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ABSTRACT 

The purpose of this study is to examine the antecedents and consequences of 

brand equity in Korean BBQ buffet restaurants. Despite being an integral part 

of food service industry, research on buffet is still very limited. Moreover, 

research on Korean BBQ buffet restaurants is even nonexistence. Therefore, this 

study aims to fill the research gap by providing insights on brand equity, its 

dimensions, and its influence on repurchase intention through the 

representation of Korean BBQ buffet restaurants setting. This research is 

categorized as a descriptive research which is constructed using quantitative 

research method. Self-administered surveys consisting of 302 questionnaires 

were distributed as the research’s data collection tools. The entire fundamental 

statistical analyses for this study were evaluated by Statistical Package for the 

Social Sciences (SPSS) version 20.0. According to the result of the study, there 

was a strong evidence that brand equity has a significant positive influence on 

repurchase intention in Korean BBQ buffet restaurants. Furthermore, it was 

found that brand loyalty was the strongest influence on brand equity. 

Conversely, service quality was the weakest influence for brand equity. This 

research paper is then concluded by the discussion of limitation, implications, 

and suggestions.  
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INTRODUCTION 

The buffet restaurant industry in Malaysia is flourishing. Buffet restaurants are 

often describe as dining establishment that have distinct characteristics such as 

availability of an abundant food variety, dine in food policy, customers’ 

freedom to consume food without limit during dining time, and time constraint 

that shortens customers’ dining duration (Mohamed et al., 2013). Customers of 

buffet restaurants considered the variety of food served in buffet as the main 

reasons they willing to pay premium just to dine in buffet restaurants (Jistoh, 

2016). The readily available food and beverage choices are also viewed as a 
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convenience (Ghani, 2016; Jistoh, 2016) Buffet restaurants are also associated 

with value for money as customers can enjoy a great amount of food and 

beverage with a fixed price (Loo, 2011). The favourability of buffet restaurants 

by Malaysians is also supported by customers’ spending power. The average 

spending in buffet restaurants range from 20USD to 50 USD (Mohamed et al., 

2013). Despite the costly price charged, GST implementation and recent price 

increase, it has been reported that the number of customers visiting buffet 

restaurants is rising (Zack 2015; Ghani, 2016; Mohamed et al., 2013). 

Malaysian latest buffet trend is Korean BBQ buffet. The local customers are 

keen on dining in Korean BBQ buffet due to various reasons but mainly 

because it is perceived to have value for money (Majelan, 2016). Prime meat 

and seafood ingredients, authentic Korean seasoning, and various side dishes 

offered are considered the perks of dining in Korean BBQ buffet (Kong, 2017). 

Additionally, many Korean BBQ buffet nowadays charge Malaysian customers 

with an affordable price (Majelan, 2016). Furthermore, Malaysian customers 

prefer Korean cuisine due to its healthy image and familiar cooking method. 

Korean food is perceived by Malaysian as one of the International cuisine 

which advocates healthy lifestyle. Heavy consumption of vegetables and 

protein together with grilling cooking method is viewed as healthier 

alternatives when dining out (Betty M 2016; Kong, 2017; Majelan, 2016). 

Moreover, the barbeque style of cooking which is common in Malaysia makes 

Korean BBQ easily accepted by Malaysian palate (Betty M 2016). The increase 

of demand from Malaysian customers make the competition among Korean 

BBQ buffet restaurants highly aggressive. In order to survive the fierce 

competition, many of the Korean BBQ buffet restaurants tried to use various 

methods to attract customers’ interest. One of the most apparent effort is to use 

Korean pop music star as the restaurant brand ambassador (Khoo, 2017; Malay 

Mail Online 2017). Many Korean BBQ restaurants have also used other 

strategies such as maintaining quality of prime ingredients, preserving 

authentic Korean cooking preparation, serving variety of side dishes, and 

performing personalized service to secure the number of returning customers 

(Kong, 2017). 

Understanding brand equity antecedents or dimensions is imperative for all 

food service establishments to maintain their competitive advantage and thrive 

in their business. Buffet restaurants are also recommended to do so as this type 

of restaurants are competing in a highly aggressive environment. However, 
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study of brand equity and repurchase intention in Malaysia is limited. There 

were only few Malaysian academicians like Tan et al. (2014), Rozekhi et al. 

(2016), and Hanaysha (2016) who has examined these topics further. 

Furthermore, combination of each individual dimensions (brand association, 

brand awareness, food quality, service quality, and brand loyalty) influence on 

brand equity has rarely been reviewed. Similarly, brand equity influence on 

repurchase intention has not been studied and there is not any past empirical 

studies found at the moment. Likewise, the study of each dimension has not 

been conducted in any Korean BBQ buffet restaurants before. 

Therefore, primary purpose of this study is to fill the gap of the study by 

comprehending brand equity and its influence on repurchase intention in 

Malaysian based Korean BBQ buffet restaurants. The objectives of this study 

are listed into six statements as listed below:  

RO1: To examine the influence of brand association on brand equity in Korean 

BBQ buffet restaurants.  

RO2: To examine the influence of brand awareness on brand equity in Korean 

BBQ buffet restaurants.  

RO3: To examine the influence of food quality on brand equity in Korean BBQ 

buffet restaurants.  

RO4: To examine the influence of service quality on brand equity in Korean 

BBQ buffet restaurants. 

RO5: To examine the influence of brand loyalty on brand equity in Korean BBQ 

buffet restaurants.  

RO6: To examine the influence of brand equity on repurchase intention in 

Korean BBQ buffet restaurants. 

This study is significant for Korean BBQ buffet restaurant operators to 

understand various brand equity dimensions which can attribute to higher 

brand value and repurchase intention from customers’ point of view.  

Furthermore, the study will be significant as Korean BBQ buffet restaurants 

operators could use the knowledge to construct better business strategy, 

marketing plan, and customer retention plan. Korean BBQ buffet restaurants 

operators can use information obtained from the study to identify the most 
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relevant dimensions for shaping higher brand equity and repurchase intention. 

By concentrating on the most significant dimension, Korean BBQ buffet 

restaurant operators can avoid wasting opportunities and resources on 

dimensions which yield little value in shaping high brand equity and 

repurchase intention. Consequently, operators can design a more effective 

business strategy and expansion plan, engaging marketing strategy, and 

resilient customer retention plan.  

LITERATURE REVIEW 

Brand Equity  

Brand equity is the individual judgement of a brand which exceeded the actual 

value of the brand (Bian & Liu, 2011; Hyun, 2009). Brand equity most adopted 

definition was explained by Aaker (1991) – he defined brand equity as a 

compilation of assets which is associated with brand’s name and logo which 

potentially increase the value of product and services provided for the 

customers (Buli et al., 2013; Shobri & Putit, 2015; Lu et al., 2015; Shen et al., 

2014). Brand assets or its superior quality helps the process of processing and 

restoring positive information about product and brand which can heighten 

brands’ values (Latif et al., 2015). Similarly, Lin et al. (2015) thought of brand 

equity as an extra value that brand obtains form various marketing strategies 

and activities. Thus, brand equity is a customers’ subjective evaluation of brand 

value which is higher from brands’ actual value.  

In the service industry such as hospitality, food service, and tourism, customer 

based brand equity is perceived to be a more suitable approach in assessing 

brand value (Latif et al., 2015; Shen et al., 2014). Due to intangible characteristic 

of services and the complication that it caused to assess quality prior 

experience, reputation of brand from customers’ point of view become 

immensely crucial to help determine brand value (Han et al., 2015). Brand 

equity supplies customers with information which promote confidence and 

trust towards a brand in decision making, encourage brand purchasing, and 

promote customers self-esteem in using the brand’s product and services (Latif 

et al., 2015; Singh & Pattanayak, 2016; Santoso & Cahyadi, 2014). Therefore, 

brand equity in service industries help to make service aspects more tangible 

and lower customers’ perceived risk prior transaction (Latif et al., 2015; Sardar 

& Shahraki, 2015). 
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Furthermore, Santoso & Cahyadi (2014, p.30) stated that ‚brand equity gives 

value to companies by increasing marketing efficiency and effectiveness, creating brand 

loyalty, increasing profit margins and winning over the competition‛. Numerous 

authors supported this view and agreed that brand equity creates competitive 

advantage for organizations, making it possible for organizations to charge 

premium price, reduce cost, reduce customer turnover rate, exercising brand 

extension, and build high entry barrier for competitors (Liu et al., 2017; 

Mahfooz, 2015; Hanaysha, 2016; Bian & Liu, 2011; Buli et al., 2013). 

Customer based brand equity is distinguished into four dimensions, which are: 

brand awareness, brand association, perceived quality and brand loyalty (Latif 

et al., 2015; Shen et al., 2014; Santoso & Cahyadi 2014; Sun & Ghiselli, 2010). 

