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Abstract

Sportswear brands in particular have been intensely competing to get an opportunity to prove the value of their
new technology and products through sports sponsorship. The purpose of this study was to examine the relationship
among sports involvement, the attitude toward sports sponsorship carried by sportswear brands, brand equity, and
purchase intention of the products of the sponsor’s brand. The study was implemented though a descriptive survey
method using a questionnaire. The sample consisted of 455 men (n=289) and women (n=166) in their twenties,
residing in Seoul and Gyeonggi area. Data were analyzed by confirmatory factor analysis, correlation analysis, and
path analysis of structural equation modeling. The results revealed that sports involvement has an influence on the
consumers’ attitudes toward sports sponsorship performed by sportswear brands. Also, the sports sponsorship
attitude of consumers had an influence on the brand equity and purchase intention toward the sponsor’s brand
products. It was notable that the attitude toward the manner of sponsoring of the sponsor than the contents itself
of the sports event sponsored had an influence more on brand loyalty. Among the component factors of brand
equity, brand loyalty showed the biggest impact on purchase intention. Considering the results, in order for sports
sponsorship to be more effective, sports involvement of the target market should be considered more carefully.

Keywords: sports involvement(Z>2= HA1 %), sponsorship(Z>EZ A1), brand equity(2 = X4, purchase

intention(5*2j 2/ )
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Il. Review of Related Literature

1. Sports involvement
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2. Consumers’ attitude toward sports sponsor-

ship
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2) Attitude toward sports events
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3. Brand equity
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1. Research model
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2. Research hypothesis

1) The relationship between sports involvement
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and attitude toward sports sponsorship
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2) The relationship between sports sponsorship
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3) The relationship between brand equity and
purchase intention
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2001; Meenaghan, 2001), 2ZX419] 2 o] o
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3. Subjects, instrument, data collection and

analysis
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IV. Results

1. Reliability and validity of measurement instru-
ment

1) Reliability and validity analysis for the vari-
ables to measure sports involvement and attitude
toward sports sponsorship

AEZ Polwol AZAA ZHFEO] AFA T
EFAS A5 Y8l 828X (factor analysis)Z}

A - A

135

AF &= EX(reliability analysis)S

DA B uhe} o], A%
2A4g 2o N4 e 7

AA|E19T. (Table
T o} AZAA]
q4a, 57 o

2 3" A~x= o, 374 i‘%% a :[LA—]Q ~
=, 3709 adlem —Eﬁerﬂ‘zit} AR ﬂoqg £

AE38}0] Cronbach's a 482 0.94, ~3EA = 0.92,
OHIE % 0.88, FAEAF 81.11%=2 H| LA =7
e, ARgO] et gl Aes dSHY.

2) Reliability and validity analysis for the vari-
ables to measure brand equity

HA= At 3R] A=A g
A}, 47 FEOoE FAE B AL H
AA =, AR =2 374
K 91=9] Cronbach’s

Séni

el
A=y

(Table 1) The result of the reliability and validity analysis for the variables to measure sports involvement and attitude

toward sports sponsorship

Standardized |Commu- Vanange Eigen- Cron-
Factors Items . .. |(cumulative bach’s
factor loading| nality . value
variance) a
I like to talk about sports. 0.91 0.84
I am interested in sports. 0.91 0.85
Sports I like to read sports articles on newspaper and to watch 33.56
involvement | relay broadcasting on TV. 089 082 (33.56) 403|094
I know well the rule of sports I like. 0.87 0.78
I think sports are attractive. 0.83 0.75
I think sport sponsorship sponsored by a sportswear 087 0.5
brand is helpful for the diffusion of sports culture. ’ ’
Sports sponsorship sponsored by a sportswear brand
makes a contribution immediately to the improvement 0.84 0.77
Sports event | of public sports. 2791 | oo | oss
attitudes | Sports sponsorship sponsored by a sportswear brand 0.84 031 (61.47) ’ '
contributes to the improvement of sports athletic performance. ' '
Sports sponsorship sponsored by a sportswear brand
contributes to the improvement of a sports event in its 0.81 0.81
quality aspect.
Puma sponsors various sports events consistently. 0.85 0.84
Sponsor Png: Z?Ilzlsé;rgly sponsors sports events for the improve- 081 0.83 19.64 s | 0o
attitudes i : @L1Y | © ‘
The management environment of Puma is stable and 075 077
large enough.
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SH|Ae] Az PojE7p Az AT T et Axx

Yol HAS A4k L -

(Table 2) Result of the reliability and validity analysis for the variables to measure brand equity

