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The Effect of Cognitive and Affective trust on Sport Fan Behavior

after Team’s Loss: A case of the US men’s national soccer team viewership
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[Purpose] The purpose of this study was to examine the role of trust on sport fan behavior following the

favored team’s loss. [Methods] Online survey modes were employed to collect the data. A total of 300

individuals participated in the study, of which 288 were valid and therefore analyzed. To test the hypotheses,

structural equation modeling was conducted using Mplus 8. [Results] The findings are as follows. First,

cognitive trust had a significant effect(+) on future viewing intention. Second, affective trust had a significant

effect(+) on future viewing intention. Third, cognitive trust had a significant effect(-) on switching behavior.

Fourth, affective trust had no significant effect on switching behavior. Fifth, team identification moderated the

relationship between affective trust and switching behavior. [Conclusions] The results of this study suggest that

sport fans’ trust affects fan behavior following a team’s loss. Therefore, professional sport teams should seek

to establish strong affective trust and cognitive trust.
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2 ¥]3S(Cialdini & Richardson, 1980), R A4
o st HFA Alal(Doosje, Branscombe, Spears, &
Manstead, 1998)°1| that A7} AF= et ¢ A=
S Hok= Y wEiE QIgk AH|R}F vkE-Z AtRith= Aol
A 71 9jof7} et shA|eL, S-¥ok= He| sl A=
9] T 4|90 o] m gt Pk w|A|= X|ofl thgt A=
iAo g B3t Aol §9], sHi= Qg 744 3
B2 A A7 = AEH Ao thigh gt S5 4

= B9t 3ol B tid A RAll 5835 9
& st (Portes, 1998), 45421 A 441& o B
Ao|tDwyer, Schurr, & Oh, 1987; Garbarino &
Johnson, 1999). A3 = T 0] A o] THH ALE A
R, Kim (2005)2 A% 2 o[HIE 737] Fojz5 gy
2 3 ArollA A710] gt Sl oHlE] thgl A=
o ¥Fe vA= AL ZRIskGIt Kim, Kim, & Kim
(2012)2 =25 50 S| © Algo] gk |
Acky 4519t Park & Hong (2020)2] AX = Q&%
QA o] &-5710] BeF Aol LHIAY] JIEFAA7}
ATohs AE 35, A 74, EAS A1F0 344 o
FE R B QJIEFAA A gt A== AlE 2]
Tof 344 S v|Hh Ha & Kim (2021)2 & &
S W= HACE g dAqtolA] Aot a)/do] | Al=o]
N 2= FE ERAsieh 8 A== 9 A9 | 2942
5ol Aol =o] YR mHTh Fhof A= AH|REO) Al
g] 972 AW HE, Seok, Cho, & Ko (2017)9] tigluE
YA AlE o]-gAte] thgt dAtoflA] AH|A F22 AH|A} 4]
2o JFS PR, AB|R} A= o A&k FAkE
o= & 215kt Lim & Kim (2019)9] A7-oflA] 5
Arx= Zojz}9] FoJ(Playfulness, Importance,
Interest)i= AlZ]o] YF= PIX= 2 0E YEPTE Jeong
(202002 22l AX=ZF Ao 7]&4=8-8%10] &
H|Z}F 4]0 GRS mA|H, A== 4H| 53} TEEo|
388 FFE v|A = A RIsIo T A= EFEAY 2
oF9] A1 A+t JA| thE ok}t fARRE A AaE Hel
t}. Hong (2012)9] 28Rl A= ARE SHuf QA 3 of| w}
2 X7k "o Al=ol| 3A-A FFE vXIt) E3L
A== 2124 78787 i ejatel] FA-A FFE mA=
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S AE = BF | Aol A= AEAMA FuljdAd Tk
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0| XY Hgo] wat, A8E FEsks E40] 2] o o
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& & JEFE "R= A= UEikTh BHE, AR =
MR} 7]49] ABA AUE -BAISk= ol B 3A 2+
L3 KOzdemir, Zhang,Gupta, & Bebek, 2020). A%
Z A= YA An]o)7] = SEA|YE /1A AR] B7PL B
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ofoflA JHH o2 A7t REFH A=E AFHoE &
Frokal ofo] 7|8kt Ax= AH|A} P50l = E Hoteh= A
< 9u)7h & Aot

S R ATt Aol J3kS Pl ARasl
T} AZ 9] IAE F2 AYsRTHGarbarino & Johnson,
1999; Pavlou & Chellappa, 2001; Hong, 2012; Kim,
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i

