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Abstract

Purpose: Marketing communication with customers is essential for companies to survive and grow in a fiercely competitive
environment. Advertising is one of the most readily accepted marketing communications by consumers. Unlike a company that owns
a distribution network, advertising is vital for a franchise. In general, many advertising models select celebrities. Celebrities are more
likely to attract audience attention and influence consumers' purchase intentions. Customers satisfied with advertising are more likely
to stay loyal and buy again when the company launches a new product. In addition, customers form a brand image through
advertisements. Therefore, in this study, the effect of the characteristics of the foodservice franchise advertising model characteristics
on model satisfaction, brand image, and purchase intention. Research design, data, and methodology: The survey of this study was
conducted among consumers over the age of 20 who had seen a restaurant franchise advertisement and visited a store within the last 2
months. 305 copies were collected for 7 days during the survey period, from October 21 to October 27, 2021. Among the collected
questionnaires, 12 insincere questionnaires were excluded, and 293 were used for analysis. SPSS 25.0 and Smart PLS 3.0 were used
as data collected to test the hypothesis. Result: As a result of the study, among the advertising model characteristics of a foodservice
franchise, reliability, attractiveness, expertise, and closeness all had a significant positive (+) effect on model satisfaction. In addition,
reliability and closeness were found to have a significantly positive (+) effect on brand satisfaction, but attractive and expertise did not
significantly affect brand image. Finally, model satisfaction was found to have a significant positive (+) effect on brand image and
purchase intention. Brand image also appeared to have a significant positive effect on purchase intention. Conclusions: Research
Results First, this study verified the effect of a restaurant franchise advertising model using celebrities by using the characteristics of
the advertising model. Second, this study developed a conceptual structure for model characteristics - model satisfaction - brand image
- purchase intention. Third, the restaurant franchise marketer needs to select a model in consideration of the privacy of the advertising
model. Fourth, consumers tend to equate advertising models with advertising
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X7 2o AHXHs 71YQ
OEES QST (Brodie, Hollebeek,
Juric, & llic, 2011; Seno & Lukas, 2007). 2|4 ZXIO|= 7|2
MEN YEE s 2datel O E HRUAOINE S5H
QIX|s{jof St nziatol AHJ A0 W F Siih= Z10|Ct

ZUKO|X J|Ye BNE 1Y AXEE HOIN CIE
SN

gur 2| 17t S2sIh

a

olzist 24 =Z#MXO|=E= FNE FHeE RO FHME
Y517 MEolt Fas QUX=E ZUA0|=O| AXEE
=0/7| flet T TEo=z o4 ZAUK0|= 7|Y0| M=
OIE Ol (Cho & Cho, 2018).

0= Q4 ZUAO[= T7|Yel Mot & =+ ULk
U= OFet DFEQ MHAE MSTHD Si= A=
05K el AIFOM d35k7| ofgnh 943HQ =
HEHEOf oSt ZEstd HIIHY QXEE HEYE = WI
M=o HXE Lo WM +E2 o4 ZaXo|= FnE
Hotle A2 =22 20| OtHTE Maslow (1943)2] &7 2{A0f
maf 242 o] BY ofEsts 72X 421y §+0|7)
m=20lct

719 E0oF 71 datol OXl= gl ofet dToke
=761 (Assaf, Josiassen, Mattila, & Cvelbar, 2015; Chen & Lin, 2013;
Hua, Wei, DeFranco, & Wang, 2018), 7|Z @M O|2(st 2AE
FEQl FO|M ARLIUCE O|E S0, Hsu, Jane, and Jang
008)2 &1 X|E0| MAHMCl FA THK0| OEA deS
OX=XE SFSIRACE 2{Lf, Al ZAHXI0|=Tt 7| 1o
OjXl= F&of theh 7 (Ko, An, Han, & Yoon, 2013; Cho & Cho,
2018 Kim, Han, & Jang, 2014y HX| %1 CZCiL} 24
ZZHXo|= Z RO CfSt A= O|ROIX|X| 1 QUCE

detdoz Q2 &0 RE2 fEclez MFPELC |
B2l #elg 21 AH|XRe| i o|=of Fets O|E 750l

2 BUEE EBEZSSH=0 AFEEICH (Munnukka, Uusitalo, &
Toivonen, 2016, Pradhan, Duraipandian, & Sethi, 2016). 73 2I0|
FLots &1 OIAX|7} HIREQIO| Frdt= &1 OAIX|ELC}
a2l 2, =43 % F0 HAXIL 2 Jtsds =07
-2 O|Ct (Saaksjarvi, Hellén, & Balabanis, 2016).

