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Abstract : This study attempted to provide basic data for efficient advertising model strategies of
companies and advertising agencies by verifying the effectiveness of advertising star power of retired
sports athletes in Korea. Therefore, retired domestic sports athletes selected those who were aware of
advertisements selected as advertising models as samples, and 206 copies of data were applied to the
final analysis. Data processing used the SPSS (ver. 21.0) program to analyze frequency and verify
reliability. In addition, confirmatory factor analysis, correlation analysis, and structural equation model
analysis were performed with the AMOS (ver. 20.0) program, and the significance of effectiveness was
verified. As a result of the study, first, star power had a positive effect on favorability. Second,
favorability had a positive effect on advertisement consumption behavior. Third, star power had a
positive effect on advertising consumption behavior. Finally, star power was found to have a greater
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direct effect on advertising consumption behavior, and favorability was verified to have a partial

mediating effect.

Keywords  Sports, Retired athletes, Star power, Favorability, Advertising consumption  behavior
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Table 1. Characteristics of survey participants
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Classification Items Frequency(%)

Gender Male 139(67.5)

Female 67(32.5)

1995 and above 136(66.0)

Year of birth 1994-1977 50(24.3)

1976 and below 2009.7)

Seoul 54(26.2)

S Gyeonggi—do 52(25.2)

Residential area Chungcheong-do 88(42.7)

Other area 12(5.8)

Table 2. Investigation Tool Contents
Variables Sub factor and Contents Number

Professionality 7
Attractiveness 7
Star power Reliability 8
Character 6
Favorability Good, Rate high, Advocate, Dependable 4
Advertising Purchasing intention 4
consumption behavior Recommendation Intention 4
Characteristics Gender, Year of birth, Residential area 3
Total 43
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Table 3. Results of confirmatory factor analysis
i Cronbach’s «
iz regfgs‘;‘i‘if‘i‘f;ghts SE CR CR AVE— 2ot
Leadership ability” .780 497 .932
Goal 861 362 1416377 921
Strong showing .789 557 12.52577 .929
Effort 832 464 1351777 915 609 925 937
Passion 833 390 13.474™ .926
Capacity 178 468 12.352°7° 932
Active 858 276 14.056""" 927
Show interest’ .835 .379 950
Good-looking 763 563 16.764° .954
Healthy 846 369 15349 951
Sociable 885 317 1671977 943 706 .949 956
Energy 949 125 19.064° .945
Humanity 844 326 15.518" 952
Enjoyment 947 121 19.0237 .946
Responsibility” 874 286 941
Have eloquence 868 386 17.600"" .940
Intellectual capacity 761 14 13.852" .944
Dignity 807 565 15472 941
Positive 882 290 19001 24 60T g3y O
Lifestyle 805 593 15369 944
Ethical 825 427 16.025 .942
Sympathy .863 355 17.385°" 942
Liberal mind” 913 .191 925
Humble 819 394 22.198™ 935
Humorous .807 432 16212 936
Familiar 741 436 13857 028 686 gy O
Communication 918 190 21.896 929
Charisma .869 320 19.334" 934
Good” 912 224 964
Rate high 929 175 23.84177 .960
Advocate 977 066 27.8807 8 82 g 968
Dependable 951 152 25366 1959
Purchasing mind” 958 157 961
Purchase of same quality 953 165 32.387°7° .963
Purchase price change .960 139 33282 PL 90 gq T3
Check Information 919 273 282107 971
Positive story” 965 123 975
People recommendations 977 075 40.040"" 973
Friendly recommendation 953 155 33.4877° 963 867 973 980
Users of other brands 939 206 30.743"" 976

" p001, x2=1573.927(p=.001), dE698, x2/dE2.255, CFI=.919, NFI=.865, TLI=.910,

RMSEA=.078
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Table 4. Results of correlation

1 2 3 4 5 6 7

Professionality 1

Attractiveness 746" 1

Reliability 745" 678" 1

Character 692" 7517 714" 1

Favorability 48777 49777 5267 5747 1

Purchasing intention 41177 35077 42677 3667 4577 1
Recommendation Intention 354" 369" 298" 354" 3317 668" 1

T p<01

Table 5. Results of structural equation model

X (p) df Y2/ df CFI NFI TLI RMSEA
17.512(p=.064) 10 1.751 991 980 981 061

Table 6. Results of hypothesis test

Route Estimate S.E t Hypothesis
H1 Star power — Favorability 599 082 9.473"7  Accept
H2 Favorability — Advertising consumption behavior 299 087 3.607"  Accept

H3  Star power — Advertising consumption behavior 321 118 3.7207 Accept
" p<.001
Table 7. Results of standardized total effect
Star power Favorability
Direct effect .599(p=.004) -
Favorability Indirect effect - -
Total effect .599(p=.004) -
Direct effect .321(p=.003) .299(p=.005)
Advertising consumption behavior Indirect effect 179(p=.004) -
Total effect .500(p=.002) .2299(p=.005)
FAH R 25 HAgEo] AT AERH U= ZAog iAok EI FuE Q1A
AYal Q= AW vofo] kEHE= AlAl St e HAAY aHREe] 2EALES &
2 ZAA wiEy, AYBgERA diEEel efubelo] o) Fi AlEFS i o=F 7HA
FEE A, FH¢ ¥4 e 44s°] 15 Al low, BRISeAl Far AlFel sl 744
= B ®rketl AAsh= TR olojAAL S= oloprlstal, S FHO R A
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