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Abstract

This research aimed to analyze the effects of brand equity has on satisfaction and brand loyalty of food
service consumers in restaurants. For the empirical analysis, we used the self-administered method, using 250
copies of questionnaire in total. 235 copies(94%) was collected and we used the 223 copies(89%) for the
analysis. For data processing, we used the statistical package program of SPSS WIN Version 12.0, conducting
a frequency analysis, a reliability analysis and a factor analysis, and verifying hypotheses through a regression
analysis. As the result of the research, for the hypothesis that "Brand equity(brand recognition, brand image,
perceived quality, brand attitude) will have a significant effect on satisfaction," it showed that brand recognition,
brand image and perceived quality have a significant effect on satisfaction, and for the hypothesis that
"Satisfaction will have a significant effect on brand loyalty," it showed that satisfaction has a significant effect
on brand loyalty. For the hypothesis that "Brand equity (brand recognition, brand image, perceived quality,
brand attitude) will have a significant effect on brand loyalty," it showed that brand recognition, perceived
quality and brand attitude have a significant effect on brand loyalty. To build a competitive brand of the food
service industry on the basis of the results of this research, they will concentrate their energy on outlining
strategies which can remind customers of their brands by managing their brands systematically and on
strengthening their brand equity effectively.

Key words: brand equity, satisfaction, brand loyalty, brand recognition, brand image, perceived quality,
brand attitude.
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{Table 1> General characteristics of the subjects

Characteristics N %
Male 84 377
Gender
Female 139 623
20~30 146 655
30~39 61 274
Age
40~49 12 54
50 or more 4 18
Marital  Married 38 170
status Non-married 185 83.0
High school 21 94
College graduate 45 202
Education o
University graduate 150 673
Graduate school 7 31
Students 88 395
Self-employed 4 18
~ Professional 25 112
Occupation .
Sales-service 47 211
Government employee 22 98
Office job 37 166
Less than 1 million won 91 408
1 million~less than 1.99 million won 67 30.0
Monthly ) @ illion ~less than 2.99 million won 47 21.2
income
3 million ~less than 3.99 million won 11 49
More than 4 million won 7 31
Vips 71 318
Outback Steak House 94 422
B
rand TGI Fridays 35157
to use
Bennigans 22 99
Marche 1 04
Once a week 43 193
Average Once 2 weeks 47 214
number Once 1 month 68  30.5
of visits  Onge 2+-3 months 46 206
Once 6 months 19 85
Less than 10 thousand won 82 368
The average 10 thousand~20 thousand won 46 206
a@omt 20 thousand ~30 thousand won 47 211
disbursed
per person 30 thousand~40 thousand won 27 121
40 thousand~ 50 thousand won 21 94
Total 223 100.0
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{Table 2> Factor analysis of brand equity
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o, 8912 ) Kfactor loading) 0.4 ©]’Fe] A
& AHE3IE 88N A B AFdMe &
AETe] elgA-E Folv] gt a0 7ol
0.6 °131Q1 &L AAS R, BFEA HA
2] KMOS} Bartlette] 734 252 )83
2QQEM 9 AYYE FAFstA itk KMO
o] W& 004 1 AtelRld, 1] 7S vl
e}, 34T 05 odold a1EAE 3] A
gotcka w4 5 JTHFEA - BAS 2005).

1) S8 IFEIo Chet 2RIEA

B d7elxE Bi= o e B 82
&3] A3 8QEHE AAlsT & 1653
o] AE 13]d 2A AANGLH, 14 Wi A
A A Aol 03 ojsll 5EFS AAS F

. Factor Eigen- Proportion Cronbach's
Fact
actor Variables loading Communality vaule %) o
This brz.md. has offered me appropriate services from 0.877 0.829
the beginning.
Perceived
q:ft‘;e This brand has good quality menu and services. 0866  0.881 2465 2241 0897
. e quah.ty o.f all the services that this brand offers 0.831 0.831
is very high in general.
This brand image is generally comfortable, 0.868 0.672
Brand
m’i’;e I feel that 1 am familiar with this brand. 0733 0747 2120 1927  0.788
This brand is of good report. 0.727 0.672
1 can remember this brand name easily. 0.819 0.699
Brand
ran I can remember the logo or symbol of this brand. 0.772 0.653 2.188  19.89 0.759
awareness
I am familiar with the menu of this brand. 0.767 0.655
Brand I am in favor of this brand. 0.872 0.858
. 1.708 1552 0.828
attitude | fike this brand. 0.845 0.845

