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stolHla AFY NSHABHY 40
97 AER A HEEe| WAE 9P

H2 A AAE IT 7159 3oz stolga AFY Au|E, WAL F
So] AAssizen ol Z solHa AFY dFEHE I, solHA AF
Zo| M= MP3 Zdoloj& 20001 o F WA AL 7|E5H FtolHld AF
o) guig Nxstn goh AF SoEwt ofvet A9 Ay g, FF vl
Bl Ao A0 A e Rolgts el MP3 Eoloje FLasH. EH,
MP3 Z#o]o] AHgAE F-& Fol ukE A7) giel 7199 @M=
o]0l FF 2o FolNt FAATo vt A& W FANAE FRI 7

AA Bk 232 MP3 E#Holojgh BAste] 2nH|RY Frf R BHEES

AAEE Anxl BEL 7|Qo] WARBEL = ol Fad Ad F

Hudnh =L AT AFu nAY FAHEE BIEEd £ o

&) ole 7Id9 FAFHE LA A} Uoh
B JFoAE MP3 Z#olo]E 7Hx 1 Avarl ojd S T WEEE

o Fi T 99lo] whEo] 3L FEXZ2 V|P-ELDX o]EL vlFoR &

olpeln doh @ AuAE oA AEAR AFse] olge EHL 1

—29x mygo] oj@A oExd FHE N1 W 71E AF

, 2ERY AF A R 5o gyor PP
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o) U 94 AEAES ez AF AAE S4EE VY Bozd A}
hAe] EA4E #AgHE o od £Ao] 55 o f
dolrel 3 .
olg)gt 2L IX T B AFE MP3 Zolo] FollAk AA 19E A}
3 9lE iPod MP3 Z#o]ojE AF thdo® sttt HE didA HA dA
L AnAE JFA 3 o o] iPodel]

o1%
d AuE FHE L) ARUHE FHOE HBS AAS] 15389 $%

S
ox

>
>
2

FAH = & solHAAE, MP3, dA AEA, 7158 §4, 2A4H
71, QA" A3, LAJQAIA, HFH
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AlZAE

A 18 Q7973

90l o]F A MAHoE ITHo| dojtdA stelda AMFEe] FHER &
AEQTh ITHA, AR Ag, AvAE B4 Fol of¢AAA ol A
Ze 7)eH4e FAE ¥ dF Aol HEFHT HEHOZ kERY
A% 714 SFAE Holsl olgo] F&EER FuHL Yrt. ojAH 7T AeTh
F49 Agold dFez WA Aol FuHWEA JYEL oY TWE F
A

ARG WS TokEkE Aol a7HA 3
A F

stol Bl 2 o2 REE FOE MP3 EdHolol o] tEAHoer ¥In
a1 ZFoME MP3 Z#ololE: FHME, CD Player® HAE &9 24770l
AF

MP3 Ezlolol7} stolHA AFE FAAE F88 2ES AAshs olfrk T
2.

A A, MP3 Ed0lolg AR Fui7k A&H vk ol ol AL TF

Z=XNog FEEZ Abgo] FE A 20073 AlA MP3 & o]o] &3%-& 2006
d oy ¢k 23% Z=71e 29 2,270% o] @3 Aoz A"t (Gartner) ©] TF
2= PC &3 A9 A A2 34 =z 3l



<¥ 1> Zu MP3 Zellolo] NF FE

so0o ‘)

4750

4500 4280

4000 -

3482

3500 -
3047
3000 -

2500 2414

2000 -

1500 ¥ f
2003 2004(€} 2005(E} 2006(E} 2007{E} 2008(E}

8. ETRI, F4kst Aej2A-MP3P, 2004
ol&ul MP3 S&o] wE ) Soade] 213l KISDI, 2005.12.16 AA-E

= ws MP3 Z¥o]o} Aol tad HA e EAATL Yoe Eol

A 4009 Eo o209 7|4 vYerE mEde A 29 @ 7R °lEX
AT (HAAE, 2007.5.30)

1) Damon Darlin, The iPod Ecosystem, New York Times, 2006.2.3
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F-ol/g A ol 2]
GM, ¥&, 98 ulzt}, tidgastel&sl, F2uk2, BMW,
25 2F g 5 —;_Liﬂ* AEXGAE0] olo]Ry JFteT]eE FHT

‘ool } AFA'E EAE A

iPod Y MP3Zdolols} Yoly|&5sds 2
Ho]7] AX 2 712EA (Vo] 71 & F 8 +olo) Y+253 FA A
A+EA7] 23

Ag: o] e, HZ MP3 Player A 38%, ARFAAA, 2006.9.1

oo

ol olrjz} MP3Zdlolole] Aatz s Butd HA™r)7)e) A Sdel
A e vz MP3Zdelol: Fadth AZ 3G o)FFAd TF o2 U
Az, Aae Fol glo] 2aglel A&t dolHE Fauwe F A& FHIAH
2 A0 T#i7t AP LEA Gt anatEe] oled FHFAHLE T
3 Bed UREr)71E AUA 2 Aoz gqaan. ol& s MP3 o),
2 steg}, FHE So] shiz weA FFE I o FF A FE A
d&5 ¢+ 98 A== Fug ddolth

wg, AvREe] MP3 Zlolojsl 2& stolHla AFE ol &shE Aol B
qun FWFEoz Y FowA dtolga AFY FoHL OB ¢S AR
Aoz ylg@ch 53 MP3 Edojolel A9 HA Fo7t 200 AFe @ T

]_

-+

AA o]FA7] wjFo] 0|5 FeFstel AL AlF BAE oA R AXE &
AL ANZIThE o]Eo] FujEo] EolxE AdFoE YIS A g2 3L
130 g A A 7128 & 9L Aoz Jgdrt.2)

HEEE FA3E © o] VH-ELA o

) o]A18, 54, 2005.6.14
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z4 Sl olHl = A|Eeo 54

olgle o v ATET ARV 7&d U F50] TA37] Wil &
f‘,:

=
%
Qe o7 HEAES o AFY £4¢ /A, PP b

-
l‘ll‘

A 38 A9 =3

2 A7 dolHA AE Fo) A 978 HEA) BEEE 729X o2
& AT golua s @ A9 AT AR the At sk sldeh A4
d A7, BEde] A BAE SolHI A Y8dtel FAR. 92 A
S5t AFol U Auv WS OE 4GS 2Yn UG HolA
stolHla AFol U A7 HERY VEHEES Golu AL v)sh Aok sol
Ha AES A5 53 Az As) FAY oHEE FE B9

