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1. /ﬂi

T

HAE ZiHbrand equity)> AFA 02 BT o] P49 7979 e B dd
o] FH-& Wotu, rHRAcEE 1A FEARt, WAt AAARe) vlaste] 1A|g ﬂ%“i}%
G99 FEAEE KR - 718 1996). AEst Basg=e] 7P & AR
2 A7y obd A&HA AE Fal F71A0]aL PARl olFEo] Thsaixiths Zlojt) whbA

B 2k 710 2P e sk T8 A intangible asset) . F H7Fd ¢ olow, Tk
st Y S5 5% Xﬂﬁlzﬂ el fr - 7YY AR dss 71dE 5 Stk

53] A7) B9 715E 9 71RARS ARAE 2 ANEAIEA ) T SAC R
el B xprkete] o} O]a ks UP?HE‘ 5] Fo40] b5 avk sHlltk. 71HEES 3, 7Y
d(intangibility)= 2t7] wiitell Bu(715-84)E 2Ist ot Ago] ofHar ef AALETS] A
37t o JA drk wbA ol Ef%dﬂ sl AAA GAE Algstal AFel thgt sk ojn)x|

5 A= F Qe AuAlelde] By Fo8kA ®tkSargeant, 1999; Venable, Rose, Vush and
Gilbert, 2006). =4, A4k - 48] 2] B2 (inseparability) 2] 54, & Ak} 4n]7F FAlo] dofut
A BOEM 713 YRelAE ANPEE 2 tidditely Audert Brksetar, Y elA
v 7 A AlE(test)o] AHA ok weba] 713 A AR rE sk, A HEehs
2 A(staff)oll thet wso] FoaixIvk H 7]FAPE: ANk AFEAIE de] A (transaction) BTt
= WAl (relationship)7F SA%] 31, o]ef gk 71¢-117 3+ AIFA L A Sl SRR 719 1)
A(mission)° ]t 7]%%%(fundralsmg and allocation)el] 7]HFst Al1g]Ado] EE} ZQ3 ou|E ZH|
HoHBrennan and Brady, 1999). T3t W& A 1) 4 5 Al st &8
Aol 7] wiitel APHA ¥AES sk St wEo] A ashA Hrk olg% V|FAE 715
AgeM = A A A BATE T8 He, olest AP Fas A=k Fol shrt
HEEZ HAE 2RI Aojrt. = 7]3he 0% sloj Al HAEE A 0E Q1A - H7H

—_L
o
gromH FAH A Afavks &8 44 wARRE 8 7 FREC] ThseAle

>

Zolt},

A ElvEt 71FAEe RE AP U - 9 dBke R Qlal] 1 7INke] ullg- dotst Adejolth
A U 0 2= TR AL Ao wet AARET AP = SRk glon o
3] 71F-Eske] uAdso R VNS stuAl she ¥ XH7H 4l A= A= vlgl] dekst A
oltt, @Al vt Awd RazE a9 W AAE 7L Qe AAEETEES HAR ST 3

D B Agelng] AR Ee Fe) 45w
Q1 )%k Sl

2) ol Ao kel Folall BowM, QAEAY FAsR Pelel o] olubA] etk
= oJolout.

22

ol FEoxle]o] B (fundraising) ¥ Hi-(allocation)
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ST, A3 9 GAAE Pl F 1771?493 gtelE] 31 §lom, o]F AR FE7He] F W
THEARE A5ek 7R AR H1ES 0.3%(30999 )= vt 9], 2006). ©l= 10
NE QF B AAHEF7]HEC] 47 1,000 Barel 239 IMF $138917] A9 Adstel| ]
ot APARE7HE] ot E%ﬁli’ﬂl e ﬂv}% golztar & 5 UTHolEE, 2000). 224 o
 60RH] AP So] A7 17500 El(GDPY] 2%) 4o Iﬂ% = Bag ok vl vt
W Eglo] B9 qfret & 9,1_9\3%, olg|gt zfol= 7RI 71FARFo] gke- f-Eluket 71HA1E]
Aol 7RIk vt arkzln/d £, 2006).

n=e] A9 0% 7HES] 77E 71l Zelstal glem, g g $LA0C A 27%)&
7158k Sli= A 22 YERdTHIndependent Sector, 2002). WA, 9-2lubeke] - 20061 #A 51
o] AR 7)1 FEL 686%%E LER= 71ed =ul 1909 7Rl 7k Aol x| an 9l
CHoFEthe-Al, 2006). 528t 7172k Fat 71w os B 107 2001 252 0.42%)°

