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AFRA=S} FURA=S AF7}
FEHUE g=d UXE 9
AtAAN A AF APHE FAo=

of A & 3 3 s % 5 3
‘et gy ‘nl B eto] ey

BHAE AFet #HE A AFEL, T2 AFCIDEAE 7he] AFol 2HS 232 o] AFEA=e} F
wHA= ko] AFo tigt AFE FF3 Holth webr] LHIAeA F R AWMIE FUHA=ER 5
st o] FRBAS} AF(Y) BAH=S) AFEH FFEHE AFES HIAEC] AABA AXE Hrs
A0 distd AFHoR AFH £ "aAe] A= vk £ A7 HAHL FUAN=S} AFHA=TL H
T 5o BAES AP AFE s 2 A4S v FUHAE 9 AFEA=ele JoldXY ATt TF
BAE Hro] oWl JIFs vASAE HAFste Aotk FAHLE A, FUEASS AFHA= AF F
Aol FEeHAUE HZo e FFS LotRaal sick E4, AFAFe} RAFAFAA FHEAS =fo}d
47 AFEAE Aol o] FFHA= Blxd vXe JFS FHR A ot vpAo g FUHAE 2}
oldX QT AFBAE Aol do] FFHMN= et elxo] n|Xe FFelr Fa2e Gt d=AE
getslaa) gty B ApdMe AF AYA, FUEd=g A= gidk Aold XA, g A W
g WMFES SHUSFE sl FEHUAE R dis AN ddsidon, Jaatg axte] o)
9 V€7 BAY 2XEC|E EAS At A7 AT FYEA=e} AFHAE 2 AF APHLS T
THA= gt HEo] JFS FA G AoE JeyEth AT FUEAE old X9 AFHAE Ao}
YA A7t FERAE HEo] FAHXYA TS T FA0E Uegrh =3 AF A9 FUEAE Ao}
UK L AFHNE ZofUAA A Wzt e B9t Foud Aoz Yepdth AR AF
Aol e Afole AFaA=slo AotdAAY BAgle] FRHNEg AoldAA o] FL4E FEHA
Zo Wit Bzt FFA v AF AFPAe] e Afde AFHA=tY AoldAHo] FEFE FEHA
zo gt Bzt FHA o, FUHA=te] Aol AFHA=G] Aol o] e H-ovt
FFS T AoZ Yttt olst A7E nigoR o2 4 AFH AAKS =954t

T wAAA} o)X Fdstw F A jleel14@cau.ackr
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A g

A17g73A0] A G AL miAE HGo] ST}
gl wzt AAZH A= 7P9ELS HlEEY
AZIdEHe] BdlE AFE gdista Aot
(Fg5, AAL, 83, 2008). 7HE, ofE
(ApploAls Mgl BHA=Ql of 2w 2~ (Hermes)
ote] BAE AlFE nEgoR 2AntE X<
HZEHA| A2 Ag=2E FAlst TlE
A dolgE dHutol2E Mg i A
32 Ay ZA AhERAHZ, 2017.06.05). Y
o7} fEAE HIT Hol7IINIKE) 9t E HAl=
AFE AAst HEFAA Alg=z2 Yol7l&E
HEE SAIY B3 5d Asak AxGA
Q! BMWE ApAke] A7)3} i85 FHEE7] 93
Mg P Bal= Fo]H]E(Louis Vuitton)Z}
AFete 8 A& o} 7pE NES AF s
T ZoHEAEEIAY L, 2017.01.09.). °]XH w}f
AR A7 Aol A wet TEFA
Aol AFE dol BlETAA 719He] A

