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Abstract

This study focuses on influential relationships for consumer's cognition about sponsorship, consumer-brand
relationship, brand equity, customer satisfaction and customer loyalty. To accomplish it, a questionnaire sur-
vey (answered by 600 males and females over the age of 20) was conducted by an Internet Research Com-
pany from October 5™ to 20™ in 2011. The results of the analysis were: First, consumer's cognition about
sponsorship consisted of sponsorship interest, sponsorship importance, sponsor-sponsorship suitability, and
sponsorship expectation. Consumer-brand relation consisted of personal attachment, trustful relationships
and commitment relationships. Brand equity for golf wear consisted of three factors (brand awareness, brand
image, perceived quality). Customer satisfaction and customer loyalty consisted of one factor. Second, the
commitment relationship was influenced by sponsor-sponsorship suitability, sponsorship interest, sponsorship
importance and sponsorship expectation. However, personal attachment was influenced by only sponsorship
interest and sponsorship expectations. The trustful relationship was influenced by all factors of consumer
cognition, except sponsorship interest. Customer loyalty was influenced by consumer's cognition about spon-
sorship, consumer-brand relationship, brand equity and customer satisfaction. The leverage of consumer-
brand relationship and consumer's cognition for sponsorship was notably larger than others.
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SO B2HE0] AZMA TSt AHIXE QIAIOI DHSHS 0l DIXlE= K&t 73
Aol 71 ZA e 14 v 2 PR 2 HE) Fog Frmyo] 2EX 4 tigh A= vFE A
A Eet 28RS F 794 xpdstar A Ay ot #2 AT ZE thFske} A o &o] 4
Al FA vl Rtet 719 ES QAN ATE EAA A o] AFe] PEoMstE S| 2xzdo] HA=Ee
FUACIA =24 282 5 7] wEolth o] 7 Zzjofo]l thA] FEstaL Sl o] H #HE A|7go] g
L O|HE PAVIFES 2EX AEMYS Bl Ad~ 25 e A AAl FESo] ARRES] Bl
A ARRRe] mhg&o]] AALe] HAle g FAHoR HEot S5 34 FE = "HIE AR
AAAIA 2|t 5oH Q) AAIE FAdstal BAlls Aold oMo AFEMY qLS o F{3} fof
Ae FE3H B anjRte] FAEE AT AL ME AaLste] skl o] EA40] RidE 2FEAY A
o223 ATH(Keller, 2001; Sézer & Vardar, 2009). 2= S 9% 7= A7t nid Eojor & Aot}
Z 2FEXA 0] 7199 AR A gk 8 TE T mEha] £ ApoAE Fxo] HATE F4H0RE &
A ks HolA A Ao R md AX = AFEA ZAA ] gk 2H|At 14]e] Hal=ete] iAol
A R SVHAIE, S W GRVIHES -’-\—%ﬂ“ oA g YIS T, SEA A gk 2=} Q14 42H]
°] 59%E A3x = Fofe] FAjetaL glom S 71 Ap-HA = A, B = 2Rk gl 3R] IAFAE
< U9 ZxAget tigol] et AEMAS ’é"\] o] M A= FEFS AT B} gt o] & FEl ARk
32 ATHIEG Sponsorship Report, 2010; Nam, 2015). X e] A= AEA gk A L&L2Ql Ae] e
oAy FU e HHA7IFEC] 2x2 2EXN4S B3 A& AN, HIE 2EAA Gl ik A FA ket
Bl on] ¥ v} Hale 7he] S A o] @ FEU AX 2 AZEAHL Bl &BReL &
AB ol ol =g gtthe MM o]FE Foll = o)HQl AAIE B3t HA7IHe] A7 o] gE
2ZX A g ABR) Q1] #E A7 g 8 o 7148 = Slvke AS B 550 sjA7IgES0lA &
A F3E7F 719487 7 BAFA 2 wstst 2312} gt
A, 719ES S u_":‘éi T Apo A ZpARE] 737
2 7 & AA s ol & S7M7]E A4t (Equity) II. O| =X uj &4
© ZH Hrlstar %\‘jr@emon et al., 2001; Song et al.,
2009). vt Fxgo] HAEE E3He o] Sl 1. S=90f EHE AZEMA0]| CHEE AH|X} Q14
YPARABAEEL L)z} A7) 7ke] BAIE A 5=
7Ho] & Ho|th(Ko & Lee, 2009). XL 22E= v 232 )8}l wet 2o} AR 2007 15
AAPolA = 714 Ee] Aobdr] fleiM e aRlAkE 2,9349] ellA] 2012 2% 54239 ¥S YERIAL o}
7199 AR R Q1A FIL A2 AEXY T LS F o] 9o} A LR QlF] o}z ko] go] HA=st &
4 v ARUA IS S o7 D8t 42H] Zglof Aol K1sHHA 2014 23 6,0009] do=
2sle] FAA BAZ WAL A EH 0T FAF= A AASATH2Z 6000%] [2 trillion 600 billion won]”,
FAES AAEof gt o] & f13 Al = 2x= 2014). 2RRFEC] Z2A7] AIH F1tF AR §lol &
ZEFA T FHE AR ATE Sl A7 9EN E}ﬂ Bl =d tial] 344 HHES 2 Erke Al
Al 2EAA O e T3 AAHA 2EAY &8 o] QAL Tt o FAIF Aol A FE Ap,
vHAE WRES A et ok 737]7<]1 g i3] ElolE T 5 AR OE oy §
S A7 E0] s At e 22 2E glo] 2ZAAE X8 Fo]th(Cho, 2011; Nam, 2015).
AAlel tigh APATFES AT EH, 2FEX 9] 719 o o|AH LH|A A AAEYGA FIshs 2F2 2E
U]X] AF =, FelabA7g, FaaEl e Aol thgk Amla} 142 A Z73) o] Bl 7] &

