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1. &

Wate] F2 AYFYAA 52 G457 A FSUAN 229 YHSL Gy Mug
Al A S8 A9 Adz wgstn dote dd 2L g BANELS s
(733, 1999). 2003'd (A ) AdAe FLe 579 P7x Lojus wa
Leug EUste AL 539 631 Hoz Yl FFol £2E zast= A4l
Uebd 2oz "ok, UHE, 2001).

HPAANA AF FoFFol ZFL AUY AFoIMRE vAHo] wAs gri=
AHdE ZolARY vtE AFo] WelAY Y ARHAL 4A w30 B 5 9L o).
e g& e on) 19009 2wRE HIAHQ TR FFo Exisin Ao
HARE B dE olulx wE)e] Eojylon, 19984E vFoE @ s el
=W thgto] ojulx] FZHo] ALEE Hl&L o 5009 Y TR olZn 9= Hom
BAED ok (A9, 1999). Ed 2 gz E O Fu 2 TRuZ HAs 39
oM BAE 89 ol o2& EXE suUs Roz deEgg. a2y ojad =2y
e} ojmA]l THE A diF T =YL AdHoln wrHo|ojx FTHE Huo
eke oAl g WwEE dE 84S AFA Ein o= L w1 Jri(FAE,
1999). F7A3(1999)= dig =AY @F vHESdY dAd sl Fule fiEtso]
AES T 233 FRBFoE7 Yot onE Fystasd 1 dAHo] Adgm
A A8k gl

U sty olmx FEHE Y A TR FAS AW, uAE(1991,
1999)& digte] ojvjx] FHady o)A FA4 Ao BE ATAA Awk 7|<folA
At&e) 2 CIP (Corporate Identity Program) 7H'd& &35d UIP (University Identity
Program)& A<tstgich. UIPR didt 2319 AAdoz ulist FF9 ovpedo A4AA €
et xpdste st @) ojm A& wmae},

el ojujx] geize 2 £ e dE B UFSo 1 Yot Y 03 M =
3FE Ae =28 FAE E 98Ut gk, o8 @ olnx <(image wp) Ao T
dze F3 %e8%, 2¥2EF, oWE, F;, dguzygr o =
R=d(RFE, 1991, & AFAME UIP 859 Q8o g 24 2% = g9 7q
7HeAd & Polnuz o},

etel A¥ 2 ge st o] FAHLRY olla uige|Re ARUHE uyite
INBE woled Sl Be 98 @ Aoz dadn Q. =3 gty A¥xx ge
W T A& sty 24T dAddx Bge 98e ud oz dyac.
=We dfaEo] iete] FAAYL P n AWo] glo] Y mUlsm Q= BB
A Fgol o@ T2 AU dre}n @ 5 g, 53 49 v Ysoz Ho
Fhel el 719, $RE, FF 5L ddog /F2AHL #en Yk EE . 1999).
Nexdel A 71RAEL 289 JRYALE ARY o oo B4, FY, 72w
oAl §& F2 8oz 1YsE Rod LA rH(Cook & Lasher, 1996) . 1 5
Ekel ZAdz HAAse) A% wd Rez sgHE gE ~¥x "y dre
Z1RAbE e 718z dEdE FHAHA e A Aoz YA

°b FuleldE diate) 2¥xx "ol AYAY FAY At el b ssg
44 WIOAYNY HeA 13
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fel Ay APgdFe AY AFIAY, 439 Ayl oY 2¥x g9
AFAR(BALY %5 57 AdA fFXo B IFE vAE R ZAMEUR
(Murphy & Trandel, 1994), =% Tucker & Amato(1993) I8lx McCormick &
Tinsley(1987)2) @rojA uid 232 g9 4F& AN FY+E FB(SAT IF+E
ZAR)NE 4gg nAE Aoz YEldr). oo & Ao digte A¥x Y& UIP
3o d@goz A2¥x WS ¢ didhy FAA BHY A4S dotrEed 53] 9,

2. o2 W7 & A7/

2.1 719 AAA (CI: Corporate ldentity)

