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d5d 4 91 A
el, Blackwell & Miniard,2007)
B AEE Ffisk=d Slol 243

7% olstel 54

7HQrel F=yAQl
He ZAo= Q19 Fso dish A5 + Ue 7P F
= Aolgt Y E % Qﬁ}%ﬂE}(Fishbem and A]zen 1975)
AH|Z7E AlES Tt

9] Jr= =45
FHOEE 199 Aute At Fa
o glo} EAE MAWES stu st I

aylor and Baker, 1994).
gt g7 5st

;;}% Ao 2kl ShHTHT

AH|ZFO] Huf o)k =
| gk Bjet 34 el #Hgolet A9
2.5.2. Frjojxo e
S SHA Y Hujoh= FEIMME Fhote A=, 4B A
A FujA oy Fujol glo] AE Hdely POS #HjE3-S %ﬁﬁ A2z B
HEE Fjsk= Aol
= gutyo g AH|ztEo] AlEFS W14

oz 1/}\:4-1/]'3_’ tHRaju and Hastak,1983).

S E R
Fofoty] GG vAE A

Wlo| A AET BAH AL ANAE A=, P A% zhel
Ayt Axe] sk A nA: FFAL YAXT A
FoPFOR JFS FEAORG GFL nAL Ao viehEthy
014).
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AlFol skl AH[AZE Fulstalzt st A&
%71 w2l §I¥sA AREE QItH(Chung

=4 stEz FuldlEss d5E
et al.,2002)

M) 7184, 42 2o ot &HRke] FujgEol %*E’rél 71 o
= A Zyohs ko] whet 4

g, Algel dsiF e AuAE 7ol
olgt Fufel=rt vebd & lth(Lee & Lim, 2000).
A= Himet AlEFFuole] gFel Al e e

Lol 9GS AT Y A HEAS zrtty B 4= ¢Ith(Fishbein & Ajz
en, 1975).

Grere. Au)zo]
o] £rom(Kuo, Wu, & Deng, 2009; Liao, Chen, & Yen, 2007;
,2014), ol8jet ok = EH3 W52 Fet Qe Hol oldf A HH(Liao

e £ QA Fujdnt R4 T& WRRA AgH

=
L L5 7]

et al, 2007; Soderlund, 2006).
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BHE Hiks HH=O| dis] do=A B7Isk= ol8Ate shsd A dFelH
5o Brlste ARl B ¢ Jom(&Ed, 2015), AHAE B dis|
7HA = AFbHQl 294 o H|eo A Hrixg Ao Hi(Rossiter 2014). E3T
HiE "k AlF AAe] Aoy SAET oty FalE St A0l
THHAR Bds SoiMe A% Frjoeet Pt yeo] o (s
ZF 2013)

w2 A73381(2003)= 71433 aer BT E = o] PAlo] et Aol A H=E
T BHE &4 dift 4H[AR ‘?:1%01] FEF= A= ohRt FH| s

ATof et AB[A} HE=7F Sl SRt =2 AT
25 BAFA5YtHBiel, 1985; Salehzadeh and Pool, 2017; Ramesh et al.,
2018). BEHE gk B39 §IE =AStE £Q%F HUQARA, HAL
et AuHAEe] Bk AlFol ot AHRRY] k] 2FHAQl FFS vAL
AEEA ] 5 553 AHPE] dFS vt Y EE Eo 7t
ATH(Ers] -4 93t 2001; Faircloth, Capella and Alford 2001).

olof E Aoil MPALE Higto g HMTEH e} Lujolrte] Gojgh
ity oh&3 o] AF7HdE skl

rlr
fol

H3. BEf=ds ooz F+) Fd= i Zol.
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Yoo et al.2000)2} Buil et al.(2013)2]

A=
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8 224 G H e IZGA7A Likert 54 HER 74
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119 B
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G
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3.3.1.2
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2F 2010;
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Yoo et al.2000)2} Buil et al.(2013)2]
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Hu

W 5 49 BEFS =ESIGT , FRAACS Fd B EFL
shiet. B, A8 1% RHIRRE e TR Likert 5%
2 74859

2 AFNAE Yoo et al.(2000)7 Chandon et al.(2000)9] APATLE 32
= o)
3.3.1.4 Hl5AA #ujE3

= 3

AL A9, 24, olnA, #4A4e AL & A rh(Palazon-Vidal & Delgad
—Ballester, 2005).

