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AES ool AL, A2 4470 gt Bl e %%Et}t we Ao0] HA=gly|E
7} Ffelo] v FT} 6 2 A0 FRIsglch shE wHEElo] oigt Arjzto] B
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o,

SYAES] OF 03%7 2T FS S THE, 22 79 IFEFE 5 slio|d o v
A= vl 83 848 & 4 AHGentry, 2001). F3F 432 IFAES] AA|
olg allite] 1/3 oV AAIske 477t A4 e, ol= <HH|(lodging), 4IAF|(dining),
f-5H4](entertainment) 50l et S 2 ck= FHOITHTurner and Reisinger 2001).
ol2|gt WFAE] £WHFE AAAA LA, 1-8F=)0l ZA 7199 4= o], N A
S ofH} AT AFAA £FB/SLE Fltt HEhs skt B =82 7180l A
o, wEbA] TEgARY 2oFe] A WIS 4EE0 ¥ € 5 e ol AL
QlE(antecedents)Z HSWIL oF BTl 22]9] £3eHS 24T 4 Qe Ao digk o

== T8 At Wong® Wan, 2013). T3 #37150] &ff 719 (souvenir) it
i, F2 o' AFES Flishs Aol dith A= JPEH oM o5 Edi2 wdAEe] £
Mg gk o g IV = Qe WRkE T&otAl gstal It Murphy, Moscardo,

Benckendorff and Pearce 2011: Wilkins 2011).

H1
[ r

o o

A

SHAIRE, o5 WBASS o E A2 Wlichs AvjARECIAl BIEA] B ast IgAE
o] AEFE A5 5 e AR ARUAlelA Al tigt A= 05| B9t A7)
o o) WA AR L8RS @Y QEolA] g2 M= oA i YAME S S
of 5h= ofgfgo] glom, AlFE] thet XA5Eo|(FA] B[RS0 Hsl) A oE S s
Jo] AtKYuksel and Yuksel 2007). ©A&-8-0|2(cue utilization theory)ol] W= X]Al4=
o] e AH|AEL YA A (intrinsic cue)EtH= QA1 ©hAi(extrinsic cue) =419] A
H7Fe @ 7Fs/d°] £ (Rao and Monroe 1988). wehA] A4 ThA|(df], AlFHES, Bl

71 5)E TR &8I Bl o= WA AETE A5tk EeE &

12 7072 7|qe 4 tHleHew and Wesley 2007).

Q:

o,

4|0 o Ay

;:O

=, l§
popularity) g €83t garolt}. o= ASE H(social norm) F &0 F& skl = A
= gEFo] PEHE F6k= ) A&EF THd(descriptive norm)t #Eo] Qltk
(Cialdini 2003: Goldstein, Cialdini and Griskevicius 2008). &, ‘W& 19", “S|EAIE"
Y BRHERIV|E A E E-8sto] AHAER stolg RS AHARE0] ok 52 Wt
Sh= Zlo] Qbdsta AAAR] AHEA S T 4 e Aol= AO|tHKim and Min 2014).

F A7ATel mEE BRHERIV| 7t AlEe] it A A aEe WL AielEE &




BAC|EA By 719E Folelwo] BAE G 4R Bolwol Arhdel 2aav

ol= Ao UERITHKim and Min 2010). o2 9% BASS tptow o AEw] 445
B, AAoIe] AR RS BeT Fu BYASe] ABHslo] FHHa
qFe & Aoz 22T 4 ok

SHH, IS A7 S5l Al sk = sHAIRE, B2 A9 Bl {15 AEE
02 Fuish= 3ol AtHKim and Littrell 2001). olHf, &S W o] S%=(, 7H
& ZFE vs. ofiRle] Frd)of wh BRI =S 83t Fale] aaprt gebER| e REr,
5, AE $AIR) tiet o7 HIHERIZ| %9 Xi]ﬁ‘”j7}°ﬂ et avks 24 7/l L
o} 7|& A2y}, BHERIY| =9 St Wolhrt W2 9Tt 2 490 Hig] & A=
Yelgtth AussAdEY(Elaboration Likelihood Model)o] W2 TojTrF Fo AL
AEAP 9 5717F ¥7] wito] WAE tAE SAHCE 3t S =(central route)’t obd 2
A& A F49 FHAHZ(peripheral route)ol|A] AEF717} o]F0ld 71540l 7] W&ol
CHPetty, Cacioppo and Schumann 1983). SHA|F #oje} QA& thAEgof tist 7|&
ATLEL F2 A&4F o % (enduring involvement)?l A& %= (product involvement)
o] 2AaNE FASIITE olof] ¥Hafl & AtollA ARGSE A= ARl High ol e AR
ol (situational involvement)2] 3t @olet & 4= Qit}. wiebA AFHS7F opd AR
T = E FT o], 7|E A2t of-s] BEehA] ERlslE 2a7t ik wEA 2 A
T A Ue A S8 57 W2 B9 WaAE0] HHERV|EE BT E SESt
AlE B 3HHo= vhEsk=A] gRIstalA} gk