Brand awareness, brand association, and perceived quality is exploring 

customers’ perception about the brand while brand loyalty is the customer 

behaviour that follows (Mahfooz, 2015; Singh & Pattanayak, 2016). 

Brand Association  

Brand association is explained as any attributes, experiences, evaluations, and 

positioning of product and services which reminds customers of a particular 

brand and its performance (Shen et al. 2014; Santoso & Cahyadi, 2014; Shobri & 

Putit, 2015; Liu et al., 2017). Sun & Ghiselli (2010) simply defined brand 

association as ‚anything linked in the memory to a brand‛. The most common 

parts which leave impression in customers’ brain are the product and services’ 

logo, price, advertising, country of origin, and packaging (Han et al., 2015; Lu 

et al., 2015; Pather, 2017). Moreover, indirect experiences of other people could 

also leave an impression on customers’ memory through word of mouth 

comments which could affect the way customers associate brand of product 

and services (Bian & Liu, 2011; Han et al., 2015). Jalilvand et al. (2011) stated 

that brand association is strengthen by the increase of exposure of product and 

services through communication process. Therefore, it can be summarized that 

brand association is a mental assessment of product and services features, 

usage experience, and external opinion which imprinted brand and what it 

represent in customers’ mind. 

Many studies confirmed that the presence of brand association highlighted 

point of difference for brand and create strategic product positioning to 

influence purchase intention and satisfaction post consumption (Latif et al., 

2015; Shen et al., 2014; Santoso & Cahyadi, 2014; Jalilvand et al., 2011; Mahfooz, 
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2015). In order to gain those advantages, organizations need to look into brand 

favourability, strength, and uniqueness (Keller, 1993; Hilal & Mubarak, 2016). 

Firstly, organizations need to ensure that the brand is favourable or perceived 

with positive attitudes by providing attributes and benefits which satisfies 

customers’ needs and wants. Secondly, integrated information about brand 

should be exposed to customers frequently to strengthen customers’ 

association of a brand and its specific meaning to them. Lastly, in order for 

organizations to achieve brand uniqueness, brand must have competitive 

advantage and distinguishable selling points compared to competitors. Thus, 

organizations that manage to establish brand association favourability, 

strength, and uniqueness in customers’ information processing and recalling 

process would be able to reap the superior values (Keller, 1993; Hilal & 

Mubarak, 2016; Shen et al., 2014).  

Brand Association Influence on Brand Equity  

The influencing nature of brand association on brand equity has been detected 

by number of researchers (Buil et al., 2013; Pather, 2017; Hilal & Mubarak, 2016; 

Mahfooz, 2015). Brand equity has been discussed by Santoso & Cahyadi (2014) 

as an added value derived from customers’ good attitude towards particular 

brand. Moreover, the author argued that brand association has helped both 

organizations and customers to obtain this added value by assisting customers 

in retrieving beneficial information, differentiating brand among competitors, 

and influence customers’ decision making (Santoso & Cahyadi, 2014; Mahfooz, 

2015). 

Brand association capability to leave memory in customers’ mind on brand 

name, its characteristic and performance has given advantages for 

organizations in differentiating, positioning, and creating pleasant customers’ 

opinion on brand attributes and benefits (Latif et. at. 2015; Buil et al., 2013; 

Pather, 2017; Mahfooz, 2015). Higher brand equity could happen when there is 

stronger brand association (Mahfooz, 2015). Similarly brand equity will also be 

influenced by the level of favourability and uniqueness of brand association in 

customers’ mind (Keller, 1993; Hilal & Mubarak, 2016). In relation to the 

literature review discussed above, therefore it can be hypothesized that: 

H1: Brand Association positively influences Brand Equity 
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Brand Awareness  

Brand awareness is defined as customers’ potential to remember and recognize 

existence and performance of a brand (Liu et al., 2017; Latif et al., 2015, Lin et 

al., 2015, Keller, 1993). Aaker (1991, p.61), defined brand awareness as ‚the 

ability of a potential buyer to recognize or recall that a brand is a member of a certain 

product category‛. Moreover, brand awareness was considered as a 

measurement of brand’s strength in the customers’ memory by Keller (1993). 

The author elaborated that brand awareness is shown when customers are able 

to distinguish brand under different circumstances. A brand which identities 

are recognized by customers serve its purpose. Thus, brand awareness can be 

described as customers’ ability to distinguish brand of product and services in 

different circumstances. 

Aaker (1991) stated that brand awareness is extremely crucial in 

communicating product and services to the customers. The author argued that 

every attempt of communication on product and services attributes would be 

wasteful when there is lack of existence of brand name to bind all the attributes 

together. As a result, the absence of brand awareness make customers unable to 

link and remember facts and feelings about products and services, henceforth, 

making a particular brand undistinguishable from its competitors (Aaker, 1991; 

Lin, 2015). Therefore, as an effort to create an ‚anchor‛ to tie all brand 

attributes and create point of difference between brand and competitors, the 

first step of product and services launch is to create brand awareness, starting 

with the lowest stage which is brand recognition, brand recall, and top of the 

mind  (Aaker, 1991; Santoso & Cahyadi, 2014). Besides established identities for 

brands, the increase of brand awareness will add value toward the brand by 

creating a sense of familiarity which will lead to commitment and purchase 

consideration toward a brand (Lu et al., 2015; Aaker, 1991). Rising brand 

awareness increases familiarity because customers are provided with more 

information on products and services features through indirect experiences 

such as advertising, word-of mouth communication, or interaction with a 

salesperson (Sun & Ghiselli, 2010; Tan et al., 2014). The increase of familiarity is 

more favourable to most customers due to promoting sense of safety, reducing 

the risk of purchasing, and adding customers’ confidence when they judge 

product and services (Aaker, 1991; Han et al., 2015; Liu et al., 2017). 

Consequently, customers prefer purchasing product and services from familiar 

brand with high brand awareness (Keller, 1993). High brand awareness is also 
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associated with higher credibility which also influence customers’ purchase 

decision (Lu et al., 2015; Han et al., 2015; Hyun & Kim, 2011). Similarly, Hsu et 

al. (2011, p. 83) emphasized that brand awareness can ‚strengthen brand 

familiarity leading to brand liking, signal the customer’s commitment to the brand, 

place the brand in the consideration set, and increase choice advantage‛. 

Brand Awareness Influence on Brand Equity  

Aaker (1991) and Keller (1993) postulated that brand awareness has an 

influence on brand equity. This view is agreed and adopted by many other 

researchers as well (Pham et al., 2016a; Pham et al. 2016b ; Šerić et al., 2016; 

Santoso & Cahyadi, 2014; Jalilvand et al., 2011; Lu et al., 2015; Hsu et al., 2011). 

Brand awareness influence on brand equity occurred when brand awareness 

manage to affect customers’ decision making in purchasing product and 

services. First, brand recall and recognition has helped customers to remember 

brand name, performance, and recognize it in public setting. As a result, brand 

becomes familiar to customers (Pather, 2017; Pham et al., 2016a; Hilal & 

Mubarak, 2016; Jalilvand et al., 2011). Due to customers’ tendency to conduct 

selection through investigation approach, customers would often choose a 

brand that is familiar to them (Pather, 2017). 

Secondly, higher brand awareness signals more credibility in brand features 

and performance (Pather, 2017). Customers who have fresh memory of a brand 

would be able to easily detect product and services quality, brand identity, and 

its performance. Consequently, customers feel more assured in their decision 

making process (Pather, 2017; Mahfooz, 2015). Based on customers’ point of 

view, ability in recalling brand characteristics and performance would also 

eliminate purchasing risk. A brand which is trusted by customers have always 

been chosen in purchasing process (Šerić et al., 2016; Pham et al., 2016b; Lu et 

al., 2015). Therefore, higher awareness enhance confidence and trust in brand 

reputation which caused higher brand equity (Mahfooz, 2015; Han et al., 2015; 

Hilal & Mubarak, 2016). In relation to the literature review discussed above, 

therefore it can be hypothesized that: 

H2: Brand Awareness positively influences Brand Equity. 
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Food Quality  

Food quality is the most important tangible aspect in the food service industry 

(Hyun, 2009; Donkoh et al., 2012; Rozekhi et al., 2016; Jin, 2015; Ha & Jang, 

2010). Many researchers have tried to construct the global attributes that can be 

used to evaluate quality of food served at food service establishments. 

