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ABSTRACT

The Roles of Brand Identification and

Salesperson Identification on Corporate Loyalty

- Focused on the Factors Affecting the Interaction -

Wan-Kyu Moon
Advised by Prof. Kim, Jong—-Ho Ph. D.
Department of Business Management,

Graduate School of Chosun University

As competition among nations and companies is deepening along with
globalization and technological evolution, a whole new era representing
not product competition but brand competition is coming. At this point,
rather than quality or function, a brand’s symbolic image or meaning
becomes an important reference for consumers’ choice. Therefore as a
intangible asset, a brand is becoming an issue of great importance.

In addition, as an importance of customer loyalty is growing due to
globalized intense competition in service industry, companies make a
change of investment policy from looking for a new customer to keeping
an existing one.

In the real world, many companies devote their best efforts to their

profit through not expanding new customers but maintaining or



strengthening relationship with old ones.

However, compared to importance of customer loyalty, a well organized
study about how to form this customer loyalty is not yet accomplished.
What process a customer goes through to make his/her ultimate
attitudinal and behavioral loyalty has not been systematically researched.

Therefore, in this research, the identification theory is used to explore

the variables that affect identification of brand and service providers,
while also examining the affects of brand identification and personal
identification of service providers on attitudinal and behavioral loyalty.
Results of this research showed that identification on brands recognized
by consumers had a positive affect through brand belief. It means that
the more consumers recognize that a brand places a value on consumers,
the more consumers construct identification on the brand. In addition,
belief of brands are found to be affected by brand’s reputation and
benefits. In other words, it can be said that consumers formulate
identification with brands by perception of positive characteristics of a
brand expressing one’'s self by connecting with the goal that the
consumer desires.
In addition, it was found that we-ness had a positive effect on personal
identification with service providers perceived by the consumer. Results
showed that commercial friendship, connectedness and relation term with
service providers perceived by consumers had positive effects on
establishing we—ness.

Brand identification and personal identification had positive effects on

_Vi_



attitudinal loyalty, while attitudinal loyalty had a positive influence on
behavioral loyalty. Thus, when consumers build up identification with a
brand or service providers, they evaluate company’s products or services
favorably, which results in loyalty to the company.

Based on the results of this research, the following theoretical
implications and managerial implications can be suggested.

Firstly, in the brand management, an importance of building up and
managing brand image can be stressed. as symbolic consuming is
increasing, a brand image affects a consuming behavior. Consumers form
attitudinal / behavioral loyalty toward a brand which gives a feel of
self-image identification. Therefore, in the view point of management,
because a gain of brand identification leads to the brand performance,
which i1s especially positive attitude to the brand, to some degree the
identification is built up should be checked first before forming a
strategy.

Secondly, this study expands the target of identification established by
consumers to company’s human resources, and it provides the theoretical
contribution in approaching identification between consumers and
companies by examining the relationship between loyalty and antecedents
that affect personal identification.

Under a service salesperson’s strong influence, to define one's self a
customer pursues an identification with a salesperson who gives a sense
of flesh and trust. That is, an identified customer has an obvious

common understanding connected with the salesperson’s conduction. The

= Vil -



identification makes a commitment into the relationship, a lead more
effort to put spontaneously, a feel more psychological attachment which
motivates a positive coordination, and more intimacy to a partner. This
shows that the improved level of trust can bring better performance of
customer share.
Thirdly, it was found that brand identification and personal identification
had affects on the attitudinal loyalty of consumers. It represents that
establishing consumer’s identification can have a major effect on relative
buying behavior. In particular, it was found that the consumer’s
formation of identification with service providers has an affect on
attitudinal loyalty, and it means that interactions between service
providers and consumers have to be managed so that consumers establish
identification with service providers by feeling a sense of unity and
psychological closeness with them.

These results help marketers and public enterprises managers to make
a right decision and suggest a strategy to improve a relationship with

customers.
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Ak Al Qe #F A, st zEpete] wA AT T BAl #
g 7E ATELR oY T AHA-HAE A9 o]EF BEUE wlHsyth

HA ATkl HEE Ealo] AFg7tAe BAs AL F49 AT
Aol AAMNEE =g B olvel A Bils F4E A9 259
A 9¥| (meaning)Yt 2 (context), 1231 YU A]A (temporality)el] st 7
dete] =2 AT 5 UA HJAHHinde 1995).

olelgh WA oAl sulA-BA= A FA|, #AS] A, A 79,
TAY G, AL JH T2 AAE AFEe] TASA HAUL

7€ HEEoo] AW olHT A OEES AHOE LH[A-HUAE
Al FFA ALe AASA ® A2 Fournier(1994, 1998)l o] & e]A]o]
=3
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(voluntary)- 74 A 4 (imposed), &4 4 (positive)- 4 4 (negative), &

a4y

)
(intense)- ¥4 (superficial), A% % (enduring)- &7] % (short-term), & %]
(public)-AH4 (private), & 2] 4 (formal) H]-&2 4 Z& A4 (informal, private),
) 2 (symmetric) - ¥ A 4 (asymmetric) 77FA & A A] &} ot

ole13t AFAIANE vlE o2 Fournier(1998)% AH|A-H A= #Ale] 53
A 2bhg AAleke] o] Hoko] AAAQ AFTMsAHE AU I &
HA-B = AA A 2 Fd83 AEHHQ s 7hssiA ske 2e B
= #A)3E 2 (brand relationship quality: BRQ)o] 2}l sFo] <3 2-1>0f 4]
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A8 XA -2 AN ST,

_11_



<E 2-1> AU A-BAHE fdAEZH

R QA -0 %A 41 HA 7 (intimacy)

(supportive/cognitive beliefs) 2= e #EA(brand partner quality)

ol .
Xg ;\1 ;51 /\]'ﬂ %}'Xg ;51 OH 21'_ /\]' ao'/ Exé (10V€/D388101’1)

(affective and socioemotive

attachment) Ao} A (self-connection)
g4 AA 2} % 9] (interdependence)
(behavioral ties) 9] (commitment)

Keller(2001)+= CBBE(customer-based brand equity) =22 F3] 2=
sk g Egtu| = Ao Auv|A-B A= #A(brand relationship)’} B#= -3
o] 7k AAslel 1A st low, o] wAe] o2 W o] Hu=e
Al Eo] vkl =714 ¥ F YA (dentification) 7t @ ThaL sholch B
gt AHZ-EAE #A 59 ZaEA P54 S X(behavioral loyalty),
B =4 of Z(attitudinal attachment), A7 UHE A% 7H(sense of community),

=4 Y (active engagement)d} #L AHB[A-BAE= #AA 5 7}

Moore(1993)+= 4
9379 & B E Yoz sto] His AHg 9y, 47 5
S AFstE T, o] AFeolA =7t E 7 HIEe] HAFT) ulg- Aol Al o

bt o9k #este] Moore(1993) & &H|A-B A= A7 £344¢ 29
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of 8-S Wi=tlal AT ol ¢k W HEte] Fournier (1998)9] A& =
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-
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52

Aol H1, A9 A4, B wn 5 et maA Fe o

Ao shek (728 2002).

1) A&/ 4 (love/passion)

SMAE BRlESke] BAE AHATIAL U

rir
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‘:l:"
7ol BolRth, BAEE AH$EA o 9 Fdsa, AeEH ¥

= =

sto 24 T & (separation anxiety)2 =7]A EHEd oA 7]FE] wrdl
Bal=o] M3wmels Fio] HiE sldeltt o]efdt Alge] 7L wErst

(warmth), #.9](affection)oll ] & # (passion), AF (infatuation), %52 <l 2
Z(obsessive dependency)7tA] thokstch. w2 ole]§ Algte] AL 1A
A ARES A7V % shal, SAES d=stal Folste A

J_fl__
of gk vl A& A ¥7|%E i (Fournier 1998).
2) Ao} o #(self-connection)

2 A7 BAEE AMSEE de 289 fANAREH dA TEa v
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A9 AeAF AN FAEe Fug @

F U= BH=E aE2YE “AdA v X (prototype matching)’E % &35}
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Zpol A Bil=o] Ao =AHF Hreference group)? 4% FE

3) A3 9] Z (interdependence)

do Tl il dA L] Eokl X F=2 HE

)
ro
)
(o,
to,
R
=

=
Holgom, @A 77bE(closeness)e SAst=d 7 3% HER A}

L5012 gri(Kelley 1983). 7¢17re] #3590 A=

rir
o
fols
_Qi
o
lo,
rE
ki
i

Fo g, 2 A 5ol H(Berscheid 5 1989). 7RIzt A -9

olshyl wFeR Hl & A AQ Bt Egte] WFEAYtR vjd o] A
Alg ol = A9 s ztE o] BRulEele] #AE A H oz FX o)
4) &% (commitment)
EYold & digte] g wWEA F HAl=e s dRH R FA
=

W oolHE WEH WY ol sl ApEe] AAH O

B BQett BEY SWs EaE Adelw, ABTAN na=

2
)
2,
=
ot
[0
)
b
o,

A% (binding)™ WA (pledging) & A& & o

o

i
X
il
N
IB
o,
do,
do,
b
i
i
o
=
rr
i
iR
flo
o
ot

BA= @AM e,

HASE A% AEH AS AAsE aHH BYAANE s pdg



4
PN
)
o}
1B
o
[-4[1
[
rir
i
iR
N,
A,
o,
)
e
i
iR
flo
Iz
£
[
o
o
e
r )
X
il
e
oR

:<|>L_'4
M
)

a1

) X1 7Z+H(intimacy)

P ghol gk Aurtol Al AAle] AMHSl ARE V7ol =AY o
Aolgl o (Altman and Taylor 1973), = 704 #AY ARE w53
a3l o] FfehE AL ZdtH(Clark and Reis 1988). whepA] AH| &= 743
AE @i FE 2= deiA Boh Fustd AAFERE RoFEY,
SHZFEL o3 Bill=ol dis] thE 2 By 513 dsitta =xv

(Fournier 1998).

2]

) 2= 3=y H(brand partner quality)

Bac stEV e dolgt Balme] Aol #Et HIEEA, (1) MRkl o
Bz FAAS AFA (2) BAEe] ArbAQD &AM, AEA Cd5

Ak o9 FHEL dvht F A7Esbe] @

F @7 @ BAET ARAR A2 AF & Aolgs U () R

r )
e
e,
o4
N
Sy
olf
o
0,
*
oS
)

I

=}
@

[S—
©
©
x
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3. BE= FAA9 Y

9 S (2001 sulRke] AfotolulA e} A= oW X7} dAshe Al

at

BAe ZAA(brand identification)&r B3 ¢t} AH|AEL A ZFo|r) A
H 28 Mg o2 thE& Al Al A2le xdshy 28 7h8-d ‘Zolt A

2] (sense of self-identification)’ & =714 Bt} 287 ujFo o}l &
=

i

Hlof

. O

= BdTd EAUAAE -y O 2

ofi
il

2ol 2002). wEkA] BAE FUAlel digh AF-oll A= Apolo] dig A3
AT7 AFAelegt & F itk

Apotelu] A (self-image) & AAlel]l s 2kl gle 79l Aol 74 o
FAZ Ao 4 drh(Rosenberg 1979). =, A4l w4, &4, 9=, 574,
A7 S gk Al Q1A el

Aporelu| A= gk AjQle] AAlel] ] ofFA AZshEA, Eele] AAE
| A7rsteA el ER1e] Botel dal Aol of®A gl
atel @@ Alzbell AAAM WS it Aololu A= Y] Lo gefl
Aokel gk A4 mi Aldel FgAeltt ol e Aotolul A= Fulel Az
] 3} 31

Apopolul x| ZL Apopolu| x|  ggtzt  @Fdste]  AE A A (French  and

o]

7]

BNe o,
Yy
to

ot

2
il
o,

A7l el ol &S v W HGraeff 1996).

