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Table 1. Development numerical coffee industry sales and a store

Sales Increase or decrease Store number
Brand | Company (hundred million ) rate(%) (number)
name name 04/ | 05/ | 06/ | 07/
05| 06 07 08 05| 06| 07| 08
05 06 | 07 | 08
Starbucks
Starbucks 923| 1107 | 1344 | 1600 28 19.9 | 19.2 | 19.0 | 144 | 188 233 282
korea.co..
Coffee
Coffee B
Bean 460 - - - 47 - - - 43 | 81 | 110 150
bean
Korea.co..
. pariscroissa
Pascucci - 250 - - - - - - 22 29 41| 44
n.co..
. . 135.
Angelinus lotteria.co.. 130| 172 330 650 38.2 32.3 4 97.0 28 37 91| 148
Hollys _
Hollys ) 168 | 252 447 671 158.4 | 48.8 | 86.5 | 50.0 56 | 89 | 130 183
F%B.co..
Tomntoms.c
Tomntoms - - 180 360 - - - 100 56 89 | 130 183

0.
¥ 2 AEZREAL 2009 A8 Vo ® AHY

D A 1087k AAAZA A3 8%

(1) 20014

(2) 20024

9 e JPoR ARA JFL we A AT AF B
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o7} 9& 4 JtHGrant McCraken, °|4 & <
FAL - N AAE e HaHola Adstd =4 AFE A5 4]
S s Eska Aol A&Esh, AlEste wel Sshua AAS =
2 e 97F Sdista e ol MR 4HlE F
1A ek Zolth(David Bosshart, 2001). ol&d &= 754 &H]7t
ofel AAolu ome] AME ke Aol A= 3 JH F F
@Ol Aol ARt diFEe] oMt ke FUMRAE 2 FEoR §
st Ao 2 AWEHGrant McCraken, ©174E 9, 1996).

wohe] A7t = stHA EIARE AR Ao R wlg- Fag ol4p
= AT

Jeremy Rifkin (2005) < F23Qt =gHo|x LA Alt)7y kAl
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MU =S Jk= Abglel oty et vefetar
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24e BA%n AYAES AT e2a HolA e AW, w4, v
sulAgel AgAQ Jgelet A 1 F AWuAREe 20 FAY
Adow ANelm, B34 A3 FAGE AL dela, AAARE 3

debvkar v g, 2002).

TEEIL = EEAE Y Ui AR S #1% E3H(Culture
for-Marketing)'¢} ‘T3S 93+ w}A " (Marketing for Culture)' &2 J-&
Aok dutride] EshA Y B 23t Agol Akl s, 3 €

MAG RS Fajol sl ofd sdel gAF FahulAgelen A
Walrlel s obd wgte] o7k Wik V1w Bah T4 wd AR e

EXRS F8te oAt HE TIH BAE S A T d-9
(Win-Win)gtthe= SHelA oJo)& S 5 Avk(3 %4, 2002).
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EA40] Q7] wZol MAES §g E3HCulture for-Marketing)' SO
A s A

2 71gle] B, HAE, $ok8 B A4F Fi @S FAsAY TG

—

AMu| 2ol 38 oA E Holll= vAY s
(A7, 2003). o]ekzto] 71}le] &3telag vHAR &8&3h= olf= 3
= Aoty Table 28 B9 7] A= A, 7] olmA AlaL, F44

olmA MM, AARG} ARA olnx] FF Fo| BHde AU Fa B
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Table 2. Effect of culture marketing

Section Effects Contents
-Easy to obtain the cooperation of stockholders
—-the cooperation of both the central and local
Increasing the easiness of | governments as well
corporate activities -Reducing the expense related to a lawsuit and a
strike
-Increasing the satisfaction of subcontractors
-Improving corporate reputation
-Increasing the understanding about corporate
Corporate
Legiti I . . values
egitimac mproving corporate . ) L )
g Y . -Exposing corporate activities to the media
images . .
—-Increasing brand equity
-Differentiating corporate images from
competitors'
-Enhancing investment preference
Increasing a possibility of | -Increasing the number of long-term
attracting investment stockholders
—Assuring high profits of bonds
. -Increasing the sales of target markets
Increasing sales . . .
-Increasing purchase intention
—-Increasing the awareness of niche markets
Increasing brand —-Increasing brand awareness
awareness -Increasing the frequency of using products
Marketing —-Increasing preference for products
. . -Increasing brand loyalty
Advantage Luring and sustaining .
-Increasing the rate of culture and art
customers . .
-Forming accessibility to target customers
-Blunting price elasticity
Acquiring price premiums -Increasing reservation prices
-Increasing high—quality recognition of products
. o -Increasing sales and promoting employee morale
Increasing productivity .
-Reducing the absence rate
Securing and sustaining -Increasing the number of applicants
recruits -Decreasing the turnover rate
Employee ) -Increasing the development speed and quantity
. Developing technology and
Benefits of new products
knowledge . . . ..
-Increasing innovative creativity
Networking -Promoting customer relations
Enhancing organizational —-Increasing employee satisfaction
culture -Forming a sense of pride in workplace
=31 AFCH & Arthur Anderson, <Making Arts & Culture Work in Business-the

