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ABSTRACT

The purpose of this study was to examine the fashion brand attitude of tweenagers, with a fo-
cus on brand awareness, image, identification and loyalty. The study analysed 541 fifth and
sixth-grade students in Seoul elementary schools. Major statistical methods used for this study
were Cronbach’s alpha analysis, confirmatory factor analysis, and path analysis with SPSS 19.0
and AMOS 19.0. Brands selected for this study were "NIKE' and "BEANPOLE KIDS'. The result
of this study was as follows: First, the study showed that both "NIKE' and "BEANPOLE KIDS'
had 4 significant routes from the research model. Brand awareness had influence on brand im-
age; brand image had influence on brand identification and brand loyalty; and brand identi-
fication had influence on brand loyalty. Second, using the bootstrapping to verify the significance
of the total effect and indirect effect, brand awareness had a significant indirect effect on brand
identification and brand loyalty; brand awareness did not have any direct effect on brand identi-
fication and brand loyalty for both "N/KE' and "BEANPOLE KIDS'. Also, the total effect of
brand awareness on brand identification and brand loyalty was significant. The result of this
study showed the development potential to the fashion companies targeting tweenagers.
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EQA e s Bal=EE

1. M& 2 AA"e] do & AHUE F 7Hol S
g} 2Pl A Fxpste Fdo] AA mopX L A
E At (Tweenager) = 19909 o] & n|=S H] % g dE ZFEEC I ok A & £
3 oA FEuY JE AR 42H @u} 2 2 3o ue MEHg yrRas AFo] Z2FH
o NE 20008 o]F HAARLS Wz o 2% FAZIE Ylua th(ung, 2014). =3 T
ot Ao A FES BT e FJoel, %J&& = AF7F BT IFEe 9 AW FAE oA
2 8AlolA 144 AlelQl o]EL 7]Z9} Eloo]A g FAF wheh 2018 0] =W T o - fof A
54 Alolg QAVMAME Aol Aol dte A o] Z3ETt 58% AX 321969 1H(FH432) ol
2 AAA Fujsgo] goor Eraty, <A ol2x Fujgo] ¥ Hs]-(1980AtHAY) A th7t
2HEO R FH ALEY FQ23 AHA IECE o 2o e Ad wE anjgol 94X Aow
AA 2 JvHLindstrom, 2004: McDougall & Chantrey, A= 3 92 m(Choi, Kim, & Son, 2015), @A =
2004: Siegel, Coffey, & Livingston, 2001). "<& = Wl g=2k o - fob AFel dE HIEIF Fob
HE3 ool oln EQAE 93 BAHE=E A (Jung, 2015a)° we}t g=siAd71ge] Tl

o] AAHo} AME A A FEE FAsL Sofo] 7|2 Slvk Wk opel EQAUE i}
od, $PYUFIME ELAYE tdez = 9 o7 e WAV S EQANE U gt
FA Aol TZE3 AAAZ HolT gtk 20109 So} A Aot FolA Y Tk

Fet Aol THAF A

5 Aol AdEn 10% Wl wE A9 R Holl Bgo) 2 AR AL
g, EQARL RE 20% W) AAL 72 gl el fAhdE BFSA obsE A9 W)
routks EQAUE A71s e pg @ v VIEAER AR P AXHFOE AR
= AqUE A o HEo] mol Qs AuAY o R HAf&d A AL e 7kl ook
dozMe 9Eg ggsty dh Ty A EY Ax = NFDo] EXAALRE BEAH(Jung, 2015b)8}
e AAe FU BT Aol s 53¢ FHS Qo 24 19w 2009 99 dujEe £
= W7 Aol o AFAE A Ry Bl SA7E HY ek 71277 201598 Ay
CEY AAE A2 & & Y2010 Fashion mar- 90% o7 A7 6509 o] MES disty 9)\13}
ket, 2013). (The best 16 brands, 2015). &3~ Apparel New:

2014 S A AT qfREE AddiEl 31% 7 B2 20149 SRS HW HIe] Bt 1$1
7h AT 44z 610 dog b A el (Lee, 2014), "SIAB =77} ¥ 20159 U 55
JWgon, ofgEel HFo] HAHOE HFihHI W M| 2E oFFE 19]9](An, 2015) AAHE 5 2
NE A WATH2015 Fashion Market, 2015). L A ks atal Ytk o™ obEE AR AR
gy ol gt obF&E Ao Fae A&EHe EA of &35 & wofelr] fg thekd wiAE S
E 5o Zhad o3 Ao ® 20079 4931897 Al 4o 3 9l
Aoprt EASA S 20143 4364557 9] AlAo}7h 7199 4N FALAY EAE WF T83
EA 3t AlA ot AL A A TH 2014 demo- ot 53] 23%9] A }5 | od v M3Ee B2
graphics, 2015), WEFA 0-144 fobE2e] A <l TE olE¢] HoME A&HOT HNIsE NS
et HAETL 18.0%(20073) A 14.3%(2014'F) 2 HolE Z1o® yebgEd(Son, 2006), ©l= EA
Z+22(2015 Fashion Market. 2015) 8t E At g7} AN A AAEATAC TR 2EE sp=A
7t ERE 25T SHAF(AH-1H) S FE o &< AAEET itk webd Bes] EQA vt
20109 3279+ wWolM 20149 2769 O 2 (Demo- AEae 284S gl M-S Lalrl] @A EY
graphics general, 2013.) 7Adtnh ey zhde] A BASQIAE, BATonz, BHaATEYA
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a1 ee] 7 Bz #AE A
AAANA 7FE T BRANDchild(Lindstrom
& Seybold, 2003) & H|E3te] EQAUIEC] 2t3 9
= BA:E=9 7d(Achenreiner & John, 2003)<
FaAY BEAE FAE #HE AF(Grant
Stephen, 2005: McDougall & Chantrey, 2004),
Al B Mo s v & |
97 (Lachance, Beaudoin & Robitaille, 2003: Har-
radine & Ross, 2007)%5 EQAHE Yoz 3 n}
AYGAA AT (Castleberry & Merrier, 2007)E©
o 28y sEvEle oldZA A3 AT
BT o]ES AR sl A3t Ho,
th ] Abe] A (Hur, 2005: Jeon, 2006: Shin, 2009),
2 (Kim, 2006: Lee, 2006)°] g XPAFE0]
o, BERHEE LY gk AFE o A7EA A
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doEn Roof kg 4, I8 %
A "AthLee, 2012). ofo]Eo] ThE A}
FA A ool oAt E
#Z U F se|BZ ololE2 gE
Eol &7 v Bt FoAdx B4
H o} (Belk, Bahn, & Mayer,1982: Belk, Mayer,
Driscoll, 1984). #pA1¢] o]0 Hef ko 2 g
SHEAY ARE 7P FLEA AsH O
H AR A & YSoEA [ +
B QAL Ao] stx, I e A9
B 22} @oh(Lee, 2012). §3] B
g JHo=2RH AL W]
CEFEA 8 MY el A
At EQAUE BE AUE ofed
Holn H o g AUz IENA
= 21A719] el FF Brrds 988
(Roper & Shah, 2007).
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2] (brand recognition)
2 FAEY(Ahn, 2003).
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e grellA 7dHE 24 g
(Aaker, 1996). 4&H

AR 1 897t 8
Aele] gk A Aol 7)elsa
Mo g st I JHEE] o bl
& ol Wi, I FlA due] B
& doh(Hoyer & Brown, 1990).
(2008)= HHAZ QIAE7} HAte
BAT A3t oWAE A A
Aed 7t 77171
3} ATt
EQAT e ofo]E2 "LEGO” ¢} "NIKE®" 17
Z “TOMMY HILFIGER® o] ©]27]7}A] Ha=9)
Eo] Bt #ste] By EX 3
1918ty I 5 dig oAdSs Fgsict
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(Achenreiner & John, 2003).
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BAE FUAC Fold gFs FH 2HE YA
T A BEAHE FAEY S Fe Z2CE e
$om Lee(2012)8] AFoME AX = o|F HA:ME
oA 7t BAE FAL mAE TS BF {9
3 o2 yebtth Jacoby & Kyner(1973) <A
I FAETE 394 BAE oA e o) A
Q1 gFge wethe ATAAE AU olAHH
Fo9Ho|x xEstE HAZ onxls HAZ A4
EE EFolX oFA Y HIE FAEE AA
Bt FUE)BAETL 21 Rale o|HdES %
A el mek Al B2 A ARE A
FAA FA7} 7hesteE @ oH(Kim, 2000).
EQAdE AF7HA 9 ool "oolA et o
2 MEE JH AHAER " FrAETtEY
T A B&Ee 2T oA dis) g &
T e AEely 53 vy wolth(Lindstrom,
2004). 18y AFAEC] WEW ofFo] HIAME o

