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0| EZHE Xpitof| DXz ZRE FEot d7s 2E30E Aolch 2 AT =N AH| s
Holl= ERHE0] MDA Holnt NEE THO0| SoXRl AHIK HEESES A HHE XHMo||
OlXl= Z2E d3ots A2 FHC= it FAxez =2 =0 Mo|M-AXA Hol2 Ad|
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0l= Qg2 01E A2z H11 0|5 UEGIAt JiCt ot AH|Xte| ERHE ATIDIEIAE| 4
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AR 1A} e gronl, 4718 B4
7} ololHof AT 4 gk HAE A4S T
Z317] $18F =0)50] o|RojX T Y= 7hed
AHlRje] theft Hole FEAY 4 Qs HAE
AR weh FEum ke, A,
2014, Aaker, 1991; Keller, 1993; Park, Jaworski,
& Maclnnis, 1986; Park, Milberg, & Lawson,
1991),
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o] HRIE w)E Fol AR 4 e i B
o] 53 5 4 W (hedonic benefit)of] 27
< SR} g, o]u] 3009\ o] Hirschman

& Holbrook (1982)9] oJ&f A7|= A AH]
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Ve £, SHfantasy), 2|1l 71 50]
AHlGEoR HGolE|T Qlu I F AH|z}
o2 71 7do] 2A3ICHRichins, 1997).
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QIR = (brand awareness)2} SE3}3L 50|AQ]
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BE AXH(brand association)©] A% o] 7]

3} 4= 9Jrth(Aaker, 1991; Keller, 2003), B
ojuz] #e|& 7|%je] FEA R Aest 5 9l
ARE &B12E Q1A S HAE o|n|2] |4 o
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toll 24120 % 1% ek oz} Bof
b ololA71i gy, Sl 71

% A S olois) 2= At
of T st Yol 72 BHe) Ha
AF4Hcustomer—based brand equity model)]

92 BT 98 W A 7190 AR AT}
HhedEl Heile kel YAE 9% A
£33} AlAo|tH(Aaker, 1991, Keller, 1993;
Park, & Srinivasan, 1994; Simon, & Sullivan,
1993; Srinivasan, Park, & Chang, 2005), 3t
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tHCharters, 2006; Kumar & Garg, 2010;
Krishna, Elder, & Caldara, 2010), HHHo| AF
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Hejear ol oful g
SHH(Belk, 1988; Fournier, 1998), wa}A Aln
A olol] wja) 47 wole] A9 LAt B
AeanE FUske ARG oS Aest
(Ball, Tasaki, 1992; Levy, 1959; McCraken,
1988; Thomson, Maclnnis, & Park, 2005),
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Tobin's qoll §0J3 QRkE vtk Wt =

Azt ARUA I S5t ol shtel Hals =
o] 7

T AN Yol 719 7HIE AR A7
Z0% 4L 5H Flolck, ool LA 4
ul4 Holah AP Hele 719 NS A
71 A2 ol AR} HIGE HAE A4

A}S H:}(Puhgadda Ross, & Grewal, 2012) =k
g0l st Aol BlilE HHEE

o= rAE} o)l LHlA: AR
AnE B0 AU} ool £ul4
Hl3) Bels HelS Eu} SAsHA QLI
(Keller, 1993). A= Hi=-AlF FEE A2
S 3l A A7l okeso] et 5
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NS AAstA Flek Parky 719] 57 A4
5(1986)-> 7|90] FH8k= H3E o[WAE 4]
QOW Hefl —’F%‘ﬁ% Jofl whef Aoz Bl
= dejsfior & B oS AXSHL o] A3
571 gt Bde AX B (brand concept
management) A4 27 vt 9ick, 15
Fol meEw s S e w9
(introduction), % 13}7](elaboration), ~1&]al
733V (fortification) 2 FHEEH HEi= o] 411
Z710] v} HUS 24 @A) kA Belsol
of SltH(Park et al., 1986; Park et al., 1991).
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Holbrook, 1982).
2ol S HA=E B 47H A

