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Brand Image, Brand Love and Brand Loyalty:

Moderating Effect of Spokesperson's Credibility

Wen-Jung Chang

Assistant Professor of Leisure Business management of Delin Institute of Technology

Abstract

People in Taiwan, with their raised awareness of two-day weekends, are engaging in more leisure activities,
and theme parks are the places that they frequent most. To explore business opportunities under such
circumstances, recent marketing studies start to investigate the impact of brand recognition (i.e., brand image),
brand attitude (i.e., brand love) and purchase behavior (i.e., brand loyalty) on these consumers. On the other
hand, the spokesperson strategy is popularly used as a tool of brand management in Taiwan, especially the
shortened lifecycle or the hard-expressive products. The higher level of consistency between product and
spokesman is apt to result in the higher spokesperson credibility. However, the aforementioned studies have
their roots mainly in daily necessities or consumer electronics, with little connection to theme parks. This study
aims to explore the relationships among brand image, brand love, and brand loyalty. Based on 234 valid
respondents, this paper uses structural equation modeling to validate these research hypotheses and the empirical
results show that brand love has a complete mediation effect on the relationship between brand image and

brand loyalty while the spokesperson credibility doesn’t has a moderated effect on our measurement model.

Keywords: brand image; brand love; brand loyalty; spokesperson's credibility; theme park
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- ~ &% 35 4% (brand image)

Dobni and Zinkhaml (1990)H#--4 2) % f2 18 5 0 |t 5% =M i7dF G i g o
SRR I FE ARG ES Al e 2 i ffosdf (I % o Kotler
(2000) z_& BI 3 /ﬁ 7 jﬁﬁ'- - FE M ATA A ang e & o Aaker (1996) % 549 A5 % 2.
THE R e A s R T E R S eiAp i 2 aE oo Keller (1993)4% ) 548 2
Fop gl ERDEHEEARF- R R Y R SRR 2 2
#5405 f% - Richardson, Dick and Arun (1994)% &4 2 % i ¥ 4k ) § & 173 3§ &
r%r%ﬁﬁfrﬁj“?Kﬁ» ) PP é? | A Feng g A G Rfph N RiFHHA K mff'“%rr?
RS A A B A ST F i (Dodds, Monroe,& Grewal, 1994) o 4o % 524 2 %
EF AP R b G oo NPT U2 L Pk 535 % (destination brand image) o B s
SR % B RN sA- B P e 5 7 5 - Baloglu and McCleary (1999):% % DBI
g A g p et F 3L B ahi Hrfrﬂm% Lo % B R E(1997) %k B o 5
WA, G L YRR R YRR B LEL C 34RO foeniE & o Birgit (2001)3 5 P oehk 59
B3 R T BB EH SN R ‘%l EF LY D ER AR PO Y s
Peng o i YRR gﬁi%&‘?‘ﬁ*/r’i x —E'—”ﬁ I h ,&?\m:?,—sék&b‘kﬁ”rﬂ g o

Park,Joworski andMachInnis(1986) iz 44 7 I i} & 115 5 A # > & B 117 b &
MPEL A, % 0 A AT Z 8 L H M s R AR S5 - Biel (1992): mw/@ o
AT RS P(DAR SRR EF DA% 0 TR EA % (2R &2 I
L R BN CF: Rt St S g s Keller (1993) #5401 25 % B & 5 AHIEE 1B S
PIEmE - EAHEE = M3 & - Milman and Pizam (1995)# 1 gLk & 549 7 4 £ =
WEE 2 BRI EFSBELRRE o puld AR EDST A pE) A
PUEGR(EEF EAEREL IF) BB (fﬁ i~ OF&ETEEE & 2)rES o
Fakeye and Crompton (1991)A]E3% % P i 54925 % % & 2 E 455 p o 5§ chEr
Boo THH LN BIFER D B4R % ~FHF L % % 48 £ R % o Echtner and Ritchie (1991)
TR A A% FZ BG4 % W BEEEOT R IIERER %D

"B ’%'l“"—"”f% B e G G R THE I e 0 R - R
2B AMBPIERG G A pEEOES F 2 ‘“%‘3* a2 - ﬁk—z&ﬁ%‘i‘u o
(Echtner& Ritchie, 1993, p. 3) - Grosspietsch (2006)f] %2 77 5 ¢ #-p ehps 5425 % ] 4
P8 B R R B L U Sl N P

= ~ &4 € (brand love)
Sternberg (1986)z% = € £ - B d #iF ~ M BB KFE T~ h= & B % - Fournier
(1998) 4 1 -1 R# % #-7] (model of brand relationship quality) » L A &2 5.0 2 0 5.

