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1. A7 b7

<

“The uninvited brand = AH|A-HIAE 74|
£ 2350 A% #yoi7t 2011 WSt =7
o] AlEFolH, Aol AR} FkE(consumer—
driven) U}AE FHo A HHET Aot A
&= 0 &2 It (Fournier & Avery, 2011).
LovlAE o] Al HAEse] 4Ego R
HalEe} 2ujake] ojgto] viEIY el u
& AT AeATe] A viFa H
A HHE ZEo] an[AES o ol
5l Sajke] Qo] ot
22 s HA oA 4
M E (empowerment) 7} 247}
Hstof chsf Haigof gt =
st A4S 2 Eelok v
AEL A2 1A (cherry picker)
A E (evangelist) 7} &
HE AR 22 2HAE A8 oA

g 5= dfoF shertreke wAlol

AHstA = Qlek, 2 olTt Hakel #Al &
of HAR Y] ze AAE olsst7] H3f 3t
U AN A= AgE 578 Tofzt v
‘017 0] | M E (engagement) T},

MSI(Marketing Science Institute)+= 2010—2012
Research Priorityo]] “117 Q1|0 AHE (Customer
Engagement)’ & HA:=of djgt 124E52] v
oo HHo.R Aofsin, Hytdolw, AEAt
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chultz, 2016; Schultz & Peltier, 2013),
AARIANE = AnA-HHE HAS
I A7, AR 915 e
17] 913t =kl dgg a0
oF 714 f Ao
B A A" S
A AtollA AFskaL Qlth(Bowden, 2009;
Brodie, Ilic, Juric & Hollebeek, 2013; Hollebeek,
2011a; 2011b),

& Jo
@ e rr
o

—',.1
ol
2L

L
)

N

o
ool
o
u|
Y

do
b
=

A

i)
o>,

rlr

°
N

N
N

IR

)

=)
=)
L
N ¥ 1o H il
|
L2 rl% b J{NI

=

o)
ofi

FZ A [CTHAL vleo & 92,0
2 AR A0S 45T 5 Ut 713
7t mobd Aekt SRS AHow 93l
YL WA BRER 4045 g
e o ANA Bt o)A Aol T,
Age) 7148 7Rt 2uAEdA | 58



[Provider:earticle] Download by IP 125.143.159.147 at Wednesday, March 11, 2020 9:25 AM

3 71 T87 AL Bl SAEH, 7Y

l
=
)
1o
T
o
[
off
ox,
H1
fl
Jo
N
QL
£l
oyl
% z
FIF

L= L = O B S H= E
Ao} W o] gk Hus} o) 17
Al A HES] that QAT Adsta Ba

HES 2 g
& aAoE A, BAE Huto] gt 2
A5 7)oi7h YA GITkRL SeHAE R, 2016).

o7 QAo HE] het FESHE A
3} FRANE Aol HE] B3t A7t o
M Ao] AFEE o] va) Ao A HE
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1) QIZIO|KIHED| cigh 4t

(1) Cl7oIX[HES]| chot ThEX oi7ro| HiTY

QA O A HE 2= g0 9] A2 174]7]
o mH4 L Wd R 18 244 35
5 ofel AWES RASY 18] A et
(Oxford English Dictionary 2009), 1 ©]3-0oj
L “AdA(connection)”, “ofZHattachment)”,
“Z4 2 7o (emotional involvement)”, “Zro]
(participation)"s} o] % & A-gelx|2} 24
Ao e Aok AgETh, et 22
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& Ilic , 2011)
SRR oA A 30 Z0t ‘¢lA| 0]

et AL cheat 2 BHEE WEE
& 4 glrk A, 19 AT A o]
| ot Aol

=
o) el BT 4o B A4
S QUKo R H(QIAH, B, BE)

2 U511 9Ith(Hollebeek, 2011b; Brodie et
al.. 2011).

AAJAHE 2] 0] 24]

