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Abstract

As the postsecondary school-age population continues to decline, universities are
building identities to differentiate themselves and create a favorable impression among
this cohort. We investigated the role of logo-bearing products as a way of promoting
university identity, specifically, the effects of ingroup ties, ingroup affect, and centrality
on attitude toward university logo products and purchase intention. This study further
examined the moderating effects of perceived university prestige on the relationship
between logo product attitude and in-store purchase intention, and the moderating
effect of online shopping frequency on the relationship between logo product attitude
and online purchase intention. We conducted a survey of undergraduate and graduate
students at a university in Seoul. Survey responses (N=561) were collected and
processed using SPSS 23.0. Multiple regression analysis showed that ingroup ties and
affect had significant effects on product attitude. However, centrality had no significant
effect on attitude toward the product. Product attitude had a direct significant effect
on both in-store and online purchase intention. Perceived university prestige moderated
the relationship between product attitude and in-store purchase intention. Moreover,
online shopping frequency moderated the relationship between product attitude and
online purchase intention. The results of this study are expected to provide fundamental
knowledge for developing product strategy of logo products.

Keywords: social identity theory(AF8]-FA&0lE), university identity(HfS} ofo]HIE]

E)), logo products(ZZF&), social identification(AF8] 3 &Y A)), channel
choice(ZY E)
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I. Introduction

ISE SAo ostH 20199 -yt 15w

2713 = £ 4307l EStch(Korean Ministry of
Education, 2019). 2| stHQlL7} Al&dA F4asH
A e By Jd92 A5ct S+ 2 o
o AT 5 A ] EH%gh—’- UARE, ©
gro|gh 9710 gt L2l o] g
(Kim & Lim, 2019). 2 $ tfjgtof A= st
APE= Qlsto] tigto] SAEAY &
e ledl, @A 99 ARRle] AR
ARg = QIste] o] 23t @42 w|Ho] o= @‘E] A
o g Helrh Byl ofyzl, A ¥&o] Hg 22l thsto
A= tiste] HHE 9l & o 5% S Adet
=8 $EL 71=20]aL lom, SdH AT S 3
Ao=E fXeta 33 7h= g ou|AE ¢E= b
A2 Qo fEE2 7|4 TRV R S £8
AL 419 HBRIES Z=dste] gt 7he] ApEst
TS AJYSEAL Uth(Bae, 2003). =, 7| oA A3
St ZJAL ofm]A] P& FH 50| tigoAE F
3 A5 o] ® Zoltt. tigt FH7F 42l
AR Holg¥A, deS daEaST 4 U= °olvAY
F87do] 2=, olof it 1990t FREE 7]
Hoz =y distoA= st ofo|dlE| E (university
identity: UI) 7Holl HFst3ith. st Bk %101
Ul vl & 98 At ded, 24 diehs2
o Fuel oz UIE Adelel o deiie) o
u)x] sz SAEE FASIT QoW (Sang &
Lee, 2014), B4 o|u|A| & SHHE Y5t 1173
ete] 7H B Aol g} ofoldE Bl & o]-&5t
of tjetE2 7R oju|XF FHSHA = o]
£84Q) o R: AU JANAE B8 5
17} 9lom, of Yolx FHE 7IES Sof gt
JAE A A st HeE A FHokE 5 A
(Bae, 2003). 7ftE ofo]e]o] =70} ] A5 A
Lol gkt Zpol7t QIA|eL, A2 o), wAHL

S\t 8% ol LA AEZoI. ol it

Eﬂ, FEH, Ay 5ol 7P d¥tAo|x, sjHdLE
S &&= AR, BA, 94L dlgto], AVME 5 E
AUtk 1 Qfofl tfste] 217t AJAZ 719E WL

& "EE, AA, 4] 5o] St

=

o X
rlr wa e orle
Foay 2
© Jo dp ok 1
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E?ll
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LA e Hist 2uAEEHE # o=

