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2549 HEg e fEde T W 28
2 o] 197 FYAolE A4S ¢ 5 Ao
gl nARAGY ;

2.1 7|1 = DHEAMES

B Sof 22 Bl o} Anjate] AFyE e ezt
£ 9 A7 BAAC st FdEd(Fournier,
1998: 4441 9, 2004). olel g Au|Akst Hal
o BAE F3Ao EXNS 71z
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=
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A% 0% Fadt. vz B AN FA
717] 18] 71ge AFAL FARA AT 3
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BFd
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A= e YA HACRHL
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olg g 71l fﬂ'a}oﬁ ‘3}% 714
Z uzE2y FELS 24 5 9
Ingram, 1991). 7|9je] nAA ek Azt 3 A&
I e R stog aHRY] 8FE oldjelEE of1
N F= &5 FIANES o] Wi AvAket
o] #A F4o] AA~HA 4 Bh(Kelley and
Hoffman, 1997). %3¢t 28|z} 474 3714
o] Ik FAT Mu|~AAE AEdThE <
Ae g o RN WAFE Z¥shE] 3 Au]
2|9 S A W A= ol g 7199
JA 2 Azie] xgo g AvjAE AA
o8 O& & 7 E AlFete 719 WAE AE
st Ag ¥ =7 AlnsEw 71g-Alotd A S 2

H(Hoffman and
ko

F4ol
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LAA G

o)

g & & Aolg. 23 EE vad 22 7S
=2 g5

H1-2: 7199 aAXE 34 3 A= 719-#
ofAdZe] FHAQ FEFE & Alolrt.

[¢) :T.
AL M2 AL IEFE= ARY o 1?51 T
AL g5ate Zlo] 7199 o] Yo Bo] 7]ofg
. 2SR % BAE A% 71 dwAel deko
2 7E 7%401] ﬂ%o}@ = XIoﬂ% gy Z®
tt. 2EE T®

ol xofel 7
X odHS LddlloocEo=

2v|7ske]

].1.7‘10

549 ARYAIAE Bl fr
BAE FIA713 H ol 2ulAst 47150l A
Pt} 719 ol9fd] slefekzr] 2ol

azolgta ettt Dowling and
Uncles(1997 AH|RY] FAEol| ZA T A
Fohg fEeb] Aate] Agehe Avzdn B9
o8l 719 e QA AFI AH 2 olsle] Wy
o AMAMAE A& T 4+ A 749
o olgelx A, NFAgoR dug Fol 7
WSS Folu HAE =Qve ddE ggst o
T-E9] itH(Ehrenberg et al., 1990: Sharp and
Sharp, 1997; Wagner et al., 2009; Uncles et
al., 2003).

Gwinner, Gremler and Bitner(1998) ¢} O'Brien
and Jones(1995) & 249 T2 AA 4 &
84, olgalde) B, A2 484,

A4,

Ao 570 FAHLeAE FAH oz 69
o

ot BAuAE Agos AgE 3
Zade pHRdAE 3429 &
i, 71lAlE 77“1,} 7<1—7];§|o ;&7:”

]

Z‘T}E}(McMﬂlan and Chavis, 1986).

2B A A FA Aol A 1
A¢aes ATFoan 2AAL AH 2~
715 ol st 7|Ee] AT PAMA BAE
& 4 AUH(Griffin and Lowenstein, 2002).
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S A ARA o R AEdnt, AE| 2 7]9E9
RS TS pHat RS Fats P9
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A2 v " o] At EE FAH A 9] An|A}
| 232 Fol A7t P gt F5H
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79 985 s} (Chaudhuri et al., 2001). &
WA Aol 2480 e A4S oo 949
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NG AN 2486 TAARORH AAe]
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Ao zke] T gtk

