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I. AF-EA19 A7)

A AFES Bills ARE FAA77] 9 AR FHoEN Bds A
FUEe 9o w3 w2 PSS woghri(Algesheimer, Dholakia, and
Hermann, 2005; Hagel and Armstrong 1997, Keller 1993). 2= ARFYE &=
545 Balsd gt FEe Al AvA e fFoiE9)e]l™(Muniz and
O’Guinn, 2001), gfﬂ A FZbolut AtolW F3F it glo] EAIFE ¢ Unk B
= AFYEE H ooy, &, dE agr =94 Ads HAL 9
= 2dolgt 8 4 At (Muniz and Schau, 2005).

a3 AFHEES A" AFAE] o5 wtso] A LFH| = d=
dl(Algesheimer, Dholakia, and Hermann, 2005, McAlexander, Schouten, and
Koenig, 2002), £3] 7|4EL Azt Bal=d w3l <l2o] JgFS F7] ¢
af, &uzte] Bale PJris wEetr] fal, 2ela AEE nde FAEE
Z3l7] 98 A= ARFYEE o] & gtrh(Algesheimer, Dholakia and Hermann,
2005; Mcwilliam, 2000; Muniz and O’'Guinn, 2001; Muniz and Schau, 2005).

ol gt HolA exepdl B AFYESS tEo], B wAR #YAES

el Bile ARUHE Bds JHE AFUAlAy] 9% ZAETE

&
Fgeta gov HFHow pAs FHEES Pty FoW sFuon @
%.:

OH

3t A tHKim and Choi 2007). =2kl BHEAFYE S Ted o] 3,
PR, #ol%7, AojEd, A, toldEnAY 52 o 92 4 At Fad 0
AY ool &ekel nALARUE ] it w Bpeh, Lol nAS 7

FUE7} o8/ Has FHEE AHAeEAE A040R AT AL BA

et (Algesne1mer et al. 2005; Muniz and O'Guinn 2001; McAlexander et al.
2002; Schau and Muniz 2002) o]elgt oA 2 A= 24l BH=AFY
Ho e FXETEMY 540 BilE AL oug JEFS H A =X
W7t FS e oAl gkt

A ATFELS MEAJ] AFYANA 8459 Fi(Hanssens and Weitz
1980), ¥+#+3)(Gopalakrishna and Lilien 1995)5°] thet vlA" &3S HA=sE=0)
HAFTHAT A2 50 o] 8425 AUA G347t Fasigel wet el 9
ﬂo] I;]—E O_]fqoﬂ 0216‘]:& U];(]—“—_; _‘g_jq_/\—]oﬂ q%ﬁl- Oﬂ:rL_,_ _9‘_]-‘9_. hgg}_,—y_ 01\:}_
(Gatignon and Hanssens 1987; Gopalakrishna and Chatterjee 1992). o]&3t %4
= T4 vHAE AryAleldelgtar st SN HA e el a9l
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A9k, o] obe] thFet A= =4t o th(Naik and Raman 2003).

olf gt & AT+ 2ol B ARUYH AE W& shue A A
A AFrUAClAY] Eym Ba(2d 1olA Fa) ARUE el dnkH
A mAE &Fo] AFUE FAE B BHa= FHHA oy JIFS v A
=20 g AHRE AL FERHoT A ST e FA A ATLEA
< A3t

AR, el Ba=E AFYEE 53 2= AR P o] T
o mAY aRlES HEstu sk AHH R -9

2005; Muniz and O'Guinn 2001; McAlexander et al. 2002; Schau and Muniz
2002 59 ATE F2 QX ARULE BF FAE THS R UL,
olgl g Aol & A= 2l BA= ARUE Alo]Eo i3k FAd % o
g2 A FLF Y wmEES

=4, & 299 2= AR
YE] Aol Ed A An[Ap A9
Bz g #A dA4ES
1996; Novak, Hoffman and Yung 2000; Nicholson and Sethi 2002)& % 2%
FHEY 8902 ANFA T3 FARnE Azt v 1 FEA
LA (o] E T 2006, °]87] 5 2005 Kim et al, 2006, Cheon 2005; Cho and

Wu 2000)¢] T840l 53] ZxHi ole Aol Abdoltt. 53] oled a4E

%S
2 Bo wobd £¥hel BAE ARUES FAHE/} AT DA dF F
HER 949 5 vk 42 FAsud do

1. &g ra= ARY

o
=
APt
2
ko
P~
i
o
18
i)

