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Abstract The purpose of this study is to investigate the effect of organizational brand
internalization on organizational brand permanence. Specifically, organizational brand internalization
influences customer orientation, brand attachment, and organizational brand permanence. Also, we
examined the effect of brand attachment on the relationship between customer orientation and
organizational brand permanence. As a result of empirical research, organizational brand
internalization plays an important role in enhancing employee’s attachment to brand and positively
forming relationship with customers. In other words, as brand attachment increases, employees in
the organization know and share customer’s needs and provide core competencies for the
organization’s long-term development. Therefore, companies need to strengthen their internal brand
power by organizing their brands into a single concept, and to realize organizational integration of
employees based on them. Finally, this study suggested practical implications and future research
directions from this perspective.
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T5p7h 0942, WRAFUA A 094002

Eputeh wAA g A% 0951, oAb

2B WA 0.847, WA 0.840, A1EA4 0.956,

TR 075302 e BalEofRe 0951,

BT g&Ae 09222 JERETH uhEka
]

N

[e)

Aol =4 & 59 Cronbach’'s aAlF=

HAXl 070012 ey AFAS
3} tF(Nunnally and Bernstein, 1994).

o obm e BN o

Rt

422 &olE Q084

G gQEA A FAE FHAUTFES T
AF2] = 3 (Summated scale)d}o], Lisrel 83X %
O3S o] f3sle] A QJARA(CFAE A4
sttt 41 A¥, Table 13 #Zo] AAIE

2

low, ZAmuel
=254.22(df=113, p=0.00), GFI=0.90, AGFI=0.86,
CFI=0.99, NFI=0.98, RMR=0.044% }e}r} 2}
AFEo] AARNE === Aoz Fdad 4

=

gtk =@ AFHFY 43S skl A

Ad= AXES

=

ﬂl

A=}
reliability) ¢} HdEAFEA 5

(Average variance extracted)E F=3}% =,
CR#2 07017, AVE#2 05014 o=2 %33
Al YEb o (Bagozzi and Yi, 1988; Fornell and
Larcker, 1981; Nunnally and Bernstein, 1994).

£F FAADE AT A ged

B3} 2 (Standardized loadings)%® 47) W4 2%
froletA ey (HA t>1289) HF E]r i
3+ 319 tH(Hair et al., 2006).

423 AZHEHA

Z} 7 43 = (Summated scale)E o] &
st AJd#A = Table 29 2ol AAT 5 9o
o ZF FANE P ARASFE B FE oASF
o AFFbe] 1.08 EZFeA ol Q9150

MZ Fdatthal & F glo] AHEdEE g9l
st 4 9l th(Bagozzi, 1981).

%= (Construct 2 AFqA AAE 7S FFE] 9lske]
Table 1 Confirmatory Factor Analysis
Unstandardized|Standardized| Standard Composite Ave?rage
Construct Item .. . T-Value . ..., |Variance
Coefficient | Coefficient Error Reliability
[Extracted
o X2 0.87 0.87 0.049 17.69
Organizational Brand
I alizati X3 0.92 0.92 0.048 19.25 0.917 0.787
nternalization x4 0.87 0.87 0049 | 1761
vl 0.80 0.80 0.052 15.52
v2 0.83 0.83 0.051 16.33
Customer Orientation | y3 0.89 0.89 0.049 18.22 0.932 0.735
v4 0.92 0.92 0.047 19.29
vD 0.84 0.84 0.050 16.62
v7 0.89 0.89 0.048 18.58
v8 0.93 0.93 0.047 19.81
Brand Attachment v9 0.82 0.82 0.051 16.12 0.951 0.794
v10 0.87 0.87 0.049 17.89
y1l 0.94 0.94 0.046 20.13
v13 0.72 0.72 0.056 12.89
Organizational Brand | y15 0.84 0.84 0.053 15.90 0,862 0610
Permanence v17 0.78 0.78 0.055 14.22
yv19 0.78 0.78 0.0o4 14.40

Chi-square = 254.22(df=113, p=0.00), GFI=.90, AGFI=.86, CFI=.99, NFI=.98, RMR=.044
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Lisrel 832138 o]&3le] FRWAHAR
2 3}

I-ﬂ o

5(t=2.16)% =} &5 )},

=]

o W wAe dAsA Fgnde A AAE GEYNE FAF 9FL VA4 @
AREL y2=25422(df=113, p=0.00), GFI=090,  + A= e} 7HE6(t=1.48) 717 .
AGFI:0.86, CFI=0.99, NFI=0.98, RMR=0.044% FrHH e P ENE dHE Ay, 2484
ety A3A 50 A4AE 58 ez 5B URse HAE ofFs AH unAXFY(E
Folgo] 714 AREL A=Zs=d Fd7 9 2AF=012, t=216)°] F&FHo] U5S FAT
S Aoz A HHair et al, 2006). 737 T AT T 2ABAE Fse Blle of 3
% A¥= Table 33 #ZTh IAAFYES A ZHBRE & JTFY
WA, ZHABHE YHsrr BAs=ofZe n < F9S AT F ATHAZAF=0.31, t=2.59).
I GREE TAH FALA U A ol Ak g, 2eAndn o
1(t=1291)2 AgEJt =3 ZHH A= i AAdEe B gt ofzs EoFu, 1
S wAAGdel 344 g WAL Ao Ao WAE IHAeR FYNATE Faaq
2 YEyg 7HE20=85D% AdEA. X dE & 7 odvh E=9 Halse] fig Ads
zABA= Yisrh 2B as o= H ofZto] goldsx =4 W AdsS uAI 9
ot HF¥E WAA Fe Aom ey 7HA AE Ffretal g gl d&etr] gk =
=090 717FH . B, Basdel w  HL s Aow yEuth g oSo x
MA G| T4A JFE vAE o2 e AuPse et jFS FEAIE FAHS 7
U 7MAE4At=215)E A E AT Bl =) o] Ao 243 &4 AAE FAY F A=
zABAE g&gel uAe JdFPge FAH BRI} A1 2ol Oig UH FaE o
fFTAZ JERd AE 3 5 9lo] spd B Ayl 7o £ 9l AAETH
Table 2 Construct Correlations
Construct 1 2 3 4
Organizational Brand Internalization 0.887
Customer Orientation 0.773 0.857
Brand Attachment 0.746 0.667 0.891
Organizational Brand Permanence 0.436 0.399 0.421 0.781
Note) Diagonal are the square roots of the AVE
Table 3 Results of Structural Equation Model Analysis
Standardized| Standard
Path T-Value Result
Coefficient Error
H1:Organizational Brand Internalization—Brand Attachment 0.76 0.059 1291 Supported
H2:Organizational Brand Internalization—Customer Orientation 0.70 0.082 851 Supported
H3:Organizational Brand Internalization—
0.13 0.14 094 not Supported
Organizational Brand Permanence
H4:Brand Attachment—Customer Orientation 0.15 0.070 2.15 Supported
H5:Brand Attachment—Organizational Brand Permanence 0.22 0.10 2.16  |not Supported
H6:Customer Orientation—Organizational Brand Permanence 0.18 0.12 1.48 Supported

Chi-square = 254.22(df=113, p=0.00), GFI=.90, AGFI=.86, CFI=.99, NFI=98, RMR=.044
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