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HHE ofolelElE], HAE ofFE], HAE Alg] U HAs Heo
B g TR 21903} Z2EAEds)] ula

ZHOU WEINAN' - =AM

1 75 ehetar, vk 2. Asjdheta, e

2 o \

25 FIYAL ARAEe] 25HL F7]9i FRUYAEFL0] BE HAS ololglele, HAL o, HAC Al
W He AEo] o] thet chITHLAS Anlnu] o2 Bl s Jlu g SuxiEe] A&HoR WY 4
e AmHel EARE ATl 2l ok

el BREs ASAE Ry Asel MSRLEEEY & AOREIEUS NGOG0 HELAE B 27
g B4 *F%ﬁb@} SPSS 26,0 T AMOS 24,02 Tg3to] MmRA, BQ1H AL, NHwRA, JTBARA, 145
AR, FRPPAEN, SPEAYEF, PSS A,

Znp A, 77190 IR 02 B ofolalelelsk HAS o Elel v G| Aol folsH R RO
2 Uehteh, 4, 71905} AR HSl0] B ofoldEl A Bl Ase] vl e Aoks H9I AoVt
e, AU, 71905t SRR Rslel] 12 B oesl BAs Ao wAe Y] ol felat Aol ek
o WA, S1903 FRHUEGe] e HAS Azl HAS AEe] nlxk G| Aol O3 Hol7t vrekrte.

Z2E e &% 7] wet 7]l et A=Y SRk Ael7E S Sl o qlok 2Ry $a3t e Hils
ofo|dlE|Ele} HRE o AEE Folets WekS nhigthd 7| Ht SSEf A=A S0l gt A= SAHEE FAIZE
T Q& Aotk
FHIOl =7]Y, BHE ofoldlEE], HHE ofE, Bt g, His AE
I. A & I Qlth(eon, 2022). H7|¥2 ERES] FYEFORA
U~ oA = ARt A ZgRkar glom, =
1 oizio| WA o =x = AAR BHATIEE =719 Ao Faskiitt
(Yang, 2010),
27198 Ut AATE AEste AAgPEERg EHiE AASFRs oM S A2 AlEY &
A A F 19 53 ol gok= l—TLt HHE 7152 7 girE gAee] tigA 717t sl 201095
FAH 3RS Bl 9lon BlEE -t A} HlEs H 2015QE71A] e EEAL] = oF 40207)), Bl E= =2l

A=A} A, BlEE 7]

| ]g A AR T oF 1028 S ERlaL BilEE A SPRE B SR
d=gtohg A, A=A 29 5

1% waptele 9k 56579 Yo AR YtHZHOU & Cho, 2021). &

AaA 0w 2A51HA HUE Aol AFS 7]L0] e EE A O] G2 Sl dER Y] FEo] 7t
Z gty 3 4= Qlow ogtEe] & A FHE ko

of ¢tz A103%] AFARTNE 719 603 FHAKID A& o gyt Aow dpEr) ZRHARHS= 199210

oA AES =i 4 Hgste] AlEdth

* beomhong@khu.ac kr g 7]2goe] A4 Aol uet ejeert 242 o=
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AlAEEIO] 19954l S=EfE=ES7 A-E ATy,
2008). E3F 20040 F= =7HAlSF=T =72
34 SUES SHHEEHS = AAeR v Al
Fo= s, SaSdedert AT 1
A S5 thaste] A2 ) Pate] Foid 4
Q)= TAfetal A 323t Chinese Tackwondo Association,
2022).

olof] 2006\l e H=F 2|2} =7 o] PFFF=
Adsto] SaeldEAs]= A olehs et A 3
Bz 57 A S-S ARGtk Yang, 2010).
Ty =719E SHHAEE IRt oid o IF, o
Qe A=A AR AR orS Aldste] 74 o5
o] Y= 5 wAIZF £E 5 %lth(Yang, 2017, 9 99).

