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Influence of Sociocultural Services on Brand Image
and Loyalty of Cafe

Kim, Yeon Jong*
Seol, Byung Moon*™
Mun, Hee Jung™

Abstract

The purpose of this study is to find out how to improve the brand image and loyalty of cafe by recognizing that social culture of
middle school cafe, which is an important service quality in cafe establishment, emerges as a main characteristic of new coffee business.

First, reliability, confidentness, professionalism, accessibility, and socio - culturality of the service quality of coffee specialty shops
improve brand image. Confidence and professionalism play an important role in enhancing brand loyalty, and brand image has a
significant effect on brand loyalty. Respectively. Among the service quality, social culture has a strong influence on brand image but it
is not a direct influence on brand loyalty. Second, in the relationship between brand loyalty of coffee service quality, brand image shows
full mediation effect on reliability, partial mediation effect on confidence, professionalism, accessibility, socialcultural property, and
mediation effect on response and empathy. Third, as a result of analyzing the moderating effects of coffee shop types on the relationship
between service quality and brand image of coffee specialty shops, reliability, confidentiality, and accessibility are positive factors in the
nationwide franchise. . On the other hand, in the private café, professionalism and socio-culturality are the main factors for improving the
brand image. In the case of the local franchise, similar to the franchise in the country, the improvement of service quality for
responsiveness and professionalism is a positive factor Respectively.

As a result, nationwide franchise cafés have priority in enhancing brand image and brand loyalty through accessibility and assurance of
service quality. On the other hand, in case of local franchise café, it can be seen that the service quality is enhanced and the brand
image and brand loyalty can be further improved through service professionalism and accessibility. On the other hand, regional cafes are
more important than national franchises or local franchise cafes, and a strategy to enhance customer loyalty is needed through service

strategies emphasizing socio - cultural aspects.
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