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Abstract

The purpose of this study is to identify the mediating effect of consumer engagement in the
relationship between design typicality and brand trust of shared electric bicycles, one of the
emerging personal means of transportation, so-called personal mobility(PM). Through theoretical
review, design typicality was divided into external and internal typicality. The case study
analyzed form, color, logotype, and illustration corresponding to external typicality for shared
electric bicycles of GCOO, SWING, and Xing Xing, and as a result, it was found that each
brand is striving to secure its own identity. The empirical study verified the influence
relationship between variables through the analysis of the structural equation model, and the
results are as follows. First, it was found that the design typicality of shared electric bicycles
had a positive and significant effect on brand trust. Second, the positive effect of design
typicality of shared electric bicycles on consumer engagement was confirmed. Third, the positive
influence relationship between consumer engagement and brand trust was found. Fourth, it
was found that consumer engagement mediates the design typicality and brand trust of shared
electric bicycles. This study is of great significance in that it provides theoretical and practical
implications for smart mobility companies to respond quickly. It is expected that this study will
serve as a stepping stone to provide the basis for related research in the future.

Keyword
Personal Mobility(AE RE2|E|), Shared Electric Bicycles(&5F Z7|XH7), Design Typicality(C|Zt
Ol A&A), Brand Trust(EME AMZ|E), Engagement(QIAH|O|XA|HE)

o

= ol HeEE JHI0ISH, 2 PM(Personal Mobility) & SHR! S5 H7IARIA| TRl MY
1 EE 412|=0] 2AOIM 2B[2} QIAORIHES| DPHEE MASH=E NS A2 §itt 0|24 HES S

CRRIQI HYEE 2 U LAY MYGe= FE5IRCE ARG AR, 22, A9 &7 WWRKIHE
Ho= QA MAGQl T, MY, 20EIQY, YAAE0PES EA6IRR, O 2, 2 EiEE 1R9| Ofo[H
EIEIS &=sl/| ffel 2ol USS DIOGIAIL, HS8e TRYTARYO| Z4E Sdif B 2 3 TS
PSSO, 1 Ziks tEd 20 2, S7 WVIRRAS| CRRIQI HYE0| HAE L2|=0 S¥Ho2 R9|
ot IYE DRl A== TRt M, S U7RIAHO| LRI 0| 28R} QAUAPRRIHEY D2z S
2 IS YRISIACE A, 2B[R QIAORHES} EHE 12|=0] SHA ok AIS 2 4 AACE W, 28]
AHEIL S H7ARIAHO| LRIl MY EAE L2[ES Ok A2 LIEIL] & G+e 20

| 71YS0] & HE CHSS 2I%t OI2AURA AMRE ASste Aleks doM 2 QDIE AHD &2

S ¥ EAE G0l V=S AfSShe LIFER &S IS 7|Ceith

110 o)
e Jd

=l

23} 2, 0|24 HiiZ
1. M2 2-1. CIRIQ! &Y

2-2. BaE AzZ|&
2-3. QIAOR[HE

-1, e
1-2, ¢

U=l
oL J
rf Jg

129



3. ARl

3-1. ZF(GCO0)

. 2A2I(SWING)

. 8(Xing Xing)
. ARIZMER

1. N2

11, APl
THolojsag o

Hezn 9t sHEot

iy

221
=

PM(Personal Mobility) At0|
2ISHZ20|10 Halst ZFM[CH
SrHe2 3R Z|HE0t PME sk <6t
LMS EFOL}, FEE FARAR Z4F QA
2| ZAof| 2t HSZE 0] Cfet £AHAQ
ST ot 20219 E2uEHe| JECZ 2
UUSAZT 2|, ORHZ 9F 2k, 0l 3 FA| &
O AP ZetelHAM BSZEES| 0|2E0| A4Asi
Ue H=olCt B, TEE SiofofRt M7|13=50| 0]
02|z 2RAtE YA (Pedal Assist)2| S7 7[Rt
e E2uEHo| A ChyolM Ael=l7| whzof O]
SA50| Fa} HoA[1 e, Ol T2t ADE 2
L2lE| 7I¥ER YAls| 3% HMIIRRHIHE =Rsk=
s ASHCR ARE S5 = MO PM B
HE 7Ho| ZHO| X|HelA|HM 7|¥S2 7148, M
HIAZ|Y il Q1AM So| 2fHSIE Solf AH[RIQ|
A2IE 0] FURLUZ AHHSk= 0| St F2
He27 Ct OlER 3% W7IARA A2 =2
Al & TRsEE AL e, BiiE Mee
o} 0|2&S =017| 2leiM= BHHE O[0fR|}t 4l2|=
£ APl 40| RALCt st 2IHAe=,
AHIZI2| QIAO|R|HE| T2 EZHER} AHIRIO| 4T
2AZ2S Mstn ZuE oEg 4 T 7(Qel ¢
HoIM G Euap20l opE s Y &
AoZ Ozt & o 3% H7IARAL
EEE7] ARSI Q= SAIZOIM ARY Heks &~
o244 PM Mdel eidul skdo| T|045t| Lot
olo| = L E A2 AZECE

[y
2=
—o
=

OJAl
[Ea |

i)

ol
M=

130

4-2. 22 ol U 23Y=
4-3. A=y Y BE
4-4. M2y A EfY 24
45 7HEES
5. 28 % A1
AL
1-2, el U Wy

2 e Chsah 22 WER ZA2 YU,
Ol24 ZES Saff 2 #ieS NS, UM A
HIASID Qs SR WRRIH Bl 2T, A,
HEol ARIE TRl Hygel 2ol 2SI
SIS flot 2w Jhds 2ok, NS Sl O
OlEf £AZ 2l ZERAIS ZABIR HAHTS

A0t E2HA=E Yot SPSS 26.01 AMOS
240 SAMPINE BB3H0] 2L A=l £t
TS RABICL TRUYNDYS EMZORM T}
M2 A28k, QAR OpfEm
Of, £A0| ZUZ HigoR Za
AN Riotet 3 Uiz o ware

ot & & YAS A IGIUCE.

k=3
-

2, O|=3 HjE
2-1. CIRIQI &Y

g2 elojo] 0| £ YRS ESKE F=
E= B0l FFO| o] == £4S Eol=
SOCD metM 83 AS0| 4ot YRS LY
o HeYES 7IZ2= Fioh| ot S, dYgel ¥

H==

HZE Aot= 71822 A&sl= A0
Y2 HESHCategorization)2t 2

LoOoOL
AZel HFE BHSH| ffail A5

=L Azl
Ch2) ofs
5l Jfgoz,

1) Median, D. L., and Smith, E. E., Concepts and
Concept Formation, Annual Review of Psychology,
35, 1984, p.121.

