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Abstract: As sustainability becomes a central pillar of corporate strategy, scholarly attention has
increasingly focused on how environmental and social attributes of products influence consumer
behavior. However, existing research has predominantly examined sustainability at the brand level,
leaving a gap in understanding how product-level sustainability attributes affect consumer percep-
tions and behavior. This study addresses this unit-of-analysis gap by defining the concept of Prod-
uct-level Sustainability and developing an exploratory conceptual framework. Drawing on Signal-
ing Theory, Perceived Value Theory, Greenwashing/Authenticity Theory, and Brand Attachment
Theory, this study proposes a three-axis analytical framework comprising Product Environmental
Attributes (Axis A), Information Transparency (Axis B), and Social Attributes (Axis C). A theory-
guided case analysis (Yin, 2018) was conducted on Yuhan-Kimberly sustainability reports (2019-
2024). The analysis reveals two key patterns: a reinforcing cycle between Axis A and Axis B, and
the dual nature of Axis B as both a signal channel and a greenwashing risk factor. Four research
propositions are developed, and the concept of product-to-brand transfer is introduced. This study
contributes to theory by extending sustainability research from the brand level to the product level
and provides practical implications for VMP and POS communication strategies.

Keywords: Product-level Sustainability, Perceived Authenticity, Brand Attachment, Repurchase
Intention, Greenwashing, FMCG, Signaling Theory, Yuhan-Kimberly
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1.1 95 03

2] 42 7}5 A (Sustainability) & 1987 1 UN Al A7 7129 9 3] (WCED) 9] 1 314
Our Common Future ©|A] "H]g| Algje] ZoE FHAZA =S AdstA] FoA
Ax Aol d8E FHAV= SR Holwl o] #j(WCED, 1987), 719 499
ala sjeivke] o2 Ae] 5kttt Elkington(1997)0] #1418 Eg]Z vlE k) (Triple Bot-
tom Line) /NdS ZAA1% A3 (Profit), A+3]4 A< (People), HE 2 7174 (Planet)S
719 e g A AR qFASAA, o]F ESG A9, A&T7Ms B, 54
nAE T ThEE A 559 o84 FEAo] HATH

ojelgh AAIA sfeiriele] M3 M|zt PFolAE FEsHA #EE T PwC 9]
2024 Voice of the Consumer Survey(31 70=F, 20,000  thAheol| w2, 4n[xke] 80%7}
A&7V s A AakzEE AEed F7F v 8-S A'BE oAt o, Hit 9.7%9
TS F8EE Ao 2 YEFGTHPwC, 2024). Simon-Kucher ¢ 2024 Global Sustain-
ability Study(6 71=F, 6,000 8 ) AA] AWAF] 64%7F A&7 A S A9 3 o
1 8A4RE FRSS Bt SuelAE MZ AltE FA SR 7FA] AH](Value-
based Consumption) 7d3Fo] Z3lxx glom, HrdA.o]<(2022)8 Ao w=w
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anl EsAe] ¥ 2R £33 1 9 30 O QA oln A2 42)
2 @91 20 o oo, HUE W9k Ba-Fust 2w AAe] $Y adow

EEH AT

gy MRk A&7l g {H‘:]o] AA ) Asom AdE =
}g2 kA Rt o] Eul ‘o k-d)F (= (intention-behavior gap) X ==
ZAbA v om gl a Tﬁ, WA e A= AATE ofstE= @l

UEET McKinsey(2024)¢] AH A} 3 ARl whEw, @3} vl Z Aot
Welg b A5k e Fad ol s B ee 20239 ol 28l
setatglon], melnel A% oFr A 4%EIE gastch we A4 o)
Al A 9] X% Aol sktl. McKinsey(2025)2] Global Packaging Survey(11 7=,
11,000 ¥ thibelA 2E obdAd3 f57|3te] 71 T3k H7)|x A4 1 9=
AT 0w, BAH AFe 70 54 F 6 Aol 23, NNl A A8 A2
ApA A EHE Abolell H g7t EAES HoFh Yoyl Avxte] 3ozt Syl
21T}, Simon- Kucher(2024)oﬂ wEH, AR 70%y 719 A T84S AR
AZssky 8, 2998 ES JATE A5 o] &S 80%7HA dE st
el Siws el a E Ave Fz A seveel y,
[}

