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2 Ao A AMEShE T2 &0l BWE 2% (brand authenticity), ~3EZ
AR, A= BlE A= HUE ZAA (sport brand authenticity), B E 37
%4 (brand relationship quality), BH#Z o3 (brand attachment), HWZ=

Al

A (brand credibility) o)™, Z} §0]9] % o= t}-23} 2o}

BAE AAA (brand authenticity)
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2014). Grayson & Martinec(2004) 2] AG-ol|A T3¢t o] 2 B2 AFoA HAH =

AAA A8 34 #3xA 1A A (indexical authenticity) & A3 2 2744 (iconic

3. A¥ %= BYE(sport brand)

10



A¥Z HIAE JPYL A¥= HIETE DHAEEFE QA Hojop &

W14 (inherent), 424 (psychological), AF3] 4] (social) WA AR A ¢kar
AT ol BAE S4ojn, B ATl BAE YA SAE T A2 = Bl
AXZE BHAERRY] 31

FHE 5 ol Jolst AE2 BAY AXE PO B
=

5. BA= #7 =4 (brand relationship quality)

2 A-BRE BAE AuAe BAErr 553 JEURA FEsiY AR
A8 ANz YAE Adoln, S oEshs WG HEUEA LnjArE KA E
st A2 A A A -Abs A - 5hA] Be BiReA BT ou|E TRtk
bkl 9l A 7 9] Awl kel B = 0] A E o w]| gt} (Fournier, 1998). 1] 2k}
BRE JA A =& FH] AEHQ A E 7hsA st S BAE 3 F-ogt

ot (3 9f, 2007)

6. BAE o) & (brand attachment)
BHE o & AH|ALe] Bl gk A7 AQ1 BAE FAEHA sk A
ottt =, 54 HAE9 AlFoltt An| e tisto] HHEAQl FujE & st =

o)z} & 4= tt(Jones & Sasser, 1995).

11



7. B AE AF (brand credibility)

BAE A= 2n A B =] g vg-k 832 7R o] thdt ARt 31 ol A
BAE7E HA 7S Aled Aok 44 7idoln, ZIdel AHlAtel Al H A9

M2 E AT Zlolgtes Aty FE3 #dEo] Qv (Hauser & Wernerfelt,

12



A 2% o]E4 WA

HAE A4 B o] Fou R AT BAL AL - Aol thste] 4 g S

HAUE 2o #E] 2 dola] BAlE 1A Ao

=
A
rlr
o,
o
! (
o,
o
=
ol
2
k=
i
o
)

S BAE AAA ) AFAA A, A8 ool A

A= BAA A S A AHHRD $AE A7V flste] BAE At

Zlska et

shA|RE B A o] Aste = Al 8, AY BAIES] AAA W}, IE Ul § 35 v o

e 5o 3 WEE Qste] anjxr @A e HAE ojux 9] Frhrt g%

SN, 1o webd Ba= WA Afde] thFEA Hth # oM 7E

HAE= A A& Jfdol thate] AR, vi= QAgAo] T3 3R SsA |
73

of thato] AH KR 7|2 St

S QAN ol % Srjats] el nAS AN, olvA BL

32

rJ

1. BHE A A

13



BAEE A9 AT FAMZE S AteR ANHwEA Bas

So| thekst =wHol A o]Fo]x 1 Qitl. BWE AAk(brand equity), BHE
o]m %] (brand image), H.#= o}o]”E]E] (brand identity), H¥= A4 (brand
authenticity) 52 75 &3l 2ot A= HAT 7HX & F53617] gk S 3t

Atk (Aaker, 1996; Aaker, 1997; Beverland et al., 2008; Keller, 1993).

BAE AR F4 ) el 7199 el A A S Al deko 2 A o)

K

I Fe BaE 2 4 A 9o Atk (Keller, 2001). T3 Hal= #}Aake] AH &
A] (recognition) 2F 3 A(recall) o2  FA %o

Q1#] (awareness) oF, AH|AS] 7|19 FHo AAH BAT AL FEel B

o

rlr

¥2

vAE Ao,

=
[t

o|m A & T ¥tk (Keller, 1998). Aaker(1996)+ HWE AAES ojH B =9} 7
BPEo] ol W A HAE A FA FAERA o] R 2 AlFold AH ATt
71943 719 9] A A Al Fshe 7HAE ST/ AY AAT & TS e S0 R
delstar BRlE QA BlE 4 A 7he 54, BlE AR o5 78 7Y 8aR

goseith. BAS AL HEHI] AAAE AFH v

AAol  TkEEEe webd &BRY] TldigeEe] FopAER A EHF
74 A -2-9] (Sustainable Competitive Advantage) & &H.3}7] o] ¢ A

al
S5 YT 54 BAS AN FFORA I AFS dold PR

Keller (1998)+ HA= o]u]%| (image) & AH|AFS] 7|9 Zof AAEo] =

BAWE AAAF(association) o] 28] Wl EE Bd@ o] ulsh X]Z.L(aware,ﬁ%ss);ilql%}_” =]

14
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Aaker & Biel(1993) 2 2HH3be B E 24k 755 fleiA = Bl=el v

5949 Felsha S5 Qo] BLSTIL AL, ol BAS A (dentity)
1 9 A A o FAThn sl ek Aaker(1996) = HASI FAN S

Aok stz o AES B4 F 284, A A, A S4NA T geha sk,

T3t Kapferer(1992)+= 2= AAAS =214 8, /14, &3} 34, LA 59,

BAE AAGLE HG3$ IMClintegrated marketing communication) ol 2] 3l 4]
BPLE ojw A g} wh A}t (Aaker,1996). =, BHE= FAAL LS WEA] IMC o Y &S
n) of &fm, o] & Qlalf A Ql WA #] ko] & = glom, BT Arhg ¢/ skt
71638k 4= itk (Madhavaram & Laverie, 2004). o]+ & E 2l Bl = FA|Ad-2
AHAZO A BRE on| A& FA sk 88 AT st wiAE AFrUAClA
Hepe] Z3bo] drk(Aaker, 1996). H3 A= FAA I} BAE= o|n|x] o] AA=
BAE AR E vrEolA Bul= A (sender) $F Bi= Ab(receiver) o] #AE E3l
8

¥ 7]% 3t} Sender (HAl=) ZHE AAHE Ba= AL A= A, o3
2

K
4
I
A

Jo] A 52 vi i 2] WA A (signals) S %3} receiver (AH]A}) o Al
BT o]n R 2 ol o] Ft}, o] A oA EfALeLe] A, Al QoA FAdE 4 9l
O wAIA] o] AAFe] AKX o] YIS F 4 1o HUE oju|x] PAdef i

g g vk olgek ol 2 BAE HlZ=YXAoA dets BAE ojmA A

15



el HEEA] BAE Ao dist WEst A orf My ojol dtr}(Kapferer,

2008).

19 A9 FUE s BASY 7b 3ol MEA Aotk nase

7HA SdE fEA B2 Ve BdE AAde A

L)
o
it
4

Haka ol&
B[zl Al ddete s v ZEs uefeta AEH 0w gt A A

A S M= 71 el BRAE GA S E 5k olm A Y] F4d2 71} 9]

py

Aerel oald AARNA @, LulAe W Z, 2ula B 4 8 B b

o
)

%S WA "fck(Morhart et al, 2015). 5, HW=ol /o] ZnxleA
WholZ ol X = g ol A 719 2] =g o] 2le| = v A= AFYEE &35t 3, &nl A
AAETE ZEA AL Sl Afotel] tigk Vi So] B7F B e vIA L, olF Fal
B= ojulx7} A Eh(Kapferer, 2008). Morhart et al.(2015)+ ©]# 3t
Hgoll A anjAE 3 7R 2] x4 ¥ (the objectivist perspective, the
constructivist perspective, the existentialist perspective) &% HA: =] A GA] &

kst 819l 3, AnjRpel] 23 nA =] XA H HAE 2L A ] 2

i)
4

WIS Axeeh A, AnRES BHES nAlY BEo] AAR] AR

il
flo

7 2 (the objectivist perspective) 3t 21784 o F-o] Fetkstt), A& 2l o] YAkR|

b
2
2

1591 7% 5o Anel 3

b
I
1o
2
A
2
o
4

dksh= Zlojth S, An A=
ZAHR1E2 A19, 71d, 71E 5 7 T84 #A (the constructivist perspective) & &
HHE AFyAelde 71 a4 GG oFE dddth AHAES Bl

& Al =0] 713l FAA o] A AR A B 7lES AL AP A EE
deksta ok A, APARkES AEFTEAQ Jid (the  existentialist

perspective) ©.% HAE] HAE Aok A3 o] B 5 QA2 et

o

2]

-

g3k zlolel B=o] AHAAAo] AT S Zt= HAFof AnAES 11 HA=U)

11

2B2ES BAES A" EdFse 4 AMed 3 VA B oE] ET%HEh &F
|l =2 * 1
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YAlelMe Bk 2 sAehe o2 Fal BAs ARU MY A oln g

WA 25, US4, A, 71T S3he] B o W el 4 2.2l o] gl
A9l %, B 5 AEE AR og BAE shel nAse 134 FEE

ekttt (A & 767, 2014).

