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Abstract

Purpose - This study presents the relationships between parent brand-self image congruence, parent brand —functional
congruity, perceived fit between parent brand and extension product, and consumer’s attitude toward extension product using
the structural equation model. As for preceding concepts having a direct effect on consumer’s attitude toward brand
extension, the study focuses on parent brand-self image congruence and parent brand-functional congruity. It also looks at
the effect of parent brand-self image congruence and parent brand-functional congruity on the consumer’s attitude toward
extension product and identifies if the perceived fit between parent brand and extension product is a concept playing a
mediating role between parent brand-self image congruence or parent brand-functional congruity and consumer’s attitude
toward brand extension product.

Research design, data, and Methodology - SPSS for Windows 18.0 and AMOS 18.0 were used for data analysis. Then, the
Cronbach's o coefficient was obtained using SPSS for Windows 18.0 to measure reliability. In addition, the convergence and
discriminative measures of the measured items were statistically verified using AMOS 18.0. Finally, we have validated a path
model and a parameter model in which brand personality-self-matched attitude toward brand extension.

Results - Studies have shown that the impact of parent brand-self image consistency and parent brand-functional consistency
on the attitude of extended products was positive. Perceived fit between parent brand and extension products has been
shown to play a role of intermediary between parent brand-self image congruence and consumer attitudes to extended
products. However, perceived fit between parent brand and extension products did not play a role as intermediary between
the parent brand-functional congruity and the attitude toward the extended product. Finally, in relation to the causal
relationship between parent brand-congruity (self image/functionality) and attitudes to extended products. The effect of parent
brand-functional coherency on attitudes toward extended products was found to be greater in groups with higher involvement
than in those with lower involvement.

Conclusions - Although few studies have been done on what variables mediated when parent brand-self image consistency
and parent brand-functional coherency affect consumer attitude, this paper is significant in finding whether perceived fithess
between the parent brand-congruity and the extension product is mediated.

Keywords: The Parent Band-Self Image Congruity, The Parent Brand-Functionality Congruity, Perceived fit between Parent
Brand and Extended Product, Consumer Involvement, Consumer Attitude toward Extended Product.
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1. M2 (Gowville, 2007). AMZo| AISS Hohet R37| sk X2y
0| B2HC EFE} M2WO|C). HIMT SES TH|RDF AME

10l MHESE ENSHE A2 Of2 S MU 4o Mol FleiS SO01F7] HEOICHAaker & Keller, 1990). =2
Atk MMz ARBO| MIjgS 40%01M 0% olgry = HTOIT Sl SUS OIS A8H HE MEzo2

FIZ=SH= 7{0|CHAaker & Keller, 1990). B QL= Haic
SXO|A BEZET =g ZXstD QCKYeung & Robert,
2004; Bhat & Reddy, 2001). 2t MHES SAE I CHE
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Ol Mol X|get el AIFNM UE XIZLI7IH 7|
0| AOF=T| I3t MEFO|CHAaker & Keller, 1990). 7|&o|
HOIX| %= XpAtRl 7|1E EUEE AR EMN AX|E 2
o 7|&E EME XtAO| TOIEHOM & AH[XI| X|Z4H &
oto| ZAE == QICHTauber, 1988). 7|¥e A|Xo| Z3}, I
no| AW So|M AlEe| BRES |XISH| f8 7Y nR
o HYE O|O|X|E 7tMof oiCt £3] 2F2| AH|XIE2 X
29| X fdo|ut EFECH= BE-E o|olX|of 2fs] HMES
T+0{sS}2] SHCH(Dich, Dipankar, & Gabriel, 1990).

ol HHE o) CHSE AH|Xte| Ej=Lt EIt= HIEQ| J|5
X ZHN 4N ZHOM RS gH=CHKressman, Sirgy,
Herrmann, Huber, Huber, & Lee, 2006; Park, Jaworski, &
Maclnnis, 1986; Sirgy, 1982). 12|11 AH|XES2 AXA 4Gl
7|5 BUS oo 58 52 J|Foz oo SAUCS X4
£ F=3ICKMittal, Ratchford, & Prabhakar, 1990).

BHes BUEE AM8S= AH[XA O|OfX|2| MEZHQl Of
O|X|& Bt¥she 7HdE 21 UCHAaker, 1996). HEHE JH4
2t BUMCEE OFX| AN M2isto] 2ai=ofA QlztA ol
2tH Sl= ZdO|CHFournier, 1998). 2B 2 AH|Xt=
QIAMEZ 25H0 Xjot O|0[X|Qt YX[e= EWE
PAl EICh AHIXEQ| Xt7| 70 BERME AREX} 0|O)

HO| Elo}h. 2EE =2 2t 71 ME 2 22X XO0IgE =
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. AH|XFEZ ARAQ| O|O[X|t YX[Gt= ARES 7HA
0 0 AQEE Kol YEHZE MZsICHBelk, 1988). 12|11
XHelel o|ofXx|of| Fetstes BHMEE MEIGIOZMN XHAO| T
ot 7HX|EE EHSHH XHIO| EOtst= AE CHE AMEMOIA|
2|0 0 DL ETH XpAQ| O|D|X|Qt YK|St= EUEE
A-8Bto2M XIot O|0|X|E HESIHLL Hotstaxt ot o
2N IS BESI HE 87, 5 4FE 75 UEAA
F£ BE 8 Xjop JHE1t K|S BEHE S Mzt
(Jamal & Goode, 2001). O|&= XtAlo| O|O|X|Q} SAlSH ERHE
AAD SLA|SH| HE0|CHGraeff, 1996). O|M & AH|Xt
XHAlel o|ojX|Qt Botsts BOR AHIHMES EoEM Xt
7] 7HEel YEHEE FXISHAX; Bio) B2 AHE HEFL O
O|X|Qt XH&le| O[O|X] AtO|e] YX|H0| ZaTs ZXDHCL
(Grubb & Stern, 1971). 227t Zt0 Ql= JHe AH|XZ
stolg EFe AH7| JHEE HAY = A EofF=0|, Ol
ZHXE BTIAZIH HEHQ &EZ FCHVemnette, 2003).
HIXHS 2co| JHHA o|o|X|Qt Xtot o|OjX|zte| Z5E
Z I 2HEQH Xtopztel UX[HE AN, Ol E™E
it oo 28™ g2 O|XICKYi & La, 2002; Ahn & Im,
2008; Graeff, 1996).

SHE 7|5 SRS NEo THNQ g5 WS st
=ME 9|0|5t=0H|(Kressman et al., 2006), Sirgy, Johar,
Samli, and Claiborne (1991)2 O|& 7|s%& YUX|d0|2t St
Ch Ol ot HAMEO| JISK £40| AH|XLO| OJAKQI
ot XSt =E 207 |E ottt 2 HUME-T|I5H
Xdojzt M&E Es HEol HEXQl HMut 1740 Cist
AH|XHEQ| 7|Cf 7te| ¥ X|O|CHSIrgy et al., 1991). AN =24
Eof oot AHIXE9| H8F ME 7He| YX|7t E2+F =
COof CHet M= O ACKSirgy et al., 1991). AH|XIE9|
7188 &gt 714 s dat 59 HEHQl J|E0| 7|XSt
o MES FHELEN 2E JHXIE Z[CHastH= Zo|Ct
(Schiffman & Kanuk, 1994). 23 C St A|, HEHEQ} Aotk

rlr mju

o I b

me g

ZEO| Cfst AH|Xte| QIAl0] ZQBICHSmith & Park, 1992;
Aaker & Keller, 1990). 2 EHC-7|5X UX|He =M=
CHS M2|ote AL =], EHEY O w2 A2l =HEX|
=0 et EfE=0f 28X Fd= FLHHomer & Kahle,
1988). HRHE =g A|, EMEO| FH JHX|7t TO|El= Ity
oM X[zl Zdot BEMEE XZE fdds s0E = WY
20| 43 50| O SCKSmith & Park, 1992). O|X& 2
XS] LFOM 58 HMETL MH|XLS| 7|5H 8§18 5

