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WA= AAHbrand equity)

53 & Z2A wEd, o=
olgli= w2 AT oYW HuUl=i= dd Furt ofdg 7199
% Aoz HIbE G Q)

B Agkel] #ak o1z 1980l o] &, sHAIe} AN Has
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AT HAs Asbel A agle] #E A, HAE Ak 4 o o
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BEFS T 2dd B3 AF2 AA 47FR 9] TE o] o] ) 31
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A2 olEA w7

A1 A ddeE grsdgo] A3 o)]2d uF

1. A4 d2539 74

AMAE - w7 8(1999) o3t wide] dAE#(family restaurant)<-
A AAAoE JH Wl oo o)A dam el Fitol| ofsho] 4o
B dolfel vt 541& Aleskes "Heold Aulx
A3 T3 AL AAEA AT Au)a E53 AAS ZEE 9]
= el e g3 (1994)= sy dlAE#H(family restaurant)©]
HAEFE(fast food) HTF 7FA 0] 2 thalel o 3= EHole AWl
o A AAE 22 5 A= ol 33l

o] A-%-(1996)%= w]=F NRA(The National Restaurant Association)¥}
CREST(Consumer Reports on Eating Share Trends)oll A #AET-S Al
Mol MEAH = #FH A8 A(quick service), P]= A A A (midscale),
A LD(upscale) = EF A=Y AEy d 2B (family restaurant) o] =2
a2 T vE2AY daEFeld 2 22 ovw AREETh

<G 2-1>= v CRESTE dlAEd 275 YEha 3lvh

(ld
o
E
=
ol

£
ro,
dlo

<& 2-1> W3 CRESTY d~E%d B&

Quick service Mid scale Up scale

Fhel el o, AFLE thold,
HAdH ~E%, 59
2 H| o] AF}§-2
2944 €] (seafood, ethnic)
T bk o

A7), B9z
0=}, 2 e

WEAA, AFE

AN F Aol d (ALH),
% 9 2 H 4 ¥ (seafood,
barbecue, ethnic) 5
o}t oy

A+&: The CREST site Evaluation Report(1989): An Analysis of
consumer Damend and consumption. NPD/CREST.



2. 9 Y2539 53
A I A2E(family restaurant)®] R3O0 2= YAV}
AFE @ g glom JhAo] AEFEHTHE ThA Fal F AB[AE

T A= AEE A #HAEZ(family chain restaurant)¥ XHo|ZE
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-1}4 Mo

a2 ey A= nlrb glo] Ao w st HHA AALE o 5 9]
2§ F= 298 HH2 #dAE(Grill buffets restaurant), L@ il
T Z2 F AN2E B v daskel sed Al E9VE
AZE3h= YUY sH-2(dinner house)”t Jth

1) J2e Al dA%F(family chain restaurant)

sfde] Al #lA~E#-2 Central Kitchen(C.K.)-& 23l %]i} 7hed Al
e HE Wol JREFEe o] mE Y& Ay, A=A A
37 o] FolA ol Ao FLT Bt Au s Xﬂﬁ e s
= 9y of s
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of dikgoew 8 oo HA=ZE AHe 73s
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A s ARl HaEd e
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olwx o] ZkAA F97I® 30-40Th o] 7FE el F ouAF

oh AevhE 85009 Mo AR 7AEL KAk FA %] 1009 F 2
i

& A¥olal glth

2) 18 W2 YAEF(Grill buffets restaurant)
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A 2A A= Ao AF o]E2H uF

vz Ak sige] #E e o Al dd 98 3
53t7) fe BillEs 5, §A4, o8-8k Aol wif Tasive HelA
st 100 d ol FAEN AFAEe] BA e o] Holgew, W
Ag-Eel s et

Ag Aol ostd BA= ke e ZA F A, F 719 - A
A w26 v B e s Easka o

Anantchart(1998)l €] 3} A 14
FAHE F7HEA JhAe de Yulskes Aewm Hill= gkl g
HHE 3A, 719 - AFE BdhE ALk EAE &

2 #5skar v

Franzen(1998) <#] AaA+75 F3l HA= xPikol thsh H+ 43 &
7R EREssd, AAs V1Y - AT Blls
economic brand equity) .= A]&o|Ae] Frjdls &2 Qs HH= 9
A ALk FEAA AL Bl g 454 AR pAEY E
A= 2uA BAH= AAHconsumer brand equity) o.% Au|AF] 4] 2
BIE Aty Ped His Ao w fAdTaL sl Aeld B
E A2 BE ojujx ] FHRA AnjAke] v EAjds HAl=
A A (presence) & 2P| gt} W54 BHE 2qES Fhu) dol Al 2
olux|e] FME YHAE=T HUs zald oj@i HEsile] wEl A
oop A7k B FAMI B XolE B F AT

719 - AFA #Ee AHOZE Smith & Schulman(1991), Simon &
Sullivan(1993), Longman(1995)-& € 4 At Smith & Schulman(1991)
< BAE Ajks AT ZRady deso] os AlE E AH| A



oo e JARFE Adgel 24 Asd AFA A s el

imon & Sullivan(1993)2 FdA|doll Al F2]2] A7} Ffo] 7]
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A= ALHE “BWHEE JFRA] &S FEel didte BAEE bR A

2o FR7o 2 A3t

v 2L - wHAE B S 2 Farquhar(1989)2 Hal= A4S “HAl=v)

Ad Ee 2MAE BN 5 AFC F-ofskes Fo7EATE A

Bkl MSI(Marketing Science Institute, 1989)o A= HAl= AAH&
I

1
aulA, §EAR G4, 7199 GFeIA B BAs ur o gl v

o)

i3} W78 gty A wal A&deln AdsE 98 AT
FE A9 BAA] FIPow At
3 Aaker(1991, 1996)= 9] ool Ha= A4AE “8 B9}

Ha=e] o] B A BEw A4 R FAZ, o] AL AFol

v v
#argls Ads dvhar Aol 5, Has ke anAprh 54
BA=e] diste] EoAel HEE HAo RN 1 AlFe] AV SUhE

Well, Bernett & Moriarty(1992)+= B W= x2S AE2] 7HAE O3

T 7% 2dl=ge) ooz A Astal o, Biel(1993)2 H#l=

1o '}
I BHE ARe 2= A (imagery) o2 5-EH FREva @kd
A, BRE RS “AlE AE, Aulser HAls o]u Xzt AAE F

Keller(1993)= An|xfof|
E3lo] AAE = ket BAl= x4 (brand knowledge)
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Kirmani & Zeithaml(1993)2 1] Aol Bal= Aate] wh3h
Aaker(1991, 1993, 2000)9} Keller(1993, 1998) 59 H+= wie A4 A
5 wjAl Ak FolA vlgo] o] ghAIRE xpAke) i S v B3
o2 HEAH = L Yort dlow SR o] JitE o] ShAeF A

oA B EA Lol Atial 33 o)
BA= xitol HSHH Av|xle] A Aol
AE 719 A9 B BHE A2E FAE, FrE9, A
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BRE Agbel digh A AgEe FEH, Bas ALke] s
TA Q9 3k A (Aaker, 1991, 1996; Martin & Brown, 1991; ®HzF
4, 1992, Park & Srinivasan, 1994; Keller, 1993, Krishnan &
Chakravarti, 1993; Kirmani & Zeithaml, 1993; Srivastava & Shocker,
1995), A= A4ke] 54 2 Hrle] #gk A5(Simon & Sullivan, 1993;
Na, Marshall, & Keller, 1999, Z &<, ¥4, 1996; A%, 1999), 2 #H
= Aqke] #eE] E &80 #3F - (Farquhar, 1989; Heilman, Bowman
& Wright, 2000), HE#H= Xqbe] e F= Q9o # A
(Cobb-Walgren, 1995; <¢tdj3], #7]&, 1999; Dawar & Madan, 2000;
Yoo, Donthu & Lee, 200002 = A &3 5 Atk o] ¥ 7H4] &5 &
Bal= A4k A adlel #g V&Y dAFE TAoRE e daEY
o] A LlE AT

Aaker(1991)& B A= ko]l 57kA]  FA RS F HA= <A

r2
1
—~
o
w
w
Q
@]
—-
o]
g
o
=
—

(awareness), AZ¥ & #(perceived quality), E#=

HA= Z4%(loyalty), 7B} S8 A AApo 2 o] Fojrtal a9t}
AA, BA=E FARE LUV AAE 5F B i@ ofF

(attachment)®] AEZE Fujolx, HAl= Ak Asn|&(712 =Z¢v| ),

U= (A3 E), A4l (commitment)e VR 24, HA= Q1A= A

THAE oW AlE Frel &3 B4 HA=E A4 e AE S

Ae THs I AA, AgdE FAHol# AL

oli= %

i wlo] we o] 2m QE AwAd Edol 446 fF X7}

:
& ok A, nAE Ade ndzg AANZ A8 %o Fog
st BAA, 1B SRF Ade B8, SRIE, HE 2 890

= Aol
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QIA5HE
MEZel = =
EE= o1 AH/0[DI X
OIXI /015 e
\ / JIEt SEH
Sec SHMET A SEE A
T - saUcols -~
N
AHIROIH RIBE S JHA IO RIBE S Al
- ®9 e/ A - oPlgER o)
- POHZHO 08 = s858 ¥ 51
- Al - 2¥E 2ZE
- Jb2/0H
- HYUC s
- 250 Het ¥
- PYN 29|

<18 2-1> Aaker® BHUl= xAF 44 md
A#: D. A, Aaker(1991). Managing Brand Equity, New York: The
Free Press, p. 9.