Oq——rLoﬂ/\i—“— Yoo et al.(2000)7} Chandon et al.(2000)2] APAFLE Za1
= oA F 4709 B TS5, FREMCEY v wA = 585t
Aok EL, As g Got(1)FEE m IZHGRH)7HA Likert 58 AT 2
T/ skleh

332 BHEH L

v eiko] digt 227 AHOE Wilkie (1986)9] A8 o] wat “ 4
H[Zke] B Eof oigh ubaQl Zpx|grt T = A oJshyint

_25_



Ao A= Martensen, Gronholdt, Bendtsen & Jensen (2007)2} ZAEf3],
o|Hzf, £29 (2009)¢] APAFE H1=2 A F 479 £F2 EE5HA,
B o] iAo v B2 F4otdrt. T, Mo I%A] Got(13)FE

o9 1= oH(5H)7HA] Likert 54 HEg FASH.
3.3.3 Fjo =

Blackwell, Miniard & Engel (2001)2 Fujo|E AH|ZIS] ALH njz 3
52 oulsls Zoa AW HEsl BEoz §44 K ol Felld
=8

B Ao = 919 Blackwell, Miniard & Engel (2001)2] A 2jof utat +
o o] o] X2 OlE A5kl Martensen, Gronholdt, Bendtsen & Jensen(200
7), Tyrol and Baker (1994), AH|3], okl &2 (2009)e] APATLE ML
2 d4 F A9 e EEckal, FREHAES i wA £3d= st
Aot Eob, Ae 2] v (1) FH - IZe(GH)7HA] Likert 53 A==
T/ sk
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34 SAET 74 2 ZAE

341 9% 2 A=43

2 A9 FREAE P2 8 gfjSilo] BREEE B oo nAE
= st S0l ot & A7) dudds wol7] fsl A e W
TR 9 8 PeiERE Y dvt anR Mgstal, ME A9 FRu
gl Al =5 o e dder AEs AYsAT. dEERAE A8
A= E3 A4 deAle wExstd 2t sde AYstA. d2ds2S A9
ATFE HIFOR sielon], 2 AT HHd l‘f«f%;}ﬂE% e dEs s8N
Aste] st A2 # A& 20224 109 159

H® A2 E42 ohofsty] ffste] RI=gAT wakdAls X885kl
. AT 7MY "l dA 53 BIHE ol A=kt Ho EAt(average
= 5= @& AESH
2 Ao AT 2o A W AR Hitt AEATE Telstr] AsiA
724 By AZE ol BRE BA2 PSS 2007 AMOS 20.0< e
Shaiet.

(& 3-1) 32 9 Jod 434
w2 g < 10E W F5 37 @ dojE2e Fdsh gl
4|2}
EHE HH= g2}, stolE, F2ojzu Hol& HIAH T
ZAPLH AEZAHAZ] 7199)
AEA] v ZHE Mg A Froud oA Az 23 8jx

B2 37] 3108 44 /298" EA(Sa BEEE 96.1%)

Z A7 7+ 2022¢ 109 159 ~ 11¥ 5¢ (2197h
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41, @7 R AFSATA 54
411 QFEATH =4
Aol 208R067E A% Bl TaSdch. HF BAo) AgE Ao

2 AFA = AERAFE &l 5 3105 F =44 S o 128
= N

[¢)

