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fraol mel BAE QA9 AZd FHo] BT o A
AAEA, 28 BAE ojux|7} BHAE gHEo HAs 2d
< HA=A Sl W FFEAY A=EZ Axed g
(exploratory research)® A A5tz 3.
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BAE Jid, B otoldE[E], BEHE ZXMY, SE
HTEEY




H1Z ME

H1E 2x < 7|

Keller(1993)o] 9J3tH, ®& z4ko] HElE(brand)E EE3 T T2 2
ZRT O Holgds ousts, = FHsH fAEIL S9H o R HrlE=
B 2]

e
oy
il
tlo
N
k]
30
v
2
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v
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1o
N
o,
ok
)
2

lo N o

alll

FozA HAiske &
Al A dE
A& o 2nlAE 222

= Hsof 9wz

BATE =2 71 A(premium price)

& AHY 5 UEF A%H 7199 wolde] FestA Hu el zdy
As 2

23 ou|E AYA i 1997).
A&7 o] F g=7IPE°]l FWIIHES M&ASHAA BHE 7HAE ¥
7hsha Qs Fel TIAI AN FuAE AN HAT ko] 71X

v m) AT dEHoR HHESS HAAGY HFA AR



SlgslHA BEle grog 2979 AL
W ARSA(TA)S AFEEA 6609 €
AR AE oln] 1980t THE] HAE JHXE FHo R I =
o], 1988\ d I YR 2= (Phillip Morris)Ab= vl=¢] §8E FAF AR 2
A ZE (Kraft) AHE 5 7HA 9] 6ul7F d= 1309 Zeledl migstaa 714
o] ojd HAZE Fu), PSS #=x3 vl YrH(Aaker 1991).
St H2Y293 A= 2 BUHE FolA JHAVF 7P =& BYEs
=}

2 37269649 2B ﬁzgaaau} )% F BACSE Y Ee 7}
AE QAL BASE 34510 HAH 3.1 Fe)olthd AL &)
77, M EA, Fois %%’:011/\1 AEAQ X8 AAsL glow,
A FRAFOE BASH] P 4FHD Ak oldF BAE 7}
Aol e FHe THAAE I 54 mdo] Ase] 1 At WE
93 Qe AAelthd

A2 2ANAE AR FUE BT G| AurHHT} 2
2 3809 (e 1791 D)ol B RO PAH/E Yok oled 2
Fe BAE AXE /1Y vIRe FA% 82 Q45T A4 FA
A3HQ wARE AAF AR Bl

oJ¥E HAS Abrand equity)e /1Y NN E ARHE WS FLF
A2 BA6 wAY % AFUANH BEY A2 Fad Y B
gAE7t H1 Yok

Al AGEES Q1A oZJ%X]?Jr 7] A 5 287 dele

2909 d& AFd v oz Bds groRs T 3wt e 2979 A AFEn, v
AYEAE ZAEA7]Y A-A] BA=el ‘ZAES 3 AA] FufdS 8159 AT E)o] 7
d 7F duiEiEA 2AERR: BAD Fow 6609 9S AFSIIth(ilYgAl, 1998914
2000210)

) M AAFEA mEYA9AE JIHEAE oFs) A Bl el 9] 100 71
:’i']‘j‘fj/}(6964°4 2e), nlo]ARAZE (64099 Ee), IBM(G11.9% ©¥), GE(413.1% &), o=
(30869 €8]), =7]oK299.79] €¥), Y=U(20269 ), WEYT (26382 ©), T Z(2415%
ge) g mEAE22101Y E8)E A48 tHBusinessWeek, The Best Global Brands,
August 5, 2002).

3) ol M) RAl= 2k 24L& 19979 F7471 84 DBI(Diamond Brand Index), 199813 =7+ 7
o 4] K-BEAM(Korea Brand Equity Assessment Methodology), 28] 1999 #=5&H3|AA
go 4] K-BPI(Korea-Brand Power Index) -] lth

) AR A7 )E AR SR S AR et BallsTbA] 2ARY AR
é%A#EHOH/H jEE ‘EQUITY MAP I’ 93] 245 ekt 2002).



wetA g B ETE ARAFE AboldlA B dE A Qal, AT 593
A IAHIAS FrRa o, HAWE ] Foof FFS wH|7]
v F3& A4Hintangible asset) &2 HF 3ok e FHAE JTH(Aaker

1991).

Q1A (brand awareness), H#:E= AX(brand associations), A|ZH =2
(perceived quality)Z #AFo] At Keller 1993; Cobb-Walgren, Ruble,
and Donthu 1995).

o] Ak BAL oldfistA Esta Aok

o =
R =
L399 A (operational effectiveness)S F1-3}
A N

("
2~
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i3 H
2o =3 7o A" ArUAeld Bl o) B A-Hil =3t
ol



T EFsta O FAAJ] #AE AFSA et e 7S BA
ge Aoz HAZIL

ol g ApUoA ARIAE 7IFe AHE T B o LWAS HA=IE
o #AE GA 7IYgo] &HIA A BRES] THXE FY =3
7F okt aMlAet BT FaAkg st dAl dee & T A
Al - 4% 2000),

< Z2H|A-BEHE B (consumer-brand relationship)e AHIA7F H#l=
& A, FHista, AR B B@se A Ao A #AE de=

2 2HAe BV 553 GAREA B Ok AH| R HEY A
HZL| T3k BRlE Bl Afo]o] Fawe ’2}3;(‘%0]3}31 & = Stk oY
g BIlEel Anzkete] A= VEY BESA
v} A 8 (mass marketing)oll A A A 3ho] x4 Q) %74]% e A8 AE =
BA v} A 8 (relationship marketing) &2 ©|3E o] 7}= A BALS o] Qo] wj

o

23 FAdelE T8t o] Zokoll the A= A3 ATAHI

(Webster 1992).
Aaker(1997)= BHE #AAY 55 BIAE A Fo3 GA=E AT
st volrh Bale olo]dlE E(BI : Brand Identity)®] A2
21& BA S Abskar ATk
AR A A Y] FAT 7Y v BHAHES] FsAgo] S48 A AAE
T Atk 7ol BAES T 4niAte 2 AuE 2 st v
A

2
e 2 o 47414 oz s
A

a7 2002).
o ol® A7} BAHEs O W} HAs A

JEiEE o
4e THHT Y BAS X, AZE FY, BAS o)X Fo| HU=
HEs Bas 2hed MAE 9%l BB F Ak 53 od tIP
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Spata, oh 1—5— noh golalAl 4nA-HAE BAFIRZ HAS A
o %Y 5 9L Aol

H2E A+ =55

ZHA-BAE BAE BAS oA} A4, HAS i%ﬂﬂ A e A
=oHo] gtk o]E AP &MAe HASee] BAE B3 HAS A
Ao @Ml olmz FZEo FAIAL o]E HE A F2 TgERYSH,

oldd HIE olm|R&= BT tig &LH|AY HEE B9 B AHAke}

Bl eto] AAE FAHE AWstA= Xetal 3

=, ARzt B e fAlE ©ed] AMATE BalEo] it AHl
of T3kl A Fuldt= A o] FoE, AM|AVE BT A48 B3ty
npx] AZEAS] AAAY Y KoM IPAth= Aol old omjoA B
A #AAe BHE AES =gFeE Azl AeE B 4 Ut
(Blackston 1992).

T3 BAE #AE SAE 5 Ae

A elgolx X Rt

50| Jidto] Hod FdAR]
At AolA ARG B EeA
FAY SN BE EAHES =W Ak olAF AV HZY vHA
g Aaet s 253} = ETsta &vAlE FdgelA 2FA
A7 FHHA e AL AR MEH A ddel AdAAe] oA
3] GAl= dob 7] wjEol vz 1999).

Fournier(1998)= AH|A-BAE AA S BT I} LH|Ae 52¢ FJE
HEA A8sts dAEA AZddA A8ttt O &R[A-H
A2 AdolA BT FIYE JMIA =%, ARIH A, Aopd dAF,
AP, a9 Bl BEY F4 59 dAFIES BRI
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v B FA O J]Ee A= o F A (interpersonal
relationship)®] & NA #A S FEFH} SAES EZSFAAT o|F 2HIA-
Ble #Ae W3 Ao HFH A&

(Fournier 1998). T-A] waf SS9 AAME A tolzte] A3 HA o 2
g FAH deHEeE AT7E F Jde B FAHJA Ho] o]FoA I
At F AHA-BHAE FA= GFAGAA Ty AAxHA ¥4
HAl A vigtE = Zo] BEE Zlo|th

HI e BAS ke mAo] I HASES ojn] &1 9y, I HAT
s A fFelsta, AEeta, 553 orAE 71 &Ko ztu S o IA
Hoha oh(Keller 1993).
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H1d H[X-EHsi= Ao ek A7

1. SH[A-EHE b Aol uid

—

lok

(1) &H|A-E = 2 2t

Fl”-

&

rH1

IEEE

=
=

Aoz LHAEE AF AA drRos 28R 7HAAL e Aot

olwjx|e} 54 HIE=7E 7HAAL Qe HAE ofm| x| ofste H gl

A ") o]y o|H| A= FAJolA Zo] Uriyt HA= A A

FEFE vAA "ot BAE o]u A (brand image)= L EL wHAR A
(i

doz 2l 5ol gt (Gardner and Levy 1955). dubz oz Bl
ol A= BHA=l FF EAo] &nAY QIXF xR EEIIEE =
b F4& 7 Jon Xﬂ% E87 EAo Ay B oyt AHA &

Aol S olsfisteiH Ao} oW A&k e AH|A 5

o] AAE Yolol FH(Kapferer 1997). 18] o2 A FAH

ZeHARe] Folu Bl 2E, Yolrh FufdlFol] g
olslist= Alo] wi-¢- F a3ttt

MA ] B o2 IA An S BT BHA o=

ey
© n

¢

o
=y
A
A
_‘—r’
oo
é

of
o
tlo
o
lz
o
I

A
m{m
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A gt ATE XA AL BAA ulA ® (relationship marketing)2] &
= oo il

gt & & ok ol AT 55S IYOoE YEY

EEEEEER EEE II‘AI—}
-

- gEE x|
. B By F¥Ql - JzAd 54
- HYE 0|0jY
« HYE BT
- oHE ZEE

WA 2uA-BAS BA BAH AFS] o3 o|BHoT FEstu
Stk HAE A FHLAEY BHE ATE ohg AN AEsuA @

(2) Xtot ojo|x|et EHE o|o|X[of tigt Z|EAT

— =

1) 7o} o]u] A9} HAE ofu]x

Aol olul A F2 A2l Bobol A Aol gou), Aol sulxa
SRopE HEH T Aok 2ol AFAETHH glolAe] Ao} o]
o) @@, Ao} olmlAe} BAL oluxsle] BHAA Fol i ATl L]
A A7) A B@ oluAE AL ATk @k ol @ Aol ofw A7}
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BAsd gk A 2 AF AdEA FHAQ] FrpIEerAY dE 7
e AS Wi AT S, ARAkE ALY Aot o AE wrdd & =
el A4S 7AW, O tiate] Wrgste Aol Ao ojm A gt A X|sH=
ko 2 53 A HH(Sirgy and Dances 1981). & Ao} olm| A& ALHE
o] ZA4le] owg AAAH EAFS Awloew F#, AR e 58 ol o

sto] 7hA= a3 =Aolgta & & Qth

AZto] EdUES A7 Ao dFE AXv= HAE o] 2 HE
B A71=o] gtk €H™o] William Jamess & 207+ A7) (self)= 17}
‘U Aol BE o Ae AEY FHolTt A W ATdl= AR
8 AFte A 2, H, BEA T O AEe] x3¢E b
Atde] od oujE AYEsAE oldst=t o] A
TeEol EAUYS ¢8 Ao dRE A= 7/4\0]‘3}(308"‘\_], A%
2000).

T AHR JiRIEC] JHA I e AEA Aol(actual self)$F o] FA A

ok(ideal self)E & UYeWF= BAE, S LH|A Apopet B ES o] FHA
o] A1 5% 2MAE 1 BIES AE5dnta Fh(Malhotra 1988)
o2 HA;E= oln A (brand image)= YP|E XY ZF23H AA
oty &=t oy S Heol otdeEl, I AAEY | 9
FEE2 2A35tE AAA o|th(Aaker 1991). Keller(1998)+
2l(brand knowledge) X}ollA HaEE on|x & /I oz Fx
stetgiet], BAE ojnxs Bt A4 F¥FH} 345, Ax 9 554
TOoE TR HAF #d £A49 UE BAE AHS Aduddth B
A oA = BHIAE JRPET ofyel &MATE BRlEd dis dAdstks
&4 e A3E Z3HSTHPlummer 1985).

wetA BRE ojmA|gk An[A7E T BHillto] tia] FAsta s 49
9] A3 A4S YuEr|E gt AMA= Aeld #E 4 (representation)
EE t& BiEs i3 E o] Fujdse <A

E olm A= &nA

7F AE Foll, vhe &HAE Fel, Bv L BllEd g i 73?'%.%

|

23
Jzi

Ao
o e
)
m?L

=

(EST
[ Y
S

s

rr
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A Bz Ayt ddtEol Yehus Zlolth A Hlls o]uA
w9 BAsln] A, =4, Base] old Alexl, a8l Agy e

2 AJYEZ 745 AdH(Foxall & Goldsmith 1994).

2 1

Graeff(1996)= Ao} olm|A & AzZtsj A st FX vlAIRA Slol|A #}Al
o] zo} oju]z] 9} YA (congruency)sH= o|HAE 71X BA=E FAHZ
2 Frista Joe A AFTEAT =23 AFAFLY stolvlzl W9}
oA gte B S o] &3t HAME ow|A e} zpol ojmx| o] AX]gol #
g ATE AU MR Ao} olmz|e} BT ojm A7t XS
B g e B Fujo|=rt Hue AE ’éfo}‘?\iq(Graeff 1997).

