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M 3 & Hal= XATER[F 2HoiE

M1 & 7|19 2ai= XA EXR]

1. Bd=9 QY

= wlAY 3] o] AHolo osH B U= ‘o] F(name), &°](terms), 7] & (sign),
A (symbol), L& tlAFe(design), =+ o]E52 ZgozA F = ddo F
AR5 AlFolut AH|A~9S YEH T Bloly, BAFAES] AFol AH| A~

BHales F3iEd W2 oz AHgEs v" g e olsjsojof sy, d %
= AR T MEA MEeR HEHE o ARG E ok Pt BRIEolE Aol

A G HAS AlF S Anl=o AR IS Axsted A9
olelgh ool ostH BA=E FEFaAUe d o A I AFS tE A

¥ FHEE T olg, 2, 44, H71A YA (package design), %

Aests Aolghal & 4 gtk 9714 AlF(product)S WER L FREAIA F= H

Aeo ofe FHALES HAS ofoldElE fxvky RE & 9 Aelthw

38) D. B. Perter., “Dictionary of Marketing Terms”, American Marketing
Association, 1988. pp.18-19

39) ¢33 - olHE HA=w9 -l 1997, pp.109~110.

40) AER, TEAGHZFOZA Ax = ~EAH #g A, A3
&4 A ALERS =, 2001, pp.8-9.
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%, BAsE /99 AN FAE Aol ohd mAY AHE FAAA Fi
Aoleh ] 2 Fadol Atk ofd <E 27> oldd HAso) qBS 1wd o

2R A 9 AzGA/710 e 4%
HAwAss dxdtstr] A% e
AEe 9ds dYsn 553 SAS HAeR nowr] 93
AFARAAN AR AL S FE F ok |
AdE =+ Uk g ude g FAFE E
HARES 24 7 Uk A
A EAREA k] ok, BT §A 5% A% Awe] s
G AA/EAA W HA B9l A
A s I

27 @ Keller, kevin lane, “Strategic brand management : Creating, Measuring

and Managing Brand Equity”, Prentice-hall, 1998. p.7

LuAel ] BAEE AFS Mol ANAE delFol 5 AMAL FEY
AolA EQ wme Auzol dg AL RiaA Boel e 2WAE AE T
we gdoA Mol AEt ¥ Faw e v
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& T 2 AFET R QIR A
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=}

41) Jacob jacoby, George Syzbillo, and Jacqueling BusatoSehach, “Information
acquisition behavior in brand choice situations”, Journal of Marketing Research
1977, pp.63-69.
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BAE Aabe] FRAHE o fi e Lrha

A, A FEAo] FFANA AH AR olHaHAM AE AARGE BHA=7}

g% FaAHL gk Ay 893 ARAE Sl uheh A5 Fulya )
AAARAN HHAQ WSt WA Qon, oA: wed hysE FYsU

@ oA BE AER o F JHseAl Wtk £e 4F AEAAES AFon
E

)

Aol s A 2u AE BEAIE AFS FYHL gow]
E AES 20A4E QANAFE Aol Ak & 20l (BE, B AE 2

of oyl Tge, 7} Al sk olm A% 2R E vhAl= Zlolth

3. BEAE o]nZ

BAlE olmA= Anxr 54 7o Balsd digte] ZHAaL e Fa, W
= e Bl 3k Ay (beliefs) s 3 o] AlE ApAol gk 7 o] AlF
dE oy FR A a4t Ao FAE AR AgAd zAAG
ATt
59 (Kortler)«= Bal=ef @At o|u|x] & Ald 9 F(the set of beliefs) & =

Mol HAE ol AL BAe] tal AulAst 2 Adel YHOoE stefsa oY

l

&

42) Constance E. Bagley, “managers and the Legal Environment : Strategies for
the 21st Century”, West Publishing, 1995, pp.88~&9.

