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Abstract

Purpose - In align with the increasing competition in both online and offline franchise markets caused by the increasing
impact of social networking service, entrepreneurial passion(EP) of the franchise owners has crucial impact on the
stakeholders. This study proposed the customer among stakeholders has the critical influence firm's success and
examined the structural relationship between entrepreneurial passion(EP) and trust, identification, and loyalty from the
customer’s perspective.

Research design, data, and methodology - This study examines the structural relationship between entrepreneurial
passion(EP), trust, identification, and loyalty from the customer’s perspective. More specifically, the EP were measured
using three sub-dimensions such as EP-inventing(Perceived passion for inventing), EP-founding(Perceived passion for
foundting), and EP-developing(Perceived passion for developing). In order to verify the research purposes, research
model and hypotheses were developed. All constructs were measured with multiple items developed and tested in the
previous studies. Each item was measured on a 7 point Likert-scale anchored by ‘1 = strongly disagree, 7 = strongly
agree’. The data were collected from 449 franchise consumers through online survey and were analyzed using SPSS
21.0 and Smart PLS 3.0. statistical program.

Result - The results of this study are as follows. First, EP-inventing and EP-developing have significant impacts on
corporate trust. Second, EP-founding does not have significant impact on corporate trust. Third, EP-inventing and
EP-founding have significant impacts on consumer identification. Fourth, EP-developing does not have impact on
identification directly, but does indirectly through corporate trust as a mediator. Fifth, corporate trust and identification
have significant impacts on loyalty.

Conclusions - This indicates that the foodservice franchise CEOs should continuously develop new menus and service to
fulfill customer needs. EP-inventing of the food franchise CEOs may enhance customer trust for higher quality of product
or service, and EP-developing can also be a driving force for customer trust as it embeds belief in customers that the
franchise is sustainably developing. Also, food franchise CEOs should first clarify the support process for the existing
brands before developing new ones. Customers tend to lead the trend by using brands that satisfy new trends in the
foodservice franchise market, and it could have identification with the trend-setting franchise. Customers do not accept if
a company is different from their personal image or norms. So the franchise CEOs must create identification with
customers by building corporate trust. Corporate trust influences consumer behavior and emotion, thus the franchises
need to secure trust by improving product or service continuously.
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<Table 1> Profiles of samples

Category Frequency (n) %
Male 227 50.6
Gender
Female 222 494
20-24 49 10.9
25-29 63 14.0
30-34 52 11.6
Age 35-39 64 14.3
40-44 55 12.2
45-49 65 14.5
Over 50 101 225
. Non member 269 59.9
Membership
Member 180 40.1
Below 10 127 28%
10-19 122 27%
20-29 78 17%
30-39 49 1%
Frequency 40-49 16 4%
visits?;early 50-59 22 5%
average) 60-69 13 3%
70-79 3 1%
80-89 2 0%
90-99 1 0%
Over 100 16 4%
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<Table 2> Measurement items and validity assessment
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Average
Constructs and Items Factor Cronbach's Composite Variance
loadings Alpha Reliability Extracted
(AVE)
Perceived passion for inventing -
1. The entrepreneur seems to be excited to figure out new ways to solve
et .842
unmet market needs that can be commercialized.
2. The entrepreneur seems to enjoy searching for new ideas for 870
products/services to offer. ’
3. The entrepreneur seems to feel energized when she/he is developing 856 897 916 731
product prototypes. :
4. The entrepreneur seems to be motivated to figure out how to make existing 851
products/services better. :
5. The entrepreneur really seems to be excited to scan the environment for )
new opportunities.
Perceived passion for founding -
1. The entrepreneur really seems to be excited to establish a new company. .865
2. The entrepreneur seems to be energized by owning his/her own company. .887
3. The entrepreneur seems to love creating a new firm. .869 904 929 725
4. The entrepreneur seems to be excited to create something out of nothing. .868
5. The entrepreneur seems to enjoy nurturing a new business through its 761
emerging success. ’
Perceived passion for developing -
1. The entrepreneur seems to be motivated by trying to convince others to 768
invest in his/her business. ’
2. The entrepreneur really seems to like finding the right people to market
. : .849
his/her product/service to.
3. The entrepreneur seems to be excited by assembling the right people to 848 874 889 668
work for the business. ’
4. The entrepreneur really seems to enjoy commercializing new 800
products/services. ’
5. The entrepreneur seems to be motivated by pushing his/her employees and )
him/herself to make the company better.
Corporate trust
1. | am confident about the food(product) quality provided at this franchise 881
firm(or franchisee). ’
2. This franchise firm(or franchisee) provides reliable services. .894 922 941 762
3. This franchise firm(or franchisee) has high integrity. .855
4. This franchise firm(or franchisee) reliable and professional services. .839
5. Overal, | can confidently rely on this franchise firm(or franchisee) for service. .894
Identification -
1. | realy feel emotionally attached to this franchise firm(or franchisee). .893
2. This franchise firm(or franchisee) has a great deal of personal meaning for 916 881 926 806
me. ’
3. | feel a strong sense of belonging to this franchise firm(or franchisee). .884
Loyalty -
1. | will continue to use this franchise firm(or franchisee). .908
- - — - - - .905 .941 .841
2. | will develop a good relationship with this franchise firm(or franchisee). .939
3. | hope this franchise firm(or franchisee) has more customers in the future. .902
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<Table 3> Fornell-Larcker Criterion
1 2 3 4 5 6