°

Ao B4e MEEAOR AWE Fw b (E 4-Di 2ok ATFANA

1
E4og A2 A9 | 77 L 2L W5 4

3 BelEe ART A LU FH
T, gAY RGN WA FF T vAS FHoR 4E, 93,

S}

W] AHS AmEH FAL 223(74.8%), AL 75 (25.2%) 0.2 UERGO
o, A8 "ol wiAo] &3 MZAItH(Millennials and Gen Z){1 20tH
36.2%, 30W17} 19.55 ZA|5Hct. Ao 2= 200171 1089 (36.2%), 30th7}
587 (19.5%), 40t 5878(19.5%), 50t 6178(20.5%), 60t ©|A 137 (4.4%) %=
o7 uveyth ot 7o r sty Aet W EYo] 72.5%% 7P Wl
A At 2 E9A4E 12.1%7F SEalFdeh AAQ W8S AHEH,
Zolst 30%8(10.1%), = At 51 £ 368 (12.1%), thetn Afst 5 =
216%(72.5%), HsH o] 16W(5.4%) 22 Ueyth AdS FHor
M, S48 658(21.8%), AFEA T9H(26.5%), AFY 718 (23.8%), A2 307
(10.1%), Au1~d 329 (10.7%), F5 138 (4.4%), 71et 8H(2.7%) & A2
oA 7H B2 Aor AR, 2EAR=EE HE 15578 (52%), 71-&(48%)=
LFEFE T

2 K

e
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17475(58.4%),

(8.7%), Wuj==

AL, A2

=7 399 (13.1%) %HH%—ZJ

i
=
[

ku
o
[N

1)
o
N}
od,

=3 T7Y HS

Mo
olN

el diet 24

=
452 A

23%(7.7%),

A, Vg A2 Bo/8
BAHE=Z et 166(55.7%), 7t~ 199 (6.4%), Hole
20.8%), A=AH 8 (2.7%), 7€t 215(7.0%) 2= 1}
=3 F 7Kg et
o] 26%(8.7%), PPLO]
0] 4874 (16.1%), 71Ek 1“‘(0 3%)=2 TV7F 7P w2 o=

o2 Auuw, TV
FFA o]

= RJAFE 5475(18,1%),

4 197”3(66.1%), 718} 8H(Q2.7%) = L}E}‘aﬂ.

ERe] H1 5 (n=298) H]& (%)
g2} 166 55.7
N 2z Tt~ 19 6.4
1 /52 ol& 22 74
& Age GEDES 62 e
FRHAC HeAd 8 2.7
71E}h 21 7.0
TV 174 58.4
%% B 2etal 26 5.7
iy i
e PPL 23 7.7
BeiEA F
A7
Vg Aee iy = L
" B &1 48 16.1
71 et 1 0.3
TIFE 54 18.1
AT AT Iy
{}Uﬂ—é—;ﬂ TIT oo 39 13.1
o B ENEZH 197 66.1
o T
7€t 8 2.7
57 298 100%
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)
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|l Cronbach's alpha #2 =4

1 918
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d

of o

sheAl A

- U Ey

Gkl

om, of7]ofA =]

[¢]
%S

(principal component analysis)= A A|

ol
0

I gk (eigenvalue)oll 1o 1.0

o|]

FE

ol

0

(varimax rotation)

L 0.5 9

A
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_z__|

4-3)
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R&

o o
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1%
2
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Mo
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23}

