HIMEA T 133 HM6Z (ERH603)
Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.13 No.6 pp.1-14

OIS HAE gE8 33 Sa7|el
HHE HEM TH0 OF A7

el dhE wast Anvh AR SEEEA PR FFL A aRlAES WEe Tiste A geEd 244 S
A AEAl WS A 4 vk B 7199 M E HES 7 vl SAS T o] 7 Zeuds w4 Sl
G ¥ s AEdhedl freetEE WA gkl W BAE V1eojof & Zlojth

o ATE AYATE IO BEYS UE AT AR OE HES A wEs AR SHCRAM, AHke] Ty %Oﬂ <
&3 F71E Fojske AR duUs Avsts )l o® st I3 FA471YY BAE BEAY TEUSS AR AR
HEA e AIAAE A e gobrly, EATEY BEEds 2ARe] WEAe AL hdskslon, ol#A ﬁﬂ%
O R ATEGEE At viAlY wAE 28 5 471909 BAE HEA TEI S ARSIt YR shelakd S 71Ed
TEY S et Amdd A9 2nAE A sEol el wel st AEdd HEdS $E94 Usd sE) st
B4 (494 sl ow ek, HAETE WEde AP (34 eIt A5 (e sE) ow 7R

BAE PEY TEYSS TS 2ok A, AF LS ol&dte otk w2 FH, $5E tAR], AALETF oA BEsti 59
Zolm 553 A9 HAEE Fa WEAds AL 5 3k A, /M e0ls ol8shs Zlolth AHAE WEe WRROE QA
= A%l loerg AFY 7S UF WA Adchs AL WEAS AT Aok A, frEecls ol &z Aotk AR #F
Aes Tl anAelA WEAY BT e AAATIE Aol adtdelr), e, HEHAt AR g B71E 2Askoof
gt vlA, $21890S ol8dhs Zolth A} Fare] Wo] mEESE WRHA=] ta 3929 HRE et PEde =7
At AAFAL LA WEA A7) BAE G vIRIth oA, 71958S ol &ahs Zlolth AlFel did AnAe] Hrk=
AFSAERT ohde} T AES SeR 7Rl Z1gelnH el GFs weth EATE Fastd 12 V9%, 3 VgEes
B3 BEAS ALY F Sk 7199 FE wol7] AT ANFEY dAst Tk o R ATehd H83 AAEE 28 5 9
ot 7105 el glo] 1** 94 1311?_74]%}%94 FEE TN ofo] ZAA WHTAEEY HHk Fosth A9 TS &
Sl Ql vHAEAZS s Y F2 wA (B F rHAEAES FRste] FAFO RN HAES]

. M2 e 2HAe AE AAL T3, 2011). ol w2t
gl digh e anprh Ak diFstEEA HERAs
2ol AU e AR AR B opjey sy e RS ] STksha S8, AR
L pid LU 4 R =1 O]:i:)‘]'ﬂ] tﬂﬁ—é‘]‘ﬂ O]oi HS’I}\]X]__Q_ '__L/\q;(}.—s—]_i O]];]_
A998 AdsE 15 M ok BE anggs o) VT AU A ] gw g me st o
it Sl LSO} o), Ao} Aulael s o SIS BEE Aachs olfi W) 22 5
R = = -
A= 719 QA= uqz/ﬂo] T QAES Holsto] H5% A7 wgolth ¥ES AulAelA =94, A2l
— A== = ~
O]E Zﬂ 1_ 2~ 0] H}o o O]—O%O]: ‘6]—]:}- é%}—% % f’: %E} BE@ 7](§9’] ?:]78—01]}\1}\_:‘ Ué%% 7]—2—_‘1
T m»T o —é‘ = hva -
/“ﬂ Oa}joﬂ}\i A 4 ]_ ] :[LHHO]—L: 749_ U;d7]—']u}-o] ]7:1'%]75]1?1 ’—T}é’% 7]'X]——11 9;1]\01 7]'2:]1 iﬁ]“]%*—% T% Z[: 9}
) K AT E= il 9—]5‘]-3: }_]jva__)\;‘g.é.]_l_;[ﬂ Oﬂg]_ﬂr
R i s L BN A
4, 2017). Ajrtale] SojAmAl Ajele] Ao ot 2] FH, AFS ARHA £ YA BASE g¥A] orp,
L caEAE AES Tk o) by HatE Tojs:
Surks 33 Al e P HREAE 2a
* 2 AT 20169% sk AT A9 wok SaEgle
= Zhg sty 2 U Y 1<, topl @kangnam.ac.kr
F1ud: 2018-11-26 - Y 2018-12-14 - AAEEYD: 2018-12-25



aEgEy AR V9ES A TSI
M&A)S E314 FJBA=S B ias S
t} a9 gudo® F47|9e 9oy R, ReAd

of |z
2
-z
bt

— ﬂHE
_‘
ok,
o,
Hu)

G oleka @5 AAlIA 990%e] WES AXsE g (7
QP & A7) B FLAAEE BHAA Y
[e]

4
SRSl $U NS HET 5 UL Sl

2.1 MIA AIE

2018'd 62 HRo)E FRHE AA 100th FE NAHGS
W HTHEEC)E FEH, 2018.63). 719 20161 37
dx 7lFe® AAEger, 100th 795 F owEe
2,1709) 2] FEAh AT oF/alde] 3g/jALRA 7HE
Woka I thE HAYAIAZE 3UNARCH, sgE/(1L
D, HEIE HENAD, 7 AIA 2971 D] ol STt

191 Folug-dA-E7te-nta AlolFAs 9 HAEE
H{3E Folnlg Hof| ddlAl 1F (LVMH)®Ith. LVMH L&
& HE 2349 2 E 7153tk

291 olAE] 2u-wlolglu| A Sy 2RE-opit 59
HASE B35 AERY HAYYZEA uES 118Y &
gojt}. M HAEE HH5 7k ooyt 247MALE
71 wekow, ml=e 1370, o] 1070, TR T
o] Z+ 97ll, 52 57N, AHULE MR 1 HE otk

<a¥ oA B urgl o), AlAl PEAE 2014~ 2016

AFTT7HE 3.9%, woldnkE 8.8%0l Bk wH
Aot} 18y 9RolE F2HM e ¥FE (Luxury Goods)
WAz FEE Bdse X5e o] 9o, theket 9F2
W= 7HHE A staAt g

T o e

Composite year-over- 5 T Composite
year Top 100 luxury 4 ‘ return on
goods sales growth y assets

FY2014-16
Compound annual
growth rate in luxury
goods sales
Economic
concentration 3 9%

.

of Top 10

47.2%

Minimum sales
required to be on

Top 100 list
Composite
Composite U 5521 1 asset !Erncver
net profit margin mi"ion

8.8%

A2 ER0|E S 2Y, MANM
<JE 1> MA HEAHS FX|ES

24 2= A" I59 JEEHsd 2Ed 2018
AAE dEsH= 1000 BAE 7] FAL 2% 1539 i
2 49 oy 77% AdFs AoE YehThRIE EAE,
2018.10.4). °NZ3} FZo] 6d A 1, 295 AXE 7k,
ofulEo] 392 TOP3Yl| HExZ ZHIsiGi=u, 53] ofnfE
56%2] 7HE & BAE 7R AAES Bl

S s ZoAe MRy, ddiRbsal, 7)okt
A9t AR Addinl 6% et 5989 9 2
o] HYE JHAZ 695 Aol ofAlop o] HAE z}
Y= A dAdabEare BAE k= Ad e 3% A
ZFet 1359 3500%F 2 olH 36915 AHA Tk

7oA s AR 4% A, 699 25005 g o] BUE pA =
71809l o15-S S3th 2018 HIAE Z2W HYzo] o]F
S &9 S HUE9] Thx] T 8039 sHNE gl A
| b 5.5% AZPoH nx, 59, &, Zekre] ofo] 5
Slel ARk, g olgE]of, Ul Es} 3 oAl WA
B BAEE Hista gtk dFHEE HasEAst
AsAE Abo]l AA| HAE 7px 9] HNkS ApH|Epglon], o
A Akslo] 42%2] 71 & A Rol AEdt dRE 2
o] EAARe WE o] &gl

