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Abstract

The domestic food culture in Korea has gone through great changes, among which dining out is considered
most prominent. These changes are caused by a number of factors: development of several related industries,
increase in dining out chances, diversification of consumer needs, change in consumption awareness and
quality, increase in disposable income, women's advance into the society, etc. Under these circumstances, the
fast food industry has been experiencing slow growth, whereas family restaurants and take out coffee
franchises are consistently increasing the number of restaurants and shops as a part of aggressive management
to increase sales. This study aims, first, to examine the effects of consumer’s brand individuality and
satisfaction on brand trust, brand emotion, brand identification, and brand loyalty of specialty coffee shops.
Subsequently, this study observes how consumer’s brand individuality and satisfaction affect the formation of
brand trust, brand emotion, brand identification, and brand loyalty in accordance with preferred type of
specialty coffee shops, frequency of experience, and life style in order to establish relevant strategies. The
results of this study are as follows. First, brand individuality had a pesitive effect on customer satisfaction.
Second, customer satisfaction had a positive effect on brand trust. Third, customer satisfaction had a positive
effect on brand loyalty. Fourth, customer satisfaction had a positive effect on brand emotion. Fifth, brand trust
had a positive effect on brand loyalty. Sixth, brand emotion had a positive effect on brand loyalty. These
results have the following implications. First, the dimensions of brand individuality are presented as a means
to form brand loyalty, thereby demonstrating the significance of the effect. Accordingly, developing a proper
brand individuality in forming brand loyalty is imperative. Second, consumers using specialty coffee shops
had the greatest effect on the relation between dimensions of brand individuality and customer satisfaction
in this study, while the interrelation between customer satisfaction and brand loyalty was not concretely
supported in the preceding studies.

Key words: Takeout Coffee Speciality Store, Brand Personality, Customer Satisfaction, Brand trust, Brand
feelings, Brand Loyalty
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{Table 1> Number of Domestic Coffec Shops

Rank Coffee Shop Brand Nuber of Stores
1 Starbucks 318
2 Angel-in-us 311
3 Ediya 310
4 Caffebene 270
5 Hollys 248
6 Tom n Toms 197
7 Coffee Bean 194

Source: Yorhap news(2010, 10)
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{Table 2> Demographic Characteristics

General Characteristics n %

Starbucks 68 22.15
Angel-in-us 64 20.85
Favorite coffee shop Ediya L 1661
Caffebene 67 21.82
Coffee Bean 57 18.67
Total 307 100
1~2 times 173 56.35
3~4 times 89 28.99
M°nmlyvfir;’?s“en°y of 5~6 times 34 11.07
More than 7 times 11 3.58
Total 307 100

Images
(Atmosphere, facilities, etc.) 157 SL14
The service level of employees 20 6.51
.. The level of customers 5 1.63

Reason for visits ]

Quality of food 78 25.41
Price 20 6.51
Others 27 8.79
Total 307 100
Family, friends, neighbors, etc. 131 42.67
Newspapers, magazines, TV, commercials, etc. 31 10.10
Experience 127 41.37
Information source Print commercials 3 0.98
Internet 6 195
Billboard 9 2.93
Total 307 100
Brand Awareness 50 16.29
Flavor 134 43.65
Price 16 5.21
The amount of food 6 1.95
Important factor of The services of employees 6 1.95
* choosing Location of a store 34 11.07
Views and environment 9 293
Atmosphere 47 15.31
Diversity of product selections 5 1.63

Total 307 100
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0.621, B AT 0794, BP=
R=E=IR=S

e gl U a8 S AAlsi
£ @AFollX = Cronbach’s Alpha AlFE £33}
o W& d#Aol] ti] 41214 (Internal Consistency
Reliability)& 7 et ot

SPSS 18.0% o] 83l z} ¥4E29] Cronbach’s
Alpha AFE E&3 et dvtdos A3y
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sle Zeg dAdstedirg, 2001), Ei=
7849 Cronbach®] Alpha 0.704, 117 ¥ET
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F4%E 07952 & HFES Alpha 7
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Brand Personality Cl,ls om.e * Brand Trust  Brand feelings Brand Loyalty
Satisfaction
B correlation |
rand coefficient
Personality
P Value 0.000
correlation
Customer . 0916 1
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Satisfaction
P Value 0.000
lati
correration 0.508 0.58 1
Brand Trust coefficient
P Value 0.000 0.000
correlation
. . 0.667 0.554 0.551 1
Brand feelings  coefficient
P Value 0.000 0.000 0.000
correlation
. 0.576 0.473 0.561 0.721 1
Brand Loyalty  coefficient
P Value 0.000 0.000 0.000 0.000

#xk<0,001
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{Table 5> Result of the hypothesis verification

Non-standardized Standardized Indirect Total
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Study Path SE. CR
v Coefficient Coefficient Effect Effect probability Results
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