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The Effects of Luxury Brand-Self Identification on

Brand Attachment and Brand Commitment
- The Moderating Role of Regulatory Focus -
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Aske Ago] ¢ 2MAYFT FFUASEY WATAR AP £ thelA Dl W

T A& AR

HANE: EEJAE, BAC ofF, HIE 29 BAC FAIA, 8%

LAE

Fo|9 % (Lous Vuitton)9] 2H|REL 24l
of ths] o]FA olokr] st U= &% A
goldl g, A AAL Bide S”e F55H
FHAE FAsH= AlolAER"(Rolf 1999: A
A% 4 2001).

HZ ] 2HEACE AHEH HELN
el 1 o dEg F3R5A Yehd 9l

S U % Yok A BELME D253

= oo gk

FEZ AYHJAT HITol= 2]
o

o

g 00 2¥AE AbolME FEAHAY
A 2R F vk 53] HAF 2w F2
A@A LHE FASR: AEE 99710 9%
& Wl AV BEI}IA = {TE BF
BACSE F3 EESRs aHATe] HE &
e Yok F§AEYLE Al wk=d 2008
o] oA ZH7H- ZEZIE WF7E SER
AAE FZME FEWES 200613 ol F vl
W Z7HE 71532 Aok 7HE, S BEA
Aol A5 BA=Q FolulFd 2003 Ad
tu] 40%° 7P7HE BRAE 71538 1689
49 wEE 7I15E SFATHI=ZA 2008,
06. 26). °lX¥ dd A¥AELS ¥ ol BE
AHE ARXIEA A4EHA] gou ARAY) wlF

3E 5 HEHAL =518 Z2E] Al

=

2 SZOPFEIMY M0 M4 20094 18

& ZoltH(o]EY, Ak 2007).

Belk(1988) = &Z 52| (materialism) 3ol
A AFES Aol afrd E7(object) S A
ofe] AR Z AAFTT FAsIch Wby Al
e ARlo] 2fd E4E AHH FEoR
2¥38kan #foke) A o) (self-definition) o &8
. Belk®] Aol He HTe] FF ¥
A s ABA FUS AT FHaw @y
1 o) duR S48 F gk F AIRE
2 2f% BE BATSE Aolo] YFE o}
o|F AlEAE YUK FUCE YF B
WEE A5 Zolth(AFAl € 2003).

BERAC i A9 sl AT
dutzos v7ke] YMz] HAE(luxury brand)
2A A% GRS wEeE AuAe 94
$ FAFc 98E 3= AR BRI K]
%3] 2] 2003: Dubois and Duquesne 1993). ©|
A% BFoA S W FFEAS DHAES
HE HUSE FAEI ABEH AF 13
A2)H PERE B £E2E QYA
nEld HEHAE 2= AFY 715AH W
uckE dARly A I WE AFH
2 ARA wYL Fske AFE AL
ATHH Y 2003).

HEBACS A JEATELS HFEY
o] g ALY FelEr] FL LAY
of thal FAE 73, HEFRAES] 7N F/
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2

344 o] 7HU&HA R FAGE +44
o Fujgol] ujXs &zl dis] A7 2
S 252 Utk Belk(1988)9] AelA 4
HEgkEo] AulAe ARo] Afd AL A
o}g) Y WolEo| T o|F HAMF 45U
849 Wz A48 (Fournier 1998), Et
olof Al QAU 93 i} AolulE=L 9

4

oo

1

g s HEHATE ARSI wakd
FEEIT oA} G BASE o|F
AABL UEAE Av|AS} HFHAT T
HAGRAZE Sl FHsloFd BaAo] A
719t

2 97 BFEACY AAF ojnjA 9} &

H|zte] zopigzie] FUAl AEIH BAT
g ZHE FdAAE Yehlis BAE of 3
3 Hco dig $54 PN dxE 4
Bl BAE E4d oE FFL nXexE
A= 1 53] Aok x=3 E— AFE B
HE oz} Bl 2oL l::l
AAFYEE skt tlli" CRisaed

