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Correlation between the customer based hotel brand equity and the

customer preference and satisfaction from the cross cultural
perspectives

o ef &**
Lee, Tae-Sook

ABSTRACT

This study identified the effect of hotel brand equity on the customer’s
preference and satisfaction for hotel brands and pursued to compare the
evaluation of hotel brand equity between individualist and collectivist consumer
groups. Results confirmed that customer preference for hotel brands was
significantly influenced by brand equity factors such as attachment’ and
social image’, over factors of 'value” and 'performance’. In addition, the factor
of customer preference for hotel had a great impact on guest satisfaction. The
examination of whether two groups are identical or not, individualist and
collectivist, revealed that there was no significant difference between the
group classifications. The results further indicated that customers; either
individualist or collectivist) are no different in understanding hotel sphere,
like as a result of the standardization of modern service deliver. It’s not
useful, therefore, for the hotel businesses to conduct the marketing strategy
through market segmentation of individualism and collectivism from the cultural
perspectives. It is suggested in stead that demographic or lifestyle-related
segmentation be pursued.

SHA=20{(Key words) : HIwEs}AT(Cross cultural study),
S8 HBMEXRHHotel brand equity),
MS T (Preference), TS (Satisfaction)

* o] = 2 20099 A9 AMYom dwrelgATe] A Y-S wol £ A7
(KRF- 2009 332- B00640)
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nl=, 4, ool T AlAl B w7FE S ARSA Ao R w3t 7)Y
& M2 o2 S j*"}i}. ALE A Ao R Qg w314 Abole B
FEAAM yehs | 58] #geAel el e AR 3= nziY #gelA
T O w29 BFAE Atelold 54, o], & 5 Apel7F YEhdar ol g
Aol 2 B A RBAL sjelAds Fal Afota SEslyI® it ol g W
groll A 314 2] B4 S8 wEAES s oldfstaat ote walEo]
Fohxlom thekgh okl vl EStA 7L AAE 3 Qo) E3A S0 wEEE
T R #EAE AGFRIte] vl Fo] 1 do|w, o5 AelA &3}
A Aol #FAGelA F8 WFdo] ElEH(Pizam & Sussmann, 1995;
Cummingham, Young, & Lee, 2002: Litvin & Kar, 2004 Litvin, Crotts,
& Hefner, 2004; &88 - 249, 2008 £4v] - AHY, 2010).
wyk oleh A2 AAN G FREs A0l et 59 7195 S o
AN AelA g ke 234 870 e o &7 Age] $AAT 2
4 Helelie wele] 2sa ek 5ol ARAe ke £ ol g
20] el Aol we} o §25e) A2 T B, A, U 53 Bad
Bl ARekE ZS7h goldnh. olo] ek SHe] the wdl ol §2e] elmut
%, a7 Sol el 2718 SPWslow e ATE0] F/eka Ak A
we] Ago] 48 AR, DB, 5% 59 5D 2D AT o)
A AT Fom TiAG 5 o84 BE AL el s
AT, ABAE SUHRRA ol Ageld 24 udA AT, FL
MAFA F3e] $4hs AU Qe w3 glon diEe Esldo] &
WS UEUE AYz Aokt - o4&, 1993). Egk A Auzte] 7121
o - [ ke w9 w3k Absjet el AivHelel whet 2kel 7t SlE
A, Y w3 Ak AAEY] thkdt Ao dFS riAE FR3 HFE
A ZHgE sl o] AR = Q1S dES Hole Abgto] T 9l

o

(e3

& % glom, AT AR E JUF PBS Holt Agol b 9
9o} (235, 1996), /HAFels JeFelt Ja3t 2410 weh Wg 5 9
ool & GRANE Topo] obd Eahhel el < R A 2 o) Aet

= ol 88 ALE e NdFe)- I9F2 (individualism- collectivism) ¥
T2 o] &dle] 39 HAMT 1A Yg 38 o] &AMEe HE 2 gdES& F
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o= 25 JIA T 7], Ad ) EE,
)3 Aot o] $A 02 FEH Itk (Singelis, 1994). webA 38 HAl=
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1. vl s} 2

EGA oM g SR 22 AR vpHEEEo] 27EHe o
g AAA S FUR TR EEE dlok she rHIE BAAEAAE &35 3L v
wAF7F FEY Fasth HlaEst A (cross—cultural study)e ZF &3}

o

BeLse 3o et 1 oS oS5 AR BluEst AT A edA 3t
o] AT EFAE olslshy] HalMe w8k ZRAA BluEA Ry gt
TAAQ EAo] Fgaitt, on] £315 EFHItE 7T B s od A
T5o] gtk (Riesman, 1953; Kluckhohn & Stodtbeck, 1961; Inkeles &
Levinson, 1969; Hall, 1976: Hofstede, 1980). Riesman(1953)2 &3t&
WA, BRIAIEA, AEAEA 738 5 Al 2508 Wra 4 E3fo] &3¢
AFES] B 5L 7€k, Kluckhohn & Stodtbeck(1961) <17t
9] £/ (human nature orientation), A|ZtA%d (time orientation), &&A
&Fd (activity orientation), ¥A A& (relational orientation), 17+ =}
Azl #A(man - nature orientation) 59 57H4 HlwALS A6

Inkeles & Levinson(1969)& =714 549 W& A, ALl #A, 2
% 2ent 5 7R E Wrglen, wl= Q1RSI Hall(1976)2 7wy A el
A el FeFe vA= WS dold £33 49, vl 2te A= wet 1
W&t (high context)@ A#Me&(low context) EIE o|ddsiitt a8ln
Hofstede(1980)= &3} vl 7]Eo 2 AH ARl (power distance), #3797
o34 (feminity vs. masculinity), 7H1F9leF &2 (collectivism vs.

