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Abstract

Purpose: The purpose of this study is to investigate the effect of customer-based brand equity on brand attitudes and behavioral
intentions in the mobile e-coupon service market for foodservice franchises. Research design, data, and methodology: The sample
comprised customers who had used a chicken mobile exchange voucher from a foodservice franchise brand, among KakaoTalk gift
mobile exchange vouchers, within the last three months. The survey was conducted by distributing an online self-administered
questionnaire, in which participants responded directly. The hypotheses were assessed through confirmatory factor analysis and
structural equation modeling using the AMOS 22.0 statistical software. Result: The results of the hypotheses are as follows. First,
among the sub-dimensions of foodservice franchise customer-based equity, brand awareness, brand image, perceived quality, and
brand loyalty were found to have a positive effect on brand attitudes toward foodservice franchise mobile e-coupon services. Second,
brand attitude toward the foodservice franchise brand mobile e-coupon service was found to have a positive effect on the intention to
use and word-of-mouth. Conclusions: The results suggest that foodservice franchise brands with strong customer-based brand equity
also have a competitive advantage in the mobile e-coupon service market.
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1. Introduction SHHA AH|Xpo| Mgt 7|E H|=L A0 oy #Haiot o
oLt QACH (Kim & Yoh, 2020; Noh & Kim, 2007). 1% SfLt
CIXIE AlCHel =2fet 24 =HpY OjCjof 7|&0| &E E FES & #+ s, d38H FE Y F0| FE
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2. Literature Review
2.1. Customer-Based Brand Equity

2 1980 AL ZHLEE BAE HEE O X
2 Tl |FEF Mo FIIHLE X8 e F
2 E4ut FFEQ E42 S0
Zotetn o] AAFXES| BEO| Wt CHSHA
L, YEtNoz 2ME0| Choto] MR ao| JHX|of 5F
= 7|9 ™ (Firm-based)dt AH|XF7F X|ZtSl= 7}
[0l 5T & AH[XF 7|8 2 (Customer-based) 22
o5t QUL (Lyi & Lee, 2006).
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2.1.1. Brand Awareness
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Xo|x HECS0| AN, HME 7+ S92 XX|3H] St ZS OfEE JKD QojM MzsHe HZo|L} MH|2
s M2 dstn ACt IFHQ BEME O[0|X|= ol £ MF0ist= d2S 2l0|Stht (Aaker, 1991). EME 54
of O g HEFHECH 20X0|7| W0 EWE 0|0]X| e Lo gt HTEH MW, 5F EWEQ Y SH=7t
240 HX|1L AL} (Kim etal., 2015). =2 142 Zd BdeE [og {E5= OHFE 28
of ol 2760 ApAO| MEsts =S| HEOIL
2.1.3. Perceived Quality ME|20| T3t XI&H TO0) $ES KA (Kim & Ry,
XZtEl FHOo|Z EF MEBOIL MH[AZ) 22 2=38t 2014). SR, BHE SHEI} £ AHR: S B
= ool ek =71 AEHY STo|L 2RE0 e A OAE 2 ojstol BRI SWHE THIY FHE ohe
ZtoZ HOIT| (Aaker, 1991), /A ARIOA Q| X|ZtEl EX ZE0| QUL (Keller, 1993). AR, AH|XIO| =2 =UE =
2 A7|Yel MEo CHEIo o|=dtn e ZHOILE M MEZ o8| ST 7|9S man|Q 7tH MES 3 & 9
Hl20) Tholol AH|XPF FHEOE QMG Yt A2 O (Aaker, 1996). DIXBIO 2 7|2S M2 DHS SA[8
SIBIEEY (Choi etal, 2011). £ Aol Hi# SAS BHEIL £2 JIE DAS QX
XHE BR dwE dm=d, AW, 244 d 9lef St B8O A ECh (Lec & Park, 2014). OIH
BHES HE F0O0f 20 &S O|X|=0|, §35 H|X} BaE SNTE 70| QoM =2 ARHQE A &
o Fof 78207t ¥2 20 XZ4E FEHo| o 2F 2)0jQ, BElE MEH|E ZA S3p 20| 7|Qle| OjafItk]
o 28R 2eleR HEUC (Asker, 1991). SH, XIHE H=0| Q0oIAl Z23F X|EO|XF (Aaker, 1991), HHE XpAl
SHE2 HE 0|8 TEI B A= QQRALE (Pappu et al, TZ0| QUOjA SAXOl AT BICtD 2 4 QUCH (Aaker,
2005), X|ZtE EH0| 23ICHH HE 0|8 UFZE =0} 1996; Choi & Lee, 2011).
ZIC} (Shim & Seo, 2016). AFf, X|ZtEl ZXHS =2l ZME QATIYE nMao| FU|HOl A A, RX R E™
of Y™l FEeS O/ ZMNEDte| Atz U EX|IM O] eHE8HQl =22 M3 = 5= UAOIM, AFAIS| EAHEO
ol 277t ECh (Keller & Aaker, 1992). SIW, X|Zt=l EZ CHaH |Xte| ZEst BHHWE ISHE FHES /T OHAHE

