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The effects of sports-far-all club members salf-eseem and sdlf-determination
on consumption propensty, product identification & purchase behavior
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[Purpose] The purpose of this study was to empirically analyze the relationship between a
sports-for-all club members self-esteem and self-determination, conspicuous consumption, ethical

consumption, product identification, positive word of mouth & repurchase intention through structural
equation model analysis. [Methods] For this purpose, this study set 279 members at the nine

sports-for-all club located in national capital region as the research subjects. In an effort to verify the
proposed structural model, this study used SPSSWIN Ver. 23.0 and AMOS 18.0. [Results] First,

self-esteem had a positive effect on conspicuous consumption. Second, self-determination had a positive

effect on ethical consumption. Third, conspicuous consumption had a positive effect on product
identification. Fourth, ethical consumption had a positive effect on product identification. Fifth, product

identification had a positive effect on positive word of mouth. Sixth, product identification didn’t had a

positive effect on repurchase intention. Seventh, positive word of mouth had a positive effect on

repurchase intention.

Key Words: self-esteem, self-determination, conspicuous consumption, ethical consumption, product

identification, positive word of mouth, repurchase intention
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Table 1. Characteristics of Participant

Attributes Content Number Frequency(%)
Male 184 65.9
Gender
Female 95 34.1
Twenties 30 10.8
Thirties 53 19.0
Age Forties 101 36.2
Fifties 72 25.8
sixties 23 8.2
Average of Age 45
Employed 100 35.8
Own business 59 21.1
Occupation House worker 44 15.8
Others 35 12.5
Not employed 27 9.7
University student 14 5.0
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Table 2. Confirmatory Factor Analysis and Reliabilities
Factors Items SC SE t-value « CR AVE
I think I have a good character. 707 334 -
I always have a positive mind about me.* - - -
I have a lot to boast about. 743 311 10.796
self-esteem . .860 .872 .632
[ think I'm a worthy man. 809 266 11.457
I think I'm a good person. * - - -
I generally think I'm a successful man. 601 293 9.026
I express my thoughts freely when I purchase a product. 720 451 -
When purchasing a product, I choose as I want.* - - -
self- I express my opinion freely when purchasing a product. 875 156 13.267 735 881 713
determination . . . . ' ' )
When purchasing a product, it is decided by my will. .853 203 13.101
There are many opportunities for me to decide on my own way when I ) ) )
purchase a product.*
Consider expensive products when purchasing products* - - -
Expensive products make me stand out. 888 164 -
conspIcuous Wearing expensive products gives me confidence. 887 .160 21.033 917 .926 806
consumption
Wearing expensive products changes your attitude toward me. .849 227 19.305
You look different when you wear expensive products.* - - -
Buy fair trade products if possible.* - - -
Even if it is a little expensive, purchase low-carbon or eco-friendly products.  .829 230 -
. Purchase products of companies that fulfill their social responsibilities, such
cthical as social contribution activities. 852192 16.328 907 913 724
consumption
Do not purchase products made in labor exploitation worksites. .805 252 15.173
It does not purchase products from companies that have disputes such as 754 326 13.8%6
overuse of power or discrimination.
This product fits well with my image.* - - -
This product fits my lifestyle well. 754 662 -
_product . oduct conforms well to my values. 893 368 15739 914 867 .620
identification
This product fits well with my personality 910 330 16.052
This product gives me confidence. 868 444 15.232
I will recommend this product to many people.* - - -
positive word I 'will tell my friends about this product. 785 423 - 005 865 6%
of mouth | try to convey good words about this product. 899 210 15998 ' .
I'will let you know about this product positively. .839 359 14.990
I am willing to buy this product again. 912 180 -
repurchase I will buy this product again. 972 .059 30.014 019 946 854
mtention | 3y planning to buy this product continuously. 903 203 24.776

I will act actively to buy this product again.*

Fit: /"=629.169, (df=355, p=.000), GFI=.868, CFI=.970, TLI=.971, RMR=.033, RMSEA=.053

*means item deleted in confirmatory factor analysis
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Table 3. Correlations among Variables

positive

Factors e:teelg;n deterilellifl-ation ccc?rlllsslll)rlg;ggi coni?llrlg;iion idegi?gggttion V;?éﬁtﬁf r?gtlérrftliqgrsle
self-esteem 1
self-determination S73%* 1
conspicuous consumption 555 346%* 1
ethical consumption 263%* S6T** 556%* 1
product identification 289%* 220%* AT9%* A23%* 1
positive word of mouth A25%* A39%* .688%* A3 .339%* 1
repurchase intention 338k 3924 505%* 582k .208%* O11%* 1
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Table 4. Testing of the proposed hypotheses