1.1 49 IMC =724 2712 vd= #A
Schultz(1993)° ¢J3ste] &3+ wAIE AFY
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FAG SANA olo] g wilo] obd Sk thFE As) FAAE BFA
AY AR e Aelw g BAANA AgHT U AL EFYA

el
A Y AFY A o] A (Integrated Marketing Communication: IMC)o] &, = E 7
FuAeld Fa(Ea, PR, SP F)° A3 dFS A Aoz xHAQ
AfFy Al AL FI7M7H A& QIAst= 3, = 24 s9ES XHsA Bt
Aol dom Ho ZHE T ARrUAAS Fxete ATolgte = A
EEERLEERIEERES

AR A2 Bl BRA wAY ARUAIAL () FRE el WolEo]
AA HQn (2) 719 Ul Ted B ¥ sgew (3) €¥H nas
ARUAGGE A7) AA 719 AN BAAR DA AL FEE 27

st A= Ao Qa3 HEol H i ti(Madhavaram, Badrinarayanan,
and McDonald 2005). Vargo®} Lusch (2004)&= 159 =&dA nmAE 3}
of & AxstdaA oyt (1) IMC7F g3t g4 e &3 =+5 4

A A (2) A= A= v distE AlF, f A, AEEa BAE
72kt 93 =42 &89 ¢ vk &5l
BE vHA" AFYACIAS Hdd Fste Aol Fast 2E A5

Carlson, Grove, and Dorsch 2003; Naik and Raman 2003; Reid 2003)< IMC7}
714 A gk o] 58 ATt AS A At
A A Naike} Raman(2003)E IMC7F AUA S & 7|49 #|Eo Ba= z}

S FEIE AE wova 9, o9 Hl2d A E Reid(2003)= IMC7F
7199 Bae #a Ao dAAY dFES vA = FFA AnUAcALRE
ol dars =83 st stk AH| A~ Rofko| A Carlson, Gove, 12

Dorsch (2003) &< &< IMC7F banbgh &njap gbg& ofwof ¥

I

T Akl A
Madhavaram, Badrinarayanan, 123 McDonald(2005) 3+ IMC7} #HA] 4

o7 7|YEe] 2MAEY HE E&Aolal aRAHoR AFUANAT + 9
= =g Yt v A ZAAEY] SntS] vl 8% =R

Zs
o
B BAS AN FH U $RF AR YARE oo A F AL Aol

1.2 29l A= ARYE Y9 8459 I
Keller(1993)= "HA® 77U 7lolAd el shite] Fo3 54& HAE Aalko]



st= Aolgtar o o] 1sle] Schultz $5(1993)2 viAY 7 /4 A 9]

% Ack. ool WA B ATAE s]de] £l

A= Aol Zu, AE BvlEe) Zo), 1A
Pz

o 2EE 94ty A% BEA AR ARUA|A

IMC
(Integrated Marketing
Communication)

Online Brand
Community

A= 7l HE = (1) Blz2Yys AAE, (2) ]

=
M =

f% (3 ARFEY () mygol v 7HA FEE vYm 5 dvkal vk
oy gt A& niEoR el BAEAFYEANA AAEHE AFUANA &
TES AAMeR Are| AFFEA, o1gA FadAlA), BuEe A3,
oWlE, 13 B g AFESr] B 9 BurE xd §3 e A
slzolaba 2 2= 9t}

olfldt 9AEL el BAE ARFUE oA wiAEY #HeA B ohe
Qs AT Felxo] & R RiEol & F glon oYd 24aES AT
gl g 7iselgta B F S 1 27 AFHch

Kalyanam 2007, pp. 335-336).