A&7bs AF A2 A, aglx A ds F3H% Arlasi

Mol 952 q9s dcloz A A S $eh(ElHaffar, Durif, & Dubé, 2020). “LZu}
olglgt AW EE AMAE HAl Sl AFelA ALV AHS oW dAE Fa
FAedst=Alo] thefA = St TFA RSO PwC(2024)0] 5Y FAFOl A An[RE7E
A&7V S B71eE W 7 Bol Fxet= 7leel AL A 9 Qg T

O%@o%yst NG AN AGsU R et 48, 2ulAsh HAs Ao 44
ESG A<flol ofdzl Apalo]l Eoll S 3= AR FAAd =4 HAETA
£, 915 vk AU SA BE B ASEEAE ek 2gs e

ot J1E v FEA BAE sedth gyRel AT HALE
G2 AdAste]l ESG A9, AL, BIAE AEHHIS FEolA iﬂ]?(} kls
Zqsigo, A4 Pl ARl olFoiAt WF AAu(EE Leh
FHolAhell A 2n 27k Heh= AL BE AEe] &4 AT v, A EeaY T
FA, B4 WA A ot BAE FEolA SAE ke A gErt
AF Frel ol @Fom ASHA b @, d7el B4 wglel zuxel
AA a2 @9l Abelo] I 7IEd = dnh & Aol olH @ FYE
A ©9l9]  ZF=(unit-of-analysis gap) o2 i@ sl olE A4Sy % AE
swel w4 wane Ale.

ol &4 wfle =2 Sl ASVbeA Ao dwtd Aol m=
solgith. B Ayold PES w APATES gRE ndcs
dAslel Q1 ESG A9, BAE AY FFEoM AE7MeAHS o
A o 24 T A= 3EF A7IA "HAR(elE A

O
% ox oo HE

2 o 1

-
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Aol BARY, e et E AA-GNe HEE 5
nge]  AFTO FRE  olFI;  gel, LMt Y wE gEae
AEEEFMCOPIN S AF 57 AZbsA dAUZE &d Fwow do}
Atk a9 £ A AF FE AL S4ol 2wl W] MAE

deks gE AF7F FHE o] 9l O (Luchsetal., 2010; Gershoff & Frels, 2015; White et al.,
2019), =ul AEEEF W] HE AF= FAEH, AdAATY AAA
HI LA S 2 ol A A 3] e T

3, White et al.(2019)2 A %7bs 4H] Fo SHIFT Z#dAolA Ho
&4 (Habit formation)S 34 A= F Uz AASH, WkEZx o] o2 F
oqx A Qlolx AHTFEE AEs 2T F ASES =Tt o] =9E &
Ao wgo] A &stH, AMArE wjd wHE Fufsks A 3ol A FLoAopE R
AE T AE7Fs8 4ol ddHoR FAHY B F£F9 Hi: R
ojolA = AR} A5 7hsdel Ak
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Z1Edll ZIRkek AlE R AAE FSsAY ARABIHLCAE
AAe=E T Aw FEd ASTEeA BeE AASskE FAlolt ey o
719

g
H AZE obd o FolXA e gejelth,

F @9 A %75/ (Product-level Sustainability)2] 73

oo E A= Al 3
golsta, olzle] 2uAbe] HAS o2 B A o] FF WAL HAUEE
gaHoR PPt AL BAoE duh FANOD vheel T s AT ARL
—1X46‘]—E]—

o

A AR, AE EE AETFeAS od Adoer FAHEY, 7+ Ade
2HRFe] A1 Z+E 21 A (Perceived Authenticity)¥} oJ® #A S FJAS=7HAT+ 2AE
)? =4, BLEFEFEMCG)e Ayt -RbEu] 542 AF FFo A&7 ol
BWE o2 (Brand Attachment) % A|v] <] %=(Repurchase Intention)Z Zlo]% &=
Aol A ofi werA 21S Foet=rkAT AE 2)?