(sensory pleasure) HHT 4= o= =3t
(Kumar, & Garg, 2010; Schmitt, & Simonson,
1997; Zuckerman, 1994), wrebA] Alujx =2zH
=7} 9] Slaiae shg Halse) Pel
HLE|Z(motif) o] 7|HFsto] tjF2]Ql £H e s
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317] wjEo]] AnB|A} 30| (attention) S FE3}]
9 BI R0 S o 17H 4%
(satiation) 0.2 QI3 1170 oj&k=E o]oj& 4= 9]
E}(Park et al., 1986; Zuckerman, 1994), u=}
U]X4 tlaﬁcglﬂa %‘Q’% 2~ 01L 71-7L;<4
SA57] Sltol
AlZ(accessory product)S A|-&5}t
13 4= QthJeon & Lee, 2016).
A BYE Hole B3 Anj4o)
F35tal V= 1253
SHCHFournier, 1998; Levy, 1959), wahx
A BA=E 24500 %L B3 Aol
of MAE olu]A7l BEAAEo] AL 7]
S QEE %’_Jrﬂiloiok ‘SFE} (Park et al., 1986;
Park et al., 1991). A% HHSZE AfaH
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2 o]ojZtKBrakus et al., 2009; Charters,
2006, Hirschman & Holbrook, 1982; Hoegg et
., 2010). & vfjgize] Bl R QAE0] 7t
7L7]*]r°ﬂ ¥ (affrent) ¥]o] H24H4] S7eo=
A& (efferent) H= M2 AAA H= Aol
W] 49 HASE Aot Aol F2A
7} /\43“5]01% 3HH(Ball & Tasaki, 1992; Belk,
1988). = AH|R}O] oAFA] ZJoKdesired identity)
b el 1E0] gl SRS 4 1A
o wic}, EA, A=) et 2lke] S &
N4 ol gick. Aol BRe L) gzt
7S 213517 thizol] AAJHol Z214e) whg
< HojEHKumar & Garg, 2010; Zuckerman,
1904), SPAEF APYE HATE Anje] ol o
T2 Hkgsial £3sh7| wiell 47 Alte] &
FrElciFournier, 1998; Thomson et al,, 2005).
’SMH HE SAES gHsks o] th=ch
o)A B 2t AR 4 s 12
o Alsof stk bl W) webd] 4
=22 Hix)517] YA A
§%2 SR SIe A4Hel Bkl AR
T|ojof SHch(Park et al,, 1986; Jeon & Lee,
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et frof 7ke] HAE fojuAE A58
flste] e AefstollA AlbE of2t A
(attachment)+= 7 st U olAE Eofrix| &
AElo] Agrl 9= 98 Jfgo]thCollins &
Read, 1990; Thomson et al,, 2005), 2 /“JE]
stollA] ozt o] 22 Hwe} Holx fofl
3492 B9 A4, o} sk
ol 9 Mol BORI 2238 o2kt
A2 Agsial th(Bowlby, 1969), 1 5 off2}
Clopet SHEROR SHgRT oA Hof

oot S
JMe AHA-ERE BAE 8] A%t
231 Jfgew FEHy] A|ZEtHFournier,
1998), WA Hofof|A] of2Al= Aulrte} B
P79 7|7F SoF AFE R 0] o]F o] x| HA|
XA G| (emotional bond)7} &A% o]
ofF 7ksslctal Rl QItHThomson et al.,
2005). % 2u|z4e] Ao} oju|2|7} she M=
2} AAJo] glojof 51, 733 AA(passion)
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= Aof o2 A7} = Aotk A= &
HRk= ofzk BRHES Ale] SHE Aol
(extended brand)Z 7FFs}17| W] sl HH
Colo] S A%a] St S 2 B
(Belk, 1988). o1439] o} Wol A3kl
Thomson¥} 19] =85 ATAE(2005)2 Haie
of|2F2- o A (affection), ¥4 (passion), 1T
Aot T (connection) 2.2 FAAE 4= 22
5]7]%= Jct,
oo} BRi=e] ofRTARL 57 Husd
St 31 LHof| gt It (judgement) 71591
BHC g} L5 o]t Malir, Krohmer,
Hoyer, & Nyffenegger, 2011; Park et al,, 2010),
AN ofsfk BRHE i 719] A Hjol= Tk
3}k, 3, 769 §99) Tolrk Ao, 4
27} E4 BAo] ORI AL o] mAL 71
(hot affect) FFO 2 WA HAllE g Y
3 744 (cold affect) L2 ErH(Brakus et
al,, 2009; Maldr et al,, 2011), =4, of& S
Hrk GAE] SJ SRS A7l ol
Lop)ApE 54 Hso] ofaeh] SIS 4
7hol|l AR AFEakgo] MayE|ojof Fh} 1 x|ut
Bl Aol Gmt EeAs S
e 5] el B Al 23]

