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ABSTRACT

This study was conducted to investigate how consumer global-mindedness affects global fashion
out-of-home (OOH) advertising which global consumer culture positioning applies, and to exam-
ine the relations among global fashion brand OOH advertising, perceived fashion brand global-
ness, perceived quality and brand reputation. Data were collected from 238 general people in
20~30s in seoul and were analyzed by using statistic methods such as frequency analysis, reli-
ability analysis, confirmatory factor analysis and structural d modelling by running both SPSS 18.0
and AMOS 7.0 program. The results of this study were as follows. First of all, it indicated that
the fit indexes were satisfied and the overall model of this study showed a favorable goodness of
it from the results of confirmatory analysis. Secondly, consumer global-mindedness had a positive
impact on preference towards global fashion OOH advertising. Finally, preference towards global
fashion brand OOH advertising positively affected perceived fashion brand globalness, perceived
quality and fashion brand reputation. The results implies that it is necessary that fashion brands
fully understand consumers’ tendency and the benefits of marketing can be maximized through

global positioning OOH advertising on subways which makes consumers recognize fashion brands
as global ones.
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(Gong & Ko, 2015: Park & Jun, 2013: Yeom,
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A AAACE =71 7ve] AA AEAE 2
233 Aglo A ‘GUCCI, LVMH, ‘Ralph Lauren’

5 49 A8 AASS S A g A8
J% BF FAsh] 2Aske] nacte TUw
AAHIL AN BE £HASE B

NNE AT % 9 g Fof 2%
Se o4 HAce) mEEE 22y Y A
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S77 ANA Brh(McDowell, 2004). 3 2]
AEE BAE] FEHAS QAAFOEN 1 B
A P AES HEsHA = (Steenkamp, Batra,
& Alden, 2003), vol7ty 49 AFS A
Zolgts 14 A 79 HAJo] =2 BHE
2 75384 9tH(Cheon & Jun, 2012: Jung &
Kim, 2004). o]¢} Z2 S2¥ Hdzo] st ol
21 F2ES I g EIE WolE]
= HgAeIy I &8t Agatazt st &
W 1ol = (world-mindedness) &3S womn,
=24 AMA #38 AP F3e diE o
A2 ¥kEE B 7HgAde] EtH(Alden, Steen-
kamp, & Batra, 1999).
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A2 ™ (Nijssen & Douglas 2011: Westjohn, Singh,
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A (Deng, Russell, Lamb, Jiang, & Zhou, 2004:
Lee & Kim, 2011: Cheon & Jun, 2012). &4
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ThH(Alden et al, 1999). wWex SE2H milte]

Ao 22W 2MA BH EAMYS Ag

(M do rr

>~
Rad

mr

& BAC 3o e ToHOoR wgE AOR
e &
ol¢} #Hate] AH|zte] FEW wIE7F GCCP

& Hger Mz FEW sy}
Pel B30 gt Bl of" JFS vAE
Zholl thsll Yol A}, Awxte] FEY wiel
= GCCP9 o] st "o A(+)9 3k

o [ 1]

nx= RS2 yeytth T3k Westjohn, Singh,
& Magnusson(2012)2 vl=+ ZAF 24 3719
Hetwe] H2RYAE W HES LR
AR dA ] BEACE e g NS 2
29 AAAS, GCCP Zxol U3t Bl 7ol &
93l ko] 9SS FolatAth

Hjzte] ofe] &F F7t, AH|ARS o
A &H AE YAE JleHe] PR A%
DOOH(digital out-of-home)<] &A3 =z 9
3] £e] Fae] tig Ao WMstE I Jok(FL
A F3, 2013). ol wEh = - Weje] A ¢
IGANAE &9 FY K'E T A
o] sidol ofd HEA ofme] 7Hg o]l (out o
home)'#H= #e]9 onlo] 2HE g3 QUth
olggt A3l A w59 OAAA(Outdoor Adver-
tising Association of America)E <£¢ Zyz o
gt FA3 YAl I Fae] FAd %
AOE AHAbEe] WA HE & e B
el e mjxlo]d ‘Out-Of-Home(OOH) ©lt] o
T A Ynh v Wk A Seo (2001)

