FE - 2B 3R L

SHEREE ool B3 WEEITE) R

- M WERAE LR -

7/ 865
PRERR REAER

R BE HIN
X % &

1998



srEpe delol B MAKITE HE
— WM TKE hDoR —

&

Wz - oo

-
-

o] S MR WM Ho® RN
19991 69

P ABR: A AR B
COANPLRE KORERY PR
VI«
SCRFO] RSB MR R S SBAES.

19991 64 A

Y SUEL |
en B A2@
A=

A

| 3 ]
11




A1 A A OO USROS 1
A1 A FA A7l D AT BA 1
A 2 A QATO HFM oo eemsea e 4
A3 A AFUE W 2T TA e 5

A 2 A AT O] BA BIZ coorooeeeeeereemmmserememmmsrereese s 7
A 1A 2vA JAFAAL 29 [T 7

1. 28] AFAA T A Y 0] O] oeereemeeceueeeceiseeeesaseeeemmseeeemseeeeeeens 7
I B M DA I I e OO 8
A 2 A AR JAFAA Y HF QO oo 11
1. B A G BER Ol oo eeessssseesessseecnnan e 11
2. Q. A B H BA oo 15
Al 3 A AFO)UIA G HIFI]TE oo 20
1. AR R 9 A G 20
2. AT FHTZFZ] T oo 23

Al 3 Gl A 2 FAA I 25

A 1A DY A W EF eeeemmmmse s 25
L SFHIO) QdAF oo 25
2. ] O] A Y W FEFH e 26

A2 A YZA O] AH EI e 27



Il =] WA 2 G5 # oo 27

2. A TRAE WG L dojiv] G 31
A3AAAF M} A EF o, 36
O R 0 = R - R 36
L o R OO 38
A4 Aol Be AUARE AT 47
A 1A ZA ML R FAEA . 47
A2 A A AR D MR A e 50
A 38 THAY A e 52
1. RFE 0] Ry .. it oo It =y - Yool B+ esoesesesemememensasanannnseen 52

2. 74 o] RS . JEINATIONAL UNIVERSITY LIBRARY 54

3. A Gl J)EF ABAFFEA s 62
A4 - ZHAF] vAY A o 65
Asd A B et 69
Al 1A AFATO QO e 69
A 2 A AT BFA] oo 72
B L Bl e e e 73
ABSTRACT ccoeceteeetreete et 79
A A e 83
B B oo ee oo oo oo 88



1-1> AU AR50 GHl Tl BB oo e 3
21> ZANZHEY EA oo 10
2-9> 274 A2 BEEAY O] oo 13
3-1> FQ Z7F A ZGul AU s 33
3-2> A=y Fu Al F{HE 35
3-3> AFEATAH HFol T A e 45
4-1> AT A FA o 52
4-2> TE O] TrAl et 53
4-3> AR FTE7] T O RFO] iicriiciiecieeiin it eeeee s 54
4-4> 9 ZAF G0l EA BT ZFO] oo 55
4-5> A Gufo] TAQA BT} ZFO] 56
4-6> ARG H o] B O ZA] e 57
4-7> A Gl o] FFAFIF ZFO] o 58
4-8> A ZQVAZI Z 0] ZFO] oo 59
4-9> FUIAA GEFQ A TFO] crrreeererrreiiereeeesesiaas oo 60
4-10> FUBAA G ZFO] o 62
4-11> A G o] AT QA I oo 63
4-12> A G O] QIR B s 63
4-13> A G FujEr] D FuHlE s 64
4-14> ZAGH]O] TPA QA e 65
5-1> ZFAAZ AT 8 OF oo 71



1985

<Y 3-1> KT&GE AZGM GEAA ommeeemmrrmrereressssssesnnnee

<39 3-2> =xatdle) /& AAx

KIAY 4-1> AFEG e

_iv_



A1 A 2
A1AEA A7 D AT FA

2 &7 2 7|57 gdgstHn A
Qe oA Zrlee Tz vdgd wek e AES S8 AAAE
AAS9 Ak A auate) &35 FHAL £ U G
Taka Aok

108313 =uj wujalol kA wEm AR Fividsel =l
Azsto] wep Guj A AL rofubz o) ZAb ghu) Admel ZAFFo] Hojgx
oo A aFerujolakFAHKT & G @ Korea Tobacco & Ginseng Co.)
NRol2 s 2o w8S 7189 gou Tt dufe AR ERES
&£ oz Frhste ko
Zoujl A EAlE AV FrkEEsIPer Ay wxotd FASH
olo] AlAFHE Twat AAAFHA AL skl ek ARNEE st

o Aujyeld TAze AAWES ANBA FAFRE AT &AL @

|

rob

A eks

SN |

"

rO
X

<t

H

v
=

P

Fow AAE AT Que Foow, BuhAg vhAR ARl AEAE,
3

oM =] 8k v}l A € Hero g oo

S grEa 5 gkl gt

1989 9} Ak £l E7) AREAES BY BT 46%(AF 3.8%) 02
3ul



2y 97d11Y IMFI #9718 oA & & 23 x£d 9Iit
ol ARES LuHAEo] FAFHNE B Fol A k] avE V)
AFo 2 ALl F HA FEA 49%7t2 dold MHuz7] His
2 oA b HE 5718 9rlE sAch asd 39 BoiMe 98] F
502 Ha A7 EAZ HAEHAM A ofFabgul 4n|rt FhFA =
ot gl

ole 9= f HulZIdEol vYT AEHe FAe} LuxolA B L
A FRER 7HAE HAF e 2o ZEste AFd 2 UAdgoZH
av| At &Fo K&t 7] w&o|tt

T 25d M A HUJEL AFE Pz U &3 £
& fstd A4 TeH WAA Vs E nF 2E uF A AFHY Mux
€ st slon 4wt HE Mo 2 AFoE diwrt A4sn
Atk 53] FuiAEF S HHEAQ Vs F o2 Auxte] M HEd o
gh AFol FulEnte AR Az FulAA o] o, & s, ASAH B
WAY 43 714, JEE, dAA5 A" &4 aelxn 42 2 A Fo
U AAH &4 54 8<ld wE fujr) o) RojAYE HE Ax
st Qo] auxle] i3t " Q9 &F(needs and wants) 5 Au]zte] ¢}

AFE dEEol g A7k asn & 5+ Aok
4714 715 E Dl AFe] avgee) 4y AT Fotg AHpY, <@
1 1>olAoh o] HEo] Folx @ FuiE TYsH: 2MAES 118%
ofm, R 4vlAe) 8820%E 5 AR wuE Pdsm Qv oz
2AFoth 2 cauEe] Hdse] g dEws) du 2
W= oA ANt FRE FAR O

7

10
Hu
i
AU

D 2 QATA g AFE RS 2, 1999,
) #4229 (AT AHeel A AT, 1006 Bl B A7,
3 WeR, TFAGuel sAGP] #F AT, AFUSL A wE

1994, p.33.



