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A Study on Brand Language Localization Affecting Original Brand Image Similarity
Recognition and Purchase Intentions
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Abstract

The purpose of this study was to determine whether foodservice brand language localization affects consumer attitudes
in terms of similar brand image recognition with an original brand. Many global foodservice companies have tried to modify
their own brand identity according to local situations in order to attract more consumers. According to this study’s resuilts,

consumers who similarly recognized both the original brand image and localization brand image tended to have greater
purchase intention than those who did not recognize them similarly. In addition, when the original brand identity was
changed to the local language, consumers more similarly conceived the original brand image and localization. And for local
store marketing, foodservice companies should have a thorough marketing research plan since there can be difference
results according to brand name recognition gaps or demographic characteristics. Original brand image similarity recognition
by consumers affected their attitudes. In other words, the group that similarly recognized both the original brand company

image and the localization brand company image tended to have greater purchase intention. Because brand language plays
an important role in consumer attitudes with respect to recognizing a brand and distinguishing another brand, this study
suggests that franchise foodservice companies have a local store marketing plan.
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<Figure 1> Macdonald’s & Starbucks brand language localization
cases
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<Table 1> Composition of Questionnaire

Items

Variable N Scale

- Brand Name Recognition
- Product Use Experience

1. Brand Name Recognition - Medium Expose 4 Likert 5 Type Scale
- Logo Remember
- Brand Image Similarity
2. Brand Languge Localization Recognition (Affection, Trust, Service, Contribution,
Effect on Original Brand Image Prospect, Menu & Food, Price, Distinction, Profession) 1 Lik
ikert 5 Type Scale

Similarity Recognition &
Purchase Intentions
- Purchase Intentions

- Brand Languge Localization Effect on Original Brand
Image SimilarityRecognition

3. General

Demography Characteristics Average Cost

Sex, Age, Income, Job, Use Motive, Monthly Use Time, 4

Nominal Scale
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<Table 2> Genaral Characteristiccs

) Starbucks Mcdonal’s
Variable
n % n %
S Man 118 48.0 125 475
x Woman 128 520 138 525
<20 14 5.7 66 25.1
20-30 173 70.3 156 59.3
Age 30-40 27 11.0 19 7.2
40-50 16 6.5 7 2.7
50> 16 6.5 15 5.7
<1.0 39 15.9 62 23.6
1.0-2.09FY 29 11.8 40 15.2
Income e
o, 2.0-3.09+ 118 48.0 106 40.3
(Million Won) S0 00tel 45 183 41 156
4.0> 15 6.1 14 5.3
Student 19 7.7 54  20.5
Office worker 122 49.6 115 43.7
Job Profession 58 23.6 54 205
Businessman 31 12.6 24 9.1
Others 16 6.5 10 6.1
Convenience 85 346 122 464
Recomend 31 126 28 10.6
Use motive Date 35 14.2 14 5.3
Rest 36 14.6 29 11.0
Others 59 24.0 70 26.6
<1 78 31.7 106 40.3
1-3 22 8.9 92 35.0
Monebly 3-5 118 480 45 171
use tume 5-10 22 89 17 65
10> 6 2.4 3 1.1
<0.3 71 28.9 84 31.9
Average cost 0.3-0.5 110 447 118 449
(Millioi Won) 0.5-0.7 42 171 44 163
0.7-1.0 8 3.3 8 3.0
1.0> 15 6.1 9 3.4
Uehfel & 231 M%Ustes W sk,
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<Table 4> Brand languge localization effect on original brand
image similarity recogenition

Total (n=509)

B Sterror  (Beta) (;_le:]l:fe)

Contant .359 .191 (1 6%81(;
Sensitive Image 671 049 .608 (?5’660%)
Company image 119 .035 143 (30?)?Z)
Product image -.094 039 -.095 (jg'f 55*3
Marketing image 299 048 222 (.86200*2)

R?=0.523, F-value=138.013, p-value=.000**
*p<0.05, **p<0.01
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<Table 3> Factor analysis by original brand image similarity Recognition
Factor . Original . Accumulated ~ Cronbach
Name Ry Ledling Value Vel Variable o
Affection .660
Sensitive image (Factorl) Trust .639 3.20 21.46 21.46 726
Service .677
. Contribution .615
Company image (Factor2) Prospect 708 2.78 20.30 41.77 701
. Menu & Food .640
Product image (Factor3) Price 714 2.71 14.92 56.69 .608
Marketing image (Factor4) ]?,Ztg:;f;‘ gég 2.70 14.37 71.06 698




