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ABSTRACT

Analysis on Relation among Pro—baseball Title

Sponsorship, Enterprise Image and Brand Property

Yun Bong—Woo
Adviser : Prof. Jung Myeong—Soo, Ph,D.
Department of Physical Education,

Graduate School of Chosun University

This study was to find out relations among sponsorship activities,
enterprise image and brand property. Sponsorship activities include
communication activities, image enhancement activities, event contribution
activities. NH Nonghyup has been a sponsor of 2009~2010 pro volleyball
game. The subjects were spectators who entered in Hyundai Capital
Stadium to see 2009—2010 volleyball league that sponsored by Nonghyup
from November, 2009 through March, 2010. This survey was conducted
targeting the spectators three times, 301 questionnaires were used for this
study. The statistics methods were multiple regression analysis and simple
regression analysis, the results of this study were as follows:

First, image enhancement activities(P<.001) of title sponsorship and
event contribution activities have positive effect on enterprise image.
Second, image enhancement activities(P<.001) of title sponsorship and

event contribution activities(P<.001) have positive effect on brand



recognition, brand image, brand property of brand loyalty.
Third, enterprise image by title sponsorship have positive effect on brand
recognition of brand property(P<.001), brand image(P<.001), brand

property of brand loyalty(P<.001).
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W= 2R 7FR S AEE el £ FrhAQl JhX R 71&skdth. @9, Bovee &
Arens(1982)= B W= 23t 7FXE oW 3ol dis] AdA7IZF sk A

5ol diste] Ao

Row, of7]A BHA=ALES 77119

zojujAet BHE QIAE Fo o] L3 /NFom Folgth <3 H>+
BasAAe] 48 Qe slolt)
¥ 5 nds 449 98
28]z} 719
O AFLY & @© #es desd] A% F

(Identification of source of product)
@ e g7
(Assignment of responsibility)
@ THEY Fa
(Risk reducer)
@ AFFH FE EA A
(Search cost reducer)
® AFALEAA ek kS BA, A

(Means of identification to simplify h & ling or
tracing)
@ If 544 gk g4 Ra ao
(Means of legally protecting unique feature)
@ IS WA 7= FATTY A
(Signal of quality level to satisfied customer)
@ AFA 55T s Fose £
(Means of

endowing products with unique

(Promise, bond, or pact with maker of product)
® 449 HE

(Symbolic device)
@ F49 47

(Signal of quality)

association)
© A4 9-d
(Source of competitive advantage)
® ABF g 9

(source of financial returns)

Zt& : Keller, Kevin Lane(1998),

Brand Equity, Ney Jersey: Prentice Hall.

=E BAE Ape] #E by

Strategic Brand Management:

Building, Measuring & managing

‘BRAETE AFEol Foleh=

=7}E 7FX] (Jones, 1986)% H+=
Zke] AR wel Folsk= ofn|d
AT} <E 5>F Keller(1998)7F A<

o|\

Ad AT 7193 2]
77 g2 AelEw
=



=2 TAoR 3 AABAE ALk Al #E dATolw, <k 6>
<} 7> A4 (2002)0] Bagk Anjxpel Y]] wAde]l Bl= Aol xfol
E TR Aolth ob&el <x 8>2 Ful-9] AFellA AAEa e Bl=
Ak FAARAE A Aol
¥ 6. nAAAHNA L HAE AjE A9
At W&
el ol Mt diste] gk A He=d T Hdsg
Farquhar(1989) = N -
Bolar gl AEe 7PV Svke FEs ot
oBdEe wAEY digt mAuEo g st @ Hls 22

Keller (1993)

wtole)
. HAE ke ana Q26N Hasc puEd A4 A2 ol
Lassar, Mittal, & = Bz o7 &4 ol9dx HU= A o]Egho R
Sharma (90) " s, s1gle) AR Aokl 24402 48
Brdem & SWalt el diet mae signale] 7140l
(1998)
Kohli &
Leuthesser AH)A wEGo] glojx] Bele xAe] x¥A o)t}
(2001)
Market Facts HEAE ZAbo|gh Au|x7t 1 HAEE A% FustA &= Aot}
Brand Equity 2= xabe 248 ¢ i, A=e wela Adsta, 2 o
Board & A At
AR R (2002). AABAS Aake] GATR B AT ¢ AFY BA=E Ao g whA
SH9li=t o] stola ietaL ool
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217}

Maclachlan &
Mulharn (1990)

