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1.1 479 w3 53

2017 §F ZHAW zA] Ed S 2H H= a
7 EBn G 47} 250 Z/490. AERE Yol o4drt wa, A9y
4007 71 wor, 9 Wa BT @5 x

=
— (o) =
SN2 25% 1,8569 ol o]2i ot et TILE

T
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Mo

7

B2 AR ZAEIG
= 79 TV X AP TR SZgEo] HiRt BHor oo
Hom(FAP-AA3, 2010), 53] 2 H7pAro] AY sifste ZLgEo|
et 71 S7ketal gl SZEFE SAte BX VHE EZEE 4]
o] Hgtel JEE olsfste Zol driHoer 8= JrH(o]A]E]- AA
2017).

ety ZTEgE O J9ES Mol sk SRl e EEA
=

v zulde] 832 FEAY 4 gk AP AL w3on TAs)

1) 71534 7F*|(functional value) 2) At8]A 7}x](social value) 3) AAZA 7}
Z](emotional value) 4) <A4A  ZX](epistemic value) 5) A 7HA|
(conditional value)®= 27535t tE Holbrook(1999, 2006)-& AH|Z7} AHAY
ZolA A4S 4 Qe 7HA, & A7) AFA ZERe el A|FA Thx| e &

8717 7HAE e B A7arsel ofs 48] ZHHe] dE At 49

Jeht, B ATl vge] BLEGE 2u7HKo] d A7t BEEetol
FLgE 2uAY B4 WG 2HHA) g BaL Adstet,

Teh B AL ottt 7HE2  Kapferer(1992), Upshaw(1995),
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II. o]24 HE

1 A&H|7H
2.1.1 &u7kAe) Ads 744

72 (Value)= FAIAQ 35 Aol ofyet 7iQlxoryt Ag]deos A
S EE AEAQD Agelw ARl Hikel F] ZEIt He e A&F
d AdS yUetdle HF AHolth(dEFold Y, 20105 Solomon and
Rabolt, 2004). &, 7F2= Q1] HEet P55 AAst= 7P S22
Hok] gk Algolth

Z1EAE &HAe Ao FId= mAE fsle] 2vAE =S8 84,
2HZLY] ke, ok So= mefEe] gfon, HIole HA Welehe 4]
b gh7gol whet orfetE L AfEetE s ddi/le] 4v] dEs Aisty] sy
7Ol 2HE B A7F AL GG HEA, 2009). olHTE 71
TEE oldigde=m gl 2HAF Aol AL dFe vAe aHAe] 2
A2 718 AET 4 v AAR SuiQelA s Add g2 A7t
&ML Zbe 2H7RR7E 2H] 5] Fatt §E vAE 849e dAS
Stal AT (A d<s-H28l, 2014).

AH|Z7Fx] o] gk o3t JHEA Ao} e Sto] Zeithaml(1988)2 A-H]

ol

rr
oo o
o

ZF7F Q1A 5} Hg-S 7gte=z AlEo ¥ 78S Hriohks AR
27712, 2012)0]2tal Aot al, Holbrook(1999)2 AH|ZIAES AH| 2}
o] A% 24 WAofA AHEd As AES S IHY AR e AHla
o] Hriz Aot ESH Sheth et al.(1991)= AH|71A9] fE-&

7H & Aveh JEE Jpx]oln] AMze] 7|2 835 F54]7]7] 5 Al
2 AuAe] A9 wyo S nx]E a4ty Akt

—_



2.1.2 &H7EA 8] #4249

AH|ZFY] 4] dPFoluyt Hiko] tit ARZFAE theFetal Zb ZER|S] A
ZRA4e Qi o2y fRe] 4usAE ZAE o oAy Yo
= Floh= 7ol Fastt. olzet takd® Fxof tis AR = Z]H|
2 AFED 9t o]2& Sheth et al.(1991)7} FASH AH|7Fx|0]&,
Holbrook(1993)2] 4|7}z B57F o},

HA, Sheth et al.(1991)7} 43t AH|7R]o]Z(theory of consumption
values)o A= A, Aeleh, Abelst, 4H[A |50] 7HAE Aot &H] 7}
A= 1D 7183 7 A, 2) AARlA 71, 3) AAA 7EA], 4) JIAA 7HA], 54
2 7129 5 7HA] WFE EREA.

Sheth at al.(1991)9] 2&RB|7FA] o] oAl EFsh= Ztzke] 7k2] A|Alol o
ok FoE oo ®oF A

o

Kl

o 1>

S|
S

= A 9]

7164 7HA] 714, 484 T EIH Ass Uede AE
(functional value) | B AH|A0)| o5 AEEE 2ZtH G8A4

AR 714 E4 A5 Aoyt B AE T AU Ao d2

(social value) 212+ E 584

A=A 7HA E4 Aoy HAMAH A=FS fiotes AFolu A
(emotional value) | H]AoA d& QIxH §-&

QA1 714 7S B8 dor|a FAlotH z]4e] "HaAdS
(epistemic value) | TFA7|= AlFo|Lt AJH[A0A Q12 {87

A 714 AH|ZP7E AW EA A% = AHRE SEi g
(conditional value) | A<l 98] EH <lxH §&
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M, Holbrook(1999)2 AH] AtgtoA AH|ZZ} QXS 4= Q= 714,
HZF2E H AlZststo] Al 7F2] 7]Eel et & 8712 A|AsHA