<E >2 A F2 BiTe] 7AE Btk #5 Qo
A= AU RS 2017952 <=9o)t

<ZE 1> M7 T2 =21E9| 7%

78 HHE 7R G oy SEE
s 2144280002128 16%
32 15558001/ 10
ojapE 1007264001212 56%
N EEES 92721500012 16%
I7kEa 863410002 -5
E#x} 59800002+ -3
CRE} 534214000t =23
o2 M| AR 48610002 2
i ES 3 45116800212 6%
medc 4342117002122 5
ale Rt 135203500212 *x
ZI0IRESEL 6921250012t 33

AN

2 Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.13 No.6



OFIg DA

zgot

=

ot FATYS 2HE FFY A= gt 2

T Aolal] witell AAATe] sel AlFstolof & 4
olty. 71 FelA B 7HAE HFe 2k
T 2018 el WEHAD S 7 FEHE
A7sto] Mu Pt FoldR 9l S an|AE A E o]}
BT st 7|z22AMe Anjap 2lAR], ")
F7He AA 2018 thevl=r YEBA= S Ak

1
. : o0 s H =
i 0 1 =
e
rarkiann| 20,
e FIRE = wi SERH
o . E? KAD
FRAE fzzeT ':a?::-_... ‘ e E‘?i—!ﬂi— KB Y=Y
i BIREA i e ES
oy iR S HRESE J i <3y AuaR e e pEzesd
g
" B L ol
b i |11 reamm | § - FE ] %\:}‘ oH
’ e ab e
o Yatallal | SO i TR o 3ANTIR § e BrER rag3ar
e
AR z
o
SelEntes] HEAIIST
o] snenie |oossasman] o S it2H LA
-, e
Zpyepg | o | @iesnem| SETEC @ CleanUP34
T M TTLY () s L] - pa s ] S
4 = 131 " <l Parasbn - s i)
a3, [ || A TAL00 | e prien e W
7 AL dmg S EAY MLN g EUDSES B e ) W Rey s ]
Akl - _—
x4 = @ T
riviermszer | BT T | s son | widomicisr
[T _M’ — 1 nrmnn el
o e - L = £2cqR08
. - A ImE P .
el LOHAS |manes, | [liADE P
LFLEE ] | LI =3 1 AR At g
;‘ R e -

_—

<38 2> 2018UE BRo| HECUS(HRLHAR)

HEN

ll. (luxuriousness)

3.1 Y2 "

HAZAAT M133 R62 (S2602)

<E 2> 20184Ex B+=29| H
4B 81 AUIXI} 2|10 HAC G 4 Ei!-'ij_

L ———
[T] LS EI-TEL-]
njuE IR e Husy
PRI~ SIETS e ]
EuAsY oA
&an nEgE
g usug AGE 20 5(010|R] BRLIA] troke o2t
L Sl e Porion von Mok Agia Paciic PTELLTD.
R YT Wk L ]
PENH T E A e L T 20
gepEnn BUEUET Ak BaSoIteTY
sRUELSEUAC HEY ak e
FAMu LN ABYEEIY
g R RHPME EOIPAEE
A0 b | faa |
AD|E SETI= EHWOI NHisBPIE
Hg= ETIEES RICHE
o P H 0] ameriosl e |
] MR =0 AlParodonian)  &@8AATIA SRR G0 @A AN T 20|
HPLEN O 10| BAlR HERE
CEEFE] DAl
PN=TTIEN AERnA AT 2404
e S aT0|
W HHGODVAY Bl A 0] WM
S=ER SEsER
RS woe "o
[ PO EI SHEZE
HYISME |2 WERda LmonEEs
GojF AN O 3 FIRSTLAS U
o Ejajy st goAo PEE O} S|l
CiEA7170| MR KIH0LA BICMS LAB)
REEET #8iiSolco) el
BApE 1R 7 40| & 742 ANjETRY
i e HHSHASSUNNETY
SI0IE| M| A E|2Muilo] 00| 0|
R 70| #2| o= 0aiE WaEs UHI2HE
R Wt W2 TR40|
2387 ly A (=] L (=]
TR e Hps
FEn 97y L) MO |5 WO I0R0|
EjO§0|F Aj S R
M &ME 21|
ax .:". h.:jﬁ,,'ir_,, HSH BN
GIOIEEH0] A R4 PensiL [ECE]
Puretieal’s OO T A0
OINERTIS OIHERTE
HHEA| Actve Yangsan YAl
AaHETA B8 510 SN MM MMz
HEATA 54N 847
HEEA Ry ey 2y LYz

i % oY HESY.

WEY APA e cHoluAY o]lFd 1, By ¥
AEe ugthlol solabd, 2018). HE dukAlE I}
t2A 2pastE 48 zha gtk o] Zha 9l o]#dt
352 £Ao] HEAo|t) Keller(1993)= &AL BUl=x)
ko g Aolstal, EFuMNA el Adse EH A
A BAE0] el A dehvte ZoR BHEAS
2w &kal ok Dubois & Duquesne(1993)= WEAS 4H|A
7v WE #HEse] sl deteE FEE9 FA A9
AEE guish= Zox Horh £ AFelde APddTE
7o R WEAE TE AFH APEA R PEe A
WEE A 02N, 2k FuEEe] T F7
£ Folshs A dgS Ashe a9l olgta Aottt

WEAS AteA Afobshg 52 AEAS =ola T
A Ao dlashs g% dFe Awsr] wiel, AnAt
oA 4HA AYL AT T dTE FpHAFA
23}, 2005; Y5210, 2015)



<
=
dakd drsel gl o] Avs = APHoR
F& Aot B SRS NeeheE $Hs wH

(Dubois & Laurent, 1994; Vigneron & Johnson, 1999; 2004). T}

oo AHAE WES APt A ekl #ste]l FAA

B (Leibenstein, 1950), #3}4 B (Dubois & Duquesne,

1993), Ak3]-17-5A18H4 #+5] (Dubois & Laurent, 1993) -l

A A AFEolh

Ul AE 2000 o] Fol] EAHOE QL V)&

ATEL I EZI g wel zHjrEe] o

ofdA Fullsl=rke] WEe

(Koh, 2013; T3], 2011), F7

Edel gt A2 T2 b ATKEAE 9, 2006, H->-

7 9], 2010; Pk, 2014). HE AH|Y =

71€4] (Descriptive)?! AT-2A] S AH|R}E] WEE AH] S E)

£ HolFa glou AFIAlE HEgs] AAEHA

W, ARk WE Asel @k Alg

AHRRe] 74 frgskel 54 A%

wape=t F8akARt Eael o
(e}

- 2
ot
o
=
o2
ol
=
=
ol

o
fol
lo
of
M
e
lo,
=)

2827 ERQAREAA At 7HA =
4 T Ess Aske F2d a”lolth
< Hrlste] JlQle] FAshe 7HA 9 AAA7IE L gtk o
2hA] ggel st bRl A2 dREARL AlEESA R
oflegl 1 AFEEA ol st WEAC s 74 &
o} A A=A BEAE 3 Lis
Ak AFol AH|AE HERA s 549
wat7] flste] 7IEATES WA & AT
Ae1E A BA; S,

WES DA 7154 &) A wEE A Al
sh=dl, 270 HolFe= A4 3lYl (Psychological Benefits)
< ¥ ¥ 52 BAEY M REE o edlott

(Nia & Zaichkowsky, 2000; Vigneron & Johnson, 2004). &}

AR WEYS Bl QoI AFEYS AT
MR AFAYS B APRHOR QS e 2
S FodI & Aoltk oW WEYS AnAe FuH 7
dolvl, BE} ul PES TEHE FoF PEY Q2T 4
g3} 2ol we Hed WES A UL @
ok

