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AFES 0] ¥ (form), £97)(mood), A4l(deco), MHl A EF(service type), T2
(clientele) 3} 22 ojw| X @ A7} Brie HEo|thDoswell, 1971).
oo viAY AL BA=dAolgty T AEZ 25 A AAY 2 7YE
BAES AFE LR orjzn Auith 23 HA=HYE FH57] Y 29
710l Qith 71 $AR e iR Aol A%rld SANHEA AAAE
Zrel SR YA ALY AES 71EHAA 2pEEAT)7] o HR A
o] iFHd wa} 7|YEL A BT g 22 AAEY FHE ALl 9
T5E BdsoonA g ALY Froz A Ak
Feuzte B2 7IdER BAsouAE vig FaAsta gtk az 7Y B
SoluAE T} AnRENA AHDE F7) A8 B vE&E FAstn Yt 719 &
o @& BEI=on 7t FA4 Lo AFE HEYIEF = 5L HAUET
A 7]go]l BA=o|u|AE ANAEAA FHHLE AAAFIE AL ulefe A
A Ao A 7199 g AAse nle Fa% 840} 9o

SEAA NN BA=E 2ux w7E AHY He

FE 22 84% ¥4, B4, 2HY, ¥ 59 822 A9
BAsom A= AFY AR &4 ke 538 $A4S 4uAY] vy &4 AA
Aoz NIZAA 7dATle 9Te Ml Soll 2 PYHE Hdl=on|
Az AF Tl oA A uielx £3E L3 sl viARB &S A7 £ Q)
I, 3% EE AR} & BAsz At AEE Folg o FojgiadAE
(Evoke set)ztoll A HYHAT
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T SHCOO|0|XQt MEEP0| FOAT DX Ul &Rt H -3

|8 AUl HE AolS 2Apd, 2 40 2 olgAEe Frjoise] ofmE P
AEA AFHLA s vl 2 Aol gick ole AFel BHe 2yl 9
ol et 2ol ARAY BFEAE SR B0

Solulxs Ae&qe] FHale] TYEFS FujolEd] vAE o
%g FHGT, 9 BASe|TAY $4E A% AR ANSuA Bk

2 A7E BAsev|x s ZYNUEYY FHAl Bl Lok, o5 2] F
e MAE G EA] AT AoA BAATE AZATE FAA:
2

A Bcolux, sdMgE B Fujosd] B3I MY . =F - BA
A8E F3ld o4 EdE —‘ﬁ—-":—-&}i 2Ao FAZ Agton, o]g Tt Bz
njx], sdAEEd 2 Fojze FALRE AR
4, 4FdT7e &34 9‘r A ﬁﬂoﬂ?oﬂﬁ ANE Frragds vgoz AT HE
A& wEste] A7|7|YEos e e A ¥ XY (questionnaire) & AHE-31% Tt

Az zALe) 271 2000d T
ZAMRAAE Aol A% TS o] &3l dutAn|ARA vE] AdE HEAES
73 2AFH S
dsoln)x], sdNH&A 2 Fujorsg dAd AFHA Y A3
4 2dg AYsln, MR M ABATAA gE 8d F
2 g Q¥ XM(exploratory factor analysis), 3E-H X /¢33, Cronbach a7
5 thke WpEe Ba 4243 BREe Bhnd Bk @7 2 R 4
A Mg 4FHoz AASY A8 FBRARAT dFHAEA S AT
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Aaker(1992)= HA=AYdE BA=ZEY shtz AAsldA, Bail=s 1 HAcsg

% 2 44 o HAY AT PAe FAZ wgror], e AFel} Aujast 7]
93t 1 719 TANA AFHE ANE FTAAY B2 4B w9
itk E@ 2 BAS S PASE Aoy BAE 1 BAS o m: Al
Ag Zolojol B, WY HAS olFolu}t Aol whHIThd A FAle W &
& 9% G WY gold & Anka sk

BAS A4old BASI} 47IAA F ojb@ oA #ol gtk AEel diB
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W, 942 e d4El gstel Azl @ 9 HS ZFAR Aol AL T 2
A3} Bds 2dEe @ 22& ez ot
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o] glck

A, AR AE L AN P22 932 AN BY FAM BLE HRE 7|9
so) g3 21 BA, AUHE St JIYdA FLF 2AS ATL & Az AA,
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Y HHCTO|0X|Qt MEILHO| OO O|X|E TTol A HP -5

ke Aol dsiA FPIAS ATk

2) HAE A%
Keller(1993)+= B #= QIR =(brand awareness)
W2 2|l A (recognition)st AL} 3] AH(recall)

N
% oA 2= AUOIR DU 4o 59 BAEE 9 Y 5 St S 8
L 93

4
o,

de Aoz, Ao BHAY E9W HA=E AdstA Bdde Ae g9tk 1egn
B gitold AH|Apr} ojm| 7]9&d XWEM Je EF BAcS] HHE IS
F e 8L Ttk LuAe FuiAAA & AF HF HelA o8 7HRe Bl=
€ N9&5dA dEstn 1 FAAA e BA=E HEEA Hoh 2% P 1A
012 BASE HxA7|(top of mind)BAHC 1 t=d), o]AL A 7AEE AALE
7H BR=2 A Ao A A3 AAH $9E sk Foi(E &4, 2001).

