1992)
Cronin &

Taylor(1992)
Oliver(1999)
Lassar et al. (2000)

3.4.1 AEZRALe] vy

ok 2024¥ 49 299FE 20249 59 TL7HA]
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(3 3-2] AEZALS] 79 AA

ZAF 717¢ 20248 049 299 ~ 20244 05¢ 07
2y HEW Zaixto]= wig; A8t
AEAS 2248
AR ZAF 3 A U 2l AR XA H5

3.4.2 AEA 9 74

L oohg 74 940} mgEd.

o
o o

)
-{> 2,

W% SERVQUAL m@7} SERVPERF REL 7|Wtog & oAE
AMuElA FHOl 574 FAeAE EFSIH. A @2 & Aol ZA
AU OF 1342 4 &, AFEE 4 29, TS 41 29,
FAEL S =3, 32 M 2 eE FAEHIIH.

STEHAS 1A B E S5 917t 3 £ A5kt
7 B E oln|2E 45| 9% 57 2= skt
Qo] RE QA% 57 Likert A2 =A% cth(Lenis Rickert, 1932). Zt

Aol thaw} 2 s7he] Hlo] olgith
© e 1A 9t @ 134 Yt @ BEolt @ 1t © ©e
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=k b = T S0
34 4
A=A 4
Au| A =4 A1 4 Likert 53
Hh-3-7d 5
47 4
H#E o]u]z 3 Likert 53
I G 4 Likert 53

3.43.1 714
714 E A (Description Statistics): Hlo|ES AR=Z Hgsly] Q5] dlolHE
H/dstal Aste WRloltt. ®eol I ZE AHESHY HolHE EAUH 2

H
Ao A o] WS Agste] mHO| ATEALY 54 Wstr

3432 A=A 8634 24
Cronbach’s Alpha Al4= AHEol A=Ade S5k s AolA
ARG EIQIT. A ErE W4 Apolo]l oFo] At IAIE EarE A ddol
#=O°tA 2L Cronbach’s Alpha Al%7F #obIth. Cronbach’s Alpha A5+
A mdoA RAHY HEE A ASHH Agtsr] s WA AR
Nunnally(1978)2} Peterson(1994)¢f] M2 HITof ojjsf & 7}sot1

v}
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Z£2 7107 7tEstEH F 7HA] 2ol FAlo] "EQastth Cronbach's Alpha
A= 0.7 oliolojof 5 HA (Corrected Item — Total
Correlation) A5 0.3 o]/4Fo]ojof gith

Cronbach's Alpha Al4=7F 0.6 w9kl A 7|50 9rz] ¢k

A7 sHoF et

o BY-54 7

0¢

s
WM

rr
i

3.43.3  =1A QIEA(CFA)
SH1A gRJAEA(CFA)S THd #
Atele]  BAZE  EATHE M-S
71 o]t} (Brown, 2006).
sHe1d QRIEA(CFA)S Bof A= 4

Itk (Kline, 2015).

St 1 1A ZY AE E
A O AgE: A

oL
1o
Au)
ofl
oX,
lo
o,

N
)
e
P

3.434 Fzx YAA 2Y(SEM)
Tz A4 RE(SEM)L2 Q9 BEA3 37 EAL Adste] #EH
Heol o2 H4 7ROl EXSE BAE HAESHE B4 " olthKline,

Hu & Bentler(1999)¢] w=2W SEMi} CFAE AT o £& A+
ndof= o2y 72 nd AL 247 "3t

¥ 3-4] Hu & Bentler(1999)9] 2dl A3t 2|4

A¥E Cmin gp\vR  GFI AGFI  IFI TLI  CFl RMSEA
B /df

AR (3 <008 >09 »>09 >09 >09 »09 <0.06

3.4.3.5 Bootstrap W
71E9 A YHo=E SiEdE 4 gl WRSE
=
[}

I~

Bootstrap -

FA4ol7] 98l BYLFE(Campling with replacement)& 7|§te 2 sh= T4
oot

Tz " WA (SEM)ONA w7} a5 Frtshe A2 Hg 1Ho] B3t
WAE olsflsh= ol Fa% FiEolth. Bootstrap W2 SEMofA  Hi7
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Bootstrap
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NEEAS B £ ATE okd Eo Rl 7k ALEANA SHL

