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ABSTRACT

Purpose: The aim of this study was to determine the effects of brand image of baby food on brand relationship quality and
reuse intentions, Methods: A total of 211 questionnaires completed by customers who bought Brand B baby food were
obtained from empirical research, SPSS 22,0 and AMOS 23,0 were employed for statistical analysis, Results: Customers
perceived Brand B baby food as “Convenient”, “Professional”, “Reliable”, “Famous”, and “Healthy”. Overall, the results
indicate that perceived image for Brand B baby food had a significantly positive effect on brand relationship quality in terms
of self—-concept connection, commitment, and partner quality and intimacy, In addition, commitment and partner quality and
intimacy had significantly positive effects on reuse intentions for Brand B baby food. Conclusion: The results of this study
reveal the importance of brand image in baby food to improve brand relationship quality in terms of commitment and partner
quality and intimacy as well as reuse intentions. Therefore, it is necessary to recognize positive brand image as a key factor
in forming relationships between consumers and brands as well as search for ways to apply marketing strategies based on
brand image,
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1). ZAF t2dALe] AL 27} 2068 (97.6%), FA} 5
™ (2.4%)°0]H, AB = 30007} 178 (84.4%), 40007} 17
™ (8.1%), 20017} 16 (7.6%)2-2 30t] oI o] -3 vl
o] & AoE Yeiyitt. ZAF iAo AYe 75 133

Table 1. Description of the respondents and reasons for buying
products of brand B

Frequency Percentage

Variables N %)
Gender
Female 206 97.6
Male 5 24
Age
20's 16 7.6
30's 178 84.4
40's 17 8.1
Occupation
Homemaker 133 63.0
Office worker -Administrative worker 40 19.0
Professional worker 30 14.2
Self employed 5 24
Production worker 1 0.5
Others 2 0.9
Education level
< High school 23 10.9
Community college 57 27.0
Bachelor's degree 108 51.2
Graduate degree (s) 23 10.9
Monthly household income (won)
Less than 2.5 million won 33 15.6
2,500,000 to 4,999,999 115 54.5
5,000,000 to 7,499,999 44 20.9
7,500,000 to 9,999,999 9 43
Above 10,000,000 10 4.7
Number of children
One 138 65.4
Two 67 31.8
Three 6 2.8
Age of children') (month)
Ist 27.58£26.11
2nd 14.79+17.13
3rd 9.17+2.79
Reasons for buying products of brand B
Excellent quality 40 19.0
Used by people around me 99 46.9
Likeable package 4 1.9
Influenced by advertisement 10 4.7
Easy to buy 4 1.9
Reasonable price 10 4.7
Brand image 24 1.4
Etc 20 9.5
1) Mean +SD

™ (63.0%), Du+ ARE--332]F] 409 (19.0%), AEZ] 30
(14.2%)°] =2 = Yeptt. 3tes 2A1eE A7 494 o
3t 24 1089 (51.2%), 2~334] tg < 573 (27.0%),
ekl S 239 (10.9%), 253t &Y 2398 (10.9%)
O g} 2P HlEo] & Zo=E YRt oH, 7t
9] P4L 2507HA~4997H 115 (54.5%), 5008+
~7499H] 447 (20.9%) <=0 2 =A) YERdth ZAF diid
ko] ARG 19 1389 (65.4%), 2 674 (31.8%), 3% 6
" (2.8%) o= UEiton, 2] 7] e A7)
27.58 £26.1702 &7} 14.79£17.13704, A7} 9.17 +
2.79 /NE=E Yepth T3 Gfrol o2 HA= BE ©]
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Table 2. Descriptive statistics of measures

Variables MDY Skewness Kurtosis
Brand B image
Reliable 4.27 £0.62 -0.370 0.070
Professional 4.30+0.58 -0.142 -0.583
Healthy 4.13£0.67 -0.253 -0.363
Luxurious 3.78+0.77 0.196 -0.925
Pure 3.68+0.70 -0.428 1.187
Neat 4.08+0.66 -0.412 0.520
Famous 4.27 £0.71 -0.695 0.221
Convenient 4.35+0.72 -1.208 2.341
Fresh 4.10%£0.72 -0.391 -0.254
Friendly 3.88+0.77 -0.460 0.416
Safe 3.97+0.74 -1.008 2.786
Diverse 3.81£0.96 -0.552 0.011
Refined 3.62£0.76 0.224 -0.520
Brand relationship quality
(Affective & Socio-emotive attachment): Self-concept connection
B brand helps me make a statement about what is important to me in life. 3.84+0.82 -0.485 0.156
B brand’s image and my self image are similar in a lot of ways. 3.37+£0.80 0.149 0.195
B brand reminds me of who | am. 2.99+0.90 0.138 -0.062
(Behavioral ties): Commitment
I will stay with B brand through good times and bad. 3.45+0.90 -0.116 -0.227
| feel very loyal to B brand. 3.95+0.81 -0.235 -0.705
(Supportive cognitive beliefs): Partner quality and intimacy
B brand has always been good to me. 3.18+£0.99 0.144 -0.742
I know a lot about B brand. 3.28+0.85 -0.059 0.270
B brand treats me like an important and valuable customer. 3.58+0.81 -0.283 0.169
Reuse intention
lintend to reuse B brand in the near future when | buy food products for infants. 4.02+0.75 -0.525 0.198
| am willing to pay more to use food products for brand B. 3.60+0.89 -0.256 -0.274
| prefer to use brand B first when | buy food products for infants. 4,06+0.75 -0.498 -0.011

1) Likert 5-point scale: 1. strongly disagree, 3. normal, 5. strongly agree

Table 3. Differences in brand relationship quality by reasons for buying products of brand B

Reasons for
buying products of brand B

Brand relationship quality

Self-concept connection

Commitment

Partner quality and intimacy

M+£SD" p-value? M£SD" p-value? MDY p-value?