}_
HAeAse] AT A AR 17 FFate AF dFstd T2 AL

e A ot



Al 2 F ol W7

Al 13 3tolH A AF
1. stolela AFES] B R 54

slolela AEL 2047 TREH A AA Z&EAy A WA FAHI A
o). 28y olHE WA #EdEE AgE BAR solHa AFLEIIE Tl o
g Ao 3] FLHA B A

Shanklin® Ryans(1984)% 3lolela 71¢& “SolHa §4& 7HAe ETE
Z1d7olgtn AYstden v|E =F5EARY A% v AA 719 dd 270
) A& T o) o4, WE 71EA A F o o] d9] 9¥E 18 7
A& solda 7ol BEEATH(RLE 2004 AQE) StolelAel ht H <
7} oJAME WEEA ¥ shed BAF(2004)L dolHIA AFL FAY Ve
wzlel Ags A B x=FdHo] gy AEF R AU F, A
B sl=go], AZEY], weA, A, gXE AAAE T& £FS
e =, A, dEEHIPE, dA

H
(‘Lll

w3 QNS FAog 3 e—n|RYAY A,
A 59 Aula A, vlol 7% 49 Fol dtelHA AF FH SEH
&gt B dFoAE AAE(2004)0) AMAF FAE viFo R stolHA A
o izl H2stA

)\o].

dd e

2. stolH|=a AFY HA¥F 82

A A9 ol D 71 ez AFo] Agite] HI| W AR R &
Bzl Al 7Hg 3 A A" = Aol

3) ZAE (2004), stolel= vlAE, BHgA}



AstA % Zgth solHA AFLY AFlE 7IE odY FAt &
o]t}, Cooper(2001)9] AFE HAAFY 15714 &
o, AL M2 AFE ATL Y8 FLAT o9 TA FaAol BEHE

£
< w7 4 2 A Al QAR 2 TR 24
MP3 Zglolo]e] 722 Atracd] A% dFEolt FHolA Luk Ao vl #
Z3 A9z s A1gEo] Bol £XAE EFRa 25 &Y MP3

o)4¥ oA AFo) F1EWHHY H4o] YA AE) 4FE FaAAE
& 249 BPAA Rl S5 ALY, A8 BN, 71E AFT 384
vasy gl B9 onA £o dad FWelA wElnE BEsh 27
A4E 2004) &, StolHlI AEe] BL BEF Hold F)e A3 FEHE
A0 ohug} et vlAR AFL AAZ e § Atk

N

~~

Al 22 A A=A
1. &u 344

adlA HAge Ak AA Hele & FAde) tE FAdung HAg
295 = AEE of7|gt} (o] 5 2001)5) Rogers(1983)9] A ole AlA
< =4 79lo] 213 A2" Yo dE g AHAEC @A FiE& AHIe

Arets Aa. 5, AR A2e A¢ deht 40 MEA FEE

2 ou3ly] Wi 2nat HAHLS AAF Aol @AY o AA 2

A

o

Fl

4) Cooper, Robert G. (2001), Winning at New Products, 3rd edition, Perseus Publishing
5) ostal, ¢t4E, 319 (2001), “AHIAYE: vARAZEAE HT, A3, HEAL
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t}.(Midgley and Dowling 1978)6)
Auxt A4 AAAEE g2A deugsd da4ge]l g2 LHARE AlA
Foly oxdtx ¥ AF iz AFH vbd F e
2 gojstm AAEL WA Ao Wk (2ol 2000)D olHAF SA et
Joseph¥} Vyas(1984)8)%= /A gaiAo] 912 2eld2A 79 XA 54, A
Zts gx B4 #ER AAdelgn AREY. B, ole AR
=)

ABT AFUA A wgate Wl JFE vt s

A1e]

1o

AL Fgaed doide 94 A=At F
Katz(1955)= A 2L okE ol gl A7 E B3] 974 A=Ayt g4ztEta sgith
w3 Engel, Blackwell®} Kegerreis(1966)% 41249 90% o]do] Holx & A}
o ol Aol Al Apalel AFL oloby] dvtm ke 1 EBR Halg wmEs A
52 99 e AFEL BL o oA MEAH(Opinion Leader)?] 3 elA 54
BE Ro] & Rt §l& Aoz yzdr

o

2. 94 AxAe 4

o7 MEASY AS AuH AFER METE FH4E AL Ak
A Az 97 WEASE AFo) BUL AE, A, ¢ Vo) ¢
CSHe FaE o Bl 3AsRE T 9FvAel Bol w=FH: AFel vk
3 oA FAAE LA SUns ARAFH WA g wFol

E'_
ZZ o]Z1r}.(Summers 1970)10

6) Midgley D. F. and B. R. Dowling (1978), "Innovativeness: The concept and its measurement",
Journal of Consumer Research, 4, pp.129~142
y ukeo} (2006), “DMB =7|AHEAe] thila] Al e} A7, e R Al

8) Joseph, B. and S.J. Vyas (1984), "Concurrent validity of a measure of innovative cognitive
style", Journal of the Academy of Marketing Sciemce", 12(2), pp. 1569~175

9) James S. Coleman, Elihu Katz and Herbert Menzel (1966), "Medical Innovation: A diffusion
study", Indianapolis: The Bobbs—Merrill Company Inc.

10) John O. Summers (1970), "The identity of women's clothing fashion opinion leaders", Journal
of Marketing Research, Vol.VI, May



F AR A AEAE AE A BHse] Ad AxAe FFA ¥
& stAlel gEE 250 d Fostm A2E AR o due A7 FAU o
g} (Corey 1971)1D & 974 A=At AFHF @ A4 FPo] B AlFE
of B3 AFUAIAL W HFHoH AAFE Fulstes LA 9=
b A & F o

A AAZ AAAQA SHolA BE 1w Summers(1970)% o A=ATL FF
Aol HlE) ©f AMFez HAHo)lm FAHH FolA FE Fa ¢ AlA
of etz &} o) s AAA EAJ oz A5 Tigertd Arnold(1971)& 94
Axzte 2oy AY AFYEY @Fol AFHoz Fojsta FHHolga gt

Aot

o

ol

3. 9 A AR} dolelA AFANA MR = 9w

A o7 HEAESY EHEL Edz 2g 0 97 AEASE A9 A
o Wla) AFo) N Aol Wm AFUEG e FFol HFHom ou} %