A% ooz WA 4 Yk HE Bl
438 F28 BAZ AZEL ool B3l Park

"H 2o FHeLE F 7
-Ato}1 4 (connection) 2
E%E ?ﬂ“ prominence)©| 17;4\"]‘4 Hilc-

E%E }04 Z} % RAC o}ﬂﬂr AAlo]
X5 H & e Aot Bal= &R
A} #dE Mgo A Hol

(depth) ¢} Z(breadth)< 9rjsly &4 Hailc

rutru

112

2h)
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Ql O]‘/} o] Al e = F4% 1 $ItH(Chaplin et
. 2007; Keller 1993; #3l& € 2005). &H]
Z}% HPAEE Aote] dFEor E7F
ofs} FAA AALE ztm BAEge] FIHE
ZyetA Eoh(Park et al.
T= ‘jﬂq‘:"ﬁﬂﬂﬁéé 2l 2l
Aol 2 Asta, Bl E-ztoldd
off 2ol o] FaFE w2

H5: BA=-Zoldde Bz 3449
g = Aot
2.5 Mu|ASS| e = 50}

Mu| 2- A A el AMu] 2o tgt 7gs o]
g3lmal ah= AH| A 8o wet 2k 4 3194
o o]g|gl ol 7|e] FLg o (B Y F
golg nAREE of7] A7) " (Zeithaml et
al., 1993). Mu|A%3 e AAA Au) 29 AA
A 22 FEET #A1A (relational) AH 2~ & 1L
ARENTI} =g Y uds e 274 2
Aol wom, NG FsAgor A FYY
o] A&7to] YA Y] 41 AjH o7 Muj s Azt

1 o

71 A A A

Q3 71 F4

02,
}ox

2,

fo

-

ofN

ko

:<I)L_,‘
N
2

g 82

rulo AL
=l

I

Fastel A4
D REEERCE T
Acle} g 4 Ak BAA Aulae dus

BaAE2 Bot] wAMAE F4, 1A, A3t

| 2%

ogd
]
o
i

%2
¢
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HElABHE ofstel ¥ Az 67 7Y o

Zlo] golstr] wito TP -7t Aol 719~
AotdAdut} FfA o ® 1 FIrt F Aol
AA A2 1 2Ag) don] Aujabrt
A3 71de] AN sk 7 B dee 2
otil Fotele ekl Asta A 2A|FAkeke]
FoAg-e v Azl vrdel wet AlH o=
‘%@5}% A E A9 An] 2ot (Zeithaml et
., 1993). o]of wpe} A= AH| A FAR] F
Aol BARLE A el 7| E A A =
ZMU% oA WA Pl HF s7I7F 2
7190l Agste FPSHE AMu|2gt vird R AH|
25 Brketa 71deHAl 2 Aolth. wabx AA
Mul e 7]9-Atold o] FHY-Aold AR B
W7ot Ao FoiA o g 1 F37t 2 Aot

rr

H6-1: 719)-Aolgide] Bl e-ztold A 4]
T A 9% wAH Aulx Bt A

o

Z_I
A4 Mu| 2ol B 2 Aot

H6-2: $99-2oli o] BAE-Aolel e o

i
rir
al
2,
kY
2,
o
(6]
Y
RO
2
>
=
[
i
O,

Il 5=

il st SAES FA6T
Al GFS A E HFRE 7|99 AL

A&dE2 Maignan and Ferrell(2001)¢] <
TE Faste] 7|9o] ol&FTEE o] ¥4
N , 71 ‘E"&, ALBAL )&
geoletr] &7F, 2A4(2007)9 AFolA AHEE
GEZ ol g3t A3 A A AgFddE F