BUE QX EE vAs W avlx 12 wwe] Hoa ¥ & Yok ol
& ABo AT B¢ TR FHL 02 5
I=so S48 B T 5UT AolB AN R Wl

A A THAaker, 1992) o]A}a} e o]9Z BIL QAT H

Anderson(1993) 2:81zte] MBS L olziel WAR A TEe) AnzA Heo
slH A A 1 Z 3o Z(Information Integration Theory: IIT)S A5t} o] o]Ed] ol5H
2aAE 2427 Ad dehe] Bed S40 €8 SHAYAY BRAE FuH
AR AZBYE AA A2S Aoz HPPEe gtRAA A &4
o] ohd AZE 4ol slzsel olFolAtke Aotk F ARFHIBL AT
AetsS Frstd FHAAHAES € o a3 7&3 AZEA A AR AR & AA
A 2E& At ok

AA, vzt QALAA YIS Hosk & W, ol& AlFse SR ¥ T 2
280 93te o|Rofx 1, B4, AZE FHA ] thste] tiere] £HES FEET A
A, A dArAAH A o) Hrtd £AES IUAFH dAANLHE Aol

o] AREYIEAA AHHT e AL AL AN 1Y AuAAE Wele
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2422 Agsi Grke Aolm, AAY A9 ARH SHo U WS AAHo

Dellaert. et al.(1998)¢] &HAE]S] Ea|& &40 lojx] W3lo] wkgal= An|xte] 3
] AREF]ZE AAS ¢, Oppewal & Louviere(1994)=
gol2e =Hoz WA AR AAH HHFFo]E(Hierarchical
Information Integration Theory: IIT)S A|A)S}H Av|xlE dichdd] tistd Xztd $A&
A 4 oS Bholel 7t didel di BAAA Bold MEE WAHT 3
2 388 72t= ggks Mdsle s)Fdltls Aot Louviere & Timmermans, 1992).
o] Y14 ARFFPo|EL i/ 402 MeYd TS FE BF A9 F¢
= 2R 271 e wAA e Adel JNRAAAL B
e Aoz Hdd A€ 398 MY FEAR Fo, 449 744
SY4o2 Wit F o] BAAE BUSA 2 ool e HEE YHsn A
Zlo]t{Oppewal, Louviere & Timmermans; Louviere & Gaeth, 1987; Louviere, 1984).
Og&Ae 39 AHdFe] HagAgd gloAz olHd AAY HrFFo|E 7
o] HgETt & 4 itk A 2dlAE] 393 2 RAW AEH AuLE oY
A A7ehe 78 Srtthe A2 olele delth ST T aul4AaTA
AEY tgAe 3t 2nze] Hrte I gaEe] YEURY ojmd T8 A4S
23 e Zolgke Ae] Aud] & AoleheulE e YAE um UArkToy e
al., 1989)
B A7 BASMIEE Adker(1991)7} Hol@ 7iQlo] BA=E Folshe #A
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3. BYMHYS

sdolgAe NN L 7 AXNURAT w72 4 3dE 549 &
B2} ZpA e HINEE o] &% B £49 FAE AZstn vluste A
o AA o]FoRAt}. <oy >3} o] Tdo|gatEo]l TdE AEF gl AFHA
HAL 3 Agsis, o] FRL AE Ady vz HrplE, AREHAd 5
dEY, Hland, ool =E 397 18X £3 399 4714 W5 7Y AAES
7+ =tHEngle, Blackwell & Minird, 1986).
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TR SMCODX|Y MHMAY0] YT OIX|s gBofl Ut A7 -7

58 BT SHO H8 N2AE S
1. A%I(42)) 1. SIRIO1R) -
2. MEo M 2. MZo M =
3. o= 3. ot ;
4. B0 BOIEX 4. BDY BHSX 0
5. BUBAR AHIA 5. BYEARO HHIA x:
6. JIEH 6. JIE
Bl D o
| l
DIEH S= Y DS X Y= 3¢

Z}&: Engle, Blackwell & Minird, 1986.
(2% 1) Engle, Blackwell & Minirde £& Mednix

zd dgo 3¢ AF7HA 47 A9 dotd 39 A" AL Yo FA
A4, AE =24, JE Hrh o, 7o}  HolY seAE ARG & 4 glon, ol
53 2ol A+ gl

AR, BFHE L] dAN Y A A AAL st Alxdo®, o] FAo] Y IA

)

g AL AAE AL oyt

4, 33AY JAAA BAL F9F YA AR FAS Hah BFAe] gALE
A FALE 259 BAA g AR F59 £43 EHA g A4E 98L& 7t
AA7I A B AN =8 dte HodA 94H qAEABRGE 394 oAE

