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ARX El AEAN 2|9 AXX
2 H|X} ?_I- ?EIX|A6|0| AKX DH|E6|
F o] OjX|= gk : OfjXkAjTEO|
A ua}

527
Eoltfstin sl ZYst, ZYSAN
2Lzt
Eoltjstn 2gslnt Had, ZAHSH
2"

S| T OIS STIL 2 ARl THEE o] STHR =Lie|o| Cifet B2 ATXo
= oSt AT Q77 BVtet, Ol AR ORE)| st 2HIO2 0|0fX|D QUCt AR
= O] theh tHEXRl G+t 55 & olbls 710l ok A= 0iAZ0] F1Ee| HofA|
ofmet Feke nixi=7 o0l tiet ZH4eZ 2 Si7t= ol2igt S50l wet Z20k &, (AZEM) =2
e, J2|0 AH[RE Afo|2] XI7F Hb BHE0 O|Xl= Fels 2of=1 of SEs oy 2
ZHok= HaS0| Ui =RISIACE 2 Sts 2| & FReR2 FH=0] QCH X, Ikt
Blo| AR B SYAS Do pEfoleo| OjRl= FEF, T2l 1 A9 ofEkaEo] oISt
XOl(7H 11t 2), =M, OfiESto] e B-ETHE 7F Il URIet AHIX; diEe] HA(HE 3
at A)OIEf

ST10| Zuk= Tt 2T Hm|, 2|uPd ofaEe0| E2 49 XoF LxP7F B SEAY

L*E*QIEOH DIXls S EOM OfHE0| WS of of X SN ofARE0| K2 2

Ol2fet SAE2 LEILIX| =Ct a2|1 XotX|, 227 offFkede), 2l SupX ofzky

o= (=

2 4=x80) Beioleol DS BYE S SBAD o IpHECL, S S e=

C oo O o=
ThAeiol M LXfRICi B o, S0P Ofs a0l w245 Tt Hele As(dr] oY
4IE> | OjXl= F&fo| o 32 Fap 2l Jh-0] SEEM dXfeittn =2 of sjupy

==

O} 2ol Z245 JiQnt 2HE HS(EHE Fuielz)o] 0xls S| o Act,

= oo

FHO] - AZ=x OPE, B 7Y, B SUAL Xlobid, ofEkdel SQIohEL S|mlofE!
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1. M2

[

F Tljole] Tefdt 2 Axzof digh w
A3} Q7)) Halo] ofrAze) 27 @ A%
glAol gk Wile] SR Axzs X&EH]
ot B0 AelE ok glow, of 2
E2 o] djat BHOR ololA|x g,

o B0 wef A2 up o] b
gsael ZRiolxo] Tt of]el )
A1E 5ojyal It Gwinner, 1997; Gwinner
and Swanson, 2003; Hoek, Gendall, and

Sanders, 1993).

-

55 % S 719 Al ke 42
upAE o] Feke] wojA| ojuRt FeFe mA=
7tol] tigt Zlo|H(Close et al., 2006; Lacey,
Close, and Finney, 2010; Madrigal, 2000;

¢

01

Sneath, Finney, and Close, 2005, Pruitt,
Cornwell, and Clark, 2004), £3] o] Fo}9]
A= " Nl &2 " AEAL Rz
=] SAMd(perceived similarity) S g <
Al(team identification)7} AX= ulAEQ] &
ol Fagt Joke pRIThL A&
ok 2010;
McDonald, Milne, and Hong, 2002; Trail,
Fink, and Anderson, 2003; Wann, Royalty,
and Rochelle, 2002). o] &ofe] AFtof <Jak
W A} RO MEL O 4% A7 2

Bizaman and Yinon, 2002;

o= XN
T, e el oS wiele, it pieiE A
5o Fojsid o @e B8 20k ol
glom X&AQ FAEE ZH=TKWakefield,

1995; Wann and Branscombe, 1993).
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el 2% opge Fue) W ohet
Yo AZAGPE FoH0el e v]AI, of
£ 5°] Gwinner and Swanson(2003)2 &2
o] § FRAE I Hel Az
SAAY PSRt skgled, 48Rt
(2010) /\H]x}sz} A 0] olu|x] Ax|Adxt

SEA 7F o)X o] B

-

) 24 o)A R AEA =g
HAS F4wo] JFS v]ATky sk

Atale] Apobrfd (self—concept)S He]7] 98k

54 Lx= A7)0 Hofsiar 54 "t
Agstctr Aiydttie.g., Funk,
2008; Kelley and Tian, 2005; King, Kahle,
and Close, 2011; Madrigal, 2004; Madrigal
and Dalakas, 2008), & AFFE0] o8| 24l
SJEE AL

Rgrolut 1 2Ko] LA
= ZUAE A5t oY =

57} ofg]
1 ARFES) thEs] RS vAEAE Al
= AEA ZAUA] o]Z(social identification
theory: Hogg and Abrams, 1988; Madrigal,
2004; Madrigal and Dalakas, 2008)2] I3
oAl B, Ax= g} ]9, 2 Q1 7o
Aol S 71 Higt sdA= o]
H 7FsAdol o, ols & 7|oluy Hell o

th(Funk, 2008; King, Kahle, and Close,
2011), A& S0l AFE2 3 Aj4lo] g-Hst
= wo] A skl AAle] W HRA
Sperh. ol AlejslolA] folSo] Rmel ui



TAE #9573 o 2Fo]E(attachment theory) 2
=2 ’g%ﬂ% 4= 9J=d|(Bowlby, 1969; Collins
and Read, 1990), £3] E24 419} Hy]
= ORI ERRlke] BAIE Rhdske A
o= oA 9JtHKleine, Kleine, and Allen,
1995). ofjzto|2o] 2l5tH AlEE2] ozt AJSk
L a3 ofj2Hgd3K(avoidance attachment:
Kirkpatrick and Davis, 1994; Simpson 1990)
1} E9LA ofj2kd e anxiety attachment: Collins
and Read, 1990)©.2 TLEEd] Az 27)
7R A7) Ak, tioldA] Lo A
ERlke] AP E RFAISkL, BRIl HisiA 4
20l WS 7H= B, $A= A7) A4l
L B e B KSR B s L] L e S v
Z} o2t kel il Yol wet ARES
717h EEbA ok &R o] UEhdtt,

2 At olH’l ofjztel 2] oA, "t
Q1o A, 2x= Hofl tieh FUA|, 1Al
BolE] A7} 119 o] et ke
AL AQI3ttl ESF Swaminathan, Stilley
and Ahluwalia(2009)9] oJ3lH AFRFE2] o2}
Aol ujek B Aol B s et
Wt olSel elake Bebd ofEyTol we
AR A eH(sincere) 7i/e] HEii=of 2.9
Hol x|k, Sjm ool S S B
THexciting) 1410) Bee] dhs) BolHolct
mebd B Qe i AEA Bds 7
YT HAE ACIAT v, D £l
2} 201442 oz} Aol mek 4iahe] 5ol
el AU Ak, ¥ AT e 2
22 v QoA AREel & e, B, &

ANX Bl AR J2|10 ARX AHR} 7H UX|IAM0| AT DE S0 0|xl= Faf

et W5 BAS ofa Al ket selg
Ao Az nplR| ] U AT 55

2. olZX Hi
1) AZX OBIE)Z} AEMA]

Ao A¥x opEE | Az 3o
Sk A, BT} ol sz 2oln wr}
pe ¥ EL g9 Busielt o o
Fapol A e 85
oL A R E2IR S Bofa] A 4
ke oY T, A, 2% ATEeA)
ARg Fusp) 8 LSt Y B,
W, 7Ii0] ATE AZE WS ARl
bblY BHS Sse Bl ey Am
= A" 7| AxE=9] up|®)(marketing of
sports) I} AEZE 0|25 ulA|E)(marketing with
sports) O & JLEE 4= Qlti(EkzkE 2006), ©] &=
LEZE OGS VAR 7ol EEelu &=
F Ev esheu 223 AHIAE AlTdeR
W =X B o #3| AX= JPAE R

15te] mAIE ARFUAelA] o] 7hA] B

O
=
2 94y BHoR 7|8, 2%, 49 2 Bt
1

=

=
£ BES Wkt 83 AXRE olgd

R

o

oAl 71 AR e AEAol,
7199] wAE ARUAo| Y] A AE
Al A S St ok
ol 249 Bl Aol BE 52 At
= AL 4= Meenaghan, 1983). Gwinner
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(109m)ell SJshe, 7ol AEAA Z2 e
Fofshe= olf= 719 Ee HAE oju]x|7} A
Yoz oHIES] ofuf|ete] FUAE FolA
sgAer AgtEe 2 7Idsly] wiZolh
E3F 7]E Aol &gk AEAAE 7Yl
71 7199 Aol gt AnlRke] BeE Al
7)™ (Hoek, Gendall, and Sanders, 1993), &
3] ii/ﬂ“ﬂ FA7E == 710l disl =4 &
AAlE W= A, L 7ol diell w2
9] EHE— 2t= Aol "sto] 7193 1 AlEl
] 9FESHCHGwinner and Swanson, 2003).

2) HEHE JH/Jat XjotUdx|

(1) B8HE 7H44(Brand Personality)

BHAE JJA(brand personality)o]st BH=
of Foje QI7te] 54or B4 HtojA

AEoAE At Bag Ay SAEe] 4
Slolt A, 1998; Aaker, 1997; Belk,
1988; Fournier, 1998). & AFgrollA| 7i/do
LM s AL AU T glrks
=AY HeEE A B4 Ho
Age}, A AL 2ujAEo] 1

o
2
—>F'~
e
1o
=
oX,
filo
P
et
et
4>
%0
fr
e}
ot

%03 93-S FrholeAl, ehilol, 2002).

W= AL ARgAISL AL ofulA] 2] ol
YHEol R BAHE Aake] G Wolm, o] i3t
AH|ARS} AJZE AR o|u]R] &AL R A Al A
W 52 Fotol YAEAY FHe A U
HAE B Fof o) rHgHoR gAEc

O R LT e WSE I
THPlummer, 1985).