[= T B |
A7 E + ATk 715N Yxde sAUC ey 3FHe
US2 01F 0|2 WEIEICL Of2(3 =08 2 2 L2

oAM= 2B|XfS| E-ME =HIH|F0H| it Ef=o] Sast Hd
B2 AH|XfO| 2 HAME-XIOF O|OJX| LX|gnt 2 HAME-
7y EXg S2 Fott

H2 QG750 2 ERE-XI0F O|O|X] YX| 0| HEHE Ef

=0f DXl FSBAE & el 2 HME-XOF 00|

_

K|G0t EHE 20| Ceh AH[Xe| EfE Atole] SFHC
o chet A= AX|ZHANN & Li, 2006), 2 EHME-XLOf
O[O|X| XYt 2 HHME-7|5H LX|FO| SA|0f 2H|Xt|
SIHEO| oot EH=0 OjX|= Sof M= A7t O|F
OfX|X| QERACE fEoh 9|o] & A Big=7b AH|XO| HEHE =t
Hoi| et Efe=0f S O/ I ofifel #=50| Oj7f =t
F =E S SHeX[0f 2ot AT HO| O|ROX|X| BERACL

= g7o FHHel SH2 L3t 2o

= g7= BEE 2 Al 2 EEE-X0r O|0]X| K|t
2 BEEIISH LAY SO| AH|AfS| EME =H¥0]| Cict
Ef=0f OfXl= Fgs ASOIACE 2H|ARS| 2 HEHE-X}Ot
O[O[X| X gut 2 HME-I|SH XY SO0| 2H[RRe] 2
ME =HHO| Cieh Ef=0f O|X|= HEHel Sk 8l 2 =ic
oF eYHF7tel X|Z4E Hatds &3 oiXle 7HEyel I
2 95|nAt of Ao|tt. F =2 EME-Xjot O|0|X| LX|,
HAMEIISY LAY, B HMES =FHFe X|HE
2, &M E-Kot o|OjX| LX|Y SO| B[Rt =HHF
Chet EH=E 2¥ot= O 0 78t T+a7/iES &9
Ab otot AHQ A FHE Ch3at 2o
WY, 2 SEHE-X{OF O|O|X| YX|gup 2 EHME-7|5H Y
g SO0 =EHF0| CHet 2H|Afe| EHEO| OfXl= B2
QOotE X} BHCL

=M, 2 SIME-XOF O|0|X| LX[gut &FHFO| Cheh &

k12 1% o
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1= 71k O
AW, 2 BHE-7|SH LX|gah SYHFO| oSt B[R}
Ef=7te] BAE Di7ist= B0l 2 BREQf shyX|FEIHe
XZtE Hehdol o7y =g etels) 2axt oot
SUW, AH|XP| SHEHF0| Chet Bo=o £Fof Mt 2
HME-XIOF O|OfX| X|gu 2 HME-J|SH XY SO
SIHEOl oieh Ei=0f DXz M Xo|7t JA=XIE
Ot X} Lt

—
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N

21. 2 E#E-XoF O|O|X] YX|d

2HIMER2 Ate] FHEE EHSH| B 2HESS



Min-Jung Kang, Hee-Joong Hwang / Journal of Distribution Science 17-2 (2019) 77-89 79

SICHSIirgy, 1986). Kotler(2003)= XtO} 7l 'E(self-concept) =22
Xtot O|O|X|(self-image)E 7HR10| AtR|Ho2 AFYE EAHNA
Ol 2k Xpdlof CHStY] H= X|ZH0[2kn FOlSHRALCE Xtot 7
EH2 XpAof Cisl #n QU= CHE O|O|X|E ZHtsh= it
ZHo| o2 QIAEICKSirgy, 1982).

Belk(1988)= ‘=t%t=l X}OHextended selfy2| 7HES Ed|
NGt AH[Q] ZAE HYSIR=, ARER AHAo| AR

st 212 Sdf 7Helel M2 FMSeict=s oIt Ol=
AAA AH|EE CHE ARED K2 FHAA F22 XG0}
SOl =Ho| & £ UASZ2 Qosict. BEHMEE SoijA| X}ot
NEe Tk 5= U=, AH[XE AHAQ| O|0|X|Qt YX|SHA
L} SAFSH 2HHEE MEiGto 2 Xjot 7iE == Xtop ojO]
XNE 10 A FXAZ = QCH Xt7| Yad(self-consistency)
2 AXNA ot HYsE T2 S7|0|CKSirgy & Su,
2000). =3t Xfop o|OfX|el JHEe AAFel QA0 WL QI

K| X|A|2 AFREICKSIrgy, 1982). XfO} O|O|X|Q| XML =
HEOo| MEUXM QAQF AH|XIC| Xtot O|O|X| AtO[2| HImE M
K|ZtEICKSirgy, 1982). B EHC-XHof O|O|X| XM o|22
AH|Xte| Xtot o|OjX|et E&iEo| o|O|X|of CHzt X|2f AtO|Q|
UX|'de| #=F0| BEMEE MESH= oLt Ef=0f ¥E2 0|
XICt= Zd0|CHGrubb & Stern, 1971).

otH BHE J{d2 ‘HMEQL REASI0 AH|XIE X|2foh=
QIZHA Ol E40|H, O|2 Qlof AH|XIE2 EMEY HZE =+
QICHAaker, 1996). £ = 7§10t X0 O|OjX|Zte] X|MHe
AH|Xte| HEEO| Cfst B S Of S0 F2=2 OjRICt
(Park & Lee, 2005; Sung, Park, & Han, 2005; Sirgy et al.,
1991; Levy, 1959). HRET} AH|XIO|AH F&= &&H 20|29
A2 A0, AEE0| HHEES OFK| AFRINE QAS= A2
AH|XIO| ME|™ 270|A H|EEICED SHCHHung & Petrick,
2010). AH|XH= EHEE SsHM XHAlof Ofst B2Ho| &7 E
Z=ZANZ £ QUCHKeller, 1993). 22 EQ| ARIMH L HIHE L
= MNES Sl AHIX7F Xpof| CHs M2tsh= 2Al0] |X|
|0 ZstE [ O|FOXZFICHHung & Petrick, 2010; Levy,
1959). HeHE0o| O|O|X|7} 71 KHAOA HI|=SIED QlAlg]
H EUMEE OX| AFRINE QlASiE2 o A| EHE0]| COf
St Ef=7F FOMX|OY, XHAlel o|OfX|Qt YX[Et= +=FO0| &2
BHlEZ =0| H™®IISHAH E=ICHAhn & Im, 2008; Yi & La,
2002; Phau & Lao, 2001; Graeff, 1996).