. Al 2
of 2B 7|ojMel 21 8l 82 &3 27t 2utHe e

2 LIEHCE (Aaker, 1991). OHX|To 2 AH|XIQ| X|ZHE &
U3E0| B2 2UE XpA0| BIkSt0] BB =2 2.2. Brand Attitude
E Xheb #E0] MRl FEkg FCOHD £ = UCH (Anet
al., 2006) BHME HEs BEE 2yt HEe R, AHXIS0| 2
QAo QUoIM QA7 BRMES| X|ZtE FHE HEE MEdSHA| Zle B2 27t Ele 2= o
QA7|ol RYNQl REN RHAHO 228 RE Y} SHXQ BIHE ofOlstCtn & £ QUTH (Keller, 1998). &
1 en, XZtE ZHO| ot 4ol = 7Yl ojnt E Efe= AH[A7E £ BEUMES 4E0|L MH2AE M
ANEEREE 0|0X|7| ME0| X|ZE 222 42 ¥ Bt o, =Rl J|FE0| EH F2 iAol ZHe Sl
Xt &=O0FX|2 UCH (Hong et al., 2004). 2/47|Y HaHEQ| X| M EICE (Aaker, 1991). AH|XIS| HHE Bz 7|Y¥at &
ZteEl 2H2 349 o XYl MH[A A OjEel 227 HIXtotO| Mo AN Za3H H=0|X} ACH=tntel Haj
S22 FY o1 e, oy MAAFTHM X[ZE OlAM M2l dado et g0l U2 I ZEx{erct
SHO| AH[Ztol M= SHE, O o= S0 3EHC (Morgan & Hunt, 1994).
@2 T Zo@ HEEYUCH (Moon et al, 2016). LHEHA SHE HEs oo 2HRS0] 01f dE, 7 gs,
ANTIY 7 XY HUE FYHBN 2A4T|Pe 29 Foilsoll, T 2=, WYE 2= Sol 4 o= &
= M7 QsiM K|ZtEl ZEo| sfAlo] WaAmMoz Q7 o g2 OiXs M3 =2 AH|XA SFE 2
EICt2 £ = UL} (Hong & Kim, 2018) d= H=E s0Fs A2 sesta = 5+ A
(Chaudhuri & Holbrook, 2001). O|0f StAO|AME AH|XtO| Y
2.1.4. Brand Loyalty & 52 UHsts Fo UY Haz BHHME =S AT
HAC =AMCL MBS @SbolL} O E =0 o3 21 USM (Kim & Kwon, 2017), 7|2 HOM EHE
Mot S0 FLE = Ue dHoMz EF 2HE0 O Bes AZERE 22 7182 datoe ggs 0x=2
2, J|YE2 XAF MBS =25 HFstL oF3t7| LIt
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2.3.2. Word-of-Mouth Intention
THE2 AHXE0] £ HBOLE AMH|[20 2 SH
N e 28 HEE TESE AEHQ ALE H9
L} 282 2|0/ (Brown & Reingen, 1987; Engel et al., 1969).
AMAROMel H2 FE|He FHE 71X FEIE ofd
XNoezRE €A &= YE=EM, OE EO0|Lt BEE
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3. Research Methods and Materials

3.1. Research Model

2 7L QAmAROIR AH[R |5 HAS o]
THY TE AHA0 BE SUS ET, BS ol 7o
AMEAS AFSHDA BTt Aol BN LAHT| e
HUGITES HEOE Appendix 1T} 22 TRHS M

