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PURPOSE This study first investigated how different types of sport team logos
(emblem vs. mascot) influence consumer behavior through warmth and competence

and then examined the moderating effects of consumer characteristics (gender)
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and contextual cues (perceived competence) on these relationships. METHODS A
nationwide sample of adults age 20 was selected using quota random sampling
based on gender. A 2 (logo type: emblem vs. mascot) x 2 (gender) x 2 (contextual

cue: high competence vs. low competence) experimental design was employed,
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with participants randomly assigned to each group. Confirmatory factor analysis
(CFA) with Mplus 8 was employed to assess the measurement model’s reliability and
validity, and hypothesis testing was conducted through structural equation modeling
(SEM), measurement invariance tests, and multigroup SEM analysis. RESULTS
Findings indicate that anthropomorphized mascot logos, compared to emblem
logos, generate more positive attitudes and psychological responses (warmth and

competence) to the team. Gender’s moderating effect on the relationship between
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logo type and consumer perceptions (warmth and competence) was not significant,
but contextual cues’ moderating effect was partially significant. CONCLUSIONS
This study highlights of perceived warmth and competence’s crucial role in shaping
consumer attitudes toward sports teams through logo design. These findings offer

meaningful insights for sports teams and marketers to optimize branding strategies
and enhance fan engagement.
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Holegle 9= 70 9 BERHEE 93 B, 8o, A4, AR,
52 ol2fgt AEY 2FE FEct= 22 & FYHtMuzellec &
Lambkin, 2006; Williams et al., 2021). SHAloA&= a3#0 A
2= ¢ Hilgo] HAE QIXE W HIWE o[u|AE FFAIA Al
olx9] BAL-LAE Akt Hnt ofye}, Axzx WEFO] HH A
25 91 FAH s FAote] BERHE FHEE Y 5 W
ool 1= 4Hbrand equity)& BAote 2R oA
tHMaderer et al., 2018; Yun et al., 2021).
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= AHIAE AH|RPA FEsHA Q ”*] 7]
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FE 5O JEdor AN ANE Y 2UL AXE g Hyc
9] 7H <ol He 840R; A HIAARA Axz O o]v|
A& Z2Aok= 583 8409 WSO AEK7T} of2-S YA A &
UE TR uAY M2 o]t Rose et al., 2021). oJv] &
2 Ax2 HRA)ES HIEY BEAHEE dHsietAY o]
A(merchandising) 4 —]—.% Aasles BHdor 7|&9 2uE W
Ast7]= SFH(Ahn et al., 2013; Walsh et al., 2018). °& €91,
20249 g3} o] F A T 4O—Zr 4L ghol |22 275 Z3H H
AHE ofoldig e g AR FE FEO R WEZcIA ok e 9
Ag HoFgom, MES & 58& UH(Lee, 2024). E3, A
FCE 20254 3¢ Ao 12059 BAOlA |9 28 S 0=
A9 12 YEr7] flste] AEAl dARIE AEHS AR Y oF
olthKim, 2024). o|g% & tAQlE ¥ 21 "o A =E =Y
4 UL ol gt B JfAste] ' BHE A4S =0]7] o]

g 2o A4dst 7]oE T 4= AtH(Luffarelli et al., 2019).

Axz ] HYo|A 2119 F2/44E AAeHL FE2 HollA A
2 21E YARIsH: Zlo] Iut]l npAE o] HeolE &
Total, ARz § 27 ARZ AH|AEOA WA= Gl #et
= AF3] At olci(Williams & Son, 2022). A% ZZ|(H)
2o #HH 9 A7 E2 222 RS PA T DA UFC)
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E H95ke 845 I A0t Y= DRSS 2O HEY B
17t AGZAE 845 AHH o Hol motstal Qlokal B 1ske]
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el holAl vl (PRI Wt BA(RSW AN
£ A5oke o 2 240 otk olB HigoR, ¥ gyt Anz g
BAYS BAY J|E A7 23 U 0|25 I FA &
& A7E A% AR ol 2H ANEE ATFL, AIAY Axx
Y By A ol 9% A8H ANEE AT 4 Ak Hol
A o) 7.
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grtgoR Axz ¥ 2rE AEY P vfATE FHE L&
Het AEFolt Ax = g9 ou|R & 2P A= v|otH
(Yoo, 2010), WtAZEE 22 vhd(mascon)oll4l FeiE o2 A
dd 5552 E’—EH 2xz 99| HAYE EdH(Lee, 2021).
AYAFoA = HIATE %EH—/] Axz 9 27 A4 34
5t7] diiZol WE9] A wt 7HA 21 452 7HKo et
al., 2022), PHAE 9 AH|R} ofo] 2 Ao A= 2lst
H 2371 Wby iAol et 2P ARl AaE 7HME o okl B
5k UeHLiu & Wang, 2017: Puzakova & Aggarwal, 2018;
Puzakova et al., 2013; Xie & Wang, 2017). ©]2|3t A A3=
2 E4 ZAAZA(boundary condition)o] WetA & Fef] =
17t BIAY 4= 9low, 7] ohE 219] FHl= Adoldt A
HAUSS ol 48R 5ol FFE vHtHs RS AARIT o]
gk oA, 1788 W8 3P (stereotype content model)>
Axz g 23 FHo Aapgof et ol HAUESS At
AT f-83t o] 224 Eo] & = Utk