AT AE 1 2 AF 99 AEFTbeAe] A Ade =Sk 4 Aol
auze] 284 Ao mAE #AE BASse ZeR, B A7 AEH
AP FFo FHelth AT AE 2 & UE ATV FE o a3t
AFwEiA, gAe, sPdsd s ALEE 1Y WegE 2AHAAA,
S84 T, A3 AE AF)ol 9 WAUSF o' ApolE e EAE
gAgth gk, AztE x1gAde] HAE ofZy ATw) o=FE wisfste FAA

A2 dalA= 2 ATl A AT " Al(propositions) = A A]SEaL, o] gk Q1A
AT &5 AZAT JAZ Fh

o] AF HAEE i ¥ dAFE U AZEE U9 F 20 97
A&7 AP RIS AeH AE o AE7EAE dES M AAHe=
N2 e deE AtEl R dAste], A&7 P H 1A (2019~2024) 6 AR B
#d FgEEdd uid ZH yEEAS Fd gy Zddas A4 HAE
EE3g BA 717k AJES 2019 dow AAE AL fIEdrt 2020 W
4744 3.0 A A 2019 H& AEH7HsAEe] AFA 7]1Ed E(baseline year) =
ARste AF oo #FEGAEY ERE AAdeR #Fsty] AFE)
uj o] Th(f-3H 1 ' 2], 2024).

1.3 778 A FH 7)) 7]of

AT E 7S AT Y 7 7EA SHelA ApEstE Y. AR, 4 w99
Agtoltt. 7]Ee] BHAE FF A&K7leA A5 AF FToE AEssio s,
AN AAR HFste B9 SAGEA, 9A71A, s v, B2 S
‘ADo] Q1A F gsol WA= wA A ARE FAgit o= A =93 ok
s Adete AEE BHE ATE 5 den, AlS o] E(Signaling Theory),
fl 7}2] & (Perceived Value Theory), “1¥19]%] <12](Perceived Greenwashing) ©] &<
Tl % A&ste olB4 ZHdAaE AANTHET AE ). =4, A
$goltt. -G Y-FE T 7€ A7E AALEFFEMCG)0) B
HHE A} A FEo R At AE o AETbeA diel v AoR

N
N
4,

T\ = D
e 1 o

o i @ o
r

of HAE £ HE WHE oot Wty AL FAFHAT A 2).

12 Bal B AT olgdont AE Bl A&/EsHe T4 A s
Bg FEE Adssts Zd99ag Ay, Adezt AF A&b5A
ARUsleld At +9 9 BBBC AHIA T werel @ =A%
Agst A gt
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o|&7 7

2 AdAE T A AT AR g ol&F rvks FHIT WA AlFE
949 A7 AYS AHostal), 9T AR I HEste] ASFe
A&7 H40] avAelA AgEHE WAYZ2 A& oR), AH|AY} o
ojr JhAZ A7be=x(2.3 AZE B, g3 o] BAolA AN A 7o)
FAHAAY AEHE 22024 2HFYHR 4D IS SAH R HE
olojx Ag AE 2 ¢ #HEste] IAHAE AZo] BIA= oI ATtu] S
AAH = ARE Aol wbEtujo] wiete A gAstal2.5), nhA v R APATE
AAA oz FFste] & A9 AAE WP FrH2.6).

