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The purpose of this study is to show that the effects of brand value co-creations to
emotional brand attachment. We proposed the conceptual framework linking two types of
brand co-creations (brand based co-creation and consumer based co-creation) to brand
attachment. Covariance structure analyses show that both co-creations have a positive
effect on brand attachment. Moreover, consumer based co-creation has a stronger effect on
brand attachment than brand based co-creation, and the effect is the most in durable
goods.

AR AE
(GREHAL @ 1)
B B LIEESES ¢ & &t
2010 4 600, 000 180, 000 780, 000
2011 4FEE 900, 000 2170, 000 1,170, 000
it 1, 500, 000 450, 000 1,950, 000

WHIE BB A TE
BB OSF - B - BEY - pE

F—U—R:TIFU R =gy MELRE, TR THE T AN, B,
TITUR XU RA D

1. WHFERHse S W OE 5 Felb—=variyZensE2IE,

HR, =TT 4 TICB LT TR
YRVAY MIZBWC, TR U b—v
3 vy TOBERMbATWD, 7T

1990 FEA % ¥1Z Fournier(1998)1Z L - T#&
BIXNZboTHDIMN, S, SEFIFRHE
HTOMENERL TRV, BHIEDNEEETT



R IC B W TEWIEE R SN TV DL
D1oLRoTWDE, —FT, ~—F 74V
THFRCBITFAY—E R« KIFrhady
7 fEGE D L EIRE S T & B i A AT
DNWTH, BES, 7TV Re<wRxTV A MD
BELEALE L TIAONBEDTEY ., £
X, 772 RifEdAl & LCTHER ST 5,
77 v FEILAI &%, ~— X — L iHEE
NI T T FOEBEZAIE L T <)
BEOZETHY, TH LT TV ROE
DREZFN, 7RV Lb—igriy
TEERTDHDERNE D ENRFEMINT
Wb, ZOLX)REGmROE RN, AT
X, 77y RMfEdAl %2 7 Z > R~DIEHT
REEDBRERE LTIRA, 7T Ml
HAIR, 7T R~DIEHREE LD X
AL H 2 B ONZHOWWTHE LTV
D,

2. WHEOHEM
AFEORHNE, 7T R UL —v gy
Ty (EEHEE LTI OGN &l
AL OBEZALNITEZ EICH D, &
D BARMZIE, 77 2 NMifEdLa R, 77 v
R ~DIEEH R EEFICE 2 DI OV T
BMadTsZeEThd,

3. WrgED ik

RO H I ZER T DT O, R4
TliX, 3 ODOMEEEZRE Lz, £TH 1
AEE LT, a7 7 K- U
L—var vy e EEEE L ToT
FJyRevA4¥YLTr4, 77 KaIyvh
AV MEAELEDERAZEGHT) IOV TEH
EITHZ &, H2MEELT, 77U K=
F A MOXNRICE T BT T FffEd:
BIZRETHT-ODORERBEEZITO L, £
LCHE3MEE LT, 77 MEAIN 7
TV R~DEEICEH 2 D8BTS\ TG
EREL, T—ZIC Lo CTHEEMR A HREET
HZEThHAD,

4. WFFERLE

AR TIE, £9. 8 1ETH L mHEE
BIES, 770KV Lb—varyy A
DEEHEIT T2, TN HDORREIZ VT,
B (2011) 9o RVl —Tariy
TR O E AR (TE R = w9t
vol.42(3+-4), 87-113.) M OVEH (2011) 7
TSR ULb—3aryy 7o) (Tl
HARFROT T R e =32 A R HA
sE9L %, 188-214) (2L T\ 5,

INSDBENED L Ea—hh, 7T
N Al fiE 26 A1 2 AT i 3 Al o AR B 2 D125y

¥l 120077 MifEIAI &I, 7
Ty RBREEROT Z v RMifE#A] (Brand
based co-creation) THYH, [~—~rH—
WCL-oTRIHENTZT 7 ROEKD, HE
FOLWERICHF A, HELEBLTW LR
] LEFRLT, £, 2 oD OflifEILAl &
X, WEERENTZEDO T T N E LA
(Consumer Based co—creation) TH Y . [1H
HBHEALD, AR S L <ITHESr072 3
ROWPCRIH L7277 v ROEKRDS, {HEHE
ANDT AT T 4T 4 ITHETDNTND
PR | EER LT,

Wiz, 26077 v RMEEXAIN, 75
VRNDBEFIZEDI I BREEE G Z DD
WCOWTIGERET AV EEH L (KEL) |

M#E 1 EHET v

-Proposed Conceptual Framework-
Linking Two Types of Self-Brand Connections
toBrand Attachment
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H1 : Brand based co—creation has a positive
effect on brand attachment.

H2 : Consumer based co—creation has a
positive effect on brand attachment.

H3: Consumer based co—creation has a
stronger effect on brand attachment than
brand based co—creation.
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Factor Loadings for the Two-Factor Model of Self-
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Brand Attachment Scale’s factor loadings and
Composite Reliability
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