2 U
(Belk et al., 1982). Wt 2 AFlM= A7 A
A7k 2l 5, 65 dLE H] g 5

AEE Al Fadold Ade Wdes & A+
o} 22 HAE omx el BAE sjAe FE glo)
EQANZE =713 7]oste BAse tigk A4t
44 a3 ANz Aot s
H4 BAE= olmjals HAL FAA A (+)9
FFE = Aotk
H5. BAE omAls BAE FAL A (+)9]
YFE £ Aotk

argel 4d Bgagel weh auAEe 7
MARE &, AF A Ak BeHel 54

Bt} BAdE ouAE ¢ HA Aztst

of tE meow AN FHH A, 9wsh 47
2 ooy} AlFe) 99ow gld A4 o)
AzksleA) 2ela 189 Bl Hobel el AR

o oIl WSALIE 2R Al AA W)
30T (Gracff, 1996). 29147F AFL Fohska A
g3 AL AHNEL FARAL T2 AR

e W F 7Pd 223 WhH O 2 (Graeff, 1996)

A% avAE A elmAY Aale] uleks ofw]
Ag AYs) g8l Aoblds s AFL o
AEala 188 AES A ANG HeFi

3hth(Malhotra, 1988: Sirgy, 1982) =, Av|x= =
opd g vty AR E BHEY EUE T
o kA Fo},

% Al (identification) &AM A7 B4 Aol
sl Meldoez AFNE “/AY ZAEA o
< Ze FAeE 5Y UdE FUAE FOo2N 2

)

Aol A so)F HrtE SEA st AL 7
E AA=Z d(Rio, Vazquez, & Iglesias, 2001).
Underwood(2001) = SYAIE MAA &Y A (perso-
nal identity) ¢} A18] 4 F U Al (social identity) 2] 27}
A KPR FEIASH AMAA FLAE LY
EAold B wWE A7) AAE WFslete

ojuatd, AS A FAAE EAMAT dE A&
oy FutEs 3l Jee g 24 (defining char-
acteristics) & AHg-ate AEE Yellle AR 5o

2 e 29uHd 9 RS 159 guo

o
A&
y

1
|

FEEH7E dat] dd Jekel ois) SHAY0 4
e 2 5 = FE= s Arh(Choi, 2013).

BPE FUAE ¥R Aopfds HAL o
n 27t AR st AoE Au|R7L ZAle] AElE B
HEE S8 Al zHIL Aol FAY F2 &
£571E et Ad, @A 25 JTFe fo
HAE 93 BEAEE 459 EFE AMgste As
ettt AnAbe] ik HAE FUAIE BRE FA
Tol FA4AA ¥9E wAth Kim & Chung(2006)
223 Kang, Kong, & Shin(2006)& 2= FYIA
7F BRHE FATd fog s Fe 2R d
T A3 Bgon Lee(2003)9] AFNME HAZ
TEAZE BAE A SHH dFe vE F 9
om B BHHALE FFH dFS E F A
o] ATt

EdAdie E=gdolzte EA-GHS] 27/}

- 94 -



EQA e s Bal=EE

kg AI7IE BAE oig BEs A= 34 7] 913 o R BHAE FALES AAsHEA, 99
=Y w7 FRA - A GFo] AA & AZte] AAFE BHAHE FAE A JEhdoy
FERE ES T FAAE AT WA ALF A staom, Wells & Prensky(1996) %= 1A 2] B
HAE FAs] g 7 G4 HHeE A9AA E SRS S AARIAT oRE EQAG
I tH(Lachance et al., 2003). A vl Fo3 ERJGORZRTE QWY A 7
2 AT QA FIAE EQATIE A9 3 &35 9% dexdez J52 Fd <A B
AR Ao}l olm|A FE oA Aol olmXE HA AHQl SES Qo 2N EAE AW Ao 3}
T ojHAe) utgdtE AOE, AFH FUAE ES 7] g BASe| Riztsty Jejd ARES I
A7t 2&E71E dale Jeely dA Aale] & tellA o] Fas AP A#Eol AUrh(Lachance
HAe A Z& 1 rAdFHe] #AE HepdeR et al, 2003). 1B E2 EQANY FALE TaFT
A IEHRS &F WHOE BIASE ojge AL orRES A 93 5 HASE AssAY
= Zostaat gt ojE3te] 4717 Fe ALHOR O BAES
Zaly ol st o8 Aostua gk
H6 B FAAE BHAT AT A (+)9
FFE = Aot B AFgAME o8 wA S vEeR E
o A BATHEE Bt XL HAT oln|
5. HlE EME A, BAE FYA, BAE FAEE F4H0E &9l

e L OfHIZAL 2 BAUE M
Kim(2008) 574 HHAZe] 5949l BEg 7k 2 AFE 9% on 2AlE BAES A4 S
glof o] HAEZS] Algs s Frjsty ol#d o AwTe HAEAL ZHer] Yate] & 239 AA
o4 dHmet whg FHdEs AEA0R ooyt AP Ak A str1el ZFstu 53hd st 63hde] 2
= AR Aol G AP oz 2012d 29 9YH

