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PURPOSE This study aimed to subdivide the market based on the general
characteristics and consumer psychology of sports brand collaboration consumers
and provide basic data for efficient collaboration marketing activities of sports
companies. METHODS The subjects of this study were high school, college, and
graduate students from high schools and universities in the Seoul and Gyeonggi
area. Of the 600 copies of the questionnaire distributed, 475 were selected and

analyzed in the final sample. Regarding the statistical method for this study, the PASW
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according marketing strategies: “external male,
preferred female,”“low-interest women,” and “high consumption optional attributes”

18.0 statistical program was used for the frequency, exploratory factor, reliability,
hierarchical cluster, K-means clustering, and cross analyses, as well as the one-way
ANOVA. RESULTS The results of the analysis suggested five subdivided clusters with
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Fig 1. Photo for questionnaire reference
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Table 1. Demographic characteristics of survey subjects

Division Frequency %
Male 254 53.5
Gender
Female 221 46.5
10s 120 253
Age 20s 284 59.8
30s 71 14.9
~1,000,000won 278 58.5
~2,000,000won 91 19.2
Monthly income ~3,000,000won 74 15.6
~4,000,000won 13 2.7
4,000,000won~ 19 4.0
1-3 250 52.6
Number of sports 4-6 138 29.1
product purchases 7-9 50 10.5
10~ 37 7.8
~300,000won 257 54.1
Purchasing cost of ~500,000won 119 25.1
sports product purchases  ~1 000,000won 72 15.1
1,000,000won~ 27 5.7
Brand 82 17.3
Sports product factor of Price 65 13.7
consideration Design 246 51.8
Function 82 17.3
Sports collaboration yes 212 44.6
purchase experience no 263 55.4
Sports collaboration yes 331 69.7
Purchase intention no 144 30.3
no 247 52.0
Number of sports 13 137 28.8
collaboration product 4-7 55 11.6
purchases 79 15 32
10~ 21 4.4
no 247 52.1
Purchasing cost of ~300,000won 129 27.0
sports collaboration ~500,000won 57 12.0
product purchases ;46 900won 20 42
1,000,000won~ 22 4.7
Brand 41 8.6
Sports collaboration Price 62 13.1
product factor of Design 270 56.8
consideration Function 68 143
Collabo-partner 34 7.2
Total 475 100.0
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o] &SIt ol& {4, AEHEAR, 554N, A8
2 gyotglon, 2 AFoA AEE AxEY A4 oo 9
3] Cronbach's aAl4& o]-&3F W& YA (internal consistency
reliability)2 53¢+ A1F = 24 A3 (Table 2)9F 2tk £47
It aAlgE 713~.7642 YR AA A 27t vl 2 A e
ot AEEI2 (Table 3)3} 2t}

Az 24

E A= SPSS 18.0 versione ©|-8-519] Hlo|HE £E451%oH,
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A 2Ee] QEEASS B4 votshag WERAS A5
ot =4, Avl4lEe] gt g 9 AEE A st Al B A
[RIEA P AFE E4S AT AR, Ax= FetE o4

>

Table 2. Consumer psychology factor analysis result

28R RIFLEASH 4, AHAEE Ve JdZ wotsl
1 918l A2 +-WH(hierarchial clustering)S S8 +{3H=
AAgE ‘:}% K-means #WHE 55 w3 EA(cluster analysis)
= AASIT A, +89] E42 shtstaat wAHE A (cross-
tabulation analysis)¥} LY HZFE A (one-way ANOVA)S A A5}
Fou, Mot 7k9] Zol= Scheffel] AATASS AAISFA L

AB2 AH|AY ST 248 BT DEA Y Heko
£ 20149 878 24717 JAHARA Do) BES

Factor Bandwagon Hedonists Snobs Veblenians Cronbach's a
Bandwagon2 857 .148 .028 158
Bandwagon1 .809 .108 -.010 .076 764
Bandwagon3 675 .021 -.069 418
Hedonists2 126 .853 129 103
Hedonists3 -.033 187 -.058 227 746
Hedonists1 221 743 204 .012
Snobs3 .049 187 813 .106
Snobsl -.055 .082 .789 216 713
Snobs2 -.007 -.007 755 -.020
Veblenians2 .093 .052 .043 818
Veblenians1 147 214 144 708 719
Veblenians3 381 117 174 .683
Eigenvalue 2.092 2.037 1.974 1.962
Dispersion(%) 17.431 16.974 16.447 16.349
Accumulate(%) 17.431 34.405 50.852 67.201
Table 3. Questionnaire
Measure

I include maintaining dignity for the purpose of purchasing clothing.