Qg 1) d7=2d

HASAT H4a4A ®M12 20154 28
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o[ Kzl - 0|gtE -

o, ANETE B 7Idel& Ag] &9 3
N gz ST a1 FY 4 HAE
Kelley and Hoffman, (1997)¢ <48 Ed=
Hoh o a4 ot 1A &35 FEHA7]H
= 71e] aAnESEe] gy FA 9 AR
ZAA AoJsH | Donavan et al.(2004)9] 47
dAA 1270 45 F 3ME F=, FE8 V199
L IR | P ok I | P I )
2o gigk 71t ue o2 FASIGITh. n ) f-3 El
& uAe] A Ay Tl w9 Bt A
T Aol & 7HAH, "’7”4 o] & HE, AHg=9
2 7199 oldel diek ¥ Fro weh aA4s
ot #ste d9 (Wagner et al., 2009)2t
1 A9s Gwinner, Gremler and Bitner
1998)9} O'Brien and Jones(1995)7} A|Alg
ZHE Z2 a3 g3 5714 7R (AAE f84,
ol gaEe] tdd, AA 84, AEA, He
A)E FAst S8t FREE - Vo] Al

Fohe slgdl| tiek anjake] A7k A A717] 9
ato] 71l HRIStd WA, 5 HIuM 55 F
3t Apzle] Algahe deld] gk JHE A Ajo
Al Adahs P42 2474 golah (Palmatier
el al., 2007), A3AZ W74 (2005)] ATE
FRs] TR, w84 gAY 3 gEE
27&? o AR&-atith,

He-ApotdZdel FF2 nA= MR OUJrH

E—‘:— Forrester(2000)¢] A+& uige

o] Y5 Tl oA «]/\}7:‘72?7 =9 5
Ae B EAMY Ao vE 2
©°m™ Thomas and Velthouse(1990)$} Spreitzer
(1995)9] AFelA AHEH HEdEs &8std
‘Ek AN AT Bad 7| BE QT
o] A-&4°9 39 FEE FASA. AAE

1_‘

—

r*O rE
O
;

2 244 389

N

114

24

AL BA44H MAA foigte H“uﬂ
Gremler and Gwinenr(2000)2] d+E 2
At AL BeAe Macmtosh(2009)
o] A5 EE A 99 Aole] AA
Aol the A4 Hotet x*-%b— SRRy
71% F2 U, 2ERE WA W
& 4N FAFES AT 1A %
e AbeE FAY o] A (bond) ol o A3
o2 Fofsta ‘AHzte] £ FHdd 9
AEl 2 Al B, Y] FAdd tig #A
TALY] LAl tigh AAA A, B A
o] 474 =5 FABIIT
AH|Abe] Aold A& Aaker et al.(2004)<] A
dA Aol net AF AHEA L] 4 mE} A
T AR FUA | gk Q1A S vk g gAd
AAA A4 #A'RE 438k, Park et al.(2010)
o AolAA S B 45T F 3EFE FE35] A

¥

F

re r\o Jf N }ob

e

AAR A4, HHA fol, Ao dRgu Azt
s 2. Bl ojas ‘B4 Hail=el A
T FE5AE-S B3 ARAE Ha=E ARl 7t
= AR E A48k AAME fuld 24508 8
et Je 2 Folstar, o] 24 < $l8l Thomson
et al.(2005)¢] 107H AEYE T NE 2 2

=
s Aoe v, Asde 4, AL
A ARY, A, 71 2
O EERRS:

3.2 ARIZAL 4 B2 E4

3.2.1 AP ZAL

B 2] AR AA Avlzsk AE w2
el Agel Bd ATYE FA5] Aske] AR

ST M4 A1z 20154 28



MBS offiel ¥y Z2 o7 JlY U Beld DABAPNESS FMoz

ZAHE AAEIATE A s G aAFENE 3.2.2 X8 54

M nA4stE 71Ees dAH Au| =9 AdA A

H| A2 78 & & 9tk Dwyer and Schurr, 1987). B ARZANE 272582 Wl o, 1 5 263

£3] Dwyer and Schurr(1987)& #AA AMu| A HE 3gsiith. 2371 9 B AgE §

1A HAENETL =3, W8 A et o HOoE wdd 55EE A9, HFAH R 2085

m 22 AoAg o2 oy Ad&gto] AHM Gl E A AHgsisin

A0 71 MU =AM JA A7) 7ke] 8FE] oA

2 Aals T A dva gien P ol 3.3 AEY 2A 3 Q0124

FAQ1 7hele] 7t sofgolgtar sksieh. AA A

Hl e A-e AN e} v /a7 st2 3.3.1 844 2914

AR Fol7t Yom AnH|AEo| Y 7T

2 AT #HE ALY 245 gAsla FEE = Al AREE 7 AN g SR

o] ettt 9o HAEF=(WMEEdE)E B9 HEAT AFAES HES] dd gNE g

7 A ARl el nelgta sttt Sulel A e & Q1EAM 3} Cronbach’s aAlgel oa A4 A

olFH HAEF=AH gk AuAE ofaiel 2] & AAlETE 891 B4 AR B A4 Rl

2ol APAFoxete] A} fAlstelet Adkste] @ 4 50| YEd QSR Fo|A Hol 1

& TN L dojFdt H2EFES AHA £F leigen value) 1 oJF2 7IECE BT 11714

& TEshet 28572 St el aglo] 2E2E At WA A& HAF9
AMu| 2~ 79 AR o] Ak Zlo|A| dAdtelr] el 9gte] Cronbach’s agbe =& 27 81994

Dwyer and Schurr(1987)¢] 2 =E &-&3le] # 952 Atol9] gk HodFolt)
B2 Ay a9} AAAH Mu]xa FE

SAT ttest® ool AFAAL AFE (E 1) 3.3.2 HAH 298A

AN 2ol BAR Al sk ARA Al e

of BY BAROE Red ekt alelgat Al RAA 29RNE Bl wal waeys 3
EFCE s 49 TRIE IOR B 2 FHRAL O @8 SARCE A3d, 7 7

2
o] ARget7]ell A A= et Mol et ZHFEE0] 44 dhdE & et

(E 1) Me|A7E X2

-~

T gt Mean S.D. t
BA A #7597} 5.89 .99 0 61
A 2 AN A7} 2.11 .90 '
A2 A A7} 2.31 87 S0l
A2 A 457} 5.44 .98 '
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OIYAl - o[eks - 7t

o

=i W 804 (;ng\}) Cronbach’s agk
=g
CSRI 910 5 063
71999] Algld Ad e CSR2 933 ' 934
CSR3 1909 (7.113)
Co1 793 a3
AR EgE A 2 A3 C02 816 : 831
Lp1 808
Lp2 898
LAY L.P3 350 3.147 915
LP5 839
IB1 851
PR B2 859 1.234 819
EP1 836
ostelmE EP2 925 2.651 911
Bl 813
_ 12 782 3.498
zZ78 AeAe :
=7 e RI3 829 (14.447) 952
14 821
PC1 800
PC2 724 3.002
olA o7k
LA Froha PC3 657 (12.059) 883
PC4 614
uj 7Rl
ccl 802
719-tolel A o2 820 2.374 866
EC1 851
2] g-rfolel B2 857 2.689 942
BC1 775
BHl=-xjold A BC2 779 . 918
303 e (8.086)
TS
BAl 792
BA2 662
BA3 807
BA4 798
EEECE BAS 795 10.843 939
G 5T (37.391)
BA7 746
BAS 748
BA9 756

116

7404sto]