Aaker(1997)%= THAL 7He] BEHE ZjA] 2ple
Z5}o] BEle 7| Aw=(BPS: Brand Personality
Scale)S 7Edl=g|, o]= HAl¥HKsincerity),
StSHexcitement), G-53Hcompetence), AlH
= (sophistication), 18]2 7}¢18Kruggedness)
of ths 71 Aglolet, o bR 7] AL ch
A 157149] SH9REe B BT 427l
JEso a4En o] = AAlgk)l s
A O] o] weke Husict
2 ERYREY 57 29lo] Ut 4
o] waklo] uket 224 tha Lt
o AU Bl <
£ Baely B4 24
Aol AL A e
oo

o,
001'

lo
z
= _l
In

¢

w2
2 6
g 2

)
ox M
Mo e
i%
1o
1
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anl
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e
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J
of 2%5to] HAE )
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S ASst

>

o

o
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7HA] A+
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>
:
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(2) Xtot7iLd(Self—Concept)

Aol (self—concept)> AHilE tho=
A 2| w= A O] HAIE et
o 5, ARlof digh A1zt ol zlobrlig
S 471 71240 aa' vm 4 =T, AA
H(actual) o o] (ideal) AoNE, AHH
(private) o] AF3]&4(social) AFol7l'd(Hawkins,
Motherbaugh, and Best, 2010, p. 460)°]c},
A o ol THE e A ofd Al

WHAAH Mol )2} L ol Algto] =
AL AL27HeVEA Aopid)el gt Aile A
ZH& AR ARRQL Aok W AROA Y
= ol" Al of" Algro] il 4e7kE 9

-~



lape(A HolAD, ALBIA Aot ok A
FEolA e oA BlAAT len] oA
WA AN RS Aol
FHd AES &9] EBijle] 2o =i
WE 9 MEES Bojol T Al NS F
E31=1|(Brunas—Wagstaff, 2002), ©]} A}
SHA EfQlo] AH|/ANE S HlERRE 119
e 22|E Bk, 2, 2ular) u]/a)
$o1L HASL AuRe] ode Ead)
L oshe =2 AgE 4 gloml(Mittal
2006, Shavitt, 1990), T}ehA Zfopd-L 444
4 sole] 2700] B 4 UrkelgA, epiol,
92002). ole} TeEste] AujAR= ZFAS] zpolo}

Z|5l= ou]A] L& AL 7R HEAEE

Q]

A &8kt (Kassarjian, 1971; Sirgy, 1982). <
£ 50 Sirgy(1982)= AlF2] ARGA} ofn]A|e}
%) olghe] AleliE Ajo}el x| A (selt-
congruity) 2 Aojslgon AEo|u]|x|et
A AofolulAistel UAHE B 2ok
SHAEYTE(E AotdA o] =255) Al
2 ol 2MEA S B2 A
ERITHE 22 ST E3 Graeff(1996)
off w2, £u|2te] zjo} ofu]]ef HIAE o]
WA} AAEAE Anlge] BAEe] thet o
= 9 TueEst o

2HZEY] AE 9 HAEE F3F Afofoln]

Aeo| EATPE Thewt 2L F M) olgw
E0
O

A

ol Rsaleh A, AR of27ks st
4\75]@] o]-z%x%o]—r Hﬂ/\u_ Zo]_ﬂx]. 3}.
AW e ST 7443 YekSwann,
Stein—Seroussi, and Giesler, 1992). 4|, A}
Al EEHSHA] FEophd Aoy EEAYE F

L

fr

AR & AN 2|10 AR AH|X} ZF

UXHo| A= DAY S0l 0|Xl= FE

QA9 Ba7} e A, A4S EHsh %
% 2180l AR A BT}
FCHSwann, De La Ronde, and Hixon, 1994),
aMAES Uy 870 BE 478 7}
7 glonl o5 497} 45 SHoR, 1
L gsrrgsio] aul} Aoke Eain
A SR B BAES PO RA ol
S 9tk webA] ApALS 2 e EEske,
2 A419) ojujzje} AAsHe HAE ofu|x] ©
e AosHA F
Aot 24t gt E Ao 352 At
ofoju]z|e} B Bl P59 iAol Zh= ©
7k} Ax|/go] axH|Ae X7} gl Fgof m
G| I3t Ao|tk(Dolich, 1969; Hughes and
Guerrero, 1971; Munson, 1974; Sirgy, 1979,
1980, 1982), o5 oA A= A=
of Ajofolulzl2} ARt olul2}E 23 Qe A
£ Hoste Ao walA Aol ol
= AABLAL Stk o5 S0 Aaker (1999)+=
Ao} A7|uk(self—schema)@} HHE 7[jAjJo] A
Aok A%, % A7) BARE R A
SR
Holod, Azt HAE Aol AT A%, &

AN ot

N

|

fu

|
I

r

i

(low self—monitor)2] BH=

2 217] AL AF(high self— monitor) &
= EH_‘:.J} o so)Folatal 3Tt o]
$, 9pAI8I2000) % Abl7h <AL
oIl g il o] 2AH A

E1 aum muk
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(3) Bl =AUA|(Team Identification)

SYA|(identification)Tt E4 ZZ|, Ftho]
tato] Ak 23 HelHel rpuAE 2
2 ofnleith, Aol tiet ¢4t Katz
and Kahn(1966)3} Kelman(1958)¢] 2J3f| AJ&}
Sjol AE|Hzistnt 24 9% RopolN et
AF7} o] R x| AL Q. 710 sUAol| thEh
A= = s FFE = US
(Bhattachary, Rao, and Glynn, 1995), SYUA|
7} 22| |2z FHA FFE - dE =

[e2hun IR

fr

z A o] gt 21422l 2| Y (Mael and Ashforth,
1992), o|& 7I4(O'Reilly and Chatman, 1986),
HEH 47571o] chat 399] JHShamir,
1990) — 12|31 ofe] 2ol &3 AFEO| 7}
Z Ao tfst TYUA|(multiple identifications)
o} o3 ZEolu G mEAT BAY AT
(Keith, Lovato, and Khoo, 1994: Thoits, 1983)
So] Ql} o|& E90] Ashforth and Mael(1989)
of oJshd, ofg] Ao &3t Alghsol gt o
o Aoy o Kool 2 2ol 1

AESAl atshe ddoly 249 44
o] thg 7-f-ofl grste] Uephdth,

YAl el gl At FgE gl
#of 5 Shhs A3E=o|t), 53] o] #ofe] ¢
TolMe Lzze| aHREe] tigh ofs)
T8/40] S7IIEA, SUA| olES HIE
St ¥ =2 R]|(team identification)o]] gt A+
(Bizaman and Yinon, 2002; McDonald, Milne,
and Hong, 2002; Wann, Royalty, and Rochelle,
2002)7} 52 WAL Qloh, | FUAlE W Y
Al(fan identification) 2= ¥HEH IHANE
o] gze] A =

1o

2:3(connectedness) 2 X216kl

86 5T The Korea Jounal of Advertising

of Asho} 3T A7) AL AHF 713 4
ok= AoR AHowrHAshforth and Mael,
1989). ol=gt WollA H TUAl= 24 FY
Aol EAEF oz o]a—H g 2= QtHMael and
Ashforth, 1999). E3t W=D} glake] TA7}
el A ot SleteRe Tk
9lE]71%= gt (Mahony, 1995, p.12).

8 sk BT AJE Aol Sl §

O

TUAE Ax2 AnREe Fufowe) YE-S
ARAE delog wlopso]Rthe g, Kwon

and Armstrong, 2006, Kwon, Trail, and
Anderson, 2006; Madrigal, 1995; Sutton et
197, S 01 Sl 2t Am ﬂa

ulz
el o e £8 Aok 2
o, SAEE FAI5k= Ao ME}(Wakefleld
1995; Wann and Branscombe, 1993), FESt =
o 470 FUNE 2 AR FUAY iy
o] She B AZAo| s Ko Bl
tHGwinner and Swanson, 2003).

3) oixt MK Attachment Style)

Al AlRfsold HAE o] Hco]
oieh o2t Ftujejte, BRHE Heof njz= g
a2 2nlx}] ofafdo] 2L RO ot

AH A (Swaminathan, Stilley, and Ahluwalia,
2008), L2jal upAY Hof ZytolA B oz}
of thgt AH(Fedorikhin, Park, and Thomson,
2008; Park et al,, 2010; Thomson, Maclnnis,



and Park 2005)7} Z|+ 43| o]Fojx|HA|
OHXP Al oko] Oq:[l-xl-——_,] /‘g% Hky O]lq_ 31]—01]
7, Syel, Askd, 2012). ofZHattachment)
2 eelzlel HAL §A51L WAk 2
A o8 7|ofshs Fa7 840, jF Ai]lo]
Faa ehalol o] e e BAE
TAS SRt Bowlby, 1980). ofj&tel] digt A
T= AEslA frofse] Fuet Y= BAIE
Tz HEAl O g 1St ofjRlo]E(attachment
theory)ol|A AJZH=] It Bowlby, 1969; Collins
and Read, 1990), wHASoIA o2k} 247
afete] Al gk AelAle, A
2009; Ball and Tasaki, 1992; Belk, 1988)7}
ARE Y, 2HAFES S Bt of

L

o

2RHAIE F8l 8414 71311} OPX&ZJ‘% Bt
TR A Qlek(o]#], A5, 2009).
RIS 71e] A4l Wﬁ T&zéﬂ]r e AR
of et el s, ofrk} dHE E<F
(anxiety) 2} Z|9)(avoidance)- 2] F+ Afo= &
25 4 Qlti(Bartholomew and Horowitz, 1991;
Brennan, Clark, and Shaver, 1998; Mikulincer
et al,, 2009; Shaver and Mikulincer, 2009), ]
714 et ke Aol et Bo] 2ol)
U 30l ARE 28 A0, AHlo] At
4 A7} S gick A A, Ege
B3t ool o AISol 45| mofEA 9]
U, 2ol 9lo] 74 S AL ARl Mg o
3 HCassidy and Shaver, 2008; Mikulincer et
al,, 2009; Shaver and Mikulincer, 2009), &
Cd—oHZ}—O] oy x}/\]oﬂ q-]‘S]- ‘:'7(-]7(40 7]-1']‘1,}
ofzte /ol dhgh Eetet WS Sejufjo], BA
¥ = AR EAel disl SAlshA] R

ANX Bl AR J2|10 ARX AHR} 7H UX|IAM0| AT DE S0 0|xl= Faf

ol ofztehitos Ml T} ol AT
TRl S ul 1 ofElearg Ao Stels)
L Alo] S Bartholomew and Horowitz, 1991;
Cassidy and Shaver, 2008; Collis and Read,
1990; Shaver and Mikulincer, 2009). °]&<
A Foto] Helghs L7]aL kst whieel,
WA = 3= 2 AES B o} 1
oF e et FHo| 5 Tleols BE
o] k. =MRMIFe] =& il of2ih
of glof &It Aol WiAA =W HE 77k
278 o3 W]
SysEt. weh] AsH0R AT XS
@2 2 9l o Tk 2ot skl A2 2
csfgtomA QS Qo s Hi,
o] Eok4 1A 3K anxious hyperactivating
strategy) 2}al SHCHShaver et al,, 2010; Shaver
and Mikulincer, 2009)

L{proximity seeking)<

(Cassidy and Shaver, 2008; Mikulincer et
al,, 2009; Shaver and Mikulincer, 2009), w}
2 e 57 4TS Holt Agle e 4
2ol dla) 2He AZHS AL 9] o
o, Eelg wolgol7] ofglx taly] ofzigiat
v, e Afgle) WA gAY At A
2|7} AtHCollins and Read, 1990; Hazan
and Shaver, 1987; Kirkpatick and Davis,
1994; Shaver and Brennan, 1992). E3l o]&
= ARRIARL Aol tigt whe] Aom, XY
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&S AHSI= AgFo] ltk(Bartholomew and

Horowitz, 1991; Shaver and Mikulincer,
2000), ol ARIES 1B EAsHT| glof
A1) oA 1A olgsiue, EAo)
o BMIE W1A) BAE B4 FhsAel
=2 W ol ZHBartholomew and Horowitz,
1991; Brennan and Shaver, 1995; Collins
and Read, 1990; Hazan and Shaver, 1987;
Mikulincer and Shaver, 2007; Pierce and
Lydon, 1998), 7§%1& AHO ==& 7daL
Al €@ w=Eshs Aol Uth(Kirkpatrick
and Davis, 1994; Simpson, 1990),

slajolEbao] & 7flo] $EH Aol
w5 oS AT 4 gl ER, At
8] 78 ulgkgst slo] BN ARG I8
stE 3]u]4 v]EAdSKavoidant deactivating
strategy) 7} UEhU=t, ol ofa e whd
T o= Ay S A 7] fs A
ok HAf tiet &S Bt ofj&tiAdute] A
2lE Hdiskteazn S34ds At e 9
vt (Shaver, et al., 2010; Shaver and
Mikulincer, 2009).

