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Abstract

Purpose - As society continues to develop and the economy grows, consumer participation in sports activities and
consumption of sports-related goods are steadily increasing. Nowadays, Spyder, the sporting goods company has achieved
great success in the Korean market. In the launching, Spyder tried to communicate the sport authentic brand value to
consumers as successful sporting goods brands did. The purpose of this study is to identify the key factors influencing the
successful branding strategies of sporting goods retailers. In the process of value trading to the consumer, the concept of
authenticity which includes ‘originality’, ‘truth’ and ‘genuine’ is considered as one of the most important factor for branding.
This study tries to define the brand authenticity in sporting goods retailer and to develop measurement scale. This study
suggests a new paradigm for sports brand research and implications for management of domestic sporting goods retailer
that is losing the direction to develop brand value.

Research design, data, and methodology - This research consists of two parts of study. The first study is a qualitative
research to define sport brand authenticity and measuring items through expert interviews. The second study is the
development of scales to the authenticity. And reliability and validity of the scales are verified by quantitative methods. A
total of 500 respondents were surveyed and the statistical tests were conducted by dividing two groups.

Results - This study defines the authenticity of sports brand which is divided into four dimensions; behavioral authenticity,
performance authenticity, spiritual authenticity and virtuous authenticity. And this newly defined four dimensions measurement
tool is proved statistically in this study in terms of reliability and validity.

Conclusions - For the success of sporting goods retailers, it is important to understand the value of sport and to
communicate it with customers effectively. This study suggests a tool for sport brand authenticity and also significant
implications for brand strategies. In addition, every entity which is related with sport can apply the measurement scale of this
study to understand their position and find direction in terms of authentic sport value.
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JEL Classifications: M11, M31, M37, Z21.
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TP, TP, “ZldT o QOE En e, BEME T
M2 2ETL AHAZX| @0 ZFIME Sy JHKIE X0
Cist 792 7ZHO|=ICt. Beverland et al.(2008)2 ZTI™HM
(authenticity)O| #CH OFAH &S| Z7to|H 7|Q OAE ZSO|Lt
HAE ZX|MF0| 7|Z0| E[o{oF St FHESIRALCL Pine
and Gilmore(2007)= Z4X|XH(economic offering) X3} O|2&
Soll A0 DM AXMK7L 7tSSHK| %2 HEHS| =
E(commodities) ZMO|A CHZF MAO| 7Hs3 X|Z(products)
Moz, HEn JHE ENEES Ecte AMHA
(services) Ao =2 ZIIstH T, O|X= XN & (experiences) &4
M AlCHe| Z2fet & AH[XteEe| wZo|Lt 7|90 40|
= 7HK7L ZasiRCtn SHRACE oj2{gt MRH el JHK| T
o= RAE, ™ o2, TR S2| /fEeE d¥E=
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Jensen(1999)0|  DO|2fAz|el &M Z|lEz2 ZIH
(authenticity)2 23t 0| %2 1 =QXM0| 2 ZXEL
UCH G Crdet Alelatet 2otoM Q3 7HEe 2
Zte|7| AESIRR, 53] 7|Ye| O EEGo|Lr 2T H
KOM O  FA 3= AESRQcE  IFE

ox IV 4L k1 ox

(authenticity)0f| 2+t A1Z = Beverland(2005)2t Gilmore and
Pine(2007)7t 22Xl AFE AIZfet ol 2 OHAE &
HME FOMOA Creh 2HHOIM Folx|ln AH7E|l ALt
O 7| AFZAM =ast otfd 7|8hg ZAFX= 2ot
ULt £ BRMEOl FFY 7HE0| EMES| =7 THK|Qt HH
A ==, MRt XA E3E TG (brand
authenticity)0] Chot HFS2 EHE TFYLS LHHOILL &EF
o 40 mekM CrFet MEto|M Fost7| = ook FEd
(authenticity) 7H'E2 “TIRp, “FI4”, “T4” S| AFHH o|0|of
M ELSH0, BEHE Sy IJHX[O| THHOILE LHA - X gt
g, 28 XHo Tieh S4E aH|XHo| Cigt oFE 74X X|
gk, LIOH7L Xjoteel 82| oFH Iz Folk|R{EHBrown
et al.,, 2003; Park & Kim, 2014).