So) B3E A1 el Lxalel AolA AU

oty
off
o

i

_l

dm M
iy
|o

2 9% 717 B9 HAECA A7 v
gates 37 A= AoEsdnh
=mo B S9

>
X

i
2

i)
K

-

:i

o T

PR NN S
)
e
12
o ol
o
ot
rlr
pacs
9,
R
ST
2

£ OE

i_,

rir -

r

( r_l).

ol

ifid
o2
ol
j_):
o
)\
B
)
Ny
il
-3
)
=2
>
N
SR

ml
o
2
ro,
N
4o
-~ O
)
s
- =
1o
19
i

ol
e T R ot oy

o ol 1

lo
B
=
2
iy
=2
N

)

|
g
wolth(Choi, 2013). °ol¥d &9 F3e ads

_3_



Rkt 25674 25%

st A5H AFEe] W gk Han
(2005) = AlF dofmol Aol we} £9] Fe
EHF FY HE, AR A e B AEH
el o FFE FErke EAEAE AT
A3 B3 HES AR HEde AlF AR}
AL Shaol web 293 Aol weEt fo3 2
o7k vte A & st

T3 Bang(2008)9] AgelM= A BIAE=S

4
HT o oft
ol
2

L O,
il
o
Ao
o,
ol
fd

=)
rr
mJ o2
oS
9,
=
o
>
o\
)
o
U

AN
MU orlr Hd

>l

|o

fit

i

ful
of L

Au)

[

= W Fsle
S AT BADE QA= AFo g A
o3 4= lth(Alden, Steenkamp, & Batra, 1999).

dgfo|th(Akaka & Alden, 2010).
GCCP= AAZE 229 HAT o g%l nH

H 2AAYE ddoy, oF BAEQl wvE
(Benetton) = ‘United Colors of Benetton'o]2h=
25 WANA A5 vt gHEglel AAY
BE 2HAREe] 24 Y9 xolghe BEAY A
AAE Aggt dFA A7F Avh(Alden et
al, 1999). ©hAl @8l GCCPe ©& =7beh £3)
of AA FARE 9ulE AEstE 7199 oy
LR AEA SR HAEZ AA7|E
o] Mol o] E Fal FAHe HIES I=
AL 7199 #AFw 7Rk & Jde] ofd

O:

7198 ZAMYF 2wk Q1o MR W Atst
IE FELR HAES ARHE v TS
FE el

GCCPe| & el #3 AF#2 A+ES ¥
HH, Deng ef al(2004)2 F= 2HAES W
o= def GCCPell J3l AFol v Ao} B
o] ¥FAE AAETL FAoH, GCCPY F

[<]
A ojwAE B hE eiel Fo3 JIF=
U

_4_



ZHze] 229 vlelest 22 djd BAES

KN
=

9l

[e]

T

> (e}
A= As

O
GCCP¢} LCCPE

E_Oﬂ }\]-

Attt Lee & Jun (2014)

b 2789 PPLE& "“?J

i

pul

Zg ==

I, GCCP A A
,]Eoﬂ :L;Gx%o

A

RS

N
-

&) Ay
T LT
to ¥ rlo

& 2R B A
W= ok Al o
AT o™ (Steenkamp et al,.
Akaka & Alden, 2010), &H|A7F A Zs)=
Tt e} FEHEAC AITS wy
A7HE #etsts HE7F Eth(Kim & Choi, 2006).
LB AENA FEEEHA QA EE BAEE Ayt
How FRWI ojwA] wiFe Haro FA
7Fx7F 948 BAER o AR (Punya- toya,

ol 2HAES FE2EITL 94
AEL Fujgozn A9 AR
gy AZ4eA EtH(Cheon & Jun,
2012 Friedman, 1990).

T3 AZEH Hdze FEWAe BHdzo| o
gt AR AHE ] detolu Fol JEFe F7] Wi
o (Akaka & Aledn, 2010), B#Ee] FE2EAL
2H[RRS u) oAF A FR8g 8dlo] o
&S ASA71 BAHE 2R B HAE Eole

) =88 FtH(Kapferer, 1997). itz F=2d
st AFe] XEe A 43 SolA AHRt
BAse] EHAS QA AL 719 2 B
o] wAY &3%E FUsAZ F Jde WE T
2% 24ty & 5 Yok

