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Abstract

This study aims to analyze the effects of satisfaction on behavioral intentions depending on brand equity
based on the consumers who visited specialty coffee shops in Busan. The self-administered method was used
for empirical analysis and 295 copies (89%) out of 300 copies of questionnaires were used for analysis. For
data processing, the SPSS WIN Version 15.0 statistical package program was used and the frequency analysis,
reliability analysis, factor analysis were conducted so the hypothesis was verified through the regression
analysis. As a result, for the hypothesis that “Brand equity(perceived quality, brand awareness, brand image)
will have a significant impact on satisfaction,” perceived quality, brand awareness, and brand image had a
significant impact on satisfaction. Satisfaction was shown to have a significant impact on behavioral intentions
for the hypothesis that “Satisfaction will have a significant impact on behavioral intentions” For the
hypothesis that “Brand equity(perceived quality, brand awareness, brand image) will have a significant impact
on behavior intentions,” perceived quality and brand awareness had a significant impact on behavioral
intentions while brand image didn't. Based on the results of this study, companies should be systematically
managed to prepare strategies to remind consumers of their brands and focus on to strengthen brand equity
effectively in order to build a competitive brand.

Key words: brand equity, satisfaction, brand awareness, brand image, perceived quality,
behavioral intentions

I.M 2 7FZ38kaL 9th(Yeo HK - Jun JK 2005). H3F 7]

=9 7S S7MI7IE FRARE ZEeH 7 E

21C i Alsle AEs) 7sEal T 7IdE 2RE A4S v gle Aol viE BalE oftt
o] 4gg7ge] AAgH oz thgtdl wet AlZ o]g]3 HA=E |y A4S HA=E B
719 Bk oplgl MH| 2~ V|4l AAIE AR wRsta EARS FReh, nlEe A
FZ317) Y8 A2 e J2os Haes 271 AZAAT|E F93 ngEA e J3e ¢

9 : 2 e, 011-9537-6516, kkattae@kaya.ackr, Zd'd A3A] A7A1%E 60 7toristn T&xe]d Fett



92 S ze)8k3]A] A 188 Al 235(2012)

oft
_O‘L
X
i)
al
il
o
2
il
(z
)
r
>
=
_?L
&

N

o d

ot 2{

o] A SHFE(CHE T 2003) e B
AFEE 25 e 7IdEC] 7 A%
T Fofoln, ol HAl=o] A|Fout AH]
£ o] &g 7|fddl o] THTEE 7
o] A 7IxE AFAE M Ta3 Ate
2 FT Au)age= Balle oHAE (brand
equity)®] F8Ae] F2F Hi AvkBerry LL
2000). oJell AN FEL AHale] 2pHstE Bl
DAAEAA st Aot $-91E
gHatazt =95t UTKim YH - Cho YB
2008). &2 AH] 2~ 4kgie] @ HE-& ApA|SkaL
Ae AAHZAGAAE g, AB] 2~ Fo] A
W Zpol7F A} glojflel whet 4BjArt A=
Z1gelvt HAlE onA] & ol ARHEdS 3
7hsta gt s YeRAl =Hdoh A
A e Adee A AET A
g 5A4S SAl AU JARE 7 A0
S A 2010) A}ALe] A

2
/’\6] %

Folu AH| 28 MYstes fslr] Ysire
il

=

do =

S DU Iy A DY

o L

=
—=

AR = ol 2z 4 A AR AR
£ 2009 5,0002] A= vjE FEI} wEA S
7V8he= FA41(Kim KR - Kim DJ 2010)2 7134k
I AHEA Aol gl A tiF s &
g<st, 7193t HaL Slk o = <lal] BHil= 1t
AL AR Sl g 75 7 9l
IAEE A9A e ATl g =
AAs] ot Aol

AT Z ] AGTr R wEA ik
H1 5ol ARHE- ek A= e
AJ(Kim YO 2003)3} &4 =(Jung YW 2006; Kim
HB et al. 2007)°l] thgt AT $15= FlP=o] gk
on, AFHEHY] HA= AFE7} WEE
grolmol| g n|X=Ald tigt A vy
gk A%jolth

B o
o

)
Wi

719l Wae el 2nAd oja) Fad
BFL WS & gom As) ALY A
H ARHE KA A E FEd nA=S
WEw 2549 BeIE Fol Ha= ojFele)
g FH A2 % e Aelt, ool & Ao
A A AER) DA oA oG BE
=7} vjefe] el o] ofu g PP v
£ segtonn AU EFUE B
443 AR dE BASE B g o)
< nstaA gk

