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ABSTRACT

A Study on Effects of Involvement in Sports and

Sports Sponsorship on Brand Recognition and Brand Image

Suk—Soon Kim

Department of Business Administration Graduate School
Cheju National University

Supervised by Professor Hyoung—Gil Kim

Owing to spending more leisure, a variety of sports people enjoy personally,
increasing interests in sports, the global marketing, and so on, sports
marketing i1s more necessary. Also, the influence of advertisement is much
greater in the way of marketing communication. Therefore, it is good for
companies to reduce advertising costs to the minimum, and to find the
maximum efficiency of advertising.

Doing sports sponsorship which can publicize products effectively at the
smallest costs, modern companies need to encourage people to purchase
their products, because sports sponsorship makes them recognize their
brands and intensifies their good images.

Sports sponsorship is expected not only to have a distinctive effects of
ads exposure, but also to advertise their brands effectively to target markets
or market segments. Furthermore, it is regarded that sports sponsorship
strengthens purchasers’ receptiveness of advertisements. Therefore, it is
highly needed for businesses to do sports sponsorship to advertise their

brands at the smallest costs.



This thesis shows how much influence companies’ involvement in sports
and sports sponsorship have on brand recognition level and brand image.
In addition, it explains what results these effects bring into the consumers’
behavior.

To do this research, four brands are inquired which are well known to
high school students and college students. 363 questionnaires out of 400
total were finally analysed through SPSS for Windows Release 12.0 and
AMOS 4.0.

Based on the aims of this study and theoretical grounds, the hypotheses

are suggested as below:

Hypothesis 1) |f the sponsorship recognition level(Y4) is high, the
brand recognition level(ni) is positive(+).

Hypothesis 2) |f the sponsorship recognition level(Y2) is high, the
brand image( n2) is positive(+).

Hypothesis 3) If the level of involvement in sports(Ys) is high, the
brand recognition level( n+) is positive(+).

Hypothesis 4) |f the level of involvement in sports(Ys) is high, the
brand image( n2) is positive(+).

Hypothesis 5) The higher the brand recognition level( Bsi) is, the more
positive(+) consumers behavior( ns) is.

Hypothesis 6) The better the brand image( Bs) is, the more positive(+)
consumers' behavior(ns) is.

Hypothesis 7) the brand recognition level(ns) is various according to
whether the brand is bought or not.

Hypothesis 8) The brand image(ns) is various according to whether the
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brand is bought or not.

Hypothesis 9) The consumers' behavior( ns) is various according to whether
the brand is bought or not.

Hypothesis 10) the sponsorship recognition level( &4), the level of
involvement in sports( &), the brand recognition level
(n1), the brand image( n») and consumers behavior( ns)
are various according to consumers' ages, genders and

income levels.

To sum up this analysis, first, the general model suitability is regarded
as considerably credible one. And typical suitability figures (GFI=0.909,
CFI=0.927) are above the datum point. Therefore, the suitability of this
research is acceptable.

Second, the sponsorship recognition level has a distinctive influence on
brand recognition level; on the other hand, the level of involvement in
sports has not.

Third, the sponsorship recognition level has a distinctive effect on brand
image; however, the level of involvement in sports has not.

Fourth, the brand recognition level and brand image has a distinctive
effect on consumers’ behavior in future.

Fifth, the sponsorship recognition level, the level of involvement in
sports, the brand recognition level, the brand image and consumers
behavior are various according to respondents’ ages, genders, and income
levels.

Sixth, purchasing the products or not make a difference of sponsorship
recognition level, the level of involvement in sports, the brand recognition

level, the brand image and consumers behavior.
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In spite of its importance and necessity, academic researches on the
effects of sports marketing are scarcely done. Accordingly, this aim of this
paper is to study how many effects sponsorship in the way of a marketing
communication has on brand recognition level and brand image, and on
consumers’ behaviors.

Above all, this research explains that sponsorship has an effect on
improving the brand image of a company, so that companies are able to
make more effective communication strategies. And it i1s necessary to do
sponsorship, because it strengthens consumers’ recognition of brand and
brand image, and because it is expected to have a long-term influence on
consumers’ behavior.

Also it i1s needed to make strategies for involvement in sports. As
consumers’ life style has changed to that of developed countries, more and
more people enjoy sports in their spare time. And a larger number of
people watch sports games after beginning the system of working at 40
hours a week.