R

L

ol B2
A= 4= 9)tKShimp & Madden, 1988).
71 Aol Qlehd v 54 Bl

ol ohastr] Slsh S B o) Ala
A7} AdYE|ojok G (Fournier, 1998; Malir et
al,, 2011; Thomson et al,, 2005), £3| AH|R}2]

71—7¥x4 = ?_ n}_,_/\]ylL /\11:1] 291% ZE]
sofo] ARH 452G FET = 97 o

woll M4 Aol 5784 Fd= v
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1988; Brakus et al,, 2009; Holbrook &
Hirschman, 1982; Levy, 1959; McCracken,
1988; Thomson et al., 2005). ©]A4}Q] =90 &
Ashel melso] Al wolah A wole
A ofzel FAA G ]2 2
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Thomson et al., 2005). THAIE Eofol|A B¢
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A &ilo] Adgr|ofol FHc(Morgan & Hunt,

7 574 B =2ko] TA|o)
A& 7= A4S
2| =0lof] ZABHH AHR EA
gk 79- AHAR= Bl B =gl

A o mhE = 2 A 5= A9

g 4= QJtH(Ball & Tasaki, 1992; Collins &
Read, 1990; Maldr et al,, 2011), webA] ozt
B = obo] A @S 3la)sly| flste] A&}
= WAE FAIsH| 913 et d&Es Ho
= Zojth, A or 54 Halto of &gt 4
B2 e 29 BAR ojod Aola} o4t

BF Thedt 22 FHES Algke 4 ek

7hd 3 ABIRie} HRHCO| MK OfEED= 12 22

SRl SgiE DI Ao|c,
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AFAHbrand equity)& X 300 {7F
opAE 9 Farst fopojl A hielA At of
& Ndolrh, HRE A4S iAo m AjE
Bges) 2o s GulEs BATAR B
9tk MSI(1999)9] §F A4 =olwlgE
Hele zpAke] A BAo] thslA] Ailawadi,
Lehmann, & Neslin(2003)-& th2-3} Zto] A
Tt 9lek, A, 710] A ek 1
oA o] W d= AN == AL EA,
nAE SAEE Y] mede ATAA Fth=
. A, AAARk BTN AL Bl
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approach)of 2Jgk &%,
uksl 2H o8 JLEE 2
W] Aol 7]uket HeE 4L SO
2= Aaker(1991)2} Keller(1993)2] EfiE
Al o] tiEAlolt}, Aaker(1991)= Hi=
AH B IS AT B A}
Aol Ao R HolFrt. Aaker7} Ak Bl
Ak BRE QIX|%, 2| 2bE EE(perceived
quality), BEHlE dAF 83 Bde SAEE
T3%o] QIEt, Aaker(1991)7F 7\1]?_:_} Hafle 2
W3t 3| Keller(1993)2] B E XAl gy
o 7S ol Qi) Keller(1993)= Hai=
AARS Av]2Ee] HEHE Z|&](brand knowledge)
Sezzol ofs) AR, HAE A4S BAE ol
Awel BT Aol xolztal T
Aaker®} Keller7} 43 Halle 24 BEL A
H]Z}o] 719 Y|E Y (memory network)®]
HE T gk 2, el HAE UL T
2517] I Aol oh HAES Q%
A|AHoF 5, & o) o] X}‘*‘QQ
sflof st} Aaker?} Keller”} A|QF
AL o AR Q] B s ZJA }Eog
ek Mol ARSI ubr} St
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al,, 2003; Rust et al,, 2004), Kamakura &
Russell(1991)2 o]t sHA| AL Hsl7] $5)
s} 27 HolElE Bgslel HAS A4S
2H51% B,

