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The effect of the temporal and spatial distance and the types of
advertising messages on sport consumers’ attitude toward an advertising

and purchase intentions: A Construal level theory perspective

Sohee Park', Jin-Wook Han'*, & Minsoo Kim’
"The Kyung Hee University & *Korea Institute of Sport Science

[Purpose] The purpose of this study was to examine the effects of temporal and spatial distance and
types of advertising messages on sport consumer’s attitudes toward and advertising and purchase
intentions, based on the construal level theory. [Methods] Toward this end, 253 usable data were

conducted using frequency analysis, exploratory factor analysis, reliability analysis, correlation analysis,
MANOVA, and ANOVA with SPSS 24.0. [Results and Conclusion] The study obtained the
conclusion that when using different types of messages, the consumer’s attitudes and purchase intentions

are influenced by temporal distance, by spatial distance, and by the interaction between both factors.
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Table 1. Demographic Characteristics

Characteristics ~ Classification Percent(%)

Male 114 45.1%

Female 139 54.9%

20’s 241 95.3%

30’s 12 4.8%

Usage Yes 163 64.4%
Experience No 90 35.6%
Total 253 100.0%

Frequency

Gender

Age
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Table 2. Internal Consistency of Scales

# of items  Cronbach’s @

Message Type 3 .786

Attitude toward advertising 4 .897

Purchase intention 3 .887
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Table 3. MANOVA results for attitude toward an advertising
and purchase intention

Independent  Wilk’s Hypothesis Error 2

. P
variables  Lambda df df "y ower
temporal
. 983 2 244 017 424

distance(A)
spatial o
distance(B) 941 2 244 059 944
advertising - 9 2 244006 179
type(C)
A x B 978 2 244 022 547
AxC 907H** 2 244 093 996
B x C 052%%* 2 244 348  1.000
A x B x C .550%** 2 244 441  1.000

.05, **pC.01, ***p<.001

T Fa¥e A2t 59 4
& BE oEAlE B3 23S e Aviugh 1
A3} sk 4B EEIL FIEH) et Wl
So B3 AHYE BT 80 o149 Aoz et 1
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Table 4. Results for 3-way ANOVA of an attitude toward
an advertising

Independent mean

. F
variables g square P
temporal
distance(A) 1 1.424 4.139 043
spatial
distance(B) 1 1.155 3.357 068
advertising 1 S18 1504 21
type(C)
A xB 1 1.872 5.440 .020
AxC 1 5413 15.734 .000
B xC 1 23.628 68.680 .000

AxBxC 1 62.016  180.257 .000

A, Folelel tig AR A3, $3H A
el FaI7t frefahdl el ﬂr(F=15 239, p€.001).
e, A AR Fa MAA e e
(F=19.870, p(.001), &34 A2z} Fa WAA
o }324-8(F=113.888, p(.001)°] frolgt A
o8 Yt eixge s A1z Az, 33H4 A
A3 AR 59 3o e A frelskAl Yeks
H(F=80.251, p<.001).

b

Table 5. Results for 3-way ANOVA of purchase intention

Independent mean
variables 4 square r p
temporal
distance(A) 1 480 1.004 317
spatial
distance(B) 1 7.282 15239 .000
advertising
1 225 471 493
type(C)
A xB 1 180 377 .540
AxC 1 9.495 19.870 .000
B x C 1 54422 113.888 .000
A xBxC 1 38.348  80.251 .000
i A3
o:|__|.L7 |_A-|
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Table 6. Sinple main effects of advertising types on an attitude
toward an advertising depending on the temporal distance

. sum of meas
source of variance dj F
squares squares

advertising type at | 337 | 339

the distant future 13.037***

advertising type at
the near future 4.485 1 4485 3.888

***p<‘001
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Fig. 1. Interaction effect of temporal and an advertising
type on an attitude toward an advertising
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Table 7. Simple main effects on purchase intention depending
on the temporal distance

