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Abstract

Purpose: Brand hearsay refers to information that can be acquired from advertisement, media publicity, and word-of-mouth prior to experiencing
products or services of brands. Previous information about brands obtained through brand hearsay affects consumer behavior in choosing brands.
Moreover, brand hearsay is an effective communication method in promoting brands to consumers. Thus, bakery franchises need to improve strengths
and differentiate characteristics of their brand, thereby attracting more consumers. Therefore, this study investigates relationships the effect of brand
hearsay on consumers’ brand attitude and brand loyalty in the context of franchised bakery brands. Research design, data, and methodology: A
research model was proposed to examine structural relationships between brand hearsay (advertising, publicity, word-of-mouth), brand attitude, and
brand loyalty. An online survey was conducted to consumers who had an experience of visiting a franchise bakery. A total of 513 responses were used
for data analysis. SPSS 22.0 was used for analyzing general demographics, and SmartPLS 4.0 was used to test validity and reliability of the proposed
model. Result: Among attributes of brand hearsay, advertisement and word-of-mouth had positively significant effects on brand attitude, but no
significant effect was found between publicity and attitude. Advertisement had a positively significant impact on brand loyalty, while publicity had a
negative effect on brand loyalty opposite to hypothesis. Moreover, brand attitude had a statistically significant effect on brand loyalty. Conclusions: In
the context of franchise bakeries, brand hearsay contents may change consumers’ attitude toward brands but does not increase brand loyalty. Though
media publicity does not affect consumers’ attitude toward brands, it may decrease brand loyalty when consumers are too exposed to it. In addition, it
is necessary to enhance brand attitude to increase brand loyalty of customers. This study provides bakery franchisors and franchisees information about
which type of brand hearsay (e.g., advertisement, word-of-mouth, media, publicity) is effective in enhancing brand attitudes and loyalty of consumers.
Further studies may include other variables (e.g., trust) in addition to attitude and loyalty, or compare findings based on brand characteristics (e.g., low-
to-medium/high prices, store size).
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LIEFSECE (Kim, 2020). EE3F 2021 Z#MXLO|= MENZALO w2
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oz ZtABE Z{OZ LIEIL} H|O|HE| A|RIQ| X|Ystat MZ=o Grace and O'Cass (2005)2 AfH|A HYE ZAF ZH (SBVM
olziee EO|FD QUCt E3|, oz HuMEHO|A H0|7{2|  Service Brand Verdict Model)S #=&sl1, 0] ZHS =& 1Z0|
AES Zo| TOiES StEAM ZMOo| CHato| Ho|F2| MEFoM  MHIA HYMES HIRin HhE8dhke YES HISIRACL Ol
7m0 MEXMoZo| | YAE Ho=1 QI BdE ZF 4 F SUHE EUE FES ALESIQICE £,
H|O|7{2| MEXo| 7jMEEoL JHMAMO| UEIO|A ODf=Mol  Kuystalis and Chrysochou (2014)= EHME FZ0| Ciste] HF
Unot FMWo| Mok scor JHWHol MEI XFglof  EHS AR SHME S20| BHE 374, SME G5 J2d
QSO 0|2 3|48} DA}F St L2H0| TWRSICH A ARty EUE HEO0| SEHLl &S DK== AS SHOHAULL
7t LaiCo| AN} B0 EA S2 Ot HHAloZ Apd=T BEHE FE2 FOiLE MH|AE O|&3H7| © 20| dds=
AMDHSS |AY A7t 01 SRS 8 4 Qrk Ml 2EE B ARUHOIME 2A0JEIC (Grace & OCass
= Hjo|#H2| AJROIM =2 Zxo| Hjo|Hz|9} AMH[AZ 2005 Grace and OCass (2005)= 15°| AT 2HE S2S
RDSICID SICate Do) = 2a|x| Rl z=z zMaio] SME AFUANM @1 St SHEHe Be ARUAOM
O 4 UCHs ZOICE MRt HUEE mimoz wayy| (TR AR RE B)OR L0 JBNAL
ost BElE FBLAOM WHoz male Zee agsa grp  SHE FRUMOME FmE svixiel S7e BAS
(Krystallis & Chrysochou, 2014). EME FE22 EHES ZHS|Y| M=ol O1F Sof SBOI MHIAS TORlES RE5R,
Mo Hete MEE ojnjsil, EEC| IMEL =C IHEE ol HgE YoZ £ UEE REdt= Y O|CHJacobson &
Sul} 02 WL FL MFoZHE o HC) 2|1 SEC Aaker, 1987; Kinnear & Bernhardlt, 1990). EE3 210= A M A O A9
sho b= o omx
E2oz 9 ® Al wi 1 SUES Mesle goloz gﬁ%;ji jé’:?ﬁw ﬂfgjiﬁ e fgﬂ
SBO7 L (Gace & OCass 2005). 5, =ACg Fgep 1 SR7 V7St g':j‘g}f ST
sHE EEol o BESe DHc eEs 1 mpce oo oa0l X SEHOL SR AT SIS A
smee Hus arse som wes sese sap OO O 3Ro alE I M cAmve Fof 2w
Op7E ARl 2Ho0|Tt TR g DX Elo| 22| ol mE Zae| &F
ot o[z BACO| Chet BTt Boo| Cfst Croset RHO|LE M E0| o] ojAtAFo| Feks OIX|A & ChKim
N ) et al, 2022). #Tt OfL|2} o3 MHAHTON B 0= BME Tt
A 7F EIRHE[Of 2T (Mo, 2019; Shim et al, 2016; Kim et al, 2008;