“T-=(Cho et al., 2010; Choi & Heo, 2013; Kim, 2013;
Kim, 2008; Moon, 2013; Son & Park, 2007)¢] 8 =32
Aot Aol opd ThE AM o] FE AFEAA
< WG R & k. o) F 8 Rofllxe 2o
gapel, o 2 HA= XA #E A7 (Kim,
2014; Lee & Hwang, 2011; Oh, 2010; Shim, 2011)7} t
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& &3 4= 20+=0l(Speed & Thompson, 2000), =713}

A A 13 a1 QL 02, o)
zZo c/\;‘z;q/\l ;H/\Lo ]H}]EL]— }\i
As} A= 24 A=
o 2EAY U Alele] A3
(Choi, 2008; Son, 2002). ©]+=
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=91 FagE el F2 2SR FEMASFL 73719k 7t AABE 2EA A 0] 2EA] 71 tligk A} 9l
A= o] Fz o MRt A FEFS 7] wtolth. 2le] oju gt FEFS v XM ol FE Bl = gt
EEAAC gk AH)RE QIAE T AEA S T3 FAE B4 9% FEAE AT E A St
Bl=svbE &g upeh A7 G A S

2AA v Ak Fulld)Fol] JES F= FEA ] U 2. AH|XL-EHE ZHA|

Sk B9 2EXA AA] EA ] mE) 48R B

WSlE T 2EA 52, 54 4703y 394714 7190] SAE =2 1S FA37] flEiA = 4
o thal An|xte] BAle 34 @ kS gHE Yol Ao} Bl = 7ko] A 2 H(Relationship equity)©] 343
T Ae EEA i 7P 2 v 4 ATk(Speed & Zojo} sled], BAIAARE AH|Abe} 719 S UL 2
Thompson, 2000; Stipp & Schiavone, 1996). =3+ 73 7]t A|A b A - FE Bl e 2PARS &3
B o) 2 AEAA il digk 1A 59 FAEE Eole dl 9L vFITh(Vogel et al., 2008)
o] miEH ol i A gle] T7to] H& o ARAE AR 7149 viAY 5327F 2714 o]l A 4714
o] FA7IHe2RE Y-S A Ut AR e 4 0]9)& F3IHA] AnAtel BT AAFPHL vl
A sge] ol Ed]] thgh 7] <14 <1 A 3 (Crimmins & 93 9u2 Adr}. LHR-EAE Ao theiA
Horn, 1996; d'Astous & Bitz, 1995)9} 22 = 3JALe] = Foumler(l998)—‘1 AREEAE BAE FE7ke] 55
2 A2 13 $97199] 7HE =4 Brtehe 2 gk EAjo)at EYREH ol #Ale FsEAda=
2 el collES] X7t X 9] Ee= TR 74 013k Adh et g o, Keller2001)E HA=

HTKStipp & Schiavone, 1996). ‘2~FEX o} 2Z A4 T
o HGA e AR 2EZ WA A550] 2EA A
£9 A7 AgSeA td wd A44H 222
WAL Fol sk BUES] B3 247} AR SRl
e ek QAN o] ol SEA tjet 5014
Hlx= Ao 93-S n]zth(Gwinner & Bennett, 2008;
Son, 2002).

