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PURPOSE This study aimed to identify the dimensions of sport brand authenticity
and to develop a valid and reliable scale for measuring such dimensions. METHODS
Along with a sequential mixed method design, qualitative researches were conducted
(a literature review on brand authenticity and the inherent value of sport, 5 one-to-
one expert interviews, and a Delphi survey of 10 researchers). Based on the qualitative
research results, an EFA (n=304), 2 times CFA (1st: n=304, 2nd: n=311), and correlation

analysis using the other scale (brand relationship quality, brand attachment, brand
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0l =22 O[HIZ| HABIP=2S 4+
U BB .

ME

A uAY 9] B2 WA vhA " (mass marketing) ¥ A A3k
(commercialization)® B =7 Aol 43lE 1 9lom, o]
2 QIsto] AHAES BT AE} uAIG oA ApESE L7

7] o1E 90, vAY B59] xR 9l5ta] AnREL] Wty
EAlo] A&7 QAth(Kim et al., 2014). T3 A4 F8971, 71%
W3}, FA, AA A0E 5 YR 299 PR B0l 57t
Skl glom, o|& Qlsto] HIHE O] X|&2 Q1 7FA] §-A| 7} o 2 A
I = A&o|tkBruhn et al., 2012).

A Y EYLAE 7|¥to & FF njrjo]o] FFE Qg AFYA-]
A FIt o= AHRAER stojg FEAEET JEY 995 &
S} 4= QA S, AB|AER StojF HElE o] I AL mholst= A

o] o}z g SFAHKim et al., 2014). o|ZA JE3IH 4H]|=}
E(informed consumer) B0 x&H 07 AHAHS QF5)
o, 1384 g2 BEHES dropgo]x] o= HEE 247 =it
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credibility) were conducted to test reliability, construct validity, and criterion-related
validity. RESULTS In the qualitative research results, 8 dimensions with 36 items were
extracted; however 6 dimensions (originality, connectedness, legitimacy, authority,
sport spirit, and expertise) with 28 items were identified as appropriate structures
from EFA and CFA, and the relations between all the dimensions and other scales
related to consumer attitude were statistically significant in the correlation analysis.
CONCLUSIONS The findings suggest that the scale in this study could provide a new
and specific perspective on sport brand authenticity, which is constructed using a
general aspect and a sport specific aspect, and an understanding of the concept of
sport brand authenticity in other sport industries.

(Holt, 2002). EZF 15Ul 7|5tY] mlt]oj52 AH|AE9) }71]
ARYA A WA (transparency)?] 878 H& ST ]
UtH(Eggers et al., 2023). o]2|3 &2 AH[AE9] Bl A
2 g2 71ttEA 5kl 912 H(The era of the choice economy),
Zpo} wk£9] Q F(demand for personalization)& FFA7]+= &
A, AFSl A 23 (social differentiation)ES AEST 4 = 8
FE3F A M(superlative life)S o]F 4= A = 84
of HolA 9= ﬂ/\c = HEH':—J AH[E F6) o st itk
(Kapferer 2012). o]#]gt Av|AES] Bl o] Y3t 1E5tE 8
2 AR, AR, "\Vé' ‘grittiness’ 59 AP oJnlE Tl
‘A A(authenticity) o] gt Q72 o]ojx]| 1 glom, Hj
A=A gl AAE A 7S AY L QleAlo] diEk g
E 217370 tigt W77 8 SRR [ e 21 Qi
ilmore & Pine(2007)<] A A (economic offering) %13} o]
AA7F EE(commodities), AE(product), AH|AS AX &
H(experience)o] MZEL FAARE WO 2= A7} = glom,
5\— 129] A4 w47} 7190] F4lo] == 7HA7F S5k, B
o] AFUA ol Ho] of gt AR A Fo] sl BRE 744
Argstal Qiet. webs] BE X14449] Jlido] niAY &
935}t 712 & ) FHA = AHGilmore & Pine, 2007).
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Iz BIcE= A
Azt olm|x|e} BE e
I AZZ AFof| 419
349 A7t EHE
ol ¥aj A1 glom,
gk A7} olojA 1L ]‘:} SEARE oheket #3514 Hﬂﬁo
3 il 15 A} 222 mgol 9 &
o mg|7} & Ao E]'(Napoli et al., 2016). &gt 0}‘43]'
F Alglof glojA =7} o,
ofo] E&S 93t F3AH< *37—3. < 7M1 Sl YA BHEY
7R 1Y 3L Q1oj(Hwang, 2008; Kim & Yoo, 2008) A2 Q1 gt
gt Baligo] QlojAl 1743 Aol B& atE Ttk & 4= k.
AFA FHoIA AR 2= T A50] FobR L BAAHY AH|A
stet A@styt a1 sk o wpet, theFeh Hoko] A uto] gt &
e E5lo] QB AA /1A= wEo] Y 9lod I HHE A
oHeE FA1E Holil Jth(Kang et al., 2013). E3HASIH=T5-9]
20129 AZ= QA RAL] W2 T 4G9 LS 57RYUC
2 glgh 4= qlk. o] wet U i 71 A=A, LE, A
AAREHAE 5)2 A= BHE AP 24 floto] HA] g3
EAE ol A AVNE ok glou, AHIAERRE R AR
= BT 2 A A& AR kol Ao g A &0k Stk o
L0] o]5 A fr|YELS MES 2X = BHAHC 9] S 7|5t
al %—’r— 224 B E(Burton Snowboards, Brooks, Salomon,
Intersport ) grolAlA AlkE B8 = AAE A=k 1o
o] o EFoIE AX2 BHIHE
£ 5% 179 oA (domain)E AL
A EO}E’— ’\]“‘d ALE AFSHL vt webs] S 23 FAo] o]
A Qs AXZ HHE AR A oA =8 FARA ojwgh X}g
AE 751 AvAE vkl 49 % FULA &, 71E 4
Z=7F F= WAA, A
BHE= I-59(specific)
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Table 1. Brand authenticity perceptual structure by researcher

on, ol Edfg Axx Bl A4 A AE7F 5T 1Y A
% AH8E APolon, Ax= WU HE Fof BRALEHe] A2
10987} duto] AE&S ottt B4 A5 &9l oot Axx
vt AHA £49] A|E =S dﬂ]:]] =3 5‘45§ AT A
‘ﬂ A A7 2AFE Aoty o A
&oto] ALt s Xc‘} 3 3t =

