The Journal of Digital Policy & Management 2013 Aug; 11(8): 159-173
#EYA BAE 437 B AE B g,
= FAE6 wlAE 9o BT AT

.
=
NS
SQ|oxtostn ZGat

The Effects of Private Brand Value on Brand Trust, Brand
Attitude and Brand Loyalty

Jong-Oh Park’

Dept. of Business Administration, Soongeui Women’s College*

2 O B ATY AL o2 AFH A7 Bé) HEUA HAS /AL HAS A=, HAS B, HAS F
o] vAE JHVAS selstd] gk 53] Sgsel HAS NS FRE A, ABE ), 75 A
Foz ayus Pl Uil HAS Azl HAS dE, HAS FHE Fo4H JFRATL ULAS 4
Fotech, 1 A, ASIAH NS ALSk @A sk 715 A AL BAE A= f989 9L A A
o2 vehgrh aelm HAS dselt Al 7b) f39] HAS AV BE FHA G AL 0w ekt
of HAS AL BAsHEsh HAS FYwC] AYHOR YO FFWAZL % Byl ohjeh HAS g
AX QHORE HAS FHE] 49 PFS 0HE AOR vehdk nhquoR HAS HEl HAS FHw
of Hel G TAE Ao etk webd ojefst AT AuE Evlz HAE speh Bl tAE §F
Age ARAOR vblg M Yol BEY - 9 Aol

FHO : SEYA BAHE k1], BHE Alg, BdE g, BdE 24T

Abstract The purpose of this study examines the relationship among private brand value, brand trust, brand
attitude and brand loyalty. Theoretical studies and the current study indicate that private brand loyalty is
influenced by brand value, brand trust, and brand attitude. Through the empirical survey undertaken for this
study, it was found that emotional value, social value, functional value, and brand trust including brand attitude
influence brand loyalty. The results of empirical analysis can be summarized by the following: First, private
brand value had a significant direct effect on brand trust and brand attitude. Second, emotional value and
functional value had a positive effect on brand trust and brand attitude. Further, social value had a significant
direct effect on brand attitude. And social value had a significant indirect effect on brand attitude through brand
trust. Third, brand trust had a significant direct effect on brand attitude. And brand trust had a significant
indirect effect on brand loyalty through brand attitude. Fourth, brand attitude had a positive effect on brand
loyalty. Therefore, These finding will spawn both academic and practitioner interest in the private brand value
and serve as a foundation for further research in this important area.

Key Words : private brand value, brand trust, brand attitude, brand loyalty.

B EEE DU Felo it sy elstel AAnAE

Received 16 July 2013, Revised 20 August 2013 © The Society of Digital Policy & Management. All rights
Accepted 20 August 2013 reserved. This is an open-access article distributed under the
Corresponding Author: Jong-Oh Park(Soongeui Women's College) terms of the Creative Commons Attribution Non-Commercial
Email: dauphine@sewc.ackr License(http://creativecommons.otg/licenses/by-nc/3.0),  which

permits unrestricted non-commercial use, distribution, and
reproduction in any medium, provided the original work is
ISSN: 1738-1916 properly cited.

The Journal of Digital Policy & Management | 159



HAERT} BE 2730% A 710l Ads) 2u)Rje]
249l Aol ol 4 ol
o). %ol Aol 47)5E e 4713049
A o] ol el
$43 nFe He

AT}, At ol ojukES] A= PBY

=4
T

¥ vIE vlEo] 2006% 79601 201213 28% % F7het
of, WlE o 0.2 431 50091 Ul A 4% 600 o.® 61
ol guf ke S7E. FEE A 2001d PBYES
B olF AA o 1%k 330 Sl Dok ofolHE ]
HotaL glow, A vl & PR vl e @
oF 26%5 AAehaL Qlth. XHREE oAl A wEe

PB/Fo] dA wi&

ollA A= HlFol
o]