Hypotheses Paths SC SE t P Acceptance
H1 self-esteem—conspicuous consumption 551 .073 7.524 .001 Accepted
H2 self-determination—ethical consumption 187 .063 2.968 .003 Accepted
H3 conspicuous consumption—product identification 519 116 4.462 .001 Accepted
H4 ethical consumption—product identification 381 115 3.321 .001 Accepted
H5 product identification—positive word of mouth .106 .046 2.299 022 Accepted
H6 product identification—repurchase intention .065 .044 1.477 140 Rejected
H7 positive word of mouth—repurchase intention 479 .065 7.325 .001 Accepted

Fit: x*=389.157, df =158, p=.000, GFI=.884, CFI=.940, TLI=.928, RMR=.134, RMSEA=.073
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H= ARG Aolvt, meb AX2F5905] welF
28] P52 L] dair e 232 8% 7199 v
He #2428 Ao FiT 4 Yk ASA
49 28 0% Z7PI7A Wiok Ak g 59 2%
289EQ ofrleh, vol7) B w0l 2 B2 HdE
M ALET ARt £E8 5L U ADEE
goll 282 AHEI} EetaY A Aldteta dauE
7121[—5\_01] 9};(]—/\157_ o]q_

7Hd39] BAA vl AEFFLA Y SHAA 9F
S A Aotfe HRAF=519, t#=4.462%
pC.001 FEAA FoI3 GaFs nAle AoE vehy
A= et o] e Ao AX2EIAELS 1t Al
FT 58S O AAA Yeidiel e &7 E95
AFELA7E Fdave Aol Aol A = oA
;@ /\a]/dzsk,] /\a] ].*—o] Ex4 q]z\l—o)] q] 501/\]7]. =
A g€t sted (Kim, 2012; Lee & Choi, 2016:
Lee & Lee, 2013; Huh, 2013) o] 79| A3}E A4
g}, e ~X 2 7199 e = w55 8

ASVE RV A2 1 AT AR 3
HEw

‘ﬁ%%ﬁﬂﬂﬂ 41%@%%@44@%&;;
_/T:

olt}. **6301?01] A %1“431 2aH]

2 A4A0R ¥ A7E olus] YEAT, Jge
o

&7 E}E 71%—% 7t

—
_O‘L
rr
Ho
AC)
)
>
=
>
il

T
ol
ol

Ao 7§x4 o] o3k
. t85=2.299= p(.022
O v e =]
& Aofolw] A o A F
Azte] 3 P l‘ﬁ xﬂ%Oﬂ ek 234 74
= APATLA] Bl s YA
HA=FAE, 2 éé‘ﬂ el M= R I |

3% AFAIAE AAtE Aot
(Ahearme et al., 2005- Keller, 2001: Kuenzel &
Haliday, 2008: Park & Jung, 2016; Jeon, Lee &
Lee, 2008). WA Ax = 7192 A E] 2484 74
= ol 2x2F 50050 AFHY ARE =Y + 3

%03 Rolere 32

?%ﬂﬂ%ﬂ&%%%ﬂﬂ%ﬁ

N
l
o
o



754 Jae-Woo Lee & Jung-Hee Jung

£2 3ok du}. o) T S A FTohe B A% A
AAEe] -“%EHQHW AdALS 5

&t =8

7469 Zﬂ%%%*l% ZH?EHQEC& AL dEFE
nA Zoltr e BEAG=.065, t#=1.477T% p).140
FEAA ol g e MAA B Ao Yeht 717
oAt ol AFe ~2¥x2FTR1IES A AHEstn
e AlFH LA FAE o= vl ‘:V‘] B
E =7t St Aot & aHAE] S vt
3 whEA Wgksta of 7ol A 2 Al E2 ﬁl%éﬂf\i il
o] =x5jo] Al EAE L 7] w2l AlEe] 1 5
71 gobA 1 Slof mgfol A&l A 2L AlES e

27} e 9wt voldl Ao Ake ) waka] AX

2 7))L A Fo] AX2ETOAEY WA, 714 E olm

A2 sl Fito] €

7PAT7e THAE AL AT o] A G

S vd AotV ARASF=479, t#=7.325=

p(.001 ol A ‘IT'/] JgS nAe Aoz Yehd
i O A=

=

75”4 :IW °] DIy ga-?% ATl =7} Fopzlth= Ao
o} o] ok AF-Eokell A 38 FH o] A=
o froe 9= vxitte A7F2R7E A ot
(Han et al., 2008; Cho & Chio, 2011; Ha et al.,