T2 glom, 719k 80% 7hge] Wi T1R-E lw RO Z eIt 3], 2006). o] %

& T IR 71 @A S ARETHY] BeRE B & vk AA 2] 7%

7¥go] ARIeAAN vIZEH 719 5% A% o5 1-101b )5 3h= Wt 2(AAFRC, 2006) =
Ho) AAEZ7IH A9 7] vlFo] 16%5 AXEH 7]Yo] 67% FEE AAElaL Q=
gp), o= vkt 71FAIel Qlof ARl 7157t iAoz A f ek o] (underdeveloped) 55
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B 2004-12-20). A, ARG Lt
944 9 e AZAZ|AL 71FA1E] Aol SdAZ 28-S
et JHE vl oigt Raa Ao AEAd JAs ﬂﬂ%lﬁl °
AR A Aol A 71018ISIeHAIE7], 2000). T2yt BAEe] thiie] 4
= 28 gl HopellA e AFAK thaolut B FrElel dist A dwe *37—%; 7 3L
ek o) AHEA Bl thet AP A WA B I3] ARE K sk PAHEE
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AGAL e PRALo] TR0 theeka Fahn Yes AAHITHRAT, 2004, 0P
Pt 1Al i Ao ARA 87 Wbt lgelza e Ase AP o)
e sl SIE AR, MFAZAEE G AT UK Hhel o Z10) Ay

QAN 7 B

o 4r o

gt HAEE F5ste] Raads Sl mgo] v FoAIE L gl
FH+ 50 ]éﬂiﬂc«] st ”}ﬂ] g Hge ?f%%‘ﬂ]ﬂ A T =k,
718 H|FY A= O]TSH 4 71529 A K Sargeant, 1991 Al A8 A
(Balabams Stables and Phﬂhps 1997), A "AY A7 (Brennan and Brady, 1999) & "HI¥ 7Id

HlQggzAel FrAow A8k Aol sHgEo] Qlrk Hsgh njYe|xRAe] HAE ATt oAl A
| ZX]«] HAE vpAY Algl AHTapp, 19964 vlge] Bz A4y gt 5o o= el
= 7153 9K (Venable et al, 2006) 5ol A3 Ql& ¥ 7152 7 vlde]24ls of9A
TR, HGe 2450l 71 AR ojug WAls Fal X}tﬂﬂoi AsheA, Rlge x4 9]
B zpito] ofdA P ojust niAIE gl aatAQlA] ol tist A7+ wl%- wxlsitt
(Ritchie et al., 1998; Venable et al., 2005).

oo AXA - g4 Ao AR/l ZHkste] ¥ ATt B|FY A 0w AN EET|HE
HAE 2 BAE 2K 40881 9 vHAle S| SAIE 8o Em, ApdRa7)de] A4
A 713A 3 competitive donation market) WollA] A2 IX|MW(strategic positioning)s ErH.E
T e a3 mHR Ak Skt ZIRARE At vk ol S8 A RET]He]
‘j}ﬂ]‘g gEso]l A0 HAT QI B BT /omx] Bt FA L AE F4 ol o

e T‘ﬂ of'A HAlt Ak YAh=AE T AS T8l Aol AAd R AT

1) EHE XK brand equity)2| 7HdE Y &, 8L

HAS 2Rbe- e - A4 dle] wet dokst siditdol Thsdd, A AFA A
(financial approach)¥} "HAI®4 (marketing approach or consumer-based brand equity) 2.2 T+
el AU 4 UtkESA, 2003). BT 2RhS A2 el Aodigs AS Bt 2}
b AFAIRE BA s, 55 5o AR o] el s A The ek skl 7R B ot

FA % Simon¥} Sullivan(1993)> HHE Ak BHER Qla] 5 e F=tolojoletar &
%13, InterbrandoIME HAEE 53 AasFo] I HPE9] o]o)4-3e|| 7]ojeh= F1 0= oeta
ik vHIRA AelME 7H ZEn(price premium)©]t HAE A E(brand awareness) 2]

749} o] PR A 711 Z7PA1E 20R Hel Uk EA 0 Faquhar(9%9)E 573 1
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WEF AR RN S7kE= 344 HAE 37h A&4 HAE o, Hed HAE g F9
o2kl a4 om, Axelrod?t Dindorf(1993)& fAAIEO] ol 574 Bal=g o] AlFS Aggho
22X 1o] F7H 0% AmsHAl He A 71 9] S7REolgtaL Siglrkd) HAE ARl
(B7HAAl A2 G vAE A Aoz oidE S QleHeRRR, 1995 1999). A4 e Al
37 dlolHE SEato] 54 BAE AF9] F 7HXel I AlEH AlEESAo] wUst 7R Al
9 7HE 2tste] 9 7P7'<1?a =43t} v " A2 10 27E A9 HolEE 243}
o] BT} gl AlEe] 1 A w(52 A8gg)elx A% £457F 71918 w32 A
gehE) S Atk d2 TR %xé $i}d)

BT zAke] 4 2 2 (component)= Tl whEh o9 cRFSA|RE 2 ATRelo] wAS 1w
3l R85 ATEY theyt A6 94, BRlE AR e 9] QA - (perceived

quality) & =7 BRI tha] UA W] 2Asle] B AE - AEAg 9449 AR @
). 3709 Qe Fdo] Hohe 2 54 Haltel] td TR EsH o] BAE} 741 A
B SN AL Qdrke AL Teka, ol F4H TUEEES $8)F b S5 o}