A7tE Bze] FEHA #e F8 Ay

£S5 Ay B, Steenkamp et al.(2003)¢ AT+
NME = H=9 LRAE R thF

dd

el F2Y Buse 27 Huse 4% &
of e anlAe) W AFsdn. A7 A,
37 wE Azd 8
Azt E4% v
T 7hsAdel =
o} oek 22 7Ur
WAEZ IXAMY9)
asty AFEolgte O]UW%
Tujge g F=4
A1 e] #] 9] o} Aol
olgtal AwstArt. o] A
F Jung & Kim(2004)
REELIEEE
mE) e £ gfel na
ol q]s Ongo ;H)\}o

L=

<

H
i
3
%

.
o:

o

s
=

T
T

ot
I

N
2

o

odk
Jo o o2
U
_O,L
T 2

fru
fe
o wy 2
fru
e

>
2
X

N =
B
=

o>
92 b
do i o

o

2

>
S

N 9 rlo
£ i

H rulm
<]

=2

o= Rorg
o

>,
o
re M
ko
oo
Hir
(o3
e fi Fi
2 4 oo ®
=2

_L/rlo
ro

oX 4 & e L
_O|L

i, ofo

ol
-

N,

]

é—}

w Y
=

pu
2 oon 2

~

R

to
L oxl

g O
iz 2
o= ™

l'FU

>,

) lﬂ

R

o

ot
20

[e)

=
[
lo
ld
fr
i3
oXx,

[T 2 R 4 okt
o

|:4
Y
[l

)

X,
o
o
ro
o%
o
N
2

e o
-

o
w o
[
o,
1
fru
i3
oX o2
L
-
=2
1o

k1

bt
2

t

e

Davvetas, Sichtmann, & Diaman-
topoulos(2015)7F & o dZ3 4 A4dS EdE

Steenkamp et al.(2003)2] ATF-E THAIF LA}

Pt LRSS AEE Y tigh Azt BiAlE
of FRWAY] JIFE Yol A}, BHALS F
240l H 3942l BAE HER olofd o
SHAES 2EY BAES AFS P oAt
7 A gohe As IR S, AvAEe] 2
B BT AFE 7T o BAse FEY
ol Q1o HE 1 AlFe s A& + 3



Rkt 25674 25%

= 7

2ot

ﬂ‘,

37449 ARt ol

rir

2) A48 42
o] 54 Z& Holgel MEer Hos
]2 (Zeithaml, 1988), 7193 AF<] &7 4
127F 5o 3] QAo JFS 7R =
w3 FAL V2R sto] AP A7
AEF EE AMuze] HdibHel 94
g Ao AR geojd F
(Aaker, 1991).
Zeithaml(1988)©] A AlgH wE A7}

2
= ]

N

Mt ko ox
‘0, of
B o
T . "®

]
iy

)
2 rlo -
g
2

o 1
o

o

Al
oX,
rlo
o
dlo
t
My
e
PR
2
Ry
N
i,
= ]
e,

S48 SAolg|Ete =2

Al Zlolth, AlA, AHIAES HukHl PR

oz AFS HES FAMSE /Hdolm, mpA o R

719 He WellA F45E Aol

= Ao Azky T Hek Ay A

E2 AuHEM, Steenkamp et al.(2003)& F&
N2 ZANYE BHASDE RSN A

o
oy
=
=
i)
(z
e
[t
i)
e
o
o
N,
il
o>
2
N
fd

gﬂrr&;aﬁxlﬂwmmﬂ

o
fru
>
ld
fu
e

3
W B
AN

X

o oo
wy Ko
lo
e
to
o

R e
K
_>|~l_,
>

e
[
N
M
B
)
=
it
offt
:O|1:,"
i
fil
[ o [ o)

