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Influence of Consumers’ Perceived Brand Benefits of Coffee Shops on
Brand Trust and Continuous Purchase Intention

Cho Hee Lee and Si Hyun Ryu*

Dept. of Foodservice Management, Paichai University, Daejeon 35345, Korea

ABSTRACT

The purpose of this study was to analyze the effect of consumers' perceived brand benefits toward brand coffee shops on
continuous purchase intentions as well as the mediating effect of brand trust. The survey was conducted on coffee consumers
aged 20~40 years living in Seoul and who visited brand coffee shops exposed as product placement (PPL) in TV dramas.
Out of 400 questionnaires distributed to consumers, 381 questionnaires (95.3%) were analyzed. Consumers were more interested
in places (60.1%) than the products (39.9%) of the coffee shops exposed as PPL. Over half (54.6%) of the respondents showed
a positive attitude towards coffee shop PPLs. All three brand benefits perceived by consumers (functional, symbolic, and
empirical) had significant positive effects on brand trust and continuous purchase intention. In particular, symbolic benefit has
the greatest impact on continuous purchase intention towards the brand. Brand trust had a mediating effect between perceived
brand benefits and continuous purchase intentions. Therefore, it is necessary to focus on enhancing the perceived symbolic
benefit of the brand to effectively maintain customer relationships. The results suggest that when planning positioning concepts,
considering the importance of brand benefits is the best way to increase the competitiveness of coffee shop brands.

Key words: Perceived brand benefits, brand trust, continuous purchase intention, brand coffee shop
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Table 1. General characteristics of subjects
Characteristics n(%)
Male 136(35.7)
Gender
Female 245(64.3)
Marital Single 279(73.2)
status Married 102(26.8)
20’s 155(40.7)
/(\ygr‘; 30%s 187(49.1)
40’s 39(10.2)
< High school graduate 23( 6.0)
Education  Current university student 97(25.5)
level University graduate 204(53.5)
> QGraduate school graduate 57(15.0)
Student 110(28.9)
Professional 110(28.9)
Office worker 57(15.0)
Occupation
Service 56(14.7)
House wife 28( 7.3)
Self-employee 20( 5.2)
< 100 110(28.9)
ncome | 100~< 200 138(36.2)
(10,000 200~< 300 88(23.1)
won/month) 50, 460 25( 6.6)
>400 20( 5.2)
Total 381(100)
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Table 2. Differences in coffee shops usage and cognition of PPL according to gender and age n(%)
Gender Age
. Total
Characteristics Items Male Female 20’s 30’s 40’s
(n=381) ¢ value ¢ value
(n=136) (n=245) ®=155) (m=187) (n=39)
Taste 14036.7)  45(33.1)  95(38.8) 53(34.2) 74(39.6) 13(33.3)
Biggest  Atmosphere 85(22.3) 33(243) 52(212) 35(22.6) 40(21.4) 10(25.6)
concern factor " «
when selccting OOt 71(18.6)  17(12.5) 54(22.0) 11235 19(12.3) 4524.1) 7(17.9) 17319
a coffee shop Price 66(17.3)  32(23.5) 34(13.9) 38(24.5) 21(112)  7(17.9)
Service 19( 5.0) 9( 6.6) 10( 4.1) 10( 6.5  7(3.7) 2(5.10)
Recommendation 144(37.8)  48(35.3) 96(39.2) 56(36.1) 78(41.7) 10(25.6)
Primary
influncing PN awareness 108(28.3)  29(21.3) 79(32.2) 39(25.2) 52(27.8) 17(43.6)
factor when ~ Media information 63(16.5)  3022.1) 33(13.5) 112100  28(18.1) 31(16.6) 4(10.3) 11.060
selecting @ 41 icements 54(142)  22(162) 32(13.1) 25(16.1) 23(123)  6(15.4)
coffee shop
Others" 1203.1)  7(51) 5 20) 745 316 2(5.1)
Interest in  Place 229(60.1)  89(65.4) 140(57.1) 79(51.0) 129(69.0) 21(53.8)
coffee shops 2511 12.182"
PPL Product 152(39.9)  47(34.6) 105(42.9) 76(49.0) 58(31.0) 18(46.2)
Place information 237(62.2)  81(59.6) 156(63.7) 91(58.7) 126(67.4) 20(51.3)
Receiving help New menu information 83(21.8) 31(22.8) 52(21.2) 38(24.5) 37(19.8)  8(20.5) .
from coffee 1.416 13.520
shop PP, Confidence in a coffee shop  42(11.0) 18(13.2) 24( 9.8) 18(11.6)  19(102)  5(12.8)
Prices information 19( 500 6( 44) 13( 5.3) 8(52) 5(27) 6(154)
Aiage | Negative 33(87) 13(9.6) 20( 82) 15(9.7) 13( 7.0)  5(12.8)
towards coffee Neutral 14036.7)  4936.0) 91(37.1) 0227  76(49.0) 49(262) 15(38.5) 24.062""
shop PPL -, itive 208(54.6)  74(54.4) 134(54.7) 64(41.3) 125(66.8) 19(48.7)