B4EGAT

A|A sty 7] A E (Center for World University
Rankings)o]| A 20201 0] A7gt 1000 ot & v|=
9] st E=(Harvard), 9 (Cornell), ¥=2] SAHE
(Oxford) et S 22 AR 44 thoFEe B9
(2012-2020 Center for World University Rankings,
2020), ThFRF EF0 TIRIAL 2 Bk e,
FE oAM= gt 7 9EES AdEela /e,
ol 2IAFES HthE = WASe] 244
07 Fujsl= olo]do] EiTH(Sang & Lee, 2014).
International Licensing Industry Merchandisers’ Asso-
ciationo]|A] 2017d9] 2rHSH 4th Annual Global
Licensing Industry Survey©] 2|5} =oldlA A&
R 5 F et oldls AE) W) 5
4,5029] ($5.7B) FEZ, FAA|AFOZ vH|w A Z A
Zo] PAE o] 322 & 4 Uti(International Licen-
sing Industry Merchandisers’ Association, 2017). =]
BT HeE2 tist otoldE Bl S &alsHA A= sto]
tiste] A4 Aotsta AL 5t ofyzt o] 2t
ol FHor Az JAEREH 2EEE T o
IR AFOl EEIeRN 2HAEY] 7 E4E
FeAZIn. BHE, @A) S digtel A= FEE 7Y
Fo AF 28E AEEE TEEE AE AR
2 A%t 5 29| etet bbb chopet 4
EL AUsk Wty AT, OAl, EY, 2
Wol A o] Ystise] S0 mAX Fahe 4
olct. But olje}, st 2 AES AAFSHE B4
A olgolE stm AAHCR HE A F
2ot 797} o T UL Bl A9 FRE &
% 5 g Agolth. olo] B AL FjolAE
sfe] Histe] AREAE Het 2IAIE Aol 84
Stej= g 71992 & Qe 7I2ARE AlSdte
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SAAE BulE sk ok &9, 22 o
ZRIONAM dsh= AFS] 7Helu Al
W2 JEE &4 deth B3
ot Aldl =, *1#1“—1
ﬁiﬂ“ dd= AL
EEW Aol A
7}7\]“‘1 T

Jlm FO

A
ok 429 A2e
a5t

et 2aA1EY #EE A AN E FF
SHA| =oJ= AL YA F2 th5t ofo]dlE ] A v
AloJu I (Kim & Hwang, 2005; Lee, 2012; Ma, Li,
& Lee, 2018) @ Z 1 TJX}QI(Ahn, 2013; Kwon,
2007; Lee & Lee, 2014)0] 27L& W& AL50] F
£ o|F1 3lo], tigt EAAES TSt AH[A
A7} mloket AAjoltt. Hjste] ofoldl
EEE Yeh a4} she ABRte] 2uAE Faj
= olsfist7] fisto] AHARY] AE]A &3 vl Sy

Z AL

O ul=

2345 %

Fo| 2HL ol 24 thae] thef olmTt AL
AT A, E ollo] 2ulAt B L Y A

Yol ofmet Fae WAEA FHHE AL A9

ol tete] ol g FYAIL Y L LK
oA Shimel e AFHE THAA et B
E7E $9 4 Ak 4E AT A 45 A
2 AASIA THeT B AT FAE AT,
WA, UIE 289 ot 2AFEL S0l o
o ololdIEElS EYT NAES AGTFORA T
o et A4 AFY, NS BT 5 W
s, A7) mal Aolo] AP 1 BAlo] e

(o]
A4S

= A& Jeo
Park, & Park, 2007). ©]o] & oA Ht HFo
A&EE Ao gt Q14 9ulstes AE BRIl
ALS] A F LA (Tajfel, 1978)7F 2 IAIFE =oF Foj
Olof uX]= FaFell thsf Fgstaa} gt o vof
7, distell gigk of 2 7 S e W 9iE
o] AFoll gt 7HR1S] Aol A FER=e} FLuf
& 7t #AE oBA FEoh=A] Yotk i, L9
F8 AvREAE 221 AHE & P9 Ao

;’< ] OH_'—q—(Yanga

x

A

- 0]9-g 39

A EY L} 2akel 7| YEBo|H el FojelE 7k
PAE ojgA zHsl=R AHEA Fhrh

Il. Theoretical Background

ALS] A A A o] E(social identity theory)S
E2 ARRSITAF it} Turner(1985)9] AFSlA
7105 0], = AHoRR
BojgtthE o]0 2A, MU
A%, =7k A, AT, i, st} 2 AL A HE
o] AA oA A4l AYstal, Aol 7HAE Fofgt
Th= Aot} Tajfel(1978)> 71R19] AobigS 7HS
A AAGTL A AR & SHoE PR,
113 ABIE BAIRE A4lo] &3t AL sl o
o o2A 7|1 AZot=rtE Wil Skl
a2Bg Aol &afiole At B Hetde] v
7F 7Fs et Aol e A9 TS BT Bl
sk Hett Bl g F9 AH4le AAS 3HAL

2 fAsk L okl sioith &, ARFES ARl
3t AR Fetol] thet 4434t Frto] sy 01”3}
, Ol & Ao de] 457t H= Aol &
AH|A7E A& digto] dfs A Z4sh= /\}Q@. %
Agk o]lE 71 7 F o r HAT 4 %\%
Fofl Hiet s 2 oz 4474]
ARSI Aol &S A85he 2ol A
AUek. B[RS A A 5‘”*]% lr':—ﬂl =
A A= 8L & Ue EVAE] et He
7 ¥ 594 Holn, o|F YEe|EdE B
HErt AL o

