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Abstract

The purposes of the present study were to investigate the impact of a apparel brand and an ingredient
brand on evaluation(perceived quality, favorable attitude, purchase intention) of apparel products, and to
examine the differences in evaluations toward apparel products allied with ingredient brands between
groups divided by product knowledge and leisure involvement. The subjects were 235 men and women
aged 20 to 40. Two-by-two factorial design were employed. A series of ANOVA were used to determine if
significant differences existed in evaluations of apparel products. There was a significant interaction effect
of an appare! brand and an ingredient brand on evaluations of apparel products. Empirical results showed
that ingredient brands would improve the consumers' perceived quality, favorable attitude and purchase
intention toward apparel products. In addition, the results indicated that the respondents that had high
leisure involvement and high product knowledge were more likely to evaluate apparel products based on
the ingredient brand of the products. However, the respondents that had low leisure involvement and
product knowledge were more likely to evaluate apparel products based on the host brand of the products.
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5 BN AR 4 B S A=t AU o] AFL dr)Holn A=
< 8 =3 Aok AA o A" A5, 3 Fg 4 gl &, FRASS] 4REI=EE &
2005). A A1) o] 3 52 A2A) B (ingredient ABRA T AR E & AET AR ST TS A Zo
branding)¢] FHo 2 7+ 5 Y], AEAG o] I 2AE AR &g F AL, AdFENEE @
I FZ AF BF, A7} HE AEFS dEI 6 ZF9 aMBEA=T o) &5k Ao ohet e
ALL Adslsly HAS 2HS T35k HF 4| AABA=L] 2A7 AFAES Y F Ut 2
2] Fof A AR A ANA LA AR TR 9 AU JFAEFY E54S Bdste AQEA=T}
AFEA 8271 HEE 3= deko|thKeller, 2002). HF AEQ A7 Gt A= FFE 454

AABAG ASS o] &3l= HFT AF A F
B (host brand)®} A B.A = (ingredient brand),
= Y BAES LvRbelA AAEHEY, FEIE
T HET ATBH=Z ousiy LAABH=F HE
AE BZoly AR HE ARIAY S0 B
=g ou3t 2AEAGE Fo LEA=s} F
BAc v% JHE IS F Aot §, FTA AxY
A7 A BRGE Eo) BAE RS FEEA &
“H|ASo] 2 BYEe) ths) 2] oJuAE FA

3 9 AH|Rbe 88 Qldte] thE FFA) ¥

3 AY-E Fre § U}t FEA=E 1

ABAR=9 Ay BEES AMEEt A4ES] 7HA

£ g% 59 5 9o, A Al A3t FE
A=o] A9 & G AMHACE AL o]
22 Bz ik Avjzke] AXHE P E
5 AAEAL L 7]5H EFHol

& M2 whgol 9L HA
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of 283 HAoltt 2 54,
L2 o}l 5o] ~X =z o](outdoor sporiswear)
9} 7153 &Wo| F93ty GUE IF BF
278} 7150l AEH7e) gl & dTFE
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1. &M =2HE

AABADFEZEAY, ingredient branding)e]=t
e Ba=go g At dAvEe F AEY &
Zog ARRFE AR, ¥F 5o BA=E =Yt
ATl o|uAE FolX, HF Av|zLY] Foj oAb
AIAAA 2ABAEST S8 JrAEAF 84T H
T2 3= Aol th(Keller, 2002). $-EolAl A& &
ABAY At 2“2 QAL Z(Intel Inside)’BHe
12 A e npo| ZZ X Z M A (micropro-cessor)
AzGA AL ntel)o] YW, AFAF BE LB
A5 e] Algl2E Qv AEk(nvista)2] 22 A7)
glo) Ak (Lycra)®}t 47 AR W2 (Coolmax),
310 (Gore)r kel T A9l 2o E 2 (Gore-Tex),
ESUHEE A Q= 22E}5(Windstopper) 5°1 1Tt ©]
23 A EAEEL HAF AL AES F3 7
814 2ol BFE HE AvXE e E B
= A% & olu|x] IS Hd Ar|Fez =3}
o 7383 HAHE 24kg 75315 ot

