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I} B =7ke] PASS] SeAe Axsks T
A go] Q3 shEaE 1# %1 QIth(Morgan
and Hunt, 1994; 1997). o|2Jgt =4
3} Bzl TS ]

—;
]/\]Z——; _/r\_ [JASS @/K]t‘ﬂog

and Maclnnis, 2006, Park, Maclnnis, and
Priester, 2006 %), 2= ofjZto] tjat 71d 3|
Role AAjulet e Aolelit FEH R
TRjBks 2918 ofa} Rl HATSL 2uj Ko}
©}0] 12)/778 4 A4 (connection)& ZFZ3ICt,
o| & £9¢] Park, Maclnnis, Priester(2006)= H
Ao} Aol AR QA A A4e] g
ehi1 olsirA e ojge] 9l 7
£l 48 ol ntl oake e

Azto] Baste, dulgore] HHAel A
o] o]FofAof 7hsshH, 574 Ha=of thsAfet
FAE D, At ofzto] FHEE HAE Wl
A TS| gh=the Aolt, BE Hglo]
40 SPBIA) Q=i A2 71%4e) QIO 7
a3t oAY 5t E ZlojEg Hilt Fgho]
QofLx] FER B HAS oo thS Fa
Aoz cgolrof e sigict, okge, 7|
o] BRI e=sh HoH AelolA] ol e
of&ke: 34 Abdof A BeiEet ZijIte] AAIE
Az oA Aol gl Ao By

o]zt HZlof| 7|53} Park, MacInnis, Priester,

-



18

Eisingerich, Iacobucci(2010)= Bt ofjzla} 2
A= Eghel s A2 H FRES FAe
RS of2tel SA4S AAYT, 159 AT
mEg, LSS HUEES Aofe] YR BE
Lo 2 HI =910 AR 7H(a sense of oneness)
SPA I, S8, 2, 71, et 5o 77
FRIITE ThA] ol B ofapo] Lnjaier

A= Afole] T Glo] HATT} Rote] 2
(extended self)o|2}= oJu|= Hi1 7ol 7+o] &
AR AR, 147 2] 2)a 4
1e|7} 2AsHs Ao R stk & 4= Qi)

2, B o] oig WA w25
o} Zutel 54 B oflo) 8 4
S| Y% ST 20l ET] A A1
Sl 20& Haste g0l S4e otk

H

o} ofglo] e 2SS Jole} s

111 tlo o

f
f‘g
re
iy,

o F

ZREE A7mfe} 7R 0] 79

1
& 7 glom, g HaEete] TH4 44
Auj

F

2 o] thgh 11yl Koo, IAIE &3]
95t =82 7|2 2ItThomson, MacInnis, and

Park, 2005), Th2-©C & Park¥} 19| =2-5(2006)
& MRASI} UET} 7 HRAE oS Wi
G 9l 27192 A 717 248 53 9k 20,
HREE 295 AolE UEA 5 U H
Amlo] 878 FEAAok 5, B, Deh=ol
4 Esto] £u49] U Aol F45 sHob
s, vpxuro.z, Aol Zxol Befo] g
BRIES o) HAE 4 Qi AR S4S ATsle
Jo] Bastchn Zsii), theos Bals of
Ho| o] 12k =Slele], BAS AL Hop
AGUAOW 2 oA Az ele] 3921e)

= TRItE 3824l oS Holal qlok. =l

ox _Iﬁ

i

0
ofk

e

H

A= BAUAE S Fa40] HEHA v
ool T3t AFSo] TRkt ol el
oltk. o2 Sof o]53let F7(2007) HHE
ofsfo] SHAEl HAE e vx GRS 7
Shglsl, HAE g A B oL Y
ezl o1gt oS WA HAE ofdfo] £
2 3pgsl Base et gwe o wojxel
Ao tehteh ofeld Auke 7)) B4
SOl HAE Hlwr} HAE S A AREE
FHH G T RS ot Ao, ol
3, AUE(2005) B ofzte] Amalnt A
TQle] Tt ATE B3 B ofziu Btel
Aazke] BARS AR 150 A7AT
W= B ofERe B4 Mo thet ok
og o FAE BAE ofzhe shg BT}
asjAREe) Aotg Ui} 2 FHHFEAS o]
=

