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Abstract

This study carried out an empirical analysis on the long-term effects of a marketing communication strategy
used as a means of promotion(advertisement, free gift) of Christmas cake despite its high costs. Such
verification results were considered to provide as important core elements for successful management in the
bakery industry. By utilizing SPSS and AMOS, exploratory factor analysis(EFA) and confirmatory factor
analysis(CFA) were conducted for the validity of the measurement items, and Structural Equation
Model(SEM) was performed to verify the hypothesis.

The analysis result is as follows. First, advertisement attribute(8=0.269, t=4.512, p,<0.001) and free gift
attitude(38=0.293, t=5.043, p<0.001) had a positive influence on trust. Second, trust had a positive influence
on purchase intention(}=0.513, =8.677, p<0.001). Third, advertisement attribute(8=0.104, =1.966, p,<0.05)
and free gift attitude(3=0.204, t=3.817, p<0.001) had a positive influence on purchase intention. Lastly,
advertisement attitude appeared different by advertisement types(actors and animation), and ads with an actor
were evaluated high than animation ads. Also, gift attitude appeared different by gift types(speaker
doll/character hat and turtleneck muffler), and a turtleneck muffler was evaluated high than a speaker doll
or a character hat.

Key words: marketing strategy(advertisement and free gift attitude), trust, purchase intention, bakery industry
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<Table 1> Status of Christmas advertisements

Year Paris Baguette TOUS les JOURS Crown Bakery Dunkin Donuts
Model Gift Model Gift Model Gift Model Gift
Zo In S Kid
. o Sung Star . Headphone
2008 Kim Tae Hee EIf Hat Ku Hye Sun Wonder Girls Snowman Lee Sun Kyun
. Manteau Earplug
Kim Yuna Hat
Tedd
Kim Tae Hee Rian oy Rudolph . Teddy
2009 Wolf Hat Bear Lee Min Ho
2PM Ku Hye Sun Muffler Bear Hat
Shawl
L Turtleneck . Speaker doll/
2010 Animation Won Bin - - -
uffler Character hat
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{Table 2> Types of advertising models and free gifts in the questionnaire

Division Paris Baguette

TOUS les JOURS

Advertisement

Type
Actor(Won Bin)
W ﬁ
Free gift '
Type - -
| 4

Turtleneck muffler

Speaker doll - Character hat
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Division N %

Male 116 37.7

Gender Female 192 623
~19 24 7.8

Age 20~29 180 584
(yr) 30~39 83 26.9
40~49 21 6.8

Marital Single 232 753
status Married 76 24.7
~High school 31 10.1

Education College ~ 64 20.8
level University ~ 132 429
Graduate school ~ 81 26.3

Advertisement Paris Baguette(Animation) 154 50.0
type TOUS les JOURS(Star model) 154 50.0
Total 308 100.0
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{Table 4> Exploratory factor analysis and reliability analysis of the measurement variables

65

Items Factor ~ Eigen Propotion Cronbach's
loading  value (%) a
Christmas advertisement of this brand is good. .834
Christmas advertisement of this brand is effective. .863
Christmas advertisement of this brand remains in my memory. .852
Advertisement Christmas advertisement of this brand is appealing. 852
. . . . . 6.523  38.373 0.923
Attribute  Christmas advertisement of this brand makes good feelings.  .817
Christmas advertisement of this brand promotes sales. 152
Christmas advertisement of this brand is corporate 248
communication. )
Christmas gifts of this brand make good feelings 902
G.ift Chr%stmas g?fts of th%s brand is effect.ive. 904 3461 20359 0.926
Attribute  Christmas gifts of this brand remain in my memory. .882
Christmas gifts of this brand promote sales. .859
I will consistently rely on this company. .867
I will rely on the products and services of this company. .850
Trust I will rely on this company because it consistently provides 353 2.208 12.988 0911
useful information. ’
This corporation will consistently regard for customer. .820
Purchase I will purchase this brand cakes. 852
Intention 1 will recommend this brand cakes to other people. .834 1.005 >911 0910
Total cumulative = 77.632%, KMO = 0.8720, x> = 4,057.837(df=136, p=0.000)
construct reliability; CCR) #k©] 0.834~0.894%= |} 915 7t A#AIFR)EL 3 Q915 7+ oHE}
b o] 3 BElEEe %—é—ﬂﬂ% Aoz gwst Susgdtn & gled, 24 4% 3
yepstth. 2o 2F A afle] AVES] grel AT GhRY)°] 0.022~0.361 = LERE SEA] A
<Table 5> Confirmatory factor analysis and reliability analysis of the measurement variables
Factor Estimate S. E. t-value SMC CCR AVE
1.000 0.812 - 0.659
1.080 0.847 22.728 0.718
Advertisement 1.256 0.866 17.589 0.750
Attribut 1.119 0.833 16.678 0.694 0.847 0.623
e 1.071 0.807 15.991 0.652
0.911 0.655 12.193 0.429
0.951 0.677 12.690 0.458
1.000 0.895 - 0.801
Gift 1.027 0.928 24757 0.861
.834 .754
Attribute 0.942 0.847 20.634 0.717 083 075
0914 0.798 18.376 0.636
1.000 0.882 - 0.778
0.935 0.849 18.627 0.721
Trust 0.946 0.819 17.642 0.670 0894 0732
1.110 0.872 16.582 0.760
. 1.000 0.835 - 0.698
Purchase Intention 1192 0.941 18.997 0.885 0.836 0.791

