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Abstract

Brand love contributes to consumers' positive post-purchase behavior; therefore, fast fashion brand mar-

keters should make more efforts to develop marketing strategies to promote brand love in the increasingly

competitive fast fashion industry. This study identified the antecedents and consequences of fast fashion

brand love to provide insights into brand love. Brand-related variables (affective brand experience, self-exp-

ressive brand, and hedonic brand attitude) were considered as antecedents, and post-purchase behavior vari-

ables (loyalty and positive word of mouth) were considered as consequences. It was hypothesized that affec-

tive brand experience, self-expressive brand, and hedonic brand attitude directly and indirectly influence

brand loyalty and positive word of mouth through brand

love. Data were gathered by surveying university

students in Seoul, using convenience sampling. Two hundred and eighty-six questionnaires were used in the

statistical analysis. Factor analysis revealed that all variables were uni-dimensional. Tests of the hypothesi-

zed path showed that affective brand experience and self-expressive brand indirectly influenced brand loy-

alty and positive word of mouth through brand love versus the direct influence of hedonic brand attitude.

The results suggest some implications for fast fashion brand marketers.
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IMAE [HM HET AL2E0| MBHE4-Q} 24y 89
et al(2012)= At 4= 4 W Bt MR} AFELS AH| oh B3 AH| 2R Bl =] Tkt 7 WA ke
A5o] vt A FoiS of9A Fdshs ThE &H|zke] %é’% TRl o] oEs7] Wi 71
Aol thate] G 23S s3] g, 53] Hi= 2 AHRbe] FA A RS o] 11E 2918 BHE] A o]
Abell &3 QlThar sF4it). AT HEE whEA] 7Y, Ags)of gt 53]

B Al 2o UFE HdozA] HaE & E g4 Hal=e= 20089 F6971 F o3bE AA S
el FA3 2e Fas rAl" gl S 1A oA AlsteE AHAES 711 #2 AR A] A s
= A0 & Jehth webx Bals AHE] AS57HA VAo 2 HFo 2R (Jeon & Park, 2014), F43 74l
o] Bal= #ol| oA Hekd AL AT = W w2 Xde Ao Qe &nxte] u| 35l
H S 2 A (Bergkvist & Bech-Larsen, 2010) T-8/3¢] 7= HAe FEES A0 7l niAe dFHTE
%32 T} Carroll and Ahuvia(2006)y= B = AlgS <H. Uel= Zo] B Fosittal 2ok &, HAE ol A
H=of it ARl T3 EAoletal A elatilom, e FAs | EA ST o] & Z o R HofX]
B Algo] ] & 3o nX|= 32 ool A D2 ¢ AR 2R TS sl A3
P AT E(Albert & Merunka, 2013; Carroll & Ahuvia, 24748 F3keof $HTEAL Jeon and Park(2014)0] AA]
2006; Fetscherin, 2014; Ismail & Spinelli, 2012; Unal & 3l Az} 7ro] N2 & H2 o R ALH|A} o] S A|A]5fed
Aydin, 2013)e]] 2] B A TE M = 2 2ol 4&n] ok & Fart gty 2dY ofF ww JH*E g B
AL-BAE IATEL] 7]Rke] B B E Alge)] F5 =0 Uigt AnR} ols| & AN S AFEC] thgst
3= -5 (Ahn & Lee, 2013; Ahn et al., 2014; Cheon A AP F o) Full & FFA FA4 ‘:9} T-Hof Jgk
& Kim, 2011)°] 9lou}, o] FalolA = o}4 B = A} S FEHFE IR A7E gioh wei B a7e 1)
ol FE31aL A edtt. 2E M BAE tigt AL} 5784 el 9
B = A2 7180 BAE B, HA = of 2} 7 S PXs HERA] HAas ARFS Y18 oA} g}, B
HAog g2} /g3 Zelof tiste] Ahn and Lee B Al digk Zo] = o8& A AEH7] 23] o
013y BI= Hes Hal=o) gk Avtzel Hr} ZE 3| HA = EA4S I8 HFES AT AL
2A tere] Bl s gig] 30X = el HlE, o] AeYFRA dAste] BAHE Algo) v|X|= &
HAE o2zt HAHE Abg-2 F717F Hal=ote] 4o < 9z} gtk 22| 3 B e Algw) Jduky Al
2hg-o) 93l FAEH FAhge] Bzl H3hETiaL 3 3t A A-E(Albert & Merunka, 2013; Bergkvist &
St} 22]7 B o2 Bl o} Ao 93 A Bech-Larsen, 2010; Sarkar et al., 2012)2 2 = Al 1
MASZ A4 e e dElol, BT AL T Al Ao Axp e o2 AP A o
2 oAt BEANEE Adshe AR 99 v S WA o, B At A4 dF= Wel
3 F3 9] 2R, FA, A5 TR o AR 2} gk},
/Mdeltar steith. 28] 32 Park and Maclnnis(2006)= BAE Al A7 AYHFE SN Ismail and
BAE o &g 7 A Adiztel#al 512, Carroll Spinelli(2012), Ahn et al.(2014), Kim et al.(2014)%F &
and Ahuvia(2006)E Bl = A1gs Bl = o3k 724 A AEFFLo 2 3 Ete] 73T} Ismail and Spinelli
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(2012)= oA AlFe] Bl = Apgo] 7ol 2491 4
Rk ﬂ»— A& dglen, sl A=A Ahnetal.
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718 o R HlE Algg A7eh Ao, avlake] 2}
&3 AA L] {7590 BAE Abge] #o]d
FF= A= A OEL}E}%E} 53] =l 2HAE o
2O Kim et al.(2014)2 2 JH E g4 Ba=
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Ue A, A, %
S}Jﬁz} sh= ﬂ 9]?15}%1
+= i<l 7+ #4 (interp-
ersonal relationship)g]r 72 A} o] t(Choi, 2008). Ah-
Wia2005)= Aol Q17he e 2meE T} 2w )
$E HA N 2 FollA Alele A2 &g E3s)
I o] gt &gl Aete tdE 550l AHAE
o] FRIZFE olsllsh=tl Fasithal shaith 28] i
e AlElele AL zJolA A7) QE
e T8 7SS vt A
stod ¥ o = A Alshe a2
olgf= A& HAFHOZE AT