4 Aue Avctn 2 4 3k
A, Qe oz 2ux} PEo] asEe] DY BHYE Wl 3o} Anlx 7
W24 34¢ BLe7)7 dEch
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M AHE uie} o] 39 HAson|A g MHHHE A Frjolro FA

,olEd A Aol Yoprt AT ojm g gL n|H

AE HES] A8 <a¥ 229 dFEF S At

B Aot 29L& Fishnein & Ajzen(1975)¢] 3]z slEo|2d ulghS T Fojdxo o

o2 P ABT oleid AYE o EAR TY HA=oA s} HASHS

3 39 RN HRo] ASHYBE AAL] WEel odF AaSae B3
HEago] g olshE EU0H HEH . ARHOR Y £ F & UL A

22 795y,
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2MaE )
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ad 2) |97 =29

2. 7H44E

1) BA=o|F s} &4

BAH=H(Kotler, 1991) TANA AFHE FFolut AHl2e AA2H nAdgA FA
AL AEIe AEF A2 Ad A o]E(name), A E(symbol), A}Rl(sign), TA
(disign) B 1 A%S T3t

Erickson, Johanson & Chao BAE=W, AE, AFS AibA] T3 2L on|x] ¥MFE
o] AFo g F2H el P dFE vX 1, EI AR WSS EY doA
HE Aol G3E vXA "ok 71 sl ojWA Mpd mE Ad HE EYE A
"]O}dh‘ﬂ of TN olmAE 2dHoR AAQ AL o, HEHTE 4l
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T EMC0|0X|2L MR H0] FOATO| DjXji= FBol AL AP -9

Aol FFe Foe AR Yot "Hxd tigt g3e Aoz Jeidg B
o (Johanson & Chao, 1984)0 2 A oju]x|9} BAE 45T = A A
olFA B uwf HH:CS oln|x: Ade] JaAE FH, FE Tz JEFHS 23

G & % ek

R4}

M 1 ZzRBAselrAs gy e AW A% e Ak

2) 594905 PrjoE
qF = Davidson (1979)%59] ostd didol gt gixol Bl ot o AEsA
FE5g 2301 3191, Feshbein B oJ3td 2 RE 2o EU8 o =

A wh 2 AFel Asdtn Yok & ATA JEE Aol ofE thel o
¢ HES 94942 ¥ 9502 dsies A9 284 Az ngtos), Ny
$& 39 FEOI} Au|2E FolalnA bt A FRAY 42 B

Fishbein(1976)2} Fishbin & Ajzen(1980)¢] Bl=R A2 <Q17+o] ejmo] @3+ s ddlA o)
£(the concept formation apporach)& A™3}7] Y3led AAA ALE YZE 'FrpHel
Hr1A d (medlatmg evaluative response)o]e}il A ol3ltt o] o]Zd] oW, dgr=
ol el 93l 033&—% ‘%}l‘—‘i}—— ZAolt}. E3l Fishbin & Ajzen(1975)&
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a8 3 Lutz(1991), Pancer, George & Gebots(1992)F= A Q QB TUE 238 EHE
2919 FAste] FuRTH AgAFol ol FolUTT Sl
B BEE Avrte ZAAoE Z2A-n o] Rl ¢ i gEorE A
uxte] 5L AL 4 Yok 5 FoEE AuH EY AALE = Fa9
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7Hd 2 3 AdEae Fojed Ao gdFe mE Aol
7Hd 21 TR 2L Fojelzdl A FFE vA A
714 2-1: 3G Fojgdxe A+ FES uEH A
7P 21 3R L ol Eed Ao FFE TR Aol
M 21 BEA 2 B Hge FoldEd A 9TL

3) BA=o|n| ¢} Fujr

QA =g uie} Fo] oatAA ol WY AFHUE HY ke AASA dte
o2 mlolsln], Jocoby(1976)9] &Fe] &d BATo|mxE AH|x7} AZS Fojdd
Al F8% g&& vt Tetn gtk

Simmon(1957)2 543 FFHAS 47 8] AR FAH M5 Hrto g
A4 T AYS ke He A9 olsste] AARY o4 H soe] o3 A
He AR Yol AMEFItha ¥ 1, Sproles & Kendall(1986)2 Aujale] FujAA
ol SAAAY wWehTm nm 2NAE ALY, /1AXLE, BA=ARY o
o] M2E JAEAY Zdg Aty & dXES wjAd BA=-FA-714 3
2H)A} FojejAl 2AY e BAE SR

Dunn(1961)& B =olnxE AFY ojuxd e T2 Ha Y& HE HE A
Aol e FL H3 YW Ho| ARE LujxEe] §F AES Mdstn Fujste
g gg& vAda si3ith

ols} o] HASo|u|As} Frjolr P FUNAPE HlAE RS FuHsy] Y9
A ojg] o]23 MYPAT ANE AES Ay A&7 22 HES AAsIA

744 3-1 . BAEIXEE Fuj s A(+)e] F3S nA AHolth
744 32 BAEMIEE Fulse ()9 F3E nlE ol
744 33 . BA=dAe o H(+)e] FgS wA Aol