A 2748 BAE A (Brand Authenticity) & 7133 E

2 doAes Ax= Bt XIAQGGY A F2E Feofstr] flete] HAE
WAl L&A HFdS &eld7|2 vt AN A 558 yotsty Hias
A8 #A A8 AFolA A3 325 Fotsto] Ax = BT PG A9 F4
Mol thst o] &4 Et|E vl slarz}; st}

1. A3 21¢ el XA (authenticity)
A AA (authenticity) & AFAZA 7MEe A HAg =z ApAe ZASFY] =

REte] WAL 548 5 9l ZHR olr, ol QA e Wl FRF AR

17



XA (originality, genuineness), 44 (sincerity) 59 7/I9S EF ¥33la 9lom,

BAlE GG A9 712 Jide] €

HatA adelA 144 =oat3ld Snyder(1979) & A4S 24 Ao 1
AHAE ewlstaL, 1R A oAl Bl ate] A ApobE w7l ARlS HolFs Al
‘] x17g7golekal A o akglnh. A Aol Ak Zpofe] L G 3 Apel ol A

BAE B ARG AR G Y S B 2R ARUACI A 2ul%t Ao}

et al.(2008) &< &4

AAglel 77k vHAE ARy Aol el A BAE IQES =7

Harter (2002) = AL z27] U4 AH 9 FEo] Am dAste= AS
ojulgttiar &gl ol=  AY] A AV Aol ¢ UHA BE .4 E
LR Harter (2002) 71 v st A7) 142 BHl= 4 7hA| o] SupE 14 3

o]% mhgoR o Bt AN HPYOR ANT 5 ox, AV 2L BAse

1o

AR IMC ol 31l 2@ 8 2 o A o= a4 e 5= gl

r
1o,
N,
>
of

A5 (2009) 2 419 BlE2A], =Y 4 o]AoZ =}

Y
o
u

=gl wgow orly HEg AR AAA wE e Fgee e
A9l Aoedr. o2 Ads Ao Agate] dAurid, 719 EE
s

BAZY ARUACE HEY AP FTH AP S DAL F QLo

T3 Golomb(2012)+= A st Ho)E el | A HA
‘e W AFE Qe o Wt doj Algo 7= g = Qivfar
FAsH, xHAo g tyys Auc 4 B3y, #opo] e wo g

AM-ET



‘Z}7] 2l

o] &3k Harter (2002) 9

o

B
L
file)

=
=

‘self authenticity’

AlE] o 2 A

9

/\o]—

94 ol

o

Tl

7H_19]

1

T

Taylor(1992)

)

B

x
4

O
"
1

)
o8

junt

ol
100

—_
fi%e)

)

F-S- v % oh(Fritz & Bruhn, 2017).
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fite)

ATy
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A+

Snyder(1979)

AN AR,

AfryAold 184

(M3 &7 57, 2014; Beverland et al.,

Harter (2002)

A7 ol e ek FEo AA

(A7] A2/ A7) 24)

-7, 2014; Beverland et al.,
2008; Brown, 2003; Gilmore&Pine,

2007; A7-5-&olHr#, 2013)

135

N

ul
ol
ol

(2009)

g4 2] Ay Aol 214
(Beverland et al., 2008; Morhart et al.,
2015)

2v2Fe] Apol T4 el A (Self

congruence)

(Gilmore&Pine, 2007; Kapferer, 1992)

Golomb(1995)

Lewis & Bridge (2001)

271 4 =] A4 (pscychological aspect)
&7, 2014; A2d9&ol 54,
2013; Beverland et al., 2008; Brown,

2003; Gilmore&Pine, 2007)

2171 42 X144 (pscychological aspect)
AF3] A Q1 7R Ktk U A 4] 71X
Heidergger (1996) (A A& F7, 2014; A&l H4,
Z/ﬂg] /\ﬁFﬁq
Sartre (1943) 2013; Beverland et al., 2008; Brown,
ApA1 2] Y Fo tf st A<l
2003; Gilmore&Pine, 2007)
EY & oAt o 7 A Ao} a2l 8 Ao AxyAel A IAHA
Taylor (1991) Aol E=HA =424 529 | (Beverland et al., 2008; Morhart et al.,

2015)
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2. BA= A3A (authenticity) & 4

7191e] s elolt nay A 29l
A AEY 5 AR A

| A Al Fo] gkl (the era of the choice economy), #AHL A ZAF

oM GG v T sHAl e =7

1o
N
i)Y
i3
e
!
-

Q3] HlE vl =YX 1

N
Hr
)
rlo
b
jus]

S AeH vAY WA 1 395 dol7ka Atk (Kapferer, 1992). ©f vrolrb
AB|AE AAE AT 07 Al U= AH|E ZX3}= AU (the era of the ego—
economy) 7} H o7t glom B == 7] 54 95 (functional satisfaction), 323t
738 (experiential enchantment), & =2 R (Aspirational fulfillment) 2] ©A =

2B xe} BAS A& vrobrba 9tk (Kapferer,1992). Kapferer(1992) 2] 4=

anlAe] Aop FAe] Hi AP AdE ustgon, ol nas WA
w09 7127k B AuA Aok F4 ] BAY G, BAS A A4 2 A
7127} 99,

A
A ATHAL e BAE GG JiF ol AlEE webd Ax = BlE
A de 'E A7) SlsiA Absler Bl g stels X

A A (authenticity) &) A3 AFolA 1 MIY EAY FZRE FAstE= Ao

AN

sttt g EAQ AFAE Gilmore & Pine (2007) & Al A8 A= AAZE o] 3k
of &3l Qlttar o 71X gkow sl Fo]l A =SHolr H5 o] Al E 2] FH 3k

2 g lvar qpgskas Add 2] ojm A9 Y]Ee wkE s Skl

Rujgpe. %
bt of

off
32

FATE olgfst an|Afel st olslirt HAde] 7)ozt AWeily, 719
28 2Fe] HI Lo o] & v o vy ks Sy stal 3 s)of shobal 5kl T
Beverland (2008)+  ‘Iconic Brand 7} H7] a4 zt3HoF & gi&

A& AAgstslal, 7192 =3 (pure), %33 4 Q1 (approximate) , w2

X
o
8
(@)
=
=B

A o] Moz Bl S sljof dtr}al skt Napoli et al. (2014) += 7]& Aol A

commitment), A2 (sincerity), @A} (heritage) 2] A|7}A] F+x9 B = JAA =4

AAY S e HAE 9 AS AYS g 24 dAE 932, Morhart et
1 _'-..'I_-|-li &
M= M
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A A (symbolism),

A1Z] (integrity) ,

o)
AN 29247} Q1A

A F A (credibility),

1

T

al.(2015)

Jﬁmo

Ar

!

Bl

)

BAE A4A

=

S

A4l

=0

A4 (continuity)

(brand authenticity) ©l] tf
I BAHETE s A BFEHAY AR E BEFO R 1

o

A
o

q

xé/d

iy

Z]
o]
=

3]

S
Ay

LSRR
i

Brown et al.(2003)

o

}9t}. Gilmore & Pine (2007)

dAPg oz 43

214

2+ A (natural),

1
—_
fite)

717, e

(referential),

=
=

L

RN

%l 5]
EORE

]

-
find

¥ 3} (exceptional),
HO]—O] o}ﬂ e}

=

5 7 A o=

=24 (original),

(influential) ©] 2}

AN

o)

W
!
!

o

R

o] Ao} om| x| gt

=

(approximate authenticity),

1T} Beverland et al.(2008)
[e)

[ Rt

A

[e)
o

]

.

°©

S

AF

S <=4 XA (pure authenticity), A}

ot} Au| AR, 7149 uiHA

A
=94 1A (moral authenticity) = 7 2] 3%t}
A

o} Au] 2] 2] 33}

g3t g g s o), ARy Aol

Ay Mdor BHAET} Azt A AgsHs ok}

A

b

1

[}

ok

)

T
P B

==

T

°
pal
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W BHPE
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AY 1 g

=
=

AR 97

=

T

A e Aare] il upeh A v

T T o ~ —~ — -
e U B e ) B B S B B CRN  B
T BT B R S T S B R
W LW A B h
© XK - ® X Lal_ BT = T p R A oz ooy
In 1 N ML) mi S R
X q XS E N o om g o o X
How o ' OH ow ol o g Wy o L. 9o
I R
= RO I Kl ST ) 5oy
—_ (] ju 0 I - T, e po _
D B I SR - SN T
il = = T T % S Xowm A2 A4r oo oy
oy © Ko Q X ~ X ot oF = -
I O T T T B
X = — - — ! ﬂﬂ_
N o4 §E o o gy S X _ B8 g X Pz
O B o~ o P T T o F
X o £ r o Noogole ® g U MM W %o
w R TR g F o W om o 5N )
—_ ® XX ¥ X 4" g oz O R
3 <R B A
5 woow M C ) T o] P
S = 5 T %o S
SRS T T T 3T W :
— ° X i S = Eo o — TO 1__/| o
ZL il ~5 S 0 0 = i _l_ X.._ X O—H N X
n X0 o3 X N —
~ 3 o & o+ 5 4o e o
T o F o T x M FoD g e . N
o )2 0 B Bo o =y -
e R T T ol A N
= R = T S B M
S 2 R o 49 o T
A R R N o WO E T
= £ 3 E o om T 8o PN m o
% T L <L B - R I S Ry
g 2 358 T fa® WP B
Q - (8] —_
o i Jmu, R W ® C = B mm ol ) 5 X
4qr 1am.v ol z o m o7 o g 1o ol g I
g f —
s 5w 8T 5w s P oo @ F
2 T % 5 o T = XN I
S S T R SR C I I S R
S W T N =2 A e ROPR

=

Attributes
Indexical: particularity valued or physical

Iconic: associated with the

encounter

bt

e}

%A
23

2>9]
5ol

S

‘;:‘_1]__
g

o

=

A
(e}

_"

Exs
=

Perceptual Structure
Indexical and Iconic

Authenticity

g AUNE Srk <

T2} 10 u}p

1

°
pal

Researcher

<]

Martinec (2004)

Grayson &



Researcher Perceptual Structure

Attributes

phenomenological
experience of attending to one’ s senses

"composite photograph" in one's mind

Beverland et al. | Consumer interpretation

(2008)

: Indexical Cue, Iconic Cue

Pure Authenticity (by indexical cue)
P HAE AE AL AlX Y =

3

stol 7}=%

b

Approximate Authenticity (by iconic cue)

SN S ESHET

cH AT O] A A QA
TAA 2= A

Moral Authenticity (by indexical or iconic

cue)

tHAE Az A, Al FA T B

%4
Continuity
Consumer perspectives
Morhart et al. Integrity
. Objectivist, Constructivist,
(2015) Credibility
Existentialist
Symbolism
Brand's past, Virtuousness
Consumer's self— Brand Heritage, Nostalgia/ Clarity, Social
Fritz et al.
1dentification with the brand commitment, Legitimacy/ Self
(2017)
Employees representing the Congruence/ Employee's passion
brand
3. B A= 2AA (authenticity) = 7 A3 AF

o

Tk H 2 21

Bt
r2

r

Mg 9, 2014; Bruhn et al.,

Napoli et al., 2014) 9|4 +=

24

T(AAE ¢, 2014; A4

2012; Fritz et al.,

b & o8, 2013;

2017; Morhart et al., 2015;