S (Vivek, Beatty & Morgan, 2012)-2 117} 217
O|AHEZE "I ulA|g(relationship marketing)
o] skl ofof” o g o1 TS5l al, vkl S(Vargo &
Lusch, 2008)-& AJH]A X|ul| =2(service—dominant
logic) TAIoA QIACIAHE 7HgS A& Auf
*=2](goods—dominant logic) 2] ZE24]Q1 u}A
g AZbolla] Bz A oh tiEls “HA tigt
Z YA ¢l (trescending) A2} o & AL},
224 Aol =] Tt vk B 24U
QA WHE 494 FEo| Heol
7B B2 BHNA Lol 1]
AR A2 a-8-2 7ol 54

!11
3%

[¢]

I
o}
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88 TSI The Korean Joumal of Advertising

(Brodie et al,, 2011)3} 24](Hollebeek, 2011a)
oA l U}ﬂ]‘:" oA 1 QIACIAHMES

~

Ao H|Z=o0] .t]L]Cﬂ (Fournier, 1998)2] ¢1--o]|A|

An|Re} B E O] PAE AS G0 2] o)

/}}x}i/ﬂ 4 o]—ll] HAE 4 31:_% PP A1
o

(2) UAICIXIHEL| 7413 g! EX

A ZFollA] QUAOIA I E 9] F=4| 9} 24
oF yrAsto], Anjatet 42 QAo AHES]
FH 2 AL (Bowden, 2009; Patterson,
Yu & De Ruyter, 2006), Q1A 0| HE ZHA o
= H#E(Sprott, Czellar & Spangenberg,
2009), AlE ¥ 7|9 (Patterson et al., 2006)
So] maksgicy, ols 2ol wAReIN e <l
OATE AYe] HgE ofm F47} ol o
Ayof 1A 0] A slck(who subject engages with
what object)’ @} Z+& BT Hofo] E30)
A HolE HIHS w21 9tk (Hollebeek,
2011a, p.789).

olgfet F& Tl A AAOIAHE
(Customer Engagement), ‘HElE ¢lAjo|AHE

(Brand Engagement), ‘1174 QA 0| AHE g%
j

(Customer Engagement Behavior), ‘117§ Hal&=

0] A|o] X H E (Customer Brand Engagement)’,
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HHPE QIACIAME 3Y5(Customer Brand oF HeaAo] QAN E2 = UAA S4S #
Engagement Behavior) 52 233t Q17 0] AL Qli= WHH 1A QAo AHE = A|&2 o]}
HE Zigol et of2 FA4E0l SAsAAL, vl = SAS A3 glon, QIACIAHES] Haja
to}, i, HAl= #ARFyE, euds w4 QloZn A-g-& g}, E3F Hel= 3 (brand
= "} toksl giako g olAo| R HES st experience)¥t= 352 SHo|A Aol 3lA|

MNIEE AA = A HHollebeek, 2012). ot Bl S(Brakus, Schmitt & Zarantello,

A Zofoll A QIACIAHES] Fg 3t 2009, p. 53) “HAHE AL F7] Fof AH
et wd AEE HEeR 01711017\]”*594 N 5 oA Yeth = HollA o, o, Q1A
4SS ARlEEE, AACIAHE: 4] OJAHER 24sto] ol2lel /fEE2] 571
A/ HHEZRE] B ARG Q1 Ao 9 oA, BAA d chankal gekstA gAlst
8 HAys, F7]HoA S WYtk & A QlTh HEe] HilE Ay Bl o %)
g A B4 aEor B AYA = 4% =of ol fiEtE= w2 AHojw |k, o9}
ozdoln, chloR THE Adoln, e gzmom dolAuEs 43He 12 b
A x5 A oA (a nomological gol urgd oz wAo| ollele 3= A=Y 7}
network of conceptual relationships) =414 2 & et HojA o]z} 9t 1A
od5te 3tth= AoJth(Brodie et al, 2011; BHHE Z9(Brand Commitment)S AH]A}7}
Hollebeek, 2011a; 2011b; Hollebeek, Glynn Ex ool BAS x|&A]7]7] 93t 7at
& Brodie, 2014; Vivek, Beatty, Dalela & = x| 2 dsts 4 01oﬂ%(Morgan &
Morgan 2014; Vivek et al. 2012). Hunt, 1994), A} o}A7} AGSE BHE