Ei’lth
2) B3E 1fz{C|
Bt gigide REYEY AE S5

8l =7 (originality)& g5kl sASh= "

o2 AREE o (I, 2003), W=

1o

FHOFAIL 1 A7) sluke] =27l A2 o)A
& U2 oL & 4= ek wev= S9) 29,
A=, 9ot & oI 2N FEA AMEAL
e RAS RELEY EY I A4
T UG REES Sk Rz o 34
491 A28 QYR BR8] AHH 25K
PR EER EaE B BER L]



7 Lzt ot Bj31E Saf mxAE Adele

AS FpH02 2y sl Heicle 9

zgolt ik kS Ueh) $iste] 2%
U 2E0] 449 AR mushE AHEolL
ol R ofsiul gk, el Pl S

she |l Aele
HTHE Aole sl Aom B 4 ot
2

(Hutchen 1985

%0,
rlr
)
ol
ox.
rLllo
N
=
b
£
o>~l
K
X
2]
ne,
=)
=
)
r *]

)
o
4>
30,
)
o
>

=}
e
:o=12
oft

o) LS BIS 90 o TS B A
R} 2ulAEelA) BANE BAslel Azt
T S HRAE ] Sjn el Al s
£ 39 2ol BASO| ojole] chgelar qlek
g 4~ Q)tH(Thompson, et. al., 2006).
”H—L’ir/] PO] ApglF o ® Skl ekl
53] nAE A=l Bt oA
== —)Foﬂ EL]'O]’E} HA 24T AL
(2002)> ¥}, wjsAE, o] the Ha 5
F52S aelcle Ve mae Adwt 1
So| el Yew, e Bt kel
0]401 olul A7} shele] o] 7iold 4

BHHc 1iy{C|7t @2|X|d 22i=9| of=ty| O|x

= Y 119

of] vlaf| Q1A1& "k AL gato]
o e e, el w o
2 Y, 5 WA e
(2006)> AEF e Y ElM=, 71 E]
ﬁﬂ’ﬂxﬂ% FroEl(EEe] 24w
_I__24 ZHA ‘l“:TL 1"/_]—)0]]
ot gl ufolo] miXls JREE
HESISh %«] Aol wh=H, gE
gkl thgt 4o wHb)wet=A 9 sfeid] A&
o] &n|ALe] F39| EAFS FEAZIAE, Ff
of=2 7] S| Ftths ATt =EE
ek =, 7 Bl RS frEsshA| o2
] 3 AR RS AloflA B4} E 4= glow
ojRoflA #R0 S8 71 aHlAkEe] 59
Sojel e AT 4 9o, Tl B4
Bl SR s lo ) ook 22
= AABIT) mhARre2 s T)e} ulAE 4
off TR 7H B =2h= wfieir] HEiEr) sfitlE
sRkE of 7}3js Aeston], olo] et W 4
of 3t Ao|tHEEfY, 2002; Earle, 2002; Petty,
2009 ). & S°1 Petty(2009)= X wl=ollA
2R Hei=of| tigh B w2 AlEe] A
W Aelol] Rt aFe] AulE AAs= 2=
afsHAA BE sfEtof tigt s F Aol
Zh= AR o] 2 sk ] 1% F THA] Wk
a7fekgey, A WA= He gfer AlEofA
Apje] ol AlS: Fi welo] wrt @UHel ek
olek Holth, F WA, 4ulat 2AE S
SHIAL 419 @A HACY FHEA
2193k ool ofLlwl aje] elxld Bl

o oy & &
NooHo ox ok @
B g =

e Hode

2 r

o T o

ﬁ% B

5
i3

]

o,

ﬁ

Aefels 2aA Azste] sfete AES ot
Sl ARIAE AR o 47 9] Tl 2]



