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Abstract

This study identified the brand personality of domestic take-out coffee shops and examined its effects on customer
satisfaction and brand loyalty. The research subjects were college students in Busan who visited a coffee house. Overall, four

”

major empirical results were obtained. First, five factors of brand personality were identified: “energy”, “competence”,
“familiarity”, “reliability”, and “sophistication”. Second, all brand personality factors had significant effects on customer
satisfaction, but “familiarity” (p=0.429) and “reliability” (3=0.381) appeared to have the greatest effects. Third, brand
personality factors had significant effects on brand loyalty, with“reliability” (3=0.447) appearing to have the greatest effect
on brand loyalty. Fourth, customer satisfaction had a significant effect on consumer brand loyalty. These results show that
brand personality can be an important means of marketing differentiation in an intense competitive coffee market

atmosphereto increase customer satisfaction and build brand equity.
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<Table 1> Socio-demographics of subjects

Socio-demographics Frequency  Percent

™) (%)

male 255 67.8

Gender ¢ male 121 322
under the age of 20 13 3.5

Age 20-29 348 92.6
over 30 15 4.0

nonresponse 12 32

below 300,000 ¥ 226 60.1

ﬁviﬁgle 310,000-400,000 88 234
all(? anze 410,000-500,000 29 7.7
™ 510,000-600,000 10 2.7
over 610,000 11 2.9

Once a week 12 32

2-3 times a week 93 247

once a week 80 21.3

Frequency of once in two weeks 68 18.1
visit once a month 58 154
once in two months 10 2.7

once in three months 30 8.0

once in six months 25 6.6

within 30 minutes 20 53

within 1 hour 92 24.5

Aveg’}gle li‘;gth within 2 hours 139 37.0
O e Y yithin 3 hours 102 27.1
more than 3 hours 23 6.1

alone 21 5.6

Companions friend 278 73.9
P lover 71 189

etc. 6 1.6

friends 227 60.4

Sources of internet 56 14.9
coffee shop mass media 43 114
brand-related singboards 35 9.3
information professional manazines 5 1.3
etc. 10 2.7

Main form of take out 90 24.0
coffee-drinking inside shop 286 76.0
starbucks 78 20.7

coffeebean 5 1.3

pascucci 4 1.1

Favorite ~ twosomepalce 28 74
coffee shop angelinus 145 38.6
caffenene 31 82

hollys 1 0.3

tomstoms 84 223

Total 376 100.0

ATFAD BT F 7P 712FQ] AR 44
o Wt AWHEY Anaelol] F2l3k 2ol7) AEAE 1}
oFs7] 9l WAREAS AAISISITE A X O 2 <Table 2>
of 2t} WENE, 13] WHEAl FaAEHE, A5 rRA=
A9EF T Al FEoIA e 7 Kot 2elrt e AL
2 Yepstth, AR Rl GAe] A9 15U
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<Table 2> Result of visiting coffee-shop by gender

Gender .
Variable Total Chi-square
Male Female
Once a week 6(1.6) 6(1.6) 12(3.2)
2-3 times a week 30(8.0) 63(16.8) 93(24.7)
once a week 35(9.3) 45(12.0) 80(21.3)
Freauency of visit once in two weeks 21(5.6) 47(12.5) 68(12.1) df=7
quency once a month 24(6.4) 34(9.0) 58(15.4) ¥*=15.322%
once in two months 6(1.6) 4(1.1) 10(2.7)
once in three months once in six 16(4.3) 14(3.7) 30(8.0)
months 16(4.3) 9(2.4) 25(6.6)
within 30 minutes 12(3.2) 8(2.1) 20(5.3)
within 1 hour 59(15.7) 33(8.8) 92(24.5)
Averiﬁz lsi;‘gth of  Githin 2 hours 53(14.1) 86(22.9) 139(37.0) zj{i 5
4 within 3 hours 27(7.2) 75(19.9) 102(27.1) X
more than 3 hours 3(0.8) 20(5.3) 23(6.1)
alone 11(2.9) 102.7) 21(5.6)
Companions friend 98(26.1) 180(47.9) 278(73.9) df=3
P lover 42(11.2) 29(7.7) 71(18.9) v’=14.801
etc. 3(0.8) 3(0.8) 6(1.69)
below 5,000 ¥ 13(3.5) 22(5.9) 35(9.3)
Average lengh of 5,100-10,000 94(25.0) 160(42.6) 254(67.6) df=3
the stay 10,100-15,000 43(11.4) 35(9.3) 78(20.7) ¥*=8.371*
15,100-20,000 4(1.1) 5(13) 92.4)
vending machine coffee 25(6.6) 10(2.7) 35(9.3)
Frequently drinking  commercial coffee 64(17.0) 67(17.8) 131(34.8) df=3
coffee types shop coffee 52(13.8) 128(34.0) 180(47.9) 2=07.729%**
etc. 13(3.5) 17(4.5) 30(8.0)
Main form of take-out 44(11.7) 46(12.2) 90(23.9) df=1
coffee-drinking inside shop 110(29.3) 176(46.8) 286(76.1) ¥*=3.078
154(41.0) 222(59.0) 376(100.0)
*p<0.05
**%p<0.001