BAE FAET 52 AHAES 2 Sle Bl 1006 2=8t7 43793 53hd A 408 S hALe
a2 P s A ARgeta 71 AR E HAEASEE ZARIY "Folsts B &
AHe&s A £ JSEZ(Ahn, Han, & Jun o ZAZ Q= BHAT o]2 2~379 T o] &S o
2008) FAXAL R e AL A5 74 AFAL e AR et A4S “yely)tehe
o AFe dvste A A AAE FAAA el ool 7bg metom. 1 HE olo] “ofrjrir”,
5% FFENE W 1] ole] 25-100% T "ol 2 (North  Face)”, “7hoh(Kappa)”, “E2
U= (Reichheld, 1996) 235 & = 71319 173l (Polo)”, “W]|9(Nepa)”, "Faraa" = Ax=9o]
A BIE FAES 7L e 2R gHt A=} giEol ek whd ojshay el Ao "ul
duit T8 AE ARF F Stk Kim(2009) ) EZ7) =gl Sgo] b wgtou, “EZT qT
ATrANE Bl SAET 52 240 drh & “A2712(Guess Kids) ", “2lute] 7] 2 (Levis Kids) ",
AstE7tel] wel BAte] 7pX7F geAle Ao E “oltthA”, “Eale A" = vhekdt S-S syt
bt ~x =9 el= 132 K-BPI(Korea Brand Power

Sheth & Venkatesan(1968) 2 X z+g 7HAs}
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Index) ZX=9o] & 1$l
2}, 133 4% 19& VS8
of Md7g8” otrltkA” 399 A
SIS M3k, T3 APATF(Ki
2004) ¢ A5 FHste] "Uol7"E 31% BACE
ARskdch w3 7H12*%i%]°1 H AR =7E 20119
7% BEST BRANDS F - o}s& —Hrl"ir el A
(201172012 BEST BRANDS, 2011)¥® "RIZ7|=",
A3 AT (Im, 2008) oA ELAIN7E wl2el] Foj &
siwsts HAE 1 2912 Jehd “ERAZR&H)
27 "ERH Y, 1Y AEY M5 ReR
B (Best fashion, 2010. 09/10 Best of Brands, 2009
201172012 BEST BRANDS, 2011)& &3t "Rl
Zy|2"2 #Z BACE ARt

o
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o rroox
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SAETE AYATE wgeR AxAs 94F
FAAY AR s Egoz ArEA
AEs A 299 AL YAE 53¢ H=(1-
A a¥A ¥, 5wl 2% E AN ST
du L2012 29 179)E Fdled 259 5, 6
shd S EA BAER FIdE AAY 4
9ojZ 4 - Hesle] HF HEXE ST

BAE QAAEE T Ao 54 BAE9
B $484E rEdds Y gile AL
2 A ATE(Choi, 2008: Kim, 2000: Y. Kim, 2007
K. Lee, 2006) &} ou]|ZAME B3 5719 202 +
etk BAE olnx& ANty 719 & e
BACY gigk BE Ao EANUI} =73 7Y
st BT digh AN 744 I3 AAYCE
Fosty AFATF(Kim, 2000: Kim, 2003: Kim
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B AEAC SHEHEES sl wdd 273l
=] w48 A, gddye a9 e A
A 2 e AR @ 5 SHE ARAE e
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EdAe] s BT E =
{Table 1> The demographic characteristic
(N=541)
Variable Level Freq. % Variable Level Freq. %
Boy 281 51.9 5th 221 40.9
Sex - Grade
Girl 260 43.1 6th 320 59.1
) North 254 47.0 Me 302 55.8
School location
South 287 53.0 Decision of Parents 213 39.4
Parents 441 76.5 clothing Siblings 11 2.0
Parents’ decision 90 | 166 | Purchasing Friends 3 0.6
Company while Siblings 12 | 22 etc.. 12| 22
clothing -
. Friends 7 1.3
purchasing
Alone 3 0.6 Design or Style 216 39.9
etc.. 15 2.8 Comfort 153 28.3
Department store 341 63.0 Quality 48 8.9
Brand outlet store 97 | 179 Iﬁporfa;fe Band name 3] 79
whnile clothin

Place of Discount store 50 9.2 . & Price 20 3.7

clothing purchasing

. Internet shopping 29 54 Color 17 3.1

purchasing

Wholesaler 18 3.3 Fashion 13 24

Agency 6 1.0 etc.. 21 3.9

AFde] ghde 5ol 2217 (409%), 63do] EAAUY QA FHAIS AEA FUAIE FH

3209 (59.1%) 1™, detd# A Fx& 93 stk st o, SRlEA e A3 EdAdE A9l

Aol 28148 (51.9%), “A8H8e] 2607 (48.1%) & 63} 2 FUA AEE FUAIE 3 Y AdeE <

ol 5hduth 18% 4% o Bel 2AECY, ¥ H3u 9E ASE vegor, EQAGY FAE

yol e Aol HsiA AT o] 3] AA Hed FAEY P53 FAEE LA

of WE SAe FE ARl 24FUT%), Al PO LARAY A% @ e AASE A3
2878 (53.0%) 2 ME5HEA WA a3} 7 F e AoE Vel