Aaker(1991)9] Bal= A4ke] -4
Aaker(1991)¢] o] 54& &
ALE FAHE 295

Al Jhel=g  AFgsk=dH AR 7oE A B¢ dow



Keller(1993)el  9J3lH HWH= A 2&
(recognition) ¥} 3] recal) .2 FAEo] = HAE x5 Av|z7}
719) o] B3I ¢ Bz 4

oA = A= o) At

S A
Jp=
B OIX|
SgE TWeol HIME 2 =z
2~
—| o
M= 2 AHZ X+OI 01X
S XA BHE A9
_ —— EH&
=g e AFZ 0| 0| X
(=] c AFO
SHEE HIS ol 23 =
=Rsl e
SeH= 0|0l Xl
AFE| &
S A9 -
25
BHE A
==
SE4

<9 2-2> Keller?] Bl= 22 A7
Az K Keller(193). Conceptualizing, Measuring, and Managing
Customer based Brand Equity. Journal o Marketing, 57(Jan.),
p. 7
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nAs ouAE BAE A4 §8, Folw, 4%, SEA9 39749
T

om Udm, BUs A4 §3& A 54, BE, de 59 a9
H

ZHEAel U@ oldE 9 4 vk Lt Keller(1993)%
HAE e AW Aulge] AT QA Bl A¢H BT
39le B oohe, J1919 VAR 4919 AR wEelAE 54
oA shetsta vk HelA @S AT

E3 Na, Marshall, & Keller(1999)9] Ral= 319 mue]n 2 5 9
%ol BEE HAS o]uA ] B9 asR M 9}—;&1, Bt A% &

oX
_\7‘_1‘
14
b
oX
=2
=
o
B
=
_|>i
o
2l
ok
N
Ak
=
14
°>,
ok
o
o
L
hu
i
o
)
i
y

HHlow & & 9}% A o]t}

Kirmani & Zeithaml(1993)¢ H = A4ts HA= olu]x i 7o)
Aol A i B w3 Ui o R B gl &, HAE Agks 719
wolAel A2 Jidez spefatar gtk Aolv. o= delA Ay

BRE ZLE A gl tigk o AgAEe ek Bk o]zt
2%} Kirmani & Zeithaml(1993)2 2= x4 43 A4S <29 2-3>
3} o] AJA|BFSI L

e Fae AFe Eg4 549 ddds= dld @A (ntrinsic
Cues)?} AEF Aoz A&FS vAE= 94 oA (Extrinsic Cues)=
TAEY, o]Ee FAA xYU(Abstract Dimensions)o. 2 E3teviar &)

Gar o] FAAE A9 x| 7tE F A (Perceived Quality)S AX Bz x}

e

_14_
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<Y 2-3> HAzAps A
AF#: A. Kirmani & V. Zeithaml (1993). Advertising, Perceived Quality
and Brand Image. in J. B. Faircloth Mled., The Impact of
Brand Image on the Development and Management of Brand

Equity. ph. D. Dissertation, Mississipi State University, 1996,

p. 61.
AHBE A= oln X))o AHA o= wE X7tE 71 (Perceived Value)t B
A g E(Brand Attitude)E AA 1A cE B XPRHEA= o)A
Aol ks v Ral AT o] Ede] EAL FiASTHAANA B

b = A4 Ade] @AHAE o], HA= AAE)o| 9 I
Halz 2ke] Agedlor i Qv Holuh A, w
Dt 7N AA SRS B AT Ao o] Foj XA &gkt Folth
Cobb-Walgren¥ Rule & Donthu(1995) & #i1H)
o mAE gl #F ATE T <A 2-4>3% 2
At

ol 7o SAX A, Favl BilE AHEAE oju]x])o] s
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<OE 2-4> BAE AF FARED: Agwieet Ao
A& C. J. Cobb-Walgren, C. A. Rule & N. Donthu(1995). Brand
Equity, Brand Preference, and Purchase Intent. Journal of

Advertising, 24(3), p. 29.

1900 ] -k B = xpike] A el gk e <HE 2-2>9
-

Bde A G F 0 AdxEe A (e]m Aol tiElA] =
Aaker(1991), Srivastava & Shocker(1991), Keller(1993), Cobb-Walgren,
Rule & Donthu(1995) & % shAtEo] A4 oz dXd od-& Ko

A
il glout Xzhd Ay SR el e oft e S ka9l

.
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Shocker
& Weitz
(198%)

G

Aaker
(1991)

O

G

Srivastava
& Shocker
(1991)

G

G

G

Holden
(1992)

Keller
(1993)

O

Park
& Srinivasan
(1994)

Cobb-Walgren,
Rule,
& Donthu
(1995)

Anantachart
&
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(1998)

O

O

H7E

(1999

G

B

(2000
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ool

(2003)

G

o] A&
(2004)
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O
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O

g W 7)(2000). 719 BA=
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olghil W) ojEerR 2 AT ALz
ko), w3k Aaker(1991), Srivastava & Shocker(1991), Keller(1993),
Cobb-Walgren et. al.(1995)9] 17E wlgoz HI:ME= QAXweo} H=
oluAE BAE At FAHeA0z WEom Aaker(1991), Cobb-
Walgren, Rule & Donthu(1995)2] 9175 vlgto =z X749 4T B
Arkel g gglel FrbeEdith. wiAHte ' Cobb-Walgren, Rule &
Donthu(1995)2] Belx= x4k P4 RS 2z 3he] Haie= Asme)
TR F HAE FHALE HAE Aol ARWSE Kol Bie A
2 FA A A9 B
uebA ABATE g o

=
AT, Bl olux xzty ETAZ TS}

b

AT HAE AN THLAL HAC

A v RSl oW AFS vl w AlEe] Bz thEk A7)
gl Aeield A e Wil A5 ve =evh 53 AAEe] A
G HAze] vdo] AAHA &2 AHelA auAEo] 1 Aol AR
ojuf AFEe Tl A= oldE oldEty] ofH Y] wiite] HA= A= B
A= vpAR A v 23 FEolvh wEbA bR, A, AAE

Aaker(1991)ell 9Jatd HA= <214
Bz ek B AR"E oush Keller(1993), F335.(2003)= H
A== 32K Recal)# A <¢N(Recognition) 0% FAHT W gktl, w3t
Keller(1993)= H@l= Q1A|7} zlojgp Fo oz AZHm zlol= HI=
b AAHAY F7] ¢ = sheAdd #EEY gloy, F& Hys

b oehedol wWomE Tl R Sl 4] g B@se] grkn w

@ “AATY vhgdel EAsHE

_18_



o Bl A B W om T RO ol NWToul ook uowr T ) gl
[T SN BT IR R T AR ) 3
i N - R %) T o 7 > B! ~
W E = B2 o ol Ay i < il o
= 2 Epwr By o X Ty e TR
s . s e ooy XOBOW N ol @l o
W 5o X = V] o X — Ay o= NR
A A ﬂﬂ%%g@%ﬂ@%ﬁﬂ
B - = B n — Joom mE e — R
PHTs TaePE . TXxeagie  xe . Lwm
TR R o, R =N TR R W g oL o
T < T T "W - B our Bl T N I L~
bR B R B el e le a T
ﬁ%% TET 5o ﬁﬂﬂﬂﬂﬂ%%ﬂ%éﬂ
QO —_—
I o nMu < w oo Ik = g £ ol oo = Moo o e =
% M- = o %o T ™ ~ X 7 M mww ~ 7 w9y ] %0 o]
= o5 g — %o o S o o w® ™
X J — T 5 W < X o = <0y T | [~
o N = E VA - BIGNEC  Ba - —
— X & & B TN ® B ow oo oa 3N F T
5 o= 5 E.mmmazéma%Lmoﬁ%,.mﬁozmﬂno
1 = @ —_ B H — o = ooR o))
P e B oI ST g2y TR T
g 2 Ewmnaﬂum‘ﬂnaﬂﬂaﬂm%ﬂaﬁfmaﬂ@obzé
= % 2 R A AL S oa HE oon oy By
S T — o &= = Z T e = ol
g = = ‘W Vu ] . s o o= \M/ o o o = 1] 0y B ol
z R TE M > B dqroxe T R SR = 9 ol ° T B OE B
o o < H; 01 oR S = W —_— e
S ™ ,wu oy Al n(é\ EM o N m 38} a‘._ ~ ) ‘.:L
AT s ewme T CrEEREE LT g BRL
T HmT Y N o wmae e T N ey g
N:#Maﬂﬂﬁm%g%zHﬁﬂ%mﬂAEﬂgﬂz
) A o He oy -~ TR = 0o | )
2T ag Vg TP Y egg ERETNE GRS
H T oE R A %o o gt B Rw ojn 1)
M=o X wrow oo T oo T W oMpowp ®eow oo

"3 o]

1.

71

=)
=

aLE ool

il

°
pad

2

==
&

_19_

CERERETE

-

1.

)

7+g

=

[s)

73 o]

1.

71

=)
=



t}. AA, Nedungad(1990), 743 51(2002)0]

N

NR
ojy

ojy

o
-
Hr

H

—_
o
i

L
N

H

sho] o) H o]

de T

=1
[¢]

7}

fsiz
=

EHE o

=
=

A E=E Aaker(1991)¢] <]

(2) BAE=E o]nx

O]%

o 2

ahez Ae)wn

7l
£

==
=

F(Association)

i

K

:

A ehepstt

-
1.

she} oo}

)
s

=
£

huzE Hal= oln)x

ro) 929

Plummer(1985)l <] 3}

_20_



°
pad

1} ol

= s A Hol i

o| ol T I TR T T T
™R % RNEREES O A B N L
- Ho©BE A N | W TE N o
mﬁ m T g o) EL R o oT N 2 ¥ ﬂ CE mm
7 T o W w W%%Mwoﬂoﬁ aﬂmmiﬂ. i mﬂw%ix
#oTwaAE T S gl ooow T ER
T 0 I Q 0 N —_— Jﬁm
[T T I - S e - R A
T ol o = N & X 5 a2 " =
9 W % 0 oo F o— ojy o = a el S
R PR R — " o N M o 4r 8 £ w9
i = o E o T og i £ & e o O
g N oo oo ey %O - .8 G B sV ’ el
< a 0 ;OL —o ﬂAIO & 1 q —_ = EIM q dﬂ \mE OT ~o
oy m 2 - o o N %O = o T
U = ® 8K I N A - A T Sy o ©
i T T 2B e BT Y 0w L]
<0 M = o 5oy Mo BT o R A Rk w
B — < X X = X - < B = T o ™ o=
= R = . 5 T X Wﬂ%%ﬂ = 8 P _ = x 2
o e Aix =BT ELEE w ey o3P T pRre X
nd T oaow = e T oM ®E g AR 2 ®X o o
R i I = e
3 T o Ry TRE g B i~
P o e T 7 goX e o mE e nE Lk T x
% o o= o WL ook @ X o 2y E o RS
5 ST L 4ol mnzisiwicl > T 7
= = 2Nl MOE g B o T A 7| K oo o
N ety FETRwy T TS = 40
T 5 T ZiwxtmTera®Zi CH G-
o om W w L x A I I S S e < LT
= T = EX W < RN L4 5 g mw
cop X X 2 g < — o ¥ & F o T o G ~
o 7 e g 2 X K= o e
= 5 o = = -~ = 7 Ol z 3
— © o © o N = = N LE E o3 ‘of 3 ﬂvﬂ o . oE = X
kKO 2, 3 R oo = I = @ W o ol i °
SO T g 2T B LFERgwmE T 0o M
wjr T o o o E 7w ™ Wr T T m g BN v o W_ ~ o
~ —— — e
w8 BB o T3Ee AT e E  EV  UET LT D
= g @H%%Do%ii%%ﬁld,Eé%ﬂw%ﬂﬂv
TWOFTRXLT TR G S N P B
o ®R® O X X E o3 B & Nrom oy