BiZe 7|0l MBI YIN YR &

=

oHAl Mekd X|&77t 2
%= Q7| 20| 0 =Q3ICH (Law, Hui & Zhao, 2004 Luo &
Homburg, 2007). Bt5E 10| OO & Yo Sa% des

o

OXlz Aez QME[7| OfjZO[ch PEEIL w2 AA

[ S |

SEEE O 22f |X5te, 7|0 MMES EAltY 7IE
MZ2 gagjoleg o o Bio| fofsta, 7|dat MZof CHsi
oMoz ol|opy|stn, AW HHeo E OEME 7(20|1
b0l @ RISkl HEO|Lt AMH|A0| CiSE Oto|C|oE
Ml3otct

oHH, 19| ptEt FOOIEE 0|7 2t 7|22 REAS
oYz =83ict 9MOl EE 0|2 (McCracken, 1989)01|
MEM FHOE ZF0E U1EH0|L MEBI=E THS0{ 1Z40|
HEZ2E TOISIESE St REQY EF 2ot LIEMCE ESt
/YR s A0 KPS HEZL (Ohanian, 1990), E=
HMEM o2 SZ20| 7= AZE (Amos, Holmes, & Strutton, 2008)2 2
QIAGHA 3l EME O[0|X|E & dst= =22 FCtBatra &

Homer, 2004). SHLfSHH, AH[Xb= RYHQIO|
Heg A1, MES FONSH| MEOICE @Biswas, Hussain, &
ODonnell, 2009). EH AH[ARZE QIX[Sl= EME  O|O|X|7}
=255 2H[Xe| FLofof chst &40 Z7tBICt (Chen & Hsieh,
2011).
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20| EE3IL BESUA YEH HF E= MHA
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4t B2 QIABICH ZHo| AZ|Y OF (Hovland & Weiss
19510 mEP, HARIe S84e SEolo OfE, MEM U

°
ME|Go| B ACHD SHALH (Paul & Bhakar, 2018).

SZo| 7t ofgEol Yole = o M=
2AEQl Ago| ol EEE BMEo| Ol F3E JHdS
MMBH= ZEF0| QUL Paul & Bhakar, 2018; Escalas & Bettman, 2017).
Escalas and Bettman (017)2 4% 27} =2 AH|AH= A%

771 R2 2HXEL RIS O BO| =0t ST,

M

22 %10 24 E4

Am

22.1. Mzl

& QXL o|2XozL} HR|YoR
dEdof st= T Fd 240|Ch FHelo| MEME2
23000 298 HEY, A2lY, E& YU 22 H40/0
(Lee, Ham, & Kim, 2

2 MsE 7380 AgS 2o

o [
015), Ol FYQI0| 2FeH EMET} ofSot

o
n
=
Q
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w
n
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e
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MElge g, o HE % dSo g 0|
LHo2 HAX] Mzl £ ZAF 22l0|C (u &
Tzoumaka, Tsiotsou, & Siomkos, 2016). 2H|XtE |FEHOIO| A2
2= UCtD Vg o, 10| ofsh M= HAXKIE MRE = U
(Hovland & Weiss, 1951). REQIO| M2 AH|XIL XHAQ|
7HOIM Ef=Qt ZHK] & ZHOIM 2N kg HolsY I
2t RYelo| BE0| Chet Bite AH|XIL FHRIO| Chsh
QIX|et MEZ|=0|A OFE == RACH Mishra, Subhadip & Bailey,
2015). O|F ¢iFoME O] ZEMAE [ HZF0|A 2O)
o2t SHRALt (Roy & Jain, 2016).