AL E sttt & AtolAs BHE9 HAE
—8—% B#: E(sporting goods brand)i At g vET
= 353t

Ol=% 1

7178 (authenticity)] AHAH @2 ‘ApAlol] LA E= 23
sto] WAL =838 £ Qe 71, 7P BRpo] opd A, ‘old
o|9] 74, 4l /30l thste] [ARF, Ard T} dA|ste] QJx]sal
WS &= 9= 714 & A E i merriam-wbster.com, 2022).
Axz= BHE AP NdH 7| 2E metstr] Al 7]1& 4l
23}, 4 Je 59 FGolA Y=ol BAE AAFZ9 +294 &
A€ 1ET Fart Sl BHE XG99 AHdH 2 BAE
7t AR R 7HA L Qs EAZA 71 Hoto] Byt A#xA
(indexical) 7H'd 2] &3 4n]A] vigo] MAA = FES &
A 222 A A 9l(iconic) E £407 A4 FEH & 9k
(Grayson & Martinec, 2004). °]&{gt FL&9] 7|&2 AH[z}o]
@ﬂ'ﬁﬁﬁ wWAlo] webA] thEA HEd 4= oH, AH[RFY] g4 o]
83 W Av|Aol] oA oiEE APAPY s aHAY
“:1'@01] 2 207} & 4 Uth(Beverland et al., 2008; Brown
et al., 2003; Morhart et al., 2015; Nunes et al., 2021). &, ¥
BT 117g/30] A=Al et B7he] 72 ERHETL 7R W
A 742 ek AR G 2A] 7R 1 Qs B 7)o wEbA o
£ $Hho) itk (Napoli et al., 2014; Nunes et al., 2021).
2HE A4 $4S 793 fEHQA A+E Nunes et
al.(2021)2 AR BHEote] JHHQ A E u|dt= 5343
(originality), &H|A} &Fobo] oJu|e} HIHE Q] oju]z]e}o] AA 4
(connectedness), 4AH HH o] FpET} BEHEO| A A 7hx|q
g 275 9u|shs <44 (integrity), AH914, M54 723 £,

Researcher Perceptual structure Attributes
Indexical: particulari lued or physical t
Grayson & ndexical: particularity valued or physical encounter
. . — . Iconic: associated with the phenomenological
Martinec Indexical and iconic authenticity . . ,
(2004) experience of attending to one’s senses

“composite photograph” in one’s mind

Beverland et al. Consumer interpretation

Pure Authenticity (by indexical cue)
Approximate Authenticity (by iconic cue)

(2008) + Indexical cue, iconic cue Moral Authenticity (by indexical or iconic cue)
Morhart et al. ~ Consumer perspectives L . o .
(2015) : Objectivist, constructivist, existentialist Continuity, Integrity, Credibility, Symbolism
. Brand’s past, Virtuousness . . . . . o
Fritz et al. Brand Heritage, Nostalgia/ Clarity, Social commitment, Legitimacy/

Consumer’s self-identification with the brand

(2017) Employees representing the brand

Self Congruence/ Employee’s passion
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yolzt A& 7HsAgol tigt 7HAE QJulst= 9/ (legitimacy),
BH=O] A 7hA|of] Higt §-5FH(proficiency), FHYUE AR
YAelHAE st=AlE Yrlsh= Aed(accuracy)& BAHES] 717
A &£A40=2 A5t St ESE Napoli et al.2014)= A2 &
A Z(quality commitment), & (sincerity), A5Al(heritage)
o] AI7HA] &408 BHE NS FESHA 2T, Morhart et
al.(2015)= A=A (credibility), 2812 A2 (integrity), 444
(symbolism), A%A(continuity) 59 £A4072 HAHE HAAHA
o] /hdE oottt BHE XAGY HEH ALAR] Gilmore
& Pine(2007) A9IH oA k1 FA, AAATEFS ou|st= A+
¥ (natural), 2ol obdS 9ulst= =% (original), EEgt
(exceptional), A&H[Z} Zo} ol x| e}ko] AFA A AAS =0t
= ABH(referential), AFS]Z] QJujQ] oA} F7o} HH JTFH
Ql=(influentia)9] 57§ AL &40 B AHA LS FLE5}
ittt Beverland et al.(2008)& B =9 AET IA} E2Z 7}
] 5ol &3t 7§d 9l 4 AP (pure authenticity), EHE=9] 7}
2|9} jQ19] 7hA| 9] AAAE Rk 2A AAP(approximate
authenticity), EHE=9] {240 Ao HATE =94 IAA
(moral authenticity)& F+&5t0] £ 425t tH(Table 1).

ES 229 BHAE JHA 4 AF-Bruhn et al., 2012; Fritz
et al., 2017; Kim et al., 2014; Morhart et al., 2015; Napoli et

., 2014; Seo & Lee, 2013; Su et al., 2014)= B = £

*é’“ N A-toll TR A ¥, HF A4E B S A AL A
T2 IHEL, BHE o] v JFE Ieloks A7 A
PE I ek BAHE Mo v AHA Bl BHE AF
(brand credibility), B E o & (brand attachment), E2E 34|
EA(brand relationship quality), 824 Y4F(positive word-
of-mouth), Q)= (purchase intention), EH;E FA = (brand
loyalty) 0.2 HHEO] A oA} AAo| oA F83 11d
[4o|t}

Hfe WYL anRte] F82 Jdat 48] 4= consuming
context)oﬂ weka] O $Ao] 24 HgE 4 JoH(Nunes et

., 2021), AFE R BHET} 275l EAHR] M7 2R R

HEHC 49l duta £(general aspect)d} EF AFY 179 B
A 794 £(specific aspec)& 57 4ty BHEo] 1§
st7]& o220l At (Napoli et al., 2014). o] g WA thF
FHARE FAHOR BAHE 1Y £ ET AP A+Eol A
ot o3 A I BAdE AAHA 24 AG(Grayson & Martinec,
2004), 9}2l A9 BHE HAHA AF(Beverland et al., 20006),
ARz} BHE AHA AF(Leigh et al., 2006), W3 4F19] B
He G4 AT (Alexander, 2009), A HAE AAHA AE(Seo
& Lee, 2013), SFE BH=9] AAA AGL(Su et al., 2014), A
EZT BHHfE AAHA AGH(Schallehn et al., 2014) 5©o] Z} A
ZoH] Wetol| W2 BT QA A= XY= oj gt