Atk 2 9nlsict 2= Q1A (brand awareness)i= 1740] ofH A3} '0‘}01]7\1 54 BiEE &
H(identify) 3t & = 5802 HAUT ¥ (brand recognition)?} H %E 3XHbrand recall) 0%
TAEE HAE QAL nAeA 54 Bse] tigh WAzt FolgS W el e BisE
E‘”ﬂ‘)r Ath= AHE W Qe s
& AR WA7E iR wl 54 BIASE I Qe sHe TEth BAs oA/l
u]X|(brand association/image)lA] BT AR AlZ2 2]219] v T(node)7t 719149 HAE W
o} AdEo] BT on|E HAFES k= Z10%, olF Fdl WHs= Bt sk Q1A
(perception), = 91| Q= HU= ‘1’2}94 @‘%0] HlZ BT oln) ]0]\1]- E%E ZX % (brand
loyalty)= BE zAke] fIQlojzk
35‘01] o) AEBEs UL T AUe
1

S DAIE FYwe Ayl

ok, SR S BRI} o T

o1 —T—

]/\1 —‘—ETXJ EﬂEoﬂ sk 7218 onlO 7;31 ZH?'UHO]*‘ 7
a O]fﬂ 3 HUle ZATE Bl 1209 upA]uk gAol Bl

4) OB MU AL B A2 49 WL wACE sold UG U] B4 B 7 A

Hale QXS Fujj3lshi= Aot} o]Fle] dAAo] Q4= APHAQ & INdifferential effect), E.#
= A A(brand knowledge), PAIE o th3t AH]A}F HWE-S-(consumer response to marketing) 5°|t}
(U5 2], 2006).

5) AFZ AL Young and RubicomAF} Brand Asset ValuatorAl oA &-g3l1 Q= Ho”%'j S A
AR A HEL Kamakura and Rusell(1993)9] &&7# Xuinds 83 =34 Park
Stirivasan(1994)] AFJE F4 3} AT Self-Explicated Approachs E-8-3F ¥, o] % A3zt
g EQUITYMAP 58] o] ItHE-5A, 2003).

6) & AFeAe ATVl 71RAES ST AA A sHAE Aedste] ZEd o R wiAIR A
MNA 545 48t} sty whbA olate] ‘41%‘01]"1 BYHE ZAte] st =2 vHAIR A B4
o9 =07 sHysta, A% 1ol QIX|EkAL Q= teFs BiE ¥ EARREE A8kl o]
E 283l Y St WAE skt shed 28S w53t stk

7) BA= FEuAE BA= olo|dlE|E(brand identity: who are you?)—>BIE 2]u)(brand
meaning: what are you?)—>H.# = HhS(brand response: what about you?)—X.#E= THA|(brand
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E #A/(brand relationship) ZHIoME Q38 Q47F FoHE5A, 2003, U5 2, 2006).

2) H|F2|=Zl9| OiAE &Snt SME Xpibofl ket M

>
02

o7

A TAARD ABAT AR oA HGe 22 e Y gl tist wHle] s
FeFs] A vt 2k 19709 A5 wselld wAI" AiE ] vgelieE A8 Fs/d0] A7
o]Z(Kotler and Levy, 1969; Shapiro, 1973) B]gelZZ9] nAE &zo] 3t F5-& Ayxts}
A B AA FEE o] $ith v AAA o R n|Yge o] HEARI ]‘ﬁ ]o - o]
| v ide A5 288 | 2 1960 o] Aks] A, ZAANA, FAA L) WHEkE Q)
S 73 shHAFE o]tKim, 2002; Venable et al,, 2006). 314, H]Oﬂﬂizﬁ]oﬂ st 4
I ASEEA SR A 715 eblstaAt Rl xR Ee] Wzt 7RSSl A
SPaA rHAE HE A 3] AlESEtHBendapudi, Singh and Bendapudi, 1996). &4,
Y RG] weo® Qe YR A AdE FaL AAe] X GaAHA 1A A, HEF
A, TheFst rHlE 840 G848 24 5 vHIE dEke Fall AAAIE QhellA] vlgE x4
P?:ii}é} RaadsE Suskels 8ol gE SthKotler and Andreason, 1991). AlA, B2
T HEE 7179 S7F SRt wepiA] Zeho A Tk vdelxA) ke A
u}7 % 3l sidstaat aFltiSargeant, 1999). WHAITIO.®, JHQ1 YHAFE0] vl TEe SR
O] it HlZ=YA GO QIASH HwA nlge|Aels JejxAd 22 i A9 ol
= 95 7I™EHA ¥ HoltHBlum, 2002; Morley, Vinson and Hatry, 2001).