Veblenians When I buy clothing, I consider brands before design.
I want others to admire the clothes I wear.
I'would like to buy if someone else's clothing is okay.
Bandwagon I feel like buying a trendy apparel.
Consumer I think we should focus on trends faster than personality.
psychology If someone else wears the same clothing as me, I don't want to wear it.
Snobs I like my own special place rather than the popular one.
I like my own personality.
I feel joy and happiness when buying clothes.
Hedonists If I'm satisfied, I'll buy it even if it's expensive.

I do not set the standard of luxury as a price.
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ol AR FEE= 810 & A AlEstoto] Fefoh= Heo] d
851K (Lee, 2012). ol AXZ A E= AR E THofohe XA
o] B 27] oto] ot A ESHSE E8oAY Ee ATA
A AFARSE A8 Holof $tt}(Jeong, Kim & Lee, 2017). -
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i ol 5ol BAEY, olFA FHH 7 1FS ol FE
th(Jeong, 2019; Lee, 2012).
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W 7k 7S 9 o] &E= W F sttt HIR A E 3
B vkalo]l K-means W40t Ahn, Lim & Lee, 2009). 131+
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o 39 #& 27 feiAe dA ASH #+3& Addstoiof gt
(Jeong, 2011). AAZ T APGAIRSE LA Aol A W
o 9 33 AASE v O AARERE HE% Y 8 2
kol thA] H] AFA ol o] £A45l= WHo] wWol AREE I
tHQuan, Cho & Oh, 2019; Jeong, 2019; Jeong, Kim & Lee,
2017). olof & At Ax= FetEold An|Re ¥ty £,
AHA S gt o2gt ATE EWE APGAIRSE oAt A
4 2 HI K-means - J24E HYsto] 215 =&

Table 4. Result of cluster analysis
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Cluster

Segmentation criteria variables F p
1 2 3 4 5
Gender .05737 -.22256 -.00888 .05560 .32491 3.770 .005
Age .16470 -.05705 .06794 -27187 40661 6.012 .000
Monthly income 56637 -.34556 19532 -.31640 .56298 22.515 .000
Number of sports product 5170 _48119  _36440  -33453 93168  80.177 .000
purchases
Purchasing costof sports 11161 _53g3]  _32618  -43920  1.15663  130.547 000
product purchases
Sports product factorof - _scr65 33417 50570 20200 32511 21470 000
consideration
. Sports collaboration 1.05603  -85501  -.71419  1.01844  -53151  415.583 000
Demographic  purchase experience ’ ) ' ’ ’ ’ ’
characteristics -
Sports collaboration 62827 -29198  -1.18522 54003  .09907  66.306 .000
purchase Intention
Number of sports
collaboration product 1.46196 -.62360 -.64807 .50723 -.54780 182.269 .000
purchases
Purchasing cost of sports
collaboration product 1.73349 -.66770 -.63943 37765 -.50100  296.155 .000
purchases
Sports collaboration
product factor of .16558 -.35422 .63819 -.06435 .08133 13.197 .000
consideration
Veblenians 37767 22104 -.90457 10113 -.18011 21.953 .000
Consumer Bandwagon 52409 -.18856 -.05168 -.05202 .00019 6.582 .000
psychology Snobs 08210 -.01178 -.49947 06441 31194 6.244 .000
Hedonists .66595 -.14120 -.52021 -.08364 27408 16.406 .000
Number of cases by cluster 71 144 66 128 66

k<001, **p<.01
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Table 5. Cross-tabulation analysis for understandings of cluster