_21_



a7 4 B
Gadner &
2] 7)5A JhA 9 ¥ 7]5H 7HA
Levy(1955) o o
Tucker(1957) | 28|27 A|Fo diste] 7HA &= B =Y 9)#H]
Newman(1957) | 2R A7 54 B =o} Aedd|a wWE&es Ao 28 A
2V A7 A 2=l d-std ANk HE A A,
Dunn(1961) . i . )
A1) A #E A (emotional and esthetic quality)
Martineau(1968) | E == 714 (personality)
Oxenfeldt(1974) | 2= EA AZ EAe A%
2H)zte] 54 Bz oisk 2y el Alde AE A
Horowits & L _ - _
o et 373 AEDE FRES ZdFgow FAEYL B
Kaye(1975) oLo
}}Cﬁ‘)
Marks(1976) al=o] gk AAAe] HFAom X7td A
Jain & o §
Q#H AZF Fote] HMalzo e durd EA A A4
Bigar(1977) 17+ &9t | o 4 54, 24 Y
Staton(1978) 2H= 1A
A= tis] v RF FAE AEE5e HE 674 2
Kotler(1983) ]ﬂfﬂ i ]‘} F 74A : 4‘ 4% o ] 1
ot AEHA Ok Anjxte] Hrte] e on| )
Reynolds & EYA A FA4ol AR FAsE ] vt AEA Fx
Gutman(1984) | o s}i1}e] 7tx =2 71X sld A
Assael(1992) EAHE gigk A4 A7
Z o] & 5 =3 o] AF Y2 Z o
e 2-(2000) AE2 A9 old st A Ao} AAVR X8

A4 v

AR w1997, ) FAES] o] FEeWA Py WAL I
ol ghol A | Sk ARSI, p. 7, B4 AR,



ot} =

A=)
-

7]

°©

o} 44 o

=
T
T

7V7F 7}

3

A

o HE Aoz HAE ojux =
A

G

R

[e]

1t

3) A4

A

A
A &) Axb TR e ZAde] gt

34

Hin

s
]

0.
H

(e}

=

shutel

5

o ohe} )

Ly
[€]

1.

(6]

o T} 71 L}

-
1.

of wtetti= AN A

[e)

A 3% 2

-

1.

Garvin(1987)

b

A Az 7}

°©

wA
M
o

AAEstd &8

23), A%t

=1
[¢]

(Al vk AbgALel
o) Aol 879 A

]

sH), 4

Zeithaml(1988)

Fo 744

X
B

—_—

o}
"
e

=

o}
W
Hn
T

_23_

) (specific attribute of a product)H.th



Pl wepa A

<]

S

14
=

°
pad

fAHe )

B =of

il

°
pad

7 AEel R

[}

]

AL
v

Z] 0]
A

B

o}
M

}1\_]_1?4}\‘]’ }\C‘)\l

-

o

o whepri

X 2y
W 2o 7]

-
1.

A

1.

-
1.

g} Aaker

o
#l

A

XN

o4 el

AEe) 5L

(o)

=
(¢}

Aaker(1991)¢} Keller(1993)

1.

(6]

B

3

e~
B

—_—

e
N
i

ox

™

Cobb-Walgren, Ruble & Donthu(1995)7} | #

.

o
()

Hin
T

oy Keller(1998), Park & Srinivasan(1994)¢] 74-¢ XA

™
=
&

4

x
A4r

A o] FoiA sirt.

Kirmani(1990), Kirmani & Peter(1989)¢] <1l A]

<)

o

o
ik

B
o

e~
Hn
™
N

™

AA

-
1.

A3k vk Kirmani(1990)

N

_24_

A

-
1.

steiut.

Az Ao mE oz X HH o

v}

Aaker(1991)

]

1

A



e~
Hn
™
N

A

o
ﬁo

o}

3 Frige] F7]50l7t b

E
=

&kl oM,

)

-
1.

R4

3+ Aaker(1997)

vha Fg stk

o]
A

bl e,

S

o] oz Ao

==
=

Zv) =}

ool skAwt =

3|

o 9]

==
=

A& el

N~
A}

B
o

&

gel7k HH A A

-

o

o]z

-
1.

o|t}. Loyalty&d ©oj

ojy
)
2|

-
1.

o}

o

alo

il

o

bt of

S

ZO

il

oy
=

™

H

0

o
i)

3} 7]

=]
o

RICE BLSEE ST

Z

54

=) #

P %

Z

B} &= 4]
t}. Engel & Blackwell(1982)2

i3

)
s

=

A, B

o) Aeole] wEw

==
=

Faieh. ol

38 Mson 43

3

1}

[e)
ukg

21

ojy

o ez} glofo Fe

)
s

|

KR
T

e
T

g

X

_25_



2 rAdYda B o5 9
Anantchart(1998)= Hil= X35 Bs FAAT(WHE
fRlow HIE A3 me T3l HErt FAdolu E¥AdolelE &
ol A A7 ek W EAstE Ader "5 Bl
A ek AFe oA Aol ehal kit

-4
2
e
o
ot
o2

el &8 AN A4 oY s A h5E FE FolA
9 EWS Addor sl olAdAR gl AusiA Ak o Aol

A B o WAE F AN Fold o HolA g AEsE g
E Austa %A $oBM 58L FUFA wASe] o =
B AFS Asa 2Ae] PR AAHE AR RAL o2 WlE
A7 e,

Kotler(1993)+= ol s SAE F9(Attention), A4 (interest), &%
(desire), & (Action)®] Yl 7}1x @dAZ w3 Qqow Lavidge &
Steiner(1961)+= 1% (Awareness), A2)(Knowledge), & 7H(Liking), &
(Preference), 4l(conviction) ZL#]a Fvi((Purchase)?] o4l @A = 1}
7L vk Kotler(1993)2] AIDAE 23 Steiner?] 228 1dA7]d =2
A= QAo g, HA= XA v, BHi= Mz oA, e 4%
Az gofd 4 Utk BA= QA A= Hill=o #3 A% vl
AE Yujstes Aoz S FOE e dAoly HA= A2 o
Al Bz gk ofs), = ), 2l
A= Mo @A 53 AE, aga FAe 4% o=

H

A ol=gd o] ofwgh AlFolu AMHIAE g & RS Al
ChA] o] &3Hl=tt Shi= A e] vl & fEe] S enlsk, Ao
T e A uj o] tEte] wEEEHH S HUd AU AE A ghig Aoz
A #rh &, AW 9 E(revisit intention)= A&B|A7F EZAEFE T

_26_



\._A.uﬂo

)

G

o
2

il

Aol o

ki3
=

I ouks )

3|

11”70
SRS

7l
Foll A K

A
o

-

1.

0]
H

AnH oz 7]9e)

-
.

bol AET oIAbe] ARE e

5
ol AT 3

-

1.

(2002)

sl e,

5

F2

=]
=X

2 39

(2003)

3

=
o

2 oA

aig

e]
i

=

A

a3l

c} o
sizhe] v

™

] ko]

Levy and Weitz(2001)

™
3

R

+

N

oy

=
o]

-

1.

&

Hin

<©
,ﬂl

0

™
=

mjZolet & 4 AT} uhelA
Atk 28 Geva

H

and Goldman(1990)2 A

—_
o

7o
a

ojy
fobs
B
o}
T

-—

ol

il

1A =

3|

1}

o e

kel
T

oF

o™,

o]
I

BN
T

H

Fornall(1992)& #|

&

"
o

—

NI

A

A

o], i

-
1.

o]
A

BN
T

3}
SHA As A

1}
¥ 9]

[6]

js
-

==
T

Fol A 71

Ho
_27_

T 2HA BE



Aaker(1991, 1996)¢} Sribastava & Shocker(1991)9] 7% =24 =29

Aaker(1993)

o %

o]
A

™

alo

ol
ﬁo

alo
o}
()

Hin

o ¢

O]E_
1o =

ATt 181} Holden(1992)3}

A 3}7)
Anantachart(1998)

o PR

al
=

Hom

5 AAS

-
1.

2 e

o

—_—

-
1.

Cobb-Walgren, Rudle & Donthu(1995)

Fol T4 £.9l0]eh

£ %

B

thal H.al Aaker(1991)7F Al A]

P54 A9 FHLN Y T >

o] 74 8.l

?:51_

FAI 714

s
3

T

Morgan(1999)

[e;

thal Hekow o= EHE

_28_



B oIX|
o X
- Mol =& &0 =&

LR A S @S Ol0IXl IHY Xte e
g == A
MNE 8= =& 20 =T

2HE BHHE =& 823
Low =d Low
Abstraction \ Abstraction
of| =4
High ¢ High
Abstraction Jbx| Abstraction
Haie 0|0l Xl
v
CEI=ON,
orx 2 LE| SE E

<% 2-5> Na, Marshall, & Keller?] 2il= 39 &<
AFE: W. Na, R. Marshall & K. Keller(1999). Measuring Brand Power:
Validating a Model for Optimizing Brand Equity. Journal of
Product & Brand Management, 3(3), p. 171.

_29_



%3k Na, Marshall & Keller(1999)= Bal= Aike & W
AFo]d 4 93 HA:MT Aire] AP aolSe oA o3
al

Fetal vk &, BAE A7 BAlE onAld 9 Fa o

chol A A ARl A THAolu Al AfEol TS HAE AW
e AFsAa, we HAE grrt HAs AR HdPwFolx
T ode FEEE dY Adelgta FAEGY e BAE gRE
TAEY EARCR HAHG B FARE B3 FHIER FH
Ei=g

ole} T2 HAIPATE nFoRE B AFgAE BdE ASEE Bl
of s Au A7t dwpy HAsta AEskar dertel disk Ao A=
2, AT s uAEe] o]gs ddy d=EGd g thA] o] &3
1A AEZ ATt T3 HAls =ATE Ha=xale] Ay
T8 By BEE Yo Bads AFZEE P52 A9 AU oxe
AaPgelor wokrk

_30_



7]’ Fow 1 E‘_%Eoﬂ EH:l— }ﬂi_\:‘g so]:}\o].oﬂE 710:]
A olvAe] FAgelE Has

ol FEE(2001)8 AFAMAE #PTE HAs QX

o Ao HAAAE NHAE AR
A AL 1%Ee] BAe] BE AN BAE A EE BAE A3
Tol fro]Ael deke vk 39k

24, B ojuxe} Hiln HImete] #AAE AvEd Ag$
(2000)¢] 232z AFHEA=o| AHF AFolA Av|AteA] BA= o]
A& AHska ApdAoly s Ao R ojery Hi= A5k 9
Al e VA Aom yeiwton AU #eA(2003)9] HA=E
Fro digh Has dyeas Bis ojnxe BAE NEnE fo4
A AAE WoloH, o]AF(2003)¢] ¢itse] HAl= Ak P4l #at
Aol A AARGEY A HA= o|n A7t BAHE Ao Tl wA= 4
o] AThaL AT H3 A EH(2006)2] HA= b A 217k #A
73 AT E BHAS ojuX = HAs ME% o489 IS n3
b3 Btk AR A AR0(2003)0) WA AP GE o] SRR A
#? s Hae Aswole] #

FoA BAE AsmE A7td 4 79 bH, Pl S AE

sk fold AE FRBAT o HEA 0D DFNAE A

_31_



2. A= N3 9 AupFo 919 37
Anantchart(1998)= 219 dFoA] HA= Mo T= Halz A5 (W
5 el Magaclolgla o FE-(2000)2 A2¥= AFHA=

_32_



A zALe] A7)

A 3%

I

ol
=

A7 % Y

A1 A

(1993)l ¢

o] A&
A

ﬂ

;O#

to 71<&

G

s

JAH o2 &=

= =
= 4

-
1.