0 sk 22H 430 25 24
ZIHE ) AR TR Bt

. o2 w7

BAE A4S 54 HASo| o) avAE
o] LrlE A28 549 Fgez Hem 4

SEZU-A0F SUAD} HHME of 23} HUE S0 0]XE HE

don Q7+ EAde Yo
T A3 §A% 44 §
(Aaker 1997). #AHol= BHAE 7)A 3
AojA QI7ZWIA =9l Big Five(Agreeableness,
Extroversion, Conscientiousness, Culture, Neurotidsm)
£ ol8371= A Digman 19%0). Aaker(1997)
£ BRE 379 57H MAAREES NEst
A+, Sincerity, Excitement, Competence,
Sophistication, Ruggedness7} Z1710]c}, 4n]z}
E 54 HAso tis AR BATe} Apds
He AR EA4E A4S £ Jenz v
E M4E BAHE AKbrand equity) S ©1F
+ BAWE AAHbrand association) Foll sk
2 7H¥ch(Aaker 1992: Keller 1993). A
o7 Z AeE BHE /AL S BT
e Aex F7ke 2443 fdl 7 (emotional
ties) A4S T3 HAT 2o FAHHA o
& XA == Zolti(Biel 1992: Fournier
1998: Levy 1959). 4G4l 21(2003)= S &
gl BIE Ao FujgiFal v ol
A AFqN FU BASE FE AFLS
7 ZA2E Aztd whA &9 HAze AY
g3} JAgolge AAE e Aoz A7
o 431wl gl

Aztd BIE JfAL diF Bl g 7
B3 AYLE ol =H), ol An|zle}t Bl
T7+o] 5YAl(brand-self identification) & A
BE 4 Atk Underwood et al.(2001)2 B
T} &AL 74 AR AR AFF ol
S]] (social identity)ol &7+t JeERdCi
k. Tajfel(1982)= Abol7ld (self-concept) &
Q1% o}o]dlE] €] (personal identity) ¢} A}3]A
o}o|HE]E] (social identity) 2 FAE RO Z A

e A2
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-
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A3tk 7Q1A ololdlEEl = AEAH 5Zd
g2} A7) g WFEdske AL BeE, Al
3] o}o|dlEEl= A} A (social class)# 2}
o] Z2e}d FHVALS group)oll A3k 2}
A& BF38E AL 9Z=HUnderwood et
al. 2001). AM|AEE HEEAT JAF 9
nE AHlsh=d, old AFF 2uE Bl
Aol FFIA, a3 ARle] &3k 4
ABAZOIY F8ke o] EAERIe] F9l
AE ®Hs €.

AHAES 54 HATo] gig 2HE 5
ARG Ao, Yoyt AAIE WHgste
FHY F & AT BH=9e] FAA (brand
identification) #8-& AXUA BT oigt
A3e7}t Z7kekA EcAd %4l 9 2004: Graeff
1996). AET 9J(2006)= HF HATol dig
2 F48 A48y, AgE /AE =4 ¢
ABLE 4|z Aol HE BACZH] FY
Al7F dojuie, ol HAE 74y % BT F
Azl 3HAHY ¥ AL FEI}A.

HELH|RA Qo] BATT} ke AAH
SJuls Aujzle HATZre] A FFH|AN F
2%, jusha AnRk A4le] zopld
BATo AA4H ou)7t Z3E o|Fo AH|A
7} BAEd] W& 9AAE 22 o s
FA4 BA= A7t A7 "ol
Z, BEBACI JAF o|n|X| 9} Zolo|u]]
7} Z3E o) W, 2¥as HAE FUAE
Agsy BAE AT Yool 38 TS
e Zojok(o]fA, ehadol 2002: <HEZ,
oJm) 3} 2008: Graeff 1996).

% rle
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22 BIE o)

HAUC oz it A+ 4] ghe o Fo]
oA 1 293E 2E 7 AT A2 En
g} frofzke] TAO] digt AFelA A=A
(Collins and Read 1990). &} fo}7te]
Ae FR9 9oz folEd PF¢AS #F
3= WA e ® AZE =t (Ainsworth et al.
1978), 1 ¥ AGTAE9LE 7+9 A (Paxton
and Moody 2003)4+ AFE 7+ AbH(Hazan
and Shaver 1987)& A%sl= FLNHLE &
o =] Ak,