I. OI=A Hi&

1. EHRE OIREIC] i

HA:=(brand)= LW =2=0J(0ld Norse)2]
‘brandr’ oA U2 Ao €Y A7ITp = 9
H 2 afAbE ] Adl 9els AAY o]
= QY g vlo|HelA f HAthA
A& 2007). A= oFE = 7193 1] 4%
oM BT FQgt on| & zt=d| 7|ge] A5, Al

T .
gzl AR FolA 71A7ZA olee] MR A
AE S PATozN 74 oEIHA] FuAM =
DAL FET F Jlon BAHEE F3 AHRp
oko] AFYAIAE B3l =S Ul Al &
ATHAAE 2008).

BaE dFEE Al 7 fEoz 2R

N
s
o,
R
d
22
s
=
9
o
(m
=
[
-y
4
o
I
=

(Feldwick P 1996).

Keller KL(1993)E ZH|z}S0] B83l7 9=
Hal=o] gk 2[4 w2} 7]go] HAl= v
g g5l g Hole whe- Ao

=)
o,
&



B= dFE o7 STt FEeled nAe JF 93

o Bl x]2jo] FEd e AEAQ] g9E
B JFE g 39

Aaker DA(1991)E B = oA E|(Equity) S H
ATt 2 PRIEA Bl o] F, e
az]a olfte] HAl=sh dAlE A= A4t

A9 Ageleta Holasih

2. Beli= (RESl K0!

H= A FEL] 74821 o] oulg o
AZ 7JElele] B A3 HAss vk ¢ S
Ao gt FRE AT & F o] T8 ou|E
742t} Aaker DA(1991)= BA = o] ES] 14
QA% HAE 2T oAy HA=d
42 oolmx|, X7t F4, 7|EF 534 Hil=
NAE(ED], T24E, 534 B HE T+

Keller KL(1993)e]l 2]ahdl B2 52| Hal=
AN FaE HAE 9143} BAE ojuH| 2 o] 7

o]# glem ol Hale Q143 Hale o]u]

A7t BaE CAEE T Fsst
o 2ua oA 5328 Han EK -

Hong SK(2003) EH = oA E] Ao =45
go] Bile o FEe] 4 eaE BHAllE 91X,
BE oju|z], IAH F4 FOo& 33Tt o=
ZH|2be] I A H2e B E o FE = &
Zke] whgZell WAs] Sl
=3 &8 42 FA
g 92)7|¢e] HAlE e P LRlE
Kim YH - Cho YB(2008) B = QA %, x|z}
al

4, 2 onjx], Hille Asea s}

£

1) Xi2iel =&

A7kg FAol Zmlakel AP Tult Abg
Agol g 44 & Qe Ao AF
o} AfHls A Tl A AF A% Fe
=«

Z% 5o Adahe PEEE QoR AHA)

r

VA 1988). o213t A2} F4e nEe] Hale
of thgh izl Holx] gie kA9l 7oA B
oo wet ths A= s 5 AlEe] 54
S e WA Aol 7] xsta glow, o)
ATZHAIG shte] FFA ol AWkl T4 70
Jolgka & 4= 2UtiKim YH - Cho YB 2008).

Aaker DA(1991)= #|Z7€ F4o] 2% 3
BAllE A= AFA S vAH 5S
Tufate] F7| o7t e A gole A2k F4
o] FujAR Al elow #garin FTh
w3 A 2E 48 Hal=o] thEk ol Kol

2) BiE OINE

vaE AR =T A" AFUAClAS] 7
7BAQ BA Z shlg AH|AEo] npedd]
Asts 5% Bilzd dig HEe AEoltt
(Aaker DA 1991). 5=+ 2] Lol =7} o A&
ol 3 54 HATE A4 T ] & F
NE TEHORE AF ovAE AZs F= A
A 2A2] 43 Wt ofe} o] & Bl ) 1
& BA=E APstet $a3 982 she oA
2 2o A eaEt & = Yok 2006).

e Bl A E P4 4] Bl =0
QA of Fof] mhE Zlo] of} Hile QA=
zlo) e} Fof| glo] An|AT} TheFet Aol A Bal
c

_l

r



94 =z2] g8 x] A 187 Al 23(2012)