webs] 20187 E FoEAEHS= ¢ HAES siE
St7] sl A @5 e ST AART A eAlE
£ AlstGiet. ool weh =7]9e Sl EEsteH
SHHEE=FHY | SFfoF k= =4S A F
S A== w7]Ho] WET Bee UASHA ot =
719 @5 7L S AR S olA Fske A7
HFold 5= glokal Farsk9ich(lee, 2022, 7Y 1Y), o|2
3, A=Al A B WO 23 %71
of o] BE2|T glrkar 2 4 oIk olejd ARL
it oheh 2007de] SRHUEIWE A7) T3 0
ssfel 7190 AAbln Beis SRel 9 s
So) o] A4HoR ololA| T Jlos, Hiol
of| 2L 1491 8 Fh7ke Qlate] BAE izt ul
ZstT QIid], 0] AR O R BEG s
Z R DR EES 9IcHBae,
2017, 94 8¢).

ol Alg] HjF & Qlsf Bl AAIR R WA
717] S8l =719 S d=gele] AEts Y -+
e RS 22 Zavt Sloh B3 @A) s 7l
2B SR A=Al 179 S =S
of Atofofa] apestar Qlek. of 2|3t AollAl = A
= SHHEEF S} 7|9 o= B o R Highl
A s gart oy, Bk 7 Am=Abof|A 7
St AAA el &3 "darvt 9tk

o]% o}27] Sia) BAUE slate] HAEE AA AL B
2o} 20| & Qx| 1L ME}, Du, Lee, Choo &
song(2021)2] Atelli= AE= Foo|xo] Bt ofo]dl
EjEl HRE Bele] 7|Rolu, v @ djyx|eEe)

mE

o 2 e 4
E o2

il

A

0]
AA

rr
i

7Hd Aoz Anslal

o)

24j0] Hnz BAlE Pel} vz L e
A7) olioll REEA] TRfBlof sk Holekn
0] 2l ) 20 ofoIEle 2o
2 Qlsf axHRfof|A] Esitial QA E= 3
Sltow Holgo] 79| HAE ofoldlE o] F2
73z tH(Mazzalovo & Chevalier, 2013), T3t AH
A5o] A Flao] ok BUL ok Sia) mas
o= L gaolth, HAlE e = JAHEH= &
24 2ujRke] POl 54 Mo gk A4S B
E AkoR o} HUE QIX9} HAE oju|x|z s}
1! 9J.2H(Cho, Jeong & Choi, 2020), EHE ZA2o] &
YU & MBS AL F A SlekKerin &
Sethuraman, 1998), Z8]448] Zwlo] 4 Tgo| Au] o]
et 4=, 7199] SHelA] AAete] ApEskE ffet A
4 g sl g FaT AR
(Lee, 2008).
olof SA ATt =7 FHEHEE=HS] 7+ =
slolz TEUAlo] ofsfsl gl AR sl Hals
ofo|dlElE|2F Hei oA El= 7]ae] WS A7
o] o9 Sagt Helow o 4= Qlrk ER FHEHE &
WA el AA A £ 71 ] 24
RoU F 7B viehut BEE vaslEA A 2
7} 9tk e AjE Ana Hope] dFoHE Ea
meaet ol ol4 gtk 2ujle] AR A7) Ha
o1gFom(Boyle & Magnusson, 2007; Ma & Kaplanidou,
2021), Bk ofollA] 7)o #ek At7t wiH]ste] ol
gF HQlEo] 7)ol gt 212 Al=jel S o ot <
e UAEA] GobEal 7| whE FFe] AolE AF
st ojul7} ek,
whebA] o] Ate] HAL F=of Q= Bk A=Af &

d
ifle3

ox

re
o\«N Am u:L‘J )
Ol
o, I fok ;é

2

—_

= F>

4 b o l

i

Se)t 2|93t SR PRl T2 BAHE ofold

€], BAE of7)E), B 4%, BA dE] wA o

S CPUERLAS Al ne o] E ghs 7wt gl
= SeiAiEe] AdHow WA 4 ol 4R 7%

A=E Agshed 2xo| 9t

2. G474

1) E2H= OfO|HIE|E[7} EE O El0l| 0|Xl= Bt

E‘“rﬂ oto]dlE]E] 7id-& AAISE Kapferer(1992)+= 7]
o] ZHSIHA Al Aol 7143k L, ofof whel Bl



