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2 O : ¥ ATL DZopP AMAE hYOR Mol PPLYTLA ] BACSA, HASHE I 9
SOzl mlxt §eEe PAstAr, Lok Tovt wolde] thpet oAY B4 Ao FgE 4
S Weke ANsHd] 2 Aol Bajo] gtk £ @t mEop? bld 41192 o HAE

tf. Zt=mA 2= SPSS 25.0 Window Versions &85t Rl (frequency analysis), A=|E &4
(correlation analysis), A HA] B4 (reliability analysis), T3] 7E4 (multiple regression analysis)-2 A
Alstct 2|1 - BAEEX]4(AVE: Confirmatory Factor Analysis)@t 7HE@41=]=(CR: Construct
Validity) & AF&3sto] AFEFdE(Convergent Validity) ¥ BHEFLE (Discriminant Validity) & %513
ot E3H AMOS 25.02 &-85te] @913 QR4 (Confirmatory Factor Analysis: CFA)S AA|5FATE
I AW AA, PPLEIE/ ] shelaciel e, ARA, W2 BHHERIX ] {Fogt J3ke vlAl=
Ao Ueyth E4, PPLEE/ 0] 5191 aclQl e, ARA, EH/Ad2 BT ko foJet gk
= A= Ao g UEdth A, PPLE S/ 0]9] shelaciel o2, AHA, ERAL FFo %ol 72
oF FFS mA= Ao R Uehgth U, BRHERIZ], BHEH L= 5ol {7t ks nA= A
o= uehEth

It

FAJo] ; HEopE, PPLEY, HACYN], HUCHE, Y=
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Abstract :

Journal of the Korean Applied Science and Technology

This study analyzed the effects of professional baseball PPL advertising speed on brand

awareness, brand attitude, and behavioral intention for professional baseball consumers. The purpose

of this study is to present a method that can be used as a variety of marketing utilization strategies
of professional baseball teams and parent companies. This study was conducted on 411 professional

baseball consumers. For data processing, frequency analysis, reliability analysis, reliability analysis, and

multiple regression analysis were performed using SPSS 25.0 Window Version. Then, the average
variance extraction index (AVE) and construct validity (CR) were calculated to verify convergent

validity and discriminant validity. In addition, confirmatory factor analysis (CFA) was performed using
AMOS 25.0. As a result, first, it was found that entertainment, informativeness, and discomfort, which
are sub—factors of PPL advertisement speed, have a significant effect on brand recognition. Second,
entertainment, information, and discomfort, which are sub—factors of PPL advertising speed, have a

significant effect on brand attitude. Third, entertainment, informativeness, and discomfort, which are

sub—factors of PPL advertisement speed, have a significant effect on behavioral intention. Fourth, it

was found that brand awareness and brand attitude have a significant effect on behavioral intention.
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Behavioral Influence

1. M8

20169 19 A9A thEAOA AXH AAA
A ZH(WEF: World Fconomic Forum)ollA 4z}
ArdEro] S ANE o]F S AtgloA 44}
AHlEYe Fasg stErt =i ok O o]f=
w27 Hlsls 229 gFo= Qg ALE-AHA-
AHe) T A HokellA AR o] B X EsA]7] &
olt}, oMY 4xpitdE ol wE At W 2
AAHA Ax =AY o] Al ZH A gk
n]2 7 QJek(Y. H. Choi, 2018).

2 AF FAzvdbolE| A RS (I 2 19)0
gt W (MAA gDAFEITE A D=
AAJ=r TS A7] 2 2 oA &4, 1l
29 98 29 Axx HY Fo, T go]H
g R71¢ A7) SoE Z2AR= o] AA
5] FEE AL A" AA =] ZRAxz A
7ol oz g A2 = ZRop
= NI, uS7bR] AEAEE A
SEo] el Qo (BBC NEWS, 2020).

