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gk o] 159 wte]l 71 2 AsAt wjals
71235} tHThe Wall Street Journal, Jan. 5,
2016), “Lefut ol2fgt AsollAl, vl= f EAA
Hhzle] = S| H Ao E(Diesel Gate)
2 <8 T} sielse, S, 20154
1290 ool A 4] 671Ate] oot
o 1% 53904, E23 24804 9.1% JJ'UH
7F sheket Ao R YepEth ol2et 9= 2009
| Egeke] i 2lE AFE SeliA= dA 4
712 4= k. flof 22 Ado] 'Rt v ol
A HAA= QIRE 7199 717t s
B gl Al tigt e, 7] B
o B 5] aHR] s A HSHA]
A7) W&otk Patterson, 1993; Dawar &
Pillutla, 2000). 7121 2470l Fr7} 4=2s}
+ Xkl wto g Qlsf AH|AFY] Hie ¥
sk 7PsAdo] rhar & 4= QItk(Fiske, 1980).
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o SasiA|aL Qlek, Hiie ARy
7|& A} ol 7}
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= 459} Bl 2}
S U]x|&=(Aaker, 1991;
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2Rl Helie ARUEs 7€ 54 1459 o4
I} gjeof thgt AR A1 &l(Kozinets, 2002)
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| shb7] 2ALA 71E EFHRRE ARRE
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(Edmunds. com, Oct. 11, 2015).
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ot ato|dls gt A, 2HIAPE 2= 7)Y
oAl 7|%doll thel axn|Afe] EiE= Holst
QltiPenz & Stottinger, 2008). 7|14l i
o T OAQl Biet= i 71 AlEgell tiet 2
AL o A AdAE 4 e (Martineau,
1958), oI5 &3l alid 719elAl A== A%
of thgt 5784 Bieet 3 O eE e
Y 4= QItHBrown & Dacin, 1997). 4B|A= 7]
dollA Aitsl= Als 7kt Eet Al 7F
Zdey avEo] Sl St HAAS v R
S 7149 ohE AlE s Heieof oigt i
S 51 Eth(Keller & Aaker, 1992). o]#3t
5734 oluA| 9] Ho| S Folf AR B
o et B s JASHA "ok B4, MRk
71gell gtk Bt BHEo] tigt Bi=E A
Sk IgollAl A4 H=of wdste] thE o
de 3T 4 Sk 7199 1R QI B A
HeE oA B B9, a8lAks L 9719 A
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o ez el ATE Akt
B o HRlse e R0l M
o] dmlo] Ble]] ofufgt kS
SiA etotiar, ofefat A Zher] 54 Hals
2 Ak 2ne] 2okl HE ARUEY
7Rleiii7t BAkEe] $AA A Aot ) g
0] PrellA] ofmigh 24 ofgle AFgaher] o
opi 31} w £5] & 7 7)9de) Fpow
£ S ARE ofd AT 55
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kil : 2 wA|zo]| gt
AFEsAL B e} A} EH‘:Oﬂ tgt 282} =
oA atel ARUE 7IQ)eiRst 2Hee &

2, O|2X HiZ gl MM MY
1) BHH HIAIX]

FAA w ARl Rk 710 A= Al Al
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AR AT 4 gl 71da Balse]
R AR QIFE 2R ] B A,

S AR Zeoly A o, Iew i
A oA Qg BEs) 7)gle) 9l7]eh

A, ]Oﬁ]r HSof et A HAIX]=
A8[R}F o] F F3RE 7|A|A| "}, A=
FAH HAAE 8 A= 1 2 o, 783
AE 2] EAJo] ATt (diagnosticity)ol 2Jgt
3RS W7 =ttt Maheswarandt Meyers—Levy
(1990)= -‘?Jéx—q' HHE O] EAo) tigfjA], An|A}
oA SA% AE| s ko] AJu A

2l
W8-S Z-=qlokar Q14shA whEckar st

O 93] AH|AEL 1 ARE H|
% °‘7ﬂ “J%E“ 715 FoliA HckHerr,
Kardes & Kim, 1991). 424 AH oA @z
= NS vtz stojg s g4 HA]
Alof| thgh 4B|Rke] TS Bl £A] A 2]
Al = e, olF S8l &RAF B o &
A3ke u|A A Fch(Ahluwalia, Burnkrant &
Unnava, 2000). E3F Walker®} Baline(1991)
& FA HAIA7F 5784 HAR]of| Bl AdTh
Aoz v FY5 B4 Hrjal H3doh