(& 4-1] A7 SAH 54 24

T2 Hie(g) HE&%)
ety 89 39.7
A
o]z} 135 60.3
184 m|gt 7 3.1
18~24A) 46 20.5
25~34A) 83 37.1
ol 35~44A) 38 17.0
45~544) 23 10.3
55~64A) 18 8.0
654 oA+ 9 4.0
P Zu)at 61 27.2
= 14 6.3
61-Ej
sty = 122 54.5
st =4 27 12.1
Al Z] 1 () 4
A
ot 28 12.5




294 53 23.7

A Y 94 42.0
=x 5 2.2
E| %] 20 8.9
SHAY 23 10.3
Q] 8 3.6
dFdof o ¥ 27 12.1
o zjo] = Ao kA 37 16.5
A B
i HE gtgof ofz] | 61 27.2
ghof g 43 19.2
Shgo] ok m)al 48 21.4
n#zfo] = HAE o]n]Z] 53 23.7
7+A .
mai7o| o } 2o
a2} o —
AT g 4 B3 10 491
ol -
Au|A 2 34 15.2
l=" 4 1.7

SHAE TR A4dor A FEAY 60.3%E AASHAH. SH
St YL 25~3447 37.1%S AASHAT ouxu ttpe q}
stee ZIal 9len 66.6%E AAstAn. Ad¥=zs F8

%
A
Yoz 420%% AASGEL VA 272%E @ 2o
@
_ﬁ_

_,4
1o

2

_V}i O_|.4
44

eI 1o

2
o
[N
=2

o)

lo
o
Mo

stglch. mAAelz frEFS Mdst 713

2 94 Fdo] BHOw, YAl 49.1%7} |2 o2 Fopgir

ru
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12 72934 nde 5T 934 2920

4.2.1 AT By BA

QslE B4 AE 083 2ok

= 920
5 A7 AHA| & Cronbach’s
A7 e 2% *Ei',%?_ 78-¢-2ICronb Alpha
I ach’s Alpha
Tangibles1 0.7 0.769
(T"QF%S | Tangibles2 0.71 0.764 083
AngIbIes Tangibles3 0.583 0.82
Tangibles4 0.649 0.792
Reliability 1 0.732 0.834
e Reliability?2 0.717 0.841 057
(Reliability) g cliability3 0.751 0.827 '
Reliability4 0.711 0.843
Assurancel 0.605 0.74
514 Assurance? 0.652 0.716 0703
(Assurance) Assurance3 0.634 0.725 .
Assurance4 0.52 0.78
Responsiveness1 0.683 0.862
Ela o]
(Respor;swe Responsiveness?2 0.757 0.845 0.881
ness
Responsiveness3 0.745 0.848
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Responsiveness4 0.693 0.86

Responsiveness5 0.695 0.86
Empathyl 0.684 0.753
1A Empathy2 0.626 0.782
P 0.819
(Empathy Empathy?3 0.646 0.771
Empathy4 0.621 0.786
e BrandImagel 0.72 0.806
o] X
(ér;nll Brandlmage?2 0.735 0.792 0.856
Image)
Brandlmage3 0.73 0.796
Satisfactionl 0.645 0.858
A PR Satisfaction2 0.77 0.806
(Customer 0.866
Satisfaction . . :
Satisfaction3 0.708 0.831
Satisfaction4 0.742 0.817

Cronbach's AlphaE &% Hx A= 74 9 7} A3 934 W49
Cronbach’s Alpha+= 0.881=% 714 331, &A1 ®H4=9] Cronbach’s Alphat=
0.79302 7} 2k Ao &2 eyt

RE Ao 2934 7 A (Corrected Item — Total Correlation)
A4E= 03t 33 BE W49 Cronbach’s Alphats 0.7Htt Folt}
28710 Wiaes BT S whEShe allo] &Rt

42.2 3917 QABX(CFA) A}t

4.2.2.1 S Woe] BE HAH aRH Ax



[E 4-3] CFA 2d AL |4

A

A5 _ H
W waw 5w
Cmin/df (3 1.892 R

SRMR  o§g 0053 9%

GFI > 09 0875 @ Igg*
AGFI > 09 0839  3gd*
IFI > 0.9 0934 T

TLI > 09  0.922 S

CFI > 09  0.934 S

RMSEA 066 0.063  o]-g5**

*GFI®t AGFI9] e 0.8t IW 383 4 Act(Baumgartner &
Homburg(1995); Doll, Xia, Torkzadeh(1994)).

