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Abstract The purpose of this study was to identify the causal relationship between the brand, the brand
equity and brand equity of a tourist destination. The effect of love mark on self identification is that the
relationship between love mark performance and self-identification time is significant, and that of love mark is
in the order of self identification. Trust mark of love mark has a significant relationship with self
identification. The relationship between brand intimacy and brand quality and the relationship between trust and
brand quality were significant in relation to the brand mark, but brand mark was not significant. In addition, in
the relationship between brand value and love-mark, there is a significant relationship between performance and
brand value, relationship between intimacy and brand value, and performance is not significant in brand value.
There was a significant relationship between gender and behavioral intention. The relationship between gender
identity and behavioral intention was positively related to brand equity.
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(Table 3) Exploratory factor & Reliability analysis
of brand equity
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(Table 6) Effect of the Love—Mark on Brand quality

DV v B S. E B t p
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quality
Trust 315 062 062 5079 000
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(Table 7) Effect of the Love—Mark on Brand Value
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