individualism), "2} Agd3 G4 23 (long- term orientation), £&H4



334  HAEAT A36H A1E(EH AI7Z)

A 39 (uncertainty avoidance) 5= AAEAT} ]9 Singelis, Triandis,
Bhawuk, & Gelfand(1995)+ =717te] vl w3t oA sl Fo]-F e+
5 ATt o] EFe Alel A3 w3 Al AdS AT Wt ozt
woke] de 2Agsta ksl A& BTES TPt 1 Ao 9
n & Fost= o] 84 AAlgt & 4 2th(Oyserman, Coon, & Kemmelmeier,
2002; A&, 2009). =7REe] vHlwE3H4 (cross-cultural) T4 A|7|E
AAF-F o] /gL FAFES HWFo] JIRIGEe] 7 g o g Holof &
o, JHQIFFANE S 9] F=ol §lAshe vt P o Fdke A B
O deEgAor FEshe Pd R gofele Zo] Hoh &g A7 AHE A
< 4 o (Singelis, 1994). 7HQ1Fe] Aol = Hofstede = 2-SHH 3}
IND- COL(INDividualism - COLlectivism rating scales) ©]-& ¥, =
ol® A7 (Priming studies)®'H ol 2™ (Oyserman et al., 2002), &
AFo|A= IND- COL H=EE o|gstuxl gt}
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elibed el wlsist oA+

SR 9] Bl st AFE AHEH Huang, Huang, & Wu(1996)+=
S22 SE AH 2ol tisl 7P Q1A Al S ZAVSIGITE 1 AF =l
el M| B AFAon dEQIES vn)g Aog Yeht 7t
I nAe ¥ T 3 Alold o wAVE dss A
McCleary, Choi, & Weaver(1998)+ 3t=r3} v|= J8AFAE2] od Mg
S o] =7PE AolE AW HSITH = vlw RS
e Mel &40 gk 85 E AEsiden, O 2% S5 B
3, ALY AAG A T& T8 Ao R Vet E8 7E 40
el M= v AewE Hof o] Adae A Afol7} SR1EA] gkt
Mattila(2000) = =83 H2EGe] QA7HEH AH| 2 7t SlojA #3814 7]
Hke] ztol & ATt on, AR o2 Mu| 2 IFREH | tig 17 7t £3)
o} ddaslo] USRIttt &, 1A e AE 2 I7REH Hot 2 4
2] (power distance)dl S1o1A AHA 2|7} 2 ofAo}
MFIEET M2 e Y Zlog e,
g5 A o S5 2AS5L 7ML e ¥
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& QJ&%D}. ot o S AES A9 o FE A AR i
AHEE dofl ojEete dEel des AMSAH. Yuksel, Kiline, &
Yuksel (2006)2 7P (7], vMigdd=, o=, olxgtd) o8 F&AS g
o By, AT, FHE dolM Y fadE At g g8ttt 1 Ad
7P o9 34 9] B3 gFole FARED Ato]He] B B2 Ao R UERe
o, Aol wheh Zto]7k SdFel FRIHAT. Ayoun & Mpreo(2008)= <& 73
FHE el slold Z7PE ()=, BelolXet, =, HY] T) 19l wiyAES]
g4 3]3] (uncertainty avoidance)ol] thak ﬂzﬂﬁ dakg ZARI T
A AR BAA 897t & I7HEE, B¢ B 7S, dEolA
op) 3t zfe] 7} lgol FIEUnt. RS - QA5 (1999) % o6 g &4 Q14

3
=]
=
1=}
s

A B0 @] L AIS S, B BRAEE A, A9
54 £4% To4 S WA 0T UBAL 399 JUE, P9 S4S F
82 e AL AT 47 ( 01)& =3} vze] 3E7]q] =A%
3= Hofstede®] &3t o2 Hlw '3}95\‘4. 23 Hofstede® 223} &4
& A 195, BT AL BEAS Sl 5219 el
£ glstdon, vm sdxAo] ghar sERAET o g Jgo] S-S Al
Al3Th.
(B 1) =8 AMdo| "H|wESH Mo

A2 A7 & AT+A

Huang, Huang, & Wu(1996) =7IZF vl (v vs G ol gt 2}o]

McCleary, Choi, & Weaver(1998) =71 w3 vs 1)) zko] Sl

Mattila(2000) 314 7 (AEAL) Fro] gk Aol

Gilbert & Tsao(2000) =71 Ya(F= vs A1) ol gk 2}o]

Yuksel, Kiline, & Yuksel(2006)  =7IZHE7], UlE&=, 95 5) F3 Ao

Ayoun & Mpreo(2008) w3 I (EEAY #9) zke] gl

Z93 - #95(1999) 7Rt ¥ (dE vs 71T Fro] gk Afo]

8739(2001) 314 718H(Hofstede 1) £-2]3k 2jo]

AR =4 A

ol HPATEE YRR F71 WmATE ol FolHon b o]}
98-S ARGt AY 25 A TN E F7bE A5
7} 4§90l BAAHh olo] ¥ AT F7hE FHIF] ohd A &
He] ATl PuFe] YPolehs AWUSE o] §3to] AT B,
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3. M AR ATE, WEEe)