Fournier(1998)= B =7} & 7i<lo] A7 & FAY
A= A she AFEHN 2 dUTS *o”é]f?}% THAER g
skal %% Ho 3otk o8t AF AAs AH|xe} HAzele] #A, ¢
Yoyl Bz O dAz, & 2dE dANETES HAs FYA

of

A=TE 7R s 2
gk A5t 7INks AlFsk I Aots Aol U:}% 2Ry sl Z}OP
71 #18 =¥3dt= Afol(strive to be :
ideal self), Fo]oFqt 3= X]'O}(ought self)E o] Fa 3l o} AXA
(self-congruency)®| 3ol W& thAstd AotE whgstaal st
o]g3 B dA|7to] FoldfE HIAL x| HA;ME A 9 Hals=
F2LHE ot A#AFog BHAE Aol FolAA HY. F BAE A4k
o 7MA7} & BIRELFHE 3 HAME=S] A7 B wig3
AAA = &R Aol g £o® WIE ¢ e o B2 UWES
A & AA FHGladden, Milne, and Sutton 1998; Keller 1993).
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Ao ZHoA o Zolegtd, Bl
Btk B AFolM HAs A anATL FES
AA Apoht o] FA Aot e Aole] A ZFHe i W=7t

=
Sl itk (Aaker 1997). EZ BAl= S AR ARG oW A LA

<

=

A= AP AoAdst W AR
A=
o

oaf RrEojA= BAME oju|A 9 3 WFo|w, AFH AvE £A4
Zl A A8H 7E
®28A 7% <S Ass EH(Keller 1993).
Aaker(19) & HUWE 24k @ 242 HAS o|ux gl HAE /A4S
AAAFOoH, BAE /IS BAES #A-Este] LAt )= I &
qo 2 Aot th(Aaker 1996). Graeff(1996)= H
2 dAAE #FHEAA BA= TS dAFSAT Keller(1993),
Kepferer(1997) 52 BAHE M-S AFUACIA B PN i st=
e Ade Fe hed Bl AFH

I

& AF3 F= wdd] BA= AP FH T

Ir

= o
o o
o)
o, -1)@
D Iz
o
o ]
% -
By =
Oﬁ [}
tlo
BN
fr
(0]
5 i,
I rlr
o ox
bt 4o
rO
()
o
A
o
Am
i
[o
T
=
n
K3
e

ol
-

fmrr

i)

MLl FAo FEFe vX= 84E B, AREA om A, AFQ
d#AA Fo] AtH(Aaker, Batra, and Mayers 1992). A, ®d T o B
E ARt Bdo] A Qv ML WEHQ] FaE T B
B2 At JdE Bdo] g B M-S AAske=
3

EA, AbgAtelu Aol Fast BASE A8A £

’

4
£

il
:

= b
£
(r

ofy
z fo
o

=

bt

5) dIE 50, A&(Guess) HukAlE MEE L AASHARE ARALY HPAA = dut wbde] AREet)
(Calvin Klein) guHA= Auatal Aldsm, Feyel o] 5o 9l 2 2tk
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= N &del 2AHd 5 Ak AA, Aftasen g e,
S =y

AFY, BASEG B4, QMG Ay, dolobs, BAA 5

AN AMET dHAo] lojoF gk

SHH ABAFEY] 1AS WHYste BHAE g UE 23S Au Ry
A3 A=(Aaker 1997)= 71EH o2 A 4A& SAHst= A8ty A
2L =YY en, Bae JJAHL BaAlE olu A (brand image)e] 3+
o

AgEHE EHQ Qo

— =2
Bad AFRA, 4, VLF —w% segkrhal @oh(R A 2000).

= ‘\\3

S

=

m

=

= r%

©

o)

3

[‘l[‘ :.:,
0.|..
1o
2
e

9 AAde FHHHOH, o7l 2719 AY FEo] AEEHAT
oY HAS Y AU FolA AT FUAAY, 58 AU AR
WA 2L WS Aol s AAFS} FAG AL 2

AH(Aaker 1997).

BAHE el thg gl dFE Aol oA eke] #HH Lo
A= BAE /AL JE 845 AT o]an(1993)e] dTE IFE
Hol o]22] teke AF7E ol FAHAT. A F(1998)= Aaker(1997)]
d AEE HROE U olFFAl AHlx BIAES JhAEH o
Mol BAE A4ka Z]]jelu| Ao oju gt FFS H x| =A] o

dFE
s, 4 Bie EE Arige] Jide FEsta &nAE
]_

m
[

z
) :u:',
[

e B 2
(EN U AU AU SO
o 2
4
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X
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BAE AAARAE oy Axste] Az I8, A4, a8 A
47H9l BAE Rl s dAas AT
<E o-1> HElE Mo XD 5F e
WA At Stel FM xtel =X =
AR & ol A H| & 2l (down-to—earth),
e b= X| & ol (family-oriented),
(Down-to-earth) =2 2(small-town)
_ ZSEShl, A A SHsi
MAIA X =| 5HHonest) A3l O(hor(];s;:), (sincere),
(Sincerity) Eyp—
=== 7{ X S} =P ¥sKe]l
(Wholesome) 71 M sHwholesome), (original)
" 2| & skcheerful), ZHAHA 2l (sentimental),
3} £t 5HCheerful) & 2 3+ friendly)
= ) i ek sHdaring), =& 2l(trendy),
CH EtSt ’
= eHDaring) AlLb=(exciting)
A 27| ZHspiri st
7| 2H(Spiited) mg'(yéﬁﬁg'fed)’ HHeticool)
0|27l g e
(Excitement) dasol dario] S 2kimaginative),
Z £ sHimaginative) = = gHunique)
| Al Al 9| z| &1 Al 2| (up-to-date),
R =2/ 9l (independent)
= H T )
(Up-to-date) &4 o & 2l (contemporary)
2ySF e 2 S & SH(reliable), =™ $Hhard working),
(Reliable) ot™ $Hsecure)
. ol HExel i
=3 X A (Intelligent) I:I-;'(.” o| Eg?pl)“c?ri?é))y {technical),
(Competence) =
A=A 2l(successful),
A = (Successful) 2|H A A+=(leader),
ApAlZE A =(confident)
NPT, 2% 5 2| (upper class),
(Uoper class) st24 $Hglamorous),
MEd= PP Z4 Zl(good looking)
(Sophistication) o242 x| (charming),
o} 2 (Charming) 0 M X 2l(feminine),
£ =8 2(smooth)
) ofelofl et ofelofl & BtsHoutdoorsy),
el (Outdoorsy) =HA & ol(masculine), M2 Z 2|(western)
(Ruggedness) N B :
74 & (Tough) 7 Zl(tough), 22l $EHrugged)

A2 @ Aaker, Jennifer L.(1997),

Marketing Research, 34(3), p.354.
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Aaker(1997)= &HIA-BIAE #A FFS pA= &<l s AA=

>
o
A
o
e
N
Jo
ofl
flo
et
:?é
rlr
=
o,
<)
@
g
5
=N
g
o
il
=
s
W
I
z
)
[

£ oRIgtsA AHRE dAFola, & 5‘?‘/}% Mzt G Ze Z}OP
Wi AR AmRE AFo|tiDobni & Zinkhan 1990). 3 ®A AT
2 gk Aaker(1997)9] A= AElste] A o] E(trait theory)6)
S ZARZ ATE Hrtste EA Lo]E o] fEA BASE FHriste] B
o M AEE AVEE AFE stdeH, 7 A A7 UIEFs jYs
Graeff(1996)9] A7++& 5\_3174}9] 7ot ojmx e} BAE NAPILY HT ZHE
< AVEe AFAet &HRe] Aot ojuA|e} BAE o] AT
B g A B=rt YEbd T S
E3 Aaker(1999)= B9 ATE 44
e WA= Qe AopidE Bt BAEo Aol @A TS AT
st & BT tig &R BlEE T tide] vzt ik Aotxd
oly} FAA HYs AFse M8 5

S
ox il [0 oXx oX

gk pofR oW Abghe] JAL HlwA A&Ho|al YA Qe WL
trait)o] QUi HiE oo &0101%013}1‘: sh=d), 2 =
Aol B glolth HZde 2 5k giREY] 5401850 AN AdES
o7 FoFg 4 gQlth= 5294 E’%*(Big five approach : €&/ N, 44, 44
42, A4d)e] de] wolgoiA 1 gith

pal

ot J}
rlo ﬁ
[ j_

ﬂJE

My fu
IR

O A
o 2 -

ol
2



el wEt B2A FFsta, AS A G AA o ke vton
Ao} & & (self-presentation) o] e S5 7IAEZ AolE: W3 7153
(malleable self) 7402 BT}

A= BT NP ZA BA=oe] apsiel 4H|Ae] Ao ojmAF
BEY F Ae =771 H AL vHAE S SKollA AEA Y {FE&3
2 A EH A7 2000).

olglgt BAE /Aol BRE FIA AAHES AA BA= = o=
ZI7MA Y JIGBAE AHEH <a9d 2-2>¢ 2o A4 (sincerity) %

") A A excitement)©] BEAHE F YA (brand identification)ol] T3 &< & 3l

T olof

Mo

< PA3, BRE FYA = HAE 2EEHY Fo3 sAHE FFS vA=
Aoz Yetth(o]FA4, gH4lot 2002).
<32 2-2> BEAlE JM-BEHE SUA-HHE X 2H
Brand | Brand Brand I
Personality Identification Equity
A= ol 7A, 2HMob(2002), “EME HAUZ|E-HHME FAA-EHE X}t
& 2% 0| X2t d|0|EXtZE Xtolof| CHEF EHAMA o7 Of|
g, 17(3), p.11.
EF HAE ML auAESe] AR Fe pHAY HAsste] L
el FHET AR HHOoEE IATHLIY HAuABIA, AF EF
A 5e 55 z o2E A
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=
>
>
ox
o~
o
o
}o{l
Y
oo

< 53 #AA7 A== Aot (Blackston 1993).
webA] HBREBAAE A0 &7 FHEAA AHEA <aY 2-3>3

<2l 2-3> Ad|XjztA e HElE J|A

ggic 0|OIXI AHIX &
AHIX 018

=E1=

OFOIHIEIE]

A& : Heylen, Paul J., Barbara Dawson, and Peter Sampson(1995), "An
Implicit Model of Consumer Behaviour,” Journal of the Market
Research Society, 37(1).

(4) ZADAE ] S24 HF

AR oA HANE FE AP (transaction) 412 vHAIE T o] A
+ otut= A (relationship) T4 Y wHAIRelZaL sfjof & Zolth oA
2o BA VA E (relationship marketing)olgteE ¢S 2AF HE +£ &=
< FAAE & 5 Aok
BAvAR g A FolAe =9= 1990d  ml=wAIR S
(American Marketing Association) ZAH @204 AFG A2 Fuj 2} o
2} #A (buyer-seller relationship)oll #3+ A7} R HA EASIE 7] A

i

¢
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1

Zhsk it Kotler(1994)= @& 3o] wkE7 57t SHA AA AR =
Aojsta I w40 Aes vHAE vESIdgE V1Y FY AkS T
st Zlolgtal st &, dAARY Addes 2 dAE FAdst
Zold, old we} 4 A= AdE FAwEA s Aot
A 23], 71gde ARS aAd a4 A ¢1 FTFA, AR £
A, 2, FARE Gty olEHe FEoIUY S
9] o]ofS FFI|RTE= ol FFH ol 3] #AE I Fo
22X FEF9 oldH A &R SFE US UEAYE #dAARS
AMNstedof @tk Aoty IHERE AARAREL 1A AAE o] EFAY
3, fAst, EAAIE 3ozt & 4 Y Christopher, Payne, and
Ballantyne 1991).

el #AAvAE e BA3 e 3 Aflel tigh Aot & 1
Ae TFo & AFozAT ol A uAer tFH AHAE U
A OEA, fobst e Qg 10 R stog S¥sital =7A &
= ZAo|th.(Berry and Gresham 1986).

ole}  Ho] HAWAHLE F=  FuiAe}l Fuja BA (buyer-seller
relationship) & T4 &2 W8] kAR JdFAA= 7|H4H 7149 F22&
HA3S FAAECZ HEr|E IHDwyer, Schurr, and Oh 1987;
Hallen, Johanson, and Seyed-Mohamed 1991). 3+ U£9(1992)2 wlA =
Aol AR AL AE Folx] AZAATIEH 2AS T BARARES
AACHEM AR Z T3 = 3Tt
Webster(1992)& 4B AFe}e] Bk 71X Q&
AHEAR ] Ao m AT of BIIga FAZG. S A6 7149
SALAA O Bty ASHo g Fojd of, o U Ida ¢ 7R s A

Ll

O

rr Ay

il

ry
B
rir
B
k3
>
N
N
2
o
o

7} amAe} wAE BT 5 e Aot old BAEL AE, A,
g, HE, 99, 221 BAE Sof o5 Aol ool o A
%8 B3 @A 20| kopdss 2vAt WA o EQ84 Hu 29
Bl olxAl B

5
T
e
r 4
B
=
=
)

o,
o
o
o,
o
o|\
N
=
ol
L

= o2 A= AulzviAE el
sas el wet H‘ﬂiﬁélol FEE, SAs 714 AAA ol il
x

Q140 F7hsta, AAE el A ool thd 4ol Frhsa, A
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uto 2 A B 7)< (Information Technology)?] oA wj&Eolth(Berry 1995).

weta 714 Y o] ANARS Bt AlFa AR B
oo grh. ZF 719 &nlAe &9 7|3 E oSt whgEtE H H
O AEL E&5A WS ol &stHA ARAe OS5 ou] Qe AAE T
%3k Aotk (Fournier, Dobscha, and Mick 1998).