OO

T M44F H12 20154 2%




Melasgle offe] ¥4 Hz o7 vl U e N2

29l W C.R. Stand.ardized Cronbach’s « CO?St.n,lCt AVE
estimate reliability
e a9 | COL - 720
i, 02 11.887 831 0.833 0.899 0.749
CO3 11.881 823
IV CSR1 - 871
Bl CSR2 24.100 967 0.933 0.957 0.882
CSR3 21.336 887
B1 - 787
CLEE B2 12.180 981 0.818 0.892 0.735
IB3 10.355 581
LP1 - 782
LP2 15.146 867
Y 935 E) LP3 14.935 834 0.823 0.872 0.758
LP4 15.107 851
LP5 13.445 798
EIll - 886
EAE Ei2 22.264 .887
AEAE EI3 25.636 941 0.930 0.951 0.657
R4 24.129 918
PC1 - 514
. PC2 11.953 615
AAA Gz 03 TV = 0.712 0.796 0.651
PC4 13.463 781
cel - 726
71%}2}(’} co2 10.993 687 0.791 0.722 0.761
v CC3 11.524 623
2990 EC1 - 896
Az EC2 23.958 1906 0.927 0.958 0.882
EC3 21.127 871
ndEAo} BC1 - 1922
s BC2 24.634 1939 0.918 0.948 0.860
BC3 18.969 809
BA1 - 819
BA2 13.588 716
BA3 16.875 834
B BA4 17.336 849
of 2 BAS 17.397 851 0.936 0.947 0.694
BAG 16.763 830
BAS 14 547 752
BA9 15.606 791
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OIH - olekE - ZHAl

Fe WgEhs SREES Qohiy] Slalo]
A (confirmatory factor analysis:

CFA)E AAsHT. S4W 49 SMC(Squared
Multiple Correlations)gte] 71%xQl 0.4°]3}=

Ut IB3'9F PC12
XA(df=336) =

A7 Sgie AFE AxE
1353.095, p=.000, RMR= .022,

GFI= .922, AGFI= .903, CFI=.952, RMSEA
=048 = JE A%E 7170 grE Aoz

fiick 29499 gz 2
B

B 0.701%49] A=

3.4 RS Hy| 9l JEAS

MFE A8 TR 2P BAI 9
ate] AMOS 18.0< ©]8 '3]—9\114-. o ngol Ag
T2 B2X¥8 A3 AT AE 2

634.879, p=.000, RMR= .021, GFI= .936,
AGFI= 913, CFI= .972, RMSEA=0.026%
Ueh} Rgo] A¥ES Gusle T2RYL BA
ahedl Bge Ao yehd,

T Uehllen, FFEFE8 (AVE)S 0.6
odE Hlth Ea& RE 549 AR EAFCR) 3.4.1 71949l nABA Andest B=ofHe]
of 2E T A veht SR g HISEEA FAE
°of e Aom Addrt
(& DellA He vpeh 2o 7H15H 715714
(F 4) &l 201742
T X(df) GFI AGFI RMR CFI RMSEA
714 P>0.05 >0.90 >0.90 <0.05 >0.90 <0.05
. 1353.095(336)
=2 ’
24 =0.000 922 903 .022 952 .048
(Z by o
BA BC cC CO CSR EC EI EP IB LP PC
BA 1
BC 0.646 1
CcC 0.553 | 0.744 1
(6]0) 0.424 | 0.249 | 0.257 1
CSR 0.199 | 0.224 | 0.218 | 0.028 1
EC 0.448 | 0.722 | 0.733 | 0.273 | 0.135 1
El 0.470 | 0.222 | 0.353 | 0.482 | -0.154 | 0.399 1
EP 0.451 | 0.235 | 0.304 | 0.512 | -0.138 | 0.308 | 0.771 1
IB 0.435 | 0.351 | 0.364 | 0.295 | 0.206 | 0.302 | 0.317 | 0.291 1
LP 0.287 | 0.217 | 0.277 | 0.269 | 0.094 | 0.209 | 0.300 | 0.228 | 0.444 1
pPC 0.423 | 0.456 | 0.582 | 0.300 | -0.005| 0.658 | 0.622 | 0.503 | 0.294 | 0.296 1
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MulABE ofste] #4 Z2 01T JlY U BYY TAWABANTES Shoz
(% 6) 2g9 Mgz
T X (df) GFI AGFI RMR CFI RMSEA
7154 P>0.05 >0.90 >0.90 <0.05 >(0.90 <0.05
23 63§fg?g§§8) 936 913 021 972 0.026
o F &3 g A=AF & aARFEEH of  ZRae AAA {84, ol &g bk, A
JYHE A2E Aoty BT SAFCE folg 2 84, AEA, " 7 FAHALAR
Aoz UeEth 719 3 9 F wAWAE A dua st AHls fEE TEE 9
dEEI 719 9 F9Y Aol #A, 2= B34 (complexity) Z T4 (divergence) S 7|
ApotAdd BA, HAMTofF WAl g AR FOoE NHAAS FEs e @t (Zeithaml et
g -to] AR =3 FAF2E ERlski al. 1993). 1AW 8-S SH5p7] st 37
DAY S | G-Apotd At fold dFE S FHLAEE AXSIE e 1B o]2E 3
FA Fote Ao® Uest dauEs duty HE AAe] fdMe 39, diEdEd, dda 5
o8 FULENA FoAe Aol m A I o] BRI gFd FHol =2 FEolofof
AR 2HAEY] o] 8FEE Foled Ho o add & AFelA A= gojayt sjAE
Z8% q&E e o2 UegA W (Forrester,  FE9 A% 347 theldo] Ao os nE u
2000), ¥ AFeM e A4 dHHUET FHYE 2 FEolo nAU S E Y] AT I HYA
Aot Az Fogk diFe FA Rt Ztol #A] Xgk A 0w AtdEn
AP ATo) A Gwinner, Gremler and Bitner B} 9gg ol {5 Yo7 fstd d@AE F
(1998)¢+ O'Brien and Jones(1995)= 2¥E 475 ddoz AP AAeit. LHAE
(B 7) A7=gel Z2AF
T C.R. P#t
7199 Akl A A gE — 7]1f-Aletd A 2.920 .003
LA G A B A — 71]-Aetd 2.531 011
LAY — 7]¢-Aotd A 1.560 119
HEEE — 7]zl 2 3.792 o
AFAIHE — FHY-Ao}d A -1.081 .280
AL B5AE - FHL-AetdZ 2.208 027
HAA i — FHd-AotdZ 9.752 o
1=} A4 — BAl=-Aol AA 10.797 o
g Aol A2 — Bt Ao} A4 8.818
Bl=-zto} A2 — HA =3} 9.671 o
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OIHE - OfgkE - 24|