KMOS} Bartlette] 784 7473 0.829/ 1,203, 875(0 000**)

8R1%F2 Wby FAE B4
3 W Kaiser 1871 Qe Bﬂfﬂ‘?ﬂ"‘
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£ 7Fsd& A7s] 918l KMO 2747} Bartlett
o] A AR E AAsch

A% A7 0.8292 828X 0] 7b5eE AlAL
sttt 891 & A3} 479 82lo] E&HL
™, & B4 A9 77.00%4c) 89 12 A7}
H F4, 89128 B ovjx], 890 3& HY
= AR, 82l 45 B gxe} giydh
AR 8ol Bk A S AHEE A4y F
2 22.41%, BAE o|u}x] 19.27%, BA= Q%]
T 19.89%F e, HAls g% 15.52%%ch B2l
T A FHg e g 8EA A (Table 2>
2t}

2) BEEL0N ChSt RIEM

HExd i 891 28] S8 .AEA
< AAEGT F 4890 BMSE 139 24 Al
Akl en, 124 W 27 A Aol 03 ols)

{Table 3> Factor analysis of satisfaction

N 18-S AAStY F388S 8AEHA A
23131

Qo189 AL 71sdS AF3] 98l KMO
A% Bartlette] 784 A3 & AASAT A
A Az 07172 8984 0) 7FeEE AAHA
th 89 F&& 3] A8 FAE B4 A
Fon, 891 3A whaL weldx SHYE 4
Alate] & 7L 1 ol 8U5ES EEYh &
A A9 7351%Aoh SR aEA

A3l= (Table 33 Zt

3) Eic SN0 [HS Lol

BaE A5 i 8908 FHAad] 9
RNFX L At & 6839 ATE 13
o A AASFLH, 12} W AA Al A3
o] 03 o|8kQl 18782 AAZ F 583E a9
Ao ALkt

[Q1EA ] Ag 71ed-& A 3] 3 KMO

Eigen- Propotion Cronbach's
Factor Variables li:?ii; Communality vagule (I; %) “
1 am satisfied with the menu quality of this brand. 0.868 0.753
Satisfaction 1 am satisfied with the atmosphere of this brand. 0.862 0.742 2205 7351 0.819
I am satisfied with the service quality of this brand. 0.843 0.710
KMOS®} Bartlett®] 7343 773 0.717/ 233.624(0.000%%)
2915% Uy FHE B
3 A W Kaiser 787} e dlEd
{Table 4> Factor analysis of brand loyalty
Factor Variables :;:zt:; Communality Ej:’;: Pro(}:();l));lon CronZach‘s
1 am satisfied with this brand. 0.873 0.762
I will use this brand again next time. 0.855 0.731
ir;:fy I'd like to recommend this brand to those around me. 0.816 0.666 3407 68.14 0.881
I am inclined to visit this brand continually in the future. 0.797 0.636
I positively tell other people about this brand. 0.783 0.612

KMO$} Bartlett?] #3844 77 0.851/ 580.777(0.000%%)

293 Wy FUE 24,
B4 9 Kaiser 37371 2l waia
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£ a7 7HE AES A AR B4 iy
< I AENE AHSEAT

His AR ZE £, BWE ojulx], B
A QAT Hale gE)y} HEEd nlxe o
S A3 AalE (Table 599 21, RP=0.154
2 AwaEe 154%2 Ve

HAE oHE 22 F AdE 4, B o]
0]z, BRE AT F4F 0.05 oJulolA Tt

50| #23 93 v Aoz JedAT,
BaE e fo3A & o2 Vet

webd 7H 141, 1-2, 1-3-& 7Hdo] AFgENe
W, 7 148 AR R o] g Aes
Ueht 714E 90k weby Blsd gg 3%
A Hx FA-L g o) g B4 B
£ A% oI opAE k¥ L 7] gojol & AL
2 AzEch

rlo

2) DEEEOQl Hgie SAMGO| DM AS
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3 A7} (Table 603 21, R=0.3942 43¥
£ 394%2 Ve BERr) Bie SR
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{Table 5> Regression between brand equity and satisfaction

