T A7 9] A ux]E= JFeele] #3 AF

RN
7 <

Hile My Edol wWEz AFe MASZ 253 MY Aok olzs=d EX- D My
2E HBsls TEH2 J7HES 47| ciekst wHoz Xale MES XdHaelste] Hol #@e
AZH7ED iEY, o/ &S| flslo]l Bust &g J(20|1 Ach o] BolA 7}
Z tHEXel 240! XiAlel HAMEE LA ghEC 2eiste doict doiel A8|xe Mo
=2 Ml ghech 2182 SXE MYUME YA efen, Jtzez EHE HIlEIXKE gde
ch GHx] Xpale] ofsiol ZielEl 23 MEjsict 2l 2ed 1xo opAHE ME

2

ek, Zlgel oiHE &2 XA HEQ JtxlE =0!7 A=
YHE FRske o HEES 7202 Uk FYstD F ojo|x|E X = =glo] &Y
2B DTS EHEE £ AL A ZHoM Fels AXE £ {
g Y 5+ U7 MEojch

ojet Zol, BEH=E B F XX MEo| 77 ofH REX SMHECITE SR
Y2451 A Hdolot ches] MUXL XM E2 FYste $HE Hol 528 A2z ¢
A= oof ol WA HEE XATEX 9l Jido] ohE

ﬂl
il
e
»
39
lo
o

b

;9_
N
N
1=
I

2 dRE HUES AMTEHS EMol olXE HEeloms ,
£ 20, BASSo Fteclel A Rolg MHsl MEXALE 53 mojxiel Bt Y
IE o Relol of= YIS YV OlXEXE BAsHACH

B Ao LIER ZIE QoY Yol gl =Tyl NReE, =57
2zt 2gs ARUACIY), oYY A2 A(NE EF, JHHNY, REM ¥D ¢ &
¥5), HASHel Brleol(AFBH E5HY, ARTYe H¥o| 25 of HUS X
d7txlel Haol Y& olxiE H2R Lepgdch

I.A &

= A &3} 7] & (International Monetary Fund)Z A ZA A2} MAF 27 F(World Trade
Organization) A Al ¢} 22 ol - WPAHQ &AL A o8 71x Helr ¥is
L7 Atk ol F ZAG AlHEL FAlo) 7139 Yol Ha loH, o] AES
718 E vy $4de] Ao T

* 733t

J.orl':

o FA g
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2 A RFEAT ASYER001)

Aol AAME ARpEoz da 79t Aol 2 o= W Bk B A
WA oA e ANE A2 G 2l A D Ut
e Ful- 9 AW SN Jdel HFHY FALEL I987] ARA

C 2o MgEE 2AY BR2A% T8 $79AL B oo gl
A&sA Mo kol ¥ Aotk AN FAF SolA mIHHA FAFVoR
W nd=d Fade 482, oA agHez By A shie APz
Bas AartAd g A% $9¥ 4781 Aok ALY ITA A4 BFSAA
W5y AAAE 29 229 BAsy wayo] AE 27HD g Aot
saze Fage EAMoz fFE AL /YWY A% - FI(Merger &

Acquisition)o] WS AN 71de FYAAN A=l JFXE AEA FAT AY
st} BAo] AEHY) W&ol olF F2Y A7l EaFeR A 1 TS
He AXT . Zd¥H A= F4g F2a e 7Ide A2 AGAF
AR B 428 AP $HE A F 0] gEoIth

BA=E o5g 1xe wAY AFY YAE=T2 HFH, =F T ¥H A
Moz HriEa gtk 71 elA BaEs AHeE e A4S £33
ek FAo 4~7ule] Zatm Uk o)X BA=] TR 2™ 7149 Al
adkg FdisEe Helth ;

FA 7149 ZAAAUE AF EE PGz AFgHA| URA T 74 %_ Z
W AAAA ] TR A5t A AAY O Aol AAtelge TE ol
£me nds=o JIYERREE T4 wagls Aotk a8 B 7]‘?3%% 1=
2f A AT7H AYd AAS HAES ¢Ege v dow HAH 845 vAY
agAe Fuss H% da4e 43 =n At '