— — Ul—

lN'

AEx0| A AE2 BAS AHH
A9 AH|A = BHEE Aol 7|20 2 ARl e HES
JolA B E=elo] A FASKidentification)E W= AFC
2 9Pdska ek (Fournier, 1998; Kapferer, 2012; Kim et al.,
2015; Mael & Ashforth, 1992). &H|AH= B EE AH|FHof| 9lo]

kjss.sports.re.kr

Al Aol Kol o @A HIF R =A|7} wj$- F85HH, o= 7|54
(utilitarian), #=H&(hedonic) &9 WSS HojA BHE 5
Al(brand identification)Zt= #/44 AZS Fot7]0 |2tk
(Mael & Ashforth, 1992). 20| AX = &=of Zofst= AlElo
A& ZFot G (self-presentation in sports)Q] 2|7} GubA| ol A}

oA Bt o F85F(Leary, 1992), AXZ Fol|A] L]
o, Al AH] 58 AFotE AR HATE= 27| B F
(impression management in sports)® 4% W-$- 52354 o
AX o, BHE FUA|(self-congruence)7t AXEZ HAE A= 9]
=Q 240z 28514 e},

E3 Axx HAE = Axzdl= BT 235 £717] AT A
F3 AU AE AFol7] WjEo] Axkz0] 314 wWgto] Axx H
WET} Aofd 244 7tA] o AZA = o] UtHLee & Song, 2018).
wEbA] AB[AFE Ax 20 EAA 7HA| 9L B E 47449 vAY A
FUAelAxt AFoA BEHES XG9S BHASH =L, o]zt
AP 71 BHE I Aol HeEdl 45T o2 £3HY
I QlojA Axx BRHETY] 2L £449 A0l
= g3t o]-f7F Ek(Napoli et al., 2016).

A B Jle ARX 20| HAA JIAE 7|E AXX
oA gRIstlon, ol B3l Axx B Vé"é—of] =
(sport aspect)?] /o syt A
muscle)S €835 AA A &5

el

o, AHSE A Al LE o]

il
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E
bl
=

lN'
rlr r
-l>
L
@
L O,
o
2
8
<

o

Aot= ?f“?:-*%oﬂ/\‘] 336]17‘1% E’Eol
th(Kang, 2005). T3t [OCE A% = £ Uzt
SA, v 8], A%, g4s AH, d4IG B, 432 &
3, Aol A, Apote} Adiutol tigt &%, AAN} 1S,
|71, Aulet £A%, 293 59 7}54% Bl Exole= AL
o5t et o]2jt AX =9 7H¥§ 3—4% AR S B

TE
ox
2o

fru o_\:. ok
5 o

[> 12
H (o oX

71& AX 20| 742 9 Fg BE Ao WEAW AXZx HAT o) wl
A" A9 HfE Goto] & AFoA ¥ A} ofe Axz B
T Aol e £4(sport aspect)®] °]&% ET|E <1513l
om, o] = Y A7} Ae R E Axx YAHE AFAE o
g Aol HEHYE 53t U89 £3Hreconcile) & AAH
Ao Y-g Bl s A Lskgle

1. 2% = 3o
AR Z0] Zoj= QI7HO] PEZE 4ol QoA LA Wi ==0]
AEFH AFES 59l ¥ %2 Huang & Humphreys, 2012),
AoF BAE AHS £0|1 Yot AEH AL} &5 A= #4
214 e 7tA] Alsstth(Downward & Rasciute, 2011). ©] 4 &
Az Fole AX 2 RIS £7|1, ARZ F3E 55 AAF,
Al S-S 9:*% &= A ot AZ 2 9] 7HR|0|A THE AR 2 9]
7% sttt Nike: 19989 ‘Just do it’ Z4H QAL A
A7A] BAE0] 7bg ZQ3tujdog ‘RE Q&0
ARz Zholo] gt J7T AT F, AXEZ oo it EHE =
5] A5k Qlok T3 Hol7]= FoiE H(application) He]7]E

i

ol
L

Z

Nooxb >

N
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)
)
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el
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#A(Nike Plus) & E5lo] Av|A}7}F st Axx SHE
o A APt aBA SAHY AFUAC Vﬂ% A&H o
of Wiz et o] HBHRA A ET} A A )
AFYA oA AH|RF AAR ARZ Zhgo] Fofto 2 WA
5= ¥ (experience co-creation)S &-4ot= AHFYAclHCZ
Z3Hdemocratization of process of value creation)2.&A4] 1to]
719 M2 B 7}x] A4S HhAlolth(Ramaswamy, 2008).

2. TA43} £7]

ARz FIOA WS 5 gl 8 7= AT &0t
g2 AolA E-T 877 Axx FA1Y] F8 @40 Axx
9] BAA 7IA YL S5t JtHDownward & Rasciute, 2011;
Huang & Humphreys, 2012; James, 1964). WADA(2003) <l
Zko] AZ =0 A A AoFS 7FAZ ‘spirit of sport' & HAISIAL,
AX 2 A F ‘courage’, ‘determination’ 5 =AI} &7]o o
e AFAR 7HA7E 8 840S ST B wsH SH
(sport pedagogy)ol A= A7FS] Ax= ARoA &7] Qe A
= B FE& S5t AA A, A8 A olFE Zo] Ax
29] 29 7IA 2 dgHH(Corlett, 1996). AX = HH=E= B
o] "ok #dokH, A4, Agl4 7HAE E8ui7] fi5te] &
719 Tdolgh= 7] ER Bl E AHQlS Z18¥stal gt} Adidas
+= ‘Impossible is nothing” Z4#Q0& %O]-Oi] As=E0] 38, A5
gho] o] At FeolA E7HsT AL itk e HAIXE S4
O & 20049%E 3 7|7+ &7E B 54 F8 HAAZ EE9]
1 @19 H(adidas-group.com), The North Face®] ‘Never stop
exploring’ M1 QAT Ax= Ao #AgleE =4S
Toh= Zlo] IAT AR ZYS HAAR AH|ZEA AFU A
A5lal QltH(thenorthface.com).