EE FE A 2 94 £ A7olN A3 e drndel 7

FAANER] BAHE AR, HIFAEZ ojmz], HAL

2. EOIXM Qol8AM 4l MG TUAIY BAE SAHEC] Jid ZE Golr7]

A3 AMOSE T3l &3 8AE4(CFA: Confir-

3ol A QOB AL AIAlE ok + . .

A 2]lRA s AAslel A ATt matory Factor Analysis) S 44 ot EErEA
hESRAdS ddded A 29189 74 RIS 5 gz ggye AdsE 290F 2 o1 AA
°f A FAHACAS AL TN B g A% (Table 205 (Table 3o vhehd wsh o]
BEE ATl fstel FAA 8954 (explora- “Uo)7]" el "HIES 2T BE 2ARE AYE A4
tory factor analysis) AAIst3ith =39 EFdd< WA AwRozm TAMESY] AHAEs} =o
wol7] 9stel LaARsFe] 10013 BHE AN moz vpwd ma Ageclse yALBAS
stel el 3 30 R S 271 THEET gaigy) gstel Cronbach’s o« ASE 2R 2
T & 320 ¥ T 2009 Bge] BAe) o] g “Lpo]7]", "HIZF| 2T BE g oAt =& Ul A
ALk ES B AFA s EYAUE UYSE 319
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(Table 2> “NIKE” The Result of Confirmatory Factor Analysis

F bach’
Factor Item actor | Cronbach's| | o
loading a
Al |I have an image of NIKE. 778
A2 |I know well about NIKE products. 889
Brand ; : 911 127 852
Awareness | A3 |I know well about NIKE's symbol and logo. 858
A4 |I know well about NIKE. 881
11 |NIKE is familiar to me. 839
12 |NIKE is fashionable. 849
Brand ; .
13 |NIKE's quality is high. 885 938 752 910
Image
14 |NIKE is splendid. 875
15 |NIKE is athletic. 887
Bl |I think wearing NIKE will make my friends like me. 891
B2 |I think wearing NIKE makes my reputation better. 917
I think wearing NIKE makes my relationship with
3 909
Brand 1 B3\ nds better, : 940 766 | 921
Identification - .
B4 When‘ friends wear NIKE, it makes me eager to 842
wear it too.
B5 [When NIKE is popular, I think I am popular too. 812
L1 |I will buy a NIKE product next time. .858
L2 |I have recommended NIKE to my friends before. 789
Brand L3 |I usually beg to buy a NIKE product. 906 995 716 884
Loyalty I want to go to the NIKE store whenever I go
L4 . 881
shopping.
L5 |I stop by the NIKE store whenever I see one. 791
x> =431.280(d.f=146, p=.000), Normed x*>=2.954, GFI1=.919, AGFI= 894, CFI=.970
e 23 3l ALE Yeyt o] AVESH 11 F ZALR] 7k A#AA AFE H
A% Z4Edel 29T FAF A% T L A% “Uolr"= AVE F M AL gl 72
BAE BE FAHCE F5E (p(001) Ul ARAFAFY g 2 g 602 "HEIZE
WE7|2" B 7 o4 & QRN e 7F AVE F 7FF 2 3tol 81, AaAFAFY 7He
A YT ASE Ut shue] A 2Rld o & #2642 AVEZF EF AdAGF] AFHY &
A ZAusEe eqvsw Agde WF WE A2 U} ZRWFE 2 BEnEgel s
EAFEZHAVE: Average Variance Extracted) & Qqow Zt Mg AHAF Ay 2 JIFEAFE
g2l & A3 "deol7]”, "HIEVR" F HAE BF %2 (Table 4), (Table 5>% 2t
7 oo E yeon, A JAIEE(CR: Construct
Reliability) %t & 7 @& ghol "vol7]”, "Hl&7] 3. RN Al AR HS 2EM
27 BE 8oldo® vehgd SAHWMSE 7] =2
Az Ao st 2 AFolA AFsaA e ATEFNA AF
AR S ol 9ate] = FAlQo 77} H ARES AT 4A dAFEIP] AYEE
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(Table 3> “BEANPOLE KIDS" The Result of Confirmatory Factor Analysis