3. 7rdd¥

1) El-AH|X} X[ORUX|O]| CHSH 7hA

PR AR AAE0] Aoyl
Aok BAES HEshey), ol Aol

]
o] ojugt P52 7|2 2Esh| wio|tt
(Fitzmaurice, 2005), < AH|ZL7} ofH Ao

O_L. me

88 s The Korea Jounal of Advertising

Gfstol Apale] Aoleh Ax|ahcki AZigeha,
O HAES AGIAL 20 5712 2] 9
=4 (Fitzmaurice, 2005), 1 o9+ AH|RE=
o AHAe| Ve EHsE] flste] Ao} ofm|x|
oF AlE/ HHE 7S teAA L AlE/ Bl
= AESHAY 28517] glEolck(Sirgy, 1982).
EZF Mittal(2006) 0] ©5HH AB|AFS] f-m-2
74 walom s ole} BeIS wiE
3 7R A AE o) 45-80] Aot 1
A A (self sans possessions)S 3|7 |= 4=
Ho] Homu Auae] Aole} AL WL A
olbl, THE WAL 4fEe] 4t A
shtel 1) Qs AfEol Homa Aulxe
Alofe} Tds W= otk Mittal(2006)-> ©]
) 2o 2w} lofe] R} ), ol 2
Ajofe] e Spto] Eh= Zofekan s, Sok
s, 2B} AE AS Aol ZSH
U 32 jol2 e A e Eat 7|
o) 2352 A e A sl
8 BNl 2o WES AR o Beo
(Wakefield, 1995; Wann and Branscombe,
1993), S B AEA] ) FHHOD 3
7¥HHGwinner and Swanson, 2003). ©]&3t
=0)g IR (R A4 2k Ajofl
KR Bl o] SnaAS 2

King, Kahle, and Close, 2011), 7]|219] o2} A

ek 3lu]& of|2F AJdHavoidance attachment



style) @}
style) 02 FLEECHBartholomew and Horowitz,
1991; Brennan, Clark, and Shaver, 1998).
o] T & o2 A7] AHlS vt =
Ay HeE Aog HokA ofzb Adko| =
o AFES ] Higt ARt vk 7HRIA]
JF 2bilo] Hsh= B ERRlo] &
AZstA 7] wige] dddAE U
A =71 fA | sl At S
o]th(Bowlby, 1969; Collins and Read, 1990;
Kirkpatrick and Davis, 1994; Simpson, 1990).
olafat Aol & AREL ABAOIN 4%
&2 ol Eo golpAolx Bekzo] ol
A7) ST} A7 1Ed0) olAs 27| 71zt
o] Wlopstin 2ol i) FAHH L 7h
Z|al Q)thBartholomew and Horowitz, 1991;
Mickelson, Kessler, and Shaver, 1997),
T B o2t o] E2GE APEE )
V4 Ano| 1Eg 72)a Al 2 i)
(Carnelley, Pietromonaco, and Jaffe, 1994;
Kirkpatrick and Davis, 1994; Simpson, 1990).
o158 Asleld © SHlHola hela
ol 2 Bilo] glont shelstel WA A2,
L wE, 2E)a AEolEae FiHof Fit
o] W& v, Zlei, FEa, B o
o) ek wreb) Apepgol ot el
HEsoll HgelA] efem Aol o
=7} YK Cassidy, Lee, and Trevors,
1996). ol Aol el w2 5244%
A7l daES Holal, ZkE/dol thelix=
FA4XQ #HE 7HA AL 9l e (Bartholomew

al
and Horowitz, 1991), EFCISS ti7l QJ&&qt

EoLA of|2F AlSK(anxiety attachment

o e
>

[
0w o

FNL

H

H

R
o
o

)

l:lo]—

<
)

L

o

AR B ARMN 2|10 AX AH|XL ZF AXNHO| AZx OpE 210 O|Xl= Hgf

AX|Ho] 245§ FUA/BAEL Fold
o, Z1ele] olefgt s Boka oj2biel
5 ool whet Hebd 4 ik %, & o
T g SRR el (1441 7D 7
o]-o]‘] % A o2k 1E]al 3]u]A] o ZHA]
el 43RG EIE U AUS Ak
71 Q1o oJsha Blsl o3 Ao 1
W33 BOHA of3 4| 1 e wAL
of, |l 7FA o 8= Y + 3=t
(Batholomew and Horowitz, 1991; Griffin
and Bartholomew, 1994), P& (%2 &9
W2 o), AFFEE =% w2 99,
AP (2 = B2 9), FEe dES =
oh =2 u) o v FEoltt. Al &Stz
=L 3]0 o2k &2 AR Z7] Al g
ol chsf Fg21Ql siele Holw, =k o2t
o Wil 37| ofjfo] g ARE Ap] A4l
deire s AolA e Belefl disiM= 74
14014 ¢t olizte] =il oju] ofjzfo] Y2 A}
& Aol Tt Hke-2 FA A oAt Eelo]
‘:HEHH% FA Aot} %o %3 oHiLkh‘sko] ty
|

1_.

XKoo :LH@PE} (Mikulincer and Shaver,
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2007; Mikulincer et al,, 2009)., E3F Cl=
Alekte] gAlo] e B714l0] B R0l
] g1y} F73cHHazan and Shaver, 1987;
Kirkpatrick and Davis, 1994, Mikulincer, 1995;
Mikulincer, Shaver, Gillath, and Nitzberg,
2005; Mikulincer et al., 2009).

IR gt ARy wHE B
41 577 oj2t e ek
o it 3/ 5 s o2,
53] o] & Alvs, S ARH o]
gt 719 }\45‘“)] =2 HHMH(Collins and Read,
1990; Hazan and Shaver, 1987), A}7] Z}Alo|
izt Al 9 z2p7] 7E7, A7) FA4do) 75t

o} % Apale] Aldelut Aotet Hiwls tha
of thee Eojdol e %A e AL
7)siste] & Aeloln, whebd W-7hel 2k Ao}

5 2ju] A ofj2pderel a1/ Ao
A/ «154 X}OlL gla o=
Al

of) Tl & 570] RS 271 )00 (Bowlby,
1969; Collins and Read, 1990; Kirkpatrick and
Davis, 1994; Simpson, 1990), 2yt kA1 2I¢]
BA0] AS 98l o TS olgsis HRe
Hol= Z(Birnbaum et al,, 2006; Cicirelli,
2004) 0.2 Ad#A Q) = EolkA of|2HAEFo]
e A o ol elesolet @ 4 glo.
o, webd (F-7el 7k Aol A o] vieleh
&) E=7F oA Aol W Fe-Ee ' A/
THA=T} =& Aol

sk ool 4] St uhel ol FuA of3t
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Kol & A9 A7) 7 g A7) FgAe)
7Ja wolu], Aalo] sk FHH TS
AR 7ol AUk webd Apaln A
Axo] & thgel thal EojHlol A, 44l
3 BRI e A9 Hulsie Aol U
Aolet, wkebd G712l 7 Aol B2 ),
Y FA Bt Bu ofabae] B
(vs, W) A9 © 2 AL A 4 et
TRY) olefat ATH BokA ofRbae] v
(vs. %) 39 © 2 Ao AE 1 o

=
S BOLE ool /|RA 0T 7] A4

e =
o The /A A BaAs] o
2, % 39 oo Qlste] Lheht g7
Q1 7k Aol ] G 4] A4l sl
T A9, Bobd] Aol e 7
$) d 2 oItk

NRA B3] ool e A9, |EHo
2 efelo|ut th ciate] thal S o)) o

fe3]

3 olgs EaHd

B2 gk s Zlol7] tEeld|, Hek
4] ofzbafapol e A9 A7) Aol T
o] wm, olefst HAel R FEe
SJ3) ojzte] thate] B Ehololt thE thaRe:
o ASH0E B8 Foly] ulelt). 3, (3
~7hQl 2k Aot x| Aol e 79) Blu4 oj%t
o] e u, Bebd ool He(vs
W) AR B B 420 § A/l
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i
<
e
oz
10
g
=)
Bl
i

olct & -7l 2 XOIZRIE0] =2 o= S
OiERRi0] =2 ZR0ls 22 offrkdein| H3(s =2)
mf o ST/ SOKIXIEE STH OffEtgeio] 2
AF0l= ST ofERR0] =2(ve. W3 T B S/
Ol=7f =0FE Zoict, a2t H-IHel ZF XIOfURK0| =2

ez 023 Faks LIERX] 42 Z0ICt

Ho: EHJHRl 2 TIORIR], EOF Ofais) 12im ST
OKEKSEI| MEXIR0| PRICIZO| DIXIs YIS T SUA

ofl 25 oivia Aolct,
2) El-HEEO| HAUKIO| ChSE TH

AL (E A Nd2 A" 2

il
Arolld g A= AE F sholdh o

wlAke] Hrlol FHH G A Ao
deA Uk A 2HA-E

ik, ol 2ofel Aol sfie 2uAte] Ao}
olul X9} HAE olmlA7h AHLE A4}
o] B gt /3=t . oY
3l 0]8-9f th3l] Fitzmaurice(2005)+= AH|Z}7}
ofHl Biiof thsto] x}A1S] Aofel A7)
b o, &HR= I HEES ARESHA
Bolekx sigiow),
Sirgy(1982)= AHIARES 7 #RAQ Ygtoe

2 Aofo|u]x|¢} AE/BAE JHAHLS LA

)

AR B ARMN 2|10 AX AH|XL ZF AXNHO| AZx OpE 210 O|Xl= Hgf

1 AE/BEHEE ALY 49517] wjFo]
2hal sHRiLY.
AR -HHE 71 =
2 grlo] giAE 71 Ax]Ao] 9L 4 glow
22 9

o5 719]

