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Male Consumer’s Perceptions of Fashion Brands’ Advertising Investment
and Brand Equity

Tae Youn Kim'
Dept. of Fashion & Clothing, Seowon University, Cheongju, Korea

Abstract: This study examined the relationship between Korean male consumers’ perceptions of marketing promotion
investment such as advertising expenditure and celebrity endorsement are the brand equity elements. It also compared
if there were differences on this research model and two groups that selected Korean or foreign country-of-brand-origin
in fashion product purchasing. Online survey responses from 414 Korean men in their 20s-30s were analyzed using con-
firmatory factor analysis (CFA) and structural equation modeling analysis (SEM). Perceptions of advertising expenditures
were found to be positively related to brand association in only the group that selected Korean country-of-brand-origin.
The results showed a non-significant effect of perceptions for advertising expenditures on perceived product quality in
both groups that selected Korean or foreign country-of-brand-origin. The results indicated that celebrity endorsement had
a significant effect on brand association for the two male consumer groups. The results also demonstrated that the rela-
tionship of celebrity endorsement and perceived quality was significant in only a group that selected Korean country-of-
brand-origin. The results also revealed that the effect of brand association and perceived product quality on brand pref-
erence was significant in both male consumer groups. This study has useful managerial implications for enhancing the

effectiveness of investment in advertising activities.

Key words: marketing promotion investment ("€ ZZ 24

FE2}), advertising expenditures (332H] X&), celebrity

endorsement (F8<] 23), Korean male consumer (3= '34d 40|}, brand equity (B-s1= Z4h)
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=3,

20~40d] g AR HAGA] T8 AMRE F
J38l3L(Korea Federation of Textile Industries [KFTI], 2017),
9 AT e BERYE JiFE BREE AR 3 4
vzEe] wAd AlF 42271 71l w2k (Korea Federation of
Textile Industries, 2018) WA 7IHELS G ARAES A
3k AY T2 RS 73St ItH(“Men as major shopper
of luxury goods”, 2019). 2/d BI=ZUZX 745 A Wi YA

£ flofl Halle z2AEqde gk gl S9) gare] Fakst
3L (“The highest sales”, 2018), 2=2¥X2 F|FYL “SXH

W g el e weks) TVEZ e} A% 29, A%
5 ¥4 5 Zeude 43 £R8 0jE Z71= oozt
(“All for you”, 2017).

= YPAkx|e] B Hile = 9] Bt ASox
am A sdA] dxksle] 3= ABxle] LS Ay

(“GD effect”, 2017) x:]z}omo] tizel "o
S ) 59 wPvEe] AEole BAE 1S Th“Sam-
sung”, 2017). ZF2~ HA= APCE A} AEFS LFE
g 2Rt S Y wisholA A=Y
ZEuteld YAE 7)H A

J7(“The hand painting session”,
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2018), ol EellA DI T, TEFE 5o U}Edfa uHE]
£ Q33IATHEAPC”, 2018). 'FA MRS AE 94 7]
o] ZeRA F7ek tEe] 20174 7ele dd F715
o2 kel TV, 1Bl 3oL, ]l Ak 2
WA AHLe] S8 SRR Zo® YERITHKETI, 2017).

R, osd bk Aol mid =2 e aviRke
231 71ge] A= TerA SFd FPH HEE 2y
“* SITHHong, 2009). Lee and Cho(2017)= #3 A 7i
8l gar S7RR Qlal 7149 gt ol Bk SnjAel)
A WS R 5 AL A Hsiink. W ARRE =

0o Ao Fa RS 348 U A A1gEe
$o5 BUS Y3 BFL s YA, ol Bt

B AHIAES QIS TE dFe v——#é}v}.