Glascher 1971), &= 3% & (Greeno 1973), #Fi1 A ZHDomzal and
Kernan 1993; Markus 1977), #312] &34 (Hong and Zinkhan 1995), 7+

TAG 5 TSR okl M A AT T g R Afolou] x| 2}
dE AFEo] &uAe] Apololm| A A%, BA=ete] AXA FHolA
=t

(Heath and Scott 1998). F-#) % ©.2 xz}ololu|x]d] 3l 4= A7) &

_]N

ry

piz)

Il

32,

A B BHEY AL, e, olge AWsled x2He

_16_



B AFe} BA=A =7 olm ek Aol g8 A gl Aolol
A7} Qi QAsheipe] 2 T AnE nelFm gl Aot

VA= FUAYG BEste] FEE Lo AFAE Levy(1959)%, A

s
o

W S5 2 AE AT MR A} Y AL AdeE Qe

e @Ee] GFe AT F

-9,
T
2 H
24
]
o
o,
o,
)
ro
o
A
ki
ol
ol
o

Levy(1959)+= AuH|ALE] AFH BH=E A9E o
ob FARSE oulE 71K A ED BHEE AEstA "o sded, ol A9
SB[ ARl ZpAale] olm| | 9F fAFGE A

2 Aololulx] A7 o] Eolgta it Z

plaS
z
£
[
il
inj
r

tof

Az e
, AE 9 Bazo Jkx ndEA %

AAE AREAR ol AR AL Apololul A7} AA| T Ae v Rt

(Munson and Spivey 1981; Sirgy 1982).

(s

T vkl
Bst7] wtel 1 AEe ek SulAbs ofd AlFel digk ey of
" Ao e ry Apal ] Apotelul x| ep A AJehA] E=rhal A4S o=
O PR YE aA Fth ol AU AEL Ao Rololu x| e A7k

Britt(1966)= “Z&:B] A= Aol Aplell thek oju| A& A

BAE oWXE N BAEE AEAT D T,
)% A3kl Grubb and Grathwohl(1967)& telelu]x]i= sf<lel Al 7}

A9 AclolA A auAEEe FHouA AFE suletd Aael A

ololml x| & FAlela BEeH: S0 olrhil Brin FHe

O ARAES] AE W BA=EZ AHOoFAM ALREA HE o]FE

Bl 2uAEY AF D HAZE FF AololuAe] maARYL o}

_17_



st b Aol BEAAS Folvs

P
2
>~
>
s
it
flo
£
Ay
N
)
off
_0|L
=
e

PN
—__I_T
tHSwann, Stein—-Seroussi, and Giesler

e,
r )
o
2,
=
ot
do
-
il
N
N
A,
=3
30,

1992).

=4, ArE FASA Fohd AReolu ERtESAY FA A 237 v
wA gk 2AE Rdetd FF S/woly AFAAY
2tH(Swann, De la Rande and Hixon 1994). AW[AEL BA=Z F3d A}

2w, Aotoln Aot A ovlAF W A, F HA= B

aulAbEe Aale] oluAu} Apale] mighz olmAE ThE Alghel)

Aotg ceng sed oud g AEF L Bdssl FHowA

o)g9 F Atk Aolth e fuAES 2

r>
o
Y
g
o
=
k]
E
o
i

A

A avle] BAHAA B o, Afr(possession)® Alols ndsta €4
FTag 93he FestE Zlolw(Belk 1998), AH[AFEL o]t

thFet 7A S Ads 4 2 oh(Richins 1994). 183 Af9] 7}
2 %, afE B3 AAS Ed(self-expressive) 8t A1 G A] Apold 2|4
S oushe AeE B F UtHKim T 2005). & AeldAge AFE 4L B

o dldk &fre] 7FA(value of possession)Ql Ale]t.

_18_



71 o] 2l BRRIoAl Ay Aol kA "t o] miiEel AuA} ot
ol A& & whedstal xdEE 5 9L HEo FUAE =751 1 BH@E
£ AzetA " olyF uldA B A E ‘w7 B A4
(consumer-based brand equity)'e] & Folx ARz FFE (o] £

A, 2Had ol 2002).

AN

aulAEe Aol Aolelux e Ao RALE BS Asen, A
Al Aokelv| Ak BAL O AE HuFO RN AFsHE BA= T8
e BASE A4 S Hrh <1y 2-1>S BAS) Zopo]v] A o))

Mg A BAS AEE A HE B naFE oz gl

_19_



<Y 2-1> AoleluA-HAso|u A FrEAY BAE Hery 2

XIZ+& XHoro1a1 x| XiZt& gde o|aix

Hiu -

rx
Kt
rm
I0
[
In

UZE|] B2 2dHE

A9 @ Loudon, D. L. and A. J. Della Bita (1993), Consumer Behavior
Concept and Application, 4th. McGraw-Hill, International
Editions, 493.

Arotolu| A of K-ghopi= A Fol iyt s Imel] ik g AR A 2l kAt

Q! Festinger(1954)9] o] el 7[Hbslal Izt &M[AHELR Apololu| A&
A Askstr] fle) eHelr® A4S Aopolu|x[et fFALRE oW A& Zlal

flo
R
R
§u:2
32
)

U AEL MEslE Zow WEA Aold A o] B

Levy(1959)¢} Grubb and Grathwohl(1967)2] 9145 nlglo 2 o] %o 4
Hlzpe] zpololu| x| A4 Fape] gt thFF A7F AFFEE oyl
BHE FFEAE WEJ=d, Birdwell(1968)2 52 {FAFe] #lolo]
n| = ey Zpale] Aps kel ik QIA#HA AF-E F&, Aolelu| X7t T F
AAew dAfde] glom ALSAZER tE Aololw| Aot Aol
AE 7L vk A e W

Grubb and Hupp(1968)& 3+ A|%£¢] E4 Bal=9 Auv|AE

&

flo
offt
e,
=
£



S thE ANAERE FAHE Aot AE 1A Rolm, ZPRA= &
MAETE g old Aololv A E A Aol AL HAe T, o
HpAls EEjeh B

]_
FAEE O 2228 u$ g A4sD 9%a, 2 BASE &

r&
m[m
=
o
o
it
£
-
ot
il
o
o
o,
ot
=
=
[
lo,
>
off

F AGERE AR =3 Yok ATARE AN
Dolich(1969)¢= Aekelulxle] /e AA% Aholeln| s o2 Aholel
WAz pEed ol| AckelnAz} suate AFTAde] ¥ @We FFL
FeAol viste] AE shach. dPdAn, Anshe AFelvAE wAs
AFe v ne) Aoleln Aol Ttz Aol walzom, A4 Aole]u A
9 olgH AofelwA7} AF ABme WAL FFe o7} A gl
tha Fgsharh

@9 Ross(197D)% Dolich(1969)2] 9179 Tz Ax1% Aope]u =g} o

>

pA Aololul Ao 3 Aol AWML 1 AR AET R AF

O

Ne Fo AAH Aojolu sk o] 47 AotolrAs} AEe] Az 1
I AHA dEEel tenks A2 He R

Landon(1974)€ 98 A5 B AHsuA, Frjowe] F¢&
MAE e oA Aoht AAH Aol ofi @Ze] ofileh AFEolt Al
3 ped o 2ae] Puleime] glojd AAH Aojolu ek o] A

Aofolu o] old FWE ARt Fo ARasrr) Aw T

Pl

N

22
Ay

Sirgy(1982)+= Apoolw| x| e} | Foju| x| eko] A} Au|A}p A dol] w3k
Aol AAH Aopolu| x| /A Folu| x|, 2] o] FF  Apolo]u| x| /Aol
uAle] #AE FAR A3, SuAEE Aoleu x| ek AoV XS thEA

A AFe AP/ T esA A7) A Aoy 548 xddHe 28

_21_



= AUTh AE 'Ol AFmoIvIAZF AR AR A9y Fob wvhe e U

Hong and Zinkhan(1995)& Abs kel k¢ e #4& 11+ dA-q4
(conspicuous) &3 28X L v]d A A (inconspicuous) AlFLS g2
2 Zpold gzt Fag et #AA AdTE AT 182 dFE S5

of Bmal=9] 7] (brand memory)®] #Harx ol velt zpold Aol W

g TASHAlE KolAIvE HilE dorel ek Farete] ol x4
of et JEs v e FHIIAL
Graeff(1996) =¥ = 7= BU=E gites Bdl= oju|x| e} zlolo]w]

AT}, E3 Graeff(1997) 14 A78 B A AAH AL 3
7 0]

consumption)¥ & BANE=(E8]) Bl Sleixs AAA Aololu| x| et o] 4
# Apofolu| x| 7} & FIE Helu, FH 2 A (public consumption)
T BA=)e] Hrtd glolx = AA| A Apofolw] A Kt o]/4H zfoleln|
A et BAl= olm x| eke] AA o] B AetA vEbdE SEeth 13 A
F AFTY] B (slolvAld MEge]A)E o] §ote] AnRpe] Afolo]w|
Aok B oluX| 7} dAEFE Hal=d e W 9 Fujo st Hrt

Mehta(1999) 9 A] Apololu]x &} HU= olu|x|7te] A7} & A F

_22_



] WA G dolny] 98 AFATE Fa) Aooln st Bl

= oju x| ztell LdA7} = Aol ERzeb Fare] e Bk, 2s 34

A71ea A 4449 G v

awareness), 2 # = <A (brand association)®] Eolx|w, ZA}
Z2 X (brand loyalty)7} Folx Bel= xake] 7}x]7}

= olm |7} Aojoln| A& FASHA & wl, Apolojul X2 BWE=o] ofu] A7}
dxe wj Bal=r} zolo|uAF BRI FHANL £ UL w, Y B
M=o e Frhe © FolAla AiHoR sy BA=e Sy} F7)st
o ZA 1ol FHUHGraeff 1996; Hogg 5 2000; Sirgy 1982). 1]a Bal=
ARke] ZFA 7 golxl Bal=d gk Au|Rbe] Apold A vl wE Ao
2 AXA Ha ARpe BA=RE Al oS AEe A58 94 "o

(oA, 2Fidel 2002).