A, FRA vA|A]9] o]y aute] et
A== AHE 4 Qv Zaol Aol v
5}o], Kahnemany} Tversky(1979)= Zo]&
(prospect theory)2 E|Z Fa1o] HAZ A
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50 409 & ol A
wlAAIe] B} TS okt
_911] Meyeromtz% Chaiken(1987)&
2 AR 7} 5784 HA A Eet Fal Ao
A5 A7t o sl sk
A vl Aol e} Petstel, &
A #4134 B At 29
EhEARE, B2, 2001; Quallas & Puto,
1989). ol=igt Ate] AWEE Zelold anprt
AP A AT o] Zlom(RARE, HhEY,
2001), Zg=&oll et B3 2] Aol7k A=A Q1w
A7) Eh e 4 qlrks A€ Shlsknt
(Quallas & Puto, 1989), I&E2 AH|RQ] A}
A A4 B o Al e B0 gt
542 Heo] S 4—'21'"]:'13] Aokl
S QU AR SAERI s AlF] 7
éﬂ | dizolt}, 8=
2 A7 xv—m ﬂ@g 7% T4ee] 2R o
£ e olaie 344
EHE«] @Ehi/\ﬂ ofm| 7k i,
3lH, Ahluwalia, Burnkrant®} Unnava
(2000)= =YL= Folo] wE FAA AR
majolye] Euh eIk AS BRI,
o] ko] w=H, SUET} S AHAES F
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& 2BRP7L AlES AEshs w1t oA
tiakell gt AEo|w(Bettman &
Park, 1980), AF&Zo] it BE 5ol wehA
ZFolA= HAxe] FIF ThErHQualls &
Puto, 1989). $rollA Ami zejo|y anel %
glslo] An|Ake] AR XA Afol= HAJA
HAIA] Z-2 o] Tt Aolgh FFe = et
"}74] o, AP R4l AR X419 = 7HA]
Q42 JLHSE 5= 9t (Punj & Staelin 1983).
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< APt ARLE FRleke A 4o
& = QIth(Brucks, 1985), 4H|A}F AR
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& SR 2RSSR R AHEE o W
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ASmRE 247 olu|AE FAaiA En, of
2 5o 244 Bae ol o) 0w} g
HEIE sl(A2, 2015), 719e] g wi
AFE}E AQlol) mE elow FEsle] AulKjo]
A el =7t e Yehb)E shalek(d
B8, FHe, Uﬁ:rz, H[Ea, 2011), ol2fat 9]
7he APl bEe) Algle] sjeke 7o
e ol e bl 2 g Aol
wet 1 sjeto] Zof Hol7} A S ez
420, RIS, 2011), 2, 0|y HA=O| ot
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St 91710] et auA5e] 71E Bt of
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ojulz|9] & £ 7|y} Halmah= 24t
A $1719] mefel= iAo A 2

S 93 = Q7] wiZoltZajone, 1980).

(1) OB
7190l aHRlet JE5T ¢ Sl TR AF
Al o] 2joll = thakRt Who] &Rt
oAl Aol WAIY] H=E YAk e A
FA 714 9159] ABefACA axB|Rpet ek
TFAE He HaE ARE forlal Qi 1
HollA 221l He ARUE s v 52
TEE -GS Ho, olHet Heft Bee
7140] APl ARAE Ve s she BARH
B9 shup=A vl Faste, P A 7]
#9| uATATE(CRM)Q] dghog FA4=of
A Lekglo g SojE e~CRMO] tig A47F
TR, 1P)aL g EofollA] Wol 2=
o TAwuA Y (Relationship Marketing)2]
ShURA 7L E o] Z85 Bt At G
W3l o]FoiFict
7192 A ggt
Z40] ghil
1 olE I3t A +HS $I8l e-CRM
L, o]F Fof AR Ei=ot A
=S A 4= QJtHPan & Lee, 2003). 9|
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2 ATE 1 {FAE sl v 585k
t}al @ 4= gItk(Holland & Baker, 2001), Tk
o BANAR S A2E Sl Lol A HA
of| A Blofuk K X|&2Q1 A=l IAE A5t
= E7F SHiEAL Qlo), BARAIEE 4
Ae] wA EU A=l #e-EriMogan &
Hunt, 1994). Z2j8= AH2R) 4| &9
AEAE 4 3= ARyEF 22 3] F4
I A= WATAR Y A2E =0kt v
83 Y= A4S 4 Utk

