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Relationships among Title Sponsor's Social Inference, Sponsor Attitude
Formation, and Sponsorship Effect in the Professional Volleyball Context
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[Purpose] This study was to examine the relationships among title sponsor’s social inference(majority
exposure, reliability, topicality, & social response), sponsor attitude formation(sponsor attitude, event
sponsorship attitude, & communication attitude), and sponsorship effect (sponsor identification, attitudinal
loyalty, and behavioral loyalty) in the professional volleyball contexts. [Methods] A survey was conducted
by using college students (n=370) majoring in sport and physical education at four universities located
in Chungcheong Province. The data were recorded and analyzed using the SPSSWIN Ver. 21.0 and
AMOS 18.0 to analyze the structural equation model. [Results] First, the increased majority exposure
had a significantly negative effect on sponsor attitude. Second, reliability was found to impact significantly
on sponsor attitude. Third, topicality was found to impact positively and significantly on sponsor attitude.
Fourth, social response did not show significant impact on sponsor attitude. Firth, sponsor attitude was
found to significantly influence on event sponsorship attitude. Sixth, sponsor attitude had positive
impact on communication attitude. Seventh, event sponsorship attitude was found to impact positively
and significantly on sponsor identification. Eighth, communication attitude was found to impact positively
and significantly on sponsor identification. Ninth, sponsor identification was found to impact positively
and significantly on attitudinal loyalty. Tenth, sponsor identification was found to impact positively and
significantly on behavioral loyalty. Finally, attitudinal loyalty was found to impact significantly and
positively on behavioral loyalty.
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Table 1. Characteristics of Respondents

o } Attributes Content Number Frequency(%)
olde < ado mAgtetd (Fig. 1 2. Male 264 714
Gender :
. [ Female 106 28.6
: Social inference ,' Sponsor attitude formation : Sponsorship effect : 1St yr 80 216
! . 2nd yr 149 403
: Academic Year
Event Attitucingl | | 3rd yr 99 26.8
soongotShiD loyalty 1
attitude i 4th yr 42 114
e spensor E Average of Age 23 ages
Sttitude identification i None 223 603
A o E The Number of 1 time 71 19.2
e R | Spectatorship of 2 times 38 10.3
e i Professional 3 times 17 4.6
K Volleyball for 1yr 4-9 times 16 43

Fig. 1. The Hypothesized Model over 10 times 5 1.4
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Table 2. Confirmatory Factor Analysis and Reliabilities
Factors Items SC SE twvalue @ CR AVE
Many people know the title sponsor of professional volleyball. 910 .164 -
majority I am sure that many people saw the title sponsor of professional volleyball. .778 409 18.559 880 887 663
exposure  The title sponsor of professional volleyball is nationally well known. 795 318 19214
Most of the public recognize the title sponsor of professional volleyball. 763 456 18.003
People would trust the title sponsor of professional volleyball. 896 .138 -
reliability People may think that the title sponsor of professional volleyball is reliable. .886 .161 21.598 .879 915 .784
People may think that the title sponsor of professional volleyball is not tricky. 750 294 17218
The title sponsor of professional volleyball makes a lot of stories. 817 354 -
topicality ~The title sponsor of professional volleyball yields news stories. 909 179 20.120 .886 .890 .729
Many people like to talk about the title sponsor of professional volleyball. 826 328 18.113
Many people saw t.he title sponsor of professional volleyball which is 909 121 i
exposed through media.
social The title sponsor of professional volleyball, which is exposed through media,
response  is inﬂuentiil in our siciety. ’ ’ ¢ 934085 35381952 883 717
The title sponsor of professional volleyball, which is exposed through media.
impacts onpmy thinkil;g. y’ ’ ¢ - 916 148 3LISI
I am positive/negative toward ‘NH Bank.’ 756 484 -
sponsor I like/dislike ‘NH Bank.’ 817 365 15392
alstitude I love/don't love ‘NH Bank.’ 840 290 15.766 $42 836 631
I am favorable/unfavorable toward ‘NH Bank.’* - - -
I positively think about sponsoring professional volleyball. .880 .183 -
event . It is good to sponsor professional volleyball. 932 104 23.392
sponsorship . ) .860 .894 .741
attitude It is favorable to sponsor professional volleyball.* - - -
It is desirable to sponsor professional volleyball. .664 443 14.560
The public relations of the title sponsor of professional volleyball is trustful. .990 .344 -
communi- The public relations of the title sponsor of professional volleyball attracts our attention.  .902 321 23.392
cation  The public relations of the title sponsor of professional volleyball is persuasive.* - - - 923 874 .699
attitude  The public relations of the title sponsor of professional volleyball is favorable.* - - -
The public relations of the title sponsor of professional volleyball is great.  .880 .396 25.444
I am compatible with ‘NH Bank.’ 861 218 -
sponsor | am compatible with the image of ‘NH Bank.’ 928 125 24354 914 905 761
identification My perceived value is compatible with ‘NH Bank.’ 865 219 21.949
My personal characteristics is compatible with ‘NH Bank.’* - - -
I feel that ‘NH Bank’ is favorable. 898 151 -
attitudinal e
loyalty [ feel that ‘NH Bank’ is friendly. 951 078 26.751 .897 918 .790
I think that ‘NH Bank’ is better than other brands. 754 376 18419
. Recently, I purchased ‘NH Bank’ more often than other brands. 954 .090 -
beilj;’;f;al I will purchase the products of ‘NH Bank® again. 941 138 37.815 955 927 .808
The amount of buying for the products of ‘NH Bank’ will be increased. 914 396 33457