A4 (Identity)ol@ fef A, Asde ol E3] 2Roje JFgeEAN
A7l FQA(HER—#, self sameness), UFJ(AH)IY BIA4 2 dd4, 283
FAR(FAA )L EFuh(Balmer, 2001). Identity?l NI ZZFo|g& RoldAE
Organizational Identity(01)& v}Al®] Holol & Corporate Identity(CI)E @AFHolA
2.3 gtk 019 CI 5% ZA 9 HAAold HolxEs #Hetg Folakxgt, Ao njdx
Aeo] 73 duAde Clo gA4d JdA Hn HgF9 dug AEE Fxc.
slAE A AEE v R nABEdA AES B, L THE T WYPLEd
AEE B=8AT(0lines, 1989), oA 1819 ZAES(Organizational
Commitment) =& ZAYAA (Organizational Identification) ¥ Q7 (Ashforth & Mael,
1989; Dutton, Dukerich, & Harguail, 1994)& T3 Z A3 1AANEIe A v
2348 =19

g ‘1}1}‘:—"— Cle 2 249 FAHYEY FF/2AHd 24& F2 Y& a1 A%
553 EAojmz JiYd AP dle AgHoz ojf Fa5Y o8 FERop FA
b4 Yool Wedctetn F38: Uti(van Riel & Balmer, 1997). van Riel &
Balmer (1997)el 2l&d 7lde 1Y AGAEL Corporate Identity Mix (CIM:
communication, symbolism, and behavior)& AugozX HA 7199 A4 (actual
corporate identity)® FF&= 7192l A A (desired corporate identity)®o] Az}E
%% -’F Aot Fxstan Aok,

€ FAEL Clo d&] M2 g Fg& e AT R Foolr FFHA
AL CI‘“ z4g AMNEA FAFse Aolgts Holth(van Rekom, 1997). HA A&
o AEo o AANHE AL /M5EA REY O FAse dF P4 AL
2874 44X 4& Aold. wElM |ALE HAE 1 A7) ofdzt o AEo] 9vE=
Ay FHeol},

Clo Ade zaggalsl 7 A AFHL a8 AAAHY 2P 23E& §F
19 FAAHY 4L B F9& Ao, AZAH HAMA (Visual Identity) IF9
WHe AAAde REoln, uiF B g R =2e EHEoln, =39 EFE
71071 9dg @) (Abratt, 1989). AAZ L JIAEL JIgd dE Fud

M 1o
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AAYE BE7) s J1dels, 231, A7 & o8 AHEL AFHez
A&t 9ot

2.2 Wi FAAAY T2 3F (UIP: University Identity Program)

LFE(19D tske) oulx] YA QUw} olujx] F4 Heko] B YA ARE
Edz T4 714l A& 29 CIP/HE S F489 UIPgte $018 22 A48 4.
EE ZAAE FFY vhEEo £ o E A7) HF &F L o sEd, a9 gL
8%g oluA(imaging)olgtn T}, T ol zAMs FrjHA 2xe Ao}y
ol #FYE 3l AL oluNHE(imagement)T T FZoh(widd, 1990). B Z
thate] ojmAME HFe FFoR FoF digte] T TFL A FozH oAy
o ¢4 Ade g e g A gty nfAol HE 4L Fngss oig
AR A & =yetn AT,

3ol AALUDoIYE eEste FAMdoz daFFo upezo AR Eojsty
AEstd dtage] oA & E5d, Fule thtELS iz 19979 FukRE UIP AE S
Edste 2ok $4HA wAY FFS AT, UlE 7199 CI8 dige A 435q
ko] ojujxg YR Adnlae B, NA, 44 52 FYdFgozH gle|Hql
oAl ddstde= A& guidd. AT I o Yigsol AIYH, 2u &
Azsts FHAE Boli ed ol ovx YL 5T 9ig gudd 4ExE
Sd3ste Aoty ¥ 4 .

