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Abstract

Purpose - The objectives of this study are described as
following. First, the study will establish the concept of Brand
Values of Environmentally-friendly agricultural product through
theoretical ~ discussion. Second, it shows the effects of
Environmentally-Friendly Agricultural Products brand value on Brand
Satisfaction, Brand Trust and Brand Loyalty by empirical
investigation. Third, in order to provide the methodology of brand
development, literature regarding and questionnaire survey were
used such as Environmentally-Friendly Agricultural Products Brand
Value, Brand Satisfaction, Brand Trust and Brand Loyalty. Based
up on the results, the research estimates consumers’ relative
priorities of Environmentally-Friendly Agricultural Products Brand
Value factors in purchase. This research also suggests the
consumer oriented new brand development and the progressive
direction for  the successful launching of Korean
Environmentally-Friendly Agricultural Products Brand.

Research design, data, and methodology — Because the relative
literatures reviewed regarding not only each factor but also the
relationships among them, Brand Value was categorized into 4
dimensions: Emotional, Social, Functional, and Epistemic Value.
Then, Brand Loyalty was added as an outcome variable and
Brand Satisfaction, Brand Trust were also added as mediators.
The proposed research model and 13 hypotheses were created
and 23 measurement items were developed. A face-to-face
questionnaire survey with items concerning the Brand Value of
Environmentally-Friendly ~ Agricultural Products is conducted to
housewives in metropolitan area in May 2016. Respondent

* First Author, Candidate, Seoul School of Integrated Sciences &
Technologies, Tel: +82-070-8850-5612, E-mail: kdrcms@daum.net
Corresponding  Author, Associate Professor, Seoul School
Integrated Sciences & Technologies, Tel: +82-070-7012-2700,
E-mail:  bykim2@assist.ac.kr

** of

answered about Brand Value, Brand Satisfaction, Brand Trust and
Brand Loyalty in preferred Environmentally-Friendly Agricultural
Products. 333 copies of the questionnaire were collected and
analyzed using SPSS 21.0 and AMOS 20.0 to determine the
reliability and validity of the measurements.

Results — From the confirmatory factor analysis and a structural
equation modeling, the outcomes of these studies were as follows;
(1) Three Brand value dimensions, i.e. Emotional Value, Social
Value, and Epistemic Value had a significant and positive impact
on Brand Satisfaction, but Functional Value did not. (2) Social
Value also had an impact on Brand Trust, (3) Brand Satisfaction
significantly affected Brand Trust, and Brand Trust influenced on
Brand Loyalty, and (4) Brand Satisfaction were perfectly effective
in mediation between Emotional Value, Epistemic Value and Brand
Trust, and it also partially mediated between Social Value and
Brand Trust.

Conclusions — According to the result of consumer research on
Environmentally-Friendly Agricultural Product brand, 3 dimensions
of brand value affected brand satisfaction, and especially Social
Value was a significant positive dimension. So, marketers should
concern about value proposition of Environmentally-Friendly
Agricultural Product to consumers by using premium package
design, store identity, and distinctive product. Consumers wanted
to get self-esteem, self-regard, and high social position by
purchasing it. This study has academic and practical significance,
so the findings can be applied to a wide range of brand
management strategies. However, there are some limitations; 1)
limitation about development of new brand value dimensions, 2)
limitation about gender in the area of respondents. Future
research should be done with wide range of respondents.

Keywords: Environmentally-friendly Agricultural Product, Brand
Value, Brand Satisfaction, Brand Trust, Brand
Loyalty.
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2 YEo w2t AESEAE 2ot en, AH[XE0| MEFE
MEH Al L SAE0E EA L2010 AEE EoiFE VsE A
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JedEl §E S5 Sile 48 e 7IsH, SEE X
SO, AHAIE2 A4ES MES If 7|5, 28ECH=(Pine
& Gilmore, 1998) 2¢12te| ZIEIt 7S SAISHA E[ULCE O
of 7I¥= &E2l 7[snt ool AtdHalet 20| ot HiE
TEE flofl AH[XZE lASHs JHX[of RS FESHA QAE B
QA nedstA E|QUCh

7Kl o20|Lt MHIAE Sdff 7|CHEl= AH|XHe| 0oLt
slEicz, FO0f ZFE Al 7IHEC 8% Qfez AESHH
(Perkins & Reynolds, 1988) AH|At= O A| A2 7HECI FtX|
of 2H3st Fof HIE ZAFSHA EICh ZHK|Q] JfEof CHot A
T= ATFAel 2REo| mat JiEel Folot YR 0ot BEM
A7t ZIHME| 0N R, ARKIQ| Aol et ChEA LIEHE =
ASLE, JHX|e| JHEE Holg M= sfiT SEF0re dY SOof
o2t ChEA "HolE = U=, Zeithami(1988)= ATLO|AM X|2t
El THX|E AH[XEZE 22O ARE Al MBEALE €A El= X2
H 2840 tiet 32X Fokatn Fostn el A7 AH|
RtotcH CHEA K22l 3d(E, AlZh )i O|2 Qls] A
b =2 SHO|L Hold, 821 #2 28U ushi=z H
O|5IGICt Bolton & Drew(1991)= X|Zt=l J7HX|= %2 7+40|Lt
0§ Al =52 7|05k At X|ZH[E0| Cfet E4e| ojojz
O|slisly] =hm|7ffEe| 7HX|2 Ho|stR L, Randall & Senior(1994)
= K[ZE JHX|E AH|RIQ| Azt M2[X Ci7tE =atst JjEe
2 oI5t aH|XIE HE20M 2= X|ZE JHK= 2~HE &
of AH[XZE FOf oF S EUE Cfs QIX[SH= FEE 9|0
StCHHolbrook & Hirschman, 1982).