<Table 3> The ranking of brand personality

Individual items Ranking Mean S.D
Popular 1 5.14 1.37
Modern 2 5.11 1.38
Sophisticated 3 4.94 1.43
Professional 4 4.85 1.35
Luxurious 5 4.84 1.42
Comfortable 6 4.80 1.37
Familiar 7 4.77 1.34
Friendly 8 4.68 1.35
Attractive 9 4.60 1.46
Wholesome 10 4.60 1.42
Success-oriented 11 4.57 1.51
Faithful 12 4.54 1.53
Competent 13 443 1.49
Lively 14 4.01 1.43
Honest 15 397 1.50
Leadership 16 3.88 1.39
Truthful 17 3.88 1.43
Cheerful 18 3.56 1.39
Distinctive 19 345 1.39
Fun 20 3.36 1.42
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<Table 4> Brand personality factor analysis and reliability analysis

Factor Variable Factor loading Eigen value Variance explained  Cronbach’s a

fun 0.899

F1: distinctive 0.861
Energy cheerful 0.837 6.967 34.837 0.883

lively 0.714

success-oriented 0.826

F2: leadership 0.812
Competence competent 0.797 2635 13273 0869

professional 0.692

familiar 0.893

F3: friendly 0.862
Familiarity comfortable 0.786 2270 11.350 0860

popular 0.727

honest 0.862

F4: truthful 0.835
Reliability faithful 0.748 1.789 8.947 0868

wholesome 0.732

modern 0.823

F5: sophisticated 0.822
Sophistication luxurious 0.765 1.186 3932 0871

attractive 0.526

KMO=0.857, Bartlett’s test of sphericity=4906.134, p<0.001***

<Table 5> Brand personality and customer satisfaction

<Table 6> Brand personality and brand loyalty

Standard Standard
depe'ndent lndepe.:ndence caaTheiEt t-value depe'ndent Indepe.tndence et .
variable variable # variable variable b

F1: energy 0.136 3.373%* F1: energy 0.107 2.710%*

F2: competence 0.187 4.636%** F2: competence 0.332 8.404%**
Customer  ps. ¢ miliarity 0429 10.616%+* Brand o miliarity 0301 7.624%%%
satisfaction 1 lability 0381 0.430%k+ loyalty 5. reliability 0447 11340%%*

F5: sophistication 0.117 2.891%* F5: sophistication 0.111 2.809%*

R’=0.396, Modified R°=0.388 , F=48.607***

R’=0.424, Modified R>=0416 , F=54.518%**

#4p<0.01, ***p<0.001

o7 gyt 28 7t Q59 AFE HEA9 ot
o] BT 0.8 oo R ufg =2 4

o2 AEA 18 H33h7] $l8l elolZoks AxA
3 A= sjAo] 1AvEL nA s JFAAE vt
3171 $18 o584 (Multiple Regression AnalysisyS 4
AlBIGATE. 1 A3 Thy <Table 5>¢F 2t} #4443 RE
fgle] AANFE Fofst FFE vX AL e o=
Epdth 53], A4S Ee 7P & JFE vRe 891
F53HE=0.429y 22 UETH I 2o 2e QIR B=
0.381), “F5&(p=0.187y2] o= Ltelyith Ao
3k A o] R?=0.3962F4 39.6%2] AHES Lt
Wz ok

o' AwA 25 A5e A= <Table 63 72tt.

