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Abstract

This study examined the effect of brand experience and personality on customer-brand relationships, brand
attachment, and brand loyalty in domestic and global coffee shop brands. By comparing inter-structural rela-
tionships among factors between domestic brands and global brands, this study also provided strategic im-
plications and directions for the effective marketing strategy of coffee shop brands.

Data were collected through a self-administered survey of the consumers aged 20’s to early 40’s who used
domestic and global brand coffee shops in Seoul and Kyunggi between August 1, 2014 and August 30, 2014.
500 surveys were distributed and 495 surveys were returned. Among them, data from 493 surveys were used
for the analysis.

The results from this study are as follows. First, it was found that the Think of experiences in coffee shop
had a greater effect on consumer-brand relationship than the Sense-Feel. Second, the Sophistication of brand
personality in coffee shop had a greater effect on consumer-brand relationship than the Excitement. Third, only
Think of experience in coffee shop significantly impacted brand attachment, but Sense-Feel did not impact
brand attachment. Fourth, only Excitement of brand personality in coffee shop significantly impacted brand
attachment, but Sophistication did notact on brand attachment. Fifth, the consumer-brand relationship had a
greater effect on brand loyalty than did brand attachment. Finally, the differences from a comparison analysis
of domestic brands and global brands of coffee shop are as follows. In domestic brands, only the Sophistication
of brand personality in coffee shop significantly impacted consumer-brand relationship. In global brands, the
brand personality in coffee shop did not impact on consumer-brand relationship.

Key words: coffee shop brand, brand experiences, brand personality, consumer-brand relationship, brand
attachment, brand loyalty
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<)

—

F

Aol 20ABAE A% DA FY=s}
o3te =msly]

Geb] £ A7 oleld kolE oz )
AR AvAEAE A9} BAE FHE
o] JFAAS FHetnAl e Be S
A7 stk

6) BEiE OIE1L} Hai= SHTO| 25

Yu SK - Kim KB(2012)+ &H|A7} HH = off
23} 2o A iz A v 7] B
= Ags feshe A fldde 76t
3, ATviE ] gord Bl SRS
758 7Fe/del wolIttal St Lee HI -
Suh JY(2012)= AT A2 A o] BA=

T 2 U oz "Hule A% ke n]

=1, —— 50—
Ackn mu}

7) U EHEHEQ =Q| Hetie 28|

Suh JY - Lee HI2011)= AFHEHE] =
vlse] 3, AU sEA@ke 2ee] Au)
5] %, B4 el RG] folt A
o A, 29l HAsA e vl ek Al
218 9, A5 9 iR o fele o
e wATka stk ey T HAss =

9] Bal= 7he] frofgh Abol= gle Z o= UE
W} @9, Kim GJ - Byun GI(2010)2] 9] B
Ae ANARENS gao g & AT E Ay



BA= AF B /el AuxEAE 3, B o Bills 2% nXs 9F 239

FA, ANS, PFelE BE F9) Bl=s}

Aol vl =A F7FEA

Bl IU 71l 28]

oA, 9F EAHE ¢5eH @
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ofetaat ek Faghs, de)z, dAEU 2z, 7t
A, ool F2k Z& AR T o] &)
g3tk 31, o] HAll=E fo|y v|e 52
ol dlelolA] olE HAER AT g
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AGAEA e 27te] Ao e JgFaA e} H
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o] Sfie] Bale A9HEH o883l )
20~40t] AH[AFE Bt R HegEglon, A
Al 500572 vl E3I3l o, o] F B

HIA, AFEA ] B3] e HEAE
7 AT AR 49355 Al AHgSsiTh
Aol ASEAS 98l SPSS18.07 AMOSI18.0
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4. B120| XXHA FO| QU =X

1) 2= X

(TS, ofeldlEE, 24, AfuAIA el
oal /A B FRANF, 7, A4, 9,
AF) wHeol Aatz gofstaal dvt 42 A
7y, 232, 52, w2, E249] s7p] Ak A
S A mety S7a FE, iEde A
a1 917 Aelw, A2 DAENA Ball=o
et 588 Aoy & FIA71eE Aol
o Ale nAE9] Al Theke AoR =
ZH, 3714, S 5= El Ao A Al
T =S she A, F5e a9 SA14
AR & detetar Bt ol 28, J58

< =5
Eoll #et A golt) & Aol A= Schmitt(1999),
Brakus et al(2009), Lee HJ et al(2013)2] I+5
B2 77, 34, QA A% 4714 Ao g v
ol A B Ajfsle s FAst & 14
N &S Likert 78 HE2 A3