I1HTE W B2 7ol £ AA(A: BEAE)E AT o
A7 E4& Foiste AS 75, olg 9lsteta xAqt
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(efficacy) 52 ¥tgdsth(Fiske et al., 2007). o|&5t & E4J9] =
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tH(Liu et al., 2018).
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Wiek 3lo] SHIEiglch. ofefat WGl A%= Yol dllsty &2
TEATE)NE BERE 5T B BE] Wgo] FHHA o

2 )8 Ao Andc Hebd, theat 22 /e Agstar

7Hd 10 JEFT} vmste] ntATE 2
E3) dol gk elzol 382 G WA Holtk(A]
o gkl uf i g 3.
74 2: °él—§ﬂr H|wsto] HEATE 23§55 competence)
< 55 "ol it mo] A0 JFS A Aot
(A" 5o wAET).
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Meyers-Levy and Loken(2015)°] wW2®, G437} oA HE A
2] ®a]of|A] ZJo]7} Sk, A3 Q] Aol AH|RRY] Afoljt Y E A2
HAT PSS Fdolr] 2ol APGAESE He2A Hids] &
&9 85 ofy g}, AH|R} gE At EofollA] A4 MR TheETt
(Mullin et al., 2014; Xue et al., 2020). 3] 254 ofi AXL=
Wol S7HR Qe Ax = A I HEL o AX= WS FHG}Y
et ot mHA" A=RE ot Stk HoA Axx E 2N
9] 53} FF oA Agdo] e E|ofof ghrkal AtrE T

A3 oA QU7 "ét&"ﬂ e} 7] g2 AAH 4
o] XgtE|glom, o]z A g gTdolut AT gk A
314 Ql4]of HkF =] o] /oo E}E} Jolgt FEFAS B35t =
tHAsada & Ko, 2019). E3t, 9] ABBEE SAS52 o4
o] 914, P54 Aol AAHA FI(d:
gyoz & Oﬁc}'*i W= gH, 349 A9, 358 42 A
A FAC: 5T A s AujE Tt AATHXue et al.,
2020).

AREH Q1 48[ AollA] o AH[AEAIAE EH ]21(d:

=8 GADEol 7153 82l(ell: f5 dA)ET § Fagt R,
G AENAE 7154 890 AHEo=R T Fasitial 29l
€ v IchDittmar et al., 2004). E3, 0/d2 Bt #A g
o|1 A OoE HFHA ‘ﬂgﬁ]‘h Aol 9lom, o= 9Jlskd B
ANE(A: HpATE) of L=gko] Q1o F&FE vl ck(Fischer
& Manstead 2000). ¥ % JAo Bxzo|n AB/H 07 HHO
Ao, ol 9JRIskE B E(A: vfAF E)S] f-5-3to] gk Q14
o FF= ™ Z‘l‘il'(Eagly & Wood, 2012).

S0k, ool o FFHoIHA A F49 ALLLE Sk A
o] 917] WEo] ojolstEl HAM=(o]: AT E)S WEFO R 914]5
= Aol = W, FA AHRES EA4 01 T S49 Al
A *‘156}01 BHEO] {5 v F5M == Bl ik
E 9Qst= o oAl o et ks, dA0lA=
= QAASHA & A0 E d|SHrt. wahA, e 22
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4 W Bt o WEOIAA H &8 Aot
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4 WE Bt @ WEOIAA o w2 Aotk
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Wetx Ao 2P A

AHNAE 2x2 HO 5Tl HxuA, J A3t A=d o
22 @A (contextual cue)E°] YIS E5H YIS LeEw7] uf
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A" FA7F 68 525 (Cuddy et al., 2011; Wojciszke &
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o] 171 Wil JAFEH TG0l A wHERte] A H k= Rt o
A dA7F el BT AEgol UM R E8E AoE AR
A,

I3y Hess and Melnyk(2016)2] ¢17-of o2
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7Hd 50 o] W2 HEH(E 44 s ) Hoh w2 H(E A
2 Aol A wEgte] "ol tigt gl nAe I3
ol & &2 Aol

7Hd 6: el 2 W= (E 44 A9 Hoh W2 HE(E A
2 st E)elA fsdel "ol Higt gl nAe I3
ol & &g Aol

AF7HA 9] =& vigo g AYH /M5 F3slo] ofefol &
2 AFRFS =E3H H(Figure 1).

