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Abstract

The purpose of this study was to test whether sales promotions of strategic alliances affected brand switching intention
and brand loyalty in family restaurants. The types of sales promotions included monetary benefits/non-monetary benefits, and
immediate benefit (benefits immediately after consumers agreed to accept promotion)/delayed benefits (benefits received at a later
time). For this purpose, a questionnaire survey was completed by 355 customers of family restaurants in Daegu between
December 15, of 2009 and January 31, 2010. The study-findings indicated that (1) monetary benefits (application opportunity
for gift certificate benefits and price discount benefits) were found to affect brand switching intention and brand loyalty; (2)
brand switching intention was partly affected by non-monetary benefits (mileages accumulations benefits, presents benefits,
and samples benefits), and (3) brand loyalty was partly influenced by non-monetary benefits (mileages accumulations benefits,
presents benefits and electronic newsletter benefits). This study also found that (1) brand switching intention and brand loyalty
were partly affected by immediate benefits (sample benefits, presents benefits, and price discount benefits; (2) brand switching
intention was partly influenced by delayed benefits (application opportunity for gift certificate benefits and mileages accumu-
lations benefits), and (3) brand loyalty was affected by delayed benefits (application opportunity for gift certificate benefits,
mileages accumulations benefits, and electronic newsletter benefits). Based on these findings, family restaurants should use
sales promotions as a tool for decreasing brand switching intention and increasing brand loyalty.

Key words : Sales promotions, types of sales promotions, brand switching intention, brand loyalty.
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Table 1. The measurement and operationalization of variables

Variables Operationalization

Measurement type and

. Reference
number of item

The degree of respondents' perception of how much they

experience following sales promotions types:

* Event programs
* Discount price
= Samples

= Catalogues

= Application opportunity for gift certificates

* Presents
* Electronic newsletter

Sales promotion ) ) .
* Mileages(points) accumulations

(benefits of

Likert-type 5-point

scale and 8 items Lee et al(2006)

strategic
alliances) Classification| Monetary benefits Non-monetary benefits
* Presents
I diat . . . 1
fmediate * Price discount Samples
benefits * Event program
= Catalogues
Delayed . Applicati.on . . El.ectronic nftwsletter
opportunity for gift | = Mileages(points)
benefits . .
certificate benefit accumulation

Brand switching

Degree of intended use of competing family restaurant brand after
experiencing sales promotions of this family restaurant brand

Sloot &
Verhoef (2008)

Likert-type 5-point
scale and 1 items

The degree of respondents' perception of how much they would like
to use and recommend and say positive things about particular family

Brand loyalty
restaurant brand

L]kert_t e 5- Oil’lt Chaudhuri &
scale azg 6 itims Holbrook
(2001)

Nominal scale at 8 items: Gender/Marital status/Age /Academic career/Family income/Occupation/Whether

Demographics

associated card is hold or not/Whether associated cardholder experiences sales promotions or not
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Table 2. General characteristics of the subjects

Fre-  Percentage

iabl
Variables quency %)
Female 283 79.7
Gender Male 72 20.3
Total 355 100
Until high school graduate 82 23.1
Technical college graduate 90 254
Academic Undergraduate 164 46.2
career
Beyond 19 53
Total 355 100
20~29 173 48.7
30~39 117 33.0
40~49 41 11.5
Age
50~59 23 6.5
Over 60 1 3
Total 355 100
Single 230 64.8
Marital Married 125 353
status
Total 355 100
Under 100 37 10.4
Monthly 100~under 200 119 335
family 200~under 300 99 279
MEOME 300 ~under 400 55 155
(unit:
10,000 400~under 500 27 7.6
won) Over 500 18 5.1
Total 355 100
Student 92 25.9
Company-employed 43 12.1
Housewife 50 14.1
Civil servant 21 59
Occupation
Professional 29 8.2
Self-employed 89 25.1
Others 31 8.7
Total 355 100
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Table 3. Factor and reliability analyses of brand loyalty
Variable Competency variable Fac.t or  Eigen- Varle%nce Cronbach
loadings  value explained a
I would visit this family restaurant brand continuously in the future. 793
I would recommend this family restaurant brand to someone who seek my 157
advice.
1 would choose this family restaurant brand if I have chance to visit other areas. 753
Brand
loyalty I would say positive things about this family restaurant brand to other people. .684 3.079 51.320 806
I would pay more than the expenses of competing family restaurant brands, for .655

the benefits I am receiving from this family restaurant brand.

I would choose this family restaurant brand if the consumption expenses of the .642

restaurant increased somewhat.
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Table 4. The effects of sales promotion on brand switching intention/loyalty

Hypo Explanations
thesis Dependent Independent B ¢t value Significance level
Application opportunity for gift certificate benefits —-.208 -3.359 .001
[H1]" Bre;r;?eli[\?;i;ching Price discount benefits -.179 -2.880 .004
R=0.088, Adjusted R°=0.080, F=11.727, p=0.000, D.W.=1.853
Application opportunity for gift certificate benefits 305 5173 .000
[H2]”  Brand loyalty Price discount benefits 233 3.943 .000
R=0.171, Adjusted R°=0.164, F=25280, p=0.000, D.W.=1.969
Mileages accumulations benefits -.196 —-3.295 .001
5 Brand switching Presents benefits -.202 -3.307 .003
] intention Samples benefits -.185 ~2.746 .006

R=0.169, Adjusted R=0.159, F=16.448, p=0.000, D.W.=1.949

Mileages accumulations benefits 244 4.037 .000

. Presents benefits 153 2.351 .020
[H4]"  Brand loyalty

Electronic newsletter benefits 157 2.037 .043

R=0.192, Adjusted R'=0.179, F=14.418, p=0.000, D.W.=1.937

Sample benefits -.201 -2.897 .004
[HS]S) Brand switching Presents benefits —.188 -2.779 .006
intention Price discount benefits -.138 -2.249 .025

R=0.152, Adjusted R=0.141, F=14415, p=0.000, D.W.=1.902

Price discount benefits 222 3.625 .000

s Sample benefits .166 2421 016
[H6]” Brand loyalty

Presents benefits 154 2.301 .022

R=0.152, Adjusted R=0.141, F=14502, p=0.000, D.W.=1.885

Application opportunity for gift certificate benefits -.193 -3.001 .003
Brand switching

H7]” L
intention

Mileages accumulations benefits -.187 -2.907 .004

R=0.094, Adjusted R°=0.087, F=12.732, p=0.000, D.W.=1.879

Application opportunity for gift certificate benefits 238 3.795 .000

¢ Mileages accumulations benefits 204 3.284 .001
[H8]"  Brand loyalty

Electronic newsletter benefits 145 2338 .020

R=0.187, Adjusted R°=0.177, F=18.720, p=0.000, D.W.=1.981

H1] Monetary benefits sales promotions relate to brand switching intention.
H2] Monetary benefits sales promotions relate to brand loyalty.

3] Non-monetary benefits sales promotions relate to brand switching intention.
] Non-monetary benefits sales promotions relate to brand loyalty.

5] Immediate benefits sales promotions relate to brand switching intention.

6] Immediate benefits sales promotions relate to brand loyalty.

7] Delayed benefits sales promotions relate to brand switching intention.

]

8] Delayed benefits sales promotions relate to brand loyalty.
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