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ABSTRACT

This work examines the relationship between consumer and place-brand for
successful place marketing achievement, as well as examining relationship with brand
community as a factor of relationship attachment. Author also examined the effect and
resultant factors of place-brand community with seven dimensions of consumer-brand
relationship using Fourniers study. The empirical results showed that the quality
relationship between consumer and place-brand had an impact on satistaction level and
loyalty to the place-brand, while emotional dimensions such as love, passion and
nostalgia had a direct effect. Other dimensions of relationship quality had shown an
indirect effect on the consumers satisfaction and loyalty through place-brand community.
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TEofol| = Ak AEe] ©7)A A (transaction) ElA 71490 242
on)dh= A (exchange relationship) 7lde] vl 8314 A& a vt
(Webster, 1992). B %o] ZHIPA| ol wjz} Arkape} 4]} Ato] o] 2 5o u)
Aol AFRRAHA ZHAE2 Al 3-8 28t S g A A olde] 7}

Sl EUL, o] E2 FEY WA HHE FHFOEN T8 &FE 55
A7) Iet. oA F #AS AL ALl vzt Au|Ape} Anjzpgke] w7

R

Aol 4714 7%413 olv)el= BHEA} (partnership) @45 oF7] AlF o, ofuj
B4 B = o5 wldlhe 8 B7UF H gtk mep FhBdS(place
brand) 3t ALvlAE 9k AvAF, AR|Areh AH|RgRe] BAA ] a8 vy

A7t 2+ 3k
B A= o] ke B A LB A-AABAE BA(consumer-place branding
relationship) & A|EAIZ & = BAASERIES AAG) B gt} FAH o
2 A, Fardsd g Lu|zke] vER FAEE Ay st ardl
~7} 7HIR Sl 7é(quahty)zi S4EE GAsla, B4, oo 44 2480 &
£ W7k 717] $ d = A HH AN AR #AE S
A e &5\&/\1 BRE AFEQ] 8 HES AL, Ao g Fanh
e of Aavjapete] @A #3lelA ofwd S 7]gool e Aokl B
AFghct

II. o]2% #7
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A E (place marketing) o] & A4S FHeldke NQloly 224 o) F+
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oA AM) 2t v - F BENH ] Helr} GAE ] AR A GAstE FEAL
B} (Paddison, 1993). WHA vldet=2] oM = ARvAIE (social marketing)
el dztete] wAle] AR A5 E AET ZE ASY okllE wdd B
o] E¢14, AR A A9 A%ts ov|eta gtk o2 g Aoe 5 Fa
o] &3tel A £EAE E8ate] AG9FAE s FEata, ol& Fall AR A
A3 E HEE o, FE FFET A5 FIEE GEoE Ha vt #F
01(1995)—% o[g gt o)A FAanHAE & 5 Fhe] 5L A= FAE T

, TLom|AE Fste] SRgFo R ul (i A B #3A )E fA]8)

Zq‘j*o]‘ﬂr 2o gelsla k.

o Fanp"e] F g oE2A Fhw = o]
Tol Fgtsjof gt} o] & A% wHo R 5 HAhE
ek AN ES 7&@0}7] Aek FanHA S
5], Z} EAAEE FanHAEE 4
gale] shite] AFoRA ool tigh e on|AE FEE Bavt gled of
£ ¥% Bdd 3L (co-branding task)©|=} 2?}T)r(Kotler et al., 1999).

mEpA FAEE AlFolv U2 dl Bal=g) e 4 gtk (Hankinson, 2001).
A HE (place brand)ell thale] o}z 71 Q@Wo] Aeol= ot TAAY &
AR, #EnpAE o dHE AFES Vo R Fojg] Byl A4S Bl
ﬂ 3= &% (place branding) o] & FAol wj2Ad& Fofdto 2m] Ahe] Hai=

A7 (brand identity)< 753k= 2 °]2 & 4= 3t} (Rainisto, 2001). ©]& 4H]
Z}ijxqoﬂ"i Bl gavdicg Azt QA Sl Far s ojdh ofr]A]
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AR A HAS] Fede HA
of euprt, 2 Eol 11 F8AE
(customer-brand relationship)’
1998)+= Au|zlel vdl= AAE A 8474 BRQ(brand relationship
quality) 2t sl 7] AL ES Aeiet], 1 7 8a Al 7 (love
and passion), 352EA = A1) (interdependence or trust), =% (commitment),
ZlolA H(self-connection), T L7 intimacy), Ba= $E Z(brand partner
quality), 3r(nostalgia) 2 BABIITE AF G782 StEY A Atoldl|x]

o2 9 Al AFE
AslEA A -HAE A
199t &3], Fournier (1994,
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APA Aol Ao, FEolER At FEnt ieol MR g2 T
%

o & et A FarA =3 =k
AT Hankinson, 2001). 18v 450 Bald 21982 ARkl Al F3} A
HlzHT B 2gEoln] 24 e AR AeR AR gt (Kotler &
Gertner, 2002). wHpA Ho} AAA L AAQ] AF-52 Solf of AH|Alele] #A
SolA Fhvdze] A, Azt gl AL $aAQ] on|Re] F-& Fol