3

s

Bz dojxl oy 7bA Hi=

A8

&

3l

A=)
-

LH

=

i

10

=

LH

oy

g

Ul

3|

I
- H = _
< = = Rl
o = o
= 5l = 0
Ul Ul Ul o
i 3| | nf
Il ] ] =

_33_



=z

H-¢rm2 A& 3L, Cobb-Walgren, Rule & Donthu(1995)¢] H#l=

A JAd EEa o] 92(1996), T (1996), A H.(1996), #HF2(1999),
ottf 3], #7]5(1999), Na, Marshall & Keller(1999)E <72 3&lo] H

; B 2ATE dd= 2Lk Ayl o
2 sttt e nas 2= g ed 393 g5r dos i
% 4 9 =4 Chaudhuri(1999)e] 2]3™ o] A& AFAAEZE 7[A 1
i 4R @54 499 24 ALY I R4

=
o] @49 Bil= derke] Axpdsae wjA|ste] 548k

2. 47129 2A

22 dakde] HAE Agke] A acgle]l  Anixte] g ¥ vy
Bgol hojA oW FJFAAE A=A E sty el vt 22
]_/\—10 /R—];(—] ]_ ];]_

£,

N

7 1 Al daEde] HiE xbe Hads AdEme] A+
7Hd 1-1 0 e daEFe] HAE AdARE HAE Ao
M 1-2 0 e daEFe] HUE ojuAE HilE A5
7 1-3 ¢ e daE"Y] A9 AL BAE AiE A

7 2 0 e daEde] HillE A3EE AHE R A+

_34_



A2A W 244 4o W 54
% g =437 84 AR} s 3 B
A4 gololh 244 Aol F4A Ade AL Adel FAL

w AeAE WeE FAsta A5

Farquhar(1989)% B H#HE 24HS “5A  AlFo| HA=E AT o =y
7 H = AR Aelstar 9low Aaker(1991, 1996)= H A= xqHS
S BAl=et HAl=o olF 9 A dEE Ak FAY FATE W

il gl

o
re i
-4
i
=
oft
o
il
f
ra
-
2
)
ki
T
=
[
N
>
o
B
=
>
)
S|y

2) R AAE

Aaker(191)= HAZ QA TE “uAqE9 vt £43ts 54 H
Aol ek e FE"E Astal 9l o™ Rossiter & Percy(1987)=
ofg]gh Hale QJARE 4HAke] 7|9 HoA HAE wE(node) i
A5, 4o Ao #EHol = AowE Wi v wEkA E A
A BAE QIAEE Aaker(1991)9] A& EUlR au|AFe] whg-gof
sk 54 Bso e B A Aol

_35_



2 ATl A= Aaker(1992, 1996), Keller(1993), ®+7]d(2000), 7 =%
(2000), ©]2-5(2001), 34%]/}1(2001) ZH10R(2002), SFFoH2003), ©lAE
(2004) Tol 7HLe FHS AFEHel SA FATe] ARGt AlF-
A a2 HaE" EH?'SJ AA A7, “daEgel e A7) AR
oF "o mateh FAe] 7)o AT, U AaEge] i 54 34
Ao ) FEe T 2AE 53 AER ST

)
A
)

A

o

B = o]u] X &= Aaker(1991, 1996)9 Keller(1993, 1998)2] A& A
2 sfo] ‘Bt pEE Ao wi A4se A ow Fogth B
= olulAE “mamol ol AAEE AT A QAT B

AA), Young & Rubicam(1996)& H @A =o ] <125 7A| o)A H
A= Fstal ARgskeT ol 7lsA olxld ddAe] 84 #A
b dvban Bar gtk B Aol A e Aaker(1991)9] A AFE nigr o=
3o “AARA=S] wE HAE X E AR, ‘drEFe Wi fE
ofujx|7e] 271 ¢] FEowm YAE 53 AHAEE AL

A, BA= A2 ol Bz gloji HAle a1f-e Al o
A E 179 #AE AFdr} oA 53
2 H= o AlZFA A Al(visual statement) g5} el A]
o] A5l &3] "ttt & & vk & AFelA = Aaker(1992, 1996,
1997)9} Keller(1993, 1998), Beil(1993)2] Aol& nlgto =z Bz A&
EA BAert 7HAE 544 TS B8 EREEA Hdl=e Bd

Ho Qs A0 BHom Aolw

==
==

Webd el v SATRE cHuse A7, Hase 5547
‘nse] WA, ‘BAse gz, ‘BAS ol§Ael ovAE
99 4 e AR A4 BHon dAE 53 ATE Aadel 27
a9t

_36_



=
&

—

r=

[e]

vhol] m}et

]

1.

s

-
1.

7o) 3747

A7)

[e]
)
O

]

%

e

il

°
pad

T

2

==
&

3l A 9

o h

E‘]

(o3}

H
)

7]

-

1.

-7 ,

3tar 9lom Aaker(1991)

m o
Fol Tk

5

°©

il

pad
°

°
pad

10}, epA]

o o
=g Ahg
ofu} Alu]ze] )

hoa
T

J

A

]

awren 4ol

A A3

[e)

=
=

]

o'l Aoz A
7l

b B 4

o]

=

==

U

sl g AE 54

)

“v/]\_t]] X]—

[©)

A=)
4) A7td £4
Zeithaml(1988)

KeR
=

KeR
=

™)

R

—_
o

Aaker(1996),

Yoo, Donthu & Lee(2000), BF7](2000), = 41(2001), ©]&%(2001), <t
Falth ek okol A

°©

= AR
DA AE v s R s F

1

T

ol h

& A
i I B

A Atel
A om 2 Aaker(1996), A 41(2001)9] A

o] 7l

Ly
[€]

o}(2003)

=
T

o}

o A%

=
=

3t YAE 53 AEE AME

5

S F7)

5

o) 23
_37_

»

2173

“—(’53
=

b

T, eFRE; 20000 2 A, dvby 2

“ »
M5y

a

8

1

Ee

shaiet.
1998;



ek 2G4 whgs vErdY 2 Aol BilE ATEE HAsd
el AvArE Aokt f2kear AEekar Qli=vbel g AAe] Ax=

7 o] 3.

o]¥3 HAE M= Hills FAHRE B aglez olsstil 3
T4 299 Ao re dgedler B 54 Hgzo dste st

-

=34 T2 Asit 7719 FHOSE Guest(1942), Keller(1993),

Aaker(1996), QFF0H2003), oA 520009 AFE FAusidon] HAE
5% HEE Ag s

.

ol

A AR s 3B o &% ey #aEgd e

F%1(2001), &-3](2001),
H8(2002), SHFoH?2003), oA Z (20042 ATE nlgow YWk oz A}
B3l AP o=} ofof UlE AFAoR

el dAlaEge] His AAke] A acle upE Hils dixel A
Wt o)k vA= @E Fobry] flske] zh wlEl wE A
S AAEAT AEA 9 FELS Aaker(1991,
1996), Keller(1993), Yoo, Donthu & Lee(2000), ®7]%H2000), 7 Ej-$-
(2000), A W(2000), °©]5-5(2001), HA4(2001), ZH1oH2002), kol
(2003), ©]A5.(2004) F9 A& vEFoE Ao <& 3-1>3% 2
=3

(ld
[
=
f
i
_{

N
BN
>,
i

_—

_38_



<HE 3-1> AEA FA FgE
EHAHF =8 A ZAMFe] &4
dnikA o] &S Ef 10 WAL -
Aaker(1992, 1996),
Keller(1993),
e ol 4 Likert 574 = 7] (2000),
Hlz= ol x| 1 SR R _
“ 71 E0$-(2000), ©] F2(2001),
] =] 74(2001), 7 7oH2002),
oF=o}(2003), ©] A 2 (2004)
QA = = .
7}3 2 Likert 53 &=
. Aaker(1991, 1992, 1996, 1997),
Z];];]‘ N4 5 Likert 583 % | Keller(1993), 2t0}(2003),
= o] Z] 2 (2004)
7 H -
1 s s =
A 3 Likert 54 =
PP 2] . 7
| foj 5 Likert 57 2 % Aaker(1996), Yoo, Donthu &
A 2+ W Lee(2000), ¥F7]12-(2000),
=4 i . i F#]/4(2001), ©]3-2001),
1417 2 Likert 534 &= oF2 0} (2003)
Guest(1942), Keller(1993),
B HEE 7 Likert 583 = Aaker(1996), 7 &1-5-(2000),
ok oF(2003), ©] A 2(2004)
o] 71 (2001), o231 (2001),
b e 3 Likert 543 % ZE(2002), ok=oH(2003),
B3-9-(2003), ©] A 3.(2004)

AF+SAA 54 5 Wi Ak -

AR, mie) AwA ol Auel BE S4S deists] Aot B
Wt AL, A et ool §8Yd, F oo &AM, WERIE T oo] &g
A, AFAIZE, FRWEA, o] e, AET el dnkd B4 FEE 107
oz 43Tt

_39_



APAo] dEE T8 F=9

pelut.

S

)
s

228 UAE 53 Axw T4

j2)

npxj ko 2 Q- E A

b ek,

S

o7 FA

5}

g
J .ﬁo

5)

I

o

i)

2

Wiy A2 ol T.GI Fridays, ¥2=2 4 719

PR

A
=

& ez

==
=

A Ay diEds o]gF9 A

pal
=

bol A A

S

ol

she

4% 719

A7)
(self-administered questionnaire survey method)ol] <]

A 7ol A
1958 2006 49 309 74

o

4

1=

sl

2006

s

S

%

A TR 3-2>.

of Ah-&

K

o=
;oo
< B
BN =
=
ox @ﬁ
% |3 i
= o AL
| % o
e ° <
<
oS Mw@ |
- = % | D
T | < T2
o lwl | B8
®| < | &
° o BT @A
_ro 1
I
| X | 3
< | F |
IR R A i
AR I U
w0 ®
x| TS
TN M| TS
~
= ﬂ _~
<0 | oF o | ™
T W9 BN
|| W%
B | ﬂ M|
oF

_40_



3-3>.