aear 53] Al ES] A WA Ao AapA Ao sfFiet E}E}i Hic
o 9lo] ¢lA oA HE NP} 2 ulAE 1z &= (Brand Commitment)& HEHE AI2|(Brand
£ Fd35} Itk (Bowden, 2009; Patterson Trust)2} A Al Ao Al= Ak Rlo = 7]
et al,, 2006), 21| 5(Brodie et al,,2011)3} Z I A = QA0 XHES] Asjaclog 2}
Z4](Hollebeek, 2011a; 2011b)& 1AW g3ty Bl w9l A EE(Bowden,
E9} o] /igol oleA ez WA 44E 1 2009)> 17 QIACIANES BlE SAES
AL Q1AL AARIAHMES NEA A Lol o] “AlE]A 4 (psychological process)
W NgSo] ACIAHES] Hafa v} o7 Aofst, AtaAut 7|E o] A=
Antaclow Aggke ¥Wela vk AE & o], &9 27 WAE S8 Hle 54
o], ¥oq(involvement) 2} o (participation), £ FAshs MiAUSS TtEs AR 1Y
F% A-8d(interactivity) > UACIAHES] O =M A7 JAPCIAHES 7HEeFstHA &
A% a9z Zhed, S2(flow)= 7I1E %] B2} 7]9F B & Zp4ko] gt Q1A o] X ES
o2e EY AHThs SHAA AAlIAHE 71915 dAastsich

307 452019 52 312) 89
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AACIAME st AF+E T 2
5 (Brodie et al, 2011)2 1174 ?_]7{]0]?(]
(Customer Engagement) 7i'd
WA B4 T} e
2270] 717 Aol o5 HE= Alg)
¥} (psychological state)” & o5l &8 5
(Hollebeek et al, 2014)2 & ¢ FLH|F o=

e BHAA H=F WA O] AlZbollA K
M2 B E Q1A o] AT E (Consumer Brand
Engagement: CBE)S “Hl =9} A5 22714
oA FAA o R gty A A AR F, 7}
WA, WEH BEY 22 olgkn Helstelrh
3tH ¥l & S (Van doorn et.al, 2010)& 117

=

AA 1A

)5 (Customer Engagement

A, ?id, u}% 2 5], 22

ok} v S(Vivek et al, 2014)2 1174 Q17
OJAHEES V|0t 4u|zte] A Folt B
of ek a4 QIAA, A, WEA, AHeA
Frojol AZe] s o R Hojstar 9k, oAy
QA AHE 7Hd Aelo| gt A|Z+e] zpo|7}
9lom AELAETFe] Aol ot §Fol= o}
OI%XW okoiet,

b OPA ARt ol A9 o) miAE
ZylL e shEA FollA 0174101
= Ngoz Bl Azt A ul

A A A
Aot} duby o2 Q12| & (cognitive), T4

(emotional), 352 (behavioral) 2FL2] 37}
A AYon FHY AR wgren v 5

90 ZISIAT The Korean Joumal of Advertising

(Vivek et al,, 2014)¥ =¥ S(Hollebeek,
Srivastava & Chen, 2019)2 AFS|A 2}
T4 4744 Ao FHE Ao Hor) T
Aoz 7t o] sl &5 S(Hollebeek et

1., 2014; Hollebeek, 2011a; 2011b)& QA4
i}%-ﬁ— ‘Bei= A}EA-QoA] Ba=9l Hay
AH|2}9] FZ(Concentration), & Al
4l

of st /\Z”’ A A he- ‘BEi= AL& 2}

, 2014) Q1A A, A A, Y5 Aol o
OH S 9] (Hollebeek, 2011)9] Aol& EY & 3}
93, A1 Aol el "R P vl
& YA el T2 ARE ojd, 42 3
NE AR LR AT ol s,

webd 2 Qs 9l9] ol vl
S mYE Seivel AuxSe] Ha
RGO AT SulA-HUE 2l
AolAwEe] AHglo] tfs) A g,

