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H2HE& ool A RE A Foluh Al H] o gk FAAA Aol &M
25 Fujete= Blo] ofyet YUl va=o] #AA o] wA = GFES
2e =Y9A Fro] gle HolAl A st 24, BRE FFoR A3
Folut AMul=E Halv|E gt o] AdE AHA-BA= #AAe] Hol
g ol fr®E TEATAA ST HE b2l gk AAE FA S An b
o] A+ BAE Folgte 28 H P52 Whgol FEAE PA=AE A
BEE Ao F=EsH T-staLAl gkt

o)t ZAE afAsty] fIsA M oAt Ayt Bas=el uy
WA FHZo] Brakus, Schmitt & o BAGIE % AEHol &
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B = A=rolek 7HA skl o] 4ol
F71Ae] ARl v Bde
ALl Aol FFE wAA Ha o
Aol A= uAR T FFE VA
B delnua gt
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e AF(BA=)e] AME, 8
% ]

ZH 2 AH|EFo] o]FAX = A
Aol A Anjat Aol HAST A
otstr  Atp(o] & 2003; Richins,

1997; Schmitt, 1999).
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Aol A s Adoh(Aaker, 1997,
Carroll & Ahuvia, 2006, Delgado-
Ballester, Munuera-Aleman, &
Yagiie-Guillén, 2003; McAlexander,
Schouten, & Koenig, 2002; Thomson
et al, 2005). 3FA| ¥t 15 HA=

¢

A9 Adsteta 957 A% A
8 AR A7 93 o Fof
AA ergke Wk ol dREo
#U FEES 53 AFD Aus
Agol ek 43l B

T7F o] Fo] M tH(Arnould, Price, &
Zinkhan, 2002). °]#gt AF&= g

® uds 390 43w

J

4 7tss FRE nyskA &t
(Brakus et al., 2009).

AR S A= AuATE AlF
< ©HAS o) AR AES Tl
ShAY MYl 2~E WS w, AH|R7F
AES 2T go] dojvh= FES
A3 g h(Arnould et al., 2002;
Brakus, Schmitt & Zhang 2008;
Holbrook, 2000).

Nicholson & Sethi(2002)¢] 19l

Ae BAE FFE ‘EAR ol
Fo =yom x99,

Nicholson¥} Sethi(2002) 2#H= 7

o o = =
e 2A%, 534, BY 502 7
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—_

AstPARE £ o opAdst A %
gt SHAIHS A AL ATk B3 v
of AFdA BEAH= FFEES FulAAH
A g delAe AEvs bR
Rol Fuf ol AF AME Al Tl
o| %o AMAZF Hete B
RE ARE AdetA] Xeke dAH
T 7HA A o 7S AFdA T2
s 748 9 =4 HE e
Schmitt(1999)7} AA1sF 54 5SS
AREEI T Schmitt(1999) = H 32
oz, A, 9A, dE, BAA 4™

=
og TRE:, Fu

W' Ekale] F ol AL
om, Ao Re wWEE E9shA

23t

F& A o
H 25 whs o)) AFS 20 o 4
S st AAE oh(Arnould et

al., 2002; Brakus, Schmitt & Zhang,
2008; Holbrook, 2000).

AEFEDL 2HlAEo] AFHL
AL W, o5 5ol AHATE A
w2 "AMsta, Abekal, H@rbE W
kA ko (Hoch, 2002).
olyst AFAIFLS AFH =44
HAEFe] S W AHHom ofF

A AY (Hoch & Ha, 1986), A% o]
MEo R B FaolA AAE

Hh(Hoch &

Ha, 1986; Kempf & Smith, 1998). <1
T AT SHe avAES dhHky
o7 AF A4, Uy, A5, Y=
of A, ZFHAR1 AE Agfel W
3tA] ®tH(Hoch & Deighton, 1989;
Hoch & Ha, 1986, Huffman &
Houston, 1993).

T, ARl AP E AT A2

of =94 &4, A4, dxe AA,

THHui & Bateson, 1991; Kerin, Jain
& Howard, 2002). 2382 & o] o}
of A= EH7IE whEo U= W
ToF dujA o] Aol oA9A FFF
= "A=A A8 $vH(Amold et

al., 2005; Boulding et al, 1993;
Jones, 1999; Ofir & Simonson,
2007). 2% FdELS dAwjA A
FEAE I gl a7

Aol = Bl
= HE, wFo v X g ol
H(Grace & Ocass,

re
-
=
ju]
)
3

2004).
A7} AFE 2vEta AFES
o = FPo] WAttt AHEHS

kg Holar =7, 3 An ek 2
2 #HgA Y= 233 (Holbrook
& Hirschman 1982).
At w2 AFEL Avete B
2H] Fo A= YA 54
Aot

a2 dE2s vrEd, ok, &7foltt
ol¥, #Hxy Fo] AJH(Celsi, Rose
& Leigh, 1993; Holt, 1995; Joy &
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=
A7} Fa, Aol EE ek u)

