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ABSTRACT

This study was intended to investigate the influences of consumer's self-monitoring, pioneer
brand awareness, types of endorsers on quality perception of "me-too" brands with a focus on
outdoor brands. The design of this research was comprised of 2 types of self-monitoring(high vs.
low), 2 types of pioneer brand awarenessthigh vs. low), 2 types of endorsers(professional expert
vs. typical consumer). The study was carried out by using samples from residents of Seoul and
Gyeonggi area. The number of subjects used in the final analysis totaled 243, with age of the
consumers ranging grom 20's to 50's. The results of this study were as follows. Self-monitoring,
pioneer brand awareness and types of endorsers had shown a statistically significant correlation
effect on the quality perception of me-too brands. Especially, in the high-level self-monitoring
group, the effect of pioneer brand awareness on quality perception of me-too brand was sig-
nificant when typical consumer model was given. The result presents that using a professional ex-
pert model in the market rather than a typical consumer model can offset the quality perception
of pioneer brand with low awareness.

Key words: me-too brand(V]FE W E), outdoor brand(ctEo]HAME),
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AZIZAAG, AGERES] QIXE, FIEY fFo] wF BB FAAZ A= J3F
1. ME HAEE FYh(Lee & Choo, 2013). oA #}7]
Aol 7k FHEAEe) w3 nEHHE-)
20009 S0 AAE WY FEIAES ©F PB TR GFE E F AT WFdelE 2L
BAE AA3 FEY SPABAE AAEHo=Z oJFo A olF A& AFe AL FolE F gl
Y AN RN A BAE 7+ AAS Xds] A7 o} ESH AdEdE F2 wE HATIE A A
ot B3 gAGZI g gL uEs =& AL ES] BAEE AN = HAFoZ AT
7PES o}lgro] HAE A= AL g A & e Fyndoe] HAzo mAXNE AstE ©
N7tk o] (Y xga 22 AN A 5 AAA d2s g dEd dEdTe AR &
AZ7IQELS AL HAEE 2u|AESAA wEA A3 AFRFP e vt FaEE A+ (Brian
QAN 7= xEE 3y AUt} A shube] B & Michael, 1998: Yoo & Kim, 2005: Lee, Lee, &
Tt AR I IR E FEI|AAE BE A7 Lee, 2006: Song & Yeo, 2009: Lee, 2010)ol =3k
3 44 EA7 S7HoH(Ahn, Han, & Jeon, Ho] gt IEE, MAWUBA=S TYses AHR
2013). wWekd, B AHAPAEL AFEHA=S A g wFE BAES Fshe avAke S @29
Hole Al 7)E9] A¥d ZHAC gaess © AFE o] Fojxof & Aol
AT gty dHAu AT RBEA=Z zkx] webA, B A7 HAHLS AL v HAA
 HAYASS AFBAES FAeE i, A BN PIRHARTE 7P @ol Uehie ok
HAES] AN 0B I ®ue 1% (me-too) HACE ZHoR 4wt AsPAA FEI A
Moz Al WYstel AHAES] wiAfo] ) THAE A%, FAED o] vF B &
Ay = AT Ak ety 9o ARzt v A= JFE TAFSHE Zojth ol e A
gutg oz 7)) WA Al 19 BHA T T= WAAFAA | REAGES 2AE FAIEHD
Ez2 AAFGozx =3 FANS TS ® oole ek AAS Aol 3] mopo®E &8k, ol
ANAFRE SOAA v 719 ZFA o] o e dFAQ A7t AgAolng Al
o] itk AHeMe AT JEARORE Ay W) Aol 7198 & AS Zolth HEo], WE BEHE
= @oh(Keller, 2007). A% A HAESS v)% S AR S A A AAEe A=
BAZZ od] A AlFe] Ao} whujzke] 7ha Adsks BERE F ole rHIgAge Afe 71
sh e AAH 24 B ohe} 7199 BAS s ARE F8E 7 A2 et
g oojmA|e] £AFH JFg F7] Wi wFE B
T &4 AA7F 2 A9Y F whell gik(Ju, 2011). . 0|2 A
oo wa} mE BAT AT #H3 FoAo| Rty
I A AE AZATEL vFE AFooh A 1. OIRE0| Eal=o| statMat
FeeME FATEAE EA7E ATEA= HX=
durekA o gkd - (Pullig, Simmons, & Netemeyer, iAo oppie] &g AHFAUGDP) |
2006: Malaviya, & Sternthal, 2009: Lee, 2011; Ju, L% SREECIA 3ueEel Q= Aeld o @45}
2011)l, SRS WE BATol WA Ao 7] W&ol (Choi, 2011). BlU=te 20009 tol &9
g 7o) % (Lee, & Choo, 2013: Choi, 2013t GDE7F 1% SHLHS WolXm opximefdest &
d o] F43 AL dtk(ang, 2012). 20143
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9 30%E S7FH(Choi, 2011). o}2&o] AAS
o]l A% BI:EE "The North Face'olH, 9%