B 10474 Jidel dsk A4 Ao A H%oqb} NS ]
-":l'\-\._! _'q.l.': | __.:]_



L

OJ%_O

AEH 54 st BAE G AL SAS AT He L A9, o] HAE°
BAE B (BA= o2, &9, S5l vA= &l Ut aAE #sls &4
AT=0] F&qH I Tt
Bruhn et al. (2012) & thekst Ao Bl =520 2G4 Q19 HE AFolA
o144 (continuity) =24 (originality), B} (reliability)
AFA 2~ 5 (naturalness) ©] &2l IAAA QS HIom, I M
W= (satisfaction), ¥ (involvement), ©|7]#] (image) ¢t #EH /Nddds 221
XS B =959t Napoli et al.(2014) = 7€ AFE52] u#e E3) 2=
ANGAde 774 Zhelag]l 2 Y531 CBBA (Consumer—based brand authenticity)
scale & &3 FAF A3 A4 94 % (quality commitment), 734 (sincerity)
A} (heritage) & 3 7FA] 2H o] A/ Z =2 AB[A7F BAE 217G o disfiA Q1A ghthar
Tl om o= ko R V| Eo] EdF R HAE IS At A At
A= otx, 1 A3dE FAHske=dl AE7F 2@ Zolgtar ekltk. Morhart et
al.(2015) & &p|apEo] I8k 3 7HA] #AolA e e 1S Aiatglon
M2 x4 (objectivist perspective), %% 2}2 (constructivist perspective)
AlEA 29 (existentialist perspective) 2] 3 7FA] @A A A454 (continuity)
2744 (integrity), A A (credibility), 43 (symbolism) 2] 4 7}A] 242 BH =
G40l Ae= TR, ol= BAES viARE &% 9 74 99 35 (indexical
cue), A" AFYUAoIA 2]l ~EF (iconic cue), BWME 2913} (existential cue)
T2 YT wom, AAst wpAIE o thst 39 md BT I FA o dFE
nHoka ekglek B olgA FAAE BAE JPATS v A BdE
o 2 (emotional brand attachment) ¥ 3742l -4 (positive word of mouth) ¢
AIS v|HtE AHE AAEATE Fritz et al. (2017) 5 BA= 1042 A8
st 5 A5 st Ay 21 FRE A BHAEE
A< % (virtuousness), 28] &} Ao} A A] (consumer” s
°] 944 Bl % (employees representativeness) & 0. %
=z W= FAk(brand heritage), W= 3= (brand

Q17 7 3o

Ab(brand’ s past),

=94
A7 A
A
A= F9A (brand clarity), AF38] 3¢ (social commitment), H# %=
_{‘O
25 i

ol
self—identification),
A &
nostalgia) d
A3 (brand legitimacy), Ao} 2] (self—congruence), 242 44 (employee’ s



ER RS

consistency),

2 74 (brand

j

H

relationship quality) |

individuality),

ol

2 (consumer—brand
Schallehn et al.(2014)+= W 2 =9} 3

passion)
214 3} (brand

3T
R=3

u| T U M N @ AW ox TS U OF oo W T o
G oo me oL T O OH oM R W % o5 o R d| o5
gl ~ ﬂﬁ e T, JmM 5 B M Mw Ao T W o 4r e o o
A o T g mM_ oom X2 R N
© T = N3 » & B s < W T E g o Bk X
S N S A . ORI S S N N
B — Eo _L Jl — HT ‘_lr.Vl = X o X :.L X0 G EE T
E < L] = w ® R h ® o3 F B
G T o &k m oy TN T o Momom oo o T ™
o g 2 X g oo s oy o FOH T o T
=0 o o= B X - B S R S go W W Bz ) W)
= = M TN W T w e N Wo oX_H B o my _— G2 Aror =

. ‘ o _~ = X To N am —
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economy)°] tiFgel web avR} zote] A RS flsie] HAETL
2B AL of| A ¢l Wtotol & 71x] o] A o7 WA S AT HArk 7] HA=
AR A7 BT Welshs 49 oA HE=A] XAk & a4 THAE 9%t
ool st FEA B 1 AF Ao fFE AAHU, 2000 ddf o] F=
B2 et 7]Eol] A AnjRp Il el BaE A digk 7324 Ui
Aol My Qlrk. gk 2010 A o] F2 ST 7]E g E ATFEY
A3 Q25S vhgoR AQH B ME A ER 1o B @450 HE
ke B AP d7Eel AYE; Ux, vl A= WYY Y5
2B[AFES B dE 49 HE A Heell] JABAAE Rl BaE AAA
249 o)A A Aol B3t AFELE WA E I QIuh <E 3>ojAE HAlE AHA
S5 DA BE #d 2R PEote] BAR AFW ATES A7A A=
skt
<E 3 BERE QA AF A7 _ A7 E Bl AN 9 5 A5
A=} BHE I $4 BHHE Bl=dd A 3E
Morhart et al. Continuity, Integrity, Credibility, Emotional Brand Attachment
(2015) Symbolism Positive Word—of—mouth
A4, o] &] e, B, A9EHEA, HAE o2 A 9], BHE
(2013) A, B, AH57HsA, =7
A9, 1843, &84, 484,
AAE 9
AApAy, TG, 94, v A5
(2014)
54 A4,
Heritage, Nostalgia, Symbolism,
Napoli et Brand trust, Brand credibility,
Sincerity, Craftmanship, Quality
al.(2014) Purchase intention
commitment, Design consistency
Schallehn et Brand individuality, Brand consistency,
Brand trust
al.(2014) Brand continuity
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o=} BAE AAHA A B Bjedd anA 3y

authority, fashionability, consistency,

Choi et brand attachment, commitment,

innovativeness, sustainability, origin,

al.(2015) loyalty

heritage

Fritz et

al.(2017)

Heritage, Nostalgia, Clarity, Social
Commitment, Legitinacy, Self— Brand Relationship Quality

Congruence, Employee's Passion
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1. A¥ =0 JMX| 8} AX = BAE JFA

2B A7 BAEE Hests 7)o 8 AE, AuA @ o]2 E3 A3 o) A4
ZHA e mbEE gojM Apof vk S, BAlEgle] 134 F 2 3 (identification) &
8he SA 2 A8stn 9ok (Fournier, 1998; Kapferer, 2012; Kim et al., 2015;
Mael & Ashforth, 1992). Q17+ A}3| A 0 7 ojWl o|ulx| 2 B H A =7} =951,
T whEbA Apofo] By AR A I1E

Fehs AAY, BASY ko] oAE LulAe] el o o] A
EH

]

L= 2319} 9] =423} (social identification) =

y

o FQ8 9AxE AP A= dHd vHAI"EOAM= BUXEo AW}
7164 (utilitarian), =4 (hedonic) &9 NAE HolA Aol xEolar, o=
U AR slo]F HAE F YA (brand identification) 2= A4 AA S F3517] <

o|Zgltt(Mael & Ashforth, 1992). H3F A= AFstola] zfol Tdeol st

AC)
rlr
N
N
An
rlr
[
=]
e
o\
i
o
iib)
o
o
k=

Q1AF (self—presentation in sports) ¢ ¥
2= o ot BEE AAsted vg T 2ot (Leary, 1992).
wEbA] A= AFEA z2b7] @] oidh e (impression management in

sports) = AobE TR 7= e 4B EdEoA RtEAl adsjor &

i)
)
ot
]
offl
S
ol
=1
[
R
)
illy
rlo
[N
Ry
m
offl
o
i)
)
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N
4
i
h)
o
Rod
e
2
ol
ne)
>
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AXZ=0 NEES VP SEAHOZE S (voluntary muscle) S 83 A1A4
g5 o7 oyt 11 HHo] AlA A JH el = B, AFE A AFA 3} Al ] el 5

Anti—Doping Agency) & A¥= LEZA 71X E A7Fe] Al (spirit), A (body),

vk (mind) & &2 (ethics), 77 (health), B2 3 4 # (excellence in performance),
3413} =<¢] (dedication and commitment), T+& ¥ 1782 ¥ (respect for rules
and laws), &3 (fair play), F@¥ Ao (community and solidarity), Arofs}
At el o] o 8 & (respect for self and other participants), ¢172 3} W% (character

and education), 23 (honesty), €7] (courage), M1} =7 (fun and joy),

B9 T (teamwork) £9] 7} 2 %3] Simol= oz Aosi Qt) o] E

¥z BRAEE AR BES B Fol, A AA Ex oY AN Ao
AUE APl 1| FHo AR L RO R 8 AF, A 29 AL D AT nAE

ARUAIAS dlok @ Zolxm, AHEA g Axe]l e W
Eal

SZ =4 (sportsmanship), ¥ o]Zd o] (fair play) 5 AX=4e] E3lo] #3h
MQVA | ALe] 2 7HA S EF | oF 8, o] 8 st AX =9 I {3 F3F HFAE0] BT
A Q Aol HEg Eojof sk Aojt}
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Fst1l 9tk Huang & Humphreys(2012)
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Ak AR A0 A 7%
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5% Baho] £ulA7} 8,

2] 2~ (Nike Plus)’

3z

=

‘Lol 7]

] Alo] A (application)
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=
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=

1T}, Ramaswamy (2008)
of| Al ZAn]x}e} A B

[e)
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Ax= BT olux] AAE AATO M AH|AERRE BHAT AAHAS
o1 w-A At

2) SR 87

WADA (2003) = Q17Fo] AE =X HEEA] X7 oF 8+ AL =0] 7}X| & spirit of

sport & Ao3S L, ol B AX = FFoA] WISt Zolof g3 W AISSI T

:\9

WADA (2003) ol 4] st Ax= Hil T AX =9 Hgld 7139 ddd F e
‘courage’ ‘dedication & commitment’ |, ‘determination’ SoZ

rx=gdgole &7, = A, A9, AR M = glon, o] e

s AAA, A el §71(courage)d ZHAZE wig- FQFS AWt

A th(Corlett, 1996). ©]99] W& Ao £7](courage) & F3F AE =9

-]

nH 2E2 BAH AARA F

to

skS FAsla itk (Downward & Rasciute,

2011; Huang & Humphreys, 2012; James, 1964).

o o

T

=
1o

Lot A =o et THAE ST e

§2
rlo

Eal

[N
Iz

A=

iy

[e]
R I e B

H

v A=A Adatr] Sl wAlE ARIAN B FAE 7HAAL 2]
BAE] iAo wE HviE AEZE S0 wrhkal ok ot (Adidas) =
2004 dFH  ‘impossible is nothing’ °lgte= S 2 1S W sto], AF=9]
Aol 5B Q18 kel AX B eof thsh AME BT WAIA] P07 FHSHL

Atk EIFsS Zlolsk gltkels BAE HEE e o] ARl AAAY] B

[>

= A EolA ottub Al Ax = tf st 7Hx|#HS AEsitt. = AFH ol A (The
North Face) ¥+ ‘Never stop exploring’ 78#¢lS %3}o] &
BAE WAIXE Lu| Ao A AEsl T A9o] (Spyder) =  ‘Spyder Ultimate

Challenge’ @& olnpdo] A5y T2 HA4So| 37 ojdts AL = oHE

i

A& 07 NFHHEA AgEolA 7wl gk =dolet= HutE 7] (courage) o

.__;rx;! E k:JI
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}3131, Clothier (1937)
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=
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Ul s (R7E 91, 20145 M7, ol e, 20135 48, 2014; Choi et al., 2015;
Fritz et al., 2017; Morhart et al., 2015; Napoli et al., 2014, Schallehn et al.,
2014) 9] A5 Farste], oS BHE R A5 A 2vAe BAE HERA Bl
A &4 (brand relationship quality), =¥ = & % (brand attachment), H# =

A1 (brand credibility) 52 A3t t}.

