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Examining the effects of sponsorship through the cognitive processes of
title sponsorship: Based on the means-end chain theory

Se-Hyuk Park' & Jung-Hee Jung’*
!Seoul National Univ. of Science and Technology & *University of Soonchunhyang

[Purpose] The purpose of this study was to examine the relationships among sponsorship attributes,
sponsorship benefits, recognition of sponsorship value, sponsorship attitude, and sponsorship certainty
through structural equation model. [Methods] Respondents were university students living in Seoul,
Kyoungki-do, and choongchung-do. The present study was designed to identify the effect of title sport
sponsorship by utilizing NH V-LEAGUE title sponsorship. By using convenience sampling method, total
400 questionnaires were distributed and gathered from samples, and among them 369 valid samples
were used for further analyses. The data were recorded and analyzed using the IBM SPSSWIN Ver. 21.0
and AMOS 18.0. 18.0. [Results] First, sponsorship attributes had a positive influence on sponsorship
benefits. Second, sponsorship benefits had a positive influence on sponsorship value recognition. Third,
sponsorship attributes had no positive influence on sponsorship attitude. Fourth, sponsorship benefits
had a positive influence on sponsorship attitude. Fifth, sponsorship value recognition had a positive
influence on sponsorship attitude. Sixth, sponsorship attitude had a positive influence on sponsorship
attitude certainty. Seventh, sponsorship certainty had a positive influence on sponsorship effects (image
improvement, favorability, purchase intention).

Key words: title sponsorship, means-end chain theory, attribute, benefit, value cognition, attitude, attitude
certainty, effect of sponsorship
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Table 1. Characteristics of Respondents

Attributes Variables Number  Frequency(%)
male 235 63.7
Gender
female 134 36.3
freshman 9 2.4
. sophomore 124 33.6
Academic year —
Jjunior 138 374
senior 98 26.7
Average of age 22 ages
The number of nor'le 42 1.4
spectatorship of __ 1~2 times 288 78.1
professional 3~4 times 11 3.0
volleyball for 5.6 times 23 54
Lyr over 10 times 5 1.4
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Table 2. Confirmatory Factor Analysis

Factors Items Std.factor- ErrorVar t-value o CR AVE
loading
The title sponsorship contributes to successful management of the event. .706 A54 -
) The title sponsorship makes me feel warm. .805 252 13.592
attribute ) oo . 816 .836 .562
The title sponsorship is not related to the respective company's profits. 742 428 12.717
The title sponsorship is different with other sport sponsorship programs. .659 529 11421
.. contributes to change the respective company's image in a positive way.  .709 .546 -
... yields the effects of publicity through media exposure.* - - -
benefit  The continuous exposure of a particular product in sport arenas makes 373 208 15.039 847 835 .665
consumers recognize the product. ) ’ )
.. improves relationships between a company and consumers. 851 253 14.799
The title sponsorship contributes to our society in general.* - - -
value  The title sponsorship company is considered to contribute to social welfare. 878 .188 T 906 919 791
cognition  Tpe title sponsorship generates positive image in our society. .888 185 22847 T '
The title sponsorship plays a vital role in changing a company's image. .853 232 21.386
I think the title sponsorship positively/I think the title sponsorship negatively 904 203 -
) Like/Dislike 921 173 24769
attitude 897 891 .734
Good/Bad 775 447 18.930
Favorabole/Unfavorable.* - - -
My attitude toward the title sponsorship is clear. .889 .200 -
attitude My attitude toward the title sponsorship is unchangeable. 952 094 29331 040 941 843
certamnty My attitude toward the title sponsorship is right. 913 179 26888 '
I trust my attitude toward the title sponsorship.* - - -
The title sponsorship improves corporate image.* - - -
The title sponsorship has positive impact on corporate image. .824 263 -
image  The title sponsorship is an effective communication tool in enhancing 855 219 18.891 886 905 704
improvement corporate image. ) ’ ) OO ‘
The title sponsorship contributes to the improvement of corporate image. 775 351 16.583
The title sponsorship promotes positive memory of corporate image. .806 283 17.463
The company having the title sponsorship causes favorable feeling. 769 372 -
favorability The title sponsorship improves the sponsoring company's image. 673 674 11.795 709 .754 507
The title sponsorship makes people like the sponsoring company more.  .809 .607  10.944
The title sponsorship makes people use the sponsoring company's
.822 462 -
products more.
purchase The title sponsorship makes people positively consider the sponsoring
intention company's products in buying. 37 769 14.466 837 767 525
The title sponsorship facilitates people to buy the sponsoring 847 53 16,166

company's products.

Fit: x*=572.877, (df=271, p=.000), GFI=.896, CFI=.952, TLI=.942, RMR=.071, RMSEA=.055

*means item deleted in confirmatory factor analysis
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Table 4. Testing of the Proposed Hypotheses
Hypotheses Paths Estimate S.E. t-value p Acceptance
H1 attribute—benefit 750 074 10.172 .000 Accepted
H2 benefit—value cognition .620 .068 9.166 .000 Accepted
H3 attribute—attitude .036 116 307 759 Rejected
H4 benefit—attitude 327 115 2.845 .004 Accepted
HS value cognition—attitude 434 075 5.793 .000 Accepted
H6 attitude—attitude certainty 465 .048 9.695 .000 Accepted
H7 attitude certainty—image improvement 551 .046 11.881 .000 Accepted
HS8 attitude certainty—favorability 372 .045 8.310 .000 Accepted
H9 attitude certainty—purchase intention 304 067 4.556 .000 Accepted

Fit: x*=407.280, df =197, p=.000, GFI=.912, CFI=.958, TLI=.950 RMR=.080, RMSEA=.054

*p.001, **p(.01
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