X,
flut
2
o
Jo X
rlo
N
o2 N

oF HrtZ HoHm, ol 7Y =2 A A
&3 79 FAsle BHEZ9 JEX o th(Leslie,
1999). AH]A} HaE HAS axgoers 1
BAT7} Zale] 71dE SFA1E Aolgt o st
o

g Bl e A4S FAsoh(Veloutsou &

il
rlo

WE FI Qo] HAUE o] AAALY] £ BAHE
e B BAE 55243 oj50] BAHE At
Ao miAE FFel et AFAA AFE A
o I A3, BHE gAS BAE Fuet His
Ak kel #AE 2ESHY BAE Fa, B
E &4 9 5549 AN T AT

of BAE Ao of & A5 o

o

B HdEA mdoj(e]: out-of-home

FgelA el 22H)F ¥ EE AR

HE gAdE A34E =EST @

A Fokol #HEstY Lee(2011)S A F1 H
al

[<]
L GAF ) 2R EA

“

e
o~
ol

ol
>
a
)

o
i
)
[rl

HAo] HAAFE el ofH
FENE Dolry] g8 FWe oo
® °

oo
[ dfo Py

(M 44 [ o2 N o2t &

o [t
Iz
Hr 2 re (o
pasd

g
(PP A S

z
[
rlr of r

N
%0
T

=
I (o]
-
0 T
T

o
nx
>

—
I o
a
H
0
1]
AN
iz
2z
0



anzte] 229 vd=s 22l

N
_O'L
il
]
il
ot o
2
T
=
Iy
1o
do
o
Rl
o,

fol
10
oborlr
=2
o2
ot
ko o
o
0
(r
N
i
=
o
=l
o

i
f —_
it
X Ho
lo,

fol
10
N
=)
o,
N
N
N
o oA oy
r

Lo
X
N
i
[ [
o
Fl
[

o

i}
o 4
o
o o
3
9
[t
Fd
D)
ot
o
- 9
=2
=3
it
N
N

m o2
o
B e
e ne
PN
&2
0
—_
NS
i)

re
ot

ol

& o
=

(7Hd 1]

l =
N
o
n =
o
fu
e
i)
o
[
i

fu

Mo B
=
=2

=l
r
1o

2,
o
x

lo o o
=

do
o

[7H4 2]

fitl
fol
o E
ol
Fd
2,

fu
&
R )

r

B
=
>
©
&
r>~
Iz
ey
I
Lo

o flr oz

£
2

odk
tlo

oxl
+
1o

=

Py
o

(714 3]

4
(o
[
Lo
Jo
[
)
o
2

=

fol
lo
bt
rir
>
NS
it}
=l
iy
=2
ol
x
o

o

fil
1 o
=y

i)
R
s

o

=
n 3

[7H4 4]

ro il oR ok T—JFH T U 1
e

fol
o
ki
T
e
[

of
ot
o
a=)
Wy
PO
o

=

-
gy op
ox O

e
el 2 (Hannerz, 1990), Nijssen
Douglas(2008) sl A AHE-® & 8719 &4

2 Aol A st 5 AR HAER
stk

YEl = AMRES
ol& &
23S

LN

[e]
=
4

14
oldh
2,

foli o
1o,

[
ol

H
<o}
(<o}
<
rr

€ 3 A3

1o

il o Jo rR [0 X
o 41

GCCP
o ojgh
o2 A3y ‘jr
Douglas(2011) ¢

5%

ool Mo o g -
ko rlr ofe

ole

/‘}'%‘ﬂ_ T': o
4789 3

Perceived fashion brand
globalness

Consumer
Global-mindedness

Preference towards fashion brand
OOH advertising

Perceived quality

Brand reputation

{Fig. 1> Research Model

_7_



Rkt 25674 25%

AE AEE on 3tk (Batra et al, 2000: Steen-
kamp et al. 2003). °©]& ZH3}7] 98| Steen-
kamp et al.(2003)8] HLZE d=to]Z W5

AHEgE Kim & Choi(2006)9] 48 EdizZ £
A7e BHol RA +4F F 4 IS 5T ¢

AE Hrg =59k

HAS AF] A Holdel tF AR

o Hoz AT 4 oW (Zeithaml, 1988),

5) nale WA
BAE WAL 2uAEd o8 AHHT <14
g Base) AAAA AA B e

(Lesile, 1999). °1& Z743}7] $8l Chaudhuri

D en) =2

AEHAETIE B An,
HA 13 dH] A E S WA 3 Al

g 98l 200 o] F 40 (N=40)S W2

2 13 AU ZRAE

ol HE M Hazeol &9 FI A 3o

‘Askd FA'E Y

T7/9¥ ‘the NEAL ozt 7Hd sid Bi=d

AAeta olFHel oA gs) Mol B

[oRRES
Agstaon o=te] & AARE ARSste 3
o WS AT EF AaAd] HAE
I B 5A4S g A4 g a4

Lo
N
;Y
i
-3
)]
Q
@]
U
o
T
o
£
rr
(&3]
)
X
-
>

Sl dia] S22 A ofdR|o] tal] Lolr7]
3 68 HEE Abgste] e SHEIIES
t} o] R4EdE Alden et al(1999)°] Al
DE#RE=] 2g T= Hx, 2)F4 =L 3)
o) WA, 4)5AJNE, 5)ANEHE ouA 7}
20~30t] & - o !
ggoz 2l AE ZAME A
gro] Aol st Hargkol 3 W
7 (175%) 1 &30

