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The effect of extrinsic brand evidence on brand attitude and brand verdict in dessert

shop: the moderating effect of shopping motivation
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ABSTRACT

This study aims to verify the effect of extrinsic brand evidence (brand name, perceived price, and self-image
congruence) in dessert shop on brand attitude and brand verdict and to verify the moderating effect of shopping
motivation (utilitarian motivation and hedonic motivation) between the extrinsic brand evidence and brand
attitude. Survey data from total 400 customers were used and commissioned to an online survey from 1 to 10
October in 2020. The collected data was analyzed using SPSS 19.0 and AMOS 21.0 and to test hypotheses using
structural equation modelling. Findings were as follow. First, extrinsic brand evidences (brand name, perceived
price, and self-image congruence) had a positive impact on brand attitude and self-image congruence of extrinsic
brand evidence had the most significant impact on brand attitude. Second, brand attitude had a positive impact on
brand verdicts. Third, the moderating effect of shopping motivation on the influential relations between extrinsic
brand evidences (self-image congruence) and brand attitude and found that both of them had moderating effects
between them. Based on these findings, dessert shop should improve extrinsic brand evidences (brand name,
perceived price, and self-image congruence) for improvement brand verdicts and shopping motivation for the
customers. This study provided a framework to understand a strategic brand marketing in the dessert shop and a
basic reference and practical implications for future research.
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SAlol that 7E7E BAITY 2ulate] ol 23 BES sk, 94 AulREe] Mool HES e Hmsta Bt
£gek 2ol (Al - 94 201), S5 24 Holg e }711 A Tk o] BAo)] ohjet 1
oS Eo Wl SALS WA Ll A, 5 AHlet A 71oo] i QA AET MulAS FA 2ulstaxt

O|E HFo= eXAIgo] THEw, o]S s FHE 7HA7E HEH7] A%t AlF A l
(Oh et al, 2007). 53], XA & Zolls TAHE AFS] #1271 2014\ & 71& 892 o2 A XA
oF 10.7%E AFAIsHH, 201592 12 50009 € 71Fe2 AR o (M4, 2016. 10, 11) Al oks 9l F5 ARHoR
Algol AlEste]a Z2o|gds} He e Bola JttRMssratAE7-53Ak 2019).
YA O R YA EE 73, Hlo|# e, ofo]AAY, A3} 5 AFol] &7 SAeR EREoY, HZole I3t Lo
HololA] @FaL AlZte] AloF Qlo] 7HEA B2 ARG RE WS 4 Qe A2 (H D, 2015), Mol /%= ThFsiAlaL
722t Eof HAES] A7t v aL itk st sjlo] ofUnh(RAY - AEY, 2010). =3, = U2 B8 AL 2531
750 ARAgoR BAHIE | 2 WUEES dof AaY S AEsH shke d 24 ol —J“li/\i(Léd
2018), HAEE w54 AR &40 itk 2BE ARG #A)2 YA EC] B AFEH, thsta ek
At MEIAR eAaigd W M2 HskeRlo R 283l RS A HAE 424 (dessert shop) EHESO] %}"Jﬂﬂi(%}
VY - AEY, 2010), T2=T7F B2 2] AFToIM YEhs 2444 &H7F o]RoiA|an QIHH(S1FA], 2017).
OlAH HAHEZF A zlaet AReta AmidstHA SE2 AR BTt gAYl w2, 2353 St ofgthe oY
SO AlFAT &M= B HEte] APHS} o] fA] obZ ZolaL(AE4, 2002), £HIAHS] oM Alge] 22
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Al 5o Ryl 848 FAl] 7 ROR(SHER - he), 2008), § - FHA RES wefsiof sht AulAt 2y

olg} 84 Q4axd Tofo] A gorg o] BEyt aolH HIHE F7(brand evideince) & B31F &Rl0] B Aotk
BAHE Z7= Afula Bileol s B2 Hopol|A SlstA| s Qo T Y, I, 29 HAE, HolA e
Soll AFEo] ol (st - ZAM, 2014; ©1FF, 2015; HAA - sFs, 2009; AR, 2019; 872 - ol73], 2015; H&d
5, 2017; A5 - 714l 2015; sFsd, 2010; shsdd - ZAAIR, 20105 sFs3 - ¥-2%l, 2008; Ahn et al, 2016; Grace
& O’ Cass, 2005; Krystallis & Chrysochou 2014), YA E Bofo] d1x IQ35hH, AfH|A Z kARl QAldoAe] TAE
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BRE= AHAREONA ou|E Fofsto] fA] BRYSHA] RSHes AH|20] 7EAE Fogo2M (Aaker, 1991), 7199 olTlA]
Wt @/dell 7lofskenrt & Zlolnk ol2’t BRES shute] /AR st e BHE SA=(HEE 5, 2017),
=3 AR ME|A $4] ARdollA TS {881 ARSI (Y7} - A, 2014), BRHE S7TH0lA
75 T BY¥E ZAMYo=N BE npFg A= eHo] F4do] Eoigith(Grace & O Cass, 2005)
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e AMHl& B3l (service branding) @] #A24 F 7P $23% 848 Ful WEH AH|GA FS Au]Alo)
AgE|ojA| 3 ZR1E]E= AMujA Bel=o] A4 0] (Grace & O Cass, 2005), AH|A} ofEA| Bel=ol A S PAstk=
A, 223t &H|ARe] ef=et 3Fol ofE FERS mlAl=Alo) thet ofslE Algdtth(Krystallis & Chrysochou, 2014). ©l= &H|A:
9] FgollA] QIAE]o] ABlA BT ARHET) T 2t oR Haito] tis] AHsta, Bii=ol AHR; 7k ¥EEo) A2 JFke

| Z85HA TRRoIFTHEHER, 2009; 742 - 01743], 2015). Grace & O Cass(2005)0] W2, HIHE Z7]
ZH|Z}F 7|8F Mu] Ble A BEl(SBV: service brand verdict model) 2] 83 Mg & PR, F4 o2 Bl 1
FEE A= L AYEY HHE F79t Biie AF(HEHE I ARFYACIA) S WA BHE gzl s v|A|
At AAJsielTh Bl S79] A5 A og Bt WU (Brand name), 714 (price/value for the money),
AB|AAA O Z (servicescape), WMAIMHE]|A, ZAAMHE])A(employer service), 77 (feeling), Ato] olu]A] LA (self-image
congruence) & (Grace & O’ Cass, 2005), °] AUES F3At FIANE B 23 sto] Au|a Baiso] gt AH]R1e] §BEgo]|
(ks - B12%1 2008).
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AH|A0] B/ HErt FHiA o R Hok(o]gA, 2008), oA £ 7HAE $71E AuEs Zlo] ¥ Fasithal

