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Abstract

Purpose: The purpose of this study is to provide fundamental information for professional sports and economy activation of cities,
to explore mutual cooperative constructive relationship, and to investigate the Impact of Korean professional volleyball teams
brand personality on city brand equity. Research design, data, and methodology: The study collected 500 survey responses and
analyzed 478 surveys except for 22 which did not complete all items. For analyzing data, frequency, reliability, exploratory factor
analysis, t-test, One-Way ANOVA, correlation, Multiple Regression were computed. Results: First, in difference in brand
personality and city brand equity, due to gender, age, region of fan, significant difference were shown statistically in team image by
gender, in honesty, interest and obdurability of brand personality by age, and in local community contribution, development
possibility and sports facility of team image. Also, all factors show significant difference in region of fan. Second, regarding the
impact of brand personality on city brand equity, honesty and capacity were shown to affect every factor of city brand equity,
interest affected city image, and obdurability affected city perception. Conclusion: Professional teams need to develop win-win
relationship with local community and seek to build positve image towards community fans via distinctive strategies for
positioning.
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7192 AxX FLbg o ZE2FEHO| 0| &2 HESH| Ao 2E5hs Aol ofLY, BE IS¢l 7|Y¥S St &
NRNE S S EHS I 0 Z2AxX 2|00)| Fojstn UCt FEto| ARM EH 7| HoA &
EMY HES TOfgCts A2 FHol ol FES Qo MELE & # AL0(Lim, Jung, Seo, 2016).

DFoF FEtO| =X F DI|YO[L; Xt2AL = Ef 7|PEDL| AZMMO| MAE K| =CtH T2 EH 2|70
M HOJLEY| oj3{2 Zd0| & H7HO|CHKo, 2012). £| 20l ZR2AZEX ALHO| StLIo| ZEE At 202 MEAH 24
Lo o, 2AZXAMFME EME JjHol ZR/E0| £t UCt Rl FEFHO|LL 0|5 Y2 S0| Z2A
ZXE S Ol S EEHUHL U= HHS LOOHH J Z2AEX L ESH 0| FES 2ot SXE 30
Z23ICHLim et al, 2016)

otmol mRARX LCt2 XK E 7|He 2 2FE|n Ut AxX aFZ0 X[ FOIo| XX|7t Qe Z2AK
X o2 ELSH7| of2 O, fIEst 7t 2F o O|R 0| o= QiCHPark, 2019). X|¥ S GNE 3t ZEARXE &
Al X|S0]| CHot ON&Fad b At2|of CHo X|G7HH o 2 230| Tt g = QUCL ZE2AZXE= Al L XSS
CiEsto 47|12 8t7] E0| Al X XY AFLSOA X|FAL2[0f Chet XHRHE HOoiF= O|HE MSstal U2H,
XNGFo 2eE fedtn 38 =S FMSHA 7| /i XY FoIo| X[HAtz|of CHSH Of%0] AL
ZR5A Z-ESHCE 0|23t X|YAte| A2 X|HF 00| ST X|HAL2[0f CHshM JHQIMe R Ee HEHoR L7)|s
HE|H FOUAE 205N, X|YFolo| & THste 71 2% 24 7t20 SHHE 130 UCHKarp & Yoels,

1990; Kasarda & Janowitz, 1974).

M2tA 2 AT = T T2 Hj7 FEe| HHE I d0o] ZA|EEE XHAtof OjX|= F&ko)| CHSHe A5t ol
Soff, ot ZEFTHO|A &7[HOl et=0A ZA| B X|HALR|Q| L LS XX 22| S2dE QIAA|Z|L, ZAl &
RloAtzloe =2 1THo] £A| U X QFOSO ARXRS HIH 22 § 7Y JHK HSo| YHolae elAlg 2
FAA = FHM0|L LUXHQ HAE MAlStE A2 Ao FHE SQCt 2 A7 XS st ax} Ch2at

22 A 2Y 2 NAISIRACE HOIE 7te| A E 1n2{st A7 H=2to| AHE <Figurel>1t 20| ™SI RALCE

1.1. 9312y

Brand l;iiﬁonahty City Brand Equity
Interest Polprggaréty
Skill 9
. Awareness
Vigor

Figure 1. Research model

1.2. 71

= Gl Z2HT LR EE JH0] mA[HE XHMOY O X|= Fetol| CHol Lot | ffof of2et 22 7Hd S HFSHACH.

7hE. T2 2R Y8 AF, K| =TT [EFEP E2HE I, =AIEHE XRHO XIO[7F IS Z40]Tt,
7211 Z2H T 2HERte| Y0 et HEHE Tl mA| 22HE XHHO)| XjO| 7t Ri= Z{O|Ct
7pE1-2 T2H T 2AERI| AYO| 2t HAE Tl EA| & ?_H KpLHOf XtO[7} UZ Z40]Lt,
7pE1-3. Z2H BERC| ANX| N Mo Hof Wt HE 7)Y, mAIEFHE XM X{O|7F LS Z0|Et.
7p2 T2H FITHe| ERHE JiYE A HE KMo SekE O ZAO|Ct,

7pd2-1 Z2H O] ERHE JHER EAEME XS A QIX[=0f SEHE 01 AO|C,
7pd2-2 T2H O] ERHE JE2 EAEME XMt S A O[0[X|of S&kE 01 AO|C,
7p2-3, T2H FIEHR| EEHE JHY2 EAEME XS ZAIX|Z0]| Seks 0= AO|Ct,
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= A= ohm Z2ET PR E JHE0] EAIEME Rpitof OjX|s SgE #3ot=H 1 550 Aot A+
=Hg 2d97| fA5t = @0 ._|5"3J AT, EME-TL, Aol EfYE, A7 EA, AKX Y@2S o3t
7|-|:|.
= .