Factor Item Factor | Cronbach's| — ypp | cp
loading a
Al |I have an image of BEANPOLE KIDS. 894
A2 |I know well about BEANPOLE KIDS products. 928
Brand ~ 957 850 919
Awareness | A3 I know well about BEANPOLE KIDS  symbol and 939 R .00 ILT
logo.
A4 |I know well about BEANPOLE KIDS. 927
I1 |[BEANPOLE KIDS is tidy. 931
12 |BEANPOLE KIDS' quality is high. 946
E;aar;i I3 |[BEANPOLE KIDS is refined. 954 969 862 948
14 |BEANPOLE KIDS is splendid. 935
I5 |[BEANPOLE KIDS is mature. 874
B1 I think wearing BEANPOLE KIDS makes my 478
relationship with friends better. ’
When friends wear BEANPOLE KIDS, it makes
B2 . 907
me eager to wear it too.
Brand N el upset when people dislike BEANPOLE KIDS.| 897 953 804 | 951
Identification
When BEANPOLE KIDS is popular, I think I am
B4 909
popular too.
I think wearing BEANPOLE KIDS will make my
B5 |, . 892
friends like me.
I have recommended BEANPOLE KIDS to my
L1 . 844
friends before.
L2 |I usually beg to buy a BEANPOLE KIDS product. 950
Brand
I want to go to the BEANPOLE KIDS store 943 809 946
Loyalty L3 . 925
whenever 1 go shopping.
L4 I stop by the BEANPOLE KIDS store whenever I 875
see one.

x?=383112(d.f=129, p=.000), Normed x*=2.970, GFI=.928, AGFI=.905, CFI=.979

{Table 4> “NIKE" The Squared Correlations and AVE of Variables

Brand Awareness

Brand Image

Brand Identification

Brand Loyalty

Brand Awareness 73
Brand Image 60° 75°
Brand Identification 17" 36 7
Brand Loyalty 24° 440 57° 722

* Average Variance Extracted(AVE) for constructs are displayed on the diagonal.
b Numbers below the diagonal are squared correlation estimates of two variables.

g @ As delale APE

b

2 —

= 431.280, p-value=.000, Normed x*=2954, RMR=

- 99 -
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{Table 5> “BEANPOLE KIDS" Squared multiple correlations and average variance extracted

Brand Awareness Brand Image Brand Identification Brand Loyalty
Brand Awareness 857
Brand Image 64° .86%
Brand Identification 28° A48° .80°
Brand Loyalty 27 A5° 63° 81°

¢ Average Variance Extracted(AVE) for constructs are displayed on the diagonal.
b Numbers below the diagonal are squared correlation estimates of two variables.

——> significant relationship
» non—significant relationship

standardized path coefficients
= 001

{Fig. 1> “NIKE" Research Model Path Coefficients

—> significant relationship

» non—significant relationship
standardized path coefficients
=< 001

{Fig. 2> “BEANPOLE KIDS" Research Model Path Coefficients

065, GF1=919, AGFI=.3894, NFI=.956, CFI=.970,
RMSEA=06022 "HIZ7|="9] AFE AFE
=383.112, p-value=.000, Normed x*=2.970, RMR=
041, GFI=.928, AGFI=.905 NFI=.969, CF=.979,
RMSEA=0602% Yet} A+@s AdEe] H:

b AAs FAEAHE Aol R

AZENS B9 MAZ e Fg D
(Fig. 2> 223 (Table 6o Weht whe} o] "1}
o71"s “WEAZ" BT Ze AEE ML Ak

Ao 2 UErgth
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(Table 6> “NIKE" and “BEANPOLE KIDS" Path C

