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Abstract

Based on marketing theories of brand and corporate association,

and the social

psychological theory of identity, the effects of the corporate brand on individual brand
loyalty were established via two major routes. The empirical study is based on the response
of 330 subjects who participated in a field survey. In the statistical analysis, Correlation
Analysis, Factor Analysis, Sequential Equation Model Analysis were used for verification. The
corporate association affected the formation of individual brnad loyalty both the product level
and corporate level. Specifically, the two types of brand response did differ in terms of their
strength on brand loyalty., The present study contributes to the academic literature in that it
disentangles the construct of the corporate brand from that of the individual brand and
investigates the structural relations between the two.
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<E 1> SFR| Holy 01y Ao}

Constructs Measurements A Loading Croz‘;);}c;‘:‘s P({:;T:;i:; AVE 1:/5;1)1
Ttem]1 0578 | *¥*
Ttem2 0.684 | ***
Ttem3 0.800 | ***
. Ttem4 0.793 | ***
Corp(:z;zci’:;fmem Items5 0584 | = 0.892 0.893 0.486 (‘1"33)
Ttem6 0.655 | ***
Ttem?7 0.720 | ***
Ttem8 0.709 | #¥*
Ttem9 0.717 | #**
Ttem10 0.817 | ***
Corporate Socially Ttem11 0.889 | %+ 45
Responsibility 0.931 0.931 0.772
Association Ttem12 0.909 | *¥* (1.38)
Ttem13 0.898 | *¥*
Ttem14 0.738 | ***
Corporate Identify Item15 0.830 | *** 0.886 0.887 0.663 4.61
Attractiveness Ttem16 0.853 wokk (1.47)
Ttem17 0.832 | ***
Ttem18 0.841 | ***
Ttem19 0.869 | ***
Consl‘él(f;;icggg"rme Item20 0.812 | 0.870 0.873 0.585 g:gg)
Ttem21 0.593 | #w*
Ttem22 0.674 wokk
Ttem23 0.835 | #wx
Brand Trust ltem24 087 | ™ 0.898 0.901 0.695 445
Ttem25 0.850 | *¥* (1.48)
Ttem26 0.748 | ***
Ttem27 0.859 |
Brand Loyalty Ttemn28 0.900 | *** 0.878 0.881 0.712 (‘2‘:;;)
Ttern29 0.768 | ***
Ttern30 0.840 | ***
Brand Affect el 0229 | ™ 0.945 0.946 0.815 414
Ttem32 0.934 | *xx (1.48)
Ttem33 0.905 | #¥*
#ix P<0.01

X?= 2965369 (df =482,p =0.000),
CH = 0901, GFI = 0.830, TLI = 0.891, NFI = 0.884, RESEA = 0.072)
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<E 2> Baso| YEAZAEM 2ot
Corporate Corporate Corporate Consumer-
P Socially TPOT Brand | and
Excitement Responsibili Identify Corporate Affect Trust
Association ponstt Ly Attractiveness | Identification
Association
Corporate Socially
Responsibility 0.247%**
Association
Corporate . s
Identify Attractiveness 0.520 0429
Consumer-Corporate 0.336%* 0.181%#* 0.431 %%
Identification
Brand Affect 0.451%** 0.263%** 0.586%*** 0.627%**
Brand Trust 0.387*** 0.340%** 0.570%** 0.515%** 0.712%**
Brand Loyalty 0.456%** 0.263%** 0.590%** 0.597%*** 0.714%*** | 0.608***
#*k P<0.01
<gE 3» Y4=2=EAM Zn}
Path
Hypothesis Hypothetical Path Coeffic| SE | CR Sig. Results
ient
H1-1 |Corporate Excitement Association — Brand Affect| 0.272 | 0.039 | 9.293 | P<0.001 | Supported
H1
H1-2 | Corporate Excitement Association — Brand Trust| 0.231 | 0.041 | 7.366 | P<0.001 | Supported
H2-1 Corporate Socially Responsibility Association 0.081 | 0.027 | 3234 | P<0.001 | Supported
— Brand Affect
H2
Corporate Socially Responsibility Association
H2-2 Association — Brand Trust 0.228 | 0.030 | 7.914 | P<0.001 | Supported
Corporate Excitement Association
H3-1 — Corporate Identify Attractiveness 0.507 | 0.045 | 12.502 | P<0.001 | Supported
H3
Corporate Socially Responsibility Association
H3-2 |~ Corporate  Identify Attractiveness 0.387 | 0.029 | 12.093 | P<0.001 | Supported
Corporate Identify Attractiveness
H4 — Consumer-Corporate Identification 0.519 | 0.046 | 14.164 | P<0.001 | Supported
H5-1 |Brand Affect — Brand Loyalty 0.430 | 0.047 | 11.564 | P<0.001 | Supported
H5
H5-2 |Brand Trust — Brand Loyalty 0232 | 0.041 | 7.198 | P<0.001 | Supported
H6-1 | Consumer-Corporate Identification — Brand Affect| 0.607 | 0.030 | 19.162| P<0.001 | Supported
H6
H6-2 | Consumer-Corporate Identification — Brand Trust | 0.486 | 0.031 | 14.764 | P<0.001 | Supported
H7 Consumer-Corporate Identification — Brand Loyalty | 0.252 | 0.049 | 6.147 | P<0.001 | Supported
X% = 3028.908 (df =483, p = 0.000) , CFI = 0.898, GFI = 0.829, TLI = 0.889, NFI = 0.881, RESEA = 0.073)
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0.5017¢o] WA 3ltk(Bagozzi and Yi, 1988).
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