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The Effects of the Dietary Lifestyle and Demographic Characteristics
on the Brand Image of Restaurants with Nutritional Labeling
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Abstract The purpose of this study is to analyze the impact of dietary lifestyles and demographic
characteristics on the Brand image of restaurants with Nutritional labeling to provide basic marketing
data for establishing differentiated Brand image strategies for restaurant businesses. To that end, the
SPSS21.0 (ver.) program, frequency analysis, descriptive statistics, factor analysis, reliability analysis,
correlation analysis, and multiple linear regression analysis were conducted to verify the hypothesis. As
a result, the Brand image of restaurants with Nutritional labeling improved as the metropolitan area
sought safety, non-capital area sought taste, males sought health, and females sought safety. In terms
of age, it was analyzed that as more people in their 20s sought taste, those their 30s and 40s sought
safety, and both married and unmarried people sought safety, the Brand image of restaurants with
Nutritional labeling improved. In other words, it could be seen that people with Dietary lifestyles who
pursued health and safety had positive images of restaurants with Nutritional labeling regardless of

residential area, age, gender, marital status, or whether they had children.

Keywords : Dietary Lifestyle, Demographic Characteristics, Restaurants With Nutritional Labeling, Brand
Image, Dining-Out
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Table 1. Characteristics of Sample

Frequency | Percentage
Sorted By ™) )
A The Metropolitan Area 270 67.5
rea Non-capital Area 130 32.5
Gender Male 200 50.0
Female 200 50.0
In 20s 94 23.5
A In 30s 110 27.5
8¢ In 40s 106 26,5
50s and Above 90 22.5
Marital Married 226 56.5
Status Unmarried 174 43.5
. Yes 208 92.0
Children No 13 30
All 400 100.0
42 E¥20| BN Nalz
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2 2N

818 it F 5719 gQlo] E=&E<Qlom EAZ
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Table 2. Reliability and Validity test result for Dietary
Lifestyles
Factor CFDT{ Cumul
Loadi | bach Eigen .
Factor and Items o values | 73tve
g |s (¥ (%)
Fac 1 Pursue Health
2. Consider Nutrition rather than
.822
Tastes
1. Prefer Healthy Foods 773 | 795 | 2.832 | 18.900
3. Prefer Organic/Natural Foods 736
4. Prefer Natural Seasoning .655
Fac 2 Pursue Fashion
9. Sensitive to Food Fads 795
8. Prefer Foods that have been 731
heard from surrounding people| ° 828 | 2.618 |17.454
10. Pursue Taste / Food 724
7. Prefer Famous Restaurants .592
Fac 3 Pursue Dining-Out
14. Prefer Dining-Out .807
15. Prefer Family Dining .804 | .751 | 2.089 |13.927
16. Positive for Dining out Culture| .648
Fac 4 Pursue Taste
5. Sensitive to the Taste of Food | 772 |
6. Pursuing a Variety of Flavors | .755 | 652 | 1656 IR
Fac 5 Pursue Safety
llAPg?iZ(;k Food Distribution 889
13. Check the Origin of Food 589 | 1.353 | 9.019
. 534
Ingredients
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Table 3. Reliability and Validity Test result for the
Brand Image of Restaurants with Nutritional

Labeling
f:;g;i Cronb Eigen Cumul
Factor and Items ng ach's values -ative
@ %)
A Restaurant with Nutritional Labeling is ~
8. a Health-Conscious Brand 0.766
2. a Reliable Brand 0.761
4. Competitive Brand 0.756
6. a Reputable Brand 0.752
7. a Brand with Good Impression| 0.750 | -878 4.324 | 0541
3. ge]:;iir;d with Good Customer 0.724
5. a Brand with Expertise 0.722
1. a Brand with Distinctive Features| 0.642
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Table 4. Analysis of Correlations between the Dietary
Lifestyles and the Brand Image of Restaurants

with Nutritional Labeling

Variabl Pursue | Pursue ];).ur.sui Pursue | Pursue | Brand
anabie | yealth | Fashion 181untg Taste | Safety | Image
Pursue 1
Health
Pursue -
Fashion 433 1
Pursue
Dining- | .263** | .608"* 1
Out
Pursue | goge | s4om | 425w 1
Taste
Pursue | yogm | zgom | 212+ | 413% | 1
Safety
Brand | sgge | p0pe | 207+ | 386™ | 526 | 1
Image
* p<0.05 ** p<0.01 *** p<0.001
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Table 59} o] LAY BlGEH A AEEL 22
30.8%, 26.8%% YEREOH, & 719 97Rg2 5

Aoz [ogt AR TWAHUh(EHF=12.929,
p<0.001, B]=H:F=5.689, p<0.001). =4 ¢
& 9PAZ(t=4.667, p<0.001), HlFEHL] o=
F7H(t=2.165, p<0.05), FHF1(1=2.552, p<0.05)7}
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Table 5. Analysis of the Effects of the Dietary
Lifestyle and Area on the Brand Image of
Restaurants with Nutritional Labeling

