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<E 2-1> HAFAHR AdFH A

- mj 8] 8 3 = (Proportion of Purchase Measures)
*?Uﬂc’iﬁ’“ ] = (Sequence of Purchase Measures)

& 2 Z(Probability of Purchase Measures)
%-?33. % (Syntheses Measures)

71eF 3 ={Miscellaneous Loyalty Measures)
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BAEZAHE g o2 AFE Copland(1923)e] <t Moz
A zEAY 2 HE BAcgAd e Ee AEEA W HiEs
“(brand insistance)Zts Ao Z ATFSHAAR, o] EAQ FHAMY 9
mRoe Az dxegs HelAd 1 9ulst gk

I % Link(1923) 1500712] 2dH=8 FALE7] f8] Al G& o
3 A xRS BAA olEd FAA W A PHEY AR
a7l doy des] AvaldA Fuld= HACE ARE= AAd B3
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HaEste] ojd A del P48 HA=FAHE st oL o]Foke A5HHe

Churchill(1952)& Au) A7 ojH AES X og Mzt L3 o
o] ol BHAZ Fujsl=rtE FHEs] A avla dde] AHES T3
Frogs ksl AR ArE WHERL. oled Ade BA=FAHES
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st oz ANFHRE i SAVIYE o &ste A7)t HA
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£33 Pessimier(1959)F HAZFAHEe SHWH S
S g A48 s §

F Folate nAsE U2 T2 7Y Folste 2lE AL &9
BACFAEE A5 Ak o] FHE 7HAF BA=<] AP o
g AAH] Hze] ATEHM THAZL S

Tucker(1964)+ 234 AYsted FdEA 71ES o183
. G471 ddd BA=E A W o4 AEF 0w Auste Alde o
dog sto sb Folste BHs=E adE Fi thE HAE RS
A7 4ge AgIArt. ol ATHEHE FFH, W= AFE 2

2) RM Cunningham{1956), "Brand Loyalty What, Where, How, Much?”
Harvard Business Review, 39(November),pp. 116-118
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TEHdEE AFste A7 BobA Y Day(1969) s anlxie] dEH e
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Sheth(1970)+ BEHE=ZAEE vdAes FHeto 254 2
o™, Jacoby®t Chestnut(1978)2 B =%
WA B2 FEstR, o]& tA
gy sl ER RopA ofd g 948 71x] AFE gz
Kyner(1973)+= Bz A ko] oigh gtEFujsl 58 A A 33, Chalton
7} Ehrenbrg(1976)= B A= AHe A3S S vd=FA % st Lrojzt
Ford®t Ellis(1980)= H = Mejo] zthed
kol Wid AdFAHE FESIUT
T Kean(1983)2 Avja Az vdolr]z)o thit aAq&8M S 4
Akl e, Gardner(1985)E 2H=g Hriste ddddA Bdz=dHEe
dags AU

#edAH S Al 28

BA=ESAE #F AFe ov 2d 7S F3o AyHe goh
o3 HA=FAL] AFE 4 d+Ae Add 54 Ao we) 9§
dolstne ggatA oA o ATt

olglalel E7|9 HASFAHE G Adfs BR=EFARY 712AU

3} M. P. Gardner{1985), "Attitude Toward the Ad Effect Brand Attitude under
A Brand Evaluation Set, ” Journal of Marketing Research(May), pp. 192-193
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A2 7b obd oheber aclel &) wWEeldn B 5 glon, HAWH
of we} tEd) EAdg 9l Aol FAAelgn B & vk
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A= FE

O

HEs AlgtEel of| At e Aun dE W7 B9 2 4%e
Agolm(as 5 1977 HEE ANnt A% FALoln 54 EA
o vl s A tedc 2en BEst BEsteldl HEg
gae gloy dar HEe] WEst g5 WHE 438 YT YT
o) Wobs} o] §e WA & 3lch(Naidoo and Wills 2000).