M2t PFRollA o F2 FME 7Rte R

galed 7 g AdE E
ol AAF W7ol 7¥kete P43
HETeE 343 14305e w3 493
A e AE NAseE fE5t7] dio)
o}, Belk(1988) = An|AR= ARlo] 4K ALE
< 53 3 AoHextended self) S FHS
o3 FA582™, Bal and Tasaki(1992) =
28|27} Aol d g §A - AT HF
oA AL 2FEY AVNE FIANILE
» olo] thsll ojFE L7A HotZ FH3}
2ith Fournier(1998)& AM|A-EAE #A
o g AFoIA AuA7F BAS] o
L7= AteH(love), ¥4 (passion) 12X
o} F(self-connection) 22 o] Fo)7 ARz
A7 ol ZH(socicemotive attachment)& 73}
I, ol A&%F PFoxe AU HIAE
9} (brand commitment) 3= F&E AdolEaL
F7stdt.

Fournier(1998) 7} A|tatsixe]l B of2



=ote APHY AYUIE
W7kl Wl BAE ojze

ol 28 AZRE F1L oF

& A, A a8y ¥4 528 st
4 UK Aron and Westbay 1996: Bowlby
1969). 7}, HS(Apple)Atel 21 #A1& 7}
&ol A71e AYe s} BAs #AA £
oM WojA Ao EH Fo| R B F
AT Aggarwal 2004). @t BRE B H T}
T BYE ofjFo] HJFHAC g =2 ¥
ASAHEE Ag/dSser Bk HEd A8
HeE & 9o

AT 50 MR PgFEoklA Hade
£98 T AHA-EHAS A FAJs v
E FAEE AslEle 2 7H |80 9]
Folzth 494 94(2004) & BAE o zHg &
HlA7} £4 BAce AFE 43A4S 58l
olx] A2 7WhE Aol s 7 Ke] 1
B dis] Z2H He Z3NEY fud 2
7ol Ao Rtk ZHsE (2005 &
BAC of3g JEAYF Al ader 74
so] gt Ao, ekEs, Av)sH2008)
© BAE fFZ vzt g Bl o
3 A =He AAA - AMF fuU Axe)
I F3sA

rlr
F 2

a
i

23 Balc B9

Gundlach et al.(1995)+ £4g #AE A&

A717) 918 PEsoatet ZolE WRes, 2
A ANE 243 AN BUeE FEE
Atk AMF B9 diidol dig A F o
o 7wksid A714 BAE FASEE A5
9 Ao] ™ (Gruen et al. 2000), A4HH B
£9g sl AYBAE FASEE dA
(Meyer and Allen 1984) & 4Z7AED &, AA
2 2912 Aol i3 42y 9Ee 7]
e F BAFA oA o, ALY UL o

Ay Lo 7]k £ JAIGA YAR F
8 4 gick gy ANF BYH ANE
A WAE FAsEE FoM FYsAT
AE FASEE F715 AR d2o(3LF
2006).

287 gFolA UL AHA-HAS
BAe] BRI A7} o]FoJA T 9oy A
MA o Zz= FEE Ndez HIsy ok
Fournier(1998) = 29 5% BAc9 3714
AE KA1 A% 35 (behavioral ties)
o2 7 7Ad 2L 53 BTl
IAE AEA717] A YAZ olojRcky ¥
3tk Morgan and Hunt(1994)= #A QAR
7t BAY FLAE AT BAE ALA)
71§18l Rojge =¥ $2 oAy Fis
At Allen et al.(1992)2 4n|z7} sig B
co 3% FUANE 2AFE Y AN
FAEI ol 7 ALK02 ol ¥
3wk ook wEby BAc 294L UE 7
€ 33 F49 AnA-HA=Z] FAHF B
A7} +HE22H FAEGY B F AHIe
3} 2008).

ojg} 7ol HAL AH{E T3l A= A
Z 718 BAzd g A 89S A

oo g frose

SELUC-XI0F SYATE EHE ofxnt HUS o DX P& - ZHEH| THE - 5



713, ol HUTol uig wHEFu) HEoz
o]ojA]Al ¥ tHChaudhuri and Holbrook 2001).
BIC ZR4L AA FiidES e AR
MdsteEled, dh8®, 39-3-(2006)> BET
g A% 943 - 45H PFAATYH| A
gJsjojopt HFFUYPFOE olojAYy FF
& b gl

AsE (2005 HAE YL 2HA
BATo] ik ZHA o HHE ofae]
AFAFEA AHAES] BAC i 37
A A AR olg L RN,
oh2d, Ju)sH(2008) = EYS TAvAIEC]
Agshs g BASS} N&EH AYAAE F
At FFdAE Agsisl.