EAATEEAN - pAGRED AP #Effﬁiﬁﬁ.”?&?\;i‘m",l:'i?%?li%?rﬁﬁ?%ﬁ?aé1:‘.°
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Ball and Tasaki (1992):% 5 g &4 " # Sd g o) 3 F & ~ M3 p RREDRR > 5
S 2T {ﬁ’ FPHP IS - BRI A LS #?gp et & o Carroll and Ahuvia
(2006) 7 *+ 4 "#%‘“é J BB L B PR SR AT R %\» TRBA BRSBTS
B A S R AR B 8 S S A SHE S8 5
T FEYE-HERAL ST c R AL BRET :ﬁ a’fﬁwﬁﬁﬁ%ﬁ'ﬁ?éé_:‘%é_i
BARF o SMAETIHEF 2R P G ERHER S 2R Ef o F R

Pang MEmEE e & & - LhRpE R b4e Carroll and Ahuvia (2006)
RS AeE EH - ﬁém + 10 4% - Thomson, Maclnnis and Park (2005) g A g
d 2B RS & FE AN IR 2 5 - Kehet al. (2007)#-5-4 £ & A %: 'ﬁﬁim :
L~ é‘n F‘ﬁ <ie+ 11 4278 ; Kamat and Parulekar (2007)f] 4% 41 3 l[#%_m DRGEN R A
R KFEEEE > X 52 BAEIE o AT HETMAT HITRERF L 2L T v Carroll and
Ahuvia (2006) ZEECR USSR

=~ &% & A (brand loyalty)

LPRT LR EGWRE 549 enik v A2 R "(Aaker, 1991, p.39) o Aaker
(1996)%L BLY & 5 3 # i s mﬂ#!tx—ﬁuim S ER A G EIER N NNy i}
LR Y R AR & oOliver (1999) B H4-50 & 35 B T& 4 1 — fAIFRL #KE
Bk g %if»mfz 8 I EP N Jo/a;r > Heskett (2002)#] NEMLBR TR
lﬂi% SR P R R ngaézc e H s PRFR S o R e R E

Ib/ﬂ l%q’f‘:’ié};’é_%ﬁ PRI B2 AR, R P AR F e HIR5% o
kﬁ“’m%&ﬁﬁ%%%%*ﬁm %@’“Wﬁﬁiﬁﬁﬁ“rﬁﬂﬁﬁ
(Destination brand loyalty) if‘u%’zf‘:’rm TRk R R gLk L £ 53 P

LR ME el A EZP D2 ’%‘,E'F Y e LR R P ch m,wﬁﬁﬁz
(Oppermann, 2000; Chi & Qu, 2008) - é} v 3h% R(2009):0 5 P e ML AR € R
HE 'a‘&;mi)ﬂeﬁ&m#m,gm» .éﬁ)‘g{f‘fiﬁ-ﬁ'_—ﬁﬁﬂwﬁﬂﬂ.gﬁfgﬁgoﬂ
AE o P R ABERT AR }w)ii # 7 5 A s » (0din, Odin, &Valetter-Florence,
2001) - Yoon and Uysal(2005) ~ Chen and Tsai (2007) 2 Oppermann (2000) ‘s 2 5k P e &
MEPREUBELEP T RN E - SRR -

=~ 232 A F i B (spokesperson's credibility)

%—é v ﬁxﬁf RFPDETALGFRFATALTRADLE MO RFFEREY &
TATMF AR R EHAI R LA ERRES P FE Y LA (Friedman &
Friedman 1979) I\/IcCracken (1989) % &R 4“3 4 28 f P R AWRAYF & o
®*JIE L EER LS E R D & o Hovland, Janis and Kelley (1953)3% 3 #fR 8 3§ et

