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Abstract

Domestic pizza market in Korea is in the age of maturity, and competition in the market is getting intense.
Brand personality that can prompt consumer sensibility is evaluated as a proper method to differentiate the
image of a corporate rather than products or technology that can be copied easily by competitors. In this
study, we examined the structural relationships among brand personality of pizza brands in Korea,
customer-brand relationship quality, and repurchase intention with selected measurement based on Aaker's Big
5. Based on questionnaires answered by 291 customers, this study examined validity and reliability by using
SPSS 16.0 and AMOS 5.0 for its hypotheses. The result of the study modelling were GFI=0.900, NFI=0.922,
CFI=0.965, RMSEA=0.050 at the level of x2=384.130(df=1.715, p<0.001). First, sincerity, competence, and
sophistication of the pizza brand personality had a positive effect on intimacy. Second, sincerity, competence,
sophistication, and strength of the pizza brand personality had a positive effect on brand partner quality. Also,
intimacy and brand partner quality had a positive effect on repurchase intention. Therefore, in the practical
perspective, pizza brand management can utilize the findings of specific pizza brand personality in creating
a competitive edge for marketing.

Key words: brand personality, customer-brand relationship quality, intimacy, brand partner quality,
repurchase intention
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{Table 1> Research of brand personality in food service

Scale Subject Researcher Summary
Competence has more effects on consumer attitude than other
famil Lee SK(2000) factors and 'knowledge of brand' has some adjustment effects.
Y = The characteristics of family restaurants are excitement and
fast-food Park KS & e ) ; e
sophistication while those of fast-food restaurants include sincerity
(2004) .
and excitement.
Lee SM(2002) Sincerity and sophistication affect preference and revisit intention.
Park CJ - Brand personalities that customers perceive toward the 4 family
Ko JY(2003) | restaurants.
Kim JY - Brand personality has a significant effect on customer satisfaction
family Kim SH(2005) |and brand loyalty.
restaurant Park SH 5 | Excitement and sophistication have an effect on customer-brand
(2006) relationship quality and revisit intention.
Lee SB & Brand personality has a significant effect on brand awareness,
(2008) association, and brand loyalty through customer-brand relationship.
Based on Lee YK & Sincerity and sophistication have an effect on brand loyalty through
Aaker's Big 5 (2010) brand identification, satisfaction and trust.
Sinceri Seo WS - Excitement and sophistication have an effect on brand

- Sineerity Lee JY(2002) | differentiation of fast-food restaurants.

- Excitement fast-food — —

- Competence Lee SM - Sincerity and competence have a significant effect on preference,

- Sophistication : Moon BY(2(3:10) satisfaction, and revisit intention.

- Ruggedness fgtr-nfl(z J Yar;%ogzs) © | Brand personality overseas is stronger than that in the country.
pizza Park YB & | Brand personality has a significant influence on relation quality,
coffee (2009) customer satisfaction, and brand loyalty.

Kim JEQ2011) Sincerity and sophistication have a significant influence on trust and
hotel satisfaction. The higher satisfaction, the higher brand loyalty.
restaurant Park SH & Excitement and sophistication have an effect on revisit intention
(2005) through customer-brand relationship quality.
korean Kim KM - Competence and excitement is a proper strategy for American
restaurant | Kim KH(2010) | market, while sincerity is for Japanese market.
Sincerity has an effect on trust, and trust has a significant influence
restaurant | Kwon KJ(2007) on customer commitment and brand loyalty.
franchise Ham SP(2010) Brapd 'personahty highly affects brgnd image and brand image has
bakery a significant effect on purchase price.
coffee Kim JS - The higher brand personality, the higher usage and customer
Choi SH(2011) | satisfaction. Trust and emotion influence brand loyalty.
There is a difference in brand personality between fast-food and
family restaurants.
Non based on family Kim TH 5 | Family restaurant (6 factors) : sincerity, sensitivity, cleanliness,
Aaker's Big 5 restaurant (2006) competence, extroversion, humaneness