(3) QIAIOIXIHES} HAHE ANEO| ZHA

BHE FAHTE AU 7|uF B e 2pat 7
HolH BAS A9 FIHot HEH 2
oot B 4 Utk A& weh Pl B
(Bowden, 2009)2 117 Q1A O|RAHEES HIA=
FHEE olne "HElA 34 (psychological
process)” &2 A J5}ic},

QA QA ATE} 2 TS W Sl
A SulAEe] AAY AL AELgo
z 9

ACIAHEZ} G L o] =gt



[Provider:earticle] Download by IP 125.143.159.147 at Wednesday, March 11, 2020 9:25 AM

2 7199 mHAE EEol
ARG 22kl 4
T} Zro LujjolAre] A2 o] B
F4Ee] Y2 ehdrhs HoltHVivek
et al,, 2012; Hollebeek, 2011a; 2011b; Jahn
& Kunz, 2012), 71 59 EHE npA| g 9 ok
@ ol HAS A T Be A7)
UL, AT SolAE AACINUES o et
A28 AH HA= FAE G4 ol2A He
A Y BE A%l tigt QA el EY)
71ofo] tisfiA e 52 A7 7] AZ
k.

d)7] 5(Leckie, Nyadzayo, & Johnson,
2016)2 HHIYE Au|A HYPSE tjalo =z 9]
AloAHES}E HliE FAwote] UAE At}
gty 1 Ayl AR lol Bl AFSELA.
o

Aob-@ HAE F

1o 1o
oo

(R
= ol

X
o
>

HE 3%
A

9l B

o
o]ﬂ 2

i

o7} QAo e ES
Afstel HAE FHm) 24 9% vA
o, o] 37| &4 CBE % AAH AL ¢
A ST, A AU WA e 3
s elge o 22 Fo) Aol AHET} B
A FAEC] G A Fatt 89S 3
AAAFE ABE W EF Y 5
(Hollebeek, 2012)-& 44 w|t]ol& tjAlo =z
A BAelA QlAo]x UJ_EA 4GS AE
23}, pome} Aol HAS A7, HAC o]
ole) AN ACIAY=S] S

olel¥ AL, 7] S(Harrigan, Evers, Miles
& Daly, 2018)% &H) S9] A7E Edj oj3)
No|EE harom $Asto] Ao AUE} 1
A ol ol 394 RS oj2cks 2}
£ AQth ¢k} FZ(Jahn & Kunz, 2012)=

AH|XI-E2HT OIHO[XHES} B2 EM50f 0/%

o=

= sk
= O

719) so] % o] §44e] o] 85712 87b W
o 570 s AT, et ) 23
= A5 §719F A814 g AR, HdEeke)

S A9l B A 57, Aotae] 4
o A7) A% F71= grReH, o]2gt o851
881 W5 Ho] A% Hao]x|of thgt o]-§-t ¢
ACIANE &5 &0 BlE ARUE +4
A=Y BAHE EA(Brand Commitment), -]

= =,

o folulst ek Atk A2 St
T FOE HAE B G vAE a9l
ofe) 1

A= FHaL 5 TR 2] oE A7t
Qoith 7140 WeR SNSE HRT ARe
ARUA LM ZESo] FANUA LH|AE
o] B3] 4BAEH 470 L SNS HAES
o188 1 HAL FHES] JFL n)HE 2
O AACNEES WzshE 4 ot ety
B ATelE AAIAHES} BAE FHE
of kS WA Ao BI 7 AU B

o] v e ThE Aoletn o3

2) SNSO| chgh At

(1) SNS2 QIH|o|X|HE
Y 2.09] JoAEA Ve YACAHE

Mol dieh g2 A

ucjoje} kel ARUE 5

oAM= oA AETE AAIA]
]x4 oz zl—xH

30H 4520194 5% 312) 921
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o 7|4 AEREGH 4 SHelH AW O
2 Age Beigol ok 2 4 Yo, Ed

