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ste 1 stA Y Aron 2005), 4 HaA=9k
94¢ 59 te ARETd due 59
hoh(Miller 1998). 18 BE ABAtE F

of olal QAE AkEA Apoto]n]| g} A2|5}
TS el A el At e

el AA A zJolAxA . o)A Aol
AL A ol (A& BalTAlgto odgke n|z A
oty zB|A7t B4 HA=AYT AAA Aol
Aol & AR A4edE O Hillcd o
ol aHAzh 2l A AEe S7HE Aol
aela 2HAE 54 BAlE R o] A Atote]
AK o] e Aor AAegFE 7 Hllsd o
& AHA) wE AN FEe F7he Aol
wg ZuAL EF AT AEE ol
UXYgo] & Aoz 7442}#%, a1 Halcd o
| anaph 2 Al JEE 74 Aol
olgld =& A9 7tele] B AT thed
7o 718 A orait)

4

¢

© 1o o _I}~)'

{0
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].

0
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e
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o Rl oxLope N4

r
(

o

o

rua paURY
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A,

1

ol

M1 AAE AcldARe] B Aow A7
255, HA=e] 0 2R Age %
7 elet.

M 2 o148 AoldAHe] B Aow A%
$4%, BAsd] g 2R AL 5
7 Aelet,

M 3 AA AeldAe] B Ao A7
945, DAse] Ud 2R Age %
7V Aelth
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brand integratlon), a4 11%“3. EB (passmnf

driven behavior), g4 A4 (positive

emotional connection), 71291 #AEA (long-
term relationship), @829 Z4kA EHE ositive
overall attitude valence), ¥2 H&= #47

A7 (attitude certainty and confldence o]
Heol n&Ed that oA (anticipated separation
distress) 5°] BHEALge] FoEAAZ do|H

A, Z49] g DS (quality beliefs) S HallzA

F3 vae F4Ee Agzdor AN A
Fudd te 384 AdE anjzke] BallEd o
2t HEEe FUANE

%01 i, A71A< %74]5“3
&

NI weld A we B ATE et 2
& M Ak

7Hd 4 A AFFA0l weFs, Hisd
P %

ks

W 232 ALe HYATE vgos
e, £ da7e] FaPddel U gelt ohe
2 124 (actual self-congruence)

AA A Atofet B =

§3)
m
Kv)
112
Y
Y
N
_g
2
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z
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g e AABPERE oo, AAA Apotet UA|
3t BHAsE Av)z A2l AA 245E dhldt
t}. o]’34 zold 24 (ideal self-congruence) %
T 2HAE FFete o)A Aolet HAlEA
2t AHER G ojun, o] FA ztote} YA st
Bales AAlo] Ha Ao ke vl BEs
vkttt AAA zpotd 24 3 o] A ApopUd A4
of & A Sirgy 5(1997)9) AN e
SAYES B AT A F33 Aor A7 47
gor FET. ASA Aot A4 (social self-

SR A e A1 A

(2006)e] A7oA Mt SHFES & A7l
S R Ao 47ger FdE, 9 A7
H 4 (perceived quality) Z3EE AUz vl-g
Sl F9% AFe] AvkAQl 47 (superiority)
E= 94 (excellence) &2 HoHH, A|Z44€ &
de] A== Agarwal and Teas(2002)9] Al
AN SRS & ATl BA £ A=
4702 FET. nAe g Bl EA (brand
love)9] %% Carroll and Ahuvia(2006)<]