Clusterl Cluster2 Cluster3 Cluster4 Cluster5 total
Division 719 14473 66 1287 668 4757 x p
(14.9%) (30.3%) (13.9%) (27%) (13.9%)  (100%)
Gonder Female  31(6.5%) 83(175%) 31(65%)  56(11.8%) 20(42)  221(465%) | o o,
Male 40 (8.4%) 61 (12.8%) 35(7.4%)  72(152%) 46(9.7%) 254 (53.5%)
10s 13 (2.7%) 43 (9.1%)  12(25%)  45(9.5%) 7(1.5%) 120 (25.3%)
Age 20s 45(9.5%) 78 (16.4%) 46 (9.7%) 73 (15.4%) 42 (8.8%) 284 (59.8%) 27.28 .001**
30s 13(2.7%) 23 (48%)  8(1.7%) 10 (2.1%) 17 (3.6%) 71 (14.9%)
~1,000,000won 24 (5.1%) 103 (21.7%) 33 (6.9%) 94 (19.8%) 24(5.1%) 278 (58.5)
~2,000,000won 14 (2.9%) 31(6.5%) 11 (2.3%)  19(4%)  16(3.4%) 91 (19.2%)
fﬁfgﬁiy ~3,000,000won 22 (4.6%) 8 (1.7%) 17(3.6%) 13 (2.7%) 14(2.9%) 74 (15.6%) 91.357 .000%**
~4,000,000won 6 (1.3%) 1 (0.2%) 2 (0.4%) 1(02%)  3(0.6%) 13 (2.7%)
4,000,000won~ 5 (1.1%) 1 (0.2%) 3 (0.6%) 1(02%)  9(1.9%) 19 (4%)
Number 1-3 9(1.9%)  110(23.2%) 44(93%)  81(17.1%) 6 (1.3%) 250 (52.6%)
of sports 4-6 21 (44%)  29(6.1%) 19 (4%) A1(3.6%) 28(5.9%) 138 (29.1%) ot 0
product 7-9 22 (4.6%) 3 (0.6%) 2 (0.4%) 5(1.1%)  18(3.8%) 50 (10.5%)
purchases 10~ 19(4%) 2 (0.4%) 1(0.2%) 1(02%)  14(2.9%) 37 (7.8%)
~300,000won 5 (1.1%) 111 (23.4%) 45(9.5%) 93 (19.6%) 3(0.6%) 257 (54.1%)
Purchasing  — _500,000won 22 (4.6%) 33 (6.9%)  14(2.9%)  29(6.1%) 21 (4.4%) 119 (25.1%)
cost of sports 255.844 .000%**
product ~1,000,000won 30 (6.3%) 0 (0%) 7 (1.5%) 6(1.3%)  29(6.1%) 72 (15.2%)
1,000,000won~ 14 (2.9%) 0 (0%) 0 (0%) 0 (0%) 13 (2.7%) 27 (5.7%)
Sports Brand 29 (6.1%) 31(6.5%)  3(0.6%) 12(2.5%)  7(1.5%)  82(17.3%)
product Price 3(0.6%) 37(7.8%)  7(1.5%) 1225%) 6(13%)  65(13.7%) o o,
factor of Design  38(8%)  66(13.9%) 26(5.5%)  83(17.5) 33(6.9%) 246(51.8)
consideration ™ | cion 1(02%)  10(2.1%)  30(63%) 21 (44%) 20 (4.2%) 82 (17.3%)
1t
S’gﬁasoraﬁon No 2(0.4%)  141(29.7%) 60 (12.6%) 6 (1.3%) 54 (11.4%) 263 (55.4%) 002 o00ees
purchase Yes 69 (14.5%) 3 (0.6%) 6 (1.3%) 122 (25.7%) 12 (2.5%) 212 (44.6%)
experience
Sgﬁ?goration No 1(02%)  63(133%) 56(11.8%) 7(1.5%) 17 (3.6%) 144 (30.3%) s oo
f’;ﬁfjﬁ Yes 70 (14.7%) 81(17.1%) 10 (2.1%) 121 (25.5%) 49 (10.3%) 331 (69.7%)
Number No 0 (0%) 130 (27.4%) 59 (12.4%) 6(1.3%)  52(10.9%) 247 (52%)
of spors 1-3 20 (42%) 11 (23%)  7(1.5%) 85(17.9%) 14 (2.9%) 137 (28.8%)
collaboration 4-7 24 (5.1%) 2 (0.4%) 0 (0%) 29 (6.1%) 0 (0%) 55(11.6%) 434.123 .000%**
product 7-9 10 (2.1%) 0 (0%) 0 (0%) 5(1.1%)  0(0%) 15 (3.2%)
purchases 10~ 17(3.6%) 1(02%)  0(0%) 3(0.6%) 0(0%) 21 (4.4%)
Purchasing No 0 (0%) 132 (27.8%) 58(12.2%) 6 (1.3%)  52(10.9%) 248 (52.2%)
cost of sports_ ~300,000won 6 (13%)  11(23%) 8 (1.7%) 92 (19.4%) 11 (2.3%) 128 (26.9%)
collaboration  ~500,000won 29 (6.1%) 1 (0.2%) 0 (0%) 25(53%) 2(0.4%)  57(12%)  547.004 .000%%*
product ~1,000,000won 15 (3.23%) 0 (0%) 0 (0%) 4(08%)  1(02%) 20 (4.2%)
purchases 0 .000won~ 21 (44%) 0 (0%) 0 (0%) 1002%) 0(0%) 22 (4.6%)
Spors Brand 10 (2.1%) 18 (3.8%)  0(0%) 9(1.9%)  4(0.8%) 41 (8.6%)
collaboration Price 3(0.6%)  33(6.9%)  1(0.2%) 17 (3.6%) 8(1.7%) 62 (13.1%)
product Design 40 (8.4%) 79(16.6%) 29 (6.1%)  83(17.5%) 39 (8.2%) 270 (56.8%) 127.167 .000%**
gicnt;’irdgrfaﬁon Function  3(0.6%)  10(2.1%)  32(6.7%)  13(2.7%) 10(2.1%) 68 (14.3%)
Collabo-Partner 15 (3.2%) 4 (0.8%) 4 (0.8%) 6(13%)  5(1.1%)  34(7.2%)