BT gt Az HEe 7P 283 Her) 5l A3 wd ts] Aaker
(1991)+= z2hdste niARe 4 7deln, &) 7Rl 574 Bz o
3k ofj2ke] A=ty Foelit}t, = Hal= A3 = (brand preference) = AH|A}
7t £ Bz Hasta g Bt vl of &5t At 2l AJdkelH,
2H|A7E 5 B ofFste] AA] Fufe] Slo] 1 HAlEE Fo] o] 88k
AL 9nl3lth(Jacoby, Olson, & Haddock, 1971). o]gjgt Hale N3 w9}

Hale 2pikatel fAdl tig APdTE A EY, HH-(2000) € ~F2 AlF
Blle AFoA avRt A ZhE st AP Aol S5 A4Q] HAE o|n|z|E Ao
T BiE M5z fo Xj“ﬂ P PRk A s AUl - Z2H
(2003)& S|AEFE BT oju|z|g BHHE HaTE Folde AAE Ued
U Fstsich Bt ofuel o]x] 5 (2005) 2] 94Ak] Bal= ARkt Ao #
g AFME Bl ofn|z)7F HAlE HAakd nX|e g Atha 319]oH,
A (2006) 8] BHE A4E FA Q1] BAle] #g AT A% HHE ofn|
Ae BAE Moo o4l J&ks nzitta sisith. ol2fs Bille 2k
HAE AEEe] folHel BAE ENE ¥ AT 59 BAE A4 5y
E Aswzte] #Al el stz gt

o, Bal=el 3/ whe]] tigh dFEe] mEY Bl 2kE A5k B
e on|z], JIAE Fo JVIEES HAE 2] P4 £ HiE vEHE
A Aol e Aoz AAEHAH(Esch, Langer, Schmitt & Geus,
2006 Az - AR - xS, 2009). 7199 BAE onx& 1ol 2|7
AMulz F4 oS AAI7F 9l o™ (Zeithaml & Bitner, 1996), 7199
F4o| o 255 HA= A= =4 YEhH(Gladden & Funk, 2002),
A7 A7t FELe AU Jgs vtk s tHGrace, & O'Cass,
2005). T4 - A71F(1999) & 71990 tigk Bal= on| 2|7} 3 75 AH| 2~
o 71=d F43 7154 45 = Hrksta aAo] HAE omA & =4 <
AgLE nREe] Fulgts A4E AAET. 154 5(2009) BHl=
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Ak 2ol dFHolA] g Tt 18y Pappu & Quester(2006)
= 2 B TR met B 2Rk HASE AAYe OdsiAl UEhdA
o OREe] AFEddA B xjhte] 1A giEo| JES X E AR AA
H 9 B APk Bl pEe IAgE d-o] 9SS HEE Y

2 dFolAe] A7ugs dFbae thest g

Stxl
value)
+m=
[performancel
{3

o=
[attachmeng ‘Hila
P —— /
A= OlOIX]
[social image)
E5X}
JH215= 9l Individualism) & = 3= 2l(Collectivism]

Qg ) o7 2

UK 1) 39 Hi= 271 Q9lo] dg ko] X Fgke vluirs)y] #
HOHeIF o Feke])el] upe} o] ek 2po]7} Q& AT}
UH 1-1) VIR 7F g ze] nA= Jee v w#3d] 2 (felFe) < 7
tEo)) ol wal 728 2oz} I Aol
U 1-2) ‘o] Moo njx]e ek vl wEaa] A (helFe) 9
Febre))el upel o] gt Zpol7} IS Aot
[UFE 1-3) “f o] dEko] nA= §e- vl w#3a B (felFel e &

o)) el mpef o] gk Apel 7k Q& Aol

(OH 1-4) Ak F] o]n|=] 7}z ko] n = YRS v aEsHy #H (h¢]

Fo|sp JeF))el w2k FJ5 Aol UL Aol
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H 2] 39 BHE AR gk A2 erf Bk vjAe TS Hlw
7 7

woba] A ORAFol o FeFel) ol mpet 728 Apel 7k 8l& Flot.
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g5 SHAE AR AEAlel 71Yske AP IHe R JgE AT A
golet gh=mo] 271 dejeolm, =LA 474 AHd o2 AT 3 +

g HlE 217 S Ak, BRE AsE 9 vk &j, OJ:F'%H]?'%} 2
o7 Y, =4 YL Likert 53 HEZ o] &3lo] A 59]6}21
A w9 FogH(5) B R AEaeh. Q1T ko] At Slngehs 5
(1995)°] 7Ja 3223 INDCOL(AHQIFe]- Aekae] A1) 24 47122 o}

AAEGRA AT, F4A AT, F9A gEFL, 44 gt

E
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4 4ES Aden gt pEoz owoi How, A% el FEP A
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7} sH A e 8w = FE ] Aot o]E2 FYe /HIFY o] w3}
WM = AFE Ftel| F5olv AR A=t e AHstas $44% 73
del MdE Frtete], dlaAlA HAIEA = e 58 AxY Ade
EEsIh dilBA A e Adoly A S v e R wfFete E5E 44
o (e 44 MAFe]), BeAe e R uiFste w8s 794 3
@ (e w4 NRIF) R ERSIT B AFelM e T[T
o] o] AUAA TBAULE HlAstH &3 0|59 HEE A &%ttt 1o
71Z23% Bal= 2] 23S Martin & Brown(1978)°] AAIE 71H3

(I 4
(commitment), A& (trustworthiness), ©]9|A](image), 7\]7%% 4
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(perceived quality), A4¥ 7F (perceived value) &9