> ol tzo re
o ¥ Ao B o odle oE R dle o

ot
fd

z
H!
N
% 1o
oo, oo
M i)
PN
i ¥2
=

Mo dlo

23

.

N
=
N

~

c

)
re
il ot
x

Pl e o
lo
i
B\
SN
N
[Yrs:)
T~
2 8
[@a]
r%&e\g
o, ~—
o mj |
fu
L @
o =
= £ oox
po, X
fe 1> = ol
T
ERETRL
2 030 a1 A

>
N
>,
o
>
44
it
N rlo
il
-
S nE
(2%
s
N
Mo
o
=
N
ol

2 dMe AT
of AFse= 20~30d & - F 270

ol
R
lo 12

2 ¢ (o de
o

2
oX

d F o
N

Bt o 2 1

>
=z

J}ﬂloﬂﬁ._&:ﬁdﬂﬂo

R
ot
L

X

i M e

)



{Fig. 2> Priming image
(Photography by Researcher)

AMOS 7.0 Z219E A&t 329 Q98 2. 8 B9 MEE HE
E}w” 7,400}71 % gold 2RAE A

bach’s a ?ﬂ—r ko

1. ol EHE =M et 28y QIS AT e E
o AAst] F3E 7He] WHLAAES P
B Ao ARzt st Srte 548 A 71 A3}, Cronbach’s a Al %ol 08142 s
HE AHEH 32 80%(336%), A 158(66.4%) Atk
o= oz SHAY Hgo] ¥ =UTh AW 5 U WEES AFE HAE A AF
AOZE 20t7) 2147 (89.9%) 02 WIREES A T AsAIE w¥ES fden, 2% A4
Ao 0ts 249 (101%) 2 JEET ta Balzo] &9 Fyd g Se& 0,796, A7
Y& FEe AVEY gy A FQ SEATE WA BAEe 24 0779, A4E 2 0845
120 (504%) 2.2 7} 2oton, gy &4 82 I8l BHE #HA 09022 RE5F Cronbach’s a
8(345%), ek ol 239 (9.6%) 123 & A ol 075 438t 54 dEE0] =T
258w E9Y o)A 13H(55%) ¢ 2 YEth ek FEo 2 e TH(Nunally, 1967).

H(61.8%) 22 7P Btom AEH 399 (164%), 3. BloIM Q0|EMS E5} EjgA HE
AR/ A 319 (13.0%),  Bel/Au 223 109
(42%) 187 UHA A99h - AQ =2 . 7E
= TAA 119 (46%) 22 YEsT
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AsHE Aol HQs] WiEd 54 ByS o a8 BE A NEER FHEE SAHRY
S35 34 2 A4S AHAAEG WA Nl of BlgA S HAFs] el AA Ty v g
A acld d Bt AFe A LH A7 29l BAL ANt I A3, AA B
o] 229 mRlE 61 TS Aelsty BFES & o] AYgLE AFEol #& FFd va k "As
Q1 Falgo] BT 05 oo E Y FAA NFI=2891& A sty BT 78 F52& FF3=
o fosl Ueht 13 BRAel dE AL ACE Ueuth £d FRRAFEES BF 05
gl o, +4 Jid AIE F} ES BF 71EA 07
{Table 1) Result of Confirmatory Factor Analysis
St i
Construct Items andardlzgd C. R.|AVE| Goodness-of-Fit
Factor Loading
When cooked land snails are promoted in ggge
a French restaurant, I like to try it. ’
If I have to buy a car imported from other RO
countries, I would be likely to buy it. ’
Consumer Although I have a favorite drink, when
. ) o ; 933 | .780
global-mindedness and for the time that I visit another 78R
country I will drink the local alternative.
Although I prefer a certain type of food,
when and for the time that I am abroad I 6257
adopt the local cuisine.
This advertisement is attractive. 7107
Pl’rif(?r?nc; tov;ardz This advertisement is interesting. 71 s51 | 500
obal fashion bran . . 2_
g . This advertisement is favorable. 75 X°=279.589
OOH advertising (df=160, p=.000
This advertisement is imposing. 6747 ) N
CMIN/DF =1.675)
To me, this is a global brand 666%%* GFI= 901
) ) I think this brand is world-famous. 7607 NFI= 891
Perceived fashion - - - -
I think this brand is sold overseas. 6247%%* .852 | .590 CFI=.901
brand globalness RMR = 036
I do think consumers overseas buy this . s
. 682%*
fashion brand.
This product is likely to be durable. 711
The workmanship of this product is likely s
. 795
) ) to be high.
Perceived quality - — 919 | 742
This product is likely to be of very good g
quality. ’
This product is likely to be reliable. 688 **
This brand is likely to be famous. 781
) This brand is likely to be renowned. 823
Brand reputation - — — 926 | 757
This brand is likely to be well-known. 852w
This brand is likely to be popular. 882HHE
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{Table 3> Fit indicies for the structural model