E

offt

, 5
wEbA B Aol M= Grace & O'Cass(2005), ©1H41(2008) 2] A¥A+E vigez Blle 37 5 A4
HiE v}l AZE 714, Aot o[n]A] YA/dez 3719 She AR Wiro] AESIgitt Hele U9l HRE9] /lojA #ilos
AZol; MH|AE FHst= A o2 (Kim et al, 2019), ©l&5t7] #loksta 7] £ &
SRH(O1F, 2015). AHAPE A= A4H 93E £0 I AR FEE ATl & 4 UEE =oke A8 st AHAk=
o|& B3l BH=E Hristal 2E2317|%= $tth(Janiszewski & Van Osselaer, 2000). 1322 Hi==
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7HAolet & 4= QITh(ZI/dEN, 2013). 7142 Bie Ula} 374 AH|A7F BHEE F71RE 4 Sl BIHE9] /402 (Krystallis
& Chrysochou, 2014) 874 GAEta & 4= Qloh E3E Aol o|m]R] PA/gS 2HR} Aol TRE SAAR] Q1M = (A%
5, 2008) o]=gt QlAlo] 7 AlFoly Ball=ol AAHTHA AHRR= 11 Baiso] tist A2 wrt F7islo] HIeE J44os
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O|FojX|= &H[A} 354 7HFoltH(Keller, 1993). ol& Al&sh= Bito| tis) 7FAE FAsh] 93 Ao F=do=M
28] Sl YEE AST & AUe T8I ARY & U+

He w2 HAE 2h5of tigt 2 FoaEAos anjrte] njgigdEo 2 el E 852 =olt(shesd, 2010). ol=
BE gizof o5 FAAoIAY BAEAQ] AaE =EF o] 2R} nlEo)] FAeR U= AEolR & 4 itk

BHeol AHARte] FAIE Thfsto] AH|A HIHEo] $PF wuEls R (Ale A, 2010) AMHlA BE wd melofA
T AH|AR] AH|A B 7Y oS- Al A Ao R AA|E]o](Ahn et al, 2016), ZEAH R HHo
nIAke] T o) AQI Bl oL (Grace & O’ Cass, 2005; Krystallis & Chrysochou, 2014) &H|AFS0] ojEA| AJH]A
B7IstaL HhSShaA], Rk ARAPT Wyle 2189] Aol RAARIA] F7AIAIE UepdthaL Sl (&R1S - o)
013). o] ZelojA EE el Bt weho] Mefuss Baioo] Tigh 729l SHE Ulzstar of=3t 7174 Sl
STYAR! B7tE BYE dmos AASII:

e Tk Aok FAO| afet on|7t 2G4 T2 A 220]at 9t} Grace & O’ Cass(2005)0] T2 HIHe we

Aol =g 2gekal, 2714 - oEf3](2013)+= AMYE =t fARE 9ulE 7RItar sl 2 Aol
O’ Cass(2005) 9} £71% - o]ef5](2013) 9] AYA+AE viger B #Hho] oulE M7Asha B =g B A
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2HARE0] 235 SH=g TEE oz HAET 4 Uth(Arnold & Reynolds, 2003).
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1) Bd=

olN

719} Bl= gieolke] A
B g B 719 ZAxpHsola, ABRZ} Jofzda) Al F3cks RE Bt A o2 Hcks T
QlA]of| tigt H3kS ERATHGrace & O Cass, 2005; Krystallis & Chrysochou, 2014). ol& Sof, B3t U (Zinkhan
& Martin, 1987)3F 7F4 (ZAJH, 2013), Aot oJn]A] Lz (e - AR, 2019)720] FFAoIAY o] 4 Hi=
71e BHEE 3 2HRke] AAARD AB|A; Bleo] T F=tl, o] F EHE YA BHso] tigt QIXIETE ok}
2H|ARete] &= & —r°1 "HV\H AR H=E IS 4 UTH(SAE) - A, 2014; Aaker, 1991). 12E2
B 70 tigt A=} E24E AHAR B2 7S Fojsto] 3AAR] BlE s 7RIt & 4 oA,
2008). 7122 BHeo] tigh Zéiﬂ 5 A F49 ol (B - 01733, 2015), &HIAF ol Slof Fadt
A Sk Aok om|R] PAdL AH[AE Q1A sl= E%EEZM PA/Jer AH[RRE ARR1Q] ofn|A|E FH eI (A e - A7
T, 2019), £H|A] os)| 2|ZE 7FAa} Afotoju] AU HE Eljof] YIS vIRITaL AT 5, 2016,
HreZ, 2008; %78 - 01733], 2015).
HHE F71& Hospitality #olollA TAA S22 tddt HHE 37 A4S sHQRIEE A&sto] Ha EHEOH et
kS OIA = Rt AREJITHRAIN! 5, 2016; BR2%, 2008; 78 0‘1% o|7d3], 2015; HAE, 2019; sFzA - H¥27l, 2008;
Grace & O Cass, 2005; Krystallis & Chrysochoy, 2014). I3B& EHT Z7= AHAREQ] Bt Hrlof] ot 83 ﬂ,
LAEE 2Fsto] MH|A Biiso] FRE AHRRY] HEgo] S sl= 7]‘?}7% AlZsl BHE efzo] ke vlE Aoltk(sHs3, 2009).
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t} a=jng AH|RLe] FAA Bt gl Apooy 24T S9] AH|AR] ulgle] % wuel Bt wtlho]|
B vAL(HAR, 2019; Grace & O Cass, 2005; Krystallis & Chrysochou, 2014), A@5k= AlFoly AHIAE AtalistA
L]' SZABAPL s PR GARRE 9uj2 ARREojX| L JTHAE A, 2010).