WA BAH=ol 2P} 71&3lEH
A ] Halze] Agago] FEERA|AL QUL %LM A Has
o] Hale At SskE 99 v F o] JaE
A= T ol xdo] BAE x| mjX|= gl disl] B
% v = H2413] Fa3cHKim et al, 2008).
455 BT HA=o AnRiele] Ao
= E%Eﬂ B3 AR 7} A= e 9] lAo] wek x|z}
H F2 59 2HIA wkgel zeolHe] EAldhE oA
(Steenkamp et al., 2003), ¥ A= =9 i BH=o]
L TZMl &k gk FA Rk QlAo] HAle 2t a4

TFE EIHRAA] Yol A} ST

2. O|EH Hi&

EJ}@?J U]-?ﬂ‘%‘ %’
TH(Ataman et al., 2010; Buil et al, 2013) E3], Halso]
e B FAE HUE e WAsed 244 9L o)
e Fa%k A3 g9lez I rkSimon & Sullivan,
1993). Yoo et al.(2000y oltjtk, Lio]7] 5
£ di#shs BdE off, 7HE 28 diE BAE ), Fe
TV U3 Ba= o] & 127 Bd= oz JaH] A&,
7H 1, HE oluA| Fol vHA" 9
9 QX HAle Pt AAE 2ARE A
AY P& tFsle HrEA FH] A&
Azt F4 AAA 93
o] 25 =2HAS o) BAE A2 7 49teE
ATES EOE B
o] Ao F23 < 5 ATHRyu, 2003;
Yoo et al, 2000; Yun et al., 2006). T3}, AH|27F A zbele
HAe FaH] A& 52 AF F2 g R 384
(Vlllarejo-Ramos & Sanchez-Franco, 2005) = F74 Buil et
., 2013) Q1A= FEES tXE o7 dEA AH|Ale] |
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=, A, S5 T oRoF =7 A, ALl 70%
< 31 JtH(Sharma, 2016). Hl= Faro]

AL 7188 W PR SHH 294 4S9
Hele 5o TR oEddx 2 Ak&%rﬂr 53]
E 33 & §He AF B Bl el A3 o
w(Biswas et al., 2013; Sharma, 2016), A& %32
H|z} 71l 344 (Karasiewicz & Kowalczuk, 2014;
Tong & Hawley, 2009) %+ 74 #|(Sharma, 2016) 9=
1 = k. ool & el s aRAE 11”6# garm]
AE st FL & Dé 01] T&o}ﬂl

\

rSL' JI
2 oo lD:

g MsE 33 ?_E]-(Karaswwmz & Kowalczuk, 2014).
A Hlco] tigk Hea ej=el folgt

2l VS UPﬁ EL:‘ o Hls 2ol 3784 9IS
ThH(Cho et al., 1998). B =9] a3t wiAE AFUA |
A Rl FHl HEE Hal= AFol gk 2HxF A5 H
= PA31A $THHung, 2014; Pradhan et al, 2016). Wk
Bac 2k 122 93 niAE FEo] A welow B
o] ik AT Hee 0% ot & 5 3

o |n
lo,
g
1::
-1m
T

2.2, 3H| X|&1 =2 oAt

2R AZbehs BAE FaH] A& FE2 HHSE &

H|ze] mlgo] WA ke Tl 2 5 AUth(Kang, 2012;
Ryu, 2003). Z:H|=}2] 71"4 of HA=s} ZRIE] A wHes
w7k BdE A 894 i = G P
o] mhge] Hﬂ%t# %JO] AA HLESE Hals o] &

H|zRe] 7199 s P a2 «1 |3CHKim, 2010).
Byt 2Rk whgel g4 HeEs ARE Uehls B
A Axde) e 54 BAHsst AE HE Uolr B 2
= R} &R 719 ol AEs] AREY U Wdsle
g ol thRyu, 2003).

AR BAH=7E B AR E ANt AR BEA=E
2R BAEE WA wEEE o] F838kaL ol Btz 7
t 73 95 AEE] 771 W2 719 Bas g
A& SHk(Ryu, 2003). Alba and Hutchinson(1987)2

B, RHEAR Bl =E2ESE Avrle] His
T 3k o] e HeA AR BHA=nwTh
AFE Tou7] Slall B v)ge] F8Adol A
Z APATEL AP A 7sls Balso
= AFe A fr=shket] 83 9ES

L§i\3]-(Cobb-Walgren et al, 1995; Kang, 2012; Ryu,
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2003; Simon & Sullivan, 1993; Yoo et al., 2000; Yun et
al,, 2006). I AZF2] 72 Ryu2003)= AH|A7} A 2beh=
MFd HAlso)] tigh 52 75 Fam] A& HAls A
o TR &I ZreviL Sk ol v e S
273k

7M1, &ML Azbeks s BlEe] w2 3] A&
2 3 Hal=o] ik Aol A FEFS vE Aot

2.3. o]

A 2E 3 2]
9 e A2 (Keller, 1993) 21342 A 23]
Alge] AAkAR] Hojgoluh 4ol tial] ARjAprE 320
2 948 £4 £Fo 7 A TH(Zeithaml, 1988).

