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PURPOSE This study aimed to identify the underlying dimensions of brand (professional
sport team) authenticity and to develop a valid, reliable scale to measure these

dimensions. METHODS A pool of 67 potential items was drawn through a literature
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review, content analysis, qualitative research (n=43), and an expert evaluation. The
identified items were subjected to exploratory factor analysis (n=248) and confirmatory
factor analysis (n=285). In addition, multiple regressions were conducted to examine the

criterion validity of the scale. RESULTS The results showed that the brand authenticity
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scale for professional sport teams consists of 42 items representing 8 dimensions:
continuity, originality, quality commitment, heritage, symbolism, credibility, stakeholder-
related integrity, and consumer-related integrity. The study has proven evidences of
internal consistency and convergent, discriminant, and criterion validity of the scale.
CONCLUSIONS The findings suggest that the scale developed in this study offers a vital

foundation to understand the structure of brand authenticity in the context of sport fans
and its impact on sport consumer behavior.
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tHGodin, 2018).
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FA7HE Yt (Rossman & Duerden, 2019). wehA] 714 3
AOE F=517] Yot HHOE AEHTUIE BHTE PR3
Kotler & Armstrong(2018)°]l 2]}, A& (product) &84
Aolgt= AM(fact)S vlEo & Ao A5t AlAQl ¥,
A= (brand)= B[R] A&l Foisl= ou|o 7|8t 5t I1&
9] uhE&ol Aotz AAZEY AbEolt). whEbA] 7|dES AE
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HollA 2t AdQl BHH, HIHE ofm]A]= E%E% E Pl
A 2T NA(E, BERE0] gt &u|RF9] Ql4)oleh= Ho
‘] BHE Zpibof| gt aHxte] dAH BrbE E?J(IHPUt)°H-r—
1S 3tch(Keller, 1993).

HE ojw gt AH|O] A7|aK(schema)oll EA
AArE(brand associations)?] ESHA|ZA, BHE AA)
B} oA QLTS AL 2245, 55T
T oA Fsto] 7]od gtk (Keller, 1993). Th¥dt S72
A 5 2L 7IFdEC] FESHL e BAHE AN Jidel A4
(authenticity) °]cHBruhn et al., 2012; Gilmore & Pine, 2007;
Kim & Park, 2019). &, © o’ A& F&olut 717 o] oz}
28RS ‘GE o Saste 7ol R A&TsdE HES 5
Ao, o3t JH 549 FHoll= BEHE 7 Jo] QUth= Aol
tHBeverland, 2009; Schaefer, 2020).
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A=9] ‘AR Y(genuineness) o et AHAE9] FHAQA F7F
2 Jo€h(Napoli et al., 2014). o]t ¥tAel Fool= &

o]—_‘ﬂ_ tlaHE x]z%/\-],] Aé E }_\:Po]._.cﬂ 0101 Al—o] St 37]-;(] }j
o] EATHWang, 1999). A HA FIHA AR A4
(objective authenticity)> BEHE9] X9 o Heol A 7fgoz
A BHEO 7)Y, I}, R, 85 5 7*% %7‘17 vto] d4
(evidence-based reality) 2 FE] B 9] XA Ao] FEHTh B
= Tdo]tkBeverland et al., 2008). T WA FLHEA A2 A3
(constructive authenticity)< 2|32 21740] 7(1'_%6}% B2
o WAst= A&l E/Jo] obd BHEo] gt A Zp4l9] Al
g, 71, A5, 44 Y, AL SRS E %594 7740l &
73E0tal B WoltHBrown et al., 2003). Al WA FZHd A
£2 A (existential authenticity)> BHE AH|E S &H|R}F
o] AT Afol= il 4= YL E(SL HIYPE 4H]
7t AAROA IS LI EE) E3Z & 31
2oz HE BATO] AAAo] grEoj ATty Hi X
Wood, 2005). ©] FHHolAd BHE=TE A6|=poA S
A7) YA (identity-related source) 0.2 7]&58tth ZLJO]E}.

ShA|RE, BIHE 2o 3t o]t 37HA] HEH2 A= et
Q1 Aol ofet LsHA A= o] ItH(Fritz et al., 2017). &
BAE 27349 g0l o] AT, 14F, A2H JAHEL ’%Pi
Z-&(interplay) Stk Ao|th(Morhart et al., 2015). A& &
54 BEEE BT AARA AT fat op e (AR U4
/g) aH|Rpo]| oJsf Z14 3}‘:}"7 A4 & glom(dH 1784,
o Uo7t &R} A4 9] X173 Aot Zet B & % AUt
A4 JHA).

ojgA +&5H BHE IFHL
S(approach behavior)ol| At .
Toll sk, ARt s WA/dE EA5kal itk 14)E B
EE2 vdHE AlF(brand trust), 2HE 2 HE(brand loyalty),
B E ZAHbrand equity), &H]AF A8 (consumer experience),
24 YA E(word-of-mouth), =] tfgt HAZ of
Z+(emotional brand attachment), EH;E= A9 A(brand
relationship quality), BE#E A A4 (brand identification), 7*
" 9 = (purchase intention) 53 &2 AH|Z9 HEP 5o &
A IFEL PASETL ASo] ¥rd H T (Fritz et al., 2017;
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Goulding & Derbaix, 2019; Ilicic & Webster, 2014; Morhart
et al., 2015; Moulard et al., 2016; Napoli et al., 2014; Portal
et al., 2019; Vredenburg et al., 2020).

o %, AH|AHF| nA]= BHE NA/Z9 FFE = o}
, BgARZ oMY BHE 1A/ w3t 9] A= T
S AJefoltt. I7F AR =HPTA L] BHE A4 Ax2 i)
T et AXH(cognitive) -2 %A & (emotional) EHE

=0] FORJAA 181 AX=ZAB|AFY O thet o]E9] FTFY

SAE o]t A et 8 71&0] oK (Bauer et al.,
2008; Gladden & Funk, 2002; Lee, 2016; Lee & Jun, 2019: Lee
et al., 2018; Ross et al., 2006), ©] W44 BHE AALo] 5 =
%E*‘]«] A7 ofl gigt 2 9 44 121 0|59 ol o
P} ST ZEARR B AL dets)o|
, oH2A), 2179790] Aojd A7 € W Au]A
H 29, 121 FEg FISHHAPRA R ﬂz}t‘%
= £o} o]Fst= Aol e W9 Hw 55 1L
& Kim, 2018), 4714 oA ©9] A&7
o] 52 AT A} st} webA] ZEA
Foog HAEH, WA ojugt It
5_ A9 o AJo] hFHT