Unstandardized Standardized
Model coefficients coefficients t-value P
B SE Beta
Constant 2.511 0.290 8.670 0.000***
Perceived quality 0.224 0.067 0.248 3.328 0.001%*
Brand image -0.157 0.076 -0.158 -2.067 0.040*
Brand awareness 0.241 0.059 0.286 4.060 0.000%**
Brand attitude 0.058 0.067 0.065 0.867 0.387
R 0170 R Adjusted: 0154  F: 11127 p: 0.000
*p<0.05, **p<0.01, ***p<0.001,
{Table 6> Regression between satisfaction and brand loyalty
Unstandardized Standardized
Model coefficients coefficients -value r
B SE Beta
Constant 1.407 0.198 7.101 0.000***
Satisfaction 0.604 0.050 0.630 12.058 0.000%**

R: 0397 R Adjusted: 0394 F: 145399 p: 0.000

#*5p<0,001.
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{Table 7> Regression between brand equity and brand loyalty

Unstandardized Standardized
Model coefficients coefficients t-value P

B SE Beta
Constant 2236 0278 8.030 0.000%**
Perceived quality 0.171 0.065 0.198 2.650 0.009%*
Brand image -0.097 0.073 ~0.101 -0.132 0.188
Brand awareness 0.181 0.057 0.224 3.171 0.002%*
Brand attitude 0.141 0.064 0.164 2.189 0.030%*

R: 0164 R Adjusted: 0.149 F 10727 p: 0.000

*p<0.05, **p<0.01, ***p<0.001.
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A%, B Byt Bl %] v)A)

°§f‘z S BN AT (Table 7V 21, R=
1498 AHaEL 149%2 Yehsith
HA= oHE 89l wﬂﬂﬂ Z4, 8= <l
Ax, BAE e FY5E 0.05 o 2
e A= Feojdt %ﬁ&% uXE AoR
PSRN, Bl = ojujA]e frolshA] g AL
2 vehgoh whebd 7Hd 341, 3-3, 34 A9
HAou, 7K 328 BAACE folatr] de
Ao Yeh} 7Hdo] 71Z4EAT BlE ofn]
A BHE FAAER ojojAA gethe Ade
A4 GAe] =3, o]F T 719EA G v
HA ALESR 24 T A= FAEE 7|
321 ogrhe Aolth webx €fA7|ge] Bl
= AqHAE F&5< Jsire Bds o|nA] A
o 28& 23 do] ¥ Ao YAEnt

re rSi

o
4;

W A% Ade <2 dFERIAE 2,
HAz ofux], BAE QA X, HAE HE)E
Z5o o3 J&S v etk AF Ax
AzE 4, By oju|A], s QX ke vt
E£50) Fo3 S vAle AR FAHCE
FosHA vepdor, Bt s UEk &
ARz Fod g3 nAA ¥ AR 7}
A 11, 12, 1-3& 7Hdo] A=A oV, 7H 14
£ 7Mdel 7=

“ETE B FAR FoF J¥E v
3 Rolpe] A% Ao, HE= B FAHE
o g2l Y e Ars EARoR
gaiA vehgenz 7 2 AU

“vAc AR ZHE F3, BAE oF|A|, B
e QA g, BHE HE)e Bl 245 &
o3 9J3ke v ool AF A, AAE F
2 Bds Ax L B HEs HAE AL

o o8 g vAe e FAZLE F
osHA velson, Hil= 0101'47} Hy= 3
M o] §2]8) ks IR = EAAox
Foleirl ge Fog Yeht 7}*401 P‘E\‘”D}

B A7 A9E EdE 94799 A
BAE 7L e A7 HAllsd
e ARE FHe ATFoEN 1S
Axel] Haﬂzzou B3] QAEHA & F 7l &
& oln|A 8 FAY & UEE o & ZHojrt

EE AH AR WEE] Al Folu BRE 2

[+]
T+

}Ie



190 gz A A 1678 A 528(2010)

T3k Aol oz} olrlA]
SIR] Tolof & AolH, P ﬁ‘r%hﬂ Frof| A

AFolV BA=E JE + U= 78E Z

A7) W&ol SHAEAA AEE QS A

FA REohd v Rte] upgd] golglal &

& Ao

2 04:.14 AR 24719de] e Bel=

dHAE AL ol & BAE 4 vz AEE
Bia 2 Aol ol E AR g o
ol =& H&-S Asla, AL gt
%~ @.z}— 3 2 Ao, & FE=E Ze
FAE T+ S Aol YZdrt wetA
914471%!4 HA= Ak A3 HPsg T
TL BB AAZ LR BA=E TA)di &M
Aol A ZAte] HAEE 47141 4 Qe Ag
< nldstn BIAE JFElE Ao g A
71ed F8sjok & Felth

