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Abstract  This study analyzes effects of color marketing on brand charisma and marketing outcomes,
specifically focused on agricultural goods co brand. that is color marketing refers to the extent to which people
like color marketing and consists of symbolization, association and discrimination, and so called variables of
marketing outcome is defined as the extent to which a color evokes meaning (loyalty, satisfaction ,and switching
barrier of brand). We collected statistically usable data from 266 questionnaire respondents who live in national
provinces and analyzed them with SPSS 20.0 and Amos 5.0 to achieve research's goals. Based on the past
studies, a total of three hypothesis are addressed in the study. Analysis results revealed that, first, color
marketing of symbolization and association had a positive impacts on brand charisma. Second, the survey found
that symbolization has q positive influence on brand loyalty and satisfaction except for switching barrier,
association had an effect on brand loyalty, and discrimination had an effect on brand satisfaction. Third, brand
charisma had an effect on brand loyalty and satisfaction. specially switching cost had not meaning on all
hypothesis by reason of do not fully understand meaning of switching barrier. Summary and strategy implication
will be mention in conclusion
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[Table 1] Operated definition of Variables

Concept Variables Leading research
symbolism 1
symbolism 2
symbolism 3
symbolism 4
Symbolism symbolism5
symbolism 6
symbolism 7
symbolism 8 |[Keller(1998); Ko
symbolism 9 & Lee(2003):
Color . Elliot &
marketing association 1| farier(2007);
association 2 Hong et
Association association 3 al.(2008)
association 4
association 5
discrimination 1
discrimination 2
Discrimination | discrimination 3
discrimination 4
discrimination 5
charisma 1 Bass(1985);
charisma 2 i .
Brand charisma harisma 3 FC(}) 15::::(1199992)’;
charisma 4 |Lee & Lim(2004)
loyalty 1 | Chaudhuri(1999)
Brand loyalty loyalty 2 ; Zeithaml et
loyalty 3 al.(1996)
barrier 1
barrier 2
_— barrier 3 Burke(1984);
Marketing Sz:l_ililel:g barrier 4 Jackson(1985);
outcome barrier 5 Ping(1993)
barrier 6
barrier 7
satisfaction 1 Kim(2007);
Brand satisfaction 2 Oliver1999);
satisfaction satisfaction 3 Fornell et
satisfaction 4 al.(1996)
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o e vl BAE AU, §4, SRS Sl
sbo} A Aol Bl Jaks FEsHed BHe %
el ket WMase] T AL BAG Sl
SPSS 1207} Amos 5,08 AMEH}.

4. AEEN

41 MY & ElEd B4

# Ao s 2gTES Pk Awe A=)y
31} efFAdE olslr] 9ete] BE o] thd varimax
Sl ojgt BA1H RO AT Cronback’s afAg 3
stof AZAE FAlelgch. S1EAe) 2t 7k 29

AAZE 0.5017, ofelZligh 1.001F 7IE2o = shRleH4]
AF Aol it AiAd 442 Yo gutdos
A# = Alg ghol 0.6 oolH Al=gdo] lttar & 4
AJTH66]. E A9 EE Q912 0.766~0.927 Alo]9]
Cronbach's agl 35 Ho|il 3lo] 41¥/do] S FQlct

[Table 2] Confirmatory factor analysis of variables

T 5 o Hwo AFegAS FHs] sl 1
A AN thate] Amos Z2IWe] oA
(maximum likelihood estimation){-2 ©]-&5}o] =3 g

o] M2 Hrlabgch
AR ZA4E0] 2 Adel et By A2
2 1eb] Sistel TN AL E 0 A

A B7PEQl BFEAES(AVE,

extracted) gHS @7 BHelstoich
Table 20412k e 1 e R

el

i)