nl

A Ef=or HEHE Ef=, HEHE O|0X|, FOio|E SO FetS
OjX[& ZH2 2 LIEFLEL} (Choi & Lim, 2020; Ha & Song, 2020; Yoon

I

Yun et al, 2015). 2Lt CHFEo| MAATLS2 EHES Ft
<ol Ef=et FItof CHSt A2 T-E gon, dF Fst|
=

[ e i e e B &gﬂioﬁx?é% HRLAOMOE I 92 HE B2 SO|
SO0 et s DI QICk TROI A4 2 Ho| AHXF MR olzglo] LA,
ool = SToE BEHORE HOPEl BEBS BEE - yz e guisol tier ool HRUSOIME olojsio, of2ie
SuO| UE WAS HISE SAS IF, BAS HE 2R g jage A0 sy NES HEscH Baw oug
SHE Sdmole] SIWAS FHLT Ak DA SV g ait Fanagin et al, 2014 Wu & Wang, 2011). 3, 20
SES 3 7] Ak (@0 B RE@e) T SUSEE o e mus naol et RopgSe WyS 0k
JEln Szl BAS EHueRN, SUS 29 B gl & voyer, 2000; Jeong & Kim, 2015). 5, Hlo[H2| FEH0)
CHet AlSlS +82 O Bath 7|= Y2E MEotait A DHO| 1 OfEO| WERLE TOjsIel Ade I 4+ Ucts
A2 ojnjiTt,
s2E E2e Dol DIEEe HAC EE0| X, 2O
2. 0|28 & 9l 714 44 ¥t T ot ofLjzl HACO| Cfet 2N, HAE XjopUx|Y
S0z Fg¥e O/XIA =Ch (Grace & O'Cass, 2005; Krystallis &
2.1. HElE =g Chrysochou, 2014). IF2tA H|O|7{2] MET0| Lot EHE SE2
20| BEEe} BT 12|D TOIOE SOE ¥HS O/E 4

U8 2oz oSEC)
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2.2. HYE EiE

k=3

BHWE Bl 10| EFTE MEBOILL MH[AS EFES
QIX|st, ofof CHet Zd& 0l Bh30| HWHkl= IPoIM Fdk(H,
Ol dHE El== ME2 FoelAA™ol| E=ts O|X|A =t
(Fishbein & Ajzen, 1977; Shin et al, 2011). &, EHE Bz 3
BHEO Cisty o] =7l= 3EA Ee 2FEHQ dHEe=E
HMEO Ciet M=E=E 2|Ofottt (Low & Lamb, 2000). Of2{%
BHE Efzs oF HIMEO| Cfeh 7HQIHQI dero|m, o2{gt

g2 BUMCO| Ofpt FOfbSO ZUEACE Fotg O/X|7

(Foroudi et al, 2021). H|o|72| MEH™0| Cist nzHo|
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7| &= B} (Chaudhuri & Holbrook, 2001; Hwang & Han, 2014).
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(See Figure 1).