Finally, as there is more time to spare, interests in sports are greatly
increasing. Consequently, companies need to keep making every effort to
invest in sports. And sports sponsorship will be fruitful, if sports business
makes great development. Therefore, companies should make positive use

of sports marketing through pro sports.
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14 PAR0918), ALA A R0890), 2EAY AAE] QAR @ ofn

0

O

(¢

]
= H
T ome AL HolF: 9, 7 M4 SMCE 9% W5E Aesus
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<H 4-4> SRS 0|0IX X SMEC XS DIHHE 010 MY

o RS SCET K Bt | SMC| o | @ | [ams T
V59 &ol4el olujx ZHA gLt 3.086 | 0615 | 0.869 [3.056[0.034| 6 | 0.842
B e e e S o B0 | 043 | 0.854
= | VB8 Eag/seel wolH A A | 3001 | 0.619 0.84
ol | Vo7 887k5 % sl mdlme Azbec | 3306 | 052 0849
=) | V61 AL3] A A qlzafojn] x| ZHA| o) 2.775 | 0.421 :
V60 Ad H wad ofulA ZEY | 2.977 0479 0854
5| vss mas oo sgan 3203 | 0662 | 0752 [3.022[0.068| 3 | 0576
o | V56 nal=2 wgeled =gl €k | 31380783 0565
Jlvst nacs angn 2.724 | 0.234 0841
o |V Aol 2.827| 0667 | 0802 |2864[0.030| 4 | 0.707
o | Ves el s 2.636 | 0.438 (0759
B V6T A% o) 3.018 | 0.553 1 0.754
| ved A 1 2,975 | 0.409 0.785

) SMC-Squared Multiple Correlations.
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<H 4-5> AZX 20T L AZMNY XET 2019 EIEH
22l aAFAANSFE 2 WP E eAdAE TEA | LHA/EL
107 2~¥Xx=% oA FL3d 0.821 0.822
108 23Xz ygkel w9 stttk 0.799 0.813
AN e zxze g g8 Basn orrt | 0709 | (K2
06 2~x=9 #dy HAuAYLS g} 0.769 0.717
102 =¥z o] ov 0.693 0.738
109 Folst= a5 "ol 9l 0.801 0.732
110 Z=3xZ2ele] gis] # of= Holt} 0.801 0.717
101 =3x=47] % 72 2AF A 0.690 0.630
A2 m zz=aang 2 2oad 0687 | o683 |
104 ~=x2= 35k 9ls] A7 3ot 0.558 0.456
106 53] Folet= 4717F Aot 0.537 0.565
103 2~¥x=E Wy ot} 0.522 0.618
13 71l Al Fas 0.784 0.682
M4 7199A = &4 il 0.727
OJQE M6 Ba= Qx| wo] g3 0.760 0.673 2601
U M5 A st 0749 | o667 | 1419
M7 BH= ojw|x] 4 0.657 0.615
18 7149 #A&5es 0.499 0.529
21 71gBa=c A=zt 0.793 0.689
VAE w22 Aguace e wsy 0792 | 0708 | a0
aadlms sgiel e el s 0671 | o605 | 10870
20 71gEdso £L& ojnx 0.528 0.482
25 A2l dsfed 714 0.745 0.708
i%ﬁz 26 ZA7I7HARIEe] o3k 0.668 0.555 9356
Aelw| M9 2E=2wAe] 7] 0.638 0.622 9.062
24 7#A71el 5840 Q3 0.517 0.548
A A 65.418
KMO¢$} Bartlett®] A4 KMO=0.92  Chi=5521(d.f.=325, p=0.000)
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g <3 4-6>° YERd Ade FE5ESTe ol A el 3719 a9l
S FEINOH, 3 299 F FHEALE 63524% % dWrH o7 AL3| 38}
okl Al 7]E o o] &3k 60% oS AHdEl Fi Atk 8<% A WA
¢ A18lS> aFX7F 3214013, ‘&

S AAAE BAN, F2 53, B3, ARSI AQlEd olnA] T FR 9
Ao AAE FgEo] shihe] adld HAge] uwel ‘BAE= ojmxR wry
SR, A28AL AFATF 2697R, ‘FHAE T 4N MFI =S AAAE
e, s’ o2 Pt on, npA e A3891S AL 7F 23478, ‘B