UlAT E(micro-leveloflA] HAE 174730l
9] A+ (Moon & Byeon, 2017)7} £A45l+=4], o] A++=
2= o 178 B A D 9 g X789 JFHol o
o glo] A1AQl 4&-Z §F A2 Aoy HHER
11 itk Moon & Byeon(2017)9] 99 49, 4
(ﬁo AE e E 11788 B S8 RIFA, &5,
! 23S ZEotet ol ASHAHY Aol =3
. SHAEE A&B|R} QJAREZ £of] th7} Zaltman(2003) AFEE
o] AEAe] 9 oAFAA Q] 90%°]/do] FoJAl AEjolAl o]FolX]|
7] W&ol 15 Wdol e A4y FEE AAR QIAsk=H] QL
o] A9 FHAS AHSHAA, aHAFO] Y-S Ftot=t] o] A
B4 AH AF(AE 01, AL IF U8R E= ASHD)A T
3k oo gt 95 FHoka Qltk wEkA Aol FARA(Z
Eaxz o WE)oxo] A Ao AHET ofg} 7]EAFY
EHEAS B9 A BT SEACNA (F £, B84 8AE

A A oA) eEE= Zo] SFAY i o] AHEgt oulE ol &
ojui7] gt Bk Q1 Atgolet & 4= Q1S Zloloth whebA
OIZALXZ El(\:laﬂr:)o ANAAHL FASH= 519821 U Ea}o] oj
gt Boh HE5H Q0 I ES AR A7 B sttt shAl
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A7 2 A
13 A FEAE AP0 12 ZETA)

CEIFE L YEES

mzAgz g W BAE AR A 5190
Z&017] s EdHE(iterature review)S AAISITE Fritz et
al.(2017)9] Agtel wiet BHESA A 7HF Wo| L8 9
= 3719 BdHE A = (Bruhn et al., 2012; Morhart et al.,
2015; Napoli et al., 20145 AERATOZ AQton T AR =
g WetoA BHE NG A s FUsHA AA 7Dt Moon &
Byeon(2017)9] H = E3t AEAfol ZgHE Qi)

Bruhn et al.(2012)9] BHE AL A% A (continuity), &
4 (originality), A1 (reliability), AAAA 32 (naturalness)9]
4719 519189l % 158302 FTAE I Napoli et al.(2014)
9] BHE AAHAHL E- st d4l(quality commitment),
Ak(heritage), A4 (sincerity)9] 3719] 31929 H 19&32

Z3Fslal itk Morhart et al.(2015)9] BHE AP A&54
(continuity), AZ(credibility), A2 4 (integrity), 4529
(symbolism)2] 4709] 591891 & 158F 2 &2 =]

Tgaxz g WgoAo BEHE AHPY #HA Moon &
Byeon(2017)9] Ax = 1A A%, =8 HA 9] 4719 51989 &
20232 23t ik

EHAES Egl a2 A % go] HAllt 2 A] 9] AR A 518
9 EgZ EE5H] Sl HolA 71ed 1Y A g WdeRE
-84 (content analysis)S AA|SIFTE o]& 53f 47 H L9
ot 29l 9 AREE M9 S-S AASH shelacle HE 9 &
B £E A5t A AlEokqlct e84 A, T 8719 s
A&, 534, Adaelw, ) Oigt 41, 44 AF9,
A=, FZA)el EEE]OJO“} olF ¥ AdAHR S AL
= digto] AHgsA] k2 JfF o whatEo] dAtolA A=t
b EEEE 2 LH%—‘?—/SIQ o mEAX= o] HiE 1A
A B 79 A SF (AL, B, B HE d4,
AL AAFY, AEA, FAA) 9 56830 &= AT Moon &
Byeon(2017)9] 4719 st918QA(RA, 4%, =9, ¥A) % 208
2 flollA AFgt 7719 skl aclol S ik

2. A8 A3 9v] g AH)

ZAHE 9 WE&EH ojo], & A+ HAZXA(boundary
condition)?l LEAX = § WtoAo] HAE Y #Hd 5
7HAQl st91 8l d =S B o A4 9n gAd
(psychological meaning listing)2 AAI5tTE AlE]4 2Q]u]
AR FAYL(NE 50, ZEARZ FO| BAHE ) of
gt Hoh APAR JRE EE&S=T 183 7HOEA ASHA
oy ZAA IF QlEH9 k¥l A AANchain-format
associations)°] W& FH &9l (peripheral) X9 5342 A5t
=g a9l o2 Id#A QchHFriedmann, 1986).

A9 9u] fAg2 EE°HL W AFUEE oz 28Rle
2 JP=E o, SSG HHAE A €3 KBO 971 © O] ME(F 43
g, o/d=18%)0] ol o 9&‘:]'. BIHE AFYS +5h= FA

2 319129 5 A% A4 PO 24710} DY o] 9
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FEPon, 27FARJAMER) 59180 AR Ftt. A
# o] gAagoA =EH 243719 7]¥E F 13171 94 &4
AES YE&EAA 2Ed EFET 59 B fARIoH, o
2HA] 112709 A2 7]19=7 A4 ou] fAEE B =EE
Atk sHAT MEA EEE 7IEE 11 v :vLﬁi‘r(semantiC
clustering) 14-& 5all 719=9] =& A=5t9tt A&

EE] Eﬂtﬂ—Ol‘——El D:IA—]ON——EJ z_u_]‘__% %_% _E_la,]
Z2 238 9k ov] 2o AnE 9AZ 5249 Y=
FRAoIA £2E 7719 R0 Horo] ¥ %}54210‘11 ol
FEoet. et /1 EATY WEEA L HeiH o] 2)25e

o meanz gol nyE WA B 7719 SH91R (s ex
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okt 108709 W44 2ol wEset Aei4 o El
A £29 243709 7191 % LR} (Table 1)) A4 H ] om}
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validity) 8352 Y3ttt o] FoA Akbar & Wymer(2017)
9] At whet, 5789 AR F 489 5AB0%E I =FET
o] F&HAT(FAH-Z1 QRJAEAME Al AR 1082
gdo 2 W8 g A5 2, 738N AE7F 159 80%°]

A9 595 don, mebA U R 355832 AtolA] A=A
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o, 1 2% 67230 F5AFE A AR
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Eo”ﬂ AF(FAA -0 2JAZADE A 13 A=A
A ARG T-A 7719 st ol s
%/3(continuity) 853, =344
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oM AT vk} ol BAS WS THE IAH 59182