1. Al
= A7 ot ZEHT 252 22 2017 NHEH V-2 FHAIE B 47(9 2YBEXAE 7t 8 &
F 3 FHol AnXdo MEAS £ 9on Mt YXBe BES RYTOE MHYUCL T 7|2
20179 18 132~28 217X HASIe, HEY Y2 S0 O|0|8 254 ZMHIXE nefst HIZEXN 5l
 (non-probability sampling method)& H 2| E l(convenience sampling) 212 AR 0 HEX|= 7| 77| 2
(Self-administration method)2 2 2HdStE & 610 & 571 Z2H|+ FEH2 o= ZF FLE 2 10084, & 500822
HEXE HIZSIRACE O T 2l=E HEX|= 497F0|H SHO| Sd4SCta TEtE| AL MTHEE ¥ 3 =275
HAAX| 0| AFSHX|= Y=t SHT 22582 E2X|E M elst 47855 0| A0 ALESIRAH AT CHAAe &
gr& EM42 of2ff <Table 1>1fF ZILCt,
Table 1. Demographic characteristics of samples
Demographic Categories Frequency Percentage (%)
Male 213 44.6
Gender
Female 265 55.4
Highschool Students 24 5.0
Highschool Graduate 171 35.8
Education College Students 74 155
University Students 183 383
Graduate Students 26 5.4
Under 20 46 9.6
20’s 201 42.1
Age 30’s 107 224
40’s 80 16.7
Over 50’s 44 9.2
Professional 111 23.2
Business 76 15.9
. Production 50 10.5
Occupation i
Service 35 73
Self-employment 29 6.1
Student 177 37.0
None 146 30.5
Less than ¥ 1M 33 6.9
Average W1lM~2M 96 20.1
Monthly W2M~3M 97 20.3
Income W3M~4M 53 111
WAM~5M 30 6.3
More than WM 23 4.8
Hyundai Capital 98 20.5
KB Insurance 94 19.7
Fjar‘;‘;me OK Bank 95 19.9
Kimcheon Highpass 97 20.3
IBK Bank 94 19.7
Total 478 100%
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2.2. TAER

ot= Z 2 Lol ERME Jig0| TA| ERME XtiHof| OX|= @0l CHo ZAts?| 2ls AH8st SE=F= 4
EX2M 0|2 st HOIEL X}17|H 77| Y H(self-administration method)& O| 83810 ==& 4= Q= HOERZ L
Aol dE2Xel 1 L8 <Table 2>9 20| U™ EM 23, HHME JiM 1528, TAIEHME XA 112
Z REYLE FHSICE 2 Q212 'Ije DX YUCHMO|A ‘01 AHCHG)IHK| L] 5EHA 2[HEN E(Likert scale)
£ AHE3IQICH

Table 2. Survey Constructs
Constructs Contents n
Gender, Education, Age, Occupation

General Characteristics . 6
Income, Favorite Team

Truth, Interest, Skill

Brand Personality Refi Vi 15
efinement, Vigor

City Image, City Popularit
City Brand Equity b4 Cit?/ Awa)r/ene:s y 11

221. BEME 74d

= 70N 2RE JjYS BE EY2 Aaker(1997)2] EHE 7Y HEE ELHZ Youn(2010)0| Z2AZ XSO
HHUE Y AFE Al YA HEES S 2 AT RA 7Y 2R ALESHRALL Youn(2010)2] ATOIM=
UL GUEY), SOIEEED) sHEBEY) MBEREY), BULREL)SR S 15222 78510 HYoIA2Lt
= AFoME Me|=TF JA L2 MEd 220 2Q1F4 20t RO|X| @2 8018 12 HAEIH & 12882
2 $7950] ALESIALE. 2 ote|R212| 3 2ot Edts R 4 2YO| UE[EE ThE <Table 3>1t ZCh

Table 3. Reliability of Brand Personality Items

Variables Questions Cronbach’s o
Truth 1,234 .894
Brand Interest 5,6,7 .895
Personality Skill 9,10,11 .806
Vigor 14,15 770

2.2.2. EA|EE XpAE
2 RN ZA|EE XpAESH2 Zeithaml, Berry, & Parasuraman(1988), Keller(1998), Aaker(1997)2] 75 E
02 2 Ao Wato WA =T EA5t0] ALESIGILE 619 QRS2 TA[EME QIX|Z(4EY), TA|EME 0[0]X|(4

S| 3
28h, EAIEE X[ZGEE) T 1NMEY 22 75 Cltable 4).