Business Case for Cultural Investment Guide, 1999>
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B oAToAE Aguel TEsvARe] 245t 4EAer A Fig 5

oA AAIG 57HA 7

ol AdAFTHe TEIAIE 3L Sales(:t3#=), Sponsorships
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1A g
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Table 3. Concept by a type of culture marketing

TE0A9 F3(59) 88 A4 A8l
(Sales) <#7+Eel, BMW, =2E,
o EAAY, 9AF 5>
_ [+ I~
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- 282 TTL
233 (22,1 es <ge) oy, 823 @
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Table 4. Conceptual definition of Spread Marketing

Researcher Definition of Spread Marketing

Dichter (1996)

Richins (1896)
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Table 5. Configuration factors of a company image
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Table 6. A Thesis on a Precedent Research Related to Customer-
Company Identification
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Table 9. Definition of brand equity
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Perceived Quality
Brand Association
Brand Name Awareness -

Brand Equity

(Name and

Brand Loval Other Exclusive Brand
rand Loyaity Symbol) Equity

Values Provided to Customers

Values Provided to Companies
* Processing and Interpretation

* Efficiency of Marketing Programs
* Brand Loyalty
* Prices and Margins

of Information
» Assurance of Purchase
Decisions

* Brand Expansion
* Satisfaction of Use

* Influence in Carrying out Business

Trades (Leverage)

* Competitive Advantage

Fig. 7. Brand Equity
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Table 10. Components of brand equity
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Reduction of Marketing Expenses

Shop Leverage

{ Brand Loyalty Luring New Customers

* Creation of Brand Awareness

L * Expansion of New Customers

Time-Surplus to Cope with Competitive

Threats

Fig. 8. Values of brand loyalty duty
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Hz=eoIlx](Brand
Recognition)

Fig. 9. Brand degree of recognition

A5 Aaker, D. A(1991), Managing Brand Equity : Capitalizing on the

value of Brand Name, New York : The Free Press
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Table 11. Definition of scholars regarding a brand image
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Fig. 11. Writing of a questionnaire
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Table. 12 Organization of survey questionnaire
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Table 13. General characteristics of the subjects

Section Frequency Percent Valid
(%) Percent(%)
male 138 17.4 17.4
Gender
female 653 82.6 82.6
20 blow 171 21.6 21.6
21-30 162 20.5 20.5
Age 31-40 95 12.1 12.1
41-50 138 17.4 17.4
51 over 225 28.4 28.4
oministraior 114 14.3 14.4
self support worker 279 35.1 35.3
Job sales/service business 306 38.5 38.7
special worker 78 9.8 9.9
student 7 0.88 0.88
housewife 5 0.88 0.88
Below High School 236.0 29.7 29.8
College Graduates/ 301.0 37 9 381
Education UniverfittlifdeGI;tanuateS/
Background 180.0 22.6 22.8
Students
ver Graduate School
OGraduateS/Students 74.0 9.3 9.4
Below 1 million won 12 1.5 1.5
Below 2 million won 16 2.0 2.0
Average | Below 2.5 million won 38 4.8 4.8
Monthly Below 3 million won 164 20.6 20.7
Income Below 4 million won 240 30.2 30.3
Below 5 million won 165 20.8 20.9
Over 5 million won 156 19.6 19.7
Total 791 100.0 100.0
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Table 14. A general characteristic 1

Sect; P Percent Valid
0on Iy n
ectio edfency (%) Percent(%)
Starbucks 328 41.3 41.5
Coffee bean 171 21.5 21.6
Pascucci 28 3.5 3.5
Preference .
Coft b Angelinus 60 7.5 7.6
oriee shop Hollys 64 8.1 8.1
Tomntoms 53 6.7 6.7
etc. 87 10.9 11.0
1 time
208 26.2 26.3
under
Frequency 1-2 times 240 30.2 30.3
per 3-4 times 184 23.1 23.3
more than 6
] 113 14.2 14.3
times
single 63 7.9 8.0
friends 480 60.4 60.7
family 32 4.0 4.0
Visit lover 121 15.2 15.3
; k
companion wor 85 10.7 10.7
colleague
etc. 10 1.3 1.3
total 791 99.5 100.0
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Table 15. A general characteristic 1I

