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Abstract

Today the mobile phone industry is booming and developing rapidly, each
technologies and functions show the most powerful side at the same time, while the
relevant electronic goods and ancillary items innovate constantly. All we know is that
event is completely related to Apple, without the first generation of the iPhone this era
of indicators of the product, it might not enter a more innovative technology and more
powerful function of the explosion era. Apple relies on constant innovation
Technology, and seizes the eyes of the world's mast consumers.

In the formation of brand resonance process, it needs intermediary of the brand
trust and brand love to form. In order to prove the above intermediary model , this
study uses iPhone consumers in Taiwan as research.

With the questionnaire survey, this study collects 300 samples of consumers to
run the structural equation model analysis. The results implied that iPhone users build
brand resonance, which relies on brand admiration and brand judgment intermediary,
and it will also form a brand attitude of loyalty. It is called brand trust, brand identity
and brand performance, which first affect the brand love and brand judgment, and
finally the brand love and brand judgments ultimately affect the consumer's iPhone

brand resonance.

Keywords: Brand Trust, Brand Identity, Brand Performance, Brand Love, Brand

Judgment, Brand Resonance
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B GR HR R R A e § RIR AR BRI DR AR S R
TSRS SRR FAD PO R  FFA G AR R DE A AR
- ROAAFREFETORKRA TS - REFRIEAFTTHET TR AL
& 3 RAr Cronbach’s o 2 i+ & 7 fZK S 300 T & F R e R adp ik
1245 Hair, Anderson, Blake and Tatham(1998) 72X %1% f # € e~ *+ 0.5~
@ Fornell and Larker(1981):£3% CR & &£ 3 0.6 2+ -t “k Cronbach’s a % #ic /&
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PR TR E L EA o Edpplsk e B Rl 1 B a5 R H ArIpR £
LA Z AR TR R APIHRABDL EZ O RIBEIPIREAERF A TR ESESE

R HIRBRIEPN FeORF e AL HEY FFEFERF T e DT OoR R e is
YT R B % B AR 8 (7 3R (94 47 & B (Fornell and Larcker, 1981; Bagozzi and
Yi,1988)iz ik H T B e R/ A 05t o
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T S re kg 49 4 5 B 16.2% 0 PRAFFE L G 48 £ 0 ik 15.9% o
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A =X F;“%%iﬁl]ﬁﬁﬂ Jer> @ 2 & E ¢ 4 10,000 ."l’f’f—I’ﬁ 167 * » i 53% -
H =t P %_10,000-30,000 % 85 A s ik 27%> 2 f& & 5 %] 2 30,001-50,000 % 48 «

it 15.2% - 50,001-70,000 = 10 * - it 32% > 70,000 2+ & 5 % » ik 1.6% o
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& % iPhone dhpF R = G o RRIF M 13 E S AR 0 &G 213 4 ik 67.6% 0 =
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(#3) # & Fdet

L 3R = # oA
7 154 48.9%
e ~ 161 51.1%
ER 3 315 100%
20 e ru 15 4.8%
20-30 260 82.8%
# 4 31-40 # 24 7.6%
41-50 # 6 1.9%
50 4 b 9 2.9%
KR S 315 100%
B T 0 0%
B ¥ 0 0%
KT ALR B v 2 0.6%
< B 222 70.5%
et 91 28.9%
R 315 100%
g4 171 56.6%
D T 49 16.2%
B FRF 13 4.3%
EmE 14 4.6%
PRI % 48 15.9%
H s 7 2.3%
B 315 100%
10,000 2 ® 167 53%
10,000-30,000 85 27%
LIFERN 30,001-50,000 48 15.2%
50,001-70,000 10 3.2%
70,000 r * 5 1.6%
ER 3 315 100%
#f§* iPhone 1& M~ 43 13.7%
pE 1&-3% 213 67.6%
3&-5% 43 13.7%
5 & b 16 5.1%
R 315 100%
TARKR D ATy ER
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4-4 3\ 2L ¥ & g iPhone o

‘o o

P
_\*E
ki

21



Rt L 5-1 5% ¥} iPhone 5 i 7 45 -
5-2 iPhone & -5 & — e o
5-3 24 ¥ 34 & iPhone % %] 4 o
5-4 iPhone ®_£|#7e o

e 6-1 iPhone & st ey i -
6-2 2% i¥ iPhone g s\ rii— 2 & e
W
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(% 5) fcif p st

13 i 5 E | X
%;\ X S f_g] . f{ _; g f{ EE
Z #e L
1-1 315 2 5 7 074 599 054 270
1-2 315 2 5 7 068 619 046 294
1-3 315 2 5 7 065 623 042 3.07
1-4 315 2 5 7 067 618 045 298
2-1 315 2 5 7 077 597 060 259
2-2 315 2 5 7 077 583 059 259
2-3 315 2 5 7 080 593 0.65 2.5
2-4 315 3 4 7 073 579 053 4.1
3-1 315 5 2 7 088 627 078 5.68
3-2 315 6 & 7 122 6.05 148 491
3-3 315 6 2 7 101 629 102 594
3-4 315 5 2 7 088 632 077 568
4-1 315 5 2 T4 090 6.03 081 556
4-2 315 6 1 7 100 6.01 101 6
4-3 315 6 1 7 110 595 120 545
4-4 315 6 1 7 1.08 ~ 595 117 556
5-1 315 2 5 7 069 626 047 2.9
5-2 315 4 3 7 072 628 = 052 556
5-3 315 2 5 7 065 641 = 042  3.08
5-4 315 4 3 7 068 640 046  5.88
6-1 315 6 1 7 113 - 604 127 531
6-2 315 6 . 7 148 563 220 4.05
6-3 315 6 1 7 128 598 165 4.69
6-4 315 6 1 7 138 594 190 435