2014; Paul & Bhakar, 2018). 3t FHQIO| AE[ME AH|XIO|

=
AZ4E 28 SYAZIR XAE flds daAA Fof o =S
o

-
SEAA|Z 2= QIC}H Erdem & Swait, 2004).
2.2.2. Of=

FEelo| ojo| AH|X} #EFo| ZAuto| O|X|l= o CHst
Clfte TSt S 2ofRICE OfHE2 Q&Ql AXAE <=7t
OISR ROIHAL ERUE ARE QA= AlEol2ta &
2= AT} (Amos et al, 2008; McCracken, 1989). OH212 SEHOIO| X&,

o, WSS S AH[AE 2ojgt 2EQl0| Cigt =ZO|Ck
EXNOI RYoloztn & £ Jqes AWele] AMME OiH2
0| B3| mLtst= HF, 7|, €=2| OECIECE BFE =+
b (Albel
O

N
&

Ambroise, & Valette-Florence, 2017).
1 2@ (McCradken, 19892 MIAIX|2| 217t SEXHO|
| A=k, 2U4E, FAME R S2F OHE0 23
C} (Liy, Huang, & Minghua, 2007). Kahle and Homer
SR 50| 07t BE5= MEL YK
thel 38&el ™S 7ITcte SHic
Folof X|glet 2| 0IF RIUE A7| fIok
EHE| ACH Erdogan, 1999; Ohanian, 1990).
Moz AH[Xh= DIEAQ REA0| Mot HEE O #
RUCH (Kelman, 1961). Suki (2014)2t Till and Busler

| Oi20| EME 3|4Z gHAIZICtD SHRACE
| D2 20 HAIX[2] 2atof AEFHQ Jgs OjXCt
(McGuire, 1969).

Liu et al (2007) 2 2352 RIS DiZHO| AH|Xt2| F10j
olzof ¥Z OH 7540 O =Chn SIRJACL EFQI0|
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Of=M Y f AHXte| FOf o= HokS Bh=C}
Petroshius & Crocker, 1989). D= &9l RHCIO| EF2 0O 2| =0

28X QI FekS O|FIC} (Kahle & Homer, 1985).
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223 HE2M

AHZHe YIS QIAHE HIISI0] RFI0| AH|Xto| o]
MEY = Us AR QMEs 42 B AW MEELD
‘450| ol 7Isd0] =Lt QlAlS &= QICt (Erdogan, Baker, &
Tagg, 2001). £&0lo| MEH0| o™ Zst L2|8S It

HAES LIEFHCE (Erdem & Swait, 2004).

HEME 23000 7IX|1 e X|ZE Ofsf], 7|z W X|AlQ
HEZ FOIEICt (Hovland, Janis, & Kelley, 1953). 282 4H
HE0| Aol FFS 0K |YIo XpHmt HEHO| Q
(Clarke, Murphy, & Adler, 2016). 239019 MEM2S HZQI9|
XA gFARSHH, Ol 23E HE2 Fiist=E AH|XIE
Mot glo| HYEQl d2 b (Till & Busler, 2000).
Thomson(2006)2 AH|ARZL |EeIol ME X[AZ 71X A
of7| XMIE opll= A AHE: o] st ME

x|
K& BRES XX|g2z2) FES =2l SHRACE
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AHIXHE RFelo| A0 of §

Amos et al. (2008) 2 HE7IE QAlElE YO0 ==
= /3 o 9f z [
X|Ao] = |RBRAO| HIJFE FOfSt2 EE Of
SYECE QMBI E AH|XE HS5t=0 2IHEOICt (Bardia,
Abed, & Majid, 2011; Chan, Ng, & Luk, 2013). &2

JFE fEele we 4+Fo ME XHg JHN fEelLct o
AHI%

[

ME3E JHEICH (Erdogan, 1999; Ohanian, 1991). AH|X7F |9
2#30l0] =2 #£FO| TR XAl 7K1 QUCkn QIAsHH
o] HAIXIY o d5E = UCH (Amos et al, 2008, Speck,

Schumann, & Thompson, 1988).

=
201). G2 E2Iolt 2HZE AfO[O] X[ZE [AMEE
LIEFHE),  AH|[Zbe  SEAE =+ UAs |EQe IS
HOFSOIXT, FYQI0| Z2BP7|E Y W s AR

(Shalev & Morwitz, 2012).

