[ UCI]1804: 24011- 200000263416

2012 84
HASFS e E

~714F BAE A 2 7R}
BASHET AR U 9T



2714F BAE A4 2 7HAH7}
BAEREY 2R 0AE 9

Effects of Brand Personality and Value on

Brand Satisfaction and Loyalty in Ski Equipment

20129 08¢



~714F BAE A 2 7R}
BASHET AR U 9T

o] EES HAYANY EROE A

20129 05€¢



g

N

o]

o
2BH YA TS
o

A
E

B
Tor

T

Nd

o] 4 d

A
E

B
Tor

e

Nd

20129 54



ABSTRACT
I Al B e e e 1
A, GTEE] T QA oovrrerstssustssussisisisstussstasississussissusssssasssstastsstsstssissussrssissnss istustsstssssstses 1
B. 01T 0] EEA] it e 3
C. AATTFAL E O LI E] ettt e 3
L. G TETFAD vttt 3
0. O TEIL B weenrenetset ettt 4
D. GTEY] A BFA oottt e 4
II. O] 2 A HZ wrererorererrsessrisisr s s 5
A, 2271 9] FHEEL O] S| eorsrreeeressessssssnensssssisssssss s 5
L. Z57] 0] QA} corereeeeerntitine it 5
0. ST LFTF O] 22 T] S A} cervererereisemsitse et e 6
G, AT]G] BA  cnmiiniiiisiiiissstssstistssssstssssstssusstistssssstssusssssusstssussnss 7
A, 25F] QF FEBF crerrereeeeenieeit s 7
B. HLEIID JJQ ettt e 9
L ELEIIE O] O] orrrrvessnnessssnsssssss s 9
C. BAIE FPAD orrrersimrsmsnussmstiisisisisssnssusssssistusssssassussasiusssssusssssassuss sssussussussssstssssssssassssses 10
1. BT ARG FP1 cerersmimrsmisssmsisssniisisisissssstssissississussissssssssissussissnssissussissessnss 10
D. B BIE TFXR] oottt 12
B, BT HFEE i s 12
F. HLBIE 540 T oottt 16



20
20
20
22
23
23
.93

o ;Luol—lﬁ

I1I.

L. 257] BT ZAD coevereesereseesseeis sttt

1. }—A]'E:I‘qu E}%E

24

- 27

D. AR}

28

29

IvV.

29
30
32

34
-35
35

NJo
el

=
oy

37

4

39
39
40



<E AE>

21

B

2A9) FHAE

B

25
26
27
30
32

i)

wK

34
35
36

ToR

o

<29 Z#H>

31
.33
36



ABSTRACT

Effects of Brand Personality and Value on Brand

Satisfaction and Loyalty in Ski Equipment

OH, DONG SUB
Adviser : Prof. LEE, KYEUNG-IL
Department of Physical Education

Graduate School of Chosun University

This study selected ski coaches enrolling in ski schools nationwide
in the 2011-2012 season as a population and collected 300
questionnaires by region. Finally, a total of 237 questionnaires were
used for analysis after 63 which included insincere responses or partial
missing were excluded.

The instrument was a questionnaire survey. It was tested In
reliability and validity in previous researches at home and abroad and
then modified and added for the purpose of this study. 10 ski

instructors were selected as researchers and preeducation was given.

After the education, they visited ski coaches directly, explained the
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intention of this study, and asked them to complete a self-administered
questionnaire.

After completed questionnaires were collected and double or no entry
data were excluded from analysis. Effective samples were coded
according to a coding guideline and coded data were inputted to a
computer. Analysis were conducted using AMOS 18.0 and SPSS
Windows 18.0 Version and the following conclusion was drawn.