kel ojmAl £HE A viAY ¥F Ygoz RAH(199)= UIPE A
Agozg FH3H vlAY EE(Integrated Marketing Communication: IMC)Z #|otatalch,
UIP: 2% o2 74849 d#dde 5L AAZ dgd: AdA IMcEISYT
AL AdYE Aot 3 £(1999)2 LubHQ) 7ol HLHL IMCe AdH EL
etel 83t digte] IMCEHE AAEATE. mATol AAE e IMCE P =
AEH vtAGR 29 4po] digtolats B d HulA2zAg 13y PE F718 AL
FEEtaitt. 3P% AlE(People: ©gte] FAUF FF), HAH(Process: nKHHYL
XY a3 e 94F358), 28 824 FA(Physical Evidence: 2H A3 7]}
T34 22)8 JtEUch. digte IMCRE)AM EF FEIUVE AP uiste] viAY
gF5og HFHA vAY BF 9o 2¥=uAYL F518 HAo] ¥ AP dFm Q=
ete] A¥= 98 &8 UGG A AGe AAE Yok & F Yot

op ol Al Au & uie} gol o] WEEo UIAYE FXes g duTRe 749
Wi Z2&34 434 1H & FF2 du Yo AL & £ Ao A SdAAy
GRRE oz AT g gzt ostd 2929 60.9%7F RIS MeEE oGy
I Ee] om A7} FolMeti @EJTHAEA, 1999). wad HI ZFuo BL
e UIPE 53 e ouxE wdgdoza $EA S ugITns
SusaAts AFE Aen o, =3 olF AEAFory oIdste] AldHY
Tl 7HeAE Z]Eta ek oo} B AFdqME ZFu ity AFASL gioz
&gt i@ A%y, dig HAe] olF dAxE, a3 gy A¥xx "o g
LAY #AE AR, B8 g s%gda dig Ao i J4, Zan AXx
Hol that dAIZe] BE EHF o U FHIEE Yolr=d AL T 9o},
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2.3 37714 2 29

2.3.1 g8 A& A2 o g AP

2E zASL FAHYEY 24 zFd i dAY A d¥E HAE
245 (loyalty)®t EU(comitment)S HWRE @}, ojRAL g = Popet it
e udy zAx vpRsiAolt. WEge QS AL QYL T A4S digd
P 223 AP 4L FFEc. FPES 4% dige] diF A Zol FAHHR
gaoja 22 @53 AgESo AAESA wadddes AL JdAEHA Hu EF,
AN % 2L dGPBo) i LA E FFE viAa A4EA E Aot watA,
A% gt W 457 T APl B FHEL Y] FA}E oY ¥FE
2A08E D8R dPgME 2X2 8o i dAPE FA4E Aot

744 1. dige] d@ A%zl BAFE 44 ozt 2¥Xx g dg dAFdol ¥
Rolt}.

2.3.2 i3t HAE o A 2¥ = Yol fg Az

B AFoaE g0 AMEE A% dsty HAo) gt 2xxdd thE dAH
oA e Qg e FABAT. 4% Z2H U G Axol A dig AAF FA
ZAA e vHgEs Adre APJFAAA oln zAH o] T} (Smidts, Pruyn, & van
Riel, 2001; Bhattacharya et al. 1995) Z, 23 FALEL =34 dg HA=
Axez FutseE Ao did 1} 2 e CH?_} UM FAHoz dZAdgE
Zolt}, Bhattacharya et al.(1995)€~ ZUAES ez F dFoA £l
ZAletE EHS Aol & Ao AAd}E F ‘ﬁ%col wEgo] gig Aol ¥
Rog FAE AT,

A% digto] tig WA QAL et 9Ro) AlgEo] dige] s o 3
Jesteg gujsts Aoz B dAFdXE 2% digtd g HAE Qo] ¥ A
A% st 2¥x Yol g dA o] Rolgte 74 & AA AT

b 2. A% digte] Uig Aol ¥& AoE AATLE A¥x o] thF PAIFO|
748 Roltt,

&%
29|

° JE rl

23e

m
o K

2.3.3 2¥= go] g Az i FHA=

EA sjolol} g0 wig LATL T g ARe 5F #dFE FH 2 iAoy
age] dRAe FYstn fAE7] 98 x=¥& 7igolA @ch(Kagan, 1958). &
AT ME giat 2¥= "o g AGAES AR EUF Raol i FLIx
2h7e e ud Aoz AL AAEAT. AFHA 2¥2 & BAI e
ate AglAel 4x, 44 A, AAAEY dFAE T FTHHY ¥e
ol gt Msld TE (McCormick & Tinsley, 1987 Murphy & Trandel, 1994: Tucker & Amato,
1993)¢ olol Rax:m glom, ot A¥x €2 ARAe AL dmy, ax
RS0 2ud tiE Fo B2 VHdE F e 01]%%‘:}

