The effects of brand image on luxuriousness of cellular phones by the approach
of kansei engineering

ABSTRACT

< AA 8

Fi

2 olg 74

3

Eay

=]
=

3ol

AR WY

b oA A

5
pul

AA

ol B 292

S

Izl e v

214

ﬂ.
—
o

e
it
g

ﬁ
jte}

)
| B

—~
fite)

el

the
Al 2ag] olgte] Hog Folo}

t 2 A Bl wet

o
R

FoE

EECE

& B o

5

=

L7 AZA} T

al

L33

—

0

+

N

Keyword : Luxuriousness model, Kansei engineering, Mobile phones, Brand Image

I
jEi
file)
X

oy
%

o] A

KX

=
T

ofe] ZRA| Al

1 t}(Nagamachi, 1995). & ol 3=

(e}
A

be el %

935

7o)

o|u|x] o] W

gt

of i

5T
™

Agrse) ol Aol A3

g #4851

& A8k

°f ]

PR 71

5]

th(“d 9441, 2003).

9

_Z._

el
700

o

3
ol

k4

7=

7o)

[e)
hu

of i

= AE

of tfgt A+
ol 7t&, AEe] Ho|, M4,

k4

faw A
BIAT

$ol7] FojE

<ol

=
.

o)
y

o

)
Ed
oy

gdlo] =7]

3L
=

EES

% W o

A=

ol A

N

—_—

0

"
or
Ho

)

B
)

4 ©]

2

W¥rel AHS

86



ojul g Aol . Wrhe) 4B o7l kel 108 Pl F
Kol

ol AFeMeE 2 7HA WHES o] g5k AAIZFS 7R & BiE 237 AAEHA 2
BAE olux|7} FoE mggtel mA= Gl mde] digt FrkE AT AAdF7E Al
st AG+E FdstuA st s 1§ 24 Fojst A= F 1999 gish()ge]glon
< o] g3t BT o|u|R| 7} aigttel vA & A A @zt gk ZpAgh AFERe 19 Z
T o' BV ¥ F£2 olnAE FEA 1 DA ZE
st 2= H vludg s g Aot HA 4 Bl & 144 57

Hat A% 24.84)
A 2F A1, LG:2, REZ 82,
2. ATy FOE BaC EVER:2, 7]E}:2
AA a1 FUlE o
A 7170 Bt 7074
2.1. ZH3% 7} O AEAA 25 A
SO A T 3.970

B oATE nAso} FoEe nage) vxy 08 AT 9

A xALE el 47] BAIZ(SKY, LG EERE
A

AEE 219 FulE RS AAE

)
=

Joz ARsterh wdB g Agw 7
=

,d
oX,
ot
N
o
=2
>
>
ofo
i,
1
S
XN
r
2l
i—'&
2
=

1008 HEE ARE-ste] AlFsdvi(C1d2 Far)
778 A% oA
- FUEL AvFow ugAey EYUr
P
o | I 1= =
o | | | o | e
M| O Q@ 6 | @ & ® ©

10038 A= A& oA

—HA=TE FoEe agel dviy dFdFE
"A= ARE 0~100 A Fol AR Ao
FHA L.

RS Y RS £ A S ]
22. %7 48 FEAe AAst. AYA el 9o} 1E A

5 &y
2 913k HO(bias)E A A7 Yot 78 HE
=

= o
BAE 205 AT A 4 ARS F 2 218 A45S Aakele] 9E gow Alg
HlEtith dde BAE 2ius A RES sgon EA Tz AS SPSS (ver. 12.0)9F SAS
B AAAQ asths AwAled @etES Sl e-miner (ver. 4.3)5 o] g3 th

87



Parameter
Estimate
-1.629
-1.018
-1.333
-0.202
0.178

SKY
LG
nE=Zg
72

A AL

o nal
o

S

o

=
=

A
)

By

9

©
=

5l

3. A9 A%
o FEFskel ANOVARA S +

Aow vyt 1 5 Bl=st

Z=
T

ofp

LI

s

kel

ko] AT}

K
O % UEEt

L

R

2=
RN

wakel B=rE vl

al
A3, SKY, LG, REZ 2}

77

L

s

|

A
=

-

KR

i

jre]

datste

AA =

ofi] 2}
(0.525->-0.007) = to] wolxl Aoz eyt

shof A

MR, 7F2 dol, UlF LCD

9
2] 2, B

A

W2, FuE
7], BAE

B
=

E

], A ZAF,

]

K

R

=

T

)
N
=y
joE

Hol =

1

IR D

L

AR

1)
o] vt 79}

A A ke Ao R e

) gre Ay Ade

°©

Ayl HAE TIE AA

oj
00

!