Higgins(1997) = &R Ao wa} A4l
Y5 e FAs= F/I7IAEAN Z2HERA
(regulatory focus)S AAINT. Is ZEZ2H
g MR Az 74A, BFel S vAE
AZ1A HAUEFLRE B TA FFEF
(pmmtion focus) & ¥o] 33 (prevention focus)

o7 FEIAY AL /MAY g, ]
A4 133 % 5 F787] 98 717l A
FL s 2AZNAQ whHe W2
9%, HAYZAL olsis=d AFAHA ZATIA
24 woly F712 s 8L s A
ko] 7]A|lelcHCrowe and Higgins 1997).
gz A AR o5 dig 4FHF7]
7} 733te] 54 AF o ‘o]5(gain)'9] 4
ol wzEA WHgshe Aol Wk WPolxF
A& 2R Wold F717F st 53 Al

6 SIEOIAEXMY Mo H4E 20094 19

Fol the 'E4A(loss) 9] gl DAEHA /-
AH(Higgins 1997). 2ol 2 /AL
olzAo] 2% el wisiA 29 o)
F787] flsl Hsie] JF, o153 22
A Aol s RsA HAHIAF

fol ol

)

FAZAHL M)A dijkdg ] QM E F9
i —f%@ 4 9t} Liberman et al.(1999)
T FAERAAG AnAELS Y 99

:ILHH’_ HAAF) 7] S8 FRCE A AR
+ AF(BERE)S g8ty Aesies A%
o] st itk ol¢} R Wl A
o] 7%t AMARATE 7|ES AF(EHE)
< IFsEE A%l ZeHChernev 2004:
Herzenstein et al. 2007). ©]2{gt &B|&REe] =
AZRAAAEE 2vAe} BAES] HAE fu
AR BAHE ofzta AAE A7 A%
PFAARA BAHE EQld FFS AT ¥

2 8% 4 UE Zolth Aaker and Lee
(2001)= ERRIe] ASAAE FAE 4E
o]=2 z}o} B (interdependent self-view) <)
AHzlE Wol2AA o] skl dehie, &
¥3 zol#A (independent self-view) o] 4:H]
e EEFEAATl ZsAl dErdd . W3Rl
o}, mebd WolxAA ] Avae OE A
o] FAE FASL ool A AP
(obligation)©] 78tk € 4 QUth(Heine et
al. 199). 7|1& 9FE EUE HAT FYA-
BaIC ofz-BIC= EZ9]9) o]j}?}ﬂ}o{})\-l S};M-.
Z7Agke 2n|Apel Wol2PAFe LH|IA
#80 we} AFA At gEA e
Aoz FEY 4 Ut



M f+=3 5 74

31 A723

£ A3 AZE FgFEAE JAo]

SYA FEE X ¥, BAE FY l%
T oj3z} Bl E9ld FES mRE
Z AFIAE AU £ VIEEES
g2 BAE of2he BAS E19 APusR
AREAUT BAE FYUAZE B-E ofF 1
2|2 BYE ofjFo] BAHTE ERld v 9
g2 JlRle]l Y3t RRE GAJs=l 7)vlel
He $712A87AQ 28 23 (regulatory focus)
o oJa) A=A 4 Uk o]Fe] At 7]
RS o A8 £ A79 Ndy &L (O
¥ D3 2o

32 THEZE

321 BIAE A3 BAT-Ro} FUAS
A

HAT FUA = 2HAE] Alololn|z|g B
A o|u|A|7t YRS AEE TITH(HFY
9] 2001). 2HAELS Aojo|n|AE HIGsh=
B tis] FYAIE 7T dF B
g ASE7t Sk B olfAl, el
(2002)= BAE FUA] &L vAE g
22A BEAHE 7S AR A6z B
To AAAH 5ol A ojnjz|E # uiy
4E 1 BA=6) g TYANE Al =
it Aol BAEE An|AoA 7154 &)