A 9]
g
QoA BAEe) Agow Ad ARHde T
ARERAAE AFAYS wa) e Feld Fu

—)

Al 2o o)a Al

R

= JIAE5FH

Aaker (1991 AE Ex
e st mase gy AT Aol
BHl= ztole; M= ZFmol Hel= ypx e gatolrt B
Srivasatava & ZEg A &HHola s &= AA FHE AUA sk €9
Schocker (1991) <17g3 Eojv}f HAH7x& Huz s Tyl 59
A Azfolrt,
AFEA=d ey ddxE vAE" =g Az 2 )
Brodsky (1991)
9} o]¢]ot}

Smith (1991)

=

e mAE ZRaT GFoR i AFH My FE
=AM SAVe AGA 7HA o v

Burnett &
Moriarty (1992)

FEA AT QelFE S5

Keller
(1993, 1998)

2AEE 7M7)
E AR A

pia=a

D AEA(2002). AP A= At

u| 7k UbALERS) R, o) shel 4
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nA= 2 ;} o
0 sy aldlal. 2z
e i A - = O O A s
ey PR - — - b a u} =
A7 =]
Sipcler & Weitz(1988) o) O
Aaker(1991) O O O O
Srivastave & Shocker(1991) o] o] o] 0 O
Martin & Brown(1991) 0 o] O
Holden(1992) O O
Keller(1993,1998) O O
Cobb Welgren et al (1995) o) o) O
Anantachart & Sutherland (1998) 0 O
Yoo, Donthu, Lee(2000) o) o) O
A3 (1996) O O
@zl (1996) O O O
A9 (1997) O O o) O
=4 (1997) O O O
A7 (1998) @) @) O o) o)
A7 = (1999) @) @) O o)
& A (2000) O O O O
A= (2000) @) @) O o)
# A (2001) O O o) O

o
o] IUFE BeldoA vE PR AAA = wig AEe aAE A

o 247} H7% goha &
59 R BASAE F4e] B5H 2707 wReln], ofsh o] MU=



o YL skl ¥

rlo

BAZAAEE THS T e At Bee F 7

AA, FL BAH=RAEE 7H AEeE 2y dd A3 (consideration
set)o] 4oz ZFET= o]fHo]l Ytk(Nedungadi, 1990). 4714 11
E

AL 59 AES TS Fow SHH0R weshs

N
N
>,
N
i
2
An
_‘>i
N
=2
rE
d
X
o

2) BT olu]x

HAE ouAE AuATE 2 BAsd da) zbe AAH Qe Wb
b, olld nAsenA: v Bad oe ddse] Al Y4un
S =

(eF43, 2001). v}HZ e HAl=oln|x|= AH|2LO] wpS-Lo] 39

it

st E553 AAES 7ML S W A AA, LA vhgdel &
o)Al B A=< Y (favorable association)©] @A ofof gttt FA4|, AH| A<
kel el Bl = (strong association)©] FAgF oo strh. AlA|, A
Hizke] whg&o] HE53 Hil= %4 (unique association)©] g Fojof gt}
ot AN FIF FS AAF HA=el #Aste] @
S AEE AN F JARE, BRE AL AH[RY] uhg&el AtAl 14 A]7]
te Aolth. metd FR2 AYdE TolA BATHAE AT

# 2
Buhg Aestel, ojSe] ta AAnA=R o g Aol
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I

ol

A

KeR
T

v =ZEnd 74 (premium price) ¥ %2

X3 % (Brand Loyalty)

o

d|

A olZ (Jacoby & Chestnut,

19 &
[= 8

N

4l

]

X

1978) W]} A

o] #Ho] Ho &= Z3tH(Schultz, 2000).

o]

al 7
o)

=
-

= k] )

o

i

ool Al 24l 9

&

2}

)

floF sk7] o

9

e a4

2

2

ke
T

1 Arjun(1999)

9

d= ke Al o

H
b BAs AL s

)

il

2] (commitment) 2]

_24_



4. A" #HANAY BRE 24 FAHA

Arjun Chaudhuri(1999)¥ BHE Z2AE7 BdE A4S wj7)sitteE A
< casual model approachE AF&3te] AFHo=z AFeAY. I AR