PF»FF“%E:‘ L30T LAY @RPENTA)ERLRRDEIRS o - BTG
L RIRSEP CERET LR "*‘mbi i B ¥ {7 5 (Lafferty & Goldsmith, 1999) -
.—-ﬁ;r_ﬁ":;’ +¢1ELL"”'FPéﬂ\fr' TLUNL"Imﬁ ' % ‘2’9]%’3"’—— /ﬁ Fl‘ﬂl ‘::'g ﬁ,‘-&d—o



mASLF BAAE A CEPRDEFERT LA *7 - Friedman and Friedman
(1979)#&11:7‘ ALRZRELEA B RELANN R ﬁ (% %) - Frieden(1984)#& 1w f& % 3
AEEA Y R A B FO FRERACEO)ELAF R F(F L) A RRET A ET AR
R m RS A AT R gﬁ/-;:‘i‘ | ‘?’ BXR AL MR o bde!
Stafford, Stafford and Ellen (2002) vz %& Ba2? 4317 5 A 7 4t % ’f‘%%’% I AR e
Bt UL RRL GRS R LRGOR L RT AR R LR 02
PR T AR T ERAR L LG A ool FUE T MRS E G
(Kelman 1961) -2 L KRF R RBOR T A LA L RAT R R RKOE T A o 4p¥a 3
3 #® PR 4 (Sternthal, Dholakia, & Leavitt,1978) - Ohanian (1991):%% # % A ¥ 2 &
GBI R T L -

‘ﬂJ F’

:1”-“- W n‘

p

ATRAELET ARG A RS FET sl
e BAFAl A CER R SRS 2P 134;27‘,»?;' CEREE R w R AR TR T
Pk F B E ‘}'Lﬁﬁ; P\’H‘rpz&@’ ROV R RS s FRET A
mfr’fi*iﬁ%? v ARG p ﬂwfm* Aﬁféii-%i?%%f PAROL R TR 3T
WP SFFFE(HEH20055 8 245 02008)~ iEHLT BHEe RFE AT AT RR -
Sy 47}5?.«,§v1§%bﬁﬁq‘m)§_wiﬁtui % % & (5]4c: Ohanian, 1991) 3C & &-(&]

4@ FP ik 4E(2002)

-

4e Kamins, 1990) 5 & » @# > AL F AT H % o R FP L B w * AL F L S
BOLER A2 'faaﬂgﬁ Uﬁ)mwﬁvmi CEE S IREE kS
WES CHREAT A RFHI RRAA T A F FE AT A sk oy 2

- aﬁﬁ”’a‘ﬂé?‘ AR K aw:%AHfr o Pomr BV E:é&& A RAITEE Sl S R

22 A -RoFRBIARBF R AFTEN SEF Frie il T ek
‘#'ri(Kahle& Homer, 1985; Ohanian,1991; Pornpitakpan, 2003) = & f 6 *F » f£ 3 4 4w & &
BRERD BiEd e

I~BERER
(=) &8 %R R E

Keller (1993)s# £ 4p i » &M %7 R F ¥ HARAL G BEYFFHA
SURER o om P B ,{ig—gm e B e BN EM G B2~ 7 0 Ismail and Splnelll
(2012) % &M A5 % ¥ AR G S A S OB AE TS o BP IR o M 5 R (2011)F R ¢ &
WA R R LSRG Y
£ay

B @ £4(2009)30 5 B £ 2 1
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HL: TR ERHE T 204

(=) #HEEAERLFER
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B EREZ e 5 al e Mo b4e Carroll and Ahuvia (2006) L 55 &4 € € 2 4 T w
e e g kR - Sarkar (011)P) R E R SR A E B L AT L e M BD L

B 7t 55 ,—k E A 2 - kL iR AT %LH-FW'FJ»\J{—-
H2: G #EHEREHRT F -
(2) BB EREBR

BAREE R o SRR L AR O LS W A6 o Bilde 1 Bauer,
Stokburger-Sauer and Exler(2008)i PR € %ﬁ%% BRELLPRE - s 5o
Bianchi and Pike (2011)% SR &9 88 % ~ =M% 2 5 B R SR LA R F & v BE 0 o
Abdullah, Al-Nasser and Husain (2000)4; ! : &1 3} % g CERERLEERRLBR -
Dalakas and Levin (2005)=7= 3 @ 45 &) » { & Boen g 4) & %ﬁ'i g F)#E; e
Nandan (2005) £ 5 # > 547 % 52 i 2 ] 57 1145 2 g A o 12&1;1\ B RG
4 fede(2010) ok b B S Bl R AF R A B L AR~ R R ALY s R
B BEER D R % e BRI LR oA HONE 0 BB I T (2013)
85 & C & b R4FdenrZ i G ¥ e 25 % s JRIFEFHEM L PR DR R T L
W ATRE S R L AT HmIERK S