AR, Hrte] 7lEo2 A7) A A 7FA|(self-oriented value)?t EFQl Z]
A 7} (other—oriented value)2 E52EH =4, 552 7} (active value)
o} HFg-A A (reactive value)x= AH|A BFo] HTAo| what EH3E o]
oh AR, 7hx]o] oyt ZA o] whet WA A 7HA] (self-oriented value)2t
A& 7FA] (other—oriented value) 2 F-E-5F3 Tt

otgll [# 2-2]+= Holbrook(1999)8] AH|7}x] & A A o]t}

N
E>

[ 2-2] AH7FR] B
_/]\_lﬂ] 7]'i] Z] 301: 5(])]% 7]'X] 9’] 4\—9_'3’4' 'ETZ—_!
A B2t 71 | A=A Q7 IR
S— 552 | & (efficiency) 224 (play)
2} 7] A 5k A
Hh-2- 2] ¢ A (excellency) A ] Ad (aesthetics)
o151 L= 2] 9] (status) 2] (ethics)
QIR ¢4
HF-S 2 Z7d (esteem) 4 (spirituality)

HAATE HFoR A7 ATH)

Holbrook(1999)°] A|¢tet 3712 2t & 7F &2 &HA 7] Ad=
AHEd 287 284, 04, oo B vske 2edehs A A
7ot A9, £F, w8 2 A= TS Bl A AR A de #

O

sAckel27, 2000, A7) AFH AL AAle] gt Flnold] 24
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ot 7|4 Z7|'eeE dole ©eo] AH|RF AHAITE §-83H2] oA RS
CIOAZ, S O SHEEA B A A AN e
=2 ZISItH(Holbrook, 1999). EgSH EFQl 2| 3FA

l"

AAE Ges] 9 A Aol ofujat A11e] Wele] bt
WolAAel BRI P A, felH o

o Zeeitt weEbA, AB[ARE
Al ARl &H JHAE #lete 71 &HPEA] AR
Holbrook(1999)0] A|¢tet 37b2] bl F &H|AF PFold 2v[ARe] WA,
244 845 FHoR 3t AHVHA] EF 7IEe® olsiE & qlrh

o]%-f Holbrook(2005)2 A4 7Hx], Are]4] 7hA], #=to]4 712 B
olgtal  ZiAlo Wi & AFolH 8 A THHE ERIAT
Holbrook(2005)9] A4, Arsld, HHFFo4 7Hx= ZZ; Sheth et
al(199D] 7153, A81F, JAH st sdsita 1Ed oo,
Holbrook(2005)] 7H#] &7 A|&Hl2 o[ehAQl 7IXE Zolgtth=
Sheth et al.(1991)9] &B|7}X Rt § T2l Aoz 7H3E 4 it

o2 BE 538 A71ollA 7]1€e Holbrook(1991), Holbrook(2005) 9
Sheth et al.(1991)7} FA3F AH|7Hx] 9] BR2E H|wste] TAslstgITt,

[F 2-3] Sheth et al.(1991)3 Holbrook(1999/2005)2] Ax|7}A] E& H|W

QA7AE kA 2R AA
Holbrook(1999) 2]
i Sheth et
AH|ZIR| R R Holbrook(1999) | Holbrook(2005)
al.(1991)
2} 7| A5 A A | &2E4, 54 AAA 714 7152 714
7} AA | e2hA], AnjA] A 713 A4 714
Elol 2| 5k )74 219, £74 AR 71A] A3 A 71
714 HAA -2, 94 oletd 7}#] -




S, 7HAE ke 84t A Aol ok=t #7t &35t 5
A gl wEt 24T 4 Ack@EAT-01FHE, 1997). o] FA ol uhEt
AFAEL2 Sheth et al.(1991), Holbrook(1999)9] 87}# 7tx 9
Holbrook(2005)¢] 4712 7} AA L] 5712 AL 7jHte g ¢ 2o
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Gil(2006)
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Sweeney and
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S S B o M e R B o ]

54 H0H, 52)
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571 743, 4% AA, 29

2 713, 144 714

RN o -1
o
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BAA AA, AEA A, A

FuR(2014) | A¥] & AET WE FE
] ( ) ]_l_ EIO‘L]_ o= /\1;31 7};_<]’ o]]ﬂ—&} 7};_<]
2 9Ig Avtnyg A
BE Halso] gt Avly
o - oy | oo R AR BN L maa L
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2(2013) _ 2 742, BAE 71
2 Lz PR B
9AS - [SPE xnEe A9 2| ASAT, AAFE FIAT,
AGEQ01D) | A A 715 A%
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1= 9% Aol 77
Aujst - | Axd A9 7 &oiRpo] | BHAA, AeRd, APEA, @h
0]712(2000) | 7% A, AT, Ao
AuE anlae] oA e AF A, BAAF A,
Ho (1997 3 ] _ .
2R AL 9% A7 | AHAG A
52 AFE(GOODS) 2H7k| 484 7, Aed 714, &
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HYATE vigoz A7a A7)
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2.2 BAE A A (Brand Identity)

2.2.1 B AAA g

Upshaw(1995)+&= -2 oJujoflA] HHE FA|HS A4t dR=ZE QIAEHD
B2 AY SASHE ol, olm]z], Azt 9 AyAe Fl “AAE FEE
A os Aot Kapferer(1992)+= 1 A¥e] £ ARUAlA Aot
AHYS 24T o HHE FAAHY AdgS FxFal, BIE ofo|dE
= Bt o] Hxel HIH, xpHst 94 Hit o] 2 HYT O] 74x], HH

oAl B
olstar, Ayt
2 omlAs) g

[ol'm‘h(Z
Emﬁ

Ll
o
lo,
et}
o

Keller(2013)= Hal= ofoldlE] €7} A7} Yol wpsko @ 4H|zte] 7]
oo BT oJnzx]E HiX|otE A=A Lt Y T £dH
(2003)& B=HE, A&, o|wA], AA, A T A4 A A7 F4
o] g mAL chopst @Aavh EatE Adoln], NEA o2 nlAE Ak
s TR/ MEde EZdcks W2 oule] AwguAelA gl sk

