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Abstract This study is to investigate a case study how effect of brand success upon purchase satisfaction and
brand loyalty in co-brand of agriculture goods, that is GOODTRAE in korea. specifically this study conceptualizes
that brand success factors affect satisfaction which try to buy a specific brand agricultural product. and that
purchase satisfaction to GOODTRAE influence brand loyalty which leads to customer relationship management.
In these brand success factors and brand loyalty relationship, purchase satisfaction of brand would have the
mediating role. In the empirical analysis, we found that marketing, market environment, product, interorganizational
cooperation, technology capability of brand success factors would affect purchase satisfaction of brand. Hypothesis
what is left is not supported. I verified the assumption that brand purchase satisfaction of agriculture would
affect consumer's loyalty and the result supported that assumption of it. and we found that market environment,
consumer's factors, employee's & CEO's commitment, interorganizational cooperation, and technology capability
of brand success factors would influence brand loyalty.
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[Table 1] Brand status of agricultural goods

‘06 Year December ‘11 Year July

J&2 Co | Private Co | Private
brand | brand Total brand | brand Total
Resister | 902 | LSO8 [ 2410 [ 612 [ 1,380 | 1992
g 62.8% | 29.5% | 36.8% | 83% | 30.3% | 37.6%
N"Islt'zegl 535 | 3,607 | 4142 | 125 | 3,174 | 3299
Toul | 1437 [ 5115 | 6552 | 737 [ 4554 [ 5291
O 19199 | 78.1% | 100% | 13.9% | 86.1% | 100%
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[Table 2] Production status of goodtrae Baicg} gz} 2FAlo|u THA7 AlEo|L AH|AS
Area | Volume | Amount | M/S Remarks £ % 7‘]'9} TEsA A7) el ARl A
(ha) | (1,000t) [(m’ won)| (%) £o] - FA] - Ao} TARel EE 0|59 RTP O F A
Melon | 190 | 548 | 105 | 13 |Natonal I AR} Aju]20] o]u]|z|2 THA|7|TL Z8A]7]E= 4]
Mushroom | 70.1 8.4 252 45.0 |National 1 23] - AR - AR V)5S Zhet) AHRE oy
:(:)}I;:;z 357 26.8 499 13.0 |National 1 EjEHEE 2al ?-UHV]}\}‘EZJJ’}XJ—% 4‘]1]:1’ ‘?—]—%E]—‘:
Wese] AnE HAsel HAABAE FUNH] 1
Watermelon | 2,100 105.5 902 8.0 |National 2 LoAAH I} A AR EAHRS ZA]E) @, o]o|
Chestnut 4,965 9.1 146 11.5 |National 2 gist 242 Ho|r} 5]1:]—[23
nf’l;zlfi‘;m 1,150 | 34 225 | 13.0 |National 1 QYA AEagle] o2 sHke F& 7|99 Al
Cocumber | 152 oa 25 | 31 E Aot Adufjo] mE AdEale] gt AsEl 9l
Strawberry 240 6.8 208 3.0 - Abde] Aol W HiEA Aot EUY A
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Total Production Volume 180,000ton, Total Production
Amount : 1 trillion
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[Fig. 1] Goodtrae symbol
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[Fig. 2] Research model
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[Table 3] Reliability analysis

Variables Items number of beginning Items number of last Cronbach’s «
marketing factors 9 5 .805
market factors 5 3 .691
product factors 3 3 .633
consumer factors 2 2 736
CEO commitment 9 7 .835
interfirm cooperation 4 3 .611
technology capability 3 2 .557
buying satisfaction 3 3 753
loyalty 3 3 .825
[Table 4] Factor analysis and reliability
variables Factors loading Comm
1 2 3 4 5 6 7 8 9 unality
marketing factors 2 .052 770 .101 -.037 117 -.013 .028 -.043 .308 718
marketing factors 4 .038 742 -.020 121 .083 .042 -.007 074 -.137 .601
marketing factors 3 .058 695 142 -.019 .106 -.004 .309 .146 .005 .635
marketing factors 1 .116 .680 .186 .005 024 -.054 .020 075 379 .664
marketing factors 5 .092 .638 -.025 -.018 234 .003 262 244 -.026 .600
market factors 1 145 176 170 .019 744 -.164 130 .164 .042 707
market factors 3 .075 118 075 126 737 -.084 .085 .052 270 675
market factors 5 -.083 257 .149 113 .609 263 .041 .143 -.029 571
product factors 1 .021 232 .180 .025 -.053 071 736 -.051 131 .657
product factors 2 018 .041 .110 .250 .303 -.095 .680 076 -.063 .650
product factors 3 -.066 .180 -.036 -.063 .104 251 639 -.017 .360 .654
consumer factors 1 -.032 193 .054 .012 123 .037 -.006 849 .056 782
consumer factors 2 .032 114 .193 .047 123 -.040 .013 814 .065 737
CEO commitment 1 .846 .091 019 .036 013 -.004 -.009 -.002 .080 732
CEO commitment 2 .830 .003 -.007 .007 041 .096 -.008 067 .019 .704
CEO commitment 4 736 171 .070 .101 117 .086 .037 084 .067 .620
CEO commitment 5 .692 .007 114 .099 .054 .084 -.048 -.091 019 523
CEO commitment 9 .615 -.044 211 .074 -.002 274 -.054 -.032 126 525
CEO commitment 8 596 .014 127 .066 -.130 275 297 075 -.089 .570
CEO commitment 3 437 -.099 -.087 -.056 304 406 -.076 -.163 .050 .503
interfirm cooperation 3 115 -.003 -.006 .033 -.024 781 121 .145 .030 .662
interfirm cooperation 4 .349 -.007 071 -.052 -.028 608 .006 -.051 .054 .506
interfirm cooperation 2 328 .048 .208 .169 -.078 546 .035 -.164 -.145 535
technology capability 1 .106 111 182 252 .033 154 .083 121 .690 .642
technology capability 3 .106 111 159 112 258 -.164 212 .026 .648 .620
buying satisfaction 1 138 .059 161 820 -.028 .030 .061 .007 -.071 732
buying satisfaction 3 .022 -.093 013 775 124 .009 .096 -.035 135 .654
buying satisfaction 2 .116 .109 .070 766 .109 .033 -.013 097 226 .692
buyer;s loyalty 1 .138 113 844 .042 .120 .052 .150 .093 .045 .796
buyer’s loyalty 3 .090 .042 .803 .200 029 075 .100 .140 .065 736
buyer’s loyalty 2 159 139 738 .029 241 .040 .012 051 285 734
Eigen value 6.311 3.737 2.121 1.647 1.554 1.392 1.307 1.055 1.011
Ratio of explained variance | 20.358 | 12.056 | 6.842 5312 5.012 4.490 4217 3.402 3.262
Ratio of cumulative variance | 20.358 | 32.414 | 39.256 | 44.568 | 49.580 | 54.070 | 58.288 | 61.690 | 64.952

