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Abstract

Purpose: Korea is also one of the markets that is growing significantly in the wine market. Due to this influence, Korean mainstream
franchises are also increasing the proportion of wine sales. This study aims to examine the sustainability of wine brands from the
perspectives of environment, organic farming, and ecological protection, and to verify the influence of these factors on consumer
attitudes and intimacy. Research design, data, and methodology: The data were collected from 306 wine purchasers aged 20 or older
and analyzed with SPSS 25.0 and SmartPLS 4.1. A total of 311 questionnaires were collected, and 306 were used for analysis after
excluding 5 incomplete questionnaires. Result: The findings showed that the environment, organic, and ecological protection
positively influence intimacy. In addition, organic positive influences attitude, but the environment and ecological protection did not
influence. Intimacy positively influences attitude and loyalty, and attitude also positively influence loyalty. Conclusions: First, this
study explained consumers' perception of the sustainability of wine brands through self-identity theory. Second, wine brands need to
develop wineries into eco-friendly regions. Third, marketing should focus on the environment of the winery region. Fourth, wine

franchises need to market their wine brands' organic farming.
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1. Introduction

MMA F7H0IM - ekl Alg2 2FotA AHX| UGt

(e.g. Chrysochou et al., 2012; Mueller et al., 2011; Nowak et al., 2006).

H OMA ekel AlE SoiM ofAlop B 2 M|OFL|OF AlE2
Oi2~ 2l M 1HEO|CH (Thach & Olsen, 2006). 221 AIZ 0| Af
otk A dHSt= AE & SHLOILh ol Aoz

gh=o| FR ZAUMAO|=k otelel Tuf HIES S7HA7|1
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2. Theoretical Consideration

2.1. Theory of Self-Identity
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2.2. Sustainability of Wine Brands
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2.2.1. Environment
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2.2.2. Organic Farming
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2.4. Attitude

Bl=e CHeol ofigh o= "E ZO|XO|ALL H|=o|H
o2 HIECEMN HAULE H2lH JTOICH (Bagly &
Chaiken, 1993). O|2{2t Ei== ZEA, dsH, QXA 74
242 PHEICH (Hogg & Smith, 2007). Ef=9| ZHH @4
= 2H|XZE A0 ofsl = LErEel 2ol mEt
Bleo| Z4EAN fis 25H0|0 BtEAl F™o| o8 F
L&j= 42 OfLCt (Malhotra, 2005). EfE=2| EH Q4=
2AH|XIO| ZAat Ao 2l R=E L.

Eiees 48 =07 28 X&EHQ JEHZ § du

StE|n 2O Cisf HlwX X|&ZHo|n AXAXQ Q9f
X HIIO|CH (Spears & Singh, 2004). [2tA EHE A0
Cioh AH|XIO| Ejes= EWMETL AR AHElz= 24
07| WiEof 7|0l &2t Tt 7t ZICH (Taylor et al., 2004).

Bi=o| QXY Q4= SEHOIE 2EHOIE FH A

205t AE, 82 A S40|M HIREICH (Hogg & Smith,
2007). Aol O3t == B E0| Cfst AH|XIO| LHEH
HIt2 HOlEICt (Mitchell & Olson, 1981). 7HQI0| XpAlo| A
o g L2 M o QAXH QAE MY = AU
C} (Malhotra, 2005). O|2{gt Hol= EfE=o| SHHMA EZFQI
HoMH ut3g ddste dgolgtn g = UL B, ME
2 HME 7o, £ 24 4F E= HEE XH57| st
ZX| For|et 22 WSo| oot Ef=o| XTES HECE &
nEoz Efze Of7|0fAM ZHQle| W1 O ZAuto| i

2.5. Loyalty

HAUCS FYEE BEN XAN YSH KR Py

ZICt (Chaudhuri & Holbrook, 2001; Oliver, 1999). EfE=X =HaE

s M0 &, 7 9k, &2 7HH K= 9=E

LIt = 23, WSH 23HE SH=s B8 F0E Sl

LFEFHCE (Chaudhuri & Holbrook, 2001; Iglesias et al., 2011).