FolA A= Ao Ak AGHREIL QB oR 44 ZAE3la, o
_]

gk Bl e BHlHE SR o3 FAAHM BHAE FAES S B2
A= dws Frigwel o) YHAtn Fgstn gk 58 1k vds )
Eol HYE FHEE FRelel, HUE FAEG Hdsd U 44 =
o ol At HAE BEshs BAY FEEA BA=F] B B 4

k1
il
lo,
A
r 1
i)
K
P‘L
32
ny =

Brand
Aftitudes

Brand
Equity
Outcomes

Brand
Laovalty

ox

H4 w3

Z1g 2. Arjun Chaudhuri(1999)¢] Ba= 3

Zt& : Chaudhuri, Arjun(1999). Does brand loyalty mediate brand equity outcomes?. Journal of
Marketing Theory & Practice, 7(Spring), 136—146

olo] 3t Z&AT(Chaudguri & Holbrook, 2001)oAM&= A+ EES A
ste] BA= A FRPA 7 FPS AF-HFA WF-pA =4

E R
ot

Tl AFEH Bd= ARte] A ustA o] AbE A (chain of effect) 2 A
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Wala ¢l 1¥ Morgan & Hunt(1994)¢] #AulAIE ] #3 o2& 7)
2 Ba= 2FAoA Ba= A na= 7z

o} g AAF TAANIAL ANGATE. AFH ATNM nAs gy

Iz
=
[
ofje
o,
=
N
of\
fo
=
=
E
> Hx o

o
k1
%0,
o
o J
J|m
ol
|z
)
[
o
ol
rlo
iy
1B
i)

B HAE Ak dguse] q8e 3

THAsE 58 H dAlE, A8 TR eh=

rlr
s
o,
i)
r 2|
L
il
)
rir
v
k]
T
k]
P,L
pav
O,

—|  Utitarian vae |

‘ Hedonic Yalue ‘

Brand Purchase harket l——
Trust Lovalty Share

» Brand Attitudinal Relative

i Affect Loyalty g Price

‘ Differentiation |

‘ Share of Voice

1% 3. Chaudhuri & Holbrook(2001)¢] Al& &3 =3

A& © Chaudhuri, A., & Holbrook, M. B. (2001). The Chain of Effects From Brand Trust and Brand Affect
to Brand Performance: The Role of Brand Loyalty, Journal of Marketing, 65(April), 81—93.

TEEAA 23S Fi Bi= zxPrke] FAFHAY HEeE Yoo, Donthu &
Lee(2000)+= 22792] HA= zprke tpxfgdor A Eo] Q= Aaker(1991)

o,
)
r <
i
il
S
%0,
rir
)
il
2
>,
=
1_;1
30,
i
it
A
f
o
=)
X
ol
)
>
=}
b~
il
-
|z
£
[
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A= Al AgusE Frhehelc.

Perceived
(‘ Quality ‘\
‘ Brand
Distribution “-- Loyalty
Intensity w

Advertising
Spending

Brand
Awareness/
Ammociation

)

a7 A vAR Msel A Aol B pred

A& Boonghee Yoo, Naveen Donthu, Sungho Lee(2000). An Examination of Selected Marketing
Mix Elements and Brand Equity, Academy of Marketing Science, 28(Spring), 195—211.

5. APAF

Fle] Bl EAEAMT F]glelnx] B HUE Aaba o] Qi M9l
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a7} 2A ek

1
s

3

A2 (2002)

yS|
A

Felsh B Avke] 1A

(2003)% 7109 Elo]EAZE A 9]

LR

2

oj

,_._%M

T eholE

=
=

=

2 wAy, 3, 44 38](2005)=

v A 2}
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1. A4

EoodAFe  FAGgALS 20099 11€HFE 2010d  3€97x] HAR
2009—2010 NH=& ZZu]Ful3lda] @89 2009-2010 V-2 19 68+&

= A7 ddeg & A7 43T dss hder F 33 2A

54 T H5 () 7741 (%) Al
o 156 51.8 51.8
A
q 145 48.2 100
== 23 7.6 365
I 102 33.9 64.8
e
o & 147 48.8 88.3
vkl 3 27 9.7 100
10d 19 36.5 365
30t 71 28.2 64.8
ik
40t 35 23.6 884
500]% 35 116 100
w2 6 2.0 2.0
#2 A 14 4.7 6.7
A/ A A 59 186 26.2
A4 AHEA 61 20.3 46.5
<22 /715 24 8.0 545
AFed o A v 2 27 9.0 63.5
A/ A5 83 26.9 100
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Fe Al

