The Korean Journal of Culinary Research 51
Vol. 17, No. 2, pp. 51~73(2011)

Uisin fIEBAIAXC| Hel= OIXDF Heli= I, Bei= OI0(X,
ZHIAFE=IE 29| Z(BRQ DiXl= SISt~

A study on the effect of brand recognition on brand personality,
brand image and customer-brand relationship quality in the
university contract foodservice industry

Yun-Jung Lee" - Kyung-Su Han ‘ Duck-Joo Choi * Yun-Kyeong Kim'
Dep. of Hotel Foodservice & Culinary arts, JEI University”, Dep. of Foodservice, Kyunggi University,

Dep. of Hotel Foodservice & Culinary arts, JEI University,
Dep. of Hotel Foodservice & Culinary arts, JEI Universityﬂ

Abstract

Companies are required to invest in numerous intial marketing costs for establishing brand power; thus,
many companies in the foodservice industry are increasing their budgets on communication to strengthen their
own brand equity components such as brand recognition, brand royalty, perceived quality and associated
image using mass media that has not been used before. For this study, 617 samples were analyzed by such
analytic methods as a frequency analysis, cross-tabulation, a factor analysis and a reliability analysis for
validity, and a confinmatory factory analysis, a model adequacy evaluation, and a path analysis using AMOS
17.0. The hypothesis verification by the AMOS analysis has revealed that all hypotheses positively influenced
contract foodservice brands, and the brand recognition of a university contract foodservice company has an
impact on sincerity and refinement. Therefore, positive brand image formation encourages strong brand
establishment between a university contract foodservice business and customers, and this study strongly
suggests continuous further studies about constructing a positive brand image.

Key words: brand recognition, brand personality, brand image, customer-brand relationship quality, brand
royalty, university food service
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Brand Equity

Equity measure contents

brand awareness

brand awareness

brand loyalty

price premium

satisfaction
perceived quality Il)) erce;vled dqualhljty
brand leadership ranc ‘e fers i

popularity

market behavior

market share
market price and distribution coverage

brand association
& brand differentiation

perceived value
brand personality
organizational association

Z+8 : Asker, D.. Managing Brand Equity :

Capitalizing on the Value of a Brand Name NY : The Free Press. 1991
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{Figure 1> Research model

WA xel Balzo|nx], HAle HEwe B Roly} BA= 7RI B olujx] aam AH]
A= FAES] UAE A Bdc g5 dA4A7 ABA= A9 & A nRE PREE S
Aol o) oizIThe AT A BAmsle & detge e dgta AFYAY B v}
AE 2MAE A9 BHAM 2 Foumier S AW AEE AFoA she AF2 <Table 3>3
(1998)9] 72k lﬁi(zooz»)A Avlae} Bl 2o ARQTes miAoz sMe AFEgch

7%4 6&(2003)34 o]?ﬂul(1999)4 Ba= J) 3. P10 AN HO|
4

o] 2H|Z-BAE #A o) Hof vixe F3) vt ¥ @A Fournier S (1998)7} A4 g
X13](2005)8 vlRIC.E <Fig. 1>3 2o] A2 %  BRQ(Brand Relationship Quality)E EUZ 4H]
= AR 2ot Bels @Al AA o] A3 ATE ub
Bo 2 Algydy, Atoladd, B4, 2 E Y

2. JHdol &N 7, Bie SEVe] E23 ol&de AFAHY
2 A7 vgdn AEgAgAe] Bas Qx]  A¢w uielo® Avziel Balzo] @74 A3

{Table 2> Explanation sources of the research model

Explanation theory Investigator
Brand Recognition Keller(2002), Jung ST(1994)

Park GJ(2008), Oklevik(2007), Aaker(1991),
Kong(2007), Traciand Lucas(2006)

Brand Personality

Brand Image Kim 0OS(2006), Atilgan et al(2005), Jung ST(1994)
Customer-Brand Fournier(1994), Lee YW(2003), Kim JS(2009),
Relationship Quality Lee KM(1999), Park SH(2005), Kim YK & Hu Y(2003)