F_,
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T SHCOI0X2L M=ol FOHATY OjXlE FBoll &2t 27 -1

=
V. 2584

1) a2 2 A5+H
ASATE A 398 0] BEE /K dilE dFUteE deFAYEE
FZ(simple random sampling)-& AA|3te] 2008 2 RE (EE TFsAct

ZAAxe] HBAEE Fu] A3 & Al g Ate|e] ofu]zAK(pretest) S A
AR $A, EA FEA disted #d AEVHES Fotod W& B H AEA
£ HEAG HEAE 3wl 2 A7) ﬂEé}E W&ol SEANA FE38] dE

HS,
X

2 AIE Bue G, o7 79 2 g 5
BzAe A%E Edz A Bl ofd

A olaiel e AT 5 e THES AA == 73T F AT HAEXE

$4" HEAE oz sy YL A F, 2004 49 20Y4 2004 59
0o Z—i?ﬁ AES AN 598 o4 AYL sHF dukdle giaoz ujxs)
At HEAE TRALENA UAFT 3DE o4& nAEo] 2AH HEL A5
3}91‘4. °l—§- S8k 19659 HEAE HFT & YALH, olF F $Hol FAHAY
A3 A P S8 A 942 HEA 13RE AYT 18385 HF AREN
of AMg-3SATh.

2) FEEA

2 A7 B4 ALEE0E AEA SEAY duhAd 5L <E >3 gk HA
L9a F B B¥E 30| 60.1%, o4do] 39.9%2 Aol BL HolYon, Ay
B X ME 200 16.9%, 30t 31.7%, 40t 37.7%, S04 11.5%, 60t] 2.2%2 UElgo
o, gy EXME LE 11.6%, HE 66.7%, tistdeld 21.9%2 Jehdth g
BIAME AL AEAo] 355%¢ 28.4%, Aol 202%, Aol 1.6%, FEI}
82% 71E}7} 6.0%9 EXE Holn ok EE Sdo| A neHoAE H|E FH
A Egq A5E BE 10009 o)} £5A7 AAY 95.6%2 e
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T % WE 4 F18(%)

o4 73 399

204 ~ 294 31 169

304 ~ 394 58 317

S| 404 ~ 494 69 37.7
504 ~ 594 21 115

604 o] 4 22

- 21 219

g g 12 122 66.7
Hetelold 40 115

3|AH 65 35.5

A&7 52 284

paRe | 37 20.2

s

4 4 B A 3 1.6
E 15 82

7] & 11 6.0

1002+ o]t 8 44

1001+ ~ 2009Hg 30 164

4 FJT &5 2009+ ~ 3009+ 46 251
3009k ~ 40009 40 219

L 400y o)A} 59 322

w Lol 2 57 311
AEAR 7 & 126 68.9
A 183 100

= L4
BACoIXEe} HAT AL Aaker(1992), Keller(1993)0] 9]3] AIAQ ZHEIES o] &3}
o] HA=AX T HA= AL 2P on, HASMIEE Aaker(1992), Jacoby(1971)7}

O
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TE SEHC0|0X|Q M40 FOHTO| OIX|E FBof AL HF 13

995 Tl O ielxe dEe £9e FYHE 44
(atributes)) FQESk 7 &40 thstol 207k ABA AZshtel wetd Hed
ol ARHE Ao® B 2 3ATYENES FAES BE 24
39 552 39t
Cadotte & Turgeon(1988)0] AL&# 25714e] 59 844 Agdle] TaMHEy
2 2489t

3) T

2 AFdA 9EF AU Hrid £2 A vy 5§ Ko, 9EE I
ZL dEA2 o7 9k 8 PFol AFATdT Btk weM FuldEs I
Foll gk AR FHA ol gt

Boulding (1993), Javenpaa & T odd(1999), Powell(1995)o] ol AA|E 37}x]e] =R
& ol&dte Fujx g SASASG
3. EH&X 9 Al=Mof Eigty HH

€ 7l 482 FAAEE 20T ekl UHLTIA A Bl 2
g ol YHRES Y AP UEE JF IHS AxAsHeH, A=Y HIEAHS
gAA1717] Y8 BE AE7F a3 G4 $EAES WAL E gl /‘]'4 HEE 4

