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Abstract

The purpose of this study is to understand the influence of customer-based brand equity(CBBE) on brand
trust, customer satisfaction, and repurchase intention in the stock farm products brand, Hoengsung hanwoo. Ba-
sed on a total of 301 samples obtained from empirical research, this study reviewed the reliability and fitness
of the research model and verified a total of 5 hypotheses using the AMOS program. The hypothesized rela-
tionships in the model were tested simultaneously by using a structural equation model(SEM). The proposed
model provided an adequate fit of the data, x2=635.175(p<0.001), df=233, CMIN/DF=2.726, GFI=0.863, NFI=
0.859, CFI=0.903, TLI=0.885, RMSEA=0.068. The model's fit, as indicated by these indexes, was deemed
satisfactory, thus providing a good basis for testing the hypothesized paths. The SEM showed that the sub-
levels of CBBE of stock farm product brand such as perceived product quality(3=.562) and brand image(S
=.377) had a positive significant influence on brand trust. In addition, brand trust had a positive significant
influence on customer satisfaction(3=.525) and repurchase intention(3=.669). This study confirms that a firm
brand management works as a significant factor in forming brand trust, and , as a result, has a positive impact
on its consumer's satisfaction and repurchase intention. Through the studys’ results, it is study proposed that
there is a needs for establishing effective marketing strategies to improve of regional economies.
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112
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20
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College
University

Post-graduate

Characteristic
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Age(yrs)
Education
level
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49.2
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33.6
29.9
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148
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60
101
90
40
10
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Male
Female
Seoul
Kyonggi-do
Kangwon-do
Chungcheng-do
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{Table 1> Demographic characteristics of the samples
Gender

Residence

71%=7} 1019(33.6%) 2.2 7}
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{Table 2> Exploratory factor analysis
Factor loading
Item Communalities
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6
1 655 709 140 262 204 083 122
Perceived 2 693 703 222 266 133 .106 224
product 3 604 613 194 256 230 -.028 268
quality 4 629 696 242 054 229 107 138
5 564 607 303 093 193 236 049
1 749 102 158 -022 782 129 291
Brand 2 764 235 033 017 813 060 209
awareness 3 695 237 133 324 718 023 -.023
4 703 302 239 310 676 026 043
1 669 162 184 112 —.045 381 670
Brand 2 707 283 247 125 149 074 723
image 3 689 253 167 253 348 057 640
4 598 049 195 254 274 181 621
1 726 204 741 .100 188 123 273
Brand 2 720 219 737 188 144 176 206
trust 3 765 268 174 163 078 209 132
4 791 250 787 237 130 118 149
1 787 065 077 073 125 857 146
S;‘:s;:::ﬂ 2 769 160 224 129 033 795 209
3 800 087 154 030 038 873 061
1 685 117 .105 777 188 048 137
Repurchase 2 768 273 302 761 147 - 017 017
intention 3 704 322 115 726 - 063 164 169
4 690 069 141 732 173 116 293
Eigen value 9.425 2.246 1.695 1.406 1.146 1.004
Variance of % 39.269 9.359 7.064 5.858 4774 4.185
Total cumulative % 70.509
AFHGA AR S B8 Fo E71892)
=5 AE FE S0 it ve G B A5 7l e #EE g5 R 7o
NEE AEH oz Fufd ogfo] gk, Y= 8 o] Ao =2 HHsiath 29l 4= At
Aok BAEE o A5 FujE Aot} 5 &H] - HAllEw o] 5ol d] A Uk B
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{Table 3> Confirmatory factor analysis and reliability analysis