Fe71(2007) BHE ZA7F HEls gt njxi oeke Bt bx), AuAES Hds HEg o sto] 9

?51

Bl ges Bals ghto] HAQ) 5 Fof aulxte] Ajolgo] ololAlA stue Belzo] ALols Asl] PelHE
2ol Hrt Zehthe 229l SRS (20102 BUE S79] 74891 BT shxo] 5 vjA|T ol Astdon
B ghtio] AR ulA AEla Biso] the) ApEo] oAtk Mgl ol Folul £(2016)°] ZAstet A5
tpepgry

e 2 QoA ofzish Aliging ulgte s BIE el BAE who] 2HA QRS vAA B Aos disne

theat e Hle sl

7Hd 2: BRE YEE BEs oo B(+)9 JFe WAt
3) BR= 2%} BAS G 7o) 2 F)e) zAas)

£33 F715 AHAP 871552 sl £FslaA} sk PBes et AR (A - ot 2012), W ATl
AH|ARS] g AEA R ARSEN &9 A 4, A=A, FAA (-] 5, 2010; AE%, 2011),
WA, F&A(FsHY, 2020) 5= TS AtEolRlth 1 5 ;A F71e 7R, 714, A, £, 35 53
TdE F710laL AEA F71e FeRlAolaL AAEHACI(ES, 2011), A A& HHE F7I=(2AY - ol 2012)

B o qlom, ol2fdt & 575 £BAPF 7l WOl (Jin et al, 2012) RG] l FFe TR (IRA - o2},
2015; g5k, 2020). WERA AHIARS] A 7EA| &H l%— JdAsl] 9% & F7le BEHE S8 F9 AR BE
oIk Bl=3te] fopdt JFHARIMY 2dans 32 4 Aok EF Lunardo & Mbengue(2009)0ﬂ ey £ 5717t
AZAUA] HHARJA | weh 2AEI} the £ PFATol Wk & AFelNE BRE S77F BHE B njxs
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7Md 3: &3 F71E BRE S BERE Hi=o] FAo| glo] 2AQELE

B A& Z8s7] floiM Be S (B U}, A% 714, Aol o|u]A] dA)/Y), BHE e, Ble w1 &
5719 7F gl 244 Aolot olF S| et FEES AWATE viger =ESIgit: A, Bl S AHAE
QA= YA Bie 9M2 Aolww, Haie Y9l AZHE 714, Aot oju|x] A4 371K QRle= Adsiginh HA
e Y2 HEieo] tigt JEE AlFsto] HRE o|n|x| & Rojshe 7, AE 7HES AR} RISk A=9] 94
= (ZAJH, 2013), Afo] o]n|A] Y22 BRHEer An|AF AR oju]A|7F 2 Aetar HojHTt 7 S% 2
& O'Cass(2005), ©IA1(2008)2] A5 Ball ZF 3714 ES FEoIqih B/l B Hes HAE 5_—5—75‘ Hae
st AH|ARe] 3 AR] Adolet FoEa, SHYTEL Grace & O Cass(2005), 277t - AAR(2019) 9]

MY £ It AR, B mke AHRR] nlgf o] &o tigt 2E8 s “JFE‘O]E} golEa, SAHYES —71‘—‘?_]4?— . °]
3](2013), 3F=3(2010), Grace & O Cass(2005), AYAJLE 7131133' Z=E3to] 3719 FEo2 JAISHY ‘3} upxjgtoz 2
Wl &3 571 &8RP 83352 fldl &3 3}5—' | sk HRE 2/3%che B7IEk FYEa, SATES A
(2017), sk (2020), A - ol4#3l(2012), APATE F3l % 715 AEA B7IAIETY, FSHlE Y S iﬂ%ﬁ
71184, 553 A9, 15 5= st —E— Aol AL T TALIES BF Y7E 53 A=A WY
JgA] gt ~ 53 vl a¥thE &3E7]e B HEs S0t
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(MICI'O MBRAIN)Oﬂ ZAjglstod 20208 109 01 Al oF 109 Bt 2RIz L F SHE 40957}

oFHOM, 1 % BANSAL A drin BuEls MBS Al HEHoR 4008 YEE B4 r&ao*nr
47 dolEle] B4 9is) B B4 slofs] 913 MRS Fasiglon, B W N2 45
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1 b o) ATEA 5

ARZ S5 40079 AEARHA Argell thet Bl 24 Avtke GE D3 2k A1 S8R AJHE2 |Adol 192(48.0%),
of/do] 2087 (52.0%) 2= H142] HlEo] H|aA] 3= UEten], EQVIHE vlEo] 163(38.3%), 7120 2478 (61.8%)=
ZAFE A 192 200H 8478(21.0%), 30t 1087 (27.0%), 40th 6978(17.3%), 50tH 747 (18.5%), 60tH °1%d 657 (16.3%) 2
2 Uehgt 242 38 3098 (7.5%), 2IAE5-H 1968 (49.0%), AHBA/7HJAIE 339 (8.3%), 22 689 (17.0%), AH]A
% 1378 (3.3%), T 4678(11.5%), T2 8%(2.0%), 71et 68 (1.5%) 22 AT w&pFES 250kl EY 27‘1‘(6 8%),
ZdEet £ 408 (10.0%), thetal E%40] 2707 (67.5%), thetd £ 6378(15.8%) 22 AN & B 452 100¢<
a9k 2078 (5.0%), 1007F ©/3~2007H 19k 397 (9.8%), 2007H ol/d~400%+ w7t 1727 (43.0%), 4007+ 0]’2}~600‘?I
A mRt 847(21.0%), 6007 o3 8578(21.3%) 2= ZAFE AT,