X’=221.302(p<0.001), df=111, x°/df=1.994, GFI=0.925, AGFI=0.897, NFI=0.947, CFI=0.972, RMSEA=0.057

Notes: ~ p<0.001, SMC; Squared multiple correlations, CCR; composite construct reliability, AVE; average variance extracted.
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<Table 6> AVE and correlation square of the items

Factor MeanSD" 2 3 4
1. Advertisement Attribute 4.77+1.19 0.623% 0.022" 0.089 0.076
2. Gift Attribute 4.34+1.42 0.147” 0.754 0.096 0.076
3. Trust 4.73+1.04 0.298 0.310 0.732 0.361
4. Purchase Intention 4.72+1.31 0.276 0.367 0.562 0.791

) 1) Likert scale :
AR ZAEE B BEA Zow ¥ A77h
A FEE Zbel e =Tt S

<Table 6>2} o] 2RIl

. YIS0l A

EdAte /M ASE g8 2 2y
RS AAElon, HF ol Y9 AY=
A FE x*=206.898(p<0.001) df=110, x*/df=1.881,
GFI=0.929, AGFI=0.902, NFI=0.950, CFI=0.976,
RMSEA=0.0545 .2 EPTI<Table 7>.

AR, 7Hd 12 oHAR AU A AR B
T, ARE EE)2 2l F(he G vH|
= oz Asisith 1 Az, Fa gxe} 41E
ofe] ‘P ARAGFIE B=0.269(=4.512,
p<0.00) 2 A5 3, AFE Blee} AlF ko] ®
=3td A 2AG7F =0.293(=5.043, p<0.001)%
EA o] 7} 1(H1-1, H1-2)& 25 AfdEge
u, o] Suh KY-Kim DS (2011), Lee JE-Kim
KH (2010) <] Aok= dxatsict =4, 71
2= A7 Fufol el H(+)e] dE= mxl= A
oz AAsx, FEFstE A2AFE B
=0.513(t=8.677, p<0.001)= EA=]o] 7} 2% A
gElon, B AFAREIAE IX]5 thHa

7point 2) AVE(average variance extracted) 3) R(correlation coefficient) 4) R¥(correlation coefficient square)

YK & 2011; Lee JE-Kim KH 2010; Kim SJ &
2008). 7Fd 3 mHAIR AR A0l (EAL B
ARE HE)S Tl el (el FEFe mA
= ZAeg AAsiien, Fa B=(B=0.104,
=1.966, p<0.05)¢} AR B &=(=0.204, =3.817,
p<0.001)7} Fuf o] o]l BT fol3l IS ]|
= Aoz yeht 7Hd 3(H3-1, H3-2)2 &5 A
g5t ol A= 7|de] vHA" AR
Aol A (L, AFE)S S A 2FE Bt
Tl s dog|m, viARAFUA 1A (H,
AREE)S Tl AR A 23t e

Aoz et

4. QIEA SN S0 M2 X024

ZAMAARe] QIF-EAISHA B whet Fa
ZIH(B3Hl-- vs. ofiymo]Ad) B ARE FF
(29A AP/ NG B} vs. HEE])ol
e} B = eke] Afo| 7k lEA] AT Hkti<Table
8> 1 A%}, Fa Bl Fur (G SIS vs.
ofulold)ell what folghk 2fol 7t = Ao w
YERETH=2.780, p<0.01). & U] A&z A
Bapd, gdel slo] |, of B cfyulo]d Far
7R G35 718 FarIEe o Fof

{Table 7> Results of testing the structural equation model

Hypothesis B t-value Result
Hi1-1 Advertisement attribute — trust 0.269 4.512%*x* Accept
H1-2 Gift attribute — trust 0.293 5.043%** Accept
H2 Trust — purchase intention 0.513 8.677*** Accept
H3-1 Advertisement attribute — trust 0.104 1.966* Accept
H3-2 Gift attribute — trust 0.204 3.817*** Accept

X’=206.898(p<0.001) df=110, x*/df=1.881, GFI=0.929, AGFI=0.902, NFI=0.950, CFI=0.976, RMSEA=0.054

Notes: *p<0.05 ***p<0.001
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{Table 8> The degree analysis of variance on advertisement and free gift types
Advertisement Type Free Gift Type
Speaker doll -
Category Actor Animation t-value peaker €o Muftler t-value
Character hat
Gendl Male 4.73+0.89” 4.14£1.06  3.263**Y 4.00+1.58 4.62+1.40 2215%
T Female  5.10+1.18 4.85+1.30 1.409 3.93+1.34 4774126 4.477%
~19 4.06+0.71 3.89+0.09 0.389 3.70+1.34 4.43+]1.31 1.111
Ace 20~29 5.08+1.13 4.77+1.15 1.823 3.97+1.51 4.80+1.26 4.011**
g 30~39 4.77+1.05 4.52+1.55 0.849 3.87+1.26 4.62+1.51 2.446*
40~49 5.11+0.87 4.59+1.12 1.154 4.35+1.54 4.92+0.95 1.030
Total 4,96+1.09 4.59+1.26 2.780%** 3.96+1.43 4.72+1.32 4.832%%*

Notes: 1) *p<0.05, **p<0.01, ***p<0.001 2) Rated with a 7-point scale: 1=very bad and 7=very good.

she Ao w2 Ueiston, dab aFed Tt fof
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