AAEAG] B3 A7 AFEALY] FHR
A1 gon F2 FEAS AF A £H|A
o] kg, AF M ZA 9 AER=S 7]F, &H]
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29 ARAZHFY A B3 477 AW HAH(Desai
& Keller, 2002). 53] A BA =9} FHA=9}o] 4
oA oE B4 717 FEAEIE 2ABAY9
e Bl B AFFH A3r} o|F AL
MaCarthy and Norris(1999)e AMEA=E AH-S
A% A0k HE AT F A2, AFHL, T
mj =7} ol W AQEAEE HE AFY F)
g 9 S Ao w3k 53] 1FAY FH
douc B4 AL FA FHAST AAERE
2 o]g3hd TAFIINA HAS-HE 5T F 3
t}x 3t} Levin et al.(1996)2 SIA =7} & HF
AEF QAL 2 FF AF EF AAEI 52
AABRES 23ehe Zo] AAES e 2AEY
=2 ¥t AR AEHPL FEvE AAE
A A BT

BT AR FEFR] B3 Hr5PA Bl E(private
brand)s} A A=) A Fo] FHg ArolM £ &
AEATE A2AE AHLE FEUA Bl A
2HAE 3o wheS Hole HAS=F vebgth
Vaidyanathan and Aggarwal(2000)& ERA= AAHE
FE3A] B9 45YA BAES fHE 242
o AES BERE W FFYA A= AF o
3 AZE E243 Bert FEEteE AE W
ZAE 9o04)e ATAFHNNE FEHA HAE
7 & G AHEPEE o] &3 Antel F2
Aztsh Fuje et Folxe Aoz UEges, &
E9x HA=yl AHHAEE §43d HA=
e BAL g 5o Hrig & & AT
FA3IA

AAEAG] B REY A7E HFEY vt
AR ZI AN, AENY HREASFAEE 9,
2004; McCarthy & Norris, 1999; Vaidyanathan &
Aggarwal, 2000)Z thdo 2 o]Foixon, A7A3
233 BE AANBASE FHAS g A6zt
oA e Y § YN, 53] EH= A4t
FE5A 2§ FERA=I 2ABAEE ]85
™ ZZo ik HrhM FErF A=t lvke 23
7} VbRt

o 1o

2. 2| X 2Hof

o] (involvement) T AFZ-olu} el cigh 7R
29X AEY AL A2 FAT 5 Jov )
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of AR A9 =g Fxrt it dHo] Ut
(Zaichkowsky, 1985). #9E d&£3 gelyt &
& AT AFERA FFo wet AFAt THS
= X yzog TR AMSEY itk I
(high involvement)@ &7, 783 Aol £F0 ¥
o AEE ARG gFo| sy wEHe et
o) 47t wom EAE tiokH e RS AXNA @
t}. A& (low involvement)s &1], A Il &
Zo] 2o )2 ARG G50l Y o= vk}
o yHAEHE gigke] 7t . dEd dehEve] #
g ARA frkelh 9, 2001). ZAE A
=83 A AABAA AL, FAETL w2 AL
o AR} FxolnR g} 2 o H A o] E3}n
AB2RAE7} B0t T} B2 Al 9 H A4
o) Z31m AR FATTL Rol FFolFol ¥iHaA o
o)t} (Richins & Bloch, 1988; Venkatraman, 1988).