0|

cO e



290 Namkyeong Jang et al.

B4 G v-ok= Ao|ti(Yu, Lee, & Han, 2016). Bt
Bl £H|27} 7)Ee] A3 9l Al Al Alsfu o
of eiigk Am]24] gl u]X| ] Tiek AT Aef
o B, tehy 71Eo] 755 FL 4127t uj o] %
anle] 247 BES AAAIAL, 44 WL B
A7V ofd ofge sHeA] AFshe AT ot ol
oIk, EF A Azl A AR} 71 o] het
AHA} e HES HoleA] SRlshs AL THAlY B4
of e SRS St ¥l 8ol D Aol ojge,
o] QAo 232 Fof et Wo] 417t 5] x|
oe 2L VAR Y FUNY U ASHA B
o} © YA 222 A} ATOIA AH FES o
SHe 34] iQlolet. o] oAl Ho Tl Aol A -
o] thgk Am2MO] A7} ol F5o)izo] ulX| g
2 2L 38 291 Holek etk § FAAE
Am=go] Y ol FolE AHalo] 7k ARt BE A
Shojizoh Ajptolizo] WX Jee 2T Aol

o] @70 BA L sk | s o} Axzgo] 717l
kol that A=/} 8 o] WX JeES Y BUAH
of @A 23R SISk Folck, Alzle] Exo] et A
5502 S BRIk ARAgo] s F Axzm o
o] ol FaFL MR Hofsie AL A%E Ar
Tl A1) g o 24 gt AR BEHE kol
£ 97} gl Zole.

A2H|ZF XA FE QIAH SHS FAHOE A5
ot o= 78 FA| QAo 583 Ik WX
L Aoz H 15k YHlLoewenstein, Weber, Hsee, &
Welch, 2001). A& FaollA LAY B2 7o) £
P50 FFE vA7] fEo]tWesbrook & Oliver,
1991), &3] 3303} A7 QX QAbE Ao 5835t F
kS 5= # 0 2 WEFtHCreyer & Ross, 1999; Inman
& McAlister, 1994). Biscaia (2015)°] w=2H Ax = 3
AL At =5 71E £2 1oy, Enjoyment)olU &
St 2d(Anger, Dejection)S A8 & = =t o]2fgt
A9 5ol wheh Az =o| e Aot FH
7h eIt weba] g2 QIgh Ax = W 7Y HA] AH|
A P52 d5ot=t 523 9T itk
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7] Aol whE W Aol it A Ax= gt
EopollA HE3] A|&E 0] Stk S84 371 Aiks We

T4 g2 o]o]x](Gratitude, Pride : Madrigal,
2008) YF=%(Van Leeuwen , Quick, & Daniel, 2002),
E73(Wann & Schrader, 1997), ol 3784 d&& nd
ot w2 FgA Aridne 7894 7378(Shame
Anger Madrigal, 2008)% &gt Wann &
Branscombe (1992)+= & SUA] <¢50f| mhat AX = 4H]
219l 7gRkgo] (2 U A Aokl A4
07, #2539 FYUAE 7 W sk ©ol ol
SIS o W2 20 TUAIE 7RI MRt R4 A
735 =t} Wann & Schrader (1997)9] d7ojAl=
WEAY SAZ F =7t S 99 S22t wfjufof w2k gebAl
o} ESF WE0] 7H FYAlof wet EA% ATt 2EHA
o} =2 2 FYAIE 71 | TE0] Stk 'Yl 5
o]l 7H =2 58 4R We A2E YERTHh
Kim, Magnusen, & Lee (2017)= 2X = 7 7|0f|A] &Y
Sh= A AL 58] (Disappointing win)2t AE Tt 1]
Hi(Relieving loss)ol Al Ax=mio] &3HE 7 (Mixed
emotion)= =7l Z& Atolqith. Ax=W2 A7 4
Fof| wet PEZT SFo] FEHARE AU H-8o] offl=
Aof| whe} T & SE50| Ak AY FEH 0] stk A
2 3RQIgH 4= it} Yim & Byon (2018)2 AX = 7)o
Al ElE AHIA AR Hodrh 152 A8-E-3E
1 3(Emotion-Satisfaction-Behavior Model)& &3
AAQ] Sufet gaglo] GA| Ax=wo] Lrl= 3784 3
B2 7] St AH|A L] FAQ JFE 1A
o, 784 782 FAQl 9= vA= AL gRlskqick
EQL Aol gt v AT el mH o] = S|

3 u)3t. o]F &5l 7] sl <lsh
AX2W2 FAA AAS L7, ol A= AH|R}
JFE vA= AS ¢ 4 AHJang, Ko, Wann, &
Chang, 2017; Yoshida & James, 2010).
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Madrigal & Chen (2008)& AX 20| B ZQA| $220|
olgA| 7] Azto] tigt AAU(Attribution)S &5kl v
Nek=x]of o] AEstch 152 NFL AR 12198
o2 A= A 0|59 AolA Ax=m|E A
AoJA oA W § w2 WSS Bt} B3 HEYA
7} 7R WA 529 90S iR Al o o &
o] HiAbE J33+2]7|(BIRG)E Sh= A= YERT 514
T ElsGAI7F kgt wo] B R 8%10] Rl k= A= Ut
ERLEA] ot