43) AE, "TEA= 2k sEx e St A A AT 4 CEO Information
A 213%, 1999. 9. 29. pp.16~18

44) A<edl, TeiAE A2 HWEAL 1984, p.527
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sk Alde] gt AlFe] Aol tigh &njAF Hrbel dor gAE F AS5S A
o o] ~®E(Stanton), dlol==9 HETHRaynolds & Guntman) & %

e stapge] BAC olvAo] W@ AslE Wskw glovt 747k we slde] Aol

o g ztrhs Hy Az giste] Aztsla i FAVE vt HolA B

W BE olm A= AFE %

A7 AE A diske]l A zbabe AA A, A FAolg Ao o glon,

P SHAAE njate] ool el

ZAEHE AR50 ojfd F s Al
H

A% BAE oln A 54

O:

}

AE= ojd ouEs W@l dAdAFo] AAR ojdrtet: HEE AIFES] wgk
o FAEAN For A, H

AN T4
BAE oA E FHat= WS IA 47 Ao UE 5 gl
AY (7% —olvA)) : 7]&A 97t 71EA 97 Adv AFd BRA= 2AkE
F7HE, 249 wlole A

BE (7€ < omA) : AHG V&S Bastn dA BAs 2aks P8k
wnoh FH(2=9bx AA)

B'E(7& + oluA) : V& FEE EoUA FAl6 oHAE A(FPHoR A
o] E7H%)
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bR HA 0] Ag BAE JHAE gdez AT o olvke AR o Bil=
e E A W AATE hsetithe AollA 2 ouE Zbeth

=2 FuPA Young & Rubicam< Bran Assert Valucatoro|#t+= #HH S
AEetdnt o] WHE Ul 7 ALdHEF)S SAs] e 20 2RSS AFE St

of FAE
- 29 3} (differentiation) : A AN FEE0] EHsly] dE EEA A-E AT
- A A (relevance) : H#M=9] 703 #AHAAS =43

QLAY

- FA(esteem) @ HHE=T} o] HIFEM AlEF MM Hare] BAEAAE S

ARGE 2pdstel BaAd AdolA =L ghs 7HAoF s agE R ApEs Aee
=AY #EA At 9g #EAd Hdaee AT ApEs JRrp v Billss
A=A Hae] BA=st B XS S dvk BA=A = FAG AL F3)
of dojxint. F43 AXeA =2 FAFE & BA=Es =2 ARE 7K Bd=
2 d4dn. a2y o BAEs FATE 2oy AAAM Y Hae =4 B
T UL e BAss AYgAY HEe soud FARATVE Bs A debA
o Huel BAEALE 7R AR HubEe BEIESS oWl A THAH, A
F ol B2 ourt FAA 3

gk, Total Research= Equitrendel= B =2 4 7IHES /et d =, A+

o= 20009 SHAES de® 133719 USH M=o thgk Aol Al &atal o
19959 el = 10070 AFHTS 7007] B#E=Eo]  FAbY XIHI Q)
Equitrend= & A A (salience), Azt & A(perceived quality), AF&=x 7 (user
satisfaction)9] Al 7}7] LS o] &3t H

o
a9 AA A F Bds thate] HEUE A4S A SRS

, A< (recognition), 3]’ (recal)s v WHET ¢ Z#H3 Fxolg
Aty FALS BAt oax, Bz thdt A (trust)2t A4 (pride), L7
ERRIECNAl 71 A0l FH3stA 3t % 53 AsiA d#d PR o= =2

o g3l A& A SEAERZREYH SAHE F32 HIIA 9 Hf(average rating)©|
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H 2 & zoix

1. #9=9 7Ag

2ol % (involvement) ¥ ‘53 &l glol Aol olste] fuslol AztE AA
 Fagolt e wolme] FE& EHTh webd nhAY BN B ) v
%, e @Y ARt Belmst ¥2 0 AvAE AE

7}

1) 2#dEe AAA=

Z':
Fols el oste] dojuks &wl - Bl FEel
T - @Alo] e AEE Titth Aoyt ol maEl dgdEe] Axx
ehe] 7w AR YAA FHed dolF e wet ol Aozt AE AL e
Aol v 7] wiiteleta A A o
22229 = (Rothchild) ¢} 7Fo]t] 2= (Gaidis)oll wEW a1t A= QA A b,

48) FEl=dunderAda, TFRAbE | g E AL 1996, p.49.
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5 Az Al Aty ffste] A Arol HFo dAe] Azha @A ste]
Fesde F58t2E A9 ARE AV] ffste] =Heta oAy Rolxl e
AR VIEem EF wrgetnw diActe] HIF vt Aol ey A
Holstoll = 54 Stgol dojuAl H=d o A5 3ge] HA @2 A= <
2} (awareness) Ao A Al A Fuj7h dojyal 1 e A o] whel o vl
o] A= Aot