_23_



<3 2-2> AF EL BAE FdAle] #e AT
Aot | o | EA
I o &
A | | Asee | Sl SERECE
Grubb and | o0 | aes e |- AER AFE £2FEZ £AFE0] Aol
Fupp(1968) i ek AFER | ola ot 2
Birdwell(1968) | A% | A-&At A F A Apotoln A &} A AHE AR olH| A YA
AR s A, ; MEdHE BREGFE Afofolu[x] g
Dolich(1969) o’ AA, v, | 2R ol 5]
(o2t | ;—q O]: =
A A A, o o | AEAE/ AAF Aofolu A 7} o] 4FH Aofolu] ]
Ross(1971) ol HF, B Py wrl BT HEd Qe =
Aofol vl Ao} 747k ol A& 742 A
DeLozier and | A4, = o F A5
Tillman(1972) | ol | LV AF | THAR N Sge g eluiae aetolmAe Azt
A Wzt
s AA)F Aofolu A o} o] 47 Afofo] ] )
Landon(1974) | 5" | 1270 A% | olel = o AdA Fege AFSFE 2vA
o 3 e 27
Belch and AA A, - e | - AFAGERI AFoRAE Aofoln|
Landon(1977) | o | 2N AE L TAR T g i wat g
a7 avlAre] mg A of s el Apel
Belch(1978) g | 120 AFE | FEE | AAF/CIEH AolelulA g Fago]
147 b
Sieviogs | A [ AER [ AFHE, | AR AoolulA /o] 4R Aofolulx]
ey ol 47 | A RGeS LA FE BRI FopEslel 9%
Shavitt and - Aot JAAGo] ThE FH o ¢
Brock(l0ss) | 204 | O AE AR L e g popolae) mAs Qo] 2
sl B Rl Ane £
Wright & AA A, . = o st AF 4AA ol &
(1992) opgn | WE AR g epzte gut 9 Aot
94
Graeff(1997) | 4414 | =95 Folol® | - AAEH/AH AotdA T BT fo
Health and gelgon fAE 549 BdsE o
AAF |2 Fah 2 BdcHds LfAe =
et oo A Enlo] | AFaH e B 2gAe] Aokoln]A
e . Apotolu Aok AFo]H A7k AX7} 92
Mehta(1999) | AAA | 5 0" ool o, A A e, TeleiAt
#ol
Quester, R E Ao wat DA 2/ o] AA Aol
Karunaratna ‘j“; A A FH 7t ol A7k A FH I vl A= FF hE
and Goh(2000) ° Z3tel e FFY Aol &

e F
N
T4

A1 (2000), “HMH=

_24_



Al 3 A 2vA-2d A

1. 20 4-249 AA9 99 B 54

714 (public enterprise)ol &t JE2 dubd o=z F<l A (publicness)

7194 (entrepreneurship)®] #| 842 ZAE3 vt AR QoFst = 9)

[
Q
@
=)
=
o,
r o
ME
o
ol
i)
o
>~
_|_4
oZi
o
N,
2
r o]
N,
N
b
=
>
Y
o
_1
>
=2
=
o,

=

olm, of7lel &= Il AR ApAle] Aol digh A IRk ofgl #

H ARG oAAAAE ¥ssle 79 AAY} g3, FEHom
v aWRE Edste Rl A AdE Ae A ouEth B 71939
LAREAME A Al (private good)e] A o] A& A 7lA7]Fe| whet
Al sle AIFAFE S & 5 vkl T 1994).

ol A9 &7 AIHAYST MR 24 E(structure), T
(strategy), &7} (shared value), &FA A (system), ¢1¥(staff), =Etd

(style), 733 (situation) & 77FA& 4 -A A5k
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& 9 Al (identification) & 54 x4, ol diste] AuH|R7F e AelH
FUl#AE zte etk & AuabEe] Sl diste AdEA AAA
(psychological linkage)oly 7H4 2 Q1 of 2H4] (emotional attachment)S 7]
= A& on g

Meal and Ashforth(1992)= s YA1¢] /W3 #Hdste] 4714 548 AA
stk AA, sdAE S AGske A A (cognitive) HoE 5A
Sk ol A WEA #EEAE Gt

al
e AHela A w TS 8 £ Ak AW, Age TS F
%

TYAY T3 AFEL 19509 Y FHbe] Kelmane]Y Katzet Kahnel &
3 A2tEo] T2 ALE Aok A ket A7) o] F x| YrH(FHE
A, AT, 85 1999). A3l Helg Rokol A EE Al F FAA] ol &

st A "h(Meal and Ashforth 1992).

Bhattacharya, Rao, Glynn(1995)2 £ w3o] w4 A+ 1 A
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Al 4R zelA AEE DA o)FA 2 B AHA

B[R} FEtobol Al Aolside] dE 27 AT T sturl AlE AR
(symbolism)3 ZFol7do] ek Aol th(Levy 1959; Tucker 1957). 71&2]
B2 dAEcdA] Bl ou Xy A v ek Atok(selDE AAATIH &
w2l BE2 sl 9 (Grubb and Grathwohl 1967; Grubb and Hupp
1968; Grubb and Stern 1971). Munson and Spivey(1981)% &H|AFEL2 A}
AEo] Fujgh AFeolvk AFol gk &M o vAEE S A ALlE A
ojghriar ®al 9tk ol#E AT James(1890)7F AAIE EA A zpop
(material selh)¢} #Z2 Wegto g o]g|g 4= =dl, James(1890)%= A H] A}
Apoli= & A& (material) Aol, AM3] % (social) AFol, A4 (spiritual) AFol =
TEE F ded, 244 Aoty Aol ARI AES Fa RAHe Aok
Ztal A oJskar il Belk(1988)+ Jamese] E# % o} /fdE o] &3dlo] A&
HIAbE #e] ASdds Fall Aokel i ko] BAld dig A5 A
stled, e aHA FeS AWsts TP SRl Ta% e 4]
A= AplEe] Mk g F8 2dE Fodom, BE AHAES 1E
AHE vEdl= e AHlRHa sk vk =3 Grubb  and
Grathwol(1967)2 737 &
shd o JEE M7 BT AAstL Tk 5, AR[ARE AL
Aotgd e AFEAaME Sl EASLA k.

Sirgy(1982)=  Aofolm| x|t A|Folu|A7te] AR o] Z(self-image
congruence theory)S A|ASFal Au| A= Apololu| x| o} Axjél= A|EL T
o® Hrlst e AASkaL itk HERE Al E I ApofoluA] 1o

dA = F 7EAel oa AAdEva B gled A A



2
ey
i~
I

o] 719

A Aol tH(Sirgy 1982). ol& Eof Aol SAelulA|et AstA A
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%= (behavioral loyalty)® <14 ¥ tH(Fournier 1998). &, 127 7]dke] Hai= =}
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A |
i) 62.4%(254) 14 37.6%(153)
v} o]
10th 20t 30t 40ty 50t <]
3.7%(15) 11.3%(46) 22.6%6(92) 44.0%(179) 18.4%(75)
&} e
2Zolg) AxE RS o) gkl o) 2
12.3%(50) 15.29(62) 61.4%(250) 11.196(45)
2 %
FTEQ | AR | AER | 29 | ARGy | F% 84 | g
D1 15.79%(64) | 13.8%(56) |5.4%(22) 20.5% 17.7%(72) H-17% 4.29%(17)
(23) (108) (45)
R Et
10079 ©] 8k 100-200%H¢) | 200-300%H4) | 300-400%H4 | 400-500%+) | 5005+ 0]
3.7%(15) | 9.19%(37) | 18.4%(75) | 19.9%(81) | 22.9%(93) | 25.6%(104)
3. AWy
UM <" 2-3>oA AAFUAR AFEF] AFRAL f8 JxAs
AL SPSS 17.08 Abgsle] ¥Aslar, A & E¥2 Lisrel 872 X2
O AbRShe] EAsEATE sHE FEY BAL Fdo AaiEs, 3
FAEA, AREA ] THAE A S HEa BHrh @A Q] A8l HEERL
of 1A AL ThsshA sk gl tHalE E 2006
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T4 a4a 54 g5
1 2 3 4 5 6
2921 2Adse] #AAe A ofF 0848 - - - - -
-2 2] 22 A FAZ W A 0846 - - - - -
-2 2] 43 AL oA 2 97 g5 0812 - - - - -
BAESIANZ THA Hel & H3 - 0802 - - - -
BA=FTIA3 AFo F g - 078 - - - -
BAEFIAL wfolE el & h - 0766 - - - -
AEAFAAEL o8 3T HUHow B - - 08%0 - - -
PeHFHAEL AL ol 87t =& - - 081 - - -
HaoAadl g2 A4S du e - - - 0827 - -
2AEAE2 Aoz UE O - - - 0823 - -
BAEAE3 AN AHAE o3 - - - 0540 - -
HEAFZAEL 44S /M4 A& - - - - 0786 -
HEAFAE2 HAA o2 =4 - - - - 073 -
AAFLA2  FF7HAe 25 g - - - - - 0728
AAFLAL AL AR Fe] & 77 - - - - - 0725
3.4 (Eigen Value) 3.008 2683 2210 2204 1.694 1554
g B-AH(%) 20.056 17.886 14.736 14.690 11.293 10.359
A 2 (%) 20.056 37.942 52.678 67.368 78.661 89.020
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7} 22 Fornell and Larcker(1981)7} #|¢Fsl wb
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o} CFA®A 23 <
A1 #] Z(construct reliability) 9} #H F#AF53Zk(average variance extracted)

Weitz and Kumar 1994).
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74 | 2%F | 9=y nd=| ¥ Bds| o8 Bds | vds sl | A
ME || FAE | 2AE | TG | FYA | A | od | H4 | &2y (BA"A| T 0| 13
F57

g | 100

Bl = 0.74

zq% | ©op 100

va= || 068 073

s | 0o ooz TV

g 047 060 071

=94 | (004 (003 003

BEE 045 066 075 075

A3 | 004 003 003 003

&g 033 054 059 081 073

o4 || 0.05) (004) (0.0 (002 (003

Bd= | 062 063 061 035 040 024

w4 || 003 003 004 005 004 005

Be= | 037 058 069 080 087 086 034

9 || (005 (004 (0.03) (003 (002 002 005

AAxel|l 043 060 068 089 075 084 034 086 100

AR 0.04) (004 (003 (002 (0.03) (002 005 (0.02) :

oissa | 035 058 064 083 079 091 030 086 0.89 L00
SEC 005 (004 (003 002 003 (001 005 (0.02)  (0.02) ‘

A &) 024 044 0350 068 069 086 018 088 0.71 079 oo
A7 || 0.08)  (004)  (0.04)  (0.03)  (0.03) (0.02) (0.05) (0.02) (003 (002
(e Z59744
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<X 3-8> ZARF CFA
o AR =4 | AR | Ad
e e 2 7 o7 (AVE) | 28=
P PreA =45] 0.950 0.097
i ‘E o 0877 | 0934
FAE T FAED 0.922 0.149
= = =T 0.940 0.116
% Hh=s e 0905 | 0950
FAE HEd E4 50 0963 0.073
e s YA 0.891 0.206
- vHE EA2 0922 0150 | 0812 | 0928
%9
vE EA3 0.889 0.209
k! 917 EAA|] 0.946 0.105
0.866 | 0927
SN 917 FA A2 0914 0.165
- e 2] 0.818 0.330
i s 242 0.795 0367 | 0676 | 0862
v He= 443 0.851 0.275
S0 a] 0.837 0.300
©.9] 2] 412 0.906 0179 | 0774 | 0911
£.9] 9413 0.895 0.200
B WAl 0.963 0.072
0846 | 0916
B WA 0.874 0.237
B Foll 0.754 0.431
Hele Fo2 0.775 0399 | 0597 | 0816
Hele Fol3 0.788 0.380
=9 e] AAYAL 0.897 0.195
29 5o] BAPA2 0917 0160 | 0793 | 0920
29l 5e] BAAPA3 0.857 0.266
AA41 0.905 0.181
0836 | 0911
AA42 0923 0.147
A 717k 0.927 0.141
0899 | 0947
A7) 7k2 0.969 0.061
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<E 3-9> AFEFHY EFo] $ LISREL +74 %

