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Abstract The purpose of this study is to analyze the impact of food corporations’sponsorship activities on
Brand Images and Purchase Intension in professional sport industry in Korea. To accomplish the purpose, SPSS
18.0 Ver., had been conducted with 263 actual returned questionnaires. After the relevant literature reviews and
analysis statistic data, three outcomes were deducted, those are, first, sponsorship factors for food corporations in
professional sport industry significantly influenced on brand image. Second, Sponsorship factors for food
corporations in professional sport industry significantly influenced on the purchase intension. Third, brand image
of food corporation in professional sport industry significantly influenced on purchase intention. With this study,
undiscovered several marketing strategies of food corporations with professional sport of Korea for their future
marketing strategies could be discussed and proposed.
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(Table 1) Demographic characteristics of the
study subjects(n=263)

Characteristic Division number of cases frequency(%)
Gender Man 160 61.9
Female 103 38.1
Under 20years 56 21.3
2lyears~30years 102 387
By age  3lyears~40years 88 334
4lyears ~50years 47 178
Over blyears 7 2.6
Student 103 38.1
Workers 86 32.6
Job Self-employed 45 171
Homemaker 16 6.08
Etc. 13 49
5000-10000won 38 144
10000-20000won S 357
Cost ‘;iteaﬁng 20000-30000won 54 205
30000-40000won 48 182
40000won more 29 11.02
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(Table 2) Configuring the questionnaire

T i e S
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Sponsorship Image raising activities 4
Events contributing 3
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Brand Image 5
Purchase Intention 3
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(Table 3) Exploratory factor analysis and reliability
analysis on the factors of sponsorship
and brand image (n= 263)

Question 1 2 3 4 Cronl;ach s
a_l. 829
a_2. 325
! 874
a 3. 733
a 4. 689

a_6. 274 874
al. 191 173
2 813
a8 105 125
a_b. 075 696

a_12. 188 258 836

all. 28 015 | 2
3 e
al0, 162 a2 |
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4 a3 02 13 18 | 68 60
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image
Variables B SE. B t
Constant 2.208 227 9.734
Communications 213 04 219 3.979skx
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2) ZR AEX MY 4 Jlge] AEMY &
So| ol 9lAl NES &5 i o|=of
njxls @a

m 2E 2 A 914 71908 2EAA B 9

4 71909 BAE ojuAo] WA e EHe] 9

sol ol A% 2.919] B9 RAEE FUWFR £}

o BAE ouAE FEUFE Fqelo] TR

& ANEYen, 1 Ak <Tible 6>3 LT} RS

2152 914 719de] X2 Amx A 2EAN BEol
!

R 2Nz AN oA Al el WA 4
e F wslge 205%E5 AWsta Jon, Fae
1802002 FAIHoZ glF2le] fofdt Aoz el
THp<.001).
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