Olget Sd== 7Hele B, FH A SOl Oig F
S

2
A Fes =zgst o
|-

Hol Hslh, Xt7| SHof Chet Ql4l,
2l 2919 &2 Br=C} (Soltani et al., 2021). EHE ZHHO|
SEHEO0H, Xg 9= H MHE o=t SIteict
(Donovan & Rossiter, 1982). 7|& E32 HdE W0 Cfst
4EA (UEN) a0 IS ZXota UL Y 240
Oist Bt22 ™S RYsle A2 UEIH2D, ol A
HE SdE2E 0|0 ZICE

BiE FEe 4de8 =YY, Ol X ZE B
of g2 DXL Eles SHE0 S O[XCH (Grewal
et al., 1998). =M Ql Z#E2 QX WEELCH HEE0 CHEt
o Z3st off 582 7HX1D UCEH (Yu & Dean, 2001). 2:H]
Xt @@% %5H FoAMoz B Cig A¥8s M

P EME SH= MOl
o %JSE".OII‘_ ?_FE’E".?J ZHAZF RACH (Bianchi, 2015). O|2{%t
E Zdur BEME ZHE 2o 3 A
S2 SIEFRBICE (Brakus et al., 2009; Iglesias et al., 2011).
Olet &2 &A= aH|Xtel HMH HIME UL (Iglesias

etal., 2011; Thomson et al., 2005)= Solf O§7{ =IC}.



Sung-Hyun YOON, Sung-Yong CHOI / Korean Journal of Franchise Management 15-3 (2024) 57-70 61

3. Methodology
3.1. Research Model

2 opE ofel BRSO KATHSHO| ALY, HE,
Xl gue opwy| Yt MHATE

1F 20| 7td2 H7ESHRULE (See Figure 1).

Environment » Intimacy

Attitude

Figure 1: Hypothesized model

3.2. Research Hypothesis

3.21. How sustainability affects brand affinity for wine
brands
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3.2.2. How wine brand sustainability affects brand attitudes
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3.2.3. How brand affinity affects brand attitudes and loyalty
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4.2. General Characteristics of the Sample

2 Ao olg= 306He SEA Cist o7&
‘42 Appendixes 1 1f ZLC},

HA, d92 YX7L 168 (549%), OA7L 138
(45.1%) 22 LIEtRel, A: [{F& JISX7t 1979
(644%) 22 71 W2 A= LIE(ECE A= 40CH7t
119% (38.9%), & =H2 Cigtn et & £Y0| 207
(67.6%) 22 Jt7 Q0| LIEIRCH & o A58 4000 2
~5998F 20| 113 (36.9%), MU Al 3
o= Itz Ol LIEHRCE X 67 ZH otel S8 i
3-43|7t 7798 (252%), & TFOi 242l
(752%)2 2 7% GOl LIERRLCE