Aerlabe] 7)o} YES|Z1o] 78Rt HAE A4k
HETM= w2 Srinivasan, Park, & Chang
(2005)= ZEaPd2H(residual approach)o] 2]
o Bl Ak RS A= Jick B
o AHY MEwolH ABY ATA &4
(physical product attributes)2 XI5t Hal=
APAbo] ZAEL) Srinivasan et al, (2005)-2 AH|
Ae] HA= SRS Fols] e MU= 4
Ae] RO HAE QX BAEe] S4A2}
8 A(attribute—perception biased component),
1831 EHEQ] H|EAA S QA (nonattribute—
preference component)S A|QH3ict HHE=9]
o] Gt wihe]
ubEel Ajztolo, HAEo] NSNS Lok
AR oflal, HRAE AV, el ARt
AR 13 Beio] Qi HAE ol

Aoz = 4 ok ATl

Qe sl Zlilet Bl
ARG o 245 olzhe AR} U
FE = oo, 71 Ao ] e EHE

it
eSS 243t 2 9lrke o] ol B
El_}_-

£4AZE aaE AR
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wolA Q7] uhel 719le) AR Ao 2
gst7] olfth= A0l Uth(Keller, 2008:
Rust et al., 2004).
Chero 2 Ao 7]Hket

s

Hif= A4k

_ll)it

58 sl The Korean Journal of Advertising

AT

=
el
]-/\
e

&
e
>

Qlt} Simon & Sullivan(1993)
vdeoziy e d7ixE B
= skt 250] Aloke BAE
2 7199 AA F&AAHintangible
asset) = H|EEE Q4 7}X|(value of nonbrand
factors, of: R&D2} E35|H))e}t AFH a4 714
(value of industry—wide factors, of: 70|
2o AP HAE AR M Yok
Simon & Sullivan(1993)0] A|¢Fst Bt At
PO B Al Hilile AARe] A4
F7g0] 7Fsstth= AolA L on)7t ok 5HA]
T 719e] AARAE 5 BHE Aibo] ApA[sh=
Hl&& FA517] ofele Wik ofy e} thefdt &
B Lol A aH|AS2] BRHE Z| 4o A
e o] ool AR ek R
Sith= A o] Qck(Keller, 2008).
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o]F XL QL= 7R oM e HAllE &}
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ANz A} AASte] Bl ZMIEFE S 5
Hakee Aot sk olstolA T ok, o
R MU ARFOR IR )
NBCI(National Brand Competitiveness Index)
9} St sE 3] AE 9] K—BPI(Korean Brand
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stock)7} ¥R X5 BSTI 4] mRo]As 4
M2 2|57} S itk HolA At
AL BB 4 olek shAe ) A
sAYelA BAE AAte] F24E QX3
oI5 ZA57] $1g Thoret Aol Aws
SIeHs ol A ojujshe vt Ak

olo} o] shASulth At thEAg 7]90)

ko rlr

=

WAE #7488l 2 2daf HH=9] *2bE FHo|
719 = BROD O 57841Q1 = wiRlth=
A2 8 vl 9Jrh T8 Eng & Keh(2007)& 133
T ZARS- 7149] vlgf s]AdTfuture accounting
performance)®] 34 2Ql S v|Zcial ¥3

O Aliawadi et al, (2003)-2 H#E RFARS 4=
SUHAA =

o] Zu|¥(revenue premium)S
wh ofujst 72 SR vl Eohn vl o)

¥ fE o4

i

I

A= Ao TS v
2 QT LA} 54 2

A517] Sfat olx1Ql A Zelof] 24
Al U}, b HQISRo] Al S92 B B
o) oy Bl B7a 54 HeAso)
BAE §Ae] Sie A AR Heleict
(Chaudhuri & Holbrook, 2001; Morgan &
Hunt, 1994), 5% B=ele] Do) Bela)
R 2vlAE o HASE 50 Tk