3. Hol &l

Am20] Aol uhd 4 gl BEL 824 4-80] GuFo]

oF gtk ZolthKang, 2005). %, AAA] it £3, Wol=
°1 591 o] WA g Bl 222718 5 g, 2ol )
218 ol 28 AAdoleh. Lol o|efat Ay Brf Alsle] 2l

A QE olF=t EAECl =L, Azt "}014 E35l gk A3
2 7127} "EH(Clothier, 1937; James, 1964). Nikex ‘Equality’
A IPstm, Ax= 7] 4%, ApE Aol B A
FolA A2 55T AL ot dlo] Ealo] H4lo] Axx 9 A
3IARQI o]l AFZHY] A Qle THT AR RS WA IF
< "AoF gttt WAIRE Ao RN Anz HATEN A
S 73z5Fa Qlkhttps://bureauborsche.com/projects/nike-
equality-campaign).

42X 2 AH

Az B84 et % whd 4 gl RRE A4 4ol 47)

g ol tet 7hA 9] ol ARz Fojxg2 o 7HA] &
Ao Axzol Fojstil Z7AN, AAA dFehs FHo] glo
W Ax =gk gk 4= gt Kang, 2005). S AXx = At A o
St 5 Axx Ieto] We ke AA|A FF 9 371 FdolHe R
2 S A&, TAFo] 7la QU Az HHEL Axzo| A
S5 AES TEske BAREA Ax2 JF] 7HA7E WA A
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¢l 7FA(inherent value)d 4o glch. wehA Ax=x Y3 =
2 Axz BHE O] Al AL HAL gk, v]=to] A2 HAE
Wilson& ElY2, ok, 5 59 AlES /st ﬁ*}i ARZ
AHE WS 2-8H o2 BHT ‘More Win' A 19
o AAES] BAHE ek A7t ST & QLS 8 E AlFot
= A0 stk 2S £1Y0] of= Aulojth Axz E%E

o] Yool Ax= FHof et =75 o} §lo] K1
Adidas®] ‘Boost &= AIY W]} Nike o] 117]57d 011:191
9] 0]&9] ‘Pro’ HJEZF O HAT | A& HTlo] A4
o(}x}oﬂ ALS AFAHo R 1:311441;}

A BHAle] g ST £4S A5t
A &Ado] thste] HgA WAl A=
2 535 W A4 24(sequential mixed
method design)& A& sto] A9 EfgAdS A L5t tH(Teddlie &
Tashakkori, 2006). A% dFolAE A2 AL2A BPS 5= Q=
RO A9} AFAFY] ;A 49 7He 59 EAIHCA 2=
LRE Y F UE SET FY Holy 3T FA £4E Z-89]

ot FAA A A-EA 9] A9 A2 o (Figure 13 2.

AE2 BAC AP &4 stoke AT ZHAT

e
ro
=y
rlr it
o
9,

b}
:.“:
ni
2
of
Jm'
ol
ol
N
52
flo

4 A2 BT AHAH] &
Aol Bt A+E ol" T/ d A mg dAsHA] o
T, R g A2E 443} o]T A7 o] ke Aol o|2A4 A=
Y(theoretical sampling) ¥4]S A& tHGlaser & Strauss,

A

v

mlo
Q:

Sequential mixed
method design

] Qualitative Research [~ [ Quantitative Research [

Literature Review

Brand Authenticity
inherent Value of Sport

One to One Interview * Construct Validity

: § Managers Convergent Validity

in Sporting Goods Brands Discriminant Validity

Reliability Test
Chronbach’s a

Criterion-related Validity
: Prediction Validity
Cross Validity

Dephi Survey
- 10 Researchers(PHD)
in Sport Management

Fig. 1. Research design

https://doi.org/10.24985/kjss.2022.33.4.659


https://bureauborsche.com/projects/nike-equality-campaign
https://bureauborsche.com/projects/nike-equality-campaign

Sport Brand Authenticity : Scale Development and Validation 663
Table 2. Interview questionnaire for managers in sport brand

Sample of interview questionnaire
« Do think brand authenticity is important in managing sport brand?
- Which sport brand is authentic by both perspectives of consumer and brand manager?
- Which factor is important for building the authentic sport brand?
- Please explain the marketing cases of the factors you mentioned in the sport brand management.
2017). 71& A3lekt A getolA o]fxl BHE QY SAHATLE Al Connectedness(RrotE A 4)& A3, 71& Bde A3
TAQE o]F AX = BIE Ao A U]-i’ﬂ% AE 718, o]JAHA 4 A-+(Arnould & Price, 2000; Morhart et al., 2015; Nunes et
(e-commerce) 52] Eolo|A 10 o]AF % 712 o}& (Table al., 2021; Yagil & Medler-Liraz, 2013)2}9] %35} 342 72 A

3> A&7F 5903 ddd
Patton(1990)9] HEHA ol wheti]
Y AR WdE A6, 7]% E
2 Afoto] BAHE AP AdS AAAIZ F, ot (Table 2)9
AR QY 30~608 F= 45 | d A gstact.

WY W89 42 Hill et al.(1997)9] 494 24 7HE 2
|otqom, 587 IHF WE F SA AFEE S
ojx 2235} stglon, e RE 5L /Mddt Zolut= Jigel o
of ERE AYotAa, 4ol TANA EHE MEL ol E B
o= AWE WFT dgion, Bos $4 HES FUI

g ARolA &3 JET V1€ BAE A4 AT da

94 Z3Hreconcile)HgZ AAA dufo] S AT Ax=2 B
A AHA 44 87FAl(Integrity, Originality, Connectedness,
Legitimacy, Authority, Achievement, Sport spirit, Expertise)
o AIF- 23 3571& A6ttt

A AR £42 Integrity(FIAG) R F1ot HAH TRE GAL
= Y FF0A 222 BAETE A S-S ALY el
A HTEA] Qa3 408 FEEQL, AEF WOl B T
o] opd, & FobAl', ‘ISR gl ‘o]Q] 3E g X2
HAE shA g, T Faro] tigh v, HATE Holes
‘=R gods, BAY Y ¥ ohgFe Wy EH%Z]'
A EEE AN, 71E A7 (Audrezet et al., 2020: Holt, 2002;
Morhart et al., 2015; Nunes et al., 2021 Splggle et al., 2012)
o st 2oke HHL AH dle] AR BPES Tt