Although the attributes varied, it can be summarized that food quality is an 

evaluation of food served in eating premises using human senses such as the 

perception of food portion and presentation through sight, flavour of the food 

through the sense of taste, texture of the food through the sense of touch, and 

aroma of the food through the sense of smell (Namkung & Jang, 2008; Donkoh 

et al., 2012; Kumar & Bhatnagar, 2017; Ryu et al., 2012; Ha & Jang, 2010; Sulek 

& Hensley, 2004; Gagić et al., 2013). 

Reich et al. (2005) stated that businesses selling tangible goods relied on 

appearance to give cues to customers on products’ quality. Businesses within 

the food service industries typically rely on presentable food platting as the 

first tangible signs to shape customers’ perception on better food quality 

(Namkung & Jang, 2008; Rozekhi et al., 2016). However, food taste is viewed as 

the most prominent factor (Rozekhi et al., 2016). Food with delicious taste to 

them is perceived as high quality, which promotes their intention for future 

visits (Kumar & Bhatnagar, 2017; Sulek & Hensley, 2004; Ha & Jang, 2010). 

Paying extra for food items is not becoming issue for customers as long as the 

food that they have received is perceived to be high in quality or at par to the 

value that they have paid (Kumar & Bhatnagar, 2017; Hyun, 2009).  

The concept of food quality is the same in any type of food service 

establishments worldwide (Reich et al., 2005; Khan et al., 2016). Eating out has 

been viewed as a universal hedonic consumption activity to satisfy ones’ 

multiple sensory experience. Food became the channel to experience 

stimulations of senses through visual images, tasting food flavour, food 

fragrances, occasional sounds, and touch and texture sensation (Rezende & 

Silva, 2012; Gagić et al., 2013). Thus, customers perceived food quality as the 

primary factors which fulfil their needs and expectation when they dine in food 

service establishments (Namkung & Jang, 2008). 

Furthermore, Jin (2015) believed that high quality of food can be the strategy to 

gain and retain customers. Quality that meets or exceeds customers’ 

expectation of food service establishment can increase customers’ dining 
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satisfaction and as a result promote returning customers (Kivela et al., 1999; 

Ryu et al., 2012; Kumar & Bhatnagar, 2017; Kannan, 2017). Hence, consistency 

in maintaining excellence of food served in food service establishment is also 

stated as additional factors which shaped food quality (Khan et al., 2016; Kivela 

et al., 1999). Conversely, food consumption has been referred to as a symbol, 

displaying sharing of love in family and friendship, fulfilling religious duty, 

keeping tradition in society, and displaying status or prestige of individual 

(Vlisides et al., 1999; Rezende & Silva, 2012). The realization has made many 

All You Can Eat patrons to focus on one of the food quality attributes: variety 

of food, which made the succeed in covering bigger market segment (Vlisides 

et al., 1999). In summary, food quality has been used by food service 

establishment as tools to secure sales through fulfilling customers’ 

expectations, creating return customers and covering broad market segments. 

Food Quality Influence on Brand Equity  

Food quality has also been reported to have an influence on brand equity 

(Namkung & Jang, 2008; Jin, 2015; Khan et al., 2016).According to Aaker (1991), 

perceived quality is one of the important dimensions to shape brand equity. 

Perceived quality is associated with brand equity due to its ability to ‚become a 

customer’s reason to buy, differentiate the brand’s position from competitors, give the 

marketer an opportunity to charge a premium price, and enhance the process of brand 

extensions‛ (Hsu et al, 2011, p.83). Similarly, Singh & Pattanayak (2016) agreed 

to the statement, believing that perceived quality provides a motive for 

purchase, helping customers in selecting a brand, and making them willing to 

purchase in premium price. Customers use product characteristics to estimate 

its performance (Kivela et al., 1999). In the food service industry, food is the 

product and its quality is predicted through its ability to create a pleasant 

dining out experience for customers when they enjoy food taste, presentation, 

aroma, and nutritional benefit (Gagić et al., 2013). Hence, food quality is the 

main determinant to assess restaurant brands and their selection process (Khan 

et al., 2016; Jin, 2015). 

Higher food quality resulted in higher brand equity (Lin et al., 2015). Food 

which able to exceed expectation and construct good dining experience 

overtime will be viewed as high quality food by customers (Hilal & Mubarak, 

2016). Customers are willing to pay premium to purchase brands which deliver 

high quality food to satisfy their need and leave good impression on them (Sun 

& Ghiselli, 2010). As a result, brand is having competitive advantage over 
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competitors (Lin et al., 2015). In relation to the literature review discussed 

above, therefore it can be hypothesized that:  

H3: Food Quality positively influences Brand Equity 

Service Quality 

 Service quality is customers’ subjective opinion on organizations and their 

service superiority (Wu & Mohi, 2015; Zeithaml, 1988; Donkoh et al., 2012). 

Parasuraman et al. (1988, p.16) described perceived quality as ‚global judgment, 

or attitude, relating to the superiority of the service‛. Researchers agreed that 

service quality can be explained as the gap between customer expectations 

before experiencing services compared to the service that they actually received 

(Asubonteng et al., 1996; Majid et al., 2016; Oyewole, 2013a; Oyewole, 2013b). 

Thus, in this study, service quality is defined as customers’ point of view on 

service superiority of organization based on their comparison of service 

expectation and experience. 

Customers need to reflect on their expectations and the actual service that they 

have received in order to measure the quality of services (Kivela et al., 1999). 

Expectations are the things that customer desired or wanted. Service 

expectation then described as things which service providers should offer not 

what they could offer (Parasuraman et al., 1988). Therefore, when expectation 

exceed the actual service, customers feel satisfied and view service performance 

above the average quality. Conversely, when the actual service performance 

cannot meet what the customers’ desires, service quality is perceived to be low 

and disappointing (Hsu & Chiu, 2008; Sumaedi & Yarmen, 2015; Asubonteng et 

al., 1996; Oyewole, 2013a). 

Service quality has gained the same importance as food quality in the food 

service industry (Reich et al., 2005). Staff behaviour, attentiveness, and 

competency in providing quality service can result in positive or negative 

experience of customers when dining in any food service establishments (Gagić 

et al., 2013; Susanty & Kenny, 2015; Donkoh et al., 2012). In addition, based on 

the food service operators point of view, service quality excellence is a 

fundamental requirement to ensure business survival, obtain customers’ 

satisfaction and loyalty, and achieve competitive advantage over competitors 

(So & King, 2010; Pham et al., 2016b; Sumaedi & Yarmen, 2015; Liu et al., 2017). 

Customers demand service providers to deliver service performance which 
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compensate to their spending (Hyun, 2009; Hellier et al., 2003). Thus, customers 

will not hesitate to switch to other service providers when they are displeased 

with the service that they get (Donkoh et al., 2012). 

Service Quality Influence on Brand Equity  

Service quality influences on brand equity has also been established in many 

studies (Majid et al., 2016; Hanaysha, 2016; Singh & Pattanayak, 2016). Aaker 

(1991) include perceived quality as one of the dimensions which shaped brand 

equity. In restaurant industries, service quality is one of the most popular factor 

which influence customers’ ability to pay premium price and selecting place for 

dining out (Singh & Pattanayak, 2016; Hsu et. al, 2011). Customers valued 

restaurants service based on its ability to meet their expectation from its 

physical attributes or staffs ability to deliver prompt and reliable service 

(Susanty & Kenny, 2015; Ha & Jang, 2010; Donkoh et al., 2012). Thus, service 

quality have been used to reflect the customers’ perception on brand’s quality 

and superiority (Singh & Pattanayak, 2016; Hyun, 2009).  Higher service quality 

would eventually result in higher brand equity (Asubonteng et al., 1996, Hyun, 

2009). Service quality has been used by restaurants not only to create excellent 

dining experience for customers but also most importantly to strengthen 

customers’ perception on brand’s excellent performance (Majid et al., 2016). 

According to Nam (2011, p. 1012), ‚service quality is central to the development of 

strong service dominant brands because it enhances perceived superiority of the brands 

and helps to differentiate brands in competitive markets‛. Hanaysha (2016), 

supported the statement by adding that high service quality creates 

competitive advantage and brand leadership. Consequently, service which 

exceed customers’ expectation is appraised highly by customers, leading to 

higher valuation of restaurant brand (Asubonteng et al., 1996). On the other 

hand, service performance which is not able to meet the customers’ desired 

standard is considered to be low quality. Similarly customers judge brand 

value to be low (Ha & Jang, 2010). In relation to the literature review discussed 

above, therefore it can be hypothesized that:  

H4: Service Quality positively influences Brand Equity 

Brand Loyalty  

Aaker (1991, p.39) defined brand loyalty as ‚the attachment that a customer has to 

a brand‛. His definition on brand loyalty has been adopted by numerous 
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researchers (Hsu et al., 2011; Šerić & Gil-Saura, 2012; Santoso & Cahyadi, 2014). 