ST
AR,

S A oldat 2] o,
A S ThFe 9oz gsa gl olH 3

L

HaL glen,

51l

l_,

FEQA S ApdsA A
ol

] ol= z]gk
2 9 g3 A

P My |

2
"= 1o yo

)
Hir
o

—‘ﬂllo
L 4y 2T

=
= r_&
2
o
oft
'S
2

oM

S8

Lo
ox
o

° (o
fr

>~

N

R

o,
Ut o
o g

(2 oy B
ce
4y X
N Mg =
R
Rl %C o

i ol
s

o,

LA A )

R U &)

)

LA
™
i
'S

<

AFE

MU e

4 o

fo 1 ox N 2L
3

e Ho rr 2
f[rt
[e]

o —

%

R0
By
rH
o

B A A AN
oo 0K
Hob (o o
§ ) )
R )
ot

A
o

(e
N
il
>,

>,
)

>
ol
oty

u
>,
>~
> =
o

FLPE-TAY 5O, GSHHL

Lo
ol
i)
(o
t
o
ofit I
e -
__)..(_r”
|z
e
(r
i
>
BN
2
__)li_r“

|z
=
[t
o
=)
2

m oo
gxﬁ

fd
=2

o

i

fitl

-
- N
N 4~
- il
Ese
S% 4
o ==
s2 8
E Of
i)
2 =)
o R
i) |

of

%

fu}

ot

oft

EY
BN
s
__);I_r“
[z
=
(r
ot o

ox
tlo

4 10
i
2
~
Eh)
2
e
o
b

Loy
~
I
HE
)
=&
[z
e
[
N
N

12
off
(o
il
ol
5
v
[>
o,
o
o
=2,
rir
kA
ﬂll H
o

= -
R

fass
=
o
IS
—
&

b ATSoth aE)al fE5AA HAse

M D=0l gt Maein

AW=(PB : private brand)= thaEael4,

160 | The Journal of Digital Policy & Management 2013 Aug; 11(8): 159-173



The Effects of Private Brand Value on Brand Trust, Brand Attitude and Brand Loyalty

2 et AEs 719, At
AAA 4011*1 st Al
A7} AES st ZA e
31‘3}04 HE FegAd FEAA A
Z(NB : national brand)9}= T
FEAA7F 2FAE 7HA
Aot Au| =5 2l
] o] NBA|E Bt 7F

n)-- A skl ZHAgu] Fdel tigk A7t P
SFobr] FujEo] 2 defel71%= vk et
HZo B71EZTH F8H07] T Ao wishe} srm|t]o]
thEek mjAle] 5o s fE

—OiL’ R % 4z dl
rr Jlﬂ ju}TH %o, =
NUNS O T
e

o :10 1_)\] 11}{e3
B H;l off x@ -z
fr e e

RAO)
rrua I

31 i

o u{m ;m

)
o

s

fa

e

LAY
i,
N
)
N
)
)
lo,
1>
oX,
[z
=
(r
N
R
Lo
fuj
b

o rg%
f
rir
Y
BN
2
2
L o
lo

® H oz =

lﬂ lE F-% i Ol'm
R O)

l-Oil

k1

o,

rJ

ue i
:C‘>l=
> o
N
&
)

F o
i
>
&
)
)
R
)
R

>
o
oz .
off
o
fo
r [

]x] g =7 x]
83 AHjARE
Hert A, B
Ell= Sk o} 19} T

@

=N

N

8

-3

10

m oo‘ r_>L

)
[
ofje
o,
f1

gﬁ%ﬂ
oy

FleH411(46

2.2 HilE Jix|9| Jigat &4
SE2qA47F aF o Bat JFX|(brand value)E
AE37] eI e AR A4 sHE 7EA] 7 FlIX

& A3l sherslok mz% St 5, #850

@ A8 stojslol B,

7HAE BAEe] AlFolu AH 25 F3l 7]dshe
olojo|u} Felg oJwlsln, o= AH|aHEe] FHlE A
A=t glolA 7HART o F23 29low zhgair}
[371[571.