AHoln BAAQ AFAA AF Aol
ss . gee & 4 Ak

o)A BA= AFI 715 AFE dol
344 9 A AFEAA APl we
-7 Sl (celebrity) S &-8-3 BA= AF A7}
S AT §EAE BAA e
e UPAY e Lales) A

o]m] Z]ﬂ- FH

11
=
ol
H
Aol Al %oﬂ zﬂo] (spillover)E] WA FAAC
H
o]
A

[
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i ©
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o{}
E
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15 oY

o

FHBEA=E o]Fo}t w4, it °1 111,
AA 5L vgoz gE Aty 2Esy
ZZd4) 017]E = §Hore ofne

of\
o
3
‘.‘
ﬁa
E
L
T)_;
é

= R
ohd zuAste] HEAES
(AR, o}, 2016). 7]E AFAAM= 2AH
=7 AR E 7l (personality)o| U 7] 2w}
(charisma)S 7} tha A SlstRAATFE, 75
A 8%, 0 WEG, A, 434,
2001; oA, 2Hdo}, 2002; o|EHAl, AAE,

2004; PWE, 4BIS, FDS, 2003; Aaker,
1997), Moon(2000)2] Oﬂ%ﬂ]/ﬂ—t— Al Bl
=9 WAE 249 54 WAL o 43
28-S =3 gEY #AZ 7153 v 0)11:}
A AFNM F28 2vla Bt 8

© FE Biss BEY HIAsIhe X#%“é
(fit)o]THAaker & Keller, 1990; Dacin & Smith,
1994; Park, Milberg, & Lawson, 1991). ©]&7f,
HAZE002)2 AHARlE] soF oz Hrlst

= B Xﬂ‘lﬁr‘% = Bdc 7]—_/] X%-Gl—/ﬂog
Arsldey. 3 Bas A FoA Ba=
o] zo}A XA (F-L Aofolu]A] A XA Xself-

congruity or self-image congruence)®] FEE H
N AF Hrbol 23 Qo] thMazodier &
Merunka, 2014; Monga & Lau-Gesk, 2007). =,

AotUA4 AFE HAZ} LuAL zfo} of
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A7t Axshs A2 AEEE £ e,
SHIAEE ARG 2 olgEle BAl=EE A
3 W oopygt Aple] Lfete BAl=g} A}
s YA AEo] AThERE, oA,
32, 2009; Grubb & Hupp, 1968).

SAY BAE AR BAE 49 ATE
= AYEY, AFCIDEA= 31 A F
Z730] BFolx UAS W FUHEHUBE=G
Al tigt =ov RSk HZol| S0
FHS s Furdg F8ss 9
A Ut 18919 olfs W TEEAES
EAlekE 7I9E0l solual Utk ol #
A9 ol AFY clgel EINFOEH

259 oAt =4S A wdshE A
ojty. < HABAE o SIAIHZE seconds)]
‘ool Hho] A=z} o9l wpo] Arjx
] EAS digta & & itk o8l ulol
A=l o9l wpo] AYaF 2 7k A=
Aol AH Tl FAd B2 oA
AzE AP AFS FUHA=E AFFL
1

o

N
g sle] LHASIAME F2 whes A
&

Thatol W32, 2016.08.28.). 7

A, 2008.09.24.). A

BAE AFo] i 7 A4
Tl vl FEgk A7 o] m(Keel &
Nataraajan, 2012), A5t Y= XHPYATE
A FRBA= gk Anxte] ofZHbF
3, o|AZh 2010; SHeA, o|HEH 20149
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ARG 95 Ao

A EthRao & Ruekert,
1_ HEHC

fu ol

G
\O
&
N
N
r2

ToA BAHE AF
ﬁ?}(braﬂd bundling), 3% B.21 9 (co-branding) 2}
YT MEder AANHTZIE A THKeller,
1998; Rao & Ruekert, 1994).

