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Abstract

The purpose of this study were to examine the effect of consumer-brand relationship of fashion luxury product
on brand loyalty and the mediating effect of consumer satisfaction. The questionnaire developed through the literature
search and a survey was conducted both in on-line and off-line questionnaire simultaneously. Finally 227 data from
women who had a buying experience of fashion luxury products were analyzed using frequency, factor analysis,
ANOVA, t-test, regression analysis by SPSS for WIN program. The results were as follows. First, the consumers'
brand identification was composed of three factors; self-connection, interdependence, attachment. Second, the consu-
mer-brand relationship significantly influenced on the brand loyalty. Third, the consumer-brand relationship signifi-
cantly influenced on the consumer satisfaction. Fourth, the consumer satisfaction significantly influenced on the
brand loyalty. Fifth, the consumer-brand relationship had both direct and indirect effects on brand loyalty mediated
by consumer satisfaction. The results indicated that causal relationship was existed among these three variables.

Key words: fashion luxury product(¥41 %), consumer-brand relationship(s:5]/ < H @ = ZH7)), consumer
satisfaction(>HIXF 7F), brand loyalty(H #= F45).

I.4 &

R

nre
i)
i,
>
o
B
o
N
-—
ft
flo |t
>
>
o
-
=
Ql',
fr
EY

&
SF & SollM 7HIAQ) BAIE Rt ARA-EA
A= anlAe BAET} B8 9
ZollA REUEA A FeAEe 242 A

[t

* o

AIAZF E-mail : mschung@chonnam.ac.kr

A AlE 2n)3it}, o)= B (relationship)ete &
A g2 ofulE 7A I o, A G
&AL} B =V AHA7) A8E TH] B Ee)
A Lo A B2} It 2] A (relationship) E 2HE
o= Bolth

Zu|Apel BE B g2 Bl =g) An|A) AL
ol9] =3t Adjel] T3 S St Av|Ae} B
Aeote] PAE Gd] AnAy) A=) i

| =8 200635 Agthstn wdH] A bl s ATEHAL.

— 1076 —



A16d A6s

AMu| 2o gHEEte] A ujshe A o) oz, AulAt
7F BAEe Q1AS Fojgte] vpA] Q1zbhe] #A|A]
H A ZolA W3y
d A, Belk"e AHEES AFES PE9
2 97H o|F B Ale EAE
o] 2fdta AbgEhE BAS A AR E A
vk stk o)Ay Edo] A9 dtellA 244
R %
=

o o M
ol
ol
2
2

ofr
—_-

N
o o @ i I

uzk JA o AAEA Afr
2 7|58t na=Tt 94521 27 7=
AREE T QiTh o)Al BAEE AFS A BA oA Al
S sk 98-S gk olye, on|} RojE
Apolself)7} Fof=m, 1121 A (relationship) 2]
tido] | Aol

o

o,

lo
2

=2,
o

i

B o o§ &
~ora

2

B

59

= ¢

m

£

[

2 rl

Lo 4

=y

lo, i
I,

N,

o |

i [z
ot
re
-
o 0 = o T
e for
W%
ol

Ir o
o
— I

o
o
:
)
[
K-y
it
]1?1_5
(TSR A

M 2 2 m
o~
)
ro,
o dm d b
fr ox
L

[

Lo
B
X

l‘

o)
f

2o

L3
oo
ol
N
2
BORO(0 o oo o

O,

o
oL
2z g it o £ o ¥ T |z oot 0

=

do g o7itkal e, AH|Ale} B
A #3E 93l o] #Ae F71He
HIZ-HHE AT ol g} Thr)2
901 A7 S E3}F3Hc}. Blackstone? S
A F LHRe} BAE 7o) WAEE Q1R]F,

4, 954 Bye) Baeky son, Lvla

>
-
o 9

° 9
B

— = g
—?im}ﬂn:

(RSN N R VR M )
o [ ¢

™

re] #AZH YRH T FEAGHE HYOE B

1) Russell W. Belk, “Possessions and the Extended Self,”

pp. 139-168.