Loken, 1991; Herr, Farquhar, and Fazio,
1996; Park, Milberg, and Lawson, 1991). T
o 9w Azl g TS olef o
2|4d9] gFo] A==, Coulter(1998)+=
ZIH| et AT FaE e ARe]e] BAl=
LRI FA7E A ol ot A
= Hlszehd kol th=w ofsirikar skl
O, Lee and Mason(1999)3} Hecker and
Childers(1992)= 1ol A AH|A7} Z}A19] 7]
ot dAlshes ARl kEE S wf FalkE=

19| 7)E Aqtell ofstA Aj%1e] o2k
o mt Assk= WS thEac) Bk of2H4
o] 2 AR XA EKsincere) 714 B

[e]
EE AosiAe, oluld ofjapdedol w2 AR
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2 ddtl(exciting) 7i/d¢e] B Eo| tfsf 5.9
Z o]t Swaminathan, Stilley and Ahluwalia,
2009). o7t o=, & B 2] AR
S ERRIe2RE S| Ao niztsiar, A4t

o] %o ozt Fo =i WA A digh

SEES 7HAAL Q7] wizoll, BRelake] Aol A
e & 5 e e AT, &2

s3] ofzte] ARFES AgHolT AINHE
Hlro @ sk 441 ogHel BAS uolst
= S ASE] uEe]th(Bartholomew
and Horowitz 1991), W3t E<H4 of2kAJdfo]

o AR ALHOE A ANE 2L +

= T©t=T

ul
ol

S H

Q= kil @, AX|EiEAL Hasl
ofzt th e ztol T1ote] A2E Fasito =
A orge dowu w-#HsltHMikulincer and
Shaver, 2008). 4%, Sj51 o|2L4ER] Bt o
FEIAE, 2 )R oS 2 A
o] B S AT SRS Ak
QItHSwaminathan, Stilley and Ahluwalia,
2009). 9l& 5] Aaker, Benet—Martinez, and
Garolera(2001)¢f 2J3hd R}7|5Ato] 745t
522je) 2l B e Has o
o molHeltt 1A Aol st
SHel Flole] S4L Su ofEEel &
2 Altel BTt AR

29l ohEpg pelE ool olsiu o
ol et e dE/aEe] Feh ehd
o 2K o2yl B AR Aol
& $Ee wRos s s 24 9
22 9l 9% 94T BESE Aol ot
(Birnbaum et al,, 2006; Cicirelli, 2004). ¥}t

W 8z ojRHael e ARES BAAS
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(o]

N S ol B4 AFolt o/ A%
= =5ohet, ol R, & Adke] A
g et zn Sy RS o
A $k% oujgtti(Mikulincer and Shaver,

2008). = &=¢H4 ofl2HdFol w2 AR e

Bet S 7T 22 Hdake] 314

Ha: S0H OHRt A810| 53 B9 (v WL 2D, AT

ok AZA S J0| TIBIOIN URIBHs Tt Rt

k

HHE A (7] Bl 0xfs S22 o 2

N

olct

HA: SJIPH OfERR0] &2 42 (s W2 E9), 2=

T AZN e 0| EEE0I URISHs HECE ol

r

Sl AS(EME FoHlz)of 0XlE k2 o 2 Aok



4, A7 TIxfl, A HA W TH
H=E
oo

1) APHZA}

Ae] BAL mRok AN B2 FY
A ofapol 2EA 7]9el Tt Hmel of
okl LrehbA) Selshs lolet el
Qb Aguisel | AgE L}EHHL Q413 7
ah L WY Zokt W ARE Sl
A EAR A A9 kol A 34
ahyl 3092 THAROR AAslT AbdEALE
Sfa SAHOR F)E Aol AHE BPSH
=(Aaker, 1997)9} 3Hol|A] AA|3t HIAT 7
ol B ATES AT FAAT, 1998
2187, 2000), ZREOFE ¥ 87 ke jAke.
= ag A R AN BAE] AL Hel
SR 2 YAkl dnpt @
2 ZAslgnh AEALE e
B4 Ea) Age] Ae
_L]- 'ES 7].]/\-10] —Lio]:?- Bl o 0
At 8079) RS F ZRoke] of
S & mEA LRk sk ot 99
e Agfet 2@ 0wy SuE HolHg
At AT Ue RS YeAE
Lt ookrge
22k 5 A ANk el 7H Eol <
TE A9 5 A e 77, @Al - sk
Sfo]8l(n=1)9} b0} 2(n=5), HFslet -
FeRjolA2(n=1)9} kol (n=1), Zﬂﬁ}
o} - SabolA(n=g)o} APete] £25(n=4), %
5kt — SAMoLA-5)9) SKSlol A

AR & AN 2|10 AR AH|X} ZF

UXHo| A= DAY S0l 0|Xl= FE

(n=5), AP o| FH3s} — YA o] 22 (n=5)
o} ejAjol9l=(n=1), HAloIcH — SKefolH
A(p=no} 2RO AZ(=0) G}, o ATE
Mo @ A A of g oAbl
P okrEe EoAfoldlzs At

2FA HHEo| isjae e AES sjo]

1

Ao Holes BAR Au, AU HAEs
SA et BASE 2elE Ayt 4
Aght P NS EEsHE W8 o)
Vg e g ol 49 £ Hilss 7
2} 1A% Al BAHolh - FAKa=8)% 3

F(n= 89} AR (n=5),

SHn=6), FHsict -
AAs) — FAH0=6)2} SK(H , AR5 -
FiHn=8)2} AA|(n=7), LY }% Fubakste)

- ZHl(n=9)2 *“\4(11 3), g7z} — 2y
(=5)2F HAll(=5), %%‘v—ﬂOI FHatt - 24
(n=4)¢} Al(n=4), FAlolck- 7]oHn=6)2t
SK(n=5)2 e

2) BEA}

—_

sl AR ket 2ok Aeld g
ol 719}, Rt dal Eexolsd
wotel & ol 7] Al 14

f

=371
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S
HEgle] daoR g EFENE ) 9
A 2 o ARl i AEA

A, 5 WA AR Sl e
A Al Aolo] thate] dstaict
spRs} Gl A ARl ohEEge s
32 5 79l 54 \a ool wolgleh, 2 4

=
E

e '
7t vl 24 qEe et et Yl
o] 7t ApolU XL Maldr et al (2011)0] AR
T A ot AR 27) e Zgsielct
CHO(EL Helt22) e vl Fop
1), ol A(EE Aolel2)e] AL 1
of ofu o} XY 1=413] 184 gheh/T=
<% 1Zh). Cronbach’s a Al4s 9160=
U
obrEe AN BAR WAL £
A AR A BT WA, St 2]
94 61 U508 ALY o
qxole}, sfasict, 7
g gl Qe
HAlole} © 1= 1%
. whES gz G AL ade
=3
Zl%

HN FJ;

Olﬂi

42 Eafe] 97o] a9l
Qoley, “shFIY & WA
A S1o AP sl 1 4
70432] Cronbach’s a AlsE . 850(XAgh 1}
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T63(BET 02 ek,

b 7hd 33} A= A= Ho AT AF
A HAE A, R Aol elze} ) 7te)
A z]A) o] ke Folsk= o] B ot} ulet
WE A AlolAl, Bt BAse] ol
= 7k oot dAds S48
dertel e, Fojto|nd, f-FEd
Bdll 5ol HeiAl AlAEAL Lo,
Sirgy(1982)9] Aol Jst B} Zelof| v H
Hrjato| o] A5 ArellA o] Ay (sA
o] wt}. wEkA 2 ATelM= X*"HX}O]Eé
AR | AT B Al e) AR
ool AlAlE AejAto| S o-g-ote] Zt
= 7].]/\61 [OI(AA] /\1'61— Sdshd = Z%]:H?H 7‘]

FI'F

1n: mlo ﬂJlo

22 SAsigh oly dojxjolns A3}
o AR ghe] 20k A Aol gl U
Stk Zolm], Ax4o] Weks A ojnat
o} W 0ol ke ol Lhess Wit B
W 7hof Zol7h Ak A& ojnfateh

TB={Z|TPi—BPi |}/ n

TB(Team—Brand) : AX=x ElT} AR S0
URY

TPi(Team Personality): 54 i0f] CHSH AZ=x El
N T

BPi(Brand Personality): &4 i0l CHet AEA

ozt oS EAst7] $sllA+= Wildschut
et al (2010)9] ALoA] AFEE A FFES A}
g310], 3|u|% ofj2t Ak &9 o2k Ak 7t



) 59 59 A SAsrke], T A
He TF U7 BesHl =7l A ooz
W7t 253 7R gk 1=48 1A
el 5-vhe LT, WSl e 7
sb1 99l aolEAe e Ad, 47 37
Gmoz g 2T 2] aolo] B 59l
om, 7} 2919 Cronbach’s a AG4E . 765(3
w2 ofadahet L733(=
bt

H FUA= W5l Alo] Hosh= gofl o
& Al2]Ael of2E =7|= H%E Fisher and
Wakefield(1998)2] Aol AR 8742 &
52 o]8ste] SAskslThel, "E7] AlE Ui
U= Hoja(Zold=)E A7 gt 1 1=49]
A Gt/ T=vilg- O, AlEE 24 2
3} Cronbach's a Al (984 LFERGITE

Sy == A= o] Ao gt Btol=
< vl sig A2 go| FrE HHE &
7 Aol diste g oz 574 s
th('o] o e 715 WA T YAt 9
o 1=ds A e/ T=vle- a8, O
2lal H o] Higt el miefol s &
A 719 BRHE] AlES e &9t Sl
Aol tiste] @A oz ZHSITH( o] 7]
A AlEe T kel dupt vk
1=t FuskA] o2 Alofel/ T=HI=A] FHuljgd
Zoleh.

oPH ojRap o=

52

3) M 243

A TR | A= i’ |
iR 7k Aot sjulA ofatdel, 12lal B4

ANX Bl AR J2|10 ARX AHR} 7H UX|IAM0| AT DE S0 0|xl= Faf

offzdare] AJszRgol digt 7Mde 153k S8l
H-71R 7 Aot 2] Bat(mean=3.963), 2]v]
A o248k Wi (mean=3,059), 18]l EQ+4]
oz eFe] HiH(mean=2,341)S Ol-%‘}ﬂ Z

el o el e=2.510, F=104.906, p=.000,
BHAE: Xy 2 Ao £6=4.299, Xl 2
Joats] we=3.082, F=43.195. p=.000).

e AZ] ) W BUNE B
2, 23 el 7 Aol e
Heg, el Em ofaEe A EeE o
A BALELA (three—way ANOVA)S AlA|
st A ("™ D GE DS " 7
(2x2X2) 759 © TUAIY gEat oA
ANE =AREE 24 A "-70el 2 Aer
01;‘(] HO}—Z—] OHJQ'—/\é‘S(‘)’ j_Eq Qﬁ]% onﬂ-/ﬂ'S‘k
Aolo] AR A}SZRE-(three—way interaction)
o] FoJ51A Uehulth(#=3.675, p=.057). 57}
Aoz g7l b Aotdade] w2 A2t