Mittal, & Sharma(1995)¢] A7l H =2 0|59 HrE tjedt A&
< e EEHS oSt Mu|a JGexe] A 7HedS aelste] A8
Sttt 3l 3045 F BAAE AE 2452 A 93 280H-5 EAMAER &
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(£ 2) 42 74

A 3™ T =3 o|EH A
b e FHA NAF9], 24 A7 .
23l 549 sgA Qe SAA Qoo 32 Singelis, et, al.(1995)
Td Has T4, ALA olwA], 714, ,
A5 74 RECRE L 17 Lassar, et, al. (1995)
- _ . Hellier, Geursen, Carr, &
2HE A3e g Hac Els L ' '
o u}é_f i}\ 5w Diﬁ 5 Richard(2003), Matzler,
o i Renzl, & Faullant(2007)
A+EAsH Al 8, AEAR &5
54 a2 g 754 ! )

V. 4584 2}

Lomx A _E,_@'

211

)
Al
oL

AEAL SHEAbE W=ele] 1807 (64.3%), €=<1e] 1007 (35.7%)°1H,
oj=Rle] AL Thmer AT olF 1=(50.0%), 7H4tH(23.0%) 9
Hgol & Aor yehdoen, 1 9] 5U(2%), €¥(3%), $=(6%), 9=
(8%), ZF2(8%) sl M. Al SHA=9] 542 (& 3)3 20

SHARES AT (A /R A AT o ATl (542 /sH A A
Fo) BEE FEHE VIeer ERleH, 2F 23, MdFede 52.1%
(1467), [l 47.9%(134%) 2 Uetstth. /i1 dM e +24 719l
Fo7} 15. /( g), THA QTS 36.8%(103%) = vehston, Yoo
I s A AAF7E 15.0%(427), %84 71Q159] 32.9%(92H)
Ul & 3HE QIS of Hekrol e vF2 2 Aol7t glgl ey 24
3l Blsl B4 *é o] AS Egol Fldr

HU
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(F 3) ITEAN S
B =<l 9=l A
- =) #9(%) RI=[) 74981(%) ¥=(3) #8¥(%)
Jege A4 84 46.7 54 54 138 49.3
°C o 4 96 53.3 46 46.7 142 50.7
204 w7t 9 5.0 0 0 9 3.2
20tH 96 53.3 04 64.6 160 57.1
el 30tH 22 12.2 22 22.2 44 15.7
= 404 34 18.9 10 10.1 44 15.7
50th 18 10.0 3 3.0 21 7.5
604 ©]/d 1 0.6 0 0 1 0.4
oo DEOIS 24 134 1 1.3 35 12,5
T "EOY 155 86.6 86 88.7 241 86.1
B 25 13.9 13 13.0 38 13.6
HEZ 35 19.4 39 39.0 74 26.4
AL 22 12.2 5 5.0 27 9.6
Ao AHEA] 74 41.1 24 24.0 98 35.0
54 5 2.8 6 6.0 11 3.9
5 8 4.4 - - 8 2.9
54 1 .6 - - 1 A4
71 e} 8 4.4 1 1.0 9 3.2
* AZA A9
(E 4) &R 7ielZo| AetFo| szt
2w 9=l =<l A
- e #8(%) H=  FAY(%) IR 739(%)
HI* 41 41.0 62 34.4 103 36.8
o120 . . .
LTl VI 11 11.0 32 17.8 43 146 15.4 52.1
HC¢ 36 36.0 56 31.1 92 32.9
AAck=o . . .
197 13 12.0 30 16.7 15 13 50 419
A 100 100.0 180 100.0 280 100.0
a: horizontal individualism(5%324 7N1F<]) b: vertical individualism (524 7]Q152])
¢: horizontal collectivism(382 H&F2]) d: vertical collectivism(F214 Hd39])

9. AA 9 EFA

B ATy Fo 54 us
U Bl ARt o] HAHUT EF 17748 FBol el FAH a1
& 9 23} 44l qeloz

oL

S|
A
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(E b A2[M 9 Q2lEM AHl|
o o g = 2 ol By
- B A% A
v3(dE d9S 1 o] sde AH3 HY) .802
qor 1 vLCI Tae o] A9l 2 33 Fo4 9% 777
U 2(0] 2] ARG S e B ), O Be R 2.932 17.247
e I 127
== XN u)
t3(0] TAE AUAZ o] gk BL) 590
pl(c] 29 Halce Sou H4e AU AF /W) 794
991 2 p3(o] TAE ZAglo] & Lol 752
583 pa(o] 28 HAsE HdtaAg A 98g & @) 601 0 14451
p2(o] AL Eaol ot ofd ZAlF 918 AY) 589
a2(0] zao] ekl A A4S /AT IS 738
qol 5 AL B8ol 55319 o] A& Folabl ° 319 714
T a3CIel Al wEk o] Edel tale] WER #AE . 2.449 14.404
Tk R9) 623
1128 79T ZANEe WS A 1) 517
qol 4 SACT 28§43 seidle w & oled) 691
. sl(o] 39 BA=x= o] sl H3td 048
A A
e 520 598 ol §ee 201 ol A T e 2181 12892
s3(4e] A7ES o] gUE solHoz BlEt ) 618
KMO: 858, 89181 wjels 2, aol32u: FAREA (N= 280, 9= & — 16)
(Z 6) &oIX Q0l2A
[9l4 ZAPE FEst F3x ZF:ex C.R.(G #) AVE' Adlgz’
Gl 1 v3 (d9) 761 - -
I vl (712) 729 .079 10.329***  0.620 0.831
7}‘;<] (value) - sk
v2 (7)) 735 .082 10.374
w A] _ _
a9 2 pf EC’:Z; gzg 135 7.385%**
=313 p . N .
( perg:fn;me) pd (%%) 652 129 7961 0567 0839
p2 (2+=h .606 131 7.622%**
Q9 3 a2 (7)) 704 - -
o 2+ al (A=) 756 122 10.035***  0.675 0.801
(attachment) a3 (1) 691 1109 9.510
Q91 4 sd (F4) .796 - -
A}slA olulx] 51 (FA) 679 .088 9.933***  (.586 0.806
(social image) s2 (A5-41) 556 .084 8.292