2) B8t A

A Balze] sl diste] AFAEH
o] 8-S T3l MR} QAEt e HM=e]
olu|A| 2 AelstuA} gt} Aol A= Aaker
(1997)°l] 2laf e Bae 74 H S npeko
& Suh JY(2010), Ko BS + Suh KY(2013)2] A1
g EUR 58, 72, A4, ), A4 s/ 2
O 7 o] B ATl B Afetes +4st
o] % 127] £33 Likert 73 HAE=2 =331tk

3) AHIAFERE ZHA|

B AFE anjx-EdE #A0 tiste] 4w
27F ADAER BHES o] &5 B3l FaAE
g A7 FAE AAAR FoidA g B olsta
2} gk}, B ATLol A= Fournier(1998)9] 7=
EOR 67k 24 A 891 F AR dFos
Agretgom, dPATFE oz F43to 5
N &S Likert 74 HEZ SA3ATH

4) SRC O
B A7E BAE o3 hste] 2u)r} &
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d AR Bl=g AFE 5482 B
mkx] ZpA 3 7k Al tiekRe] 1 Bale

o el ZHA| == eER Qe FA A Fid=
7HA AL 714 Q1 AR EHE = 34\013}-1— %9
St} gt} - A5l A= Thompson et al(2005)
o] MPAFE v R 75t 3N =
Likert 73 H=2 Z3 s3It

= 04?% e FAH= ﬂlo}@l AH]ZM
A A= =Aloll thste] 2717 &
2k EO]” /l? 2l B} el %%*é A

A A, ATviste e =2 g olstast
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= ATl A= Oliver(1997), Yim et al(2008)<]
AgATE Bz skl A7 e, 74

o), Mg Y, Zev|Y 7+ A& 59 T =
o2 Likert 74 HEZ FA3IATh

%k

N. ASEAM

szl els]x] A 227 A 55(2016)

1. H=0| EM

B Ao A AMSE 29
<Table 1>3} 2t}

Ao It 1859(37.5%), A 3089
(62.5%) & e gH=te] Al dxbrt
18578(37.5%), AAF7} 308 (62.5%) & EFsE
on, AGHEHL T FAlol| vla| Azt
Bo] o] &sh= Ao R & F Qlvh A% £XE
R 20t](41.8%) 2} 30T ©]73(47.2%)°] L&
TS AAsla e Aoz Yelt) gEE T
A B A (E)o] 2957(59.8%) 2= AL 6
%S A= Aoz Vel

A ol &3t ARHEH BAERe 7|
v, dAdzy s, gels 'lg s, oltol 5=
F3gE Tl A9 A Bl =(n=326)9} 2B
2, AR, FAFHE 233 7] AHEH
BT (n=167)0.2 ZAE QT

A

e T

i e ml

S

2. ZHEFO| EiEY R dizlY

2
e BPY AES 99 9AH 2oy

{Table 1> Demographic characteristics N=493
Characteristic N %
Male 185 37.5
Gender

Female 308 62.5
20 yrs > 54 11.0
20~24 78 15.8
Age 25~29 128 26.0
30~34 34 17.0
35 yrs< 149 30.2
High school 49 9.9
College 84 17.0

Education level
University 295 59.8
Graduate school 65 13.2
Single 246 49.9

Marital status
Married 247 50.1




HAE A D o] AMA-HAE P, BAE o HAE SR AT 97 241
(exploratory factor analysis)= AA|IATE S A HES FE39 0 4, Hal= AFd] A3k
Mol HAlE AP HAE A B 29 BAAT, F EawEe 19015062 Leb
AL A7 A4 w2 (Varimax) B oH, Hale AP el 71:45% g APzt A
o elall AAjHR e, a1 ofolall gro] 1 o] A AFe 2719 gRlo] F2H o] FEEFA o]