A Qe vhAE #ek AFEe 2ebel AbojESe) vy oz
4 2dxE 23E AYL BRI

N Fo% AL EHor §-53
5 2004, AEEHe o]FZ 2005 °©]4d%E & 2006, Mohammed et al, 2002;
Palmer 2002). ¥ dAFoA = o]gfdt A AFEdA AAHAY Fdx EA
2d& F o g vrel ¥, PR, duiF, 8 7 Som wiFo] o
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AR AR T]EAoR LU AL

AfE o
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puzel

S

A, ol

A A o

=
=

A7}

1
L

ol

= 7

cel

i

o)
N ﬁ
o
W
B

o

;01_

o JALES 9

=
=

ZH] 2}

3l AU El

=
)

o]iaé

uhEg o

=
=

(5 2004; Kim 2000). ©]
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65

el
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,_Lmo

b

il

ol

N

==

[=}
g

Bl A Ay 7lolAl 2okl

3T
I

< gkel A (word-of-mouth: WOM) H = 73

A 7E = leH

st

A g AFE

et 7R AFUA AL v
Aotk A (WOM) AFUAelAe tz wAy niAE #a]zto] o

—_
o

ol

HEH

ki3

A A,

t}(Bickart and Schindler 2001).

e

—_—

WA XD =% drh(Silverman, 2001). Xue¢t Phelps(2004)+= 7 ¢

A 5
Aol £

R
L

fPALol Eol Al BT EX A=7F 7t

7ol 71]1e]

e AE =
s

13 2aco o

JTH(Sun, et. al. 2006). 28L& B

o
AR

Aol -7 Aol Al

ki3

ol ¥
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Rk

L
R
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B2 AT FEEL ko]l dEdolgt= wiAld = MR AdE
o] FoHgE T83% vAl" AFacle] Hi JHAEEH S o]Fs
2005; $+4€ 5 2006, Hoffman and Novak; 1996, Novak, Hoffman and Yung
2000; Nicholson and Sethi 2002).
ARA HIwgAd A & 332 du Jde AR Ay FAH AY9 T
F A AR eRE &S F ded ¢4 %Y Ader He w4
(Pine and Gilmore 1998)l A= AF3|ot AAl @] Wtz Qla] A&u|AE o
EARE FT7EA 92N Ao FaAdo] molva Hu gl B Ao
A= Hoffman¥} Novak(1996)2] Aol A AAIFAE Z29-9 /fdz 433
IS EA 5 (playfulness) .2 M o] A go gz AHolsteo] 2kl HA= Ay
E] Alo]Ec A o9 H3& HESSH
273 Koh®t Kim(2001)& Z7 & (playfulness)S W& W ENA FatS
AW AFUE S} S A52420 H4EAES olF Aol#tal slom™ Karat
S(2002)8 9743, E3] A HAHEZ 8 A(entertainment) 7t AFo] E ol A
2H|AEo] A=A o8 &Fste d vy 8% fada itk Ifeldst
Winer(2002)= AFe]lEol thgh Aol 2eflAte]E] Wio] J3Fs v F
Q3% WHEYS HESF o Cognitiative(1999)2] E3oA+= =2kl 7149
HAArfolEo thgk Aol vt 7Igel gk ofm A AWt ofye} 7] W
ord sk AR e AV Bvn FAst ). o]y AFE vlE 3

I BAE ARYEA A Aol FA

o
Aggo] molAI (2) L2l HAE ARY
s
=

w2
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FEAEAE dA AFUAlAY AAxY SR g ] A wF
H HAoln, AFgyAolde] o]Folx= HAAA FAE 1o FE st
(mutual disclosure)E EA8t= AL AR 9 wks 71584 a= A
=(Rogers 1986)% “Bo|xo] gkrt oleldt FoA&AH S FAA el F4la BF
of st AFYACIA HAo gk FAF FUHEAXITE 5L 7HAH
(Neuman 1991), B to C A9l £23 ai9l 28< AFYE dAI E7E
of Al Fo de AHor ®Hed, o3 Hoj= FAlAet FAA B
& 9ustE FEol7|E st

BT B 28Rl AlolEoA Ana 3k FazkgAdo] ekl AFUE
Aol B9l AR &S WA= Fag HEE AAEAT A HEH S} SA
£ 2009; °]F% % 2007, Kim et. al, 2006; Cheon 2005; Cho and Wu 2000)
oS 22 7HS A ST

na= ARUEY e 457 kobd Aolth,
4. ekl BAE AFYE SAES HilE SAE

A

oL

Tt

f
1S

= WA o g whiEe Fujel s oAl HER AdgEo S
(Jacoby and Chestnut, 1978). 2= AFYEe] 3ldoz g AFUEA A
ZL
[e}

tta 2 4 9th(Algesheimer, Dholakia, and Hermann, 2005).