S3e OO[HIEIE], SR OfRfE|, SRis AlZ| o SEe

< —r—

EO| A0fl Chgh CRUCHEA: =713 SIefE=S22l Hlw 17

i

&, v & APEshE 8= HAE 5 e B 848
TFESIL) A" kel A (Marketing Sciencelnstitute:
MSDofA= BHE o el S "AB|A}, SIS, 1l
7199 Pl F(R AR AIFEY B w2 W&} vt
e HAsh ZgAAke] vlsf Askal x|&2]olm ApEskE
*9E AsdlTe AL A ofstArHChaudhuri,
2002).

HRIE ofojglelele} M ofFelo] Bt A7E At
B 3 Z2ole T AuAE dHOR A A
A %A ofoldlEle], | ofoldlE]e], 719 ofoldlelel 1
HE el A FF= v AR B3]
(Ma & Kaplanidou, 2021), =3+ -3} o]=rof 423}
7l A ABAE e R RARE ol A
HAS o elst A ToaEe] Aololx] HIE ofo]
Eel v g ofake ekt 22 A A5t Reinders
Bartels, 2017). Boyle & Magnusson(2007)= FA} 519
| L1 ofoldlElEl BT o|ele] Zeid TS
UL QlekE AE A shith. wekA o] dtollMe oF
A A o] 2H QL uiE Y 7| EATe] BEs B e R
ofgfier &2 A4HEe Ak

)

|

o 2

AF7Hd 1. HHE ofoldIE|E]7F HAE of ol mj%]
© Gl ol HiHlE 71de] afEe Hdo] et 2ol

2) 2= Ofo[HIEIE[Z BEHME Al=lof 0|X|l= S

HAE ofoldlEl e HAS Yel, A, A4, olulx,
HFE AR Qg St ol HAkso] dhat 2ula 12y
o G A choFe AQISo] TEE Adols] uE
of HA=o| ot 4T, B W YIS Hofsh Ao
2 WZeA Yok BT olo]A|2 AN A7) St

A Ero|tH(Aaker &

Joachimsthaler, 2012), BHE= A2= HAl=7} AASE 7]

2001).

(Pan & Phua, 2021). E3} Abedi & Azma(2015)2] Ao
A Z0] QIASH= 71919 HRiE ofo|dlE|E7} Bl
Ao et A AQl doFe vAle Aes yepdt 4
= AASHEE weba] o] AtollA= oA AAE o]
22l Wi 7| EATe] AES Ao offjel 2

A77HIE e,

Q771 2, BAE ofo[RlElE]7} Bl Ao n]x|is
Aol Qo] B 7jHo] 24l Agko] met Fol7h
vhehg Zlelet

3) EHME OFE|7t 2HE ZEO O|Xl= g

1980 of] SolAHA BllE= 11 oulE Hol Bl
= oFEQ] g o ARRFElA YEA|aL Fadt upAY
Mo & QA7 AlRFstglthKeller, 1993). B|=t2] b7
Bt A BllEr L A BAHES A 4= Qs

I A& oln] 2P ARl 915 AlFlTe 1A 9
7100 ofel s A BEES FolA BHE ©
ol EAHA] ¢kt wrct o W wiEa} o] dw
£ 3= 7lsS BAE ol FE gt stglth(Leuthesser,
1988). AE& ojd o], AbE, A& el dAlsh=
TEA| B 58 93K Atkin, 2004). |23t AE]
E4o] Hllto] B71sHA =W HHE9] 7Hx|= B3HY

ofolZ o2 ol Floj, AALHA HH=e} A=y

o
ne

fo i AEste] Fasdo] UEhal Qlek(Lee, 2022).

