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Abstract

This study examines how brands can be managed to influence the degree of their resistance to negative
information and the extent to which this immunity to negative information predicts the purchase intention
of consumers. In particular, the study investigated the difference between brand commitment and brand
immunity on negative information in terms of the concept and the power of influence. A total of 410 usable
questionnaires were obtained through an internet survey. A structural equation model using a correlation
matrix with maximum likelihood was estimated using AMOS 18.0 to examine the relationship among a
brand's social responsibility, quality orientation, brand innovativeness, easy purchase intention, and difficult
purchase intention. The results showed that brand's social responsibility had significant effects on brand
immunity to negative information while quality orientation and brand innovativeness had significant effects
on brand commitment. In addition, brand immunity had significant effects on brand commitment and then
brand commitment had a significant effect on easy and difficult purchase intentions. The key implications
for research and management are discussed.
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o g ¥4 4 Ryt AA FAA £ Zrtsta & WXL LA B9t 5ol FE 1 G
UTHWard & Ostrom, 2006). ¥4 FRELS Hil= HE Foorg B ATeE A Hro uigh Bl
B3-S EIAA WE S Hojmd ¥ ol (Chevalier = "ol 719e] A71H ololS A=l olA
& Mayzlin, 2006), 7199 714 FoldM = TS Fa3 WA AFstA, A e v 28T
w21t (Luo, 2007). AT}t H84 FH= 584 R T UE FAA AR gdste BAEE Hs &
H} S wE2A HA= o] A7) wiitel A< FAAQA BAs S5 s dolE Aol
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2006)7 o] F& HHE Ae= vl A Wy
oA Al &Fale] AgE2] =2 d(Reichheld & Sasser,
1990)0ll =3t A A1 Wl o] 27]71A] o
3t A3 U E

o) =
AT

P P i ] B = B 2 I Ee] T4
I Eol Eelal dAlR o] Y Eo] At
U B4 A o st A UgAdS Al
719, 283 as0] of9A 2Rt Aol FFE
w2 A daix e & &A Zstar ek £ 7)
S AYATEE FE4 FHel 93 Aol

of that xRl AEggS
gk A7E A gk
FAA ol tigk B
FEN T E Tk vl Y SE e a3
CERA B A R o)

o 3t FHA Ar
Ow 7 Ba=9le
o2 Aoy, Bl AH]x}
Qo] AyPHFzA

> £ ®oE 2
i)
kLo
)
_0|L
fr
i
o
Kx)

t

FRCTR
o TR

,d
0,
EO o N L

e o> lg (1t

X

[ e
tlo

o o o i
T
U Ry
Y
%
i)

fo Mo oot

o offf = of i X
£

1

[*]

i
52

N

44 Are AGAom 7190

- 857 -
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& 59 25 Al AL7HA AT A7t 7] oS AW E o, AuA= 25 AHAES F
wj&-o] th(Aron et al. 2005; McCullough et al., 1997). Alshe AL EE0|a FFA oA FLEANA
Ba=o} ofo] A4 L Hallzo] AR E 4T WA= FFEE T2 97]7] wiidl], Hill=e]
ol 2H(Aaker et al., 2004), o] %ol WAL F U= ARS] A ARATEE MR} o] & T8l Aol A S <l
F44 FHE Wojsia Ha=el AAE AT ¢ 213l= = =& 7l o|th(Bhattacharya & Sen, 2003). 2:H]
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2 (Fournier, 1998; Park et al., 2006), 442 =}o}
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THeWorld's?, 2009). ]l wla} AH| RS- LVMH 714
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o] A tH(Dutton et al., 1994; Schneider et al., 1995). &
vzt Eo] BA=e} o g dAE AT o, 7F
A AH= &H|R7L o]v] ZEA AL e Bl = tigh
Dol 9 IS FIA L 25 AHYES vlrE
ez g3 g vXA Hr

