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The Influence of Marketing Linkage to the Performance of a Coffee Company
on the Satisfaction and Intention of Purchasing Companies
Zhu Qing Xia, Ji Eun Min*
Department of Foodservice and Culinary Management, Kyonggi University

Abstract

The purpose of this study is to identify the impact of the performance-linked marketing of food companies on the
satisfaction and willingness of the companies that purchase products. To achieve the purpose of this study, a survey was
conducted on consumers who were using domestic coffee franchises. A total of 300 questionnaires were distributed, and
only 291 were finally used for analysis, except for eight ones that were not sincere or valid. Performance-linked marketing
consisted of promotional factors, support factors, production factors, and mouth-to-mouth factors, and the purchasing
company’s satisfaction and willingness to purchase products consisted of a single factor. A linear regression analysis was
performed using SPSS version 20.0 to verify the hypothesis. The research results show that (1) marketing linked to the
performance by coffee shops has a significant impact on consumers’ willingness to purchase. (2) The marketing
performance for coffee shops has a significant positive impact on the satisfaction of the purchasing company. (3) The
consumer’s intention to purchase has a significant positive effect on the purchaser’s satisfaction. These findings confirm the
importance of concert-linked marketing in the differentiated marketing by restaurant businesses.

Key Words: Performance linkage marketing, purchase intention, satisfaction, marketing for a coffee company
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<Figure 1> Research model
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TS AAEIIAL e AlEE 7498 21819 Cronbach’s
a A, BFEE AS5S flet] B3 80EAS AAISH
o} =3 S 7He] Al E melelr] flste] A
A4S AAsI e, ARy mE 7 AFS flaiA
3 AEA S A

AdHx EAS EAs] st
AS AAsl e, A¥= <Table 1>3 2t A
A SEA 29198 T oJAdo] 1529(52.23%), F/de] 1397
47.77%)=2 o749 vlFo] k. A" 30017} 1347
(26.05%)2-2 7P Eekom, 20t 877(29.90%), 40tH 53
H(18.21%), S0t ©]F 177(5.84%) =2 & YERTh 94
52 2009H ©]7F 3005+ mIRre] 123%8(42.27%)= 71
Bk, 3008k ol 4005 mIRke] 657 (22.34%), 200
Th vk 597(20.27%), 4009+ o) 5009+ mlwE 25w
(8.59%), 5005+ oA+ 1978 (6.53%) <o & YEpsitt, 5H
< sk £0] 163%(56.01%)%2 74 B3k, AEY =
ol 769(26.12%), =] 3578 (12.03%), thehd o 17

<Table 1> General Profile of the Subjects

Classification Question Frequency Percentage
Male 139 47.77
Gender
Female 152 52.23
20-29 87 29.90
30-39 134 26.05
Age
40-49 53 18.21
50 17 5.84
200 59 20.27
201-300 123 42.27
Monthly 31 400 65 2234
income
401-500 25 8.59
500 19 6.53
High school or less 35 12.03
. College 76 26.12
Education L
University 163 56.01
Graduate school 17 5.84
Student 55 18.90
Company employee 98 33.68
. Professional 67 23.02
Occupation .
Housewife 33 11.34
Public servant 35 12.03
Other 3 1.03
Total 291 100

ol

(5.84%) =22 UERgTh 22 Aol 9878 (33.68%)
71 Bk, AEH o] 677(23.02%), S 557 (18.90%),
21 357 (12.03%), T4 3378(11.34%), 71€F 39(1.03%)
° 2 UERT.
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ATH<Table 2>. 231 FEA3 47l9] 22lo] =&HUoH
Z AW Ee 59702%, KMO 2% 709, Bartlett®]
T8 A= 280485, FoFE2 00022 Q0740
2gek 2oz Yehyttl 29112 #AE a91= A9, 29l
38 9% 99 4= YaR o= YWY HEy YRE
& olga o] FaluiAg o] Bt FALd HX= JF
| el A3 Han(2008)2] AT-A oM 3 2
NS TIPS, FIAY, EEkE, 1Y, A3, o
2ol o] 810 ® =&l B At At Aol
sith, ol wde] #AERe] MulX 52420 A9 7] Bt
37 o] o Bl QX Te} Falr1Yge] FEE R
2 AlEHEL ZaAte)|= AR dde gaEd e
Hjsl <12 dh 2 #sl7]e] 8%le] Aed Fst AW
Fgollr] AZMB|AE 7|Ho 2 S| wolgal B 4= ).