oY
&
)

o
o
e
(e}
©

it N
T o
T
X
s
I
rlo i
(e,
[0
2
2
o
o,
o 32
Ko
@
o
X
)

o
2

] H
A Y v o}

>
o
tjo
olN
)
>
N
L
ol
o
)
o
=
ol

o)) vk sk
e E SRR L W
W YFE ol Betel ) 42T B} ek @

o) S|mg FASHE A8H 291715 A71E
A sk 4] 477k BAEe] 4AH 7
FgElEA AU DS o)HAE A
a7k B givkn @ 4 9k 53 o)
7o) e wg ol 4] 2uA7k 155
I 4950 L, Ao} ofnl s} Az
RN ERE RS

A g4 JErh 7 9E e Aol

WEYUG 54 HASE 22 /b

M O gy & rr

pE o
>
=

o

fr = o ut
k

oH o

i oF =
lo

P

T
r

b oox

]

[-'J
£ dm
o

ox RIS o R T opelopr B
o,
o,

T,
0 o -
) % I o o
B,
KOG )
rr w2
9 po)
=Y )
2 0
- u
E(Il o
e [z 1
Lo
= [
APy o
T
lut

>
=
=)

Zof ESietA =L B s
7/WA L AFl TESL v sl 7o)
1e Ao R Jldidr
958} ool A A T Fol
2000 o] Fol] &3] P

r |z = ¢

fnj
o

@ olg7 dA7E
2 A7

2

A e A7Ee WA BEE Tolehs v
59 g, of b, 7 FF, A4 2H] A,

A 0] 4] B Fol 28 Fol fov)
0 SjH HE AHE B o= R} F

Journal of Consumer Research Vol. 15 (Sep) (1988),

2) Susan Fournier, “Consumers and Their Brands: Developing Relationship Theory in Consumer Research,” Journal
of Consumer Research Vol. 5 March (1998), pp. 343-372.

3) Maz Blacksone, Beyond Brand Personality: Building Brand Relationship. Brand Equity and Advertising: Advertising:
Advertising Role in Building Strong Brands. NJ, Erlbaum (1993), pp. 113-124.

4) A. L. Biel, Converting Image into Equity. In Aaker & Biel(Ed). Brand Equity & Advertising: Advertising's Role
in Building Strong Brands. NJ, Erlbaum (1993), p. 110.

5) WPRIFE, “sf A F LHIA GRS FFE vAE add B A7 (M2t ekl MALste]

= 2005), p. 3.

6) ]3], Az, AW EY HAE AF Tl ATl B3I FAH A FAF S} aPYNAE FAL
2 g=e] 7313z 264 115 (2003), pp. 1537-1546.

7) o158, o, ad, A HF BA=d U 7 YT AT

1241-1251.
8) HAY, “sj Aol

pp. 209-218.

# o= A7 B4 07
0) HHY, A7k AF 54 A H 20193o] 4

s 785 %) 279 115 (2003), pp.

(2001), pp. 842-854.

FEdodol vXe J ol=rof7813] <] 27 25 (2003),



=
o
S
)

WA E SHA-RHE BATE A TS} BlE SR v 9% EAESAT

N2 vjetste] 4Rz BR=S] AA 24 g, Fournier = 2H1Akg B =7} 553 9
£ F A7 AY AR *‘;‘4°]U¥. weA £ AT 2 M=ZA JJrELﬂiMi Tast, FsAgs 29
B 718 2HA-EAE B d708 Bdlg & 2 AuA-HAE A7 AgEna B, A
o g HEF AHjApe} BE 7ho] #AY] Ao BEZ B3 auRel Bals o] BAS ulth O= A&
g, HH HE LHIA-ERE BA VL vzt Hztel BA=o] Al Anate] BHH A
T BAE AT ofug JES VX eR] 1 o oJul7} glom, o|EH oz} AR AR {83 Il
o HAE WAt gt Jo= MEshd 4 lvkar FFstH A, Ank-Bal

[

= #A o e SFARA o]24 EWE Agstin
M. o]=4 w7 = 200}, 300H, 22)3 50tk 9] &34 A S 37
43 ASUEF Fo2A iHlZPQ} LRUASS *}0194
| BT P = R R 7] g

A} oA AlRSo] A7) T2 oz g & HAT $F A FA4E LB AHE
AFEZo] LHAEL APAlo] Fulste AlF-EH 7te] BAE AT} Idiographic analysisS 3l

=9k af HollM QAR BAE Rtk 2HIARE Me 7Y o] v Tad Y, 1 JEs
WA= A (Consumer-Brand Relationship)= A-HI&ket o] oA, 22 A4 =3 43} 7}2] dE 7HA
HI= =
&