°©

7}719 M (self administration method)
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E|

hy2
A3k AFAF FAAZ 4

He A7)

SR @ oo o g I oo v
wox N T w® o o Cigle
— o7 =0 =
i o z § N Ry S
olo i A @ 70 - B oo &o T X
> 50 .
_ — o 7~I — =
T T o A TR T
R By oo oW o
ME H:m o)) <7 ol o :% i N o
T X 7o W B Bo Nl S als
iy o o . N o
e u T g o
/ <& S N
L) S b o
o 3 <+ X o : © 0
G 3 A T3 ~ T
il iy = 200 s 3T
T B TN ® o8 = "
Tz ANHS e C
=T s R - T
la e . S
| oo w T B oE 0 i
;O oo V < ol Mo M ‘W ay 7ol
TS % PoE g o W 9 o
H_Ol ey _ ll 0 B o° i3 o) .Iyl Q=
- iEPREEr S
g o) O R TR ¢ o
oy Moo o, A Ho oM
T Mo Mo = < N M,lo f gl o o
COC ¥ X OR - of o
=i - 2TLI002 o5
i a- I In < T — ok T
T M O0X O TETTOFy 0o
s oW L
s2E 4 ¥ TlciTdr L%
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BN R ~ — R xR W Gl
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(2) 71gdeluA
el A 291 ArjFlsge] Aol Ast A FAANAE o]
#, H32(2002), AR (2005)59) HPAT ARE o] &3] ¥ Ao B

Aol RYFES F 87) oz 54 wekste] AT,

X 10, REA FRAAR

TAAE TN =g A+
AFAHEALY  Aw, 9d, o, A 4
A Al A 5 e
-
AT B o] 1] A Al 32 Pope & Voges(1994), Z-8wH(2001),
35-9-(2002)
oWl E 7] o]

71 elv A 71 §-F el B A] - AL 3] 5 o] v A 8  AAF(2002), 7D F(2005)
= QA= 2
g} [o) g} =20
B e A nas oA 5 %ﬂh(zpoo» 274(2002), 15
3 (2002), #-28(2008)
ral= A= 3
= 5o 4 35
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el
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S
Tl

, &

3 o

b2

5]

FAE A (principle component factor analysis)<S ARE

KeR
| SN

sttt

°]-&

o
=

A0l 3] d W (Varimax)

ol
G

_ﬂ'

i)

<

o
il

-

B

el
{

B

—

0

o

~
;oo

ald

—

o

174
102
283
.360
169
704
871
185
854
310
146
183
277
1.212
9.322
'75.969
908

070
044
147
089
238
328
155
325
258
187
868
850
194
2.235
17.194
66.647
881

853
823
840
774
.766
327
.262
220
202
193
116
-.002
193
6.429
49.453
49.453
.899

Y
TR

=

==

T A ==

7194
7194

o
o

Fol of

NH&E 2=
Zujy AR =

)T 2HE A
2T AFAH =8

NHE &
NHE &
Eigenvalues
Cronbach's a

3

I

AL

% df Variance
Cumulative %

NH= 3

7144
Aol A

o] m] A A 5L

o] Aol

A

o=

.60
aig

1

o] A

1

NI

7}

Aol 75.969% = JEFITE ©
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A3 AxruA el

908, o|HIE7| &% 8812 UtElWTh B Al =2}k

12>9} ko] A

2] 81.826% = LEMRO

=
[}

BIE-,

Cronbach's a 7
<

.899, o] HX|A|

-
s

T

Els
=
A

W X o I oF
X B X W E
— = I?
Dom W o 22288858889
— P © :
1%_ ~ Mo ﬂm Wﬂ
™ <
oo o/ T
woo Ao oo
ﬁ © \.mo ﬂ < i < & o=
L..JEuIA 2 E B8R B EENI R
.UL,UIAEE OL1122244788
o
- S
W OW B s % .
W Too e m W
W % 5%
K QEEJI o Nl T © > =] o = o~
ﬂuo#zwﬁﬁl“ﬂ R Y TR N SRS I
L ‘ZT AN lﬂl i e & ® o ©n N
o —_—
T s 5 X
— Cl_ :i » ~
N —_
SR Ly
w W ol o = 9 = — -
n 0
_ P mL 3 100 o ou Exq o Rmode mm L. on &
= = " n
o S om oW T A R T N
so ml —~ . O oRr o o M| % N
;O,._ DT_ H;lL s | = = L it ~X W T
E#EZ]EWME ﬂ%rmﬂmw%oiuaa%aa_ﬂ
528 R o Ol EEm g g B
— Y-S ‘Ul ﬂ_yl ﬂx.w,._ BB do o Yo ioHioHio Ho
ﬁ.ﬂ uXUrwurL = %%HHHNHNMM
N ST LR R
— o
wquu o Y EN._ w Wl
Sl moy T i
= T N7 —
s o N a5 =™ 2 N T ol ul o
mu NS <t ﬁE i) m M ] WK = 7w rilller
< % 7o o n| o 1 o Tl Ko
T o2 M o8 % W g