T A sk 71EAR1 Lo tio] /% 2008)

BAE QAR sy BEE Bl AV 4
Al ZH|Rke] 719 LollA] 9lE A 4= 9lem 71
W27 A3k dehde 54 o 14 94
Aoz vAE AR FAe) 9% wels
Aok @k

3) &&= OIDIA

BaE ofulA e 2H)Ate] vkl Bl Ho]
3, A3, 253 A4 on|X|E AS uf H|E
& @ B onAs} g4t s

(Keller KL 1993). T3 Hal= o|n|x|& AH[A}
7k 574 BAl=d] tis] 7 Aldelu AelA
BHAAZAM A - o R AL o8] HHol

OH o:] TES. HLOo.

W 1o g

sk oY 7] FEE AZele 7]
A1Z 2009).

Biel AL(1992)& Hal= oju|x] & A= &
A2 AZGAFe] oluA], A|FL] o|w|A], AHgA}
o] olu]x], AAsH= BAHE
on %7 PAE BWE o
Aol JFs nRvta st

%3k Ki MO - Lee DL(2008) & ¥ %E olu]#]
= Az 71X 9 =5 folgt ks mRl
tho FAs19om, Kim TH et a1(2009) 2EPY

ya

2 A gor G HAE ojnx| 9 HAE
P 9 MAEM urﬁloﬂ e Al 1
A5 Aalnte] tefl ojn)x) Pejo} =S
He 7] Wl A S

\=I=e]
T

AEA -54/3/\]7

2008). wHebx

ar
2 r}i 1z

(2

7] ja BAE oln|A2 A Ut

THEe of 2] g FapeHtofol| A Q17| FE
4 22 1A Eo] gtom,
Y5 d53t7] A 9
ARFR IR o] ALnate] ko] 7|]je] B
2 A4Ha AT F SR 2008)
Oliver RL(1981)& Tr&5< “AlF F53} 4v]
A3 AEd duAQl sk HrPhe
A wEs xgstn vt ¥
Hellier PK et al(2003)> 1274 242 11
et &5 F5A1717] fg Au| 2
AARRRE 50| e ANl S ®
= 553 A= Aot
Tse DK - Wilton PC(1998)-‘—’- 174 qkEo] 7|19y
/‘6]3]’01] ‘:HOH fr—‘

=
i
ko
<
of 1
el
ko

lo
ol
3@
&

>N
[
o

9 AgeA dehks A7, g 7o 2 7
sagtks GolA 37k obd 244 )
goz stelsol & AN SHTHE] A 2004).

___o]

5] A3 A} B}
R lggens sl dss 45
ol % = Zloln] Qe F

2010) =3 A ]ﬁ//ﬂﬂ]*oﬂ g 7, ATl
T = pAunEe] Avs Hdusls raAol )
Léc’]ﬂ(Zelthaml VA et al. 1996).

Boulding W et al(1993) 352 =e] 484
2 Aol g, AEARI o] g, AR FHew
otal Stk Aol 8ol E= 5 A=Al F Ak
ote] HAIE FAlskaL g 7he| L] o] AH] 2o



B= dFE o7 STt FEeled nAe JF 95

gt Aol&S 7189 Au|2=AlFAket fAlshe
Zo] & ZeH|AFEo] oS HAIE WA H
o7 FHANAY FHA HRE wh
st 9t 25 'wetth(Jones MA et al. 2000).
Zeithmal VA et al(1996)= 3% =2 FA
ALB1 A PEol et AAA PF =] 27 |
FE TSI AR A F oEE 1o &
woaEd P, 7 5 2e P Ut
(Szymanski DM - Henard DJ 2001). ¥Fd Z3#]24
T e 24 AT P | A&
oA, 2 BT 22 71Ge] AFAQ] SHe
FEF VA= Ag dsh, 7199 A 1A €]
oflel HA mAe] A 7A] FEFS
Z 4= 9Jt} Keillor BD et al(2007)2 A{H] ~H
oA AaFA I I FH o] PEEel vl
FaFoll Bk Aol A AT =} 79
55 Jdeolraclos AHEsiith
Oilver RL(1999)= 3824<1 719 %79 4=
2 g g 9 e seke] folgt g
HAE ASH o2 18319 2H, Barbera PA -
Mazursky D(1983)& 4:H| Ao 2XE ZAHH
TEEE 7Igel te S AR HE B v

BAQ P FEo] S vATw A,

N

0.