] Valid
Section Frequency | Percent(%) Percent(%)
The Person himself 502 63.1 63.5
Friend 158 19.9 20.0
Menu Family Member 21 2.6 2.7
Selector Boy or Girlfriend 46 5.8 5.8
Coworker 28 3.5 3.5
Others 36 4.5 4.6
Not Important At All 126 15.8 15.9
Rarely Important 215 27.0 27.2
Not Important 156 19.6 19.7
prand Normal 202 25.4 25.5
Importance
Important 70 8.8 8.8
A Little Important 7 .9 .9
Very Important 15 1.9 1.9
Starbucks 66 8.3 8.3
Coffee Bean 87 10.9 11.0
Pascucci 147 18.5 18.6
Cgif;: Angel-in-us 289 36.4 36.5
Hollys 124 15.6 15.7
Selected
Tomntoms 55 6.9 7.0
Others 23 2.9 2.9
Total 791 99.5 100.0
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Table 16. An Analysis of the Reliability and Validity of Culture

Marketing
. Factor Eigen . Accumulation
Factors variable . Variance . Chronbach' a
loading value variance
AQ2 .854
AO01 .846
Sales AO3 .802 4.979 22.546 22.546 911
A0S 751
A04 725
Al17 762
Al8 758
Style Al9 127 4.220 19.069 41.615 .853
Al6 713
A20 .664
Al3 797
Alb5 707
Synthesis A10 .666
ALl 627 3.374 13.678 55.293 .899
All .589
Al2 704
Sales A21 .844
A23 .646
Person ADD 630 2.596 7.137 62.430 .844
A24 .662
Soread |
Marketing ICE 351 2.816 6.055 68.485 705
A28 789
Sovor 2081
ship A07 536 1.749 3.509 71.995 873
AO8 652
g (Validity) ol @ S43taat sk Aot 42 F8s =339
7 Tt BYAA S dsche e E g HEs W 8l
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Table 17. An Analysis of the Reliability and Validity of Brands

) Factor Eigen . Accumulation
Factors variable . Variance . Chronbach' a
loading value variance
EO1 843
Brand
rn E03 826 | 3.376 | 27.799 27.799 893
Awareness
E02 .802
G0O4 643
GO3 .859
Brand
Image Gol a7 3.161 24.636 52.435 817
GO2 739
HO4 .807
: HO3 787
Perceived
Quality HoZ 799 3.082 15.918 68.352 .825
HO1 653
101 .829
103 .820
Brand
Loyalty 102 es 2.362 5.376 73.728 748
104 642
FO3 702
FO4 724
Brand
Association 702 542 1.965 3.871 77.599 .902
FO1 510
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Q124 & QIE-A(CFA: Confirmatory Factor Analysis)
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Table 18. An Assessment of the Validity of Measurement Models

Section df(p) Ch;;zq“ RMR | GFI | AGFI | NFI
Before 335
Modific 2392.42 0.154 0.805 0.764 0.854
) (0.000)
Culture ation
Marketing After 174
Modific 695.759 0.039 0.918 0.912 0.934
) (0.000)
ation
General Corporate 14
Image (0.000) 139.823 0.069 0.948 0.896 0.943
Identification of 2
Consumer—Company (0.000) 18.313 0.041 0.989 0.943 0.985
Before 142
MOC})lfllcatl (0.000) 1506.37 0.137 0.828 0.77 0.875
Brands After 0
MOCgfllcatl (0.000) 865.503 0.027 0.893 0.885 0.913

AR e EleIEMorA 4 A RIP HEEE HW X
2=2392.42, df=335, p=0.000, 7]ZHFA4(GFI=0.805), FHF§FA|+
(AGFI=0.764), ®=3td 949 F+ I2HRMR=0.154) 5°] vl-&o] B3
A e Ao yrtwtth ol met AT 52 FES e
N8 AASE WHS o &3kl
AAT WFERAAs EspuiA" e EshaFo 1, £3A49 1, E3d=E 3,
371 1 Al AR 1385 BF 73RS A7 FANE
A3} x2=695.759, df=174, p=0.000, 71% . A
A F(AGFI=0.912), #+3td 949 H7 FHRMR=0.069) 1|1
y
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Table 19. An Analysis of the Validity of Focusing on Culture