& Al Jl95e TA Sl g A1g
sk Aolekn Azs @3 99D 54
dolel et 71950l FAE FYTE SN 2

Ae) mad7] Agehe old
S

o
A
2 gglom A9 4Eg 499 JER A48T A

gHl 0.0008.2 5%FogTolr Fod Ao
gt AAZATE (F QA BiE AAY AuH| A~
1 T W&} 719/FAL-Aold AT B E-Alo}
A4 zte] FA | Folgt Aol & Holw| 7pde] 2|
=t &, ANAE Aul s §39 Afde 719

= UERst

ATt T ANAT} Al BAG Aol vl -AuA Qo] ofd) BA=-Ao} Ao o Egko
A4 098 werE QoA BT geel B o] BAA A zdAE E99-24 A2 oe)
e Auze B4 4 A4 dEoRA Y BAE-Ao} o] § ¥tk

QA PAs Gl ol AAR] MEAfE AR s 5.1 AT 2oje AAY
3]

ol ojugt Aol YetleAl 72 WA RY
TS YA (multi-group analysis) & ©] 831 FU QoA ez Bl sofate] #3 A= Y
At AA, & A7 AdH Au2dgd  gHoR Hillsdf e dlie ApAsE 41
T 719-AetdAe] ‘BAlle-Aotd A Bop o &l AFEA= AN o] FolA gith 59
2 AAE Hola, WAA AUl e T AMHl2: Bl #Ed o] dye s R
Y-Aotdd Aol ‘Bile-zlofdd o] HiHor o 8T AWz 544 BAlsojRe] Fo/do] A
23 5AE B Alw sty Au|afdd FEO AUACR o 2 F v 73 AHlaE
g 2ARIL FAA A1 71E Rl W AR 93] O w7] W o dAdA d4
g e WS veille 42AFE At (free)  He B oo osto] 2uAEe] B=A, P9
Rdz Astn AGrde A Aquzst A A FARE AL FA7IE Ao] BllcAdgks
A M| zo M BRAS gho]l §LT Aolehe A we A Wete] 2 gl oz HHl AH| A
S E RAS AR T CElAF) dgEE 5 Bz fsle dw gAE Hallsoaely 34
Attt 447 x2(df) =169.158(54), pgk= = AF vl HA AlEAA geths RS
(% 8) MulaRdol| ME #FsE A=A
} L A4 w2
T Standardized estimate Standardized estimate