SEZUM=-TI0F SYAIZH 2HME ofEz =23 2elof 0)XE

=
=
o

et 244, 2ot 2383 d9S Al
A= 7444 #92 Holt(1995) 7}
St AMRE F AvAE AHE FI o
Au|Ae} FEEZI A3 EREAY &
Y] (consuming as classification)'$} B¢ A
AA ulg AMlgEe THLEAY AH]
(consuming as integration)'S EFdch HY
A 91(2003)= 9] BAE AA F A-bDH
AAZe] F o] pulgFel FeiA F¢
gy $3ig HEBAS 2H|RA gl
A BRAS7 7iE 43A Quie AvA-E
HE A FFo JojM FLgH, 2H]|AE
Apololulz| g} HAL 9] sAF ou|z]|7} =3}
€ olFoorgt A BA=AA} A
7] WjFoltt, & HEEWEZ sfAF zlolo]n]
A7t Z3F o|FA 2 u, A= dY B
E SUYNE ZAPTFEN BAE BA 0 FA
2 F3E v XA FHGraeff 1996).
g2t B dA3s 9EHATI} 2= AE
o] Bt Ui FYAE AAs F8
g APuirE 73t oy 2ol 7S
AAsIAt

oA

% 0 orE

=
b

|z

A

M 2 ol 18

M 1 AZE JELAE AL B
S FUA 23H 9% uF
Aol

322 BYE-Ao} FYA ¢} BT ofF, u

He-Alot FYA|9} HaAle E39lo] T
4G 9(2004)= BAE ojo) dis] 54
HAZo] g A=ot FMF foizs g
E PAE A&siee AP0 223 A9

o% - ZHEH| ZYE - ]



H1

E U2 v} ook ks, AvWsH2008)= B
T L sjgd BAEst 2H)Ake] zlolEEE
TE FENAFLE A3l FYs= FME #
e s Bgith BAT v E8Ed g &
ulzl uke-g &A= F FANEY BAE
gxel BAE ofFe 393 whgolgh= 54
< FHSE AT MEHLE ME g2tk
BAC HxE AzE FA/AT /e £
7k el whH HAE e HA;A:9)
Aol EA Lo i FFZAHT] 3 o]F
ANE AMAH ZAYL wkddcHThomson et
al. 2005). wetx HEHACT] thF F2 T
£717} Aololnjr] BHETZF] ¥ 73
AMAH AP AolM £ o, BAE grro
E HAC ofzto] FELuRY] FHjFS A
/e &=t o AAS FAMER A2 &
weth Ball and Tasaki(1992) = AB|AES A
oblidg 4A%7] 8 53 e dE ol
ze] AL 7IAA B FAsc 3 A
TFEL EYE 1AL Aololn|A| gt YA
she HEBA= dis) FME FoBAd 2

8 SIEDFHEME HI0A H4E 20094 19

WE 23S AYS= 2oE AAE & ok

BAC 29 HAC ojF}y FEEHE /Y
olglx UM AFsIUE BALE ofjF2 AH|z}
7b g BA=O dis] 2= AAEH fiiad
dido] HAE B9l 4713 #AE A
= PFRE FEE 4 JHOliver 1999).
o]y ¥y FEEL EUE HA EYS
vACe &FF AYIAE AL A=
AAA - BAA PExZ HoF 4 k(¢
23, ulsk 2008: Dwyer et al. 1987). Az
EL HATE T3 Ailo] w4 ¥
Q3ny, zloolm| R} YAsH= MAPAH 54
717 B di&) FYNE FATLEN B
Ao g Ae 703 BAEE AEHoR
Frjsile BEAAZ oofZITHAIF < 2006:
o] §-Al, o} 2002: Graeff 1996).

o] =90 ZAF A £ AFE BEAE F
YAj9} BAC oz P BAT E7H A
Ao i) ol e} 2e] 7HdE EESIATH

o4

W 2-1: HERAC B3 FLAE 3



HASo| i ofFe] FAHAH
BEL 0] Aol
744 2-2: BEFERC=O A FYAE BF
By
ngs

of g Edel TAHAHLY

323 BAME ofZ3} BaAlc E4Ze] A

A8 E 2(2005) = BHE 299 AguisR
A A oEe) A BAE g AT
stk 182 HASe digh 7AAF cofFo]
A7142 FAE FASEE AR X 7
Aoty FAHt RS, YvsH(2008)= B
To] JAAF - AXNA fuo] AE4EF 4H
A g BATe A& AHAA JgAE
At et AR olEe] A= Bl
Co dig AMFH AP PFAAE TRk
3= Chaudhuri and Holbrook(2001)2] A<t
3} UXxFck Thomson et al.(2005)8 EAE=
o2t AFME BAEe g 7484 fuiz
o] AMs=lojo} F71H FAYAZRE oA F
AT AR AP THE BE 4
A} BATZE] A BAE 7% A&0R
ojojzit}y & %= 9l