1. 28] A= #A 2 (Brand Relationship Quality)

AAL 91(2004) = AHAF A= A= An[ake) HRETE sd3 A9
FARAFEA ME Agohs 08, Au A BRES 1A, ol Abg-ak= & 71 ol A]
= Ptk =, 20l BE2A 2H A7 B =) A9
AA A BAE FFe] AHE7HA 9] BE g Lnztgl HA=o] AAR

Zolt}, Anjx Bl = A e A= Fournier (1996) 2] 6 714] 211 2] 319

al

Aoletn e

o

A

i
oL
1o
Ot

g

Al Z+

X
o

€

©
=

7N

xé,ﬂz%h /\]_ﬁgl OHP__(]-, 7]—;( X oH;d— 61157(4 O:b,]— x] o] A A

=

oL,
o

7o 2 WA Eo] ¢t} Fournier(1996) = AH|A—-B A= @A FAAS

9, 9174 e 6714
Afow AN, sulel AT BAZ A% s AL 2uF HAS
2 EAolet olakth o] F AHow sho] Be Fe) ATASol

t}
dololn) 4ulA BERA AulA nAE A o a9 AEEL A
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ol 2], TAHE (2003) > &n Ak} B E A E E48to] A7, Apolatd, n X7+
3 719 89l K3S Mdsklal, A7 (2002) & AvlAke BAE A fFPoR

R E A, A/ BA|, A of 2 BA, Aokxd B, F-d 4wt B4

(o]

s 5 7HA &kl T & Al A s TE Rk Al st 29 (2014) 2 o7 BRI=0] v A

E #AALY A QR0 ® A5 oE, AMFY EF, HEY T 3719 skl NdE S
W3t Thorbjornsen et al.(2002) 2 22FQ1 A4 oA 2 Au|x BA= A

O

218 AR/, Aol A, AU, FEY A 59 4744 dh9) Ao B4 FAT

AW B R PSR, B BASY olg 2o B4 FREL AthHANT,

2003). W3 An|xte] HAT AFGA QX

~
[P
o
>
o
|z
)
[
L
1o,
)
oX
X
[-40
iib)
flo

A e, Ay or BHIAE HAAPAo] An|x HAE= #BA F4 Brand
Relationship Quality) el T3t ks F= AJAAZ AL AFE  F3l
U] % 1 (Fritz et al., 2017), ¥y, JAA, Fu)x] k5 A&{HA & B 144

EAE0] AnAF HHE 3A FA- IS Frh(Aaker et al., 2004). T3t B3 =

kS #t}(Grayson & Martinec, 2004). WA miAIE o] BA 02 4H|x HA=
F3tst7] flstel BE 1Y /S e o2 A gfof st (Smit et al,,

2007). =, v Ape} B E 3R] AV AQ] st EV 42 1A s A=) 184

M & t]) &
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2. BYE o] % (Brand Attachment)

2HIAY] HlE R FAZola FU|AQl BA FAE A% AR HUE

i
flio
u
¥
30
X
:OL_"
N
rr

N7} Utk BT o a2 Bal=o F7]F <l Aat 7hx
anzke] BAE "t @ 4 9la, 719 vHI" ARy Alel A Akl Tt
A% g9 4 9t Park et al.(2010) 2> Av| A9} HAl=9le] A4, S HAS
N T 7} 2n| AL Frf WFol Wig T JFE v AW, AT Fo)s FE AL S

WO, AH[AS] Apotol BRAE9LY] AAES B9 dANAM T s Inn

I
2
folr
kit
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£
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2
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>
=
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ot

319 th Rust & Zahorik(1993)+ Bl
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fol
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2R dek 4 gFo vk 2 st o sl o, ek gt R S-S B

710el g4l Y& AT &3l

2B AFES 2|9 AFStolA] HAERRE AFAHE A7) 4 (Arnould &

o

Price, 2000; Beverland & Farrelly, 2010; Holt, 2002), ©] #goA A
QAASHA HH B =of FAAQ AFS 2 Fh(Rose & Wood, 2005). Morhart

A (integrity), A# 4 (credibility),

@
&,
[©
<
NS

lo
o
=
I
2
oX,
ox
1o
1B
ox
iy
of\
A

4774 (symbolism) ol ek 2uH|=Fe] 1A 9 B o5 9] 57k} )13 A7}
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2nzkel 719 dwel thek g4 Sle =k JidES BRl=el Al wEEol

WEAELA o, o]elsk BEeE vAE ofs o 7Hg o7 ALt (Thomson et al.,

3. B¥ = A3 % (Brand Credibility)

35 (cost benefit approach)& akAl EHwu], o] HAJA HAL IR F
218 (credibility) & 7HE T Q3 5t 7= 0 2 o 7] Al ¥tk (Wernerfelt, 1998). 3t
BAE AF e S45 o FA A sk, el gk 8l AA IAISHA ot
a37F At (Erden & Swait, 1998). Blackston(1992) & B#= Az BA=9
A Ap Abol ol A Sk JaEL A o] 7] 2 8ko], B ETE Anl Aol A H o] 7hA &
Alge Zlolehs AuAke Wgolghal g oekity. B3 Doney & Cannon(1997),
Hauser and Wernerfelt (1990) &= Bl = 218 A2n|zke} B =] BAE {2 g
ololAl amEtAl Hi= v FHX e} B shA e dielA] AabAQl 9ge] -4
Mdeln, 714 o] anlabel| Al # M 9] 7kA] 5 A3 8 Aol Azt FE 3 g E o
ATt BHgIth AMulA wiAIEA BAE A g FoAe that]
Parasuraman & Berry (1991)% AMu]~ viA" o] 544 Mu]~9 AR} oA
Ful7b o)Ak d7] wite]l AlFe] #Ert EFHQ Au|A wpAIFelA S
Sesta Adgsiith &, 2nAe BAE HEERA B AgE Basr)
N

vz Al # ool ZHAE Ale e AolEhs ¥, BlEI Bl did Ak

2] 2 1_l|
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Napoli et al.(2014)+

B9

| —
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v Fritz et al.(2017)
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fite)
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2. Delphi 8%

2 3k WRe Wsko] W (Delphi method) ol 2A] AE= WU HE #al
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A ZE Q7] ‘authenticity’ & AFAA PSS ADsty, RAs Aol oha
A Jidel WX e 7S A9 idEel teliA o A oR QIAA
gats A& AFRE Ax= vaE A g FER AFEle] Fxt

FAH QY Q20 Abelel el TET - AED ARL T3} 5

o] WA FE3 7l (grounded evidence) ¥ 71E Ao JiE T
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“§ 2 go] e} Y2pa.L. H A Fo] A oA B Ho]Felo] i, AEE
ATY, AEEEEA w2 Fol YAugore. £ FAF tEorld, 2 FuE
252 o) M)A AF ARFHA) A% &N, &5 F A 26 A
HGaps FROTT YL TE AFEE B2 YR E JEE I} o
dgoly AAH Y= Hovr), Yo HHHN} Hi A7), AU AEZ
S Soli] Fopiz fupEC] FAE K A Eiks Agols RAF ok,
S AFS BHE A 2o FEE F Hol, mHA wECIY, mA2
Fojsepis 2o ¥l FFE T Hof, M FeJEE. o]gA a4

S BolFi A HAlse] Il ex) @ 7 4L A 2oL (A 3)

FFL A o) A, HAEE o)FS F7F

Feojopef Y2pepHA]E e Q= E A E o7 AH ARSI o2 FIFE
njAlE = AE QNS oFH, ZglE FHgdE Y S FH AYE dF2.

Z] A O] & LB AFE A A A A A SFHA] Sfi= Flof.. e HEEAY
& H5 AR A o] AR Sl 3 Hih JYYE A Sf= A ol oE AE
FA FFEE T2 BHE JFYE SolE FES 4 oJgE FEHE
AFFHA ] B o] A TR Q. AFA), H HQ o] o= HAIRE TFHAE
AlA] 3f= A 28L." (A& 3)

Ao At E BAETF IS A8l 2o & SR BATT A4 H4E5
EYuiA ok, BAA A E Se Al " A E AL Al WiE s BAE A
QA= ot A5 (Audrezet et al., 2020; Holt, 2002; Nunes et al., 2021; Spiggle
et al., 2012) 9} fFAFSHAl AT 3kaL 91Tt Nunes et al. (2021) & B E7} o] & -9
e A4S 2euliA &2 AHE, deiy 2-4A4Q SUE 2 AlE 9 AHIAE

AFSHA, Aol A% 278 she A%} A= 299 F R FARIE]) 8] 5
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Q1 7k el o gt M52 KA H

Rl
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HYPErp o gt 25 IpRE SiLf HE, AEZ HPTFA 9y
TIARIE 7] of gl #ofk. e Lo}, ofFZ g A ghS B EE B xpE0]
LERYEA] ZH= FFH pRE A Forer o] FEHL Y ol
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BA=o] gr)Aolan b A el Ewol E Bk ol H
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frAeto] AR} gk o] He 7RIS Alwshs Al g

9= originality (534) 02 Aoty o]%F 3e dujo] MRS o}#<E 13>

b
oX,
Ao
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"o] B > T
Originality —
"o] BHEE AF NE vl EF oA 544 A A RE S
"ol HAES] JHA &= thE BT} FAs] i EHE 53]
3) Connectedness (RFo}d X 4)

dAd ABAES Adleke B AAAY ALY FAEo] dAFE

o ZA BTl Aol AaS =713l J1GSHA "Ftk(Morhart et al., 2015).

