29428 4232 =E2HTY 20043 1.
2004'a 8¢ pp. 3~38 ANGZL 2004. 8. 16.

2 229 A Adzs A=A
}~ =
[+]

29l0]
FE ol golxo] FAE ol AT AZH AT

BB - KER -2 RE

FF
0. #EREy R
I fRRHE ¥ Wl
V. BESM 2 #R
V. #iE

o}

A AAe dAEEY 2L FJiygelzte gy AdE Rolstn 3l
o dA g2 JEY F A€ 343 dAoE A5HA At
A AR HA 3 2 °]7‘45]"“1 71& APAIE A Ftxa gld A3ste] sde] &
ZEd], dErtye], Adz F AL A3z 1 Jdel o=z, 1 F<
el BAoAd EFTTde dx2 dBHYS 53 AdY 2L 249%
Atol ¥ g7t (cyber space)e] AZRHWA AFY FFFGo] B3 AR
SihD ol2 g tAE ¥ Aldie] E4YL M2 TRE 23 glow &

« HEFBYSR AYGE STy

wx ool AU EE AP @S

s ATBNGI AFGE TS

#o) L 2003UE A2 VFADE) Adol 95t ATFHAS
(KRF-2003-005-B00022)

D AU, “HuAel ofal”, 1997, 4& 1 FlRTIAAAL
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9] OSMU(One-Source Multi-Use)2&te 71X olg] AlAl & Fo] 2RI &
A&ste dxg £3 4ol FA 2 AdE oA 41 o o|FdAE
A 4AL nARETN IR/ E FEee FFES ¥ WYer 4%
By gt =3 UAYa rlee By, Adxe o ZYE e &
Tog Qi 2kl AL AA ALAA HelA IR E HEstn 7t
BE AFES oz YB3

HE 9ne LEAALL HEHRZ FollA Feo|AET TATE 53 &
2E AFHA L) F&8td thge Aolwrt Aoz Agste A
doz, Aojriet AolHzte /AL AFHE w2 ste € A € Fe9
AY A A Hlojy S2E AFEA AL AW 9 /A& AFEHE
o] A& I 4 U tdFE Z& uF U g5 g Acnsol A
€ AY3te FHZ FIE 5 o
£ AYS 2 A we PR EY (992 A, UE
A3 A, gAY £7E & U oo 2:8UAYL LEHAALH
TEHE €02 AY LZEHA AV A2 FFEATT Hol A9 A
dE ¥ YEIE0] A|Ed H&ee FHE FA FEATTE 10008
od He A%7t wen, dYA, wgd vt 22 AgE 2 42 & F 4
o MEHSIAL L PCAIG 71t T3 28< 7[5 AT Adez A
A AEAF7E 16B74A] 7Hsd BEEH ] 15 E ZE AYLR A8
YA Ed] H&E A AA Ao Ed ALE E7le WALE g Fo
Aot ALY AL A2 B9 FH 28 AL ¥
U, 2 dF0] 252 thE Hol itk WA, Lkl AYx 3
Al HEeobd A, 23d ALAE WdstAle ¥31, F1n U}
22 F e ALY Feolth AL AloJEY CCRY X <

ox o

)

rlr

Olr

2=
XN

HELEER

.L.4

d3, A, 9, Aol A, AYHAE, FdH, H 59 o
H%ﬂ BANNE SUsEs PAe st A

3) ST FE(2003) “AF4D AEF FF7) A7) g 200293 A AA ADA
F2 6189 2y FEE olFoA &l AYe FEL 5T%E 2uld AU(F
7FE 71%)90 o]o) F WHAZ Feow 20029 A IV ALAF FEE 3F 4
A FE2 28 AdY FUELS 69%E vt AUB64%)H FuldAY
(180%)¢l o]o} Al HAZ F& FIFLE Holx Yt

4) A2, “FAAYY o] wa B2 mde] Wil 2002, ARENHYITLY



F3 280 AYY Belze A=A H 890 FF o]fAEd "= G T

429 97 5
olglg 2l A Wd AFe ALY AL FolAM, kAR 2R
Be AT 8] YA ¥m Uk AR 23E 28 Ade) BEL
TS TH3 2HEY 71AR 43 E&(mechanic interaction)® At
Zt-&(social interaction)o] Alol® e E(flow)e]l AHAHA 4FE F1
g Gl 53 28 Adel td 224 F = (customer loyalty)e] A3
Aoz Zggdvhe A79g, 28l AoA AT=He Ade 58 2 &
%8 w3 (mapping) & T3 FFE ALY U718, 4W4 a2 g
J*H Hla 5& AwAoz g A76 a8z, 37 dEe el
ol ol FEA 2], ALrelEY F4, Aolvy AeA flo] AolH
doll gt EA(flow)H FF(addiction)ol wX & G} ojgigd AYdl

& EUH F5o] 2EdAlM Y wEY FAEA wAE G BE o

77 Sol Atk

2 A7 718 FAC A8 AW3A AW FFAZAA &3 A
49 dFE BNt o do 239 AL Bz FA 93 BA=FH
820 FF Aol g9 FFojLord oy FFL FE IS AZH 2
Ao A Bt dA FFe TR oM BHEo] Eglo] 9o} &F
Fe Bl 2 glow, 22l AY A dF Tl oIt 3 AR
FEAALAATY et 2A7|go] HEFT HuME BE 20028 FFIA
AEl 28 747 2ERIAY T ANF = 3670(485%)7F =4t o|t), o] wh
B FHAS 1671(21.6%), ATt 1270(162%)2 §E, 0=, 4B F 24
g2 25 A 100 ERPS T FITA AL SFE ol U7
HoME dd ERola Jed, d4 3404 714 971 e 2ad9AdL
A "B (EF FTALY ‘vl AMY2 EAAEAS57 Y 5049
Bol olzx v 20029 A FZe 2gAAY FRoEAFE o 400%
Foln, 4005 Ho| Ao AYE stu YTt AHEE of 10% = o o4

o2

}

¢

1

c

¢

0.

5 HFA, 9AE, AAE, “LAFAEY QT e LAAAYY Fag i o
g LISREL 29 24" Z9dAnddAT ALY, A3, 2001, pp.1-21.

6) AWz, ALH, “F 289 ﬂldoﬂ P-%JE ZE 9E oo B A7 A=
ﬁogﬂizz}zﬂ 2002 &Agt=d s =83, 2002.

7 A, ol MEE, ‘FFVHY B AHNANF AEHEk: FEIFTEEY
(MSEM)—% 01-8-1"& g a Ao gAY FAE vaE FHoz %—%%7*%‘
83 %), #137@, 1%(21), 2003.