olde] 7|1& ATFES EUE ¥ A7 B
E oj3z BAE ER47He] A6l dis] o
# 2L 7HaE =&Y

M 3: RERASO] Qe ojzo] ZrtRS
2 89 RAsd) g 29 $EE
2748 Aol

324 HAE-Ao} FYA-HAE ofF-HAC
2919 WAlolA 2H x| 2H a7}

Liberman et al.(1999)2 F=AA e 4
HZES Aol E9e F/ 8717 AEl
Nz BJASE gAsy AddsiEe 4P
st sk ol¢h HiE WolRYA g
AH|AEL 7|E9 HACE IFdEe AF
o] 7}s}cHChernev 2004). ©l3d A2
L An|ate} BAEo] HYMFH {FojdAQl B
AE gz Ao BAE FAE) A%
FFoAQ BAH= 2117k AN AR
FE n)F A0 oAE F Utk

Aaker and Lee(2001)= gZAHAEe] 4
v 2= 594 AolAAe 7HAIL YUe ¥
ol 24X ] sHzl=s BAIE FASKE 4
& zolAAS 7 Aok stk o
2t WolxAR|gke] Lnvjal= FAE B 3
= el digh Yool sty £ F
AH(Heine et al. 1999).

o]} 71& A& uIEoRE o ZHX e
A8 AE2E Bt g 33 745
7t BF e g ¥t ohlet A3 #A
€ 93 Q& HATo s HYYHE 7HA
I UEE FEY F Utk gy FFEAA
gro] 75k Aullel vls] WolxAAI o] et
v AN BAEFUA} HHE of3 7
glx BAE ojFzt HAs EQ)zke] A7}
o ZsHAl vErg 4 & Aol ol F2
o ZAs & AFE oF 22 /e £
3t

M 4-1: BFBAE FUAZ} HAE o)

SEZUS-RI0F SLADE EHE ofatn HHE Belofl 0Xls ¥ - ZHEKe| THEY - 9
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The Effects of Luxury Brand-Self Identification on

Brand Attachment and Brand Commitment
- The Moderating Role of Regulatory Focus -
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Abstract

This research investigates the effect of brand-self identification on brand attachment and brand
commitment focusing on luxury brand. Another purpose of this study is to examine how the
relationships among brand identification, brand attachment and brand committment are moderated
by consumers regulatory focus. Structural Equation Modeling using 214 questionnaires was
conducted to test hypothesized model.

The results reveal that perceived luxury brand personality including excitement, competence, and
sophistication influences brand-self identification positively, which in turn has a signifiant positive
effect on the brand attachment. It is also found that consumers’ emotional attachment to luxury
brands has a positive influence on the luxury brand commitment while the effect of the brand-self
identification on the brand commitment is not signifiant. This finding strongly supports that brand
attachment and brand commitment are distinct construct, which confirms the results of the previous
studies. In addition, the results show that consumers-luxury brands relationships are moderated by
consumers regulatory focus. This finding explains that prevention-focused individuals who have
interdependent self-view respond to the loss caused by relationship break more sensitively compared
to the promotion-focused consumers. Finally, based on the findings of this study, theoretical
contribution and managerial implications are discussed.

Key words: Luxury brand, Brand-self identification, Brand attachment, Brand Commitment,
Regulatory focus
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[. Introduction

Consumer-brand relationship building emerges
as one of the most important goals of marking.
As a consequence, many researchers showed
the interest in understanding consumer-brand
interaction. A strong consumer-brand relationship
is known to be less vulnerable to negative
marketing circumstances(Fournier 1998). Consurrers
interact with thousands of products and brands
in their lives and they develop the intense
emotional attachment to a particular brand.
Brand attachment, one of dimensions of the
consumer-brand relationship, is defined as an
emotional bond to the specific brand(Thomson
et al. 2005). This emotional attachment to a
brand is known as the preciting variable of
brand commitment.

