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(Albert, Merunka and Valette-Florence 2009).

ool Eol mEW, e Bz it =73 Az}, J2a Bisst
#foro] A Wt FH-SHaL W] 7] Sl 7zl $4°
F tHMikulincer and Shaver 2007). o213 2= #d 7449 A E

NFe Algst 54 ulgEzre] 444 fUPOR, AYEL BASI) 3

o

MAoE AZdd BAE 75 FAET T UvkBelk 1988; Fournier 1998).
wepA BAl=d 3 S FRbslal 54 Bl=st AHatE dAA =
TS U= Aol AAMZ BA= ofztojrt. o]2]3t BIHE of 2o A
AL Aotst BAEE Adste AApoA deiye =AR 23 8%
(Connection), ° g (Affection), &7 (Passion) ¢ 78 E°] ZT3HH(Malar

et al. 2011).

~

o]9} B &}o] Shimp and Madden(1988)& Al&e] A}zbo] 28 A& 2

§PoM Agoz wHAY Agelm 43S =Qsgr. WA
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24, DAl dis) FwEY, AL Absts AAld oA ZFAHA F
2ol oJa ok |HE= A=, ke #Aolgtal & 4 Uth(Sarkar 2011).
AL Aol HAYHQ] TS ot F71H 42 F Y (Motivational
Involvement)oll &3l o}7]=]= Holil, A4 AFFY AAA QA4AZ A, A}
Fote BAE vl QAFS FASIL Holste Arolgtal & F Q)
T} (Sarkar 2011).

o]¢} #& 3} Shimp and Madden(1988)2 ¢l A A3 Algfe] 4hzto]

oA AAIE tQAZE Ak 249 Y Z(Intimacy), &7 (Passion), 12|l

8.

A1 /& %4 (Decision/ Commitment) ] 7¢-§-3h= B2} AME(HAE) 71
BAALEE  Foldt (Liking), Z%  (Yearning), Z4l/ES  (Decision/
Commitment) 2t 0.2 AWt & Lna-BAE @719 Ed2 g
A AR ol 2, FAle] 3744 220 7]

=
1988), 1714 ¢] FolgH(Liking)ol &, shte] BA=d] thdh L3 FHE =

Ao gtk Foldt, 2ol 3 A5 2ehH, = U(Commitment)
o A71Ho 2 Y BA=] g vHEZ] AF7} o] F A= As o]
Sko}(Sarkar 2011).

Tl Yo7} Shimp and Madden(1988)2 9 ollA AW E 3717 845 F 3
2RZ-BHE BA AN 73 8744 TR BAE AoEit. 252 &
A FRE o] Al 7FA ko] AAF e m uatehs AAFolA ATl
w} 32 (Nonliking), °f & (Liking), &% (Infatuation), 71°-52](Functionalism),
AAE  A(Inhibited Desire), 859 (Utilitarianism), HHd¥ &%

=

A2kt

(Succumbed Desire), 573 (Loyalty) 52



Abedoll tigh o] & 7IWte Z IZFAA oA Al T o]E3} A

A B =9 #AA gk dAF= B AL ik ATdS & 5 Atk

H<* Carroll and Ahuvia(2006)9] Aol A= vlghe 5] =31 AHY)
= A

Ao FHe HAH FF] BF 3

gk Abge] Aol Aol

T3 Albert and Valette-Florence(2010)= Carroll and Ahuvia(2006)<}
Thomson, MacInnis and Park(2005)¢] A& 7|¥to & 3t 7|& A=
o] 7HAAL e FAS Fohla Y3 FAE Holdo]l BAE ALY
2 AEA Gelsed A5E FohhRon, 7744 opoldoz TRE 9
af BAll= AL 1213 205S FESIAT S BAE ALY 123 T

dacgle 2 ZEA(Uniqueness), &7+ (Pleasure), ¥ ZH(Intimacy), ©|%

=

3}(Idealization), #4717t (Duration), 71%(Memory), & (Dream) 5= A
A&t o714 =57d(Uniqueness)& &HIA7E SESHA A7 AY 55
SHA BAEE o7]= Aola, A% (Pleasure)> AbBlIALA EAZS A
Tt HWEE  Deth(Albert and  Valette-Florence 2010). &zt
(Intimacy)2 B#HE=9} LnR|Apeke] 77h-0] AJrolm 7Sl 3He] Aber