Marketing
Sales Spread
Section Sales Spohqsor Synthesis Style P .
ship Person | Marketing

Average
Variance

0.674 0.587 0.676 0.668 0.607 0.502
Extracted

(AVE)

Reliability

of Potential 0.800 0.750 0.752 0.800 0.750 0.800
Factors

RUS 6}
Pawe] 6899 NEEFY AR RN 290 BUFEUAVE)
o] 0.674, AL AlFE7} 0.8000.2 e 747 7]Fo] 0.5 W

0.7 ooz yer] wiol HISEPAEol e Aem o,
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Table 21. An Analysis of the Validity of Focusing on Brand Factors

. Brand Brand Brand Brar_ld Brand
Section Awareness | Association Image Perceived Loyalt
& Quality vaity
Average
Variance 0.725 0.739 0.554 0.633 0.508
Extracted
(AVE)
Reliability
of Potential 0.756 0.789 0.751 0.786 0.798
Factors
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Table 22. An Analysis of the Validity of Distinguishing Culture
Marketing 1

Validity of
Section AVE R R? L y .
Distinguishing
sales=0.674
sponsor .
sales <> . sponsorship 0.712 | 0.507 O
ship
=0.587
. sales=0.674
sales <~ synthesis ) 0.746 | 0.557 O
synthesis=0.676
sales=0.674
sales <~ style 0.671 | 0.450 O
style=0.668
sales sales=0.674
sales <~ 0.321 | 0.103 O
person style=0.668
sales=0.674
spread .
sales <~ ) spread marketing | 0.431 | 0.186 O
marketing
=0.502
sponsorship
sponsor .
i <> synthesis =0.587 0.791 | 0.626 O
s
P synthesis=0.676
sponsorship
sSponsor
i <~ style =0.587 0.752 | 0.566 O
i
P style=0.668
sponsorship
sponsor sales =0.587
) <~ 0.411 | 0.169 O
ship person sales person
=0.607
sponsorship
sponsor spread =0.587
) <~ ) 0.522 | 0.272 O
ship marketing sales person
=0.607
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Table 22. An Analysis of the Validity of Distinguishing Culture
Marketing I

Validity of
Section AVE R R? o y. .
Distinguishing
. synthesis=0.676
synthesis | <> style 0.761 | 0.579 O
style=0.668
synthesis=0.676
. sales
synthesis <> sales person 0.502 | 0.252 O
person
=0.607
synthesis=0.676
. spread )
synthesis | <> ) spread marketing | 0.599 | 0.359 O
marketing
=0.502
style=0.668
sales
style <> sales person 0.535 | 0.286 O
person
=0.607
style=0.668
spread .
style <> . spread marketing | 0.628 | 0.394 O
marketing
=0.502
sales
sales spread erson=0.607
< prea P "] 0746 | 0557 @
person marketing spread marketing
=0.502
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Table 23. An Analysis of the Validity of Distinguishing
Brand Equity I
Validity of
Section AVE R R? Distinguish
ing
brand awareness
brand brand =0.725
PN o o 0.871 | 0.759 x
awareness association | brand association
=0.739
brand association
brand brand !
Lo <~ . =0.739 0.771 | 0.594 O
association image .
brand image=0.554
. brand image=0.554
brand perceived . .
. > . perceived quality | 0.721 | 0.520 O
image quality
=0.633
perceived quality
perceived brand =0.633
) <~ 0.702 | 0.493 O
quality loyalty brand loyalty
=0.508
brand awareness
brand brand
<> . =0.725 0.738 | 0.545 O
awareness image .
brand image=0.554
brand awareness
brand perceived =0.725
<~ ) ) ) 0.513 | 0.263 O
awareness quality perceived quality
=0.633
brand awareness
brand brand =0.725
<=> 0.562 | 0.316 O
awareness loyalty brand loyalty
=0.508
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Table 23. An Analysis of the