2) Rips, L. J., Edward J. S., and Smith, E. E,,
Semantic Distance and The Verification of Semantic
Relations, Journal of Verbal Learning and Verbal
Behavior, 12(1), 1973, p.6.



QR|=l= £40| =S oID[5HH, HTO| LEYS B
ofstr| efet T AZ2 0| RUCH) o
2tM AB0| HAEEE 71| floiMe sligtte AiE
=o| 0| Ele £ EEetl WAL BoHe=z
7FY B0l
CRfRl SBOMO| Mg
Ze2 4ol Eds2
P LFE2=2M
=
a7 2o A1Zsle AEst Bolo| 23
O|D[5iH, BRI £ AlEaS thEShs Y=ot 2
SECS 0% #Felel 7ige LR ofe &
25t Ol 2E AE2 S5¢ 540 tet 855t
7t 2EE|H, AZ0| S8 HFO| et TRl 24
Bt defd 4 | W20IELS) H2lotH, TRl 2
HoilMe] Mede sitel BRelo] £ A3 g5
S UiHSIE 23Rl efet tiEdol =2 oloet
=, CRR! HFolet sttt

o Tl
of HF UolM &Y A3l 28 £40| iz dF

MOl S, At

0;

i
Hr o
tuli
rr rfr

il
X

J

0
.

Chl ojop g 4= ATt 5,
ST 1o

CHES 4 QUeLio] Of=iol BREls 202, HE
Al2¢291 BB B 00| T AbiRio| Azf
WP ZaHe 4 9l 2ol

st

AHRRIE 2SI 243 7|9 20| AaE =
7|0KSchema)e] 2453 BR[| BHEIORH 3
o 2132 |26 k) Of= AR ClRjOl M
0| 2 2430 2" AL Jz0| AF|Ojo| o}
2t AMES WP Sl Zolch olel A5

ro 1o

A

)

1, of

3 gHe - TR - PFD - oW, 2eele
o

YA (Street Furniture) 2] AnjAd 40t Ag o]
2 I, gARISHATE, 44, 2001, p.18.

4) Veryzer, R. W. Jr., and Hutchinson, J. W., The
Influence of Unity and Prototypicality on Aesthetic
Responses to New Product Designs, Journal of
Consumer Research, 24(4), 1998, p.377.

=

re

5) Loken, B., and Ward, J., Alternative Approaches to
Understanding the Determinants of Typicality,
Journal of Consumer Research, 17, 1990, p.115.

6) oldlks - R - erls], B o bAiel At
P tARlo] AR Bkl el male 9,
BT, 20(3), 2009, p.104.

7) Veryzer, R. W. Jr., and Hutchinson, ]. W., Op.cit.,
1998, p.379.

8) Caurette, D., Schmitt, B., and Bridges, S.,
Categorization Research and Brand Extentions,
Advanced in Consumer Research, 9, 1992, p.255.

131

Carpenter & Nakamoto(1989)= AHRP} 2|Zi5h=
CIRIRIQ| MHM0| REXAUrE MSEI SUIFICHD
ZAGI¥OH, Loken & Ward(1990)= 29| Blx
off M2} AHRPt 2|2tek= M3Eol| &2 0IICk
MESIQC}. Ol= Zajonc(1968)0] F2ket Chelr2a
2HMere Exposure Effect)2 HET=0|, AHZo| A2
LE2 MM S AHRR| LEIE dEE & U
Ch O 2 Matidil= MMt MSE A9
HRERAE dsln Aem, =, TRl MAMo|
0= Ms=o AMR|E Mol Mtz 28
l= Zdo|ct

SE 39
0| B21E Aziof
a2
e
A2
113 20| Zelsict

it
o

n 4

re

s

AR XSS CIRIgle|
US 012 4 UCk= IS
BiCk Olof TRt M amsicl B
AH[z[O
2250} Cige] (B

[ 1] CRiR! H3iie] 24
2 o o4
OIHH] 9/(2011)| Beh, T, A, A2
092 2/(2008)| BHeh, A, A, Bey
S amHeo) | w2z
DIAIY2013) | B, 371, BY, A, W
£5(2020) | B, A, A, A, O, T
e 2 QU2017) | ThsH, MDY, A, e
7Pl zj018 2l(2001)| 715, Mol 43
Olol AOITE ZBI510] CIRIR XSOl R4
T 2 HYER 2 ¢ SRl 37 A
ARAHO| BG4S 1ot0] e, Ay, 2R, U2y
AEB|0[HOR H2[5l0] ARICITE SIft BMo| £2
HHSIUCL el SF W7RIRAQ 22l B2

S ARJot1, At 2RERIR AlZAOR Q|kk=
= Fa2 ZEoiien, Yeasolde 2oy
Of Qo] A8 Jeit 24F o|fsict. Eot CHF
o Ul HgE TR = w0 U39
Y20 SHoiRlelLt = A+ U Hgdel 2
A2 7158, Holg, &34, =gl U 7R e
EI-R%l-Oi[_l»
==} AL

=



2-2. B3E Mz|&

J]Qio] AHRIS CHoR Al2IE &
AElo] 2ak o0y DAUECH 2R3 242
SICHY) HRHE AR|Es E2HET) ZE5iD Q)
of Cit AHJR{e] VSO0, M} of
A&HOR OSICHE 7| T ok4g
QL S20f Tt ARle] TTIO|C EE Alg)
AlZte] B20| Wt AjRie} Bso| ASALE
S BAEICHI0) T8 A AlZss AHRP
CE oz 23 S2 2umol wsg
2 224500 Bl BjEO[CH) X,
T 4HRRIO| 0@ AR, B0l 3|
3 S20f Tt AblRe] Tckat Y0l Zojc,