NS AEFANN 2= BAE AP FAFAT7MES 222 BlE 1040 QAFA

HRP=g Anjate] Ado] FQdte] thste] S, Wolrt vty B e}
gl ¥

Aolg FAANFOEH ASH O R 1

“2p7)SlE] uRH= HYgltlE= AXE HYE Hol oli)zl ofEl FlEliza) 9]
HAEJAHE AFYE =4 5+ Y= BPHE R9lojati W2}, E3/L} o]F %Zfo/

fx . 1]|



FTAer 7 & w] 2B RFES H @ =) & A8 2] o BHe H @l =l W2FE 537
ojg] HPEF X|22] 0 7 AletslA HAER.” (Atg] 1)

=9 ZuE g drtn dZEe. tfo]7]E 9 9lo), AutolrE
9/ 910, ofr]r}AE ¢/910]. df= Xo] A L} AFEZo] Qlojifo] FHIE FHAYS
iRl oY) FE= A Zolr.” (AR 5)

i

“EE Az
s =4

le

HATEs 7 Frlo) R u Wl ~zpojr] g Ff=

LIMITLESS™ , t}o]7]i= JUST DO IT ©ojzl= £Z7o] Yzole. 2
~gfolr] HFAES]  LIMITLESS' & ©J7]8}gol2. o APghES £H]RFEA]
LIMITLESS" 2l= B9 F8lo] mjgo] #rji of7]1, 7 gvjr)z EHril
W2pepA =R, APgHEO] HHES] FHEpES 0] o] u] ) w] F & A7) A& 28] A
TR A" (A 5)

AR E 238 =EF I AFA A SeluiAl Aot wheba] Aale] 1 g
BHES HAEY AHE T &1str] Yot &F Av|A=2 54 (Morhart et al.,
AEZ BAES AP 247 A= A FAANE Qs
#ot(Arnould & Price, 2000). A% JAEF (Al 5)9 §HS HA=o =18
AN AAYE AFdete GAZA anAE Bazge] d44& T3
AL splom, BAE X&AQ] ofzs = WAl BlEo] X740
Aeata 2uae} BAE FUAAE AXx BAE IS 95 IS5 HAolgta
SFATHALE 1), ol &B| A7 B =9} 424, Al
B@Tel stES =AoF BlES] Y E w4 F
al., 2021) 9} A A3k SHolet & = Qlal, B9} an|apeke] #Ao| A o] Hdshs

At gk 71 A+ (Nunes et

BHAE PN SA 0w gl A (Yagil & Medler—Liraz, 2013)¢t% A

B ATAE 7 AT 919 AR 1S ABFAA Helf SPom 1

a
2317h B AFE % AL, oA ARUANANA 24,2 BT D)

66



2 Agsto] AAAI7]AL, Yolrt An|A}F zfofe] o] x| el H T 9
ojul x| ko] A d AAHE S =2 4 A 3= 24 E connectedness (Aol X A4) 2

rgrdet, o] 1 dd wyfo] Aol o) <& 14>9 2FES AAst FUH AT E

AR e R
<3k 14. Connectedness (AFold 2 A4) =4 +3_d o] dE8>
=73 e

"o] B =] LS Apale] RA I A X S
"o] Bl = o] LS 7t Pt BG AR S

Connectedness | vo] m gl e of A% »M olulA g & wHET
"o] BT E Ul ANXZEOA FEte AEY (Zdel/ Edold
AE) & & E?ﬂ‘éﬁf‘:} "

4) Legitimacy (3 34)

M| ARE S B =0 A3 A 8] Ao] 2] AFS] 9 A A g R o= ], Y+
H, A8 L 7HA7F Fot A=A E 1A st Bl =] A S 14 st (Nunes et
al.,, 2021). A% AEFolA AE/MES B9 2138 3 &5, 8 A7) A sk

A% R 5 QES sk A8 o) Asele] ol Fol 2uAER solF WA
=

W FHGES HAZN Y #F 7 Y, BAEY JFYE HHHo=
HojF 7 Y Riefal YA L. WEFLop} o] €& AR EHldhs #ES 7
Hojgls 23 oz g tof JFY oty WZFEF =8ko)] 9F. o]u)x] X 9] Z H i}

A 0] o) EI]5}= WL EA].T (AtE] 1)

G F Fof t}o]7] S EGZ QIFERE A Q] FiFgofR. AR S 02 o] ¢l A
ofF7F HE W, AEE B Eek= JE B ojn] X F JEH AR} E|XE &7 7}
GH A FET} 7 QA Ha, 2EH B EE 5 Qa, BEsE s R eg e
oft/Hl o]l FiokeN HUE JYYE =7 sk e FoE e

. (Ate 3)
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mAE Gl el Ameiiar, aRA X BelE=vE Aug Abelel dhaiM =

AR o], of Y efele)A] By 2felo] e A oks gE A #ole. A7 #E
FE e £EE ot oA U #E Heds 7 Y AWA ZZYEELe, FH)

2, 784 o] 4 100 ¥ 97FE ) o]E I E| X} £ 8FA Zole.” (Ald] 4)

Y29 B A AL P 1 UE YY) Fof Hojuf, A ofF, FF FE
59 el e W F 0] s} Bojx] ole. e M H7I AFE S, L=
24 B2 3] Fo FUL S 59 $FFe Pie] v jFeA 1 2
o Holi mA G & SRl OF T, S, FE F FE e Y F0E B A
2H A E B 75 B g HAE, foALE HYA g4 7
BE AGHE AP 52 MU oJr)F 2x] £, FaF, THE Fol FEHE

g5 BT oI XEZ AEL." (A 1)
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B ATEANA HAY o g RAE, gFE 7Y RaES F4 AHE

A FYI. Y AL, FPPE] A 2 P Hrks = HE 7
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YEF, m) T2 Y7L E A 2L P, S 9 AFFOEH HUE 219 HF
2] S50, o] 2] 8 FEE0) WEL 57, o] FES A 5151, o= 1] AHZ0]

AEE BAEEA AYYS =) A RAGE 2GS () 2)

NEZ FRNY §FYS BET F8 npAGe] Lo N HAE I,
AEE FRIY YFYE AN $8 JUEES Foj HUL AEZ ofu)x]
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‘DNA, 312557} $28 A 2ope. 24 WA 47308, Anelrs} 82

F7 o E G YFIL.
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L 2 i E GG S WHEO) = A 5 A g (A

AFARZEA EoljuEe] AFEE HASE FEHIm HHTO)HE
o v )& ] &) 5 orL. 27 o] v A} o] u] £EZ 1 ULl H o] Hi
of7)ef diFFEX, Lzl oJHELES FAH Wi FL wHES] T,
S AFEANA BAES) G, £HEE GATOE FHSEA @7
A HUES s A 2S 7Ee L) o oY BEL @el S B
HAELE] Ao FHA HFE

Nﬁ

A g7 Qs A EolR.” (A 3)

FHt AEE gEl Fof, of Y, ojglo] 58 FolFE el HIhE Fidls
297 Fefar, o]el g Bl BAES dfo] wEWA FA9 Zo] Jfoldg.
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opo] L& FaNA] Hopirol i Apo] S E Y HAN t)FE NHU, AT 7
o] 8] APl FEAES] FolZ FIF AehS FOZA, WAE Yo et EfHE

WA O R Aspo] i) FeHE Y8 HAENY AFANHE FaA A5o]H
HEHae g ojnx Wys gitm o FEESL FaN AEE ojny

YGH 3L, G5 2po]r] Apo]F e &4 o] HYA g Y. (AhE] 2)

ks ¥ oz zjzko] dA HRdtu BEo] Ho] Foliitil A
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gy Lo & vty JZleli o] ik FofuE A Zole. B d10F &
GAO) e7) HE Qs PR ek d FreH A, HH o) dle P, AEZAE
ofF S Hogli mgo] AFEFHAL. AFY 2000 Hof 2R 78 g E0] YIE
A E A, o] = =k B A A F S E fe] 2 i b o] mpel ] S afe
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T AR e S okl Axx ey AAC tiE w7

A E N vpA " 58 B35 AF = 7]% (athletic performance) o] T3t =77} FA| )
olFHoEN Ax = BATO] AP 1HE olF L S Ak AFE 4) =
AxZ= BB A= AR 23 5, Ax= #2E Fof, A Sl dF

2 viA Y &5 oA duly F98s Ao et JE=E achievement (FFHA) =
yrgste o] & % dylo] Ao A ofgf < 17>9 w55 AAste] F7F 2A5S
&t oh
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7 Sport Spirit (AFE XA A1)
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‘Impossible is Nothing' , JUST DO IT &:& AEZ H#HE] JFHE =717
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B2 1] FI R, YA 7 FoI Y FE £ FaA o5 gEE 7

Ui, 1 9 g A Pop.” (4l 1)

‘o)l Y Foll {99 G, A Eeo] o] ¥l A §F] FLtaore. 77
tpo] 7] & 9l o] Feo]F sopx v F FAU BT W 7 U=A, THE
Wgow nd 7 9 AR A7 old A} HAEE AL WA vE 7

U= golr.” (41 5)

(AHdl 1) 2 =~ o] A~ (The North Face), oFt] v}~ (Adidas), He] 7] (Nike) %2

sEE BPEEe] AEE GFel MY BH L Bk Al s vhA Y o] Axx

HAERA MEA AR YA Fioln, 2xx nAERA Ztolok & A sto|et
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g1 4= gtk w3k (A 1) 9k (A 5) = Hlo] Z#o)o i NX e e AXX
HEAA Ao )3l PR HTE AXE = HATE HA] A HolA TS A, o=

xEst7] fetel Fa ®Hoh Avja AEE T AdAHE =F(organic viral
g s e =y =,

T3 Zo], A7) AEE Adite] et £5 59 AX =] (sportsmanship) ©]

activities) ©] F3Fthal SISt o] St AlHl &2 WA E

of¥

AX =9 I @ 4oly (James, 1964), AX = BAHE AAGAS L8127} =7] A
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Frpe go] of gt W E Fres A U eEE AxE HadEas Iy

wolrrg 1= 9lo]Q 7 (Al 1)

oE} Abd ol AAA ] Hlgte] Axx BARE=C] AFS 1§57 7]% (athletic
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Integrity (4)

E= BAES 7HA] &S flsto] vHAY EEs o

Originality (5)

A
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o] HAE:= wiAlY S5S FallA Bl A A o]eluks 7514 okett
el
A

Connectedness (5)

o] B O] o)) x| i= Lhe] o]m| Ao} FAFae}.

