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2H|AEE T8 Ao Aololn|AE EY - AE - FEZL3, AYAFY 47 5 A58 W Hplges ¥
A7 oulg ol8¢ch HEL FoA HolgdA A S 3o Hrl- Tl - AT WO = U4H
2 Yk olF dFe 9F, A, ARAST 22 ATEAA, ABBAA B0 YEIHA %L VAT HofE
. 28 olg AFe AdHoIAE Rife] B OId APLAEL 1S A RaY] WEdl, & 479 Mg
22 AYdT nBAT os FEF3PP) %L vzl FE ol A TG, F FnEdPY, FF/E
A4, FEYEA, AEEETS QAEA DR FEHUT

- - ez HEAE ol&F AF2APL FRHAY. AF2AY YAERE 22T, EYAlEE
7509010t} AF3AA % #dE 7HMd& LISRELWIN 8.12 SAZZIRE ol 48 Z272E4E 2934 &
& FANGELS T2AAE FES] olHod] B Aol AEAUY. AN 2HAYE e bdaF Bk
22=218.312(p=.00), GFI=.971, NFI=.962, RMR=.0337 AN 249 A%=E Fou, o] 2d< 7z /M
< AR8R. '

AA, FEJPE L B0 flF A AN} QR Wl A9 FANE ol BEBIERAAR FFIH M
FO% 98 v BA, FRBRPHE FE/ 2RI FEGEA Y R AR EAE viAY, FREEEY
& FE/RFASAT FBYIRAL B8 AT /A A (+)9d AN} A AA, FE/ RIS
FEHIIEY o) BEY/IEA ] FFFA FAT F(+)9 AR AW} YA FEASH L FEREA &
A% B(+)e AHREA7} YA, AYATFM s} Zo] B AFNME FEA0] BF/ARNSY, SERISAS B
TEEPEC) o8 ¢ e Aoz veyct wey A7EAE v rR RS FndFEdAldA o
ZE NS AN 4 30 Aotk BEAFA 2 3F ddse A8 E A9 & e AN FadHE ¥
 BnE ANl Pt FF/AARISAT FFYIEA & A2she BRI TEL B3] FFIA 0l 9%E A
£ B3RS 37001 & Holth, B A7 #AHE 24t 2HA] R A, 294 $A8QEXNY vldY Fo|
Ut} goze] AFME o HF BAE nadle] FFAA B¢ A7 AYE F sleet 2.
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R QAEE] A9 $94 A5EANE T e
Bt PR g3 ok AHASS FENE Aol
s RNETE odE FES A% Mgl
aMAZ} 7Y -SSR dTies 4 AW 7 A AYE derd 4 doka AZsia 3l
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. Ut 7IAET 3EY 7% | ogd B
Ao FES A3A <ivE wse gAY
o B4E T2 At} H39 A4 @B}
AN E oG AR oule] diF F8A4E&
44712 Ao

Aotolu|Ajgt  AFEolnx|e] YA (Birdwell,
1968: Grubb and Hupp, 1968: Dolich, 1969:
Landon, 1974), Q14%42 &3 sloiA AE
A& (Belk, 1978: Holman, 1981:. Rosenfeld
and Flax, 1977), 23x AAd Ziuj8y
(Hirschman, 1986: Hirschman and Holbrook
1982)3 A-AA FERA BT A7t ol F
oAt

3R BeME 2] v|gRoldd 715EF
E9oA] o]RolA gom, viAE AT 29
A 3 A7t REH 2R o] RoR AL 1980
Futoln}. 71&9] ¥R E il PHA e
o|g& Fu| ¥ YF REL PYsA HYA &
3t AuAEEE @A AYskA] Ry ¢
miatel o] FuiE o} ol Hulz Al 7
Wz Alge g Fujs)E A9} ofge AvjAlsg
2ol A2 Holz F&Eso d7da g &
AR 24E MR Fi AHAE o|FA
3 F o & olsjsta wiAY AFAIA HAEY

Ae 2uAYFE 49T 5 et e #d
A BEERAEY Mz anAEE BN g
FATGIL &  31e Aotk

tiAY 53] Auz AF RololA FEFAA
B 77t Bol ool Hed, F2 4R 4
LT o83 AE9 4AA <vig} ARYA
old £ #F AFE(Blumer, 1967: Kaiser
et al., 1995: Lee, 1990; Leigh and Gabel,
1992) gt ofye}, A, FMA, AwAQ &

294
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"ol 23E %E MR vjsHEoldA EQA o]
Fo{A  fth(Holbrook, 1980, 1982, 1987:
Holbrook and Hirschman, 1993: Holbrook
and Chindler, 1994: Hetzel and Aubert,
1993).

A BEEAG BF ATE FE FEF
A 23}A AFE AFEAH WS F o) - Ay

A5 Fo| BEFA3 %L nlide a7t

o] gou, FERAAY 8 8839 HH
849 a7 st A

ol VYA & =& FF34A BA
37740l Fololn FERAAel AHAEANA F
€ Yule Fooln oug APE AR FELA
Aol As A FHE}. oA Y AN|AYF
Toblr e BEAAAY AFe AgFez g7
olF BFR4AN WF 9n| g Helzrny
BERAA AT LAY AR 4w
A o)A Ql AEFAAY Aol Hasi

2 dFedME Fuo By A4 S
Aol %L viAhe 718G stolN 3E4HA
o 9% X AAEAR A7 I54, AEY
H548e AHid BESRAYY dRrzy
2YE TE3 FEPRNE olgdez F93l
1 AFH FPE B AFAHY "Ax ANE
T U= 33 g

o] A7 AMgd HEAE duRAlE B3 ¢
dEAen], REAE WPo2E dTFAY B
Eo AFdte F, 1, dHE o= MR
EFEY e AHe3isch. BAEME SPSSWIN
7.5¢ LISRELWIN 8.12 EAZ2a¢& o] &3}
o JdH 8§34 E B48tm, 898N (factor
analysis)€ 4AAstsien], LISREL £42%E
7B n 7M€ AA A
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2.1, SELTYe| T

BEIAN L BES UG oE2R FEd 9
olE 43k Ro|tH(Wright et al., 1992). |
o et 3EE AHeEe Al BR9 AHE A}
2o B4 ALgAe] dwbACQl Qg uiE AT
Eojol qth AHLBM FELE AHAE] Al
TRLERY daAg FdozM ez A3
Ao S AL, /A - A 98 AL
403 £ F . AEFY 4AA omrE A}
TFHLENY F3FAEE B M= vTFEH
Ao wj$ Fos,

BERA dF AEe PPN AuA
7t dEoIY AR ojd o Foj, 23E T
3 AHS3IEA FOlE AdshexE Ushle A
22 Ao Holbrook and Hirschman, 1982;
Peter and Olson, 1990). °l& AEAAAl o
& NdE Y} b A on, Y ulE AE
A ZIdn 2o g MydTE Edz
2 d7die 3E3HE MdE AuAEe 3E
o oRIStE BElA Aol BE AHEAESY B
oy} QI Rt oulgtm Aol get.

Aold & A B3EEFE] FAHANA ALY
2gH Aotk AAFH AobldE EFHde W
< 9n2 FAE § gt ARAFH zlopge
233 Aoplidoln AAYFA Aole AAHQ
Aotojt}, FEZAAA BF HNYATEL Ao
d FolA ALY A Ao #-EHol 2 0%
o] FhLee, 1990). A3d AzzHgzAolA
WEHoz FFS LAY ARUYANEE 9
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BRENYY, YE/ABUSY, SRR SEAT Y pA) BE AT

g Uehy Eole 74 Fxs #AAol deA
€ Yoty A% dFoA, FANe] ¥ BEY
TE AIA Ao dAshe FAxTt 24 Y
S-S RdF3 9o,

AHE A Aoplda EEAY FHE E GEQ
AN, T8 A A Ar|AE AGEr] A8
&HA7} AHEshe Al AFo2M A48 )
AoM ZEFolold 2UoE AMEF JMAA, AR
F U, M8 7HedE AARTH(Holman,
1981). 7M1 Agol anzte e 9ZE
71 fEMe WAl AEe Full, 4H) Fol g
Atgol 4A & & UA=E FHAA ] slojok ke
Ag Jepith, i e 4Eol & Fad &7
¥ 4 3l A% Liv B 4EE T AE
@ S Add 2R 4o € F glde AE @
ogt. ol AF9 Fulet AHE ZAR 2¥|A
€ AEska] A Aolgn 44E 4 A a8
1 N3 e & ol| AEol BE AvAY 3
AWdA oA & YEd # Sle ATE TR
AL A3 T8 o FEe dHse
oluf o FHE& HEoR FujrAR S e
Aoz dveiged, oy ABAYEH zolds
BEFS 430l BT AL By Fa Yo
(Midgley, 1983).