AT S HolE AolH, A= PARL A

(
AN

N

|

$o 7

el

B Ho| oEAHE - MPErt HHE BE Thiof 0Xl= Fef

-
o
N
X
[k

A 2|l BEE ojojzint, A
WHog 1A 5L Hlle Zpake] FAAQ
K q
KR
=

Fe v Aoz Vdskal vt 22 7

WA B} ofd AES F40 R A
7= X, Puligadda®} 19| 5= A4}
=(2012)2 AHAFEQ) HEHE == (brand node)
ool et oipaHo] Sekleka Wil o
HAE A7|ole]AJEl(brand schematicity) = 7l
Wk, B AsjutelAly olge] maw
B A7OtE A E7} 28 HARs HlE
ol 2AAsto] Y 2ekL 2Ase o]
SpAaich seo] Bl Asjutel e ) ke
CobAps BT o A 4Al0] 2AAS
Qg sl 2Yskic 7, SUst ol
) 573 WIS Aol $UL A9 2

= 2ol AE) e 2HlAE ol
A, €2 AGust do it), 283 A4 2319}

o] HAE FHRAZ FHOR AFS Brishe
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of that BIwS gl HAS AAlste] Fo]
OE 2ol 8 AR 2 4 glek whAc]
HYE A7l vhe anlas HASL G5
L= wejo] g ofalrk s 4 el gick. A
HIAS A7jupt Ee Angl HIAS AL
W3] 3187 of7] el BUssle) T
WAL ARE 2T o] oleieg AL
% o] 912 Zolek. opge) t=elel A 4

A QABRE TeIA S B A7)
ElAJE] ol wet djolr} 9 Ao ol
ol FrtHo R PFHIA T,

3. P

1) X243

%7} ol A5 TEE|o] Qlojof st % % 4
| MPISIL gl BREsL 4147]zole of

o]
Arol 710l A Q1E| B 2= (InterBrand)

of Fgslrtar TgcHKeller, 2008),

A& 4242 Amazonol|A] Algdt= MTurk&
ol ml=o] AFshs SEAES eR Alm
£ A3 MTurks 22 423t 9 ALzt
Fopol| A FEHT Qli= 2kl AH|o] AH|A
o}, MTurke -5 Ao} BlugS of -S4}
=9 ASAA thHd e gRd 5

& W9t op et Ahm eAdat AR S g

pA |
o

shal 9l A0 & Y FrkBuhrmester, Kwang,
& Gosling, 2011), -3HAR=°] MTurkE 53l

Aufjolof Zrefstalth= QA HrelH AR
HWE F skt HAllerl FARIR EEof
3 BHEE FrRles Rk S &
$0.57} SEA=ONA AFE A, F 46079
SEHAHEA 217, o4 2437 EFHA
=11.90; #|2gk=19, 2igk=74)7} Aujo]of I
ofglon Bt o]z 38 84AR UERTE



2) 22 JHo| £X DO} gl HIHE XAt

[=

X2 27

1 oA AMBT A Holol 29 B
o Thgat ZT, WA Auld HeEs

o B2 BALE AT 4 Y BAE
o5tuAl gkt &% #3S ‘[Brand namel's
logo is aesthetically (visually) pleasing to

me’, ‘[Brand name]'s logo provides aesthetic

pleasure to me §F &3Fo] AAE It Lo

% AP BAUSS EHe) Aof ol )
ook e % 4 Gl BASR Holst &
A B3} ‘[Brand name]'s logo makes me

think that [brand name] expresses who I am
as a person’, ‘[Brand name]'s logo makes me
think that [brand name] makes my life richer
and more meaningful 7} A& %] cHPark et
, 1986; Park et al,, 2010),

avrlel HAl=e] A of2he ‘Avlrie} 1
=] XA FolEAl 2 A oJskal My feelings
toward the brand can be characterized by
affection’, ‘My feelings toward the brand can
be characterized by passion’, ‘My feelings
toward the brand can be characterized by
connection’ A £3}o] AA =t Malir et al.,
2011; Thomson et al,, 2005), U}R[ZFO & AH]|
A Bl B HACete] BAS S5 9
S AR Bl o5 S| $Iste] T feel
loyal towards [brand name]’, ‘Even if [brand

name] would be more difficult to buy, I

1) 2 270 SEXISE 0f=0l 5ok AHIKIS0P| mhzof 4

=2 2= HAE

HO 1T

SRS EOI0| DRI HRAIP} BIE SRl

o= 0

Aol 0lxls et

would still keep buying it’, ‘T am willing to
go the extra mile to remain a customer of
[brand name] E3}2 ARR5FtHMorgan &
Hunt, 1994; Park et al, 2010),

