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ZAXO|= SYHMES| wAtFOf oo Cfigt HME TSEof

HASEL Fga 2A7|te =™ q}

AxEr, oy

HAE shPAee o 7|45 el 9o 2 o851 Sick. AT elatel A E A5 E 37 297 A
Aol et 2] GFo] o) 2Eo0] HAMES SAshE Ale)7h 510 9k B HIHE S48 B¢ BAE st
719 4ol A APE Y e A1 8R0S EF # of g v &-& AAAAFTE olo] vk T BHES f
She AL aHAe] QRAAE BAFZ £ 4 olek. 7120 RATH AL F2 A2 45 B AR
o7& IS SHHAER o B Ffehe T of| A Ieixto]l = AFQiol| A o] watTtulf A7t H st & A
oAM= BRE Mot fAZH o] AH|AY] WAl o kof mX]= JFS SIst A A&7 2HRNE o
ofR 7] 9ol AFEES 5T AT A BT Hsw of WA o] AH|AY] WAt ko) A(+)9] FFS
0| Atk AFA-E BFS o B3 TA| 2| & 7] 7ol o] B E &k oF IA|Ed o] walktul oo m||= oo 48R
745 7RI A ot olo] mret & o] Autet ARG ANt lTh
FHO : DAPOR|E, BMESE, HHE MaE, BASE, A 7|2t

L A2 Aol 714 {AE 15T 5 7] "wEolot

(Nepomuceno, Vinhal, Laroche and Richard 2014).
BHE P2 A2 Al Ewtof AYT o B St A= A7 Ego] A&LEHA o] &

ZHAES 7Hto 2 7| & B EE Shsto] Al8ol= Hxpol= AA oA AP o R HHE S S7gst

Ao 2 A WL 7 So] JAAZo] Yoz g EAEIZHED et 25 o] <Eu|unp ) H

8513 1tH(Dall’Olmo Riley 2015). F EolA & %, ‘BBQ2IX1’] ‘BBQ & B =712} ‘BBQ

2H) A} 2o A Z e o] =5 o] QlEl 79 2E|H HEol 5 we maizto] = dA|Eo] H

B C gxpo] B2CY oA B2BY S e 271=] & HES St A BRHESS E4 ot ok

o= ik, BAE shgo] theFet oA g F9 2011). Aol = AL REAES

5] 8= o= AT A G Yol A& o 7] Sh= A2 5ol Bl-§-& dasta Ao REE

£ HAE JAS 2851 Ad-e AAA]7]AL vt o] o]n| 2| & &AH HEZ o] [ o2 7|EA

A" HE-E EY & S Bl o} 7o) Kb HIZ & &7 gEst fA 4 Qv 12u

51l 9l T ARFARS APATY o] 8oz N 11 Tizto| 2 AFJol A o] B E S St &

Sl Teto] = AFYS tid o 2 g R E sho

o] =22 20149 AR AL & = AT AT 2 A5 ol 3 AT U(NRF-2014S1A5B5A07041645)
ity AFATA LAY (pigbabe@yu.ac.kr)
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2 AL 4 At} Verhoef, Van Doorn
Dorotic(2007)2 7| 4E°] I A7H 7425 S7HA]
7171 oM = At 242 FAsHAY LA FE
SHAIZIAY 2172 <P

o] 9 1)

R
)
-
=)
l
k]
&
iy
<
X
=2
oy
2>
Mz 0l

gk oty et A&

+ Aotk Ad], A4
& 2009). Uo]7|7F A= SZ AL of| 4] oA ALE]
Adets 38R0 2 AYS gistAY FEE
o] B Abgjo 2 o] gff Fo] 7|H 9] Ao

A magolr nAGAL mATuz 2 4

~

]

et
]

EESEEE S Er REER LS
71E DA oA E FHAZ T 27

Z7MA7171 91§t ZAo]th(Verhoef, Van
Doorn and Dorotic 2007).
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o] 201 2] 7] I8 B ] Tt
anA7 AR B BACste] PAE Y] Fash
THMilberg, Goodstein, Sinn and Cuneo 2013). B
Zof tigt A=E7F 2 AH A= W2 AH|AH
Hle) BAE H7HE Brlshed) gle] He <]
2 7]=2o7] wizoll, M=t = o 19 7] oF
o BAs] og 2HA wgLe Hol7h gtk
(Loginova 2010). Mikhailitchenko and Javalgi (2009)
L auAgE Aol BAE A&EL 588 R
Qloj2tal stA ARAE2 BRHES ARdS &
S57] $19) 2148 AAFS ALE SRS A Foliitt
11 5}tk Soderlund(2002)= AH|A}E0] X435