ZEA el tiet i golek FAel ek AE 1Eet
FHABHA % 8

AgYs] o} gA|vk dubz o 2 A Eolr} Ayl
20 FA 1 AFIG MHAE Q7] S8 A&
MR AFHZEe] AEaEA dejsta qlth
[31019]. 7kl gk e eHAsoel ukel thslA 4
9= a1 91+=4], Bolton and Drew(1991)& A2+
AR Ao e THA oL Fej R R g5et
17} 3 A ABE u)gol] 3 5] ojv]E o]
, Randall and Senior(1996)+= H]7F4 % H]-8-21

194 u]g7kA] 283 Adoez 4oste]

74 43 FAA Keller(1993)& Eﬁ‘:
F9 A9 7HE FFata e JAFA el Wi
= Bal= 74A7F GrEolof grta st

SESET R TEREER

-
oft
(o
t
AN e
=
il >
o
Twde
o T
b e
A o ol
o X o fo
oZ o rr F%ﬂ rir
N
2 W
0 0y Ny oo

(o o
it
SE 3O
o

71Ee] ATE H}F)foi & 714 82U
Al 74 217HA 7 F4E 3 9910
A, ARA, AL A A EH 891s
AU, F4, AAA, AH8lA 713 e
Az o 7HA4 80 9 g Ao A
A& TE Wang et al.(2004)2 4 7px] 9} a1 247 of
Tt AellA 715 A 74, AREA 7R, A T S
o] 37kA] Adog 31921, Holbrook(2006)2 7}
A5 deagA, BAFAA A gelzta Mdge]
& ki, AAA 71, A A TER), g 7R, ol

7H] So& AAETE 28] 3 Sanchez et al.(2006)=

The Journal of Digital Policy & Management | 161



o
il
o
‘

ol
)
N
L

IREEC RS LS REEEE

7158 M, ARAQE A 15H A,
74, A9 71558 s 44 H 71

GO RIS, P00 3

>
il
1o

¢
nﬁi

2
N
-
o

3
=
=
49 75
3
Ea

R

)

)

N

)

E

;li

&

12

=

J

ol

Okﬂ

1o

ol

1o

of

OSL'

oy
rox x

o

M X
ol
o
&

(e}
o
o WUy

Ay, olela g
FEREE R

N
-
]

ol
N

4y B
%é“_\

2.3 HIl= Al | | 7H'—='I'_|- xx-l
A1 Zo] th3t Ao A Garbarino & Jonhson(1999)
3| Aol djst AlglE x4 ]*1 Al E = Au] o] F4o
L} 2o digk ;] grloletar o, Croshy et al.
(190)2 A& A s|AzE 9] 71490 B4

of ol =E YET Aok WAL == Holeka
gk olsh o] Az vighe] FrRolE % nAFHE
o ogﬁot% v, ghoapst ot kel 471491 9
1 Fas 982

_‘i"/ﬂh ’\]E](brand trust)= 4

A 715E T ) AR GAMEA sk
ox] HAHES] FEo ofEsh= Aoz ot 4= )
S Aojtilel. EAHE AE B8 e Ad s,
2RSS 2E50] AlFEHE BiEe 9Esty] wiol
A3 35 st A9 AAAA] BAE A7) 554
& AAA FUHAL Sk olH gk Wt A & B
e e vkl Balse| s e ek Y
=7 Falolgta & 4 9lon, B Al=e Ao}
719 7rol BAFAEE Hd vie- Fag g 283}
A E Flot}. a8l BAE 212= 7149 Algolvt Al
H|2~5 A sta & Fo o Bzl dis) Rl FA
= oA, BAE AEE Pugd e HESAE
of TAZE ivkar F48trt ol B A7t 2 5
A FALE AAse F23 AAadlolgln Ao}
I A& Folt)

A A3 #EE A9 Dony and Cannon
(197 AHAE, JAAE, AL, A& ToO=
2489 2™, Morgan and Hunt(1994)& 28, 1%
Y aAYGA e 18, aAEY L&A, 1

o 45, A MU~ AT T :
2] a2 Chaudhuri & Holbrook(2001) -3— A, DS FAE
A o FHom At oY MPATES
oz B Ao #d AFEdd A= Dony and
Cannon(1997), Morgan and Hunt(1994), Chaudhuri &
Holbrook(2001) 59| ATolA AME-H SHFEES F
= sgsn Q.

