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Abstract

This study was conducted for the general public for one month from July 2020 to examine the
moderating role of involvement in the relationship between online SNS (Social Network
Service)'s influence on restaurant franchise corporate image and purchase intention. As a result
of the study, it was confirmed that the SNS characteristics of the restaurant franchise had a
positive effect in that the corporate image played a mediating role in the purchase intention.
With the rapid development and popularity of the Internet, so-called word-of-mouth through
open communities such as Facebook and Twitter is rapidly spreading through the use of
smartphones used by corporate consumers. And, in order to reduce the failure rate, a
representative who runs a restaurant business for the first time can do SNS marketing as an
indispensable element in starting by borrowing the power of a franchise, and even in large
restaurant franchise companies, through marketing promotion such as many events, consumers
are interested and interested. This is an important result that explains why people are investing
so much to attract them. In addition, as small groups of 5 or more are limited due to the recent
Corona 19, SNS as a means of communicating in a non-face-to-face format has significant
implications in terms of providing an important source for big data information in the
upcoming 4th industry.

Keywords: Food service franchise SNS characteristics, corporate image, purchase intention,
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Bastel, olgh L& HUARE TIheE 4 A Ao Weoly Hne FFPS
YA A2 =g 19 2 A% U Axddnd FL¥ ARE

AlE e =, 2014).
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2.1 SNS (Social Network Service)
2.1.1. SNS 7/i 3

‘Social Network Service’ 2= ©oE AYEW  ‘Social’ & AF3E 5

dolg ‘FEA E E3kH,  ‘Network” & Y™ #AHLE F3 AZH
WA & Kskal,  ‘Service’ € ol Aol bedstEE UHbE RS
FE 2’ & =3 o]E9 =§<l Social Network Service & £oJ4 £3]E SNS
g E7](e]s SNORIH. webA He rz= dAE 4L F e 28

AFUE S fFAsigr & F JAT, 2839 AFUEZE 3 AL FEY
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22 SNS (Social Network Service)

Z1golv A= dubidoez  7Igd A (corporate  associations)shi=  AF7F A A
R 2Brown & Dacin, 1997), sld 7]#E9 AEF 9D BHIAE A= 7Y
Z4A @3 (mage)d AT Z1Fel dRbRIEo] MR e HES J|d 54

gk Adoz Aolsl A th(Winters, 1986).

ob&2] ZIgolmAl= ZIdd dHHo A= AHE E Uil T 7l
tisted 7RI = olWAE YW FeHFAIF, 2007). o714 olm Ao S
At A4aA BE, A4 2 Qe St FAHs FuEH Adoud A4S
ZHelch(Barich and Kotler, 1991). & AnAte} ol @A AZS] 71 Fefo] #3
=701, 71ge HukA QQAolgta & & YK Y, 2004). 1, 4B
Nex A 7oz A g s1ge] e DA QlAo|ga e
21 tH(Bernstein, 1984).

AT A FEY AFTHEARAS oo AAlA d8E 71 on A

Be 98 Wi HTAY - QA4 2012, 53 A FA4A ovAd o

o=
ARSENAE Fod 4MASc] OB ARSH A UL A

ZIdolmxe] A AFE OYFd  FAER JEYd AelE Holh,
Dowling(2002)2] A-FollA A&, FAl, A&, g, A 840, 54 A=
SH5-£(1999)2] AFollA AF, AMulAFH, IATRF AL A%, A, F§AF

714, @RI, AREA & A
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MPEE ol&AEe  oZHAolAd Bt wAs ¥ AHEUL.
ofZE Al Farel @ HuolM Fuadrt =4 dERT =T
ofZgAleld ol&A AHol A3 =L EF}E HAoHW, ude FddA
APdHY dAdol Funadrt A UeRoemERa. .27, 2012), A3
Aol ds HAol AR Fuadrt w2 A= Yyeyt. oked,
Hofgakol SNS Farol A o] Ao Az st mAA Y HYzol| dFe vA=
SNS garere] Aol ojmak FFo] A=Al tistd AFsAHed AUA,
2013). =9 4 7HA] 7@ F HolAE FiL AZo] owe a3 Bl T mE
QRlEo] ASAARIY JeFg&ERdS Uro], HolxE FELo w}
ol &A= Yl 7HA AlF FawrEol oH zolrt A= A HATHFRE A
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B A E AA, aZA@zto]= SNS EAo] 7Igolu| Ao v X= FFaA,
=4 Z1dolm AL T o 2o nX= FEFEBA, AR 4@ Fo]= SNS 54 3}
Tuj e =el ZIgelmu A7}t mA= FEFAA, A BAETF 2dH A ZdfiAtol=
SNS Sl 7|golm A B Fuje|=o] mAs IdFEAS dHE7] S8 <{1H
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3.2.1. &2z Ato]= SNS EA4d o] 7ol Aol m| X+ | FaA

o

SNS & &3t ZHE sHAl HY ZIgolvA|7t o] &&RAR stog TEARY
&= mAIH, SNS o]g4nze] EHMES YIS dolEeH Ewe
FH (&, 2012), SNS 54 5484, A8, 734 Fol 944 71949
ZIdolm Aol o7k IdFe PIT A7 APt AAMHJHEEE, 2018).