2011; Part et al., 2017). #3714l A A3k o
&g Fa g e s R AA Aol AlE) o] #7]
wf 2ol AB|zke] oAlAH o] Qa3 JES St (Lee &
Choi, 2014). wpebr] 2322 7192 A Fol 3t 384
THE A A gt} 1 2 222719 YAl
BAA719% F4 3 7H Sl Aol 7} fikd Ak A A9l

458 Bl 394 98 59 + 2 Aol
2 &
S| AIAFE
ol AT E ABAKEEY

718730 HAA &), ﬂ“* 2],

4 37 9 Ao Eele) BAE T

i
U{H
olft
ne
>~
old

T
o
i
0

].o].zzﬂ-o A A AH]o] FA A
2 vetst =4, Ap1EBAA S &
0:161:-94 ) ]1: 7oz \JrE} r/}

FEUN 2949 99

of

rlr >N
ox, > :

o

b
= =
old
r'O

N =

=

= oo

J

o
>
oo 2

D
w2
o

pocy
o
ftl

ax
=
>

>
Sor e
’ (C;L.] of

A, o0l

£ iﬁg

-4

20

=2

£
2
=
2
(5]
offt
e
>
i
)
-
=
1o
i
ols rlr
o,
)
<O,

_.JO&LOMOIJ frosx
oSLE.lﬂJC_"OE,
o 3L

E
z’
&2
= r{r
>_\.L
10

ftl
i
Ry
X
)
ne
|
=
[o ol

e Al S
s}, olela @44 AWU e et 2},
o vhEE BARATIR S Foo] 2x2
o] Alg)A 8013} AH|ATES upotdle] AFE=A3
A & Qe AR LD BP0 AF
8 Aol 79S¢ Folof av, Tk AbEIA A
o2 n7jske] AFUA A ek RAlglefo
27199 AA 9] Eg Algate] LA
T 51w, g4 Al AT meh Ay
TLAEY] TR & ol e ¢ = ﬁOM.

N,

}Oll lNA
e,

o 1o o

de R
[» oft =l o djf zo T

s} H‘u
[ -
H:l )

IN' i e

)
o
o

N

N
Sl
30,

X by
r =
0 Mo

rr
v
dlo
K
L
rlo
odk 1S
du HE 2L ofn e ¥0 ob 1 W1 ook [N (R opoh

T,
o2
_OL
£
N
2,
N
ofy T
ol
& o o
b o
MR Y
N =
o,
oX
::‘,
1o

)
2
=
ol
o
ofN T
-,
1=
o
ot
S,
o
fru
R
¢
[
e

=

2 offf
fol
o
i
L
o 1>
o
P
2,
i
2,
=
o
off
ne
>
o2,
Ko
i =
o
)

o [\
i3
>

%0,

N

=2

M =
RS-

Aol £
o Qo) 4 qu
w a7 dese H‘H

e
[N
2
o

4o

oX

Lo iy,
A—M

pg o M |

4z >

N =

w I

i -E
S

iy

ok

>

re r
-
é
o g r°\ Jlm >
rr
=51
rz
10
e,
Ju)
2t
N )
2,
rJ
19 ot

o I3
ot ;;1 -
[

P

K

r
o mlo

fy

N

o, X
fr
-

o o

JX"A
=
—_
Q.
1o
NI
o
oft
oX



The effects of sports—for-all club members on purchase behavior 755

N
EA A |

Ahearne, M., Bhattacharya, C. B., & Gruen, T. (2005).
Antecedents and consequences of customer-company
identification:
marketing. Journal of Applied Psychology, 90(3), 574-85.

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation
modeling in practice: A review and suggested two-step
approach. Psychological Bulletin, 103(3), 411-423.

Baek, W. Y., & Park, S. J. (2017). The eftects of sport brand

loyalty

multi-dimensional ~cause-related marketing: Mediating

Expanding the role of relationship

globalization ~ on  consumer through
effects of consumer’s brand identification. Journal of Sport
and Leisure Studies, 70, 23-34.

Bansal, H. S., & Voyer, P. A. (2000). Word-of-mouth
processes within a services purchase decision context.
Journal of Service Research, 3(2), 166-177.

Baumeister, R. F., & Tice, D. M. (1994). Self-esteem and
responses to success and failure: Subsequent performance
and intrinsic motivation. Journal of Personality, 53(3),
450-467.