Al&ksdct
B AT1E 98 A18E HEE SA Liket AEE &89 on, S92 stdF 7zt
g2 gt 215 FY FT2 dste AEE EAFEE F5ich
7MdF e @A, BT &8 kA (scale purification process)s Fale] E =9 A4
& Adfgte 4F 2 AASAU .
B AFqAe HE ¢aage QB X(factor analysis), Cronbach a, 3FE-H A An
A B4 (item-total correlations) 53 2 FBAZIHE o] &5t wEHo 2 Z}
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(R 2) E-=0|0| Bl QolEMA T}
894 3T Factor Loadings Cronbach a
11 565
12 594
BI=HA 1.1-5 1.3 877 8712
14 710
15 757
1.6*
! 1.7 .649
HP M D - R . .
B o)A BAESNSE 1.6-10 %g ggg 8840
1.10 818
1.11*
112 622
113 737
BI=oAx 1.11-16 114 817 9022
1.15 .798
116 679
21 839
AHZA 213 22 609 7244
23 622
26 734
2.7 792
28 806
oA 26-12 29 _ 598 8709
210 610
211 527
212 .609
217 616
EE DS %4 21720 215 o 7938
220 712
24 .603
25 .650
213 599
214 ' 721
24-5 215 821
Aela 2 gA 213-16 216 807 9235
2.21-25 221 526
222 716
223 574
224 752
225 735
31 892
Fujox Fulox 313 32 922 .9028
33 931

& AR Wsdl



YE SHCO|0X|Qt MEIZ/P0| FOHQITo) DIX|= FHol 2Rt AP - 15

oA Asact AZATME BA=d o] 8712, HA=MIET} 8840,
90222 lﬂ?ﬂ Urelyttt.
A Az 4749 8o Jegon, AMEE 39 HIAHL
8709, 9463 3o 7938, AujA 2 HAZL 92352 Uehow, 39 HZ
A3 9gAe] g RAx vlg] 27 HolAE AR v
FujdEE dh}e gg_l o2 Jehgon, AIEE 90282 A VElgth

B o Fo A AL W] tigt Alg|AL Cronbach a2 ZA3IPoH, <% 2>01]/\1 o
o, s dg I3} oj& Aol A 72449} 79382 ThE ZHAL SO wE %
SA UER e BEO FESoA ME 800l YEIY Ao Hol FE&ETE ﬂ‘l

o
g4¢ Mz g ¢ & Yk
4. 7t44E

1) 7Hd 19 BA

sYBAso|uA s sANHAEH L A(HY BA U& Aolghe 7 18 AN
Aste] ARVARN S AAeion, E44RE <E >3 grh

549 0|45 syHA= N} NS S FRBAAE AR A(HY BA
e Aoz drhton, p0ssEdA AR foF Aoz Uehith sdRA=n
o dgEde A A6 g ol A 18 AduUTh

(E 3) seualco|n|x|9f MelgA ol ARIEA &Y

AR Aae
is ¥ OB TSN gem 9w ez g wd
Bai=gy 401 735 366** 501+ .345%* 692%*
R R=FS R 3.77 775 298+ 446** 417+ .655**
BYcA® 3.74 756 330+ 571+ 429+ 671
24 3.28 931
thokA 352 743
2]¥A 348 761
Aulx g B4 383 649
* p<.05, ** p<.01
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53 sadEsy FA4 Az 2 g4 sUBASHR Y & JPE v
e Ao% Hojan ol &Y Mulsg H4o] 243 sdud=o|v)As} Fo}d
2 Sugn

sdndso]n=|s} ?uMEoﬂ nXE e B4 S8 RdsonxE SUw
sz *é?‘é%}i, Folo £ E&usz g

M 28 HAF) 98 59 -3—4-% ANEg o, BNATE <F 49 2o

59 o] Ao A FERASONAs} TujeEe TP JFL Ro=

et

HAA g% R'e 5412 Yeh) s€BA=olms} Fujdxe] £ WSS 54.1%
sty gls Aoz yehdon, FAAd 3 fomE 00002 %ﬂ]xﬂ.ii o3
s Aoz ey

g ot
OETHY FAL 93 FFABOIHE VAR A3 1924 FEZ GFIUYL

o

e AoE YEeidT
443 sdBdconAe Fujre H+)9 HEF&E nXE Aoz eyt &
dedcolux] ¥ BA=AGH BASAAENA ofF AslA L viXE Aoz
Bzl
(E 4) ZTHE-=0|0|x]7} Foje|zol o|x|s FEFEN
Egus B SE B Beta t-value Sig T VIE
A 365 234 1.561 120 2147
a4 351 079 | 331 4454 000 1.985
kA 311 072 309 4324 000 2439
AT 201 082 195 2461 015

R’=541  Adjusted R=533 DF=3 F=702 p=000

3) 744 39 AA
FAAELAgo] Fujelkel v FFgFe TH] st sEAASLE ST
2 g@ﬁ]—_ﬂ, :F-UHQ,]E% zaWsz '5']'9213}—,
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T HEMCO|0IX|2t MEP0| FOHYTA OJX|E STl &Rt A7 - 17

74 38 AAS) 8 AN S ARG eH, £4FFE <& >9 Zrk
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Abstract

Generally, brand is the title for discriminating their own goods and service from other
competitive company, brand-image means customer's good and bad affection or loyalty on the
brand of specific company. ‘

Customers often choose the goods according to the value of goods brand. In terms of this
viewpoint, the value of company's brand is very important factor to the company's success.

Brand-image also effects customers on selling company's goods. Specially, to the hotel
business that should ensure lots of customer for a long period with the interest and credit of
customers, its brand-image is more significant.