Fast food restaurant (8 factors) above-mentioned factors,

excitement, reliability

* The table was edited by the writer.
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1. ZAICHAIRIC| BHNOI E4

AT A AFEE AFEE digh <l
TEA A EAL <Table 2>9} 2ol QokH Q]
o AdEE B4 125743.0%) 2 o4 166
(57.0%), ALEF= W& 2159(73.9%), 71 76
H(26.1%) 2 YERGTE Aol 2 2007} 132
H(453%) o2 7P Beka, 2 oo = 301 85
H(29.2%), 20t] o]} 43%(14.8%)2] =o|ATh
AL AFEZo] 111%H(38.1%), T 851
(29.2%), AE2] 477(16.1)°] hF-Eo|A a1, D4
52 1009+ wgk 10078 (24.4%), 100~200%F]
6678(22.7%), 201~3005+] 697(23.7%) 5ol =

2 &g A3k
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{Table 2> Demographic characteristics of the sample(N=291)
Characteristic N % Characteristic N %
Gender Male 125 43.0 ~20 43 14.8
Female 166 57.0 20~29 132 454
Marital Unmarried 215 739 ‘(\gi’ 30~39 85 292
Status Married 76 26.1 . 40~49 21 7.2
Office 111 38.1 50~ 10 3.4
Student 85 29.3 ~100 100 34.4
Occupation Professional 47 16.1 l}fl(élgtmmg 100~199 66 22.7
Housewife 16 5.5 (unit: 200~299 69 23.7
Private business 7 24 10,000won) 300~399 36 12.4
Others 25 8.6 400~ 20 6.8
2. 28 g=9| Az Y BT HE £ <Table 3>} 2t} % 24719] S4 a5 dis]
¥ A7) 22 7RIS Sl gad aQRe 2YREAS FF 448
UA 54 FEEY B D AREENS Y 9 Varimax WP AREStAL ofe]dll gh(Eigen
& FAA 2@ AR AN 27 value)o] 1.0ETH Z Z1E als) sith 1 AR
{Table 3> Exploratory factor analysis
Items Factor loading
factorl factor2 factor3 factor4 factor5 factor6 factor7 factor8
AAl 0.221 0.185 0.081 0.811 0.022 0.233 0.073 0.096
Sincerity AA2 0.189 0.235 0.128 0.830 0.047 0.146 0.104 0.129
AA3 0.068 0.084 0.138 0.794 0.038 0.068 0.267 0.102
BB1 0.174 0.027 0.823 0.054 0.139 0.155 0.151 0.108
Excitement BB2 0.059 0.175 0.858 0.133 0.000 0.183 0.129 0.099
BB3 0.089 0.146 0.847 0.152 0.024 0.195 0.070 0.149
CC1 0.025 0.036 0.176 0.049 -0.099 -0.017 0.098 0.846
Competence cC2 0.106 0.143 0.099 0.165 -0.061 0.107 0.046 0.844
CC3 0.236 0.168 0.052 0.089 0.001 0.195 0.160 0.736
DDI1 0.233 0.123 0.208 0.250 0.102 0.757 0.250 0.091
Sophistication DD2 0.164 0.132 0.216 0.192 0.135 0.831 0.186 0.041
DD3 0.125 0.215 0.226 0.075 0.126 0.768 0.128 0.181
EE1 -0.003 0.085 0.007 0.036 0.829 0.109 0.075 -0.179
Strength EE2 0.043 0.054 -0.004 0.027 0.885 0.051 -0.001 0.070
EE3 -0.012 0.039 0.140 0.026 0.883 0.095 0.054 -0.055
IN1 0.204 0.057 0.144 0.235 0.076 0.103 0.837 0.154
Intimacy IN2 0.245 0.205 0.144 0.202 0.037 0.261 0.774 0.116
IN3 0.178 0.362 0.136 0.071 0.061 0.232 0.723 0.097
BP1 0.078 0.841 0.147 0.227 0.130 0.106 0.128 0.115
Brand Partner
. BP2 0.150 0.886 0.070 0.167 0.063 0.127 0.125 0.139
Quality BP3 0.193 0.795 0.138 0.096 0.026 0.175 0.198 0.101
Repurchase RI1 0.850 0.147 0.116 0.155 0.015 0.134 0.193 0.143
Intention RI2 0.887 0.132 0.103 0.134 0.019 0.149 0.174 0.124
RI3 0.849 0.139 0.110 0.163 0.000 0.153 0.150 0.090
Eigen value 8.644 2.548 1.812 1.610 1.426 1.339 1.160 1.038
Variance of % 36.015 10.617 7.550 6.708 5.943 5.580 4.832 4.326
Cronbach's a 0918 0.898 0.885 0.860 0.851 0.885 0.878 0.815