8) BRAZEHANFY, ‘T LBUAALAR ZALE A", 2002.11.
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of “#X") &t sl Aolth B “AYWE ALY ‘T2 o
V= FAREASTE U 10% Bl 23tn e A2 YEHRTY

W) AR

1 3%olgoE

gFolgorr 1A ZYE (customer loyalty)E Aste. d o] #AH
9l g2 2 Oliver(1997)+ 172 ZFE (customer loyalty)& A 3dke A Fo]
U MHlAE A&F oz oA Btee dEEdAsd it e EYez
A8 210, Newman 3 Werbel(1973)= 1272 29EE 3 Bd=dd
& Fojdtn 2 BERA=TE 3RS tE HAz diAe IS R
€ Zojztn APt
ol 17 EEH T F= Agdde FFER AN A+t of
FolRth a2y, PFEH FHol LA YT AP #YE E B &
v z2ke] oAt Adgelv AL FAYTE dAV AFHEA, HeEF H

o] S48 HA2), HIole T EX FHY H=EF AP & £8F
oz ZAY3 FHEH #Ho] HaHT Ut 5FEH A2 249 PF
T HE9 F Jlx WMEE o]&sld 1A FAHTE oFdte W HAYE &
724 AbRE I Yk

2 =M 2FESFE AL LE ‘FFojfr's FHEH H2W Jx3}

& 2L

9 AAYE, 2003.6.269 =

10) Oliver, RL., “Whence Consumer Loyalty?,” Journal of Marketing, 63, 1999,
pp.33-44.

11) Newman, Joseph W. and Richard A. Werbel(1973) “Multivate Analysis of Brand
Loyalty for Major Household Application”, Journal of Marketing of Consumer
Research. 20(December). 418-430

12) Norman, JW., and Werbel, R.A., “Multivariate Analysis of Brand Loyalty for
Major Household Appliances,” Journal of Marketing Research, 10, November
1973, pp.404-409.

13) Dick, Alan S. and Kunal Basu(1994), “Customer Loyalty: Toward an Integrated

Conceptual Framework,” Journal of the Academy of Marketing Science, 22 (2),
99-113.



3 232 AYY AWz BA=FA 2do] FF oY% HHE i%:l?ﬂ?@
Ay 7

o §F Add @ AoviEe 39HQ HEs Aol&dtee FF AT
o2 Ao

Dick and Basu(1994)+ A 2l&3& MdezA ‘AuAe U3 HE's) 5
R MEogA PEFMPT'E F F02 g9 1A 2EEHE A 9
o2 B3 AUAd gz ¥E oyt 2% 5 3AE 13T 2EE (true
loyalty) 2, 4dA Hze Fou wE Fuzt vod A ZdEH((atent
loyalty)2, ZdlAd e wou & Fojzl oW oA ZHE (spurious
loyalty) 2, 244 B9 w8 Foj7l 25 3e 2%+ v 2LEH(no loyalty)
2 EFIge

14 2HEE 7197 ARl AstHa Jde A AF nAL FR3}
£ U = H&o] 71E 24 fAS e AET o8 F=7E o ol 2As)
o, 24 ZIE7} 5% 718 ASde dFd b 25~85%9 FANFE
A7) BN J1E DAY WE FF o|ES EolE Aol /1YY Fa
g AFHA 7L 31 o

2. £2-5(Flow)

ZE259 W3 AAH 2 TEAHL dF e A 2087 olFo44 AT
gtz e Aol 23 S AHEstn 7] dEd AP 2dsld o)
g AAE Adgsle R oEE Lol Zz9e 19759
Csikzentmihalyidll ]3] 7/f&so] ~2¥x2 &3 AY, o], AFHAE 5 B
& EopollA SE&HAT Flowe] 7ide Ata HAFe L] 5FES BA
dted F4 Mdez Algso] ko Novak¥® Hoffman(1996)& o)
nido] AFE AR A ALE A L‘ﬂE% FH Y S AAIBHHEA
Flow/i'd& AW atdchD AF7x Z29%9 AdS Fdgd A7 F ¥

14) o]/ A, &A7], “Mulx Jixe} A5 Er AFuje] X nAE g B3

A7 AvAsrAT, 2001, A12W A1ZE, 53-74.

Reichheld, F.F.,, and Sasser W.E., “Zero Defection: Quality Comes to Services,”

Harvard Business Review, Sep.-Oct., 1990, pp.105-111.

16) Novak, T.P., Hoffman, DL, and Yung, Y.F, “Measuring the Flow Construct in
Online Environments: A Structural Modeling Approach,” Working paper, May 1998.

17) Ghani, J.A., and Deshpande, S.P., “Task Characteristics and the Experience of
Optimal Flow in Human-Computer Interaction,” The Journal of Psychology,
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& Aol Holyg Re Trevino & Webster(1992)9] @3 I
© Csikzentmihalyi(1998)9] @FolMe] Z2$dl g AHoolth Trevinost
Websters &4 A, FE2 34, £33 Any 1A 5 FHE 434
Helog 2298 223 Atk ol EZ4E 4F9 MUAAA Ftraits)
o2 MEdEF Rolzt B 4 Uk 2y, Csikzentmihalyiz E298 71€
(skil)# =3 (challenge)o] A FZF ol Fold FHE o] Ael(state) 2
shotat i th19)

Z229% o2 AdAH €3t =Y (channel segmentation modeD & 7N FH A
Zo] 7H5dd, 2249 AR AFEC] 5F FAA A2 e
=T Ve Ao "y E24E AEPe ?‘]E B skl A AHEA
5 du3th a8y, o)A@ AR 7Eelu P AFHY AL oY
‘E ] oha 7‘3'“31?1 #do] T webAd AFEnT AdHEs
de Al £ 2 A2 BHFI=Y g <28 1>, <a¥ 2>, <a¥
3>°!l*12} Zo] BiHLé 224 2d, 44d 225 29, 8dd E2¢ md=

ERET0 3:0d 2de $EAV dAste EAH 7lE0] BT %L RelA
FAste Atole FEFE AYsA Fovie Aol 2HHEA Fa4d
(Apathy)d] ZH2VE Jdele 2L AdE 712 448 2do] FHAL
a3y o] Rdx =T Jlgo] FX £EY AFE HBsA Eite dAA
< 72 AT 2d3M 88 2ol 8Ad Zdoltt 8id B2 43
2d] A oA (control), &3 (worry), Z4 (arousal), H 5 (relaxation) F7}
g Rd2 7ed £y FXHE A7t okde 2R FF AE °] &5ty
<a¥ 3>y Zo] Ads FANEH. 8Ad 2de <a¥ >3 o] 3
o] 71& =49 Fog 1 Av)d B FRA-ZT2 L2 BEHEY,

El

Z o}

128(4), 1994, pp. 381-391.

18) Trevino, LK., and Webster, ], “Flow in Computer-Mediated Communication,”
Communication Research, 19(5), 1992, pp. 539-573.

19) Csikszentmihalyi, M., and Csikszentmihalyi, I, “Introduction to Part IV” in
Optimal Experience: Psychological Studies of Flow in Consciousness, Mihaly
Csikszentmihalyi and Isabella Selega Csikszentmihalyi, eds., Cambridge,
Cambridge University Press, 1988.

20) Novak, Thomas P. & Donna L. Hoffman, “Measuring the Flow Experience
Among Web Users”, working paper, Vanderbilt University, 1997.