What the image is looked upon as a important factor in marketing is due to the difficulty
of discrimination against goods standardized in price and quality. Therefore, the company's
image acts as a more important marketing factor in the high industrial society. Also it means |
a lot to the customer's purchasing behavior.
 When the company's brand-image is recognized or discriminated, customer's memory is
longer and customer's reliability is raised than other company's advertisement and public

information.
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Nowadays, most of hotels are perceiving the importance on their own brand-image but in -
the lack of deep study and systematic strategy in reality.

The purpose of this study is to research the effect on customer's purchasing intention of
hotel brand-image and choice-attribution. The empirical research has been done from 23April,
2004 to 20May, 2004, Data were collected from general customers who are using hotel
located in Taegu. In conclusion, hotel brand-image depends highly on.the service quality of

hotel staff and reputation of hotel. Besides, this acts on customer's hotel choice decisively.

AEFolV Mul=g o2 ZFAAS TE3A BASH] A AHeste
gujsta, HA= oluA e AuaArt 547199 BA=d dis) 7}7‘11 AE F

TR oy wE HAEd giE A 5o RoAth AuAt AEL FYL o A
Fo| 2 na=dl A6l el AZL ATk oA B Aggel B o)
1

4
2
s
oX
I

9 F83% 20|t

olulx| & viAR A #e HelA FoAste A2 74 ﬂl%-’F%° BFgz 9
st AF Z}zﬂJ 2E Adspt 44 7] W2l ZdelmAE AT 1k
7t B542 oL 388 aAE 242A AEsi, 2uAe] Fujdge] glo] 7|4
o sk O]u]z] QAS ZAIBHE 738ko] Bolx| 1 Y-

719 Bal=oln|x]e] oyt xpddle 4 A v
TRET o o8 7|9EA Hau ol AFEL EoMAA

g gREe FEEL 189 /g BUSe|w
AME 10 e ol A A7 AAAA e AFHE AR AP A X
T YE Aol AMolch £ AFgME sd BAE= st @ AFoR oY HAs
olux|e} MeAdAdo] AL Fujel s nHE Ao tiF] Lopr.A}t Foh

AZZALY ZAZ|ZE 20043 49 23YRE 59U 20974A) AASAE, ARG R

>
e
kv
i
N
2
o
o
El
<

63



zAUEe BFAG] AT 5D o|gte Yiauley vzl HYY HEAS
M A

Fedos 59 HdsonAE AAet M 349 9902 59 AT Ay
2 5o gHoz yegen, B¢, 39 o845 59 49 A 2FH 9P
& vana ¥ # 9o

l)-

a5y

ZAAY, g2y H2EF BAS o9 F& 2] B AT, Foltista Fdigd
AAarety =&, 1998.

AET, AE A oM AE o9 G #F AT, FYAYAEH =7, 1993.

71919, 60%olH #as Zule AAAAH ONE to ONE Marketing, (A5 2E3),
2000.

72438, BACS oju|x ko] Sutd, =744 5315, LGAAATY, 1999.8.

AR, B2EF oluAle] AA 896 B3 AF-ALYUEF FALE, nejd S
g ALk =E, 1999.

AAY, 2d=yo)®, &AL 1993.

787, 398 AE AN Eo] BT AT N AW ST FHOL, AR 4G

et AASESI= g, 2002

s, wpAE Qe AY &9, 1997

uA g FAFUAA d7s, BAsAtY A A, Me: v, 1997

g, 924 AT ZyRAs ko) Ado] Bd AFH A7, FFU AN =
2, 1996.

£84, AuAE, WAL, 1988,

84, ArlolAYE, WAL 1984,

AT & AEE, AEANUE A8 ALY 2B 23 207 Frjdme] BF AT,
A AT, A297A 33, 2000.

o3, BAVAYE, theAL, 1994,

o], AFAZ N Foidxs PFY A, At HAS =T, 1997.

rJ

0

64



Y B SMTO|0|X|QF MEZ0| FOIIT0) OIX|= Lol &S A7 - 23

<)

.

oldM, 59 ojn|x|7} FujsiFo] v o BE A7, FIdFu M=,
1998,

FA, Au|2nAE, HEAL 2000.

A5, ik MulAFAF ] Bet AT, A7 St ALSHe=F, 2000.

$74% 2147 Byt yetE A- FaAA, 1999 3411,

F

A4, AWz, BAs 2pd3 viA" Ao #AFE AF, Culinary Research #|6A1Z
2000,

94, #93Y vy AAYHEE 240 AP AT, BFLAT, Al 13E, BRYY
8}3], 2001.

49, /1R TE B9 719 olvlA Y4l BE A7, A5 AGoer ALY =
=, 1994,

B. Gadner & Levy, "The product & the Brand." Harvard Business Review, 1995.

Barbar E. Hahn. "Effects of Retraction of Price Promotions on Brand Choice Behavior for
Variety- Seeking and Last Purchase- Loyal Consumers", Jounal of Marketing Reseach,
Vol, 1278, 1990.