1

)

U2 2 gl BAEE ek Zlo] o

b

H—‘

Q1 AH|2} HEE-2 o] Fofd 4= QlThal SHRITE.
WA O] e oF PrA|FH of] Tt A= a4
AollA gol o on, Ha =°|
AlF AT WA o] e oko] PAIE JFStal At
(BR8], A& 2009; Hong and Lee 2012; Liu and
Wu 2007; Ngobo 2004; Soureli, Lewis and
Karantinou 2008). Ulaga and Eggert(2006)+= TH=3t
VNS PAE S 7FsAdo] wohal shaloeH
Park, Kim and Kim(2002)< 7333t EH A S
741 28147} 184 9pe 2E| AT S n s
of 8% 5014 7b5Ao] Hrh shech. whetA
spp s o) Aol ol R HAk o} 4u)2

=



|El

UAO| = ST Ol MAROY O =0 CHSH EHE NS ZoF BASHO Fgut 27| 2te Z¥aW | 65

B BATRE 7 PAIGY ZAGT ] felEe] e mAtkn Skt Alba and
T Brtd o g HE skt gt Hutchinson(1987)2 B E &L 71 &2 4AH[RL

AT AR HASE FAek] AT A4 ke

2o] o A L7, o AuAHEo] A
]/\

= 7FA1AL Q17] wioletal shict. HiHo] BeiE

1. HEE X=E o wXlFOjo|x &Lt Y AR 2= BT A0S F7istr]

9J6h B 114 w2lS Saehid] o]t ozte)

B S2 A2 Al 7Hale]eo) AAE= ZIHELAE S 5 7] ol s5hd

A7 7]Ee] BT S 7| Po| Aol Zlo] o & Bt 57t 52 AHALSE e

THAaker and Keller 1990). Weizhong, Dev and 7 -2 AH|2pe] Hlsl B HEHE of] tf gk Q1%]7} of

Ra0(2002)= B spgdero] Bx ) wfjda] B L AE FAE Q7] wel 2P BREE o 2
Tof thigt 49 ol § & Aot Aol 513l oM =2 75/ o] Erhe Aot

Weizhong, Dev and Rao(2002)°]] tF2H 11

t}. 7192 B S-S Foto] ARl A| A1A| AEL
Fol e e s %= shar, upAIR oA 2] A A& B ETF AR QLS of 5ok g Bl
5 O F AAAEE ERo2ZHN), AAE 27 EE o8 o AYsh= 1S A "ot Bt e
Aol A T} A 2 AS H{E 4= Uk HAEE ¢ of 8 Aol o3l o], &9
IAEL BAE st ALslAL BAE | gt A (2009 HHE 5T 7} 2 4H[2 s A
dol S F¢ A BEHE] it = E P & HF3ot= B oA EA AR olshist] 9
g lom, waptulE & 7Hs/do] wolkith Bl off @7 E= 1A o] HRHE A&7 e 4
E ASEE 719& A3d 2ol B A H]z}o]| H|ste] 3.2] ¢F7] wZoll AIE F7He 9
Z2)49] Q1A A Lz 2 HdEE 4 glom, o] e HIEg/o] Bt A o]Fo] A 7HesAdo] =11
e 242 BRiE o] tigt o] 9] AP omRE L} A S| ol ol 2214 W7 WE 74
et HAHE A&5l 4AH|RE] BT tdf o] T}l 5}t Tam(2008)2 A&7t WAY &
7FA 31 Qe A E 74 (Tam 2008)0] v, 574 B 740l AH|AHL IS L7} 20 AH|R}So] BT
o gt A&k BT oigh Mgl AH| of thaff & T oJA QI "= E H Itk sh3iTt.
21] 7S Whdjtt. AR AR 35617 Hoyer and Brown(1990)2 BRHE &7} AH]
e vl Bt 249t Bl =] gt ARE 4 2590 A ABtd o] §FS F BHEE A
A grolEol= Ago] glom o] Hal=o tigh El5HA| Y=ok 346199t} Ha and Perks (2005)
ol & JAE o] Q7] diZeltt. & ARAES + BHHE 5L 7t SISO AHEA W Q& 2
Baito] gt Aol XY wEoh FHAY AANAFTE AFEo] Utk AXshom,
o o g2 224 5 Ao Biswas(1992)2] AL AHRS 0] 2&5}A]
1472000y BH o] Tt 4H] A} w3} U2 BEHEE £ ot IS ERES &7
Holo] BAE A& =i S0 X HAWHST st A17HE AA EATHAL ST Tam(2008)2
A o] gt e, AREM A5 e Jea B 57 vhES Fofl FEolel H(+)<
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F&= " Aoz A2 ¥ Wt Nepomuceno,
Vinhal, Laroche and Richard(2014) Beit X145
€ &HA] Fiede EdEual skiler,
Delgado-Ballester and Munue- Alemanet(2001)-> <]
=olA] @i HHEHT of<xot HiiEof figh 4
HAbE o] HE 2|4 F27} © Huskal s
FA AN Wzl it =2 ol Al
N720] Aol A4 BRI} 18A] ghe B
A=of vl Bieof o] 2 7L skl = &
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2. #AISED WASOH o=