A7 AES AYE 0 o 38E o]
U Badrel 33 dXe o8 G de A
3 AR, B3] AES 7% wHeMEte
BEQ omlA] F&e AAA ulE FRAUYe
SR FERRAY d%E 1A & e 99
HMAMAR) S AEsld R¥E F33lu A
A3E 3ein @ AE3AA J¥E vAe
AEQe AYATE B3 @ 23, Fax
iy, BE/RBASA, FFHERE F8 2
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AAFE =28 7 AU FEIRYA AP o
E 89E9 FURYE T3 AYWAE W
dx ok FEIRYE ¥Psede EIU
9 Eg, £AMTD 59 84k %S U e
2 EF oy & 479 /idA 2de Fax
Pde R FE/ARASY, FFHES
Aoz A9 243 T2 Jx o tE ¥
8AEL AYAIAT

2.2 ZogEUY

F1E 2HAEAA JHE AFAFT E
AR ouig Ads £0. e 2EAA B
o #3 3HE AT Foi, 3ES ¥ B
aA sk 9u)E dedFr] WEd FEHA
o 2% J¥L WAH 7199 FJAHAM=E
9% 98g It Fug B AAAHQA F3Y

£ 3] HaAMEe BES BdE 433 ¥AE
o] & FEsolol gr}. AR} #HE AYd
TEL F2 FnAFE FH%e 78] FFRE
olfm glow, AHlAe ZHo| FmAFA o
W 98¢ sheAg osser 24 F3 3
o TVHZE doFR 49 ddBude €
g3 A4 g% 3% 239 T B2 MT
4 248 ISt lon A oy 9
nlRe] 3AdkE A47t B ol TVERY &
3g 71&9 AEAY o|&H WtegE FE9
AdE 4+ gode 32 43 9 d7AEL
FEATEH BHAA Yo T U4 FH
A& WolEoln o|F Aol HHEEE HEOEN
FnEHE o & 49 + e e 2%
A =AU

Zajonc(1980)2 o|mA33et &4%n7t A
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Fajel JgE v e olRE LHAT} AEY o
A g TFE A ouixE nFAI|E e B
g 723 gl7] dRolgtn gt cMRe BET
g 8 A1E ez B sk &7
g d43AN71ax @da B F . Schouten
(1991)2 AtgEC] #Fao) x35W, 19 ¥
g3 AoldE vwde 3HE Adn 74
& ¢ glon, FuAde o] F AATY dXF
zo wet g2 ¢ don dd. 28ln ole
AvlAp7t AEAEE B3AM AVIANE BE
1 s, AER 7153 B 9o of® ouAy
ME AlAket7] diolgtn it

FnREE B8 FA3E FFEoInAL FHREE
Aoz aH|Ae] Aololuj s AAY wf, Ln]Ale
I 3E U 4RAQ YnlE UE ARAA |
#$3tA gAAE & + ddkn EvH(Belch and
Belch, 1984). AH|zke B34 ERE 433
A oluiR|7} AM|A AAQ] Aojolw|x| gt UG
o, AE9] Fuje A FHA oA E FA
A Ha, ZEFY FdAEF AT FaF FHE
o]HcheE Rojtk(Shavitt and Brock, 1986). &
& Puto and Wells(1984)€ #39 #34 54
€ #Aold Fi(transformational advertising)
o} A 88 F3(informational advertising) & &
@ o2, AolA Bane FEZYAC JEE 0
A q Az JHAFE3} o] RAX ], FRA F
e Yu|RE3pt oA Fxdn AUt ®
g Fat FEE 33 ARz diE FHAA
A% vX= Ao Uegti(Edell and Burke,
1987).
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2.3 &= (familiarity)

AgdFire, PG AFd i 4L
A Ao g A58 AP Az €
dtti 78 @k (Bettman, 1979: Heimbach et
al.,, 1989). Zinkhan and Muderrisoglu
(1984) 7197271 & de=Hderty A%e
& Qo] 73 e A5 A= Yehd &
Ak o} aMRZl s e F-Eo] A
A& AR A o 71dE + e Bz FF
H7] q&of, 719L FE] 9nE Mt o
+ 28 8L FYPP. AFo] /I LW A
e AR AT FEFES A4 MM F4F

FnENYY, SE/ABHSY, SBIINAR AEMT Y] pNc] Y dF

del o eAE HEA s Rolg FH3
1 SitH(Peter and Olson, 1990). AFA&A
BEASG L 2L o83 wiAdN 17l dE
A ABAA =Qdoiol & BAoltk FEAY
Zd @YoM HH, siQle] ¥ AT =&HA
&, /Aol 4% ARE ALY A2FHe g
Y2 R33so] ouE ZAEYG. 13F 13
e B AUL YFAFe BT A4lo] o
o] 719 & AFE e MY T @M A
Fe WEo] W & Qe &, $53 89
HEA B4-g B8 AT ool dis) 2o B33
719+28 AHug & & A EH(Mowen,
1995).

(E 1) 72l 7y Mg J|EdT

L 7EET
Blumer(1962): Gold & Johnson(1983): Hill & Mazis(1985):
FnEEPAAR | Hirschman(1985): Lautman & Percy(1984): Leigh & Gabel(1992):
SEAA Puto & Wells(1984): Shavitt & Brock(1986); Snyder(1989). ¢4
(1995); YA F(1990): <] &¥(1990): FA5(1989)
Alba & Hutchinson(1987): Belk, Mayer & Driscoll(1984):
Bettman(1979): Heimbach et al.(1989): Kent & Allen(1994): Kim
AEN533 & Lim(1989): Lastovicka(1979): Machleit(1992): Mowen(1995):
BERRA Park & Lessig(1981): Park(1976): Peter & Olson{1990). Phelps &
Thorson(1991): Wilkinson(1984): Zaichokowsky(1985): Zinkhan &
Muderrisoglu(1984)
Alba & Hutchinson(1987): Belk, Mayer & Driscoll(1984):
ARAEA T Belk(1978, 1980): Finley(1990): Grubb & Hupp(1968): Kent &
BEE Allen(1994): Park & Lessig(1981); Peter & Olson(1990):
Stewart(1992)
Behilng & Wilch(1984): Belk(1978, 1980, 1981): Davis(1985):
AEH7HE43 | Dolish(1969): Holman(1981): Lambert(1970): Morganosky(1984):
e Pandya & Venkatesh(1992): Qerstner(1985): Wheatley &
Chiu(1977)
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2.4 HEYIRY

AYAFoM LHAEL BFo] E5F EAE
3 glon, JHAgo] E3, Hlgo] ¥ o, AF
3 #¥E FE& B0 2 e Aol sle A
o2 Jeldth(Holman, 1981). oj¥ 4&9 &4
< aMjRbgo] AHEe A oulg RIdpim
fMsted o Ue 2A7F 8 + ded Y F
o UoH(Belk, 1978, 1980, 1981: Dolich,
1969). BESAHE FolA 439 74, 584,
H| & Mo gk 5 FEIAAG 9% 0
e Aoz Yehd v gt aela dFEdA 2
geiAA e FHU 2B digA Ho 2 &
H3 ARG 2eldel tisl A Ae] o & o] Fo
Ade A= Ftch(Belk, Mayer, and
Driscoll, 1984). & A7 & ojd AFc] 44
Aol leA Bue AXx4FY 348 S4E9
BEZRE AT 4FL A eAE Hebdle
d 2 EAo] gith. webd AH|REC] AFX2LE
< A¥jEle AY|FAd BIA =7le I 7}
Z 3AA 9%8E vAe AEYNELE FHe=
Y HEE .

olFF ABGMEL AFX28Eo FEAoY A
EY7tol 4L v LAEEM I AL
HEHoE T& ME GMES 98 7 2§l
2259 Aol om g YL FEAd B
A7} o] Fol R,

Belk(1978) &H|Ate] A4d dée AuF
BETe FUE 4P S Aged, BEE ¢
Ne 268, 4%, A4, 238, 3399 g 3
F SAESE ohjd) AHE AFES £ ¥y
d & itn GAET. BF LERlEd A E3
BRI} AEE B¢ 8L 9898 e @t €
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AR - =8

e AME $As¥cH(Behilng and Wilch,
1984). HE9 WAo] AEY FFAZY vjA&
Fo¥o] @M+ Stafford and Enis(1969)7} 2
AAQ o4&, Wheatley and Chiu(1977)&
P34 AL AAEY.

A%t 22 FES] /T $4HEE FAHE A3Y
7H5/4 € (product evaluational characteristics)
£ BEFN BEAEAS olu]RA] YA F8F G
e F7] g o §4& FEIYNY Ag
He2 At € 4 o qubst, AR
)l ¥ HBE FEH] A% 2ARA o™ J)
A9 EJ(RESA) 0] F83Te HE AF8 A
2|317] wW&olth. vl "M e Aua} FE F
Aol FEFAEAEY ABA Yu|E FEste)
AHgEe 92 3% 714 E o]t (Lambert,
1970). BEA dA 2dL AEHIIEN ] B
2y, AE/EASA B o8 g2 in
BES gu|g ol 428 & gL | Ao
71 R ezt AHAQ dge 2A dE
Aoz HAth 1 ojfe FEEL 7YY By
FAgFE A 2594 AdE FAAY B4
o] Zt%t thFstAl vErg & 7] gEoln, oY
E4E A2 g8 4Fov 4Ee] 84E o
g Zlolg.