_1

7t FET AR MZAA JEURHN T #, Ao} i
dé?tﬂ §52H8E AvE MY AU oudgt.  Ba 5 7
Hiztel Bl =] A 852 HAss 2Ha glon, o]& Higo g AH|x-HAE 31 )
*Pf’H 28 Aol a3 9 gt auAer 2R :
Bl BAE B3] AHA} BAZ] At E3h e AHRREARE @A oA X|&F a7
Z&

o

3t 7

U AR 2o vt} Atulshe A o] o', AoH g3t A E s st 2 Bils oA 24 A}
247} B =0 Q1AS Fojste] wpx] Q17tze| #A 2(Brand Relationship Quality: BRQ)©]2} 3}o] ZH]=}
A g Lol|A FPEct BaE @A A7 74 JidS BRTHE 2)

Blackston?-& ZAB|A-H AT AA S HMSo| o
S AR|A; B8} LA o] thg BAlE BT Afo]d] 2. #A =

FaL e s agolzia JofatuA, Hal=s) & An|7re] BAEol| tht #A| BhES B =91l
HIZL Zhe] PAl= TRQ 7ho] Al M A Y A-H ARt A2 BAERE opjet an] o)A o] EAAE
BIE Atolo] WAeh= 1A%, 444, B52 A4 x3ate Adelth AG7HA #A wpA R A B
o] B3zt 3tk &, &HIA-ERE AAE o5 o et A= A S/H 1A W= wHH 1
skt AHA7E lﬂ_a“—‘:—‘)ﬂ i3l o e = 2t Ao g i o vk A 574 1A v

A7t ek ofye} Bl s AH|AtE 3] ofu] Oliver®7} Al¢kat 7]d)-2x] 32}tk (ex-pec-
3l EIEE Holn, P53t QYA it Aaztg tation discrepancy paradigm)oll 2743l 74 Azl
o] T84S xS )&t A Zh(performance) S 7]t (expectation) <} B a3t

10) Susan Fournier, Op. cit., pp. 343-372.

11) ©]3v], “BA= 7o) Lnxk-BAE fAe] AZ Aol vAe Gl B A= 4RIk Self-Monitoring
& FHoR” (deuista tetd HALEg=T, 1999), p. 7.

12) Maz Blackstone, Op. cit., pp. 113-124.

13) Susan Fournier, Op. cit., pp. 343-372.

14) o] fr A, o}, “BAE HAEH-BAE FAA-BAE A3 B o] §-2ps} v o] &2zt Zfolo gt
S A olAE o7 1798 335 (2002), pp. 1-33.

15) Richard L. Oliver, “A Cognitive Model of the Antecedents and Consequences of Satisfaction Decisions,” Journal
of Marketing Research Vol. 17 November (1980), pp. 460-469.