Table 4. Reliability of City Brand Equity Items

Variables Questions Cronbach’s o
Popularity 1,234 .845
City Brand
Equity Image 5,6,7,8 .877
Awareness 9,10,11 .861
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O, o|&HA &= 202 FHEE M (principal component analysis)2 AL £ QXA ZO| ChastE
x

[T 2 F H 2| A (varimax) YA HESERICH

2.3.1. HUE JhA0| SN Q018N
<Table 5>= EZHE 7 9o| B4 FASH £ 47)0| @010

— [}
2 & en, & £ 2its

2 LIERT.

Table 5. Factor Analysis for Brand Personality

Items Truth Interest Skill Vigor
Brand Persontalityl .750 .329 .244 .138
Brand Persontality2 787 279 .283 .198
Brand Persontality3 793 .260 .103 241
Brand Persontality4 757 .148 .354 194
Brand Persontality5 273 .801 224 122
Brand Persontality6 .246 729 319 281
Brand Persontality7 .265 784 120 232
Brand Persontality9 .399 147 776 .238
Brand Persontality10 .252 401 636 .288
Brand Persontalityll .256 435 .612 270
Brand Persontalityl14 278 .287 .188 791
Brand Persontalityl5 .207 .202 .305 .7196
Eigenvalue 2.997 2.557 1.912 1.772
% of Variance 24.978 21.305 15.937 14.764
Cumulative % 24.978 46.282 62.219 76.983

Kaiser-Meyer-Olkin Measurement of Sampling Adequacy=.932 Bartlett’s Test of Identity Matrix=3627.712 df = 66
Notes. ***p<.001

232 EAEME Xt BAH QOIEN
<Table 6>2 EA|ERME RHAO| BHAME QOIRM ANE LIEIH Ao EAIEMWE QIX|E, EA|EHE O[O|X|, &
AEHE X2t & 371 22002 TEEUACH, & £5 L2 74606%, KMO EEHY = 9232 LIEHRD, MEE
£ .845~.8772 LIELRILCE
Table 6. Factor Analysis for City Brand Equity
Items City Popularity City Image City Awareness
City Brand Equity 1 818 127 135
City Brand Equity 2 631 197 491
City Brand Equity 3 719 425 246
City Brand Equity 4 702 .387 274
City Brand Equity 5 .260 .824 274
City Brand Equity 6 410 767 241
City Brand Equity 7 342 752 302
City Brand Equity 8 331 660 300
City Brand Equity 9 277 331 734
City Brand Equity 10 155 251 835
City Brand Equity 11 228 243 .809
Eigenvalue 3.073 2.590 2.544
% of Variance 27.938 23.544 51.482
Cumulative % 27.938 51.482 74.606

Kaiser-Meyer-Olkin Measurement of Sampling Adequacy = .923. Bartlett’s Test of Identity Matrix = 3435.696, df= 55
Note. ***p<.001
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2.4. Xt X g

2 dF0M= dEX2
T 478712 2E2X|TUS
XEME| Y2 ohgap 2
R, AFOHERe] LEts £4E TstT| 25t Bl &M (frequency analysis
=M, SEEF9 ME|Z =1Z 2510 Cronbach's o Al=& 0|83t MEE &
?|5t0] EFMA 9 Ol 2 M (exploratory factor analysis)2 A A|SHRALCE
MR, AFCHAXIe] LHHN £ T JEHQlo ME BEMWE Jid, X|GEME XHtol XIO|E YOotE7| 2[sf
SEHEE t-d8(ndependent sample t-test)g HAISIR D AYH, HOX|Y ML [HE HHME I, TA|EHE
Lo KOl S EHBHY| fshA LR HEELEZ A (one-way ANOVA)S HA[SIAULE SAH2Z Rolot ghofl tishM=
Duncan?| &¥& O[88iM Atz &

GH, $IZ2ET Feo =

FLIIO
>
z
;9
inl

_I?L
mjo
=
>
Ot
30
k1
m
on
|.|'|
il
for
ro
Ot
N
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>

e Hd R°|0| XIQ'.E?_E XH‘JOH oxle Sgs TSl LA
5

/o |:||I:I|-O§

TE $F DRU|T PEO| BHBE 9 SfLto] Yoto B M, 1T mEHjT DEio] BAUCS JHYo| AnX|Y
 ZpAHo| Of et FBS OIXEX FHST| IS AAIEIYOH, AT Ak @ ARCHAA| M, §, o
& DEO| et B Y, EASBE THi0| TE KO Y, @ BT ZRUfT REO| HAS YO| £A|
SRS RRMO| OIXE Yol CHsto] BASAOD, BA At Ot 2Lk

[T

3.1. B E J|’d, A HFHE Xtit X}o]

2 9T fARIRl TRUT BRRIO MY, ¢, HTX MBSO G2 SAUCS JHY, EAEHE XM 2 KOS
HEOH7| Aok ttest W YUWENZ UASHOD LA Zhs 4B 2L

3.1.1. G20 E HME Jig Xjo|HS

GE0f IE BME JHgo| X0|E LOLET| 2[510] t-testS Al b= <Table 7>1F Z L.