Jang, Ko, Wann, & Chang (2017)2 A% = 737]7} &
H|2} B3] mA= 8 8213 AYAIe} AldIgow
Bttt 344520 2(Construal Level Theory : Trope &
Liberman, 2003)3} 3 A-2A} o] Z(Actor-Observer
Theory : Nisbett. Caputo, Legant, & Marecek, 1973)
0|22 TAR A= RS2 AR Hrt= AU 2
of A Aozl Asieltt olg2 o
Mechanical turkE &8st} 16789 Hoiztg Bst3
o} (Study 1). A7+23} AR 52 3784 it kS o
TSt oot B =oton, 3841 g o, F
A9 I E vEEEeol AT =Tt ¥ =9Itk ESF
26082 o= e F HA Aol AY R
O+ 23E o & st Ao et E3, el
3715 A & d= 2o ol ASche A 0E YE
Wtk 53] 7183 TR0l A9t 347 IR dollA
2HAAZ F7IS o, E2} 718 TR ARTES $ Al
S off % A =9} v} B =A VeI

OIX|XA12|(Cognitive trust)?t A ZL2|(Affective
trust)

Ao gt A ol= theFstA o]FofA| AL Qlet. Zucker
(1980)= A1=|7} w3ktAlo] TAH L& AEEIA 35
EE= 719 Fstol2kal 819.2™, McAlister (1995)+= Ef
Q1] &, 5ol 7|xste] AHAle] S BT = Y= A
A oJR|2kal SH9tt. Rousseau, Sitkin, Burt, &
Camerer (1998)= 41ZE thE o|9] oz} o gt
384 7|HE v g A4l HAdS 85 = 9
21 3F3Tt. £3] McAllister (1995)= AFE Q1A 7]5kAl
Z(Cognitive-based trust)@} AA7|HEAIZ|(Affective-
based trush)® EHOIFT. Yot Lewicki &

Tomlinson (2003) IAH 02 & 753 o] &7
3= AAE AlF(Calculus-based trust)2} EFQI0] tigh vY
HE 7o g HAFog PAPEE= FUA 7§ 4lF
(Identification-based trust)® J-E3}HTE T Ao A
e A9 BA2 tEA|9 QIX ARl wtat HAH 7
WS TAR AEE BERole=S € 4= Atk JIAIFAIE
£ A IS 7Nt e 2 /== A gribgolch o
kA QIR A AE = AF o2 T 7155 YR E 0]/ F,
A JEAY A ol Ao S35 Bkt
O 23 FAETKZur, Leckie, & Webster, 2012). i A
AR Ao E B3 AR 1Rk Fof s
7S] WA Aol thet kol 7 ARl |
2olgtal B 4 tHZur et. al., 2012).

AR 274G} Fopoll A Wt o] AlZof gt A=
W} Feke] $A|9] A(Relationship quality) sH84AZ
F2 AFEAcHMagnusen, Kim & Kim, 2012; Kim &
Trail, 2011). Kim & Trail (2011} 7§13} 7io19] A E
g oflegt 7ddt ZiQlel AlErd EAdTh FRh
Garbino & Johnson (1999)2] =25 3} 1tte] TA =
sHgstoitt. oS0l W=, Mt ek A=A = 712t
2HRS] BARE AL TR AFES A=k WAl
H|S6HA] AR = AThS A=|6k= Zlo|th
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Fig. 1. The proposed hypothetical model

1) AMZ|9 THZ2 = o 2HA|
Keh & Xie (2009)=B2B @204 7] tifgt AH|R;
o] A7t et EA(Commitment), FLDA
(Identification), 7F4 Zeju|¢jof| 3784 JFS vl
= A5 #1513} Becerra & Korgaonkar (2009)= &
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FAol| gt A=, Hal=of gt Al=] 12]a A& gt
A7} Qo] o RS vl =A] ERlskoint. A+
237 FFAe] gt Alg= Al FYER ojojF o,
Bieo] otk A= GA] AlE =R o]ofRlth
Qureshi et al. (2009)2 221 i dollA F54l
gt 2127} At el o] PRk v|A|= A FRIsHIT.
&3 Jo 2015)°] =1 Qe A A £BE o]&1L
9] AlF= o]-& 19| PA X&) A JFE 1]
ek Kim & Kim (2016)9] &to]] w2 SRR 0] =5
7ol thgt Alg]= R &olg-2o o F-olulgt YFS vl
oj2fgt Aol LA AlEls Axzwlo] B4
YoM Ax= Hato] A E A&S) W= QRE =
A ZolH A, Ax=MO| A== Ao 4
FFE v Aol

i

Ol

7Hd 1: 23 =e] goj tiek AR A== Ao
ol 5742 ¥ mE Zott.