BHHE JHK= A JiES ket CHAHEEQl 7igolny, of
AY Mozl &EZ oiME EUE KRS ANE =it &
2 Qlst 7K HE2 R0l 20| ERSICL EHME JHX|Q £H
M WEE HIHE2 7|GXRI0M 7|1 BEHE JIXE B
Ste ARE ME I OiY Y BEYE #=Fo| HHUE JHXE &
ot = gle SHARO| ZHX|, O SR 22 AH[KF QlAlof
2% WItR JHXE HESHs WHeln BEHE JHX[ZFo| AH|
o] HWIE HrE™ £ A0 BO| O|8E|1 QUCKSuh & Im,
2006).

HHE JHX|e] #+MHaA0 Cfet A= & HRECE Sheth
et al.(1991)= 7|E MHAULES0| 7|82 FO| FOjMEE, 4E &
YAE, BAE MEHO| F-E O|X|l= X|ZE 7HIE M2lH, J|s
M, XA, 2788, o258 JHX|Q| 57tX| CHAHIA 7HX|2 HMA[SH
RALE AW, At2|E JtX|(Social Value)= &0| E&3H AT A
TEIHM A = BECE HE0| 77l MMl Za5t g
2 ottt Ol E8XQ ARAH B0 sl AH|Z|7L 23t AS
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ot AEtE = e HFO| MBF= 7HKIE 2oL =W, Yls
A 7IX|(Functional Value)= &0 7|sH, &8N E= S2H
2l 7HX|E 2Qnjgt=h|, 482 82, 715, 7t4, AMH2E2RH 2
Skl= AHXRe| X|ZHE 288 TotH TsHel Xz YT
718, 28 AH[JHX|t 2 JiEol2tn g £ UCh AR, X|
AlH JHK|(Epistemic Value)= £H[XIO| XX 815 FFA|ZE =
A= HF0| 28 2SE= 282 206k=0, F2 27|d, =5
XAE B2 Qs 4H|X7E M7|eH Z4-E =71 s
SHIBLH SHe S AH|IXF WSO CrfSH 57|12 QA
ZHX|O|CL. sliml, Z™=™ TFK|(Emotional Value)= AHEO0|
P LHAIZ|ALE 28X ZE0| S SN 2=SEl=
R&S QUst=t F2 H0lH JS0ILt M3 E R
= MH|ASO0| 48X 7HKIE MSSH =tk CHAm, &5 It
(Conditional Value)= E7H3H AtZtol ZutLt A Qe E2|H
ehgol| Qg 2SE= ELZ o0l et MEE0fT THetS 2
7tK|l= Ch2A E2tEof To.

O|2fgt 57kX| 7HA| 7|&2 Crdet AFS0M #E8&D AU=0|
(Lee & Han, 2013; Min et al., 2012; Lee & Lee, 2011; Park &
Kim, 2006; Sweeny & Soutar, 2001), C{2t A2t& JHK|= A
oI aHdEM SEHY 7K EL= CHFE 7SS =2 5=
= ZEQ00 O 7pdn, A3 5 EFLES Mo
=2 YBEA |XSH7| oA, LIHX| X[2HE 74K =0 H|
MZ|E7F e Moz B8 RIHt QICHKoo et al., 2015).
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A0|CKSichtmann, 2007). st EME MZ|= AH|XIQP 7|9l
£d =87 8 7HKE siM 7|1 B-ETL AH|XO|A Z1o| o
A2 FLE HWFE A02t= AH|KIe RZOZ2 HO|EICHDoney
& Cannon, 1997). Zntdo 2 =HIE AM2Z|= 7|¥uf AH|XF 7H9)
g3l oA FXof ot HZ QQl0|X(Morgan & Hunt,
1994), D7} ZMEE Z3IA|7|= SHAlQ A0|CHGefen, 2002).