2¥x=9 K27F 2 FAE 9l Joh(Kim, 2014). kA

oF 72 F2 10U BAHT7E AA &Y 80%E A

T BSOS SAOR QI A

S HoF3 Slth(Hong, 2013). g

20099 o]F A HF 3B5%We AAS Hold o}
A

7o A7 o7kl ' AL AzE ol
71E8 obxko] BALELE AAA Hobdr] 4
a Hls s siAu AEE APEs A7 TV
FaHEE e T oY A e ZAABA
Zoll A AFES wst|A 4oy ket slvk

HZ W AR = Bl Ee]l A3 g1l
FHEE A HRE A ETE HAE o] §
oA gtk ol HAls &2 Ad 3 3z
Wosh Aol

HE ol Tol'E 2012130 AAske] Ao WA
et A TH(Kim, 2014).

BRPS G4 ARt AAFe tis] AZske
A¥E 9951 7199 viAY H&S A7 52
ot 3o AvAE ToEY F UvE A
gl ARY el #wsith I
Azl BRE 4L v A " BAET} A
AofA g=AE Hdelr] A & F Jon, BB
HE AGE Fste e o] & + Arh(Ahn,
Han, & Jeon, 2013). 1=y, A&3 REA=7} ¢l
T 4% GAES NS TR T AEEAE
o] AN F olgES IUE EHsted AR 1Ysi]
L gt o) vFEHEelgt U7 =tH(Brand Major,
2010). 7149] mF BRZAZE A Wl 533N
S AAse 3484 92 vk (Keller, 2007), A

= =1 =
Bt mAEs A 43 BHAE 7pA ] mA
< a

EA A A
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A= & 9ol 2 4 Ak(Ju, 2011).
Fol7 Kim & Kang(2004)2] 4+
W oghel g4 ZHAT S} FAHMT o

o w= 3
ol A W 53] 1#d AFe g 344
Ql FyEIHVE dEPdTE AM S A5 sHoih §hA,
o7l PrMe BA=E AF3 Kim(2012)S &
BT o 7ix7t 4 HAE A4 gy 71X
of 3AAA dFS F1, Lee(2012)& AHA7L B
oo g = AgH S48 HEFE &
BAE AFed dal 3HAU HEE FAITE A
A4g 51 et

HE BREA A A7e BEY EERFA
TFollA F=Z o]Fo Hth Arghavan & Zaichkowsky
o Aol wEH REEFES LFT AREEY &F
A 92 Al S0l RRES U EHHOR A7ts)
AW, BxFo| gMze] BB F2F ZEA A
T &5 Aojge AHE BAFS ¢, Turunen

Linda, & Pirjo(2011) 9] &ellM= dda-5olA A
g BAFY JNIHAES ZX2EFS TH93= A
el A Al S HuEA STk I AR ¢
MEAE aHAe gUFToERE Y S B