4 Hee EfEQ| JiEnt £H
e gk 2R|RHES] HEHA R
= E%(brand attitude)©= B2 ;=M 722 AH|
o 7]27F ¥ JidolvH23]. o] At

| 4]+= Fishbein and Ajzen(1980), Assael(1995) 5
o] = HEE SAO digte] o4 22 HE
Ao A A Wt &nH|AES] A Folet
i gom, D}?}%@.'ﬂ ZwoX= Chaudhuri and

o 21747, 63545 5o

A AlF B FAE 507 HillE gEs Ao}

ik

BAE fref sige] gdadd A9 ofd it
o ] Moz XA To)H/ Mo FAH/
FAA oz WS Yehels dsrd Afgelgta
B7] ufite] BAE x| g 242 1 giide] ois)
A A4S THA AL Folg- oY S 5o H -]
DAY 53 22 HHE s Aoz & 4 uias]
A Al vz ke Be A Bil=
Bifel gk S oA H5E fes Womy =
535 Wrkete vluA S B R BiE MaER
274 9t

vl Bl =42 Barta and Ahtola(1990)7} 7§23t
710101, o] %= Holbrook and Hirschman (1982)
o] Atet TAE FE3A Karh= HollA o] 2AQ
MdE Aarlel FAdsivte vjas wdrHell11l.

oss et al.(2003)2 A|EFHFER

2
o
o
il
=
mn:
r°"
}I_',
i
2 B
S
—
&
0,
Q@
frtl
lUi il
lﬂ
U’

44 A0z PEE wrz}%
N Fugk

162 | The Journal of Digital Policy & Management 2013 Aug; 11(8): 159-173



A oo e} 3, Mittal and

ALk Lassar(1998)+= A%, Lee and Cunningham(2001)

[e)

y

Gerpott et al.(2001)

Tl A Bruton et al.(1998)2]

The Effects of Private Brand Value on Brand Trust, Brand Attitude and Brand Loyalty

KX
A

AHgsta

©
=

A
=

0

X
Nr

ol

)l

ol 7}

fug!

=, Dick and

Basu(1994)= $4%=5 Adstir 54 At

_g]

)

, Voss et al.(2003

™

g

o]

4

w

o} 283 Chaudhuri(1999)+ =

stef o]

S

2

o)

Ndez ot

L

L

3

I3

E

Macintosh and Lockshin(1997)& 1749] g%, A] J-of
i -

Rl =

o}, we}

39

T A AFdAeld FRE F

I
0

%0
7
=
K

60

oo

_(‘i>_
YATAE B

A=

of o

1

3
o}

3tSit.

S

o
47
Artitude

AT FEUA BA=S 7Rt
Brand Value
Emotional
Value
Functional
Value

=

e aL

=
=

1 el

olar ArH12](31][39][44].

T
=
=

A

O
i

ol e} o
b= 7ides o}

°

Lol & = gleHi12l s

1 Aeojw

-
=

N

[Fig. 1] The Conceptual Model of the study
The Journal of Digital Policy & Management | 163

o, F2 20)ze] na

L

Apolol A &= A
o]

=

=

ol b

A7
A

-
=N

R

].

L

L

[

ol 31014

PN
T



3.1.2 7HEMH
1) BHE 7Ex]ef BHAE 413
N A K

e 7hxo) gt 03_?- Keller(1993)+= HA=

7} I%A o4y 7M1 E $Eta de JFA el wE
o o] 3 BA= 7}z1 7} 37 }540101: m st
ek ol BAE Jpx|9] A 84 e Atel|A]

Sweeney and Soutar(2001)& 4H ]X]—«] ]7—, 7H]
=74& el 715 A0, F4), 84, AR 7 5
A ]] 7HA 8R1ES AAISFA T 13] UA] o] &
2 217l 4 Wang et al.(2004), Sanchez et al. (2006), 7
F(2000) SO AYATE g o R BllE JHXE 2
A 74|, ARSI A THA, 715 VA TR T E g
o wg HAlE ZEX|7F BT Aol JES v
A Folgal & F g7] W&ol vhe 2 AT
el