Table 7. Brand Personality t-test by Gender

Factor Gender N M SD t p

Male 213 3.96 .79

Truth -.67 .503
Female 265 4.01 .79
Male 213 3.95 .88

Interest -.98 .330
Female 265 4.03 .84
. Male 213 4.07 .85

Skill -1.28 .201
Female 265 4.16 .79
. Male 213 3.85 .88

Vigor -.94 .348
Female 265 3.93 91

‘gdof 2 EHE T go| XI0|E ATHEH TIA-GoA 28(3.96+.79), 0144(4.01+.79), SO0 E4(3.95+.88),
0]’4(4.03+.84), sHHOIM H4(4.07+.85) 01 44.16+.79), ZHEO|A H2A(3.85+.88), 0JA4(3.93+91)2 LIEIGD, &
AXMoE |Fo|ot X0|= LIEILLX]|
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3.1.2. 4o wE cA|=EE XA xto| A
gdof M2 E-E JH42| Xt0|E LOotE 7| Tlo+04 t-testE HA|SH A0H= <Table 8>1F 2Lt

Table 8: City Brand Equity t-test by Gender

Factor Gender N M SD t p
. . Male 213 3.89 .81
City Popularity -1.63 .104
Female 265 4.02 .83
. Male 213 3.89 .79
City Image -.08 .936
Female 265 3.90 .86
. Male 213 3.94 .87
City Awareness 43 671
Female 265 391 .83

Mo M2 ZAIEME KMol XH0|S2 MHEH ZAIQAX| =M 24(3.89+.81), 0944(4.02+.83), = A|O[O|X|Of|A] =
A1(3.89+.79), 01 44(3.90+.86), TA|X|ZH0I| A H44(3.94+.87), 01 4(3.91+.83)2 2 LIEIG D, EHE 2 QO|8t Xj0|&= L}
EFLEX| RLQULE

3.1.3. €0 WE BME J’d Xjo|HF

AP0 [E 2;ME Jh g2l X0|S LOtET| 2loto] LR ZA S HAI 2= <Table 9>t Z Lt

Table 9. Brand Personality one-way ANOVA by Age

Factor Age N M SD F p Post-hoc
under 20s 46 4.30 .76
20s 201 3.98 a7

Truth 30s 107 3.84 .88 2.92" .021 A>B,C,D
40s 80 3.99 74
over 50s 44 4.07 .70
under 20s 46 4.37 .65
20s 201 3.97 .87

Interest 30s 107 3.89 .87 3.31" .011 A>B,C,D
40s 80 3.91 .90
over 50s 44 4.16 .81
under 20s 46 437 71
20s 201 413 .78

Skill 30s 107 3.96 .88 3.31 .059
40s 80 4.10 .87
over 50s 44 4.23 .80
under 20s 46 4.35 .80
20s 201 3.97 .89
Vigor 30s 107 3.67 .87 5.37"" .000 A>B,CDE

40s 80 3.79 .95
over 50s 44 3.86 .82

Notes. A: Under 20s, B: 20s, C: 30s, D: 40s, E: Over 50s, "p< .05, *"p< .001

20| MEH EME JY0| sHE2 SAXLE Fo|Th AHO|7f LIEILIX| REQUX|DH HME Jido| Fdd, 5014,
ZAgoN SHHLE F2|BH(p<.05) AHO|7} LIEFGICEH TIH MO & 200 O|2H4.30+.76), 50C] O|4H(4.07+.70), 40CH
(3.99+.74), 200 (3.98+.77), 30CH(3.84+.88) =2 = = LIEIGD, Ar=ASS HAISH A4 2004 0|2k HEHO] 20L,
30CH, 400 R THDH HIWSI BHE Jido| TAHEO| = LIEHGCL S01d0 M= 2004 D|2H4.37+.65), 50CH O]
(4.16+.81), 20CH(3.97+.87), 40CH(3.91+£.90), 30CH(3.89+.87) &=L 2 LIEIGOM, AFSHSS MA|SH A1} 200) OJ8F Z
CHO| 20CH, 30CH, 40CH R T HI W3S B E T4 ol 5040 A LIEHCH SHd0llAM= 200 O|2+4.37+.71), 50
i O] 4f(4.23+.80), 20CH(4.13+.78), 40CH(4.10+.87), 30CH(3.96+.88) =2 2 LIEIGton, EA MO Z [{o|3t Xt0|&= LIE}
LEX| tct Z7E0| A= 20CH O|2H4.35+.80), 20CH(3.97+.89), 50CH O|4$(3.86+.82), 40CH(3.79+.95), 30CH(3.67+.87)
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TO 2 LIEIG OO, A= HES Al of Zat 200 0|2 YEO| OHE 2= TES1h Hlusto] EME Jigo| ZAR0l
= '—fEf‘—*Ef

3.1.4. ATYO|| [HE ZA|HFHE X4t XHO|HF

AYO| [ME 22ME T2l X0 LOtEY| 25t LRAHTFZM S AT ZIHE <Table 10>1F Z L

Table 10. City Brand Equity one-way ANOVA by Age

Factor Age N M SD F p Post-hoc

Under 20s 46 3.94 1.04
20s 201 4.02 a7

City Popularity 30s 107 3.81 .84 1.29 273
40s 80 3.98 a7
Over 50s 44 4.07 .82
Under 20s 46 4.09 .81
20s 201 3.88 .84