A= 7)o £% g 5 3 Wk 2o AAAE

<H 4-6> BT 0|0IX L HAHE OXES OHdsS 2019 EtEA
a9l S eY 2 Haey g A8 AF| FEA (LA /A
V59 & o)Al olwu|[X] ZEA Hrh 0.841 0.784
VE8 £/ Bl slge o =7 ZEAFY | 0.798 0.744
wae| VST AA7s e B gzhEd | 0690 | 0605 | 5oy
TIAN oo 224 Bael daf 040l 0632 | 0500 | 24723
V61 AFs] 2 AQlgsiolm =] zhA itk 0.528 0.480
V60 Al 2 mFsd ojmx 2 ®d | 0502 | 0540
V66 3ol 0.800 | 0.757
uep | V65 TS 0764 | 0659 | opo7
BT | ver A% o 0603 | 0635 | 20747
V64 Al 3 0559 | 0547
V55 nal= old wg Hr 0837 | 0767
SYo| V56 HUsE Weeld mgol Hil o823 | o | 0
V5l Bal=s oA mo 0635 | 0471
R A 63524
KMOS$} Bartlette] 77 KMO=090  Chi=2184(d.f.=78, p=0.000)
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Ax <a¥ 4-3>3 2

4-8>0 JERY upel o] x’=

BH, <a9 4-3>3 <&

S =
OZ—]I%L-J—E

2

1

340.098(p<0.05) =M 5%2] o] ol Al

™ %
o] A7 <

=
i

1A UEbdd g 2o

Fols

4-2>c A ERE mpep o] 363/ =2,
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It} x%/df

o
S
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e
=
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T

m

L

w3k RMSEA=0.063=% 7]%X 005Kt thx =ZA VEGA R Folx

GFI=0.909, CFI=0.927=

LERH =

1, =AE3 47, 2003, p.3.
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HOPZ

=z

104) =94, T+
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0.877, HF-3FE=x4=2]

Fxls=¢1 AGFI

Skl

X

NFI=0.889%2 % W% 7|59

0

e
&
)

R

T
%

el

<O 4-3> &H

5w g

47

=340.098 (d.f.=127 p.=.000)
GFI=.909 'AGFI=.877 RMSEA=.068

Chi-square
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<H 4-8> R ZZE RZYUFHL REHEALAZ
e

alCE éj}-;fk Es‘ltimatj}ﬂ.vl; CR. P ;%Z%
2EAA JAAER) — BA= AXE(my) + 0.186 | 0.061 | 3.047==x | 0.002 | 0.240
2EAA JAAER) — BA= olu X (m) + 0.333 | 0.070 | 4.79*=x |0.000 | 0.371
o%] AX 2 HAE(L) — BHAEE AAZ(m) + 0.045 |0.041 1.086 0.278 | 0.077
;E; ¥ 2 HAAE(l) — BA= olu A (m + 0.061 | 0.046 1.318 0.187 | 0.090
2= AAE(m) — 7l E(m) + 0.210 | 0.063 | 3.337==x |0.001 | 0.174
BA= oA (m) — WP F () + 0.805 | 0.091 | 8.821==x |0.000| 0.773
22X = PAE(R) — MAAHAE(SI2) 1.000 | 0.000 - 0.000 | 0.866
2xZ2 B (L) — A B E(SID 1.184 | 0.107 | 11.053=*:x | 0.000 | 0.895
2EAN AAZ(L) — 2FE=7]9%=(SP5) 1.000 | 0.000 - 0.000 | 0.786
2EAN JAER) — BA=E7] /55 (SP4) 0.876 | 0.072 | 12.22%=x | 0.000 | 0.752
2EAA JAAEE) — BWE1A/on X 73H(SP3) 0.753 | 0.065 | 11.536=** | 0.000 | 0.686
BAE QJAE(E) — HAEE A HTHVED) 1.000 | 0.000 - 0.000 | 0.475
BAE AAE(m) — HAE Bl =50V56) | 1.672 | 0.198 | 8458+ [ 0.000| 0.853
vy F(mg) — FEjAl 322 (V64) 1.000 | 0.000 - 0.000 | 0.627
;ig v g E(mg) — TS5 (VED) 1.089 | 0.109 | 10.015%=x* | 0.000 | 0.650
’% v P 5 () — FHIE(V66) 1.245 | 0.108 | 11.536%:*x | 0.000 | 0.801
P E(m) — XEH Fu(V6T) 1.055 | 0.097 | 10.853=*:x | 0.000 | 0.725
BAE oA (m) — ZEAAFIA T9H(V62) | 1.000 | 0.000 - 0.000 | 0.633
BAWE oA (m) — AFSA AJFd ol x|(Vel) | 1.112 | 0.107 | 10.439=x*x | 0.000 | 0.664
BAE oln A (m) — A& 2 I5o] v X (V60) 1.058 | 0.097 | 10.939*:x | 0.000 | 0.706
BAS oA (my) — A o]n X (V59) 1.153 | 0.102 | 11.348*xx | 0.000 | 0.747
BAS olm A (my) — FAFH 594 =7(Vh8) | 1.080 | 0.097 | 11.092#:*x* | 0.000 | 0.725
BAE onA(m) — AA7FsAAUE BAH=(V5E7) | 1.022 | 0.092 |11.13-4==** | 0.000 | 0.723
BAE QJAE(E) — HAFE7]dd =5(VE5) 1.641 | 0.194 | 847+ |0.000| 0.849