Betrarmini, R. F. (1989). Professional service referrals: A
model of information acquisition. The Journal of Service
Marketing, 3(Winter), 35-43.

Bower, J. A., & Tumer, L. (2001). Effects of liking, brand
name and price on purchase intention for branded, own
label and economy line crisp snack foods. Journal of
Sensory Studies, 16(1), 95-115.

Brown, J. D., & Mankowski, T. A. (1993). Self-esteem, mood,
and self-evaluation: Changes in mood and the way you see
you. Journal of Personality and Social Psychology, 64(3),
421-430.

Carrington, M. J., Neville, B. A., & Whitwell, G. J. (2010).
Why ethical consumers don’t walk their talk: Towards a
framework for understanding the gap between the ethical
purchase intentions and actual buying behavior of ethically
minded consumer. Jowrnal of Business Ethics, 97(1),
139-158.

Carroll, B. A., & Ahuvia, A. C. (2006). Some antecedents and
outcome of brand love. Marketing Letters, 17, 79-89.
Cho, J. E., & Choi, S. S. (2011). The effects of human service

quality of airlines on word of mouth and repurchase

intention. Journal of Hospitality and Tourism Studies, 41,

222-235.

Choi, J. E., & Choi, S. S. (2011). The effects of human service
quality of airlines on word of mouth and repurchase
intention. Journal of Hospitality & Tourism Studies, 13(2),
222-235.

Choi, J. E, & Ko, S. H. (2014). Effect of image making
education on self-esteem and education satisfaction.
Journal of Korea Contents Association, 14(11), 1030-1040.

Choi, J. Y., & Choi, Y. S. (2009). Analysis of competitive
effects of attitudes toward private brand and national brand
on purchase intentions. Journal of Product Research, 27(4),
69-80.

Coyle, J. R., & Thorson, E. (2001). The effects of progressive
levels of interactivity and vividness in web marketing
sites. Journal of Advertising, 30(3), 65-78.

Deic, E. L., & Ryan, R. M. (2000). “The ‘What’ and ‘Why’
of goal pursuits: Human needs and the self-determination
of behavior. Psychological Inquiry, 11(4), 227-268.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural
equation models with unobservable variables and
measurement error. Journal of Marketing Research, 18(1),
39-50.

Goo, H. K. (2018). The effect of consumers self-determination
on ethical consumption behavior and consumer happiness.
Social Economy & Policy Studiies, 8(1), 113-142.

Graeff, T. R. (1996). Image congruence effects on product
evaluations: The role of self monitoring and public/private
consumption. Psychology & Marketing, 13, 481-499.

Grubb, E. L., & Rgathwohl, H. L. (1967). Consumer
self-concept, symbolism and market behavior: A
theoretical approach. Journal of Marketing, 31(4), 22-27.

Ha, Y. K, Kang, S. M, & Chung, Y. H. (2011). The
mediating effects of hotel restaurant customers’ positive
word of mouth on the relationship between service
encounter and repurchase intention. Tourism Research, 32,
75-91.

Han, J. S., Bae, S. K., & Shin, H. C. (2008). A study of the
effect of the loyalty program on the quality of
customer-brand ~ relationship ~and  the  positive
word-of-mouth and the repeat purchasing intention. Korea
Academic Society of Hotel Administration, 17(2), 21-33.

Harrison, R., Newholm, T., & Shaw, D. (2006). The ethical

consumer. London: Sage Publication.



756 Jae-Woo Lee & Jung-Hee Jung

Hong, E. S., & Shin, H. Y. (2010). The ethical consumptions
and related variables of the undergraduate. Journal of
Korean Home Management Association, 28(5), 131-149.

Huh, E. J, & Kim, W. S. (2012). Consumers' ethical
consumption behavior and related factors. Journal of
Consumer Studies, 23(4), 105-130.

Huh, J. Y. (2013). The construct relationships between
emotional consumption, brand identification, and brand
loyalty in golf goods consumers of male and female. The
Korean Society of Sports Science, 22(1), 531-544.

Hwangbo, Y. R, & Jae, M. K. (2019). The effects of
self-esteem and self-determination on ethical consumption
behavior in pre-service early childhood teachers. Journal of
Future Early Childhood Education, 26(3), 159-178.

Jeon, J. O, Lee, E. M., & Lee, C. S. (2008). The effects of
country-of-origin image on brand identification and brand
attitude: Focused on moderating role of involvement in
utilitarian and hedonic product. Korea Trade Review, 33(4),
73-101.