S7HEIL Sl

2. JARE gRlomA AR E ARFUE
1) aEd= RFUES| ol

AR7b B vkl PYE5E 4 4

1 =
&5 &3l 2 A vl P ofDA o] F APt
FrowA F< AFUE (community) @] 7dol o380 F2w 1 gl o|¢} Ze
FAZ BgEE 1 B ARUEY #EE ATFELS QA Ykt &

A F6-5 B ARUE 34 (McGrath et al., 1993), 27toltlo|H]e] Fo]
P25 23t AFUE A (Celsi ef al., 1993), Harley Davidson #FJeep ©]&-2 &
T

& ARIE B 5o A4 A7 Eof vhkst Kla Slvk 18 ofF AT
28 52 25 BANE FH0E FUF HAES el A4BTte] B
2 42712 gIrke Alolt o] 2L BadN B AToldE gl 9

gite] Hi= AAE glte] BHalER Ha o] FiaBU;Ed] Hilo] gl AlERE
Atolol A Uehs AR A #AS] Fzx3ld JA3s FAhEHE ARYE (place
brand community) & AYstAF gt}



Bl Q9 AR ] ARE So] d2E o] $£o1 (Tonnies, 1887), 3%
Argleh 27 Bote] 22 A qEAG AEAt :;xﬂ g B AHAFYE
2a 54 Bise] AREARS Alojol el Fx8lE AR IS S d3shs HAlE
AFUE (Muniz & OGuinn, 2001) 52 3} 71 gojo] 245} 7ha gl

= Al 7}7494 ?ﬂ,‘/ﬂzi 247} 9l (Anderson, 1983). 71 A ‘ﬂ’“ﬁﬂ TEE 8
8% 948 AAE 1 9= BF (68 L1 (consciousness of kind)
R e g0l 1 1 it wﬂb WA Oﬂﬁ‘”ﬂ A

FrUE]

8 o9} A% (rituals and rad1t1ons ]‘jr -434154 e ﬂTr‘/m-J &

8 GAF, 31 2 oS dESA et oulles ovEe] Uik 555 Fe

bl 71edeta, EaA ol FFAst Folo} AlgA Adizhs YAl HHlE0]
, A2 ol AH T 7 E dsia Y3 dle ARA Hssol

Zsense of moral responsibility)o[t}.

4 4]
oliz A AR 9 A T el i ool AL o]
dul, FALEC] 258 AT} S8 48] BT B AVYE &
2 50] HI B, oA A GAFOEA FEol A% A S
B ARIE] S PIRLEE, AR 21 1L 47l

"HIHES Be S 3 ade] fA17} 71e] Avle] 3 AR
B

WAkt Wy It} (McAlexander et al., 2002
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#A BN FREBAES F3lo] 2MA} 5T FHES ALAAZ F 9
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Aratge A vAE ARUEES Z3AIc} g o] W] Foj3t pHLEL
ZP‘ 9 AFYEE vi/idhs Ballzo| ojgh =2
= ARFYEL A48 2 v F/E AR
Z}E} Hiizo] A} e HAL A
2 BYE A Fa1, o= A= AFUE 248 F(community citizenship
behavior) 1 ] AL8) 7 vt PP, A&HH AP & B AT
7] W #olth(Fournier, 1998). Wiy b3 22 7MdE A 1%} T °“ﬂr
H2: Znakel iz o] #A (At Oﬂ% HTOEY, B
21Uz, eV 4 )t e AAnd

s
/&), =94 AdiHo)) ol g 25 e v sH AL Aolrt

—

(e}

3. A&RAE FUEel LBt ot smA ik, SR

McAlexander et (200 ) = AR BT 2 EE FEA7)7] Yel BEls
AFHE Y FoA4E AZ3I8IT. o] AT o8t Jeep 5EAE o] &3t
AR HAESA ke 4H ]Z}S’Jr H%E, 2| 7Lel SRS A AR
A= AR Ueston, of uf 7] F
EAA R AR & AFEAE AetA Hvl | & AlET} e A
P& Ffe =i, BAEE WE 02 ARER s 7AE, 2z o
Aol 7o tidted o @2 2E G =7] Wi gl 25 rHHE
< HAE A F Sl 89l =
THACE avA RE FAEE SR dva
Aol gk AFYEL] A5 EE AT FAhEUE
TE AR A & Ao qatE 4 Sl