<E 1-1> 2anAE @l FoidE

el A %
— AFFo] Folurz o= E9) 37(11.8)
— Enagel 7 o 271882)
|
A | 308(100)

Lo
i)
)
™
%)
ot
=2
R
Hl
r)'
of
o s
==
N

b
AbebzA] gatd mAbgu) AAE o= fF S¥i7IdECA 1 AdE €9
El

=
1o ol olsh e nARARS FEsm WA AsHE F
st ANERAH FQ AR &7 o), ndah ANE T BRH A
Stz Qe 4u A7t Bew st AL Fohdol FZAA Folokw 7)
ol 4, BAY & AL Roluk

Gelme RUsuASel o R BuE NEHEAES 2 sebse
vl apSo] FujA el vlAE slARASES FYsiol Fk

welby B dA3E IAgy] M3t AAHog ydste FEES A
AgPE BAS Eite] A} BAEe dojxl mpAY A A (marketing
implications) & “¢] ZFAbghuj o] whAI” Ao thaals Al FEeld VxAs
2 g8t dd E dF =79 1448 53E T

B AR =fo AF SR et o

aa), omddulel §9 Adol b AFE 2MASS POR dtof o

¢

% AThe dAste] oA Fuel FA FFol A AF

-3_



0

B
i

oly

&

Hr

il

diell A59 7]

JJ

Mol %4 Ueubn g

"

o=t AF 2 v}y

;g
ps

B
o

Nlo

A7 S A

Z] 0]
A S

:rL

ok

7} 7]

=, A=A gl FolAE R, Fgakuie o)

bl
ojp
£y

or

—

0
G

~

pil
o

B

A2d A4+ By

3t o}

%
1= AFe) suluERA o2 AP} AFsHe A

=2
S

Y

Rl ]

+

A
1

BES

o
.

BH 73“

&7

stol Aol of

Kjo

)A

il

o) 7]

—_
fite}

2 A7

SPSS/WIN £7) 5 7) 2ol o8 24

bl

S

=
=



v 7o Uge fRuPue FAAYol Ak 2¥AEE o
of ol5e ATEAN B4 Wis oAU vpAY dekol VY W
dolz FAloz ATANES AZshel Faue T Lol Baw o}
AE AARE Aes WEoz FASAT

ol va) A, B4, Al Fde $old 52 ofgA HrsD
e ma AE AATE ofW ARE Fao] GAHW FEe) BAANEE

249 53 QA2 2ASD FADNE GEsE 2uAEY o

e ooy Hex 52 FP¥o TR,

wowpe A4 sATon PAPden 1 AN WES T ok

A1 e AEoza AT 2A dFe wy agiy =g 74 2
A7NE e FAACR w Ave 284S W AT

A2 A A3 Fe AT o)2d wWAS s e FeRAM 4¥]
doiabA e ololoh 48, aulate A g JaFael Amolnl st B
2 o= gue] FUNE A% 2o 9AE HsEe YANES 59
s geddg. = A 2 380 Wee Ba, AFsbHe A 2L
do el RAATY sHol Bas ol2d WAS AN

A 4y o= duje] B 4ud BF Aol ATet: PR oA

A7

2abe) e, ATsbae) 4R AEA A, ATsbde 3% 2D 2



Al vhAY ALY 5 R

A5 %e B AT =22 v



Al 24 A9 o4 WA

oA ME A 4 F AFPAd Bed A7FRDS FEsheH TR0l E

Aok WA, AvjztelALA A o] o] 9

A 1A auA AR ot 7

1. ana AR AR o]

ol

td
)

Sen e WY AL BE Qo] pste] RE AR W)
Aoy el $@E oadR AgS Rolol xgEe AeA X

MAHoZ AMS st; ukd dwrH o oxAAoY T T

. [=4 o

4
2

Al
AEohet AeaA shte) A5e Adsts Rojnkd Z Ai]lel oW AHe
Cuayl gsiAE WEAl WobE Fol shtel Ae Ag7bs slob ¥k
grofo] ol Apgrol TulZ @ eluk X @ Aol AE X, YE o

Se Aeg Azt Aol Arkw 1 AEe shuel AAE sok sk

gapo] Q= ol W, AuAt HeE gebse AL AX RS
QubAL olw S FuiE e Za® AFew, 2R g g
e(no-choice)’ #9letn @} FAY AP “Feol duolg wign
= oaAdon ¥ & gt otk el Aty suAEdAL duY

) 283 Taw At g, 1998, p.440.
5) L. G. Schiffman and L. L. Kanuk, Consumer Behavior, 2nd ed., (Englewood

Cliffs, N. J. : Prentice-Hall, Inc., 1983), p.534.
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Aol althdl aFAM ofw A9E el By Fole) Agme vt
e ASlol wet oWl qge FaAsol ¥ Aow sy 1y

vzt Foly qAAARAH L snjate] BEA AAd dH, 2
ghol 2etd % /i ol wet dFgS wol weth
ZF NI A wet AZps Ftej@Fol zhzl 2o dE ARE A
AM A A, A7tEES HES AUAE So] dF
izl A7), Ad71E AXEAM 7SS 7] (family life cycle) sjE ol
whel Foj sl B sl AS Aotk wEtA siAgHel s MEYS
TR AFS nAY ALS Fysior €@ A9 goy, HIZde Ay

Al 7FE A 3= 7) (psychological life cycle)E 4h3)

F FREe A A A RES AY Tl HelE WAL
A me gebd AR 4E odd AgAe &
o) R STFES AW ATl MAuAE AEE A RS Fa

st

9) Lawrence Lepisto, "A Life Span Perspective of Consumer Behavior,” in
Elizabeth Hirshman and Morris Holbrook, Aduvance in Consumer Research,
Vol. 12(Prove, UT : Association for Consumer Reseach, 1985), p. 47.
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of