@& D 22} TR QTEANA B4

LI LI
e HEE) | 8% e WE() | HE%)
b b
A AE on
g3 192 480 [HE 153 383
oJ &} 208 520 |71 247 61.8
A3 g
B 30 75
GIAVESE] 196 49.0
20k 84 2L0 | detaysieinl 33 83
30th 108 27.0
400} 69 17'3 A4 68 17.0
2| MElad 13 33
5041 74 185 |4 e s
olX T .
60t ol 65 16.3 B ; 20
71eH 6 15
o 4 B &5
_ 1007+ |2k 20 5.0
=3} =0]
fi,‘j,gﬂfy Z 27 05 | loomtel ola~a00eel vt 39 9.8
RIS 40 100 on0arel o) g~a00ard et 172 430
tetn £ 270 67.5 ahe] olAb-conake) et
EHG‘]'QJ z20 63 15 8 400 pileil ] ONGOO pileil ]L_ 84 2].0
e e ' 6005+ o] A4 85 21.3
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o|2A HuElS AFol7] SIoiA AEITE vige® JUdH R LRl tieh SRS AZToH: ER1A QUM S Al
o, thizk %H*é% 7Pg5hs HTiS-= S ol 8ot ER17 Q”IEA At \* =203.476(p=.000), df =80, x*/df =2.543,
.935, AGF1=.902, TLI=. 947 CF1=.960, RMSEA =.062& YER} 547 7|&0] B3lEe Ae 5202
EAE QI =3k /A= (CCR: . 7014) 2t BARREAIS(AVE: 50147t A= ool 315 Ko AEdat 2% efgdido]
ERIFQLE 8% A= B Zih= Bilc Lﬂ°‘ .819, A7 7H4 819, Aot oJu|x] AUz 857, BIME = 796,

i
o
wW
o1

||
©

B @ 8122 Cronbach's a Alg7h 25 .7 oo yEht WA Aol dEles I SR sjlA
QQIEA Aztel By HIwL < 2o AAlSITH

DHER 7152 9151 AR 7o) AT AE gt A7ke] BAREAS(AVE) S Hlag 2 7t & o
A FES 217~6352 7 BAEEN|S(AVE) 636~ 7385 WA LRt ShleidAo] SHEiglt) mehy BE AAlRQle
iAol HURAYE 7HItks Zo] AFHUT AALle] BEEEY A5 Anke G D 2

r o]
™
©
ox

o)
by
X

E D &% B4ol U WA 298 Y 5Y A=

=% =

(Cr;nbaj& s a) egtt'al;nnaie E-;}Q 2 AVE? | OCR”
vae | ° AFAS BE Ude of HAdl tisiy HalEn 841 fixed fixed
Yy o] AEH9 Bt Y o] FEH st HAA S Eth 744 .060 | 14963 | .738 | .894
(819)  |o] AEA9] Hee YIS o] AEHO] Mulro] The BE AL WshETE | 753 065 | 15119"
27kl o] AEHL 7140 H|3] £2 A=E3 MU|AE A3t 704 fixed fixed
7} o] AEde FAHA 7N ﬂl%‘s&t}. 846 | .003 | 14860 | 660 | .853
(819)  |o] Mmde Fejael 7hdo) AES ATk 806 100 | 14379
Ao} o] AEHL et §AIS ojnjA& 7;5’- Atk 764 fixed fixed
E]jfj o] ARHG ogat B} AHIAE e ojulx|7} Bt 869 | 076 | 17388 | 711 | 881
(857) o] HEHL e} on|R|7} H|%gt AH|AE0] o] &3t .825 073 | 16.629™
Bue | O ARHS 3] it 741 fixed fixed
e |0 ABHe THo] 7t} 804 | 074 | 15105 | 636 | .839
(769 |o] ARHL upgo] ETk 672 087 | 12685
vepe | PRl o ZImId OAE RS ol§E A otk 818 fixed fixed
o ojgo] o] HEHE 0|8 7HsAdol Utk .809 062 | 16.069™ | .725 | .887
(812) | ojgjo] o] HEHS olgA= merh 682 | 063 | 135747

X2 =203.476(p=.000), df=80, x*/df=2.543, RMR=.035, GFI1=.935, AGFI=.902, TLI=.947, CFI=.960, RMSEA=.062
Z: AVES} CCRL Fornell & Larcker(1981)2] ZAlol oJs] AL

p<.OOl
<E 3 JA8RIS whEeld] A5 At
T8 1 2 3 4 5

B Y9 738

79 744 64377 (413)Y 660

Ato} ou]A] U]/ 5777 (1333) 750" (.563) 711
BHc gz 600" (.360) 695" (.483) 719 ((517) 636
B g 495" (245) 466" (217) 489 (.239) 7977 (.635) 725
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Mean 3.453 3.169 3.152 3.488 3.637
SD .636 .800 817 .685 .637
%1 DAVE, ?r, 925 o) BAXE @AEs 1 4 AEgke terd

K001

3. Q7 7o AS

2 dFore BEA5E H6iM 2t =R ARgsto] FREA BYS AFSIATE 12N BY B A
=211.801(p=.000), df =83, x*/df=2.552, RMR=.038, GFI=.931, AGFI=.900, TLI=.948, CFI=.959, RMSEA=.062%
e} AdbAos mE AjlE fAE0] 7S 7IEA0] Bolste] Aol gl 2Yds & 4 Utk