Simon¥} Sullivan(1993)5 9] AFANE ¢ & Uxe] 2A= Ad7rA 8 G4l
nxE Gaacld #a 71E d7E YrE AF F49 FnE f’ﬂoi ki “]’ﬂ]
gy aadle 28L Fojgrh AR, o5d /1EH M) Yo TR AA A ol
Adase] g HLLgdE A VU & gdon, FANME N4 FA3= &
A3 Zol2QT. Z/Mete AFUANMY ERAT A2 Ade BEEL A
o] aRde FWAHeE FAAINE 2HAE xYsP LR, oHdF A& H aHA
o ARZ 71F4SL g% o AHAEY uge AEF7] f5te FRE OE Bd=
3 A4S 3 ¢ 5 QA HJqh agdn o v8e Fte R Ue
to] 5o BuE F43 BAS AN L A3 4A G2 4ok -

o) e A% mEs B o sdd Qo1& vAg s g5 A 2
BH Almel HFo] aFH 3 glon, ofF FE] AT AFF o] B
ANF3 aT7HT Yk

+&

2
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BRS Aa7pxe) dAo) vAE dgadd 3 dF 3

e R YAstel B 979 FHE nAS AN AFE ola
3, ol% 7122 se] BAE AR FU AT ZWHA GHAY AL
ol f8 AAL FuA Bk

flo

pot

1. Bl e XpMTExe] iz H el

Farquhar(1989)& “: 7o) ojW JxEd] dsle 37& A Ho=N 1 ¥EE B
ol Y& AES A7 F/HE BE'S BA= AA/MX (brand equity)2HE A of st
At

a2y e A H Base b AT BA=E shvhe] My #
oz stotsle BA= x4k7FA (brand equity)BHe £o1& AMBE7] ARE A2
90t ZubRE oo (Aaker 1991), ©1A7A Y AFNME BA=E GA AFY &
Aolvt AEFHE dde AT e EFEZA AFY F44 Y F& ofFE
shtel Bolz B oE FAolY ddEs A3 HA= AFZA R E HRAdE
Aote ouE Ed9stx] gAY, BA=E AFAd dAse FHEd WAHDA
(intrinsic cues)$} FEHE 94 &M (extrinsic cues)F 2 FUR B3 UHGA7} A
Aol A FAY gArAA ] FaAol AUHor B Ao FHE FESE
ooz BE AEo] JAJT YRR BAFHo =z BA= AAUA S gl d
FH57] NFE A 2 o) A 4F 77 AYHEA BA= afe] 7HA
7} EAEE A FAHCE QASAN FRsAdy B 5 gk

Bennett(1988)¢] m2® “BA="gE oy P22 M<E(Anglo-Saxon)ZFo] ol
27 AFE A7) 249 7HE) 4AS Hol 2FES FAstE dHA FHAATD
gk}h, v ulA ¥ 83 (American Marketing Association)dl A= BA=g “gulz7t
ZA718] FE EE MU2E T2 AR AE £ Mu2e pdsHq BEANG &
T2 7] Y5t ApgstE B3, §ol, 71E, A, 9AA F& AFAHT Y
Bicgs £08 XZF1 FEHHA Mdez Hopsta ot V

hch

o AEHMA 1z 13)d gstd ‘FEE 7Ide]l v =& AFdts A
of #atd g2 AANYe] FEIF FEHy] YA AEHE AVE, =¥
olE9] X olgta Aot Tt

BHA= AA7AA) g gd BHAM 77 AHH] $XwH(Aaker, 1991
Farquhar, 1989; Srivastava and Shocker, 1991; Tauber, 1983), 222 ¢l AFE 1990

\

Corle o
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4 olAE"stdF #831(2001)

Qo o] SojAol o]2ojx|7] Al&sgon ofF7A ol g F" e oF

A7RA 2EHL JA B

Wells, Burnett, Moriarty(1992)& B AE 474X 5 “FF 7HAE daFe +
ks

<

L gD o]o)”olgn AP on, Wike(1986)E BA= AAMAE “BFE

Iy
rok
L
X
Ry
s
AN
N
i’;
fot
N
)y
gl_tl
bac
2
(o
s
o
Q
<
@
[¢)
@
=
e}
=
w
=
<o)
0
N
i
z
)
I
)
IR
N
A
)

o gt 2

“ofg 4Eel ohsl AH7IZ B AYES WTAA 2T, FELA, Aol
o AZstn A /HAHa Bl aith

ol

Rajendra Srivastave & Allan D.Schocker(1991)¢] 2| 1 Bd=
cuee Bac g WEsn gon, BUdE FdE A= 1A, {FEAEY
HUAE 2 279 EHA d4dn B35 JFA=RA, o1&

3 Agsy AAH FHE s
nlale] o]gT ZAE HPLAE ATY o A& AHAH PHE TR 2
Zae & e A3 T v £EE ARy ARE"R st U

Adker(1901)e B A= AA7IAE “Bdse 1 o) R AR AFd B
A 2 Azse FeAEAM, FAst 2 A mAA disiA AFol Ari=
o8 ATHE= HHE spste A" Fodn Yok