T 9Tn ¢ 4 Atk old@ 54 solH A Fan A Aol
itk stolH= AEY 3

o

l-?__
o9 B4 A BFs % Fuol dPEol A 7} ¥o}
S Aol stelHla AF Abg 2 BAlo
Z[:

—_—

]
AFo g Aol A, F7t T& AFUE FolA x@FeEA TE A
FEo] 2L B3 AF W 13 AQ L oHS ¢ & Wr] WEelh 2¥

B2 7199 QA 9A AEAs AlEo] Iidsted HEA o S0l

11) Lawrence G. Corey (1971), "People who claim to be opinion leaders: Identifying their
characteristics by self—report", Journal of Marketing Research, Vol. 35, Oct
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A 338 AEFY &4
1. A8 93

z
7} 927 W2 23 &, auae oAER gl AT 4L 4
@ due nAY B Ay ATAAE AFY FES oY AAE TR

Shavitt, Lowrey®t Han(1992)2 AEFL 7|53 Fdo] FAHE ¥4 A
£ (utilitarian function product), AF3 A #A ¢ Agd 2132 FAA A E(social
identity function product), 9§ F 77} oJ921x EFAF (multiple function
product) & W%t}

Copeland(1924)= A H|xe] Fvf F718 o]A4 & F7|(rational buying motive)
9} 224 A %27](emotional buying motive)E FEER olAdH Frie AF
YA 2 7%, oY AA4 52 =gder uyste Adolx, 244 E7c
gEolu £7¢ 5& Yt Udell(1964)9 A9 AFS Folsts o 3o Al
Zol 28)Z AHE B3] WEL =7l A F7](operational motive) 9t AF
o AE A AE &4 wEo] FulE s A8 Ag A 7] (sociopsychological
motive) 2 ¥tk Mittal(1989)& AEQ AAE FAA= 7Isd AF
(functional product)d AF&=Fe} R4 ot zfo} olu|A F& H@ste= £ A
% (expressive product)22 A|FL TE3IU

olg} o] Be Mg AFoA AFTEL SHEE FEEE =Hol YEiRTH
Autx o2 AE A% B ¥L Y|TH REF A& AA, Ao} F

(1) F49 F84



A 204710 PHIRAA AR oz Fede A T FIFY
2 BE 297 AFY $5¢ 45 Fol 279 o4 2R e FHA
R CIE

A5 FIAATID a2y HIZE LHAY o]l digt =
A 71E E uhAgol B A4S a8l

ol ol AFAAM 53 FsA A& H vk Bruce?t White
head(1988)9 93ha A71&e @A AFol 4Fshr] A% 8o da) whAT
12S gz 2AE @ 27 60%7 BE SRAEC] gaAde AAEFY
AT a9oz YT stojHa AFo] BAFH R FAH7| AFTE 20009
o]ZREE 7|&®Y ol AL FAEE A4S YERY] AREH. oliE
2](2003)0 wW2w 70~80dth AAke] Aol Al 90 d ) 71 el A, 2000 d Tl

e 2 g Adz dseln ok FASAThe

=)
M
N

l

<¥E 3> A7t A BEA s
Al | ABAHT70~80E ) 714903 ) 71 +7/4(2000)
Z—'L\—B]X} P 3C T = = =
gz e, 89 NAE+37)% AZ | 2EA, 2 FA
=) txpQl ARSH A,
u
a7 713, 4, U= U, 27)% 9gxd, | g3, 44, 44,
qol g8 OEF g7 njds nHE
= o] v] X

12) 9 8 (2004), 77 vAE, Bl2Y2E2, p.20, o18E &4

13) Bruce, M., and Whitehead, M. (1988), "Putting design into the picture: the role of product
design in consumer purchase behavior", Journal of the Marketing Research Society, 30(2), pp.
147~162

14) o9l wlE BEF A4S UwA (2003), Ve AAY P - 4F Ed=g A=
71959 e - AE EdEg A% 7989 Ue, ARBAARTA, A 4172

_10_



A WEE 53 ¢ vk &, AF BAAA FEAE FAF TedoF

(2) #49 F&

Hirschman¥} Holbrook(1982)9] -4 74 AlFe] =AU 4w
ol A Anat7l AE AME A g @Zolvd #AR FE& FEITA AT
Voss, Spangenberg® Grohmann(2003)2 ©]& 4w A
= 2718, 718, A 59 AR SR B

AEL AFAQ FRE o} Anjate) AALE THEAY AR A
48 9r|Es Agste EHRE Yed F Yok (FF L, o]FA, #7

2L
N
AN
2
o
tio
>
>
oo
=
2
X
N,

N
o,

o=

old

2004)

A 43 AR 9=
1. 39 € &4

Al wEo U@ Ao UUsA olAKAT dvyez AtdA Jid
(prior expectations)9t AF 2] Algolt A2z FF F AZ4st= dAHd 4
7elo] R Zg BUX (perceived discrepancy)® B/ whgoz 4@ (Tse
and Wilton, 1988)15) g Oliver(1980)= Au|x} whFo ta] wF-& Hx9 7]
Z3 7 %9 7133 (reference point) 2] ojd xztg BEUX Tt
W2t} 16) o)9} §AF8FA Engel, Blackwell® Miniard(1982)= A€ digte] 1
ekl gzt Ak A AXHA=H o] e Frieta 3P (£4) Howard
9} Sheth(1969)& m74o] X &3t diztel ohsl Hdd BAo] ofFojg =Xl o

l

15) David K. TSE and Peter C. Wilton (1988), “Models of Consumer Satisfaction Formation: An
Extension”, Journal of Marketing Research, 25(May), pp.204~212

16) Oliver, Richard L (1980), “A Cognitive Model of the Antecedents and Consequences of
Satisfaction Decision”, Journal of Marketing Research, Vol. 17(November), pp. 460~469
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Kis

nA XA AEE avat BFolgal 1D

Au)zt BHEolFE NEe AARE A EEo|L 7|FAdAE F2T o
24 Czepiel®} Rosenbergy AR|ANES AAAAA L] &

24, oA Y A4 FA Mdess, 2uAPFRP] FAUFEA, npAE A

Zol 29% 942 AAHT glvtm BJYrhi®) Fornell(1992)& AATFE} ¥

AR

& oujglnz 7199 BAA ool WwIRTa k20 Kotler(1988) 34
MA REe e 43 24 Pdel wa AR wgoly, v Wa Bl 2
azas] WEe Habel vlY £9% deEFE Y F& Fuolna wad
t}.21)