***p<0.001

a: Average Variance Extracted, b: Composite Reliability
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A gl olA RIFEHE 71 249 1671 ol tigk 214 Q1A
oA G54#=] (Squared Multiple Correlations: 0.4 o742 YeERH ZA|
A57L ald SHUFES] Hgs 2 Adste A2 dlAg) 7t 0.401811
ol 37H(t3, t1, s3)E Ueht ol& AA F A&ART. 1 2
147.042, AHrEE 59, SAFS o8& 0.000, 7to|Aks/AHrEe
2.492, GFI= .926, AGFI= .886, RMR< .039, NFI= .875, CFI
920, Delta2 IFI7} 9212 Ueht Atz ow 2471 A ggto] 1=}

]
o o

>
fr o o 4o

1

gﬂ

27 wae) A4S AFd A3, EEe) FRAPLF g R
Pl BYA PEE HolFE CEAFE ARG J17sht, AhAPAS,
FRAYPAS, APATASG 2 ANFEANE AR )T F2e A3
So] ANHAT FAAY FUAS SARY, Y BAS AR F G
3} A olrlA aQle Td AEwe] Fel@ GRS vAn, 59 ASEE &
9 WEE] feld 9FL VAL Ao FAHgirh

(£ 7) e728el HET 2+

4= BRAT EES ARAF  S.E. t &k
nae 7H - Asx -.028 -.042 .057 -.486
;}‘;f T3 - As= .200 .186 .090 2.289
7};] o= - As= .561 b7 121 4.802%*

AREA ovA] - AzE .225 .296 .140 2.358"
As= - ER 781 915 .096  8.105***

X°=252.083(df=107), p=.000, Q#=2.356, RMR=.040, GFI=.906, AGFI=.866,
NFI=.851, IFI=.908, CFI=.907, RMSEA=.070

-

w3 TAOAE AW Bhol glof HaRsa e Folg Aol
NEAE A Slal AQTelsh JerelR Ardegon Arde 2yA
3|

= 4
A AES Y8l =g 294 (Multi-group Structural Equation) &

@A4E nels] geths WA WEd o8 AT (E 8)e AT % 4
wFelo] e BUAARES 44 438 Avolth. BHAT AFels} P
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) =
t} o33t Axte] FE Yoe FE ) ZeuA 71918 Aolg & 4+ Tk
TGS HdH oz Ay Halie Ha 250709 Fo] gE | ojof 3}
=4 (Hair, Black, Babin, Anderson, & Tatham, 2006), ¥ A2 7 7|
olFol o} Hekole] FEFRI} 7t 146709} 13472 EEEstta 2 & v
JReIE $7E B AT BAY A4S el W £8 ke wde u
SEAl=3
(E 8) O8Y H7Zye Metr U H2AI+ 23S
T e ARAT ZTAEAT SE. t %k
7] — A3= 004 .006 .067 .056
A= 3= — A= 005 .006 .091 .057
Aol ARAE 713 NES — A3x= 474 549 225 2.106*
ZOL ALE] A oln|R] — MEE 428 431 .245 1.747
o AsE — UEE 926 978 141 6.552***
x2=193.049(df=107), p=.000 Q#=1.804, RMR=.042, GFI=.876,
AGFI=.823, NFI=.805, IFI=.903, CFI=.899, RMSEA=.074
Z BEAF ETEEASFT S.E. t &
712 — A3z%= -080 -.090 137 -.586
Bl T34 — AZ= 365 .306 173 2.113%
Ad 2Rt 7 of 2 — AT%= 651 588 159 4.084***
Fo ARB|A o]zl —» MEE 278 225 212 1.308
‘ As= — WEE G614 824 119 5.143***
)(22175.860(df:107), p=.000 Q#t=1.644, RMR=.047, GFI=.871,
AGFI=.8156, NFI=.799, IF1=.910, CFI=.907, RMSEA=.070
*p<0.05, **p<0.01, ***p<0.001
J5E YEHAE AYEY, F 579 A= T QT 270 A=A, Je
Fol= Il A=A Fofet Aot el 2o Wad2 vl g J
dFe 2§ Bh H(+)e) BAS Nyt 2 gu A2 e dviuy
N2 291 SHEE Ao HNEE NI AR T AW 2R, 593 &
¢l »X3E AZE JEFdATt folgt kS njx= Zoz RIEHT

WhHoltH(Myers, Calatone,

Page, & PG 2 ARASE TLNES A %S

=
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=
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4 BFEAT A36E A2 (A A7)

W, ol¥el BEAHE sleiA @e V1 ms @A wiet welg vwe)
o CEAYH AT MEFE Bal 4T 1 AnAFY FAYS AFe 8

. (9 BEiT PRI 24 o

Aedd S vwdt 22 F 5/l a2 BEA RS J1sith BE1olA
£ vl Hee) eARAA}L SYsitkn A on, RYzlNE AR
7 gaitin Aoty BE3e FRFEe] Farin Aok o, v
Yd= F7B2F Fdsitta Alekelda, BE5e S At sYsitt
3 Aloksient