PAZE-E BA ZF ol tigt A4 Q1 HteE 4
©Jgt 4= QJT}. Kumar, Scheer and Steenkamp(1995)
= BAEES TACl tigk 71d, A5, &, =8
o T% Te AT tiet A7 2A, A
ot kel QI e = AEs) shltt. wAEE
= DA O] AF o Akg FAoln A5 dE2 A

S At 24 " 2ol & 4 gl
Gummesson(1987)2 TAFH o] 114 0] 2] Z}toh=
FHol| 7okl Yo7t 714 A F5= 7Hs 5t

rlo
o o
z

Al Al sFSATE. Park, Kim and Kim(2002)
BETAS 7P 2017 287 g2 anaps

=]
o ShgHAEe] B8 Sojdoln AT W5

g 7FsAdol wHal AAsteH, A2 B
E BAEHEC] w2 avAEe] 184 g2 4H|
ZpEol vl 7l ol 7} T of 2 o] kAl et
71E QTS TAIEE S wegARARRte] Hut
2l wA o] A4S wrgdstke B 7Hx] ] 470E
o2 4 tAbdd JideR HTH(Crosby,

Evans and Cowles 1990; Kumar, Scheer and
Steenkamp 1995). TAFE S| Q150 Tt I
o Asfie glod, ofe Aol AR BAE
"o PN F2 WE AH, 2o B4
qlo, dEao] et 217} s o]-go] H9]
T} Crosby, Evans and Cowles(1990)¥ Dwyer,
Schurr and Oh(1987)&= TAEH ] +480S 4l
2|} 7r=50 2 HQF O ™ Morgan and Hunt(1994)2}
Siguaw, Simpson and Baker(1998)+= A &2 o] =
9 Y-S B AR Hokth B AFoAE
Dwyer, Schurr and Oh(1987)%} Crosby, Evans and
Cowles(1990)2] A5 vt o= WA A | 24
= W3t A2 2 B 3} {he)

ghE3} A A7ARE Aol AprlelE, 7
T FAEol Ze AFHL ASs E Y
Al 4-&E]o] Lrt(Anderson, Fornell and Lehmann
1994; Fang, Quershi, Sun, Mccole, Ramsey and Lim
2014; Vanneste, Puranam and Kretschmer 2014;
Bendapudi and Berry 1997). Mittal and Frennea(2010)
USSR Eolut Au] o] v wAo] 4] 5
7tz A olshoiet. whE-2 o whet E A o] o
TS 7| 2= Tboh= A SRA TS0 2 A
Aol tigt = ol FHH FAA o s
s 4 Stk & dFollM = A& o ® Zfizto]=

¥

Hi=of diet W) oJw=7t PAE A-SHarRt
st} mabA| THE-S Johnson and Fornell(1991)%F
Oliver(1993)2] “g9]of whe} FE A o et wh=
o] FAH FA|A HWrHET 2 Bt
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FFS mHATgA 51 oW, Ulaga and
Eggert(2006)2] 1k Th=o] 34| gofl A (+)<]
FFES PG Sl o7t AT ENEL
2HE0] AHE HE &S 7H54 o
Ou] gttt Liu and Wu(2007)+= 238
2t WAl AL A T ghERE 11 7l 4
WA} SErp F7R A 5hglo™ Ngobo
(2004)9} AA &, 14 (2009)9] ALANE BHE
o) F7he5 BAPH S|} Fokke Aoz
LEFS T Hong and Lee(2012)2] h=r2} twtko] H]
WA A = Au] 2o gt REEo] waltH) o] &
of F(+)e] ¥F= nlXIthe A& AS5HAH
A= A4 #A S =8 2 4(Morgan and