oefficients of Research Model

H Path Brand Standardized | - o p CR  |Result
Estimates
“NIKE” 172 042 | 16.729 ***
H1| Brand Awareness — Brand Image - - —taccept
BEANPOLE KIDS 797 036 | 22.781 ***
“NIKE” -.119 -.053 | -1.796
H2| Brand Awareness — Bran(?l' . " " reject
Identification BEANPOLE KIDS -.075 043 | -1.271
“NIKE” .025 .052 A77 )
H3 Brand Awareness — Brand Loyalty - - reject
BEANPOLE KIDS -.008 .031 -.159
“NIKE” 695 .063 9.798 ***
H4 Brand Image — BrancAiA . " - —accept
Identification BEANPOLE KIDS 752 045 | 12.153 ***
“NIKE” 301 .067 4911 ***
H5 Brand Image — Brand Loyalty " - —accept
BEANPOLE KIDS 239 037 4.019 ***
o “NIKE” 566 054 | 12.797 ***
H6| Brand Identification — Brand Loyalty - - — accept
BEANPOLE KIDS 632 040 | 13.670 ***
w001
BASAAEE  BAEelEA(deln): B=772 UL WAGL SHs HASAAES} BALo|
pd.001, MIE712: B=797, p<00D) ol BH JFE v Ao JEFgFE PAL AeS AAS A T B
AL Ao veht b 1S AR, HAE  AEAARE HAEEIA §Ee wAA g
TYA(He]7]: B=-119, WE7|=: B=-075)% B o2 YeElS ™, Sung(2007)9] AtelA Hid
A= ZA = (Ye]7]: B=.301, pd00l, WIZ7|=: B o] BEAERJALETE A Fufet el FHH 22 T
=239, p00D) M= B dFS nAA g Ae= AAQ Ful T PFeol JFE vAE A EE E
R b 28k 714 38 A2 BAEQIAE  fAgE BAEAARS} BAEEAE J3S )
L AE oAE el Rk A dAEAY o AR 9t Ao dek,
& s Z\(Aaker 2006) 2.2 AHA7F BACSE HATolxEs HA=FAA(Uo]7]:  B=695
JAAFE YvkeE A olw 11 E%Eoﬂ &k o]n pd.001, WIZ712: B=752, p{001)9} BA=ZAE
AL 231 dve AL gugth 53] BEHE9 o] (Wel7]: B=.301, p{.001, RIZ7)=: B=.239, p{.001)
g ololZelA ad A7 BAE AT F= o A4 9% WAL Ao Yend A4 49 7
Ao Z Achenreiner & John(2003)&] Aol 2354 A 5e AP EUAY e ofd 3y AR
ololEe “oli|AEY A WA'H: HAS olEFH % @A FEHE BAT ojuAel osl o 2 @
A ZH 3 (preppie) ol Z2ERA, Eoluvb AMHE A Sle AR Jee (Lmdstrom 2004) C. Kim
I, 283 golz e, A ZA (lacrosse) Y EH] & Y. Kim (2006)¢] Aol olatH EQAoA B
(ughy)f 2% SZZE QAGL U YRS AZYE AN el £HE 99 B2E 9
EHE “Uolr'e) AR LEHS O LFRT AW, Bl BUSE WIZE U942 I I
442 S AN, BAZ Bz AUd Al ol TAgGeE 942 wedt faos 4
GgAAe Sul, AR, WA, ART 5L agss 249 Qi B8 49 HASe £ Awe =
Ao 2 Yestth T3 Kim(2003) 9] dFZ2 el HYFO2RE ] F&7F A W FLGF 84
BAE 9A 2avh BASY oRAE W LEY 2 Ao Aol 57 9§ BFEACE A&
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I dth(Lachance et al, 2003). @A EAAH 7} BAEFANE T3l A A Aol 42
A Je BEdEomAE AT AbojdllA 3 Al SRR Qs EQAdE 1 HAEA &
TEH}E FAE CHNAFE 4S8 olF F g AHe FAsE ARt FRETE A4
o BA=TAA7E FAHANEES & 5 stk =T o EAEE ALHA717] A8 1 BA=E ke
Aayel A% BASomAZL HEd F4d § WL #3% F Aok
e wd W ohek(Sung, 2007), A Tl elwe
e A% FAEA 409 VL WAL 2om 4 2EET| Foly
Uebd 213 20](Lee, 2006) EQAUE HA] Bl
Tolnx|7t BATEATY QS uHy Yoo AETHE T MAHT F ATEIY A=
R, de HES 2 3 Edbl U fo4e A3
nfAE o 2 BATEYAE HATEAE (o] Aem A= (Table 7)3 (Table 8>l A= At
B=566. p(001, MEFZ: B=632 po0Del BH AAgzel e ASeld HABAALsE Bds
GFL VAT ACE vent MM 62 AgEan, S ENT BASSARe] €92 nAA W sl
BOTEANL BaCEde 2A4q aae = E HAHCU RHER FAY R4S HAs
£ A E(Rhee, 000), 1 F Aol 2&9g 5 7 AW FE2EA Y (bootstrapping) & &2 AT
Pehe guolt AA x&Hel dE Aue gag T A% el TEART B o ARl
2 5337 99 Y48 HADFANGSE o g L THEWP BF R4 dles vusen
3 BAEFAEE Yedth(Kang ef al, 2006), & 2o A I AL wreA RIAEFAATE B
AN ERATe] 22&EH7E ety BAT} WEQA oM BRAESAHER 7hs F Aol v
JES At ALHEE Ely 2 J3e 5 Nazz2 e & & F Ak oy A+ 4
T QU= AJAL JZo] oW HaALE A o} 7+ J= BHDAA L7 HADFAAIS BAEFAHLE
2 FA 93-S v th(McDougall & Chantrey, A AHAHD SIS MAAE SAT Frelt A
2000). Assael(1980)] AAE ABAZe] Egsz  TE T AL McNeal(l992)e] 1) A4 TKids
HAT 24T =4 Jehdoy @e A 7ol as Customers, 4] olo]E& mlefeo] xAo2 Ths