BHE TEEo st Jide Folsta AE T tE
Z0| A9l Pine and Gilmore(2007), Beverland et al.(2008),
Seo and Lee(2013), Park and Kim(2014), Morhart et al.
(2015), Napoli et al.(2014), Choi et al.(2015), Kim et al.
(2014) S2 <Table 1>1t Z0| EME TIFIS HBOILL M
HIAZF 71X niet §41 #3E 228 7HX(inherent
value) M, AH|X} KO E0|LE ot 2HEE H2H 7t

SIEEEY
=)

X|(psychological value) =M, Al F O]AF =119}
THAEl AFS|R 7HK|(social value) EHOZ FEST QIC
22X JtX|(inherent value) EMHO| TIHM L X|Z0|L} M
HIAZF oLt 2EMoR JHXE 74K A=X(0f CHet 7Hd
o2 MUMAAESNME FE HEBO|L} AH|Al ZEEQI X
SN0t B, MEI DAL XY, EE MoY 52 34
o= HEE|n UCh 2EAN JHK| HHo| TFEMHE2 A CHa
0| El= AFO|Lt MH|ATE JHX|= E40| BtEE|=0H &
=0 IIMYES HHCRE ot AF0MEs THEHOo|LL ERMC|
&o| FIMAM 942 TEE|QCKSeo & Lee, 2013). Al2|X Jt
X|(psychological value) ZH| ZIEM 7HE2 M| X0
Mol ERfiE TIFEo ot @AM MEATO| M= XtOF7|
E, 434, oojx| AN, T, A, A" SS9 H2lH
BES| QAE2 FMOE IEE|L QCh AR|A JHK|(social
value) ZHO| ZIHMHE HHMETL AlZ|E EZO|Lt O|¢F+2t
SEAZEX|, 217t B4 ZEoILE 7Y S0 Atz|E MY
F ZHHE|=X|0] CHE 24ZM MAATFME ST,
Y, TIdM, 44, XIS7tsd S8 4z 1EED
Ch 71l RE1H 42 AH[Xe| FOio|=ot Z2 7|9
dItE =0/ TR HYUFELE =0|=0|(Su et al., 2015;
Kim et al., 2015), O|2{gt =HO| E2HE RI™AMO| AlS|E T}
Xt HZECHT g == ULk
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Cohen, E.(1988)2 Of&l AtHojMel FHEE 1LESHYL,
Leigh et al.(2006)2 A+sk} EZE0)|A, Alenxander(2009)=
o= HEEO0|A, Seo and Lee(2013)= IfM HEHEZOfA,
Seo, Yoo, and Kim(2014)2 3ZIEE EHZHE0|M, Song(2016)
2 E3A BERES|l BE ZIFMO| CHsl &SI Ofef
20| %z EME TIFHo| Cist A CHfSH AtRiofLt &
Zo| mElo M TAE|JE=, 2 HFE2 ATQ 0| El=
Mol EME vtdet BHe TIHEO| CHSHAM =25t QAL
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<Table 1> Definition of dimensions of brand authenticity

Dimensions of Brand Authenticity

Researcher Inherent value Psychological value Social value
(Indexical cue) (Iconic cue) (Moral cue)
Pine & Gilmore(2007) Natural, Original, Exceptional Referential Influential

Beverland et al.(2008) Pure authenticity

Approximate authenticity Moral authenticity

Heritage, Trendy, Consistency,

Seo & Lee(2013) Originality, Exceptional

Authority, Symbolism Sustainability

Park & Kim(2014) Performance authenticity

Communication authenticity Social authenticity

Naturalness, Trendy, Consistency

Morhart et al.(2015) Continuity, Credibility Symbolism Integrity
. Heritage, Quality commitment, . . . .