Measures | ¥ df. |x¥df.| GFI | AGFI |RMR|RMSEA| NFI | CFI
HAYAEA | AAA | - | 3013k 09018]0991%] - |oozelst| 0% | 09l

=2 1340.098| 127 | 2.678 | 0.909 | 0.877 [0.078| 0.068 |0.889 | 0927
%) CR. Critical Ratio=FA X/ 22}; *xx p<0.01; AZAFE E3tE AF<.
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o] gy A= TLHHOT WolFu 9

oy

<E 4-9> AZNY QAXE SS9 51 24
S | gge | oRfE | g | e
T ¥ AQ | 48 |94 |8 | A4 a4 | A4 | 4 | A7 | 4
% | w9 | & | 5o | &9 | 59 |59 | 59 | 5% |59
Bd=E QI 0.240 0.077
2= oHA 0.371 0.090
LRERE 0.328 0.083 [ 0.174 0.773
A =Bl A 73} | 0.686
Q1A m=Rlej ] A k2 | (.752
=¥z R 714 % | 0.786
ANJAAHA = 0.895
M3 = 0.866
Ha=E AR 0.114 0.037 | 0.475
A= 7)o =g 0.204 0.066 | 0.849
HA= Ao =F 0.205 0.066 | 0.853
A7 s e BAlE 0.268 0.065 0.723
&4 2 ogEe 94 =7 0.269 0.065 0.725
T A olv A ZHAHY 0.277 0.067 0.747
AR g g ojulX 0.262 0.064 0.706
A3 A A ql 4= o] m] #] 0.246 0.060 0.664
2EAA Fad 9% 0.235 0.057 0.633
TEAl 2 0.206 0.052 0.109 0.485 | 0.627
T 0.213 0.054 0.113 0.502 | 0.650
FHo = 0.263 0.066 0.139 0.619 | 0.801
A 22 ) 0.238 0.060 0.126 0.561 | 0.725
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2. TGAIE BA=9 74

TGAE Ball=o] izt RYPAFEE B 4
Bk mRol o] w’= 340.801(p<0.05)ZM 5%2] frelfaEol Al o8k Al ekt
o} ¥/dfE 29982 3olst® yEhy AEs £ mdE dddd. w3
RMSEA=0.07424 7]FA] 00612t tha A YeEpGA T Fo131 2Eo] A
AuE Ay & AwaeAE yehllE GFI=0.901, CFI=0.90524 7153 091
o oA =4 vER A, 2A-E A AT AGFI=0.866, F-HEA9¢] NFI=0.865

2A B 7R sk olof, AAAY AfEe 8E g e FEelth
ek TGA R O] Bal=o] thafr] 2EAA Ao AFx = Hojiesl Bl
E A= B oolmA Zgal Be QAR gl oo x| e} w|g-ste] FE
il A¥F

4 BYgS R Ay, 2EAY AR BAE A=) 2
Bl A=Y AR(M)E Asta UwA FEENA
J= A= BAEA A AL FFUAE B v 2o

O

AR, 2EZAQA A =7 BAHE X =(CR.=1.881, p>0.1)o] v X+= JeFS
B ARZATE 7932 UiE CR.Ekol A FE 95%9 73kl 1.961. T}

A7) et feoHex Ear B 2z polwsl kow HAE AAE

(m)7F Fobd Aolgh= 1o CR#ME 137T1EA o)X d3ds mxA &

|z
)
Iy
o,
=)
N,
o
=
N}
(98]
3
W~
(o)

AN
o
o
3
=,
rlr
o2
o%
rlo
Ho
o,
2~
o,
v



<JE 4-4> TGHE E-E 2Eo ek

SR g e e e

37

Chi-square=380.801 (d.f.=127 p.=
GFI=.901 AGFI=.866 RMSEA=.
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<H 4-10> TGaAE 2=l UE E2A+ € R