HIHES] AN X2t DR ERHERLS] 0|0|X| FARY QA F20He|=0] DIXl= HE 291

<Table 5> Responses of brand name recognition by cluster

Brand name Total Low logo High logo Medium logo
o N affection group affection group affection group F-value (p-value )
recognition (n=509) (n=92) (n=139) (n=278)
Brand name recognition 3.05 2.04 3.27 3.26 552.67 (.000**)
Product use experience 2.84 1,76 3.22 3.02 1511.40 (.000**)
Medium expose 2.37 2.58 3.16 1.91 1761.71 (.000**)
Logo remember 3.30 1.65 3.81 3.59 2066.32 (.000**)

*p<0.05, **p<0.01

<Table 6> Original brand image similarity recognition anova analysis by factor score using brand name recognition cluasters

Mean Igt;zgzgi Duncan F-value (p-value)
Low logo Affection group 2.72 0.35 H
Sensitive image High logo Affection group 2.61 0.27 M 9.473 (000**)
Medium logo Affection group 2.58 0.22 L
Low logo Affection group 3.10 0.24 H
Company image High logo Affection group 2.97 0.26 L 30.371 (000**)
Medium logo Affection group 3.13 0.13 H
Low logo Affection group 2.75 0.46 -
Product image High logo Affection group 2.82 0.21 - 4.104 (.017)
Medium logo Affection group 2.74 0.20 -
Low logo Affection group 3.42 0.59 H
Marketing image High logo Affection group 2.87 0.38 L 70.428 (000**)
Medium logo Affection group 2.95 0.24 L

*p<0.05, **p<0.01

Mean of difference display H (High)>M (Medium)>L (Low) by Duncan Multiple range test (p<0.05).

<Table 7> Original brand image similarity recognition effect on purchase intentions

Total Low logo affection group ~ High logo affection group  Medium logo affection group
(n=509) (n=92) (n=139) n=(278)

St.error B ([t)——‘\,;llllll; St.error B ([t)—-‘\/::lllllllee) St.error B (;—_“Ilzllllllee) St.error B ([t)—_‘:;lll:li)
Contant 139 %ggf* 036 8oL 382 %‘0652 351 20329
Sensitive image 036 -.065 (115175? 02 299 4002(}6* 062 204 éé’gs 049 -.090 '.11'45402
Company image 049 639 ‘104(')%23 021 2,052 jggblj 127 230 W0 075 383 %ggf
Productimage 035 -161 o0l 010 2168 4(?0%31 099 -534 f&%ﬁ 050 119 2.603790
Marketingimage 026 071 O 015 261 S0l 085 454 S8 046 L3S 2.613524

R?=0.443 F-value =100.123 p-value =.000**

*p<0.05, **p<0.01

& w0l T BATsle] HAE glojo] @x|se] ofgt
3 F0A0] T AT ZolT}, Wb E AolAs 1
W odoje] @x5 29l HA=AAE, HAh=o]u] &
AR1A, el Sofl digt Al et ol 24 3
2o Folo] A Awnm 1§ HUsele] ojulx] §4}
A QA 2Q1E AoulA, 71leln|x), AEoln], tiA
Jolulx|e] 4ol lom FEsje] 77] HAE Hlole]

AP T HAUS ofujxIoke] FAHY QU4 FFL ]
A & ofese] GRS vAE XS AwRgt

2 o] BAATE HAE ddolo] AASRE g B
Sote] ofulx] fAMY QlAo] GFS uAT U T F
%4 olml 2] et gho] 71 £ 0,608 7] %olul ALt A
Folulx), v olul F 74 2 9T A Ao

A A (p<0.01), HHESQIAE A3]of wpah A=al 3]
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ST 0=92), 31 23 AxYH(n=139), T =il %3
T m=278)C.2 o] Flow Hl lojE dX3} A&
ANFE S AARoAE 7H AR Q1Agh ek A
aRIRTol AL, 7o u|AIE 7 FAFSHA Q1ARE A
e FEAL Xl*Z‘CM‘iiE_U%, AFovAE 7H FAFsE
| QLA Aok TET A% AT, upA ol XS
A fAHA Qe Fee ART Asyselgit
(p(0.05). oleft TRUA=S) olol) {44 A 7
mojEof e e MR AT S AR Ay A
23 xIAﬁEth 27 XJ*X‘EMW% AlFoIuA] FAE
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