it

y o

EZF BR=QVIET) S WFAQ] AFERl viAe fdke WEETel o7 A
(animosity)°ll 215 £8E 7Fs/de] . Kim and Min(2016)2 AtHi#= 7 F710]49]
BHEN7|E7F 282 AlE Ffoleo] A FFE £ = e HATh AT ol
LPHARL AH|REe] 22l AIF Frfyefo]l 3t AFATo|uR, TP 9| Q el An|FE
of figh & A7+ At thE 7hsAdol rh wEbA WE=Tlel HiRt Aol wEAEe]

BHEQZ]E ghafol] tigt Bk mlXe adE ERld dart Sl
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. OI2X B3 X H77H

1. B |

B E=QI7|=(Brand Popularity)st ABAEZHE Aupid Q7] A Foi=]IL AH]|E=XA]
2 Ao 4= JtKKim and Chung 1997). &A% SA 24 BHEA7| (), HofsfF 19 =
£ SEARDE €83t Falo] =2H 48R Aol tiet A4E F45E0] =oH 9
=5 wold & ofygt st F7teke AR SRIEUTHAAY - ¥l 2012: oE]

& 2008: Kim and Min 2014: Kim and Min 2016). EHESV| &5 &85} 4317}
H=grlo] ujR|= FAE Gk= ARE ol E(social norm theory) 02 AHe 4= 9]
oh. drkdos ARA e HHE FH(injunctive norm)d} &% TFH(descriptive
norm)2 = FFEE. FHF - 7Qle] mEX] o2 AF- Bl vt 2 o Q= A
A 449 #(ought-norm)= Ju[sk= ¥, A&ad 2 R AlEE0] o 352
Skl QI=AE EEEe RN HHA0R PeHeE fiedke Hi(is-norm)E 2J|gtch

ln:

HERN7 = RS AB[RHE0| ojF HIHEE AEstal o]-&stal =A1E 9vlsh=
AoE Ay 9 g FEigt T = Uk EEE P O]E(Theory of Reasoned Action)@}
22 IAQ AFE2 HE o] AEA 821l HRE A, 4 H4; subjective
norm)°] AH|R} 50] U|X|= GRS dhol=t J=E5FAT) SFARE Goldstein, Cialdini and
Griskevicius(2008)= HH @ AR A& THHo] ABRte] st Ed] SHETE 9
Sff SEoA & Lok AT Z-2 AFE]F o= HIEHAIGE Ps(prosocial behavior)&
Feohs H A dS Holet) Jole ARA R BitAet 5= ol ARt 54
Hol &HRR] AlEE AS5sH] At Aed FRHCEA B =8 &8 = =
Qto] tigt A-Eo] Eits] Y= JrHelEid - AohY 2012: Kim and Min 2014: Kim
and Min 2016).

A8 B0 AL Yl 9 Wil DA
449 SR

o] &A7L “S1E E‘:} Xﬂ?wﬂ et ‘*él‘ﬂ*ﬁ] =2 7H*+8}1 TFHESE S7HA7IE H o 23
ZQl Aog UrE‘r‘*E} & 4o} Kim and Min(2016)2 o8] sjej=7KE®s, 4&, 5=,
AE)ofl 4] BAE=RI7|%=r Qe =T B E(Himalaya)oll tiet = 4H]219] H7io] v




