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The Analysis of Structural Relation among Culture Marketing,
Brand Image, Customer Satisfaction and Intention to Revisit
in Coffee Franchises

Jong-Im Kim
Department of Business Administration, Kyungnam University
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Abstract Franchise coffee shops have continued to attempt to differentiate themselves using cultural arts to engage
with changes in consumer awareness and lifestyle. This empirical study was conducted to analyze structural relations
between cultural marketing and brand image, customer satisfaction, and intention to revisit for franchised coffee shops.
322 customers at S Coffee Shop (a franchised coffee shop in Daegu) were surveyed, and collected data were subjected
to frequency, descriptive, reliability, correlation, and covariance structural analysis using SPSS software. We found
that culture marketing significantly improved brand image and customer satisfaction, and thus, significantly influenced
intention to revisit. The study shows culture marketing activities improve brand image and increase customer
satisfaction and the likelihood of revisiting.
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oJeks njz Zolrl Table 1. The demographic characteristics Variables
714: B U X7} AR ool Aol 3T N=22)
o 1 Zi O]E]—. Characteristics n(%)
Fhds: aARE] AME olwe] () Y v Sex e e
7_<E] Z.iO]E]—. Female 219(68.0)
20-30 119(37.0)
Age 31-40 93(28.9)
Brand (years) 41-50 81(25.2)
H, image \iﬂ >51 29(9.0)
<1 120(37.3)
Culture Hs > Revisit Visit frequency 23 91(28.3)
marketing intention (Week) 4-5 57(16.8))
/ >6 54(16.8)
Customer H; All 322(100.0)

satisfaction

Fig. 1. Research Model
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Table 2. Variables correlations (N=322)
Variables 1 2 3 4
1 culture marketing 1
2 brand image 47 1
3 customer satisfaction 50 46™ 1
4 revisit intention 557 637 517 1
M 3.65 3.79 3.94 3.66
SD .66 79 .65 .67
Skewness -40 =21 -27 -.02
Kurtosis 15 =73 -39 -.62
Construct Reliability 93 .87 90 91
AVE 75 .68 1 72
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ATEHo| U&H Agd o= AE RieteAg g Ak
3171 98 AP=E 243 A= Table 33 )

Table 4. The analysis result of structural model
Table 3. Fit index of structural model structural path I SE CR® P
It keting —
Index Xdf GFI TLI CFI  RMSEA “ ui,em?;ri;algf S0L 067 7424000
standard <2, <6 =>.90 =.90 =>.90 <.10 culture marke'ting ﬁ 495 52 oatd 000
544.27/148 customer satisfaction

model 168 951 936 943 072 -

669 culture marketing — 309 052 5882 .000
revisit intention
brand image —

FzUAA R giet kol QolA 7Hg vk s revisit intention 395038 10300000
AW AFw 2424 GFI, TLI, CFI, RMSEA 5& Cus“f:ﬁrsifﬁiﬁ;in T 139 049 2815 005
A Yrh24]. we B ApodE pREge =

. o= § 01, "p<.001
Ades WUkl 98 %%, GFL TLL CF, a a
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Table 5. Summary of hypothesis test

Hypothesis

Adoption

H1: Cultural marketing of franchise coffee specialty
stores will have a positive effect on brand image.

Accept

H2: Cultural marketing of franchise coffee specialty
stores will have a positive effect on customer satisfaction.

Accept

H3: Cultural marketing of franchise coffee specialty
stores will have a positive effect on customer revisit
intention.

Accept

H4: Brand image will have a positive effect on customer
revisit intention.

Accept

HS: Customer satisfaction will have a positive effect on
revisit intention.

Accept
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