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Abstract

Purpose: How to build the attitude on brand is very important, because it affects the positive word of mouth and revisit intention. Brand attachment,
brand name, and image congruence play important role on consumer behavior in terms of reinforcing consumers' perception of food service companies
and differentiating them from competing brands. Following the planned behavior theory, this paper examines the effect of linking brand attitude to
word-of-mouth and revisit intentions in the restaurant sector. Research design, data, and methodology: This paper examines the structural relationship
among brand attachment, brand name, image congruence, brand attitude, WOM, and revisit intention. In order to test the purposes of this study, research
model and hypotheses were developed. The questionnaire items were modified and used according to the content of this study based on previous studies.
All constructs were measured by multiple items tested and developed in the previous research. The study is based on the quantitative method and
considered 519 questionnaires fulfilled by customers of restaurants. The data were explored employing the partial least square—structural equation
modelling (PLS-SEM). Frequency analysis was conducted to identify the general characteristics of the survey subjects. To measure the reliability and
validity of the measurement tools, confirmatory factor analysis was conducted. Structural model analysis was conducted to verify the research model.
Result: The findings demonstrate that brand attachment and brand name had positive effects on attitude while image congruence did not have. Also,
attitude had positive effect on WOM and revisit intention. Conclusions: This study expands the literature about WOM and revisit intentions. This study
expands prior research in a similar field to which the theory of planned behavior (TPB) is applied, and reveals that brand attachment, brand name, and
brand image congruence play an important role in developing brand attitude that affect revisit intention and WOM. And provide guidelines on how to
enhance competitiveness in the restaurant sector based on understanding of linking brand attitude to customer loyalty and repeat business. By putting
into practice these suggestions in the restaurant industry, brands can easily build up their attitude and boost a positive WOM and the intention to revisit.
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Ae2 0jX|= HMHQl R0I0|C) matA f1 HED Zo|XQl
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OjXle E0tE Hluste HFE SiQICh @7 2, 2WE Jid
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Mg W FEAe FEAO| tig ATE AL, Zhang, L Liy,
and Ruan Q021 ERE TIYHO| X|ZE 7hK|et EHE AHS
SO #H0| FeE D|XICks NS HHSIRACE Pace et al. 2017)2

HAUE HEt FEE S22 24 OHoet OiE oMt

o ot

g 83 =&&

ofm
o
I
r
In
-0
N
=)
H—
M
rin
in
T of
k=)
N
m
o
Il

2ol DAVZEO| Qo WS OIHT
W2 o=of OlXE P2 OfHSHCtD SHRICE Ahn and Back

(20182 F2 EEO| EME EHE=E SYAI7IE SAO BHE

Ao Folst FeE O|RCHD SHRACE Park and Lee (2019)=

=
HHASO0| =YX MYESts SIS ZAIAEH =8¢t
2EE MEots Aol 2 2ME B0 S O/X|2, Ef=Tt
HE o= g =olotn ShACt

2 A0AE Olzfg MRS

A7t s 28Tt

Efz g #2

<H4> HFE EjE&= FH0| 7 (+)2 Fg2 0|7 Ao|ct
<H5> BERE Ej=:= TUE Q=0 ¥ (+)2 g2 nIH

Ao|ct.

3.3. A A

= AFoME ATl JtEEs ABOH| fld 2 Haof
tigt 2g= &gstl 22=AE 8ol A28 +HUSIAM =
dToME 22 6 ME S AMYHE 0|8 BHO| U=
2HIRE 22 AEZAE AA|ERUCE

HEZAE HEZIEO Q2B 22p1ez dEZAE
HAIBHILL & 531 £2 X7t HEE[Y 6 F 2t 2EZAF
AR, +8E 42X T F3E AR U =gHY S
X2 12 28 Helgt & 519 27t #M0)| 0|8&| UL

332. #59| ZEH ol

2 g0 ABEH ZPAFE2 AFSAEEE M BE
=0l 7 # EHE HEz ZHEUCL AFOAM  ALEE
HdEEee 71 JddAFoM  AEldnt EtEdo] AEEH
YRS HIEC R E AFY 0| A E 0] AFREATE

X, HME OfEN2 AH[XIL £ EMEQLS| YDAE S Sdf
Sl HAMEQ ozt W ALKZtoZ FO|EICH Brocato et al,
2015). & GT0|M= Thomson et al. (20052 STOIAl ALEE
gag & Ao SA =85t 3749 d=o 2 ZH-HE|RUCL
BHE {2 BEUES XSz 2A0jHQ HAMQZ THOfX}
52 189 HEOIU4 MHAE =mEIHSH:E oFF FLe=2
HO|EIC} (Janiszewski & Van Osselaer, 2000). Krystallis and Chrysochou
0142 AN ABE =S & AT J=o| A +=H510
570 g=oz SHEEAULL

