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The effects of brand identity of starbucks coffee speciality store on
brand trust of customers, brand attachment, revisit intention, and word
of mouth intention
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Ph. D., Dept. of Hotel, Tourism & Foodservice Management, Dong-eui University

8 oF ¥ Qo] BAe ANARge] BAS cloMEEst wA9 BASANHE, BASNH, AL % P
of WA= Aol tha) AFEAAT. AEXAE Addste] 342308 FRUAARY B0 AT, AT A3t v
ool B[l A=A ol H(+) M2 GFo] AFHAUL. B BASN = DASe)Ho] J(+)2] FFS T 7
o= v} Basel] ojg A8 FEe] Awel et wase] gg Aol I e Ao tekth Hase)

webd], BRIE ofo]dlElE]9] A

%ﬂm%ﬂ4ﬂﬂbﬂﬂ e} Ao A(+) A JBL Fi Ao ehgh,
A% PEHS AT FAGER olojd nAIA HFuE AAFC] HAS Fo) FEo| FFE
E@EA@%A%E@EOwwEWLJHHd?-}wM@ﬂ:ﬁ%%%%@@ﬂﬁéiaggagé=%%w

FAl0] © mAE ololdlEE), AN E, Do AEelAl T E, ek

Abstract The purpose of this study is to examine the effects of brand identity of coffee specialty stores
on customer 's brand trust of customers, brand attachment, revisit intention, and word of mouth intention. A
survey was conducted and 342 copies were used in the analysis of the structural equation model. As a result
of the study, the brand identity was proved to have a positive effect on brand trust. In addition, brand trust
has a positive effect on brand attachment, indicating that it affects affection on the brand depending on the
degree of trust on the brand. Brand attachment had a positive influence on revisit intention and positive
influence on word of mouth intention. Therefore, the proper construction of brand identity is linked to the
acquisition of fixed customers by linking with the intention of repurchase, and it affects the profit generation
of brand, so the brand manager can confirm that proper establishment of brand identity and marketing strategy
should be set up.
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<Table 1> Characteristics of Sample

Categories Freguen %
cies
S Female 184 53.8
o Male 158 462
Age 20's 172 50.3
Age Age 30's 101 295
& Age 40s 5 161
Age 50 above 14 4.1
Coffee 251 734
Tea 24 7.0
Zn?; Blended beverage 62 181
P Bottle drink 2 06
Others 3 09
To drink coffee 130 380
Use of other meeting places 130 380
purpose of | To see the work 97 79
utilization | (study etc.) alone :
To spend time 47 137
Others 8 2.3
Total 342 100.0

4.2 A=d 2 EH3AE 24

3 Aol AH8E HAE ofo]E|E o} M=)
=, BAmolE, AR, TR SRS
sk A A Aib= <Table 2>9F 2l 2 A-Fol|A] A}
S8 BE H4E9 2134 X% Cronbach’s aAl7F
7 oo g AlEido] A3tk o= et} B4
A%< Aal BAH QAR EEE Z4YES 1)
oz 914 QolRH(CFAIS Sass)

A 284S Fa 6] 290S FEe o2
Hho R AMOSS ZAEHS o] §3te] SHelx gl
A AN B4 2R e Fa) 4ERE g
N & 270 o] AAEAIL Bl ofo]dlE|E 53
B, DS 538, HASNE 93, AR 3
G, % 3P0 F 2570 24 Yo] £E]
Art

14 RQEA 9] AT <Tuble 259 20| A
F(GFI = 90; AGFI> 90; RMSR< .05)& SF5A171&
Ao Yeh Huk o2 Bl g 108 Hel

<Table 2> Confirmatory Factor Analysis and Reliability

Factors & Items B SE. CR. |AVH CR| «a
biol | 727
bi02 | 711 | 067 | 15428
v ig;‘;‘gfy bic3 | 691 | 086 | 10968 | 597| 881| 858
bi04 | 764 | 094 | 12142

bi05 701 | 089 | 11126
bt01 703
bt02 779 | 069 | 16521
bt03 736 | 100 | 11.444 | 697 .920| .884
bt04 834 | 100 | 13763
bt05 819 | 092 | 13569
ba0l | .809
ba02 | .779 | .050 | 19.150

Brand
trust

M.V ba03 | 834 | 055 | 18228

Brand | ba04 | 7% | 060 | 16879
attachme [ ba0s | 808 | 061 | 17471 | 663| 946| 937

nt ba06 | 810 | 066 | 17562

ba07 | 754 | 061 | 16.107

ba08 | 830 | 061 | 17.938

ba09 | 718 | 060 | 14.937

D

lizljgn o2 [ 824 | 064 [ 17050 | 650| 848| &7

oy W03 | 752 | 067 | 15198

Word of | wi0l 885
mouth wil02 | 912 | .041 | 24.357 | .778| 913| .8%
intention | wi03 | .805 | .050 | 19.280
GFI= 892, AGFI= 864, CFI= 970, RMR= .035, x2= 624.570 (p=
001), df= 394, x2/df=1.585

IV=independent variable, MV=mediating variables

DV=dependent variables

AZ 3 (convergent validity) 3 71st7] $l8) 3
FAFEGHAVE) T 29 AA(CRY #o
7Ftath. Al 2919 AVE #kel 5 o], AAlelE
CR #to] 7 oo & A9 SAWFE (holl= {
Efgde] gy Aoz 1hHTh

ofN 1o oF Ml

4.3 FTIA RS

<Table 3> Results of Correlation Analysis

Factor 1 2 3 4 5

1 597

2 5265 697

3 353k 561 663

4 2315 505 155k 650

5 239k 483 1595 804 778
meam 3.787 3.329 3.263 2985 3.191

SD. 631 675 759 331 844

* p< 05, #* p< 01
1) Brand identity 2) Brand trust 3) Brand attachment 4) Revisit
intention 5) Word of mouth intention
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<Table 4> Results of Hypotheses Testing

Hypotheses B B SE. CR

prp | Prand identity = 518 | 621 | 062 | 8404

Brand trust

Brand trust — ——
H2 Brand attachment 863 1603 087 995
pr3 | Brand attachment=1 ) | o0 | 067 | 14681

Revisit intention

Revisit intention —
H4 | Word of mouth 900 | 793 | 061 | 14.876%x

intention

w3 Pl .01, sk p< 001

= 621, CR=8404(p=000)= =l
=2 we] fel5E 00104
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