Validity of Distinguishing Brand Equity I

lidi f
Section AVE R R? Va ldlt_y O.
Distinguishing
brand association
brand perceived =0.739
o <=> . . . 0.555 | 0.308 O
association quality perceived quality
=0.633
brand association
brand brand =0.739
o <=> 0.568 | 0.323 O
association loyalty brand loyalty
=0.508
brand image=0.554
brand brand
) <> brand loyalty 0.714 | 0.510 O
image loyalty
=0.508
BAE A} Bvle AZE4d, BdE AR yHHEIYA 4ol A
v WA BA= A7EAe] F2AtFEgkeo] 0.633, F#AlEake]l 0.263,
gy BPE SRS HrBAEE4e] 0.508, gdAlEe] 0.31602
Uety Ble X254 2 Bde SAE BAs Q1A Y FA4ZNFE=4
Boh AdAlFgte]l AA yElsr] wdel HEFErdAdol e Aoz 4
= ok
BAE g BAE A4ED L BAS FHES] wEEYY 2L
HA BHE A7EAe] HyBAEFEgke] 0.633, BlE SAHES] Hfw
AFEgko] 0.50804 F o] Al Alwrgke]l 2H; 0.308, 0.3232
2 Yeh HdiEASFEake] ARdAA TRy =4 24U wEed &
HElG ol e Aoz Hried 4 qdrh. Bl ojmx|ef Hile FALE
ole] AANME FA| Hd FAF FEHT AT HAY vuE 3
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Table 24. Correlation relational analysis I

Corp
S s Corp | orat Bran Perc
a Spo | syn t Sales | Spread orat e Brand d Brand ived Brand
Section 1 nsor| the y Perso | Market e Iden Awar Asso h;an gvel. Loyalt
e ship| SIS 1 i Ima tific eness | ciatio age ual y
e n ng . ty
s ge atio n
n
S | oot | 1| 12| 768 571| 269 | 300 | 387 | 353 | 281 | 320 | 351 | 250 | 214
a
1
e (3o} ey M=
s | TEF .000[ .000| .000| .000 | .000 | .000 | .000 [ .000 | .000 | .000 | .000 | .000
oo | 812( 1| 810| 640| 323 | 420 | 468 | 399 | 341 | 391 | 409 | 306 | 277
Spo s
nsor
shi P
P g | 000 000( .000| .000 | .000 | .000 | .000 [ .000 | .000 | .000 | .000 | .000
orarsn | 768| 8100 1| 773|417 | 515 | 535 | 463 | 357 | 435 | 455 | 364 | 312
s ]
the
sis o o s
T | .000| 000 000( .000 | .000 | .000 | .000 | .000 | .000 | .000 | .000 | .000
s | coasm | 57L| 640( 773| 1 | 612 | 591 | 623 | 457 | 438 | 547 | 561 | 450 | 415
t
i
e | T | 000 .000[ .000 000 | 000 | 000 | .000 | 000 | .000 | .000 | .000 | 000
Sale| (oau | 269] .323| 417| 612| 1 633 | 636 | 362 | 431 | 464 | 522 | 464 | 468
S
Pers
on | FAZF 1 .000| .000[ .000{ .000 000 | .000 | .000 | .000 | .000 | .000 | .000 | .000
Sore| (s, | 390| 420| 515| 501| 633 | 1 | 720 | 501 | 505 | 552 | 609 | 589 | 569
ad
Mar
ketin| o 52
g | (=) | -000| .000| .000| .000| .000 000 | .000 | 000 | .000 | .000 | .000 | .000
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Table 24. Correlation relational analysis II

Spre
S Sal Corp | Corpo | Bran | Bran
a Spo | Syn % z ¢ ad orat rate d d Brdarn Per((:i B1;ian
Section 1 | msor | the y Mar e Identi | Awa | Ass | [ SZZH Lova
e ship sis 1 Pers ketin | Ima ficati rene | ociat g t ) ty
s € on g ge on ss ion € ¥ ¥
Pearson - § N N - .
Corp | (s | 387|468 | 535| 623| 636 | 720 | 1 | 633 | 537 | 615 | 644 | .660 | 610
orate
Imag
¢ T | .000{ 000 | .000{ .000| .000 | .000 000 | .000 | .000 | .000 | .000 | .000
Corp | Jed® | 353| 399 | 463| 457| 362 | 501 | 633 | 1 | 410 | 495 | 522 | 537 | 527
orate oA
Ident
ificat 9958
ion Tt 000|000 | .000{ .000| .000 | .000 | .000 000 | .000 | .000 | .000 | .000
Bran | (oas, | -281| 341 | .357| 438| 431 | 505| 537 | 410 | 1 | .820 | 673 | 438 | 434
d
Awar o o155
eness | IEE 1 000| .000 | .000{ .000| 000 | 000 | .000 | 000 000 | .000 | .000 | .000
Bran paren | 320 391 | 435| 547 464 | 552 | 615 | 495 | 829 | 1 | 791 | 550 | 543
Asso
iati SR
S0 FaE | 00| 000 | .000| 000] 000 | 000 | 000 | 000 | .000 000 | 000 | 000
Bran | (oas, | -351| 409 | 455| 561| 522 | 609 | 644 | 522 | 673 | 791 | 1 | 679 | 628
d
Imag P
e Tepzy | :000( .000 | .000| .000| .000 | .000 | .000 | .000 | .000 | .000 000 | .000
pearson 1 250 | 306 | 364| 450| 464 | 589 | 660 | 537 | 438 | 550 | 679 | 1 | 806
Perce (BA )
ived
Quali
& o] 3}
v T | .000| 000 | .000| .000| .000 | .000| .000 | 000 | .000 | 000 | .000 000
Bran | (somn | 214|277 | 312| A415| 468 | 569 | 610 | 527 | 484 | 543 | 628 | 806 | 1
- ]
Loyal o ooz
w Ty | 000].000 | .000| .000| .000 | .000 | .000 | .000 | .000 | .000 | .000 | .000
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Table 26. The Effect of Culture Marketing on Corporate Image