EgH A ezl S0 AMHlx fofdl g A%l Morgan}
Hunt(1994), Gabarino®} Johnson(1999) 52 <45 HW A7l AWEge 2
Tl FAZ AHAY JFgFS WA= oz YEigon e agEdd
AT %= o9t dA k= AT7F A

Bae Az Eg Al 2R S99 oluned 8% HMaE @ol w9
¥ o] ¢=d(Chaudhuri and Holbrook 2001; Delgado-Ballester and Aleman
2001; Lau and Lee 1999), o]&= A1#|7} w9 712 & @A A s FE6}7)
o} # o]tk (Morgan and Hunt 1994). Sirdeshmukh, Singh 23l Sabol(2002)2]
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20-35A419] o] &S AEsd=d Al er 28 BAEAFUEE 454
o olgstE & F Wt v B 5 olrh

T 21Ms ddow AEAE wEsddrh FEAe 453%E A7 e
TEAtelE o] ekl BAE AFUEE dder @il 547% = 7199
YAl EW ] 2l BHA= ZlFyEE ddem et 54T 2=
AU bk FE A dis 2 e W 167%9] FrpARte]
Bflsd iy FAE wiol Ut e 63%°] AlgES JRE
Z7] SlelM 132%9 FHAELS 54 oWlEd Frlstr] 9 rdedtta

N
o
k=l
N

ol b o & o

_OL

2,

£ ooy o
lo
2,

o4l
1o

TQ e

7

0
O
oo M
A
~
>

2
2

a2
°0, o 32 op

oA &= 89‘79] SHAE] AFS
| AE Yot = o=y Al
1 93 %q& 740].:'/};!_ 2 = 9lth 48|zt

ZH Aol A Aol 7hA] vkl =)
101 e AXAE(n=107), ¢ F(n=32), =3

01 F(n=30) % & AFo] FE °F

T ot
ok
HE

2 9
=
il
rlo
12
= >

N
)
)

32
o
H
S

o
T

nt
bV
=
of
ol
N

o W
i
=
[
o
)
E

rr

oo
1558, 7hvlel, MP3
n=26), A& *(n=9), é‘.
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oM
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22
£

A&}

A

o Y % By 573

2= Ao WgEd g3 S4E& st #AATE(Algesneimer et al. 2005;
Muniz and Schau 2005, McWilliam 2000; Muniz and O’Guinn 2001; Nicholson
and Sethi 2002; Novark et al. 2000)9] ZSHETES ¥ Ao IuiA
FAgste] ol gt 1y T B AgE A AFgS AR A=

= B d(Pine and Gilmore 1998)2.& &A3ta =6 o] ZL(2003), o|F%
5(2005)0]  AFrelA AauA AFol WS A FEste] AAEHT] ol# R
Madoz =AU

a8k HoA B Ao A= Hoffman® Novak(1996)2] <d-fFol Al A A &
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EZ9(flow)e] Md¥ Ads] 2 7% (playfulness) & 2A o] A|Po =
gejate]l ekl AFUE Alo]EdA o]e] JTE HESIOoH Az
He g Mdx A A5 (Cho and Chen 2005; Novak et al. 2000 Schau
and Muniz 2002 Yoo et. al. 200005 &&3t3itt AAWUFEZ QYA G
g Bl 2R A 9 M (external variables) X°=109.95, df=48,
RMR=0.053, GFI=0.92, AGFI=0.87, NFI=0.93, NNFI=0.94, CFI=0.96, IFI=0.96,
W A ¥ 4=(internal variables) chi-square=126.13, df=67, RMR=0.049, GFI=0.92,
AGFI=0.88, NFI=0.94, NNFI=0.96, CFI=0.97, IFI=0.97 S22 7IdAdS& A%