oin

e, rlr Rl

1o
i)
rO

o Ao

_4

1. Social identification

AL8)% FLA APl Wete] sl dhat A4
g 3= A, 7 Fge] Peide] g 7 2 HA
2 F84S A4Sk Aok 2 ERITH(Tajfel,
1978) %, 1ol Ak 0] b 1 Wt A
oz ANG Holsht vk AT T Al
rze WUl HA EX A FH02A A
Zhsted, ALs)E] FYA Mele 54 Aekel 4
3 Ad 5 o B2 Tolman,
1943). A}3) A BYX K Zof|at 28
g Zo] ofuah, JHy 2A9 B A1<wlesenfe1d
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Raghuram, & Garud, 2001), AZ = ¥ S AA|(Madrigal,
2001), 18]37 SHIES] B 5YUA|(Mael & Ashforth,
1992)0] %= Z8H 4= Ut} Ashforth and Mael(1989)
2 3t o] oA HHAE AlSst= AAH
slo] Ast 291 S Zo|= gty A= =4l
o] Ao g HolElttal Brgl HE gt Cameron
(20042 A151H AN AL ste] 2Hgo] of
4 ALl Adolet o stel, AgATE ot
FOoE ARA FUAE ASA, T FA, idd
A%yl Al Ao Testn BB

AR, FFA(centrality)> 7R
S50l 2YRY RolY T Lol Bow
o] Aol ohdrt Wk} AJstolA JEA
293401 of ] ES oJu]3htHCameron, 2004).
NS HE AR ko] &shA|Rh, 4472 iRl
A S 433 Sl 9518 Su e

ARIE BIZ HEYA WolA e L= H

20 AR ST 2 A DA e
| 2 ofag o] uholth. Weby UEAHol ks
A 54 A S40] tg AXF o] kol Utk
9] A7) Aoje] izt FH4 F2/d0] AA= HH=E
CEELE

EAZ, WY A (ingroup affect)= AFS]Z A
Aol djgt Q1A% Zwunt ozl g 2w 3
7Fe OfulRIth(Tajfel, 1978). AZES A&E A} She

:l:‘.

13

)

©)

NzHolT 2R 878 A7) HEe] Ugk vho]
A FAHoIT, AHolT HE BAS FAIH
= 4%e 71} olo] Wgol AEl HAH S
2 X213 BUAE Azshe o) Yol 2rel g
2 Sioha @ 4 Qo sk Jele] ATk vl 33
9l 4He LA Fohn RAAA sl FAA
= A\zichd ol FloielAY RolEg FAY
o2 Hot 591F 9 S 7|11A} S (Cameron,

2004). 2t opje}, Yokl o] BraAL 2
Atato] ALglZ BlIE Foto] Aol st £45
FAHOZ THA7| A} St

npAeto 2, WY A& (ingroup ties)Z A4l
Ao A&A7|Ee AZE 9v]siti(Cameron,
2004). At W fditA ol e APAT=
A A& (group cohesion)T}t ##sto] HgS shal
UET, olE FmAA] 4] IAXNY Hde] FA4Y

LA e Hist 2uAEEHE # o=

B4EGAT

e
m
}.L

54 ARl Ao ‘nzE 2 Arr Jd W
AE B4dstaLAt ghth= 2ol Allport(1979)
FUNE AT e AAES HHHoE W
Aolgtal AFst=], oA HAAAE
Y= EAS 9Ju|gtcH(Cameron, 2004).
o e oAl A, FHH R A}
L77] Sfstel A @ g
AE Bt 1L sh=d], o|2 Qlste] Yool
AXaA Eed, olg fAI3] Slel 27 o
59 Wa7} Lol % ek,
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e

o > e do
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N
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2. Attitude toward logo product

AHRo] HES AES TheR £
olol, Aol thet Wgel Hgolek ATt
(Fishbein, 1967). & Alo|AE 7%, 714, tApal
5 2B ookt £40] o 1] Brhel A
A4S EIAFHER Fosialon, 2IAEFH =2
W57} ojmg AP Aol ofa) ojrir] opugt
ot ARRA ol Bl WEH AUES AEHS F
BAZIIA; e 224 o4 w77] Wl F

718 Ho] vtor] Aha oS 92617 FFAFA]Y)
7] 938 =Stk (Turner, 1985). T3 AH|R= Z}A
9] Aot T= o] AAH I E AL st
of Bgsts Aol ATk Weke] AT B A
Feg, Wt 2IAE, 2x= o FUHS A
At £9Fe A LUAES ARE Uehd 4
Qlth(Solomon & Shopler, 1982).

Be HAudTARe et 2AE Besl
A A ES HGAZ B Q). Cialdini et
al.(1976)9] Ao] w2y Ax= gyl 2H4S AZ
A7 TR HAE ARES AEE W BAE 4E
& PO RN 4478 BHNE Ao eb
t}. T3S Kwon, Park, and Lennon(2002)2] 1-Lof A
= tiste]l s sLAIstE Zo] Hieh 217 AN
JEAES g BES o EHOR WAAYL
g3t} Park and Park(2007)9] ¢17tof w2, AH]
A7k 4 el et BANE L7 wf 1A oS
A9uth ot 27t AR AE dhete] o
5949l ES YEhRY %8 FHoES Helrhy
el B Qlek 2B, 919 AFES B HlEolA
AP A oH, oA AFSA AL} 2 A FH

of digk 37t
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oY
op»
=)