7Hd 2 2 =e] ol gigt M A= AEele
o 344 Y= mlE Aojrt.

2) MEZ|QF MBto = of A

8o & (Switching intention)= 11740] A3 F=
H|IZpEH 0 2 FFAR} TAE STtk Q=g 9
0|5t Zeelenberg & Pieters, 2004). A3 == AFE0|
L A A ASAREE EAATE B4 9] Aoy,
AA AFFoIU A A AFARE ThE oMol AH|A
2 A%t 7ksAdolztal & 4= ItHHan, Kim & Hyun,
2010). Keaveney (1995)= 1.740] 7|4E& Haloh= 8]l
O SAAHIA Auf, Au|A FH A, AH|A Avfjo] of
2 ERE 5= AAZTE T1o] W=, AR A4S S

FEAZ & e oy dijks geofetar 7MY w2 58
= A0E AYE= AES AUttt A= AH]
Aol thofet 019 BNHE QRIC=RE mEHTY
g 4= It Kotler, Bowen & Makens, 2006). AH|A}9]
Al gt vl o] m2E HE AEelU &
A2 A 71sAJo] =oRAtHZeithaml, Berry, &
Parasuraman, 1996). Zeelenberg & Pieters (2007)=
2HIRPZF AZEH A A0 BURESEE M85 e
7} oA, AP 50] 825k AH|A oA = o] 2]k

Bigo] 6% FERIka SHc.

o

Sweeney & Swait (2008)= E#W= Al8(Brand
Credibility)e] A2 A(Trustworthiness)@}  AEA]
(expertise) 22 JE]o] Qltkal Holt. Halle 4182 gt
2L (Satisfaction?} EY(Commitment
Commitment, Continuance commitment)2 E3f 23+
O of FA Q] PR vX= AL FRIstt £ 7199
AT} A= v o2 AH|R} 50| GefAl= A2
AR A=} A A4 7|2 7T} A S| FAFSH.
wetA] o A-toflal= ohgat 22 7HdS Aot

Loyalty

7b4 3: 23 2300) o] Tie QA A A= Ago]o
247 Qg v Aol

7H 4 23 200) Hol e A A Al Agto) o
547 g w1 Aol

3) HEYAIS =HS

AFE)A Aol E(Social Identity Theory)oll B T+
I = YA 7iRI0] 22)9] U EA 2 A7} AJuf
£ IARTO EH A4l 22 S 5 ZBAR QA sk= A
THMael & Ashforth, 1992). HeYAl= 18t Ax=
W P5= AYsts 58 8Rl0 = FHHol gtk Kwon
(2011; 2019)= 5L o284 T} H3/dol &l
Aottt s A= FGe 2okl AT R
A0 g G{E I YFo% okl HE3t o] 24 =97t
o]Fo|Z| 7] g1 USES A HsIoitt. E5] AL A/dolE
ol 7|9k & H5YAI9] 7o) AZ=RololA SEE=
o] A3st7to] tisf =2lotthKwon, 2019). 18 &
HA, E5LA7E A A -FFA2] TA oA EAg st
QU] 2AZ I8l Yot 5T ARRIPASS B-R5t
TARJNA | tshAl= B =2)7F B RSt} o] AtofA
TYAIE ABIA ol & 7IRke ol jijle s A
. Lock & Heere (2017)] ©}2, o] A4 &
TYA T2 A2 A Gl 718k FaL itk 5t
won (2019)°]] W29, Lock & Heere (2017)9] <
A/gol 2}t ABIFA ol 2] -2 B 29 A
T2 Ao ARRAAY o] F HA| At QtellA 7l
= AYst= Ao|BE AYUsHA -2 37| ofHoh weEtA,

i 2|7} 482} F5o] v 2= FIFl HE5LAITH
W FaFS vAAE T Rlo] o| 24 v} A A
== 7 11Esto] A45kGick
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SYst= Holl thisl YA 2 A =2 Hol mfjHj
sheEls BUA $22 ?J ] %WAshforth & Mael,
1989). ©&YAI7l =2 W2 W2 WS vlsf 7] B
314 9 g7)of et #Ao] =K Schurr, Wittig, Ruble
& Ellen, 1988). HEYAl= 48R} P52 Asote HA
82191 v Tt Wl A A= Qi H5YA7L =2
W2 Aot o Al 471 dRt Wi o 520
2 JuigicKFisher & Wakefield, 1998; Wakefield &
Sloan, 1995).