City Image 30s 107 3.82 .80 1.28 278
40s 80 3.85 .83
Over 50s 44 4.05 .83
Under 20s 46 4.00 .89
20s 201 3.92 .82

City Awareness 30s 107 3.81 .85 .78 .534
40s 80 3.95 .94
Over 50s 44 4.05 .78

Notes. A: Under 20s, B: 20s, C: 30s, D: 40s, E: Over 50s

<Table 10>2 Q10| [}E ZA|HMHE XHAO| XtO|E LOLET| 2|50 LY HZEA S HAISIRA2H, T 7Ho| 7
o[t Xt0|7} US AL Duncanl| AAZATS HAISHYIC ZOt0f [EH ZA|EME =)
E |OI3F AtO| 7t LIELLEX] QUL

ZAQIX| =0 A= 50CH O|44(4.07+.82), 20CH(4.02+.77), 40CH(3.98+.77), 20CH O|2H(3.94+1.04), 30CH(3.81+.84) =2
2 LIEtHen, SAX2E {Folot X0l LIEFLIX| QXL ZA|O|0|X|0| M= 20CH O|2H4.09+.81), 50CH O[4(4.05
+.83), 20CH(3.88+.84), 40CH(3.85+.83), 30CH(3.82+.80) =22 LIEIRIO M, EAHEHOZ {o|¢t X0 LIEILIX| QUACE
EAIX|ZHO M= 50CH Of4f(4.05+.78), 20CH O] 2H4.00+.89), 40CH(3.95+.94), 20CH(3.92+.82), 30CH(3.81+.85) =2 2 LtE}
Hol, SAXLE [l X0|= LIEFLEX| Rk

3.1.5. ¢0X| Mz Fhof 2 BHHET|E XIo|AS

<Table 11>2 XY M= L0 M2 EME JHMHO| X}0O|E AOtET| I3t YAHTEMZ HASIF oD, &
Tt Zto] Rolst X10|7} RUE B2 Duncanl| AAZAS S HAISIRACE Autof 20 BEWME JfMHo] ZE 2210 SA
HOo 2 ROISHp<.05) AtO|7} LIEHGLE ZIA 0= MotATHIN I EH(4.26+.74), 2HIBK7| 22 (4.01+.68), T7O|KBE
SHE(3.97+.84), ATSIO[IHA(3.90+.82), AHLOKMZ 23 (3.81+.82) =22 LIEIHH, AAZHES HAlot At #
OFHCH7H IS TEto| CHE 2 E FTHED} Hlwsto] EME JHMH ol TIMM0| = LtEFRICH S0[M0oM= Mot Ci7y
I|EH(4.362.71), PHAHOKK =2%(4.00+.90), ZHYIBK7 | 28(3.96+.73), 2 SHO|IfA(3.84+.92), T-O|KBLEBHE R (3.82
+.92) =Q % LIEHOoH, AAZAS S HAIsH 2ot Mot o e TEto| CHE ZE FEHEa Hjwsto] EME T4
o| S0|M40| = LIERCE 5280 = MY 7Y I EH4.46+.63), 2HIIBK7| 28 (4.25+.73), THO|KBESHE & (4.11
+.81), 4H3H0|IHA(3.99+.90), QHMHOKMZF2A(3.79+.86) =22 LIEIRISH, A2HASS HAISH A1} MeHACH7H |
g SHIBK7| P28 TTHO| QHAMOKK Z2¥ TThat H|wsto] BME T4 5H40| &A LIEHRLCH UM =
ALY I EH4.36+.72), 2H-dIBKY| Y2 A (4.01+.86), T-O/KBESHE R (3.78+.82), QHAMOKM =28 (3.67+.96), HMS|

O|IjA(3.66+.92) =2 & LIEIGOH, ALZAHS S HAISH 2ot MOtSOi7in| T, shdiBK7| 2 ©Eto] CH2 Fchsat

H|msto] HIHE JiHo| ZH20| =A LIEHGCE
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Table 11. City Brand Equity one-way ANOVA by Favorite team

Factor Team N M SD F p Post-hoc
Hyundai Capital 98 4.26 74
KB Insurance 94 3.97 .84

Truth OK Bank 95 3.81 .82 4.46™ .002 A>B,C,D,E
Kimcheon Highpass 97 3.90 .82
IBK Bank 94 4.01 .68
Hyundai Capital 98 4.36 71
KB Insurance 94 3.82 .92

Interest OK Bank 95 4.00 .90 6.51"" .000 A>B,C,D,E
Kimcheon Highpass 97 3.84 .92
IBK Bank 94 3.96 .73
Hyundai Capital 98 4.46 .63
KB Insurance 94 411 .81

Skill OK Bank 95 3.79 .86 9.92" .000 AE>C

Kimcheon Highpass 97 3.99 .90
IBK Bank 94 4.25 .73
Hyundai Capital 98 4.36 72
KB Insurance 94 3.78 .82

Vigor OK Bank 95 3.67 .96 9.92" .000 AE>B,CD
Kimcheon Highpass 97 3.66 .92
IBK Bank 94 4.01 .86

Notes. A: Hyundai Capital, B: KB Insurance, C: OK Bank, D: Kimcheon Highpass , E: IBK Bank.

