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Effect of Brand Awareness of Coffee shops on Switching Intentions,
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Abstract

The purpose of this study was to determine the relationships among brand awareness, switching intentions, purchasing
behavior, and revisiting intentions. Brand awareness consisted of three factors: brand image, physical environment, and
affiliation of coffee brand. Good brand image was associated with reduced switching intentions, whereas negative images
were associated with higher switching intentions. Consumer purchasing behavior was most affected by interior decoration,
including furniture, decorations, etc. Switching intentions had a negative relationship with revisiting intentions. Finally,
purchasing behavior and revisiting intentions showed a positive correlation. As limitations, the only participants were
university students, who are not representative of all consumers at coffee shops. Moreover, this study did not divide coffee

shops into franchises and individually owned.
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<Table 1> Demographical

HEolE, FidS, HLE2=0 0iXl= Ig 409

Characteristics of the Subject of

Investigation

Classification Frequency  Percent

Gend Male 72 31.7
e Female 155 683
Freshman 82 36.1

Grad Sophomore 65 28.6
€ Junior 58 256
Senior 22 9.7
Humanities&Social Science 99 43.6

Natural Science 68 30.0

Major Art&Physical Education 46 20.3
Engineering 8 3.5
Medicine&Pharmaceuticals 6 2.6

less than 200,000 25 11.0

c ion/ 200,000-300,000 59 26.0
0“3102‘151‘0 300,000-400,000 69 304
400,000-500,000 40 17.6

more than 500,000 34 15.0

2. ZHwso| By B AlZIE UE
D AT e BAE QAwd tie ey 0 Az

A 407+ Atol7t 6978 (30.4%), 40 THAOA 50 7RI Afo] A
7} 4078 (17.6%), SORF o] 349 (15%)2-2, ¥ Hat 20 SYES AT AEH Bz AAE] A 71A] e
oA 40819 AlolE Avlale SISl WA 5638 <o)t B 7izke] NS olur) g8 gl
A & T 294 H AFE F4E AAsie™ I A= <Table
<Table 2> Validity and Reliability of Coffee Brand Awareness
factor
Classification :
PI}ysmal Affiliation ~ Brand Image
Environment
pe4. 1 can guess what the coffee shops are if I see an interior of the coffee shops. 831 -.056 154
peS. 1 can guess what the coffee shops if 1 see their furnitures or facilities. 814 -.001 110
pe3. I can guess what the coffee shops if I see their convenience facilities. 722 336 -.082
pe2. I can guess what the coffee shops if I see their illumination or listen their music. .705 220 .033
pel. I can guess what the coffee shops if I see their colors of the sign board, logo, wall, etc. 532 -255 467
af4. I can also trust the affiliations of the coffee shops I always go to. .149 792 .084
afl. I know the affiliations of the coffee shops I always go to. .096 749 254
af3. The affiliations of the coffee shops I use also give me good services. .034 743 .080
af2. I also know the cooperation event of the coffee shops and their affiliations. 012 723 194
bi2. I can remember the coffee shops if I see their brand logo. .090 077 .839
bil. I can remember the coffee shops if I see their brand name. 078 .083 71
bi3. I can remember the coffee shops if I see their brand character design. .037 289 710
biS. I can remember the coffee shops if I see their symbol of the brand. 071 290 678
Eigen value 2.708 2.675 2.640
Explanatory variable (%) 20.831 20.574 20.308
Cronbach’s o 789 793 792

KMO=0.793, Bartlett’s test of sphericity=1073.037 (df=78, Sig=0.000)
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<Table 3> Validity and Reliability of Switching Intention

factor
Classification
Switching Intention
si2. T will go to other coffee shops I have not used. 810
si3. I will reduce down the frequency in use of the coffee shops I always go to. 767
sil. T will not go to the coffee shops I always have been to anymore. 741
si4. T will search for the informations to find out new coffee shops I will go to. 674
Eigen value 2.246
Explanatory variable (%) 56.147
Cronbach’s o 728
KMO=0.751, Bartlett’s test of sphericity=188.937 (df=6, Sig=0.000)
<Table 4> Validity and Reliability of Purchasing Behavior
factor
Classification
Purchasing behavior
pb2. My consumption in the coffee shops I always go to is higher than other shops. 900
pbl. I usually revisit the coffee shops I love to go. .868
pb3. I usually talk positively about the coffee shops 1 prefer to go. 751
Eigen value 2.128
Explanatory variable (%) 70.936
Cronbach’s o 728

KMO=0.649, Bartlett’s test of sphericity=237.769 (df=3, Sig=0.000)