HE oo} Hale AEof #gt APAE Ak
W FoEHE AEAlEe] AT FoEdEg e o] Hall
E Aol BE AEof| folgt F(+H)A IS vAl=
Ao 2 YEPITHZHOU & Cho, 2023). Chanda & Moharir
(2020)8] Ao A AAIGH Ail= BIE o HElel Halie
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ﬂlﬂ

E Zhol A AT okl sigie) B HilE 7
of| TRE Aol An|Ake] HAE ofFE|e} Hille HE9)
AfoloflA] 72 TA7} Qltk= AS A8 THFetscherin
& Heinrich, 2015), w2bA] o] A-toflAl= ShA A|AJH o]
S22 v} 7| EATe B vl o R offel 22
A7HdS skt

A77H 3, BAE e} BaE AE) njxe o
ol Qlof BlUE 7o) 245 Ante] ket xjol7} 1t

N Adgue] AziAdn 4ao] e 2 7}
4 v EAjske AR Ajdsielel, A4S Bt o
ST e ol 258 s ¢ Y
Ei 747 SeoRA BACS) Auae] 479 Was
WA 7= ZS Quldtti(Morgan & Hunt, 1994), Hal=
At 4ulSe] B4 uAte] Y} Hol JrHe)

drerh JekslA ofsfstr] flaf Hl= AEek= i
27l THConstantin & Stoenescu, 2014), ©]Z 3 B
T ZAEE A 2 YAE 7L Yo r a9
%*JE% A7, AE HHES 531024
S 55t iAol H6tA] Sk e
) o]o] e A3 FAMAIZ 4 tkKotler, 2002),

Bt oo} Hale AEof Hgt A5 Ak
H ZHOU & Cho(2023)8 e dE | EA50| Stg)
H=Folof tiet BiE Al=rt Bl AEo| {97t 4
(HAY FF= vAs ALE Yt E7E Kim(2007),
Park(2012), Lee(2022)9] AFoA BEHE dEL BHic
o] SAER AHsto] o243 IAE AAISHI oY
3+ 2Fol A Uh(2013)¢} Lee(2011)= 2878t Az =
BE Aol W3 Ao A HE 4lZ7h HE FA4 ko
5784 P vA= AR AASHT wEbA o] ¢
?—ﬁ]k]% kA AAE o|2H 0] AL} 7|E2ATLe] Anks
Higro g ofefol e dAq7HdE ARSI

™ m&?l
O]t

Q7ML 4, BRE A=)y
ol glol BjUE 71 44
o Aol

1. ACh

o] A7E Wap] gt AT F3 1) B A
wAE dior mURe Agsien ARA s
2022 3URE 67 Al 52t I =
o MRRTAFEY § BITLFFVE NS §
=l = ARkt A3 HF Aljto] Qlo} A v
Bl RN ARRAE BEHOE e e
ol AEZA Z;E “HEXH (hitps://www, wix,cn/)
& ool Vet WS Bl e 22/

GARURA A ARG
Sl oS E24E o A1
Z 23650 A
?45] E} sl A X] v%"éélOPﬂ o
PAY olF SH T2 o] AFolA AR 4 ikl
Wk A 2055 AlQlste] HTH O R 20775 24
ARG s AR A4S (Table 1) 3 2tk
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Table 1. General characteristics of participants

Characteristics n %
Male 124 59.9
Gender
Female 83 40.1
Director 60 29.0
Position
Master 147 71.0
10's 13 6.3
20's 136 65.7
Age
30's 45 21.7
40's 13 6.3
o Kukkiwon 64 30.9
Institution
CFA 143 69.1
Total 207 100.0
2. E¥E7

AR, A= olo|dlE| E]l= Kotler(2002)2] HEH=3i
= Shin(2015)0] HEE 7J23}e] Choi(2019)7}
AEEE EAE AFEAe] Fatelr] oA R e 3
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L
= Eal
=

Kelie)
S R P
PR st e ARSI HAE ofo]

7\%ko]
RElE BAs B SEY, 5 Y SR, uds
N SEF F Y selaclon Al

OﬂwﬂElL Keller(1993)7} H%-PSM Wu
(2022)7} ARE3E HAERE HAEALS ‘ALELE HYUE
PR AT LA T2 ARgaks, HAs of

ez HAls ‘ﬂ A% 458 HAT o]u]x] 4538 BH=
ZA 483 2 37)9] 3t9jaclow LASAT)