2 95 Wro] olehikEAS Ak
o, *}iﬂﬂﬁi’}h g-7HQ1 2F AerdA)/del

Lo A URA] QIQROLH (7=, 020, p=.889), %=
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X do rlo o
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& =
ko] Bale- 4.581, w2 ] Bl 5,
2 UeRger, I 2ol AR SR 5940
UTHF=6.344, p=014), o= H-712 7t
zjoll 2] o] ke 7]31’/}01]/\1 a zkﬂ% gols}
o:h;]. o]-;<4 onLAéE) ] =0
o) wre vl § AN Hake 1.858%
UERoH, =& e %‘ > 145002 4

(B 1) B SU: EHR! 2 XIOIUR], SOx| OfZHE! SILfY OfxhEIel AR ARAZN
A= e F p-value
= 1981.872 1 742798 000
A BRI 2H A 41,105 1 90.341 000
B: S0P ofRkdef 29103 1 10906 001
C: Sofd OH=FASF 1.587 1 595 A4
AXB 18138 1 6.79%6 010
BXC 7.382 1 2766 008
AXC 470 1 176 675
AXBXC 9.802 1 3673 057
(O 1) e S BRI 7F XIOIJRIM0| =2 29t X2 42 - SIiA ofEfmt X E0F ofjEkMEel AsAlgst
1Rl 7t XIolxlol Z2 Ee 1Rl 7t XIoIURlo] =2 E*
6.000 -~ 65000 5774 5.432
- -
5000 -+ 5000 -+ -
- - -
4581 4877
4000 A 4.000 '
3.43] =—
3.000 A 3170 3000 A
2000 | jooie o - 2000 -
T = = 1450
1.000 T 1.000 T )
Low Avoidance High Avoidance Low Avoidance High Avaidance

High Anxiety == == Low Arxiety
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oz, BluA of2dae] | FUAIS Hat
3.431, w2 ko] B 317002 LERES
o, 7 Aok= BAHOR vl Aol ek 151,
p=.700),

f?lﬁd FAﬂr el 7t

?ﬂi OHZ}*E}%WI 946{} ?401% %ﬁl@iﬁ 9
Aol o (Kuars o £2=2.234, Xaan oy

53

s we=1.801, F=14,843, p=.000), |57 of

2ol ofgt Aol FAKHCRE HlfefH o]

DX oparye 22=2.717, Xems opye we

=2.438, F=.322, p=.572).

o2 FaH4sE  Te|al Aotz B
A

obA of XA 18]l 3]u|F] o RHAEkS 2%

W Sl AFYEARRA (three—way ANOVA)
= A ?F A AotdA], E9HA] o 2Rk,

3 B oA Afolo] Al ATAS
(three—way interaction)©| VERFHTH #=4.500,
p=.035)., (1" 23 (E 2= ¥ 7HA
(2x2x9) 7$-9] IFo|r o] ZFEy} AT AL
S i e G

ﬂl

QA Ao] & A9} e AT iro] o]
LS s, A5 AR B

FAjorel o] vhe A LR kst

Q1 7+ Ao}
OUHF=,017, p=897), &2 B¢ A2AEn
Y= Fol Aol Aek(#=23.321, p=.000).

T -7l 7+ Aot Aol E% 785}
2 ASE Urol 7 AdelAe] g 1k &
o|fFE Akt A "-7HQl 7t Aot
A4go] 2 A9E HU, BEE ool
EE A, A ofaddko] W Hete]
T | B2 52388 UEREoH, =2

AR B ARMN 2|10 AX AH|XL ZF AXNHO| AZx OpE 210 O|Xl= Hgf

vho] B3-S 39760 Ulehtom, I Hjoli
BAROR fo&o|Irh(F=24.241, p=.000).
TEl ek ofEAge] we A4, Blnd
ofEPA o] the Huke] WL 3,941, &L A
cho] B2 4,585 Utehton], 1 Ao &

AR GolHo|rkF=5.783, p=.018). T}
S0 Y79l 7t Aot Ae] e Hgo
A 7 Folg BRIl BebH ojap ol
=S |, sjua ofyare] e Wute| Tt
olzo| FFe 27352 Uehton], ¥ Utk
o) HFS 2.6000% Uehton] FAxoz
8] 52 20| QITh(7=, 044, p=.836). T12]31 Bt
A oz AgFo] vre 74001%% CEERE

| |
@l g FUAY B 3600, £ AT
BL 3.3570% UEhton], 1 Xjolk §
Mo = el Ho| ek, 229, p=.636). ukeh
A 7Hd 18 xlxl:a c}

o w03} Apel 2 Aol ol e A4
s, 2

4019\1_9_14'( sopn ojzya we=3,000, Xaom o2+

sl ol ol EAHOR golHols
E]'(X;]n]x_—] oy wo=3,158, Xng_«; oA e
=3.056, F=.071, p=‘791)‘

M 2= W9l 3 x}o}o A, 2ok of
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SR BYIIES FHUSE e HFAEAL
AN, BAZI TR0 A
EAHOR OHolIrH( 1799, 2,121,
p=.035), 5 ¥lA] TAAE B-7hel 7 Ao}
UA|, Bek oA, ela )5 of2ty

|

]

o] HAFEAEE BYUSE, 9 FUAE
BFHEHR o= AR Ao, ¥

(B=.274, =4.866, p=.000). A HA SAol|A=
g FUANE SHHeE, s TEHeE

J
e HEelEE %—é‘?ﬂ#ﬂ ok 374
AT, EAAT Y FUAQ Algs

o 9.0 Ur(ﬁ 511, ¢=15,762,
p=.000), AT ARG A gk FARCR
tHG=—.016, t=—.554, p=.580).

1o
i
2

9

=
Jo
_L
5
2

Ahadeto| MR
ISy A= F o-value
= 1932.026 1 254,072 000
Al EOHRI Z2H SUA 63572 1 265 000
B: S0P OfEkeet 11.420 1 7.713 007
C: Sjup ofzpdgs 2127 1 1.381 241
AXB 1871 1 1215 272
BXC 8,691 1 5.641 018
AXC 124 1 080 777
AXBXC 6933 1 4500 035

(a2 2) BRI EIH0I 2t XIORURINO| B2 P9 K 2 -

EHolel 2t xlofIRK0| e 2

6.000 -
5.000 -
4,000 -

3.600 __-_‘-_—u-______

3.357

3.000 -

2735 = = = = @ o~ e
2.000 : )

Low Avoidance High Avoidance

High Anxiety == = [ow Anxiety
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S|P ofRkeEkI X =QFY ofEkEEe| dEAIgsmt
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5.238
5.000 -

4585

4000 -

3041 3976
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2.000 T 1
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123 Sobel 9 ¢ AT HAl FAXNLE {9
o] ATtH(=4.686, p=.000), F7}Foz HA
E3 HMH(Bootstrap procedures; Preacher
and Hayes, 2004; Preacher and Hayes,
2008; Preacher, Rucker and Hayes, 2007,
Zhao, Lynch, and Chen, 2010)& AR&-5}o
2 mI) Wes %ﬁ A7} ol
o s SHISIAT. of e FAERS F
st &3t 95% AlETzH H 0o] A=k
¥l 13 wh ZPE L folghe Lhehic,
HoAe B SUNSE, BROES S
SR, Y BUAS s AR EAEd
B Ad}L 95% AlF 7o) (12267 to 8050)
o= Uit 1K St §ORRe Hel 29
o}, webd 74 2 AR =,

7 33 4= BRHE AT ol 2R =

rlo

Amap) 2] e W5l GRS vlAitks 7h
Mok, 41 744 3¢ @it maAso] Fj4o]
AN QT 22 ), b of%
o] wos vkl BelE W (47 Bt
oo mlA ol o 2 Ao HHHY
o} o2 $18) AT Aol o) | A 2

6 Hetos: dinel AT AIAe] B
HAE Aol o] g, B-HA= WX
o]

I wol=o) AE ekl oeA 2

[

AR B AZM T2l ARE AH[KF 2F UxPM0| AZx OplE Solol 0jk= GE

>

I} BobA ofzkAJsko] =& Atto] AL Al gt
2 - 92958 ehton £

How folzo|g)
TH(t=-2.545, p=.013), 1|3l BQFH ofjzt4y
gfo] Lo zitho] AHO AL 7RO 13302 e}

Hon) BAHOE  ulfolalolgleH=1.245,
p=215), EZ AT AUl F AY-u
A= 7H** 7},] } | 2t EolA ofjxgsk 7]

48 ) AS FAA0E MgoHolot
(5=.029, t=.194, p=.846). Watr] 7} 3L
A\ X\ =g

M 42 AZ) S1E) 2t 2RelAle]
| A B o) Jo] gt SuA ofz
g% (high vs, low), 123l o] 59| YoA8=
SHHER, T80 HAlE o s F5
SR Sk BTN AAsklc BaAT 4
Sakg 3] A gk - 2058 UEpgon] £
AH o2 2ol ArH(=-1.758, p=.080).
7t oz 3]uA o2} o] =2 Rtiy) ke
Arko g o] B3 Xolq0] ° AT
HHE 9] Ffo] gt Frjol=o] A B
shoich. BlFEA 2t 354 o2l &
o] B A% e - 5242 heheto.
AR LR fof2o]th(+=-4.538, p=.000).
2|1 3]u]A of|&Ajgko] wre zltho] AL A
ghe —.208% Vehton BAZoR Rof
o]glok(=-1,913, p=.058), L ol 3]
7] o gao] e koA Bl FtelA 1
Epde) bR 02 g Aelael | Ay
3 B o] 2] gk, Blu) ojzbyay 1

>

F

ol

ot rle o

4

2 Ay

257520144 10€152) 99



g o] Ak EAHOR ugolHololtt
=.