dm

=l

0

Ho
Bl
o
%
~

4.3. Validity and Reliability Checks for
Measurement Models

4.3.1. Validity and reliability of scales

2 AF0Me FENEe MEl=et EIEEE
of 2old @olgMat PRUFHARY ZMS FAHSIRACH
E-2Yo| #47E| EFEE (Bagozzi & Edwards, 1998; H
et al, 2013) =% ElFdd o EFHdsS 2AGAC
(Fornell & Larcker, 1981; Hair et al., 2014). =8 EIFHoM=
20 M gt F=E B 24 (AVE) 20| Z& J[FEe
0.5002 Z=1tsHOF BHCF (Bagozzi & Yi, 1988). 2t 5
Ol et Q1 HXH 242 0.798~0.894 AHO[O| UL
U2 0.705~0750 ALO|O] U= H2Z2 LEILY 3HE
HO 2 ZHFEICH (Appendixes 2 & ). HHH e Ef
AVEQ| MET 4S8 F=Fot=t, ole #+H7/MEel &
ELC} =00k B} (Appendixes 3).
2 AT g=1 sy 7+ 249 AME(Zeb LY
S| 2 =23t AM2|Z (CR)2 Cronbach's alpha #f=
ZYE|UACE (Raykov, 1997; Hair et al, 2013). CR
Cronbach's alpha®| 7t2 Z%|& 7|&EQl 0.70 0[40[0{0F
(Bazhan et al., 2023). O2fA T4 240 Cfst CR
0.833~0.895 AFO|Of QUIL Cronbach's alpha= 0.895~0.8892 L}
Etutlt #4870 EtEgar ME[ETF &2 A2 LIERETH
(Appendixes 2).
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4.3.2. Structural Model Evaluation
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4.5. Validate Your Research Hypothesis
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Appendix
Appendix 1: Demographic Profiles(n=306
n % n %
Male 168 54.9 Student 15 4.9
Gender — - -
Female 138 45.1 Administrative/Office | 184 60.1
Marital Single 109 35.6 Professional 37 121
status Married 197 64.4 Occupation Sales/Service 15 4.9
30s 44 14.4 Technical/Production 6 2.0
A 40s 119 38.9 Housewife 35 11.4
e
9 50s 103 33.7 Other/Unemployed 14 4.6
60s and above 40 13.1 1~2 times 26 8.5
High school graduate 32 10.5 3~4 times 77 25.2
. College student and graduate 27 8.8 N_umber of 5~6 times 48 15.7
Education times you
level University student and graduate 207 67.6 have 7~8 times 26 8.5
consumed
Graduate Sfflgﬁg'r student or 40 131 | winein the 9~10 times 35 | 114
= past 6 aE g
Less than 1 million won 1 0.3 months 11~15 times 31 10.1
1 million to 1.99 million won 17 5.6 16~20 times 22 7.2
Monthly 2 million to 3.99 million won 66 21.6 21 times or more 41 13.4
average
incon?e 4 million to 5.99 million won 113 36.9 Main Red Wine 230 75.2
6 million to 7.99 million won 59 19.3 Purchase White Wine 41 13.4
8 million won or more 50 16.3 Wine Sparkling Wine 35 11.4
Appendix 2: Measurement Model Resulting from Confirmatory Factor Analysis 2
Standardized
ltems Cronbach's alpha CCR® AVE®
factor loadings
Environment 0.895 0.898 0.705
Wine region is a safe environment. 0.833
Wine region is a clean environment. 0.845
Wine region has a comfortable atmosphere. 0.798
Wine region is quiet. 0.845
The air in the wine region is clean. 0.875
Organic 0.833 0.872 0.743
Wine does not contain additives. 0.854
Wine contains natural ingredients. 0.866
Wine does not contain artificial ingredients. 0.866
Ecological protection 0.864 0.868 0.711
The wine is made in a way that does not destroy the balance of nature. 0.803
The wine is packaged in an environmentally friendly way. 0.823
The wine is produced in a way that does not cause suffering to 0.875
animals.
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The wine is produced in a way that respects the rights of animals. 0.870
Intimacy 0.889 0.890 0.750
| know the brand of wine | bought. 0.873
| have tried many of the brands of wine | bought. 0.865
| have heard a lot about the brands of wine | bought. 0.864
The brands of wine | bought are familiar to me. 0.863
Attitude 0.885 0.894 0.743
| have come to like wine. 0.872
My opinion of wine is favorable. 0.846
I think wine is excellent. 0.836
Overall, | have come to like wine. 0.894
Loyalty 0.885 0.887 0.744
| plan to use this wine in the future. 0.855
I think | will use this wine in the future. 0.887
| plan to use this wine more actively in the future. 0.883
| would recommend this wine to people around me. 0.823
Appendix 3: Fornell-Larcker Criterion
Item Environment Organic Efc?tfgigil Intimacy Attitude Loyalty
Environment 0.839
Organic 0.590 0.862
Ecological protection 0.647 0.705 0.843
Intimacy 0.588 0.515 0.539 0.866
Attitude 0.555 0.449 0.484 0.569 0.862
Loyalty 0.502 0.318 0.445 0.528 0.680 0.862
Mean 4.933 4.783 4.956 4.872 5.465 5.335
S.D. 0.812 1.052 0.955 0.997 0.869 0.931
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Appendix 4: Heterotrait-Monotrait Ratio (HTMT)

Item Environment Organic Ef&lggii%il Intimacy Attitude Loyalty
Environment
Organic 0.674
Ecological protection 0.739 0.823
Intimacy 0.660 0.585 0.615
Attitude 0.618 0.491 0.548 0.636
Loyalty 0.562 0.347 0.509 0.593 0.759
Appendix 5: Standardized Parameter Estimates
Paths Stand_ardized t-Value p-value
estimate
H1-1 Environment — Intimacy 0.373 5.429 0.000 Supported
H1-2 Organic — Intimacy 0.267 3.992 0.000 Supported
H1-3 Ecological protection — Intimacy 0.168 2.227 0.026 Supported
H2-1 Environment — Attitude 0.054 0.755 0.450 Non-supported
H2-2 Organic — Attitude 0.179 2.397 0.017 Supported
H2-3 Ecological protection — Attitude 0.093 1.255 0.210 Non-supported
H3 Intimacy — Attitude 0.335 4.981 0.000 Supported
H4 Intimacy — Loyalty 0.209 3.154 0.002 Supported
H5 Attitude — Loyalty 0.561 11.119 0.000 Supported
R? Intimacy 0.403
Attitude 0.408
Loyalty 0.492