JHU

Hunt 1994)0]9, 415 G4 sH=w] glo] B44e)
@Ik HoIA APY Bl 42514 5
asp) ch2ol A ek AE, 1@ 2009). A5
o that Aol ShAbE 7k ThasiA Aolsglont

= AFolME Zidel die A Az &2
Gabarino and Johnson(1999)2] A o] & w2} AJH| A
Als=2] FE 3 g dof digh An|pe] sHlo s
g elstatt.
A== A el o
Apsol A7 57 B Eoto] WA ] &3t
o] Stt= AMES dFste 9L
Weitz 1989; Chua, Morris, Ingram 2010; Wang,
Tomlinson and Noe 2010). Vanneste, Puranam and
Kretschmer(2014)+= A1=|7F E4439stol A A
7Ite S7HN71E el vl o™, Fang,

Qureshi, Sun, McCole, Ramsey and Lim(2014)-2 41

27} 4vle] 2215 9]
off Q1 Fufjut A& o]
2kl shlt. S84 g2t
&(2009), Liu and Wu(2007), Soureli, Lewis and
Karantinou(2008)2] 752 A1 2|7} WAoo
off 2523 FF= nXthe AMEE BfsWl o,
Liu and Wu(2009)2] @t A FAFsEA] o2 Al
& ZHaze] Wo] waptn S of Al 2380 Tt
DA A= Fa% Wi EE ot A oE Y
EFSIT} Hong and Lee(2012)9] A4 S A] 4127}
Wzt ool ()] ko w AHAHQ IF
S udth= 23S HolS=a1 Qi 124 Verhoef,
Franses and Hoekstra(2002)2] 2§ A H|AE TiAt O
= ot dFolA = A=et wa+u ok 7F HAE
WA EoE 15 1ol ARe AulA
SaAE Agst=d o= A= Sttt A4S
= SHATE A& PA A= A7 S 9= st

bl

A o=ttty 7 o] 85 A5ttt o] 7 et A

-

2 ALAA
s
—

2%01141
oz

5o 71 25te] o2 A5 AT,
714 2 BAEDL SFEAC] mA7f o
ol ()] JFL 1] Zolet.
7P 21 BELS SHAE Y] mAT o]

7]'};\;‘_ 2-2: Tl

. Alba and Hutchinson(1987)
= AZo] that £ulze] A7 E

o] 43< WS WeeT Ao}
and Deighton(1989)-2 A|&3}

v AR89 42 Aelstd,
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Patterson(1991)= A|&of thet AFAH A AAHEE B
WE A&5Eg Bkt 2 o)A kg s, o7
5](2004)= BHE A& EA
H|zpo] g E= A7

L E, AR, mul il
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gy o 38 ¢
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Jo oX

=
A5} BAX )= dAelate scha delsict

Ha and Perks(2005)= B Eof tot &5 71 =
= W, ¥ &2 W5 A=Y A& wEoldr
NS ™, Lane and Jacobson(1995)2 A1 A& o A
BT & rh ghsof & n|XIthal shaith,
Ha and Perks(2005)= 9749 BHE Hd 83 <
TolA Bl skt whEat Ao na)=
Fe AHHEST. dFET HHE 55T} vk

Park, Kim and Kim(2002)-= o
A 4617t 187 9 4vlAEe] e vas

of el 5214 FAe 7HA 3 ek st on, 7
A

74 3: BAE A&5TE BAEH] A0 4
F& uld Zolnt
7P 3-1: B E A5 es BEo F(H 9 9=
o Aot
7Pd 3-2: BRHE A5 e = A= H(+)9]
o Zofrk

=2
o ARE gpashr] A Qe Ak} el 7

402
A % G, G 7HA) Al Aejshee] A4 5]

gorEETH oNAES BeHoR T 4
o0, ulefe] of gt Aul2g AeEE A1 e T
d ARREL FU 5 9] whe] o]ojo] Rk

>
30,
T
A=)

. Gwinner, Gremler and Bitner(1998)+=
122 770] A= FA Felo] Z7}
71342 ARG AHE <t 7]

N
)
o)
o\
N
N
ok
_?L

P

I= riﬁém%rﬂ;&rlr B do i o ©
% @
32
u)
r_l
)

o= Aofgt 4 glom, & Ao A o] EA

Hafo]= AAE o]- 87t 7|17k 0.2 A ofst3irt.