2 a7 dAFL ZE 574 A dEA
2 FH2E A7) WE 2000l sigst
EUoR AFHo & A7 ZAAE A 9%
o2 dutglsir|dls @Al7F Slcka A2E s,
€ 47& B8 S45A R Rz oHE
THRAE e 947199 AE3t el vl
wE e A= v e A7t 2 Aele 47
€}

T3 2k X e] g HaERE Udes
Z31517] wiol] EE B4 ol Aok
o3 FAFE BYsl Bt ARAI AAE
=2 7 e U 3 dFE0] o]FolA
of & Aoz YHErh

ke

4o rg

5o flo mlo tlo

L Ko
N

—ﬁ»

I

k:l

BExE
E d7e F4t A9 e HaEd o] &
%] e 94 LHIAES] 22 AC] digt B
A= dFE) BER 3 BIE SR o
PGS v A BHstuA gt AFEAS
A3t 21717192 (self-administered) H'H-& AME-

3lo] Z 250%-9] HEAE HIE 2355(94%)2] A
EAE FF3on, HFH2E 22357(89%)°
AEA7} FA0l| ARBEHUT ALEA 2= SPSS WIN
Version 12.0 EAIF7)A] Z218S 21831 ¥l
TR, s 8984 E AAEeH, 7}
A A5 FARNE Bl AT A7
Az “HA= AL RZE F4, 2= o
A, A= A=, HAE HE)e 9EEd] F9
g g3k v Rojopre JMdeM e AZdE F
A, BIE ojujx], HA= A== PET &
Aoz velgod, “iEx
FAd 4% A Holrp
9] Ml e UEEr} BAE SR fold
G vX e Ao veyth “«2i= JHE
A9 4, B o[nA], BlE AL, B
A HE)e BAE FAAE F3 S v
A Rojcpre 7Mdexe AdE §4, 2i=
A%, BPE HEE BAE FAE foT J
FE e Aoz gt E A7 2 E
d2 94719l ZAE Sle BlE 755 9
Me AAH oz vA=E Helsio] AH X
A A1) BR=E A 9 e AEE vt
daly HAC el E BETH R 3T
d FEajol & Aolth

hl

028

0

73 A - AAS (2005). AHE#E BAEA. ht
], 332-358, AL

ZAE$ (2000). ER= 2P A O] A A
T Eoldigtn gkl dAEe =R, 122,

/\

$£29 (2006). ZE2RA EFo] BAE AE
X E Gl B A A3uign g
ALt =5, 10-15, A €.

218 <k (2000). BA=rt RE A& AR 4
AZRARA L, 50-70, A&

ok (2004). 5178 THE: o] olEe] ko] v



Hils e viEE 2 2l BT ux)e dgk 191

17 A1) 24 Ee AR
MAFE =R, 3149, 25
A8 (2004). E%Ex} o] A QAo Bekd
=7t 24 BAE FAo
. *éﬁ%tﬂi‘ﬂ kel Bl 2848,

A&
o] -9 (2008). 2121 A 2] B}AE A RUH A
o] BA= AAE | v Xe G Fgistn
=

q}z‘;}o) /\-‘t/\].t‘ﬂ-_?,}b—_ﬂ 1-2, }\-}
oA (2004). Au]2rlAE. SFEAL 149233, A2
43R (2008). & - ZFQ) FHo] HAT of)F

Elo}t AT ool n)A| & Gl TS AT

7Aelf gt WEoEhd AR =E, 16-20,

&,

BHHE (2007). 4457] E PRI ] BiE
ANHE 7} Fofg Foll v|x = Fgo A A
7 73|ty auigky AR =R, 3133,
AE.

283 (2006). 37%4@ A 27

2%, 345 o

o
=
gi_,
=]
2
e
o
14
fg
&
.22
13
e
2
ih
b
b=y
>

W% (2005). .&.Hm-é.%&z. A1) AH 2ds
HA= At g o] dAle B A F%
Heta et EAEke =R, 44-50, A€

Aaker DA (1991). Managing Brand Equity; Capi-
talizing on the Vaule of a Brand Name. The
Free Press, 78, New York.

Aaker DA - Kevin L - Keller KL (1990). Consumer
evaluation of brand extension. J Marketing
54(January):27-41.

Anderson EW - Sullivan MW (1993). The ante-
cedents and consequences of customer satisfac-
tion for firms. Marketing Sci 12(2):125-143.

Berry LL (2000). Cultivating service brand equity.
J Academy Marketing Sci 28(1):128-137.

Biel AL (1992). How brand image driver brand
equity. J Advertising Res 32(6).6-12.