— 1078 —



A16A A6T 57 - Hrg A 101
KE 1> 2HA-EdE 37 3
3 9 Ve
Holy] gle <4
‘—:(130‘J L'J};Hﬂ FNHAEE BAR e NRRDH | EA HA=o| w9 EYste] 1 Bl
(Comitt 27} = S5} Hu A3e solritt
Parterships)
_ Helo] o3 AE _ _ ) -
A& A Marri ‘} T|AF s Melo] obd #4A el ogh 93] Hol BA H A =49
(Marriage) ( ormiege 718 4 o] Hr}.
Convenience)
Sl dE . .
A} BA = Do e LEEe NG dEe ARE AuY
(Arranged gt 10 29) stg o)
Marriges)
7he e 2 . . . .
. e ARAAAPEIALFELR FT0]|0dd BA=S SophaA Algd
(Casual Friends/ oo} el S| AL o Mg}
buddies)
AR 24 A} F5019S FHshe A BA. | AR eFTe] Aol AdS 7HA &
(Best ytz o7 e oju|x|9} /)1 F Al uz7) ofo] B HIFE & AMESIH
© 37 |Friendships) Akl 43| 219 Bill=gkal of 3]
(Friendship) | 33}ol] w2 27| 0)$- 5454 3ol 2aigle ¢4z A
(Compartmentalized | 9 - SR 43 &4 7 ARSI EA A B |48 EEvit) o2 FE R
Friendship) de F
ojgdA oAU AR ALY ke AETAE W o
. S o 4 H9d AAE He
(Childhood WakAE o} Heksha 74 Aotz iE 2% €A HRE A
Friendships) A8 Pk A '
=z} = 3o 2]
?13_31 3&7:“ Z]')x\_].oe 'l—;g 0] 0}"1/]__ 7]'—| ‘—I'L/‘o;d_g_i'r‘]‘jgl qu]—7]- /\]——9—0]—1:‘] U17]"‘Er‘§ /\]——g—éﬁo}:
Kinshi S) H = ]'HEZ1 @l.og %}\317—‘_7]' 7—10] Q A Zzl‘ﬂ—
(Kirship FA18 ol inthe gl kg |- o
u-& &4
(Rebounds/ HEY 1 A ZE7|Rot o]d £ 7HA F¥e] Fo} sk vlav|=RE 27
avoidance-driven s JEYRRE glojuymnzl 4% B4 |[HolM Blss Mg
Relationship)
TE 77 . T3¢ T od AL &AW AN
0] 3} UE AAs 7] A A FH
(Courtships) HEYE AA37 187 s Rt
st W A= B ©71H0 2 £ A BAS AU B |od Agai=e] a0 B
(Fling) 3} 4%5ol9 27 v Aol AES o W A 2o
bl A B = T Fat
g gy o7 WA STISSIAE AROE T o o wacin 4ase 9%
A, AARH R ZsHA TH. TEY FAA| .
(Dependency) . - <A F 3s o o8 = Ee g
- kst
BEEEL 1ES A S5 E S0l A EE| o8 FHE HAE AIE ARG
('Ta:_"s'de (Enmities) BAA 97 AAAe] HAEE AT Gk
relation-
ship) xo #A HEY nhulZ AuEE BAREA 0 BA| (A AlolE TVHALlAl wHE31A] ¢
(Enslavement) 2 RAA 7ol A e A wjio] A& | A% T2 digte] itk
HE A ERRIOIAl =& Yttt 1 s 24 |25 UANES YL Ao ¥
(Secret Affair)  [Z/AHE B =2 AR By AY Het

— 1079 —



102 A

B

WE ANA-HAS WAV B DED BAS FHEA BlHE 93

<H 2> 2HIA-BHE B9 671x] A4 74 g
(Six-faceted brand relationship quality construct)

ANA & AH) B o
(Affective & socioemotive
attachments)

A B4 (Love/passion)

A}o}d FH(Self-connection)

P57 A
(Behavioral ties)

4% 2]&(Interdependence)

£ %(Commitment)

A% QA8 g

(Supportive/congnitive beliefs) | —

2 EK(Intimacy)

BY= BEY =4
(Brand partner quality)

2R TE ojRE Bekshe Aotk o)F, Oliver¥
17 WES 54 Ago] v AztE 49E sle}
sl g WoA sl Aelsige. T A
D2 A Aol va B AYsol AR 1A
Q) Wo} AveA 247e) 17 BE 4RSS $
stel Aol Al Ao Bk AuE
ofBlae, o] A% 32 WEL A7ke] Ao nje
o) 11s] A 9 A1 AN AT A2 2l

A9, 58], 42744 A A 37149 B
AZ 7E37] A% 24 BEe] e Al Bt

2342 Y WERThs A
29] gl 2 AHg5o]

4 Agle] B7} A w
Sk,

webA £ Ao Ae Bls ) BES B v
AR Y Aol F2 AREEH ol FAH T
AES B2 st A DA A e] wEE ol
g} 28] A3to o] WrEAAE T8 AP OoR A}

gk

Heosh ol GUNE Anla} wiZo] HAE F4

ol AFO) JEkS nxl

Atk siiTk. o i A, 2

op9 nal=e} 317 zhe] Aol 3k REo] Z7}

o2
dz
>
M
o
2
iy

o
-

RO o)

g B

&
2 o
23R
s

o X
ek
4 =
fu
B
-3

N
-

_HO H mlﬂ.l m_r

—>(‘—‘
S
I
o |z
oy
in
'S
o Lo
E‘
N
i
o o

b
(R T

)
off Mt
o ., 4

o
(g

o
2 o

r
[
N
2 s
td
oftt
1o
5
2y
=2
S~ NI
= _-
no
2 o
e 2 x|z

%0
> 8

ol o by
>
5
N
)