Napoli et al.(2014) Craftsmanship, Design consistency Nostalgia, Cultural symbolism Sincerity

Kim et al.(2014) Quality leadership, Heritage, Authority, Morality

Local relevance

Fashionability, Consistency, Origin,

Choi et al.(2015) Heritage

Innovativeness, Authority Sustainability

Continuity, Originality, Reliability,

Bruhn et al.(2012) Naturalness

EMez 1 FIg HE7tn s 2xx 5 2
ARAOAM OB 2471 HI7|HMoZ dEE oY Z0|H,
Mot QA7 X&50 LHME O|FA ¥ AHOX|7L AZmX
HESO| MEF =0 UM Fa3t 3F0|CL FS7|Y2
HE iKX= mOjz= XS0 st Hriole FekS O|X|=0
(Kim & Kim, 2011), AXX 8 2E7|0|H EME XpAIL
E5|L} AHIXLO| HE HIHO| 2 g2 V& Aolct X2 2
B ARX HHMC 9| d3ut Mo CHiM AmEM AX
= BHUE|MQ| ZIHd(authenticity)2| =7t d30 &2t
Adatg of 2 As oy = QUCL SUoIAM AIRHEL 1M|CH
ARXEE H#ME F 5@l FEO(Puma)= 20014
‘Speedcat’'O|2t= AMYZ FEA|SIH LO|7|, OfC|CtARL= CHE
e MERZ SIQUCEL ofY M2 7|&E AZX HHESO
oo Z SIE =7, |4, HUA, 57 89 AxX #&F
2 Qo CIXIQIE|X| RUol, miMo| BIEst H2 T2 i
OS2 AXX ZFat RSt RUS HESIFCE £ 19984
oM EfE ZMEJIl Sander)2te| Y2 ZE A|ZHEl FEOIQ|
CIXto|{ ZHHME AFOAM MHIE2 HEH JHMEHHR
(Alexander Mcqueen) S9°| CHYst M EIHEQRO| Y
(collaboration)2 2 SXY7IIX| K|&L|1 QUCEH SEX|TE 0|2t If
Mo 78tg & AEQ d3oR Qs FE0H= MOjNo=E 4
W =2Meo| HSto] AXX O E 20k CHet i H EX}
£ AE9| 5%, O Zop Y HEFQ AZX A 2ot
A Statista XAt2E 7|=SZ L}0|7|= 2010 11.5 billion
USDOjA{ 2015t 19.87 billion USDZ = MAS 3t¢ 1, ofC|
CtA S 7.14 billion USDOJ|A 9.13 billion USDZ AdAtsH HHH,
Z0b= 1.89 billion USDOA{ 1.65 billion USDZ 3|2 A&
27t ZASIQCt H|EE AZX Adk 2OREEDE oLzt 2 2
HE MK OEMME H[XPH EMEE 201 =G|, LIO|7|
o] AL 2010 16.67 bilion USDOjA| 2015 27.83 billion
USDZ AlAtSIHOL}, ZOpo| AL 2.86 billion USDO|A 3.39
bilion USDZ AZ AA0| XKLL O A|7|0] L}O|7|= “Just
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CHH Axx H2HEO| XTI M(authenticity)2 O{EA H
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value) =, AH|X} XPOPH‘-"OI'—P S8gnt 2EE A2y 7t
X|(psychological value) %, AFEI’S*‘ FYHOIL} O] =72t

RS AL 7|-X|(soaal value) Z£HHO| M| JIX| kfoz L
28 4 QIC} Si9ICt. 2 HRO|AE <Table 2>9f 20| 2| A
xH_E J|X2 AR |:|EHI: F™EMS Rolslax} stQCt Cf
O AmXxol 2HN JHX|z WS22AM FOQ EHEHT 7|&H
AFHL 583 7H‘I QA2M FELE A0| ZQ5ICH ME
7 HMZAol Ao et @SA R A(Behavioral
Authenticity), A& ZI7M(Performance Authenticity), HAIX
XI™ M (Spiritual  Authenticity), —EEA TIH M (Virtuous
Authenticity)2 2 12810 HO|st DX} SIRLCE

<Table 2> Dimensions of brand authenticity for this research

Former Research [This Research
Natural, Original, .
Exceptional, Heritage, | Behavioral
Trendy, Consistency, | Authenticity
Inherent value Performance,
(Indexical cue)| Continuity, Credibility,
Quality commitment, | Performance
Craftsmanship, Authenticity
Dimensions Fashionability.
of Brand Referential,
Authenticit; i i
Y | Psychological Approxmate, _ Spiritual
value Symbolism, Nostalgia, L
- ; Authenticity
(Iconic cue) Innovativeness,
Authority, Relevance
Influential, Moral,
Social value | Sustainability, Social, Virtuous
(Moral cue) Integrity, Sincerity, Authenticity
Sustainability