2.5 7|e} g0l

o doll Al ABE uiet Zo] B AT NEH &
< 78R e BB L vIR FE/4E
A54, BEF7HEY 59 8488 F4lo2 u¥
8 H3ith ooz FEFA e the 9Fad)
B0 EAT 5 Ut APATdN e FFHF0
FHE T 7 e vol - A - ABAST 2 A

YA mi208 W12 20004 2%



AR B3 4F /N4, 34A, EE5F u)g
T BF BB olvl #E v A FIy
A&, AR, EAFY 5= AERHA)
3 - PA o2 4 nAYg. T4 7158 o|g5}
387 B3AEF o2 AN B ), 379
AEE FAAFEE YoiA A3t ABAE - B3}
9 #9492 933 AthH(Blumer, 1967: Mick,
1986). & F1E £ Fo] U= vl #3434 8
& o8 o8 /X2 o £ JeE Vel F
I AT E3u S ESHA Aol fAIR FARG
o FAYETY 2453 Ao AY 2L 28R @
AL Aoghe &7 FE g HUAFH 2o
%L 74 £ Qi

BOENYY, HE/AUEHSY, SHUIIRYL SELTY DA WE AP

. eieadn JHd

3.1 A7y

FEY BAA dule, 2MAEC] AEFA
AZ S FEE ALY Aobid e Edsn
gai3l7] A% s AMSE o, ey 43
qitie ¥ e =T 48E ¥ & U &
HAEL 3EE AHgdte FHHA BE Uiy
UFE duig A g PR BEY JuE o
oFta olFPTE AL 2HRES Aol B4
T ejatn, 2HgEE AFsted W F83

(a8 1) o712y

As4
BEASA
EEH
BEAA
EAY
BEASA
/ AEAY/BH
2E BR/AA IR
ZEEPY
»| BE8
¢ e 4
244
&
A4

BERIHES
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o 3ES] 9uigl BHE o|&8F ATFE HgeR
BERRZA 4%E vIXe Fnediy, 4/
BEASY, FEYEALY 848 FAHOE (O
¥ DI Zo] A71RY L =33

£ dFdMe FaEaWHE vES JE/2E
A&, BEREA ] BEFFRAA nA e AH
g 3337 Y8 TRFTRRY(FERRY)eR
7Ha& AAsa A3 AFEYAAM ol&F
ZR9e FaFEY, AE/ARASY, $E
V8, BEAREY M o|8¥FE A
on, olE FoA FnEPUYL AL} 5
1, BE/RARIASA, FEYNEA, BFEHREL
WAt A

HZENRYA CEUFEL EF UIEZF
A& o] 43t FH3}E o|EWMFE FoM FEH
HEAE &Fste Mse v dEoE 4 &4
¥ ZAA e} AeEd FHS EFPe §FXE
AHEsg e e dd¥gEeR FAIY
o a8z Fagdid, AE/ARISY. HE
244 A, Fadze BYE FP[FER T
A" . ol EFWFEL USPYEoE
FAH] W7 Wi 45 FHYELR F%8
71 18 8R1EHE dAsden, 4 8QlEe
HAEHE SAUFE AT ol Price et
al.(1995)°] THgEc2 TAHY TEAIE 89
4L B4 899 HE@gd SR AL
A A S o] 83T

B AT Algsle wWgeEd dig A
24080 BN e VF AF2A B2A A
3 A9E Aol EE AFAAAY AdsE
o] FE3AA vlAe A - THEH dF B
U e FEe) wat 1 frej4o] 2FE Aol
o} olde o|EWFENS WA o|EHFEY
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249 Ba B A7} 459 JMES FEx
Yoz EAE + & Aol

3.2 9

M) Bagdwde 3F3344 F3PEY

4g< A Rojtt.

7199 Fangdy epgREdEe dng
58 AAPEEC] AR AEET 39AQY ojnjA]
£ #&3tn B 9u|sle FEE AT 93
Y. ol k¥ FHE F1 T oA
AAGEOIY ZBEE AH|ARL A7) $MHoz 9
A3pA917] A Aotk B 719y FnAge
3 #@YH ol me} AN|AEdA AEE FES
olm], olulx], B4 Feo] 423 g A ¢+ U
o £,

mehd] & AFdME FEoIU AEAEA o
o], B4 5o 9%L v & A= FugEd
Yg 734 &4 (transformational properties)
# BB &4 (informational properties)
2 FEI AEARA viAe 9% =8 9
oateia ot AAYL oulA - =7 - 97 B
Aujatel A, FAHA FHS ASde B
olr, FEYL 7|FH JINE FAe AHdFo]
I FEAQ WAARAM FEAY AANA FHE
AFdhe §4¢ JYeErdY. FnE@PE0 FELS
Ao F¥E vAe AT BYE AFATFAA,
Puto and Wells(1984)& #x& AlAAe o
F AAARE ot H3 I FrALG S
223l F1 AR¥Pow FRID T /X #Hx
o] 383 EAL MR AN RIsiete
BB T zloj7} Stk Bkt oo o3
33 AP FARoln HBAQ AojFEE F

Z YA M2gR H1E 20004 2%



2 Agse e B3 AFYL okt 4
Holx FMAHQ v FFH 24E Ho| TPIYL
Bt & B3 FRYL Aol FELS AHEEL
T A giF Yuii3drt 2 ojFAm
B3 FRYL Aol BMEZEIL o] FolAA
BERRAZ 4L vAgn Heig, =@
Hirschman(1986)2 %3 Zzd|oJE|lBE %3]
Y€ I 53 24 YEE FasRign
23, AH|AEC] F3 vAA]o] Ho| =&Y €
FE, 7199 FagIAEc|Y oY BRE
o8 ojxd AL AN A F e F
gg o 3A JH Aol Bttt

Domzal and Kernan(1992)8] @7l 934, %
DELHAENA G EA NG N 2L 0 E g3t
d 22& F9 280] o|v] €1 e AF dvlE
golstn Zested %S 1A Yok o, 18
1 4m A 2ge FaRA-S FoA Yehlazt g
ov| g3} #3402 TP A A u| E&FFI
M) 2ol A AIA 290 A8 RSN A ol Al
7= 3tk 2H] Aol 43 A u] & Mol A7l Bt
sl F2¥E AFYPH(McCracken, 1988:
Hirschman, 1986). =& Sherry(1986)< %7}t
SH|AENA FE N F A REA FHF LY
ASHoH Zn A &A £H7|EE &I F7 A
£ € 7 e A el ZAA 2R qEE
goia FARG FaFAYY L AN ASANA FE
dou|g AT EN AR RERLHLEHN
AH| RS A FEAA LS BT o33 =8
< &t

E A3 AgE AFEH vFo E of
FuFAYE L BFFEYE ARFHLer IF¥S
oo AE/ARNSY, FERHEEE B4
EAAAA B eEr J3AL vl Heog ¥

AT #2937 H12 20004 29

BOENYY, NE/HTUQY, SRUIIRMN SEYTY YA Y o

o w4 7H [dMe 4B 9%
€ MAe FapAPPE RN FEARIS
A, AEYEAYY 8480 U APAQ A
£ A4ste M A6 old w7 ]
LEAPY o] FE8RTH AL BAS
Aolgtn AR 21 olF 848
q@ A Edte JM AN FAHLE HA
& Zoln.

o o

CHID F1BEYY S FE/ RV, BE%
7HEgd AR A 9 vlARoH
G- Fnaddyge FE/4R31s
q, BERNEES B AE
3774 R %L A
Roltt,
Fxne 2 BEET A SESRAA 9%

< "Ae FEF/AEISA, FEYIEAY 82
ES 428 £ Q. 9uetd o B3 Pol =
)

FE FEAY oY FEAFE, BF AP
A FFo] FAE 4 glon, oG A4 +

AEe 9ol g ol stn Fx3ted T £
2o Agdpde FnE@urdel FE/AEA
&4 BEFNEAY aiEd AAAQ YA
7b AT FaelM EF3 BESHE AHEAEL,
B30 xZE LHAEC] F1E M3 A
A oA g FAd=d Bag ERA FE3
g F88 B ojye FFolut FE A
Ygsed  g4Aolgtn @ch(Alsted  and
Larsen, 1991). AHate BFY A4 +F°] ¥
S-S FE-ARS BEE A48, £33 71 A3
A & BiA ANY vi&el FEQ duE
o Hol 32¥ & Udz B4 o o9 IFx
F3& AT F sle Ay AGsEe E

20
LA

ok}

301



o g A4 o 2A FYL Ferln oY
T Ut 2R BRE BH4Ea o)A E YA
e o, ARdAM BnE B AE0 B¥
AFA =25W 242 JE/AEISHL 3}
& 4 Ith(Kent and Allen, 1994). wabA 3
19 =28 FELS x2HA gL A 2o 2z
AA AEel BF on], olujx], EAL A FA
71717k o &o|@ ol E§ Aviale gutde
2 J3E FFoU AR FnHA gL Anyg
o $33Q HIHE € Aotk g3 oY $3
HQ Hrke AEolv AR Ay ££E mole

H 9%E 71271 W FF AP ovE 44

33 ojdfisked A 9%E & 4 AUt

7HA T ATiE uls} o], Fagdupge 4
449 FHAA 9% vld B ol 3t
A Y= APAA QPTF 2 AeE By
o gEt FnEFEPPS HE/AAEISHE 3
TAFT BFREEd 34 9%E Fo
2R, 2MRE0] BEY ug YAstn B3
A Fed 9%2 vld Aoz ¥ mEN s
dMe BREAPYC) FE/FRASAY, FEH7)
549 APAQ %L v FERAAH 24
A A7 & Aelgn M 48T

(B 2) 7K % 7WIEES] MYH7

7Hd HiE&e 2A7} He dYAdT7
AT S EE Domzal & Kerman(1992): Hirschman(1985); Le.igh & Gabel(1992);
HEAA Puto & Wells(1984); McCracken(1988): Shavitt & Brock{(1986):
Sherry(1986)
7}1[;21212?01 Alsted & Larsen(1991): Behling & Wilch(1984): Bettman(1979):
HEHNEYO A Heimbach et al.(1989): Kent & Allen(1994): Kim & Lim(1989):
r— Lastovicka(1979); Marks & Olson(1981); Morganosky(1984): Park &
) Lessig(1981): Peter & Olson(1990): Stewart(1992): Zinkhan &
ZEA ) vl .
g Muderrrisoglu(1984)
Alba & Hutchinson(1987): Behilng & Wilch(1984): Belk(1978, 1980,
A 1981): Belk, Mayer & Driscoll(1984): Belk(1978, 1980): Coupey, et
E/NEASY al.(1998): Davis(1996): Dolich(1969): Holman(1981): Enis &
HEHNERD Stafford(1969): Finley(1990): Grubb & Hupp(1968): Kent & Allen
NEAAA (1994): Lambert(1970): Morganosky(1984): Pandya & Venkatesh
(1992): Park & Lessig(1981): Peter & Olson(1990); Qerstner(1985):
Stewart(1992): Valenzie & Eldridge(1973): Wheatley & Chiu(1977)
JHIV:
BE/ERASA 0 Alba & Hutchinson(1987): Enis & Stafford(1969): Peter &
2EH71544 vlxE | Olson(1990); Valenzi & Eldridge(1973)
AR A
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W D BF/BBIASA, 3EHNENS 3
F4734 JRAN 4% vE A
olt},