28] RLe] t)dEe] ik Algel tisted Shimp and
Madden(1988)& Sternberg(1986)2] thel 7+ Aol 3k
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Abo] AFzbo] E(triangular theory of love) ol 2715}
ZH|R e} AF, BAe, Aol 7he su|iaate] #
Al gk d-& AT =, 28Rk tidol o
3 M A g7k E R o 7 AlEAA 9] o Za) &
AbSHTRAL B, vl gt n|Rke] aA1E A 8=
gl lejA Azl 2o Aeld aael §71, 34, A
7} 33285 Ao 2 Bt} Sternberg(1986, 1997)
7 Ak T e s Uz, A A/
oletx stgletl, AR S Alak A sk A
ojm ©7] Al Z ] Hsl =Y P = Tr11 oL
2} &= ole2ZA] A2l A
Carroll and Ahuvia(2006)=
A AlEA QA S YsiA
Adto g = o}x] oro —rL:_
A8 A=) vpE
Arab sk A2 e
At 25 BAE Aol Bl A7ke 5
I AFSF 28l AS7FsTAE Wl A+E X

A, BAE ARE Tew e A A W
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saction-specific outcome)$] ¥H, B = Apghe 4|2}
7} 2 BRlEste] 4717k BAle] Astolth, A, v
Ho IR ol Base] Jou, B Al
I $17} EAla) ehieek 217 71
70l AT Qur Fele] 7loh7} ok, 2]
e A 7 BAEE UG BB 02 Fof
st7] ol 7ol =LA 7F Fejn|sirial Bokt), B
g 252 g tis A= Alhe <o °(liking)
Hot o Ed A wked oo} ot 22
W2 2ol 7 ATRAL A
o] A FHAI71AL, Bl
2 /HdstE 7] W2l Hal= Ak
= F27t ofzt Hal=o] tis) oH
gl Zlolgt= Aot

BHAl= Abghol] F=58hHA Hwo] tigh A-Eo] 3
At 28 AYAFEo] LH|Rpe] HAl= AL
= e 7+ BAo] &l 7IWkste] HEE ik Wi,
FZoll o] 2 Fetscherin(2014y> B = AlHS: oA}
Q17+#A| o] & (parasocial relationship theory)®ll
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Ras I dAR Gttt 22y Bl s AL oug 2 AFE o5 AHESk= Zlo] Agtsirtal Ert.
ol tigk ol2i3 the AR ek =9 Yo R ¢ a9 AL S AR AT voﬂ/ﬂ &5kt =t
g E|ofof sfR 2 B Ao HA = Al il # A 71718 e R HalE AL :rL??} Ahn et al.
Alo]gell 23T HA= A A s A EH, il (2014)7 SHA ] /E Fe = E Al AE
7y BAol 7|28 HAale }%oﬂ )t AFE FolA Ismail and Spmelh(zolz)u? AEFTS 1?1 stge, ot
Carroll and Ahuvia(2006)%F T 2H¢l 0 & A A 53T & A7E2 AFH BAEE Al ¥ AAlst
I 9] A3PATFE(Albert et al., 2008; Albert & Valette- ATh EH O 2 Carroll and Ahuvia(2006y= AEZAL
Florence, 2010; Batra et al., 2012; Thompson et al., 2005) Al 2R A EA A FEoLE - E1A] 43l A
o oRR e AN AR AAsA) sttt o= pujeks 9719 AEe] HAES wen g

Sarkar et al.(2012)= Carroll and Ahuvia(2006)2] T
2910 = 797 BAE Alo] Stemberg(1986, 1997)]
A7 G JAAA /Yo oz A tiel ¢
Aol EHfi o] 2ol $ujE Tty &, B E Fujas
oMo AEA W s A Ay HHE A02A B
73 Ao F Ao ® g Q)

Fe(romantic love)] 7132 A AI8HATE &,
R Al ©717E, AA7)7E BAlO] gk oA A
Y o] ER ] F 8 40E SR g
Sternberg(1986, 1997)2} U %] &tt}, K3t Rossiter(2012)=
AP Ao o) AAE SAHET M= A= o2

=1]
=

]

gl
=

7HL:]O Bdl= OHEQ}‘ Hagce ]— ] ;(]_0]7]_ L]_a_]/]_;q
REE AUSNL A Aol AT T A
o] &4 3= U223 7% =-(contrastive measure)E 71l

skttt A2 ¢ el B A et i
19} 7o) o Be AZ7 e} =97} o] Fo]
Mok & Aolth whehy] 2 dFe] Bxo] Hyl= Al
o] Z4gdol] tj & Rlo] ofuw 2 mﬁﬁﬂzﬂmﬂ
Aol Mamasl Azhisg vl
oll and Ahuvia(2006)°] TUAH =
c}.

Hal= 7iQ)e] BalE Ak, el wR|=
233} Wallace et al.(2014)2} AfolF 3 B =7}
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Abgoll v X 93-S 93l Sarkar and Sreejesh(2014)%=
Carroll and Ahuvia(2006)¢] GAxH L& A3

A Hal =

o} oA Bl =o tisx] B= Algpo] o X
93-S 9131 Ismail and Spinelli(2012)$} = A=A
Zm) 2} Aok Bl = g R 3 A7k Fho] Bl
E AFFS A= IS 93l Ahn and Lee(2013), &
H| ko] AEl3 87553 Bl e Al 9l Ahn et
al.(2014)= Carroll and Ahuvia2006)2] ©U}Y H=2
AL &, Hal = Abr 9o 2% 3
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3t Stk ek 2 A7 GY A =S ARS-SR| v
AYPAFEF t2A H2E A BA=2 A kst
ARG Aol o]e)7t k. A o] el tis) g

Ismail and Spinelli(2012)= HAE djd BAE=E o
o2 3l#] egton, F2d dAE A Bz ts)

o] A o

vl

A7 Kim et al(2014)S B = A}g-S Tha
HponeE Ao} 2po) 7k 9l

2 A7} )R/ AEFEH HEE A BAER 9
st} AAIgt o= tha st 2t o F AlFLeE o
A A2 o F AlFel i3 Bl = Algto] EA| Ve
o9] AT-El 23 XA =T} Rossiter(2012)= TFY
S AIFES e E Bl ARRE W, SHX
O M7t o)A o) Foll tialA] 45%= 7HE =4 e
%Xt} Bergkvist and Bech-Larsen(2010)= 9] & A& B
Ao ok Hak = Alego] ofo| gtz 254 Bl = (Pa-
nade)®R T} B =4 U} Tk Wallace et al.