Section Estimate S.E. C.R.
Sales — -0.198 0.085 -1.852™"
Sponsorship | — 0.215 0.089 1.971™
Synthesis — -0.016 0.051 -0.26
Styl Corporate 0.256 0.049 4.187"
tyle Image .25 . 187
1
sales - 0.254 0.047 477"
Person
spread - 0.565 0.057 9.048"
Marketing

¥ okwek 1 p<(0.01, ** : p=<0.05
¥ Estimate : FX(H 245, S.E.(Standard Error=3%<2}),
C.R.(Critical Ratio= Estimate/S.E)
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Table 27. The Effect of Culture Marketing on Costumer-
Company Identification

Section Estimate S.E. C.R.
Sales - 0.012 0.023 0.463
Sponsorship | — 0.111 0.027 4,131
Synthesis | — | ldentification 0.112 0.026 2.453"
of Customer-— "
Style — 0.066 0.024 2.579
i Company
aes - -0.079 0.049 ~1.624
Person
Spread -
) — 0.136 0.053 2.73
Marketing

¥ owkx 0 p<0.01, = : p<0.05
¥ Estimate : F3 X (H 244, S.E.(Standard Error=¥F23}),
C.R.(Critical Ratio= Estimate/S.E)

T de] A9-E A2AF7T 011104 1% 55 ool &an|xp-7]
A dAAGd F(+)o] Feogh FFE WAL A= HoRE YERR o, #3)
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Fig. 14. The Relation between Corporate Image and Brand Equity of
Coffee-Specialized Shops
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Table. 28 The Effect of Corporate Image of Coffee—Specialized
Shops on Brand Equity

Section Estimate S.E. C.R.
N Brand 0.731 0.057 17 13"
Awareness
Corporate |~ | o brand 0.723 0.056 | 18.751""
ssociation
Image of
Coffee-Sp — Brand Image 0'905 0050 17.987***
ecialized P o
Shops - ereeive 0.792 0.053 | 14.968"
Quality
— | Brand Loyalty 0.781 0.050 18.476™

¥ okxx 0 p<(0.01, ** : p<0.05
% Estimate : A (FZA4)), S.E.(Standard Error=3<23}),
C.R.(Critical Ratio= Estimate/S.E)
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Table. 29 The Effect of Customer-Company Identification of
Coffee—Specialized Shops and Brand Equity

T Estimate S.E. C.R.
- Brand 0.703 | 0080 | 14.436"
Awareness
- Brand 0.703 | 0.082 15.395™
Customer— Association
Company| — | Brand Image 0.943 | 0.074 | 15171
Identification Porceived
- ereeive 0.823 | 0073 | 15.736"
Quality
- Brand Loyalty 0.829 0.075 13.175™

¥ ok 0 p<(0.01, *x : p=<0.05
¥ Estimate : FAX (A ZA4), S.E.(Standard Error=%+23})
C.R.(Critical Ratio= Estimate/S.E)
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Table. 30 The Effect of Culture Marketing of Coffee-Specialized