T ATF HAE opoldlE el 2urt BASE 47 4ot 2]
2 B 75k BRE AZo] diioz B 4 drh(Keller, 2013)
o]&2}- 7124 (2008)= HHE olo|dlE|E]S 7|¢o] tAl 1A upso] Al
o]F1 Ao HIEAT AWMA(EL olmR)) o R Aolatgla, loH2013)=
HAcL E=Esty 2pEstE BAHE oju|E zb7] Yo LHFToaH B



A2} Be Aol 7id
HfE oto]dlEEl= AL THEAY FA[SoF sk &
d BSOS IR A omx] Hgor, uAT}o £
Kapferer(1992) ]
q ARUAIA Heol} Artele A © mas
ooldiElele] FEHe g 73
gol, ojulAl, A7, A 52 ¢ S 942 A

Upshaw(1995)

Aro] QB QAL 71 HjRE AV FAISHE,
AH|zEo] npgof HAEI} FAS=
Aaker(1996) | ¢13ll vFEZISH AP o7 AH[RL] 7]

keller(2013)

’ = ) = 5 s S R AFA S|
49171(2003) d AR A4S PAdots H dFE VA= ST 8
T 42 YT ANdoln, ARAozE 94, uAY B
= O
o Tr

AHZP7E 2/ H o2 AAstHA EAshe ouE A
TFAQ005 | At Bl ‘FAY, U T = 9ulste ofd]
e E]7} AgSE o
olx2A-7EY | BHE ofo|dlEElE: SAE th 19 mfgof Aolf
(2008) 17 sk v AR A (EE o) R 9

il
2FQ10H2013) | =%
2

r*;
)
re
-
rulru
)
ofl
o
tl
re

e



2.2.2 BAE A Brand Identity)?] +AHL4
Urde(2013)= 719EHE FAA wfEZA(The corporate brand identity

matrix, CBIM)E o] 131} Zo] AAJsti

(19 2-1] CBIMS] #4484

Value proposition Relationships Position
A

External

Y. T

Expression <€::oooorveeeaies - Core: B » Personality
Promise and core values

External / Internal

o v A

Mission & Vision Culture Competences

[nternal

A7) BoA BAEH 97 94 7IEGEAES] FAAES Aot YR
(Interna) 7+ 84+ 29| A7tz EAo=2 Helotal Qlrh. AA, njAdz} v
H(Mission & Vision), &4, 3HCulture), A&, 4= (Competence)©]tt.

QJRA (External) FAALAE ZEXAISH(Value  proposition), A

A7HA 2 A=l k. M4 (Personality)S 7|FEHE] FAZH Q]
(charator)E, WHHo| & (Expression)= HAE=9] <dojz] A2 HI-S 9
o] Ytt Brand Corer= HEQ] oF& SIAZIXE Z|A|st= Zozg 7Y
B ofoldle o] FHo|rH(Urde, 2013).

WEA el A QA (Internal elements)= ZZA3 ZZ| 7] 9]

a4
of gtk mAw wld, /GBIt YHAE AR BE T8 7]
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Hto] =k (Urde, 2013). 7|gn|Ad-e
HolA A 7199l EAfo]fet xZ3telal &7
(Collin and Porras, 1998). 7149 2

Agshe Aol HE e FAskSIL 22 P
=

o2

oerg Qtoh(de Chernatony, 2010). A ESh= 22 o] Bk, 7H4], @,
Sh= 'YL s oigh sFE Rt Hhjolth(Hatch and Schulz, 2001)

Kapferer(2012)+= ZZ| 2312 Hfito] dro] do|y, A& MH|AE
woHE tlEg Bt oYzt AxgyAelde o] Hobal Shith
2 Q4 (Internal-External elements)ollA  EH =5 0](Brand
|star of&e] =EstA St 7199 A7 A ol ¢
g BHiert mifehs A foFshe AR A
2= Zo|th(Urde, 2013). 70/ (Personality)-2 71ge] 4
‘;'-J 244 o] @3qto]lil(Keller and Richery, 2006), 7|4E

el o]ttt "8 Aol B QIXte] EA
ZI7FY = ARl g2 #= Zlo|th(Bernstein, 1984).
(Expresswn element)= 7|QEHE ololdlE E]lo] &AT} A|ZHA

o

VB, A% el DA B 5 Gew, e

o o

=
fr e
2
|
b to
A,
N

@

o)

@
>4
o

| 1
—_—4

P
ol
ol
o

n dle X
=2
T o
ol
- O]
ol,
fl
Moox Mo Rl

1o

=y
=
o,

Mo rr -
0o m

e
Io,

L A N A o
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e,
1o
9
rg2

ol
fuj
1o,
>
T g l~>
filo
L

)
W
2]
0 -OL
e K
w,
o o
ol
' S
%9,
rlr
oL

H
==l
g
)
lo
i
b o
)
1o
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)
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iz}

Q'(Ohns 1989).