ME[E 7HK] U= w=EAE HE7| Q20 BEH™E MEl= B
HE =M (Loyalty)S S ETSHHKwon et al., 2003). AMZ[= AH|
Xetel &7|1MQl MAE FHSH=0 EXo|H 7|HoAE AH|
A BHEE Soff Crast 24 &1t e 7| o|gjx] M
0] 523 H0|CHLee & Lee, 2006). Dt 4IZ|l= CHRIZA O
UM F23t Qoloz HotE0X[=0|, CHRIZA M EHE A
E|E "ot 22 AH|XRRo| JHHEE! OAASE S A
2, N=Z7to| HIHS D HZAISH OJAIAE0| ZRSICHKIM et al,
2002). 7|2l o|lo| AH|XI| o|elez AL HHE AZ|Tt
AM[H AH|XIRE MH|A KSKAES] 2HA7F YHNE 4= UCKHSuh
& Kim, 2011).

Mele 7|Qat AR Zto] MBBAGIN B 4 Ua HE
CHe SIS AHIROA HOJFD, AZ I MH[AS Hef Al Ol
X|El 9ES 2AA|ZICHParsons, 2002). ZAF Alzls YA 9
A EobE g AR i3t Bz A, 4Eo| 75X 2
4 9 BUE @4l 2 oz HMELH, 5 BHSo| O3
AHIXF OHEO| ofsf HAED], EF AEO Cfe £ SME o

e 52 WSS [FYste A oAHEe Fast ojjesz
= (Kim & Ryu, 2014).

ME|QE FHE MYATE HHEM Lee et al. (2013)
o FHUFMEHES CJAIOZ, Moon & Song (2014)2 I2Hk}O|=
AOMEES UHLE HUE L[t HHE FHEQo| RoIA
o B0 S MTZ B19ICt Doney & Cannon (1997)2 Al
2, 9Kz, MEAEX 5oz =MoL, Morgan & Hunt
(1994)= AH|X{O| EFFZZt A|MO| MH|A HlE, AH|XF 29
O] CHob &ISst M2, AH[XF LFo|Me nef, 2Z, W AH|Xt
2|esd 5oz £FSIRSl, Chaudhuri & Holbrook (2001)2
B34, oY, Az, Bg 50| HROR ZWINICY

)y = O

222 B"E Gt
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TE2 AH[XZL F0f S AR =0 QX[Ste T|CHet MutE
H|W3t0] LIEHLY= HHE 2= (Bitner, 1990) Q| |X|2H AH|X} 74
eE 8, &, A9l 4 50| [t27| IE0)| Bt=EE CH2
A QUASHA EICt AH|X}F BHRO| CHS Hols Ao 2XE F
= Mgt argo| Z2xE F= HES 2 LIFOX|=C(Yi, 1995),
21t 5419 HoloME AH[XIRHES AH| AU ERE Of7|L|
= ZNE AH|XPF HSSE oMo CHsl M- = SRESHA
HAMLDJCID OIX|St= AH|Xte| Al2|& AtEf(Howard & Sheth,
1969)Lt Fofst £ AE0|Lt MH|A, 4F o FAojdsa 2
Ac|ALL ol ASSO0| 2olsf LlEle= ZEel Ad™H uts
(Westbrook & Reilly, 1983)1} Z7|CHO| CHeH &L X[QF AH|XIO| A
Hl Al Ao CHSHA AtTIof 7181 20| BH Z2stHAM Eil
01T S AE|E|(Oliver, 1981)2 JHE2tEICE IFH SS9
Fol= AH|Xte| ZAHO| Z|Aste| V|CHECH= EUCHE HIt
(Hunt, 1977)Lt {MESE CHOHO| CHQHO| CHSE MER OO ZEX|:
QAE AlFHnt AKX E|QCHH= THEHENngel & Blackwell, 1982)1f A}
Hofl ZHEl 7|CHeb AN AH] = X|2HE AFE4are| XHo|oj CHsY
M LtEfLE AH|XIC| dlS(Tse & Wilton, 1988) SO = HO|L|
I Uch
71E MUGATO|M DHES QAR MEY, HIP, FHMEQl gt
|, OIX|A EEO| HMA BHEar ZTE|of LIEHE  HEO CHot
CF £ CHkst gtEoz2 ™Molstn RUe=h|(Park & Cho, 2000),
F29| ZLHATFOA AH|XF BHFO| JE 2 Oliver(1980)7f 214+
T|H-=2 X JE'2 O|2X Y|HIS R St ULt F AH|Xt T
2 701 & AL Hof| ofdet 2 X 220 AKX AH|XIL AL
T 4o 28 9 =870l EYUX|of CHet AH|XI| THEHO|2t
He= ZO|CL BtHO| Z|CH-= X0 2AHSHK| &0 A2t A
H|A0| CHot AH|Ate| O] dX, ZAMHMOl HtEeE HHLKOliver
1980, 1997), FLOHZHO]| CHst S=etnt SHE MEHO|QUCH= H
7HMano & Oliver, 1993) 50| FEIN Ot=r HIL 202 st
o= 42% QCKLa & Yi, 2015; Shin et al., 2015; Kim, 2013).
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So| S JHX0o| Tt Dol YalX BYUS olnjeted), B
2 FHoS SUCO| Huo| 2rets XY 24, AR
SHCo| Cfgt OpET SA2 EReHs ZHN 24 ool o

o

o HHEE AESUCHE 92X Qa2 FHEICHChaudhuri &
Holbrook, 2001). Choi & Kim(2012)= Ej=X ZIHMH0| Qe HE
TOf WSS £oHe AR FAISHE Z2 MM S2H
L JEE AT