HAHE AFY 54 BAC fux &
o] gtz BA=g fEAE Bds F
A4 BB} e AL AU A 7

il% Fola WES %—EHAW]—E HE et

bl A4 E%EQ} %go] ,Or_/':o]_];],
= AT}, SimoninT}
= ﬂ%‘roﬂ EH PN PAR=RS
Z(partner brand)ol] T3k
] ]7‘]‘3} o33 &

BAlSL THE B Xﬂv LG-BM3} 78
A E%_(cornposue brand) FE|S] AlF, o]
718k BtolA 29 e 3% MY FE 9
AR, B A%Ae ZnelNe] mol

AP = 71EAF 5] UrkSimonin & Ruth,

_/':
SRS AT, msh aste) Afist 2
%

1998)

7IdES ApEs dgor Hi= AFE
ol Adsha gk A HA= AFIAE
AZF 2Es 8 4F 7|5 F(functional) XY

o] A¢L F2% 842 Adsith AT
AT BA= AF B 715HY AT

4 (emotional) A|FZ71A] Fjj =
A& AT 015} BMW= 20143
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& 1o B
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2,
rlo oo o M o

s

itk oleh 2
e nae eﬂmam a3g Foss
o2 Axel BAE olgle] A9, F
‘:” 2 vdc EJJ— pAXC q_% Q
L3t BT Ak 7]-?(]% =)
,]u] S THKeller, 2003). =, T3]
73 Bl ﬂ]u—]a]z] 'Y
o] ohUzh HAE olsje] aiE
gt Feltk
B AFY Fehe o) TRE 4
AT}k James, Lyman, @ Foreman(2006)2 H#E
ARE e AFY 4RA AFE TR

Aok =2A AFe AAF LR 2ol B

ol
.j ”I nz
[T P 1] B

W Ar

w,odle o dlo

24 AYS FuE Bas AFE ou|eiy,
3H Afe TF B, BF 53 Lo o
“association) ] Fol& F LA A F7F

3 g AusuAsE A0 AFE B
Ik = J)5A AR 2eld Afln 2
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AR, H27, 7&%11], o)A+, 2008). ©]9}F

2L AF A FHEcle] AFY AL GA
[e)

Q]

AMFE Fojete] FHSlo]l 7= R
oA T AF olvAd| wrggerA 7}
= oA Fou
HE Xﬂw"ﬂ IR 1«] olFS &3] #H
olo] 7}A oAU £AL At HolE &
3 AFol Fgstd ARBIAAA ABsazt
ks delel AfFe o] FojAL Atk

oY 91 Adololy Axx 2El AH

=2 T o

ANEE AN oF, WA, B, olv)A,
NEg § 739 ALE Afstm Uk o
=

g OFH lehe HolX we dEom
Ao e g BEEHABY, <

e s
2o #7 Aollelt AWAES AW
(celebritp) 0.2 A3}t =, Alg|Fo g

) &
ﬂoﬂ¢ﬂ°¥%®ﬂﬂ%&%ﬂﬁ%%@
ORIl A thFE0l 1
T, @ 1989).
‘4:_ u],;ﬂE] AH] z].tﬂ-

HIER Adastn Yo F
& olFoly WA, W, onA|, A

e}, ?ﬂ“god\}l:a— J

oA, A 5 R ANE 2fdhn
o, | 1
AA 7L she] FrEH=
(Thomson, 2006). ©]¢} 7+ FriHA= djgt
NdE BIEFO 2 Thomson(2006)S AH|AE©]
Fonaco fal 2 e THak
a9 978 S0 ATAY A1aYolE
(self determination theory)S VIR O.Z R84 ¥}

o)

erﬁwg FoAs AP ZAA A3
T AR ASHoU freEd 9%

2 vk

AHAETY] A&AQd FUlBAS A3
7] A e stz FeE
FASe  Balo] %:50}111

2] =
%L_%E§~%ﬁﬂﬁﬁ§ﬁ%
=5 2ol AXAZ 4 9

3l q—(McCraken 1989) 3}
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sH=A2IBIA]: AH(A} - LT

o

S T YSTHKeel & Nataragjan, 2012). Keel
7} Nataraajan(2012)2 FHHBE A=Y} 711 &3
o WSl B A77F RETE AREE o