T3 AT BAAE FF3H7] % EFA(solution) 22 A FHA T
(customer relationship management)S T3t 7|o] o] Sy A
aAe] AA 75 Y olF ERH o nAY Mk &8st e =
gE0] o] FojA YD

A3 BAE FAEH TAH AL D= Aol dnpy T8
st Holl gk A4S Aoie miARA o] HAATFA ] FaA
HrretA e aANES 5] Tl dEieke] dEAel i AT
AFRES B uAge] #APH EHE U F ¢ F Utk AZE T
AL fFAsted B HE&2 FAH o2 uA AH2~E o 1858 3

= L v g9 oA wi7tE K Timm 1992). & 7
FAFoEzN de zZHIS 7HA7] AsiAe A7 AEHHQA 59
BAE FAsloF It olFA 7] HsiA= HA A} B &+
5 A FoloF I}

4>

o)

2. H|X-EHi = Ao et 7| EHF
(1) &B[X-Ea= A2 71

—

HA B =9l Av|A7Ee] #AA (brand relationship)®] EZE olslstr] 9

7) BFDCH AT WEF T CRMALEN] A% o3 % 24 olgh Azel H=w L3
Ul CRM A& ShP19E A9A8 7153aA ddye 348 440 aasa ke 2o
20024 v TARARCRM) AR Akal) urk 5006 44 4A10% del FRE WA

oF AW s E 9= 2000874 AF 415%2] AFAE A, 20000l 7THAOT &
? TR HAE FAT Ao Adstn glch

Q) AukA o & AH|AHconsumer)E AEOIL AU AE AN]SR BE AISES At 12HQ )
Wog AMEE Wil 117 (customer)-> iH]ZH a9 7id Of—— 5749 AFelY AH|2~E AN
ALY AN oEN APAoR dd 7|y IAE P2 AS A fol2 FEsl] AL
Hoh g Aol weMe F A AgE R §lol /‘P“C-LO}L AT gk B AfME A
S0 e} FEste] AL A HIAE T §lo] FdE Ao Al A dFeR

gt
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A= BAEE AMga o] AL Zka Auitae #AE 2= FAR
AZpsl = Zlol Hasitt. A& =W, oS3 2RO RES oA ErRts}
I AHE v Y A 2Ed Aotk 2y dHoRs A HHet
T U7 B g v w3 Ao AT EXel uAte] A=

rlo

NS

N

O

|t

o

e

J o
u

o)

u

D r‘ﬂ,
i

n

Ao A Fournier(1998)+ 4HIA-BHA;AE  #AA|(consumer—brand
relationship)E 4A&H| 2 ¢} BHlTyl 553 GAREA AZAA] FEYEA
9] 9 g@iety A5 A&ste A%4E A AdE gvdta st
At A4 BAGAAE &LvAreE Bl Eo|m| AH|A7l Bl Egte] A
LoA &, BIHEE AA = HAFEH Fosta st A Ao 2A
HAE Zk=vs ool

¢
ry

Blackston(1992)2 B Ee} An|xte] #AAE A7 #HA AZ A
3ol FEAEES ool 1 AH AR S Fuwe Zoldtal St &
Hzte} B =gt #AAIZE Atk orle AE M EE Aol ofyzt JRIZE
o) HAMAMAYE AniAte} BAE Atolo] TAsh= QIAZ, A2, P52
Ao BEFAg= Zolth o F 5o Aet Skxke] BA A THeF oALE

o
BASE st BA4F avAe BHd Fu A7 Bow, #as

ojAbe}
= BAE AA s ‘HEAoln, & E¥ i, Aol e
& Zlolt. i o]’ Ao BEEX @A oAE Fold Aojtket
A AEFE F Ao Y Bef AL FAE ofF AAR &5 AR
Azbstar o oke] o= Ankdie] #AZE 42 Aot =, ol
MAZE] BA At mpR7FA R AnjAet B Aol BAl= BT
et &nlAke] Bl TRt ofyEh &nAel] tigh B =9 B=s} Y
T 9A nEsfioF sktka ST Blackaton(1993)2 ol& BHAMEE &3 4

nAe] BEsh AvAE $E BAS B Atole] FEAgoleta ATk

714 avAtel Bl eote] AAl= Tes] aHAE HAll=o) Adahg A
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H| 2o wkEste] AfFul k= A oo ®m 4H|AVE BIlEd /14
stod mha] QIZbAe] BAIAH B LA PHATE= Zo

webA ARA-B A= #AA (consumer-brand relationship)&= AHIA7E H
EE JdAsk, Fujsta, AHE 2 Adsts A AA 2AH BAE He
o7 AnAe BTl F5% GAAEA B gk AnA; B et

el BE BAS B Atolo] Fuwis JEagoldu FUT F 9

o

ol

=

N

b

@ rlo o
A H o
BN
0 T
e rlz
5a i [y -
o g o W
o )
w
o o °
=} oift
© 5 5w
& o M
w o
b T
bt S )
X
o I
2 oo
NoX2 2 N
L oo Ho
H
L = A
Lo &
X rlo
of?
T
2 o of
g r
S e *
o i
"%
EE T

=)
[l

(]

2 o
it
Y2
rr

>
il
2
e
i

b R
o
(e}
ot
fuj
it
oMt e o
QL
o=
Z
20y
i

=2
>
=
r o
2
ro

}H(Fournier 1998).

° d M E ALHs dA dd =24 A
19

K
)
g
X
rht
=
2
ol
ry

E2 9l w %k exchange)2] 71
T2 Fujxte} B R(buyer-seller)8] #AE FA (Dwyer, Schurr, and Oh
1987) 0.2 tpFo] AH|[A-AH o] Foatgo gk @A o|&& &4
1 AT= I3 ==UHh

AHZ-EAE BA B ATE ARH} AfFECd Ui #AE OE
Belk(1988)¢] A7olA &2tk F8 A7Ee ATALE A¥ERA o5
¥ 2o

1) Belk®] &
Belk(1988)= &BlA-HAE @A gk AFolM A3 LfEo ot

VAE BT Aokt Ade] AYL Qe &fF=e] Fol ol & Aot
ML o1Fe T2 FH24E BHE Ao 3 A E

e 82
o
o,
o
(e
)
lo
S
>

o WAL AR AEe AHAA Avje]
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d

2 BE E B AR otk ustY, ARl A BT A
A7} obd Aol BRQIGAl AolE EAsFIA AgAole] ThAEE Feol

7] oot & A7k 99 B, dAY HAEEL FFB Aole] sh}
2 dAeE ST

2) Blackston®]
Blackston(1992)2 H#:M= =4ko] o = M=
HAIWHOEA BAES AHAe}e /BE-}%‘&]' ZEA 2~ & BAHE B

(brand relationship)& Attt Hai=
gAog oAl Zolt. BAE /NS B3 L8R FHA L8P E
Zhob g Jide 2 wotlS w 1 e AAe LviAet BT A
el = Ae® vofH T

%3 Blackston(1993)2 71&¢] BT oz} BHE shA e tigh A=

Aol A7t aMA-HAE BAE A wIsA 2R St

 ARUAH BN AHA-HAE BAE BASE FH 2R

HEsl &uAE F@ BAse] BE Aole] FEagoldy e, 1

B a7t BAR As"elM FEOE FEI ARHE AR

JH B AASAT of mAoIA HFH sHA-BAS wA LA
= - 2l

3) Moore®] A+
Moore(1993)= Bat #A o AL %%‘3}% AL ZE EJEY o]
A&l frhe A= (F=, ZF,
oz LnA-BlE
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xtel o =
by RE HAEE o 2} -
et ot cojME AHBHUCe EMe MIHMOR BISHE HUcSel EX
s 3} 7ol 2o
Le £3 s58oz 2742 Tojsict
9l L BE A Eo| LI2Xj0lAL AFR ShCH
5| g Lhe atab £Esy| Mol @ME £8 S52 AN
L= gtal ofF 22 47X 714 & Eelsict
L= &4 gol 1o ztAglol W7t £otst= EHEE Fojsict,
EM2Y | UhE @A 2E Y ool XL SYE BASE Tojsict
Toid = grek Lo XpF It ®Eol O 2240| gictd L= Wt £otste
HEE APY| Qs o2 Mx=2 Z ZHolct,
Xtz @ Moore, Jeri(1993), “Building Brands Across Markets: Cultural

Differences in  Brand Relationships  Within the European
Community,” in Brand Equity & Advertising : Advertising’s Role in
Building Strong Brands, edited by David A. Aaker and Alexander L.
Biel, N.J. ; L. Erlbaum Associates, p.35.

4) Hinde®] A+
Hinde(1995) =

2 st 71RAY AAxdors AR, HAe sEHH FEE
= e

e Fstal FARSAA Thed olde AT vixHo R FA= HA
of ddeo=AM 3} Bisi d-o] dndAel 2AH Waksta Aol w

5) Fournier® <

Fournier(1994)= Zn] 22} 2al =71l #A Q] Zo]9l o]zl #AA L] E

Aol g AFE Bt AnA-Has FA o AF
3 AT ZAF}E ¥l®" S Z Fournier(1998)+ M| A-H &
2HAE AAEke] o] ®ope] AAAHN AT Tk B Wi AFE
Astg T 1= QY AL v‘f‘”(ldlographlc analysm)»]— Ml wap B
B

Ho
Irl mlo
b
m{w
gg
2
v
o

}jv
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S #ZoM FHE BAY 2HE BFO Avl-BAS WAF AT
WA R A R4S AgStel Al dol WA FaF A, T
AEET] B, DD AA HE 433 AT Qe ANB, Aok A
52 wetsta IAEL N AU BAS AP BASAL Beow

= 3

48
2
%
norpe
i
r

fo
r o
i
tlo
S
>
o
ol

2
>
o
yl
H
>
4

2
Ry
b

Z Fournier(1998)« AA, BH=+= 4
A EL Tt Bkt 24, &vAe BAlEo] fAE AvAe A9
2ol A ofm 7 Aok AlA, &vAel BAlES] #Al= o8 o2Y AR
Aog #F&3 MIor MEsE & vt st

°]# 3t Fournier(1998)2] &HlA-HAl= #A F3o] EfFe= HE 4 &
Aol 7HA = dRkstel dAE Ay A~
E AETE HoA FF F4 AE5E 53 AR =g FEI EUivt

HJoa & 5 vk

rlr
p‘g
-
r 4
X,
o
Jo
oflt
B
—
<

ko]

Q.
o

[(S]

s

+

3 stk 5, ofd nAEel AdE WAY o] 82 A o]
NAE 203 AAAE Aol 2¥AE 1 vASs BAE PHeA @

£ %

e Zolth oldd BAEsh £HAZ] WA BHEAHE Ao oy

tANE AR 23 1 wA BEsgta grrEss s
o

el BAE vE st Aot
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NG Ae] AF
A774(2002) vzt B3 FAEE #AY EEF F39 &
of dis wtetsis gk Huzo} 4w ]49}«] AA AR Ao wiNstE T8
g FFaJNE FHs A At 53] Fournier(1998)¢] HA4A #A 73
£ MNEBA 2 =7(relationship size)9} A ujg ulete] dAE A
FH EAe B8l slastaA st

Aol e} EAATHH(FGDE &3 ‘”%Xﬂ. | ZHAN, AH A

o3 AF7(2002)8 AFE AnA-BHA= FAFHES FEH7] AT
ARUAolAY Fad7 1 FFade g Agos Byt /g 2
nHAEVE o EH o R YUste BARH S HASY BRE AHES FHE F

HA &l e Bas A FALLAETY]
JAAE A BHo G820l aHFQ viA" P BHAls dHS

Fournier(1998)+= 44| A}7

]_
e Bde AT Aste] BASIL 42T + 9

wohert B Vled ¢ devh avA-EAE WAle 44 AP sEel
A BrAdol QlETh &NA-EAE BAE olgd AR AHAM #&3t
A= TR AEH oFE AMgsthe B WHEE TAS & 5 et
e g5t

RA &plabgo] 71&d BAE 3 A8 E HRoE 779 &nA-R

gl
gor. F,  AEFl/AA Al (voluntary  vs.
imposed), &7 2] Ql/FA A el (positive vs. negative), 2 & 3k/1] A7 2l (intense

vs. superficial), X4:2]¢l/+7]2]<l(enduring vs. short-term), &% 21/AF2 2l
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(public vs. private), &4 <21/d8]& 24 &2l (formal vs. informal), 21831 3%
2 Ql/ B3 A ¢l (symmetric vs. asymmetric) 59 xpgolth o]# 3 Ax

A AT FEWA AW we $AF WA, AskAY 2HH

rr

i

Al, F58kA 23 JdEY Aol = HITIH Al oEHA, Al A,
HIE2 Q1 BA, 28 HAEAR] #A 5 Axzwste A7 H1

3 Aotk 1571A 9] BAEE X F(friendship), AE(marriage), o] F& =9
o] #A("dark side” relationships), 3|31 YAZHSQ  FAA(temporally
oriented relationship) & NEH o2 FAGH dHoZ FE& & AT 3HH
=2

Fournier(1998)= ol @A #F& 2] BAE o2 FHAA Fosthal &
Aok AA, #AA L] FFo uet EET F ¥ (benefits) S Al Fdh= © o] EH|
A AR S A OE JIAE AFSH] Wi olth(Weiss 1974). &8, #
Aol FRo wet 2AE FASY] A% 2AEH #AY & HAHo] et
27 W&ol thH(Rose and Serafica 1986).
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rlo
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rlo
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=
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il
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Fournier(1994)&= &R A-HAT #AAS] S vlgox HA= #AA
g ATE £ o TAANA &vAe} Bzl #AAL Zol9} o]zl
AA 2] EAC g anA-BAE #BA ] A Y-S =&AL o] AT
T PEHEC)ES R o2 A7|Tte] A sl WO ARZAAES Fe

2 3o AFHANES B3 AT 45YE, MAH =, A I, F
%2 A4, Aod A4, 114, Jg3 BUaE sEY ZF #AA 59 7
7HA] Mol BHAe #A ] A& EEsIAT
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¥ 2-3> &H|X}

SUE B REel 28

A Y o
AEfO 2 AP CH2 APTAEC AUZte Fout Oof &2 A}
(Compartmentalized SN MM Hian MSoEMES ZED JUs A
friendships) SslE|n S Abghol| ®EtEE XSE ol B

2l &M x|
fghe.ld; dﬁl Bl BIX = foLt of2l AIRS 3| ASHA she
hiidnoo A T} KlotRRE Horstml obMts o8
e friendships)
(Friendshio) AMEAtR2 fHoz of= ALEol Az
Aenasiel | =g 217 Aol xzofl olst IYel 2ol o|Foj. A
(Best friendships) AlSt Xtob, MAM Ozl YZLSZ EF X
| X|of o|o|X|et ZMALE BF
—
A Se MAME AU E8D HEIIH B
asual = =
, . olm, ASErE0[Ll BAtol| ChEk w2 J|c)
friends/buddies) e e < =
Holof st ZE ] ]
(Marri . AZEs MeEfo|Ll ghE mj=o| ot} BHAEQ
arriages o oistol| o5 WO{Zl A
\ ol A A7|Ho|n =elE mA
convenience) Saol H soizl 27|

. 2oE mtE of AtstofMalE Af2h ALz Az gzln

(E;ma o) (Committed 2ol =0 =2 #I|Ho|L Aol A

g partnerships) 2 SEMol YR A
=of & M3xte] MS= WoiE HXILEQl A Z HE
(Arranged ™Mol Aol FE2 Hout FI|ZHel diE}
marriages) o Ses ¢

o= 2

(Dependencies)