EO0.05914  0.10  Ate]e]  RMSEAZF  AHHEgE AHAoer  THE
F 3t (MacCallum et al, 1996).

Hd AP 2|5 BT 58 7Hee 9A
wetA HEe £ Aotk
T12uh 2H414d (Assurance)
0494 < 0.50|12& 3 &
Extracted)7} 0.50 ©|gto]H E}f
1981). wetA 2 AFolA=

A2 Al AASHAH
T ®4 CFA &4 Z3= ¢ Sofxly, 2d A
AT Fotron, BE &8 7Heg A2 el

Ze AgEE THRAL.

el

)
30,
i
Y

(o]
il
T
o
3L

i
gt
X
e
i)

AVE(Average Variance Extracted)”}
ettt AVE(Average Variance
B2A7F A71"t(Fornell & Larcker,

W Assurance 45 A|ASH CFA

ol rk
ox

ofl
>~

N oXx lo rir

r

e A4t wE A

.
A, mEpA 22
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[E 4-4] CFA2 2¥ AYL 24

Z13] _ B

}]‘f AR H B}
Cmin/df <3 181 9%

SRMR  o§g 0051 9%

GFI > 09 0885  &lgd*
AGFI > 09 0849  3lg9*
IFI > 0.9  0.943 o2
TLI > 0.9  0.931 EPS
CFI > 0.9  0.942 P

RMSEA o5 0061 slg8**

*GFI®F AGFI9] 2 0.8Ht IW 383 4 AAdtHBaumgartner &
Homburg(1995); Doll, Xia, Torkzadeh(1994)).

5005914 0.10  Ate]e]  RMSEAZE  HAS® Aoz
F 3t (MacCallum et al, 1996).

gaos BY By 54 A= thait Zrh
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[ 4-5] 29 By 2% 2t

R
CR AVE MSV R(I% 3 = A ez
A A A A A
©3gA 0.833 0.557 0555 0.845 0.746
A=A 0873 0.632 0555 0.875 %A 0.795
5124 0781 0.543 0480 0.781 9363 0325 0.737
wgd 0881 0597 0480 0883 Ukl G2 GE3 0713
T4 0822 0536 0476 0825 0486 0402 0.545 0.690 739

CR(Composite Reliability) #2 0.72th =31 AVE(Average Variance
Extracted)= 0.5Ht 328 AL Xx £HS BASHETHHair et al., 2009).

AVES] AlE(F2 2D A W 248 A (48 Adbe a2
iZHA ofgle] Qg) Hoh Iw MSV e AVERTH zZRgith ez
Al HelGA-S HAECHFornell & Larcker, 1981).
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[ 4-6] <A o] tigh Q14 a9l 74 At
3= soorh SE. CR. P
Tangibles1 (—- Tangibles 0.791  0.107 10.388 ***
Tangibles2 (—- Tangibles 0.816  0.114 10.645 ***
Tangibles3 (—- Tangibles 0.674 0.1 9.031 ***
Tangibles4 (- Tangibles 0.695
Reliability 1 (—- Reliability 0.819  0.098 12.281 ***
Reliability2 (—- Reliability 0.781  0.099 11.688 ***
Reliability3 (—- Reliability 0.818  0.09 12261 ***
Reliability4 (—- Reliability 0.761
Assurancel (—- Assurance 0.731  0.112 9.394  ***
Assurance?2 (—- Assurance 0.753  0.112 9.594  ***
Assurance3 (- Assurance 0.726
Responsivenel ~ {—— Responsiveness  0.786  0.086 11.626 ***
Responsivene2  {—— Responsiveness ~ 0.811  0.091 12.02 ***
Responsivene3 ~ {—— Responsiveness ~ 0.791  0.098 11.7  ***
Responsivene4 ~ {—— Responsiveness  0.746
Responsivene5  {—— Responsiveness  0.726  0.095 10.682 ***
Empathyl (—- Empathy 0.775  0.109 9.628  ***
Empathy?2 (-- Empathy 0.722  0.096 9.127  ***
Empathy3 (—- Empathy 0.752  0.105 9.422  ***
Empathy4 (—- Empathy 0.677

p-#to] 0.05ETH 27] Wie] RE B W47t Lol A fojshart.
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®)