3. AFEHHE (Methodology)

31 AXX HIAC
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I 4(Sport Brand Authenticity)
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HAHO SHATE NHSYCL HAATE B J|E S
S TENO| B eTer AEX JHO) Cfg HTE FAS
= UEE AUl 2W BEs =30 0/F MEY dHE
2 5o 0|2 EH¥Hoz HOI Yo TUSNICE

AKX HAMC FEAMO| JjEBH= J|E HMS RFHM AR
O CHet HEO| 7|=35l0 2&EF 7hK|(inherent value) ZH,
AE|™  7HX|(psychological value) =M, A}S|™  7X|(social
value) ZHO| 3XICE EYUSHY], FEH G5 Zutut dtd
& 3™ ZTIHM(Behavioral Authenticity), MFX ZTIHH
(Performance Authenticity), HAA TI7Z M (Spiritual Authenticity),
CSX TIFM(Vituous Authenticity)2| 47]f Xflez Axx
e FFEHE FEROIYUCL AHSHE  TIYY(Behavioral
Authenticity), AZFX TIHM(Performance Authenticity)2 7|&
BHE ZIEY AF0M HEBO|LE MH|AZL 7HK|= AR/et §
dar 2HE 2EH JHK|(inherent value) S| FI7HH0| Y

= 22O Z, Kang(2002)0| &Z= =

s2 &% MME o chot §Eﬂ9| EgolEr & =
. EE AZXO| BRI JHX| ZHO|A| EHSHexceptional) A
Lt Z|20f 717|E40|E = 22 &2Zx FOE St 7r*|9-f
= 223t AZX JHX|o] Yo =2 MF X (performance)
oz 2E3|9Ct. MAIE(spiritual) SHO| AZX HaH
REge 7IE BUS NFY oM M2H i
sychological value) =MHo| ™Moz XjojHd, AMEM, o
Sk HAINM HQA E0| QAQF BAHE YO|Cl AXZ
_H':01IA1" Ait*ﬂ F5H= "AA JHK|Ql st
o} Qity, £, 87| SO AHXPL AEX BES &
b= MAX ZMMo=z FostYCE 2| (virtuous)
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U8d g A HE=FE HMASI X} o
J%| Kpgle] AEX SIS NPHS J|ES
HEol £ 2gs MU0 7|=51o ISR 5T &
7o MEE M1 8l AEX 2Bl HE7ksds =017
9o} ~zxe| B4 o 18 0| Bt I|E SRS
EX HAUE NEN| ES FHOIYD 08 M1

— - O =
71E Axx HEH AF0ME AZXT) 7K 22 7H
£ 2=x=x %%% S S IR IESD ULk
Downward et al.(2011)2 AZX XOE S3iM =019 42

EOEA @ - 9ot Azsel Zi I ~Ex gE
o] HOIE E|M P2 - UCIT SHACH &, Frederick ef al
(1993)2 742l ’;7—|°‘lf s (competence)° IXS= A
ARX HOO| FQ JHK[Z Of7|0, Eok XpAe| Fab 2t
HEE QI 2z== TOIE St UCH SHRACE O|MFH 7|
2zx JH AFLOMs AZX0| 2EH JIXEM AmE
&S o7t MHE, AH, MEH o= | THK|E HS5HH,
ao| EHaLt %‘!%2 MEettte 2 Z=StRCE 2 70
Me Qo 22 g58 EZSI0 Axx HHME FFEE9
WSH ZHO| FHF =2 CiSu 20| HolSHRUrt “of M
= AZX KO{XQ| 0|0|X|7} ZSICP, “0| HBlE= Amx
gpzoﬂ A|MB}E HECSO|CP, “0] BEAMEE EAMO| AmX
SHES 93l HEHTO|CP, “0] B AZX TEO| ZAS}

EOE T
= AS —’F——_rL°FEF', 0] BEMEE Axx 230 FosH| 9
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25 ofsh, Amx A2jst, AEX M2[S} ST 22 Amx
ero| o QIR0 WS EHHN ARX MAL F7Y @
Aol ZHo| UCkn £ & ULk Kang(2002)2 AZX FO{x}