BAC|EA By 719E Folelwo] BAE G 4R Bolwol Arhdel 2aav

A= gk BAsigt 1 A AEo] et XAl &1 Au|E A Adigol
o 2700 BAEQl|wrt S aulte] FHjolo] AL 34 ATt H & Aow
Uehdth 12 712 d7se] BAEQ|Es} BAER e nHE FHH AN @ HojRy

ol

QA ofF ATES Ut Aux} L0l £BBOIA AP A BRI/ ofd
FL W A BAITH ol 22 Wask Uk £ A7 BYAS] TS P2
g o oueleloR AL Fufskt ARl BACey|Ert ool vlXe fuE Lot
534 Gtk 53] Bl et A45ze] e avxEo] AF W7t Al HASAY|ES B
3 7Rsgo] Eohe WS 1ot t(Dean 1999), 9] BYAL] B9 AFo] Phet A45zo]
e 7Rs4o] A0 BACCV|ES B Fuo] FHH LS 7Irhel B 4 irk. webd
chedt 22 7H1E EESHEC.

7k BRER)|=E 83t SFals(TFA] o2 3gare] widl) sfe] g AlE el
o vl Z3}F 584 Aol

2. BACOl/| 9} Fojr

AHZ}F Tl % (consumer involvement)= FHIQAFEA Al AvRPY X Zbsh= Yd4E
(perceived risk)9] ol AHIZPL 7)== 9199 F3E(dE 4 99, 244 99, 444
A, AHEE 9 )2 S teFstct ouf A2 714 W d(personal relevance)
7} F QX (importance)°l] W2t E@2H 4= tiLaurent and Kapferer 1985). WA 7914
o] =11 oAHEA o] Sa%H AS ABRF Wit Erhal & 4= Stk M, do{=9] &
P2 1 A&7zl et A WehA] ¥ A& #olk(enduring involvement)2} A3
w2t 44 @EK]= A3 BT (situational involvement)® 58] & 4= 9t} 9] T=L
o] st AlES AARETF ARED &t ofye AERC] 71, I 52 I AE
821 397t ¥tHKim and Littrell 2001). Ol A&44 ko] 4AE 71 AE Ho=r}
AE B7F Al A A8 PR FRFE BT 7|E A= 2, 2 AqolM= A%
A Hoj=7t S8 & U uiSith. 22 AEolgt SR = BRlS 9%t AEE A

Aol Ae AP Aol et TgAE0] FHARE Al W= 9 o S T
L= 9o & otk AR, AE fAIRE Ut /o] =il 583t ARSI AS- A%
A #ol%7} ol Zlolotk. of2fet AR ok o] Wl AEB7} Al g0l HERly
T GAE duid d520% S8l Ao gt ZfolE WEAIE 71/l e, of= ThA

g-80]Z(cue utilization theory)2 2 & 7}soltt.

-|o_|
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G020 w2 AH|RR= WA @A (intrinsic cue)?t AA A (extrinsic cue)
£ &8oto] AFH7IE s Fok WY gA= AEQ] A3 28 AQ0 ol e E9F

Exo] et HRE oJushs uhe, oE S AR AT AHE BEL oy o
228t 0AR B89 4 9l AKX, M, BAE, BB} 2 FUUAS oujdit F
4R A7t A TR A ake 2ujxte] Polw 4ol wet ek 4 gtk

%, 13o]9] Anjxto] vlsf A@olQ] AHAF AFE 7L Al R A ThAfo] tigt o=
73] SItHRao and Monroe 1988). °|& & 9] Weto] &H8opd, A& 41
TALr}t 22 A9 WPAES] AFE Agof] BA=RIV| 0] Fav) Hit Fg4 53ks v)d
Aoz 7|Hfe] & 5= 9t} o]F TAR e T2 7M2E EESIth