—_

2.1 A 99 ANty Y G
Elkington(1997)¢] Eg]Z&  vlHZFQI(Triple Bottom Line) °]& 7]
A&E7bsde AAA G A ARSI A Aol A SR ew Hrlske

Agstgl o, o= 7Id o] AXNA ZHQde AR N Algel A&7bs
AAl FEsta sl Al AEst=Aed qd vAA HMAYSS Fws] B
ESvides

ol SHAE H s Fo] se AFodA FH =] gt} Luchs, Naylor, Ir-
win, & Raghunathan(2010)> A2 A &7bsAo] Auv|xL ATd vA= FFS
AFH o2 FAsEA, AFH7sAdol 3 Aikasset) o= 7]k Aol ol et
Aw W we o3y F4 —’—F%% Ael sk F-Aliability)= 28 7 USS
Bt 53] A E(strength) T A 0] %‘"\]E]b AFT(AA, ASA 5)olA
A &7 s o] ' F- =23 (gentleness)' ¥} AT o] FA o]AS ZE3}= 'sustainability lia-
bility' &2, AELEF(FMCG)oleh= £ A9 Ak @A 53] T3 o274
ol & AU} o]& AlE @] AEFVEsAol Ve H w49 fAE WA o=
djof & AlAFgHTE

Gershoff & Frels(2015)+= ©l& ¢ AHuslsle], sdg 4%

AFolete 1 o]Ho] ;M4 £ (core attribute, of|: AAS] A Adt)oll A H]ZEH=A
W A (peripheral attribute, o: | F|A)AA  H]FEEH =X uwg}  AH]AF9
=5 Ml(greenness)’ Aol HEtHES AFEGUTE o] AE AFEY oW £A4M
A&7 Aol AEel A7 Avab wde] 4 mgsls BoFH, AlF 99
Al dedS o]EH o R et

wolzh,  Kloepffer(2008)«=  AlF ol AEVFsA #HIPE 344
AAB7HLCA), AA  HLEA(LCC), A4 AJAHR/KS-LCAS E3a=
382 A (life cycle perspective)oll A o] Fo] Z o 35 Al TE o)== AH] Aol A
A% TAAD FA@A, si7IADE ofdel, ATy FEHe #FHEA7A
E3bshs A Aol AlF o9 ALV el xgtEoloF 3 AlAFg

ol el =5 FEtste] # AFeAE AE @9l AE57Hsd (Product-level Sus-
tainability)= "I AlFo] A, BEA, ANA, 5, AR, H71Y Ao AA
AF LA 754 #4& FAstHA F 432 s e AF 549
AR Aolgt. olgd AF  HAol AaH|AMA oEA HEHEA, F
& 7F5 4 (observability) o] A= the e S o] B & 3 HESTL

L

4 olge 744

2.2 Nz o]EH AF 7T ANFItey M=

o HollA g AF ©9 AFTFsAdol Av|Ae] Q1A dlEe] dFTFS
[ xEH, o] &Hdo] AM|Atel A #F Thed FEHE HdgEojof gt o] FAE
Aste o H3sk o]2% Ho] A& o] #(Signaling Theory)©] Tl Connelly, Certo, Ire-
land, & Reutzel(2011)-> A& o] 2o )3 AAA g {HE T3, X 1| )3 (information
asymmetry) F&olx A% WA R(signaler)7t #HZ JFdE A& (signa)E E 3
A ZH(receiver)oll Al AFAle] Bz B71538 3 Z(unobservable quality)S A Y 3HE

;'

MAUES  Aesgt. &dde AEd =7 9% zdow
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#7154 (observability), A% H|-&(signal cost), L#]al Al o] # 3 (signal fit)©]
AN = A, DA Atkinson & Rosenthal(2014)> A% o2& o el wego
Agsto], aHATE AFe] 54 SAS AR HSE T jle AelA ool
AMAAR Al AZE Vs, 53 Ayl AFolA Ase] FHEF AT vs
719 AA AF)y7F &R AlFEd ¥ 2 dEgs s ASEelth o A&
o]Fo] AF Fwo AEHVEA Aol A o]F4 S Akt