BHE Kot SYA|7F =OIX|H 2o MtEEQL HME A
A| &=OFRICKYi & La, 2002). 22i= o|O|X|Qt Xtot 0|O|X|<
LX|E S EHETH Xjot O[0|X|E Zatet M EHEO LY
ot AH|XtC| Bz ZFORX|OY, O|oj 2t =zH=o| Hof &
=MAME =OFRICKSIrgy, 1982; Graeff, 1996). AIZHE9| Atg|
oMo Yete Alztof (2} CE2CHHung & Petrick, 2010). 1
2|0 XIof 7jEde A=X X}OKthe ideal self), HEHSE X}O}(the
aarent self), Al$|X X}OHthe social self), X|Zt=l X}OK(the
perceived self) 12|10 AHXN X}OKthe actual selff S = Lt
FICHSIirgy, 1982, 1986). Graeff(1996)= =zHE=Q} X0} O|O|
Ko X|MHE AKAA 2X|M(actual congruence)dt O|AXN &
X|d(ideal congruence) S = L}=QIC}

22. 2 BHEJ|5H XM

AHIRIO) 87 YEH & JISH 872 2RECKBha
& Reedy, 1998). 43% 875 =ACSS Seff Aol ofojx

ro

SlOX Sl= 270|(Foxall, Goldsmith, & Brown,
98), 7| &&= 7t4o|Lt SHu &2 A J|F
S0 BHE L= HES FOIYEN MN 282 IO
5t = |70|CL 7|88 &7 MEQ FEA = HE8H
SEHE RUMASte AHIXIES| WSS O|FsHs O Hsict
(Levy, 1959). O|2{2t AH|XIS| MYHM-7|5H K0 2Hst
Of AH|XIe| EHE HILE 0Fst7| M= AH|XtQ| Xtof
UX|d 2= J7|sH dA|d 2" S0 oSt olsit Eadt
CHKang, 2002; Sirgy et al., 1991; Sirgy & Samli, 1985).

oHH AH|Xte| HAE Ef=E HYSI o|Fst= Hl= Xtot
O|0|X| X|MH R H(self-image congruence models)y} CiA
Eie D% (multiattribute models) S2| BIE0| QUCKSirgy et
al., 1991). Ct&M B D32 =HaE =S MHSI= O QU
0] A8d i dofet HHE &9 S SAIBICL HHHO| X
Of O|O|X| XY ZHE e Ef=E HFHSt= O A0 &
YAl =2 JHK| BEAHAQl £4E FAlsCh Xtop o|0fX] &
g BE2 BWE = XNEQ 7tA EAHHQ (410t AH|
el Xp7| signte| UX|d SO ZATHCE OFAHE 2|XH=
BME ZX|MO|M Kot XMt 7|5 X|Ee| JHEE At
8o StH, ofist =AM Xtop LR Es 7|8 LXK
‘go] O E23% 9t sh=X|0f i3t ojsi= ZRsirf

Ol AHXE2 H2F o[|O[X[of 25 EMEE HIISH
X[oh L2 CHE AHXER 7|88 &7 55 &0 2l &
7tott 1™ UKol AH[XEO| X|[Z4E= J|8H Es=
HE8X ZHO| 2730 BEME E= MES MESE AR
HO|EICKSirgy & Johar, 1985). tESH X2 L EHIEo| Al
& &£t O £40f Ot AH|Xe| 7|0 Atole] UX|H2
2 ™O|=ICKSirgy et al., 1991).

Xtot o|OjX| LX|dut 7|s™ K| HAE HYFSt= O
= °|70| #&dIct ot 7|sX YX|Moj| CHet Xtot o|ofX|
LX|Ho| Feko|= HE Ziibiasing effect)7t EXfSH=0, 7|
S8 X d0| xH[XIe| WSS 0|Fst= Ol o 48t Q20|
X2 71X LX|MdEto| Xjot O|OjX| YX|dof olsf Hak2S
g2h=CHKang, 2002). =3 Xtop O|O|X| YX[Hut 7[&F LX|
g AMolofl= HAESH F(+)Q AT EXSCKSirgy et al.,
1991). dtHO| Y2 SHXE2 Atop LX|dat 7158 LX|H0|
27| =EEQl HaEM AH[Xte| BME [ XHFOof oy
ElEE M 4= QICt1 SIYCHMannetti, Pierro, & Livi,
2004).
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2006; Aaker & Keller, 1990).

X|Ztel HMehd(perceived fit)2 ~H[XPZF 2 HMEQL oY
HEe| €X| E= fAMEE XZHets YEE  2lojstot
(Salinas & Pérez, 2009). E2HE SHEOM X|ZE Hotde
22|H 540 FLH ZHOM 2 BUE} Y FU €
Xd 3 olox|ztel FARgel THE S22 FolECKlyer,
Banerjee, & Gabriel, 2011; Grime, Diamantopoulos, & Smith,
2002). Mgtd2 HF3Hcategory) EHehduh HME O|O|X|
(image) M3t S92 LikICHCzella, 2003; Grime et al.,
2002; Bhat & Reddy, 2001). & EE9Q} 2MXH|E7tO| K|zt
El X2 HFDE 0|20 2lptCh. MF3t 0|20 2I5HH, At
HE2 FOIT FEE MAXS=Z FE[StaAt 517| WZ0i| M
22 YBE Moo 0|2 7IE9| X4 7xO| S0 o) £5
StCHHutchisons No Reference 1994). 12|22 S| ZEO0|
D HHMEO| HFO| YX|oHCH BHEHE|M SPEH|Z0 CHl 3
M EfE YMSIA EICh(Goodstein, 1993). AH|Xo| X[zt
E fAMEOlE RIZE MZT|E, HOl, ArEdRtel AHEAL I

[Ea B
CHEO0| ZSHEICKSmith & Park, 1992). Aaker and Keller
(1990)= = EWEQ UK ES [AHISZ =t
(substitutability), CHA| ‘A (complementarity), Ho|d
(transferability) 52| /jE@o=2 FE235IFICt.
StH Park, Milberg, and Lawson(1991)2 EI =9} HEHK|
Zto] JEo| YX|SH= A0z E™ME SEO0| A O|F

o QUCHD SIQICH EfE JiEe BHME 1R F4F 9
olH, Ad™ JiEL} 7|68 /iE S22 LHFOE 5= ULk
Park et al.(1991)2 = HIMCQ} SHEK|ZEZto| ZHETL AUX|
g5 YA S0 et AH|XIe| Ej=7t Zo|Xol2tn SR
Ch E9| o2A HH¥E 23 A, AH|XPIH YH|IZ0] ool
FH HWILE & 20 sMzpvr LIEtE = ez K|
ZtEl O|0fX| M2 oS FRstAH 2{x[ojof stCHUggla
& Asberg, 2010).

7lHn2|et O|0|X|ZLREQ| HMotdE ZF Qlalgh I AH|
Ato] X|ztEl MsMHe o FHZXICKBoush & Loken, 1991).
Romeo(1991)2 7ZIH|12|Q| MatdE O ER5tH Mo
M, Bhat and Reddy (2001)= O|O|X| MM O ZASIH
Ch X|ZtEl HMotd2 =23E =i EoF IPHoA MEEel 9
Rloz HIHEof Chst MEn SEKE 7| XO0|E FSHE
ok 71E =20 OlO|X|o] 2lsf X[2tE Hetdo| d2iE
SIS AXT5ISCHAaker & Keller, 1990). ECE 0|0|X|=
Hotd QAo gekg =1, ol2ah Mg SENE st

=7t A™A Heks T=CHSalinas & Pérez, 2009).
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Figure 1: Research Model
3.2 7MHES

321, © HaC Xjo} O|0|X| YA} SR ZO| st &
HIX} Ef=Zte| 2HA|

2H|IAHE BHES 83 7S ofHED oLt 848 3

BE PeCh s A= HES 7 W MBA o

AFEE [ AH[Xb= XpAOf T d2fste HAS s 43t
g = QUCHLevy, 1959). AH[At= XHMO| HHEE F=317|
sl AHEHESE THCL Belk(1988)= '=HEtEl XjOR(extended
selffe| JHEE Soff THdnt AH|o] HAE HHSIR=0,
ARHE2 Aol Afst 2HE o Aol FHHEE A=t
olCtE Zi0|CH oHH HEHE J{dat Xtot o|O|X|7t Z=2HE Of
£ If AH|XH= EHERF XIOHE YX(A|Z|1, Ol EHEOQ
st M EE =QICHGraeff, 1996). AH|X\I= EHIMCEE EB|
AIE m3HSHH AHAo| o|OjX|Qt FAISH HAEQL UKL
2 E|H 20 et M=ot FOi7t 54 EICKYi & La,
2002; Graeff, 1996). O|X& Xjot LX|'d2 FOf =7|2t 2
E 4z 50| &2t IS 0O|XICKSirgy, 1985; Sirgy &
Smali, 1985). XIOt LX|MH2 LDt XH7| =FZ(self-esteem),
Aot eatM(self-consistency), 12|11 X}Of  O|O|X|(self-
concept) =2| 7|0 2lsi @S HH=CKSirgy, 1982). 2
Eo| o|OjX|et AH|Xte| O|4&Ql o|O|X|e| YX|H0o| =2+
g, 2H[Xts BHEQ| ALEO0| X7 EFHL| 87E SFAA
ZLCtn MZESHCHKressman et al., 2006). E2HE7 AH|XIQ|
XIOtE EHYSIH =8 = At0|Q] HA0| LT Lol =23
Eof CHst AH[Xte| ofxto) SFAE Je=2  0O|FICHAron,
Steele, Kashdan, & Pérez, 2006).