KMO(Kaiser-Meyer-Olkin) = .810
Bartlett’s test of sphericity = 2563.329(F= 465, Sig. = .000)
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[Table 5] Descriptive statistics and correlation analysis

variable Mean S. E | marketing | market | product | consumer 1nv2111\t/em coog;:ratl technology | satisfaction | loyalty

marketing 3.3357 | .68473 1

market 3.4507 | .65361 414%* 1

product 3.2493 | .64121 | .390** | .315%* 1

consumer 3.7065 | 77752 423%* .304%* | 202%* 1

involvement | 3.4654 | .65546 .128* .153* .089 175%* 1

cooperation | 3.0536 | .69414 .070 .002 -.011 -.011 .1667* 1

technology 3.4848 | .63965 331%* .389** | .370%* .248** .199** .143*

satisfaction | 3.3725 | .79048 .106 229%% | 186%* .128* 198** | . 507** .328%*

loyalty 3.5391 | 77576 | .294%* | 352%% | 286%* | .434** | 275%* .024 407** 261%* 1

*p< .05, **p< .001

[Table 6] Regression analysis between co brand’ success factors and satisfaction

Unstanda.f'dized Standa.r(?ized Collinearity — statistics Research
Model coefficient coefficient t value Sig. prob. hypothesis
B S.E. Beta Tolerance VIF

(Constant) 111 .385 288 174
marketing 138 .075 120 1.838 067 *** .675 1.481 | support
market 184 .076 152 2.429 .016* 733 1.365 | support

satisfa | product 136 .076 .110 1.794 074 ¥ 758 1.318 | support

ction | consumer .052 .062 .051 .837 403 772 1.295 | reject
involvement .068 .068 .056 1.000 318 919 1.089 | reject
cooperation 555 .063 486 8.823 .000** 944 1.059 | support
technology 215 .077 174 2.795 .006* 137 1.358 | support

R*=366, Adjust R’=346, F=18.218, Significance probability=.000

*p< 05, **p< 001, ***p< 1
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[Table 7] Regression analysis between satisfaction and loyalty
Unstandardized Standardized Collinearit tatisti
Model coefficient coefficient | t value | Sig. prob. onneantty - SIAUSUCS | Research
hypothesis
B S.E. Beta Tolerance VIF
(Constant) 2.674 217 12.307 .000
loyalty
satisfaction 257 .063 .261 4.089 .000** 1.000 1.000 support
R*=.168, Adjust R*=.164, F=16.717, Significance probability =.000
**p< .001
[Table 8] Regression analysis between co brand and loyalty
Unstandardized Standardized ) Collinearit tatisti
Model coefficient coefficient | ¢ value Sig. otmeattty - STUSUCS | Research
prob. hypothesis
B S.E. Beta Tolerance VIF
(Constant) 175 .389 451 .653
marketing .003 .076 .002 .035 972 .675 1.481 reject
market 154 .077 130 2.010 .046* 733 1.365 support
Joval product .070 .077 .058 .909 364 758 1.318 reject
oyalt
vaw consumer 2901 .063 292 4.646 | .000** 172 1.295 support
involvement 187 .068 157 2.734 .005* 919 1.089 support
cooperation -.037 .064 -.033 -.582 .561 944 1.059 reject
technology 287 .078 237 3.683 | .000** 137 1.358 support
R*=285, Adjust R*=262, F=12.586, Significance probability=.000
*p< .05, **p< .001
Ql, AR, AEad], 4RRRad], JAUEYE, AA, FEEHEL] AF Al gl AEs
A7 Y, 7lese)e SA4= A0 AL Aol <l AFadl, 223 FYa9, Vlesgadle it
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TEHUES] HERclel AHARIE2429, po0l6, & 2P W], Euhi, fuk v Sof AlAA), o)
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