(==} —
%E“OIOI 230 &1 I31|)\I7<I01| Ot 2helat 38&Q Z4ES
S7MAA SIEHLE F0f =2 O|0RICty SHRICE M2t
Y QME gLl 2HE ZHRE7| Eo| AHXTL HE
HAIXIE 25t HES F0i5tes Fee O[Xl= 40|
(in & Phua, 2014 Liu & Brock, 2011). OFAZX| 2 AH|XH=
SYAISID H0f5t7| MEo| Aoels Fofsta, &2
Z o

S22M JSe| HAE FXlot

et Mo Jo Hir
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N
=

BtZ0| 7HE2 Cardozo (1965)01 2l8 M2 HMA|ZIYUX|EE 1
DH=ol Folof CishM= X2, H7t 2™ X M Z
Crast A7t ULt Lovelock and Wirtz (2011)=
Mt Z¥E= EfE2td SRCE Cher 2HE
iR22] AF0|ME= CHE0| Z™o| st TEHEQl
Ef=f ofL|2t o] AY M |CHet d¥ = X|ZE

[==] =
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e =g

SEolE ol W Do 2 FeES JHK| 1 AULCE B2
2HIRHE2 Yol Chsl v, REHRI0 Chel CHE Atzk=at
Olof7|st, RISl WRE ZLu TEgZ Y= AS UL
(McCutcheon, Lange, & Houran, 2002). &, R30I 0|&% &&=
8ol Fgo| = RYUQS MEHSID 0 OEELRE E0|=
AE 0 ZRsiCt
2.4. EFE o[O|X|

ol 022 YoM st JYEel O|0|X|7t ERsirt.
SEQIo| o|0|X|= HIHE Of

OjX|2 HOlE == AUt (Kim & Na,
7). %*.T‘_E FHRO| OO|XIE Sdh
17| 2ls HAIXIE
ﬁﬂf f— ZEMQ YWHOo| 2 5= ULt (Kotler, Keller, Manceau, &
Duboais, 2016).

EHE O|0|X|= FLOi 2JALE Bt 24 T SHLIO|ThKotler,
Armstrong, Ang, Leong, Tan, & Ho-Ming, 2012). Bilgin (2018)0] [H2
oojXxle ZEg Sl ddkle 28 XHE2
JUidez el QIA02td SHRICL Matd EE O|0|X|=
HEs ghgsh| WEo| 2™E ojbXls MBS 7HE Sa%

L=

S£20|Ct AH|X| FOf A2 2¥EQl e o|o|X|of 2fs
Askg 2h=C} Alhaddad 2015y E24E O|O|X|7} HZE SM 0
gek2 O|FICkD SRALCY,
25 70 o=

TOf oAb 2 IFEE EX oAl HE B CHet HIL Sof

FYEICE 0 o= AH|XFI}
ool £F MBOILt MHIAE FONE A=ZO|AHLt FofE
[=X0f CHEH TEAIO| (Wu, Yeh, & Hsiao, 2011) -0}
4™ AHXL HHE HES FOidte 2 ZEMA9
CHAOIC} (Kotler et al, 2016). &, T+O00 2|=+= CHOF HWIIet 1Oy

238, 7 = #3525 A=
&O0[Lf

ofgol 9

Ao SUARID & = ACE FOf Q=2 S7h= Fof 7122
St grEoto] AH|AE S AR A0 2|=F ZHX|1 QUCHH
= NE-)

TOHE FT Aolct.
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3. AdA
31. A d
2 QT oAl mBHXIO|XO| BE EAO| BY OHE HAE O

Oix|, d2|2 0 o|=0f OfXl= Seks LOotE7| I AT

S HIE¥2=2 C31t 20| 7+2S 2°3SHRACE (See Figure 1).

ey e -
g

Saiisfaninn/
Fﬁ\m-s
/H

Purchase
Intention

H1-4

Closeness

/ H2-4
—

Figure 1: Hypothesized model

3.2. A7

321. 2|4 Zixio|= B¥ £/40| 2 X0 O/X= F

o2

Wang, Kao, and Ngamsiiudom (20172 {&Qlo|
2H|RRR| Z2Pgel 7hE 3t FQloj2tl ShRICh
dele HES ddste /022 ATFEILH (Sfenranto, Wiaya, &
Wang, 2018). Kowalczyk and Pounders (2016y= 1ZH0| HA|X|2|
ENME dEg £ Artn Mzieh o ofxto] WHE JHsdol
RUCHD SIYICE OfEe O RNtz DA HELS & =
RACH (Hu & Ritchie, 1993). 3|, BfAZX QI FEHIO| Tt BES
S¢ff fEQlsts dnE HHNez 2= AE0| QUCH Zhang, Xu

& Gursoy, 2020).