*Ep<.001, **p<.01
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Uit A= OF o} Al WA HAQl, Axx FEEH 0l A
88 s, 222 FPhE 0l AlF FHQlE S, AT Ax=

Fehadold AE 4-73] o, A7F AX= SR o4 AE o)
A 5051 0|3t A%, A= Fepudold A% o A LANFL
gAle] Hlid B Ao tehdth 24 2% o4, 200, U &

S 1008090 O[3}, A7F Yt AZ2 OJF 1-38] Fuf, A7 Yk A%
= % 7o 1 0%H of3} A%, Uk AR OF Tof A TEA
% aiel, A% gepdold ABAY g, Aux Fepadol

A A& ?LHHAE AL, 2x2 FEEHO)A AFE 7 Al LA
2 fARQle] Bl A w2 Ao Yyttt 3 32 ¥}, 200, €
A5 1007H o]5}, A2 07 1-33] Huf, A7 ¥k &
Ez o7 | A] 309HY o]5t 2|, Yuk AXZ o7 u] A] 11
A A, AX2 ZERY 0| AEAY e, AE2 FetHd o)
AE FoE g, AX2 FetEdold AE T Al LA}
2 F4o] v A w2 0= vyt 4 4= @A, 200, € &
= 1009+ o8}, Azt Aut Ax = O]F 1-33] Fuj, o7t Yut AR
= 9|7 i A] 3071 o]s} A&, Y¥t AX= O Fufj A] TLFHA
T gl 2xx FEH oM AEAY S, AX= FetH o
A AE T 91, A7t Axx Fetrdold AE 1-38] T,
A7t ~x 2 FetE ol A& ) A 307 o]5t A&, *Ei g
gEHolA AE 7 Al 17 }o&— tjztelo] Bl A &2 o2
vepstth 24 5% gL 200, € 45 1009+ ofst, cﬂﬂ quk A
2 0|7 4-639] i, AzF Lyt AX = o7 ) A 1009+ °]sh

flo

Table 6. One-way ANOVA for verification of differences according to cluster

T Al J_—"L’%’\F?} CR}Ql, AR 2 Fefr o]

23] 2 7} el Aol d%

7y A0 g &8 H3t AolE metsty] stel ddE
wAe dAstEer, g 7 fogt Zpo (p< 05)7} ket 735
Scheffe®] AFEHSS AASIAT 2HEAES 8 =28 5719 &
Holl T 7} 1R1e] Apol & B4R Ak <Table 6y

AT 74 12 SEANES A st 2E 8114 7 &

A vEbE . 24 2 #3401 Hlud A YEET 24 32 2
< 8Rl0] 7HE WA vErT 24 4 74, S5, AR,
37374, ol vind A ekt 34 5= 5574471401 71
A Here