Cleland, R. S."Building Successful Brands on the Internet," University of Cambridge, MBA
Dissertation. 4

D. Aaker, Building Strong Brand, New York The Free Press, 1996.

D. Dobni & G.M.Zinkhan, "In Search of Brand Image:A Foundation Analysis", Advances if
Consumer Reserch, Vol.17, 1990.

David, A. Aaker, The Value of Brand Equity, Journal of Business Strategy, 1992.

Dellaert, Benedict G.C., Arentze, Theo A., Bierlaire, Michel, Borgers, Alyos W.J. & Timmermans,
Harry J.P., Investigating consumers' tendency to combine multiple shopping purposes and
destinations., Journal of Marketing Research, May98, Vol. 35 Issue 2.

‘Dillon, William R, INVESTIGATING CAUSAL SYSTEMS WITH QUALITATIVE VARIABLES:
GOODMAN'S WONDERFUL WORLD OF LOGITS. Advances in Consumer Research,
1981, Vol. § Issue 1.

Dillon, William R.; Madden, Thomas J.; Kirmani, Amna; Mukherjee, Soumen, Understanding
What's in a Brand Rating: A Model for Assessing Brand and Attribute Effects and

. Their Relationship to Brand Equity. Journal of Marketing Research, Nov2001, Vol. 38

65



Issue 4.

Dobni, D. & G. M. Zinkhan, In Search of Brand Image : A Foundataion Analysis, Advences in
Consumer Research, Vol. 17, 1990,

Dobni, Dawn & Zinkhan, George M., In Search of Brand Image: A Foundation Analysis,
Advances in Consumer Research, 1990, Vol. 17 Issue 1.

Dorty Cohen, Consumer Behavior, Random House, 1981, p. 4.

Durgee, J. F. & R. W, Strart, "Advertising Symbol and Brand Names That Best Represent Key
Product Meanings", Journal of Consumer Marketing, Vol. 4, No.3, Summer 1987.

Durgee, Jeffrey F. & Stuart, Robert W., ADVERTISING SYMBOLS AND BRAND NAMES
THAT BEST REPRESENT KEY PRODUCT MEANINGS. Journdl of Consumer
Marketing, Summer87, Vol. 4.

Etgar, Michael,, Jain, Arun K., & Agarwal, Manoj K., Salesmen-Customer Interaction: An
Experimental Approach, Journal of the Academy of Marketing Science, Winter78, Vol.
6 Issue 1.

Fishbein, M. & Ajzen, L, Belief, Attitude, Intention and Behavior," An Introduction to Theory
and Research, Reading, Addison Wesely, 1976

Friedmann, Roberto & Lessig, V. Parker, A FRAMEWORK OF PSYCHOLOGICAL MEANING
OF PRODUCTS. Advances in Consumer Research, 1986, Vol. 13.

G. H. Broun,"Brand Loyalty-fact of fiction?",ddvertising Age, Vol. 23, 1952

G.M. Erickson, Johanson, & P. Chao, "Image Variables in Multi-Attribute Product Evaluyations
: Country of Origin Effects", Journal of Consumer Research, Vol.11, sept., 1984.

Gardner, Burleigh B. & Levy, Sidney J. The Product and the Brand. Harvard Business Review,
Mar/Apr55, Vol. 33

Gerard J. Tellis, "Advertising Exposure, Loyalty and Brand Purchase : A Two-stage Model of
Choice", Journal of Marketing Research, Vol.25, 1988.

Grubb, Edward L. & Grathwohl, Harrison L., Consumer Self-Concept, Symbolism and Marketing

" Behavior: A Theoretical Approach. Journal of Marketing, Oct67, Vol. 31.

Hirschman, Elizabeth C. & Greenberg, Barnett & Robertson, Dan H. The Intermarket Reliability

of Retail Image Research: An Empirical Examination. Journal of Retailing, Spring78,

Vol. 54 Issue 1, p3.

66



T SHEO|D|X|Qf MEALA0| TORRITY DIX|= FHO RO &1 - 25

Horowitz, Irwin A &, Kaye, Russell S., Perception and Advertising. Journal of Advertising
Research, Jun75, Vol. 15 Issue 3.

J. F. Engel, D.T. Kollat, & R. D. Blackwell, Consumer Behavior 8th. ed, Hinsdale. 111 : The
Dryden Press, 1995.

J. Jocoby, G. J. Szybillo & J. Busato-Schach, ‘Information Acquisition Behavior in Brand
Choice Situations," Journal of Consumer Research, Vol. 3, No 4, 1976.

James F. Engel, Roger. D. Blackwell & Paul, W. Miniard, Consumer behavior, 8th, 1995.

Jevons, Colin & Gabbott, Mark, Trust, Brand Equity and Brand Reality in Internet Business
Relationships: An Interdisciplinary. Journal of Marketing Management, Vol. 16, 2000.

Jennifer Aaker & Aimee Prolet, "To Thine Own Self Be true : The Meaning of "Sincerrity" In
Brands and Its Impact on Consumer Evaluations", Advences in Consumer Research
Vol.23, 1996.