7VaAS A, BYE S0 Bt vdat B g 7Ho] 353} ARAIeE 231(t=3438, X 001), A 713
B = 7o FF3} FRAGE 230(t=2.572, X.01), Aob o|m|A] LA/} HHE Hl= 7Ho] RSt A=A
388(t=4.697, ;X001 2, HHE F7= HHE Bz AR [ttt JI= vAle A2 et 7hd 12 25 A=
o E=RE BRI Hleg Bt v 7Ho) 25} ARAE 779(t=12.296, X00DE, BIE EiEe HHE wdo] FAKCE
TRt IS vA= o2 UE 7 2& AEET. o] Axks <& Hef A

olN

i

E » 2Y9 A=EAS EANZw}

744 A= uand. EEXTY t Agols
Hl-1 B Y — | B H= 231 .063 3.438™ e
H1-2 Az 714 — |B3dE g= 230 .087 2.572" A
H1-3 Ao} ofu|x] Y|/ — | B3t g= .388 072 4697 A
H2 Bt gx — | B3s od 779 .068 12.296™ AN

x” =211.801(p=.000), df=83, x’/df=2.552, RMR=.038, GFI=.931, AGFI=.900, TLI=.948, CFI=.959, RMSEA=.062
"pK.01, K001

HAE Z7)(BAE U, AZH 744, Aol ojulx] Ax)e BAE B 7t £ B0 WE 22 ENE HF0H7) 949
UETRNS AN, 47 B0 e PENE 5] A8A 47 519 YA £ 5712 T YHOR BFiol
NSNS, HHES AES AT FolE FEHOR St MBS 98] TR Tl 5] AF AFHA B AEH B
F 1809} 71 Aot S53 2Y 5o 24 AFHQ HYH BAS F 2lgoR T YHow BRofo] A

FUS ZYET9 SHel o) ATRY ) ST FHUFE S, IS 1ok FLPHAL (common method
bias)7H HAIE 4+ SloU), SUPHUZ SVAT 7P SAR HES 2 H4Io] SHYHS Telsh Zlol, B Aseiol

373 (cross validation)& 7%= $HR] 745U (measurement equivalence) 4 (953, 2015)& AAISHI S4524
A , &4 72 AIRIA] Hedsh= Zloloh(Hiy

o
A2 ol Ak I 2AFE S74o] FUM] AHFFhe BACE(SIE, 2013), 4% Hol
g, 2017). A oR SHRYo| FANo] FFEA] Fo tsAEe] S4RYEe tHEA AAITh= on|= o
A3t A S EAoll= u)7E ITH(E2, 2015). WEbM USR] 438 A S4RY] FAGEML 5L Aol

o
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SHRYPO] FUFL AT T TUE 7oA k2 vIAIFR o] = «* =257.484, df=160, GFI=.921, CFI=.97],
RMSEA=.039, TLI=.961 502 uehta g 7+ 917 7} FUsITH= Aok AAeH Al o] A=t \* =264.800,
df =170, GF1=.919, CFI1=.971, RMSEA=.037, TLI=.965% H|as}o] It 1 A3t T P2 zjo|7t ¢l Z(4y?
(10) =7.316, p=.695(>.05) 22 e &3 5H o] mE % EJ 7+ 2750l TUjtol| ulet wAEr/dS gHsiglen, 1
Azt e <& 59t 2tk

<E 5 &7 F7l0| nE SHRY 2Y AT 2

7= X df GFI CFI RMSEA | TLI A2 =4zH
H] A oF 257.484 160 921 971 .039 961 Ay2(10)=7.316 g
A oF 264.800 170 919 971 .037 .965 P =.695(.05) o

T &7 370l WiE 2SS HSTP] ot AR (HIA|oFE )2 Aoy 7o) /HEEEAIS A5
X AOIASE B B AT <E 63 At B Afo7t 10182 *Ze] Ajol7t 384 (A (1) =3.84) ol FhE 7
7Pa2 AA= L, 384 ofstd A AlfRgo] T FouR 7ML JIZETHOIH - AAIE, 2011).
2 o) 2daat B BE vgdat BE Blmghe] wAek( 4 x* (1) =.354(p=.001)), AZE 7H3 Bi= e=ef
o] BA(4x*(1)=2.267(p=.001))9] 7Mde 71ZA=Yx Aot oux] AP BfH= glm=o] AN sz
(1) =5.339(p=.001) 2 71& (4 x* (1) =3.84) o’Fe] Fo] et £33 5719 e 7+ Aol7t e Ao Yehige:
AE&A F71 A 571 BRolM fefet ghol yEHTh

<E 6> &3 570 ©E 2dast A5 23

AFO. 15

N8R 57| A2 571 ) (}d’;_ ;"6) ‘

N (n=189) (n=211) X = 90 Ay
7H(3=2) 300.899 Azt

. . Aopmy | (df=1)

p p Y2 (df=167)

H3-1 [EdE yY-EdE ge 186 | 1.980° 297 | 3.062" 301.253 .354 7%
H3-2 |X14% 7H4-2dc g= .090 678 365 | 2948 303.166 2267 | 1%
H3-3 [&o} ojjx] Y A—EHE H= 546 | 4.246™ 219 | 2.044° 306,237 5339 | A=

x” =300.899(p=.000), df=166, x*/df=1813, RMR=.041, GFI=.906, AGFI=.864, TLI=.945 CFI=.957, RMSEA=.045
‘K05, “X01, " pK001

B QI /b A3 elolsaetel AH]7t 9N Rolo] FFHol Wet HAE FYoR g
o tAE 2Ee) B A7t B et B o] Hx:
G FRAL BT THE HRHL 2shs Anlae] B0l wet ofejd Jia ol QA vl BAsle] aujat
718 Aul2 BEo] the) Q7skast steict
OIE oot olgA ng Fol HgRERRE BA= 3 % 79 208 Feokn BA= st
7r] WAS mEstol thest e 7PES ASSIGITt WM, BYE 740 742919 BAE e, 117
Age BAE o] BE GOl IS MAE 02 UeRirh ol Grace & OCass(2005), ©%84](2008)9) Qi7-2et