BHE ZEEI 22 AHXHE 47 HHETL HsE = ¢
SZESH THKE XY EN Mz HHEO H&2
SHA E1 X|EE =olg FETCENM ST HHE EF 7|0
A oAE HE ® 2EHE ZH, =9 7t &
M35tA k| 1(Reichheld, 1996). HHE0| SMHEE 2= FOfX}
= HIEM FORXILE M2k FOfXtof His] siy EE0] CHsi o
SO|X0l H2S H0|EE(Grover & Srinivasan, 1992) Z&ist &

Mo FHTES WS HBHR SUEES Biosd 9o 39

ZOtCh MHiY o AHE SAHO]| et &
JIsttE, 5% SHEE =FED, 2015E7HK] ZSEAE A
B

ME22 SNz fdE 591 HIRE ARSOHA| R AiHich
SHU=E0|H, 75 si=2 Aoz ghdE 5942 ALEOH
B shelgty Hl2= AYHSH=E AREERl 1/30[52 st sS4t

M Zn 71E & 19480 TAE AS HHE 5 ULk O] T
WEQL PAUE =F2 8HOZ OFATIK| it
UWE BE A= 2P OIROX[X| @1 ASE &0l
ACL  HFsLE 2= Ao HAHAH
Kwon(2007)= AlFe| S28s Jdotn dAAFAMM AESH T
Es4=0]| Oiet 2E, NAZHX] & DATERHS0 AH|XHO
2Ho|= AEHY, WiAfe| DY s 2ot SN 2Fo
N HetgsisEds A0S RdS HMYoz AASHRACE
Park & Choi(2008)= TIZHASL=ES YR dERYE 2
WEOf Cfst 2F L EOf HI=of st 2HE0| o] Y0
OXl= s HBOIU20. Choi & Lee(2012)2 &7|4 S0
Chet  2H[Zl FOioje  FERols =450, Seo &
Hwang(2015)2 fletdsitz AHIALE Y= 0§ H AH|R}
7t = ¢E0| et F2A KMot 0] 2HEQ| O|0|X| 7 AH|
At Bt OO0 MSSHs FEo| Cieh oA aB|Xte|
FUH XAE = = As HED L9 S EHE 0|o|
A Mnop 28RSl 27850l Ejot FOiQ|=0| 7o|H2l S
OXlE A2z =ol5iRict 22 2= I2H 2o 7jgts &

x
%
Q
[n
[0
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HT

A% THSe AEHAENY SYS S ABASiE 84 7
298 Sof MBS RS Hrseis Yol w2S Ty
AFA

IIES, 2016). HEHSL2I 0| Jluoz
[SHOE HTO| o4zl olot BRAT HUC

= —

r

50| AckES
g NBAIFS X
opgel FaME SUlE D Slo) JIES AT Yo W2
sjoh HEABLE AT JlojE & YUt Chmel sUC o
77t masitn g + St

3. @17 W

31 ARy

= g7 tgEsitE BUMES| VX7t 2E-ME THE, 4| 8l
S0 OjXl= FSBAS LOIEDA; oiCt. O|FH NFOA
gelal dYATE HIY2Z <Figurel>1t 22 ApEdS 273

SHAULH

Brand Value

Emotional
Value

Functional
Value

Episteric
Value

<Figure 1> Proposed Research Model

3.2, AU

N

3.

A, FSAZALE 2B JHX|o 2EE of

=1

=
HElC X7} AH[RF PHEO| ZQo MAMHa(Park & Park,
2006; Reichheld, 1996; Bolton & Drew, 1991; Cronin & Taylor,
1991; Gale, 1994)0|11, AH|X} HEL XNBE= ZHX| O CHEE &
HIXL BH30[0f, AB|XF ZEK|Of o$h AH|XFSS| Hotet 3A 23
0| QUCHWoodruff & Gardial, 1996). Cronin et al.(2000)2 7}X|,
A, UE0 WAoo FYHAM A8 T Flet THKTt =
TE AH[Re WFFE, AHRE SEEIH FOEIC AL
Metdsits BHE Al BEMEO Zot X|2E 7H7L 2245
MEEot M=o SN FES 0jE Ao, ofof mat = o
T= Sheth et al.(1991)0] TS HEQF 20| XstASAIE Hale
MEfof kS OIXl= XZE ZHKE 7IsH, MEH, 28H, A
ME 7HKZ RS0 BEE 2RO Y2 D|X|=X|= 2Qlsta
A3, O 7|gtez chgnt 22 Hd77tE s 280t

T 1> APHSHS SUS T HUE S0 IHA
ol @22 0|3 Aolct.

M 11> HESAS SAUS 2N JHK7 BUs US|
FHHel gt 0|3 Aolct

MY 12> AEASAS SAS AS|F THK|7} BUS B
M9l g2 oja o|ct.