H3 : S R S E W iR F 2 b -
() B2 AT RS S k-8 E -0 LR AN

Lafferty, Goldsmith and Newell (2002)z%5 % A #7 2 & ¢ 5 ¥ Fﬁ}% 2 g

BooEw R *"iﬁr‘% ﬂﬁ?;ﬁifi °Basil(1996)1i—if'<£ﬂ2°iﬁ PEEET A anLk e R R
Fefi R F L g & % e 4« McCracken (1989) i 325 i § 4 G AJZi R & + F
k4 pF o 1&%4&3@#% A B § R T ¥ A FehE oo Bowerand Landreth(2001)
FIMEFRBRS A PR L ANT A& ml__r—mﬂhb’rr?"m’ AT S ﬁ%ﬂl* A
FAA BEERE ER i\gﬁ PLE R BF o Till and Busler (ZOOO)E Lﬂizaé:’* mf’ ¥ 31 4
LA R ot ’}JF' f By P PR RERS PR AT A SR AT A2 -
R G oA A s\ﬁp@rs mxk AF R R R (Kamins& Gupta, 1994) FOET

*Pi‘%iﬁﬁifx; A )il_;;aw Fo- G M A E - R B R MY BE w1
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2 FIHEANERY

e E- S L TR ) PR S R S IETE e T
FERTA D N K300 R E v feh % 282 6w e 94% 0 Pk okt ¥
39 F 2R B L 24317 > F e fTF 81% o

201 P LR R A

Cronbach’s «

" » " ,

FIE R R =i A A7 e e g
% et 5 0.644

oh j 78 Lt RPN o 5 0.809 0.892
L e 5 0.724

M BT TR R R 6 0.777

¢RI A 7 0.844
5l 4 3 0.786
BEME 3 0.841

0 g I KT AT ER v i 2 0.747 0.937
LR 3 0.800
Rk 2 0.733

22 RBRRE L Tl BB L HEBE R

%78 o aE = S e i i # B

% Hd 3.81 0.48 -0.20 0.32

54 2% 4 (3.73) o 3.70 0.55 -0.56 2.02
2% 1 3.69 0.59 -0.31 1.15

AT - 3.54 0.63 -0.06 0.57
R - 3.40 0.57 0.14 1.03
%5l 4 3.80 0.73 -0.32 -0.29

g4 3.61 0.76 -0.45 -0.03

K= 47 R (3.70) il % e 3.64 0.76 -0.24 0.17
¥ 3.63 0.79 -0.27 0.22

ok 3.83 0.79 -0.43 -0.16

O 234 0 sk
o FR BRI

d AP NERAEIGEG RS F AR Y R LRFR SR B
PG ERMRLGR FRLFE- HBTELL ST
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%&ﬁwﬁﬁ%iﬁﬁﬁ%ﬁﬁ%ﬁ’%%ﬂlmﬁ’?kjﬁw%7yﬂﬁﬁ@ﬁ$
73%) - FREEE(L A DFR L w B LDER A3 0777~0.937 5 H e R R A
0.644~0.841- i £ m BIR & cnip B A F MARAJZEL e A AF Y R BRI S
o3 R U INEl U A SRt A i Rr e SNl RS SR s gl

B FHAFERE

- R BHA

AEHRALUFEP A AEER LD o b 234 B onfk A PR (DX F
LAER 5 (514%) 0 (2F AR P A A Qe e g AL R & 20
RN OEC Rt R £ 3 S B SN O ESE R S 8 & A N )
AFAXREE AELHFINEL RFEL L RFIAREPN L EEF S FEIAL
AV EREEACEEL L o VU HA2F M ZMA R B R AT R OT ORE
ERNEFYRELEREPFR - THF TR F RSN REETATER
B AU e R G :&@%'%?ww@wg%wiﬂﬁw
o fRn B EwrE A AT OS YR TE ML BE PR EELE SE
FTFEF L AR T RAL -

)

AL E B AR TR RS R B ERS ahskie d 2 B AR L)

* f 20272 (maximum likelihood method) 2 - 4x it & -] & = ;* (generalized least squares)
KGR Ra S BHG B AP0 2 - B ) T2 R R A RETEE
ot o drdk B L F iR B E S 3 fﬁ&‘Mﬁ?x T B EREHE L 10 B