719-Apotdd — BAT-xjoldAd .460 .650

FTAY-AIAE - HA=-AjoldA 531 .365
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(Forrester 2000),

ol

i

ox

4
X

1
T

ol

3%

s

Aelaagel 49

4

Park et

AA

o
=

Aotz

2 Hdco

w

i A= dEolzt

A 7AAel 23

BRSO Al &

718th 7199 &H|zp A8k

A i

Q-Aold A B

Z0]
o H

Az,

71170}

FEXE

2004).

A (Donavan et al.,
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OIHE - OfgkE - 24|

Qo) AEA E4olu Jafo] 9t Aoz oy7|E =t ke R Aula 7]9foly Hofdl] did A4
te 7199 ARl A geog kst 3 AL 7|9 WStk AH|» HllE9] Hills
o4l (Wagner et al., 2009), 708 el 9t oo J&& viXe 7Y aAB/AA 1L 52
DEZET 1A A o] U AF g whEe] 0 g o] Au|akorst AE WFd] weld o
g T AR B F Y 719 99 g3k Al melEofof gt o] & AelA] sHF
AHE A i) h(EH A AFUAIAE T w4l FFES FYG o B} gt W
3 A& 0w deja LHARA|EFY] Z|golghe o]  AH]A $HRA 1o 53E aABARN 1S ES
A E Zbeke ek vk mek ofejdt A AR AEste SR 13 87t vt ol¢h #
2 B9 9939 Aold A Adete AL F Halo] B AFo|A AL&E Mu| aRold g 7| E
o] /MEHor HAdsle FA (empathy)E A+ (Dwyer and Schurr, 1987)& #aste 7}
Ho| Zlths A & & Aok AAAM nAE A AFAA BAF, A AH 29 Foig o
o] AR HsAEo R AH|2e] HYEAS F9| 2EFERZ A7 st oy 5 ATl =
I HRIA Fie Eole M H2ol FAEES By thekd AHs QJHE e R AFE Favt
A TS A3 T2 82lo] & & gir) Atk 7t Auj el 2 EA9) Apolzt EAsly] o

At HalE A E wolm HAtozo] g4 Eo 5 Auxad] F49 uf a0 FF3 G
HEE 37| f8lA 7I9ES 7IEH e s ARrYA SQEE Ao qYstdol & Aot} Hg
ol M B HFS Fu HAE QX9 Hal g5 dApdeke A WS sk A
= A% At wggitt, - e AP A Aol npgralet Aog Helth 7| o () A
AT g FAo| T8 v o] & 28t 4 WA G5 AR S, A& A7 A, anat
HARQ aARA TS Folehe FAAQ At wet BgFd At ol wepA A 2l
o] a7H olF B3l AlFEA=NT PHH, B E& FAHCR ALl At Hoh A A
A 74ge Helg Eo aA-BA=HAE P45t olu WIS JF8IES AHE F A<
71 8 wE8& Ao gfof ofn] uABAGFY  SHAAM A7} hsetele Zldgt) Ee ez
g5 7199 AAAQA w83 I T4 1A Q8 olg} 2l RupdoA] o] Fofx] = AN
A QTHAQL St =go] FAd o]Fojd 2o Hiax] FAlA ATt o]Fo] AF gloz
w 2= ok uA 3te] FEA JHAE Eoln vs J|dEn
s el s zto] YHEYE AS € 5 Aot
5.2 oi7e| 3P & B AT L

EATE o8 AR W HER B2 F g6y eza00n), Avzsdsde §gagel
7] AR S 7R 7190 7SI FHES #4328 A7 Mu|AZASE x|, 8(4).
Aol A AAste DA BAA 1EES DA T3t 185-218.
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Agkn] AAS, o]F35(2009), “FrEAA Wt A}
Private Label A&} AzA A thar A= A
ojsylE Aol #A A4 FEAT, 147(2),
67-90.