Jekyung Lee, Sangyeon Song / Journal of Distribution Science 16-4 (2018) 57-65 61

=9| AxX X0l 58 FoM MNE HF 7t S25ICH SR
O, AXxX Wfet2 AnXo| 2N JHX|E Ergst AEX
MFO0| Ut E QUCE £ WADA(World - Anti-Doping
Agency)O| A olot AmXo| Z2A JHX|0f|= Fl(spirit), &
H|(body), OF2(mind)Q| Er215H A% (excellence in
performance)E T-E310) A|&3I0 UCh g B GRE A
Zx SAUC WYMol HHX Z0I0| SHYSS LY AR
= qpstol et AFRE J|XZ to] of2fet Zo| Holsigie
o, Ol TE7I 2HRE SdiM ZBSICE “0] HEE=

0| AXE HEHAS FTICP, *0| BUEE HEt 7|%
2 ERYEICE, ‘0] BACE AEX BSS 9 %19 I
= 71T 2-Eo|Ty, "o BREE X4 TMEIt0| ol T
SOy, 0] HAMEE= RIS E0F=s 22 7S 7
saico|cp.
323 AEX SE FYYo| YHH =0

A

AEx BAUC TFY PRON YUY S00| AL 67
=2 AXZX HOE S3l0] AmEHY(sportsmanship), =,
Al2|™ & Eli(psychological benefits) S2| €S 4= Q11 O|HE
0| ZIget Am=x0o| 7tX|US MAISICL Keating(1964)2 FHOj
ER S2|E ft L¥E &, 3Fs E0|, At7| HEE, o
CHErofl CHot &5 S0 AZEX M4=0o| ZH7| E|0jof SiCt
ZFHSIGLE Huang et al.(2012)2 AXX SEit AAZ L)
= dEX|=0f Cfet H AFE Sot0 Axx &0l 7|37t
B2 ANPUSE Mol UEEJ BCHE U2 SHSIAC
Downward et al.(2011)2 CiEQ| AxXx X0 ZCH7t %t
HMA o|fr2t dYHsHH, MY 50| SHE AZX HF2
HIDH MEEaA A nEel, el MEES, S0a3
o Mot HE HHZ F0|1 0| S 71z 2HH H|E
S0 FYSHY, O Lop7t AERAQL 225 S X|&EsH=
ME|HOl SEIHX| R|BSICHD BIC 3 Huang et al.(2012)
2 AmX BES SoiN YAH W=D OfLIZ FI|Hol
22 92 & QICKD TSN AmX TS| HUY I
of CHoHA 1FSIRICE SiT SAROIME O|RTt O[Zkalop HA
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<Table 3> Qualitative Interview

Mo [ e | N
Interview 1 Sportingsrc);ec;?;i"sstlndustry 5
Interview 2 Distribution Industry Specialist 3
Interview 3 Sporting Consumer 5
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4. ARZ1t (Results)

XCt Of2f <Table 5>9F Z'0| CIYSH HM=E OfSHE T,
1% O|Bte| 7|Ef BEHERZ AT{OMH, QYA EIO|EZ|AE, O
Z0, 423, 2Z, HYYHOIE S0| ALK