_?lv‘
lo
B
H-(
_}1_‘
f
lo

7H82: AdeidAte] ik Bt @ %
o AF o)) mAls 344 &It & Aotk

3. Hyi=Ql7|=9} Az

E74 =710 gt Az animosity)> IFA E= @A AR, FA|Z, FAF Aoz
olsf] 7FAIA & wire] FAf(remnants of antipathy)® %22 4 ItiKlein, Ettenson and
Morris 1998). HiT2 A= SA4F9(ethnocentrism)2} BISdl Ho|A|9k AH|X} 850
FFE A= A&l A= e Zel7t 9lo] REEA] 2o Fasit. FA|do s,
A2 85712 AlFel gt AnjRpe] FHjojof RAAQl FakE v|A|= W, AWIE
ST A2 AlQSt B =7HE2] AlEol gt AHAke] Bt oj o] £l o
S t|x|A "tH(Netmeyer, Durvasula, and Lichtenstein 1991). Wb EX=71o] i)
ARE AtizhS 7H A9olls ARE SAFeE kA YEE & 1o, AHREo| thiEE
9] FUAIES ARA flo] & oS0t £ =71e] AlFe] thgt it ARG 7RsAdo]
At E AFH7 AAole T2 PIAA ok A g ANIE S45= AdE
o7 FUAIES sejAlEel s S840 E Hrltks BT ALE T 7Fs4do] /ler o]
we} sfijoflA A A2 B7Hdstotal A= AlEE HHistaA}; Sk A7t st yEr
g 4 QoA 2011: Klein, Ettenson and Morris 1998: Shimp and Sharma 1987).

gErchs P50 G v Ahge 1Sl FItERE SUE Aol TF
0] Qs AlFolet AAYAE THES SoiSA & 4 Ytk o 59, fHAEe
59 A} Fo] S4sks AL WA 2% thal G4 AL ek Aol that vlelos
Hejgto] ok TS AY Sk Uk ES AT JEEA, G Udt, ANH 25 oz




ERI7|=7E BB 71EFE Qo] HAls JF ARH Bolxot Adide] 2davt

F3} Wey, W 9B, FE9 QR 5o AnjaiEo] AiRe] AR tet 2o s
At vt ik, I of] ATANE BN Hhito] A% FhelEe] nlX R4 fvh

7 4BEIR) ofE B, ShinQO0 W 2AE] Ao the A, AN Aoz
o] 67) AREHFHTV, Br @7, 269, 2o, slet, Wgae] 3R A AES
e Pl 2HHe IS F 5 UL Bt T, slel YYASo] P2
Zell that AehhE 7 A9 AE Tofelrt ol A0 JIfd 4+ et ol EfE ot
23} 2o 7MI3S =&

1

7Ka3: A si9) WA A% Fulele] SgHel ofere nld Zolck,

S, BREQI7| %9 THAY AFoA= Auizto] 4HRe] 5o Y& F= A% S
= _TlE:]E]X] 535F o] Qlrt o2]¥oF Kim and Min(2016)2 A 713 =71o]| A 9]
BHER| =7 BREH == I HIXA] Eoke v, fijojkol= 84 & & &

%
98-S Yrick. ol MU/ R mre} 1gE RS /KL S 9SS HolE AT,
SUSOVISE BT JDE AWV ol AT Aol BARE W AT ol

—_

T UHY £3eFollA RIS ARt AE AR 7P e, O 23S EgAEe
LIzl ol BlS f%t AdEgor AES ?LUH She AR 7P & Aol ad=
Zgshe Hole F27t ot TEbA 2 oA sie] wgAe] BERl| ke gald] it
HEgo] Aol o8 288 4 Sl A, Ao ojd Wkem 2EEEA] Sklshadt v
I E2 7HA4E =SS AR £3197E S =ET 9] 7SS WY IR
B (1" 117 2k

TH4: Aol S A 790l Bl BA=Q|E Shel BFAL AFE oo
A 344wt e Hole.

1. A%

n?..

Hl—l;g

AZAIO] YIX|eE thste] 120789 gk sHAgEo] ARl Z7hsiglor, o] & 689 352
F/3ofet g o2 E5oto] EAoA ALfsiaitt. mekA] F 11449 A J7HRE(IA4=59%)
220971 &4 B/ x 2(FA® : A/a1) FE v AA|(between-subjects design)©l]
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et 47 RS % shiol Saele vigelan WA Bel Wro] £ oA AEL
Folshe AR TPsha, Batel 8T AES AAsh] S B ATAE BT B4
107HA(el, A 2, AUk, 23] 5)E At ol% wel sy 39le) QHES
S8 A4 AR HS0] o] Tilo] B Ao WekEs AE SE s Audo
2 Attt o A4 F7 29X SAEoR BujEl St BiEe] 2okl B
2 Fxsjo] AREPHERAR %), BASY|E BAe) A8 950 w27 599
Wb AEo] i B ANEGt TheoR AR Tolzo] 2AS g8 AR 41kt
o WskE & 2714 999) AUl psieltt Tel(ate]) ZANAE FSPINE
o] 717] A, B2o| AE SHE ekt SAsn 245k a4uA =919 Sof
FHjol7] 2) A% SRE TUT ALY A% AGhe] o] Y= sl ok o
7} Ze BAE BA HFUF e B0 AURles H1E o] Mo s 158