3.2. Hypotheses

3.2.1. Relationship between Customer-Based Brand
Equity and Brand Attitude
HHE 2AX=E ME X MH|20 Ciet 2ldE Sl

o
=0l Q022 AH[Xto| HHME EfE=0f

7ol d¥HE
SEH™Ol A2 O|XICE (Aaker, 2002). HHME QIX|zQt H
HME EfT ZHo| QIMHAIE AT MYALE HmET,
SHE HED 40| Ues AHXE YR HzH
719el BEME QIX|=Qt HHWE EfT Zto| QINtEAE &
33 Kim (2023)2| ¢IF0|A= BEHE QIX|=7t EHHE Ef
2o 38 FEE2 0Xs AE AT, oA A
EYE UESH AHXIE MR HHMHE Xzt HHUE
Ef= Zto| QA E HB B Kimand Kwon (2017)2] S7L0)|
Me BHE QX|E7F EME Efz0f SFEQ &2 0O
K= AS BSSHHAM, AH[XIQ| oha] HAEZ0 Cist =2
HE QX= M7t ZQSICHe AS ZXSIJ2H, H|0|HA
2| dEHE 0|83t AH|XIE MR EME QAX|Ze}
Halc BT Zto| QMAAE ZHBTH Cho (2013)2 A0
Me BHE QX|E7F EME Efz0f SFEQ &2 0O
Ae AS ABSIHM AHXPI sie HHEE & QIX|
g = AZE Mot Znot ZHIL HQSICH AASHRY
Ch M2t 2 dAFoMe ot 22 M¥ATe ANtE Ht
BOoE2 HUME QIX|Z7} QAZUKO|=Z HEHE THY e
FE MH|A0 ot HHE B0 |oldt &S O/E A
OS2 7Pgsta, Ch2at 22 JHEE +-SIRACL

Hi: BEHE Xz QAZAMX0|= EME DHIY e
FE MH| 20 2ot HAME B0 F+e IS O0E A
O|ct.

HAE O|0|X|= AH|ALS| 7|19 &0 U= MEL £
E= GEnt BEE HIME AY0 oz HALE QAo
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3.2.2. Relationship between Brand Attitude and
Behavioral intentions

2t2|X @-&ZO0|2 (TRA; Theory of Reasoned Action)} 7|2
X JWEO|Z (TPB; Theory of Planned Behivor)Ofl 2|5t &
ol HEo UNM Ejl= HP FES DIXICtD SHRAC
(Ajzen, 1991; Fishbein & Ajzen, 1975). EME Bz &= 2=
CHslf QlAlSte AH[XtQ| H™HIAM QL FILEM (Keller, 1993),
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Ch ~ 7: 0| J2ECHhE HFEACH 22|10 ZACHEXLS M (20.3%), 50CH O|AF 112F (22.5%) =22 LIERoH, ™
ARLSAHSHE EMS msty| fIstol ME, Lto], XEE H SERtel I LIO|E 40M 2 LIEFGCE MR, st
# 2= o, YU == 579 2F0| ZHHE UL it £ 270Y (54.2%), CHEHR O|4 889 (17.7%), T&

O ¢ 833 (167%), 1&stul £ 0|3t 57H (114%)2
3.4. Data Collection 2 LEIL} TS oA mstaXte| 25 H|80| =Lt LN,