FHg $40=2 Orlgmahty(Exc}*‘])% Wjol AEYL el

AL g, ABAEC] FF5F ¢ e AHEE NUFo =N WA
Ste £4402, Axx BT I e BE5S AFd=d §t
ZA a3t R’\i FEHUAY. Arlofes FE A 7|&, Uo]
71eke] AEs), BHAEO AT, AAET] 53 THA o F
F, B e AE TR, gEol 29oHA g Ve, ARt
9] 7|4 ‘Cefoldl” ‘Haltulo] AEE] ‘E;‘d—/\g QL mz
‘=Xl w7 50] 7|97t QIE|HoA] B QA 7= A
(Delmestri et al., 2005;: Grayson & Martmec, 2004, Vredeveld
& Coulter, 2019)014 A3t Q= BRHE AP 34 Md
I} 2319] S B4 4719 AR FEo] EEE AT

A HR Ax= BHHEO] AAHA £4 022 Connectedness(RFot
YA Aol FEHUoH, HAAES BHES 4AHR] AZo] &
L[S ARSI, Yot @ AHAES BHELLY] FUAE
Fote 4ol ol 2Rtk SHEEtlth APAES AIehE B
= BEHEE L9 9, U] 2z gzt A, ‘BHE A
st Zp419] olm|z|et wi A, ‘HA TS} FUA 5O 7|HNEE B

4% wie v
4 EH*JXMMI B3I A4
= 454 A7 e

r% r_EL

4 mﬂ

kjss.sports.re.kr

4709 AR FEE TEoHT

Yl AR 415 WY Ar Axz BHAHE YYo= —%—%% &L
Legitimacy(§B/3) &, £ A3e} A4 F/5
S B 5 AR BT Lt LA, ot A
2 olro] B9 S HEF 23 BFSHEA] thet Bl ©
HAEE sernole) 8] B9 ', ole] B, ol7|9] 7l
A T AR, A& 7, AHEE ’6‘-’] qH 9405
2 A5 LegitimacyFEA)7T Ax2 B AH A9 £4¢
S A& B4 A5ttt 71E€ A+(Beverland, 2005; Fritz et
al., 2017; Moulard et al., 2021; Nunes et al., 2021)9] 24 FA],
AEH AE 23, A5)4 29 B F So| HAE WA
FZ vt AT Ao 23} 2 AXHA 4709 AR o]
EEEA

_CL
JEJ
N

A &AL Authority(EYA)E
= ]’9‘1%‘474] OlA Sl= AX 20| F&
Eol digt A7F 2HAEIA 7
4 HAR LAXMA AXZ HHETL

AoA] ‘A7) 22 AR 2
OL“J A, o I A
HU2olA 2A HH,
, 5 4
AL 9l AL HEHT: g_,_ﬂ_ ZFL oju]x|,
AL, EUV} ’\E;‘Oﬂlﬁ *]'3}7;1 7he ol & EE Axz HAE
EE ARUA dliF= A 18R g2 Axx HIHE AHE F
5191, 71& A+ (Alexander, 2009; Beverland, 2006; Park &
Kim, 2014; Seo, 2012)°14] B 4F4 9] A9 B &3] 23} 1}
A< Bl 570 AR o] =&E U

AR WA HF Wy 23 251 Axx BAHE AYY 42
Achievement(JF]4)0.2, AR 2 HATI} AR 2 S50 ol 5

o AAH/HAE A, 715 T 5 ’S Z 11F5HA (encourage)st

Lo g Aotk A% WA ARIHEL Avfolu JE Y
Yol et =AE B3t A 71, ‘91411 5 x%om RERLE
oo A3 Alojshs 29, AAH LRE B¢ Bl B W

o, ‘slolHmEAe] £, o]7]9] 37 ﬁ1£‘?ii oful]', “Felo]

that Seiot so] HEAAL B QloloF, ‘DA S oo T3
AT B olol) W, 2 ﬁifﬁ%g 50 82 49

o) 71919} 24 obA A mg% Bo 2%
gsom,

=

[¢]
ol wg n% WA @31]- z%ﬂ éi_i_ BAE AP 4L
Sport spirit(AEZ2 FAN O 2 AR2E FIF AP Fe Axx
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Table 3. Profile for interviewees

Interviewees Current job in sport brand industry Experience
Lee oo Team leader, product development 19 years, sales and product
Yoo oo Team leader, sport marketing 14 years, marketing
Lee oo Team head, digital marekting 10 years, e-commerce and digital marketing
Jang oo Team head, product development 16 years, product development
Yang oo Team leader, sales 22 years, sales and product

o] JAA Hx 2 Anx B
H| ket ARF YA o] ddk=A] o "4‘ 751-'-7}5 A5 Ax ZgollA
‘L AHo] A9 never stop exploring, impossible is nothing 52
&2, ‘Axzx B o] Hst F =HI} &7, fair play Z419]
94, 'HJol719 fair play 2E2'9} 2o AR = HAE vlA
AHE BolA Az BHETE AX 2 HAZ FAR AH|RLL A
FUAelA & o A4 = Axx BHEQS F4E & ot
shdeh. Ax=0] BAA 7o ek A (Corlett, 1996; James,
1964: Kang, 2005)°14 AXZ= HAF Ax=WA] 5o g <l
B W89 235} 4L 534 Sport spirt(AE2 FA)] 5719
A F FEo] &= At

oy MR Ax= BHAE A4 42 A5 W 23t Expertise(H
H)Ei EEFQIT Ax2 D55 g QlojA A9 75
AEAo] HEEojof Axx HAHEZA IHY S th
A%z BHE AHE B9 dY A7 A¥okltt Vs
, A, Axz YoM 71589 84, 129 &5, Imm
& St SolHEYA S, ‘AR 2] BAH T1R] AA| 7L
HEHA Y 59 dojet BHE0] WY oA FEEUL, B
9] 5%F(proficiency)Z 178 Al(craftmanship) 59 £4< —75
8 990z dgsgd 7|& BHE A4 AT (Beverland, 2006;
Carrol & Wheaton, 2009: Nunes et al., 2021)2}9] £3} 7H9& 59
Expertise(A#49)9] AlF F5 47071 =25 2ot