KMO = 0.875,

Bartlett's Test = 4,761.795, Total Variance 81.571%
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AA g0lo] A3 FHKMO)°| 0.875, Bartlett 7]
%9l Chi-square Z£-& 4,761.795(p=0.000) = }E}
U EAR R fol8 £5S HAYNF B4 A

e 81.571%), & 82¢lo 7 23} ¥t} o

AR, &
Wb, b, A" AR, R E, e
HE HEY F4 AT o o2 Hrst
Atk 3, UFd#g AS5S 2t 2Bl = Al
52 AAIgE A3} ==% 29l9] Cronbach's a 3k
o] B 0.815 ©]% oAtk

[e]
212 8 9184 (confirmatory factor analysis; CFA)
S AAE A= <Table 4>9F o) 12 A3, 2
=384.130(p<0.001), x*¥df=1.715, RMR=0.072,

GFI=0.900, NFI=0.922, CFI=0.965, RMSEA=0.050
o2 YT ol Hdl A= A5 x/df
%kol 3013}, GFI 0.90 ©]’J, RMSEA 0.08 ©]3}-<}
ZE A= ®]<4=¢1 CFI 0.90 o]/do|d Ethe 7]
T(Kuo Y et al. 2009; ©]&H] - JAR|& 2009) S &
T Z5A7)e AR ERlEATh 2 A
213 S o] XA HEE & T e
A a9l el g HE5el HaEAEZghaverage
variance extracted; AVE)S 1 =7]7} 0.5 ©]7,
2 891412 = (composite  construct  reliability;
CCR)S] %2 0.7 o)delH HFFEFA o] e A
o7 dAstErl(el e - AAE 2009), = AT
o] A A3 FiEi FEMAVE)S] 2717 =
T 0.604~0.8020]1, A E(CCR)  Fhol
0.767~0.890 2.5 Ve HFE/do] e 2o
=2 Ak 1E)a 7F Al ecle] AVES]

4

r

{Table 4> Confimmatory factor analysis and reliability analysis

Ttems Estimate S. E. t-value CCR AVE
AAL 1.000 0.868 fixed
Sincerity AA2 1.081 0.918 18,793 %% 0.890 0.696
AA3 0.929 0.701 13,5625
BBI 1.000 0.775 fixed
Excitement BB2 1.148 0.890 15.898 % 0.860 0.724
BB3 1123 0.882 15.806%**
cCl 1.000 0.730 fixed
Competence cc2 1135 0.857 1212345 0.767 0.604
cc3 1.063 0.739 11.375%%+
DDI 1.000 0.897 fixed
Sophistication DD2 1.002 0.895 20.561%#* 0.847 0.729
DD3 0.898 0.762 15.963%%*
EEI 1.000 0.773 fixed
Strength EE2 1.007 0.782 13.074%% 0.768 0.658
EE3 1.168 0.875 13.688 %
NI 1.000 0.827 fixed
Intimacy N2 1122 0.913 17.917% 0.832 0.711
IN3 0.983 0.784 15.113%%
BP1 1.000 0.890 fixed
Bragd afl’ia”“er BP2 1.040 0.940 22,461 %% 0.818 0.763
uality BP3 0.982 0.784 17.065%%*
RII 1.000 0.898 fixed
Iﬁiﬂ‘;ﬂ?ﬁ" RI2 1.124 0.935 24,053+ 0.885 0.802
RI3 1.150 0.851 20.325%#+