& (order effectS)E Eliﬁrow HOH AEEYY &A7F HOE 2

742 B 9] AEAE AHESHRITh 289l AR XA A3, KBO 97K
go] o2 RE & 297709 SHE wokon, EHT S 4970
= A3t 248719 SHS A7 Ao AF&SIATE AF Fojxto]
= FAF Hoj A9 WEo] 7HF Worom(19.0%), $8)F o] 29
MWEo] 7H AAUTH6.1%). SFAY B AB2 36.841%0H,

4 SEA7H § B2 58.5%F A Yt

2. EHET

1A Al S m&E 672980 B4 adeiE 9
@ 2AETE ABEAT. SRASE Aol Fobshe KBO He

Table 1. Examples of 243 keywords or descriptions extracted from psychological meaning listing

Factors

Keywords

Keeps its core values / Maintains its principles / Maintains its business strategies / Keeps its mission / Keeps its vision

Continuity

/ Maintains its organizational culture / Continues to pursue a clear concept / Timeless / Consistent over time / Does not
change its original name / Does not relocate to another city / Survives times or trends / Offers continuity / Stays true to

itself / Resists any changes that deteriorate its core values.

Makes a genuine impression / Clearly distinguishes itself from other teams / Differs from other teams / Stands out from

Originality

Unique uniforms / Unique team symbols.

other teams / Unique characteristics / Unique culture / Unique rituals / Unique traditions / Distinctive style of play /
Unique cheering style / Unique stadium architecture / Unique team mascot / Unique team color / Unique team logo /

Tries to be a respected team / Tries to be a first-class team / Endless efforts to be a prestigious team / A competitive
advantage over rival teams or other teams / Tries hard to get star players / Tries hard to get quality players / Tries hard to

Quality

get a great coaching staff / Teamwork among players / Tries hard to make a team of dedicated players / Great front office /

committment Does its best in providing high quality services / Tries hard to maintain the quality of on-field performance / Does a great
job for stadium maintenance / Does a fantastic job of securing fans’ safety / A state-of-the-art stadium / Continued quality
improvement / Provides fair ticket prices / Provides great fan services / Makes wise player personnel decisions.

Retried number / Special legacy / Rich history / Rich traditions / Long-standing rituals / Successful in the past / Old good

Heritage
Good old days that is still celebrated to this day.

memories / Longing for the past / Glory days / A golden age / Feeling of nostalgia / Strong link to a great rivalry in the
league / Strong connection to the past / Legendary players / Legendary coaches / Throwback uniforms / Old stadium /

The reason for my existence / Meaning of life / Everything to me / A large part of who I am / Defines who I am /
Expresses myself / Connects fans with what is really important / My alter ego / My avatar / Adds meaning to fans’ lives
Symbolism / Reflects values that fans care about / Connects fans with their real selves / Makes fans feel like they live and breathe
their team / Makes fans feel like they bleed the color of their team / Brings prestige to its community / Makes community

members be proud of their cities.

Strictly keeps its word / Does its best for delivering what it promises to fans / Keeps its promises / Makes credible
Credibility promises / Makes reliable promises / Makes feasible promises / Makes realizable goals for fans / Makes practical goals
for both fans and itself / Does not overestimate its own ability / Realistic in predicting this year’s success / Knows well

what it can or cannot do.

A symbol of fair play / A symbol of sportsmanship / Cares about its players / Cares about its employees / High ethical
standards / Does a good job of preventing deviant behaviors of its players / Cares about its economic transparency / Cares
about its legal transparency / Cares about its community members / Great CSR programs / Cares about environmental

Integrity

issues / Cares about ESG issues / Prompt in understanding the needs and wants of its fans / Open mind about what fans

want / Honest with fans / Honestly responds to what fans really want / Always cares about close relationships with
fans / Excellent CRM / Highly committed to fans / Gives back to fans / Devotion to fans / Extremely loyal to fans /

Communicates with fans in an honest way.
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Table 2. Results of exploratory factor analysis

1 2 3 4 5 6 7 8 Item-to-total r o
SRI 1 (=Integrity 8) .940 .053 .041 .008 .047 -.002 .010 .039 910 952
SRI 2 (=Integrity 12) 935 .063 .031 .012 .036 -.005 .052 .025 907
SRI 3 (=Integrity 14) .890 .059 .089 -.008 .061 .076 -.075 .007 .845
SRI 4 (=Integrity 10) .863 .091 .090 -.010 .049 .088 -.079 .003 812
SRI 5 (=Integrity 13) .852 .095 014 -.009 -.022 .023 183 171 .828
SRI 6 (=Integrity 11) .833 .082 .040 .004 -.004 .025 .188 178 .802
Originality 3 -.022 .822 116 .065 .085 .096 159 .040 768 .908
Originality 5 .009 795 154 173 .082 .043 .081 137 767
Originality 7 .077 793 .023 145 -.060 .130 .042 .029 750
Originality 4 .046 790 151 .079 .080 .054 .163 .070 739
Originality 10 121 774 .047 151 -.047 .088 .054 .020 738
Originality 1 159 748 .100 .048 .027 .105 110 -.081 .687
Originality 6 .062 721 .170 142 .048 -.008 .066 .146 .666
Symbolism 3 .049 .065 .849 .062 .103 .083 .104 .027 776 922
Symbolism 6 .058 .074 .844 .068 .093 .076 .098 .036 173
Symbolism 8 .036 138 .802 231 -.038 -.092 .076 .196 786
Symbolism 1 .038 .093 788 226 .034 -.091 .077 138 756
Symbolism 7 .076 221 779 .074 .158 138 .194 .077 789
Symbolism 5 .074 231 775 .082 117 150 185 .079 782
QCe6 -.027 161 .104 .894 .106 .047 .077 .068 .869 .896
QC 11 -.090 110 .092 .848 .041 .078 118 .067 781
QCS8 .063 .089 161 775 .011 134 .087 .145 716
QC5 -.040 180 172 730 161 197 .093 114 726
QC4 .033 139 .052 715 143 -.009 158 -.002 .647
QC3 .049 125 122 672 .245 -.046 .079 -.106 618
CRI 1 (=Integrity 1) .026 .007 .094 101 .896 .014 .041 013 .842 .881
CRI 2 (=Integrity 5) -.058 154 102 167 .843 .021 123 .070 799
CRI 3 (=Integrity 7) -.066 .101 .041 138 791 .010 .096 155 .693
CRI 4 (=Integrity 6) .067 -.041 .067 .103 766 .000 .051 -.018 .651
CRI 5 (=Integrity 2) 162 -.022 .078 .078 744 .014 .047 -.071 .625
Heritage 5 -.046 .103 -.031 .107 -.007 .907 .074 .081 .837 .880
Heritage 2 -.006 .073 -.009 115 -.001 .906 .097 .073 .837
Heritage 7 .094 151 136 .083 .025 783 .051 122 700
Heritage 8 -.045 .046 .034 -014 .029 742 -.019 -.184 .595
Heritage 1 215 .082 .082 .041 .005 125 -.104 -.030 .629
Continuity 6 -.052 195 .108 110 .033 .062 .832 130 780 .857
Continuity 2 .070 .080 205 .164 .051 .046 .826 .090 767
Continuity 8 .062 -.032 .037 122 .168 -014 741 296 .665
Continuity 4 .060 179 .104 131 .064 .009 736 .052 .647
Continuity 1 .093 221 219 .073 .085 -.008 .668 .042 .600
Credibility 1 .103 115 .087 .065 -.037 015 111 .823 .653 .832
Credibility 3 .140 .094 181 .056 .044 .020 167 817 125
Credibility 4 136 .082 215 115 135 .003 282 728 700