-
it

P oh<

<]

Ry
Ry
Ry
Ry

_41_

=
&
on il T T
o B B || W
e T
o 2 o | W] R T
mf 2 - 2 %
< | R
azel
Wo ofi
X .
w T} Gl
WO Gt l
LU =0 o | W
ﬂAIO "o H;YL M#ﬁ ﬂ
0
™M o T o | =
LN o < W 1
AN E P
o T NT |3 i
o o o - tw O
'e] -
il Mmﬁ tro B I
N 1o® )
o | — o
X B s
~ 0
of o | W
Moo Rl G
BX - B | oml om
—_
o &
< Gy
N ol o
=K ~ N
OE 5 ~
pllinae




S A5 fske A, A", 3y, A4, ¥
Hl &= 24 (frequency analysis)a At o, A4 4
o e Qe ASH 54 <& 4-1>3 Ao
_]

SH5Ae] vl A Hd 1357 (43.4%), 9173 1769 (56.6%) .= o4 ©]

—29A4 2319(74.3%), 30-394] 3978 (12.5%), 204 w]=t 297
(9.3%), 40-494 109 (3.2%), 504 °o]’Fe] 278 (0.6%) 2.2, @A ©]-& 79
74.3%7} 20t 9o},

ol g7 o] st gt %] 1217 (38.9%), 5w £ o3} -
el AsH) 9478(30.2%), e =9 769(24.4%), wiEhd o] 209
(6.4%)0.2 QA o] &2 69. 7%7} WeH(a) £ o]4Fe] msteeo)Ar)

AL A 140 (45.0%), ALY 1299 (41.5%), 71EF 218(6.8%), F
B 12%(39%), A99 99(29%)wez AA ojg7 e giy-Fo] A
A o] At}

LY 252 1009 " 1679 (53.7%), 10091 -2009F 7| vk 857
(27.3%), 200%-9-300%H w1 %k 4478(14.1%), 300%H1-400%+9 w5k 97
(2.9%), 4009+ o] 6 (1.9%) 0.2 ZALE AT AA o] & k4
olFo] 100%H¢l Rkl A5S JAE Aew Urgon o= 4¢ =4
o] Aol B Ay ARAYS wol= Aok

_42_



<E 41> w29 ATEAE 54

#47 g = WoE | weg
P & 135 434
o] 4 176 56.6
204 v "t 29 93
20 - 294 231 743
A w30 - 394 39 125
40 - 497 10 32
504 o4 2 06
w5 &9 olshlst - distw A4S | 94 | 302
g w O ER 76 244
ST 121 389
o skl A5 o] A 20 6.4
CRE 129 415
Zzx 12 39
A9 | 8 140 450
244 9 2.9
7] e} 21 6.8
1007+ w) gt 167 53.7
oo | 100U - 20094 o 85 273
L 20099 - 300w9l v 44 141
T 300w - 4009k mwk 9 29
40079 0] 4 6 1.9

_43_



2. e EIIZ:E%PJ AutA o] G-

il
s
ofo
off
L
rr
o

O
=
_0|L
£
[z

ki
a
Mg o b
—+
g
o
(¢}
=
@}
<
=
o,
]
[02]
@
o
>
>
_O|L
;O
o~
,ﬂ
il
o
rir
A
=
o~ 0
Do
vV
10
M
iy

196), €191 967(30.9%), 71
329(10.3%), AEEE 21‘33(6.8%) %x} 3% (1.0%)  &olqdth
Faxg s 2l 104 (33.4%), AT /A5 8] 1029(32.8%), <19l 647
(20.6%), 7}=, AxFem7 Z47F 19%(6.1%), 718 39 (1.0%) 22 ALY

FoolgeYde ERY 120W(386%), F8Y 779(24.8%), 42U 63
(20.3%), T8¢ 238(7.4%), €8d 11%H(35%), H8Y 9H(29%), I
d 8H(26%)o= WA o8 83.7%7F FEe AP dHA2EHRS W
s Ao ZAEAT F o] EAT U E AY 1769(56.6%), A 134
H(43.1%), oFxl 1%H(0.3%)coldnt. WEv=Es ¥ 13] 1339(42.8%),
2-370 el 13] 94%(30.2%), F 13] 529(16.7%), F 2-33] 8% (2.6%), 7]
E} 249(7.7%) 0.2 L}ERYE
FoolgEAe AF/ANTY] Wt 136W(43.7%), AAF 1359 (43.4%),
A 219(6.8%), 718 199 (6.1%) 0.2 dA o] g Huty o] o]

& FEAOR 3 Y= AR XA
HHE Al AFAIZES 1417147 308 mRE 1447 (46.3%), 1413 305
—2A1zF mYE 10078 (32.29), 2417 ©]4 37%(11.9%), 1AI1zF W%k 309
(969%)0.2 Vet WEA wERHoZE XskA 95 (30.5%), A7E
927(29.6%), W2 697 (22.2%), =1 329(10.3%), #A] 154 (4.8%), 7]}t
8 (26%) o= HA o]& A Iyky o]l 527%7F HFuES o] &3}
= Aow ZAESY. W Al o] F A 30&-1A17F = ¥E 1537
(49.296), 30 W=k 1017 (32.5%), 1A 7k-1A12F 308 W%k 497 (15.8%), 1
A7 3082417 w)gk 79(2.3%), 2412 14 1(0.3%) o= ey

S

rlr

=
rlo

_|_4

_44_



o] -§- 3 o

7l
£

4-2> e #AaEe] dut

<

o

< s g Q N N o N ® Qi 0 Q Qo g M o @ g oy
HT_ | o O O S O NN N = Oy © O O N Gy I NN O N oo o
=r = < ™M (AN (AN oy <t oy =
=t
En_ 1@ RN e [ M B b ] [op R Te RN\ BN o BN BN o] — N Oy [~ - o O WO
oy N N [SAI S - B 2 gl O — Oy Oy N o o = N o =
m - - - -
EGY o
E ISR
m N o W N o
—_ ! s —_
Hr An RERES T @ % ERGY
- WL_ ﬂLWL_ m_ﬁmﬁ
o0 — oo RO I CESINE
o or o~ — o — DLl <o —
oH B 1 ® o — I &® o o
T o I~ g ® Bl ey W oW W T
—_— o ofF o
EE T T %X % ZxEad \#BHE| D
TR NN —_. - o~ N W OX K MR R 333X — N ™M
o o T R i3 Ho R M =
4 o _ o
w N oA " < e T < e
MWl m oo~ g o - o 9 o % o Q= @ g g N M o= W@ © bt 0g Oy by
HT_ o O —=H O o~ O O N © o o~ oD AN I~ NN <0 O o O N O N O b~
,.HﬁlOOrD [A\ Il o [a\ I SR AN| < 0 —~ = o™
=t
Wl 883 @ 33 g8z 2w 08 RS S - 38 BRI A
m — — — — - —
=)
iy = = T =
5w o 7 =
iy iy
50 I e 3 e Feo I I s R = R
oo TR X Moo TE R o) W of of o o o o o ®o<n o mr N
N OB R OR N OB RO o N W AR oo oo T T NE R o ™
o % " % o P = o
A= B [ o o
=) do 7o o T Ao < e

_45_



o] 3}

]

i

]_O

ans
R4

1w Rk 1367 (43.7%), 1%
1

3R o] 467 (14.8%),

v Rk 12078 (38.6%),
A o]

il

i

2

T

ans
R4

A2
9 (2.9%) 0.2
AoE 2AEgIT}

OJ O]

i

K

Nr

paaet.

<]

IEG ]

[}
de AR

3 9
E

S

7}

WA LAA-S Cronbach’s Alpha Al<=oll

]

[e]
/KE.\l

- 22 5(2005)° ¢

A

&

9l
7.

T

gt

7} Cronbach’s

42

iz

REELSRER

ol

o}
<k,

Aoz 1
AEE!

-
1.

-

& A3

=

127

A
1l

|

olm A 7" 7 e

ol ZA A=A

5}

Alpha gtol 0.6 ol/del™ njaz AMEHAYCHE dEA)o]

“o] g 317

4-3>.

o<

w
™
=

™
o}
e
o}

umO
&

0
X

o

i

o 2] =

] (orthogonal rotation) <5 °l A

=

_46_

Hc]—/\

3] A (Varimax rotation)



iz

K

iy 2 2 2 3 2 Q 2
B s = = & = 3 @
GG
< o 53] =5 & S & 5 &
= =] o o o0 o~ o0 S
o e % < ot < ol &
m = = &= s S < S
o o o o o o o
., =
OL&OIOJZOOOJ O N O O [~ o0 Oy — o Do [N TG RN 1 — — O o0 — O [ANEEEAN]
= < O O 0 o0 < —~ O [ o0 O N o0 T AN D Sy O M oY) o oo D — O - ' -
G RRTET IEESOIEERES XX EES Qe nninl &K © Q
X
;O.ﬂ
7
"
Ar
) ¥
Moo ol
o ﬂmo TR X Hip
2 T TO
o e R L] <l 7o)
% oo X~ ol = o
el = K o) %o o] T MAJH 1o
ﬂmﬂ W o R @. oF
W Gl 70 ol w
H — T _ 0 0
Euﬂ% T B wﬁ T T o W W
o o o e S <
R A Al X Al Al &
il TN e T T Hip T T ol gy gy
© W 1H 1H
mo
> e 7 ol
o
= Bl o) ol %)

o] A A4 64.991%, KMO A4 0.894

_47_

°] 0.4 o]

varimax

a-



(1998)0] wt=™ ol Ao A= HE 2914 A H(factor loading)

J

A <

i+

%

o g g

A 04

Bl o 29l

=

A4kl

15t 2 A&
w4 Ay The] 8ol FEH

“Are X7, PR

of Ak 2.¢

Eigen-value

.

(o3}
A

v A "%

o}

~

A

3 79 290 FEs

= 2

i

_ZTI

()

Hin

H

iz

A

4-3>. A

AO 2 UERU<E

d12] 64.991%

Z

-
1.

o]
A

al

—
o

il

ke
T

_48_



&
TV

A

A 2 A 7}

—_
o

o
=
Tp
=

o

—_
o

ojy

ojy

o],

FolA FaATFE p<llE

ek 5

v

j
—J—U‘l_.