Zaichkowsky(1985)E #41E QAP 2 753}
ot o] Hojo #3 B AFE #AE UL
A Pgde e deotsly k. Mittal(1989)yS 7HXFE 8
Aol E7|(value-expressive motive)ll 213 782 &
& (affective involvement)s} 21-8-2?1 &7 (utilization
motive)?] &3 91213 F+e](cognitive involvement)]
= 744 Aoz TESRT AR A e AFA
£2 23 AL ZHAIZ Ao} oA E A
A A BALSRE A3 #Eo] AL AAH AAe A
Fo] v @ Ao g A=} Ado] Tt

AEo|U G50l e AL 7HXe &7, Aobl
g, 724 ofFe xdshe ME Bode g o
Aol ALEo] AFHUTH B AFoME #e
J& G A 2817 @A F (leisure involvement)
£ 2ot WA T dAEE g siqle) S
#HEA N7 Ak F Bt dA Ao et of
20| Axzolo) et Frtel FujsEe} o]zt
s 4 glom AQBase gg e BEE A
o7} & & UL Aolth

~N
-

o

3. HEX| 4

Zujze] AEZEA A (product knowledge)y HEE
A9t Ao} Ze 2HA FEE okt vt
o] HE 8% /dolth AFAHL 71 Fol
AR BB (Engel et al., 1995)2 Fo] HAH &
Hxpe) 719 ol AT 7ol #EEHE A
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S FYEY o AEH JAERE FE 98-S 0
(Murray, 1991). A E2)4]& &4 (familiarity)? 2
4 (expertise)?] TFFAAQ] NP0 2A, ey
2HA7L 2R3 AF BE FEY FE AEEE A
B AZALS, duldae] i3 58 F3 BAH
o, AFGLe AYL AFHos ¢ F e 5Y
o= x4 =8 QXA T JB Y Y, 2
3} 59, 71989 kA Ao FAHETHADL &
Hutchinson, 1987).

A EA A Bxol e} LBAFE A2 7Hexpert)oF 2
A2 novice) 2 FEI 0|5 EA S BAF AFE
FE AH A, A8V AF st & 2dE A
dA FZ(conceptual structure)E HAA A A3} &
He A28 ARS HaAY A Ad e 4
gol 9L o oS L3t &, AF FHE A
2 ARE 3 IUS o dEvte B A
HE AASIE Hod AHE 4dA dF3H AF
theFsk £A0 2ABI AES FH7HechMowen &
Minor, 1998). ©9)l ¥t 2AAt= 719 &l A5
A& AFo] that 249 o] Hon AFAe] H
23R e JHE A4 Utk 2AAE M2
$ ARE A3k o &t FuldAARA
e A4S 71EeR Hrrsr Rk 94k, 74,
AEe} 7o AE YA M2 AFE Hlshe
7 gko] 9l th(Rao & Monroe, 1988),

AAERA=E gAF Aoy AF B &
gujss WAE @A 9ES AL ¢ A

QA AR, F FF A @A7t
202N A BA=e AR AR =
7t BN 2 it ARERE ARA

g ste Aow yehgd 28y AFA Y £
wz} o] &3he wAldl o)zt AT A FA] 2] 0] F
& 2AA ) AL LA AR gE AFS B
71t en AEA o] B HEvte] Ag A
ARoE B2 & 3 WA gM e 4HE
AU e afBA = &sted AFE Hrist
£ Aol gl A2 JepdthEA =, 2005).

=
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& okgro) Axzd o] AFHIIE Lotz g
o}, T3 o zo] AF 2o} £HAY WH 2 &
# A Aef ok AFA 0] AFH7 JTFE 1A Aol
B2 B3 2 A7 FAHD ATEAE veR 2
o] A3kt

ATEA] 1: JEEASS} AARAEL] AR Eo

e Bl Al FH7HEEA, 3004
B, Fojelm)el Aol AFHT
AFEA 2: M| HA A BE AFHEA=
st AR A= AFHHFLAA L, &
A gz, FojlE)e) 2ol g ATt
AFEA 3; AviRbe] A FX 2o w2 FHRA=
o} A eA=o AFA/HEEAZ, &
oA g =, Fuf el eyl xfolE ATt

%

2 AHgE G on, 4EAE #
, F2AAZ, 394 HE, THdE,
TYgoE FAEHAUT HA
d Ratchford(1991)] €7 A}
st s7)e) B 2 £ B
ARESIE T AFER AL ol2To] Axzdold o
& AEEY AX G A28 Frlete FHE x4 A
T2 23900, Park et al.(1994)2] AT E I
sto] B Aol HEH=E AEEYS ¢4 2a3)
o AT