1}O O nh
Aru= 2l

(2014)0] ]3P o] 2Bl A] Fol 8k Al FT- Toll
A A B =Tt 74 A e e 25 A

HlAbEe] o) Halsel e} BAlE Al Bl of
57} ke AL WA otz taiE B
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= o357t o =4 Jepdoy, B2E A B
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92 s=20|F SISl K| Vol. 39 No. 5, 2015
2. Ml o] ¥7}¥] 3 QE=H]|, Westbrook(1987)°l <J8hH 744&
R F=5 Fishs oA F o2 sks T34
B = ALl gk o3 & AAIEH7] flete] Bal= 1 AN R EESHA E*‘XlOML A db o
AP AAAESFE Wsle ATEo] XS Car- 24 B4 A=l thgk ou], 991, 7:1,}, Gk sk
roll and Ahuvia(2006)= E-H = Ao A3 %—’ﬁi A ele] Byl g dojut) Hal= Al T &
F 4 W A=A AFF HAas A3 Bl Aot 5ol gk vh2-2] A-Eel o= %.Xéﬁ 7ol Bl
EHA HA=E AA ST o] thste] Bergkvist and = A ) & Eo] 989 dFE =AY
Bech-Larsen(2010)= "}A| 8 B0l vlAE =L 2} 2 HQIT} Roy et al.(2013) Bl = Al&of gt
ol A HA =T FEFS & 7 AL AFZN= B —c?ﬂ”ﬂ B3l BE Ale] Aol A
e = 7 vk AAEaL, rHE E5e] Bals AL E A=, AHs 5 shis 2940 Bis
< wY T AES ] AT PSS Aol B 73l o] Atk Sarkar et al(2012)> BAHE Algkst AL
AN At} AFeole] AAE vrelof & Bt 33 BAE Algtel 79 A BAlE o] fojst
g sk 28y 25 Hils A Wl Bdle A9l S YR TE Mazodier and Merunka(2012)0]
FTUAS} FEA 92 AAEIH T A 2 AT= o5t Halt AZA S| oflEd thd 378l 1A
253 o] niAIg ] o3| FAIVsE BAE i W o] B 7Hdol T4 AQI 9 T o olgfdt T
FRkS B = AlRre] AYHSFE o) o] A4 st AA BiE gL Bl SR 44 9T T
SAT}. Sarkar et al.(2012)0] o3} B = Al fAbgh t}. E3 Westbrook(1987)& Hal =7} obd A&7} 4
ERHA Bl = Alghe] MR w7l 7494 Bl Hlo)] gk 74 wkgo] T & Fel ] A=
= 38 XA} T3 Carroll and Ahuvia(2006), ol 48 YL vHth= AL W3k
Sarkar and Sreejesh(2014), Loureiro et al.(2012), Choi =] & RE O24S 2 Kim et al.(2014)2} Jeong and
(2008)°l ]3] BAH= Alre] MPFR w7l zfo} YuQ014)e 22 H2E A4 BA=g A delo] o}
E¥A BA=E A3t 223 BAE Al g LA HAH, AAA, XA, B5E) Bl = o)
BHA Akl o gk A8 A-E(Carroll & Ahuvia, 2006; Ba= Al Bale 2450 nxe 7E 9
Sarkar et al., 2012)°] &4 AEo)] e A77} oly < YT} Kim et al.2014)& B = o] Hal= A}

7] W ol s Aol ARFAS BH oLk ¥ A
FEALE A UE2 BYone A% A
Frrhe BAse] tje ek Bl ek B

HEE A o}ﬁiﬁ‘r.

)7!—/\-{)(-1 l:IEHE 74%4

Brakus et al.(2009)2 vHAIE 7} A S Y 5l=H 3
olA] Al ke] BAE el et olsl 7t F a5t
3L, BAl= A9E g slsla A9.e AN s ol
dHow Bt AYLe B tixely} o].o]tﬂE]r,]’
4714, miA g ARUA A F#7 o]
A9l AH|z} vk
o #AHE A=S
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o ox
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G2 ¥l oM, Jeong and Yu(2014)= B

T FAE v A=
ZE -LH” Hilles 7"‘% —’EZ} ZH A}
3t} iR frEs) ok 5171
gt U}"okd A S ATkl ARt

38 % 9w el P

i

Z}T_ﬂ"q-(Sarkalr & Sreejesh, 2014). Roy
et al.(2013)t APAT 124 T3l AHAE BA=E
B3l ApAle] AA| Apolit o] A AlotE FHBEE 2



IMAE [HM HET AL2E0| MBHE4-Q} 24y 93

Ag ol F YA Bt BAHEE o gitiar skl ANEZE At 2 3 Loureiro et al.(2012)Z #|2]5t &
Zlotoln| 2] Yx|Ao] B = ALy} tuf & 5o 5 T AETL FR &aL 1A wEhA AE B
= 9ol blsl] e A7Ee] YA HEH L ollz}l JAE A BHal=g Hal=E 7)3hele] A4
2 Bergkvist and Bech-Larsen(2010)E |5 Ha =2 tj = B s A WA Halzo] Hal= Alge )
Fo T FEA o2o] BAE FUA g T B 3k &H|#L olE & O] Zlo] A AN & UL Aolth
W= FUA = BAHE AR Qe Frhe 2 23 HAE M B =] Rofsz @ o] uff 5 5o
Al FEHSE HAs SRS 7S g FEFe v Rojgte AL HAE zoplYe] AL
A7 Zojgte A& w3l o 3AZ o] FFE nHIths A& B3] Goldsmith et al.