AolA 7)1 Aot o]dsl(Idealization)= 7% ke 842 FAAE

;

8
o
(Albert and Valette-Florence 2010). T3t 2| & 7]7}(Duration)2 H I E 9}
ABAEe] e#E #Alel 7Y (Memory)> HME] o FAET 4
HZL Al 83 AR oy Abgtol™, s (Dream)2 1L71e] miE&ro] dAE
st Bl =etal 7335 th(Albert and Valette-Florence 2010).
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o}-22] Albert and Valette-Florence(2010)= EIHE= A&to] o]l 12
A QES g o R BAlE AR 234 QRlES 27HA AHHoE A
etetdth. = o8 (Affection)@ E4(Passion)o] ZLAojth. B =o] tfgh
NHE BA= vl 2ke] sphRS ARl oopr] sta i of

e HAS AR 148 891F Fo 297, 719

I HAES AT 2FFosA JAdt 9Ye HAS AP 17

A 8E F, 7%, o3t dAud Ao|ti(Albert, Merunka and

(£
[
>~
>
o
1o
g
o
)
o,
rlo
T
(£
[
'

&
2
2

o

Valette-Florence 2008). <, H

a
= A& Zotal ofg 2d2 &uAbel BAlE Abolo] AXMZF, Ae)4 7}

of

7S oA gkt}(Albert and Valette-Florence 2010).

T 1}o}7} Batra, Ahuvia and Bagozzi(2012)2 AR|A}E0] ThFs Q1]
7, Bes T AANH £How FxIete FANEeE BIAE A
= AdE F Aval e =3 B zol Ad, BIE ofy g2

E BIAE Abgolgl Btk
A HAE= Ao S83 #E® AFEA Whang et al.(2004)2 A}
TE 283 LEH] x50 259 LEHRo| T
ol #Ae SAHSAAL, A7AFH LEHO e ALY
< QEH] HAEY 2fE(WiYel), B ((12L), ek ()=
TA4EY ¥3lth T3 Thomson, Maclnnis and Park(2005)¢] A7} &
A3l A, Albert and Valette-Florence(2010)= Thomson, Maclnnis and
Park(2005)2 =45 += 84F ‘AAF ofZ(Emotional Attachment)’ &2

grstar AR AkE SARo] of 2 adHg Al alld ¢ #AH
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thar st M E o F S AR I AR T o2 Hth
A71A g 7R FESoF & A, WSS LHIAAA YEhE F 3l
= 3 7FA wEEQl BRE AMES g3 22 SH A vhE(Satisfaction)

Fe g2 Ndolgte Aolt(Carroll and Ahuvia 2006). FHAZ, HA=

t ot wEoRRE WAHA gt

ool A AR nle} o] Shimp and Madden(1988)<]oll B = t)3h
Abgel ZHgel del A+tE A= Carroll and  Ahuvia(2006);
Fournier(1998); Whang et al.(2004); Thomson, Maclnnis and Park(2005);
Albert, Merunka and Valette-Florence(2008) 5.2 th&fsity. A=, 2=

Abgeld 54 Bil=ol dis] w3 &RArE zhes @A ofF

ol
o
X
oy
o
o
iin
ot
A,
I
ndt
X
o
o
o,
Au
k1
i
4
30
&
@
Q
3
o,
QO
=]
Q.
2
c
=
QO

2 ousin, e puish g Ao YL RE FAEE 29T AU

geleka F4% vt ek,

o
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T &njRke] BRle ALl thgh BAlo] obAIHA 4H| A dlE A

HA BA= ARgre] Mgl dlgk AEA], Bergkvist and
Bech-Larsen(2010)> B = Alge] A8 WHEZ FEA] 22 (Sense of
Community)Z} B E 5 YA|(Brand Identification)& A|A|3tal, BHE A=}
o] BAll= Fujet £HE Ho] AARAIZE HIE ) FAL YA H=H
#oJ(Active Engagement)?} B HE FAEZ ooz
Carroll and Ahuvia(2006)= =t AF3 A7) 1 dH(Self-Expressive) H
AETF HAle Abgrol] 344 S PAH BE AR BilE SR
TS TN & A
Demetris(2012)> #}7] £@F B =9} BAT ofzo] HAME Atgpol] 374