HHH AH| 217} Q12 8k Bl s A2 2159 o
ZulAY] A EB|S 48 SolME LR 1 B
WEE XA HBSIEE S|FtH(Dutton et al.,
1994). dlE £, Bhattacharya and Sen(2003)> 714
o AL Ao AoR FUAsh=E aHAR= 2
7195 o A=t 9k Aol Avkal skt
wEka], R =) AR A F]I7be] itk 144 E
2HA7F 7193 FYAIskE 7171 B AR L 7]
HEAN=E t] XA51A Eth(Lichtenstein et al., 2004).
ZH[RFEC] AREH o7 B A HH AFE 7Yl
gk A E Qa3 wiAIe =oA X, 7199
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st FaFE S AR A o] th(Eisingerich et al., 2011).
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Brand Social HIb
Responsibility,
Hba Easy
Purchase
Intention
Quality Brand_Imm_unitt\' Brand
Orientation to Negative Commitment
Information
Difficult
Purchase
H5b Intention
Brand
Innovativeness H3b
Fig. 1. Research model.
o 2mAHEe] HAE WAy A we] BES 3 H2o: BAE/h B8 S 7189ty Q4955
IR o)Al Pol/1 2ol AFS) A 2EtdE We AR AR tfe Hals W F7he gloluh,
sar glek. o] B9, A2 AMFAZ HeE YA Hob: HAIE7} 4w /199ty q48ss
t gMe BAES] b Fad SH0R FH, A HAE BYe 374 Qolth
£4 52 Fob 454 BEHALS Gao] He
ABY D2 SR AF AA Y ELEYo] 3) s sy
T89S HFUTH(“Y generation”, 2010). EUrEW AHAEL gdeE Fetal S5 E 8
YHel HAEE ASH FAw3) ole] A% §AES S AT 5, AEH LPW ohy)
#2)2 Fol 2017} Aol G5 & 4 ok o A R BEG 424 A A SE
NS HAEe] FAws $AH Puel I B & 3= Rolth olg@ Wkl FNH S5
A= WG] WAo] B AFH APE o} gleA AN 2% FE UL AF990E A5
B 22 Agtlxe] AYAFEel = Al B} B3l =53} X slE th(Kaplan, 2009). Mairesse and
So] AAlo] ol w3} A% ZRe] do]A A4 Mohnen(2002)0] WER AL 7] Al
3 Aol ZBBFe] drh} FRWE AN ARHIWA FHHOE B 1A sG] of
3} ATHReis, 1986). WelA] 2H|AS0] BA=s} £ HlA) gk 519101, Kaplan(2009) 3 8214d0] B
o FAS AFIY A2 U3 wHHE Aol 4 A= W] FAH ABL Sl vHAHAAE Fo
Aol ABshe Wl gy oleje] rkm ANel 5| @ adey stk 535 HABASe) A9 B
WA dgE B HAse] 9Esl 8 2 = ZANS AAEAE u AZ A2 fae ¥
ofth BAET} o] BE B FAwe| MANE P FEF EL 71Fsk Zo] wls- Fasi,
AHAEA B Bol ARUSE § 47 A4Sl mehd] omde] A =2 S04 HaAe 7
HATe) RS AN A0R AN Hul, W b e AHe] shiE o AX 3 ek,
2 20A45E 7 HASH Yale] Be T4 BAES] FA sl Mul2 5 ofe 7H &
727 H3 ¥4 A JRE FeA Holm fAlskaL 3l 425 B8l apEskE ¢ AT 2 FAAME AEe Y
= #ZAE @ vtz & Z o]t} Parasuraman et al. ApQl& 2pH3l Heke] slA) o]tk (Kotler & Rath, 1984).
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oA o3 AL HE S A T = Aol
o} o] F % an|Rte] S8 @S tishs Hil=e)

TYo| F4F Bz g3t AHAEY] EY X3 5
7F3FH (Park et al., 1986; Reichheld & Sasser, 1990), -
A ARG R EF3L A& BAE AT Aol
o oA o 22 7R S AlE