o &
N
I,

Hir
jule

=
fru
Ho
K
=

fot
hid

b
Z L
S

oX,
Sl
o

i
%
o 4y Lo

o

fr oox

bo{v
o
ox,
=
>,
Y
n

B} Bl Blgol
2o] gake] 3 gtk
71¢40] 2mlAske] #A

=9} A 2ulAEL
£ Basd el 331 3
FAET} 3700 we} Bt B2 48
Aol el Ag A e B,

i
<

me
m?‘—‘ 1]1 FLI[
Mol (g ofy
|
i
[
=
B
[z 2
=orlr rS of

4 ofo
ofr

ol
X
i)
=

N

N

OZi
N
)
o
-
X
i
of
:OII:‘II
B -
R
R}

o
k9

'n
g
"[?
>«
=
e
to,
|:
=
[t
o
re
ilh)
o3
Tt
1o e
: >
ox, zi &

=]

Y

oo
=2
)

>,
m{o
i
B
Ry
%i
hd
=
[
r 2
N
o,

o
It

lo
>
4
ox
tlo d
2
AN M
o
; )
ok
=
=
f
LU
=2
2
S o 1o X ol

S

o o H1

G

=

[0

ol

38
ol

5

o

>

QD

3

r

O
i 10 i
=
H oz |z
R

N
(n

52 4

O}OlEﬂElEl f\]*‘%ﬂ 921
aEe iﬂlx}g} BHAE ko] #A 7
o}%a o|H 3t 2uAl-HAE AA 7} Bl
Zlgrolgtar stuck 18 EE 4;}7:]]
2 3=ale)e %44 =8%)(Sheth & Pravartiya,

u:lﬂ
s oy
rr 1”1-11

:l:‘

ot
ox,
k1 19,

16) R. L. Oliver, “Congitive Affective and Attribute Bases of Bases of Satisfaction Reserach,” Journal of Consumer
Research Vol. 20 (1993), pp. 418-430.
Taylor, “Measuring Service Quality: A Reexamination and Extension,” Journal of

17) J. Cronin Jr. and S. A.
Marketing Vol. 56 July

(1992), pp. 55-68.

18) Aok, o] g, “aHIRte] B RFAE} BT F,” ¢50]7 53] 198 45 (1995), pp. 602-614.

19) oA, 2t} Op. cit,

pp. 1-33.

20) R. L. Oliver, Op. cit., pp. 418-430.

21) Susan Fournier, Op. cit.,
22) Jnnifer L. Aaker, “Dimensions of Brand Personality,”

pp. 343-372.

Journal of Marketing Vol. 34 (1997), pp. 347-356.

— 1080 —



A 1638 A6% pAR-S I

1995)0l2tal & 4= glow, Anjxtel HRE #AA7}
BAE FATo) Jgke njE Aoz o= 4 9]

o,

4. HA HFE

2529 RE FAshE ASH 291719 A7
£ 38star} ote &HAY &7 HAlE 9] A
2 7px] o WG EEA AEE I T2 0w
& AU BF &8 IrEdva & 5 ok ¥
¥ 2H9 7= v Sdjel] =gke @de] opd Al
A1 A2¢o] 7= st} The Boston Consulting Group
2 A7) A E B3I T4 2HApE A R
5o AfEold a7, 145, 139 AEH A
H2E Felste &3 4R(Trading-up)” 7o) 1t
Epdtha B sk

53] 4 HEL 7HHo] &2 v A ARt
7} A58 s B AlE S50 BaL Ao} ofv]
At AgAhs 40| ATk, whehr] vzt o
A HE g A=Y AR g oot 3 wF
E5 Ao, A ApLlo] vEdwe £ BAlsE
2 7Fs730l 1 A Zlolth. 54 Bill=e 5535
Ml BEF T2 He BAEE e 57}
shal gAlsl7| Bk o] lste] UEdE 5
3 WE HWTo oS ZHA Ho] vhE FfEte A
o] o e AR vt