oo} 222 dE Q2E AEzedcy)

o

S
AF NEGANMTE 220 JEHE Fo
e s Lot AF GARE FAS &
Hole HF AFo] BA=S} Al o]ES
At AAFS A% ole FHEA
tE B3 714, 7IsA AFE £ Ak
W FRBAES 53 AAE AFe 79
lo] 7HAa gle BAA, 84 Res B2
e AF Al HF AFol B2 TEHU=
AdsA At AS onjgitt. &, FUR
ATt TR AAA, A H4E FFE
A= AoN7le AR B 4 ok

BaE= MFel HEy

(product fiT} HAE= FF|A] ojn]|x] gt
dbrand fino = FEE F e, 4 FEY
AF 7ol AE HAdY BAE on|x] X
Aol H&4E FFHAs FHZQ JFS
"] X1 CKSimonin & Ruth, 1998).

Hgge Fr pAs o Ao &

48 Aol BAE AFY AsMm
T MR AYHI Stk AR Bl
= 3y HAE AFThs oE 4o <
3 A F¥ol A AFel mAe 3
Foll= ta zel7h ok FoEG BAl=
G4 BAE AFe Fofshs BA=Y 5
7} th=tKSimonin & Ruth, 1998). B2l
[e]

[
M e o =
o

i lo
o
_1
357
o
QL
=
fo
(
=
[t
&
o
2
i)
=2,
o

Bale Ayt st
uelx] 71E BA=e] AEFLo] A2 AFE
ol dvit HJHE=A7E 2.8 K Simonin &
Ruth, 1998; Van der Lans, Van den Bergh, &
Dieleman, 2014). 1=¢F BHll= 3xFo] k3
ol BA= A3l His) AlF HEA]
ot 8% Jides AZEo ghom(Aaker
& Keller, 1990; Park et al., 1991), Aakerd}
Keller(1990)= -+ A|FZFe] Aol B A
(complementarity), T | Ad(substitutability), 12]3L
7o) Y(eransferability) o] @EFS Fohl T3
ok W, BAE AFe] A9 =

=7 Aol FofsiA =, o|2 s = o]
Aol Bal= AAxto] HRAISITKVan der Lans et

5 F2 %3} 7Md(match-up hypothesis) S
Az e EAE GEH A 7
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0TS B7 - R5E / HESHCS BHH=0l KB} SEHUE HHEY XS B TOLKAL A X

BTt QA= ol A|e} AF
QPAFNE oAk §AE AS
ol digh 91e] EobAd AFTE ° AT
ThIlicic & Webster, 2013). & 719
Hudsel AFHA=Y AF A
BAEZL A7l BHE ofv]
FAEoR Belalith

I 2MA} A4sE Rl o
RAY AR TRE 5 3

1% 2= 7 AzE fAAe] B8
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33 &40 tigk ke EdE
7b olFoAXA  Hrhelstd, AT,
Keller & Aaker, 1992). A3PATLEL HF3} o]
E(categorization theory)S H}IEOZ HI:E= A
FolA BAE 7 A4} ERE Auey
STk WFE wiel waw Ags
el BERE O &%= A
afst7] fls WFE vres AHEFo] UTHRosch
& Mervis, 1975). WHef ol tf el vigh 4
w7t 71EY WFE F it fAlstthaL 2l
= 7184 ®Fol EFA
A =, 71 HF W Adbeies) ol A
(affec)9} 22 FALRALEC] ST oz A
o] Tl tkKlink & Smith, 2001). &, BI:= A|F
oA F HI;= 2+ Aol =S A5 AF
He BHET) 7)1 At Y WFd
FTRA=E 7 HojElo] Hil=

