Culinary Science & Hospitality Research. 2017;23(2):135-145.
DOI: 10.20878/cshr.2017.23.2.014

HMR Bt olmx|7} ujolx ¢ B
B A1 w7

g A
EREEEE

135

of
ool

e 4% |
FH02

Al

aln

oJslo
==

Effects of Brand Image on Purchase Intention and Brand Loyalty:
Focused on Mediating Role of the Brand Trust

Ji-Soo Han'
Dept. of Food Service Management and Culinary, Hyejeon University

ABSTRACT

The purposes of this study were to verify the effects of HMR (Home Meal Replacement) brand image on purchase intention
and brand loyalty. In addition, the mediating role of brand trust was also examined between purchase intention and brand loyalty.
This survey was conducted with those who have bought HMR in Seoul and Kyonggi area, Korea, using a convenience sampling
method. After a total of 300 responses were collected, 275 were used for the analyses. Both standard and hierarchical multiple
regression analyses were conducted to test the hypotheses. The results are as follows. First, it was found that emotional image
had an effect on purchase of HMR but that social image did not have an effect on purchase of HMR. Second, purchase intention
of HMR significantly impacted brand loyalty. Third, brand trust of HMR was found to mediate the relationship between purchase
intention and brand loyalty of HMR. These findings provide practical implication for researchers and marketer regarding

relationship marketing strategy in the HMR context.

Keywords: HMR, brand image (emotional image, social image), purchase intention, brand trust, brand loyalty
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Fig. 1. Research model.
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162E‘(589%) A7} 113 (@1.1%) 0.2 JElgon Ay
£ 204 m]Rke] 139 (4.7 %), 20~254] m]Rke] 1019 (36.7%),
25~30Aﬂ n|wko] 707 (25.5%), 30~354] 1]wto] 117(4.0%),
354 o]Ao] 807 (29.1%) -2 UEbTh HEEE L 11Z0)
4679(16.7%), A-E-HZ0] 817(29.5%), thZ°] 1057(38.2%),
gkl o] 431 (15.6%) 22 VST A G2 o] 1359
(49.1%), 3AHE0] 57(20.7%), AHG A A7} 1278 (4.4%), A

Table 1. Demographic characteristics (N=275)
Characteristic N %
Male 162 58.9
Gender
Female 113 41.1
20> 13 4.7
20~24 101 36.7
?yf; 25~29 70 255
30~34 11 4.0
35< 80 29.1
High school 46 16.7
Education College 81 29.5
level University 105 382
Graduate school 43 15.6
Student 135 49.1
Office job 57 20.7
Executive 12 4.4
Occupation Professional 12 4.4
Freelancer 37 13.5
Housewife 16 5.8
Others 6 22
Marriage Single 194 70.5
status Married 81 29.5
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FA 0] 127 (4.4%), ZelAA 7} 378(13.5%), FH7F 16(58
%), 7} 678(2.2%) 2% UERsiTE A& o F-= m]Zo] 1941
(70.5%), 71&0] 817(29.5%) . & 18 B¥Z Holx gt}

2. SHH0| Bl AlZIM A4S

S =T 8§ Ass A8 F44 27 (explora-
tory factor analysis)= AA|SIATE T2 HMR E#HE
ofn| Al ol TgF Q1A A3 A1 w2 W 2~(Vari-
max) Wl o8] AAIEN e, 812 olo|zll Fhe A3
ATE EWE Q9155 22 st 4= AAskth &
AT, F B E L 70.534(%)°lH, (743 F o|u|A])
I} A A olm|A)E 2
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Table 2. Exploratory factor analysis and reliability of items

AAgro] BF 06 o 3o G}
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&t 218]4d 7152 Cronbach Alpha A& 7|50 2 A4S