BHE YN BEHET 525 Ol EMEO Cfst 7t
X|Qt Xpito| TO|E|O| SHEKEO| CHet AH|XLC| EfzOf 37
X g2 0|X|7| Oj&E0|CHMartin, Stewart, & Matta, 2005).
BHE o|0jX|= 2HNE Cist HEE H3Istn 2ME0
st X|Als ARSISICHSalinas & Pérez, 2009). $HH Park
and Kim(2001)2 EHE 2HFg0]| O0/X|= AH[Xe| 523 &2
A HOICEM AH|X-EHE A2l H(BRQ)O| =2 42 &
S0 CHst AH|XECl EHE HA| =CHO SHQUCE AH|XRE
HE TAHQ| 2 AH|Xte| WEFZ o|FSt= 588t 7+
HO|CHThorbjornsen No Reference, 2002; Fournier, 1998;
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Aaker, 1996).

J2G| o|2{gh AH[AR-EME A9l M= Xtop LX|d
0| &=Q3st dgts SHCKKressman et al.,, 2006). EESH AH|X;
O| Xtob YX|H2 AHIXLO| ME FHH|LZ|0f 2HSHA =
QI0|CHKressman et al., 2006),

o2t MHOIT ANSS ECIZ 5f0) £ 7L HUCT}
SEg ¢ O @ SASI0L Oj0jK| KNS Fas My

2 ZIFsta, thEat 20| 7tEEs 285ttt

7K 1: @ =E-XoF O|O|K| Yk HaH
off ek EH=0 Folet g(+)el Sk OfE AOICf

322 @ BAUCIISH UXMT SRHEO| 3 LB}
of Efzzto| B

AH|XES| 2X|-dof= Atot X[ 2|0 7|s™ 2X|-d0o|
Cf Xtop YX|d2 LX|del X7| mHEQl EHE ZXS
HHHO| 7|8™ LX|MH2 LX|del X[AMQl 5HZ ARSI
(Hung & Petrick, 2010). 7|5& YUX|MHS HAME F= HEQ
HE8X EF0| Cfst AH|X| oM J[CHet MA| AH|XHEO
XSt HEo| YKX|4O0|CHKressmann et al, 2006; Sirgy et
al., 1991). £t HE F0f A0 = AH[XRC| £4 X2t H
OlM 0§ O]™ut o|=F9| Xjo|2= FolE £ Urt
(Kressmann et al.,, 2006). £ 7|=s%& =HO|AM 0| ™o &
HIXE0| 7|CHSHE +=F0f £atdts F=ol gt AH|Xte| H
7|-O|E|-.

Jd2|a AH|Rte| Xtop XLt 7|s& X dE AH|XQ|
HEHI|1SE 0| Z2AHTCHKang, 2002; Sirgy et al.,
1991; Sirgy & Samli, 1985). AH|X}Q| 7|5X 7= 7|0
M H|BO| H|s{ #3&Ql 5Ho| o £ If SFEICHHung &
Petrick, 2010). 7| s& X842 7t4, &, MH|la St 42
7|6 £M0o| st AH|[XLe| MEFE Ol EfEof 2t EICKSirgy
& Samli, 1985).

D HIEOo| Ciot a2 EfE o) CHot AH|Xfe| &
7t0| 2 FEE HIE SF A & HHEE 1R 523}
CHBhat & Reddy, 2001; Aaker & Keller, 1990). ttot & =24
E0| CHgt 7HX|Qb ApAL2 EEHE =hEof Mo|x|”7| o =
HHE XpAO| ASTUt LIEHHCE EHIHEQL BHAEl AH|XIQ|
LSO0|L} Ef== 2RO HMO|E = YoM EBMEQ| Cish X|
ZtEl H2 AH|Xe| = "It ™A g2 okt
(Milewicz & Herbig, 1994). ¥3H = =aHEo| b ZHE
o dF Atolof SHE AT ASE 2 FUCHPark &
Kim, 2001). 1 OZA{ Ruyter and Wetzels (2000)= EzHE
of CHSt X[Zf0| =o|MY 45 =0 Cist ME|7t 7ttt
I SIRUCE [MEtM A7(el MBMARE HIEC =R Ctgut Z0|
7tdE dH-SIRUCE

rr o

P b

_

ke o mjo

7bd 20 B BRET|SH ZX|g2 NI O Ei=

=

=
of Rolst H(+)ol Y2 nlA Zolck

3.23. B =2IE-XIO} O|0|X| YX|Mut 2 HHE-7|5H &
X[ g0| =HIHFOl thet AH[RRS| EfE=Zo| 2HA|OfA
2 BEet SYMETel XZE Mgl o7y =at

SR Y PPN KZE Ny D séuce B
sRACSTI0| K0S HTBIFE HHOl aA0lch K|ZE A

ghd2 AHXPE B EEQL SEKE AO[O] X E= &
APSICED “=7)|= Z40|CHSalinas & Pérez, 2009; Martinez &
De Chernatony, 2004). &lHtMoz =2alc ZHE A| X|Zt=l o
ghd2 FHEQ S2|X E40F FHEQ BHOMS 2 2
ot 23 2HE XE Ato|Q YX[M I o|O|X|7te| [FAMS
SOl a2 MA|Z| QUCKlyer et al., 2011; Grime et al.,
2002; Park et al., 1991). O|2{3t X|ZtEl EtMHe Oto M3l
oA =2 2EQ HAEE|Qol, BHME =Yo| FHEN H
Ztof] AFEQl M2 BSN RACHSalinas & Pérez,
2009; Mao & Krishnan, 2006; Aaker & Keller, 1990). ZH&tK||
20 CHet Bot= 2=t SRAE7HS Mahdof wmat =at
ZFICKGrime et al., 2002). Miberg No Reference (1997)2 X
ghdo] RoM =/E o|OjX|of CHsi £8% Fe2 OjXIctn
SIQICE HMgtd2 71E MEQ| ZHH L2 HE7F H HELZR
o| BEE MBZHMo=Z O|-CHAaker & Keller, 1990). AEA
BHEOSl ARE HAMEQ O|OX| LX|Ho| &AM ES 3H
M U™Mg 4o7|= O ER3ICHBhat & Reddy, 2001).