2.020
20.205
81.826

916

2.753
27.531
61.621

893

3.409
34.089
34.089

927
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3. A< Azt

RG] ElolE AEAA
Al 2 A A ATFEAE v
1) A4 A4 0 2009. 9. 1 ~ 2007. 9. 10

&
|z
=
[
b
2
ot
o
&
o
=
r o)
ot
—
)
a2
r o
Hm
m [o

1%
L
kv

2) AFH L FHAT 0 2009, 9. 11 ~ 2009. 9. 20
3) =AM A4 0 2009. 9. 21 ~2009. 10. 6

4) AEA #ZA 2009, 10. 7 ~ 2009. 11. 15

5) AEA v 2 34 2009. 11. 15 ~ 2010. 3. 15
6) 27}

A2 2010. 3. 16 ~ 2010. 3. 30
7) =wAAd f 20100 4.1 ~ 2010. 4. 31

4. ABAZEH

o] Aol A:A e SPSS Ver. 12.0 EA#71# T2 o] &&te] 2
5 2] A wel ik el 2 Aol AR A7

X (frequency analysis), 2242 (factor analysis), F¥3aAEA

=
rlo

N
(@]
o
=
=
o
)
jg
o
jm)

analysis), &<91% Q<% (confirmatory factor analysis), Uo3]HEA
(multiple regression analysis) S 2 a4 EAHEAE A|AshA tfS-3F 7).
AR, JAFALE A £ 98] R4 (frequency analysis)S A8
A, A B R B4S 8] 89154 (factor analysis)< A8t
A, AEEEre] NP E A4S 98] Cronbach's a ¥4 A A8t
Uz, =3 e yddAE SRlerislEl AduaalEA (correlation

analysis)< 2 A3t}
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A el 7H] AFAAE FA87] Y8l the3] w4 (multiple regression

analysis) ¥} ©<=3] 7 E2 (simple regression analysis)< 2 A8}t
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gl
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75y A el

5127

oju] A A L

544™

333

479" 525"

187

7194 ol vl A

369" 424 371

195"

5907 5207 6327 5717

363"

5247 4247 678 367 6357

286"

“P<01

P05
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HAZRA = P< 01530 A £

AZF vebdar giglow, Zlgdenxek Hils

2t

}6]_

A(+)9]

ki3

9]
e BANME P<.015EdA FAHE 9

o
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How
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14. 2F A

5

F#k

t-%k

beta

ol
M

Ar
Mo

+
gl

¢+
gl

5572

-1.933

-.107

ol

X

71w Aol

337

50.346™

714 ol 1A

5235

324

oju] A A L

6.799""

384

P<.001

o

o 1] %] A aL

Joll A=

QLS

A

Lol
AL

(P<.001)3} olHlE7]oj &5 (P<.001)°] 7| olr =]l

Aoz Yetst, FA4e=

B o] ] x| A o

o

=

B=.324(t=5.235), o|HIE7|od&%o] 7|¢o]n| A

sl e

3

]

SRR
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it

) WMEke] 33.7%(R*=.337)

RE

71 elmA

[e)
&=

o

A

T
B

3. ZEZAANEF] BAEALL 1R &=

<% 17> ZZW|T- E}o]

16>,

<3t

15>,

<3t

B

F#k

t—%k

beta

ol
M

Ar

+
gl

+
gl

1.089™

207

-.262
25.869"

-.016

3.009™

204

o] m] A A 5L

A=

5.153™

318

P<001

FA
v

(P<.001) ¥ olMIEZ]of &5 (P<.001)0] E

2 yEt AR e

Ao

-
T

2Ty

=
=

] W]l 20.7%(R*=.207)

ox
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==
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o
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oj i A Al
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S
=

=

=

W] 40.7%(R*=.407)

A

3 %

S
<l

ok
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