10) William Lazer, "Lifestyle Concepts and Marketing”, Toward Science

Marketing, Chicago, 1963, pp.130-131.
11) J. E. Engel and R. D. Blackwell, Consumer Behavior, N. Y., : The Dryden

Press.
12 985, AAA, 1997. p. 301.
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2 oA"Y ARUACIES AE HEe AEsks] As) ol Aetds A
4 oagol Bag ARE AT A, okREe) WE BaA o
F o3, a3 A8 ool oA el B ARl Y FRe AE

2ol 70 (self concept &S self image)®] TWH S Au|aprt Fulstod ALg
st AFS H9Ystr] 9@ HE&HE st ofolriojoltt. Aot 2]
Aplell dief ze Ayl Az Aot AnjAEL ztobsid YA
Ay ztol A S FAANAZ A BAEE Fojsid oA HES ALY
AF EE Aujz9) Auzizhe BAE NEslr] 93 w=8E g

2z gAAAR AP L FrIHE, A g, Add He 3% 22 Ad

=t}

A827E AU Qe &Fde o

QU SNE 4, AE S ALY 79 A, AR, 25TE AANHA &

|

a)

mf

Ir

4 Wese gadE de ¥

-

g ZHA7E e | hE 12AA KT

o

) 283, AAA, 1998 pl36.
14) 2AA, pl35.



T F2 AUAE 43 7= ol A E 931 (state of
tension) °F7] € ZFolw i AL tA] n) 2ExH &7 (unfilled need)l

o3 Frg Aotk AFELS £F v Z 9 (Abraham Maslow)o] < 3)

Akl 7] 278 A& E2 e AU WFe A 831E 3
ot AAA PG D AAS QAE FUFLE 5 Q= &7} A
& B8t gz ez gebstgdrhine] gl M, A Ao &7
(Bed §7, A K90)71 BEE Follgtoryt ggo Y &7 (o} &

Aotdd K7 - dE, A, dAgo)A.
AorEST &4 - oA, 7.

Atg 3 AL &7 - J19F, AE, A4,
A S5 - A ARy, A4 HEe,
AA &7 - F4, B, FAA.

15) L. G. Schiffman and L. L. Kanuk, Consumer Behavior, p. 24.
16) David L. Loudon and Albert J. Della Bitta, Consumer Behavior, 2nd ed.(New

York : McGraw - Hill Book Co., 1984), p. 384.
17) Abraham H. Maslow, "A Theory of Human Motivation”. Psychological

Review, Vol.50. July, 1943, pp. 370-396.

_.18_



Wepd £uAES 2 479 FRAEE kg gE & Aok auz
AEL FEAE FUE uAR ARUAIAY 2A A o
#4993 Wtk vhAY ARYACIAY AP S wHAE

7} aulae] welUoslE &7S B4 S NEFES AEL TANY

A A2, @7 S HAAE NS Tt B
AFte] fr1Ae] dee nAE AYH UAS W,
wrolgr @l ATEo d@ @zvlze] E74Heln
Dotk weld A4 Abdel mebd FAE 4gel daME A4ste u)
7t gzl o RS 7 E efiEel QY E: ARE Fohd Hw
b solshd MEdow destn xasste] 45

shrolet '@ lQlol WL Bahel ZelAl MAtE WFAY WS B

Fop st e hE old Aslel el AR Foted £5E AL Bay]

44
flo
jab)
N
N
e
o

Ao GH FEETHE GAR BEE O 45F 540l B AuAEol

A7) 8l A Y] E=ES ANE MFEE W A AFL Fol AuAE

N e suASe] HFAYS it AN PAZM 5o
Fol Aol Qe vtk Adolg Azl tistel AU He g

b g otk webd Ade 2k of| AET Aulso] thsted Al

ol

o]

18) L. G. Schiffman and L. L. Kanuk, Consumer Behavior, op, cit., (Englewood
Cliffs, N. J. ; Prentice-Hall, Inc., 1978), p.59.
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2 2 99 3% Ade AFold AES ouAE WASA Ho T
B2 ol BE: ofm ZHE wi ofolrolo] Wt APSo] &
gAY HzeAow WalA He AEHA JAAH Wb =7 L P

BES TG 26 Hee vwA"AA FR83 T o7bA] AALE S Al T3

ohoRA, Aa BEE BohEs AFY M, Auls £E A 57 e
Sl E4e A AUz e suA Adel 712stn ke Aol
thoolg 2e 4SS vhAY AFe) Aol T2 suel Wk BA, 4
MAHEE suA FdEe) 2% 9 WrEl/lL sk wepd Aa}
AFe Foholf Ei Fuhska] R ol fE AmA sk AN A 2l A
HEs 328 W52 48T

Al 3 A Zxo|v| A} PI7F

1. BHoln X9 A%

T2 Uty ARERee RS AES EASte HezA Aak- Azt
S B gAY AES s Hsky
Apgete Vs, A 28, e 2 AAe 58 A4 AL 9w
s
gAI(H. L. Hansen) 43 E Szt £ & Soizie] 4F £= Ap
E o0& A3 7EHAM ZAFES AR EHE T, B2, gag 52 A
A A et st

o
ojN
o

A

I
N
2
N
-~
N
2
N
1o
o]

19) 43 A1z A1y
20) Harry L. Hansen, Marketing Test ; Case and Reading, Richard D.
Irwin(Homewood, 1., 1977), p.344.
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dubd o2 7|g], & Hujat Hdo] dujste AF EE AHlLo] #dho
g2 244 7o 2T TEs) e AssE 9, 94, 8o, 715 A
A, gzl wmE RS0 AFAE EIdn B F Aok = 7Idel A4l
o] AL S EAslT AAALY AFozRE sy Al ARst e o]
Z(nrme), 49 (term), A3 (sign), A3 (symbol), 4l (design), =& °l&9
% 3%t combination)°l 2} 3ttt

A E= A E(Brand), 4 ¥ (Brand name), A ¥vt3(Brand mark), E#°]
=o}3(Trade mark) 5 <2 7t gz 3¢ A E % (Brand name)2
IBM. Tide, Snickers, 28l 1 Diet Coked} o] Z&& & + U= 3 84
24 9o 22 T £z FAFH gl B&e] stsd Ae #etx, &
o} 3 (Brand mark)E MGM2 AbAh, Buick®l A4S, T Texaco® ¥