ol e %@%Eé el g T@?S“ ©
fr}. 2 el o

E=2 T4 SPE HES A}%“EH x*o% a
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ors - ofRHEH
g g Jle dIES BEeR A3 W)E dusE A Ren, 18-2047F 24.6%(58
oh 20129 11958 oF UHE 792 A48 1), 267294171 5.5%(13%) &2 eyttt A4
% 3007 elAl AL Wi EE S on, 25157} 3 < FA7F 1089 (45.8%), AA7E 1284 (54.2%)
FHAG & AES AAEd Al 5082 i 22 A
o2 AEA 3 Pretestd AAFoH, o1& & AFEA AHE ST ES] HANE S A4
af 2t FNde] de SFIEES FH/EEY 9 st eAE EAE] Aa Hustag2
o BAUE AR R BAEAS Attt A ARt S35 et 295X (factor analysis)
et ufe] AFS AFsHoH, SEAF Y & B3 WHEFSA (discriminant validity) %
2 B30l e AF FolA A ew 7PF Fob HE A (convergent validity) = SEIAT. 1]
e HAlo s AAsle] AEA ] Add ZAstn 3 A4 B (reliability test) S Bl SH IS
Ao Sol== sileh. SRAbEe] 7 Folsle 59 44 (consistency) M8 (stability) &
Bizo] AFET F#E (& DI 2 glstsith. £ AelA Ak 7S HFII
218 AMOS 18.0% PASW 18.0< 53l +244
(E 1) A7 HSEZ A nglo] AT A2A4S 2R3}
Al SHA
ol 7 93 6.1 L0IEA
szt 40
A7) 86 B A7E d7rRde A4L B 4 &
HEF 17 Aol AAHYLh 14 BAFEE FYREAY
(principle component analysis)@} Varimax3)
e SHAR 251‘:' 201] Aol glvka & A o) o] FolHrh. FHAEEA A 2219
dEAY AR gol T Au(15F) e &4l F5 /MR AHeta Varimaxd| AW AHE-E)
el A A7) 3L, 5“*401 7bFsek 23679 st QRIEAE AN A, AAH AotdAA, o4
o] AFEAM AHEEATH AFEAS AT FAA A AotdAA, ALSA AoldAA, A4 F4, B
2] PASW 18.0%F AMOS 18.0 Z2a#& A}4 A Al T 2 Ao A FANEE] F
& o] Folxlth e ARG e 5%AA  EFHUT AWE F A 73.9%E Ykt 1
ASHAU Ay BalEAES S48k 107 35 & 2119 4
AA7F0.6016k2 Yehd 171 =2 A 9lstsitt.
12 eAE8AARS AR A0 S8l A
VI, AZEN 2} B e 23Y= VNS ALstn, AMOS 18.0
= o] &dl gl QEME AAT &4 2
AEME AN Avhe (F 29 zed|, xYdf=
2 AFolA AHEE AR 23679 Q1S 1.724(3, GFI=.872¢.9, NF1=.909) .9, RFI
At 54 AHEH, 21-2547F 69.9% (165  =.894(.9, IF1=.960) .9, CFI=.956) .9, RMSEA
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28[X} Kjop-E2

A
M

Atghol| ojAl= ol T

el

rot
M

=056 (082 Uheht A%gke] o
A2 gl fol3 Az e

o2 JeERHC.R.>£1.96) RAFEFEAo] YSHAH.
Tl tig g FA (representa- tiveness) <

(G 3)2 NS AFESdS A5 2ol Bk el 470 212 =(construct reliability)
o} 24z AN ek Qo1 alake] frojek A o} BAZZk(variance extracted)S A4V A3}
(E 2) AFZEo| Metz
R =
X ar x2/df p GFI NFI RFI IFI CFI | RMSEA
446.552 259 1.724 .000 872 1909 894 1960 .956 .047
(F 3) TAKHO| CHEt BtoIX QolEA Az ol BAXREX|4HE
T470d =35 Estimate C.R. xE3AS A= EarEEA 4
1 1.000 894
2 1.082 15.563 845
A7 A 2ol 2 A : : . _
A Fotd 24 3 805 12,172 703 900 667
4 1.044 11.306 667
1 1.000 1909
2 .864 17.737 .830
o /\]—Zjl zlolel %] Al . .
13 Fotd 214 3 873 16.495 801 884 656
4 1.011 22.500 931
1 1.000 834
2 1942 14.776 .808
A3l A CIBAPS
3] 4 Z]'O]'Ex] o] 3 979 17692 907 854 595
4 1991 17.580 1903
1 1.000 .894
2 1.082 15.563 845
Azke 4 : : : . .
12 & 3 805 12.173 703 861 610
4 1.044 11.306 667
2 1.000 756
3 1.062 13.932 742
4 .888 9.449 615
5 1.240 13.688 855
=R VNS 6 1.363 13.741 857 907 521
7 1.266 11.169 715
8 1.072 11.927 758
9 1.180 11.779 J751
10 1.324 11.944 760
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AAA 2ot 2743 (.900/.667),

(.884/.656), Ar&A Z}O]-‘”x]/\
Z+d £4(.861/.610),
o7 7 :[7-/‘47“121—‘—:‘:_70
N = 0.791%, &
A Uesth weba 2 ATl *}%%
E2 a9 ANE die] EgS 2
4= JoH(Hair et al. 1995).