QJRA QA (External elements)+= ZFA|AIH(Value proposition), A
(Relationships), 912](Position) 2 AdEo] Ut 7FA|A|IE 8 4= 1143} H
() oA AA SagUe T4 Z@olthFrow & Payne,
2011). A<l ZEA| AR 1A T O8i 408 FujoArEd
o] Atolof|A & Al AR of dttH(Aaker,1996, 2004). 3t ¢
SAQ HH7kR] ARl BARE ofFo] UjofF tH(Greyser, 2009). ¥A
(Relationships)= F&HAS 24ctke Q40]31, BEo] A2 #A S A

S ou|ttH(Kapferer, 2012). 91219] 84% gl AT i gl

M
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(keller et al, 2012). CRBIMEHo|A ]

j

=
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tH(Urde, 2013)
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(2022 BHE otoldlEE 4 245 thad #o] skt
|

.
5, 27 249 9 Auss) 28 a4t BARoR YR Bl ¥}
YT FgA vpY L el ool A HAC ofoldelele]

Bdc  ololdiglgle] AR AE Kapferer(1992, 1997,  2004),
Aaker(1996, 2000), Keller(1998, 2003)7} A|AIg+ 7igo] tE2]olc},

Kapferer(1992, 1997, 2004)= B otoldlgElE o, 47, &3}, &
A, 8 ¥red 2 olm A2 R4l

Aaker(1996)= HIHE ofeldlEjg o] 74 847t AF =9, =24 SH,
4S9, 47 S99 Ul 7] B elA - EefoF et 71y HlA, Al
Y5, ol SO WF sneh A, v, MY, 2 5o ofF a4s T
BHEO] 184S FRaoF gk FART

co} ApEstE T ApEe Be Lot A
Ao EAL AulgolA anHoR ALTHARS, 2014)

BAC ofoldlEEe] 4 ait 2§ oA Wlel uet 2w o
SR A7 Al 248 Eakste] Wizie] thE HAse} o w7
Apastlo] HASO] E4S aHAelA anHoR Adshe Aolthtes
2022)
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Holn AAHo | BAE 44| 23 e | v AERR
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olg, 21, AR | & AE & | #@7A B ;4
AYat 5 A4, AR/ |- A -
= A 5 ’
A 4 - AEIY
= |- A3 . AE/RN, &
o w7o] 2| . 22
of | gx/AES A | 2}, w72,
st Bal | g2 ~
ol | st 44 EA W, HAS o]
TR AT
il v 5, 27
7 st . EA 235l QA4
g |71 =74 29| 2% EA, xz?_\;i}_' ;\};
T EE A8 Batd | A8 v :;f
A4 | @y AA s .
£ 1. 3 ;
S _ - ° m
= | A / AEo] o URL g Al #AE 94
hd S
Zv FAstazt opg | 719 1A A
she B ool gEw o
o Uzurg A Afe], AH]
AElAEe] Yz el e A
ST w27t st
ZM| A7} Fapet . }umg = oA
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2.2.3 B AA Aol ax}

B ofoldlglg o] mite] gk o] Ao WEW AH|A= A4S
Bz fls FES ofoldEEE 7Hx BslitE A=2or st
(Brown and Venkatesh, 2005), 4&H[Z= et AAHS 713 B
HE 53] =E3t oAS E7ItHSimonson and Nowlis, 2000). AH|ZFo|A|
el HHE ofo|dlE Bl AHAZE BHRito] dis] 7= HAAA &

A3 e oA 7ol Qe AAH L7 & o BRE oz W

(94 2], 20041 AZEEH A,
HHE ofoldlElEl= o &} o] HHE 74, BEHE oju|x], Hil=
P 9 BAE ZANYT 22 BAldo] F s Qa3 ol TAL

=
= E
1 ASkS m|2]E= @47 9SS SHHC, da Silveira et al.,2013).
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HHE  ofelddH  Ze99de]  7Aec
(Aaker,1996; de Chernatony, 2010; Kapferer,
2008)

HIHT ofoldielg] me|leld+ Bl o|mz]o] o
S (.e., self-image)(Kapferer, 1986)
[UlAE BUE ofoldeele] Asfolat oA
(Kapferer, 2008)

B ofoldlElg|e} HeHE ofnm]z]e] JgE &
H HYAC o|n|z]= HHE ofo|dig g = Q=]
dEQl HA: R HAH[Keller, 1993)2 B
(Aaker, 1996; de Chernatony, 2010; Kapferer,
2008)

I
lx
o

HHAE ofoldlElels HE BFug A7l B
HE ofeldlEEE AESH] f HHE AlF(de

Chernatony, 2010).
ebs] B gy BT ofoldlE|El o] Aoz}
A+

BT otoldlEg|glofA] =P (Aaker, 1996; Aaker &
Joachminsthaler, 2000; kapferer,2008)

HHe  ofoldiEE  mdYae]  FAQ4(de
Cherntony, 2010)

BT ofoldllggle} BRHE Z2]4Y9] 7jFS Ee
(Keller, 2008)3F+ Keller(Keller & lehmann, 2006)
o Mt 24 Aol= the stE9 d¥4 4
©](e.g., Aaker, 1996; Kapferer, 2008)2} A& FAt
e Hel.
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HF-$-(Brand Response)

54 HBASE A4S 0 2} Lk AR chd FeiE vierd
Utk BREo] thd olejdt 7 Folshe 2 F HAS 417, HAs »
2, BAE ojd, HAE BEEL BAS WeoR FoF 5 rt

9 L— JE AA
& oM BE Hhg F HRHE Ao Bt A FI|R S

2.3.1 BAE A= (Brand Trust)

g A2 MuAg FEsty] Aol Fuishy] el a3 el AH|
& oY o s AETE gaon, Mu|A Algatel 1A Zhe] A o

doll A F=o] FastHA & 4 Utk ol AIFE F=517] sl v
T olnz]9] FoAol AT F&

74, 2013).