2BlA B g@ Fayol ¥aAHT gE sted &
gol HeAol g FEE AFE0] BAAT o)k BAY o]28FL o2 714

b QAR 3 FAAME WEHY AeRE J|Y-EBEUA &, FFoE

D

(Assimilation theory), &34 ©]&(Equity theory), A<l ©] & (Attribution theory)

17) Howard, John A. and Jagdesh N. Sheth (1969), "The Theory of Buyer Behavior", New York:
John Wiley & Sons, Inc '

18) Czepiel, John A. and Larry J. Rosenberg (1977), “The Study of Consumer Satisfaction:
Addressing the ‘So What' Question,’in Conceptualization and Measurement of Consumer
Satisfaction and Dissatisfaction, H. Keith hunt, ed., Cambridge, Mass; Marketing Science
Institute, p.92

19) C. Fornell (1992), “A National Customer Satisfaction Barometer: The Swedish Experience,”
Journal of Marketing, Vol. 56(Jan), pp.6~21

20) E. W. Anderson, C. Fornell, & D. R. Lehmann (1994), “‘Customer Satisfaction, Market Share,
and Profitability: Findings From Sweden,” Journal of Marketing, Vol.58 (July), pp.53~66

21) Kotler, Philip (1988), "Marketing Management—Analysis, Planning and Control”, 6th ed.
Englewood Cliffs, NJ: Prentice Hall, Inc
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% o] 9t} (Oliver and DeSarbo 1988)22)

(1) 71d—-E43A o2

Z-EQR) ol2e Aanx S AFWSZ V), AddE AFAHT, LA
ojZA A 7IAE /MA 3z Z 84 F FEBAE 7 Aolnh Oliver(1980)=
ANN-BLR o]&olA &n|AtEC] FHlsty] Mol AFL] Aol ) AR E
AAA Hz AF T AHES B8 Jehd AA AEFS Ao AR dE
st "oz FAsgch Aot Abd Jldiete] vlag i 94X Ee =2
A7b doluA Hi oo wel vE T EukFo] fddn. 1 zold wE =

QA Aolt W K B B+ 9

<¥E 4> A9 AFA 7Y zolo] e YX-ELR X

dx - BYA A= A3} 71d] Aol
SR ELA AA Az > 7))

A AA A% = 7
FAHA EYA AA A% < 71

(2) FAA °]&(Equity Theory)

44 ol2e avixe TuRPFS shiel wPoz Azste] YF Hu
Fol 1 mge) FRAL WA B ol Wi ARt WEI BuFolste
#4o 2 Uehdnh Huppertz(1978)% 4] 2@ 439 $44% S8R5
Aea 2@ 2%olN $RREe] IT AFS Hesntn gozs 714 B
TR QU= 23R4 FRAE AFARg

22) Oliver, Richard L. and Wayne S. DeSarbo (1988), "Response Determinants in Satisfaction
Judgements", Journal of Consumer Research, 14(March), 465~507

_‘]3_



(3) A< o]&(Attribution Theory)

ANFEO] B FEY UES =7 b U5y BAE JAZA L 222 R
thn Aztae] Wi, @ FFE wEe o AN FAL AXYE olEolth
Oliver®} DeSarbo(1988)+& ¥ 7
A EA Uehdn ¥y & AEY =8 g oz AddMe WA YE

Hog Avzte FuE & W AF AT g ZdE A2 Y=
AA AFE AR ZidEg & owd o 2340 A0 A HH ol
AelFel dF 2 BIXsF avldA ALHAFE AA Sk A ©F B
E EUS g 998 A dEHE FEA Hu o FEoE 4A 2
B

At AEY AFelel FFL PN B,

o

Olson¥} Dover(1976)% AH|zte] 7]dl& AlFo| g AREAFS] AME A L&
olg}a TEUTHEY F AFOIH AH|ATF oE é?‘”‘é% P IAY A F
EQE 750y 2RE AT £ AojEe AAE JHsA S drid

ZltiE AHRZE AFEA disl Hrks ste d A FaF e @
t}.(Anderson and Salisbury 2003)24) £3] #&2] 7 Z(Blattberg et al. 1978)25),

23) Qlson Jerry C. and Philip A. Dover (1976) “Effects of Expectation Creation and
Disconfirmation”, Advances in Consumer Research, Vol.3, pp.168~175
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Fof5}= 9 (Neslin, Henderson® Quelch 1985)26), A% 2 (Meyer 1981)27), A
Hl2 A (Boulding et al. 1993)28) 5 ©dt FEoIA v|abg 7lo7t 40l
Hz goh, =3 7lg A dig dFe AL FA ATFoAA st AF
g9e AFFA s g A#olt) (Anderson and Salisbury 2003) &
g AEA W Aol =71 Jldiel diF 2w o} Ale dHE AEE
o] FAL E 7IE FAHste Ao U dFE HZ wo] UEya Utk
Anderson®} Salisbury(2003)¢] A7 E wj& AAE, 2 5%, 74, oA
of AbgslE FE Fol 71d A4 Frd 1l

olg g 7tE o8 FH FujE FRol F ¢ v} Miller(1977)0) H=
ZldE o148 Zdl(idea), %2 7Idi(expected), HAFE 7]t (minimum
tolerable), B 7| th(desirable) & F&o] 7F5dtch2d) o33 7= LH|AFE0]
vlebe Ao £E9 Zdeldh oA rdE A AF AT B 4AE V=
2 Uehdo FA3E 7idEs A8xrt 34138 wetsd F e FELR AFE
A7t A @A Foof e HA& FES BT
28] Fzjo] u]Fo] Ho} "33’}7]' duly Hojof EXNE 7 FEE UEHY

P

Y
rR 4
N
=
fr
B
I
_>‘~I_‘
4
Y

EZ Day(1977)E 71HHE A H& ‘ool wet AFolv Aulke 54
o] W&t 7)o, & (benefits) & FE37] 9438 Solzt vl golY 8ol gt 7]

24) Eugene W. Anderson and Linda Court Salisbury (2003), "The Formation of Market—Level
Expectations and Its Covariates", Journal of Consumer Research, Vol. 30, (Jun)

25) Blattberg, Robert C., Thomas Buesing, Peter Peacock, and Subrata Sen (1978), "Identifying
the Deal Prone Segment", Journal of Marketing Research, 15(August), 369~377

