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(A Development of Tentative Measuring items of Korean

Corporate Symbolic Image using brand personality)

x * Jk
e F A, g

(Ju-Yeon Oh and Young-Kyun Kim)

8 ¢ E AFME HAY HEE A9 7Ide AAH omAUNE) SAHE Hetd BdE
MA A S &8 I 8dAHS 455, 5719 553 AAH ojnx 29& e}
= Aolth WA, 7199 AR olvA] A =T NES fste BAz e #E vjE A
=2 ntgo R olnA] &4 FES FASIAL, 558 FAIES HlE o R FAH FEEo] ojud 29l
o2 BFIE=A Lotry] Hste g4 QBN AAEAT o A 7| A oln
A &&o A A3 (Sincerity), %5 3HCompetence), A 7H(Affection), &< 3H(Excitement), AH %
(Sophistication) 2.2 HWHE Q2o=z EHFHS

g4 g1 A A3 BE 89ld dste] AT FEeIES drEHY B A9E Fo)
ol 71de AAZA olnx = =3 E Awsted 71del AAF onAE Ba= A e
Wt Al HEHL SHE F e PES s Eo, BaE Jide AAVE 2T
A g R A3 34 EAAS BEUZ & MAS neste dA Al &oA AE5H
o7 A E o] FHoln A AAE A&EH o7 A Hojof S WASAY. B AFE B
ste] wE ‘Aol ko] A E s v FAA olnA] a<le] shyetn & F ok

BAFA : F19del A9 oA, 719 olnlA 24, 49A olnA, A 4B 719

Abstract This study was designed to identify and develop the measurement items of
symbolic image (personality) of most preferred Korean companies in adaptation of prior
research of brand personality. From the common factor analysis, factors were extracted to
five dimensions: Sincerity, Competence, Affection, Excitement, and Sophistication. In this
survey, we collected data from the 558 respondents and performed a structural equation
model using AMOS 16.0.

The result of the confirmatory factor analysis indicated that the measurement model of
Korean corporate symbolic image could be effectively used to envision the personality of
Korean companies with similar context of brand personality research. Furthermore, this
empirical study showed interesting results. One of unique Korean emotions, affection factor,
was derived from this research as well and it is also proven that the Korean-corporate
symbolic image could be used to measure the corporate personality and it should be
continuously reinterpreted with deviation of socio-cultural changes rather than adhering to
standardized paradigm.

Key Words : Corporate symbolic image, Symbolic image, Corporate personality, Brand
personality
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