21) ojd 5311*] AlgEo] QAete EAF V)& ¥ FFAN EAFHE FFde
FE29EF A3 Ao] ol T4 AHE ey,



F3 239 AYe Bd2s DATBY 8Q0] TF o AEd WAE FPo] U
457 Q@7 9
718 TAH9 zolg 1 Arld wek A F3H(boredom)-T4] (anxiety) S

2 EREY GMEA BFFozE 7led AFFoz ggdte AR F
A (worry)-#A ol A(controDZ2 EFHH, BAFA E8F L =Hd AHA2
2 U$ste Aoz Htd(relaxation)-ZH4 (arousa) & 2 #FA T wetA, 7
£ =H19 T go] gol EE2P o2k AR} e NEFEC] T
AR Eold Ao g AP, 2AFTo] FUF =N A& ZFsA do
B2 Ve 219 FY ol RAAd o2 E AL e VeTEl
FAFZOE AL wrH, 2AFE0| FUHH D dF S sHAET2

oft

IJ
S

=4 as | =22
3] g2% 3]
nas =a=] N8
H e bl H g 2
<38 1> 3 EE< <3d 2> 4id EES
g - 58
e oI
porgs |[] HOIR
caa T &2=|| Js + ==
{4@ — zs
ToE =8

<3¥ 3> 8id B2
3. 44

o A ZH(identification)o] &, & Aol 248 AW T IFAHE =7 Y

- e

22) o A& “F2%(flow)] ARATH Ay B
2000, Vol.11, No.4, pp.135~164

F)l:

o) B AT, FGAT,
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8 EB8E A dm, AFeld ddz A AYsele HEF A2
(psychological connectedness)?] FAEE Uehlly ZAWOZ, Ashforth &
Mael(1989)8] @7 ofstd dxfzeld & 7iQle] =7 R (reference
group)oll g 247 e 279 F=2AM A4S Hrisie & JAde 4
98t £ (defining characteristic)& °] &3t 271 A4l& Bosteie 3
g 2dgM

1A g A3 A7 2A A JRE YRR nD RAde A
FEE TAE HYRAEd B AFER 23 VEE, YT ¥, 23
olujA], 27 W ZAZ=E THe A B¢ IdF(Meal and
Ashforth 1992), o]¥]A], HEx, 27 719471, AU, Lo A, 7%
T % B 27T AEA R 239 P4 =0 #% A F(Batattacharya, Rao

$4% 5 454 5
()]

o

= [s)
Maaloz gt dt(Lau 1998)50Ith ERAle LAZo] A nlx
FRAA 4% B AFEZ AFA TY, FHAR, 27 Ho9 F7}
o #3F dF(Meal and Ashorth 1992), A& E, FF, 224 gt 24
A, 27 23 AT JFAx] F7to] #F AFE(Dutton et al 1994)0]
A e AR o] s ATFEER, 3A 714 § 25728 ez
% %] ZH(organizational identification)o th& A9} Au|Apel BA=9te] AH
Z(brand identification)e] g AFEZ YrolAh 2<% Jdhd digd LA
o d3e F2 A8 A dAZH(social identification)ol]l g AFEojz, BN
To] g AR AP 287 BASE Ao &7 dAste Bd
gulE Foste T #F AFEojrt. 53] BT W LA 7(brand
identification)d] AN BA=e T 7AAe] L4 & FAN AN E EEF3)
Ay #AATIE o A Ste IATEM £& D94 Haspiration group) S A
Aste RHEEEN FLeln, O AA2A Aot FEAH TEL sto A¥AE
qA Bz e dATE =2 F YA Fh®

rr e

23) Fournier, Susan(1998), “Consumers and Their Brands: Developing Relationship
TheorZy in Consumer Research,” Journal of Consumer Research, 24(March),
343-72.

24) Ashforth, BE.,, and Meal F., “Social Identity Theory and The Organization,”
Academy of Management Review, 14(1), 1989, pp.20-39.

25) A3 % , AAT , FF9Y, “BUEIAo] A3 BAS s Ee n= G / A}
3 AAF o128 AL, aHAEAT, 2002, Voll3, No.l, pp.25~43



F% 2o Ade Ad2s HASVA 20 FF olgA=d NAL G B
Azd A7 I

1. 7%
(1) &20|8e|T, B9, UM UIte A

Z25(flow)@d 7 e FAE FAF e AEFA €9g, 97149
7] D' BA'Y 1 A F8EA 288 & U 9T F247F EAF
E}*‘: gujol 3, AN &EHQ Yo E2LE AET U H AAE T3}
A&stn fAGE e ogxd X T29E dUER AF ¥WEA
Bot olyg, AIFEL ¥2 Fa34 s 9%% Rl & EYHA
£4€ /A3 Aok oy EAL AY= & AY3 28
AelHEL ALHA E248 AT F& Ui 7““’:1-4 A&AolH =

€ A8z & Aot oy Are E247L 71FFF PF
T Z2AI3, ANGIEYY aAE&EE FAAAZTE Gundlach, Rao and
Glynn(1995)] A7 eAAde] AFste Mulxd dig &S dopy
Ao Zgel dal Z2¢ FHE 4 =Z2e7tE FHda, ol & o &3o9
E2% AH7t FFojLoze Fovid dFE uR LS FHF(2001) Fol
olv] AEg virt Ut ®

o rhl

m]ﬂ

7td 1 2atel Aoloit ES E2fc g#Fol8A%o H(+)o F

ol #ct,

26) Aaker, Jennifer L.(1999), “The Malleable Self: The Role of Self-Expression in
Persuasion,” Journal of Marketing Research, 36(Feb), 45-57.

27) Moorman, C., Zaltman, G., Deshpande, R., “Relationships Between Providers and
Users of Market Research: The Dynamic of Trust Within and Between
Organizations”, Journal of Marketing Research, 29, 1992, S. 314-329.

28) AT, SAE, AN, ‘aNFH T JFL v L8AAYY Feakd W
gt LISREL 2¥ ¥4 ZgARTAF A1138, A33, 2001, pp.1-21.
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Hoffman¥} Novak(1996)c] A<t E24-9] MEdA mdo ot E2
AT A 2 Y gl 3FAEA AAS ZA HH 7
A €k whef 28l Aelwzt 54 AR s 24
2299 AYS ABHZ AL dal A AL 2 Z
WA ALT Ao BuAle BAS WSS Fo] Aojule A AL ol
& dAZE =7A 2 Aol

429
g Ageny

7Hd 2 : 222l Aoloi7t AEE EERE Aol H(+)o g olHCch

2) gFol8elx, U, oz olel oA

BA=S 7 E FAste TS Abolo] F9lo] BRT e A E wdFE
7k di 44 ’—‘1E7} EAste AL ot adu, Qe 47 2F
€ 29, 2R nAFe] #A (brand-customer relationship)dl 2¥ & F
I, nAeo] BA=st dXHE Po|] m2FE B JXE FYEGn &
A UT30 o]AL A F BHAETL Ao} B ELE FE P2t AW
4% 1 Bd=d g Yzt Adde AE guidy, 53 2A=d g
g st 34 =AASGE 2L 1 Bhcd g §ey dARS 34
StA =, o2 dATE 54 HAco di& FFAA FA(word of
mouth)&& BT ofuel §Folgoro7x] J&& X 5 24L& 1 8

=o feld Bz P& A i ek Aolmst 39 Add
3 MAEE =7d 2EAALY ANE FLAse dALE =AA Ha
BT LA ALANA 53 28 ALE ol LA e sdez Fg
& Fojth

||

Of

F-L

d

29) Novak, T.P.,, and Hoffman, D.L., “Marketing in Hypermedia Computer-Mediated
Environments: Conceptual Foundations,” Journal of Marketing, 60 (July), 1996,
pp. 50-68.