Kirmani and Wright(1989)= 719 &2 FaH] A&
AFF] AAF Bz Exleitis RS Ui 230t 9
T Rom MRt AZdske B2 FaH A& 2 B
= AFE F2 digk anzte] Zloizte] s3] dEe vl
o} 3F3t). Villarejo-Ramos and Sanchez-Franco(2005), Yoo
et al.(2000), Yun et al.(2006)> &M} A zbehs 7149 =
BA= FaH] AFo] LMkl Azkd F4o| 344 F
ool §19em Kang(2012)y> 574 Bal=eo] 3a1 ALg
sk &Hzp Q142 X7 e FAQl JFS wRith
=
WA, Ryu(2003)8] ArollA 5D olF Farel thaf 4H]
27t Azsle w2 B A& A7k F2 AU 9%
< XA etk Buil et al.(2013)2] AFolA o)F Aol
g i Ha=2 oltjtiX(Adidas), Yol7](Nike) 2~¥= H
Ao} AxAE, At BA=S i) ZARE A3, AW
2ke] A7hgl FaH] A& A7 F2e0 7AF JFE n)A|
= 202 Uit uEi APt Q1AEKE BaH] AE
T2 A7 22 FA gigk 2 ¢S wlo)m St
(Kirmani & Wright, 1989; Yoo et al., 2000; Yun et al., 2006),
o|F AFe A FAA dg= Y F glomg Anpt
A Fufs] B oA BasE gigoz 3 A5 AP e
sk, ool thaa -2 7HdS AT

7Wd 2. 2HRPL AZehs dhd B = w2 Fam] A&

hl o
3 Bal=o] vigk Alzke F2o A=A S vE Aol

| o flo rlo
Floil |
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24 1 &£ |YQl HED HHC o

NG5 Aol BAEE Be7] 918 FHR (Celebrity) S
g1 shul, o) e 2midbe] A =R ol
A o] FHA FQ X, FHH HA= Aol
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Hawley, 2009). W&t F3 & f9¢l

F& HIs 2t 7AE S8k §-83 Y w0l
(Biswas et al., 2013; Hung et al, 2011), 53] E= A4
Z} oluA7t Fa%t s H=o] 739 Fare] fHde A5
718822 (Tong & Hawley, 2009) 5821¢] #3 & H
AF BFe B ik 55 A% {83 940l
frElo] 7168 B Fao) o]F 3k &H|xle] HiAl=
o thgh 2142 A <5 U] (Associative learning theory)ol]
o) Avdd + Jom Fi & {Frlel disf A AR E A
A Sz fHEds B3 BleE w&e]A Foi(Til et al,
2008). McCracken(1989), Till(1998) 3 & =34 f7210]
FaL Y Halse) 2 o] $ESE Bl ik 4HRke] =
7k Aol ARl FEFE MF ¢ Jor thE Ha=gk
&S skl 19T Biswas et al. 2013y
fHelo] SHsl= Hale Fao) LB} HIMEH] =2

[}
A%, 2020 HAse] e 5218 @ge o & A

3 31tk Hung et al(2011), Sharma(2016)2] SAF-ol- =
B[Rl BEe Bz uisk S7H4 el 384 ¢S T
e Ao vERstt. ol tEe] S AAs

7Wd 3. AR 1she wiA BalEe] A & R
2 3g Hal=o] thdk ol FFH JES mE Qo).