MSI(Marketing Science Institute)® BAE= A47tx & “A8la, #5342 F 7}t
283 71dYFolA B AE 2ok o 22 uEds opdg BAse, ZAz ¥
& sy A&Holn Adsty S99 AT FE FFA S B At

Tauber(1988)= w}AH oA BAS AA7tAE BA= onz|e BA= PR
4859 AesE AL AR Aol BAS AAZIAE AuAe A ojFe] A
& du@dn F3sn 3ok

Keller(1993)= 4H|a} 2@ BAS A7 E ‘B9 viA® &5 did &
Hzte] whgo] tis] HAs o] mjxE Adstd aH"2 I

Axelrod(1993)= B A= AA7tXE “S4 1Ao] Bl Ho| thg, 7led 4
3 QAZe AYsx g1 B BA=E FS5ay] 98] o) AEd 349 Tt
o2 AHojstal Aot :

Lassar(1995)5-& Az #de Bz AA7ANE Aostdr, g 22 A
o] mEEcolge FAsn YEdl, AA, BA= AA7MAE ABAHA BAAT} oF
U Az Qaelgts A, B, BAS AastxE pd=e #dd AAHA A
(value)Z TZETGE R, AA, olgld AXA 7HNE BA= JAH FA4019
dE Bz A9 ‘oS ozRE TAAGE A, iAo R BA= AWM=
AZAQ Huto] FAFPez zA4F: Aot ol Kamakura Russell(1993)%°]
BUS AAHE A=Y £33, FYF $4 2T FF AAD BA=Y 54

Ao

=

in

rle

2

= 4
=

g o

in

|
(A
o

- 236 -



2 derd A% YPgez dNHE Aolgy ¥ +

BAE AR Ao uA= FEL8Lld FF T

At

(B 1) 2= XMoix(el JHgE e

Institute (1989)

a7 A e
Williamn.L. Wilikie(1986) | A&l &8 F713<Q A
2= u7 §ExdY FAHAY 2 270 WA 447 P59 F
Marketing  Science gA2A, BA= o] g8 o we} o £ 59 5L opAS dAs

o, B A AAANE sk ZEsn AS5HA Fdsd o)A

& Agse A

Peter Farquhar (1989)

54 BA=s AF A}, 4A T AnFelA Frtse

7}

of Fodhe,

David. A. Aaker (1991)

Bzl 1 o 2 AA3 ARd 2RA= A 9 A= A
24, sAte 2 FAte nAdA dEA AFold Az 43 A

He 7HAE 7hEste A

John Brodsky (1991)

A #95AY oA =3 o) vE JbsE M2E Base 23
2 g4l 9t % 2 o8 3%

Rajendra Srivastava &
Allan D.Schocker(1991)

BAE AWHAE 2UESAs BUE HAE YUY Bd=ad
£ BAE 34, $5AY9 FHAE R 219 SN A3 A%
AGgARA, o8 T mA=E A&Holn FdsE 347 $9)

2 4 otk AT, G99 @4 2 vldd oled 2ad
AUasE AZE W 42 GAY SHE 50 H4CANE GAE
F gle A9 sEAN uETE AFY AoE

U o

N

J.Walker Smith (1991)

HFAQ Z23d 9 F5o= Add ATt Huzd F4sE

tol 247b5 % ARY A

AL Biel (1993)

NEA9 AFA 29=E GEAPEEA 984 % AL FAd

L

Kevin.L. Keller(1993)

AUAZTAN BAS AN E BASS wpAY BTl U ]
Ae) ol gl BAE Xo] M AEse a3

uF(1995)

| 2Ae) o’ FEd "t 37 ZA goe=N 1 FEE

L
A AEY A7 Fd BE

Wells. et al (1992)

AEA M E diFe $5E AFEHY oY

R (1995)E 2

N
o J
o]

Al w4,

A H Oi’ﬁ o %
I olokrlatRA $7E AAR'E
JEEIEE EREELL S

BAte] BHAA b BAS AR G o)
Zw 2827 BEARE A5 Ee] zole
e sdHog:= neARocsE dAHEY o

227} A (brand equity) e} & “ g
HE Eoln Y= AFQ 1A/ F7iE FEE 99t
obe] 2@} ol Al kA #HAH- nAe #AH, #F

Z2H)Ze] I E zpo)o A

#gHozE vEde Fvtz A=
Aol vtz Belate] BAENA 2 BA
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6  sHIRTEAT A8(2000)