Figure 1: Hypothesized model

3.2. A+7H4

3.21. B2} ZE0| BRE Ef =0 0jX|= FE

HAUE FE2 FOILE MEIAE 0837 H 1n20| Feldhs
BAME A HFRLUAOMES ofojstH, BEHUES FHSH| T
558 dEs 4oz Stojg £F 2UE0 o AMES
MgSHA EICH (Grace & O'Cass, 2005; Krystallis & Chrysochou, 2014).
Z, Hoj7{2| T=Fo| ot YEE F1, A BE L=
XQo=RE MIS2 YE= A2 7Y EME0| tioh Botet
Y, MH|A~ SEDH BHE XfoF LX|Z0|= kS O|X|A &t
Z0|C}

Oh and Yi (2008)= 7|2C] CSRES0] CHot HE ZHIt BHE
Ei=0| <= D0OFICtn , Jeong (0200 EHH
ABELIL HHWE B O HeFS DRICtD SHRACE £ Choi
and Han (2017)2 SNS A EEI} E3iE
SIACE Jun and Kim (2012)= X0 1749
SIUCE matM 2

138

HE B0 FS OjRCtn

H2E EfZOf
AFME

O O 7L o —
HYATE HE22 EHE 20| 2ME Ef=0f OX|= o
Chet 40| EHSat 20| 2EE|RAC

H1: H0|72| MEXCe| EE FSE0| 2HE Ef=0 Ho| g2
OJ& Zo|ct.
H1-1: 2

1= HEE B0 go| Seks 0|E Zo|th
H1-2: 212 S2& 2E B0 Fo| Sk o2 Aolct
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Chrysochou, 2014; Oliver, 1991).
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HE Ef=Es 00| QX|ot ZFEE ERe 2SO0 Cigt
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Table 1: Demographic Profiles

Category Frequency (n) %

Male 260 50.7
Gender
Female 253 49.3
Marriage Single 217 42.3
Status Married 296 57.7
~19 years 104 20.3
20 ~ 29 years 89 17.4
30 ~ 39 years 114 22.2
Age

40 ~ 49 years 66 12.9
50 ~ 59 years 57 111
60 years ~ 83 16.2
Below High School 105 20.5
) Junior College 52 10.1
Edulc(:a?/té?nal Undergraduate 284 55.4
Graduate 64 125

Other 8 1.6

Kim et al, 2021; Yang, lyer,

Z+ #H=20| QOIMINZE (Factor loading)t 7HE A2| &= (Cronbach's
a) 28 MZ|T (CR Composite reliability), E@EAZFZE (AVE:
Average Variance Extracted)2| Zt2 Appendixes 1 1+ Z L},

Appendixes 1 OA2t 20|, TE EtFd ASS It Factor
loading %2 0881~0949 = LIEIGIOD, B0| M2|E
LIEtLH= Cronbach's o= 0898~0952 2= LIEFCE
0937~0961 O2 LIEPOD =2EILAMS HIste TD
== 4! (AVE)2 0805~0883 22 LIEIL} AFRFHO| 29010 T
Etetd 8 MRl ZEERUCH Hair Jr et al, 2021).
THEEEE S ABS7| fIs AVEL| MED 2t At
H|Wok Zan AVE O M&Z0| 22tatA atEt 2 A2 LIEHY
Zt GRER|E 7ho| THHENEO| ABE|UCKsee Appendixes 2).
EESH HTMT (The heterotrait-monotrait ratio of correlations) 44Ol
0505- 0891 (p < 0122 LIEfL} THHEIFHO| HBEIULH (See
Appendix 3).
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44, ATREO| W7}