2>} At} WEEe T T4 W2 (Varimax) 3]
kA8 o] 831993, Af-Fk(eigen value)e] 1.0 °] 3L 715
o2 3¢ aRlo] FEHATE KMO(Kaiser-Meyer-Oklin)
ol 0.7 ool L, Bartlett 734 A4S fFelg-E°] 0.000
o|lmg Wo] MA AFrdoe] A3 o4 4= 9lo

HOo= /\*——
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T84 A9 felgEe] 0.00001 22 W] A AT

M

Z

5>¢} 72t} KMO(Kaiser-Meyer-Oklin)%te] 0.6 ©]/do] L,
Bartlett &4 742 Fo&E°] 0.0000] 22 HFe] 4478
I AFEFo] AgtstH, 820 AHATFL 0.7 ool
Chronbach’s a %ol 0.70]22 AL =2 Holzlal &

& k.
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7} AFE Alole] BEA AEE dolrr] 93 Pearson’s

HBRAEAE ANSGT. 1 A3k, A% ARA HAE <)
A% F B4 B4 AGAE AselEs) folg Y
A7E i Ao ehton], Uela] WEEe AR folet
REATE ]

2) 7He) A%
(1) 7]_}H Hl_o,] 7—15_
<Table 7> AI|HEHL] BAHE JIX| =7} Hgke|wof 1]



AH

jml
=
ol

2

dSof Al

HEolE , FifdsS, WLE2=0 0ixl= ggF 41l

<Table 5> Validity and Reliability of Revisiting Intention

factor
Classification — -
Revisiting intention
ri3. T will recommend the coffee shops I always go to. .848
ri2. T will go to the coffee shops even if the price becomes higher than before. 777
ril. T will continuingly go to the coffee shops I have been to so far. 752
Eigen value 1.887
Explanatory variable (%) 62.907
Cronbach’s o 702
KMO=0.645, Bartlett’s test of sphericity=128.386 (df=3, Sig=0.000)
<Table 6> Analysis of Correlation between Each Variables
Classification Brand Image P}'1y51cal Affiliation Sw1tch.1ng Purchas.mg Rev1s1?1ng
Environment Intention Behavior Intention
Brand Image 1
Physical Environment 273%* 1
Affiliation .393%* 182%* 1
Switching Intention -227%* .062 -.031 1
Purchasing Behavior A465%* 286%* .504%* -285%* 1
Revisiting Intention 337%* 251%* A03** - 179%* S10%* 1
**p<.01
<Table 7> The Effect of the Coffee Brand Awareness toward Switching Intention
Independence variable B S.E Standardized Coeflicient Beta t P Tolerance
(constant) 3.083 275 11.225 .000
Brand Image =275 .069 -285 -3.962 .000%* .803
Affiliation 116 .060 .130 1.930 .055 919
Phsical Environment .050 .061 .057 813 A17 .840

dependency variable: Switching Intention

R=0.267, R*=0.071, Adjusted R>=0.059 F=5.694, P=0.000
Durbin-Watson=1.826

*p<.05, **p<.01

2
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<Table 8> The Effect of the Coffee Brand Awareness toward Purchasing Behavior

Independence variable B S.E Standardized Coeflicient Beta t P Tolerance
(constant) 873 255 3.428 .001

Brand Image 303 064 282 4.706 .000%* 803
Affiliation 142 056 142 2.538 .012% 919
Phsical Environment 356 057 368 6.276 .000** .840

dependency variable: Purchasing Behavior
R=0.598, R*=0.357, Adjusted R>=0.349 F=41.321, P=0.000
Durbin-Watson=2.051
*p<.05, **p<.01
<Table 9> The Effect of the Switching Intention toward Revisiting Intention

Independence variable B S.E Standardized Coefficient Beta t P Tolerance
(constant) 3.740 179 20.879 .000%*

Switching Intention -.190 .070 -179 -2.733 007** 1.000

dependency variable: Revisiting Intention
R=0.179, R?=0.032, Adjusted R>=0.028 F=7.468, P=0.000
Durbin-Watson=1.799
*p<.05, **p<.01
<Table 10> The Effect of the Purchasing Behavior toward Revisiting Intention

Independence variable B S.E Standardized Coefficient Beta t P Tolerance
(constant) 1.532 .199 7.701 .000%**

Purchasing Behavior A86 055 510 8.892 .000%* 1.000

dependency variable: Revisiting Intention

R=0.510, R*=0.260, Adjusted R?>=0.257 F=79.061, P=0.000
Durbin-Watson=1.781

*p<.05, **p<.01

(3) 7Hd H39 A=
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