D EHEet SIS X|ZE HEdo| g2 d4f= &
sEo| EHO ofgt 2EA AE0| =EAE0| MO|Lof A&
HIXP7L A S| et S22 =A oK = Uk =3t 7|
T 20| Cfst aH[Rte| ™A ENETt =M EO A
TYHE|Y =SS Fojo] EE FCHSullivan, 1990). Ma,
Wang, Wang, Wang, and Wang (2010)2 EC StEo| M
30|t AH|XIe] HHE QIX|E nHHoAM T|ES| BHEQt =
ZX|Z0| Lot UK E|l=X0f HUCED SHACE MRt A
HIXp7L 2 B EQt SPYRIEZe| MetdE o 3A X|2gs
£ NS0 Chet =8 o=&= HTICH

7hg 3 2 HEMES SFAEe X|ZE Hgde2 2 =2
E-XtOF O[O|X| LX| 0| SIHF0| CHSt B
of OXl= =84 2ItE Oi7ig HO|Ct

72 4 2 HUEQ Y FHO XZ4E Hgd2 2
HE-715H LX|F0| SHE Chet Ef=0f
X 38X =g O7HE AOICk

=i

324, © HC Xjo} O|0|X| YA} SR ZO| 3t 2
HIXt2| EfEZEel RHAOIM AH|XtS| A F0| Chst
2oleo] =3 Zif

o= AH|XIO| 2HEA|ES "It FekE DXl 292
S(&7], HMEX[A, &AM, 2271 §) &2l SILo|CHBhat &
Reddy, 1998, 2001; Aaker & Keller, 1990). LEot 2| == At
2| al2lste| Xtop ool JHHOIM FEiE HeZ J{elat
CHaZtel BAE o|Ojstct. 18EE ofL2t L&l £, JHK],
2 SO 2AsE JHelel CHate| X|ZHEl HEMolY| = SiCt
(Zaichkowsky, 1985). OF|&l10F AH|Xto| HSFOF0|A 20z
O J4H0| AFRE Z{2 Krugman's(1967) O|ZQlh|, Krugman
(1967)= TO|=Jt AH|XRQ| JHQIXIO| FoE FO EOIZQ|
o w2t AH|XFS0| FOjelAt 2 XN2|E CHEA sicta
SIQICE O = Oz NESETE ofL|z2t HAIX], 1 & Tt
ot Helo| MEE|ACEL M0 Cigt s AH[XIE HE
FHED2(0f CHSiAM 2= AMLD, 4, dsH 88 S0f Cist
X|&HOl sAlol 7)HE =&oCHGordon, McKeage, & Fox,
1998). J2|1 HE0 CHet o= XMEQ Fod & XH
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o HOEE LHFOX|sH, SN f2ots 23 7|7t Set
X0 CHell AeS #= AE 20oCh £t Bz EsE o
X0l =9 M(normative importance)t 4l(commitment)e| =
WX 842 L0 FICKLastovicka & Gardner, 1979). X
20| Ofsi =2 BOZE 7T AH[Xb= HE0| Cfs 2 =
ot oM, o|2{st A2 HEO0| AHXte| 523 7HKIQt &
HE ZFZAMZICts AH|Xe| X[Zfo|M  YofHCHHanzaee,
Khoshpanjeh, & Rahnama, 2011). M|Z&1te| M0 CHst
=2 A2 AH|XEe| QIX|AME] 710 FEE O/X|EE2 AH|
el ME o=l oM QIXEel ENZ| 7|3t =0}
FICHGoldsmith & Emmert, 1991). Lin and Chen(2006)2 A|
20|l CHet B =JF AH|XEC| FOf QA A0 3EE Fg
= 0|FICD SHACE

M0 CHot ROj=7t =2 AMYE2 2[R 2m| 20| =of
MER & BHE £ HES 352 E #=8%= 4T0|
ACHSteenkamp & Baumgartner, 1992). tEoF SHETA|Z0 Cf
ot oo 2 EFEDL OHE 7IH 2|2 SEE & O AH|
Aot e SHHES LoIEY = A ZAFEE, SN E
o Chgt Fof o|=0f Y& FCHHansen & Hem, 2004).

7Hg & 2 HIME-XOp O|OjX| LX|FO| BYHFO| Chet
EHeof OjXl= =its 2HIX| =HEHIZ| Cist
O =0 ofof =HE Aol 2 HME-X}
Of O[O|X] €X|-g0| =HYAZ0 et ERE=0f OfX|
= Bits SYHS0 st 2oz +F0] H2 &
HIRFEEE =2 2HXO|IAM E ZotA LEE A
olct.

7Hg 6: 2 EE-I|SH LRG0 SFHEFO s Ei=
of OjXl= 2t AH[REQ| HOlE =0 of3 =
ZE Ao|tt 2 HUET|SH LX|Yo| HHME
Of CHH EH=0f OIXl= 23h= 2HYHISO oo 2
Ol 0| H2 2H[RECH 52 2H[XIOAHAM
& ZotA LiEE ZO|C

0| 9

(beanpole)g HFoIALt 27 HHMEES HESH O|fRe 2H|
Xte| Xiof O[O|x| LX| Qo] SRt 2
0|8t 2ME =2F¥TEs ROl dstn U7 M=Z0|CHKIm
& Brandon, 2010). SEKECEZE & EMEQLO| XoHMO|
=2 &g HE s UEoIALh

= A7l thed2 B7|=0f AXE Jofstu Cfetde=
SHRUCE. SfLISHH CHSHYSE2 RO HEE = 2

kl

Jo o

T2t BHE HBSECH F0F 2MECF Xtop o|0jX| 2X|Ho|

oo
=2 &HAPF RO EHET| 20|tk Az 8 YHez
= 2EXE 0|83RAen, SJUS SEHE 6FS Helst

2140l SEAE Moz AU
42, Hio| ZEN Holot £

2 =Eie-xtot o|0jX| YX|AES Xfo} O|O|X|Q E#ME O
O|x|Zte] UX|Mo=z  HOlStR oD, Sirgy(1982)2t Graeff
(1996)0| 7f&tet HEE HEgo=2 9] HEHMEE= Li9| O[0[X|
o & OZEICL, "fe] EMES LIQ| O|0[X|E & Hold| =
Ck, “flel EMES W7t +7QXIE 2Hgol =0 52| M

=
5=0i¢ JZCHo OEY HESS Hey S0 Ar8StIL,

=_—o T
0 HC-J|5H 2AX|Mo| M= Kressmann et al.(2006)
o 7idst AHoz, EF, B 7| FH|, A 7t BF S
N 2oz fME 5% 2AHEN=1% O™X| QICh 5=012
JECHe| CI2d =52 s 0| AMESHRICL
D HMEQ SN EIS X|ZHE Mehdo M= & =i
ot =y =aMEol HMEMNQL g AH(similarity)at X[
(consistency) 52 H7I5H= 2522 FHE|QICKSalinas &
Pérez, 2009; Martinez & De Chernatony, 2004). 2 =&0j|A
£ Shim(2003)2| ATOjAM ZHEE 2 EHHMEQL SHEH|FIHO|

Moag ZHets| I3t ‘SUE 00X AL, TE SN
QALY FIE HO QA TIET QAR TUHE g

g S oA 2oz YR 53 EIHE(M=Ts Q%X @t
5=0f% J™HCHO| Ch2e eSS B FF0| AHESHRILE

SHEHZ-Atot O|0|X| YX|YE =FHZa XtoF O|O|X|Zt
o XMooz Ho|tA M, Sirgy(1982)2 Graeff (1996)0|
e Mg HECR ‘2o SFHEY HIE A= Lo
o|ojx|et & of2TLCE), Qo HFHEL ‘HIE
O|O|X|E & ‘A ZCI, ‘22 HTYHEL HIE A= W
7t =FQIXIE HHgs F=CH 82 Ml 282 TSI 57
2HEM=FE "X @C}, 5=01 JHCho| Ched HES
2 HZH| A8

SIEA|E0| Cist EfE=+&= Mitchell and Olson(1981), Aaker
and Keller(1997) 50| 7|3t M & HIECZ sZ2E, EXF,
g . § M 2Lz FdE 58 2IHE(N=NE X
pitt, 5=04% O™Cho| el HEES B SHo| AESEH
ACt 2 A0 MEBE|= B ZAH Folot £Y 22
Table 10{A LIEFSHCE

SEHZO e 2ozl HEI=, Zaichkowsky(1985)2|
Pli(Personal Involvement Inventory)@} Lin and Chen’s(2006)
SOl 7igst Mz E HEYeZ T4, 7H|, 2y § 5749
HEZ sl ZHO| ALSBIQICH SHH AH|XL| SHEFZE0 T
Sk BOjEot MEMHE IR ol WES O|XEXE
ABSH7| 2k SYMEBO| O HH=o| HrRgts LSSt
IAS 71702 HHAE i3t BOIEIt =2 FEkn e
Hctoz E2sigct
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Table 1: Operating Definition of a variable

Image Consistency

Construct Concept Measure Number Researchers
This Brand goes well with my image. ) )
Parent Brand-Self This Brand expresses my image well. 3 Sirgy(1982) & Timothy

R.(1996)

This Brand reflects who | am.