120

e2Ad HHET} anAEolA HEE 4 fle
se=E QS g 7] Slald Tz shel
AFE A LSS HAE SO 41E
AL Akt gk
B S} 29SS A ofe] 23
2 e 2 M54 A A9l 1S 1o
S Alelst) Tale] ofa} Ava Aol Haks
(1o BAT TS B ofe] flé, Bals
27 (brand detachment)2] IAo] U3t =0z H
B 228iE 4= 9IItHMai and Conti, 2008;
Perrin—Martineng, 2004), C‘H?‘L thAkake] A7}
SR AL e 2418 WA wiE=r) Eoj
AAG tiA[S = Q= HXL el v =rt =2
39-o]tiMikulincer and Shaver, 2005). ¢17]9]
A 253 82 8] el WOl 9l
ParkT} E2E(2006)2 BT} Au]RFE0] 2o}
878 FEAATA Robel oS SRS T
sk B9k oS Sof Lehulact o) 244
o Augl af ulE Hopy| S Hala] 7I7IopIS
Agste M T84 2 A%l 3 4 9l
olef WAL HAS Helol AHOIE A
W02 kolel gief, M el AvjAHSo
TAol FARE H7%] B(affective bond)=
S0 2 RS B TSk el )
ol AulxiSo] 7|gjee 7o) v] 55, A
T £ 710 He) A oAAe] e
oI5| P tHPerrin—Martineng, 2004). o]} &
ARSE Ao A Fournier(1998)= HH =7} x|3ks}
© W, 9, 7 5= Aslfehs AL} AR EA
& A7IA AU 2R

o=
U, HHE] AN ok
ohe el 7S]

_/,\_
| et AnR-EHs

\l

l

ﬂ% B TStk 7}”@“ H B 72

7[Rk gfeirie] 244 OH%(QWILE)OH
1‘4%‘5& }_EOM SAE THO=E k= SAH Hide]
CHEarle, 2002), o3t sj2ir] §3 5ot
Ut Bks @7 ffete] ARR 2ES] 5AQ
2ERS WHISh= ARZONU olsatef ok AR
ofujofx] & 4= Qo] B ﬁﬂﬂi = Ao
weha] 5784191 ofn] Hrks §A4] om|7L o st
t}, AA9] Al|2E ° NIKE' 2] ‘NICE,” ‘PRADA’
9] ‘9RADA,” ‘PUMA’ o] ‘PAMA,” ‘GUCCT €] ‘90CL,

S} o] BEE myal vlge] FABK: 130
EP ol B JHEMOH e 7o) AHIX}
EEIXI HHEES H|EAL SR 7
Oﬂ whebA = Hlst it}% RS WA == 75‘%7}
O Eolc), B2 7$of| ulehies frE st 13

ook b A 4 oLt o2 BaE
oot 3212 W32 ANefsp I ofef Sl
o} o]tz "E27o] M o]u]x]] =0 Thompson
et. al., 2006)0lA & 4= ql%o| wjzit] B9
S Heleeh AR} 7Ho] 2|91 o] ol
= ATE & 4 qlon Hoh o ARt A SAH4
Hie itk v wokes ] FEHE s
785 AYsl7] wiof 2R Hifi=of 2R
FFE 2 & 7hsAdol w=rh FE TofEHAH

Z'(http://www, adbusters, org)5-2] ¥l E3}9-%=
Sse] 25 olo} uiet 0] Si 9L, $4
A B el o] s BU o Hrt
A e 9 70

SE theTt 7}

E



SHAES & @72 F) el selciet 2]
5% BAIES 2o el BAjel: 5 ual
7} AR 7o) AL ek Qe

So] Aol 8L FHAY|A FL A7
Ko e}, ol S ozt Helo] &)

24 Y shuel WigE iz oot =
= QK (Park et, al., 2006; Mai and Conti, 2008;
Perrin—Marinng, 2004), & 9=19] Welal= thi
o7} QLA sHefe] i Hehz A shefe)
H Bisof digt AnRkEe] B Fg20 A
2 W& 5t Jean, 2011), WEbA 2 b of2Rt

(H77}s) SRS THRiCiof Chet B2 Qalxlg S

Eof cHet AH|XH HME ofFol| RYA =

]

=

Zo|ct.

