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ABSTRACT

Because of consistent growth of the outdoor-wear market, many outdoor wear brands have im-
plemented diverse marketing strategies to catch consumers’ attentions. This research was started
with a purpose of examining sponsorship marketing and its effects on outdoor-wear brands.
Future research should be conducted by modifying and supplementing the points that were not
considered in this study. The factors used to analyze the effects of sponsorship marketing on out-
door-wear brands were brand attitude and purchase intention, and the study used questionnaires
collected from 396 men in the Daegu-Gyeongbuk Province. Analysis of the data was performed
using factor analysis, independent sample t-test, ANOVA, and cluster analysis. The study result is
as follows. First, there was no difference in sponsorship-marketing attitude, brand attitude, and
purchase intention according to the level of information consistency. Second, there was a sig-
nificant difference in sponsorship-marketing attitude, brand attitude, and purchase intention ac-
cording to age, income, clothing expenditure, and spending for products. Third, there was no
difference in sponsorship-marketing attitude, brand attitude, and purchase intention according to
the shopping orientation group.

Key words: brand attitude(EHAE H %), outdoor wear brand(¢}-£Eoigo] HHE),
sponsorship-marketing attitude(FH=HAE EH &),
sponsorship marketing effect(F A ® &3

137-9).
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S AFse AHE o e 4 Y, A Aelth, 4 a¥e FAge & 24d, 719 A
A 7198 B3 4uAe BAE oL F e F 4, AR Y 5 oA EopollA FEHT 3o
AuA Yol glon 53] FAnA gL HAE o]n H, 7199 FduiAY SFol gl Aeded H
A8 At Al B3t w2 Aol o] FHIol 7HE ElAe 71EXNE ZustA AAsior & F
e ofxLojgo] HATA Hsdte wiAEA 240 Aty oy, gy 4 st Fx A
grolth, Koo(2014)2 FUvAIES “wiAlY 7% At b At olslBAAE AEAZ EGA o
Stz 5 oWlEE A - ZAFOZH oHE o3 A2 H G (OReilly & Madill, 2009).
AA R o mte] § Z2E wAE &8sty SdrAE S 199 AFE A, BAEZ ofn
A" AFUACA RS E4sEe 907 A FE, A AGE AT F Tl FHFHAY
Aol Th QS nHAYy &9on(Ludwig & Karabetsos,
NPl FArAY S mARASOZ S8 1999), FnpAl e FF L HALO XL P AT
EAoZE A F 7HXelt AAE, HAE ¥ Toll A(+)e dFL m AT 3 H(Park, 2005).
AFE QAL Aoz 93 HAE ojmAE <4 T3 FAduAY 52 719 v, AFE 7 9
ANE Aotk A, BAE 2 AF on|x 7 T3 AR Fost AAE A YT FAch

82 o A FAA ovA FEH% AE AF (Joung, 2002),
ol st BATe] A olvx @joltt, FAAY BES AuABY FFol avA}
AANY, FATAYBES /199 I B4 B AAsks GPel U@ APATEE Johar &
A 5 9 mToth 8 ARFel A4 # Pham(1999)S AHABHS AuAEol /gl
gouy /9 ouAE AN £ Yo, o AT T vpAY BES YRAL 9 FuE Q
= 59 Aol YL PAYT & 4 AtCha  Aske RN BA AANTEE (0ol F
& Heo 2008) N olelA AEES] P, WA AAFFE ¥

Cha & Heo(2008)= FAuHIgel e e (9 9% 449 /49 ovA F4e 73
AMAES /9% DA o@ Aol Holusl  #Bo] wrhw shainh
93, ol FRE F7E olojAw FFHOE aMAEA FUE A¥AFe FAAY @
WA ZARTE Sgor, F9 EREM B4 Fol Y BASS FABFE BASG v
£ MR, P OAE S5 Q¥ vhlY BEF RES 59502 Prishe