The luxury brand market in Korea has been
growing steadily for the past 10 years. Many
studies have been conducted to find out factors
affecting luxury brand buying behavior, but
little is known about how the luxury intervene
in the formation of consumer-brand relationship.

We have focused on how luxury brand
enables a consumer to interact with his(her)
own self, and ideal self, or specific dimensions
of the self. Specifically, we (a) investigate the
effect of luxury brand-self identification on
brand attachment and commitment and (b)
examine how relationship among brand-self
identification, brand attachment, and brand

commitment are moderated by consumers

regulatory focus.

II. Literature Review

2.1 Brand Personality and
Brand-Self Identification

Brand personality is defined as the specific
mix of human traits that can be attributed to
a particular brand(Aaker 1991). Brand personality
includes human personality ftraits such as
warmth, concemn, and sentimentality as well as
demographic characteristics including gender
and age. Aaker(1997) researched the brand
personalities and identified five brand personality
traits which are Sincerity, Excitement, Competence,
Sophistications, and Ruggedness.

According to social identity theory(Tajfel
1982), brand personality can influence brand-
self identification. Consumers tend to form
strong relationships with brands that have a
brand personality consistent with their actual
self-concept(Sirgy 1982). Consumers perceive
symbolic meaning from luxury brands, so
luxury brand-self identification can be viewed
as expressions of consumers’ identity including
status and lifestyle. For instance, Gucci, with
its prestige and sophistication image, is likely
to appeal more to those individuals whose
self-identity contains these traits.
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2.2 Brand Attachment

The prior research related to attachment
started in the realm of parent-infant relation
(Bowlby 1969). The notion that such attachments
reflect an emotional bond is suggested by
research in consumer behavior, Brand attachment
has gained the increasing interest among brand
managers because it reflects emotion such as
consumer’s love of the specific object. Brand
attachment is an emotion-laden and target-
specific bonds between the consumer and the
specific brand.

Although favorable brand attitudes are
reflected in brand attachment, brand attachment
and brand attitude are distinct constructs in
several critical ways(Thomson et al. 2005).
First, brand attachments develop over time
and are often based on interaction between
a consumer and the brand. Second, brand
attachments stir memories toward a particular
brand. Finally, consumers who are strongly
attached to the brand are generally committed
to preserving their relationship with it. Overall,
consumers’ emotional attachments to a brand
lead to their commitment to the relationship
with that particular brand.

2.3 Brand Commitment
Fournier(1998) suggested that commitment
is a high level of brand relationship type. In

marketing context, people with brand commitment
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have an intention to continue the relationship
from long-term perspective and have a willingness
to stay with the relationship. Previous studies
propose that a valid measure of emotional
brand attachments should predict comsumer’s
commitment to a brand, such as their loyalty
fo that brand.

2.4 Regulatory Focus

The regulatory focus literature indicates that
most people have one of foci that influence
one's strategies and feelings in decision process
(Crowe and Higgins 1997). According to
regulatory focus, an individual who is more
promotion-focused centers on the realization of
positive goals and desired end states and views
the decisions with eagerness. In addition, they
may be willing to take risks. In contrast, an
individual who is more prevention-focused centers
on preserving an absence from an unwanted
occurrences and interested in maintenance of
the status quo. They tend to limit the chances
of making mistakes. Aaker and Lee(2001)
suggested that promotion-focused people tend
to have independent self view compared to the
prevention-focused individuals. In contrast,
prevention-focused individuals are known to
have interdependent self view compared to
promotion-focused people.

Based on prior researches, it is predicted that
the prevention-focused individuals who have
interdependent self-view respond to the loss



caused by relationship break more sensitively
compared to the promotion-focused consumers.

. Conceptual Model and Hypotheses

Based on theoretical backgrounds, the
conceptual model {Figure 1) is developed and
hypotheses are proposed.

