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The relationship between professional volleyball title sponsorship

activity, brand equity, brand attitude and repurchase intention
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Kyung Hee University

[Purpose] The purpose of this study was to provide title sponsorship marketing strategies by defining

the relationship between professional volleyball title sponsorship, brand equity, brand attitude, and
repurchase intention. [Methods] This study distributed 390 questionnaires to 2018-2019 V-League audiences
and a total of 313 questionnaires were used as final validity sample. For data analysis, SPSS 21.0 and

Amos 18.0 were used for frequency analysis, reliability analysis, confirmatory factor analysis, and structural

equation analysis. [Results] First, title sponsorship had significant influence on brand equity, therefore

hypothesis 1~3 were accepted, except for 1-3(perceived quality) and 1-4(brand loyalty). Second, among
brand equity subfactors, hypothesis 4-1(brand awareness) and 4-4(brand loyalty) had significant influence
on brand attitude which made hypothesis 4 partially accepted . Third, among brand equity subfactors,

only brand image(hypothesis 5-2) had significant influence on repurchase intention which made hypo-

thesis 5 partially accepted. Lastly, brand attitude had significant influence on repurchase intension, which

made hypothesis 6 accepted. [Conclusions] It is anticipated that based on the result of the study, effective

marketing strategy can be developed for title sponsorship companies in the future.
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Table 1. Physical characteristics of the subjects

(Mean£SD)
Division Frequency  Rate (%)
Male 71 22.7
Gender
Female 242 713
20-29s 92 29.4
Age 30-39s 161 514
More than 40 60 19.2
1~2m won 87 27.8
Monthly 2~3m won 46 14.7
average
income 3~4m won 61 19.5
Over 4m won 119 38.0
More than once
or less than 3 times. 67 214
More than 3 times
Average or less than 5 times 86 215
annual visits -
More than 5 times or 61 195
less than 7 times ’
More than 7 times 135 43.1
Important Convenience 103 329
Fa}cto.rs for Information 56 17.9
Viewing Suitability 154 49.1
Total 313 100

AFUA A 45, o| R A A 1 458, o|HET] A 4F
g5 AHgatgon, Bl e ik Aaker(1991, 1996),
Lee, Jeong, Kim, & Lee(2013)9] £&< 7% -H 23}
o] Abgatdth. Bl = Bl =& Abelson, Kinder, Peters,
& Fiske(1982) <} Kim(2004), Lee, Joo, & Lee(2015)
o B £ Bt Ao, AFu e
Choi(2005), Park, Ku, & Koo(2007)] &< 4% -
Beotsto] AEsiith HFA R ALRE AR 2%
Efo] E2EA 1283, BAE A 158, B o)
458, AT T 428 2 ATFATH 54 b

¢

8
S TP 4080w THHGT ATEAGS §
B ASF BE Be 57 Likert =2 AH434T)

HEAQ EfEZet ME[T

B Q7oA g AR RG] BYES SuE] 9
Sol AT 39)8 O W §EFEE
v 23959 AFEFY B
913 9914 912N L ANSGor, 1 AT (Table
29} 2}, 28] A ¥ = 1010.770(df = 524, p =
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Table 2. Confirmatory Factor Analysis and Reliabilities

Factors Items SE SC t-value a AVE CR
Communication] - 736 -
Communication2 .078 7192 13.577
Communication Communication3 .084 .834 14.321 912 .676 .879
Communication4 .073 783 13.562
Communication5 .084 714 12.298
) Image Enhancement! - 795 -
Title Sponsor 1100
g Image Enhancement2 .063 822 15.905 .882 713 .869
Enhancement
Image Enhancement3 .058 .991 17.155
Event Contributionl - 749 -
Event Contribution2 .086 816 14.395
et o — 863 611 859
ontributio Event Contribution3 078 .801 14.000
Event Contribution4 .072 755 13.181
Brand Awareness|1 - .830 -
Brand Awareness2 .057 .848 17.684
Brand 868 623 866
Wareness Brand Awareness3 .052 157 15.269
Brand Awareness4 .053 706 13.887
Brand Imagel - .834 -
Brand Image2 .052 768 17.577
Brand 878 644 890
¢ Brand Image3 051 .851 18.471
Brand equity Brand Image4 .058 .825 15.776
Perceived Qualityl - .842 -
gﬁgﬁg"d Perceived Quality2 051 904 20.824 923 800 910
Perceived Quality3 .053 .890 20472
Brand Loyalty1 - 873 -
Brand Loyalty?2 .045 .885 21.778
Bran 912 3 907
yalty Brand Loyalty3 .059 751 16.407
Brand Loyalty4 .051 .869 21.216
Brand Attitudel - .847 -
Brand Attitude2 .053 919 22434
Brand Attitude 953 .836 .940
Brand Attitude3 .054 913 21.944
Brand Attitude4 .056 .890 21.179
Repurchase Intentionl - .836 -
Repurchase Intention2 .056 .840 21.732
Repurchase Intention - 975 907 931
Repurchase Intention3 .051 979 24431
Repurchase Intention4 .065 .884 17.738