2
A FEFE PRI BIE AR =903 AF, SRS ATl stk
H

i&
£
o
o
Jo
>
rot

Toll A Loureiro, Ruediger and
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Kressmann et al.(2006)2] -9l

il

9
yil

o A2 Ao} ojmA] A
Merunka(2013) -0l A =

olztar 7Hgstnk. o

Al

K

o AelN AL} AEA BE euria

=
=

Pk
BIAoHG 7] %7 H 2 ZoE YEHORA, BB

©

Hog WelF: gl o]g) Lo AnlAe} HU=e] ¥

o
a

53], Pawle and Cooper(2006)

)= o
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e,
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| 447 B4 7
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A3F AT 2F R UHEY A

A1d a7 29 A4

B AFME o8 A3 ATEY B4 AHE neos <ad 31>3

e A7 2ge Ak A7 288 Bl AgF 97 BAE T
DAl B ARl of| AFBATE A=AE AHEIA I o]F 9]

Ha §75 A84, AN, F54 A A FEoZ YA SHUFE
2 AAsth a8 HAE FAAF AYH 9 BAE ALY h

WA Qe S Fopmud Bk

<1¥g 31> 93 23
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3

oA

7H%1¢] & & (Personal

| —

21873 (Autonomy),

™, o]

Well-being)#} A}3] 17 (Social Development)ol]

]o

AA

o

’d (Competence)©]

[€)

1 &uAe 4H 7% BAS SAA e BASA

A2l A7 7Hd e A

(Relatedness), -

7 AT (Ryan and Deci 2000). &HAFS] 4l2]d &<

NR

o
fred

‘w.o

o] AA o A

=2

A4

=

T AL A 87 ZelA Aol 4

sty o

A719) Aol wel AHFA au Y

3} g5ae

2974 g7olth. 17)8007)e] Aol w2, LulA

==
RIS
=

1 =
E}o

B

BIFSPE!

)

2%e %3 tH(Deci and

TZ #4719 7]

8

T
]

o] =¥

Ryan 1985).

]
ay

_

Fournier(1998)«~ H# =7

Eigl

24 = A

olm

AN

—_
file)

o volr}

B

At ool Aaker(1999)=
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<HI> &H|A9] 4EF &7 Bd= Ao F(H)Y IS v E Aol

<H1-1> Z2H|AF] 284 S77F BlE FUAG H(+)9] 9 vz Aol

<H1-2> ZH1Ae] BAA 771 BA= FAA F(+H)9 FeS v Aol
)

<H1-3> &BIAFe] 54 &7 Bals A F+)e] J&S vjd Aot

B TR, HAH, 3% 2001). ol HA= FINES
Levy(1959)= A¥el 4AH el Algte] A5 g mdnkn 3
3 AT. Graeff(1996)= AHAte] BA=o] tig 3AA] B=rt A<
Ao} olulA st BAE o]u A7} A F4E FPAGE HE AF A7
Atk F, BA= g FLAIVE 2555, ERE o|u] A7} Zolo|H A E
FHaA) wEo] F1, BAE o|n A} Aok 0¥ A7t YA =, B
A7) zpole] o|u A E wrdsta WrAAZ | ulgl AL P HAW o

el H% £ WhE F3 webq HA=e) Fo) PEoE ojojAThe A



o] thH(Graeff 1996; Sirgy 1982).

