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Effects of Agricultural Product Brand Image on the Brand Trust
and Loyalty : a Case of ‘Sky Green’

Kang, Seong-Pil - Yang, Sung-Bum - Kim, Ho

This study analyzed how the brand image elements influenced upon forming the
brand trust and the brand loyalty of the ‘Sky Green’ the joint agricultural product
brand Cheonan, Chungnam. The brand image was classified into functional image,
symbolica image and origin - associated image. And what element of the brand
image element influences upon forming the brand image loyalty by the consumers
who are using ‘Sky Green'. In the analysis results, the functional image, symboli-
cal image and the image associated with the origin have influenced on forming the
brand trust and the brand loyalty. All variables composing the brand image have
positive influences on both brand trust and brand loyaty. It means that brand
image influences on brand loyalty directly but the greater influence can be exerted
through the effects of the parameter of brand trust.

Key words : agricultural product, brand image, brand trust, brand loyalty, sky
green
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Fig. 1. Model framework
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Socio-economic characteristic of respondents

Table 1.

(Unit: N, %)

%

57

34.8

32.6

255

14

100.0

17.0

454

30.5

7.1

100.0

49

46

36

141

24

10
141

20's

40's

60's
Total
Middle school

High school

University

Graduate

Total

Age

Education




6.4
14

%
7.1
33.3
31.9
17.8
21
100.0

10
47
45
25
141

200~300
300~400
400~500
500~600
600~700
Over 700
Total

Under 200

Income

(household,
million Won/month)
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Table 2. Factor analysis of brand image

Factor Variables Factor loading

Namel 841

Name2 .789

Name3 .700

Symbolical image
Reputationl .822

Reputation2 .759

Reputation3 .684

Quality recognized?2 .902

Quality recognized3 .636

Functiona image Quality recognized4 .583

Pricel .890

Price2 734

Originl .586

Origin2 778

Image origin-associated
Origin3 762

Origind .780

B Aol izl B e} SEHER] BAESA S ek adEs 2

Z+7} Table 33} Table 4o YR SITh.
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Table 3. Factor analysis of brand trust

Factor Variables Factor loading
Trustl .803
Trust2 797
Brand trust
Trust3 .758
Trust4 .842

KMO : .782
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Table 4. Factor analysis of brand trust

Factor Variables Factor loading
Loyaltyl .854
Loyalty2 817
Brand loyalty
Loyalty3 .828
Loyalty4 .830
KMO : .808
AT 4L AE SEARTYH dojdl S4gko] Agstal JaAHA SAHHASAE
Zlst= =709, Cronbach ¢ 9F 22 A% HEE AL gh& &&st=t, vty o
2 A3 FehEokell A= Cronbach o #ko] .60 ©]/dol® A& Aol ZA7F fle o2 Iyt
steo] ok B AFelAel el AEA HF A= Table 59 2ok
Table 5. Reliability analysis of factors
Factor N Cronbach «
Name 3 .750
Symbolical image
Reputation 3 .709
Brand image Qudlity recognized 3 .763
Functional image
Price 2 716
Image origin-associated 4 .692
Brand trust 4 .813
Brand loyalty 4 .851
2. /M4 A% Az
17 |A]
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74 11 AR A E%Eo]ulxu BIPcye E%EéjiM] A+ 9F¢FS v Aol
W 12 : 4AH BASomA e HAE Hye BAsMe] P FFS v]A Holck
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Table 6. Regression results on symbolical image and brand trust

Dependent variable| Independent variable | Coefficient SE. t-value p-value
Constant 0.847 0.185 4.580 0.000*

Brand trust Name 0.269 0.056 4.780 0.000*
Reputation 0.499 0.061 8.198 0.000*

R2=.5093, F=100.593

* p<0.001
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Table 7. Regression results on functional image and

e

brand trust

Dependent variable| Independent variable | Coefficient SE. t-vaue p-value
Constant 0.853 0.183 4.658 0.000*
Brand trust Quality recognized 0.474 0.063 7.542 0.000*
Price 0.262 0.057 4.596 0.000*
R?=.608, F=106.921
* p<0.001
AT 3
7Hd 31 AR oju| A& BA=AE Y A+ FFE vF Aol
A7 3 AR oA e BAEA 6] A(+)e] T 1A Aol o AL 9a
AR oA E SYNFE, HASAE FHUSFE AAste] ddI AR AN F
Qon, BAAnE= Table 83 2th. t3H-S 10.454(p=.000) 2 EAH o2 §3A J&FS 1)
Ae Aoz Yeht 714 38 gtk F, YA UiFk AgoluA st FHH oW 1
AEAHAEE Fobd Zolgte AL ¢+ Ak
Table 8. Regression results on image origin-associated and brand trust
Dependent variable| Independent variable Coefficient SE. t-vaue p-vaue
Constant 1194 0.217 5.496 0.000*
Brand trust
Image origin-associated 0.672 0.064 10.454 0.000*
R?=.440, F=109.279
* p<0.001
AT 4
7V2 4 BRAEAE = BEAEFTAHEY A+ = HE Aot
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Table 9. Regression results on brand trust and brand loyalty

Dependent variable| Independent variable Coefficient SE. t-value p-value
Constant 0411 0.204 2012 0.046*

Brand loyaty
Brand trust 0.861 0.059 14.655 0.000**

R2=.607, F=214.775

** n<0.001, * p<0.05
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Sl MAE FolF FFRAS FA5a, nhA 9 4TA A 20A NN BAG S
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Table 10. Mediator effect of brand trust on brand images and loyalty

Variables(1/M/D) Step B t-value p-vaue R2
Name Stepl(1-M) 0.628 9526 0.000" 395
/ Step2(1-D) 0.584 8472 0.000" 341
Brand trust -
/ 0 0.155 2.305 0.023
Step3 - 622
Brand loyalty M) 0.682 10.126 0.000
Reputation Step1(I-M) 0.725 12.414 0.000 526
/ Step2(1-D) 0.702 11616 0.000" 493
Brand trust -
/ 0 0.289 3.927 0.000
Step3 - 647
Brand loyalty M) 0570 7.755 0.000
/ Step2(1-D) 0.700 11.559 0.000" 490
Brand trust -
/ 0 0.273 3.597 0.000
Step3 - 641
Brand loyalty M) 0577 7.608 0.000
Price Stepl(1-M) 0.668 10581 0.000" 446
/ Step2(1-D) 0.665 10.507 0.000" 443
Brand trust -
/ 0 0.262 3.838 0.000
Step3 - .645
Brand loyalty M) 0.604 8.869 0.000
/ Step2(1-D) 0.595 8.727 0.000" 354
Brand trust -
/ 0 0.139 1.982 0.049
Step3 - 618
Brand loyalty M) 0.687 9.765 0.000

** p<0.001 * p<0.05
| : independent variable, M : mediated variable, D : dependent variable
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(p<0.05)°1 A tgko] 3.239, 7FA°] Fol&E 0.043(p<0.05)°I A tzke] 2.041E YeEh} SAH
S8 frofetAl BAE AlEd A+ dFS vA= ASE YEyTH

Table 11. Regression results on brand images and brand trust

Dependent variable| Independent variable Coefficient SE. t-value p-vaue
Constant 0.275 0.184 1.492 0.138

Name 0.098 0.056 1742 0.084

Reputation 0.248 0.065 3816 0.000"

Brand trust .
Quality recognized 0.219 0.068 3.239 0.002

Price 0.117 0.057 2.041 0.043

Image origin-associated 0.243 0.062 3.922 0.000"

Re=.704, F=64.326, p=.000

** p<0.01, * p<0.05
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