Y Az Z IR A QY] FEO=R
Ak gt Z2ok= AR ZdEE TV JEYl
2 EE Aolg Axx AR A9y} AU TV
A A 718 AFASHL lon, Z2oktE B9
s Fdze gt JRE (&HH02 AlY
st "etal QIThS. H. Sung, 2018). ROk

e

" Korean Professional baseball PPL advertising, Brand Awareness, Brand Attitude,

o)

T3 FolE AHEH, 2019¢9] 7007te =
FESHAAITE 2016, 20174, 2018 =
ARz HxE 8007 PEE Exfotn] e A

d F K 2 HES AASkE o
(e—nara indicator, 2020).

olA1d mzopre] Q1717 obdo] wet me
OF Efo]E AEAM &, TRopE &3 P
Bato] digk F7p7F Aesta qioh AAE 2000
g 24 309 o FYA HAD ol &
EAAE 20189~2020 31 Aok 2409 Yo
209 B¢t 167% 5 AcHChosun, 2018). 71
oA AEALLE A AlES tF=0lA de
del= vAR ARUACIA Ea= ARESE ¢l
thH. B. Cho, M. H. Kim, L J. Kim, 2000). 3}
A9 719 ke miAR Aol AR AE &
oo o) 28 99 B D50 HlFo] Hop
Aol wpe &2 TS F7HA717] Q15 FA
o] A= Qlt}. o2 Qs AMAEL HEh
AHe BEHQ sitiy war= Fa wAAE FH
st Fal §ivb AR QIohH. N. Lee, B.
H. Chang, S. H. Lee, J. H. Goo, Y. H. Lee,
2011). o]3g MFAQl Fa avte] HAaw HH
ot AES APEE & 4= Qs Hjto] BAEHA
Adu|go], metdutAlY, PPL(product place-
mend{HERAL So) AEL cheret oY Aeke
T E35t%tH(Babacan, Akcali, & Baytekin, 2012).

= I R ONE)
[N HU ool ol

S
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PPLE = AFAA Fao s Heks)
98 TreolM EAMW AR (hybrid message)2] St
TRE QA QoA 7ol Bty AlE 2
AH|A 5& FAAHA HojFo] AH|RHES] £
O|4] &of| A F} HHEES XA 7= FAlol &

A& "7}*171 Hgae] dFoIH(S. O.
Kim, 2007). Z, 733 Al AFAQ Faet
i P =R s E% B0 gite Ea) A
A= stolg 3=
¢ HEE Eol= 1 AE}
BRI = £HAPE HAEE dotiy
4 Q= S8 (Keller, 1993) 02 Ao B
HAY, A AT HAEe] tik BHE
st 2 e@_ T e "Rith ol olf]
*HVH 719 ¢te]l A =e] 9lo] E4 Hal:
s 1A & & 91% 58S u|tt(. S. Shin,
2014). o|AH AHZoA BIHETE Q1A HTh=
AL wujet 24w = Ao 719 AARY] Al
190 242 &0l B
o] A= .

ré o,
| i

E ] msL
g,

f‘u

< AH[RbA FHA

stusy] 9% ropst
2tH Alba & Chattopadhyay(1985) Fuayt
BAs}7] 98] Addx]ojof & 947 AH|AR
stolg BERE Hxet Fofsfsat 22 274 H
20| 24 Folof Feka AN, ofo] J.
K. Lee, K. H. Cheong, J. H. Yeom(2010)-2 A-H]
7ol wh-g-& mfetst=d] glo] A A= HE
o &8 o% ZxoHATE o]4E Hlke AR o
2 JuaaE opobsi=d Faer BeE Au=2
ggr]ofxtHLavidge & Steiner, 1961). B4
Qolof tigt A3= Ducoffe(1996)9] Ao A A
At o=Hg, AR, BHAS HigoR 8ol
ol Ao, o] Al 7FA] 29l AH[ATL
B0 ojg A A o BA BrkskeAe
a3t a2lo] Hrt, oo W. J. Guo(2019)2 %
_J_I_él\_ -1_9_0]_,1 O}Hbﬂo]o] _Q_EP/H 14EA4 Euﬂ/ﬂ
2 FIE Fot= AHAES HEE AYst= 9
A golojgt HuslAtt. EH MacKenzie, Lutz
& Belch(1986)2] 7ol 2™, A4S Bal=
2|9t BRHEE X S vlAH, O]a A
FuE Fol sl AHPAA FF2
1 oFgdet. o]of whel PPLEF S of whE
14, 9 et HAE AHH AFES A&
2 AYPHAR(J. Y. Kwak, Y. T. Kim, 2018; S.
J. Pyo, 2013; Y. J. Cho, 2007). SFATt tjiise
AYPATE2 TV Ept & PPLFIY F3tet &

i
=
=

=

mlm

|

[¢]