589, p=.556). wWehd 7} 4=

o

U} ol g4 = BEol sl g JLAEL
2 7H<>Lz+ g 7t olulx)g] Uy =
—petelEe) P, el ofabal

ofe] Tt Zolc}. o|e} WA U

o 1l
rgt:z

4

=i

>u

mw <

3k A3 Y FUAe BetolEo] i (AEx
Y-7el 7)) Aol sm oy, e
BB ofENF] AUYEAG] ekt
ok 2, S A 1 Aol £ B9 ©
B9 SUsE B0 A9 o
4 oETE 3 28l et ek,

o) 2] cljzapol
%wa} Bero=rt

100 =X The Korea Joumdl of Advertising

ofst FEATE foH0R ehdrhelna of
A Agepe] FaIH B §919), T3 -
Q1 7k Ajobelx], Bobd of2aa, delm 3l
2 ofEyg] JEargo] Brelme] nlx|t
G B FUA] o) A Sow et

fof Whg A= H- AEA

HRIE A dxet dn)t 0“54 BAlo| et

Zoltt, B4 Hyf 2 sjAdo] ZAlGH|

A dz|sicky w7 u)], 2ol ofjzF Algko] =
=

folmel w3t sl o A
B Ao AL thewt 2t B, §
G5t 1 Wel el A e 2 o )

i
)
30
_q

Qlo] Zh= ofizt AgaFo] ofdriel] wret 11 s
P G = Ak 71 Al s,
Hat Q1] ojulA] dAgo] &2 B H &
dAIoF Fole= IR 2 A= of=fet
Sx 2 g o] WEtof A H-sm|a} zjop A
o] FFe U ozt gl whE AolE
AuEgnt 53], "t /1] ojuA] AR
o &2 7F, =R o2HFol w2 Bl
© 2juF ool mabvs. F) W H F
dAleE Hl=Tt *7P0PX1“P Rl 2 =}t
ofjZkAJBFo] ko AQo= Jju]A of|aHA]Eko|

%)
He(vs, ¥ W o 2

27102 Yebiel, o




=A, 7]%_‘—94 OHZLOlioﬂ 943}U4 OHZ} ’%‘?M
= Qte.g.,
Bartholomew and Horowitz, 1991, Mikulincer
and Shaver, 2003). T3t Swaminathan, Stilley,
and Ahluwalia(2009)°] 2J5}H ofj2tAdeof w
o} dzshe BAE Aol hat), oo He}
B oo vk ~xz g3 BAso] Ay
(A} vs, )] dA|of w2 Av|xe] 3
|

o] ohapaael wret 2ot e SIskr. of

7o) ANY S B 1Y 4

O:]y 1O O\ R+ T, R+ O\ R+
¢ w2 ), FAP(ES = 92 8
1), Fele Wl 8ok e 3u)o) vl 7hx)

ozt 8o R s 4 ¢Jch(Batholomew and
Horowitz, 1991; Griffin and Bartholomew,
1994), 127 2+ o)zt ol wat AQle)
Fo thE 4 9tk o2 Sof Hek ofze] W
s3] ofzo] e ARBE] A9 27| A4l
disir= s7g2olxnt el disir= F7

AR B ARMN 2|10 AX AH|XL ZF AXNHO| AZx OpE 210 O|Xl= Hgf

Moz Wi Aol Uk B A7 AnE

olof A3l Hrfzi=, H-7Hel 2 ApotdAA
o] o Ao AT ARF | AltEo| ¢of

250l
4R} Selewo] ARERT Lo 8 FUA
o} BOlEE ol A =
24, 7 5o) Aol Hat 2%} zhe)

AFPES ol W, o Sof 1F HYS

ashe Bo Hol o EHY 4 ek,

shl B Qe theTh e AP 2t

A, R A ook B Aot 1
smz0] Polehs B4 Ante] T Aol
o ZEu ok S ZRARE 3 /by A
o3} 2 QA AEZoln ofo] H]3 T}
2 2mal AHoR Ao A7t oFet Hol
o webd B Gl7e] ATHs AEEO| Fef

At AaE gelst Zart Qloh E3 AY
i oFtEE A she dolA AR &
2] g Aol thsl Ak o2, EE|Ato]
T RS ARSI o] 39 At
ke Fetol st - oA Ewsiel 9
297} 9}
. & A7 AEY 22 A 3
Al e e BAs A4S
*]"8“6} o}, BlE A9} 9 A=
Ae] w3 3-8/do] W EE S40] jlom,
SR e AR AT S AR
Ash= ojEfRt Ho] 71E e, olF
A, #}Ao}, 2002, Aaker, Benet—Mattinez,
and Garolea, 2001)°|A%= AMEEA7] 3R 9t
o2 BHiE JRAe] AHlE of 2R W Azt

o
1N'

o
uoi' iy mgi‘ rir

5H75(20144 102152 101



=T 7F Ve 2= AR,

EAG A9 X Aeizel A4(geographic
personahty)% 7H 4= Qlom olet IHE A
ol elsfal b7} 2 54 Aelo] o
Aol 1 A Am Axx gel thet Azl
93FS b|RtH(Aiken and Campbell, 2009).
S5 22 AxAL A4S dEsle] 3712 T
qh% 12 207] wizell, 2199 AFAREolA
of &t zxpHAL HoJdltHKarp and

Yoels, 1990), whehr] ©-2n|2} 7+ 714 UX]
o A Y-mUc AAne] AX} nej

i

% glom, olefat B-sulxt 2t X gAne]
X4go] B-ulxt 7F Aot o] e )
A % olek R 2l Aplo] SUTH 2
22 Yol o) FAH =S AH 4 glo
u, o] Qlsto] g 7194e] Al chek
st $A vebd TRsAE EAE 53
=% 71¢jo] AE2 92 2gskt Yool B4

3 WAL AAE AZAAA Uehd Zatol
AUIBIE A UEERel AZEA|AL] Ao
oNAE elat Wast gt

WA, 2 Ao B W F SR &
£ 719 BACo| gk AEe| Tujel=g
Hokdry, 28] g AulA AlEo] cheksiA]
B, RARe] A9 ot dnlar Tl 7Rse A
o AAG HAEFE T2 Alefshd HR gl
o wEbA ek gt Aol diet e

102 s The Korea Joumdl of Advertising

AHBIA] ok 71s/dol
TollA= A Hﬂoii% =

Hote 2 AbEE
For durAs AAsHie, ol A7
b Hlols Es S| Apo]ddxof o]F FY)
ERE & 7hsAdo] A4, o]& Qs 7oA A
AlRE N1k | ZE ojulAlef AA] Bl F FUA]
7b o] mAlE FFEe] dAEY A4
UERge 7hs7dol EARIT

e R, 2 Atollde Ha An|RF A4
2ol Apord], Hp (LEA) B

ri

) Aoloizel 271g 2
= A

Ao ot avE ERIskGit, A= et
4 3o YAl E3kal & uf AAlat
Yok= T AlEE & WE (fandom) 1+e] 7
A G v = Q) dlE B0 285 A
A9 A2 Al HEgS Ad Hof tis]
H| 5 o)H 02 ghgek 4> Qlrt, o] 9] AtoflA
+ Hoh ot BolAe =009} A olE
TSt E AIEE o & 4 S Aol



o, vl A3, (2012), ARX]o]7) ool
of ujA= F3F A7 ARz o
NETE SACR, g7, 273), 1-25,

-84k (2010), Apop-AFEA oln|] Y|} ZREoft
—AEA oJu|2] Yx]Ao] RO Elolg AE
Ao Ble SAZ wRl= 3 B2
85, 258-290.

71974, (2000). BEAE 7o) SFat 3k dlof T3
AE B HZ 49 29-53.

AT (1998). BAE VS T8 B A= A F
7817 K1), 37-52,

WS (2006), AZZOEFE O] AA AR,

oA, 2HAot. (2002), HIE mAdEjE-HAE 5
Al-HAE 2pAF By o] 8219} v 8T Zfolof
st SAY At apA g e 1A3), 1-34,

OJRkE, A, (2000), HAHE FEL ol Azl Ut
Ep=rl? —Hde S0 Agacll it A,
BB LT, 109), 559-580,

ofstal, AR, kAl (2009), AwlAte] ABlAlE A
4, 22| AWA-HRE 4 QxE Hae
o] BA| IR 200), 177-208,

Aaker, D, A, & Keller, K, L. (1990). Consumer
Evaluations of Brand Evaluation, Journal of
Marketing, 54(January), 27—41,

Aaker, L, J, (1997). Dimensions of Brand Personality,
Journal of Marketing Research, 34(3), 347-56.

(1999). Brand Personality: a Path to
Differentiation, in Margon, R, (Ed.). Brands
Face the Future NY, NewYork: Research
International, 13—21,

. Benet—Martinez, V., & Garolea, J. (2001).
Consumption Symbols as Carriers of Culture: A
Study of Japanese and Spanish Brand Personality
Constructs, Journal of Personality and Social
Bsychology, SI(3), 492—508,

Aiken, K. D,, & Campbell, R, (2009), Exploring The
Relationship Between Brand Personality And
Geographic Personality: Consumer Perceptions
Of Sport Teams And Cities, in McGill, A, L,

AR B ARMN 2|10 AX AH|XL ZF AXNHO| AZx OpE 210 O|Xl= Hgf

and Shavitt, S, (Eds.). Advances in Consumer
Research, Vol, 36, Duluth, MN : Association
for Consumer Research, 795-796,

Ashforth, B, E., & Mael, F, (1989). Social Identity
Theory & The Organization, Academy of
Management Review, 14(1), 2030,

Ball, A, D, & Tasaki, L, H (1992). The Role and
Measurement of Attachment in Consumer

Behavior, Journal of Consumer Psychology,
12), 155-172,

Bartholomew, Kim,, & Horowitz, L. M, (1991),
Attachment Styles Among Young Adults: A
Test of a Four—Category Model, Journal of
Personality and Social Psychology, 61(2),
226—244,

Belk, R. W, (1988). Possessions and the Extended
Self, Journal of Consumer Research, 152),
139-168,

Bhattacharya, C. B, Rao, H,, & Glynn, M. A, (1995).
Understanding the Bond of Identification: An
Investigation of Its Correlates among Art
Museum Members, Journal of Marketing, 594),
4657,

Birnbaum, G, E,, Mikulincer, M,, Reis, H T., &
Gillath, O, (2006), When Sex Is More than
Just Sex: Attachment Orientations, Sexual
Experience and Relationship Quality, Journal
of Personality and Social Psychology, 91(5),
929-943,

Bizman, A, & Yinon, Y. (2002), Engaging in
Distancing Tactics among Sport fans: Effects
on Self—esteem and Emotional Responses,
Journal of Social Psychology, 1423), 381-392,

Boush, D, M., & Loken, B, (1991). A Processing—
Tracing Study of Brand Extension Evaluation,
Journal of Marketing Research, 251), 16—28,

Bowlby, J. (1969). Attachment and Loss, Vol, 1, New
York: Basic Books,

. (1980). Attachment and Loss, Vol, 3, New
York: Basic Books,

Boyd, T. C., & Shank, M, D, (2004), Athletes as Product

257520144 102152 103



Endorsers: The Effect of Gender and Product
Relatedness, Sport Marketing Quarterly, 19,
101-110,

Brennan, K, A, Clark, C, L., & Shaver, P, R, (1998).
Self—Report Measurement Of Adult Attachment:
An Integrative Overview, In J, A, Simpson
and W. S. Rholes (Eds.). Attachment Theory
And Close Relationships, New York: Guilford,
46-76

., & Shaver, P, R (1995). Dimensions
of Adult Attachment, Affect Regulation, and
Romantic relationship Functioning, Personality
and Social Psychology Bulletin, 21(3), 267-283,

Brunas—Wagstaff, J. (2002). Personality: A Cognitive
Approach, London: Routledge; A< o, Q1%
2 HollA & 4. Alaekzds,

Carnelley, K, B,, Pietromonaco, P, R, & Jaffe, K
(1994). Depression, Working Models of Others,
and Relationship Functioning, Journal of
Personality and Social Psychology, 661),
127-114,

Cassidy, J., & Shaver, P, R, (2008). Handbook of
Attachment. Theory, Research, and Clinical
Applications, The Guilford Press, New York,

Cassidy M, B,, Lee, H, & Trevors, J. T. (1996).
Environmental Applications of Immobilized
Microbial Cells: A Review. Journal of
Industrial Microbiology, 16(2), 79—101,

Cicirelli, V. (2004). God as the Ultimate Attachment
Figure for Older Adults, Attachment and
Human Development, &4), 371-388,

Close, A. G., Finney, R. Z., Lacey, R. 7., & Sneath,
J. 7. (2006). Engaging the Consumer Through
Event Marketing: Linking Attendees with the
Sponsor, Community, and Brand, Journal of
Advertising Research, 46, 420—433,

Collins, N, L., & Read, S, J. (1990). Adult Attachment,
Working Models and Relationship Quality in
Dating Couples, Journal of Personality and
Social Psychology, 58(4), 644—663,

Cornwell, T. B., Weeks, C. S., & Roy, D, P. (2005).