T Z 2 (structural model) =2 5 ¥ (measurement model)
RS L_if%{% Kzoa I He L_if%{% Kzoa 3k
Ax21 1.27 0064  19.92
¥52 0.77 0048 1595 |, , 1.29 0074 1741
Yes 023 0.064 355 Axzo 1.18 0.065 18.12
A2 1.24 0067 1854
¥o4 0.47 0079 603 |, . 153 0067 2295
Y5 0.32 0.043 750 A3 1.48 0062  23.80
o 055 0057 077 A 1.39 0066  21.26
12 ' ' ' Axia 1.44 0062 2326
Bis 0.33 0.058 5.70 Aot 151 0063  24.05
A L. . 24.2
Bus 011 0045 -2.49 . %0 0.068 0
Ao 1.80 0069  26.24
Bos 0.063 0049  12.71 Ayt 1.36 0055 2526
B 018 0,045 203 Ayt 1.32 0048  27.62
Ayi2 1.35 0055  24.88
Bss 0.81 0.049 16.42 Ny 1.36 0.037 36.45
Bs 085 0043 1990 | M 13500602258
: Ay 1.35 0048 2895
R*(n1) = 0.60 Ayss 1.32 0.051 26.18
Rnw) = 054 Ayis 1.48 0059  24.78
Ayt 1.44 0048 2991
R*ns) = 0.65 Ayis 1.30 0066  20.06
Ayss 1.46 0080 1825
2 _ v
R = 073 Aot 133 0069 2010
R(ns) = 0.84 Avis 1.47 0071 2103
, A2 154 0064  24.20
R*(ng) = 0.92 Ayss 152 0064 2366

CHI-SQUARE WITH 304 DEGREES OF FREEDOM = 1100.44(P = 0.00)
ROOT MEAN SQUARE ERROR OF APPROXIMATION (RMSEA) = 0.049
NON-NORMED FIT INDEX (NNFI) = 0.98
COMPARATIVE FIT INDEX (CFI) = 098
GOODNESS OF FIT INDEX (GFI) = 0.88
ADJUSTED GOODNESS OF FIT INDEX (AGFD = 0.85
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2 ATl AR b 1~79 HA AAE gokstd v <3iE 3-10>
5 g
<3 3-10> 7Fd HFe] 8ok

N8Rz 9 o il Bus

By A oy FF

A 1-1 | BdE gAG) — Bds 29 Yo | 029 | O | p<0.05
744 1-2 | B Gl — Rds A () Yo | 077 | O | p<0.05
714 2 BAHE Adng) — BAE T (ng) Bs | 081 | O | p<005
74 3-1 | AL BAEA ) — 292 () Y | 023 | O | p<0.05
7 3-2 | AR — 7194 (1) Yo | 047 | O | p<005
744 3-3 | Aef7]3HE) — 2124 (ns) Y | 032 | O | p<0.05
7Hd 4 T& A (ns) — A& F DA () Bs | 085 | O | p<0.05
A 51 | BAE SYA () — BER FAE0) B | 063 | O |p<0.05
7Hd 5-2 | BHE $Y9A () — F5H FAHAZ0) Bz | 033 O | p<0.05
74 6-1 | AAFDA () — HER FHE(y) By | 018 | O | p<0.05
74 6-2 | AAFYA () — BER FHE1) Bu | 011 | x |p>005
74 7 HER FHEM) — BFH FHE0) B | 056 | O |p<005

_91_



<9 3-1> AR Fol 4 ufe)y

EEED
79 4

-0.11
(-2.49)

0.32
(7.50)
( )= 3yl
— . FYH AZE,
> N9 A=
<3E 3-10>3 <y 3-1>0] vEebd mlel o] F x| FRE F3 B9

_92_



0
N

o] #AY

2

= A

oA

y|
A, AAA, ATzl #A e 2le] $-7] oA
O, 1= y

ol

q_mo

iz

q_mo

£ shael A%

olZH THd 6-29]

Ehh).

st 1 71d e Al

o]

_93_



A1 A AT 8

Eil

2yl et 7]

vl e -ofel A

ATt

—_
1o

Gl 2 el olA

el
q_mo

B8R

—_
1o

=

AE

R

o]

%

p)

}e B2

"o
N

1

2H A7} A

O

B SEUR Q455 L

=
=

_94_



) LCIC) =
ul AR o = X ™ ay wmm 3 S —
G o < i]o o ™ % o B 5 OK T < T 3
n W I w2 N 3 ~ GG
S LELt T3 T L X o Bk
ﬂﬂ%&#&z M 1H1}H %M%
o & K v X2 R o m oM 5 E = N G-
R ST T £ oo < & I g oW
o} ;OL Z.o OT.C = —_— — EO — .&.o o \L i~ —_— muv — !
b o il o el o) N o B g Fou o)/ g °
) e il ) M Vﬁ (e T KB o mo oo ol ;ob m@ﬂ_ S _Em o
a5t X o= o o5 = W S T A —
. ‘Ml Q..:; ‘ﬂl EO 1__/l .ﬂl‘._ lo OE _ 1__/| ) - 1 OE 1 o ‘mﬂ
= ~ — — 5 foar — —_
A T = B X wf%mg%ﬁwmﬁ
o B 007 KO Mo B Mo n & N < WP T X"
. 5 = 4 70 ~ ol A o o T 2 N
T om T T X G A S - " . ™ < o 4r
=% X Mo O T < L e & ®
) ) ny e < Mo = X s Tow oy X
5 " ﬁjur#z#ﬂqm = T T mow g
f e T E X ToroEr oA T R W
—_ ! > o % — T
%@wﬂﬂjw@@_m Aﬂ#@m@ﬂ&woggﬂ
= X 9 X w o 7T 3" o TN @ ooONE =
= o o B KN 1 oy Mo Mo R ° = _
Y ol M ~ o) N Ko d s Nfo ) o) g]e M« = o
io;;aﬂi‘m@iﬂ crlgzTzd
e T m TR g P e O R S =
. I S SR EE RS N
—_ ol o = ,A,.* ®O= X NG ~ —_ < ~ OT o
R = oy o Mo & = % N - A NE G
X0 wﬂo = pl o H ER =N e —~ _HH B % el n7no M e
NS ® T o & o T W % T 5 do § 2w
I BT - = N o= W o N
iy o T T 9 N oo B
Wy 97 ™ OBo ok oM X o K - o oy I
ﬁ O,L 0 X X ‘q o —_
<y S of e ~ Mo %O = Hoom K ol ol = K o
m 7m%;;ﬁ;Zjiwwfi;gﬂ
ol Tl i ' )
%ﬂ,i&@%Wﬂ@@%mﬂ%ﬁ%%%ﬁﬂ@zﬂo
< o R = HH
N = _ 2 kB %
0 o_ ~ ~ o N o~
jo N M

- 95 -



Al 2 " I AAHA

ol ABEIY o AR B}

| a1 5o Bjiel dE ol

9

-
[

v ow

Z A
= 2

2 glol] 2]

|
&

U]

2=

o=

el
q_mo

7o

o}

—_
"o

Ho

& A

AAL

LN

=
N~

—
1o

O

<0
o
o

Tor

N

G

—_
"o

o]

—_
"o

O

—

ok 49| F9

j=]
RN

el een vAY

i

o]

¢+

B

iz
i

Gul BB

s

g}
2}

g

A

g 9je7h sk it

22 stk
sxulake] A A 7l o

R

14 A
= 71

7N

T
R

0]
PN

A
=

T
R

& o] s

I

o

_96_



31 th. Reinartz and

obd 1

(action)¥Fo]

Kumar(2002)°] u}

=7 e

54% 1 ol

2.
=

=4 ¢l (active) THEHE

|
&

75 m

9]
(passive) 7H&%E % 33% ©] @o] st

7

W a1

= Aow Jepdtheia

iz
i

oF 2005). whebA, a2l viHAIH e

B

A

o

iz

4

0
No
N

Ho

Ho

SRR RIMEERe

o}
(S

)

R

o

O

=
a

su el AUz A

i

A e el

T
R

o]

O 2 T

)

—_
"o

O

o

|
&

1o}, wE A auRshe] 4]

3|
«

o]

—_
1o

o

HA = AnAkR slojs B

9

_97_



—_
1o

™
)
™

AEE wAY AxyAelAd

BN
T

7]

Ao} ol Aok AN

1o
o
o

4

K

)

—_
"o

o

¢+

ol

T

, A

)

K

)

—_
"o

O

o A ]

‘;.ﬂo_.o

< AwruAel

W} 7

2 HEdAel g

%

o
el
K
)
"o

o
i

_98_



A ATE

L

=

1 of

k)

1l 4 oF

a4

<)

k)

=

v g

=
=

1

3

W0 FAT, obAE

A

AollA A ape o], BAls FUA e} AARAR #
T

o]

=

—

Y NOROR B o Th T Ho Mo T I
K o R B Ho J
: cX o xE o w2 W
o ~ oy - T <= B R Hor c
@ o W o B T Mo o %o o]
4 Fow - W T o oy LT 7 B o
fonce) S N —
= L0y G do % = & D oy o
M W o W R X of B v P MC o
=y = ' M
B4 EBE sme3  BMoa g E K
X 3 Mo oK% < ST T =
i3 now o »om - X % oe o woo
%o = = it = {
Tm5 Hoo ol = B = 0B
TR P oo mr % L G g N
i UT.#C ﬂi Ao ~ 3 Mo % Il il Wo ‘W \_lryl %A ol X
T o ‘ TN
o X ]
w e P 9 % Te o BT ow ok
W = B owr il ° ol R i X db
$w T orC  wT g »E kg e g
o o B " - N ‘
oo TR ™ —_ T %o o ok ol of
TEta T dE xR T EwTow
— nee ol ET Mﬂ
o W No @ Mooz M
oo N B Wr_s T G o o ~ EM G
B oo o b Bl v el A N
Pow T e x L P RSO oo wom oy oy %
oW ON owm B D Tos ow o W#E¢ATaa o
roH o 5 ! o= — X 23
o 2 . | - wt i o X ! wrw T 5 i 4 mﬂ
1 N o 5 - R .0 o I Al B
G - N TR S S o S o i
of o % oM T F ¥ N W O o B o X
: T T O B o Loy Mox 08
BoOBE B = 23 <+ T T 2y o
T oo B o ® R o o R s W % W o
o K d T ~ N HOE ON T EL

_99_

=
=

7 o



o]

MR

Ko
ol

o

o

Ty
;00

oR

4
o]

Tdel b& A4

3 7}

0
ol

ol

A AZEE &

s

Adolth ey ARzA)

)
1.
v
ol
N

Ho

—_
"o

s

‘;.ﬂo_.o

™

Y
A
by

- 100 -



»
ap

n

)
ol

I

E

ul
K

X
Hip

=
a

2=

TAE (2002, M-

Y

of
AO
~H

).

.

(2001), ©

Y

T, 49,

(2002), ©

73

o

~H

.