0;

il
lo

;)

RL

=4

)
H =

=)
)

4

T )
ki

Brand equity

Satisfaction

Ao 2 Aaker DA(1991), Keller
KL(1993) 2 o]§3jo] Bl o|Elo] o3
Tt @ Eo o nR= kel tal A
4 s Siick B A7) 5218 Gda o
3 AFRE<Fig 1>7 A77HES S

i)

)
=

2) Tt M

HAE el o BEEI} Gl we]
Ae Gl el dolunz} A7 S uke.
= et 2e e Agean.

(1) E&li= HREIRF BEEZ0 CHt JtAd
Pappu RP * Quester(2006)+= 117 59| F+
of mEtA] HA= JFEE F/dshe Abdo] vk
sHAl vERdtha Bhe] BE o|FE ) A 9
of A= JIFES AR =yl itk
Dutton JE - Dukerich JM(1991)2 74 A}E<l
Hla| nAREErt 225 A4 9 89
£ola 7199 BAE on|x|7} e = Ao

B
=2 AU

Fornell C et al.(1994)2] A= o HE| ¢} 117
U] AAE A AoAE A, 7]
A DAV FE o] &I A SRS S
e A7} o] S A9 7|l B o]
n2) 7 e E Aoz EAEdnh

2

94

m
=

Zeithaml VA - Bitner LL(1996)< 7|

Behavioral
intention

Perceived
quality
Brand
image
Brand
awareness

AR/

Satisfaction

Behavioral
intention

<Fig. 1> Research model



96 S ze)8k3]A] A 188 Al 235(2012)

=olu|A= A9 A7}

ol sl #AE vhs 2ES
Back JO - Park KT(2010)= H; = o HE

J F A7t F4, Bson|x], B

7} BEEd g nxitia %41‘4"13}.
wbA] olelg o] B4 WA S AR B AT

A= BAE Af|FE7E T nlX] =

ol 7] fJal thE 2 7R

mlo

ql
o
2
o

HI: B E o7& v

n| & Aoltl.

HI-1 : A|2}e 48 sz 7oeh J3F
= 1] Aoltt

HI-2 : HAEQIR == vrEEo] 2o]dh o
3= n] & Aolr}

HI-3 : Helzo]n|x] = vlEzo) foldt &
s v & Folt}.

(2) DHEEEQL SASOI=0 CHeH It

a7 REE B PEelre} BAY AP
Oliver RL(1981)& RHEo] A ZHEe] Jgke wt
L, 7 F e S wida ailen,
Bearden & Teel(1983)% Oliver RL(1981)2] A+
o 2ABle] VI E-BE ol% 7ol WS
AS3kth &3 Oliver RL& Bearden WO(1989)
o] AFolA = DDt 5o ol A4
9 GG MR FASRA BEL Fh g
o sl SFA<Q H=s FdA7I=t ol
A HErt PEo ol JES nHE Aol
a3k

wabA olelgt ol 2d WAL 2AR
A= == FEel o] v

w71 98l v 22 S

f
o e

?_
o}

o%
o [

32
oo

FARSES

-
= ]

0.

H : BERE YEEd foF 9L ]
2 Hojch

(8) Ha= (IFAEIR ASCIZ=0 CHet It

Cobb-Walgren CJ et al(1995)2 H = o A E]
o ATl e AR E Zel 33 A BA
7F dvte A EAsision, Bals ALk 1
o] Q123 Fujol k. e Al J3e v

A, AEAH 0 HAE o) EE AR o]
=7 drkn ek

BAE AP AR o ole] wA HPAT
o)

=2y %6}04 AGA AAAATF G U
o] B& X1 ) tk(Bitner MJ 1990)

Han EK - Kim MJ(2002)> 5% Ha3H=2] o]n]
A7 BAE 7)o JEF nIAH o3l A=
2nlzte] vEE gl FujFe] g Foe A

E E‘l »}sq—

Seo WS * Kim MK(2003)2 €
TAQAQ BHE QX = E%t
zo|n|x|7} &AL FEol
Aoz e

b o]2@t o] 24 Wi AR 2 ATl
M BAE A} PEolwd nAe
golwr] &) g e /M-S =&

[}

B
N
Y
I
=2
A
U
it
03{:2
i
Lo
Y
2
3
L
o
2,

o =

H3-2 . BEH= |E= g Eo]Eo 5ot
Jee 13 Holk

H3-3 : BAlE o]r] Al AFe 0] ol

1) A= E2

A7tg B4 A7) AR ol 2
°l o183 s el el $del ok
© 2(Zeithmal VA 1988) 2|3l K
A - Zeithmal VA(1993)2] Aol A WALE &
Selth, NAATE B w=pe] BAG] B AT



= JFEd] o8 BEEsl Pl nxE det 97

dote] A2 AE Sk 7w ®E 75
o 67 F3E Likert 55(1:138 22X &},
5 oS e Are 2hegn.