TR
lo rf
rl

> T
ox,

BRI T /O
]

rE
H—I
19
il

2. Guto] A
71 5d= 44 47, A2 89571 82 A7 24
2¥x BIAE AY ARt AF BHS 5o} $5F Auz B
A3 87 3 357}%1 AR 2GS ATAEY AelA e

LE grits BP0 R duto] AEE AAIsHIh
Rowe & Wright(1999)2] €l}o] ¥} o] 7o =of uja} ooz
2= X gs}o] 1}% 7ﬂ oA JiRISHA sklew, 9 IAo] i
IS HotA st 35 wHEoto] A4 oA et T 5
=738 11]*6‘01'910 fq, AAE R S B AAE S
frote] A4 AL 4 B ﬁ'xq@_ 5 =S oI}l &
(o]

rhe
—
-+
=2
>

ol 0 o wx rlr ofl M W

‘Ri_fq —_rL:L(docs google com)oﬂf\i AZoke 281 A8 FAS
ARgSho] RS o|r| Y & w5l 3]4] W= HhA 0 2 A3kt
YAE 53 Hr 2 Fo] efgo] tist Y s A, k=
HAE 9] JAEHE AAA AR B3] A4S MYt
duto] A4S Boto] 5 HE9| etdA H7t g0l B 43
ulgke] -2 AT AFE Hlt HF AR A AA B A5
o, oJu]7} gk7] ofth= 9]0 Wt 44 BA Achievement(d

#4)E Sport encouragement(AE2 IR A5G Eot
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Qi 2R A RS AT AHEY} HFES &ol7] AEA
EAL GO AL oIt fEj2 B 2oisL0, 2
Bo| T uIFHS B 4 UES LT BEISNA, of
o EHOZ olsfsiv] olE Reg S~y Rael Aun

& AA AR Folgt AFAES] o] Y| o] AFTF
Sist 87 %4, 3670 A% AE TS stk

E 1l AL} AFATLE spH o F APst ghajo B
217 351 A4 Ho 1(sequent1al mixed method design)°] -zt
q 27t 9 ASHA, duto] A& 59 T

E= EELH_E 277 ojH] A2 v iy HES
*]3]'—? E]°]E1 248 5 A=zt B EE A5 APt
T4 Bt x=(construct validity)?} A Ed=
(crlterlon Vahdlty) 7{.‘%% How 5A B4 SPSS 21 AT}

AMOS 21 ¥AZ A&

7189 Hd& AHg-ste] tgtel= A5 1
o[ AXE EL e 20~60t) . ¥ T % 615
A 133049 233118)2 el Ajshitt.
48 SEAH K ek AX2 BUE 435
= Hed /\ﬂ—r FEO HAEo SEotEE sl
LRl A QIR =7} 2 2021 Hehel=t wig)
& A9 107] 2 =(Nike, Adidas, Newbalance, Descente,
Spyder, Lecogsportif, Dynafit, Fila, Underarmour, Puma)&
Aotelor, Hro gt g9 W= 78 dAEQH "Heor
7 S TR)R AN 14 48 249 Bt 74 o
GE AES 98 SEAS} BAH 89 wAo) A8HLT, 27}
HE 20 ARl 74 B A5 B9l 89 B4 oS g
L HeS g ATTA E40 AMRE Tt AR AR A
A QI BATH /92 ot (Table 49 2t

=

Hoé\i oo rfo
o%}gé%r.&
L) ~
Flo—ﬁriig

R
Sl
iC)
2,
ﬁ

)
[
L
o
ox lﬂ
rlo it

O T S R

2. 71&%A 24

87 891 3671 Z3o] th3t AR S AESL A4S S5 9
3 71&5A S AAstth Z1EE Al s Bt BEHAL 9
T, 181 =S AESth vA Bda REAE AET A9,
A Bl et B MYE A 4.43~5.88% SRIE Q). EF
wAe] B9 98~1.622 RIS, T f= M9 -.97~-.16,
e M9 - 71~1.412 Yeh A79] 414 718& S5t
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Table 4. Demographical feature of the respondents of survey 3, EAZ QolEA
- ond o] HEol Relzt 7o) IS AEAlY] o) THH 2l
Classification H(EFAYS AIAI3HIT), BEACIAIS 2019] o} 2afe] 722 SAIs)
Number % Number % 1 elo I .
7] W&o HEF ohfet ARS a1 Esfof gtcH(DeVellis & Thorpe,
Sex Male 173369 194 624 2017). 53], 8919 55 Y 3letH Tf-gheigen value), 23
Female 131 43.1 117 37.6 2= ¥ (scree plot), HPA E4(parallel analysis) & EFH0Z
5 m ] 22 AASlo] 9]
Level of College 258 849 255 82.0 T F g7t ok Ty ARG E 819 =& 273l SlolA

A SRl AU A B AL o BT A7A} ol 2 A

education  Graduate school 46 151 56  18.0 2 722 75ho 2 gosior rehliong, 2016). 2 @170] oIS

Purchase >~6 168 553 163 524 71E AYATY] 0|24 EdfE w21 ke Hof 71uste], 8.1

Ul
number 7~8 46 151 47 151 GOt F25 BE 1 ANl FiEE AR V1SS WEA 1L 8
In a recent 910 35 115 46 148 Q9] 4 1795}l EA4I5qrt. BFA B40] 2 el whgoal, &
year o2& ¥ (maximum likelihood)& ©]-&38}o] 2918 F&31%1 4
10~ 5 181 55 117 oumelui(oblimin@ ol83tel 291 SAsteT. Eat HALnA

Table 5. The result of EFA

Ttem 1 2 3 4 5 6 h’
Spirit3 .826 .014 -.029 -.067 -.005 -011 .386
Spirit4 815 -.013 117 -.001 -.007 .023 371
Spirit5 785 .018 174 -.029 .065 -.013 811
Spirit2 730 .019 .009 -.025 -.069 .081 795