o] ol&& AlF T AEFVFeAAd A&std
MR Al AFA AR B s G4 &
TaWe 4 Y FE, AAY AHAA &4 9% T2 AFH g oH7]
ujolth, oju AF 7| Ao EAE A EAJFT v, A Zek~Y R FSC
15 2i, g4 Was F3 & A8[AReA ##E ted SR 7lseth
23 A& Connelly et al.(2011)0] #ANAISE Al 7FA] 241S =53 = Ak AA,
AF A7 A A3 F7IH Fu] A HeA viE &Rl ThsstRE #ETbs Aol
=t =24, 34 AF 5oy AN A EYee e FAep A
ce¥B®w A5 vgo] EAG. AlA, &4 A5 A3 7HY ASE AAER
Al o] A= A)ol S ET

A
o

[«

.

)

=

A A4 AR AR HEEE) HAE AESTEEA AEe FE SA(:
fe) KeN
=

A71x el AE sl AR ANERT b = QAS o 7
P ol= AFY AEVFsAH HA4& A w, 28 T AFel WAE
43 WA HAQE 5 RACR PEAR AuE FEae]l AEY Veye

A AV,

2.3 A2E TR A otey PR e AR R

Zeithaml(1988)> ZH|2Fe] X[ZtEl 7HXE "AlmelAd @& Z(geyd A ESHE
F(give) Alele] Hba Hrprz Aol on, o] Sweeney & Soutar(2001)F= ©|&
7152 7HAEHE, 7HE), 84 7HA, ARA 7R e oAk R SERgith
% T A&E7Hs3E o 7HA] Fxo A2 S F7hsoh
7154 7 A AelAl HEA Aol Algo] AE FHES ASHAI7IA
oA BAA olHdE AT W, A¥AE LI VT + AAA FIHIAE
A zvak A @k, ZL2]v Luchs et al(2010)0] 131 upel o], o]#d 7% 2 71X 9
A7 BAEA] s A9 AE7bsde] 288 F4 9AS FUshE 'sustainability
liability'7} @A = ok ole AEEFH} Zo]l 7IeAH AsHAY, F+9,
W4 s)ol FAEE AFatlA 53] Fagk e Abgeltt. &4, A A 7HA
2+ el A Hartmann & Apaolaza-Ibanez(2012)= X137 AlF F-u Al 2B|A7F B8k
Agd Helog 274 § I (warm glow), A7) EHZA H<|(self-expressive benefits), A}
73 ¥ (nature experiences)= A|AISFATE oleldt A WA A Ao A Qe
AFEs FFoEN =7l AR Aed wSpos dddn. AA, A4 A
7FX] 2Pl A Griskevicius, Tybur, & Van den Bergh(2010)= 52 A| &2 a7} dF 9
'Z}A] A 1 A (conspicuous conservation) Y ZE 7]FES AFEAT =, AW|AIT O
2 THHoy Ve A EAS staA WEAE AES AYsie 39, 1eg
&S g ¢ v o858 A oAfE ERIAA =Eule AFEEA A9

N

NER AERT ot AR AR Tt wwd BFH BE W
el auEAY Y FAYE EdSE FUoER /58 + U98%
A AR}

oA AE FFo A&EIeAL auAA vxgd A2 Add
Ao, ojglgt 7kx] A Zho] HAAl dFoR HIEH7] EHE FHH x79
2 @ 3}t}. White, Habib, & Hardisty(2019)¢] SHIFT Z#UdYaE= o HSt =4S
27 Fth. White et al.(2019)& &RBIA7F A &7bs ek AE S SRS freshs Ol 7H]
AEd A=, & AF3]4 3 (Social influence), 53 &4 (Habit formation), 7§17
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ZFoK(Individual — self), 77d¥ QX (Feelings and cognition), - *|J(Tangibility)<
AA AT o] F A4 (Tangibility)' 291, F44 374 WA A K A A o]
ZIAARD ARIE Au|ate] s Wste] o] EdA S AxstH, o= AlFE 7| A
FAE g s FAU A aA HEY ZFe AR AJRe adE
olgA o w St H3 53 ¥ /d(Habit formation) 891 AL-EFI ol
HHE G 7p o] Foj A= AlETOlA A ET7bsd Aol FHstEE WAYSES
Awgtt. T, AF 7o ASVFeAdol MR dEdd e vAE dERe
Sweeney & Soutar(2001)2] Tzt 7} F2(FH-SAS A ZFsl=7H9F White et al.(2019)2]
SHIFT ZH Yzl oA o=z Ao =rhe 49T o B st/
ol d 4 Utk F, ZMAPE AFY AEFTEAS 7ISAAAA A A AR
AzZstd el olZle] AAl FuiE oojxHW AR FAAFI §HEZ )