Sk, Schifferstein and Zwartkruis-Pelgrim(2008)-2 7§21 & 7FA]
ol Aotk 747 FFeke AFE ol&dte AN YEvde A%
(Enjoyment), 7§14 A& (Individual Autonomy), T = ZHGroup
Affiliation), A ¢} H] A (Life Vision)®] A &S FalA] AFol st ofFo] 3

ATl skt £33 La Guardia et al.(2000)2 7§ Q1] of =& 71x
_]

A4S dA ®Hrh(Hazan and Shaver 1994).
mEkA B AFoA HARE FUAL} BAHE A gig A8 AFE E

<H2> I =

oft

A7 BRE AL Z(+)9 IFS 7IE AHolo

3. 4¥F 879 HA= A4 BANN HA= SUA Y

o,
o\
\}01.
o
Bl
£
=
kof
I..B(_:
~
(e}
=
lo
re
-
2
=)

m
\rEL
B~
Ry
>
frt
o,
[z
=
(r
il
of

2]
ol¢} =3l Fournier(1998)«= AHIX-BHE AAE HAE TAQ AL



o2 Uit I Foll A

24

19] o) 6744

ELU
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AolN Aol A T
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2 A FA <
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file)

Weka B AN 2ux e
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e
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A4 AT BHE

A1E Wee 2347 Folo =
1 4278 &7 350 U@ 2344 Ao R 24

B AFoM e AV|AAY o8 222 AA3a
2 Ndgtstar, AuRte] &FFE5S % 37k Wl AEA, A4
fFredoE Yo A8tz s

F5A Aol dsk= Aot BEgS wYgstd = &5 Sotal, dAA &

)
_>|~l_,
o
oX,
do
-
e
(
£
[
_|>L
ofo
fllo
o
D)

7)
Guardia et al.(2000)> ™17t of2+e] (A S Frlstr] HsiA Qs =}
&4, BAE, 58 i UEEE SHs= HEE HAs o "

SHAl sk ARGt AE A Sl tid 2242 Foe <i# 41>

<E 4-1> A §7 B 235 39

kil CE] AT7A
719l WA wAlT Aol gek Weke Ao 4
| Ao 21 ARl olg JFg wg WEAE B

AED | el Relst s 2AS e BES 29
7= A
Deci and
/\]-%]-‘éﬁ BIE Ads o] ok, ERIA A4S F | Ryaneo0o)
BAA | 3 ERlo] e wieldtha, el Ale] 4&W A}
Sl 591 ke A AT AL S7
W |23 HNA el S AKe dHen BeHoR

o 1
TR | s 5

HYATE wgoE A7H FY
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R vt &S0 e A AR <3 4-2>9 2T

73 Ad# 8 =4 23
1L OO Bd=E U7t ofd AgdlA & gdsre 4
2t

Ag4 [2. 00 BAEE 0] #AAE AFEA Bdsted &
§7 | %o 99
3.00 DAEE AL§atA W g =7 o 34
£ 7% Et
4 0E OO BAEE A48T W e AgSErg A
AEA | | B e v glgn sy
7% | L0 [5.E 00 nd=del wANN £ 9 AdLE =
= T A
6. = OO Bdco] hsf 3Ia Adag =
7.00 BAEE A8 | Wt 758 Adolae =
Ae P,
#%54 [8.00 HAEE 5T W 55 d/h $E5 T5@
&7 | Abgeleta =7l
9. 00 BAcE AHEE b W/t A4S 2% 59 9
£ Abgoletw =7t

2. BERE T Oist &3 Fg € FH4
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BAE FdA gk 223 o= <i 4-3>7 )

Long and Shifman 2000).

<#E 4-3> FLA A g =7FH H9

R B A7
579 gae] ol s selekn sk A 3 | oo
A9 Aotel Aol WA fASHE 3
A= Avol AlFoly AMujze] g SEE A Grubb and
= o) :] sto gy 2719 zpo} Ad-s FAdsta, slshe Grathwohl
°= 4LgPFoF olrtA @ A (1967)
N R
ARlel BAE olplAs Ao} oluAZL AR | LT
Al R
” 74 43(2001)
gz | BFE AHY 5 AAL oW 543t 5o
D00 wFsse gANS BAE oux el A}
520 g e wee 2
£ AEHoR BoFE We FAsE Qe | Long and
A, BQlo] & of® Huow miexs aze | Shifman(2000)
AR E | o, Wb astEa s gueld @4 4259
FLA | HEY AU AS xSk, AREAHQ HAdR
9% B BT  dt =2 A8E F
32 e 2

