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[Abstract]

This study has tested by positive analysis to investigate use intention of self service shop offered by franchisee. The
independent variable of self service shop consisted of technology based self service and feature of shop largely. Convenience of
technology based self service, speed, functionality of shop feature, suitability, and cost of self service shop had been selected.
As parameter, expectation confirmation and satisfaction by using Expectation confirmation theory had been selected and a
dependent variable had been selected use intention lastly. The study conducted a survey of self service shop customers and 181°s
answers out of them had been used. According to the analysis result, convenience, speed, functionality, and suitability had a
positive effect on expectation and convenience and suitability variables only had positive effect on satisfaction. The cost did not
have an effect on use intention and expectation confirmation and satisfaction had a positive effect on use intention lastly.
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Table 2. The result of Validity, Reliability test of EFA

Ingredient Cronbach’s
1 2 3 4 5 6 7 8 A
160 |.139.119|.121 | .804 | .241 | .185|.186
168 .300(.126 | .191 |.791 | .128 | .095 | .164 | 0.876
145 |.222|.202 | .232 | .647 | .295 | .258 | .092
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.109|.808 | .154|.068 | .189|.098 | .024 | .240
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Construct

0.899
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Category Frezuency Ratio(%)
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Gender Male 128 70.7 248[.194 | 242220 204 245 [ 292 [ 697
Female 53 293 335|280 | 260 218 206 | 249 218 [ .602| 0.910
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0.3 42 32 357330 .327].080] 291 | .134 | 547 310
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Table 3. Result of the conceptual reliability and intent
validity test of the measurement model

Constructs| Measure | Factor Loading C.R AVE
1 0.857
CON 2 0.848 0.862 0.675
4 0.815
1 0.904
RAP 2 0.829 0.798 0.572
4 0.679
1 0.832
FUN 2 0.853 0.878 0.706
3 0.864
1 0.851
2 0.834
SUI 3 0867 0.882 0.652
4 0.769
2 0.938
CoSs 3 0.93 0.923 0.716
4 0.923
1 0.886
COF 2 0.877 0914 0.781
3 0.873
1 0.898
2 0.941
CuUs 3 0889 0.950 0.827
4 0.919
1 0.916
2 0.881
INT 3 0833 0.914 0.728
4 0.738
4-4 TS EIEHY A
22 B2 A 91 T 9915 bl A Tt
A 5 AVE)©] A T AT AIS Al R W T
2]l Alojoll= ¥ B0l ol Ao ®E #A8k= Fomell

and- Larcker(1981)2] H'H-& o]-8-3}31th
FE 4 Y-S A i 1] AR E S Ve o= 7F
Atolel A Alskek Ht it

&

ERE F% ghol 8915 A
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Atk 4 2 4 9
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Table 4. The result of discriminant Validity

CON | RAP | FUN | SUI | COS | COF | CUS | INT

CON | 0.822

RAP | 0.317 | 0.756

FUN | 0.384 | 0.325 | 0.840

SUI | 0.339 | 0.227 | 0.371 | 0.807

COS | 0.291 | 0.207 | 0.362 | 0.286 | 0.846

COF | 0.368 | 0.316 | 0.346 | 0.327 | 0.420 | 0.884

CUS |0.392 | 0.228 | 0.329 | 0.384 | 0.468 | 0.460 | 0.909

INT | 0.213 | 0.234 | 0.221 | 0.263 | 0.303 | 0.349 | 0.392 | 0.853
4.5 GpEse| Mpts Uy

7 2179 ANEIe A TR mae) Mt

= AASIATh[18] 7L A} o}l <3 4-5>0] 7] g A o
9 A 25271 2(CMIN)p= 397.985(P=0.000),  2(CMIN)/df=
1.406, RMSEA= 0.048, RMR= 0.068, GFI= 0.859, AGFI= 0.826,

FolMz 79| o|82|Eof n|X|= P& BAM -ZA0|= J1HE FAo=
PGFI= 0.693, NFI= 0.896, NNFI(TLI)= 0.962, CFI= 0.967,
PNFI= 0.780, PCFI= 0.842 = U}E}RE oM X5 o] glo] vk
st A= Bk
E 5 28 N3
Table 5. Model fitness test

Fit indices Indicator Desirable range
408.157 ~
X ((CMIN)p (P=0.000) p=0.05"0.10
XACMINYGE | 357 | 10=CMINF=3.0
Absolute fit Q
fr‘: d‘;: ! RMSEA 0.044 <0.08
RMR 0.059 =0.08
GFI 0.864 =0.870.9
AGFI 0.829 =0.8709
PGFI 0.690 =0570.6
I 16 NFI 0.913 =0.8709
ncrei‘;lggta HNNFITL) | 0972 =08"09
CFI 0.976 =0.870.9
Parsimony fit PNFI 0.786 =0.6
index PCFI 0.839 =0570.6
4.5 eiEsio| 24y
AR tiste] AF FA e HA AE Aelshd v
192, %69} Tk
Convenience
Confirmation
Rapidity
0,565+ Intention
Functionality E
0,559+ I
Customer :
Satisfaction |
Suitability :
|
|
0016 I
Cost [ e e e e e e e e e i 2
a8 2. 972 AN
Fig. 2. The Result of hypothesis test
* p-value <0.05, ** p—-value <0.01, *** p-value <0.001
2 AToA 2R TPEe) 9T HEE ol Sl5te]
Amos 23.00.8 =2 A& Aldg AR 3 63 . AiA|
o2 T B G A Heusol ths) i shs 4%
AUd FREE BT T3 79%(Standardized
Regression Weight)& &-83%}. %2 *K(Standard Error)©=
S.E. gtoZm] x| o] Aok gl QPgAS ettt Bk 7
AeHe] oJ¥= A A Critical Ratio)= C.R.FLOZ %3
1,965 7102 I, o] FhP-Value)S 0.050]3}
E7)FoR A
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Table 6. The result of Path Analysis

iy | Smdmate | g | mm | B e
< Estimate value
CON 0.272 0.092 | 2.808 | 0.005 (0]
COF RAP 0.159 0.061 | 2.178 | 0.029 (0]
FUN 0.298 0.112 | 2.658 | 0.008 (0]
SUI 0.218 0.086 | 2.426 | 0.015 (0]
CON 0.191 0.077 | 2.347 | 0.019 (0]
CUS RAP -0.075 0.050 | -1.252 | 0.211 X
FUN 0.043 0.093 | 0.461 | 0.645 X
SUI 0.232 0.72 | 3.090 | 0.002 (0]
INT COos 0.016 0.040 | 0.285 | 0.776 X
CUs COF 0.565 0.089 | 6.373 Hokk (0]
INT COF 0.299 0.107 | 2.664 | 0.008 (0]
INT CUsS 0.559 0.106 | 4.998 | *** (6]

*

p-value <0.05, **x p-value <0.01, *** p-value <0.001
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