s B =] ol g del st A=A So et al. (2012)°l] JaliX = XA Ft}. B3 = Zfol7l ] (brand en-
2013y 71554 iz A4 sento] Bl = of 2o gagement in self-conceptyS ‘Afoto] o3 Q45 &
oAl FFE FASS Hth A A Fee B ks 54 AlFo|v BRE Al E $5& 5 s
=5 S A8 &/, A91e] 3, AlolnA] olgfal 3taL, o) Fofe} o Hal = FAwol| JIS
o] sl AlBlE] F1le] =g FIHEE SHE =, ol Xtk A8 g9tk 258 B Aods g4
213k E35-2 A Aotet ALs] A zote] HRlo) thgh & 54 BaAsrt ZEsiA ALlEe] Aepide 23
AolBg ol E A By} Hale Aletd] JIFS stet, 952 ALSA S Fulehe FH R 4]
uE Rz Btk 3 el AFEol s i He AFLEA B A4S 2 glom 3L 4
T YFox JFS ] Ao Z WAt} Jeong and Yu A AlE v 2ty 9t A7Ed, Bl 2}
(2014)= 224 F2E s BAHEZ Agdste] B oEe o Hals A7 FHHA JgFS vX
= FIAE HAlE S50 oAl QS nAE = 202 YEpith 250 BRE oYL o)F B
AL 8h3it}. T3} Ismail and Spinelli(2012)= 794 of A= 55 Flo] ol 2t UREA Q] (non-domain-speci-
2 7= T BAEES moEA 3 F Bl on| fic) BAH= Ko P& e ofn|sh=t], & A1+ 9
A, BAE AL, ] #AAE gy, B o] Bl =of thgk Aol 2t v]s=gh o Hal=o 2}
A7t e AP H 02 v A= FEFE HEHG A B OIFFANE B AT sA JEgS nA ZleR
W= olnXo] et HER FYR FH/E, F2 B o] & wé) A} gt
g B4, A7z, ARE e FEES ARSI,
olz]gt B = o]u|R] = 21l o] zlotolu]R] e} UX|sl= 3) TN EUE B
2ol o3l AAE 20T HRlth wehA & At s e o3l i del] thal] 2|42 02 Fo|#ol ALt
E g4 Bl so] zlolgdAde] Bl Al 7 & H| 50|50 2 P F3h= Shue Ao, HEe
Fsoll TS v e g B o] 5 WA} gt njo] A, TAA FH, U, HL we e &

ArobEd A Bl =} HA= Abgel] o3t 24, |2} 853k A Ele] 9ltk(Schiffman & Kanuk, 2000).
Carroll and Ahuvia(2006)= 7o} 34 HAl=5 574 olg]g Bl == &M%} A5G o SshAl ahH, AlEAI
Bt H|Rpe] ALS|F] AJots ZFstatal AFole] o] 545 Asshetl fréstH, iHAE &9 7t

FES = W ol 3 F FA
Aolghe 7Hd S AR A A, &
gt} Sarkar and Sreejesh(2014)= AFo} % E 4
W= ALFe] #AIE, Loureiro et al.(2012)
q BT HAT A BT 2459

=W RS HFS R Choi(2008)
ALt BAlE Algol 574 o]
S Ul 29 Aopg A HAals
AN gt ool AF+EL AEAt

A
—
%

z o o2 |z
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f-&-3lcH(Lim et al., 2013). A= Bl == B =0 Of
S HNEAQl HrKEokg-aolthEA Bl Aol oy
g W o] o8 A E=tl(Ahn & Lee, 2013),
Al Hale e} 821 Bl = 71t ok
Ej =0l th3l Al(Adequacy-Importance) 2 -2 AH]| =}
S0t Fax0] W77k o2 A BA=Th
2 etgkA] o thek Hrret Agete] AnRte] AA AL

=7} A3 ¥ k= Aol ti(Lindgren & Konopa, 1980).
Batra and Ahotola(1990)= AIEE-S <A3le] EAl=
Bl =0l thate] vkt 2] AR atint. 2Rk B 7t

£ st A 481 A F Aol olsien),

Ry

P
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ki
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N

%

S
=

AAARI HEw Aol ALY A-&4
gt A 4 v e 718
gk AnjRpe] el 7] 2 gl &kl om, A
av HAl=o 754 g thd =74 7HA] 9] %
o 71z}l ST 2 H &S Sk YolA
71A 7} REEA] wjERA 0] R] ek om, BEgE = 7EX| 7}
FEHAA HERA] o}z skTh
Batra and Ahotola(1990)2 Bl =of 3t
g2 et A8 B F 77T ¢
2 AN AT 283 F AL O 2 HEH A
7} AR E e BTt =L shal 7 XS
23 FEAPE A=E AN, AASATE 250] AlA
A& BT g A, A8 B=f ot Hae
A4S A3 Sarkar et al.(2012), Carroll and Ahuvia
(2006), Sarkar(2014)= 4 B =2 tjato g & A
7} oF AL MR} AR B E 3o wE Hal
=7F &3 AEF e s A7 nz gy Bis
B2t obd HSH AFS BAHE Ale] AYHFRE
AT T} Carroll and Ahuvia(2006)= 24 A EL2
2B 27} A Fol| s Al 44 ez o
gk A=A FE ] A Fel g A zpolgtal A
stioth. A

RS

ne
rr
)

9, 1o oo
OEJE
or 41 3 o & (T
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oot

oro 2T o
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fr

o
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71

FHE7} BAE Al T8 Apaseke R0l
the] A8 (Batra et al,, 2012; Carroll & Ahuvia,
20006; Fetscherin, 2014; Thompson et al., 2005; Unal &
Aydin, 2013)°] &J3} Brej sl om, Hal & Algo] 79
SAZH ] G&gS mXth= Aol Albert and Merunka
(2013), Batra et al.(2012), Carroll and Ahuvia(2006),
Cheon and Kim(2011), Unal amd Aydin(2013)°] <]3}
et mebs] B A3t H2E 4 BAs A
o AsPASR BAE FYw0} T HYsch

— 734

) 2HE M8

Tl & 9o A= S =21 (Oliver, 1999), &
HIZE A5 Zlo] olgdt AH|RE E TR &H|#)
2 gASks ARt H)go] @ E7] fE BA= 5
Ao 2 5ot ArAte} niAE 9] FE-S wolgltt

