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oF : B A7k 579 HAC 3i B ARYE Aol HACY 3i BY FRAT AAES
Z&ste] 478 HAC o] /| ARE ABSAA Ak Wt A 3 B E70kE P 4
Fol gt S BROR HYFon, 42199 A2E AFEA A8At. ARAE LA, 1)
gy, Selz QIR HTEH, PRYRY 2y 242 ANGow, BE BHe Spss
AMOS(ver. 21.0) 23S 88k, A8 3, 575} HAC | 3 meo] HIACS A=o] folg
QL mAE Ao tehdth B4, BAS AL Aulz PojdEel fo8 T nAE o 1}
epdeh A, 70t HACO] 3 A Aul TohgEe] GOl JIL lAE A0 ekt v
oz, 78t HAS Bdy sulxt FuE o) BAS ARt FRAC) MART} Ok o= 1}
ehet.

FAJof : 7k ML BE HAC JF, £H3) 2PE RAEY

Abstract : This study sought to provide basic data on the soccer shoe brand strategy method by
verifying the effectiveness of the soccer shoe brand 3i model to derive the importance and implications
of the brand 3i model. Therefore, the sample was selected for those who have purchased soccer shoes
for the past three years, and 421 copies of the data were applied to the final analysis. Data processing
performed frequency analysis, internal consistency, confirmatory factor analysis, correlation analysis,
and structural equation model analysis, all of which utilized SPSS (ver. 21.0) and AMOS (ver. 20.0)
programs. The conclusions of this study are as follows. First, soccer shoe brand 3i model had a
significant influence on brand trust. Second, brand trust had a significant influence on consumer
purchasing behavior. Third, soccer shoe brand 3i model had a significant influence on consumer
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purchasing behavior. Lastly, brand trust between soccer shoe brand 3i model and consumer purchasing

behavior showed partial mediated effect.
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Table 1. Characteristics of the subject of investigation

Classification Items Frequency(%)
Gender Male 393(93.3)
Female 28(6.7)
19-29 years 245(58.2)
Age 30-39 years 113(26.8)
& 40-49 years 47(11.2)
Over 50 years 16(3.8)
1 or less times 104(24.7)
Average purchase frequency per year more than 23 times 264(62.7)
more than 4-5 times 45(10.7)
More than 6 times 8(1.9)
Total 421(100)
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Table 2. Contents of the survey tool
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Variables

Sub factor and Contents

Question number

Characteristics Gender, Age, Region 3
Identity 9
Brand 3i model Integrity 6
Image 9
Brand trust Honesty, Belief,v Meet Bfand E)fpectations, Quality 5

and service, Confidence in the brand
Consumer purchasing Purchasing intention 3
behavior Recommendation intention 3

Total
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Table 3. Results of confirmatory factor analysis

Ttems Standardized —gpoR R Ave —onbachs o
regression weights Deleted Total
Corporate philanthropic* 910 235 .956
Communicate consumers .871 332 27.604%*** 958
Social networks 891 324 29.277*** 957
information
Own pride .866 416 27.222%** 958
Unique personality 861 408 26.816%%* 046 661 955 963
Humanity .886 352 28.7797%** 957
Ethical .813 495 23.647*** 960
Imagine by brand logo 811 476 23.511%** 961
Distinguish other brands .853 397 26.232%** .959
Emphasizes the value* .926 .230 967
Considerate of consumers .889 318 30.300%*** .966
Fulfills commitments .885 355 29.907*** .964
Respect the brand 951 171 30.005%** 930763 .964 970
Dignity .893 316 30.688*** 963
Consistent management 945 169 36.832%** .963
Quality is excellent™ .820 .336 .949
Stylish brand design .833 410 20.643*** .948
Competitive .878 330 22.406%** 946
Price is reasonable .846 359 21.133%*** .949
Solution to desire buying .852 328 21.359*** 941 640 948 953
Convenience offline .840 363 20.902%* ** .948
Easy to buy online .866 317 21.920%** 946
Customer—oriented service 749 501 17.691%** .949
Future—oriented 761 515 18.083*** .949
Brand Honesty™* .865 .299 .864
Brand Belief .825 367 20.907*** .872
Meet Brand Expectations .760 501 18.390*** 884 606 .883  .899
Quality and service .788 429 19.429%*** .879
Confidence in the brand 763 489 18.511*** .883
Continuous purchase® 943 256 .920
price conditions difference .923 292 34.958*** 894 739 929 949
Same quality other brands .920 365 34.589%*** .927
Recommend other person™ 877 373 919
Talk itiv . 191 28.622%** .891
Recorilmetr(ljdpfzitbjyers % ’ o 894739 » 934
other .908 309 26.990%* ** .900