Swan, Trawick & Silva(1985)+= A12]& o] 7|thstal 11 743to] oA}

Fol4 AzE UFets detel WEolekn stk

Chaudhuri and Holbrook(2001)-2
4o §F 4 Qttal W= uAo] HeForg oI5t !, Delvecchio(2000)
e olF2 Bt el IHE fdde WS FYoE oSt &g
Morgan and Hunt(1994)+= 41e] 7
= ZxskH, A=7E el ok A4 E’:]%Ei Aojertd Bt
HH=o] oA AA o oigh 4H[Ae] fEgdor oY 4
(Chaudhuri and Holbrook, 2001; FA4F €], 2005).
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2.3.2 BAE ZFA(Brand Affect)

2.3.2.1 BEE 3 (Brand Affect)9] 7ig

BAEe} Azt Atole] BAC] ek AR Avlzter HAE Apolo]
BAS @4stel BAC HE, AW 9 BB FHACAY BAH JFS

AH| A= Aol Folshs HEE ARBto = FAAQ Hie 74
= A =i, 24wl dAshe BYHEE ARESHo] 27| BAY S4E
FTEAA  Qlerng, o] 4H] AN SAF PE T2 FAHAJN A
A= st Hol AHRF w0z ofo]d Zo|th(Swann et al.,, 1994). o
71A TrEE AH|REY] Zdiet gheste] QIAH Adutet Hlwste] il -7
= 2487 Agor AHorE= H|(Kotler, 2000), Hombur et al.(2006)+= A
H Zgo Aol wet Anjxpe] FAF Qelo] wrEL wee] Jks mizl

Chaudhuri and Holbrook(2001)-& H#lt ZtA-S Uul AH|z7F BHE
E Ao EN FAHAR AAHS FEST & = BEHEO] Ife IAHe
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0L 477 8 A7RY

3.1 47719 43

3.1.1 & gl 2H7HA] #4489

ZH7ER) 9] HEAQl Aoje} eElsto] Zeithaml(1988)L AH|Z}7L Q14]6}
T Qe 'Y HEE vEeR g AR FAA aggel die BrHER:
A, A7, 2012)23 593, Holbrook(1999)2 AH|7IAlE AH|ARe}
o] 45 28 AN JHEH AT FES T 4D AF E= AHL
o] Hrtz A5yt E3F Sheth et al.(1991)7F F437H 48] 712 Lyt
Aol = £ FFA7171 %

72 & AH|ep WRIE JER|olH AB[RRS] 7|7 9
Sff AlE R Ao e dpAof JFS mA= a4ty AEsHln.

AH|ZFY] AH] dPFoly Hiko] tigt ABZFAE theFsta
2 S84 Mdntt f=27] "ol ABZHAE 54T o
THAE FHote= Aol a5, 2018). o]#et oA x| s
AA7EA] AEA el o]22  Sheth et al.(1991)7F FH3E AH|7FA|0]=,
Holbrook(1993)9] AH|7}z] BF7F Qlth

2 Ao A= Sheth et al.(1991)7F F4% AH|7 X022 A6k, 1L
oteh(2021), 29 £(2021), ©]AF-As17(2022), Furukawa et al.(2019)
S = o7 AYAFE Hxste], AHZIAE 1) EA2 7FA(Emotional
Value), 2) At8]A 7}x](Social Value), 3) €141 7Fx](Epistemic Value)®] 3
N aflew FRSHAH
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AAH A | A

13}] =
— 1 T
(emotional value) | 59 EHET Aoy AAHS & 5 9

AY3EA 7HA] BAHCE Fo Aol 9], #He 5= dAHe=R
(social value) et = Q1S o] WA E+= 7]
SRR Y

(epistemic value)

3.1.1.1 AAA 714

Sheth et al.(199D)7} 4t &H|7RR|o]EolA 7S 7HAAA F A

A 7F*](Emotional Value)v= &4 #AAolY AMA A=< fdshe A&l

s
O AuzolA ge QY S840 HOStA lnh. uAe 7 EH2008)
o AEz zvze] FA Av) Ao 2FE Wi A 24 28] A
st9l 89lel misk, AFY D MLFoE HAS A, 2u|z-HAS AE
21§ 9 HAS FY=o] FaT 9 . ol@5-o]

e Ao HYsta, of

Aigsto] okfel 2o F1de AL,

Hl @ BRHES] ZAH 7HX]e BHE AAG 344 = & Aot

3.1.1.2 A3 714
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3.1.2 BHE A
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Chaudhuri and Holbrook(2001)-& Bt AlFE Bdcrl EA 7|5S
O i=]

8 & £ Qg Pe Aol AHgor A5t AL, Delvecchio(2000)=
de Fojol PR JFe BEL BAE Yo SHow Foayd. ®

Morgan and Hunt(1994) =
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D A= 74

B Ao AE AAA 7 E A= BT o2 BEHEo| HF| 7
27 &7] 5o EFEs AU AAHE & 5 A= Aoz AHOstl, Sheth
et al.(1991), To}g}(2021), AL 91(2021)& vHigroz theyt e 3717

o]