= Aa7tHe) gt nAHEEY Fol7t sE e F42 dAHE olfi= Al
FA4ee 2y =2 713 Vg A5 fEolw, A= AAsEA HEEZ
02 oloAE ol 7]E9 HASE ojfitd ML HES NLT Ay LHA
o §EZHAN AUE A&Ad st FANEL AA 235 YT A%
2 & gt Bas o] %yl fEojth odd wEds Fish v EAEA2
o ¥ o]gg ¥weT

o] Bax BN FHRAE SHLEFAAY o)AFE 2 71l AR 3l
t AA BAcd FAAM A, 7199 BPAA gty BA= A4rkA7E Aok
7]

go] BHAN B BAS AAZpAE 714 A5 - FY 53 #HED AIA
i<h

BA=E AANAE FHAIE FLY olfE T 2
Aegd 5 Aok AA, BA= AWkA7E FepHE 2¥A G A4
2 QAW ol E o E& sHF ZFge §
i Al"% AR, BA=ggg T3t AA

=

S =g By ‘/\Hl , SEAZ FUHAN agEa 7
AeHoN ENE ¥t o =2 uwzdd ve pRss, Ayt vlE Fetn
| &2 o] 1 z}%ﬂ% AR xﬂ%—sﬂ —’F—t— A"t Aod.

BAs AR TA adede xuAe A4Rd FHLAN Bk ARA
232 ATGs AFALAN T4 1D VEe Adoz FRE F U

g e Aud dAxpde] FA.Qe2E s 29, A4® £, A=A
olHA], BA=AAE Zo] E3Hc) o]Se FHaAL 2uA FF T oA
AdAozE dF5 0] hrh(Aaker, 1991; Faquhar, 1989 %).

R A4l BAS AR THaQe] BF ATEA Aaker(1991),
Keller(1993)50] Qi EAQ A7AESUY o5 Ass A¥ud a3 2o Aaker
= BT FAH o BAce 7 BHA=Y o)F 2 A AW AT B
o A Bam Q= ©, AL AZo Awart JdH 2 19 nAgA
AT NS ZAANAT BaANE 988 8&;}_ Bas AR 2pe
)FI Uk AN} FAE FFol meh gAA

Aaker(199D)= o] TAsE 8908 57};}2 3 3
g (2 E?«:HE_ JAAE (3) A¥A7} 01613}’— Az = ()
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HAS AR g40) mNE Fgadel B AF 7

£, 58 AE, F% #4 534 22 e 234 2d= ZAAsER] ook
Keller(1993) B A= A7FAS FAgles BASQIXE BAl=olnzE &
2 AYsly, A8z PFF o]

T g, 2k A B B BA= 347K
2 Q2@ AEH F2E AAstn Ao
ARRoz o Fz wgd ZAYE TEE: HAS APASZ AP WA

Fl

7] FEO AMEE wolnA ged 7] "I, 298 BA= QAR g
Foje} RygL B9 ttdt viAYYE 55 F5aF o] ZFAA ¢l
k. agste] oe 2= ANV E ofjwg BA=d sty Pl ZkF wiA
g 55 thste] auxrt vEsted BHAS AHo] wXe AEAHY aFHz A
o3t gl

A 7ol A1 2] *HIZH Hes ZAZ & BAS AR FAAQe Bl AHE
ojr] FX3 & F Y& FHOR A B2 AFEY THRHUTE ALEHAA gE

g, Neslin(1983)° olgg QRJNER AV HAUIEANAE)7HE ZEulY, uE g
) AGE R 73T Uk

Bz AAb7Ex1e] 744 a%1e] digk 7lete] X2 = Dacin? Smith(1994), Broniardzyke}
Alba(1993)5 & 2 H= FF71%A, AYgARoz A 71x2 BF3t2 Yt

gl

w

BAHE XpLETER|

1o

HAE Aat7bA]e] e 8480 9 B
t g 717 Aste] 2HFAHLY] HFDF,
old Feo EwARY gF, HEER, o
Iz 59 viAEdgx &%, 2d=Fo FI} F
O E AqHE BAE AR GBS mAE 2] Qo056 the] 7reFeA) Ay
L e

1) eoAg el :

Ao 7ol A% - A - 2AHT] HMe RE Aol AHOEREH AREY
aAoE BuE FAE uAAANFH AlnE A 71Y98FES AP g oY
& DA GEH Ataet A2 FELANA & FAH] fEA NFAGALDY T2y
ol dFHE Aotk '