2
i
517
o
nk
et
2
o
X
<
i
fll
2
b
~
O.
5

28 AFSHbrand ownership status)2l HEE9]

Hle TRiC|7t QBIXY HH=o) ofRlo| ojx|s HEF 121

o050l ek 457) 8] g e B
st} o ol EoHel HEg 7L 9]
o] olefet 7o) Sl o] Holslo] 2y
Azl it Bfme]] QoA B HRHES Afolal
Sl AMIRP} 24814 SR Azt Huko,
2 ¢ 9879l W82 Role 28 /R At
(Kirmani, Sood and Bridges, 1999). Beggan(199
22 Yo7k et 241l a7k Beli=of gt
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shlch anlat 554 &9 1/A 5 6] ofzke} a7t & Aoleh= 7HdE H5s] Slal
el F9=(M=3,28)& 7= & HhEsEgl o, 2 Wi w2t =F /xR 1k BiE
(& 2) HME M2iC|7t AHIXISC] HME ofZtof D|xls Sat
B BEHR) d.i. t
A OHEF 3.23(1.21)
182 4. 34%**
AtS Of=t 3.00(1.16)

***p<.001



128

-
-
-
il Y

0\ 284 _‘-E?_HE =P V-]
2.92 -
& odcag
AR o2} At 0%}
[13 2] HHE mi8iC] &0 BUE AR BYHE

oh=toll Ojxl= &at

AS/H] A8)9] WHEZA HALH M(repeated
measure ANOVA)S AAJ}ST]

w423 (a9 2>°ﬂ*1 & 7 Qo] Hie
gjfr] 3} Heie Afojiio] A5zke avp}
ZA 5l Ao ukEA E} FA RO JHEM =
HE=O] A HMES 403t FTke R3]
ok et BYE sfgicio] o RAHoR vk
ahe Aoz "l A (A7 2= XA
(F(1, 181)=5.36, p< 05).

3) BHE mi2iCiet AH|IXIS| Z54 8+ &1t

mo
=
uﬁ
ol
iy
=
_ti
r‘&
r[o nx
=
2
(T
%
i
:F.z
v

)
o
N)
™
g
=
-,
o
o
Pr
m{w
:@
ﬁ
2]
ut)
)

(repeated measure ANOVA)Z Al .
AT, (CIE Dol & 4= qhxel, F

ftlo
>,
>,
ol
S

Beocaaao__
b Y
.06
—*—=e4x
R a—= ]
235
ARZIOf %} AP Ol &
[O% 3] HME 2| &0t AHX} SEH 727t
B#E of&tol 0|Xl= =1t

3ol gt uiet o] HaiE sfj=ir o] gide]
A HACSO] oS Aujd BEY 87} o
Acto] BT offzlo|| © HAZ ] oJ3kS ujx=
RO WrERom tehy (@771 8y X|AH
ATHE(, 181)=26.56, p<.01). &, =54 &7}
T AT W2 K] mjs) Hil=of gy
ol ol ki g BAH 0 R ukgR Holc,

B ATl BAE seitlo] mEEelS v
@A) BRH=o] thet 2u]ghe] B o} wish
Ao olefi Ayl sy =] Afol

AR BEA 87 o] gt o2fAd BHeo
e £elA4S] AT SAE ofte] el
ofufst FaFE P AHE sk 3 WA
I BRI L PR
o BAE ofzel] G wxEA AFHAC



HHE vzt o] aujo

ot thas oz

AR B s} ZpAe
ol FEeA A0l

%]7]% $HHThompson et al.,
S T e Ak
o, S s} ol ] e
& Zaofeh 4ntE A

asjol w2yl BASIL sHefcist s
ey Bemols ofle) el w4 2t
19 oF 2= 9lot} o] 7|EA
Kjole) Golsh gle] ool sle] 4uja} 7t 8]
) ] QAL A
U Bl =of oigk 17 /dolut
Flig]o] BHEo gigl offzto
e = HAE g2 dAto|

—

Y
o

kg

s

4 o
it

¢

X

=

uz
¢

X
|z

flo

i
N
@
|z

o
& 5

N
X
=2
2
st
2

BN
iy
i

Ir
=

o

r

o o

i

[ o
i
By
3
B
o

%
rir

T

=
i
o
=
H_‘
iy

ol

¢

£

o

g mjaiC|7t @2|X|E 2=o| ofEto| O|xl= FEF 129

Ad Biso] et M, 2

=, JidArel BE 719 ol o @] b2l
ubAE 7} ) skAl kAR, HAE st
LA d HAE0] 7S AREAI7|= A= Q14
@ 4 gk Holeh,