Joo, J. H. (2012). Differences of purchasing luxury brand
between female and male: Focusing on conspicuous
consumption and influence of reference group. Advertising
Research, 94, 70-93.

Kang, B. J., Kim, I. I, & Hyun, S. H. (2016). The effect of
corporate social responsibility on customers' brand
identification and customer citizenship behavior in hotel
industry. Korean Journal of Tourism Research, 31(6),
191-208.

Kang, B. Y. (2018). The effect of corporate ethicality
perception on word-of-mouth intention: The mediating
effects of corporate identification, trust, and loyalty.
Journal of Korean Marketing Association, 33(3), 1-23.

Kang, J. H, Song, J. M., & Kim, S. B. (2014). Relationship
between social-face sensitivity and self-esteem and
conspicuous consumption among scuba participants.
Journal of Sport and Leisure Studies, 58, 253-267.

Keller, K. L. (2001). Building customer based brand equity: A
blueprint for creating Marketing
Management, 10(2), 15-19.

Kim, B. G, & Om, G. Y. (2014). The impact of corporate
social responsibility on customer loyalty through trust and

strong  brands.

company-consumer identification. Korean Management
Science Review, 31(4), 117-134.

Kim, H. R. (2018). The effects of social face sensitivity and
self-esteem on conspicuous consumption and college life
satisfaction: A study of university students in the Daejeon
area. [International Journal of Tourism and Hospitality
Research, 32(8), 193-204.

Kim, J. H. (2016). The effect of consumers’ self-determination
on ethical consumption behavior and consumer happiness.
Journal of Product Research, 34(4), 43-54.

Kim, K. J. (2012).
psychological consumption tendency, brand identification,

Constructive  relationship  among

brand response, and brand loyalty in consumers of golf-related
goods. Ph. D. Dissertation, Dankook University.

Kim, S. U., & Park, K. Y. (2019). The impact of corporate
social responsibility on company-consumer identification,
corporate image, trust, attitude and purchase intention:
Focusing on domestic coffee brand. Culinary Science &
Hospitality Research, 25(1), 38-47.

Kim, Y. M., Seo, H. J., & Jung, J. H. (2007). Constructive

between  brand

identification, brand satisfaction, brand affect, and brand

relationship personality, ~ brand
loyalty of sports goods. Korean Journal of Sport Science,
18(4), 160-172.

Kuenzel, S., & Halliday, S. V. (2008). Investigating
antecedents and consequences of brand identification.
Journal of Product & Brand Management, 17(5), 293-304.

Lam, A. Y. C, Lau, M. M., & Cheung, R. (2016). Modelling
the relationship among green perceived value, green trust,
satisfaction, and repurchase intention of green products.
Contemporary Management Research, 12(1), 47-60.

Leary, M., & Kowalski, R. (1990). Impression management: A
literature and two component model. Psychological
Bulletin, 107(1), 34-47.

Lee, B. C,, & Choi, Y. J. (2016). A study on relationship
among consumption tendency, brand identification and
leisure sports participation intention of sports for all club
participants. The Korean Journal of Physical Education,
55(6), 561-569.

Lee, C. W, & Lee, S. H. (2013). The relation among
consumption values of luxury brands, brand identification,
brand attachment, consumer happiness and self-construal.
Korea Research Academy of Distribution and Management
Review, 16(6), 29-42.

Lee, H. S,, & Choi, W. S. (2014). A study on the effect of



The effects of sports—for-all club members on purchase behavior 757

internal branding activity of hotel employees on brand
attitude and word of mouse effect. Tourism Research, 39(2),
173-194.

Lee, J. K., Shim, K. H., & Ryoo, K. M. (2020). The effect of
cooking career on self-esteem, psychological stability, and
interpersonal relationships in restaurants. International
Journal of Tourism and Hospitality Research, 34(5), 139-154.

Lee, K. S., & Jung, J. H. (2014). Influence of conspicuous
consumption and influence of reference group of a MTB
club members on club identification, MTB attitude and
relation continuity intention. Korean Journal of Sport
Science, 25(2), 341-353.

Lee, K. S., & Jung, J. H. (2015). A study on the influence of
innovative perception of & involvement in sports product
on hedonic value, product attitude and purchase intention.
Korean Journal of Sport Science, 26(2), 292-303.

Lee, S. H.,, & Kim, 1. H. (2013). Affect the validity of wedding
service consumers’ social face sensitivity and conspicuous
consumption on the relationship. Jowrnal of Foodservice
Management, 16(2), 163-186.