2 AT0AE SmartPLS 40 2 AESH0 HT2HO0| EIHz| AL
HTmgol HWite WA HdY3 o5 IE "It Ien,
Ct2oz PO Mot WILE[QUCH (Hair Jr et al, 2021; Lee,

Sinah, Swanson, Yang, & Kim, 2021). HX|, A& Q0IS 0|88}0]
CtEa4bgo| HItEl AL 1932~4968 2 7|=Q1 5 HLF WA
LIEtL 2X7F gle Ae= HEHEIDE EW, ozdgzs
A™A 2 R 2 TWEEE, 2 A0 BE-ME Ej=Tt 0608
608%), ZEHEZIt 0687(687%)Z 7ZIFQ 010 (10%)ECE =
LIEHGTH (Falk & Miller, 1992). BES WXEHEE S5 @2l iE2
AHmE 23} 0310~0519 2 7|& 242 0 20t =A Let&tCE AT
Dyo| 0|5HE 4HEE SRMR 2 0034 2 7|EX|Ql 008 2Lt
A2 2R LEHL o|5H2 ZFEUCE

CHEo2 FEIYMTIEE  GoF (Goodness of FiySz
HItZ|ACH, GoF & AHLtst A1t 0737(GoF = V(0.648 * 0.840))
B2 LEI 52 ASE LIERICH Kim et al, 2021, Zolkepli &

Kamarulzaman, 2015).

S L T(FRE TR

T 0236(4319)
o s
ey

020848027y

0.662(12.38177)

Figure 2: Estimates of the structural model (PLS)

0.060(1.063)

4.4. A7t AT

Appendix 4 2 ZC} (See Figure 2).

A H1-1~H1-32 BEYME &2 (@1, 28 88, 77)0| EAHE
Ef=0f O/Xl= ¥eE A9 dez, 1 Z1 F31@ = 0591, t-
value = 12313, p < 0001), HE ==& B = -0056, t-value = 0963, ns),
T (B = 0298, t-value = 4794, p < 00012 LIEIL} H1-1, H1-3 &
Fo| gt DiXls A2 UELL X[X|7b =AM, H1-2 =
XIX|7F =|X| Q4QUCE

H2-1~H2-3 = E=E E2 (&1, %2 I JH)0| EzE

EM3 o2 1 AT ZD @ = 0236t

FEE0| ojXj= Fes 24 .
value = 4319, p < 0001), 92 & B =-0112 t-value = 4319, p <
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0001), ™ B = -0.112, t-value = 2337, p < 005)2 LIEtL} H2-1&  EEAQ I&2 0| = QChs A2 H0|72| O HE QIX[g
Fo| Y2 O|X|s AR LIEIL} X|X|7F EQU2M, H2-2 @F H2- E
32 XX|Zt E|X] AL

H3 2 B™E Bi=7t BME FHE0| OXe g2 Ro 5.2. ABX AJALAE
Ho| gEk2 0|kl AR LIEILKR = 0662, t-value = 12381, p <
0001), H3 2 X|X|=| AL}

-

2 oL makjo|x Hjoj7i2] MBHO| HAC Z2S St
2H|RIO| BHSS HOISIYCHE 20l olof7 QUCk ol2i3 Mg
5. 8 Sot MRH ANES chaat 2

B, Blo|72] MBHoM HUE Z2I O maA| o
5.1. O|2X AJALH Ho| LWedich 2 Z2 5 Znel PH0| Ao HAs
EIES 4ot O ZR3 9%2 ofn Uchs Mol =3,
B onE wlol7ial opEe Mol M Mgl Aoy SUSN O FERC AE 2= S 2MReR HIH
gElc Z9S 0|23t ZaKI0|X H|0|FHa| MEXo| chst nzio]  H2U HUME SEE0| LHEE JYS O|E £ ASS AX[EHOF &
sEe Ejzel SYEE £07| AP MAS MABh| gistoy  AOICh 53], 10-30 W uASSl dE JIME Bék= A=
OIS W4 7to] REX BAS MYt HFOHAUC FREL O S ME2 M2S &6 Bad 22t 78S