{Table 3> Hypotheses and their backgrounds

Backgrounds of the Hypotheses

Hi  Aaker(1991), Keller(2002), Oklevik(2007), Ang & Lim(2003), Plummer(1985), An GH(2003)
H, Shintaro Okazaki(2006), Choi WJ(2002), Oklevik(2007), Traci and Lukas(2006), Hayes et al.(2006)
H;  Choi YH(1998), Johnson(1973), Fournier(1998), Kirmani & Zeithaml(1993), Kim JS(2009), Woo DK(2007)

H : ootm ASFA9Ae BaE QA HaE Qe B 98E F Aol
H: dotm A=34d4e) HAE e Bas ojnlAe] A(nel F8E F Aotk
H : ota AgFadAe AL oulxe duAuas dAe Ao 3 T F Rl
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{Table 4> Operational justice of a variable

Variable Operational justice Related study
Brand Recognition Enough ability for consumers to identify a brand in Rossgel;;i;cgg%n
a range of brands An KH(2003)
Kim JK(1998).
Characteristics expressed by adjectives customers Choi WI(2002).
Brand Personality Keller(1998).

use for a brand

Austin et al.(2003).
Sung and Tinkham(2005)

. , Aaker(1991).
Psych
Brand Image sychological fe'eilimgS that c?st(;mer; have for a Keller(1993).
Spectiic: company's bram Zeithanl & Bitner(2000)
Customer-Brand Attachment, immersion, affinity, etc. as an Fournier(1994).
Relationship Quality interdependence between customers and a brand Lee YW(2003)

g o, T, =29
B2 (A/2%), X,
o, BA=o] B ofgo] A 9 162F< A
E 7AAEE o] &t 192 o) 23R ary ¥ d7E 3 AEEAEAs EREgA]

A8, A2 wgos
o

170)2ba BolaiRe
4 NSX A

{Table 5> Construction of survey

ol 7L g 2R PSR

Factor Variables Question background Questions Scale
Keller(2002),
.. Shin WH(2005),
d R ti
Brand Recognition B r;:‘ X e:tg’: ns‘m Kim TW(2000), 4
uesti
d Ok JW(2008),
Han IM(2006)
Aaker(1991),
Diligence Oklevik(2007),
Brand Personality &1 guesﬁons Kong(2007), 14
® Won HY/(2005), e 7
Kim 0OS(2006) rade
Likert scale
Hayes et al.(2006),
Friendly images Kim 0S(2006),
Brand Image & 20 yuesﬁfm Kim TW(2000), 21
d Lee MS(2005),
Yoo JM(2002)
. Fournier(1994),
Thy 1 f
© quality of a Good feelings toward a Lee YH(2003),
customer-Brand . 17
. . brand & 16 questions Park SH(2005),
Relationship
Jo MY(2007)
General ¢ teristics Sex, Major, Average monthly pocket money, Favorite .
type of restaurant, Frequency of 6 Nominal scale

of the respondents

using a cafeteria, Reasons for using a cafeteria
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Aoz F 70055 vl ¥ o™ 655(94%) 5
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6. AR

2 7= A g2 Ae] Bl Q1A
7b BAR= /AR BAE oln)A] 1'lm &
HZBRE #AS A P AERpre] F
23 & Wela) o] &4 wiAn A AFE
oAt HEEe] NI =HF S A8l Lt
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x}o}
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A9 AERQ vIXE FYAT 61

S A FE-“-"] A 891 % M(exploratory factor
analysis)Z} <l 9915X(confirmatory factor

analysis)2 /‘E‘/\] 6‘}
ZARYS] Lt
B4 Asigen, Bas 9

Ao B o|n|z] A aglm AuzLHA

BAe Ao mxlE F2EE HEAAES 94
AMOS 17.0(Analysis of Moment Structure) 3<%
a3-g o] 83 28 (path analysis)= H A3t

.
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V.

