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ABSTRACT

The purpose of this study is to investigate the effect of brand image and purchase attitude on IT new and high
tech product(and service). These results of the research model provide that the relationship between brand image
and purchase attitude on IT new product. This study provide that the brand image is a tool for the firm's
competitive power. The firms strengthen the brand image for a successful market entry.

71 E
HAE ololx], IT &MZF, sl0lEHI= AIE, FHENE

.M E ok HES T AHAL AFE] AES A
=3k Qlrh ol# e AW s A F e ke ALg
H So] [TRole] 7]%o] F&r= Mnrsn o 719 49, LHlAelAR Wsts a8t 9l
glon auH|xEo & wak w=A W)t t}. AL3] ﬁjﬂ@?l T EE A B A%s B
ot} olelst s AA Ak Fu = AAF= g 724 WstE fFRsta Al olE T R
A= 2uAEe ulee Fu oA Age  AEE AU 7= ARAA e FAHE
298t7] e Be =S atm Q) EE A detetels e =25k 9l
} sS4 E 22dE g A SEE . ) ) )
T e T i o e elAY dkA R Faske A Bd SelA
1L R 78 e . RUSEs A= = = = o] =) J:__ = ST =
BoplAE A A B0 MapE delFAs oo STl AAE TgEel AFel T
T ogom A4 BuE da deFs sassw  Lnel HAE AT Atk 53] awase]
. Al T A 1o A FEE AEo|F Mulzo A X zEe
goh oledt BAMME VdES A B A ; h o
: _ A FolE BAEE Ftel AotE T@sAL
S AsA7)a 2nAE] vhES FE8H7] 9 5
N i e ool Aol g@olt WML EASH fk
3 Bal=ste] we wS v]Eolal gtk
Lo s} ]
Aot ITRoke] %8 AMen dopat e o o [T ER WAES wolgel slof

A% A A el A P g

- 737 -



_O‘L
N
o T
o
fr
[N
=
>
>
Y
[e]

| 54 A% &2 2
ZHA A Qe o)W A E EYE FH] 9
[e)
o

= o

>~
>

ol
ol 2

=
Mz n® g
e | o ol o

o,

LT by
R

ez A o rlr
|z

R

=

= a7 I

o
M
4
e
lo
e}
vy
2
o
o
-
2
i
=2
fass

A=) QA =7} IT AlEoIY A% 2okt
FAQIA, ojwF g0 HHEo
A AR Ao et AE=A A2 E3) uhg

21 BAE ofuAe] & EHAT
A=t Bl mE WAL Aol AN aE
54 A3 be BAAst BEss] 9% o=
2 AgHE 0B, §of, Al FHold U,
E olge] APALL Felsta Y4l

B )

al(l

DI
i)

deolnA s w4 W Hi B
= A4 % nAdA BAES i) ojwa ol
2 2 4 Y= AE FAFE A BASe 9
714 B4 Wy vAcE APshE oz T
HEoATE], HAE ojuAE 54 HA=s}
SAES} WEAT BolHE T AHHo
= G448 deld 2ol @ & Qor], gl
G mAE A4H A8e FABHEL oA
Wal HAE ouA: AwEe] 54% Ha=

N2

¢ e EE e 7AHY, 54
= Fel teiM &HATE
=7 A WA =hes adArt EFENE
of BNV e A, Avd F4J Ao

N

o
A AF Fe Auize] Py
S0 a4 BAT AT

2.2 Fojei=ol ik B3 AT
o

b oAEeEs gAEgT Rustan
CAgE AFolRe o4H WF mdelA A
@ aux HEsl @A FHolelel Az

EAlo|go] F7hHo] Fulo| o] Jge Fi A

oleb sH4iThIl

ol@F anAEe] 5ol HrE AA T

> o0
)
foy
at

of aHgfojo}d TheAdol 7] Wil vHAEE
AA= W T3 ARV Aot

oA Y &nAe] ZolHQl HEEs AA Fuiet
aHlel ojojd ThsAe] ¥7] wZol wHAE A
-9 F83 FRE AFsiA Aot

n. (& 3 &9 Mz)

3.1

2

?_

B ATNAE J1Eg clgdTAA AAE U
82 o auAge IT AVAFS 7o
of glofA HATe] AAES oW FEFL v]x
A8 dolnel thed 2o AFRL B

At

ta

3

filo

Purchase attitude

+ Functional Image
+ Symbolic Image

o |11 to o
mlmm
.
<
£
N
rlr
b o
=
_|>i g
m&m
2
= |
Ho |
o
o

2 ATe IT 2ok stelHla AF9]
ol A7} FHje ol it FFE B4 st
Fo Tuldtsd SdolA A
o Aesta AAZeR FA3
delioFd Aojth

[‘

32
sl

-
£
Jot 2

Ay st

it i
-

- 738 —



IT AMAIZL| EM=0|0|X|et FUEHE=0) CHet S+

ot

=]

ik

[1]  Dick, Alan, Dipanker Chankrabarti, and
Gabreil Beihal,  “Memory-baed Inference
During Consumer Choice” , Journal of
Consumer Research, 17(June), pp. 82-93,
1990.

[2] Simmon, Carolyn J. and John G. IR,
“inference  Effects = Without Inference
Making: Effects of Missing Information on
Discounting and  Use of  Presented
Information” , Journal of Consumer Research,
17, pp. 477-491, 1991.

[3] Hak-shik, Lee et al, “Brand’s Attitude
toward Consumer’s Purchasing Behavior : Its
Role in the Consumer-Brand Relationship” ,
Journal of Consumer Research, 15(2), pp.
85-107, 2004.,

[4[ Sanghoon Kim, hyunjung Park, Effects of
Country of Manufacture and Country of
Brand on Consumer‘s Quality Perception and
Purchase Intention. Journal of Korean
Marketing association, 25(2), 19-40, 2010.

[5] Davis, S. M., Brand asset management:
Driving profitable growth through your
brands, The Journal of Consumer Marketing,
18(6). pp. 534-542, 2001.

[6] Yusuck Won, Research Aticles: A Study on
the Influence of Hotel Image on Consumer
Preferences: Focus on the Hotel Food &
Beverage Outlets, Journal of Food service
Management  Society —of Korea, 10(D),
pp.21-247, 2007.

[7] Cheng Zhe Jin, Eui Burm Park, The Effects
of Product Attributes, Brand and Corporate’s
Image on Consumer‘s Purchasing Intention:
Focusing on Chinese Cellular Phone Market in
9 Areas, International Area Studies Review,
12(3), 2008.

[8] Ajzen, 1. & Fishbein, M., Understanding
attitudes and predicting social —behavior,
Engelwood Cliffs, Prentice hall, 1980.

[9] Ajzen, 1, The theory of planned behavior,
Organizational Behavior and Human Decision
Processes, 50, pp. 179-211., 1991.

- 739 —