W AT

Tad s Eslimat:} S]E CR. P ;%i
2EAA JIAEED — BA= AAEMD | 0140 [0.074| 1.881= |0.060 | 0.148
2EAY JIAEED — BA= olu A (12) | 0189 |0.084 | 2.252xx |0.024 | 0.169
22 FE(E2) —» BdHE AAE@MD) | 0.072 |0.053 1.371 |0.170 | 0.102
22 FAE(E2) —» BHE o A(n2) | 0.144 |0.060 | 2.374x+ |0.018 | 0.170
HAE AAEZ(ml) — v P 5 03) 0.176 | 0.063 | 2.819*=x* | 0.005 | 0.150
BRE oA (n2) — 7 W5 n3) 0.770 | 0.087 | 8.841*=*x | 0.000| 0.781

Measures ¥ df. | =¥/df. GFI AGFI | RMR |RMSEA | NFI CFI
AE71EA | DA - | 39138} [ 09014 |0.9°]4| - [0.05¢]8}[0.9°]7 | 0.9¢]%

A 380.801 | 127 | 2.998 | 0.901 | 0.866 |0.138| 0.074 | 0.865 0.905

) * p<0.1, #=x p<0.05, *==x p<0.01

MY AE Fol UE 24 ZANSES Juy ArE FALOR RFu g
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<H 4-11> TGHE SHE0 e AZAY X S2 g0 24

EA A AEZ 23= 29= _
T ane | wew | wde | emn | WA
* EEREEE EER RS EEREEE R RN N R
2% | 29 29 &2 |59 | 29 | 29 (859 | 529 | &Y
BEHE A= 0.148 0.102
BA=E on A 0.169 0.170
HE RS 0.154 0.148 | 0.150 0.781
A=l #7338 | 0.694
Q1A =gl A k= 0,744
2F 249719 % [ 0.793
AAA AN = 0.890
RN Fhef &= 0.870
sa=s AR 0.066 0.045] 0.443
A= 7)ol =g 0.122 0.084 1 0.819
BAlE A =& 0.121 0.083 ] 0.815
A7 s de BA= 0.116 0.117 0.687
&4 A el 3974 =7 0.119 0.120 0.707
T A1 olw A ZHA gt} 0.119 0.120 0.705
A 8 a2 olnA 0.117 0.118 0.695
A3 A A 9l 4= o] %] 0.106 0.107 0.629
2EAA Fae] FoA 0.110 0.111 0.651
TeAl 2 0.096 0.093 0.094 0.487 | 0.624
Tl F 0.083 0.080 0.081 0.421 | 0.538
FHoE 0.123 0.119 0.120 0.624 | 0.799
2 &4 v 0.115 0.111 0.112 0.585 ] 0.748
3. ob=g] Bz o] §A
ofrli=g] HHzo] tidt RFAHFEE By <IY 4-5>9 <E 4-11>°

Lehd wheb o] x°= 322.469(p<0.05) M 5%9] o]l
ol ¥Y/dfE 25398 3elstE ey 4Ed F2 mdR dddr £
RMSEA=0.06524 7]#x 0.05HtF tha AA YeERA g

AAZE dvty 2 AWst=AE Yerdl= GFI=0916, CFI=
098t va =A vk, =49 AAsed AGFI=0.887, F@ =452l

NFI=0.878=4 &5 7]EAo] A8kl glo], dAAdd A 82

2
Ho

o
ol
or
X
i
o
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Q= ol wepd ofuligl masd] tald AEAY AXES sxz
ol ol BAE QA% 9 ofn4 I¥n HAE AAE g ofuAe} vl
Bkl RN RS 2AT A3, 2EAM AAES DAS A w(r

Chi-square=322.469 (d.f.=127 p.=.000)
GFI=.916  AGFI=:887 RMSEA=.065
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k1
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at
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X,
k1
=

by
jug

<E 4-12> 001 SRS f8t F2H+ L RIS
H] X F= A5

o7z BEZSAT | oR p | B%

Estimate | S.E. Al

2EZEAA AAE(E]) — BA= AX %= (n]) 0.022 10.069 | 0.314 | 0.754 | 0.024
2EAA JARAE(E]) — BA= o]u]X](12) 0.202 | 0.073 |2.759=*=*x| 0.006 | 0.215
AEZE FAE(E2) —» BHE AXE(nl) 0.038 10.050 | 0.759 | 0.448 | 0.056
2¥X =2 HAE(i2) — BAH= o]u| X (52) 0.018 |0.0561| 0.348 | 0.728 | 0.025
BAHE QAAEM) — v g5 13) 0.309 | 0.070 | 4.45%=* | 0.000 | 0.276
Bz olu X (12) — vl -5 (n3) 0.824 | 0.108 |7.652*=*=| 0.000 | 0.768
Measures 12 df. | =¥/df. | GFI AGFI | RMR | RMSEA | NFI CFI
AGANFEA | QAR | - | 3018 09914 09014 | - | 005015} [0.991[0.99] %
FAA 322469 | 127 | 2539 | 0.916 | 0.887 |0.123| 0.065 | 0.878 | 0.922