H1: Perceived brand personality will positively
influence the brand-self identification.
H2-1: Luxury brand-self identification will
positively influence the brand attachment.
H2-2: Luxury brand-self identification will
positively influence the brand commitment,
H 3: Brand attachment will positively influence
the brand commitment.
H4-1: Regulatory focus will moderate the

{Figure 1) Conceptual Model

H4-2:

effect of luxury brand-self identification
on the brand attachment. The effect
of luxury brand-self identification on
the brand attachment is stronger for
the prevention-focused individuals
compared to promotion-focused individuals,
Regulatory focus will moderate the
effect of brand attachment on the
brand commitment. The effect of brand
attachment on the brand committment
is stronger for the prevention-focused
individuals compared to promotion-
focused individuals,

IV. Results

Survey method was used to collect data and
Structural Equation Modeling was conducted

Regulatory
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to test the hypothesized conceptual model. We
developed relevant measurement of research
variables based on previous research. 214
Korean participants(male =46.7%, female=53.3%)
were recruited from luxury brand community
of SERI (Samsung Economic Research Institute)
and Chung-Ang university MBA.

The reliability of the measurement items was
tested for internal consistency. The scale was
evaluated to be reliable, showing the satisfactory
reliability level of Cronbach's a at 0.7 above,
which is generally accepted(Nunnally 1978).
Next, we confirmed convergent validity and
discriminant validity of the measurement through
a confirmatory factor analysis(CFA). For the
hypotheses testing, model fit was found to be
significant since all of the model fit indicators
were acceptable(x’=409.300, df=232, p=0.00,

NFI1=0.872, CFI=0939, IF1=0940, RMSEA =
0.060).

(Figure 2) shows the overall result of
hypotheses test. In {Figure 2), solid lines mean
the significant relationship whereas dotted lines
present non-significant relationship from the
analysis. H1, H2-1, and H3 were statistically
supported at the significant level of 0.05 or 0,01
whereas H2-2 was not supported.

H1 proposes that when consumers perceive
luxury brand personality, consumers are more
likely to perceive brand-self identification. The
path between luxury brand personality and
brand-self identification is partially supported.
The result of H1 testing shows that excitement,
competence, sophistication of luxury brand
persorality are associated with brand-self identification,

The path from brand-self identification to

{Figure 2> Hypotheses Test Results
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brand attachment(H2-1) was found to be positively
significant whereas the effect of brand-self
identification on the brand commitment was
not supported. The results of H2 indicate that
brand-self identification leads to brand commitment,
which contributes to the formation of long-
term emotional bonding to the luxury brand.
The path from brand attachment to brand
commitment(H3) was supported significantly.
The result of H3 are consistent with the
findings of previous researches,
H4 proposes the moderating role of regulatory
focus in the causal relationship of consumer-
brand relationship including brand-self identification,
brand attachment. and brand commitment.

(Table 1) Results of x* Test

{Table 1) shows the results of empirical test
for hypotheses(H4-1, H4-2). Regulatory focus

plays a moderating role in the path between
brand attachment and brand commitment.
Theses results provide evidence that prevention-
focused individuals with interdependent self-view
perceive consumer-brand relationship stronger

than promotion-focused individuals,

In this study consumer-brand relationship is
examined focusing on luxury brands. The

V. Conclusions

Model ¥ df CFI RMSEA NG P-value
Free Model 663.591 464 933 045 000
Restrict Model
(Brand-Self Identification— 664.784 465 933 045 1.193 000
Brand Attachment)
Restrict Model
(Brand Attachment— 667.459 465 932 045 3.868 000
Brand Commitment)

(Table 2> Comparison of the two typs of Regulatory Focus Group

Promotion Oriented Individuals

Prevention Oriented Individuals

Direction _ Standardized . Standardized
Estimate Eetimate t Estimate Eatirmate t
Brand-Self Identification —
Brand Attachment 890 47 6.119 890 780 6.246
Brand Attachment —
. o 719 699 5458 | 1190 108 | ses

Brand Commitment
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important findings from this study are as
follows. First, it was found that brand-self
identification was positively and significantly
affected by perceived luxury brand personality
induding excitement, competence, and sophistication,
Second, it was also found that consumers’
emotional attachment to luxury brands has
positive influence on brand commitment. This
result strongly supports that brand attachment
and brand commitment are distinct construct
which confirms the results of previous studies.
Finally, we found that regulatory focus plays a
moderating role in the consumers-luxury brands
relationships. The result explains that prevention-
focused individuals with interdependent self-view
perceive consumer- brand relationship stronger
compared to promotion-focused consumers, The
findings of this research contribute to develop
the consumer-brand relationship theory and to
provide valuable and practical implication on
marketing communication strategies of luxury
brand.
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