First, brand personality had a significant effect on brand value.
Second, brand personality had a significant effect on brand satisfaction.
Third, brand personality had a significant effect on brand royalty.
Fourth, brand value significantly influenced brand satisfaction. Fifth,
brand value significantly influenced brand royalty. Finally, brand

satisfaction showed a significant effect on brand royalty.
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+2(%)
Kaiser—-Meyer-Olkin Measure of Sampling Adequacy = .777

Bartlett Test of Sphericity = 1893.290, df = 136, Significance
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F 4 BA= HA], v SR diE 8914
T8 291 89m 29
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HA=EE03 818 242 .054
HA=EE05 739 197 .043
HA=EE02 734 263 113
HA=EEQ] 729 190 227
HA=EE04 .690 .326 075
HA=ZAE03 165 851 .084
HA=FAE02 .265 .825 .080
HA=ZAE05 224 .664 .297
HA=ZA =04 .346 .646 .066
HA=ZFAE01 430 644 111
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HPE=7EX]02 .046 091 .808
HP=7EX]04 .065 072 787
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#2H(%) 23.314 21.737 21.337

4 (%) 23.314 45.051 66.388

Kaiser-Meyer-Olkin Measure of Sampling Adequacy = .876
Bartlett Test of Sphericity = 1723.453, df = 91, Significance = .000
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HA=I1H 4 4 94 922 013 J14 985 9B8 8106 2 4053 .000
BT U= 5 5 987 937 018 .081 98 990 7663 3 2.556 05
2d=EFdE 5 5 991 972 018 027 938 998 5546 5 1.169 .000
A 14 911 R&73 046 071 908 947 162249 74 2.193 .000
<3 8>of YEl vle}l o] Bd= Thx]d fidk HIAEE A EH x*=8.106

(df=2), p=.000
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B. BHEANA, 714, v, SAEe] Zaa

2 AFA s ddAdgdo]l gdE 859 AFLEE AAs 7o dA 4
ZEtEA e AAE AT S, 72 8059 CdSEIAS dotr7] $3)
ATIIAEN S AA G <F 9>9F B2 AyE AY
8. A 4

1 2 3 4 5 6 7 8
1 1
2 405 1
3 286%% 383 1
4 139%  262%x 432 1
5 366w A0 208wk 287k 1
6 B04kx 341wk 260%k 232k A24kx 1
7 389wk A90sx  A16wx 291wk Al1Qwx 285w 1
8 333wx ABRsx  BBGwx Addwx Al6wx 331ex 637 1
ExEy 3.622 3.758 3522 3.382 3527 3.308 3774 3.383

F=A3 0600 0.625 0.775 0.626 0.783 0.702 0.670 0.823
L9, 2. 344, 3 Fv4, 4 uFA4, 5 254, 6 BAEIA, 7 BAERS 8 HAs
FAE, «p<05, **p<.01

<FE 9ol yERd wpel o] BE 2913k BAV AABAE Hola g
of AF7HEAAl AAlE 81 A} |et= Aoz YEY 7F EY
A WS A a B o St 13 g dEdae 8dE Y AEaA
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2y 735.061 421 .000 836 807 826 916 056 061

<HE 10> Ve vl o] mEPol BAANE AmHW x*E 735.061
(df=421), p<.000= vEFow =F HFPAFE HH  GFI=.836(=.80),
AGFI=.807(<.80), NFI=.826(>.80), CFI=916(<.80), RMSEA=.056(.05~.08),
RMR=.061(=.05)24 A& AT 2 A3 RE Jrprjes FF3s
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E 10,7} 2% BAE A vAE HE, 7o F A5 S

7} A A = Estimate S.E. C.R. A & o 7
HO1 A - 712 0.982 0.165 5962+ &
HO2 M3 = = -0.127 0.09 -1.406 717}
HO3 7043 = A= 1.286 0.233 5.533 A=
HO04 7}A] = = -0.155 0.106 -1.467 717}
H05 7} - A= 0.325 0.149 2.183% &
HO6 Uz - A% 1.42 0.36 3948 &

*p<.05, *xp<.01, *xxp<,001

<FE 11> yEbd nmpel o] bgErbd sl didt ds B4 Ax A
Hl 2a= A 7Fx7ve Ao A A2 A5=982, C.R=5.962(p<.001), 7}
A H3 MAH =7 #ACAA A2 AF=1.286, C.R=5533(p<.001), 7+4
H5 7} 9 A E7He] dA A 22 A5=325 CR=2.183(p<.05), 7F4 H6
gtEo] FAEZel AN HEAF=-142, CR=3.940(p<.001)E e}
HI, H3, H5, H69 7FAd o] A&y glon, 74 H2 H4S 7]z E Atk
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