()X

ARROGREEE GEE

.. Reliability2 . I I /8
Reliability3 _ 10

Z3} Age 052t Ak b @E" mE #HSR

A2 ZH=th(Hair et al, 2009).

rr

Hir

rlo

Chi-square=292.961; df=160

Chi-square/df=1.831; GFI=

63
TanaibleRl? 7 TLI=.931; CFI=
Tangibles2 , g RMSEA=.061
6 Tangibles
A

©,
©,
(:2)

T

Tangibles3 |
Tangibles4 4
Reliability1

Reliability4 54
Assurance1
Assurance2

Assurance3

Responsiveness1
= 70
Responsiveness k.

.

Responsivenessg/

=]
]

Responsiveness5

77
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4.2.2.2 WA WHof el =

tk

A4 a8 Av

[3 4-7] CFA 2¢¥ H3x 2%

pakely _ Hx
T w3

Cmin/df <3 2.864 S5

57}

—t‘-l‘_l.l..

SRMR oS 0051 9%
GFI > 0.9  0.956 S
AGFI > 0.9  0.905 S
IFI > 09 0971 S
TLI > 0.9 0953 5
CFI > 0.9 0971 o2

RMSEA 0.66 0.091 olgm**

ok 0.059]1 A4 0.10 A}ol9] RMSEAZ} A4sl o7  7rF

th.(MacCallum et al, 1996).

g Ak 4= 5 518 7Hee dAGE el AT Teka mEe
20 AL HAEAT)

[ 4-8] 2 ey 27 2

Hajc 7

AV BiE A
CR E MSV MaXR(H) °] E!] ;q E'l'z A=

SRS 085 0663 0444 0856 0814

A gEn 0-986 0.625 0444 0877  0-666™F 4990

CR(Composite Reliability) #t2 0.72th =31 AVE(Average Variance
Extracted)= 0.5Ht Z 28 AL Xx 88 BASHETHHair et al., 2009).
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AVES] ABEEE 27he T4 Ws o] ApA (T Ass Fe
fz4 o] 9le) ®

Al ey

o
o oo
HE
o
o
X
ps!
o
=
=
@,
e
=
o5
=
(@)
.
(@]
i)
[E—
\O
(o)
Z

[ 4-9] A W5e] it Steld aql B4 A

= doofs. SE. CR. P
BrandImagel <{--—  BrandImage 0.818 0.075 1283 ***
BrandImage?2 <{--—  BrandImage 0.797  0.078 12.537 ***
Brandlmage3 <--—  BrandImage 0.828
Satstacionl 77 Satscdon 0709 0079 11287
Satstactionz 7T Satbhadion 0841 0072 13928 **
Satstaction3 <7 Satstscdon 0777 0072 12662 ***
Satistactiond <" Sattaction 0878

p-#tol 0.05Et 7] diFo] ®E 5 WHerh HdoAd {ofskitt.
nE ¥EES A4 05ET Atk oEbs TEd nE

59 #HEAS ZF=tt(Hair et al, 2009).
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Brandimage1

Brandimage2

Brandimage3
.50

67

Satisfaction4

43 714 474 2%

86 18

Chi-square=37.228; df=13

Chi-square/df=2.864; GFI=\gfi

Brandimage

CustomerSatisfaction

TLI=.853; CFI=.971
RMSEA=.091

67

[E 4-10] SEM 2dl AL 24

e A4 dAF B4 Ay Bt
Cmin/df 3 1.852 5
SRMR € 0.08 0.051 T

GFI > 0.9  0.845 S8
AGFI > 0.9  0.807 S8
IFI > 0.9 0.926 T
TLI > 0.9 0.913 T
CFI > 0.9  0.925 ¢4
RMSEA < 0.06 0.062  3-gg**

*GFI®} AGFI9] @t 0.8t 2w

_35_
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st

A H(Baumgartner &



Homburg(1995); Doll, Xia, Torkzadeh(1994)).
005914 0.10 Atele] RMSEAZF HA® Aoezm I
th.(MacCallum et al, 1996).
el A e BT 518 7Hst dAG ol Aok mEbs Rde
=2 AReE ot

MHI A FE

¢ 9y g,

M BN (Reliability)

