http://dx.doi.org/10.5392/JKCA.2015.15.12.550

IO-I Ol .u.|-|]|-|

AZx M20| Mxin}

M7l 710| T B

Analysis of Corporate Sales Performance Improvement through Sports
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Abstract

We empirically examined the effect of sponsorship on firms’ performance. Among many indices

measuring a firm's performance, we focused on

its revenue and revealed that the performance

of players sponsored by the firm has a significant and positive impact on the firm’s revenue. In

light of transaction data on sports equipments from its importer, our paper makes the following
primary contribution by empirically examining the short run effect of sports sponsorship. We

believe our findings based on the field data provide strong implications for firms faced with

similar decisions.
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7M1 7199 3YEE S e AUt 22 A8 S F— e Pice
AFe AL 7199 #- &5 Huljol F(+) Driver 295,666 2
9] &S ) Fairway Woods 146,500 #
V2 @ 57 ) dRelA) B Qg AR e
v A ol 7ol B &5 vl A(+) putter 72,000 &
o] J&s Frh wedges 87,333 @
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H 3. Sizes of Average Annual Sales and Order

Average Annual Sales | Average Sales per

between Order between

2013 and 2014 2013 and 2014
Average Retailer | 1,290,000,000 won | 133,000,000won
1% 175,000,000won 20,500,000won
1% Quartile 241,000,000won 25,200,000won
2" Quartile 1,790,000,000won | 194,000,000won
3 Quartile 2,320,000,000won | 235,000,000won
99% 2,890,000,000won | 264,000,000won
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H 4. Total Quantity Sold in the Exclusive Store

Month Quantity
Jan. 61.27
87.67
108.67
154,23
164.40
Jun 186.51
153.96
183.90
170.27
154,78
90.81
Dec 82.37

ofl
ot
X
Mz
1%
o
o
ofo
s
=
X
ol
Moo
o
2 1o m
ofN ofN
it
Ho
QL
&2
2

=
S
=

ot px

o 2 & ot o B
1o
i
o

il

2

of

ol
ol
2,
L
=
X
X

o £
2
e
_?ﬁ,
Ru
B

T o
o o rx‘rﬂ'
&) 4y =
] ¢
2 lriwff
4 2 e
= Lo
E
o du
o 25
fob
= &
it
Ny o
2
o °F
2N

e [/t e e wo

(B oox do
a3

o AF(B e 7 18 AZFskn, F WA

3
il

I
b
it
i)
®
3
il
fo
X
jz
‘Q\
»
rir
L
il
Do
it
o
ofN
ot
ni

A A 25 Wese] A(A)s A

2 2
B
2
(o
fu

2 sl 5 doniy o 93 AEgw,
99 23 44L& Faol heel 4 V& Y
o

Log(Sales;,) = a} —O—ﬂiklpgozlt +ﬂ§klpga20t +
Mipgal, +1lpga20, +
A I_Xt + e,}t o

Sales;; t2oll 2mY ig tlde=
(D)

klpgal,: t=el 713¥ kipga t3|dlA S5 do]
Blo] &3 79l o] b

kipga20,: t2ol 713 ¥ kipga tglollA] 2091 <tol
U dlolel o] &34 T Ao 2t

Ipgal,: t2ol /A Ipga 3]olA] 58 g= A
o] =2

Ylpga20,; t2oll HHE Ipga ths]ellA] 209) kel ¢

R

e
o

E B

A
S the3 Prk A, B4 WG 20y

drhe wgel WA TSl Sel addE 1



554 $I=ZHIxSE=2X| '15 Vol. 15 No. 12

2ko] (heterogeneity)?t EAE 4= U&= 7FsAdol F&
skt whEba] o] 2le] M (intercept)= 2} S
Fel B4 HEE 1 ols LAENEY (fixed
effect) ¥ 2]

g8t 5 ole] AlS| Feh Ropo| A AolE FAlEH]

il

ol
>
tjo
of
of
ol
9
e
A
of
ol

2,
o
ol
rlo
o,
X
B

i

[e]
sfste] Bl s 2ol gleHAI)

B, Sl RPN F& 05T PolE §F B
wgol vl 1elm A7le] wek & WsE nelt
A2 At 57 Ngst B4 wste] WA
AFehe AT, 57 WEEe wald v 4
We WEp A5 2 49 mde] A3wst gl
£ A7 988 B Bebd A0 24 92
& 9lste] 7129