1. Perceived passion for inventing .841
2. Perceived passion for founding .681 .851
3. Perceived passion for developing 725 .730 .816
4. Trust .655 498 .631 .873
5. ldentification 494 .500 .565 .709 .898
6. Loyality .569 405 .545 .759 .598 917
Diagonal elements (bold) are the square root of the variance shared between the constructs and their measures (AVE). Off-diagonal elements are the
correlations among constructs. For discriminant validity, diagonal elements should be larger than off-diagonal elements.
42. £HES0| M|y ol EfgY 24 L gisol 5242 LiELLE QTE) MAEIDY 3 24

Ciff2o2 TAEl KIREHRo] CHXiEEe Smart Pls
3.02 0|83dt & MI|QACKHair, Hult, Ringle & Sarstedt
2013). HA, AMZ|H & M2 Cronbach’s a2 A CHR| Al 2|
= (composite reliability: CR)E 0|238}0{ & ME|QUCt <Table
2>0iMet Zol, A, dEdd, d¥g8d, 7IgiE, ¢
Nz, d2|1 SME A Ek|of| CH$t Cronbach’s o= .874
- .922, CR {2 909 - 9412 QHINoz QIL|X|=
7|1EQl 702 He ASR LIEHRCL

CFgoR, Elge 4 YEISMD BEElgoR 2R
Of ZZE(QICt. <Table 2>0 A2} 20|, 2t Q0I0| XTHE 2
OIMX| ZtO| 0.74 O|AtO|DH, AVE ZtO| .666 O|AtO = LIE}
Lp 2t ol E9lS o) 4 REfE0| YBEYCE d2ln B
Etgd2 HX, AVES| M| &(square root) (0| &2t
UEC 3 THEIEE0| Ae Aoz HPE= Fomell-
Larcker 7|&2 A& Z1l, <Table 3>0|A{Qt Z0|, AVE
US| M & 40| MeretA Al gL A0, @S 0| & ¢
T ERRIE 7Hel HfutetA| 29| Xb& 2A0| AVE ZrECH A2
AoZ LIEHLt 2F AT Ch}S Zto| THHENEEO] ABEIRY
Ct.

43. QIR RSo| W7}t

2 gF0Me ATRHS HII5H7| {5t Smart Pls 3
O| O|8L| RACt. PLS= LY=ol 2FHH ATz}, & 24+
MEHO| X5t e PTRUKIO| HAIE Qs AT H
otst 2 B (Chin, 1998; Vinzi, Trinchera, & Amato, 2010)
o2 C}89o| Yoz HIIL|ACKChin, 1998; Hair et al.
2013; Hulland, 1999; Tenenhaus, Vinzi, Chatelin, & Lauro
2005). HAf, 4L} o SHL It B[ QACE AW, CHE
SAMEE T CHSL7| Bt 2AF TEEQ Ol(variance  inflation
factor: VIF)& & Mst A1, 1.930 — 29519 & L}EIL} C}E
S BNt gl Ao= LIEIRCE =W, LMol M
FHZ LiE = 2EA=C R27} 7|YPA [T} .482(48.2%),
QK| Z0| .542(54.2%), 12|10 SHE7} .595(59.5%)2 Falk
& Miller(1992)7t M|A|2t .10(10%) 20t = LHEF ST AU,