EE O[D[X| YX|H2 AH[RI2| Xtof O|O|X|7} £ EHMEQ)

O|O|X| EE= I EIME ALEXRe| HAAQl O|0|X|Qt YX|ot=
HER FOIEICt (Sirgy et al, 2000). Grace and O'Cass (2005b)2t
Krystallis and Chrysochou (2014)2] SIT0A AMEEl stE8 2 Af
20| IA #=7510] 471 =22 FYERYACH
BUME EHE= £ EMEO it AH[XRQ

LAl HItZ HO|=ICH (Keller, 1998). Krystallis and Chrysochou

x|4=0|2
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OID
°J

e == [ e L E
I3'IEH01|E ol2{gt =

HO|EITH (Kim et al, 2009). T2 AH[XQ| FQ%t AHFLAHO0|M
HH2ZM 2H[XS0| BHYE

FNE= OAAECE ol

CHAl

=

‘8

A
Jm

Table 1: Demographic Profiles (n =519)

dams = g7 HE

ot #YE Soff Foiet

=

(=

CHAF 519 HO|| CHSH QUEEE
*If (522%)7F 4R} (478%)E Lt B
(508%)1t O|= (492%)0|
40 Ml-44 Ml (164%)7}+ 7HS
9%), 25 M|-29 M| (12.7%),50 M|-54 M| (125%)2] =22
(54.3%)0|
22| /AR A
125%)2 =22

k=]
(=

WA +stof

S= 0|83t

o8

AEg M2

- O

I}t (Richins, 1983). Chaudhuri and

XS o
8% 5HYS2

EMO
1 O

79|
BoLT,

=
= d

tsgo=z

Aol A

Table 11t
YA LIERGCH
=5
o=z

Category N %
Gender Male 271 52.2
Female 248 47.8
Marital Single 223 49.2
status Married 417 50.8
20-24 years 61 11.8
25-29 years 66 12.7
30-34 years 52 10.0
Age 34-39 years 72 13.9
40-44 years 85 16.4
45-49 years 71 13.7
50-54 years 65 12.5

Over 55 years 47 9.1
High school or less 118 22.7
) Two-years college 80 15.4
Education Four-years college 282 54.3
Graduate school or more 39 7.5
College student 65 12.5
Salaried worker 202 38.9

Occupation Sales/Service 41 7.9
Technical 55 10.6

Professional 24 4.6

Self-employed 44 8.5
House wife 88 17.0
42. 2¥ES0| Bl U MalY AS

2 g0Me ooz FEE ARl THAXRIYO
SmartPLS 33 2 0|85t [Tt (Hair, Hult, Ringle, & Sarstedit,
2021; kim, 2021). 21X, M2l ZM2 Cronbach’s a2t ATEHY
AME|E (composite reliability: CRIE 0| 83t0 2ME|UCE BME
Of%f, EME |, BEE O|0|X| LAY, EHE Ei:, MHYZ
o, A2l FH™ AFERO| CiSt Cronbach's alb CR #42
YUMo 2 Q&[0 J|EQ 07 & XuSh= H2E LERY
A12|40| HEBEZIULE (See Appendix 1).

theez, Efgdd2 +HEIgdnr fHEHEIEEoz  FEE0f
ZAZE|ACE Appendix 1 I 20|, Z+2te| Qolo| HAE QQIExY
% 7 Ol&to= LIEHGT, AVE 40| 05 O|M4S=Z LiERt 2t

r

o

40l

I_O

FHEIF o= 27t 8l ALE  LIEMGCH
Fomnell-Larcker 7|22 AVE | X|F2 (square root)
ECE AW EHEHENEYE0] Us ARE
A ot AVE o HM&2 4ol
”EEP = ‘éf% Ol—E— HLEHR|S 2tol ot

”% oF LIEHL} Zp AFEH
(See Appendix 2). T, AEA
H|%§ LIEtLH = HTMT (the heterotrait—
monotrait) Zt2 AME Zn 387- 899 (p < 01)2Z LiEL}

=1
THEEIEE MOl = 2HI7t 9le HSZ LIEFSCH (See Appendix 3).
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43. A7EH| HIt

2 oM E ATRHS WIS 980 SmartPLS 33 O]
AFEE|UCE PLS (partial least square)= LiAiEH4=0 MEHE (24t
Myo| AOi3 £ LERQA HABH HOEE e A0
2l
=)