22 OFet HHFAM=

1= 712 278Y (55.8%), Ol= 201
2 Hd7e AH|XHEO| 7HY BO| MR8t U= FtFt (40.4%), 7|E} (O]= = AtH) 19F (3.8%) =& LIEIG
RE MESHIIE 2 A7 AL YR ZHY - FE A C} Omx|2toz, AL 3ALY 2158 (43.2%), MYTE 58
HAZ AEoHRD, 717125 M=5t7] 2ot wekd FHE B (11.6%), M2E 49% (9.8%), SHY 438 (8.6%), AHHY
ag & Mmool EHMEZT AFEO RUAs X 358 (7.0%), TON/AMHIA 278 (54%), Z2|THAM 249
tel 2ot & Aol =XQl QA ZMXI0|= AH|Xt 7|8t @48%), 3F& 178 (34%), F= 16¥ (32%), 7|t 148
HEE Xt 0| REStEE X7 EUER SHHSHIUC (2.8%)2| &= &2 LIEFGICH
ZACHSRHE 22 370 O[LHo| FHFtRE MESHI|0IAM
X7l 2HY WekdS BRI M=, 22 0|8& 5 Ciet 4.2. Confirmatory Factor Analysis
EXMoE FOig Yo7 HoREFEYHE 0|8310
MEE|ACH ZHY HEZAL AR © A32|d FEC=E 2 Ao AFEE THIEE BT s 279l Ef
2 3742 ool 7H7tRE MESHII0IAM K7 ZHHY m SMar MZIY HELS =¥ QO0I8M (CFA; Confirmatory
SHES FOis] 2 ZE oREE 2& FES MAIE =0, Factor Analysis)2 S0l 2SS0, 1 A= Appendix 3
TOf Zo| U CHAXIEE 20| Host=S SRt = o Zoh 2E 5Y 2o BEESE QofsE
Bh 2 ORAIQ| QF JHsME XA QS| MEKX| A|E (Standardized factor loading)2 676 ~ 921 AtO|o| Zt& LIE}
Holx|of £ <ol HX|, S HE S0 et S A WA, p<001 LHOIN fol3t Ho=Z LIEGCH 2¥o| S7
ALt SEAHE At7|7| YAl wHH S AtESto] ME0 S M HSIE (Goodness-of-fit statistics)= 2= 355.221, df = 168, x
EHSI T, 541 O MEX|7} 34| QUL %/df = 2.114, p < .001, NFI = .956, CFI=.976, TLI = .970, RMSEA
S48 MEXE A%E 20| fs) SEATF HIHA - IR UEL 25 82 U@ £292 UREL
Moz St SEIS EX[E 4 oo A|rft o (Byrne, 2001). ot = Z&o M2l (Reliability)g 4S5
o A St7| {I5H0] A 2HISH It (Cronbach’s alpha) Al O|&

(Maximum long string)= AHES0] O|&X| (Outlier) 97§ (Meade
& Craig, 2012)@t CHHZF (Multivariate) £24]0|A] O|AX|E &
OfLf&= wfHQl OpghaticH[A HE| (Mahalanobis distance)S
210I5t0] (Mahalanobis, 1936), 2 2% patO| 001 O[StZ Lt

of L§AM A (Internal consistency)2 5™t 21, 2= F
d 2ol AEHISH A A= 819 ~ 917 AHO[Q] e
B OLIEL 52 WA LEgol e ALE  LIERRCC
(Nunnally, 1978).

Ebct 34705 HIQI5H0] (Tabachnick & Fidell, 1989) & 4374 & ClSoz 2 ollojA AFREl =X Mo 2A7|E Ef
Melet 21 49878 ASEA0 A8 T (Construct validity) &4 Z1H= Appendix 42 ZCH &2
£ Y o HIFREAMFE  (AVE; Average Variance
4. Data Analysis Extracted) %42 .603 ~ .790 AO|2| ZtO 2 LIEIL} Bagozzi
& Yi (1988)7 HM|QHsk grQl SE EIMSIYL, JHE AEE
4.1. Profiles of Respondents (CR; Composite Reliabilities) 2t2 819 ~ 919 AlO|o| Zto &

ot 72 =hbf 2E FF H

=3 =0
o5 HeEQ

LIEFL} Hair et al. (1998)0] &|A
TSt 49820] QTSN

d o +£ T @48 2

T
LIEIL = &F EFEM (Convergent validity)O] =& E|ACE A

=]
2 SEE A g 2ol Xo|E LEtWE= =S LIE
I C

r|r

URY HES

0x rlr Jm

SH
dg mst7| fpt HIEEM  (Frequency analysis) Z4f
Appendix 22} ZCH WX, 4892 04 258 (51.8%), &
2408 (48.2%) 22 LtEtL Ofd SEAte| HIE0| HY SH =
Xto| HlgECh o7 =%t =W, A= 40th7t 157H B
(B1.5%) 22 J+& Qo 30CH7 128F (25.7%), 20CH 101

=
T EFEHY (Discriminant validity) 252

= | =
o YA ME & ()2 BE2UFE US Hlﬂﬁf
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4.3. Structural Equation Modeling

2 7o tdE dBoty| /stol AxaEA 2™ 2
M (SEM; Structural Equation Modeling)= 2t Z1H= Appendix
5o ZrCh HX, 2@l SAHA HMTTe= x=1501.714, df =
177, y¥/df = 2.835, p < .001, NFI = .937, CFI = .958, TLI = .951,
RMSEA = 0612 LIEtL} B5 =8% U5t =F 0= LIER
C} (Byrne, 2001).