30) Keller, Kevin Lane(2001), “Building Customer-based Brand Equity,” Marketing
Management, July/August, 15-19.

31) Hogg, Margaret K., Alastair J. Cox, and Kathy Keeling(2000), “The Impact of

Self-Monitoring on Image Congruence and Product/Brand Evaluation,” European
Jounal of Marketing, 34(5/6), 641-66.



T3 2L AGY Az 2A=AE 290 FF o=l vAE Y B

13
7td 3 : 222 Ao dist o= Ao H(+)o &2 oA

7td 4 - 22t Ao e A2 Aolojo FFol8 ol H(+)9
ggs o|zd.

Q) E= Mojd, =™, AsuF 24ntel BA

EZ2 %9 T g HE9 ‘I‘:r_‘-‘;:‘ HY FEAHOZ A7 (challenge)Z &4
E(skil) ' AolA(contro)E F249 Hgadez Hdysta Yok =
e AFEE WAz @ %73"1]’\1 vzt A 7hed P dd JEH=2
A BAHn, SEEE A ALEA Lo i 2ty 2d FYHoE A
SET3) Aleojert 28l AYE UM =ALE =7n BF A U@
SHUEE 59 AdE AT & AU Aol g 280 Adel dis
248 =72 Aotk

1]

7td 5. 2212 Aolojo Ho{A2 ERPo H(+)o &S oA

7Hd 6 : 222 AHolojo EXA2 E2 o H(+)e] &2 0|

r2

ct.

A58 A 71A9G AFEzEe] 4324 (machine-to-person interactivity)
I} Abg3) Alzre] A5 zE(inter personal interactivity) &2 T2 4 Urh
F0 AEgstd olokristH, 22tel AldolAe 71AIg Adzte] AEFLe
Alele] o AL A543 Aold o AFHY gz Eo2 Yroixn
At ALEZEY] A3 E2 Aolnizte F3F g0 YFoATM B =7
AqMe 2 ALelA AolH et AUzt 2L Z, A7l oW P§

32) Csikzentmihalyi, 1975, Ghani et. al., 1991; Trevino and Webster, 1992; Webster
et. al., 1993; Ghani and Deshpande, 1994, Novak and Hoffman, 1996; Novak et.
al, 2000 59 4+

33) Csikszentmihalyi, M., “Flow The Psychology of Optimal Experience”’, New
York, Harper and Row, 1990.

34) Markus Friel, “Online Game Interactivity Theory”, CHARLES RIVER MEDIA,
INC. 2002
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= S o LA Aol zd B A ‘él%%
(reward) 0.2 B o3tz Aolm7te AEALL A TETE], )
AN Aol A HAR HAgol Zﬂ*—ﬂ"w“& JJJr—J 334219_ LA
Ztgo] o] oA 3, AHEAE ER2LE A A %i"%

7Hd 7 - 22l Holojo} AEs BAL E220 H(+)o H&S |zt

AbE e 33282 oln| Hoffman and Novak(2000)9] Aol <3}
259 Agedez %S Frhn ¢A Uk 28l AYL 1 54
27} obd £ £H o Aojn|rt FAld M H&E AYE Y
€ e Ed o] Frol7] W] Aclnite FxunFe E2P FFAA 9

“

>
ox 1M

op
o)

|

< 1A Aok
7td 8 : 22fel Holojzie] ASRFE TR0l H(+)9o &2 0|},

(4) LAt HFHE &, ASH AN, SolM el A

gaEnt A= ARYUES gokstA Adsin QAT gutdeg AR
Ygd ‘5 vauc —g— Fobte AlEE] Agd FAE Hol dol, AFH

2AE 27 A BE S3d IEA'=2 ﬁ“% T 21438) o2 HA= A
FUHE 34 712 8902 a9 AA, Bdc ARUE 44

dol He BAZs}t EAdta, EX o8 FHOE J HAETS A &
Aste, AR o]FA FE FAEol FLE o] T FAHT e ARKuUE
7b EAET olAdF BA= ARUEY WA 748 de= Jd, F¥Y

35) Baron, J., Glory and Shame: Powerful Psychology in Multiplayer Online Games,
Gamasutra, 1999.

36) Novak, T.P., and Hoffman, D.L., “Marketing in Hypermedia Computer-Mediated
Environments: Conceptual Foundations,” Journal of Marketing, 60 (July), 1996,
pp. 50-68.

37) Novak, TP, Hoffman, DL, and Yung, Y.F., “Measuring the Customer
Experience in Online Environments: A Structural Modeling Approach,”
Marketing Science, Vol. 19, No.l, 2000, pp. 22-42

38) Muniz, AM, and O’guinn, T.C, “Brand Community,” Journal of Consumer
Research, 27, 2001, pp.412-432.



33 ek A Adzst BI=AA 8] FF o] g xo vlNe o] B
Az AT 15
A &% 59 94 g4 89% nHoof s FEo|thI

BR= AFUHE 71dF 26z 2R o] & HAT o 7199 ¢
ZelAe ARUET 2uAe 43 &7 8 dofste dHe] HEZ Jd
olg EHHOZ o4l AL vlgoz nAF VA BAE FAT #
AA =, £ujze] R e AU g0l Folete BA=e ARFYEHE T3
BAco Wiy BEE Tk, BR=d i ofF & dgd WAz §d
SHA FAETY FAMF FULE At £F HA=E wpE 1EG
ATA/AE FAstd FETFNE T 4AE LS Rolle o AR/
UE 45L& BWE ARYUE 858 B8 A9 AL AT BT of
Yl BEd=g /M AV1E B8ee BN 2224 i@ AF4AS =

A d YA AR BEo) WP EIHE L34 ALY FANE Sol
489 & ek 23 Ao gL AT Folte AL WA AR
& 728n ARYY BEE SH4 JUE TR A AHE gole ¥
Aolth. ol @ ARUE 5L Acloiziel WU oh]d} B4k A3}l 2
RE o o4 ALH AclNE stz folFE 8902 AEE Ao