>IEE-{>
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Axz S 9 T2 PPLEY
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O_hﬂ
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30
e

g 97e 59 ulgsh ettt
et B AP S ZRAEx 3 b
= o AvAE susty glor], §2 U T
% 2 nlde] LANES} B Lol A4S
HgoE PPLYTAA] whE BACSAer B
SejE 9 AuA GFOEO] ANPAS werst
L 2w oulr} glekn Az gt o] £ 4
T Bae mRolT PPLBIEY A7t A9
AgEA g ok We veRe W, o 2
ag a7 BoHt, B 2 A7s wgom
54 A7) e 71ZARE AFSAL, T2ok?
TRt 87199 Rt uiAY B Ao @

89 % 9k wers AXsked 2ot

2. O|=x HiE

2.1, PPLEDEM

PPL(Product PLacement) ¥+ ©|t]jolE A%
St AH[RFEC] FoA] Ko A|F9 ou|AE 2t
A2HA JAAAZIE AL=E 7|ga AZATE A
2 WIN-WIN & 4= Sl Al ohAg Fa dzkoe
2 3gae] e r s Jot(. E. Ko,
2005). ERF F1o] 7pA|7t Eopol whet PPL

2 (advertising attributes)of] gt B2 ALE
o] =3l U}, E3], Ducoffe(1996)2] <1+t
A AARE o2, AR, EEAAE HEeR gt
Aol ohFet 2ofollA oJn] A et 9l
o},

A}

2.1.1. 224

oL ol oy stz gug
Fo) Aot ulAAe] 0B aish Avld
oA WA T B7E BEAFE

il THox A
o= tHDucoffe, 1996). Egt @2Hd-2 aTofA]
UEt= G (entertainment) 2] EA1T} AH|AHO)

FHE EHA SHAEE VM7= W9 B
Holol, ol el that JlelRig L 4
oHY. K. Choi, 2011). S. H. Park(2012)2 &
AeS AFsHe 580l sid FauiAef gt 12
Ao AE-E F7MAIXITAL stglen, et F
= ZH|Rpo| A Fare] igt FoE 1 HE <l
AEE Zoleg gytdo|ztar X5
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2.1.2. 3RA

AR FalolA AHAPTE AlE W AHIAE
TFufiet= AT TRiste] FH] tigh ol 7t
o W9 W] AR AHojHTh(]. W. Lee,
2008). =, AHAe] AH-E2(informational
needs) AgolA & o, 7i19] &7 #A U=
AT F215 AAShHE AFoE Fo7t 7189
Aok, B3, FHEAL FaoA AlF B Byt of
Yl AHRE9] 818 FEAA & & e T
2t AR A F-E ou|stH, o] daTte] R
£ st AL YSHC. A, Kim, 2003).

A g2 EW(irritation) ¥ Y] 74
of e A8, Fk, &, FIE, T 7]E0]
tHDucoffe, 1996). Bauer & Greyser(1986)= A
HZE0] FAE Brkste Y 712 FarelA
Holzl= WA g5t glod, Faro] anrt
Faohe 2 AAEI A7l me e ¥
A aR1Ql EHAA Zotof Jtrky FASHA

o}

N

.2, L=

BT QAX|(brand name awareness)+= AH]
7} BAHEE dotH A A7 (recal )T 4+ &=
ojujele, 4ap} SHRUES S 4

Axs  wotch(Keller, 2008). &
Aaker(1991)= BHE=35AH(brand recal)of] o
AH|AEO] ZH41L] 719] &ofl o]u] HAE o] 9]
EQJEAES] JHE 2 JAET & U= 58
olgtyl Zxoltt. &, HERIX = viAY AR
UAelde] 71 712#Q] BHoz A% gt

BHEQIX|
2]

i
5]

rlr o
e Qb pok %0 @ 4

2.3, HElCEj

Faircloth B. J., Capella, M. L., & Alford, B.
L(200D2 HEe AAH Fxolm AA| Hulgh
Pzol YBT 4= = EAE T ST A

< A, el 2l diet Az "2

"o}
22 7leoR FAstath. et Hillsexe=
Bice] dis) AuAprh dwrdos = AY
o2 gojHor whgshs A8 e, A&
oz PgHQl AnxEo] HAHE Hdg ol
sl ffgt eQleR  HgHo: RSt
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(Foroudi, Melewar, & Gupta, 2014).