ER AIE Hoh FAF o2 WEIA AR ESE AAT A3
Aol 24 2, 2 4, 2 5724 3 Bk 3L 23 101 24
2, 24 4, A 5EG A uEEt. F348004 28 2, 28 4 2
57 2A 3E T w1 24 10] 24 2, 4 4, 24 SEY A Y
Btk S50 2 1, 2 2, 2 4, SR 57 2 3 B
o = Yehg AEAEA2NA 24 101 24 2, 24 3, 24
4, 23 5 B} A Uep

¢

Factor N M SD SS df MS F P Post-hoc
Cl 71 3.62 .686 73.003 4 18.251 30.230 .000™"
C2 144 2.88 .822 283.752 470 .604
Veblenians C3 66 2.20 727 356.755 474 C3<C2,C4,C5<C1
C4 128 2.88 .820
Cs 66 3.16 726
Cl 71 3.51 .940 68.280 4 17.070  27.492 .000™"
C2 144 3.09 773 291.828 470 .621
Bandwagon  C3 66 2.15 762 360.109 474 C3<(C2,C4,C5<Cl
C4 128 3.04 756
Cs 66 2.88 722
Cl 71 3.62 .804 19.615 4 4.904 8.138 .000"
C2 144 3.39 707 283.212 470 .603
Snobs C3 66 3.02 .820 302.827 474 C3<C1,C2,C3,C5
C4 128 3.48 .803
C5 66 3.72 791
Cl 71 4.11 .829 33.821 4 8.455 11.491 .000™"
C2 144 3.34 .796 345.817 470 736
Hedonists C3 66 3.27 1.039 379.637 474 C2,C3,C4,C5<C1
C4 128 3.45 .839
C5 66 3.53 .851
***p<.001
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2R 54 spet

g, 5447140l

7V A SERRA g 27 9 AR

SERS DR FLT-E

DARAT} o) AEL B9 2+ 29] E4L motstel 23] gt

FAYI 20 S42 QR FHe 4 (Table 73 Zth. 24 1

o ~mz Zopadold AE o) Al OAoly ZeunEvs vy =Y

oo, EEA/S Aolet BE aQlo] 71 A LERfEA 1A

¥ g2 93 $4] Aoz Wystelc 207 Yok ARstel GARE 48] e 2UD 9lv] i
29 2= AX2 Zepudold AE 1) A OARIT HES 1E  uo G8HQ uble 2S¢ v g A7 avs 22 4 9

51, S84 o] ]jﬂ_l‘] =2 Ao YJeh}HA ‘Edt A% AT (Dickson & Ginter, 1987). o]of &

xH Z] /\H]Z]-) o7

o= Pysigt. 24 32 AXx Sehudeld AF v AE SHI} 2u4eS )
o A FAS Telsle, BE AMAR 890l 1% A et Alolsision], EE 2318 Hgo g3t o] £

HN
l-ﬂi
5
ST
o)
o
e
>

A 487 Fek o2 Wgshnt. 3},

T3 4= 2x = FHEY A AF T Al RIS LS, & T 1:77170] 7 Aav] H2Rg T4 AP Y SHozs &
B, E57N/00 WA A dEhEA HARl A ddes 2= FEE ol AlF 7l Sla= & ) Wlgol 7 A YEh
BEotAth 24 5w Axx FEtedold AlF i Al HARlE 1 HA A= FepEH ol Aol Wt I 9 ASer M w2
Table 7. Comparison with other cluster and cluster characteristic