|

S|
A

[0 ox

L =
HU rlo

HME X[Ajo] 1ol pof dMzo| JFHQl FE¥S 0OJFICtR

SIALE Erdem and Swait (20042 AH|Xte| QEQI0)| CHst X| 2=l

HE X[Alm A2ld Atoje| od n2|E =RSIYCE B
AUMe ZEo QIACZ 0|0jK FEFEQ

(Hennig-Thurau, Groth, Paul, & Gremler, 2006). F3lo| XM

BiED 2
2006).
olpfst MeiTE

285Ut

rlo
oy
of

HI: 914 Z2Kjo|x DY SH2 DY BIF| Mo FYS

Oj& Zo|ct

H1-1: 24 ZAO|= ROl pM2ld2 ZE TR F+)2
gt 0lE Ao|ck

H1-2: 2|4 ZXjo|= ZEo| OiH2 RE RN F+)2
gt 0lE Ao|ck

H1-3: 2|4 ZEHAO|= RO MEX[A2 2E TR0 F+)2
et OIE Ao|ct

H1-4: 24 ZEAO|= ol FMAY2 ZE TR0 F+)2
gt 0IE Ao|ct

322 94 z=aixjo|= A E4go| HME o|o|x|oj OJX|

FEele| 4lz|doi el AH|XRS| QA2 HWME O|O|X|of
Yok oRct = = AT dEE = s RYQAS BE2
HAME o|OX|el MEEdE =0l EMco ofst fFEe
Ei=2 ZAAF|0 (Ketchen Jr, Adams, & Shook, 2008), FHQIS

[ )
dzfgt FH[ZF E 1283 QR A|ZICE Tantiseneepong, Gorton, and
White (2012)2} Bardia et al. (0112 EZQlo| DjHo| ==
olgjxjof 3™=XQl P&Z O|XICtT SHRACE 2Lt <At

AH[RHE |10 Toistod
XYsicts =22 271908 MES FOISICH (Albert et al, 2017).
EESE Dwivedi, Johnson, and McDonald (20152 & Ql1o| AIZM0|
= b

=
S IR, XE B HUS oy Y HUS SHEo|

?_H , Co X
=85l B2 O|EICta ShRACY,
ojgfgt MAAFE HEg2Z =1 #2 A77HES0l

H2: 9N mRKolx PY SH2 HAS =S ofojx|o
Mol Y& 03 Holck
H2-1: 914} maxjo|x Seo| Mejge e ofn|x|o] F(nel

¥gg 0" Zolct
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H2-2: Q4 ZEHAO|= ZEo| Ofs2 EME O|0|X|of “H(+)2
|

H2-3: 24 X} o|ojX|of

E o[ojx|of Z+el

E ojojx|, 22| Ft0f o|=efof A

BiEe HUS olojRlet HAS FYEOl YS OlXE

JetS
1 ACKGhafoor, Igbal, Tarig, & Murtaza, 2012). Dash,
Kiefer, and Paul (2021)2 124 BI=LQt FO§ o AtO[0f Fo|St
A7 ot StQict THES 142 It HEo| E fiddstn
F7t HIE2 70l 5= J= 7Hs80| =LHZineldin, 2000). Pebriani,
Sumarwan, and Simanjuntak (20182 17 Tr=
Atolof ot tAIZF ATt SHUCE

BHE THOH2| =0
RQPI9F (Wu et al, 2011) O|E 0|&3t0| 1Z40| ERE EII5t
TOHSIEZ SH=CE (Chiang & Jang, 2007). O|2{$t MAMAHTRE
HIEC 2 Chgat 242 A7HES0| - E UL

ok o 2=

O|D|X|E XN™M™Moz %'c‘)‘k% Ellxli
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2 dFoM QA maixiolx= ZE £ F MEEE 24
ZEiXol= RIS TS £+ Aes BEE HOGIRCH, Kim, Lee,
and Prideaux (20142 GTOIA AMZEl

g=oz ZFEQUCL A2 N olECEeE FolXeH
Kim et al. 2014)2| ATOIM ALEEl FF2 T8I0 571 =22

SHEIQCh HRY2 94 TUR0IX BYO| B4 EE AE0|

Cist X|Alo2 MOISIHOM, Kim et al. (2014)2] FTFUHAM AR E
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ZHLIACE OXHe R, O oz T QA ZIMALO|O|=
&S olgd ooz Mo|L|YUSM, Kang Woo, and Lee
20192 AFE 2 Aol ool S =730 4 7| &=z
ZHERCE 2 A0 O|8E 2E ¥F2 5 F 2HE HE=
ZYE|ACk
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Appendix