2.4, 30|

Y5 9] & (behavioral intention)= AFS]afst 2ok
A AZ=AY, 7Y, A" EokellA &n|Ae
P5 felS A5 of Ho| AHgEo] 2 FTEHS
2 P59t Pl FHAE 59 shela
ol 7fd& Z3FSITH(Y. J. Cho, 2019). TS I
o= HZo J&FS W= MU oLt FA
A9 (Fishbein & Ajzen, 1975)02 F33 HrE
Paolrof Fogt JFE FH(Oliver, 1980).

[

3. g7y

3.1, gy

A= 20208 59RE 6974 °F 65
4 HES 59 AR st AT
Z2op T WiE &F-S ot 9l oot 3
ZROpE I A AlAska Gl Z=oRt
Hzbol A HAES  eHsct. AR 2
(Google) 9l A& AHAE &-45te] PCLY mHMY
7171904 S 7Fss ¥ AEAE A5tk A
AR AgAA NN FasHA 1T He AR
AR ZRope| et PPLUMEZIE 1A
skl ifo wet ztzye] YR ol
uaba] AR 0] B M 7RI Qx|oRE &
2 QIAEk Sl mRop AM[RbEfA 4 HE
A5 $SE2 St} Tt PPL 7MLl oigh
AE Rote] PPLEILY] ofleE wo]
T RAEE ARSI AREAE A2
(Google) & AR AH|AE Tl £ A3x9]
E-mailo] 3A5H= @iz 500872 sk,
B AR Avtel gdEE 89RE ALet
411590 A& Ais Ao AHgstT) ol w
2 A45ATH EAL (Table 1)} 2t}

[ O = =Y

3.2, ZA=H

£ Aol AT ZAEPE 9 AEAoltt
ARG ATRH DY s AR 2 A
E¢ EYz 4q97] HRAE Fuste] 14
stk ol AF@S 28, AEEAYRR
2oz THE AR} 298 B} YEEFS

& = Ducoffe(1996)2]
AoA AHEE BEFS 722 Y. G. Lee, | H.
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Table 1. Demographic Characteristic

Z2o PPL IS0 BAEA, BACHE 2 PFolwo] oAt 9 5

Frequency

Variable Item Percentage(%)
(person)

Sext male 241 58.6
female 170 41.4
20s 137 333
Age 30s 182 443
over 40s 92 22.4

NC 40 9.7

Kioom 25 6.1
Doosan 75 18.2

LG 64 15.6

Team as fan KIA 0 17.0
Samsung 11 2.7

KT 25 6.1

Lotte 28 6.8

SK 11 2.7

Hanwha 11 2.7

1~2 148 36.0

Weekly Ayerage 3<4 76 1.8
Warching over 5 87 21.2

Total 411 100.0%

Lee, H. C. Joo(2015)2} S. H. Park(2011)] A+
oo &gH EFE IAZE 2 Aol EA 3
9 Boste] F 15802 AR HTh

A, BHERIA] HEA|= Aaker(1996)9] A+
oA AHeH B 7|22 ] W. Lee(2016)9} Y.
G. Lee et al.(2015)9] dA+lA &85 £ &
A2 ddALZ F 3EFgeR B Ao 9 4
A Heboto] FAJE]o]FiT

AR, BEHEEE AEXE Abelson, Kinder,
Peters, & Fiske(1982)2] oA AL&E 7S
7122 Y. Girl2009% Y. M. Kim, J. W.
Lee(2006)2] A7olA 284 £33 A= @Y
He2 F 38gez 2 Ao B 4 Hest
o A=t

d4, P&z HdEX+ J. H. Pae, S. H.
Jung(2002)2] AolA AMEH EFE 7122 Y.
K. Sohn, K. G. Yoon(2014)} J. S. Kang(2015)
o] AofA E8H FFE TAZ 2 Aol EA
4 9 Bgste] F 472go=2 =R