-

7P 1 e A BRlEe] 7R 7E BlE Ao 4
(9] dFE = Aotk

7Hd 1-1 1 fE A BelEe] AR HdE
Ao A+ 9FE = 3leltk

74 1-2 1 SEQA BAES] AFE] A7 BAE
Ao A+ 4TS = 3leltk

744 1-3 1 §EQA BAES 7)5AIA7 BAE
A A(+)e] dFe = el

9) Bt 71x9} Bes g%

7HE vk A ol 22341 A 0. 7kA]7F 1A
o] ol FFE nAths SWA Aoy, 97,

e, B, F] S W Edehs e deR
' ‘E‘r[38] H AT 7} A)Rle] A zpgel] met
thEA AR = FHARL AWdol7] Wil A7
o] rh= AL ojulsh, o] Bzl tid 17
o F4H F2 FAA Hime dFE v H F AL
olmlahiz Floltk, FF S(2011), $942010) T2 A
g Aol Bl 7px7F Bl e f-2ol%el

O o

ZEE .
b oleld 9T ATE B f54) B
A7} BAE e o2 s

1 0g ge ATsbEe A

7 20 HE A BAEe 717 HAE gk (+)
o] Jgs & Aotk

7 2-1 0 §5A Bilse gAHIA 7 Bis
glo] (1)) 4 & otk

71 2-2 1 FEAA BiEe AR YRR Bills
glo] A(+)e] 4 & otk

7Hd 2-3 1 f5A Bi=e VA A7 Bas
Blo] (1)) 4 & otk

4

s =«
2R Moorman et al.(1993),
Morgan and Hunt(1994) Y A= Al Adel
oA BTt A E 9] TS YERAL th BAE A
o} ras groke] #A] B3 ATl ol
(2009)= se7|]le] Bl 74, Aeld A4, Al B
e B 7he] FRATA ] ek A4 BAE Al
b B gxof fofsh gS nHhaL ghloH

E}E‘r/ﬂ FedA BH=e] AF7F HRE gk

7P 31 fEQA Bd= A

%
(19 &&= Aotk

4) BAE AFs BAS FHE

Fojzpst ol gre) A v 3
A3k glow], dwHom N tE
AN DAFRE VA Gl e AT

%’—%Olﬂ}. ﬁsmww A 3 Chow

=

=5 EFHE 2= A]Qg} 2d= z/ﬂ
T-oll 4, Chaudhuri and Holbrook(ZOOl
T et B EZ A= AT Ak

wzwﬂ ban SAEE Ao 3

164 | The Journal of Digital Policy & Management 2013 Aug; 11(8): 159-173



The Effects of Private Brand Value on Brand Trust, Brand Attitude and Brand Loyalty

el @479 ¢ Qvta B, Hal= AlFrt 5
= FAR dgE wxitka skl

b B Apo s Bd A Bals AR
of A FFLAI Ak By o 2 AT
7HdE At

W 4 HEEA BARES A7t HaiRE Sk

A1) dFE = Aotk

2!
Eﬂ%%
I gled], Yt
o ALA dH A, 24, BFF 5 A TR
TG BE v A
a7} 91t} Chaudhuri and Holbrook(2001)& &A%<l
BRE g urt Bls FAE AAE A A F
b 7, Fd 5ol 43S wAA "via shlon,
Morgan and Hunt(1994), Doney and Cannon(1997)&-2
Ao BAE B} ghEaA Sehd HAs o)
ek Gal 59949 Hies S dva %D}

kA ol ATES
7]- Hd= Z/HL:_

o] B =EAE

3.2.1 HHE J}%|

7= AR C] Aoy Au|aE FE 7Idsks
oljoji} B ow|st= Zlo]7] wie] fFEYA Bl
L9 7HA= &ML iAo 2 FEHA Balse] B
ot o]Qolu} FHolgtar & < 9l HAE FHAE
Sweeny and Soutar(2001), Wang et al.(2004), Sanchez
et al.(2006), HF(2009), &% 4(2010) 5o Haya+