Brand loyalty is regarded as the customers’ deeply held emotional attachment 

towards a brand, showed by repetitive purchase of same-brand product and 

services (Hanasya, 2016; Hsu et al., 2011, Liu et al., 2017). Moreover, brand 

loyalty is described by Bian & Liu (2011), as the mental evaluation in decision 

making process which resulted in customers’ repurchase intention. Customers 

with high brand loyalty would hardly switch brand due to monetary reason, on 

the contrary, they are more concern on keeping long term relationship with 

brand of their choice (Shen et al., 2014; Jalilvand et al., 2011; Hanaysha, 2016; 

Kayaman & Arasli, 2007). Furthermore, Oliver (1999, p. 34) defined brand 

loyalty as ‚deeply held commitment to buy or patronize a preferred product or service 

consistently in the future, thereby causing repetitive same-brand or same-brand-set 

purchasing, despite situational influences and marketing efforts having the potential to 

cause switching behaviour.‛ His view was adopted as the base to understand 

brand loyalty by other academicians (Lu et al. 2015, Hyun & Kim, 2011; Pather, 

2017; Ferenčić & Wölfling, 2015, Pham et al., 2016b). In this study, brand loyalty 

can be understood as customers’ strong fondness of a specific brand which 

made them continuously wanting to purchase the same product and services 

from that specific brand regardless of monetary loss and marketing activity 

from the brand’s competitor. 

The concept of brand loyalty can be differentiated into behavioural brand 

loyalty and attitudinal brand loyalty. Behavioural loyalty measures loyalty 

based on customers’ actual consumption pattern by reflect on past purchasing 

and predict future purchasing. Conversely, the concept of attitudinal loyalty 

measures loyalty based on by their commitment and intention to purchase and 

recommend brand to others even though actual repetitive purchase have not 

happened (Ferenčić & Wölfling, 2015; Ha & Jang, 2010; Šerić et al., 2016; Šerić & 

Gil-Saura, 2012; Sun & Ghiselli, 2010). Studies on the concept of brand loyalty 

from the attitudinal concept are deemed to be more accurate than from the 

behavioural concept (Liu et al., 2017; Tan et al., 2014; Jalilvand et al., 2011; 

Pather, 2017), including in hospitality, food service, and tourism industries (Jin, 

2015; Kim et al., 2008; Nam et al., 2011). Tan et al. (2014, p.3) argued that 

‚behavioural brand loyalty was referred as spurious loyalty, such as simple repeated 

purchase behaviour without emotional or psychological bonding‛. Loyalty based on 

the behavioural concept is called as loyalty based on inertia by Khan et al. (2016). 

A particular brand is routinely purchase due to customers’ facing difficulty to 

find better alternatives. Customers would not reject the opportunity to switch 
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to other brands which offer better deals for them (Khan et al., 2016; Tan et al., 

2014). In contrast, attitudinal brand loyalty is based on aware commitment 

towards brand. Customers intend to put brand as their primary choice 

regardless of alternatives and better offers availability. Their conscious decision 

would eventually be followed by intention to repurchase and spread the 

brand’s superiority to others (Jalilvand et al., 2011; Khan et al., 2016; Nam et al., 

2011). Thus, loyalty should be assessed not just by action but most importantly 

by the motive and decision making process behind it (Ha & Jang, 2010). As a 

result, attitudinal brand loyalty is viewed as the true brand loyalty which 

valuable to any product and services provider (Kim et al., 2008; Jalilvand et al., 

2011; Khan et al., 2016; Nam et al., 2011; Ha & Jang, 2010; Tan et al., 2014; Liu et 

al., 2017).  

A strong brand loyalty gives many advantages to service industries globally 

(Bian & Liu, 2011). High brand loyalty has been proven to help in shaping 

success and competitive advantages for organizations. Organizations which are 

able to make customers have higher brand loyalty will enjoy higher profit 

margin through the increase of sales volume and premium pricing ability 

(Hyun & Kim, 2011; Bian & Liu, 2011; Pham 2016; Ferenčić & Wölfling, 2015). 

Additionally, other perks enjoyed by organizations due to brand loyalty 

presence is the capability to set premium pricing through shaping customers’ 

perception of premium product quality (Santoso & Cahyadi, 2014; Ferenčić & 

Wölfling, 2015). Consequently, customers are less sensitive about price changes 

and willing to pay premium price for product and service offered by their 

preferred brand (Pham 2016b; Bian & Liu, 2011; Kim et al., 2008; Ferenčić & 

Wölfling, 2015). Moreover, brand loyalty can reduce marketing expenses since 

customers have already possess commitment to purchase and need less 

convincing through promotional activity (Santoso & Cahyadi, 2014; Ferenčić & 

Wölfling, 2015).  

However, the most apparent advantage of having an established brand loyalty 

is the potential to retain customers. Many studies have showed that 

organizations need to spend extra cost to five more times to win over new 

customers. Retaining old customers would be more economical and also give 

future sales security (Pather, 2017; Pham et al., 2016a; Ferenčić & Wölfling, 

2015; Reich et al., 2005). In summary, higher profit, ability to charge premium 

price, and cost reduction are few of the benefits enjoyed when customers have 

high brand loyalty. 
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Brand Loyalty Influence on Brand Equity  

Brand loyalty has been discussed by many experts to have an influence on 

brand equity (Šerić et al., 2016; Buil et al., 2013; Tan et al., 2014). Even though 

Aaker (1991) impartially stated four dimensions of brand equity, many 

researchers thought that brand loyalty is the summary of all of the other brand 

equity dimensions, which includes brand awareness, brand association, and 

perceived quality (Hsu et al., 2011; Lu et al., 2015; Pham et al., 2016b). 

Customers’ decision to be committed to a particular brand is formed based on 

how well customers recognize, retain brand information in memory, and judge 

the quality of product and services. Therefore, brand loyalty is the core 

dimension of brand equity which affects customers’ brand choice intention (Lu 

et al., 2016; Pham et al., 2016a; Pham et al., 2016b; Tan et al., 2014; Šerić et al., 

2016). Higher brand loyalty is typically followed by higher brand equity (Buil 

et al., 2013). Loyal customers will use a particular brand for a long period of 

time and will have high confidence in the brand’s performance (Lu et al, 2015). 

Although better alternatives are present, customers who have high brand 

loyalty will reject alternatives and remain using their chosen brand (Tan et al., 

2014; Pham et al., 2016a). Loyal customers often prefer using the brand which 

has benefits and functions that are familiar to them (Kim et al., 2008). 

Furthermore, due to the same reason of assurance, customers with strong 

commitment toward a brand will not be reluctant to pay premium price to 

obtain product or services (Liu et al., 2017; Kim et al., 2008). In relation to the 

literature review discussed above, therefore it can be hypothesized that:  

H5: Brand Loyalty positively influences Brand Equity 

Brand Equity Influence on Repurchase Intention  

Brand equity influences on repurchase intention has been discovered (Kazemi 

et al., 2013; Bojei & Hoo 2012; Kim et al., 2008). Bojei & Hoo (2012), stated the 

existence of positive relationship between brand equity dimension and 

repurchase intention. The presence of brand equity would increase customers’ 

repurchase intention on product and services, tendency to spread positive 

review about brand to others, and retaining customers in the long run (Kazemi 

et al., 2013). Pather (2017) mentioned that brand equity can help a brand to be 

superior in the market and beating competitors. The four dimensions under 
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brand equity also reflect the significant relationship between brand equity and 

repurchase intention (Pather, 2017; Bojei & Hoo, 2012; Kim et al., 2008). Pather 

(2017) explained about the relationship between each brand equity dimension 

with repurchase intention. First, high brand awareness makes a brand to be 

more recognizable and likable by customers, which create bigger market share 

that can influence customers repurchase intention. Moreover, high brand 

association creates a chain of connection through defining brand image, 

identity, and distinct value in customers’ mind. As a result, positive brand 

association can provoke customers’ repurchase intention. Furthermore, 

perceived quality will determine customers’ repurchase intention and the 

monetary cost that they are willing to bear. Since perceived quality is 

customers’ subjective opinion, one who have high perceived quality would 

have high repurchase intention. Lastly, loyal customers have higher repurchase 

intention by causing customers to be less concern about purchasing risk, less 

sensitive about price, and less prone to switching to brand’s competitors. In 

relation to the literature review discussed above, therefore it can be 

hypothesized that:  

H6: Brand Equity positively influences Repurchase Intention 

Repurchase Intention  

Repurchase Intention is the customers’ consideration of buying product and 

services from the same provider (Lin et al., 2015; Hellier et al., 2003; Pather, 

2017; Pham et al., 2016a). Moreover, repurchase intention is explained as 

customers’ evaluation on overall product and services attributes and 

performance which made them set plan for future buying (Patterson & Spreng, 

1997). Repurchase intention is discussed as personal fondness of product and 

services which make customers want to repurchase and suggest brand to 

others (Lin et al., 2015). Additionally, Pather (2017), state that repurchase 

intention is an observable enthusiasm to repeat buying product and services 

from brand in the long run (Pather, 2017). Repurchase intention then can be 

defined as customers’ plan on buying product and services from same brand or 

seller post evaluating consumption experience. Intention is often mistakenly 

understood as attitudes. Although both intention and attitudes assess the 

function of product and services, attitudes is merely a collection of opinions 

that customers have and intention is the customers’ internal determination 

which make them want to conduct a certain action in the future. Repurchase 

intention is the intention which is supported by past behaviour of buying 
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product and services or in the other word, customer purchase experience. 