74 3. A% U8 AXx "ol g dMFo] ¥LFF EAF Eiol oy FAI=ET}

Chet AZXElOf CHEH Lx|Zol e FR=0) D[XI= & 47




2.3.4 e 2535 A Fdgx

Aol &g TgFo] dd WA FEW FETE ALYoz 0§ AX: PFL
HolA duh. ol @ aste Aes £obo dARe Hg dFolM Bo] Ao g},
Aoz Boldst digs 2 RE AL FHLAEY zHo g 73 YAFL Yew
o g A%y, 2L, 29 T didel A 227 2 JFUL ez wo
e AGAEol 2% disd) o dAPol Frletd 15 TGy HIHoz
g Zols, 259 gl W AIFHQQ EF5L gigte) LHolE gge ua
Zolct.

et FYVES Yoz & ATNA Mael & Ashforth(1992)E Eio] what A 7tol
B EJQAECl gt di@ 7RF 7@ Fol ¥ oz Uehdth. Mael(1988) L
Eao] g Aol Fd FEL 2ol tid FAHA FP ol AYY fx=
AE =Y T OFd PHely F9 FF5 L 2A%T &Ac

7Hd 4. digtel @ 2430 FEFE 2UF 2ad g3 FAAES} 58 Ao},

2.3.5 st PA X i3t Jg gigt FYx

AHREL B0 U AFHY 2FH AN AP NgoEH A9 zolgde
FEA7HE Aol . F, WAool e zAd uWE LTS FAANoZH
AotEF AL FFAAVE Aolh(March & Simon, 1958). Cialdini et al. (1976)<
BIRGOl & (basking in reflected glory)S& HWsly AlgZEe HFTHY a283= AL
B Ao A 4THoA XY 2F5FHE AN RYAsE s Aol gokn Yo

wEbA, 290l Agsn g ddd qE dRzREe Pyo) ¥ Aoz A=
FAEL A A BAE fAsEE =8¢ 84 2 Aoy, 1Y gL =%
Euo] g Fdorols FHHA 942 v]A Hoz dayu),

7 5. &% digd dFd P4l L oz AAVSFE =YFE mwd o
FdIx7}t & Aot}

et
FHox

dA 7

Hb5

a1 47y ¢ a7k

48 AIOPIYNY MeH 18



3. A7

3.1 ZAA

Mg &AA 3709 oA e EFEY(convenient sampling method)ell o}
AgFe g F 25790] HEZRAL] Aoy BAME §HE B 3399 AS5E
A9 2247 (F 1829, oz} 429)9) A8 E HF B XFsct. o ddEEe
18hdo] 599, 28hdo] 719, 38hdo] 479, 18]a 43hdo] 47 ol qdTt.

3.2 ¥ FHET

2 dFoA A" AAETERE dHAEY 219 oigte] i A&5FE A
9 3ted Mael(1992)9) ¥A7 (Identification Scale) 63 (XYZS] AFL o AFolt},
FE7 XYZE vdEtE Yol fig widoz it 5)&, A% digted did @A &
Z2A87] 48t Mael & Ashforth(1992)9] Z =& A (Organizational Prestige) 5% (XYZ&
Fe 94e AT Y, Xze Ao didolt )&, 4% i 23 = g dAFE
Z23}7] 98t Madrigal(2001)9] € A7 (Team identification) 4FI(XYZ B9 HE&
dui} Fo3F7h, XYZ ©ol do] He R dviy Fad7t 5), 2 HEEEY F4
Z g8 ¥4 x5 g =H3E7] st Fisher & Wakefield (1998)9) 28 L#Z(Group
identification) 3&&(XYZol W@ F9& YolA Fasoh, XY A& JdBE #FAst=
AL YolA ue Fes 5)& oL34A. FE I 73 HT9 Likert #HE&
o] &g on AEA EFEE AFdr] sty @A B4 & QAR EE
ojlgstd 2zt wWAEze AFE}DA(convergent validity)d WHEFGA (discriminant
validity)& Qolr gttt AEx9] Az E HFL Cronbach's alphagt& &33Ac}.