average variance

el 4
u} Bk

matrix)S HESFGTH
ol E20AG T ) slo] Wik 7 At

A9} A5 Aapeis 7k 7)) mEoIA AL 095
5 2514 ot TAAE 119 Beteyol U
o= gt

Perf Esti
Concept Factors Estimate Items ertect s.tandard stimate Co'n St.n.lCt AVE
loading error reliability
Attraction effect of brand color 0.741 0.451
Symbolism Notice effect of brand color 0.887 0214 0.849 0.654
Relative usefulness of color brand 0.792 0.373
COIO? A case memory of color brand 0.804 0.353
marketing Association 0.877 0.782
Recall of symbol, store used to brand color 0.958 0.082
Relative usefulness of color brand 0.911 0.170
Discrimination 0.887 0.797
Outstanding of color brand 0.874 0.236
Self esteem of brand use 0.833 0.306
Brand charisma Ostentation of brand 0.770 0.407 0.848 0.650
Achievement satisfaction on brand 0.814 0.338
A continuous rebuying on price pulling up 0.612 0.426
brand loyalty 0.712 0.557
Future buying ability of brand 0.793 0.371
Switchi Convenience of brand usefulness 0.449 0.698
marketing " C. e N . N 0.713 0.584
barrier Anxiety on brand dissatisfaction 0.953 0.092
outcomes
Overall satisfaction 0.888 0212
B
Brand Satisfaction of buying decision making 0.941 0.115 0917 | 0788
satisfaction
A sound judgement of buying 0.831 0.310

* Construct reliability
** value of VE =

149

= (perfect standard loading)® / {perfect standard loading)’® + sums of estimate error},
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[Table 3] Correlation analysis of construct

(%) 2(%y) 3(%y) 4(n 1) 5(n 2) 6(n 3) T(n 4)
Symbolism( § ) 1.00
. 0.6247%%
Association( § ) (0.049) 1.00
o 0.804%% 0.664%*
Discrimination ( §3) (0.034) (0.045) 1.00
. 0.530%* 0.440%* 0.298%*
Brand charisma(y 1) (0.058) (0.062) (0.069) 1.00
0.620%* 0.550%+ 0.378%* 0.726%+
Brand loyalty(y 2) (0.063) (0.065) 0.075) 0.057) 1.00
. ] 20.006% | 0.091%* 0.018%* 0.105%* 0.319%
Switching barrier(y 3) (0.073) (0.073) (0.073) (0.076) (0.097) 1.00
o 0.685%* 0.515%* 0.606%* 0.547%% 0.625%* 0.102%*
brand satisfaction(y 4) (0.043) (0.054) (0.048) (0.045) (0.060) (0.073) 1.00
** p < 0.01, () : Standardization error
4.2 HF7IAOl A A= -0.249, t=2.508)2 T}A|E Au¢l BIEZA o]
Ak A7 AEG s Apmye] prupys  FAHSR ot SEARL JIAAS. oS A
WPRLS HAF ATH: Table 49} Pr}. Apmye) o] Rl foladeh Fuas), Bse] ofn)
HBEL GFI=0.908, AGFI=0.860, RMSEA=0.066, =¥ A4/de] deH=9] A7]Y, HHELHS
2 2 ; B3 i, Aol Q*Pol ‘ﬂa*‘:"“E«l 7}8 QA ol
NFI=0.957, ~°=203.087(p=0. T 3} AGFI9] A3
0957, WIRSOFTETO000E WS AGEIE S g Siqtepage} mazo) nlelel ARsAel oj
b AR1ES BEsk QX Esha qek 2ey o FFE v = Aoz J&QEP A, AefuiAg ] A
o Bl RMSEA 447} A7) 23S ubEsta Q) A (A 241220338, =2.547)2 npA|ElAlke]l BTt
o AGFIQ] A3t=7) 7]&%]2] 0.99] A3 QJoeu Zof| ©-0J3} QTS nHT} o] AB|RESA AFA
2 AREARl mYsAe] Fejt gls Ao wekEch msisdeio) uE2 folanet FERANS fusiel A
Wz wkgo 2 A4S vESS oujgit) vk, B
[Table 4] Fitness of research model A slganks BHHERAE(HZAS= 0.466,
=4.384)0] SAH o2 (o3t JFS v, Hh=vt
GFI | AGFI | RMSEA | NFI | x2 | df | »p E(AEAL=0299. (=3.843)0] EAAOZ Solst A
0.908 | 0.860 | 0.066 | 0.957 [203.087| 101 | 0.000 o mA= Ao Lehgt) AajnlAgo] A He
Fitness basis : GFI, AGFI, NFI : 0.9 over, RMSEA : 0.1 E giejanto] SAAH SR F-o3k & v|xaL glont
under, good probability of x> >0.05 HAZAG -0.502(t=-3.318)2 A=A JFFS u|x]1 )
ojA 7Hde 714wk whd BaiEnkEEZA
20220, =1.749)0 = Tk WA|TF EA MO olat o
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. o
| Zel XAz A Elo] AR AI(A o= AT
SPIPHA Tuble 55 ef. SUAL AWATA FIIE o) qung greae BAdon pou 99
iﬂl—ﬁo 737, =4.996), AA(AZA4=0.315, =3.211) . -
. IAE vA= AEE 53] AgniFgo] Bl vl
2 B sle|ante] BAHOR Foldt T FgF - _
S B B 20tE uii2 slo] npAg ATt nXe Havs
& ]'C.‘ ° 2 Yelgth ol +H11P—°ﬂ7ﬂ A A2 - 5
B} N Table 63} o] AwEoich &, ZHejupA|ge] AL
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25 Aok A o] vhAE sl Base
A4l AejEdzo) A7, H%Eéﬂié E3t i
Azo] 0.343, Bl EukEo] 0.2202] P 1| I QLo
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[Table 5] Path summary of research model