(o))}

2 =

SUSH ATRH B 7PMo] SEFS & 4 gtk Es BAE ZA F Aol ofn]x] YKo BAE Hmo] 7bY 2 AL
A Aoz, A - F5F(2013), 8742 - 017331(2015), 24 - FElA(2014) 9] A7+2] Aater dMgEsitt Hales
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TRSkA} ol 2102, ol BE Aulxp} Bise] it 2AS) R HES FAsker] £98 JTS nlxE A1
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BEo] e AAAQ A3e) BUE WS TS L 4 Tk webA Auixte] ule] o] oS ks AE= (35T,

= (<]
2010), BHE kg fisiME Bl tigh 37AR1 ol 2] omAlE UAAIA AHIAY] Bl=S fishs o]

Ol

N

o
-

o
il

fo
o N
)

Z8sital & + Sl

AR, BRE S7 F Aot ou]] At B Blregte] 9F BACIM AHAPE OAE FuiddsS fit Ad2lE ¢
+ e He(HEE 5, 201009, £33 B0l wiet 2Hax Uehgar, Bie st A 7HA3 BE Bjegte] SRR
oiME 2EEIH ehA] gl 84 435719 A 2 F7|RTl foldE AL, olfRt ff &35 700
w2t 2H a7t ths ek YAk Ax7E UeRth(Lunardo & Mbengue, 2009; Wu et al, 2015). 3% 24 57|20
84 5710 ¥ 2 FFol e A= HERHT

BHE Wk Baie Yot A7 7HAH H F835H

geralgol gloid TAE AEBAe] Balset 419 ojulx] A
S % 4 Uk ol THE MR Favt T AT = 2
218, BRAE-A[84 ofulxlet AE S40] BE PO MHlA BAES Hlam 71 (Sirgy, 1982), TIHE HEA
£ ApAlo] Apgolt B4 B AANS Fsm AAlo] 75K Aolg HEstels BAINS] A Au]ixlol
% 912 Zloltt wetA tiAE AEAe] FAH BlE Bk §Us] gshaE B
LI, E5] At 7 4 9l BRE ofuld] WEst Mol Hr} ] 4He JFS WIT 4 UL Holtt
o] wgolut, xpastel wire] ATAolut ERITIE ofmlx, A gl B
P23 23S sl AHAES 9% nbIY Heke A el 1R 71449 ofujxjg} il
3 oJujA] S Au|xjolA| Rofslol, vhEiARl olnjA|g Belslol(zlu4: - eI, 2014), An|Ato)
sto] AH319] ofulA|g} ARl FFo| 7R5THES sh Zlo] FLsHATE delxm aulrt ojgl
S olgsteAlol Tie AlstE B3, AEA

o fego] Mo HLHEE & Hol3, TEbgolt BRSPS - 39 - 1

o]
7

2
N
>
i
.
il
o

n
i
o

[ A
2
(o]

ofy n:}lmm
N2
S
A

N
)
1

[e]

2
i
£

=)
o,
:‘l

o2
)
Mo 2
e
S

Y

0
rlo

5
42
o,
o

F o
Al
i

i

]

X
o, Jp 4
a2
ro

olor &
fru £ i

oy
(0]

o off

[ r%
R r?llo
£

rS ol Mo

B
)
a
)

2o
4
)L

ook

=

ro,

i1k

ofo

2

ft

N

il

40

oft

-oly

g

>

il

40

=oé

>

rr

__>,~I_“

[

i3

AP
ox
o 1l J

t
N
N
X
rir
N

0.

i

4, 2011), ZHAIFF
B A3 gAE
vl 4H]A} 7|9 BAE Ee
OAE #H gl

o v

)
offl
N
it
)
=
B
)
Y
it
)
=o£
X
rr
o
1ol
)
o,
N
v
o>
=)
)
ro,
oM.
gt
9,
i
i
i
&
:cu)l'_“
o)
)
ok
L,
9,
n

R
M
o

E % Y

oo

in ﬁ
a
2
{mt
)
M
ox
1o
|
)
(1
1o
gy
it
5
0.
iz
olX
M
N
B
of
od
e
2,
2
=
re,
4
=)
ol
_?L

fr 4o e

ud
X,

i
‘O,

%
)
il

B

ok,
I L
oo
Lﬁ M
%
o to
rol
BT %

N T
i
o A
T
o ~
I
r2 >
a1 fr
o 7
1 ojx
il 2
Jk: )

of
i
H X
S o l'UlrU
i 44
=2, o,
LI
i)

, ook
TR
Ey

0.
0 % rE

N <>

Tﬁ G

N o
30 3L oo
o rle pok

re
Y
ko
o
o
ol
ro
i
4>
30
dlo
P
i
g
1o
1o
N
30
iw)
H
ok
N
re
[
%
il
)
oft
i
ot
o
Y
m
)
Hd
o
o
o,
[e)

5)
T8A| Bk BRliso] Uitk $8738
S AAISH7] figt B HEhe sl HFA o8 Bt ARbs 153 vieh ¥

OfRIR ANPEOlE oA, B A Theat 2 QAAS 7P Tk A, Bee
N

Q.
)
0
rlo
o
X
o,
)
i
o)
i
9
)
!
fak)
o,
M
oX
N
Z)-E
fd
30
rr
i)
2
(m
()
M
o
>,
%
>
)
o
o

AAIZE 2ol A4 Sleprt Sick
AN IR RALE AL§S
ofrolat Zoltt

o Mo

ol
5
)
-0,
1]
e
[t
olN
A
=
fu)
St
rE
5
ifle
T
9,
odt
o
1
i
o
)
g
fru
T
b
[rt

N
)
=
re
Y
o,

Al
LRSto]l Tht of o] A7) & 4= Tk v eE SQ] AT AR ST Aol s WAdshe Apol9] s

(© 2020 Journal of Hospitality & Tourism Studies
137



ra
H
te}
Iz
i
of
Ig
<]
Hat
Iz
rel
og
re
4
N
o
N
(@]
>
X
no
&
Z‘—q_
~
ia
om
et
o]
(@)
re}

FA - @ (2013). ATHEA ol 8arAe] Aot At 7154 dAAdo] BHE Biwel PEojmd] vl §F 2 F T/ T
22(6), 233-252.