==

E3 BEE By AFAHeln &5 & gl ez oW 43
st n Qe E sk el Hu Py WMEE Fddts FALAC]

HrHSimons-Morth, Green, & Gottlieb, 1995). 3 E ¥ s}le] AlFdel4 o
2o w2y AlgEe] HFL 1 ATl g e i o AR FA
ol = shelel 57 el ulg dwst aRE AYse xE A4,
Aslel 7pA#, A, aela FEeolu EedlA wEHe §71, 29
2 A A el 4FS w=th(Naidoo and Wills, 2000). & ©¥d &
Aol g Ay A2 FAY FAUEE FAPF o A3
FA .90 Hrh,
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GEolU FulHEd OF 2uAEY

1) ol Bl € = % (proportion of purchase measures)

Feinl g HERE o2 7bx Se A" o 2 FelAd 7HE

MRE 8RR dE AoRe 5bAs e, AA, 2zt @ shiel
B@cwg MERoE TuE W DASFHES} JE Ao BE W

Al (exclusive purchase)2 £7F qlch S8/, AF Fojs e dhvhe] =2
o ¥ FF FFoE F Fujul&eo] 50%7F @2 AS RA=EFTHLETL
i HiE AlAAEG 7B (market share concept)® =7F stk AR, A&
Hae MEd dASAT F Fulu] & FollA 4l Fo] ul&o] T5%0]4
o] g A$ vAs Lt Exste AoFE BHe #UF 7|F(hard-core
Srb vk dA, AFERENE G fAbekA R )& 6726014
o ALE vA=ZFALI e HAeg BE 2/3 71 F(two-third criterion)
Ak vk A, Azt 2h A Fufsks 27 e 3 Hdle
o 3 F FujH|&S HA=FAHAEZ A olF HA=FA(dual

brand loyalty)® & B @< 3 A (triple brand loyalty)® =7} 1t}

_!N‘

criterion) 3

2) Tl %4 A X (sequence of purchase measures)
TFule] d&A HEE 48A7F 5A9 AEE FoistE A e u

RAow &3 e 4714 HEvF vk AA, AurL S AES

Az
==

ol

22
-

et AL 2AHAEZ By APA FA S (unidivided loyalty, 4 -
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AAAAAA) HE7t dvh, B, HARE A SR P9AY F oHA=
el bul Fulshi: A& BAHER el

[e]

Ast B AlelE A&

IL?.
2

i

84 F4%(divided loyaity, o : ABABAB)AH =7F doh. A, & &5
of BA=E dA 77ttt AL or fulsirirt B HEe st o
g HanE AS Sriste A& RAEFARER HeE E9hEH AR
(unstable lovalty, < : AAABBB)3 =7} o} d&, dhie 2d=g o
£2032 33o)d FuE A FAET Aok AYste AL 33 UE

(three in a row criterion)3 &7} 9t}

3) HlEE AHx

THEE HEZE 3A, 13 A E et E 2ol Hol &F FoA
b 848 BACEFAE A5 BE [AH(eaE) OF FajdE ds
7b Atk B, npzE R Ho| FFO Ut bAY FHAAN F B
Holggo H+& st 1 BHdlce nFE AEE 78 5 glon o
Aes BA=FAEg AHodt= o7 A ZHaverage staying time)3 &
7b ok A, At FelEclel g 5A Balme] Fo{zl ufe] AofH
e ga BHAcSATrE Ay whE P BE(repeat  purchase
HE7F Ak U A, ofd FujA el Hze BlsEg Eof
< AR ¥EE rd=EAdarg BE B 4o 88 (return purchase

probability) 2 £7} 31t}

S
rﬁ
32

probability)

4) %2 =(synthesis measures)

FRAT2ZE AA, @ AHAAN B FFBA=e Sk L Jeum

4) G.H. Brown(1952), "Brand Loyalty Fact or Fiction?” Advertising Age, Vol
23 June, pp.52-55



Selm MRS AE S g Z PXPR dehlel auldrh RS 4

o #7F Bar Aye vdlnasr A2 s HAsFAER Ne g
(shopping matrix) & =7} dth. £, BR=7 pPolEls FAd ofshed
el &S B e Be 49 8845 (Sheth factor score)* =7}
it} AlA, Massy, Frank, Lodahl(1965)2 Sheth®] 891 Hd2} -{FAFE
B Lol Hadolel Fuugo] adRMA FHPoR FHEE F3

shd o]F wiA], meha, 29l 2ARF HEeh ok

W]

& AbEH A le AL AHA, F e FeiA e

A e amel £8 A& A9 £2 i Hgo] AHe nAEs} 5

N
o
ofje
ox
i
B
H
[l
ot

Halm M reln 3= 548 &(ost gained ratio)d =71 ok A4, ojH
A el dE3 & 899 AEFE Felsto] #HrtEe $4Re] at
(residulE& FA4ER He AAA 28k +3H X (estimation by elimination)
A7k ok A, FARG] WAH Tk 4|7t FEE v oA
e Fug e AFE RASFAHALERZ BE ATAHA T4 k(new
resident loyalty) & =7} 9t} oA, 4A¥)A 7 @l 7|7k AX A 5dsk
AYPs R 549 s & F9E HASSAER He ddE FAS