Kwon & Choi (2018)9] 5240l gt w40
w2 g5 AAE FEE, AEF 5ol IS vlA|
= EgHQloltt AIF 22, Kim (2010)9] S+ w=
H 2okt HO| g5 U= AEHE 38 dF=
u]Zc} Kim, Lee, & Lee (2003)9] GLofA GA] T2
T gloj thgl wl o] El= QA= TEtol o) J& Q] kS n]
ot Ha (2010)9] el 54 Wofl et Aol |
A= Aoz 384 JF2 vA = A= ‘4“51";%
tt. Kim, Kim, & Hur (2010)9] Z&s-gtof] ol
2t AollA FYAl= TR FAQ FFS vlH
Seo & Kwon (2020)9] Z2 AT =2 3 J oA g5Y
A= 4713 4501] 4 JFE v v, "l
AlE SYHAT SE5HUES 4ok Q102 HE= A+
IA] th e 2 QIcHKim, Han, & Ko, 2019; Noh,
Han, & Kwon, 2013; - Park, Won, & Cho, 2013).
Park et al. (2013)9] 2oL o] T F g ?lof Fhat
AtolA A= ARl At la) Ao
o] A 2451k Noh et al. (2013)9] TRAE2
©@2] CSRE-50] Ftolu|A]o] u]X]i= FaFel Tt Aol
A "5 YA = CSREST E o|n|A]2] AIE 248sk= A
QE e Kim et al. (2019)9] 2o+ 19] CSR

5o Tt AtollA HEBAl= CSRES0] | ofm|A[o]
U]X]*‘C— FIFE 2ESI

ThR AtollA HedAle S, RAHSEEA 9
S ol AR UERHTH I8 Ax= PGt Ao
A HE5UAE " A 20] A7E Atk 8110

ESZ Fl

S ‘%101] Rt A= o] FAA= 771 Al
S Sl AR, F71E B A 7HIAL e
H 5= 7l+°ﬂ B o] BAE HEgsk= A
07 77] Aok of AE /it mhEbA o AollA
ojulshs HEUAlE 71E0] Mol 7K AL Qle Tl Hiet

A7} s o] 1A Eo] WA FoEE 2ok o
2 Y 02 e}, o] Ao iz oo Axxm
of A1} § HUA7} Malek Ao] o, A%zl 7
7] B 00 1A Sl AlzlohE LA Ajmaolmot 4
%HEOH e nlAtk Bokh. web, BEUAE %
Hzg B Ao| ¢ Adlsirhy moksloint
ohﬂow BT AL vl 2 | $UA 520 o}
2h QX2 A=t AR AR AnEelEe] HX
oJafo] Ze}a Zolakm Aoksith EA tjAke] Lo}
A27do] g WL et 7H 4 Qlek. st gol of
3 o olit QAI] S WASE ATIES Wol| 2,
Aol e ol Zolck

7ML 5 AL B AEERS Y
A7 AU v GFol HFUA}
w2 150 vl o A verd ol
7H 6 9 BUA7} e XM ol that PHE
A7 Aol =e] vl 3ol HEUA
7 vk 5] ]s) & A verd Aolrt.
M 7 8 BUA} e 2TEA Yol it A4
Ak AgelEe] A ol BEAATE
S 2150 s o WA ek Role.
7Md 8 Y YA 28 AEEBE Hof g HAH
A7k AgelEe] e ol BEAAE
w2 2150 s & WA ek Aol

é
)
ot

0 o,
X
)

NI

APTHY

olul& Mechanical TurkE 0] 83} 7|40 2 n|2
2t &4 7R A7 E Tk vERlE mygoe 2 A

goto] AF-E ABFT FH AF=E #ol7] #s)
5,0003] o} 5908 L 5<1&0] 95% o3 wl= AF
2k Folgh 4= Qw2 A HERALE 20204 109

2695H 10€¥ 2797HA] X183 #ANHES HgE #
E2=ZW(non-probability sampling method)% HO®E
EZ2ZW(convenience sampling method)& &3
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ot FAHOZ, el AREFAR= Al A2 A &F
5 Zojd oijul] WA (Fig. 2)ol oI5t A% Wl W5t
71 18l A A dA A FdAE9] vl GRS Y
of st QIXA, A A=, d FUAIE ST 1
T e GRS EEo] WA E fEHolA HEigick=
HAZE AASIT vpA|eto g A i vl= i
A} ZAEE 7] Aol Mekel o tigh AR
SHo AT A=A E S0AES o] o=
EEriEg

SAE F 300579 48 5 B sEE A
WA= AY -SFAIT] - 2-2(30%) &5 1255 A9
3128855 XFA 0= Aol ARSI A AR
T5AISH EA2 (Table 1)3 2t} SHAES] Wt S
GAI7H2 253230, Bt AF2 36.124] (SD=9.44)=
LFERTE.