3
o

0x
ol
rir
P

w o

-

o
—_

;O
rr
oX 0

"
et
Olt

J

|.|-|

,_
C = ofo
10 7r 4> mo Kt PN

e

:néN
n-= 3
> B
# Jo

J
J

=

r

=
=]
E
=

H
1%

oloo|
Co e

HAUE L2|Es AHRPL ERHES RSk ARE
I =S AP0 FOfEoM S2RigH P2
7t HMEE B9 QAEYY| 2EUES APsHH 48|
o] Sl Bi=S RESYCZH EMC0]| ChEE
ool REES SIARICL! OlR0= AHIRP}
£ B0 ofgt LIS SEeh =B HES A
e 52 4 54 S0l 334 s Feste 2t
TPHRLL4) BUE L2|mE BE0| M 22
E30t el Jldgels Set AEet
ASH, Ui, BUE 0| M

—1 O
g0f BlE A2|=20| WS 0)F

=
A

—

[m] o
=

10 > 1o njp

9) Moorman, C., Zaltman, G., and Deshpande, R.,
Factors affecting trust in market research
relationships, Journal of Marketing, 57(1), 1993,
p.83.

10) Erdem, T., and Swait, J., Brand equity as a
signaling phenomenon, Journal of Consumer
psychology, 7, 1998, p.139.

11) Anantchart, S., A Theoretical Social of Brand
Equity, Unpublished Doctoral Dissertation University
of Florida, 1998, pp.16-19.

12) Seiders, K., Voss, G. B., Godfrey, A. L., and
Grewal, D., SERVCON: development and
validation of a multidimensional service convenience
scale, Journal of the Academy of Marketing
Science, 35(1), 2007, p.146.

13) 245, e 4H2Le] 221 AA7I)7}
AHRFYETL BAHE A7) 9 Aozl nixl=
Ik, 7A7Ivieha ARz, 2019, pp.34-35.

14) Spry, A., Pappu, R,, and Cornwell, T. B,
Celebrity endorsement, brand credibility and brand

equity, European journal of marketing, 45(6), 2011,
p.884.

132

C}15) Campagnaa et al.(2023)= E=Q} AR}
LEShe BE W0 OfL2t B0l Ay o[o|
APt ERHE S0 U ©ff BRHE L2|E0t s
4 QCHD MYSINUCE Ofyel =olof Tt 2 =
BHCO| CIRIQI MAH0| M2 Hahe L2 &40

— o

AR I AIE Iifols SIS IYGIALCH.

2-3, AAOJAHE

QAORHEE HHEIE AHRJQ| i OIS
FESlo=N AHRRPE 0P 2301 AZHe= o
Ste WSS Sall EAMERf AHRPE HAS SFsiLt
ke g Egkeh Zok JHEe= OfsEt16) A
ORZEE JoAg, U0, dswE, oY =%
32| Cist 7HgS Egloln ASH, AHRIO| E0=
of gRicls F=5 QOIRHES| styoletl & &
UCET7) HAIFEE(2022)2 AHORHES AH|R}

o =
o] %320[1 AHe! AlzAelel Holsigion 1)

Cheung et al.(2020)2 QIHORHES ==t A
BR[O d22k=0| E BHE 42| U SHEI9
g dEE & Qe JfEe2 H2EINCt9)
Brodie et al.(2011)2 QUHOAHES S0t AH]
A2 Ho2E HOM etz AHRe| Aefd 4
Ef2tl F&51¥0,200 Van Doorn et al.(2010)2 E
HEES ot AH|RIO| 201 2l0] SHRIS Q10|

15) Blackston, M., Observations: Building brand equity
by managing the brand's relationships, Journal of
Advertising Research, 32(3), 1992, p.80.

16) olckd - A4, BATE Zh= 7wl fAg
Y7k Al HES] a9,
Aol AARISHAT, 77, 2021, pp.314-315.

17) Wang, A., Advertising Engagement: A Driver of
Message Involvement on Message Effects, Journal of
Advertising, Research, 46(4), 2006, p.358.

18) 22ty - 2, 221 AF F=AEA
Z12¥E 7R)9h DARIAIAHE] m|X|=
SRRITAHIASES]R], 21(2), 2022, p.9.

19) Cheung, M. L, Pires, G., and Rosenberger, P. J.,
The influence of perceived social media marketing
elements on consumer —brand engagement and
brand knowledge, Asia Pacific Journal of Marketing
and Logistics, 32(3), 2020, p.87.

20) Brodie, R. J., Hollebeek, L. D., Juric, B., and Tli¢,
A., Customer engagement: Conceptual domain,
fundamental propositions, and implications for
research, Journal of Service Research, 14(3), 2011,
p.258.

EX
=

[
)



HEZ YOIGIAUCt21) EA=0| DRt 22A510]
AORIMES Zelet A aBRts S48t AIES
2 7|9st, P=AQl Ei=ot dES Sall =M=
0RICt22) O7| W=2of 7|52
HROIM QLAORRTHES| S
gE Aot 2ERI9| YA HUE RES| 2let
Hef SRS 4ok AHRjOfA| Cifst Heqol of
ARIE 2718 B2t UCH23) e[, QAORIHE
LRI A4 NS HAGH HEe) AB[RI9|
HSAZ0(0, EE 42|t SEE Yol Al
¢ ZOIEL olof W2t = Gte AAORIHE o}
€ ERE {2|=0f JoF Al Ciste M2 =
€ &7 RS CRRI Mgt B A2l

AO[ollA QIAOIRHES| BIPHEE THRIGHUCY,

—

AO|

3. ARfE+

Ut AOHAJAC| AFER} BHel A GJO|EE AlFst

Cloje! 24 27|20l 20|2UW/eEY/T=2
(WiseappRetail-Goods)= 20224 5 ZLHOIM 72
T0| AfBst= ZFUH/ZEE SF7 AHIA 4ol &I
UHSIUCL ZAEDY, AIF(GCO0)7t 438 HO| AL
21E 2510 1900 S%2H, A(SWING)O| 272
Yoz 29|, A¥(Xing Xing)o| 258t Fez 3915
ZA[SIRLE. WOl AZAP) Hith= 242 aiiE Jielols
s IR MEAE 0|85k BTVt =Che 2b|2
SHMEM, 2 H0ME Olde| 27, A, AE Al
BCE CZ IR 717 CIRRI9| 23
HYHO| Ciet ARIEME RIRHSIICEL MRAHe=2E=
Ol22 ZEES Sofl ==5t YA AIdel 240!
SHEY, MY, 2UER] USHAEOH 248 IS4
2 20| Zulo| I AAEE =E5I

ol

=
[

21) Van Doorn, J., Lemon, K. N., Mittal, V., Nass,
S., Pick, D., Pirner, P., and Verhoef, P. C,
Customer Engagement Behavior: Theoretical
Foundations and Research Directions, Journal of
Service Research, 13(3), 2010, p.255.