25 #0 & RYol 253 X[ZtE EE

Fele] B & Halle B35S Hils AW o)l 4H]
A7t AZkehs BAE AF F4 oM E F3F2 mRE A
o7 ByEolgit}. Spry et al(2011)S £21¢] Hale B
2 FHEdY BA=e] A% 7], wE g ARlS B3 B
A A, AE E-I) 2L Hals ik Q4o FJeg v
=

8219t Sharma(2016)°] ol HE Hal= ol
2 =5 esket. 12709
o)F BAE9} 4o Y A¥x3) BASE gioz
Tong and Hawley(2009) A-oll4 fle] BaL 7182 A7}
d F2o BA 9FE M= Ae® Yehsith. Karasiewicz
and Kowalczuk(2014)2] A1Al A t’d Aol &BR7F 3aL
oA FrEcle] BHESE Hals AEe] FAS %A 32 AF
Hr} o Eo| Wrkske AR Uehhth AYdT-E EdiE 3
A& Y BEE A0 oV HAle AlEe] SRl w2
A7t vEA YRR §R0E Bl E8ske
AlFol gk AniRte] F4 1S ERlske Zlo] Fasith

7Hd 4. &AL 1k i Halse] . &
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Cobb-Walgren et al.(1995) 32H] X|&o] HA= AN &
A7 JEFES vAY ol HAE HF= olojzitka )
Lee(2011y= 574 HA=7E 252<] vHAg 77u7old &
T8 e QA dY HAEs A A7 Bels A
ATk stk Kang(2012) 7192 B
He F B2 B A4, A 4E F2 9FS 1A F
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2.7. OAE F{FLAOM HIIet BEHE ALX|

Alge] SE-ste E4or Qi HAllse] 4
2 BRE7F AL g Wl S7kE ofnjshe BAE 4R
(Country of the origin of the brandy= AH|Z}e] HEi=o] U
sk Q13 el F3S- & 4 ATHAichner, 2014; Dmitrovic
& Vida, 2010). B M= Bl A9} delof ggs
1) X (Aichner, 2014), Tt H]ZU 2~ Hefolglz BlE ¢
2ol we} aHRke] FrpE gEbd 4 Ark(Witek-Hajduk &
Grudecka, 2019). ool wlAE 2kl gt 2H|xke] Hris B
A= Pakx]o] wet B4 PaAo] Al7|Ee] JrhAichner,
2014; Dmitrovic & Vida, 2010; Witek-Hajduk & Grudecka,
2019).

JFAH o] AF] A, HAs e vHI" A=
I BT 2P adel gk &HA Hotel] e A
I tHRashid et al, 2016). Kim et al.(2008)2 &f¢] 2 =}=t
¢ HaAlert 249 A A A, rHE =2 &
T BEAS Sl ASS T Sash 224 i Bl
=8 sl BAls, sfe] APgE S A Hlatske Aol 2
fsltka ek AT, S5 APl &3 s 39
Haes e 7AFuAeld &% a3E AR d7e
BAIRHKim, 2011), = APt g=r @ aPAE oo s
T= F=aitt. ol Ul A 7ol EF g Hale
S8 1® AR glol i Ao R o] HAes
NS QO =2 (%358 fashion license brands”, 2016), E&i
A7 U == ajelQIAol] wet Bl gam] A&
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31, 7Y A XiEey

2 Ao B2 20300 = B APR38R AR
AEIAE S8l Ha A HAls AELS Folshs 94 4
A2 792 %l & 414 AEE FHE BAEY
FEo| QTEA S B0z 20t 2004, 300) 214502
712} 1357, W&At 2797|130tk thetal &4 oA} 3034
(732%), I 87 (21.0%)°19 3, AP A4 1729
(41.5%), A 1017 (24.4%), 712 619 (14.7%) S2= e}
Wk AFAERE M-S 1339 (32.1%), 601 FHA] 1217(29.2%),
7371% 868(20.8%) Sl &olth. ¥, =] Ee s B
M= iAo i wiAY AFUAlA FAlel Bl A4t
84 ko] FAE vy 98 Ha AF Fajeks wid B
W=S AR7IgsH ot sl Bal=e] AAAE B4 ste
T Adoz EFsa. 1 Ax, S 9k Ae JHu
2447, #19] A A ZAke 1709g0]em de) Yatx]