(rental brand loyalty)® &7} it}

T

. BRI g4 F4YY

o AL A ToldEe 2% £ o] ofdel A FoldFe o wut
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‘ol HATE Fols et ARl SH3bA o SAGE o
P AZIAL EASE Aol A, M3 e E¥Ad(constancy of
preference) 3 £ Av[2h7F 9] HRl ¥hEE Mol Bal=ddlA] FAHA o
U g Ado] o & Fotel @A e vehtEs g BAEFH Y
Aolsli= Fojrhs A= BA=wEAY(brand name lovalty)? & 24
HA=FAHLS 7hAeu vl g8 2ol #Agle) vhA “HA=rgrol of
gk aF oy Hzell o Fulrt o] FojAE FE FAHEL B A0
o da, Aeiat 7]7hg e Abole] Ae|(distance between acceptance and
rejection regions)® £ Baze] AFo uwet AHMAAdAA A Z o)
Agkol 2lste] g, T an 7 dgog vrolxed olu xR
9 BRdo 7jztg pA=ie] Az W AL ¥ BA=SFAHER A9
st Holvh tAl A, o<

Qed olRL A A s Abgets diAldl Gl HEA He
9] Al WA FA YeoA] Hug = HA=sA duel HA 9
=717 HXAbole] AuE AMRg FulE JEehdE Holth ofAH,
g et ZlZduye] Hdse FRAM FAHE WHPosA oz A
Auiel AAd Bdze b FUHFLEA stue BA=dMEGE T
Te BHsoA ved BlEgdRY Ake FristeE ZidsHE 717
I ol M= BAEo] b Frtged wel fE el gle KE HAE
3 2 AR FrhHEe AoF Ao vk wpAHor AAA

Zko] A A W 2 (relative range region)® T 7}

élu:
g

&U

Lo

£

5) LP. Guest{(1955), "Brand Loyalty : Twelve Years, ” Journal of Applied
Psychology, pp.405-408.
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FAM Y (cognitive lovalty)d 7 dizd], R4 e Bl 1%

ojstel HEEolT AMH WP W A7y Hse] u gz

of v & HA=of vsted Igd ezt Folstelge wEr
Tl AEAF} AnREAR BACE FYste oAAH L ATe)
o =28} 6)

2) B=H@7A 9] 7FA(price until switching)

SEHAZE 7HE Folets BA=r AAN T B tiE RE Hill=e] v}
AE dAstA Fi 71 Folste BRL] 714 S o duky dA s}
A EHA L¥A7E BA=HATE & A A gsisE RS
A2 et

3) BAl=Alg W& (stated brand commitment)

riu
o
2
s
N
X
-
é
%
o
ki
it
ok
2
3

K
2
1
4
pas
rlr
foJ
o
H
mi
oX
=3
i)

6) M. T. Copland, op. cit.,pp.282-289
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4) 4B (information search)

vl EZAdre] Auekdle] ok it R Al #eiA F A sk
ot E3) AL ZAYSdME 100A 5040l & HH 1039 E st
AugrAo JjEe AAsty dde AFRHA wdt 2 d-UdrE =

& FARE UedA s AFEAAZA BASA T Aot

5) XA AHpackage search)

AR M (information search)Z 49 & © AT ez M A x£d3e
HA tF HEZ vErdY § “de 33 27 el 293 AlzgA
o] o] F & Fopdrt iz HEel likertH EE A3 2y OTEE Av]
g FHALE Aot

Z 4 & (composite store loyalty)

A ook 39Ald webd FEFAEEY oE&d FAE o
Ak A, ZAASE G vt Foig FEF &S 7
thoole FHAR atog Ao FulEgFoA o A TR dE
Fo] zx| sk HEE THHoE FAsA Fory Pz =4, AF
AG, Foje] Agleh AT, W] ", A E97), FaAET v
7IEd met ARHEY] AEE AT of AEY IFE FHsto delM ¢
2 v & AFAE Foh AA, v Zad FHeol oW 1 FhA A
grprol dig AEol 58 HEX $HE Aol F WAdN Qe Aol

71Ex 8 Fob.0

7) D. N. Bellenger, E. Steinberg and W. W. Stantion(1976), "The Congruence
of Store Image and Self Image : as if Relates to Store Loyalty, “Journal of
Retailing(Spring), pp. 17-20
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ABSTRACT