7td 9 : 220l Aloloj9 FHFYE| #52 AxMztol H(+)o F&2 ol

ZHE AME ol i1 ALE A 9o A G AF AFE BY,
BlAEe] di7) g FE L Adse d glo Hole vla JFEe2A £A
F H(reference group)e] B Wztsitle Alalo] daA Ut oY &
Aol 4L A A 7HHZ Yxe & £ Ao AMe FrE 9%
(informational)’ o] &, &¥|A7F A28 A EY EAo Y} £AS wrtslr] oy
+ AFo A&7 FHo A ug JEHYozRE JFL uwe AL
4ot Ede THE v 443 o Putilitarian influence) 22, AH]}7}
A oy 71l ¥-$(compliance)dtal & w L3Pt AAE 714

B

0;

39) A=, 49, “Bd= ARJVE 8%, 9 e, FustdF, 2002, Volls,
No.5, pp. 159~175

40) Kelly, Harold H.,, “Two Function of Reference Groups”, in Swanson, G.E., T. E.
Newcomb and E. L. Hartley(eds.), Reading Social Psychology, 1947, pp. 410-414.
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FdA A& (value-expressive influence)2, 28|27t £33 G A3
AL ZuA 1 Jd9 7Y, 71K, $5& £48 9 Ase 9Tt u
M AofelulA] s Aot FA|, ALAIFTI LA She &FA EA4H B
A AN g AgE vladtd zotoln|A & A £ gle A 0
2A "2z vad JFojgar FErtA) HIZY AT wa2d 7HA o
g3 AXNBEA Y-S HAZ o|EE TRV LoldtA] ¥7] WE ‘T
A oz ddgAn Yok

olg|d d4e 2l AYex adE HE4E 5 Utk §F 2 A
W AEA AATY #4F AE WAE 5T 1A a8 AL 52
5 A8 A 71 8H(social visibility)e AlolHEA £ 28 AL W
AT FAE ZA s Y 28 AdAY &S 6§ 24 do €
Aze =A & RAeolth

7t 10 - 22tolofl A 2lol st ALE X JtAlE 2 AX Zo H(+)e I

o] &l

ra

Do
Ay

Base] 244 g L A7FRY

%ol PURBE Bote] 4T IS L EUR B £RNE o4l
&k O
=2

o 9% FE APadoz s-am Agel Az FALAY A= #
dalo] FFo 1%4 o 9% & A2z B3, <2 49 e Rde 4

78].6.}_21E}_ < 4 O“}\“ “IE::.O” “Z_“ojlﬂn ‘lE;‘(iZ:!'”, u}\]_iz_*l__g_n “E.}‘PY 0]
Z.l%li 3&@ _8.?101 3, uoe]‘xnz:}_u, “ﬂ'ﬂ"’]ﬂ%%”, “DHQE”, “/\}Dﬂl“} 7]_}\]/%” 'I
Bz fFAglolr}.

41) Park, C. Whan and Parker V. Lessing “Sfudents and Housewives: Difference in
Susceptibility to Reference Group Influence”, Journal of Consumer Research, 4
(Stepmber), 1977, pp. 102-110.

42) Bearden, Willian O., Richard G. Netemeyer, and Michael ]. Etzel, “Reference
Group Influence on Product and Brand Purchase Decision”, Journal of
Consumer Research, 9 (Stempber), 1982, pp. 183-194
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2R A} Aeze ndedd 890 FF ol gz T FFgo) @@
A3 Q7 17
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X
oy

H1
(Ba1)

(2]

i
EETPN

(z

x
=
b

fuja

2 =EoA ARG 2do 453 EAE {5t FAEAY FH Ws
o 2773 Aode < D 2o “AA@”, ‘=AY, “AzaR”, ‘B, A
FUEES", “Ex”, “A188 73" A< (exogenous variable) 2
‘2227 ‘dA 7S WA (endogenous variable) 2 “EFF ol Lo v"E HE

H}asE el ALY HEES 2HHAT.

i
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<E 1> ZYHo HUARH U =ZH Heo
W4 | BlgolF #4884 233 A9
Csikszentmihalyi(1990),
Ao} 2 Csikszentmihalyi(2000), Novak and 22l AdY
| Hoffman(1996), Novak, T.P., Hoffman, Ao 79
D.L., and Yung, Y.F. (1983),
Csikszentmihalyi(1990),
- Csikszentmihalyi(2000), Novak and 282 AYe
=" | Hoffman(1996), ZRgA
Trevino, L.K., and Webster, ].(1992),
sz qe | Novak and Hoffman(2000), Markus Alo] 7] 7HA]
= | Friel(2002) ' g
A 289 Aol
N ua Baron, J., Glory and Shame(1999), Novak 2015 ol 70
=T " |and Hoffman(1996), Markus Friel(2002) | moav mcw
781¥E | Muniz and O'guinn(2001), 94 3, Aol o 9
25 | 4922002) ARUE &%
Keller, Kevin Lane(2001), Hogg, Margaret | ] o} o 7}
=% | K, Alastair J. Cox, and Kathy Agae 22
Keeling(2000) Aol dg ==
Ab8]® | Park, C. Whan and Parker V. ‘;‘jc{}g 3“‘
7FA1% | Lessing(1997), Kelly, Harold H(1947) o)1) 7]
Csikszentmihalyi(1990), Novak and
.. Hoffman(1996), Novak, T.P,, Hoffrpan, 2atel A9l
£2% {DL, and Yung, Y.F,(1988), Ghani, J.A,, e 29
WA and Deshpande, S.P.(1994), Trevino, L.K,, ==
N and Webster, ].(1992), ©}A]&(2000)
=T Fournier, Susan(1998), ":—;E}S Al <]
Uz | Ashforth and Meal(1989), Aaker, Jennifer ;ﬁg;g Ao}
L.(1999), 8<% , AT, FF4(2002) 294
Oliver, R.1L(1999), Newman, Joseph W.
< L and Richard A. Werbel(1973), Dick, Alan
a4 T¥ S d Kunal Basu(1994), N W =l A
P o) goE . an unal Basu , Norman, J.W,, o) & o

and Werbel, R.A.(1973), o] %A,
<+4 7](2001)




F% edd AQe AWzs) BASBY 20] FF o g %o MAL G B
438 A7 19

N. FiEH 9 SR

e

2 A7 ANE QTR B AN 5] 79 2aAAAY
4AE ez e AERAE AN 20034 69 TN €9
Zd Aol B 27\5We] HE2ALE AABTHE WU RS ¥
T 2HR 4AE ARG 4B FHo2 ANERE AYP BE
4

FSL r}o

TEYL AAEARGH AR)E o834t AEEH F 1546%°] &7
o olF AFEMe o]&3gAT. AFEMNSE Y9 SPSS100 ¥
LISREL851Z ©]&3tch W=, &43 a8y ¢ Az EXd&
SPSS100< ol &3tA 3, &AH Q&8N 9 7} gqld) g FHIFFTZEHN
ol LISREL851E &7 Algstith 4 Ez2AF 43 vehd FE2] duta
AL <E 2>9 2. F $HAT GASHAL 1,818 22 A9 %5B52%E
AA 1 A SEAE 69H o2 AA Y 48%E 22| Q).

