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Abstract This study was intended to analyze the effect of emotional marketing on brand awareness and
purchase intention in the coffee shop and investigates how SNS usage play moderating effect roles
between motional marketing and purchase intention. The results of analysis are summarized as follows.
First, emotional marketing has a positive effect on purchase intention(especially, taste factor and visual
facto). Second, in the analysis of the effect of emotional marketing on brand awareness, the significant
influence factors were the taste factor, tactile factor, visual factor and auditory factor. Third, as a result
of analyzing the effect of brand awareness on purchase intention, it was found that brand awareness
had a significant positive(+) effect on purchase intention. Fourth, it was analyzed that the moderating
effect of SNS usage between emotional marketing and purchasing intention is to be positive(+)
influence in the all detail factors. Therefore, In the start—up stages, it may be helpful to actively use

emotional marketing and SNS usage for business activation.
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bl 185 .893 931
b2 197 .884 .107 927
a2 | .110 | .188 | .267 .698 | .224 | .134 928
al | .143 | .259 | .361 | —.105| .616 | .224 928
al2| .143 | .194 | .325 273 | .709 931
all| .149 | .181 | .242 | .136 | .349 | .678 928
c5 | .162 | .286 |—.139| .131 | .133 | .121 | .699 929
e 10.287| 3.134 | 2.739 | 1.624 | 1.460| 1.184 |1.084

KMO(Kaiser—Meyer—0lkin) .864

Chi—Square 3743.291

Bartlett ' Test of Sphericity
df(p) 465(.000)

Table 2. Analysis between Emotional Marketing and
Purchase Intention
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Hearing Factor | .007 .078 .007 .090 1928 1.599
Table 1. Feasibility and Reliability Analysis Results Taste Factor | 307 | .092 | 274 |3.34877) .00 | 1.606
Touch Factor .056 071 .064 .795 428 1.548
"P < .05 "P < .01, " P < .001
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Table 3. Analysis between Emotional Marketing and
Brand Awareness

Depen var : Brand Awareness

Model Re=.168 Modified Re=.144, F=7.246(,000)
Indep var B S.E Beta |t—value|p—value| VIF
Constant | 1.120 | .350 3.202 | .002

Sight Factor | .058 | .106 | .047 | .542 | 589 | 1.657
Smell Factor | —.072 | .091 | —.070 | —.798 | .426 | 1.652

Hearing Factor | .043 .085 .043 505 615 1.599

Taste Factor 276 101 236 2.7377| .007 1.606

Touch Factor 211 .078 230 [2.721™| .007 1.548

P < .05 "P < .01, ™ P < .001
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Table 4. Analysis between Brand Awareness and
Purchase Intention

Model Depen var : Purchase Intention
R2=.349, Modified R2=.345, F=98.457(.000)
Indep var B SE Beta |t—value|p—value| VIF
Constant 1.424 .168 8.493 .000
A\S;?:Sess 566 | 057 | 590 |9.923"| .000 | 1.000
"P < .05 "P < .01, "™ P <.001
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