4. A3}

4.1 g3 = A= 4

B Ao AAF zdn g ZdF5E7] do #AALIEMA AFABAEHE
ol g38la 2zt A JEEL FASE F3F YS9 HIAHN AUHHE Lolryth
Hols9 AFE}dA(convergent validity)d® @HelFA(discriminant validity)&
AAE7] 95 AA Y2 Y (measurement model) & BAE A3 Hygxs dAzZ EA
veltony, ztzte] A3geso] dig EF QA5 (standardized loadings)ol wi$
foA o2 e (t value: 14.266-19.269) IAFEFZ Aol YFHAT. EF JdFEHES
& Hol T4 F2319 FoA AFE Al A RE FBAA AFEc] FAHLE
$98 F£FoA 18 A el gEeld Aol 9FHAY (Challagalla & Shervani,

L8 AZXEof i3t UHZO| ChE FAZO OjX= HE 49




1996). <% I>o] uYElgl %ol zZ+ W &9l Cronbach's alpha %S Nunnally(1978)7}
A g 71Ea 0.68 WEA A,

E 123239 AdE 2 234 ad¥y 23
% asd W% 34% @ 944 0% Fa9%

st 2%7H(.895°)

0I1 .805(16.697)
012 .802(16.618)
0I3 .760(15.349)
0I4 .783(16.036)
015 .732(14.571)
016 .724(14.352)
uist P44 x=(.868 %)

0P1 .774(15.356)

orP2 .735(14.266)

0oP3 .789(15.771)

0OP4 .755(14.824)

OP5 .740(14.419)

o gAZ9027)

TeamID1 .839

TeamID2 .873(19.269)

TeamID3 .871(19.186)

TeamID4 .768(15.774)

e FYx(.871°)

Support1 .842
Support2 .860(19.060)
Support3 .783(16.405)

* cronbach’ s alpha

1=
#4

4.2 dd=t

b
o

AEAAEY Aate gA AANE <E ol Uehd glon], B AT gggs o] 43
Zb A EY og  2dx94 (unidimensionality)S  AAS A oy QoRA
(confirmatory factor analysis: CFA)& AA&3ct. zZt gAEE 42749 zy4gE
Yeidl= 3= E #718h7] 918kl GFI(Goodness-of-Fit Index: .90K.T Z42 nphal)
RMSR(Root Mean Square Residual; (058t} 2&= njghal)  CF[(Comparative Fit
Index; .90RTH 2% wga), x¥df (F&5% whgA)5L ol st 2 WASS
?@dbbzﬂﬂggﬂchlgﬂaﬁﬂa“ Ad = <FE 29 @,

50 YI=0HAIYNY mH6AH 13



ge FQAEs 23s] AY B2 7 AR WEel HAYEA 12 £3
(perfect)d= A& BT, x* gol B dre) vl gol NERE FHA7A 2oy},
52 A799e GFI, RMKR, Iex CFl Zo] AEE FrrEe BEAsE ez
et

£ 2 % 97998 dAgaqdry 3%

AT GF1 RMSR CF1 x */df
3 A&7 .969 .020 .979 29.354/9
Ha 34 = .952 024 .953 38.823/5
e A7 .978 .018 .985 13.894/2
e Fdd= - - - -

4.3 ZH8A Y

gAxedEs A% vAdAdgol AFH 2 WAS e Hze BA om
Wafoln, ot FE VA ZEAE Yolws] As] ARVARAL AN AW <E
3% o] vehte,