Additionally, individuals are often unable to differentiate his or her intention 

from habit from past actions. Due to the abstract concept of intention or 

repurchase intention, researchers find setting a measurement for intention or 

repurchase intention to be quite challenging (Bojei & Hoo, 2012).  Various 

points are used by different authors to determine repurchase intention. 

Repurchase intention is divided into two measurement dimensions by Gouw & 

Sihombing (2008). These dimensions are: (1) willingness to purchase same item 

in the same shop again and (2) willingness to purchase same item in the same 

shop next time the item is needed. Hwang & Hyun (2012) measured repurchase 

intention in restaurant industries. The measurement dimensions are customers’ 

willingness to constantly dining out in the same restaurant: (1) when the 

restaurants maintaining their same service quality, (2) at least in the same 

frequency, and (3) when customer want to dine out in similar types of 

restaurant.  

Repurchase intention is important for the continuous development of service 

sectors like hospitality and food service industries (Pham et al., 2016a). In 

hospitality and food service setting, repurchase intentions can also be 

addressed as ‘revisit intention’ (Kim et al., 2008; Pham et al., 2016a). Based on 

Pather (2017), securing repeat purchase intention can be competitive 

advantages that companies can possess. Governing repeat purchase desire 

from customers can cause financial gain for organizations (Kim & Ok, 2009). 

Searching new customers can cost organization expenses five time bigger as 

compared to retaining old customers (Pather, 2017; Pham et al., 2016a; Ferenčić 

& Wölfling, 2015; Reich et al., 2005). Due to the importance of repurchase 

intention creation, many restaurants have upgraded the internal and external 

aspects of restaurants such as quality of food and service, price, and cleanliness 

of dining area. Moreover, restaurants also improved on their location, parking 

facilities, decoration and ambience to influence customers’ repurchase intention 

(Kumar & Bhatnagar, 2017; Sulek & Hensley, 2004). 

METHODOLOGY 

The research philosophy adopted in this study is positivism which is an aspect 

under epistemology which solely work on facts and observable social reality in 

order to generate law-like generalizations (Saunders et al. 2009). Thus, research 

based on positivism philosophy is alike with natural scientific research work 

due to its tendency to only involve processing data and facts, testing 
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hypotheses, and reducing phenomena to simplest elements (Dudovskiy, 2016b; 

GuhaThakurta, 2015). Additionally, the research design of this study is a 

descriptive study which seeks to describe various dimensions of Korean BBQ 

buffet restaurants’ brand equity in Malaysia. Moreover, its purpose is also to 

determine the characteristics of the sample population which is associated with 

the Korean BBQ buffet restaurants phenomenon. Due to the large population 

research in this study, a quantitative approach is preferred as it can collect 

systematic numerical data from large number of respondents. Data collected 

will be generalized across the population to construct more in-depth 

understanding on the issue given.  

Figure 2.1 Hypotheses for This Study 

 

 

 

 

 

 

 

 

 

 

Figure 1 hypothetical model 

The sampling technique applied in this study is the non-probability purposive 

sampling whereby the sample was chosen based on the researcher’s subjective 

judgement. The sample criteria of this study was the people who had 

experienced dining in any Korean BBQ buffet restaurants. The respondents of 

this study were adults living in Klang Valley area. Klang Valley (Selangor and 

Wilayah Persekutuan Kuala Lumpur) was selected as research setting due to 

being the most developed area in Malaysia (Department of Statistics Malaysia, 

2017). Moreover, Klang Valley residents also had the highest household 
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expenditure in Malaysia, covering dining out spending as the top four of 

household expenses (Mahidin, 2017b). In general, the respondents involved 

were 18 years old and above. There was no demographic criteria imposed in 

this study. Respondents were deemed qualified to take part in this study if they 

had prior experience of dining in Korean BBQ buffet restaurants. According to 

Raosoft Sample Size Calculator (2004), the minimum of confidence level for 

determining sample size is 90 percent. Therefore, by applying 90 percent 

confidence level, 5 percent margin of error, and 50 percent of response 

distribution, it was recommended to obtain minimum of 271 respondent for 

target sample size. Although, this study had the sample size of three hundred 

fifty (350) respondents to increase result certainty. 

Self-administered survey was chosen as the data collection method of this 

study. Saunders et al. (2009) suggested that survey is the most efficient and 

economical mode for collecting abundant amount of data from a large 

population. Three sections questionnaire was used and they contained thirty-

eight (38) different variables which were used to examine the dimensions of 

brand equity and brand equity influence on repurchase intention in Korean 

BBQ buffet restaurants. The first section of the questionnaire was used to 

determine the brand equity and its dimensions along with repurchase 

intention. Second section was utilized to understand the general behaviour and 

respondents’ experiences of dining in Korean BBQ buffet restaurant. Lastly, the 

third section function was to find the respondents’ demographic information. 

The questionnaire is uniform in format, give only close ended questions, and 

use both nominal and ordinal scale. Furthermore, fifty respondents were 

chosen to participate in the pilot test and the result showed that all variables 

had high reliability. In order to be considered as reliable measurement the 

Cronbach alpha value must be in the range of 0.70-0.95 (Tavakol & Dennick, 

2011). Cronbach alpha of each variable tested were in the range of 0.729 to 0.85. 

Thus, the individual alpha value was relatively high and meet the range 

required. As a result, any alteration for the questionnaire questions was not 

needed since the questionnaire used in this study was proven to have high 

reliability. 

 

Four analysis were performed in data analysis process. These four analysis 

were descriptive statistics, reliability test, correlation coefficient analysis, and 

regression analysis. Descriptive test was operated to review respondents’ 

demographic information. Reliability test was conducted to check internal 
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consistency of the study measurement. Moreover, coefficient analysis was 

performed to discover strength of association or co-occurrence between the 

variables. Lastly, significance of each variables relationship was determine 

through executing regression analysis. These four statistical analysis were 

performed using SPSS version 20. 

 

FINDINGS 

Descriptive Analysis 

 

This study received high response return from its respondents. There were 350 

survey distributed for this study and 302 responses were returned. Therefore, 

this study has the response rate of 86.2 percent. The non-probability purpose 

sampling’s most important criteria were respondents’ dining experience in 

Korean BBQ buffet restaurants. Thus, this study allowed any eligible 

respondents to participate without concerning respondents’ profile. Majority of 

the respondents are female (66 percent). More than half of the respondents are 

Chinese (69.9 percent). The respondents mostly aged between 20-29 years old 

(81.9 percent). In addition, it was discovered that 65.6 percent of the respondent 

only dine one time or less in a month in Korean BBQ buffet. Their dining 

frequency were categorized as seldom or monthly (39 percent) and rarely or 

every 3 months and above (46.1 percent). Also, the respondents were fond of 

Japanese and International Buffet as alternatives to Korean BBQ buffet 

restaurants. Most of the respondents dined in Korean BBQ buffet restaurants 

with their friends and family members. Even though majority of the 

respondents considered dining in Korean BBQ buffet restaurants as casual 

activity, they also often celebrated birthday and special occasions in Korean 

BBQ buffet restaurants as well.  

 

Item Analyses and Scale Reliability 

  

Mean, standard deviation, and Cronbach alpha value were presented in Table 

4.1. Mean is the average score of each variables. Standard deviation was 

described by Garth (2008, p.22) as ‚a set of numbers is a measure of how widely 

values are dispersed from the mean value‛. Moreover, Cronbach alpha helped to 

determine the reliability or internal consistency of measurement. In order to be 

considered as reliable measurement the Cronbach alpha value must be in the 

range of 0.70-0.95 (Tavakol & Dennick, 2011). 
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Correlation between Variables 

 

Strength of linear relationship between variables could be measured by 

Pearson Correlation Coefficient. The coefficient correlation value range from -1 

to +1. Perfect positive correlation is identified with +1 coefficient correlation 

value. The variables’ correlation analysis result are listed in Table 4.2.  Overall, 

the correlation between variables were moderately positive. The value of each 

correlation was range from 0.514 to 0.691. Moreover, the correlation between 

variables were significant as each of the relationship p-value was below the 

significant value of 0.05. The repurchase intention relationship with all of the 

other variables were quite positive as it range from 0.550 to 0.676. The lowest 

positive correlation was between repurchase intention and brand awareness 

and the highest one was between repurchase intention and brand loyalty. 