104 =S The Korea Joumdl of Advertising

Sponsorship—linked Marketing: Opening the
Black Box, Journal of Advertising, 342), 21—42.

Coulter, K. S, (1998). The Effects of Affective Responses
to Media Context on Advertising Evaluation,
Journal of Advertising, 27Winter), 41-51,

Dolich, I, J, (1969). Congruence Relationships Between
Self Image and Product Brands, Journal of
Marketing Research, &1), 80—84,

Fitzmaurice, J. (2005). Incorporating Consumers’
Motivations into the Theory of Reasoned Action,
PBsychology & Marketing, 2411), 911-929,

Fournier, S, (1998). Consumers and Their Brands:
Developing Relationship Theory in Consumer
Research, Journal of Consumer Research, 24(4),
343173,

Fisher, J. R., Maltz, E,, & Jaworski, B, J, (1997).
Enhancing Communication Between Marketing
and Engineering: The Moderating Role of
Relative Functional Identification, Journal of
Marketing, 61(3), 54-70,

., & Wakefield, K  (1998). Factors
Leading to Group Identification: A Field Study

of Winners and Losers, Fsychology and Marketing,
151), 2340,

Funk, D, (2008). Consumer Behaviour in Sport and
FEvents.  Marketing  Action,  Amsterdam:

Butterworth—Heinemann,

Graeff, T. R. (1996). Using Promotional Messages to
Manage the Effects of Brand and Self—image
on Brand Evaluations, Journal of Consumer
Marketing, 133), 4-18,

Griffin, D,, & Bartholomew, K. (1994). Model of the
Self and Other: Fundamental Dimensions
Underlying Measures of Adult Attachment,
Journal of Personality and Social Psychology,
673), 430445,

Gwinner, P, K. (1997). A Model of Image Creation and
Image Transfer in Event Sponsorship, /nternational
Marketing Review, 14(3). 145158,

., & Swanson, R, S, (2003)., A Model of

Fan Identification: Antecedents and Sponsorship



Outcomes, Journal of Services Marketing, 173),
275294,

Hawkins, D, I., Motherbaugh, D, L., & Best, R, J.
(2010), Consumer Behavior: Building Marketing
Strategy, 11th, McGraw—Hill, o|&H| 715k,
Awd 9(2011), HawkinsS] £HIXFSYEE 11th,
Au]e]o],

Hazan, C., & Shaver, P, R, (1987). Romantic Love
Conceptualized as an Attachment Process,
Journal of Personality and Social Psychology,
523), 511-524,

Heckler, S, E., & Childers, T, L, (1992). The Role of
Expectancy and Relevancy in Memory for
Verbal and Visual Information: What is
Incongruency? Journal of Consumer Research,
18(4), 475-492,

Herr, P, M., Farquhar, P, H., & Fazio, R, H. (1996).
Impact of Dominance and Relatedness on Brand
Extension, Journal of Consumer Psychology, 52),
135-159,

Hirt, E. R,, & Clarkson, J. J. (2011), The Psychology of
Fandom: Understanding the Etiology, Motives,
and Implications of Fanship, in Kahle, L, R,
and Close, A, G, (Eds). Consumer Behavior
Knowledge for Effective Sports and Event
Marketing, New York: Routledge, 5986,

Hoek, J., Gendall, P., & Sanders, J. L.  (1993).
Sponsorship Management and Evaluation: Are
Managers Assumptions Justified? Journal of
Promotion Management, 1(4), 53—66,

)

Hogg, M, A, & Abrans, D, (198%). Social Identifications.
A Social Psychology of Intergroup FRelations
and Group Processes, London, UK: Routledge,

., Hardie, E, A, & Reynolds, K, J. (1995).
Prototypical Similarity, Self—categorization, and
Depersonalized Attraction, European Journal of
Social Psychology, 252), 159—171.

Hughes G, D., & Guerrero, J, L. (1971), Automobile
Self—Congruity Models Reexamined, Journal of
Marketing Research, §1). 125—1217.

Kassarjian, H, H, (1971), Personality and Consumer

AR B AEM J2|1 AR AH|X} ZH AXIM0| AZX OPE 0] O|Xl= &g

Behavior A Review, Journal of Marketing
Research, 84), 409-418,

Karp, D. A,, & Yoels, W. C. (1990). Sports and Urban
Life, Journal of Sports and Social Issues,
14(2), 77-102,

Katz, D., & Kahn, R, L, (1966), The Social Psychology
of Organizations, New York: John Wiely &
Sons, In,

Keith J., Lovato, C., & Khoo, G. (1994). Social
Identity Correlates of Minority Workers'
Health, Academy of Management Journal,
572), 282—296.

Keller, K L. (1993). Conceptualizing, Measuring and
Managing Customer—Based Brand Equity, Journal
of Marketing, 571), 1-22.

Kelley, S. W., & Tian, K  (2005), Fanatical
Consumption: An Investigation of the Behavior
of Sports Fans Through Textual Data, In
Kahle, L, R. and Riley, C. (Eds.). Sports
Marketing and the Psychology of Marketing
Communication, Mahwah, NJ: Erlbaum, 27-65,

Kelman, H, C. (1958). Compliance, Identification and
Internalization: Three Processes of Opinion
Change. Journal of Conflict Resolution, A1),
51-60,

King, J., Kahle, L, R, & Close, A, G. (2011). The
Study of Sports and Events Consumer
Behavior, in Kahle, L, R, and Close, A, G.
(Eds.). Consumer Behavior Knowledge for
Effective Sports and Event Marketing, New
York: Routledge, 1-30.

Kirkpatrick, L, A,, & Davis, K, E, (1994), Attachment
Style, Gender, and Relationship Stability: A
Longitudinal Analysis, Journal of Personality
and Social Psychology, 663), 502—512,

Kleine, S. S., Kleine, R. E,, & Allen, C. T. (1995).
How is a Possession ‘Me’ or “Not Me™?
Characterizing Types and an Antecedent of
Material Possession Attachment, Journal of
Consumer Research, 243), 327—343,

Kwon, H H.,, & Armstrong, K, L. (2006), Impulse

257520144 102152 105



Purchase of Sport Team Licensed Merchandise:
What Matters? Journal of Sport Management,
20(1), 101-119,

., Trail, G, T., & Anderson, D, F. (2006).
Points of Attachment(identification) and
Licensed Merchandise Consumption among
American College Students, International
Journal of Sport Management, 7, 347—-360,

Lacey, R., Close, A, G., & Finney, R, Z. (2010). The
Pivotal Roles of Product Knowledge and
Corporate Social Responsibility in Event
Sponsorship Effectiveness, Journal of Business
Research, 63, 1222-1228,

Lee, Y., & Mason, C, (1999), Responses to Information
Incongruency in Advertising: The Role of
Expectancy, Relevancy, and Humor, Journal of
Consumer Research, 26(2), 65—81,

Madrigal, R, (1995), Cognitive and Affective Determinants
of fan satisfaction with Sporting Event
Attendance, Journal of leisure Research, 273),
205—2217.

. (2000). The Influence of Social Alliances
with Sports Teams on Intentions to Purchase
Corporate Sponsors’ Products, Journal of
Advertising, 24(4), 13—24.

. (2004). A Review of Team Identification
and its Influence on Consumers Responses
Toward Corporate Sponsors, In Kahle, L, and
Riley, C. (Bds.). Sports Marketing and the
PBsychology of Marketing Communication, Mahwah,
NJ: Erlbaum, 241-255,

., & Dalakas, V. (2008). Consumer
Psychology of Sport: More Than Just a Game,
In Haugvedt, C, P,, Herr, P, M, and Kardes, F.
R. (Eds.). Handbook of Consumer Psychology.
Mahwah, NJ. Erlbaum, 857-876,

Mael, F., & Ashforth, B, E, (1992), Alumni and Their
Alma Mater: A partial Test of The reformulated
Model of Organizational Identification, Journal
of Organizational Behavior, 132), 103—123,

Mahony, D, F. (1995). The Effect of Personality
Variable of Self—monitoring on Individual

106 =T The Korea Joumdl of Advertising

Loyalty to Professional Football Teams,
Unpublished Doctoral Dissertation, The Ohio
State University, Columbus,

Malédr, L,, Krohmer, H,, Hoyer, W, D, & Nyffenegger,
B. (2011). Emotional Brand Attachment and
Brand Personality: The Relative Importance of
the Actual and the Ideal Self. Journal of
Marketing, 754), 35-52,

McDonald, M, A., Milne, G. R., & Hong, J. (2002).
Motivational Factors for Evaluating Sport
Spectator and Participant Markets, Sport
Marketing Quarterly, 11(2), 100-113,

Meenaghan, T, (1983), Commercial Sponsorship, Etropean
Journal of Marketing, 177), 5—73,

Mickelson, K, D., Kessler, R, C, & Shaver, P. R,
(1997). Adult Attachment in a Nationally
Representative Sample, Journal of Personality
and Social Psychology, 735), 1092—1106,

Mikulincer, M, (1995). Attachment Style and the
Mental Representation of the Self, Journal of
Personality and Social Psychology, 696),
1203-1215,

., & Shaver, P, R. (2007). Boosting
Attachment Security to Promote Mental Health,
Prosocial Values, and Inter—Group Tolerance,
Psychological Inquiry, 183), 139-156,

L & ., (2008), Adult
Attachment and Affect Regulation, in Cassidy,
J. and Shaver, P, R. (Eds.). Handbook of
Attachment, Theory, Research, and Clinical
Applications, Guifford Press: New York,
503531,

. ., Gillath, O &
Nitzberg, R. A, (2005), Attachment, Caregiving,
and Altruism: Boosting Attachment Security
Increases Compassion and Helping, Journal of
Personality and Social Psychology, 84November),
817-39,