G20 e A E 59 Ax(=18 197 9t} 3=HEo|r} 5=84ls] 1
arhz 248

@ o] BEREE YolA 7= =0t
@ o] BEHEE YA 715 &0
® o] BEHEE UE &7 st 2EHAE E4FH

2) A8H 7

2 Aol ARl 7HRE BREE Fof Al A9, d9 5= A%
Aoz vehd £ & o w74 HE 7tAE AHosty, Furukawa et
al.(2019), iot=h202D)e o= tadt go] 3719 =0l disf 2AHE

57 AwE(1=33 134 skt 3=RBolch, 5=3145] 1¥thE 24kt

o] BASE W §1x19} Zo] ch
| BREE 1o Al A9le] @ ol
Yy A7eh F9 APER 4 AAgely oo

3) 44 714

2 AT 44 7IRE BRIE o8 & A=

= L7 7R AoJsta, oA Y-8 (2022)= viEe=
Aol FEo sl GAE 53 H=(1=Hd5 21¥A g}, 3=1

3 2gth= 24890

o

AR 3714
o



2 AFoME BE A4S B b HiEef pEst Y, B
B2 QA EE= A2 AOskal, Naeini et al.(2017), Bhattacharya
and Sen(2003)& HIF O & Sto] thgi} o] 4712 g&of dis) 2AE 5%
HE(1=4s 387 goh, 3=HFolth 5=8Hds] IYrh S4sisich

@® o] BEHE= FA HJHtel= =2t}
@ o] Bt =2 FH9] BHiltolt}
® o] Bt 917|181 Blizo|tt
@ o] Helt= 543 Hito|rh

5) BAC AF]

Chaudhuri and Holbrook(2001)L vlelo 2 3slo] tfh&} Zro] 3719 d}=o
sl SAE 53 HL(1=Hs %A ¢}, 3=HF0]
=Z4otitt.

@ Y= o] BEfiso] ©go] It
@ He= o] BERHE=of S|ttt

_40_



Al FAAol dojurs wteExs BHiHtghe] Frjgoz Aolsta Dick and
Basu(1994), Chaudhuri and Holbrook(2001), ©]-&-Aj-2t40k2002)2] A+2
e Aetste] ot &2 37HA] ol dis) HAE 53 H=(1=Hs 1%
2 g}, 3=H-golt}, 5=84ds] 1dth=z SH53H

JEZAF= 2022, 11, 30. ~ 2022. 12. 6Q0] AA o]Z oAt}

MNEZA} AT % 36159 HEAES 8|46t o] FolA Syl B4
A 2R7F Qe HES Aste] 31758 BAe] AHgstar,
Souete] A AR Bx Q7o) uFE wdstnAt sglen] ol

ro
rL
H—l

Ir

ofe [® 4-1)3} 2t}
qlom, 3057} 24.3%,

=2 39.7%E AAStL k. FnE A%

N
i
o
T
HF



3 daFe)ERE 2d olalrl 13.6%, 3 ~ 5\ olart 33.4%2 A %
° HZe AT U3, 109 oY FURE 281%F AXsta ek, B
I AFodEHZE 100 ool 25.9%, 90th7t 48.3%= 71 w2 H|F=

e

ARkl d=d ol Ut S5 Qe ¥k AFolE AHsHA wr

a4 %
@4 69.7
73 30.3
A= %
20t 5.7
30t 24.3
40tH 30.3
50t o] 39.7
o 1y %
2\d ofst 13.6

3 ~ 54 o]s} 33.4
6 ~ 10¢ o]s} 27.9
10 o)Ak 28.1
Zo AFoH %
100th o] 25.9
90ty 48.3
80t 22.4
70t o]s} 3.5
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5l o
—9’1'01' =
24850 ga Ads JustE g aRAe sy eaRde
olgtEol tigt Aol oA 2zt o titt A=/ (reliability), ¥
o

o AL lTt. R<IEA TS Fol HAET RS AAT T 5
gmol A4 el o WAE e olmwael d¥sA
(multi-items scale)7t A12]A-& Cronbach AlphaAl4&&
o
=

4 aARMG Fd) 74 HdSe] der ZAe

oft
o,

D A= 24

= (multi-items) 02 SHE o|2HeE olF Ak S
fFoledrE AHsHA Hrgsh=rtel #eiste] AZ=E Hrkt et ol
tH(Churchill, 1979).

FAFEECl WA dES FASEL dertel Otk #HAAE S Sl
Cronbach Alpha& AHg, 4124
AFE H7HE €J5te] Cronbach

Nunnally(1967) ] @2, 7]Z2AFA Cronbach AlphaZl4=7F 0.70]%4F
o] =27} YepdoF 2t 45t Qled, 2 Ao AFATol AFEH
olgHrEY ARy BT AFE AQstile [® 4-2]9F o] JE=
FESHL Qe vl SAYEEY AR e WEAYE R Helt 74
o Cronbach AlphaAlg Eol=

H 7} 5 AAA 742 37 3,
N F=(e] BHEE W et 3 ARPER & ARESEL QL

7bA] 3 =, BRE FAY 20 (] BEREE QY

>,
to
i)
N
=~
Wi

An
2
=
ro,
IR
)



=\.‘:
OSE
JFJ
_;
r{r
2
{u:
r%
lﬂ
é
JQ
ﬁ
r&"
Al
é
*é
>{E
{n:
r%
lﬂ
ﬂ¥
oZi
[\)
=\.‘:
OJ
JPU
E