=H =
=27tsstets =20 2= ofe HdEH
Z A7IEA | AL ek HolX|

M Eotde =lny, ohE tae] oz =5

[=]
olEe 2l X s
ool o 2hA A2 =oALy, XiEe Jtstaie SZolA o]
ZHA| (Enmities) FE FHHol 2A
("Dark side” wof A oA mEUHe Qo o5l H|AtwM o=z gio]
relationships) (Ensl = ) T AR BYHe s EEstl ALt 4
nslavements & m2o| olfat
Hl 2 ZA 02 ™™ol AMMo =z dHo{Zrl BAZ ChE
(Secret affairs) ARSI 7|10 A2 2A
NS FE 7(2F oo -
= = = mE Al Aokl Aol at
2t (Courtships) = FE LA Al | LAIA Al
(remporaly | ue iy 2 MMM BAS wE S|z SHE B
. X i Z2olo|L} AFSERIR0| ME 9= 1)
relaTIOﬂShIp) (FllﬂgS) 2 = = | }’ SHE | |_°:i HA T |_7:||
as 2 sroro
. : °|_—§ 9_74% tIXt”JHOI_I :l|:|-
(Kinships) Z| Z | Kb A
&t didb/s|mlof| 2 st
& 2tH (Rebounds/a | ZHEL I AtAof ZBE|7|Zct ol =2 Jtsst
voidance-driven | ZIEHZFE Ho{LITX} HME oA
relationships)
XFZE @ Fournier, Susan(1998), “Consumers and Their Brands: Developing

Relationship Theory in Consumer Research,” Journal of Consumer
Research, 24(4), p.362.0lM L5 A
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%
r o)
)
et
re
i
P
K
2
o,
)
X
=
*
z
£
(r

J5 3, AH=AE & el £ 9714 29 37
A 23U FF AsoE AU B9, a8 AT 94 A= 2A
o 2y 1 Hol 47kA] AhQ e
W =

sEd 24 #AE A"

olg1gt A7 AH}E v’ S =Z Fournier(1998)= 27 & &9 8% &
Aol A= 38 AR (ATA 7Hx &S 50 o4, olEs o 2GS o
U 30th FHEe] oA, £2E EUUS ZFA#e] tigdAl 20t o 4)3
N FQF JBE At 43 A wA BA Ho R AF JheE o] A
ko] obd EA3 BT FEAA FARE AA 2HE 25| LnjA-
BAE #AE AFsidt wAe 73, @A 2 AA, BAd FFS
T T8 AUES BHeY TFHA AHA-BAE AA 9 {FFS EA

=
% 2 (Brand Relationship Quality: BRQ)¢|&ta1 $t}. Fournier(1998)7} &
gk v #AA F2F FAMNE S AYsE te <& 2-4>9F 2o

<E 24> HHE A Z2EH FHIHNE
T = Mg
HMMEHO| T AbE| ZEE A9l of & At/ A (love/passion)

(affective and socioemotive attachment) | =x}o}od ZH(self-connection)

T g Ak S of Z(interdependence)
(behavioral ties) = 2 (commitment)

X el®olm eIX| ol YUe 21 & Z(intimacy)

(supportive and cognitive beliefs) ot E 14 A (brand partner quality)

XF& : Fournier, Susan(1998), “Consumers and Their Brands: Developing
Relationship Theory in Consumer Research,” Journal of Consumer
Research, 24(4), p.3630llAM X 2|
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7t At @A (Love and Passion)

BRE #AY AL tiddA A A AdE AT
g RS 7HAD Aok BARE A A&7 ZolE AUsteE 44

= A A § we AL X3

I Utk O HAEE AESHA] Zo 7b sl sk, /\}%OW %o
T+ & (separation anxiety)< =74l "ok o]#H3 A AL uwpieg)
(warmth), & 9] (affection)oll 4] & A (passion), A # (infatuation), 18]I ©]7]
Aola 7kurzA el o Z(selfish, obsessive dependency)7}A theFstt). An|=}
2 od BA=E et AREEA 1T A9 “®7F wh th(something
was missing)’E B3 A S /A Ao g EZ2= olH3 A AL
WA o] FAAQ e A7 = stal, HH(bias)S 7HAA 3H71% st
I, ojgle "igkEd "EsiME ¥nE EVEA U= doh(Murray,
Holmes, and Griffin 1996).

fo rr

L}, #}o} 4 A (Self-connection)

2827} BAEE o] &3le] A B 4] 8 4(identity concerns),
A F-(tasks), == FA|(themes)E HNEFOEHA Aol(selh) & FHste FF
< 23 Aot g oA wERRE o] JiEE A (FF)EHH
AA, 2 7Hsd & sk mEHe] Aotet #HE BT (Kleine, Kleine,

and Allen 1995). |23 &n|zte} BAE Ato]o] 733k ApofAdE AN A}-
BIE #ARFAE FEH

2RZ7F BAES AU of O B HIFHQ] AHEAE 1Y
ol gt M2 AR T A FARS A=k
Et+= “AEA Z3(prototype matching)”
o] AAANA FAF Hreference group)

t}. 43 o) Z(Interdependence)
QIAA L] Hofol A FaoEolst F2 PFHQA AU AZEA ALE
ol gtom FA S 7S (closeness)S SAst=d 7HE 23 HEE A}

£5o] ghth(Kelly et al. 1983).
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r

ZE3 BAE AAE v A9 BASTHY = 4T

TH(Hinde 1995). 45 ol& A= WIHS HAWE Asx83 His #d &
o v, 18 A

BAE #AAZE AAAQ B XY

o7 WAL AP F qdrk

2}
gqol@ g bigte] g WzA ¥ HA=e] Tug YBHO
A A o

], 2 FA
ste B ozA PFZQ FHETE ol AWREC] AHU|HoE HIUus
o EYste HEZAQ FUZA xHEE Adelth &, T AFTAAA B
A Mgl gk AulAe] A< (binding) % “gﬂ](pledgmg)i AeoldEh
(Dholakia 1997)

A A&EAPE FA e BFoR PFateie gAY 22 52 79
EYL 28 i AA A gol YEhE 840tk LHAES HAs

=Y =E st=d, ‘:}ohﬂ Feo] B A AxE A
ofel W3] AFA/AIIAY, HWEES HFTgoZH AFAS A= (Johnson
and Rusbult 1989).

vl X" (Intimacy)

A #A FEUEIT EAT & e Ag™d 2HAEY] gE 3
dolth, 3 AdsdAe FEUE o] EAst:E
(Davis and Latty-Mann 1987). o]#3 A2 27| (selh) ol Tt /A&
EE ARE MG AdetA ¥ FRHTeEA TS X T (Altman
and Taylor 1973; Reis and Shaver 19883).

olFx aRAEE 54 HIAZd di ¢ IVHAE =7, ol 44
2oy BhE Yy o B 9, Ji]le] FE ddE 719

ol oA EHEn.

v, Bl = 9 Ey F34(Brand Parter Quality)

BAE BEY FAe HAS/ HEY 4L FPste A dF v
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Ao BAE MYstE Adelth odrlels BA ZHA el @y scEel k.
AR, &ulA} Aol BRI EAolw ERWOM, BRIV Y 1A
o] EEE BACTI Al FHAL =AE AF3E ol EA, B

Aol HEY GPNA o2, A, THD AZ s e A

qal weoln, A, NAS) BAE THANE A FHruesE £
Sate Aol U@ Beelth YA, RASTL BFHE e ALV DL
o[th. Zelx viAew vAse] FFulgel Ud sgztelstn W

kA StEY FEE A4 BEE HeoA 18d AAE B3I IR Clark,
Helgeson, Mickelson, and Pataki 1994).
ol At #A F2 2L agow Yehgd <9 2-4>9 2t}

ogt

<J% 24> E™lE oA EE2 2

I

=

s \—/v s

IO
&
In

0
=
o
]

4 )
A/‘ ] IEHY

Ag/ad (brand
(love/passion) partner
Quality)

Xrope YN

(self- (intimacy)
connection) =g 490l
(commitment) (interdependence) /

XFE2 : Fournier, Susan(1998), “Consumers and Their Brands: Developing
Relationship Theory in Consumer Research,” Journal of Consumer
Research, 24(4), p.366.

ol¢} e FAC FHEL AHA-BHAL A AT L850 B} A
ao]r,}(}_znm 1999). WA E AFgAME=
TAY AA AU FAoZ AH|A-HH

- 017:” 7‘5]5 2~

a

lﬂ
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E #AE w7 BHS T vk

2) A4 LvA-BHAE AAFY

AR73(2002) Ao BAEZ] A= BAY BEH FHI 54
of i3] 31709 A 78 SAIES YAEL 7 HAEE &3t AF
Ao SAsT a0y A3 S &vAbEe] A48k Sl &nAk-
BRE AA §F3 S A EHA, AHASBA 3 oNFAA, A
OFEAWA, el ‘FAZA dMAA’ 5 /Y tEA FHFoE FEHS
=3

o714 (1) 432 o =3A (contingent dependency)= HFEA] QR Z 3§

AWk 7)oyt Aol wEt thefd BAESS AR @1’5‘}% HAFIOE
Fournier(1998)¢] X 7-#A ¢ olF& W #AS &L U= FH Y
FAeIt}h (2) AFHRSFA (trust and affinity)= AFHE

7HA QUA AZEHAl St AE e A o= YR, weks ) o
7HA = BAFHSZ Fournier(1993)2] ZEHA & EUE FHE
2o BAoltt. (3) F&A o2& A (habitual attachment)= HAFE LA F
oF A oT ALEd] gd HAo] g AnAY] BlE=Z Fournier(1998)
o MFHA L oE A 7 XA G 2 BA T (4) AotE AR
(self-expressive)= A4H|AL 2219 o] x| e} FAGE HAEE Faf Aots
gt st FHoRE B F Jon AHAE BAEY ARRS T A
AR s Zldste A9 FAHE #AClth (5) FAEF fitHA
(negative alternative)= B#lZo] thsk A FAZHQ Aol o] FASH
olfF= BI:MEY ol&S JystH il st dite] gle A&elA AEsiH
PR = BAFH oI

aRA-HAE JA FS 7|99 vHAE Moy Hils Ao A&
7] #side 222 BA AdES ALEE F A= dol(executable

message)® TS 31 QA EE ANE3IEE ZAYo] sttt o] aHo
2 YehlE <ad
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<3 2-5> 48|A-HUE A TN At

ee )| vy oz ||| vamw ||| szs s || xorEp || sz o |
HE /R g-2g &+ A= oY 2ol U= LIE 2oz ZHH
ok gy Fizot YA Lol oloix| X
|4
el Mot J4EY
SNUERY] Friends IS “it’s me” LA
AL .
Mentor Advisor T Endorser Enforcer
cue
guardian
A2 ARAR02), ‘AHIR-BUS A FEI Feecld mE S

Qe ol @ WAFHE BA A} nA=Tre) BAY fHo| =4
dohs ojn] oo F7hA AR AARE ATAEA Ean doh F
BAFs ) @ ARty Bds JLe £PT 5 de 4N Aw
b QT mEkA B ATAE oldd BAAS AAT 4nA-HAE B
Aol $83 ol Fo] BAFP we AEITUL BAS A Tgol
2 5 R HAE Ao THesER WA de BAS AT A

ry

A B,

olAl wHAIRAIY L AFolvt FH 2 Aol oty
Ha e, o3 AdelA s = As B
HEE 758t Zlolth. Bt ek 7= 2
Hale 4, IEla e vHAl" A FXde
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=
23 WA s Ao RE QI HAE b fAE FU, 23R A%
RS Z1gels 2 9, e 7xe M3z A7 7iAgE B HilE 24
Elo] o3l 71 AETe d1AE olgFT AE 5 = F AUc H,
s

€ ZtA 7] AtH(Shocker, Srivastava, and Rueckert 1994;
Cobb-Walgren, Ruble, and Donthu 1995).

S EAAY T3 BAS Aus oo S pAE FAL

R .

avAe] Hille Adddi a3 24 adF stues avArE HlEd
sl Asts BARE SAQ B ojm Aot} oju|A & FgA oy
QA Zop Hojuy Ity FS FHpdhe AAZR] IS THAER LA
E WEHE APl o, ot omAES

=, 7HA & AYF ol 93-S v (Martineau 1957).
A o

e

E ololdIHEY 7]He] B
23t} (Aaker and Joachimsthaler 2000).

a8y Afo e e A2 BHlE oloJdEEE WHEAY 7Ee A
2 WA He A$E AA Ho} Kapferer(1997)= HE:MEZ olo|dlE Bl &=
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WA A (sender)e] ZWolx HAME o|n| A= FA A (receiver)d] =WHo|gka

sttt ol& Ao E YehlY, <29 2-6>3 Zo

<12 2-6> Hai E o}lo|HEE|} E2l = o|O|X|

Uz i #8%
HRC OHOIHEIE]
™~ HOE MYS > HEC 0|0l
WELN T I
- 2E5 N9
il Bl [ ES
- 0l4Z B

A2 : Kapferer, Jean-Noel(1997), Strategic Brand Management: Creating and
Sustaining Brand Equity Long Term, Kogan Page, p.95.

It} SkAIRE o] H & o] WX &= HA A
= A7 ol fo] 2 oer=
7194 7187 oloMEIE| & AnlASoA S Asterls dAE
ZAA 3 dk. 7)ol ofol™EElgh o]wA] Abole] zfol(gap)7t EAjEHE

il

N

HIAE ofoldlE g A S FE¥st=
3} mEolty. ZdTxe] WEke W, A, A, FEEA S 91311
o] FoZITtY =A, W2 NEE FEe= AFHFE]
A, dBEHA ZT olw|AZF dlo] ATh UlA, AAFALIY M2 HE
s AF AL, A2 AHlzes AZE oodEE FES da= I

9) A=ENZHEY FTFNAHAGEMCOM) 2 3t W KTF2Y] AP W7Ho] o]Fo|d 7
o} w2 1LG3lete 2o] LGCL LG3HEL LGAEA7 o7 2ad A$T glth



OAA, ZAATFES] M7l dojvs Aotk AR, 1 EAdo] W
st ASox ololdlE ] #E 7} ‘Eﬁ?ﬂq. npR e o 2 A2 AFO R 9
Adel oAM= ololdlEE Helrt HQSIHH(Schmitt and Simonson
1997).

et B E ofoldlHE M2 AnAEA BT W HAs =
g BRE ofuE AAE Fo2A BIAL AGAAE T A

(R |G
PR
o

BRI o LS L) S
°olE Bsled Baltel uARe A Yol hsdtth AMAE AlEo] A
gate] AET ¢ Jde BASE AEIt. BHAE olojdlHY Q4 EAE
71, AF, B AHlz O AA, 719E 58 BAE U, 2a, g4
28l T8 Fa BF A 2H Folnt wEtA g oleh 2 ofo|dlE
[AEE AA9A X3EA MNEF ZAJA7L st AF o] 84F o9A &
HIZLZ Al S84 Bl APdeg dds) & ZA7F st Aol tis) 4
TeloF & Aotk F, &HIAE A &Kol ofEA IAMYA AL & A
Aol gk kAl HZo] Hasit
2 BE™E=E ZXIME
Balz o EXMY(positioning)o] e BHIAME=o AALY EAL AEsho]
FHIAL] whg &o] AAUIA vty EHsiAl JAAATIE Aotk
(Trout, Jack and Al Ries 1972 ; Droge and Darmon 1987). & BE¥E= XX
ML LIRS whg&o AEH] AL 245 AHojFe= Aozt &
= A
B[RS 79 Lol AAF BRETE of® A ZAANY HoErte W

AR Al AoiM Fagt BAATE AT (o], dAE, A 1999).