A= 70 WstE el et Fdsk 71 A L AAe] AlskE s 7R vdEl®
220 AEL TAIE EPlehs #HolA FelxAe nHR Azt w2 =24 Ha, vd, a9,
ARV, AT, M)A FollA ThE A e 2PN S o EM ZIHAell B 915 A
A Aoltt. o]F &l v A= A AlEst A v, olvA 75 54wt
AY &8 WA 2L K Venable et al, 2005). 53] HWZr} An|A Q& ofolrje], 24
= 2PEEATE o o] e vl HE vy vHEES Balde] 23S Fal ATHTapp,

r\l

ofl
o i
Hn
2
i
il

B ool
o
0o

mi

ofN Hz ot ;2 mz )
N =

=
=

r oo X =
o
Xt

la|
LO
EI
N
_}L
>4

il
ﬂl
N

_4

1996). o= F3 9 Mr|Ag) olojtjolE Algehs HlgulzASolAl Eeld APEAo] F-535 059
I vds 7IFARECAl et o R okl FEAIATO] HdeEAe A EE sk
dekzo] dasizl dellA vl5E Zlo|w(Sargeant, 1999; Venable et al, 2006), @A| B]YFe)F-ol
o] BAl=e] e Radl] P Fo5 3 Fo] Hal Qv Tapp, 1996).

g9} e gmslel Y Bl o vl 245 PAZURE ke AlZelA 9
5] 5] WAHe] 3 glek Teit o ds) S - gHoR T Y - AH FES ol
& oIt Wby B Ao vl 249 A B ohleh HUS Ak} gisle] et
& QA7) e JeEA) ATEE $ Asuan d

relationship: what about you and me?)9] #Hg& AJHuU-% 2], 2006).
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94 Sargeant(2001)= WG ZA A 71T o)foll thek gt 2 7|ERAS e QA
AR F - (service quality)ol] tist F2AS B8] a1, o714 Rl FA Ay} 7| FA =}
3|ARAE Fal rEEith A 715 A AL AAAR] o f =2 VN5 FHshe A
wstal 71FAE AR olgshe o] ohdet thekdl o] fi¥elA 71H71de vHE
Atk ek AAREAE (relationship marketing) ] F2780] 01, 7]¥to] 7]3-Ake}
Ao 7 SAF U FZAEE olgjd) 7]5A1e] QlAg A AFEA V=S 3
} ﬂv‘%?ﬂol o] e vkl Asshar Qlvk $HA, AEe] Qlo} Bl
z7] A} T PRl Wray(194)= AHddAllEo] Bt Just o] 2=

ok = AR 7)FA A AP Bk PP ARl A gRE 9
ZQstha Botet, HAEE A% LyE dgoto] A4 71k Abds)
| & AlFsths A 71l I2A1714 7)) mRlEe]| S5
Jolt) B3] 1= BT Yo V|EAXE olsl] shal o] HulT
7)1RFo] Bty g8 0T *l%ﬂr/}* A& 715AR=0A FANFoR
argeant 2} Ford(2007
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7Vsslcta |
A7l ol
AAE 2] A
HlE| A FelM Al O SAES WA et Sles Bhelm, ARbARl S
AL s N 2AOR RO

HACI} 2k 56k 2821 A2 (brand personahty)—% 71FARERA AN = S
7152 el vide] 24 7t 244 fti(emotional bonding)$t SABAE & Havt
shHA, o= 71HARES] A A, H53E viA] HAE(media voice)E 7H AU AN,
A MBI~ Al 71Rte] i3k el g s Fal 7hs stk AlAESit: Hankinson(2002)

A==

"1 o
7H= Hl"éﬂlii‘l% “H—"r ettt AFegld ols
= o

o
AR CEESERE LIER
o

~
e
-
_0|L
]
N
N,
S
R
g
oX,
o v

ol
1:1

rlr rlo mlo =
o
uir

ﬂ?
EN
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8
=
rO
1>
ol
=
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ffo
M=
o
rir ool
%0
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N

=
2,
o
X
N
N
30
_Q
»
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=
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o
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=
i
)
of
S W
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R o) of
N

‘
-

< H¥= X&) (brand orientation)?0] = 500t APEHA] B vuA ] HYEs(53] B
5ol vl Gl tish AFelA, BT XgRdo] =& B vUAAFE HHEE A5 &8

5
s REE G4 o @ol dths A8 WUt et AR dA e B A9 (status) 7 =TS
B, AREREAY] XA D, RS wAA] A, diFns, 7R, AETE, AdeAt 5Ys O
A s 0% YeRth o3t o7 Al ARG BT X915 AT 28E F
= UAFDE 1gshs Flo] Hashy, e gl EEE TRIES Axste] Bt A9
FEdlof g8 AAIR) Kim(2002)S B9G220 71%-Ake] 7|13z
Feletel 3l 7155 SV 4 9l E@(branding process)& AIRF

I Sl ol & -?4?'5H Brown¥} Dacin®] 71¢] 914 ¥ 2(model of corporate association)& #|A|3}aL

DT S

o
-

8) B3] An|A~ FHo] FQashH, wHgE|RA oA AMu|AEAL WS (responsiveness), I&=H
(feedback), &3 (effectiveness)®] o2 A Et