20(4),
3(2),

Fue

7
AR AT, 17(4),

1

]

ps

AR T
AR A,

i

<)
gl

LA et oA

LEEEA

A7

299

- 101 -

Lo A
[e]

H
T

2

(2002), “=kQl AFUE vHA" 2F3

HA

s
——[V‘

L@
@)
A% 00D, "BAS A Aotelul ] 1ol

5
5
|

36(1), 25-54.

29-53.
77-98.
19-56.

]
92-114.

1

3

[e]
(2004), &71d A

, #

3.

3

P
T

1

li‘
Hi & (2006), “LISREL +

2Rl o} (2005), “AHl 2 FA =

A%, #4

A~
ST



314, 7(3), 53.

Tor

m
o
Tor

Tor

olu| x| welo]

=

|
&

A7her @)

gk AT AR AT, 19(4), 55-77.

# A7 oH

3T

of
™

wel
A7} zmlAkel A

B T

)

Q

3.
5

%

! (1999), “IEYle] A

=

A
HAT, 14(3), 69-%.

$=, 31-32.

[¢]

1%

, o173 (2004), “Au]A-7]

A
LB

3.

;é} A

4

7 (2000), ‘2

I~
=y

[e]

w3

, AAE (2003), ©

T

SH gl

’

b5

[e]
gl

‘Buo

T

R

A

off

o
s

w7 A

vl zpekA 7+ 12(1), 53-74.

3.

w9} o] abol

3.

g A 7+, 8(1), 35-49.
Hl o]
7] (2001), “AH] 2 of

17(3), 1-33.

o] §7) 9}

3|

8

]_

RS

AP (1996), “@F7Idel M BAA
[e]

ol A, ehilo} (2002), “H

ol A,

4

ol

X
al7)

X, 44(1), 328-370.

1

ksl
o

FAR

w3

ey
;00

7o

o)

HA e (2004), “au]A}F FEfEEel
- 102 -

il

=] F



H A -2 s DA A & sn e 15(2), 85-108.

oldA, HA (2008), "HAte] AEH SAo] AHelAd vA= G

w3t Aoy, s, Avleld R AAE AR A9

o
re

-, 37(D), 1-34.

A

N

17 (1990), “7147F #AFZE F 3 Relationship Marketing 4 &F
of 3k A Ag=H, 243), A&l G BE A T4

Y&, AEA (2009), "BA= AFUE Wl BA Ast B AE A
FUE ZA=29 2= A2E FAHoR) mAEAS, 241,
203-229.

T, AU (2004), “AEY B EA aAAE] HE BAENT F)
o] FxA FHAC #e A S=uA”Y AL, 6(2), 23-54.

A (2000, “HE FAES N AF BAS BAAG AF FANe

ol
&
o
i
ot
2
=
B>
ju st

13l d 7, 8(4), 93-119.

Ni

Art (20000, AW Aol BAGAY Aekol Ba AT, AHH =

ot

A, AT, AES (1999), “ax=vpAE o] SuAke] s d Aol v A
= I, AR AT, 14(4), 143-157.

A8k (2002), HH= WS JIHU &aE gl AHRRe] 1A A

A= Gl ¥

i

F A7, Sae|Sol Tl atal vehe AALEe)

i

- %9 Fw #H

Aaker, David A. (1991), Managing Brand Equity, New York: The Free

- 103 -



Press.

Aaker, David A. (1996), Building Strong Brands, New York: The Free
Press.

Aaker, Jennifer L. (1997), “Dimensions of Brand Personality,” Journal of
Marketing Research, 34(3), 347-56.

Aaker, Jennifer L. (1999), "The Malleable Self: The Role of
Self-Expression in Persuasion,” Journal of Marketing Research,
36(1), 45-57

Aaker, Jennifer and Susan Fournier (1995), “The Brand as a Character, a
Partner and a Person: Three Perspectives on the Question of
Brand Personality,” in Advances in Consumer Research, Eds.
F. Kardes and M. Sujan, 391-396.

Ahearne, M. and C. B. Bhattacharyva (2005), "Antecedents and
Consequences of Customer-Company Identification: Expanding
the Role of Relationship Marketing,” Journal of Applied
Psychology, 90(3), 574-585

Altman, I. and D. A. Taylor. (1973), Social Penetration: The Development
of Interpersonal Relationship, New York: Holt, Rinehart and
Winston.

Anderson, Eugene W. and Mary W. Sullivan (1993), “The Antecedents
and Consequences of Customer Satisfaction for Firms,”
Marketing Science, 12(2), 125-143.

Anderson, James C. and David W. Gerbing (1988), “Structural Equation

Modeling in Practice: A Review and Recommended Two-Step

- 104 -



Approach,” Psychology Bulletin, 103(3), 411-23.

Anderson, Susan M. Inga Reznik, and Lenora M. Manzella (1996),
"Eliciting Facial Affect, Motivation, and Expectancies in
Transference:  Significant-Other Representations in  Social
Relations,” Journal of Personality and Social Psychology, T1(6),
1108-29.

Arnett, D. B, German, S. D, and Hunt, S. D. (2003), "The Identity
Salience Model of Relationship Marketing Success: The Case of
Nonprofit Marketing,” Journal of Marketing, 67(2), 89-105.

Aron, A., Aron, E. N, and Smollan, D. (1992). Inclusion of Other in the
Self Scale and the Structure of Interpersonal Closeness. Journal
of Personality and Social Psychology, 63(4), 596 - 612.

Assael, Henry (1998), “Consumer Behavior and Marketing Action,” 6th.
Cincinnati, OH;  South-Western, International  Thomson
Publishing, 233-234.

Bargh, John A., Mark Chen, and Lara Burrows (1996), “Automaticity of
Social Behavior: Direct Effects of Trait Construct and
Stereotype Activation on Action,” Journal of Personality and
Social Psychology, 71(2), 230 - 44.

Bargh, John A. Peter M. Gollwitzer, Annette Lee-Chai, Kimberly
Barndollar, and Roman Tro tschel (2001), “The Automated Will:
Nonconscious Activation and Pursuit of Behavioral Goals,”
Journal of Personality and Social Psychology, 81(6), 1014 - 27.

Bearden, Willilam D. and Terence A. Shimp (1982), "The Use of Extrinsic

- 105 -



Cues to Facilitate Product Adoption,” Journal of Marketing
Research, 19(2), 229-239.

Belch, George E. (1978), “Belief Systems and the Differential Role of the
Self-Concept,” in Advances in Consumer Research, 5, ed. I
Keith Hunt, Ann Arbor, MIL Association for Consumer
Research, 320-325.

Belch, George E. and E. Laird Landon, Jr. (1977), “Discriminant Validity
of a Product-Anchored Self-Concept Measure,” Journal of
Marketing Research, 14(2), 252-256.

Belk, Russell W. (1938), “Possessions and the Extended Self,” Journal of
Consumer Research, 15(2), 139-168.

Bendapudi, Neeli and Leonard L. Berry (1997), “Customers Motivations for
Maintaining Relationships with Service Providers,” Journal of
Retailing, 73(1), 15-37.

Bergami, Massimo and Richard P. Bagozzi (2000), “Self-Categorization,
Affective Commitment and Group Self-Esteem as Distinct
Aspects of Social Identity in the Organization,” British Journal
of Social Psychology, 39(4), 555-717.

Berry, Leonard L. (1995), “Relationship Marketing of Services-Growing
Interest, Emerging Perspective,” Journal o the Academy of
Marketing Science, 23(4). 236-245.

Berry, Leonard L. (1999), Discovering the Soul of Service. New York:
The Free Press.

Berscheid, E. (1999). The Greening of Relationship Science. American

- 106 -



Psychologist, 54(4), 260-266.

Berscheid, Ellen, Snyder, Mark, Omoto, Allen M. (1989), The Relationship
Closeness Inventory: Assessing the Closeness of Interpersonal
Relationships, Journal of Personality and Social Psychology,
57(5), 792-807.

Berscheid, E. and Walster, E H. (1969), Interpersonal Attraction,
Addison-Wesley, Reading, MA.

Bhattacharya, C. B. Hayagreeva Rao, and Mary Ann Glynn (1995),
“Understanding the Bond of Identification; An Investigation of
It's Correlates Among Art Museum Members,” Journal of
Marketing, 59(4), 46-57.

Bhatacharya, C. B. and S. Sen (2003), "Consumer Company Identification:
A Framework for Understanding Consumer’s Relationships with
Companies,” Journal of Marketing, 67(2), 76-88.

Birdwell, A. E. (1968), “A Study of Influence of Image Congruence on
Consumer Choice,” Journal of Business, 41(1), 76-88.

Blackston, Max (1993), “Bevond Brand Personality: Building Brand
Relationships”, In Brand Equity and Advertising: Advertising’s
Role in Building Strong Brands, Aaker, D. A. and Biel, A. L,
Hillsdale, NJ: Erlbaum, 163-176.

Bloch, Peter H., Daniel L. Sherrell, and Nancy M. Ridgway (1986),
“Consumer Search: An Extended Framework,” Journal of
Consumer Research, 13(1), 119-128.

Boulding, William, Ajay Kalra, Richard Staelin, and Balerie A. Zeithaml

- 107 -



(1993), “A Dynamic Process Model of Service Quality: From
Expectations to Behavioral Intentions,” Journal of Marketing
Research, 30(1), 7-27.

Brewer, M. B., and Gardner, W. (1996). Who is This "We”? Levels of
Collective Identity and Self Representations. Journal of
Personality and Social Psychology, 71(1), 83-93.

Britt, S. H. (1966), Consumer Behavior and /the Behavioral Sciences:
Theories and Applications, New York: John Wiley and Sons.

Brewer, M. B., and Weber, J. G. (1994). Self-evaluation Effects of
Interpersonal versus Group Social Comparison. Journal of
Personality and Social Psychology, 66(2), 268 - 275.

Brown, G. H. (1952), “Brand Loyalty-Fact or Fiction?,” Advertising Age,
23(9), 53-55.

Brown, G. H. (1953), “Brand Loyalty-Fact or Fiction?,” Advertising Age,
24(26), 75-76.

Byrne, D. (1971), The Attraction Paradigm, New York: Academic Press.

Carmines, Edward G. and Richard A. Zeller (1979), “Reliability and
Validity Assessment,” Sage University Paper Series on
Quantitative Applications in the Social Sciences, Beverly Hills:
Sage Publications.

Carpenter, Gregory. S. and Donald. R. Lehmann (1985), “A Model of
Marketing Mix, Brand Switching, and Competition,” Journal of
Marketing Research, 22(3), 318-29.

Chaplin, Lan Nguyen, and Deborah Roedder John (2005), “The

- 108 -



Development of Self-Brand Connections in Children and
Adolescents,” Journal of Consumer Research, 32(1), 119-129.

Chatman, J. (1991), "Matching People and Organizations: Selection and
Socialization in Public Accounting Firms,” Administrative
Science Quarterly, 36(3), 459 - 484.

Chaudhuri, Arjun and Morris B. Holbrook (2001), “The Chain of Effects
from Brand Trust and Brand Affect to Brand Performance: The
Role of Brand Loyalty,” Journal of Marketing, 65(2), 81-93.