HAE FEd] HAS AYeQ) BE SAKOE oI
GFS A AOE vehdth 1 FAME AYp=

#£p<0.01, ***p<0.001

<Table 7> Customer satisfaction and brand loyalty

Standard
dependent Independence o, value
variable variable 5
Brand Customer 0614 15.062%%*
loyalty satisfaction

R’=0.378, Modified R*=0.376 , F=226.874%**

#x%p<0.001

0.447y°] 7P & I "A= AoE Yehby o o

AN
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0301y 502 ek}
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478 BEIREELEEEE Vol 28, No. 5(2013)

A ASHATH AP
037822 A] 37.8%%] AH ?i.‘—% e Sl

B A oM =
ot IS vA = %ﬂ}% ﬁ}‘%‘é}l 2
To}o J& 1= 3 AR TR} ST AR
&3

A H l ]—:—’LO]’T 71«47“—“%&94 HAl= i a1 &
A T A 7

=3 _::o] F< T;sj(ﬁ 0429)’01 R TP 2 9 1
AW I ts So2s AEAB=0.0381), “FoH(B=
0.187y, “&71(B=0.136)’, ‘A&HF(P=0.117) T A=
ERdTh AA, BAlE A Q0L Hils "/‘éEoﬂE &
AHoR Fo3 IS A= Ao vt A=A
=0.447y°] 7P 2 dF= A AR Yo 14
S £ 25 FeTH(B=0.332), IET(P=0.301y, AHEA
(B=0.111y’, &7](p=0.107) 5= Yepsteh. ulx, w74q
v oAb HAle SARE fog TS A=
Ao g Yepsith, Hale 7o) aANEREe 321 o
&S A= Ae APAT Kim & Choi(2011)2] A+43}
ol dAJsh} & A= HAle 8-S & o 7AA 89l
E8 EEoty] NSRS} Hille FAESe] AAE A
T Zlo] Aol xpEAoltal & 4 Uzt 283l Kim
& Ko(2011y= BH= 7H*é§i<ﬂ Frd, R,
o13p, ‘xﬂﬁ%

4= 971t} Choi

(z
%
Iy
N
::’:
T-;uu
S
2,
X
©
o

4, A, WE 5 ) A 89le EEeel Aelol
= o=
[¢]

Hsje] AR o] AmlAEEe] NAE FPEAS R
0. 05 Al B s o elel)
] QA e ol FL PAE Aow

YERTh Kim & Kim(2011)2] Odv‘LoﬂAL S L
= /i8] s ATAEY Base] AArne 5w
R ZtEdo| A B4 v w3t A3t A9 dEFe] Ba= siA
o] MZ frelgt xpol7t e A= Yepth. L o= #

A AL olJA|F Ahn & Lee(2005)= ] #HAEH9
HA = 7f4de] Al el Hale AR folgh o
2 PIAAL S AAE vE QU o]9f o] BAlE i
2 AN oA Fa gk FFacle] wm wg 1Rk
=l Halt TR 893 JakS n)x2 LS o
o] Aol Bslar it

web olo} 2o BHANESS wigoR Ay A

2 AT Tt Atk Blolsioks AvdRAe] HAs
W 25 F A A o] TSRS T B
o G VAL P AOE veRgrle] oleist HaAE Ay
e F o Axshe Azl Wastw ¥ & Utk A,
Q%] PAR SANFEE 2T A, 9%H
2, BAT A, TEH 0] ol st ol
@ £45e 42T I BELE 5 Fo) BA= )
B ALE B Ak gl By Bash, g4
FAHY SHAFEL A =, QLR =, A
g ), AAE =7 Bl ool AYHER o2 F o
oA Wt B =S el HAS AYS 75T 2

9,

£ AR BEG BAE e FEY ast ek 2
g3 AP fR 5 HU=AY 295 o net
se] BAE 4R Pohe £ 91S Aolrh viAzoR

N

[‘

A AT ke A anlEs v Ak genl
=, 18] A, A e AY S5 Fel /oM
SAHSE Fodt A7t = o= vEht 53], o
Aeel A SRt AR Be=rt o =
yepkom e 7ME o jsshs o= b}EP*E} °]
SN A2 AleE Bl o
= & U %*élﬂiﬁi HHes Agre] 2 oPE}. FolH
= 200) S Aol Rigtela, M= Aol gk AR
A= Hom LHENE A7) AHNIAZTOZ fRlske A
o] 7ol Hofok & Aot 27] tiY EﬂOlﬂO}r k!