42 5% 7 M2lY B 43

A= BEE PG O F2 HEE 5 =12 A
Wsl7) 9I3t MY ATE FASIUCH HAZAE opo| A STt MES Aoz oF Mo Azl 2A At g
I MEHS TE| QoM M2 EATIBS SN B foig s olar Sreit QoloA Hahe ofs <Table 6o
: s I 2M2 9t BYE QOlEM Hits off <Table 6>
HSIAOD], SEHOIM OF 60%2| ZALS FMSIASD, LI S T D el s oa) oroM BLCIMS Xsle
S I Zo} e 2 =58 54 22 7120 EtYEES Xolist
Xl= XLX|Yo| AH|XIE o2 ZAE TIHSIRACH HE = Zsle FQISH A|ZX0l QOlo| RX Ol D ZEL &
ZALS| MELf MEQ| EF2 Of2fjet <Table 4>t ZCt. ;sfj_ooa.q CUeE e e T e
ool cjatol £ SEAL £z Pojsts Amx gEz e T Y
M| HIFL L0]7], OfCICHA, FWRHATH 720%E AHX|3}
<Table 4> Quantitative survey sample
Variable Division Frequency Percent Variable Division Frequency Percent
gender male 250 50.0 Seoul 176 35.2
female 250 50.0 Gyeonggi 138 27.6
20s 167 334 Incheon 33 6.6
age 30s 166 33.2 Gangwon 4 .8
40s 167 334 Chungbuk 8 1.6
Office/Technical 168 33.6 Chungnam 9 1.8
Official 23 4.6 Daejeon 10 2.0
Function / Job 17 34 Kyungbuk 7 1.4
Professional 41 8.2 residence Gyeongnam 20 4.0
self-employment 19 3.8 Dae-gu 26 5.2
. Sales 32 6.4 Ulsan 9 1.8
job Agriculture 1 2 Busan 28 5.6
Management 26 5.2 Jeonbuk 9 1.8
housewife 61 12.2 Jeonnam 11 2.2
College student 63 12.6 Gwangju 9 1.8
postgraduate 13 2.6 Jeju 2 4
inoccupation 13 2.6 Sejong 1 2
<Table 5> Purchased Sporting Goods Brands(Upper 1%)
Brand Percent Brand Percent
Nike 35.6 Fila 20
Adidas 23.8 Puma 1.8
New Balance 12.6 lecogsportif 1.6
Pro-Specs 4.0 LeCAF 14
ASICS 3.2 Lotto 14
Descente 2.8 HEAD 1.0
<Table 6> Factor analysis and reliability test
Measurement Factor loading Cronbach’s
1 2 3 4 «
Brand with a strong participative image in sports 178 .839 155 241
Behavioral Brand optimized for sports activities .259 .795 .230 .302
Brand for authentic sport activities 327 .820 195 213 0.933
Authenticity Brand that pursues sports activity challenge .310 .745 .245 291
Purchasing for participation in sports activities 460 .663 153 75
Performance Brands born with cutting-edge technology .290 400 222 757
Brands created by experts .284 .376 211 781 0.900
Authenticity Brand of superior technology that reduces injury 471 .348 186 635
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Factor loadin ’
Measurement g Cronbach’s
1 2 3 4 «
Brand for a true sportsman .733 .349 .226 .235
A brand of challenging sports spirit .783 .282 31 239
Spiritual Sportsman brand of cooperation and respect 785 219 .320 245 0.953

Authenticity Brand that seeks the value of challenge and achievement 741 .320 .349 234 '
Brand that pursues the spiritual value of sports activities .765 .302 .348 211
Seeking a healthy and happy life through sports .661 .320 .351 .283
Sportsmanship-seeking brand 465 .260 .683 115

Virtuous Brand to pursue fair play 377 245 784 155 0914

Authenticity Brands that respect competitors 311 204 .824 155 '

Brand that aims to win a legitimate victory 175 112 .848 174
<Table 7> Correlation Matrix
Behavioral A. Performance A. Spiritual A. Virtuous A.
Behavioral A. 0.689
0.520*
Performance A. (0.224) 0.699
. 0.392* 0.487*
Spiritual A. (0.150) (0.154) 0.752
) 0.552* 0.598* 0.424*
Virtuous A. (0.221) (0.189) (0.185) 0.745

1.289 _\ 1.047
E-Eha'uiurd Y [0.207) 7 Performance

Authenticity _.l

__ 034 093

[eeTfaros

[Model Fit]
231.27(df=161, p=0.000)
GFIF0.935 AGFI=0.907
TLI=0.989 CFI=0.991
RMR=0.039 RMSEA=0.043

<Figure 1> Output of CFA(Confirmatory factor analysis)

Olzfst T NS ECfE HOIN QOEMS S Y oM QO Y& HOE LIEICE E <Table 7>t 20| 2t
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M Mg QoIEMoIAE BEol 2t E0| W2t AFHO| N AZS 9P BIFZEMAVE)S 2E NS 7 4RRS
Hs| 22|E|ox|el ZYRBE0| MBS| SOISAIE BASHR,  K(squared comelation) L} S LIERL} EHHELSHYO| Sk
AEO| MEEZ 2AMSIK| UYomM Y ZI0| EQ= =Xt oict. zZt PAJ)Eol AVEE SHEX ZIXMO0| 0.689, %A
+29| Jj+-8 0| oo 2B0| HEN poENSl ooz A0 069, MAX HEHO| 0752, S NHAO|