Ipga W3] 9 kipga 3]
ol MgEo] AFE Aute] gujd] s xjo]7t E4)
FHES FEA T

ATE AFE 437t 747 7149 gl ofd g
S vAE A 2 afolo] g wA]g.

upgbx 2= B Ao 275 (robustness)
datr] iate] 4 (2)9 RES Fote] $-2lo 7HAd

3

4% 24 mgow &

AE 7Hdshs oial, =

Toth W29 &2 O5& o] 7 aselM $5 W
il

Log(Sales,,) = a? +Bfklpga12t + anklpgod(] +

mt

E:Ll: 2 ’Y?nlpgalnt + ZY(-% :j}’%olpg()ézoot +

AX .t 6; @)

klpgal,: klpgal,ol 3t gk o] 52 olslRIA&
7H)71E gv] W

klpga20,,, kipga20,°] m-13 mHA quartile A-©]
9 g2 Zte AE 77l gv) ¥

Ipgad,): Ipgal, ©] n-13 nHA quartile Ako]2] Ft
& 2= AE 7HP7IE g ws

Wlpga20,,: vilpga20, ©] 013 oA quartile AFo]

o ez AE 7RIE gr W

. Zat

% 24wl A3 e, 92 #ael F49 A
WA oA 1§ WgEe A5 24l [E 5l
6191 el 510 qlek WA A A 2o A 2
g A [F 51 BFAY, 13 2 BUS 1
Ae A WAS T A 155 WrEe AS AS
Astolt. 14 A3k Seio] A 132 BEE A7)
3o, F 1§ wE shte) 57 Wik BAR0E &
U ASE 2 A0E ekt AF 9, A%
QeI FAsHe 4% b kpgal A 1909 94
A5 571 ol ul, o] 7199e] 2 F )

o2 oF 102069 o1t Ipgacl Al 191ef 193
i A50] A7} 1 ol ), o 714le] B 5
o} 106960 Solbrha e5ael,

M gl

o
rlo



H 5. Model 1 Results

Coefficient Estimates
(Standard Error)

R-sqgaure

0.1023*
Mpgol, (0.0334)
Mpge20, ?(500004783)
0.1066*
lpget, (0.0143)
0.0016
[pgo20, (0.0015)
¥
Intercept (1 07 '06212991)
Number of Obs 1,925
Number of Groups 100
Within: 0.3566

Between: 0.019
Overall: 0.0532

H 6. Model 2 Results

Coefficient Estimates
(Standard Error)
) 0.1532*
Mpgadly, (0.0433)
] -0.0095
klpgo20,, (0.0559)
0.0714
Mpge20, (0.0612)
) 0.0661
Mpga20,, (0.0746)
, 0.0285
Ipgady, (0.0372)
0.2502*
Ipgel,, (0.0512)
0.2561*
Ipgaly, (0.0584)
] 0.0414
Ipga20,, (0.0295)
0.0042
Ipge20, (0.0521)
0.0837*
Ipga20,, (0.0384)
17.5989
Intercept (0.0279)
Number of Obs 1,944
Number of Groups 100
R-sqaure Within: 0.3627
a Between: 0.0017
Overall: 0.0540
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H 7. Marginal Effects for Model 2

Marginal Effects
Segment=0 Segment=1

0.2423 0.2886"
Mpgaly, (0.1939) (0.1024)

0.1008 0.2886"
hlpga20,, 0.1111) (0.1024)
} 0.2550 0.4123*
Kipga20, (0.1514) (0.0921)
} 0.3886 05525
kipga20,, (0.2017) (0.0959)

~01123 0.5373"
Ipgaly, (0.1535) (0,0979)

~0.2270 0.2996"
Ipgol,, (0.2104) (0.0988)

~0.1267 0.4343*
Ipgely, (0.2373) (0.1002)

0.0243 0.6018*
Ipge20y, (0.1386) (0.1047)
, 0.1845 0.3690"
lpge20, (0.2648) (0.0931)
, 0.3006% 0.3258"
lpge20y, (0.1288) (0.0997)
ntercept 17.4852* 0.3368"

(0.0886) (0.0949)
Model Fit
Number of Obs 1,944
Number of Groups | 100

Within: 0.3627
R-sgaure Between: 0.0017

Overall: 0.0540

2139 A5 A3E fAA AatA flste [ 71
Z O mjEe 2719 AelE s ik [E
710 Al5¥ Marginal effects™ 3@ 8)/2o] A st=
a5 #A 25 (kipgal~l, kipga20,~1, Ipgal,~l,
Ipga20,=1)78] wi% =17]9] xfol& A ditt. 19 3)