9) Hankinson(2002)% ©1& “AMEAE BHTZ QAshH= A, T8 BER A4Sk Aol A4
Aol olFth=s Aoz Jidssiar Qdth
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o2 wlodelzAe] AgAYaL oIk o7 A wdezAo] JexA B Fow B A B
o zo] AlFo] oh ZITEAAA Hrks A3k 719l S Gabii) ohleh A1A A

[e))]
-1
(social responsibility)?} 22 BES £33+ BT ou|x|7} Q3 kS ujAH -+ 93-S AAstL

Ak #, AR5 2004)= Feiveke] disEAQl 1070 BlgedAle] Badsel 22l 74
= &3l Al eA Bee dedst WrplEs okl sigltk e el deeds 24
o] gk 91 BFell A B 3gkor, lxdﬂr AR AV, AR "9, Ees A% A
ok AAA ), B714 Jdr |75 57, B At 9 vﬂ Eiﬁ’} HHIFJQ 74 Aol 24

3 78 Aeegler Axsigit o] 03_ g
XS ANV = & 93\_‘/}, S ATHCE F
o JEjAelA Bt ARks niAR A dalellA e gl dyes A
3 BrHESA, 2003 VHeE 9, 2006, 2179, 2006). Aaker(199D)E BAE7E 71993 3 2e)A
THE ST AaATIE g sl Her ], o|R8 Y9AiEA BT FAd%(brand
loyalty), B¥Z= 91X %(brand awareness), UAE FZ(perceived quality), HHE A%,
(brand association), 71E} 582 B= 2Pat 5 57FA7} Qlekar AAJskar Qlok oF2d] ZhEldk vl
E 2k i‘f’_ ARAES oldE S g A, AE AR gk A e e
L& Fato] AAEY HE7Fse %Y FE ok a9tk Keller(1993) B
7 BAEl] v EEe] st 1] BEge] BT A|Ao] n|X|= ApEA gitE
T8, BT X2 Bt A EQ HAE ojuXE A vk st kA Strateglc
Brand Management(2002)14 1224714 HA= xMHCBE: Consumer-based Brand Equity) 32
AR, o714 T8t Sl BE ARl glo] azje] ek Agolehal /lFstal 9= A
ojty. & A0 54 BT viAY Wae] 3R] FEE B oA HEE 7 B9,
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ATl AETE e Al BA BE AXA HH, E8EE Al 7|aEAe)
A 7FA]olkID
HAEZA AAEE7)Es AAsh] Y8l AAEE7|3e] 78R 9 At 930S v
A% 3709 7B AE)S A ko g u AR vAE ¥ A(marketing mix) T
T/3& S8l 370 713 AR H ddAtel A vHAE sl w1 9 dEs st
I g1tk mix|eto g o]F Fal ERlE SFsg 1AEEA FA ol Mgt
o7 Y IAEEAE Fall o] XSk V1Fud AR g 9 BAlE SRS ¢
Aepick Ao oigt FZEFEURE JERAT AR Qlste]  HeFEM (convenience
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of 33 HF BE = 03A0)AUTEY o Ao S RuE Ve v <I1¥ >3

11) 713AAEA9] 7738 1. 7138, 992t oF % d=kA 2. 7|38 vl &5 Fokel g 14
3. 71382 vHY 5 FAME 4 vHEY E5E0P) 28 45 59 TAR o)FoA Q. 1
AREA O] FAL 1 BAE|EE)AAE 2-1. IAE Fd 2-2. B A4 2-3 BHA= FA4
T 2-4 BT AAk 3 vHAlY EA(EE) 4 71D A 5 AALe e BS54
R o]FolA gitt

12) o3t #gL AXRI7 T 71FA0] AR AEAE A o 542 2 3o, dA
SRl 715l digk 1) IA|pFEe] G| wiite] 7)o AA| viAY Ee 179
AAtolel] )7} wys gglo] Ql7] wiEolt), wleld 2 IS Ea B Aol A3 7]
5ol niAl" WA TP F AA 8et Qe AES FHOE uALATAE st

13) HEEH W] Agol w2 tiite g BAE Haskel] s APl iRt
9 A, &5 T8 aEste] vkt 2ARES Akl XIS Hdid =it

14) 4% dlojelo] E3e F-3TX|(missing value):= TFHPE AR 914 of| 4] FIML(Full Information
Maximum Likelihood) 35S ©]-8-8to] A2|sk3ith
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EE K > N BEA} > R ZA}
PSR EuRe) 3 1 78 T 7Ho] ©o =
A 257 7% LAEe] a9l kL a7y o] %Xlo}
NRBAdE % | ARA ) AeA | v 2% 2
2 A4 8F 24
AE7Le A 72 74 BAE 2A}