., Sapir—Lavid, Y., &

Avihou—Kanza, N, (2009). What's Inside the
Minds of Securely and Insecurely Attached
People? The Secure—Base Script and Its



Associations With Attachment—Style Dimensions,
Journal of Personality and Social Psychology,
974), 615—633,

Mittal, B, (2006), I, me, and mine—How Products
Become Consumers Extended Selves, Journal
of Consumer Behaviour, 56), 550—562,

Munson, J, M, (1974), Typological Investigation of
Self—Concept Congruity and Brand Preferences:
Toward a Predictive Model, Ann Arbor. MI:
University Microfilms International,

OReilly, C, A, & Chatman, J, (1986), Organizational
Commitment and Psychological Attachment:
The Effects of Compliance, Identification, and
Internalization on Prosoical Behavior. Journal
of Applied Psychology, 71(3), 492—499,

Park, C. W, Milberg, S., & Lawson, R, (1991).
Evaluation of Brand Extensions: The Role of

)

Product Feature Similarity and Brand Concept
Consistency, Journal of Consumer Research,
182), 185-193,

Pierce, T., & Lydon, J. E. (1998). Priming Relational
Schemas: Effects of Contextually Activated and
Chronically Accessible Interpersonal Expectations
on Responses to a Stressful Event, Journal of
Personality and Social Fsychology, 75, 1441—
1448,

Plummer, J, T. (1985), Brand Personality: A Strategic
Concept for Multinational Advertising, in
Marketing Educators’ Conference, New York:
Young & Rubicam, 1-31,

Preacher, K, J., Rucker, D, D,, & Hayes, A, F. (2007).
Addressing Moderated Mediation Hypotheses:
Theory, Methods, and Prescriptions, Multivariate
Behavioral Research, 441), 185—227.

., & Hayes, A, F, (2004), SPSS and SAS
Procedures for Estimating Indirect Effects in
Simple Mediation Models, Behavior Research
Methods, Instruments, and Computers, 564),
71731,

L& . (2008). Asymptotic
and Resampling Strategies for Assessing and
Comparing Indirect Effects in Multiple Mediator

AR B AEM J2|1 AR AH|X} ZH AXIM0| AZX OPE 0] O|Xl= &g

Models, Behavior Research Methods, 40, 879-891,

Pruitt, S, W., Cornwell, T, B,, & Clark, J. M, (2004),
The NASCAR Phenomenon: Auto Racing
Sponsorships and Shareholder Wealth, Journal
of Advertising Research, 44, 281-296,

Shamir, B, (1990). Calculations, Values, and Identities:
The Sources of Collectivistic Work Motivation,
Human Relations, 454), 313—332,

Shaver, P, R., & Brennan, K, A, (1992), Attachment
Styles and the Five Personality Traits: Their
Connections with Each Other and with
Romantic Relationship Outcomes, Personality
and Social Psychology Bulletin, 18(5), 536545,

., & Mikulincer, M, (2009), Attachment
theory and attachment styles, In Leary, M, R,
and Hoyle, R, H, (Eds,). Handbook of individual
differences, New York: Guilford Press, 62—81,

. ., Alonso—Arbiol, I,, &

Lavy, S. (2010). Assessment of Adult Attachment
across Cultures: Conceptual and Methodological
Considerations, Attachment: In Erdman, P,
and Ng, K, (Eds,). Attachment. Expanding the
Cultural Connections, New York: Routledge/
Taylor & Francis, 89-108

Shavitt, S, (1990). The Role of Attitude Objects in
Attitude Functions, Journal of Experimental
Social Psychology, 262), 124—148,

Sirgy, M, J. (1979). Self—Concept in Consumer
Behavior, unpublished Ph D thesis, Department
of Psychology, University of Massachusetts at
Amberst,

. (1980). Self—Concept in Relation to
Product Preference and Purchase Intention,
Developments in Marketing science, 32),
350—354,

., (1982). Self—concept in Consumer

Behaviour: a Critical Review., Journal of
Consumer Research, 43), 287-300

Simpson, J, A, (1990). Influence of Attachment Styles on
Romantic Relationships, Journal of Fersonality
and Social Psychology, 595), 971-980,

5H75(20144 10215 107



Sneath, J, Z., Finney,, R. Z., & Close, A, G. (2005).
An IMC Approach to Event Marketing: The
Effects of Sponsorship and Experience on
Customer Attitudes, Journal of Advertising
Research, 45, 373—381,

Speed, R., & Thompson, P, (2000). Determinants of
Sports Sponsorship Response, Journal of the
Academy of Marketing Science, 282), 226—238,

Sutton, W, A, McDonald, M, A, Milne, G, R, &
Cimperman, J, (1997). Creating and Fostering
Fan Identification in Professional Sports,
Sport Marketing Quaterly, &1), 15—21

Swaminathan, V, K, Stilley, M,, & Ahluwalia, R,
(2009). When Brand Personality Matters: The
Moderating Role of Attachment Style, Journal
of Consumer Research, 556), 985—1002.

Swann, W, B, Jr., Stein—Seroussi, A,, & Giesler, R,
B. (1992). Why People Self—Verify, Journal of
Personality and Social Psychology, 643), 392—
401,

., Ronde, C. D, L, & Hixon, G, J,
(1994), Authenticity and Positivity Strivings in
Marriage and Courtship, Journal of Personality
and Social Psychology, 66(5), 857—869.

Thoits, P, A, (1983). Multiple Identities and Psychological
Well-being: A Reformulation and Test of the
Social Isolation Hyporthesis, American Sociological
Review, 482), 174—187.

Trail, G, T., Fink,, J. S., & Anderson, D, F. (2003).
Sport Spectator Consumption Behavior, Sport

Marketing Quarterly, 141), 8117,

Wakefield, K, L, (1995). The Pervasive Effects of
Social Influence on Sporting Event Attendance,
Journal of Sport & Social Issues, 194), 335351,

Wann, D, L., & Branscombe, N, R, (1993). Sports
Fans: Measuring Degree of Identification with
their Team, International Journal of Sport
Psychology, 24(1), 1-11.

., Royalty, J. L., & Rochelle, A R,
(2002), Using Motivation and Team Identification
to Predict Sport Fan's Emotional Responses to

108 =3I The Korea Joumdl of Advertising

Team Performance, Journal of Sports Behavior,
2509), 207-215,

Wildschut, T,, Sedikides, C., Routledge, C., Arndt,
J., & Cordaro, F. (2010)., Nostalgia as a
Repository of Social Connectedness: The Role
of Attachment—Related Avoidance, Journal of
Personality and Social Psychology, 954), 573—
586,

Zhao, X, Lynch, J. G.,, & Chen, @Q (2010),
Reconsidering Baron and Kenny: Myths and
Truths about Mediation Analysis, Journal of
Consumer Research, 37Aug), 197-206,



The Korean Journal of Advertising, Vol.25. No.7(2014), http: //dx doi.org/10.14377/KJA2014.10,15.81

pp.81~110 | ISSN 1225-0554

04

© 2014 KAS

The Influence of Congruity between
Sports Team, Sponsor, and Sports
Consumers on Sports Marketing
Effectiveness: Moderating effect of
Consumers’ Attachment Style

*Woojin Cho

Master's Student, Graduate School, Department of Business Administration, Hongik University
*Nara Youn

Associate Professor, College of Business Administration, Hongik University
eJanghyun Kim*

Assistant Professor, Department of Business Administration, Korea Christian University

DeSpite the gr(?wing rf)lgI of spor.ts sponsorship as a ‘promotional tool in the

marketing activities of firms worldwide (Pruitt, Cornwell, and Clark,
2004; Close et al., 2006; Lacey, Close, and Finney, 2010; Sneath, Finney and Close, 2005;
Madrigal, 2000), academic research in this area has been limited (Speed and Thompson,
2000; King, Kahle and Close, 2011). This paper focuses on the study of consumer
behavior in the area of sports and sports sponsorship. Specifically, this research examines
the effects of congruencies among professional baseball team’s personality, sponsor
brand's personality, and fan's self-concepts on the evaluation of teams and sponsoring
brands. We also unveil the underlying mediating and moderating mechanism of the
effects.

More specifically, hypothesis 1 was set to find the moderating role of attachment style
on the effect of actual self-concept congruency between fans and teams on team
identification and attendance intention for the sports event. We show ‘team identification’
mediates the effect of self-concept congruency moderated by avoidance and anxiety
attachment on sports event attendance intention (hypothesis 2). Hypothesis 3 examines
the moderating effect of anxiety attachment on the effect of team and brand personality
fit on the attendance intention when they are congruent on the dimension of sincere
personality, whereas hypothesis 4 investigates if avoidance attachment moderates the
effect of team and brand personality fit on the purchase intention when they are
congruent on the dimension of exciting personality.

A 2 (self-concept congruency: high vs. low) x 2 (anxiety related attachment: high vs.
low) x 2 (avoidance related attachment: high vs. low) ANOVA yielded a significant
three-way interaction effect on team identification (/=3.675, p=.057) and on attendance
intention (/=4.500, p=.035). Subsequent two way ANOVAs revealed significant moderating
effects of anxiety attachment when avoidance attachment was high (on team identification:




F=3.827, p=.053; on attendance intention: F=5.697, p=.019), but insignificant moderating
effects of anxiety attachment when avoidance attachment was low (on team identification:
F=2.369, p=.126; on attendance intention: /=.653, p=.421). Under the condition of high
self-concept congruency, the effect of avoidance attachment on team identification and
attendance intention was greater for less anxiously attached participants. On the other
hand, the effect of avoidance attachment on team identification and attendance intention
was weaker for more anxiously attached participants. Under the condition of low
self-concept congruency, however, no significant interaction effect was found. Since less
avoidant individuals tended to shun social interactions less, high self-concept congruency
led to higher team identification and enhanced attendance intention when the
participants’ anxiety attachment were high than low.

A series of regression analyses for mediation test showed that the originally significant
self-concept congruency x avoidance x anxiety attachment three-way interaction (5=.274,
p=.000) became insignificant (f=-.016, p=.580) on sports event attendance intention after
the potential mediator, team identification (£=.511, p=.000) was included in the model. The
Sobel test (#=4.686, p=.000) and Preacher and Hayes (2004)'s bootstrap procedure (95% CI
=[.2267 to .8050]) also confirmed a significant indirect effect of team identification.

A regression yielded a significant interaction effect of ‘perceived team-brand personality
fit' x anxiety attachment (5 =-428, p=.009) confirming that anxiety attachment moderated
the effect of ‘perceived team-brand personality fit' on attendance intention when team's
and the sponsoring brand's personality were congruent on the sincere dimension of brand
personality. On the other hand, avoidance attachment style moderated the effect of
‘perceived team-brand personality fit' on purchase intention when team's and the
sponsoring brand's personality were congruent on the dimension of exciting brand
personality (8 =-.295, p=.080).

Keywords : Sports Marketing, Team Personality, Team Identification, Fan Self-concept,
Attachment Style, Avoidance, Anxiety.
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