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Abstract

The purpose of this study is to find the effect of cultural marketing on a corporate image and purchase

intention in the foodservice industry. For this,

a survey was carried out through a convenience sample of 300

people in their 20s and 60s, who have experience of using family restaurants located in Seoul area, from
June 1 to August 30, 2011. The result of this study is summarized as follows. First, the effect of cultural
marketing on a corporate image in the foodservice industry showed that cultural promotion and corporation
have a statistically significant positive effect on a corporate image(p<.05). Second, the effect of a corporate
image on purchase intention showed that a corporate image has a statistically significant positive effect on
purchase intention(p<.001). Third, the mediating effect of a corporate image in the relationship between
cultural marketing and purchase intention in the foodservice industry showed that a corporate image mediated
partially in the relationship between cultural support, cultural direction, cultural corporation, cultural sales
promotion, and purchase intention. From above-mentioned findings, the cultural promotion and corporation
factors of cultural marketing in the foodservice industry had a positive effect on a corporate image. And the
cultural promotion, direction and corporation factors had a positive effect on purchase intention in the
foodservice industry. It suggests that cultural marketing could not only boost a positive corporate image but
affect purchase intention, contributing to higher sales in the foodservice industry.

Key wonds: foodservice industry, cultural marketing, corporate image, purchase intention, cultural content
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{Table 1> Demographic characteristics of the respondents

Classification N %
Sex Male 166 58.5
Female 118 41.5
20s 74 26.1
Age 30s 71 25.0
40s 71 25.0
over 50s 68 23.9
Marriage Unmarried 103 36.3
Married 181 63.7
Under high school graduate 94 33.1
Academic Being in.univefrsity./Junio‘r col.lege graduate 69 243
Being in university/University graduate 82 28.9

Background .
In graduate school /more than graduation from 19 137

graduate school

Student 48 16.9
Office Job 27 9.5
Technical Job 10 35
Occupation Professional 42 14.8
Teaching Job, Public Official 18 6.3
Self-employed 26 9.2
Housewife 79 27.8
Others 34 12.0

total

284 100.0
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A% A= th3 <Table 2> 2tk WA Bartlet & 2359 AMES vigloz 99 W& ¥
o] @1 E Azl A} x2=2905.927 (Sig=0.000)  <IFFATE Q0¥ Atz 2911 FIA| Y’
o|BR WS Aol 9R1& o] Bk FHAA (19266%) = HHIU L, LS2E EIIS)
7} ki, KMOS| #2243 % 443 KMO (18 305%) = skt E3k 20138 <F3i
gkol 0.908% VERton|, 38 T AT 2 2(17918%) 2 W on, a4 wskw
e A8 QQ1EA 7bHS wEAI7] 22(17.620%) = BT 3 F2H 2219
D2 e} go] 2Q¥AL AN 1A AR BF 6 olom et AT % 9
I F el adlo] =E2ERIA 7 a9l 7St = e Aew = 5 v
{Table 2> Validity test on cultural marketing in the foodservice industry
Component
Classification Cultural ~ Cultural Cultural ~ Cultural M+SD
Support  Corporation  Direction Promotion
5. This restaurant conducts cultural promotion projects like
. . .844 164 142 236 2.94+.875
an admission discount to performances.
6. This restaurant is actively supporting cultural events and
. . 812 .190 243 119 2.94+.826
artistic activities.
7. This restaurant contributes to the development of culture
713 .290 247 .149 3.01+.802
and art.
8. Thi t t It ial Tt ject: h
1s. restauran suppo. s social S}leo projects such as 636 261 409 131 5 95+ 807
charity and scholarships fund-raising.
14. This restaurant is effectively giving employees a cultural
. . . 261 .806 .198 .107 3.08+.836
image through diverse cultural marketing.
15. Thi t t is effectively giving its st ltural
. is restauran 1§ effectively giving 1s. stores a cultura 168 a7 158 203 3.18+.839
image through diverse cultural marketing.
16. This restaurant tries to build a cultural image. 258 733 283 151 3.15+.881
13. This restaurant is effectively giving its menu a cultural
. . . .148 .697 326 250 3.15+.829
image through diverse cultural marketing.
9. This restaurant is actively supporting culture and art
. . 230 .130 .820 175 2.85+.796
projects like old-age benefit fund.
11. This restaurant conducts cultural event projects like art
. 252 270 737 164 2.94+.853
performances run in itself.
10. This restaurant conducts general social support projects. 149 281 713 235 2.88+.797
12. This restaurant conducts cultural event projects like
. . 335 319 .669 .185 2.96+.881
coordinated performances run in itself.
1. This restaurant is actively using cultural factors as part
. .027 241 179 .865 3.33+.829
of advertisement.
2. This restaurant is actively using cultural factors as part
. .062 297 .188 813 3.38+.838
of marketing.
4. This restaurant conducts cultural promotion projects like
L. . 452 .104 181 .705 3.18+.892
a movie-going discount.
3. This restaurant conducts cultural promotion projects like
. . 391 .103 .195 .689 3.13+.888
an admission discount to amusement parks.
Eigenvalue 3.083 2.929 2.867 2.819
Dispersion Explanation% 19.266 18.305 17.918 17.620
Accumulation Explanation% 19.266 37.571 55.490 73.110
Cronbach's a .875 .867 .859 .867