>,

Vg Aol A1
(.854/.595),
=907/ 5 521

l

A EAdE Cronbach’s a7} AFEE AT} Al

g b Al AP =T

(Cronbach’s a)°o] o]=

ox

Tolojol sh=Alof thell Yk 7] AR, 0.5~
0.6°]7¢olH FEstha F%4sk= Nunally(1978)
o] Atel] 2As Hrlsl7] = gt

(R 4yl A|AE vpe} Zo] B Ao x] AL

TANEES AAIF Aot A =.925, ©

B4 7

6.2 eIl Eot

B oA zk A e] o

JJr** (& 5yl A =ef giet. 2

AZ=Z2)4 () 2HA 5;933«] Tﬂ)ﬂ'

J\Z}.'Z”‘["/] Xﬂ B, "l

Nl

il FEY 1= Cronbach’s a
AAA Aot A4 4 4 0.925
o| A zjolel XA 4 4 0.933
ALg] A Aold 2144 4 4 0.920
Azvd 4 4 4 0.846
B AL 10 9 0.927
(F 5) PAVIAZIOl ARl Bi £ERIS
A A o] 44 A3
T AR | AdaAy | Aquqy | R E ) adedw
AR A Apotd 24 667
o] 4A zfotd 2|4 499 .656*
ALE] A Afotd 2|4 .307 .480 595"
A zvel #4 -.093 .286 100 .610*
Bl =ALg 519 421 433 179 521"
ToREREAS
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28[X} Kjo-EET Y Ux| Mt X|2HE

0| 2Ri= Alghol| ojx|= Yol wEt 24

il

6.3 7KAHS

6.3.1 7Y Ao g A5
2 Arngel A3ee x2/df=1.683(3, GFI=
.875¢.90, NFI=.911) .90, IF1=.962) .9, CFI
=.962) .90, RMSEA=.054( .08& Yehyt},
GFI7} 0.95 0 232 %2 AL A9sla, fjire
AFEo| BRYPAYUE 77E A7) vt 1Y
o2 B AFRYL /MASd A 2oz 3
AT FHAT= (2" 2)
oM FHAZASE &

F319 gholw 23 ¢k C.R.gkolth

=

6.3.2.1 Aot A/d 3 BAEARE F Q13 aA o
S S REbe

Aol A F32 HAMARE 2k Q1T Ao
#e MARTE FHAEZATE EURE o] FoH
o AAA Aotd Aol B AOR AATFE,
Boo gk Auzp Al F71e Aolgte 714
1& t=5.498(HAA zlo}UA]/d 9] 72 A= 418,

=" (052 FARCE fro & Ao® Yeh
1 AH At ol HAE7 JJr |2kl AAA 2t
of 7ol YAH =7 }lﬂ_ of frofmg JFS
nAtE ofnloltt, o2
A7F Bl N 52 OlEleﬂ s ApRle] A

A omm} PREE A0R AARES nas

& 7M2E t= 835(c1 44 AoldA gl A=A
067, p=.404) .05) % BAALRE F
Ao® teht 4w oled $4 A
ol

H rl

rlo

HZ7} sk o34 Apotoln] 9}1-1%1
AR =7} 2n|Ape] B =AY
‘k% nx7] Edtte A& AWW}
npR| o 2 ALS| A Ajold Aol & Aow 2
s 2l dig ) Al F74E A
olghs 7Md3& t=3.675(A18]1 4 Alold A4 <] 74
ZAF=253, p="**(.05) 2 EAHCZ {3
A0 Z et ZWEJ"*‘D} olglg ¥4 4
A7} A Zehe e
F R N E ) E%E*}% 75‘??401] =2 9=