FHELE AN, EXEF AMAE UFlERH
wo B Ao e ALE veEt Kim,
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BARzo: Fujooe] o]zt gidoyt AR (2008)¢] AtE A4, AFHAEFY Fxol 7
W AEe nREHAE HIoA v Fule 2¥2AFE BAdE AAEle] YA A Al F
Btk dARIgelA] o] Folxl AFE FE e Hrks s 93, Bl FuAEe] I3
& Jung(2013) ¢+ Nam(2007) <] d-#+9F 7o) Al dol & AS &R AFHPF 234 o)
YAz vAE Yie wal FRste I f o e AEAH AFY 4F d TUEde As

< Hlx BAstE AlEATEen, FBEAE W Atk st A9 Lee, Lee, & Lee(2006) <]

9 #NAE Ze S nFRAHEFo] B AFE AFE HAL wat e e Fyast
o2 Yehyttt 7v zbel7h AEAE AFsiith 1 2% Y B

olX¥ BAL &4 mF BUEZ o] oy do] Yol RYRE o ZFHYO, ol A

of Ax AFEo fovk wFEHe] HAAG Ho AFAT HFete ACE Ebgth 22 W

A ZEA @A UehdT gl FstelA o] oA Cho(2008)2] AtelMe Zde AFL A$
2 wEAE A% ASAFE AY olFAA AE7t Bdo] g Eol& dHeole &xrt 2
grof olotigt A7t WRFE HAFETt Agt, Ao AFL A durel 2de] ¢ 33A
ol Aoz yehwtth Lim, Son, & Kim(2013)¢ &

2 53 TFollME AdE TVHIE 24351 F3 wE3VE
of ME oldEHE AL Tk 1 A fHA B

AJAE X3S o8 7|HELS AFEHSY do] By olPaFI} § 2 RoT Uehty o
BAE & A AARAE dE FEAS =X W auare] A B3 A EDI) o 4e] Hle] Al

AR dtoF B e THA HEE A AoZ =rh= AJAS A=39rh
A3 FrRd MAe] B HE&S FAEL o] B3l A FHEBATE hAO & 3 Lee(2010)
Brede) YL ATAE g2 £ o azs m@e gug 49 AR 2 23

3 JARE WA OE ALY wEt FFS AT F37) AB Jod AS o Fyrge By
frEel X9 Jgly 9wkl Rz rREEHEG 37t MR = Aoz et meh ~¥EH
(Friedman & Friedman, 1979). AEE SR 3 Baik(2014) 9] AFeME Fx
FAEY fol A YAy AR FY Tu 88 BT ox%, AuAxir]To] 5oL

e Frgd AFe Bd &Ado] Fuad nH= oers AwWugon 1 Az HAL XL
BIAT, BAATA AU AT T2 E 2 pon g g9 mdo) dwel maug an
SHA gk WA, FoolA o] Foj dAFE Holgh= AJAL A=Ak
793R F2 Brian & Michael(1998)E 33 o9} o] BywY S B Fymy &

F#3 e Aol FESIUL, AT FILE Az F79 HAA o] BIEE, TujoE w= vl

o] AYPAo] XYL u BHTE =9 Fujol © g nAE e BAg A7l Hypd @
7b Eoltltte A& AT Spry, Pappu, & o] o]Zo]HOL} ofeEo] HeAlEeA nERHCS
Cornwell(2011) ¢] 7oA BAHE ANz} Bl z3ek ek BaT o] Aojuy Lo E o
= zakel] fHel Rdo] AH T 7 Ee FA 2 goz g ArE njo Aotk

Fe FE ACE YEEon RHAC S &
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09 AEARE FAS AR daBAY Fu
#A0 Be RS U Fsl G dAn

A #FsA] ZE=rh(Kim, 2008).
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FA'? HdAEen, HAE AAE=ZFHL Keller
1) A=A
(1993) 9} Aaker(1996), Jang(2008)¢] AA+& EUZE &
B AR ARAA ol £ ZAMA AAE . Bekak o7 Bape 7@ YAE Hx7 24319
}‘\juao]'jo\‘lx:_o'] E‘_%EQ’]’ %13@ }1‘_;@% ‘C’F]"H A}-X{ J/].'—H:n:é _Igl_s:]o ;q‘j?l %%19] 27}_;(] —;%]Eﬂi
ZAME AABHA T AP EAE 2014 39 179 R H AAGAL AFAZA A ARE AT AT FY o}
2047HA] 547 M &ol AFshs 20Ul ~50t) A<l ovol 53 ‘HA M £5IFoT FE=
W B e dAnRen. BAAT S/ weg) onAE 27 AEAd FugHE AN
255 AlQg F 2F7F AFEA A AHSHATH o