ol3t A ulAEL Harley Davisonﬁi H}-
o] AGAES] el HOGE &3l 1981
diE mid Ea28 52 Ao HE
B4l (Worthersee)oll A AFsh HRHE=0] 417} Gl
59 342 NskaL Akt Hele AlEe) 4
TS SR BARE TlEshe 59 S &
aff thtsiA o] FoiR|aL it

BHHE AFUE= BHEE vj7i= sto] 14
H o s & 4 ol AR Aok Hold
o] 359 HAllEE AEsh= AlEe WA= 4
oJ3t 4= Qi Muniz & O'Guinn, 2001), &2
Hli=of et °H§57} U= ARARES] A4
ANE AFYE= 2H R}
of Heht 7k MR 71| B YIEQIAE ¥
A Htk(Devasagayam & Buff, 2008), &
g BEU Al ARSHAY Wie 2 A
AFZ2 o] Fo|Zl F{ oA AHA = A H wgho]

5 o= &ofl i B=u AlEel tiet 5

Q1 =5 2| Eiok, Tejue HRls Hel
E A7HEE B8lM w2 WS SAEE 5
12 = A =5 (McAlexander, Schouten &
Koening, 2002), HeiE ARFUE <toflA 3]

_;
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>~

skt glo] whe- Fasichal & 4= lrkBagozzi
& Dholakia, 20086).
gHH, Ahuja®t Medury(2010)= HAWHAR
o] AT A ] ZE o] thiiA] AEY &5
o]7], ER1 & g thFet BlE AR

ol Moleti mgkeh, F2e] Qe o)A of
o3t 29 B PR glor], SNSet 2
° Cpt ARE B3 ARUACIM R
share 3 giet,

(2) gafol HAHE HBLIE|

£ 23elalg ol83 B A 7
99| chofat upAY @ 4 A2 TS 3 9l

on E3| 28kl B

zo] olgyl A} ?517]-]] 2HlY Aol &

3] T8 e ek, Lokl BAE AR

UEE o2 ojg] 717 Zol4 - A1E13 ARUE

9}1:1]—7\}7]—7\]& H]Iﬂ_ AR T it 2
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o}, SR BE AFYES] A 7IHoly B
k= & 7R o=e] 2P Rrojzkz
ko] A PAJE o] FaL AEHQ] JAE o|F
7} ettt oAl dut ARYES}F T
S Bijkdo] okl & 4= Qi

ahbx oz 2ako] Bt AFYE= ot
e EAS 7k ok A A 95 AR

Y(Kozinets, 2002), FJEES] AL -7
(Bagozzi & Dholakia, 2002), EeiE 24 =9
S U IR HY A
(Armstrong & Hagel, 1996)2 7|tigk 4= qic},
AP ZAA| AF47) 20099 HESE Lafel Hel
AU E ol et Hixofx 7IHE Atelof|A] A}
A BREE A= 220l ARYEE 7hAd4

Aulgo 17 FHES Folel SAdlo] &

i

A AFUEE S 1A B 159 T8
4 ZH(Armstrong & Hagel, 1996) 1811 o]
2 5o /sl 3919 THe) R0l &
H(Bayus, 1985) & & A& 4= ok ARY
BE 3 nae) T35 W T30l Aol
EH Tof wE Hrp 25201 vHAR ol 7R
SR AL olof] wE Aeete] WAE 5T 4= A
o}, B tigh S99 SHoA 22l
HAE AR e FRsi, ol Hals
AR HAE S0 G 10|
B, S, 2%, ohE, 2006), AaEe)

a
HlAE vhekos e ARUECA s B
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249, 2012). 22}
2R sl Hi=of| gt w2 SAEE Al

(7)Y, S48, 2011), o= FHA

Do o

Y 4 glrhe How A8sp) Het
S 2wizje] ekl BAHE AR e 3
o e BY ZE A 5 gl o) 3t
L Aol 2ol AR &

shEel g0 B 4 glom i A
al

tsate]ar ok, 2zl o Qlsto] Alsge] xpdst
£ FHsl] A= AelA, 2R AlEe 7
4 SA3 T Hok AR 7ol ==