34

3

==
=

B oATN AHgE o] EWME

P
%

52

Br

4-4> T3¢

<

a1
o —
= o)
ol %
C — o
o X e}
o H H
= — &8 3
i 0 =~
To M i A i
= — o s e
— = o ~ !
~ <
gl £ £ £ £
=R — X 59 o 2
o ol ! N ~ o™
i 2 z z z i
— o o ™ o} ©
o'e} o)} = o} il
- o e} o N o o
&S o3 = &~ oo} =
= o N o ! Lo =
——
3 oy o O~ o = el ©
‘,.mﬂ [~ Lo Nej o} < o} o0
o0 S = R = &0 =
NH < < o~ o~ © © o~
e
— — o o [a\ oo j@p
) — © is} & o~ © =
LO = — =TI < < Lo
[ — ~ Lo o — o™ <
o’ ors ord ord o’ ord o3
%0 U Pl | 3 %0 oW R
! G I
~ el a o~ R o o T ' o

xx p <01

_49_



H BT )
T o
w A o B R = o T E
X 0 o~ 0T
| o KON T A o— oA T
_ o ] SR ulox < = N . oF Mo B of L b =
o B Vv = ¥ o4 7 o o W] o~ = e il
A =l = o Mmoo o ¥ o o i1 o
T g7 SR uoN M iz il ,E%ﬂaﬁ“ﬂ @Jlf
T o5 ¥ e = X F 5 0 E VAR gy B b = W -
oE Hgﬁmﬁ z) ﬂmﬂ7$§%%%é§
T o8 Vv TG vy - =y o) BE o) T _ il B
ﬂ © @-0 H# b EM OL ﬂAE :i ﬂ_OI ﬁﬂm ,mwh \mﬂ 1f/l \mﬂ ;oo
ol = mw W iy M% ﬁw o He AF Wm = = A = mw Mw Wy T oz
o T o =
o T xzeda .M%%EAwﬂaﬁgw%m
Y AN ﬂp%%%%@%g%k#ﬂi
o A ° EL ‘0! ¢ i N " {n mh L ~+ = T X N = mﬂ
oo T T ﬂE%gA_IH 5.ﬂnz,tﬁ
= T P W T N K B ™ oF oy iy
Ny ﬁa UAIL Mﬂ Ml N o) M ﬂ _E Wﬁ ﬂ \/ O# OC wrer ,u} _E ﬁﬁ
™ T Ne Mﬂ =< N X L ° s J/.\ - h %ﬁm o ﬁM muC B
o S (O w YO T Rae o R
7T B = Moo <%ﬁ£ M ) R
of 2, A A 7| = T o 9 J)OE W T B
T i lﬂi%e A Mﬁﬁﬁﬁoowm%i&ﬁ
wo X ° 9 gtﬂ.__,ﬁo7, o ﬂﬁ%AﬂT
= o wm?AWAmA;ozg@%%;ww@@gm
G N R A L
e T w ot e g oo 3 g o & o
Hfmﬁ%% ﬂ%sﬂ%%%@ﬂ%@éﬁﬂaﬁwﬁ%ﬂmﬂ.
o X T o — Eo Mo o o W o W B - Mo T N/ E, @, "
of ™ w R W oo O W T oy b = <
~ ) —~ = ™ = 0 NG~ ro%oge £ £3 ™M e —
NOB R =~ P ™ oE o @m T D Un o o M T - Z = N %
b B oS ) 4%%%%@@#
xoﬂﬁﬂ,mﬁ.?/mﬂéﬂg
e P EL S H
H o

-

gl

At o

il

°
pad

- 50 -

i 7 2



el .
=i 0 oo v o
o 28888
I > D
0 O N 1 O m
g | HEEZH5E
I © o 10 NN 0
4
= TR I XRR
@B IR B
-
P
e
Sy © M oo — O
Alo | &8 F I8 & F
=l TS E Qo
W
KK
S
H _.. . e T L
- Lo
—~ X 7o
B e el
T A
l
1H
5 i
T
Ar i
Mo G2
o

Sig I = .000

71.357

R? = 532 F =

g

A

o~
T

R = 539

*p< 0D, **p<.01

el
% | z%5%%
mm TS 3S3
0
0 10 Gy W0
G & 3RS
I O b~ ©
4
MB © Qg
f [aNINas e s)
NH T
B
e
+lol| R EB B
TR TR e
W
KK
2 539 8
— | /M — — = =
jang _. .
MR R
= | §3cE
e AOEEH
r R A
m @ X
1H
5 i
T
4r b
Mo G2
o

Sig I = .000

R* = 522 F = 113.921

g

x

o~
T

R = 527

*xxp<.01

Fro®

< 113921, F

4-6>°4 Fgk

wE <E

!
o)
o

5277 52.7%9 Aw#-g W AT (x+p<01). tgte] 2%

R*Zk&

Epuli=

=
pll

—_—

0

uj
&
)
R

Hin

o}

_51_



-

1.

oA

AR o] FEAbo

il

°
pad

= 3

al
A

%
4-6>2] A3} A

-
it

olm| X7} 372% 7}
1-5>3 <

-
it

<

.000
.000™

6.148

13.071
Sig F = .000

047
170.847

161
048
F
— 52 —

992
R* = 354

d

A

<!

o~
T

o TR "
G T il
i oy
R 9T om w
i B W ol R
GO - - A R
N A S ok 2
T g o owog X
) 0 —
AN ) o m;é =1 n
o 3 ﬂ i ? | =
Imee P M| g a
wﬂ T o Cw® - oF | N
= o © - o i |
w2 ﬂ T M iy
ool B ow R T |4
of- = Mﬁ ‘ﬂwﬂ (RS L ﬂT
- E T W N
woN K ol | g
= T I R
. oo
T T TRy
R =
v o= % T % N N
WS oF T & Al B
T {d
yeEau® L1 F
S W R o = "
O S R
R
T ad Y i 4
" ﬂw <% Jmm m° Mo
WoRe 2R

R2 = 356

*xxp<.01



o] el A

[s)

<F 4-8> 7} 9] Ajgloj i

A5 A7/ AIaoke <E 4-8>o) AAFHL,

i

7+ A I 4 3t
A4 1| BAE A EE nAE Asnd A(He dFE B Aol | Ad
A4 12 | BAE ouAE nAE Aswd A(He] dFE B Aol | e
A4 15 | AZE AL BaE AsEe] 4] dge v Aol A
A2 | mds AsEs ANE oz Aol e v Aol A

_53_



4

A5

A 1A A3 2o @ AAH

=y
3
B
)

ToR
"
E
—
o
=
bz

Aike) T80

BEa=

T ?:51_

st

o] 7ol At}

o

ojy
°
R

B

Aare] A f9lol

j

il

°
pad

S WEe® 20069 49 14FE 20061 4€ 30€ 7HA

7

o] 8L
o] #48 SPSS Win 130 A #1714 ZZa9E& AHE

K

-

bz

Njo
<

4 B -5-(2000) 2]

R4

& nhel 2ol

ol A BLaL

d

-

o
Ho

N
23!

Mo

Folom 385(2001)

°©

=
473 €1(2006) ]
— 54 —

il

°
pad

Ao ey

-

1.

71

=

=



T

_lﬂ .._liwo_.ﬁoﬁﬂLdﬂ

© Eﬂx_;wMEm.o/Eﬂ_Elmdﬂ

o _,Hoﬂiﬂ 2 F o 0 Wox =

™ wnﬂ_moTulE%E R G % M% ol ol

ﬁa = ' T o V] w%ﬁﬁwx BT T

ﬂi]iﬂ]TﬂL%% &EM.L iiE9ﬂMwM

T o - &?Wﬁo Moz e <° @u e Eﬂ%%?ﬂrﬁr il

T omdE L e HE R N SEo.x 0w

1n 4T M T B o BB ) %O ol a2 3 T o

v ﬂﬂ_xﬂggﬂﬁﬁvnﬂ ol o % %ﬂ@wmﬁro i

o ?zlﬁaﬂ_dd A : T & [ M
o oy B E om S e n 1] pl Bo = oF T Llyl

A |y ® e B T T 2 Lxh 2

i ™ oy o T o oF o RN &l,uA# — —

) WM%%?%H@J@ 7 M 2 2 @%ﬂﬂm%n? o

) S %wﬂﬂﬂzs% o T T W W%%m%@ o

wos W = ! E&W7L] T = Y 70

T #@ﬂmq%?ﬂﬂﬂ é?ﬁovﬁmﬂyﬁxgﬁﬁm% i+

3 maofﬂ@%m@_&oﬂn ﬂﬁ%xiﬂéwzg%oi -

%) MMMMEM%%%% ﬂﬂﬂzﬁmjgﬂﬁﬁwg ~
o ™ 00 13\./141_Al ;oo y o

o ﬂﬂ.%ﬂ%%lkwﬂ% wnmaoﬂwémog@kﬂmm |

o] iﬁﬁﬁz\_fwwmm \mz?ﬁmcmﬁ%Wﬂ@ﬂ =
ol wp @Mﬂ;V]ﬁ@ ﬁ;wmoaﬂ@,%og%ﬂ WE@.

& ﬂ%@é%ﬂ}d@ﬂ @&Wﬂ%%mﬁlﬂ%w%i o

2 ﬂiwﬂnz@ﬂm,ﬁ?ov ﬂﬁx?wiﬂ%ﬂ?ﬁm%ﬁg o

4 ﬂgﬂ%ﬁozxﬁ&ﬂ ﬂﬂrh%ﬁ%o%@o%ﬂﬁ =
(ay oA oy = Y = o = o B0 = < X
iy (S8 N ) Nz o B o0 R )

e = o wr 1| =y o] ,.Mz ny ™ =p ‘w_; i Bo ) = X XN el

B E%Eﬂrﬂu o W Wl = s T R Ko = Nl i)

o e EG - = ofp oA H = S oo bl o =)

oo U 7 W%_E | = T b ) ol n| ﬂaﬂd o] @ Bo -

o B zé@ﬁﬁlﬂgﬁ\ag,Aﬂng ) <

Y <X g | ®E WOR R %%Eoﬂﬂ e
oo ' T E R e o e T 4 B o o

ol mﬂﬂ% PR ] @xoa% ,ﬂ_qu o % b )

(ﬂmeMﬂ _ZT&IW_/HX%HLM_;M_H_Q +

> N oWyl = B3 = o o o 5

T T

- 55 -



dl

of Hip

e
e
H
7}
el
=)
=
T
™
o}

oL nm, o) ot = " =
g e AER %2;@ o m%i
S T S e S = ool % o W
E RN g e YR O Wl = °
o o WK T o o 4~ W ® O mm - = ﬂwc ﬁ A o
TOo — T ) —_— —
Emh_zfﬂc_ﬂmmi%omri %ﬂ]% ¢ Wm
= B T o= F oo W bt R o o 2w .WT = of
| 1ﬁ_| 7| < R o o b o ey 100 70
- oM 1) ~ AF 1| < IO = W AT —~ oy
of ﬁﬁ ﬁ pll e W gl @ B W L o) R Wm o oF wnﬂ Mﬂ
o oy | ™ o] 1 () X R ! 70 <
o AR A% % ~ T ~
—_— OC — <o Oﬁ H; } :i %o 5 ﬁ \_ﬂ/v Lf Jl Jl X
=~ ﬂﬁ ﬁm X mlg ™ o)) Wﬁ W o] o W N %! o T B B Ul
7| [o} fhrad N T o o o o}
I A SO B ) o o R O
SRR S N R o n %
X N - T o3 X N B ®
I S gﬂnQ.a,a L m.w,a,w = w2
- X oo I il Koy ) ] ] i I "R w2
W ’ o o= g Wom CN 3 X =
w oo M T Mﬁuu%_]ﬂ,aﬂaaﬂﬂﬂ 0 R ) [ A
T O OF R = = o o P E " T @ 3
oo 7 % R or o BB W P W woN B ,m
= = —| 7o o B 9 ofp <X L — *
0 nﬂ - oy =) ,A“ © OE Exg E# ﬂ.ﬂo ﬂ 1_,_AI S o % 1_,_AI o) H.t
P odeeTeza e bR Ity ToT o
a3 STC I I B ) St RN % % L =
Jﬁmo Elg 0 ﬁ :i :i N OW gmo H# s ﬂm_! ,wu ﬂ‘_ \mﬂ ‘.:L OE dnL _ — El
B O T B N N B N LB
DRI T - R N . (R RO
@%%%%ﬂﬂﬂoﬂﬂgEE%M 2 o X
foox oM oW Mo oN T ol A2 o — o N T - =
Hoo o oy om T Ul A H T = Ol " o o
TR RN WM E U T T w A ode T o ~

o= &3l

[}

=

)

=

< A7 s
T

_56_

& 7t

X

|

R4

SHA

pd oﬂ /\1 S

-
1.