20| A s 2AE AT H).$ HET Aol
ok AT AREle] B8] a0z Rk Agodol
o3 LA Qe Sel AslolA] el ek A4t
5 ofajo] ISl 714, Bl B BB mX: G
o el Be FasThL & 4 glow, 54 A}
AA1E B3 FAAHE AL W) g4 o

AAZ17] Yol =T Zo|th(Riketta & Landerer,
2005). ole] ST 2L 7HaE AFsHsrt

Hla. 342 2AAFH = FHA I9F= 7
2 Aot

Hib. WY GAe 2aAEHE] 240 I9F
< U Zolth

Hic. WY 24342 2uAIFHE 34 o
F= vE Aol

3. Purchase intention via offline retail store and
perceived external prestige

L oumElo] ujE AAES 289 9 mHY A
gEo] FLedol wet HE Zfdo] gt S840l
Z+%] 3 Jth(Ariffin, Mohan, & Goh, 2018). BE|Ad
< ookl 7] U= 4% AHS AlSSt, AR
oA & 9 B2 éﬂ’@iﬂ% St7]of ol AEdh=
2u1AH50] M3 S718h1 9 FAl0ITHChae, 2019)
ohorst =9 = st o=l 7|y EARL o)
Aﬂ —/;q 2 m H]—‘j 7Ho] 7]-1} U}o] H]—ﬂ o}__ Fo=g,
729 2iAE @7l o]FojA= oot st
ol f1Aet 71 gE4ts Este Zi =
AT AL F= AT, HE LA
ZHAIAL et SHEEA Q1o 71 EF o
te AL AHAE F2EY stuof 7
Sh= oj#9F 22 FelolH, ELXH%Q
uﬂaLoiyq _{‘a%_l,} x]_:LA oH—r

o

O

A = 98- Jth(Yang et al., 2007).
gh, tigke] & 1ol ths 7iclo] ojEA A

et uet 2nAEe] TojelEst gerd 4
Sk Mol ofd AHEO| THE AHETI] BA &
oflA 7= AU AHE 2lu]skH (Moon & Rhee,
2000), 918 27 AFS 9l3elBo] 150] 218
ofgA nEAd fs) 24 FAAE] AT
Q14]-& 9Ju]3tt}(Smidts, Pruyn, & Van Riel, 2001).

o] L
AR

ox
2}

ol 41
BTt ol A2t ol tE AT B
2 o) 292 oz 511 v, Be AFAT
= ZZ YAN(organizational prestige)S Fof 2%, At
3], &4 HollM E4e Hiidol ofBA AAHIL =
A] Qropagret. TE tfet E ASIEel Shgol
L 393 A Y= Eotr, oishe] 23] YA
B9 AT vug Agelt getelole 9
oA Ap4lQ] Hieke ofgA Frlstal Aol it
A Z+S WFFCH(Kim, 2002). 7]91o] R}Alo] &3t st
of tish AZsh= 94 A2 2aAlEA] Higt He

7RSI S AU BN Sl W

@@R?JEE xﬂ%A H *JXM 2 %&6& dge
SHcH(Lee, 2000). A|Eo] 714 AFS] 2, HA|F 71X &=
I AEL ool glo] ERQlofAl AHAlS] ALt 4

52 dAF0R HojE 4= Q7] fiEo|th o= B¥E
BT ik ofyzt, AR W9 s vEhd 4= Qe
5o 21E A7l AEol= A&H A4S =A
QAAsH= AH|A b= AlF iRt T T}t w2 4nH]
Az, Pl @A 2xelel AU S MBS 2O
Z YEPGtH(Kim, Park, & Park, 2007). 3} £30f
A o] Aot EALS F0hs ABALSE AES
AH B BHAE £ Qe xRl AdE AUttt
(Jarvenpaa & Todd, 1997). St o] tgt ofjAo] &=
AH|ZF A9, e xEl]] 7|HEAE HEcte A2
L=k ‘31%0] S 438 He FelolH, AlE
2 {7 Lo YU 1 AL 7]Yeke B9lo]
o dfste] 9% e A A 2w ola 3
o] 13 23k Aor AqFT 4 Utk
, EUAE] g 59

&
ZS)

H2. E1AE gl o1z}l FLujoof A&l
FFE mA Aok
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H3. A2 thete] o iaol e ), 2IAE
gErh exetel Tuolze] HAE Faol
g 21 Aolet.