HHAE LeZof it thfet FdE2 B0 X
S5 Z7H7IH, 12o] BRES duhtd g
U= M7 B e duh J557ts &

4 At} Perera and Chaminda(2013)= AH[ZFE©]
APgoll MEA 5787 BERHERHT @ AJTE o]
H=E o A osh= o] JAtkal 5tH, o] =

] 7t Bi=o] tiet Al=|eh At

|
=
e
rOll fll
ol
o,
iy

Staggs(1998)= 7iqlo|u 2217t A 7]t o4
4% PA9 Pue o Zeud skac
Johnson and Russo(1984)= B E 31} x]4]o] 1+

#sjo] 2u]ASE BT s A4Ehe Ltk
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1! 5% ™, Ha and Perks(2005)+= 4-H|Z}50]

AES SASRE) 48 Alzo] AHlAbe] HAls
5 s

o 2davE 7 Aot

Crosby, Evans and Cowles(1990)= 41Z|&= A|7F
o] HAHito] wat ¥Eghhal ShITh Verhoef,
Franses and Hoekstra(2002)= 7] 4te] TA o A
AAA o2 ZA A1 0] A9 A7 o] Ao
5 DA O|wr) FolXlthal shlon, 114
Sttt B2 AFATolA
A Eet TA 77k T4 A A|(Anderson and
Weitz 1989; Chua, Morris, Ingram 2010; Wang,
Tomlinson and Noe 2010)E Y5l o™, t}E A+
=(Anderson and Narus 1990; Anderson and Weitz
1989) = 7| 47+ AR & 7]7ko] A= 73] A

sfoll 2144¢) GG ml2ck sk E5t o] §

Jo A
)
HH
S
o|N
N
&
O
R

7], S, 992002y HAE ]I} THE TF A
TolA 717 BAE FAskE Hde] @73t
AL FAS A B oy SAHAEE =4 <
AlRIetal sl = U] A Zaizto] = 7S o
o= 3t o] 2-8(2010)9] Ao A= REE} 41=]
7} 7] A0l 38 A S mIRHAL sl
T2} ghEo] 717 AR-R ¢ TR o] Qlth=

ot 9] A-=3t E 2] Haumann, Quaiser, Wieseke

and Rese(2014)= I AWZ3}t 1 4-7] FAA| H

AT B PANAE DA S 0] FHLE
o} 374 Pelo] 9ot AlZre] AdHS LATE
o WPt ZolSo] FHEete] Telge] Fad A
oletil st 0|9} e AAATSe] 723}

o] 7| 7ko] BE M&n TAZ AT} 544 H el
T o] wapFa o 7+ BAof| glo] 2 st
S

A0 7S g HIES

71 5 JA7 S TAEEo| & BHE o] W
o z

71 5-2: BA 7R A

davE 7 Aol

_CH2-1 e
H2-2
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Aol 9 PAE AT} WA o] o] o]

A 2 aIE 7RGl 7 sE

[¢)

2 AFNAE ARG RO N2 Foln 4
g BA4E Fsty] s 71E AFElA
o] 4FE ZYFEES Y

Simonin and Ruth(1998)2}t
Delgado- Ballester and Munuera—Alemanet(2001)94
Aol 71zsko] & AT W-gofl HA 5k
t}. 000 BHET} M5k, <000 HEEES
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SHYALEHY e S8 4 HAE