FAAZE Z74317] 93t Campbell and Goldstein
(2001)8] AFelA AHEE HEE AMEIEer e
oz 7438tk 22A el=% Chattopadhyay
and Basu(1990)8] 7oA AMEH 28& VIE &
o 2As9em, FulexEE Kilbourne(1986)9] <
FoA AL 3o Bahg EEsiEc. Eis
€ 74 Likert }x=(139-A3 287 &}, 78-9%
agtha S4 =AU

L= R=C

p=}
AT W

LAETE % EY

1) OflH|Z=AF

Ao AF0 7 o8 BAH=E HAA37] 9
3] FEA=S AEB=2] JIAEE Hofsle
Au)ZALE A EIA. dE)EAL] Z3E RFE
A== 2006 62 A AL AW W JAH
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o & ofgEo] AX o] AT F AGHRE
A9 4718 B sl AFEFES Ho

o}, Bzl ¥3E AAHA==
& Aol AREE AL A& 2" F
BT g2 AU 3439 YIS ERE
oz gRBA=Y AAEA= AAE 2AE 4
AEgen, 2AAH QAR T ok Eo] AX 2
o] Bl = =27 o] (Northface), 1A E7t W& &
FEHSIE ololt](Eider)7t AEE AT AR EA
=o] A9 T A(Gore-Tex)2] SIA =7} A A
=gton, Uynx] 7f Hal=g] AR FEE fA
Fzog v velyth debd AE 2L a8
A= Foljd2g Hdsigen, AR W aAjE
N2 YA Bl HlwA FR7F E 71Yolx Ak
5 A Tk 2 (Sympatex)E A8 311 T

2) & A}

Hadps FHAEQ FHAT AFBA=
AA Lo W Hrtel olE A8ty Hdt] AA
=7t o2 209 o REA=9 o) ANEASE
22 factorial design® 2 AA5to] 3 W] Sg=7t
4] 589 AF 2FF F78HA St

B AR 2041904 404 2 E i e.E 200650
8¢9 197E 89 1797HK] HEZALE AR oH,
A AR Y b Ares FAFEIdA EFce
AlS giate s wESIL, UHAe FAELE
gEojiol Auglo] ety Unielg Ao Hj
et A EAE duHe g wjEsAY ojHd &
=5 Agsioch, & 24959 AEA7L HHUL,
2 F $9o] B A 2R A" e
A 23 23587 B A7) HF EAREE AR-EH
t} ZAFRAR ] A FEAN EAL AuEH A
SHAE 162922 HA9 68.9%F AR, o
AedAe 73R WA Y 31.1%E A AT §
gal= 20017t 134(57%), 30t} 10178 (43%)° %A
o, $9xte] 92.8%7t Wit A g o] FHHA
AAE Vbt

3) X=EH

2 A7 SPSS 12.0% 438t #4&h ¢
Ao} ATFAH EAE Golry] ol NEEMS
AN oH, AR WA ddde FHs] 9

—1337-

stod AR e AAEAL, ARz 4]
A} EAo) wtE AETH7Le] AjolE Fobrr| st
BAMEA (ANOVA)F AHEZ A (Duncan test)S A A3}
At

Brggoz 243 Weee] AF=E Cronbach
o AFE 23 AR, AR B4 =81,
A EA N L 0=85% VFERgT Wl FFe] AFl ht
g7t W] AFERAE AA A BE W
A7t 60 ooz 2HETe A F BAZF
P Ao 7FHe] #3529 £ glo] 2= A}
3.