MY 13> AEASAS BAS TS FHK7E BUS S|
M9l g2 0ja Zolct.

MY 14> HASAS SAS XAF JHK|7} SUS S|
3l g5e 03 AHolct

322 tgdsits BEUE JHX|QF HHME Az
7

ME[EE Ao ZIZeh =0 HYHO 242 Q1A |0 (Berry,
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1995), AH|XIS| XZHEl 74Kz AH[AF 2FEHOM X|ZE 2822
Hale AMz|o| ¥gke O/X|A =CHYu & Fung, 2009; Chaudhuri
& Holbrook, 2001). Morgan & Hunt(1994)= 7}X|Q| 3871 AlZ|
o] 3EAQl geks D|ZICHD SHACE MAAT ZIE Sl 2t
4 BHMEO JHX|7L HERAIE A& FXIStH s AHIAIQ| EME
delof e M & 5 AUCH CiPE BHEEEQk= HiE| B
HE MEls 7|88 FHOME HHET 2= THXE S29 tt
g = A7| W0 -, Azl 7|5, XAH JHK7F =R O 2
Bacel OR7IX[Z2 MEE FHo| FEE 0 A= o4dt
o, O|E 7|ttez EME 7HKE X|ZE J|sH, ARA, AdEA,
XMH 7kK|Z FZ(Sheth et al,1991)5t0 CiZ1h 22 A7

g YL

Il

<td 2> FegsitE 2UE TPV ERE Mo SEH
ol Je= ojE Ao|ck.

<7t 2-1> FeFsiE 2ME ZEH K7 2E-E H=(0f
=852 g 0jE Aotk

<t 2-2> NEFsiE 2HME AR|H THA7F 2E-E L=(0f
852 g 0jE AolCk

<Itd 2-3> FEFsiE 2UME 7|SH 7L 2E-E z(0f
g5l Jets OjE Ao|ct

<7td 24> Hetdsits 2EUE XMH THX7F E-E HZ(0f
g5l Fts 0jE Aot

323 tlgtgsitEs BHE TSN EHE M2

THEDIF MZ[of QlutA Ao CHeE M IT=(Morgan & Hunt,
1994; Garbarino & Johnson, 1999; Ganesan, 1994) TtES A Z|
o M¥goloz Hie HEE 7K1 QoL HEEs MEQ| MH
OIXtO|T(Ulaga & Eggert, 2006), CH=0| HITAIS2 Al2[7} BIE
Lot M= 7Ho| EAOM D72 NE =QISHRACHBansal et al.,
2004; Fullerton, 2003). Kim et al.(2013)= H2HE=0f| CHsH =X
Mol AMe|, =0 FEH I 01X, HFELE Oj7i2 o}
o HEOT MEE FHE0E FE¥S FChe AMYE HECT
ZItE HAlSH HE QUCE of2fg MAMARESE 7|HICE O34t &
O] A77tdE MRt

A pIEe mAS Mz 3HHO
Ich

>

3.24. HEllE Q=g "HalleE =ME

Reichheld & Sasser (1990)= BHE3sH AH|Xt= X3S = U
= S0 CiehiM o 2 K= 2X[E 7HK|1 e, 7H4 &5
o CHst O @o| &8st=0|, 0|20 =2 ot AH|At M
L E O|0J5t¥ 1, Fornell et al.(1996)2 Z=Z!0| AH|AHEN
S FH, FOOIM AR = THFO| AH|XIS| HHE0 SEEQ
gokS O|X|A| ElCtn ot oj2fot MAAF ANE S 4E0|
L MH[A0| CHS HEHE THER2 AH|Xto| X|&EHQl MH0f & 3

q
hl i i |

r

HHel 27 £ HaC im0l YEe AJsCtn 2 4 90f ot
81t 20| ARTpES ML
M 4> FPBENES HUC BIES HUCS FYE0| ITX
ol ¥gk2 0" otk

3.25. HlgtgdsitE BUE L2of HHME SHE

MEl= MEo| HAZE MY A0 7|2HQl JHEoE, 2HA
£ dM5tn /Xgt=n EEQ Az QAEn Ut
(Moorman et al., 1993; Berry, 1995). MZ|= 7|®&o] MEOILt A
HAE st 0| ofiE 20| CisiM 2SO0 FMEl= 1P
o= XEHHQ HAHEMEEZ 7ot neHRZA AFO|LE AH]|
&SR0l Cet =k, BZ0| EXi mf M7HLEA = CHMorgan
& Hunt, 1994). EE AM2|= AH|XISO0| S 20| ZHY g
= s U3t 24Sk= 0302t & 4= USn, AH|XR-Y|
& 7re| HAEME Rl ERvt AR AHESHH & Z0|CHAN
et al., 2005). ZUXOF HUMLC MZ|E EHE SMHMEE 0|EY
Hed 583 2400, MM 2He AM2[7f H#HE ZME0f
Aol IEZ2 MIstn & 5 A0 Cr2ar 20| AL S
HHSIRACE