1) AHARHAHE A

i
e
o

2 Bz du 2AE A T B A

3) BRlE SAE thd Bl thel B
1

fol
n
_h
[
2
=y
=2
1o
ki
Sa
o2 N
off H

S Fall F 3009 AEAE vjEste] £33

=
EAA BEAS AHREH 2007} 1497 (66%), 30tH=
787 (34%) 01 oH, AQde] 7 AP o] 787 (34%),
A4 678(E0%T), AATH 82 (36%)°] ATt
o] A9, tist Ago] 729(32%), Wt Edol
1237(54%), thehsl o)/do] 327(14%) 0.2 Lyehgth
AL AgFe v|EAV} 1347 (59%), 71&A7F 9378
(41%) o2 YET) 258 43t 7 4509] 600
gk o]l ASAT} 757(33%) 0.2 LFERT

V. A 3 =9

HE AL 2 3 <
Varimax 3| A% AFEsle] FAE 09l £4S 4
A A3k, Gr 3y 2ol AFA 1.0 o3 3749

fo
o
o
b
e
i,
A/
o
o _I}l
fo
e -
Lo
=
i)
b
rr
®o
L
o
o
il

23) Coskun A. Sheth, “Relationship Marketing in Consumer Markets: Antecedents and Consequences,” Journal of
Academy of Marketing Science Vol. 23 No. 4 (1995), pp. 256-261.

24) ¥} Op. cit, p. 3.

25) ©]73 ], Op. cit,, p 42.

26) o]Al, gxo}, Op. cit, pp. 1-33.
27) oA, del, Op. cit., pp. 1-33.
28) 71<=o}, o]9d A, Op. cit., pp. 602-614.

— 1081 —



(r

104 WA BF ARA-BAE JAE BA =D B

9011 | °l BF BA=T}
Ak 1. o] wE nYlEst Us oz nold & Frkn Yzt
oA
T | U ol BE BAss A4 URt o U Bgo NAAES dokn Az
gk,
£ o] BE BASE QPABoIA A5 ALgsha Uk
S22 [ - uhe 48 SoAM o) BF mdled 53 sk 3l ot
iR
g= |- ol BF BASI) ge AR A7 S g
e o] BF BAEE AHgshe A O] 9 A 2
SUE 2o AlFolgh T oW WE HASHUE o] WE HASE AHEE
aqr g | A
A% |- o] BE HASE e HAse) 02 SUH W] Yl
<o) B§E HASs} Bo] QlE Aot U ABESE Abu Ak
A% 251 1.82 164
%) 35.88 | 26.02 | 23.42
2 2H(%) 35.88 | 61.91 | 8532
A =AG (@) .86 87 74
29 1o &HIAL A4S HE BAS Z HE AFOR ANAEAE BV HAE FHE Fo
3 Fohe 5 282 AAY HASE ddshs 2§ A4 dTS v AoE Yehdor(F=12367,
o] LFHQY] wjo] “Alo} A2 WSy p<00l), LHA-RAE BAYL A= FHEE 4
291 20 54 BE BASE A3 AMGE 9F  WE F AT 3% FtHAT ofe 2uAt
Arpe Fahso] TEHAY] YR 45 2o AAsE A BE @ LHA-BAS DA}
2 gstgth 29 3ol 54 BE HUse 5 AUSEE HAE FAEE Holrke AL Jujd
& o) R AgAThe P50 TFHA/ B th
o “of o 2 ratlch ol o4 WE BAse] 3] 2947} Aot A
231, &1, NS o BA 2e54E 1 8
2. 4 9F 20A-BAE A BAE B =2 e s 2 ASHA 2 Bdss g
ol A= G 7Fsdo] EolAAl He Aoz sj4Hrt
HH BE 2HA-BAE BA BAE AT olg3 Al AHALRAE BA7} 2L5E B
13 G wetay] e AA-HAE WAS 5 WS FATS} BolAvha & A, FA@ o
Fuglom HAS FHTE F& W dof 5 To JuyEHC)
A BAL AN AR, GE s} 2ol Vet A TAH o2 WA HF LulA-HAE AAE Ao}