BAE AAS g AR A AAE BARE
€ A AA T2 2014 B2 AY 2 geA
(2014.1.24) oA YERE 2013 oFxko] ujE79] 10
g 2=} 2]9rE-SBS CNBC BMSI(Brand Mind-
Share Index)®] 2013'd ofZo] B 5?}74*
4910 BREE AR A4 stk F 19
o} Eoe] HAE F 7 BAE 7} To% x}°l7}
WA AAETE Zbzt 7Y EY S BYoRas)
Wol NAEAJt 3, Eofaet FHe| wFEE
TE Yo AZsgie, EYofa] nFE 2
£ WEOFA(RED YAK)'Z Ewe] mEHAE
'w}eE W (mount-bel)'E ARHAEY w2 o
o] *E% A&, 242t B ZAF AEA ol Al AT
d AAe A ARAbE AR B
?:_]71_—— 27 20139 11€ 18YHH 12€ 3197HA
AAE FH ofgol AEe] g QAEF 7

OhgEe] MES MU E HPOR T, okt

il O 111fyd
1-:1

- 27 -

AAZE 2R Park(2010)8) ATE EYE +3

-Bedte] 37 S 74 HE HEE S48

B ZARE 20149 49 25¢%E 59 199714 25

A7 A& F ANNAS AF 20~500 H, o A

e, rlu

AWAEL BEHSe ANk HEaH
o ARA 85 HYov, oF BALE T

9F-E AL AN F TR U

2 W FA50 £ 1292 A9, F 237t
o AFEA AHEH

B 19 X} #2412 SPSS 180 B4 #4 ==

A AdEdE QA E, 3 g 9o u}
R HAZ i3t FYlEEE Lot $ld) 3
BARN S ANtk 3§93 AFHE e



Jhfi 25654 85%

9 WS 2 4EAE ERE Sohus) 93 9 A
FRFEA e FAFENS ST

L AT EASHA =4

2 A gdxe Aol 42%(1029), 4ol
58%(1419) o1 e AFdE 258 ~34A7F 44%
107g) 2 & &S AXe ASRE R
g disH() AL AREA 325%(79%) 9 FAMS)
= ¥R}t 59%91 14188 =& HFS APk
Fo 20099 ~6007H Abole] Fb d HE ASS
7HA 9@ Ae] HFo] 605%(147%) S A FTh

AAZ ] w6 UM B Aol AMLE SA T
B9 WH dde A g8 AZEEAs A
Aatach WA, AdBATo i JAEE B 2
N &3 7F AFEE &3 A3 Cronbach’ a gkl

A
npR o 2 FEM 49l nE HATe tid 3
A A= I AP FAES A Ak
A= BNAF, FAAZL 38 7 AH&T)
Cronbach’ a:Zkel 9622 wj¢- =A Uekstch

oFZ(M =582, n=243
T Aozt gle AR YERTH(T=889, p(
001). webx], AdBRE Edopad gds B X
AplA QAR 3/A BRER AREshes Zlo F2

7F e Aoz yehyit

o
ofd
iz,
=
1]
NG
N
(o]
]
1]
Do
=~
N
)

3) ANRAA FEe 22EA

£ AFoAME FA@AE A0l B2 Jd
I e Jor pEIHATE WA, ANHAAL F
el ALEE 9N e AFEF T9E e AT
o Abgsy] HHEI Ao yehgd wekd, 9
w3t digt 7t SEAES FHF w428 VE
o= o] Fogol £ SHEHA 129S AL
430142 I/ E(n=117), 4377 A-EH(n=126)
o2 BRch

t-test2st A71FAIG IHHM=513), A
(M=354)7F ®9g Aol7} Sl AR eyt
(t=18.35, p{.001). wetA, 27| A Aol whE
o] AT ALEsY] Aget AR FTES