F) #=x p<0.01



50] opn=q] BaAEe] ojM 2EMAY A LT BAE AL} HA=
olMAE T M sl dFS viAL J=H, o= 2EAN A= B
AE QA= WA= FEY ¥ AA e gy Axx folEs B
A= AA=S BAE ojw Ao A= ggFo] FoshA] ol FFHe] v
ofsitt. aeu BAE AR, vfPE 22 B ofv Ao v = JF
< AHAYA Aot FH BAE onAE BIE JIAERY ¥ 2 JF
S P A vk <E 4-13> oV Bals=o] tiste] 2EAA AR H
Hol, BilE AR B omx] Iy vHPE ol dFd 4 FAMSFE
o] 9FY AEE TAHeE HolFa dn

<H 4-13> 0l0|=& =0l et AZNA 2XE SO s 24
2EAA AE= Ba= Hy= 3
+ e AAE | wolw | axE | oma | HEE
h A Ty [ A8 [ad [ 24 [ a1 [ 94 [ a4 | 43 [ ¢4
3 | &y | &t | av | gs |G| w |G| av | as

Bd=E QJIAE 0.024 0.056
2= on A 0.215 0.025
HERS 0.171 0.035 | 0.276 0.768

s14 = ol vl 4 43 | 0695
SlA =g ol A wr | 0745
~E =710 % | 0.792
NAH A= 0.892
N1 o] 0.869
BA=s AT 0.011 0.026 | 0.471
Blle 7)o =& 0.021 0.049 | 0.876
A= Ayl =& 0.018 0.042 | 0.749
3378 e BUE 0.148 0.017 0.688

%74 3 aEo] selF A 0.152 0.018 0.708

S o)Al olmA ATt 0.149 0.017 0.695

A R agad oA 0.146 0.017 0.678

AL3) A A §) 4= g o] u] A 0.148 0.017 0.688
2EAA Fard 597 0.119 0.014 0.555
T A] Il 0.101 0.020 0.163 0.454 1 0.591
T % 0.099 0.020 0.160 0.4451 0.580
FHE 0.128 0.026 0.205 0.571 ] 0.744
A &2 v 0.116 0.023 0.187 0.520 | 0.677
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4. oftrhs B=e] 14

obtjrk: BAlEd hg RPAFEE By, 6
UEbd whel o] x’= 328740(p<0.05) 0.2 M 5%9] foiFolA EAH o
ol atAl el oy w/dfs 25892 3o]8ke] S JER] g 2o ndw
#BorEh =3 RMSEA=0.0662. 84 7]%2 0058t tha =
Fol EYol HAARE dvhvt #Z AWs=AE YEd=  GFI=0.913,
CFI=0.9230.2% 7] 09Kt oA =4 yverwa, 248 AgA <
AGFI=0.832, #3=x 42 NFI=0.8812% =% 7]&xd 2Hstal gonz

<H 4-14> OlCICHA =0 OiEt E2H =+ & R

Fae Eﬂlf&%ﬂﬁ]&r CR | P | 5Z

stimate| S.E. ha

2EAA QAEED) — BAE AAZMD) | 0224 [0.072| 3.1xxx | 0.002 | 0.251
2EA QAL — B olw X 12) | 0387 |0.080[4.837+xx| 0.000 | 0.375
2¥ 2 PHE@E2) — 2EE AXAZ@D) | 0096 |0.048| 1.982#x | 0.047 | 0.144
2z FAE(i2) —> HA= ouA12) | 0132 |0.053] 2501+ | 0.012 | 0.172
BAE QAZm) — # 3 FM03) 0.166 |0.061 [2.709+#x| 0.007 | 0.151
BAE olu X (n2) — ® 3 FM13) 0.733 |0.097 | 7.532+#| 0.000 | 0.771
Measures «* | df. |¥/df.| GFI | AGFI |RMR|RMSEA| NFI | CFI
AP FEA | AAA | - 301809914 09014 | - [0.050]8}[0.90]7{0.99] 4
42 328.740 | 127 | 2589 | 0913 | 0.882 |0.110| 0.066 | 0.881 | 0.923

) #x p<0.05, ##x p<0.01



09&
)
il
i1

<J8 4-6> OICICHA EdE 2

WYY

41

Chi-square=328.740 (d.f.=127 p.=.000)
GFI=.913 AGFI=.882 RMSEA=.066
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Balol B, <F 4-15>¢F 2t}