W V) 4F/2EASE 4EH/EA 3
HAA 9L nd Aol

BEASAL A 789 Fxd 2] d&
o FEFAGAY A7t B25E ABASNLS £
A Yelg Roltk(Peter and Olson, 1990). L
v FEY FtelaE Aol otz A 4 4
Holl g Aol #A vehte RE ol i
o 34 F(+)9 BAMN Adzn & & gidk. AF
[BEASAL BE 2HAEY AFH A4 9
3 7142 & e Aol F4H7) g7 FE/2
FASA] HEFE AF Hrlo $3AA 4L
oA Rol},

Valenzi and Eldridge(1973)¢ #54EE U
Aoz e dFNA, FEASY & FEY 7
et 2v] o guglen ogd FE %7t
o F(+)9 9%< vdvde A& FHAT. 18
U Enis and Stafford(1969)% 7HE &S
WEoR e RAMA, 4, FE, FHE Hoj
2 5 A 2§28 o] FEASAAT FEYL
kel BAE 2AHIGa @ 2AEH, FHE
3 HAES AES AEYTd YA o
A 9L v, AEIL JEe AEIASY]
BEG o 2A 9%e vAE Aoz JEl
o EF o]E AT o3id AEYL Yutaoz
ARt Az Ao P vAe T FH
BAE meiE 3 glgo] ¢

Alba and Hutchinson (1987)8} Q74 w2
W FE/ B A0t £E5E LAt 2
S W1 o AT AR 8L 43 o9
2, 3FH7 slojM Brt dAd i Fe

e

ZHBIT 203 H12 20004 29

BREHYY, SR/AENSY, SEWIRYD SEATY| 2ol HY A7

g 3A Zeux 4. q2A £ dFddAe, 3
FAKA, BFWHEAEL AFIR8T ARAQ
A7E )2 Aol 7H M 4. s
T AE/ABASHE AEREER 4PAQ @
A7b & Aolghe 7Hd VE 84 AAssich

V. B g}

4.1 4% 4

¥ d7dMe dEAE B3A ARE F352
EAGT. A ARAE 4 B5ES HYF o
4 d7E uigez Ausigd. 42EY%E A
waty] gt viAY #¥ AEIES ddeR
HHE Ao, o uger AEA7} A
et EE EXE ddeE 34 1008
Asta 14 dulzALE §8 WHE& Lol
olo] 1aZANM Yeld EAYE Bt AR
Y-S £ F, tA] 2008 23 du|2AE A
Asted AEAY B3AE ARET. ol #
&AM B 2AAM ALEE AEAY 74L&
33 go] AA 849 42 FAANY. & Fn
e Ueille #E3 FEASY, 4315
4. BEYIEEA, BEAAA, adx, Tudx
a8 spARe 2 gAY 48 JYehle 8
o2 FAH . FnFAPPE A% 4
T 952 %n9 #AY 7Y FRY 58%e
2 7R den, 3FAsEL 114 &8, 3
BAsHL Ol 29, AEHEAEL 6/ B,
BERRRE 4170 B8, Budze 67 £, 7
oTe vdPEoR FAH glon, $HAY

303



TR - x83

(B 3) §EX 74 ¥ =535 39

Jed s z T agus
4a FoEAWEs Y. Fuo 4840 U@ BRY, AL
gu | FEY | 26U ER O 39Y GRS G BRY =)
i 239 0 239
N2E X, AARE 94, 4B 0T B4 LA,

323 gag guaz !
HEASA 29z, 94, ANRE, B m
REASH 97, 9, ANAE, 3% v
HEY7E4 A, CAQ, A% 713, AR B, dide 81 v
HEAAA 574 AE AE Al te 9wy 24 v
. :jﬁa} jz; Z;m R ELRCTR =R I
Tl o} &7 V(7
AFEAR w5 | 42 29 oy ™

54 952 34 #gee =9 st

4.2 4ELSEY Hxe ofefxio] HY

2 dFoMe UA FEEAAN dste] oHd
T(pilot-study) & B3t 3xe xpEA E AF
A& AU B d79 F8 ¥ FESA
Aol A% HYd 7|2dTE EUE d3Ae 4]
Mo 2oz o9 AdAe AR FER
Ao st F A AdE 2E e du)E A4
Ao ¥ Bl Fu FEAF 7w viE A2
g 39t & ¥FE 328 T3 3ET ¥ £
Ae A8, 52 £Av BYozE FHIIEE 3y
o} ol B3l A 4L Jehle B &
ol Mgt o] 7122 do] B AFeA
FEIRAE EAY] A =72 AYY sTst
E B ol &3ttt
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4.3 BH QIR Ha}

2 dellA gad 221¥M4e SPSSWIN 7.5 ¥
ARFIAE ol &3t AAEITE QA8 HE e 7
MdEz F48¥¥4 (principal factor analysis)&
AR, 899 A WL A43d Y
(varimax rotation)& °|83ltt. #4237 &<l
AANX 7} 40013 LHA 7} 1.00180E ANttt
HEEd gy g4 28NS 4AF dFe ¢
=3 2.

A4 FnEEPYS] AL APATAN =98
uie} Zo] AY, HEY Fuo £4& Jehle
2749 89le2 FEHAY. a2y AHE Fad
A5 oY groz AU THI 8 &
2ol 3 FmnaQlel ¥ (loading)7t °1F]
AR ggobA T4 B WA olE F &
& AAsD oA UENE AN, FEE

ZHEOIT =292 M12 20004 28



R

Bne Ao & AFoM AT uig Zo] Z
gEo| 5004 AALUt.

dH AEASAY AE 7129 AYdrde @
2] 3749 892 FEHUG F &4, A4, 3
Yo g9lo] &5y AU 89ld H3dhe 1
W, 2W gEe g 8oz HAHUY. wakA
olg 2719 ¥EE AAF F A 8AAHE A
70 A3 2 AN 4AT uie} go] & YEE
o] 3749 891e2 AA s o] Jehgr},

AEASA A4e APgAT Ade € 24
o) g9lez FZHEY. & AP FHo] Z
89102 Rozon, A4z Yol L 8%
2 FodFo 9 A #Pste 59 $ES &
A geloll Aol whets AAsA.

AEYIIEA L] Ate B 479 AT ue
Zo] g BIAFE F2EHUT. 28y 44 &
2o] 8204 AX (loading value)7t .04 °]3=
HApsoIA of =& AN

BEZAAS AE 6709 2oz F&HUG
Zt 8919 BAE msle W9 SAHYE, AW
A, 9484, W84y, 244, 9l 2oz
2 4 itk o71dME 27709 FE o] 40014
o2 AAH Yelygtt £ 59, 84, 24¥9~31
W, 329~35¢ 12ln 36W B% F 14709 &
go] AAHAG.

4.4 291 20184 H M2|Y HYE

FAA 8RN B 72 B0 R
BEE AAT Fo ol 88N EHE HF53
7l faA #AA 2ARME AT §U3
SARMME & A7 s e F3F
Zo] 7070 sHB el wetM T NGEE 4

ZAET m203 ®1% 20004 28

BRANYY, SE/4ENSY, YEHIHRYL SRU4F Y 20| P ol

ANERTY. 2E A3d 24 YHLdEYE U
el Cronbach's ¢ & 43 Esld}.

WA FnEFAWYS AF AN ZHFe
Cronbach's a°l % WA a7 Bdd 4s
4 AR Age ol ¥4EY Cronbach’s o7
77 24Y Bae 775, FRY Fue 7832
2 7474 e} BE 0.60428 23 F§EE0
BlwA Mg oy $EdM 2FENG T B 5
Ak,

gl 8Q¥N ZAde @43 Q8MZTe
FdstA AAHAUG, EF 4 SHYEEL AT
ANEE 9Fske A e 5 tato] 1.9601%
£ 93 o] 059 FesFM BAHCE fod
Aoz veht JAFEFE 898 4 o A
01¥M e AWk ART A4S ABEA ¢ ol
22.609(p=.000152), GFI=.976, NFI=.944,
RMR=.04092 gttt z2 @& ¥z3d A et
wou, GFI, NFI, RMR $°] ¢ %&stA ve
U A2 o] 239 Afne vlad YIF 5F
g1 8 4§ gt & By ol8dsd &
AWFENY BAV AAAEYG TP 2 5
Bva g & do

tgo 2 JE/RASAC dF U 2QQ8H
Z3}9} Cronbach's e°ll &g WA J@dz #ud
A2 743 ATe o] ¥4E Cronbach’'s oA
7 FEASA9 BE A¥el 610, B40] 830,
Ao} 66002, FEASGA o A% 1Y ¥ ¥4
o] 705, A% ¢ A4 °] 6642 ZZ e} BF
0.6°1322 &3 §EEo] vjpd AT Mg &
Folx 2= & & At 93 QA&
Avte 43 2844 se Fd3A AAHA
. £ 7 2HFEEY HFTENEE st
AASF e BF t3te] 1.960142 4R SN
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059 frelgEdA FAHoE 4% Aoz Y
B JAFEAE 31T £ gk #$90F s
Mol AW AYE AFE AMEYU 1230
248.173(p=.00), GFI=.933, NFI=.880,
RMR=.05528 usit}. GFI 7122 & df o]
2¥9 AYxE vuy FIY ol B 5
Atk & EF/FRASYY o|gdisY SPUSTE
e BAZE AAARS} YA F FgEdn @
F Ao