MY 5> HEYSAS HAS NBl SUE SYT0| I

wao| RN Moot 10| ME ZF §B4L <Table 151
Zo| |8 = Art 2= =2 Likert 57 M E 0|83l =
YoIRUCE HXN BRME JHX|o| AR XdsitE O = 4H[ZE
ge &l £8 BUE i aH|XZE X|Zt5k= 0]2lO0|Lt & EH
o=z HO|SIRULCt Sheth et al.(1991)7} H|A|et 57| Xele| E=HE
7| & deEsitE BUMES| XZHE JHKE Bl A 7|
S, MelX, ZHN, XNY 1 S a7)el o g2 =YY
202 MMSIRUCE Sheth et al.(1991), Sweeny & Soutar(2001)9]
MRS HEoz 4) JIXESe| saKEz 2-47)o] 53
#22 MFle 3 13740 WRo= SHBINIC,

o=

<Table 1> Operational definition

Factors Operational definition e o | Reference
question
Overall assessment of
consumers towards a
Brand preferred Brand Sheth et al.(1991),
. 13 Sweeny &
Value product utility, based
. . Soutar(2001)
on varied benefits and
sacrifices
Consumers’ positive
Brand emotion through using 4 Oliver(1997),
Satisfaction a preferred brand Baker et al.(2002)
product
Doney &
Brand Consumers’ faith to a 3 Cannon(1997),
Trust preferred brand Morgan &
Hunt(1994)
Consumers’
commitment to rebuy a Zeithaml et
Brand preferred Brand al.(1996),
Loyalty product consistently in 3 Chaudhuri &
the future and intention Holbrook(2001),
to communicate Yi & La(2003)
positive word-of-mouse
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C}go= SR BIE2 AHRPE HBYSHES BUCOIN =
82 MTWE IFYoIN ZFEets IHH ZMol2tn Holect
u] | q

2HRE 2HE 20N Zoloh2H AH[XE £ HMES ALEDS
7| OO A == 7|CHet 08 = QX[eh o H

Alof £8 2-E0] oist Fof2F0 e 2

Ct= FHOM EIE HHZ FFY|
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o
=
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=
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©
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[ 1
Baker et al.(2002)°| A7 E HIEHOZ 47 T=5S =HSIGCE 2
HE M2l AH|X| FHetdsitE BUMEQ Cfst 20|2tn
O|3}SICE Doney & Cannon(1997)2 AZ|HE, OX|HE, HEH
L 502 =F3IQD, Morgan & Hunt(1994)= AH|X}o| 3=
Tt ZMo| MH|A HE, AHIXE SHO| CHo Aot M|, AH|
P ROl &, BZ, W AH|X B2 S22 ZHSH
o MSI1E HIgloZ 37 st28 =MLY
HHE FHEs AHXP7L Mz HHEO| CHsiA LA M
2510 HHE FOidts AS2E FootQCt EE SHEE= Y
BN Yo dsy MY X ol Sget MIAHOo| e,
2 dpoMe S8 dIMez MTol o, K& FHO|E,
DO[XQl TH(Word-of-mouse)2 =2 EQUL, O|F HHGH7| 2ol
Zeithaml et al.(1996), Chaudhuri & Holbrook(2001), Yi &
La(2003)9| GLE HIECZ 37|19 =02 =HITLCt.

J

n X

34 MEXA U EAuY

2 5 NSA 9 2EXS FHOR
X ) HeHEIl £20r2, 23004
3 9 SO NHASME WYOIN RII5AE, Rsot
5 £ 0 FHo| UL OIETS CfoR o
ZAES 01800] 5 80U TAE Tsiol A=
SIICE AR EMOl 348 2K F YUY 2280
el 4732 Holstn 3330l KRS 0BT, SHA)
‘§2 HI{E™, <Table 2>2F Z Lt

Am Hr njw 2 ofr ofn r2t

<Table 2> Demographics of respondents

Class Frequency | % Class Frequency| %
20~29 41 12.3 Biz. Person 35 10.5
30~39 | 136 |408 Public 10 |30

official
Age 40~49 81 243 Specialist 15 4.5
50~59 61 | 18.3|Ocoupation| o cenife | 105|315
Over 60 14 42 Self 150  [45.0
employed
Under 47 |14 Others 18 |54
2 mil
Average 2~3 mil 79 23.7 Under 1 32 9.6
monthly 15y mi 95 | 28.5| Numbers 2~3 19 |35.7
Income of
won) | 4~5 mil | 49  |14.7| purchase | 4~5 % [288
(monthly)
Over
! 63 |18.9 Over 5 86 |25.8
5 mil