Al AR, BRE si2it)o] leES ) 4]
A 254 8 2ulRSe] HAE| dig ofz
Hato]| mA= B3RS 2¥ske o= e,
T el 54 St S8 ke e e
) 2p419] Aot Ede] cet &7} kL ol
AR § SHOE BEG HASS 275
mzoll HRHE sf=ro] @ R Aoz vk}
Aoz B 2= ot} Aot}

T
(6]

of
rlr

4
%
-

By o HaE djtizl AN 42
3 AksIgLot okt ole]
arelol] et 2AZQ] ol2el kel sl
ORe Ao, HAE St sulxe] 2ej
o] Hhgh HAE ofztol u] x| oo

U d

=2 — [e]
gt AEIkE HolH 1 ool wAs 4
oI}, HRE ofzke ujxje} BT 7ho] 47|H
ol 794 PR o) T} ATk AARTE
o] gz} 1 :

olF(ell, Zend 7H, A 991 214, 3%
F% 55 Thomson et al,, 2005; Van Lange,
Rusbult, Drigotas, and Arriaga, 1997; Johnson
and Rusbult, 1989)¢] WE QA8 7oFst uj
AL SAEILE 1 4 Qe BE wfeiciep
o TAIE PFIH R HUE oS

F53] shey) 7lelgitka & 5 gk 59 2

A~
T
A= ol SHolM AF2aw), B dizy
juj



130

sk A2 Wat gl Aeleh, 53 sfelt)
Aol Ab8] W 281 olgiv} olut £etal

% Jﬂ@r k= ?X]' 2] JHEMEM
A2 Eardo] HAL QA= Al
of T=zo] Fr} shEl= o]z Qlek Heli= 71x]9)
FE Aol Fofstojof g Zloft. &4, AHlE2
Hfl=of thsf theet FEj= ARERSS Hola,
Selclat g vase) ojulo] B7H She A
& mols 5] e BT S 7Y
Zart Qlrh olE0] &3 ERI19F ¢t Hile
(anti-brand) S| S shelr]e] Aol @ 4
glem, 2 2 el LS Bgslel
0 ofplA)z <lslel SRR At HUES A
aL 7]_4&%0] ol /\u]x}——o] _r:[Lo X]E J} Lg}oq
of glck. A, BAIE shelc] 2] i) S
A= 5542 AT A (proactive) 7} F-alkE Tt I
asteh, Wepd A B st 2
2%, elcle] Fet AL 4 9 opge] ot
WU RHL B, LuAe) A5 2l
A St oA FefelAS Tletetotol 2
Aol 712l sefcle] ot he-2 v 12

H|E 170] o

o
i

).

ﬂﬁﬂm

r

AR B8 oA Faok, A4S Fa e
o) 282 9I3t o] HAE Belo] 4R LS
AP o] AHolch@ e, 2002). et
ol dgollA] Feld 4 YHH, HAS Ao
A2 9% 02 5 U] GE At
¢Jo] Bola Qltk(Earle, 2002), TiA] Hal
HA=e] sheiclo] cha) 48 AL S
Zeinto] thgol ofl, At HaEo) el
5P B olk ol g2 SAA O HMs
2017, SApfcit 22y el o1
%

Mo o
)

)

i3
2o
-0,

[N

-

4~ 2 o
w0 -
fr et nf

N
ey

=

)
A ol
il

Nl
%
—rr‘

34 OHZH §}71~“°ﬂ EHHMO% Bl
g Aolt}, B3] AAl BAES
FellQl SA He vy
RS A5hA]717] whol]
o Pl eyl ek s Has
A2 HlafrAREol| RISl ARAF Hei=of ot
AE7} =3, APHofRbe] o st
JollA} 712 ko] TAR Joll FAA FkE
o)Atk & 4= Qleh wheby 71 Aate] x]4A