Iv. 23 % =2

1. oREdES AXEHES)] X o IE
AH[X HIZHIIS %0l

JEEA=Y} AAEA=Y Ao BE FFA
7t 593 HE, T s Gotr7) Sl ojdEAt
B2 (two-way ANOVAYS AAE die X 1>3}
7tk FRAR | g o|dEAEA A gFEA
=¢ AqEAE wE} HF AF] FEX 2 3}
o7} e, FBRAse LANBAET} F5%
£3= RAo = Ve thF=160.17, p<.001). &3] &
B gREH=RG 79 oFEA=S Ay LAE
A=o] QA x9] po|7t FAAZ A A FFHE
nxE A0 Yepgth kA AR =7F 22 AF
BHE7} QAL L ANEA=E o) §atH F2
A zto] EolA|n, o] HAE z2akg T534A] Z3
FEUAEANES} 2N BA=E T8 FEAGE &
A 4 3thE Vaidyanathan and Aggarwal(2000)
o A+Z et dAg

5od g o] that o] YFRAHENE A dFE
Hoo AQBAE BF HAF A g 594 H
o] 9L Ay, FEA=} LAHEA=TL A
FRgss Aoz JeEthF=121.03, p<001). &
3 2 oFHA=L) F$ 2ABA= AA=T}
o) B niXe dFgHo ol E A= YEN
th QAR we FEHET} AR T oAHEA
=g o]g3td AHZe Fo)F B} FolxH, o]
E EgE AR 3EHIA 2 KEEAER=T)
2ABA=E B3 HF AFo) I BEE A
Z) 4= 9IthE Vaidyanathan and Aggarwal(2000)%] &
FAFe} AT
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<E 1> Z23XZ, 520F HE, Foiel=ol| g o|fracet sqEHs] 24N R

g A= AT BJaAF F
BEREEI 1 112.67 112.67 160,174+
£9407) AAEA= 1 26247 262.47 373.12%%%
JeHPT*AYHAS 1 6.82 6.82 6.82%*
B A 936 658.44 70
ojBHUAT 1 137.08 137.08 121.03%x+
[E— AAQBAS 1 12591 12591 L1644
JeBREAYEAS 1 17.01 17.01 15.02%%%
P 936 1060.15 1.13 -
BEREES 1 16551 165.51 144364+
oo AABAE 1 122.50 122.50 106.85%+*
BEREIS SRR 1 20.83 20.83 18.17%%+
2 3} ' 936 1073.18 115 -

**p<.01, ***p<.001

oo moll et o] AEAHEA A3} REA=S}
AAHAE BF HF AEY Tz FFE 1
A, oFHA= o} 2ABA=TL F5AEee A
.32 JEePTHF=144.36, p<.001). &AM EH =] 2
Ace 493 JFEdcrt 7y oRHA=9
moxe] o & FFE vAE AeZ YERT. o
A AXNE7L @ qREA=I} A= £L2
AWBAEE AREBl] HF AFL AL &)
2pe] Fuj o) wrt Foldthe 24T (2000 AT
Aot IR A

2. X Eo{of WE o|REMESY AXYEHUEY
HEQ7tel xto|

AR gelo] B FEA=SG SPHA= AF
ko) Hfol& Lobur) fhate] Hie] HHuad

B (mean=4.00)% 71FE02 HAHA7L L HD
(=111} AT} ¥& Jd@=124)0.2 e §F
ztzke] ol thate] F-AHEA P A% (Duncan
testye A AFHE <K 2>9 2o dABAT ¥
& A ZTARZHF=83.01, p<.001), T4 H=
(F=46.21, p<.001), 7712l = (F=38.16, p<.001), A W
EF fold Zol7h yelgon, A Heizt ¥ 3
o ZAAZHE=102.86, p<.001), & HZ
(F=38.22, p<.001), T} &} = (F=52.64, p<.001), Al ¥
& BE folg xol7t JERsth AM$7378 (Duncan
test) AAIBt] FAHQ AfolE AHE A7 YA
o7h & A9 HABA7 e D EF /1B
AQBHES o] 43 ¥ AREAE= AFA st
o 7H¢ 3oF o Hraglen, 7 SAEAE
2 0|43 Y oFEUA= ] g g FAFHeE
Brletgck. £33 F AG 2% £y 2AEA=E