4. Purchase intention via online shopping mall
and online shopping frequency

A dist 2yAlEY] wiAgS A =
E}"] Ad< Eof diF2e] FHi7E ol FoiA AL QA

i F2 o2 Hsteel 23l VEEES B
Jﬂrﬂﬂe S35t = k8E AL 17l°ﬂ EH

AoAE 24 9 HE&= ?—i—?ﬂ'ﬂ] 3]":"], 73—”?—%
Al 71€9] o wet §-5 AF B B Al
4 =85 sAFo g £Y 5 QA ok FuRte
QA= 22191 AE=2 Q) ¢ W2 ujx A=
= B EE 5 dow, FHA A =
Sh= H B AR dofst HeElgs v 4 9
(Lohse & Spiller, 1998). o]&3t Ao =7 9lslo] &
o HAQTES Lol LS B TohelEo] o
3] =A15}91 tH(Ariffin et al., 2018; Won & Sun, 2016;
Wu & Chang, 2016). Moon et al.(2017)2 2291 9]
7 4% WAOIE Gl A AB e BEst Lol
Fufol o] v Fe Ao, L A Al
2o tigt 283 B 22l AdE 5o 7
Ol of FoJet FA TS nHHIL sHich ek
AA8E WESHL Qe 2UAIES 229 HdS
ol :rL”HOH ol sh —T-’-XE@' 93-7“5 =73] Eit AAou,
E3l Tol T o] A5
Q9lojgt= ﬁ:rLﬁJ—]-E U] of HotZ o EuAFE
E3F AEol dig Bt g3Fol2hd 221 Ad
oflA o] FufjolE7} obd Z o g oAtHh
R ojef 2 2 AF ek Bt 2l +

o)z 7ko] BAL 79l 2alol AF&&To] whak

&
X,
e
i
o ol |

o 4shE 4 otk AgATe] w2, BA9) 7o)
AYUS A4 AR STt GaFe WA, A

0l9] Eizet YPZojxz P2 u|XtH(Hernindez,
Jiménez, & Martin, 2010). 7|& $-& Z(Technology
Acceptance Model) ESE &% 7]&0] tish AH|A}F 3
He 7% 58 Just A PEo| JFS vt
A< OJ:%W 1.0 1 (Venkatesh & Bala, 2008),
H|Z}o] A9 of o] wEt &gt FHY 7]&o]

P rlr

SYA0] BE ot LuAERE @ FojelE BAREAT

o5t 4ulat o] Folsk ekl o gk E
gk 22l A 5715 7 S 22l S
B3 oot AL Fse Aol de) 294
H=E 7H 7ks/do] B &ALl BrEl O H(Yang et al,
2007), o] 291 A8&3o et =obd 4= 9t
A& =01, 20N FEEMS P2 FF 7HEF
7o) £37H, AOIBI I B Ze RoR
QI5to] 2Rl Afde] o2 ddEE Ao vE
STHKim et al., 2007). Joines, Scherer, and Scheufele
2003y W2 AP LAt JIHY S W
o] ht W, e AFTe Quzel Tl s
2ol oL et ol S A
2adEe] FAU FANY HLPSE Lokl
H&5h, 2UAES Qo] FIo|A] Byt op
2}, 22 7EEE APlEME AT
AAES 7HAAL = A& AFHT ofuf, 71
221l A5 wet RIAE FHE A6 22
Q9L Mt o AAIste At Aol A
P £34LE 54 A AT Uik 224
Ao g = HYge v Ao7 d
2 & 5 91 99 g HeE e

1

/\OL_
A= 2

S3e 17w

He. ZIAE BEE el TuolEe] HHel o
e 2 Aoltk

Hs. 22l £ W/ £2 o, Z0AE Gt
2efel Fulelze] mAE gfgge] o 7
eltt.

ll. Research Method

1. Research model

2 ATe dA AR AYPALE }OEE et
o] 2&EE Ao digh 1A 9]
SLYA7E A FE = ol o] v FFel
s Fstaat shedek. ojd, X7 diste] 9l
Vol AFH =t el x4 e] Fufjolk Tt
TAE olEA 2Est=A Potial, 2l £33 ¥l
7t AFE =} 22l g EEolA e Fujox 7t
YAE o8A 2Est=A AHEILA 51 o]
gt AP (Fig. 1o AAsHA-

Re)
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oY
opx

gl

/' Purchase intention
» via offline retail st

Social identification

\ IllF!’mIDUE‘

/' Attitude toward

{ ““““ﬂ‘“i | loga products

|
]frnupa[hr! |

Purchase intention via |
online shopping mall

()nlme vhupmn.a

<Fig. 1> Research model

2. Data collection and analysis

B AFoNE ATEAE AFHoR Fusly
5ke] 20199 8¢ 13U HEEH 8¥ 210177}?(] oF Q
9 Zo} Qglo] AJTEL EF &
ARgsto] HolH
-, BAAEY 7}” o 2] J JE%OIEPI
NeE oF AE, =& WA ek, aEn
=9 4 7HA ﬂﬁlﬂﬂOﬂH gl
714 w7} wol w3 AEEY ov|A&E

=
E_l_;lg

ojL-.
AT

ol
AT

&, g AFol | A= E zz%o}oﬂrjr S
tigtol digt YA A=t I tisto] sgsts
=3 THE QA4S A Aotk /ﬂgoﬂ
13t 174 diste] Aedes gz A4S 44
s19it}. 2 800%.9] Sux|7} 2 E gt o] % Q
ol A3 Swtslr] LArAL Yol ofd A
S A9t HEHOoZ 561571 AR EA 0| A]—.g.ﬂ
At