7R - Z1RR(2019). A ARHEAHN Thet AR|RRe] Aojdx)/do] BRE e=e} 5 el=o] njals I 713 LA vizis
It ZEEE2 21(3), 239-255,

1 54(2010). AHFA] BRETEA7F FA L] A W Bieddo] nAs F: YT YAE SHLE. Fo/EHFTA 17(2), 27-48
RN - Z553(2014). AGTEAAN DA ZAGLSE 93t $AM T AT 2 279 AN QT RARITE R4/ 9/570]%]
10(4), 81-95.

B1(2013). F3At A1 714 L Au|AF AT 1

T(2015). HAE 7t Alej&ido] A9] A, |Folkol vA= I oF==5/9/2 21(6), 38-48,

2 - FEA(2015). YAEZH] AEi& o] mE APGAHIEStel Tjt AL =g 17(5), 188-203,

F(2011). ATHEA ol & F717H Y &/ 2 1A WZol| mjAle G ME3} 47] A 2|2 ARZIRHE S FHLE,
Z8|cheta tiete, AALSH=E

Zele] - F3lF - 0]912(2010). ¥ AEA ©lF F7/17F BHE Hi=et BEE 1l 0] n|Xe J Fop/opYEEIX] 20(D),

149-158,
ZA32(2016). E4Be S AYIEF TN AL B FAQ] ool B3t A ZJE|eietal tiek, HARH =R
FolR! - Zolel - olMIE(2016). XA Alefe] Bie 7ot HRe e, Hie v e ¥4 FJholzbio] 2AENE FH0=,
FEEA 97 28(9), 393-410.

)

1X

mN

o oY

e}
K
ek
©
=
R

¥d

B2 71(2008). 39 BASZAE BASHTe) n)x: 4T FITHE ek, MR
Q- - vl - 44T - 51979H2006). FLHHHE ] (Common Method Bias) 2] €13} siaMIQE ¢RAER X912 15(1), 89-133,

PHe

Hhd - ] - A 2011). U AHIAES W 2Bl HRE AL /G 34(1), 4775,

YA (2017). Amos 24 7234 EEZ, NE&: A=

SAIR(2016. 10. 11). A2 AR 2 38 313 YAHE ZF Retrieved October 11, 2020, from

http://www.seoul. co.kr/news/newsView.php? id =20161012019004&wlog_tag3 =naver

AEE - gy - 327 (2008). 35T W] A BT AT AYARS] Aotoju]A] A] Hwrt Ad BT Rt mix|e
QE Fzere~ 19(1), 7-36.

P73} - ZAH(2014). B EHEZA7E AR BIe vt njx|

o2/4(2002). BIHE ARYA IR AI3H=E LG F7HEA) 660, 41-47.

- &84 - 391 (2017). ATEA ol A A -F-EA o187 17T ARNRH A&l nX= & o8 YEE

3181317] 32(2), 111-117.

95H(2015). PEFus9] ARYFAEY AFH of5). Amos 40~200, ME&: TS TAL

o]A](2008). HRAE TA 7} 2B AB]A 7ol HlA]= T TP RARIE FAOR, A/HAFYFESIR] A, 9(1), 47-T6.

O|FF(2015). 2A71Y AR BHE F7] U AopEEgol|n| A=

oJgha] - JAA|E(2011). SPSS 180 W+<, Ma: HIA

A7 - 0]3IR1(2015). AFA 4HIE/Jo]l AAREZol mA= FF: THo|&E7I|9 2HANE FAHCE HFFIH 1903),
267-291.

ok (2020). ZEn|Y BE ASAREH e ZAuAeo] £, &7, AWl 243t E29, PEozol e JF A3
gk, HARRI=E.

A - sHs3(2009). B2 HAEGo|M ] Be FA7F 4%, Be TS W Aol S o) nA|E AT oA ER S8R
25(2), 206-218.

AHAR(2019). ZHA0|= Ho|AZ L BHE F77 BE AXAF3 eis, F/d=0 A I L4/ F 97 22(4), 225-246.

7S - i - FE(2002). BIE Wt AES] BUXY, AF A4S FAoR g Balido] tigh 48R} kS AL L8[z

puld

> Al

ol

g5k

S
O.

rr

F=H2lE g er2] A 19(2), 55-65.

-

fo
X
oM.

tal

Ol
ok

7 13(4), 123-147.

(© 2020 Journal of Hospitality & Tourism Studies
138



OXNE MZHO| AMA HHE SHIF HHCE HE X HHE LME0| DXz Y 48 SJ10] 2E2il

8732 - 01745](2015). EHEZ 77} BHEE|: W BEHEZ=o nXs T FFAE SR, 9A2A/E] 21, 6(4), 1079-1098,

BEE - A - FAF(2017). BEHE F7 2 oFA”ARUA ol do] 1A aASA ol v|R|= A7 oEE e ¢ 22(3),
21-41.

7g413](2014). wlolA] AH|AR] 2fo|ZAE, A|ZFE AH|AFA, A7EX| 9L 5ol= 7he] A Zalixjo]= Hjo]AZ|et EH|o]#
2]9] Hlal FoJtishal tiSh, HIARRH =

45 - 7J21(2015). =A| BRESAE 3 R4 HAs A 3] € ‘MICE =A] FA4F o TABHES Fhos g

7 30(1), 273-292.
Tl - o]Ef3](2013). &4 mlHolE F3t vA” AR UA I S5o] BErlA], wATHS, Beieytol njx]s @ A+ 29
Ho| A5 o] &R FAOR FFE X/ 25(4), 61-80.

