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The purpose of this study was to examine competitiveness of sport product companies by brand
origin in the Korean market by analyzing attribute evaluation of sport products, brand equity, and
purchase intention and their causal relationship. Competitive sport brands were selected in global,
Japanese, and Korean brands by a pilot survey. Then, this study selected a population participating in
sports for all, elite sports, professional sports, and leisure sports and 498 effective questionnaires were
secured. As a result, Korean consumers for sport products evaluated global sport brands in the highest
level, Japanese sport brands in the moderate level, and Korean sport brands in the lowest level in the
evaluation of attribute evaluation of sport products, brand equity, and purchase intention. Moreover, the
evaluation of participating types in sports for all, elite sports, professional sports, and leisure sports
showed the same result in the order of global, Japanese, and Korean sport brands. Global sport brands
had a sequential causal relationship from attribute evaluation of sport products to brand equity and
purchase intention and formed a consumption behavior model that attribute evaluation of sport products
led to purchase intention. On the other hand, while Korean sport brands had a sequential causal
relationship from attribute evaluation of sport products to brand equity and purchase intention, attribute
evaluation of sport products did not lead to purchase intention. Finally, it was confirmed that global
brands such as Nike and Adidas had a high market position and Korean sport consumers’ purchase
behavior was determined based on information of product attributes and brand equity.

Key Words: sport brands, competitive advantage, attribute evaluation of sport products, brand equity,
purchase intention. KISSW
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Table 1. General characteristics of participants

B AN E dE2A @4 AFEH Bte 3 Description (PZ:;S) Dl;ﬁﬂ;z?t/;) Cw*(!;jé)‘ﬁon
Ao ~E2BAZE A] 98 201549 39 293 At el
Bl 349 3097HA) dalAd sy 2B s ek Abd S Femle 169 339 100
Ab & ﬂ%ifwﬂ, /\Pﬁéﬂkﬂ]—t— dPEAT = F71A} 20s 220 44.1 44.1

50%, AgA&AE=2 A7) 489, dukax 2 37kA) Age 30s 153 30.8 74.9
487, % 146701 A okgel AHIZA B4R -
EddAdle @A 998 ES ot SlE 49 =2 Education University 335 673 91.0
2 A¥2dAC (Yol7], ojjtis, Ful gH) 37 Graduate 46 9.0 100
o] dB AyzHAC (o}~ H=yw HAE) 3749 Income = 2.00 219 44.0 44.0
B ATZHAC(ZRAdA 2T AH) Z 99 (Unit: igiigg 17039 ﬂg ggz
AR 7P A5 2 2HAE 1302 HHSES 3 Million 301350 3 64 87.0
dr}, BAAn 22y A¥zddci o]y (749 Ii;fr;n 351400 24 48 91.8
50.7%) ofCithe: (517, 34.9%), Y& ~¥28dc 2401 41 82 100
= o}l 2(667, 45.2%) W1 2w(54%, 36.9%), B3 Partci- P Z‘;rojt“ b e

s ti
U= paion b sport 126 253 73.5
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(494, 33. 6/)a ‘3&21 2 7MY MEsle AxzB TIPS | e sport 132 265 100
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Table 2. Composition index of a survey and operational definition

Description No. of Items Previous Research Operational Definition
Personal characteristics 5 Sex, age, e.dl.lcat%on, income, and -
participation types
Attribute evaluation of 4 Kwon & Hong(2006), Beak(2000), Sport consumers’ functional and expressive
sport products Park(2009), Jung(2011) evaluation perceived after purchase
Perceived quality . Consumers’ general quality level
4 Ha(2 hoi(2
of brands (2004), Choi(2009) perceived on sport brands
Brand Srivastava & Shocker(1991), Choi(2001),  Sport product consumers’ royalty level
B | 4
equity rand royalty Beak(2007) of sport brands royalty
. Netemeyer et al.(2004), Jung(2011), . .
Brand image 3 Kim(2014) Association of sport brand attribute
. . Jung(2011), Bae(2012), A level of using sport brands and future
Purchase intention 4 Cho & Nam(2013) purchase intention
Total 24 -
EAPET RN,
BYUEAYE BAES T BAES o D 4o
A=k AL AP 93 2 4=
= 0&%?]3—111 = 4 001'7]5'? H /\]—}O %Hﬂ}_/\]';:ll: 48y 7 q o }7‘1 (Aaker 1991) B oj_*lj_oﬂ}q AN
515 & oA E 23 5
:ILZ‘_?‘Q; ?E‘Xl%}‘i 7 1:]3‘1 —|E> }5\‘\:2—% (3 a‘jc"ﬂ g, o vl gg Audel BAXE ougt} E
g, FY, FoARd), 2x2AF S 457, B 3 BaAEA A 4o AR o 2 o AFA
T 2}AL 2 (B X7t EA AR3 HiUdlto|a - - v
. 1 A= e 429, B 1 1524 o) et gel7t glom, & ATdAE Keller(2003)
st "o 3 o s =
£Y, BUSel] 3EY), T ASY. 3 AUE g sasas 2e 9 TH049% Jung(2011)
go g AT 53], B At dEA = 2AMY o APAFE smoz HATAZAED Bl s
o o7, et oz, cu:«uc, 27