A, BEHE A= Morgan & Hunt(1994)2] 9=tof B
%Li 46(2019)7]- AT A*E'_x]E o LA o] Hats)

z
u
He,
1o
g
L
>
i
™ mlm
o 0
]
QL
lr
iy
é
r
lr

ahney(ZOOS).J o Lo|| Hlgro 2
EAE AEA Foshr] 9%t
= =Y g = Wt _/a—"‘—E]
L ogde| 2 248k Qg2 ARsld Bel
& STYLR S,

2 shusly] gstol gewstn
34 1917} MR HEFAS A AR A T3t of
2201 EAH that @22 ot ;LHEME 4
o171 flaf SRl Q1EAS ARSIl AlEE B4
Crobanch's a FFo=2 ARSIt

g1 QQliA 9 4lg|w #AS AARE Ak ok
(Table 2), (Table 3), (Table 4), (Table 5) 9} 7t} 7}
8019 HPAZPE HF AW, QK/df)(.3, RMSEAL}
SRMR(1¢] 7|2 U B3 o] A 2eA]|7t A
9= Ao Folslgon, TLI, CFI, IFI= 90 0]A4t9] 7]
zow #gsle] A wHoln BRAATHHU &
Bentler, 1999). SEFAAS AS3] Ste] 7gilg =
(CR)&} BtiAS= ]#(AVE e AlbstaL 4kEskoint
4 A= AVE 5 o4, CR .7 o19] 7IEdko] 5541
#H Z+ wole] Xle}‘ﬂ'}ﬂO] ﬂEE] ATHHair, Anderson,
Tatham, & Black, 2004), ESF THHElFAIS EA 7g9)
rooted AVEZle] thE AAgate] Algict 27 et
Ao WEekRAe] BAV} gl A0E Slsk

Table 2. Confirmatory Factor Analysis and Reliability Analysis
of Brand identity

[tems B AVE CR a
Brand reputationl .802
Brand reputation2 .805
Brand reputation3 817 .660 .907 .906
Brand reputation4 .824
Brand reputation5 814
Brand personalityl .838
Brand personality2 .836
Brand personality3 .862 748 .937 .936
Brand personality4 903
Brand personality5 .883
Brand personalityl .868
Brand personality2 .803
Brand personality3 .896 722 .928 .928
Brand personality4 815
Brand personality5 804

x=211,896(lf=87, p{.001), Q(x°/clf)=2.436, RMSEA=.083,
SRMR=054, TLI=.943, CFI=.953, IFI=.943

Table 3. Confirmatory Factor Analysis and Reliability Analysis
of Brand equity

ltems B AVE CR a
Brand awarenessl 814
Brand awareness2 .818
673 891 .889
Brand awareness3 844
Brand awareness4 804
Brand personalityl .899
Brand personality2 .889
722 912 911
Brand personality3 .801
Brand personality4 .805
Brand personalityl .828
Brand personality2 .883
. 717 910 .909
Brand personality3 .864
Brand personality4 811

x’=138.895(df=51, p{.001), Q(x*/df)=2.723, RMSEA=.091,
SRMR=.0306, TLI=,956, CFI=.955, IFI=.956

Table 4. Confirmatory Factor Analysis and Reliability Analysis
of Brand trust

ltems B AVE CR a
Brand trustl 811
Brand trust2 833
Brand trust3 .805 701 921 .922
Brand trust4 847
Brand trust5 .830

x"=13.964(df=5, p<.05), Q(x’/df)=2.793, RMSEA=.093,
SRMR=.020, TLI=.975, CFI=.988, IFI=.988.