H3a: BAE7} Sa%08 4855 244 4

Hof tjgt Bl = Wl Z7e Zlolt),

H3b: B =7} GAdog QAEf-E Halls &
U2 F7HE ot

3.2 Mon gelo| Fole =0l O|X|= P&

FAH AEE BAEo] ALSA 22 E FEA]T]
I3 A FTHA] ok F2 ouAE EAFIoEN

Be oju)x|d Aztet IS mAA Hrh(Keller,
2003; Luo & Bhattacharya, 2006). ZZ&{1} “g3Fol
sho - 7k AdS 2ty QS u) 1ol WEle A
Hof| o & A3 Eth(Ahluwalia et al., 2000). w}
A B FE gk Bls Wl BHasg &
H|zL 7he] 213k AA S A5k ek F-4 4 A
wo thgstE = A E vt &, Bl =] gt
R RE v B} ofdl AAE fX]3)
B X9 (Liu, 2006), <15 #4 2]
2R} B = o] A7) A1 A
| ¥ Th(Eisingerich et al., 2011
HAE oS PA 3714
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o Ao oL Frd el oy dAR EFE
T At} drp ofF £ 2HA} PERATbe LHAES
AAA, A2 A, 223 AB1H 2pde] s B
o] Jomz Aol ol AH[AREME FAQ
Arz A9E $ ok Y3 IAE 5 52 55
9] 21 E AR 7]%= 31 (Fournier, 1998; Morgan &
Hunt, 1994), o] &A1& FA181 3L =88k AFHES
driele] o U2 #AE Q18 Apale] Ak vl
7|7 0] A &-ZH(Fournier, 1998; McCullough et al.,
1997; Mittal, 2006). Fullerton(2005)°]] W2, Bl =
EYe Blse AEpvjeze] fofet Jge v

—860-

flo
B
1
N
it
fr
Q‘L
el
(i
o
ofl
ot
b
il
X o

EERERY
HS: 2=
EESEEY

Z(“Y generation”, 2010)F /o2 ZAFSIAAT. o]
= HHToR o=

=5 Bz AAAL ufgo g 71Qge] ALsE #<)
o} Ao HAL 7]golw goera Jul HAs
of Hla] BAl= Wojol} HAE E9jo] a8 Ao
2 7= 7] Wieloh

A B=0 AR MY ALS|H o 7o}
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(2010)9] ¥ Farste 4702 ZQ3ITt F goron I o2 e APFH 19.3%(79%), AT
A4 AR gigt Bls HYLe BdE EYde= F 712 12.7%(52%) =]tk 28] 3L FEAHEo] #jA
8 NFegA FAH Fro HE gk A HES P 35 H2 o197 B 6,632 e
< B3l AnjAEo] HATE Wojdlee g o= I pow N3 AYEHAEE Folu]E 283%
J3}3le] Eisingerich et al.(2011)0] 7]d3)r 45843 AL (1169), ARl 21%(86™), T4 13.2%(54™), vF=LA)| o]

Sk pp o 2 ool

48 Y55 F 7RI PG

X
242 9)5) SPSS 18.0%
2. E2o MHY 9 Xtz el

E AT= FHT ol
o] A= 20~30t] 443 thdo = S
6YTEl 1€ 16371 A 4
4307 F 410%-0] AEE HT B4 A&
32 20244 14.4%(59%), 25~294] 29.5%
(12179), 30~344] 32.2%(13278), 35~394] 23.9%(98%)

o I 5 uEA} 56.1%(230%)2] Ao 2 YElt Ag%
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Table 1. Exploratory factor analysis of the construct measures

FEE sk
Atk AL HAZ3817] 93014 Cronbach's
35 ARt £33 Al

AlE]

22 95%(399), Zalt} 9.0%(37%) w02tk AR
Al ‘0_ )\]i]}v] Z;]X—L,Jr {:J_E]—/l-] 737(—1
& 08 AH&-319 2B AMOS 18.08
315 201843} 7P Ho] o] ol Hrh.