2) 58liE OIXNIE
BAE QRIAEe 245 vhg&d EAsk=
5% Halco gt B2 xRz Folsta o]
£ Z33t7] ¥l Aaker DA(1991), Keller KL
(1993), Han EK - Hong SK(2003), 7 €}-$(2000),
21 8H2004), Lee MS - Gu JL(2003)2] 3=l 4]
WS FEeinh Bl A kd] ek 1A
B9 A7t & =79 A4 s AT sk
224 BAE SHete Ve ® Ao 4
FS- Likert 53(1:43 2284 &}, 5 )
G 2T HEem S5t

mJl

=

3) &&= O|0IX
BHE onxe nAEe] 7|9 ol 4w
FHARI ddelv =4de 23bske 43 Bl
= &Ad] gk X zto & Keller KL(1993), 71
sH2004)y5e] ATE HIEO R FESATh & =
Fo] ZAd] gtA A4 0}04 A4 #AE 5%

= 7|Zo R sl on 67 BaS Likert 5
A(LAE agx gt} 5 S gt Aee =

B
4) pIEg
WEEE D5 A Fol) AH|~E o] g3
F wAle) 470 g7 dig FHA 1ol

2l g elslal, Oliver RL(1999), Tse DK - Wilton
PC(1998)°] Aol WgE FEoith & =
Bo] BAd wy APAs] A BAS =4
ste 7lee 2 Tl er 4719l £&E Likert
5H1:A8 2%A & 5 o 23T HeR

Ago] ofd il tig B =S

_]::

E4& vyl sz vehlie= 711
Aldo g #o)slal, Zeithaml VA et
al.(1996), Boulding W et al.(1993)] A-ollA] ¥
=] FA | B Akl HA oA
Hoke Agew pHaRer olel £
Likert 58 (1:43 22%] &t} 5 :m)$ 212
o AEw Zgsdch

o
i

ATE FAk x9e] AHAEY o8 Fd
5

AFEE vfetetarzt 7]

59 597t

A
ofje
[98]
[0%)
S
-
o
m>’
Mg ¢
N
Ll
> =
bl
_O|L
ach
o
olo
it
D)
N
N

I2)(self-administered)
AR e 300ﬂ98%)
o, Fge ‘3} | SHEsAY SHol

%@.ﬂ’gﬁi A getA] ethal -"d"%ﬂﬂi
295%(89%)9] A7 &

MR o 1N

2,

L o o o to X

1%

4. 2N g1

2t 82)2]E= SPSS WIN Version 15.0 713171
A TIPS ARt AT SHE &
T2 AFBATH E4E AT 98] RI=E
A WS5E AT BIRAE B Yl

/\]ﬂ _1_2,‘_)4. OO]H/KJIg /KEU\] }_o:lol:q ]_}\40 74

S3l7] flste] 3N S A8kt
V. 91 =A] 9 24}

1. QIRSAHEHN &Y

Ao dubAl A& gefshr] fg Rl
TEA A= <Table 1>3 o] YeEhsit) f4&
3 29579 9] AnbH 5o tiste] WA EE=
THOR Jes AEdAe FAe 1051



98 S ze)8k3]A] A 188 Al 235(2012)

(35.6%)°1™, AL 1907 (64.4%) = oJAJo]
Fdell vlsl] E=A UERsTh
Ao M= 20~30417F 19778(66.8%) = 71
=& HEE YEa, AEoRA s nlEo]
2497 (84.4%), 7]1&°] 46™(15.6%)% FEFsiTE
ol M= tieta QA eh 20178(68.1%) =
71 = vebg o, Agea= gAe] 1219

