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ABSTRACT

The purpose of this study was to define ‘sponsorship’ as a kind of advertising tool, and to describe its
effects on consumer brand attitude and actual purchase behavior. From previous research results, clothing
sponsorship was defined as 'indirect advertisement’, which has common ad traits as well as the
uncommon ad traits, such as indirectness, emotional affinity, and symbolism, Results from empirical
research using 1,227 data collected in Seoul and Kyounggi Areas were as follows: (1) Television drama
clothing sponsorship was proved to have effects on brand image, emotional & rational brand attitudes,
decision making process, and actual purchase behavior. (2) Each of drama clothing sponsorship factors,
such as 'drama’, role’, and ‘actress’, had different effects on brand memory and attitudes, (3) Consumer
decision making process initiated by drama clothing sponsorship followed two different processes. which
were called 'rational’ and ‘heuristic’. The rational process followed every steps of EKB model, which
explained consumer’s rational shopping, but heuristic model was closer to emotional and impulsive

shopping.

Key Words: clothing sponsorship(2l4+@ 24, indirect advertisement(-%23%37), brand memory (&7}
o), brand attitude(AEEX), purchase decision making process(7ol JAE A 4A),
involvement (<)
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