X2:384.130(p<0.001), df=224, X/df=1.715, RMR=0.072, GFI=0.900, NFI=0.922, CFI=0.965, RMSEA=0.050

***p<0.001, S.E.=Standardized Estimate, CCR=Composite Construct Reliability, AVE=Average Variance Extracted
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{Table 5> AVE and conelation square of the items
Items MzSD” 1 2 3 4 5 6 7 8
1. Sincerity 4.65+0.79 (0.696)" 0.158"  0.151 0.280 0.016 0.270 0.249 0.222
2. Excitement 485+1.02 03987  (0.724)  0.141 0.311 0.026 0.201 0.138 0.118
3. Competence 5.18+1.00  0.388 0376  (0.604) 0.125 0.008 0.160 0.144 0.147
4. Sophistication 4.85+1.08  0.529 0.558 0.353  (0.729)  0.081 0.398 0.207 0.253
5. Strength 422+1.16  0.125 0.162 0.091 0.283  (0.658)  0.028 0.033 0.004
6. Intimacy 4.62+1.09  0.520 0.448 0.400 0.631 0.168  (0.711) 0.264 0.318
7. Brand Partner Quality — 3.75+1.30  0.499 0.371 0.380 0.455 0.183 0.514  (0.763)  0.166
8. Repurchase Intention 5.07+1.14 0471 0.343 0.384 0.503 0.067 0.564 0.407  (0.802)
a) 7 point-Likert scale, ( ) AVE, 2) R, 3) R?
o] 891& 7 AT AFRHYET ZH 891 RMR=0.087, GFI=0.900, NFI=0.920, CFI=0.964,
A AEeE et gREAT & 4 e, ©] RMSEA=0.051 F2= UEHHT.
g dAATe] FhRY)°] 0.004~0.398 = LHER} A, 7P 12 H= AEAEE, 299, #
WA AAG 2UES BT A Zer B 53 AlEE, ARIghe AvakEdE A9
AF7E AAGE TN 3ol Aderd = EA Al el 7zt 7é(+)4 03?%% n2= AL
I AT, = Agsgon, o A% BFs At
g 3=0.220(=3.373, p<0 001), &3 B
3. GIFDIM0| A =0.167(=2.589, p<0.05), AT B=0.420(=5.432,
B dTe /M A5S 98 ?é‘ﬂo‘%ﬂ*—]’ 7Y p0.001) o= EAH M 1, ¢, d)2 T A
AE AAstslen, 271 At 2ol A HEHAT &4, 7H 2' Bl ERIEE, &
£ FN7N7] Hste] FEAFE 01%} * 3 3 e, AEE, ARIEhe AvR-HEE
23S NUd ATE <Twble 6>, <Fig 2>9F  #79] Aol HAE gEY FAd 22 F+)e
2o Sy el #4 A3, 43 ol ndel QYL vAE Ao 4Ysglon], 1 A% ¥
AT A4 ’=394.809(p<0.001), x/df=1.747, F3}8 ZAZAS7F AL B=0.269(=3.976,
{Table 6> Results of the structural equation model
Hypothesized relationship S. E C R Results
T (t-value)
Hla Sincerity — Intimacy 0.220 3.373%** Supported
Hlb Excitement — Intimacy 0.066 1.016 Rejected
Hle Competence — Intimacy 0.167 2.589% Supported
Hld Sophistication — Intimacy 0.420 5.432%** Supported
Hle Strength — Intimacy 0.042 0.744 Rejected
H2a Sincerity — Brand Partner Quality 0.269 3.976*** Supported
H2b Excitement — Brand Partner Quality 0.105 1.581 Rejected
H2c Competence — Brand Partner Quality 0.185 2.806%* Supported
H2d Sophistication — Brand Partner Quality 0.179 2.386* Supported
H2e Strength — Brand Partner Quality 0.114 1.984* Supported
H3a Intimacy — Repurchase Intention 0.515 7.934%*x Supported
H3b Brand Partner Quality — Repurchase Intention 0.155 2.629%* Supported