{Table 1> General characteristics of the subjects

(41.0%) 2.2 7P A Uehseh 99 a5
A 1009H Wgko] 127H(43.1%) 2 7178 B9k
3, AF olgste AvEdEs dduyxrt
°] 9978(33.6%) = 7Hg =7 HEbst 713 Bl
= WE 5= 150 18] 92798 31.2%) = 7H
=7 vEbsten, 19 iR Ege 1]

o] 139%(47.1%) 2 7% =A JEhTh

Characteristics N %
Male 105 35.6
Gender Female 190 64.4
20~29 197 66.7
Age 30~39 79 26.8
40~49 15 5.1
50 or more 4 1.4
Marital Married 46 15.6
status Unmarried 249 84.4
High school 27 9.2
. College graduate 57 19.3
Education University graduate 201 68.1
Graduate school 10 34
Students 121 41.0
Self-employed 4 1.4
Occupation Professior.lal 34 11.5
Sales-service 62 21.0
Government employee 31 10.5
Office job 43 14.6
Less than 1 million won 127 43.1
1 million~less than 1.99 million won 85 28.8

Monthly . o
. 2 million~less than 2.99 million won 59 20.0
fneome 3 million~less than 3.99 million won 14 4.7
More than 4 million won 10 34
Tom n Toms 25 8.5
Angel-in-us 99 33.6
irﬁi Caffé bene 23 7.8
Coffee bean 55 18.6
Starbucks 93 31.5
Once a week 92 31.2
Average Once per 2 weeks 67 22.7
number Once a month 65 22.0
of visits Once per 2~3 months 52 17.6
Once per 6 months 19 6.4
The average Less than 10 thousand won 139 47.1
10 thousand~20 thousand won 58 19.7

amount

K 20 thousand~30 thousand won 50 16.9
disbursed 30 thousand~40 thousand won 27 9.2
per person 40 thousand~50 thousand won 21 7.1
Total 295 100
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{Table 2> Factor analysis of brand equity
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821 #2427 3749] 89lo] mEHIlen, F &
AP A e 65.23%30Th 891 12 A7hE F4,
89128 HAE A%, 891 35 HAE vl
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< AABITE F 473l S 1380 AA A
AstRom 121 | A A Al A o] 040]351%1
1288 A A & 353S 2018 243}
Atk A% 27 7872 8o J5ES A
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Ao, a9l s WAl wgws 3
HE At 3 3k 101739 81E5S =&3)
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Factor Variables

Factor Communa- Eigen- Proportion Cronbach's
loading lity vaule (%) a

This brand has provided right services from the beginning. .880 .814

The quality of all services provided by this brand is very

Perceived high in general. 816 178 344 2437 885
quality The menu and service quality of this brand are good. 815 775
The service of this brand is very trustworthy. 736 .607
The service of this brand is very sincere. .606 521
I am familiar with the menu of this brand. .827 709

Brand I can remember easily this brand name. 763 .628 3.02 21.54 792
awareness | am familiar with the service of this brand .686 .593
I can remember the logo or symbol of this brand. 678 .538
This brand image looks generally comfortable. .842 763

Brand I feel this brand familiar. 726 704 2.68 19.12 .834
K This brand is reputed. 715 .651
M3 feel this brand trustful. 678 540
I like this brand generally. .616 S14

KMO : .863, X*: 2252.669, P : 0.000
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{Table 3> Factor analysis of satisfaction
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Factor Variables

Factor Communa- Eigen- Propotion Cronbach's

loading lity vaule (%) a
I am satisfied with the service quality of this brand. .851 124
Satisfaction Overall I am pleased with this brand. .842 710 2.81 70.34 .859
I am satisfied with the menu quality .836 .699
KMO 787 , X? : 541.707 , P : 0.000
3) ASOIE0f [Hst LOI2A 1) BERIE OIRAEIQL D=EEC| IS
sl thet 821 H4sk] Sl Qe 2 A7 7HE ASS AT $AA £
AS AAGIITE F 6wde] WS 1350 24 2 dFIAEAS ARSIt BAls of|HE
AAsIAH 12k g A A Al Arg=e] 040l (A7E F4, BEA=QIA =, Bl =oln|x])7}
A IEFE A F 58S a1 4 Sl vAE 9 £A4 2= <Table 5>
8otk A% A3 859= QlEMo] 7Fede oF 23, R= 1968 AW 19.6%= Ve
AAFSETE 891 55 ab7] el FAEE A HAls o FH 89 T A4dE F4, BalsllA
= AAlsilen, 2]l 3 A2 v 3 & BAE ouAE FoFE 050l =
AHE Arlste] nf at 1019 eRIES EF = fo3 93-S nAE A& JEht 71
stk & BAMEEEE 7029% 0 FEAE 141, 12, 132 A
o] QRIF-MZAI= <Table 4> 2t}
2) OHEEEQ ASO|TO| IS
3. IS UHErt P ol nAe d3dFe B 2
ZH= <Table 6>¥ #a1, R'= 4732 A3