A |

fe rlo

I Bl 2R gAeke] AAE golrr] L3l Buli et al
(2013), Tong and Hawley(2009), Yoo et al.(2000)> A= T}
2 7H, APFEE, "HIE AR 7K ks BilE £

< X3l 2AbRe 2ol A#e] Yisl 7155 (Generalizability)
£ IAZGL S B AFela Hal= Fan] A& &
=, B3 & FE BHSo uisk &nzp 914je] BiE zpt
8200 PAE TS B itx]] wet vwsl] Qs F
Aol &35t 2njzie] ol Bals R} HIE,s AR Z
= o3t Zti(Table 1). Hu] EHE 942 Mg FetolA
A Tl eS 29% 3, SFE=Y o] 7%%Th e BAs 9
S

el ol A FolEs 4%, X290 21%=2 U
ERith Bl QiAo mE 7 ok 7k vwe] g ds
< 98l Roth and Romeo(1992)¢] E#= fikx] <14 27
ol gk 7 el vkEE A A3, Hils 49
o 95k AR oJuA|(r=1.66, p>.10), YA F4 <l
2l(t= 85, p>.10)°] F H& 7+ {23 2ol AU

32 SHEzT % XMEEY
2 d7Me ARgdrE EdE vHE AR F
A as F HAE AR as HJrll Fad AR WeEA
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Table 1. Frequency of purchased fashion brand

Group selecting Korean country-of-brand-origin

Group selecting foreign country-of-brand-origin

SPA casual (i.e. 8seconds, SPAO) 30%
Casual wear (i.e. Beanpole, NII, TBJ) 32%
Formal wear (i.e. ZIOZIA, SIEG) 29%
Sports wear (i.e. Lecaf, EXR) 7%
Outdoor wear (i.e. K2, NEPA) 2%
Total 100%

SPA casual (i.e. H&M, UNIQLO) 47%
Casual wear (i.e. POLO, LEVI’S) 23%
Formal wear (i.e. ARMANI) 4%
Sports wear (i.e. ADIDAS, NIKE) 21%
Outdoor wear (i.e. Columbia, Millet) 5%
Total 100%

/ “Perceived 1dverusmg T N
___ expenditure g

Y N
C Brand preference )

C Celebrity endorsement /—i Pelcelved quality D

Fig. 1. Structural model of research variable.

HAE Y3 B g 2m1Ae] o 4%1—@%%04 )
Zo Mgk 2} Agshe BAS Fan AEe
Kirmani and Wright(1989), Tong and Hawley(2009), Yoo et al.
(2000)9] =74 TS EUE HA= FuH] Eo tigh 4|
2ke] FEA QI or Aostal amat A|zbslzle] TV <l
iAol BAE Fsh AF ol W, WEB o] ¥]
go] ol AZAUTHE =4, oMIE FA2 TAHE ¥ B
& 7S] 23] A SIS, s B2 & f
24 g Bz Hus

A 57 970 f99 B8 Wl G 20el 8

olxlo g Aoty Farol] fHel 718 e
A= Bl f91e) 9 T S A,

HAE 2 g 4hvE Hale AT XzbE 228 ARgst
ATt Keller(l993)«] ATE EfE Halc dNe wes] B
H=nS meEe HAls QIXE dol B4 AIF HF delA
4 Balzol dial] Al e B meEle AR A
oalsi, A7k FHL BA=o| tigh [dvkdl 47
d3toll gk AnjRRe] FAERQ1 =07 Aot Hile
gt A28 F4 3E-2 Tong and Hawley(2009), Yoo et

k)
j =N

(2000)°] APl ZhzF ) B} 370 BaRS ARg-ERTh

BAe AF B Ahn et al(2009)8] 28-S AR
BE B3 74 Hu(1 =43 23X g}, 7=vl$ 2%
2 ZH3th 2 AedA dHs WeE 7&4 BAE Y
317] 918l Fig. 1< Oin‘LE@g A3t AERAE flsiA

BY)
SPSS 22,03 AMOS 220 ARl 7]1%EA), 3218 29l

2, NEE 24, FEFAE ANET,

41. :rl./éleLﬂol L|g||:

B ] 7Hde ASE] fsl AR S FE] AlFe
o} BYEE AR Az, AuA) A zsls g A3, 3

Jofe] fFHEQl B, BAE A4, X7E 4, A= H5e
S0 371942l Cronbach’s oAl .85~.942 YEh} 2=
7158 3Gk ER1A 818X Bl e AR €
FES A5 A, RIAFE = 153.89(df=55, p<.001),
GFI=.95, AGFI= 91, CFI= .98, RMR = 072 g3} F3o0]
R, B3t QA W9e 79952 BF SAIFeE #
o3I THp<.001). FAEse] AEAREE 74~89 HHE Y
i}t FHEIEE F530h W BT ERkS 50~.76 Wl
2 A 7 A Al 2ok 24 Jeiy shderd
TE F=31%tH(Table 2, 3).

lo

G o =245.26(df = 118)
oz z}ﬂ—EﬁéJ} Aok ﬂ Frol2Fo} Aol Ay’ =10.40
(<A(=1551, df=8, p=05) *+ A 7boll F2I3k Zol7t 9
e Ao ek

3 1=k
2 axsle 1 Ae TS B BHSGO Aok
Table 4} 7T},

71 1~69] 7 A7md AL X5E =
271.59(df=114, p<.001) GFI=.93 AGFI=90 CFI=.97 RMR
=.062 HFASE ol ek, WA], A7} A 7behs FaH|
A% AEt BAE o] o8 PA JBL nAE Qo
2 Uehty=.18, p<.01) 7Fd 12 AHEE. ol LHAP}
54 HAS 38 JI 4ol B Ju AF 7o) Eh
3 PSS Y HASS] Tt G FHF I Lol
o= ﬁﬁgﬁ?—(Alba & Hutchinson, 1987; Cobb-Walgren et
al, 1995; Ryu, 2003; Simon & Sullivan, 1993; Yoo et al, 2001)
o) Azt AR B, 2vlAke] A7 Fv] AL

Azbel FHol| TS HAA B AeR Yeht 7Hd 2E 7]
ZEer ol T oot Axx ofrt x9E HilE
Z the® %A}3 Buil et al(2013), Ryu(2003)2] 79+ o
Aok A, oleld vk WY ZeuAe she B

A5 A
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Table 2. The result of confirmatory factor analysis

21)3)9] 9145} 12

(= zppkape] FAl 197

Standard loading Cronbach’s o

Construct Items (i-value) AVE CR
The TV or print media advertising for this brand is seen frequently compared to competing brands. (2_3;;

Perceived 85

advertising . . . . . 81 ’

expenditure Sponsorship advertising for this brand is intensively used. (17.50") ;2

(PADEXP) 79 :

This brand seems invest much money in online advertising compared to competing brands. (17'07***)
. . .95
This brand uses a celebrity as the spokesman. )
Celebrity 3 94
endorsement This brand use a celebrity in its advertising. 3 4.89”*) 713
(CE) ’ .89
Celebrity used in advertising and this brand match each other. (30'52***)
Brand I don't have difficulty in imagining this brand in my mind. ((_)a(; 88

association 47 .76
(BA) Some characteristics of this brand come to my mind easily. (21'72***) 87

. . . . .89
This brand is of high quality. “)

Perceived 91 92
quality This brand continues to offer good quality. (26.5 4***) 71
(PQ) ’ 88

I trust the quality of products from this brand. @ 4'22***)
. . .90
Brand I like this brand. ) 92
preference % 70
BP i i 07k .82
(BP) I have a favorable feeling toward this brand. 2376
Notes: *: Because of the case that unstandardized regression coefficient is fixed at 1, z-value is not deducted, ” p<.001
Table 3. The squared correlations and AVE of variables
PADEXP’ CE PQ BA BP
Perceived advertising expenditure 50%
Celebrity endorsement 39° 73
Perceived quality .03 .09 74
Brand association 17 22 49 .76
Brand preference .01 .07 .60 .50 .70

Notes:

% Average Variance Extracted (AVE) for constructs are displayed on the diagonal,

®: Numbers below the diagonal are squared correlation estimates

of two variables, PADEXP = Perceived advertising expenditure, CE = Celebrity endorsement, PQ = Perceived quality, BA =Brand association,