o] &l A ®ojFa st

Construct E-L#* | V.E#x | C-L#x R a | CR | AVE
1 896 94 .89
709 2
°(;g{3°*° 2 .890 21.778 89 79 883 | .894 | 740
' 3 819 74 54
=7 1 826 53 28
S8 2 783 15.690 70 48 | 716 | 719 | 467
(1.883)%* 3 635 80 63
ol E 2 925 97 94
FreA 3 920 22.497 86 74 1 916| 918 | 790
(2.700)* 1 862 83 69
g 1 868 83 70
3 847 18.055 75 57 | .818| 825 | 612
(2.167)%
2 714 76 57
N 2 891 .89 80
2 A g
1 792 16.932 87 75 | .839| 856 | .669
(2.370)*
3 760 67 46
AsRe4 | 3 882 7 59
(1.687)* 5 866 12053 79 62 54| 795 606
AR E 3 796 86 74
=4 1 791 16912 87 75 | .862| 866 | 684
(2.368)* 2 712 75 56
R 2 811 .89 78
A g 3 804 18.681 94 88 1.928| 930 | 815
(2.615)* 1 788 89 78
Ba= 2 828 74 54
TRE 1 732 16.484 79 62 | 849 | 853 | 660
(2.308)* 3 730 90 82
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3. 7=

Body myged g Adwm HEZAIF X°=486.10, df=279, RMR=0.066,
RMSEA=0.058, GFI=0.86, AGFI=0.82, NFI=0.88, NNFI:0.94, CFI=0.95, IFI=0.95
Toz MRS E % AP E AFAYa B S vk
) 75?% S 289 Has %MEM g 7tA Fad o
A A & ar : A(B=0.47, t=6.90%%), olWE {84 (B=0.25,
t=2700%) S ZHlRke AFBrbl FHHA I
b AR A S §8A48(B=-0.24, t=-141) 4w
aclo = e

0¥° s mlo

B

ot %o
.ﬂ
N
2

oi
o
=)

Y
i
o
o
Ju9
T,
)
>
Al
rr

i
[aD1 | 1.00 128
00 (-0.28%%)
I:ADZ 0.95
(0.47%%)
30
@38 e

" oy

O

‘h""- @ £y Lo
(0.00) , (©44%%) ©.18% e f52
EVL b s e 5076 @
il @ o

EV3 1.00,

! (0.76*%)
I X

TR
(0.47*%)
100 106
L.00
( ) —estimates ¥ p<.1, **p<.05, ¥R p<.0]

= 486.10, df=279, RMR=0.066, RMSEA=0.058, GFI=0.86, AGFI=0.82, NFI=0.88,
NNFI=0.94, CFI=0.95, IF1=0.95

<38 3> AT 21

A, BIFE(B=-0.28 t=-364%x) AB[A b FFTAEAHd FA A
FEFE vz vk oMlE F84 (B=0.38, t=2.40%x) AH|AF b FS 28 o
G vAA @k wbde] AviE 784 -2(B=0.38, t=4.02%%) ZAn]AL IE
FEAgA 2 dFE Vv A3E BHoFolth

AR, el tigh AE(B=0.37, t=5.05%%)= el Bill= AFUE TR
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1. A H - o] F3(2005), ‘v =] BEAE A 2 ST G5 Qlo] 2l
= EAAAS S B B3R I3 AGhdT, 34(5), pp.1585-1611.

2. AA5(2004), ‘bl AwHE S nAFZAAES] AA g A 2l
AFUE o2 wipwes J93ds FAHSE, vpA"GHIAT, 90,
161-188.

3. 0145 - T E - FAFF(2006), ‘A7t FEzrEAde] wislg 2
Az ALY Bl B fE o A= FE” AP RE AT, 16(3),
pp.205-227.

4. °o]5d(2009), 71ge] 2l BAH= AFUE &=, AAABAATA
Issue Paper

5. o]F %, A, o] F(2005), “AHI AT FE g wifA 9T Bl G
[l #g A7, AnlEskAdA, 8(2), pp.l1-28.

6. ©]218(2003), "m}AH e AAA g2y D 1 ggukete] #3 HBF 1

Z Al g A, 5(2), pp.19-48.

S, AAE, A, ol AE, “Luel BaE ARrYEe g 2 F3 0]

N FAEC H A= G AR A A, 11(2), pp.131-151.

Aaker, D. A. (1991), Managing Brand Equity, New York: Free Press.

and E. Joachimsthaler(2000). Brand Leadership. Brand &

Company.

10. Algesheimer, R., U. M. Dholakia, and A. Herrmann(2005), "The Social
Influence of Brand Community: Evidence from European Car Clubs,”
Journal of Marketing, 69(uly), pp.19-34.

11. Bickart, B., and R. M. Schindler(2001). Internet forum as influential
sources of consumer information. Journal of Interactive Marketing, 1
(3), pp.31-40.

