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A study on the impact of the perceived values of dining
franchiser customers on the brand loyalty and reuse

intention: Focusing on the moderating effect of the expectations
on the ESG management

Baek, Jin—Seong” / Lee, Jung—Hee™*

In this study, the researcher examined the influence of the values perceived
by the customers of dining franchises upon the brand loyalty and reuse
intention of the franchise company and the moderating effect of the
expectations on the ESG management perceived by the customers of dining
franchises, The findings of this study were as follows; First, of the values
perceived by the consumers of dining franchises, the impact upon brand loyalty
was significant in the order of functional values, altruistic values, emotional
values, and social values, Second, the brand loyalty perceived by the customers
who had an experience of using a dining franchise had a significant impact on
the reuse intent, Third, of the values perceived by the customers of dining
franchises, the impact was significant upon reuse intent in the order of
functional values, social values, and altruistic values. Fourth, Brand loyalty
turned out to have a significant mediating effect in the relationship between
the perceived values and reuse intent of the dining franchise customers, Fifth,
in the relationships between the perceived values of the customers who had an
experience of using a dining franchise, brand loyalty, and reuse intention, the
expectations on ESG management were found to have a partially significant
moderating effect, Based on the findings of this study, it would be necessary
for dining franchise businesses to engage in ESG management in order to

enhance the revisit intention of the consumers of dining franchises and
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increase the awareness upon it among consumers,

Key Words: Dining Franchises, Perceived Values, Brand Loyalty,

Reuse Intention, ESG Management
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