BEHHEAG i #AH 8QEA ZAie
Cronbach's e° o|& W& d@A7} g¥d As
4 A% A= Cronbach’s eA¢7t 7752 UE
Y 2F 0.601822 33 §EE°] Hud Y
B e EFHAGT £+ . 894 &
AEA dde 243 Q8N FAe FYsiA 3
AU}, £ Z SPYEEDR TN EE @
Zdte AAS 2 BT tgho] 1.96014& Y 3l
o} .059 FesEdA BAHLE FAF Ao
el AFEAE 898 4 Ao 894 Qe
Mol A% AYE AFE ABEd %ol
35.029(p=.00000148), GFI=.965, NFI=.843,
RMR=.0682 Jsit}. GFI 7|Fo2 & o o] 23
o Afze vwd F3F FFolztn E 4 o
& AFY7EAY olgdss FZUFETY #A
7} AAAES A & FEdn & 4 o

BERRZA AT HAF  eARN FAyd
Cronbach's e 9% W& d@Ads @¥dE s
A A% Aie o8 ¥FE9 Cronbach’s o Al
F7F 846, 94 89 623, =¥A 89 859
o2 #7t e} B2E (601308 23 YEE
of HjmA H=HY T FEAN FFHAYL ¥
F Atk 8§13 aEH die 43 adiy
Ao viad o A 8de oW, WF@A 8
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AW - =8

Aol 139, #4E allol 198, =HAH 89
41 o] Modification indexe] 98X & F
A7t AaaA7E A Jeh(3.84 o) 9
A dA4ET B 934 AAdGT. ¢ &
ERYEEH HBTAMNEE dFse A &
€ EF tgo] 1,960 ¥ oM 059 &
gFEAM BAHCE 9% Rz e} AF
B34S 398 $ o)

94 Q8N At AT A&E AHE
2’3ol 326.181(p=.00000147), GFI=
.900, NFI=.918, RMR=.05002 &t} 2
g A 7El e BT 257 FzEA O
Eht o] 2¥9] AT e vl 43 £Folada
' F Atk & AESAAY clgusd S
7] AV AAAES AP T 2gEdn
& & Sl

o9 B4 a¥MN 9 ¥lH aQdiAm
A BAE 7122 3l B dFe FHYLZ
4 RYolM SAWEE AR ol T
o HdE28E a9 AgPor 4% et gl
T A% dtdez gAY 809 FEE Al
43t} F7HEMd] BE3e A9 #e g9
. ol8l§ d& Price F(1995)0] 9] &3
o izl 89le d& HAgE FPESFR
AHEE A fAME ol & AFe ol @
Hhgel ]2t TRENE AN

45 22| MyiT Y&}
2 dtdMe BFnuddd, 3E/2EISY,
SEBHEAS 849 BEERATE BAA B

¥ F2AREME B /M AAYT & UM
ARE A% B2 2YY APse S (E He

ZET ®293 M1% 20004 28



BIENYY, SE/4ENSY, SEFHRAT BN Bl Tt 37

(B 4) AR08 HET

24(P) dar GFI NFI RMR
218.312
18 971 1962 0337
(.00)

2t PR AzrYs Avka AR AFE
AR EE y%tol 218.312(p=.00), GFI=.971,
NFI=.962, RMR=.0337& ugit}.

=¥ AREE Jehle r%gtol wA Jehg
oy, A¥xE YehllE= GFI, NFI, RMR $9

g = Ag7t oi$ Gz vehd o] 2y
o] ARz e ANHoR 4T FFojtn Hud
T Atk F A2EYo] AA 23 o]y} glo]
F Ayt glvdn & 4 d.

4.6 7149l HyZnt

FH, AFEY Z23E wEoR AFA A
2 His} Zo], FRAHZEN P& A MY
Aol datg AvEY g (F 5)¢ 2.

AP TN Bane FF9 vl & ojdstn ¥
s3leted 9%E vtz YoM (Hirschman,
1986: McCracken 1988). 53] Fx9 A
£ ouR & HolAZ Bt oje} Al P MR
B3 dojun], HBRAL oo B33yt 4o
dtda ok (Puto and Wells, 1984). whatr 2
AT 7M1 FuFAWHel FEIAAG 3
A 9%E vd Aojthge Aot ATRY
Z FANEY P E ENH B2E (F 5)
o Jebd uie} o], FmEHWYol FEIAA
o AN %L vXn &l vebTh wet
A Domzal and Kernan (1992)9 d+dz}e}
o] 7M1 AY=SIY,

ZHEAT ®29A M1Z 20004 28

FIEEPHE BE/RBASA, BERNEA
< B3 BERAAEC DA J¥E v Rojge
7MY AAATE (F 50 A|AIH0 et HA
23 Fua@bo]l A/ AEISA, FEYNE
Ae B8 AEARAT A - A BAS 9E
Rolghe 7Hd N 7HETI-10) A=, AFPA
FolMe ZnE@ECl FE/FEASA, FEH
79 848 AHFALL FFEA dke A
< YJellFa git). ol #Ase Fad =2H
FEE =E3HA G AEED AH|RA ZE
B3 v, oju|a] B4 5 XAV o &
ofgby, B At Y¥H oz FudE FFo
AEe FuHA ¢ A ¥tk o $34A HlE
& Aolglm FecH(Alsted and Larsen, 19
91: Kent and Alien, 1994). o1& $529l #H7}
© AEOU AR AYFES woled 9FE F
o] ZFd W orlE #HAstn ojfsted ZA
FYe e Aol &3 YA jH)

7R ToA ABE uiel o], FnFAYYL

FE4AAA APAYA 4% uE ¥ oy
A 9% AFAY 4YUE F Aoz B
Aoy, webd FuFEWPES FE/AEISAS
AT FFGNE $34A %L F
o2X, LHAE0] AEY ouE ¥Atn 73
AA Fed 9% vd ez B gy 7t
AT e FaEFEo| A&/ 2EASN, BE
HWAEAE B AERRAA A - WA 42
E= 3
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(E 5) 7HIZE #1

PR - =87

Fe2hd

7 20 %

e M A=z a3 REXT! t&
71 (328 — ) 025 028
712 (AHY - 94%4) .051 .038
713 (ZAY - "184) .078 .034
7 14 (AAY - A4) .063 .035
7M1 - vis | (R38 - g 054 041
F2EA YR 716 (49 - =A%) .129 .038
FEAA niHE 72 (FRY - A4) -.015 .034
AQH 4% 722 (BRY - 9%¥4) 118 .028
Y23 (ARY - ujyA) 022 .031
7 24 (FRE - 4A) .039 .036
725 ARy - di) .109 .042
7 2% (ALY - £H4) -.047 .045
(B3 = FEFH) 179 .097
(A8 > 4FA2) .333 .094
(ZA4Y > FEAY) 460 .085
AT @48 > FEAL/A) 410 087
i R

223 A} X ° - I ] . .

Sk ;:?7}% 3 (B2 > ¥ERA) 137 097
= (BRY = JEAA) .050 .094
A 9% (AEY > FEAY) 118 085
(BEY = A8 JAY/g4) 147 .087
(ARY = FEAY/AA) 221 .095
(A2Y = 3FH/54) .188 .090
(F3% — A34) .085 .027
(AAY - 9%54) 215 .028
(38 - dg4) 175 .028
AT : 39 - 7H3) 157 022
FnEAPYol 4E/AE g{’&jz nEE 016 012
o e e
B3 434449 vixE (34" > 9%4) 092 020
T EH (ALY > ug4y) 158 028
(ARY - A744) 116 .021
) 050 028
(ALY - =A4A) .080 .020

pek=fipul

7 X293 M1E 20004 2%



EZ89 | __
714 M A= e EEeA %45
2 E A4 - A -.016 .032
044 239 - g4 -126 | .035
_ A9/g8 - WA 234 | 043
7RI - A/94 — 944 117 | 037
BE/IR . A9/94 - 9ed | -103 | .049
254, 3Eunsae | 358 T oy S any | -o084 | 033
BERRR PR AY/AA > exA 168 | .039
ANA 48 BERNEA - A 298 .037
HEHIEA - 954 224 .035
FERNEY - oy 227 | 031
AEYINEA - 224 127 .032 280
AENEA HEASA FET7}
w9 [ 2¢ | A4 [ 2w/eA | AR 54
A -0.028 -0.104 0.065 0.236 0.064 0.295
84 (S.E) (0.034) (0.039) (0.036) (0.043) (0.039) (0.037)
t @& -0.837 -2.666 1.792 5.442 1.661 7.892
A 0.035 -0.022 0.000 0.077 0.060 0.221

4%4 | (S.E) (0.031)  (0.036) (0.034) (0.041)  (0.036) (0.036)
t & 1.105 -0.604 -0.009 1.876 1.663 - 6.122

A -0.060 0.052 -0.125 0.059 -0.081 0.229

WEgd | (S.E) (0.032) (0.037) (0.034) (0.042)  (0.037) (0.038)
t & -1.872 1.417 -3.628 1.3%4 -2.196 6.054
A -0.004 -0.014 0.003 0.104 0.022 0.124

44 | (S8E) (0.026) (0.030)  (0.029) (0.035)  (0.030) (0.032)
t & -0.141 -0.456 0.103 3.015 0.709 3.887