)
)
o
>
2,
2

T
|z
e
r
-0,
D)
bt
i)
b
gl
i)
Ho
oflt

o

X
x|
N

M
X

re
re
-
rr
)
)
o
>,
oX
2
tlo =
L
2
e
s
e
[ 4
o
N

o]

(2

A8l 2(A71ZAA T AL vs A Je 7 x2(
=z

=
=
AT QAE: I oys A A

fo
o
_O|L
K
X
_O|L
8
o oz o

B o) x2(Z2rd
g AZ vs dwelr Hd )9 3-way ANOVA
S dAAsnh Has FFHAE (Table 1ol
A A AT,

TRAFE A wele] mE HaAlzel EFAX 7|
JeS W A=A Lolr 7] $8 3-way ANOVA +#
A Astolt},

- 28 -



(Table 1> Mean and standard deviation according to me-too brand’s quality perception

Pioneer Brand Awareness
High Low Total
Variate Types of endorsers
Professional Typical Professional Typical Professional Typical
expert consumer expert consumer expert consumer
) 4.00 3.70 4.29 3.13 412 3.36
(nliliim (158) (1.44) (164) (124) (160) (135)
Self- 3.88(1.53) 3.60(1.52) 3.74(1.53)
monitoring 4.46 3.70 4.08 3.57 4.33 3.61
Low (1.24) (1.06) (1.42) (132) (131) (1.24)
(n=126) 4.20(1.23) 3.74(1.37) 3.97(1.32)
425 3.70 4.19 3.37 423 1.46
Total (1.42) (1.27) (1.54) (1.30) (3.49) (1.29)
4.05(1.39) 3.67(1.44) 3.86(1.43)

( )standard deviation

(Table 2> The Result of 3-way ANOVA analysis according to quality perception of me-too brands