A EIErS
(S vs. O 47H) (285

ZIENY
(A= vs. OFATE)

Fig. 1. Research model
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o1 it At FHH o2, A=E oigtol] AA o] ZHS AAlst] AT
ZoxEol A HEst Wk g Agstct

ALAA 9 ALAt S0z, Y 70 A= Ao 1,763,172¥9] dEHES BEH

£ A9 58S 245 Yo A5 200 o) RS ByTO
2 AAgsto] JEE 7|Eo 2 FgRAAREFEEH(quota random
sampling method)& &3 #E& FEoI3T}. &S 528 B2
2 221 AEF vs. VAT E)x2(E) x2(WSFH T4 I /5
3t vs. AR A 2 AFHAE v oR 7 Yoo FAuiA]
(random assignment) H Ut A+ Fofz} =5 ZAs17] {6
G*Power 3.1.9.4(Faulet et al., 2009) AZE ¢|o]& Al-&5}0] &4
2 A9 B4 At Heffect size=0.02, alpha level=0.05,
power=0.85, I =8, A=Wl $£=3, THHA $=3,
MANOVA)O ™, 1 A} 2949 9] & i 57} AA =] e}, wh2hA],
ZF Aol 4079 AFIAE TFoto] T 3208 HEOE At
£ APt A+ FoAE9 Bt Yol 42.341(SD=10.47)&
Uehgom, AAQl AFEATE 542 (Table 1)of AAI= o]
At

re

T 8%

2

£ Ao AHE A=ES AAo] Hoto] Axzx JPst
= 191, BRARE At 191, B A 110] Al =9lskoltt. -
o=z, Iy T2 ofE ZHo|X|(https://www.koreabaseball.
com/Record/TeamRank/TeamRankDaily.aspx)olA A &sl=
T =98 gRlsto] AFER AMET TS AAsH3ith AHF o
2 g oA F IG5 Jh2 A Ho|ATHS-S 63, £95
93)), Afs A2 &3} o]FA7HS-5 13], 225 53]) A=

Rl

2

ol

Table 1. Demographic characteristics of participants

Variable Category n %
Male 160 50.0
Gender Female 160 50.0
20~29 36 11.3
30~39 98 30.6
Age 40~49 100 31.3
50~59 68 21.3
over 60 18 5.6
NC Dinos 8 2.5
Kiwoom Heros 5 1.6
LG Twins 27 8.4
Supporting KIA Tigers 40 12.5
Team SSG Landers 14 4.4
Lotte Giants 23 7.2
Samsung Lions 22 6.9
KTwiz 4 1.3
o below 1 75 24.4
Viewing 1 140 438
F;:rq;e;?(y 23 77 24.1
over 4 28 7.7
Total 320 100.0
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A& 2291 FAFATE 71 FH https://www.embrain.com/kor/)
&l AT RS BHSHATE Hm2 202449 79 2995 H 7
319744 F 34z AP om, BHE A+ Fojrte A F
o] 59 o5& go]al o] & A+ o] A3} HHE EFo SHO
o] o] 7] FobE AS T ¢ JYEF Sileh FAFeE,
£ A4 AHRE AFE2 FAF Ho] A8} g8} o] FA0]7] wiio
o] & ©9] el -5 Frof7t A= k.

AT FoAAES A DANA JATEATHY FHet B H 73
SET T 4 IDQIE: IEH vs. AT E] x 2[WHH ThA 11
A5 vs. AT F bt Jdol 4dE 1scte] FAuA
Hodoh o2 gAOA A FoiRES 2ERICE AAZ AY
A=2E 187 A5 BA6H 2™ (Figure 2), 0% A7 H X
0] 3 Aol 1739 Aol SFEFERA[A, T 75
3 "HEHE, © SYADl SRt SEe] Y AT FoAE
2 ALY FAAQ] At HH-of| g A8 A F F A Folrt
Epabiag

e o ok

)

o

24 =7
2 Aol xZghE MRS 7|& AFolA A5H S 2EZ ¢
T weto] B Sgstel 74 BAE Hew Z4s ek FAEO
2, 58T §5382 Xue et al.(2020)9] AolA AMHEH H:
o 7 3RS Ag3le] B ATl WA +3T ISR 2=
ok E3E "ol gt Bl Baigo] ek AP A (Williams
2858
A=y O~3E