= 7 &

AFYUAol el w=EFHo] ¢S w9}
2o AR FH R o] Fo
Zh=

<+ Brakus et al.(2009)¢] <9
Me Bi= 439 FEe 244,
A8A, B4, AA BPer EF
stal ol & thAd A o w FAee A
5 A BdE AFo] uAnk
Z3 B AL §o3 J3gS
nAoE ARES Erel bp 9l

Aok o] A F7HAl AREA]D A
FEelA Ml AP dTeE FE
2[R} B Eebo] 13 #AA 9] 177 9
A7 FE5 ol Fol stk AN o]
23 A #I JdFE HEAHA
AFE ST BT 2HE @39
$al BAl=d o8 ATEE FAA
olil T ARl Age HalA= <
T7F FEg AA ol wE o]y
7€ ATFES A g A
X9 HEAg HaAzo It 2H
dRol AEAHAG W= FIF
ARBAIN ATl HAERAY H
Aol mAE 4%, AY AR HH
AR A dFgHd #Hg A
52 To% BAR Holdth
3. 2R A -BWE BA ] T

2 YA

3.1 A9 Z(Relationship
quality)
o] A del #E A=
oz}t FojA 7re] w3o =z O

#AE  F=Z  OFAY. Crosby,
Evans & Cowles(1990)= 435 A

of A=E #AS Aolgt xHsIAL
Gummesson(1987)> o &p9} o
A #AA L EE A w2l
AR Ads Azxsr] A 4% N
Joleb Tk Smith(1998)% At
o oz &G dAs= WA

42 olfdo]l EAET. Crosby et

al.(1990)&  AMu|2agoA  #A 9
Aol gt 2dS AAa, #A 9

)

gl FAH8 xR 2 (trust) o T
(satisfaction)< A ¢+3FAtl. Morgan
& Hunt(1994)$} Henning-Thurau &
Klee(1997)= 23} A H] 274 & A 2F
AA e Hol AlE
o] othal ® k)

AAel A FA e T MyPA
T (Delgado-Ballester

[e

£ w

ggow 45

& Munuera-

Aleman,2001; Chaudhuri &
Holbrook,2001)ell M= F&4do=2 Al
g op wkES AAstaL Qo #AE
G DA Ao FHaLD EFA

71 AT E, 2004) = A gt o]
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(Consumer—brand
relationship quality)
aulA-BAE BAE 2 1
W=7 FEd FAARA AR A
HEYRA FdsH FsAdd 4
B2 AAHE AE w3tk (Fournier,
1998). ©]

3
Aola sA1 FIdeA e on]ef &
A BAS 2 dvs AS A=
ch(AAY, o]AL, 2002; Fournier,
1998)

Blackstone(1993)2 AH|A-E#H =
HAE F AFERRe] #AS o] A
T 53 Ao sMAEa, AR A
BAs #AE ‘Anzte] Bz o

H) &= (attitude toward brand)$} H
o] ZHAFel i3k E|Z=(attitude
toward consumer)3te] FE g0 72

ol sherh,

(RO
[

U A-EAE AAE AWRE B
Ao} AE HoA F, BA=FE <

Aste dARE pusta F@ehs
A gel 2A BAE 2o o

nl o] (A7, 2002)
AR -BAHE A Ik 7]E 9

%17+ Blackstone(1993)2] #1547
ol el A HFEHET Sx #Hd
o] ofyrtl I HA:= AAE &,
“Hal=o s AH| Ao HEe A
v zpol thek BA= T 7]del
T ol dAEE dEFgrolgtn

W A-EAE B B A=
dANFl A= A& 84
o] #FHA BA= o % (brand
loyalty)$} ##ste] FRIstA 218
Ho] gith HaE ofjamrb At
AZS AEHor Add £ 9
Mol oba FAC] A S

A
goke He FEste #7bold
(Blackstone, 1992). A= 2= o5
]
9 gaAAFAAHow A FE o] glo]
A 2B A BAlE-ant B
& FAske AMEAd Adsta 9l
H

24T F e A= )

B Agel A o] Fof
3

Fournier(1994,
199)= #TAgE M2 #HES o



Gk Zeol A gete] auA-BA gl o] Aol 5 olmAE Kol
= @AY 4 S w3 AR 1 Ao st &5 REYgsteE Aot
=5 AASATE Az BAEE A A A ol 2 (self-connective
AbEStHA FAE 5 U WA, = attachment), B = AR 23 vt
ZuA-BdE AAFES 152 o g anjake] {3kl wE 54
8tttk Fourniere] A5 EU= Ba=rt ofEd A8S oldsta A&
sho] Au|A-H A=A pek dd HzE wgeits 2SS Yelde
THATEo] ol Fo=H, HFA 2=, A AR FHo] ofbd 7HAd A<l
(2002)2 =49l BRSO A KT} SHE HE o R 54 Bzt #
et Ana-BA =g AA o AsE AFsteles 43¢ P54 54
A ezt skar, A A (behavioral commitment), B =0