volgte s A8 o] kEojok gk, o= HE-RF(FMCG) Wetoll A 53]
a3k =xo] Hrh

ofy iy

24 7YY o7 2 2pE Y

%k AellA =o gk upe} o], ASFo] A &Tbe/do] an[Atl Al FA R A 7hE L
otz g e ow HASuAd, V9o S4A FHol dsite= AAT
SHEoloF 3} o] HAE FHHA &S w TSt Zo] - Aot
Chen & Chang(2013)+= 7|1¢] 8744 F7o] AA< =2 AY g HAvtar v A7}
AAsh= S 2R (greenwashing) = Aolstal, o] R0l ALM[AR] A
A= (green trus) S FEste] A Gl ool RAgA S wFS AFEGlTh
HL AFolME kA dAo] BIl= "ol FAEC mX= FAA Aol
WmEHoR  Felwal 9o (Sajid et al, 2024), 531 &MA] 70%7F 7149
|57 45 AdHo=m HFste] vk AP 2 3 (Simon-Kucher, 2024)&
O-d Y2art oS SUEAL S-S AR

o] weto Al X 7Z}El XA (Perceived Authenticity)> 1TH] QAo R
=r(opposite pole) 2.2 7]°5 3t} Nygaard & Silkoset(2023)> AH| 27} 7] 9] A &7bsA]
OJUMBEE IAA A= Ao AAF u 3] (skepticism)©] FAsal 4l e}
SAEZE AsEs =3t B AT E AE7beAd WAy A4S
"ol AEKTFeAE Fol AAl e dAsta, A Jden, 7
M AP7L 1A ek FEro® Ao

Aw FodA AzE AP F 7HA] BEgo
Al 3 A ASEBEAYNT -

N

{0

O

f
)
p‘L
o
ko

=4
X
A
¥

AR A wEE A9 Bl i AR A% 5L FAs 444 A4E
Ao 5 otk te @How, A #RA Fgol RFHAY Yol o
FEF A UG Aol Fuse] WFHe] Aed & drh ol|d A
MAUZS AFE FE An TPl WA Ade ASHE AW 20YL

A AV,

at

2.5 B= o3z} Aitn) o=

o HolA HEZ AZE WAl MR dFdd WA= g, Has=
ofztolgt= wiZlE E3 FA3E 4 Ut} Park, Maclnnis, Priester, Eisingerich, &
Iacobucci(2010)= H W= o= (Brand Attachment)S WA} HA= ko] A
frofe] AEg Agestar, ojzle] B FAE, ZEu|qd 7HE A& AL, - o=
T AHAte] AAdH e dSehs A WS A58t Thomson, Maclnnis,
& Park(2005)> H A= o Zo] HH(passion), FH7(connection), % (affection)2] Al
At o ®m FAEE A

AE F79 Absd el nas 4R gt 2o RS E
g9 4 Ak 23 FolA m=o@ wish gol AuAst AE AFtEHS
AN AR Az, 24 AA HAES i go] Fu FuUYS Fa
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AL BeA Hw, ol Aol WBHoR FAso HY AFS Yuah
sase BE AAH fUE AolE & Ak F AF £E ALY H4ol
Az AL AR BAS ojH3} AT JER AdHE FEr} oJEHom