BP =Brand preference

Table 4. SEM results for research model o] AL AuRpL SlY BAEE yefs|olyt sl ol
Structural paths Szir:figrc?;ietd SE t-value e FHa] A8 7ol e ZERMo] Fasi= oW
- A B HAe AlFo] 7 v FES AU o] B
HI1 — .18 .07 2.62 _ _ -
PADEXP = BA Tog ol ] 93 A5 AFsE Zolzie Bawa
H2  PADEXP — PQ 04 07 '55*** and Shoemaker(1987)2] A--<} %] g EdTha AbsE
H3 CE — BA 35 .05 5.29*** E%H‘: 23 & & & AHRke] BAs O‘j?g-(y=
H4 CE — PQ 31 .05 4.45*** 5, p<. 01)’4’ 7]_1:4 ::;q(,y 31, p< 001)01] Aol g3k
15 BA B 2 O . U1 7b 33 47 = AEIck olel WA Anlake
16 PQ— BP © A BUE B0 §9 B8 ED HAES oAUk <)
Notes: PADEXP = Perceived advertising expenditure, CE = Celebrity AElme =lTh Y o X
= T S Q] SEZA]
endorsement, PQ = Perceived quality, BA =Brand association, BP = e aid Balse] el A7) doju AlFe] F4k
Brand preference, ~ p<.01,  p<.001 = B7REE & AUk ool B e HAls Fa
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Table 5. SEM results for two male consumer groups

Group selecting Korean country-of-brand-origin

Group selecting foreign country-of-brand-origin

Structural paths Standardized Standardized
coefficient SE f-value Coefficient SE f-value
PADEXP — BA 21 08 2497 07 10 66
PADEXP — PQ .06 .08 T2 .01 .10 .05
w  CE— BA 38 .06 4‘65:: 35 09 3197
CE — PQ 40 .05 4.68 18 .08 1.67
BA — BP 17 05 254" 34 08 356"
PQ — BP 73 06 9.99™" 58 09 6.09""
gotesz AQEXP:Advertising expenditure, CE = Celebrity endorsement, PQ = Perceived quality, BA = Brand association, BP = Brand preference.
p<.01, p<.001
& 39 BFo] HAe F7bd Ayt T FA el 2 % 5 U
a3 ol2h= Spry et al(2011)2] AE ARSI @4, B B3 & frEde] HAls B tigh e Sli(y= 38,
MW= AP =.22, p< 0013 A2 FZ(PB=.69, p<.001) p<.001) 2 se(y= 235 p<.001) A HH= iR S AE]
HYl= Med) 2% GHel 9FS o)A /M 59t o= AgE s F AW 2E HAs o] P 9P 714 BU=
Pom 55 AzE Fgo] HA= Neg olued O 29 AF BES A3 43909 B BEL HA=S ) 0L
s P ol M) AEH F8 E—ﬂ% e Hie =4l &3 o|g= Biswas et al.(2013), Sharma(2016)2] 23}
o) AR B5el F23 Az WsloeA Ha= A sk AHsink old] Fuje) o) e 2= 3 U8 )
I AzkE EZo] Hallz HEZ o]ojZth= Ryu(2003)9] A sk "HIE AFuAleld WhHe BAll=l S7bH At
TAHRE AA A T2 el A= Aol EJ%&%I% ¢ T YU B &
Frrgele] BAle B3l gk &R|Rt Q14o] A|zke F4l| v
4.4 SLHe| HHMC ALMX[0 WE =M AH|Xt EEHH|I Ae 9T Hlﬂf& A}, = BERE Ak A8 el
A AF T Al S Hals Q4] g mE g = freldh AAA ol UEbtAIRky = 40, p<.001), <]
anldde] T Q9w hH HASe] Y] A% W F9el B HAE 944 A guelds 93 7134 el
Zoll THEF <143t BAE @Y, X2 B, HAS Hse) iAgto g Bs Qs AzE Edo] Hils Mz v
AT A B RAARD, arnde) A9% A% s 992 e 4%, F A wE Dase) el Jekn
= 4#=250.16(df=114, p<.001) GFI=.92 AGFI=.87 CFl= A AFEFEEW B= 17, 01; 3l9] B=.34, p<.001), #
97 RMR =062 78Vt £FolaL 779 4% da= F F4 3] 38AE JAAFEGFH B=.73, p<.001;
Table 59} 7T}, €] B=.58, p<.001) BAH= ﬁLﬂ o Zlog Yehdy.
A, S Hale Ak e Feel| X Rzt A)zts ojel =] Hal= kA Adele] whet Abd AR Aol
HH AF AEe Hails 1_}6 foll frelgh Bl dF Ul%i 7} A& Flolgke 7Hd 72 o] A& s EAs A,
AeHy = 21, p<01) 39] HA= xS Aesl= HuolA AL & el BEs A7 FE Aole] AAelA R XA g
© &HIAPF Azbele #aE] AE o] se] i Halso| Act.

