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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.
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{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
Even if there is no concrete plan, I like to look around the shopping m o0s4| -203
center
I feel better after going shopping 723 190 -.267
pleasure- 4
) 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 843 093] -113
can see
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
In or@er to pot but the.goods of which the quality is bad when o079 827 000
shopping, I invest the time
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
Only Wh?n the product which I will purchase is determined as the 089|785 135
best quality, I purchase
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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(Table 2» The difference analysis according to the information consistency

2ol 7t 9)

T Kim(2011)¢] %
YAt ASede &
g 55 wolsolA
HH, T+ 7t
= dwt g5s
AHE

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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™, 20th Akt 30t FJekelA HFgte] 2780 E BR=7 Faste Fd wiAY &5 #3 A5
e iAo R v vehd FAHCE {FoT A ¥ o 200 Jod 30U Joe] AFTHE
zkolE HATHpC01). &HAFe] A#kdid Mg ‘B o o =4 FA7E UdEhd ALE AR dAF
Ao Aol 500 Je> FFghol 3258 2 FAuA "R Aelvt dE AE & F
2 AdHeE =4 dgson, 20ty e 300 Atk oo ofxrojdo] BHEELS T ulA EHH
Aol A Fghe] 288U E Ye Aoz @ Tol T HEE Heles 50d Hde A
A Yty EAZHSE F93 ZolE EATH(p05). S B3 AFCE mAY A sk Ay
oy Axes Aol E2 500 e Agol o2 fos AAE 4 F dvy AEn
dEe R AuAe dAgdel wE FAvAE
T CEACHE Y i o] =ve AL ¢ 2) &5 ¥4 9& ‘FHARYE,
T Atk ol Fu SR EEE FHESS BAEHE, TSR e
o AgHo ddyst B 500 Mgl gE 9 A5 Sz E FYeAYE R A4S £
HSHT S &5S 9 Bo| Ao, 4k Hog2 Fo8 zo|7b Yo, ‘AT ' 400-
3 255 T Aol Jdom, oo HAEA F 500%H HIEE Fekel A Hargro]l 321 FUAHCR
s Aters] £4 Fed 22 F4 vHE Fe A UebEeE, 6005H ol e Feeld it
APAQ FAE Az B2 Aol AAU, 1HFH o] 1918 e Ao s vA yehy EAFC
o2 34 wAY s st Fa AEUe 2§93 o2 JERATH(p01).
{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, *#pX01, ***pX.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‘;;jrz?tﬁu e 4 - 5 million 29 3.038 1.049 1015
5 - 6 million 17 2.882 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 1.172
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
ol# g AzeE 400-5008HA MY A5l Ue el 1882 AU A og A Yebth(pd05). Al
20-50t) wAdel Aol FHoeE BAE HE F 7EE FE mE BADEHREE 200 T
o gk o] vk AL & F UAT A5 F ghe] At 1009H mRE Hee] Hitgho] 308%
ol WE ‘Fuor’e Afe FAHLE FoF AdHoz E=A JebgteH, 2009k W Heke
Aol 7 fioA T, B 1892 YA veht o3 2ol 5 Eit
(pCOD). AF Fuiul g FEod #E ‘FHor's
3) oFxECAFE FuulE FEo wE F4 1005Hel mgk Ree] garghel 3112 AUHOR
PR E, CHASY K, P el =4 dvEbgew, 2005t mRE Je] H#ghe
olg-wol AE TuHE £Fe wWE Zul L9E A et #13 2ol & BATH(p(05).
HEE CHATE T Tuon wWEkR e A ol TheFdt A# oA 1009 Ulel A FElE
A3 AE FujH L F30 B2 FTUuAYYE & At dvs RS & STk Ed 20099
o] Aoo] 1009 vk Avke] W@Egro] 3128 A vlnkel gkt 2000kl el Hu FAvAIE
AR A dEor, 200849 M Fde] = HAEEE e 2 NmSvE 1, 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 5 104%
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 2.883b 1.048 .
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
Hoz A7) o] nrt gle ASZ Yerytth 4, AH|Afe] ATIAMSE Elchy| 2 S EA
kst AHSAA FHa 207Hd wHEH FHU
10099 BWAAE AES s A ¢ % £BAT Wuel e FARHe, Bs
A, 3054 mgte] AFL Pl ARZe) s HE TAHAE AT Lohly) fd) THENE
% owel REHE AL %+ AT, ol vpge  DUHALN, FHY SYHQe) wd Vi =
Z ol9Eo] HATHANE TouAE FES 308 Aoz EF Ao Al 1AE2 &aFE E7|A &
9 mule] AE2LS wlEo R drbE thoka g = Ago® "4y £33 H(n=113)"°]2} HH3}
29 2MASAAN BIE PEEE Y £ g AT A WSS &F6s AL Feksal 7had
¥, BHAE Ax%e A3 ZAAH HAUT 92 HAS ZAEY FEFHed 4¥E E/E EAES
o B3t AEe, o] IR Fuhsx o M HEEE AR SFHTn=109) el R
old 4 9oy AT gk Al 3T aqste AE dojste BAS
7R Feeg &a¥ 923 FJd(n=142)°g H
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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 e
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
Bt WY Rl Y WA gAY BE S
A £l NP HEFRA 29 EE 2 oatA sttt
el A w-g =& JA FAZ FARH(p(001) S ol E T, AR JHAF &£ggFS FAR
BT glo] THW BAol F WIHUnT & & AY WE, HAZPE, TrigEe] FAHoE
Atk T 27t gle RS & F AANSH, AFEA
ohgEe] FAMAY BES £YAY Pl w39 Lule] 2P Wil G2 FANAY o
2 FEHIgHE, HASHE, CFudEqd  E, HADHE, P ot gl Aoz
RBE 7hy agddol 7 A deston, LHERSETH
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e 2UAEL RATe T uAY FES W AF T FEd mE YA o
olSolx] =ty & Aal ATLAI} gtk old AHSANAM 1007 Aol A FulE & AL vk
HZ0] W B dZ= s}ake] Balt Piamonte ol = AL & F Uk =3 2009k vRke] F ks
A OAR Ase A5 AFEH FAGIAS 2005kl ool A AlF Fujul g FFel wE
Fdstle AFES AT AFE AFHEAE FUHAY HE, HAEEHE, e BE N
97 ZPH HAZZ 7= QAAE7L =& HAS S5 AA Uk nvt gl Ukt
o el A ebrlel Hust FAY B met 2 AT Ak ohxEeldel BAEANE
AEAAA A HddFelA e Foldt Az FAAE A FY A 2uAe] A7 FAH 5
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