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Abstract : This study aimed to identify the influence of soccer star's human brand on attitude and
attachment to the club, providing the importance and implications of brand management of star
players in the club. Therefore, a non—face—to—face mobile survey was conducted from January 14 to
March 5, 2021, and a total of 348 copies of data were used for the final analysis. Data processing
used the SPSS (ver.21.0) program to conduct frequency analysis, internal consistency and exploratory
factor analysis, correlation analysis, and multiple regression analysis. The main results of this study are
as follows. First, the human brand of a soccer star has been shown to influence the attitude of the
club in the order of ethicality, attractiveness, and differentiation. Second, the human brand of a soccer
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star has been shown to influence the attachment of the club in the order of ethicality, attractiveness,

and differentiation.

Keywords -

1. M B

. g7 mey W =5

"ire 4 el £Rok gk o A3
= oflERA B FUEAE AUt 4
L W FRoz AFPonlll, I A
o Z7WEN Anee TESUA Az 2o
£ FHot el

S5, S &7 A9 K oz A
339 BE 5 B FUEN @ Amxe
Aol AAE FEed, REst Z7E EAe] 4

= Agsta el sie 44'0101 ofuct. ghH,
fradsolAs Als71H Z20d 52 A
£Hor sy, XEI_ZH;EIO] W stHel HEof
w3 olge AAREL T3], Hse] Ad
20208 AlZellE ZEnjofE] Td(premier league)
E AEPD olA8H 7187 119 el
KelZ=z =AstEA "8 du'= K21 Fdf
W =32 Holslx A4l

oY ZRAxxo|ME LB Aese] A
e I s e L
skl gk 28 dese] fH BE 5%
s

o

S FHo PN g Be s

3t H=o] 7Hsshr] wfEoltHs].

S BdcE= 20069 Thomsonol 23l =
H olZogA Age} om|z]E HIFCR § T
A d gus Ad EXT JIEE At AEEd
2p85HE AREE oJu]gitt6]. &, dSEA Q1]
£ 7Ifte g2 7t AV 5HE 7Y A4t
BHCE FAoto] BRRIA FFHS PAE 5
A= AFES 7H _%Ea}i EoH7].

1%01171] w4 2 A

soccer star, human brand, club, attitude, attachment

N2
i 2 o
> oX
% o
B yo o
N H
By
-~ o
L0
O FS,U.‘ oz
2
Job o
flo | ol
= o,
— 4 i)
T = of
oy {Ilj E%
~ Qb (¢]
)~
g )
N

rg. ol

lo O mok
9,
o o 4« 4
39,
o

=)

ol o

)

ox

K]

-,

)

b

o

L
WA g

>

>

2o gn o Qb ox (A

o ol
S
Fo

UTHI0].
H BRI ZW ko] A f
AD ZobollAe= AHAF diido] H= ¥
T 7t PAE Sk ol
1411, 0% oﬂx}ﬁzi%
2ETF Fo12], TRop? LTl

A g 5] sk ek djg H
7] 93t dgazsol Aaslo] ik,

_u.i/\iz :rLl:]-oﬂﬂ] oHi]-;,j]- 71-0]- HE
SIH3E= Ae

2%
u
‘ﬂm@w

r>4 i)
o ¥
_\-1':1‘

filo ot e U w2

m N
>~

U - w7 AP

oE o
1 _[\1

[o]

T

JN'

mln
mlo

o H H =
ror N
oL
ro, L ofy
ox F_O‘L i

ek T
BN
AT
o{N
_0|L
_\;
ne ©
L,
©
&
S

=)
Ay
-
[>
k)

O
:lO]l
A
=
)

ol
o W
2
ro,
fuj
H—I
jg
2
_)|1_(‘
rs
i
_x=¢
r&"

fr & 9 18 [ o9 rlo

o T skl |

A

[

oo
E

o,
ol
LU

71

:L

3t CH_%LL FES Aol

|HE E7 2ete] §
o] o]/uo]._ r‘ﬂ_

ofztel olugt e
_/[:

lo iz

2o 4 on
N
i
=H
o,
_0|L
2

g —H
rﬂ
l~>
1B
>,

OH i

L 4
2

fodn &
ol
utal

fé g
r

W m{n

2
B
=

r
A
1o,
ofy
fo
o,
=)
>,
>
néd

tlo
2

o
&

1.2, g7 EH

AFEAE &7 A FH
et w2 ool mlAl= 9
Q5] ofefje} Zo] AAJTH

), %7 2eke] FH ARSIt Feko] o
Hzof 9= mIA=}?