{Table 4> Factor analysis of behavioral intention

Factor Communa- Eigen- Propotion Cronbach's

Factor Variables loading lity vaule (%) a
I am satisfied with this brand. .889 790
I will use this brand again next time. .869 155
B'ehavi.oral I'd lik.e to recommend this brand to my friends and 829 687 351 7029 892
intention  acquaintances.
I will visit this brand often in the future. 814 .663
I tell positively other people about this brand. 787 .620
KMO .859 , X2 : 845.752 , P : 0.000
{Table 5> Regression between brand equity and satisfaction
Unstandardized Standardized
Model coefficients coefficients t-value p
B S.E Beta
Constant 2383 246 9.703 0.000""
Perceived quality 217 .065 222 3.356 0.001 **
Brand awareness 341 056 382 6.133 0.000""
Brand image -.668 .072 -.156 -2.344 0.020*
R’: 204, Adjusted R : 196, F: 24.883, p: .000

ok

"p<0.05, "'p<0.01, ""p<0.001.
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{Table 6> Regression between satisfaction and behavioral intention
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Unstandardized Standardized
Model coefficients coefficients t-value p
B S.E Beta
Constant 1.235 165 7.499 0.000""
Behavioral intention 0.700 0.043 0.689 16.291 0.000™"
R': 475, Adjusted R': 473, F: 265392, p: 0.000
™ p<0.001.
47.3%2 UeRTE RS} sl ol o]oR|R] gethe A= e 23
Y PR PEe AR ol e o 5L AR W P} 33
wouw 7Hd 2= A EA ASAELA d T PFA=E 7IdE Zolt. &
3 Y HERE 22 JPFoEE YEhrR g o 5do] nAEL U Folt} HAl=
273 HAE Aole] AAelm Pr1Hel 4 AARE TR Ro] ohet olulA & IR
5242 B4 Bilsd U@ 2EAA FAE  the 3¢ oA Wolok & Zlolt} weby AnA
B9 98l BUgol wbalok & Zolgt 47 BAY HAS oUE FHS AFME BA=
Het. olm|A] Ao 2HS UFE 88 3o
= gzhec)
3) Hel= OIREIRI ASCE IS
B Ao M AES 949 BAH B V. &
© bEaALNE Agg Bas o
H4E =4, HAsxE, Hil= olu|x|)r} B A= 7y ALHe] Hale oA E
PEo|wo nXE JgFS B3 AI= <Table 23 THEZr) 52| o ou 3l J3kS nx| =
7>3F a1, R= 2108 AWE S 21.0%2 Ytk A defele] njesois 53 44 A4 e
o} 2= e 29l F AZdH 4, Bal=el HA=E Y] 3 7|9k nldEst A} stk
AZe Y5 050 HolA Fozo f-2] 3k MRS ATE “BHAE o A ZE F4,
FFE A= o B YEPAITE HalE oju|x] HIllE QIA|E, HalEoln|X])= WhEEo| {2
ol ge o et gL v olrkel shd A5} A7k
webd 7Hd 341, 328 AYEd ey 7Hd 3.3 A, Bl QA R, Bl | BEro
£ BAH0R oo o AcR eht s BAMCR %@ 9P ZEERRI
Aol 71Z4E et BAE onXr} dEgrr  omg sHAd -1, 1-2, 1-3& AHE
{Table 7> Regression between brand equity and behavioral intention
Unstandardized Standardized
Model coefficients coefficients t-value p
B S.E Beta
Constant 2.062 0.240 8.599 0.000™"
Perceived quality 0.263 0.063 0.272 4.152 0.000™"
Brand awareness 0.291 0.054 0.331 5354 0.000""
Brand image -0.104 0.070 -0.098 -1.485 0.139
R’: 218  Adjusted R': 210, F: 27.041, p: 0.000

wk

"$<0.001.
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