B
=
>
ol

ut

Lol ¥
AFe 4 7Fe 8= wAT
XY BAS AFoMY AP 2D

T

>
[rol
0x
fujo
o

0>
o
Tu

APATE FollA FHEAS=S} AFHA=
o}e] AFAME A FFHH=E HUt
stetl F83 £40] # o= 45T F
ok &, TR Y3 Frhs AF A
49 Y A= gt g2 5 Ao

M2k B $5AQ

Aol =& -0 thPark et al, 1996). 7|
T Be d7Ec] WHFE o8 <A
HAT 7} SAMO] =S AL BT AFo
E3p) ) eldrks A% Ay At
L

il

TFAHCE AfF AP wE FFHA=
Brol o2 AEstuAl gtk A9 7h
zol 7} frojulshd A TYdst

Aot x|

Ao} A X A self-congruity)-2  AH| A7 7FA
Ao} self-concept)©] A|Fo| U BHEl= o] A}
84 olrl s vk} ARk HHBA

AEE v 3tckSirgy, Lee, Joharn, & Tidwell,
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S=glefstelA]s AL 0

o

2008). AR|AHEL Aopldo] whdetd A2
27t P55 AXsle $5HY PAREA
s AASHA Hed, AotdAAS =

a1l ehA Aoplidel tigh olszt Has}
o} Zropdoelt AjQle] A7) AAlS dht
ez & o M Ae Aoy =4
o] FAF< /HdS 2|w|3THRosenberg, 1979).
Aopd-E AAA AoKacrual self)o} 0] 4]
Z}oKideal sel)The= F 7FA|9] A Q4AF 9]

1=13=2 ]_u:] N

Fold glek. AAH Aoke A7) Aol ¢l
Hatm Qe A AU mHe s,

oA Aote g TR
Ao B
Higgins, 1987; Sirgy, 1982). AH|AS
Aopids AL AEAT=
& 53} (Graeff, 1996), AF419] AA| A zpofs}
ot Aots: AAINEE FIIFAHT
(Higgins, 1987). &RIZHES] v 5 GA] 4
A zporel o) FA ztote] Aopridel o

o] Q—L :T_ 3]"1‘:— X]'
S 9u|8ltkBelch & Landon, 1977;
& 359
Ao g

e wid wob 2ulAEe] AAA Ao}
A AFE BE A9 15E AV 47

(need for self consistency)ol] 2J3l 3F3HA E}.

o w £HAEE 2xmrh sk A

WA PHoE YA "k 5 BAs

of olw)Ast AAe] HAF Aololw] A7} U

1Y5% AAH Aoks fASA e A

ol &7k o Ze et g ma

=8 T S AT, B, A2

VA Aclel L W AS 1EL A
H

9] zjotEE7 ]'(self—esteern)—% SEAIA) 7| = WAl o
= Y5l Bk
Ae) Ao FAY 5 sl AT
THES e de B
uj5}A] BHCH(Choi & Rifon, 2012; Wang, Hsu,
Huang, & Chen, 2015). AH|AHE0] BE ©

& AFEL Aopfdo] AHIAES Ful AR
| Q&S PIAH Aopida dAs= AF
SRS 5ol HeEs FAT
the AL HoJZTkSirgy et al, 2008). Ao}l
E AR} o] A9 z%qj}/ﬂo o]
]

A1) 2
Aok

3% A

aof <lsl

Rifon(2012)& AR A S 4 }~91 A A
AotolmlA|e} BAE ojwA]o] AXFow
oJetAaL, odA Aotelm|A|gt HAE ol

A AL o)A LX) A(ideal congruity) Q2
Frae Aosut & ATdlAE Choist
Rifon(2012)¢] HFE ulgoz zjolUX|AlE&
MAEe] AAH Aolols| gk BA=S| A}
27} olmA] 7+ dx|Ao =z AHYslHTh
AolAA YT BAE APATEE LA
50| QAU 71T dEs 47 fs) =
2 dees Ae ohr Al 4] X
2] &) e (self-expressive benefits) GA|] AH|A}
| 3Zo =83 Jks mHttu FA3I)

