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2.4, AsA+

241, BA=AA A vl =W 7 Q¢

BHE Q1A% (Brand awareness) B HZ7F dupy ZrelAl An| A}

np-Eel Al eF dRdo] o] WA HAlEE QA star 7| s
AEF e BA=AaS R A 71t (Keller, 1993). BAlE= QXA %=
Sol= B Al

= oluA e} HAS Hwrl FAEA EenT npAE s
=93 237} @k (Macdonald & Sharp, 2003). AH] A~ BEAAE B
= )¢ F 83 (Kayaman & Arasli, 2007; Krishnan & Hartline,
). BRlE QA es Byt AA A, 54 Bill=rgo] 7[uA &
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S 72 A 71 tH(Bharadwaj et al., 1993). Bal= QA ==
FAEE 7F3A 1t (Mathew et al. 2014). 4 Bal=d] oj
Fle BdEgA S AN Y BRE A EE BiEd
BAZE Ytk(Maltz, 1991). BA= A Eo] tgh TR %42 999}
F714 2= 7Hx 2 A4 ¥ h(Macdonald & Sharp, 2003).
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(Wright, 2006). &H|2}= #AAI] 7] 7del] F3H8t= o|v| A& 717 B
A=g sk APl dx oldd FF AFL Aol DA (self
congruence)©]2tal }(Sirgy & Su, 2000). WA= ZA] 27| d 3 o
sz BAEC thste] SAAA et ol o) =5 7FXITH(Graeff, 1996).
Apo} A AL A4 AH](symbolic consumption) 2} #Helo] v}, A4 A
AUl AHE Fole] AUES xdst= Aot (Hosany & Martin,
2012). & W WFAL o F2A| 2 o|u X7} 24l o] A7) 7N 3 A
2 omlof F-ghel7] wjidoel o FHAE AL AT (Ekinci et al., 2013).
A AN A Rl XA 2 Al WhEoll 9] 2891 F sty A o] HiE A
H2ke] 27170 2 Fakaf oF 25+ WhEstAl vk Aopd x| o] A4 Bl
= HEE {953 (Ekinci & Riley, 2003), BHdl= M5 gFsS F=rf
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S e = o] %‘jr_ AT7F AH(Wirtz et al., 2000). HAlo] &=
WS Bt O AlaERe] sk "t (Walsh et al., 2009). WFtH=
ol $F (ambiguous ) Al & % vA=EgA 5 584 adE vdY
(Selnes, 1993). Jin®} Leslie(2009)2 Adolet= WA wiof A<l d2EH
o A9 FHdol ¥ Frha Ao 2N o3 BAE A AT
At o] MuEA2FE S ARAY] VHE FFe7] flste] 5249 F
(food quality), 21! & (staff behavior), &2]%] Z(physical)¥} -2 Thgh
Do A HrlEojoF st} (Brady & Cronin, 2001; Ekinci et al., 2008;
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3.2. 7Hdel AA
g9 AFREL B HEe Bgstd e 2

7Hd 1. BlEAte] BlE Ao F(+)9 dF= vE Aol
%

11 BAE QX7F BA=R A6 ()] JFE 1A Aol
A 1.2 BAE ouAst HAEHAY F(+)e] FFS v Aol
7.
b 1.3 Bl= GA7F vdEw e g(+)e] JgS v Aol

7Hd 1.4 Apopd A Aol Blewdol A(+)9] &= vE Aol

7 2. w4 ARl aF o] BRlEgAdd H(+)e] dFE mE Ao

.

3.3. W] 2xA Ao wl =x

(@) (@)

A
4

ZZ2 A 9] (operational definition)©= 78 <A AHold W9 7y
A Aolg nr}p TAKC HHE T FHoR ol x| HZFo A
A7b wHe #AF b, 5 54
1996). webA 2224 AGol= A7t Zhe AT SAHLY 5ol 24 H <
AeS ok HolA 2 FeAo] ATHAAY, 1996).

B AgEd dig AEe HE wostA Zevh(l)'eF vg- 5%
t(5)E HE st gAE(Likert) 53 H=E o]&3sto] FAHE A
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Ao=w  FSAHste WA T (Reputation  Quotient)7}  F=2 AT
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Abstract

The Relationship between Brand Equity, Foods & Service
Quality, and Brand Reputation in Korean Foods Chain

Restaurant

Kim, Woong Yeol

Major in Management Consulting

Dept. of Knowledge Service & Consulting
Graduate School of Knowledge Service
Consulting

Hansung University

Rapid growth of foodservice industry in Korea is driving foodservice
and franchise market into maturing stage. Creating and maintaining a
brand is essential in today’s competitive marketing environment, and
brand equity is an efficient indicator of consumer behavior to be the
outcome of efficient branding activity investments. Previous studies
have emphasized the importance of service quality and food quality in
the restaurant industry, suggesting that high quality of food and
service have a significant impact on brand reputation. Moreover the
extent that brand equity influences brand reputation would be
moderated by food & service quality. The subjects in this study were

selected randomly amomg customers in Korean foods chain
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restaurants. Self—reported questionnaires were distributed and 201
were used for analysis except for ineffective ones.

After exploratory factor analysis, 3 factors of brand equity and 3
factors of food & service quality were extracted with one factor of
brand reputation. The results of hypothesis test indicated that brand
affect and self—congruence have a significantly positive effect on
brand reputation, as well as the effect of menu quality on brand
reputation. Hierarchical regression analysis with interaction terms
showed that menu quality plays a role as moderating variable
influencing the relationship between brand awareness and brand
reputation. Other moderating effects were supported as to interaction
quality — brand affect, and physical environment quality — brand
awareness.

The current study make academic contribution as follows.

First, this study centers on the development of a brand equity
model, appropriate for Korean foods chain restaurant brands which is
yvet to be reviewed.

Second, In the Korean foods chain restaurant sector, we highlight
that the service quality dimension needs to be extended by
incorporating menu quality, since only adopting interaction, physical
environment quality is insufficient to cover all aspects of the
restaurant sector.

Third, this study uniquely explains the role of food & service
quality in leading brand equity to brand reputation. The findings of
this study suggested that brand reputaion is high when menu quality
interact with brand awareness, interaction quality with brand affect,
and physical environment quality with brand awareness.

The practical and managerial implications of this study are as

follows.
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First, marketers of Korean foods chain restaurant should focus on
upgrading brand equity to reinforcing brand reputation to consumer
satisfaction. Especially Korean foods chain restaurants are inferior to
foreign foods family restaurant in brand equity and service quality. As
Sk-$-(hanwoo) has been positioned as a reliable high—quality brand
through long—term propaganda, careful consideration must be given to
brand equity by managers of Korean foods chain restaurant.

Second, service encounter employees play a crucial role in service
delivery and building relationships with customers, so their attitudes
and behaviors towards customers determine customers' perceived
service quality and satisfaction. In reality, the level of interaction
quality in Korean foods chain restaurant is relatively low. Therefore,
managers should consolidate through solving existing service issues in
order to get a positive evaluation from consumers

Third, this study stressed brand affect and self—congruence which
did not attract attention ago. For managers of Korean foods service
brands may direct their focus on strengthening brand affect and
self—congruence. @ The group of social network considers
self—congruence as the important factor. Thus, managers need to

develop marketing strategies to improve these factors to satisfy these

groups.
Keywords brand equity, brand awareness, brand image, brand
affect, self—congruence, food & service quality, menu quality,

interaction quality, physical environment quality, brand reputation.
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