Note: SRI=Stakeholder-related integrity, CRI=Consumer-related integrity, QC=Quality commitment.
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Table 3. Operational definitions

Factors Definition: ____ of brand(professional sport team) authenticity is.......

Continuity To maintain core principles, values, and concept over time

Originality To distinguishes itself from other teams in terms of unique characteristics

Quality committment To develop and sustain a competitive advantage over other teams

Heritage To have rich legacy, traditions, and history

Symbolism To provide significant meaning to fans

Credibility To make realistic promises that can be delivered to fans

Stakeholder-related integrity To treat stake-holders(except for fans) surrounding itself with honesty

Consumer-related integrity To treat fans with honesty

WA F, BAE 144 B 67EYO] e 5O ELWE0 4 analysid@ ANSISATh Lekel BEEAF A3, KBO 97 We] We.
Lol His 74 SAE H=2 FrFsHAT( =1 vl52], 7= E2HE F 340719 SES FReH, B4 S oS AR
). AF-EAISH AREF(E, vol) EFF HEA ] 2 2857119] S A= BAJo &5ttt AT FojA= KT 929

3. 78 £4 9 A3

WEo] M gRem(17.9%), &3t ole29 WEo] 7 A
(5.6%). FAY] Bt AF 3774920, E4 SEAT F ®

12 HeAg oA 22E 672FE0] 709 JFAF k98 19 61.4%2 AR},
JAES ST & YAE Ao Aol F4E E43 wgHA
S|AAIS Afesto] BHA g ol B AL A SFATHKeith, 2005). 2. ER3
ES =EH ol 8R1E9 A= E £4517] Yol Cronbach’s « HAE QQEMoA 25 HBETES Q1Y QARG gt
A5< ABatalt. SR LTRE ARSIt SHAEL AH4lo] Foksts KBO B ¥

S QARHoA ALH 7EY & AAAA @factor AT F, BAE AHH B 435 g3 5o = )59 Ao
loading)©] .50 wQl #3} o+ A (multi-loaded) #F-& ol 74 SAE =2 BrletHch1=ml-% H]E2], 7=1-% 52)).
AAT ZIHHair et al., 2013), 242F0] AFEHFoA P ES B ARoA] AuE BT AR Hro 7% BYn
43730] g1y QRlEAE Qs FAXT 12+ Ao 750 (criterion validity) #3< Hdl i&ti?ﬂgJ HAg=a AEg
A adsE 7709 st aclhe g, BAE 8Qle4 A3t 8 4719) EA QN RS S(external variables) S AHEoHgITH: B
9] skfjgacle] E&EH U ol 12k HAE TgoA 1719 | W om|7], | FAY, YAE O, T Y.
T2 BREIY HHA aglo] 2719 WEE FE =] W&o olE % Bt oju|x|: E Ao Aty Hrol 7% g r
o} B2jH 27 9919 W8S BAg A, skt AnRHE)e A o glo] EW3L oJu]E Zhert o]& AR o Wiy §Us}
T FH AL U, o2 skt W A9t | T olsEA Rk} Al 71 Moon & Byeon(2017)2] 2= 217449] 471 st91a.2l
AuE FAAolIU A 2712 288 2AES 4 AanR (RA, 25, =8, T4) F ‘2F 890 fEHl JR(F)HS
¥ A& (consumer-related integrity) I o] S|¥AAL B 7 A FEHERE) oju]x]eto] JIAAAE AFH o= Frgst=t] A
214 (stakeholder-related integrity) ©.& WAt =&% 87Y 7] fEojct weta] B Ao =& HAE 1HA 8
9] 5912 Q15 9] A= X2 Cronbach's ¢ ZH& E3) AZ% A, 9 319189 & W2 89UE0] BHE oju|x|ete] QlapAE d
Lance et al.(2006)°] AQFet 712 7491 .80S 2 IO M Al gt ol 7|& HLvt BolE 7|E B oA S B
£ gtEotginh. HefokAtd, B d gRlRA Axh BlE IS 4 A Aotk
FA5t= 87119) 8192917} o]of AFZsHe 43R 30 EEFH T 8 BHAE o]ujA& Yoo & Donthu(2002)9] A+E HIgo =
A9l 5+ 819 FHBALS. HA 1qu 72.2%% st 9lct. Moon & Byeon(2017)°] 2J3 =4 - 2.&5 3¥go 2 24 = 9lck:
A Q1A A 9 AR E HF A (Table 2)0l @] ¥ of ‘W7t otk ol thofl 3t olw|AE 2L Sl W7k Fot
o, gz QIR Ao Egﬂ 8719 st9j el et 2243 = 9o MES 4A%3] o7t “Yj7} Eolsk= o tia) 24 F
A 9l(operational definitions)= {Table 3)°l 7|&% o] Ut olm A& Qlct.”