s Bl 7 THRLE

o)
ITo
H

2
B

I

U\I
O_u
)
>
=
)
N
olr
a2
N
s
R0

3.2.2 Ea= Az
BAE AlFE 2HAEY Bz g8 K=
o WS grlolgta & 4 glon, Bl AFE 54

371 98l Morgan and Hunt(1994), Dony and
Cannon(1997), Chaudhari & Holbrook(2001), Johnson
and Grayson(2005), Kennedy et al.(2001), Sirdeshmukh
et al.(2002), Roman(2003), Roman & Ruiz(2005) 52| <4
TE vy o =45ES 67 Ego g FASIT

3.2.3 HHiE Ef=

RS dmis ofd vhdelt ofelriolel distel )
Qo] AEAoR a9 o4 F2 u|5o4el <l
XA 7}, A =g D P rdekeletal stk oA
A 2 AYPATES BEUE LHRF 93 A &
SQA BA=9] AEo|Y Auze i 7HA= T4
2 B4 oo Fitolgta & 4= Qv whEhA] B
= =S =43517] Yal Kotler(1996), Chaudhury and

Holbrook(2001), Grace and O'Cass(2005), 473 41(2010)
T AYAFE nigo R SAHTYE 5/ TFoE

gasiek

&Aoo FujsiE s g ]
Azske Aggta & ¢ Jdok 2d= SAEE Dick

and Basu(19%),
Sirdeshmukh et al.(2002)
o2 FAE

Macintosh and  Locksin(1997),
5o A7E e 671¢]

E%Eﬂ iﬂlx}%% ﬂ%&zi BE 74, BdE 2
g B HE Bas AT Sk BEAS HES
1z} g
4. MEH M3t Zot

4.1 ZAHEA 12t SEX EY

P

AFEAE SEUA Hase) K9 naE A9

The Journal of Digital Policy & Management | 165



WA GARA =

]

By

1]

°©

171 ]

9

]

3lo
R

[}

=

g

Ehd:

]

.
=

ELR

i

olulEe] ofrhE W AE Aoy, Feuhee)
g]

v, GSelEle

e

il

Cronbac
84
836
876

NEER

N 8oz R

L

L
%

Cumul
ative
31.202
75222

2325 | 56.326

=
Eigen
value
6.235
1.167

o

]

R

824
765
731
689
852
822
768
715
825
776
%6
673

A 7t

Load.

Factor

o

L

o ARl Bl 7HA

7H], 7]
Analysis(1)
items
SV3
SV1
SV2
SV4
EV4
EV3
EV1
EV2
FVl
FVv2
Fv4
FV3

3l

Factor
Social
Value
Emotional
Value
Value

(Table 2) Reliability and Exploratory Factor
Functional

<Table 2>%} <Table 3>°ll4] yept uls}
= 5 I a9ow FEFATEH

SHI

9

.0

ee!
383
61.7
23.1
411
24.8
11.0
20.6
7.8
376
26.6
74
5.7
29.0
10.3
9.6
100

5]
=

Percent(%)

=
K3

|

\=]
A

A
Frequency

108
174
116
70
31

22
106
21

16
73
82
29
27
282

Male
Female
20-29
30-39
40-49
50+
business person
tech. specialist
housewife
student
others
1-2 million
2-3 million
3-4 million
llion won +

under 1 million
4-5 million

5 mi
Total

Class

(Table 1) Demographics of respondents

Gender
Age
Occupation
Average
monthly
Income

AMOS 180% ©]

o)

100
ol 7

<)
b

o)

—

Nfo

ﬂ_mo
Ak
fvze]

X
N

o)
i

INE

Ak, A, ek
Ab) gro] 700601 0.2 7] L}

i
=)

FA4=(Cronbach’s a)ollA]

5 Bl 08o)d ez et weba HE

1

A
!