AT

SEEN

1. QIENEN EM

ZARRY] dHbARl BEA3S ghelsly] faiA] w1

BAE AAR A AE 2AS AnEE
A 68.9%, 94 31.1%= el en, AgEols

QNEAIZ} 254%, AEA 7.1%, BAA 8.3%, 2
Al 19.1%, A 5.7%, 7373A 13.8%, AF3]2Hst

7.1%, dAs 135%=2 Jeigeh 8=
200k W)gko] 7.5%, 20~30%ked0] 31.9%, 30~40

ak9lo] 35.0%, 40~50%H o] 15.7%, S0THY ©]4F
o] 9.9%= JERGon, o] &AFe W Agw
A1 A| o] &0l 74.7%, 1Y AF-Fo] 253%E
vebsdth, oA ol&3gEe F 130t
13.1%, F 23]7} 18.5%, F 337} 19.9%, F 43]7}
22.9%, F 5~103]7} 17.5%, 3 103] ool 8.1%
2 Jepgoh A 3e ol gelfE2e 2
59.3%, A 12.8%, A3 714 24.5%, =219
ot 3.4%2 JEpgon, Ane g3 2ok

2T 24N

T3 o Amo] AR S

= + W22 Cronbach’s alphaZ

o}, W& L& (internal consistency reli-

ability)ol] e AT T3 7R BE AFEE
Tt old HHFXE AESA, Al w73t

Ak dukd o 2 A A e M E o AF7} 0.601

7
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{Table 6> Frequency analysis of the general characteristics of the respondents (n=617)

Assortment Frequency(n) Ratio(%)
Sex Male 425 68.9
Female 192 31.1
Liberal arts 157 254
Natural sciences 44 7.1
Law and political sciences 51 83
. Science and engineering 118 19.1

Major

Tournism science 35 5.7
Business, commerce and finance 85 138
Social sciences 44 7.1
Arts and physical education 83 13.5
Less than 200,000 46 7.5
Average monthly pocket 200,000~300,000 197 319
money 300,000 ~400,000 216 35.0
(price range:W) 400,000~500,000 97 157
More than 500,000 61 9.9
Favorite type of a restaurant Inside cafeteria 461 74.7
Outside cafeteria 156 253
Once a week 81 13.1
Twice a week 114 18.5
Frequency of Three times a week 123 19.9
using a cafeteria Four times a week 141 229
Five~ten times a week 108 17.5
More than ten times a week 50 8.1
Easy access 366 59.3
Reasons for Convenience 79 12.8
using a cafeteria Inexpensive prices 151 245
Taste of food 21 34

ol Mz Ade] ivka ALY 2008). F wE) Wl A(varimax) 3] A AMESlgeH, VE
]

AFFATH B Ao 2 S5 F
g BEXE9E v 5l Qlx)s) 881, Bl
= 7iAdo] 9403 913, BA= o|u|R)7} 9417}
905, Av|AR-BAE FA Q] Ao] 9483 911E
Yehv mi-¢ & SAFEES 9 W dBA ol

sicka ¥ 4 A

3. BN 012N
£ d7de 898N ies FAHREN

If-i(Eigenvalue) 1017, 8.91F A X(factor load-
ing) 0.501°4¢] A& AME3ET, 8% HAAE Eo
71 918 w2l A(varimax) 3] A& AA8I6IH
O A BHE AR g F 4719 Are
e 89102 FEFEHUoH, SHYEHY| B
ol QAo &G YLolBE BA= QAR
29 B& A3k B Al it F 1470
o] MigE 29 89le® F&H, 42 8
o1& BAE=E M4 % BPSE vlgte g, 2911
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{Table 7> Result of the reliability analysis