L ABE A AL B

5
=
jud
@
b
rlr

o P 0
J% so g
m )
[
°{N' T
£
(T
.
Irl
_{)4
ml

mx



7 AT 9lol(t=2.96, p(.0D) AfIETE
Aow g}, A
AT BT BAHE AR E L B
QA AHlAEo] 2
EAlohe, & Anlde} sl HaEgle) 4]

420 Slofut HAE o)

Aze71e) Fet

Hlz]o] "l

271 v ——

e mja{c|7t @2|X|E HH=o| ofEtol| O|Xl= ¥EF 131

3} 2702 32N SI) A8 AL B
WEolehs BAES T BAER A
Gt} 2, 2 Ay BUE ofgo] FAEofof wict
L o] 270 4 AESIE 7|1E BAES AN
Bt Qloly] the] AUE A WA A

W oleh HAES A Ao ARt
Ui olehs HAEs QAo R g B
£ QA Geks ol G i) HRls
£ ooz ATe Yast 9 selth Bus
OfERS o HAS Bk Zeju]el HASoA
B 5P A5t tiolct, et BEsi H
Eoly] ] HAE oz peislo] Hick gjziat

SAI7F B7Fse HE AR

mpRure B H et
cheket FEj o] sz 24
uje} 2HZRE] BheE thE e
oA dlE S0 et e) i, F2of whet
olof thgt tf-5-2> Zetd 4= Qlth(Earle, 2002).
& o] "UE 2 (Marlboro) W'9] o] Qo] A
2 2G5S gjydsto] 1HE9] Hsis g
H2|t)= gl AlES o= SFAITE, T
BoAl= APt Feolglon, A HAFEHE 7
A 218 2 S AT Qloke R
(Del)'®] 215 st ‘HELL H=t] 5 w2
o] FEol me &RAEY B2 w2

T o},

Q7] gio

ok gp

] r% et

o 1o
30
2
o
=

o

o,

4 e
b

]

o,

H

e

Eo
=




o
rat

g

o

ek Qbg5(2012), AH|2 Aluf g lo] HESY Q]|

H)x)= gekat A 2EA}, ofkfofatA]
E1x4, 14(1), 99-130.
AL, FAAH(2003). Fhdt  AnlRp 58 A
(K-CNFU): Hz=odtat ebets}, s/=74/2/3)8/%]
(£B]RE 2H37), 4(1), 79-100.
24, 7GR (2005). AH]RFO] EEAJL 10} An|gy
T uEAT FERET] deAg, o
X ejep3) A 0], F1), 6(2), 79-101.

3, oleh, AU (2005). B ofj2ke] A
o} Anpss, pujxiglelZ 16(3), 45-65.

T3 (2004). :ZAEWH afjet] @4k AL wSolE
3} A1, 13(3), 315-333.

HFg(2005), QTE{Hl9] o]u|=] afjz]T](image parody)©]
& Yeol] Tk A, AFA 0[5 13(D),
74-100.

XG4l 317, H9-2-0H2004). HIHE AZo] HIE
ofzte] ml= P ARFYE B = o2

o

o) Wi, w5 LH]S, BT, 53,
15-34.

AV, o] 87(2006). B2 Xﬂ% s EASERER
djo] el nx Gk Bassle 4

20} 74 HHEE FHOE, P
30(5), 674~683.

SEA002). HAE 2 7|AL e s L)zl
2 Aol el et wA 13, Bzei 51(A2),
75~96.

o453, H973(2007). T HAE ofZo] S Ha
E djwol n|A 9, 5797595 31(1),
151-161.

UZF 2EZQO0A). T, chik-sheit] BE AF, Ak
AEZ BT SAE, 62 169
A4, A Q002 TV sheir] fvte] Bt
AL, B2 13(2), T~25.

BN

ot

=]
27, SA8H2003). BAHE AAHE7LE 95 A
9 A He A JJrs} AL, ZHZEISZ 14(4),

~

w

-66.
SIEE A@009). TA1e] S B AR

-elojzety, sl A, 69 8.

Adams-Price, C., & Greene, A. L. (1990). Secondary
attachments and adolescent self concept,” Sex Roles,
22, 187-198.

Alba, JW. and Hutchinson, J. W. (1987). Dimension
of consumer expertise, Journal of Consumer
Research, 13(Mar), 411-53.