Jin(1995) 5 FAUAYL Fal FHA BAS W), s)pAFel 1E HAS Fus BAN e
AUAE AT NAEL oW e B HAS Ao 2WASES gRATF FAuAY 252
FHEE A BOEA AF FUHEAA olofA  wolEeld genhy stk oldd #AMel ¥4
L ERE Y S 0T S HAE FHE bIY 8F$ s HAsd ge 3483 Ha
L oavA SHelN 2 o F9 wAR 85 @ Dol @ auAe] 2RA Uy Base o
BIAEE AL THFoRH Tl Ae 2eHE  SIEE PAANATL sArHKim, 2011)
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4 298NS dAsar Bgton, AHE ASE 3% WAYBYS
FTARAGHE QQEA A ot 9 o AR FAHJAY FAGsA F4gdF J
T AYE T upA"EE 89 IHF 601028 S HAT EHE Q99 THY 6472, 209 MH
el on, 2919 dwde] 7512%% "¢ =A Hol 7190%E "% =A UEwnon, AE AF
Uebgen, AT AFes 9522 UHLANS & © 998 HIAEGE R AR FAHAY
B Aoz BAHQT FAGHA FU8E A FAvbY S5 FrE 20 BAAR A
we F el HE 20 Tigk 620, 899 o3 FAE Awe THIE 29 Teg
Awgoel 7753%% W w4 JEseH, A= 4403, 2219 Ayeo] 7338%=2 vl§ EA ety
Ase 9582 HAYAANS FHT ZoxE BAY om, A& 74]—’?%3 9302 HAdAHS SR
Ak AoE FAHJY FAGSHA FAEF JAE>
Ty EFe ‘HAteEE 89 E44Ad FuioE 209 Ffrzk 4403, 2219 AR Hol
Aets] FUEF JEE HAT " 2999 Af 73383%E v =A YEReH, A& AFe
7 6.208, 2919 Aol 6898%E "¢ EA Y 9362 WAHLdAGES gHg 74°E A A
<Table 1> Exploratory Factor Analysis
Standardized
Factor Question Loadingt
1 2 3
When I shoppingm I like to spend the time and look around 492  450] -.191
1 shop even if I there be no plan to purchase 7401 .002| -.097
fﬁe\;etrelrif there is no concrete plan, I like to look around the shopping m o084l -203
I feel better after going shopping 723 190 -.267
ple'asure* If T shop when being depressed, I feel better 816/ .100| -.186
oriented I enjoy a shopping so that I can expose to the wind and the person
can see .843| .093| -.113
I like the staffs and told one 713 1201 079
shopping I enjoy a shopping because I can get product advice and information 722|126 103
tendency I enjoy a shpping because I can meet the person .696| -.038| .252
il;lozr;:}z; vt? ir;o\‘fe:tutthtehetiizods of which the quality is bad when o079 827 000
price- |l buy the goods considering the previous purchase experince -.010| .856| -.004
oriented |I shop you'd like to have so that I can know product price 173|  .692| -.033
E)enslty unZE?y’t}Ilepiizizi which I will purchase is determined as the 089|785 135
shopping I regard a shopping as the time waste -.064| .060| .867
non-pre- |A shopping is tedious -097| .018| .885
ference | A shopping is the really trifling thing -.045| -.023| .893
Initial eigenvalue 4.855| 2.810| 2.639
Accumulated dispersion 30.345(47.909|64.401
Cronbach’s a 905 .897| .883
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£RAFLARAAT Thpol 1 o4 2D AL ¥ A BEY JRABY FE
& puggen, AwHow 2ARATL 05014 web 9 oY BE (A2
oW FEF FEOZ ALY 04R% KT RO 2ol7k gk, -71%
2 gt 1 2% 2343 292 = 4 L2 ¥ A BE JRARAY FEo
g 7b 20 W g BF 189) 4856, 28 Weh HAE HEel B(+)He Aolvh
Q) 2810, 3290 263 HAPs FEsgom, ek -7
4 RN 6% GErgTh AE4 A% A HA1-3 59 v Y BES ANABY SR
A%t BE BOlOR WAARYS FUF ACE whek Frhom] F(+)Hel Holst 9l
2aslth £919 29 EAE FAT FHsd o 717
T, £%29) 2912 b FAE Bysgon, 43
39 292 &% MASE WRSHAT 1 &34 P AAAT Kim(2011) 9] 93