— 1082 —



A16A A6z 257 - A A 105
<E 4 djd BFE 28r-ERE A7 BRHE ST vXe 9%
=¥ Wl T4 Wl B HFELX B t F3t R?
Aol A4 43 07 43 6.24"
45 9= . 15 .06 15 231 4564 42
Hals FAE -
of 2 15 .05 20 2.97
AHA-BA= A (AA) 71 .06 62 11127 | 123677 39
T p<05, T p<01, 7 p<i001 FFOIA frolgh
AF, o2 Fo e co g HillE TR f AT 2HAF BA B BAFH o2 /293 A Z el
g FFE PIZl Aoz eyttt 53] Ao} d4o] Jake 1) Ao LFEOW(F=77.63, p<.001), &
N, s ofERG BAE SR WX G0l waBds BAY) 28R A HES Hue E
o2 F& & & Uk &, dojrtge &nR), & gko 2002 UERTH
5] 20~30tH &-& LHIAS S WFE LHld 3lof o o= Au|A7} A WEol s X218k A1
oy &3 ?%—EE}% Ao Aof elul ek dAS gy g} BeteE anx) Base) tl§) 7]
= 54 WF BI=E AFEia eS¢ 5 At = nEo] 0= AL on|sith
3. AHALAS WA 2ulah ) e v TSR, el A B S, A v &
e ek v 2} BA Do FIS wF T 53] Aot A7, of
ZEA QS A BEC] e aulng  FEEE AL AEe] L6 BA) WSS S
= AL 2R B DSl 02 Gg geksly] I H 2 S FIAE A2 vEbie. of= 20~
93] AH|ALBAE BAZ =9 Wolow sz @ 30U HA HE ANAELS FE o] 2 HU=
A MEL F5 002 dof 3T BAS ANG A FAETFOEA Ln AN o 2 1EE =)
I E 59 2ol AAFHoE LH|A-BAHE B © As & F Ut
<H 5 &HIA-BAE FA7} 282 3A 5ol wXs 9
=¥ Wl T4 W2l B | ¥xex B t Fzk R?
Aol A4 21 .06 25 | 3™
45 9= 23 .06 28 | 4027 | 21247 30
ABA BA wE -
o 2 .09 .05 15 | 201
AHA-HAE A (A 50 .06 54 | 881" | 79637 29
p<05, 7T p<001 FENA F3E
(H 6> AH[AF #A o] BiE AT vXe
=9 W F& 9l B | #EeA | 8 t Fat R
&HIA A T BAE AT 78 .06 64 1160 134477 A1
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4, 282 BA ko] BUE ZA L njx|= 28(5.70")
L
g4 BE nes 3l T uEo] Bals =) SHER Dac s4c
EO;H ;]{T Z%:%‘EH ‘_3}1::7‘]} 9:?]1] i‘zlxl 3';3 :L;%o Clostoraniy ) s 51y \galofctony * rand loyaty),
EY oo HAT FATE £& wolog gl (O 1) ZHA-HAS FA9} A wEo] Hils
87 B4S QA 1 A% 63 2 SRR vAE AR 2
2R A BHEE BAE SR 23 P23
JeFS 1| A0 Z UELOB(F=134.47, p<.001), 4 (OE Dol BH, LHA-BAE #A7F Ble
Ml BAS WAV} BAE S AuE Foag o oed PR A A 28 vehtan, A
o %z etk Zo] HAE FAE) v AR AFd= 5TE Ve
ol3 AT B4 BASE AgepaA B TR Ol ¥ ANA-EAE A9} A o)
A et 2050 2AE}F 218D o Oliver?  BHE SR Fod dFE vl Mglelge A
o] AT Azbe} AWMAEF T} I 2HARERAE PA R B o] BilE 5
ol A} ALE AN FAA AT mE AR X JFEe] o Atk 3S orith
° AR HASE ThA] Tt AL A& e 7} g, ARA-BAE AA7E A WSS A frate]
SAo] Eolx7] ROz Al "t BAE SAA% vX MY EF= 31(54x 5= 1t
Bt 2HAEAE @A77 BAE FAEE v
5. 2H|ARHAE AAS} v} A el B AR ARG WA WSS ZReke] B 34
A= A= vAE IF Tofl uR 2 &t o & o2 getE At of
SHlA-EAE A9 20 BA gEo] BAE 23 Avks &M 54 A BEC] ARR-HA
FAE WA GFE gotsly] Y aEA-BAE = AE A =73 A BwES SAH e <
WA WA BA BES 5Y AFE, BAs 4 AT ), 2 54 Bl o FAEd0E S0 3
S FEUSE St 39 A4S AR dde AEY, B of Al ¥ AFBAE EXFTRE A
(E 3} Zo] etk 2ux-HAE BA9} & L onjgit;
vzt A 9 BT Bl S5 SAHQ 9%
S H3oH, o] WiQlEo] A F HEe 53 %R V. 28 2 AdA
UERdth o] AWA-BAE #A)7L Aska #A)
o] B4 E HUE AR} Bt A 2 d7e A2 B dides Wezw glom,
ojw] g, T A1 gl e A el tigk AvlAkE
BAE Lotr L, o] Z0] AHke] A W2