Appendix 1. Demographic Profiles(n=299)

Category n %

Gender Male 141 48.1

Female 152 51.9

20-29 73 24.9

Age 30-39 72 24.6

40-49 67 22.9

50-59 81 27.6

1 32 10.9

2 39 133

Family members 3 181 61.8

4 38 13.0

5 or more 3 1.0

Student 105 35.8

Officer 161 54.9

Professional 7 2.4

Job Sales/Service 7 2.4
Technical 1 3

Housewife 5 1.7

Others 7 2.4
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Appendix 2: Confirmatory factor analysis

tems Star;g;r:rized Cronbach’s Composite 5;,r?;i?:2
loadings a reliability extracted
(AVE)
Reliability .844 .892 .628
The model is honest .821
The model is reliable .865
The model is trustworthy .865
The model is dependable .814
The model is sincere .554
Attractive 771 .847 .530
The model is beautiful 752
The model is attractive .813
The model is classy .824
The model is elegant .650
The model eats delicious food .566
Expertise 778 .859 .608
The model is experienced .795
The model is knowledgeable .860
The model is qualified .850
The model is expert .583
Closeness 811 877 .641
The model is feels familiar .836
The model are similar to me -
The model are feels comfortable .853
| feel a sense of identity with the model .805
I would have similar tastes with models -
The model is make me happy .701
The model usually wear mask -
Model Satisfaction .825 .896 741
The model satisfies my needs .850
| feels good to see a model .881
The modelis great .852
I do not regret the restaurant franchise advertised by the model -
Brand Image 781 .901 .820
This brand has a good image .904
This brand is customer orientation
This brand is familiar to me .907
This brand is famous for its good service quality -
Purchase Intention .826 .896 743
I will use this franchise store .844
I will use this franchise store as a priority in the future .859
I would like to actively use this franchise store in the future .882

I will recommend this franchise to others




Hae-Sun SONG, Ki-Hyun KO / Korean Journal of Franchise Management Vol 12 No 4 (2021) 25-40

Appendix 3: Fornell-Larcker Criterion

39

ltem Reliability Attractive Expertise | Closeness Sat’:/;?::tlion Brand Image II:’nutre%r;ie;sne
Reliability 793
Attractive .627 728
Expertise .605 561 .780
Closeness 525 495 617 801
Model Satisfaction .699 .625 .624 .657 .861
Brand Image .622 .565 .552 576 701 .906
Purchase Intention .634 .520 .520 534 716 .601 .862

Diagonal elements (bold) are the square root of the variance shared between the constructs and their measures (AVE). Off-diagonal
elements are the correlations among constructs. For discriminant validity, diagonal elements should be larger than off-diagonal elements.

Appendix 4: Heterotrait-Monotrait Ratio (HT MT)

Item Reliability Attractive Expertise | Closeness Sat’;i(;:cetlion Brand Image Tnli;%qgsne
Reliability
Attractive .789
Expertise 737 723
Closeness 637 .625 767
Model Satisfaction .839 781 a77 .804
Brand Image .766 725 .697 724 874
Purchase Intention .765 .648 .652 .655 .866 749
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Appendix 5: Standardized Parameter Estimates

Hypothesis Paths Stz;r;?izr;rgti;ed t-value p-value Results
H1-1 Reliability — Model Satisfaction .349 5.552 .000 Supported
H1-2 Attractive — Model Satisfaction .187 3.274 .001 Supported
H1-3 Expertise — Model Satisfaction 118 2.194 .029 Supported
H1-4 Closeness — Model Satisfaction .308 4.969 .000 Supported
H2-1 Reliability — Brand Image 176 3.132 .002 Supported
H2-2 Attractive — Brand Image 116 1.638 102 Non-supported
H2-3 Expertise — Brand Image .058 .994 .320 Non-supported
H2-4 Closeness — Brand Image .145 2.474 .014 Supported

H3 Model Satisfaction — Brand Image 375 4.873 .000 Supported
Ha Model Satisfaction — Purchase 579 11.992 000 Supported
Intention
H5 Brand Image — Purchase Intention 195 3.599 .000 Supported
R? Model Satisfaction 632
Brand Image .545
Purchase Intention 528