Bitner MJ (1990). Evaluating service encounters:

The effecters of physical surroundings and em-
ployee responses. J Marketing 54(2):69-82.

Boulding W - Kalra A - Richard S - Zeithaml VA
(1993). A dynamic process model of service
quality: From expectation to behavioral intentions.
J Marketing Res 30(Feb):7-27.

Cunningham RM (1956). Brand loyalty-what, where,
How much. Harvard Business Rev 39(Nov-Dec):
116-38.

Day GS (1969). A two-dimensional concept of brand
loyalty. J Advertising Res 9(3):29-35.

Dutton JE - Dukerich JM (1991). Keeping an eye
on the mirror: Image and identity in organi-
zation adaption. Academy of Management J
34(1):500-517.

Farquhar PH (1989). Managing brand equity. Mar-
keting Res 1(September):24-34.

Fomnell C - Anderson EW - Lehmann DR (1994).
Customer satisfaction; market shars and profit-
ability; Findings from Sweden. J Marketing
58(1):40-54.

Frank RE (1962). Brand choice as a probability pro-
cess. J Business 35(Jan):43-62.

Han EK - Hong SK (2003). A study on the rela-
tionship of components and influence factors
of the brand equity. Korean Journal of Adver-
tising 5(2):69-115.

Houston MJ - Nevin JR (1981). Retail shopping
area image: Structure and congruency between
downtown areas and shopping centers. Advances
in Consumer Res 8(1):677-681.

Jones TO - Sasser WI (1995). Why satisfied cus-
tomers defect. Harvard Business Review 73(6):
89-99.

Keller KL (1993). Conceptualizing, measuring, and
managing customer-based brand equity. J Mar-
keting 57(1):1-22.

Kim YH - Cho YB (2008). Relationships among



192 gz 83)A] A 168 A 53(2010)

brand equity components. J Culinary Res 14(2):
128-137.

Kirmari A - Zeithaml VA (1993). Advertising, Per-
ceived Quality, and Brand Image, in Brand
Equity & Advertising: Advertising's Role in
Building Strong Brands, Edited by David A.
Aaker and Alexander L. Biel, Erlbaum Asso-
caties, 143-162, NJ.

Lee MS - GU JL (2003). A study on the inter-
action among components of brand equity by
the types of consumer-brand relationship. Korean
Consumption Culture Association 6(3):99-123.

Narayandas N (1996). The Link between Customer
Satisfaction and Customer Loyalty: An Empiri-
cal Investigation. Working Pepper Harvard Busi-
ness School, 97-117.

Oliver RL (1981). Measurement and evaluation of
satisfaction process in retail setting. J Retailing
57(Fall):25-48.

Oliver RL (1999). Whence consumer loyalty? Jour-
nal of Marketing 63(Special Issue):33-44.
Pappu RP - Quester (2006). Does customer satis-
faction lead to improved brand equity? J Pro-

duct & Brand Management 15(1):7-24.

Park BJ - Kim SH (2004). A study on brand loyalty
on sports brand. Korea Sport Res 15(6):865-874.

Park SY : Lee EM (1999). Customer satisfaction
and commitment for the enhancement of rela-
tionship marketing. Ewha Management Review
17(2):81-98.

Park SY - YU SL (2003). Customer-brand relation-
ship(CBR): The influence of CBR on customer
satisfaction and brand loyalty. Ewha Management
Review 21(1):23-45.

Reichheld FF (1993). Loyalty-based management.
Harvard Business Rev 3(1):64-73.

Seo WS - Kim MG (2004). A study on the effects
of consumer behavior intention of brand equity
in hotel. Korea Academic Soc Tourism Manage-
ment 2(2):113-138.

Singh J + Sirdeshmukh D (2000). Agency and trust
mechanisms in consumer satisfaction and loy-
alty judgement. J Academy Marking Sci 28
(Winter):150-167.

Tse DK - Wilton PC (1998). Model of consumer
satisfaction, formation: An extension. .J Marketing
Res 25(May):204-212.

Tucker WT (1964). The development of brand
loyalty. J Marketing Res 1(Aug):32-35.

Yoo D - Lee SH (2000). An examination of select-
ed marketing mix elements and brand equity.
J Academy Marketing Sci 28(2):195-211.

Zeithaml VA (1988). Consumer perceptions of price,
quality, and value: A means-end model and
synthesis of evidence. J Marketingk 52(Jul):
2-22.

20103 109 202 F -
20109 119 10€ 13} =83
2010 119 262 A A & A