4.4 MEHA

e gAx, dg 24572, 8 A, ¥ oig FH49x1 8AE AtErl A9
FEA S F (covariance matrix)S ol &3d £ AT AMAF FZEH (overall model)E
AR A3 x2 = 271.35(p=.001), df=129, GFI = .909, RMSR = .028, CFI = .963& %+
HARFPol TEHUTH. o EELe PA AFF FRUAA EFEHAA durHd
B2 L A AEEH ¥ 9 9FI0E FEoER Yewgoy, 29 5%
Aol z+ 7S FhsE AL opyEz AZAgd o FAE T A HHY A9

Be Azsa. 24 A7 EDY BA O g AFEY 4L ARE <E oo
#oh,

Mean sd W3 457 did HAds 9 LAY oF FH9=

et A5z 3.719  .663 1.000
e HAd = 4,104  .592 662 1.000
g dAz 3.232 .941 .356 372 1.000
e F995 3.777 671 .668 .684 478 1.000

CHat AZXE(O| CHEH UxZo| L8 FHZ0| DXz ¥ 51




Az AEAF BEFQLA  t-value 1M ZEZ
HI: dig 2572 - & 953 .830 .094 12.235+ A
He: dist A% - o A7 .053 .094 0.960 7]z
H3: & Az — dig Y9 .370 .047 4.698x = =
H4: i3t 247 — did Fd9gx .564 .061 6.557% A e
H5: digt A= - U $Yox .096 061 2.228% A=
*xp < 001

A 23, oigds9 2%uUst A¥= go gid Ay mHE glg A&ze
BAEATE 830, t@d 12.235, T3 g gAx QAo AZASE= 053, tg
0.960.2 Yehgrt. matA, 7pd2(de PAE - g dAMHE 7 AHc. g 247
Y dAZR=.619)9 YL 4238 A JdEgon o= FJAEe distd o
S 22X = go g dagdols B 43S nAE AL 9ujgg,

dAEe 9 F 2o dig Fdoke] gL v godor FAS A&yt
232 go i@ dAFY BEAFE 370(t=4.698), 4% il hE A&z
BEAFE.560(1=6.557), 2 4% ity HAE AXe HzAFE . 096(1=2.228)
o2 yebgth ¥4 An it 945 - i FA9E (R=.082)0] o duync g
dAZ — B FAIE(R=.352)9 et 227 - dd FHE(R=.618)9] A= o]
Y e o7 vy},

Bl
xl.).

5. =9

WEhe) s Fadte A £ g A4S AA 4 Awe AdeA A 39
Aol WstE ofu)doH(F7338], 1999). oG FAolA HGFEL YA FHE 94
det FHo] ®E xS Fu e AL A 9 oAE EAHA giguisg e
ool A ook, 22y g fgse gt M2 oz F2e Fo
QARG Hdex Fsolgts A7AHQA mAY HAFRodE dFaE o]L£3 gty
THEIE IATHQ AT HEse AFE Bolx gl

ofel ¥ AT E W 2¥2 ©€g T uiste AN P ASHE A
o], e ARPES N2 2] g 2573 24 qot] WAol wE 4
TE ZAtstel BB 424 Ot 22X Yol dlE YAZ 283 2P F Rud W@
FUAE @A AR A %,

A7AT, HFPES] &% digtel diE 247 24 gy A¥z gol B
dAZH we FRBA dE Aoz Yebth, aey digt gAe) gig dAe Axa
gl di LA FFE oAA Fe Aoz Yehd, ol FudME dg 2Exo
HE AAEZ7E 95 thetel wls) wa tiste] wdo] Wit zA WAoly & T
52 YRUAYNY H6H 13



HEY HAd g Bol FsHEE LHY%e Ao & Ae: dHds
gAsoltE e Ax=go] did dAY YAdolE dFE vAA FE Ao Yrhg
F At FQ F 2ol gdE FHgse] qF A= 2% digd] g ié—%‘, =%
thete] BAdol g A4, Zeln 24 g 232 gol i@ A BF {FA¥ IFS
ulAE Ae2 Yeii