x2:394.809(p<0.001), df=226, X’/df=1.747, RMR=0.087, GFI=0.900, NFI=0.920, CFI=0.964, RMSEA=0.051

ok

"$<0.001

"p<0.05, “'p<0.01,
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#peD.05, Fpe0.01, ¥¥p<0.001
——> Statistically significant
----- Statistically not significant

<Fig. 2> Results of the structure model

(i
il

p<0.001), 53 B=0.185(=2.806, p<0.01), | & , 7AR13h S avAkEA s Al Al 1Y
H B=0.179(=2.386, p<0.05), 7RI p T WAE TN AY, ZTSE AEAF
=0.114(t=1.984, p<0.05)o.2 EA 5o} 7} 2(a, 7} A3 B=0.220(=3.373, p<0.001), 73 B
¢, d, e) T3 FE QAL dck AR, 7FE 3(a, b)  =0.167(:=2.589, p<0.05), AT E B=0.420(:=5.432,
& ZHzl-Bas BAY] Aol FWIKE=0.515, p<0.001)C.2 EAEo] XA &5 AHAgt
=7.934, p<0.001)3} HA= FEY FA(B=0.155, ©] 2¥|ARHA= BAe] Aol At zhzt %
=2.629, p<0.001)= A1l o] FH dF (Do TS » lﬂ% Ao 2 et o= 9

= T o R Yeh 2T g Edc Exso] Jigdel tgk eI (Lee SM - Moon BY
2010)0A AT} Fegh S, A e
v.&gd 2 el 70l thgk A (Lee YK & 2010)0l14 X

257} AAE 29lo] 22t Az} Mgl felg

A =W HAAFE BA7E AA STl 9EE F= 7P 2 adolga wedl A &
AE FEHE, A Ul Aol Xt Folth o] A3 Aol
gt A EollA AR JAE A 2w &= 9l =4, B MY, 2§53,
E AE oy 7ERTE 2Rk A4S Adg, 2RIZHhS AuAl-Bas B Al B
Aot BEAE o] BE o|u|x]E apEs dE mlEY Fde IAE BA% A, i
A e A-g o g Jrpta gk o] stE A2AGrE AT B=0.269(=3.976,
of & 04;101m~ BAE A, AvakEAE # p<0.001), 58 B=0.185(t=2.806, p<0.01), A=

Aol A, ATy ojmete] FxA AAE A H@ B=0.179(:=2.386, p<0.05), <1 B=0.114
a1, Aaker JL(1997)7} 713t Bal= 718 HEE (=1.984, p<0.05)C.2 EAwo] 243} f53
Moz Bl NS A Fursl G5k AldE, oldnte] AuH|AlHAE #Ae] Aol
AEE, Jeolst S 571x] Fgcloz 23} 5 E%‘: J]-EL‘] 4| z+zt 7§(+)4 J3S m|H|
Atk At F8 BN Ay v Z2rh
qe