Babad, E.(1987). Wishful thinking and objectivity among
sports fans, Social Behavior, 2, 231-40.

Ball, A. D. and Tasaki , L. H. (1992), The role and
measurement of attachment in consumer behavior,
Journal of Consumer Psychology, 1, 155-72.

Beggan, J. K. (1992). On the social nature of nonsocial
perception: The mere ownership effect, Journal of
Personality and Social Psychology, 62(2), 229-37.

Belk, R. W. (1988). Possessions and the extended self,
Journal of Consumer Research, 15(Sept), 139-68.

Chaudhuri A, and Holbrook M. B.(2001). The chain of
effects from brand trust and brand affect to brand
performance: The role of brand loyalty, Journal
of Marketing, 2. 91-3.

Earle, C.(2002). FWD: This made me laugh: How viral
ad parodies impact your brand, (Wwww.brandchannel.
com/images,paper/FWD.pdf)

Fishbein, M., and Ajzen, 1. (1975). Belief, attitude, in-
tentions, and behavior: An introduction to theory
and research, Reading, MA: Addison-Wesley

Frank, T. (1997). The conquest of cool: Business culture,
counterculture and the rise of hip consumerism,
Chicago: University of Chicago Press.

Fournier, S.(1998), Consumers and their brands:
Developing relationship theory in consumer re-
search, Journal of Consumer Research, 24(March),
343-373.

Gross, H. E. (1977). Micro and macro level implications
for a sociology of virtue: The case of draft protesters
to the Vietnam War, Sociological Quarterly, 18(Su
m), 319-39.

Gregorie, Y. and R. J. Fisher(2008), "Customer betrayal
and retaliation: when your best customers become



your worst enemies," Journal of the Academy of
Marketing Science, 36, 247-261.

Hill, R. P., and Stamey, M. (1990). The homeless in
America: An examination of possessions and con-
sumption behaviors, Journal of Consumer Research,
17, 303-21.

Hirschman, E. C. (1994). Consumers and their animal
companions, Journal of Consumer Research, 20,
616-33.

Holt, D. B. (1995). How consumers consume: A typology
of consumption practices, Journal of Consumer
Research, 22(June), 1-16.

Hoch, S. J. and Deighton, J. (1989). Managing what con-
sumers learn from experience, Journal of Marketing,
53(April), 1-20.

Hutcheon, L. (1985). A theory of parody: The teachings
of twentieth-century art forms, New York, Methen.

Jean, S.(2011). Brand parody: A communication strategy
to attack a competitor, Journal of Consumer
Marketing, 28(1), 19~26.

Kirmani, A, Sood, S & Bridges, S. (1999). The ownership
effect in consumer responses to brand line stretches,
Journal of Marketing, 63, 88-101.

Klein, S. S., Klein I, R. E., and Allen, C. T. (1995).
How is a possession ‘me” or ‘not me’? Characterizing
types and an antecedent of material possession at-
tachment, Journal of Consumer Research, 22 (Dec),
327-43.

Kron, J. (1982). Home-Psych: The social psychology of
home and decoration, New York: Potter.

Lim, J.S. and Ki, E.J.(2007), Resistance to ethically
suspicious parody video on YouTube: a test of inocu-
lation theory, Journalism & Mass Communication
Quarterly, 84(4), 230-245.

Mai, Li-Wei, and Conti, P. G.(2008), Dissolution of a
Person-Brand Relationship: An Understanding of
Brand-Detachment, European Advances in Consu-m
er Research, 8, 421-430.

Maslach, C., Stapp J. and Santee R. T. (1985).
Individuation: Conceptual analysis and assessment,

BHe m2ic|rt 22|X|E HHEQ| ofFof OjXl= & 133

Journal of Personality and Social Psychology,
49(Sept), 729-38.

Mick, D. G., and DeMoss, M. (1990). Self-gifts:
Phenomenological insights from four contexts,
Journal of Consumer Research, 17, 322-32.

Mikulincer, M., and Shaver, P. R.(2005), Attachment theo-
ry and emotions in close relationship: Exploring
the attachment-related dynamics of emotional re-
actions to relational events, Personal Relationships,
12, 149-168.