The parent Brand -

This Brand has excellent quality.

Kressmann et al.

functional The products of this Brand have essential features. 3 (2006)
consistency The functionality of this Brand product meets the minimum expectations.

. . : B|nPoI & extension pr.od.ucts. are similar in image. _ Shim(2003),
Perceived Fit Binpol & extension products are similar in terms of product characteristics. Martinez & De
B?:;g:eg Ei;:: d Binpol & extension products are similar in terms of benefits. 5 Chernatony(2004)
Products Binpol & extension products are similar in terms of technical properties. Salinas &

- - — Perez(2009)
Binpol & extension products are similar on a general level.
Extended-products "flavors" are what | want.
Consumers' Extended-products "flavors" are important to me. Zaichkowsky, J.

involvement in

Extended-products "flavors" are valuable to me. 5

L.(1985),

extended products

Extended-products "flavors" are what | need.

Lin, L. Y. & Chen,
Ch, Sh.(2006)

Extended-products "flavors" help me.

| like 'Beanpol perfume'.

Mitchell &

Attitudes toward
Extended Products

| think the quality of 'Beanpol perfume' is good. 3

Olson(1981), Aaker

| believe in 'Beanpol perfume'.

& Keller(1997)

43 M2z O ElEtz AS

Az BME Q8 SPSS for Winsowa 18.01F AMOS 18.0
£ AESIQICE 12|11 SPSS for Windows 18.02 0|&3}0]
Cronbach’s oA$=E S} AE|EE Z=HSQGCt Lot
AMOS 18.02 AMESIY ZFEAFE| +HEIT =t ZHHELE
EE SAHoR Qlstn BME J{d-Xtop 2LX|MH0| EFE
SO CH2t Ef=0f O|2= Zd=E ZY¥nt o7y 2HE ASS
ALk

ZHHsEC| LEEE ZESH| RIsH Cronbach's oE &
MolQdct  71E 22 Cronbach’'s o 670, 7H& =&
Cronbach’s o= .8772 L}E}L} DEETHORSE 2=ZF0|QiCH

CfSo2 5% $BE0| %t PAHES HEY M=K
of EIFMS AT 9letol Solx 2 0l% M (confimmatory
factor abalysis: CFA)2 AA|SIRACE =01 QOQI2M2 Cish
o= PHE A7 JiY Sof Cfgt Y XY Holg U
BeS 710 BAS MHSD 02N PEE OIS nK T
I AFE3I= EHHO|CHANnderson & Gerbing, 1988). &2 1710
M Hereh 2Ee 2 2E-X{op O[O|X| YK, B HHE-
7188 XY, B 2Eel SRS X[ZHE Hotd, =
FHEZ0| CHet i S CHY 74e| O|2 Wele2 FdErCt &=
TE HOIHEL Hnd 7P 5 ORE ZED Zu, Y=
X||<.352, | EX||<.9582A], West No Reference (1996)7} A|
Algt 21F (1=X]<2.0, |HEX|<7.0)2 =510 dArtd 7t
HO| IHYE|X| URUACID FEHSIY Z RO oot 2™ =
dE LIS

O Zof, 2t FAeels o
2 p<.0010jM 2= F9|
£ TS| Qs |l
—

WS LIEE= 70IR&E80¢) S, 22| 0Lt 3

0

Dol Mot £2 HOE iMst= H|w HTHX|S(CFI),
HEZXMTHX|Z=(NFI), TLI(Tucker-Lewis index) 52, 12|11 .06
Ot A0 2Yo| Yzst A2 HItk= RMSEAE &
HEQCL  HTT K= x%(df=71)=117.408  (p=.000),
CFI=.975, NFI=.940, TLI=.968, RMSEA=.0562 2\, =™y
o Motelt H¥EEl= YA K| oo =F2= LIEILIM ¢F
Aot Agst EYTLXE 2 240 202 AL8SIRICE R01A
HES0| EAXLZ Fol5HH(t>1.96), +=HEIT L7} DHEDt
SICtD & 4= QU=CH|(&erson & Gerbing, 1988), Table 20{|A]
20| 24 40 s¥EEE oy FdEES ddske
QOIHIY A= 20| 25 |2ISHA LIEtLEA ~HEMLMO| =
Ho|QiCt

wel ]l 4%
FE(AVE) &2
SIRICE R EAFE(AVE)2
= 242l 37| 2in|
o

o
2
i
rx
o
nx
oz @
n

Ot
=2
o
0x
=
u
H
rr
A4
oA
rE
>
mn
1o

L|
o= 7§ M2|=8 onjgict. AVE Zt2 5 o4, BEzE
42 .6 O|At0| YUHIEO| It 7|Z&=0|CHBagozzi & Yi, 1988).
=% 0 AVE 2t 505, SEAlEE 2t 847 O|Moz 5
H 890 TG0l it SBERZAO| SEEgitkn B

o —_ —
sict
ShE THELTHN SIS QYAE TANEZIel AEA4T}

0.
o 0%
il
T
1l

858 EX| A, A H=,0 AVE M&Z 20| O A HLf
CHE ExiE==to| 25 datA=9| ME t=Ct 7oF oot
dE ZAdh 2 FEINE AVETE BE FETHECel At H
T =Ct 302 EHEERE0| SEE|QICHAnderson &
Gerbing, 1988)(Table 2).
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Table 2: Verification Factor Analysis Results for The Measurement Model

Construct Complex
Concept Measure Non-S.C. S.C. S.E. AVE CR reliabllity
Parent Brand-Self This Brand goes well with my image. 1.000 741 .636 .906
Image This Brand expresses my image well. 1.094 .780 .099 11.026
Consistency This Brand reflects who | am. 1.209 .866 .100 12.117
. t Brand This Brand has excellent quality. 1.000 .813 .645 .907
e-Ff)S;igone:lan The products of this Brand have essential features. .843 .780 110 7.691
consistency. The funchonahty pf this Brand product meets the 1.100 815 088 12.475
minimum expectations.
Binpol Brand' & exter_15|on products are similar in 1.000 860 625 923
image.
. . Binpol Brand' & extension products_ are similar in 972 856 063 15.544
Perceived Fit terms of product characteristics.
Between Parent '‘Binpol Brand' & extension products are similar in
Brands & Exp&ed terms of benefits. 807 705 069 11.645
Product: = N N T N
roaucts Binpol Brand' & extensm_)n products_ are similar in 848 753 066 12.818
terms of technical properties.
Binpol Brand' & extension products are similar on a 809 768 061 13176
general level.
Attitudes toward | like 'Beanpol perfume'. 1.000 .949 702 .953
Extended | think the quality of 'Beanpol perfume' is good. .596 .588 .060 9.888
Products | believe in 'Beanpol perfume'. .990 .927 .044 22.445
Table 3: Correlation Matrix between Conceptions
Construct Concept 1 2 4 5
Parent Brand-Self Image Consistency 1
The parent Brand - functional consistency. .564(.318) 1
Perceived Fit Between Parent Brands & Exp&ed Products .372(.138) .327(.107) 1
Attitudes toward Extended Products .532(.283) .565(.319) .558(.311) 1
Table 4: Hypothesis Verification for Main Effects
Hypothesis Path Non-S.C. S.C. S.E. CR P Results
Parent Brand-Self Attitudes toward -
H Image Consistency - Extended Products 409 389 125 3.278 Accepted
The parent Brand - Attitudes toward .
H2 functional consistency ) Extended Products 343 263 87 2498 Accepted