NES] AFEOIA BEYY SAe9e HE AFEAo]
23 Qe 4] A A Az erd e

d
T=% 1 ITHDubois & Laurent, 1994; Vigneron
Johnson, 2004; A3, 2003; Hel-7123 2005; YAE 9,
2006; 17, 2013; L5230, 2015).

olgh & o]EF wjAel 7zt WELE JNdstehd,
WEAE AWAEE o8 ApdgE £4 (Attributes)o] ™, A
vzt Al AHeHA Sel (Benefits) S Alsate] Aeld wES
g7 QQlelth abAbE AlFolu AuIAE AnE
wA 28-S A =, g SFAE] AMEAA Al
st &5 avtolm(ubaky, 2002), AlESAe] f2U3
T 7HR17] ZEA o] HK(Keller, 1993).
Nueno & Quelch(1988)= HEE0] TEHOR 71 e
E45 107K (FEA 59, 494, bRl o+
nHAY TR Ak, F2E 9A, 553, gal

o el A )R el Sh<E 35,

-

-

o7Af TIPS
. RZHE T T, AZE S24 R, A2
Leibenstein(1950) A TH|
Zxlox| S RolFAlL CIxiol
=TT O™y OL-—O'L—y —y
N“e”‘(’é‘ag”e"’“ sEAAL Dplel e ek, Z=d o
N, SE8, SN CIxjel, MRS Tt TH]

Vigneron & Johnson | CHOIX|EM: ZEZ AN, 54
(2004) THRIXIEA: Xjot 2, 2ty

Dubois et al.2005) | ==

=
duH AV, St 2018 gY, AEA el
g, XY X9, A=

Ze|o|f : EA= olo[HIE[E|, XIZHEl ZE, 44|
A M=l 7iAZ2(0)

72|20t e, vHeky

IZAE[X] : MFES, Ao} O[0fX| =E

S
(=]

)

ZE, MY, HiERY, AP IS, THR,

08

XA 24212009) | Y, S5, EE, ABIA TR, EXF

7ISH 2y &, 71, CA, o, Felmdl

2R B © VIPAEL, ASRRS]
NEA B SHCRN, SHse

223 2((2010)

T2, SIATIAN SDIA AlDA, E0|5|lAM,
EWS(2015) i o;u'/!j ;l' IIZAT:Doo A0, S0[5]4
LH?‘—AI—oo, E’é =
254 & melE NE2  PEY, gy
(2015; 2016) HIMERE « XM, MEN

AR 2y

18\ Leibenstein(1950)- A28 A1 744, AZ4E &
A 7HA, Ak AREA TR e Al 7S] 77
Z2H|gl #d-lo] Qv Ry 747t @35 Veblen, Snob,
Bandwagon effect® T-23F3iTh I+ HEAH]S] &= i
A FHFolofol e thE 2| A=l A ek 5= 9
ol 38 Zlolth Vigneron & Johnson(1999)< Leibenstein
(1950)9] 7HX 5ol Azkd F4 7HX o) Ak A= 7HA

E
-

4 Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.13 No.6



o
=
om
=]
1>
i
it
oo
re
re
H
ol
P4
=
e
1o
T
[Fo]
In
ol
OHH
o2
-
A4
=2
=
ret
re
-

= MEA F7KeE 5, 1A 7EA e} vQIA THH & st
o] PSCB (Prestige-Secking Consumer Behavior) =32 #] A8k
St} Vigneron & Johnson(2004)ol4+= ©]& F43te] 79054
S AR RE Aoh BPARHIY AL,
AQH AR AARABE BT S5, FAR TR
ataleh. el A LRlelY Y HAS gheledl 248

=

FOE HPAT RS 0|59 ATE 78

<% 3> 7|EATFEY HEY FAHLAE HolFa
13 Vigneron & Johnson(2004)2 AH|AFE 71502 7}
S ol gsy] el Anxt AElE ol f8
Agk 7199 Aol = AR AAES BAE |7 44
ot wheba] UF4 11E(2015; 2016y AFTH HAJoj R
o} AR A= Feojte] wiet WES] RS
Aok <78 33 o] 15 AFEE YEA
& SEHOEA e IAN(ETA FE)oE sk,

A
oA e AEAEE slE) dedelers
sehoz eIt
K 715 e
MERY &4
3| & 4 28y oy
Aaa
HIH E 24
HEN HHERY o=y

W2 94 (Superiority)> U AEY HEHEE 7154

Ao, ntEe] HEE HAFste olf F9 shvke H
T2 U £ FAE Awsta Aol 171 wEolthKeller
1993).

W] 3 (Scarcity)> AHIAFEONAl EE4 £ 4l
Ao AFES HASY 7 Q= A 735 AFer] e
of A (HAIE, 2003), AHAFEC] A 7Eke B AL
7HAs Agte Aatow Qlste] ggE= ZoR, IS
BE AR WEE &8 v 9Es WEidel §

th= AS 9n)3tHDubois & Duquesne, 1993).
W% 2PHEA (Differentiation)> 4B A7} AEQ] AH|E
gto] AL F ol HIHAR A TR0, A
Ealo] dg £ Qe 5807 LHAE] W

Q3% Qlo|th(Aaker, 1996; Dubois & Duquesne,
1993; A3, 2003; 2574 012>, 2004).

(Traditionality)> ZxR] &bl Al @l 7]
B Fete] A7kE WAs dulshe, 553 9AE wiAd S
73 e FEE fAkewmA AnjRtelAl 33F A E
ST E TS Sk, 2013). o9k
AL 2HAA g Bass) wae £l
3] weld 3l|¥ (Exclusive Benefits)S #l| &3k
dolu} HAel 2FE ZEF it

o ot offl

E
=
3O

m=

oy of A
ox o

(e e

1o 1o
o oY L

N
o

I

HAZAAT M133 R62 (S2602)

4.1. BEN Ssmyol M

WEA JFE vAE 2AEL s Yste] E A
oM PFAT 12(2015; 2016)2) ATFEZo Il
71EATEAAN ado] AFHoR J5H vHE HAal
JNES F7Ieto] <T¥ 4>ollx] Bz upe} 3ho] F3F AT
& AAEGTE o2 VFoR s FAU|Y9 BUE |
49 FE5E 9% avE vpHEZE oA Abstaat o
.

HE2
T |
| 7Ll
Y5y
OSEQo
SEQ09l _O-C.ZJM
T =
O 4= oEEel7]
3|24
=
W9 HEY

P
nE
0x

7| 29l

<O# 4> 2 A7 JHEA

H
o2

4.2. §IZ 292! (Product Factor)2 0|2

AFS AT o 2= K3 Agts ulstA e 3

25 F89 Muag 239 A5 AAE u]sith Kotler

& Armstrong(2001) ZH|AHS] S5 FA1A 9l Zlo]
H

W Folo|u} A|Folela dha, EaAuw

Hep Auls, Ay,

ofolt]o], Abgh, 2AA & AFo] E 4 vk stk
AFQRJNE AF ARl FAHLAE Poby, AvAE
o] AFES AYstAY Fulete dFE vAE o &
’J o] th(Zeithaml, 1988). AEEAH2 71soIY 23S V&
o7 FEE 4 Sk HAHH 2008 VTS VIEoE A

F9 &4& A84 £49 A SH0E TR
AEA EAS oW AFolt AuIAg TFARl oET A
£ din] 7Hx e vES T Jle $401a, A=A AL
AR Au A o]ggtomy de 44A EAE WAE
FAA st} Aale] date oA E YERI R4l
e Bt A ke 495 Ttk Aol A3(2014)

2

9

9

1= =2

b, Znjate] ApargAe] wt JrAje] sgo] Hv2r] u
ol g u ofd H42 AAehpel wet T st
=3



[
0
rk

A3 SAA HPoE RSt gtk &A= AFY Wi
2 EAZ) 4% A (FrA) S48 F 7 dA
oJ&te] AFS AZs] H7FEHOIlson & Jacoby, 1972;
Zeithaml, 1988; ¥%52-31R132, 2015).