SNS & A 4E F JAAE ShE ME TR A& B HE 548

53] ZI4AClA SNS & #E&Fo 2N ArH SHAM TdelnA o=
Eol 719 oAk ofu g
3 8L AARE] olm A9

H
ADY YIS FE FoZ FAFHUIL, SNS &F F 2 gAe] B =o|u x|

A2 dFES WAsks 8ol AAF, AFA, FEAL Ade
stATHEA, 2017). wekAd B dAFodAE AYATE VEe2 e 2o
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o271 7tA Ago] 7}ttt (Winters, 1986), sid 7|¥ol 4= womd
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AFTwel vA= AFH ddE 2Jds9 dFHo| oz FuFHED

2012, 29 #AF 8 el AWAel tE@ FuHo] Hopxw
ol FgelnA e THAE el WAE s ge EIV Aw
S THE Y, 2004).

@@, Jgudsdnx a4 F AEY FA, OA”l, 44, B3 9

Folxtha IoH(AZS, 2010). HA¥EAQ] Z|FH A o|n| R 7} HolAH HIPAE
gt Aoyl FAAGH) FFoez AEH HFo Fuloxd ol=ZA FAZH
dgS s FASYHReynolds and Gutman, 1984). wEla EH AFoAE=

AYATE vPO T Thea g e AAsAT

7Hd 20 e Etol =z tidk olm A7t Fujelke] ] FFES A

S mAdol = SNS E4o] s A1AAe olmAe] Fol@ FFL WAL o=
Gehd A7 AnE AN w JAEEY, 2018), NS & Fal 71%oln A7}
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A4 4 BeEE o)Azl SNS B4 FuHlelmEd wAE AW FFe
=4% Belt.

33 =2HE Fo] ¥ HETY
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ARAFTHE A& Ao Aste Aulzd AF] dE YRE A3
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At kA tHCoyle & Thorson, 2001).

HA14-& McKinney.Yoon & Zahedi(2002), ZZ12-(2005), 7 &4(2006)2] -0l A
HAAR T #HHEste, HAY BRE HUolEste] oldjstr] 9ok AREAY

B=o A4 dFS mHTL s

31442 Negash.Terry & Igbaria(2003), Koufaris.Kambil & LaBarbera(2002), Lin
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54 A=@ A8 ot ~ @ W% 1tz S,
3.3.3. 7Y =

T EE ARAZE m#d diste A B Yulety, 1 Ade AUt
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53 28 AT FEFE A nEHA Y 61 P204%), AR
2
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ZA(ATEI) 25 PBA%SE JEIGT AFe A 20 o) 55 W(18.4%), 30 o
110 5(36.8%), 40 th 92 (30.8%), 50 ol 38 H(12.7%), 60 ol 4 H1.3%o=
20 thek 30 W7t diREEoldth. AE fFE 71&0] 166 H(G55%OE wEQ
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AE2 38 H(12.7%), AAHA 12 H(4.0%), 71€3 13 H4.3%), F5F 15 HG.0%),
71E} 158 (52.8%) 2. & FE}GETH

<& D AdFSA2 5410=299)

= NE o £(%)
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712 13 4.3
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A 299 100.0

528, ARAETA, AN, FHdolR 4 A 2 o
TEAS HASHZ] Y KMO #Hol 90 o= 8 o]io|lx, Bartlett <
P &ol 000 0= fo5E(a) 01 oA EARCZ folaty] wEo] SNS 54

AMFFSE AS Ax Fz2gAe Cronbach’s o @t .80, FEAFA .84,
HAAA o] 84, 3 87 2 thRES =AHIGE 3t Cronbach’s « gkol .7 &

%335kl Nunnally & Bernstein(1994)c]  AQtslar U= 7]& 7 oo =

O

SAzazelx NS B4 | 4Taes [Andwd | A4 | a4 | wer | DT aaa
SNS & AR F 9} 58 .48
AFUA A 8ttt
SNS = E};l]l;i;% 7181= 73 .66 801 2.613
SNS & 441:;4;; A Al 64 61
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KMO ¢} Bartlett o] A A3} : 2284 F-dAd 2 Kaiser-Meyer-Olkin =%==.90,
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A
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FEA AWEe 7679%2 UEhgth =G 1 /e 2908 FoAm TS
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