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Abstract

Purpose: The purpose of this study is to provide directions and implications related to eco-friendly marketing and products
of outdoor brand companies by empirically analyzing the influence of outdoor brand's eco-friendly activities on brand
image and word of mouth. Research design, data, and methodology: In this study, a survey was conducted on those who
have purchased outdoor brand products through the convenience sampling method, and a total of 470 effective samples
were collected. Frequency analysis, reliability analysis, confirmatory factor analysis, and structural equation model analysis
were conducted based on the collected data. Results: As a result of the analysis, first, it was found that eco-friendly mar-
keting among the eco-friendly activities of outdoor brands did not have a positive effect on the brand image. Second, among
the eco-friendly activities of outdoor brands, eco-friendly products were found to have a positive effect on the brand image.
Third, it was found that the brand image had an effect on word of mouth intention. Conclusions: Academic and practical
implications were discussed based on the research results that eco-friendly marketing of outdoor brands does not have a
positive effect on brand image, eco-friendly products have a positive effect on brand image, and brand image affects word
of mouth.
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1. Introduction
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2. Method

2.1. Data Collection and Sample

= HZER2FZEY Y (honprobability sampling) & H2|# 23 H(convenience sampling)2 0|&3t0 &
s 500582 =HE HEX| B0M 5 470582 97 B2 2 HT0| ALSSIRACE D20 A CHAR}
2 JMs YHE = SERIL H Sl 217 7| Sk AH7|E7E7 | (Self-

- e
[=] = |
administration method)2 AF&SIRALCE XX QI AL &AL AL EAH SN EH2 <Table 1>1F ZLCf

I'LI



Min Wook KIM, Ki Hyun KWOM, Sang Hoon YOON, Seung Jin HAN / Journal of Sport and Applied Science 7(2), 13-19

Table 1: Demographic Characteristics

15

Demographic Frequency (n) Percentage (%0)
Male 252 54
Gender
Female 218 46
20’s 102 22
30’s 59 13
Age
40’s 141 30
50’s 168 36
University(Graduate) student 22 35
Office worker 329 30
Job
Housewife 52 16
Etc 67 19
Clothing 437
Outdoor Product Purchase Shoes 348 .
Type Multiple responses
Equipment 114
Accessories 205
2.2. Measures
2 AF0M AZE AL = HE2X[0|0, ALEE 2eat Hol2 MAUATE S| Mzdat BtEd0| A58 A
Higt ez A7 SXo| 2&5tA =85t #ESIRALE et g5 T ety 07 2 2l2 Milfont and Duckitt (2004),
Karaman and Akman(2018)2| A0 M ALES 22 & AFo X0 HA LMY 4222 FYSIRALCE Tzt
4 H& 2922 Zhang(2010)2] ATOAM AFESH ZotE 2 AT SHO| SHA 7 E5t0 4= 2 ZHoUCE B
E 0|0|X|= Keller(1993), Netemeyer (2004) 2| ST0M ALES 4222 HFSIULH, X == Goyette &
(2010)2| AFOIM ALESH 2t 2 AT SHO| XA M5 4222 2 ZHSIRALE AT SAHSH Helg H <
ot R Bolo| ete2 TS O™X| Ik 1F oM ‘O D =CE 7- MK 2] 7 E|HE HE(Likert Scale)2 HHBIYA
OO, ZALE = <Table 2>2F ZCt.
Table 2: Measures
. Number of
Variable questions References
. Eco-friendly marketing 4 Milfont and Duckitt (2004), Karaman and Akman(2018)
Eco-friendly
activities .
Eco-friendly product 4 Zhang(2010)
Brand image 4 Keller(1993), Netemeyer et al.(2004)
Word of mouth 4 Goyette et al. (2010)
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2.3. Data Analysis

2 AR0|M £=TE XE KEZ|= SPSS 23.00F AMOS 230 ZE2IUS EMS WSO MEXCZ HPLHA
ol e BM S ol FIz2MS MASIgen, P20l M=ot EtEt AT S 9Idlf, A2z 241 2ol 29l
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Ct
3. Results

3.1. Confirmatory Factor Analysis

r-III

ZA 2o ME| 2ot EfYEE HBBHI| 25t Cronbach's a4 A& 201 Q012 M (confirmatory factor
analysis)& MAISIRICE ZALETO| ME|E H4+~5 HdEHEH Hetd otA g 902, X1etd HZ 931, EME 0|0|X| 961,
THOlE 9512 LtEfL YOI @7 £=F0Ql 7 0|4 S 43I5t= A2 LIEIRCE 201X Q& AL}, FIjH el