EAN (Assurance) >::jj

24 {Responsévenes§//

ZZH4 (Fmpathy) y

(17 4-3] T2UHA 2E(SEM) 24 At

£84 (Tangibles) >\\
/\

/\/\/\\

(N
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o
R

@ Tandibh 1' Chi-square=561.163; df=303
) Chi-square/df=1.852; GF|=.845
: ; TLI=.913: CFl=.925

Tangibles2 ,, 50 . _

(2) 8 = Tangibles RMSEA=.062

@ Tangibles3 ,, i @

@ Tangibles4 % d
T > l 9L Brandimage
eliabilif

@ _ty 8 ° Brandimage s Brandimage

(6) Reliability? /‘ \ 2 7 —

;

& Reliability3 o Reliability \ ‘

(8) Reliability4 \\\ ‘ \

@ W<E

- % AN )
@ :
H / v g
&) Cpssuance S ONE |
5 ‘\,4/ ‘Q
@ e
s ) / 53

@ !‘ ' S

Q) . /. A\ 5

T Custome -

ki a7 Satisfaction3,

@19

@ Empathy1 2 / @

7

G- e >
@

(1

=]

=
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[F 4-11] A ®igeoll digh Sh1A a<l 24 At
Gt s SE. CR. P
Brand Image <-  Tangibles 0.494  0.157 4.074 e
Brand Image <-  Reliability 0.054  0.123  0.52 0.603
Brand Image <-  Assurance -0.137 0.139 -1.293  0.196
Brand Image <- Responsiveness  0.257  0.145 2.268  0.023*
Brand Image <-  Empathy 0.216  0.117 2.234  0.025*
lusomer (- Tangibles  -0.004 0115 -0.038 097
Sggggggnﬁgfn (-~ Reliability 0.284  0.085 293  0.003**
Sgt‘;ssg’gfn (~  Assurance 0.139  0.096 1.425  0.154
sgtlfsg)ég%rn (- Responsiveness  0.109  0.101 1.028  0.304
Susomer - pmpachy  0.227  0.083 2494 0,013
SUSomer ( Brand Image  0.256  0.073 2617  0.009**

* p<0.05 ** p<0.01 *** p<0.001
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T

A 7

4-12] 7t

T
ar

[

714

ot B~ O~ o I+ N ~ v+ M ~ M ~ M+ R
N N " ®* ~ ® N~ N ® &«

o
I S N NI - B - - O - - e
T F x & % T OB OB B B wmm
ROROR RO T A A T A =
T T 5T T T L o £ £ W
X X ¥ X X ® ® ® ®© ® 5
XX XK KK FRRERERE R
zfrEreze= ozl

MrooNr M NE o Mr

1 1 ) ) B v R v A = R =7 R o
i B v A v AN I~ AN B ~ AN I S
o m am m o m H H H H H T

o ol ol Lol Lol Lol Lol ol ol o
ROT T O TOW O XOF RO O TOW TO U]
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Kinh chao quy vi,

Cam on quy vi da danh thoi gian tham gia khao sat cua chung téi.
Khao sat nay la mét phan ctia nghién ctu xem xét "TAC PONG CUA
NHA CUNG CAP DICH Vu VA MOI TRUONG DICH VU
(SERIVCESCAPES) PEN Sy HAI LONG CUA KHACH HANG, TAP
TRUNG VAO NHUONG QUYEN THUONG MA TAI VIET NAM’.
Nhirng hiéu biét cta quy vi 1a vo gid trong viéc giap tbéi hiéu dwoc sw
twong tac gitta chit lwong dich vu, sw hai long ctia khach hang va hinh
anh cta cic nha hang nhwong quyén. Quy vi vui long trd loi clu hoi
dwa trén trdi nghiém ban than tai cra hang nhwong quyén ma quy vi
ghé tham thwong xuyén nhit. Clra hang nhwong quyén vi du nhw KFC,
Lotteria, Kichi Kichi, King BBQ, L&u Phan, Highland ...

Mot lan nita cdm on quy vi da danh thoi gian tham gia khao sat

cua toi.

