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Effect of Special Order Products and Mobile SNS Promotions on Perceived
Brand Luxury and Brand Relationship

Kyejung Lee and Eun-Jung Lee""

Fashlon Merchandising Major, Kookmin University; Seoul, Korea

2R A7t AEstE

D Fashion Design Department, Kookmin University, Seoul, Korea

Abstract : With the increasing popularization of low-priced luxury markets, maintaining the genuine values of luxury has
become crucial for luxury fashion brands to attract customers who want exclusivity and rarity. The world-leading luxury
fashion houses have employed a variety of experiential marketing strategies like special order product strategies and
mobile SNS promotion strategies, yet little research exists on there the strategies actually positively impact brand luxury
images and customer attitudes towards the brand. This study empirically analyzed the effects of customer experience of
special order products on perceived brand luxury and brand relationship. Furthermore, the study also tested relationships
among perceived brand luxury, brand relationship, and brand loyalty. A survey was conducted with Korean female con-
sumers who had purchase experiences of special order products from the brands. We analyzed the data of MTO-expe-
rienced respondents due to the lack of respondents who had experienced custom-made product services. The result
indicates the significant effect of experience of MTO on brand relationship; however, we found only a partial support for
the effect of MTO on brand luxury. Likewise, we found a partial support for the effect of mobile SNS promotion strategies
on perceived brand luxury versus full support for the effect on brand relationship.

Key words : brand luxury (B = =AM 2]), brand relationship (- = 7)), brand loyalty (B = 54 &), made-to-
order(MTO) (W] =52 1), mobile SNS promotion (FHFY SNS 1)

1. M g aFe2Eo] AR} AAslE HA= A (brand luxury)

olHXE HS Adslof dhe ¥l HUTHCho & Lee,

g gAe S-S Hde] BE 7 45 EAFY] AR 2017; Choi, 2014). ZH|AE9] Y44 ARUACIA H2alx) B
E=Z Aoy, XF wlo]F Fo]X(Michael Kors), ‘& Ao el 9 F o] g2l v, Hit gxgE 1=
2] WX (Tory Burchy & ti52 7S A¢ksls w2EA| s vl ek wek e 2] AFAQl Ana) Fel 7}
(masstige) == 7 =HMl(new luxury) mHlo] AgAEtRA 3= FFele AFE o R ASHHA 2uA or A

3, 823} ApEadoleks Pxele) A

# ZZ(special order product strategy)z} Huld
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1A Y=o Wiy Hre wa} ‘wol= F QU (Made-To-
Order, MTOY'®} ‘7128 Wo]=(Custom-Made)’Z Ldt}. &
Sk muld SNS ¥R A Zk(mobile SNS promotion strategy)
2utd SNS7F duislEl 2 gME] ANSE TR olE
oAlA AAS PAe] sl TRI=E AlFgTozN Ak s
AT JME HA=e 2EE APse 71FE At
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(Hope, 2016). c]8gF AE vHA" A2 M 34 2H
50| sl APEES Astalr] A% FHeR dFolx
03] =JHE Y e WhE (Bastein, 2015) & s AFe
ul]-¢- F=3ltH(Cho & Lee, 2017).

B A7elMe gael ol Bl 23] o] foix]aL 3l
£ 292 QU (special order) & g 2 Zuld SNS SR
Agke] FAME A Bz XzhE BA= A2 (brand
luxury) ©]7]A] B HIW= AA|(brand relationship)ell VIX= <
gL A5 oz BT oF ] WA &M} A
A BAE MY g @ QAES o)EHo® Awry H
A= HMrt B Al Xl 93, 28 BAlle @
A7t BRE ZEd vXe FFEd st A+ 283 M

2 AN BR R AN FES ST Q7] 99,
g 2ul% 5 e A Helee) s o AE 9w
ujel SNS RE AR A B Aol e APES
o= Sgith ® ATE B Jgle] FE FEo] 2v%
Fol L BB BU AP FHUOE v} b = A
Sl olefat Amla 242 YMel AY vl Hekse) o)
410 29 oF) 4 Mokt muld SNS FR A E3E
AFHoE ARFORA WHE A 2MAES WO
Yue) I BAse] 7ile) BAE B Aslshe A3
oY At e ololtolg 9z, Hels @Me) @ Ba)

= i, 23 YHe) s HAESO e 2siE @
x4

2. O|EH Hi&

2.1. X2t 2dE M2

2.1.1. AZtE 2= gxE|e] g ac]

A= 22 (brand luxuryys 2HAPF 2k Hal=d) gk
HAg olmA| R FAAQ HIto|th(Cho & Lee, 2017). B2
Zo] GAE o|uRe TURMIFH O X, ARB|H, 7914 Rl o}
Yzt 7154, AA8 FHe] BE 7] 84ES EFSHDe
Barnier & Valette-Florence, 2013). APA7E njgdoz B
Aol E Xztd EAH= M7} xPEA (differentiation), 3]
22X (rarity), A4 (conspicuousness), 28] 33FZ A (high
quality) 5 ¥l 7FA] 7id3 &9 a%1low FAE txiE
Mdez AA3THCho & Lee, 2017; De Barnier & Valette-
Florence, 2013; Kim, 2015; Silverstein et al., 2008).