***p001, x*=1078.569(p=.001), df=542, x*/df=1.990, CFI=.967, NFI=.936, TLI=.964,
RMSEA=.049
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Table 4. Results of correlation
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1 2 3 4 5 6
Identity 1
Integrity A485%* 1
Image S520%*  550%* 1
Brand trust 496 * 449%** S16** 1
Purchasing intention JA5T** 0 207**%  195%*F  241%** 1
Recommendation intention  .117%* JA29%* 0 139%*  149%*  659** 1
*#pd.01, *pc.05
Table 5. Results of structural equation model
x*(p) df 2 /df CH NFI TLI RMSEA
4.977(p=.663) 7 711 .999 .994 .990 .001
Table 6. Results of hypothesis test
Route Estimate S.E t Hypothesis
H1 Brand 3i model — Brand trust 675 072 11.458***  Accept
H2  Brand trust — Consumer purchasing behavior 163 130 2.115*% Accept
H3 Brand 3i model — Consumer purchasing behavior .170  .153  2.123* Accept
*#*pd.001, **p<01, *p<.05
2,5, A= x| W 3.2, d7vtd dEAL
2 AFoMde HEZEA(frequency analysis), AFEo] Hdgt Aoz vt 7Hd AF

WagdHdgar 2914 QIR ATEA
(correlation analysis)& AATt t&o] X8
A4 B (structural equation model) B3 =
T8t Biso] 31 nElol gidS HISH] 4
OH FAE® BC(bias—corrected percentile) .2

2 fodS HEen, nE A=A SPSS
9 AMOS(ver. 21.0) =238 -2}

0H= =2 0

3. #at H =9
3.1. H7RHo| Mz W}
2 A7ndgel Agx grHEst, (Table 59 2
o] x*=4.977(df=7, p=.663), x*/df=.711, CFl=
999, NFI=.994, TLI=.990, RMSEA=.001& 7]
Fo ol Ao E YeRyT

ot
.
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wirh
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oﬂF._oﬂ ;_% ] =] 7—]0]1—4—”_,] HH?S_L]. Haﬂc
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Table 7. Results of standardized total effect

Brand 3i model Brand trust
Direct effect 675* -
Brand trust Indirect effect - -
Total effect 675* -
Direct effect .170* .163*
Consumer purchasing behavior Indirect effect .084* -
Total effect 254* .163*
*p<.05
3.3. =73 HHM 3] nEe| St HS 2 AsHr] 97t 2gse] dasioty F3std
Z33 BA=0] 3) By HAle Al 4H] A B AaRE AA&F glew, Kea Ze4
b FofsgE o] f2AQ1 A A AHE THE s A AX3(2018)[14] A
I, ay, & gy gelsh] fgt RAEH Fobo] gt Bei=0o] 31 mdo] AlFo] %jgFo]
BCH 94 HF Zit= (Table D3 2ot = Aot Hars) Aas Sssar it
F5F BAEo] 3 nde B A= 2HA olg] FHEES de=E HYPe AT,
 GFE mA glen, HHE A== &H[F Q14(2020)[5]+= BHE9] 3) mdlly} AH[zp Siaf
TafjgEol APA FFo] U= AR YEE PF 7Fe] JFeo] = AAE EE 2
o}, T3 3 BT o] 3 mdo] AH[Z} Lo Tl 9JolE Axe F= T, dkd Al
Pl HPAQ] FIFET= AHAA FFHo] Tofrz] ¢or= TRk AE ERRIFEE o A
o A5t AoR yeigew, BRE HITAIT & g Qe AqIAE FESH] g kEo] A
o3t Aoz yeht HHE A=l HEEHQ o sith= #HAIAE st Qiot.
NEI7} Q= Aoz yebgrt AX2 GES FHoR HATO 3 nd
ool ditE2 73 HHEFo] AAREY TE R AXE(2018)[11]12 Ef;=9] 317t
22 723L ATEARL JRA, AH[AReRY] @3 A< ZZFole] 344 IS st RERE Axx
/A & JAot S, EZFo] e BEHE Al AlFot= 2u7b Atial st B A
TE5I AE 40 A AAY ez AH|AtoA A7t AAbste H7E At & 4 Qv flo
HolE AlFsh oA Hxg AdE ok= H, AZz &7 F V8RS WeR HIE
AL ougtt. tEo] o|g B9 3 Bl 9] 31 BEE A8t AY(2020)[16]> AAFTE
o] Byt 3oz AAEE A=E Holr= o] A EES /Aol e HAgol Bast
Zolgtal s 4= QA o,z gael 59 AAAES €9 st =
Toh Bilsol 3 eyt HITof gt 7| 2493 184 e BEAS AHS omAR
FZ5I FAer fAgH AF[157F AdRez ALY 9487t 9ok ok
FHoE Z2 ERlofA FAHL] FHoz B oje} Fro] 2 Aol MYPAfEo] FAet
LE FHste ko] 93-S vxa Y= A ANAE T HH, BHE9 3] BE2 HE
< 1T 4 Aok wEpA @ A7t St AEet Avzp FujgFe] 83 g o=
= 7HA A AHE St e AHAREA Eg £ & glon, &5 HAL A HE
AF3AQ BER QIART] fejiE XA Bl o 5 e ZAE AXGIFET A1 gLl
CRbo] ARl AlEE =go] e ez Aot A Q= BAHEE 5517 fl6iA
TETH25] = B9 3 nd g1E9] X3yt dast A
2 Ao s AZ=8E Hazo] 3 md o= Holw, AH|ZCES] AL A oA
S FHoR AFet A5 (2020)[15]1 = BIE P AHAE HEsta o A A9 @
B0l AMAETS] EAglE 25T AFo et = Qe BIE HEF Sylo] IQ3E Fo|ti15,
SOAR]l g P4 AT =53] A= E 20]
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