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Abstract : This study sought to provide basic data for soccer clubs to establish efficient brand
strategies by verifying the structural model and effectiveness between domestic youth soccer club brand
identity, value, and loyalty. Therefore, parents of members of youth soccer clubs in Seoul,
Gyeonggi—do, and Chungcheong—do were selected as samples, and 372 copies of data were used for
the final analysis. Data processing used the SPSS (ver. 21.0) program to analyze frequency and verify
reliability. In addition, the brushstrap BC method was applied to verify the effectiveness and
significance of confirmatory factor analysis, correlation analysis, structural equation model analysis,
and the effectiveness and significance using the AMOS (ver. 20.0). As a result of the study, first, it
was found that the brand identity of youth soccer club in Korea had significant effect on value.
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Second, value had significant influence on loyalty. Third, brand identity had significant influence on
loyalty. Lastly, value between brand identity and loyalty showed partial mediated effect.
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Table 1. Characteristics of the subject of investigation

Classification Items Frequency(%)
. Male 339(91.1)
Child gender Female 3389
U-8 118(31.7)
Participating groups U-10 170(45.7)
U-12 84(22.6)

Participation classification Player class 116(1.2
Hobby class 256(68.8)
Table 2. Contents of the survey tool
Variables Sub factor and Contents Number
Organization 5
Identity Human 5
Symbol 5
Reasonable price, Wise choice, Effectiveness, Service,
Value ) 5
Educational value
Loyalty Attitgde 3
Behavioral 3
Characteristics Child gender, Participa‘t%ng groups, Participation 3
classification
Total 33
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Table 3. Results of confirmatory factor analysis
Standardized Cronbach’s
—— regression weights — . CR Deleted Total
Ethical club* .937 181 .956
Coaching steps 918 216 32.730%*** .957
Change and challenge .904 248 30.966*** 952 800 .956  .965
Good reputation .893 275 26.074*** .960
Community pride .949 136 37.004%** 951
Special charm™ .839 314 .949
Toughness .826 354 19.993%** 951
Lively 943 124 25.367*%** 949 789 935 953
Personality .925 152 24.468%** 935
Enthusiastic .940 127 25.194%** .936
Logo and emblem™ 934 .186 946
Image aimed .880 333 28.312%** 953
Uniform color .905 249 30.831*** 942 767 950  .959
Overall atmosphere .873 323 27.711%** 953
History and Tradition .945 156 35.908%** 944
Reasonable price™ 874 .265 .960
Wise choice .903 201 25.551%%** .954
Effectiveness .926 168 27.114*** 956 816 .954  .963
Service 911 191 26.088*** 951
Educational value .946 110 28.513%** 951
Happy feeling™ .686 246 767
Educational needs 747 255 13.135*%** 890 .731 .741  .803
Important meaning .870 153 12.835%** .701
Purchase intention™ .887 .196 .877
Information acquisition 929 117 25.695%** 924 803  .862 917
Recommend others .850 269 23.244%** .903

**%p.001, x*=525.942(p=.001), d=278, x*/d~1.892, CFI=.977, NFI=952, TLI=.973,
RMSEA=.049
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o] x’=11.621(dE7, p=.114), x*/dF1.660,
CFI=.990, NFI=.975, TLI=.978, RMSEA=.042

Table 4. Results of correlation
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1 2 3 4 5 6
Organization 1
Human .642%* 1
Symbol .590** A458%* 1
Value 132* .093 212%* 1
Attitude .055 .067 .086 .125%* 1
behavioral 134%* 131 177 167%* A401%* 1
**pd .01, *p<.05
Table 5. Results of structural equation model
e df 2/ df CFI NFI TLI RMSEA
11.621(p=.114) 7 1.660 .990 975 978 .042
Table 6. Results of hypothesis test
Route Estimate S.E t Hypothesis
H1 Identity — Value 169 056 2.996%*  Accept
H2 Valuet — Loyalty 185 .027 2.166* Accept
H3 Identity — Loyalty 173 .028 1.985* Accept

*#* pd001, **pc.01, *p<05
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Identity Value
Direct effect .169* -
Value Indirect effect - -
Total effect .169* -
Direct effect 173* .185*
Loyalty Indirect effect .031* -
Total effect 204* .185*

*p<.05
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