X?/df=1.575, GFI=.935, TLI=.972, CFI=.978, RMSEA=.052, * p<.05, **p<.01, *** p<.001

m>z oé §|9
b X 2o
ob o o
Ly 38 ko
i o 2
g o
ofm
ot

FERHO| MBI X|FE x¥(df=71)=117.408
(p=.000), CFI=.975, NFI=.940, TLI=.968, RMSEA=.05622 At
S&|QACE Ozt 2¥2 S FEEMO| 28Ol K|
HE=1} Hlud 2 if 3ot sFo=2 WY 2¥2 o
3tst 7402 mEtEICHBagozzi & Yi, 1988).

45. 714 A=

4.5.1. = Bt thet 7td 4T

7td 11 7td 25 2 HME-XIOF O|0|X| UX|gnt = 22
E-715H LRG0 2H|Rfe| =HYMIF Ot Ef=0f OfX|=

dts HSOIACE 4T Eah, 2 EME-XIO O|0|X| 2X[-H0]
SIHEON CHer B0l F(+)2l Yol AS Aol2tE 7+ 1
2 dEA = 409, C.R=3.278, p<.01Z X{EHE|QICL. 2 =Tl
E715H 2Xd0] EHEO| et Ei=0 F(+)el Skl U
2 Ao|2t= 7t 2& ZEH$=.343, C.R=2.498, p<.052 X
EN

s|QICk. $1H @ SRAC-xjo} 0||x| UX|Ho| e Eo| Cf
Sk Ef=0) OIXS YOl AUIs SEFS4=389, 1<010)
9lon|, B BUCIISH UXAHO| FRE BEFI4=263,
t<05)0l 2402 LiEfCt 2ty @ SC-xjof OJn[X| U
MO| B SHEJ|SY AX|MECt SEHBO ot ejzof o]
Xl YOl O 2 HOE LIEIHITH(Table 4 AZ).

o
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Table 5: Results of a The Mediation Hypothesis Test of Perceived Suitability between The Parent Brand & The Extended Product

st&ardi 95% confidence interval
Eﬁm Path a : l'dlzed :
estimate Bootstrap Percentile
Direct Parent Brand-Self Image Consistency — Attitudes toward Extended Products .389 .156 ~ .631
Effects | The parent Brand - functional consistency — Attitudes toward Extended Products .263 .036 ~ .456
Indirect Parent Brand-Self Image Consistency — Atftitudes toward Extended Products 159 .074 ~ 289
Effect The parent Brand - functional consistency — Aftitudes toward Extended Products -.017 -.110 ~ .030
Total Parent Brand-Self Image Consistency — Attitudes toward Extended Products .548 379 ~ 783
Effect The parent Brand - functional consistency — Attitudes toward Extended Products .246 .014 ~ .569

452 8 mEcol SUHE 7io| X|ztel Aol if &
To| st TH A

2 AF0AM HABE FEREZH| Y7|xdl, 2= O|0|X|-X}o}
UX|Y, @ 2HHE-T|SH LX|G0o| SHMEN CHsH Ef=Of
OXl= 200 CisiME = =2HEQl SEA|EZel X|ZHE X
ol olsfl Oj7ixl= Aoz MYt 7HdE8 REAERY 2N
(bootstrap analysis)22 ZHZSIQULCE HEAER HAM HiHO
DHO| BTN Ozt BE BAFNK|Y Cf$t BES
AE =8 £+ 7| 20| 2E X0 Chet SHE Fold
HB0| 7tsSICHE-H, 2009). 2 GToM=E REAERY
2 8310 7t =oHEDE ofL2t AFE 2ot & sife| {
O|MMIX| A= oD, 1 A= ® 59 ZCh (<Table 5>
Ehx).

AW, = =#ie-Xjot o|0[X| YX|go| =YX S0 CHst EX
20| 0K FeoM 2 EMEQ SN ETIS| X[ZHE Xt
ol 07 =E ABeH Zan, ME| F7t0] .074 ~ 2892 0
2 EESIX| @ior ZHEZ I |olE =& .0100A Folst A
o= LIERHCE 2 HE-Xtop o[OjX| X[ o] ZEH|Fof
CiSH ER=0f O|Xl= 2™ Zab st 050N |Op ez
LIEFGHCH. 156 ~ .631). [I2tA| O|l= 2 =ZHE-Xjof O|O|X| &
X’go| SEMEO| ofgt Ef=0| P2 F= AP0 2 2
HEQL SISl X|ZE HMghde BE Oj7f g2 2T
ot Znfat g 4= QUCh & AH|Xs & 2 E-Xtop O|0jX| &
Xdo| =25 2HEet SN S X[ZE= HdE o
= EotstH, o= =N E0 CHet EHEE =0 F= AS
o|0fStLt.

=N, 2 EME-J|55 LX|MHo| NS0 CHH Ef=0f
0Kl SN 2 EMEQ} SN EZIS X|ZHE HMehdol
oj7i 205 ABSH7| I8l Amoso|M XSt FEAER
B2 M(bootstrap analysis)2 AA|SISICE B HHME-7|SX UX|
‘40| AH|Xte| SFHEO| gt =0 FokS O/X|= 2HEo|
M 2HEQF AN EZI| X|ZHEl HMohgol Of7f EME 24
st ZAn}, Mgl F7H0| -.110~.03022 02 =&l Oi7) =7t
FOISHK| A2 ALE LIERCE dgiLt 2 BHE-I|sH
X’go| 2YXZ0 tiet Ej=0f O/X|= &Y sits M2t
0] .036 ~ 4592 02 IEISIX| U0} .05 =F0|A Solst A
OS2 LIEIRICE & 2 2UEQl SYH|EZe| X|2HE Hetde
D HHME-J|5X UX[Ho| SEAEO CHst Ef=o] FES
OXl= oFEolA OH7) dete ofX| Y= Ao R LIERICH

453, SYFBO| Cfst BojEo| ZHATW T AT
2

=
= BEHE-XjOF O|O[X| YX|gu 2 EHME-IISH XY

SEHHEO| Chet EiE=Ol OiX|= o AN =EHE0
oF Bol=o| =EBIE HBSHY| /5t Bwito| Wt 8
NE M #=EI D #F F UHOR AT 2RO LOF
o PEYYHEH(MSEM)E HESHULE

