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ABSTRACT

The effect of franchise bakeries’ quality of service on

customer satisfaction and revisit intention

Yoon, Hyung—Noh

Major in Food Service Management

Dept. of Hotel, Tourism and Restaurant
Management

Graduate School of Business Administration

Hansung University

The study examines the effects of franchise bakeries’ quality
of service on customer satisfaction and revisit intention and the
effects of customer satisfaction on revisit intention. The study bases
its subjects on consumers who have experience using the franchise
bakeries located in Seoul and the capital areas. The purpose of this
study is to provide necessary information to establish efficient
management plans and effective marketing plans to owners of
franchise bakeries, pre—owners planning to establish businesses, and
practicing professionals in the franchise bakeries.

In order to achieve the purpose of the study, specific
indicators that were out of accordance with franchise bakeries’ quality
of service were expelled, research models and hypotheses were

selected for the development of the study and surveys were
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conducted targeting customers who used franchise bakeries. The
attributes and variables of sampling needed for actual proof analysis
was extracted through literature review of preceding researches for
the validity of the information and the analysis of the data from the
study was conducted through the statistics package program, known
as, SPSS Ver. 22.0. In order to analyze the influencing relationship of
the factors of corporality, reliability, and responsiveness of quality of
service on customer satisfaction and revisit intention, multiple
regression analysis and simple regression analysis were used. The
analysis results are as follows.

First, the main clients are within the age of 20—29, and 30
who graduated from junior colleges and are employees of companies
and specialized jobs that have a college degree. Income earners that
have monthly incomes less than 200 won and a range less than
200—300 won show the most distribution.

Second, based on the results of factorial analysis of franchise
bakeries’ quality of service, corporality, reliability and responsiveness
were extracted as the 3 factors and for customer satisfaction and
revisit intention, one factor was extracted for each.

Third, corporality, reliability and responsiveness, which are
factors of franchise bakeries’ quality of service, appeared to have a
strong and positive influence on the customer satisfaction of franchise
bakeries.

Fourth, corporality, reliability and responsiveness, which are
factors of franchise bakeries’ quality of service, appeared to have a
strong and positive influence on the revisit intention of franchise
bakeries.

Fifth, it appeared that customer satisfaction of franchise bakery

had a strong and positive influence on revisit intention.
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Therefore, they must make out the best out of the creativity
and interior that fits the popular trend and patterns and assign values
in providing places that can satisfy the clients by taking into
consideration the preference of the main clients. To increase the
customer satisfaction and revisit intention, they must identify the
three factors of corporality, reliability and responsiveness and develop
and provide a variety of menus based on the age group. To increase
the revisit intention of the customers, they need to improve customer
satisfaction and in order to increase customer satisfaction; they must
strengthen the factors of franchise bakeries’ quality of service.

Lastly, the significance of this paper relies on expanding the
research field by classifying the pattern of the franchise bakeries and
at the same time, analyzing overall the quality of service, customer
satisfaction, and revisit intention in a situation where there is a lack

of research on quality of service

[Key words] Franchise Bakery, Quality of Service, Customer Satisfaction,

Revisit Intention
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