20 =7 EHEEST M43 mM2E

ZHOU WEINAN - Z=M7#

Table 5. Confirmatory Factor Analysis and Reliability Analysis
of Brand cult

[tems B AVE CR a
Brand cultl 725
Brand cult2 738
Brand cult3 .845 .653 .903 .906
Brand cult4 862
Brand cult5 .859

x’=9.871(df=5, py.05), Q(x’/cf)=1.974, RMSEA=,069,
SRMR=,015, TLI=.984, CFI=.992, IFI= 992,

4. }2x2|

0] &= SPSS 26,0 2! AMOS 24,0 22 132 2-8-5]
o] Qe ] QLA S5 shelaby] Slaf v
B AABIGoN, TGRS FF5] il Bl
2 olRAe AAslgt. 9 RS AFH) 9

3l Crobanch's ¢ o2 AlFEEAS A

AAAE Belsl7] 93] Pearson?] AFTIAIRAL
Alsti e Hole el A< 73%@ |

18 I, z%xﬂmu w52 A% 9 v

3 pon, 7| gy FaEHdEg

Z5p7] $19l Tk

o
2
I

ol _1&1% 41 ot fr o ok

Table 6, Pearson's Correlation Analysis and Descriptive statistics

ABBAE E2l5l7] Yol Pearson®] AAUAAENS
Atde A5 H8l 7Ies AR e HAlsH

At (Table 6) 2} o] 221529 [-of4=0] p(.05 9|
2 Uelt SARCE [ogt A(H)AQ e R et
on, ®E AL 8 olstE YEh thesAAdols
AP Qe AoE Uehit 714EAS BT Au 4

= =

rl

N

HRlS 7]&AQ] 3 % 2H<2.0), HE(<2.0), H=(<
4.0) Fgtsto] AE Heso] A4 7S S5H AL
2 Bkt

2. 2X} =21 QQIRAM

CHITHEAS AASH B ol 913 ¢itol
o[ HAT ofoldElell HAS ]S T

o yemgon Agsia,

ke gl glek. oleia e e slal A
¥I219] s}9la2lel chet MBS AET 5 Gl 22 2l
4 RUBHE GATGL 24 ctogegs sy
NS 212} 27} Bl A, 491

g B solres e,

Factor a b © d e f g h
Brand reputation(a) 1
Brand personality(b) ,744” 1
Brand symbol(c) 530" 615" 1
Brand awareness(d) 554" 608" 554 1
Brand image(e) 579" 628" 646" 722" 1
Brand quality(f) 635" 705" 555" 644" 734 1
Brand trust(g) 562" 603" 560" 648" 669" 6917 1
Brand cult(h) 556" 597 587" 618" 646" 673" 776" 1
M 3.990 3.981 4.044 4,030 4,057 3.999 4,001 4,027
SD 575 .014 .629 579 577 .600 .570 577
Skewness -.436 -.091 -.275 -.250 -.173 -.186 -.150 .080
Kurtosis .705 -.298 -.093 -.086 .025 -.306 .068 -.575

”p<.01



He OflE|, BEHE AlZ| I BEHE ZEO| Bl ChEt CRUTIEAL 27|9int S2EHFE=HS|0| Hlm 21
FFE A= A