TaRUEA nd 2N A0 MetE A ~ He 25 M
BHEl W2 LIEMGCL MEECE MEEM HHLE QX
T (HI: p=157, =3.044, p<.05), HME O|O|X| (H2: p=.182,
=2.416, p<.05), XL E EH (H3: p=.394, =4.981, p<.05), EH
E =MD (H4: p=.125, =3.583, p<.05)= EHE Ef =0 H(H
o deE O|X|= ALE LtEIRICH ESH BEHE Bz O
2 9| (H5: =932, =20.324,p<.05)2t ™ O|= (H6: =878,
=18.202, p<.05)0l F(+)2| &S O|X|= A2=E LtEFRICE

5. Conclusions and Implications

HUMEE DHY T A
dxo|= 7|0| B7ttol| WM ZHHY - FE MH|A AF
LHOIIA AH|XSS| MEHE 7| {3 QA ZaMXj0|= HH
L Zto] X|get OiAY dO| ARERACE 2 A7= oY
oh AHOIA 2ERiES| Xt QQIO|X}, A2/ JAHO
1, AHIXRel A QA WE o g HWHSts AR
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HiA A|Z0| 22SH0], QAlZEHXto|= AH|AL 7|8 BHIHE
Rt BHEY e FE MH[A0| 2Tt BHE EE, #HE o=
ZHo| QIuIEAE MBXMoz ABSIYUCts FOM gF9
o[o|7} AL, AAFE 2 CH23t ZCt

5.1. Theoretical Implication
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OX|2te 2, QAIZZHXIO|= AH|XL 7|HE HPME Xpit
of 3Rl T X|ZE Z2ZHO| ZHIY FE MH|20 2
ot BHE B EO| 7tY 2 FEE OX|= A2E LEHRCH
Ol2fgt Aits QA ZXt0o|= 7|l EME Xpitut
QS ZhO| QIpEHAIOIA X|ZtE EHO| A DhEof JHE
Z g2 0jX[= A2=E AZST Jeon and Park (2017)2] A+
Znet HAEZ HME XHAO| SEEWE HMR HE Ef
T 7t QlupEtA

HME Ejzof 2™ s
Seo (2016)2| 171 ZItetE 11 20| H
C} QAlZaixjo|= HHME

7|=0[xt 7k 2 ddEHolz2t
2 4 k.

5.2. Managerial Suggestions

HEH AAE2 G20 20h WA, A= MXo|= &
HIZL 7|8t BHE Xpib2 B[ RHHY o FE AH[20
ol BHE B0 3FHYU dgs DiX= AS =2t
ALt O|A2 Crdet HAMETL YUFTH RHY - FE AH]|
2 AN RpALSl BERMETE AHRISS| MEES 7| 2
M= ZEHe AH[AF 78 BE X 50| AR Of
Of oHCt: siME = RACL MatM AMZWKO|= 7|Y2
2H[AL 718 HHE ibs XpARel STt AHHe 2 214
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Appendix 1: Proposed conceptual model

Customer-Based
] Brand Equity

Brand
Awareness

Perceived

Quality

Brand
Loyalty

Brand
Attitude

Appendix 2: Demographic profiles (n = 498)

Behavioral
Intentions

Intention of
Use

Word-of-Mouth
Intention

Variables n %
Gender Male 240 48.2
Female 258 51.8

20s 101 20.3
Age 30s 128 25.7
(Mean age = 40 years old) 40s 157 315
Older than 50 112 22.5
Single 201 40.4

Marital status Married 278 55.8
Other 19 3.8
Less than high school diploma 57 11.4
Educational level Associate’s degree 83 16.7
Bachelor’s degree 270 542