{n:

ré‘é

lﬂm

Alpha
4 d=9 4 UE
A5
H = =700 =
447 o] B = oA EAS Fot
) o] HHEE= YoJA 7[EE Fo 0.815
A
H o] Bt = UE &7|2H st AERAE Fovtt
ARl o] BAlEE U §jx9F Aol ghert
0.757
712] | o] BREE o] ARSI z]9jof] & o &7t
= L AL AYSIEE T
?_]./}_]l;gl O] E%EL‘ /\Hi‘— 7/—12 o ]—E'—l Jq
ol BfEs M2e Aks 8 5 kS o 0.811
7=
H o] HHE = FH|ER-EZ AT =t
BIHE o] Bt A4 BAToh: tadt

0.736
AAA | o] BEEE EES BHlso|nt
BAE | e o] Bl Wgo] it

i} 0.592
Az | o] HELE qhdsitta Azttt
HAE o] HASE Yof/] FEFS FE= BHAdTo|h
0.743

24 |o] BREE YolA EA4:S T BEilitoltt

A A A BEolg: e YEr A M A
b AR H4(parameter)= HF-oAA Sk A A=A QlojA
= % Itk Bagozzi and Yi(1988)¢f oJstH, o]zt EAof o
SF Ax Qe 242 Ydl MEFE AFE(individual item reliability), g

ME| T (composite  reliability), HdFEE4AHAVE;  average  variance

l
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extracted)®] EL AAST ok olgid AMEFE NHE, B AL,
B FEERA s AA) 74 el dg BAelA Frhe A

2) e B
2 APNAL B BES Sdstel ABESRI RSOl Bt &
| g9 AA A el

= &
A AMOS 19.0& ©o]83t 21a QQlEX(confirmatory factor analysis)&

=7 A Rk
a5
3= Q911 | ea2 | g3 |mawe
epvl 0.822 0.279 0.18
A2H 7HA] epv2 0.768 0.353 0.265
epv3 0.631 0.239 0.45
emv?2 0.305 0.826 0.222
; 82.39%
XA 714 emvl 0.268 0.809 0.278
emv3 0.393 0.557 0.385
] ) sovl 0.236 0.269 0.821
314 73]
sov2 0.261 0.257 0.795
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[# 4-4] WARSTO] 29l

AT
o
i
K

=4 i A=
N4
i) Qol 1 Q9 2 Q213  |BAMH]E
bale bil 0.781 0.235 0.294
A A4 bi4 0.776 0.318 0.213
ba2 0.327 0.779 0.187
77.16%
Baic 74
ba3 0.509 0.699 0.055
btl 0.064 0.59 0.652
BHafe A
bt3 0.372 0.133 0.835

[e) (e}
s =2 915} Anderson and Gerbing(1988)e] 7]%5}o], 2 o
Fo AFnyge] ZgH 67 FAANEOl it oEdE HX(multi-item

scales)?] A=A 9 BFAHe H7Ish] 98 A4 adse WdeR =94
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(19 4-1] A4 74 el gg 14 aqnd Az}

emvl ‘ emv2 emv3 ‘ epvl ‘ epv2 ‘ epv3 ‘ ‘ brl ‘ bt3
.
0.793% 08083 0.739% 0.?55*\ olg11* 0.748% 06427 0.674%
0.269
0291 (9o 0.199
Emotional (0.033) Epidemic 10.026) T —
i Brand Trust
Value
: 0.209
» 5 F 0.021) :
Gast ' 4»- 25
20 (0.033 0318 0028) 0920
5 il % :
(0.028) 02 0,036 0300  (5p29)
A (0.036)
= 0.263 0.317 '
Social (0.032) ‘and (0.038) Brand
Value fentity Affect
0.398 0.263
. (0.031) (0,024)
0.795% 0.772* 0.766%, 0.273 0.760*  0.796% 0.743*
(0.033)
sov2 ‘ ‘ bil ‘ bid ba2 ba3

AN AYE A5
X2=123.823 (p=0.000. df=62)
CF1=0.974, NFI=0.950, RMSEA=0.056

=) () Qte] mA]E= Q@ *f(standard error) Y.

ol ol

B Qe TAE HAE AA, Q44 AR, A8lE A, B
ks ] 0B4 Ade e

A4, B A=, BT Ao digt glA Th
Ad=E Hojwr weps FH9NEy SAGEe WAe AAA RS} 7
Hoe Ads o 5 dth

SAYESY g HAANEES ddotks Ade BF SAZECE §79
Sto] SATES] FHETAS AT 4 Ao, NI AHEAE
HAFE o ALY AFHFIHE, 0:25E)°] 1.00] EHEA] ¢FoHAnderson
and Gerbing, 1988), 74 7W@&°] Aelsttt= 7HAS 714 4= gAl =9
TANEE 7He] sEEE Aol i?lﬂ?si‘jr

ERE [F 450049 Zo] HHE A1) AVE e AlelRt 2e iE &
AHeso B, AVE(average variance extracted)”} Bagozzi and Yi
(1988)7F AN G 71(EFAZE 0.6 o4, AVE 0.5 o[4S FEAZ

E
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GE 4-5) A4 mgo| 24 F= B}
7N
3 o i =9k
=4 35 T AVE
7 A E
A==
epvl 0.575
141A 71 epv2 0.658 0.816 0.597
epv3 0.560
emv?2 0.653
AAA 7HA emvl 0.629 0.824 0.609
emv3 0.546
sovl 0.632
AFS|A 71HA] 0.761 0.614
sov2 0.596
bil 0.587
Baie FA4d 0.736 0.582
bi4 0.578
ba2 0.634
Haie 74 0.744 0.593
ba3 0.552
btl 0.412
BaE A= 0.604 0.438
bt3 0.454
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[ Emotional Value