Lee, S. H, & Lee, H. R. (2012). The effect of social face
sensitivity of hotel employee on job satisfaction: Focused
on the mediating effects of self-esteem. Journal of
Foodservice Management, 15(6), 29-52.

Ministry of Culture Sports and Tourism. (2017). 2016 Sport
white paper:

Nunnally, J. C., & Bemstein, I, H. (1994). Psychometric theory.
NY: McGraw-Hill.

Oh, J. C. (2014). A study on the factors of ethical
consumption: Focused on moderating effects of trust.
Korean Corporation Management Review, 21(2), 1-26.

Park, J. K., Yoo, W. S., Lee, Y. H., & Hyun, H. W. (2017).
The effects of CSR and cause-related marketing on the
WOM and purchase intention. Journal of the Korea
Management Engineers Society, 22(1), 151-169.

Park, M. H.,, & Kang, L. J. (2009). Study on the concept and
practice of ethical consumption. Korean Journal of Human
Ecology, 18(5), 1047-1062.

Park, S. H., & Jung, J. H. (2016). The relationships among
purchasing tendencies, brand identification, consumer-brand
relationships, and brand loyalty of sports club members.
Korean Journal of Sport Science, 27(3), 575-587.

Park, S. J. (2019). The effects of ethical issue-self
identification on ethical consumption: The moderating role
of self-monitoring. Journal of Marketing Management
Research, 24(1), 29-49.

Park, S. Y. (2015). A study on the influence of brand love on
brand loyalty: Focused on smart phones brands. Master's
Degree Dissertation, Kyunghee University.

Rosenberg, M. (1965). Society and the adolescent self-image.
Princeton, NJ: Prinston University Press.

Shaw, D., & Shiu, E. (2002). An assessment of ethical
obligation and self-identity in ethical
decision-making: A structural
approach. International Journal of Consumer Studies, 26(4),
286-293

Shaw, D., Shiu, E., & Clarke, 1. (2000). The contribution of
ethical obligation and self-identity to the theory of planned

consumer

equation modelling

behaviour: An exploration of ethical consumers. Journal of
Marketing Management, 16(8), 879-894.

Sirgy, M. J. (1982). Self-concept in consumer behavior: A
critical review. Jouwrnal of Consumer Research, 9(3),
287-298.

Song, I. S. (1989). The developmental and differentiated
changes in dimensionality self-concept across ages.
Korean Journal of Educational Research, 27(1), 85-103.

Suh, M. S., Ahn, J. W., & Rho, T. S. (2010). A study on the
voluntary determinants of customer participation and
effects on service quality in service encounter: Focused on
self-determination theory. Journal of Consumption Culture,
13(2), 61-94.

Wehmeyer, M. L. (1996). A self-report measure of
self-determination for students with cognitive disabilities.
Education and Training in mental Retardation and
Developmental Disabilities, 31(4), 282-293.

Yeh, C., Wang, Y., & Yieh, K. (2016). Predicting smartphone
brand loyalty: Consumer value and consumer-brand
identification  perspectives.
Information Management, 36(3), 245-257.

Yi, Y. J.,, & Lee, J. Y. (2004). Relationships among brand
identification brand affect, and brand loyalty: Utilitarian

International  Journal of

products vs. hedonic products. Advertising Research, 63,
101-125.



758 Jae-Woo Lee & Jung-Hee Jung

ABASFEAL AolEZ A1 AR Ae| 298,
AFFUA 2 Pl v 3

(&3] o] 79 54 HEA ST AotEsatat A7 Aol HAA &, FEl4 &
Al 34 A APz nX e 9 BAE FRUFARY S B AL
() $5387 oaoﬂ A LA SEE3] Ao dY 39 2798 5 A eR St 2EFE
FE2FEHY ATAPI L A7 7192 2 st F2E8 2 A537] 98] SPSSWIN Ver. 23.0
AMOS 18.0% A}%s}m. (A3}) AA, AolEFL HAIA Ao A 9FE nHT. =4, A
ARE weld Ao FRAR0 IS nAT AR, FAIA Lvle AFTLUA FAQA G nRT
A, £24 2 AFELEA AL 9 vHth oA, AlEE % A
Ja vk AAA, AFTLAE ATzl SHAL e AR skt dFA, FHA A
Aol e FAQN G2 AT

of

Foo]: AolEzzt, AZIARA, FAA Av) g2l Av) AFEAA, 2HH A, ATeE