" Accessibility, visiting experience; = p<0.05,  p<0.01, ™ p<0.001.
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Table 3. Perceived brand benefits towards brand coffee shop and factor analysis results (n=381)
Factors Items Means+S.D”  Factor loading Eigen value Variance (%) Cronbach’s a
Easy accessibility of venue 3.87+0.80 0.800
Comfort of indoor environment 3.88+0.82 0.791
Functional Visual attraction of menu 3.67+0.84 0.728 3.704 24.693 0.861
benefit  Variety of menu 3.70+0.81 0.681
Appropriateness of price 3.32+0.80 0.593
Subtotal 3.69+0.65
Conspicuousness 3.28+0.95 0.827
Expression of personality 3.19+0.81 0.795
Symbolic Harmony with self image 3.32+1.00 0.701 3.403 22.688 0.878
benefit  Agtraction seeking 3.66+0.87 0.655
Vitality seeking 3.41£1.01 0.653
Subtotal 3.37+0.76
Social interaction 3.79+0.91 0.836
Provision of comfort 3.68+0.89 0.790
Empirical Provision of happiness 3.69+0.93 0.756 3.169 21.130 0.896
benefit  Pprovision of pleasure 3.7240.95 0.752
Consolation 3.60+0.94 0.728
Subtotal 3.69+0.78
Total 3.58+0.73

Kaiser-Meyer-Olkin (KMO) = 0.922, Bartlett Chi-square = 3,546.318 (p<0.001), Total cumulative variance (%) = 68.510

V5 point scale: 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=sstrongly agree.

Table 4. Brand trust towards brand coffee shop and factor analysis result (n=381)
Factor Items Means+S.D"  Factor loading Eigen value Variance (%)  Cronbach’s a
Honestness of brand 3.39+0.77 0.881
Brand Confidence in brand 3.40+0.78 0.827 2.182 72.740 0.808
trust Responsibility of brand 3.75+0.92 0.850
Total 3.51+0.70

Kaiser-Meyer-Olkin (KMO) = 0.704, Bartlett Chi-square = 390.932 (p<0.001), Total cumulative variance (%) = 72.740

Y5 point scale: 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree.
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Table 5. Continuous purchase intention towards brand coffee shop and factor analysis result (n=381)
Factor Items MeanstS.D”  Factor loading  Figen value  Variance (%) Cronbach’s a
Continuous visiting possibility 3.79+0.90 0.864
. A friendly word-of-mouth intention 3.62+0.73 0.819
Continuous 2.677 66.929 0.833
purchase  Relationship retention intention 3.69+0.86 0.803
intention Repurchase intention 3.71£0.80 0.784
Total 3.70+0.68

Kaiser-Meyer-Olkin (KMO) = 0.796, Bartlett Chi-square = 579.214 (p<0.001), Total cumulative variance (%) = 66.929

Y5 point scale: 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree.
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Table 6. Effect of brand benefits and brand trust on continuous purchase intention

Model 1 Model 2
Dependent Independent Collinearity Collinearity
variable variables B SE B ¢ value statistics B SE B ¢ value statistics
Tolerance  VIF Tolerance  VIF
(Constant) 1.238 0.156 7.928 0.984 0.166 5.936
Brand benefits
Continuos pynctional benefit 0.182 0.055 0.176 3.298" 0523 1911 0.161 0054 0.156 2960 0518  1.929
ﬁii;}:sz Symbolic benefit 0293 0.049 0333 60217 0489 2045 0266 0.048 0301 5508 0479  2.087
Empirical benefit 0218 0.045 0252 4.830™" 0550 1.820 0.171 0.046 0.197 3728 0513  1.949
Brand trust 0.171 0.043 0.178 4.007" 0727 1375
Adjusted R 0.433 0.455
F value 97.874™" 80.352"™
Durbin-Watson 2.023 1.994

" p<0.01, ™ p<0.001.
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Table 7. Mediating effect of brand trust between perceived brand benefits and continuous purchase intention

Step Variables B SE B t value Adjuzsted F value Sobel test
z
1 Functional benefit — Brand trust 0440 0050 0409 8732 0165 76253
2 Functional benefit — Continuous purchase intention  0.557  0.045  0.540 12.500™" 0290 156256 532"
3 Functional benefit — Continuous purchase intention  0.431 0.046 0418 9314™ 0363 109.260™
Brand trust — Continuous purchase intention 0.287 0.043 0299  6.662""
1 Symbolic benefit — Brand trust 0406 0042 0441 95767 0.193  91.697"
2 Symbolic benefit — Continuous purchase intention 0533 0036  0.604 14.759™ 0363 217.835™" 495
3 Symbolic benefit — Continuous purchase intention 0434 0039 0493 11251 0413 134.817"
Brand trust — Continuous purchase intention 0.242 0.042 0253 5767
1 Empirical benefit — Brand trust 0437 0041 0484 10766 0232 115900
2 Empirical benefits — Continuous purchase intention  0.488  0.037  0.564 13285 0316 176.491™" 481"
3 Empirical benefit — Continuous purchase intention 0380  0.040  0.439  9.400™ 0365 110292
Brand trust — Continuous purchase intention 0.247 0.045 0258 5514

™ p<0.001.
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