SS9 AJLEA A EA
o, PAAZL

Jb Hx

21X
X

:L

46%, 9L 54%0°]%) b 2542,
222547 S2219] 41.9%2 AR5 Ao 7 JE
Sk Aol tistol] AfsE F<l SRy thekd
g o R HdES AT SBAY EAAS
AT EY, 4t Adx9 AL, Hd 45t AT 2016

do= Uehgon, 2018~2019U% YA} 37.3%,
2016~20179% Y87} 25.3%, 2014~20159U% ¢
SR}7} 20.5%, 123 20149 o)A YA} 16.9%

2 dehgth Bolel S ohu Uk SuAE
36.6%, =olz] =L sty YA P S

63.4%<% Zo® =yt B+ AEFAY 4,
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x
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AT EZ, A dF Hste A, SHAEC]
AASH= ek 1ol &2 Mol (myuws=5.87),
etz AlF2 o] wl-e- & Hoj slou, 299
SHolA T fEHE BAA & U= AL
2 e

9J9} Zro] =¥ A7 Eo] Yis) SPSS 23.0 T2

B AFGStel BAA QQIEA, AR B4 9 vE
A Ao, ATRAE Fsh] 9 o
SRR L ER G E

3. Measures

A7AHES ASe) 9 AR Wse) A
AYATOIA =T} o] e HEg
Jo2, A7t £ A9 mEo] shiko] 445
Atk WA, AHEA SAAQF HEE H T = Cameron
(004)0] AAIT A] ALOE TAFAT, FAA 25
T, WAl A4 28, WY A% 38doRE & 7
o] ARGEH AT =aAE] et B Ff, A
PATLE 1 HS W, Kim and Lee(2008)= &
Fop7 Wo] oAl AlFEEo] ths A=
o, AFEH =] thHd] S 1L2str] isto] A
A, BAE, 714 T8 5om ERstel 24819
t}. ESH Kim and Littrell(1999)2 o3 Z1&50] 7|
F= FUisk= g ol 719F HEE AvE, =5
4, Beio} A8 Gol4e] ZulH BeHo 24
SkQiTh. o]of] & AT EIF AH|[AE0] ZAE
stof Thes] S 48] ol29A Hst ohd, Tzt
2 S £AHESZ ol9A FrehL AdeA T
Z o7 obr 12} 5} T} Kim and Littrell(1999)0]
ANERE Ak 5EE 7 Aol BA A sk o
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Aet 489S AMgeto] 2ot Lotel &9 Hl
9] AL Lee(2016)9] AF-E HIEHOoZ HIEE &4
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AS)H FUA0] me et 2 uAEHE 2 Tuiow

78 GAE HE(1=A5 I1€X Yrp, 7= 1& I, 2E
oS Ag3tgon, =45go] 82 (Table 1~5) s ES&E} T3 & 239 g 45 sl

T ARE Age 71 oo r: w2 A
(e]

ot 2t HlelH 58S ol 8e aARHS AXsch A
34 5LYA9] FS Cameron(2004)7} AAISH Al 14
IV. Results o] H=E B fEol a9l 5 308 HAs
L BA5HH. olQle] MeE2 2UZA A AF
1. Verification of measurement variables 2] 1 o]}, QRlE3}ko] 64 olAo R U} &4
A0 oA, Ao A=A 9 HgS gelskar ol Bde 7L AES gRlsto] B4 A
7+ ottt AE % A4 (Cronbach’s )& EA43 2 &ttt £49 Z3e (Table 1~5)9F Zt}
<Table 1> Exploratory factor analysis of social identification
Factor Eigen Variance % ,
Factor ftem loading value |(Cumulative variance %) Cronbach’s e
I feel strong ties to other members in 26
XXX University. ’
Ingroup | I find it easy to get along with people in 79 205 29.23 3
ties XXX University. ' ' (29.23) '
I really feel that I belong in XXX 64
University. '
I am aware of main issues in XXX 29
) University. ’ 25.87
Centrality 1.81 .83
I am interested in what happens in XXX 26 (55.10)
University. '
I feel like XXX University is a good 9
place. '
Ingroup 174 24.85 7
affect | 1 want to contribute something for XXX 69 (79.95)
University. '
The name of university used in survey is not disclosed on the table.
<Table 2> Exploratory factor analysis of attitude toward logo products
Factor Item Fact.0r Eigen Variance % Cronbach’s
loading value a
The design of XXX University logo products are 2
appealing. '
Attitude | XXX University logo products have good quality. .82
tci\;vga;d XXX University logo products have reasonable 7 2.95 58.93 .82
products price.
XXX University logo products make a good gift. 73
XXX University logo products are unique. 72

The name of university used in survey is not disclosed on the table.
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<Table 3> Exploratory factor analysis of perceived university prestige
Fact Ei . bach’
Factor Item aclor 18ent Variance % Cronbach’s
loading value a
People in my country think it is an honor to be 90
an alumnus of XXX University. ’
People in my society think highly of XXX
i o .88 3.08 77.10 .90
PeTcelv'ed University.
university - - - -
prestige The.z alurpm of XXX .Umversny will be proud of 87
their children attending the same school.
XXX University is considered one of the best in 26
academia. ’

The name of university used in survey is not disclosed on the table.