A= Aus BAR e AE 2

Q) %
=
9RAF FAAY B

HAE L 25g LekselA
2. TA0FEe M2 daY =0 m2 Bevy @ AFAe] HFe] BE, £ AFE T}
FHOFE 23 % 7

J o] olfToldlo] BTN FduAY &
Bl

o
<

TAvHAY 259 HJRIAA FFA w2 T Aol A rle] 7= BATI} HH= HHe}

oA e BE, CHAZE R )’ zpo]iAl S TouAY BEel Aol e Aol A

ol APRAL AND A3 WL 09 BAASE gy age wos goz 2 4 o ages

frolg Aol vehbA @itk ol FduAY B AT A% ARE RS A9 FAvAY

259 ARaud FEel WE PAIE S geg g 4% BASe) 24 (Concept) H2.

BADEY L ‘FujoEe] PFu| WA FAHCE S 59 HATHES TR @B 05

AR AolE Rold wob FA BAY 5l B g gene gzg aqn

CUR=R5 R = B R ey R =Y - P Ro 0 =l - PARS DS

BHN YIS WA WEASE E AL s, SHsws)

AT A e g e T o] o] QIS KOS

o e ‘TrAYE RS BT e

B FAuAE 2% NEd 2AE ouAe A ) 4% WE FAPIYHE, BA=Y £,

BA@A] fio] mE Hek kel A (+)H Aol R BRI

of gk A 7HdE BFE J1A4EATG Ay W EduA L LT el

{Table 2> The difference analysis according to the information consistency

Group N Mean SD t

) ) ) Alpine-Club 198 2.9104 1.23585

Sponsorship marketing attitude - - - - 1.142
international film festival 197 2.7703 1.20147
) Alpine-Club 198 2.9580 1.09014

brand attitude 998
international film festival 196 2.8467 1.12429
Alpine-Club 198 2.9650 1.14915

purchase intention - - - - 1.595
international film festival 197 2.7798 1.15829
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5 oatelE FotR7] 8] WREAMS AASA A ARE BEE A ZerE Ak
I A3 AR AFde] mE FARAYH L o]9} Zro] Fab TFe] AFe Ao AN,
o] Ao 500 Hetel AulHoZ =A YERS Akets) & o< 317 o}9- 1= 0] ¢ o]
™, 20th At 300 FerellA HFgte] 27H0E Bacrt = *4 Y &3 #al s
Vel A deE A JElY FAHCE foe A ¥ o2 200 FJod 0d Joo] ARSHE
ol g HATHp(01). AvAke A wE ‘B o o =4 FA7 JEd AL H|zpo] AF
W= Ao 50t ek HFgkel 3254 W FAuA e e &} AE & F
2 AdHeE A dewmen, 20T 300 At} ol of ol BEAEES T wAHE
kel A Hghol 288U 2 ey AuHoez v Lo 39 g Hole 500 M A%
A ety BFAHCE {8 AolE HATHp05). = BF Al nAY A A=A
oy gt Ade dAHol H2 500 el ASel o2 fFo% A%E d& F Zreth
AoHo R Avzte] Aol wE TYnpA E
T BEHEEEY tig Qo] woe As ¢ 2) &5 39 4 FAvA"HE
gtk ol FY SaelTe] E¥XE AWERGS BAZHE, T
W FAe s AHUIE w2 500 Heel g 4 AE FFd BE SdupA R AL E
HEEG 54 5S4 "o APsion, 4ot HoZ f9 o]7} QoL ‘HAL T'E 40
3 55 3 o] dow, old BAT A F3t 5009+ wEk Aerol A HFgko] 321E AthE o
e 4oty 34 EF3 22 4 nAY &5l A Jehgom, 6007 o] ide] HekelAM H
ARAY FEE BB WS AWol AAY VWA o 1912 et HRHoz WA et FAY
S2 ¥4 wHAY 2l dsted Fay AU 2 98 2olE YT pd0l).
(Table 3> ANOVA Results for age
N Mean SD F
20s 79 2.7389ab 1.26183
Sponsorship 30s 127 2.7731ab 1.26957
marketing 40s 93 2.6445b 1.04107 4.197%*
attitude 50s 70 3.2787a 1.23524
Total 369 2.8293 1.22323
20s 78 2.8134ab 1.14319
30s 127 2.8521ab 1.11341
brand attitude 40s 93 2.7861b 1.02835 3.031*
50s 70 3.2575a 1.12380
Total 368 2.9044 1.11012
20s 79 2.7205 1.16331
30s 127 2.8444 1.12000
purchase intention 40s 93 2.8151 1.12328 2.573
50s 70 3.2114 1.23470
Total 369 2.8801 1.15995