Ble A7jube] AJEl= AE FRE As)
L 3bgo|a B Av|ale) o)Eslis Hr'
Aolalal It} ‘Product features are more
important than brand names in buying
decisions’, ‘When I go shopping, I am always
scanning the environment for brand names,
‘When I am considering products, the brand
name is more important to me than any
other information’, ‘Brands are important to
me because they indicate social status’, ‘I
keep abreast of the brands people around me
are using’ 5%3}o| AAE|tHPuligadda et
al,, 2012),

upuRo R 2 Q0] F4Ae) BAE A4t

B = (Interbrand Group)2] BHE= Z}AE
B7F ARE ZEFl JHEHE= tid AlA
Zh=0] Helt 7S a7 Agsto] 37t
st BHHE 9(earning) ¥} HE H5
(brand strength)?] Fo & =AJ3lc} HA =2l
£ 2ol A4 B vl &7k o
], 7bau], An), e)a vl Al 58 Adet
of Ak, = HEi= 2R whget °§§ [BE]
A AR Al AREske] B a=¢fo] A
AT tREoE Bl S 5%594 7t
A& =451= g oz AJF oFYA(stability),
2JE|4)(leadership), A (support), EA=(trend),
=A|3Hgeography), E&7F=*J(protection) 2
2 FA =)o) QJth(www,interbrand, com), IE]

27He3(2016 8% 31 61



Heo] B ApAF BEHL 42937 (income
approach)ol|A] 7]¢} AFAztel niAE Aot
T RHElo] Sk HellA] i =32 el
< QAR QHebEs, sl HAJE, 2013;
Keller, 2008). w2ha] QIE|BEH=0] HAT }A}
B7he A R 719 AR B
HhF Rt skl ofl & Aol FEHS bR
2 ARt

o
2
i)
QL
X

>

116,707, df=29, p=0.00, NFI=0.974, RFI=0,959,
CFI=0,980, IFI=0,980, EMSEA=0,0812 LERL}
AR o) HIAEE HojEeltH(Anderson
& Gerbing, 1988; Hu & Bentler, 1999; Raykov
& Marcoulides, 2000), E3F ZF A7 9]

(& 1) Tlgel HEegs

AVEE: 7|EAE F54717] il HFey
2 Suse JoR vt

—_ = | —_
H A
by |
1 AollA ARKRE H2EAE HEs 1ol $HA

RFAFES AT Au} x*=125,484, df=38,
p=.000, NFI=0.972, CFI=0.980, TLI=0.971,
RBMSEA=0.0712 YeY} AR go] Agtr=
HAFC R WA pEolEial THIT
(Anderson & Gerbing, 1988; Hu & Bentler,
1999; Raykov & Marcoulides, 2000).

ZF 547 7] Qg el it 7HEESS
G Dol AAESQIT WA BES] 4] 2]
Helol AHe AAA of2HEstimate=0,118,
p€0.05)°] oJet ke n|Al= A= Ueh
O 17 EY(Estimate=0,009, p=0,857)+=
FroRt G PIAA] Y= Ao = YERiT &
HIRLS] 7HA EARE Aleshe BAE9] 4]

ol ZEdt A PAR ofoA)7] flsie &

WS ASHe TPgolA AH o BAE
vesole] WA S8 918

A7k BAD 4 e AARHE Zoltt,

1o

1 3 4
Ao me|(1) 886
A Hl2) 358 781*
EN SRV 291 509 751*
07 =4(4) 286 487 616 848*