2l Rl

pL

A Trail & James(2001)°] 95 /L 3EFo= 574

!FJO‘E} ‘) 2412 W7k Eolshs B A4 Mooy gZsict”
ol U7k Fotshe Wel WY 4 girkd, Age =

A
3

nm
_w 1l
rlo lzl

i

1A+ a2 2% E}. ‘W7t Zolst= "o Wolgh=s 22 Yol A vi$- Fastt”
S QolRAT mpIX R, SSG AT AZ A 9l% KBO 9 A4E 9% Hedlund(2014)°] -JOH g 38gos 245

N Eo W ARYEE s AR ’“*17} ohE 2744 Ak W7k Fokshs "ol 718 AFEIA F4E sl =

Ao HEAE A8stel B1H 89l

£ 4 (confirmatory factor " W7F Fobots ©Y A71E AFECNA 1S Aot
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Table 4. Results of confirmatory factor analysis

Factors Items l(f;c;itr?;s S.EE. C.R. AVE a
My favorite team maintains a core set of principles and values. 763 418 901  .694 896
My favorite team has a clear concept that it pursues. 703 .506
Continuity My favorite team stays true to itself. .855 269
My favorite team’s image is consistent over time. .804 354
My favorite team has stuck to its original location and name. .882 222
My favorite team clearly distinguishes itself from other teams. .842 291 921 679 909
My favorite team has unique personality and characteristics. 797 365
My favorite team has unique culture and rituals. .836 301
Originality How my favorite team scores its points is distinctive. .628 .606
My favorite team has a unique cheering culture. .821 326
My favorite team’s stadium has unique characteristics. 765 AlS
My favorite team’s symbols(logo, color, uniform, mascot) are unique. .834 304
My favorite team strives to become the most respected and prestigious team. .852 274 913 688 914
My favorite team tries to sustain a competitive advantage over other teams in
terms of quality players, devoted star players, excellent coaching staffs, and  .711 494
fair ticket prices.
Que‘ﬂity The front office of my favorite team does a good job of running the team. .862 257
committment
My favorite team does its best at providing its product/service. 7164 416
My favorite team is outstanding in maintaining high-quality performance. .838 298
My. favoritle team does a goob j.ob for the stadium management, including 753 33
facility maintenance, safety, and improvement.
My favorite team has a rich history. .659 566 .854 615 835
My favorite team exudes a sense of tradition. 763 418
Heritage =~ My favorite team reminds fans of a golden age. .890 208
My favorite team evokes a feeling of nostalgia. .688 527
My favorite team has a strong link to a great rivalry in the league. .655 571
My favorite team adds meaning to fans’ lives. 725 474 836 589 828
My favorite team reflects values that fans care about. .601 .639
Symbolism My favorite team connects fans with their real selves. 760 422
My favorite team makes its fans feel like they “live and breathe” the team. 721 480
My favorite team helps its community members be proud of where they live. 737 A57
My favorite team delivers what it promises to its fans. .903 185 873 733 866
Credibility It is obvious that my favorite team keeps its promises. 779 393
My favorite team’s promises are credible. 818 331
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Table 4. Results of confirmatory factor analysis (continued)

Factors Items Fac.t ° SE. CR. AVE o
loadings
My favorite team is a symbol of fair play and sportsmanship. .800 360  .885 .632  .880
My favorite team cares about its players and employees. .845 286
Stakeholder- My fayorlte t§am has high ethical standards to prevent deviant behaviors 604 635

committed by its players.

related

integrity ~ My favorite team is concerned about its economic and legal transparency. .864 254
My favorite team’s CSR program positively affects its community. .6601 563
My favorite team is concerned about ESG(environmental, social, and 701 500

governance) issues.

My favorite team always adjusts its actions according to the needs and wants

791 374 905 701  .898

of its fans.
My favorite team cares about openness and honesty in close relationships
; 911 170
Consumer-  with fans.
= elate.d My favorite team seems to be highly committed to its fans. 821 326
ntegrity
My favorite team is very loyal to its fans. 752 434
My favorite team gives back to its fans. 765 415
¥*=1942.650(df=791, p=.001), x*/df=2.456, CF1=.858, RMSEA=.072, SRMR=.061.
Table 5. Correlations among eight factors
1 2 3 4 5 6 7 8
Continuity 1
Originality A473%(.224) 1
Quality commitment 268*%(.072) .328%(.108) 1
Heritage 412%(.170) .580%(.336) .494*(.244) 1
Symbolism A423%(.179) .500%(.250) .461*(.213) .543*(.295) 1
Credibility 298%(.089) .304*(.092) .304*(.092) .417*(.174) .463*(.214) 1
Stakeholder-related integrity  .287%(.082) .367*(.135) .315*(.099) .386*(.149) .346*(.120) .356*(.127) 1
Consumer-related integrity 305%(.093) .433*(.188) .575%(.331) .538*(.289) .422*(.178) .269*(.072) .330*(.109) 1

Note. The numbers in parentheses denote squared inter-construct correlations; *p<.001.

"Wt Fotek B %718 AFEOA 0% ol gole”

#Y Ot Hedlund014)°] 98 /sl 38302 2459
ok Zh7ke Aol U7k Eobshe Bl A7lo] HHT s del &
ok Phe el Wt Fokst B A710l HAT ol

IPhe geel W7t Fotske del 4710

A ool 474

~

wS w5, 78=mh S So). 4 @ volo] Bt AFEASA &

T A AEA ] ZFE A

a4 eQuAoq £2E BaE 1949 FEEA9 98

= 43RS 7g5t7] 915 AMOS 18.0 =213
S

q
o
2 Agstol FelH ARG AAst ey B 3y
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oAl 821 AA Fto] .50 olstE yehd A5 9] 1+30] AlA
H A cHHair et al., 2013). EFEF9 BE AL x2/df=2.456,
CFI=.858, RMSEA=.072, SRMR=.061% Y¥ElL} Bagozzi &
Dholakia(2002)2} Hu & Bentler(1999)7F AAIGE 71&(x2/df= 3
o]}, CFl+= .80 ©J4}, RMSEA® SRMR .08 °o]oh)& THEA A th.