S AL AJAPES Cheat 2t Hote 227t BoBg 0|F #8sh= YYES nefsfof Bk
R, HolZ2l MBHO| Cf HAE Z2o| EjEe sz =M 2HE IE S e 7S 2ME S0 YR
Zto] BAS MTEICHs 2o lof7t Ut HX) wlojHa) ma  BUES FX YA, AE s2ok Boe 2PN FYS O
DAkO|X EHES ofpf OIS H2Z2 i macs swstn AUCh B2 AMS2 R S8EE S AMEE 3FH 2UE
EMEES =07 Q3 wEST QCt 1 H2 = syt maie  BE AMEC FENQ HAME 2E AN LS HHES
Z202 2 4 U2 HOICL 5, XIS S3F Swep Yot py Ok LS 2 92 S2 QM AR Bs FeE B0l U
S0IM D2HS0| Bf=ot SHEO| OjXle ¥ BAS ¢ 4 o HEO 2 LSO D 1293 FROA| Xoka Atts 2ME
A1 0|2 E3) 7|9lo] XYUS TEISlALL 2xs == gk ZOM /UCh AR RFEL 22t AFUE/N 7|l 2ol
012 B 4 Ol ECH2 oREYCHS 240] ofo|t 9Uct 2H7t B FAeE UYCH, 0| S8 e wAS HP, oF
SRy, = Q7 ZnlE E8) =¥t Z2o| =it gjeee]  HZIGHES 80l EZEZIE SHACE (COMMISSION,  2020).
BHE MHEUCE 02 M FTOME HBC Z2 (2, B8R, M2t ZAXIO|= H|o[FHZ| M2EoM= EUE S22 WE2

2ol et SY=E =017| ECt Ei=E HIE 5 U= U822
| =

d!
aet 7S Hosts A0l MY

Chrysochou, 2014; Oh & Yi, 2008)T &Lt T2iLt 2 qoae & = = Q= da, 9E
TNot IME HAMC ELo WES XL o2 see mac SEY HES O8A0 SEE0 FZNY mus OFE =+
ENZO| Q&S OjX|K| = Z{02 LIELLCH AUCt= S QAAISHD MFSHA 2h2lsiof g Zi0|LCt.

A, HI@e FZ0| 2 IHE OX= I TAHE
Ameoct Ho#z M2Ho ot mwc =Zon sac 530 APl AW U TF AR
FdEol YA HAE AHE MAQTE O|0[SICE 1HNM
O ZAnE Ao 21 0t B S420| YA dE2 2 ¢i7e ZHXo|lz Ho|Hz| MEFel EME FTEQ
OXl= A2 LIEtHCE Eoh & AF0Me 7[ZEQeL), o8 Z=abdo| Cist AS =QISHRICE EESh ZaiXjo|=  H|o[AHzZ|
goC DS BHE0 SANOZ Ro| ¥EE UK 2oz  MEHo HUC B2 BN O ARt ojojsiEol ¥
Llepsdeh |Z0] 917 B SRAQl oI BEJL BUE M0 7Y YAV @ 4 cks FojM 1 oot ot JzolE
@s2 OlZICHs NSt RABITH (eong 2020) W2hM, SRS 278D 2 TE 9T e SAED A7 wo|
E20| 21 SYC0| NYHQl YL /Xl RS OjHBICHD  MAIEIRICE X, S F2o| mutES Emot SHE o
g 4 olouf, SHmel E mEE Jlgo] ZHEO| 04 CHE B0, A2iKim etal, 2019)S 0|8 AF0| Loy oz

Holth =/, 2 AolME HA ZK0|= #jo[FH2| HMEFHS
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sEE Z20| =AC EjzZel BAE A0 OXs FES
MEmQtoL}, Baso| mXIMO| T2 o[z} LIE & ct
=t =