FHkR B R
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FoH - BRENRAY
I 5 F(2000)# g iRl 2 £ F i ae s R ARAF BRIZEL L ddpth o #
EF BT LG T A - KRR 2 SRR R SR AE  E R

B A4 o PIR S By 453 0 B RS APEHRE > R TP LG AL e

W

g 5 AF AR R i R e P B S K - KRR RS Bl

FANFEF RN EFERELR - it FIEA G SR AP ha Ak

oK A A RO RT O RIRABT - RE LR BRSSS
o F- AP AR F BRI AR AR R R FETRER R

ToRAME R LG - KRR (X P 1E,2007) o p A R Py e R A
A2 Fahp - R Fog & TRIERP FRAEM LTI B E @ R F D
¥ %7 ;2 B &_Cronbach o ez B £ 4% » 252 1 £ * %% f /= £ (Factor loading) -
Attpw e £ & (Composite Reliability, CR) 4 2 Cronbach a i3 & A 47 » ¥
1295 Bagozzi and Yi(1988) #74& Jl enfr & fi-5" fraE ke ;N ki plEp 2 FEF
LFxRME RO BAT SR ARE 0 K2 PIE ik

A B B LR o

(-) GERAT

B nip & hie & & (Composite Reliability, CR)

Bettps ched B RACRELE L B EGRARA R TES o BRL 2 R
BT M AT NARY LG 8 RDIPM > TG RIS L RIEFLYPFD
2% O CREAXF PR LB RS %L < > B 9T E ol b Jfﬁm &g
WIR 2 B AR R 0 B R LI RART UALRIE 1324 & - 1945 Bagozzi and
Yi(1998) 5977 1 i ikdn B A G Pl A B R B A 0T i b AP
ATt FRBETERE AL AF IR L ERA Y L T A E - R

dod o
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]__ﬁ; e AR 2 @'fﬂ AT e

CR = (Z loaalmg)2 / [(2 loading)2 + z error]

2. Cronbach’s a

* > I * SPSS195us dc ke (T At & chie & 2 & A 15 > Cronbach’s o i 7 p
M- RS hEFIR L ent > - a3 o FAAFHEPAN0TE 5 A
B AR AR RAAT4 ¢ 7 @acCronbach’s o ¢ + 310.7 > E 3|7 &% e
Bl > M Ay Ry L RPN KRR o Aok o
(=) 2R A

PR AURIE Nl Fadt o EAVEELRIE G P AT DR B % b iR 4
Frogh gl gt - ELRIHEG AUE & e s (convergent validity) &2 % 2 A
(average variance extracted){= % § = £ (factor loading) s 5% & & f£.6 2 B #73% 3+
AR LRI 0 AL ROk o
1. Bty s o io% 8 B3 - 8 (Average Vairance Extracted AVE)

AVE (8 2 7 &iRlE KR H0 fdf o Rt S0 eiE a4 o F AVE A& 5
RIS 22t & AR R B e @k <1345 Formell and Larcker(1981)F 3
#ini: AVE 44 @+ 05 11 v @ A G L BEAEADTOERRTE
B 05 b B AP B L B ) i R okt o

TR R HF R L R 2 e

AVE = z loading? + [Z loading® + Z error]

2. ®HPPTR

Wak R AR A RS BEEDP R ¥ - SAENBRAE ¥ AES
RS FEEN BRI AR o WE AR R AT o &7 FariRt o Bk ks €7
“t3 I+ 1335 Fornell and Larker(1981)F 7 &3k ¥ &£ 01 L £ T 0% B 522

_7‘ 4«*#'\)\’?'3"1—,#5 Fﬁg l"‘ﬁ'{—l = o ﬂ\/gﬂ’“ﬁ.‘d&—xz e F\: JE ’f#[ﬂ iﬂ» HL Z_ Fﬁ‘fﬁ*prﬁgﬁi&@
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7o %ﬁ."l»“ FELAFIHIATE G P E- BB R Aok

(% 6) R A7 4

F]+ %%  Factor @3 P4 Cronbach CR AVE
Loading p B a

B E 3 1-1 0.795 0.839 0.949 0.948 0.821
1-2 0.885 0.905
1-3 0.885 0.911
1-4 0.811 0.864

ool I 2-1 0.844 0.775 0.872 0.858 0.626
2-2 0.871 0.824
2-3 0.880 0.803
2-4 0.492 0.590