Park C. W., Jaworski, B. J., and Maclnnis, D. J. (1986).
Strategic brand concept-image management, Jou-
rnal of Marketing, 50(Oct), 135-45.

Park C. W., Maclnnis D. J., and Priester, J. (2006). Beyond
attitudes: Attachment and consumer behavior, Seoul
Journal of Business, 12(2), 3-36.

Park C. W. Maclnnis D. J., and Priester, J.
(2007). Brand attachment and management of a
strategic brand exemplar, Handbook on Brand and
Experience Management, (Ed.) Bernd H. Schmitt
and David L. Rogers, Elgar Publishing: MA.

Park C. W., Maclnnis D. J., and Priester, J. (2008). Brand
attachment: Consequences and causes, Now Publ-
ishers Inc.,

Perrin-Martinenq, D.(2004), The Role of Brand
Detachment on the Dissolution of the Relationship
Between the Consumer and Brand, Journal of
Marketing Management, 20, 1001-1023.

Petty, R. D.(2009). Brand parody products: Is the harm
worth the howl? Journal of Consumer Marketing,
26(2), 64~5.

Richins, M. L. (1994). Special possessions and the ex-
pression of material values, Journal of Consumer
Research, 21 (Dec), 522-33.

Richins, M. L. (1997). Measuring emotions in the consum-
ption experience, Journal of Consumer Research,
24(Sept), 127-44.

Slater, J. S. (2001). Collecting brand loyalty: A com-
parative analysis of how Coca-Cola and Hallmark
use collecting behavior to enhance brand loyalty,



134

Advances in Consumer Research, 28, 362-69.

Snyder, C. R. (1992). Product scarcity by need for unique-
ness interaction: A consumer catch-22 carousel?
Basic and Applied Social Psychology, 13(March),
9-24.

Snyder, C. R., and Fromkin H. L.(1977). Abnormality
as a positive characteristic: The development and
validation of a scale measuring need for unicueness,
Journal of Abnormal Psychology, 86(Oct), 518-27.

Tepper, K., Bearden, W. O., and Hunter, G. L. (2001).
Consumers’ need for uniqueness: Scale development
and validation, Journal of Consume Research, 28,
50~65.

Thompson, C. J., Rindfleisch, A., and Arsel, Z.(2006).
Emotional branding and the strategic value of the
doppelganger brand image, Journal of Marketing,
70 (1), 50-64

Thomson, M., Maclnnis , D. J., and . Park, W. C. (2005).
The ties that bind: Measuring the strength of consum-
ers’ emotional attachments to brands, Journal of
Consumer Psychology, 15(1), 77-91.

Wallendorf, M., and Arnould E. J. (1988). My favorite
things: A cross-cultural inquiry into objects attach-
ment, possessiveness, and social linkage, Journal
of Consumer Research, 14 (March), 531-47.

Warrington, P., and Shim, S. (2000). An empirical inves-
tigation of the relationship between product involve-
ment and brand commitment, Psychology and
Marketing, 17(9), 761-82.

Yoo, B., and Donthub, N.,(2001), Developing and validat-
ing a multidimensional consumer-based brand equi-
ty scale, Journal of Business Research, 1-14.

Ziller, R. C., (1964). Individuation and Socialization:
A theory of assimilation in large organizations,
Human Relations, 17(4), 341-360.

2012 3% 17y
20124 38 19¢
120124 68 2¢



st K233 55(201244)
The Korean Journal of Advertising, Vol.23, No.5(2012).
pp.115~135

The Effects of Brand Parody on Post-Brand Attachment of
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In this article, the authors examines how satiric brand parodies play a role in consumer brand
attachment. Further, this research also explores how brand ownership and consumer need for
uniqueness moderate the effects of the satiric brand parody on pre-post brand attachments. One
hundred and eighty-three college students participated in the experiments using ‘Bean Pole(Bean
Gone)’ as a target parody brand which was selected through pre-test procedures. The results of
analyses showed that there are brand parody effects demonstrating that the satiric form of brand
parody diluted post brand attachment. The moderating effects of brand ownership and consumer
need for uniqueness were evidenced. Theoretical and managerial implications as well as limitations
and future research direction are presented and discussed.
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