71E OIQXP— A8 3 B e
2lo] SNS HHMEL QAo AHES F
3t Aujzjel BARE AAE osfsh= 34\
stetal Azie|of Zlot, whebA SNSef
HES] FAgo] izt o4, 4
X o Lof|A] SNS AL HAs}
Lot LA} Qi

(2) SNS 7Hdat 9

SNSe} 424 w|tjof7t FUT o R &8

= A7 TF drh Hol=¢} dlP|(Boyd
& Ellison, 2008)2 SNSof| tht Aol A3t

A 2F] st A AH i S HWdhe T

*@4_3}1 ORI 7l~—7ﬂ st QIEHl 7]
=] ]0]/\4(Kap1an & Haenlien, 2010)9¢]
B3 Qg 44 vltjele] i B2
1, 28 YEYA AB|L, mAR] e FiA
E, $7|A, v eERT o] JIOH(FKII £
AFASEE, 2006), o] AH SNS+= &4 H|H]o]d]
ot F5ol sigE
48 vtoj} NSO §HE ot |20
= Rshel uet copt 9do] 245
Atk &4 vtolo ERet Fyof et #d

92 23T The Korean Journal of Advertising

[e]
o] &= &+ A ’é‘."é%, U ?{h 2011; gt
|

= QIE IS, 2014), EZH SNSof| QlojA =
ERLSTAAILEAL N5 A

£ 7)o wet 87HA 2 R ekl #HE
oF f+441(2015)2 Mul A 75, EHl= § ﬂﬁ‘r
4

& ol Wk 57H4] o= Uit

53] AT AAE(2012)9 AolA=
SNSE &4 H|t o]l A wet 47H4] 73
oz qEalgr, Ao ‘EHY SNSL
AT ot 25 S HHOR AAES A
Stal 254 ERelo Ho|x|o] AXE HE &
destAY dA g 5= qlon EQE, 24,
o Edlo] Fof st AP SNS'E= 0§
AF ZH_]% SHeR o WA FAAT AE {14
£ 2Z o7 A= RE Zo|ut AHo| tid
HAA SN Ee BlSNF 7FEsk S7E 7t
S A E AT 4 lew Fo|AE, Fht
EAEE] U}o]i\-lﬂoli 5ol sigHEd, T+

ojeltt NS RS 442 SE0100] 43
Hle]ofo] T3t o §571S ol 87} 5% of
23 of7]o] n|z} Bmot s

>
= g ey Aol vt e )
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2HX-EHE QAOIXHEY} BRHE =0 0[x
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(B 10) QJAEITH THIE CiEsiriEs Znt

BMod B Std.Error Beta #+value F R?

1 A 1.840 321 57307 77907 424
PSS IPSN 624 071 651 887"

2 A 671 369 1.820 61176 538
E=SESIPSIN 467 071 487 6.602"
UM slis 357 070 376 5103™

*0(05, 01, ¥ 001+

& 1) |RFE g OEsF=EA Zat

2o B Std.Error Beta #+value F R?

(RS 1162 354 3285" 106379 489
UM = 685 066 700 10314~

2 A 637 345 1.848 73686 573
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BN HA 338 073 358 4628™
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The Effects of Consumer Brand
Engagement on Brand Loyalty
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DeS Ite the rapid surge in academic and practical interest in ‘engagement’ amid
p change in consumer behavior, research on this is very insufficient.
Engagement is a concept that can explain the interactive and co-creative consumer-brand
relationship more complexly and comprehensively than the existing concept in a changing
marketing environment. The purpose of this study is to investigate the number and nature
of dimensions of consumer brand engagement and the effects of each dimension of
brand loyalty were also identified and to take a step further to examine the difference by
brand. In this study, we measured engagement using validated scale and then examined
the conceptual relationship between engagement and brand loyalty. As a result, the
authors derived from cognitive, emotional, behavioral and social dimension and verified
positive effect of engagement on brand loyalty. In addition, there was a difference when
examined by brand. Base on this results, theoretical and practical implications were
discussed, as were some directions for further research.
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