A -0.027 -0.054 0018  -0.103  0.172 -0.080
wed | (SE) | (0037 (0.043)  (0.040) (0.049)  (0.043)  (0.045)
t g -0.719  -1.256 0439  -2.105  4.002 -1.764
A -0.011  -0.007 -0.049  0.001 -0.073 -0.046
w84 | (SE)| (0.035  (0.040) (0.038) (0.046)  (0.040)  (0.042)
t 3 -0.323  -0.170  -1.311  0.022 -1.804 -1.084
7 M 32 A2ASL | BELA t3k
MWV : Bt BE BA e 012 .032 .355
NHE/NE A5qe | B *J?‘i— A4 g% | -.078 .039
AR AE Ao Be3 }E}'EZ’ 734 - | g7 121 .036
Bea 3E 14/94 24 283 .039
mAle A 9T | AE A9/AA 231 037
*: p(.05
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BEASE A 29 A= €3] WE
d BFEXSHY Anrt 272 YRIASHLS &
A verd Aot (Peter and Olson, 1990). 1
Ay AEe Flelaz A4e] tn M B4 A
ol g A4o] A Uehde R o7 WE
of 33 A(+) #As Adokn & ¢ Aok AE
[RBEASYL QR 2HAEY AR A 9
& 7198 & Sle Rl 457 qgd AF/A4
#3540 &8 FE Hb $34Q 9L
oA ot

Valenzi and Eldridge (1973)& #FAEE
W3R e APdA, HEISHE FEY 7
s AM) Fog #dgion olge AE ¥
7Hl B(+)9 9L vlAdE AL F9Yg. 2
2\ Enis and Stafford (1969)+ 719E AE
< Hdee e AN, B, FE JHlE
oY F Al 2FoE UFo FEISAT AE
Yr1zte] #AE Y g 2AMEE, J19
Ed g vjA &7} A FEHI HEEAr)
o 3A 9%e v D, 87 Jde FEASA
o]l FFH7 o ZA JEgE vjxE Aoz vgt
o £ olE 7o o3 AEPL dutze
2 28R A Yo %S vxe F2E 3
EeMZ 3EHn Qg $asEY. AE/A4R
A5 Bzt 5E5E 2HA)L 4ES YK
o A AAH ¥ FAF7) R, FEY
7l 1ol {7t dAe] i BT o 3A 2%
€3 gt}(Alba and Hutchinson, 1987).

MR A, AEISA, BEYNENES A
33487 AFAQ A7 9 Rolzke JMEm
of AU, aejln FE/IEISHL FEY
7HEAY AFA 9%E vd Aojge JHIVE
A A=A
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TR =28

AR

7Hd F323E 2o%d o 2o,

(1) 7K 12 ZaE@PHo] FEIAY 34
A %2 v Holgke otk o8 A
#ist] Z2EME ¢ 29, P4 YA} 9
€ AR eyt wekx K1 e AgEi,

(2) 7Kd0s JHEI-18 FuEAPRE 43/
BEIASAY, BEFYHEA AHA d%e wH
o, AE/BRASY, BEYEAS B AER
B4 7 - 3PAL AL AL Relgke Aol
o AR 23 Fanmddyel AE/AEIS
8, BEHEA JHAY dFo] Yon 4E/
BEISA, 4E9158E AR 3EA 9
Fe A 9%E nzt 2EERnY B4
de BEAY - AERY - FEIY//A, AR
31 At YRAY/AN, FERNEAN
AHA 9%e vAe Aoz Jeyd. 339
FHAME AHE Atole FEF/ARISA,
BERIEAE AR BEINAY FoM AEA,
954, WE4, A4 FHAN} ded, 3
By BAedle FE/IRASA, FEYNENE
AR BER FAA AR, 984, 84,
244, =R AR gl HAHUT,
gty e A=A FE 44F 9o
€ 34d%ta olslste Fumduyol JE/A4R
A543, 3597154 ¢ 584 Fedoz 194
d F%e A Aoz Yy

(3) 7Hme BF/ BRI, BEHNEA &
2 AF8ET AHAA BAZ d& Aol
Aol 7MY AAZH HHAJA A7t A
°of Vbt whehx sHdme A=A,

(4) 7HVE 4E/38A5He $E9545
HAHY BA7} & Aolge Rolvh. AAEH
APA A7t e Aoz deig we 7}

HYEAT ®297 M12 20004 28
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A Ve A3
2Ry $MZIAE EdE agez AW
(29 2)¢ 2.

v.d

5.1 gvgnte] 2%

FREIATH L FERAEA A - THAA 9%
€ "AE AT ¢ F en, FE/AARIASA,
FERHER L AEIRAA APAQ ERETde
TRHAN dgo] ¥ A3A vAe A2 Yeis
o a28n AFIAC 9%E "Ae FnE™
WY, BE/EASAY, BEFWEEY 84 3
A AERIEA 0l FEIRA M 3A 9%
nlAe Aoz eyttt webd FnEdPEE
v 23] AP 8ago] AFIAAA A - A=
FEAA N 5ol TR
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Y Y Fd Fe AFA S AXsed
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5.2.1 |83 AlAHY
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e 23424 71ZATERY B dFdME 9
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4, 33T FEF/ RIS, HEY
NEAR, AESRATY AR EH BATEE A
. B¢ £ AFelde Avld XA gxn
oS F5A7Y AARE AAR] A8 FoHAEQ
A1z HzAZFEd AHA Edell and
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HAAG NAAR &AM 719 A EE 55
3 oulgle FALE AR A Zd EXMY
Adle A& d$ Fasit, =3 AEY rie
A 384 wet g € 9, vHgEe
AEL AAPFECIY AAAL HEA A g
getstn E4dhe AR ol WEAQ &3
BUHY S B3A AFES oudstE @R gk ¢
o, gjnle] Wsle] dig PRI FHHE FEF
ol AL FHF|A WAl niAH &FS
7HEA &) e, siA"dRELS FEY 9
o] ¥3lE oiAEEE AgEoE LM A=
& AR713E GRE  UEE =Hajol Frt.

AZH A7 A, A¥F2LEQ A9E BauE
dvgol AFAAA AHAY FYBRATL de
Aoz Jeyt ERAQ EF3¥EFE HiAe
BET Y AR Aol & REHESF s}
gk, & A4S AR Fe 84l e U
B, AR Agshe BEATE, 283 ARE
A& WolEY o 2N AH|AEC] FEe o9
& JE3A AT oF @t wetA AEo] 7R
AAA ojvle] AGE A AFY 715H 849
A 8450 FEY AT WA A4 2HH
© Aol Fa3itt. 7|4 FE H& oju EH3}
' AAH &7 2¥AY BRH BgE i)
71 98 A33E =233 (mildly ambiguous)dte
Aol Frte Ho|th(Leigh and Gabel, 1992).

Fae AP BAANA B o, BARFTRL
(celebrity endorser advertising)® 7S+
g Added R4 £ £ U 98
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Ao A %€ YA ¢ Sle B BEAF
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5.2.3 @79 dAH % doze 7Y

2 479 gAHL 953 2o

313



A, FE3A84 23 A2y F B a9
B0l 9%E " & Q. 23y E dFdMe
Fuo 2P& 51 AE/ARISH, AEYNE
g F4HoE dTFREE TEFPU] Qi g
SR8 83 1A A £ dFM=E
ATBAUTZ 38 ¥ - 9488 ¥FE 24
¥ (moderating variable) 2 =135t 3o
Wae] 7 YR Bol 5ARY sH e EA7 gl
o] 2% AFIAZ oz ot

A, 7N E Hiluie Zo] A7
Faexe Fojojz EEZ IFATIA EHd.
Zzke] A7 UR v d7EA7 43 dEd
2 dFde A XY AFdFde A
FR3A4S danexed] JAABARY, 18n 3
nejEe Fujejzete] JAABARY Y g AF
7t 7FeE Aot

s, BEARC Qo] AXXEEAT TG
7] W&, & AFHFEN vind & F Qe
Zge 4771 54 R3Ach der B A3
Z3E A3 & ZF HFE A& ¢
& Fg71 glessd didn

s, & dFoA AAg olgrde 13 ¥l
Eyololx oY B/AE FAsled o]
AR AA9 9& A R @A §A59]
&3 W83 EETOR o|gFRE Hob¥ o} e
AE 3 Ut 2 & 79N 7 o8’
TE QFZ UF eFAo] AREAlA
J FEF FUATE B AANHALH, 79
ZARGEZHAN FEAS el 2HE F2 A
FAAA0l AP_AEA o A9 B wje}
AR Y2 wol YA AL HAuYe
2N AgE ol2TERde #4848 & Ao we
A 2de] g3d EAu 2 9479 AriN 2

314

TR - =37

of e EATEY WY ¢ AVld A HHde
¥ 57t g Aol

gAA, AES dule AlZle] B uiel ¥
2 4 de BFY A o EFdln B
Aol FAHQ uivistE mobaA] Raan @
AR 2BRE0] Q14En e AEY 9n|E
AR A B3 ZAEAY

AN, 2¢A #3H 2<0%EH(second-order
confirmatory factor analysis)®& @ £4o
gastelel 449, B Arrde 443 B4
Age B4 wEd JFnEAWHS BeAA A
Fdhed AFATME 284 FHH 8AEH
ol W8 Aot} ojF FAHE EUE Yo
o AFe AFRAANAN gL Ae 8U8L
&3 1eistd Fgsojof & Aojrt £ P
A AN oln] T2 BEY ou|E v
8 Hgotgly] el gozdl AFoME Azt
BEd D& ojvle] Wslzpgolu} oujFze] g
AR o] INew #r} z2lm B34 89l
€ 2F IrIte] vaERA EWdAe F o
E4e 97t wesielE 4gEn.

AFA, E SFdMEe 794 FH 2o A
ad oZAEQ] 2X28FE F4Hog 3du 3
o} mEtd FALEEA avle AgAE RS
2 $e27h Aok olA§ SHoA 7I)&E EASL
BtEA] gRojzio}l folx Bpdtn thRoixx] &
ok, AFAFgM e ol#F &Ho] B Holof
& Aojtt.

ZYBHAT 293 M1% 20004 29



3 1

&

Ho

HE, HEFY (1997, ‘S 2xzolAY €% 2 Ay
FaxA5332),, 36 (4), pp. 404-414.

oA (1996), “Fne 7|28t Mo thgh ujg” T
BT, (Agd AdEd T2 =83), 8 m.
113-128.