The study on Factors in the Brand-loyaity of Cigarettes of twenties

The struggle for survival among companies are ever more fierce as
the marketing environment takes the form of globalization without
borders. One of characters reflecting such competition is in the area of
brand-lovalty. One of the cracial issues under dynamic marketing
environment 1s that a company should try to keep and manage as
many consumers as possible who are loyal to its own brands in order
to have stable growth and continuing development. Brand-loyalty is "a
consumer’'s buying trend to purchase a certain product by repetition”,
which is a requirement for a company to keep stable growth and to
maintain continuing development. To have an effective management of
consumers brand-loyalty, fist of all, it is necessary to figure out why
consumers are showing favorable response to the brand of a company
and which factors are reflected in the favorable response of the
consmers. Therefore, this study was carried out for the purpose of
understanding which factors have an effect in brand-lovalty of Korean
cigarette consumers and providing marketing managers with useful
information for their effective management of market. Followings are

the results of the study and their meanings in marketing strategy

First, the verification of the hypothesis that the brand-loyalty of
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cigarette consumers would vary in accordance with the smoking amount
has turmed out the result that there is little difference in the

brand-loyally of smokers statistically.

Second, the hypothesis that others’ evaluation of the cigarettes a
consumer smokes led to the conclusion that he feels more contented
when the opinion of others is favorble to the brand he smokes and he

is much more likely to show brand-loyalty.

Third, the hypothesis was that there would be difference in the
brand-loyalty of consumers in relation to the degree of adoption of new
brand. However the result of the study showed little difference in their

brand-lovalty statistically.

Fourth, that a consumer’'s brand-loyalty would be a different in
rclation to county of origin was the hyphthesis. The result also

represented little difference in statistically.

Fifth, the result of verification of the hypothesis that brand-loyalty
would have a high correlation with the degree of his satisfaction with
the product showed that there is a weak correlation between his
satisfaction with the brand and his brand-loyalty. This result represents
that the consumer’'s much satisfaction with the product does not
necessarily lead to his high brand-loyalty, but it shows some

correlation between his satisfaction with the product and his



brand loyalty in statistically.

Sixth, the hypothesis is that brand loyalty would be caried by attitude
toward the poduct. The verification of the question showed that the
inherent attributions of the ciagrettes have an effect on brand-loyalty.
This result told that there are various factors which have an effect on
brand-loyalty in accorance with the products, and the smckers have
different degree of brand-loyalty in relation to the inherent attributions

of the cigarettes.

Seventh, the hypothesis 1s that brand-loyalty would vary with the
characters in demographic statistics. The study of this represents that
among the factors in demographic statistics such as education, job,
income,only the level of income has not an effect on smoker’s

brand-loyalty.

Based on the results of this study, it may have the following effects

in the marketing strategy:

First, the analytic measurement of brand-loyalty to the product like
cigarettes that are being produced under monopoly system could be

used as a useful guide in the market activity of a company.

Second, according to the study, it is more desirable to keep and

manage comsumers faithful to its products rather than create new
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consumers under the dvnamic market environment these days.

Third, the consumers of the cigarettes are tend to buy a certain
brand much often in repetition when the evaluation of other people on
the brand they smoke are favorable. Therefore, marketing managers had
better focus on the effective management of brand-loyalty, paying much
attention to verbal information of other people which affects the

smoker’s brand-loyalty.

Finally, this study has some limits during the investigation as follows :

First, il takes quite a long period in investigating that what motivates
consumers to buy a certain product or why consumers are in the habit
of purchsing the product. And it is also necessary to measure on
regular basis how often they buy the brand in a period. Due to the
limits in terms of time, cost, and human resources, the study used
questionaires for its investigation, which had some limits in figuring out

the exact degree of customer’s brand-lovalty.

Second, the main consumers participating in this study are using in
internet. non-use internet survey was difficult due to the lack of time
and human resouces. Therfore, there may be some margin of error in
generalizing the smoker's brand-loyalty found in this study to cover

each area nationwide.



Third, the target of the study was confined to one of
low-involvement producls, namely, the cigarettes, thereby does this

study have some problem in applyving the result to other products.
Fourth, this study used only the variables in the repetitive puchase
intention of consumers In measuring the buyer's brand-loyalty, which

have some insufficient satisfaction in throughness of this study.

Follw-up studies are expected, which in turn would complement some

limits found during this study.
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