*X05, *#pX 01, ***p{.001, abed: LSD
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{Table 4> ANOVA analysis for income level

(won)
N Mean SD &
Less than 2 million 74 2.860 1.132
2 - 3 million 176 2.806 1.241
. 3 - 4 million 67 2.834 1.292
marii‘;fgor:iﬁu o 4 - 5 million 29 3.038 1.049 1015
5 - 6 million 17 2.8382 1.127
More than 6 million 16 2.331 1.601
Total 379 2.818 1.225
Less than 2 million 74 3.051ab 1.052
2 - 3 million 175 2.889b 1.138
3 - 4 million 67 2.882b 1172
brand attitude 4 - 5 million 29 3.218a 905 3.068%*
5 - 6 million 17 2.856bc 925
More than 6 million 16 1.912¢ 1.049
Total 378 2.900 1.117
Less than 2 million 74 2.935 1.108
2 - 3 million 176 2.806 1.189
3 - 4 million 67 2.985 1.271
purchase intention 4 - 5 million 29 3.174 838 1.259
5 - 6 million 17 2.754 1.057
More than 6 million 16 2.271 1.323
Total 379 2.867 1.167
**X .01, abed: LSD
o]8 3 AdE 400-500%Hd mgHe] 250 e kel 1882 Adoz vl Yetgth(p(05). Al
20-50th el FeolAM FHHeR HIAE HE F 7HE FEA wWE BAEEHEE 200
o e Aol Brhe AL X & YA A5 £ Wl Y@ 10099 v QU PRl 3002
Fol WE U A¢E BANCE §%  AWACE HA usmow, 20099 ww Pgel
Apol7k Gt FRE%S 1892 A vheht #91% Ao B
(p0D). AE TS $Eo] @ FroEs
3) olxEAFE Frlul g FEd wWE ‘F 1005k wivk fHebe] HFaghe]l 311E AHAHLR
FHARE S, THAZA ] T = 2] B vehtow, 2009 v Hge] Haghe
o}9To]l AZT Fujule FFo] WE Fniy) L95Z A et #o13 2ol & BATH(p(05).
HE T, BACHE ‘%uﬂelzz WA S A A E ol thFe AFZolA 10097Y WelA Tl E
Az AF T g FE BE FARARHE & At s Ae & 5 U 9, 2008
o] 7A%o] 10099 ©lwk Here] PFgho] 3122 A vjgkel gkt 2009kl el Huke FAvAIE
Ao A Yehgon, 2009 vig Yol o ELHEAEHE e B MRS 1R, 4
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(Table 5> The ANOVA analysis for outdoor product purchase cost