© =pE4

AP (differentiation)ye A|7Hel HA= 2rfze] 8 29
Z shvelth. Hig BlTe FAH0A A2 e AE +
ok A Zo] ofel, RE Algel|A ZA B
ZE3 o] FFo R PAE | 714 Zn|dS JAHY &

ATKSilverstein et al., 2008). 17 EA=apA EjM=ol
SR 553k Y EE oA APEAS AR sl
G o H Frel gele 7S A &H|Rke] A
H=THKim, 2002). o9k 7o) E84 2pEAS Holdo
AN=o] 753 HOW ol AA, 44
S B3 AAMH S A8 FEo 9EE SHH(Choi,
2014). &, 2PEA ol B AEHE o 5ETS walH, &
HIZ = 2PpEA AES Tl e ARS-sPAA ZJAlo] 't e

WA AL S Tl ovE Fofdit)

b Iz to i

l..

@ 324

34 (rarity) 2 2H|IA}F A Zkehe HAl=o] gAg] o]v]R]
TgsteE A 2l F sheltt dade =AY A
o Ag AAA TS ARAE 7o dleE, BE &
HIZ7E GA J28 4 §laL E31A] Ythe Zlo] Eil=e] A
Zbgl 7ExeF gAMe] olnAE =1tk(De Barnier & Valette-
Florence, 2013). 3= FHIF HAHZo|AW Flo] o] I o)
T HA=r) Ho BEe A= svksiAl Btk o €9l
2 U WiE F7HE S8 BA=e] A Egr] wiE
oltt. WiZElX] Alge] TS B3 Q8] 71 A
AL O 8)&g 7] ik Ql2]o] oy th(Silverstein et
al,, 2008). ThA] =3, B84, A4 F29S Agsle A
g BH=A u]$- FL23HNia & Zaikowsky, 2000;
Yeom, 2012).
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@ #A4

2]/ (conspicuousnessy= A Z+E HI;= Hrg]e] E T}
AA 7d 29lolt). A AH](conspicuous consumption)2]
HS o 2RARSlellM gk e (Veblen)oll w2
M= ARl X9 75 =l7] 98t del AlHS 11
2HIYFOE HAAEES FAE] g HHOE B R
o] Agle} §98 A2H|sHs dXdelth(Veblen, 1899). AAd<]
TAAR] PEE BH, Fo] AAS st ALl A9 F
£ AFsl7] A% AFE AR, AR S, SAEETRE
UFE AR, O AlEER vws] RS sk A
o] ATK(Yeop, 2013). 17re] E-oll= o] 77} AN,
Hle] F84d0] Frlele ARB| #9171 &olA IFF LSHE
3] ERRICZHE Iz} ke S FH O AR
TH(Kim, 2012).
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IEFZA (high quality) B== 2739 F2 (highest quality
A Aks]elA Azt BAE gAEE PR F83% 8
shtelt). BAE] AE-2 LA AEE, 7153 95
s, =2 343 840 o8l 559 o2
Fulel vlmsle], 7|7l ¥ B2 F/HES XET
AF3hs Aoy Bl=S Deltl(Choi, 2014). Nueno
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Table 1. Conceptual factors of perceived brand luxury
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Factors Researchers

Descriptions

Choi(2014)
Silverstein et al.(2008)

Differentiation

Luxury brands are differentiated by product differentiation.

Possession of luxury identifies differentiation of self.

As the rarity of luxury decreases, consumers tend to seek for emotional and experiential luxury

Rari Yeom(2012) products such as couture.
ri
v Choi(2001) Luxury fashion is defined as high quality, sophisticated design, high price, rarity, and famous brand
names.
Lee et al.(2003) Luxury fashion provides consumers with a strong identity and symbols of pride.
Conspicuousness Nia et al.(2000) Luxury fashion is symbolized by high prices and brand names.
Yeop(2013) Luxury is diffused to the mass due to their symbolic desire to socially express and identify one's high
P social status and possessions.
Choi(2001) Luxury fashion is defined as high quality, sophisticated design, high price, rarity, and famous brand
names.
High quality Kim(2002) Individuals of high aesthetics possess luxury products in order to appreciate the high quality and rare
beauty.
Shin(2007) Luxury includes the concepts of high price, high quality, and authority.