22) Wang, A., Opcit., 2006, p.3%.

23) Gambetti, R. C., and Graffigna, G., The concept
of engagement: A systematic analysis of the
ongoing marketing debate, International Journal of
Market Research, 52(6), 2010, p.809.

133

3-1. 217(GCO0)

AIF= 20179 820l HEE FRHI0|39] B
2, It S5 AHIA SoM= RS Eli=, HIEE,
g, 0= SoM= MHIAS AHSRISZK OfAO 19
O DHES 7[5, (& 2] A7 23y My
2 Moz FM5t LiZolct,

[# 2] 217 37 H7IARAH 24

2|7(GCO0)

®©
@ Form

* LIOIE E-HIO|Z2(Ninebot B100) 2&! AL
* HiF|2| 82 57H9| AZF(Spoke)E AHE
* QR0 ORKZO| MZ=2 HiE2IE &2t
S 7120 YEE HAlGHs LCD Hx|

® Color

+ 2 2MAE 2 5YR, 6.25GY, 7.5GY, 6.25BG,
7.5PB, 10PB, 5P, Black
* 7.5GY1} BlackE ol MMoZ E

g
U P! =
oA

8 2
Chroma

Korea Standard Color Analysis

© Logotype
* 2|2 Bl 0|2/9]

EHAEL- DlZLQ_
_— =S

@ lllustration
0| QUBAEOJM DJZE

AFE BS0| 2RI HERH 20l 2 2io|
S BORIE QCt Chl WA SN o
So| Jl2d| 45Ut 0| HiER SO Y22 BAfH
£ LCD 0| [/} Y/oni, 9ryo| oRIZO= b
ERIZ FABs 370| AR QU A2 Al

| GEAH(7.5GY) AES oRlez HEJeH,

—
NS ZERIGH| BIISIRUCE Ol2lo| MYSS T



FE A AAC] MYS Ot SESIRCE e
9| B9 AF2| F= BI7t HHEIE HEZ HBE|O]
ASH, ARl HAEE ZIt2 Solsh 4 QIUCE
Ero| LeAELolEE HELR| HUCL, AR

A0} 2YMOR Zolel S oISt

e A

3-2, 28(SWING)

Ag2 2018 1280 S GEAYS| ol
S4TH 39 MBIROCE 2022 782 o= o
2 UES WHAD SRS FA0=2 MHA 29

o=
. [E 312 229 gy HAds 248

Da=

[E 3] 28 37 WA 24

22(SWING)

® Form

* LI E-HIO|3(Ninebot B100) 2& Al

* HIFQ| 212 5712 AR F(Spoke)E HE

* ORYo| ORKZ0| M2 HiE2IE &2t

Sis 7t ZEE HAlote LCD 43|

® Color

+ ZMAE White, 10YR, 7.5Y, 10GY, 5BG,
5PB, 10PB, Black

* White@} BlackE B9l Myoz Ag

-

o
|
OAN

Chroma

Korea Standard Color Analysis

SVING

@ lllustration

* MA 30 ZoA|Ql Zataol 7t
2}0[Q1=(Cannes Lions) 44+ CIZIQ! CIRE]
C|EKD. PARK)Q| CIZRIS 2

© Logotype

« A2 Bl 0|29
BAELS 022
L Mo

134

20| WA= ALt
A(Ninebot B100)E AtESt 7| W20 HAAel
EoiME 2 20IgE LA o G20, OjMEH
Al 2jOIHTS 20k 4~ UCE A2 BEO| I
2 S22 o2l Mgl S(White)O] HEEIU2
O, SetAR} BHE S8 Zelet oo =2 4
Ao] Aol o= grI=|UCE. A9 BIS Alelet
ZEVEIRE RITR| el Ao IYA9|
Zt 20[21=(Cannes Lions)0flA] ket BRI CIIE]
QI TIZHD. PARK)2| LHAEHOKES AMESIRICE

SYet LIgR E-Hi0]
(@]

3-3. 44(Xing Xing)
WAZ ELOFATON 2Yot= 7HRI0|s4E 57

MBIAZ, 2019 722 YA MBIAS ARSI

[ 4] 28 7 HWIRARA 24

A(Xing Xing)

2O TS BHES AR
- BfFlo| B o] ATI(Spoke)S 2R
- Okalo] Ofehzol 7122 iERIS B
- S Jien| HRE HABKS LD A3

® Color
+ 2 2MAE BY, 6.25Y, 10Y, 5GY, 10B, 5PB,
5P, Black
* 6.25Y2 BlackE HQl Myo= HE
oI5 e=s
Uy
24

o o o

6 & 10 12 1 6
Chroma

Korea Standard Color Analysis

/7, /g

© Logotype

< A4 Bl 0lel9|
HAEL- DlZ-IR
—— =

@ lllustration
0| UBAEOM DJZE




20199 98 KCUISS &St = 230 2&
71710 KCRIS O3S FRGINCE [& 4= 889

39 WG A

A Ef HAMEO| ARfE MV S3UES S=
Of ADIE R22lE| A= YA LR JIEE &
st st Uz HY, ol B, A==
HIIRRA9| S2UES JHLSi0] Witst AUTk= Fofl
M 2 20IE EQICt. Aol MVRRIAE JiRd &
20| HEL0f UM, BHEI2|Q] BiR| HA| V1=
YO= AHGE ZZO[Ct Yo B, =2tH(6.25Y)
1 HYMS TRICZ B30 FAYE =20, 4
‘40| BIE 311 2| Hiizfet A ORoif= B=o| 211

it LAAERAOLEE 20Ky | YSAUC,

3-4, AfiEAEs

UM MEIASID QU B8 MRS 72
off EHolM JHEE IES BRI Aoz
Wt ZAES AIZ510] FEHHD! LE0M= Aol
Aol HAHOZ 2 3jojEg 2Ol olgich
TRpEAO] SA0| Rt O iCio] BERIS Aaet
= Z7l0| 95K 9o, #So| E7H HEo| 23