{Table 2> Confirmatory factor analysis
A Stnadard Standard
Factor Variables . 2 ~ar andar t-value C.R. AVE
loading loading error
I feel joy in a coffee shop. 1.000 .694 .684
The lighting harmonizes with the atmosphere of 1010 708 647 14.008
Sense- @ coffee shop.
.808 .500
Brand (€€l The coffee aroma harmonizes with the atmos- 1152 8 388 15.970
experi- phere of a coffee shop.
ence The coffee shop appearance is beautiful. 1.210 780 601 15257
I had new positive image after visiting the cof- 1,000 845 473
Think fee shop. 703 543
The coffee shop goes well with my lifestyle. .892 173 635 16.771
The coffee shop gives me a luxurious image. 1.000 .886 422
Sophis- The coffee shop gives me an attractive image. 972 919 269 31.274 889 714
Brand teation e coffee shop gives me a sophisticated 975 98 237 31.969
person- image. . . ' '
ality The coffee shop gives me a pleasant image. 1.000 .883 .366
Excite-
XCIT The coffee shop gives me an exciting image. 1.056 914 286 29411 .845 .646
men
The coffee shop gives me a dynamic image . 915 .805 588 23.170
I feel a strong attraction to the coffee shop. 1.000 874 353
C _
02:;2@ I like the coffee shop the most LOS6 884 34 2703
relationship I have more special feeling than to other coffee 1074 390 346 27343
shops.
Brand I am interested in others using the coffee shop 1,000 3 473
I selected. 765 .620
attachment
The coffee shop I selected is important to me.  1.185 933 635 23.328
I am going to use the coffee shop continuously.  1.000 902 370
I am going to use the coffee shop for my ext
963 913 298 32417
purchase.
Brand 893 677
I intend to recommend the coffee shop to : :
loyalty P 1034 917 328 32726
others. ’ ’ ' '
I am going to use the coffee shop even if I go 1.057 875 556 29,128

to other region.
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=4 JOJ—
0.6o1d o2 PFEGAo

P T
a

BEAEHH L 86.479(%) 2 UENon, Hale
N 81E AR Zrle] 2719] aRlo] F&y
121 7)

(B
ok
0,

(%), 86.010(%)°-

T BT 08 o]

Z3}31T}. Crobach's a= 2H2} 0.913, 0.873, 0

2 UEh, =2 2] doka & 4 ok
_’Ef =

G % NS "olmel ]

u
rHﬂﬁ
L
Eﬂli
& B
il fo

{Table 3> Correlation matrix

olm|z| g Yoln|x] W], ‘ThE
=, TR oA e B
Skt

Qo] FaA aliEA-g B8l FHEFS (con-
vergent validity)?} ZPHEFZ/d(discriminant vali-
dity)o] ol= F = AFEH Ao, FAA R B
45 A3H7] 918ke] Amos 18.0 o]-&-3to] &
17 2RlEAM S Atk 1 A, <Table 2>
o} o] Yehgt}. S =gl thit y gkl 1<
sl vebg & glon ol AE 719 2l
RMR o= Y A3rs Prlsh= o] A4
3}tH(Bagozzi and Yi 1988).

AARG] U ZHnge] A =
434.199, df=168, p-value=0.000°.2 7|5=x]1 p>
0.055 9A] &ote A= YE o, GFI(>
90)=0.922, AGFI( >.90)=0.892, NFI( >.90)=0.954,
CFI( >.90)=0.971, RMR(<.05)=.047= e}, vt
g Rkel FEo R = ok HAANEH 54
S ddsks AAAG o ke Fod
(p=.000)°l] tHet AEE S THEFA (conver-
gent validity)©] ZX %] THFornell and Larcker
1981).

T4 Az 3 EldAd(discriminant vali-
dity)= H7Fet7] skl a7Ndztel 4aaA

Stf:::f- Think Sophistication ~ Excitement braliiorrl:;:trilz:s hip att]:;l??rint 1]3 ;zrllt(:z

Sense-feel 1 .059 .068 .060 .058 .060 .066

Think .600%* 1 .085 .080 .076 .091 .086

Sophistication 678%%  68T** 1 .096 .087 .092 .094

Excitement 606%%  64]1%* .864%* 1 .078 .091 .088

Corr::slzz;‘:ifgnd 648%%  T01%% 793w 57 1 085 088

Brand attachment  .477**  737** 621%* 730%* T20%* 1 .099
Brand loyalty 614%*  638%* .662%* 693** 788** JT13%%* 1

F) A ol Ze TR 1 geA oI, oA

Ze FF0AQ, ** p<0l.
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HolFe ¢ AT AZF3KF, 02 SE)  ¥AA AT alo] AH[AR-HAE Ao BF
1.0o] Z3AEA] F=AE HESIAHAnder- ol gF G2 7

son and Gerbing 1988). E

A ZI= <Table >3 2o, BE ¢ A

2

g9 AlE]F3to) 1.00] 23FERA] o, A I 2) Jid 20| A
= 7l SHEIgAdo] EAlgtta B 4 gtk Ba= 7 F AE(r=321)°] ZPI(r=151)
of Blgl] AH|AkEAE AA B ZA Folgt
3. JIdo| A& = VA= Ao 2 YETE ol Hdd AT