Additionally, brand equity highest positive correlation was to brand loyalty 

(0.64) and the lowest one was between brand equity and service quality (0.520).  

Table 4.1 Items Analyses and Scale Reliability 

  Mean 
Std. 

Deviation 

Cronbach’s Alpha  

if item deleted 

Cronbach’s 

Alpha 

Brand Association 
    

    
0.838 

BAS1 3.65 0.844 0.723 
 

BAS2 3.61 0.923 0.722 
 

BAS3 3.28 0.906 0.869 
 

     Brand Awareness 
    

    
0.82 

BAW1 3.56 0.942 0.717 
 

BAW2 3.47 1.064 0.729 
 

BAW3 3.62 0.951 0.806 
 

     Food Quality 
    

    
0.852 

FQ1 3.9 0.909 0.805 
 

FQ2 3.48 0.917 0.843 
 

FQ3 3.78 0.872 0.838 
 

FQ4 3.73 0.903 0.819 
 

FQ5 3.73 0.901 0.82 
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FQ6 3.82 0.85 0.837 
 

     Service Quality 
    

    
0.876 

SQ1 3.46 0.984 0.85 
 

SQ2 3.56 0.847 0.845 
 

SQ3 3.41 0.848 0.858 
 

SQ4 3.73 0.883 0.85 
 

SQ5 3.56 0.908 0.846 
 

     Brand Loyalty 
    

    
0.902 

BL1 3.84 0.937 0.894 
 

BL2 3.75 0.862 0.835 
 

BL3 3.78 0.861 0.854 
 

     Brand Equity 
    

    
0.845 

BE1 3.29 0.946 0.772 
 

BE2 3.57 0.879 0.788 
 

BE3 3.43 0.919 0.793 
 

     Repurchase 

Intention     

    
0.881 

RI1 3.75 0.891 0.833 
 

RI2 3.62 0.841 0.83 
 

RI3 3.68 0.863 0.831   
 

Table 4.2 Correlations between Variables 

 

Variables BAS BAW FQ SQ BL BE R

I 

Brand Association (BAS) -       

Brand Awareness (BAW) .514** -      

Food Quality (FQ) .599** .584** -     

Service Quality (SQ) .498** .498** .661** -    

Brand Loyalty (BL) .589** .636** .691** .602** -   

Brand Equity (BE) .522** .530** .574** .520** .604** -  

Repurchase Intention (RI) .551** .550** .641** .583** .676** .660** - 
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**. Correlation is significant at the 0.01 level (2-tailed). 

The Influence of Korean BBQ Buffet Restaurants Brand Equity Dimensions 

on Brand Equity 

Table 4.3 exhibited five hypotheses about the influence of Korean BBQ buffet 

restaurants’ brand equity dimensions on brand equity. The five attributes 

tested were brand association, brand awareness, food quality and service 

quality, and brand loyalty. Based on the multiple linear regression analysis, all 

of the hypotheses were supported. The greatest influence on brand equity was 

originated from brand loyalty (β= 0.243, p < 0.001). Moreover, brand association 

(β= 0.152, p < 0.011) became the second best influencer for brand equity in 

Korean BBQ buffet restaurants.  

Additionally, brand awareness (β= 0.150, p < 0.014) had weaker influence 

compared to brand loyalty and brand association, however the beta coefficient 

value was only slightly lower than brand association. The two dimensions with 

least influence of brand equity were food quality (β= 0.142, p < 0.048) and 

service quality (β= 0.130, p < 0.037). According to the analysis result, all of the 

hypotheses were accepted. All of the five hypotheses were significantly 

correlated, had positive hypotheses direction, and influenced brand equity. The 

strongest influencer of brand equity in Korean BBQ buffet restaurant was 

brand loyalty and service quality was the least influential dimensions. 

Table 4.3 Hypotheses Testing: The Influence of Korean BBQ Buffet 

Restaurants Brand Equity Dimensions on Brand Equity 
 

Paths Hypotheses 

Direction 

Standardized 

Coefficients 

(β) 

P value Supported 

H1: BAS→ BE + .152 .011 Yes 

H2: BAW→ BE + .150 .014 Yes 

H3: FQ→ BE + .142 .048 Yes 

H4: SQ→ BE + .130 .037 Yes 

H5: BL→BE + .243 .001 Yes 
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4.5 The Influence of Brand Equity on Repurchase Intention 

Table 4.4 exhibited brand equity of Korean BBQ buffet restaurants influence on 

repurchase intention. There was only one attribute tested which is brand 

equity. The concept of brand equity was constructed by dimensions, which 

were brand association, brand awareness, food quality, service quality, and 

brand loyalty. Using multiple linear regression analysis, it could be determined 

that hypothesis about brand equity influence on repurchase intention was 

supported. Brand equity was significantly correlated with repurchase intention 

as its p-value was 0.000. Moreover, it had positive hypotheses direction, and 

influenced on repurchase intention (β= 0.660).  

Table 4.4 Hypotheses Testing: The Brand Equity Influence of Korean BBQ 

Buffet Restaurants Repurchase Intention 

 

Paths Hypotheses 

Direction 

Standardized 

Coefficients 

(β) 

P value Supported 

H6: BE→RI  + .660 .000 Yes 
 

DISCUSSION: OVERVIEW OF THE FINDINGS 
 

The conceptual framework had been acknowledged to provide an 

understanding of brand equity influence on repurchase intention in Korean 

BBQ buffet restaurants. Thus, this section would reconfirm the findings of this 

study based on the six research objectives which were previously proposed at 

the beginning of this research. This section will also interpret the statistical 

findings of this research. Suggestion on practical actions that can be done by 

Korean BBQ buffet operators to maximize brand equity dimensions, increase 

brand equity, and ensure customers repurchase intention would also be 

presented.  

RO1: To examine the influence of brand association on brand equity in 

Korean BBQ buffet restaurants.  

  

Brand association influence on brand equity was investigated as the first 

research objective. Generally, based on the multiple regression analysis, brand 

association was determined to have a significant positive influence over brand 

equity. Moreover, exploratory measurement and reliability test confirmed 
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brand association measurement model internal consistency and validity. 

Furthermore, it was established that there was a significant positive correlation 

between brand association and brand equity. The results of this study were 

align with the results of past empirical studies. Brand association had been 

declared by Hilal & Mubarak (2016) to have a significant positive influence in 

Sri Lanka hospitality industry. Additionally, outside hospitality industry, 

Mahfooz (2015) had stated the significant positive influence between brand 

association and brand equity in Saudi Arabia automobile industry. Also, Pather 

(2017) discovered same result on his study on male cosmetic and beauty 

product industry in South Africa. Therefore, based on the discussion above, it 

can be confirmed that brand association was one of the dimensions which 

positively influence brand equity in Korean BBQ buffet restaurants setting. 

Additionally, it is suggested that strong Korean BBQ buffet restaurants brand 

association could lead to stronger customers’ brand equity. 

There are few steps that could be taken to increase Brand Association. First, 

Korean BBQ buffet restaurant operators should ensure the brand to be 

favourable and perceived with positives attitude by customers. Secondly, 

Korean BBQ buffet restaurant operators should expose the brand information 

share it frequently to customers so that it strengthen customers’ association 

toward the brand and its specific meaning. Moreover, brand uniqueness could 

be emphasized to enhance brand’s competitive advantage and distinguish 

selling point compared to competitors. Implementing a more favourable, 

stronger, and more unique brand association will result in the brand to be 

valued higher as customers linked brand identity with unique offering and 

excellent attributes, benefits, and performance delivery. 

RO2: To examine the influence of brand awareness on brand equity in 

Korean BBQ buffet restaurants.  

 

Brand awareness influence on brand equity was investigated as the second 

research objective. Generally, based on the multiple regression analysis, brand 

awareness was determined to have a significant positive influence over brand 

equity. Moreover, exploratory measurement and reliability test confirmed 

brand awareness measurement model internal consistency and validity. 