3.2.3 AEA9 Hgx 9 A=
2 A0 AEA Bt AFEE Yoty
s &<l 224 (CFA: Confirmatory Factor

Analysis)¥t A1FT= EA4(Reliability Analysis)<
AT &1 QRIEANE Fo EEH= &
g AYAE sty A, 2FeAE Y
st HAEAFEA|S(AVE:  Confirmatory
Factor Analysis)?t 7H@AZ=(CR: Construct
Validity) &  At&Este]  HSEFSE(Convergent
Validity) 9@ Ee}d = (Discriminant Validity) &
ASstect. i ete 2 Cronbach’s a #h& 4HE
sto] A=A AAsHoh 214 @ QliA
A¥= (Table 2)9F Zrt.

PPLAFIEA O] /WA 2| e} Pal-2qtxE 2]
S AdHEY, ogde 9263 866, HEAGL
9259} 861, BEHAZL 9029} 8272 eI
BAEQA]E= 9083 844, BMTEE== 980
962= YERgTh 1183 PFolE o sk el
FofolE 9403} 940, FHOEE 9529} .9529]
HO2 el Bagozzi & Yi(1988)7F AAIGH 7]
=91 73} Soldo = veht HFErEe] A7t
S ez et

TERE, FR1A QRIEAS L% R A
& &1} TLI(950), CFI(960), RMSEA(.049)
Z YEl} Hu & Bentler(1999)7F AAIRE TLISE
CFIE= 90014, RMSEAE .07°|otd e £
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Table 2. Result of factor Analysis
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Factor Question standa‘r d S.E CR AVE Cronbach
estimation a
PPL advertising is entertaining 722 -
Eme];tgl“emem PPL advertising is enjoyable 828 .094.926 866 855
PPL advertising is exciting 614 071
PPL advertising is supplies complete _
. . 134
product information
PPL Informativeness PPL advertising is a convenient source 726 081.925 861 876
advertising scale of product information : ORI :
attributes PPL advertising is a good source of ol 081
product information : ‘
PPL advertising is confusing 137 -
irritatlion PPL advertising is irritating SAT 092 900 g7 738
scale
PPL advertising is insuits people's
. . 821 111
intelligence
The decision-makers of our potential customers have
155 -
heard of our brand
Brand The .dec1510n—makers can clearly relate our brand to a 843 092
A certain product category 908 .844 167
wareness
The decision—-makers among our potential customers
recall our brand name immediately when they think of .448  .077
our product category
PPL Advertising brands is good 909 -
Brgnd PPL Advertising brands is useful 952 .033.980 .962  .851
Attitude
PPL adAdvertising brand fits my preferences 895 .035
Willing to buy a brand that appears in a PPL 660 B
advertising ‘
Willing consider purchasing a brand that appears in
: PPL advertisin S12.09
Behavioral & 938 839 938
Intention  illing to use a brand that appears in a PPL
i 666  .078
advertising.
Willing to recommend the brands that appear in PPL 3 093

advertising.

x” =267.560, df=137, TLI=.950, CFI=.960, RMSEA=.049

Hgwats 7]

ZS 2235 Aoz eyt Al HA 876, 2HA 738,

Hr BXA7 HAA 2919 Cronbach’s aZte L, 851,

9488 ZEEQoH, ZF g ARr B4E 5
gt Cronbach’s aZte AHEH @24 855 F
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3.3. Xtz 2| WA

2 dAolA sHT ARy MRS
S| SPSS 25.02F AMOS 25.0 =2 1318 -85}
Am 2A4S AAISHITE A, Aol 1=
o AH|ZFO] QlFEASHA E44S metstr] ¢
ol WI=EX(Frequency Analysis), @A E4
(reliability analysis)@t A1=]&=  E4(correlation
analysis) % 7HHZTS  Sldl oEEAEA
(multiple regression analysis)= AAJSFTE AA
g9l 7+ 5344 Multicollinearity) o 75 &2l
st wHE] ASS fldl mols AR
(Pearson Correlation)= A A5t T}

[e)

o=

IZop PPLZT&A 0]