=

go

AU eet F1E AR 2 $ RS HAHEQV| =] 22H4 S f1et A7+
= Aol g9 &, el B 22 HAEZ At AEE, Azl et A
Z¥z} ol = sttt A|ZHe Wk Kim and Min(2014)9] 78 &=sto] “Sgalof
A BAL SlaRte] whiffe o Frd Aolgt U7 = 748 Hx(1=45 Wai=R] gk,
7=t @o| TujE)o] T BEgor Aot el Gill, Grossbart and Laczniak
(1988)9] A= Z=xsto] “(HF2 sRAlrt obd) FarollA HAl ss i 7hs/3-2 dnt
P77t ez ol tiet 74 H&o] 47 £ AT 7/ fla—RIEA] 9, ule- ghEo] W5
- SHE0] =5, A8 EVNe-mE- 7hsAdol ==, v @A ele-Tie @A) R &7
S TH@=0.872). Th3 02 o= Mittal(1995)2] A5 Fxsto] “HAoAA Spats A
E01017} 5k 745k W EH-2AAY sotE] FHlE) AstlAl JlojAl- ek Aol 738 Ak
9] 57 FHAS 84 A=-vie- 8% A A Y-l A S, AS Qn] S
5 97 U=, AE o] gl-mi o] S, A JFHo] Ya-vi FFEo] A2
2 SH5HA 519 tHe=0.972). HtHiE2 Kim and Min(2016)9] 975 x5t Z=o] digh
A2 BHT 57 FHE= o] et T2 AT vt AHEY7} ofyrt, S
S0l BAA FdFES BAKH St S ol AURA =2 FAE 9FE= 7L
At T2 = £33 AE skl Aeholl tigt seloks A= 242 748 H&(1=49
9] egh, 7=m% B2lghZ -SEotA stAtHe=0.806). UHA|eto 2 QI-FgAIsH Z&o| got
A g & AFEAS s AYe & AFS SRS

Mg o
2 o




BAEQAES B Z1E ojole] vl d: 494 Bolwe} Aol xdazt

2.

FE',

CER

M0l A BRHERIV| =t A i o] 2AA HHS 9o ANOVA =412 32
T 25 JBAR] ZoE RIS FAFeR, QI7|E TAE &83t Bl =2H W
E0|(M=4.95) A& &84 B2 Faro] Ed WHEM=3.39)°] v A2 =
= =A A4 o}M(F(l,uz):m.B, p<0.01). T3t AE ARE Sk wdoz 44
3 AU Q0] eEH A7HECI(M=5.98), 41 Bote] e AAE Alue]eo] =2H

7HRE(M=2.97)°] BI8] To= 20l w2 Aoz SRIFIKE(1,112)=96.17, p<0.01).

Tho & 7HEAHEES Sl FYe s SE5HFE, HAHERIZ|Z(BP), Boi%(CD), HH7HA)
3} o] A MBS ASAg 47] FEE(BPHCL, BP*A, CI*A, BP*CI*A)S SHHSTE sk
ANOVA B4 AX819.0m 1 AT1E (Table 1)} [Figure 212 2.0kslo] AAISI%TE HA
BHERI7|%9] 3 9K main effect)= F-2I5HA UERETE (Table 2)0f AJAIgt BI} Zo] Q1

7= ©AE E83t Fao] EH AVRFE(M=4.60)°] 7= A7t Q= Fao] =E2H I
7HE(M=3.98)°] Hlsf e ert A Uit 712 AAEATHE(1,106)=9.64, p<0.01).
th2o g HAMTRI7| ot AR Tl o] o] ujX]= Ao &g G 7K interaction effect)
7F fYokA vErskem 1 WRFE 7R Sdste] 727 AREATKE(,106)=4.55, p<
0.05). FAIZC=, QI7|= A7} Sl B3} gl Fart ko] vl B3] Ajol=
TE7F =2 W)(M=4.16 vs. M=4.34) R} 2 Tj(M=3.83 vs. M=4.85)°] © 2A ettt
SHH, Aoizto] Fufoo] WA= BEAA It {OoHA vt 7HE3E XA EAH
(F(1, 106) 4. 27 p<0.05). SRRt allid=} ge] BHERI7| et Aizto] Fajojko] niX|= A
SAGRI= G5 YA UEh 7Hd4= 714 ITHE(1,106)=0.61, p=0.44). 811, 7}
H4E ALY 9} 37H«1 7HdE0] 5 AA|E Tt