=9 oA U7k Ak o]e] A sk ARSI,

l
o BAE AF YL vl olmlAE F wkg Ak,
g

Legitimacy (4)

o] H AE ] ML W 9ok ol x| & 2wk 3ot
o] BHEO] ML Wt AXX GEoA Fek= oln|xE & B3 e=u)
o]l BAE= AFe] A& A Ay &8 & w4k Azsin

Authority (4)

sport encouragement (5)




el R
o |~ |
K| = cw
e
Wﬁ i H;
0 ‘UF _ .
SRR
: Kl | N B E
™ e | P|T|®
° < | A " mu#_m
% | R g s
C I DR I I I il
ol | e o Rl R B N s
< ofo w No | o | M| R ojy
I B NI e pE TR I B
A L i A N Yo | #°
i I N Iy Rl I A O
X|Z | | KX | E |~ E
L9 [T T |
GO I K R v B O B B - R
Pl w x|z [ ]
g I T I B Bl I B
e B A - IO A I s
IR [ s | x| N |5 |o |
T | R | | K| | X | |
T |~ | ® | & ||| AR NR
Bl | = | m | KKK =] A
1 X X O O R |
8 U U1 ) A
/|7 | 7| F| PP F |
o | @o | a | o | @ | = | o | am | o
T |lo |9 |9 |9 |o|% |% |%
O 3
- £ |
qr 2 &
5 :
S @

HE LS A% 3F A7

A28

1. 7134 &4

F9 o, 8 7f 291 36 7K

S

2 A

ag

S|
=

/bl-

7 A Liker ¥ 2 304 W &nlzl o

bt

5]

A AA

i

ol

HA 4.43~5.88 =

el

33t

s

o

&l

A &

A

el
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EE
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ATt el N1EL
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23. 7]

<3

Standard Skewness Kurtosis

Mean

Item

Factor

.99 —-.62 .83

5.73

integrity 1l

1.12 —.40 .01

5.29

integrity?2

Integrity

1.00 —.87 1.41

5.82

integrity 3

—adfL

1.24

5.00

integrity4
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Factor Item Mean Standard Skewness Kurtosis
originality 1 5.70 1.02 —.54 —-.21
originality 2 5.58 1.07 —.58 —-.17

Originality originality 3 4.43 1.62 -.31 -.72
originality 4 5.41 1.21 =75 .62
originalityb 5.53 1.17 -.90 1.14
connectednessl 4.98 1.10 —.48 .53
connectedness?2 5.48 1.03 —-.53 74

Connectedness connectedness3 5.20 1.13 -.31 -.25
connectedness4 5.40 1.01 —-.29 —-.25
connectednessb 5.62 1.03 —-.59 21
legitimacy1 4.89 1.13 -.19 22
legitimacy?2 4.90 1.13 -.16 -.13

Legitimacy
legitimacy3 4.81 1.25 -.16 —-.28
legitimacy4 4.98 1.20 —-.25 —-.04
authorityl 5.77 1.06 =77 72
authority2 5.65 1.21 -.97 1.31

Authority
authority3 5.77 1.09 =76 74
authority4 5.88 1.00 -.59 —.34
encouragementl1 5.79 .98 —.60 .09
encouragement2 5.79 1.00 =.70 17
Sport
encouragement3 5.52 1.14 —=.75 91
Encouragement
encouragement4 5.39 1.22 —-.61 .30
encouragementb 5.35 1.26 -.76 .82
spiritl 5.64 1.08 -.81 1.22
spirit2 5.58 1.11 -.80 1.09
Sport Spirit spirit3 5.49 1.11 -.50 .24
spirit4 5.48 1.10 —.47 12
spirith 5.50 1.10 —.48 11
expertisel 5.56 1.02 —-.34 —.36
expertise2 5.58 1.03 -.50 .09
Expertise
expertise3 5.58 1.08 —.58 52
expertise4 5.54 1.12 —.61 49
.-_:I'x;! _'q.l.': 'I_-ll
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279 SPSS 21 H

bo ®7) x
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Wor=, FHu

ol
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o
ar

o] §-5t]

S
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E% (maximum likelihood)

o]
T

A o]
— 1l

o] A

)=
24

2Eg " (oblimin) &

24

g
3

fite)
A
N

(internal consistency)< Cronbach’s aAFE ©]

Zbk%

i

3l

=
=

o MEle dxsh A A9

ojp

g o

o
1l

2 o] ol g}, A4

off Wb nlel ol

3T
ar

A7} e .

=879

integrity4
¥ 9

integrity4

3

=
s 5

37}

skaL 2zt

Fol integiry4d £33 A7

S

now Wt

L —
.

o} EgE7} Wojx|

b4 o

S

3ol

<3

hZ

Item

.083 .020 —.039 .003 .030 .053 .042 .653

.819

spirit4

.005 .357

.084

—.008 —-.003 -.077 —.042

—-.039

.798

spirit3

.614

.086

—.055

.023

—.056

.014

—-.035

.109

.768

spiritb

.055 .027 —.065 .045 .006 122 435

—.082

.682

spirit2

.563

.004

182 -.177 -.071 —.058

.018

—.025

.640

encouragementb

.034 .097 490

.228

—.140

—.023

.066

—.055

D2

spiritl
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Item 1 2 3 4 5 6 7 8 h?

encouragement4 .550 —.004 .193 .135 —.159 .034 —.002 -.016 .386
encouragement3 507 074 .045 137 —-.007 .296 .052 —-.023 824
legitimacy1 —.048 757 .031 .072 -.129 .053 —-.010 .169 785
legitimacy2 .077 .621 .079 .050 -.112 .012 —.003 .186 .558
originality4 —.064 .022 811 .001 —.061 127 .066 .053 638
originality5 —.047 -.077 728 .069 —.047 .108 .066 154 675
originality3 .108 .080 .574 .055 .054 -.125 —.028 —.040 675
connectedness4 .018 -.126 .042 N —.034 —.056 .015 .100 .604
connectedness3 —.003 .083 .095 775 -.019 .001 -.074 —.061 .821
connectedness2 .059 —.049 —.049 724 -.029 —.035 .150 .030 731
connectedness1 -.013 .196 .038 .696 .091 .026 —.038 —.041 677
connectednessb .030 —.052 —-.032 .583 —.082 172 .051 .165 780
expertise3 —-.015 .077 —.041 .014 —.894 —.004 .007 .033 .670
expertise4 .159 .019 .024 —.033 —.805 —.045 —.064 .030 591
expertise2 .057 .037 .079 .002 —.743 .050 .056 —.030 728
expertisel .120 .033 —.056 .078 —-.518 .034 .182 .031 .546
authority3 .084 —.064 .083 .055 —.289 DL .055 .065 631
encouragement2 281 .086 .000 .096 —.029 473 178 .034 .652
encouragementl 244 .066 —.026 .049 .001 463 .286 .059 .631
authority 1 .076 -.029 .089 .089 —.287 438 .133 .013 723
authority4 177 —.003 .130 .014 -.115 425 131 .043 .683
authority2 .092 —.106 .251 123 —.245 374 —.068 .068 714
integrity3 .041 —.094 —-.016 —-.016 —-.010 .138 .704 .061 .693
integrityl —.006 .087 .053 .160 —-.135 —.050 .649 —.063 750
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Item 1 2 3 4 5 6 7 8 h?
originality 2 .001 —.044 .243 .002 —-.070 107 423 116 789
originality1l —.099 .075 .266 .140 -.237 .041 .360 —-.003 760
integrity 2 .163 .182 117 .061 .013 -.175 .331 .039 .580
legitimacy4 —-.003 .025 .049 .024 —-.001 -.020 —.006 .849 750
legitimacy3 .094 .250 —-.020 .066 .001 .019 —.047 .621 .818
integrity4 179 119 .108 .054 -.031 —.263 .209 .269 .790
eigen value 16.287 2.763 2.066 1.407 1.133 1.099 .969 770

% variance 45.241 7.675 5.738 3.908 3.146 3.053 2.691 2.138

% cumulative 45.241 52.916 58.654 62.562 65.708 68.761 71.452 73.590

2) 22 HAA QQEA

|

Integrity4 & AAstL & 7 2 2 QAR S A8 1 A3 8 W <l

2

oW T AAE A &= A o2 YEMSY Atk F encouragement3 & Aol 1

Q¥ 6 Qo] T8 AAZS Uet o] & 2AZE A&V o3 Ay} cAE=

r
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< 25. 2 BAA Qo]

A o)

A A

Item 1 2 3 4 5 6 7 8 h?
spirit3 757 —.003 -.013 011 .103 —.032 113 .028 .635
spirit4 741 .009 141 -.023 .031 .039 .074 .016 .340
SpiritS .695 —.046 .204 .040 .087 .006 —-.037 .073 .611
encouragementb .661 .052 —-.033 151 164 .009 —-.039 —-.151 575
spirit2 .649 060 .035 .081 .091 .009 .001 .243 .516
encouragement4 .563 221 -.032 .101 142 .126 .008 —-.170 .368
spiritl .507 .059 .038 .010 .153 .235 .029 154 .823
encouragement3 470 .044 .055 .098 —.006 .369 .075 —.157 823
originality4 —.064 799 .057 —-.018 .052 157 .086 —.045 .563
originality5 —.046 750 .043 .083 .045 .088 .063 174 .681
originality3 .100 .550 .041 .066 —.039 -.132 -.017 —.050 .670
legitimacy1l -.112 —-.021 .845 .072 .120 —.034 .001 -.115 .664
legitimacy?2 .010 .033 .765 .044 .108 —.052 .011 —.082 .598
legitimacy3 123 .018 .691 .024 —.035 .075 —.034 .066 774
legitimacy4 .093 119 1 —.003 —.033 .052 .013 194 736
connectedness?2 .049 —.054 —.028 783 .040 —.081 134 .140 .594
connectedness4 .046 .066 —.049 172 .025 —.039 .020 .064 .539
connectedness3 —.008 .092 .029 758 .013 .012 -.072 —.104 .684
connectednessl —.031 .022 .149 .676 —.099 .045 —.036 —-.160 .610
connectednessb .029 —-.018 .079 D1 .066 .204 .038 .087 725
expertise3 .002 —.036 .103 .017 .8562 .017 .008 .007 .553
expertise4 179 .037 .048 —.036 770 .000 —.058 —-.021 .637
expertise2 .055 .073 .020 .014 724 .051 .061 .017 .639
.__;rx;! o T l | ol ! - ]'I
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Item 1 2 3 4 5 6 7 8 h?

expertisel 134 —.045 .051 .075 498 .015 .208 .025 .668
authority 3 .028 .056 .004 .073 .283 .536 .050 132 767
authority 1 .039 .076 —.020 .088 .269 .503 116 .006 716
encouragementl .188 —.039 118 .031 -.012 .496 .293 —.004 727
authority4 134 115 .032 .002 .107 478 135 —-.019 741
encouragement2 204 —.030 123 114 .042 .450 178 .073 749
authority2 .053 .240 —.043 .150 242 419 —.101 126 177
integrity3 .047 —.011 —.057 —.006 .005 147 .700 .073 .759
integrity1 .007 .065 .020 .149 118 —.022 .628 —-.106 .587
originality 2 -.013 234 .056 .029 072 071 429 .183 752
originality1 -.075 274 .050 116 .214 .049 379 —.088 .816
integrity?2 144 118 .216 .059 —-.007 -.171 319 —.051 787
eigen value 16.030 2.666 2.037 1.355 1.118 1.085 .963 759
% variance 45.801 7.617 5.821 3.872 3.194 3.100 2.751 2.169
% cumulative 45.801 53.418 59.239 63.110 66.304 69.404 72.155 74.323