(VonRiesen & Herndon, 2011). Oliver(1999)= 4=
o] zfoldl] tiste] FHE-2 A7t 718, BaQlA o
el &M 7} Al Fste AR gk AnRke] ZHzto]
AL BkGATE B RiEo] A FFE F7] A
= NQ1e] RS AR Eo] Bol AL 41e4R]7] ¢g vl
WAL 728 whEo] glojof ghrhal skt 28] AL
e =0 Ao HiEA] H Q3 Ao x|t F
Qe vlaiA] & SR THAL SFA T F 2o TR
HA= A7 Fos SAEE AYske oW
F7F B = ARFS the] A AE(Batra et al,
2012; Carroll & Ahuvia, 2006; Fetscherin, 2014; Thomp-
son et al., 2005; Unal & Aydin, 2013)°] B3t} gt B
A= AL} fakel Yk 2l Algol o3k A s
FEA HAE FAEE W3l 48 A5 (Patwardhan
& Balasubramanian, 2011; Sarkar et al., 2012)= 1t} =
W 2822 thAC 2 Cheon and Kim(2011) B3 =
Atgo] HAlle A El Fo4<] 93 vxitk= A
< W3Th tEgA 2 AFe HEE A4 BAE A
Ol AT E 7l & PFHTE T B A
T dAsATh
Oliver(1999)= B = A C2
A, Y54 QYR HlEt), HyEES
Lo #AE ¥l v AT-E(Iglesias et al., 2011;
Lee & Lee, 2013; Patwardhan & Balasubramanian, 2011;
Putrevu & Lord, 1994; Sarkar et al., 2012)°] Ej == 0|32
PFH2 AATHS TEe PO g B
Btk webA 2 A7 s B
P P5H SHEE 3
A

2 ALgigieh Theel ¢

=
=

o,

¢l
A~

FH=E

=
=

2 v 2ol sl R Ralmz g
ool @5 2 G 2)abe] i e=gl B
£ A0S BHele] HAS FHEE wE Zo] gt

t}. T3} Baldinger and Rubinson(1996)2 H#l =

=
a=

S uly
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8131 Cheon and Kim(2011)%= E.2H
97 e A0 T 499

2) 28X 71

A F) 3k B AR 3 2H|AllA T AR}
2 AgE s T2 T ARleE A A
F R 2k A 2E 4= 3] tk(Solomon, 2002). 3 Algto]

2 AlgelAl 9 rlxlthe S 74 ARY
Aol olgt = 3=t (Lim et al., 2013), B =9}
e vA " A Fa8 FEo]Th(Lovett et al., 2013).
AEllo] el A 7H1AQl 18 WEAE B3

=(Albert & Merunka, 2013; Batra et al., 2012; Carroll
& Ahuvia, 2006; Unal & Aydin, 2013)2 2= Al&o]
TR THR FES nRIvke Ag Wt gk =
W 2822 thAC. 2 Cheon and Kim(2011) B3 =
Abro] ol 914 Q1 YIS wxItke 218 W3t
w2 ATE A2E S HAE Al fold 2

g7 AL wel Atk
11 9474t

1L A2 A2

B 5k ARE ARl Agshe vhod B ATE 2 A HAE Al O olslE
(viral) VB YT vAY me A g0l £ AN Agussh AhASE Wl Bk A
E9k QITHLim et al., 2013). Lovett et al.(2013)2 4 P BAE A HEEA A Bis A, A
AL AL S HE B AR B9, A olE@H Bals, et Bas BEg Agsiglon,
&4, 7153 SolEaL stk AFS A Sl 53 AdHre 7 F PFoes FHE, - FHE
o] %3, Apoprtstet Bl he] thsha7-9} 72 AFs] A AT 2 A Bals Abgs B A
ANzol Add Aol 27 H Fele A TRk # Il 7H A dFE & W olE Al A
Hrlo] gon, 7154 512 FEE T A4S L A1 FIE = Zolgte A2E ATt 489 4
o= dask dEso] itk sksith 2ol W AR <Fig. 1> ZoH R mpe A
Cheon and Kim(2011)2 51l gt AaAT+ES 4 TEAlE T
HE § S AR A 7] ARUA 1S F8l
AP 0 7 AFeAgste] oAkaES e Y A ATEA 1 A BAlE Ay, Aol A Hls,
o= ol n|zte] YR 53}, ) §- PF HeHa HAls et Bl = ARS F
Fo] FEor I JgFYo] AnkaL ek 7L of 3 FAE, T84 FHl Xl
AR Y e Folng FAZRl vAY A= 2 JFgE w3k
£ Bl g FHEv= U 7R A AT 5 e ATEA] 2: 3 HA= 73 g, Ajolxd A Hals,
Z3%Fo] Avhar skednh. e AL Aol 853 thE At T =7t T E, 584 7ol 1
HE9] 9ol Aale] Xzt B A g = S Ae A4 TS Btk
L o, AlFel el anjAvt Bl 2 2E
S 7] JFE-e BS AZIT Fetscherin(2014)= 2. EME e Xt EN
v an|2pe} AR} BEl|A] S F o] Q1ZE
Ao oJARIZFAA | 7] 28 BAE Al B0l & B AFE flste] AE sl Bl o) tigh 4
o5 AFAFULS Wl o] Sl oo AT 73, Aok, WA Bl=, A, SR, S A T
I
Brand-related variable Post-purchase behavior
Affective Branc? Experience Loyalty
Self-Expressive Brand Brand Love » Word of Mouth
Hedonic Brand Attitude