Churchill, Gilbert A. Jr. (1979), “A Paradigm for Developing Better
Measures of Marketing Constructs,” Journal of Marketing
Research, 16(1), 64-73.

Cialdini, R. B., R. J. Borden, A. Thorne, M. R. Walker, S. Freeman, and
L. R. Sloan (1976), “Basking in Reflected Glory: Three(Football)
Field Studies,” Journal of Personality and Social Psychology,
34(3), 366-374.

Clark, M. S, and Reis, H. T. (1988), "Interpersonal Processes in Close
Relationships,” Annual Review of Psychology, 39, 609-672.

Colombo, Richard A. Donald G. Morrison, and Jerome D. Green (1989), “A
Brand Switching Model with Implications for Marketing
Strategies: Relaxing the Loyalty Condition in  the
Colombo/Morrison Model;, Commentary; Reply,” Marketing
Science, 8(1), 89-106.

Cooley, C. H. (1902), Human Nature and the Social Order, New York:

Schocken

- 109 -



Copulsky, J. and M. J. Wolf (1990), Relationship Marketing: Positioning
For the Future,” Journal of Business Strategy, 11(4), 16-20.

Cronin, J. Joseph Jr. and Steven A. Taylor (1992), “Measuring Service
Quality: A  Reexamination and Extension,” Journal of
Marketing, 56(3), 55-68.

Day, G. S. (1969), “A Two Dimensional Concept of Brand Loyalty,”
Journal of Advertising Research, 9(3), 29-36.

Dekimpe, Marnik G., E. M. Jan-Benedict, Martin Mellens Steenkamp, and
Piet Vanden Abbeele (1997), “Decline and Variability in Brand
Loyalty,” International Journal of Research in Marketing, 14(5),
405-420.

Delozier, M. W., and Tillman, R. (1972), “Self Image Concepts—Can They
be Used to Design Marketing Programs?” Southern Journal of
Business, 7(1), 9-15.

Dholakia, Utpal M. (1997), "Involvement-Response Models of Joint Effects:
An Empirical Test and Extension,” Association for Consumer
Research Conference, Denver, Colorado, October

Dick, Alan S. and Kunal Basu (1994), “Customer Loyalty: Toward and
Integrated Conceptual Framework,” Journal of the Academy of
Marketing Science, 22(1), 99-113.

Dijksterhuis, Ap, John A. Bargh, and Joost Miedema (2000), “Of Men and
Mackerels: Attention, Subjective FExperience and Automatic
Social Behavior,” in The Message Within: The Role of

Subjective Experience in Social Cognition and Behavior, ed. H.

- 110 -



Bless and J. P. Forgas, New York: Psychology Press, 37 - 51.

Dolich, I. (1969), “Congruence Relationships between Self Images and
Product Brands,” Journal of Marketing Research, 6(1), 80-84.

Domzal, Teresa J. and Jerome B. Kernan (1993), “Mirror, Mirror: Some
Postmodern Reflections on Global Advertising,” Journal of
Advertising, 22(4), 1-20.

Doney, Partrica M. and Josephine P. Cannon(1997), “An Examination of
the Nature of Trust in Buyer-Seller Relationships,” Journal of
Marketing, 61(2), 35-51.

Duncan, Calvin P. and Richard W. Olshavsky (1982), "External Search:
The Role of Consumer Beliefs”, Journal of Marketing
Research, 19(1), 32-43.

Duncan, T. S. Moriaty (1998), “A Communication-Based Marketing
Model for Managing Relationships,” Journal of Marketing,
62(2), 1-13.

Dutton, J. E., Dukerich, J. M., and Harquail, C. V. (1994), "Organizational
Images and Member Identification,” Administrative Science
Quarterly, 39(2), 239-263.

Dwyer, F. Robert, Panl H. Schurr, and Sejo Oh (1987), “Developing
Buyer-Seller Relationships,” Journal of Marketing, 51(2), 11-27.

Farr, Andy and Nigel Hollis (1997), "What Do You Want Your Brand To
Be When It Grows Up: Big and Strong?” Journal of
Advertising Research, 37(6), 23-35.

Fehr, Beverly (1996), Friendship Processes. Thousand Oaks, CA: Sage

- 111 -



Publications.

Festinger, Leon (1954), “A Theory of Social Comparison Processes,”
Human Relations, 7(2), 117-140.

Fishbein, Martin and Isaac Azjen (1975), “Belief, Attitude, Intension and
Behavior”, Addison-Wesley, Reading, AA.

Fitzsimons, Gra’inne M. and John A. Bargh (2003), “Thinking of You:
Nonconscious Pursuit of Interpersonal Goals Associated with
Relationship Partners,” Journal o Personality and Social
Psychology, 84(1), 148 - 63.

Fombrun, C. and Van Riel C. (1997), The Reputational Landscape.
Corporate Reputation Review, 1(2), 6-13.

Fornell, C. D., and F. Larcker (1981), “Evaluating Structural Equation
Models with Unobservable Variables and Measurement Errors,”
Journal of Marketing Research, 18(1), 39-50.

Fournier, Susan (1994), "A Person-Brand Relationship Framework for
Strategic Brand Management,” Ph.D Dissertation, University of
Florida.

Fournier, Susan (1993), “Consumers and Their Brands: Developing
Relationship Theory in Consumer Research,” Journal of
Consumer Research, 24(4), 343-73.

Fournier, Susan and Julie L. Yao (1997), “Revisiting Brand Loyalty: A
Reconceptualization within the Framework of Consumer-Brand
Relationship,” International Journal of Research in Marketing,

14(5), 451-72.

- 112 -



Fournier, Susan, Susan Dobscha, and Mick, David G. (1998), Preventing
the Premature Death of Relationship Marketing, Harvard
Business Review, 76(1), 42-50.

French, W. and A. B. Glaschner (1971), “Levels of Actualisation as
Matched against Lifestyle Evaluation of Products,” Proceedings
American Marketing Association, Chicago, IL, 358-62.

Gardner, W. L., Gabriel, S., and Hochschild, L. (2002), When you and I
are “We,” You are not Threatening: the role of self-expansion
in social comparison, Journal of Personality and Social
Psychology, 82(2), 239 - 251.

Gioia, D. A, Schultz, M., and Corley, K. G. (2000), "Organizational
Identity, Image and Adaptive Instability,” Academy of
Management Review, 25(1), 63-81.

Goffman, E. (1959), The Presentation of Self in Evervday Life, Garden
City, NY: Doubleday.

Graeff, Timothy. R. (1996), “Using Promotional Messages to Manage the
Effects of Brand and Self-Image on Brand Evaluations,”
Journal of Consumer Marketing, 13(3), 4-18.

Graeff, Timothy R. (1997), “Consumption Situations and the Effects of
Brand Image on Consumers’ Brand Evaluations,” Psvchology
and Marketing, 14(1), 49-70.

Greeno, J. G. (1973), “The Structure of Memory and the Process of
Solving Problems. In R. Solso (Ed.),” Contemporary Issues in

Cognitive  Psychology: The Loyola Symposium, 103-133,

- 113 -



Washington, DC: Holt, Rinehart and Winston.

Gremler, D. D. (1995), The Effect of Satisfaction, Switching Costs, and
Interpersonal Bonds on Service Lovalty. Unpublished Doctoral
Dissertation, Arizona State University, Tucson, Arizona.

Gronross, Christian (1994), "Quo Vadis Marketing towards a Relationship
Marketing Paradigm”, Journal of Marketing Management,
10(5), 347-60.

Grubb, E. L. and H. Grathwohl (1967), “Consumer Self-Concept, Symbolic
and Market Behaviour: A Theoretical Approach,” Journal of
Marketing, 31(4), 22-7.

Grubb, E. L. and G. Hupp (1968), “Perception of Self Generalized
Stereotypes and Brand Selection,” Journal of Marketing
Research, 5(1), 58-63.

Grubb, E. L, and Stern, B. L. (1971), "Self Concept and Significant
Others,” Journal of Marketing Research, &(3), 382 - .385.

Gruen, Thomas W. John O. Summers, and Frank Acito (2000),
“Relationship  Marketing Activities, Commitment, and
Membership Behaviors in Professional Associations,” Journal of
Marketing, 64(3), 34-49.

Gundlach, Gregory T. Ravi S. Achrol, and John T. Mentzer (1995),
The Structure of Commitment in Exchange, Journal of
Marketing, 59(1), 78-92.

Gwinner, Kevin P., Dwayne D. Gremler, and Mary Jo Bitner (1998),

"Relational Benefits in Services Industries: The Customer’s

- 114 -



Perspective,” Journal of the Academy of Marketing Science,
26(2), 101-114.

Hagel, J. (1999), ”“Net gain: Expanding markets through virtual
communities,” Journal of Interactive Marketing, 13(1), 55-66.

Hair, Josept F. Jr., Rolph E. Anderson, Ronald L. Tatham, and William C.
Black (1993), Multivariate Data Analvsis, bth ed., Prentice-Hall
International.

Hays, R. B. (1985), "A Longitudinal Study of Friendship Development,”
Journal of Personality and Social Psychology, 43(4), 909-24.

Hays, R. B. (1988). Friendship. New York: S. W. Duck Edition.

Heath, A. P. and Scott, D. (1998), “The Self-Concept and Image
Congruence Hypothesis: An Empirical Evaluation in the Motor
Vehicle Market,” European Journal of Marketing, 32(11/12),
1110-1123.

Henning—Thurau, T.; Gwinner, K. P; Gremler, D. D. (2002),
Understanding Relationship Marketing Outcomes: an Integration
of Relational benefits and Relationship Quality. Journal of
Service Research, 4(3), 230-47.

Hinde, R. A. (1979), Towards Understanding Relationships. London:
Academic Press.

Hinde, R. A. (1995), "A Suggested Structure for a Science of
Relationships”, Personal Relationships, 2(1), 1-15.

Hoffman, K. D., Kelley S. W., and Rotalsky H. (1995), Tracking Service

Failures and Employee Recovery Efforts, The Journal of

- 115 -



Service Marketing, 17(4), 322-340.

Hogg, M. A. and Abrams, D. (1988), Social Identifications: A Social
Psvychology of Intergroup Relations and Group Processes,
London: Routledge.

Hogg, Margaret K., Alastair J. Cox, and Kathy Keeling (2000), “The
Impact of Self-Monitoring on Image Congruence and
Product/Brand Evaluation,” European Journal of Marketing,
34(5/6), 641-66.

Holbrook, M. B., and Hirschman, E. C. (1982), The Experiential Aspects
of Consumption: Consumer Fantasies, Feeling, and Fun. Journal
of Consumer Research, 4(2), 132-140.

Hong, Jae W., and George M. Zinkhan (1995), “Self Concept and
Advertising Effectiveness: The Influence of Congruency,
Conspicuousness, and Response Mode,” Psychology and
Marketing, 12(1), 53 - 77.

Hornstein, G.A. and SE. Truesdell (1988), "Development of Intimate
Conversation in Close Relationships,” Journal of Social and
Clinical Psychology, 7(1), 49-64.

Howard, John A. and Jadish N. Sheth, (1969), “The Theory of Buver
Behavior,” New York, NY: Wiley.

Howard, J. W., Rothbart, M. (1930), "Social Categorization and Memory
for In-group and Out-group Behavior,” Journal of Personality
and Social Psychology, 38(2), 301-310.

