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ABSTRACT

In this study, consumer to use digital media is investigated on media engagement, Brand Attachment, Brand
Relations Affect and Brand Loyalty of relation. also analyzing the mediating effect of brand relations affect and brand
influence in the relationship between media engagement and brand attachment step has its purpose. Data analysis
result showed that media engagement is significant effect on Brand Relations Affect and Brand Attachment, Brand
relations Affect and Brand Attachment is significantly effected on the brand loyalty. And mediating Effect of brand
Relation Affect was investigated by adjusting role between media engagement and brand attachment. Media
engagement and brand relations, the influence of the brand attachment, brand relations affect has a greater effect.
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Table. 2 Exploratory factor analysis of the variables

Table. 3 Correlation Analysis

variables 1 2 3 4 (e media Brafld Brand Brand
ch's a Relations
engagement Aff Attachment | Loyalty
MENI1| .825 | 230 | .079 | .104 ect
media | MEN2| 803 | IS8 | 139 | 178 | .o media 1
engagement| MEN3| .787 | 206 | .035 | .005 | ° engage (0.000)
MEN4| .724 | 063 | .108 | 210 ment 176.297
BAFI1| .103 | .761 | 276 | .130 Brand 0.452 1
Brand | BAF2| 147 | 681 | 039 | 013 Relation |  (0.000) (0.000)
Relation | BAF3| 238 | 656 | 199 | 142 | o Affect 71.614 142.244
Affect | BAFS| 130 | 655 | 312 | 158 Brend 4 =Y )
BAF7/ .335 | .616 | .032 | .209 Attach | (0.000) | (0.000) | (0.000)
BAF8| 006 | .523 | 322 | 332 ment 57.841 96.734 | 192.786
BATI| .029 | .155 | .821. | .128 . 107 590 S5 )
Brand | BAT2| 055 | 242 | 805 | 132 | . pran 0.000) 0.000) ©0000) | (0.000)
Attachment | BAT3 | .152 | .430 | .700 | .138 valty | s 92,590 101409 | 173.303
BAT4| 205 | .139 | .619 | .309
MEAN 5.552 3.227 2.383 3.144
BLO1| .186 | .103 | 267 | .779
Brand | BLO2| 086 | .223 | 013 | 736 | _ S.D 721 647 754 715
Lovaliy | BLOS| 100 | 0 | 300 | 9 *IEQFO] ghe AAIS, foleh, Al AR
- : - : A 0.01 $2(FE) ol A -2l
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Table. 4 Hierarchica Mediated regression analysis of
Brand Relations Affect

Stepl : media engagement — Brand Relations Affect
Unstandardized | standardized
Coefficients Coefficients .
Independent Std t Sig
B Error [(beta)
(Constant) | .972 244 - 3.983 | .000
media 406 | .044 452 9322 | .000
engagement
R*=.205, D-W=.575, F=86.897, Sig=.000
Step2 : media engagement — Brand Attachment
Unstandardized | standardized
Coefficients Coefficients .
Independent St t Sig
B Error [(beta)
(Constant) | .562 302 - 1.858 | .064
media 328 | 054 314 6.075 | .000
engagement
R?=.341, D-W=717, F=36.904, Sig=.000
Step3 : media engagement, Brand Relations Affect —
Brand Attachment
Unstandardized | standardized
Coefficients Coefficients .
Independent S t Sig
B Error [(beta)
(Constant) | -.067 | .264 - -.254 | .800
media 065 | .052 062 1.260 | .209
engagement
Brand
Relations .647 .058 .556 11.242| .000
Affect
R?=.344, D-W=.612, F=88.486, Sig=.000
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