(construct cross-validated redundancy; Q2) Z}0| O|=XHTt
£ X2 MEE|=0, 0| 20| 0=Ct AH oFHT=It
U= AR FCHEIDE 2 AFoME 7(gLlE7)F 342, &
HZ0| 407, O2| =MET} 4682 LIEIL} O] 7|&E2 &
ZEANF|= Ao=Z LIEGCE 2|11 RMSR(the root mean
square residual)0| .0522 7|=X|Ql 1 = .08ELC} 22 7
o= LIELL 2 Yo OFH0| E2 A2 Z LIE}RCL

Cteoz, Ax2H Xot(model fit)e 2 @EA At
XMt (Goodness of Fit; GoF)0|| Q|sfA HIE|ALC}
(Tenenhaus et al. 2005; Zolkepli and Kamarulzaman,
2015). M ZAD}, GoF = .638(V(.540 x .756) IS 0] =

2 ZAOo2 LIEtGICL GoFe| 7|&E2 ChEir ZLHA: .10, &t
25, °f: .36).

4.4. AF7HE HE

441, GRTIMO| HE

7197t EFo| 7|1g4lE], LXg, 22| =0 OjX|=
TR HAHE 2 M5 Zit= <Table 4>2 ZCt.

H12 7|97t @730o| Z7|GMZ|0f O/X|= G2 & M5t7|
et Ao 2, BAM Zqf, <Table 4>0|A E= HQt 20|, &
AMR(B= 197, tvalue=3.344, p< .01), AXAN(PB= 117,
t-value=1.836, p< .1)0| 7|AIE|0| O|X|= &S H (+)9
|oE g2 O/X|= A2 LIEfLL, H1-1, H1-32 X[X| &
QUCt Ozt MEEH(QP= -.081, t-value=1.531, p< .05)2
Z|gAlzlof E(+)el FolF FZ O[X|X| Y= A= LiE}
L} H1-2= X|X|E[X| @ ULt

H2= 7|27t €Fo| N0l OXl= FE2 & M5t7|
Qet Hdoz , EM AL, HAEH(P= 425, t-value=6.403,
p< .01)Q} MBLH™(P= .122, t-value=2.464, p< .05)7} LXK
40| 0Kl gde2 d (9ol foF F&2 OXles A=
LIEt BHHOf, MAE™E(P= -.133, t-value=1.988, p<.05)0|
X2l (el Fod e O|X|X| %= A= LiEt G
C}. O3B2, H2-11F H2-2&= X|X|E|ASL), H2-32 X|X|K
X| G QUCE
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<Table 4> Structural estimates (PLS)

Paths Estimate t-value p f2 Results
H1-1 Perceived passion for inventing — Trust 197 3.344 .001 .156 Supported
H1-2 Perceived passion for founding — Trust -.081 1.531 126 .003 Not Supported
H1-3 Perceived passion for developing — Trust A17 1.836 .067 .092 Supported
H2-1 Perceived passion for inventing — Identification 425 6.403 .000 .016 Supported
H2-2 Perceived passion for founding — Identification 122 2.464 .014 .030 Supported
H2-3 Perceived passion for developing — Identification -.133 1.988 .047 .015 Not Supported
H3 Trust — Identification .395 6.684 .000 434 Supported
H4 Trust — Loyality .621 12.801 .000 .301 Supported
H5 Identification — Loyality .673 15.219 .000 .017 Supported
R® Q2
Trust 342 342
Identification 407 407
Loyality 468 468

H3nt HA= 7|A27F Mg SE=0| K= =
=4t flgt Aojct. 24 2, 7|YH=7F LM EP=
.395, t-value=6.684, p< .01)1} HHZ(B= .621, t-value=
12.801, p< .01)0f OjX|= F&2 F(+)2 7oy IS 0|
K& A= LIEF KL M2t H3DF HA= X|X|Z|ACt. OFX|
%oz, Hs= ZHHO| SY=0 OiXl= Sets = 4o}
fIst AOICt. =4 Zu LHHO0| SG=(B= 673, t-value=
15.219, p< .01)0f OX|l= S22 ()l Fo/H k= 0|
Xl& Ao LIEfL, H5= X|X|Z|RUCY.
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