Keller, K. L, Conceptualizing, Measuring, and Managing Costomer-based Brand Equity,"
Journal of Marketing, Vol. 57, No. 1, 1993.

Keller, Kevin Lane & Aaker, David A, The effects of sequential introduction of brand
extensions. Journal of Marketing Research, Vol. 29. 1992,

Kollat, David T., Engel, James F., & Blackwell, Roger D., Current Problems in Consumer
Behavior Research. Journal of Marketing Research, Aug70, Vol. 7 Issue 3.

Kotler P., Marketing for Nonprofit Organization, 2nd ed. N. J. Prentice-hall, 1982.

Kotler, P., Marketing Management: Analysis, Planning, Implementation and Control, 9th edition,
Prentice-hall, 1997. '

Louviere, Jordan J,. Hierarchical Information Integration: A New Method For The Design And
Analysis Of Complex Multi-attribute Judgement Problems. Advances in Consumer
Research, Vol. 11. 1984, '

Louviere, Jordan J. & Gaeth, Gary J,. Decomposing the Determinants of Retail Facility Choice
Using the Method of Hierarchical Information Integration: A Supermarket Illustration.
Journal of Retailing, Vol. 63. 1987.

Louviere, Jordan J., Using Discrete Choice Experiments and Multinominal Logit Choice Models
to Forecast Trial in a Competitive Retail Environment: A Fast Food Restaurant

Ilustration., Journal of Retailing, Vol. 60. 1984,

67



Martineau, William., Industry Update: The Future of the US Packaging Market. Pharmaceutical
Technology Europe, Vol. 14. 2002.

Montrose S. Sommers, Product Symbolism and the Perception of Social Strata, Toward
Scientific Marketing, 1964, p200-216, 17p. Edited by: Stephen A. Greyser. Document
Type: Book Citation.

Morrison, D. G., Johnson, E., & Schmittlein, D., Does Measuring Internet Change Behavior?,"

_ Journal of Consumer Research, Vol.20, 1993.

Morrison, Donald G., PURCHASE INTENTIONS AND PURCHASING BEHAVIOR., Journal
of Marketing, Spring79, Vol. 43 Issue 2.

Naufel J. Vilcassiom, "Modeling Purchase-Timing and Brand Switching Behavior Incorporating

- Explanatory Variables and Unobserved Heterogeneity", Journal of Marketing Research,
Vol.28, 1991.

Oppewal, Harmen & Louviere, Jordan J, Modeling hierarchical conjoint processes with
integrated choice experiments., Journal of Marketing Research, Feb94, Vol. 31 Issue 1.

Oppewal, Harmen., Louviere, Jordan. J. & Timmermans, Harry J. P., Modifying Conjoint
Methods to Model Managers' Reactions to Business Environmental Trends: An
Application to Modeling Retailer Reactions to Sales Trends., Journal of Business
Research, Vol. 50. 2000.

P. Nedugadi, "Recall and Consumer Consideration Sets: Influencing Choice without Altering
Brand Evaluations." Journal of Consumer Research, Vol. 17, No 3, 1990.

Park, C. Whan, Jaworski, Bernard J. & Maclnnis, Deborah J., Strategic Brand Concept-Image
Management. Journal of Marketing, Oct86, Vol. 50.

Philip Kolier, Marketing Management, Prentice-Hall, 7thed, 1991.

Reynold. T. J. & Gutman. J, Advertising is Image Management Journal of Advertising
Research. Vol. 24, 1984.

Roger Doswell, Towards an integrated approach to hotel planning, New University Education,
1970.

S. Watson Dunn & Arnold M. Barban, Advertising : It's Rolein Modern Marketing, Sthed,
Chicago: The Dryden Press, 1982.

Smith, R., Can you bribe your way to Customer loyalty Frequency marketing strategies."

68



Y SHCO|DIR|QL ME£HO| TUOAITY OIXIE FYOI B 67 - 27

Strategic Research 41, 1988.

Smith, Robert E., Integrating information from advertising and trial: Processes and effects on
consumer response., Journal of Marketing Research, May93, Vol. 30 Issue 2.

Tellis, Gerard J., Advertising Exposure, Loyalty, and Brand Purchase: A Two-Staged Model of
Choice., Journal of Marketing Research, May88, Vol. 25 Issue 2.

Tucker, W. T., The Development of Brand Loyalty. Journal of Marketing Research, Augbd,
Vol. | Issue 3

Warshaw, Paul R, A New Model for Predicting Behavioral Intentions: An Alternative to
Fishbein., Journal of Marketing Research, Vol. 17. 1980.

William. j. Station, Fundarments of Marketing, 6th ed, Mcgraw-Hill Book Company, 1981.

Wong, John K., & Sheth, Jagdish N., EXPLAINING INTENTION-BEHAVIOR DISCREPANCY?A
PARADIGM. Advances in Consumer Research, Vol. 12. 1985.

69