A 4 AFE A =24 54, AAF &
& AlFel wekEs 1 9o FRrEolvh &R A28t
AFEL WAA S FAR AR AFe] olAE
A7) S 8l(Schmitt & Simonson, 1997), $IA1A <
41 BRES) 7HAL Anjake] AlEE7telA Fdol 7HA|
o] Aol F23 JFE WA= 220 thDodds et al, 1991,
AH|AFEO] A £48 VE

o
$7} Wk o).

{0

o
k-} o.,\L Moo

é

g
A% U‘H ﬂXHX* gkl of s

AFL PRl TIAGE TR, A B B
WAA S99 S thE A%d $49 Auso] Hopde]
weh Btk ma, AN o webx] ATF A
UAE S43 dAA 4 ol Pyel therk AF
Aol B A WAA S4% A4 S48 283
g% & ot AFAH He zulA UAH £YS
B A Rab] wpel AAA S4e) EsHe AP At

(o1 ¥, 2009).

2 ATelA e AFLS v A Yol g
Azt ARl BHAZ] Al Q4R TR AESAR
BAEE oA SAdoln] ymA] o452 Az S0t

O o

4.21. EEE HUEMS s 5 UL

2HIAES BEY FAE AUFeE w4 Azske A%
o] JthAAI -2, 2009; Vigneron & Johnson, 2004). 2.-¢
G 014wl BEA 7HE & dFe AT
FstE 53] 2 WEY 7L FAME 94

7192 s, WA, 54, g, AlEiA, Ay

A FAC] ApEst 7hs st S 9, 2011).

54 (Feature)> AlSF2 71242 7e& Hshks F714

AFTRLAE uisitt. 7192 gds F4& T4
= AZEGE ARk JEst FHoAE dEste] A

2l F4 AL E FHstolof & Zlork

- %‘E}(C’d%’%‘-ﬂ‘ﬂ% 2015). ©]i= &BlAbEo] HARQle
& HEe 553 3449 Xﬂ%gi A= A 9u
SHoh(Vigneron & Johnson, 2004). TAFQ1S 71919 HAAS-AE
Srshs Fag Fdoln], 53 Xﬂﬁ«l SAo] ofslE o]
Commodity8}= = 471 AlgelA 1 F87d0

YRRl A A P A AEA ] AR of)2t A

ho
i
= 2
pLEA-S)
N
N
i,
O,

ol U 5ol AETAIg &%ilﬂ RE 2458 19
3t iAoz Qs ofof f‘&t}( Iy ax
T AAE ARl APEdRE didtehs A

3|Ake] ozl HA) gdrhd QHA AE7) e
= uEE dert ol

423 Bdcz HEMs = £ Qir}
[e) = VS

QA AFEA] BAEE FEHe] AEdel dFE 1
ATHPTA 212, 2015). o= &HAHEC] BFEHA=E

Ay Zlo7 A3t
AAAE A5
o] ™ (Keller, 2008), 71%1¢] A}xko.

O/kih H%Enﬂ E.T’_ /‘\j]

{m
)
[ 4
i
o r
o
kv
2
> I
[
it
Ku
rlu

O
FO o,
ot
é T
O.u

A
o N
e
8
rum
g e
[
& lo rr
hY

> N

iﬂlx}% H%H‘:ET% 7]
g, dd S8akE gdo®
(201002 T3t HEY A =
# o5 F3}sta Fare] BEshs Zlo] adAY Zlo]

o).

4.3. 712 292! (Price Factor)& 0|2

)
o
rlo
)
o
o
)
X
=
[
it

LfstAY AHsHE di7tE A
= 7 ole (R, 2002). 42H]
SAY #4E dhdsls ARE 7}
& &H|RRe] Fu A A o] gk
JtHDodds et al, 1991; Olson &
, 2011; A3kE, 2012). AE3IAE
QD} AR Y A @4P) &

[
)
N
)
P
el
i)
ol'

3
ol
ofo
tlo
Ay
o
o

[e)

o Y
we rlr
>
oo
ol
~

fo =
e
=
L
)

e
to
o

B> o
2 Hx

e o
?o

o
o

s
mlg F
I~N
mN
_o|L
rr
:(0
ne

oA A AEe
o, 71999l 521

& F shelth e
Qolmz PAAst Lolg =
W, e e oo&q
) @] 7199 49

o o
=2 do oy
n Y f
T ﬂllo
g
N ﬂ-ﬁ
o |0 o
B
o O
T
ole
ol
ol

TR

ro =
)

ol —|—‘ !

o

N

jincs

1o

g gy ¢

=

2

o rr

4
1%

:lp
E
o2
i
-
_}l_l
N
pas4
ful

11}': 9 7]
9l= xﬂﬂ.ﬁ Sk

AT

6 Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.13 No.6



OIS WAE 282 ot F2TIYY BHE JFY 710 Hig a7

1993; Vigneron & Johnson,
1991). *H]X}‘: SR
A o7 A Ztslal 9o cq

el ek e A5l et

1999; Dodds et al.,
& o A A9
R BRI

& U ] Agel e
illarejo-Ramos & Sanchez-Franco, 2005). ~L
uzt FHlE wol7]

F

d FAse W
el 7]-73& DJEOEHQ] \Zﬂ/Hjl]- 2 9=
29 %4 B4 og auae 7]
5, AVAA 2747
ong A4ALA AAAF 7

HiE 2L o
e pft lo
I

Iy

o

N

[e]
o
o

4 £S5 2¢9! (Place Factor)2 0|2

U}ﬂlg 7]%4

*lﬂ—ﬂ ARt A=E v el e %J Q
APoﬂ o3t 2eRel/End UHIE‘—J 4, 2Ea
g Alde) el wet §
9, ol $E29 % el
sk uigel FAAeln 2249
ARE HAE w= DAzl ?:]7(]./]

e 3 7}0}01 A5 g2 49

a0l 1 ol 1w}
uﬂﬂc:jo] A9 9

a8 7 ols

g olu) ejslokst

>

ENj=o| £2 HWEMS

*]‘/}Xlﬂl “‘Ol FEHAY GAd el 4

T M133 M2 (5A602)

AE US F 7] wied AgtE fEAdS B8l BHE
&R slojof SFC(Vigneron & Johnson, 1999). 2~

°
o=
Az §EURY b A2 WEY AP 52

S = AZselEAE, 2015; Catry, 2003). 28127 HA
BEWE A2 F AW s AAR ek s
BEE A4 detE I eSS WEY FAE wied
UAE A8 Zhasty] wigolth upgbd eud B2 9
F 71952 3 5 sTIRGE ER] Aol A
Aoz s 3t FEEFS AdFozn HEFAA
=9 7k E =old st ok AlstE Aol Ant T shs
gt WE BHAZgE Qe AnteAl Aosozya tE
ArEel fA 7 7 e AlES A6s vk AA A
NSNS FEAATHE AR Aol webd 719 HE
BHAEY s FARHAAME wiEoly APERRE BRE
Al 2T e AW Y ugE Yo gt

2}5}

el EAVIE HEG JEgS vtk HEYLe 3
Y8 FH B4l ML dFE e T 3
(Baker et al, 2002). AHA= HAal= “é%
=24 P WE WA A
oA EAFOIY S =4 F Q= %VM A F3k
2% o]dgHTHLam, 2001).