< AR & Rk E(Kline, 1998) & 2 5 J1 ik i /1 %7-0.56 7] 0.14 2 B - & B E R EA

3-029 Pl 202 2. F o BT AT TR Y B A iRt o

Z O HEBRFIR A

T ko AP A EAFE Y LT ¥R 7% FE M T E 4 47 (Confirmatory factor

analysis) 2 xR A 47 o d AR Y TG ORI 4 () T A E IRE 0 ks wiE

FRE o o BrEREIVEELRGTEL AL T B AN ;f;] & (Modification
indices ; MI) & 5 =% & ) - MI fﬁ W H 105 kg 5 IR L9738/ & o R S8
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B EE ML T AR AR E N FRA M EEF R g AL R A
FC % gL Iﬁigﬂ‘li@f?%iiﬁiw']%(%é # 52010 > p63) o AFT T B FTHREIFF A 718
FHI(F 3) D &A% &%“'J“%f 23 e AR R R L LA S S 1348 AT
ﬁt%“'l“,f SALis 5 448 ML PR it%”']"f 248 = 5 448 SPC ér.ﬂ“l“,f AR SR

1148 -
23 LRA 2 AW FF AT %

oA % Rl SR R AT R

Ade | BE | A | BRE e | BH A7 A BB

GF! 0.88 | 091 | 0.82 | 099 | 0.84 | 1.00 0.90 [ 0.95
SRMR 0.063 | 0.058 | 0.094 | 0.020 | 0.15 | 0.021 | 0.049 | 0.032
RMSEA 0.089 | 0.078 | 0.228 | 0.068 | 0.243 | 0.023 | 0.094 | 0.068

NNFI 0.93 094 | 0.83 0.99 0.51 1.00 0.96 0.98

CFI 0.94 | 095 | 0.88 | 1.00 | 0.71 | 1.00 097 | 0.99

Normed Chi-square | 2,92 | 2.47 | 1857 | 213 | 1532 | 1.13 3.16 2.12

1 GFIGE fie B 4 #8) e % -k 28 2% #¢ 0.9 v #43 (Hu &Bentler, 1999)

2 0 SRMR(E I 1+ #0 4973 £)eds £ -k 8 £+ 0.08 +* $id# (Hu &Bentler, 1999)

i 3 RMSEA(BE 4 357 $3) M3 0.05 v fdF; 4+t 0.05~0.08 7 12 3% % (McDonald & Ho, 2002; Brown &Cudeck, 1993)
74T NNFI(ZSR i fiedh 15) s K 3F 2.8 2+ 0.9 4+ et (Hu &Bentler, 1999)

55 1 CFI( fif fiedn ) e s -k 8 2% ¢ 0.95 +¢ it (Bentler, 1995)

3.6 : Normed Chi-Square(* 4= =+ = )i % -k 2 £ i+ 31t fid# (Anderson &Gerbing, 1988)

4 C RS

Cronbach’s «

7 ## L 1L . =
% it 1.2.35 4 0.459
A % ot 6.7.8.9.10 5 0.695 0.841
L e 11.13.14.15 4 0.712
AT - 4.5.6.7 4 - 0.835
R R - 1346 4 - 0.619
B3ogl 4 2.3 2 0.694
TR 4.5 2 0.610
K= AFER il e 7.8 2 0.766 0.922
EEPE 9.10.11 3 0.820
g Sk I 12.13 2 0.638
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Cronbach # 1951 # 3 d1 2 o iR FER L 2 & 4o B R TPIHRES
- RPFEEEH o HP g B4 07 BB AR 035-07 25 AR ;]3035
G R o AT LR L L 4G 2 Cronbach’s o 5 R A 475 % (£ 481 97T s <
A 05~09 A RN FRAE - FPLAFT éﬁmil&**bﬂfﬁm°$
Ppd BHEMT o ARG T ADT L U 420 237~ 145208 7 S LR D% 4 A
FEEES U f) g B 1.96 0 Bt T BLRAEE W i"zﬁz@ﬂ RIE o Foo7 S
G s AT 2 TR A BRI 2 TRk A e

% 5 R R A $ 4

e
25 e 2 ARAFE BES i i
A1 0.12 0.052 2.37* 0.15
5 et A2 0.33 0.056 5.92%** 0.39
= A3 0.45 0.051 8.93%** 0.61
A5 0.36 0.054 6.73%** 0.45
76 0.49 0.044 11.15%** 0.67
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