b2
o

and Quelch(1998y= 7152 ol BE2 715HeE 7}

A BlFo] e whd, HHgH *&%@9&% 7HAel et &
48 7] dE 7IdolAlE Wi =2 oS EETe Y
Folka Aolsiitt. 5, WES A e] aFE I A

g
e 54 M3 Jok

o, M

4 AtHDe Barnier & Valette-
Florence, 2013; Yeop, 2013). o] A3IA7-Eol|A] AQt=lo] &
Hale Mgl tigt a97d-S Table 12 QoFTh

2.2 X|ZtE EE 2
A 24E BAl= A (perceived brand relationship)yS 4=H|A}7}
A zbehs AHRRel A= 7ko] AgxF] AAlolw <AH|zl-HA

=
1998). Azt HH= #AA ] /de BAE 5o B4 uds
ool Q7te] e Akl A vlEEtH(Fournier, 1998). =
AFEEC] YA ol A7) e WS E MR AREE, &
vzl 54 Bal=o gis) ARFS disks dAo= ofd &

g

AL A= FEolt}h. Fournier(1998ys XS0 2 Hl=
A (brand relationship)eh= 71E-8 A|oklch

HalT 3= Hde 2XE E =4 Hdcd) gk =3
2 H7re] Al WFE fF&8lTHFounier & Yao, 1997; Lee
& Suk, 2017). 2HRL-EAE IAlE e @Fehtehel Wk
GFEAA AN wl$ ke = 7)ol RE Hals 34
7 3AH AR @A) Aedein) eheth 71 B
A= A8 el laL A Fshke Aol FE vie- 212
shal A3 foRAE g A7 a2 dert ogsitt

(Fournier, 1998). 3%k T4 42 Hil= #A 4 & B
%Efﬂl gk AHjRke] SoAR I B B4 F NSRS

=21 tH(Fournier & Yao, 1997). 7199 HExe AHIRES &
«l@oll ZFEs FoHAE FAdske A, BA=e gig
A4 olu|A|7} oln] FAE U= AHIAES Y BHi=

olx] o]FofR|= I Aol S4Bl
HHoz HA=d U3 X&EH FAEE = H(Fournier,
1998; Lee & Suk, 2017). Fournier(1998)2] Hal= FA|2] 7))
de FAFet] Kim(2012)y2 2 =9} AnH|ztete] AAAdS
ZA3le] Halse)l Anjle] AA 9] ZE selgin) o#d A
& ATE we}, & APdME AZtE BAE AAE LM}
7} QA BE AR BHeele] A g fAMICE /st
slo] St}

2 YA 4 Bal=
olgjgt 2] O}OMJElEl—E—

thal etehsiA, 2

zlet BEzke] 34 A A4S fsixE
WAS Bl AnAke] s Eoli

= "HI" dEEe] ZwsA 9
2017; Yeop, 2013). £3] #A¢] £2
2A 2NRIEe] T84 g o g H=e] olo[dlEE
£ HAAE AYs=E sk vFlge] aF o). o3 A3
AT AH4E B}ELE A7zt B=E gAEe] ) 7E4 8kl
84 77l tial] the] 7Hde] FYHEAh

ol

FCHCho & Lee,

ol Fo7 ko

7M1 AZEE BAE gAee) @R, (b)81aA, (o
AV, (darF8e Az Bl dAlel H el 9=
A Aolt}.

2.3, HHE SMT

H /4= (brand loyalty)= &
e ol i ok *HIXH
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AE2 7159 = vk Aaker(191)e BIE= SATE Bl
zof gk Age] sl dEHE AT 4 glor, ‘—E—Xé Hae
of thalix BE F w0l A= AH|Rpe] o2} FEoR

Aol Anrlel He AA7} Al&A 2171 Sle A
S Bz gk AnjRte] gH 1 ket el 7118
(Fournier, 1998), o|&{$t 54 Hal=dj tjst 2 743} A
o] 4L Bz tigt £3542l ekl J3gS EF Aot
TR HAE AAE I Aol aHRES 54 2
o] ARk vy E5S o SHH SR AYZtSkal(Engel et al,
1978), B =9 Apd disirs i3t (Tse & Wilton,
1988), Thdet A dseM= EH‘:" HA=e] &S Fldct
(Aaker, 1991; Jacoby, 1971). H=3F, Fournier(1998)+= H# =
/90 gk AAF )L Zo] = #Ao] Hill= “4'74]%
o2 olfold Fart vkl e, oldd A9 A=
< vl R th3e] 7Rl AR AT