Encouragement5 .642 183 -.033 -.179 -.002 -.096 553
Spiritl 572 -.010 .027 -.096 -.049 284 .619
Encouragement4 .529 144 -.025 -.179 -.182 .003 .670
Connectedness3 -.043 .800 .022 -.016 -.043 -.026 .655
Connectedness4 .072 760 -.064 .008 -.071 018 587
Connectedness2 107 733 -.034 .001 .004 .057 769
Connectedness1 -.069 733 127 .041 -.001 -.072 733
Connectedness5 .059 576 .063 -.046 .014 251 591
Legitimacyl =117 114 812 -.166 .006 -.104 519
Legitimacy2 .010 .073 733 -.149 -.051 -.108 .698
Legitimacy3 165 .027 .668 .063 -.011 .088 .594
Legitimacy4 .166 -.033 577 .097 -.137 145 729
Expertise3 -.018 .006 .098 -.843 .031 .074 527
Expertise4 .16l -.051 .033 -.768 -.026 -.013 710
Expertise2 .037 -.002 .003 =750 -.107 .074 .678
Expertisel 152 .076 .019 -.544 -.033 .046 718
Originality4 -.087 .009 .055 -.073 -.827 118 .695
Originality5 -.022 .046 .035 -.009 -.783 167 747
Originality3 .065 .066 .029 .014 -.574 -.192 780
Originality2 .075 .025 .035 -.092 -.378 205 768
Authority3 .072 .075 .017 -218 -.036 .623 .561
Authority1l .056 132 .013 =221 -.039 .583 758
Authority4 167 .049 .045 -.095 -.107 475 .808
Authority2 .069 129 -.029 -.167 -.183 471 780
Eigen value 13.195 2472 1.814 1.284 1.007 .879
% variance 47.124 8.828 6.480 4.587 3.595 3.140
% cumulative 47.124 55.952 62.432 67.019 70.614 73.755
Chronbach o 941 .875 .869 910 797 .873
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Table 6. The result of CFA

Item B B SE t AVE CR.
Originality?2 1.000 .705
Originality3 960 509 .113  8.487"
565 .833

Originality4 ~ 1.214 .829 .089 13.609"
Originality5 1279 .904 .088 14.560"

Connectednessl  1.000 .701

Connectedness2 923 786 .072 12.858™"
Connectedness3  1.073 .769 .085 12596 .615 .889
Connectedness4  1.081 .841 .079 13.674™
Connectedness5 938 .818 .070 13.341""

Legitimacy1 1.000 .856
Legitimacy?2 945 881 .049 19307

—— 669 .889
Legitimacy3 964 774 .060 16.001

Legitimacy4 898 753 .058 15367

Authorityl 1.000 .847

Authority2 998 798 .059 16.910""

—— 691 .899

Authority3 1.021 .856 .054 18.897

Authority4 923 823 .052 17.758"

Spiritl 1.000 .800

Spirit2 1.013 .821 .061 16.618"

Spirit3 1.055 .852 .060 17.522""

Spirit4 999 837 .059 17.063°" 647 928

Spirit5 955 806 .059 16.204""
Encouragement4 .999 772 .065 152717
Encouragement5 .953 .738 .066 14.404™"

Expertisel 1.000 .719

Expertise2 1.083 818 .078 13.961"" 60 g0

Expertise3 1.178 873 .079 14.883"
Expertise4 1.221 877 .082 14.957™

Table 7. Correlation between Sport Brand Authenticity and Brand Attitude

Brand

Dimension relationship Brand Br.a nd
quality attachment  credibility

1. Originality 487" 564" .605™
2. Connectedness 562" .609™ 6317
3. Legitimacy 5827 449 549"
4. Authority 3827 7117 6427
5. Sport spirit 5477 687" 745"
6. Expertise 5027 639” 7617
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(internal conswtency)— Cronbach’s ¢ A4S o]-&35lo] AFEs13IT

ojuf £&9] AAl= BAA =22 W& S A ot

d& &0, BA4 -r’q o7 7j9] aRlo FEOE HAA|E Ho]
A AAA7L 3 U]”}OE et A o £33 A= ST o]
Y2 A FAA FA N Q)EokA] R AETF FOE AX £F
o 8-S AESHH @Xéﬂ Stk 1 A3} (Table 5)@F 20| Integrity
821 4719] o] 87119] 891 5 oW QQlo|= A=A A= 2L
2 yeigth. A7 9% A% BHEl /R F, R B
5 oFA] G=tt, dhH o]l FokA] etk T AR e
o] #¥50] B4 AH[AEC] BHEES Bk 019} o]&zto]
Aot o7 sk, Integrity 2919 471 & AASFA.
E3 Sport encouragement®] 1, 2, 34 8912 _Ei &5 Folg
=0 igt 802 Ax2 HAT UGG AlE FEOoZ HF6HA|
2 Ao & woEglon, YA Sport encouragement AR T
S AACNAY S, V& P T Ax29] FFH o THEE e
© = Sport spirit 80 &7 HA =] g]lo] BEHATE FHAH
821 249 A3t 67 271 2871 £F0] HFHo= E”"“Q?Jﬂ'. B
A Q Q1HA4 9] KMO(Kaiser-Meyer-Olkin) &+ 9482 e}
11 Bartlett®] 784 A7 32 6511.229(df=378, p<.001)§ gl
Holoh S840 A E2 73.755% A1 B Z 9R19] Al
797~.9419] M= LRt

4. 8914 g8y

D 12 818 a1 BH(1A =3 A&, N=304)

12} =39 30499 ARE o]8sto] 914 aRIEA 135 4
Aottt &l R84 By HFPL A4+ CMIN=772.390,
DF=335 (CMIN/DF=2.306), CFI=.931, TLI=.922, RMSEA=.066
(90%CI=.060, .072), SRMR=.0568% &Isit}. o] g =gt
I 7]%9l CMIN/DEF 3 ©o]3}, CFI®} TLI .9 o]}, 71831 RMSEAQt
SRMR .08 °|5t5 25 F&ote= Aok (Kline, 2015) B
A B HEF BAHORE G5t g FS 7 ol et

2) 271 ER1A 291 BAQA 4 A&, N=311)

22} Bt E(cross validity)d A52S 915t 22 3% 3114
o] ARE o]goto] 1A QRIEA 225 Aokt &elA 8