Furthermore, it was established that there was a significant positive correlation 

between brand awareness and brand equity. The results of this study were 

align with the results of past empirical studies. Pham et al. (2016a; 2016b) 

studies in ethic and fast food restaurants in Vietnam determined that brand 
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awareness had a significant positive influence on brand equity. Likewise, Lu et 

al. (2015) discovered the significant positive influence that brand awareness 

had on brand equity in United States chain restaurants. Additionally, Šerić et 

al. (2016) also confirmed the significant positive influence that brand awareness 

had on brand equity in Croatia hotel industry. Also, Hsu. et al. (2011) found 

that brand awareness positively influenced brand equity in China upscale 

hotel. Therefore, based on the discussion above, it can be confirmed that brand 

awareness was one of the dimensions which positively influence brand equity 

in Korean BBQ buffet restaurants setting. Additionally, it is suggested that 

strong Korean BBQ buffet restaurants brand awareness could lead to stronger 

customers’ brand equity. 

In addition, there are several actions that Korean BBQ buffet operators could 

take to increase brand awareness. Korean BBQ buffet restaurants operators 

could focus on exposing customers to brand logo, tagline, and offers to increase 

brand recognition. Moreover, aspects of Korean BBQ buffet restaurants such as 

food offered and service style should be shared to customers. The aim is to 

assist customers in remembering the brand so that brand name and 

performance could be recognized and recalled by customers easily in different 

settings and conditions. Moreover, more exposure on brand identity could 

cause higher brand familiarity for customers. Thus, by increasing brand 

awareness, Korean BBQ buffet restaurants create brand equity by providing 

sense visibility and familiarity towards brand. As a result, customers to view 

the brand as more credible and better than competitors. 

 

RO3: To examine the influence of food quality on brand equity in Korean 

BBQ buffet restaurants.  

 

Food quality influence on brand equity was investigated as the third research 

objective. Generally, based on the multiple regression analysis, food quality 

was determined to have a significant positive influence over brand equity. 

Moreover, exploratory measurement and reliability test confirmed food quality 

measurement model internal consistency and validity. Furthermore, it was 

established that there was a significant positive correlation between food 

quality and brand equity. The results of this study were align with the results 

of past empirical studies. Jin (2015) study revealed that food quality had a 

significant positive influence on brand equity in United States full-service 

restaurant. In addition, food quality was also found by Namkung & Jang (2011) 
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to be positively influence brand equity in United States mid to upper scale 

restaurants. Also, Khan et al. (2015) discovered the same findings on food 

quality positive influence on brand equity in Pakistan fast food restaurants. 

Therefore, based on the discussion above, it can be confirmed that food quality 

was one of the dimensions which positively influence brand equity in Korean 

BBQ buffet restaurants setting. Additionally, it is suggested that serving high 

quality of food in Korean BBQ buffet restaurants could lead to stronger 

customers’ brand equity.  

 

Since customers determine restaurants quality mostly by the food that they 

offered, the first thing that Korean BBQ buffet restaurants should do to 

improve food quality is to ensure that various aspects of food can meet 

customers’ expectation. Operators of Korean BBQ buffet restaurants should 

serve food which has a presentable appearance, delicious taste, abundance 

variety, good texture, highly nutritious, and tempting aroma. Having a 

consistent food quality is also crucial. When the food quality meets or exceeds 

customers’ expectations, they would feel that Korean BBQ buffet restaurants 

brand is high value and superior compared to competitors. Thus by increasing 

food quality, Korean BBQ buffet restaurants create brand equity. 

RO4: To examine the influence of service quality on brand equity in Korean 

BBQ buffet restaurants. 

 

Service quality influence on brand equity was investigated as the fourth 

research objective. Generally, based on the multiple regression analysis, service 

quality was determined to have a significant positive influence over brand 

equity. Although, service quality was found to be the dimensions with the 

weakest significant positive influence over brand equity among other 

dimensions tested. Moreover, exploratory measurement and reliability test 

confirmed service quality measurement model internal consistency and 

validity. Furthermore, it was established that there was a significant positive 

correlation between service quality and brand equity. The results of this study 

were align with the results of past empirical studies. Signh & Pattanayak (2016) 

study proved that service quality had a significant positive influence over 

brand equity in India fast food restaurants. Service quality was also discovered 

to positively influence brand equity in a study by Hyun (2009) which assessed 

United States chain restaurants. Similarly, the same result was also found in 

Iran fast food restaurants by Majid et al. (2016). Therefore, based on the 
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discussion above, it can be confirmed that service quality was one of the 

dimensions which positively influence brand equity in Korean BBQ buffet 

restaurants setting. Additionally, it is suggested that high quality service 

delivery in Korean BBQ buffet restaurants could lead to stronger customers’ 

brand equity.  
 

Korean BBQ restaurants could satisfy their customers by improving service 

quality which would lead to brand equity. The operators of Korean BBQ buffet 

restaurants should focus on delivering excellent service performance by always 

delivering reliable, prompt, and responsive service along with high confidence 

and competence in order to surpass customers’ expectation. Customers would 

have a positive dining experience and be satisfied with the services offered 

when customers’ expectations are surpassed. Consequently, Korean BBQ buffet 

restaurants’ brands would be valued highly by satisfied customers, creating 

perception of higher brand quality and brand leadership among its 

competitors. 

RO5: To examine the influence of brand loyalty on brand equity in Korean 

BBQ buffet restaurants.  

 

Brand loyalty influence on brand equity was investigated as the fifth research 

objective. Generally, based on the multiple regression analysis, brand loyalty 

was determined to have a significant positive influence over brand equity. In 

fact, brand loyalty was found to be the dimensions with the strongest 

significant positive influence over brand equity among other dimensions 

tested. Moreover, exploratory measurement and reliability test confirmed 

brand loyalty measurement model internal consistency and validity. 

Furthermore, it was established that there was a significant positive correlation 

between brand loyalty and brand equity. The results of this study were align 

with the results of past empirical studies. Tan et al. (2014) study explained that 

brand loyalty had a significant positive influence over brand equity in Malaysia 

fast food restaurants. Similarly, Pham et al. (2016a; 2016b) discovered that 

brand loyalty had a significant positive influence over brand equity in Vietnam 

ethic and fast food restaurants respectively. Same findings were also found by 

Lu et al. (2016) in United States ethnic restaurants and by Šerić et al. (2016) in 

Croatia upscale hotels. Therefore, based on the discussion above, it can be 

confirmed that brand loyalty was one of the dimensions which positively 

influence brand equity in Korean BBQ buffet restaurants setting. Additionally, 
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it is suggested that strong Korean BBQ buffet restaurants brand loyalty could 

lead to stronger customers’ brand equity.  

 

There are several actions that Korean BBQ buffet operators could take to 

increase brand loyalty. The existence of brand loyalty would not be possible 

without the presence of other brand equity dimensions. Therefore, in order to 

increase brand loyalty, Korean BBQ buffet restaurant operators should 

simultaneously enhance their brand awareness, brand association, food quality, 

and service quality. The aim is for Korean BBQ buffet restaurants operators to 

increase brand familiarity and shape customers’ favourable opinion about 

brand quality and superiority. Korean BBQ buffet restaurants operators should 

make the restaurants’ brand more familiar through making brand identity 

highly recognized and associated with positive characteristics and benefits. 

Moreover, food served and service offered to customers must exceed 

customers’ expectation and generate positive dining experience to satisfy them. 

When all of these efforts combine, customers who are familiar and had a 

positive dining experience in Korean BBQ buffet restaurants would be loyal 

and have strong commitment towards the brand. Consequently, customers 

would be willing to spend extra as they have developed favourable memories 

about brand, perceive brand as high in quality, and superior compare to other 

restaurants. Accordingly, by increasing brand loyalty, Korean BBQ buffet 

restaurants could increase brand equity by giving a sense of brand credibility 

and superiority. 

 

RO6: To examine the influence of brand equity on repurchase intention in 

Korean BBQ buffet restaurants. 

 

Brand equity influence on repurchase intention was investigated as the sixth 

research objective. Generally, based on the multiple regression analysis, brand 

equity was determined to have a significant positive influence over repurchase 

intention. Moreover, exploratory measurement and reliability test confirmed 

brand equity measurement model internal consistency and validity. 

Furthermore, it was established that there was a significant positive correlation 

between brand equity and repurchase intention. The results of this study were 

align with the results of past empirical studies. Kim et al. (2008) study in mid-

price hotels in United States determine that brand equity had a significant 

positive influence over repurchase intention. Likewise, Kazemi et al. (2013) 

research found the same result in Iran fast food restaurants. Therefore, based 
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on the discussion above, it can be confirmed that brand equity positively 

influence repurchase intention in Korean BBQ buffet restaurants setting. 

Furthermore, it is suggested that strong Korean BBQ buffet restaurants brand 

equity could lead to stronger customers’ repurchase intention. 

