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Relationship among Sponsorship, Brand Knowledge and
Repurchase Intention of Amateur Tennis Tournament

Jung-Hoon Cha, Hye-Yeon Kang
Korea National Sport University
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Abstract The purpose of this study was to investigate the relations among amateur tennis tournament through
Sponsorship, brand knowledge and purchase intention. The results drawn through study, First, event contribution,
event improve sub-factors of sponsorship of amateur tennis tournament, were indicated positively influential on
its brand awareness. Second, communication, event contribution sub-factors of sponsorship of amateur tennis
were indicated positively influential on its brand attitude. Third, event contribution, event improve sub-factors of
sponsorship of amateur tennis tournament, were indicated positively influential on its brand image Fourth, brand
knowledge was found to have a positive effect on repurchase intention.
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<Table 2> Summary analysis of Sponsorship

Communication contribution improve
Communication2 368 157 163
Communicationl 348 190 251
Communication3 343 173 216
Communicationd 764 298 140
Communication4 707 258 337
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contribution2 255 834 182
contribution4 133 749 297
contributionl 299 741 200
improve3 229 201 877
improve2 307 215 324
improve4 227 188 783
improvel 134 420 549
Elgen values 369 3.113 2.824
% of Varlance 28451 23.944 21.724
Cumulative % 28451 52.395 74.119

KMO 904

<Table 3> Summary analysis of Brand Knowledge

Awareness Attitude Image
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Awareness2 834 19 116
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Imaged 088 192 800
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Image3 092 215 635
Elgen values 3.057 25.473 25473
%0f Varlance 2.715 22,627 48.100
Cumulative% 2494 20.780 68.880
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<Table 4> Summary of reliability

Variables Cronbach’s a
Communication 802
Sponsorship Contribution 809
Improve 801
Brand Awa‘reness 328
Knowledge Attitude 308
Image 827
Repurchase Intention 810
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<Table 7> Summary of Model Fit

Variables X QUA/dh GFI RMR
796.256
Value (d=356) 2063 839 047
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<Table 6> Summary correlation of Sponsorsship, Brand Knowledge, Repurchase Intention

Communication Contribution Improve Awareness Attitude Image Repurchase intention
Communication 1
Contribution 558k 1
Improve D60 D27
Awareness 373 530 A8 1
Attitude AT Alb#x A0 AB3x 1
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<Table 8> Summary of Model Fit

Path Coefficient t D
H1-1 Communication — Brand awareness 087 1104 270
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