AEH9 By HIP= A& CMIN=828.160, DF=335 (CMIN/
DF=2.472), CFI=.925, TLI=.916, RMSEA=.069 (90%CI=.063, .075),
SRMR=.04732 &QIgict. &, 23 HFe 7]E21 CMIN/DF 3 o]a},
CFI2} TLI .9 ©]%}, 18] 1 RMSEAS} SRMR .08 o|oHE 5 F55H%1

HKline, 2015). EE83] A EQ B BAFOZ Fol519a gk
T Fogt ol Ax2 HAHE I Ao gigt 23]9] gl
A Q184 SA A Axtol| wpebs] A =T o] 1= ATk

geld QQEAS EHE Ax= HEHE 84 49 +
4 B =Tt gRIEAT. 2219 FRE F /IR 74 891¥2
originality(5%4, 4%%&), connectedness(Rrotd x4, 5&
3}, legitimacy(3GA, 45%), authority(BYAl, 45), sport
spirit(AE= FA 789, T18]3 expertise(AEA, 47232 3
Fotot I 914 8184 A= (Table 6)3F 2t

5. 4TTA B4
dZ g9 = (prediction validity) A5 93l 2 &729

https://doi.org/10.24985/kjss.2022.33.4.659



Sport Brand Authenticity : Scale Development and Validation

667

FHABAE EA5IA T B EFAZE AH[A9 E%E o4 o
T 29 % 71& AE(Fritz et al., 2017; Morhart et al., 2015:
Napoli et al., 2016)°|4 BH= A L4439} A2 0] J’J‘} oA
£ H %49 Brand relationship quality(BE®E= &4 £4), Brand
attachment(EME o5 %), Brand credibility(BEHE A2 x)S
L85ttt ok (Table 7)9] Axel o] Axz BHEO 67
9] 519 £43} Brand relationship quality, Brand attachment,
Brand credibility 25 FJHo2 FoJgt JAAAE 2= Aoz
o= Qi th(Table 7). o]A ¥ o &A4%0] HA A& #AE &<l
goug = oq;r‘L_/] ARz HAE A Ao q]@_} .i_}] 3=l
7+ ERI= Ut

o, o 27940 A HHE B £7] e AFE AX
A7 HF AX2 BAE Y4 HEk ok (Table 83 2t}

=9

H oA Axx E%H_E XJ%**
1A Y Aet A
13} 28719 &4 F&o l HE J}
AT Qe BEAQ BAT Y] T2 &4 1T A
9 SR AAHL BHE I £40A= 24
AU AZ= LE AP HAHCT} Z
ATLE Eg|A] 81e S Ath authority(FS4A), sport
spirit(AZE= A4, expertise(A24) 59 37H4 &4, 15714 &
Hoj|A] Axz B3} 190 BAA 7127} vt E 24 FEEo| A
E7 1etE A originality(534), connectedness(ZFoFA =] 4)),
legitimacy(334) 5 37HA19] BHARl £44EL 7]& BHE 71
AR ATolN SALAE AP ER Ax2 HAT | HLE oo}
g &gog T om Axxz BHAEO] AH| A0 A3s A

¥ PEEo| 24 A= AZHA.

94 23} 2 AL E A A5t
on, Jo] wat 6 714 8
EEE]OJE]. A AFEo0]

zlslo};a]- 2] ;Hk] _J_Aé

o nt

e A o

23z BAC 1YY ol 24 AW(ARZ Bota wet 58)
£ AT BAE A4 A7) ol AP A Yok A% A
QeolA, 7120] APElole BAE AR AE GIoE 4
B 4 gl Anxo] Bojol Ba4 hxe B8 A2 e Gl
547 519 24 PRES AE2 HAS WY AR} ARG &
22 vpAY B S A Dufo] BE 5L Fato] Lo
o, olF 9.0l B4 AT A LA B FFOR AT 947
3

fllo
ot
Iz
_?L
R
> 4.1

ARz EF AN 999 BEAHE A AH|A7F BIHEE Hrtet
= oA HEARQl BRE AP 845 A& IZ Suof] 9l
ome B dTold B Axx nUE A4 A 54 3
sport spirit(AE = FANS A Q)5 571A] 44 (originality(E34),

connectedness(ZForL 2] 4), 1 gitimacy(ﬂ‘jﬁj) authority(B9]
NS 7)1 B 7o) 1A fdo] e
o] greFc}. sHA U £ = AR} QIE R 1A of A sholst A
A Axx BAEE0 LA A ARYA o)A AHE EFA 4H]
A50] HAEO] AAHAHL oA Hi= A 991S 3olsty T

A), expertise(H
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Table 8. Sport brand authenticity dimensions and items

Dimensions Items
This brand creates the new way of marketing
communication.
The product of this brand couldn’t be copied
easily.
Originality (4) Y

This brand has a special product which is
distinguished from competitors.

This brand has special features which is
distinguished from competitors.

Connectedness (5)

The image of this brands is similar to my
image.

This brand has an image that I want to have.

I can explain my own image with the usage
of the product of this brand.

Character of the product in this brand
expresses my image that I want to have.

Character of this brand expresses my image
that I want to have in sport activities.

Legitimacy (4)

This brand complies laws and codes of ethics
in producing process.

This brand complies laws and codes of ethics
in managing the company.

This brand is eco-conscious for
sustainability.

This brand has responsibilities in social issue
for the future.

Authority (4)

The logo of this brand is associated with the
best player and team.

This brand has a good reputation in certain
domain of sport.

This brand is leading sport culture.

I can feel some authority and prestige of the
logo for this brand.

SportSpirit (7)

This brand contributes to win in sport
competition.

This brand will help me to improve the
record in sport.

This brand has the image of challenging the
limit.

This brand encourages the consumers who
challenge the sport.

This brand pursues the real sportsmanship.

This brand respects for fair play.

This brand has the spirit to respect the
competitors in sport.

Expertise (4)

This brand invests consistently in R&D to
improve the athletic performance.

This brand has the best technology to
improve the athletic performance.

The purpose of this brand is for the best
performance of athletes in sport competition.

The athlete uses this brand for the better
performance in sport competition.
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3k &= 9t A& E% connectedness(AtoF L] 4)2] Al
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