(E 9 el FletFolo] REAME SN H|w
model X DF P x°/DF RMSEA TLI  Ax Adf  p

Modela 368.909 214 .000 1.724 .051 .906 - - -
231" 378.212 225 .000 1.681 .049 906 9.303 11 .594
EﬁéZC 384.824 230 .000 1.673 .049 905 15915 16 .459
233" 400.905 240 .000 1.670 .049 901 31.996 26 .193
2y4°  410.103 242 .000 1.695 .050 896 41.194 28 .052
=35 490.214 260 .000 1.885 .056 .856 121.305 46 .000
=g .000 0 - - - - - - -
=g 1864.114 272  .000 6.853 .145 .000 - - -

a
b
c
d: structural covariances model(:r"z"“_
e
f

s %a
© structural residuals model (T2} FLA Al Fwd)
: measurement residuals model(Z3 WA} LA Adnd)

2447 mg1e] CEARL 378.212, AfEE 2252 Vet 9.3039) x°
TV Hola glor, AfEE 11 S8tk AfE 3718 neld xPe W
3 BAIFE p). 05Tl TARDS] BFARES} vlaste] Zol7} gloks 7
w7pdo] s} AfAFele qeFelel 2AAAA ] w$- fA1F FEAA E
g wolFm irh. w3 AR sk ATl PRARAS R FRFE,
2737} BLdtha Ak 5204 BP9 (PBAFT AHE Wt
E 5U%E HelFE Zarh ANEQTH. 2 S A} sa)
I AR RE5e e e 1 B4l 71AEEe] AdET. & A7l

_>\:

) AHRE(d)E 1283 x283F A Zo] pd.0015FAA EAAQ folAdS grsl] Halm
E A=) 10 S7RIAY AT u) 3.840]739] x2Wsl BAHS Hojof g (Hair,
al., 2006).
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© T A 1o FRAZA T AolE dRletual st Iol7] wEd] &=
o] A% A=Z FA G, o] AuoA T Aok 7ke] HRA L] Ao 7} °i~
o] glHt}
(E 10) & &gt =257k Xjo|7|2ts
e AT
v pl 1° b2 1° b3 1° p4 1° b5 1°
b1 2% -.550
b2 2° 1.859
Aol b3_2° 178
b4 2° -.414
b5 _2° 139
a: THA-AEE AR, b ‘FPHNTE 3%, ¢t fFA-NTE AR,

d: AE A onASANIE AR, e MIESUEE AR

(E11) 718 #z A
. B 7]./\4
A= FE C.R 94 ot iﬁﬁﬂu;iﬂr
i . N
1-1 7} - AN3e W -.550 p>0.05 71z
o] ==Xe)
12 sgd o dee 2Tl g5 poos 712
Hl lg L-‘I"]
1-3 o 2 S Az e 178 p>0.05 712}
2 gl Herzo) . . o
[ =Xo)
4 A e o AsE IS -4l4 005 A
N . Q1]
H2 }ﬂﬁ_}::_ — TS W .139 p>005 7]7"}
3| 0|33 zjo]BAL o7& (critical ratio for differences)S E3A]

T ASHAY. geAd FuEAe A 2 A2AF 2elE fEeel 9o
13} o] FF38} S|AAFE] AolE BEUZ Atk 1F e o] & F

HH o7 EAsh= Zlo] oy} kel 71 2he-S Bl e 1t AR2A G| Aol A
Aoz ATzt Ao|7|14&e TAFE AUl #h& VIFoR 1.96(p<0.05) o]
oz AANE rq1 s, ol Jot 7 BEAFY AolE BAFHLE A=)
' 7R-AEE AR C.RE -.550, F

P-MTE C. RS 1. 859 H% —AEE C.RE 178, A4 onAl-»HdaE
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N
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3
5
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N
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C.RE -414, A3% -»9ELE O RS 1392 Ueh) RE AZox Ak
71522 1.96(pl.05)0l8tolm& At 7+ f2l3k zpo|7} glgo] Eldt}. o]
3 BY 432 B 3 MEE5e (F 1D 2.

v.2 &

2 aTdNE 59 BAS ARWPIL A5 3 B niXE 93 T
S ool @ JFRANA AT sk AT 94 Fol g BAAGT

2 A3 3 AeA oA ale 58 AEEd Fela I FAAD
M, SR 99e RS vIAA G9kn, T HEEE RIS F8
e mlAE oz gtk %, 59 nAsd U 529 YT A
EFeE NH T 5D 4F D Aplzol oS A 2 N S R
Je 59 ASE ¥ BEE £ S WA o deE ol
Ashe 240 5] ofn] AAA A SDE|e} DASAA nFseE
olulA)7} B4H] Q3 o]el et olu|A|e] HAES DAL Asehn BEA
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= AR olnAle 39 A3 9 Sk 9S4 AT VA9 A
FAGE 7HA3 A ddo] les YEhith 39 o] 845 1FA vl
o ey 3E on|Alole WS 714 iy dE B 7] o= vt
Fale Zlo® FMEr, ol2|g ZFE vFolE v s HA= AIrER|
AnE A8l 714 A S HeA Ao s systa, 7HAt] 9] 7] stowk
= AluE A4 " Aok el & E8/de] Fadn. 742 Bal