ol

i

e

2l
o

Table 1. Demographic characteristics (n=288)

Variables n Frequency (%)
Male 198 68.8
Gender
Female 90 31.2
20-29 76 26.4
30-39 125 434
Age
40-49 59 20.5
50< 28 9.7
High school 51 17.7
College 172 59.7
Education
Graduate school 62 21.5
Do not want to answer 1 0.3
Caucasian 120 41.7
African-American 66 229
Ratin or Hispanic 41 14.2
Race  Asian 22 7.6
Native American 39 13.5
More than two 5 1.7
Others 1 0.3

hhhhhh TheNew ok Times

US National Soccer Team Suffers a Devastating Loss to Mexico

The U.S. men’s national soccer team’s outlook for a ninth consecutive
World Cup berth took a huge hit on Tuesday night with a 5:1 defeat
against Mexico in San Jose. It was the worst loss against Mexico since
1995. In the post game interview, national team coach Gregg Berhalter
commented that “Overall, the team showed poor performance.
everything went wrong tonight” and *“No one can avoid criticism™

Fig. 2. Team loss stimuli

ZA S

A7 o= A7 AR(self-administration
method) 2.2 A& SEoIAt AETES 25 74
AEEN] Hr2 FAAEh A e o33 gt

AR Z41Z 9} g A 418 = McAllister (1995)9] A+
ol A AR QAR HAIE] 42T, AR 45T AMES
At Ax= gt wgto] o 2R o= B AlQlsle
o, YA F3R& A= A5go] 9| H8ste] ARESHe]
t}. © 5YAlE= Wann & Branscombe (1993)2] 9-o]| A
28 e Aottt APE9E= Cunningham &
Kwon (2003)2] A-FollA ARget Z34-& Farsto] 4772
2 A5 o, Aol Keaveney (1995)9] AL
A AR 23S Ax = dghdEo] U 78510 459
02 A5l ARSI Aol ARG SAH =SS APA
TollA A= x, WEERG S, SHEE T B AeHA U
Epgom, Az AHPst w4 1953 Hojwl Hiajaby 19
< Z3REEAERY 2750] 3 Bl9lE AA MHE
O} HEEG TS dHI

RS L

AEAE = SPSS 21.03F Mplus 82 ARS3| BA%0ch
SPSS 21.0% -85l 7 e B AREA], RI=RAT AlF e 442
AATFHLE Mplus 8& o]-8a) &214 Q914 (confirmatory
factor analysis), A= path analysis), FAZEFZ
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734 (latent moderated structural equation modeling)
HAZ A

Table 2. Inter-construct correlations and square-root of AVE

1 2 3 4 5

1. Cognitive trust .85

2. Affective trust .68 87

3. Reviewing intention .51 Sl .88

4. Switching intention  -20  -14  -42 .89

5. Team Identification .49 51 .85 -.16 85

dT+EH

ZMES EISE H MEE

Aol AMH 57 £ A1F S} B E ERIst] 9
off A= % BA T} SR04 QRIEASE AAlek) 11 A=
(Table 3)3} 2t}

1Y A9 ¢ = 211.46(df=80, p{.05), X" /df=2.64,
RMSEA+ .07, TLI= .95, NFI&= .94, CFI+= .96, SRMR<
0302 At A o= Uesth 7N de Alges B
T 701 (a=.89~.92)9] A1=¢5S EQHNunnally &
Bernstein, 1994). 7371\ 9] HH-EASZHAVERS &
5 .7oVde R 7 el S SR Fornell &
Larcker, 1981). $EEI=E gRlsl7] 9sf 2+ 7d 2] A
I AVE gtol ZH 70 7H9] AR & ACE Ut
U wrEEg e gREQN £ 5 tHFornell &
Larker, 1981). SHA|9F & SLAI2 )= 0] A A1t
AFZ AVEZES] Zol7} 022 YEldt) webs shded
A< ASohe v el HNd 1 ARRAE 1.0=
Aloket R} JEIAE A ST 2E9] AP
£ 7oAl AL Sl vl olE EE H37del
AARE 23t = BP9 ZolAlE 7Y Zpol7t AL
3.84(df=1, p=.05; Tabachnick & Fidell, 2007)Ec} &

202 Uit o] Ait= F 239 Aot BAFH R
Fou|gt Zo)7t Sl AL gttt o]F Bl ofugt
g7 7ol A (perfect correlation)7} UA]
Ao AR E Sshy, SR wHEgo]
B 9189 oJustti{Anderson & Gerbing, 1988).