3.1.6. 00X M AT [HE A HIHE Xj4k XHO|HF

SO M2 A EEHE XpAO| XHO| S 2OtEY| 2[5t LRAHHTEME HA ZIHE <Table 12>
A1, EAQXZ0M = HOtH )T §H(4.32+.70), TOIKBESH22(3.93+.78), &
$4(3.87+.87), 2HIIBK7| P2 (3.78+.78) =2 2 LIEIH M, A2 HE S HAS 4
Lo+01 CAERE XtAtol EAQIXR|E=TF = A LIEHSCE ZA[O|O[X|OM = Hetoith 7)ol &
: 51012 (3.87+.85), THOIKBE3 22(3.81+£.83), 2HHOKK =2

O= LIEt:en, Afé’é%% %AIEF Z1p Moot E FEO| CHE 2 TTH Hl WSt EAEME R4t =
AlO|OIX| 7} = A LEFHCE EAIX|Z 0| M= MOtATHFY I (4.20+.70), 2HSIBK7| E2(3.96+.

+.92), TOIKBES] 2 2(3.87+.96), QHUIOKMF2H(3.63+.77) =22 LIEIGCN, At HSS HA

g, FO/KBESHES, AMSI0|m2, 2HgIBK7| &2 ’.;!EOI QFAOKM =2 TETHI H[W3H0] EA[HHME Xto|
EAIXIZ0] = A LIEGT.

Table 12: City Brand Equity one-way ANOVA by Favorite team

= more
= 20z
|+,_|O
g -
o ru =
_H'J_”_DJ{X
_a
M
_h-i
E
N
2t
O q
o
:'|::I
|>
w
O
o
+
[00]
)

H>

Factor Team N M SD F p Post-hoc
Hyundai Capital 98 4.32 .70
KB Insurance 94 3.93 .78

City Popularity OK Bank 95 3.87 .87 6.51™" .000 A>B,CD,E
Kimcheon Highpass 97 3.90 .88
IBK Bank 94 3.78 .78
Hyundai Capital 98 4.14 .70
KB Insurance 94 3.81 .83

City Image OK Bank 95 3.75 .90 3.317 011 A>B,C.D,E
Kimcheon Highpass 97 3.87 .85
IBK Bank 94 3.90 .80
Hyundai Capital 98 4.20 .70
KB Insurance 94 3.87 .96

City Awareness OK Bank 95 3.63 a7 5.81" .000 A,B,D,E>C
Kimcheon Highpass 97 3.93 .92
IBK Bank 94 3.96 .79
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2 Aol JtHg AT st s|HEM(regression analysis)2 AAISH7| M BOIE 7tol OHEEMdmulti-
collinearity)2 =QI5}7| 2[8 & AN SFo HOlS 2o YA E 24T Ait= OHS <Table 13>1F 2Lt
<Table 13>1F 20| 2 AFOM FHE EUE JHY 519l T4y, 50ld, s8d, 200 TA|EHE Xpit
Of StelReQ EAIQX|E, E=AIO|O|X]|, =A|X|ZF ALO[O] OISt 2HA|7F ZXSt=A| R EHS7| fIs 222 HAIS
Rom 24 21, 2 2010 SAXHCZE |2[THp<.05) H(+)EEAZ A= A2 =2 LIEHGC
Table 13. Interrelation among Factors
Factor Truth Interest Skill Vigor City Popularity City Image City Awareness
Truth 1
Interest ATTT 1
Skill .520™ 514™ 1
Vigor 467 A484™ .493™ 1
City Popularity .386™ .328™ 3617 .282™ 1
City Image 3577 .319™ .356™ .295™ .504™ 1
City Awareness .404™ .314™ 4117 .330™ .468™ .553™ 1
Notes. “p< .01
33. 714 85
3.3.1. 83 Z2Hj FEe| HHME J§/40| ZAEHE Xk F EA| AX| 20 OjX|= B
= AFOM ot= Z2H|F FEO E'“—_HE 7§40l X A& EAl AR 2O O|X|= S¢S HESH| {1t

|[9EHE
of Ct&E 3|24 (multiple regression analysis)2 HA|SIFOMH 1 ZltE <Table 14>2F Z Lt

Table 14: Effect of Brand Personality on City Popularity

Factor B i} t p
Constant 1.67 1112 .000
Truth 31 .29 7.88™" .000
City Popularity Interest .04 .04 1.06 .290
Skill .16 .16 4.24™ .000
Vigor .05 .05 1.37 172
R=.45 R=21 .000
Notes. ""p< .001
HEE JHE0| ZAIEME X F ZA| AX| =0 SEE 01X 2/HAM2 SAXHLZE FostA (F 61.19, p<.001),

gzl "E*%E—.% 21%2 LtEf *Ef. E‘?—_HE 7Hg2l 519|210 EAIEME Xf bS EAI SIX|=0f OX| & ks &

LIEHSICE J2|LE EE 7H’é§9| IJI”H %63*% E I‘='EH': IWEI EAI E'XIEOH oot I
3.3.2. ¢t Z2Hj| 7 FTHe| HHME JG0] A BYME Xpit F A o|O|X|of O|X| =
= AN ot= Z2Hj TS ERE 74 90] X Aph & =Al ofOjx|of BfX|=

|gEHE
o CHE 3| &M (multiple regression analysis)2 MAISIE oM 1 A= <Table 15>2F ZCt.

