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Abstract The purpose of this study was to investigate the structural relationship between advertising attributes,
advertising attitude, brand image, and purchase intention of sports brand on SNS. For this purpose, 250 valid samples
from the convenience sampling method were used as the final analysis data. Entertainment, information, and
credibility among ad attributes had a positive effect on SNS users' advertisement attitude toward sport brands, and
irritation has a negative effect on ad attitude. The ad attitude formed by the advertising attributes positively affected
the image of the sports brand and the purchase intention. Brand image had a positive effect on purchase intention.
The results of this study may be helpful to maximize SNS advertising effect of sports brands and to identify some
important factors that can affect direct purchasing behavior of sports majors, one of the target groups of companies
promoting sports brands using SNS.
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Table 1. Demographic details of the participants
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Table 2. The results of CFA and reliability analysis

Estimate S,E. AVE a
It was fun to watch the SNS Ads. .928 317
. SNS ads were fun. .953 205
Entertainment It was more fun than watching other SNS posts. 831 738 874 940
SNS ads are pleasant. 851 575
SNS ads provide information about the product well. 876 414
) SNS ads are convenient to get product-related information. .864 497
Information SNS ads provide proper information about the product. .897 335 862 919
SNS ads are a good source of information about the product information. 815 654
It interferes with viewing other SNS posts. 878 531
Irritation SNS ads make you feel uncomfortable. 913 .368 791 902
SNS ads are annoying with excessive advertising. 821 .89
The contents of the SNS ad can be trusted. 819 .567
Credibility The content of the SNS ad contains the contents that are really necessary. 849 443 839 892
The content of the SNS ad is consistent with my knowledge of the product. 788 529 ’ ’
The content of the SNS ad is reliable. .828 534
Advertising SNS ads are good. .858 473
attitude SNS ads are effective. .878 405 779 .867
SNS ads facilitate product purchase. 761 892
Overall, ads feel luxurious. .800 534
Ads seem to be appreciated by others. 829 512
Brand image | feel proud to be able to express dignity. 786 615 .883 927
Ads make me feel have positive feelings. 917 259
Ads are good that the image is uniform. .866 410
| am wiling to purchase. .946 198
Buy' purqhasing There is a possibility to purchase. 931 245 &7 %5
intention When considering purchasing, | will prefer to purchase the products from 860 558 '

the company rather than other companies.

X2=582.519(a=275, p<.000), x7af=2.118, CFI=948, TLI=956, RMSEA=061
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Table 3. The Correlations between measuring variable
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Entertainment 1
Information 702+ 1
irritation =245+ —.203+ 1
Credibility 580+ 606+ —.166++ 1
Ad attitude 591+ 667+ =227+ 589+ 1
Brand Image 569+ B77+* =137+ B57+x 14+ 1
Purchase Intention 568+ 570+ —.182# 530+ 651+ 74 1

<01




el

-

3
o

CR.
3.337 x5+
4323w
-2.162+
4.925%
13.192xxx
2.720%
8.339%

Aoz v T

, ARA, AFAE2 A5A

L
T

SE
057
075
039
070
056
084
097
A

Fo

2A]
=

191
.326
-.083
743
229
813

2 3o 9

Estimation

3l

Z o
==

A

.955, RMSEA=.061

%
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Hypothesis testing
Entertainment — Ad attitude
Information — Ad attitude
Irritation — Ad attitude
Credibility — Ad attitude
Ad attitude — Brand image
Ad attitude — Purchase intention

Brand image — Purchase intention
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Table 4. The results of hypothesis testing
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