26) Neslin, Scott A., Caroline Henderson, and John Quelch (1985), "Consumer Promotions and the
Acceleration of Product Purchases", Marketing Science, 4 (Spring), 147~165

27) Meyer, Robert J. (1981), "A Model of Multiattribute Judgments under Attribute Uncertainty
and Informational Constraint”, Journal of Marketing Research, 18(November), 428~441

28) Boulding, William, Ajay Kalra, Richard Staelin and Valerie A. Zeithaml (1993), "A Dynamic
Process Model of Service Quality: From Expectations to Behavioral Intentions” Journal of
Marketing Research, 30 (February), 7~27

29) Miller, John A. (1977), "Exploring Satisfaction, Modifying Models, Eliciting Expectations,
Posing Problems, and Making Meaningful Measurements", in Conceptualization and
Measurement of Consumer Satisfaction and Dissatisfaction, H, Keith Hunt, ed. Cambridge,
MA: Marketing Science Institute (May), 72~81
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tl, ALg A o5 Ee v & A 7| E UFo] B30

AFo] e Zide d8 9oz RH FAIY. AuAY Jde Fad o
2 #jEd w98 9%¥E g = th(Cardozo, 1965)3D EF
Deighton(1984)E #19 Gl ozt AF H7te] 7Iazssg AN H2e=
Astntse) ax Fue 7|dE Fxted AxE Jide anAeld JHEE
A E&As AnEL AFARC xE2Y G o] JHd dAHE HIE ]
Zojuls Aol dvka sivh

o] 9]o] Helson(1959)& 7Ithel 4&FE& mlXE 29d& A 7HA2 EFSHNA
33 AAE AA4ES FE 2du 43 aAES EFEE AF AA I
Z A AEL AR EY Aol FEd dig Ad 5 o7lstn A F
A B AMEA EAZGH GrraF WE
A3 A4A AF-E LFhe AN EA4oo.

Latour$} Peat(1979) HAl 71t 4 Q40 disl] =9 £ §t
ESo g ANAEY AHA AE, AxdAe Fad Aedd] £, £44
goz fegg e anAE 4Y Fol AHANF ofd adE A =7}l
e HEsAT3Y

2

o
ke
Ugl
_O‘L
rir
2
2
2
X
(T
2

rlr
X
lﬂ
olr

32
e
=
Jo

>
>
L
2

2. A3

i—

Aabe Zldge) AelE Golnt H Qo) BAHREY dug AT g

30) Day, Ralph (1977), "Toward a Process Model of Consumer Satisfaction”, in Conceptualization
and Measurement of Consumer Satisfaction and Dissatisfaction, H. Keith Hunt, ed. Cambridge,
MA: Marketing Science Institute (May), 153~186

31) Cardozo, Richard N. (1965) “An Experimental Study of Customer Effort, Expectation and
Satisfaction”, Journal of Marketing Research 2(August)

32) Deighton (1984) “The interaction of advertising and evidence”, Journal of Consumer
Research, Vol.11, (Dec) pp.763~770

33) Helson, Harry (1959), “Adaptation Level Theory”, Psychology A Study of a Science, Vol. 1,
Sigmund Koch, ed. New York: McGraw—Hill Book Company

34) Latour, Peat (1979) “Conceptual and Methodological Issues in consumer satisfaction
research” Advances in consumer research, pp.431~437
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| =93}t (Churchill and Surprenant 1982)3%) duky oz Aijo] s 54
ol B wES HAPA 7Y HSEAQ Age EUSE 4od ¢ Idth(Swan
and Combs, 1976) &8 A#E WFol R4 & & & Aor 2 A%

ntEg g 24432 W4y @ $£% 2. (Churchill and Surprenant, 1982; Oliver

L

o

and DeSarbo, 1988; Tse and Wilton, 1988)

Tses} Wilton(1988)el waw Azt= A=A e Azdd 4F2 U 5
stk & Zo APA X&Azko] 20A7ko]ehd o] 2047 AAE ARA 4

gpo] A gk Apguirt o] 20A1ko] AA =AH Sk, BA =AE Fx 7] WEl
olgjgt Fo] A4 Agdzn T F U} Tse9t Wilton(1988)9] dAFollX = =
Ax AxE AF AR Avrvs FHAHY 4ol A IHH= 4
$7t o B2 Ao Epr}.3e)

3. TAAR 7}

dwtdoz ;A JXE  HEFH  FHEo G fde=  Rwo}
Zeithaml(1988)= 7oA AFHE AFol Y Aujad thajr nho] FHHC
Z Ey ugddges ANEE vgoly 8, Add oig 9¥E HAPsEM
AdAHE 1A o)olgtm sta Yot mAo] A3 X ALE AFHEH
ol% AdFolm FHAolY, ojE Aol AES Ful A Y AR Zldig A
ol B YA E deE uAUXA

25E DAARMAE Helxinh, olel@

N
i)
X
X
R
El
i
offt
N =2 |
£
ul
o
+
s
i £or
ol
o
L
(o

AH A A
AEE AHgslRy Fdolv Ao el & vdoE ke o]d FRelA

35) Churchill, Gilbert A. and Carol Surprenant (1982), "An Investigation into the Determinants of
Customer Satisfaction”, Journal of Marketing Research, 19(November), pp.491~504

36) Tse. DK and Wilson. P.C (1988), "Models of Consumer Satisfaction Formation: An
Extension", Journal of Marketing Research, May, pp.204~212
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AAZE FE Aoz Ao 7R AP Jd FEF E ZolE =7 X
dte Aoz AZEr|E gl ol VS FIAFA(Assimilation effect)@hal
gt B0l AXF R o] 2elA FAE ez ofd AF BI 2H[AY
7t AFAT Aol BLX7} #AEA AejHoz Rzraidd ke A
o7 BAHE BAANA AvAe AF BT ALE dF 7del wF] &

=

B ved AAE ARG A9 dolg vk mAAAs}
A % aae) Aols Bdl nAe] AAstE shAely] wEe ¥Rt
£ o nARdoRT Aol Btk 1A B AFINE BLAGE oAl
DAAAAR G folg A3 FEaue e gk

A3F AT EF 2 7HH

A 14 97714 43

a¥A BE] Ehts BAE BelFE o A AUY-BIA ol I
$ 71, A%, ZAAAAR e @A Be g ATk APEAT £
of AFE Y] AT BoI® Ao, anlatel AH A4 o, AT HE,
T4 % $o @Fgol AYHLT