* = AVE(EREASET), TEEISE = AVE / (Corf ) 1



B Ho| oEAHE - MPErt HHE BE Thiof 0Xl= Fef

NFI=0.972, RFI=0.959, CFI=0.980, RMSEA=0.071
#+% 10,001, **p=0.05, *p<0.080

(O 1) QupzA 4= M
thyoz Haso] AA Hol2 GAIA ofjz) opRjuko 2 117 E9l2- BlE ZMiKEstimate
(Estimate=0,735, p<0.000)% 7 £ =0,084, p=0.078)°] FoJgt Y& v|A|= Ao
(Estimate=0,237, p<0,001) 25 F-2J3t G&FS 2 Uelsith, olite] Aak= BallEo) 4njd #H
U X]= A SR Yepgth Avfzte] Ao} ofu]] ola} A Holof whERh ARk Bld Bl
£ Hhdalal Fdsks Biso] A Hel Tof gt ZY Loz o]ojRH o]= AL} A
o BEE Bl AnRet Zolzke] At a7t gk Bl Apitol| e G521 FaF
A B/ (brand—self connection)& F=& 4 = v = S Yueitt
on, F4H AE FAIS] $g Yo R
olojd 4= &S ou|dl= ATt
(7 2) 2= 24
Z= nzst A SE CR Sole
Alnfx| mol
e o 0.103 0058 2085 p(005
AR mol
e o 0735 0060 12700 (001
Alnfx| mol
o =0 0007 0052 0.180 = 0857
AR Tl
= 0237 0076 3517 (001
ER] OfEt
) =o 0646 0070 10,000 (001
T =9
— e XA 0.084 8887.277 1.761 p=0.078
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3) BEHE AF|OE|AE[O]| 2 HEHE Y7t

xtol 745

B AT HAEe] A wel
off WS 2HlA S BHsete] WA §
A57] $Iet oA7 FAE FRA0R Hs

ZpAbo] ZAA O] FES u|R Ao dAFsla
ol ¥5]= Zlo] HAo|qlnh. ARk H

Uo7} axH|ARe] HElE A7|ate|AlE] 3o
2hA Sfig Hel=of thgt Hrhe depd AoR
oAl fstal o]& F7HesE 3
HA 2Idxlo] Heie A7|ulE|A]E](median
=3.00; mean=3,19)= Q45 7|0z L&
U}, FEAT HH = ATotel A ET] = S
HAh= 25690l on, BAlie AZ|alE|A|E]7}
& SHARE 20478 0= Vet A5dn 2l
T 27nfe A Eof w2 BRiE HO|(#=92,928,

<0.001), XA of2HF=67.486, p<0.001) 1
231 IHERN(#=61,807, p<0.001) B+ F-o)t
Zpo)7} Q= Al ' Ueylth FAA s 4u|
12} A Helo] HiedE Hil=o] A%

o] h

S,

[

Z] i
- =T

(& 3) 2= AFIDIEINE] R3O M2 HM= T} Xo| U5

ZIFEAEZE 2 SHA 43 =
(M3, 32) ]
s B Hole e i ol

2 yElsith E3F HAE Av|ulE e e
SAH(M=3.85) = He= 7]‘3]-1511\]5]7}

QlAlEl= Ao

%%%%X}(M 3.86) } B A7|ulE|AJE]
W2 SHAHME2.61)0 ISl EA WERHT

m3
HaZj= A o
BHiE AF|OHE[AJE] (EEmAp
=o 443
i el (1.293) 304
W= 332 (1.411)
(1.308)
=o 385
B Ot (1.556) 331
Lo 264 (1.671)
(1.569)
Lo 3.86
T2 =0 (1.689) 331
Lo 261 (1.800)
(1.694)
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FAH G v AoR dzstn HA A
ozt 17 Blo] urojEl Am|z} wg-o] v
4TS PEYh A Avizte] chrt Hele
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WE AR T3] SIE 2402 15H)
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£2 TR F AHEASA} 243 B

o, 5

HA FEAREC] SHE Hi=ol AnAd
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3.00; mean=3.23)& S8 7|02 FHESH
T HelE PARE BluRie), (19 204 & 4
J520] HRHEO] AnfA] sHolof whg Hifl= 24k