Az

Brand Standar- Commu % of variance Fioen Cron-
ui Items dized factor nalit (cumulative fl . bach’s
equity loading Y variance) va a
I feel affinity for sportswear brands sponsoring sports. 0.88 0.88
I am willing to recommend to others the sportswear brand
0.84 0.88
that sponsors sports.
Spart I ud of what if 1 hen the product is a brand 3200 352 | 094
loyalty am proud of what 1f 1 wear when the product 1s a bran 078 0.83 (32.00) . .
that sponsors sports.
I use the products of brands that sponsor sports more 075 0.80
often than those of brands that do not sponsor sports. ’ '
I believe that the product quality of brands that sponsor 078 0.8
sports is better than that of brands that do not sponsor spots. ’ '
I believe that product design of brands that sponsor sports 07 0.8
) is better than that of brands that do not sponsor sports. ’ '
Perceived - 2726
quality I think the products of sportswear brands that sponsor (59.26) 3.00 | 0.92
sports are more popular than those of the brands not 0.72 0.79
sponsoring sports.
I prefer the product made by brands sponsoring sports than 071 031
the products made by brands not performing sports sponsorship. ' '
I am well aware of the fact that the Puma sportswear
. 0.80 0.81
brand performs sports sponsorship.
Brand |1 can distinguish logos and symbol n.larks of the spon§- 077 081 22.62 249 | 084
awareness | wear brands anmong those who are performing sports sponsorship. (81.88)
I know well about the products made by the sportswear
. . 0.75 0.75
brands performing sports sponsorship.
aZpe BHE 2471094, HAE gk 092, B 979.377, 7}ol AT 1% ZHASE=2.977, RMR=0.09,
A= 2]2] 0.840|H, & HA HAIEE 81.88% H| GFI=0.865, AGFI=0.833, NFI=0.926, RFI=0.916, IFI=
WA A et ehgAI Aol UFEAG 095, TLIF.9RE ZJEA a4 S5t 9]
(Table 2) ujRol, ZHYT ehaol shug How B

=3l

3) Reliability and validity analysis for the vari-

ables to measure purchase intension
Fof olw Aol AFE A eldA] AAA
3}, (Table 3)of] Uebd viel o] {27} 1 o4

ol 7| FEor HgE 1719 89or 2F
= olcth BAF HAIET} 80.670 % v WA =7 Lhe}

7] g2l efd/gol 9= eH, Cronbach's @
ol 0.94=2 43| Fol 1 AFAE YFEHAUH

ARz FoE, AXE AEAA, HAS 2pAkT}
T Q% ESHFE g g QAEA T
ol @ QlEAS AT Ay, FlolAlF (1) W=

2. Discriminant-convergent validity for the mea-
sured variables

A2 T, AL 2 AEA
Joll o =A3rEo] T -
At} 4123, (Table 4)0f 7

Aol HiRt frefehEo] FAH R
7] w2l FEERgAdol CQZH‘”D} E3 EAF
o] WHdwAde AAs] SdsiA HaaE=
(CR: composite reliability)@} |7} AHe 4~ 9l=
BAkO] 37|15 Yehle HHd-EAEEZ(AVE: average

E)'

bl

|, BHs
jeR

1=
’éw
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(Table 3) Result of the reliability and validity test for the variables to measure purchase intention
Purchase intention Factpr Communality Cronbach’s
loading a
If it is in the same price range, I prefer to purchase the product made by the brand
. . 0.94 0.89
performing sports sponsorship.
If I have to select, I am willing to pick up the product made by the brand sponsoring sports. | 0.94 0.89
If the quality is similar, I will purchase the product that performs sports sponsorship. | 0.93 0.87 0.94
I feel lesser risk when I purchase the product made by a brand sponsoring sports. | 0.91 0.84
When I see the same products that my favorite sports player wears, I want to
0.74 0.55
purchase them.
Eigen value 4.03
% of variance 80.67
% of cumulative variance 80.67
(Table 4) Results of the discriminant-convergent validity analysis for the measured variables
tems Sports Sponsor Event Brand | Perceived | Brand Purchase
involvement| attitude attitude | awareness | quality loyalty | intention
Sports Correlation coefficient | 1.00
involvement | p-value
Sponsor | Correlation coefficient | 0.30 1.00
attitude | p-value 0.000%#*
Event Correlation coefficient | 0.27 0.71 1.00
attitude | p-value 0.000%** | 0.000%**
Brand Correlation coefficient | 0.32 0.71 0.63 1.00
awareness | p-value 0.000%#* | 0.000%*** | (,000%**
Perceived | Correlation coefficient | 0.33 0.75 0.63 0.75 1.00
quality | p-value 0.000%** | 0,000%%* | 0.000%**| 0.000%**
Brand Correlation coefficient | 0.33 0.62 0.53 0.64 0.79 1.00
loyalty | p-value 0.000%** | 0.000%+* | 0.000%%* | 0.000%** | 0.000%**
Purchase | Correlation coefficient | 0.36 0.67 0.59 0.71 0.84 0.84 1.00
intention | p-value 0.000%*%* | 0.000***| 0.000%**| 0.000***| 0.000%**| 0.000%**
CR 0.85 0.76 0.83 0.68 0.91 0.85 0.86
AVE 0.54 0.50 0.55 0.52 0.72 0.59 0.55
#40,01
variance extracted) #r-& AHE3SH A3, C.R. Zkol 0.7 A2 Ty} AF2 AZAA HEeF 2l