ZAMAYL BE AR A JdE EAFHA F4E(a frame of reference)<

st R 9ol® A4 olm X Adel BHsA BA= Yok A =
AMYE BASE ZEF Aol oA ARGl Y3 MPAA XS
27 2 Aol

0) SAgel A Sl ko] AR BREITALS o SEtsAgtel A4 we o
Ol gebgol e} BAE ojolWEE} of %) wwsleA stetsior & Bast sick
) ool AHE nAE A A (Zpel) MAE S AR EASRE A5l AP
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g (customer relationship model) 24 A& 4 ¢t}

<O" 2-7> DA ¥4 ZE

Hgie 29| XKy
198
s 0j0ix| AQlE
Am
o
OOIEIEE]
JHEITIRH -
s JHtig
SEC TN a%;: ;;'g jor

23t : Il Bl
A el
X0+ BoE Hoj

AtE : Aaker, David A. and Erich Joachimsthaler(2000), Brand Leadership:
Building Assets in the Information Society, B SR A HLEF 9, A
2 B3 AHT Y, 2001, p.341.

AARA FE mde 7P Fas Jhd]l F
%1:

=
2HA} o] 29E 23

>

(sweet spot)l¥olt}. of7]A & ¢ Qo] BAE F59 A4 FEZH<
oot &2, shte] AAR Z3lE HAT FHEZER o] NEHEE F=
e FANE(EAE Jd Ze)oly ZE IS T3t olE A=
ARzt g TR 2 E A= olsirt A EHojok s, IHA S
 BREE XY #AAE 75571 oHY. mEbd &vAEe] sHd
e 2FE 2% S AAlo] FRIAE AAS F= Aopid'd #Bof A

13) 2=91E 2~3Ksweet spot)®] AFIAQL ojule 2EIE o HlE, Huzebl SN F& %l
of 7 F& A T & 2 FAE AHSAY 7| E BdssE udvke] Yt ¢ 3
Heke AHS olna

14) ole@ Z213le] o] 23 obrltkze] “‘Adidas Streetball Challenge’ st 1}o171¢] ‘Nike Town'

< e & 5 ol

_,d
L
il
ol N,

ol
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ge E@sT 1A% 4B IRt B 848 FS art UE otk
DA Aobde WA AWML el b4 84 A s

stal EAstE Zlo] Fastth. AA, 7FxeF 4ld(value and benefits)©] T
a7l Zta Q& ZhAI9F Ade T AFRY oAl S T si/le] Tkl
ReE MEs s Fobh A Holo] #HE F WA AddeE HUZ F
T8, A8, FHA, 7=, B4 94, AvAY T3 22 FEd dAAL

E%Qﬂ- Al HAlE A5 (possessions)©] T},

< ALl R8s wdsHA
=, @rtd = o] &l e AL ‘%4 Z (mine)’©]
He U ALlme)olsta 2 4 v AfrEolth 1 B
o] dR7 | AdE 7 =

O AR A AHTE A @ os), Balss uAs 31U B (deep
relationship) & 84T 4+ At

uebA SRA-EAlE BAAE = oz FHFoEN HG &olstA A

o3} 2ol YAMNE BAL ololWEEE FHOE Wste HAL o]
WAE GHstnA Bk 2 Ushe BE BAE oAt BHHA %
t 497} g of H4 gHgol Sol7by] Wil F, nh
AE7t BAZ + gt WSl 9] WEolth AnAES 914 Lo Us

BAE EAAYE 87 SalAE BUE A4 THSL dE BE 2

5) & 59 Harley-Davidson®] Q. ErFo]Y Mercedes-Benz® AFEats Af3tal Qe 74-9-o|t)
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stHA Bt 7ol Efgske 7P T8 At AR QA EHI
o Aaker 1998). Farquhar(1989) Ha = z}Ak(brand equity)S E% B
o7b AF st 719, 8 gA, 28 LA A B o g Kot
= 7FA =L s

oly g 7tAl= oWl IHA Hivkel wmzt g2td = e v A4 Y
A, #EAe] #A, 71de] #Ho® U AvE & Ao 1A #A
oA B HAS Aie T BASTL QleoR A I BHASI} NS A
ol Hlgt] 1A HeTrt Folxitks AL ougtt ol Ao xe
zlol= o R wiEdo FrtE dZAHI, HUE FHo=R o°
T dAH = olzle] #EAe] AA A 7 BAE A4ko] =
BEAA AT F Ae oldSVHE 1 7Igel Za e B AFE
A FAkE st 7Y BAA B Bl ALbo]l Hul 53] 7Y
ofqel BAE A4k 7|} Ho A - @ Aldl F83 WaRE AT
(BFZk 1995).

Aaker(199D)E BHWE= z24bE & Hual=sel O Bz ol 2 Ao

AakE nAe] O HAES oln] il 93, I HIE=o] tisho]
88l (favorable), ¥ 3lal(strong), &5 3Hunique) °IVIAE 7|19 <o
zka Q)< wl FAFAH(Keller 1993).

Srinivasan, Park, and Chang(1998)& HEl= x4l
BAETE 7Igel 7HATFE F7EEQ o] 9olgtar &)
L42E AR £A4 A, £A43 A4 Qe ovHA, 75 THsA
(availability) &°] ot 3FHT

ojAH HWE A4ke] Jidel g YXE Beole gloh gAEvt 2Eal

E Azkel Aeojol @A 7I= TALaY Al oM Aol AW H
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el 218 AGBTE 1 nAsd G ASAE £ T4 A2 (2] E 4,
BRSO gy, AFALE LY, FA AR, AGRA, FUAY, WA

o

) e AAAN 1 BAZO] HEF ABAL AR FHA

of ol Wrhstel PA Wrh Lejuh o] PHe pAse] HAYET} Bt
Wo] AYAA FRAo e WBe WD o (Aaker 1996), A A

28 olgse] Mo WFBEL dZs: BAMS AAL AR

1995).
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Simon and Sullivan(1993)& AFol &2 “EE&H A TH (efficient
market hypothesis)’ol] EUE & Halc 24k =3 e s =,
7199 ANA7HAQD F7F BAES v Jhsde Ridst] 2A S
2 B e Ar7F FrhAEe] el Wiy v
AT 3 7ol ve BAES zhes

o

A Feke AR Adnkole, dAFE, A 1999).

o] WPHES 71EAQ ofoltet ofd NASE D Y= FFo| BB
A9 HEEE ZRT b, oAl 1 FES &4 FEel /Ase
AEEE A4 UPAE BAS Ao ZAXem B Zol Tt

1995).

Kardes and Allen(1991)2 g Al Fo] BHAE HAstA] FAY A 2=
Z

F7HR o R Aztshe 7HAE SAse WS LAt a2y o] S
s A4 JFES st mH Y dFHES 1HEA geve 3
Aol dth(Aaker 1991).

Park and Srinivasan(1994)2 H@Z zjato] AFo] LA 7123 Byt
oflel HAl=o} #dE A T 22 HAFH A= 9A 7 xdH
3 FAst AEAE ol& HAME 2ty AW S FASATE v =

o] fEAoR $AF oz vegton] Zud
At b ZYvlel FEAS 4 NS AT + YA doa 8

AT

BlE i 75 2 FAE8L i VEATES Aaker(1991, 1996),
Keller(1993), Kirmani and Zeithaml(1993), Cobb-Walgren, Ruble, and
Donthu(1995), Na, Marshall, and Keller(1999), Z1&]a. ZE]-$-(2000), 3+9¢
(20018 AT-E°] Ut
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Brand Leadership:
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[€)

stk Uoprt nas

S
==
N

B BAHAT Aol 750

= T

o

==

o

L

.

]

A

|

RS

David A. and Erich Joachimsthaler(2000),
Building Assets in the Information Society, B8l SN A H LG o,

)

e
QIX|
© Aaker,

2=

Sl AT Aaker 1996; Aaker and Joachimsthaler 2000). ©]
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, A4 JFa el o
$ Aol gtk A, mAA AAFHT dE FHLLE FolA AnwA
Qe A9t Qs B WU o WA Yo,

(2) Kellere| =4

Keller(1993)= BIAE A4k wiARE ol et &vjake] ApEz whg
olgtxr Aosta, B = A2 (brand knowledge)e AH[Alo] T BAHE=
A Ql(brand recognition)# BME 7] (brand recal)E TA=Ho e B
E RJIAZe} &HATE 719 Hol| Bfpsta Bz ddso] = 4
A HAE omAz FAATY FASAT il ojs A7 4
oAz 7hel shel Ao FAHH o olF shel AdEe] &HIATE A
Ztshs B Aol @Al #odtial o ol Ido® YEhfY <
a9 2-9>9F

s

[nl

QX

HME

(=l

XA

EH=
Ol0IX|

AtZ @ Keller, Kevin Lane(1993), “Conceptualizing, Measuring, and Managing
Customer-based Brand Equity,” Journal of Marketing, 57(1), p.7.

Gebd ot A7 BAE AL FHALEE LA BedeA v
AE ARG TEHL A1 AASAT FEY 5 A=A @ AYA



2 ]
848 BAE A9 BAE olNAE AMFHT Yok olE AAH A4
S Ae] FHRAR BT, BEd Ao T e
5 AU THLAE BAS Aol EFANA 21 ATHAEFT
j

]
2001). €A, BI=E HA= 24k sheleaz B Qled o]

= )
A o)z 9] 9ot olyzt AFHSEE HeE dubAel A el A H
= RRo|t}
(3) Kirmani and Zeithaml2| =&
Kirmani and Zeithaml(1993)& Hz:NE zp4ke] Ao ZFur)t 714 Z

)

< "HY s, Fag daecle] o3 B ALho] FAHE A3
FAJA A, H=A A9, 7FA A ZEaL ovA Akl e =m

9 2-10>3 o] A AT

o

7AN

AtZ2 @ Kirmari, A. and V. A. Zeithaml(1993), “Advertising, Perceived Quality,
and Brand Image,” in Brand Equity & Advertising : Advertising’s
Role in Building Strong Brands, edited by David A. Aaker and
Alexander L. Biel, N.J. ; L. Erlbaum Associates, p.145.

o714 FA4A x}A(abstract dimensions)E F3e WA w9 92 o
A2 ‘7“45]”4 Azte FAo| FEE A v A7t FHE P4t
o] Azt FH& BACS Ao HJHHoR T AZ4E /Y HAE HE

E AAA R ALE BAE oju|R|of] FFES Tk

Ty o5 Bart AZE FAL ARM BAE olHAe] FFL )

rir
N
o
o
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(4) Cobb-Walgren, Ruble, and Donthue| ==

Cobb-Walgren, Ruble, and Donthu(1995)&= E# = Ap4to] AH|zle] B #

E Addo g&Fe mAs HFES AHstr] fste] BlE A, BEE o]

]_

,AZE FAVE BAE Ao THLAZ BI BAE 24

— L —

At AFRFL P07 AAFA <18 2-11>3 2o},

A

ftlo
AN
ol

4

<37 2-11> BAUES Apate] Mol HpwS
21e
JIEF SHANE
A 4 A 4
HaN 5% g2 53

2HIXE X124

0=

AIZ : Cobb-Walgren, Cathy J., Cynthia A. Ruble, and Naveen Donthu(1995),
“Brand Equity, Brand Preference, and Purchase Intention,” Journal
of Aadvertising, 24(Fall), p.29.
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St gtk MM, BAE MBS Puje|EE HAS Aue] PHLEE B
A= Aate] Anpisz Q4sha ok

1

50
}11

O

Anpdon o ATdA EE B
oloA L o|Z L thAl AHlAe| ca
oz

nAH F=Ho® 7lde AR

Na, Marshall, and Keller(1999)= ZEHZ= A4 FAMdEe Jidst
(conceptualization) & 7N A3staL, 1A AHo|A BHE 24kl o g 5

EXS
3 ARE QY. o 2R IPo JEpE <18 2129 2o

e
M
HU

)
m
Ing
e
In
o
0

AtE Na, Woon Bong, Roger Marshall, and Kevin Lane Keller(1999),
“Measuring brand power: validating a model for optimizing brand
equity,” Journal of Product and Brand Management, 8(3), p.171.

b
“

BT 99 RFPFoAs BIAE ko] AFFH o= QA

flo

ols} 2



2] (awareness power), ©]"]Z]3}£](image power)® TFAE o gon ZHxlz
0 2= WE X (satisfaction), 2 E (loyalty), EHE= & (brand extension)<

E33H.

q71M = BA= Adbe]l 2 RffelM SAHHAHE 5 Qo HAl= Aghe]
A aagol osiA olsiEod o Sle Hido] BIAL ojmx] Aol A
<% "ol 9, AN SHAFNE Ersta Adeln| Al FEFe
A= AzdE F40 e Aol o] FoiA A X7k FHol Ut

E000E BAE Apite] 43 2 BAE A4 TAFE T4
o] WAE FEHAL o AT B 1YOF YehE <1

FEHAT

BAe A4S FAsts Adede T 23, BuE So] Bl QA
Tob HIE ojnAe, 1831 BAE A=} BAE ojuA| o] YFS 7|
A ALZ et ol HIAS AAEIF HAE ojnAE Ads F=
dRuA zA e 4TS st YUeS AlAET o} BAE



99 $(2001)L BT aate] AN AAAAE RPN = B
AAREA AAE 39, 7152 3¢, olmA 9o Al zb
EH, 7= T3} 22 AAAE} EFYAA JABAE
A% 39 (awareness power)i= ABIALY] 7| &o FEA| s
el H 275, HERYV]E, BREYV]|E §o2
Z 3¢ (functional power)= AHIA7}F 54 B3 =9
J 44E vEhiy AZdE F
3}¢] (image power)= 4AH
Fe] Jede gy 5
A P A8} Z=B] A} Afo]ofl A <]l