a7 B AT WolA BYAE Jlelst 247k AR el A
AAoR AT gl el BRAon Afele] wad =9 A



(Oliver, 1980)"2 el 4= glon, 2 A= " A 71} 2H] 5 7]
2V AEAG T} Atele] Zloldl] thel] Kol Av)ARe] HES- (Tse & Wilton, 1988)° 2
2 RelE Uk, 1 Bk v B Bk figh ARkl digt AT
e 2 Zgso] $h=d], Oliver(1980)« &H|A} §iEo] P & gikol P
A olydt HEw AT dkel® JFE mFvn st wet
Bearden & Teel(1983), BFg3l7} £2332(2004) 2] A7elM % ABARIEL] F570]
TR BHEZA RS A5 AP ojoxitke AMES Tt
2pA whEgh Al AT o=l A FHET o dilo] HBE a
E%HEOH TEG 27k o] F A5H o & A Fodlele ava 4=
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A9l e nj" Ao dAE 4 gt}
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A, gEEe] B S grleket vehvhs 384 A E LL’H:‘r(Anderson
& Narus, 1990). 83 2|7t S 5= 578 Bz tfeh NS ¥ eizollx] 43t
2 e AelA of 2ol FreA Foldrt (Aaker, 1991). & 4 W—t— Zem] A} gt
3} A 40 S 5o 2 Westbrook & Oliver(1981), ]?—i}/ﬂ. 9] (1998)
59 ATE FFl AhBA=d g Av|AEe] TEAHY s AR vk
o B A%, 33| 7k (o) W), FH %, &4 7&1"445, THA T
Zeg9le] Hrh(eld AR EA HE 18R] gk~ gk o] 74 Hew &
2l

<
23} o] 59 HT WA ESEFE, 2004)F EdlE AR} ol e |
oA w5 T2 U WA e MAIGE BEAIE AAsIt. MR 2 <9 9]
BAE AASE AER BEAE 1997d JZ /Mgl on], EadssAzA 7
T Sk SERAL UEPAL Esld @Al AGGH) BAF = SA9 F
It} 20049 = A|83] =4 A 7112 8¢ 2085 8¢9 284 1%
Tg)a o] 713t BEAl Ol i At tid o AEEADE o] Fof A
SHIEE2 AT B S W& dig ofel P S5 1efslr] #lsto]
204 olF & FA2] ool glom, 23] o of A9 WEAEE tFoE
d 7ol Aut.
A AR ECA Aol E A7) EAR AR E F
Al 1 AE8% 55 aSAAHY. 1 vs 9 ><1°u FodzzlA A
2l S 2AFEAS F4 8 SRHEES 79 F AESH Ak w
ZAPE o] Fol At o#fd AAE Fate] FAL 7]@%"& T 11052 SHES
Lol SR of ¢ B SE AlSleln 107 ASEAC &
: = o &5 F 2yl o] &7 HAAENA
AFEHAG. SRS 8 5L (E DI 2
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1) EZ=2o| FEAN &Y

]

e 93 ME  dg [ws 3= NE g
e 51 477 o] A=/ H A 2 19

e FE 37 346
A7 56 523 | A =44 21 196

20-29 A 22 206 | # Az 2% 243

- 30-39 4] 59  55.1 1 A AT 19 17.8
=0 40-49 4 20 18.7 A 1 9
504 )% 6 5.6 AT g 7Jek 1 9

34 765 2 9 28 26.2

A4 16 15.0 | &% 39 23 215

49 A 24 924 ||A= 49 41 38.8
! A5 26 24.3 5 15 140
FH 29 27.1 343 AY 38 855

.09 5 4.7 B3} g 19 17.8

1E0)3 19 119 |3 _AgRee ~EH~ A 14 131
. o lE Mg wEy sl 2 o4 924
g2 g HEdEz ot 80 T4.8 AR 24 E AT
gl o)A 15 14.0 EolAL 23 765

(two-step approach)& AF43}%
ol BdlZ A7 7 REo® o] AE3 = (Sujan et al

b

oln], F WA RFYL FArv;E AFE L FAoBAE x| ofg Aolqitt.
o] ZHRYPEL 7} B AT $78414 (modification index) ol we}l 71E28-&
A7 el HEAQ A & 2% 2.

