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Abstract: Chain restaurants are an inevitable product of specific developments in the restaurant industry.
This study aims to analyze the impact of quality factors in chain restaurants on brand preference,
consumer satisfaction, and intention to revisit as factors determining brand preference and consumer
satisfaction, product quality, service quality, brand attitude, and brand image were differentiated. To
achieve the research objectives, a survey targeted Chinese consumers who frequently dine out. SPSS
23.0 was used for basic statistical analysis of the survey data, and Smart PLS 4.0 was employed for
hypothesis testing. The study's summarized results are as follows: Firstly, product quality significantly
impacted brand preference and consumer satisfaction. Secondly, service quality had a significant impact
on brand preference and consumer satisfaction. Thirdly, brand attitude had a significant impact on brand
preference and consumer satisfaction. Fourthly, brand image has a significant impact on brand
preference and consumer satisfaction. Fifthly, both brand preference and consumer satisfaction had a
significant impact on revisit intention. Through a comprehensive analysis of the chain restaurant
business and the collection of consumer feedback, the relevance of quality factors between brand
preference, satisfaction, and revisit intention is revealed. The results of this study are expected to provide
valuable insights for the Chinese chain restaurant industry, optimizing service quality, increasing
consumer satisfaction, and enhancing revisit intention.
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[Fig. 1] Research Model
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[Table 1] Operational Definition and Measurement Items
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71E AFelA ARgsE dEe wEde B AT FAAel wAl A5k
AHgekglon, 7t @S Likert 54 HI=(scale)= SAST. AT £4& 9% #d
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[Table 2] Analysis Result of Reliability and Convergent Validity
L LN F A AVE Composite Reliability Cronbach's o
0.810
AE F4 0.808 0.640 0.842 0.720
0.782
0.849
A H] 2
= 0.833 0.740 0.895 0.824
=
0.897
b 0.865
B 0.862 0.733 0.892 0.818
0.842
nas 0.893
o1 %] 0.862 0.782 0.915 0.861
0.898
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0.871
ER =
e 0.828 0.713 0.882 0.799
0.833
0.852
282}
ot 0.880 0.752 0.901 0.835
o 0.869
0.825
A 9= 0.808 0.565 0.837 0.744
0.604
0.751
43 ¥ g§3A 4
W B3-S AVE Al glol AdAlgY H3 FY gtHEuY ABE faidol
FAHAY. SHHS] VIF #e]l 5 vvle]d HEuigel g Syg 7k
BHRAAZE Ao R Yal ths34dd (Multicollinearity) ©] Oﬂﬁol B R 9HES
ekt AlE E4 1839, AH]A FELE 2664, HAE BlEE 3.044, HWE om] x| =
4124, BRE Mo es 1779, AHAS] HREE 177908 Ur%l M 3ke] S50l

[Table 3] Analysis Result of Correlation and Discriminant Validity

W g AVE 1 2 3 4 5 6
AE F4 0.640 0.860
AR~ #4 0.740 0.672 0.856
HA= BE | 0733 0.780 0.804 0.884
HAE ofu=] | 0.782 0.707 0.745 0.765 0.844
BA= A3%E | 0713 0.736 0.770 0.784 0.662 0.867
ZH)AF WSS | 0752 0.621 0.697 0.692 0.658 0.716 0.752

T UIZHe AVE 9] Al #t

A ATmgel B9, i, FHUS e FRAF) ARARRY)
o =

A F At BA= HA3IE0.676), AHA WHEE0.772) H AWE
2% (0.573)° 3t AAAF(R2) S FaE3 Ao YEelWT
A A Ake 7HE HI1Y H2e AP EQAT S FdEoR Al P Ay
[e)

A
S
e 2o AA, 7FE HI--1 AYEAT AlE FEEe BdE A5 R0
To(B=0.194, t=2.032, p<0.05)3 FIF& VA= A= YERt o= Addd(13]9
dA gt =4, 7H Hi-1-25 AYEJT AHj2 F4e BAE S5 F2](B=0.204,
t=3.104, p<0.05)3F J&FS u|x= Aoz el ol AayAT[3)e LA BT AA,
7} H1-1-3S AgEgdr. Bas gEE Ba= MR F9(B=0.205, t=1.968,
p<0.05)F FFE vlA= Ao vepdeh ole Atk AA AT WA, 7H4d HI-
1-4= 717459, B A= oluxE HAl= AaTo| #2](p=0.237, t=2.611, p<0.05)%F
FFE VA= Ao yErgth o)A A AF[5]19F dAeHA @tk wsket A A