Fit: %’=854.394, (df-2.219, p=.000), GFI=870, CFI=951, TLI=.941, RMR=.047, RMSEA=.057

*means item deleted in confirmatory factor analysis.
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NI =7t TE dgsta, AVE#e] 55 43lst=
2] (Bagozzi & Yi, 1988) HEsI= IS F3f 215
o HYE AFo| o] FofHth o] B oA 2~EAH
T4, oMEFAYES, AfFYAld EEHES, 4, &
ZA5AA4 £33 50| Cronbach’s agtd WEdAIE =,
A Afstz] witel A Azt

SH Y] A WS W FEo R e
‘%3 GFI Ae FE9| 3719 289 B34 2
Y "‘% ]‘FOV] o] iAoz

A} (Bagozzi & Yi, 1988 W}F/Pﬂ CFI, TLI,
RMR, RMSEAZ 239] AF=E Frlsigie}. y2=
854.394, df=2.219, p=.000, GFI=.870, CFI=.951,
TLI=.941, RMR=.047, RMSEA=.057(GFI, CFI,
TLI .8~.9°]4, RMR, RMSEA .05~.08°]3}) 2%
A2 A3t Ao Yeht Ad4Rg S npEoz At

Table 3. Correlations among Variables

WS HAEste d Agsitn dddti(Bagozzi &
Dholakia, 2002). 183 IMHEFGAS 4817 $3)
AVE#o] g8A o] Algahs 2osteA] At

1 A3} AVEZE] .631~.808=% yelyta, A H«l
AF7HE 002~ .555(-.046%~ . 745%) & Vet el
o] FEE. AFHEA £ (Table 3)2 2t}

MRS S8 FRUPARYEN S o4 Ay
£ (Table 4)8} o] tjF-Fo] Az
E FEE 2AH(£?=546,200, df=
2.365, p=.000, GFI=.888, CFI=.952, TLI=
.942, RMR=.079, RMSEA=.061). wz}x A3
AT S AFshed 2 EA7 gl Ao Adels]

o, MR Ade ved 2

event  communi-

majority Ly - social sponsor . . sponsor attitudinal behavioral

Factors exposure reliability - topicality response  attitude mp a,cttaittlL(l)(rile identification  loyalty ~ loyalty
majority |