Fig. 1. Hypothesized model.
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AL S5 A £33 3 JAFFA1F el o 2% B=2 x9S 25 323 % Putrevu and Lord
o E3S X AEAE o] gsiith et $HS (1994)2] H=5 AMg-3 ) Aol e d Bl =+ 87
A7) g18te] AEA ] A Ho|A] At 2l EdE=S 23, B = A2 100 23, 594 e ol #
wE2A wregstal e HQl MU R Algste AE g, FAEE I £3oE SHEATH HFH HA=
A Bz tist Hele) s A se] BlER w9} AFEAF MSE A3 RE HFEEL 17
Zara, H&M, Mango, Forever 215, =fU] Bl == o9l & AE TEA GrpolA 5L uf-g- 2P EA 54
A=, 2910 & o 2 AAIseh 28]al 9] Hale Likertd .2 S8 =t} wbr] BE W] J7t =
oF U] B = Aglo] 71 Z 2ol Fuligk AE & STE W] o] 2 RS ongit)
A HAEE HEY & SIS 273t Hals Z} <ol sl Bg A QRS e & B Ay
Abel it g4 AF2A B E Abge] HEE A dlolElel thak A3 whel7] &l gld a1
A3t Carroll and Ahuvia(2006)= 73 0.2 o sl= S F7HH o2 A 984 81wA ] SAA
W71 AF SolA 2 2ol Fuldt EHEE L 2= SPSS 18.0 FAIFIIAIE o|gste] FdEEA
711 g T SHIES o, A Bz gk B W 2 S A ARSI 1% a1
= AbFS 243 Ismail and Spinelli(2012)% S A} 2 AFolAe] 7Hdste BEEANS felixe 2
1711 HH BAEE wEeA o F SHIES 51971 78*4 BHYE o] &3, ol & 95k AMOS 18.0 =
ool & AyE 253 22 o R ARtk 2 TG ARSI B FHS A9 ER] F
3L AEA ol IAE sl tfgh 2|7 olF & F71 %ﬂ%‘?&% ol-g&3tnom HEe mdlo] AYPAFE A=
Skl 6H94 Blzol S Halzo) o & A AJg Aol stk 2 2]o)l SPSS 18.02 o]-&-&to] Al i3}
A9 W dojM = felet s HAER st 71€5AE dsiAth
2] ¢k& o] = U3 ) AEX| A AA T JER
Z2HAZE Tl E BE S AE S BAEE oot = 3. A2
W HAER Este] ggaty] ofel g Wopel, 2
T2] EA o] # & e} Hule] HAE A Hal=of tigt B AT A5rFE St AHe&3 T AmAl
HA; = Abgo] zjo] & ghs]= o] ofy 7] wjio|tt. AFsh= 200 thEtES | FEate] HEZASHA
2 AT FH2 HFES FAE Wele 2o BR th 35E AEA F SRl EAAT AEAE A
HATESA S Halre AP AToll A gk 21 (unidimen- g 28675 Aol ARSI TE SAX O A S
sion) & xﬂ/\]ﬂ A& ARS8kl sk 29 B g@2le] HFAH L 7 22.864(S.D.=2.30)R M, FA
W= 2ol H S F AU A 2fol/AlE] A zpolho 2 7Y o] 18478 (64.3%), @141 ©] 9978 (34.6%)°]1 3L 378 (1.1%)
U HEvlo] Exjstodx] Bale zpotRH S A d 2 AEE 71 EA skt
REHSFEL I AYoE FAE LS AT
242 Bl = 74E L Brakus et al.(2009)7}F A A& 370 1Iv. &€ 1}
TR TAE HEE ARSI A g HAE
& Batra and Ahtola(1990)7} Hel =0 th3 #2H3] ¥ 1. EI8E 2CIE4
TE S| st A, AX G g Bl ge
ZA 7 Foll A Sarkar et al.(2012)7} A& 3 2 (product BE Wl tel &3 el dAe A, &
hedonismy& 5743171 913 AH&-g “FH -4, Mol 2 e 2 vehth Bl e 4ol A T 60 o] st
FAsIThETP, gttt gl Eurgsiot-AE o] wro 9RINEIFES B 1S AL, &
the] 4 e He2 ALesanh 38 A Q1A Az} 2 F =84 AF= <Table 1>—<Tab1e 6>
22 &5 Aelrb et 332 v 2 Ae|tbE 74 T 2ok 7t o] AHE o2 A A2 75.57%,
Likert® &2 S stsl=tl, SAA A S4¥ 35 Aot HAS= 7442%, HHA BAE B
S34elA 312 1-0lA 72 Wgksisith Aot 77.68%, B = ALEE- 60.37%, BHE FAHEE 71.35%,
@A Bleol HAlle Ak, 244 7412 Carroll and A AL 76.13%2 YR, BE WSl 60%
Ahuvia(2006)2] HE & ARG OH, ST W54 o) Fe] WA & AHE S Bl Z o= EAH.
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Table 1. Factor analysis of affective brand experience

Eigen value

Variance explained %

Cronbach's o

Item Factor loading
The brand induces feelings and sentiments. .89
I do not have strong emotions for this brand.* .87
This brand is an emotional brand. .85

2.27

75.57

.84

*Means reverse scored item.

Table 2. Factor analysis of self-expressive brand

Eigen value

Variance explained %

Cronbach's o

Item Factor loading
This brand is an extension of my inner self. .90
This brand symbolizes the kind of person I really am inside. .89
This brand improves the way society views me. .88
This brand mirrors the real me. .87
This brand reflects my personality. .85
This brand adds to a social ‘role’ I play. .84
This brand has a positive impact on what others think of me. .84
This brand contributes to my image. 82

5.95

74.42

.95

Table 3. Factor analysis of hedonic brand attitude

Item Factor loading| Eigen value | Variance explained % | Cronbach's o
Nice - Awful .90
Pleasant - Unpleasant .80
Happy - Sad < 3.11 77.68 .90
Agreeable - Disagreeable .87
Table 4. Factor analysis of band love
Item Factor loading| Eigen value | Variance explained % | Cronbach's o
I am very attached to this brand. .87
I am passionate about this brand. .85
I love this brand. .84
This brand is a pure delight. .82
This brand is totally awesome. .81
This brand makes me feel good. 78 6.04 6037 93
This brand makes me very happy. 77
I have no particular feelings about this brand.* .73
This is a wonderful brand. .64
I have neutral feelings about this brand.* .63

*Means reverse scored item.

Table 5. Factor analysis of brand loyalty

Eigen value

Variance explained %

Cronbach's o

Item Factor loading
My overall opinion of the brand I presently use is very good. .85
I always purchase the brand. .85

1.43

71.35

.59

—737-
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Table 6. Factor analysis of positive word of mouth

Item Factor loading| Eigen value | Variance explained % | Cronbach's o
I have recommended this brand to lots of people. .90
I “talk up’ this brand to my friends. .88
3.05 76.13 .89

I try to spread good words about this brand. .86
I give this brand tons of positive word-of-mouth advertising. .85
B3 Cronbach's o= 7732 43> 84, Alohxdd 4] B st B Ao FAjo] Aol Bl o 5ol of]
Hw 95 et HAls vies 90, HAl= A2 93 2} 7Hd stk A2 Ry o] 75017] wieltt. webA 2
BI=E SAEE 59, 344 T2 89F UERA, & ofFF A HAl=of Hals Al 27l ¢] FEths,
© HFEY WA g2 EAVF ik E4 = AT BA T U FEAE s8-8l AHd e