At (1992), “Fas} Zopde] B 4 1F - Ao}
AT 23N BANE FHez-" TFaq
T4, 982, pp. 53-69.

Abeele Piet Vanden, and Douglas L. Maclachlan (1994),
“Process Tracing of Emotional Responses to
TV Ads' Revisiting the Warmth Monitor,”
Journal of Consumer Research, 20, March, pp.
235-248.

Alba, Joseph W. and ] Wesley Hutchinson (1987),
“Dimensions of Consumer Expertise,” Journal of
Consumer Research, 13, March, pp. 411-454.

Batra, Rajeev and Douglas M. Stayman (1990), “The
Role of Mood in Advertising Effectiveness,”
Journal of Consumer Research, 17, December,
pp. 203-214.

Behling, D. U. and J. Wilch (1988), “Perceptions of
Branded Clothing by Male Consumers,” Clothing
and Textiles Research Journal, 6 (2), pp. 43-47

Belch, George E. and Michael A. Belch (1984), “An
Investigation of the Effects of Repetition on
Cognitive and Affective Reactions to Humorous
and Serious Television Commercials,” Advances
in Consumer Research, 11, pp. 4-10.

Belk, Russell, Robert Mayer, and Amy Driscoll (1984),
“Children’s Recognition of Consurmption Symbo-
lism in Children’s Products,” Journal of Consumer
Research, 10, March, pp. 386-397.

and Kenneth D. Bahn (1982), “The
Eye of the Beholder: Individual Differences in

ZAEIT ®297 H12 20004 28

BABHYY, YE/YEHSY, SRUIIRYD HEATAC 2ol B A7

Perceptions of Consumption Symbolism,” Ad-~
vances in Consumer Research, 9, pp. 523-530.

, Kenneth D., Bahn and Robert N. Mayer (1982),
“Developmental Recognition of Consumption
Symbolism,” Journal of Consumer Research, 9,
pp. 4-17.

Bettman, James R. (1979), An Information Processing
Theory of Consumer Choice, Addison-Wesley
Publishing Co.

Birdwell, Al E. (1968), “A Study of the Influence of
Image Congruence on Consumer Research,’
Journal of Business, 41, January, pp. 76-88.

Burke, Marian Chapman and Julie A. Fdell (1989), “The
Impact of Feelings on Ad-based Affect and
Cognition,” Jowrnal of Marketing Research, 26,
February, pp. 69-83.

Cho, BongJin, Jayeoul Koo, and KyungAe Joung (1997),
“A Validity Test on the Self-Monitoring Scales
of Snyder and of Lennox and Wolfe,” Sixth
Symposium on  Cross-Cultural Consumer and
Business Studies, December 10-13, pp. 343-355.

Coupey, Eloise, Julie R. Irwin, and John W. Payne
(1998), “Product Category Familiarity and
Preference Construction,” Journal of Consumer
Research, 24, pp. 459-468.

Dolich, Ira J. (1969), “Congruence Relationships Between
Self Images and Product Brands,” Jourmal of
Marketing Research, 6, February, pp. 80-84.

Domzal, Teresa J. and lerome B. Kernan (1992), “Reading
Advertisingg The What and How Product
Meaning,” Jourral of Consumer Research, 9 (3),
pp. 48-64.

Edell, Julie A. and Marine Chapman Burke (1987), “The
Power of Feelings in Understanding Advertising
Effects, Journal of Consumer Research, 14, pp.
421-433,

Enis, Ben M and James E. Stafford (1969),
“Consumer’s Perception of Product Quality as a

316



Function of Various Informational Inputs,’
Marketing Involvement in Society and the
Economy, pp. 340-344.

Finley, Mary (1990), “Motivations and Symbolism in
Gift-Giving Behavior,” Advances in Consumer
Research, 17, pp. 695-706.

Friestad, M. and Wright, P. (1994), “The Persuasion
Knowledge Model: How People cope with
Persuasion Aftempts,” Journad o Consumer
Research, 21, pp. 1-31.

Gardner, Meryl P. and S. P. Raj (1983), “Responses to
Commercials in Laboratory versus Natural
Settings: A Conceptual Framework,” Advances
in Consumer Research, 10, pp. 142-146

Gentry, James W. Mildred Doering, and Terence V.
O'Brien (1978), “Masculinity and Feminity
Factors in Product Perception and Self-Image,”
Advances in Consumer Research, 4, pp. 326-332.

Golden, L. L. and Johnson K. A. {1983), “The Impact of

Sensory Preference and Thinking versus

Feelings Appeals on Advertising Effectiveness,”

Advances in Consumer Research, pp. 363-371.

Stephen ] (1993), “Assessing Self-concept

Discrepancy in Consumer Behavior: The Joint

Effect of Private Self-Consciousness and Self-

Monitoring,” Advances in Consumer Research,

20, pp. 419-424.

Grubb, Edward L., and Harrison L. Grathwohl (1967),
“Consumer  Self-Concept, Symbolism and
Market Behavior: A Theoretical Approach,”
Journal of Marketing, 31, October, pp. 22-217.

and Gregg Hupp (1968), “Perception
of Self, Generalized Stereotypes, and Brand
Selection,” Journal o Marketing Research, 5,
February, pp. 58-63.

Haugtvedt, C. R, R E. Petty, and J. T. Cacioppo
(1992), “Need for Cognition and Advertising:
Understanding the Role of Personality Variables

Gould,

316

T - x8Y

in Consumer Behavior,” Journal o Consumer
Psychology, 1 (3), pp. 239-260.

Hetzel, Parick, and Veronique Arbert (1993), “Sales Area
Design and Fashion Phenomena: A Semiotic
Approach,” European Advances in Consumer
Research, 1, pp. 522-533.

Hewitt, John P. (1994), Seff and Society: A Symbolic
Interactionist Social Psychology, 6th, ed., Allyn
and Bacon.

Hill, Ronald P., and Michael B. Mazis (1986), “Measuring
Emotional Responses to Advertising,” Advances
in Consumer Research, 13, pp. 164-169.

Hirschman, Elizabeth C. (1986), “The Creation of
Product Symbolism,” Advances in Consumer
Research, 13, pp. 327-331.

Holbrook, Morris B. (1994), “Age, Sex and Attitude
toward the Past as Predictors of Consumers'
Asthetic Tastes for Cultural Products,” Journal
o Marketing Hesearch, 31, August, pp. 412-422.

(1978), “Beyond Attitude Structure:
Toward the Informational Determinants of
Attitude,” Journal of Marketing Research, 15,
November, pp. 546-556.

Holman, Rebecca H (1981), “Clothing as Communication:
An Empirical Investigation,” Advances in Con-
sumer Research, 7, pp. 372-371.

Holt, Douglas B. (19%), “How Consumers Consume : A
Typology of Consumption Practices,” Avances
in Consumer Research, 22, June, pp. 1-16.

(1992), “Examining the Descriptive
Value of ‘Ritual’ in Consumer Behavior : A
View from the Field” Advances in Consumer
Research, 19, pp. 213-218,

Homer, Pamela M. and Sun-Gil Yoon (1992), “Message
Framing and the Interrelationships Among
Ad-Based Feelings, Affect and Cognition,”
Journal of Advertising, 21, March, pp. 19-33.

and Lynn R. Kahle (1988), “A Structural

HABAIT 297 H12 20004 28



Equation Test of the Value-Aftitude- Behavior
Hierarchy,” Journal of Social Psychology, 54 (4),
pp. 633-646.

Hutchinson, J. Wesley, and Mike Zenor (1986), “Product
Familarity and the Strengths of Brand-Attribute
Associations: A Signal Detection Theory
Approach,” Advances in Consumer Research,
13, pp. 450-453.

Hyatt, Eva M. (1992), “Consumer Stereotypying @ The
Cognitive Bases of the Social Symbolism of
Products,” Advances in Consumer Research, 19,
0. 299-303.

Kaiser, Susan, Richard H Nagasawa, and Sandra S.
Hutton (1995), “Construction of an SI Theory of
Fashion : Part 1, Ambivalence and Change, Part
2, From Discovery to Formalization,” Clothing
and Textiles Research Journal, 13 (3), pp.
172-183, 13 (4), pp. 234-244.

Kent, Robert J. and Chris T. Allen (1994), “Competitive
Interference Effects in Consumer Memory for
Advertising : The Role of Brand Familiarity,”
Journal of Marketing, 58, June, pp. 97-105.

Kim, Chung Koo and Jay Young Chung (1997), “Brand
Popularity, Country Image and Market Share:
An Empirical Study,” Journal o Intermational
Business Studies, 2nd Quarter, pp. 361-386.

Kim, J. and J. S. Lim (1989), “The Dimensionality and
Measurement of Familarity Construct,” AMA
Educators’ Proceedings, 55, pp. 191-194.

Kleine, Robert E. 1M, and Jerome B Kernan (1991),
“Contextual Influences on the Meanings Ascribed
to Ordinary Consumption Object,” Journal o
Consumer Research, 18, December, pp. 311-324.

Lambert, Zarrel V. (1970), “Product Perception: An
Important Variable in Price Strategy,” Journal
o Marketing, 34, October, pp. 68-76.

Lee, Dong Hwan (1990), “Symbolic Interactionism: Some
Implications for Consumer Self-Concept and

ZHEAT 5293 M12 20004 2%

gy, SE/ARNSY, YEWMRYL SRAEYS Yol Tt 9T

Product Symbolism Research,” Advances in
Consumer Research, 17, pp. 386-393.

Leigh, James H. and Terrance G. Gabel (1992), “Symbolic
Interactioism : Its Effects on Consumer Behavior
and Implications for Marketing Strategy,”
Journal of Consumer Marketing, 9, Winter, pp.
21-38.