e€xposure

reliability ~ .582%%+ 1

topicality -.046 -.144%* 1

social S049  -114% 420w |

response

Sponsor -09% 113 503 108

attitude

event

sponsorship -.085 -072 612%%% - 309Fxk JASHER 1

attitude
communication ¢ 193 463 078 S0IFE 33 1

attitude

_ Sporsor S145% 164 S3TRRE A1SERR A4OEeE 4glwer 7w 1

identification

ttitudinal

attitudina -082 S082  A3REER 3p7ReE 3(QERx S34wmk OgERR 4]k 1

loyalty

havioral

bels‘;’;ﬁrya SI51FE 043 208%EX  45SEsE  7Eex 33eEr [03%  §|3wEx 430wk 1

p(.001, **p(.01, *pC.05
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Table 4. Testing of the Proposed Hypotheses
Hypotheses Paths SC SE t )4 Acceptance
H1-1 majority exposure sponsor attitude -.185 .065 -2.842 .004 Rejected
H1-2 reliability sponsor attitude .290 .093 3.127 .002 Accepted
H1-3 topicality sponsor attitude 702 .066 10.707 .000 Accepted
H1-4 social response sponsor attitude -226 .052 -4.308 .000 Rejected
H2 sponsor attitude event sponsorship attitude .690 .064 10.844 .000 Accepted
H3 sponsor attitude communication attitude 1.163 .091 12.786 .000 Accepted
H4 event sponsorship attitude sponsor identification 726 .066 11.032 .000 Accepted
HS5 communication attitude sponsor identification .036 .044 .819 413 Rejected
H6 sponsor identificationattitudinal loyalty 402 .052 7.681 .000 Accepted
H7 sponsor identificationbehavioral loyalty 376 .055 6.877 .000 Accepted
HS8 attitudinal loyalty behavioral loyalty 236 .056 4.204 .000 Accepted
Fit: %°=546.2004, df =2.365, p=000, GFI=.888, CFI=952, TLI=.942, RMR=.079, RMSEA=061
**p(.001
7Hd1-19 BreEe 2EAY R B (+)9 9% Holods A1 A gEer sy Wi 2EA
< A Aoldde A=AF=-185, (Fk=-2.842% of gk Bime] F(-) A FFe nAA @ Aem &
p(.004 FEAM F()HA & A Aoz vgt dEn AdATolld 2EMQ] w2357t FedA =
U 71459, 7H1-29) Al Ae AZAEH R O}X]“d(Grohs & Reinsinger, 2005) &B|Al= AE
(+)9] GBS vA el AzAF=290, & Ao AEAY $/12 e Brhe 4 F4E 2
=3.1272 p(.002 FEM A (H)AJ] eF= A= 8713 Carrlllat et al., 2008). =& 2EAY =
Acw e} AdEqr. 3 139 BALEe %o HA=ABH £98 9B vAA gtk 23
SEAREA ()9 9 v Aol ARAS = nasm ek Je] WA oleAl $7104 3
=.702, 3t=10.7072 p(.001 FFlA & (+)2< Ty 2EAHE sl ofH 3 dEo] o4ds] 714
FFE MAE ALz Yy AYE i, 7 1-49] o olgFTA dEom HFAA Hi(Lim &

AR RG-S 2~ EA R A (+) 9] FEE WA Aotk
= ARAT=-.226, t#k=-4.308% p(.001 FFlA
AN G 1A= Ao Yt 712450 of
g3 A3k= NHEE o] T2 T Blo]E2EA A §
FEAA =2HATE J4F NHEE o dg
wEol g olgrel sl thek vh-go] Eold
T SolAtkE Aolt),
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¥ 3 B3 wj2m ol 7} 7}
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=

Park, 2013) 71| ‘#'S
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(Kim & Boo, 2009), NH&g o tial 4184 F2&
A & dde 740]‘3} o RS wjan|
tojo| ] Thf= ol E A A o2 Fadt on|E 2t
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upetA] 2 TS sl A A Ade ste F/}O]T‘i:‘i
MZA NHEZo tgt 334 Aol gk 2
NHEZ A 3342 BEz dojd Aoz

APATNA 2EAL FAlEo] ESTFEF 2EA
3 Bl=E 3324 1M (Kim, 2009), CSREE< 7]
Hho 2 YA Al 7I9H s} A (+)] #AE 7kl
tH(Park & Ryu, 2012: Yoon & Ryu, 2014)& 4
TAe} 22 wo|t} L 7] AXEAEA]
Fasle #4 mhol@&d glor(Sandler &
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=% o dve HA= -7—?‘19 Aol tH(Gray,
1996; Walraven et al., 2016). wehr 7]go] Elo]
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