2 AFNE A-2YA 2L HFo solHa AFY $4E 71%5H
A oz e Ztztel £4M2 JU-2dA) Zho] ofgi tehte A
AWl d BEAR ol A2z AANEAE gl ol 1A 2

o o0y
b
&
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1. 71 R-AAY JFTAAR AR BES] B

o] AFA AFol g A 7l wEHe] BAE GG SHAN 2
2E Qe Oliver(1980)E ZIE Folxrh AEol dig B71E Wele 58 7€
o] gvtn A VFEE AAsed glol Vg AJAXIAI A 2 F
cetn 2k 28y olo) i8] Churchill® Surprenant(1982)= WAl A
AAE AFH7F AdEg wEE o AR FFE FI v ATEHE
Wz gteh. Oliverst DeSarbo(1988) FA] mAIA 7k 9 AA € A7} WFIeol
ZldEt o 2 932 2o 24 2280 Anderson# Sullivan(1993)& 714

)

7} nEwe] AN 4L Fx FEIT AT BEE JFE Fe 29

==

O

o] Agdz Ak o] F PR e FAWFE Yehds o] ulE B Eo|
t}. Oliver?t Bearden(1983)d] WEW udo] AEF Y AF BFHxo o] 79

zaAe dWoxlm ATy FaAol Ltz d¥Y. Churchill®}

derg vATn o

714 1. golsla AFE dF AHd Jldie AAQ 4Hd F(H)Y d¥E &
Aol |

71 2. dtolEla AMFe] A7 AHA Zldie 2HAAAA N F(-) 9FE& &
Aol

714 3. stojela AFo] dF A e FHe F(H)Y 9FE F RolH.

7Hd 4. SolEla AF dF AAD Ads ZAAANAAG B(+)Y ¥
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€ Ao
7Hd 5. Solda AF e AAA AA4E BFHd F(H)Y FFE € Aot

7Hd 6. tolelZ AFel T AAAAAE HH F(+)9 FFE € Aotk

ok A F AMA Y
e AFE A U 7leded FEo] FF o)F7] Wi AHAELS AF T
o Aol 28}¢l, FE 5& T3 viunyg ARHorn AFY 7|TH SA4 o
ABE 4L 7} gvh 53] oA AEAELS O AFEEC v AFY 71eH
Q o) Uik AFHA NAe] o Br] W&o 7153 £ F JE F
o geldez & £ A 2 Aol olFA FAR AMd vide A¥A UEY
NEH AL B3 olFH7] wlEel F3d Y (Assimilation)o] T2 Asld Aol
gt Aztgd ol AFd uld AA" A7 Abdel F4€ ZIdel wetrbA =
AHg g o 7o D] Jdie] 2AstE 3
JdE 8 AF 53 FAHA ¥urt 7heshr)
i &o] ABAQ o] ZAsdtn & & Qlvk T2 AvE 219 7del
galo] & & oy ol FALE v AFAE AeE J44dn.
A, A 49 A bRl MP3 Alge2 d8 F e E7+H 7
Monroi 1991) o]& ¢
M AFE 71538 A0 ws Ber|Eo] FHEAoth AWA FAY AET}
Futell glth. 2EjA] Apal e
Zidhol Wi wael A Fale 7)%H S v kAR o= AAE FH%

eed
o
f
O,
O
N
off
)
tBr
oX,
=2
£ o
rol
N
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stolHla AE i Abd ZidE 7154 £ B¢ GA dFURC] 2R
=

% &o] wa) Blad ARHolw oA AENEY BAE 1WF A%n T F
Sk, ol 7)5A Aol e A AdE A BE vET WY VAo
RE Aotk T2 o7)M wahe UG wEe wAE Y, 449 43, 2
U, W) HHHA o] okd sl wHoze AP JFL T
o,

B9, AFol U@ 715A S0 9@ A JE AA AAE Ane 2 2
o2 wolx Fg AoT AAET, Aw 45 5 Fa vmy ABHE /)%
2 0] dal £ Mol BAAZ ZHR 40 vs) @ Lol ez
Bera,

o) wgoz Me 7ML e 2o

744 7. StolEla AFY 715 $4L #4FH S48, AR 7197 948
4ol A(+H)9Y 4L bf & AoH,

714 8. dolHa AFY 7% 4L AAH FHPRG, AR JW AF
dFe] 4oz F(+)Y 4¥L ©F € Aot

744 9. Soldla AFS FHH $4L 7153 £484, A 797 24
A7t F(-)9 4FE b& & Ao

744 10. stolela AF FAA 4L 7153 $48G, XD 4} &
Aol A(+)9 YL dS & AolH.

744 11. solHla AFQ) BFFH 4L 7153 £48Y, AAE 37} Al
F BEd Aoz A(H)Y 9%L ¥ £ A

_21_



A 2d ATEF

P Ae MBS Mo vehg dTRge g a9 2ok

7153 &Y

AN &4

A4 AT 2A

A 14 73H
1L 4F A3 AF 43

7] AH| A} REEo] o)
AL 7AE AE Gotrr] Y s anAVE 1 AES BPst FERE H

oz dZEsst Bol Hol sl MP3 EdololE AAFAT
MP3 Zoloje] A% A, #AAE, Ad § 99 2d=s AT 4

Zte] AMEFE] BAE JIA, 71E, 75 SAA M2 Fold ZolE Hol7] HE
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of MP3 Zdlolo] o] §4& 4oz /e SHAL W ABE Aolsh vehe
Aez AZEYY, W st BASE AT AF £ Adsts Aol
oelg LatE 22U & Ue ALE AAH) 4T Pod AFL AP AS

o= AT
2. ¥2 A4 2 A= 73 U

stolela A Eol Ui Z-ELX 9 ] BAE Lotr] A B AF
o] A iPod MP3 Z#o]o]E Atgals AuAHE o= 20079 59 21U R
649 18U7HA] ¢ 47 AE ZALE AAEATH AE tidol A HAEApolr] o
2ol o5 B4 , Ao WA, 434, AR AF Fol & v e 2
& zholofut g}, olejd 5L i L W iPod MP3 Edlolols #ET
A AZAEL & FolHa AFH AR eXeEgs 28N '
£ 52 31 Y Ao AztHolr, 2#A 22 Aol iPod MP3 3
ojojo] W3 g ARE FEL FFL e ARYHE FHeE HES
A8t dxAe TEAIEQ Yol DaumolA E4%H€ iPod #HFYE