Ay AR = 23 62| ELS 98 Ay A2 = 25 63 ELS 92
2019 FRAIZ 191
2020 ERAIE 291
2021 HRAIZ 291

2019 YHAIE 19
2020 YHAIE 29
2021 HRAIE 29

o) BT 25 18] E2 52 oy BTAEE 25 18] F9S 58]

2019 HHAIE 99/ 2019 HRAIE 99
2020 FAIE 109 2020 HRAIE 109
2021 FH7tAIE 109 2021 ERAIE 1091

Fig. 2. Experimental stimuli
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Table 2. Results of confirmatory factor analysis

Measurement items Factor loading CR. AVE
Warmth Toward the Logo 955 877
The team's logo in the picture feels warm. 919
The team's logo in the picture feels gentle. 942
The team's logo in the picture feels kind-hearted. .949
Competence Toward the Logo .891 733
The team's logo in the picture gives a sense of competence. .896
The team's logo in the picture conveys professionalism. .863
The team's logo in the picture projects confidence. .807
Attitude Toward the Team 948 .860
I think the team with this logo is good. 901
I like the team with this logo. 957
I am satisfied with the team with this logo. 923
Team Identification .943 .847
I consider myself a fan of the team with this logo. 931
My acquaintances think I am a fan of the team with this logo. .895
Being a fan of the team with this logo is important to me. 935

f

flo

o rlo rfx

)

A

& Son, 2022; Willams et al., 2021)°]4 AF&5 Hx 3
At gHA =A% Bgoz A= v goz FA
James et al.2019)°A AH&3F HEUA] oA 2H83t 3
£ Aol B =435t EFo R SH Tt

A &
ook 0

Az 24

£ AfoA s A oA JIFEATHE 5L wetatr] fls
SPSS 27 WA &-8oto] 7|&5A 4 (Descriptive Statistical
Analysis)Z AASIt}. o]F, AAA=EY 241 AS A9 51
HE ~HAS A 53 =19 A8k 9 B EE Brlet
7] 9130 mplus 82 &-83to] g1 @ Q12X (Confirmatory Factor
Analysis, CFA)& At 78S s, 124842
(Structural Equation Modeling, SEM) ¥4, &4 544 AH, 1
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Table 3. Correlations and AVE

1 2 3 4
1. Warmth 877
2. Competence 411 733
3. Team attitude 491 .681 .860
4. Team identification .545 364 513 .847

% Bold=AVE values

EAH 0% folaloirhi=3.228, p(0.01). TRHA], 2 AT A1
H 484G 240] o Yo 2aE o BYsgch

24 29 ¥}

2 ATl 4FE 54 239 A= d gFEE Friehr] 9
3 Mplus 8& &-83}o] &91% Q918 A4(Confirmatory Factor
Analysis, CFA)S 3ottt 11 23}, 44" 53 239 =
Y AP F353 Aoz Yebgth(x*(48]=92.331, TLI=.988,
CFI=.984, RMSEA=.054, SRMR=.030). T3}, & =4 Eg9 9
A ZFL .50 o] FolHA BAHORE oI5t 2o &E Uehton,
EFAFE(70 o) 9 HFEAFEFH(50 o2 7IEAE 4F
Sk A0 YeptH(Table 2). wabA], & Ao 4389 S4 &
Fo| 9 g e SHEH o= Heksgir). ohH, ZF 3219 Wit
EA2EFF(Average Variance Extracted, AVE) .733(f-58holl
A .877(EhE Yergow, 291 7+ ATTA Aol AlF gho
FAEASEET Bt B2 A 08 UEHTHTable 3). whebA, & A
TFolA AAE 54 BP9 i Bt dEE AR [kl
o FPEHoR, £ Aol H4E 54 B3P g ¢ 4A=xrt
gRE 20 & st th(Hair et al., 2009).

A

=
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B4, Wty oA I 7 e 5AAE AS5] 9
CFI=.987, RMSEA=.056, SRMR=.035). Ao & 185 ko]

o 7t 99l AR AoksA] %L model 3
I, Fog 2g AYEE erith(x’(96]=144.340, TLI=.983,
973, CFI=.980, RMSFA=.068, SRMR=.045)7} ¥& 3 %02 1}

W4 P8 7 9H $940] guE Aow
3

1A A12F3t model 45 A

NI o)
1o

13 A3 (£2[48]=60.558, TLI=.991, CFI=.994, RMSEA=.040,
SRMR=.029)% Af-5 W] =¥ H3e(x[48]=83.782, TLI=

4
=
ety
wetelglny. oheo R, Wy B Ae 7 54 B 594 45
F2 59
51905, o8 model 33} Wl 7ol Al Aol AHL A
ZA W 11?_]-