AN
J7t 2ol 7} HARITH(#=3.226, p=0.073).
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O

fo %
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(7 4y =M= olo| HRHE XpAol| DIxl= HE TSt sl 24

Lk HEZEs} Al t RolEE
(&= 5821 0,000
1 Al0jx e 0.122 2096 0037
AR ol -0013 0227 0821
(&= 3778 0,000
) Ao me 0.122 2097 0037
AEE| mo -0.020 -0316 0.752
BT AJ|OEIAIE] -0015 -0.286 0.775
Aol 7loqat 4= Qli= Folek, whHel A W oK ARE AXA Br), B A 2ure] 7t
olo] A& smlgjele] A e FEsly| AAo|n] Al Wel L st HA=O) 7
2AS BT 250 BA DAL gAeR ¥ 2 Wolg Aln wolnt A delor 7
2|7} o]Fo|A]7] W&o =2 A A B =3 & uAR I} 252 A2 oA BEEE B
HE wiEo AR R TR gherh wet WS Ato] njAle RS AESHs Ho] B4
A BAE O] AP - A Aa) kg ;

B3 Qlek Al BAE ou|AE &8k
129] el Helg FEA1717] Slste] 7IdE
& BE ojurE HeFH oz pEjaty] gt

= Aol 3HH FFL

U= AR et An|xbe] 7 7
B2 Z2ehe AuA 1ol FESRL migHel
=yl

D) e Sa) Be=e] Alnj4ol
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9] A& A8(brand—self connection)S &5l
o webd Alnld Beja w44
Tole] HelmE Lulaiee] A ok

o}
Ueh 2 2ol Wt et da o 4
e, oet it & d4E B9l B 4
et
AR, B=0] Auldat S vAE
AR 37} Mg B 2] 2]
T A ez Yehyith BE Helyh o
e 7]E A7 AT EE fiEE Bl <l
Aot HHE ojufx]o] 7]uk ¢ HaE 2p4kt
Of Al 2= gL AT sPARE B2 7]
dEe i HaAs el vE % deiolelo] urg
H Haie ZAbe] TAle 7HAAL Q7] whiee] B
A= o]9l(brand earning)©] W% HE= 2}
b BAE Al = Zads Al = 4
AT, = - Aafof] LA AnlRfEo] 9
Hahe M=) Hulnt e AR
A REgE HRE Zibol] FAHARI FEFE 1)

o
(brand knowledge)oll 578 %|Q1 Fa= A
gk ofye} 719 ATl 342 FFs
mE 4= Sl AlARRHCh

YA, AHRFE] HAE Av|u} o]F o u}
o} aH|Rpe; HEiE O] YA g4 e ThEA
et Bl g JR7F FFekar Bl

HE A7) ofEreo] wheha HiE
e F2E tEA §4E =

c‘%
N
AN
oflt
o,

)

E

S+R3}F 4= QItH(Brakus et al., 2009), =4 A
Hl= Al gollA Has s vz, 84, 1

2T eu AR LEEle Zkzke] ol

71900] FgAAto R 1Es Hehe Ao v
Al gkl dislAls Be A7) ol2ojxA]
oo}, £ AT HAT R AU 5 gl
ey 4ulE Ay pelz 4gd Helos
TEF T HAE 2o )AL ARE A2
913 =S ks Hol ojulg 2he 4= 9k,

S, Bee woln} BAE At Ans
A5517] $istel 7100] niAe w2} At
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Th 1 research tests the relationship between brand benefits and brand equity while
IS exploring the mediating role of emotional attachment and customer
commitment. This study aims to distinguish hedonic benefits of brand and investigate the
effects of hedonic benefit on brand equity. Survey method was used to collect data and
Structural Equation Modeling was conducted to test the conceptual model. 460 American
participants were recruited from MTurk of Amazon. The empirical research results can be
summarized as follows. First, the path between aesthetic benefit and emotional
attachment was significant, whereas the path aesthetic benefit and commitment was not
significant. Second, the path between symbolic benefit and emotional attachment was
significant, and the path symbolic benefit and commitment was also significant. Finally,
the results reveal a significant, direct influence of commitment on brand equity. The
findings of this research contribute to provide practical implications on the strategic
brand management.
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