*APAFE R o A7 A

L=,

=

2=

Sl HE FAAQ) AE
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<¥ 44> BHIEZ FAA HAE £

T4 d 2 89 =9 =
1. OO BHA=9] ojuxE o] o]u]x]e} 2 ghEt)

2. OO0 BHA=9 oluAE o AAx I wri=t)

3. OO BHE9 olmxe o glo]l= ~gldx =

R .
g A = —aa
4. OO0 BAE=9 onAE Us ndded =30
e Ho
= o) 5. OO0 BB ojuA= e} & oA

6. OO BHZ9] oluxE Algdo g 9H S ni=g)

A8H [7.00 BAES ouAE WA & BE A3A 94
594 |2 BB
8

OO BA=e] oA WA ofeds A3 A

2]
(Carroll and Ahuvia 2006)2 A= Ath 5L Batra, Ahuvia and
Bagozzi(2012)7} RFE B HE AL oA Al 7}A] £33 A st =
oA 2vAEe] B SHA A st AFEE AT BAl= Al i3l
222 Ao <i 4-5>9) )
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bdok 72 Setol
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ZAHE A

A2d A8 FH L
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v
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32557} 3
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ZHQl ZAbel A €] 1337,
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file)
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°

N

A A, SPSS 235 o] &

sttt
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[

Q

[€)

3l SPSS 2337 AMOS 23S ©]
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&

tas. =4, 2712784 o

)

o

= md o] 7ue AMOS 23

)

¥ B3 % (Discriminant Validity)

_Zrl

o]

% (Convergent Validity)E ASstATh vFA2

et

£

sl

3|

FSA T

S

(Structural Equation Model)&41-& A A
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om, FAZQ AHe <HE5-1>3 2T

2757 A Eo] A

20T 7} 17778 (64.4%) -2 ThA Bkt

HEH,
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of

1
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H AFE=Z

201 (7.3%), thetal A8t 1259 (45.5%), o
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), 71E} 19(0.4%) 0.2 JEom o

3}
of

59

(6.9%)

6

AN

A
—

‘_J.\J.ﬂo

1HJ

4 &

s

(5.8%) 0.2 }EILY}, 20-40%

2 YEstth o

2y,

5-1>3}

P <3

3

5oz A

Z

g 7

_43_



<% 51> ATFTATH 54

AFEARH 54 RE () H1& (%)
A o =} 275 100
204 ®] "k 10 3.6

A 20-304] 177 64.4
30-404] 58 21.1

404 o] AF 30 10.9

200+l ok 36 13.1

20-409F 88 32.0

oo 40-609+1 50 18.2
4 8 &= 60-8071 91 59 215
80-100%+ 26 9.5

1007+ o] A} 16 5.8

&4l 142 51.6

A4 Rl 114 415
=5 19 6.9

ETA= 20 7.3

3t A8t 125 455

- EE 77 28.0
o3t A5t 20 7.3

HaE 32 116

7€ 1 0.4
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A2A AFAF 2L G AZ

P 994 g€ A7E dend At =

ke 4 Wide ¢34 (Cronbach’ Alpha), ¥H# 41| % (Split-Half

ki

Reliability), <&@ (Item-Total Correlation), A 7AAF Al 2] % (Test-Retest
Reliability),  37FAZF A2 % (Inter-Rater Reliability), 53 = A=
(Alternative Reliability) & o2 7FA[7} I<=H, & AFolA< A £4
o] 3% 0 & 2~0]:= Cronbach’s o AlFHS AFEsIATH

Cronbach’s ai= 3+ 7idol thsto] o2 7o) 5oz 49 W2 484
< Hdste Aol xxlo] A Qo] AE FERE] AHAS Hrhee A
o|t}. Cronbach's o AlFE AHESt AR EE A W Aafsie o
Aol AdrHeEzN WAHIBRES S =Y 5 Jon, dubze
+ Cronbach’s o Al5=7F 0.7 o]’do|H 4lZ]do] Qo= se=