LCD Aol 22|=l0] A

9 2wl

013 9k DOICE Aol FP 2t SRHcE

r
|

OIHIEIEIS LR 4 9ls ALY MYS 85
o0, Olelo REOjME BatAEt 22 Aol
BElEls IR0 A4S 02 ML AT A
OlPolz 2t SRHEE BIS BE3l0] ApAISOI0| LR

ok

CZ okg|] Qlony, HEo| ZIERIS 23R

—=
28

| AN— Ho o [
SOISIUCY. Eot, U HUCOM= LHAED

O1dS E83510] 72| OlO[HEIEIS EEsliE =

S 92 4 UK ORS CHREO| ARYE HeEHol
Z010| ApHBIICIS AZZO! MYOILE 22| BIS

>

=
& W7RRIAS| TRl Y E0| Fefst OfofE!

EIE[o] 30| =Y +~ UAZE AlAlStE LHEOICE

3202 Bgst SACO| BE0| 75 0L Of

rrJ

4,
41, A2y E e
= @7e IU WRREA Sw AHlAo| TRl

AlZoim

20 -

135

HEYOISY, HOKS, MY, 154)0] SRIE Az
S0 O3l YBS TOBED 1 Alofollk 282t ©
HAORIHES| OPHERIE EMBP| fH 012 bt
Ageimo| 20| et CSTt 28 ey U It

HS 250 HSULE UASIRAC

Design

Typicality Engagement

Functionality

Aesthetics
Symbolism

Familiarity

Brand Trust

a3 1] gred

HI. B8 2RKECl CIRIRI ZHEN(@7IsY, B
01y, @MY, @SN SR Az 2
20! ¥3S 0]l 20|t

H2. 3R WKl CIRIRI ZHEN@7IY, B
DY, CAYY, OUAE)S 28It QAPRIIE
of 3 YL 0l ZOlck

H3. B9 HIRIER] CiRlel M0 T2 A8j3t
QPfoRiES HRiE Alzlzo] S FES
O ZHolct

HA. B9 FDIRKEI0] CIRiRl (@IS, BA)
X, OMYH, QA0 BT M2IZ0) DjRls

YIS AHJ2+ QORIMEO] of3} OppiEl HO[CH

oo

42, 23 Ho| U 23S

oM CRiQl HEMS B9 R
SH0[n Al2fHol CEH 240 Cet A6iRio] B
T2 HoPBkD, JisH, MoK, MUK, HisdoR
2leigion), 2l 2/(2017)0 ¢TI FaIE LgS

1=

—
&
o

o

YIsi0] 2t 2482 0| 2oE TESIE B
E = SF WRRIHO| A5l =S oy

31 AHRRjo] @eoz Holstn Chaudhuri &
Holbrook(2001), Erdem & Swait(2004), H3&
2016)2] GHE He[sh 571 BHE SRt A
ORUEE AHRQ| 1Rl 2I00)| M2 Hai=et
AHRR| AlSZl202 Zolgin, 0|82 2|(2015)7}

Yeldt 57 2EE +Y510] S0 ZESIAC



[E 5] 2us= AE2 CHE0IN 2P77|gAeR RIGlE|ion,
; SIS 37 H7IRRAAC| O[D[R |t & Af|

Items Measurement Question SMo| HIl2 24222 HABIGD, Aol BHEe 7|

Funcl| 0| 3% M7IRI-474= Z240| FHojLlct, FE 7AH HTR JMSIQCH HEO| OIREHEH E

Func2| -0| B% Z7RRHAE FRAo| EofLfc, S LIO| 56 39 OIAO| 43 7902 LhMO| HIS

Func3| 0| 28 7[RI malMo| «ojLict 2 E%0] 56.3%, 00| 43.7%= el HIZ0|

Aesth <0| B9 HIRFHO| CIRIOIS BERAELCY, D ERAR DA AR F=8) A0k Ol

Aesth2| <0 B 7R CRIIR 2SS Lt MIEARI QILEA S E42 (B 6]2t 2T

Aesth3| °0| 7 {7IARIHS| LRIk ZZHHo|Ct,

Symb1| °O] 3F 7[AFAAHC| CIR[QI2 LIE CHESIC)

Symb2| -0 3 Z7[AFAAC| CIR[QI2 Zst Qlo|t 4-4, MM QA EJCIM B

Symb3| 0| BR HIAA| C2RIS Jhse Baisict - 28 % EeS 24 .

: — R 2 7= SPSS 26.0 U AMOS 24.05 285
Famil| 0] B H7IRKAo| Clrjole 2Zsict, o Ol SIO1H QOLA A
Fami2| °0] 29 27|27 CAlele Z6HA| A|Z=ICt Sl Q0IRAMIL EoIM 20174, dRRiRAME
Fami3| 0| 3 Z7RIHHe| CRIRIR 2437 2SIt HABIY Eyet=e] A=ld U EfFEES ASoIC
Trust1| <0| L 7[R HRics op7iz|7t QIct EfMZ 2018 Al KMO 22 7 OMe=2 24|
Trust2| 0| 37 H7[A7 BRHE= 22 4 Qlt k55t 20| 42|12 BUOD Bartletto] 723M
Trust3| <0l 3R F|kA Heico] Zae Alzp} 7ict Sj;o ot TS IS RO o oo'f"f
Trust4| 0 3] 7RIV BUCE oS ofssict A2 ¢=311.445(df=97), p=.00022 ROf5PH| Lt
Trust5| °0 3% 72 B3cE LIZE ABFict Eft 2012%o| 2ghdo| SRIZIUCL 1R 12
Engal| °Li= 0] 28 7247 BHSo} WHsIC JIEC2 HESIH 2012 RESIR, 200X
Enga2| °Lk= 0| 357 VIR EHE0| ROIE 7Ict, 2542 5 0|Ah I=2H} AT} Al 7 O|MeZE =
Enga3| °0| 3R} H7AFA BHEE L9t SYSIC, b Sl=
Engad| °0| _E_g 7|27 HaE= o %Sj“:k Hlo] 2E s ARG A2l8S Sl
Enga5| -LK= 0] 3R K| SACE 398 200/ AZElMS HZ5| ofsio] Ak golsalol