Jacoby, Jacob (1971), “A Model of Multi-Brand Loyalty,” Journal of

- 116 -



Advertising Research, 11(3), 25-31.

Jacoby, Jacob and Robert W. Chestnut (1978), Brand Lovalty:
Measurement and Management, Chichester and New York:
Wiley.

Jacoby, Jacob and David B. Kyner (1973), “Brand Loyalty vs. Repeat
Purchasing Behavior,” Journal of Marketing Research, 10(1),
1-9.

James, W. (1890), Principles of Psychology, New York: Holt.

Jeuland, Abel P. (1979), “Brand Choice Inertia as One Aspect of the
Notion of Brand Loyalty,” Management Science, 25(7), 671-82.

Kassarjian, Harold H. (1971), “Personality and Consumer Behavior: A
Review,” Journal of Marketing Research, 8(4), 409-18.

Keller, Kevin L. (1993), “Conceptualizing, Measuring, and Managing
Customer Based Brand Equity,” Journal of Marketing, 57(1),
1-22.

Keller, Kevin L. (1993), Strategic Brand Management, Englewood CIiff,
NJ: Prentice Hall.

Keller, Kevin L. (2001), “Building Customer-Based Brand Equity,”
Marketing Management, 10(2), 15-19.

Keller, Kevin L. (2002), Strategic Brand Management. Building,
Measuring, and Managing Brand Equity, 2nd Ed. NJ: Prentice
Hall.

Kim, Hae Ryong, Mookyu Lee, and Francis M. Ulgado (2005), “Brand

Personality, Self-Congruity and the Consumer-Brand

- 17 -



Relationship,” Asia Pacific Advances in Consumer Research, 6,
111-117.

Kirshnan H. S. and Chakravarti D. (1993), "Varities of Brand Memory
Induced by Advertising:  Determinants, Measures and
Relationships”, In Aaker D. A. and Biel A. L., Brand Equity
and Advertising, Advertising’s Fole in Building Strong Brand,
Lawrence Erlbaum Associates, New Jersey.

Kotler, P. (2000). Marketing Management, The Millennium Edition.
Upper Saddle River, NJ: Prentice Hall.

Kuehn, Alfred A. and Day, Ralph L. (1964), “Probability Models of
Consumer Buying Behavior,” Journal of Marketing, 23(4),
27-31.

Kunda, Z. (1999), Social Cognition: Making Sense of People, Cambridge,
MA: MIT Press.

Landon, E. (1974), “Self Concept, Ideal Self Concept, and Consumer
Purchase Intentions,” Jowrnal of Consumer Research, 1(2),
44-51.

Levy, S. J. (1959), “Svmbolism and Lifestvle,” in Toward Scientific
Marketing, Stephen A Greyser, ed., (Chicago: AMA).

Lewis, R. C. and Chambers, R. R. (1989). Marketing Leadership in
Hospitality, New York, NY: Van Nostrand Reinhold.

Lipstein, B. (1959), “The Dynamics of Brand Loyalty and Brand
Switching,” In Proceedings of the 5th Annual Conference of the

Advertising Research Foundation.

- 118 -



Long, M. M. and L. G. Shiffman (2000), "Consumption Values and
Relationships: Segmenting the Market for Frequency Programs”,
Journal of Consumer Marketing, 17(3), 214-232.

Loudon, D. L., and A. J. Della Bitta (1993), Consumer Behavior: Concepts
and Application, 4th ed. McGraw-Hill. New York.

Macchiette, B., and Roy, A. (1992), “Affinity Marketing: What Is It and
How Does It Work?” Journal of Services Marketing, 6(3),
A7-67.

Markus, H. (1977), “Self-Schemata and Processing Information about the
Self,” Journal o Personality and Social Psychology, 35(2),
63-78.

Marzo-Navarro, M., Pedraja-Iglesias, M. and Rivera-Torres, M. P. (2004),
The Benefits of Relationship Marketing for the Consumer and
for the Fashion Retailers, Journal of Fashion Marketing and
Management, 8(4), 425-436.

McAlexander, James H., John W. Schouten, and Harold F. Koeing (2002),
“Building Brand Community,” Journal of Marketing, 66(1),
38-54.

McMillan, D. and D. Chavis (1986), "Sense of Community: A Definition
and Theory,” Journal of Organizational Behavior, 13(2),
103-123.

Meal F. and B. E. Ashforth (1992), “Alumni and Their Alma Matter: A
Partial Test of the Reformated Model of Organizational

Identification,” Journal of Organizational Behavior, 13(2),

- 119 -



103-123.

Mehta, A. (1999), “Using Self-Concept to Assess Advertising
Effectiveness,” Journal of Advertising Research, 39(1/2), 81-89.

Moore, J. (1993), "Building Brands across Markets: Cultural Differences in
Brand Relationships within the European Community”, in Aaker,
D.A, Bie, AL. (Eds)Brand Equity and Advertising:
Advertising’'s Role in Building Strong Brands, Lawrence
Erlbaum Associates, Hilldale, NJ, 31-50.

Morgan, Robert M. and Shelby D. Hunt (1994), “The Commitment Trust
Theory of Relationship Marketing,” Journal of Marketing, 58(3),
20-38.

Morley, M. (1998), How to Manage Your Global Reputation, MacMillan
Business London.

Munson, J. M, and W. A. Spivey (1981), "Product and Brand-user
Stereotypes Among Social Classes,” Journal of Advertising
Research, 21(4), 37 - 46.

Na, M, and Keller (1999), Measuring Brand Power: Validating a Model
for Optimizing Brand Equity, Journal of Product and Brand
Management, 8(3), 170-184.

Narayandas, Narakesari (1996), “The Link Between Customer Satisfaction

1

and Customer Loyalty: An Empirical Investigation,” Working
Paper, Harvard Business School, 97-117.
Newman, Joseph W. and Richard A. Werbel (1973), “Multivariate Analysis

of Brand Loyalty for Major Household Appliances,” Journal of

- 120 -



Marketing Research, 10(4), 404-409.

Nguyen, N., LeBlanc, G. (2001), "Corporate Image and Corporate
Reputation in Customers Retentions Decisions in Services”,
Journal of Retailing and Consumer Services, 8(4), 227-36.

Nunnally, Jun C. (1967), Psvchometric Theory, New York: McGraw-Hill.

Oliver, Richard L. (1993), “A Conceptual Model of Service Quality and
Service Satisfaction: Compatible Goals, Different Concepts,” in
Teresa A Swartz, David H. Bowen, and Stephen W. Brown
(Eds.), Advances in Services Marketing and Management, 3,
60-85, Greenwich, CT: JAI Press.

Oliver, Richard L. (1997), Satisfaction: A Behavioral Perspective on the
Consumer, New York: McGraw-Hill

Oliver, Richard L. (1999), “Whence Consumer Loyalty?,” Journal of
Marketing, 63(4), 33-44.

Orth, U. R, McDaniel, M, Shellhammer, T. and Lopetcharat, K. (2004).
Promoting  Brand Benefits: The Role of Consumer
Psychographics and Lifestyle. The Journal of Consumer
Marketing, 21(2/3), 97-109.

Park, Jong-Won, Kyeong-Heui Kim, and Jung Keun Kim (2002),
“Acceptance of Brand Extensions: Interactive Influences of
product Category Similarity, Typicality of Claimed Benefits, and
Brand Relationship Quality,” in Advances in Consumer
Research, 29, Susan M. Broniarczyk and Kent Nakamoto, eds.

Provo, UT: Association for Consumer Research, 190-198.

- 121 -



Perrien, J. and L. Ricard (1995), "The Meaning of a Marketing
Relationship,” Industrial Marketing Management, 24(1), 37-43.

Peter, P.J. and Olson, J. C. (1987), Consumer Behavior: Marketing
Strategy Perspectives, Irwin, Homewood, IL.

Poplin, Dennis E. (1979), The Concept of Communities, A Survey of
Theories and Methods of Research, New York: Macmillan
Publishing Co., 1-25.

Price, Linda L., Arnould Eric J. and Sheila Deidler (1995), "Service
Provider Influence on Consumer’ Emotional Responses to
Service Encounters,” International Journal of Service Industries
Management, 6(3), 34-61

Price, Linda L., and Eric J. Arnould (1999), "Commercial Friendships:
Service Provider Client Relationships in Context,” Journal of
Marketing, 63(3), 38-56.

Pruden, D. (1995), "There’'s a Difference between Frequency Marketing
and Relationship Marketing”, Direct Marketing, 53(2), 30-1.

Prus, A. and Brandt, D. R. (1995), “Understanding Your Customers,”
Marketing Tools, 2(5), 10-14.

Quester, P. G., Karunaratna, A., and Goh, L. K. (2000), “Self-Congruity
and Product Evaluation: A Cross-Cultural Study,” Journal of
Consumer Marketing, 17(6), 525-535.

Raju, Jagmohan S., V. Srinivasan, and Rajiv Lal (1990), “The Effect of
Brand Loyalty on Competitive Price Promotional Strategies,”

Management Science, 36(3), 276-304.

- 122 -



Ramani, G. and V. Kumar (2008), "Interaction orientation and firm
performance,” Journal of Marketing, 72(1), 27-45

Rawlins, W. K. (1992), Friendship Matters, Hawthrne, NY: Aldine de
Gruyter.

Reichheld, F. (1993), "Loyalty-Based Management,” Harvard Business
Review, 71(2), 64 - 3.

Reid, D. W., E. J. Dalton, K. Laderoute, F. K. Doell, and T. Nguyen
(2006), "Therapeutically Induced Changes in Couple Identity:
The Role of We-ness and Interpersonal Processing in
Relationship  Satisfaction,” Genetic, Social, and General
Psychology Monographs, 132(3), 241 - 84.

Reinartz, Werner and V. Kumar (2002), “The Mismanagement of
Customer Lovalty,” Harvard Business Review, 80(7), 86-94.

Richins, Marsha L. (1994), “Valuing things: The Public and Private
Meanings of Possessions,” Journal o Consumer Research,
21(3), 504-521.

Rosenberg, Morris (1979), Conceiving the Self, New York: Basic Books.

Ross, Ivan (1971), “Self-Concept and Brand Preference,” Journal of
Business of the University of Chicago, 44(1), 38-50.

Schneider, B. (1987), "The People Make the Place,” Personnel Psychology,
40(3), 437 - 453.

Schubert, T. W., and Otten, S. (2002). Overlap of Self, Ingroup, and
Outgroup: Pictorial Measures of Self-categorization. Self and

Identity, 1(4), 353 - 376.

- 123 -



Shah, James (2003), “Automatic for the People: How Representations of
Significant Others Implicitly Affect Goal Pursuit,” Journal of
Personality and Social Psychology, 84(4), 661 - 81.

Shapiro, D.L., Sheppard, B.H. and Cheraskin, L. (1992), Business on a
handshake. The Negotiation Journal. October

Shavitt, Sharon, and Brock, T. C. (1986), “Self-Relevant Responses in
Commercial Persuasion: Field and Experimental Tests,” in J.
Olson and K. Sentis (Eds.), Advertising and Consumer
Psychology. New York: Praeger.

Sheth, Jagdish N. and Atul Parvativar (1995), “Relationship Marketing in
Consumer Markets: Antecedents and Consequences,” Journal of
The Academy of Marketing Science, 23(4), 255-271.