ESH AF B 4352 99 719 AlE = (construct reliability)
oF FHFEAFEASF(AVE)E ST 27, Mg A=
.836~.921, AVEE .589~.733 224 Kim(2013)°] AAI & 712(N
g AlF == .70 o4, AVEE .50 oS SSAI AT

il Bgk 43S 6] (Table 4)°] AAI" AVE 3t
(Table 5)° AAE FBAFY AF 34 H|lwg 43, AVE 3%
(.589~.733)0] F&A=9] AF F(072~.336)Et} IA YER 5}
2199l 7te] 3 et =7} 3FH & i tH(Fornell & Larcker, 1981).
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Table 6. Results of regressions

Brand image

Team identification

Word-of-mouth intentions Attendance intentions

(0=.846) (0=.910) (0=.898) (0=.905)
Continuity -.046 133%* .076 152%
Originality JA27* .077 118* -077
Quality commitment .196%* 164%* 212%* .077
Heritage 192%* 126* JA31* .072
Symbolism 225%%* 174%% 184%* 258%*
Credibility .092* -.034 .128* A77%*
Stakeholder-related integrity .086%* 123* .074 .037
Consumer-related integrity 214%* A81%* .039 164%*
R’ .501 432 424 345

Note. The numbers in the table denote standardized regression coefficients; *p<.05, **p<.01.
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FLoHA BHE ofmA], & FAY, Y4&E ok, I 9r 1R
38R0 FFE v H S BRF ot AA QI FFH ol o= A
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(Lee et al. 2013) ﬁ7]ﬂ 1HO1]/\1,] 27 v A 9] Al5Tt HEol
73717 "ol Al 9] W AR E &3S 913t o] AP Mo A9
ZAtotg A A A 02N WENA grlE ATT F Ue ETHE
Heto] & 4= QItiMcAlexander et al., 2002). °[& ¢Jsid W AR
YE ] AgeEC] 2891 Z2 meRRIoA AAES] FAES T
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celebration)& =714 |0 24 €L v/iZ 3 u|E sHf-A A
Abel= 71A| 2 2H8e 5= 1S Ao|tH(Lee et al., 2015).
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Feo] grelzich.

£ A7% 5o 229 40 g 94 Bl Fol 9o I
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22 Fasith vl ©ol 589 dAtel MES 28l I, AR
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TE(rivalry)& 222 e €9 A%, olaet AALAE /4 2
Yo Fast HotL 98 = it} & Sof, &
oro glo] AL Xgzo] £L zlo|d =i}lo] HAY

Al
Y AR S WEY T FUIS SUANYOTH o]F

o AZYsol 9FES v1E 5 A& Aol

A 71&3 Blet o), A 752 ol Ad 7HsE oS
< WEONA AFste, o]t oF&2 WFEA] A AA|of Fhet. SHA Nk
He B7HsH] oF4E A & e ARl $&4E & At olF
T A "F2 o Aol Hidt 315 =F(recovery efforts) &30

E

e
A= A o] o]Fojzthd F4 W
1cHGustafsson, 2009).
Alg o] Ajkgt & A7) Aol 28L& F= ZAolgd, 4H]
% 89 442 wasl ol A4 40e oz
AZ 7595
59 Yok UE Hofete] 159 oA A
s, olzlat TAoIA Aol T HHT WAL
of g}, E3t § Spolo] ARE WEOIA Bk 4 £
A} 2 HYAL TS sl dheto] = 4 Atk
S440] 4%, G2 W3] U AT 5 2olT). Gt
A HEe dE Bue] AusE g8 A 54 L A4S 75

ozM PANEE ERE 4 glov, @
oo AU 5T A

0

[e]

ok 9k, 7 54 A0l Aesu2 PEL, 53] Auol? U5
° 9 AR B4 9 AR FH Gl FYRE AEA 7]
Y@ B4 0 AIS B RIS HAS Ao

£ 5o, go) Mze AEA 7190] Az o8] AFET. ol =
2Am2 gEo] AEA 7|90) BBE 98 EASH: TR 5
E3t it 29 Wh4of 7|08t (Kang & Ban, 2021.2.16.). SFA4]
g, ge A9TEA AHolA AAUSoIA AR F A1A

ofc}. wetd Yol B BPYL TEak=u] 9ol AEA 7]
9L A% FB AWmolA Fustel F WEoNA A5 A4

(locality)& ¥Fgste A= shte] dicke] & 4= & Zoth(Lee &
)

Jun, 2019). o Sol, AEA] 7193} A ARG ohet A
EMo] £ AHES A7l WA BT A SHA 3
22 9% L el F 4 92 Aol

B AT F dadde gue A A9 A4, 2479 i
9 o) 34, Wol Aok & BHol Tt Al e Fof 7%
& 9ol AR ol A7t Bl A4S TAEHE aAolc, szl
b §89 mEanzd ve) G} HS @ meAmze] H9,
5ol B9 @448 QA7 AR S Aol s B o
7 Bof wreizl Mo A5 B A54Y JFL 19
ek, 9SS A44 ZHolA 150] AHHE o} XS
BEo] XSS Tt A4 FE Aok WA Holtt.

clokeAL B¢ F2gel A, W3t A x*o:i e a0

Z] A

kjss.sports.re.kr

s FAE TAL & A= wdF 7€ 29, 8 =
o] BAA-H —v-‘:ﬂ g)ERt ofy 2t ALY QRN AT ETAE
AF8)A Y] &5(CSR) 2 ﬂﬂ'*}ﬂ'x]ﬂﬂ?-—L(ESG) 327 A
ekal ik AdiY] AHAES 7P EC] FEY AF 4 FF
7149 AgARNs Gt 992 oA A-AE HOH ol
]% vl (Kotler et al., 2021). Z2AX= H o]t AL
Z5ol a9+= ot} ol g S0l flollA 71&tt d AAol

e B4, "o U FAEE digt EF, AGSEA7E 3t
AR EA s Ae A% AF2Q1 o7t l& AolH, o]5 3 22

W59 Jeo &S & 7 e AR AFE 7 AS Aotk

F

=)

_I>4 _?L rO, H ok oE. g*

W94l 12
24 % e ST ﬂf—w &Y HEE )

deo) He A BYEDAE L o
7].;117]. A5kl QolBA)S B B

A AGYS ;ug o}# 871 ak91Rel % olo] 48ohe 422
o] EEH ASHGEY), ERHOED, Bl A A6

B, RUGED, SIRACEY, AAICEY) IRBAY B
A AAYERD), 2004 TA FYYGRY). £ DS 22
F2 A7 918 /1% B 9% A9, BAC 3 mu )
SFIRASL 4749 YRRSEAE olul |, | %

5, B 95) F Hae 29 grase] 397

24 /1% BFES $3AA. oo uet ZeAm
o HAE WYL BEY FLPFS FAT 5
= A4eo] Ao, & Aol AuE B
AL @ 3 75 U IS %) AxzupE L %
FAH =2l S BT e,