ZIE BiEoz S0l Q0kFME HASIAC
43 22y U BE
2 gs ARe £AUS el ARIZA iy B [E 7] 8013 201 Zat
SHEOl 2| ARl AMZ ol QILE 3R A7|RA
A7, 23, 988 2 301 SR 2R ftem | Estimates | CR | AVE a
HE ZBSH AAO| U= 20M OIMO| oIS Cf Finc] 837
_ unc .
HO= HEZAE HABIULL ZAPREZ 20234 Func2 894 859 | 738 | 893
108 4YSE 108 15712 1297t & 34799 4 Func3 883
- _ - Aesth1 869
o712 Sk Sl MBOz212 HEF OCH -
TAIS BN BieE JEAIS g0 SHOI Pesth2 | 851 | 846 | 664 | 887
SEAT 22| S 240 2AYS 4188 AlRlst Aesth3 777
2|2 30652 QEHE0Z S50 Symb1 .881
[& 30675 7 28 Symb2 | 878 81 | 746 | 899
Symb3 .840
Fami1 745
[E 6] EEo| olEASIM EM FamiZ 879 787 740 864
Fami3 .756
Characteristic| N | % | Characteristic| N | % Eﬁ; ?gg
| ER|172] 563 % | 8 26 Trust3 823 885 721 890
Trust4 817
T o [134] 437 ol [111] 363 ke o
200 |118] 385 |5k | ChE | 146| 477 Engal 848
Enga2 .878
C| =
304 671219 S| 4 | 134 Enga3 | 885 | 874 | 763 | 8%
o | 400 | 70 | 229 Ol Engad 880
50cH zs| Zk& |119] 389 B 8713
Y LN YA (1= g X=674.401, df=276, x/df=2.440, p=000, GFI=955,
S 7| 0O |187| 61.1
NFI=.957, CFI=943, RFI=.950, IF=.936, TLI=.952,

136

RMSEA=.066




SIRIA QOQIFAMOl il SYEYO| M |jes
¥=674.401, ¥’/df=2.440, GFI=955, NFI=957,
CF=943, RF=950, |IF=936,  TU=.952,
RMSEA=0662 2E 7|FXE Hslel 2Y2H2
HYHoz2 46t AYULE BC) SHIA=2| HE
SHARA4E 7455E 8942 2E 7 O|ME EYo
O, JfEA2|=(Construct Reliability)= 7875
8857HA|, A=2Hp Tt g2 864FE| 8992 2F
7 OlY, BaLRE(AVE) 22 664FE 76322
25 55 43510 YSEIFo| B3t

TEHEISEO| B7k= AVE 2t i

A9l AMEZES BlWsIo] AVE 20| == 2% B
EIZg0| 2E Aoz TG d2ie AeE Al

Ist 22Pb 21196 45002 2o, B
AVE 20| B2 5| 2=l 2320 PAVH

2t THEIZ0| S=IEl 202 SoIEiR,

(B 8] YAz 2t

Ao gt OIS, AT EEo=M AHRPL 27|
A s 82 BUE MR IS FAY, &
HIRE R GRAE o e PGS E™E L2

Rt 2R SRt

P

7 A7IRFAHC| CIRIQI ZH0| QIAO|RHE
0z[= F3kof 25t 79 H200M 7|sA42 Q1A (0|7 |H
E0l| RoI5t H3F HAE 45101 H2@= AHEiIRIC
(B=529, t=6.693, p<.001). AONo| Ciet H2EE=
7|2E|AoM(B=-012, t=-426, p>.05), ~RIM@E
=186, t=2.505, p<.01)1} 225t H2CRF 2I&M(B
=493, t=5.934, p<.001)0]l 25t H2O= 25 e
SRt =, 37 WIRRAAC| LRIl MEMo| o4
= U 2401 715N, 43, 2582 AR
LAl 2I0|Lt BRHERO| AE2LEnt AT Q10
AHEO| FES 0|20, AOjde SARCZ Felst

oL o
et AE SYolA| Rots A= MA|RUCE

AH[RE QIAORRIUEIL BAE L2|=0f DR B
2 SAMCE ROl LRt H32 RHEHZIRICHB

930, t=11.721, p<.001). Of= AH|RIQ| 2feZ0l

00||

Func | Aesth | Symb | Fami | Trust | Enga Z0E S5t HMERlo| ASAEE HiE LZ|=E
Func | .738 | 368 | 271 | 297 | 305 | 211 Ygots 20lo= AZs 2nfeitt
Aesth | 607 | 664 | 375 | 370 | 367 | 263
Symb | 521 | 612 | 746 | 378 | 376 | 356 (& o] b e 2
Fami | 545 | 608 | 615 | .740 | 373 | .421
Trust | 552 | 606 | 613 | 611 | 721 | 454 H Path B|SE| t | p |Result
Enga | 460 | 513 | 597 | 649 | 674 | .763 H1®| Func — Trust | .518| .048] 5.081|.000] e
H1® | Aesth — Trust| 177/ .041] 2.482| 002 e
H1©| Symb — Trust [-.065| .033| -.937 | .684| 7|2t
45, JA= H1@| Fami — Trust | 203 .057] 2.706 | .004| e
B ol JIMS AHZ5P| 95 RURAIDSS H2@| Func — Enga | .529| .082| 6.693 | .000| =ZHEH
SR5GL} MBI ZBTL 22837850 H2 | Aesth — Enga |-012| 046 -426 | 313| 712t
/df=2.443, GF=928, NF=926, CF=912, | HX©|Smb —Enga].186] 059) 2505 002) A&
RFI=891, IFl=919, TU=0921, RVSEA= 0542 x| | -HZO)Femi - Enga | 493} .052| 593410001 Al
zom aHest A2 UEIIQIC H3 | Trust — Enga | 930 .069]11.721| .000] ey