2ol wedw £ g AEY T 84w A AEY ANl AW FA, d

gelo] o] st RHEE WE

Ir
r
=)
2
)
2
2

1:1
)
>
oo
)
o
4o
£
n
2

M us Aol Foj7 A Wakel AEE o A A A¥E Tdate B

7 o] o},

cu)ae) BPoERH ndYe tuAEel £WE ¥ W 2ASI} B
= AE FolM HuE W, LuASe 54 AFL FuT £ AD 2 A

Fo| B4 WA FHoz HAL A Hu Aoz dHug AT
o g ohAE B A BAse AYARRE Al AFS Adssin
HAE wds YFAA sn 2AAEE =8 £9 g BEs

(branding)&= v 23U slAIE A 25 Faste & & AtheD
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B E2 A dig Adiole} o] AEaAC gig 2 ogm 7
ol FF3 ddd o) AR Agdso Y Auxe AeH FxAA
bol, "S54 AEFd #Estd AdEE 85 A" Aoy E
(Emotional and Esthetic Qualities)” & A Fo] HAstE EA 3 4u)z)
ol H2degrt Aol 49 e, AR glg?iol
o 29 S A¥E vzt A4E £arE dho
2H)abe] AEo g olm A Fujeal AAC A A p )
FEolm A= AF HWAH FAA YA, £ 714, B4 5 Auz &
P, A R AxRdAY FTH V199 WA 2 kA" A Sol oA 3
BEY, ol MR St F AFE FolAl FE olu ATt A AW AT
< Tuldte o &olskAl Fu
2 AEE AFE FUHAANAEA AFAA Y BYd EHRTGE HEA -
AV EA, F 71gel s AR AP H oju]x|of os) @ A
weo £3 423 T (Brand Perference)= &the] Al Eo Zdg 7o)
e Ggojshe dEe] AoA vl Folste AFEI £ EHolA
T HER AFHAILEE A EHYT e AR o8P AT

ol

g waE

i)
[
ox
1o
i)
2
2

o

49 NS e, ARUEEE shte] Fujelelze) da e ),
drolvinel AEMBEE WP wAHe] ok avMlAF SHAE

) 383H, AAM, 24 1998, p.226.

22) 1. A. Horowitz & R. S. Kaye, "Perception and Advertising”, Journal of
Advertising Research, Vol.15, No.3, Vol6, 1985, p.15.

23) Dunn, S. W. Advertising : its role in modern marketing (Holt, Rinehart &
Winston, Inc.), 1969.

24) Jacoby, ], "A Model of Multy-Brand Lovalty”, Journal of Advertising

Research, 11(3) June, 1971.
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el F& olulNE ZA =YW a2 2uAE 2 AEe] FaAo| Yg un}
O 2 AEE Pty e Aol Al FHEAY 3oHeg Hrigtor
W HE5E Yebdo

vzt Al oM BEE AF TFHA BE R0 He AL AbAot
a2y g3 gt AujxtEo] AU AdEelnt 9xste AL uigz)

shA] Fstth dbdo g Aulae RE AFY 28 #dE £ U 5ES

o

239X Ry WEel SAR 4RE FEA wn FuE 397t 2o

ey O RV B2 ZEY Hol Y T AL oty g AFE 9

2. 4% HrpF

svlzte] PulAAel 4B AL addowA A, AEe) FA, st
54, vz, 28k, olulx So] Qo oled 2l JFoz v}
SAAES Fuistr) A8 AAscl & Fuidde) e A de 4
Zo de, Fujz 53 2L ol YTk

e Gradlels o yelE ofe 74x7t glon] o2y Brhaql
e AFEY FHe Fexd wo 2%d & Aok 4vAEL LE AEo
delN FEE MUY o AFHoz Ags: oe Hrrze Adn &
o, 7 4E7F sulabe) vheol BUINA F @Rom 7t A HAE
of el WrhE & vk =@ Auae 2 AE #rvEo] A4dA
Avth FRF7bel wet 1 BH2 JHE AAY 4 A aEe auAE

& 4RE AU ) YFoRe] Fad P FEE AEst AR E Adge

=
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(o]

=3
1o
[-)"
£
o

t

-

MN

25) w3, Tawla ofAb A4E; , s34}, 1996, p.296.
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Fojazt # g dE AE FAAM 2H AEE B H9 Fuids A8
2 Nesly) Ao el 7hx Frsp BesA @ Relth =7 FoAsE A
zgs 2 nay a7t ARE 71EE 28 A9 FulaEo 2o
o ARE Y4y Yot Be =g 7| gojor & Aojrh wpEbAM 4]
2pe] oA A FegS v 9908 olpz 8]lo] AxHH1 U7 HE
of AulrpEo] AMEo|Lt AFol tE olsie}t AHE Eol|=F st FEE
Aty glo] HlE WrE 7)Feol @ F UEEF Fofop & Ao 7
Au A5 AES FujstEd glo] AF olmARTE AFS £4, I3

EN S FAHEA FEAR o) dxAdee HrEr)E] o] FAA
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A 3 A Guje] A 2 AAA F7

o

2 goldE Ardy E2Q gl #e olsiE Taivl flskel gl
qabst AEH Ao P FRE TAFE TE I el FTRAEH &
MAE 23 AR WES FHOZ Feise mth Boz ¥ FelHE:
JAE Hewst g4x) ENE LAS “YTY Fupe BB 4FH 2
of Aglol @ olsE =R

it

A1 A Gule F R Fw
1. gulo) A

Zuje] oj¢dn} A3lE BW  Tobaccod ol ¥ 1492 Ay w27} ofrig
7} AdES BAYSL Y 2F Fup EQESo AERD AA7]+ Takacco
(A :Pipe)oll A g Aolth 3 FujLEo] NicotianaZb 220lil FAE
o] Nicotinedld ©]9] ojge 15563 ¥ 2FZ T ZTFA tiAAY Joan
Nicot7} @Al ZTa~ o S (Catherine)ol Al Ful Fxkel vl A A4
of o] A3t NicotthAle) o] &8 WA £ Aot

a7t S8 U dalg AL 2AAW 150 Fai 10416183 o
2ogrRE AGHYoin ok 2AA Y olFHe AFKFACEERE), T
o] AXLVH(RBEF)SA FEAN AYHAT 71EHALH, AFoR
Age dduls FER(EH) £ HxENF st AgFes ¥E Ev

o] Fx9x Ao wet e Fefol wet g2
o 2 FME HFY, A9, Fx5o 19609t AAEHAG. FAF
U w3 o2 Asistn 19093 dTAE