Standardized Cronbach'
Item an. raze Estimate S.E. p-value rorbacs CCR AVE
estimate a
1 695 1.000
. 2 759 1.090 078 13.949% 3
Perceived
product 3 737 1.065 .095 11.176%%* 837 807 516
quality 4 765 829 081 10.180%+*
5 629 987 102 9.672% %
1 631 1.000
Brand 2 662 1.043 079 13.275%%%*
845 775 513
awareness 3 745 1.286 149 8.645%#
4 815 1.479 161 9,180
1 709 1.000
Brand 2 746 995 .090 11.101 %%
. 804 746 .548
image 3 824 1.105 .106 10.398%%*
4 676 908 088 10.266%+*
1 780 1.000
Brand 2 793 1.041 072 14.468%
ran 887 868 663
trust 3 825 1.077 071 15.163% %
4 860 1.216 077 15.895 %%
1 805 1.000
Cust
UOTEr 853 1175 078 15021% 860 710 673
satisfaction
3 803 1.141 079 14.386%%*
1 754 1.000
Repurchase 2 812 872 065 13.447% 5
o 841 701 576
intention 3 726 930 077 12.074%%
4 744 810 065 12.383 %%

CCR=Composite construct reliability; AVE=Average variance extracted, *** p<0.001
77=637.316; df=232; p<0.001; CMIN/df=2.747; GFI=0.859; NFI=0.856; CFI=0.902; TLI=0.884; RMSEA=0.051
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(Table 4> Correlation analysis
1 2 3 4 5 6 M+SD

1 Perceived product quality 5167 L{S’y 334 404 18 313 5.60+0.82
2 Brand awareness 5820+ 513 251 203 051 182 5.85+0.92
3 Brand image 578%* .501%* .548 .336 198 260 5.03£1.01
4 Brand trust 636%* AS5]H* .580%* .663 176 247 5.51+0.95
5 Customer satisfaction 344+ 227** 446** 420%* .673 071 4.25+1.41
6 Repurchase intention 560%* A27* S10%* A497** 268%* 573 4.97+£1.27

** Pearson correlation is significant at the 0.01 level (2-tailed)
1) Correlation coefficient (r), 2) Average variance extracted, 3) Coefficient of determination(r”)
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{Table 5> Results of the structural equation model

Hypothesized relationship Estimate Stan@dﬁed S.E. p-value Result
estimate
HI1-1  Perceived product quality — Brand trust .606 562 123 4.939%** Accepted
H1-2 Brand awareness — Brand trust —.039 —.049 063 —.610 Reject
H1-3  Brand image — Brand trust 356 377 .084 4.224%%* Accepted
H2-1 Brand trust — Customer satisfaction .856 525 .110 7.748%** Accepted
H2-2  Brand trust — Repurchase intention 1.085 .669 115 9.444*** Accepted

* p<.05, *** p<001

x2=635.175(p<0.001), df=233, CMIN/DF=2.726, GFI=0.863, NFI=0.859, CFI=0.903, TLI=0.885, RMSEA=0.068

WA EAE At B Age] nHE  wArMEd sl nfe Hals Azt
QIBAS BN AT 0o} 2k BAEA  ADEER 2 A Tuewe) nAe Qa2

el ekefAtl F AZE FH(B=562, CR= ARG Az, BHE= 2E2E 1%‘{—?—5(,8:.525,

4.939, p<001), HA = o]n|2|(=377, CR=4.224,  C.R=7.748, p<.001)<} Al F-nf <] =( B
p<001)= BAE Aol fof3h G5 VA= 9444, p<001)°l] 2] 3 G IS W]
Ao @ ZAbEo] 7Hd HI-1, HI-3S A5, e, 78 H2, H3S A= ok

7 H1-29) BdE QX x= HAll= AlZd &

o) GG nAA ke Aow Jen} 712t V.
A,

2 A7 79

2) BRES AlZIQ} THDES U KITONS (94 vas

=olo] 2 ng o %

Perceived
Product

Quality

.562%%*
.525%**

Brand
Awareness

.669*+*
3T

Customer
Satisfaction

Repurchase
Intention

Brand
Image
Standardized in parentheses "p<o.o5
———>Statistically significant = ======-=- » Statistically notsignificant

<Fig. 2> Summary of hypothesized relationships.
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