A== ol AIQ ALS] A ]U]X]_E._ TEHAT °o]F I9o® Yeld <19
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1=

o

of AT BAUE Ao FARLEL AYATSL AT TE
ARAT ABATA FFE AAE AR ok ARAREDS I
3l

%, A= 37} 7)%H ﬁJr?Ml,

L,

BAE BATE oo7h glvkn shAlch
ael3 A1%A st olnA shelel GFS MHE RO Ueht Ytk ol

S99t 7%5A welol o) e w

3 7153 =
% A%E dgoz AnEy B ojmAt AA x| Aol OME}
= 2] 1l

E oo 48 s o BUY & Aok
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<% 2-14> Brand Value-Up Z& 2| #=

25 7ol &S

St
UE Brand Performance
A
2y Awareness Functional Image
INE:S Power Power Power
gy | --IT e o
0 | .mx cFUAE - ME ZH
« Symbol/Logo/Slogan <HE SM
A= ootdY, MME, AR, A5, RS, S4T(2001), B EXM
Fletmd g I BEe] MEEN FAHsswEos/(sh=ol
AEsts]), s2tolE 16
4, HehE oIX| X|ZtE ZZ, BE#E o|o|X| EME B HaE ZHE|
AZG7A BAS Ao U@ =oF UM ueiE HAS o] 74
84 52 HAS0 s Aestd <&E 2-5>¢ Zth
<IE 2-5> Hale Xppte| M A
of LR} HIE XA FHe A
Aaker(1991), Aaker(1996) HaE QIX| XzZtE EZ, HAME o HIME ZHE|,
Aaker and Joachimsthaler(2000) |(7|Etel S&A 2ol EX}AL
Keller(1993) B E QIX|, B = o|o|X]
Kirmani and Zeithaml(1993) X 2tE ZF, X|ZE Jix|, B E e £, EE o|o|X|
Cobb-Walgren, Ruble, and s olx S oju|x x|ztE =
Donthu(1995) ’
Na, Marshall, and Keller(1999) |E&i= olx|ule| EH= o|o|X|ule, HEZ RAE|
Z Ef (2000) HHME Qx| HME o|o|X], EHE MsE EHE ZAE
std | S(2001) CIX|= me|, 7| utel, o|o|X|ute
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EX BAEE A(recognition) == A7 (recallE F J&v 59
B

(Aaker 1991). B E AXA = 2H|A7) 7= AT wra) ‘1

webs Bl o]Fo ik £MARIATE o= AR FE o8 F 1

PE olFol MEE A4 ovAE dZBAII= Zeol vHAE dFeln. =,
anA7E BRES A4A7IHEE o O BREYE FE& wojok sh=A o
3k ol FE 1ol E& F AEF dLsor F o3 52 & 2]
A= A AEstaxt sh= wAAZE AR Aol M o] Folsthd

A7IA BRE QA= Al 7HA & FF9 /idoz FAEH AT Bl
E Q1 Fgu =oA 7h w2 Al B2 (brand recognition)= o] H
AF FRUE A8 7HA BIE o]Fo] Folzl AHoA 1 BIAE oS
o|dol Eo& ot HlB Z247](brand recal)& 4H
Z7F & AFE BERoA Adues BA=E AFEA EAste As 9vst
H, B R A7 oA A WA ArE BAEE HEA7](top of mind) B
Egta g o] H2AY] BREE o8 BAES3 AAdA BATHE

]

98t JTH(Aaker 1991).

—_

A3 #de] o, HE ALE, a1

] il
e T8 &nAEe] Aol FHHY BAsd AJA AV s¥€He U



AA FTh BAE QA& b B olfolA zuge] AR Fa

¢ 9T FrhKeller 1993). AA, &ML AF 55L& 4T v 1
HAEE AAITE A T84T BAE AAE HWeYA se A2
BAErE agd o @ 7hede] S7heHe onloln Frje Fad i
ool "oke Zolth =4, 1Htide] HAE HgdA HAs AA
FEFL WATE ZAolth. aMAEL o4 ALYty F FEE BI=E A

MRSl EA AFo Uty XZEn Q= FE(perceived quality)©]
& AFolu AMul27t A o Est= Hio] wEk 1
FHoIY A tE Ador AT Ak S
Aol tigh 122 Bal=o] tig Foll Holx &+ A x4y
Ao ot gye AR A 5 AFY 84S 233 ez A
Zlzstal o, ol AYZFAY st FEA ol AAR] F47)d o]

TH(Aaker 1991).
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Hkgstx] Fate 2 SHE 9% A 5

Zholut Hrtel #HEH7]

=
Garvin(1987)2 A 4" FZE B AF olnx| F
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ol gt FARNH o= H=9] A|FAKe] tieh AR o]ejo = Faro] ¢,
HAlE o]&F, 714 & Bd=el ddd o4 ARFo] &nAEY 54 AF
of tigte] Aztsta e FA YFS Frh(Aaker 1991). 53] A4 F
e FuiAAS HAe 2dE AHAJ] GFE vAA Ao =3 AF
o Fdo] F4 azk g zyud 74 e £

E o)u) A (brand image)E= AB|A7} I B thal zt= AA R ¢l
H =

= Z
(representation) 2 ©] &34 3 HI;A=E & Hillcol FRIH T olE

FulYEe] AR 7] e 1

£}
x
o
=)
N
rlr
ol
fo
P,l',
O

‘1 RoUolth, e EAT Wk ol dio

1 3
5 77 g2t BAsd oE dge dde ge 4Y 5

Aol =Zo 7IWE E W oS u ZAga AH, A4S & A4S o3
dAZdo] E o v AEd E Aolth(Aaker 1991). Keller(1993)ol 23},
ES A4k B E HES Y 02 BHERG ¢ Holge 9usis =
g AEstA FAEIL soH o7 HriHe AYES 2 Aok ki
Z BaS olux i ouE Yz A ANESo FHJto|th w=d
o2l A= Higel oldel, I A4S o' YuE Zta e AFER
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BT A4 AYe By FAFoR FESHE, 75d olu|X, FAH
olulz] AYZA oluAZ FEIT & dti(Aaker 1996; Keller 1993; Park,
Jaworski, and Maclnnis 1986). 7154 o|r|x1Ng& F4A U4, FA1Z2

o
g, A4 2843 2ol F= BHIL JeH HA U I AdE
ojmeint. FA A ojm Aot HA=ol Jhd FH, ASA 9 B HAdas
4, e Aot o] Gt o] F2 HAEO FAZ HA tigh A
}%% omiRt}. Iega AdA om A" f4H EA%, AH AS, v
MZ -zl g F7 53 2ol F2 HA=9 /\}%ﬂrzéﬂw 71t = =

3 d& onant

G99 44 AR 4D 2 A4
R=1

Plummer(1985)° 9|88 BAl= olmx& 3744 24 F AFEHA, 4|
2 #Wel, v A4 o FAE Yty T} o]z BAT ojmx
g 5% BAzo O3 e BE AFES THIE ZTBHY O BE

EF Biel(1992)& BALS o|u]AE THsE SA2 Azl ofu,
AFS] ol A, AgAe olnA, AAstE BAS ou]NE A om,
S8 948 BAEY onAE BAE Aol FFL mATT 245

ot ol& a9 o2 YEHAE <a¥ 2-15>%

i
£

A 7154 oluma}ﬂ @ ok
18) 444 olnAz 27bo] BAES o] WY ofoltlol(TIARDS) HA4Y FOZ T A
$ege %3

3 Uute] /IS Yeplle A 2ol el v S T
19) ofyFe] “Digital Exciting”®} 7o) A4 Ads F8 A== A9 4
T Atk
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A2 : Biel, Alexander L.(1992), “How Brand Image Drives Brand Equity,”
Journal of Advertising Research, 32(6), p.RC8.

gebd BAS omAE AMATt AP AFS TUsE AFo] B3I F
Aol ZA71%e Fo 4PHE ofd A ARE odsts /)5S Bt o
go] &AL A4 HAS ofnAE HAS Al JEFE WH 2wl

0] 2]
7} AL 7 BACES AYIER 3t IS Jr)

o}
BA o] o &nlxke] #AnkAl BHrieta Ao fth(Wilkie 1990).
Bl A

BAE HEEs FF 2HAEC] BASE AdEsts AFe] 7|E0] ¥
el F88tth &nAES] BIE HEs dPrdes I HIASo| &4



(attributes)™} ¥ (benefits)ol] #AH E3 uEAldo] olE3st)(Keller
1998).

Ao F HEE A =

ok

FALE ol 23 oﬂ?ﬁ‘ﬂ AT s
g+ Aol Lﬂiqxlxl o Ut EGE #3 AF= HiE &2
st =43 FHH Ao]t}(Jacoby and Chestnut 1978).
BA= ZFE|(brand loyalty)202t= 7do] &HIA TA A

mR
Auj
2,

Hy

o
&)
2
°

g A JPA #FE F Uthe HoA BAATFE =T T U=
A= Bt AFTAQA AFolA o 22 VA= F4E UEA XA
tH(Fournier 1998). H|& Bt ZIE|7} 40A AAS AEHog Ags
T e Mdely oA BAY FAPAAHS HHstede FFsithe W7tol

H(Blackstone 1993).

s = zp4ke] 7 SlAIARl d]] BdE ZHEE 5F BEdHE=d O
3 AHAES] o2 AEE WITH(Aaker 1991). 2EHEVF & HA = o
AAQA NS AFs] 80 ol AAAY AAZYJES JAEE IS
7HAH, old B 2HE & AME A U #-Ho] 7] W 24
How BT A4e] TE Q49ds 2. F BAE ZHEHE AR T
20) brand loyaltyS dWHd oz vae ATy HYs= 497 otk && BilE o3kl &

7% @k A RdE: B D AT JEe AR JowA 1 Basd Yd 5949

HEE Kol B9l /fdog & =fdis Hile 2IEZ 54U AMs7| = dht),
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MU 25 AT 2 2EHE Zststed o

oo oldd Aol FFAHA A HE

TEoA 7]&Ho|Z BAE 2HEY F /1A g

TH(Chaudhuri and Holbrook 2001).
Chaudhuri(1999)= Balc ZdEje} BAE gxr)l B

A FF 7}7“’]‘4 NG FE dFE WA= AP
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.
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BAE 2] A E (potential) o2kl & 4 ATk

4ol A} B 7P AHT FSR Wy
P =55 nARYN &S A A
s o

2GEE AN AR

AZAA £HA-BAE BA D O FE, DAS AN FHLEE o
NYATEL Avngith EATY] EAYS AE}TL, B A7 A7Y
o A4sE thest 2ok
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I, 2B|X-EAE 2 W O RY

2RAES A7) AL ou A F2 I dAskE oA 2
AE J7IRE BAE=EE A3 dui(Kassarjian  1971;  Sirgy  1982).
Levy(1959)& AlF #A £47 22 AFY 71548 wol aulArt 34
AFS Adste 2 ofym AF FAAYA Yrie FF ¥ PF
o ¥FS v FAAT FHOoEZA Y] AF H BA=S AFde f

a5 AAle] el o| As Fdstr] 98l AF E HAzo FA
AH83t= ld o] ™ (Grubb and Hupp 1968), &RIA= A+ ‘SLEHQ] Al

F 9 HAsE A oNHeR 5o Fo 2 Agwrhs

".‘O >,\l
E

oj ¢} o] AFo| FAAI olmA FAGo] FU LM Fa o] HA
wel B E olu| A7} Fajk AEr]FEo] Hal Ank v Eefl AHARe] A
A 2P E BAE o g Aoty Fdow s W I
y9 AAE AnAe}t HAETte] #BAE Ae o2 E & Ao a2
2R 9, 7 FAor BHASY AEKAHA] #AE Tt THAE
FeA gk ool denh oA Y AnjAbEe] BAES A ow o}
S E B oA = 4HIAReE BRAIES] fA | tiy A7 FH

3

AR, Aol LX) A (self-congruency)dl B3+ Graeff(1997)8] A= AH|A
o] zto} olm|A| &} HAE o|u| 2|7t XT+F Hll=o] g BlE 9 T
%7t Follthal oM, BAE /MAEY Aol A AT gk AT
daAe Ar|stgh

S/, BAE A4 2ol B3I Aaker(1997)9] AFolME BA= S
54T F Ave E7E Ao, BAE gL AE4, TV,
g, Adg, 2] 5714 8102 FAFo gtk stk AuelE &
stol QoM oz A ste] EAo|2o ZASIY BEAsPoy =EH H
A A AL W& AR Hold AR

AR, 2BA-BAE FA ] AFYANA BHAA FaFgRAdd g
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AA e AA ol thst Fournier(1994, 1998)2] <
TAAXE A¥A-EBHE #AAo FFH Ads AAEAT EAH B
FEAA 4" A 2HES wFo HAz #AA FZ(Brand

Relationship Quality: BRQ) 63 A|Alste] Hal=e #A A& Yeld £ Q)

d A
Mg dhetel] FAE JHAAL ok a¥ER AH 249 dAE S5
= Aol Basin.

O, Ul 2RlAEe] A4 Ete LHIA-BAE BAFEE =& 9
g A78(2002)8 Aol M s ARIAYE BRAES Adshs A4 dAM vErd
= BA Wstgs BAsTh Aol o aflRMor FISE o
oy Ead WAFEN GE oE DAl FEbe] ik o] o F
AAA @Sttt I EE LvA-BAE #A FY e BA= At 74
457 AFpBA ] o] Basit

wetA ARAHES HAEE @3] AFoly AMHl2E 2
T QIAEkA] kal AL AAEHY e BAAE AXsH7] w
BA=o AAE ¥e Fournier(1998)2] o] &L AH|zle] B T
wjayelo] g FTAAN HZE 7FestA st ok 53] BAlE oAy

a1 o
HAle fdes AHEA Xeke @AY A&Adoly F&ol ik

RO/
M 8
N
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)
g g 2= zALkY FAHA8AELS YA E D (hierarchy -of -effect
paradigm)®| #Fo|A = FIAARA AnjRte] AEH
S A JdAH 2, = 2, AH Aoz FEL ¢ JTHE
Fe, A3z, U8 1998).