b
o
o8
ﬁ&
II
g
"
_>|“_I,
rE s m

%%‘%3} %’“74]5] Tjr O}Eﬁ A J
g 718 Axes AE opyt 148 oA 1%
YAE (Likert scale) 58 AEE AHE-319]
of FAARI W& (Table 2)¢ 2t}

2 AP 2E2AF S 7= AR 47t
2¥2HPES Pl & AL o) F A 7ee
AEEA N e FrpEAN AFE2AF gk Akl
5 AEE St 24E B Qi) ofd £
AT+ Beak(2000), Kwon & Hong(2006),
Park(2009), Jung(2011)¢] Ao 2188 A

)
BRGE £ 0S8 57, 26 444, U4

=, BiEonx 2 H?/HEZ]—/;}% 2489
A, EEHCZ]ﬂ-*L ZAL ~Y2
7} AZse

= E%E 4 =4, 457, Y59 B
de F4, 93 HAs FAVYY] 45308 743
At BAllco s e aHA} 7ML e AE2E
ol tigt R EE eJulolH, Srivastava & Shocker
(1991), Choi(2001), Beak(2007)9] AEE3S
g-Bgksto] Hle Hs HAlE 2&Hold HAE oz

2¥2AFe BHEALE oulsty | Netemeyer et
al.(2004), Jung(2011), Kim(2014)8 AE23+&
T -Hgete] Heolg, BlEAlE] B ER]
3Egoz A8t
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FolelE
£ ol Frisleet 2i2aE L) 9
53} A9 yroz 2EaAFd da ol EAE 3

P ZH"TLUHQEE ofmsta ek, oldl & AFA =
Jung(2011), Bae(2012), Cho & Nam(2013)¢] A
FATolAM AHEE AT 74 Bt AEFA

A, AE A, AE AT, AF ASFee
4—5’:2% o2 P

2 AFqaE FeAd  29EAM (confirmatory
factor analysis : CFA)% S AEEde] BedS
gt &4 8AdEAdA = RMR, RMSEA,

CFIE .9oVds A= 7]—ni A tHKim, 2007).
ob&e] ¥ AFdA =L Cronbach's ¢AlG 2
AAE = (construct reliability) S &-&3ste] 742
°lg] AFEE Folslgdon 71802 Fornell &
Larcker(1981)7} A|A g Fa#AG2 AlF#k AVE
(average variance extracted)? & &3l WHE}
s gelstsitt.

o= =

&M QolFAM A}

2 AN 2x2AF $4%97t, BREALEA,
B ax, BHllzolux] Fujexe] 57 89l
ek gola eolBA A= (Table 3)3 2t} EA23}
ﬁ}} 95 RMR=.014, RMSEA=.070, NFI=.947,

=954, CFI=.962% Yely 7|5 25 4

NFI, TLI, CFI¢] A= 255 &835te] eld < & ﬁa}_ﬂ A= Aoz YT o}&# Cronbach’s @
dstglem, RMR, RMSEAE .08¢]%, NFI, TLI, AGS Fggek N e BNAT ~¥24F $4%7) 931,
Table 3. Confirmatory factor analysis of components