4& §7) A 4Be A, R WA /2

marginal effect -5, HolHE AlFs &FHA &
A =

fe A

o

i e

N JQ —E‘
=
)

EAHOR frelvlshl teriths A

v. 22

FEes & ATE Foto] 2x = AFEAN ] Gt
el 54 HeE sk 2xx 2EAAC] 71]19
AAatell MAE GEFE aaH R gopry] fste] 2
= Y A ARE ol gatalen, o 719 4 &
FE e AgTh AT AHol 71de] dE &5 )
Foll WA= 9T 24 sl

2
ofl
S

2,
ol
ol

s
(i
Sl

A AAEE Al 7HA 7HE

WE AT AHS ATE A 719 Bl §
F Wbl A9l e Ful, BA, B 4571 909
el Fe AHE ATE 9 ot 799 B
$F el (2] G Fa, A, 1) T3 Al
Fol Fiol weh 1 271l o]} ek AL w
s,

o2 g 1] AFE RE 719 50] o8 4 =
vl ol &grhs olA 1 lelvh ik 2 =R
Yol AEx 2EANS ATPY V189 ERES 1
L AZH) 98 1 B Fole] Bge o

E B o] 2= 4F olvlo] ojs) welsna



rl

y

o J1gEe] 2EAMS whE A3 BT
S

= =

Q= AVNE AFe) AX =z AEAA ] AHA
A =

o

rr

-

fott Ay (B
N

F2 Bool Q5L 2%

|= = H2

£3hE oje} oY Bo] 2 Eale] Wl 4 9
A stel o A Al 4R bsel sl
wiREe 2 B ke Aol tjsled e, 3
A, 11 20) AFE stel, AES] HuE Bt
37 SAstol S T A5l 54 olsle 209 o
of 4T 9 Aol £ neseh A5
Hohe sk o Qold 091eks FAH 11ES
AP 1 ol Y 1NN AT HelEll A
o} wfoluk, weby o] 1ol AFgHA Y thet 2]

7h e /lem ol g-2] Akl = AR o=

=
Stk AR o A delEl N WEE 4 gl vt
2 $eE ol F EROIA UE FS HEel ¥ =
2o] A7k AAH AE BT Bage =

S, 2 24 mgol doles] Akow 54 7]
Qo) vhlY % % 54 A T sk 9 v
AY ol ¥ o] BN mPo] T3 BY W5
53} 71420 #A7} kel o= B4 Aste] A2l
& WojEg 3 2le] @ Zolth A% nho
2ot vg3 YL o) Ax 2o mF Aol @
e A HolHE ATH SYQA SHels) Uk
o) vheto AZje Kopw AEe] 44} g @
of BAZ VY BBl AshA rka ARAE
2e GETh weA o] o] & mio] AsH: AL
of WA Qe 33 ARA Aol

AR, 2 e mYe $Ae] BAg F4 M5
AZo] G gl vjEe] M)A el Aeher
o= 3 55 o] Alel 719 Aste] v A
GG AN bseris 4E aeehd o)t mYel 2
Afoluk. A, o) SAste] A5l Hrrt AT
M g2 HEHAN 7199 1 ool 9L v

e

)

o)

o

A e
u

fd

r_ﬂ
T
QE

® OB o
fu m
o
v
flr
N

3R
£
=
v
>
2
i
i of
Lo,

I ox

Al AR Ko, 5 el EEge

7HA7F itk

o2
Ho
re

o

[1] B. Walliser, “An international review of
sponsorship research: extension and update,”
International journal of advertising, Vol.22,
No.1, pp.5-40, 2003.

[2]1 D. P. Roy and T. B. Cornwell, “The effects of
consumer knowledge on responses to event
sponsorships,” Psychology and Marketing,
Vol.21, No.3, pp.185-207, 2004.

[31 T. B. Comwell and M. Isabelle, “An
International Review of Sponsorship Research,”
Journal of Advertising, Vol.27, No.l, pp.1-21,
1998.

[4] D. P. Roy, “Global sport sponsorship - towards
a strategic understanding,” In: J. Amis & T. B.
Cornwell (eds) Global Sport Sponsorship, New
York, NY: Berg, pp.147-162, 2005.

[61 C. J. Simmons and K. L. Becker-Olsen,
“Achieving marketing objectives through social
sponsorships,”  Journal of Marketing, Vol.70,
No4, pp.154-169, 2006.