1) Nhan khau hoc: Vui long déanh dau (V') vao 6 thich hop

1. Tuoi:

@ Duwéi 18 @ 18-24 @ 25-34 @ 35-44

® 45-54 ® 55-64 @ 65 trér lén

2. Gi6i tinh:

@® Nam gi¢i @ N gioi

3. Trinh dé hoc van:

@ Duéi trung hoc phé théng @ T6t nghiép trung hoc phd théong
® Tot nghiép dai hoc @ Sau dai hoc
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4. Tinh trang viéc lam:

® Lam viéc toan thoi gian @ Lam viéc ban thoi gian @ Kinh doanh tw
do

@ That nghiép ® Hoc sinh ® Pa nghi hvu @ Nguoi ndi tro

5. Tan suft ghé thim cac nha hang nhwong quyén:

@® Hang ngay @ Vai lan mét tuan @ Mbi tuan mot lan

@ Vai lan mét thang @ Mbi thang mot [an ® [t hon mét [an médi
thang

6. Ly do chinh dé lwa chon nha hang nhwong quyén:

@® Thwong hiéu @ Gia @ Chit lwgng cla thie dn @ Chit lwong phuc
vu

® Khac (Vui long ghi r6):

2) Sau day la cau héi vé Chat lwong Dich vu tai Nha hang Nhwong
Quyén ma ban da ghé tham thwong xuyén nhat. Vui long danh diu
(V') vao o6 thich hep.

R4t -
< Khén R - R4t
N kh WIS Binh | P =
Cau hei d‘gqulg déng thul’(‘m . (;,’ng d éng
y y y
Phwong tién hiru hinh
1. Ludén c6 chd ngdi rong rai
khi téi ghé tham. @ @ ® @ ®
2. Khu vwc an udng ludn sach
sé va dwoc bao tri tot. © @ ® @ ®©
3. Nhan vién cta nha hang
luén an mic chinh té va trong . @ @ ® @ ®

gon gang.
4. Khi buwéc vao nha hang,
Eﬁn sék hcém ﬁhé’y mat me,
on i anh sang tot va
mui hwong dé chiu cung véi @ @ ® @ ®
am nhac ém diu giap ban
thodi mai khi dung bira.
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Cau heéi

b0 tin cay

5. Nha hang luon
dich vu nhue da
khach hang.

6. Cac khoan phi trén héa
don cta téi ludn chinh xac
va twong wng voi gida dwoc
niém yeét.

7. Toi thdy dich vu cta nha
hang ldc nao ciing chic chan
va dang tin cay.

8. Nha hang cung cip dich
vu chinh x4c va kip thoi

cung

cip
htra

vo1

Cau heéi

Niéng lwc phuc vu

9. Toéi tin twéng cac nhan
vién nha hang cung cdp dich
vu trung thwc va déang tin
cay.

10. Téi cam thdy cac giao
dich tai chinh ctia minh dwoc
an toan va bao mat khi to6i
thanh todn tai nha hang.

11. Nhan vién tai nha hang
c6 kién thic va c6 thé giai
dap cac thic miac vé thuc
don ciing nhwe dich vu mot
cach thanh thao.

12. Nhéan vién tai nha hang
luén than thién va dé gan.

Cau heéi

Kha nang dap ving

13. Nhan vién sé thong bao
cho ban khi nao dich vu sé
d woc thwc hién.

14. Nhan vién sdn sang dap
tng cac yéu cau hodc thac
mac cua toi.
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15. Dich vu téi nhin duwoc
nhanh chong va don hang
cia téi dwoc dap Ung ma
khong c6 sw cham tré khoéng
can thiét.

16. Cac nhan vién thé hién su
san sang ho trg va gidi quyét
cac nhu ciu cia toi.

17. Nhan vién cha y dén
ban, lang nghe va giao tiép
mot cach dé hiéu.

Cau heéi

Mac dé dong cam

18. Nhan vién cta nha hang
dong cam véi khach hang
khi c6 vin dé xay ra.

19. Trong nha hang, nhan
vien hiéu dwec yéu cau cu
thé cda tai.

20. Nhan vién twong tic véi
tdt ca khach hang mot cach
cdn than va c6 y thic lang
nﬁhe nhitng loi khuyén caa
khach hang.

21. Nha hang c6 nhdn vién
dé cung cdp cho tdi nhing
dich vu ca nhan.

@ @ ® @ ®
@ @ ® @ ©,
@ @ ® @ ®
Rat A %
< Khéng S o Rat
Ton dong it PYE dong
Vv y y
@ @ ® @ ®
@ @ ® @ ®
@ @ ® @ ®
@ @ ® @ ©,
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3) Sau day la cau héi vé Hinh anh Thwong hiéu tai Nha hang Nhwong

Quyén ma ban da ghé thim thwong xuyén nhit. Vui long danh dau
(V") vao 6 thich hop.