/19 Sl F2 ol 2
B A7 A% 2a Qo
Speed and Thompson(2000)> =713}
2 olMlEs} 2EAA0] tla 2]
2, Choi(2008) 2F = 2R AFS] 2EXA Oﬂ gk
Zv)ake] OE B, AEZ OJWES) 2
Q7 9] frApdo] 2EA HAE 2t ] 1E
ol T}, LS Sozer and Vardar(2009)= Z~3E4]
Zo] AE X EH-S]— & AL 7sA e
Gl ‘:°ﬂ gk A - A - 3

37, Kim and Cha(2009)=

°1719Jr A719¢] B= - 710 -
T B SEAY el v
ZH)zte] B, 71§ ofm|A], w0 =
ARG 7199 22 Favtel tig i%/‘%l%
AT-3 Kim(2013) A7 A3 ol weh a2 2EA
71939 st ol vl 1ol Agre ok STk o]
o) o] AEAAL
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Apate] #2129 (CBBE model: Customer Based Brand
Eaquity mode)2 A3 2= o A A4S
sudgol 249 A4 7ol 3
Ao FEH T HEH o
25 2hato] Bk shsich 2 ol

vlAst HAE BAE FHE YL 9
3 Aol 8 w2 A elalaa) ek WA Kel-
ler(2001, 2003)¢] XS HlEo 2 AR|RL-EA = A
£ ANA A8 2R o, AEH A, A4 -9l
AA Age] A o2 # Oliver(1999)°] 17-9F &) 914
=9, 28H f, QA Reoz Ao F Min(2011)