AS7HA =93 Be A5 75 8 A4S0 tE F8 A9 o
B2 HES Aystd thad 2o

A, BH= AL FAEA8A B Aaker(1991, 1996), Aaker and
Joachimsthaler(2000)8] ATolAs BEHE JIAE, B Ado|n x|, Azt

d F4d, 293 Bde 2 5 HAE E/7SIT. HdE ZEEE B
= < =2

W Aare] AFUFE BA %3, HAS o] GUTHLALD sotsg
om, BAE A4 FFaSel UF AFol gtk Bl ANGHL Yt
TFHALE FAA AHWAT Y& B dSols BTEHL ARHA ¥
S gtk THEE HAS AN THRAERS WA FHol Bas

AR A2d FHAE2DS 4% Kirmani and Zeithaml(1993)2] A7+ H
A ALko] FAHE AAHS FHEAA A, HEF 2, 7HA] A 2E
ojm| A Lo g FRIANHT Ty Fart AZ4HE FHES AXA B
AE ojm Ao FEFE WA= HAZ g HARE AglE B oo g A

Fede AEsA 2

=

_63_



o)
2
=
e
It
Y
=
Lo
oy
Og{:,"
(=
3
LS
i
i)
3
4
K3
=)
ot
@
[©)
o
T
=
jab)
w©
@
=
=
o
=
o

and Donthu(1995)¢] A7+ Fi7F BAE 24te] &S v BAE =
A Al &R BAlE e JFS A A AWstal Ao =

M3 9] M3 3 (conceptualization) S 7§ 38kar, 1173374 of A
) & 2% 7t ARE FHIAT BAE Asgke] F S
NA FAHHH 4 3 BHAE ko] AP ase] oA oldx oA
3] U, BaAE oA xpdell X7 Aol dar, aAHAZ oA

R golE Brsha Ageln el e MAE AZH Fdol U A

ARA, B= 24 Gl ik A

o
o
(e}
(e}
=
1o
re
-
K3
x
rlr
=
=
[
>
2

HAE JXE7} BAE onA & AZd Fe AduAZAY IT& slu
Ues HAFAI BHE AAES BAE ou|A7} BAE HS 5 T
3 HHE MEEE B 2y S Aty 9o a2y 2
T A%k F8% FALA] NZ4E FHL HIUE olu|Ad IFE v
£ WlFEYi= BFsta nyskA ke EAHe] o

AFA, Bl= WR Ui 39Y 5(2001)2 AFAAE BHPBE Aike]
AHA ARG ARE EEste] AAAE} AAARRE TR BAE 7
Aol R1F#A AL JHEsA FAE dou AAAZY AU oH|A
9= v 938 st Ao JElyt

o]de ATELS HAL A4 FAHLAES H4E ZL AAAAE AR
eHE @AE XL ok F, BRE A FHQAENY AABA Y A
29 ZAxg gofstede @AV Ak =3 BAE Ak gk T
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M3% A+tel 2y 3 JiMdeol HF

H1H AT 28

HAZ ol Ee Aol ARl AstHa Aok ZIFdES AdaAE &

= AHAA A TA E (relationship
marketing)ol] =& #AL Holx gt} oA A (relationship) AT+
2 Fojzte} Fofziele] #-A(buyer—seller relationship), Wl T ¢ 1174 3} 9]
Al(vendor-customer  relationship), &3  AH]=-AFA] IFJEUA
(partnership)ell &gk AF-Eo] tF-iEo|nt webs] &z}t AHE AT
= 5 “0‘3'4 E3] HAHE FEAA FAE BAC tig HFH A= F

RN

<3 3-1> HExel AP

2HIX-HHE 2HFE

fapclegd] oee! 44ig0!
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% 74 AelA AFAT. BA &ulA7} 26

|
¢l AnA-BA; = FAA (consumer-brand relationship)e] 3

I e BHAR

< EE3A Hvh g o®E HAS Ak FAHARAET oW AA#A Y
AEAE FHsHA Atk 53] =FF AHA-HAS JAFIEEZ BHC
°1#], AZ4H ¥4 BAE omx BAL gx g BA= ZIE T
oW A=7} Fou| A, o= AL FFHS AL Y=A e tigh Aol
E A%t BARIER BHAE A4S FF3E7] 9% AT ofolrof
& Asstazt gt

Fournier(1994)+ 44| Ak} B SRS #A| 9] zZlo|of o2l #AY =
Adell gt A7E Tt AvA-EAE AA 9 A AdS =EEFSATH 9]
Het A7 AAE ¥"H O E Fournier(1993)+ 742t o2 4te] A 9
el qgA47 MY T NE A B4 (idiographic analysis)3 7§91 w2}

X (across-person analysis) WHOZ AF 7l e AA Yo old E
Ae BAE FEAA FAE #A 2HE gFo AnA-BAHE BAE
ATt AT old g ATFAT?E AHAEH BANHES ASFoEA H
Aetes FARFES 7HAL Ao Bo HE #ARESE =57 SsiAe
AFHor AFEA] HEE A7EHS 1898 Javt o

2 AFolA #AE A e &HA-EAHE AAY FHEE HA
i FARLAETDS AFAAAE EAHE7] AT WHoeE  APAEA

(experiment design)& &S 4 Ut} o]
Zbsto] APAomn FEHEHS ofEl JFk
ot FH 1996).

APHAAE A&3sh7] HelAe HA A S, LHA-BAE 34 FFS
ZASE] FEE T ol mE BHAE A FAFA e BARE QIA

9 2 ZtE ZE ¢=FES A XMW (treatment variable) 2 ZZa|oF 3t} o]
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$ A oJste] HAS Adbo] FHATHE ARBAE U F AS Ao|
oM ABAAE 13 2AGA SRR AFEES AuA-DAS B

t =
ok 3l7] WjEo] TEFZ(sampling) FA LD ko] BA 18a %A
Zt 2 Hgo E FAE A AT

882 B AFix s vHE IATAHA ZA] SAE 7R AT &

it

9T ERFHTESs WFeE AFHd A=
o 84¢1z QRN FRATERFPOE NFRHS stuA )

1v] ol A 43 K gk%o] Fournier(1998)&= “B& o &HA, ‘7113 &
BA, ‘At SABA, Aoplid QABA, WL A, 2Ea ‘B
AAA 5 A 7HA R LeE FE v Ao

M 2 32 1o
A
o

-1 y
A, 283 ‘B4 gikRA’ T 5719 dEH f¥oE FEIVIE S

B =o] tisle #8lsla(favorable), 748 3}l (strong), = 5-%H unique
AL 719 Holl zkn A& o FdHH(Keller 1993).
BAE ke el dig dx8E Boe oy, gASnd BAlE A
Aolol ZFATI= FAHALAY Al QojA Aolrt Adh(Keller
1998). AFA= wel gt AAE BAE A FAHLE FTolA

B Aoy F2 BUe AT JE a4k BAS AX, 74w ¥, B

Ruid

/1\1_

lo

=
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[¢) .
JelnE MAS A4S He] AAAE SH HAES nASdA o
ANAE 3, A HAEE AAF LAZ0] Fhedo] 1 ﬁadzoﬂ st
of felstn, B, FEF oS ZAEE stelof FTHHRS 1995).

et EM= ofo|X[o| A

Cobb-Walgren, Ruble, and Donthu(1995)= E#E= A4ko] AH|xFe] H
E Ade) gFs vX = FFS AYstr] fste] BdE 1A

A, AZE FAUE BAS Ao FHRAR B3
Ak o ATAME HAS A4S BACS ofuAsh FAR APYOR o
sta glrt

[z x
Ir

rO

o

2

2

u

>

fo

M e
ok

o

ok

= o
(r

o

=y

N S
N

L

=

2

T3 BAE JAA =9} Azme] aga Bile A
Tr+e BIE 2dy 9FS vA= A2 YT (ZE-$ 2000)

E2 HAE AA YA ofr|E= BAHE A4 FEH EYY AMart 2
F Ja, FulREe] BT gt A5 Tgk S o|FoU= Tl
HollAl BRAES nst=t 2w 2 4 7] WEe B Faboll 578
o2 FHHAHTHYoo, Donthu, and Lee 2000).

A BRE JIAE=E BAE onAE dZds) F+= AdMAI=AY o
&s stEE ARAES BIWE JIAE BAE o|u|A o] FIFs wH Ao
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<Id 1> BAE oXE =SS ololxlo| 2HE e olF Hol

A 2H g S
o, &H|A-E#8 = 2 ®dol w2t xto|7t AS ZAolct
<IHd 1-1> B”E QIX|E E=-E o|o|Xlof SEAMel dgs ol

& Zolct

<Itd 1-2> ZH[A-EBE 2 o wel BaE 2AX| 7 2l

= ofo|Xlof o|xl& dekoll= Ato|7t LS ZAolct

Ul Aztd FHLe auAEe] d4st e 54 BHzo gk nky
ol =4 F£F& oudtHKeller 1993). ©]213 FZI 2o Bal=o A&
AboFoll tigk R o]Ljo 39 ¢, BHAHE olF 714 T BEHTel A

B WA Aot AR A48 F44 Zd(abstract dimensions)
< A" FHo FFE mA v A FHE FAEa o] A4 F
AN Ak AHA 0w = A4 7Y BIAE HES AAHA

Ao R BRHE om A FFS WX H(Kirmani and Zeithaml 1993).
A B o dArkAl 4

=
bl S
FIFE A Rz A & o

<Itd 2> X E E&E2 EBdE= o[o|Xo SEHel Jd&2 nlE Ao
o, &H|[AF-E#8 = A ®ol w2l xto|7t AS ZAolch
<IHd 2-1> X|ZtEl EZFE E™E o[o|Xof SEAHe dg¢s ol
2 Zolct,
<Itd 2-2> 2H[A-EHE 2 oo wel x(ZE FHo| =2

= ofo|Xlof o|xl& dekoll= Ato|7t S ZAolct

3. E®i= o|o|x[et BEEHE EfEof ZHA

1'>

Keller(1993)= BAE A4k wiAR ZFoll thah &nAe] EA kg
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g B omAE wARC|Y FuAHEY] ¥ ARZAEAEY T
ARSI A AFUAClAY R, 1
Aotk 1A BAE oW A& Wl Hztelw, Ji4, 54, BAE] o
A, AR, Y A% Ze o] AdEER FA8H Ark(Foxall &
Goldsmith 1994).

webA o2 zHdelA Bt WAE Fal

Al FAHE7 wet BAES Al SHdd IS vAA 2 Aotk

<Ibd 3> BE ofo|xle HACS ejzof 2EAel Fare olH Hol
of, 28| A2 A [0l wal xolzt Ue ol
<Ibd 31> A olo|xlEe EHE efFol el dstg of

<Itd 3-2> LH[A-E

2
#HE Ef o o|x|l+=

4, H2E o|o|X|Q} H2HE ZAE|o| A

Na, Marshall, and Keller(1999)2] BE#HE= 3¢ RAE= HI:M= A4k

AEH o2 QA E I (awareness power), ©]7] A 3% (image power)Z T
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Aol o, AFRHoZE= TS E(satisfaction), ZFE (loyalty), HH=
34 (brand extension)< E&3tal Ut

st (2001)2 BAE Aske] AHdA ANFGHAE EAHT F BA
T Akl ARFARZA JAAZ 79, 71%H 79, oju]A] Fele] A A
< BlE 22EH, s T3 22 AAA xS EYAA JIFBAE E
AstAh 714 o]uA] 39](image power)& AHIAZE EA HaMZo O
I dorle A4 =5 ALEY JATS Lty olgd ojvA o= UAA
= gk 7153 shefol os) FEFS wom, BAs Agte] g3 Ax<l
B 2dE IS A= AoE2 YEE

<IIM 4> BAE olo|xlE SHE 2elo ZHHol Fare olF 2

— o o = A
oo, &H|X-E= = 2 F&dof a2t xto|7F A= ZAolct
<Itd 4-1> HEREE olo|Xls EME= RHE/d SdHEe JdEES

o|& Zo|ch
<Itd 4-2> 2H[A-HBE 2 o wel BEsE ofo[X| 7} 2

He ZHE[o o[xl= Feol= Ao|7t AS AWolch

A Qxst AA ax 78
3 WEH ests A 822 FAHe dvm AZsa: JTH@TA
1995). HAE HEE $F &uASe] HASE Husts @59 s|Fe] 5

@
=
Q
o
o,
=
o
3.
=
{o)
O
9
rir
=
X,
(r
u
e
fu
1o
=
£
(r
fuj
S
(=
£
(r
2

RBEEE
Al AF Ml AR fE 9GS AT HYRFYL DY
3, =¥ BAS BEl HAS 2dEe] dPEFolA T Ade FEEE
Woe Adeleta 2ttt 1t HAE HEE SRR 2AF0R 5
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52 243t F Bds Hxo)

A ¥ (potential) ol 2k & 4 U
ZE-9-(200005 BAE A4k AR L BAE e FASE 74
SA2ENY] AAE AESYeH, BHAHE A S} BAE onX| 7} HIE
AEEe a8l BRE AsEes BAe 2y 9%e vdta it
metA BAE =9t BHIE 2dE= HAE Ao g ow g
o] sigsty, Bz gk 3 olZ <l B=rl AeA FAEHUH HAlEe
FEA 2y &S A Aojgtes AAFAE AS5E + ATk

== EHE ZAE|o 2HH JeS o|F ZHo|
o, &H|A-EHE A FYol w2l xHo|7F AS Aolct
<7t 5-1> BE ElE= HEHE

A

Zolct.

<Ibd 52> 2H|A-BRAE B ROl w2t BAS EE
o stof

= Atol7} A2 Ziolch

E ZLEd o|x=

d
|o
U
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H4g 7o dA
MY wao xmatsiel 23

X
o

L

1. 28| X-E = A o] Z=xfatot

I

A8 x-BHE FA (consumer-brand relationship)= AB|x}e HaW=7}
ST GAARA ARAA GEHEAS TS FHEH 43 A8st=
A2 AAEE ddE o3t &, BIREE QA SHE HAFE Fulst
I APske A A AA BAE Zethe Yrlolti (A /74 2002).