Halie

=Th=

LI ARAL| CRQI Zed gt
9l 2AQ cifst H12| 71 & JIs g2
2|50 Fofst FYE DRlE A== LIELL H1@=
ZHEHC|RACHB=.518, t=5.081, p<.001). ADJMof 2
&t HIbE SAH2Z Rofet Z2E 20 AfEiz|An
(B=177, t=2.482, p<.01), &'} EAst H1© 7|
25| A2 (B=-.065, t=-.937, p>.05), 2I=Ao] Chst
H1@= AHEEIRACHB=.203, t=2.706, p<.01). O[]
M=t H1of Cet 7Hd2 F2 AE|AUCE F2l6HE,
ST RO ZA0|L QR BRAE VIS, Hf

NEI

(@]
S =
=

Lk
oTT
A3k

o

137

X¥=837.859, df=343, x’/df=2.443, p=.000, GFI=.928,
NFI=.926, CFI=912, RF=.891, IFI=.919, TLI=921,
RMSEA=.054

7 IR ClRRl Mgt BAE ARle
AfO[ollAM AH|Z} QIAHOIZHES| DPHERE ZHSSIU
C}. OF Mkl SEAERWH(Bootstrapping)s S8t
5000212 Z|MEZS HABIH QIAORHES] 7HY
E0E melsit ARl &Ml 2401 Molge

Lo O
F=EM0IM H2@2| 2Rt 20| DiziARel QA0




St 3t AV SIS0 OpET

Sojnjgton], T AyENe AP

A|etEst QofF
20| Sol0f3
BE 00 SO HRIRIACKB=197, p<O1).

A0l 39 ARENS TSROt ZHEIDL |

AN—

Ol510] 2FMDIZHE &olet 4~ QURUCKB=.481, p<.001).
22 RdEap T LERLR| ot QIA|OJRIHES| of
NEah= SRI=(R] QIUTHB=.038, p>.05).
[& 10] 2jMaq}, 7RG}, a9t
Func | Aesth | Symb Fami
Trust | .715%%% | 233%% | A416%x | 2471
Total
Enga | 529**x | -012 | .186%* | .493%**
. Trust | .518%**| 177%* | -065 | .203%*
Direct
Enga | 529**x | -012 | .186%* | .493%**
Indirect| Enga | .197*=* 056 | .481**x| 038

*x*pd 001, **p< 01, *p<.05

FIC=, 95% 4lzii7te SHst0| e
wolgS dSGIUCE 7158(153~.342)1 e

o o
(.119~.428)0| HAE LI2|=0i| D|2[= oA 1A

OA|HES| 7HHEM= ooHiat ofolgt Aol 02
IZSkoR| Q0 ROt THHE|M, Ofof| T2} H2@
ot H2O= AEi=(QIen, 2140l ofst 7Hd H2@=
02 Zak510] 7|2%|RACK-.081~.066).

4

(& 1] opEt A4S

95% dCl
H Path Result
Lower | Upper

H2®@| Func — Enga — Trust | .153 | 342 | 2{ed
H2® | Aesth — Enga — Trust|  ZAZEAHolN 7]z
H2©| Symb — Enga — Trust| .119 | 428 | Zed
H2@| Fami — Enga — Trust | —.081 | .066 | 7|2t
5. 22 4 A

[
2 ook 3R
S2HE M2|Z0| DA YO A8J2E Qf0[RIHE
o OPHENIS SABIACE ARIGOKE 2 39
FHIARAR] ARIE CHYCR CIIRl0] Of3 23y
Ol B, MY, 2T, UsiAEofido] 245
MBICE ARISTRE S5 2 3R

H7RFAH9| TRl MO

—

[=]
e

IR SRAE

138

il
Y
10

£

o

S og
J
rt

SOME HefHel
O|0JGt 20| HEO|Z|
MY, YAER0IE S
| £ ZAAER O

Ytk OlO|HIE[E|

re
=2
>
r

J

Rl
2
N
40
|'0||

Jor
ro
ol
_§ I

mo = &
e
T
b
o

>
==

rr

IBIC, B9
BROAE AU A 9 S
2g510] 23S DMBOR U

TESRAS QTS SIS 4 U ORI 24
Zufe AE JHRHOIN CIRIRI MBS Sat of
OHE[Elo] P20] HIZS SORM SASE Abjpof
A 2OUIZ LRI USE ARFRIC,

MZTOKE 3R ZIRRA CIRIRI] LiRf
aEAT BRUC Mziso| o 20, J2ln A8j3)
QAORIMES] OIPHES HEIDAt BT, oo
T2 ¢o| Zp= Cig 2t

3, B9 AR CRRl ML SRS
N2lEs A ¥E PP HUERC, MEHo=
CIRIRIO] L2 B0l 15, 40K, 214
SRHE MZES SsHe O YIS OISO, 4
Hy2 17| RBACE ORI Ziks AHRPL 3R
RIS S5 2AMZ LEfRl= A0 pre
Cio Z2jo] Holol ORBIS 23S £1 /o], Af
MOl Tiofsh Ak, URAAER|OM SOf LAl
S ZoABKD, AN 2IF LSl SUCE oS
Nafsicts ojoj2 SE 4 QUCt Ol 2I0] Tks
X, MO, 240 LB Teislel HES TN
OF B2 B2 AHRP} BUES AN SIAH 4
QU= SS3t JRYOILt Q1Y
SOfORM 3R 2R

AIAfBICH

o
ol mo co
=Y T USS

J
UL

0

U o 1o &2 JNe rr
=

=
[
o
[

So| 432 of|

BAE 71RIE H

=, &7

QACIRHES SYA FetS D[RS MASIRCE
FHo=E= CIRIRIG| LA
Y, d=g2 AR

OxieH, dojlge

st
S W7IRRIAH| 2o

08
08
ool
o
o
E
X
"o
‘ol
a®]
n

=

&7 oEE Yo Rl
ZT0| Ofl 22} PAE HO|, AB|R} ZlS Cf
Ste kg, de2|il EHE0M SRls 2i2e 82
Opiled 2gs Sl AHRIQ| A2 YoE ==Y
TRt USE AL G20 AHRRQ| 2eks T}
04 2SS 212 SRt 28R