A =1 175 & 51.3%

g Y o] 186 & 48.6%

20CH 138 & 67.8%

of 24 30CH 102 H 29 %

o 40|:H 100 Eg 28.4%

50CH 1% 3.1 %

= 349 0.1%

= CH 24 128 & 36.4%

CHZ O|AF 189 © 53.8%

10|t 33 9.4 %

Baic 0|2 7|7+ 14-3 0|8t 171 H 48.7%

= 3-54 0|ot 103 & 29.3%

74 0| A 44 & 12.5%
2014 119 2797121 2047 th+ - &0l A5t A A SHE S F| Adtoto] A 4-9] o 58
HA SPEHET Glis Zalixfo]= o] B Eof of < SislstEd| 522 Erh(Esposito Vinzi, Chin,
3t o] @A J o] Y= AHAES Ao 2 TielHH Hensler and Wang 2010). E3F LISREL©]Y AMOS
S 5ol ARSI F 4005-2] A-EA)E B S} ot ge] BEO| A77t dHH o R 2F2 Aol
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SEA EA4S AnEd e ool 1867 55 2013).
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<E 2> M2l U USEIGY M
TE7HE SEHS | 2AHAEY tox AVE Cronbach o MG A2
Bel .847 37.705%**
HalE 2=k Be2 851 39.978*** 0.653 0.731 0.849
Be4 719 19.246%***
S1 872 56.427***
oF =2 S2 .852 41.447%** 0.729 0.814 0.889
S3 .837 35.962%**
T1 .890 52.651***
Al 2| T2 911 65.232%** 0.811 0.884 0.927
T3 .899 86.204***
Cbl .884 53.200%**
WRFFOie = Cb2 725 14.602%** 0.665 0.748 0.855
Cb3 .828 40.089***
* p<0.05, ** p<0.01, *** p<0.001, (t-value)
<H 3> THEEIEY &M
SPpIE AVE 1 2 3 4
HalE 2l=E 0.653 0.808
o = 0.729 0.515 0.853
A2 0.811 0.541 0.470 0.900
mi-{ ] o] = 0.665 0.440 0.497 0.447 0.815
* CH2Hd 222 AVEC| AlE2(v) 2
Ao R Yo, EMIE = B 0.80]14F2 d gddo] s AoR B, <B3>2 HY
2 et TR g AR5t 5L AR WANARE /1F IS MR 1Y SOl
stolg] ot Q= Zlog Hrte 4~ Qlth(Fornell and Larcker
E3 Fd 24 FEWAVE)E 0.501F 2 2 et 1981)
U e AEe] g Aoz weE gt
(Fornell and Larcker 1981). A HSE2] Bl =& 2. 71 A=
S191517] Stoh A LA AAsHe,
Z]45E 9] S EPFA-L Ao oigh 91 A PLS(Partial Least Square)E Ahg5te] ALY
Ao AZFNAT <8 25 WA ZHRS R 3 7Fep] SAe) WA FEuge] AA= 4
T 0.7°0149] 7E9& TESIEE HE B ol A= R 3 2 ARAS dig Fo48S ot
e Ao W4 ok T2 2 Mo ar s
G 9] gro] B Logol o2 et A2A A, PEREe] A4 AgEE 4HR] 95
TE fost Z o 2 LrETt Z] E = Stone-Geisser Q2 testF A O 24 WA} 4
B H7hs a2 EA(AVE) 2 Al S d 5/ (Redundancy)gto] et <& 4>5 HH
aatel e = te] Aok 34 vebd Redundancy #t0] 25 ¥(+).2. 2 LFEfL Chin(1998)
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<H 5> 7M4ZA4=40
7t 4 42 B2 Al t 2L 71/ 2f{Ed
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o intis e 2o] vimiA A3} A= A%50t w7 o
P e Tol JFL wAE Art WA Fe 18
a3 pE oAt CIE ol O A=A 71 0.215, WA ZIZte] 1 152 B EA
<& 3>HBF22 iy 2jo|&
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AASHA, A A2 A5 BEA7E 22 & + AL TAZIZY] 2 1w AEASTL
& 3-Folle <1¥ 3>9] 342 o]gsto] Hdt 0.099, TAIZ|7te] 31 T15F9] HA2AS7F 0.328%

H =
7t 4 42 T A 7|12t0] 2L - | A 7|Zt0| B2 AT
42 A¢ 0.426 0.215
_ _ std.error 0.064 0.064
H4 HaE 2= — WRFHA0HQ| = -
A4 2t0] t gk 2.324%
7 e 0
42 A 0.328 0.099
_ std.error 0.070 0.055
H5-1 S - WatFofel = -
A= 20| t gk 2.580%*
7 e 0
42 A 0.217 0.771
_ std.error 0.065 0.063
H5-2 A2 - wpofe| e -
A= 20| t gk 6.116%%*
714 ZHEd x
HE 162 189