o™, 2219] Cronbach Alpha Al
YUeht Al do] =vka & 4 ot

2t

3. Jid &H&

8219 FB8AY 8%l
do] YSHA =
} 2% 08 o]o=
EX 43} Table 29}

Factor Commu- FEigen Variences Cronbach's
Factors Items . e
loading naility  value (%) a
- This brand gives a good impression. .839 760
- This brand gives a belief. 771 .660
Brand image E@otlonal This brand gives an easiness 770 725 3706 L1794 207
(70.534%), 1mage - This brand gives a good service. 753 .610
KMO=911, - This brand have a good reputation .681 .595
Bartlett's
sphericity test - This brand gives a closeness. .661 .690
(p=000) - This brand has a large-scale. .877 .803
IS;::; - This brand has a competitiveness. 824 793 2642 29360 847
- This brand has a technical skill. 715 712
-1 feel easy about the HMR brand. 872 761
Brand trust(73.701%),
- -1 believe about the HMR brand. .866 749
K,MO 796 2948  73.701 .880
Bartlett's sphericity test .| have a confidence about the HMR brand. .863 745
(p=.000)
-1 fulfill my expectation about the HMR brand. .833 .694
Purchase intention(77.637%), -1 have purchase intention of the HMR brand. .884 781
KMO:'T?,S.’ -1 will consider the HMR brand first. .881 776 2.329 77.637 .855
Bartlett's sphericity test
(p=.000) -1 will recommend to others the HMR brand. 879 712
-1 am going to intend the recommend to others the 293 797
Brand loyalty(73.573%), HMR brand. ’ ’
KMO=.735, . .
L -1 am going to buy the HMR brand continuously.  .863 744 2207  73.573 817
Bartlett's sphericity test
(p=-000) -1 am going to use the HMR brand continuously 816 666

even if the price is higher.

() total variances.
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HI: HMR B2 E o]u]z]:= HMR A& Fufje]=of f2f
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Hl-1: HMR 744 o]r|2l= HMR AlF 709 Zol
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o9 92 WA Rolvh

7Hd 1] B BAA A= Table 49F 2 FHUS
HMR A& Fufe] el theh AAEHH (RS 57.4%°]
A g EAH FAdE HASote FeAT 2
179.9400]9, F2] 852 0.0002. 2 UER} 37141 54
o= fojAel de ez B 4 9tk HMR B E o]

T 734 oln Z1(13= 87)%e] HMR A& vl o] =l &
2 S 2 gt mEbA 7k 12

A 1
% 9% mlAE A

e

o = &

2) It 29| AS

H2: HMR A& Fujjo] ==
gk ggkg nlE Aolth

71 20 B3 EAZ = T Table 59 2tk FEHASF

Table 3. Correlation matrix

T 1 2 3 4 5
Emotional image 1
Social image 7337 1
Brand trust 617 6427 1
Purchase intention .7617 547" 767" 1
Brand loyalty 6537 4567 6797 804" 1

* p<01.

9 BiE FAR nXs G 141

Table 4. Regression result between brand image and pur-
chase intention

Unstandar-

. Standardized Standardized
dized . t- -
. error coefficient
coefficient value value
(S.E.) (Beta)
B)
Constant .384 254 1.513 131
Emotional /7, 062 687 12441000
image
Social
. .103 .058 .097 1.761 .079
image

R=574, Adj R=.571, df1=2, d2=267, F=179.940, Sig.F=.000

e

p<.001.

Table 5. Regression result between purchase intention and

brand loyalty
Uns’Fandar- Standardized Standardized
dized . t- -
. error coefficient
coefficient value value
(S.E) (Beta)
B)
Constant 738 227 3.244 .001
Purchase ¢, 046 723 171317000
intention

R=523, Adj R=.521, dfi=1, d2=268, F=293.480, Sig.F=.000

™ p<.001.

¢l HMR B = %/‘JEOH gk AA A (RS 52.3%C]
™, 3|72 gk BAA ol HEete FeAS 2
293.480°]1H, -2 &L 0.0002.2 YERY, 3H 4L 54
o= frolide] e Ao E 4 Stk HMR A% 70i€]
E(B=723)= HMR HI=E FAE J3F2 nx= 3o =

Yehd meb b 2 A
3) JKd 30| A=

= = HMR A& 7¢j %=} HMR B
= Zro mid s & Aol
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Table 6. Multiple regression and hierarchical regression re-
sults among brand trust, purchase intention, and

brand loyalty
Dependent variable
Brand trust Brand loyalty
A B
MODEL 1 MODEL 1 MODEL 2
Purchase intention 7107 782 4307
Brand trust 467
RA(%) 588 .523 .587
Adjusted R*(%) .587 521 .584
F-value(Sig.) 389.965(.000) 293.480(.000) 189.533(.000)
** p<.001.
Mg gl AFH7] AAAE hest g 2AE] 55
oo} G} A, SPASE A uSe] fold L )
Aok At} A, SPWSE FEWGd folg JGL ]
Aol gt A, S} v7er) FEAF] &
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