ﬂl

7hd 2. X7bE His
S v Aol

Ae BAle $4

= A+ 9

rJ

2.4. HM2| 2= AWM
(MTO)

YAE EA=(Luxury brand)5-& 257 IFAS A5t
7] 13l sk dE718S GHdsle] s E Al = (mass fashion
brandyE7e] AXFE FHsljof slal, o] Fall HAs FAHES
335 Eo7tok & Aolth(Kim, 2015). MAA o= 245}
7t B% JEo] & ARARE7} Eoj7te] wheh AM7F YAt
shatar 71 7ke] At Ao st AL 22 thF
Aol otk FEe] FHol 7 o o)t xpdske] &
4R UJepbr] 5, 7189 Ai7lse] thdste] et of
= Ax g3l stk siHgte HAd el digstr] el
SAIZF Tk Tl FAE o] Alte] ARREES AlA] 71
Ak g2 s ARPE 7“% o3
YFE0] ot YET AHl29
o] FEHA7] Wi FFEsHE A5 5
2pdstE 3Ee v Foheh é, Yo 2= o] FES
# 7] YES i‘ﬂ]d—i’ﬁ “ﬂ] He AvRbe] BEE &

S =A1717] Sl e 3zt

AHA J‘W]i"] O] QE 51 de 2H|RLO RiEo] E4 o
88 91714 AolthKim, 2012). H3F, 4HA = Hal=ut
E]X}O]Lﬂoﬂ &k 7HQ1E AHE FESL "M AT E
zkal Alof &17] wiitol| ExHgk Aju|2e] tgh Yze} 7Ex] B
3k 1 ¢ $2317 Foltk(Cho & Lee, 2017; Silvetstein et
al,, 2008). A i BA=ox 7HF dubd oz #8511
T 7K 28 od AE A Hol= £ QU (made-to-
order, MTO)?} #12=8 o] =(custom-made) ] AUt}. ©]
E2 AHRA dubdolx] ¢k AFS AlFdtie o=
B 258 O A dEl siEER|T, dep ARk 7Y

20 dF & HolEF2M

m°"
).

WA o] Hieie AES ARSIl el TRETHSom
& Blanckaert, 2015).

Table 2= 24| Hal=e] 2ud o 7]gof digh Bl
H ARlolt. o]AE B2 gME] HAl=go) i-ﬂl*é QT A
g AlE s ol AlE HEEAL, Y :
AT}, AT A=H o] = (custom-made) W22 AE A
else] E e F0Ael Az gae

e
B AU
D}, E%] 712§ o] = (custom-made) “3E-2 A LA of A -
ulk
[e]

g

l'>
T

£ FAAA AR A7) olw|X| e} 217] Held
7ﬂ v 201 A A BEE AR, ol V& AFE BES
to] M7= Hol= & 2u(MTO)et g2l A& A7k
2953 H-go] Wo| M AFAFOT Age] AH|R}
iy 011—4_
HAg] HAllsox Bt BHASIEY Qe &
Ao RA, wlo|= F QUE(MTO) &F =F
AZtE HA= Mg olu|x|e} B = Ao
344 °§303 uE RoeZ gt Hol= & 26 (Made-
To-Order, MTOY= 533l /EA] AHE Mu|=E AlF
st 718 o2 Mg BAlEoA A& 31, nA" 52
AW FEAPERA EAE] TiRlel Hals
& MU0} FEe] ApEstE Foelr] AR, EAME
P HA=Se VIPEAS 93 He] JFS AdRolAv &
HE oF WAE Sl Bl 7S dSAl7 e et
Aot ANl EFee 29 AM v|eFH (Future Shock)™l| 4]
gLt giEsle] dejsLrt 52 7hsAdel okl oA
319 S H(Toffler, 1970), =&l dlojH] e U] ZrubE(Mass
Customization)’©|2H= &1} 7|&4 7IsA]S on] 19873 ¢k
W3l vl (Future Perfect, 1987y2R= Al&-2] FojA] AT
Ho|= F QT|(MTO) AH|2= f19F fAFSE Higel| o] A3
Aol &3 AF 5 455 2 A 2] ANEA A
gtk 71E wdse tE A, e A F
7 58 AP 9] oS AlA ¥ & Ut
oyt 2uld e A AR aAEe] SRske BHi=
HAE] olnlx] B FAA HA= AAE Hsiet

o] Mg AAsIl

(ot
) °I‘°
1y

9

=5
9,
A,

ulll

b o 2 5
o
olf

fo e oY
nj

ox —’ m
u{m rlr 4>

=
N
i
12

7He 3. 2H|Rbe] gMe] HAllE MTO 43S Az B
= #AM9 (@RPEA, ()31, (A1, (daLEEAdel
(el &S vE Zolr

7V 4. Mo gAE] Bl MTO AL Azkg =2
= @A AHe] 9% vE Aol

o

=

2.5 2{Ma| 23E DH[! SNS &5

ZRtEES] AMAL 4 7} F7betal, mukd e 71wl Fh
3} o]¢JeE TSt GES slaL lorE ol mE 2t
o] asith A AA| 2rEE AREAR] 54T SUHE v
goz wds mHld SNS(Social Network Servicesy= =9}