r& m
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Aoz Qlsl Ay &Estel wel Bl= ojmx|e} Moo o7l s 2
oAA, 7Hd H1-2-1:2 A E AT AE FE42 A SRl f-9](B=0.276, t=2.256,
p<0.05)%+ IS mA= ASR el ol MaAT[e]er Xt A, 7HA
H1-2-2+= AYEHATE AMu]~ FAL &HAE 9o {9](=0.296, t=3.313, p<0.05)%F
FEFS HAE AoZ YEeRETh ol AdAF (1019 LAt duA, 7HE HI-2-32
AR BAE HEE AHR o F9(=0.261, t=1.815, p>0.05)3% QTS
MAl= Aoz YERTh ol AdgdAA[71 dAIgH. oHA, 7M. HI-2-4%
AYEJATE BAE= onX = AH[A SR §2](B=0.232, t=2.280, p<0.05)3+ FIS
A= Aow Yt o= AdAT 8]k dAIg ofFA, 7Hd H2-12 A€ H AT
2= A Lol F(B= 0.328, t=3.510, p<0.05)3 AIFS W= ZOR
e o= Adad12]9F dAIsoh dA, 7 H2-2& AYEHAT aHA EEE
A ool f2](B=0.499, t=5.352, p<0.05)3 FFS WA= Aoz YEuh ol
AP AT3]19F LA s

AlEe] F3

R =0.772
BRI

wae ofnj| -—gﬁiﬁf

T 0.23

[Fig. 2] Analysis Result of Structural Model

[ 4] H9AF A% 8o

[Table 4] Summary of Hypothesis Test Results

e EZZATB) t-%k A R
HI-1-1: Al #4 - BHAE Ase 0.194 2.032% P
H1-1-2: A2 F4 - Bil= do% 0.205 3.104%* 2y e
HI-1-3: BE B —» Hi= d3% 0.276 2.256%* A e
Hi-1-4: BE oju]x] — Hl= H3 e 0.261 1.815 712}
HI-2-1: AlF 54 - 2HA) e 0.204 1.968* e
HI-2-2: M2 #d — 20)A e 0.237 2.611%* e
H1-2-3: BAE Bl — Azt v 0.296 3.313%* e
H1-2-4: HE ojux] — Awx} Wi 0.232 2.280* e
H2-1: BRE A3 — A o 0.328 3.510%%* e
H2-2: A R — AR ok 0.499 5350 A

£1.96* (p<.05), t>2.58** (p<.01), £=3.30*** (p<.001)
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5. 48

BodAds S A9 daEdge] Fd 2d:AEFE FE, AMula FHE, HA= HE,
B ojur)o] BAE HEE 48[z SRl AWE o ofudt JITSs
=R dolr ] 93k AFAFo|th B Ao AAE ] AuSE] didt AFEA
ANE BEUR Fo A d2ER Ao A BHEo A&HQ oju|x] e
Bk A weks AlFstaAt

B AFE B3l T A dAEH] F2 2o HYWE HMEE LH|[A e}
A oo fFos IS mHuE Ao AFTHAL B Ao AE QoFsd
AA, Ao PrEFZe] FA @9lo] HAE MIwd Fond &S vFgs 7pA
HI-12> A9t =, Ax 54, Avs 54, 2dE gx, BH= olnx|o] {23t
AEgFS vRHE Aotk B4, H¥E A3k, 48[ HHE7F AUE o fefv sk
FFS At M H2E AYEAG A, AJ daEGe] F4 89 F HI-l-
BHE omx]7} BiE A% {3 IS vt 7 HI-14= 7170 A
BHHE ou[A & AW|xte] AlF9l JdAFE g FR3 gholy HAE Mo Lo
AoIM = e Js m A= EsSith

oo gtol A AlAVEE vbeE oS3 2ok A, S A9 dAEHY Fd 29 T
BHE HE, AF F4, Avs FE, BEE onx] Fog HAE HMomel 4H|A)
NEE7F & Aor HFHEU o= mEU9 olF FAFS A Jd Al dAEH
A anAEY] AE v]Fe] Mula FARCGE HAE gl AE Fdd FHE
T Jduke AL gu)dth e Aol PAEH 7Ye B g, A% Fd 4
Ml FAS st E =8 oA @i, ANz dlE A F JEE
HAMS vafof g Aol S e EEolu AA A4 Au|xte] AP
HAslsh= v =2y~ As Fsor & Blojth B4, AQl dAEH An[zbe] AT
s Fol7] f& thE Bzt xEAS FAEH A& ALE A FgHQ Y
wehE Zta, auxt Al BEst Muxel AFEE AFste] 17 UEHS g ok
=

= AT dAAS te 2o AA, S A5 g ARk ARAE gt
dojz HES FEIIS7] uiel 2RSS n=A dmstA it Holth A4,
duk MRS gidez AJ HEEFY AF FE, A¥s #4, BHdE HE F
= olmXd digt A4S FIPAR, AT HLAE Fhsa A drEFG
BHEE AEststA] gt old mEt Hakd AAsE 2T 5 o] FF AFolA =
¥wshd BY¥ve] nE 2AE B A9t 9 R d7 AnE =Ee dE
oS A Zxpe]= 92 Aol n&oR AAEti v Sude] dAdA
ol A7t 719 Aol AFAQ FgS gotsh= 7x7F Ha &8V E 7
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