Epyteh whaba,
98], & H{E 7 2E 291 HA)
St 1 23, model 33 model 4 7 5AA 22 -9k A}o]7}
o8 YeRKA2%=4.399, 4df=8, p=.819) 4 &9 =
e AT w

29 24e
o5 E
Invariance Test) AA|5FAtHTable 4).
54 49 5YdMetric
9A A 7 HE 598 2 Y 9 5
). A, g 2+ 3
st7] e = At 7F 891 HA=E A oA o
A=A
o] gHH Zo& Woogrt. TR, 7t
574 5ol gEE Ao AEYHh

e 5L A (Configural Invariance) 2
Invariance)¥ 23]
d/go] FHEP=A HSoFAHKline, 20
model 1& A5t 43 A3}, 53 By AFEE Y
A+ (£*[48]1=80.231,
g

A%
B Th(x*[96]=150.317, TLI=.980, CFI=.986, RMSEA=.058,
TLI=.978, CFI=.984, RMSEA=.065, SRMR=.032)2} o4 Ztt9]
20
2 Ao A" M A5 Fol 2P ALY (Structural

Equation Modeling) +4-& AA|5t9 2. (Table 5), 21 &
Hulg ©40: AEY, 1 MAFE)RE A Fto] 12 HYPE A5t
948 2 239 Bd APr= TEATE Ao

H 5445
_8-_
SRMR=.037). +AIZoZ, g4 e vy
SRMR=.046)7} ¥53t =502 Yelstt. weba, 4l Ao 7 3
Ao, F G ZEQ
59.2H, 0]2 model
Aok 1 A3t
2 UEPItHx*[61]=277.839, TLI=.928, CFI=.944, RMSEA=.093,
Model comparison

SRMR=.222). 474 4244 AE 27, 21 BFJUIAIE vs.

2E Hw(x%[48]=70.087, TLI=.983, CFI=.988, RMSEA=.054,

g 5d4o] strE Aoz wstdth(Hair et al., 2009). T
2 AE AR 1 54 29 594 H5E
ol A FS 5 LotA A ket model 25 A4
13} ¥]w5k= 71o] AlF 2ko] HA(Chi-square Difference Test)S 4!
AlSFATHCheung & Rensvold, 2002). L A3}, model 13} model
2 7t BAHoR KOst 207t Gl Ao ek (4x°=9.324, 4
df= 8, p=.315) 54 &9l 54l gEHE A0 R wslArhHair
et al., 2009).
Table 4. Results of measurement model invariance tests
Models Model fit
Model 1(Gender): ¥196]-150.317; RMSEA=.059; TLI=980; CFI=.986; SRMR=037
Configural Invariance
) Model 2-Model 1
Model 2(Gender): 12[104]=158.641; RMSEA=.058; TLI=.981; CFI=.985; SRMR=.042 Ax?=9.324;
Matric Invariance
df=8; p=315
Model 3(Context): [96]=144.340; RMSEA=.056; TLI=.983; CFI=.987; SRMR=.035
Configural Invariance
) Model 4-Model 3
Model 4(Context): 12[104]=148.738; RMSEA=.052; TLI=.985; CFI=988; SRMR=.038 Ax?=4.399;
Matric Invariance -
df=8; p=.819
Table 5. Results of structural equation modeling
Structural path Standardized coefficient P
Logo Type — Warmth 154 <.01
Logo Type — Competence .140 <.05
184 <.01
581 <.001
.056 <.05
161 <.05
284 <.001
https://doi.org/10.24985/kjss.2025.36.1.41

Warmth — Team Attitude
Competence — Team Attitude
Logo Type — Warmth — Team Attitude
Logo Type — Competence — Team Attitude
Control Variable

Team ID — Team Attitude

% Team ID=Team Identification
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AEH)e] A= E]‘;?:!’(?’ 154, p< oD AR F58H(r=.140,
p<05)dl B1R= BAZHOR folgt Ao Yepdt &, 2
1 EpQjel whEt Q 1151 wHEgh G532 Afol7t Qe Aom L}E}
$on nATE 2y JEY 2yHG AXH wEdy) f59
o] B &2 ZAo& Yeytt Eot, HEYA ¥ dFE e B4
5111(8=.284, p<.001), VA H WHEFHB=.184, p<.01)T AAH &
58H(B=.581, p<.001)°] "ol tgt ejzol wX= I FAHL

2 goJ5t Aoz eyt nix|eto g 231 FE(RIATE)} Q1A
H wE=3Hindirect effect=.056, p<.05)% AX= §53Hindirect
effect=.161, p<.05)& B3l © #zol vx= HHETE BAZS
2 ettt webd, 74 13 71H 2 A E Qi