Model X d.f. GFI CFI NFI RMR
343.646
Hypothetical model 166 877 922 .860 .063
(p=.000)
06.530
Parsimonious model 206.5 131 912 961 901 .047
(p=.000)
Level of fit - - > 09 > 09 > 09 < .05
olom Uit B Aol A8 34 WrE 4 TRUEAIS 0|28 HA 28 A
7+ AT HPAdel gHHE AL 9T F itk
7 A g e AlFre A=L g8Ed =4 X
<Table 1>;]_ 7E]_E]_ 1 :lLo Hn'q ] '4 no = =70 ]
EES UYOR P2 YY) BAL AN B
. B 48 EhE 74 1Y e BAE 34
stttk 1 AR, x¥=343.646, df=166, p=.0002
3 74 Adel AAR e 74 Ads det " . \
_ E Uvewon, vz AgE AFE AR
o gEzke AEe wE egS sas] 9l C o o e
o CFI=922= &% 3% ESAFHSY GFI=3877,
F A 299 BREAFEUD BA 29 29
} NFI=8602 % FFET T4 @A veEgoy
FAAA A vastdt 1 A, HdEas .
¢ RMR=063 3 A= AL FE< HF5A7A
Z3el BT A Ag & B A vehd 3 e
e u T aksich. ole] web $4 A%(modification in-
T3 Mg 7] BEABRAL MAE AL & & o T
St o= Table 205l o] Hela o a1y dex)E ol&stel 9T RYS FYHE 4AL
= able
= soeme T AR 54 FEEL o A9 gE FEET
AAAIEE AANE 4SS o8 FE5F AZA
e tAel 1 EY BHE AAL & AcLee
{Table 2> Result of Discriminant Validity by AVE
Preference
Consumer towards global Perceived Perceived Brand
Factor Global-mindedn | fashion brand | fashion brand . .
quality reputation
ess OOH globalness
advertising
Consumer
Global-mindedness 30
Preference towards global
fashion brand OOH 038 .590
advertising
Perceived fashion brand 016 284 500
globalness
Perceived quality .006 .080 213 742
Brand reputation .000 236 489 156 757
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& Im, 2007). D 7M1 A2 A 2nake] 2249 migls,
44 A%E 43R A3 AZE A4 BAE g2 A4 BAzel 43 Fad o
S 0] —
o 22wy oW Bgs AW B4 04 2L B
AASAY, FHE 72 289 AJEE e 7Hd 19 AF A AN 22Y mRRlEs
AT ¥=206530, d.f. =131, p=.0002 \ 7ro] = =29 A BAC] K9] Fie tigh 2ok
ol AT pakel w9lsA uEe, CMIN/DE7} frolet dFE FE AR et M 18 A
15772 38tk A7 Yehytr] mie] dubzel 7 HATHr=182, (=2.354). o1& A= 174 9]
8o A¥LZ ut=s= Hoz ok 1 go) gkt AFFe YEHsdES ugeR
GFI=912, CFI=.961, NFI=.901, RMR=.047=% 2HRRe] 229 milErt AA BaE=e GCCP
7+ AYE AFEL 27 Z8 &Y AFHo Faol ek el A(+)e Gl e &4
sabEl AL BHoldk 4= 9 oH((Table 3)). g Nijssen & Douglas(2011) 9] A+ A#E AA
3t Aolth & 9= AF Y TIE PolEol=
5. IRIIAM 0| HE oA AFEe M aHAES SREE 9
NAE FzaE A4 HAse) Aeld 89 A3
T4 AgE T #d 2EE & A7 T o] alA FAHO B WolSol= Aot
= ¥R Bes AAsta 74 e 7ke 3A olo] wel AZe] FRWals} A&HE A
£ #ebstia AMOS 7.0 ZRIHE ARS8 A A gAES 9o E3h) AES HAIFHO
AR BAS AAsaL 7] e RS Adel 7 285 AURES RHOE e A
Ak 74 dEE el d #AE AT = 9 WA Ea B3 WAAES AT GCCPE
Bgo 7t AR Wig M AS ZAAds dwe Aegtowy By FHE YL 5 Y A
(Table 4%} 7t} ot}
(Table 4) Results of Path Coefficient
H Path between variables e Sz, Sl C. R. Result
Coe. Coe
C Preference towards
H1 onsuter — | global fashion brand 257 182* 2.354 supported
global-mindedness ..
OOH advertising
Preference towards . .
H2 | global fashion brand | — |© eroelve‘f kfalshlon brand | opq 304%5 3.757 supported
OOH advertising globamess
Preference towards
H3 | global fashion brand | — Perceived quality 718 53gFF* 6.738 supported
OOH advertising
Preference towards
H4 | global fashion brand | — Brand reputation 551 540%** 5.748 supported
OOH advertising
*<.05, *** (001