<¥E 2> 3jx&ojol| w2 FEE BMEY FH

AR B2 He # A g7t 2 A

P BN R P e N N e e e P LA

A | PEAA | §B2A | FEaA FRaA | FEA | FE2A | PR
3
;::4_} 4.126 3.(9:5 4§0 335 83,0154 4}22 4é4 4.35 3i;3 102.86+++

zold | 468 411 4.29 3.10 x| 458 4.21 4.00 3.17

ae N o 5 o 4621 N 5 B p 38,225+
- 435 3.90 3.96 2.86 TEEYE 4.04 3.77 2.82 s
ae . B B o |3816 N B o 5 52.64

**%p< 001, A, B, C, D¥ Duncan test 2%

-1338 -
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Fg uXEe Aoz 4% £ A& Aotk Fag
o) ol wnjste] FAHCZ Jrje o @
@7t g2 Ao A Y SHEIEE o8
3 4% IJFEI= AFEY 3 SAHEHAES o
43 29 AFHAE AF e 5F hes} 7
o =rt gokeh fABAs R HEL £ 2
BA=E 0|4 71 JREI= AFET 778 &
ABA=E o] 8¢ £4 oFHA= ] AlF
FojelErt B& Ao Enon ojs FAHL
Z frefsisin

3. MEX[Aof] mE o|REMES} ATYHAHE
HZgote zo|

lo

AFA A wet At FFstetr] Astd B
(mean=4.23y% 7|E 0.2 AFA o] Be AHn=119)
I AFA 2 0] AL A@=11622 F23} Z Pt
W2 AR ALEA3 (Duncan testyS A& 2
e <E 3> 2ok AFAY ) B A2 FEA
ZHF=102.99, p<.001), %22 BjE=(F=61.77, p<.001),
T} Q) = (F=56.52, p<.001), Al W= 5 el et 2ol
7t vebst o AlFA A o] A2 A= AFA A o] B
& g mR A 2 EPAZHF=9093, p<.001), 29|
Z = (F=31.53, p<.001), T} |=(F=38.36, p<001),
A Wg BE folg 2po) 7} YERE T Duncan testS
ANste] TAFQ AtolE AHE A AFA o]
2e JdF AFA o] e e BF {75 2AE
W=Z o] 8 FH JREAS AF thste] 713
oMoz Hriagien, By SYHAEE o8

W= AF AT Hrhe F fdo] HE e Ao
2 Yeiitch AEAY o] g A 73 2 Ed
ZE AT £ AFEI=ERG §78 SAEdE
S MM TH REJE AF e FAAL,
93 drt g2 Aoz dEgn. olg =
AFEA ] e JEe §3 DABA=E AHE
7 BAERG 73 2FRAES ARSI F7 9
FRAS AZo e 397 gz 7=t &

Aoz vesith ol AFA 0] B2 LM

AE £ 2ABAEE o183t AFE 297
Hrtshe W A FA A o] AL 2HRbe OA
S FHY= ] thoto] BHOE HItehs
2 2 & ok gEA AFA Al B2 At
AER=S] AA =] we} opRo] 24
|5 Brista, AFA 4] HL aHake o F
o) AR Eo] wha} ofgEe] AXzgo] AE
AR A F S Aotk

hu

W oK ojo 2 rle
lo e
rlo

B

to |z 2 rf
N
I

o2

V.EE X A

2 g7 AEA=s} gRHdze] AR R

g olgxo] Axzd o] AFHIE LQolRI, &
g2te] gABAe} AFEX A we} ofgEo] AX
=)o) AE) g Frlo o)zt erkE Lotr
gt} B AFe] A& ol FHA AL tF
z.

AR, 2B AC AXE W} olexo] AF
Zg ool thEk Hrtoll 2el7t Y= AL Z viErsitt
AAE L FHAS AR E P2 FHA=

<E 3> MEX| Ao g FHetd BUES do
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