{Table 7> “NIKE" Significance Analysis of Total Effect, Direct Effect & Indirect Effect

Path Total Effect Direct Effect Indirect Effect
Brand Awareness — Brand Image (512;;:)) (;ZZ;Z;) -
Brand Awareness — Brand Identification (13'4_71?0*0*4) (p_:'l.égg) (pgfﬁggz)
Brand Awareness — Brand Loyalty (;fflo*o*?)) (pf,26533) (1;4:6?;;3)
Brand Image — Brand Identification (525;;;) (;335;;;) -
Brand Identification — Brand Loyalty (13526;;;) (5563:;;) -

*pC 01, **p( 001
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(Table 8> “BEANPOLE KIDS" Significance Analysis of Total Effect, Direct Effect & Indirect Effect

Path Total Effect Direct Effect Indirect Effect
Brand Awareness — Brand Image (p=.000) (p=.000)
L 525%* -.075 .600**
Brand Awareness — Brand Identification (p=.004) (p=.204) (p=.002)
S15%* -.008 523**
Brand Awareness Brand Loyalty (p=.003) (p=874) (p=.003)
e 752% 752%F
Brand Image — Brand Identification (p=.000) (p=.000)
T15%* 239%* AT5**
Brand Image — Brand Loyalty (p=.000) (p=.000) (p=.003)
L B327%F* 632%*
Brand Identification — Brand Loyalty (p=.000) (p=.000)
IR T FQHOE ololBA /194e o3} MAE FAE'Y ARE R B AOE U
AFS A%AoR AAHES slof Brhs AH A HAS AXNEI} BAS o]nAe] G HAA
2o Astelth Wb EQAUY BASHEN b % B2 A SddlE APA 4FS nAA G
g 7%l HE o] BASAARCN 1 FLFL 2 U 5 Atk EF BAS ojrE HAS FYA
5% & Ao % HUS FHE), HAS FUNE HAE FHE
o 4FE WAL Aow et
V. z#= A, ARy Aol Y F Ede DR
Fe] TAA FoAdS Fdshr] s FEXEHY
2000 ©o]F |9 FoHoz wWoEWA w (bootstrapping) & ©l&8 AFe Az, “to]7]"<
e e ool Brely AR Feg ;0 TUEVZT BF HAS R} BiE UG
g WA Eoly e BEAAY s Axe RS SAR) VAT A Gl feld slow
T4 2012 39 29%E 39 169704 Agd Qe UERROH F EI oA feld Ao wsHY
228y 5 68 S 5418 GO HaT g 2 A7 Ades EQAY g A7 s
=T AR s ESAHE BleR de fARAES] 2d vt
B 7o) 7MYl AZH Az ket LHS AN} Yok ZEFAE oby obEol7] )
AR, EQARY BAT g 34 geoz n Fol WA AAYS /AT dAE gon, w3
E QAR HAE ojn)x), HAE FAA B ALIHE oo Al A wEy B
E FAEs wERen, 2 24 298 7o) oz A HARE ggoR @ Sl dgdre] 4
BAE A=s7] Y3 A7 = o A7 = ¢ @s] BAEY] MIEE deolie A9 (Im
ANl A7t Soa AoE WL ‘HAT 9l 2008) 1 BA= AFel tiFd AAAHA We gofet
EoHAE o)nx’, ‘HAL ojuxoHAE EA = @S Kim, 2007)5°] e 23y & A
BYE FUNSHAE FAE, HAE ouxon & EYANES drdidon S d3drdl fisl
AE FAEE ARE fo¥ AoE wEBou | OHAE HEe) 4 29S SAFo=A =AY
HAE AAESHAT EAAS} ‘HAD XL o Aol Qe MRIZIAIZ HAE QAL B
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W ojmx], HAE FYA9 BHAT FAHE} 72
BAE BT Zzte] 298¢ §9% dI¢S nAe
AEE 58 d4BAE 4 4 dgvked g2
Aol ooyt gtk w3 BAT AxHi F3FHo|

#3 A7 (Elliot & Leonard, 2004: Roper & Shah,
2007), 245 # A5 (McDougall & Chantrey,
2004) 9 7ol =W ELAE Aoz AEZH9
ATE AYT F de AlFe] HAJTe A A+
o] 9Jog Tz 3 goz EYANE ez
B | H oest £E5ATe A9 A
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