=), &7 2ee] Fu T

- 580 -



Vol. 38, No. 2 (2021)

A
By
>
o
1o
e
r_%
ré‘é

Eob 2Rl Yat B @ ool AL 9 3

oNzpol| FFE mIA=7F? 2.2, ZANEP
=T 2o FH HIAcE ARG, 1A
(2019)[5], AXT, ZAAQ019)[15]9] ZAIEFE
2. iU sl a9lael e 3 B, AR
4 T 2 Ay T 2 g9y B 2
2.1, ZAch e &), T 127 &gz ;woﬂu} ko] tigt =
ZARARS Kl d A% 3 ALE A ke Zéﬂf, Hi794, FA(2018)[16], o
S5t QlE AlE BEOR HAAYC mYH FAAQ016)[171¢] ZAIEFE 7|Htoz ddg
= H|gHE FE25Z4 (non—probability A M Eder FAAUH. el ik o2
sampling method) % ®omE F& 7299H0020)(11], AL, A= 9FB2
(convenient sampling method)-& 283t XA} 017D[12]9] RAIEFE HigoZ Tdal 47
L 2021d 1¥ 49EE 39 59712 Stk Bgog A 2+ Q919 FAIE B3RS
ZAMY e zAMbES ®WEkelA ozt 9= 53 YAE(Likert) HE2 ‘o 1A Uy 1

A, ‘BEoltt 33, ‘wj$ ¥y 53o= 14

s AN ZAET ZA Ue 23 ot A AR 54 A, A", A9 30

Q" (self-administration method)© 2 it} wgeR s 5 2370 ch-g TR =

ZE 40080 ZAIEZE dlolH ZayY & 348 APEO] AL W82 (Table®] 2> Zrh

ol Az7E F B4 o] &3t AR

(Table®] 1>3} Z¥c}. 23, ZAETPL MEE H EIEE HE
A 349 wgHA(varimax) FAS

AN
3 TEYT EAPTHL v mutel o

EL

[¢]

o > N, oft
o,
ok [T
Tob S oo s

A|m

%
rlo
mlo

o]-§-sh

Table 1. Characteristics of the subject of investigation

Classification Items Frequency(%)

Gender Male 302(86.8)
Female 46(13.2)

15-19 years 45(12.9)
20-29 vyears 152(43.7)

Age

30-39 years 121(34.8)

Over 40 years 30(8.6)

Seoul 117(33.6)

Region Gyeonggi—do 140(40.2)
Chungcheong—do 91(26.2)

Table 2. Contents of the survey tool

Variables Sub factor and Contents Question number
Attractiveness 3
Expertise 3
Human brand Differentiation 3
Ethicality 3
Attitude Good club, Importance, Desirable, Beneficial 4
Attachment Special feeling, Warm—heartedness, Relied, Affection 4
Characteristics Gender, Age, Region 3
Total 23
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Table 3. Exploratory factor analysis results of human brand

Cronbach’s «a

Sub Factor Items 1 2 3 Deleted Toral
Good feeling 184 144 095 834 796
Attractiveness Player class 100 249 341 733 749 819
Refined dignity 32 138 325 795 708
Professional knowledge .876 .233 .030 .134  .868
Expertise Competitive qualities  .885 .150 .160 .102  .862  .903
Rich experience 868 154 205 179 854
Uniqueness 141 863 204 145 .807
Differentiation Speciality 209 822 126 178 855  .876
Personality 190 850 171 168 814
Public interest activities .239 .196 770 238  .837
Ethicality Thoughtful .004 155 .873 210 .782  .860
Sportsmanship 193 164 826 224 795
Eigen value 2.561 2434 2424 2.156
Variance(%) 21.338 20.285 20.202 17.965

Cumulative(%) 21.338 41.624 61.826 79.791

KMO value=.864, Bartlett test x?=2491.332(p<.001), df=66

Table 4. Exploratory factor analysis results of attitude

Cronbach’s «

Sub Factor Items 1 Delered Toral
Good club 914 903
. Importance of a club 925 .897
Artitude Cheering is desirable .903 .909 o2
Cheering is beneficial .888 917
Eigen value 3.294
Variance(%) 82.350
Cumulative(%) 82.350

KMO value=.857, Bartlett test x*=1103.190(p<.001), df=6
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Table 5. Exploratory factor analysis results of attachment

Cronbach’s «a

Sub Factor Items 1 Delered Toml
Special feeling .880 .887
Warm—heartedness .903 .875
Attachment Can be relied on 876 g0 10
Feeling affection .891 .881
Eigen value 3.151
Variance(%) 78.784
Cumulative(%) 78.784
KMO value=.850, Bartlett test x?=918.759(p<.001), df=6
Table 6. Results of correlation
1 2 3 4 5 6
Attractiveness 1
Expertise .376** 1
Differentiation A450%* 431%* 1
Ethicality ST71%* .366** A437** 1
Attitude 521%* 331%* A463%* S518%* 1
Attachment 499% * .208** 400** 522%* .684%* 1
**p<01
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Table 7. Results of multiple regression analysis

Journal of the Korean Applied Science and Technology

Dependent variable  Independent variable b s.e B t p
(constant) .891 176 5.064  .001
Attractiveness .268 .056 .260 4791  .001
Attitude Expertise .035 .037 .047 957 .339
Differentiation 173 .042 212 4.153  .001
Ethicality .263 .054 .260 4,840  .001

R2=.376, F=53.379(.001)

Table 8. Results of multiple regression analysis

Dependent variable  Independent variable b s.e B t p
(constant) 1.094 .181 6.039  .001
Attractiveness 257 .057 .249 4469  .001
Attachment Expertise .024 .038 .032 639 523
Differentiation 115 .043 .140 2.676  .008
Ethicality 311 .056 .306 5.548 .001

R2=.342, F=46.092(.001)
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