o4}, AVE7} 0.5 o] 4fe.s Lje}

L
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(Table 5) Influence of sports involvement on attitude toward sportswear brand sponsorship of sports, brand equity, and
purchase intention

Path between variables Nor(l:-iaéli(i?regized p;t}?nggéfﬁ:m S.E. CR. p-value
— | Sponsor attitude 0.33 0.371 0.05 6.38 0.000%**

Sports involvement
— | Even attitude 0.29 0.300 0.05 5.72 0.000%**
— | Brand awareness 0.60 0.514 0.15 3.89 0.000%**
Sponsor attitude — | Perceived quality 0.69 0.559 0.14 5.09 0.000%**
— | Brand loyalty 0.84 0.680 0.13 6.72 0.0007%#*
— | Brand awareness 0.55 0.521 0.12 4.58 0.000%**
Event attitude — | Perceived quality 0.45 0.400 0.13 343 0.000%**
— | Brand loyalty 0.32 0.287 0.14 233 0.0207%+**
Brand awareness | — 0.18 0.195 0.07 247 0.013%x*
Perceived quality | — | Purchase intention 0.26 0.302 0.11 227 0.023%x*
Brand loyalty — 0.42 0.495 0.07 6.23 0.000%**

2 7=282.153, p-value=0.003, x %df=1.283, RMR=0.062, GFI=0.959, AGFI=0.925, NFI=0.979

Eport Sponsorship
Attituds

raind Equity

Perceived

Event
Attitude

Mots)

il SR TN
All cosfficients are standardized coefficent
—> Hypothesiz sdopted

(Fig. 1) Results of the structural equation model analysis

RMR=0.062, GFI=0.959, AGFI=0.925, NFI=0.979% 1) The influence of sports involvement on
UER7] wj&oll BmEgo] Agst Ao YebaL, attitude toward sports sponsorship performed by
o] A3tE v o R 7S HAstA ek 7HEEA sportswear brands

A= (Fig. D o] A= ik 7H 1.1 “AE = ol w T} AZEX | gl H
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ol BHe dFe v Aol eh. EA A4,
SEZ Pt AEA B Abo] o] HRI}F H(H)
o] Whapo] 71, BAH0R Golokgl o HR(C.R=6.38,
p<0.01) A=Ak

7Hd 128 “Ax= Borrt AX= o|HIEo]
i3t ezl H(h)e FFS nlE Aokt &
A4a, Axz Hojeel Az oHE H: Ao
o AR7} GHH ol FAHOE Sol5He
S HZ(CR=5.72, p<0.01) e ek

webA] 7 1 eElo], 2ulAe] AEE
olle7h Axzgo] HPES Axx AFEAA H
Sofl G WAL Ao Uedeh. of AEx
SERNA B SIAE A o]ME} vlTo]
Aol HAAQ] TS B Aue AT
Hoj ot vjtlo] WAIA S AT EIE ol
Q09lo] Htlal 3t Meenaghan and Shiply(1999)2]
FABE AN ek, ek LA Fo] AF
of % - FHH R HolR 1 AN o
8] =822 =& 7FA| H(Bennett et al., 2009), &
HoIE7 B4E AEAN ) © 59
EE 7HAA Ha, AEAAT HHE 24
A AABHKim & Lee, 2004; Levin et al.,
Ha Age] #93 YAsn ok

N |

2

N2

)

)

w2 R
o ro |y

Gl
-
3T
2001)=

2) The influence of the attitude toward sponsors
on the brand equity of sportswear brands per-
forming sports sponsorship

7Hd 2-1& “2EA BE=rF HRE QA=
(D] JFL 02 Aol glek. BAAT, AEA
et A AAE Aole] Azt (o] Wi
0|1, EAFHoR ©0]5}9 01 Z(C.R=3.89, p<0.01)
Zje) = k.
7P 2-2+= “AEA HE=TF F4 Azl B(+)9
e v]2 Folth ek, BAAT AEA g}
A A2t Apole] BR7E F(He] WapolaL, BAH
B 0l3}9] © B 2(CR=5.09, p<0.01) He=] ok
A 238 “AEA HE7E ERE SAE] A