HE Ak ATE HY AWTA A4 ghol
70 o]4e] =& AUAAE HAF= HeE Qe
ZAo2 YeEPdTtiNunnally, 1978). whabd H4
N 7t wrEEgAdo] FREIT Y T
4.2, 207 PPLETDAAMO0| HaHEolX|of
o|xl= g
(Table 4>l uepd vie} Zro] R* 2 3722

mgof7 PPLFIEA 0] HEltelr] JlsAol &
Wl 37.2%% AWstal glom, Fae 32.047
2 fo5FE 00194 TAHeR H(+)Hel &t
7t Qe ez vyt PPLFIEA F 28
Ao I AAGLE 2190]1 t3hS 49942 §oJ4
F 001914 BAHCZ H(H)H 57 Y AL
= Uehtth AR S| fAg= 3870|132
82982 fol&E 00194 FAZHoZ H(+H)FH
27 e AR Yyt EHA IHAASE

Gelatel o] SholEl QolSe] tiel 7 4olE 7F 175, (@S 470602 Gol5E 00114 EAA
o] PHEIFA S FEALE FQlsly] $Jste] A OB HHAY ATt e Ao UERth
PEARAL AASFEOoH, (Table 33} g 2 PPLF L& Jo] BRHEQIZ O] vl A 7]o
Table 3. Result of correlations
construct 1 2 3 4 5 6
Entertainment 1
Informativeness .148** 1
irritation .183** A37%* 1
Brand Awareness 175%* .348%** 616%* 1
Brand Attitude 262%* A446%* .653%* 626%* 1
Behavior Intention 172%* 252%* 525%* 564%* 479%* 1
Mean 2.6085 3.0837 3.3297 3.2551 3.2463 3.5483
Standard Deviation 3915 4047 .5823 .5207 .4963 .4867

**p<.01

Table 4. Results of multiple regression analysis of PPL advertisement attributes and brand awareness

Factor B Std E &) t
Constant 799 .160 4,999 % **
Entertainment 219 .044 224 4,994 % **
Informativeness .387 .047 .373 8.208%**
irritation 175 .037 .203 4.706***
R* =372 F=76.550***

** 501, ***pC.001
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Table 5. Results of multiple regression analysis of PPL advertisement attributes and brand attitude

factor B Std E B t
Constant 579 165 3.508%**
Entertainment 282 .038 312 7.342%**
Informativeness 315 .048 .289 6.538%**
irritation 245 .045 .238 5.401%***
R* =.393 F=83.674***

** 501, ***pC001

Table 6. Results of multiple regression analysis of PPL advertisement attributes and behavior

intention
factor B Std E i) t
Constant 2.186 172 12.697***
Entertainment .187 .047 .204 3.951%**
Informativeness 218 .050 224 4.327%*
irritation .079 .040 .099 1.980*
R* =.164 F=25.431***

** (01, ***pd.001

TE AMEE HRA(8=373), 2Y(5=.224),
2HY(f=-.203)°] o2 T,

NS o]
R

42,1, TZoFy PPL%IL BHACH
= 9F

(Table 5y Yepd Hiep Zo] R* 2 39302
IZZopy PPLFIIEAJo] HAEEE 7ol 5
W3l 393%2 A5ty 9o, FEke 83.674
2 Fo4F 00104 FAHZ H(+)HA &t
7} Qe A Oi et PPLFIEAY 5 22H4
o] FAPASL 2820|1 (FL 134028 GofE
00114 %ﬁﬂ@ai AHAJA g7t e AL
2 Uetgth. AR SfAS= 315010 gk
6.5382 Fo5F 00194 SAHCRE H(+H)ZH
I} e Ao Yyt EEAS] A
L 245011 (FFe 540182 §o4F 0014 &
Aoz A+ g3t e Aoz vepytth
PPLZ 1470 BT nx]= At 7o
TE AmETE o2 (4=.312), 224(5=.289),
EHA(£=.238)9] «o2 EAFct