Items St%r;?iaégléed Um&?idgg?ézed SE t-value

Attribute evaluation of sport products( ?=.931) construct reliability=.966

1. OO sport products are durable. 832 1.000* - -
2. OOrs sport products are stylish. 894 1.116 044 25563
3. OCOrs sport products have a comfortable fit. 926 1.089 040 27.087
4. OCrs sport products have good design. 871 1.053 043 24474
Perceived quality of brands(@=915) construct reliability=.962
1. OO brand has high quality. 879 1.000° - -
2. OO brand has excellent quality. 900 1.014 036 28355
3. OO brand’s quality is better than competitors’. .790 871 039 223227
4. OO brand is expected to have consistent quality. 843 928 037 25065
Brand royalty( @=933) construct reliability=976
1. 1 prefer OO brand. 860 1.000° - -
2. 1 continue to use OO brand. 897 1.100 040 27480
3. T have royalty of OO brand. 880 1.127 043 26475
4. 1 recommend OO brand. 893 1.081 040 272217
Brand image( @ =.885) construct reliability=948
1. OO brand has originality. 790 1.000° - -
2. OO brand is reliable. 888 1210 055 21.920™
3. OO brand has value. 872 1.137 053 21.499™
Purchase intention( @=.931) construct reliability=.975
1. T will select OO brand’s sport products. .845 1.000* - -
2. 1 will purchase OO brand’s sport products. 935 1.170 041 28.705™
3. 1 will repurchase (OO brand’s sport products. 906 1.104 041 27.122™
4. 1T will continue to purchase OO brand’s sport products. .834 1.044 045 23466™

Measurement model fit

2 ’=484.695(df=142, p<.000), RMR=014, RMSEA=.070, NFI=947, TLI=954, CFI=962

Note. *=Fixed aslin the analysis, p{.001
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HAeAZED 915, BATo|SE 933, HAl=oln||
885, Ful9= 9312 YERY Nunally(1978)7} Al
Algk 7001739 7155 TEAIT L e, AidRlE =

EF U8~ 97602 ekt Hlmd 12 $591S BRI

o} EdlE].I:HH =] A-|74 —||_

[

ATl = (Table 4)9 o] Z¥EA AlF 4kt
AVE«] HluE E‘éﬁ J*%E}%“é < lstglen, 2 2n

v&@a}%@q 7129 AT AFH(.297~ 470)
VE(.860~.911)7} e} 2429 7+ %

thlr%Aéo] _‘2. §_|]_o o]_odr/]_ 3k :l,L/\chJ)_?_] Zl'g/] 2}
#A#AA 7} 8003tz JER} 2T A BAE Q=
Ao vepgd

B2 Ao 27 A2 SPSS Ver. 18.0 SA#7]4
Z2 333} Amos 18 T2 o] &3lo] A E HAl9

G EAEA (one-way ANOVA), T2 2 28 &
A (structural equation model)°] &9},
A7
Ha= QAMX|Q} FHIIREY AZXHNE SMTIE
HECXIAL PO 2| XIO|2A A0}
BAE A A¥2AE $4%7F HlAsA
TFojeze] zolE A% Ade (Table 5)9F 2T}

BAEI 2Z2AF 547
BAE o= (F=1184.804, »(.001),
A(F=870.456, p{.001),
Tl = (F=1112.150, p(.001)
= A8 BAROE F9I% Aolsk et
2ExuYEe) Bl

2X.001),

Aol A& RE Q

RE QoloA FEY A

H#ltoln

——

7HEF=594.197, X.001),

BH=AZtE

|PA](F=865.646,

SR

E 7(1

oA

B nte} BAAY o, AHE SAVHe R % =7 Yehgthe dojn, d¥ A¥xsice
HI=24 (frequency analysis), “dHAEA (correlation B 22 o AXzHAEE oo o 2o 3
analysis), 214 8214 (confirmatory factor analysis), o] vehyt}
Table 4. Correlation between factors

Variables M SD 1 2 3 4 AVE
1. Attribute evaluation of sport products 3.46 .63 877
2. Perceived quality of brands 3.37 57 .659%**(.434) .866
3. Brand royalty 314 53 574%K(329)  .665%(442) 911
4. Brand image 337 59 .686%%(470)  .651%%(423)  .623**(.38B) 860
5. Purchase intention 319 53 595%%(354)  545%%(297) .675%%(455) .616*%(379) 910

**p{.01, Figures in the parentheses are squared values of the correlation coefficient

Table 5. Difference in attribute evaluation of sport product, brand equity, and purchase intention by brand origin