12. Carlson, L., S. J. Grove, and M. J. Dorsch(2003), “Services Advertising

and Integrated Marketing Communications: An Empirical Examination,”

~

Iz

o0

Journal of Current Issues and Research in Advertising, 25(Fall),
pp.68-82.
13. Cho, C. H and H. J. Cheon(2005), "Cross—Cultural Comparisons of



THA AL AFUACNA =2 kel Bl= ARYE S 9% 139

14.

15.

16

17

18

19.

20.

21.

22.

23.

24.

Interactivity on Corporate Web Sites,” Journal of Advertising, 34(2), pp.
99-115.

Cognitiative(1999), “Building, Maintaining and Repairing Web Brand
Loyalty,” www.cognitiative.com, pp.1-16.

Gatignon, H. and D. M. Hanssens (1987), “Modeling Marketing
Interactions with Application to Sales Force Effectiveness,” Journal of
Marketing Research, 24 (August), pp.247-257.

. Gopalakrishna, S and R. Chatterjee (1992), “A Communications Response

Model for a Mature Industrial Product: Application and Implications,”
Journal of Marketing Research 29 (May), pp. 189 - 200.
__ and G. L. Lilien (1995), “A Three-Stage Model of Industrial Trade
Show Performance,” Marketing Science, 14(Winter), pp.22-33
. Hanssens, D. M. and B. A. Weitz (1980) “The Effectiveness of Industrial
Print Advertisements Across Product Categories,” Journal of Marketing
Research, 17 (August), pp.294-306.

Karat, C. M., J. Karat, J. Vergo, C. Pinhanez, D. Riecken, and T.
Cofino(2002), “That’s Entertainment! Designing Streaming, Multimedia
Web Experiences,” International Journal of Human-Computer Interaction,
14 (3-4), 369-384.
Keller, K. L.(1993), “Conceptualizing, Measuring, and Managing
Customer-Based Brand Equity,” Journal of Marketing, 57 (January),
pp.1-22.
_ (2003), Strategic Brand Management, Upper Saddle River, NJ:
Prentice-Hall.
Kitchen, P. J., J. Brignell, T. Li, and G. S. Jones (2004), “he Emergence
of IMC: A Theoretical Perspective,” Journal of Advertising Research, 44
(March), pp. 19 - 30.
Kim, A. J.(2000), Community Building on the Web-Secret Strategies for
Successful Online Communities, Peachpit Press.
Kim, M., S. Choi, and J. Lee(2006), “Building Brand Loyalty Through
Online and Offline Brand Community,” Pan-Pacific Business Association,

Conference in Busan X XII.



140

R mtIE 229% A

20.

26.

217.

28.

29.

30

31

32.

33.

34.

30.

Koh, J. and Y. Kim(2001), “Sense of Virtual Community; Conceptual
Framework and Research Issues,” Information Systems Review, 3(2), pp.
325-335.

Lin, H. F(2006), “Understanding Behavioral Intention to Participate in
Virtual Communities,” Cyber Psychology and Behavior, 9(5), pp.540-547.
Madhavaram, S., V. Badrinarayanan, and R. E. McDonald(2005),
“Integrated Marketing Communication(IMC) and Brand Identity as
Critical Components of Brand Equity Strategy: A Conceptual Framework
and Research Propositions,” Journal of Advertising, vol. 34, no. 4
(Winter), pp.69-80.

McAlexander, J. H. and J. W. Schouten (1998), “Brandfests: Service-
scapes for the Cultivation of Brand Equity,” in Servicescapes: The
Concept of Place in Contemporary Markets, John F. Sherry ]Jr., ed.
Chicago: American Marketing Association, pp.377-401.

McArthur, D. N., and T. Griffin (1997), “Marketing Management View of

Integrated Marketing Communications,” Journal of Advertising Research,

37 (September/October), pp.19-26.

, , and H. F. Koenig (2002), “Building Brand Community,”

Journal of Marketing, 66 (January), pp.38-54.

McMillan, D. W. and D. M. Chavis (1986), “Sense of Community: A
Definition and Theory,” American Journal of Community Psychology, 14
(1), pp.6-23.

Mohammed, R. A., R. J. Fisher, B. J. Jaworski, and G. ]J. Paddison(2002),

Internet Marketing-building advantage in a networked economy, second

edition, McGraw-Hill.