ﬁqﬁi =
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Table 2. Examples of special order products of luxury fashion
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Brand (official website‘'s URL)

MTO(Made-To-Order) product examples

Custom-made product examples

Goyard (http.//www.goyard.com) on bags

Ralph Lauren
(http.//www.ralphlauren.co.kr)

Louis Vuitton
(http.//www.louisvuitton.com)

Salvatore Ferragamo
(http.//www.ferragamo.com)

Giorgio Armani (http.//www.armani.com)
Hermes (http.//www.hermes.com)

Jimmy Choo
(http.//www.jimmychoo.com)

Prada (http.//www.prada.com)

Tods (http.//www.tods.com)

Makaju services. Hand-made engraving initials or special texts

Bags/shoes. Personal choices of material, size, color, size,
hardware are available. Customers' initials printing services design services

Customers' initials painting services
Bags/shoes. Personal choices of material, size, color, size,

hardware are available. Customers' initials printing services  suit, jacket, and shirts

Personal choices of material, size, color, size, hardware are
available. Customers' initials printing services

Customized book carrier design
services to special customers

Purple label. Custom-made men's suit

Customized luggage or book carrier
design services to special customers

Customized design services on men's

Customized men's suit design services

Customized design services on all
products

Shoes. Personal choices of material, size, color, size, hardware
are available. Customers' initials printing services
Shoes. Personal choices of material, size, color, size, hardware
are available. Customers' initials printing services
Shoes. Personal choices of material, size, color, size, hardware
are available. Customers' initials printing services

EE3 2o wkl B £02 B89 B APES %
B HEBASDNZ BY VENIS EAse 7
70 T Ang wAo =M JE7) 7S 3

O_>C4 O_u
[E
At mlm

=

Bl i_;f e
ich

ol
2

AL F=3h= WIEYA AH]Zo]tk(Shin, 2014).

Q-
A BAEefre] ®uld SNS SR IA F 7K EAE
At F ok A, S AFste ovA] AE wslo]
7Fsaitt. @Al Gold F7HES FACE ovR] FH2E 7]
He 2 sk ®Eukd SNSEo| w978k =, 2t <l
dz & & It HEI2E(Pinterest)= ¥ ©]2=E-(Facebook),
ot} ==l ut

EYE (Twitter)$} 37 3t SNSE 7} 3
3 I ThE olmx] AR 419 »Hl SNS YL QlAEl
2 (Instagram)°|t}. 788+ )4 tizlolu, PAE] s Hil=
=L, E}“ﬂ AdgHEElEo] JAXEad S o]gslal AL

s

ol Ak AwAEF AR oA AR e 5& T
%mﬁn% 63*30}1 ik,
A, TAE vloEE AltiE AR A tig 7

7t Higlslal e AS €88 4 Aotk Hojg WFE X"
7171 E8He] st AldlE tRAE 957 (digital natives)’
Altietar Zeict 20019 vs 2S8R} vi2 Zal AT (Mare
Prensky)’} A& AR&-gH Go]=, 1980”‘01]’\1 20001 Atolel &Y
o AtE dZA=tt. oliet #2 AES EE2olv 53t
LA, APAIS] ARfEES o]g3te] SNSE ddsta, e of
Zol= 5] tAE d4L Tl 49 22l @ (online
leisure) Al7HS 2kl Qo). &4 WEY I} 72 w|to] Al
o A3 &= o] Al &2 A7t HAE i BA=E
g 4 g A7 4 e 718 wsph Hes) Bl
| o]u] *‘HEHE% =2 FH9 AFS AT 7H4 3
she BAEE alstaA T, AN F2 AHRES Ao

AT Ae 73E Foske HAH=E AESFHTHSom &
Blanckaert, 2015). WA ©o]58 7'Fek SNS 283 thafsh
ZRIPEL Fofo RS FEsL FHaA FeEM A
g A APl 2 AHAES ke Ul S o=, IA
/\]u]_%gq;e?_ x%ghg F2 /\}_Q_o].l:q aﬂqa _LH/\q HaHEE.Zz]_
FHE Zo AFUA A EdEe| Fslm theket Zukd SNS
TH HEFES 53 st 2 78 YA Ag
nAES 98] =388 tk(Som & Blanckaert, 2015).