Shops on Brand Equity

Section Estimate S.E. CR.
Brand Awareness 0.343 0.042 13.916™
Brand Association 0.365 0.04 15.338"™
Sales = Brand Image 0.185 0.028 6.142"
Perceived Quality -0.021 0.025 -0.716
Brand Loyalty 0.059 0.03 1.994™
Brand Awareness 0.782 0.099 18.652"
Brand Association 0.768 0.095 19.086"
Sponsorship = Brand Image 0.425 0.047 11.589"
Perceived Quality 0.141 0.038 4715
Brand Lovyalty 0.074 0.044 2.442™
Brand Awareness 0.308 0.048 12.034"
Brand Association 0.311 0.046 12.644™
Synthesis = Brand Image 0.249 0.03 8.496™"
Perceived Quality 0.325 0.057 10.679"
Brand Loyalty 0.058 0.028 2.362"
Brand Awareness 0.032 0.039 1.386
Brand Association 0.126 0.038 56517
Style = Brand Image 0.253 0.029 8.099™"
Perceived Quality 0.156 0.027 5.369"
Brand Loyalty 0.12 0.031 40417
Brand Awareness 0.095 0.047 3.967"
Brand Association 0.046 0.044 2.02"
Sales -
= Brand Image 0.084 0.032 2737
Person
Perceived Quality 0.103 0.03 3.5017
Brand Loyalty 0.003 0.036 0.089
Brand Awareness 0.377 0.074 12.672"
Brand Association 0.386 0.072 13.265""
Spread _ s
. = Brand Image 0.725 0.065 14.873
Marketing
Perceived Quality 0.932 0.086 14.23™
Brand Loyalty 0.908 0.083 16.656""

# o#sk 0 p<(0.01, ** @ p<0.05

¥ Estimate : A (H 2749, S.E.(Standard Error=%%2x}), C.R.(Critical Ratid=
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ABSTRACT

Impacts of Culture Marketing of Coffee—Specialized
Shops on the Company Image & Consumer—-Company

Identification and Brand Equity

So-Young Cho
Department of Food and Nutrition
Graduated School of

Sungshin Women's University

The 20th century was the era of information and technology, but
whereas the 21st century may be defined as the ear of culture. This is
a result of strengthening the competitiveness of physical and
technological power which has changed the emotional and cultural
competitiveness.

Meanwhile, consumers tend to choose merchandise and service not by



prices or function—-driven purchase, but by their aesthetic and emotional
desires. Therefore, it is true that cultural marketing has come into the
limelight as a marketing strategy for consumers. Besides, it is also
true that companies cannot take superior positions easily in this fierce
market with business competition as they did before. Thus, they have
come to the point that they need a differentiated strategy called 'Culture
Marketing’.

As not only the number of food service companies but also the
number of coffee-specialized shops in the food service industry
increases, the importance of culture marketing has been emphasized
more as a plan to differentiate coffee-specialized shops. However, even
though culture marketing has drawn lots of attention, the effects of
culture marketing are not systematically verified yet, especially due to a
great lack of empirical studies in reality.

Recently, there are more coffee shops competitively appearing in the
food industry as well as food service companies, and the impotance of
culture marketing has been constantly emphasized as an alternative to
differentiate a certain coffee-specialized shop from others in reality.
However, although the market of coffee—specialized shops is expanded
and culture marketing draw more attention, there is not a sufficient
number of empirical studies carried out so far.

Accordingly, by investigating and approaching the influential relation
of culture marketing factors on the corporate image of coffee—specialized
shops, consumer-company identification and brand equity, this study
attempted to provide basic data to use culture marketing effectively in

coffee—specialized shops.



The analytic results of this study are as follows:

As for the demographic characteristics of this study, 138 men (17.4%)
and 653 women (82.6%), participared in the survey, which indicates that
the number of women exceeds the number of men. The ages of
participants were evenly distributed as fallow; 21.6% was under the age
of 20, 205% was between 21 and 30, 12.1%6 was between 31 and 40,
17.4% was between 41 and 50 and 28.4% was over 50. The occupation
of the survey participants were found to be in the order of
sales/service, self-employment/personal business and management/office
job.  Their final education was found to be in the order of college
graduates/students, high school graduates and university
graduates/students, while their average monthly income was found to be
in the order of below 4 million won, below 5 million won and below 3
million won. As for the general characteristics, they showed the
preference rate for coffee—specialized shops in the order of Starbucks,
41.3%, Coffee Bean, 21.5% and others, 10.9%, which shows that
Starbucks had the highest preference rate. In addition, there were
Dunkin’ Donuts, Mcdonald’s and Lotteria, etc. as other responses. As
for the frequency of visit per month, it was found to be in the order of
below once or twice, below once, three to four times and over six
times. As for the kind of people accompanied while visiting
coffee-specialized shops, it was found to be in the order of friends,
boyfriend or girlfriend and by oneself. The menu selector was mostly

the person himself or herself. As for the importance of brands, it was



found to be in the order of A little important’, 272, 'It doesn’t matter’,

25.4% and 'Not important’, 19.6%.