Division Cl (n=71) C2 (n=144) C3 (n=66) C4 (n=128) C5 (n=66)
High-consumption Trend preference . A group of men
. . Design preference - .
Name psychological group Practical group rou seeking personality
type-oriented group (potential consumer) group (potential consumer)
Gender - - - - Male
Age 20s 10, 20s 20s 10, 20s 20s
. ~1,000,000won,
Monthly income ~1,000,000won ~1,000,000won ~1,000,000won ~1,000,000won
~3,000,000won
Number of sports product 7-9 13 13 13 46
purchases
Purchasing cost of sports ~1,000,000won  ~300,000won ~300,000won ~300,000won  ~1,000,000won
product purchases
SporFs prqduct factor of Design, Brand Design, Price Function Design Design
consideration
Sports collaborgtlon Yes No No Yes No
purchase experience
Sports col'laborgtlon Yes Yes No Yes Yes
purchase intention
Number of sports
collaboration product 4-7 No No 1-3 No
purchases
Purchasing cost of sports
collaboration product ~500,000won No No ~300,000won No
purchases
Sports collaboration product ~ Design, collabo- . . . . .
factor of consideration partner Design, price Function Design Design
Division Veblenians Bandwagon Snobs Hedonists
Cl * %k * k% * * * & k
C2 * * % * *
C3 S A A PAS
C4 * * % * *
C5 * * * * %k * %
*okok Hto] 7MY w2 A, dokiEto] Hl A w2 A, kigato] vl W ok, Kol 7P W A
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Aekol SIFE}. Yoodt Kim(2006)2] AE 2012 A4 E5} 9 A
BA A7) 29 1918891 B4 We] 5Yor Axz
u A BE RAAE, 917, Hold RAEL o- = T3
3 1% A0 JHRARY, B3, BAL) PRI @
JFg wton =Oo 9 ALyl Ax=olE Jlof =
o] 24 19] Azte} SARE Aho] EARITHE AL I %= ek
Jeong 5(2017)9] AZ=8F AAESE A7) Y 5(aLaH] A
9 &4 A Jhe] £ 200 @A, 7HAAE 6009 o4
Azt 7~93] oo & FHull, Tt 13]9 301t Ol% ELIVVAS E
A=, 71, AR, B2 Y 4% § RE WIS AX2ZE 719
A 2P B2ohe Aoz Uehtwa B dpel 29 19 2s
FRAog AA|StAL Qe A0 e
0|9} Zo] TRt APA+ 2aE 1Y v 24 12 &57 &

HI7F o - il Ax = FEEolA AlF i Al OARIY ETtE
gold fEUS Eﬂﬁ}ﬂi HE aw H:'lﬂl f910] EA et A
AZZBHE} PYHREHES FE ol 4H|Rof| vl Zetet
EIAFOl} T&%%E}. %‘—a(Luxury)f ofF FHoluAY de] &4
A o&d B 459 grE AYe Aoz P44, 83, &3t 52
2315} B =ArAo| 11 thorsl oju] 6H*4Qr:}(0konkwo 2009).
Grossman®} Shapiro(1988)= HE& AH3H ]X}~ ZFAL 7&]- a
9NE @A o], Auo] 2H)5L 4
EoAE 2uAE A4S B30 B 15 AURE z}
e ®H5H] A% AHA 8o 2A 9, AHElF
(Berger, 2010).

b FEEHES] SR Yol 53 17t HE vHA
B A 207 Q1AShE BHE tigh ojm|A] 9 Ao
< 5o Fepadold B9 YFolut 4, A4, AX=ES 1
g getudold uiAY Aol WastAth 54 Kang, Jung,
Park(2018)9] A4 20, 30049 TAHE FRU HEE7F SNS
Sk QUEIRL F 317} 714 A v, o]o] QIAETR, Hol A% 5
2 Z835F A=A Qe Yl W SNS F13s E35F g Q8] Bl

T3 2:1447H0] &35F ‘EHE AS 11E]-(xl-xﬂz4 ZaH| ;(]-) o]l Ex o

= 7P B2 Q1(144%)0] =3t o2 Axx ia}iéﬂO]
A AFFEol YA P = e AL R HERHEA AF
H]zto]l FE T}, Choi(2016)2] AE2 o2 o] AJA RS} 04-?01]
A B FRPAE 2 HARY AR AJH| HiFt 525715 7t
A 7] o] A8 AA ] gt #ofE 3l F= A=ske I
o2 Uehgon], Kim(2015)9] AE2 A% AGARS A7) 2
B AIE A1) 9443 fo] NS y.om 3o 2 A7
o] 24 29] A7}9} LA Ato] ATt AL ‘”’—’F =5