Variate Sum of square Degree of freedom Mea;eéiirgnr?e of I
Self-monitoring (A) 6.44 1 6.44 2.28
error 681.6 242 2.83
Pioneer brand Awareness(B) 17.11 1 17.11 14.66%**
error 282.53 242 1.17
Type of endorsers(C) 65.93 1 65.93 68.27%**
error 233.71 242 0.97
A*B 1.27 1 1.27 1.03
error 298.37 242 1.23
A*C 0.01 1 0.01 0.01
error 299.63 242 1.24
B*C 2.15 1 2.15 0.76
error 685.89 242 2.85
A*B*C 12.18 1 12.18 4.34%
error 675.86 242 2.8
total 243
*p< 05, *** {001
7ML AN, AEEAE AR, FIEY TAAF, ABEAE AAE(F 0 =14.66, p{.001)
FYL OF BASY FAAA RA% % FLEY FY(Fre=6827, pl00D)E FEA
FFS = Zolth FeletA verstou, ANZAAA (Fiap=2.28. N.S.)
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& A ot THEDE FEAE =Yk et vebdthE Na(2008) o d7-¢9he thE Aot &
A, A BAEY AAEsh FIRAGF v v]  ARelA 29 A/RAY wele] wE A B
% vz FdAZe 24z Aolst ggol Vet Hnh
o o] A Ao AF] A& Edo] 5
olgte 7]E¢] A A (Cho, 2008) &+ EA|gTh E 7bd 4. AdBEATe] QAL wE HAC
3 BAS s HAATsh go] HHAS o] FAAZS) vAE e FuRY §
FA Amsh ggBdse 34 FIER Yol wel ke ol
olojFtts A7 (Kim & Kang, 2004) & #A gtk flo]l AAE (Table 2)1A 9} o], AYBEAEC
JAEY FIRY FYo vE HASe FAAZ
e 2. A717A o] vl BlEo] FH A 7zt o mAE ¢ o F=AdaITt YA &
AL e ARIRHACS QAL o 1 HE Adearel Aske amd 43
o W g2 Roltt of weh BA= Aol Ho]E BITHE Spry et
9] (Table 2)& AHEH, A7|HAIEH ALE al(2011) 9] A7Adzste WA =Y, ole & AT
JE AAEE FAAZLG AL GPol Yol WE FHHAEI} opd vRBALIL AAS] ek
b A5G 237 euA gol O D& 717 A#}Z Al5H
HATh ole AZIFAIGOl W Ie> AFS A4t
A R BAGe] AAA H7HE FrhE Kenneth 7Hd 5. amlate] A71AAd el EAY Y o,
et al(1995)9] AFskE AwslE Ajoleh Aaudse AAEst FE uE R
8 FAAZ WAL GFS P
7ha 30 AZ1ZAG ] wE BHAEL] FFEA 7 L ol wet oE Aot
A e JEe FyRY {3 wet o (Table 2)°l |, wE E%"_Egl FAA 2o
2 Aol AN, AEBEREY] QAL FIRY {3 7
9ol A A (Table 2)ellA1e} 7o) zp717EAIAd 2} 9 e 39 AsAL EF}(Fl 242=4.34, p<.05)
F3Ed 30 % HAre FAAZE vAE s} Q& ASZ veth webd, GH 5E A
3990 o] AEAE D3bh vehdd g G SRk AR, dusdEe) dAE 3and
DL NAEAT ol FAEY F33 AF] dXA ol st 2EAEE AT Z2FE
dol &L AF AF oig s FAHYME <Table 3ol AlAsFATE
(Table 3> Correlation: Pioneer brand awareness, Types of endorser, Self-monitoring
. Degree of ifee
Variate Sum of square freedom (degree of F
freedom)
1 X
endorser at. Sot-montonmgtitn) | 129 : 1269 959
error 154.75 117 1.32
1 X
endorser at Sut-montormg(ow | 27 : 27 L9
error 144.89 126 1.15
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(Table 4> Main effect analysis: Pioneer brand awareness, Types of endorser, Self-monitoring

Mean
S f D f
Variate o estee (degree of F
square freedom
freedom)
Pioneer Brand Awareness at xType of 93 1 93 a5
endorser (professional expert) at Self-monitoring (High) ’ ’ ’
error 308.10 116 2.66
Pioneer Brand Awareness at xType of .
16.39 1 16.39 8.19%*
endorser (typical consumer) at Self-monitoring (High) 6
error 232.27 116 2.00

Self-monitoring (High)

2

§ 45 429

o A _1#_.:_‘_._“\‘_

o S
@ b

) <
=]

[¥3)

28]
.II

Professional expert

—a— Pioneer brand awareness
(High)

-a-- Pioneer brand awareness
{Low)

Typical Customer

<Fig. 2> Quality perception according to Self-monitoring, Pioneer brand awareness, Types of endorser
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95 9 %3
2 fele el 4EAE A b RAeR e
stk wekdl, A7EAY TReNA feld JEa
£ A WA/ A W FEAS BHS A
& A3 The (Table H)3 (Fig. 20 A2 3t

W FES BAAA, (Table DA o] A
WHUE QAR S AFNE AR B3}
el 2do] ANHAE AT FAAZ Aot ¢
gou AR mE FAAZANE Fol7t 9l
Aok A7 1AAA TR Qe FIRDL A

Algh Ag AiBEHE ] AAE wel uFE HAHT
o digt FEAZ fog 2ozt YERHTHELLL6
=8.19, p.01). <Fig. 2> Z°] AFBAE AA =7}
=2 Afoe MEQl B ARkl Rdo] AAH
Re AT FEAALY A7t oy, AgEAHE
AALEZF ¥ Aol drkdl Bd & AAsts A
Hop AEQ RS AANSAE o mEEAze] o
o FAA 7ol &Sttt

ole} T2 AE, ANl w2 JE 4
S QAR Hyo] oW AFY FE HA =
o= A3 A7 (Kenneth et al, 1995) 94 Ahits =4
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