2 A 7MEASE A TR RS 9 Hlaste] BRI, Suh JY(2010), Kim MJ et al
2AAEGT) B Aol Aoket AA RS HE (2013)2] AFelA] Bl /g2 AR HlE
& AFL, 4’=473.510, df=173, p-value=0.0002. %  BAlo] 2] &L wxE Aew Yepd o
A 71X p>0.055 BA] Fohe Bo& vehy AT Akt whebA 7 2= AjEE Qo
©1}, GFI=0.916, AGFI=0.887, NFI=0.950, CFI=
0.967, RMR=.059= RFE3 wheh #E0 2 e} 3) Jid 39| A&

WTtHBagozzi & Yi 1988). whehr] - Aol A | B2l= AE 29l F A AF(r=.582)°]

AlE 282 A3 Aoz Addele] JMHTS B2

AABIoH, EAAF <Fig. 2> 9k 2ol ekt ERgkond, 1H2bA 2 Al
<

o}

il

Suh JY(2010), Kim MJ et al(2013)2] &7l =

1) Jtd 19| &S A= TN vAREAE BA folgk F3F

A= AR F QA4 AQ(r=303) 890l L MAE ZoR et ATane fArl.
AR 23 AQ(r=.163) L0 Blgf| Avjxl wEbA 7P 32 FEAYE AT

L= St R |
Bl Ao 9% 3A Fo8 9T X =
Z1 0 & ERGT} o] Yoon S et al(2011)9] 4 4) Jid 40| A3

TolA, AR T AAA A, FEH A, A9dEHe 2= A 29 T E(y
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<Fig. 2> Research model results.
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BB e BA(B=689)7F HAl= of 2B
=329)0l| Hlal HA= FEe TS AA Folet
P A= Ao YERydtt ol g Az A
AT Bz A vjgoy o Hils
B o] 593 w7 7P kgl B Hllsd
3 Al S 2He aH|Akeh Bals 7hd)
A FAol D3] AVHEY Bzl uig
of 2ol vla] HA= ST U8 & JFES 1]
e Aoz Yehyth webd 7 591 7 62
25 g = Ak

6) Jtd 79| AS

T (n=326)2} =2|(n=167) BA= 731
o] Z}7te] AR mE J e ek 7kl £
gk 2ol 7}t YEAE A K %’4—6‘}04 = 2

u:

olshA| 718 & xﬂ‘lFE%‘JJr H]Xﬂ ‘45'—‘%! A k’ﬂ ]JL
AL sk 2 7 27 Apo|7} 3.84 o] deld
O ARE o3k xlolz} gvkar & &= 9k B4
Az, F Ba=o A% Hal= /A 90 =
|2( y=436)5to] ZH|zLHAE= FAd So]gt

ahe A, Fnle 09@

>

x

of

2] 094
=)
R0

M o
o
83

T
I

5T
_ﬁ

E
r&
=
N
)

M= r o2
iyl
1o,

2 o HU
o
-
iyl
=
oX,
ko

(¢ rg
td
1
B
)
3+
(m

Jo
1o
r U
ol
odk
i
=)
B
R
o
S
£ T}L

[t

R
¥
4
=
I
3
I
k3
4
© g

[z fr
S
i
)
u)
v
T
®
1o,
e
i)
:i
K
>
fr
H

9}@ 2hA] 7}** 7& & AgEen, &
A3}l (Table 4>} 2t}

J*&Srlréiﬁﬁlﬂl

(Table 4> S| BAE9} 9 BAC] HE2A S 7+ v|ZiA A3

Estimate
Local Global Z df Az®  Accepted
brand brand
Non-constrained model 704.656 346
Sense-feel = Consumer-brand relationship .057 468%* 701.851 347 X
i Think — Consumer-brand relationship 326%* .264* 704.892 347 236 x
Sophistication — Consumer-brand relationship ~ .436** —.018 710.290 347 5.634 0]
e Excitement — Consumer-brand relationship 143 264 705.018 347 362 X
Sense-feel = Brand attachment —.115 —.095 704.666 347 .01 x
o Think — Brand attachment 596%* .658**  704.774 347 118 x
Sophistication — Brand attachment —.028 —.203 705.139 347 483 X
H4 Excitement — Brand attachment 544+ 455 704.757 347 .101 X
HS5 Consumer-brand relationship — Brand loyalty = .727** .630*%*  705.255 347 .599 x
Ho6 Brand attachment — Brand loyalty .306%* 363*%%  704.950 347 294 X

* p<0l,

% p< 001
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