22 8 A7) AN ol B Hat FF Yok A
At gk, AA, £ AFE Lol YU YO A7E 5
Potgr] ] £ A7) ANE BE TRAZZET, 7, o]
P2 efste] Qutstshid] SAZ UL Zolek. webdl G5 A
e Z2EE0E Srjste] £ A7) Ave vlL-EA YT
W2 A7) ANE Qurstekin] AT 5 AL Zolth B4, L
ATE 71 BYEE AN 8 AEELUAYES WP
M5 3 BEAQ 4749 MSEAE ofulx), @AY, Y2E I
5, B E)Rre BEYTh BE oleist 479 WHTS A8
o] £ 79| epgoletn WoEld YA, §F A77h BAE A
AT AE220AYES AP B2 7 MEERY A
o
%

Ol

op
E
>i
lo

A BT 2 Aol e BRE 1G9 2o of
B3dE Bt Ao o= 3l Zoldt. A& 501, 9] Hil=
3t W] ool Qlo] H= WA 2 AAA
A @A 2 4 L Aolth W A4l A 7 % o
2t AoidE R8T 24 OEHJ Hito] Aok, &, We
9] zpotA X A(self-congruity)ell o
T 52 9¢9 ABTA E3 2 ALZT] Eg/dol 7]ofsh=
AFLFAL Aol

>

2

=,

O ox
cll

Korean Journal of Sport Science 2022, 33(1), 111-124


http://kjss.sports.re.kr

122

S. Lee

FAuEH

Aaker, D. A. (1996). Building strong brands. New York: Free Press.

Akbar, M. M., & Wymer, W. (2017). Refining the conceptualization
of brand authenticity. Journal of Brand Management, 24(1), 14-
32.

Anderson, J. R. (1983). The architecture of cognition. Cambridge,
MA: Harvard University Press.

Bagozzi, R. B., & Dholakia, U. M. (2002). International social action
in virtual communities. Journal of Interactive Marketing, 16(2),
2-21.

Batey, M. (2008). Brand meaning. New York: Routledge.

Bauer, H. H., Stokburger-Sauer, N. E., & Exler, S. (2008). Brand
image and fan loyalty in professional team sport: A refined model
and empirical assessment. Journal of Sport Management, 22(1),
205-226.

Berger, J. (2016). Contagious: Why things catch on. New York: Simon
and Schuster.

Beverland, M. (2009). Building brand authenticity: 7 habits of iconic
brands. London: Palgrave Macmillan.

Beverland, M. B., Lindgreen, A., & Vink, M. W. (2008). Projecting
authenticity through advertising. Journal of Advertising, 37(1),
5-15.

Brown, S., Kozinets, R. V., & Sherry, J. F. (2003). Teaching old
brands new ticks: Retro branding and the revival of brand
meaning. Journal of Marketing, 67(3), 19-33.

Bruhn, M., Schoenmiiller, V., Schiifer, D., & Heinrich, D. (2012).
Brand authenticity: Towards a deeper understanding of its
conceptualization and measurement. Advances in Consumer
Research, 40, 567-576.

Fornell, C., & Larcker, D. F. (1981). Structural equation models with
unobservable variables and measurement error: Algebra and
statistics. Journal of Marketing Research, 18(3), 382-328.

Friedmann, R. (1986). Psychological meaning of products:
Identification and marketing applications. Psychology &
Marketing, 3(1), 1-15.

Fritz, K., Schoenmueller, V., & Bruhn, M. (2017). Authenticity in
branding—exploring antecedents and consequences of brand
authenticity. European Journal of Marketing, 51(2), 324-348.

Gilmore, J. H., & Pine, B. J. (2007). Authenticity: What consumers
really want. Boston, MA: Harvard Business Press.

Gladden, J. M., & Funk, D. C. (2002). Developing an understanding
of brand associations in team sport: Empirical evidence from
consumers of professional sport. Journal of Sport Management,
16(1), 54-81.

Godin, S. (2018). This is marketing: You cant be seen until you learn
to see. New York: Portfolio/Penguin.

Goulding, C., & Derbaix, M. (2019). Consuming material
authenticity in the age of digital reproduction. European Journal
of Marketing, 53(3), 545-564.

Gustafsson, A. (2009). Customer satisfaction with service recovery.

Korean Journal of Sport Science 2022, 33(1), 111-124

Journal of Business Research, 62(11), 1220-1222.

Hair, J. F,, Black, W. C., Babin, B. J., & Anderson, R. E. (2013).
Multivariate data analysis: Pearson new international edition.
Upper Saddle River, NJ: Pearson Education.

Hedlund, D. P. (2014). Creating value through membership and
participation in sport fan consumption communities. European
Sport Management Quarterly, 14(1), 50-71.

Hu, L. T., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in
covariance structure analysis: Conventional criteria versus new
alternatives. Structural Equation Modeling: A Multidisciplinary
Journal, 6(1), 1-55.

Ilicic, J., & Webster, C. M. (2014). Investigating consumer-brand
relational authenticity. Journal of Brand Management, 21(4),
342-363.

Kang, S. T., & Ban, J. W. (2021.2.16.). Could professional sport
teams make profits?. Maeil Business Newspaper: https://www.
mk.co.kr/news/economy/view/2021/02/154942

Keith, T. Z. (2005). Multiple regression and beyond. Boston, MA:
Pearson.

Keller, K. L. (1993). Conceptualizing, measuring, and managing
customer-based brand equity. Journal of Marketing, 57(1), 1-22.

Kim, G. S. (2013). Analysis structural equation modeling. Seoul:
SPSS Academy.

Kim, S. H., & Park, S. M. (2019). The authenticity marketing. Paju-
si: 21book.

Kim, Y. M., & Kim, A. R. (2018). The structural relationship among
team authenticity, team image, team-sponsor fit, sponsor
identification, and purchase intentions of sponsors’ products
in professional baseball league. Journal of Sport and Leisure
Studies, 74, 169-186.

Kotler, P. (2015). Confionting capitalism: Real solutions for a troubled
economic system. New York: Amacom.

Kotler, P., & Armstrong, G. (2018). Principles of marketing (17th
ed.). Harlow: Pearson Education Limited.

Kotler, P., Kartajaya, H., & Setiawan, 1. (2010). Marketing 3.0:
From products to customers to the human spirit. Hoboken, NJ:
Wiley Publishing.

Kotler, P., Kartajaya, H., & Setiawan, 1. (2021). Marketing 5.0:
Technology for humanity. Hoboken, NJ: Wiley Publishing.

Lance, C. E., Butts, M. M., & Michels, L. C. (2006). The sources
of four commonly reported cutoff criteria: What did they really
say?. Organizational Research Methods, 9(2), 202-220.