* p<0.05, ** p<0.01, *** p<0.001, (t-value)
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The Effects of Brand Familiarity and Relationship Quality
on Cross Buying Intentions of Extended Franchise Brand
and Moderating Role of Relationship Length

Kim, Ji Hea*, Sang-Hyun Kim**

ABSTRACT

I. Introduction

Brand extension strategy has been used widely in many industries as a source of growth strategy. In Korea
franchise companies have often used brand extension strategie. Brand extension strategy reduces costs as well as
risks of entering new market. The purpose of this study is to examine whether and how brand familiarity and
relationship quality influence cross-buying intentions of extended brand and moderating effect of relationship
length in franchise industry. Based on relevant theories and previous studies, research model and hypotheses are

proposed and tested.

II. Research Background and Research Hypotheses

Brand extension strategy entails leveraging the equity vested in a parent brand into a different product market
with the aim of enhancing the new product’s acceptance among consumers. Although buying an extended brand
is cross-buying from the consumer’s perspective, there are very few studies which investigate consumers cross —
buying intentions of extended brands especially in franchise industry.

This study exmaines the effects of relationship quality and brand familiarity on cross-buying intentions

extended franchise brand and moderating role of relationship length.
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M. Research Model

The conceptual model and research hypotheses are developed on the basis of literature review. Research model

is shown in <Figure 1>

<Figure 1> Research Model
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We test our model in the foodservice franchise context. Multi-item scales were developed to measure model
constructs based on previous studies. Data were collected from university students who have used foodservice
franchises. A total of 400 subjects were recruited, of whom 49 were eliminated due to missing data. Smart PLS

2.0. was used to test the research model and hypotheses. The results of the analysis are depicted in Table 4.

<Table 4> Model Fit
Construct R2 Communality Redundancy
Brand familiarity 0.653
satisfaction 0.265 0.729 0.193
Trust 0.293 0.811 0.232
Cross buying Intention 0.322 0.665 0.077
Model Fit /7(0.714849*0.167781) = 0.346

IV. Results and Conclusions

All suggested hypotheses are supported. Brand familiarity and relationship quality have significant effects on

cross-buying intention. The results of the analysis are depicted in Table 5 and Table 6.
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<Table 5> Hypothesis testing results

Hypothesis Path Path coefficient t -value Support
H1 Brand familiarity — Cross buying intention 0.164 2.549% O
H2 Relationship quality — Cross buying intention O
H2-1 Satisfaction — Cross buying intention 0.313 4.603*** ¢
H2-2 Trust — Cross buying intention 0.210 3.189** ¢
H3 Brand familiarity — Relationship quality o
H3-1 Brand familiarity — Satisfaction 0.515 11.169%*** o
H3-2 Brand familiarity — Trust 0.541 12.825%%* ¢
Also, relationship length has a moderating effect between cross-buying intention and brand
familiarity/relationship quality.
<Table 6> Multi sample analysis
Hypothesis Path Division Long relationships Short relationships
path coefficient 0.426 0.215
Ha Brand familiarity — std.error 0.064 0.064
Cross buying intention coefficient difference t- value 2.324%
support o
path coefficient 0.328 0.099
HS.1 Satisfaction — std.error 0.070 0.055
Cross buying intention coefficient difference t- value 2.580**
support o
path coefficient 0.217 0.771
H50 Trust — std.error 0.065 0.063
Cross buying intention coefficient difference t- value 6.116%**
support X
sample(n) 162 189

Recently franchise industry are trying to retain current customers and attract new one by extending brand

products. This study aims to increase the understandings of whether and how brand familiarity and relationship

quality influence cross-buying intentions of extended franchise brand and moderating effect of relationship

length.

Some implications of this dissertation are as follow.

The tested model contributes to extant literature by applying cross-buying to brand extension in the franchise

industry. First, this study provides practical guideline for the franchise industry attempting to intensify brand

extension activities. Second, franchise industry need to develop sophisticated plans which can consolidate the



emotional ties with customers through positive service experience.
The results highlight the importance of brand familiarity and relationship quality in cross-buying of extended

brand in the franchise industry.

Key Words: Cross-buying Intention, Franchise Brand Extension, Brand Familiarity, Relationship Quality,
Relationship Length