AYAEL digte] G Fol WF-Zo] HojA 2% i AEHog RHE 31
£53E =42 dgta g E 713 f}li]ﬂrﬂl FA8HA d RAolt}. ofo] £
ArolA Lol WEAES A&t WE A57H L5oiEe] FA0d dE A9

AV did 23 = g9 dA vAEe 4, 22n F 2¥= go g dAzo]
FAEY EY F Bao] dig FHAEE Fotste AL it 22X = ©E B3 g
AR F3Y 715AE gotred EF0] E Holtt. oy wiE A¥ = go AFo 93t
d dA7ZS FREY EY F T FYoA dFE vAhE Grimes & Chressanthis
(1993)9] AFM= Z=ALE vk o),

6. 28

e vige oA g AAYAY dEG T V)5S FHs o s AGAolo.
mEbx ojgre] Ania FA (A, nAY, FGA XA dE 23 Mulx AAFTH
YA Adol =28 4 e AFZE A8 A U1 ke eE AgHo=
43t vAY AFE dAdeop & Aol I digge AXwte Mul~§ ¢
EARAA UWAE ez ZAA/7]E 2vaE0] dig Mulzd did XNE =2 $
AA RE Hol ojAE ANFHoZ Yujof § Aolth. EF AuH|Age WA JAANE
AstPe ofe}t EANE TFsE AU Holn XBHA BAE FFHelor & Aolg. &,
Aol old dige) 7AE =74 YgE sn JF A (Internal Customer)o] HW
gue F71A3 AFHBAE FASE AdoA AEHA A2 AFsor ok, a2
Fozn FAL 4% Uil Ui fmilol FolA diEt #A Mul2y ook Al
AEE & Aoy Y Fox Erod dF IFAE HANY A&HL FHE ¥
Aot (AHEH, 1999).

B dpde dgo] 2uz Fdd AFsE Avla FoA dige] 2¥x Yo 2H&
g, F, 9 2¥x go| ARMES] A&Y A3, A% dyd] diFd AIH nH,
sty 24479 folgAd A 59 AFE B39 dEe AE £39) ojvjz s
4L mHAozH FFHoZE AYA FAdE: d9E B3 F d= A4S
dolm nat &t AR HozZ B AFe tiE 2¥X2 Y& B oy MY &9
7beAE 38 A% ez, dY AFPES Yo2 24 A 243 4%
tate] Aol g ¢4 F& ZAEIY SS9 44 dFg Axzx o gig dAP
283 £ F Zuo g FHhoxe] #AE AHrnA k.

g HZ FU el University Identity AFgdel dgoz sy digte =3,
ntAzE, AW 5 Uty 2¥x @i FEAGozM FAH LvAHAYM)ENAE
e R axng, AFYSoAEL Uy HAHYE nHAE b =8E F Aoz

CHE AXXE0| gt YxZto| Chst FL o 0|Xl= HE 53




AgEr. 223 o 2xx Qe 209 nlATE $9 4ERE B oAy A
oz $4AA £ F2e e FF9) JAHIE AT + A ol

AEHoE 2 AFE FF Bl NAoA Foja Aoz dgd wt i AYAY
2o ndste o digEe AQY F24 A digte] Fu 2 g ojvA] Y&
A A" dEe] Yol Furh @ HAoz Almdn. Y gty MR, FHRA,
2¥x= Bd Fegye FAHLEAdAE B2 AAMEE ATE HAez JdiEHY,
WEoiAe 718 FAARETRE FVHA AABAE FAL, EF FEEAAE =4
F 2ud dig IAE FAAND F A= e ZdE 7 Aoz Judrt,

54 UROIYNY H6H 15



<A EFH>

L7E(1991). W o)A Facle BF AFH A3, FuAF. 13. 37-66.