V.2 B

1 @7a% 2% @ A

B AT BUAS0 ABT A BAEV|ES T8 Fart FojeAATAe )X
NS BHY N2 ATRA theat L of2H, AFA AAFSo] ek, WA, £ AT
Aad o) B f80R BRCQ| S} BAAEY AE FulolEe] 244 ANE 1
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T e BoiErh mEbA 2ERRlag eyl BRERIY| =0 FardA 7t 4nlR} PEof 1]

A= 84 5IE 243 7€ A7E(¢], Kim and Min 2014)91 A3} @ malolof A 59
TP E0] AES Fulish= A7 & X—i%% T UASS HojFA k. Yot IS
o] B}l 9ot AEL 07 AES Fuff A] AE 4 Oﬂ gt Tt e Fol=(EmS

730l Hsl) BHERI7| =7} Al ez vlAl= il—} o & Ao= YeRth o= oA
A A7 2HRF FEo] vlXs YRS EAT dole ASA Tt A HolkE o
F8SIEE A= E X&A P9 JfdS EHE 224 Jo4E T a7t vkl 5k
Z£ - Bruwer, Chrysochou and Lesschaeve 2017)2} AWte ZAxlo[c} & E 1=

A To|=Rl AE 4RI gt Tl s AFEYo ZFetal 11 avtE ASUO =N F
5 ﬂxﬂﬂ @A 9] SIS R4Sk 0] A&4 ok i ofuEt A Bolo] ds
JEsfof 9h& HolFal itk

i

<

3, 2 OFLOM Ajgto] Fujoe] A= F fﬂ}ﬂ l‘%xéx—*._é et A2 7MY 5
et 2

212 712 A(Kim and Min, 20162 A S ZAsfolch ol 71 AL 2l
&% AT AT AT 29, 2 ATolE BuAS] Pkshs AR THsIgied) ol
3 o) Zjolol W And 7RsAo] ik %, HRAkE WEske YU 49 2ot
A st ol o 1S AR Aepsisicks ﬂoﬂxﬂ %aﬂ HEAgEE
gt

> Sl Aol e 2] ato] AgEAolol 7o) A ol Azt 14%4; 2] ik el
ol gl BAEQV|E BAS Ao P8P fros 228 2 4 it ofat
| e B 9TE B9 & o Whs] A=y "avt ok

£ 470 AT B9 WRASS PO ARG B nhESOA) B
ARUAA Hke $UT 4 i ololtlolB AT WA BASI/| =S BaAlz
SHow B8 Bavt Jee AN B Aol AFEAL Sl Ju BUES
S Gelthe ool 752 SOIng JESKS ol BYAT Aol TE B




BRI B 719E Fojele] vAE GF HFA Holmet Arige) 2um

2 A7 o2 22 3 7R A% AV Q1o % dtollA Hekd davt Qo

ofd] g BHERV|E BME s eiokthe Holtt. 2 dolie w19

, )8 BULHAR BB BIEAE T 2 HE I

T BAE 8 o= 5L AT7EHE De 7 e A 1T Tt A VIE A+

% HRHERY] 9] L7t oFsf) Aol wish ArAYE] vjAle a3t

diiE ez 7] ek2 wdo] ARE dAtet 2 off HRAESO| AR & Stk HolA

< O 857t w2 A3l ATHHAIY - 95 2012: o= - A 2008: Kim and Min

2014). WEPA FE Aol HefRt 71 SAEo] BRSO Rl anE vl 24T

o oHlEEe] & o ARl ARyl dEke 71tk Hl Bee & 7 S Ae=E
7|

theo=, A4 ol olQoie BRIV =0l avs AT & Qe tde 44 ¥
T2 LT EoUt vk dIE =Y, W80 UH«V\PH’H Al AZrsh= Al7FEHtime
pressure)> BHERIZ| =7} oo of w|X|= RiE 2ET 7ol itk 53] 719l B3
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(Table 1) EZHEQI

7|7t FOHQIE=0| O|Xl= Edk: 2Tt Mhze| xEgut

Source df Mean Square F Sig.