dln

l

<E 2> E2o YuxE SN

¥ ¥ Hx(g) v&(%) T () 49&(%)
ey 1381 95.2 A (ﬂx;‘ L]““ 4 e 453
A4
A 713 A €
o4 69 48 Ade e 41 314
104 145 10.0 7“-;]7 L,f ol E;f‘;i 159 106
gi 20t} 1124 775 AFE AN 110 73
= 30t 167 115 A7) 52 3.5
400 13 09 7] €} 29 1.9
343 435 30.0 A9 B 1086 70.2
24 A 657 453 e PCHW 291 18.8
A4 149 103 A B /AHE A 150 9.7
7 e} 209 14.4 - 71 &} 20 1.3
o 3A|To) 4 1198 715 A AE Y 856 55.4
AY 2N Ax 257 16.6 q4r FHIAT 362 234

o] INTAHE 67 43 5 FA/AE 284 18.4
At 1A} ol st 23 15 =g 7 e} 44 28
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2. 808 3 A= - BIE AT

E dPde 7ANEY el k(validity)® 413 Z(reliability) & A 3371 9
o] A 9Ql¥XM(exploratory factor analysis)® Q& QRN
(confirmatory factor analysis)& ¥ -43l9ch NdHoze F4d3 8AS &3
e B2 tFHURE AU ARE AL 898N AR E &

8UE EAste FFo2 BY = Utk g AdALEZE FUF 94
o2 TFHe FFE FoA o' FFSo] FAZLER & FoleXE
dotd Ba7t Qlo} AFREY FAMEE S AEEIE T oE &
FEol FAALEE 2 8303 FoleRAE U] dstd ga4F 89
A4S FP8d 28 " 890 EAE Aojge MY TE 71EY d
7t Ag A5de AZE 58 FAAEE 2AENMe] e do. &
A QQQEAL ojn ’574]51 7Hd3le 8972 52 olE72E A¥H A
2o HLAA FHAR Fote Aoz B dpdMe d72dy 740
3S 337 A% @I"J‘%q] et g8 gQEAM Y AFAZRYH FP2d
< AAsta old diste #FAF QA8 AN

TP ATREFES PGt de FAMNEEY HBEE 53] H8 3
w89 ¢4 (unidimensionality), &9 %(convergent validity), B'd
B} = (discriminant validity) 52 A% 1, AAEE #1387 st Yz
YA = A F(Cronbach )& Fstod HZEs )

=2

l’ll" o

:ﬂn

THEYZE UF3r] Hsled 28 AYe Ad2aH g3 BA=H
d 899 A4 edEME v JALYd 93 F é-:f.— ol o A3
o 8d8ME AAEHTh 8A5F9 HIELE TR 1014, AN
05 o4, FE8AFHA 04 o]4& 21 7|Fe 2 s

T 289l A Adx@d g9ld Ui SAF QA8 A <E 3>
olAet Zol mfrgre] 1 o] 8ASd] thy RE ASLE AAA@H
T8 FEAY BT 04 o3& HEYDY. =8 &4 894 AW FEE



3% 29 YY) Auzxsh BASHA 2d0] FF o) § x| v E dPo] B
438 97 21

A WE dB8E 5H387] Y8t Cronbach oF A4S A3 2ZE 894
A 06ol4ol E250l YA YBYE Rt 3T 23 AYe) =
“EE Qo W g 9ARA A <F M Zo] mRFe] 1 9]
A 8RS HF BE WSS 8AAAGT F5A FHA} 2F 04 o
e NEY B Z 2 AAE FEEA) R WH LB L 8
98to] Cronbach oF AXE 27 BE a4 0601480 =250 UYH
YEE S FEH
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<E 3> #HA By Q0o ofF SHE R84 U MT(IREY)

22  F%4 Cronbach

a9 weed A48 334 a
Challengel e Ao aE W 664 516

=

2 Challenge? i) E:;:,}‘f?ﬁ; g E e 06 6592
Controll  jE2 = Mg dge T 19 ea

W A, ohuler ¥, Bejqly 4™ F ot
A Control2 %@ 4d€71%& ojfate W Agel A 745 609

o) A WY BRE FEW 4 AU 7254
el o) AYL =W BESZ YN F Y 97
Control3 1 ;15 (01w B0l Roi4f Tt 643 528
= o = 3k 2=
Controld o & MU 715& A2 BAXE - 57 501
Aol B F(EE f4Y HE o) Lol
A FARE BACGEA 2Y/ENAS/AE
Rewardl § olojy z7pel qausA Asgoe g4 0L 681
2hgot
= Aol B¢ (== d€d 2g D ol 7910
4 Reward2 A AzslE naol gg Aug AWy 811 709
gdoiH FRAY dg vHT
AY WY FANE wAYOE EEol
Reward3 oo wsor dgur 800 723
A 4¥o) ¥W 542 g ARS 4
At Interactl £ olgs 21 ue NS SdZ 557 491
k3
2 AeT o7 nee ¢ 4 Y= A8 6799
@ Interact2 yuo' gz %E;L N 824 733 679
=
=
AgREel EHYA £ FAE
Interact3 Qee 8 2o 797 678
Flowl © AY¢ s 339 247 $928d 509 599
2 Bows ;{ AYE B AL P T AL 0 o0
2 7220
+ o} AYL o}AE 7t AFA TYH B R
Flow3 .} gl ada gsta 627 537
Flowd ol Age 19sey 57188 2R 669 588

Extraction Method : Principal Component Analysis.
Rotation Method @ Varimax with Kaiser Normalization.




F% 29 AQe Adzxs BR=BA gde] FF ojFgRe) WA P w@
453 9+ 23
<E 4> 2UES Y 2000 3 SHAN 20184 L NHT(AEA)

[}
a9 Ngeg 7—‘]‘87-‘3 L%l ;E::?g-f] Cronbach
W7l 47871 e AUEE ol
Charml Ao addolan i aolg 861 348
WHE  Charm? oo aad was odosg 879 88 9121
Charm3 Ja.P237d g HESE 1 854 820
A4 99 58 59 88 NEE
Sociall 2;] Ade} w ¢z = ®B 728 648
A3 - -
ANA  Socialz §5 dAFEFE N 5o gg gy 829

Social3 g}:;;@: o SEN9eE ¥Y g5 778
& Aol o Ade 3use
BrandIdl °}Zl 1417} ARg e AAY 4 862 831

oéi'“%}' BrandId2 “Lgt]:i}%ii’“’q‘gl ﬂ]]‘?:lq‘% B gho) 853 825 9024
Brandld3 sy ango @ PR HE 857 8%
Cmtl L*;Eﬁi“’}m’gﬂj*jz}g A4 A 84 786

ﬂggﬂ Cmt2  ghaot AR AFATHED  ge5 846
Y= Wt 7hgse ar A 7
Cmt3 "‘4517} ’97I’ﬁ°§ A& 4383t 872 808