AWE o FHE|(B=.345, p(.001), BA;ME AlZ(=578, p(

001)7F HeE Ao fofat A(+)Hel

B2E olo[HIE|E|, E2i
df){.3, RMSEAQ} SRMR(1, TLI, CFI, IFI:= 90 o|A}2] 7]
Fom Agale] Aw Al ANHOR 958 £FO
2 Ukttt of HAE ofolulEelel AT ofHEY]  om uehytt
shelRQlEe] B Hag AYe Awsky W 4 ot
t 2 selstec _
4, SHSYE #™
3. MF|ZICto| LXHIMAI DEEAM Z} T+ Ao F8 MeE s kL leAl 2l
s 91l BT A RelRAS Bo SHFUN
SRR AA] Aol WARIE] TR W e AASICE (Table 7 9] Aot o] HAoFR Y
Ho] BYHES Fualy] o) (Figwe DI Lo AT Q) Fel5AMe] BRG] wet Uk 7 FeEULL
£ =S50t PR uet g By §- A7 $le AR ZRIEGIT Aoy 191 Q1A
et B o8y 4= gtk HAllE ofo|dlE| |7} Bl TULS a)AE AT 7 T Ak Ry oEH
E o FE(5=.951, p(.001), BEHE AIZ](3=811, p<.001) HYARYL7L 45k vepston, 374 AatolA p(.05
of frolth H(NH FFL HIAE ACR UEEo], B fzol SeIshA s AOR et F HEe] 8917
G7h BUITHE 2 skt 3, F Ueel 245
Jo| gt Eo] thE TS dst=t] EA = A
o= ekt
5. CIEIEREA Zot
o P 7HeE A5 Yol TS AARE k= A4
= (Table 8)3} 7t}
CMIN=217.010, df=100, RMSEA=.075, CF|=.956, IFI=.956, TLI=.947, NFI=.921, RFI=.905 Hloﬂ/\i %7]%01] i%ﬂ% @E}L‘_—OJ E%E O}o]EﬂE]E]_\E
Figure 1. Structural equation model analysis result BHE o HE (=996, p{.001)f 2]t A (+)A <l FJ3F
Table 7. Verification results of measurement uniformity
Model X of QYo TU CFI IFl RMSEA SRMR D
Model 1: Configural invariance 357.099 168 1.822 928 1941 942 .063 .060
Model 2: Metric invariance 369.0017 208 1.774 932 941 942 061 065 454
Table 8. Results of multi-group analysis
) Group differences
Hypothesis Group B B SE t result
(p~value)
Kukkiwon  1.328 .996 263 5.042°
H1: Brand identity — Brand equity .073 rejected
CTA .891 927 .085 10,476
Kukkiwon 1492 851 290 5153
H2: Brand identity — Brand trust .002 adopted
CTA 795 787 .095 8.395
Kukkiwon 925 887 251 3.692°
H3: Brand equity — Brand cult . .006 adopted
CTA .208 195 .092 2.258
Kukkiwon 013 016 152 .085
H4: Brand trust — Brand cult .000 adopted
CTA 749 737 114 6.567
Mp(,OOl, CTA=Chinese taekwondo association
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& uxE A0R Yehgton, e dEgsd Ak
el ofo|dlE|E]l = HAME o FE|(5=.927, p(
.001)°] v94 ‘J AHA] g vAE AR YEepT,
& ek 7ke] BAE ofo]dlElE] — BT o HE] FR2
Aol p(059] fFoleFollA BAF R FolsiA] o=
Ao et

H20j|A] =17] 9ol AdiEl= ool HalE ofoldlElE]
BT AF(g=851, p{.001)o] 43+ H(+H) A 9
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Multi-Group Factor Analysis between Brand Identity, Brand Equity, Brand Trust,
and Brand Cult: Comparing Kukkiwon and the Chinese Taekwondo Association
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Abstract

Purpose The study examined the Multi-Group Factor Analysis among the brand identity, brand equity, brand
trust, and brand cult of Kukkiwon-affiliated and CTA-affiliated Chinese taekwondo instructors to provide

practical basic data for the continuous development of tackwondo organizations and practitioners.

Method Chinese tackwondo instructors were recruited as research participants by non-probability, convenience
sample method, Two hundred seven completed questionnaires were used for analysis, Frequency analysis,
confirmatory factor analysis, reliability analysis, correlation analysis, descriptive statistical analysis, structural
equation analysis, measurement invariance, multi-group analysis were conducted using SPSS 26.0 and AMOS
24,0,

Results First, the difference in the effect of the brand identity on the brand equity of groups affiliated with
Kukkiwon and the CTA was not significant. Second, there was a significant difference in the effect of brand
identity on brand trust between the groups affiliated with Kukkiwon and the CTA. Third, there was a significant
difference in the effect of brand equity on brand cult between the groups affiliated with Kukkiwon and CTA,
Fourth, there was a significant difference in the effect of brand trust on the brand cult path coefficients between
the groups affiliated with Kukkiwon and the CTA,

Conclusion Depending on the Tackwondo affiliated institution, it can be confirmed that there is a difference
in reliability and loyalty to the institution. However, what is important is that if measures are taken to strengthen
brand identity and brand equity, reliability and loyalty to Kukkiwon and CTA can be improved,

Keywords Kukkiwon, Brand Identity, Brand Equity, Brand Trust, Brand Cult
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