=
AF2SIGIOM, AMOSE 2% CFAS AA[Zto=M AZas 07452 LIEIICH
of AFFo= S8 SHYASH OBt ZHIHO| AL

TES
ESotX|E 2ASIQICE sfiT Zyof CHot &0l QOolEM A 43. 7 =70 CHgt Xt HS

It= <Figure 1>1F 2o = ZNt2= GFI=0.935, AGFI

=0.907, CFI=0.991, TLI=0.989, RMR=0.039, RMSEA=0.0432 2 HFOoAM HMAlSH EHP' QIE U A1HI* EETE 2Ho

2N BIEEAML Mot 2 B0 QL £ EXTEo| £~ CHt wk} Efetd AZS2 sl 200749 Z %EE( alidation
EtStEE ABSH| et AEME2 25 Q9o|+=F 0.01 == sample)Z 422 E0| AFS ot 24 THSIIUCL
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a7y 7|extel Dol Tier Holx 9IEM Zit GFI0.901,
AGFI=0.899, CFI=0.931, TLI=0.889, RMR=0.058, RMSEA=
00522 BIEARIS HPEE LEIYCL Mety $EH 2
8, MFN T, BAE EY, =HY DN Amx
SRS WYY AT FY =70 DA EFTES HoT 4+
QIQiC}

A AN .

5. 340 EE 5 AAFE (Conclusions)
51. (AL 29F Q AIAHY

A TEG(authenticity)0| Atz|afst FOFOIM Qo SH+
2 M7=l n olet Esto] HIE  FIFY(brand
authenticity)off 2tph A7h ZHSH FOIME FXH 2| 0f
7t Ut RCHARRIOIM AZE RO A O S84
O] R A= J-OILh. = AFE EHE TYY 7
HE AZX FOHO| HE30 steXoz MEA Foluzln
Ol 58 + Uc =7E MAIBIACE HAM 2le7t /L
Ch AZX HEHE ZPYS FolUlgls 82 22X JHK|E
2 T8 g0 HEAZ|E 280N, 2 AF0ME &
ZX BHETE kK= “2F Ao dish Sdero] FALUX|
71E A7 ZutES 8o delsti, o|F 2UE TIFY WE
oA 8ol LRCE &3], 2 4= 58 =78 s &
EX AN Amx HEE AE 2ot 7|ES OHESIACE
HoIM steX AAFO| A0k YZEICE ok AXEE Sl
AMR|OfA AmE A XPH| 2 OfL2f, 7|fEY €380 .
&ot ZHME SO ZEE1 ULt Mt Az=of &
H7HK7E MAlSts ‘AEXLE'E Fo| WRISZN AEX 2
7|90 FS0F T A:E=X0| JHX|E MAIY #PF OfL2
2k 7|0l Am=0| JHX|E &%t 2ME IEof ofsh A
7o EEE + U= A7 ZUE HABIICE HoME
SIEX AAFEO| S ZOICE £ ol2{st A Alts o &
HE TEY FoF 719 ohdet gatof ojXls &
S| flet 25 AFE T 7|HE MAISHICHE
7

_

-

)
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= MARCH=E Fol 207t ULk MAXLl Axx F7(Y2
430 HEl0f 2 JYS DINE A=E HE

o
of Chet OJsiE SohM =L 22X &F 7|g2 &= =U-Q

2, 2 JdJoME AZX & HIEE FA0E AZX o
HE XEHES IHGIFOLE, AXX A|MY, AZX MHAY
St 22 AxX MAZ M2 AZX HIME FHM A
L7t MEE £ U=XK], E 09 Y 52 AT 2 = U

2 Zo|Ct
LIOt7F AAION HSHQl AxX HIAME A=Z ot Met
TES st CrYst H2d Aot ZIEE = U2 ZAOo|Ct 2
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Atg[stof M CHRX|E 2F8Y 7iE2 22 23 A7 20f
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