B =

°§~ b s

[e2

=

| 4= KfOFU K| A

[ Ap3=| xporU XA

‘ X|ZtEl Z A

[y

A418(5.498)**

.253(3.675)** =2

.185(2.81

= Ab

o

X2=434.085, df=258, p=000
GFI=.875, NFI=.911, IF1=.962
CFI=.962, RMSEA=.054

(*p<.05, *p<.01, **p<.001)

(O2! 2) H7ZHo|| Cifst EAMZn}
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7] 93} Pairwise Parameter ComparisonsE 4

A&}, Pairwise Parameter Comparisons©lA

6.3.2.2 B¢ X]ﬂ% 43 2= 7H T AZA4Y C.R.#k°] +1.96E0 AW A2AF
q

01 kel Atole BAH R frofetth. AE5AT F AZASF
A7 A FFAo] i%#%, Halsd] gigk &8 9 C.R.%el 0.7032.2 Yehdth Wb C.R.3
2L AV F718 Aot 742 +=2.815(A1 2 o] +]1.96ET} ZM BEATE Aole FAHLE
H AFELY A2A5=.185 p=.005(.05)2  FYoA &< Ao AU 2 Aold
FAACR Fofdt Aoz Yeht AAHS ol 24 2 279 %élol HP = A X = Z7}of
2 AA4E F4o] HllTAlge A G n] A AHAlE BE ARAM oAl e oR
Acks A& AARY, o]yt BAAZE AuA7E dEigth a8y FHASe A70E B2 A
A Zkete HAE AlFe] F40] HAE AR fro] 8w, HAHSAR] X gkA HAAA zbo}
oGS A AT A w7l AAA S Aol Al BAgle] 7MY T8 8910
T AR A Aol ol vla] Algtd S mA ERgten, g2 AR A Afold Aol oL A7}
1 95E T Aot H F40] AR ¢ =& Ao YT}

6.3.2.3 F7FH4
AU} M= WA SUe vk ol Aol ), FE gl =)

b 7k sikle) gl 1A E ANEs)
];], /\H]]}‘/l Z]_o}_m;(]}ﬂ vl z]ﬂ-ﬂ —U-Xl _E]_%E
AR 2ol BACA g whE 2 EHE HAFet 7.1 A7EDe 29F I AXA

e, 1 Avhe (F 6)7 2.
o] nhe 7t AzAS Aold) fI4E AF

N
of

bR ATE AEg SRS 44 - 28 9

(E 6) ddol| e ==z}

3 AEAF C.R. T BAEATY C.R.

AR Aot x| A4 1 .362 2.859%* 703

— B =ARF o 453 4.873*** '
o] 47 Apold %) A w 015 110 1 039

— B =AY ol 162 1.739 ’
AL A Aol 24 w 312 2.838" 1,083

— B =AY o 197 2.316* ’

A zte EA4 1 187 1.855 977

— B =AY o 203 2.377* '

2=775.340, df=516, p=.000, GFI=.804, NFI=.853, IF1=.946, CFI=.945 RMSEA=.046
*p (.05, *p (.01, ***p(.001
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AH|X} Xjol-EHE A Ax|AMn} X2t

Zxlo| Hale Az o|xle Aol B

A

=
=

il

A8 aBA HATA | FH5ta, HAl s ¢
oM2A HAM=INA (personality)ol] gk AH]|
7] AA A Apob(actual self), ©]42 AFot(ideal

self), AHE]A AFol(social self)e] LA H=ot
AnjRe] AR AR S AAstaL, o5 Hille
ARl tiek gekE-s BAYT. 2 AT ASE

4 Ase gt 2,
AR, AR A4 A8A AHotel A Aol
s BAH0R fou)a JPe vAE

Aow et 2 54 na=d da 444 A
ARG} A3 AoldA o] £S5, HAE
ABE Z7HTE Aolt. ey HAsy Fe
oulA| 7 Aol Epeke oA Aolst U