A T-(2005) = AH|A-B A= FA e gt A ARTE BA=g s =7

do] uARISLES} uAFA o 7] © AL AS5T¢E orste A
e o] s A+ 3 wp U} 2z 2 7 (emotional intimacy)® T
a9 v AgrEelAe A d¥ o] At
HA= #HAe] 4 HA= FUA, e P I e M= e O
BAEAFUYE FAHE BA= g © BAl= 4 {F3Po] gAAoln
s HAE Welet F2 AFE Y A Ay W ooty AXAH H
ATk SHARE o] AFEAA =EH 7V eteet ddEe= AFAEFolu
AQEL A= FAe A P54 A= xdsty] "ol F=
A Zds F2 Uehdia sk w4 A< fForer FAEE
Kim et al.(2005)= ¥l #3F & Fournier(1998)7} Al A gk 20| 2}-2. 2
< Aol dAEFEY] Ahow y =aAel Ao sefarde A gekA
B NdES F3stel Anjz-Ba St ddEv. %3 Fournier
= #AEAE At AxE A (1998)7F A A8 AnH]2p-B A =37
SFATE AHl 2 B oAlE oo AT o Ao e BA=E Qlstst
SolA #AFHAE T8 AL of thRJAIAAAT FFste] BA=9}
2 7Hg wol dAwd A, BY, w v ate] #AE HrtetAtkE Al
%3} Fournier(1998)¢] 67F4] #9& A 71 Awjarel FviAp ko]
uHste] BA= BAEFHS] Y 5 AS Ao #A A Jidel 2
Met 2t A F4 HAxEs FE3) =5 dgdste Bad=e A&wa 7h

Y
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A= Md B dgAT
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447 AdAow ByetA 4

e

strength)+

AoE Yo ok iR A=
71943 714, & ARk F=2
HAGEE dFa o, SH[AA
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2
Ru)
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of digh 7]E ATl A
Donaldson & O'Toole(2000)= A+
A A sl 71 3F wEaA
& Fhote dA9A A AAAH

U8 B7ts g #ATEE

e
X
o

sud BARE AGE AdsAC
w ol7]A Alke BAZEE BEA

j
20 454 ZUS BT Egas
g ol et
o5 wel AY ATFNAE #I

F47 AARZEE NEdHeR FE
kA ka1 Atk Hewet, Money &
Sharmar(2006)¢] Ao+ G A
Aol Aol Frufaket wuf Al Abo] 9
HAZEE A= =gz 749
ojxpAd A AR AT EMN
71Ee] IAFAR A Adoe=
A A 3R T Bove & Johnson(2001)-&
Aul 2 gl A BAGEE FAA

9] AEa AN e #AGE
i | Aketo] AR A e (A
, A9 Zolok FF AYrtsd
/ 9EE AT 9t Barnes 1997;
Patterson 2001). G di3|AL7F =44l €]

A Aol A 3= v FS B35l

FE A zlolE, 2Ea vy el A
49 Adrbeds B wA A
=
=

stetat= Aol ol&  9ls
Barnes(1997)= 3]AFe] A4 5
B EALZE AEA Bk Wl F, S A
sIALe A HAE AET o=, 19
I B gAle AdsAtE FHE 9
Lol Z2E FEs FAsAh
Berscheid, Snyder & Omoto(1989)+=
Hop FAAo® ool A4l o
g 7HA &F, A4, AY sl mA

= dA R v dFHl WIS
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aHA|I2] &

2. AF7H4 Mol 45 A8e P o}

2.1 2= o] AN R-HA=

A Aol mAl= 9

g s AU Fal olpeiqw, 0 o FOIECHEAE, 2000
v 2o odle] A3 oS w3 TRyl BAse] oet A
Wyl di e HdE=d gk 4H| o] WefE BHASE ] FojHow

e e AR L el dnxhe) 2

S
S
()
-
Ir
T
=
iyl
>
[
td
ok
[o
oft
ol
iy
=

ZA9lo] 93 Y= AH|A-H A (Bennett, Hartel & Janet, 2004).

cPAE= Bale A thopst 4 olde] WE&ES THsEY, AR

Aonds ouse mAL gi @ 2 F LUSE ZRTFOEA Lvx-n

AEn o] GAo] o]ZA HW A A= BAS Ho] FgE Hoew &

o] mAEsh gAHo] Qrpa A T e el e

9 27 @AEg T 8ok e 7MEE AAEAY

719, ol¥ T, SA4E, 2008). RA=

of e AuRe] #A, FEZH 7 H1 A AL AHz-HA=
HA (o] ddFs v Aotk
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Abstract

Customer-Brand Relationship Quality and Relationship Strength

Kim, Youn Hwan’

This research tries to examine the effect of brand experience in service
marketing perspective for generalized application. The analysis was held
with customers who recently visited in retail stores by using SPSS18K and
Smart PLS 2.0. The study verified the structural equation model
hypothesizing the relationship among brand experience, relationship quality,
and relationship strength.

According to the result of this study, four brand experience factors have
positive effect on the relationship quality. In detail, the effect of sensory
experience was strongest. Furthermore, the effect of relationship quality on
relationship strength also significant as prior researches addressed.

The research has several marketing implication on brand experience
management and customer relationship management. For service firms,
customers’ perception of positive brand experience can generate the tangible

and intangible performance in the relationship marketing perspectives.

Key Words : brand experience, relationship quality, relationship strength
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