A AFE0IM AFE Zukd SNS T HEke] &3 7]
WO 2 B o]gh AH|xle] Euldd SNS TH HEhe 4H]
ArEe] gME] BIE QX Fas d3FS v Fo0F 4%

1 2

[e]
A}, 2eil EREER
]

Al oA Bz ojmx]e] BAgHY = lths Slo] 71l
Ayzro|Ql ot AHIAECAE o213 Zuld SNS FH
& 1A JFYErhe 28z HME AR a9
s HAs Az oAt sl s dHE THE Ao
. F, ol vHAE A e Avixks s
an|Rpe] Hls, g E“%rﬂ = disf o 3L
2 B7rele, Hu w2 A7tE B 4 Aot AwAp-E
E A 84S 9T slem Oﬂ%fiDP off wh} ot 7}
& 7Hdol EEHlen, JAA

o o

A=
o) Z
5 =7]

o
#He

7Hd 5. &njzke] Mg Hll= 2uld SNS S AEe
Azt B A9 @APEA, )32, A4, (A
F240) F+e ¥ vF Aol

7 6. AH|Ate] HAME] HAl= 2Hld SNS SH S
Azbd B = dA H el G n1E Aotk
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MTO

--- Perceived Brand ---
Luxury

Rarity

K

Differentiation

Conspicuousness

Exceptional
Quality

Perceived Brand H2

Brand Loyalty

Mobile SNS
Promotions

31, o7 M|

2 A= 20159 9923URE 10¥ 4971A] F 12970 ¢
Hk oA AHAES o HERAIE AAEl] AFAFE
FRseH, AFHoE 21259 HEA F AEHhdR]
S 1075 AL 202571 A0 LAt Fad I
AE 954 M B AR FujslE FEol
AARES A3t AE ez ST T3 2 A
Tt AnREe] wlZElR] Bazele] AAlY] $IX
(Coathy’, ‘E2]WX|(Tory Burchy 52| Bd= AQGS & ¢
A=E YA Bdse] HoE s, A, JAA, IF
AAolgl= sFIAkdel 71Whe T S nE] ARsie] B
o} F3sia A4 golHE A3t st ool wel A

T T APATE v R HAY A Ball=9 g
(HAxFF, 274, A-EE YRR, 7 502 399 5 3
= WE o4 B, 38 o)o) A3sl= AHR’), MTOMade

to Order), 21} SNSZZ®RX9| /ES Algsldtt. ol=gh
gAE] HaAl=e] Aejo) 7uksie], SHATE 2 ol 3ol
e & le] HAES Z1AskaL o] % FrelA K 1 s
E
[e)

3 SHek=S skt

2 AR e A9d
Hil=

2 upeow TAHAT. WA
na

A2} PMEE Lee(2012), Shin(2007) 5o A A
g AT ALgE F 2188 38 olgsle] =4}

(Table 3). 3HH XZHE Bale #AAIE Kim(2012)2] AF-ol)A
ZHRel Bal=o] Adde) fAMdel gk vhee] Al £33
2 23l “o] gAe] Bllze U7t ofH ARRIXE ¢
T A Bl Fob, <o) Mgl BAE olm|z|et uf o]w|A]
FAREIT, “o] gAE] Halses ) gl Sa3 93

rrfr

Relationship
o, Bae FAEE APAT(Lee, 2015; Park, 2009)04 3
29 o9 T #3e 2 SR EAT U o] A Hal
=5 X&EHog Fujd Aojrp, ‘b= o] gMy HAEE ot
E AlolA FHE ool Uy, U= o] Mg Bt

Tk WhElehE o] HASE TYT R, i AFE 7
A=E G AT, e A
H

183 Q7EAN SHES ZHA

41. SEX SM

£ AFollA= SPSS 21.0S AMEste] BASITE AR &
gxte] AFFATE EA4S AHEM, 200071 26.7%, 300
54.5%, 40t 14.9%, 50t 3.5%, 60th ©]’d¢] 0.5%°] EXE
Byom, g&Ee u=E o|a}l 1.0%, thekw Aeh 4.5%, thekw
=9 71.3%, thehd ATk o)} 233% X o] hiE ool
A9 94.6%= =A JERTE ESH BAHE Aol tig §
48 AR, 29d orle] WHert FAE 7R 971 314
gk ol5 Tl Ho] e SHAR= 29%(14.3%), TlE 4
o] gl SHAR= 173(85.7%)°1 At

|
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Table 3. Factor analysis Perceived brand luxury