<]
=
[

o

|0

rE

>

po |
===

o

o

017t 0K 4= US A2 Al=ZEC,

o
oN' g

r

K, AHRI| QIAOIES HRHE A2/l 2
32 Y Dl HOR SRRt 5, 3K 20|
A0 ARl 232 S5 ABRPE Lol S
U2 SRUC M2ITS HEle S20t 242, BRiIC



of S SFY & AU M| et AHRE| L=
S S2AZ B2t UASS AARRIH,

SR, 28R} AAOIRHEYE SR H7IRRIAC|
ARl A BAE 42T AOIS OPihs A=
LIRS BARRD M g9| 7Isdat d&ddz 2Pl
AHEO| ofsf Ohe|of HaHE LIS Yok A
o= MRt 71589 FF UHOAHES| OfY
7t YHRiE BE LRI=E YEE 4 2en, dY
g2 AYHe= HAUE M=o IS 0IRA| 2ot
= ACO=Z SIE|AR|2 QIAORHES DPHEICIH £
HE LRI=E YEShs A0l 7Ks5l| R0l oA
SHOM= 29| AAORIUES Rtz A2 2
ANELH S| A0 Y AOIE. 5, 7 W/t
9| Hefeh 22FEOILt e, e S2 ARt
YoAgS Sl 20| MRS =2 o+ U
atiA0] 7hssitt H0kgRt 9ol F2 AR
E0| D=t SRITRE U OIS =@fet
7t O|FORICHA ERAE 122 TGS SYAIZ

2elo= Ags -~ s AOICt

r

u

e r2rr lo

4>
$0
rr

O JHRIOISAEIO| 2B I Qs BN
-|O

=1
oM 7 H7RIAAS| B[Rl HAES
HE LRIE=S FE3P| 2T QAAVIES AASIL,
HIRE QIAOIRHES ME EAME 412|=0] HEIE T}
ASIACHE HoiM 2 QDIE Aot 22qL 2 S
of ZUIE | 2leiMe LIS AES thd2
2 02 Hielo| A Yol ChRl At 2
A=|OfOF g AO|Ct. 2 A7t CRIRl Mo TE

o
=]
S

oo
BAUE L= 0| YIS AAlsl, = HHE

ool 7|22 28F 4 WIS Ikt

iy

I
|
1. 232 - 9, 2201 AE PEAHIA S0

22451 FHalet DAQIAOIHE] Dzl Y,
BHRTAHIABIEIR], 21(2), 2022.

2. RO, ADIEE T0HZHR0I0 S/}
TafelE0f OlRK= Y, SRCIAIRIRIMA, 7(1),
2022,

139

3. O|cfed - ZgE, EsibE 5= 7|
LUzl QA OZ|HE 0=l &

HAFUAOPECR RIS, 77, 2021.

rD:

to] ERIE
2,

ool

4. Ol - ZER - FI2IS|, HAS Y izl
FHEATH B CIIRI0] MAIE CIRIQI M0
Oj= ¥, FNBI, 20(3), 2009,

5. 42 BYE - YEY - Ol AS2E

THLIZ|(Street Furniture)2| AlD|AdQAe}
B0 3t #, CIRIRIBIN. 44, 2001,

6. Blackston, M., Observations: Building brand
equity by managing the brand's relationships,
Journal of Advertising Research, 32(3), 1992.

7. Brodie, R. J., Hollebeek, L. D., Juric, B., and
lli¢, A., Customer engagement: Conceptual
domain, fundamental propositions, and
implications for research, Journal of Service
Research, 14(3), 2011.

8. Campagnaa, C. L., Donthua, N., and Yoo, B.
Brand authenticity: Literature review,
comprehensive definition, and an
amalgamated scale, Journal of Marketing
Theory and Practice, 31(2), 2023.

9. Carpenter, G. S., and Nakamoto, K,
Consumer Preference Formation and
Pioneering Advantage, Journal of Marketing
Research, 26(3), 1989.

10. Caurette, D., Schmitt, B., and Bridges, S.,
Categorization Research and Brand
Extentions, Advanced in Consumer Research,
9, 1992.

11. Cheung, M. L., Pires, G., and Rosenberger,
P. J., The influence of perceived social media
marketing elements on consumer-brand
engagement and brand knowledge, Asia
Pacific Journal of Marketing and Logistics,
32(3), 2020.

12. Erdem, T., and Swait, J., Brand equity as a
signaling phenomenon, Journal of Consumer
psychology, 7, 1998.

13. Gambetti, R. C., and Graffigna, G., The
concept of engagement: A systematic
analysis of the ongoing marketing debate,



International Journal of Market Research,
52(6), 2010.

14. Loken, B., and Ward, J., Alternative
Approaches to Understanding the
Determinants of Typicality, Journal of
Consumer Research, 17, 1990.

15. Median, D. L., and Smith, E. E., Concepts
and Concept Formation, Annual Review of
Psychology, 35, 1984.

16. Moorman, C., Zaltman, G., and Deshpande,

R., Factors affecting trust in market research
relationships, Journal of Marketing, 57(1),
1993,

17. Rips, L. J., Edward J. S., and Smith, E. E.,
Semantic Distance and The Verification of
Semantic Relations, Journal of Verbal
Learning and Verbal Behavior, 12(1), 1973.

18. Seiders, K., Voss, G. B., Godfrey, A. L.,
and Grewal, D., SERVCON: development and
validation of a multidimensional service
convenience scale, Journal of the Academy
of Marketing Science, 35(1), 2007.

19. Spry, A., Pappu, R., and Cornwell, T. B.,
Celebrity endorsement, brand credibility and
brand equity, European journal of marketing,
45(6), 2011,

20. Van Doorn, J., Lemon, K. N., Mittal, V.,
Nass, S., Pick, D., Pirner, P., and Verhoef, P.
C., Customer Engagement Behavior:
Theoretical Foundations and Research

Directions, Journal of Service Research, 13(3),

2010.

21. Veryzer, R. W. Jr., and Hutchinson, J. W.,
The Influence of Unity and Prototypicality on

Aesthetic Responses to New Product Designs,

Journal of Consumer Research, 24(4), 1998.

22. Wang, A., Advertising Engagement: A
Driver of Message Involvement on Message
Effects, Journal of Advertising Research,
46(4), 2006.

23 2QIF, HE| AH(0] 22101 ZEIIR|7}
BRI BlE 42| 2 F0iO|=0| DIR|=

140

Y, B7|HSul gArRRl==, 2019.

24. Anantchart, S., A Theoretical Social of
Brand Equity, Unpublished Doctoral
Dissertation University of Florida, 1998.



