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Abstract  This study is to examinate an empirical study how effect of co-brand benefit(symbolic, functional,
experiential) and brand charisma upon repurchasing intents in co-brand of agriculture goods, that is first power
brand in chungnam provinces if korea. specifically this study conceptualizes that brand charisma to co-brand
influence repurchasing intents. which leads to customer relationship management. In these brand charisma would
have the moderating role between co-brand benefit and repurchasing intents.

In the empirical analysis, we found that symbolic & functional benefits of co-brand and brand charisma would
have a positive affect repurchasing intents. I verified the assumption that brand charisma of agriculture would
moderating role between brand benefits and brand rebuying intents in the agriculture co-brand, and the result
partially supported that assumption of it. Several strategies and suggestions for increasing persuasion of agro
brand charisma are inferred from the results.
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[Table 1] Results on factor analysis and reliability

Variables Estimate SE. C.R=t P SMC(R?) Cronbach's a
symbolic4 1 0.832
symbolic3 1.001 0.042 23.767 o 0.864
symbolic2 0.961 0.041 23.446 ox 0.854 943
symbolic1 0.89 0.051 17.593 o 0.675
functional6 1 0.68
functional5 1.1 0.07 15.933 o 0.744
Bceonebf?asngf functionald 1.079 0.068 15.978 wex 0.746 -
functional3 1.001 0.065 15.467 o 0.716 '
functional2 1.026 0.065 15.756 x 0.733
functionali 0.882 0.065 13.632 X 0.604
experiential4 1 0.674
experiential3 0.811 0.079 10.246 ox 0.497 .809
experiential2 1.014 0.091 11.157 ok 0.611
Charisma 4 1 0.45
Ccharisma 3 1.258 0.115 10.898 o 0.70
Charisma 2 1.322 0.121 10.885 e 0.698 880
Charisma 1 1.294 0.115 11.285 o 0.776
Rebuying intents2 1 0.585
Rebuying intents4 0.953 0.075 12.638 o 0.727 .848
Rebuying intents5 0.976 0.08 12.23 o 0.671

X? = 121.331(df, 152-54 = 98, p=.0555, p) .05), CMIN/DF = 1.238(=2), GFI = .940(=.90), CFl = .991(>.90), NFI = 0.957(=.90),
IFl =0.991(=.90), RMSEA = .032(.05~.08),

[Table 2] Descriptive statistics and correlation analysis

Variables Mean S.E Symbolic Functional Experiential Charisma Repurchasing
Symbolic 2.7335 194921 1
Functional 3.7025 71301 332 1
Experiential 2.9357 .88593 463 429 1
Charisma 3.2160 77630 .289** .386™* .264** 1
Repurchasing 3.2924 77357 .544** .532** .458** .328™ 1
**p( .01

[Table 3] Structural equation analysis between brand benefits, brand charisma & repurchasing intents

Hypothesis Path Estimate SE. CR. =t P ﬁ;’ggtisé:ids
H1-1 symbolic benefits — repurchasing intents 0.287 0.055 5.238 e accept
H1-2 functional benefits — repurchasing intents 0.429 0.077 5.581 orx accept
H 1-3 experiential benefits — repurchasing intents 0.125 0.068 1.833 0.067 reject

H2 brand charisma — repurchasing intents 0.450 0.095 4.736 o accept

*p¢ .05, ***p( .01

4252



BAE FERACSY HAs

o], B shelsnke} GufelE he] o

A
o)
N
2
=

[Table 4] Moderating effects of charisma between symbolic brand & repurchasing intents

) Std. Error Change Statics
Model R R éds’;:it:r‘i of the R Square Sa F
Estimate Change F Change df1 df2 Chahge
1 .558a 311 .308 .59123 311 117.855 1 261 .000
2 .654b 427 423 .54017 116 52.680 1 260 .000
3 .654c 428 421 .54082 .001 .371 1 259 .543
a. Predictors: (Constant), symbolic benefits
b. Predictors: (Constant), symbolic, charisma
c. Predictors: (Constant), symbolic, charisma, benefits—charisma moderating1
[Table 5] Moderating effects of charisma between functional brand & repurchasing intents
. Change Statics
Model R R Adsjgitaeg & tsr:g IEEsrtri(r)r:agef R Square Sig. F
Change F Change df1 df2 Change
1 .606a .368 .365 56277 .368 149.445 1 257 .000
2 .652b .425 .420 .53775 .057 25.468 1 256 .000
3 .660c .436 .429 .53358 011 5.016 1 255 .026*
a. Predictors: (Constant), functional
b. Predictor: (Constant), functional, charisma
c. Predictor: (Constant), functional, charisma, benefit charisma moderating 2
*p¢ .05
[Table 6] Moderating effects between charisma’s experiential & repurchasing intents
Change Statics
Model R R? A%ZEE;ZR tSr:g'EEsrtri(r::atoeI Sanre £ Change | it a2 Sig. F
Change Change
1 .560a 313 .310 .59099 313 118.056 1 259 .000
2 .634b .402 .398 .55236 .089 38.490 1 258 .000
3 .635¢ .403 .396 .55322 .000 .201 1 257 .655

a. Predictors: (Constant), experiential

b. Predictors: (Constant), experiential, charisma

c. Predictors: (Constant), experiential, charisma, benefit charisma moderating 3

*p( .05
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