714 AFe] DA Al thgh f-2] 2 A <Table 7>3} 7o, BE W49} S 7] 3]
WA o] Aol 2] HA=F ¥s]7] f18ke] Carroll AFE2 el el YERATHp<.000).
and Ahuvia(2006)= W& zjo}, AL8] 3] zlole] & gelo 24 rd o] A 270 & Bae(2011)= FAHSY F
2 FAE Aol R A AT E AMES A 70%2] AH 2 370 e] A5HSTE Jlojof gtk siglen g 37 #
g Ho]3 929] Cronbach's a& Hol= Gz e = SHTE Y A Bl s Y9 o) ASHTE
Yebgth 283 22 A2 Aesg e, B Ao T4 Bl 4% tslAE p, AGFISF TLIZL 4
A= gdard o2 yepstth ek o718 AlEel ZHA] Gk Z22aL F WS BT GFIS CFI7} 24
s} 7o) e S BRI o @ AohEd Aol @el 1% Blth AAA BAE e AEds v
AHAE E Aolsh AH81H Aote] ol Pk A ST HAS FHYEE ol UA dHY 2
2 % % g 5 B 7135%2) B AR 600 7H7he A1

E5E HYOBR T WSS o §3 ATRY Y
2. HolN 202y of BA/H gleka wuh. =S AR 7Haste
FARFN N SR PERAL BE EI5E

ATRPe] APL BAs] Hol Warsel U = shtel AAFelN e BEuSe S A
A QoA ARG AFH] A5kl M a0l eherhu Wk
B4 AN el L BAjelo| B 189 BYO AOLEHH HAZE yghe] 05 o5t FAHOE
2 AAE A3, AoluAA HAE, BAE Al 24 Fo]5170 UERET RMRE 05 0|40 2 Lelste), i
2 & AL HFENAE 10 o) =& 744 St GFI7} 866, AGFI7} 733, TLI7} 8852 WERsk O, 5=
Z*(modification index)”} WA oz =4 0 3} AR ol ot FEAMS 38R ke nz FA 7t
7ol AR A siA] exskeh. 223 10 o] 3e] 578 HA getty B 283 BRE A A FolA
AEo] Y& AolHEA D=, HAE A FAH  Bae(Oll)E FE27]0] Y1zkaA) 95 CRIZE AR A
TANFES] B9, 3000 MG Dol BE 4 S Bol ol gL HUOBR, CFIVF 92602 Ve

A7} e 2 9A 1R B g3 o)

W Aol BAI7E stk £ e Bas v

Table 7. Fit statistics for measures

Measures Xz dar P RMR GFI AGFI TLI CFI
Affective Brand Experience 0 .000 1.000 1.000
Self-Expressive Brand 186.220 18 .000 .067 .866 733 .885 926
Hedonic Brand Attitude 4.702 12 .022 .013 979 979 990 .995
Brand Love 161.592 3 .000 .040 .891 819 908 932
Brand Loyalty 0 .000 1.000 1.000
Positive Word of Mouth .885 1 347 .004 .998 .985 1.001 1.000
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wo} BalE Al 7k 05 o)5tR BAH O f9 S 38tk HE A BN frolaiA ke A
sl Hebte L} RMRE 05 o3t Ueheieh Egh vh 28 AAE T2 $48 o Aol ks
£ A3 A421 GFl, AGFL, TLI, CFI7F &5 90 7} = A3 A 4= <Table 83 72t} HE 54" 1y
A 22 o), o= 10l 7HRA] VFERA H# o] 49t oA 9] ol E3} A 2ASE <Fig, 2>9} 7t}
TS BAT B BHE AN AGFIY] S k2 A% 23 APA 43S B, ko] folshl U
(819y& B3Ot 10 o] /dell A 30 Aol €] =2 784 EFtom, RMRE .05 ©1%, GFISH AGFI7F .90 o] 3F&
T2 QI3 ZEAS 851K %1 AT E A= 7@@ el ey g2 A4 21422 TLISF CFI7F .90
Folmw 5A7} S efErha Bok 9 A o] 40 2 UERT) Bae(2011)= E29] 27]7} 2500]

e 05 0|3tz BAA R folaA] 9l UeRtom,
RMRE .05 ¢o]3l2 vebgt), B8t of2 A4 =42
GFI, AGFL, TLL, CFI7} A2 25 19 7HA YehtA
HA o] AgrES vt TLIZ) 15T 25 IA UrE}-
WET], Bae(2011)= TLIZE] LR O 2 0~1 Alo]ol] 9l

SO 2 HEE Yol Ut el e =2 FA7F §l
tha 2ok ool kg Aol olal & A A}

Yo, ASHF7E 3070 )31 739, TLISE CFIZL .90
ool Ao R ol ST £ Ay
FEEA7)7} 286 0] FZHSFE 317R0| 22 90 ©]

>,

Yo = Uebd TLISH CFIZ 28] 2do] A galtty

& 3Tk 53] 2EA7]00 rﬂﬂo}x] kol A3A %
42 o) 0] 43l CFI R4t 948 74 =4 U

ez Aol 4171 §l E}z B} A E 2

L3 HFERE RYS ASsted EAV gtk 2 A AF el 7 AFA T Qe FUHLE A
e w19 AR S Bt Zdl B, £8E T Z¥ sk Qb 1.937
A 3 o]et= UFERLEA A 1% B2y AR =2 X#

.98 &M T2 BoFTh T3 HF 2F 9] gkl A=
20} 7F @A) @A o=, Bae(2011)~ xRk A=
B ARG fogt AHpel AAHE5E Be o] 2 & dA] oW pito] ol As RYES 2