Excellent quality (n = 40) 3.63+0.70 4.01+0.72 3.69+0.75
Used by people around me (n=99) 3.37+£0.63 3.66+0.67 3.29+0.64
Likeable package (n = 4) 3.08+£0.32 3.25+0.87 3.25+0.74
Influenced by advertisement (n=10) 3.40£0.60 042 3.25+£0.48 047 3.10£0.32 152
Easy to buy (n=4) 3.42+0.50 ’ 3.50+£0.58 ’ 3.08+£0.50 ’
Reasonable price (n=10) 3.17£0.80 3.35+0.94 3.13+0.83
Brand image (n =24) 3.38+£0.42 3.73+0.69 3.22+0.77
Etc. (n=20) 3.27+0.75 3.72+0.75 3.38+0.64

Total (n=211) 3.40+0.64 3.70£0.71 3.34£0.69
1) Likert 5-point scale: 1. strongly disagree, 3. normal, 5. strongly agree  2) p value by ANOVA
'0<0.05
AF2 BAE BE AL o8 2ol (m=4.02), U= HZ 0| 0|]0 [ME EHE Ao A '} |
7H2o] 27 vtlekE BAS BolM FAse Gfok  Gfoh ol BAE BN FAlsE AES o83k
AFS A% o183 FolTk (m=3.60) =02 LTk olfl WE Bl wolle) o) Aolg BAF Foke o)
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Table 4. Reliability and convergent validity properties of variables

Construct Cronbach’s Standardized Construct Avgrqge
items alpha factor reliabilities  * O once
loading extracted
Image
Imagel 0.467
Image2 0.641
Image3 0.700
Image4 0.658
Images 0.688
Imageé 0.730
Image?7 0.918 0.577 0.949 0.745
Image8 0.661
Image? 0.722
Image10 0.640
Imagel1 0.799
Image12 0.627
Image13 0.656
Brand relationship quality!
SCi 0.782
SC2 0.638 0.729 0.844 0.644
SC3 0.657
CM1 0.640
0.585 0.716 0.558
CM2 0.649
PQI 0.469
PQ2 0.670 0.603 0.752 0.513
PQ3 0.784
Reuse intention
un 0.804
ui2 0.800 0.683 0.826 0.614
ui3 0.719

1) SC; Self-concept connection, CM; Commitment, PQ; Partner quality
and intfimacy

lo

r

o] i3k o]mx)= 0.918, Bl= 7A|e] A F Aol
0.638, &Y 0.585, TfEY F4 2 1UEL 0.6700=2
Uehton Aolg gxE 0.8000F UEh} ZR3EE
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@frot o2 BAE Bel thst o]n]R], HIE #AAC
A, Alo]& ox SAHEIY] EIEE AFstaA gRl1F
[RAFAS AAISIATE WA 2ol gk 1 1%

28 AN 3 A}, 2 471.138, df = 238, p < 0.001, CFI

o

A

SRR JATEHIES Bk S8 Hdiie=
%t (average variance extracted, AVE)¥} 7N EAIF= 7k
(construct reliability, CR)YS ©|-8-3} Z3}= o} 2o
(Table 4), BHRLIFZEL (AVEXRS 0.5 o), 71EAE =
e 0.7 olgold Bigle) sl Aoz BekiTh Y me
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Table 5. Correlations matrix among the latent constructs (squared) )

Self-concept

Partner quality

Measure Image R Commitment . Reuse intention
connection and intimacy
Image 0.745"
Self-concept connection 0.506 (0.256) 0.644"
Commitment 0.525(0.276) 0.685 (0.469) 0.558"
Partner quality and intimacy 0.493 (0.243) 0.724 (0.524) 0.741 (0.549) 0.513
Reuse intention 0.570(0.325) 0.614(0.377) 0.701 (0.491) 0.684 (0.468) 0.614°
Composite reliability 0.949 0.844 0.716 0.752 0.826
1) Correlation is significant at the 0.01 level (2-tailed).
*AVE (average variance extracted)
Table 6. Standardized parameter estimates of the structural equation model
Hypothesized relationship STcmdcnrd{zgd path f-value Results
coefficient
H1: Image — Self-concept connection 0.657 5.109 Supported
H2: Image — Commitment 0.77% 7.146™ Supported
H3: Image — Partner quality and intimacy 0.740 57317 Supported
H4: Self-concept connection — Reuse intention -0.030 -0.222 Not supported
H5: Commitment — Reuse intention 0.493 4,070 Supported
Hé: Partner quality and intimacy — Reuse intention 0.451 2.392° Supported

Chi-square (x2) = 471.138 (p < 0.001), df = 238, %2/df = 1.980, CFl = 0.908, TLI = 0.893, IFl = 0.909, RMR = 0.047, RMSEA = 0.068

CFl; comparative fit index, IFl; incremental fit index, TLI; tucker-Lewis index, RMR; root mean square residual, RMESA; root mean square

error of approximation
'0<0.05 “p<0.001

ZYRYS) WAL A7) 9P 2 WA 91
BREAFEG (AVE) gkl 29RF A% Algiuc)

t Roe ukEm Y
o) FHEENA Avhs thew} Lok (Table 5). 24
o T olulAle) A
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