I S 1 ol RS AL vshik, ol 1

el P (= S A

io] x]z]-&] ?xloﬂ‘:_ H 2] 7 °§

al.(2013)9] Ar+d=el st B A+dnE EdE U
T e sl Hal=e] Favt

A, oHE %AMW H HRtk= 148 EA sV
WEB ﬂlOﬂ = :%

5 4

rh

2 ATE HE HA AR A4 AF FEvE SR

w}E‘r olE9] g f=3] fIg A Bzl wiAIY AR

yAleld &gol STt e % % oA (KFTI, 2017) TVL}
A=A, WEB Faole] FA; B o|E 28, T22]3

Bl Bof tisk WA An|xte] 2] A HW: Z}

—’Zé BAE e AzkE F2d dEg=e] A=A, o

vl 2 A Fagt 49 W

l-

a 54 S RS TV LAl B
17} A HolZh} BAEs) oMIES F F8elT WEB



&
X
T

.
I

&

oft

N

Farol| H-E-g @Wol AESths 28 s Halso] o
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© 2 FaH] XEe gigk Anjzie] <l
Aol =gk Hile 2Kt FHo8 ojojd 4 SIthe Cobb-
Walgren et al.(1995)9] &3 dx|gict. k|7 &M=} =)zt
3ie B AEE A7k F4o| JFS vRA] = AeR
Yelstt}, Kirmani and Wright(1989)2] d743ke} g 3=
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B3 & 732 @ ud
=2 47 Wedw AR F4S W W ¢ 5 A
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t}l. Braunstein and Zhang(2005)2] A7+A3AH HaA =9} of
22E el Fa 7182 o3 aE<d A Y
Aol Fetole} ehE L)

s, vAR ARUAOlA FAlel gk 123 BaE it
faeko] AA A HAl= Qakx] Ao w2 xjo]dL A
o, 9] Bals ixE Agske B ARk A9
A=) BT NE o e Q1Ae s o] 99
wX=] &9ktl. Kamp and Maclnnis(1995)01 <& 3L
3 &H|Rle] vl B ge SHo doy)y
A AR e FaEkal 1ske Zlo] Has
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TV, QIfwiA| 3328] HE S5 5832 WEBoY
ol AR AR AFAYT 2 e B
£ At Anzte] F3 UE 7193 37 (Kamp &
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=
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5

A AP AFoA] Fol ThER] 9k WA AMRE
O B 9Qle] 46 mE B} HAE A fdko
MAE 57 dohat A ou e Zeolr. Hadk 9
A 719E50] £ ARt AlelH 5 P AMAE HA
ol 271 PR} S5 ABE IE 5 AWK RIS A
A} Hle F3o) 7183817 dth(“Ajae fashion?”, 2019). ©]
Hot A Ao tigh P ARRRe] whS-S AR
5 o Bege] Uulel wul Ak} 7189 Ba a
9w ARUAIN AS Seske] G4 At o
2le} Alg T

npREto 2 B A= Tong and Hawley(2009), Yoo et al.
(2000)°] A9} o] AAHQ] rHAY Z2RAE FAISKE A
o] BrlsstRE i Hae Fujzpe] =3 Adhs EgiE
gk JIRF SHelA 9] Azt w5 43t ol VLOG
SNS gho|BE-2Eg, dvkel 7Y 7§ 5 €83t AA %
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