=
ofst 2 8 0|C} (Vinzi, Trinchera, & Amato, 2010). O|2{¢t 24
RHof| CH$t Wot= O ZCH Hair et al, 2021; Tenenhaus, VinZi
Chatelin, & Lauro, 2005). MX|, dE 0t O ST =7t HIHZ| ALK
AW, Cre34tdE TITSH7| fIsto] 24HEE el (arance
inflation factor: VIF)O| 5 £C} %O}0} St=0|, & £ 1948 -
3538 2 LIEIL} CFE3MY 271 Sle AS= TEHEIDE =W,
Lol HAlyE UEHH= ZAFA=2 R o 2f8iA
OlE&Tt eIt SR =0, 2 AT0MEe EHE ElE 492 492%),
THO| 627 (62.7%), 12|10 XEE 2|=7} 579 (579%)=Z Falk and
Miller (1992)7} ®AISH 10 (10%)ECH =H LIEHCH (Falk & Miller,

oL

re
-
=2
X
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1992). 2¥HO| 27| 7|E2 67 (&), 33 (B), 19 (HZ HAI= 7=
SICH (Chin, 1998). AW, LHYHs=0| S5HE LiEH= AT
IXIEFE S SEH (construct cross-validated redundancy; Q)240|
OlZXTE X|=E AHE &[0, O] 40| 0 ECt 3T O ZXT =7}
TEHEICE 2 AN = B2t 374
O 546, J2|1 H=E 2[=7} 491 2 LIELY O] 7|&ES
A7l ARE LIEMGE & HFZHEO| OZH2 SRMR
0| 06 22, 7|&=X|2l 1
2oz

e zHo= =

o 4 %
2

In

a

standardized root mean square residual)

= 08 ECh 22 Ao= LIEIL} O|E530l= 287t Qe
ﬁ%ﬁ'EIMEh

CIEC R, #X2H NMEE (model fitye H¥H RIQ B it
ARERIE| (communality)?| Hz S =t0, MEZ (Square
roo) 22 HItzls ZHEEA Zntel XML (Goodness of Fit;
GoROll 2IsiA HIHE|RACH (Kim, 2021; Zolkepli & Kamarulzaman,
2015). AR 'E2|E| 22 Appendix 1 2| AVE Ztut SSICE 2t
GoF = 515 (V (566 x 470)2| 242 2Ol =2 A= LIEtRC)
GoF 2| 7|&E2 small: .10, medium: .25, Large: 36 0F Z L

s

44. A7H4o| HH

2o chet ZHEdE ASS7| fIst M ZAuE HE LEHAH
Appendix 4 2+ ZtCt.

H1-H3 2 EIE Of%, EME g, B¢
BME Ef=Of DXz @S EM517| flet Az &4 Ay,
22HE OfEH (B = 485, tvalue = 9031, p < .007)1F 2FME Y @
. tvalue = 4619, p < 010)2 23 E EHEON g +)Q 7ol
gdets OX|s A2E LIELE H1 - H2 = "
O|OJX| X4 (B = 072 tvalue = 1527, ns)% BYE EfZO
O|X|= Fe0| R2|0| SHX| QfOF H3 2 X|X|E|X| LUCH

H4 - H5 = EE EN=7F P30 YR o|=0f OX|= Fgs
Ao flet A2, 24 Zif BUE Bies 7 @ = 792 ¢
value = 35329, p < 00T}t MEE O|= (B = 761, tvalue = 34449, p
< 000l E (+)2 Relet 2 0Kl A= YEH} H4 1t

o
H5 = 25 X|X|Z|ALCt.

E O[Ojx| X|-go|

1
w
\S]

Haj =
Hen

Brand
attachment

Word of
mouth

485(9.0317)

.792(35.3297)

.232(4.6197)

761(34.4497)
Revisit
intention

_~072(1.5277)

Theory of planned behavior

**p <001, *p < .01, ns.: not significant
Solid line: Significant paths

Dotted line: not significant paths
Figure 1: Estimates of the structural model (PLS)