AT FEREAARY 4

ohehoR, AUt deky gael 28 Ane BAs] ¢
R ng; HZHMlgoup S B4E AL Tabe )

0]% model 514 ’S’gﬂ 7Hea g —17—}—4 AEE A3t 278
ol ngS FGtAT. FAKOR, 21 eyt X H wpgt
BAEASE AT model 6& F785H3 1L, 21 T IAH /-5
o 1] A2AFE AYS model 72 S5t +8E 2P T
7}o] A& xfo] AA A3} model 52F model 6& EAF O 7 {9
gt Zpo|7} Qi Aoz UEhHTH A £*=.636, 4df=1, p).05). E3t,
model 52} model 7 7+9] 7to] AlF Aol A A}t F HY 1+ &
AZOoR FoIgt Zfol7t Qe AoR YeRdtH4 x*=1.910, Adf=1,
p>.05). WEhbA, 7Hd 33k 74 4+= 712 = Ak

the o wetd thao] 24 fato] et BT LxEE AR
EAE 9ol FREPo] W2y oA Y /-53 I vs. ARs
%]’ HDHE F713F model 8& AHsto] gt 0H, o] model

oA AAE 7 IHE 4 FRE At 2719 RS

r:i
1o

Table 6. Results of multi-group structural equation modeling

Indirect effect =.056"

230t

2UERY
(B2 vs. OIATE)

485 .681"
A/E HRS

L_J

*

w0

Indirect effect =.161°

" (.05, (.01, (.001

Fig. 3. Hypothesis testing results

Aotict. FAH R, XA wEghat "ol gt B 7o) FEA|
& AYE model 95 FHoIA L, JAXEH F5T Holl et =
= 7H9] ARASTE A2FS model 10 F45FA0E #3H 29 7F
7ol Al Aol A A3, model 8% model 9= FAHCZ 79
gt zfo|7} Qi Aoz Uehth(4 £°=.499, 4df=1, p).05). T4,
model 83 model 10 719] 7}o] A& Zpo] A 23 F+ HPLS F
AH oz Fogt Zol7} Q= AR YEPYTH A £°=6.642, Adf=1,
p<0D). FAFCE, AR F-sTo] "ol et eiof v J3F
o] {55 HH(8=.485, p<.001) Bt} Af-53 IH(p=.681,
p<00DONA B =2 AR Uyttt webd, 7H 5= 714E A
ot 7Hd 62 AE =Gt W TA o 2d ol gt A=
(Figure 3)°l AA|=3Act.

B ATE A¥X Yo 21 SYURATE vs. ABH)] 287
B5ol WA G FAsk, 1 BN LT 8 5

Models Model fit Model comparison Results
Model 5: 1?[138]=387.838; RMSEA=.106;
Gender-group Structural Model TLI=.927; CFI=.935; SRMR=.232
Model 6: Equal Path Coefficient ¥[139]=388.474; RMSEA=.106; M"dzif:‘ ggfiel > H3: Reject
(Logo Type — Warmth) TLI=.927; CFI=.935; SRMR=.233 d f=1;1.7>. 0’5 '
Model 7: Equal Path Coefficient ¥2[139]=389.748; RMSEA=.106; M"i‘j;‘l Igdfgel > Ha: Rejoct
(Logo Type — Competence) TLI=.927; CFI=.935; SRMR=.235 d f=1;p.>. 0 5’ '
Model 8: 1?[138]=349.939; RMSEA=.098;
Contextual Cue-group Structural Model TLI=.938; CFI=.945; SRMR=.223
Model 9: Equal Path Coefficient [139]=350.438; RMSEA=.098; M"dzi?:‘ i\ggfkﬂ 8 H5: Refect
(Warmth — Team Attitude) TLI=.939; CFI=.946; SRMR=.223 L 03 $Rd
Model 10: Equal Path Coefficient [139]=356.581; RMSEA=.099; MOdzLZIB gé\f‘gflel 8 H6: Adont
(Competence — Team Attitude) TLI=.937; CFI=.944; SRMR=.224 1 <01 radop
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(SCM) 2+ Q1A E w3t f-53o] w7 95 st=Al,
g gEn WA a7t 28 ATS o=AlE "ok
T AF, 9JQstE nAFE 2yE dE