Rat . ~
p Khén S . Rt
R e kh W8 Binh | P I
Cau hoi d ggg d (}),’ng tht:'(‘mg (;,’ng d ?’ng
y

Hinh anh thwong hiéu

22. Chubéi nha hang nay c¢o

hinh anh thwong hiéu t6t. © @ ® @ ®
23. Chudi nha hang c6 lich s

lau doi thé hién r6 & hinh| @ @ ©) @ ®
anh thwong hiéu.

24. Chudi nha hang nay c6
hinh anh thwong hiéu hidp dan | @ @ ©) @ ®

hon cac chudi nha hang khac.

4) Sau day la cau héi vé Mic dé hai long ctia Khach hang tai Nha

hang Nhwong quyén ma ban da ghé tham. Vui long déanh dau (V) vao

0 thich hop.

Rat A "
~ Khén < o Rét
AT kh W08 Binh | P -
Cau hai & ggg dong 4 - . (;,’ng d (;,ng
y

Sw hai long cta khach hang

25. Nhin chung, rﬁhé\ hang ﬁé

méi trwong vat chit tét, phu

hop véi cha deé, hinh anh va @ @ ® @ ®
mirc gia cua nd.

26. Nhin chung, ban hai long

véi doi ngli nhan viéen tai, @ @ ® @ ®
nha hang nay.

27. Nhin chung ban hai long

véi dich vu ma nha hang nay | @ @ ©) @ ®
cung cap.

28. Nhin chung, ban hai long

véi lwa chon an udng tai nha @ @ ©) @ ®
hang nay.
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ABSTRACT

A study on the impact of Service Providers and Servicescapes on
Customer Satisfaction

—Focusing on Vietnamese Franchises—

AU HAI SON

Major in  Service  Operations
Management

Dept. of Business Administration
The Graduate School

Hansung University

Franchising is a popular business model that is widely spread all over
the world. In recent years, in Vietnam, the franchise business model has
been used as an investment channel to help foreign companies enter the
Vietnamese market. To be successful, brands must strive to attract
customers and maintain repeat visits by being visible and providing excellent
value. Previous studies have agreed that service quality, brand image, and
customer satisfaction are concepts closely related to the success of the
franchise industry. Although there are many studies on service quality and
customer satisfaction worldwide, the number of studies focusing on the

Vietnamese market is still limited.
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This study applied the theory of service quality, brand image, and
customer satisfaction to build a specific research model for the restaurant
franchise industry. Using brand image as a mediating factor, both direct
and indirect effects of service quality on customer satisfaction were
verified. The mediating role of brand image was also evaluated. Service
quality was classified into tangibles, reliability, assurance, responsiveness,
and empathy factors. The effects of each of these factors on brand image
and customer satisfaction were verified. This study was conducted
targeting people who had experience wusing services at franchise
restaurantsin Vietnam, focusing on Hanoi and its surrounding areas. The
empirical analysis used a total of 224 response sets through SPSS 29 and
AMOS 26 analysis software. The summary of the research results is as
follows.

First, the research results showed that tangibles, responsiveness, and
empathy have a positive and significant effect on brand image. This
shows that these factors play an important role in building and
maintaining brand image in the eyes of customers. On the other hand,
the influence of reliability and assurance on brand image has not yet
been verified.

Second, in terms of customer satisfaction, it was found to have a
positive effect on reliability and empathy. In contrast, tangibles, assurance,
and responsiveness are important, but their influence has not yet been
verified.

Third, tangiblesand responsiveness do not directly affect customer
satisfaction, but have an indirect effect through brand image. This
emphasizes the mediating role of brand image in converting service
quality into customer satisfaction. In addition, empathy has a partial

mediating effect on service quality through brand image.
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Fourth, brand image was found to have a positive and significant
effect on customer satisfaction. This shows that investing in building and
maintaining a strong brand image is very important in increasing
customer satisfaction and loyalty. Franchisors should focus on building
and maintaining a good brand image, and franchisees should seek out

and participate in brands with good images.

[(Keywords] Service quality, customer satisfaction, franchise image,

Vietnam franchise restaurant.
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