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A Study on the Brand Personality of Foodservice Companies using Correspondence Analysis:
Comparative Analysis of Family and Quick-service Restaurants
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Abstract

This study investigated and compared the brand personality of domestically run family restaurants with quick service
restaurants. Information was elicited from respective patrons using self-administered questionnaires which asked questions
on recognizable brand characteristic and attributes of each restaurant through image maps. Data from the self-administrated
questionnaires were collected and analysed using comparative statistical analysis, including frequency, t-test, chi-square,
factor analysis, reliability analysis and correspondence analysis. Overall, patrons identified 5 factors which they used to rank
individual restaurants; sophistication, competence, likeableness, trendiness, and ruggedness. Overall results showed the
family restaurants that scored highly on likeableness and trendiness were Outback and TGIF. Furthermore, Vips was the only
family restaurants that scored highly in ruggedness. In relation to quick service restaurants, Lotteria scored highest for
competence while McDonalds and Burger King scored best for sophistication. Limitations and future research directions are

also discussed.
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<Figure 1> Research flow
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<Table 1> Demographic characteristics of samples (N=800)
Family restaurant (N=441 uick-Service restaurant (N=359
i ) ) Characteristic Q ™ ) Chi-square
N % N %
Genders x?=13.523
204 46.3 Male 120 334 df=1
237 53.7 Female 239 66.6 p=0.000
Age -
202 458 20%s 238 66.3 X ’3;'2667
178 404 30’s 97 27.1 —
p=0.000
61 13.8 40’s~ 24 6.6
Restaurant name
135 30.6 Outback steak - -
150 34.0 Vips - -
156 354 TGIF - - -
- - Lotteria 152 423
- - McDonalds 97 27.0
- - Burger king 110 30.7
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<Table 2> Exploratory factor analysis and reliability analysis of brand personality items

Factor Loading

Items Communalities
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5
Sophistication (.911)*
1. Elegant 705 769 304 077 .099 -071
2. Glamorous 814 .860 253 .082 .060 -018
3. Upper-class 709 .802 185 .025 12 135
4. Charming 768 .832 216 .093 133 .048
5. Good-looking 730 814 167 .098 129 117
Competence (.895)
6. Reliable 757 239 821 .090 113 078
7. Successful 755 206 .823 110 122 .092
8. Popular 591 294 .644 .163 230 .106
9. Well-made 742 261 793 .106 167 079
10. Professional 706 201 771 171 156 130
Likeableness (.882)
11. Fun 713 063 .074 -017 .822 .165
12. Cheerful .692 075 .160 .062 796 151
13. Honest 730 127 131 .051 827 .097
14. Sincere 720 .050 .188 .059 822 .050
15. Friendly 534 207 116 128 .654 185
Trendiness (.872)
16. Young .586 217 216 .145 173 .664
17. New .627 112 11 .161 276 707
18. Innovative .651 -.004 .022 237 .160 754
19. Trendy 615 072 .087 053 .035 773
20. Up-to-date 611 -115 .022 .006 .069 770
Ruggedness (.826)
21. Tough 712 159 .097 .822 -.043 -012
22. Rugged 732 064 152 814 .063 197
23. Masculine .674 -.047 .002 815 .065 .059
24. Hard-working 706 .061 161 .802 150 .107
25. Outdoorsy .680 145 171 754 .048 243
Eigen Value 7.921 3.185 2.760 1.853 1.550
Cumulative of % 31.648 12.741 11.040 7413 6.199

Total Cumulative 69.040%; * Cronbach’s alpha
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<Table 3> Correlation analysis

Items 1 2 3 4 5 M=SD
1. Sophistication 19 3.11£.76
2. Competence S54%H% 1 3.24+.73
3. Likeableness 295%** 393%** 1 3.33+.63
4. Trendiness A78%** 296%** 367+ 1 3.15+.64
5. Ruggedness 225%** 330%** 190%** 321%** 1 2.64+.72

“Pearson correlation coefficient, P All items were measured on a 5-point Likert scale from 1-strongly disagree to 5-strongly agree ***p<0.001