AYE1997)2 nAd dFd viARYYA AFALA dAA WFAGA FAL
qE UsetA”e] dastan 7lesta Yt

WHRAd =ATAHEY AFHFe] gloje 39 2 Ade 7Ithsr] o3¢
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3 SARFSAT A8Y(2001)

B ol Z 7|de BAs A 2AHA DS WAA Hel 1 HAE AL
AN7E ARE zdstz, 22dE 7199 AAE RFA T Aot Bessom
Jackson(1975)¢] atd “mAL Mulz EE AEFL AFTAY ojnAY Y HEel
232 A= For 2on g ol Mulay AES AT nHte
BA7 vz e WE . BPEL #4387 g Eolt}h Sasserst Arbeit(1976)2 A
WAl A QAzHEF D)) ZaAdl dsl “nAAA Mul=g Br|Hd AA T
A AR A god At AFHIT Utk oj5e FFL Mul2 71NN
g 298 AAALL Hl2 w50y JEE AU AFoZ B3 FHLES 7t
A4 zad Aoz dopatE AL AASRIT 3Uth George(197N)E AR 27]d 9
R WA AL 2gdolats BHAA “nhA Hu2E g 57| Mo @
A 2AAS oA U7t ABsE B Gz ASsn AFAA HRAZY &
F2 A4 FFA7E &g s

Gronroos(1981)= WEuiA=E e dAFdA 714 dEHA AU, 28 4T3
AE FEL YRoARL FEstEd ol P sdelriel WRuALZe ¥
sBge =Fsgoen] “SEH URuAge XY Ad2ed=Es A F
o] Wasitt" s ZzxsAH.

olg@A 2 o 7gelA WErARe WRruAA FHL §7FF — RN &
Hlabe] BFEE > 71g9 ZESAelRE AR glol AAox o] HE Aotk
Berry(1980) = WEulARE 913 Aulzrge] BEANM 53 wAREAL AR,
AZAEE, ARUANA T2 YEolA"S 2A FAH Yo A @
# Gronroos(1981), Parasuraman ¥ Zeithami(1983), Schnecider$} Bowen(1985) & & 7
miol Mo 2ade AFsEA 2AFHAAR 4BF AFUAIA 2H 4%
(A, 23 FAA] %S DA AT FdLL 78S 48 o
3 ARES Wz sted nAgA 9FE P AHlS, F3, 718k 5] F44
A WA LAt meAol}t gujeldo]l AA 5 vk AFUANA] A
om By L ANS 2A Hu 5 F Y A7 vrEd F Yok olBA AR
UsAloldo] Z2HI g olfE ool AU X g o] Byl ol
t}. McCormick ¥ Ilgen(1980)& &9 (job satisfaction)& “HAFAAE vl 23 A
By e FriA doiAE FAF - A B2 AU AFEF
o] 23 o]g= aAo] ALY A3, AL TE, 2A A ARAFS 4
A Qe AzrdA, A =3 YA AAS 23 QY WEeld =AY IR
M HEDZe] A HE o)AEH ATE) AAHI o ©mE YUY T &
Bx d& F7F itk

o o o

(o]
FSy

—
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fo oot

27 B
‘1’%% Jlrdr% ZHA gtk adE= 1%:]4 #dd 9% 2L F

[l
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'
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=
—{0
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o
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)
jl

ox L o r>li~ o % o
s
flo
B
R
);L
_\;
z
)
a
g

- i) 0}-1—1} e e ATse 98E F3d
A 7 dd 28R g e FElFA A Hate
BE doga sta olg FiY EAH EA=E MAEstoof
% 8 T AFHE FE €L A ok 53] ol
4] 4353 FAEE Tt BA= At E YAHstE
Ries$} Trout(1986)¢)l <j3t®d A F FHo] BA= AR 9
& MAga syt
A7 A e B g Fu =9 wgR
BAE f40th ¥ /HEL 2AHHY =
Ak eV rprA A A o)
A3 = Ut 2¥A7E AAFE %}a“’ TX
szt vtz 7ot 7€ AT wE™ 7}
He AFE, A S o8 JHo 2o %l‘ﬂr 7}
doll FAAYL FFE vAE o2 B
- FEA BAE AUk e AEEa g dusRs HP@“] 7}
E AR E AAste d%E g JldeMe EF
BAZEE S 7HAEAA d&3r] HA8A HEAEHE dgsts A9 goh sA v
o] AL ‘:}7]Z4°i F2 gdo] € F ALATIE AVFHA BAE A4S #
gete SHME £33 o :