il
2
oX
i
11}(e3
4o
r9~'
i)
°s°r
n[o

O

Jof %141 e} QAL AP AFA0% s

X PR s A
-
[t
i
[
_V&
E
lr r
=
fru
Mo
4
19
e
o
filo
ic)
fd
6

.fi

e =) Hol2oke AnATAe] Bl
A= e zAos seltoz ABAL 3]

A

)

F it g

T

7w

LIE m

oM Zh 71dEe] EHH o HAE ARks
Do 783 AEE AT 4 3le Aol
de 2mate] wigwe) Hals
12122 7] wlieel] Z3A3Arel 2pE ekl Hie 7Y
Yol Folurie 7EHog dgaitty & 5 3l
2y 2 A Aol AFEske 200) Y
o= Fgste] ASTARE AAISIS7]o] Ede] s
AE & F ok Felle F U od A%, &
=, A4 2, FA49 E«l FES ATEAA bﬂTEE z
et A7 AdEefo & Folnt. a2l F ATl
3 BHlolZoke AR 9 S BRER Hglsie] A

od [T il ¥o
F{F
0 4

tlo & ok
g |0

Y
o of —IIN

U

1~ mln
Y ox flo

P
]

-1N



References

Aaker J. L. 1997. Dimensions of Brand Personality, Journal of
Marketing Research, 34:347-356

Ahn DH, Lee KP. 2005. Effects of Brand personalities on
Consumer Satisfaction and Brand Loyalty on The Family
Restaurant. Academy Korea Hospitality & Tourism,
7(2):148-163

Azoulay A., Kapferer J. 2003. Do brand personality scales really
measure brand personality?, Journal of Brand Management,
11(2):143-155

Choi SS, Seo WS, Kwon YJ. 2010. The Effect of Congruity
between Brand Personality and Self-image on the
Customer’s Attitude in the Takeout Coffeechop: Using
Product Involvement as Variable Parameters, Journal of
Hospitality and Tourism Studies, 12(4):211-229

Fournier S. 1998. Consumers and Their Brands: Developing
Relationship: Theory in Consumer Research, Journal of
Consumer Research, 24:343-373

Freling T. H., Forbes L. P. 2005. An examination of brand
personality through methodoligical triangulation Journal
of Brand Management, 13(2):148-162

Huh W, Lee SH. 2002. A Study on the Formation of Brand
Personality and Application of Positioning Strategy,
Korean Journal of Advertising, 3(2):1-18

4
2

AMTS S JHN0| DABHE W SIS BNE0f DIX B 479

Kim JG 1998. A Study on the Advertising Strategy of Brand
Personality, Journal of Advertising, 9(1):37-52

Kim JS, Choi SH. 2011. A Study on the Effects of Brand
Individuality of Specialty Coffee Shops on Brand Loyalty,
The Korean Journal of Culinary Research, 17(1):124-141

Kim SH, Kim MH. 2011. Analysis of Competing Composition
and Preference of Coffee Shop Brand through Perception
of Brand Personality, Korean Journal of Tourism
Research, 26(3):21-41

Kim YG, Ko HS. 2011. The Effect of Brand Personality on Brand
Attitude and Brand Loyalty in Coffee Houses, Northeast
Asia Tourism Research, 7(2):163-183

Kim YK. 2000. A Study on the Type and Influence Factors of
Brand Personality, Advertising Research, 49:29-53

Kim YK, Choi ID, Kand YH. 2007. Consistency in
Communicating Brand Personality and its influence on
Brand Attitude: Focused on Advertising and Publicity,
Korean Journal of Advertising, 9(1):62-63

Plummer, J. T. 1984. How personality marker a difference,
Journal of Advertising Research, 20:27-33

Siguaw J., Matilla A. Austion J. R. 1999. The brand-personality
scale, The Cornell H.R.A Quarterly, 40(6):48-55

Yang Y, Cho EH. 2002. The Study Korean Brand Personality
Scale Development and Validation, Koreand Journal of
Consumer and Advertising Psychology, 3(2):25-53

24 B (http://joongang joins.com/), ‘73] 2Fo] 3L o] A| A]2}o]
o} 2013.4.25

2 742 S(http:/month.foodbank.co.kr), 7 T &4 A|28}¢=,
Aelrr 7R 4. 2012.9.12.

2013 82 10¢ A= T, 92 10 +T==F F=s, 102 8

U 2R T, 108 102 A




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 1200
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 1200
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /FRA <>
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /ENU <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