442. g0137| (P =AM

BAT| (effect size, ) 2L ZEHAE0]| Cfst SEHE|
ATIE BE MHSITH (Chin, 1998). 1 27|= 35 (@), 15 (3), 02
@9 Ml 7|E22 £REICH (Cohen, 1988). Appendix 4 Of|A E&
Htet 20|, SR HHE ofE0] ZLH40l HHME Ef O
8 2 HluwX I LEtRoL BRHe Y
(0eNZt =M= 0o|O|x| (0050 OXl= =at A7|=
OFStALE AHO| Sl A2 ZE LIEGCE OX[etez2 HHE EfEr}
T AYE o/ =0 0Kl =0t 37|= 1168 1t 1374 = 1R
A LIEFSCE

r =2

OjXl= =at 37|= 238
S

5. 28

5.1. O| 2% AAHY

#1 MMee HAEZol B 4so= ol sKet
URIE oY el HEE MUl 9 sHso o

=
FO|C} (Erkmen &

olor

FABEZ] fiet TEa &S MAISHOF ot o

Hancer, 2019; Liu, Hu, Lin, Tsai, & Xiao, 2020; Zhang et al, 2021). &
GRL 9y HUCE 0|8 ZHO| UL AHXE FHOE
QA HAE 40| 94 HMCSE 0837| HO|Lt 0|,
2|1 0|8 Z0l| AH|XFZ} X|ZsH= STt HEHCo| CH3H EfE
ddar MEE o= H AN oEA SgE OIXIEA
GTEQIS Zto| DEY TS MWD AR SHECk 24
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Hm, 2 d7= AeE &S o[2 (TPB)2 M8 FARR 20fe] ddY + A FEE Z2IYES jLSL 0l 28
HAATE 2ot 2ME Ofj%, HIME YY), BME O0)X] O E HEE MHOF Sh.
LR|YO| EHE EH=E /W USts SAM MYE o=t Rz =M, 2 Uar BE EjE ZH BA M ZHot HIME

A

Rajput & Gahfoor, 2020). 2|1 HZEA ZAWE EOE EWE  Q00|Zk= A2

O|OIX] RZ|H2fs HAlZ #OH OfLl2l, O|F S50 A7 AH[XPL FOEFSO|AHZ
o

s

| &0l
agoe  FoRE Dt FOHEEA M

2ge E4 #E2E st 7iojEetelE MAstn, 1 Zut dote ol0] YTl "7t AgtE AuEol Hejlz M FHEQ
AH[RIO] HHE EfE | ZRIAME MARZ = As 7[dte 20| Zst MH|A o820 HItel AH|XtO| HHE EfE HM0
ORAACH=G 2|27 ACH 22 O|FICHe ARt FAFSICH (Grace & O'Cass, 2005b; Krystallis

=M, = 7= 40| YAEY EMEE XMl JiEo
SHHFIE BE7F AH[AF EHE SYEE JiESt 14 =2
o Z

il =
A oI CHer =FE0| Z=E REY & USS ATOHEA  HUEO| QX|Eet AH|XF XS EME KIS 52 B

Chrysochou, 2014). [M2tA &2 G ZANE HESZ Q4

Mool OpIY HYRES 2P SUS UYL S of

T 2 02 ox oY

= = II —
olgfst St SE0| 7|0{st stotn & 5= QUCH Han, Nguyen, &  OfL|2t ERE AS Sof digt 2MEE FHHOZ MY
Lee, 2015). [2tA & Q9le= AH|XRQ| O|OjX| YX|o] EME Q= U(0|Y M2 HES|{OF Bt
B dol ojiat dekg O/X=XE o&EZ = A= Ol0/X| MR, HHE EfE=Qf T I XHRHE O 7F BHAO|AM ARt
LAY Ao E 3| sh=0 7|ofSHRACE SiE 2Eo| Chet 3EXQ HEE ddedsg 52 F4&E
AR, 2 d7e QAMRANM HAEY 2FHE O|OjX|o] o]  E20] A AU MHE o=t ORI HE o =+
Oist S&20] Zas2 MAISHIICE (in et al, 2012; Ekmen &  QURUCE O|2{3t Zike CHAsH 2OF0AQl 2RME Efj=of 7 7t

T
Q
5
[a)
i)
N
2
L
|z
[
In

O[OX|= 2QMMY ZOfOfM EMET  FFA ol TQYS CHAl ot =olgt 4= UCH (Ahn & Back, 2018;
J9=EE 295ln EMES {AGs o =30 E Park & Lee, 2019). (2tA A EHMEO CiSE F2 FTO| BHEE

9ooE Waxol My =RY2 HAGIGTE B SHC Off,  BHATIE SA0| B IS BEO WSOm0 IS
ol [=)

1]

ro &2 4

EHE 4, EME OO|X] Lx|dn &2 HHWE EHS OE == A= OpE TE0] EQeE HAIBHT
Aol QIX|et Hi, HHE FHEE =0l= O =50 O,
L ZQlMoZ " Co| st AXMAO| AN SI=EslT RHHIE
Oll— EJ—l'—|—E O" H0|_|- S o= :I'LI_E —|—|O}'—'— IHt:w; 53 g:r"°| '6'|-7.-||7t-l ol &t 01?“}-61
_ R . —_ o X oT - [= =]
OEE =Y + Art= JHEN = YA E HYBIAUCE