Aaker(1997)= &H|A-BAE #AA O FEFE vX= addd i8] A=
AFEZEY] BAREE, EAE NAEES B3 Utk &, O BAEDUL T3
A ol 23S e Zolth. A7|A &njAet BAlEgte] dAAE @
3 2vA7E BAE A Ao wEste] A &= A oo
2 2HAE BAlEo] Q1AS Fojste] whA] QIZbFe] BAMYH 4" £
A ZYPRATE Flolth ThA] T I AL FoA AgES 44 & W

HOE AR A#AEZo] LHAEL AAlo] Fujste AlFoly BAE9 4
Lol A 7jQ1Z Q1 #AE D= Fournier 1998).

webs B AT A= Fournier(1998)9] AWztel BAle AAE 4317
Ak AR TEA AR AU A5 AsoE AE EY, AR EA, A
obd 4, HEA, 1 BAE BEY F4 T tid AdHd
e SHETE A&tz o

S‘i
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g 99 49sA YudE 2eds Aol At MK AYOR 914
57] o] Zol UE HHsA ols 5t 1 BA oIk

1) o] BAZe] ojuAsh o] Aotolml A H] L5,

2) o] BAEE Ul 7} FTAAE F7AAZ

3) o] BAEE Wb AE Yol Wk ARE FAE J1A k.

4) o] BAEE W golA SEHW ow A% Y YA o

ol 7} EAIsH, 4HAE HAE
HA L dA Ao old
I TA, Qe B BEE
UZ Bl &270] A E
sttt ‘Digital Exciting’ s°l™, w5 R 7Fe] o|m[AE 7FA AL o=
e & Jdoem, O BIAE] AolE TR Y IAHRE S8 1A
Qv tiaA AR ARE da JE A DT BA ot

) Ye o] BHIES tia] B Ae & Utk

R
2) U o] BIAEF REE Ak s B2 e & vk

o

éJQ oy

rl

2
2 BRAE oIX| XZE 2 2RHE ofnfx| HRHE i BME 2HE(e| ZAfelet Y
Aaker(1996)= BH= 1A, Azt Fd, HIAS oA, J2a HIA=

ZEE T A AYPezE Bz xS BERSIYS™, Kirmani and



N
@,
=%
j=p
I
=)
=
o)
O
@
ro
K
i)
rO
1>
24
o
fu)
bt
2
N
40
N
=
R
N
2
A
I
i)
=
D)
4

BHE A (brand awareness)® A FujzArE oW A F FFo &3
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(Aaker 1991). &, &¥|A7} =7E AT W ‘J BAEE 41 Jde A
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1) the o] B ths) SolE o] Ut}
2) Ve o] BAssk ofw AFAA dw ok
3) b= o] BRSO A B(symbohel FANA %3 ek

Garvin(1987)& A Zt" Z A (perceived quality)S BIAE, AE oln x| F
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BHAE el E(brand attitudes)= 3+ EA=o] th3lt Au|xe] Autbzel Hr}
gl AoEH(Wilkie 1990). BERHE HEv TF 4BAEC] HAEE A4
st Ao 7l H7] e Fastth ANAEY BIE HEs duk
Hog I B9 £A(attributes)Z HY(benefits)o] #HE E45 1
Abgtel o] &3kt (Keller 1998).
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BT 24ke] 71 sAARQ] AdE] BAHE Z2EE (brand loyalty) = &
HA=o td 2uAES oz HEE W3t Aaker 1991). BHE=E ZAE
= AHE AEF 4AS ddo] ] Wi EdFom HAT 24 g

2. &, Bis 2dHE AR T AR AE glole EA4

axste o
&+ itk

Z2dE] A3 AFE F2 BAE 29E 3 A AHE Aot
(Jacoby and Chestnut 1978). S T g 7HA= &v|AteY A g5

al AZ Hg WEE 75 9 FHox
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WA =A vdehd, 4 YA BAEd O3 o ETt 5 JoR2 2AY
Atk 2 FHE/PCSE HAFE&L 724%2 Yesed, HIod 79U
Hgo] m¢ £2 Aoz Usy FUlE aA g Al &HA fFYe] &
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24) A= 6] TA 2 167) FAEA N AFEE 2 13~594 Fd 600048S e 2001d 590
MEAGE AR oA AALeE AP, BAE A w0 AL AEIAE npf s oA
AA G4 619%, o4 664%= =A dElth oled e YA RT: ofAo] wr) & e}
won dAdEwzE 30t Aol 7T14%= 7 =A eI THCARE 2 81(2002), 4HAF 2
2| A1 ).

25) HA AR A (EHAA)E 2002, 7. 18~27Y MEAW 5048S tid o R FE A4 So o
8 AEZAE AN A3l FEe wAd BEE 1~23'7F AA9 5H56%E 7P Bk, e
© '3~43]"(357%), ‘53] o) olgte L9 72%u ©rii aksith wA F7]E 18~247€Y o]
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=%
5 = 1 2 3 4
(N=215) (N=162) (N=178) (N=187)
2l (g™ -.67189 -.20436 1.24039 -.23115
22l 2(Xtotatd) —.73455 1.22410 -.09689 -.12368
22 (1A XZ) .53631 .34511 .32467 -1.22463

1

= o] #e Uehyo] ‘AanAy} o] HAZ S wol] dm Yt FHuHo

o 23 28 162Hes AT 9o, a9l o
ol ‘&nlat A4l ddEe] e JAE ot ‘A

Hol glom, al 1ol Wi Ee A+ s Yeho] ‘&HArt o] B

W=

of @Y Bl o] FoiAE Yotk Im ‘P 4t 18THOR
FAH] glow, 9ol 3014 WP e B9 ghe e LuAT} o
HASE F BT YA 2@ Aol

e Sum of Mean

5= Square af Square = Sig.

Between Groups 387.682 3 129.227 269.926 .000
22l 1| Within Groups 353.318 738 479

Total 741.000 741

Between Groups 363.284 3 121.095 236.601 .000
29l 2| Within Groups 377.716 738 512

Total 741.000 741

Between Groups 380.345 3 126.782 259.430 .000
29l 3| Within Groups 360.655 738 489

Total 741.000 741
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8202 F o E(p-value<a=.05°14 IAFE It F=o|7F v
Ao g Yel7] wZo BAFE ttol= Aol7l Ut

ZF 8R(FERF)ANA ol s BAFE Y Folrf ool A A
i3 E Yolr7] 93l thEALEH] W (post hoc multiple comparisons)S
IA8L3 T 71 s ZF Acel)d Z717F Z2AY d2AY AHglo] ALE
4 S1E Scheffed S AHg3lgon, 7 23S AFYstdA <& 5-6>3 2

0og oz S
' o Lo
DN o

|

<I 56> Zt oY 2 AtEY

0l

CtEH|

o

Scheffe[Mean Difference (I-J)]

27
(=X [ 1 2 3 4
1 - 4675330~ | -19120834 | 4407430~
col > 4675330~ - 14447504+ 0267901
3 19122834+ | 1.4447504+ N 14715406+
4 4407430~ | -.0267901 | -1.4715405~ -
1 - 19586565+ | 6376593« | -6108716+
2 19586565+ - 13200972+ | 1.3477849+
29 2 3 6376503 | 13200972+ - 0067877
4 6108716+ | -13477849+ |  -0267877 -
1 = 11912020 2116443« | 1.7609418+
2 ~1912020 = 0204423 | 15697398~
223 3 ~2116443« | -.0204423 - 15492975+
4 ~17600418+ | -1.5697398+ | —1.5490975 -
£ EAsoz wolEe on(055=0lM BEAIL 2)

Scheffe SAFLE A4tE AEHAFTES BA FolE 005004 821 19
Ae 73 1-2, 1-3, 1-4, 2-1, 2-3, 3-1, 3-2, 3-4, 4-1, 4-3 Ztol| HF=}o|7}
SAZHSZE Fo% Ao=Z YElGT. 89 20= &3 1-2, 1-3, 1-4, 2-1,
2-3, 2-4, 3-1, 3-2, 4-1, 4-2 Ztol| BAo|7F FAZXCE FY3 Aoz
Ebutt) 89l 39X e & 1-3, 1-4, 2-4, 3-1, 3-4, 4-1, 4-2, 4-3 7+l
Tarol7h SAAHCRE Folg Aow Yyt weta 4 gl E ofzte]
zholE oy AR AMIA-BARE BAFH holl Fo& zbol7b vk
< F Uth

A2AA A HAE DA FBe

I
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FEY Folg 2
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olN
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AHA-BAS BAFE IS £HAT} o] BAe] el ge B 7}
AL AASIL g HAE A AR DB BAo] Bor Aold
BAE ASATL Be HEelth HAE AgYIZlA 19 HEE AgEhE
A7k gom, Mg BASE M ¥ Y HASE Tujste wgol
B, W Au Al Aoz HEshE Hgo] HUHOR we HPuelth

BARE 28 204 AN} ABFo] A& Y FA BAE PEAA
G4t o4 Hlgo] WL, 2vke] HAS AGAV} Be Pholth nA
= Ag7zkelA 23 ARE AgsE A9t won, WA RUcE B
el sk Mol i, A AFUAA ] Bk A ASHE
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ATHAAC Bt A7 AFHE Pl
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TR BAE PEA olyo] Bom, BES HAS AAT B A
dolth. BAS AG/I0eAM 6709 ARE Agss 37k o, wgo
A Bl F BAS] R@s pulshs vl ki, FulA Az A
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<E 59> MH BHHLE 9ot HEUD 24E

& X2 af Q GFI AGFI NNFI(p) NFI(A) RMR
2% 584.632 98 | 597 | 0907 | 0.871 0.941 0.943 0.063
THZY 501.965 97 | 517 | 0917 | 0.884 0.951 0.951 0.060
TH2Y 2 434.317 9% | 452 | 0928 | 0.898 0.958 0.958 0.057
THEY 383.148 95 | 403 | 0935 | 0.907 0.964 0.963 0.056

Q= o’/ df GFI=H &= x| 5 AGFI==d & X=X+
NNFI(p)=t| & & & g x| %= NFI(A)=2 & & & x| 5

AHrE)E AR Ftel wWE AR WHIlE HoFEt H[Eo] 19
IWhETE AANE E¥H A5 Aoy 52 AAEE HAEH £AHEE 3
o= 40302 T2 =g H3] 1o HZska At
A=A (Goodness of Fit Index : GFD9} =AHH 23T =A 4 (Adjusted
A~

S|
Goodness of Fit Index : AGFDE 0902 9+ A% wl$ 53 Eyo=z
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32 +(Non-Normed Fit Index : NNF)&= 289 I E=E e}
W Turker-Lewis Index(TLDo|gtx%= 3ttt BHE 03} 1 Apolo] dor}
A= dth A7 0981Y IH A mygoz Aokt
ARY 3= 09645 dElHo] Aol s Ao=Z YR

: NFDE &4 03 1 Atolo] 9lem, 09
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.46

Chi-squre=383.148(95 df)
=.000
AIC=465.148
GFI=.935
AGFI=.907
RMR=.056
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<E 510> A SYYH & MotM HZZHD okF

o = o e [==] = -

29 x* df Q GFI AGFI NNFI(p) NFI(A) RMR
HARE A 186.354 95 196 | 0.899 | 0.855 0.950 0.923 0.068
HARE 2 209.379 95 1220 | 0857 | 0.795 0.934 0.909 0.072
2ARE 3 163.958 95 | 173 | 0900 | 0.857 0.954 0.919 0.050
HARE 4 177.916 95 | 1.87 | 0.890 | 0.842 0.948 0.917 0.075
Q= o’/ df GFI=M & =X+ AGFI==d & X=X+
NNFI(p)=t] & ‘*BFKH‘- NFI(A)=2 & & 2 x| 5=

HE g AFAHS A5 29 dAR e IARFIE
1o, AF=AF(GFDet 289 AFE=AF(AGFDE 0.9, F+AlF
ZAAFZRMR)A £ 0050 HZsta oemz H3Ao] e Aoz dd
=, MEEAFAF(NNFD e} A AAF(NFDE 09 olFo= 2y A
T AETF 0% ol HeE Ao
wepa] B ATolx 7 AFs Al s ARA-HAE B4 f3¥E A

TR Aol e AR ddEH| M HFE A o

] MAe Q1= 174]% 2y AR AZRAFY FBAFEA T3
2t} o]Ao]l FoFHA 2 Hrig dert ok 2do] AAEA g o]
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ABSTRACT

An Exploratory Study on Influences of Brand Awareness,
Perceived Quality and Brand Image on Brand Attitude and
Brand Loyalty by the Types of Consumer-Brand Relationship.

Koo, Ja—Ryong

Major in Marketing

Department of Business Administration,
The Graduate School of

SangMyung University

Consumer-brand relationship is formed through the total process that
consumers are aware of, buy, use and experience a brand as the
interaction between a consumer’s attitude toward the brand and a brand’s
attitude toward the consumer. The process by which the consumer-brand
relationship is formed influences the components of brand equity : brand
awareness, perceived quality, brand image, brand attitude, and brand
loyalty.

An exploratory research was conducted theoretically and empirically to
investigate the causal relationship of brand awareness, perceived quality,
and brand image with both brand attitude and brand loyalty.

The goal of this study is two-folds. One is to derive general types of
consumer-brand relationship consumers perceive. The other is to identify
the causal relationship among components of brand equity. Data were
collected using online survey in the context of mobile phone products.

Four different types of consumer-brand relationship in mobile phone
products were obtained in Korea by conducting factor analysis and cluster
analysis. These types of relationships are significantly different.

Hypotheses were proposed as follows: (1) brand awareness positively
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influence brand image, and the influence is different by the type of
consumer-brand relationship, (2) perceived quality positively influence
brand 1image, and the influence is different by the type of
consumer-brand relationship, (3) brand image positively influence brand
attitude, and the influence is different by the type of consumer-brand
relationship, (4) brand image positively influence brand loyalty, and the
influence is different by the type of consumer-brand relationship, and (5)
brand attitude positively influence brand loyalty, and the influence is
different by the type of consumer—brand relationship.

These hypotheses were tested using a structural equation model and
support 1s founded for a most hypothesized structural relations
significantly.

Some theoretical implications are discussed. First, some types of
consumer-brand relationship can be materialized. Second, these types of
relationship can be identified in detail in the process of making profile
analysis. Third, the causal relationship model among components of brand
equity is divided into three levels: formative, intermediary, and
performing factors. Fourth, some sources of marketing strategy can be
obtained effectively using the causal relationship model to build brand
equity. Finally, it is shown that influences among components of brand
equity should be different by the type of consumer-brand relationship.
Also, some managerial implications for mobile phone industry are briefly

discussed.

Keyword : Consumer-Brand Relationship, Brand Equity, Brand
Awareness, Perceived Quality, Brand Image, Brand
Attitude, Brand Loyalty, Brand Relationship Quality,
Brand Identification, Brand Association, Relationship
Marketing, Brand Personality, Brand Identity, Brand
Positioning, Covariance Structural Model
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