<H 4-15> OICICHA ERE0| 48t AZNY QXE SO 51 24
N 3E N = @ = 2=
. e | Gew | wdw | g | Y99S
* R R I R I R R EE R EE IR
a3 | &9 | 59 | &9 | &9 | 29| &2 | 59| 29 |59
HAE A= 0.251 0.144
B ojH A 0.375 0.172
" PF 0.327 0.154 | 0.151 0.771
A= ol %] 73} | 0.683
QI =Lolm 2 gkE | (0.755
22X 22379 % [ 0.785
MAA T4 = 0.887
MAAHAE 0.873
2= s AP 0.101 0.058 | 0.402
2HE 7)o = 0.208 0.120 | 0.831
2= Ao =8 0.216 0.124 | 0.861
A7 JE Bd= 0.236 0.109 0.631
&4 2 e 5% 7 0.269 0.124 0.719
ZolAel olulx] zZEA T} 0.270 0.124 0.720
AE 2 g2 oln|x| 0.260 0.119 0.693
AFS] A F Q] =) o] 1] %] 0.221 0.101 0.589
2EAA Fae] z9F 0.230 0.106 0.615
T Al arg 0.173 0.082 0.080 0.408 | 0.529
Tl FE 0.204 0.097 0.094 0.482 1 0.625
FHoE 0.254 0.120 0.118 0.600 1 0.778
A &4 Fuf 0.227 0.107 0.105 0.536 | 0.696

oftitha MU oA (0375)7h AEAM AAES] A T GFL wa
gom, thee vAYE, BAS QAR £ fFoHe FFL W k.

53] oftitha HaAlEe] glojA AEAA AXE}F BAS AAme BAs



ojmAE Fal mAAEd FFS vIAL A=H, ol HEAY AAET

-

= ggol Rl FL VAT Uk F, BAC oA A 2 JFL
=]

o thee gy 28l BAs QAR $£o7 A(+)H JIFS

5. EobE A Bl BA

XA E HdlEo Uigt BYAREE BH <Y 4-7>3 <iF 4-16>

of vehd whe} o] ¥’= 314.272(p<0.05) A 5% folFElA BAHOR
frolshAl vebsth ey Y/dfs 24752 30l8ke] ke UEh 4EE] Ee
12 geEch =g RMSEA=0.064=4 7152 005Kt tha =LA o

o, Tzl Byge] WAARS dvi & dWst=AE HERE GFIF0.917

olaL, CFI=0.9282% 7]<=x 09Xt =4 yelykth whd 245 H x4l

o

A, 2EANA QAR BAE X E(CR=399, p<0.0D)e] 1A= ko]
frolAoln, BAE o]u X (CR.=5698 p<0.0De] M= JFE Fo|Hor}
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AA, Ble QA =s v sl Fo4Q &S mAL AL, =3 B
= olm A= vl FolHd FFES vAIL Uk 53] B oA}

e Eel vA= d&Fel 7 A dEa it

<OE 4-7> EIIRIAE HYUCS DO Ny

UW@@@

Chi-square=314.272 (d.f.=127 p.=.000)
GFI=.917 AGFI=.888 RMSEA=.064
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<H 4-16> EIIZIARE E-HE0 U BZ2H+ & RAT

H E= 3 Al 7

T&3= Estimate | S.E. CR b 73]2

2EAA QA EE]D) — B¥E JAA =@ | 0315 [0.079] 3.997 | 0.000 | 0.375
2EMA QAE(E]D) — BAZ olu]X(12) | 0488 [0.086 56987 | 0.000 | 0.483
A¥= POJE(E2) — BA= X E(nl) | -0.033 |0.046| -0.731 | 0.465 | -0.054
A¥ = POJE(E2) —> BA= oA (12) | -0.051 |0.052| -0.982 | 0.326 | -0.068
Bas QAEm) — 735 m3) 0.198 |0.072| 2.768™ | 0.006 | 0.157
Ba= o]u | (52) — 7 3% 13) 0.791 |0.099 | 8.001" | 0.000 | 0.753
Measures ¥ df. |¥%df.| GFI | AGFI |RMR|RMSEA| NFI | CFI
A7 EA | QAR | - | 3018k (09014 09014 | - [0.050]8}[0.99] 4 0.90] %
A2 | 314272 | 127 | 2475 | 0917 | 0.888 [0.105| 0.064 | 0.886 | 0.928