HEof M2t SXM7F MEat 17tel MEFS ChRe 840/ ¢
E ojgel 3710 mMEtME Ch2A LEFE

JgiLh, 2 AFoME EHE A0 HE e FE22
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Appendixes

Appendix 1: Measurement model
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Factor

Constructs and Items . a rho-A C.R AVE
loadings
Advertisement 0.952 0.952 0.961 0.805
| like the advertizing and promotions of this store. 0.886
| react favorably to the advertizing and promotions of this store. 0.893
| feel positive toward the advertizing and promotions of this store. 0.900
The advertizing and promotions of this store are good 0.902
The advertizing and promotions of this store do a good job. 0.894
| am happy with the advertizing and promotions of this store. 0.908
Publicity 0.941 0.941 0.958 0.850
Publicity about this store has been significant in affecting my views of 0.913
this store. :
Publicity about this store revealed some things | had not considered
] 0.924
about this store..
Publicity about this store provided some different ideas regarding this 0.932
store. )
Publicity about this store really helped me formulate my ideas about this )
store. *
Publicity about this store influenced my evaluation of this store. 0.918
Word-of-Mouth 0.934 0.935 0.958 0.883
The opinion of my friends/family has been significant in affecting my
- : 0.949
views of this store.
My friends/family mentioned some things | had not considered about this 0.932
store. )
My friends/family provided some different ideas regarding this store. * -
My friends/family really helped me formulate my ideas about this store. * -
My friends/family influenced my evaluation of this store. 0.939
Brand Attitude 0.93 0.931 0.95 0.827
Overall | think this store is very good. 0.881
Overall | think this is a nice store. 0.932
Overall | think this store is very attractive. 0.911
Overall | think this store is desirable. * -
Overall | think this store is extremely likeable. 0.913
Brand Loyalty 0.898 0.906 0.937 0.832
Will visit this store again. 0.846
| plan to visit this store in the future.
| will recommend the store to my family and friends. 0.941
Will recommend this store to others. * -
It is worth recommending a visit to this store to those around you as well. 0.945

* [tems were removed during measurement model analysis.



Appendix 2: Fornell-Larcker criterion, mean, and standard deviation (SD)

The Effect of Brand Hearsay of Franchised Bakery Stores on Brand Attitude and Brand Loyalty

1. Advertisement 0.897

2. Publicity 0.661 0.922

3. Word-of-Mouth 0.673 0.778 0.940

4. Brand Attitude 0.754 0.566 0.651 0.910

5. Brand Loyalty 0.702 0.466 0.563 0.816 0.912
Mean 4.546 4.239 4.236 4.694 4.850
SD 0.983 1.203 1.290 1.064 1.138

All constructs are significant p < .01. Bold numbers indicate the square root of AVE. Off-diagonal elements are the
correlations among constructs. For discriminant validity, diagonal elements should be larger than off-diagonal elements.

Appendix 3: Heterotrait-Monotrait ratio (HTMT)

1. Advertisement -

2. Publicity 0.699

3. Word-of-Mouth 0.713 0.830

4. Brand Attitude 0.754 0.606 0.699

5. Brand Loyalty 0.801 0.505 0.611 0.891 -

Appendix 4: Structural Estimates (PLS)

H1-1 Advertisement — Brand Attitude 0.591 12.313 hid 0.445 Supported
H1-2 Publicity — Brand Attitude -0.056 0.963 0.336 0.003 Non-Supported
H1-3 Word-of-Mouth — Brand Attitude 0.298 4.842 b 0.079 Supported
H2-1 Advertisement — Brand Loyalty 0.236 4.319 ** 0.062 Supported
H2-2 Publicity — Brand Loyalty -0.112 2.337 * 0.014 Non-Supported
H2-3 Word-of-Mouth — Brand Loyalty 0.060 1.063 0.288 0.004 Non-Supported
H3 Brand Attitude — Brand Loyalty 0.662 12.381 b 0.549 Supported
- e [ e
Brand Attitude 0.608 0.310
Brand Loyalty 0.687 0.519

** p<.01, * p<.05