4.2.2. T2oFT PPLFILA0] PFoLo
2= A4

(Table 6y Uehd i} Zo] R* 2 1642
Lok PPLF & o] PFok 7HsAde F W
s}ak 16.4%2 A9sla Qlow, Fghe 254312
FogE 001904 TARCRE H(+H)AHQ TIr}
Qe Aoz yepyth PPLEYEA F EBHU
S|AASE  1870] gk 3.95@ © o]
00194 BAHSoZ HHHA a7t e &42
2 Yebgth JEA0] SfASE 2180]1 t3k2
43272 Fol4F 001904 SAHZ H(+)FHA
2I7F Qe AR yersth BHAS] 3HAS
L 0790]1 7k 1.9800& o4 001)4]
EAHCRE (A a7t e AoE YERgith
PPLFIIEAJo] PFolkof vz Add 7oz
S AnEY HHAY(B=.224), 24 (8=.204),
EHA(L=.099) &8 BAE )

423, ZR2oF HACIR, BHAHACHEIE g
Tz ulxl= ¥

(Table 7)o Uehd st} Zo] R* 2 1472

HHCRIR], HHEHErL PFole 7HeAe] F

A5l 14.7%2 Agsty 9on, FFHe 33.556
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Vol. 37, No. 4 (2020) LR2okT PPLF LA 0] HAEQR] HAtEE 9 fForo] ux]= g 9
Table 7. Results of multiple regression analysis of brand awareness and brand awareness
Factor B Std E B t
Constant 1.942 195 9.978%**
Brand Awareness 161 .056 147 2.871**
Brand Attitude 351 .060 301 5.884%**
R* =.147 F=33.556%***
**p01, ***p.001
o2 {FoE 00194 FAHeR H(+)H AFE FRHo= AAeFAL Qlek &, Zrok
a7t e Aow yehgth BHEQIZ] O] 34 AH|AEO A PPLEALS] HHEAGM @2t oigh
A= 16102 g2 2.8712 {4 .01 A Fo] AA Agsta, BHAdo] WEE
A FARCR AL Bt Qe Zer U HASRIAZF otk Ae & 4 3ok Ha2of
Byttt BHEHES] S fA = 3510|132 Loy AH|AL Sl Fare] dupkE s
58842 o4 00104 FAACR H(+)H A =2 4 Qs skt o 771w Fasiha
AWt Sl Al® UEit HAEIA], H o 4 ok

AEEE=7E s we] nAe A 7dxE
AdEE HMTHE(F=301), H=:A=Q(B
=.147)9] &£og BAMLQ}

5. &= 9|
B d7e 3 ZRanx 3 M B HS &

H|IZE SHskal Qls T2okgt AH|2Le| PPL3 L
&0 o BERIZ|eF BIiEE: 9 AH[Z
Aol o] AB}HAE st FZHo] ik
ol Bl A7V 44 T Ueid B4 d9E
o2 ot ol =9tz gt
5.1. =20t PPLZ &M}
QI A|

= ZopT PPLET&A 0] aHgaclel
BA, BEHAZLS BlERIA] ot
£ Aoz Yt oo il Y.
niizpo]= 719le] PPL Fils BHHE QIX|Zo
frolgt ke moha 519, S. N. Jung(2008)
+ WA Y] PPLE I B 3 A2
FFe AT sk E3E S, WL
Yuan(2017)2 &= Eefatol|l A h=iAlE1H4
ARAGT e HAEIA Y o8t
oKk skg.ed, I S. Shin(2014)2 A
#xfol= PPLFL £ F
o1z]o]] AH(+)Ael <3F2

. Kim(2016)2

mlo ofN
H:I o [

s
1
JE/H _Q_?_]o] H%E
o)Atk E@ste] 2

I‘

ot HEH‘:"]XV} %@@.#i HeRRbal At

domn waraEE 244
Aol Fashen woEl], o5 g5 A=Y
% GAo| PPLYRNE Azsto] Loy Anlas
o] AAALHA B et ANEE £ % 9
wete] walE Wase] A7l

L

.