ATAM AREE @991 A&/d= 781, #Ad= 789
A= 924NN A FAA= 910, A3 2 FLA= 894), BIE= A=

876 & T% U} o7 =AY

1

re

[
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<E 52> ZAETY A% £4 A

B
89l 3tE }dijlg ;‘\__ 5 Cronbach’s alpha
2&A 3 2 781
a7 AR 3 2 789
54 3 2 .848
U 5 5 910
Bds FdA AF3] A 3 3 894 924
HA A= 6 6 .876

< 53> #FZHTY J|eFATF 4 25
29l LR N At ¥ =2} J= 1=
AF&1 275 3.3927 74869 -522 -077
AF&2 275 3.3491 82056 -206 -.349
A3 ZA11 275 3.2036 80735 -220 -270
a5 #4712 275 3.4182 78049 -143 -234
51 275 3.1164 86766 -261 -434
52 275 3.1091 81215 -244 -302
. A 275 3.3782 85151 -.097 -205
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Z A 7R €15 275 3.5491 84596 -192 -203
AF3)1 275 3.2545 87999 -197 -.249
A13]2 275 3.2073 86957 -180 -137
A} 3]3 275 3.1927 84315 -.083 .006
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78913 672
_ A}3]1 826
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B A3 752

A 709
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AHe2 691
O -
o ) 'lT'(S‘]. .755
T #%2 752
AH&1 796
218 A
Y e 750
A1 704
3 A] —
oA A2 651
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Cronbach’s o 0.910 0894 | 0.876 | 0.848 0.781 0.789
KMO 0.874
*FE P AR 4.
* 3 W Kaiser FF8H7F e w29 2~
* 6 WEEALo A 2213 K] 1 g,

B 29 B4 Avke A84, B4, 54, AU0A LA, AEH
TYA, BAE ALY JRog F 6o acle] FREHIUT RE ARE
£ Yel & KMO(Kaiser - Meyer — Olkin)zto] 0.5(0.8) Xt} 2H =43
Bo] g9l BAo Agsrin & 4 ArhelsH, AE 2011). WEE
o] F#AAA7E F Aol YEAE FAT § d= KMO#©] = 874 1
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e AYE AFst SE AdE AFE AR AREE Frsidt
TEYPo] AEE drty & Wgst=rtE el Ad A= AFe x

2(df, p), RMR(Root Mean Square Residual), GFI(Goodness of Fit Index),

X

RMSEA(Root Mean Square Error of Approximation)E ©]-&3}™ 214
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T EFo] nullZ gl Hs) driyt A= w27t A S AR =E
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FANE 2 W XF | BF2 Cronb
a0l - A% 3 CR. p | CR | AVE | -
(e} )%k
;j] &4 ;{z 823 0070 | 12633 0.855 | 0.746 | 781
2| ZA1 | 0801 | 0.072 | 14250 | ***
A A2 | 0812 0.856 | 0.749 | .789
O - *kk
i 454 ggl gggg 0.066 | 16481 0.889 | 0.801 | .848
H 70911 | 0.821
@ 7212 | 0.848 | 0.068 | 16.746 | ***
= | RA | /N3 | 0791 | 0.072 | 15142 | *** | 0.935 | 0.742 | 910
- W14 | 0.797 | 0.073 | 15289 | **+
= 70915 | 0.843 | 0.068 | 16.623 | ***
o AbE]1 | 0817 | 0059 | 16.814 | =+
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AF3]3 | 0.866
Abe1 | 0.795
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ABSTRACT

The Effect of the Fulfillment of
Psychological Needs on Consumer’s Brand

Identification and Love

Shabalova Gulziya
Dept. of Business Administration
Graduate School

Jeonju University

Brand love has become an academically interesting to many
researchers and marketers as a new marketing construct. That
appraises satisfied consumers’ passionate emotional attachment to
particular brands. The current research explores psychological
needs(autonomy, relatedness, and competence), brand
identification and brand love.

This study analyzed the mediation role of brand identification
to a relationship between psychological needs and brand love.

This research has used an online and offline survey to obtain
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the empirical analysis. Collected data were analyzed by the
statistic package(SPSS 23 and AMOS 23).

In results, this study verifies the characteristics of consumers’
psychological needs (relatedness, competence, except autonomy)
have positive influences on brand identification and brand love.

Keyword: self-determination theory, basic psychological needs,

brand identification, brand love.
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