Lo
-

2) A& FAEYG 434 A=

Fodzdes el 7| AEHEE X524 Fo]Z(enduring involvement) 2} 57443
(situational involvement)® F7]% ko)
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49) M.L.Rothschild, and W. C. Gaidis, “Behavioral Learning Theory; Its Relevance
to Marketing and Promotions”, Journal of Marketing, vol. 45, 1981, pp.70-78.
50) Bloch Perter H., and Marsha L. Richins, “A Theoretical Model for the Study
of Product Importance perceptions”, Journal of Marketing, vol. 47, 1983.p.71.
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A& : Journal of marketing, Vol. 47(Summer), p.71.

o] 7 7HA] #AE A3 FAU}t glo] AEFH FHoAT S = 9, 7 A B
T U8 = e HHH T FREOR o]Fojx
3. 2EAHETY A9 =

1) 2¥ = AH| A

2H R TN A avlE fEl] Alstet 898 Fuista 58 EE iQlely o
AL ustt}, npAH A Wl AH[A e FAH R AES AW 9rj 4
H] 2H(Consumer), A|Eoly AU A5 Algsle 9 v AL&A(User), A A2 Foie
I A Buyer), AHl 2~ AFS B= 59 Al (Receiver) & Ul 7HA B Y-S €A+= @

o|t}, 51)



L WKFE, AFA, A2 Sl A% P27 o

Bol o] xula HEg FRael 1) 7ol % AFW AUz AdsE A

WSFo S AW stefsta Aol TSt &Fe] Rgehe Au2E sl
AT + Atk ZRAEZ AN ABAEF F, BgdFol nhE AgARs

w
tosEz 478 Bdett N Wi duAeR, FAEA, AAEA, HAEA
T"i_
94 Awsiel e, AA AR Axz Aujze] dF 2ulxe] A, @A
A zuAEe] welFi AEe wae AW oy JPLHE 45T 5 A

2AE AN 2T

2 ol u 29t 2927 (Maclnnis D. J & Bernard ].J:1989)+ 2@ 3} & ol

51) &7, "LV vHA" ), =2t Tl A+ 4, 1992, pp.62~63.

52) AA %, TAxz= wAE | | 2354} 1993, pp31 32.

53) &8, "TZ2xryxx= #HFo] AL 7o wE ddavxr g5 4, , o3
oAztofsta of skl A ARERS] =4, 2001. p.26.
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Qak anla grelm ofIAlolut by BT e HAME] JTS Wi
vt FAeATEs) frel ol ¥l (Schreber. AA1994)E olMEE AFHoR AUdE
S

kgl Al 574 olWlEe] Fojstal Stk dEwtSE At

3+ th5)

54) D. J. Maclnnis, & J. Joworski. Bernard., “Information Processing From
Advertisement: Toward and Framework”, Journal of Marketing, Vol. 53, 1989,
pp.1-23.

55) A. Schreiber, “Lifestyle and Event marketing: Building the New Customer
parentship”, New International Symposium, 1996. p.22.

_48_



A4z odTed o 45Ey

=2 X = 1

Al1d a7 =g

o,
)
=
2

>~
>,
lo,
4
§”=
r
N

X
B
il
ofk
o

>,

0ooo oo
0oo H1 »| 00D0o
0ooo 00 00
a000 H2 0000 0o
a0 ¥ 00000

00 00
tooonn | oooooo HA
000

_49_



Al 22 AT A

1. 22 2ZAH3 BA= 2471

il o = el ol 7]

g 93
UEEELE:

71 4 A7 HA]

!

o

]

<
il

£ EA

o]

Martin(1994)

=
=

R

bul 2 EA 4

S

3}
=

g
a

= o]u] x|

2]

s

SRS I R g g

24

k.

-

ToR

34

3 o] aHA = A4

KeX
=]

s o

= o9

ol 3}

719e) A 40

KN
s

7 E1 %1(2001)

21} olMEd wd AEHoz ¥

ol7]u} 2 Hel

L
R

o]

= Utk

22

G0
4

=

ox

A

—~~

o
i

o
)
~H
"

o
BK

o

)

%

¢

)
<]

N|
2]
<

)

o/
"

uzel

X

Mo

®
by

Mo

o719 AAEE =

2
=

H7kA AFA

= =
= ©

FA} go

= YAt

G2 EECRCE

G, AA99el St b

o

<
T

1+

I
=

B

o
el
G
el
Hr
o)
tlo
=]

~

ny
2}
£l

~
ﬂo

c3

=y

¢+

Felshn e

714 %

—§l.

e

A el

avlAEe] Hug AE

-
R

ool & w=&lA

2000. p.39.