Attribute

Brand Equity

Evaluation of

Perceived Quality

Purchase Intention

Sport Products of Brands Brand Royalty Brand Image
Global brands(n=498) 4.44+58 4.42+58 4.42+.58 4.50+.59 4.46+.59
Japanese brands(n=498) 3.45+.89 3.38+.83 3.07+.93 3.36+£91 3.10+£.92
Korean brands(n=498) 2.49+1.11 2.30+.94 1.92+.86 2.25+.99 2.00+.90
F 594.197*** 870.456*** 1184.804%** 865.646%** 1112.150%**
w SR 9H 5B B 9

Note. MGlobal brands @Japanese brands

@Korean brands, ***p{.001
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Table 6. Difference in attribute evaluation of sport products, brand
equity, and purchase intention by sport participation type
Description M+SD F Tukey

i Global 4.46+.51
Attrl‘?ute obal 153, 0>23)
evaluation of Japanese 3.28+.90 775805 @503)
sport product Korean 2.40+1.10
Global 4.53+.48
o 325 D>20
Brand loyalty Japanese 2.96+.08 g7 (253)
Korean 1.93+91
i lobal 4.46+.
Sports Perc.elved Global 6+.55 22 120
for all quality of Japanese 3.21+.81
Q73 %%k ®>®
(n=110)  brands Korean 2.27+.94
lobal 4.56+.4
Brand image Jz? e?::se 323+ 8471 248 D20
2 p T 934%*k%  2>Q)

Korean 2.23+.93
Global 4.49+.57

>
;ﬁ:ﬁ?gg Japanese 2.99+.86 7577:* N %S@@
Korean 1.97+.92
Attrlt.)ute Global 4.59+.54 165, A-03
evaluation of Japanese 3.51+.97 Bl @53
sport product Korean 2.49+1.15
Global 4.56+.52
o 326, >0
Brand loyalty Japanese 3.15+1.01 8**t @3
Korean 1.91+.90
Elite Percel.ved Global 4.55+.62 24 (03
sport quality ~ Japanese 3.43+.92
26(%** ®>®
(n=130) of brands Korean 2.24+.99
Global 4.68+.46
Brand image Ja ;)n::lse 3.42+.98 257. (>0
2 p T 249%%%  (2)>(3)
Korean 2.21£1.05
Global 4.63+.50
Purchase oxa 338, @M>2Q
intention Japanese 3.02+1.06 73550 @503)
Korean 1.88+.89
i lobal 4.51+.46
Attnl?ute Global 204 1520
evaluation of Japanese 3.67+.80 BT 250
sport product Korean 2.35+1.15
Global 4.39+.50
Brand loyalty Ja a(l)n:se 3.44+.79 7. 129
Korean 1.92+.83
Pro Perc.eived Global 4.48+45 269, A28
sport  quality of Japanese 3.66+.81 149k 253
(n=126)  brands Korean 2.23+.97
Global 4.56+.44
. o 324, @0
Brand image Japanese 3.67+.76 0545k @3
Korean 2.19+.94
Global 4.45+.48
Purchase :l)nease sy o X208
intention P T 873 (2>(3)

Korean 2.01£.90

Attribute  Global 4.19+.71  99.

>
evaluation of Japanese 3.36+.85 948 ®®§>©§®
sport product Korean 1.01+08  ***
Global 4.22+.78
ooa 189. >0
Brand loyalty Japanese 3.12+.95 13795 20)
Korean 2.37+1.02
Leisure Perc'eived Global 4.21+.61 252, @D>2Q
sport  quality of Japanese 3.21+.70 114%%  23)
(r=132)  brands Korean 2.44+.87
lobal 422+,
.~ Globa B oL 20
Brand image Japanese 3.12+.95 895*+% (253
Korean 2.37+1.02
Global 4.30+.74
Purchase :nease 20191 215 (1228
intention P e, qo 064FFF(2>Q)

Korean 2.15+.89
Note.MGlobal brands @Japanese brands @Korean brands
**p(.001

T3 I AX2AF 497, Bt
TujelEe] Aol RAF A= (Table 6)% 2ot
PNAY AGAGAER, ALEATR TRATE
Artazz A B FUs 22 2x2HAE
o 2ZZ2AFE £4%7E BAEAY, 7o g E
Bkt QISlL o R 4 AxaEdes A5
~F2BAE o Ueth 53, AAfdEE &
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>~l

e

99 A7

J24 BP NS AAEE L

A (Table )3 2tk #4247 22
=8== RMR=.026, RMSEA=.078, NFI=.914,
TLI=.922, CF1=.934, ¥& ~¥=Hd==RMR=.061,
RMSEA=.078, NFI=.948, TLI=.956, CFI=.962,
g A¥zHdi=E= RMR=.078, RMSEA=.079,
NFI=.938, TLI=.944, CFI=.952& Jeh} =F
A FE At dglen, ol F2UH A RYE

[¢]
A& Adsldl F27t flas HolFa dd.