FARA ozt velmel A% ‘Pod FARYF iPodd i @
Akl 4EA HRe 29 olgxTel oF tewe}l AYU

T oldE 3 FFde WS A8t Daum®] %A 'iPod nano' AR
4

oy

Hol A3 4EAE 922 39 FHE 2 AFL Bo) AE ders W
J

T3 AMFESY FHo FEE 8 BEA ZY A EEE 1070E AFEH
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QABAE o] 83T} o]E 98] SPSS 13.0%4 LISREL 8.50& HAEFE ALE
5}

AEl g Apdzidiet A3, LA, 5ol digk BAE Loty H T

[e]
ZHA 2 B (SEM: Structural Equation Model)2 AFE-31%t}. 24812

] »d
o AFAL ARG ARBA BT RS BFH7 Y 4G BAIEO
2 719 ALY, BARY, F2RHIE B 29 gl JAHY] dE 53
2% & # glom, o8NS U Al BAF BF Ase Aol AP
2 ZAdolth3n xR E AWy Ad £ ET 2 LISREL 8.50& AH8-3t
gon 25t Ard Yut Yudzz wgsin

o A, A, BEYX, 9E:RE FAsy] Hd A AEFd @
(Attribute—specific) 5% AA A F5(GlobaD & Y. (Churchill and
Surprenant 1982)38) &, z} 450 djsl] 7|d, 43}, EYA, HHLE EojB 1
Al AFo o AAHoz Ay, A, EYX, HFET Au Ao ] &
o} 1 3kt

MEAQA EAo A& F5 T Al AF Tl F AF s 267 IR
ste Ade g 242 A8 FrkE F Ak o] AdFAE StolHla AF
FAAME MP3 EdoloE gide=z & Zolr] WjEo] MP3¢ #dF F8 54
5 7%

dste] Yz, €AY FH33, N FE5(Yi and Hwang 2003;

37) ZMJ(1996), LISREL TF2444] 29, J=&E3A}, pp3

38) Gilbert A. Churchill, JR. and Carol Surprenant(1982), "An Investigation into the Determinants
of Customer Satisfaction", Journal of Marketing Research, Vol. XIX(Nov), 491~504

39) QA< (2001), “Erid B]2YA o] sy, JRFAR NS, A7)t
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Dodds and Monroi 1991)0] A& g oz el A AEAQ & o
o HAEL F 87 F, 24341 T ARALGT A S22 F7PER-E

FAPEOANEASH fAGAY O FAAL,

Fo tig NIAE S A3 A FEE2 o] s o4 JuE
sty 2R ws- F2 How, “uif e AoHcs IH
o gL 53 A2 Zojugith a3 of Jdie AES AHEE] el ¥4
g 7o)zl ol o] FE AES AFEy] Mol AFS AHEsH] Aol

LS 3
278 Bz $HATL AEA e A ANT £ AES HAk

QA" 47 oA sldieh BN hK E 2 AR 4% 2 E

oz FA4Ho| gk ~axst Bl ogsUreE AT
wlg Fop, s drdids dud gug 58 HEE Bolngith 53
ot AEL AL F =7t Fdoly) WEC AF £F A% Hol AFS S

T8 FEs] $37 EaLHA YRS Sk

P

AAJAZIANE SHs = o) 7|E ATFEL AE OG& Pie AHEEgith
o'l AFoME AFd diF 7 HAFY AF AF 2ol A FAHES
t}.(Foa 1957; Ilgen 1971; Morris, Crull, and Winter 1976; Spector 1956; Weaver
and Briackman 1974) o]|# H4 Aol TEE3} {ovu|d A dvtn Gk
AT A7EA FHHA . (Oliver 1980)

—l
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E gE Wgozs YidEg FVEE ViRt EIne go] AE
gAzEoe] A Hr7tE Wis 452 vl-bste Ao vk (Aiello, Czepiel, and
Rosenberg 1977; Linda and Oliver 1979; Oliver 1977; Swan and Trawick 1980;
Westbrook 1980) o] W& A AolE /A UHFEE FAse AET S
zoto) #AZ o YuUA 2oha gelA Avh.(Oliver 1980) 2:A £ 4+
M Fake whiE AMgste] vidiel wHlE AAl ZH(EZR)ZE ju@rie
AEo dig vldrg FZo] we FoY, ViR Fdo] we R
e P #EE 53 HEE ARSS3Th

rir

&S EARsed Qo] HEY BuEs w2 Adsld SAY e AT
o]= Churchill®} Surprenant(1982)c] w=w AFE d=d Jdo EZLE 75
A717] Wil EEREE TEFX] ¥u vde] FFo2 SAHUAT. A
k&l A9 “~g9le] i drhd 9HE sz Ee AR ETg

EZ3hcp ol o ‘ol gEFtEE FH SRS 53 HAER nidsal
AE FFo dis) aok 3 o g

r:l
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= T o) N7
=} 65 42.5

4 o 2} 88 57.5
A A 153 100

10~194) 23 15.0

20~254]) 85 55.6

A 26~304) 34 22.2
31~354]) 11 7.2

364 o] 0 0

A 153 100

S} A 110 71.9

27421 32 20.9

z]%] —7’:—"1 0 0

u 2Fed ¢ 3 2.0

7] e} 8 5.2

Z A 153 100

e 33 21.6

AERE 8 5.2

512 ?H% 96 62.7

e E 4 2.6

71 e} 12 7.9

A A 153 100

iPod 48 31.4

iPod nano 72 47.1

iPod Shuffle 13 8.5

71et Pod mini 8 5.2

7] e} 12 7.8

A A 153 100

TFAHoE | AEEE oio] MAl9 57.5%2 FARTY 2H ¢ BRoH
A Y2 E 20~2547} 55.6%=2 A AE oAt A o] g AA &Y. o
710 26~3041(22.2%)7+A) T3 200]7F A2 80% 7Hrkol & zHAEAT. A
& Ao 71.9%2 7+ ki ojojA HFe] 20.9%, 717t 5.2%, AHF el

0%E AA W HEe A FuE L JE F9E FYOR sPgetel A

[\l

S Fa=d Y=o 62.7%2 A BT 1 HE 1E(21.6%), 71EHT7.9%), A
EE(5.2%), A9E(2.6%) 01t siX oz g HEYAAEC] AF3t