Fit: x* = 1010.770, p = .000, df = 524, NFI = .897 TLI = .940, CFI = .947, RMR = .036, RMSEA = .055
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.000) NFT = .897, TLI = .940, CFI = . 947, RMR = .036, < Ak

RMSEA = .055% Bentler(1990)7} A3 A g =7}

9ol vep vwd gk B A2 Vet

21, Bagozzi & Dholkia(2002)7F A1A1 @ GFI, NFI, 4 3
CFIE .8~.901%4¥ W, RMR¥} RMSEAE .05 &+ .08
ojstd W F& Zdolets Hrtel uteh A &14 2

AR EA

ATA A olgfer Fi5 Hlwa FFA17]aL 9lo] #nk
0 7 AAF dedol & BAI7}F v A2 YEyIT 7} Q1] A AAAE gRlsty] Sl Bfo] E22EA,
ek op 2l 7+ R F5EFEA (convergent validity) Bl=xt BdREgE APk 2te] ARAAE
< #4517 9sted g A2 = (construct reliability) A A3 BE Wl AdAT gho] 8001 =&
9} HF-4k 3224 (average variance extracted: AVE) FRBAE BAFE HFE fle A2 YEgen,
= AEsie e, H’“ﬁﬁr e ol A AlF = FBAG T 094~ TTT= Yehd 7} 849 8917k
.863 ~ .975, = 611 ~ .907% Yeh} Klm(2007) FHABAE 8 A o2 YEtKTable 3). 3 AVE
7H AAE ﬁ‘lﬂl?_ 77018, AVE 5ol #hs 5% & % 71% 22 gtol 6112 Ueht Fornell & Larcker
AlA ZF HAJEL AFEHTAE S e A o2 YEyT (1981) 7} AIA gt oA AlFHET AVE ghol 29

o2 2 Ao AME HEse 2= HrtE et o] Ak sl & AT AHA AF =
34 Cronbach's a5 ©] 43 AL 24 (intern- 743 2%kl T77(= .6037) & YEph o] 2F o2 8%
al consistency reliability) EAHH S AL&slon B H 238 A=sey FErt 9 Aoz Jelyt

A3} Cronbach’s agke] 24 8664 ] 9402

eyt on | Nunnally & Bernstein(1994)7F 43k HATRSo| NEE I U EI0IEAEMA, HH
Cronbach’s agk .7 o]/do]odof gttt o] &5 F53t EXH, BHHEEE, TR =2l Qlnl2A|

of HmA A2 4 Je AR Yeyt

1

TEEY] B 3P HYFEH S o] 43819l on,

X2zl ATRYo] AFP=E A5 A7 (Table H)ollA B
Hlo} o] ¥ =1309.027(df= 538, p=.000), IFT&

2 a7 AgAfe] ¥y-E SPSS 21.02F AMOS 18.0 917, TLIE .908, CFI& 916, RMSEAE .068% UE

< O] Solo] MIE RN AFRA 8ol gl ¢ P}, o] Kim(2007), Bagozzi & Dholakia(2002)7}
ZHA 2 28 (Structural Equation Model: SEM) &4 A A 8 GFI, NFI, CFI&= .8~.9 o] uf, RMSEAE