Assortment Variable Mean(+8D) Reliability
Brand awareness 3.40
Brand Recognition of the products customers used 320 881
Recognition Recognition of the logo of the company customers used 2.91 '
A brand well-known to customers 3.38
Integrity of the company 4.30
Cooperation of the company 431
Integrity Kindness of the company 4.37 540
Brand Specialty of the company 4.37
Personality High-clI:sOsne;ti);n(:ti?j ::i? r:;f)ear::}:)mpany ‘3‘2
Refinement -
of 2 Attractiveness of the company 3.62 913
Modernity of the company 3.93
company T
Imagination of the company 3.29
Eco-friendly image 3.84
Variety of images 3.68
Familial atmosphere 3.08
Image at Community service oriented image 3.83
the level of Eagy-to-remember image 3.93 941
a company Successful image 3.89
Differentiated image 372
Brand Comfortable image 423
Image Familiar image 3.91
Pleasant image 421
Good impression on the company 3.90
Good images of the company 3.88
Images at -
Images based on the convenience of customers 4.06
the level of - - 905
customers Image (?f mtegnty 425
Health oriented image 4.00
Hygienic image 4.08
Values similar to those of the company 3.33
Feel attached to the company 342
Similarities to the company 3.36
Affinity Exter'zt‘ (_)f apPreciaﬁon to me 345 048
Customer- Credibility with the company 3.74
Brand Treatment as a client 3.67
Relation ship Careful concern of the company 3.67
Quality Good feelings to the company 3.50
Never considering other companies 3.39
Absorption Sustained util.ization : 3.82 911
Strong recommendation to friends 3.43
Worth relying on 3.82
& 24P2gol £ZEYoIH Aulse] BH  elo} AYAY WL BE 3T APH, U
g AR A, AR, 8, ARAEE B di¥A S AR 98d B f‘ﬂﬁi"éﬂ
QAZ) B BYER ol Fold JAele E 2 Pk BAC ojnlAE % 2170 w?}
SR, 292 st=dol®d gAY Ag 279 gler FEHGH, 47t 890E
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HRAA, 7HEAQYA, AR BA AR, TR 9 RYE nEHEA, Au2ot F24), AR
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R, 8L2E AV RAqA AFshes Al AR A R B en, LujA-BAs B
{Table 8> Result of the factor analysis
. Variance KMO-
Assortment Variable lf::ﬁ;s 5;?:: Explained Bartlett’s
(%) Test
Brand awareness 871
Bran.d. B»s'cogliﬁon of the products customers used .860 2048 73705 829
Recognition  Recognition of the logo of the company customers used  .856
A brand well-known to customers 847
Integrity of the company 832
Cooperation of the company .800
Integrity Kindness of the company .800 5.604 62271
Specialty of the company 792
Honesty of the company 776 -894
High-class orientation of the company 870
Refinement of Attractiveness of the company .836 1218 13.536
the company Modemity of the company 756
Imagination of the company 751
Eco-friendly image 798
Variety of images 763
Familial atrnosphere 739
Image at the Community service oriented image .750
level of Easy—to—rememl?er image 722 0.587 50018
company Successful image 11
Differentiated image 715
Comfortable image 669 047
Familiar image .668
Pleasant image 640
Good impression on the company 725
Images at the Good images of the' company ‘733
Images based on the convenience of customers .866
level of - - 1.177 7.356
customers Image of integrity 821
Health oriented image .588
Hygienic image 569
Values similar to those of the company - 644
Feel attached to the company 681
Similarities to the company 781
Affinity Extent of appreciation to me 883 7.453 67.755
Treatment as a client .846
Careful concemn of the company 854 936
Good feelings to the company 781
Never considering other companies 794
. Sustained utilization 857
Absorption Strong recommendation to friends 191 1098 9982
Worth relying on 835




et ARSI B QAL BAE A, s olujx], vl HAs #Ae] ABRQ vIXlE 48T 65

=
49 A%
2

AL 7120 AgA 7ol 374} aleR 5 AMOSe] FAHRF L ol &3t FladEH
= t2A B APoME 2709 892 (confirmatory factor analysis: CFA)S AAI3HATH
FEH, el 2L JYATA AbE- A ZEol g 1A 2ARA S A