71& v

8818

[

Loyaltyl :};gﬂm] q@ o AYE A%

S gE AdY o &
9% Loyalty2 %‘34\0]3—: 1 A

8|

7F 48g &
& A& °l% - - 8180

Loyaltyd §5dg 9%t o AdE 4 _ -

L
oot

(2) Eol™ olEant MEEEA U AZBHEN

A=A WA GBS AT AFAAL Rabr]l MR 1% ¥
4g Yol B9A 2AENE AA AT EF HIES
AZ37) Aste) & A7ME LISRELAA AZH e 2dAAFES o143
o

ZZ 289 Alde Adaxud gl AT QA QM ARE <H
5>¢ 2o} AY¥s BB = RMSEA go] 23 327 &A9 005~0.08 A}
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ol gtol® HAg AFJEE Vit LA Q7] Wi 2 FA7 H
A Fn®d Yoz ARELE 2F HFE 71EE 532 gk 2T 2903
AFEFA)To] 2% EAMCE §93 t L AAE Ao Jed ©
g 3 22 AYe Ad28d 999 A 4 FAMNELY £F Bl
co gasgyo RPN, AE YA dBYL 2 sE Z FAND
e A AHE BF 58715579 058 AFsn g7 Wi A=
7t SR E I

<E 5 HHZX 090lof thsh &N QRN U M TRXEHY)

ro

89 Ad
24 AA% t & A=
Challengel 0.50 2054
=AZ Challenge2 0.74 2271 0.66
Challenge3 07 24.65
Controll 0.68 26.38
Control2 0.60 23.68
3]
Aot Control3 071 24.78 073
Control4 0.55 23.31
Rewardl 0.92 28.85
B Reward?2 0.95 29.55 0.79
Reward3 0.95 33.22
s Interactl 0.58 22.52
Se Interact2 0.58 26.62 0.69
Interact3 0.67 23.73
Flowl 0.49 24.69
Flow2 0.56 23.77
= [o)
F2¥ Flow3 064 23.06 073
Flow4 0.64 2713

x“=654.05, d.f=109, p=0.00, GFI=0.95 AGFI=0.93, RMR=0.042, NFI=0.91, CFI=0.93,
RMSEA=0.058

BR=AA gQd #3 893 QEA Ale <FE >0 9 Po] B

43) Byrne, Barbara M.(1998), Structural Equation Modeling With LISREL, PRELIS,
and SIMPLIS; Basic Concepts, Applications, and Programming, Mahwah, NJ;
Lawrence Erlbaum.

44) Hair, J.F., Jr., RE. Anderson, R.L. Tatham, and W.C. Black, Multivariate Data
Analysis 9ed., Prentice Hall, 1998.



3% 2ot AYS) W2} HASHA 2900] FF x| BNE JPo| B
438 47 2%

E AEEC] AZE 71EE F532 Uk 2T SAAAFFAHAEC] BF
EARCE §98 t3hE 7N E AL deRth By F7 2T AL
HA=HA 290 AT ZF FAMNELY FHEETES BdAdgo] FEH
A3, AEL WE dBHE SFste 4 FAMNGA @ A=} 25
FEM5EE 058 A3 A7l WEed AS=rt RN,

8¢ A
&4 A t& AYE
Charm1 0.81 4252
R Charm?2 0.86 47.08 091
Charm3 0.76 39.06
Sociall 0.80 29.33
;{ﬂ fj Social2 0.99 38.83 084
Social3 0.89 36.18
Brandld1 1.08 40.04
U7+  Brandld2 111 40.47 0.90
Brandld3 113 44.13
Cmtl 0.85 38.66
AFYE
gl Cmt2 0.89 42.79 0.88
Cmt3 0.73 36.51
Loyaltyl 0.75 3136
F T Loyalty2 85 3257 083
olgox _ -Oyalty 0. : :
Loyalty3 0.63 3378

x*=20552, d.f=80, p=0.00, GFI=0.97 AGFI=0.96, RMR=0.034, NFI=0.98,
CFI1=0.99, RMSEA=0.042
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3. 9FRYS AYER R AT AF

() A7y HS

e

ERgA AAE AAA F22E(overall mode) & HET A3 <Y
5>, <E >3 2o|l AFEHIAGE x?=168384, df=433, p<0.00, GFI=0.93
AGFI=092, RMR=0.044, NFI=0.93, CFI=095, RMSEA=0.045 & 2% HIx
71E& $Fstn o7t 2do] uj$ Ajeivta Bty § Ut

<E 7> MMY =2 HE 2o

4 AF ZAR | 7IER
Degrees of Freedom 433
Minimum Fit Function Chi-Square 1683.84 ~
Goodness of Fit Index (GFI) 0.93 > 09
Adjusted Goodness of Fit Index (AGFD 0.92 > 09
Root Mean Square Residual (RMR) 0.044 < 0.05
Normed Fit Index (NFI) 0.93 > 09
Comparative Fit Index (CFI) 0.95 > 09
Root Mean Square Error of Approximation (RMSEA) 0.045 < 0.05




3% 24 AYY WAxs BATUY 2do) FF OB e FPo B
43y 47 7

gz

0I8A%(ny) ’

(14.73)

AN KON &)
+ B HIRSE &N
- A AR

a) p<0.01

ANER
FLAL A (37) j

@) d7Jtdel HE

2 w2e Bdd ANE Zze P AP ARBAES Vet
S

W 1 7 (direct effect)e <¥ 8>3 Zth
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7HA B =2 A=z2AF & Ao
Hl B3y : F28(my) — FFo]LdE(n) 0.43 12.94° 0
H2 By ZE29(m) — YAZM) 0.15 452° 0]
HA4 B 9AZM) — FFo| 4 E () 043 1473 o)
H5 v #AAER) — F2%(m) 0.56 10.63 o}
H6 Vi@ EHZ(E) — E2¢M) 0.13 2.77° 0
H8 vi3: ASRFE) — F25-(y) 0.34 8.75° 0
H7 v B — 2% -0.02 -0.68 x
H9 Vs ! AFYHEF () — AT 041 13.58° 0
H3 v BEHE() — AT 0.14 4.48° 0
HI0 vor @ AP A 7N A (E) — DA D) 0.13 4.16° O

a) p<0.01

Z25D7F FFol o= m)e] FFE v 7t R 7HMEIHDE A
Z3 A3 A2ASE 043, t#=12952 FIFFE 001 X Z2$7} FFo
£9zo (0 #FYF 4FS WA A2 dey 7Hdlo]l AgHA
E25D7F €AZM)A FFE vAE Jto] dE /HE2H2)E AFE 2F
AEASLE 015, tg=4522 FA+F 001 oA Z2971 24 FH(H)Y &
A% %L viAe A2 Yev 7HE27E YA

LAZM2)0] FFo|LAdxm3)e FFS v|X & 7lol thd /HI4HHE
3 23 A2ASTH® 043, t#h=1473 22 FAFE 001 oA LA 7] &
o] g9z B(+)9 AT YFL N Aoz Jeht /M4t A=A
AoB@De] FZ2FMDA FFS vIAT 7lo] HE 7ME5HHE A5 2F
BE2ATE 056, t7#=1063 22 FYFT 001 ANA AoJHo] FZ 5o H(+)
o] fold S vAE Ao e JHE57 AEE A