= amel y3py Ads o suse om gey 3 B A8 8 ETE A LR AE S50E
MERISOZ CI2 Hcelol WA 9l MF L apme o) TOM OfF HE UEASS aselof shewof et
R SIS OISR AIAES HIAJSHCH AAFBIE JIOISBIEIS MSUSA= Ervoba tsw @2
i SUBAE Fopl waues sucol g gEma ae 2T B TS POOER IR e e
B0l @EE OlEClE A3 WoE + At oy @ D BT TEORUIASHE T SAR SE HAS L8
HIH= Bahri-Ammari et al. Q0162 EEHE Oj&imt mMzof @t ool (s OlEE O R WEM - e SToMs

ol B ko]l fam K=} = O3
QoM OfRfo] THE, YX|Z Sof frizo| MRS WAl jjﬂffﬁ"”ﬂli fsﬁﬂlﬁ’ SEAts s e
23 dasymel BAS SN Adxel wsoge Cowe HES® UTE oo ol .
g AT GREDISL RARIC aH eaplge) = E BTE 25 ANMUINE HESS HTS QG
MRRST ZUNS oY Be mUse yeAge ¥ 4 e o U SEH Ww AEaE NSSEs udu AMEs
N8O EOl= AHRSO| sig HEcor zes ojmg oo TS 9% 98
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Appendixes

Appendix 1: Measurement model
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Factor

restaurant brand again.

Constructs and ltems loadings a rho-A C.R AVE
Brand attachment .905 .906 .940 .840
This restaurant brand has bonded with me. 921
This restaurant brand is connected with me. 919
This restaurant brand is attached with me. 909
Brand name .886 .889 .916 .686
The name of this restaurant brand tells me a lot about what to expect 828
from this restaurant.
The name of this restaurant brand tells me a lot about this restaurant. 824
The name of this restaurant brand means something to me. 811
The name of this restaurant brand sends a message to me about this 851
restaurant.
The name of this resta_urant brand tells me everything | need to know 825
about the brand’s service and brand’s products.
Brand image congruence 914 915 .940 .796
The image of this restaurant brand is consistent with my self-image. 875
Visiting this restaurant brand reflects who | am. .882
People similar to me use this restaurant brand. .904
The kir)d of person who typically visits this restaurant brand is very 906
much like me.
Brand attitude 901 .901 .931 771
Overall, | think this restaurant is very good. 870
Overall, | think this is a nice restaurant. 869
Overall, | think this restaurant brand is very attractive.* -
Overall, | think this restaurant is desirable. 888
Overall, | think this restaurant is extremely likeable. 886
Word of mouth .860 .860 .934 877
I will recommend this restaurant brand to my friends or neighbors. 937
| will spread positive word-of-mouth comments about this restaurant
brand to other people. 936
| consider myself to be loyal to this restaurant brand.* -
Reuvisit intention 832 832 922 856
| am likely to use this restaurant brand in the future. 925
If | found myself in the same area another time, | would choose this 926

If it were available for my visit, this restaurant brand would be my first
choice.*

* ltems were removed during measurement model analysis.
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Appendix 2: Fomell-Larcker 66riterion, mean, and standard deviation(SD)

1 2 3 4 5 (]
1. Brand attachment 916
2. Brand name 595 .828
3. Brand image congruence .640 576 .892
4. Brand attitude .669 .562 516 .878
5. Word of mouth 713 526 516 792 936
6. Revisit intention 495 443 .339 761 663 .925
Mean 4.395 4.469 4118 4977 4.797 5.194
SD 1.237 1.098 1.243 1.096 1.262 1.133

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 2 9 4 5 6
1. Brand attachment -
2. Brand name .665
3. Brand image congruence .704 .637
4. Brand attitude .740 .624 567
5. Word of mouth .807 597 .581 .899
6. Reuvisit intention .569 512 .387 .879 .784 -

Appendix 4: Structural Estimates (PLS)

Paths Estimate t-value p 2 Results
H1 Brand attachment — Brand attitude 485 9.031 .000™ .238 Supported
H2 | Brand name — Brand attitude 232 4.619 .000” .061 Supported
H3 Brand image congruence — Brand attitude .072 1.527 .017 .005 Not supported
H4 Brand attitude — Word of mouth 792 35.329 .000™ 1.683 Supported
H5 | Brand attitude — Revisit intention 761 34.449 .000” 1.374 Supported
R? Q?
Brand attitude 492 374
Word of mouth 627 546
Revisit intention 579 491

** n<.001, * p<.01