231 It} Bl 7| Z(Brand Keys)7} &%
S AN B AL T HelEo
2] 7} (emotional values)?] Q14]o] =

ERAAL QepaL AfiehH, AR oA 712
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28 B OAX7F AH[XF ERE0] DXl Sl 2o
71A] olelof| 7H3A 712 el 7= XIeggkct LAt APARARE AAJSIGITE WA, A it B
I BrEleh o]t of7d LoflA ABjREoA K Heol Hsto], 3199 S o2 Aks
o} 735k QU= Alola7] flsiAle 714 41, 2t Hele Foflx] BAA 7| E |A J4T 4= A
7153 ot A A iES Al 4 UH Heeol Mz} Halle Fojlx B4 7|A =
U= TRSRE =glo] Fash olagh HoflA 22t HA A BHES ARSI, 1 A, Ak
ol HiE AFUE= ookt G52 AT 4 A BHE= E3 A48, A3 BREE AYRE
U= ARl FRtoletar & 4= it SRIE| I}, Ea 8Pl 2|2 ml=gol| A B4
2 Ao Tl 22kl Hele ARy 2 oA AelER Qg A wAAZ} Il
ElollA 372 4= Al ol HRl=e} AlEo] dhigt 7] flzoln, &4 Hioles AHHER PC
EE A= of), Al HEEe] AL QL AFAET} A= AA s} Fofl Ak R4
= Ao R B2 AR A SOl gt F= HAJZ 7} BAE w7 wizo = ek
o] A:H|R}S] Zet Hjteol| Pk wE o= Kl B3, EAAHP Aol tfeh 22l Hal
AL gy, AB|Rbe] FAA FHe o =2 7S E AFUEA A=2491 s S H(dFYell 5
A& 4= = SAEE 24 =9 (Fournier 3] ol WHE IS tPHEZ AN 297, &
1999), 2BAk= AHS B9 vHEAS] HES B Y Hio]e 327) o0& HE AFre} Py
3 sl B digh 37k =Y 4= kol B ZARIIEE 71 A=kl Hlgh A A o=
UrHOIZE, 2003). EFAHAC] viE7FA = £ sk HAlE AREE S45%0
ZlukE o]% 20154 109 s W7 o] (Nikkei) v AFEls ‘BHCE SR gert-H
BIAOA 1537 QB W 5AER 1912 3 =S A=jdicke] o) 7 HEg 58] 245}
A EAsoRG BAR TS HAE B4 AT, HAE PYRe HET) PYTE 2
S Zjol} vjujgiom, Aol PRASA 0 QR=rt-BAST} PHIRE kol sl 7 A
3 BB o ylA oz ukEAHT) o)xE FAHZ A = B3 2459 Morgan & Hunt, 1994;
A= 2L Sl AHR = 7o Heleo] ohigh Doney & Cannon, 1997), A} 2 = &2
A wAR|e] A5 ZFeHA ARele =2 2 ol 7% g HlE 53] g 7k, ¢l
AES 250 okl & 4= Qloh 7] AX=l teliA sl = AR 2 g HE
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2.16 vs. MEA = 4.13; ¢ (31) = —9.933, p {
.001), ol& &3l A3 AXES] wAIX7} A
2] ot 2R QLSS SISk AE Al
< Zlegsirt,

A, A2 BRHEE tido s AR AF
7H A5l 94, o] Atolla] ARSE Z]ARe] ||
ANR7E A2} Q=g thz 22bE Q=)o of

3 22 A7e AERdtt 22 Ao tist &

L

Lo

HIAA] 2] 7W°ﬂ
E2E S o, AAHRES TIAL Hgo] F
Aol o] gto] o WM = 2.38 vs,
MEA = 4.14; t(28) = —8,956, p {.001), ©]
A7} OWXM QE

(3) 22 Y ol
7Hd 13t BRistel, AR Bl Bt o
T A ABAHEE A 1A =
29 1) v 2940l 719 STt etk
A =419 vs, MFA = 3.69; ¢ (55) = 2,02,

28 452017 58 31) 17



p €.05). EZE, FAA wA Ao leZE] S
MOJ;<L7].;<}_O 1:1 g_,];ﬂo uaﬁt EH = Ei‘l
CHMEH = 4.44 vs, M5EH = 3.83: ¢ (55) =
2.35, p { .05). Az} HASE girfoz A5
AR A, ARES 344wl =
SHUS O o 39%2l 714 eiwr} verdth
(M7 = 4.54 vs, M = 3.99; ¢ (50) =
2.24, p €.05), o]t vRZIA| & ZAH HAIA]
of E2ES W ARWHES o 93
B e es Yo MG = 4.61 vs, M
A = 4.01; ¢ (50) = 2.47, p { .05).