Brand Popularity (BP) 1 9.721 9.635 .002
Situational Involvement (CI) 1 227 .225 .636
Animosity (A) 1 4311 4.273 .041

BP * CI 1 4.586 4.545 .035

BP * A 1 .620 .614 435

Cl*A 1 .061 .060 .807

BP *CI *A 1 .046 .046 .831

(Table 2) EEHEQI

7|, o=, MU0 OE F0He=2] X[O|

o= HHEQV = R HZaE Mean Std. Deviation N
A 3.9063 1.03229 16

A7 A g i 3.7500 1.24035 14

Total 3.8333 1.11675 30

A 5.0882 59910 17

Ao e A IS a 4.5536 .80967 14
Total 4.8468 74071 31

= 4.5152 1.01923 33

Total a 4.1518 1.10625 28

Total 4.3484 1.06681 61

A 4.3077 .59646 13

A7 A g i 3.9773 1.15896 11

Total 4.1563 .89325 24

= 4.6000 1.39450 15

J3o] e A IS a 4.0536 95161 14
Total 4.3362 1.21243 29

= 4.4643 1.09018 28

Total o 4.0200 1.02551 25

Total 4.2547 1.07360 53

A 4.0862 87443 29

e A g a 3.8500 1.18585 25

Total 3.9769 1.02707 54

A 4.8594 1.06054 32

Total M7= THA S al 4.3036 .90359 28
Total 4.6000 1.02117 60

A 4.4918 1.04380 61

Total a 4.0896 1.06077 53
Total 4.3048 1.06626 114




HA=QV=rt #g749] 71 F Fofiel=e] vjAls 9% 4% Hoi=et Ao 2das)

(23 1] 9=y

e o=

(/1)
H2
B .
o
GIEN(F/H) H1 T
H4 H3
ozt
(A/1)
. J
(O3 2] 2MZ0 2
/ ~
A ol
(/1)
BEOIYE o
A (/R T

Sz

(/)




52

01 284 59} FABA DA Y& B}

02 ==4 = 87|71 “AR = 34}
BE2e % &0 4% AH 2ol $of 2o,
ot g Ho] ¥ Yo 7S HAE H0l ¥

03 i2gozw byus
Qolg EBIY AL 2 E TPEA 52 2 o]

Agg2o=2% S4UML

7FA: =2 99 9ot (F+5}H:16.0009)

AZRY: BT/ 27 T 29/ 5 12002(300g-2-8772) / B2F: FOUE WIS
sy o 4P Dol A2 F 22/ KET ASA ES ZALAAL. E L&)

Note : Bi=017| % FTTh S AFE31A] Qko 371 “ZTLolo] 714 Wo| sl slala} Hal= 19
A, F= AE A Ee e ARSSE




HA=V =7t $3749] 71 9F Foflelze] vjAl= 9% 43 doizet Avige] xday)

Effect of Brand Popularity on Purchase Intention in the
Context of Tourist Shopping: Moderating Effects of

Situational Involvement and Animosity

Kim Ji-Hern* - Wang Lili**

— I ABSTRACT

A foreign tourist's shopping activity positively affects economic growth in a
tourist destination by raising local retailers’ income and increasing job opportunities.
Accordingly, researchers in tourism industry has focused on examining tourist
shopping behaviors. However, they have not been attracted to devising an effective
marketing communication strategy to induce tourist shoppers to buy a product.
This research conducts an experiment to show that brand popularity should be
employed as an advertising cue to affect purchase intention in the context of
tourist shopping. It reveals that brand popularity has a positive impact on
purchase intention and the popularity effect is moderated by situational
involvement. Specifically, when tourist shoppers have low involvement (vs. high
involvement) with a recipient for whom they buy a product as a gift, the effect of
brand popularity on purchase intention is strengthened. Meanwhile, tourist
shoppers’ animosity with a visiting country negatively affects purchase intention.
Unexpectedly, however, the interaction effect of brand popularity and animosity
on purchase intention is not significant. The theoretical and practical implications
are discussed based on the results of analysis.

Key Words : Brand Popularity, Involvement, Animosity, Tourist Shopping, Souvenir, Purchase
Intention
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