[e]

Foj7 el Tg BEE 8918 Faah] Sla) 29184

2 YEES ™ Eigen value= 3.291, KMO%- 712, Bartlett
o] A AAAE 299.050 (p=.000)>F LEFSIT]H
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<Table 2> Performance linkage marketing type factors and reliability analysis

Factor  Eigen Valiance

Variable ltems loading  value %
The franchise coffee shop offers cultural benefits to customers through cultural events 265
such as concerts and performances. ’
The franchise coffee shop is carrying out promotional projects linking performances by 832
inviting concerts or performances for free or offering discounts. ’
The franchise coffee shop actively utilizes elements linking performances as part of marketing. 825

Sales  The franchise coffee shop is actively taking advantage of elements linking performances

promotion as part of its advertising.

791 2176 52523 863

The franchise coffee shop is actively promoting performance-related events. 783
The franchise coffee shop offers cultural benefits to customers through performance-linked 734
marketing.

The franchise coffee shop is using.i.t as a marketing element by improving the quality of 703
its concert or performance composition.

The franchise coffee shop is actively supporting art activities. 932
The franchise coffee shop is actively supporting cultural events. 902
The franchise coffee shop offers a variety of performance-linked programs. 877
The franchise coffee shop supports social support projects to help the needy. 857

Support  The franchise coffee shop supports social support projects such as scholarship fundraising. 813 2233 54756 848

The franchise coffee shop carries out part of its revenue from performance-linked

marketing as a social support business. 798
This franchi.se coffee shop is operated by linking performance marketing with social 7
support business.
The franchise coffee shop effectively gives cultural images to its products through various ’12
performance-linked marketing. '
The franchise coffee shop effectively gives its employees a cultural image through 801
various performance-linked marketing.

~ The fianchise coffee shop’s store atmosphere offers more enjoyable cultural elements than coffee. 767

Direction The franchise coffee shop effectively gives its stores a cultural image through various 751 2434 57190 818
performance-linked marketing. ’
The franchise coffee shop carries out its own concert, performance and other businesses. 733
The franchise coffee shop carries out the same cultural event business as its own performances. 724
The franchise coffee shop organizes its own performance-linked marketing. .698
People around me have a good opinion of this franchise coffee shop. .856
I am positive about this franchise coffee shop that I heard through various media outlets. 822
After using the franchise coffee shop, satisfaction will be conveyed through the Internet. .798
“rfl)gi ﬂ(:f After using the franchise coffee shop, satisfaction will be conveyed to others. 753 2512 59702 793

I'll give this franchise coffee shop a good talk to the people around me. 744
I will recommend this franchise coffee shop to others. 724
I have some confidence in the information I hear in word of mouth. .700

KMO=.709, Bartlett’s test of sphericity=280.458, p<.000

FHA 7T Qo B 5 Qo) B3 o] AR |
DEL o] geEgelel ¥ A vHEe #E g9, AY
821, AF 821, Y&E aglo] Fulexe] 40.0%E AT}
3 AT AE AT F k. AE 2919] WE Ftol
327, YA 819 HEL o] 297 £o 2 IS WA=

Y WEEd 9T vAE ade BF 2<l(B=.159,
t=2.860, p=.005), A4 231(B=.236, t=3.633, p=.000), &
= Q91(B=.327, t=5.371, p=.000), YALE L221(B=.297,
t=9.650, p=.000) .= =57 fFo|gt J&Fe vty A48
2 A A vHI" FAL01Qd XdEecld A 29, ¢
2 8902 7Y SR fod FEFE vA= AL