0.409

Brand Trust
10,002}

0942
(0.000)

[ Social value Brand Identity

0.948
(0,000}

0.342

(0.012) Brand Affect ]

[ Epistemic Value

A% A= A4
N?=147.263 (p=0.000, df=69)
CF1=0.967, NFI=0.940, RMSEA=0.060

B AFoAe  , CFL NF, RMSEAES F4oz mdo] Hutd Hgn
£ B7bokdet,  2?8ke] $AACE FosHA UE ey ol AEA7]9t
Fol 7] W&o CFI, NFI G o2 gl
A Aottt ol th(Bagozzi and Yi, 1988). CFI
L oofl¢ oAl RHedn zeg 4zl 9 2™(Gerbing and Anderson,

9

90014, RMSEAZF 0.080]31% @HEsele Agzz 2 4

_O|L

rr

o,
J

o]r/],'
AL 242 AHEYH CFI=0.967, NFI=0.940, RMSEA=0.060 o]
=9 o082 Yehga ﬂ @4ﬂﬁ ﬂﬂﬂ-ﬂﬂidﬂ Ao A dojx

(2% 4-21614] olL A, %iiﬂ ngel e Ans e
6712 714do] mE e gk,
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Fol Mg 2 Aoz mtE . TZEE A 2B 2l AA
A 7ix7F BRES] A 2 dd= nve A2 AARel Aaua &
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4 3% AA =Yt

YA, BAE RS HAE A=) 344 A mAL Ao e
g 714 4 AR

AR, BdE R4S BAE FHdw FHA dFL mAL Ao

et 7 SE AR EH A

_52_



o

w7}

6 AzRAAT 2o 2 %

4

H7}2)7F B3E A Aol o

Xjo
ol

)

o

Thape
Thape
Thape

Thape
Thape
Tpape

e
- 53 -

A

o
€

4-71 7}
X

A

A3
Al
Al

7
7
7

ar

[

-
=
-

QAAH 7}x] — B

AXA 742 — BH
AEH 7kA] — B2

of geF=o] At



B 7] 3lofA

57}

el

%

™
N

]
w

ol
~

e}

bl T

S

Aol A1

<

ol

A4, 1997).

|= BE

7}

3|
s, A18)A 714

A, A

A

Al

AR, AAA FHAE Bae

CHAA, BE A%

_54_



I
!

SEEECD

5.1

P
Fsiet.

A
[}

=
=

HAIS0] BLAE HAEO|H Lyt 4ul7A
stol AAH 713, A8l P, A4 74,

o

Hip

A
M

% 37HA=2 A4
AL FEZAA Flifo] wety Zo

s iy

7]

o

=
=

H]|7}A]

o

A

e 7

-

7, AEA S wo B

F, =], Mz

5

09

s ANA Z9e] 277

¥

Al & 4 9w

of
ol

A

__o_o

__01_

m)

2]
=

L2 oo

ol ERi= of

]

A

s
T

5

oAtk AL A4

<k

A

e}
e

_‘_7;1:

52 479 AAE "

R

S

=0

o

v Al o

<

=>4,

G
ul

Hin

HI
i

A

i

i

o

_55_



o

"
el

8 b=

& o &g

A ellA

5

H7EA] el o

o

=4

oA

_56_



1. ==
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2] 93F, Journal of The Korean Data Analysis Society, 12(1),
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Hadstad 7(1).
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ABSTRACT

The effects of Consumption Value on Brand
Identity, Brand Trust and Brand Affect

— Focused on Golf-related Goods —

Kim, Yeong—Ho
Major in International Business
Dept. of International Trade

The Graduate School

Hansung University

In this study, in order to identify the consumption value of
consumers centered on golf equipment and to understand the impact of
consumers' consumption value on brand identity, brand trust, and brand
affection, we sought to find a way to maximize the loyalty of golf
equipment consumers by identifying the structural relationship between
the variables that directly affect brand identity, brand trust, and brand
affection.

In this study, the consumption value that golf equipment consumers
feel from golf equipment brands was presented in three categories,

emotional value, social value, and epistemic value, based on prior
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research.

Depending on the extent to which they meet the consumption value,
golf equipment brands have been able to clarify their brand identity.
Among the consumption values, emotional value, social value, and
epistemic value were found to have a great influence on brand identity.

This means that rather than a functional appeal to a golf equipment
brand, it is necessary to appeal to various emotional aspects that a golf
equipment brand can give to consumers, and it is possible to establish a
clear brand identity through the delivery of novelty and interest elements.

In addition, golf equipment brand identity has been shown to have a
positive effect on brand trust and brand affection.

Ultimately, it suggests that by establishing a clear identity of a brand
that is different from the competition, it is possible to elicit a positive
response from consumers, which can lead to brand affection.

Through this study, golf equipment companies whose main customers
are golf consumers suggest that golf equipment brands establish marketing
strategies that can appeal to consumers from various emotional aspects,
rather than the functional appeal of golf equipment.

This study conducted a study on the consumption value, brand
identity, and brand response to the entire golf product. In the future, it is
likely that follow—up studies will be required to apply a detailed
classification of golf equipment and a more expanded concept from the

concept of consumption value extracted from previous research.
(Keywords] brand affect, brand identity, brand response, brand trust,

consumption value, emotional value, epistemic value, golf goods, social

value
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