LT e
lo
Mook
O.u [UIO
Nz}

i)
rO
oL r\r U{H of

o}

o 9 X o fu [z
o
i,
;_w

2
o oo = 2
2
08.
o

)
N B b io

oX,
i rﬂ

[
o
Irl
2
o r_?.’. of,
N
N
N
lo I
fof
—?ﬂ o
A
Y
2 =
o [ e ook off o B N

Jo
2
=)
ik

rr ol

B ne of
il
>
N
olf
o
o

off Moy H oW o
h
o

| @qze A%

Mofo M X mlo fm lb o

)

35
LYY

38 oo 0N

2o

lo o Mo

v
e o K jm

L

A
o
L

i

g&ﬁr%
Lrﬂrm {rt

2o

=]
==

A dge mHA Dok _

w%zﬁw AZH FEAZ A, w-ia #EAR AL a9z ALy §5A=

Aoz F2RY 4 Qed odd 54 Fuo we FAHE BAs s}
A= ¥ge & gk :

Deighton, Henderson and Neslin(1994)% 2
L= AAAY ggadd g@ AAEE 9L 5 U o)

o

o

2

-

4,

2

mn 2
o

o R
-4

2

lo

9‘{_

%

T

=

shetl gAE AT gon sy Rde Az =
o e JPREE UPSn YT BAS Meelq FFadew F3, 3AT, @
2%, 714, BdE 45 5 498 828 AFHR AT

Add Fngzel ¥ 7|zks FAs A T L o83, ’é%’ii AT AR
Givon¥} Horsky(1990)= #7A7u25 8 d€E FniHE 3oy F1e &
< 1M F2 A8 n AEA AT
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10 eHAREIAEAT #1831(2001)

Fart BAS At g3 A3l b B d%g vAne dHele A
3 AFAES Apolo] A F7t o] FolA R Sle A 2oL

2aHoz Furt BAE AATH ] MAE FFe 2uAs] AAAFo] RF T
g $2ed 7199 9L ¥old, AFARES L oYL FFFL T AT
3 e Heloh

Simon(1993)5¢l ¢J3td, F3e 2A= A4, 4" F4, A443F 5& T3

BA= AA7EA S S v FAAT.

QZE9(1992) FHd s “AE, FA, TV, e 59 wAdA irtE 27F
o] glo] 7Y BF, AE, Mul2d AP Aoz ofu e VA, F2E AA Z
Begozy, FAH 2uae ABH P X, AHA F 2UAS2EA A7)
A AZH ARE {4 Botsa AF, Aulz, 719 FF O AA FES F0
T, £82 FAVAIER = €A }—;L"gi Heolsta ek 714 o7 WAE
o] Aoz At AFol} Hulx, 7Y BF 5& REH FE AL JId&e
A ek ol Ago) dEHE AWy g9 F9 o skx) Z2E FIHA AL
el £ Ygo] LHASAA deld F YES HAFHoZ =T 3
o3 FTRE YRR AuHAI B AAA Qo) WwolsolE BFo] o=
2 HAE A7k 9 Ao Be 4FE A 5 Atk

_L_-%

AA$9e] dRe ug Aol nEFARL ohyrh FUREH BAHAARA
Mol BErlo] AZE "WEolE Ao AL AFAANE WP & Sk
George(1988), Ansari & Modarress(1990)5 2 U< x4 71 vhe AE
#Este oz e BA ’S*EH%'%}EKH%}:C}j gon EI 1L EQE AF
42 YESHE Just in Timee A4, Al AEE 24Uy 194918 HESE Just
in Time? ¥Exg & Azd oA ZAA$A7 4592 de A dnx ok
Nzro]l 4S99 YHozA Agdte Bobe, Aoy FE2IEVL oiyn B9
A AR N E N8 ok g TV} of7|H =

Eisenhardt(1990)& mlola2 A FE 9 AZIA} 1270ALE didez & 9o dTd
A AFHoz FOFd JAEAS 2-4MEE = fﬂ/\}ﬂ de7t 3™, 12- 187H%°
Baz 3= IAAE e Agsn Yk 2z, AE5H AR L 2H =
AH3E 7t e Ao AR L, 718 HEE @‘EFP—EE AAe) 7 71E& .8_?}‘4
©, 2 A e AANSA A3t HAGn FFSA

Alsop(1986)2] ATl 93td Alzk A} Wi, H2ERARE ASFsE 719
doE AL RoFa g AEFGo)ZAte]F o] $EEAA AAME v H
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BAS AstAe] GO HRE FFAe] BF A7 1
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4. BAE Xpabvbxiel Mol ojx|s dEkol] Bt MAAT