Fol AEAEE AA 19119 49l $FA 49 H Bright Yellow, Cash
Cantucky 59 vl= SMF Hzto HysmzAy @49 2o §9 Aoy
AR 2 BAFE Aot}

Mol 19129 AlFAF F 19159 A LA HS ARe A=
shdlont daf, Wa o2 191892 st A ATt 19600 vjEo e
FH FAE 29 2, TGN AFGEE) AEst] @A go) Aahd
SE7t HolEF FARAE o] FA © Ao|t} 26

2. Hule] Ao 9 FF

oft
2
i
[
o
2
<
e
)
x
N
~
B
3]
)
©
i
Jd l')'

(Nicotiana) Al Eolt}, FAHE LS
Uasdolgty dste 5 FIlRZol=g g3t oza ool Qo] AZA
oS FE Ao2ZA daxE dolualgte #F, 2ajujo}, ol lE
3= RNl Abebxth 9] 20 Htolubi Ao| AujHo|}.
%€ “Nicotiana Tabacum”# gjAJo}e] H% FWx AXol "Nicotinan
Rustica”®] 2%o°] vt 2Est3 RRze FME volagZE oadeEZ 1

HEF, AAE, ATl Ao

Azgie] FHE BY 99 g, Hegu, dAaTE et Q=g
HA 99 guls Tl gul(Cigarette), 82 whull(pipe tobacco), 2+
w "ollcigar)7t don olF M Gl AddulE Frhe Ao} B}

(= % dHele) e st dAY Bgor we A By

N

ok

flo
kS
)
oo

26) SERWANFAAS, TAF

olf

23k, | 1988, pp.149~150.
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gule WEe) AR ASHA ¥1 E5¥ euwoz A4 279 §

He B ez 44, 249, TR HAAdd
A =chul = (chewing tobacco) 19200 W) %7] ©l=rel A 7i2s o, A A
Zol, Mg, e AL BA 5 EFAQe FAGH: ofAVTES A AFL

gk= bl (snuff tobacco)s= 53 ol
g Az39 05mm AE 7MEE wsEn 2§ oY A7 Fol AEEY
£ oArtE FFWe utEdr &o B3 JA S Ton iZgs FolA

of wig A shsichzn
A2 A I Fuje An)3 3
1 sjAze] wd 2 45 A%

1980 49 SZPwjlaTAlE MAZE WstE oldl AT ) &7
Wae Aolewma Fu guiAge oo A Hulr|gdSe] FadHe
2 zes goax oFAdulel ARFol AFHe o], Mo
2 A= WEA AsHor FAd o FA WA 94d 2
NAZZAE AFL v FE A ¥ FA-dA £5 AR, =

gz gaso] gt} ool AI WA A )
Az Bofl e AATFe A&HA A, JEAEY FAMM, AxAAe]
Aos Sog auae s AR AAY A= AFL Az THIA

o gujAlz Ao skl ksl vlEstd, 19803t Zell A 1990

rlr

27) SZGuiQidEA AT, AAAM, 1998, pp.150-151.
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THE B0EW T 13 FFAAA 94d

WA 7] Asteq 71 AE7|AE 1&5712 dAstn AREEE) S F2F 7t
o wet n&EFREE)EET] T 57 X
A ZoFs AFststd AUAS B AFGB
S FuidaTALel e FEAAE AZRZAA AFoR AFS FFo
T et Ed AHAA Aol A AFES EFce viEFEoE FEE
o FEold AFE BvlEr] st AFA
FE EFst F Aoy, viFold AufFAA A M LA AF
S W=st7] Hste EFse Aoln.
KT&G AFFEL2 27k WP o2 o] Fo|At 2 AA, gz AojAEFS

AzZNN 2 Ao Asach B4, LaBRAFL APl F37)

U

4 BFANA BHITIRAZ B

A A I AF FES AFEF d=AFA 14E, 208,

258, €W & ol&stad LviHE7IA wigdn. AU LE FEA-L]

o
N
N

2We 232 Aol P shEsh: B 4Y Eshe W
=

_;Tl_
ol Atk EF, Tl oE A E =MHAY A5l
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)
)
o
o
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)
ol
i)

28) el A4 TAL TS gl atAb Al6d, , 1995, PI5L.
29) 1A, TEuAde] FEFEY 2T AU B vludTF;, S 49

staAbste) w8, 1997, .35,
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9 AT 2o F4Ho HITHA N2dg
237 29 AR

olgt & FFAAE 1Yo E YegUd e 2o

<39 3-2> dFdEule §F AAE

> 1R
1t
[
=2
o,

Ho) gt | FHAA} [ [eier 4
2 :

—  GHAEY 55e
T auAEe Wsa
———————— > 9 EYAE 2L 9w 9z

AR nFE Tkl FEAZAY 25U

FHEUS MALSEY =&, 1997,

g Bl AT

i

KT&GS A Aol aiFshs gl it A2(dda)e SEHAA
2 2Ho BT HIAHE M0 Ao oI DB AR (Ad Y
)8 AL S KT&GS FgAtdol vlste] QMEIBS folalo] Po} A
=4 ddEE S T3t o
A=A E oA wiEste g KT&GS 2ol el o3t uj

We olgsta glen, Aol Avtd A fHo] M A

g olgeti Althe 4T R S8 L 28 T A4S 1AIZE A
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g oA FE 2 Ay wjd Axe 2A 9E 2 F Y =

2o wet AR BB Fujste AvidolAle KT&GY e 3y
g o] A7)HQ Ao wet FrjHog wjrstE WS ol &3tk A7
fEA F2L 3Y FEOEE o]fdy, c@dFrIe Y FEHY A=
e wEan, FE7F e vy ASE 1FY FUE VIELE
HNA F7) olgdelx 1A 277 U Alde JAEA HE Brjsta
i=3

aglm 9 =A GujEAle 52L& KT&GY FExA vlsteq |F
drstoz ole} e AU FHsy] st Aol A s FEe
HolZz 1 A7 HAd AEL FFéE A HEBRWE 2 dod, i

S f2lat7] 9 o4 shx eluelE % #AFE L AT Ath
2. FAtduje FUNE A ¢ Sy AR

2o D& o FagdulEs 20970 dAY 10094 Feld Hy olF A€
JTe o]=¢ PM 99 Rothmans$® BAT(B&w) 7} F8 ZAAteln] &=
Ag) A AEFEe AADTALE 68%F Ax(1999¢.149) s UE
o]% PM w7t ZAabgtul Ao /b we AFOE FUAR AA T4
gl E 521%, 9B JTY mtd=AEo] 41.7%F A G A
938% M &3t e FUINE F8 JAadAE d%L 2y gy 209