First of all, the reliability and wvalidity of each variable was verified
for the components of culture marketing, and the reliability was secured
as the Chronbach’ a value was found to be higher than 0.7. In case of
Style, there were five variables in total, and the eigen value was 4.22,
which was higher than 1, and the Chronbach’ a value was 0.85 as well,
so that they were found to have both reliability and wvalidity. Synthesis
was found to have both reliability and wvalidity, with the eigen value of
3.37 and the Chronbach’ a value of 0.89. Sales person was also found to
have reliability and wvalidity with the eigen value of 259 and the
Chronbach’ a value of 0.84. Spread marketing also showed the reliable
and valid results with the eigen value of 281 and the reliability
coefficient of 0.70. Finally, Sponsorship was found to have reliability
and validity with the eigen value ofl.74 and the Chronbach’ a value of
0.87. Therfore, all of the six primary factors were verified to have the
reliability and the validity.

In regard to the brand of coffee-specialized shops, 5 analyses of
reliability and validity were composed of 5 primary factors. It was found
that they all had both reliability and wvalidity as brand-image factor,
perceived quality, brand loyalty and brand association all showed high
eigen values and Chronbach’ a values.

Second of all, the variables impeding the fitness were removed for the

CFA (Confirmatory Factor Analysis) to measure the fitness of a model.



The first variable was removed from out of the items of brand
association and the first item was removed and modified from the
variables of perceived brand quality. Thus, the model was improved to
meet the level of recommendation.

As for the overall conformity of models, with 0.9 of AGFI set as the
standard, goodness fit idex (GFI), RMR, adjusted goodness fit index
(AGFI) and normed fit index (NFI) were all found to be appropriated,
despite of a little insufficiency, which shows there is conformity in the

entire models.

The results of verifying the research hypotheses were as follows:

1. The hypothesis, 'The culture marketing factors of coffee-specialized
shops will have a significant positive (+) effect on the image of
companies.” was partially adopted, while they were shown in the order
of Spread marketing, Style, Sales person and Sponsorship. The
Synthesis did not have a significant effect on the image of companies,
whereas the Sales, had a negative (-) effect, which shows the
characteristics in contrast with the other factors.

2. The hypothesis, 'The culture marketing factors of coffee—specialized
shops will have a significant positive (+) effect on the identification of
consumer—-company.” was partially adopted. Sponsorship, Synthesis,
while culture company and Spread marketing had significant effects,
Style and Sales person did not have significant effects on the
identification of a company. Out of all the effects on the identification

of a company, Spread marketing was found to have the highest effect.



3. The hypothesis, '"The image of coffee-specialized shops will have a
significant positive (+) effect on the brand equity of coffee—specialized
shops.” was adopted. Brand image, perceived quality, brand loyalty,
brand awareness and brand association all had significant effects in the
order.

Since the image of coffee-specialized shops actually have a positive
(+) effect on the subordinate factors in the relation with the brand
equity, it may be explained that the more the image of
coffee-specialized shops is improved, the higher the value of brand
equity increases.

4. The hypothesis, 'The identification of consumer—-company will have
a significant positive (+) effect on the brand equity of coffee-specialized
shops.” was adopted. With the highest path coefficient of brand image,
0.943, the analysis showed that perceived quality, brand loyalty, brand
association and brand awareness in the order were all found to have
significant positive (+) effects on the subordinate factors of the brand
equity.

5. The hypothesis, '"The brand equity of coffee—specialized shops will
have a significant positive (+) effect on the brand loyalty.” was partially
adopted.  While the brand awareness, brand association and brand
image all had significant effects on the brand loyalty, the perceived
quality did not have a significant effect on the brand loyalty.

Sales was analyzed to statistically have significant positive (+)
influence in the order of perceived quality, brand association, brand

awareness, brand image and brand loyalty. Besides, with 0.25 of path



coefficient, it was analyzed that brand image has the most influence.
As a result, it can be judged that the cultural image and distinct
cultural elements of the coffee-specialized shop have effects to increase
brand image.

As for Sales person, since perceived quality was found to show the
highest path coefficient, it seems to have the most influence on this
factor. On the other hand, it was found to be rarely affected by brand
loyalty. Spread marketing had the most influence with 0.93, so that it
1S necessary to make more active investment and effort for marketing

strategies using Spread marketing.
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