= 7401 HAed that 2wz A ¥uE 99
o 5

X
Ol

|24 z]-o]-mx]/ﬂ 01 HEHC/\}ELoﬂ 7}%}- = oJ3rS
& Ao Yegtts Aol

2 ATl et AAA Aotd AT o] A
Aot 2/ go] B EA ] wx& Gl thg 2
e AAA Aot A3} o) FA Aopd Aol B
Aol 2ol M| ek thgt Malar 5(2011)9]
AFAIS} A Yegt. 288 sl @
(construal-level theory: Trope and Liberman
2010)< S1&atd AAZ Aot Aol o] A 2t
ofAAPEY Bl Sof 2l mAE o] ¢ At
T s skt sMFEol B8 Aok(sell) &
AR AZE tded dis) == AlelE Az
(psychological distance)ol] uwhe} 3 HajA, 97
Wb, GAMER o AlelA sl Apolrh 2Ayd
ohal F e el o oohd Ak A
glA o 7PA AE = tidel dieirs 741221
AFE8E TR s915E(low-level construal)
oA 2 S olalats vk AgA A A o)
el dallM e 394 (high-level construal)ell

Wi
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A BTh FEAoln xFHO R olggtt. whebA
SHAEE o)A Aotutt A oR o JPhE
AAA 2pote} A= HAEd tha) B} 2t
ARE AN A 3 2 bl ot gk
st A2 Ao AH S Fdslee S77) e
Al gdst s &7 vE o ARl A4
a7] wjolth, old| uwgt HATARS AE T
Slol AR ApotdR]igo] o] dA Apotdx|gel| H]
& A4 Zret dgS mAA dot

AF3 A 2}0}‘”%1*301 oA Aot Aol Hlz|
Haﬂc/\}a—oﬂ

H T
& Aotk MEAEe] S44 (focal) £ A+
2 s Adete 540l e v TEIES
T ST o WA T B Azehe &
A& 2 0T F HNEIES AT A
e olgBAE FAIshE T, FEIES A

and Miyamoto 2005).
Gl QoA = A%

rE et
il
rlo
>
)
o
>
(o]
-,
e,
N
ox
=)

o]

£, A2 F45 nasAge BAA A7
g Fdo] HASAYS] FoRI FFE A& A

OS2 Uegth & 54 BAlE AF9 F4o] &
Aog AA4LEE I Hl=d Y 2uake] AL
Zo nAE FFgo] Atk Feolth. 22y B
SARG] Ui A 2E FAe] g FAHR

ot ARJNAFE Zol| 7HF FaFeo] B ‘/}E}‘*
o} o] A¥te F4] Uidh ©&(quality beliefs)
o] HauAlRre] Hexz1dE I3 Batra &
(2012)¢] A7& SAHsh= At & 4 U}
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Q4% - o|RHE
AHAE UE HAE dFES NE AR AES BN AT BN ARG
=4 Hulsd gd AsEe 3pE #49T. B 9wk A¥EE & 9 Aol 1Y, THe
B4 Azd FAe BN gAcker Do 2 e 18d J54/494 AET A
zAow 71579 4 vk AZE Fdo| AvjAe  JSA/ARA AE, Ten AHeR AEEE 1
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AZEA Ae 7199 HAE shEAd ¢ Jed 248 B AR F2e Ao,
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The Effect of Consumer Self-Congruence and Perceived
Product Quality on the Brand Love

Kwangho Ahn - Jaehwan Lee

ABSTRACT

Brand love is defined as the degree of passionate attachment a satisfied consumer has for a
particular brand. In recent years, ‘Brand Love” has been studied as an key construct in explaining
the process of developing and retaining the relationship between consumer and brand. Consumers’
love with the brand may be one of important goals of brand strategy for building the brand
equity and customer loyalty.

This study is focused on brand love as a key factor for maintaining and strengthening the
brand loyalty of consumers in the high-involvement product brands, such as fashion items, mobile
phones, and cosmetics. The purpose of this study is to analyze the relative impact of consumer’s
actual self-congruence, ideal self-congruence, and social self-congruence with a brand’s personality
on brand love. Also, we include the perceived product quality of the brand as another independent
variable that may influence the brand love. We examine the relative effect of perceived quality
and the types of congruence between brand and consumer self on the brand love.

The empirical results suggest that consumer’s actual self-congruence has the strongest impact
on brand love. Also, social self-congruence and perceived quality have the positive relationship
with brand love. However, ideal self-congruence did not have the significant effect on brand love.

This study shows that strengthening the actual and social image congruence between target
consumers and brand is the effective way of building the strong consumer-brand relationship.

Key words: actual-self congruence, ideal self-congruence, social self-congruence, perceived
quality, brand personality, brand love
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