LolE T

ot 2

e o
> g

i i

sy

i
L
L

;s

Z:‘T}Jﬂ% g7k H?JL.X] EJ(L‘ 12.610, »X.0
2EZAFE S Baleol s (£4=13.880, (. OO

2EZ2AE 99719} Balsoln|R](¢=12.770, . oo
Bz el Fufel=(£/=8.890, p(.001), E

Table 7. Goodness-of-fit of the research model

o

olm| A9} T =(£=1.963, {.05),
7kt Foj e = (£=3.419, {.001)9] #ANM 5
OF g A (+)9 AAHAT}E Yeuket,
Loz JE ~¥zHATE= /\Eixﬂ%— &X9 719k
BA=AZAEA(£=17.908, K.001), 2Z2AE &
437kt BEo S (4=17.400, X.001), 2¥=
AE &9%7ket Blson|#] (4=18.062, »{(.001),
E%E"Hi‘i@r Tujel = (t=10.037, K.001), =X
(t:3 894, p(.001)¢] #
+)9] AFA 7} eRST

"”4‘:" 12X ZAF £49%

AXZAE &

A%

A

2 of

— T — T

T = (¢=14.865, 1. 001)

& Zou]A|(¢=18.877, K. 001
%9 % (£=10.151, »(.001),
oz ¢} Fule® (t 5.012, »{.001)9 4741011*1

2 o H(+)9 AHA} ST
Jev 22 Axz2HA N Bl ZEd

RMR RMSEA NFI TLI CFI 22(df) p-value
Global brands 026 078 914 922 934 586.182(145) .000
Japanese brands 061 069 948 956 962 490.329(145) .000
Korean brands 078 079 938 944 952 599.781(145) .000

Table 8. Path coefficients of the research model by brand origin

Hypothesis Test

Research Hypothesis

Global Brands

Japanese Brands Korean Brands

Estimate t-value Estimate t-value Estimate t-value
21 Aribute evaluation of sport product 720 126107 780 17908 683 17.788"
perceived quality of brands
212 Attribute evaluation of sport product 783 13.880"™ 230 17.400° 533 14,865
brand loyalty
213 Attribute evaluation f’f sport product P 12.770° 807 18.062" 699 18,877
brand image
221 Perceived quality of brands -013 -202 178 23000 007 143
purchase intention
222 Brand loyalty — purchase intention 509 8.890"" 537 10.037™ 462 10.151"™
223 Brand image — purchase intention 137 1.963° 104 1.391 305 5012
23 Attribute evaluation of sport product 365 3419™ 452 3.804" 065 o

purchase intention

*pC.05 ***p<.001
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Fig. 2. Path coefficients by brand origin
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A=
H a¥zHdEe) P =g A 4 Tk A1d

dtets ARt de AFZTe Y (Park et al.,
2010; Steenkamp et al., 2003), FA 1960dtH
o) A%How nusel AFTule QWAL
B3ste Adol7|= dtH(Han, 1989:; Han &
Terpstra, 1988: Han et al., 2011:; Hulland,
1999). ®& A&k 2HAE fAlshe dEd o
geol 9, ole 22 AFY dFH& AR 9
Aol "o A7e= Ao7b vk (Ural, 2008;
Turner, 2003). o|&|gt A= thekgt #M o] 7}hsat
WA B Aol e thad 22 Al 72 GAelA
=95tz gt

AR, QAAE AF 27 E] S4]2jo] o]

= =
ﬁl‘jr £3 ] Ergm & Akbay(2010)& <=4
dste S717F AEQA T} T4 2

1, Pitta & Franzak(2008)= =24

© 77 F43 AR gl o
Ozsomer(2012)% AH| A7 224 HAllEo| QA9 3

2 E
Aol tha YA A4S 4 S 228 BAES)
Folrbsgel gt S, AT 4% 2E2
= AU Ao B 2 ] W

ol W Hilleaty Pujdeg 2 @ F
%%‘Qﬂr EAo] a2 AZE AR A B9 AFE2H
9 =2 AAYE L FHslE= 99YU sMEAo] =t}