T3 HEAR] T 2R 5L PN E (composite reliability), HEEFEA
(convergent validity)® HHe}FdA(discriminant validity), ©axdA
(unidimensionality) €] 71529 <8l 715t Bt A7 F 28 dutd o=
&&= 7)ol 2 BlofubA] Gt FAA R AR BE SHYEES
Zhdel fel gt t7hg Holgo] VP W ggho] 7.16) FeEEAdol 45U
v, 7P g A=) % (composite reliability = Q9 3-849] 78 25 AJ3)8)

Aot (Susan et al., 1994). W3l AZFEAM] FUE 4] 29059

i



A P A M a0 a@Eed
B © RE I S e
b12=.70(.06),

$13=.73(.06)

$14=.62(.07),

$15=.41(.09)

$16=.79(.07),

$17=.39(.09)

1 AWt 9796)°  4(85) ¢2=.83(04),

2. A5 2)=4(6) 5(.92) o = gj:g;((gg;

mode 3. Z(5) 4(.88) 502.93 (os=71(.08)
1 4. AolATA6) 5(.90) (p<.001) 7.16 (b2r=.64(.06),
1 5 22zK5) 5(.88) CFI = .98 $24=.67(.06)
6. EUe] A(6)  3(72  RMR = .056 ‘g*‘:_'i%(('%g’

7. G 4(94) e 58007
b15=.51(.08)

bi6=.61(.09),

<I>4« 144(.09)

b56=.57(.09),

b57=.50(.08)

b67=.58(.09)

$12=.64(.07),

b15=.66(.07)

LERSAw o 01=74(05),
node 2 o/ AE4) 3(‘87) o = 152.77 $15=.71(.05)
3 EEE Agn (p<.001) - o4 (b25=.84(.05),
; @ aies CFI = 98 ' $24=.67(.06)
4. 2H]ARHE(3) 295 RMR= 051 (b25=.66(.06),

5. ZH A E(3) : b34=.61(.07)
b35=.66(.07),

b15=.87(.03)

: :r““HLﬂ/] % JudS A8 Y3 259 23 U(Anderson and Narus 1990)

: %"e‘ﬂ} "JJJr AEAE Adlete g AlA 5o @2 F(factor loading .6 715
: A F E(composite reliability) ¢N(Sujan et al. 1994)

oo oo

HEFA (discriminant validity) S AES] ¢dle] 2 291872 A#AHAA S
ER= ¢ matrixE A &3S, 21 23 Al
F3hE 1 QlA] ot 8QlEe] A& Fdalhta &



HEZ S8l AAE 8233 ks AR & 23 gdd Aol i
olg2 LAHA &t

£ Al ANE 7

NES A537] Y3le] LISREL 8.30(J6reskog & Sérbom,
1999) 2] maximum likelihood 4] o]-88lt}t WA z} Aldel tjet SgwsE
o] A=) 2 el nEdkd A @—rﬂ% F238 3 o]E AAAQ] FEHET

&

aA-1-0

= F4sh=t E83lrt. ol of, ZF /el dis) U R B2 SHYEES BT L
TAIA e A2 E_*E]O 7 (model identification) ¢ FA17} ©AE 4= 917] o
woll zt 7idel gt A FEES A Hatsie] ©d g5 SHA R gAlEd

H(Sujan et al., 1994). U
HE B Ax A4 2 28 W= x2(3)=43.74(p=.00), GFI1=0.94,
RMR=0. 04?i UrE‘rkkE} A Fo7l AgsF 2dlg A A9 Fu gl 3

e i X = 05K} gout GFI(goodneSS of fit)7} .9HT} =,
RMR(root mean square residual) &= LRFA 814 f]45291.05 olglo]n& |

= MEE B3 T B8 Aow 2009

D e ghte) Aide] ©d dEom SHHYE AT deld So] A ErbesieE 1-4
F| %= (composite reliability) ] 245 814 sl vhgdsi, 2 Ao 2S¢ g2 /ME <
3le] A28 23 (under-identified model)o] B &= glo] F-50] 24 235 F83kA] £33
ot (Bollen 1989).



th= v (p( 05) 849 8 2219 Ae® VeIt HI-1a, Hl-1b, HI1-7a).
o] F W= B Fournier(1998)4 Oliver(1999) 2] AF-EolA Aeket e} 7+

o] AMA (affective) B ARBIZFEA o2t (socioemotive attachment)d #2291
S 2 ARl Al v A=) IRl BtEY] BAY] §dE ERale Av|ab
o] Az gt 1Y SAATE AANASTS & F UATH wHE | Apold
= HE A Ho]7]= st F (-] AAE B

_

7]‘@73; ']——L;‘Z‘—'-:il— T (<o) uss ZHE—]’]

From To Az BE =33 bEt o feE on

Hi1a Ahgat 9% e ¥a1 - 0.37 482 pl0sh ©
Hiw Ahgat 9% 2= Y51 - 0.15 1.86 {1 o)
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