Area The Mztr;(;pohtan Non-capital Area
B t D B t D
(Constant) 6.430 | .000 4.025 | .000
Pursue Health | 1501 1 388 | 168 | 177 | 1401 | .166
— Brand Image
Pursue Fashion | a1 o6 | 949 | -094 | -630 | 531
— Brand Image
Pursue
Dining-Out — | .077 | .804 423 | .019 142 .888
Brand Image
Pursue Taste | 155 | 1333 | 185 | 202 | 2.165 | .034
— Brand Image
Pursue Safety | 409 | 4667 | 000 | 332 | 2552 | 013
— Brand Image
R? 0.308 0.268
F 12.929 5.689
p 0.000™** 0.000™**
Durbin-Watson 2.114 1.936

* p<0.05 ** p<0.01 ** p<0.001
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Table 6. Analysis of the Effects of the Dietary
Lifestyle and Gender on the Brand Image
of Restaurants with Nutritional Labeling

Male Female
Gender
B t p B t D
(Constant) 4.473 | .000 7.033 | .000
Pursue Health | 35) | 5760 | 007 | 042 | 431 | 668
— Brand Image
Pursue Fashion
-166| -1.332 | .186 | .101 | .836 | .405
— Brand Image
Pursue
Dining-Out — |.052 | .432 | .666 | -.008 | -.075 | .940
Brand Image
Pursue Taste | 301 1 3053 | 003 | 023 | 206 | 837
— Brand Image
Pursue Safety | )49 | 424 | 017 | 475 | 4651 | 000
— Brand Image
R? 0.376 0.264
F 12.942 8.094
p 0.000™** 0.000™**
Durbin-Watson 1.828 1.806

* p€0.05 ** p<0.01 *** p<0.001
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Table 7. Analysis of the Effects of the Dietary
Lifestyle and Age on the Brand Image of
Restaurants with Nutritional Labeling

Ae In 20s In 30s
° B [« [ p | 8 : b
(Constant) 1.052| .299 -.373 711

Pursue Health

540 |3.577| .001 | 562 | 4.332 | .000
— Brand Image

Pursue Fashion -.445

— Brand hmage | 117|855 | 398 | -087 658

Pursue
Dining-Out— | .174 | 1.213| .232 | .225 | 1415 | .164
Brand Image

Pursue Taste
— Brand Image

128 [1.065| 293 | .044 335 739

Pursue Safety
— Brand Image

157 | 1.048 | 301 | .226 | 2.016 | .049

R? 0.598 0.483
F 12.211 9.157
p 0.000™* 0.000™**
Durbin-Watson 2.038 1.784
Age In 40s 50s and Above
B t p 8 t p
(Constant) .836 | .407 .625 .536

Pursue Health

276 | 1.840| .072 388 2.529 .016
— Brand Image

Pursue Fashion 046

— Brand Image 338 | 2.053 238 | 1379 | .176

Pursue
Dining-Out— | -.180 |-1.252| .217 | .022 144 .886
Brand Image

Pursue Taste

014 | .075 | .941 | -.009 | -.055 | .956
— Brand Image

Aggelolmartalat 2hig

77} 94 QJoFEA] 4]
Q9] BeEoluAo] vl ol chet Sihea 2
3} Table 99} Zro] Qlea} QLo Amee zkzh

40.8%, -20.8%2 UERFOoH, A9)29] FF|mo]
SAZHoR fo3t Aoz nlotE i3 F=15.184,
p<0.001). AHUSFY HALol= FAFH=4.064,
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Table 9. Analysis of the Effects of the Dietary
Lifestyle and Children on the Brand Image
of Restaurants with Nutritional Labeling

Yes No
Children
B t p 8 t p
(Constant) 3.976 | .000 643 566

Pursue Health
— Brand 177 1 1978 | .051 | -.454 | -931 | 421
Image

Pursue Fashion

149 | 1.483 | .141 441 599 | 591
— Brand Image

Pursue
Dining-Out—~ | .072 811 419 | -.108 | -.234 | .830
Brand Image

Pursue Taste

135 1378 | 171 .005 .008 994
— Brand Image

Pursue Safety

365 | 4.064 | .000 | 432 | 960 | .408
— Brand Image

Pursue Safety

190 [1.254| 216 | 075 | 485 | .630 R? 408 -.208
— Brand Image
R2 0332 0.295 F 15.184 0.725
F 4.680 3.261 p 0.000"** 0.649
p 0.002** 0.015* Durbin-Watson 2.210 2.221
Durbin-Watson 1.720 1.871 * p<0.05 ** p<0.01 *** p<0.001

* p<0.05 ** p<0.01 *** p<0.001

Table 8. Analysis of the Effects of the Dietary
Lifestyle and Marital on the Brand Image
of Restaurants with Nutritional Labeling

Marital Mariage Unmarried
Status ) t p B t p
(Constant) 3.809 | .000 6.962 | .000

Pursue Health
— Brand Image
Pursue Fashion
— Brand Image

Pursue

Dining-Out— | .071 | .827 | .410 | .010 | .073 942

Brand Image

Pursue Taste
— Brand Image
Pursue Safety
— Brand Image

141 | 1.638 | 104 | .120 | 983 | .329

134 | 1350 | .180 | -.146 | 973 | 333

JA21 | 1253 | 213 | 204 | 1.719 | .089

400 | 4610 | .000 | .384 | 3.158 | .002

R* 384 226
F 14.967 6.036

p 0.000™** 0.000™**
Durbin-Watson 1.783 2.206

* p<0.05 ** p¢0.01 ™ p<0.001
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