ANA O R LHZRE AlFE AAETE ol AES wuist
© WZ 7Y omAE FEAE HEANS A7
Hu, volrb Anate] HE wige] gigt 34 ojn|A& |
FEHAE AFY] A 7 E SV F QA olE e A
& ARbstel 719e Wi ZI%EOM PEHPS oju|x]q
A3k Aulae] Oidt wFTHE J7)H0R AAstoiof 3}
W, wge] Qe ot wiE S e FoE T
ofof gt}

30

N

=

e o
0 O o

[o & rlr & e

3714
o ol A

.
o
I

Zl 22! (Promotion Factor)g 0|2

222 71900] WES FUAY) Sldte] Baks A &
Folth. 7)glo] H87FsH FASTHE FI, WEA, T,
Q) ol gl

%315 H| o1 %] (Non-Personal)ﬂHiﬂ% E3) 7ol AE, A

m B 548 AF i S
AL A9 F2E FUATAL, A7 aAS §

AaAL, 71909 ALY HAE oluAE skl figol.

oW BHoldl Yo Bt HFH FANCE Agstolol

3ol

Fugk OoR Al ARt EE dus #5024

Y7o Aol gl Hleln BEoln, AnlAz sold 714



[
ro
rk

rlo fou
iy
o,
=
b
il
N
L
B
R
ot
vl
e
=
iy
(o
Fu
2
M
o

oo =
> oo o
oo e
e M o
=
[>
=2
i_r“

o
i)

~
A
[
)
>
it
rlo

A

_(>|L

12
An 3 lO oﬂ,“
fr kR

>
oo
ol
2
l.N‘
BY
=,
o
10,
N
Ey
e J
=4 4l
_OL

~
ia's
il
o
S
iy
X
=
30
o

Z (puipdEow HFEc)
Arbe APz Adstal e &, & gzl Al 2

MEAES G golv, FAE AETHA 2nAE
73

o AFBASIIYY 5L FusAG weEA8E
& B3 ol
B ATeE $00000% Fust 4A5aE Al

451, 02 HEM

2HIAY A Zebs dld WEe] A AE Ahe BEA

of &3S v X th(Villarejo-Ramos & Sanchez-Franco, 2005), &

HE A nR7A R e diEiiE anaks

3l 7199 WE TANY =8E oldatr, HEY 47 o

nA & Azala, drg A auArt Fae) ol
- .

o
Hir
e

=
FILE T

J

2955 BEHAS dis) 39949 BEE F4dste] 29
€ AL Zeju)d ojujA e} g HEALE BA AdeThe
A1, 2014). T 71919] el o= HEe F
ol ofd 39 Fa g ofd wWiAE FF Fut i
FE STPITIEAE Bk ddet e dert gtk
4.5.2. 7t gel2 YEHE =g = b
HAEFAE 2R 84S AT WEY Azl §74
A GES vAEA, 2015). YHHACRE 1A WE T
7+ 53 Fol =74

(Leone & Srinivasan, 1996). %1% 3}
A5 7 WA el ks

]
g £ %«8— HiE zdE ¢ glon, VA oRE A

BAA oA o] 74 o]
oerg 719 i 7%*91 Mook 2l AE ol disiA
Z=317 Aaslo] 7HA=R BAS thRolo} s}

Hn

4.6 7|9 29! (Firm Factor)2 0|2
AF gt An|ARe
S =8 Tdadte

of #He Hl=g Ae] Y-S wA= 2l
v 2= thekstA A7t =
S H71sle] 1 StHBrown & Dacin, 1997;

%, 2003).

719549 AR E JI9Ad, 719%8R, 7190lvA
ol ledl vHAE RofellA= Z1Sdolm A9} 7198wt I
"oz AFEHA O, Brown & Dacin(1997) 1% 7119149
MAoRE TYHE FAE Holxu YrkurEH-F744, 2012).

243 AdE 28] A E ANEL 719 AAY

A& H, 2009; °]v]

71
< FAANZIE d3do] ", 71994 8l ukgl AlEel
gk AH|RRe] RES x}fﬂ o1 oJ&kS mFthAaker, 1991;

Brown & Dacin, 1997). ] &H|AREO] A4l w3 s# L
s}b Fgog $5H07 ANZe=

S e A9 S40% AF B A

Z 23 dAE AFsts 29lolu(e]uls, 2003), AH|AA

AR S Alwste] AAZIdEC] GA BT £ ¢l

v AL JHHE AFEe EAS 7R SthAaker,

1991). 7194732 ﬂl%i}%ﬂr" Q9lo® ALy E 3=t
o

Wb QU AEAA)
17171 s18f 71919 a
HE TAE *}%’8}71 UH%O] (ZJ%HJ 2009).
vAE B
(Corporate ~ Ability)2} 71943  (Corporate
Reputation) ©. % 28 4 EAE}("‘Z*‘ 91, 2016).
719982 7199 ARl w2 Aited, Hadd o
TR, £A5A499 54, AFY F47 AS T @A
o] Stk 719 FE 2uAt ZIsdel thal A 7L Qe W
Ad AAow 7ol AlFee AEH Muad AEdS
bl AEZ Al 2uAk AFS Bk 54

ol =S A3k ol T3 9hs dtkBrown & Dacin,

(s
N
A
12

HJ

1997).
RS 2l S4TI9l Jn B 44

8 Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.13 No.6



OIS WAE 282 ot F2TIYY BHE JFY 710 Hig a7

, 2001). w}am 7]2;]
AgsFa, 2uAEe Jhe &
o%, 199 AU Y e 3

740; el AT
Gotsi & Wilson(2001)= 7
Adoz FRaEA, 4

A AT,

%*1 o 3 AT

FARozE vHIYEES A4ug S,
2 A% 599 A A
4524 93 oI% ) 5
wda, £ 2z EHRER
FrE & =g A= 7|Ys

-ewu} e 7190 249 4

x]/ﬂo]uﬂ_ :fL

Mer:i:(orsL':.‘:

2 Jp 2

I

~

fi

A T

Agreeableness),
A —’FZ] EF
Competence) il (4‘@ 27 ]Z"] % L%“é, Ruthlessness)-/] oAl 7h

2012). uhebA 7190

79 it B A%H o
romd AN 79BRL =

BAT M13A M2 (32602)

901 74 sejv]

9 )
A st BEY Hngee) g B

7 Bl A
o aAR AT e P&GA ofo]H ] H|*F= 1879
SASARE AFE A5e s FA deth o AF
&40 ApHEtH T HRTE B3 xPEE) o ayAdolz}

A& HolFErh AR FAa719S 1'41 1?3011 HloHH Q14

%
B
R
rr 52
Ir

il AANG = dFs &
otR i, V|EATEY HHEHS ket WEAY AL
AES TN eH, olgd 278 wEoR Ndd AR
e At @5 T2 BAE ¥EY EEHe

=

o9 B o)}
A AA 100t BE VIHEY FUES 21709 2 qrEe]
gata gtk AlAl WEATS AT FES 4LE BolAut

2014~20167P 39%4 %ﬁéﬁ%ﬂ%ﬂ 8.8%2] %Ol‘ﬂﬂm%°

‘ME 7}XI T 2% 15391 22 Ad o l 7.1% 3%
shoieh. #= BRlEme] 7R Fele 8039 Si“& S|
e 5.5% 3Fgem vl 59, A, ZRAe] o]0 549
A etk AFERE HAERAG A Adgle] A4 B
7] ARbE ApEtgl e, e Ao 42%2] 71
A HAh A9 A% 7 Ak BEv)ge] 4
oz HYEE Friete] YEHAERE BRsy |, F
W71l wet o] vh2al Frpleelu Wk Adols]
wEol] AT Aol Ags 2

m

Y rm [

o
Bl AT BARS qestel A%vw
S0l o) 2k Qe sluolie] uhe WEY S i3
A THHGT AFHY EFYS $YYOISA A
Sa9(ARH dEow TRk, HAFRY WEYS A
HACHEH E)s AEONER Ao Pl
e RAE WEY JFE WAL 2ASE T 9
9