{89l Cron
oo
Ha 2 A I % | bach’s
Az | BA
ki a
FROAC Y] Pat A Role 4 2t 670
FRuAc o gut ge AN e 3 |
B 2| &o] Fol Hltt '
° [Z0] ot 24, 2701 | 11.256 | 0816
A& | FREWAES Fudee JFH o2 Exg
FREHE = FalH|gof| wo] FA9 A A 692
e o Holt, 839
B3 [ BIE o SR wwA AEAel &, 846
g |8 B o Ml ApErgel s 2737 | 10445 | 0852
He | FREHE Fue uiHo|rh 703
o] FHOWES} AWHOR upgo] £t 626
o | EEEES AT A 661
=38 == HelC o] JlATele 1A o2 AZtHL 326
whu T e 002 0 1 o : 2507 | 11.445 | 0.826
T (e sl ue AAwas wol a. 858
T [FAgdE @ Aol vol 7uis A=w | 509
FRoc o gulEAEe Aol 807
247 | FREAES] dujSE Alge avAo|tt 729
gulEz] [ e Belcol o) meiEaeg wol wo [ .g7s | con | MO OO
o ERES ATt Aol FulE AFR. | 732
o] FRHACI} T Hacay AZET, 719
o] FREAET} vt Algwe] ot Hdee] |
Bac | o Foha gAe. '
= 2949 | 12288 | 0.889
He | o] FREHAT FHA] HE=E ZHAA Qirh 804
o] FREALE 7oske AL 82 Agolat
ki) H18
o 7l AdlE FE A Frnase A | o
o Zlojt}. :
Tofa 9 FREACE Rl Faw
885
oy | Relth
— - 2961 | 12338 | 0.874
Je [ 7O ] FROace] el FAH0E 031
olop7|g Zojth :
7HAe] ztel7t dHete o Bt R 9 871
HYPCE o8 ol :
KMOS$} Bartletto] A%
Z2gA4 HAA 2] Kaiser-Meyer-Olkin Sk, .868
A FrolAE 3657.287
Bartlett®] +34 HA A 276
folgts 0.000

_33_



029(df=237, p=0.000)c]" Q#(x* /dH=1.869% I
SEH GFI=0.903, AGFI=0.884, CFI=0.941,

¢%u+s
AESAG TAR e eha el 3

RMR=
o] 2lehet moolgtar ?-_} T AT
SAUTEY] AFEHIAEE AT Ao FEAEE(Composite  Construct
Reliability) ¢} HE4t5E FHAVE)S AFEslth. AR 0.7 o]/do]o]
of AFEtG L7t Footttal T 4 Aokl 5l (Anderson & Gerbing,
1988), BalAts= A(AVE)Z 05014 4 o, 53y} ergdet wrldol Sl
o}l Wskal Qlth(Fornell & Larcker, 1981).
2 AFold SHETFo A4 MEE AR E=(CCR)= 0.804014), B4t
F=(AVE)2 05080102 UL ol SMTEY HFEHTA ol FHE
U= Zi% o o Sty 7} SAYE] i E53 A4, CREL, CCR ¥
B 4-4)3} 2k
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=2 W T35} Estimate C.R. AVE CCR
| 0.722 1
! 312 0.65 0.954 9.581 % **
FuAE 0.508 0.804
3713 0.775 1.142 11.628***
B4 0.697 0.971 10.67%**
375 0.811 1.19 12.838***
316 0.818 1.177 12.928*** | 0.595 0.854
B
377 0.721 1
3718 0.731 1.008 11.677***
B =711 0.617 0.858 8.71%**
2374 w2712 0.744 1.298 9.949% **
— - 0.534 0.816
B | gojE73 0.919 1.516 10.755%* *
B =74 0.596 1
B =75 0.852 1.182 10.948** *
HlaAz | BUEA6 0.702 0.934 9.914% **
o r | 0.511 0.805
Thaf & 71 ohuf & 217 0.632 0.91 9.118%**
B =718 0.652 1
BE ] 0.836 1
B 52 0.886 1.137 18.386** *
HAHCEHE 0.559 0.889
B w3 0.762 0.951 14.929%* *
B4 0.779 0.95 15.382%* *
el 0.831 1
o2 0.879 1.058 16.869** *
ool & 0.639 0.876
e o3 0.747 0.941 14.032%**
Fuj4 0.731 0.913 13.656** *
- * % %

P < 0.001, ** P <0.01, * P <
zAgBol Be FHNE 12 1A g
s BE CR. % p, 000154 RoH02 8¢ AAUeL ety

_35_



o7, EANMSEY WA (Discriminant Validity)
]

o KX
= [e] =
FHOIF A2 OE dE YT FYETE Agsl] ZYY FY

UZFO] A Y AEEd 2 Ae wEHYAS dF e 4 o
(Fornell & Larcker, 1981).