Table 3. Correlations among variables

1 2 3 4 5 6 7 8 9
Communication 1

Image Enhancement 578" 1

Event Contribution 558™ 6927 1

Brand Awareness 635" 6717 598™ 1

Brand Image 559" 667" 703" 737" 1

Perceived Quality A468™ 6347 614 664™ 717" 1

Brand Loyalty 468" 648" 6417 677" 731" 7747 1

Brand Attitude 543" 6107 534 6627 6307 616 718™ 1

*k ok Aok sk Hk ok ok

Repurchase Intention 254 .198 .094 253 161 188 208 320 1
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2 et Table 4).

ol E2EAA, Bl e} BAlsg = A7 o
E3] BAE e e FEREEA REs B4
gk A3t (Table 4)9F 2}, WA Elo] S A4EA 4 €] 7]
U Al 8913 Bl Expikel tigk A S EA A3 7}
A 1-1(B = 562, t =7.697), 7Fd 1-2( = .229, t =
3.577) 714 1-3(B = .067, t = 1.185), 7} 14 =
084, t =1.463)9 ZEAF #& FEA & st
e Blo] E2EAM A S AU Al & Bl E At
of frolgh & nA Aojth g 1S FEAE
=g

Elo] E2EAA Y ol A 19} Bl =k g

ASEA A% 7 2-1(3=2.525, t =4.126), 7H

Table 4. Testing of the proposed hypotheses

2-2(3=2.967, t =4.384), 7} 2-3(B =3.429, t =
4.341), 7Vd 2-4(B = 3.128, t = 4.405)] A=2AF %
& AR §oI3h] eh} B EAEAA ofn]
x];q]J_‘C_ quq:;(]./\]—oﬂ Tr4d o:hsLEL 1:1] 2 A o]r/} a].
= 7Hd 28 AHHdT

Blo| B EAA S oMETlelsh HAEAt] o
AN 23 7 3-1(3=1.791, t =2.998), 7 3-2
(p=1.935,t =2.937), 7Md3-3(p = 2.566, t =3.317),
7 3-4(p=2.213, t = 3.185)¢] A=2AF #%e A
Ao footA Uety Elo] S 2EAM A9 oWl E7]of
T BA = ot gaFs n| A Aol ge 7Hd

32 A E AT

B =) Bl Eg o tiek AEEA A 7
4-1(p = .283, t =4.333), 7Fd 4-2(p = .027, t = .337)

7V 4-3(p =171, t = 1.746), 712 4-4(B = 547, t =

Hypotheses Path SC SE CR(t) Acceptance
1-1 Communication — Brand Awareness 562 073 7697 Accepted
1-2 Communication — Brand Image 229 064 3577 Accepted
1-3 Communication — Perceived Quality .067 057 1.185 Rejected
1-4 Communication — Brand Loyalty .084 058 1.463 Rejected
2-1 Image Enhancement — Brand Awareness 2.525 612 4.126™ Accepted
2-2 Image Enhancement — Brand Image 2.967 677 4384™ Accepted
23 Image Enhancement — Perceived Quality 3.429 790 4341 Accepted
2-4 Image Enhancement — Brand Loyalty 3.128 710 4.405™ Accepted
3-1 Event Contribution — Brand Awareness 1.791 598 2.998" Accepted
32 Event Contribution — Brand Image 1.935 659 2.937" Accepted
3-3 Event Contribution — Perceived Quality 2.566 774 3317 Accepted
34 Event Contribution — Brand Loyalty 2213 695 3.185" Accepted
4-1 Brand Awareness — Brand Attitude 283 .065 4333™ Accepted
4-2 Brand Image — Brand Attitude .027 081 337 Rejected
4-3 Perceived Quality — Brand Attitude 171 .098 1.746 Rejected
4-4 Brand Loyalty — Brand Attitude 547 093 5.879"" Accepted
5-1 Brand Awareness — Repurchase Intention 128 067 1.916 Rejected
5-2 Brand Image — Repurchase Intention 158 079 1.993° Accepted
5-3 Perceived Quality — Repurchase Intention .058 096 611 Rejected
5-4 Brand Loyalty — Repurchase Intention .030 .099 302 Rejected
6 Brand Attitude — Repurchase Intention 220 074 2.965" Accepted

Fit: x> = 1309.027, p = 000, df = 538, IFI = 917, TLI = 908, CFI = 916, RMSEA = 0.68
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