_50_
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Fapol HAUE A5E NAY 2FF % B
= 7

Bz AbrhA o) el & wlasksivh F 79
JAS e 4T 49 Fart Hold Zhedol ol 4789 AA(dEhHAE

b, GMU§-24& 2k, s, oprlotyt &)s F7lste] S48t weks 7S
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3. #oxe AEIHZ AAE

Tl vA" A dAe vAE Ade] P FEER Aol ude Ax

su gtk lelth oleld wakel B2 BAEY] M FEe] mAH

A BEH pelml sxz AF AL LHARAY 4TS gudd, F 4
AT FF & QARA fFAEL Brle] B Hol

Ao PRt myolsh Aol FRELL we] LnlAt Aol Lnlz
of M 2Ex FE FEHF Sl E PRE AFHOR Fop AW EF 4

2o gelq AHAoR Fojats 54 vy @ 4 Ak wed AAE o

als
He
X

b4 3: A% 7 EE5 AEXHZ AYr[Fd ds IA =

57) ol A, AAA, pls.
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4, AXHZ QA ES BH= AA7HH

A4 AEHZ QAET 455 NEHZ ALY P Y@ Bd=
ARAAE BA 44D Aok,
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2 AAS ARz el U 9HAS obo] 30055 wEste] 20457} 3
1

2 AFA MFR AEEHE 2x2 2EZAY Folrg B AR, 2x =
Holm, MEH= A9l AAE, MEH= A9l 71§ Ble ARb7bA] el Bisto] Likert
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<E 4-1> 899 Fgg7A
W4 =7l TS5
AN AEANF 7149 A=z & 9
Fol71q] BHE A Qe P v AL 10
2F7EA| Ba= 2A7bR A= 11
FTotshs 2eAdsY A7 14-1
AEz BolE A¥2 AR BG AL 14-2
2¥2 AR g A 14-3, 14-4
NEE= A9 e
M EE = R Yelx
Q17 = A= | | 12
AEAE R zax qa 19 nas g 13
MEEHZ Y 7 Bl A7)
B 27 o
3. B4V ¥
2 Ao AFRE EA A = ‘SPSS for Windows 10.0° & AFg3tth. £417)
HogEs AFA EXS 98] Cronbach’'s alphaZs AMgstdow, 7pAdAZ=9] 7|He
25 JAEAEA(One Way ANOVA), t-test, Cluster&4 & AL-&3+ )
4. AF-EAZFH EA
1) A4
AENAFS G Z+z 50%% A sle] ZASI oy, HEHowg EXo x3hd

AR ZF 286/MEA olF FA7) 52.8%, ATt 47.2% 2 FAE AT

T & = H] & (%)
oA 151 52.5
of 2} 133 47.5
& A 284 100.0
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2) 4%

2

A FxE 204 Fo] 407 (14.0%), 21~2441(29.3%), 25~2941(21.7%), 30~34
A(12.2%) 2 ZAFE A

T LI H (%)
2040 m) 9t 40 14.0
21~24A) 34 29.3
25~29A) 62 21.7
30~ 344 35 12.2
35~39A 25 8.7
4041 ©]% 38 14.2
& A 284 100.0

3) A7 &

ZANAAES o7h ARBENN £F 2L AATES B SHF Aol 83

H(29.0%), = 2 sk 629 (21.7%), 71EF 439(15.0%) o8 e

2B H © H] & (%)
$E U AADE 8 29.0
sot @ Qapa 62 217
A7) 2 npE 21 7.3
o3 2 kA 38 13.3
| 39 136
71 €} 41 151

3 A 284 100.0
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4) BNZAA 2= 37 #F

23]

AL A 1839 (64.0%)> E=f A71doA d=3s dEskA ko 1~
dHEs doh SHEe R 789 (27.3%) 22 YERLT

o L H] & (%)

