Jung Hieh SHON, Jisung SONG /Korean Journal of Franchise Management 12-3 (2021) 21-34 21

Print ISSN: 20939582
Online ISSN 2508-4593
http://dx.doi.org/10.21871/KJFM.2021.9.12.3.21

Effect of Design Elements and Brand Identity on Brand Association,
Brand Personality, and Brand Image: Focusing on Franchisee Coffee
Shop

Jung Hieh SHON?, Jisung SONG>

Received: June 04, 2021. Revised: June 08, 2021. Accepted: September 10, 2021.

Abstract

Purpose: As the visual expression cue that can easily reveal and imprint the brand image to consumers becomes more important, franchise coffee shops
are making various efforts to establish design elements and brand identity. Therefore, the purpose of this study is to examine the structural model between
design elements, brand identity, brand association, brand personality, and brand image of franchise coffee shops from various angles, and to suggest a plan
for using visual elements makes a brand image on the franchise in the future. Research design, data, and methodology: This study tests the structural
relationship between design elements, brand identity, brand association, brand personality, and brand image of franchise coffee shops. design elements are
divided into three attributes (interior design, product design). And brand identity is divided into two attributes (brand name, brand symbol/logo). In order to
achieve the purposes of this research, research model and hypotheses were developed based on previous researches. All constructs were measured with
multiple items developed and tested in the previous studies. The data were collected from 380 customers who visited franchise coffee shops and were
analyzed through SPSS 26.0 and SmartPLS 3.0 statistical package program. Result: As a result of this study, first, it is confirmed that product design has a
positive effect on brand association toward coffee shops. Second, interior design and product design have a positive effect on brand personality. Third, all
brand identity have a significant positive impact on brand association and brand personality. Finally, brand association and brand personality of coffee
specialty shops have a positive effect on brand image. Conclusions: The following implications of this study are as follows. This study is confirmed that
there is an effect of design elements attributes and brand identity attributes on brand association and brand personality. And, the brand image was found to
be influenced by brand association and brand personality. This suggests that it can be used to establish visible marketing strategies for franchise coffee
shops. Therefore, it is necessary to further improve efforts to raise the level of the brand image through visual factors such as unusual interior design,

product packages.
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Table 1: Demographic Profile of the Respondents

Index Category n %

Male 208 54.7
Gender

Female 172 45.3
10-19 55 14.5
20-29 62 16.3

30-39 61 16.1

Age
40-49 71 18.7
50-59 75 19.7
60 or Older 56 14.7
High School 55 14.2
College 83 21.8
Education University 52 13.7
Level

Graduate School 188 49.5

etc 3 .8
Non 77 20.3
Less than 2 million won 82 21.6
Mothly 2 million - Less than 3 million won 90 23.7
Income 3 million - Less than 5 million won 81 21.3
5 million - Less than 10 million won 42 1.1

More than 10 million won 8 2.1

n = Frequency
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Appendixes
Appendix 1: Measurement model and Confirmatory Factor Analysis
Constructs and items I::C‘I:itr’l:,grs o CR* AVE®
Interior Design 811 .876 .638
Overall, the interior design fits the brand well. .835
Overall, the interior is stylish and luxurious. .826
Overall, the furniture and furnishings go well with the interior. .783
Overall, the accessories fit well with the interior. 749
Product Design 771 853 | 593
The product package design goes well with the brand. 748
The product package design is sophisticated and luxurious. 819
The product package and the product go well together. 761
Food and beverage styling are stylish and luxurious. 752
Uniform Design 823 883 | 653
The uniform looks well with the brand. 841
The brand trust is increased of the uniform. 778
The uniform design is stylish and luxurious. 811
The uniform design is clean and neat. .801
Brand Name 789 876 | 703
The corporate brand has a proper name. .841
| like the brand name. .840
The corporate uses an appropriate brand name. 834
Brand Symbol/Logo .679 .823 ‘ .609 ‘
The color and shape of the symbol/logo are harmonious and go well with the brand. .809
The corporate image of the brand using the symbol/logo is positive. 794
The symbol/logo easily describes this brand. .736
Brand Association 681 | 825 | 611 |
The franchisor once pushed or grabbed me tight. 779
The franchisor has damaged my store’s furniture. 747
The franchisor hurt my pride by defamation of my dignity. .818
Brand Personality .600 .788 ‘ .555 ‘
This brand is special. .750
This brand is honest. .653
This brand is attractive. .822
Brand Image 718 841 | 638
This brand image brand is friendly. 734
This brand image is trustworthy. .828
| like this brand image. 831

®CR: Composite Reliability, AVE: Average Variance Extracted
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Appendix 2: Fornell - Larcker Criterions

Variable 1 2 3 4 5 6 7 8
Interior Design .799
Product Design .716 .770
Uniform Design .653 .628 .808
Brand Name .603 .638 534 .838
Brand Symbol/Logo 617 .675 .500 .738 .780
Brand Association 516 .603 428 574 .607 .782
Brand Personality .623 .620 .528 .631 .607 .681 .745
Brand Image 570 611 478 668 688 658 722 799
Mean 3.714 3.734 3.645 3.961 3.889 3.702 3.660 3.815
.653
SD .670 .640 .660 .680 .622 .687 .607
*Bold numbers indicate the square root of AVE,
Appendix 3: Estimates of Structural Model
Path Estimate t-value p-value Results
H1-1 Interior Design — Brand Association .054 .812 417 Non-Supported
H1-2 Product Design - Brand Association .283 4.419 .000*** Supported
H1-2 Uniform Design - Brand Association -.006 112 9N Non-Supported
H2-1 Interior Design - Brand Personality 219 3.918 .000*** Supported
H2-2 Product Design - Brand Personality .158 2.657 .008** Supported
H2-3 Uniform Design - Brand Personality .082 1.616 .106 Non-Supported
H3-1 Brand Name - Brand Association 176 2.898 .004** Supported
H3-2 | Brand Symbol/Logo — Brand Association .256 4.155 .000*** Supported
H4-1 Brand Name - Brand Personality .254 4.343 .000*** Supported
H4-2 | Brand Symbol/Logo — Brand Personality 137 2.181 .029* Supported
H5 Brand Association - Brand Image .310 6.069 .000*** Supported
H6 Brand Personality — — Brand Image 51 10.227 .000*** Supported
Dependent Variable R? Q?
Brand Association 452 .269
Brand Personality .521 .281
Brand Image 573 .357

***p < 001, **p <.01, *p < .05