)

o

4t o o% A
o] 252 AuASe] Tl A FHHo]
A B AL E@. AR ARATE

b AT AGeA Aoldxge] Jae A
A ok 94 AFE A3t Lo] B
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e =2 5 2 AL A

FBA=] tido] Abtol7] wie] Bz she el TrietA e AEE B

=°] = Aot A=Tt Auk AF (Graeff, 1996; Sirgy, 1982). A AFF AAH
-

=
Hoh o AstA JUehd ¢ dok AAAFES AoldA Aol AMAEY B
ake] Choi®t Rifon(2012)3%} Wang & = E|&E9} 7ol TAZA 4 =
AL HFEUKSirgy er al, 2008). oS o,

Kressmann, Sirgy, Herrmann, Huber, Huber, &

&
Z  Lee2006)0] wWEW Hu;ME=o] gt AH|R} e
b RolUx|Ao] zH|Ae) B #A AL
AF] Ao AFBRME et Joldx]  Eo] HA= ZAEES AT TS Li,
A Li, Mizerski, 2 Soh(2012)0& M7 HIME ]
Al FABAse] ads HEohked wie g AotdAAe] BAE HEe} B
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-
Fod d9e F2T & ok FAE FHF A DA predicon DS 57
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@ By e, guel

hsA o
Ak ot FEBASdE FU) 483
FHEME Xjoldxldnt MEEME Kot 4 Ark Choig} Rifon(2012)0]] wHEH FHB M
x|do| SSEME EfTof ojxl= I = Wigk AopdAAe] FeE FHEA=

off o o ru > = fr

AA o FQ% 9SS T AR HgEr. 4|
2 Fedorikhin, Park, @ Thomson(2008)-& H. & A5 FHBHcel AEFBA= 2z s
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ol gk At FAF  of Zemotional  AFo}YP =
A

attachment)©] EH A= FHrlo] Ze J3ES = Ux|Ao] =842 F SEs!
G AL FHAT PAMCE 156 Ad 9 WAE ¥ 202 A4F & otk ol
A9 ANH Fol MAS B, T %, w=oE vgos neel UL EEu
ARG, 7R ARUA ] YA

Ge Fohe AL WHEA, U dobt 4 JM 2 FUnd=o] oA 52
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Although there have been many previous studies related to brand alliances, research on alliances with human
brands and product brands is lacking. Therefore, it is necessary to study the factors influencing the success of
the alliance between the human brand and the product brand. The purpose of this study is to investigate the
effect of alliance fit between two brands on consumer attitude toward the co-brand in strategic alliance between
human brand and product brand. Another purpose of this study is to examine the moderating effect of
self-congruity toward human brand and product brand on consumer attitude toward co-brand. Lastly, we
examined interaction effect of alliance fit and self-congruity. We used regression, simple slope analysis, and
spotlight analysis to test hypotheses. The results showed that the alliance fit between human brand and product
brand did not significantly affect the consumers ’ attitude toward co-brand. However, the self-congruity toward
the human brand and the self-congruity toward the product brand have a positive effect on the consumers’
attitude toward the co-brand. Also, the results showed that the three-way interaction effect (alliance fit x
self-congruity of the human brand x self-congruity of the product brand) was significant. In the case of high fit
of alliance, the higher the self-congruity of the human brand regardless of the self-congruity of the product
brand, the more positive the co-brand attitude is. However, in the case of low fit of alliance, the higher the
self-congruity of the product brand, the more positive the co-brand attitude was. And the self-congruity of the
human brand affects consumers * attitude toward co-brand only when the self-congruity of the product brand is

low. Based on these results, this paper pointed out the theoretical and practical implications of human brand

and product brand.

Key words : Brand Alliance, Alliance Fit, Human Brand, Self-Congruity, Attitude toward Co-Brand
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