<Table 4> Exploratory factor analysis of purchase intention via offline retail store

Fact Ei .
Factor Item acior 1gen Variance % |Cronbach’s @
loading value
I would like to purchase XXX University logo 94
products in offline retail store. '
Purchase | Products in XXX University retail store are 93
: : .. | worth buying. '
intention via 3.34 83.528 93
offline retail | | would talk positively to others about XXX
store Uni . . .89
niversity retail store.
I would like to revisit XXX University retail 29
store. ’
The name of university used in survey is not disclosed on the table.
<Table 5> Exploratory factor analysis of purchase intention via online shopping mall
Fact Ei . Cronbach’
Factor Item ac‘or 1gen Variance % ronbaci's
loading value a
I would like to purchase XXX University logo 93
products in online shopping mall. ’
‘ Pur?hase. Products in online XXX University shopping 9
ntention via| ma]l are worth buying. '
online 3.28 81.88 .92
shopping | I would talk positively to others about XXX 01
mall University online shopping mall. '
1 would like to revisit online shopping mall of o
XXX University. '

The name of university used in survey is not disclosed on the table.

2. Hypothesis testing
24 wge] A= o

o
o Fa W9 Ve SAYES &

e}
4
o
&t
)
f
o
M rlo

Fo|& AHEYth RE ¥ HAS 1, Hdgh
782 UetTh SPSS 23.0S £ B, 13 #
WA gotr o, olo] tfgt A= <Table 6>
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<Table 6> Descriptive statistics of variables

Variable Mean SD
Centrality 4.32 1.31
Ingroup affect 4.87 1.19
Ingroup ties 4.15 1.32
Attitude toward logo products 4.16 1.03
Perceived university prestige 5.87 99
Purchase intention via offline retail 4.40 139
store
Purché.ise intention via online 3.99 132
shopping mall
off AAI=o] AUt

1) The effects of social identification on attitude
toward logo product

APR1A FAAZE 2aAIFE RS vRE 9T
A5 flste s3] ARAS AAISHAT (Table
7ol AAE Bre}F o], &4
EIAFEH = FOgt F2
B2 1LH(8=.00, p=970), WA FA=
Blo] HAog FoJgt g vA= AR YT
3L(B=.18, p<.001), YA 4
Lol folgt A FFs vA= ALE YT B=

a0
it
b
N,
i
ot
fu
=
Y
o

A AN WA ASTE

A et gL ¥ SoHoR W 4 goit,

Y49 AXH Swzt Beid AF4o]

A 2RAE] et BEst RolA AL o
O

i
Kl
:Ol:ll,‘

i

s Lo
AT & ok w3 JUT AEGS HUT A
uoh 2RAERES 0% Fd G WAL 2

oz uyebgtt oo Hlazb 71Z4=low, H1be}
Hice AAEH At

2) Effects of attitude toward logo product on
purchase intention

EaAEl et H=rF ezl Bl 2l E
< 5% Fuiejzo] vA = ¥ ASSH] HstAd
S ARAS AASIT B4, 21AE0
gt Hes Il 71 EFAH(8=75, p<.00)Tt &
el 7' EE(B=.66, p<.001)= BTt FHjof=of 2
T A2 FF=E A= AL® YEbg ol H2
o H47} A A ¥ loH, oof Hi3t A= (Table 8)°]
AAE o] At

3) Moderating effects of perceived external
prestige

2AARAS S ALd digke] 94 ol

o
kol A vjAEe 2EAHE HSoIAT 1A
ZH =& FHF5 45K mean-centering)$t =]
£ ZIAEFHER, 2EHFE AZdE gy
oz, TelT FusE oxslel AYE B
FHoEs A% & 2EaNE AuEYTH
4450 2w, Azt tighe] 9F A2 =
IAEE RS} ekl Fujow 7+ TA ] 9l
287 B S Ao FelHign, FAHo,
(Table 9yl AA|E H}e} o] 1A oA = A|EE]
w2 QI 7, 20N Az dhste] ojF o4
< =Yg A3t RPgro] 52201910, 3@AoA 2
DABRE A2 o] 9H o1 7] Haa
& WHE FUsjel APl 25%2 F7HHt
(F(1,561)=4.082, p<.05, R*=525). T3}, A5 283
o] BA o0& §0oJ5la](B=08, =2.020, p<.05) Az

<Table 7> Regression results of social identification on attitude towards souvenir products