7, 89 ~xxvdso] FEdy SHolt

iz
™
Aoy Hu Dé*éi}l‘ioﬂ °§?’2}% 0] 2w
(Safarnia et al., 2013), EHE F2HAo] 34
2 A =g =(Batra et al., 2000), A3 A A4}

(Holt et al., 2004), HH:A=E7 (Johansson &
Ronkainen, 2005), H%E%‘ﬂ(Dimof‘ue et al.,
2008), &H]F=°](Yu g, 2010) Soll 9FE |
A& Ao AAE 1L %11’/} 573], QYPHTEH oA,
nzyol 28 JR AxzHicE SAF T TX,

o, MENE, BT 5o FRAN FF we sE2
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&5 FEAKL, AN o] & HAES] ]S
3499 A=s 2REAC] grd deoltt. A5 2=
W oy2zHdioe Y AYZHAEY] £ AT 2A
FAAER, B, FujolEe Al 6
9 ~xz=HAEe FRYYo] JE3 AP SE 2
ofF 3 glch.

AR, af<l

AX2HAYPE )} = AX=2HYTo H
e AR o] Q1A atololtt, FAA 0 E Keller &
Lehmann(2006)< 7199 wiAE &5o] BR=apit
GA ol G2 w3 o]} gt B =R A Tl
o} e Pded sQow dZddgn s, Eot
Cobb-Walgren et al.(1995) & £& <9 BA=at
AR 2n|zke] Al FA St FujeER o]ojZitka %l
om gl NPAFor] Bl LAk A FH7HE
Y3 N2y UE AT £ AT RE gy Has
Bodte 7lsE 7 dvkn i tH(Tran &
Fabrize, 2013; Na et al., 2008). 2=, 2 dA+2
Ho| A gt AX 2227 Q1A GtE W e =
A 2x2BHE A 4Lt LGS o] Boux

mlm

=

HEE QAMI|H AZXNE SAMEI}, B =XHA
TOHe|=Q| ZHA|

oA a2 AXAHAEL Aud oz 27
H Aaxzsdied gigt 342 HEE /A e
Aoz Yeyton ols AxzAF £4%7t B
“apt, Fujo R ooz A ARRY o] TH
il Qith & B 3o FEH A=A F it
&9 717F B szt A3 Al FFu 2 o]ox
SRy A w1 oo ol JgS nAE AL

2 YERs

ol¢} At HPATolM e AEEH2 o] B
%E ]. ] ol ng:ﬂ}:g zskA}A]z_:] _/,: OL‘:_ Qo ‘} 9o

/\o]O vk

2YS WL (Ambler et al., 2002; Konecnik &
Garner, 2007: Sheng & Teo, 2012), %3t Wang
& Chen(2004), Pitta & Franzak(2008) 52 A
FelA 22 BAHE] oHle 58 AlFE47 AL
Aol WA ZAS L 3o, Ergin & Akbay

(2010) &= =29 AFl gt FriE7]d &S nA
€ 890w AFANY, BA=A, F4, 7K T= Al
Alstgth. 53], Keller(2003) € BA=#e 7t A A
fr&e] a2 Ao F4 58 dste T
22908 W3 Jed, 2% AYATEE 97 2%
Z28F A FoAM 22E Ax2HRE] Ao 53
F49 AFAN BA=AN Gust dFoleke
= AFAIAE AAst i

:_}gj 24 A¥2HYCQ] 3 AFxHIrE=
& A7 BAsakE SEeta gla, azlE
&8sk Fufel e ko] FAAR WA A HEA R

sttt o]ek Tt Safarnia et al.(2013) |
2Hzte] 22 B FujeitMdA 24 AlF
o e st FEAY Uﬂ =224 Hill=o Eﬁd EH
7t 3L E A Ozsomer(2012)

==
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g Agse 24

(Cheng & Chieng,
2006: Sheng & Teo, 2012), AHAZRE Lol
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23 249o AT W(Creusen & Schoormans,
2005: Ergin & Akbay, 2010: Safarnia et al.
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