. sum of meas
source of variance
squares squares

advertising type

at the distant future 6.113 1 6.113

12.792%**

advertising type

at the near fiuture 3.519 1 3.519

7.363%*

(.01, **p(.001
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Fig. 2. Interaction effect of temporal and an advertising
type on purchase intention

oI 2. ATXMIE| 2t
Ei=et Fole|zof nixle S¥2
et Xol7t /i oot

BiAX] Rl 2
S2Hd zizol

Gy =

FHEE TEHUACRZ AN AP EAHE o )
29 374 ARz Fa vAA fEte] AsAes
e v a3 tHF=68.680, p(.001). o|# 3+ A=
of tigh Bk FA A A S fa T A ;e
F1 AR 39 deFadEd S AAsITh

GeFEAEA 23, W ARelA Fa vAA 13
Az/a9ea) e FaH e 193 9 72
THF=43.062, p{.001). E3 7171$ AgaX e %
3 AR 3 (/)& FaE = o
3 A4S FAHF=26.266, p(.001)

W AgldlM e dFe] Fa AR (M=2.76) 5
o AT Fn WA (M=3.47)014 BAHo=
frolstA ©o A9l Fue =7t vebstKFig. 3). 7H7t
&AM = FeEY Fa WAA (M=2.99) 2}
] Fa AR (M=3.51)7F AAE RS v o



416 Sohee Park et al.

s
flo

BAHEES B3lom 1 Aol $AHCE Fofaisit

Table 8. Simple main effects of advertising types on an
attitude toward an advertising depending on the
spatial distance

. sum of mean
source of variance dj F
squares squares

advertising type at

. 14.815 1 14815  43.062%**
the long distance
dvertisi t
advertising ype at g 036 | 9036 26.266%**
the short distance
*#*p(.001
Zasc
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34 //" — MR xE
B N sesE
3.2 ,'4_/"
31 e
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HrE A2 o He|

S AHalg

Fig. 3. Interaction effect of spatial distance and an
advertising type on an attitude toward an advertising
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Table 9. Simple main effects of advertising types on purchase
intention depending on the spatial distance

source of sum of daf mean F
Variance squares squares
rtisi t
advertising type at g 130 | 99330 6] 379k
the long distance
dvertisi t
advertising type at 5 151 1 25001 52.500%%
the short distance
*p(.001
Toje|=
3.7
3.65 SOMA|X S
35 b
- O HE
33 _ e CEE
ER o
g
29 >
277
2.7
2.5 .
2.37
2.3
e AHal ® 42l

SHE HalZ

Fig. 4. Interaction effect of spatial distance and an
advertising type on purchase intention
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38E A% 33 A $3E FueEe] fola
3] 8 Aoz et (F= 001, p=979).

WAA §

(F= 159 740 p<. 001) PE
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BREA fold dFE Fe AR Ut
(F=52.529, p(.000, F=90.399, p{.000).

Table 10. Simple interaction effect of temporal and spatial
distance on the attitude toward an advertising
depending on an advertising type

. sum of mean
source of variance df F
squares squares

distant future X
long distance at .000 1 .000 .001
advertising type

distant future X

near distance at 9.514 1 27733 52.529%**
advertising type

near future X

long distance at 31.101 1 31.101 90.399***
advertising type

near future X 159
short distance at 54957 1 54957 2740 ** N

advertising type

**p(.001

(Fig. 5)& AW R o njgel A ALY of Fl4
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Fig. 5. Interaction effect of temporal and spatial distance
on the attitude toward an advertising depending on an
advertising type
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BB 23} (Table 11), 9 vlefs 2
7t 389 A% B0 A §3E ool £

& 93 JERITHF=10.626, p(.01). &3 7P}he
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Table 11. Simple interaction effect of temporal and spatial
distance on purchase intention depending on an
advertising type

sum of mean

df F
squares squares

source of
variance
distant future X
long distance at 5.078 1 .000
advertising type
distant future X
near distance at 1.461 1 27733 3.058
advertising type

10.626**

near future X

. 63.159
long distance at 30.181 1 31.101 -
advertising type

near future X

. 146.288
short distance at 69.904 1 54957 .
advertising type

pC.01, ***p{.001
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Fig. 6. Interaction effect of temporal and spatial distance
on purchase intention depending on an advertising type
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Appendix 1. Advertising

<Advertising message of high-level construals >
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