mmowa% MMmﬂHWM Mﬂaiﬂmﬂﬂcﬂ_q& mﬁﬂlmmmm_ ﬂarﬂ ﬁ =B w,Tu ﬂwm 5o M%
BT T T o0 LW E R E R T Nl T T No= 5 &2
Eo%ﬂm;ﬂfog%mqmﬂ%ﬁﬂaﬂ% i e T
o — —_— ) [ - . — P
RN e N T p T xme MR ETE , T T o wow BIg e BT
) e TR EX B P o RT op 2 Tl me Mo HEgEcER oz XX
° BERT R L E T W ERLE LETE o = T T o AR
% o AR e X R R TR o5 ok @ oM o %o X = AL
n T 05 ] B 0 = 0o ) _ o o) = X
a E NEZ2T 0 T < = A 4r o F By
gl oy T O~ i Bo N <] - - d 5 B 2o O =~
- HE@n_/HMﬂuorﬂoﬁoEoHeﬂloT. ﬂﬁﬂﬂiLﬂwﬁw%ﬂLﬁAﬂqw_uoL Mﬂd.L Ho R mxmc_vﬁémnu i W_ﬂu
Bl gEgm qrrredzsrad  g@an F o T H T ® pesiet TOox%
o TaltorwE BE,FNVE Lol ¥REES: I s27 EATTx 253
w wrEeRd ITZERCRBLRrdRE_To, dg d3% gErgEE RIS
oy AR R Ry G X TSRy < = oy KRFHXE R Cxx
- ]A1_<ﬂ,£]o u._,mog =) m/]HlL‘UIMﬂQﬂHTM:m HT_N_AH N Y N
ok N oNe 4w o 2y o .%%@Wﬂ]&1ﬂ E ~ H - R B R
- w P g TES P YL z S 2 e 0 AT F R
ool o%Vz%%,moﬂﬂJl7 = & A9 = B AR T o mo 2 g hpa i N PR N
B pLaZT208om Plamup i, Y20s o DETIRPATHCE N
R Pob pa@Lxd pgBrodnmingd e P w "rrasfoBfiEoLbn
L AR o -SSR, B SR I VIR~ i Ll o O Z¥TFZHECSZOTIT,
W = 22 5 B o o] = B K — 5 = X — T 2% G oR
T FLLAr2lELtEeITRRL ., 535 Pr 0§ EItpimiESpItETy
s o N D ay 9 2y RB on 2 0y N T F N AT 2™ T g7 T <
LT Ao BT e B m%ﬁ%ﬁﬂﬂ 4 C TSR CsIgoumEnET
© TRl gy PR R SXF : T P IT YT I MK T QB QU
o~ 5 0 = 2 ) :
« "HCIZigRLsE istsEecrEibenze b ZTETETETLUTETE
: % m N o W e I T W ORe B ST oot — o o) o Ao o Bo  Zo
Al 0 0 - .
B M el T har T R URER L AT HRET S WE KL e 8 o8 L R S
W R o E R o) e T A T oM WX g B SN N O S N R W
N o N IEAEE Mo e MR W R A A B =S T S - - Tl ol S = g
il : i ol ey o% ) - il FAN L = T
ﬂwﬂ% o7 T ﬂ%ﬂﬂ%%%ﬂ@%ﬁfaﬂ%% = T L m g B G R = % o
O S S ) Ve A O GO GO B B TN N o O s I e
Pyt TREVsPagiisgiaiiecc FETEREEL i3I SER
2T Moo B0 oo dp D oE g TR o PP 0L SR R@ o
o = X o X o | E,LI]OEM.TUJIJDO_&WH N — = NOX0N X8 I~ o o o = ]|
PR Mu%%mﬁ%%mﬂwnﬂwﬁmg%Wmo%%,mﬁ M%WW%MHQW@ MM%%%Q%& o 7 g
iy R M ax T xom R° TR EERXP e Y g XM w NS gy w B W ooy B
Y = = ) < = = ~o £ o1 - e . op ®* - & BT olJ
SESRTTAM Y yae C AR et e Bl L FPER TP Slepm X n pa 2
e = S o i l o ) = =~
Eﬁmmﬂaﬂoﬂ@cﬁm#%aezgim mmﬂ,zogmﬂ%ﬂ% ﬂﬂmﬂ%uﬁ_ﬂﬁmﬂ - mAmmﬁmHmﬂmM%zﬁ WA E
T aSax R HREPwr e ITRR 8 ROZFProny NPT owz PO
= 0 N = = ° N m o~ N " T B N o JOB . - o)
2l 5 I S R~ T o, Ao m Q2 MR o L a e T 2
g & s TR m o g oy BB ol e x PR L T oma
Q oau ) 4 o Mooy B = ~ M 1o H T o we o B ot — o = ogr DX o} ©
. Njo ™ oot T ofpy = - mwa il - — T %o R ol o _ Ho o %R <A oo o0 O — v B = - <
w@ﬁz%ﬁu%ﬁﬁo%wﬁﬂoﬁ%%%%%@%ﬁ %ﬂﬂﬂ%w&u%?ﬁ TP 8k _ErE %a_z..
& — s ol N T TR g ~ o dsex s X =N E N P
(o%Eoéﬂ%moo@xmoﬂouloAH%]LtzT w o B e WA o B W ogn ooy W o= Ol o T
%%%\%Jﬂknsn%ﬂﬂ%HTﬂ%aﬁ%ﬂwv%%M@%ﬂmjLﬂﬂw@urm ﬁﬂ%%ﬂwm_/aﬂ ﬁ%%
™ W o) Noun o = = T o) = < o B — B T T = e B R o W —
a_giﬂmgio_aE%MLAmmmﬁﬂ@nwovmﬂ%#%ﬂm%w%xﬂmi%M%ﬂﬁ%%?#?%% B E AR
KT O T ohp of W X o m oo N e o o) X ORe — 3 ® = Nlo iy BN K S L o =3
—_ o7 ~ mr =y o} = mr W Njo o
Mo Lo m B o YR oA D IR FRW e M N ET M. L m NNk S -
= . = pin o8 o Sy Hn oF - o o &= o o = —_ o o) W
A o "oz - Jl = =) = - B ‘UJA = N o ay %0 Ll . i X R 53 o i_v EE = of T T
o i R T 9 g m%uoi il o) ™ = o o= X° o0 oL T o Ho %o &ﬁﬂ_lﬂ ? oy Wi 2 iy NG
& TR E o o K g B RCOR I S i e o W G O Tl s - o) B L ° o B W
TE T HM T TR RMTRR T TEAF BRI AR RRX AT e R REE AT TR

i)
=~

o %4 fe] FrlE

%_

. gkl

i
o

‘——q.]

2

\_T"?_—, 7(1}‘"
WAl 7AA3(2014). AbAEE A

NEEI

=13

)
Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.13 No.6

10



OIS WAE 282 ot F2TIYY BHE JFY 710 Hig a7

Aelo] mx)= &3, 787 25(5), 207-226.

AR I2009). A EE AHAHEE R AHSA: T
AHRAe BENE,  FETHYIEE, 19(129),
43-59.

A85(2012). BFEEHATY 7HARVY Al Fullomel] st AT
ZR|AE 7R, ARAA, AZbE 89 anAEAE Aol s
THOR, OREFAA 10(11), 295-306.

vlo)W https://ko.dict.naver.com/#/entry/
koko/934545cbbeSe4fda94al f7e2bdb40a86

£l 1(2018.1.27). 2018 thgkul= WEp A=,

gZolE  ZFEH(201863). 2018 HE  FEH  ug,
https://www2.deloitte.com/content/dam/Deloitte/global/Do
cuments/Consumer-Business/cb-global-powers-luxury-goo
ds-2018.pdf

2AA2015). HAE FEFYY AL rpAg YA HelE
G gARele] jgh FFE dAREre] =1, dEieha ishel.

A 774(2012). 71958 2 AREIA A9 Aol nAE e
nAE % A8 9 5o Al w g, #EAE
27(1), 1-25

URR2002). PP 2E), A MR

AelHQ017). 249 G4 M FHUAE FR05%

HFTAEENGR/2011). A G B =LA & PPAEEE
3%, A7 s S

FNE(2013). A} At SHEHE ARl veRd A
olgl FEA Aol BI= AAMY A B Ejie]
VA= G, #5974, 37(), 1-16.

QA QI2Q2014).  FE rHFYAGG FHA He AT
2014 F=rHAFAS] EASE U LR =, 174-177.

F-E84(2012). 715978 40] SPARE 7kl A= 9
g AR o ofst AlE, PAE T 27(3), 73-95.

°]%(2003). 719l AEFT ] viAE Gl B A, F
B 7(2), 264-284.

o ¥(2009). AEB7Il vlAl= AlEe] WAA £493 A4 &
4Y gk AN 2HgRE FHOE, ST
20(4), 263-2717.