KMO =0.908 Bartlett's test x*=2905.927 (df=120, Sig.=0.000)
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<Table 3> Validity test on a corporate image

oSk Fojewe] vHE GaFAT 65

Classification Component M+SD
Corporate Image
4. The corporation will be interested in protecting the rights and 230 3542776
interests of consumers.

5. Customers have confidence in the corporation. .830 3.38+.778
1. Customers have a general good feeling toward the corporation. 818 3.57+.742
2. Customers like the general positive corporate image. .806 3.47+.763
3. The corporation may have the potential for growth. 771 3.40+.757

Eigenvalue 3.289

Dispersion Explanation% 65.784

Accumulation Explanation% 65.784

Cronbach's a .870

KMO =0.843, Bartlett's test x*>=653.826 (df=10, Sig.=0.000)

2) ZI10I0IXI0N CHSt EXEA ! A=l A4S
Z1gelm Aol vt efdd 2 Alsle 1A A
= TS <Table 3>3 2t} WA Bartlette]
A E A7 A7} x2=653.826 (Sig=0.000)°] 2.2
HPE Atolo] 8215 o| &kt FA#AVF &
135k, KMOS FEASE M43 KMO &t
o] 0.8430.2 YUElon, F54 = JA
JJr WE Z@Z}E«] [UEA

<Table 4> Validity test on purchase behavior

3) FOHCI=0il CHSt EIZM S A2 2
Tzl gk et B AlE = 1Y A3
£ thS <Table 4>9F 2T} WA Bartlette] ]
yE A7 A3 x>=684.652 (Sig.=0.000)°] L&
TS Aolo] 8R1& o] Evkel FAIAVL &
Bal1, KMOS ZEAIE HA
o] 0.8230.2 UElton TEA =2 73
AT ZA A QOIRA J1H S ukEA]
7182 o5 o] 8IS AAskTh 1
A3 F 109 adle] =&H%a 7 &
Aote e FANES Ao R e
T°(64.928%)°] 2= 291
F=E a9 HEEs.
7

5 2~ 2=
#HE e A A

. . Component
Classification Purchase Behavior M+SD

5. 1 want to introduce restaurants where I visited to the people around. .869 3.18+.752
2. 1 want to reuse restaurants where I visited. .838 3.14+.835
1. I am generally satisfied with restaurants where I visited. .830 3.14+.794
4. 1 am likely to continue to use the restaurant. 811 3.09+.783
3. Although I am distant, I will use the restaurant. .664 3.37+.776

Eigenvalue 3.246

Dispersion Explanation% 64.928

Accumulation Explanation% 64.928

Cronbach's a .862

KMO =0.823, Bartlett's test x*>=684.652 (df=10, Sig.=0.000)
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{Table 5> Relationship test between the variables