2 YERI(p<.001), T= 2918 p<0.01 F==ollA 213k
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<Table 3> Satisfaction of purchasing company type factors and reliability analysis

Factor

Eigen

Variable Items . Valiance % o
loading value
It is satisfied with the management style of franchised coffee shops. 877
I am satisfied with the service of franchised coffee shops. .834
Satlsfacn(?n of It is satisfied with the marketing method of franchised coffee shops. .807
purchasing . . o . . 3.291 48.312 .833
company It is satisfied with its corporate image as a franchised coffee shop. 788
I am satisfied with the quality of the franchised coffee shop’s products. 783
It is satisfied with the interior of franchised coffee shops. 752
KMO=.712, Bartlett’s test of sphericity=299.050, p<.000
<Table 4> Purchasing intention type factors and reliability analysis
Variable Items Fac'for Eigen Valiance % o
loading value
This franchise coffee shop will continue to consider making purchases. 823
I’d like to buy a prepaid card at this franchise coffee shop. 810
I want to buy coffee and other products from this franchise coffee shop. .802
p}lrcha§ing It is in my interest to purchase coffee and other products from this franchise 767 3021 50.664 812
mtention  coffee sh()p_
Coffee and other products will be purchased from the franchise coffee shop soon. 751
If I purchase coffee and other products, I will consider this franchise coffee T
shop first. ’
KMO=.717, Bartlett’s test of sphericity=312.410, p<.000
<Table 5> Correlation analysis
Factors Sales promotion Support Direction Word of mouth  Satisfaction ?urch?se
intention
Sales promotion 1
Support T73%* 1
Direction 637%* 695%* 1
Word of mouth S41¥* S07** JT53%* 1
Satisfaction of purchasing company 653%* 632%* T50%* J51* 1
Purchase intention S40%* 663%* 813%* S561%* 656%* 1
<Table 6> Performance linkage marketing affect Satisfaction of purchasing company
. . Non-standardized coefficient Standar(.hzed
Dependent variable Independent variable coefficient t p
B Standard error B
(Constant) 312 293
Satisfaction of Performance Sales promotion 201 .069 159 2.860 .005%*
purchasing associated Support 285 078 236 3.633 .000%**
company marketing Direction 356 065 327 5371 0007
Word of mouth 409 .057 297 9.650 .000***

R2= 406, Adj. R*= 400
#p< .05, **p< .01, ***p< 001
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<Table 7> Satisfaction of purchasing company affect Purchase intention

. . Non-standardized coefficient Standar('ilzed
Dependent variable  Independent variable coefTicient t p
B Standard error B
(Constant) 934 136
Purchase intention i i
Satisfaction of 341 075 268 4497 000%**
purchasing company
R’= 320, Adj. R*>= 307
*p< .05, **p< .01, ***p<.001
<Table 8> Performance linkage marketing affect Purchase intention
. . Non-standardized coefficient Standar(.hzed
Dependent variable Independent variable coefficient t p
B Standard error B
(Constant) 3.281 093 34.784 .000%**
Purchase Performance Sales promotion 508 047 370 10.539 .000%**
intention associated Support 592 .048 431 12.265 .000%**
marketing Direction 358 047 261 7.420 000%%*
Word of mouth 1.366 109 438 12421 .000%**

R’= 597, Adj. R>= 592
*p<.05, ¥*p<.01, ***p<.001
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<Table 9> Hypothesis result

Hypothesis Course

Selected/
not selected

Performance associated marketing of coffee specialist stores will have a meaningful positive (+) effect on

1 . . 1
the satisfaction of purchasing company. Selected
2 The the satisfaction of purchasing company will have a meaningful positive (+) effect on purchase intention Selected
of consumers.
3 Performance associated marketing of coffee specialist stores will have a meaningful positive (+) effect on Selected

the purchase intention of consumers.

ool felvlg F(+e] FFL WA Aol wF A

o] ZITti<Table 9>.
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