A3tg AR, HAA] f8 3EHoR
AFgAt BEel Hap BEo] AH|A} Eiko
FEFS vz Ao R Yepgon, B wA|
A7} 372 wxA] o] vlsf AL A} e
Tofl QS AL Q= A oR ERIEYL 1
HEZ M 1-13F 1-2+= Z]A= Y,

-

2) Al 2 (REsAt HEHE CHAN

(1) ALER| 9 AS ™X}
2eel ARUEI] Z1glofo] uje 425
o M=tk WA ] =EES w1 A
£ 7195 HaAso ojs) o9 W8I ol
3k 7S AZsl] 9l Al 22 st

BA A7) de]Rpe] eime] aEE: mlX|

oA 2Rl BHE ARUE e 7tgofie=
HzLe] glmo] 24 98 7 @ Zlow &

£
% oqlom, thae] ZHEe AT 4 ik

7bd 211 2212l BEHE AARLE| 074K vs, 714K = 2

T oKl ve. SEH oMKl =2 E<0l

18 Z3lei7 The Korean Journal of Advertising

o SR 7Y Bi=S LER Ziolct
7Hd 2-2: 2efel B FRLE| 0P[KHvs, 71K)= 2
A oKl ve. SEH oMKl =22 Z<0l

O 2=R| 5ee =S LIEFE 0T

& 2= 21 ARYE 7Hd Rt wiAA|
|k BRi=o] digh &njz) B
7t %*E}XJE}—E— Zd% %3}71 I3l AA= A,
= =L tde= st 2(v]
AR 73 ﬂjfs‘@ vs, 247) x 2(gkel Bl
= AR 74 vs, vl71RDe] S 2k 4
(between—subjects design)& °©|-&sI3t}.
AR} BASE o ANT A 9]
3, AL EZg el AR dishe] dishiy 259
o] :¢jo] MU H4E BABE W F7}
SR 187, 2okl AR A
13773, Bt 25.2H). ABR S 7P WA
okl ARLE 25l it /1) olol 1
“‘ﬂoﬂ o HORAT. T1E|alLA, 27H~l a‘%.*
A Z shte] 71AF 7ol ks =3l
7R 2 71AF el HiRk 3709 ZIAE ¢
ok o, wAIR] 22 A, 71 HiE,
B o] et A w3l =
FHoR nE Ay

-y
T
N

l‘N

>

M 4o b
M 32 o

s

['U>'
Qo
(2

91{_4‘

N
N
XN

uglo] Erb,
Bl A1) AT 74} o]

€ #i 714o2 B

>
O m px be

>~
Ql
i)
%
s
)
ok
i)
rlr
n)
©
o O
w
jgn%
>~O
e
s &
EHJ

LU
o

A

(2) =2 ¥
A2} HASE tharo g A Ado)A 7}
A Tl 9HA, o AtollA] ARG ZIAe] A



A7t AR olwgtt R 22 ] Y=o gt
< MBIt 22 el gk gt
2 A% 13} FUeh Walo g ZsE gt
3% Az, 3784 wAA] 9 7W°ﬂ =adbil
< o, AFIEL TIAL 8ol FAHoty
2h= S0l o BATHEA = 3.96 vs, M‘%X*
=21 t(lOl) = 16,835, p {.001), o]} Hith

2, BAA vxR] 9] 7)Aol 2= S o, A
A ]’X}E TIAF Ugo] g R oy ek SHo|
o WATHMEA = 2.35 vs, MFA = 3.94; ¢
(156) = —19.259, p € .001). °]& &3l, A¥
A2 F0] HAA] 7L AEARe] QR 2AbE| Q)
5 FRlekL AT Alg zlgsklct