<azl 1> X2 sEH(fow char)

x
©

&
F_E

O| al
=l =

J

2 AellA E8¥ ARG (atent variable)= VHAIE wlA9l St fF(place), FH
(promotion), 21D(people), ZxHprocess)?]| w15, Bal= 2iHbrand equity)¥} ©]1219] ALl <l
A¥ EA(perceived quality), BHE= QX %Z(brand awareness), H@Ul=  Ak/o]u]x|(brand
association/image), = 4 %(brand loyalty)o|th

A HAE Ak A 4ol JES vX= vHAlE WA Q152 B8 Vs AH|A v
A0 AQRIE F 7BFARE B3l ER1E l9] Qflo|t} {5 o] QXS 54 Halto|
Oist Al - B2 8ol AEE, F%& F3L, PR(public relations), DM(direct mail) 5]
gk 18] $o4] " JEE, dxks o] IX|sk= 715AAke] Hels) st JRE, A
71 gell A Aol dis aAo] IAlsh= F4 ARE vlshks Ae® 72 /i skstal, Dodds,
Monroe$} Grewal(191), Yoo £](2000), Kimani 21(1993), Cromin¥} Talyor(1992) 52| 174 &
¥ T AE5E vl 9 Aadste] &8eiRlth T oE Bl AR Halte| 9
o 71 7=, 17o] QIAlsh= ApEA Fufjelwe] Aol R SAIE E8% A e Yoo,
Donthu$} Lee(20002] OBE(overall brand equity)®@=e|th I8z BHal= Ak fAQAE
Aaker(191)7} AAISE 3ol mhe} QIAE F4, BT QXL Bt Ai/oln]x] BHE F4

% SISlth IAE FHLE AFE - Afn|2el sk ARl -24dS ow]eb, nlde|EA] 9 7ﬂ—r 13-
A(responsiveness), 3= (feedback), &MY (effectiveness)?] <2 Sargeant(2001)9] HEE &4
ato] SAITE Bt QA s 54 HAHEE 5Y A - A dellA] Q1Ashes AR 543
L, B ARp/olvAls BRlEe} e BE 7|9e] 23e vlstet, 54 B9 A4
33 st SR dial] 170] =7l 3004Q) HiER Sl viAHte R Bl FAE
574 BAlto| st 1719 ofse]ld], A5 Al - Au|ae]] gk A o s S € o

ZHAsto] Keller(2002) 2] =S %} STk Bk 7AAQl W] o] Bl A vl <&
2>l AAJEe] vt 28]ar oo ZF 99 SRFEEe B E T H(FA R wostA| ¢
=1, sYsA det=2, wEHA ‘%—E Holt}=3, H-goltl=4, Foeh= Ho|r}=h Fo|ditt

° I-
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O_L4

k& r1r JH

15) "HIEEERE dPdoz & 7|AA S Fal 715RAE fd vl Sl A4 851 9
0k8 71 (price)¥ E8]% Al (physical evidence) 2k ARl A A|QA1Z A, Al (product) <
olx® Ez o EZ3two] Qo] niAE Tl Ao wEE] ko)
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SHgARS|EXE Al59d A2 &

-6, A0 Felgrlnel 25 Z4Hch0

<E 2> oi70] B8 Hael Mg

HE He AT HEo 74
_ . Yoo, Donthu and Lee
E%Ei ?_-(‘5} —,7_1'40 4R == ) o] 3] Z= o 4
L =y A AREE TS g00)
° OBE(overall brand equity)
s el 9xEE 5 B O Dodds et al.(1991)
s Hogoqe] 4% Yoo, Donthu and Lee
(2000)
o} A €] - %31, PR, &=, DMel| tjdk 1129 Kimani et al.(1993)
EIEN Y1294 HE Ax Cromin and Talyor(1992)
a i o] QX = | FEAxe] He )
A=} Jj—zﬂ]_ P 1:] il 1FAARe e Cromin and Talyor(1992)
AT AT a
A (Aol ds o] dAs= F2 Cromin and Talyor(1992)
AAE |54 Bz U responsiveness,
Z 2 |feedback, effectiveness® = Sargeant(2001)
2=
A | 9AE |EFHAS] g g A= Keller(2002)
Ty |54 BAEe) wAH £49 RRg 5AE
22 | oluA |0 e} wAel At sHd B[00
A% |Edndso] e 1 T Keller(2002)

4) A7BY o

HI

B AgolMe S A AEgATelA Yoo, Donthu$t Lee(200008] A7EEs 71

H

gul

K

Aaker(1991), Keller(1993), Kim(2002), Sargeant(2001), &54(2003) 52 &F9) 40490 7133

o

IAE <T¥ 2> ZFF).