Lee, S. (2016). The effect of the associative strength of brand (sport
team) attributes on team loyalty. The Korea Journal of Sports
Science, 25(2), 551-563.

Lee, S., Heere, B., & Chung, K. S. (2013). Which senses matter
more? The impact of our senses on team identity and team
loyalty. Sport Marketing Quarterly, 22(4), 203-213.

Lee, S., In, S., & Seo, W. J. (2015). Repeat attendance as a function
of liminality, communitas and team identification. South

African Journal for Research in Sport, Physical Education and

https://doi.org/10.24985/kjss.2022.33.1.111


file:///D:/%23%23%23%ea%b9%80%ed%9a%a8%ec%9d%80%20%ec%9e%91%ec%97%85%ec%a4%91/%23%2321-10(09)%20%ec%b2%b4%ea%b3%bc%ec%97%b0/0.%ec%9e%85%ec%88%98/RTF%2bP/https
file:///D:/%23%23%23%ea%b9%80%ed%9a%a8%ec%9d%80%20%ec%9e%91%ec%97%85%ec%a4%91/%23%2321-10(09)%20%ec%b2%b4%ea%b3%bc%ec%97%b0/0.%ec%9e%85%ec%88%98/RTF%2bP/https
https://doi.org/10.24985/kjss.2022.33.1.111

Brand(Professional Sport Team) Authenticity Scale

123

Recreation, 37(1), 59-76.

Lee, S., & Jun, S. (2019). Identifying links between cognitive and
emotional brand associations in professional baseball teams
and testing its impact on fanship. Korean Journal of Sport
Management, 24(1), 46-63.

Lee, S., Kim, Y., & Heere, B. (2018). Sport team emotion:
Conceptualization, scale development and validation. Sport
Management Review, 21(4), 363-376.

Lindstrom, M. (2005). Brand sense: How to build powerful brands
through touch, taste, smell, sight and sound. New York: The Free
Press.

McAlexander, J. H., Schouten, J. W., & Koenig, H. J. (2002).
Building brand community. Journal of Marketing, 66(1), 38-54.

Moon, J. M., & Byeon, K. W. (2017). The structural relationships
among team authenticity of professional baseball, team image,
team attitude, and team loyalty: Sequential mixed method
designs. Korean Journal of Sport Management, 22(4), 91-110.

Morhart, F., Malar, L., Guévremont, A., Girardin, F., & Grohmann,
B. (2015). Brand authenticity: An integrative framework and
measurement scale. Journal of Consumer Psychology, 25(2),
200-218.

Moulard, J. G., Raggio, R. D., & Folse, J. A. G. (2016). Brand
authenticity: Testing the antecedents and outcomes of brand
management's passion for its products. Psychology & Marketing,
33(6),421-436.

Napoli, J., Dickinson, S. J., Beverland, M. B., & Farrelly, F. (2014).
Measuring consumer-based brand authenticity. Journal of
Business Research, 67(6), 1090-1098.

Portal, S., Abratt, R., & Bendixen, M. (2019). The role of brand
authenticity in developing brand trust. Journal of Strategic
Marketing, 27(8), 714-729.

Rose, R. L., & Wood, S. L. (2005). Paradox and the consumption
of authenticity through reality television. Journal of Consumer
Research, 32(2), 284-296.

Ross, S. D., James, J. D., & Vargas, P. (2006). Development of a
scale to measure team brand associations in professional sport.
Journal of Sport Management, 20, 260-279.

Rossman, J. R., & Duerden, M. D. (2019). Designing experiences.
New York: Columbia University Press.

Schachter, D. (1996). Searching for memory. New York: Basic Books.

Schaefer, M. (2020). Marketing rebellion: The most human company
wins. Journal of Applied Communications, 104(3), 1-4.

Scola, Z., & Gordon, B. S. (2018). A conceptual framework for retro
marketing in sport. Sport Marketing Quarterly, 27(3), 197-210.

Trail, G. T., & James, J. D. (2001). The motivation scale for sport
consumption: Assessment of the scale’s psychometric properties.
Journal of Sport Behavior; 24(1), 108-127.

Vredenburg, J., Kapitan, S., Spry, A., & Kemper, J. A. (2020).
Brands taking a stance: Authentic brand activism or woke
washing?. Journal of Public Policy & Marketing, 39(4), 444-
460.

kjss.sports.re.kr

Wang, N. (1999). Rethinking authenticity in tourism experience.
Annals of Tourism Research, 26(2), 349-370.

Wiktor, J. W., & Sanak-Kosmowska, K. (2021). Information
asymmetry in online advertising. New York, NY: Routledge.

Yoo, B. H., & Donthu, N. (2002). Testing cross-cultural invariance of
the brand equity creation process. Journal of Product & Brand
Management, 11(6), 380-399.

Zaltman, G. (2003). How customers think: Essential insights into the
mind of the market. Boston, MA: Harvard Business School Press.

Korean Journal of Sport Science 2022, 33(1), 111-124


http://kjss.sports.re.kr

124 S. Lee

BAS(EEATR &) TN HE o) Bt ¢

0I5

riok

3

El

2

r2

CH

Jon

[ Q7 BAC@R AR Y)o] A4S TR 919915 EE51, oS 245 SRt =g AL
Hl 7 24o] gick

(] BRAE 28R, 98 A70=43), BE7F IR o101 17 A L 39 B TRAEE Ho| 7
e 235 A WA 67RFL 2B (7RTL PO R AT Yol WYY 9IRS £5 Y
o] Slof mzobr WES PO B BARHMm=248)3 1A ROILH(1=28512 ANt EE A
U Az V1% BFE 43S Ao AR SYste

[A3H 891N A3}, ZRAnE 9o) WYHS T 849 I, S, FPo) da A4, F4,
7o), A, olsiTAA B HA, 2014 B HR )k ofo] 3oH 428Fo] wEHIT B 2 &
Fo P HEo] Aot AF w1 gt 9F g,

(28] £ Aol e HE BRAER g iolie] HUS 154 2x 9L ARERSC) Y25 et
o159 JYA olsfelir] FAT 0|2, UHH EhE AFHU

i o

2
el

T 4

n 2

A, B ARR Y, HE A, ARZANRYE

Korean Journal of Sport Science 2022, 33(1), 111-124 https://doi.org/10.24985/kjss.2022.33.1.111


https://doi.org/10.24985/kjss.2022.33.1.111