Referring on the discoveries discussed above, Korean BBQ buffet operators 

could take several measures to increase brand equity. The first thing that 

Korean BBQ buffet restaurants operators could do to increase brand equity is to 

focus on improving the five brand equity dimensions. The operators should 

strive to reach high brand awareness which makes a brand to be more 

recognizable and likable by customers. Hence it creates a bigger market share 

that can influence customers repurchase intention through brand familiarity. 

Furthermore, it should provoke customers’ repurchase intention by provoking 

it with positive brand association. High brand association creates a chain of 

connection through defining brand image, identity, and distinct value in 

customers’ mind. Moreover, operators should try to generate positive 

customers’ perceived quality on food and services offered. Customers who are 

satisfied with quality offered would have high perceived quality over brand 

which would create willingness to pay premium and revisit the same 

restaurants. Lastly, the operators of Korean BBQ buffet restaurants should 

enhance brand loyalty by minimizing purchasing risks. Loyal customers are 

less sensitive about price, less prone to switching to brand’s competitors, and 

have higher repurchase intention. Thus, by increasing brand equity, Korean 

BBQ buffet restaurants could increase repurchase intention by enhancing the 

five brand equity dimensions. All five dimensions improvement could create 

better customers’ perception over brand quality and value. In summary, 

operators of Korean BBQ buffet restaurants could increase repurchase intention 

through simultaneously improving all five brand equity dimensions as they 

could make brand quality and value highly perceived by customers. 

LIMITATIONS OF THE STUDY 

There are several limitations discovered even though the study has successfully 

meet the proposed research objectives. The implementation of the self-

administered survey as the data collection tool become the first study 

limitation. Even though self-administered surveys is efficient for fast data 

collection process, the implementation of self-administered survey brought 

some downsides. The researcher could not control the response rate. Moreover, 

the process of data collection is hard to be monitored by the researcher. The 
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questionnaire might often be ignored by respondents or returned with 

inaccurate results. Consequently, some responses need to be discarded due to 

minimum variation and inconsistent answer which showed that respondents 

did not fully understood the given instruction. Moreover, in order to increase 

reliability, validity, and confidence level, a bigger number of questionnaire 

must be circulated even after surpassing the sample size. Self-administered 

survey is also prone to have risk on data honesty. Respondents could provide 

random answers and fail to express their original evaluation of Korean BBQ 

buffet restaurants due to the lack of understanding of the research 

questions.Additionally, since this study research on respondents who have 

dined in Korean BBQ buffet restaurants, there was under representation on 

some of the respondents’ ethnicity and age group. Even though Malaysia has 

three major ethnicity (Malay, Chinese, and Indian), most of the respondents 

had Chinese ethnicity. It is suspected that religion became the main reason of 

why certain ethnic group avoid dining at Korean BBQ buffet restaurants which 

popularly serve pork and beef. Similarly, there was over representation of 

respondents from 20-29 age group. Hence, the result might over represent the 

behaviour of Chinese respondents instead of behaviour from Malaysian 

respondents as a whole. Also, the result might also over represent the 

behaviour of young population and not respondents from all age group. 

According to those judgement, this research was unable to gain an overall 

understanding of the research topic from respondents with diverse ethnicity 

backgrounds and age group.  

Lastly, this study only focuses on brand equity dimensions and brand equity 

influence over behavioural intention in Korean BBQ buffet restaurants. The 

researcher is convinced that a more in depth evaluation on brand equity could 

be implemented to gain more understanding on its influence over customers’ 

intentional behaviour. Also, other dimensions of brand equity could be 

incorporated to improve this study. Furthermore, a more comprehensive model 

could be proposed as the framework of the study. In short, there are still many 

opportunities to study this topic more extensively in the future, including 

applying it as a longitudinal study to really observe the antecedents and 

consequence of brand equity in long period of time. 

CONCLUSION & RECOMMENDATION 

In conclusion, five dimensions of brand equity (brand association, brand 

awareness, food quality, service quality, and brand loyalty) had a significant 
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positive influence on brand equity in Malaysian based Korean BBQ buffet 

restaurants. In addition, brand equity was also proven to have a significant 

positive influence on repurchase intention. Furthermore, the strongest 

influencer of brand equity in Korean BBQ buffet restaurant was brand loyalty. 

Conversely, service quality was the least influential dimensions for brand 

equity. 

 Brand association had positive influence on brand equity when it creates brand 

identity which perceived by customers to have unique offering, excellent 

attributes, benefits, and performance delivery. In order to do so, brand needs to 

emphasize its favourable attributes, strong presence, and unique competitive 

advantage.  Moreover, higher brand equity in Korean BBQ buffet restaurants 

could be achieved by having higher brand awareness. Often exposure to brand 

identity (logo, tagline, etc.) and performance (food and services) made 

customers able to easily recognize and recall brand in different circumstances. 

Providing sense of familiarity and visibility towards brand is crucial to reduce 

purchase risk. As a result, customers viewed the brand as more credible and 

superior than competitors. 

Stronger food quality also led to stronger brand equity. Eating out is a hedonist 

experience. Food is the benchmark on ones’ experience and judgement on 

eating establishment. Serving food which meet or exceed customers’ 

expectations resulted in customers’ satisfaction and positive judgement on 

Korean BBQ buffet restaurants’ brand value. In addition, service quality was 

also proven to positively influence brand equity. However, service quality was 

the least influential dimensions for brand equity. Focusing on improving 

service performance which lead to customers’ pleasant dining experience and 

exceeding customers’ expectation would result in brand to be perceived as 

having higher quality and brand value. Also, brand loyalty was the dimension 

that had strongest positive influence on brand equity in Korean BBQ buffet 

restaurants. Since the existence of brand loyalty would not be possible without 

the other brand equity dimensions, in order to enhance brand loyalty Korean 

BBQ buffet restaurants need to concurrently increase brand association, brand 

awareness, food quality, and service quality. Strong brand association and 

brand awareness created familiarity and excellent food and service quality 

created satisfaction. Therefore, when all of these efforts combine, the customers 

would have strong commitment, valued brand highly, and paid premium price 

as they have developed favourable memories about brand, perceive brand as 

high in quality, and superior compare to other restaurants. Lastly, brand equity 



Qualitative and Quantitative Research Review, Vol 3, Issue 1, 2018 
ISSN No: 2462-1978  

eISSNNo: 2462-2117 
 

199 
 

had significant positive influence on repurchase intention. Loyal customers 

would stay faithful towards the brand that they perceived to be credible, 

familiar, and have superior value, even though they were required to pay 

premium price or presented with other alternatives. Thus, when Korean BBQ 

buffet restaurants wanted their customers to have repurchase intention, they 

need to ensure that all five dimensions of brand equity were simultaneously 

improved. 

The current study has provided clear insight on the Korean BBQ buffet 

restaurants’ brand equity dimensions and their influence over brand equity. 

Likewise, it has also provided understanding on brand equity influence on 

repurchase intention. Post acknowledging several limitations in this study, 

there are few suggestions which could be proposed for future studies. First, it is 

advised for future research to conduct data collection with a more accurate and 

clear sampling method to obtain more genuine answers from respondents. 

Focus groups could be a good source to obtain a more in depth review of 

respondents’ perception and behavioural intention. Moreover, face to face 

interview is seen as an effective solution to have a more precise respondents’ 

responses as direct communication could make questions clarification simpler. 

Self-administered survey was proven to be less accommodating to some 

respondents as they had trouble in understanding questionnaire questions and 

ranking their experience according to the five point Likert Scale. Thus, the 

implementation of focus group and face to face interview data collection could 

help future researcher to gain more comprehensive results from respondents. 

In addition, they are also useful to resolve issues of invalid responses due to 

respondents’ misunderstanding of questionnaires questions.  

Next, future studies should generate a more objective and representative result 

on overall population. More diverse respondents could be generated when 

researchers have larger pool of respondents to generate equal representation 

result in terms of ethnicity and age group. The future researchers could also 

expand this study by examining the reasons of those who have not dined at 

Korean BBQ buffet restaurants. It need to be followed by the identification of 

effective measures that could be taken by Korean BBQ buffet restaurants to 

generate purchase and repurchase intention from new customers with diverse 

religion and ethnicity backgrounds.  

Finally, it is suggested that future research develops a more comprehensive 

framework to investigate the influence of brand equity dimensions on brand 
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equity and the influence of brand equity on repurchase intention. Several other 

brand equity dimensions could be incorporated in the future research. For 

example, performance, value, trustworthiness, social image, and commitment 

can also be examined as these dimensions are also crucial in the current 

research context yet hardly reviewed by academicians. Furthermore, since this 

study only focuses on Korean BBQ buffet restaurants, future researchers could 

review other types of buffet restaurants such as Ramadhan buffet which has 

become an integral part in Malaysian society or other ethnic buffet restaurants. 

At last, it is recommended to create similar research as a longitudinal study. 
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