) =3

C@zE g4z AYRES A



B4, FAYA BRY 2uBFo ©E 45z FrdE BiEn
19933 1995 Ato] 24%2He Aol Mol HAES J1Feke 5 A4 v
#9) 519%9 131%5 AAstn Ut obAlob- gL BT BHPAGoz

N A9aEE Hhsn Qe

JT(Japan Tobacco)®| HHjAIG & 7]Ec] LEW SHA x4 Bolu}
=Ah Szl e AABAV HAHEAM Av| 5] &FE wgdi= A

w9 7 R AR, Adwels A% R&DO A AlAdE s

Uiy

WE 5 U wdor 7Idxd S FFstn o JTY viAd 852 n}
A=A 2(Mild Seven), H¥1(Cabin), 18] 7} ~Ef(Caster)E FA o2 3 3
delBdsd 4 £ ZAstEo] gioh gl ol d niAY &Ed o
g etz dAujAld A5 WY Agsh SAB A= e 2HS
REEA FgA el g a9 #E5E AAsAT

agx e JTIZSAALE Fi dASHE 7402 3 A= 8
SHHAAE S AP og ntdEdEe dde] Bas 9 3 Ay F 10
FF BAEg 7 AEHAgoq FUANFS Tt U

222 Qg M d(Rothmans International)2 A f#oll A 7Hd 2 o)

Aolet & 4 otk ZAWA(Rothmans)®] ¥ A4e 9= ydete,
e olgelo} ofdUE, s @ F k. madize AYxAe F
UFHO AT dAol A8AS Polsts AR #2] 282 725

Stk PM, BAT, RJR#%= e 22wias sjx)yol BA=gl sto]x )

[kl

AA
FEAM #ug JAE A Aok o] FAlel I A BHUAD =
Rothmans, Dunhill, Stuyvesant, Carven’A’, Golden American, Lord,

Winfield, Belga 5 =Wl A sty Qe F5S F 15F0 ol2x glon



AR 92k gu) 3 ARAFEL 39%F AAsn 9l
BAT(British-American Tobacco)x Bl =ZolAd thAl WAz & GujgAd

American TobaccoZ 1994 d 109 &&]dl A439 1 American Tobacco

rir

}
2t} BATE Kent, Lucky Strike, State Express 555, Benson & Hedges ¢}

2o AAH BT FHS Fu & vrtx Jok. 283 American

199541 Brown & Willamsonol 235t BATE &3 JA A B

de e dde FI RS FHOL AAHA DS A28

ol

Tobacco <149 Brown & Williamson £ & w2t Carton, Misty, Pall

Mall, Lucky Strike, Summit ¢ 2& BHZE QFdo] wat o bgg3 A

2A A AT S A "HAdg @A T A FAvjstn e BA=E
F7FFo2 WA dx GulF AREFES oFl6%E AL A

AA H 4vlTe OTUE 5E3MIWIEO T gk A 2uFA

e

i

Bolx gluh MA F& wu Au|Fo2E 91dko] Fxo] 315%, U=
9.7%, YR 63%, Aot 40%5E MED @ FHHAF/HEY Fu) 2uF
o] Mxat Z7tatn Aud. FoTbE Axgy A FE BYE <F 3-1>% 2
t}

<E 3-1> F8 TUbE Az AuF

(w9):o)2)

527} 1994 | 1995 1996 1997
b2t 1,091 1191 1,250 1,220

Z 16561 16,856 16,628 16,790
zap 901 833 880 845

%9) 1502 1581 1,500 1513
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( A%)

Exds 1994 1995 1996 1997
A% 878 920 932 1,058
Ay Ao} 1612 1,641 1,683 1878
o] g gjo} 965 876 877 882
SR 3,210 3,182 3,184 3,333
Z3c 955 1,003 975 885
| A] o} 1,770 2,110 2,155 2,130
Ll 983 992 1,030 1,109
259 829 780 788 766
Efo] 7 946 969 1,005 1,000
S A teln 800 800 850 860
= 946 910 910 882
o] = 5,089 5,184 5,175 5,165
gt 52,046 53,050 53,057 53,299

e 0 el A4S A A A b B 1998.49

W A E 9ed e FulzbA e wE stgadet A7) A
2 Q13 AFaE A SAE9dY & Sog s duiad A
Hujr oo B Wstr Ao '97d 3ERE HAadB ol AR - AYH
of whel vhgMm s HAd(x ‘99715 HAdRs /i on TR E o
1942 73" © 1998.12.24 #1993} 3] A3 B39 o Zd)o g Pujn
7 XA, 95d1Ed M FUNAFFZHo] Ao wha} Fulrt



BAoR shs ASel: At 5 Fel o@ A BAsEs) Az
shelch E 979 6ol AW mTe) FRN S e FAoz

HE 24k A
olelgh Ab3] A AW} LHolA 97d 11€ o]F 2AH o Azd %
719 IMF 2449 5ol mE 2719202 da) 25t 154 273
AE BAY =g Lu7F 3338 Fasdnh ol2gh o= abehu) 4
7 @4 973 129 A HFE EASEY] Alzete] 98y o ZAakghu) Al
BHFES HA 4%ANM H168% W= TF& FASHAA 2d el 49%
&9 tehlo] 899 Ael¥ HAFEL FARALH ol e
dae dnslvlsh IMF AQAAlze] %ol BE 27734 917148 2
el ARbARl AE T ash d=vle] 2™ty FkEolg
Bo7lol A3 dAE 4] Fol7|2 #FAbEo] 9Fatdu] Fujd: B
o2 B a3y FEEANME Ak AR
HGge o ~8% AL £Foz tha Z7H4E JeEWn o FHAES
2 Bolzc} ‘R0 ol FE o LAldu] HG&

o

<E 32> AR U ikl HE&

et
o

HE 89 | 90 91 92 | 93 94 95 9% | 97 98

A ] 456 | 438 | 505 | 540 | 6.60 | 890 | 1250 |11.00 | 11.35| 4.94

A1 379 1399 | 460 | 499 | 595 | 6.58 | 953 |12.30| 1588 | 7.67

e o gEEEl A E AL 1999

_35_



A3A YAE Nsxe A¥A 59

1. AF do5x9 39

Q] A F A & =(Foreign Product Preference)3V@& ] =AbAlFoll tigh A3 A4
gol} oA & e L= AT o]u]lA(Made In Product)32et i
EdYrx 3, A4E= Z3(Country of Origin Effect) =7} A @
(National Stereotype)s < &2 FHa o stoy, dUsAc 4
£E WX
A xT olmA"egE golv AAA YulEAM Axxm A FAA olvA
U Az AF o] A olnjx & FdEstE B2 E3] AR HO %o
o, “YAdsE"E PAA YuaA A= NEAFolY AMEFHF
(Product Class)oll ti& glE o]u|A & Uetlle &oj2 £3] AR Hol &
th. W7hAwk(Akira Nagashima)®) Az o]u Aol ik Aojuh &2 7
Jd ¥ (Anderson & Cunningham)® AMZTo] gk He AH AFESS