=
(B FFL v1A Aolep gt $4AT, AEA

Bl BAE 24w xbo|o] AR} oK+)o] HFEF
o)1, EAAOR 905190 HF(CR=6.72 p<0.01)
A e =] ek

a4 - Ao 139

wheba] 7 27F e o], Az AZEAA]
Ao 2z o] HRETL AEARA Y
Holl Al avAFEoA ojF HEO R H|FHX|L
=7t BRE Aol GFE nAle Ae® ey
o} o] Ak AEA 7)ol e 203 Q1 2o
HAE gzol 34w F3S r] k= Kirmani
(1990)2} Johar and Pham(1999)9] A-1A1E XA
shal ik EFE A &AQ1 AEAAL AH[RFE
A ol A=, o2 7Y vl BAA 2
HHog QAE= Ayl glo] Bl A 4
o] H8FS v th= Amis et al.(1997), D'Astous and
Bitz(1995)9] A tZzbete wehs o] sfal gl
b AEARA O A &AJolt AT, Az E
AL 9ol w=Ests AL} 22 AEAY Hes
BHE 2pibo]| f-ogt FaFE vA ™, AEA S o
o B Pl AaHAre] Az ol
< A= Aes siAEh

20 N o

3) The influence of the attitude toward sport
event on the brand equity of sportswear brands
performing sports sponsorship

74 3-1& “AZZ oHIE Hirl HHE ¢
w0l (el JaL A Aotk w4 AT,
2x2 oPE EEol BAE QA E Aol A=
7h el oln, gAKCR fojsgons
(C.R=4.58, p<0.01) $=Zo|A A=t

714 32k “az2 OMIE BErt #4 #)Z
el & vd Aoltp ey, BAAT, A%
2 ol feol F4 2|7} Aole] R ()
of Wefolal, BAACR o5 o 2(CR=3.43,
p<0.01) A== qlch.

7Hd 3-38 “Ax =z oHIE vt HAle A4
Lo A9 FFE mE Aot st #44
AXZ OHE HEQ HAHE AL Alo]o] A=
7b FHe] WEFolal, SAHCE fosiflons
(C.R=2.33 p<0.01) &A= A}

weba] 7 33 e Eo], Ax=go] Hlls
7b Aot axzx AEANL] YEof et aH
A B wr} HAE ko] JFL vlAE Aoy
ko, of ATt YT gL AxzojE
AEAY 3 FHHY Lu% S Folo
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HYE ojuAeh FHEE And 4 Ut

(2002)¢] AF-2IE 2

Ko

i

4) The influence of brand equity on purchase
intention

M 412 “HRE QAR Fuelwe] H(+)
of gakg wA Rolcprgick. HAjdn, HAE 2l
Awop ool Afole] 27} F(hel Wapoln
FAACR {5l o 2(C.R=247, p<0.01) A
e 9ick.

7 425 <Azt B4 FojolEd] ()9
JgL mA Focpgk. B4R, L Azt
ool = Aole] 27} Kol el A4
o2 Jo5lY 0B Z(C.R=2.27, p<0.01) A=}

M4 438 “BAHE FARE Tl H)
o] JFE n|A Aol ek B4 AT, HAS F
et rjelE Aole] Azt el el
Ao 998490 Z(C.R=6.23, p<0.01) |
o=k,

waka 714 4 AEEe], Axage} BAs
o) A9olE HAUE AAbo] F4:5 AvAe] o
o|w7} folAls Ao ekttt o] ARt T2
Sol gk oL o] ko] A o] Fthe] H]s|
AN gt A4 {BE L ) oJwr) o
E}L A3 91 7+(Kim, 2001; Seo & Kim, 2001 ) Zx}

ARk giek, et A Aek Fae] B =
A= o]u]| x| e} Fufj Q= of| 2}o]7} lth= Shin and
Lee(2003)2] A AT}e} Wb o] 53 glck. uf
2] 2Zzgo] HAO Aoz HAS 24
I BEHE fHx U FAZI SHFe
2 aulzte] prjelErt gobd 4 9
et

V. Conclusion and Implications
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At gl o ef ol YRS vAE ASE LER AR, 2322 2EAM ] gigh Luja; gwer B
oF 2, ARl A QAE Axzx AL A AE AR dFE vte HE e o),
HHEO] AEA st Axx AEAY AAlC] AHAQIAES wojob & BATL e SE2 9
o Bl A= oJHIE ek o W2 GF o] AlFoly on]A] Aet dadt Feols A%
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