Cultural Marketing

Corporate Purchase

Classification N M=SD Cultural ~ Cultural  Cultural  Cultural .
. L . Image  Behavior
Support  Corporation Direction Promotion
Cultural Support 284  3.25+.729 1
Cultural Cultural Corporation 284  2.96+.706 592" 1
Marketing Cultural Direction 284 291+698 669 640 1
Cultural Promotion 284  3.14+716 .564 547 550 1
Corporate Image 284 347619 364 5027 364 385 1
Purchase Behavior 284  3.19+633 460 535 505 4300 514 1

whk

p<.001

3. Jido| AS AWE L 258%0]11, 3]AA L EARCR &
(@)

2 BA QI THF=25.638, p<.001). =¥

2 e o (p<00l), TrjelEete SAH L toll sloj e 24719 ZstviAg el 5k

<]
°]g A
1) 2t B 28 ARt A 2= EolE, 3719 0] 719 eln Al
7} W 7 FHIAE Gotiy] {3t SARCRE fFofdt H(He dFS A= A
A A4S AAS A <Table 5>¢ 2th & 2 YERETHp<.05). 5, 371 =olAH 7]
AT} 92719 AR e EeaE, E2 JolrA| = 4069 Fsol e AR YERGa
A, weAZE, TS 719elnR e BA skl EolA™ Z|Yeln| A= 1479 AE
Hog fondt FHA FHAAI} JE A o] A= AL R YERNITE waeba] 7]gioln|x] o]
a3
2 fFonlg F(HA dHEATE de e E v = F37)Ye] F23 2dS & F it
EPSETHp<.001). 3 7]olm|Al = Fujel =
AR R Fenlgt F(HA FaaATt e (2) Jtd29| 2N
Ao 2 YR THp<.001). o <Table 7> 7]§joln|A|7} Fulj o] =0
H|2)= G HdA ] flste] des| A RS
2) J1do| A A Adtoltt. EAA R 3| RFo] A
(1) 719l &8 < 262%°]11, 3|2 BAHCR folgt A
Tk <Table 6> £]217]9 &E3lntAIR o] 7] o7 BEAMEATHF=101.399, p<.001). SHHF
JolmA o m|Rl= Y= A8 fIste] v 24 714elvAl= el BAA R fo

AARNEG AN Adfoltt, BAAT ARG @ B 9 VAL Aoz vehge

<Table 6> The effect of cultural marketing on a corporate image in the foodservice industry

Nonstandardized Coefficient Standardized Coefficient

. . 2
Classification B SE. 5 t F R
(constant) 1.899 .169 11.228
Cultural Support .002 .062 .002 .029
Cultural Corporation 351 062 406 56707 25.638" 258
Cultural Direction .020 .066 .023 307
Cultural Promotion 125 .056 .147 2238

dependent variables: Corporate Image

p<.05, ""p<.001
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{Table 7> The effect of a corporate image on purchase behavior

. . Nonstandardized Coefficient Standardized Coefficient 5
Classification t F R
B S.E.
tant 1.360 .184 7.381 .
(constant) v 101399 262
Corporate Image .526 .052 514 10.070
dependent variables: Purchase intention
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{Table 8> Mediating effect of a corporate image in the relationship between cultural marketing and purchase

intention in the foodservice industry

cultural marketing

Parameter Step Cultural Support Cultural Corporation  Cultural Direction Cultural Promotion
B t B t B t B t
stepl 328 5835 502 9.740"" 364 6.566 381 6.922""
step2 415 7.664 505 9.820 535 10637 438 7947
tep3 . . . .
e 276 5352 366 7262 328 5987 271 5124
(independent)
Corporate 03
S Fok Hkok ook ok
Image P 424 8.211 381 7.558 .370 6.749 441 7.765
(Parameter)
F-value 69.991"" 86.367 81.482"" 68.368
Adj.R’ 328 363 323
Adoption Partial Mediation Partial Mediation Partial Mediation Partial Mediation

Annotation) stepl, step2 and step3 are a regression analysis result of an independent variable over a parameter, an
independent variable over a dependent variable, and an independent variable and a parameter over a
dependent variable, respectively. The R2 value and F-value refer to a regression equation of step3.
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