A8kt



—
o

=
)

14e 7ha

R4

SHA

= AellA

3 erke}

AR2E T .91 0]

Aetel i A7 9

Adal 71E

W=

1|

238H50T

ol

=K
alo
el
B
=K

A Sol A tiE- e KBl 2 3o Rl HAE A ofF

=
—_
o

)

"

_ZTI

il

g

H A

[e]
s

=1
[¢]

7}

_57_



i

Aol (2002). A1HYl HH = X4
/\}ag%%

FHA - 2EE(2005). AFEAMHE-SPSS 2} Amos #E. AE
o A A}, 337.

Jol BE AT A golAuen A

2l (2005). $1EEA AEQA ] BAE 29dAEE 98 AAE FAL
ob BRle Agh 7Rzt kAl #4. Ariveta At
=E.

FE 3 (2004). BRAEAAE P87 AFel WA= shdel It <

3
Trpelme] mE Aols FHow QMU Al

3A3F (2005). HAl= fIxjo|lE Hrlrl HAl= XP4be| vl X = & #
3 A A agen A =

A3 (1995). BA=7} 12ke] Mul2 Ho] v A= g gkol] B3
T AE) A B w2 AolE FAH R ASutn AALske] =

A8 (1995). WY daExy A FE53 dojmo] BAAo A A,

AF S 4 ALS 9] e i

o
offt
ofy
=
o]
O
x
to
>,
Q
o
A
o
H
)
ol
>
tfo
=
2
ni
[
D
o

A7 (2003). FABAE Are] FARaT AT A L TAL ol
ft

o
oX,
=l

(2002). 2=FEA Aol Bl Apqbel] v @aFel g A A3

ohSha A AFS el e,

o
[N
of

(2001). A7 A o @Eol A g Aol vA= G F

o
ofo
N

ESA099, BA A B4 @8 GEd 12 A3

_58_



o

e

i

o
N
fol

o
™
of

o

Ruj

o

o
rl

o

o
ot

HN

N

i

o,

=

_—

of e

_|E
o
)

=
o,

b

=
o
N

L)
™
o

2y
N

1
o2

o

7. Marketing Communication Review, 2(1), 20-42.
cAEF(1998). BERFEFE ol &shE AHANIES SAUE Y
7 B A v Apskd ) 9(4), 63-81.

(1999). Hal= x4k A st AS5dA+ R Fart = Ak
T H A= P AL Faskd T, 10(1), 183-209.

(2003). dl=Ed HA= 7de] s A, W= Al e S4

HN

H

000, BAmAS A B AT, Sobhehn A
A

(2003). =W e daEg H= Qb el #ek A
Al S A AFSE 9=t

(2003). W22 HAEG Auls Fdo] A o me A= o
REECH LIS AT R S R

(1998). 9124ks1 9] ol A& WAk &AL

(2000). <lEl¥l H]=u 29 @A E 9 A 71A] 7§ AT A

2
u] 2= G gFol] #3F A W 3 5+
(1995). "ol vpAIRE A Q9o th3k AnjA wrEm. At
o AALE R =

(2005). vz o] Au]aEdo] AAA H¥olnA] TATE:
Loz v A= g AEUgu A =i

(2001). A HxEH o|&xe] Meg&Agde w3 AT A7
St A AL8)9) =3

(2002). Hde #AE#e] AH] 2
TR R M A= QI AT NI HALS ) =E
oAl 514¢1 FA(1998). vIAIY AT, A& HEAL

(1996). W dg] HAEH WAEFE SR 24 47029

>
il
X,
)
=
&
¢H
AN
)
24
o
M
1o
L

_59_



QFFo} (2008). vl Tol

do
o

(o,
ao
ol

e
rx
o2

nS
Bl
-

o
o2
=)

_

(1993). w2 FA . A& FAFAAL

- ub7] 8 (1999). LA AFANE. A AL
(2003). wiAEH o] HA= A, o4 & A4 H A T
&AL

C AR - AAAE (2003). AEE BAl=E e ol &3 &8 2% O
&AL

-3t - HFE (2002). vHAIE B Al 2% A& AL

3 - A7)E (1999). Fa7f Bll= kel wl A= 4 FardT, 44

89-104.

rkr L
[z
=
[
_>|i
2
Ao
o
%
-
oX
fo
rO
=
of
o
i

Ae
A, A8 ehetin A ALes)
(2000). 3170] Azksh Sl AS BA= A Gl BE A

(1994). <124k

(2002). AHAUMAE o] &3 HAU= THAFE PAPOJE &

TAHeR. At LS e

(1990). &€ H~EF o] x5 Aacle] #3 AT, AA

Shal AR =t

(1996). el4j=hele] n553h, djele] dAnmw A o). kg

110-1

(2005). 21 44ks) Bl =AAE Al @t A7 AFr|eieta Wkt

9]

(200D). 1 HRE Aate] 7 aQl 8 2gadle @3 Ao o

%Hﬂgﬂﬂmiﬂ A9 =
]_

(2003). i‘ﬂ]

A
rfit
>
tfo
=
oo
>

wol WAL 9% A

AAdE (2006). BA= ALE 9 @ 4a3ke] dAl dg A A et



Aaker,

Aaker,

Aaker,

Aaker,

D. A. (1991). Managing Brand Equity: Capitalizing on the
Value of a Brand Name. New York: The Free Press.

D. A. (1996). Building Strong Brands. New York: The Free
Press.

D. A. (1996). Measuring brand equity across product and
markets. California Management Review, 33(3), 102-121.

J. I (1997). Dimensions of brand personality. Journal of
Marketing Research, 37(Aug), 347-356.

Anantchart, S. (1998). A Theoretical Study of Brand Equity:

Berry,

Re-conceptualizing and Measuring the Construct from an
Individual Consumer Perspective. Unpublished & Doctoral
Dissertation. University of Florida.

L. L. (2000). Cultivating service Brand Equity. Academy of
Marketing Science Journal, 28(1), 128-137.

Biel, A. (1993). Converting Image into Equity. In D. Aaker, & A.

_61_



Biel(eds.) Brand Equity & Advertising: Advertising’ Role in
building Strong Brands, New Jersey: Lawrence FErlbraum
Associate Publishers.

Boulding, E. L., & Richard, S. (1994). Mastering the Mix: Do
Advertising Promotion and Sales force Activities Lead to
Differentiation. Journal of Marketing Kesearch, 159-172.

Brumback, N. (1994). Child's play. Restaurant Business, 93(March.),

158-165.

Chaudhuri (1999). Does brand Loyalty Mediate Brand Equity
Outcomes. Journal of Marketing, Spring, 136-146.

Christopher, L., Sandra, V., & Barbara L. (1999). Services Marketing:
a European Perspective, Prentice Hall.

Cobb-Walgren, C., Ruble, C., & Donthu, N. (1995). Brand Equity,
Brand Preference, and Purchase Intent. Journal of Advertising,
24(3), 25-40.

Cronin, J. J., & Taylor, S. A. (1992). Measuring service Quality: A
Reexamination and extension. Journal of Marketing, 55-68.

Curren, M. T. Folks, V. S. (1987). Attribution influence on
consumer’s desires to communicate about product. Psychology
and Marketing, 4(2), 31-45.

Dawar, N., & Madan, M. (2000). Impact of Product-harm Crises on
Brand Equity: The Moderating Role of Consumer Expectations.
Journal of Marketing Research, 37(May), 215-226.

Engle, J. F., & Blackwell, R. D. (1986). Consumer behavior, 4th ed.,
NY: Dryden Press.

Fornall (1992). A National Customer Satisfaction Barometer: The
Swedish Experience. Journal of Marketing, 56(Jan.), 10

Farquhar, P. (1989). Managing Brand Equity. Marketing Research,

_62_



1(Sep.), 1-11.

Franzen, M. (1998). Brand Equity. SWOCC Research paper.
Amsterdam: SWOCC. University of Amsterdam.

Garvin, D. (1987). Competing on the Eight Dimensions of Quality.
Harvard Business Review.

Geva, A., Goldman, A. (1990). Duality in consumer post purchase
attitude. Journal of Economic Psychology, 12, 21-23.

Heilman, C., Bowman, D., & Wright, G. (2000). The Evolution of
Brand Preferences and Choice Behaviors of Consumers New to
a Market. Journal of Marketing Research, 37(May.), 139-155.

Holden, S. J. (1992). Brand equity through brand awareness:
measuring and managing brand  retrieval. Dissertation
Abstracts International, 54, Doctoral Dissertation, University of
Florida, 7-15.

Kamakura, W., & Russell, G. (1993). Measuring Brand Value with
Scanner Data. International journal of Research in Marketing,
10, 9-22.

Keller, K. (1993). Conceptualizing, Measuring and Managing Customer
based Brand Equity. Journal of Marketing, 57(1), 1-22.

Keller, K. (1998). Strategic Brand Management: Building, Measuring
and Managing Brand Equity. New Jersey: Prentice Hall Inc.

Kirmani, A., & Peter, W. (1989). Money talks: Perceived advantage
expense and expected product quality. Journal of Consumer
Research, 16(3), 344-353

Kirmani, A., & Zeithaml, V. (1993). Advertising, Perceived Quality and
Brand Image. In D. Aaker, & A. Bielleds.) Brand Equity &
Advertising: Advertising’ Role in building Strong Brands,

New Jersey: Lawrence Erlbraum Associate Publishers.

_63_



Krishnan, H., & Chakravarti, D. (1993). Varieties of Brand Memory
Induced by  Advertising: Determinants, Measures and
Relationships. Brand Equity & Advertising’ FKole in Building
Strong Brands.

Kotler, P. (1993). Principles of marketing, New Jersey: Prentice-Hall.

Lavidge, J., & Steiner, G. A. (1961). A model for predictive
Measurements of  Advertising Effectiveness. Journal of
Marketing, 24(4).

Longman, K. (1995). Putting caprice on a Brand. New York: AFK
Equity Workshop Paper.

Martin, G., & Brown, T. (1991). In search of brand Equity: The
Conceptualization and Measurement of the Brand Impression
Construct. Marketing Theory and Applications, 2, 431-438.

