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ABSTRACT

This study aims to provide managerial implications considering strategic
priorities for maintaining existing customers and attracting new customers in
extremely competitive coffee franchise market. In particular, this study Is
differentiated from other previous studies as it attempted to examine both
direct and indirect Iimpact relations among self—congruity, functional
congruity, perceived value (utilitarian/hedonic value), and attitude. Also, this
study shows the relative Impact of utilitarian value and hedonic value on
attitude.

The results show that self—congruity has positive effects on functional
congruity and value (hedonic and utilitarian value), while functional congruity
has positive effects on utilitarian value, hedonic value, and attitude. Moreover,
self—congruity has indirect effects on attitude through functional congruity
and value. The findings also indicate that hedonic value has relatively higher
impact on attitude than utilitarian value does. At the end of the paper,
managerial implications and limitations were suggested.

Key words: Ao XA (Self—congruity), 7152934 (Functional congruity),
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