3) 3,42 BAF 2ARH

< 26>°04 H59], encouragementl ©] 6 I} 7 ¥ Qo T& AAZS BT}
olo] encouragementl &9 UE&S AESIY AASE AP PG, AdErtE
Fol A3} integrity & Al w9 A-¢ ARE LB ARFEAlE YA olE| 7t &o]5HA]
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AA integrityl, integrity2, integrity3,

originalityl, encouragement?2 T AT o] TA] QQlEAMS

A=, 7 W g]le] o' EdE AANHA kst olel 24918 5 6 °o®

T3 HF QRS AAEHATH

< 26. 3 &7 QolEA A
item 1 2 3 4 5 6 7 h?
spirit3 .801 .010 .037 —.083 —.003 —.052 .102 .533
spirit4 787 —.016 —.121 -.011 .005 .014 .062 413
spirit5 758 .030 —-.183 —.044 —.045 .029 —.050 738
spirit2 .705 .028 -.012 —.040 .074 .103 .012 743
encouragementb .633 197 .029 —.188 .022 —.063 —.054 558
spiritl .548 —-.010 -.027 -.120 .063 .281 .042 .619
encouragement4 517 .158 .017 —.183 .184 .036 —.003 .638
connectedness3 -.021 .800 —-.019 -.022 .072 -.014 -.077 .636
connectedness4 074 751 .068 .001 074 .004 .027 .87
connectednessl —.062 725 —.142 .061 .004 —.027 —.040 .689
connectedness?2 .094 723 .037 .007 —.036 011 142 .696
connectednessb .053 .67 —.068 —.049 -.017 .239 .058 625
legitimacy1l -.125 .102 —.845 —.138 —.028 -.072 —.009 .587
legitimacy2 .003 .063 —.767 -.119 .029 -.078 .001 .673
legitimacy3 .149 .022 —.667 .044 .025 .090 —.026 .623
legitimacy4 .145 —.041 —.568 .072 139 .130 .030 .678
Fd [, =
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item 1 2 3 4 5 6 7 h?
expertise3 .021 —-.001 —-.103 —-.829 —.026 .045 .010 578
expertise4 195 —-.043 —-.051 —.747 .039 .021 —-.067 738
expertise2 .063 —.005 —.022 —.718 .082 .066 .064 .700
expertisel 142 .058 —.044 =505 —.038 .007 217 748
originality4 -.074 .010 —.062 —.067 790 122 .084 725
originality5 -.014 .053 —.038 -.018 748 161 .079 735
originality3 .087 .074 —-.035 .025 .559 —-.157 —.034 171
authority3 .066 .065 —.004 —.258 .062 572 .076 .753
authority 1 .046 116 .009 —.267 .062 .488 132 .648
authority 2 .083 .140 .038 —.206 241 .486 —-.087 756
authority4 .140 .039 —.040 -.112 .100 441 .145 754
encouragement2 .216 121 —.123 —.050 —.035 436 .199 754
encouragementl .188 .066 —-.120 -.018 —.053 428 .309 574
integrity3 .062 -.017 .054 .001 —.004 .138 717 559
integrity1 -.013 175 —.031 —.143 .054 —.086 617 .406
originality2 .025 -.016 —.046 —.049 .260 .123 .440 .548
originality 1 —.095 143 —.061 —.233 .262 .004 7D .649
integrity2 .146 .070 -.211 .002 114 —-.203 .310 .639
eigen value 15.464 2.649 2.031 1.341 1.117 1.084 .950
% variance 45.481 7.790 5.974 3.944 3.286 3.188 2.793
% cumulative 45.481 53.272 59.246 63.190 66.476 69.664 72.457

#Jx_'é _'-.;.- 7 __:J“E
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4 AT EAH 2”dA
3,47 21w AAE B2 g 285 At 2919 5 6 7|2 17 sk

AT 7 A6 7)) 291 28 7)) E3o] HEZH O F B E 9T} encouragementd 9F

encouragement5 2 3% =0 A2 A (achievement) o] FHA Lo =2

sport spirit <] - FAFSH AL Fske] 291 sport

spirit & F3aFo 2 ZEg ) HE B A QA o] KMO (Kaiser—Meyer—0lkin)
S5+ .948 = YEF AL Bartlett & 7384 A7 82 6511.229(df=378, p<.001) =
geld gty FEAte AWy 73.755%%a  wdE A4 gl
AF T 797~.941 o H9 2 el
<E27. HF ©EN4 A A3
Item 1 2 3 4 5 6 h?
spirit3 .826 .014 -.029 -.067 —-.005 -.011 .386
spirit4 .815 -.013 117 -.001 -.007 .023 371
spiritb 785 .018 174 -.029 .065 -.013 811
spirit2 .730 .019 .009 -.025 -.069 .081 795
encouragementb .642 .183 —-.033 —-.179 —-.002 —-.096 5563
spiritl 572 -.010 .027 -.096 —.049 284 619
encouragement4 .529 144 —.025 —.179 —.182 .003 .670
connectedness3d —.043 .800 .022 -.016 —.043 —.026 .655
connectedness4 .072 .760 —.064 .008 —-.071 .018 .587
connectedness2 107 733 —.034 .001 .004 .057 .769
connectedness] —.069 733 127 .041 —.001 -.072 733
connectednessb .059 576 .063 —.046 .014 251 .591
legitimacy1 —-.117 114 812 —.166 .006 -.104 519
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Item 1 2 3 4 5 6 h?
legitimacy2 .010 .073 733 —.149 —.051 —.108 .698
legitimacy3 .165 .027 .668 .063 -.011 .088 .594
legitimacy4 .166 —.033 577 .097 —-.137 145 729
expertise3 —.018 .006 .098 —.843 .031 .074 527
expertise4 161 —.051 .033 —.768 —.026 -.013 710
expertise?2 .037 —-.002 .003 =.750 -.107 074 678
expertisel 152 .076 .019 —.544 —-.033 .046 718
originality4 —-.087 .009 .055 -.073 =27 118 .695
originality 5 —-.022 .046 .035 -.009 —.783 167 747
originality 3 .065 .066 .029 .014 —.574 —.192 .780
originality 2 .075 .025 .035 —.092 =378 .205 .768
authority3 .072 .075 .017 —.218 —.036 .623 .561
authority 1 .056 132 .013 —.221 —-.039 .583 .758
authority4 167 .049 .045 —.095 -.107 475 .808
authority2 .069 129 —-.029 —-.167 —.183 471 .780
eigen value 13.195 2.472 1.814 1.284 1.007 .879
% variance 47.124 8.828 6.480 4.587 3.595 3.140
% cumulative 47.124 55.952 62.432 67.019 70.614 73.755
a 941 .875 .869 910 797 .873

SRR

93



RAE AN 2, Bl eaRAe F 2 k] AA AAsan, 2as e
2.
1) 1238173 2JAEH (1254 A=, n=304)

CMIN=772.390, DF=335 (CMIN/DF=2.306), CFI=.931,

Are

TLI=.922, RMSEA=.066 (90%CI=.060, .072), SRMR=.0568 & &It} o]=
2% A% 7]¥el CMIN/DF 3 olsl, CFI ¢ TLI .9 o4 Z18]a RMSEA ¢}
SRMR .08 oJstE W5 TFdt= Aot (Kline, 2015). <3E 28> “eh gl
B38| A I BF FAH R FoeRa g e FFolqdh
<32 28. 1 7k €17 Q1A A

item B Vs S.E. t D AVE C.R.

originality 2 1.000 .602

originality 3 1.343 .34 .168 7.999 ok

562 .830

originality4 1.668 .889 .146 11.458 ok

originality5 1.632 .899 142 11.507 ok

connectedness1 1.000 .684

connectedness? 1.088 793 088 12.301 sex 089877

connectedness3 1.183 788 .097 12.231 okok
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item B Vod S.E. t D AVE C.R.
connectedness4 1.103 .818 .087 12.632 otk
connectednessb 1.028 147 .088 11.678 otk
legitimacy1 1.000 .834
legitimacy?2 1.023 .854 .060 17.012 sk
672 .870
legitimacy 3 1.008 765 .068 14.769 ok
legitimacy4 .898 .706 .068 13.302 ok
authority 1 1.000 .841
authority 2 1.065 .780 .068 15.681 ok
.640 .876
authority 3 1.023 .836 .059 17.332 ok
authority4 .829 738 .057 14.498 ok
sport spiritl 1.000 822
sport spirit2 1.039 .831 .059 17.500 ok
sport spirit3 1.066 .849 .059 18.083 ook
sport spirit4 1.080  .867 058 18.703 e 100942
sport spirith 1.060 .851 .058 18.155 ok
encouragement4 1.138 .825 .066 17.323 oxok
encouragementb 1.155 .812 .068 16.911 ok
expertisel 1.000 .756
expertise?2 1.163 872 072 16.104 ook
721 911
expertise3 1.236 .886 .075 16.400 ok
expertise4 1.274 .875 .079 16.161 ok
xik <, 001
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58

originality

expertise

96

60

.82

.76

89

o
&

originality2
originality3
originality4
originalitys

connectedness1
connectedness?
connectedness3
connectedness4

connectednessb

legitimacy1
legitimacy2
legitimacy3
legitimacy4

authority1
authority2
authority3
authority4

spirit2

encouragement4

encouragement5

expertise1
expertise2
expertise3

expertised
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2) 22 817 QJA¥AN 2a 4 A7, N=311)

A BgEe] 4ES fdtel 2 A4 £H9 311 We) ARE olgshe] Fe17
Q194 2 2b2 AAlskelth T Ak obdl <E 20>l U} Sla 291 REe

<19 3> 2 g13 Qv el By A3 X 4= CMIN=828.160, DF=335
(CMIN/DF=2.472), CF1=.925, TLI=.916, RMSEA=.069 (90%CI=.063, .075),
SRMR=.0473 & gt} = »d Astx 7]5<¢ CMIN/DF 3 ©]s}, CFI ¢ TLI .9

o]A, 18]31 RMSEA ¢} SRMR .08 ©|3tE BF F5319 vt (Kline, 2015). 39

70 originality2 @2D
originality 3 origatty €22
] el originality4 @23
originality5 @29
, @
; ab,
Connectednesse— 1 &
3 ap,
@1®
86 legitimacy1 (e8)
<5 legitimacy?2 (e
g legitimacy3 @10
legitimacy4 E1D
69 - 85 D
' @
. @
€2
| spirtt  [—CeD
. &
S w spirt3  [w—CD
sport_spirit &D
>
&D
7 @1D
expertise 8 S €1®
B @D
@
<CI¥ 3.2 HH QIR B> ] s