TEH B NI ET “FAA F2 AAHJ] dFAFA R L6 AE
X

ot

ﬂ.
3
i
(i

o ATl o] BEolW FHHA Aol T ¥ & 9
JFAT e 2vlASo] olee FRH A4, PP, BB, 1elw
AAL AL AFAF $4S AN Brsted o T 4TS &

o, X =, B s 2 F50 QlojA ArbAQl AFolu 54 A

Fo %9, 193 54 A=) Y /F) ATTE AEF ofv|A7} A
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Promotion,” Journal of Advertising Research, Vol. 12, No.l(February 1972),

pp.29-34.
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33) Warren J. Billkey and Erik. Nes, "Country of Origin of Effect Business
Studies”, Journal of International Business Studies, Vol.13,
No.1(Spring/Summer 1982), pp.89-93.

34) J. K. Johanson & H. B. Thorelli, "International Product Positioning”, Journal
of International Business Studies, Fall 1980.

35) Jerry C. Olson, "Cue Utilization in Quality Perception Process : A Cognitive

Model and An Empirical Test”, 1972, p.6l.
) J. Newman & R. Staelin, "Purchase information seeking for new cars and

major household appliances”, Journal of Marketing Research, (August, 1972).
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Journal of Advertising Research, Vol. 14, No. 3, 1974.
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40) R. D. Shooler & A. R. Wildt, "Elasticity of Product Bias”, Journal of

Marketing Research, Vol.5, 1968.

41) C. M. Lillis & C. L. Narayama, "Analysis of Made in Product Image-an
Exploratory  Study”, urnal _of International Business Studies, 1974,
pp.119-127

42) Akira Nagashima, "A Comparison of Japanese and U.S Attitudes Toward

Foreign Products” 1970
43) C. M. Han and w. J. Qualls country of Origin Effects and its Impact Upon

Consumers Perception of Quality In Historic Perception in Consumer

Research | National and International Perspectives, 1985.
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44) Warren J. Bilkey and Erick. Nes, "Country-of-Origin Effects on Product

Evaluations, Journal of International Business Studies, 1982. pp.88-89.
45) J. P. Bannister & Saunders, U.K. consumers’ attitudes towards imports: The

measurement of national stereotype image, European Journal of Marketing,
1978, pp.562-570.
46) o] 9-8&, gt oA Avwlzte] A E W Aol AP =A Py
W g3 423, 1980, 249 pp903 218.
) B Teeluel *512}01 AGE MEo] A3 AF, | AAM ALY =
'\‘Z, 1987.
) A8, "TFAMNEE e g W, | 47 Harvard Business, 1984.
49) P. Krishnakurma. "An Exploratory Study of the influence of Country of

Origin on Products Image of Persons from Selected Country”. Ph
Dissertation (University of Florida, 1974).

_41-



r?-
R
o
=)
X
o
e
-

oju]z| ¢} patell BT FFE v AF Ay
34

A7E nW S AFo B ALY

rlr
>
b
o
@
N
(o]
JEI
U
-3
>
Kl
=
it
o
AL
rlo
id
=
[
o
A
oX
tlo
ofm
=
EY

A e Y Aojgke A2 2 deRA ¥ 5dA TVAE AF Ao

et 2vjate) 2 z2b2 a5 Az=d o A s Peue A T

50) C. M. Han and Vern Terpstra, "Country-of-Origin Effects for Uni-National
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1988, pp.235-255.
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<E 43> HEHTEY Aol

2 X’ df Sig.
Al 1111 4 892
AE AR 597 4 963
AF A 2593 4 628
A | 10.698 8 219
a2 10.99 8 202
= 15.779 12 202
34 15.262 16 506
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A e e,
thab 250 web vt a=0.05FFolA o] E Beln . F, 50U
plukel Auzb:= WA 271, 50~ 100941 v AFE 268, 101~ 1507
zulabE 261 12T 1519 o]l &ulAbE 2338 uERd A%l W
42 9|4 Pule FAS U2 oz Prle gl
<E 44> AFA e} FAR7} Aol
PR bl | A |EEax] Addel | @t | df | S
A 219 | 258 | 88 | corepa| =
A o o 5x ] | "BTAE-03| -080 | 201 | 960
. v & 143 | 260 84 - ,
AEAY % | 55 a3 |4BIE-02| 478 | 201 | 633
Yoo | AAE | 258 [ 238 | 87 - )
AR | Ghd gl ey o5 |609E-03| 039 | 201 | 969
+ A5 o | BEAE | Fo | Sig
ezt 749 2 374
3 7 eyl 214.774 290 Dl 505 | 604
* 215522 292 :
Aok 8.334E-02 2 .
st ey 215.439 o90 | MOTEOS | 056 | 945
% 215522 292 :
Qe 6.073 3 5024 ~
L oan eyl 209.449 289 e 2793 041
% 215522 92 e
Ak 5812 4 1453 _
24l A 209.710 283 '7,;)8 1995 | 095
% 215522 292 -
) * p<0.1, ** p<0.05
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<E 4-5> 94wl YAl Bt Aol