5.1.1. TR0y PPLFI&EAT BHACTH LI
BRI

L zopy PPLFAIEA] 9 sh9laclQl e=H4d, 4
B, B4 BRHEHE| Foet ¥k H|A|
= A0=E yehgrh ofo] disf H. J. Kim, E. J.
Kang(2018) 3M4# PPLEIEAS ‘:‘EH‘:EHE
of foJgt FFS mHoh Sy, S WL
Tak(2018)2 ¢JAmZARfo]= Oq:vL°111 FaEA
< BHCHEZ FAA S vHoa 519l
o, H. L. Zeng2017)& 7 =

of A(+)Ael %3FL =

E

O

| Bale

=5 =

e o TJOP Oﬂ ot n] ekl shele
cq H. S. Lee, H. J. Chun(2017)2 PPLE 1144
AR e FuH e FHA] IF
X u]x]uh 5l S. W. Yuan(2017)& &= &
ghotof| A H=EAEEEL 89 F oA A
Hge BHHEHEo| H(+)H<] Oﬂ%&% i ESl= 1)
Tt 7 AFE FREASR AAsFa qirh

T

N
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5.1.2. Z2ok PPLEN&AT} P50k o]
QA

X. Y. Zhang(2020)= F=4H|2Fe] PPLE1E
A T AR o= Aoz §og
S mAThy &9, Y. J. Kim(2016)-2 PPL
FaEde Fufelet Lo ro] FFH JF
S oAy &4k E3E S, Y. Kim(2007)2 €]
AAA PPLE = FafdlEoel A(+HAHQD FFS
1 sgdem, J. K. Oh, Y. R, Heo(2011)=
PPLE = ¥gdEorol FoJgt J3Fs v|xitt

Hyste] 2 35 FEHO=R 22851 9]

o
Y o
k)

%9l 7S o Hql HAlo] PPLE mob 4]
A52 dlod AALdA wEHo] sHe G4
S A% 2449 WEelwe ool ki & 4
i},

wehd meob PPLATEAC] T AEol}
G maoby AMAISY] SRS Holx
oot o7 Qlet AL ksl Thoret L
W gsichn At= s, ol 9la) PPLETE] A

=

g3 SRS ZI|AA o 9 LHEHE B
4oz & Jdt IHA HEE FN0H
=R otog P Trt AAAHA S

5.1.3. TZoby HAESlY], HASHEY P
Qo] QA

Y. G. Lee et al.(2015)2 ZXAHES EE

259 PPLFIEA AfolA BHEQIX|S B

HEH = Fujole] Fog FFS mxna

[kl
N
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SFAAL, J. Y. Kwak, Y. T. Kim(2018)+ PPL¥1L
AHAE ez oF AFoA BElEEgEE
FYE FAA] FF2 mATL spgleH, |
M. An(2017)3 H. S. Lee, ]J. H. Kim, S. B.
Lee(2006)2 214194 PPL Hai=91x]= ujo]
Lo H(H)AQN FFE vty EAsHT &
& ] W. Lee(2008)¢ HASEEE ool
Fa3%t nHEige] At FHSIE e, He=gt
(2008)= BEHCH L/ woH B A §
Aol AFAQ =g Fol FujdA e A=A
og&ke Sttty 31t o] MacKenzie, Lutz &
Belch(1986)2} Homer(1990)2] A-toA ==
AR B AFE HEHOR AAF1 Ut
Z, PPLYIE 2 & JAHE LHAEY] 359
Lo IAQHo2 Fag IFE Frie= AS AAL

—_

webd Lop AudEo] AES P
A% fz5t7] S1shAE PPLR ] o
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PPLEISAS B3 Hi A2 Fa
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o T
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N o
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rH
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ol
I O
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<
ha molw L
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6. ZE

Hl
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2 AE LRoRT ¥yl Wit SES ofal 9l
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pey
2
e

AFoAE 2okt T WMEdEat
WA Z2opE I QA AASHL Sl =
T MRS e R F2(Google) A AES A
Aletet. A& APA 717 22 192 Q5] AH
e 9 m2op 7] Jfdto] F=A AlRbet AlH
o2 Qe m2op Auzte] PAH o7t &
4 ook, webAd §4 dAFo A= PPL 94 A1H
T FusAgel g ot g AT ¥ FEHE
zfol Azt oot o ojm] Q)& Zo|t
Atz

4, PPLEIEAYS St o] FHLAS
[AES $45HA] Folal 3714] QQle g AFE
AdPstdet. wEbA g Aol A= PPLEIEA
< FARCE AP 4 e 8RJAER AUt o]
7

o

=
Folxittdl % ofn] gle Zolet webdnh
AR, 2 AFE APohs Aol Ax=ot 7
i PPLFIEA 0] AP A77} mlefsto] g £of
o APy e vigoz sfHstrt. wakA
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