HoR {9

ks

ol4=F2] Stepwise

= 005 &

A

3.3. ANOVA &4

Fath 7 A9 SKYS LG RERE

o] 37HA Al ZA}

9

ofpy

ojp
700

BO

0

ofy
fo°

7O

0

()

0

o|J
B

=
o

)

T
0

el
f0°

0.023
0.016
0.315
0.554

1.051
0.947
0.784
0.838
0.965
1.053
0.964
0.886

0.525
-0.007
0.177
-0.284
-0.703
-0.468
0.286
0.412

X
0

SKY
LG
nE
2

88

71 8=

Parameter
Estimate
0.239
-0.109
-0.989

&
SKY
LG
TEZE

A ZA

e et 7171 9]

<]




N
-

b 30
52
kl

[
flo

o :‘0
4o d
=2
=
rl
Jdo
1o
re

O m g
o
o

©

=
>
N
o ™
)
re
ol
ol
X

2 T 0
oo
5
H

9h e Ak vhgivra Az,

4, A2 9 B9

30
©
Iz

2
>
ol
32

N
=

L
==
o A¥ Ay AgEES BdET)

of ¥&& vAGL A1

>,
N
N

iy,
&oFo
of m I
o

BN =N
Y& U o

2

.
(o

ki

AN ol
w0

o &
(z

ot o K

[

o, m{

N
X
i

Hir
=
L
e
>~
>
o

d
o oft,
I

RN

=

of Y oM o [z ol

2 o
wo

2
)
=
O
=
t
-
)

Iz
=
I
N
20
T

o

Hir
dlo

£
[
N
)

[Ug :lo{t
2
rl
!
I
%
o

2
o
B

2,
>
=)
>
(o

e

[

2 o

o
[aui

¥

NE ot 3% (o
3

2

A
¥ 2

L
o
lo

i)
o
r>~
o8 o
ol
ol
4%
B
=
i)
flo
il I ri
o,

f

[z
£
[t
1o
Jo
-
=
o

rJ
e
rlr
i)
—Vll

89

o|71% Stk E Al AFES AT 8l
Ablo® RElg HolFdh B U A5-d
= fall A=E B Aol AFs 7lska, AA
AFE 7ML 133E Frletes AES T8l
of & ZFojt} & Ao Ay WHE T3 FF
T BEe] wE AF AT AHIE Hol o] F
ojx ®Hrt} U2 Ayt g ZoF 7gE
HFHIFEH
[1] #<e17], o], &2 (2006), AAAEDH 7Y

ztole] mE Fojds 1wt 2o vw 3
7}, Journal of the Ergonomics Society of Korea, Vol.
25, No. 2 pp.161-171

[2] W5, o, o] 5%, &7 $H(2006), AHE&AF 3
A3 AARS 5] 7INkeE AFEA} Crash Pad
o] g7 &8 7, Journal of the Ergonomics
Society of Korea, Vol. 25, No. 2 pp.187-195

[8] AP, ol A{F1H2003), =4 B a9
BA=S] HAE GAol Tl vA=
3F, The Korean Journal of Advertising, Vol. 14

[4] 792 (2001), A& vA1e] I W5 F
7} @ o =xd sjut Journal of the Ergonomics
Society of Korea, Vol. 20, No. 1, pp.87-113

[5] Nagamachi, M.(1995), Kansei Engineering: A new
ergonomic consumer-oriented technology for product
development, International Journal of Industrial
Ergonomics, 15, 3-11

[6] Heecheon You, Taebeum Ryu,

Yun,

Kyunghee Oh,
Kim(2005),

Development of customer satisfaction models for

Myung-Hwan Kwang-Jae
automotive interior materials, International Journal of
Industrial Ergonomics, vol. 36, no 4, pp. 323-330

[7] MYUNG HWAN YUN, SUNG H. HAN, SANG W.
HONG and JONGSEO KIM(2003), Incorporating
user satisfaction into the look-and-feel of mobile
phone design, ERGONOMICS, VOL. 46, NOS 13/14,
1423 - 1440