Factor Loadings Eigen
Factor Items N 3 3 2 value
This luxury brand helps me to be outstanding. 906 .058 .109 .151
I would like to show off this luxury brand to others. 857 097 .131 .18l
This luxury brand satisfies my conspicuous desire. 828 146 213 .088
Conspicuousness 7.302
This luxury brand symbolizes hight social image. 778 -109 319 059
This luxury brand is relevant to social status. 764 011 120 331
Others envy the products of this luxury brand. 663 234 449 037
This luxury brand has a unique personality. 057 .865 .107 .179
This luxury brand has a unique aspect compared to other brands. 024 .850 .198 .091
Differentiation ~ This luxury brand provides products of unique design, color, and material. -003 .821 -.018 210 3.146
This luxury brand has a specific design style. 102 791 116 -.198
This luxury brand has a tradition that matches contemporary flows. 183 573 410 -276
This luxury brand has a higher quality compared to other brands. 209 066 .799 179
This luxury brand reflects a consistent quality compared to other brands. 141 218 .788 .061
High quality  This luxury brand has a high quality image. 197 252 787 -.032  1.866
This luxury brand provides products of high resiliance. 153 -.077 742 184
This luxury brand is rare. 334 400 .568 .170
This luxury brand provides products of styles different from those of other brands. .119 .043 232 .858
Rarity This luxury brand is hard to get in our country. 324 064 .098 .783 1.488
This luxury brand provides products that help me differentiated from others. 569 131 .069  .657

AzE BRE 7RXE 2PEA, S)a, A aEla aEEA (Nunnally, 1978). o123 2243} elgAle] Ble z}

5l 7R 3] 82150 FRIF UK Table 3). AH|A-EHE 7l BE ViR dld W] 7t 319 2%)) wEEe] e
IAle] Fe «o] M| Bl U7t ofdH ARRIAE & 5 Hog, MMASE T dsgARY, 174, 4

QA FEE, “o] A Has OIUVQ} Y olmAE A ANOVA HAHEAS 38519t}

sithr, <o A BAss Ul golr Fo3 9Fe st

T F 3oz AU iﬂ] }-Hﬂl‘: AA L Ao A & 43. 7|d #A=

o QoA Ax ddAUS o|FSleH, 22 HAFS 43.1. A28 B

892-91601H &

olelef. BilE 4=

ol ZF 64.1%

kel 81916%% 2B A= 2457 (Hla-Hld)

gelE gt 3 2E wgolA Cronbachsﬂ a AFE 0.8 °] st %ﬂ?}t‘
el 23de] AlEde glskitt = Mo A ),

2+0.817-0.920)8] =

Table 4. The effect of brand luxury on brand relationship

= fMrt HAlls AAll miAe %

o Tl 23] 29l A 747882 2 A7l 7}“7 %
Ak 5128 ArA] wlo® wel gjlow

= A (brand luxury)s SHH

L—Er%

S

E FAHEE TE5HLE AR
AEA AFK(Table 4), 2
Ag 1), ZNAEEH 1c)

. . Unstandardized Standardized Multicollinearity
independent variable t p-value
Beta SE g Acceptance error VIF
(constant) -705 300 22350 020
Differentiation 216 071 165 3.047 003" 820 1219
Rarity 299 062 285 4793 000" 677 1.478
Conspicuousness 517 077 436 6.668 000" 563 1.778
High quality 058 088 041 661 509 616 1.623
R = 720,
F value = 52.952™" = 518,
Adj. R = 508




418 S FY GBI A19H A48, 2017H

Table 5. The effect of brand relationship on brand loyalty

. ) Unstandardized Standardized Multicollinearity
independent variable t p-value
Beta SE p Acceptance error VIF
(Constant) 1.516 148 10.268 .000
Brand relationship 594 051 639 11.743 .000™" 1.000 1.000
R = .639
F value = 137.907 R = 408
Adj. B = 405
24t HE dA 4 JFS vHE Jom Ykt T MTOFEZE ] A= avAkse] 1 Hl=9] 3l 2]l
(p<01). ¥Fd A7hg Bae Aol yFAHd1dye o el MTOdE73E S shA &2 AR H %°] %
oJ3 FFol A=A skt APEA 2 ?'fo 2 0.165, 3|4 7heisint. Wi = e 7 Az Hale gMe]e] ARt
39 %4 —8— 0285, 1] FFHL 04362 HERHOH, 3a), A (7H30), LFFPOH3ARIAE el ztel7t
VIF o] 10 olsjolne HEgage %xm P Eoll YRR eiglth olo] weh sHd3be] AX AL, 7H3,

oh. e ﬂ“la 7P 1b, M Ice AAHAL, 7H 1dE 7]
ZIEQt) 235l 1L FEA o7 AR H Y]

433. 294 eEMo]|=F 9, MTOYEE i wE
7kl Bl= PAE] Ho z2lo](H3a-H3d)
M3l 29 QEHMTO 43) AES & Avirke 6

P 2o Base) Az P4 BAsE o B Wk
2 7Pt 018 AFE] s SHAE MT0%Y #7
3

A 9 TR R PRele], A 7+ A7E PMe) B

A= QAEd et Haxto] AL HAAFTHTable 6). E4
Az}, MTO 733 A3 F73% Je Alololy HaA= 24

ge] Fag 21(7H3b)ell sk X ztRte] BAX SR F
3l YERSTHE=6.365, p<.001). = s Yrg] BHAl=o] o

32

3c, 3dE 71ZtEo], /M3 HiEAHo 2 XA AT}

4.34. 294 ELH(UﬂOIE—ErELH, MTOYEE offtel wWe A

olg]gt Amzte] MTOSEHEAT7E X7+
A= FANA T3 BF FIS mE Aolgkar AP
é#(Table 6), ¥ A 7ol Azkd BA= #A 3l &
1+ 2po] 7} Bl E I Th(F=11.932, p<.001). MTO 7Z&o] &

oF s gAE] Bl i 34 A Fis A
AZ13L BEA = H SR AR] S¢S vRoR moty]

A

#= AR EAY.