HAFEHTS (F 4-50A He et o] HihZibsE FAVE) Q] At
< 0.5080 % A Al o] Q! 0.364H ek 2A Uegen £ A
TFolA= AHH FEEC] THETAES SHEST Y a5 itk

(E 4-5) 7} 9919 AVE # AoaA AF g

= 1 2 3 4 5 6
FuAE 0.508)Y | 0.350Y | 0328 | 0.167 | 0.364 | 0.036
B 0.592? | 0.595 0.231 0.162 0.353 0.003

A HpuEx 0.573 | 0.481 0.534 | 0.069 | 0253 | 0.015

H 542 dm =4 0.409 0.403 0.262 0.511 0.279 0.006

BT 0.603 0.594 0.503 0.528 0.559 0.040

ool 0.191 0.058 0.121 0.079 0.199 0.639
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43 47 7Ha9 A%

1
2 AFM= FRHAHA 2P (Structural Equation Modeling, SEM)EA
1 AR olgRPS ATttt ¥as 1He] Ao o

o

=

s

TEHA B 24N drASE T 28d
S A~

ES

5y A%e Bt daE 5 C
S AEslol Btk TRYAALY BAL HARATE 9 oje W
o

TERYAN BY BHA ARASE S 4AE M AFH S
M4E ] PO @ B9 AfE Woph AaAslolop Srk(Hair, Black

Babin, Anderson, 2009).
T2 Y 2AAT 42E d7Rde] APE BAANE Anuy o
> 447.172(df=241, p=0.00002 SAZXCE FostA Herden, oE A
T A5 AmHEA GFI=0.892, CFI=0.941, NFI=0.881, RMR=0.0492 £A x|
of el gol 71EAE FESAY 24T Be YT Joid AR
o] AP ngox BrhE 4 gow PANISe FFBAT 4FIE o 9
N £& mYor B & Ut
aelo] it F=A4

lit

AHEH & 4-6)7 <"
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H 4-6) o|l2RYe] A=A

TVaHZE BE3A4 | CR. P At
Hi-1 FIAE — BACHE 0.242 2.98 [0.003**| A=

H1
H1-2 FIHE — HACHE 0.254 3.551 ok AR
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ABSTRACT

A study on the impact of liquor brand
advertising promotion activities
on brand attitudes and purchase intentions

Kim, Nam-Gyun
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Hansung University

As the size of the domestic liquor market grows day by day, competition be
tween brands has been activated, and each brand is making various efforts t
o secure a competitive edge. Therefore, this study analyzes how liquor brand
advertisement promotion activities affect brand attitudes and purchase intenti
ons, presents a correct advertisement promotion activity system to liquor bra
nd companies, and aims to contribute to the development of the liquor indu
stry by creating a healthy liquor culture. have a purpose

In order to achieve the purpose of the study, the relationship between brand
advertising, sales promotion, and brand attitude was investigated, and hypot

heses were established on how the formed brand attitude affects consumers'
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purchase intentions, and each was verified through analysis.

The detailed results of the study are as follows.

First, as a result of examining whether brand advertising has a significant p
ositive (+) effect on brand attitude, it is found that both spending and attitu
de of brand advertising have a significant positive (+) effect on brand attitu
de. Hypotheses H1-1, H1-2 has been supported It was found that consume
rs value the frequent exposure of brand advertisements and the characteristic
s and qualitative factors, characteristics, meanings, and charms of advertisem
ents, which have a significant effect on brand attitudes by attracting consum
ers interest and attention.

Second, as a result of examining whether brand sales promotion activities ha
ve a significant positive (+) effect on brand attitude, both monetary sales pr
omotion and non—monetary sales promotion are statistically found to have a
significant positive (+) effect. Hypothesis H2—-1, H2-2 was supported. When
it comes to brand sales promotion, it was found that various sales promotio
ns, such as price discounts, souvenirs, and giveaways, have a significant effe
ct on brand attitudes by attracting consumers' interest and interest.

Third, as a result of examining whether brand attitude has a significant posi
tive (+) effect on purchase intention, it was found to have a significant posi

tive (+) effect, and hypothesis H3 was supported.

(Key words] liquor brand, advertising promotion activities, brand attitudes

, purchase intentions
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