2/3%1(2018). AHIARS] 55/ 2748t dA|AH|[AdFo] Zaju|d YA E7 o) Tzt ejmet AR ma] vl Fe AAtheka
gk, MARI=E.

2G4 - FEIN(2014). AFAYE HAEZFEAHO B JNda Aojdx)/do] BT ejwo] nXEe JF SEFHFYSA 16(5),
246-266.

Z|AH - ol¢#sll(2012). A, &8E7], EE2F FYol ol nlA| ;

SHE3(2009). EREAIGOIMS BRiE SA7F BB, 4TS W B gdo)] njxjEs T 7 24(3), 281-306.

SH53(2010). = HIE F7] G/J8%10] Bl 7ix|9t BT Wil X T Ojerd9ee/x] 23(1), 65-84.

sHsd - ZAIR(2010). g HAaEGoA 9] BieZA §/dQRlo] Bt wHEa) A8 oo o] n||& J7F Fofr/ofdgEere]
A 20(3), 458-472.

SR - HR271(2008). A0S B Z79) Aol Ao Tet At viAY 7R UA oA Bl e
2 Zrg2 81, 330-355.

A EREIAN2019). &FNY A B L8RP FREA,

519A1(2017). o]l BE ojnx|et ejw W ofjolwTte] HARIG: Hloj7e] BHEE 2AMSR FEER/97 29(11),
201-217.

515(2013). /29 HA wEfol= Amos FLEFFAEY ML i

ZRAYF - AEF(2010). AY Ul OAE BE upAY AdFAdol ek A 4REFEE 28(6), 13-28,

Aaker, J. (1991). The negative attraction effect? a study of the attraction effect under judgment and choice. Advances in Consumer
Research, 18(1), 462-469.

Ahn, Y. J, Kim, 1, & Lee, T. J.(2016). Exploring visitor brand citizenship behavior: the case of the ‘MICE city Busan', South
Korea. Journal of Destination Marketing & Management, 5(3), 249-259.

Arnold, M. J, & Reynolds, K. E.(2003). Hedonic shopping motivations. Journal of Retailing, 79(2), 77-95.

Babin, B. J, Darden, W. R, & Griffin, M. (1994). Work and/or fun: measuring hedonic and utilitarian shopping value. Jowrna/
of Consumer Research, 20(4), 644-656.

Bellenger, D. N.(1980). Profiling the recreational shopper. Jowrnal of Retailing, 56(3), 77-92.

Dawson, S., Bloch, P. H, & Ridgway, N.(1990). Shopping motives, emotional states. Journal of Retailing, 66(4), 408-427.

Fishbein, M., & Ajzen, 1 (1975). Belief Attitude, Intention, and Behavior: an Introduction to Theory and Research Reading,
MA: Addison-Wesley.

Fornell, C., & Larker, D.(1981). Structural equation modelling and regression: guidelines for research practice. Jowrnal of
Marketing Research, 18(1), 39-50.

Grace, D.,, & O Cass, A.(2005). Service branding: consumer verdicts on service brands. Jowmnal of Retailing and Consumer
Services, 12(2), 125-139,

Hair Jr, J. F, Black, W. C, Babin, B. J., & Anderson, R. E.(2009). Multivariate Data Analysis, (7th ed.), Upper Saddle River,
NJ: Prentice Hall.

Janiszewski, C., & Van Osselaer, S. M.(2000). A connectionist model of brand-quality associations. Jownal of Marketing
Research, 37(3), 331-350.

Jamal, A, Davies, F., Chudry, F., & Al-Marri, M (2006). Profiling consumers: a study of Qatari consumers shopping motivations,
Journal of Retailing and Consumer Services, 13(1), 67-80.

0~

I

Alo
T—

AL

r
i
ofN

rok

Jin, N, Lee, S, & Huffman, L.(2012). Impact of restaurant experience on brand image and customer loyalty: moderating role

(© 2020 Journal of Hospitality & Tourism Studies
139



DI HAZOIY| SHAAIT 2020 H22H H4D (SH852)

of dining motivation. Journal of Travel & Tourism Marketing, 29(6), 532-551.

Keller, K L.(1993). Conceptualizing, measuring, and managing customer—based brand equity. Journal of Marketing 57(1), 1-22.

Kim, E. J, Kim, S. H, & Lee, Y.-K (2019). The effects of brand hearsay on brand trust and brand attitudes. Journal of Hospitality
Marketing & Management, 28(7), 765-784.

Krystallis, A., & Chrysochou, P.(2014). The effects of service brand dimensions on brand loyalty. Jowrnal of Retailing and Consumer
Services, 21(2), 139-147.

Lunardo, R, & Mbengue, A.(2009). Perceived control and shopping behavior: the moderating role of the level of utilitarian
motivational orientation. Jowrnal of Retailing and Consumer Services, 16(6), 434-441.

Oh, H, Fiore, A M, & Jeoung, M (2007). Measuring experience economy concepts: tourism applications. Jownal of Travel
research, 46(2), 119-132.

Pine, B. J, & Gilmore, J. H (1998). The experience economy. Harvard Business Review, 76(6), 18-23.

Sirgy, M. J.(1982). Self-concept in consumer behavior: a critical review. Journal of Consumer Research, 9(3), 287-300.

Tauber, E. M.(1995). Why do people shop? Journal of Marketing, 36(4), 46-49.

Westbrook, R. A, & Black, W. C.(1985). A motivation-based shopper typology. Jowmnal of Retailing, 61(1), 78-103.

Wu, L-L., Wang, Y.-T., Wei, C.-H,, & Yeh, M.-Y.(2015). Controlling information flow in online information seeking: the
moderating effects of utilitarian and hedonic consumers. Electronic Commerce Research and Applications, 14(6), 603-615.

Zinkhan, G. M,, & Martin Jr, C. R (1987). New brand names and inferential beliefs: some insights on naming new products. Journal
of Business Research, 15(2), 157-172.

(©) 2020 Journal of Hospitality & Tourism Studies
140



