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M ksEzoMES] Polwsh AEA HAse] B AZE AP ALY 4F 69

23 F1 TAAF
- n % n %
o 283 309 236 253
A
1 633 69.1 695 747
10-20th 228 249 336 36.1
30t 274 299 138 148
ik
40t 239 2.1 303 25
504 o] 4 175 19.1 154 165
; & 309 337 375 403
e
NE 607 66.3 556 59.7
Mg - 77 193 216 297 319
A= 182 199 165 177
29 Agte 167 182 158 170
AT 199 217 161 17.3
AR 170 186 150 161
i 173 189 310 333
Al 300 328 184 198
244 139 152 147 158
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A&7 173 189 182 195
F3 105 115 77 83
71} 2% 28 31 33
916 100 931 100
A2 A
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2004 Bridges et al., 2000)2 %3 AZ4¥ AgA
I 2EA BHES AR B A T 5 e
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m7kax 2ol E L] A o] S5 E MR
£ BellA Hallsd Roste AR o a, <
A, AZE 4 agu FAER FAHE Bl
Ao AAR GgE Y & o

#iat ol 2} Maclnnis & Park(1991)& &H|AHE
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7}~ Z ol Ed]| tht Rl Hal= 2itkate] #
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v7baE 2ot ES] Pofest ~FEA Bilsd] g A z4d Aol wpfad e 71

(goodness of fit) < AF3t7] S5t &4 Q&4 JES AEEA 3489718 371 fl8tke] Fornell
(confirmatory factor analysis) S AAst] Hu & & Larcker(1981)2] AxbHo we} 7@ A2 =g At
Bentler(1999)7} AlA g+ A4 SRMR, RMSEA, 23 A3} dukAol Ag7]91 0.6(Bagozzi & Youjae,
TLI, CFIZ A& 23 Ag7]&d €4 X v A 1988)& WEA7E= AR YEsten|, AVEg: &3

1 & Larker, 1981) 2.2 veht 7l

o7 Uit 35y Y3t =4 73 5 Jor & 0.59]7¢(Fornel

2o ARG S AX BT 3FFS AAT A é@ﬂ NEAE gRE 5 ik ala 7 sk )
(% 3)3} Zo] & A7e] 2A N w9l 27)e] ZAw el W B S e Aeld (E b)) &
g A g2 4291 CFI, TLI().95), SRMR({.08)°] A J& 7HL§% bl Fdstths M (¢ = 1.0) & 714 38h=

e pEae 740& HER 2 AT R A A oy 93 A 95 QAT (922

Aze] ElAS BT & At standard error)7} 0.6 °] 2.2 Yeht HHE &
=oE Zt A E -4 E}”” = g7 sl 5 golek 4= ) tH(Anderson & Gerbing, 1988).
HEFE = (convergent validity) & 2913 43} (£ 4)
o Zo] EFAMNTFEC] BF FAACE foHor ATEy I RS HE
[e)

(1) 1.96) vhehb 22 B9 5 99ie 3 7 )
AT 7H 2E

R o Aol 453 % A7he] BB 4749 7}
Sk & F4aE ATRYL A3 9okl F2RYYZ
T8 42 df p SRMR RMSEA TLI CFI (SEMDS AAGT. 1 AT Pruae] A% s
FI 67002 125 00 08 06 % 9% o] (E 63 2o Hu & Bentler(1999) 28 7|2
IAAF 550086 125 00 02 06 9% 9%
E 4. NGAME 2ot SHEE T
. EEsFA A t-value NEAIZ = (AVE)
M wR
F1 TAAF F1 TAAF Fl TAAF
@3 862 853 - -
@ 850 841 3,362 33130
FAE 89 89 36828 36538 51530 3(518)
@ 8% 893 36911 36025
@ 870 82 B174 31125
al 862 861 - -
22;2‘ @ 839 89 3074 35550 863(687) S5A((661)
@3 82 875 34706 34358
al 749 816 - -
@ 783 798 24418 98056
AAAd 3 1 852 %5817 3049 B42(516) B40(512)
" 853 832 2165 29207
& &5 816 26237 98487
AAd ol sl o8 ) 685(520) T71(628)
£4 @ 1 &8 25385 31.662
al 875 &5 - -
29E @ 82 879 2245 32,760 T69(527) SU(643)

a3 807 196 29.025 28.089




o god= AzE A4 AR A% Az 4 FRE
F1 IAAF F1 IAAF IAAF F1 IAAF F1 TAAF
o= 1.000 1.000
Azt A 310005 .199(.05) 1.000 1.000
AA A 227(05)  .090(05)  .777(.05)  .650(.05) 1.000 1.000
AzZbE F2 0 266060 110(05)  632(05)  593(.05)  .832(.06)  .860(.07) 1.000 1.000
= 276(06)  016(05)  .694(.06)  541(05)  783(.06) .763(.06)  .795(.07)  .541(.06) 1.000 1.000

SRMR RMSEA TLI CFI

F1 72397 128 .00 05 07 95 95
70281 128 .00 07 06 B B

7. ATl oiEt 7t AS

dafel 4 AP=E PHT
:

A7} (% 8)7 Zol F13
gtolatal (& 5)9 AT+

H
Hlwate] 23(F1=9.22, IAAF=11.11)9] z}ﬂ
] o

df=30] & AL ol & 4 YAk 1Y oI5

1 ARA S S.E. t-value Ao K
F1 IAAF F1 IAAF F1 IAAF F1 IAAF
L #o% — 2 7g A4 235 157 026 029 9.066™ 5.456™ R R
2. A7 A — AR A% 800 687 036 034 22.388" 20.379™ e el
3AANE APd - A4d F4 M6 650 039 036 18.870" 17.877° e e
AAAE AP - FHE 865 605 .039 038 21.972" 16132 el el

« H] 53 2453 2] (unstandardized parameter estimate) *#p < .001
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The Mediating Effect of Perceived Fit on the Sport Involvement and
Sponsor Brand Equity in Mega Sporting Event Contexts

Ki-Tae Yim', Yong-Jae Kim? Do-Hun Kim®, & Seung-Ho Shin®

'Kangnam University, *Kutztown University of Pennsylvania, & *Kookmin University

Although mega sporting events are becoming an effective means of brand communication, there has not been
systematic research on involvement development and perceived fit enhancement through the sporting events. This
study developed and tested a conceptual model delineating the impact of consumer involvement on perceive fit,
and brand equity in mega sporting event context. Using quota sampling method, 1,847 participants (916 from IAAF;
931 from the F1) were recruited from several different cities in Korea during the mega-sporting events. Structural
equation modeling were employed to examine the relationship between research constructs and test the model
respectively. The study found that mega event involvement has a positive effect on perceived fit; and perceived
fit influences brand equity(brand awareness, perceived quality and loyalty) toward event sponsor brands. The
direct effects of involvement on sponsorship effectiveness (brand awareness, perceived quality and loyalty) did not
have a significant effect on brand equity. The findings also reveal the mediating effect of perceived fit on brand

equity.

Key Words: Mega-Sporting Event, Involvement, Perceived Fit, Brand Equity KISS,,