[6] X. S. Yang, R. Sparks, and M. Li, “Sports
sponsorship as a strategic investment in China:
perceived risks and benefits by corporate
sponsors prior to the Beijing 2008 Olympics,”
International Journal of Sports Marketing &
Sponsorship, Vol.10, No.1, pp.63-78, 2008.

[7] IEG, “Sponsorship outlook: Spending increase is
double-edged sword,” IEG Sponsorship Report,
January 7, 2013.

[8] J. L. Crompton, “Sponsorship ambushing in
sport,” Managing Leisure, Vol.9, No.1, pp.1-12,
2004.



558 st=ZEIXSIE|=2X| '15 Vol. 15 No. 12

[9] J. Verity, Maximising the marketing potential of
sponsorship for global brands, 2002.

[10] J. L. Crompton, Sponsorship for sport
managers, Morgantown, WV: E.t, 2014.

[11] N. OReilly and G. Foster, “Risk management
in sports sponsorship: Application to human
mortality risk,” International Journal of Sports
marketing & Sponsorship, Oct. pp.45-62, 2008.

[12] T. B. Comwell, C. S. Weeks, and D. P. Roy,
“Sponsorship-linked marketing: Opening the
black box,” Journal of advertising, Vol.34, No.2,
pp.21-42, 2005.

[13] K. Gwinner and S. R. Swanson, “A model of
fan identification: Antecedents and sponsorship
outcomes,” Journal of services marketing,
Vol.17, No.3, pp.275-294, 2003.

[14] N. J. Rifon, S. M. Choi, C. S. Trimble, and H.
Li, “Congruence effects in sponsorship: The
mediating role of sponsor credibility and
consumer attributions of sponsor motive,”
Journal of Advertising, Vol.33, No.l, pp.30-42,
2004.

[15] T. B. Cornwell, S. W. Pruitt, and R. Van Ness,
“The value of winning in motorsports:
Sponsorship linked marketing,” Journal of
Advertising Research, Vol4l, No.l, pp.17-32,
2001.

[16] J. M. Clark, T. B. Cornwell, and S. W. Pruitt,
“Corporate  stadium sponsorships, signaling
theory, agency conflicts, and shareholder
wealth,” 2002.

[17] B. Donahay and P. J. Rosenberger, “Using
brand personality to measure the effectiveness
of image transfer in Formula One racing,’
Marketing Bulletin, Vol.18, No.1, pp.1-15, 2007.

[18] S. W. Pruitt, T. B. Cornwell, and J. M. Clark,
“The NASCAR phenomenon: auto racing
sponsorships and shareholder wealth,” Journal

of Advertising Research, Vol44, No.3,
pp.281-296, 2004.

[191 J. L. Crompton, “Conceptualization and
alternative
measurement of sponsorship effectiveness in
sport,” Leisure Studies, Vol.23, July, pp.267-81,
2004.

[20] N. Currie, “The sum of the half measure,”
Brand Strategy, September, pp.56-57, 2004.

[21] N. G. Mankiw, Principles of macroeconomics,

operationalizations of the

Cengage Learning, 2014.

[22] F. Hong, “Epilogue - into the future: Asian
sport and globalization,” International Journal of
the History of Sport, Vol.19, No.2, pp.401-407,
2002.

[23] Y. Ma, K. L. Ailawadi, D. K. Gauri, and D.
Grewal, “An empirical investigation of the
impact of gasoline prices on grocery shopping
behavior,” Journal of Marketing, Vol.75, No.2,
pp.18-35, 2011.

[24] F. Stahl, M. Heitmann, D. R. Lehmann, and S.
A. Neslin, “The impact of brand equity on
customer acquisition, retention, and profit
margin,” Journal of Marketing, Vol.76, No4,
pp.44-63, 2012.

[25] ]J. A. Chevalier and D. Mayzlin, “The effect of
word of mouth on sales: Online book reviews,”
Journal of marketing research, Vol.43, No.3,
pp.345-354, 2006.

[26] E. Anderson, S. Lin, D. Simester, and C.
Tucker, “Harbingers of Failure,” Journal of
Marketing Research, 2015.



A XA N
A # A(Junsung Kim) 3|
B - 0149 8€ : wEdsu AS
8} ubA}

2001511 39 ~ @A @ gHFod A}

CESEEEEIES RS

A & A(Hojin Jung) g3
<2012 8¢ ¢ w9 ~E A s

<THAEoE> 1 mHH”