¥ Abelss | BE | BEAR HE Al | gt daf | Sig.
4 219 | 242 87
J oo (Y
ch & A 2 54 7o | 147E-02 | 131 | 291 | 896
5 o o u & 143 1| 72.42 79 - ‘
dEAR | % 15 | 54 ‘ez | 625E-03| 064 | 291 | 949
= AlAl 258 | 241 85 -
AFAR | o244 %5 54 4 |T78TE-02| -523 | 291 | 601
T ¥ 25 3 df B 2E Ful Sig.
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a9 Ao 202716 290 699
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ezt 1.573 2 787 1132 | 324
3¢ ey 201.628 290 695
3 203.201 292
nYz 1.277 3 426 609 | 609
25 Heu 201.924 289 699
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A4 A 201.960 283 701
% 203.201 292
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= 255
Azae | A0 BB A T 2| 13 | 201 | 67
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% 339106 | 202
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as Qe 332792 | 289 | 1132 1828 | .142
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e 35671 4| 8918
24 e 303.435 283 1.054 8464 | .000
3 339.106 | 292

F) *=xx p<0.01
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28 381 | 524w | 30E-02 230 | 201 |81l
. N&l 143 263 95 ‘
FQlodn A% 130 | 28 93 13 1.178 291 240
B A= 238 | 255 95 , .
+ 2 %3 df | ##As | Ful | Sig
Az 949 2 A7
ik Ay 257.133 290 %87 535 | 386
% 258.082 292 0F
Az 3.142 2 571
3} 2 Ay 254.940 290 '§7q 1.787 | .169
% 258.082 292 ol
qet 1.480 3 .
AL ek 256.602 289 s 555 | 645
% 258,082 292 8
Akt 6.123 4 3
29 ekl 251.959 283 tool 1750 | 139
% 258,082 292 1O
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<E 4-11> 9=t Hale

FEJIAE

3 P e LTS e RN &
Fp 2 212 279 763
ool = A 2 204 269 734
=k 182 240 65.5
B 2] o} 137 18.1 493
e D4 32 86
oY 759 100.0 | 2730
xt}FEea o7 2SS #+HE/759, #xx1l £ /278
<E 4-12> oAt Eule] Q1A AR
R dxdm | A ol | wEYa | @A
. 52 60 43 33 193
HEE 26.9 311 249 171 100.0
o m 60 45 32 185
Phel =412 259 32.4 243 173 100.0
o 8 47 55 35 32 169
S 278 25 207 189 100.0
35 37 3] 2% 129
B Aot 248 98.7 4.0 20.2 100.0
7 7 6 1 21
7I& 333 333 986 48 100.0
| - 189 219 165 124 251
| 4 271 314 937 178 100.0

2) =44 Sl FollEr] 2 Eiis

oAk gulE Toiehs MED 5 WE F, vhgu B BEol
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o] 10% = vl A4 ®atn ik

<E 4-13> 954k gl FuiEr] W FeiRle
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7+ 1 3
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2ot 0 49 16.7
&7 293 100.0
o) $- 36 12.3 12.3 12.3
2o 26 89 89 21.2
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At} 39 133 13.3 66.9
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& 293 100.0 100.0
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A0 AFo #HAMAME HEFEE FEFER FAAEe F3ad
(price quality association effect)7} i ARH & HAE d g7t Qo)
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ABSTRACT

A Study on Consumer’s Behavior for Foreign Tobacco

- Focusing on Cheju -

By Yong-chan Moon
Department of Business Administration
Graduate School of Business Administration
Cheju National University

Market share of foreign tobacco companies in Korea has been
continuously raised since the tobacco market opened completely in 1988.
KT & G(Korea Tobacco & Ginseng Co.) made a monopoly of tobacco
market in Korea so that there were no competitors for long time.
However KT & G invested much money for R&D to improve the quality
of tobacco. So that its quality is about the same as that of foreign
products.

Now, marketing strategies for KT & G are more important than other
parts. And they have to consider the customer-oriented policies seriously
because those competitors with strong marketing power tend to try to get
more share in the beginning in this market. Some statistics of 3.8% in
the beginning and 15.9% in 1997 show this.

The purposes of this study are to test if there are any difference in
recognition of brand for tobacco and to report consumer’s behavior for
purchasing tobacco.

To accomplish these purposes, 330 smokers in Cheju were given
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questionnaires of which 296 were returned of which 293 were used for

empirical analysis.

This study consists of 5 chapters:
(1) Introduction;
(2) Theoretical Backgrounds : Consumer’s Decision Making;
(3) Theoretical Backgrounds : History and Present Condition of
Tobacco;

(4) Empirical Research for Consumer’s Behavior for Tobacco and

(5) Conclusions.

Frequency, T-test, Oneway ANOVA and Cross-tabs(Chi-square: x%) by
a statistical package, SPSS for Windows (Release 8.0), were used to

analyze each varnable.

The study can be summarized as follows:

1. There are no significant differences accord to demographic variables
such as sex, state of marriage, residence, age, educational background,

income and occupation.

2. Consumers who are younger than 20s and in 30s recognize foreign
tobacco brands through their friends while those who are in over 40s

recognize that through tobacco sellers.

3. Consumers who make less than 500 thousands won per month mainly
recognize foreign tobacco brands through magazine advertising, while
those who make over one million and 500 thousands won per month

recognize that through entertainment facilities.

4. Consumers usually make their own decision in purchasing tobaccos and
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this fact is not significantly different according to demographic

variables.

Most of consumers buy tobacco in supermarkets and convenience

stores and some In entertainment facilities.

Supermarkets and convenience stores are frequently used for
purchasing place of foreign tobacco. They are more favorable for men
while entertainment facilities are more favorable for women. However
consumers from counties are used to visiting coffee shops or cafes

more frequently than those from cities.

Consumers recognized that foreign tobacco is expensive in the main.
And there are no significant difference according to demographic
variables such as 'sex, state of marriage, residence, age, educational

background, income and occupation.

Consumers recognized that the quality of foreign tobacco is good in the

main. And the lower income consumers, the worse reputation.

Consumers recognized that the design of foreign tobacco is good for
the most part. And there are no significant difference according to
demographic variables such as sex, state of marriage, residence, age,

educational background, income and occupation.

Patronage for domestic tobacco is favorable, especially men than
women, mai‘ried consumers than unmarried, vounger ones than older
ones, consumers who finished high school than those who finished
middle school, and consumers who work in the occupation such as
business, engineering, self-support, speciality and freelance than those

who work in entertainment facilities.
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Limitations to this study are as follows:
1. Samples of data were collected by the accidental sampling, so the

results of this study may have the limits of application.

2. The answerers for the questionnaire in this study were accepted for

smokers only.

3. Demographic variables which there were significant difference in
previous works, were imported so that other variables beside them

may be missed in this study.
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