AJE iPod7]Fol sl 21Xttt iPod nano’t 47.1%, iPodol 31.4%, iPod

1

K
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Shuffleo] 8.5%, 71E}7} 7.8%%5 kA3t th

2. 28 FF
(1) 434 2 8§34 35

A ARe ERE o AFAloly AdpE AEE Ui A=Y S
< ARH e gAY, A&, A, A57HsE T Mdel xFH
A7|E AEdE EHAsr] A3 AEwE dagE Tk ZFE
Nunnally(1978)o] w2d 3 8ul3E &I gko] 0 =
Foln] dukzg oz (,70]4o|d FE &R FEoletn vt E7 Hair(1998)=
AEuE Loge ity QESHEop A At oz 0

ARG Gk 2 AToA ABHE IRRS TAL AT ZE gho] 0.6014L

EF 7 aE= ek
QAR e ANt adHAqFe) Bl & Hugel] 8YEY TES
7 2R3 Are i A48 34 F e Ha(Varimax) & 3 29 4
Agg TR olE YA 2 HANY 71E 0458 & W 7 M
FEL o] V1EE EF BEEE Ao vshdn. diHos gEf ol g}
A o] 89 A 71Fo] dEA =l 1507044 200707kA)= 0.4501 8= At

sttt od7)17) wj&ol 0.458 7]Fo2 4D
g8 QRN olF FHERAS S H3l FAH aAdR8H & LAt
43 24

Qrt. ol BA/EY 4o e Axe] B Briel 53 #
&}

40) #AG (2005), AMOS F2WAA ZHEY, SPSSe}stn], p.146

41) ZXuf (1996), LISREL T24AAEH, G2 E3HA}, p. 58

42) Steenkamp, J. E. M., and H. C. M. van Trijp (1991), "The use of LISREL in validating
Marketing Constructs", International Journal of Research in Marketing, 8, pp. 283~299

_29_



o] Qe Aoz 75"t (Anderson and Gerbing 1988) LISREL 8.50% A&35}¢]
24 QRIEME zZhzhe] gdEE ARt
&30 7l —-EL X F& g dtis)

s}
A
dotr e Fol7] WE A ¢ B8-S S0 wet Z4r] AN,

A 99 E4& A AddE o ved 299 AY¥E A4S GFI(Goodness
of fit), RMSR, 7lolxt% g} oldl g Fo#(P—value)S Fdch +4
t—valuex BAHCE Fo3t =7 t>|1.96] & EE W7t vr&sta o, &g
GIF #& %& wo= ‘w£'299 GFIgte] 0.87%
A7 A dAH R JEXQY 0.90S 9
A 71EQL 0.08(&Au 1996) 0l Z33HAl T3 vk FrolAsgkel tiE 2
& A% 0.000 X 0.00010% 7)1 =3t 22y o) § F2 <l o] W
of RddAo] ARHJGE ZES e AL HFs bE o kA 77

;O
o
Z
w
=
e
_{
f
E

43) ZAH), LISREL F29AARd AAFE A} 1996,11.1
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1 =
29 W loagng t—value jﬁ:a GFI | RMSR % p
V1 | 0.654 | 4.25
;[ Ve [ 0.838 | 2.85
V3 | 0.826 | 5.08 | 0.605 | 0.94 | 0.080 | 25.66 | 0.0001
91 | 0.764 | 5.94
V5 | 0.691 | 6.95
V6 | 0.670 | 4.75
ol V7 0886 | 2.34
°l v8 | 0.547 | 3.37 | 0.629 | 0.94 | 0.088 | 25.75 | 0.0001
V9 | 0.732 | 5.82
7 V10 | 0.660 | 4.57
o | 2| V11 | 0739 | 4.54
; ’ﬁ V12 | 0.687 | 4.04
o | | V13 | 0.833 | 3.00 |0.692 | 0.94 | 0.082 | 25.76 | 0.0001
; 4| V14 | 0.729 | 6.26
°l x| V15 | 0.800 | 5.34
V16 | 0.599 | 5.86
V17 | 0.791 | 0.90
V18 | 0.875 | 5.51
o| V19 [ 0.838 | 6.45
[ Vv20 [ 0.833 | 6.32 | 0.727 | 0.87 | 0.12 | 202.69 | 0.000
=1 ver | 0719 | 7.81
V22 | 0.619 | 4.77
V23 | 0.761 | 10.22
V24 | 0593 | 8.79
@ 2R3 £4

ZAA S43 Bd 299 3% A4 B dAe] AL FAH ] A9
| 07(21th), 0.677(A3}), 0.848(L7AAA| 7}]), 0.727
Z oY #e /A YT ¢ F AU =T B

29 BEHE g8 89 A% A ded EFF A
38 L goE 71FS UEHY. o7 Jd, B, LAJAAY B¢z

QB ATk A Atel glold BAA 2l E£4o] &l & el FE0]
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Abstract

Effects of Functional and Emotional Features on
Opinion Leaders' Satisfaction

in High—tech Product

Yeo, Su Mi
Dept. of Business Administration
The Graduate School

Yonsei University

Todays companies can cut production costs and improve on production
time with IT. These things accelerate popularization of high—tech products.
The MP3 player, One of high—tech products, has lead the popularization since
2000. The MP3 player is important because it can extend not only the market
but also related industries. Therefore it is necessary to examine the
customer's purchase and satisfaction on MP3 Player.

Customer Satisfaction is. an important factor of company's marketing
strategy. Satisfaction is so related with company's profit because it affects
repurchasing and strengthening customer's loyalty. Preceding studies mainly
focused on high or low level of participation and customers' knowledges about
products.

This study will examine the process of customer satisfaction with
expectation—disconfirmation theory. And I focus on opinion leaders because

they have powers to have effects on others' purchasing. This study divide
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product's features into functional and emotional feature and research the
difference of them with expectation—disconfirmation theory.

I select iPod MP3 Player which is at the top of the MP3 market in the
world. To make a survey, I choose online communities which share
information about iPod MP3 player and get 153 questionnaires. Also,
Structured Equation Model is used to verify research model and hypothesis.
The result of this study is that the model of emotional feature is so similar to
integrated model. And, expectation has no direct effect on satisfaction but

perceived quality has direct effect on satisfaction in emotional feature's model.

Key Words

high—tech product, MP3 Player, opinion leader, functional feature, emotional

feature, expectation, perceived quality, customer's perceived value, satisfaction
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