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The Influence of a Brand Image on consumer’s

Attitude and Loyalty to the Brand
-in special reference to coffee houses-
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Abstract Coffee houses’ key factors to succeed in the market are not only a basic element —the taste of
coffees- but also brand image, satisfaction and consumer fidelity that food service industries take into account
overall. The goal of this study is to find out the relations among brand image, brand attitude and fidelity. To
this end, coffee was selected among other products due to its characteristic that the difference of its quality
between brands is not very noticeable. Through an analysis of each coffee house’s brand image in this saturated
coffee market, the influence of brand image on consumers’ preference was found out. In this process, not only
a strategy for each coffee house’s growth and development but also the relations between brand image, brand
attitude and brand fidelity would be researched, resulting in a creation of more systematic strategies.
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[Table 1] Roll of Brand Image

Inform for Product Resource
Responsibility to Producer

Reduce Expense

Gurantee / Warantee about Product
Preference Quality

Customer

Guarantee Sales Volume

Great Profit

Risk taking Product Quality
Background for Individual Brand
Price Competition Advantage

Reseller

Standard Conformation Step
Protection of Law

Resource of Comparative Advantage
Financial Resource

Producer

* Source : Keller, K. L., Strategic Brand Management :

Building Measuring and Managing Brand Equity, New
Jersey, Prentice, p.7, 1998
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[Table 2] Type of Brand Loyalty

Type Concept Explanation
Usage Money How much(buying)
Usage Rate How many time(buying)
Behavio-
ral Repurchase How long repurchasing time
Loyalty
Premium Price Continuing purchase
Word-of-Mouth Recommend
Buying Intension | Next time purchase
R« h:
epurc. ase Continue repurchase intention
Attitude Intention
Loyalty
Preference Brand pat}‘ onage
Brand satisfaction
Switching Shift brand
* Source : Kotler, P., Principles of Marketing, 2nd ed.,

pp.455-518, Englewood Cliffs, N. J. : Prentice-Hall, Inc., 1983
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[Table 3] Prior Research [20]

Section Authors Contents
. + The effect of the image on
"Jrgl ﬁ:o" customer satisfaction & revisit
Brand SA. Jiang intention
Image & - Attributes of coffee shop by
Satisfaction | § . Ppark the different brand
* Brand perception & image on
customers’ satisfaction
EY. Kim + Brand attitude & brand image
on brand loyalty
Brand D.W. Jeong * Relationship between brand
Image & image, attitude and loyalty
Loyalty M.S.Chae, + Brand image on the customer
M.J.Kim, satisfaction and brand loyalty
G.Y.Jeong
+Brand image and Brand
K.T. Kwon attitude
Brand W.S. Choe, + Store brand personality and
Image & J.G. Kwon self image to  customer
Attitude H.Y. Won attitude
+Brand personality on the
customer attitude
YX. Hwan + Corporate image on brand
Brand Y.G Kimg attitude & loyalty
Image, HS. Ko + Brand personality on brand
Attitude & SE Y attitude & lloyalty
Loyalt S 00, - Life style on the attitude
yalty J.S. Hwang . Y 4
satisfaction & loyalty
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Brand Brand Brand
Image Attitude Loyalty
Sensitivity 4’ Brand _> Attitude
Umage | Favorable Lovalty
Self-expression Quality Behavioral
s Favorable Lovalty

| N

[Fig. 1] Research Model
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. Factor name Eigen | Pct. of
[Table 4] Factor Analysis(Brand Image) Ttem Factor score | Ve | var
Factor Name Eigen | Pct. of Only this 894
Item Factor score value Var Brand )
Taste of 84 Good Priority 826
Coffee : Attitude }’atronage .816 3415 | 42686
Reliability 72 Loyalty | Price Increase 7
Smell a no Problem )
770
Coffee Employee 575
General 68 Service Good )
Sensitivity Mood ) 6168 | 38552 Goqd 805
Image Specialization 767 ) ’ Behavio- Convenience
Comfortable 736 ral A Gooi 872 2459 | 30.736
Good Dessert .720 Loyalty tmosphere -
Good Feeling 714 Recommendati 638
. on
Variety 656
Menu
Location .598
M AH=
Expression 896 43 714 &3
Personality | 431 7k 19| 25 (AmEedel Hs ofn)
Looks to 873 = o -
Advantage ) A= 2HE Bzol H(+)e g2 0/A
Self-expre Better Lif
ssion Zsamy‘ ¢ 858 3871 | 24.194 Zolch
1M T Different o8 HAHE ojulx7} HAE Hrel HAE Fihw, 24
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[Table 5] Factor Analysis(Brand Attitude)

Factor name Factor | Eigen | Pct. of
Item score value Var
Sanitary .823
Approach Location .808
Employee Service 766
Brand -
Favorable Variety Menu .683 3.768 | 36.679
Mood .667
Comparative
.616
Advantage

HEA Aaf 714 ol A= 8-28hE 0.0000. 8 §-o] 4=

= el 3L, 3AAAFB)= 491602 H(H =
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[Table 7] Regression(H1-1)

Regression Analysis
Unstandarized | St
a Coefficie 2
Coefficients nts F R
Model T Sig.
Std.
B Exror Beta
Constant 6.909 | .776 8.905 | .000
Sensitivity | 916 | 183 | 792 | 26.888 | .000
Image : . : . : 425.793 | .594
Self-expression
Image -271 154 | -052 | -1.757 | .080
® M 129 3%
1=o =
7Hd 12. BRE o]n|7] Q5L &3 3=l A
+9] Fag =18 Aolch
[Table 8] Regression(H1-2)
Regression Analysis
Unstandarized S“,'i{' .
. Coefficie 5
Coefficients nts F R
Model ' T Sig.
Std.
B B
Error eta
Costant 765 .180 4.258 | .000
Sensitivity
Image 678 .042 575 | 16.025 | .000 190960 | 395
Sel:‘el’r‘r‘l’;;s‘" 104 | 036 | .105 | 2911 | .000
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[Table 10] Regression(H2-2)

Regression Analysis

Unstandarized Stnd.
Coefficients | Coefficients F R’
Model T Sig.
Std.
B B
Error eta
Constant 622 139 4.484 | .000

Brand 105 | .006 502 | 16772 | 000
: . : - : 412220 | 586

Favorable

Quality
Favorable

218 .03 233 6.594 | .000
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I = AR Yy, IARE F 3o foke
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(+)—-] IS A Aol [Table 111 Regression(H3-1)
[Table 9] Regression(H2-1) Regression Analysis
Regression Analysis Unstandarized Cozr;:l.im
Unstandarized | S04 5 Cocfficients ts . F R
Coefficients Coefficien . F R? Model T Sig.
Model s T Sig. B Std. Beta
B Std. B Error
Error eta
Constant 1.270 208 6.119 .000
Constant 1.051 181 5.795 | .000
Sensitivity
Brand 424 049 352 8.668 | .000
Favorable .009 .008 048 | 1.139 | 255 | 198924 | .406 Image 86.272 | 228
Quality Self-expression 207 041 203 4997 000
Foomne | 617 | 043 | 604 | 14286 000 Image ; : . : :
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[Table 12] Regression(H3-2)

Regression Analysis

Unstandarized Stnd.
Coefficients | Coefficients F R?

Model T Sig.
Std.
B Error Beta

Constant | 1.301 .167 7.767 .000

Sensitivity

Image 671 .039 .608 17.009 | .000 195417| 401
Selfexpress| - oy9 | 033 053 | 1479 | .140

ion Image
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