AR, Bl JIYRIE S, & f5 3 Al
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(el SFAE A= AR ek 5, &
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[¢]
-

o] 1ol 16.03 AMOS 5.0 < AM&-3to] ] EF A

Hol FAd Aoz gkt Vel o
A BAE iAol BRE 2k P4k 4 ol 84S AESt L JHEE ASEth A B
Al gaehs A A4S, Avx dale o] AR ’=394.809(»<0.001), x*/df=1.747,
Bae AES gy or Add 4= 9lE vl RMR=0.087, GFI=0.900, NFI=0.920, CFI=0.964,
Bl dgko g gl WehS RAIGHE Aol ¥ RMSEA=0.051 522 ZAQIth A7 2 5
835 &4 F UUrh A= AAE 5 AL (B=0.220), 53 (B
o AR B A AAZ o] B, ARAH Al =0.167), AlHE (B=0.420)°] AH|A-HEA= #A
ARdol e Bsla B kA dAIES A I 9L 9] "ol 1Ed) Zhzt H(HY] S n]x]% A
of, 3T ATFE g WIS AAstazt gk - o2 ek 2IEE (B=0.269), 53 (B
A BE F2 oA A Ao A 2 A =0.185), A" (8=0.179), AT (BZO 114)°]
2l 5

< Uos dgEl] AAE ESlel  AvlABE e Aol Hus wEY £4
E ook BESTD 2 5 Aok 24 UeR o Ahel GBS mAE Aow wet =3
Erlesld), A48, e TAe] ) HER  AwlABas g A9l AWHE=0.515)%

f A

Tekste] AFE AABIG7] wiite] S Aol HA= SEY FH(B=0.155)2 AT oo
A FAREREE HES Tkt HAHES F718E A (H(p<0.001) 9FS FE AR AT
ohd & o dutshe 23e =28 & o]l vk B35 AFAL WA, dE 7192 e
o a|Rpel BAE Zte] Bl Ao S Ao BA S Mol fal & A7 IR
QoA 213 Bale sEY FANE S BA= Jfd g Ao 2AES o8 F
= AoA v AgkE 7R 3 9o, FF Al Sl
A RE FEHSER e ARy A
At Aol Fasithn Bt vix|etoz wixjH &1 =81
AWES o] &ole 2HAES] o8 4R Sl
ute}l gAEA =] Aol gk Azt 7)ol v widAAIRE. 2012, "R E A3z vl
& ZlolH, ol tigh wiAE ek g & ot Tz FH S 19 18,
T tgslelet AdEER o)F ST e AeAAIE. 2012 “JMHWE, FE Ogst=
EHAQ A7t o oF & Aotk e, 79 294,
H71E (2007). 2l FAe] A= AR, A1)
o= =8 anr|zte] gl & g nAE 9 AF

etw, 66-74, A<
= I3 A STl e AEE, A Ave} (2011). BERAESNd 3 Afole|n]R] o] U XA

Ul Aol X ggt F&oltt. ofdl gAl =E ‘do] BAE kol nX= G At AF
A= AlFolv 7l Erhs vkl S A= s AFAER] 2, FHEd] Billes
e Hal= shAdo] 1044 oln|A| & ApH S} A THCE T, 105-107, A&

4 4 e A% e Hrhdta ok £ A4 (2010). B BA= AT} Apoleo|n]R] 9]
A= Aaker JL(1997)4 va= 74 =(BPS) Ax]7go] 7 Bl e el wX]= gkl
£ Hlge2axat Hl =0 JiA, AHALEHAE ek AT AAE AP AT F
DA A, AT o wrte] T2 BAZS vhet Ao g s g, 64-66, A<

slaAl akiek 291709] EE-S ulelo g2 SPSS A E (2009). Sports Brand 742 fo} o]m] ]
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w9 8] (2005). B = jAdo] LB AkEAE #
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AT HEYHAER Y sHYAEYS &

Ao 73s|hetn, 68-69, A&

v 73 (2007). 2EE] Z2ao] nA-Hi=
Ao A7 384 FHI AT oz m
& Gakol B AT A e, 38, A
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‘starbucks' =AIC 2, gy, 44, A&
ol & (2010). AAEH S Bal= Jjd 7 Ao}
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