SYHBO| CiSt 202 =F0] 2 T A7 2
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RMSEA=.052 2t 7|EXE SFAI7|= A= LERGCE 2
YHE0| Cet BoEol 70| =2 MHOME A 2E9
Mot =  X3(df=71)=92.275(p=.046), CFI=.980, TLI=.974,
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o (=)

oM 2H SUY Hofel 22 9Pl 2 BEtol 99l My
xol SYY TS I =, 2ol MpEE &

o= T —
SHOISHALCE
2o, 2y Aot UHEEEitet =FQl o8 LIEHLY, & H
Tk 7H0| MAIEFHAO| MRSHE HO= HHOISIACKCFI=.977,
TLI=.972, RMSEA=.036, x3(df=152)=193.682(p=.013)). X %
T 0 =FQ| 2 L MO0 SAILL EXfE|E ZE Z&
A==ztel {ololst Xo|E Aot 7| s =Y Ljo| EX{st=
574e| HE2A 0| 224 SYd MAS et S7HMY 2t
EHEYE BYE HWSIRCE O 2Ll ZE ZEA I
SYH ML 7ttt BHo| Mk 7|EES FFSe ARE
LIEFCHCFI=.975, TLI=.971, RMSEA=.037, xX(df=157)=
202.310 (p=.009)).
= 0¥O| y?Zfo| X0l QO|SHK|TH Ax? = 8.628. Adf =
5, p=0.125), CFIQ} TLI= 7{o| B3} glomz S7hH oo
dEE Adez EF £ UCL HAE0| ot Bozol M-
Tt Mol AEA =& <Figure 2>0| HA[SHRALE <Figure 2>
o 20| 2t dE2A 0| Tt Zke| Xto|7t UEeX| HmE 2L,
SAHLZ |olgt XI0|E QIstIct. 2 = E-Xtot O|O|X]|
LK do| SYHZ0 CHet Ef=of OX[= SYHS Ane 4
of, SENEO| gt 2oz of e FE 7to| Xtol= |l
| &2 Aoz LEHGCh dgiLt & FE BRoM B BHE
-Xtot O|OjX| YX|de2 SEMESO| CHet Ef=0f F2ot H(+)
of ¥sk2 O)X|1 UUCHAx? = .132, Adf = 1, p>.10;
B 131 0=.344, t=2.028, p<.05; B0 =423, t=2.554, p<.05).
agjoz JMM 5= 7|ZHE[Qic ALt @ EEE-T|SX K|
‘40| SEXME0 st EfE0| O/X|l= FEHoM= S
of CHat #ojzof e FEH 7k XO0l= |Felot AR LIE}
SLCE SYHIZ0] Ciet #tojze| =FO0| &2 TLEo| 2 2
HE-7|5H 2LX|do| YHE0 CHet Ef=0| SHXLZE &
ogt F(He| IS 0K JUJACH A = 4.452, Adf = 1,
P<.05; B30 =687, t=3451, p<.001; B0 =144, t=.845,
p>10). 122 71 62 X|X|gict.
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= gToME MAATE SO0, EUME 2HY A 2[R}
0ol Biolg &2 ERHE-XIOF O[0|X] 2X|gif 2 HEHE-7|
S LX|gel & A2z LHRolM SHHF0| CHer AH|Xt
o EHEO| ZtZ ofidt FR= Feks O|X=X| ZHERUCH
fEot @ HAME-XIOF O|0X| YX|gnt 2 HME-J|SH LXK

0| &H|Xto| = BEREQf SHYRIEC| X[Z4E HYdES =
of M Z0l chet Ef= =9t =O[A ECh= AZtE Hed
o| mj7y Yetg TAS| 2QCH 12|n B EME-X{o} O|0|X|
LRG3k 2 HAME-T|SH LX|Ge|, LH|RRS| 2 FO Ch
oF Ef=ote| ZHAOIM H|[XEe| BYHFO| Cish 0j=o =
2 RItE HEHEUCL

= g7ol FAHe 7Hd 43 Znet 10| mE AME2
Ch=ah 2Lt

AW, 7HE 1ah 2 25 SAHAHCZ ROISHA| LIELLE, AH]
Aol 2 HEME-X{OF O|OfX] X|gut 2 HIME-J|SH LXK
40| E=2F =YHFO| St SH|XO| Ef=7 =2 A=
2Ol QUCt. Ol= ERME &g o If aH|KIS| 2 BME-X}
Ot O|OJX| YX[JED OfL[2} 2 EHE-7ISH LR|FE &
AlOf EfSHOF S A[AFSICE. Of2{st Alte Tsai(2005)2] ¢
T Zuet HEMZ £+ AsH, s BEUELL NF0| 2H|K
S moY = s 4EH HEDF AHIRRS| FEO| CHe
Ef=ot 7|CHof| R83ts H8H ™S SA0| =Lt ot
2H|RE] B JEHO7|E 3t 7|SHO|7|= S22 O
AEE SYHEO St B=E O=shks o A0 Aol 2
MEIL NH|IKOA X 5= Y= 4857 SHOA

D& TRt S0| M2 st 0| O A o|ct.
=

o BAE =hys o If 2YAFO0| 4H|Xte| Xtot o|OjX|
£ & B3 = U= NEFAR= D4H0F BiC.

=
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SHHEe| RZtE HEdo| st USS =olg +
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=SHe=z AH|Ato| &FHEO st BEE =071 USS
ot = QA oo Ep 2 HMEQL XjoF O[0|X| 2X|FO]
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o ol

= -=
2 OAS0| O EME9 SYHES g I 2 2UE
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of tiet Eh=2t R S7KHA El2|2h ofl5" = Utk 322
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J2iLt 2 AFOIM OlRHE Ant 22|, 2 2HME-7|SH
LRG3k SIHFO| et AHRRS| Ef=O| AN EE
oF &FMEtel X[ZtEl Hehde| [olet o7 2ite LIEtLE
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ot Ef=0f OjX|= FE20| EHXME [FOISHAH LIEX|
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O SHME0| ChHot Ef=O| O/X|= FFHO| F(+)el HAE
20 AoE SAFE [FOISHA LIEILEX|= RAUCE 2Lt
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BN, $YE HED HEZS (YO STYCH: 7S
AHCE S8 9po| WEASO| CiErYSE .
Us} JH5HS £07| SeiME BE

2erels tgdez of A0 27 Ech £ = FF0ME

LK do| B3| =23 QFNE0 =T/ ZAISIZHE
, 2oz WX, MHA Xf S o3 HMEZ2S Hee=2
Stof 2b MEof M2k Xtop LKt 7|5% LKMo
ol 5240| H2tEE =QIstH AMEX 99E X|E
2 Z0|Ck Od2|1 SFNED M- UHME 7|EQ o7
HAEQ AR FHHD2Q B HES MFSIRA=C, ZHEH
n2|ol Hahdo| 2 HMELE 2F Aoz o5 2 2
E-Xjot o|ofX| YX| gt 2 HME-I|5H UX|G0| AH|XIS|
SYAIE0 Chet BN F(+)el felst gakg O0& ARIX|=
O|20|C}. = Hl FAI SHHEY 42, 2HE-XjoF K|
of HHE-7|SE AX|MOo| EK S0 Ot AH|X| EfEO
ojet FakZ O|X|=X|of & A7st= AE SOIEZ A0
C}.

=M, 2 d7= 2 EWE-XIot O|0|X| YX|dut & EHE
18X Xdo S-E BAE JrEStYcE 2L £ id
A7 M2 2tHs| #AZH giCt ZPdst 20| R2|7F U=
%= Qe8& OIHSILE Kressmann et al.(2006)2 7|sX XM
O| Xto} LX|gut EME Y7t ZAE OWZHSICD S
Ch. Xp=of 2i=-Xjop YX|Mo| AHRte| =EKE0| it
Bi=0 ¥¥E2 OjX|l= oFEolM 7|sX LX|g0| EaE-Xto}
UX|Gar ofit QIMtAAE 0 AU=X|of CHef A7 e
7l E ZAo|Ct.

AR, 2 =20M= EHE-7|SH LX|HO| AH|XLQ| &
XS0l Cht Ef=of ATEXHoR FH(+)2e gdas =1 U= A
2 SHQIStYE o|H, O] & 7te| EAHO|AM Di7f RH==L} =
E HE Xz ZOIRACE 20| o|2X Z2/E OFEsHo,
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0| A2 Ao|Ct.

dnl, 2 =20Me LXHS2 EE-Xjor LX|dar =
18X LX|gel & AYUSE LIRRAOL, BEE YA
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Lt= 4= QUCKRIio, Vazquez, & Iglesias, 2001). E2E=9o| 7|0l
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