1) Mg+
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Qo WRutAY 27 BA=F Frhade FANAN 7 AFES dFHS 42
THoR HFR
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A GAe RAE FBe BA Ade <19 D3 e mdg 47
Aok B8 AFAME AvngtEel 71E9 BA= AW A B4 WAE 9F
290 g GREel ATES AFEIN 33 39 wAYLE 2 FHoE
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WEuAY 29

-2 7L AU npARE 2~ 29 BA= AA7HA
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ARl ~AEEA - Wz F7t
| -7tAAA | - NEEEEY 3
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7l g8t thest gol AT AL AASNET T 25 BE /148 oM
B @ A (4P-Product, Price, Place, Promotion)d o2& E‘rokﬁ}i’— AEshe 2EA
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ZAY 2 7 ARG 24 AFA, FAHE, FFE o R dHEE
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FoA BA ARl U= BIYAE AT AFE2 189S Awstd ojgolA HdIZEA
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7 BAAEA SR AEX 209E A 37001 E EMAY A
8= /\}%—'6}93.094 338 AEE SAS Win98 version 6.128 AFE-3F o)

(Z 3) WiFoHAIgRele Bgx ¥ MEE 24

891 29 2
Zbake]l T3 QlE AR FulE =73 gt ' 0.842
A 23 e gl B 0.788
T ds il s ‘fﬂ A FE7F RS JAst 4. 0.513
AAte] A=t Ate] FE AT Efo] 0.585
TRE Y Ay &F30 0.686
old UL ST A7 HFA9} gHnGo] FEI olFo] Ak 0.764
ZATHY JalaFo]l HEs T AA2GA o]Fo] 0.767
TF&e AN F Av AT EH7IF 2A=H U9 | 0799
AFA7E A4l gA4g £58n #4848 Ze 0.784
LG 4824 | - 0927
gaue 53.60 10.30
FH RS 53.60 63.90
A 2 A4 (Cronbach’s @) 0.8416 0.8090

4. Xtzol 24 o Jidel HS
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ZH)o 2RsE Jgigs BHAAES ez AEsgoen F 40088 HFEA
o F4dd BAE 4 e 700E Aoz FdPew, o FAXNIHE SAS
Win98 version 6.12 =4 Z2a3S AlEdd A5Y ANFEe) BIFEE HES

st AFERAT 2ABA, 24 WS Awde Yohuy] Astd FBEALE
Pagon, HAAZ S 87 A5t FAARY $& LS

1) el BlgEe NEE
g =Ag wdsy] A 54 Wrsd U@ A=< YEE AR

:TL
AdEe o3 ZH<KE 3>, <E 4>, <E 5> FX).

(% 4) opigeagelel ElgE 9l MR 24

a9l 8212|893 84
RS A AFe FAo e HUE Bo| ATST Tk 0.664
AHAEE A BAsd da) FAPN A Yok 0.773
Fdo 9@ 832 HF2 0.822
ALY BA=E Aol Zatrh 0.639
ALY AF AL A3t : , 0.789
g 49 A2 AAH gk 0.868
2A71HQ HAEA S AA S ' 0.603
AHAE0] A 3Ate BAZE HE & YT ’ ' 0.703 '
Ao BAEE FFEE FEI Boh 0.831
FHAT 5T S /AT U : 0.678
498 F31 2dg 23 Yk 0.837
A&Ao)n 9By FuE AAHL Aok 10.803
850 a3 0815
TV3LE o] 3z glvh 0.802
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2uzbe] thFdt &3] EXE FRE| olsEtr] ¥ 0.831
RAAAZ & AFol 3 Ese A7 Ak 0.786
HFEEe AlFo] A= U 0.807
NFZo QA EAEHE BA=9] vy o o] shesle) 0.799
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-4 WEeAR Qe & 33 2 FREFY FF F(Hd 9%E 7ok
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B7] H3te tF AL e AU
<M 1-1>9 EFAR e £E& AF FAS £EA B 9492 A
o AF 2AdE <F 6>F Zoh ’

(E 6) WEoHERIT MEZHZte| chEslvEs 20E

kil B t p |Beta| F p R’
A 1.001 | 4745 | 0.000%* :
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24779 _
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<M 129 WRsAE ey $E AFFY £3ol A() % A0
A% 27e <E >% 2o