7b B4 o] glvk 183 64.0

1~23] 78 273

3~43| 14 49

4~53] 6 2.1

63] ol 5 1.7

g A 284 100.0

= TVE E& 9=7 472 103] o) &%

5

7357} 1587 (55.2%), 4~6

) d
HEI A7) 58%(203%), 7~108] #PI A7 43%(150%) 0.2 tR-E 48]
dTVE S8l d=3 4715 #d Jow AU
T LI H]&(%)
BA ersk 3 10
1~33) 24 8.4
4~63) 58 20.3
7~103] 43 150
103] ] 156 55.2
& A 284 100.0
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6) 4=3 47 I

A sl HH s 3 A9 2229(77.6%) = YEY 2002d €=
SLD7I7E WS =ANE S B Fa
TR )= H]-&(%)
ATk 222 776
sk 62 22.4
g A 284 100.0
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RELIABILITY ANALYSIS -

Statistics for Mean Variance
SCALE 56.8486 94.3410

Item-total Statistics

Scale Scale

Mean Variance
Alpha

if Item if Item
Item

Deleted Deleted
Deleted
A EKTF 52.9437 86.9367
Al 2[sK 53.3803 86.6888
Al 2[FH ) 53.8099 87.7658
WEle 54.0387 88.5391
A E|KAL 534730 86.8327
Al 2[asSTA 53.8204 87.6178
ZIOKTF 52 .13 84.9481
sk 53.1901 81.6104
2l 54.2817 81.8709
e 54.5106 83.9257
I KAL 54.2606 80.3700
ZIASIA 54.2817 78.8108
JIRIKTF 52.7958 85.5270
XISk 53.1408 84.7433
XIS 53.7289 85.2513
JIxlGM 54.0528 87.0325
JFRIKAL 53.7993 86.0550
7IXlasIA 53.9472 86.2198

Reliability Coefficients
N of Cases = 284.0

Alpha = .8199

SCALE (AL PHA)
N of

Std Dev Variables

9.7129

Corrected
Item-

Total

Correlation

.3521
.3860
.3838
.3762
.4667
.3826
.3434
.4483
.5326
L4715
.5848
.3148
.4195
.4612
.5079
.4182
.3756
.4196

N of Items = 18

18

if

.8141
.8124
.8129
.8136
.8096
.8129
.8155
.8090
.8035
.8075
.7999
.8314
.8106
.8084
.8069
.8113
.8129
.8108
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[tem-total Statistics
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Mean Var iance | tem— Alpha
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Deleted Deleted Correlation Deleted
Z0lot= 7.6373 8.4652 .6893 .7495
258 8.3627 8.2956 .8060 .6964
ALZ DAL 8.0070 7.8021 7422 .7220
A2 9.4366 11.1585 .3628 .8829

Reliability Coefficients
N of Cases = 284.0 N of ltems = 4
Alpha = .8194
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31714

mepa “AE2 2ENY o] 7Y BAE A6 (1) BAE

Aolgt gte 7HE12 A Y.

2) 7td29 HF
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ABSTRACT

A Study on the Factors Affecting of Sports Sponsorship
on Brand Property Value

Chung-Hwan Koh

Department of Business Administration
The Graduate School of Cheju National University

Today, sports are indispensible in our cultural life.

They are considered to be a window of opportunity for corporate marketings as
well, and no sports events are possible to be held without a corporate
sponsorship.

Though a number of businesses in Korea are committed to being sponsors for
sports events, they are still in their infant stage, compared with the activities of
sports marketing in the US, Japan and industrialized nations of Europe.

To achieve the goal of the research, I looked into the present situation of
sports marketing by investigating and filing reference materials on the theoretical
backgrounds of sports marketing, inquiry into sports sponsorship, the origin and
present condition of the World Cup, the breakdown of sponsoring corporations and
participation effects, the theory on property value of trademark and the
participation level of sports.

The findings of the research show that a sports sponsorship has a direct effect
on the improvement of the economic value of corporate brands.

It has been proved that to take part in sports events of international level, such
as the Olympics and the World Cup as an official sponsor is a fair opportunity
for sponsoring companies to enhance their property values.

Therefore it i1s advisable for Korean companies to engage themselves in
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international sports functions as official sponsors in the future.

It seems that participating as an official sponsor has had a more positive effect
on the progress of the economic worth of corporate trademarks than as a
supporter.

The higher the name recognition of a squad of supporters is, the higher the
property value of the trademark of a corporation backing up them is evaluated.

As the findings show, the economic values of official sponsors are appraised
higher than those of non-official ones since the trademarks of the former are

exposed more often.
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