Qs ghaa 9ol

Construct Measures Fact.or Eigenvalue | Variance% | o
loading
1. My relationship with this brand is not affacted by negative information about 885
the brand.
Brand 2. Negative information about this brand changes the way 1 think of the brand.(r)" | .875
Immunity | 3. Negative information about this brand does not change my general view of | .820 2.97 13.49 .87
(IM) the brand.
4.1 change my relationship with this brand based on negative information about the | .758
brand.(r)
1. T am willing to make small sacrifices in order to keep using this brand. .801
Brand 2.1 feel loyal towards this brand 732
C itment | o Lo . .o ’ 2.86 13.01 .87
onggql\l/[) M 13, Even if this brand would be more difficult to buy, I would still keep buying it. | .725
4. T hope to remain a customer of this brand. 722
Difficult 1. I am willing to pay premium price for this brand. 781
Purchase | 2. T am willing to wait for several months to buy this brand. 767 268 12.19 85
Intention | 3. T am willing to spend money, time and energy for this brand. .679 ’ ’ ’
(DI) 4.1 am willing to purchase new products of this brand. .631
Quality 1. This brand does everything possible to provide high quality products. .843
Orientation | 2. This brand is committed to offering high quality products. 7194 2.55 11.59 .86
(QO) 3. This brand tries to make every customer feel like he/she is the only customer.| .754
Easy Purchase | 1. I am willing to buy this brand for myself. 789
Intention | 2. T am willing to recommend this brand to other people. 11 2.18 9.93 .76
(ED) 3. I am willing to switch to other brands.(r) 703
Brand Social . . . .
..., | 1. I consider this brand as a socially responsible brand. .859
Resp E);}s{l)bﬂﬁy 2. This brand is more beneficial to society's welfare than other brands. .840 1.66 7.33 79
Brand . . . .
- 1. This brand provides effective solutions to customer needs. 825
Innovativeness . . 1.64 7.47 72
(BI) 2.1 can rely on this brand to offer novel solutions to my needs. .648

reverse item

- 861-
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A BAA BAH =] ARA Ak 0.79, 4 2. 7t A
A PP 0.86, A= AL (.72, A= HA
Bal= BQe nE 087, 234 T EE 0.76, ) Az A
AFA Fuje]EE 0.852 HE WA Autgo= 7HaE ATl $A g J|EEAe |
AFET7E 0.7 o14o 2 =4 YERSTE <Table 1>0 7re]l FHEAE Tetslr] g8 Hojs ATAAIEN
ANe Zt iEE 28 AF43E AT AT S AANsINe 2 A3E <Table 3>3 2th 59
gSoz2e 37 Qi8NS 53y FelH g Wl Bl = o] AR A Al F4A) 34, His
IS BAFLRE A AF] fete #9lA 2 AR AR B+ dddA oM, Al e 59
QIEA S AAISITE #4435, B8 e A= Hee e Wy Bile EY3s 25 ()9
x’=469.36(df=187, p=0.000)°] A7+ F K9] =5 7Fot AHAAE YERTh 13 HUls Wy Bale &
S & ARFEADR WHE Qftel 2.51% 3nt B Ao FEUFA 2FH Tojwe} HFH Fuj]
Al Ueht 88 R 5019101, GFI=0.91, CFl= Eof BE ()] FRAAE A =¥ ZE W
0.94, RMSEA=0.061 2 UEl} B3 £& A= FE| gSAATAA ST BAFEX TR Gl /g
YERN AT <Table 2>o14 & F %ol RE &= 7+ IhEErd s 7} gl E 9Tk

WESo] AL U] 2L QA3REF(>.30)

< BT ok B8 7F 9%19] /NFAIE = (CR)°
B 0.7 o), BAFEZAF(AVEYL 0.5 ol 2

B S IEE] Jig e o] S AT

2) T
wels] AYw 0 A e TEA A ZU(SEM)
8 g ZYNTEe Y PiREs

Table 2. Confirmatory factor analysis

Construct Path Factor loading CR AVE

. . SR1 <« SR .877
Brand Social Responsibility .79 .65

SR2 <« SR 741
QOl1 « QO .821

Quality Orientation Q02 <« QO .877 .85 .66
QO3 <« QO 762
] BII « BI 676

Brand Innovativeness 71 54
BI2 <« BI 564
M1 <« M .801
. M2 <« ™M .658

Brand Immunity .83 .56
M3 <« M .895
M4 <« ™M .691
CMl1 <« CM 704
. CM2 <« CM .868

Brand Commitment 81 52
CM3 <« CM 737
CM4 « CM .887
Ell <« EI .820

Easy Purchase Intention EI2 « EI .856 .79 57
EI3 <« El 514
DIl «— DI 703
DI2 “— DI 783