<3 29,22 g8 oy dy>

item B Vs S.E. t D AVE C.R.
originality 2 1.000 705
originality 3 .960 .509 113 8.487 ok
.565 .833
originality 4 1.214 .829 .089 13.609 L
originality5 1.279 .904 .088 14.560 ok
connectednessl 1.000 701
connectedness2 923 786 .072 12.858 otk
connectedness3 1.073 769 .085 12.596 sk .615 .889
connectedness4 1.081 .841 .079 13.674 ok
connectednessb .938 .818 .070 13.341 otk
legitimacy 1 1.000 .856
legitimacy?2 .945 .881 .049 19.307 ok
.669 .889
legitimacy3 .964 774 .060 16.001 ok
legitimacy4 .898 753 .058 15.367 otk
authorityl 1.000 847
authority?2 .998 798 .059 16.910 ok
.691 .899
authority3 1.021 .856 .054 18.897 ok
authority4 .923 .823 .052 17.758 ok
spiritl 1.000 .800
spirit2 1.013 .821 .061 16.618 ok
spirit3 1.055 .852 .060 17.522 ek .647 .928
spirit4 .999 .837 .059 17.063 ok
spiritd .955 .806 .059 16.204 ok

s - w k)
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item B Vs S.E. t D AVE C.R.
encouragement4 999 772 .065 15.271 Hk
encouragementb .953 738 .066 14.404 ok
expertisel 1.000 719
expertise?2 1.083 818 078 13.961 ok
.679 .894
expertise3 1.178 .873 .079 14.883 ok
expertise4 1.221 877 .082 14.957 Hk
shol 2 QQIEA L B2 22 BAE 94 Hwe) 74 BgEst ges
Q919 Fx= F 6 ME ZF 299 (a) originality(534, 4 %), (b)
connectedness (ZFold A4, 5 &), (o) legitimacy (34, 4 +3), (d
authority (#9140, 4 £3), (e) sport spirit(AE= AA 7 &3, 7183 (f)
expertise (¥4, 4 ¥3) 2 Wi}
A&t
1

99



ol
o3

7

0
70

JﬁNO

bl

|

N|
2]
<]

o

ol

bl

I__FI
&

I A5 A OS2 =2 (Fritz et al., 2017; Morhart et al.,

9]

TES S

2015; Napoli et al., 2016), ©]

7}

30>9]

il
1
8

o)
T
N
-

ol
2

3T
ar

ok Aa 0.2 o} <

2= 0
T M

<
B

LpERLE ko) 2o,

|
e

R
JﬁNO
U]

|

B

B
V.

B4 23>

H

=

iy
;O.#

Factors

064k 605

487k

1. originality

.609%x* 631 %

D62k
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449w .54 9
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3. legitimacy
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4. authority
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L FAY AAIAA FHS ST AZFATE AN B AT HF AXE BEE
A A E = ofbgl <& 31> 2t}
<E31. A2¥= BUlE A Q3 Al E3>
Q9l g
o] B AM2e vHAE & =
o] B9 A EL o] o]}
originality (4)
o] BHEE v Bl A5 iy SHS AFol] Ak
o] BAE O A FEL TE BAT 9} TR EE= EWEo] Qi

o] HAllE ] oju] A= the] ofm] X g} fAFa}LE

o] Bl =2] oln A= U7} Yt ol x| & FALsl).

connectedness (5) o] BlE AFe MAFE U on A& Z vEY gty
o] BT AFo M-S U7F Yt oln| A& e stk
o] BA=S QAL Uit AXEE FFo|A FFstE olwAE #
rd&Eot
o] BHEE AF S A HAolA Ay &2l E o strta Az
o] BHEE 7Y A9 B WY &8s =5dva Azt
legitimacy (4)
o] BT = &4 Al S Zrevha Azsi
o] BWHEE AFS| A o qref] #A S Zh=tha A7t stk
o] HHE=O By Hao A, Hae 'y o)
o] HA:EE EA FEA Fo Balzolt}
authority (4)
o] HAE = A = E3E HEdt}
o] B9l 2y} o]FolA AEH AE =4 F Q.
o] HAE &= Ax = AAAN FEd F UEF 7]ol gttt
o] BHEE Yo 7 E S TokE Aot
sport spirit(7) o] B == Ao =HdstE o|u| A& A A Sl Tk
ol U= 47 A =X anjAtE 9T Aol
o] M= = A Ax=miyS 48 Zlojt) :
3 - A -] G q H ;j]_
|



o] HAE = HlojEgol & A& Ao}

o] BHEE A = Ao A AAAE EFche JAE 2y Q1S Flolth

of BllEE AN = V)s &S S8 3] R&D FAE drhar Az sit

o] BT &= AX =X 75 TS fst H 1o 7S 7 Bl =olt,
expertise (4)

ol HA == AFEe] A 559 715 43 = 9 =43}

ol BT = 7 w2 A5 AUE Y-S A8l AFE-stt
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A 57 A&

O A= &5 Ao HlEr) zhofst 1YY £4E 2 ATE TalA] g1
T A}t authority (AYA), sport spirit(SE= AR, expertise (AEA) 52
37HA £, 16 7HA 5ol Ax = 3 1o 244 77 Rk S F 50
A5 A ot al originality (534), connectedness (Ao} 2] 4])

legitimacy (334) 5 3 7IX9 BEZAHQ H£AHEL 7| BIUE AG4 AFoA

HAWA,  originality (BEF4) & Axx= BAHTIE A A B BATg)
| & Au b Al et Alg-sk=A], =3

o2 A&HoT FAG] AW} FAF TR A & Aol vg Froln
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A WA HA 07 legitimacy (B B3A) L& Ax = BA=7F 719 Aw) +x AA,
o] v 5o AY A ek opyg) AlF I Au] e tisk A= v 9l A 3}Eo]
AN A, AE H, 28 52 driy & F258=A 0 giet Jroly, yolr)

Aul} AFEA olrel A9l Gt HEE Zn ARUZCM stel, o]F AGel

Y] HA £4L8 aquthority (RYA) 02 AX = B TE7} AE N viAE %
TS Bolo WtEol HUE 379 £33 A% olu|X | AF3E] A o = Y-S wksh
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oA HA HA expertise(AEA) S A¥= HATIF A9 AX = HEHA

Fd= AT AE LS flsto] HA 9 Ve MR, ARl A = drky 2Ea

dAd) viAY 49 AAAE Pine & Gilmore(1998) 2 A A (economic
offerings) %13} o] 2o whe} A|F W AMu] oA A9 (experience) ©2 I 3}stal
zoloj= Edlt Walel An|te] AR FEo] Ax7to w7
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A28 AT AL

1. AT o] 24 AAHA

T e BAE JAA A7 ol JAEA A Ax = AR g ellA,

7]Ee AFHAAZ BlE I e deo 2= AYEd ¢ Qe AX =Y 73k

BAH 740 pAE M2 G S 519 59 FHES AEE HAS A9

o

AR7} AERG Axx oY B ATAE oA dve] ¥ 52 Eaiol

l

Matalon, o] 9l #AI Ay #A BAS B3 HFow A9 dA8S
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A 6 7HA £ F sport spirit(AXE= A S AQQs 5 71HH
2] (originality (534), connectedness (Ao} A X14), legitimacy (3 &4),
authority (A 9173), expertise (A£4)) S 7] BHE AFoA == 7do]
AgHo] g AT AN B A AT JUER Bl vpetdt AA Ax=
BAEZY AR AxyAeld AtHlE A avAbEe] BAEe IS

QA Hi AR 2L AN, Ax= wHe Taieh /N 94F 449

T2 7Y 249 #AE Batel gl WAL, expertise (AEA) 2 39
FEE5 athletic performance (A¥%= 7]5) 9] el #dd 2452 7445
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Abstract
Sport Brand Authenticity

: Scale Development and Validation

Lee, Jekyung
Sport Management, Department of Physical Education

The Graduate School

Seoul National University

Authenticity means worthy of acceptance or belief based on facts, not being
false or imitated, being true to one’s personality, spirit, and character, and
having a trustworthy wvalue consistent with facts based on the dictionary.
Authenticity in this sense is emerging as a critical keyword in contemporary
brand marketing research and industry. Environmental changes such as the
evolution of economic offerings, the change to the era of the choice economy
due to the development of information technology, and the increase in consumer
fatigue due to excessive commercialization and mass marketing changed the
marketing paradigm, which had been centered on suppliers for a long time, to
one centered on consumers. In other words, a brand that consumers recognize
as an authentic brand can successfully manage the business in the long term in
a competitive marketing environment. Therefore, since the conceptual study of
brand authenticity began, researchers have defined the factors of authenticity
that consumers could recognize in various industries, developed a scale to
evaluate the factors, and verified the relationship between their influence on
management indicators such as consumer attitudes. However, in the field of the
sport industry, research on brand authenticity has not been adequately

conducted, despite the fact that the original and derivative markets revolve

around the theme of 'sport' which has a unique cultural context that.is very .
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different from other industries. As a result, this study presents the concept of
sport brand authenticity as a general aspect shared throughout the brand
industry, as well as the unique aspect of the sport that occurs in the cultural

context of the intrinsic value of sport, as well as detailed measurement items.

Along with a sequential mixed method design, qualitative research was
conducted (a literature review on brand authenticity and the inherent value of
sport, five one—on—one expert interviews, and a Delphi survey of 10
researchers). Based on the qualitative research results, an EFA (n=304), 2
times CFA (1st: n=304, 2nd: n=311), and correlation analysis using the other
scale (brand relationship quality, brand attachment, and brand credibility) were

conducted to test reliability, construct validity, and criterion—related validity.

As aresult, 8 attributes and 36 measurement items were extracted through
qualitative research. However, the final 6 attributes and 28 measurement items
were derived as the final results of this study after statistical verification of
reliability and validity. Except for ‘sports spirit’, the five attributes are
conceptually similar to the factors of brand authenticity identified in previous
research. However, attributes such as ‘authority’ and ‘expertise’ are
constructed by the measurement items that reflect the cultural context of sport.
Moreover, ‘sport spirit’ is defined as an attribute unique to a sport brand in the
conceptual dimension and measurement items. Therefore, three of the six
attributes (authority, sport spirit, and expertise) are newly composed as
measurement items that reflect the cultural context of sport, and the other three
attributes (originality, connectedness, and legitimacy) and items were identified
as aspects that are conceptually shared with factors of existing research on

brand authenticity.

In conclusion, this study confirmed that sport brand authenticity is
conceptually composed of a general aspect shared with the brand authenticity

concept in other industries and a sport—specific aspect. Accordingly, this study
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developed a scale to measure sports brand authenticity. In addition, the
predictive validity of the sport brand authenticity scale was verified by
confirming the correlation analysis with external criteria related to consumer
attitudes such as consumer—brand relationship quality, brand attachment, and
brand credibility. The concept and measurement items of sport brand
authenticity were developed for sporting goods brands in this study. However,
since the sport industries share the value of the unique culture of sport as a
theme, the findings in this study could be the basis for research on brand
authenticity in other sport industries and for managing the brands successfully

in the long term.

Keywords: Brand authenticity, Sport brand authenticity, Sporting goods brand,
Sport industry, Scale development, Consumer brand relationship quality, Brand
attachment, Brand credibility

Student Number: 2013—-30470
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