KE 7> 28A-BAE #A19F AR 3 o] Bl FAT nxE 9
5y Wl 4 W B EFox B t (=43 R,
AHA-BRE A A= 44 06 28 5707 "
e — 115.06 53
AR BA EICES 55 07 57 10.89

30) R. L. Oliver, Op. cit., pp. 418-430.
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A5 Hal FFFGA ol AFsta 54 A H 3] 7192 BA=9} &nxle] AAE & 85t &
F BHAEES FEo Aagle] 7 W o) Fulg A HztEo] 22le] HAlEgle] RAE FAHH R v}
ol e 20~30t]) A 27 ZRE AREAE ARE fRdhe g JFES ATete] Al
olgsle AZE FHsIASM, SPSS 120 FA A AR 98 SRS Favt Aot
PackageS AHE-3le] HIx #4], 82l B4, AFx & AR, A HE] gk AnlRte] B o Z
A, 39 4, A2 24E AAskth PolAle HAHE FAHAEE 7|99 8- 494

2 A+ 295 a0kt v Zh G Slo] Fag o =tk v Hals

L A g3l tigh AHIAEAE FA= Ao} & o gk An|xke] A TS ] $9 g =¥k of

A, 45 oE, ofF 38102 FHHU Yet A7l o, bE ARSI A 3821 77

2. 93 WEo 3 AnA-EAE BAE BAE F3H 5o B FARdL T A A

SRR T8HA FEFES v R Y AA 7Y o] S vAY] wioltt
ok 291 HAE YA IS FAHOE B ATE A HE ARl BiE F457 Y
A% A3}, Apob AZ4(8=6.24, p<.001), 2 AEle B BAE FAT g 9F WdE
9]Z(3=2.97, p<.01), =K =231, p<.05)2] =2 < e A A 53] s WE gk At
2 o3 9L vth HAE A9 AAe FAsAthe HoA g9 E
3. A HEol B3 ARA-BHE BAE BRE 7}A 3 Qioh
FAE A TS R ASZ e au £ d7s 54 A9 Wl & oA
Tk 8 AHARBRE BAY] JFS FA Aol 59 20~300) AU A9THE tide = ot
Moz X3 A3, 435 9F(£=4.02, p<.001) = HollA o] 275 dwtslsie dlol FAI7E Jrkar
o] xfo} AA(B=3.32, p<.001), of2H(B=2.01, p<  Er}
0)ETH A 9o o 2 43S v Zlor Ao 2 ARt S WE AH] ol o A
e Ao} HAE A S 29102 SRIE HAE of
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FHE FAAA S vt 594 9FES 2 Wy ofet 284 A%
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FAE AHARN TS RS Bk oyt B, aHAEAE AAeks Jido] ol Al B
WA VS AR AR E TS 1| & A7} o] FoiRA] ¢k Ad el HIFo] E uf,
Z A0 vEyTh RoZ o] Jidel gt A7t o o] FofAof & Ao
£ A7) Ak thed 22 AFA AR S Al 2 Aladth
ek
A, WA HE LnA-BAE JATL FAeE 231 73]
WA BEE F7RITRE B AT Ade Lo B
W= Afolo] BAZE ALDSE Avldbke O BIAE ol o] 94 (1995). “AHIARe] o5 /FR =)
o thet 74X} TS TS AAA =9, o]t & B P57 ol F85] %] 197 43
7121 AT ZFHHoE JE LIRS FAF HHE (2005). “THA WHE AR AR gl °§%¥
I E A A S T 2 TS < HAE Qe B A ALstn AL
ok 2822 7]YgL LHIAe) Bl =9 Aol o] 2|4 o=
Holi, F71H 5 AES Bt AnAE TS 9, FAIR (2003). “ARIA-EHE FA 7L AH]
z 015140}0:1 B 174]—E— JHAI Ak ?ﬂt} e FR AR v el A3 A
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