7]
BAREM, o] BEe] A& TheAS 4 At #AS 8 @A Eh

53 AREFEMCOE  pviAE Wil wnAom  HIehs A
AFdoleh= HolA, 1@ AFHEA, gM)A=E dHer bgE HAYSFo]
253 4= Qlt}h. Petty & Cacioppo(1986)2] “dxl3} 715/ E. 3 (Elaboration Likelihood
Model)oll w2, 13to] Absto|a Ln|AE AE ARE AAZH R AHEdte T4
7d Z(central route)E &3t WHH, Aye] FRolM= wE =F O WA, S8
s FW¥ 7 Z(peripheral route)”} Bl @Al © & AT vk ol A&HTMEA
wlgbe] 2 gshd, mo] AEpo A= AH| A7 Bal=e ESG B AU A&7t A
QIS oA Ao "Msta HrlsteE HAgo] A v, Ao AlFaol A=
Tl Wk = :FL“H HAo A AF HA71A e A AT wiau A A EA
Hloj Al A 0 2 w=ZE = Zlo] Bk Wt ¥ H=27F 49 5 ok

White et al.(2019)°¢] A|A|g+ 53 3FAJ(Habit formation) 7=+ o]t A3

Ao M o] mMAYSES Agshs vl 53] Agsitt. & dAgelM = olEd wAYUE
Z AE FFo AEIEA Aol vEAH AHES EF BUt 439 oztowm
Hdste AEE AF-2A= oA ](product to-brand transfer) = 7l@s}gtt}. o] &

NE BN WAHOR tRolAA ge A, ¥ A7 A7 A% 2 7
Baena s A4 e 270 AP

has

2.6 Y579 slA S} ¥ A5 /3]
ojde] oA HES TIW, AF FEo AHFTbeAdol AnH|A W
mARE G AD oJEAE HA4ol AETFeAd AEE V1w, A
P Rl o R o I e s B el K B o Ry W B2 2 PR R G R R
AR A7te FZ9), BUS o Z(xFo] urEtu] wgo A AFE-HA=
dohel ol 7HA o4 d=E T3 EFd 5 v 2y o] oEES Al
Faold AR AL A AR oI
Table 1.2 =uje] APATE &4 5, o4 H, #
B, A A 7HA VIEem AAH R vugk Ao

o 1N oo

Wy N O i 2

7Ferd A W

ofN
JH

Table 1. A&7k AT 24 52 ¢ o834 A2 vu

Bysz o am 0E 7 ArFs B4 up Fa A
ZHIR} SHIFT White et al. (019) Journal A&7Fs 28] s Al - ¥ 2 B4 A - AR g
s TAl9IT | of Marketing (57K A=) o " njag
P B el PR R P RS e eees A e e Ay A
g g | ol B gg Pa oz RG Rl
Production
U el T Rl o ASE (BU= | BA= A, | AR S okl ekl w33
s oz T 41 55) ol A ] ]
719 Hele ml9] FAlL AR x
H] Vo agae e o3 am) ESG 7191 Hleole] 1) A4 991 f&a e
Haht Hise
el EAE (AHR 2B T9E B3 i
s | wemeen | 2. Sesim BRI A R RIS A
AN2) o] 7k <} oz mpis
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- FAZE Luchs et al. (010) Journal | AES $24 &A= =4 G AR W3 Aol wE;
A= ARE N
o) of Market ing 2z} A - o AR v
~ 22 Gershoff & Frels (015) 3 24 vs Z8 2d0] 2ue] Aleld uke ARG,
A =1 o] )
oJ& Journal of Marketing A of2h nHE
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5. 5. 48
5.1 4+ 29

L odae V€Y BdE £ AE7bed dA4E AE Feor [A8ehd,
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449 3 Foz TRIRE BAEE ANRLL /E AT/ BAD SEIA
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