»

%1

/\)\

435. 2HlY SNS FH AE offto] wE XztE Hils
M| Hst zte] (H5a-H5d)

7HdsellME Butd SNSZ2RAM ABE {57t sld Bl
o] gk AH|Rke] AZtE BAE Hxglel] xjolE = Ao
A3t 7HSESS 98l rtestE B3] EHIY SNS R
BAE 2 FAE S Alelo] gAY} IAER= AZE Bl
gAZ el ] 7R Q2lelA Re)7t JYEAS B3 TH(Table

g}

lﬂ o K lﬂ

Table 6. The mean difference of perceived brand luxury and brand relationship across the MTO experience/non-experience groups

Type Experience of MTO N M SE F p
Y 24 3.800 .596
Differentiation 1.478 457
N 173 3.681 699
Y 24 3.361 987 s
Rarity 6.365 .000
N 173 2.591 .819
Y 24 3.556 .905
Conspicuousness 2.320 077
N 173 3.165 742
High quali Y 24 3.725 .846 - 66
i uali . .
quattty N 173 3.649 615
Y 24 3.933 .833 .
Brand relationship 11.932 .000
N 173 3.103 .826

<001, “p<01, p<.05
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Table 7. The mean difference of perceived brand luxury and brand relationship across the mobile SNS promotion experience/non-experience groups

Type Experience of mobile SNS promotion N M SE F P
Y 121 3.747 .635
Differentiation 1.478 141
N 81 3.600 769
Y 121 2.839 911 .
Rarity 2.985 .003
N 81 2473 758
Y 121 3.326 745 .
Conspicuousness 2.457 015
N 81 3.058 778
Hich i Y 121 3.711 .656 1594 13
i uali . .
eh quality N 81 3.564 622
Y 121 3.010 .880 .
Brand relationship 4.768 .000
N 81 2418 .842

Hkk

p<.001, "p<01, “p<.05

7). B4 Aw, A7k BAs Pale] 82 (M sb), HA4
Hd5e) 5 F 7 82 Hagold BAZHCE Feldh 2l
7F YERsTE. vhE A2k Bl M) e] ApEA (71 sa), AL
FAR M sdeINE «l?‘z Apel7h @ik, wbr 7Hdsb,
7 sce AR HT, 7Hd5a D 7 she Z1ZE A & b
Ase FRAHOE A 1E191T;}.

43.6. Ertd SNS R HE ofFe] wE XztE BEd=
A H =] (H6)

7Md6e Erl SNSZZ A thek AH|xke] AP R7) )
F AP Bdso gk AztE BAHE AAl] AJolE F Ao
2 gk 4 AI(Table 7), 20 l A7y sk GAg] A
B=o] muld SNS FH o] e FutelA 237 ek
Adol vjs] Azte Hal= AAE SAFCR fos =

H7HTHF=4.768, p<.001). ¥ A}, 7M. 62 XA =T

T-S°f|A](Choi, 2014; Nueno & Quelch, 1998) 217—}% E’_%E
gMale] £ 29 F )2 =o|Holgd vEAA g3}
7F VPR ek AL, MRSl A ek HAlE Mg o
H R A EFAGS] Faido] stErhs FEE THsiAl
gt} & oAt dnke] ALblee] e R kAl 4
o] FIEIALL, wEbA IFAAC] 1 o A Hill=e &
AA 9472 XS F gle HEF Qglo] Hof Anz}
7t AZtste A Bl =ete] HA FAE Faeo] dot
g 7Fs7d0] Ak B4, ARk HA9 29 2E(MTO)
HE ANl mEt F gaE Hals=o] i a9 ¥
BA= A Xzl TAHLE Folgtk 2ol vERAT.

23t Aol 2 2rd dist Age] Mg Bil=e] g4
Aol gt /A E Eolar, An|RlA X Fge] Felsitt
= Agdr 558 HEeR & FE —% A A S th(Toffler,
1970). AR, HYAFAFe} A=A BHE A= Hisd
gt &Rz SAEE Eole Fe= §—,L‘?_]E]oidr(Fourmer
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g 7FsAo] oAl 2 Zoz siAET)
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