Nv

(3) 2 g =2

7V 29] H5S el HIAA A8 28]
AFUE(AFsAF B i) 71 o5 Ui}
719 =S} HE Bieof ot AR S
Alstsiet, A4 A, 719 ezl thet 74%‘/]‘?
7k o et wIAA] 75 7] foju]t e
20 (interaction effect)”7} LERFTHA ( ,
255) = 6.812, p < .05). AZtizEA4 (planned
contrast analysis)& AAJgE 23}, 2280l A&
Y| 7FRE] A9, A HAIX|oF A o
AR ZES) foJu)gt Aol 7k LrELbA] Qigkeh(s
S = 3.89 vs, M = 3.78; ¢ (135) = .726;
p=.469). Lejut 2211 AFUE v)7kIAke]
785, 22kl AU E ZHIA] Blsl W= 71
Be=s Helom, FAA wAA =S
o o BEAZRO] 7| HeE 593\1;]_(][4:!-;(4 =
2.84 vs, M5A = 2.10; ¢ (120) = 3.941; p <
.001), aER 7hd 2-12 AA| =i,

e

|

¢

i

£E 2= oAXIZE AHA} B0l OjX = FEol &te

9

ot

ERE, BiiE Bjeof tigh ARUE 7] ol
oF wAIA] 78 ] Fejuidt AdeAganrt
UERSTHE (2, 255) = 5.365, p € .05). Algd)
%} = AAIRE Ay}, 2219l AwyE 7RIk

A HAIR 2 B A HAIA] 2R
SJulet zpo)7h A Rkt MGE7d = 4.13
vs, M5 = 3.85; ¢ (135) = 1.861: p = .065).
2 221 ARYE vzkdAke) e, 22
A AUE 7Rkl wlsl S B Ei=T}
UeRgton, 742 wiAAel =EEde u o
FAZR HHE Heg I =
3.26 vs. M5 = 2.36; ¢ (120) = 3.947: p
C.00D), a¥ER /M 2-2% XA HL)

AFEA BRHES tifem AAE A Sl
HAA] fg it 22kl ZwyE 7} o7} 4

HIAR Bieol| e wIRIAL lee BRIk
=, 221 ARYE 7R Ulﬂ%l A
2 HAAY 5o A AR eEE
7 B ZYARI At H=E Ak
O 2 YER HA[R|of &J3t Zpo|7}F F4] ¢
o2 yepdth, 22k ARUE 7R
2 wA R eE FAA HAIA] g upE 4
B =of| -F-ofm|gt 2ol 7} LrEkiA] OWXF'
2Rl AU E v7dARs A AR
Hs o o FEAQ 2Rt s B4
Aoz yeiytt), olF et Ak
I}

L

-lO_yL

on,
NN ST

’

o

=2 l’lr &f %
°OT, = flo
o o
fr m{)l rlo _.>i o2

PN
[N
o
=

3) HY 3 (Xt HIHE CHY)

(1) SREA Y A U}
o AERS o R $UT Fipt w5

287 432017 524 312) 19



a2 1) 71 Ei=et BHE Bz Chet 2AEM Zut (RISAH EHS)

=25 Folsly] ¢Ja A 3 AAEHLE Al
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Th purpose of this study is examining the influence of negative postured press
e messages toward attitude of consumers. In addition, this study also insights
the moderating effect of joining online based brand community in the relationship
between negative postured press messages and attitude of consumers.

This study selected brands of automobile and electronics for performing experiment of
between subject designs to responders. First, Participants formed a more favorable
consumer attitudes after exposure to positive messages than negative messages. Second,
Intended for car brands, this study investigates relationship between The type of message
and Depending on whether they join the online based brand community of the
automobile brand. This experiment is consisted in 2(messages: negative vs positive) x
2(online brand community: joined vs not joined). Third, An experiment was repeated to
provide a conceptual replication, so it was conducted by a electronics brand.

As a result of this study, When exposed to negative messages than positive message,
Consumers have formed a negative attitude toward the brand and the company.
However, it has been found that not only the positive message but also the negative
message have a greater effect than the case of joining the online brand community. In
other words, it was found that the difference according to whether or not the online
brand community joins more than the difference according to the negative or positive
contents of the message. Therefore, it is shown that the participation of online brand
community plays a moderating role in consumers' attitude toward negative and positive
messages. In addition, it would be adapted in operational level for in actual use.

Keywords: Negative Message, Online Brand Community, Corporate Attitude, Brand Attitude
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