= olodiEEe] dREA FHI Exg Be] gl
doh. weby F43 z8hE 7Aool ah, FEL] 7]
(symbolic) &Jv|E F73 7}4% Ho]ofof & 7/4\0]‘4
Th o & ALS| A oln|x]e] 735 AlES aﬂ }oq AAle] A ot A}
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NS Fdstat gtk ojzle] vig BAl=rt = Z840t o|Ad AH|A}
o) == ;

AHA-EAE A S olo] Bll=s FE

e oY 5 St SHA A A-H
E b EA7E 3H T B aHAEL Bl gd 549 JddE 7L O
HHES ddsta Fofshd F7RITH(TARE, 2002). R ohdE} oAlE &H]
Aol 715 ARHues A AR A% 7}Xle ek A am
Ao @A 7154 D a(need) 7t ol 259 FH4 &7 (want) 52 9

af AFE e vt weh 9 Ve Hlx} el zaske A4 vt

A" (emotion marketing) & &2]%¢] Bl ]| &
= A AEA olmx|e] HAE 2t 71 E B Ak 9 REEE AluE
d 8ol ok,

[e]

o
E S BHd o= vAH

ghd QI el o] I HlwE 99 ARAF YA ARE A5 A

3}, Ut ARAFY Aol gl FARAA. Z AT 7

olell= 14| Atel7h glaol BAH . o=

g3doe 24w B¢ Fahe LvAYEd 4L o
o1zl 3k HellAe] AuAkE2 M2 fAlsHA UeRdthe AR
ol Ajrie Azjelt}, ol Avke £ Al B AES] SR
oln] THEL AolzE A A HAZHCR 9 X]JJ} =7

1% 9 A Aauv 5ol s
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o} webd nde] AEQ 59 ”%ﬂ et = e gEs g

o s, % ez
g Eaas)

o2 % zgz}—g« Bz B QTN E thevl 2 RS AN i

o 291 7 Aol A el
Ho B3k o] 224 o] REm YR
hEzke] A9 W vEhgel 1 it
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ATEol 205 T 12 o] 7
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P5el Aol2 BHA 87 AL ARAA 1 BAS FRaEEe 1 ool
Rt e 2e7o] glold AT 717} Seslolef 3

AT % H
dE E7eta 9] o2 (W= Ayt ol F4l) Aol dwsle] o)
ol Utk HE AHA 0= opxJo}, ofW|g]7l, F1, olZef7t T ol e =
E %7}—?: Ao s Ayl B8 A7t 5o ol ge] mEXR, AT o
F =7VE AR oA F Tl #HehARl Wy A 8ol HdEZE Favt k.
MRl o} Fehge] o] 22 g g} tellA] &, FdTee] /NH ANz 2k
o Ae] AQlFele} Fekgele] AHxl £ Hlwi v olye} F3lzE A gl
831t (Greenfield, 2000). ©]& B3l A2 thE E3lH9] Ad3k rﬁﬂ el
o o= Ao R ket ARl ko] S 3_ u% iy # %E %dol 5401
T3 ohA S gigk TFAQ HUHE Bl o
i} Akl Qlojr] 94 Akl J92 RIFoRA, &Eé] u}aﬂ ﬂ kS

WE ATRA 2 oelg 7T

[e]

:’“:NE

TAHE(2002). AH)A- B =l
7} HAE gE 9 Bals 24 n|xE G gk B3t

B9l
g4 - 271%(1999) mwawm FQADE 2ARE| VA= Fgo] B
Q7. FAEEAYAY,, 1(4), 24-46.

A4 - 2274 (2003). JH*E'“: HW‘: | 1 19Jr Azl A, "EdT Eie

=4, w4 des] 2003 B2 ‘%Efﬂﬂ 267-279.
A&7(2009). A7} gelo] AZste d%o ,] E4: Adzd- folze Baaed
%QEM 21, 10 44

O.

= R
4 53EUL 8L W FHO2. 1&%‘33ﬁ, 1(3), 159-172.
% AB| 2 Bl gk vlu ety AT FFEE A AE oA

).
oz, fl%i‘?iﬁ, 2(3 ) 375-396.



Ul R Aol e] SRS A 7S ASE Y WERY WA 349

A784(2001). @=3 vl=e] 56 719 2483} vl A e T, 1003)
185-200

BdE (2006). BAE 2 74 e 23] Al dek A7 FAdoista MALeHe =R

Aeletsl#ly, 15(1), 104-139.

=
w3 AT - Hofstede ©] &9 24

)

T - HQ15(1999). s E L] H7te] H

Fasgetd . 23(1), 122- 137.

A %(1993). oFEe] wFFF et B4 0 AT/ AT o] 2] 4

& Tek=Aalel e Alely, 7(1), 185-197.

Aaker, D. A.(1991). Managing Brand Equity: Capitalizing on the Value of
a Brand Name. New York: The Free Press.

Ayoun, M. B. & Mpreo, J. P.(2008). The influence of the cultural dimension
of uncertainty avoidance on business strategy development: A
cross—national study of hotel managers. International Journal of
Hospitality Management, 27(1), 65-75.

Cummingham, L. F., Young, C. E., & Lee, M.(2002). Cross— cultural
perspectives of Service Quality and Risk in Air Transportation.
Journal of Air Transportation, 7(1), 3-25.

Esch, F - R., Langner, T., Schmitt, B. H., & Geus, P.(2006). Are brands
forever? How brand knowledge and relationships affect current and
future purchases. Journal of Product and Brand Management, 15(2),
98-105.

Gilbert, D. & Tsao, J.(2000). Exploring Chinese cultural influence and hospitality
marketing relationships. International Journal of Contemporary
Hospitality Management, 12(1), 45-55.