ST §5% 22 A9 v fdcte] "ol dig g
Xé’ﬂoi FAAAZT = Zo] RIFUAT. 9l
17F AR E IR f5e wQ0vhe =2 BHE 9Qlst
(anthropomorphism) °|23 133g Y8 2 (Stereotype
Content Model, SCM)°] 7]%3}1 Yth(Fiske et al., 2007;
Puzakova et al., 2013). EHE 9JQIsl= HAH=E A]—EP;qﬁl 014]
SHA e+ ARl vHAR AEE QJulehd, o]23 BE 9
QIgHE Bo B =] whedt /14 F3kAA /\317‘}7} B of
3 o JEHS =73 AlFsHA et (Puzakova et al., 2013).
Ko et al.2022)0] @2H, Ax= o] npAFEL}F ZH2 9JQI5tH

Q47F Z3E Ax = g HHE= A8 A| 5ok oekS A
St 3RHR RS FEg Yot ntAFES -2 oJRlsh

2 B 7kl B4S AU Atk QA4S Agstel, 4]
A5o] BAEe} ¥ P AAH BAE YA W50 (Puzakova

et al., 2013) wzcaow AR BAEES Ga ARG 212
el A oz, Al sz A2
£ gl B

HEo] ‘:H?l % 440 FHE— Bt A71HR] S Y &
=

2, A

ojgt ‘ﬂé.% U] OPE}(Flske et al 2007). 9JRAsh= wh5et ik of

Yek f5e d4olE S4AR] 9T A Aez FHA 9
dz =

£0°], Song et al.(2024)9] o M=H, T Au|A EE'—
9] 9qls} o] 2R R ¥ B wole ALE U
won, olfet IS A A B A% ol&oeof] 344
Al S TIAE AR YEET ol o] o]lstd 847t
2 ZF 4 X]'#j- Haﬁcﬂ' w2 w29 4IE E Aozt
THE 71% A Qulsh] miiEe] Axx g npATIE
SollA 3 ‘% iEé He 95Fol JF XA oAz
AEA T siAE 4 Ak mEbA, Qj]letd Axx | of
23 E0| o8] Aot e A2 g 222 ol digt 384
ol Hl=5 FAISt FAHZA Q] AH|YP=S o]do] ¥ &4 Qtt= TF
oA e FAAet At 248 AMEE & lth(Puzakova &
Aggarwal, 2018).

T, 2 A7 AgEol 2 B At () £ %)
e TAE 224 Aol=al /Mg, o] 7HE2 AAEA ek
o ols @Y B57F Axx mpAFEC tfsf FARE HA SR ut
T frode AT e Auidt dutEoR WA oy
o] A 24t 75 24F AJolsHAl BRIt I A AT
(Meyers-Levy & Loken, 2015), &2ZZgh= Weollx = o3t &
o7} TASHA At HolA 71E A9 A} s Hh E3
JEY 24 aves SAHLE FASHA Foken, HolH 4
T @golA sk mAS EVE I wEeE f53 <
ol AL YegAR Aol AlE o= anrt 4 43
OJsHA] g2 Ao YEytth. o]2(3t Aifo] H|Fo] B
2 gA4o] o 4B ool gt Boi=rt § &7 11]1_,_01] LA
23 ERlY] At @olAA T ekt Aoletal F5E,

o

N

E
?

e e R

bt

b G

o o o N

é
i)
I
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oj#{gt {1 Atol9] a7} F-ojulstAl= Qirkal
Hol Bt g A= ARk Ql B E9] A|Eo]
o] AT} 7HA & oty WETY] |7 4ok
5}7] tizol(Cheon, 2024), 87} A §lo] -f-u’-"}?}
R 5 et E9], 239 22 o vlA|
d sYAe T2 AEe AR A w3 380 F "‘?} AgE 517

Eof|(Bauer et al., 2008), 94 WM} o4 W RF7} FARSE HH4
2 Am2 o 270 MRtk Jo8 22H0),

ESH 2 Aqo] A¥= 99 4™ BE WA 9A7F ot
7} F5gto] "ol tigt Bz nA= JFFS 7 2Esk= 2L
2 Ugt $AH0 R, §580] 2 WA ' 44 49d)
o}y f580] B2 W g 44 stHE)olA fsTol ° HE
o A= el ¥ =2 AR YehEth olHdt A= §5F
o] @AoA] g W=(cl: @ 84 ot H), -5 TA7F 44
O & FEHEY= =2 AL WE U] Shrk(Hess & MelnYk
2016). VI &, f-539t0] W2 WeHe]: ¥ 44 o) Bt &
o] 2 “ﬂ?%(oﬂ 3 47 FE)olA wHgto] | Eiko ]7‘]
ol B =2 Z0=E YeHARL, ol2jgt Aol= BAH R o5t
A gkttt olEE Atz © AR URE Wby oAt BAGL
o] ek A=A Holl et HE F4o] 52T 81UE 9]
gt} 25, AR 2 AHAES Yo Axx Fof gt
AAQ FHBEAE F5t= Aol 71 WiEel(Kim et al., 2019;
Funk & James, 2001), A2%= gof &3t Q7HAQ £4 5 Foid
ALt Fxdgt THAo] = wo] W hajo] LA §lo] YT A
AMEE= B AR -GS 7Hs/30] A