53 29 2k Yk Anz o7 1 %F—Piﬂﬂ 14
BARFOE o] HAC thgos %7 uehgo
= 7P =4 Yeidh ol SR 0l AlES "7}4 H &
ol AFLr FEH0 7|E dut AES 714 Eo w2 7
2 HAg o] Qloj(Kim & Kim, 2014) 17Fe] EdtHgo]A A&
et RS L7l 9eS Belg 4 ik o]ek Zo] 27 2 &
S} 207} o9 @3 AxE Fehueold AE 7o) Al Cizelzt

Ag 13 v A &7 YJehjdA Axzedcel
BEo] SetE ol d anAto] w9 At Hx AR ol

=

r°1‘

B (street brand)= A2EZ E(street: 24 2))9} Hele
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Sh= /\EaE ”H"q# EO]’% BHE
o gA#AA(youth culture)JFO 2 /;fu
L opopsl A EdTo] gEA A5

(ugly fashion), oll&d# A (athleisure), J_ii‘ﬂ(gorpcore), 313t
(hip hop), 2EE]Z(sportism)¥} 22 Fef2 eI JTHKim,
2019). 2EZBAC = sfA 4] 719] SEtE ol A F <F
27%E AAISHAL lom, T 42 5 AtelolA {385t BE A4
AREL AEF o|u]x|e} F 1 AFGEE o|u] x| E Foste] 10, 20
o AHAFe] BAE okl 848 S5AAFI YrkSung & Yu,
2020).

wehA 10d, 20071 Fotots AESEHEE FAR1A| 181
5 Atololl A fa¥sks i BRE & 23l F9
AHALY] RS U 5 e A" 7HE Y EA
A AE o] Fast, Eo] w24 #iglela Qle X o EA
= AR B2 AgjFolat & 4 Ut Rhee & Park, 2017). o]o] #
= Fd5t= AAY, ‘AESSHIGo|E' 51} 7]’01 10t % 20
= AtolollA f3ote ERl=0to] SetiRdo]lde 45k, o|A
2 10tH, 20dolA 3tk 719 E 9 EREE 2312 ]”}‘3}3}7] Sk

A&l EAo] Qs Helr

T3 3 66780] &3 ‘ALH JH 9 EHJORE Axz FEpEe

ol AEATE i T 3 gl FUT IO R et
WA Axz FetH ol AFol et Fak4l AH| Ao gt
Jang 5(2015)9] AZ =017 AFAESt A AtolA 7548 As
+ JAEZ J77F Ad 71548 oE 8900 ]OH AHHCR F
Q35 71tk 5190, Lee 5(2010)9] ZZOHF AFAESH A
T 3 4200 FE 2=4F Ed & 7‘%])“: A8 7I=
SLORE B7IRIT skt 3 Yool Kim(2006)2] A 3
A(AE2OF B Heho] EA o= 7ateaelo] 7Y WAl 9y
T 8Rlofl A Bilo] glow, Ax=oF Fulj F o] 7P 2
UERFAA 2 AL0] 3 39] AnkE FR¥ o g AR St

ot Jo-2 Ax=HWHE Fetr ol miAE JAolA 7

ol HHAPGolgt & £ Qlet shA|NE T E E4S o A A
I, FEE 7P S8 o7l AFCE Hol Axz FEtH o]
A AFY A FEA717] A ko] o] FofXittd HRAIGL
2 FE3] 7FsAdol Sle FAdolth Lim(2017)2 AtjobH &= g 2=
BHE(}o]7], ofttks 5)et 2] HAQlS Rk 2ol okt
AT 78S AERSHHA Wiy ol 55 FH o= Mehs I3t

Q]

ST Wb ARAT 7EEe 2% 1T/t SRl
2 59 7547 B0 944e B2 & Y Ax2 BRY
ol A& 7ol Was) walct,

T 4 12890] £ A MT Qeke] EYogt Anz 2
ehudold A% 7o) S5 % Pl wgo] vlwd A thehtwA
Amz getudold Al the A4 2 ATEoh A L A

ol s Yoot Kim(2007)2] 2324 ARSI Aol
A 24 30E-AE WA/ -AE 4 89 T4 A 5=
AFE WA 2AGEA, A, Aul2yg 79 ashA] ok AlE A%

) BRI, A2, 158 S nefshe ACE ehirA B
A7) 24 dol FohE LA A S AL ekl
olg} gro] 23 41 A5 Au|7} ) vhn 2xx Feprdold A
F ) A DRSSt Oﬂe—; SEAAY, A4, 43
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