1

u

FAE 22la A4

o

QTR Yo PG o)
A

166 | The Journal of Digital Policy & Management 2013 Aug; 11(8): 159-173

‘?4



The Effects of Private Brand Value on Brand Trust, Brand Attitude and Brand Loyalty

pou)
(o

2
gk

g

rlo o

E o

i 3o

oh el olst o] HokE @915
e

W37 918 S AHgHh

o
=N

>~
na

(Table 3) Reliability and Exploratory Factor

Analysis(2)

. Factor Eigen |Cumulativ|Cronbach’s
Factor Items Load. value e% a
Brand BA2 874

BA3 778 o=

7.252 47.391 861

Attitude BA4 682

BA1 .539

BT1 813
Brand BT3 .308

BT4 7163 3.722 53.567 813
Trust BT2 726

BT5 545
Brand BL1 856

B2 58 1m0 | 0% | s
Loyalty

BT3 523

o 2 = YEER AMEA /b B
de 2], BAE FAE FoA ZF 15 AAFE
th 2 EES T SEIEE O AT 2
2 QolEA A3bE <Table 4>9F 2t} HFEA e
AT F71EE QAR OFAT = AR ey

423 EtZd 2N

A QAEAS & Fof|, dAAPA 0]l AFE 7
221E Alole] el HFETAS HS3] ¢
3 Aol T A AA ] SAHRYS B4
shoich Selg A5S 47 e dTag tele
ZAQ A glo] A&t Zol7t YA E B A
o7 o5 93 AuIAE A% A3} <Table 5>
2ol 7 AMFE ko] AARAI} BAHoR BT Fo
3 Qo Uehyth ol ARy y A sl A] A
Al s 7he] T weke dXEE 3o g YER
o} 28)al AAAS WE(O matrix) S E3) 95% A FF

(Table 4) The Results of Confirmatory Factor Analysis

Construct before CEAJ fter CFA 1 o AGrr | RuisR NFI X P
items N | items N
Emotional Value 4 4 974 943 028 972 8.053 015
Brand Value Social Value 4 3 1 - - 1 - -
Functional Value 4 4 943 904 022 913 4.233 016
Brand Trust | Trust/Honesty/Belief 5 4 932 932 030 953 9.603 006
Brand Attitude| Goodwill/Affinity 4 4 952 945 019 947 1435 483
Brand Loyalty Recommendation/ 4 3 1 B B 1 B B
Repurchase

(Table 5) Summary Statistics and Correlation Matrix

Correlation Matrix
1 2 3 4 5 6
1. emotional value 1.000
2. social value .285% 1.000
3. fuctional value 24T+ 297 1.000
4. brand trust 423 3435 AT3x 1.000
5. brand attitude A5k S8k 3865k D8k 1.000
6. brand loyalty 328k A9 396 AT6x 657 1.000
Composite Reliability 863 866 813 759 839 727
Cronbach's a 836 896 876 354 861 932
Average Variance Extracted 576 654 522 623 577 534
(AVE)

X=154.629(d.f=87, p=.032), GFI=.943, AGFI=.884, NFI=.869, CFI=.904, RMR=.025,

% 1 p<05, = p<0l,
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[Fig. 21 The Structual Equation Model Results
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Results
supporting
supporting
supporting
supporting
supporting
supporting
supporting
supporting

supporting
not supporting

partly supporting

CR
3673
1.293
2574
4.268
2.632
4592
2939
2.012
4.282

SE
075
225
129
116
126
072

092

Estimate
357
551
232
425
342
309

Structure Paths
Brand Value — Brand Trust

(Table 6> Summary of Results: Hypothesis Testing of Main Effect
Emotional Value — Brand Trust

Social Value — Brand Trust
Social Value — Brand Attitude
Functional Value — Brand Attitude

Functional Value — Brand Trust
Brand Value — Brand Attitude

Emotional Value — Brand Attitude
Brand Trust — Brand Attitude
Brand Trust — Brand Loyalty

Brand Attitude — Brand Loyalty

* CR-values greater than 1.96 are significant

Hl-1

H1-2

H1-3
H2

H2-1

H2-1

H2-1
H3
H4
0

H1
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