Morgan, Robert M. and S. D. Hunt(1994), “The Commitment-Trust
Theory of Relationship Marketing,” Journal of Marketing, 58, 20-38.
Muniz, A. M, Jr., and T. C. OGuinn (2001), “Brand Community,”
Journal of Consumer Research, 27 (March), pp. 412 - 32.

and H. J. Schau (2005), “Religiosity in the Abandoned Apple

Newton Brand Community,” Journal of Consumer Research, 31 (4), pp.

737 - 47,




T4 wHARATUANA EFEA 2 BdE ARYEY 93 141

36.

37.

38.

39.

40.

41.

42.

43.

44.

45,

46.

47.

Naik, P. A. and K. Raman (2003), “Understanding the Impact of Synergy
in Multimedia Communications,” Journal of Marketing Research 40
(November), pp. 375 - 388.
Nicholson, C. Y. and R. Sethi(2002), “The Dimensions of Brand Web Site
Experience,” American Marketing Association, (Winter), pp. 510-511.
Novak, T. P, D. L. Hoffman and Y. Yung(2000), “Measuring the
Customer Experience in Online Environments: A Structural
Modeling Approach,” Marketing Science, 19(1), pp.22-42.
Pine II, B. Joseph and J. H. Gilmore(1998), "Welcome to the Experience
Economy,” Harvard Business Review, (July/August), pp. 97-105.
Reid, M(2003), “MC - Performance Relationship: Further Insight and
Evidence from the Australian Marketplace,” International Journal of
Advertising, 22 (2), pp.227-248.
Schau, H.. J. and A. M.Muniz, Jr.(2002), “Brand Communities and
Personal Identities: Negotiations in Cyberspace,” Advance in Consumer
Research, 29, pp.344-349.
Schultz, D. E. (1998), “Branding: The Basis for Marketing Integration,”
Marketing News, 32 (24), pp.8-11.

, S. I Tannenbaum, and R. F. Lauterborn(1993), Integrated
Marketing Communications, Chicago: NTC Business Books.
Schouten, J. W. and J. H. McAlexander (1995), "Subcultures of
Consumption: An Ethnography of the New Bikers,” Journal of Consumer
Research, 22 (June), pp.43-61.
Silverman, G. (2001), 7he Secrets of Word-of-Mouth Marketing, New
York: American Management Association
Sun, T., S.Youn, G, Wu, and M. Kuntaraporn,(2006). “Online Word-
of-Mouth(or Mouse): An Exploration of Its Antecedents and Conse—
quences,” Journal of Computer-Mediated Communication, 11(4), article
11. http://jcmc.indiana.edu/volll/issued/sun.html
Vargo, S. L., and R. F. Lusch (2004), “Evolving to a New Dominant
Logic for Marketing,” Journal of Marketing, 68 (January), pp.1-17.



142 REENIHIIE 5205 S5

Abstract

A Study on the role of Online Brand Community
as an IMC Tool

Kang, Yong Soo*

This study suggest that firms can use online brand communities as an IMC
tool to achieve high brand Iloyalty through marketer-controlled or loyal
customer—controlled brand contacts. In this perspective, the online brand
community as a marketing communication tool can help the firm in eliciting
favorable responses from customers.

This study finds that an online brand community, as a critical marketing
promotion tool, helps a firm elicit favorable relationship with customers and build
strong brand loyalty. In particular, this study suggests several important
theoretical and managerial implications. First, this study confirm that "advertising
usefulness” is the most powerful and important factor that affects cgerial s
positive emotionomehile "sales promotion usefulness” impacmehin "interactivity”
but dies not impacmhin “cgerial iexperience’ltyevent usefulness” impacmehin
"cgerial iexperience”’but dies not impacmhin "interactivity.” In addition, "cgerial
iexperience” signifn "itly impacmehin “cgerial -to-cgerial iinteractivity.” This
indicates that online environment provides participapacmwith a fun and exciting
environment. In that sense, enhancing the online brand community
experiencemwould be a critical factor for building strong brand. Thi” ,mword of
mouth can play a riclly important role in making many cgerial s to trust brand
and to enhance online brand community loyalty. Web users are becoming web

authoore owning and creating content limited only by their imaginations.

Key Words : Online Brand Community, IMC, Brand Loyalty, Interactivity,

Consumer Experience
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