) sk p<0.01

EFHE A E BAlsd figh 2FEAY AR Fo JdFHAE AHA L
<E 417> 2

BHPE olm A7} ~EAY AR 7 & AFS Wi 9l
on, o5 HPPE, A= QAL FoF {FoHl IS Wi 9=
&Ql TGA R, ofn =g, oltths 5o BHal=HTh

9
H 2 9e vAn gk 53 TAzdE BAsd Qo 2EAY Q

SR R X 3 rE
JZ27F BalE QA9 Bl onAE Fal s FEFS v Q)
=g, o] AEAA A ErF BA= oA xe] mx= oddutt tl =4 U
Efubar Qlrh A= #AAEE oy} npvbAE HAE QA kel HH
= olm Ao wm A& GiFo] fFostA grow, 53 11 JFAWIFLE F(-)FH U
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<H 4-17> EZIIZAQE B-E0 HE AZAHY AXNE SO &1 24
2EA A r~XEZ =R R =R N
daw | wes 4w | ouy | "HIE
1=
ToE 49 [ w3 | 4% [ w8 [ 3% w0 [ 3% | wn |37 [wx
Z | &9 | &9 | 59 | &9 |59 | &9 | 59 | &9 |59
BAE AX= 0.375 ~0.054
BA= olH A 0.483 -0.068
EE A 0.422 ~0.060 | 0.157 0.753
Q1A = ol M A 43 | 0.691
Q1A =g o A W | 0,741
2zt 7o | 0.783
A H A = 0.886
A A o] = 0.874
BA=E aAAL 0.147 ~0.021 0.392
A= 7)o B4 0.295 -0.042[ 0.787
Hds e £ 0.307 -0.044 0.818
447be4 sle Bd= 0.328 ~0.046 0.679
%4 9 gl 3o =7 0.326 -0.046 0.675
se49l ol Az} 0.348 -0.049 0.720
A Y wgzd oA 0.343 ~0.049 0.710
A A8l 5 o]l A 0.303 -0.043 0.628
N CEECIEEEE 0.285 ~0.040 0.591
FoiAl e 0.255 ~0.036 0.095 0.454 | 0.604
o3 0.278 ~0.039 0.103 0.495 | 0.658
#3195 0.340 -0.048 0.126 0.607 | 0.806
A% 7o 0.294 -0.042 0.109 0.524 | 0.696
6. =EAA AWML 2ol A
B gl 2EZA4 AL 2¥x #Hok HAE QXLE HAHE o]n
A agal vAgE S Ao EFelAM AR AEAA e s
thete] AH, A9, &5 & A7 EAH S wE AojHTE skl 4
d, " 52 2709 #ES 7P el I totestE B3 4o AT e
atlal, 25dd e AolHdTe FASS 3 AolHSS shlrh 3 v
off-of wigl Hl= A=, Bl ojumx] I2lal vHgE sol i 5
b AbelE EAE FAAI 29d %= vEy 2
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W )
B o
o T pepen preven prepr e AL EL I
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AR | o1y Fom 177 186 | 3520 | 2.811 [3.157| 345 | 8.45™ |0.000
3] =
Q‘ﬂoﬁf;@f{ﬁ 177 | 186 | 3774 | 3668 |3.720| 361 | 1622 |0.106
2EAM Bas o5
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B ET I
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He1A B e
w7k 6 B dehgon, oy

7

KIO
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100 | 200 | 300 | 300

RS R R R R

2.895(2.969|3.349 [3.200| 3.096 | 12.23/346.9 | 3/359 |4.08/0.97|4.216™"|0.006
2.998(3.049 3.396 |3.182|3.157 | 9.2/264.85 | 3/359 |3.07/0.74|4.154""|0.007
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AE
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[

b1 9
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RN

2.937(3.039| 3.123 |3.129 3.056 | 1.89/126.62 | 3/359 |0.63/0.36| 1.785 |0.150
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3.669|3.677| 3.812 |3.720|3.720 | 1.29/138.41 | 3/359 [0.43/0.39| 1.111 |0.345
3.395|3.343 3.441 |3.428|3.395 | 0.63/156.91 | 3/359 [0.21/0.44| 0.476 |0.699
3.326|3.388 3.488 |3.424| 3.408 | 1.23/186.17 | 3/359 [0.41/0.52| 0.786 |0.503
2.987(3.034| 3.057 |2.979 3.022 | 0.35/184.43 | 3/359 |0.12/0.52| 0.225 |0.879
2.722|2.886| 2.928 |2.890 | 2.864 | 2.05/162.09 | 3/359 |0.69/0.46| 1.509 |0.212

A 2Rl 7b A=A
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F) sk p<0.01
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dAEolM = FoHQd Aol HolA kAN,
el
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