Difficult Purchase Intention 81 .52
DI3 <« DI .880
DIi4 <« DI 707

2
. ¥ =469.36, df=187(p=0.000)
Model Fit GFI=.90, CFI=.94, NFI=.91, RMSEA=.061

- 862 —
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Table 3. Correlations of the constructs

Construct Mean 1 2 3 4 5 6 7
1. Social Responsibility 4.49 .65
2. Quality Orientation 5.09 A3EAE .66
3. Brand Innovativeness 4.45 34 39k .54
4. Brand Immunity 3.54 6%k 3% 2% .56
5. Brand Commitment 4.82 3gEEE STHREE A4 22%** 52
6. Easy Purchase Intention 4.93 28%H* SQHH* 34k 4% 53k 57
7. Difficult Purchase Intention 428 34k Ak AT 30k (63 Sgk 52
*<.05, ¥*p<.01 **¥p<.001
*The diagonal matrix is Average Variance Extracted (AVE).
Table 4. Result of analysis
Path Path Coefficient t-value S.E
Hla Brand Immunity <« Social Responsibility 191 3.643%** .079
Hlb Brand Commitment <« Social Responsibility .007 114 .060
H2a Brand Immunity <« Quality Orientation .067 1.167 .095
H2b Brand Commitment <« Quality Orientation .396 5.145%%* .083
H3a Brand Immunity <« Brand Innovativeness .036 495 153
H3b Brand Commitment <« Brand Innovativeness 424 3.797%** 154
H4a Brand Commitment <« Brand Immunity 113 2.396%** .031
H5a Easy Purchase Intention <« Brand Commitment .696 11.346%** .051
H5b Difficult Purchase Intention <« Brand Commitment 720 10.865%** .057
Model Fit GFI:.9%C,2?F311'.9995’, (5;11:9.29%:1({)&05(&:.056
**p< 01, ***p<.001
7P 8h= #9557 ¥ (maximum likelihood estimation) ol BiEeol A7t e VNS AHAER 3}
& AHgsle] TR S AFE A3, =437.99(df=192, o7 Ao A dE AH sl skl A3} Al
p=0.000)= UEh} Fo]atA] ot o= Fhe| o] o2} ofE & 4% oM E 2 HA=E AA e
7} 242 pgrol 0ol 7MY ATHE HS 7AetslaLl i B33 E s)Z = Dutton et al.(1994)9] A7+2 3%
S AHEAHR VRE Qftel 232 3H T W2 AS & & AA = Zoltk. aARE Bl =] ARl F F¢jo]
o 8-3F 9hgk o] Tk g GFI=0.91, CFI=0.95, o] Anz-BAE A P ARE BAs BY
NFI=0.91, RMSEA=0.0562 UER} & Aol|A] Aot of AHAQ JIFE MAAE G= A ¢ F Uth
H ArRd vee vw desitia & 5 9l FAA Fdol FAA AR tid HA= W
A oM e dTEEE EdE 7HE S AS5E Hll= E9ol F3F& vzivks 7Hd20l tisixe B
AFHES AX 5 TH(Table 4). HE Hodo nXE ¥ A= o] 11672 79
WA Bl =] Abs] A #Qjzto] B A R o) &A A Ueht 7Hd2ae e s 23 ubE, B
g HA= WYy} Hle =90 v dFS Ay A Zdol mA= FFE AR 5 51458 {79
B, BAlE Hooe] JFH L gho] 3.6432 % F T 0.0019014 F-2l5kA eht 7Hd2be A9 H ol
o] 0.001914 fre]dk 2o vepd whd, Hal Hil=e] FAxH2 F44 AR 3 2= |
= Eolle] JFH2 o] 1142 FoJskA A W o3 APAow Aol oA e Ao w ekt
Bl 7 las AE = 2 7H b AP E R 23T t}. o] Park et al.(2006)2] AT AFAH HA =]