N Mean SD )
Under 100,000 wons 44 2.650bc 1.384
Under 200,000 wons 85 2.986ab 1.172
Under 300,000 wons 110 2.916ab 1.122
Sponsorship marketing |  Under 500,000 wons 62 2.862b 1.195 ) 104"
attitude Under 1,000,000 wons 55 3.125a 1.231 '
Under 2,000,000 wons 11 1.886dc 1.241
Over 2,000,000 won 4 2.761c 1.081
Total 371 2.885 1.211
Under 100,000 wons 44 2.608bc 1.235
Under 200,000 wons 85 3.065a 1.119
Under 300,000 wons 110 2.995ab 1.006
) Under 500,000 wons 62 2.383b 1.048 5
brand attitude 2.702%*
Under 1,000,000 wons 95 3.023a 1.114
Under 2,000,000 wons 11 1.899¢ 1.195
Over 2,000,000 won 4 2.888b .968
Total 371 2912 1.108
Under 100,000 wons 44 2.695¢ 1.185
Under 200,000 wons 85 3.054ab 1.160
Under 300,000 wons 110 2.861bc 1.159
. . Under 500,000 wons 62 2.902b 1.150 )
purchase intention 2.174*
Under 1,000,000 wons 95 3.114a 1.053
Under 2,000,000 wons 11 1.954dc 1.350
Over 2,000,000 won 4 2.666¢ 1.154
Total 371 2.896 1.164
*X.05, **X.01, abcd: LSD
BORE A7 g 9nrt gle ACE UEkth 4. AH|XIS| AWM S ElEH| wE g1 2
e AESoM Ha 209 mEHEE Ho)
1009 PR E AES THEE AL & £ doel WA FATARHE, B
9, 0% vl AFL Frhste AyFel 4 HE THAE ANE Lohus) A 2REHL
A wo] Hys= AL & 4 9t oS wigro AAstF o, +¥E AP 2erdo wet 319 +
2 o}pEel HATNE FAvAY g 3w ASE BF AUS A 1HEE &3 271K @
9 ol AFES wWgoE dvw gow ay 0 — ARSE W4T S¥PLh=11y) e WY
29 2MASAAN BAE HEEE Y 5 g B0 A ZHES &¥se AL Feksa, i
T, BAE AL Ay FAHA HUT ol ANE FAEH g FHed &F e EXS
o &7t 7l E, ol FIHOE LujztA] o 7H7 HEo® 'ty B H(n=109) 12t HH
old 2 9oty A= stAth Al 3T £dse e ste BAS
M Ao g ‘a¥ €238 Ad(n=142)'¢12 |
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(Table 6> The cluster analysis according to the shopping tendency group.

N Mean SD e
The realistic type group 113 2.135¢ 618
pleasure -oriented The spare time type group 109 3.202a 690 SL844+
The hatred type group 142 2.532b 778
Total 364 2.611 .820
The realistic type group 113 2.607c 709
price-oriented The spare time type group 109 4.008a 527 146.285**
The hatred type group 142 3.708b 685
Total 364 3.456 872
The realistic type group 113 2.197b 673
shopping The spare time type group 109 1.651c 554 997 T04¥+*
non-preference The hatred type group 142 3.267a 607 '
Total 364 2.451 .920
#5001
(Table 7> The difference analysis according to the shopping tendency by community
N Mean SD I3
The realistic type group 113 2.8835 1.24925
Sponsorship The spare time type group 109 2.8907 1.07550 088
marketing attitude The hatred type group 142 2.8316 1.33821 ’
Total 364 2.8654 1.23369
The realistic type group 112 2.8957 1.07639
brand attitude The spare time type group 109 2.9497 1.08966 073
The hatred type group 142 2.9061 1.17450
Total 363 2.9160 1.11683
The realistic type group 113 2.7600 1.15839
) ) The spare time type group 109 3.0049 1.17229
purchase intention 1.223
The hatred type group 142 2.9014 1.18504
Total 364 2.4515 1.17373
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