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2.2.2 734 vy (Emotional manners) 2.2.3 BA(A3])A o (Political manners)
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T AFsty A g WAV oidet f deE wethe A dig ARElA olsjdA
ol ko] #AXNY =47 Ao et e 4% g ZAeltt. Pringle and Gordon(2001)e 23}
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THE A del719 AbAR o] vl A e 7|99 Bt disjAe FA4 whe
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H[ A9} of Z0ke] TRl H ofo]E Wil ol gt} aEla 7|9 2 7]‘”'?”"44 FAE
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2= (Customer Satisfaction) ¥}

AR

Bl =]y (Brand manners)
Aol uAe Fuf g 4HAA gk
TR FFAR HUHE oulety, dyAo R
uAe S35 FEAT)e F=o Uig uAe 7]
et AlF AHelA] dAdsiA He 92, BYAga
= ofdrh(elfA - o]F", 2010: Oliver, 1981).
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TE M 2o F4I &3 355 5] Wi
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A2 WAL AR BUA] H 7|de &
H]Z}} 2E7Eg e AbdAe® ZRA A Q)

Aol BeH o Agsto]
2919

Bk golehso] AlFA< e
AFsA ¥ AUh(Oliver, 1981). ¥, HA=
fus BAE ARGl gk AghAQl wEe] P
g ZAste o] oid ARAY 24, & AFY
A3 e o} oA T& EFT A
Aol g aael W &) s o
7hithe A 3 el 7} gk

£ wAgrSel A2 o FodA AFE
AN 71viek AAH7tM e 2po] F, 7o-Ed
Aol gell ATt SHske Aol oAt 2|
A7b AlFe] o' SWelld 7S AAeHA sk



cojuiel AR FYHS)

(E 1) EAE oji4et ck2 7igS7te| H|n
Bi=ay Bz B soln]x| oA
(Brand manners) (Brand Personality) (Brand Image) (Customer satisfaction)

ZA 3 2H|7L Atolo] K| HEl=d| QIZFAQ] A 5ﬁ]k11“5“ﬂ4ﬂﬂ A o g AHAE
A T AhdeA %fgéP%E < Fqg 7o HAT | of gl HAs A v | o tig FAH|n FF
b | BE] S oA = o #AE QA B9 | 9= BT gigh Q14 | A IS vl (o]fA -
" | (Pringle and Gordon, | &3 (Aaker, 1997) (Keller, 1998) o4&, 2010; Oliver,

2001) 1981)

Z19(HAE)o] &M | &H|AZL HAE=] AZ | AMRY 4 Ee g | 2de Jue AF A
| oA A ke tig | 2 Al eR A 54 | F olsiBA BARAEC] Tt | AN B He ¥4,
o] | o] H=(Pringle and | (Aaker and Fournier, | A& 7199 AukAQl A7zt | BUAZu Ho|(o]fA) -

7 | Gordon, 2001) 1995) (Dobni and Zinkhan, 1990 | A&, 2010: Oliver,
Barich and Kotler, 1991) | 1981)
of digt 7luiete] dx] e BEUA H=E S 2 (ideal) d3ste] 2|l =5 Fol A=EHM, o
o= Aol whd HIlE vjus ARap) Axg of gt =32 1247|t(customer expectation),
Hekgk 2pedo] opd AR = 719 AN & A" FH(perceived quality), AA4E 7|
H b Al Zxg A e 2R A 7|hE 3 (perceived value), IAEH, IHFHEE &3
gatAl gk Al disl] auAE wl= 71ge] o o] FoiziTt, ‘471"1-"/] Zldle 40| AAst= 7|
& o|ge] FrE SAgTe HolA zfeolHo] 3l FEoln I g l gk AukAel g =S
o &, AT 719 Ale] Azt AN SHE =Hst= Aeolth. d B2ds mjyes oA"Y
duh FEQ R A ol gt e=AE S48k Aol 4p¢} = ﬂ“)’ﬂr@ ek oplg} 771 59
o SS9 234 Ao FEAE Bds AR SHAA 719 2 ald HAH=T) AA
y el nAREEL Afo]lE Holu Slk. 4A Ax gk op&] o|PH LS SA Tt wEhA HAlE o
o] nARE L FAHo|1 FHAY HtE = Ue FA4 vy (Eds, Bls 5YUA, RE,
gate Jdelty, aATRE Ao S AeRA A4 §), H8E iy (HEALY HE, W &+
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Development of dimensions and measurement items
of Brand manners

Eun a Heo* - Chung koo Kim**

Abstract

When you approach people or organizations with courteous manners, you can leave good
impressions. Once they have impressive impressions of you, they are likely to invite you again
and respect you more. manners can be measured by behaviors that are respected social
usage. When people show consistent behaviors and fulfill their promises, they are evaluated
as ‘well-mannersed’.

This idea can be applied to brands however previous studies only mentioned about it without
providing any clear definition. Therefore development of systematic measurements of brand
manners is necessary. The concept of Brand Personality has contributed to the working level
business as well as academic filed after the development of systematic measurements of it. I
expect, like Brand Personality, Brand manners will make a great contribute not only to the
business world but also the academic world when the systematic measurements of it are
developed.

The purpose of this study is to develop reliable measurements by giving a systematic definition
to the concept of Brand manners as well as to analyze the dimensions of it. In this study, I
defined Brand manners as to fulfill promises like manners in human relations. I analyzed the
dimensions of Brand manners and I developed measurement items based on the ground of
Gilbert(1979)’s paradigm for developing measures which has been referred in many processes
of developing important concepts such as Brand Personality. I defined the concept academically
based on theories of Marketing and Brands by Kotler(2008), Keller(2008), Pringle and Gordon

(2001). The empirical analysis shows that the measurement items are consist of thirty three

* YERAGO Service Consultants, Inc
** Sung Kyun Kwan University

AAST H39 MEE 20104 102 1323



variables and those variables are classified into ten factors. Ultimately those ten factors are
classified into four manners dimensions - rational manners based on superior quality and
skills, the emotional manners based on outstanding service and design, and the spiritual
(symbolic) manners base do respectable business culture and philosophy, and political
(social) manners.

I also discovered that the current service manners educations that are given to employees
in various companies should be approached as brand management dimension.

Key words: Brand manners, Brand Personality, Brand Image, Customer Satisfaction,

Service manners, Brand Management, Brand.
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