OlEJH#=(2018.10.4).  Best  Global  Brands 2018,
https://www.interbrand.convkr/newsroom/best-global-bran
ds-2018/

AFA-1912(2015). BEAY ARl B A AFES

"X

AL
WEANS TR, WA 10(4), 95-111.
A52]-2191342016). HEA4Sl AP Qle] 3 AT VA5 99
WS TR, MAFYAT, 11(4), 191-203.
AR F- A& A-0182(2006). BAN= FFA SHAETY A, Fz
7% 73, 185-216.
&N 2(2012.3.10). AHE kS o AL 2R ARE
oy = 0101
2 T M|

A 2E8H2005). HAE EEe] 39A] BE: PPCA R,
LHIRFEITT 16(1), 209-227.
343(2003). AZ2tE AFEYH HAA andTe] A HE
ofel] WX YT, FE4ES] 27(2), 209-218.
7-0129%9(2004). HAPES AEARE A Q40 e A
&/-9]78+31%] 28(7), 1007-1018.
#2727 3]-0]874(2010). T SHIRES Faro] gk e &
o e 7 HEHFELA 14(5), 195-215.

i\ i)
Ho

=73 A 2(2018.3.21). 2018 thEI= HEH A,
FYU004). SEAEG T4 ARA A=A 7194

A%k Z7eI7 15(4), 297-322.
$-57(2013). YME BT nAR A7 a2zl A n)x]

HAZAAT M133 R62 (S2602)

= 9% 2040t PMT HA= AF MASHoR, ¢
F9)7219515]7] 15(1), 103-115.

Aaker, D. A.(1991). Managing Brand Equity: Capitalizing on
the Value of a Brand Name, New York: Free Press.

Aaker, D. A.(1996). Building Strong Brands, New York: The
Free Press.

Ahn, K. H, Kim, D. H, & Kim, Y. C.2011). Market
oriented Business and Marketing Strategy, Paju:
Hackhyunsa

Baker, J., Grewal, P. D., & Voss, G. B.(2002). The influence
of multiple store environment cues on perceived
merchandise value and patronage intentions, Journal of
Marketing, 66(2), 120-141.

Brown, T. J., & Peter A. D.(1997). The Company and the
Product: Corporate Associations and Consumer Products
Response, Journal of Marketing, 61(Jan.), 68-84.

Catry, B.(2003). The great pretenders: the magic of luxury
goods, Business Strategy Review, 14(3), 10-17.

Choi, E. J., Hong, K. H, & Lee, Y. J.(2010). Korean
Consumers'  Perceptions toward Luxury Products,
Journal of Fashion Business, 14(5), 195-215.

Choi, S. H.(2003). The Effects on the Perceived Product
Characteristics and Conspicuous Consumption on the
Fashion Luxury Involvement, Journal of the Korean
Society of Clothing and Textiles, 27(2), 209-218.

Choi, Y. J, & Rhee, E. Y.(2004). Dimensions of Brand
Equity of Luxury Fashion Brands(Part 1), Journal of
the Korean Society of Clothing and Textiles, 28(7),
1007-1018.

Deloitte  Global.(2018.6.3). 2018 Luxury Global Power,
https://www2.deloitte.com/content/dam/Deloitte/global/Do
cuments/Consumer-Business/cb-global-powers-luxury-goo
ds-2018.pdf

Dodds, W. B., Kent B. M., & Dhruv G.(1991). Effect of
Price, Brand and Store Information on Buyers' Product
Evaluation, Journal of Marketing Research, 28(3),
307-319.

DongA 11b0.(2018.1.27). 2018 Korea Luxury Brand.

Dubois, B., & Patrick D.(1993). The Market for Luxury
Goods: Income versus Culture, European Journal of
Marketing, 27(1), 35-44.

Dubois, B., & Gilles, L.(1993). Is there a Euro-Consumer for
Luxury Goods?, in Fred Van Raaij & Gary J.
Bamossy(eds), European Advances in Consumer
Research, vol.1, Provo, UT, Association for Consumer
Research, 58-69 .

Dubois, B., & Gilles L.(1994). Attitude Towards the Concept
of Luxury: An Exploratory Analysis, Asia Pacific
Advanced in Consumer Research, 1, 273-278

Dubois, B., Czellar, S., & Laurent, G.(2005). Consumer
segments based on attitudes toward luxury: empirical
evidence from twenty countries, Marketing Letters,
16(2), 115-128.

Fionda, A. M., & Moore, C. M.(2009). The anatomy of the
luxury fashion brand, Journal of Brand Management,
16(5), 347-363.

Gotsi, M., & Alan M. W.(2001). Corporate Reputation:



[
0
rk

Seeking an Definition, Corporate Communication: An
International Journal, 6(1), 24-30.

Hankyung Business.(2018.3.21). 2018 Korea Luxury Brand.

Holbrook, M. B.(2006). Consumption Experience, Consumer
Value, and Subjective Personal Introspection: An
[llustrative Photographic Essay, Journal of Business
Research, 59(6), 714-725.

Hwang, B. 1.(2004). The Role of Corporate Associations in
Attitude toward Brand and Customers’ Relationship
Retention Intention, The Korean Journal of Advertising,
15(4), 297-322.

Hwang, Y. K.(2013). The Effects of Luxury Brand Marketing
Mix on the Formation of Consumer Equity: Focusing
on Luxury Brand's Product Consumers in 20-40's,
Fashion & Textile of Research Journal, 15(1), 103-115.

Interbrand(2018.10.4). Best Global Brands 2018,
https://www.interbrand.com/kr/newsroom/best-global-bran
ds-2018/

Jeon, I. S., & Kim, E. W.(2005). A Three-Stage Model of
Reputation Brand: PPCA Model, Korean Society of
Consumer Studies, 16(1), 209-227.

Kang, B. K., & Hwang, J. S.(2011). The Combination of
Product Attributes in Luxury Fashion Brands, Journal
of the Korea Fashion & Costume Design Association,
13(2), 89-101.

Keller, K. L.(1993). Conceptualizing Measuring and Managing
Customer-Based Brand Equity, Journal of Marketing,
57(Jan.), 1-22.

Keller, K. L.(2008). Strategic Brand Management Building,
Upper Saddle River, NJ: Prentice Hall, Inc.

Kim, D. K., & Koh, I. K.(2010). A Study on the Influence of
Brand Image and Product Attributes upon Purchase
Intention, Korean Corporation Management Review,
17(4), 215-231.

Kim, D. T.(2009). The effects of Corporate Associations on
Perceived Product Quality and Brand Attitude,
Marketing Management Research, 14(3), 23-47.

Kim, H. D.(2012). The Study on Purchase Intention of Luxury
Brand about Price Raising: Focus on Difference
according to Consumer Characteristics of Consumption
Value, Prior Knowledge, and Perceived Risk, Journal
of Digital Convergence, 10(11), 295-306.

Kim, J. A, & Kim, J. H.(2014). Effect of the Thinking Styles
and Types of Product Attributes on the Purchase
Intention and Choice, The Korean Journal of
Advertising, 25(5), 207-226.

Kim, J. Y., & Whang, S. M.(2009). A Study on the Types
and the Characteristics of Luxury Consumption in
Korean Society, Korean Society for Scientific Study of
Subjectivity, 19(Dec.), 43-59.

Kim, S. C.(2008). The Effects of Product Attributes, Brand
and  Corporate Image on
Intention, Doctoral Thesis, Kangwon University

Koh, I. K.(2011). A Study on the Relationship between
Firm’s Marketing Capabilities and Strategy, Korean
Corporation Management Review, 18(3), 147-169.

Koh, I. K./(2013). A Study on Luxuries Possession Desires
and Purchase Intention: A Comparative Study Between

Consumer’s  Purchsae

Luxuries and Imitations, Academy of Entrepreneurship
Journal, 19(3), 63-78.

Koh, 1. K.(2015). An Exploratory Study on Korean 20" s
Consuming behaviors in Luxuries and Limitations,
Asia-Pacific  Jowrnal of Business Venturing and
Entrepreneurship, 10(2), 77-84.