SHHI TEH/NE A717| Aol 8 F7g5k= W
A19] oA BT 5= e SEFHHY(common
method bias)& &915}7] Y5l Harman®] ©d.291 A3
(single-factor test)2 AA|IFCE 1 AT} HAZAHRIO]
4 & 2419 46.10% A5t Podsakoff (2003)°]
AARE 71211 50%E T Wol FUHE 7L 27t
A7 Gk MR A= S A o= YERT

tlolee] Ad= AT sl 7 w19 =
(skewness) @ = (kurtosis) & AEH. 127, f==
24 - 42004 o 912 YEptom, e 4 -.9590
A Hd 222 ERISH. o]2fet Ak et o AR
o] 28 A O= A AR E S 8 v
George & Mallery (2010)9] 71&& 531} E3L 8)A
ETO Q-Q 1 ZE ERIgH A3 FEE F4S T
+ 2 0% UETh webs o] AtoA E B el
50| 78 71T Y AEEE ATt = AeE
3715

H2Ey
9% 74 ¥iel 7 BAS AR AT (Table 49} 22
A7 99l Y AR x =124.73(df=49, p(.05)

X' /df=2.74, RMSEA .07, TLI .96, NFI .95, CFI .97,
SRMR-2 .08% WHE3HISH A3 g H ot
ZA2EA AA AT} 7H 1 JAAZ A7 A= o] A
o] mAl= Il HiFt 7HEESF AaHr= 31
p<..05) BAKOZ FoJu|st AItE Bt weba] 7Hd
2 AA = 71 2 FAHAETE A=) e
9o w2 = FFoll tigt 7HdHS B3Hr= .29 p<..05)
BARCE Fou|gt AFE Bk M 2= AR H A
714 3 QA FAE7 Ax o] Hgto| o] v|X|= FF
2 BAFCE Fou|otA Uty = -.21 p<..05) 7+
< ARSI 7Hd 4 AAH AT A=) Ao
Lof A= P2 BAH R Fou|gt Ak Ho|R] o
Ry = -.00 p=.93). W&tA] 7Hd 4= 71ZH= Q)T
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Table 3. Result of the confirmatory factor analysis

Dimension Items Standard coefficients C.R AVE a

Most people trust and respect the US Men's National Soccer Team .86

.. The US Men's National Soccer Team can be trusted because their
Cognitive e . .88

Trust abilities are exceptional .89 73 .89
I believe the US Men's National Soccer Team will be successful at the 3
2022 FIFA world cup '
The US Men's National Soccer Team is interested in fans’ opinions .88
. The US Men's National Soccer Team is attentive to the feelings and
Affective . 81
emotions of the fans .90 75 .90
Trust
The fans can freely voice their opinions and concerns about the US 91
Men's National Soccer Team and I know they will want to listen '
I will continue to watch US Men's National Soccer team's games in the 91
future ’
Reviewing 91 7 %
Intention I am willing to watch the US Men's National Soccer team's game .86 ’ ’ '
I will try to watch a US Men's National Soccer team game .89
I will not give support for the US Men's National Soccer team 92
Switching  For the time being, I will not watch the US Men's National Soccer 38 » 20 %
Intention  team’s matches ' ’ ’ '
1 don't want to think about the US Men's National Soccer team .89
I already consider myself a fan of US Men’s National Soccer team. .86
Team I would feel a loss if I had to give up being a US Men’s National 35 29 7 29
Identification Soccer team fan. ’
Others recognize that I am a big US Men’s National Soccer team fan. .86
S SNl ZHET o] A% S AL ol A%HSe] 1T
91ol4o]7] uhiol] ol A7} HEale g Hu &4
TEGE RN REAFS BPE AT 2 o5 244 992 R0 BN IFOFI I 1A
o] A] HO B3 B A5 tkZ A TkEA]
o e 722 F9 4ok B E= 4 (Multi-Group 2 =4 X7} 917] Wl &Zo]|tkFitzsimons, 2008; Irwin &
analysis)f ARGl AHlatent  yieclelland, 2003)
Moderated Strucural Equation Modeling). & 90| ARz ATZEAA] Tgo] ATl 204 37} uhy
Ae AAREHAN 024 © FAAT} XA - YA &A= o ANER=Y|, o= AAAITEE 901 TakelA] 9ke

7F A Q] ot HEkO o) vl A= JFE Eok=A] & 2 W7 238(Model0)T FAIAFSAL Q01 Ealet =

=
Aok7] fish 2L T2 YIS 28t Btolt HA 2L 25 HKlein & Moosbrugger, 2000). A

SARES B9 B S e AR AN R H EUT g Ao s A e 091 B e 7Y
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9] Hx AE FriRitt &\ dAlolAE S
28 2912 Xt HP} IIohA] gk HEPO] L]
(Log-liklihood) %2 ¥ 3ttKKlein & Moosbrugger,
2000). ©=¥](Log-likelihood) H]aE Edf A52-8-S
3R B9 Fro] B 95l ol & e 4= ik 7