2 A9 2= 2 7HA] 9u] Sl o4 §olE 7T A A,
£ Ade 222 B 90 1788y -8 2P (SCM)= 85
o] 9u] Q= o283 IS A= HolA = 99F 71
th FAHC R, o]He Axx E‘“'Hﬂ Oq-_er FEEZAL W
AL, HHE A} 22 =201 9 40 2™ w9t}
(Bauer et al., 2008; Ko et al., 2022 ). 2 ATE g AR ans
Asotetl ol 1PIE W8 RPS HETO0EHN, Anx H 2
7F MR QAo nX = FFFY] WAYZ et MEL AL
F7HIths HolA 71€ 28-S S3oha Al H

3L, BIHE oIS} gt 7|E A-E SRl o e At
52 VSl AHRF WEtol A ojRlstE EJ—J 4‘114*— Aot AAl
THLiu et al., 2018; Zhang et al., 2020), & 97+= o]t 5&S
Axz o dgdo] H85iqitt A+ A= 4?12]'% FIAMAIE)
7} Rt f5 e A=ote] "ol tigt 38Rl BrkE Aol
ol BaHogks g Holith ol AXZ g HillgojA oQls}
7} o]@ A A oh=Aol tigt olsiE H ol Hlk 7]ofghtt

oo 2 2 ALY Al WEgH whAjo whE et /5
o] Aolgt anket B 7| £ 2AE Al AH
07 Axnzx g Mo §5TY a7 Wby Ao o) 2
AR AR, Tk WA ghajo] Aatglo] YdEA AN P
°q°$— u)d & Aok ATE AAlste] 7]E A A7) 7ol 4

B A8E3x &= AAZA(boundary condmon)g AAHt= A
oA 7]& &3 71ofgthal AbE T

2 A9 A Axx HI upAEEAA 2 7R 9] Sl A
T2 A S Xﬂ Algttt. AR, ntAZE 2171 AEH] vlgf <
A9 =g 588 fiiS fdoks d o o=
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o
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£, WA A7t 21 G o3 3y

=
oIt wo] weh 23 UA1S A48 2gsh Aol Was
o 4Ho] & 9L 4AH AAL A pATE 20, 44
o] AxF YL §5US ARIE FATE 2N Ag3HE Zo]

G x}om HepA e e

2 70 At ofn] gl o] 24, AR A AAES AXFHAT &
A WER ARHE 5L o} o T ATE 9 A
AL FA BTk A, B ATL T AX2 WES GO B
7] uizol, che Boha Mol et utste] SHAZ U4 4 9
o dlg 5o, 9% Esho] Anx P52 § HAYS 8 ol
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AR ] 2T ||, O1F| ETHQITL:
THEE U2 28 xielo| IHETeL A o
WEpx chdo] X SIS SA0E

'ZYEANSI, YA

‘YL Fst, fus

[FA] & At 2x2 g 20 PH(AEE vs. AT E)} ofudt WIAUZ(@ES vs. f5)e B3 A% A7
Pl YIS WASAE S L, 21 Fe7F A= LA B5o] v A= Gl AojAl AR EACYE)T} Wy
AR5 28 aBE A5 o 1L 5Ho] Qi

[FHH] A= 20t o4 49E BHEOE AAote] S 7|50 R IFFAREFEHS 59 #ES FE01910H
F2H HE2 221 AEY vs. AT E) x 2(%8) x 2(HFH TAf: T{53 vs. AR5 I 7+ ATHAE v e
& 7} Agto] A viA|(random assignment) EQIth $4E AEE vjglog =4 £0] A 9 g rE grlst
71 913 Mplus 82 E-&35to] S1H QRAS AAstglon, /MRS Al +2UAARE &4, 34 594 8%,

293 chlE FERPYA Y 24 AAsc,

(23 oJ9lshel BATE B3t JBY v)wstel AXE BEST A5 2L AeH UL fus

Urehte

[A2] 2 A7 222 9o 27 AL 53 222 Po] ot 4617 BES FH3HE ¥l Qo] A BEd 9%
o 2T AU WFow, ol AT A A% Y9} vbESo] HAE ke HAsshL W HolS FThA7]

7] SJa v i SRS AFIck BerH,

=
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Axx Y HAY, © 21, Axz A6 PF, ofQls), ugdY Wd 23

https://doi.org/10.24985/kjss.2025.36.1.41