ARl RS 3-1 0.837 0.817 0.929 0.934 0.780
3-2 0.846 0.838
3-3 0.891 0.866
3-4 0.893 0.849

g E R 4-1 0.849 0.864 0.965 0.966 0.877
4-2 0.917 0.925
4-3 0.958 0.928
4-4 0.972 0.943

ot R i 5-1 0.957 0.901 0.928 0.932 0.775
5-2 0.831 0.804
5-3 0.867 0.864
5-4 0.825 0.788

o AR 6-1 0.842 0.853 0.948 0.951 0.830
6-2 0.863 0.863
6-3 0.939 0.893
6-4 0.955 0.914

TR kR AR g RETE
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0.330* 0.331* 0.714* 0.561* 0.775
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=
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S8 0.405* 0.447* 0.603* 0.665* 0.565* 0.830

ALk R AR AR
g A MR A S 4 AVE B *AARM G T S @

¥z PHGERELIFRIZRRENN

(=) ApBE

A3 Pearsondp b R BcR (T T Bt fRIBE AR I OAp ML o AT arih
ikt o Pearsontp b i dicr £ 20 0.80 Wk ot g 3 A 4p B 1248 % > % Pearson
M AR 00.200 T o B R A SRR B Mo B L I LA e
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HER 2 LEAEAR i iy 20080 4 B RHR A T 03 s SR
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(% 8) B adk

b I 2 T 2 ) , ' -
MG E EMRE O SMEs FRER SN Eieg

S aulE 0.698** 1

SR E 2T 0.643%* 0.627** 1

A E R 0.740%* 0.715** 0.754** 1
g 2T 0.575%* 0.576** 0.845** 0.749** 1

%5 rg 0.637** 0.669** 0.777** 0.816** 0.752** 1

F’fij\//,%l MG RETE
31: *P<0.05; **P<0.01

S & FHREER

RT3 A1 LSRR 0N (SEM)ie (7 BT B Fe Al R otk s 0 B B
fdg B R BB & A2 s i- KEenfek o SEMIR ioF & EMIfp i 4n ik 0 &

- dp iR R R R E ol BRI o g AT L T PR BT R R dp A
B

Hair et al.(1998)z% 7 & 5 #cfieif & dg 32 4R > o f S0t 503 G e g A2 &
LT e + S T L - B B R kAL ] BBk w8 0 Bagozzi and Yi(1998):
RFAMPEAS)DOREP TR F R EEE P R E R RS
Feiff B B ot AR ARG BB R 7 a2 0 2 A28 3 5 28 (Chin & Todd,1995) -

Browne and Cudeck(1993):% % GFIE & ~ >+0.87 & 5 4p % ehfeif & o @ 3 A {5 2

7‘

fie if 4 #5-(adjusted goodness of fit index, AGFI) & 2+ feig o2 5 4p e 425 > % 2
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EXRIMRASPFE I I RERIp B FEHNCFIEFAFE TEEFT F
pod BB 2 g By 200812 B > 1393 Browne and Cudeck(1993)4 1 &
AGFliE =« 0.8 5 5 4p % crfesf & o 82285 384 ﬁ;&i - BR=E 309
#k @ Browne and Cudeck(1993)z% 5 ot -k B i3t 5ok iE Pl ai®ig o
d A= var AR kR AT SRR/ d B (XP/df) bl G

3.028 > #:iTff ®3: 4 $peif 45 £ GFIiE 5 0.815 #cie + »+0.8; AGFI & 5 0.772 >
#c e 4%5170.8 ; RMSEA % 0.085 > dicie | * ffh £0.10 o & 4p ¥4 peif & 45 %2 NFI &
»0.842 ; CFlig 5 0.887 ; IF1120.888 ; RFIi£0.819% #:70.9 - f§ < fe if 45 #-PNFI

B2PGIFE » %] % 0.738%0.778 » % ~ 3t §&f ®0.50 -

“:'i\]«

& Lt ke @ AT ORCAIRE R RIRIT R & 2R R A7 A
PRl E M AT L - R R > TR ATY A bt”f%{)—.ux ™l 4

R ITE
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(% 9) Faipgn

KRR R > i 2 FREE
feif B 4p

Chi-square(df) AR | AR 241
Chi-square/df <3 4.049
G ¥t

GFI >0.90 0.799
AGFI >0.90 0.750
RMSEA <0.10 0.099
AP dtAe i R

NFI >0.90 0.876
CFl >0.90 0.904
IFI >0.90 0.904
RFI >0.90 0.858
e P fe i 3 1

PNFI >0.50 0.765
PCFI >0.50 0.789
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(% 10) 7§ B i L %

#R G CR(t i) PiE ek
i
sREE - RRER 0.36 3.279 .001* 2
S E - Eer 0.062 0.667 505 3o
SHRE > EWEHE 0.11 0.757 449 Ao
SHRE S > R 0.012 0.081 935 E
g > EWER 0.57 11,537 - -2
AR - R 0.42 9.578 e *
FRER - RMEE 0.98 14.027 R +
e > R s 0.21 2.543 011% *
TR KR A7 R
31: *P<0.05, **P<0.01, ***P<0.001
A
R 0.98
gk SR
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