Table 15: Effect of Brand Personality on City Image

Factor B B t p
. Constant 1.61 10.78™" .000
City
Truth .27 251 6.82 .000
Image .
Interest .09 .087 2.37 .018
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Skill 17 167 4.46™" .000
Vigor .05 .054 1.52 129
R=.46 R=%=.21 .000

Notes. “p< .05, ""p< .001

= %ﬂ"?;t% =
e A TAMB=.25 p<.001), SO/4PB= .09, p<.01), SHHP= .17, p<. oo1)O| LAl o|OfX|0f Rolst Fek2 O]X|
£ Ao 2 LIERCH d2Lt EME Ji o] Z AT A o|0|X|of folst FEHS O|X|X| LQUkLCE

3.3.3. ¢t Z2Hj FEe| HAE H*"OI EANEBHE Xpi F EA XpZbof| OjX|= B
AT ot= Z2HjF FEO| EEE T 90| XN[HEE it T EA| X0 OjX= &S S| 215t

=2
CHs 2| M2 4 (multiple regression analysis)= AAISIR 20 1 Zib= <Table 16>2F ZC

Table 16: Effect of Brand Personality on City Awareness

Factor B B t p
Constant 1.46 9.82™" .000
Truth .26 24 6.48"" .000
City Awareness Interest .04 .04 1.06 .290
Skill 21 21 5.65™" .000
Vigor .10 .10 2.79™ .005
R=.48 RZ.23 .000

Notes.”p< .01 ""p< .001

BHIE JHE0] EAIEHME XA F EA] X240 FEE 0[X|= 2HAS RSN (F=69.74, p<.001), 2|HZ2HO|
HHHE 23%2 LIEHG{Ct<Table 16>. EE 74440 5t2|Q Q10| ZA|EME Xt F T A| X[2H0f O|X|= Fs A
2 Aot THEB= .24, p<.001), sHH(B= .21, p<.001), ZUE(B= .10, p<.001)0| TA|EME Xtit F T A| X|2H0| 7
olst Fetg O|K|= A2 LEHRCE dejLt EE J4do| s0/de °°|° Fek2 O|KIX| kLt
4, =9

2 e o= Z2H)F T e JHH0| ZAEME Rpitof OJX|= FEE Lot 7| Qs 0|5 5 7t 2l
N A E FEHSHD Sh= Z2HYT FEHO] HHETHHO| ZA|EHE Xpikof oot FekS O|X|=X| YOt Xt St
QUCH metM 2 Ao 2% 7He A5 S 8ol ==& Z1E HECE Oh3t 20| =25t u At Shct.

= AF0AME AR E, A
WoStRAC G- Eff% HHE Tfe

oy
Shin(2006)2] TEAZX 0 A mHatzH

[N
>
rz
10
as

o
S =
Rl
rr T
0x

(@)

HI
1x
re
512

o el Mofa ol A oM B/ 2010 7be ZA LEtL Of
g2 E0t5t= J—’F%o =S 27| 98 B71gE = e O 2t LABL) Z2 ARX ojguEe Y 5
71 S TEETE 2EOIA] OjX|= et AToM o g BEAE F7] WS W ME|20M 3EHQ Lo LiEH
Cto 2ok Mol Autet 2N o2 AKX|oICHBae, 2017). Ol= 84S SHE o O E M2 ¢ E S5
2odE SHE T OE £ B NME etElE #E20/2t 1 E 4 ULt
= gol Yo E 2 JiY X0|E dHEH TdY, 5014, e 220N SAH2E RS 0|7 Lt
EtSGtCE BHEHO| EA[EHE MU= SAXHSZ Foloh XH0|7F LIEILEA| UL M= HT 21t TEH =z YO
e B 74 80|A 200 Oj2Fo] ChE E T Blwsto] =2 LIEHGLE. O] Park and Kim(2006)2] 2257 M2
2HAS Z2Z000f Ofeh A0 AYO| RE+F F7|F2HT 200t ME|A2H 220|A =7 E7IUchs A7t
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22 Mg sl QUOMm, T Park(2006)2] T2OFT THEO| FI7|EHZAYE 2010 Bst HA0|A 200 02k EEHO|
CH2 FCHa H|W35t0] TZ20F ZA7|&O| MHATHQOIOA =2 LIEHGCHE Aot BEXHOoZ AX|si0] 2 A
£ XIX|sf =1 ALt

2 7o XY Mz FChel 2 E I, TAIEME XM B E Q00N EAXSZE [P Xt0|7t LIELLICE
XEMS| AHE M SICi7HT|E EH0| CHE Aoh v W] EME JidS M =0| Hotst Ao 2 LtEHGECE O|2{st
ZAItE CH2 4709 7Tt Hlwsto] Mot SICH7Hm|Er FCHO| 7t @&l HALE 74X| 21 QL= FTHo|7|of CHE RHEE
Ct CHo| 2RHE Jido| 7+ & & 7| 20| A I ATt AR EICE