Gladden, J. M., & Funk, D. C.(2002). Developing and understanding of
brand associations in team sport : Empirical evidence from consumers
of professional sport. Journal of Sport Management, 16(1), 54-81.

Grace, D., & O’Cass, A.(2005). Service branding: consumer verdicts on
service brands. Journal of Retailing and Consumer Services, 12(2),
125-39.

Greenfield, P. M.(2000). Three approaches to the psychology of culture :
Where do they come from? Where can they go? Asian Journal of
Social Psychology, 3(3), 223-240.

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R.

L.(2006). Multivariate Data Analysis (6th ed). Upper Saddle River,



350 #FEAT A36H A1E(EH AI7Z)

NJ: Pearson Prentice-Hall.

Hall, E. T.(1976). Beyond Culture. New York: Doubleday.

Hellier, P. K., Geursen, G. M., Carr, R. A., & Richard, J. A.(2003).
Customer Repurchase Intention : A General Structural Equation
Model. European Journal of Marketing, 37(11-12), 1762-1800.

Hofstede, G.(1980). A& - Y& 94(1995). Cultural and Organizations :
Software of the mind. University of Limburg. Al7Ale] &3le} 224 A|A}

Huang, J. H., Huang, C. T., & Wu, S.(1996). National character and
response to unsatisfactory hotel service. International Journal of
Hospitality Management, 15(3), 229-243.

Inkeles, A. & Levinson, D. J. (1969). National Character : The Study of
Modal Personality and Sociocultural Systems. In Lindzey, G. &
Aronson, E. (Eds.), The Handbook of Social Psychology. 4 Reading,
MA: Addison- Wesley.

Jacoby, J., Olson, J. C., & Haddock, R. A.(1971). Price, Brand Name, and
Product Composition Characteristics As Determinants of Quality.
Journal of Applied Psychology, 55, 570-579.

Kluckhohn, F. R. & Strodtbeck, F.(1961). Variations in Value Orientations.
Westport, C. T. : Greenwood Press.

Lassar, W., Mittal, B., & Sharma, A.(1995). Measuring customer-based
brand equity. Journal of Consumer Marketing, 12(4), 11-19.
Litvin, S. W., Crotts, J. C., & Hefner, F. L.(2004). Cross-cultural Tourist
Behaviour: a Replication and Extension Involving Hofstede’s Uncertainty
Avoidance Dimension. International Journal of Tourism Research,

6(1), 29-38.

Litvin, S. W., & Kar, G. H.(2004). Individualism/collectivism as a moderating
factor to the self-image congruity concept. Journal of Vacation Marketing,
10(1), 23-32.

Martin, G. S. & Brown, T. J.(1978). Research of brand equity: The
conceptualization and measurement of the brand impression construct.
In Childers T. L. et al. (Eds.), Marketing theory & applications.

Mattila, A. S.(2000). The impact of culture and gender on customer
evaluations of service encounters. Journal of Hospitality & Tourism
Research, 24(2), 263-273.

Matzler, K., Renzl, B., & Faullant, R.(2007). Dimensions of price satisfaction:



Ol Es Dol sEuAE 44 shxe} ATE 9 BEE] #4351

a replication and extension. International Journal of Bank Marketing,
25(6), 394-405.

McCleary, K. W., Choi, B. M., & Weaver, P. A.(1998). A comparison of
hotel selection criteria between US and Korean business travelers.
Journal of Hospitality and Tourism Research, 22(1), 25 - 38.

Myers, M. B., Calatone, R. J, Page, T. J., & Taylor, C. R.(2000). An
application of multiple-group causal models in assessing cross-
cultural measurement equivalence. Journal of International Marketing,
8(4), 108-121.

Oyserman, D., Coon, H. M., & Kemmelmeier, M.(2002). Rethinking
individualism and collectivism: Evaluation of theoretical assumption
and meta —analyses. Psychological Bulletin, 128(1), 3-72.

Pappu, R. & Quester, P.(2006). Does customer satisfaction lead to improved
brand equity? An empirical examination of two categories of retail
brands. Journal of Product and Brand Management, 15(1), 4-14.

Pizam, A. & Sussman, S.(1995). Does nationality effect tourist behavior?
Annals of Tourism Research, 22(2), 901-917.

Riesman, D.(1953). Thorstein Veblen : A Critical Interpretation. Scribner
and Sons: New York.

Singelis, T. M.(1994). The measurement of independent and interdependent
self-construals. Personality and Social Psychological Bulletin, 20(5),
580-591.

Singelis, T. M., Triandis, H. C., Bhawuk, D. P. S., & Gelfand, M. J.(1995).
Horizontal and vertical dimensions of individualism and collectivism:
A theoretical and measurement refinement. Cross-Cultural Research,
29(3), 240-275.

Suh, J. C., & Yi, Y.(2006). When Brand Attitudes Affect the Customer
Satisfaction -Loyalty Relation : the Moderating Role of Product
Involvement. Journal of Consumer Psychology, 16(2), 145-155.

Yuksel, A., Kilinc, K. U., & Yuksel, F.(2006). Cross- national analysis of
hotel customers” attitudes toward complaining and their complaining
behaviors. Tourism Management, 27(1), 11-24.

Zeithaml, V. A., & Bitner, M. J.(1996). Service Marketing. McGraw- Hill,
New York, NY.



gl #3614 Al (FE A97%)

=
vl

ard,

2t

Al
=)=

20714 108 25¢

20714 10€ 30¢