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T FAL MHAER {59 7wl EEE ) 2 &HIAE] Fujo s} R} Zho] iAo
o BiE=elo] AE FAH T = Ao oF 2 o3 o] golgt A=A Fulj o=yl o]} 4]
o] §AAH FRZ A3 2 AAle] Wl Rol= JF AR stolw AAA Ee A AL A EE
< HHA Fevhe AE BoFrh 53] HEHI= 3l AF4 Y% /e &2 ¢ &
o] A, olw] HaAl=eo] FHXA] o] LH|AER &}
o BHg AoR AARN Joera FAxYTt V. & =
S 2= FAA FHolv HHe s HIEe A
TS & T B ATE o) 4 R g Hal= W
B iAol #44 Fro) tg HA= HY i NS Aolsk ol S W E AoR o
I B EQo] JFES AHEH, B E Wl He A A et I A= B9 Anja
o] JFE2 tgho] 4952 Fo5HA] Yokoy BlE TFujE)Eolo] o&ge AuEsitt. ol AAEL
Qoo FFHL tghol 3.7972 F2ol4F 0.0010] SR og Wyl oplg} ARH o ou] QlE A
A Folgk 2o 2 veht 7Hd3as AEEley 7t AES ATt B AFAHE g2 & A A
A3be 71ZHE A olef gt A A A AR & ANES AR Y 53 2
A BTt a5 &3 A% A EaL 183 el A AR, vHAE AFAES T84 AR gk 2l
A AFs] Frhal 14 o 2 B =) g A<l = A sl gAE F 4 TA =2y
HAE derhe APAFZHE(Schau et al., 2009; g dart Aot 53] HA=9 ALEH #Q) 7ol S|
Shah et al., 2006)3} A5}, B o7k sid ®F BEo] o]ejo] & ZAXA] B 183t wHE0] I
Bt RS FET A AHAES 2 B A 2u]7t Ao et =2](Porter & Kramer,
E A% 3HFeE AT F IS RoFth o 2006)7F A& = AL = 8 FollA, E A= AR
A ABEA =] Qlojx AR e 2H|A-E AEodA 719 e] ALS| QY7 Heo] ARHor F
A= A 2 fA ol dolA w9 F8F aads AA i oigk v HasgoEn Bl
& 4 Aok sEAIRE ojgf g BlE Halge FZHA = ARYE AsARITE RS BT Y 53]
P w7 R o] B HHZAE] B Bl=o] AL A Alzte] B E¢de A3
A= W= AHA FE T4 d= A2 02 P nXA AR FAH A Ao sk Bl
Ebstet. = Hdo G = APHT Hrkes dge ¥
AFH R 74 ASA Az HAls Wy AA ARARIRE] BRE Ao £448 9] 9
S 2 Ar1E9 Bas B A JEke g sfAEAN = ALE ] AFe] oS AAKE
v X = vkl 22 3 BAE A4 Bas FaL Aok wEbA 71949 A S EES aEskal 9l
Holz AAIgle] BlE EQjdl A A0 93-S vlA| = A, BEAES oy g Fase] ofgA HAH
IS & Uk ol 2 HAEFEAEA Aol tigk HAll= Hog AsAd & gleA] Al
Zxstal Sle AREE A7 Halso] BAzl 8 & Pt ok
FEEAC 93] YAHEE FHHA Bl B3 EA, E A7 A= B HEHA=E] 953
€ 28 Hd= Hoolgte thE ARE i HA= FAE Az 2 Ao vk fABEA =9 FAlA e
EYH dAH U5E BAFE Aol A% el Utk HEFHAS ojr] BHA=
TS 2P AR it BAE o] BiE & A4 F20 e =3 A Bl did &
Yol A= FIFHLE 7o) 239602 945 0.01 ol F3FS mAER, FAAQ Bz <12 Ho]
NA FrolstAl veht 7Hd4e AR E ek gk Hal AW A Eo] TS A& BAE A5k sl Bl
= BYe] &53 Fujjoxof o] 32 tgho] 11.346, o B35l AR5 & Aol kA s E
2 F2 Fojerolo] JEFH- t7he] 10.865% BT HAl=e Hale HAAE FA8 U] S1siA 7]
FrelaE 0.001014 ] akA Vet 71 5ast 5b o Fo] JFS dEse AT IF olvAeA o
Al BF QY EAJT olH g Ade FHA F R Yolrb #dgle] wskehe 3o fiele AR
e Bals Hoo] niglo g P4 = Hils 5Y 2FEN T S 71ed "ot gle Aot
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