173E(1999). dEel oA"Y AfUAeld A S8/ AWy, AT, 45, 105-124,

A, AWE(2001). tE olmAl  Fme Fuel #FF A7 MAdEm
20013t = A F 1 ALElE FHoR.
http://www.adversiting.co.kr/data/sem/2001_springsem/2001_springsem_5.htm

HYH1999). AdFT EFo digte] Ay delr). AdAFUANM. 395, 8-14

¥hZ(1990). wlAY @&, WAL,

F7438(1999). Wz viARG . AdAFYAA. 3¥&. 15-19.

o] FF(1999). WiEAHY, Folo] EAUs. AH23 FuIAAEY 274,
fiee Lo g R

Abratt, R.(1989). A new approach to the corporate image management process. Journal
of Marketing Management, 5(1), 63-76.

Ashforth, B.E., & Mael, F. (1989). Social identity theory and the organization.
Academy of Management Review, 14, 20-39.

Balmer, J.M.T. (2001). Corporate identity, corporate branding and corporate

marketing: Seeing through the fog. European Journal of Marketing, 35(3/4), 248-291.

Bhattacharya, C.B., Rao, H., & Glynn, M.A. (1995). Understanding the bond of
Identification: An investigation of its correlates among art museum members.
Journal of Marketing, 59, 46-57.

Challagalla, G.N., & Shervani, T.A.(1996). Dimensions and types of supervisory
control:Effects on salesperson performance and satisfaction. Journal of
Services Marketing, 19(4), 56-69.

Cialdini, R.B., borden, R.J., Thorne, A., Walker, M.R., Freeman, S., & Sloan,
L.R.(1976). Basking in reflected glory: Three(football) field studies. Journal of
Personality and Social Psychology, 34, 366-375.

Cook, B.W., & Lasher, W.F.(1996). Toward a theory of fund raising in higher
education.The Review of Higher Education, 20(1), 33-51.

Dutton, J.E., Dukerich, J.M., & Harquail, C.V.(1994). Organizational image and member
identification. Administrative Science Quarterly, 39, 239-263.

Fisher, R.J., & Wakefield, K.(1998). Factors leading to group identification: A field
study of winners and losers. Psychology & Marketing, 15(1), 23-40.

Kagan, J. (1958). The concept of identification. Psychological Review, 65, 296-305.

Madrigal. R.(2001). Social identity effects in a belief-attitude-intentions
hierarchy: Implications for corporate sponsorship. Psychology & Marketing, 18(2),
145-165.

Mael, F. (1988). Organizational identification. Construct redefinition and field
application with organizational alumni. Unpublished doctoral dissertation. Wayne
State University.

Mael, F., & Ashforth, B.E.(1992). Alumni and their aima mater: A partial test of the

ofet AZxelo] Cf3t Yol s RSSO DX B 55




reformulated model of organizational identification. Journal of Organizational
Behavior, 13, 103-123.

March, J.G., & Simon, H.A. (1958). Organizations. Wiley, New York.

McCormick, R.E., & Tinsley, M.(1987). Athletics versus academics? Evidence from SAT
scores. Journal of Political Economy, 95(5), 1103-1115.

Murphy, R.G., & Trandel, G.A.(1994). The relation between a university's football
record and the size of i1ts applicant pool. Economics of Education Review, 13, 265-
270.

Nunnally. J.C. (1978). Psychometric Theory(2™ ed.). New York, NY: McGraw Hill.

Olines, W.(1989). Corporate Identity: Making Business Strategy Visible through Design.
London: Thames and Hudson.

Smidts, A.. Pruyn, AD T., & van Riel, C.B.M. (2001). The impact of employee
communication and perceived external prestige on organizational identification.
Academy of Management Journal, 49(5), 1051-1062.

Tucker, I.B., & Amato, L.(1993). Does big-time success in football or basketball
affect SAT scores. Economics of Education Review, 12, 177-181.

van Riel, C.B.M., & Balmer, J.M.T.(1997). Corporate identity: The concept, its
measurement and management. European Journal of Marketing, 31(5/6), 340-355.

van Rokom, J. (1997). Deriving an operational measure of corporate identity. European
Journal of Marketing, 31(5/6), 410-422.

56 Y20PIYNY H6H 15



	대학 스포츠팀에 대한 일체감이 대학 후원의도에 미치는 영향
	Recommended Citation

	tmp.1629301323.pdf.Oqcvd