2 o7 ANX|Y Mz FCHof M2 TA|EME XpAS| XHo|oM 2 E 20l1t REto] SHAESZ {2t Xto|7}
LEEFSECE 2 AN M7EH 5719 FEh2 X|Hoi 7|7tE 7|EL2(2017d 7|& Mok Z2H|F EHEEH ¢, 3}
M 6K}, OHAL 4K 0| TRH|T SHEE A AN 2@kh H| L8| E0X BFSIo ARE FHsiFon, 1
Zat HotSChFNm|Er o] CHE T EHp H|W3Sl0] TA|EZHE XpAO| A LIEHGCE 0|28t Zot= CHE Zthat H]
WSt MOt T e FLEHo| mA| MOtE 2 Q8 7|ZH F7|E ofi2t7| 20|22t AR EICH Choi(2014)2 Z2
ARX G| ANO|HO| SiEX| Y Axx mo| EIYAY B HEWS0| 0/X|= FF AT E &FO st of%
HC X|Yof Cfst of%f0| &2 WMUALZE ADO|MO S £l 2SS EQICt 231 510 X[ 0|2t £/4g0| of
L F% AUS FHGIH 2 79| Zutet EENOE AKXt QUL MaEtA AZX ACHo| Elaf M ALO|Q] A
£ Z3A7|7] I3 St MEe 2, X9 W Al U oA EE NM3Foz 288 Zago| JUCHE AANEE MS
St

42 Z2H|F TS| HME 70| ZAIEE Xpiof| O)X| = B

2 Q70| A TEH|T TEO| HUC JHYO| EABME XpMO| DKL YHS AT A EAXCE o8 Y
2 OjXE HOE LIERTE RMSH A3 SUE JHgo| ok9|Q0l9l AN SASHE Aol BE Qolf
QI8 Y| Y HOE LIEHHOD], Z0|4S TASME XA 5 0|0|X|0| S8[et FO| Y HOR LiEFLTE
g SAUE Jho] SEHYL SABUE KMo BE Q0N RO/ YO UL HOE LIEFHOD] BHE HNo)
2B CABUE XM F S X 20| K008 YO Uk U2 LIEFKLCE 0|23 ZThs Kim(2010)9] HILIAS
2019 M3 §F HUEIRNO| HAUS AT 240 OKlE Y AN SUEIhYo| MM, 5, NHE,
2%t 20104 SUERAS] SHE, 00X, XSOl WS OIXCkD 3 A Zatel AX|BHD, Kim and Lee(2014)
of b7} O EQ} HHAZA] O|O|X] Y|t SAISE 4, SUS XL U SHEO| 0K 3 AROIN ZA| S
S Jjgo) AN, W Q0lojM EA| HHC RO Yo S 0L Hustel 2 Aol Zujet REHOR
UR|BHCE BHH, Keller(1998) = HME XRAF HO0| 0| ZEStD SOIHO|D, SE3 HAUCS AN FBGE UL 5
QICED A3 b UOD, E8 Kang(2012)2 AHIXFS| SME )Tt Xfo} O[] K| UR|AHO| HME RHiHo) OlX|
Y3t HTON SUE 0| RoLo|O|X| U AT HME XpMO| IHHOl WS 0L HISHYOD, EI Ak
RS2 RRAIO| XfOtet SRS HHAZ SUA| XFAO| O|0X|9t BBElS HHUES NS 0| Sof H7|KQl L
Coto| S QAT WHAIH HUE APMO| MY FS OACHD AR0IM EDsH0f £ 70| AIHE XX
Si7D QUCH WERN SAISUE RS S SUC Y2 TLHo= DY Tavt YTk 3 AR B
WS AT SUAISIO 2ot WS RO 7@, S TEOME AbReto] O BAS YHAYS
2H SUE XHAHS £0[7] 9B WOHS BMSOF B Ho|Ct

5. 48

A8, AAXY M FH MHE BEUE Y, EA[EHME
g0 g3t Hlusto] A LEtGen, dEME e Jjge| TAY, §0/d, Z2UoM SAH2=Z Folot 1t
StO| = A LIEPGEL H0X Y doFHod 2= 20204 SAH
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2t TE 82 71 ol 0j2o] X D0 B Jks 40l &2 200h O SYES 9T O T Weto| Wasict
TWZE| D, TET K| 20| S H BA2Hs 214G DHAIH LZLoF & HO|C,

ST, $F TRH|T REHO BHUE HH0| EAISHE XpAo| DS F3F 24 AD HAC JHYO| TAY, 5244
Of EABHUE XHHo| EAQIXIE0| YES OIAE HOE LEtRton, S 4ol I, S04, 5240| £A|
SE Aol £A] O[0|R|O| YFS OXlE HOE LIELGIC E3 A JHYo| MY, 5244, 20| SA S
S RpArO| EA| XZ0| S K|S HOE LIEHKICE TRUT TErO| BAUC JHYO| £2H2 EASHE XM E
3t £OIRlE HORM B J|0| ALt 7| QLT OfL|Zt ABXUME FQ3 HHOR QI4|E|0fof B HO|Ck. I}
2hi TR REOAE CH2 DESIHE SHA6| TYEE SS51D A, RSO BHE S Byt 4
xt 20 EXNY D & WA =242 stojof B Holch
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