Mackey (2001). Application of brand equity measures in service
markets. The Journal of Services Marketing, 15(3), 210-221.

Mcdonald, J. (1994). Children’s Plates. Hotel & Management, 209,
39.

Morgan, R. (1999). A consumer-oriented Framework of Brand Equity
and Loyalty. Journal of the Marketing Kesearch Society,
42(Win.), 65-78

Morgan, R. M., & Hunt, S. D. (1994). The commitment trust theory
relationship Marketing, 12(11), 321-332.

Na, W. Marshall, R., & Keller, L. (1999). Measuring brand Power:
Validating a Model for Optimizing Brand Equity. Journal of
Product & Brand Management, 8(3), 170-184.

Nedungad, P. (1990). Recall and Consumer Consideration Sets:
Influencing Choice without Altering brand Evaluations. Journal

of Consumer Research, 17(3).

_64_



Oliver, R. L. (1981). Measurement and evaluation of satisfaction
process in retail section. Journal of retailing, 59(Fall), 25-45.

Oliver, R. L. (1999). Satisfaction: A behavioral Perspective on the
consumer. NY: McGrew Hill.

Park, C., Jaworski , B., & Maclinnis, D. (1986). Strategic Brand
Concept image Management. Journal of Marketing, 7(Oct.),
135-145.

Park, C., & Srinivasan, V. (1994). A Survey based Method for
Measuring and Understanding Brand Equity and its
Extendibility. Journal of Marketing Research, 31(May.),
271-288.

Plummer, Joseph, T. (1985). How Personality Makes a Difference.
Journal of Advertising Research, 24(6).

Rao, A., Qu, L., & Ruekert, E. (1999). Signaling Unobservable Product
Quality through a Brand Ally. journal of Marketing Research,
36(May).

Sharp, B. (1995). Brand equity and market based assets of
professional service firms. Journal of Professional services
Marketing, 13(1), 3-13.

Shock, A. D., & Weitz, B. A. (1988). A Perspective on Brand Equity
Principles and issues. Defining, measuring, and managing
brand equity.

Simon, C., & Sullivan, M. (1993). The Measurement and Determinants
of Brand Equity: A Final Approach. Marketing Science,
12(Win.), 28 52.

Smith, W., & Schulman, Y. (1991). Thinking about brand Equity and
Analysis  of Customer ‘Transactions. AKRF Third Annual

_65_



Advertising and Promotion Workshop, Feb., 5-6.

Srivastava, R., & Shocker, A. (1995). Brand Equity: A Perspective on
Its Meaning and Measurement. Marketing Science Institute, 91.
124..

Sujan, M. (1985). Self-congruity and ideal congruity to predict
purchase motivation. Journal of Business Research, 13, 195-206.

Tes, D. K, & Sloan, H. J. (1995). The effects of team loyalty and
selected stadium factors on spectator attendance. Journal of
Sport management, 8(Sept), 153-172.

Well, W., Bernett, J., & Moriarty, S. (1992). Advertising, 2nd ed. New
Jersey: Prentice Englewood Cliffs.

Westbrook, R. A., & Michael, D. R. (1983). Value percept disparity:
An alternative to the discontinuation of expectations theory of
consumer satisfaction. Advances in Consumer KResearch, 15,
256-261.

Yoo, B., Donthu, N., & Lee, S. (1992). An Examination of selected
Marketing Mix Elements and Brand Equity. Journal of
Marketing Science, 28(2), 195-211.

Zeithaml, V. A. (1988). Consumer Perception of Price, Quality and
Value: A Means END Model and Synthesis of Evidence.
Journal of Marketing, 60(April).

_66_



Mzl gd FMA HATUL.

AFAE AU drEge] nas Ao o@ 2
QAL £ 9F Aoz AF Uge FAW &
A A A7 %A old9 e gEEm:

Aol AW AR $AFAI vzt

73 % vl o} 5. o) 8} 91 5 99) 4 2 o o 5 A1 A} 34 4
011-540-9250

_67_



REEESE EE RPN
DAE @99 @ AFATN @ 4FFE G 4 © /8
2. Adke ARe eiEdE o8 A9 g A i

D= @99 @ AFATH @ A% FE G E2A 6 /I8
[e3Ne]

3 AR WD AAELS o gek ade F P& YU
O UL @ %29 @ F89 @ =E2d  © F8Y
®2ed @ 989

4 AFAN e A2ELS o FetE Al AA AU
Do @AY @ A4
5. A HLe] B amSs o gaki G 7

@ F2-38] @F18 © €13 @ 2-3/MY 138 @ 7€ ( )
6. AstAA wde] dA2Eds T2 ol&3tE HAL2 F99]

O AAE F 5Hozr @ IF/AAL ] g8 O HERY @ 71E
7. AstAA de BB AARARE i o w dArpt HU7?

@ 1A1ZF "Rk @ 1AIZE o] F-14]17F 304 w]wh

@ 1A 7 304 o] -2A17F 30 H%F @ 24
8 AstAA ALY HEEFS o] & uf F2 o]&stE WTHL

O @9 @ AHE @ AA TH ® 7IEK )
9. AstAAM wde] dA2EZdS o] &8 A H oJEAIZHE drft Y72
@O 30%& "% @ 30 o] A-1A1%F wwE @) 1AIRE o F-1A17F 30+ W) RE
@ 1A 7 308 o) -2A1Zt vk (B 2A1%F o)X

10. AstAA sl H2E"dE o8 o Ao AZFa9LS vy

(191e 7|¢o=)

O 19 o3 @ 12wt @ 2mkl-39rd @ 3%k o)A

T

_68_



O. 952 d2e daede] 2Aexqd 2 Hde A3, A #d
AFGUG. AAA AR ol G5t g dAsEg dal =7n g
Ao me aF FEH Ho (0 =2 VIEE 3 FHAAL.

A5 .
ae 227 wE .
et
3 o]-& 5] o= g A~ET9 &
R AR EE T e E g (e e e 6
wde @A olgsta 3= UAER
9 g %EH%}\&}O st Sl 1l Zol o D ) ) @ ®
5 a3 = 28 d5=
3 71_]@%0]1532—]—%6]—%\1— ArEgs 29sts @D ) ) @ ®
1 AA o] &ata A= H2EHS S5 © 12 9 @ |6
A lsEn e A2 AW g o g | g | 6
=" 1__—,'(_5
Ae Paegstd dA ol gstar U=
" E el We g, C TP e|e @0
‘Eﬂ_@} olgsta gl HaEREYE AWl L g | 9 g | @ | 6
AA .
| 3 olesta 9E AW A=ERE T g [ g | g | @ | 6
k9
A4 olgatil gt AiEFS ol geks
Voo oA Hed om0 D 20 @6
A ol gt AdE HEEZE dsteE

D Jlede ol mssg, """ ° P2 6 9|06
3 o]-& 5] o= g BB X

1 ﬁﬁ%]}?ﬁg%tﬁ\ sy #HaEFge A @ ) 3 @ G
2| ol & & o]T‘E ~Ego )

| R8T AR Y Y o e o 0 6
o2 daEdge #7129 Anse e

3] o] @A ol&sty Sle HAx2EFE A O | @ | @ | @ | ©
23 oA} gl

(| A ol&stal e HAERY 5EAL
U maiso wo doec, D 2 6| |6
@A o8 At e drEde 3

bl foure sug ouAz Adn g, | P 2] 9 @6
A4 olgstn A HxEFE 2G5t

Bl ge gdg ned ¢ 99 | D] @O @06

17 A o] &stal Y= HAEZE JiAe] Sl @ ) 3 @ ®)

o B oted s A AsETE A g g | g | @ | 6
s 3l
A4 o) gt It HiEde we E4

Pl & A% s As5 Qe »|l @ |0 @06
A4 ol gai Jr drede dAundon

0 HAAH S s e |0 ® @@ 6

_69_



A
RIS agx 23 ;Eé%i}
e
£ HaEgo] FRAE AR 3
1] S Se dAcds wedn. |0 | @0 @ |6
2 d2ERS FATE Mgl ddolE g
2 e s A s |1 @|® 8|0
A ol gt e HAEFS Fo LA
Bl oo sbgel 4 ek Fu, v ® 9|96
5 as 1= @ 2)
2% ;ﬂiﬂ%ﬁ]%i}%é)\u ma‘j/] Eﬂéiog ?_]Eﬂ @ @ @ @ @
- E HaEgy 4 7 HEE &§
5 Aot s Horde o dreg. |0 @9 @6
% AA o) &3ty e H2EFS Fu|F 1218 @
S A 1= 2} 3] i
97 Zi_]j(zﬂ 2%‘%’%’]&;\; =g AubE el # ) ) 3 @ )
HAEZS o]&sok drjyl wl=x] o] Z&
R SR O e e @ 0
5 2 3] | = 2} q =3
2 ;(E_]ig %%— ];/;29%\1_. ‘j/ﬂéiog/] gjlﬂbx_’?_ =) @ @ @ @ @
A o) &5t i HlaEFe on| x| = ¥
D] e e AL Q) D@ ® @ |6
9 Ei_]iéﬂ 2%%%’]&}?% dlaEge] Awbdel & Do |l e | a6
EAo #3 AFEduy. ( )t AsstAl 7]9)

m. 952 A4 $A4
Al

LAd  O9 @ 9
2.9 @O 1941 mwt (@ 2041-2941 @ 3041-3941 @ 404]-49A]

O 1EGW 29 o3t @ ARUF 2 O w2 @ o o
49 O I49 @ FF @AY @ A9Y © 8 ()

_70_



The Effect of the Brand Equity Factors
on Brand Preference and Revisit Intention

in Family Restaurant
Park, Eun-Suk

Department of Hotel & Food Management
The Graduate School
Gyeongju University

(Supervised by Professor Kim, Young-Hun)

(Abstract)
This study investigated the relationships of the brand equity factors and

brand loyalty which consists of brand preference and revisit intention in family
restaurant.

At first, we had analysed components of the brand equity factors and selected
some appropriate factors. Then try to define the correlation of brand equity
factors and brand loyalty.

In order to achieve the goal of this study, we proposed the total of 4 research
hypothesis. In order to test the hypothesis, 311 samples of questionnaire survey
were collected from the guests using a family restaurant. The target areas for
the thesis were Seoul, Pusan, Daegu, Ulsan, and Pohang cities, the survey areas
were based on the upper 4 companies with the most sales and franchises
currently in Korea. Statistical analysis was performed with SPSS for win 13.0
and frequency, reliability analysis, factor analysis, regression analysis have been
performed for the analysis method for this thesis.

The major findings of this study can be summarized as follows :
First, the brand equity factors identifies brand awareness, brand image and

perceived quality in family restaurant.
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Second, the statistical analysis showed that the brand awareness, brand image
and perceived quality had a positive impact on brand preference.

Third, the brand preference had also a positive influence on revisit intention.

Key words: family restaurant, brand equity, brand awareness, brand

image, perceived quality, brand preference, revisit intention
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