o= gl & 8ME B A XPE 1553.407(df=278, p=.000), GFI=0.849,

AGFI=0.803, IFI=0.919, TLI=0.913, RMR=0.092,

NFI=0.912, CFI=0.919, RMSEA=0.0662.% th4-

o] AJEE FEAe A eg eyt wet

A AH 2L mRARd Adteicta gkt

ZAVFEY BT MY CR AUite] =

8AEAF Cronbach’s @ F 1.96(p<0.001) .t} FobA FoJ3h Aoz el

ATE o83 VA= EMAAE uwEo sioh whebd AX A7 AL YL dAHE 28

{Table 9> Result of the confirmatory factor analysis

observation abnormal normal General

PotentialityVariabl E. R. :
tyVanavle variable A SE CR A Reliability ~ * F
Al 1.000 792
Brand A2 1.073 050 21.544 826
- 0.762 0.531
Recognition A3 1.005 .048 20.945 .805
A4 1.670 .051 20.844 .801
B1 1.000 .907
B2 1.015 031 32.395 873
Integrity B3 .800 037 21.364 701 0.879 0.612
B4 947 027 35.255 904
BS .868 034 25.555 778
Cl 1.000 .865
Refinement of a c2 1.086 .036 30.385 .906
0.852 0.590
company C3 .990 041 24.228 792
C4 935 037 25478 816
Image at the level of a D1 1.000 753
0.723 0.541
company D3 1.239 064 19.496 875
Images at the level of E2 1.000 .765
0.711 0.513
customers ES 949 046 20.490 794
F1 1.000 .864
F2 1.089 032 33.696 928
Affinity F3 1.072 035 30.951 .890 0.857 0.721
F6 .867 035 25.059 794
F7 1.067 033 32.145 .907
Gl 1.000 .863
. G2 979 033 30.056 893
Absorption 0.887 0.629
G3 945 039 24.094 186

G4 1.002 037 27431 849
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Az Aggsittn FaEch Bl gdrHel Y
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¥ (Maximum likelihood:ML)S & &3l 2%
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(df=288, p=0.000)Z UYEICom, GFI=0.857,
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<Figure 2> confirmatory factor analysis
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{Table 10> Conformity of the model
X df p GFI AGFI RFI
1974.576 288 000 0.857 0.825 0.892
IFI TLI RMR NFI CFI RMSEA
0.902 0.892 0.065 0.891 0.904 0.062
e
~3ﬂ%}~5?
N
i ~? Image at the
Yevs| of COMPSNY
458 1.782 #3
Qm,&aéi §;ilgn -
1.1% A ofin sment 171 Image gt the
WM}‘ m the Company leceal of Cust/amera
E000 *éi@
=
111 o
{Figure 3> Structure equation model
TS A g MAY Ae g AREALE AAEH
3 2t EAFs RE Mdo] o Aeg vEhte
o, ol dgu HAgFAAANME Ba=
V. % 3 ZE Aol thgh AArE ol LM|AEAE BAS A
d A9 TS Frhe AOE JERTH
Hetm fEE2gAe] Ble QA7 Bls BEAA9E AuEd 2RE QA7 AREAY B
M4, BAE onix), AuzHaE #A9) He] e AdAC B & 9% FE AR HolH
vXlE 9 AFE) A dFAe w4 His 7H“91 b e b B R b S R P
A=A 98NS s w, AAQ 23 ¢ B 9% T Ao vEhT ol A4
AYEE Fsl7] H8iM AMOS 17.0 BAIZE 49 7H»go] tigtm $gFale] ARl thekAy
O3S o] &3t A =EMT sHERA, W %ﬂ]?ﬂ AA L] ofu| A et A w5}
e s AuEe Q4 a0ed e AAgE & a2 oluixHolA o & B= 2t
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(Table 11> Hypothesis official result by a structure equation

Hypothesis Method iﬁm‘i S.E. cm@ﬁ'?c:teit CR. a?::/t;::l
Hi-1 Integrity 0435 0.043 0.438 10.088 Y |
Hi-2 Refinement of a company 0353  0.03% 0.404 9.057 Y
H2A-1 Image at the level of company 0.280 0.030 0410 9.239 Y
H2A-2 Images at the level of customers 0.683 0.039 0.751 17.310 Y
H2B-1 Image at the level of company 0.286 0.034 0.368 8.361 Y
H2B-2 Images at the level of customers 0.178  0.037 0.171 4.811 Y
H3A-1 Affinity 0.614 0.060 0478 10.204 Y
H3A-2 Absorption 0.357 0.043 0.370 8.266 Y
H3B-1 Affinity 0430 0.061 0.321 7.018 Y
H3B-1 Absorption 0461 0.045 0.459 10.254 Y

& BYE ouiitt AEge ddAdge
t2A4 pAxMdelmA Reke ARt oln]|A o
o 2 9% Hole AR Y. ole AdE
gol dAle] AR A BT =ARE W&
o2 et 4] &HA S
4] e, Mulx oA =AR] = ofw]A]
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