Path(Hypothesis direction) Path term coefij;tc};ent St?:jrrd' t-value H);i(:i};?is
Symbolism( Zl)ﬂBrand charisma(y 1) v 11 0.737 0.148 4.966%* Support
Association( §2)—>Brand charisma(y 1) v 12 0.315 0.098 3.211%* Support
Discrimination( EB)HBrand charisma(y 1) v 13 -0.502 0.151 -3.318** Reject
Symbolism( § | )—Brand loyalty(» 2) v 21 0.438 0.167 2.627%* Support
Symbolism( § | )—Switching barrier(; 3) v 31 -0.086 0.212 -0.408** Reject
Symbolism( El)ﬂBrand satisfaction(y 4) v 41 0.338 0.132 2.547%* Support
Association( §2)—>Brand loyalty(n 2) v 22 0.249 0.099 2.508** Support
Association( § ,)—Switching barrier(s 3) v 32 0.127 0.141 0.899%* Reject
Association( §,)—Brand satisfaction(; 4) y 42 0.030 0.079 0.376** Reject
Discrimination( § ;)—Brand loyalty(y 2) v 23 -0.282 0.156 -1.809%** Reject
Discrimination( § 4)—Switching barrier(y 3) v 33 -0.045 0.199 -0.226%* Reject
Discrimination( § 3)ﬂBramd satisfaction(y) 4) v 43 0.220 0.126 1.749%* Support
Brand charisma(y 1)—Brand loyalty(y 2) B 21 0.466 0.106 4.384%** Support
Brand charisma(y 1)—Switching barrier(y 3) B 31 0.170 0.150 1.135%%* Reject
Brand charisma(y 1)—Brand satisfaction(n 4) B 41 0.299 0.078 3.843%* Support

[Table 6] Indirect effects of brand charisma

Indirect path Separate path Path coefficient Indirect effects
Symbolism( § | )—Brand charisma(y 1) 0.737

8= 1= 2 0.343
Brand satisfaction() 1)—Brand loyalty(y 2) 0.466
Symbolism( § 1)—>Brand charisma(y 1) 0.737

Y, 1—n 4 0.220
Brand charisma(y 1)—Brand satisfaction(y 2) 0.299
Association( §,)—Brand charisma(y 1) 0.315

Ey—n 1—=n 2 0.147
Brand charisma(y 1)—Brand loyalty(n 4) 0.466
Association( §,)—Brand charisma(y 1) 0.315

§y—n 1—n 4 0.094
Brand charisma(y 1)—Brand satisfaction( 4) 0.299
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