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Abstract It is very important for companies to form a strong brand resonance to maximize
profits, attract new customers, and prevent them from leaving existing customers. In this study,
we examined the relationship between brand awareness factors and brand attachment leading to
brand identity cognition, brand performance, and brand emotion, and verified how brand
attachment plays a role in shaping brand resonance. As a result, it was confirmed that brand
emotion among brand awareness factors is a key factor affecting brand attachment and forming
brand resonance. In addition, if the perception of brand identity is established until the true brand
resonance of consumers is established, they will experience the true value of the brand through
differential performance on the brand, and further increase the emotional response of consumers.
This led to deep solidarity with the brand and consumers through attachment to the brand,
interacting with the brand and showing high brand empathy behavior.
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The Effects of Brand Awareness Factors on Brand Resonance
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BA # AVE At #S vastgoh o1 2y A=A (p < .001)
Table 12} Zo] AAIE 4= dom 7t JdEe] A+ BA= F3ke] Maaly Bills ofzye]
BA kol AVERES] Al @ x3shA &of 7 AlA WA B AL Bl= ofzto] &
YE ko] el 95S skt (Fornell and ot &S wAA &= HAoE YE, 73
Larker, 1981; Gefen et al., 2000). 71275t (p = 530). T3 BA= Aol B
E ofAE fojgh TS vAA Ze FHoE U
423 JIIMdAS v} 7HE4E 71 ZbE QY (p = 669). SFAIRE B
A fHgo] BAE oo FAA JFS v A
2 AFodA AAE 7HEES AFs] S8k = Aoz yehy, 7HEs5e AgEHAY (p <
Smart PLS 3.0& o]&3le] FAHEH 7MAHS 001). mix o7 Bal= F7he] FA Qo #A
AZ39 (Ringle et al,, 2005). PLS HH 2 7] oA BAlE oz BT irdk7lo| FAHZA o
Fol FEAS 7Hko 2 dE Lisrel, AMOS % e A= AoE e, ZHE6o] A g E A
o Blste] o2& Jfwtsta, AR om © H (p < .001). A= ozt Bl FA T T3t
AR 22 RO " AR (Non-Normally FAA QgS nxE Aow e, HATE A
Distributed) At 5.7} o] &7Fs3stthe= ol St g9E ol (p < .001). 183 BAHE A& B
(Hair et al., 2014). ¥ Aol = 5007012 314 A SAZ F44 dFTFS vAE A= Y
XEE (Sub Samples)S &-&3}9] Bootstrapping Bl 7HAA8% AHEHAY (p < .05)
EAS AT WA HEAT UOA, THEE VA s ANE o, 2= F7E A
o] RYAILE A5E AR Ay = 705.004, NAQAL BA= g AAA ukgn B
SRMR = 0.060, NFI = 0.834% }e}ytc}. =9 s &3 o ZI Fos o
Bodvda AddE e de dve dE Hd= R
Table 2 2 Fig 13 Zo] AAT 4 Ao}, AF AAAG 2 Bd= 7F BAE ofzo g A
Mg AEE) A8 TR mde A AR dAHV|EUE = FAS R
4= (Path Coefficient)& &213 A3 BH= F 2HE of2s = BAHE RAgFe= 2
7] MgPgols 7+ TAA EBEAx= AHA Ao ol7|= 3}, o= oY uiel ThEA, 4|
B AMyo] FAAH QIS nAE Aow U A0 Bale FAAd g QA FFEe] ol
By, 7Hd1e AgEAT (p < .001). HH=E A strieke A A o= o]ojA]7] Huh= B
H7F BAE A v A= JIgFS Ay A A=o g A GAo] M ojof &
TAH JFE A Aoz yehy, s W, Bd= Fo oly} 7o Aytel A
Table 1 Construct Correlations
Construct 1 2 3 4 5 6
Brand
Emotion 0.896
Brand
Connectedness 0.681 0.940
Brand
Attachment 0.741 0.716 0.891
Brand
Performance 0.502 0.331 0.427 0.889
Brand
Identity 0.539 0.283 0.458 0.719 0.904
Brand
Lovyalty 0.561 0.557 0.618 0.6 0.574 0.905

Note) Bold numbers on the diagonal are the squared AVE
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Table 2 Path Analysis Result

Path Original Sample Stal_lda}rd T-Statistics P-Values Results
Sample Mean Deviation
HI: Brand Identity — 0.719 0.719 0.046 15677 0000 | Accepted
Brand Performance
H2: Brand Performance 0502 0504 0.073 6.8% 0000 | Accepted
Brand Emotion
H3: Brand Identity — .
Brand Attachment 0.058 0.060 0.092 0.628 0.530 Rejected
H4: Brand Performance— .
Brand Attachment 0.039 0.036 0.091 0.427 0.669 Rejected
H5: Brand Emotion —
Brand  Attachment 0.690 0.693 0.058 11.931 0.000 Accepted
H6: Brand Attachment — 0.716 0.716 0.043 16,625 0000 | Accepted
Brand Connectedness
H7: Brand Attachment — 0.450 0.452 0.082 5467 0000 | Accepted
Brand Loyalty
H&: Brand Connectedness—
Brand Loyalty 0.235 0.234 0.088 2.671 0.008 Accepted

Identityl
~

Brand
Identity

x"“x.. |Attachn1|:—rt-t1| [Attachmer:tz| {Attzchmer}tﬂi |Attachmer!’(4|
T v ~

Brand
Connected

ness
0719 (15677 0058 (0.628) \ 4
\.H \\\\ 4! o -
{Performance: \ H“‘m:‘
————f Brand e e Brand iy, -
W Performancg QO Wl ttachment, 235 (26
—a
Performanc
--//
Performances 0.450 (5467
0.502 (6.886 0.690 (11.931 Loyaltyl
Emotionl Toyalty2

e
Cemetors

Fig. 1 Research Result Model

4
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T, BHAE ofFo] Bl FAHAE 9 HAE A&
&3tel WA= JFFHAE AFHHEJgT FF A
ToA = BlHE Q12800 Biae FAE 9
vaE A&zt dig AHAAE AESN 5o
24 Bae 3P AAY AdA4 wes 4
Wi Fart vk

UlA], B Afol = Bi= F7F g el
2 RGs AHRT] fste], dukivA] BA=
g o83 2vAES WEeR AE T
ATk AR A Ul RIYge APGA e 54
YAl 5 ohgs 3 Bazd digk F7
PANA S Aomo=ZA, A5 dutste] o
st AYEs =9 F8v ok =g g9 AT
M= AF o] ZAtelE fFYP ol HAlF7]
< 1yste] B ¥ AAS AvREs
A% on7t & Ao=w dAdHT
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