Dependent variable Independent variable B t R’ F
Centrality .00 .04
Attitude t o ok
itude towards Ingroup affect 18 3.45 16 35.24
souvenir products
Ingroup ties 26 468"

*

T p<01, ™7 p<.001
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<Table 8> Regression results of attitude towards souvenir products on purchase intention via offline retail store and

online shopping mall

Dependent variable Independent variable B t R’ F
Purchase 1ntept10n via offline Attitude toward 75 27.08°" 57 733,37
retail store logo products
Purchase intention via online . . .
. Attitude toward logo products .66 20.69 43 427.95
shopping mall
™ p<.001
<Table 9> Moderating effect of perceived university prestige
Dependent variable: Purchase intention via offline retail store
1* step 2" step 3" step
B VIF B VIF B VIF
I Atti - - -
ndependent titude toward 93 1000 | .91 102 | 90 1.067
variable logo products
Moderator Perceived university prestige 107 1.052 a1 1.099
Attitude toward
Interaction logo products x Perceived 08" 1.051
university prestige
o zsz 2
R 599.330"" o P
AR () ( ) (5.239) (4.082)

t p<05, " p<01, 7" p<.001

| thote) 99 ghaol 2RIt UL SISty
th. glot 2o Anke AiQle] &3 TSt 214 o1
o Tty AAYSE 2IA R B vt on
2l GBI ZIAEL FoskaA sHe o
of w21 ol B ATk 2 ek of
o H3o] AA\Hgick.

4) Moderating effects of online shopping
frequency

shREmro g, B Ayl el &1 wEo| wet
EnABAE Lokl A4S B FohelEo] ol
L 9P Hol2 AHFIA STk B UA,
2 ATl eelolg B¢ 43 WSS $H02 ol
HE7} 22 Mo olg WEst e 3
shetck S0 ot @ e Leel 44 WEL 39
ulgro] 579, 35] o]4o] 43%= LEkEoH, o] 7]
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g, Aol SAHeE
2706, p<.01) 2% 43 ¥l 2
gl oo 7ko] BAZS %
2 Ak &, (Fig. 2)ofl AAJE Hiel Zol, 222l
4% RE7t 5205 28Rl Fulord] nAe g

ol AT Aow H4e & 9tk ojo] H57 A

foJstod(B=.66, =
ZIAEFH L 2

;5! EZXJO_‘:_}]O

LA e Hist 2uAEEHE # o=

B4EGAT

o9l THE 7t BAZ ofBA 2FSH=A Lo}
B3, gebel &3 Mt A=} Lokl 7 EE
2ol M) Ul 7t BAZ @A 2EGLA B
ok £ 7Y % Ane g 2
A, A2E FUA e H9IRLAL 1] 9
3 goRdAn, 954, WYT a4d. BIT 3

AEAeH, E443 = (Table 10)7} 2t Az & 370 8<lo] F&HUeH, s 4
o, e 25 e AMe 2aAEE =
V. Conclusion A T2 vA= Aoz e 53], yid
AEL 2AAEH R0 7HE R 9= A=
& A= AEA FLAVE ZAAFH =S} ) ALz Yeyt ol Sl 2aAlE] digt 224
oo mAl= FFoll tsf AHEJYT § Hoprt A A HE=E olEo] W7l AsiA= ARl LA A
Zrel tiste] 93 fjio] AFH et exeel Hx FEolof Bttt AS & 4 Aok kA, AFA 5
WA S22 Eol27] Sfoto] Batdfetolt 4 3}
I 919 JeAge SN B2 47
; . £ A%e WA 4 qlck. shao] g ojiAle] 13
Purchase 4.5 o Online S, S5 HAS ARG E BRI L A=
;:‘;fﬁ;‘; ﬁiﬂi‘éﬁ S71RH 20A1Eo] it 38AR] HEE olE
shoppng mall 1 9 % 9 Ao AT WE, ¥FHS 214
25 FHzo] Fo% FFS AR Rots 2oR =7
ek A54L AXH SwelA Figlo] AHale] A
° Low High AAFE A7) 99 F483F RO R kot A
Attitude toward A2E T AY9 TAYOoR HE AL F A=
d, W40l ZuAEREe] $ojF FFL lRA
<Fig. 2> Moderating effect of online shopping 23t 212 A7t AFE d AFA QY Eo] #F
frequency 7] oje] glo} 24 Tjsto] A TofshA] Perha
<Table 10> Moderating effect of online shopping frequency
Dependent variable: Purchase intention via online shopping mall
1™ step 2™ step 3" step
B VIF B VIF B VIF
Indep.endent Attitude towards souvenir 1267 1.000 126" 1.000 112" 1257
variable products
Moderator Online shopping frequency .07 1.000 -29 2.148
Attitude towards souvenir
Interaction products % online shopping 66 2.425
frequency
R* (F) 226 226 '(2)?8
AR (F) (163.118 ) .000 (.301) (7.'322**)
p<01, 77 p<.001
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