Koo, S. H.(2011). Consumer Propensity and Luxury Brands
Counterfeit(fake) Purchased between Study on the
Relationship: Focusing on the Moderating Role of
Self-esteem, Journal of Practical Research in
Advertising and Public Relations, 4(1), 85-107.

Kotler, P. H., & Armstrong. G.(2001). Principles of
Marketing, (2nd ed.), International Ed., Prentice Hall
International.

Lam, S. Y.(2001). The effects of store environment on
shopping behaviors: A critical review, Advances in
Consumer Research, 28, 190-197.

Lee, B. K.(2009). The Role of Intrinsic and Extrinsic
Attributes in Product Evaluation: The Moderating Effect
of Consumer Product Knowledge, The Korean Journal
of Advertising, 20(4), 263-277.

Lee, M. Y.(2003). Study on the Influence of Corporate
Associations on Product Evaluations, Advertising
Research, 7(2), 264-284.

Leibenstein, H.(1950). Bandwagon, Snob, and Veblen Effects
in the Theory of Consumers’ Demand, The Quarterly
Journal of Economics, 64(2), 183-207.

Leone, R. P., & Srinivasan, S. S.(1996). Coupon face value:
Its impact on coupon redemptions, brand sales, and
brand profitability, Journal of Retailing, 72(3), 273-289.

Lim, J. H, Kim, H. S, & Lee, H. S.(2006). Measuring
Perceptions of Brand Luxury in Korea, Korea
Advertising Society, 73, 185-216.

Lim, J. S. & Koh, 1. K.(2015). A Study on the Determinants
of Luxuriousness: with Focus on Product Attributes,
and Luxuriousness, Asia-Pacific Journal of Business
Venturing and Entreprencurship, 10(4), 95-111.

Lim, J. S. & Koh, 1. K.(2016). A Study on the Determinants
of Luxuriousness: with Focus on Corporate Attributes,
and Luxuriousness, Asia-Pacific Journal of Business
Venturing and Entrepreneurship, 11(4), 191-203.

Naver,/ttps://ko.dict.naver.comentry/koko/934545chbededfdad4alf7e2badb40a86

Nia, A., & Zaichkowsky. J. L.(2000). Do Counterfeits
Devalue the Ownership of Luxury Brands?, Journal of
Product & Brand Management, 9(7), 485-497.

Nueno, J. L., & John, A. Q.(1988). The Mass Marketing of
Luxury, Business Horizons, Nov-Dec., 61-88.

Oh, W. Y., & Koh, I. K.(2014). A Study of Founding on
Marketing Mix for Luxury, 2014  Proceeding of
Conference on Business Venturing, Spring, 174-177.

Olson, J. C., & Jacoby, J.(1972). Cue Utilization in the
Quality Perception Process, in Proceeding of the Third
Annual Conference of the Association for Consumer
Research, 167-169.

Olson, J. C., Pracejus., J. W. & Brown. N. R.(2003). When
Profit Equals Price: Consumer Confusion about
Donation Amount in Cause-Related Marketing, Journal
of Public Policy and Marketing, 22(2), 170-180.

12 Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.13 No.6



oY BAE 28

ot

B2 32712

Park, C. S.(2002). Principle of Marketing(2nd ed), Bubmunsa

Park, J. C., & Ryu, G. S.(2012). The Effects of Corporate
Ability and Social Responsibility Associations on
Customer Attitudes: The Moderating Role of Credibility
and Benevolence Based Trust, Journal of Korean
Marketing Association, 27(1), 1-25.

Rha, J. E.(2015). The Development of Brand Luxuriousness
Dimension and The Effects of Mraketing Mix, Doctoral
Thesis, Jeonbuk University.

Schmitt, B. H., & Alex, S.(1997). Marketing Aesthetics:
Strategic Management Of Brands, Identity, and Image,
New York: The Free Press .

Seol, H. S.(2017). The History of Consumption, Seoul:
Humanist Publishing.

Vigneron, F., & Lester W. J.(1999). A review and a
conceptual framework of prestige-seeking consumer
behavior, Academy of Marketing Science Review, 1(1),
1-15.

Vigneron, F., & Lester W. J.(2004). Measuring Perceptions of
Brand Luxury, Journal of Brand Management, 11(6),
484-506.

Villarejo-Ramos, A. R., & Sanchez-Franco, M. J.(2005). The
impact of marketing communication and price
promotion on brand equity, Brand Management, 12(6),
431-444.

Weekly B.(2012.3.10). Company that opens employees’ hearts,
can open consumers’ wallets.

Yang, J. O.(2013). The Effects in Brand Attitude and Brand
Historicity Perception on History Length and Brand
Legitimacy Succession in Fashion Brand Stories and
Consumer Orientation, Journal of the Korean Society of
Clothing and Textiles, 37(1), 1-16.

Yoo, K. W., & Sohn, Y. S.(2012). An Impact of Corporate
Reputation on the Product Extension Evaluation: Virtue
Products vs Vice Products, Jouwrnal of Korean
Marketing Association, 27(3), 73-95.

Zeithaml, V. A.(1988). Consumer Reception of Price, Quality,
and Value: A Means-End Model and Synthesis of
Evidence, Journal of Marketing, 52(July), 2-22.

HAZAAT M133 R62 (S2602)



[
0
rk

Study on Korean SMEs’ Brand Luxuriousness Building*

Koh InKon™

Abstract

As interest and consumption of luxury goods have become more popular, luxury goods market is growing rapidly. Consumers can
acquire psychological satisfaction with material abundance by purchasing and using luxury goods. Also, from the view of corporations,
luxury goods have price inelastic characteristics, so they can enjoy price premium and it is good to produce good performance. That is
the reason why they should pay much attention to securing luxuriousness.

This study examined the establishment of brands luxuriousness in Korean SMEs. First, it examined the world market of luxury goods
industry and the present condition of Korean market. Then it identified the constituents of luxuriousness by examining the prior studies
and related literatures, and designed a research model based on the theoretical grounds to suggest the methods of brand luxuriousness
building of Korean SMEs. Luxuriousness can be defined as the attribute of product that distinguishes luxury goods from other products
by consumers’ perceptions, and the factor that provides situational benefits that motivate consumers' purchasing behavior.

In this study, I identified the sub-dimensions of luxuriousness according to whether there are product related attributes and consumers'
benefit in consideration of the problems of existing studies. Product related luxuriousness are classified into superiority(functional benefit)
and scarcity(experiential benefit), while non-product related luxuriousness are -classified into differentiation(symbolic benefit) and
traditionality(exclusive benefit).

The following are the ways to build brand luxuriousness. First, company can use product factors. High quality, excellent design, high
recognized brand with strong, favorable and unique images can enhance the luxuriousness of brand. Second, company can use price
factors. Consumers tend to perceive luxury goods as high-priced items, so lowering the price of product can undermine the luxuriousness
of product. Third, company can use distribution factors. It is effective for making consumers to perceive the differentiation and scarcity
of luxuriousness through limited distribution channel. In addition, store atmosphere suitable for luxury brands should be created. Fourth,
company can use promotion factors. The more consumers are exposed to advertisements, the more positive attitudes toward luxury brands
are made, and consumers recognize luxuriousness higher. Price promotion negatively affects consumers’ perception of luxuriousness. Fifth,
company can use corporate factors. Consumer evaluations of products are influenced not only by the product attributes but also by the
corporate association and corporate image surrounding the product. Considering the existing researches, it is possible to enhance the brand
luxuriousness through high corporate competence and good corporate reputation. In order to increase the competence of the enterprise, it
is useful to approach multidimensionally in relation with the knowledge creation capability. In corporate reputation, the external
stakeholders’ reputation is important, but the internal members’ reputation is also important. Korean SMEs will be able to build brand

luxuriousness by establishing marketing strategies as above and/or mix(integrate) them according to the situation.

Key Words: Luxury, Luxuriousness, Product Attributes, Corporate Attributes, Marketing Mix, Integrated model
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