<Table 4> Descriptive statistic analysis of brand personality items

M£SD
Total
Ttems MSD Family restaurant  Quick-service restaurant t value p value
(N=441) (N=359)
Sophistication 3.11+.76 2.74+.63 3.56+.65 -18.071 .000%*
1. Elegant 3.13+£91 2.71+£.78 3.65+.78 -16.933 .000%**
2. Glamorous 3.05+£.94 2.60£.79 3.60+.82 -17.480 .000%**
3. Upper-class 3.16+.84 2.90+.77 3.49+.81 -10.558 .000%**
4. Charming 3.14+.88 2.77+.73 3.60+.82 -14.802 .000%**
5. Good-looking 3.08+.84 2.74+.70 3.49+.81 -13.860 .000%**
Competence 3.24+.73 2.96+.63 3.59+.68 -13.577 .000%**
6. Reliable 3.29+.86 3.01+£.79 3.64+.87 -10.811 .000%**
7. Successful 3.30+.88 3.07+.83 3.59+.86 -8.567 .000%**
8. Popular 3.12+.86 2.80£.77 3.53+.81 -12.919 .000%**
9. Well-made 3.24+.87 291+.75 3.64+.83 -12.670 .000%**
10. Professional 3.27+£.85 3.01£.74 3.59+.86 -10.001 .000%**
Likeableness 3.33+.63 3.27+.64 3.40+.62 -2.816 .005%*
11. Fun 3.39+.82 3.36+.84 3.42+.79 -981 327
12. Cheerful 3.35+.79 3.33+.83 3.36+.73 -.607 544
13. Honest 3.29+.76 3.19+£.72 3.42+.79 -4.264 .000%**
14. Sincere 3.30+.73 3.25+.72 3.36+.73 -2.134 .033*
15. Friendly 3.35+.77 3.26+.76 3.46+.77 -3.644 .000%**
Trendiness 3.15+.64 3.20+.65 3.10+.63 2.343 .019*
16. Young 3.05+.80 2.95+.76 3.17+.83 -3.997 .000%**
17. New 3.18+.85 3.20+.83 3.14+.86 1.076 283
18. Innovative 3.14+.85 3.24+.85 3.02+.83 3.671 .000%**
19. Trendy 3.20+.83 3.20+.79 3.19+.87 .163 871
20. Up-to-date 3.23+.85 3.44+.82 2.97+81 8.004 .000%**
Ruggedness 2.64+.72 2.50+.67 2.83+.74 -6.479 .000***
21. Tough 2.56+.90 2.31+.83 2.87+.89 -9.086 .000%**
22. Rugged 2.74+.83 2.60+.81 2.91+.86 -5.185 .000%**
23. Masculine 2.50+.92 2.42+.92 2.60+.91 -2.626 .009**
24. Hard-working 2.74+.85 2.64+.81 2.87+.89 -3.714 .000%**
25. Outdoorsy 2.70+.88 2.53+.89 2.91+.83 -6.157 .000%**
*p<.05, ¥*p<.01, ¥¥*p<.001
SR, W Zyel s S el Gadel S e ol oIS 2, ) g dels sl gos
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<Table 5> Chi-square analysis

Brand personality N(%)

Total
Sophistication Competence Likeableness Trendiness Ruggedness

Outback steak 34(13.5) 38(15.1) 60(23.8) 75(29.8) 45(17.9) 252(12.4)
Vips 27(9.5) 36(12.7) 66(23.3) 83(29.3) 71(25.1) 283(14.0)
Restaurant TGIF 63(17.4) 51(14.1) 79(21.8) 100(27.6) 69(19.1) 362(17.9)
name Lotteria 115(23.1) 114(22.9) 79(15.9) 80(16.1) 109(21.9) 497(24.5)
McDonalds 81(254) 70(21.9) 66(20.7) 48(15.0) 54(16.9) 319(15.7)
Burger king 83(26.4) 52(16.6) 64(20.4) 57(18.2) 58(18.5) 314(15.5)
Total 403(19.9) 361(17.8) 414(20.1) 443(21.9) 406(20.0) 2027(100.0)

Chi-square test

¥?=105.822" df=20 p=0.000

30 cell (.0%) have expected count less than 5; Lamda value .059
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<Table 6> Correspondence analysis

Configuration Point Coordinations of Coordinations of
points definition X (Dimension 1) X (Dimension 2)
Outback steak -1.117 -.568
Vips -1.154 1.155
Restaurant TGIF =733 -.687
name Lotteria 918 1.286
McDonalds 1.014 -613
Burger king 622 -1.205
Sophistication 284 -.083
Competence 204 072
per]zf)?lr:ity Likeableness 110 -.068
Trendiness -282 -.024
Ruggedness -.043 -.114
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Column Principal Normalization

- ® Brand_Personality
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o™~
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- =
o0
TGIF
. Burger King
|
Cumulative = 89.6%;
Confidence Singular Value = .286
"2 A 0 1 2
Dimension 1
<Figure 2> Image map of correspondence analysis
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