AdE, ol &7, AUR(2005), Bal=czte] Ax e}
A" AH|REAT 16(3), 45-65.
gal, @A, uheol(2004), "B E AJZo] Hal =zt

o vA= & AFUE EYT] w2 2ol H]
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15-34.
AR, 87 (2005), AT CRM 371} )
Avielol] et AZAT” AAEAT, 34(2),
423*444

£(2000), "AMHI2719e] ol e THY
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Service Brand Attachment Path: Focused on Company and
Employee’s Relationship-Enhancing Activities
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Abstract

Although various research on brand attachment have been conducted, existing studies only
focus on identifying independent and dependent variables of product brand attachment(Belk,
1985: Richins, 1994). This research investigates service brand attachment due to the rise in
importance of emotional aspects within service brand attachment, compared to product brand
attachment. Furthermore this study focuses on the process of how the Customer Relationship
Enhancing Activities affects the brand attachment. Two explanatory variables are posed because
Customer Relationship Enhancing Activities are conducted by corporations and employees.
Specifically, this study anticipates that two subjects such as corporations and employees can
influence each self connection. The positive effects of corporation—self connection and employee-
self connection transfer to brand-self connection which leads to brand attachment.

By employing the empirical analysis, this study found that the higher the corporation led
Customer Relationship Enhancing Activities, the higher the corporation-self connection was.
Also, the higher the employee led Customer Relationship Enhancing Activities, the higher the
employee—self connection was. The higher corporation-self connection and employee-self connection
were, the higher brand-self connection was. The higher the brand-self connection was, the
higher brand attachment became. These results show that Customer Relationship Enhancing
Activities conducted by corporations and employees influence brand attachment.

Theoretically, this study contributes to the literature on brand attachment by providing the

Customer Relationship Enhancing Activities based explanation as a process in service brand
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attachment. This study also offers managerial implications for marketers that the awareness of
subject of Customer Relationship Enhancing Activities is key to successful marketing.

To put additional discussion, ‘good consumption’ is recently giving a significant impact on
consumers’ purchasing decisions. Now, consumers are interested in which enterprises are more
faithful to the welfare of society and committed to social responsibility. In addition to this, we
now know that the sincere consciousness for the environment enterprises has become the
paradigm of consumption. Through the results of this study, we can see that social activities
and the ethics of corporations can definitely influence consumer behavior. Another implication
is suggested is that each corporation’s fulfillment of their social responsibility could be essential
to corporate sustainability and their survival itself, as opposed to those that society restoration
corporations perform.

GE has shown that for a long time, a commitment to environmental campaigns has a positive
impact in corporate profits. In favor of customers, they feel that they participate and contribute
to the social welfare and public consumption just by purchasing the corporate’s products.

In fact, service needs specific action strategies such as Customer Relationship Enhancing
Activities, because it is a kind of an experiential trait and process quality which are much more
critical. In order to enhance their brand value and ensure that the companies have formed a
brand attachment, corporations have made efforts to put a lot emphasis on communications
strategies to strengthen brand associations and brand awareness.

Through this, service company should try to make a customer-brand relationship and improve
the customer relationship activities simultaneously both by corporate policies and by employees’
responses to customers at the consumer contact point.

In future research, a wider variety of services will have to be studied, each service category
having its own characteristics. So we should consider the appropriate influence factors when
applying particular service categories into research. In addition to this, it is desirable that we
should perform research while limiting more definite research scope. Customer related activities
may vary depending on service business type, time, or place in which services are delivered.
Therefore, if we could consider the aforementioned factors, we could identify more practical and

exact influence factors.

Key words: Brand attachment, Self connection, Service brand
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