16) SAET29) 27 e 48 AEE 53 Nunnally(1978)7F AN =
(measurement validation process) 4l WIS F3f RIS S AFEY #
correlation)®] 7 3Hpurification)¥g (“¢8A5 0.30]%

J(unidimensionality) &5.(21%-8F  04°0]4), 12]al  Cronbach's alphas

So v A7 H2el g AEete] A7 RES AAsIth olE AR HEhlY vadt Rk

3 Erds 44
A (item—to—total
D), B8 W] QolwAs B g A
=3 AFA

(reliability) As(ZE0kt &gk 0701, vEAEe® x84 QRIS F3h b (validity)

A9 e AR
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¥ =B6,+B6;+B,5,
¥o=B,5,

¥y =Bl B35,

¥ =B 6, +B 8 34+B 45

Y= ¥ FB ¥, B ¥ s +B5¥,

(=75, =574, 6287, 6229, w=AAT F4, LmERE QX y=RAE /o)A, y=rd
E AT yeEds A, BrRAEAs

A= vHAE B2 QA9 R Y94 W HlE ARbte] Aol det 919 2 A
e qrget=d o] PRI (structural equation model: SEM) 22 FHILFEA
(covariance structure analysis)8H< &8a13l0m, FA7IAE= Amos 505 ARSIt 7514
AE 2 Aol 2 9RlE 1] ﬂﬂlﬁ]*ﬁég Azsk=d 7 Akt H“““ﬁ"i 715

e 1#EE 5 Qo S B opz} o] ERe

Qﬂl‘%**olljr BAERNIE g B J9Q%
o w f-83h7] witolth

%
G 52 DR 28 5 9l

4, F43}

1) 7|&X EAM(descriptive analysis)

VAR 7Pl A E Ao 23 AP AFARIEHY 54 9 71 548
A EE <E 3> g}

A AL QITALSEH A A ZARN IR 5 @A 52296019
1L, 7= 478%E HAY] HlEo] tha =okth A AA AR & sgo] 222%01%1a, o
So7 FRYAREAC] 350%, AHIAZ 10.8%, A 103%, FAA 59% BAA 14% APFH
2.0%, 71ek 122%2] vl&& UERlth AR 7] €35t A5 200-4008Ho] 37.8%% 7}
B =2 HES BHYla, tREO R 400-600%F Ol 2B4%E JER} FAEo] W HFS AAEkaL 9l
o & F AT AFEEE Het T6M(EFAAR: TA2)E I =4 2 FEolllth 715
g 7 548 AR SR 665%7) 71T°ﬂ tfst Aol Slrkar 6}0 on, 01%91 715
= Idol] $hH 7} 342%=E 7P Wk, 170l i o} 67)1 e ¢t
26%F YER} & H]FS epllth 71555 Bt oF 645%HY ARl Ao e
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HT H]-2(%)
o @2t 522
oz} 47.8
EIgl 02
FEL/AEA 35.0
AH) 2% 10.8
9] 2494 59
Ao 14
skl 103
ALTFH 20
7€} 122
2009+ 1 w)gk 162
200-4007+1 378
A GuTas 400-6007+41 234
600-80007+1 99
800-1,0007+1 45
1,009 9 Z3} 63
715733 AT 66.5
ok 335
7)1HH= 1)Ll b o) 25.0
370 el A 92
670 Lol hA 236
1o gk 34.2
210 gk 40
31 o) el $hH 40
e BEFAR}
A= (A 37.63 742
Bt 7154 5(9) 64549.43 10927.03

o £ delM AAst F8 W] Ve AAE AvE ts < 49 2o Bl
= ARk 7H AR VIEo® Wt AS6(EEEA 109) o= L}E}b&tﬂ ol EAEel 579 A
E7I(EAD)0] Zh ApEd 7AE Fofehs Bolt R (i AR F 58w OV%}
& BT glk 3hE vpAlg wAgl st SHAES ﬁL(489 4529 E5E

(o3

R

17) % A 7 291 SRS manifest variables)®] BFAE Juldch obge olah 410
A= A AR 208) 5 7R 0] elRke gl AREH203E F 66.5% dtdehs
1357)& wdoR A3 éﬁ =& AXBIYL ol 7R de] Sl W 71RE s ddd
e TR EE ol dal 2AK54)7E B7ks e wizelt.

-



2 vE rblY BEEHE, A0 s Ao B AAES FPska g 20w vt
Stk Tel3 HAEA TR ARAE HUE y/eluA g} A F4o) 47 45

U ohE el wiEl A o® 5 AA(EE
oM T QAR g BREFETR AR VIE
ol o} WE SHAE 54 HAE(RHRETVIFe A&A ol F71AR1 RS 2 9

A= 971 WEel FeE Hojxich

Heg Hit E=Hx}
B Ak 4.56 1.09
5 430 1.25
o}A el =3 4.89 098
EIES Az} 45 104
29 413 0.96
bae olxd &4 432 104
Eye A= 422 1.65
an g/ olw] ] 451 1.02
A= 3.85 116

2) LXHI™HAMEM(SEM analysis)

A AASE AR FRHEAE Sl ATsiEd], A AA R (overall model)?] A3
(goodness of fit)g H7ksto] Rgo] dvh} ztmel FREEAE AWES, o E #A A x|
A B2 AEATE Bl 22 1F dAe sk 7S AFSISlT:

Z7|R¥E HARZgow dAdsp|ds thh F
CFI=0.827, RMSEA=0.109)18), o]o]| w}&} =8 #]4=(MI: Modification Index)E B8 A3% S 114
SIS & AN i Thest SRS SH AP ME S 71 Slas g4l
Stk BAE FAL] A WA 8T A AR SR A BE S5 Al MR 23 5
T AR HA EEREe] A ] T ORA = =
7 WA B 2] oA T 9] o] QlEs gRIstar0) o] 0|24 BAE o E

18) ?4_?—01]*1 /\l—ji z%ah: X]AE% ITH /*oﬂ oﬂab H]—;(] 1%} rﬂ S

ShE ko] ek 7)F(TLI07, CFI>09, RMSEA<005)°] Q1 a—%i agatel AT
BATFMDE A7 4 2 78R 1% AloKfixed zero sh
S ase x29) FE B Wk, $EAF w2 FA 1‘41?‘& TEE WK A
T2 grd wrkx] R o8 Zalsl= ook

20) olell gk o] 22 <= tha FEeht vkt 22 ApdelA =oE = Atk A WA A2 &
Aol A fFARSE e st SHo® Uehd ARE Hojxlty S B2 =

2
sl
A
19) &
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FAAGE Faste] 232 IS Akt & el A= Bettler and Bonett(1930)2] x 22}
5 (chi-square difference test)& AABISL=H], ATEI x* WSR2 TR FosA Ha(x?

By =k KN

Azl To-0o=

=949(df=4, p=000)3aL ARE A5 oA A Zlow Yept 2

Stk 27|ATREs SRR 2 Aol hEw} A

&

HHrgow A%

e A5 vwshd thee] <3 5>9) gt

<E 5> FHZHEO| Mslx Iy}
8 < Chi-square TLI CH RMSEA
%27 A3n 595 0.728 0.827 0.109
T 23 518 0.839 0.924 0.98
o2 7 QQls ko] #Alel tist A7 e HASd s v <3 6> 2, olF AR
of Agale] velld o <18 3> 7o) vehd 4 itk
<Z 6> 7184z Znf
71 VARSIRIER AEAT t-value
7Hd11 T5—UxE #4 0.022 0.188
71412 AA-R1RE F4 0.866%* 4304
7141-3 AA->xe F4 0.038 0.288
7414 ZZ-BHE 21X 0.719** 5.663
7415 Z-BAs A4 0.516* 5.287
7Hd1-6 HAzl-BAe At 0.929+* 7.595
7117 Zx-EAE AT -0.285 -0485
7}1431-8 Azl-pHe 4T 1.329* 2.226
71419 AY->HAE 2T -0.100 -0.627
7hd1 o1x® TA B A 0.140 0.670
7122 BHHE= QQRl-HA= z}Aak -0.040 -0.474
71423 = Ad-rAE 2Lk 0.855** 2917
71424 B 2T HAT 2t 0.250 0.788
* p<.0b; *#x p<.01
A2 BT AT Auste] v ¥ uiE Ad o7 A HA SgEde] v
E ¥eslo] AR A7k 5 Stk g ® F WAl AL HAE AT BT xjAalko
Qelojzl A & Qriar &=, B AodE BAE FALES AipHSr) opd elwsw
TE|a gl ofd BERaRA 597 W] olgh B2 WAVF P4E S5 ANS
Aoz Algdth Al HAel o] HA R o] ZA7 njekslo] A2l ST
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2hr Aape] Sl AARE7 e AH|A PAR (service blueprint)S 2HAdste] 7)13dxt9] A
Azte} a831= k= Alo] Dot Anu|A HARRL AAMu| A EXo] 2 e EE A
o7 Al 2 Zo® Au|lA Age WA 55 =8 7 WA 71, A, 14 5o o
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A Study on the Relationship between Marketing Activities and

Brand Equity in Nonprofit Organizations :
Focused on the Donation Market of Charitable Organizations

Lee, Dong—Young
(Center for Social Welfare Research in Yonsei University)
Byun, An—gie

(Center for Social Welfare Research in Yonsei University)

This study explores the relationship between marketing activities and brand
equity in nonprofit organizations, specifically investigating the relational linkage
between four selected marketing mix elements and brand equity through the
mediating role of brand equity dimensions. Employing a structural equation
model, the study empirically tests research hypotheses and finds some important
implication for brand equity creation strategies for nonprofits. The results show
that brand association is the only dimension that is positively related to brand
equity, reflecting the current donation market in Korea where nonprofits have
such a low presence that donors have little knowledge and chance to identify
their brands and to build trust relationships with them. Furthermore, the results
highlight the importance and roles of promotion and process marketing efforts, as
they are proved to enhance brand association. The study also finds that
promotion is positively related to brand awareness and process contributes to
perceived quality and brand loyalty. Based on these findings, the study suggest
that nonprofits make further efforts on active promotion and process
development to create positive, differentiated images and better accessibility, and

finally improve their brand equity.
Key words: nonprofit organization(NPO), charitable organization, marketing
mix activities, brand equity, donation market, structural equation

model(SEM)
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