Graduate degree 38 17.7

Office worker 215 43.2

Housewife 58 11.6

Professional 49 9.8

Student 43 8.6

. Self-employed 35 7.0
Occupation Sales/Service Jobs 27 5.4
Freelancer 24 4.8

Public official 17 3.4

Unemployed 16 3.2

Other 14 2.8
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Appendix 3: Confirmatory factor analysis: items and loadings

Constructs and Scale Items (Cronbach’s a) Standal:dized
Loading®
Customer-Based Brand Equity
Brand awareness (.881)
X’s product characteristics quickly come to mind 902
X is easily distinguishable from other chicken franchise brands .823
X’s brand logo or symbol quickly comes to mind .807
Brand image (.827)
X has a better image than other chicken franchise brands 794
X has a differentiated image compared to other chicken franchise brands 791
X has a good overall image 768
Perceived quality (.819)
X provides reliable quality chicken .855
X provides superior quality chicken 788
X provides consistent quality chicken across all its locations nationwide .676
Brand loyalty (.909)
When I think of chicken, I prefer to choose X first 912
[ use X more frequently than other chicken brands .895
I consider myself a regular customer of X .824
Brand attitude (.917)
X’s KakaoTalk gift mobile coupon is desirable 921
X’s KakaoTalk gift mobile coupon is useful 879
X’s KakaoTalk gift mobile coupon is a good choice .866
Behavioral intentions
Intention of use (.891)
If I were to use a KakaoTalk gift mobile coupon for chicken, I would choose X's mobile coupon .860
If I were to use a KakaoTalk gift mobile coupon for chicken, I would prioritize using X's mobile coupon .854
If I were to use a KakaoTalk gift mobile coupon for chicken, I intend to use X's mobile coupon .853
‘Word-of-mouth intention (.893)
I intend to recommend X’s KakaoTalk gift mobile coupon to others 905
I intend to speak positively about X’s KakaoTalk gift mobile coupon to others .851
I intend to encourage others to use X’s KakaoTalk gift mobile coupon .821

Notes 1: * All factors loadings are significant at p <.001.

Notes 2: Goodness-of-fit statistics: y’=355.221, df=168, y*/df=2.114, p<.001, NFI=.956, CF1=.976, TLI=.970, and RMSEA=.047.

Notes 3: NFI = Normed Fit Index, CFI = Comparative Fit Index, TLI = Tucker-Lewis Index, and RMSEA = Root Mean Square Error of Approximation.
Notes 4: X = The chicken franchise brand for which you purchased the most recent KakaoTalk gift mobile coupon within the last 3 months.
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Appendix 4: Descriptive statistics and associated measures

43

Mean (SD) | AVE {1 @ &) @ ® ©) U
(1) Brand awareness 527(1.17) | 714 882 646" 621 527 565 549 533
(2) Brand image 5.01(1.05) | .615 A17° 828 753 537 621 601 561
(3) Perceived quality 503(.97) | .603 386 567 819 545 637 670 674
(4) Brand loyalty 4.62(1.38) | 771 278 288 297 910 487 597 560
(5) Brand attitude 5.22 (1.11) 790 319 386 406 237 919 806 780
(6) Intention of use 5.19(1.14) | 732 301 361 449 356 650 891 838
(7) Word-of-mouth intention| 4.96 (1.14) | .739 284 315 454 314 608 702 895

Notes 1: AVE = Average Variance Extracted.
Notes 2: * (shades) Composite reliabilities are along the diagonal, ® Correlations are above the diagonal and © squared correlations are below the diagonal.

Appendix 5: Structural model evaluation

Path g t-value Hypothesis
HI Brand awareness Brand attitude 157 3.044" Supported
H2 Brand image Brand attitude 182 2.416" Supported
H3 Perceived quality Brand attitude 394 4.981" Supported
H4 Brand loyalty Brand attitude 125 3.583" Supported
H5 Brand attitude Intention of use 932 20.324" Supported
Hé6 Brand attitude Word-of-mouth intention .878 18.202" Supported

Notes 1: “p <.05.

Notes 2: Goodness-of-fit statistics: y*=501.714, df=177, y*/df=2.835, p<.001, NFI=.937, CFI=.958, TLI=.951, and RMSEA=.061.

Notes 3: NFI = Normed Fit Index, CFI = Comparative Fit Index, TLI = Tucker-Lewis Index, and RMSEA = Root Mean Square Error of Approximation.