4. 97 AT

4.1. EFSHAT} Al

—

§| M A

o O

ol

apmol 250 9N 2 ol WBEIYY AT BHoR
H0IX Q@ Ol A(Confirmatory Factor Analysis)2 AFE3SH 10|
M ARBE Fd7iEel Aeld R EfEEE ZESHRUCI<Table 3>.
GRRHO| Cf2t Soly Qol=Noz HIfHS0| O
+=E9| BF A4 KQIF5IZ(Factor Loading)S =olsh A,
A EAHHS0| AN -0 HED A0l QOIS 40|
0.5 O|AQl ZHo=z =oIm|ACt JEAl2| = (Composite Reliability)
T FEHEM 25 0.7 O|¢O0|AHL 2Fste Az 2QlLgf
AKX =HE BFSHE AR QUL HA RS
(Average Variance Extracted)2 0.5 O|ASZ =71 QA X| O|AS
&= ACE HRIE|0f, 2 FLYIHEE HNHo R +HEEY
g 0D B 4 YUtk

K=

<Table 3> The Results of Confirmatory Factor Analysis

Confirmatory Factor Analysis
Measurement
Factor C.R. | AVE
ltems Factor | 4 volue | Mean S.D.
Loading
EV1 .760 5.814 | 4.3844 | 0.7541
Emotional EV2 781 5.3011 | 4.3213 | 0.8152
.819 | .533
Value EV3 767 4.5284 | 4.1171 | 0.9092
EV4 597 3.4661 | 3.6486 | 1.0527
SV1 704 | 3.3084 | 3.5586 | 1.0756
Social SV2 648 | 23015 | 2997 | 1.3022
.806 | .512
Value SV3 .846 | 2.8160 | 3.3604 | 1.1933
Sv4 647 | 4.4509 | 4.1141 | 0.9243
) FV1 .686 | 4.4076 | 4.0661 | 0.9225
F“c;}f;‘a' Fv2 613 | 44139 | 3.9069 | 0.8851 | .711 | .504
FV3 712 5.2125 | 4.3003 | 0.825
Epistemic KV1 848 | 50391 | 4.0751 | 0.8087
666 | .510
Value Kv2 .549 3.5821 | 3.6396 | 1.0161
BS1 .864 4.2581 | 3.6577 | 0.8590
Brand BS2 887 | 4.3883 | 3.7147 | 0.8465
- ) .893 | .677
Satisfaction BS3 .835 | 4.4486 | 3.7087 | 0.8337
BS4 .692 4.1538 | 3.7297 | 0.8979
BT1 .798 4.3472 | 3.6306 | 0.8352
Brand BT2 805 | 3.9725 | 3.6997 | 0.9313 | .846 | .646
BT3 809 | 45787 | 3.997 | 0.8729
BL1 .858 | 4.6144 | 3.9369 | 0.8532
For ;:I(tjy BL2 .892 4.3104 | 3.8649 | 0.8966 | .903 | .756
BL3 .858 4.4002 | 3.8979 | 0.8858
AVE: Average Variance Extracted, C.R.: Construct Reliability, S.D: Standard
Deviation

TANEZ] HBHT +EI BEEITYS Ol S
<Table 4>0} 20| HTEMS HASlO] BREAZ

NEE 7t SEEA ASol HE U2 d3st=X| oFE =2l
StReH, dE 2l Z JEAs ME40l BaziEFEAVE)

ZISHA| BiE A2z ZOIE|0f & ATOM ARSSH A
2 THHENEEO| FEEASS SIS

mjn njo
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<Table 4> Summary of Statistics and Correlation Matrix

65

AVE Emotional Value Social Value | Functional Value Knowledge Value | Brand Satisfaction | Brand Trust |Brand Loyalty
Emotional Value .533 1.000
Social Value 512 .350 1.000
Functional Value .504 .267 132 1.000
Epistemic Value 510 377 169 452 1.000
Brand Satisfaction 677 .367 .316 .065 .264 1.000
Brand Trust .646 292 .336 .108 280 573 1.000
Brand Loyalty 756 .373 .333 .081 296 .638 .664 1.000
42 Fx2HO| HB Mt sitEe] 42 7188 7HK= BME R0 28Xl I
2 F= ALEZ HICL
2 AJ0|ME= <Figure 1>0] APDHI HA|E 11749 742 <7Hd 2>& FEgsitE BUHE JHX|7 23E ME|o S-H
IXRMHA DS MASIQCH HElE JHK|o] AMQAS oM ol gors O|1& A= JPEM 4719] st aiitdE dESHY
oloz MAMsIm, BAUC OHE BAC Alg| O BAc sMEs  Ch 24 ZD 4749 SRS I F ARIE I, 7I5F K,
LIMHIOIO 2 MMEI0 TRUHA RES AXSIQCL Haie of  XAIN JhKe SE Mzjo 3FHOl Y OjXs 2oz &
Zo maC EMCO| Cfst XEHOl Bolol mof opLjzt mac  QIEIIOLL 7SN JHKIS Hestns SAXOZ So/5x| oot

Az|of cist ZHYBQIoZ X8Y Aoz MUt

28o| XHAMEIE AZE7| Q8 AMOS 200 Zzo=z
TRYHEA DHS HHSIUCEL TREYO| MYEE FHS 2L,
x¥df=2.8932 1x¥df32| 7|FL Q=1 Qlon, CI2 Mt
X|£=9l RMSEA=0.076, RFI=0.944, NFI=0.928, GFI=0.961,
AGFI=0.92 2 =oIx|0] BE otz X7t 7|F0 Hgksh Ae
2 Zlg|RAct

<Table 5> The Results of Path Analysis

D\Ejgﬁzgﬁ:t Sat'?;ggion Brand Trust | Brand Loyalty
Emotional Value 0.351** -0.039n.s.
Social Value 0.312%** 0.166***.
Functional Value -0.281** 0.022n.s.
Epistemic Value 0.361*** 0.130n.s.
Satsfacon 0804 0103~
Brand Trust 0.732%**

* p<0.1 |**: p<0.05 | *** p<0.01 | +: p<0.10 | ns.: not significant.