2) 7Hd 2 A% A% F2Y A Ao 9 o Faol g st AZE FH A (+)9
e g 3oE, 2178 A B =9 FFE FE AR Yeht 7Hd 32 AEEHU
294 (r=534. t=6738). o] A= 2n|RSe] GCCP

M 28l A% AR FEMW M HAES & 3¢ ga 2YA HES Holn oF %

o) o] R s 2HAe] A BAE 9] FFA AFLE QA= AS W3l Zhou
SEEA A FAHHA FFgFS WA= AR & Russell(2004) 9] A+ AHE A A 5F= Aot}
et 7k 2 AREA (=304, (=3.757) z A3d WAE 53 A Bdze FEHe
o3 AFE IF YIYES A E GCCP Fel el FAHAHeR wolSolA HE AH Al
£ A& /M BAEY A Fue dAES Lol Aol gluegte A BAES] AF 4
EA ANAEL BAEE FEHA Q4 sch o] Hojd Holgty AZEA FHE Aotk o)F
= AL A58 o=Z 93 Cheon & Jun(2012)9 A BAEQ AFo] LEAZ QAAHE AL AF
AT+ A#E AASE otk oAl Tl 2wzt wak opel 7199 FHAME A71Hd g
o] Aad o W 4X9 A BaAEe GCCP g 7% @ & dE £28 90| th(Aaker
F3ol tal] 594l BEE oW dAAz 1 1991).
A gdes A BASs FEWS Bdcay olgld Az ulgl M HATe FEWH
AzeA Bk Aol olmAE BANZ F & GCCP S &9
webd s BASe we B AR FA, % B3 vjAe] Fgate] 2uRAEe] FHH WS
IR § oo 24ES 59 B HEAA & FEFOEN AlFol ¢ HAEE Q4"
23 o|uXE FAsII olol il AuH|AE T Atk
o] TH2&S w7|A oz FZWsA Ty
FES a3 Y A4 BAER Q4" £ 4) 744 4

D M3 A% Ak 229 A4 BAE 89 A4 4 7
B WP % A%R F

71 39 A= Ax FEY JgA Bz &

Perceived
fashion brand
globalness

HZ
(.304*)

Preference

Consumer towards global Perceived
Global- : 1
indedness fashion brgn-d H3 quality

nin OOH advertising (.534™)

H4
(.540™)

Brand
reputation

"p<.0o
“**p<.001

<Fig. 3> Results of Hypothesis Test
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