712 42| = (Construct Reliability: CR)E= 551 ~ 5842 LIEtL} 7|&EX|Ql 5 0|42 =& A2 Py
NE Average Variance Extracted: AVE)= .830~.8962 2 LIEIL} 7|ZX|Ql 71} O|AIS RE =
Mol LB EIRACE XpMTH Ao <Table 3>1f ZPCh EEBH RO 7Ho| AbatAH| 4= Sk

2 LIEfL} RAFE RO THHEISMO| LS LA 2T (Fornell & Larcker, 1981), AtA|$H Z1dH= <Table

Table 3: Result on reliability & confirmatory factor analysis

Dimension S.W SE t-value CR AVE Cronbach’s a
Marketing 1 .769
Eco-friendl Marketing 2 .859 .057 20.047***
r%zr;'ei:‘n Y 551 830 902
9 Marketing 3 .898 .055 21.115***
Marketing 4 .821 .054 18.978***
Product 1 .896
Eco-friend Product 2 .930 .032 32.204***
Co;or(;ﬁzt y 616 865 931
P Product 3 .847 .032 26.024***
Product 4 .839 .034 25.516***
Image 1 .934
Image 2 .945 .025 40.222%**
Brand image .668 .889 961
Image 3 922 .026 36.788***
Image 4 .909 .028 35.078***
woM1 915
WOM 2 921 .030 33.808***
Vr\;‘ggtﬁf 684 896 951
WOM 3 .926 .030 34.33***
WOM 4 .883 .031 30.162***

*P<0.05 **P<0.01 ***P<0.001
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Table 4: Result on discriminant validity

17

Dimension Eco-friendly marketing Eco-friendly product Brand image Word of mouth

Eco-friendly market- 1

ing

Eco-friendly product 0.613 1

Brand image 0.319 0.419 1

Word of mouth 0.129 0.218 0.417 1
3.2. Assessment of the Structural Model

2 AF0ME o220 EMEQ| Xty g& 8l HWE O|0|X|, ROfQ =t #+2X QlutetA o Fakof 2ot ¢4
JHdE EAESHA FRFA BHEM S HAISIR S, 7L0|XHSK|(x2), 7| Z 28 K|4=(GFI), LK E T XHO|(RMSEA), H]

WEBEX|5=(CFl), ZE2H TR 4=(NFI), R4 M TR =(SRMR) S5 Z3tote LY X5 &8I JCt

Ol2Y 2SS ECZ MM PERYES ASS AN, B8 Mot &= 2/df=2.732(x2=273.172, df=100), p<.0000|0,
NFI=.966, TLI=.974 , CFl .978, GFI=.931, RMSEA=.061, SRMR=.0302 2 L}ElL} +E8+F S D5 SF50 2 ZHL2 X

ghet o= BEHEC

=

Table 5: Result on research model verification

Dimension x2/df NFI TLI GFI CFl RMSEA SRMR
Model fit 2.732 .966 974 931 .978 .061 .030
Standard <.3 >.9 >.9 >.9 >.9 <.08 < .07

3.3. Assessment of Research Hypothesis
niss

3} A|2= 2£0] .061(t=
OfRE0f EMEQl

%ir A== 20| .728(t=6.958,
Ay, 2HE o|O|X|7t £HOIz0| &
2 LIEILE 7Hd 32 KHE | QAC

XlzhzZ
=4

pld

L+Et
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f

|—_|

<.

001)

Table 6: Result on research hypothesis verification
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dyS

Z A1t <Table 6>1t
4 OrA o] &z o|O|X|of O/& Zolzgts 7td 19 23

CRE

02 Z0|2t= 7hd 32| HE 20 BEEst A ¢

P
=

Ct.

4 %0

|2t= 7H4 22| 45

A
=

=

£0] .544(t=0.034, p<.001)

Hypothesis Path p.c. S.e. t p Status
H1 Eco-friendly marketing — Brand image 0.061 0.134 0.459 0.646 Reject
H2 Eco-friendly product — Brand image 0.728 0.105 6.958 0.000 supported
H3 Brand image — Word of mouth 0544 0.034 15.794 0.000 supported
4, Discussion and Conclusion
2 A7 OFR 0] HIME SO ety 2F0| OF2 L0 EHE O|0|X|0f O|X|= Fgu M| of OjX|= Fgk 2
AE HBHoR ZMStAX S, 24E AFZANE Sl Chadt 20| =2/t X} ohot.,
MW, Ot =0 B EQS| ety OFA E 0| EME 0|0[X|0f OjX|l= FEAE 453 2ut, OFRE0f HEQS| Hgt
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