A A4S 288 1S ZHotA] ok o] A2 oA Tk
SIS ACoE yehgth ol we, fkHl AR
(Log-liklihood ratio test)& AAISFHLE 1 A3} A2
|4 A Bgo] BAF O R L3t Ao = YETh
(D=29.19, Adf=5)

A3 BAA% QA F FAA) JEAE

Table 4. The results of hypotheses testing

T A= SAH R Fefuet FF2 wAA %
K= .07 p=.14). BAHA} & SN 4528
G Al XHTJFD‘@EOH Fojulet J= UIXW K=
.03 p=.52). ol F ¥a7F A vAe dF=
R s o}xl FokE QuRith. webA 7Hd 5946
2 714 0. AR FUA S e Ag e A
oo FAHC R FouFt FFZ WIAA EHHy=
-.08 p=.30). WA 7Hd 72 71ZHE Qi) A A4l et
g 21| 9] AT AL G2 Aol o] §-0]u|st GRS u]
k. wEpA YA Aot deto) o] HAE o FAAI7L
AT ol sHE 7 82 A E QI

Path Standard coefficients Standard error t p value
H1 Cognitive trust — Re-viewing intention 31 .08 3.89 p<-05
H2 Affective trust — Re-viewing intention .29 .08 3.62 p<-05
H3 Cognitive trust — Switching intention -21 A1 -2.27 p<.05
H4 Affective trust — Switching intention -.00 A1 -.08 p=93

Table 5. Team identification’s moderating effect results summary

Path Standard coefficients Standard error t p value
H5 Cognitive trust x Identification — Re-viewing intention .07 .05 1.45 p=14
H6 Affective trust x Identification — Re-viewing intention .03 .05 .64 p=52
H7 Cognitive trust x Identification — Switching intention -.08 .08 -1.03 p=30
H8 Affective trust x Identification — Switching intention -20 .09 -2.26 p<.05

g 20| BAF AR AolEe] ()] FIFE vl

=< LﬁHH ?ﬂ_ o] Al=lof] ofl oA &
4 1 22o] it} ATALE vl

AFZO| QIR ]XW::]L XH _,]Eoﬂ A(+)9] dsFS
5} 7100 seisteiete eke] Seo] gk A7t 9l
€ W AEH s V1S st JX]EE et A%

AR =L Jirto] Z7of| shefge et ko] A A A

42 590 the A71E Tl e 9 s w0l AE U
ERgt. 7Hd 13} 29] AdR= A7) A8]RF 2o =E §F
A7 IS Boj3Ed Keh & Xie (2009), Becerra
& Korgaonkar (2009), Qureshi et al. (2009)%] 72+ A
WSSk Aot} TR, WMol gt A] AB|REY] Q1
A A - AR ZAZ7F Aol 44 JekE rlHo
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3113t Park, Lee, Hong, & Lee (2009)9] 9719} -3t
Zifold, 2Rl AHRY] §EEO]  disfA At
Punyatoya (2019)9] Aot 5UgH Aijolr}. AH|ATH
Aot ABRLY] QIAA-AFAAALZE A3t Johnson &
Grayson (2005) 9A] JIXH A9} g4 A 418 B ol
== vjeds Akl 384 gk vHT Bekd 1A
A Aul2of s A7t Choi & Choi (2017)2] A7-llA]
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= "F 7149 AR ARl FR7H] el AR S
g0 2= Fagoll sl A8t Moon & Kim (2016)2]
AT Aol A= 1R F4lget FAAAE= S0 3
A JFS vA = AR e,

o|2{3t A¥t= it AH|A AuE HEstEE e AR
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2| TAIE Bohtd BR7F Qi A ZAIZEE =0]7] Sl
Ao Folu EHE 5 "ol 7R AE 43S A5H
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HR50 & Qs B4 oJAkAEo] o] FofZ|1L YA] ¢
. W, SNSofli= A= ek ofHRt 57414 o]9] glo]
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23X 20| QIR HAIFE Agto|rof H(-)9] FaFE 1]
At o] 7H sEo g A== 7] s ek,
AR =0 F SlofF Uy 715 7IHioHA| gHo=m Heke]

Z AAlok= A7} Q). of= Bl 4183} AH|R} 3
%9] IAIZ A3 Sweeney & Swait (2008)3 FUst A
- Zijolt},

AF =IO HAHAE = He ol Fofgh JFS v|A|
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Aot QAAAAIZ = FEHol| FFZ HIFANE A
AAEs FFE AA g A4 AT Ha &
Nam (2015)9] ollAl= JAAZAIE T Ao H-g-70l
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A= FAFolRt © LA 2E RIS Hol= 20 = YE
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AL st} A4, o] At Ax=dof|A] dfufFES A=5t
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