Machleit, Karen A. and Arti Sahni (1992), “The Impact
of Measurement Context on the Relationship
between Attitude toward the Ad and Brand
Attitude for Familiarity Brands,” Advances in
Consumer Research, 19, pp. 279-283.

Chris T. Allen, and Thomas ]. Madden
(1993), “The Mature Brand and Brand Interest :
An Altemnative Consequence of Ad-Evoked
Affect,” Journal of Marketing, 57, October, pp.
72-82.

Maclnnis, Deborah and Bemard Jaworsky (1989),
“Information Processing from Advertisements:
Toward an Integrative- Framework,” Journal o
Marketing, 53, October, pp. 1-23.

and C. Whan Park (1991), “The
Differential Role of Characteristics of Music on
High and Low Involverment Consumers’
Processing Ads,” Journal of Consumer Research,
18, pp. 161-173.

MacKenzie, Scott B. (1986), “ The Role of Attention in
Mediating the Effect of Advertising on
Attribute Importance,” Jourmal o Consumer
Research, 13, pp. 174-1%.

, and George E. Belch (1986),

“The Role of Advertising Toward the Ad as a

Mediator of Advertising Effectiveness: A Test of

Competing Explanations,” Journal of Marketing

Research, 23, May, pp. 130-143.

Virginia Marie (1991), “Cross-Cultural

Symbolism of Color,” United States International

University, Ph.D. dissertation thesis.

Marable,

317



A - =g

McCracken, Grant (1988), “Culture and Consumption: A
Theoretical Account of the Structure and
Movement of the Cultural Meaning of Consumer
Goods,” Journal o Consumer Research, 13,
June, pp. 71-84.

David Glen and Claus Buhl (1992), “A

Meaning-based of Advertising Experiences,”

Journal of Consumer Research, 19, December,

pp. 317-338.

Midgley, David F. (1983), “Patterns of Interpersonal
Information Seeking for the Purchase of a Sym-
bolic Product,” Journal of Marketing Research,
20, February, pp. 74-83.

Mitchell, Andrew A. and Jerry C. Olson (1981), “Are
Product Attribute Beliefs the Only Mediator of
Advertising Effects on Brand Attribute?
Journal of Marketing Research, 18, pp. 318-332.

and ]. Wesley Hutchinson (1983),
“The Effects of Ad Affect on Advertising
Effectiveness,” Advanices in Consumer Research,
10, pp. 526-531.

Mowen, John C. (19%), Consumer Behavior, 4th,
Englewood Cliffs, NJ: Prentice-Hall.

Oliver, Richard L. (1993), “Cognitive, Affective, and
Attribute Bases of the Satisfaction Response,”
Joumal of Consumer Research, 2, December,
pp. 418-430.

Pandya, Anil and A. Venkatesh (1992), “Symbolic
Commumication among Consumers in  Self-
Consumption and Gift Giving : A Semiotic
Approach,” Advances in Consumer Research, 19,
pp. 147-154.

Park, C. Whan, Sandra Milberg, and Robert Lawson
(1991), “Evaluation of Brand Extensions: The
Role of Product Feature Similarity and Brand
Concept  Consistency,” Journal o Consumer
Research, 18, September, pp. 185-193,

and V. Parker Lessig (1981), ‘Familiarity

Mick,

318

and Its Impact on Consumer Decision Biases
and Heuristics,” Journal of Consumer Research,
8, September, pp. 223-230.

Pechmann, C. and Ratneshwar, S. (1994), “The Effects
of Anti-Smoking and Cigarette Advertising on
Young Adolescents’ Perceptions of Peers who
Smoke,” Journal of Consumer Research, 21, pp.
236-251.

Peter, J. Paul and Jerry C. Olson (1990), Consumer
Behmior and Marketing Strategy, Richard D.
Irwin, Inc.

Phelps, J. and E. Thorson (1991), “Brand Familiarity and

Product Involvement Effect on the Attitude

toward an Ad-Brand Atittude Relationship,”

Advances in Consumer Research, 18, pp. 202-209.

Richard W. (1997), “Hacks, Flacks, and

Counter-Attacks: Cigarette Advertising, Spon-

sored Research, and Controversies,” Journd o

Social Issues, 53 (1), pp. 53-74.

Price, Linda L., Eric J. Amould, and Patrick Tiemney
(19%5), “Going to Extreme: Managing Service
Encounters and Assessing Provider Perfor-
mance,” Journal of Marketing, 3, April, pp.
8-97.

Puto, C. P. and Wells W. (1984), “Informational and
Transformational Advertising: The Differential
Effects of Time,” Advances
Research, 11, pp. 638-643.

Rook, Dennis W. (1984), “Ritual Behavior and Consumer
Symbolism,” Advances in Consumer Research,
11, pp. 279-284.

Schouten, John W. (1991), “Selves in Transition :
Symbolic Consumption in Personal Rites of
Passage and Identity Reconstruction,” Journal of
Consumer Research, 17, March, pp. 412-425.

Shavitt, S, T. M. Lowery, and S. Han (1992), “Attitude
Functions in Advertising: The Interactive Role
of Products and Self-Monitoring,” Journd o

Pollay,

in Consumer

HAYAT H29A M2 20001 29



Consumer Psychology, 1 (4), pp. 337-34,

, Timotht C. Brock (1986), “Self-Relevant
Responses in Commercial Persuation: Field and
Experimental Tests,” Advertising and Consumer
Psychology, 3, pp. 149-171.

Sherry, John F. Jr. (1986), “The Cultural Perspective in
Consumer Research,” Advances in Consumer
Research, 13, pp. 573-575.

Sirgy, M. Joseph (1981), “Product Familarity: Critical
Comments on Selected Studies and Theoretical
Extensions,” Advances in Consumer Research,
8, pp. 156-160.

Srul, T. K (1987), “Memory, Mood and Consumer
Judgement,” Advances in Consumer Research,
14, pp. 404-407.

Stafford, J. E. and B. M. Enis (1969), “The Price-
Quality Relationship: An Extension,” Journal of
Marketing Research, 6, pp. 169-190.

Stayman, D. M. and Aaker, D. A (1988), “Are All the
Effects of Ad-Induced Feelings Mediated by
Ad? " Journdl o Consumer Research, 15, pp.
368-373.

Stewart, David W. (1992), “Speculations on the Future of
Advertising Research,” Journal of Advertising,
21, September, pp. 1-17.

Turco, D. M. (1984), “The Effects of Sport Sponsorship
on Consumer Decision-Making,” Sport Marke-
ting Quarterly, 3 (1), pp. 14-20.

Valenzi E. and L. Eldridge (1975), “Effect of Price
Information, Composition Differences, Expertise
and Rating Scales on Product Quality Rating,”
Proceedings o the 8lst Annual Cormwention of
the American Psychological Association, 8, pp
829-830.

Wright, Newell D,, C. B. Clatborne, and M. Joseph Sirgy
(1992), “The Effects of Product Symbolism on
Consumer Self-Concept,” Advances in Consumer
Research, 19, pp. 311-318.

YT R29A M1 20004 2%

BOENYY, SE/AEUSY, AEYIHRALY AN WA BB A7

Zaichkowsky, Judith Lynne (1985), “Familiarity: Product
Use, Involvement or Expertise?,” Advances in
Consumer Research, 13, pp. 296-29.

Zajone, R. B, (1980), “Feeling and Thinking: Preferences
need no inferences,” American Psychologist, 35,
pp. 151-175.

Zikmund, William G, Donald Sciglimpaglia, William J.
Lundstrom, and Ronald G. Cowell (1984), “The
Effects of Gender and Product Stereotyping on
Conformity Judgements: An Experiment,” Ad-
vances in Consumer Research, 11, pp. 265-269.

Zinkhan, George M. and Jaec W. Hong (1991), “Self
Concept and Advertising Effectivenesss A
Conceptual Model of Congruency, Conspi-
cuousness, and Response Mode,” Advances in
Consumer Research, 18, pp. 348-354.

and Aydin Muderrisoglu  (1984),
“Involvement, Familiarity, Cognitive Differentia~
tion, and Advertising Recall A Test of
Convergent and Discriminant Validity,” Advances
in Consumer Research, 12, pp. 256-251.

319



PR - =N

An Investigation into Advertising Presentation Styles,
Product/Brand Familiarity, Product Evaluational
Characteristics, and Product Symbolism

Jayeoul Koo* - Bongjin Cho**

Abstract

This study seeks to identify and empirically evaluate the determinants of product
symbolism. A conceptual model is developed in which four constructs, that is, product/brand
familiarity, product evaluational characteristics, advertising presentation styles, and product
symbolism are postulated to influence product symbolism. A survey was conducted using a
questionnaire, in which the author sampled 800 students from junior and senior high school
and college. The items selected for empirical analysis were sports products.

The results of the overall model analysis are as follows: x>=218.312 with 18 degrees of
freedom, p-value=.00, GFI=.971, NFI=.962, and RMR=.0337. The results of the overall
model analysis represented a good fit. The findings can be summarized as follows: First,
advertising presentation styles have a significant direct effect on product symbolism.
Product evaluational characteristics among the four constructs had the most significant direct
effect on product symbolism. Second, advertising presentation styles have a significant direct
effect on product/brand familiarity and product evaluational characteristics. Advertising
presentation styles have a positively significant indirect effect on product symbolism through
product/brand familiarity and product evaluational characteristics. Third, only product
evaluational characteristics between product/brand familiarity and product evaluational
characteristics have a positively significant direct effect on product symbolism. Brand
familiarity have a positively significant direct effect on product evaluational characteristics.
The limitations of this study are as follows: First, Moderating variables(age, sex, etc.) were
not considered in this research. Second, this study didn’t include a second-order
confirmatory factor analysis for divided factors.
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