7] 918t AF+RE A H7HE 18 A A2 =R Se =
A2 A AAE . B AT B0 AYHSE HETEFANA et o142 HE2E AT EH o
Z4e] AFAAE Wsl= Ao] oA RE LA 7 =3 2ok A HAle HE 3 Aolgd A Halle=
AA Bl Ay, Aolid A BHls, FgA Bds Bae S 344 ) AHAQ] g2 A
= Zholl vRIAR] AATAIE A st B4 3 HAl = AR F3l AR 9ES 73 ol
B /\}%@4 23 H4E-2 83l Carroll and Ahuvia St Axb= 2444 Bll= P Rolrdd BdHrt
(2006), Sarkar et al.(2012)¢} |AE i B = Al Bae ST 344 2 93 T oA
o] My fﬂ Kim et al.(2014)2] oA A Bl = Algo] v/ ¥4 (mediating variable)ZA4 &2
—’F‘é *P&&H]E AR ko), dukyo= g WS veRITh W, gk Bl gles B
APHFE Zhol| FAAAE Hol B2 HIFA 4 N FAE9) T4 T AFAA T F= A
Tﬂr?ﬂr%ﬂ% A8 Blo] $ohal £t 3 A E © 2 YelTE Bl E Ao fo)g AapHgrE Bl
gl o 24 7} S-S AA tig Zdo] = olFE A = 3z 344 o g yehd Aol Aotnd
Al 4= 7] witel A E3AIE A ST 10 o 2 HAl=rt Hal e Alg-S B3l Hals X9 54
o] FARAF FlA 71 F kel tiste] T4 8 A e Y rRl= Ao Z Vet A= w714
|3lo] £4ES AAEIAT 28 A TR o A Fol il A5+ Carroll and Ahuvia(2006)] 2 =}k
o3 Al & #h o2 FHEARS 385t 418 AA 2tk 22 259 ATeA A AlFL Hals A}
sk A& wHESIA T FEARS S 88 o 22 a9l 2o fFolgh AT E e o) # AdlA Fe
W S o xPgATS &8sk, & 18719 FEA A AFol obd HAFH HAs = Hale Alge] &
Table 8. Fit Statistics for model in <Fig. 2>
v df P RMR GFI AGFI TLI CFI
N=286 788.444 407 .000 054 845 811 940 948
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Affective
Brand Experience

Self-Expressive
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Hedonic

Brand Love

Positive
Word of
Mouth

Brand Attitude

R>=72

w8k p< 001

Fig. 2. Structural parameter estimates in the hypothesized model.

o M, VERER] Sttt A 7]
A AF AT Bl s s egbe W] xfolof o3|
A dFr glow, HAE FH BAER A gste] A
AleFe 7] W&ol vehd 23 = ok 23d #
22 HalE Yoot Hal s Al fo4 d3S 54
t2 A 3= Carroll and Ahuvia(2006)7 B3 = Alefe]
HA= Fo7t ohe} obrd 1o glrke
ASH O R HAFQr=t 9
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Ae] Sarkar et al.(2012)
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th=dl 297t Aok ek $o = o] F A= Bl = 3ot 3AE e fols A eE e
= Aledel] thek gheker Ak xl3E ek itk th 28y A2 Bl gEme BN A {9
AYASFE 7he] ARIAE BF FolsA velde g MU Z YePA eiston, Bl ST T
o], Bl = Ale] A 4E B4l Carroll and Ahuvia A TR F-o5 APHFE ERTE TS A
(2006), Sarkar et al.(2012)2} T 2~E A HaAl= Alge) FE 74e] & AFAIAE B Al Ede
AP A2 W3] Kim et al. 2014y AYHFE 7ho] A At Ble A9} A ] 70% o] g9
AAAE W7 Fygon=Z 159 ArAFET O F2 AW Ee B A X RE HLE o8 A
TAH AFE AAZT wEh B Aol Aad o] Adg on|strt. Are] Aol o7 th3t 2
FE 7H] #2904 FBBAE AAsRE Aol thst 219 o] A|Agt},
7V AT & 4 Ak {ol ARl AdRAA e A8 B AR, B = Algo] B s ST} 3784
W, A Bl E A Aol sy Hal=olo] A & L A= A2 YERE 3= Carroll and
o] 6607 71 = tle oz A BalE 785} 7 Ahuvia(2006)7F FIAE Al B = Aleo] oS 7
27 HAls gleoke] A 552 Uepdt) 8o &} Z38 Zo] Y 2E A Bal= vAENAE RS
ol d A Bil=eo) dety Bl gzl a2 39 A A gt wEkA I AE d BAE wiAEE AR}
2 Ueiith g Bl 3 WpE 7k HAA 3 o] Bl = AE Eol= Blo] X ek A&l 73
ZBA ] AT HAE S Bl =9 v Y g AR 95 2A8H7] S tiHA who] ol 7Hg
S AAs =Y £ A 297t Q) EHARI WHolgte g olslista Bl Al of
A H 2] o532} (squared multiple correlation: 3 o]&| = nlE o 2 upA| e HEES 7, AsYsie
RS BH, Bals Algke 78 HAle AT E 77,5 FEE 7] go]of gt
A A 22 et wEiA BAE Al 7 X, 84 BE 7o) Alolnd A HAllERT B
A =9} Apolx Aol o3l 78%7F A AL AT W= Aol v X= G o] TA Yo ng sfiE
HZT WA Bl S} 344 42 B A BAE viFEe BAE Abeke] AaiHsel 7+
= At A ezl o8 22t 78%, 72%7F AW 2 Bl AP Eol7] 913 AgS FAlsleof gt
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<Table 8>0l|A AAE =2 Ao}l 7 ATRH Al el x o] s dzte] tis), v 2917] 5o ot
Mgt 3es] = ASS Rtk Hol of3)] FAdd W ol ul Foll = ARE Al E
= AS T TRt wspel el FgE ) ek gR
v. 242 g N SARE ] $ kg o] 2= AH|Rke] u|jALE
Ao A dAN AA anRke] A A sRAL
B= Alghd Azt Hal = o] 715 AA= 2 FE3leE s FARstooF gt} o] gl 2k
By Bd= SA=e A T 22 vpg e & sH2E i B = gk AFS 7] A okl Al
H|2} B 5-S olafalaL ol & 7FssHAl sk A= -2 v A5 BlE S5 384 TR0 R o]ojxA] s
g 7id e 2 FQ3tH(Carroll & Ahuvia, 2006). W} E g HdzoA AEHd A4S 1A & AS
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SBAM AR, FHY FHE AGstATh 2Bl A #lo], Sot= S HAgetes 71g st of ab, A
YFrt B s AlS B8l Aappo] A JF  d3eE 53 AFP AL FurARE 4F s
2 EE AR AHA 9§ = Zolgte B4R =8 AN = A wAIR7F 23 A Aot 4]
£ AR o] & AS st o wjge] 2 E AA et oA wFe FHAAZ
AT+, A BRE AFh Alofxd A BAE A FEQltel sk FUEE T8k T SAE A
7t BRE Ale] fo) st MaRlez Jelgton, Bl Bi=ok= oY A 2K e A AR 3ES FF
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