(E 7) HFoigelnt JiHgazlel ciEs7Es 2aE

=Yy B t p Beta F p R*
A 1.697 | 8166 | 0.000**
ZATHLe] AFEr= | 0183 | 2279 | 0.023* | 0.097 |92.53)0.000" 10.335
ZATFAHATS -
88 AR Aol 0.445 |13.419 | 0.000 0.571

* 1 p< 05 *x:p < .01

Saol A(+) g vAG

fo
Jo
oft
38
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<M 1.3 >9) diRepAP Y #F
Bt 4% Ao <E 3 2t

(E 8) uRoFlgln fEMaRI] cIFeFES Z2E

=Y B t P Beta F p R*
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ZATAYe] AERrE|-0002 |-0.017 | 0986 | -0.001 | 34.16 10.000™ | 0.157
AT 439 "
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<HH 1-4 >0 WReAY e £Fe F1 D FEBEFY FFA HG) IS
nAgegs 4= Ads <® 9> o] UyEtth

(% 9) WixoiAg el 21 ol EEEET CIESsFEN ZnE
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Z2A 3479 "
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I-1: BA=se] 71839 5L AFFEY #8 A+ 4&S vk
O-2: 2= $71899 £52 7HAAHY £&d H(+)9] 4F& Ak
I-3: Bdese F7t899 22 548 F3d H(+)9 9F& 0t
O-4: 2= 71899 22 ¥ R FEEF FF A+ F&& nAh

T O-1>9] Bd=se ke &L AFEHY £ A(+) 9%& 7
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i | 1831 | 0.000%+
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= p< 01

- 253 -



2 oRHEAT A0

<Hd M-4>2] BA=FY F71899 $E2 Fn B FREFS FF4 AH)
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oldoz [7}d Hlol AFolM EE d¢7HE(IO-1, O O-3, O-4)o] A==
vAEse Zrtaclel BARN2R A0 @ GG %4@ jo2 VEtT<bd
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{Abstract)

Effect of the Influential Factors on Brand Equity
Kang Seuk Jung#

The management environment in Korea today is undergoing rapid changes; in
particular, domestic corporations and businesses are confronting formidable
adversity with IMF crisis and WTO. Though cost cutback, higher quality, rapid
production, and diversification of products were accepted as important requirements
for competitiveness in the past, they have been replaced by brand power.
Consumption patterns have changed their focus from function to image orientation.
This is why managers in corporations have invested enormous amounts of
resources into producing powerful brands, which can attract consumers’ attention
greatly enough to improve the image of their products. Brands are regarded as a
vital vehicle for marketing strategies and thus as a legal asset. Brands with
remarkable and favorable image can secure a loyal consumer groups stable
revenues. M & A, currently active between corporations, makes brand equity all
the more important.

The purpose of the present study was to investigate the effect of internal
marketing and increased brand diversification on brand equity by combining them
as influential factors with marketing mix factor. For this purpose, literature review
was make on previous fragmented studies of influential factors on brand equity
build-up. Based on the findings of this study, some operational implications were
suggested for marketing managers.

The findings and implications of the present study are as follows;

First, efficient communication among organization members was found to have a
significant effect on product quality. Second, job satisfaction and efficient
communication among members was shown to significantly influence price policies.

Thirdly, efficient communication among organization workers proved to have a
significant effect on distribution strategies. Forth, efficient communication among
members was demonstrated to significantly influence advertisement and other
public-relations activities. Fifth, opacity of market environment appeared to have a
significant effect on product quality, prior market entrance as perceived by

- 2066 -




BRE AN FAel PlAE F¥adel B AT 35

organization members turned to be of negative influence on product quality.

Sixth, opacity of market environment was found to have a significant effect on
price policies. Seventh, opacity of market environment was shown to be of
significant effect on distribution strategies. Eighth, grater opacity of market
environment proved to improve advertisement and other public-relations activities.

Ninth, price policies, distribution strategies, advertisement and public-relations
activities were found to have a significant effect on brand equity value.

To sum up these findings, in order for corporations and businesses to cope with
consumers’ needs that are increasingly segmented, internal marketing strategies
and brand diversification should be implemented so as to generate greater synergy
effect. It is also important to stress that differentiated, higher competitiveness
should be secured for Korean corporations and businesses to survive in the
drastically changing, globalized market environment. In this regard, continuous and
long—term management strategies for brand equity build-up should be ensured and
is essential in the present unlimited competition.

The last but not least important point to notice is that to increase brand equity
value, intensive investment and constant emphasis should be made on internal
marketing management on intra-organizational members before strengthening

external marketing.

* Gyeongsang National University Language Center, Jinju, Korea, 660-701
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