SRR Z2eMm)o] AFL X E sto G HE6HE)S AET 2
I A2ASEL 013, tg=277 2 F+F 001 oA =AZo] Z29 FH(+)
9 9% gL vlAe Aoz Jeht 7Hdeo] AHHAG. FEZEFE3)7H
Z25Dol DL vAe b A MH8HRE AFE 2 ARASFH
0.34, t3=875 & FoFE 001 N F3IuF7l Z28 F(+)9 /48 4

FS vAe Aoz veht 714480 Y=t

BAR40 2250DY F%E viXE 7ol Wi AETHNE AE5T 2H



Z% 2249 AYY Adzst RASVA 2do] FF oY= AL dgo) B
434 97 2
ARATYE -002, t3=-068 = FAFE 001 A BAo] B2 o H(+)9]

Fog 4&FS vA e Fate Ro2 Y 7H79] J1AEAY AFUEE
F@5)°] AZM) FEFE vlA e 7to] T 7HHIHIE AFF 2 H
AL 041, t3#=1358 & FAFFE 001 M AFUEESo] LA 7 #
()9 #98 J&L nAe Aoz vehd 714971 gyt
W =@6)7F dAZM2) FEFE vA e 7o W 7HE3HI)S AFFT 2
o BEAFH® 014, t#=448 Z FFF 001 oA =7t LA 7N FH(+)
o fog 4% WA R Yy 7Hd30] A=A A A AR
7l 2AZm2)e FFE vAe 7t dFd AL1I0HINE 25 2% B2
AL 013, tah=4.16 22 Fo 53 001 A A3 F7FA A o] LA zhol A (+)
o o8 AL N Aoz veht 714100 A
o2, & =7 ddbEt sh o] g MFES AXN 2
Ao FE Fe F 3FAY d#B3AE Jehle HH &3 indirect

25D ¥l 8= HPIFE AR A% dAZm2) L
< ARt FFolgome BHHAY 4FE WAVE B} F ZF290D
2 A A FgFolgoxm3) A2AFF 007, tah=4472 F(+)9 f9
& AR ok AARDE  AZM2)o) A ZAS008, t3h=4242

f %4 13, 2HZE2)E FAZM2) AZA50.08, tgk

IO

t

< A3, AZRFENE LAZM)A ARAF
0.05, t#t=4092 A (+)9 fd F&< v, AJARDL FFo| & E1n3)
o A2AF027, t#=9222 F(+)9] #P 4FL vN 2, =ARE)S FF
o] & =(m3)ol AZAF0.06, tak=2748 A (+)9 3 FE¢S A1, }5
EFER)e FFol&d=me B2AF017, t#h=7.928 F(+)o folg 4
= "33, AFUEHEEESL FFol4d=m)ol 4 2AS018, t7=10.032
B9 FIT 9FE nAz, fFE@6)e FFol&JTMm3)o 7 2 A4:0.06,
ta=4272 F(+)9 o3 &L X1, AFHANANHENE SFFol Lo x(
3ol B2A 006, ta=4012 H(+)9 F9& JFL vx 1 gt}
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<E 9> 21 EM

A= AZAS t&
Ao]d(E) — A Zm) 0.08 424
EARE) — AT () 0.02 2.38°
AIAFE) — AT () 0.05 4.09°
BAR,) — a7 0.00 -0.68
AU — FFo] &9 %(ny) 0.27 9.22°
ZAHL) — FFo)RYE(ny) 0.06 2.74°
AFAFR) — FFol LT (n,) 0.17 792°
2Ry — EFol 8o = (ny) -0.01 -0.68
ARYEEE () — TFol o %(n) 0.18 10.03°
& E (%) — FFol L E(m) 0.06 427
ALB A 7EA A (&) — FF ol &2 E(n3) 0.06 4.01°
229 — FFo| L= m) 0.07 447

a) p<0.01 b) p<0.05
MR 02 YAZARSA Z250D), AZM2), FFolLdEmn3)e A
224 R%; squared multiple correlation)& <X 10>o]4 ¢ Zo] Z2
27} 077, LA 7to] 044, FZol LTt 0558 AEE AT o]Ro] oulste
e dE Eo] 224 A8 A, =AF, FEaFo st 1%
7F AHol Ha U eadsd o3te Hgo] Ha sithe &ujojtt

<E 10> R® U

WA A S 4
RA(Ez2%) 0.77
RA (A7) 0.44

RA&FFo)49%) 0.55

o]

£ 33 239 Aclnsg dyoz FFolgosd IFL
HW4E Ad28d 27 BASVA 202 o] AN2BA &




2 £ AP AWz RA=HY 80) FF o] 45 UAE PP B
. Azy dF 31

ofi

ooz T2yt BACHY gozE dA|zto] wif B4R AL HF
A9 ol gl fong JEgFPo] S AFH oz FAFAL
ENARE goksid oSy Z

AR, A% 24 A7 Aolvizt 28 ALE FYT o A ALE &
FAAE AA™ £ e AAAY ALY BEXE 24E + dde =3F
a2z, Aleleizte] Aldel B3 Fre AR X E AR Fe B3
7 2280 foud FFE uxe AR vEyt. o, g2 AYe
Aol elA F& B F, Aozt ojd 5L AP | 28 Adel 2
of M3 AHF g BHAdde sHde AAHA gyt ole FF 2
Ado] AllHEANA LEHQ BANE AFH F ¥ AoviEe o o
2 HAT BAE AT FA gAY, Aelv Bl FF 2E AN AT
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ABSTRACT

An Empirical Study for Testing the Effect of Game Contents and
Brand-related Factors upon the Players’ Intention
to Play on-line Games : China Experiences

Kim, Tae Ung * Jung, Jai Jin - Eum, Myung Yong

On-line game business has emerged as the most lucrative entertainment
industry, with over 4 million players in China, with more than 45% Of the
market dominated by Korean on-line games. While the interactive
entertainment market continues to expand, with many new Korean on-line
game publishers entering the market, relatively little is known about which
factors influence online game players’ behavioral intentions (ie., intention to
play, brand-identity, word of mouth, flow, etc.) in this area. It appears that
in this extremely attractive and growing services segment, academics, as
well as practitioners, would benefit from investigating the relationships
among the players’ intention to play, social norms, word of mouth, flow,
and the impacts of several other key game-related constructs.

A conceptual framework is proposed and a simultaneous equation model
is developed. This paper develops the exploratory LISREL model for
identifying the factors affecting the players’ intention to play for on-line
games. Based on data collected from on-line questionnaire survey in China,
the validity of the model has been tested and interesting conclusions have
been developed concerning the relationships between the game-related
constructs. It is hoped that this result might provide the useful guidelines
for developing the successful on-line game contents. With better
understanding of the players’ behavioral intentions, Korean on-line game
developers should be able to penetrate the China market with sustainable
advantage over their competition.

Key words : On-line game, China market, intentions to play