<Table 5>0lAf HA|S F=RYo| =Y Zit & 1171 7t
2 & 409 7tE2 7| A&, 7742] JHE2 REE|RACE. <7t
2 1>2 Hggsits BHME JK7L BRE OHRo| s8N

= 0|2 Aoz 71 4le otf Afrtds 2FSIRC:
Z3 4740 BRHE THK| T AEH, MR, XMH K=
sIE THO| 3FHQ Y= OK= Aoz 2A2LAD SAH
o2 Rolol0 MESIAL, 7|SH JHl= F8HL dYde F=
Aoz 2oLt AR ROISHA| fdot 7|25k |RAC.

T Hr o
1x

n

71245t EIQICE &8 JHKs BERE Mo R8N JgS
FE A2 20L|AOLL, SAH2R [FOISHA| GOt 7|ZSHA
Z| QUL

<Y 3>2 SRS BIEe HAC Mzl 3PN Y%L o
M o2 PSR, BA ZIp HAUCS DS S Ao

=852 HY=H0.694, p<01)E O|X|= A= =QIL|D,
AMez golet 2ltE 20 7tE 35 X{ESH| ZIRACt

<IHd 4> EYME R HUL S0 3FHY I
O A=z 7PEsiRii, 4 Zuh HUE UE2 HME
of 28X HER1K0.193, p<05)E O/X|= He= =QIE|Rf,
SAHLE Rofot 2ItE 20 7t 45 MESHA =IRACH

<Itd 5> EME iz HUE S0 3FHY I
O Aoz 7hEsiRia, 420 BHUE M2z BYE S48
of =8X2 HEE1K0.732, p<.01)E O/X= N2 =QIL|Qf,
SAH2Z rolet ZutE 20 7 58 MESHA ZIACH

= g7 HY, 7, FRUE Mot Zits <Table 6>22
HMAISHICE AE gite| #FERXE 0|80ty HY =i #F
SXE oty O] #E 2Xt2 SAHES Aol Sobel testE

i)

mjo

o M =ate| Rolds ABOIUL. BHME VK= BHE F
SE0 0jXl= 2t HPZ2RE 2ASHK| HUARIT, Oi7fH+E

Soff 2HME JHX| & Z8H 7KK, M= 7KK, X[AH 7kx|e] 2
27t LEL EHE SY=0 3850l 2iuE =HOFAC
HEE RS2 OS2 Z4FH 7HK, XAH TiK|er HRE 4
E|Zho 2tEeh o7 20t EOF0 Qon, Afs|H ZEX|of i)
Me F28 07f 20E 20 FCL MelH 7HX|= 2-E ot
St 2E Mz R0 SANSZ go[Xel 3¥Hel Y, 7t

T 20E 2oiF0 o HAUE I T 7t 52 TRWUE B
OjF1 QUCh HAME 42|z HUEC QHEN HAE SYz7H0| £
=& Oj7f 2atE HOIFQC) HUE HE2 HUE S0 2
T =ier g7 2HE M2 §o UEeNE S 2ht 38H
ol 0| ASS Eof FACL
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<Table 6> The Results of Direct effect, Indirect effect and Total effect

Dependent Variable Independent Variable Direct Effect Indirect Effect Total Effect
Emotional Value 0.351*** - 0.351
Brand Satisfaction Social Value 0.312*** - 0.312
Functional Value -0.281 - -0.281
Epistemic Value 0.361*** - 0.361
Emotional Value -0.039 0.244*** 0.205
Social Value 0.166*** 0.217*** 0.383
Brand Trust Functional Value 0.022 -0.195 -0.173
Epistemic Value 0.130 0.251*** 0.381
Brand Satisfaction 0.694*** - 0.694
Emotional Value - 0.246*** 0.246
Social Value - 0.219*** 0.219
Functional Value - -0.197 -0.197
Brand Loyalty Epistemic Value - 0.253** 0.253
Brand Satisfaction 0.193* 0.508** 0.701
Brand Trust 0.732*** - 0.732

* p<0.1 |**: p<0.05 | *** p<0.01

Emotional
Value

Brand

Satisfaction 019"

Social
Yalue

Brand

Functional Loyalty

Value

Epistemic
Value

— Significant path
—————— » Insignificant path

el PCO0G | wex P 001

<Figure 2> Results of Analysis
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