Sirgy, M. Joseph (1982), “Self Concept in Consumer Behavior: A Critical
Review,” Journal of Consumer Research, 9(4), 287-300.

Sirgy, M. Joseph (1985), “Self Image/Product Image Congruity and
Decision Making,” International Journal of Management, 2(4),
49-63.

Smith, J. Brock, and Donald W. Barclay (1997), “The effects of
Organizational Differences and Trust on the Effectiveness of
Selling Partner Relationships.” Journal of Marketing, 61(1):
3-22.

Stapel D A; Koomen W (2001), I, We, and the Effects of Others on me:
How Self-construal Level Moderates Social Comparison Effects,

Journal of Personality and Social Psychology, 80(5), 766-81.

- 124 -



Stephens, D. L., R. P. Hill and K. Bergman (1996), "Enhancing The
Consumer - product Relationship: Lessons From the QVC Home
Shopping Channel,” Journal of Business Research, 37(3), 193 -
202.

Sujan, Harish, Barton A. Weitz, and Nirmalya Kumar (1994), “Learning
Orientation, Working Smart, and Effective Selling,” Journal of
Marketing, 58(3), 39-52.

Swann, Willlam B., De La Ronde, Chris and Hixon, J. Gregory (1994),
“Authenticity and Positivity Strings in Marriage and Courtship,”
Journal of Personality and Social Psychology, 66(5), 857-869.

Swann, W. B. Jr, Stein—Seroussi, A. and Giesler, B. (1992), “Why People
Self-Verify,” Journal of Personality and Social Psychology,
62(3), 392-401.

Tajfel, H., and Turner, J. C. (1979), "An Integrative Theory of Intergroup
Conflict,” In W. G. Austin and S. Worchel (Eds.), The Social
Psychology of Intergroup Relations(33-47), Monterey, CA:
Brooks/Cole.

Tepeci M. (1999), “Increasing Brand Loyalty in the Hospitality Industry,”
International Journal of Contemporary Hospitality
Management, 11(5), 223-229.

Tesch, S. A. and R. R. Martin (1983), "Friendship Concepts of Young
Adults in two Age Groups, Journal of Psychology, 115(1), 7-12.

Tucker, W. T. (1957), Foundations for a Theory of Consumer Behavior,

New York

- 125 -



Tucker, W. T. (1964), “The Development of Brand Loyalty,” Journal of
Marketing Research, 1(3), 32-35.

Webster, Frederick E., Jr. (1992), “The Changing Role of Marketing in
the Corporation,” Journal of Marketing, 56(4), 1-17.

Weigelt, K. and C. Camerer (1988), “Reputation and Corporate Strategy:
A Review of Recent Theory and Applications,” Strategic
Management Journal, 9(3), 443-454.

Wilder, D. A. (1984). "Predictions of Belief Homogeneity and Similarity
Following Social Categorization,” British Journal of Social
Psychology, 23(4), 323-333.

Wilder, D. A, and Shapiro, P. N. (1984), "Role of Out-group Cues in
Determining Social Identity,” Journal of Personality and Social
Psychology, 47(2), 342 - 348.

Wright, N. D., C. B. Claiborne and M. J. Sirgy (1992), “The Effects of
Product Symbolism on Consumer Self-Concept,” Advances in
Consumer Research, 19(1), 311-318.

Yen, Rebecca, and Kevin P. Gwinner (2003), “Internet Retail Customer
Loyalty: The Mediating Role of Relational Benefits,”
International Journal of Service Industry Management, 14(5),
483-500.

Yoo, B, N. Donthu, and S. Lee (2000), “An Examination of Selected
Marketing Mix Elements and Brand Equity,” Journal o the
Academy of Marketing Science, 23(2), 195-211.

Yoon E, Guffey H J, Kijewski V. (1993), “The Effects of Information and

- 126 -



Zeithaml,

Zeithaml

Zeithaml,

Zucker,

Company Reputation on Intentions to Buy a Business Service,”
Journal of Business Research, 27(3), 215-228.
Valarie A. (1988), "Consumer Perceptions of Price, Quality, and
Value:A Means-End Model and Synthesis of Evidence,” Journal
of Marketing,, 52(3), 2-22.
Valarie A. (2000), “Service Quality, Profitability, and the
Economic Worth of Customers: What I know and What I Need
to Learn,” Academy of Marketing Science Journal, 23(1),
67-85.
Valerie A., Leonard L. Berry., and A. Parasuraman (1996), “The
Behavioral Consequences of Service Quality,” Journal of
Marketing, 60(2), 31-46.
L. G. (1986), "Production of Trust: Institutional Sources of
Economic Structure, 1840-1920," Research in Organizational

Behavior, 8(1), 53-111.

- 127 -



ID

3 3
1 = 2
o )l B
< T >0 <
. 1S T N
o) - 3 R ° e | &
O S i ! o
w2 g o o = ™ G
W o RT . 9 Wr A IS p
X o G | _
Nouloop o | ) =
Tonlog o ) T8 o SR
= X Mﬁ ol i o+ ma
Mo g - g : | @
o o = Mo T o W
p L i B R |
—_ = Njo o o m RN HLnlm w e Q -
X Bk % o % i P - o
T E oW s El AR T B ©
BE T E § 5w A s
TR BT T g b id G
. ol o = = o#o T X o
U I TR e S yF 75
s sz | 2 2| 2
L e ut = g K
T oW M__H ol gl = ™ o M ﬂoWM oo &o ~ o
N %O = do o _ W NN o " = o b3
FToe ¥ ow T WD g = | o
ZT oy ‘ﬂﬁ O_O ~ E# . . N HTL ‘m_w‘._
U % AR b e
N BIAR ~i w N ol ~ -
T o o o s o Jl ﬂ < ot =
[ pelic I o5 " ol
) oo mﬂﬂ dﬂ_ o7 oo op il > o B ° .
o X o <oz o = W = o Y
oS o oo ° | )
ol 6 5 o o o) ol o y {Im
s Ve www Ty z &
oo F oMo TP w T ' a4 B w
O oo © 0

- 128 -



3 =
Ao =L BE AFGUL AFsE Rl 0 EE Y A

o] H¥Ex dRkA o =R gt Hallsolt) D 2@ 6 @& - ® O
o] HAle= Fdo] £ D 2@ 6 @& - ® O
o] ML fxele] oyt DOO@6 6 0
o] Hel=e] We|A)Ho] Thakait) DOODB 6 O
o] B¥lEx e MAdE xds8 = D 2@ 6 @& - ® O

of BUEE o] Aofolu] Ao} 254 F o F

t}
o] Bal== Abs A A WA g 200 @ 6 &
of HAHEE oA EA%S +H 200 @ 6 &
of Bz AN =4 & £ 200 @ 6 &
o] Bl Abs|uAlY ERg Fu 200 @ 6 &

- 129 -



o tig AXJUrt &gt Eo 0 EE V FAE 547

£ o] Bt Ao w s digthe
N ' o e D23 &6 ® 0
Re o 319

3 ol HASE g X 9 2HAR 900 D @ @ @ 6 ® @

M. &8 “FFFAREAFTA S48t HA=KA)E o] §31HA

A3ke) 454G BA dal AFAM =AM Hel dF Q¥
At

ae HEue lﬁ;ﬂ ¥t BFolg j;u}
1 foﬁ‘igf%% WOATSE e Aol | o o 0 o e o
5 2523‘53} Ade vs e Hddd | o o 0 o 6 5
3 |0 FAEA SEE MR AVAL R 1 o000 6 0

- 130 -



tﬂi A B LH o
O34 8 BEoln <=

U= o] vale ALy FAAlo] gle= FA 9
4 . R T A I,

6 O O @ 6 ® @
9o gk}
E o] At Adn eqFd 5949 @
! O O @ 6 ® @
A Hojgkr}
= ool BUle A5 AA ] A
8 | i )l O O @ 6 ® @

9fxﬂ‘%€d:7ﬂ7ﬂt‘r O e e 6 6 O
o] M= AL YA lolM Z eJnE

1OX]]4E2}E} O e e 6 6 O
of Bl Ao JpA AL o] spA#el 2

11 ]‘L‘ o7 whel s O e e 6 6 O
59k}
= o] HEale AYo] F=FF= 7R 5

[ | L e L L

A
vV BAE dFA7] v

78] RS

HE q4EdE a%x 9d Bgon 2%
=1

I | v o] BERl=e oS 7HAa Sl @68 @6 6 @

2 | Hs o] BRlE A e =7u Q2@ @ 6 6 O

- 131 -



EE e
SRRCRRS ! 224 g wgen a3

e

3
fot
%
n
o

Aol =1 2O 6 6 O

2O 6 6 O

o)

V. 952 Astel @3 WE&AY

.

1 Aste A¥e? O 9 @ o
2) A3te] A"wL? O 10 @ 20t @ 30t @ 40t © 50t o] &

3) Astel 422 O aEelst @ ATdE O WE @ hekdd o

=

O FFd Q@ INY QO AEH FA @D ud O AGPA
® 7M=5 © A 71 e ( )

5) A% 1%l 4T F9L?
@ 100%t¢ =] RE @ 1008+ o] -2007H W] %t
@ 2008H o] %3008t HR @ 300%E o] 4-400%t Tt
© 4008H o] ZF-500%H wvE ® S00%E o] 4

oX,
o>
N
oo
ol
tlio
2
=N
e
X
=
e
ol
o
>
i)
i
=

- 132 -



	제 1 장 서 론
	제 1 절 문제의 제기 및 연구의 목적
	제 2 절 연구의 구성

	제 2 장 이론적 고찰 및 가설의 설정
	제 1 절 소비자 상호작용 관계
	제 2 절 소비자-브랜드 관계
	1. 소비자-브랜드 관계의 의의
	2. 소비자-브랜드 관계의 유형화
	3. 브랜드 동일시의 개념
	4. 브랜드 동일시에 관한 연구

	제 3 절 소비자-직원 관계
	1. 소비자-직원 관계의 의의 및 특성
	2. 인적동일시에 관한 연구

	제 4 절 소비자 상호작용 관계의 이중경로에 관한 가설
	1. 브랜드 동일시 경로의 소비자-브랜드 상호작용
	2. 브랜드 신념
	3. 인적동일시 경로의 소비자-직원 상호작용
	4. 우리의식

	제 4 절 소비자 상호작용 관계와 충성도
	1. 충성도의 의미 및 유형
	2. 브랜드 동일시, 인적동일시와 충성도의 관계
	2. 태도적 충성도와 행동적 충성도


	제 3 장 연구방법 및 가설검증
	제 1 절 변수의 측정 및 설문의 구성
	1. 변수의 측정
	2. 설문의 구성

	제 2 절 자료 수집과 표본의 구성
	1. 자료의 수집
	2. 표본의 구성
	3. 분석방법

	제 3 절 측정항목의 평가
	1. 요인분석
	2. 신뢰성 분석
	3. CFA를 통한 타당성 분석

	제 4 절 연구가설의 검증
	1. 연구모형의 적합성 평가
	2. 연구가설의 검증


	제 4 장 결론 및 토론
	제 1 절 연구의 요약
	제 2 절 연구의 시사점
	제 3 절 연구의 한계점 및 향후 연구과제