o] AF A} 71 %8l Lv|A-EHE AAS Foff - 4l
2 - B9 Aoz AR v} s},

2vlze} BA=e] FoldAlE 2914 HU= A}
o] o]/\-l;a 73R JFAIFAFL E3 AH|REQ] A
A9, A9l oJa) ByYsE Ao, HAEo
].g]x—l 3—“15“ oz o]x]gﬂ _n_\:Hﬂ—__ A
olulAu} A2l 4ol T ZTHGw-
inner et al., 1998). A 2A = g kel A A oA
Pue grog, 54 HAsY e AHEE /R
I JajF el BHAA LH|ATOR Qg BHIle
#AE DAY $5490 HEE vk 715Ao)
TH(Singh & Sirdeshumukh, 2000).
o] Al Akt erﬁﬂTrXMl ek sl
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TIYO| H2HTO] AZ AR [HSH AHIXE QIAI0] DHEAMTH DIXl= Y&t 75
Aol tht AH)Le A d o Fo|zt FAHAEE AR H|ZLS 0] HAEE A4 JTogx 47 HA=s o
Ae 9 AYAFERN L8R Bl AA M= 22 e AERE oulshed], BHE XS B8 Bl
49 4 JTHFournier, 1998). L3+ A&7 YL 4 o gk X1yt 53 9 AEks FA4sH HER
H|27F B = e o] Asto] o1& wf 54 B =ele] £ BHE AR 15 BAE 20 A T8
4 #AS 733FA 7 (Anderson & Weitz, 1992), ©1= 3 8-S gt (Keller, 2003). 2= oju|x] &= &
o e dEe 715 o dw Aol 4H|Ak- A 719 B = i3] LA =)= A R 2
B = Aol gig A A5 (Min, 2011; Son & Park, AEo] B9} #AH e o] DAL F R} A
2007; Vogel et al., 2008)0l| A = B2 HaAl = 7o) & o] PA == FAAQ Aol (Aaker, 1991), 2H|AE
o - 5Y - AFIAE 719l AHe BAse T8 o] kst Tl A E G AFUA | mFol whE 7
gt o 3hs Tl U2 w1y EE B gy 3 Hals e EAE HUlE onR| S W &
M= FEgo] ARA-BEAE AAle} ISR F H|zle] EoF el AF} TG B AakS A
A &S T AHRbeke] 3 A A#AR A 2 (Yoo et al., 2000)3HA] gct. X7t F4-2 4H| 27 <l
848 a4} g 2813 e B4 B =] HukA)l £ 78 91
ke ZA0=, Azl B E AF o|n|X], FaL 5ol
3. B3 XpA gk AAA A2 Wk F3E o] A5 ] F4
< BIksl7] Witel| Au|Ake] x| el whEk oF
‘HA= = 2 IS KRlstaL 7199 4E A 7+o] zpo) S Holth(Aaker, 1991). ) FZ o] B
H| 2o thgk &H|2Le] 7198 AN A A W=s 2EAYE T3l AL BA=E gl Anfp
38 9EE Sl T3 847 7Y Bl o Al AAAT| AL FHA oA & AlojF o2 X|E3
gk A S Y-S AR A AlFste] B AN G AAL BA =0 gt 2 e AER)
W= APE 3T THLemon et al., 2001). 58] HH4E SollAl A =8k vk wehr] 2 Aol A= A
QoA Hal= xake El5 12d)] )3k Hal = x|z} 844 3H(Choi & Heo, 2012; Choi, 2008; Ha, 2004;
QS HXH IAFAHEE TEsE FQ Q40]7) Jung, 2009; Kim, 2010)Z EiE B = 2418 Hal=
o]l 71FELS A 3tE B 2ake P45 9 A&, HAll = o|mx], |7ty FHA=E Aelstal A
gk = o] & 8 3lth(Ahn et al.,, 2011). &R} A3 | A SR Eete] YFAAE A H A} S
BAE 22k A9 E Aaker(1996)= B = Q1A %=, B
WNe A=, Aztd £, Bl A4 o|n)A|, 7]t 5 4. DHOFL NHEME
A APt O E, Keller(2003)= HAE Q1A =9} B
W= onAE B E Ahto] FAR T T4t IAREL = Aol whet ofn| X7t itk A AT
Ha(2004)= 2% 2 SJFEA= AAkS Bale AT 2 Bk A oA wREL v o] 7L A B
AztE F42, HAE oln|A], HAl = QIA %, A7+ 7 A 2 AR Mg T FAE = Ao R FulAlE,
2, A =2 FEIHL, BHE 2t F 22 =, X7} AR, Amf o B oot ol AEE A Y
HEE E ou)r], BAE A% o2 ST of] theh g A wkg-olt). X7 AHjoA e 2N
S v R v A3t Choi(2008)e 2= =99 2 2HAZF A ES 7P ] AE3 B AER &
BAE 2 B = QIR 5, B = o|n|x], HA = g H| 27} =772 Q1A A S 2] v]ghel(Westbrook & Re-
T, B AR 2EIIYT BE Taje x| 59 illy, 1983). TEgF A A Fhz) g4 2] whgo] AH 3L
g FaFE-S VePdtia B3l Jung(2009)2 B E A N2 A FF AU 28] B0 Ao g =5
2, BiE Qlx), A ZHE 4, Bals S s Al FHE AR EARS 22 F UE TR AT
A7HA, AR eSS F59S 5o AFdse] B H A=A vt Ao 2 o 7ITK(Oliver, 1999). A E
= zRibel2kal 3192 H, Kim(2010)2 A|2HE &3, B A= v 9] T AL NELE Foln T A4
W= QA =e} BAE on|A & T2 Ty BAE %} TE zolut 4TS vRith RS R FOH V)
2o 2 W Aol g-e] JAAE A EIkT). & A FAETL FET FA 7RG E A,
st B E Ak e 4 oA BAHE QA 2= & 71 adold W], viAE Asf v 7Fae} A v
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A 14, 2R BAE B, HAE 4
A, 2ANE 8 mAFA R O o)
939 Pohiith
AFEA 2. B HAL 2EAR ch3t 2]
7} Q140] ZH| LB P 7]
GG Sobiet.
QATEA 3. BEeo] BAE 2EA Yol e L]
2} Q4] MR HAE B, B 7
A, 3R] A AR HAE
kg gojir}
2. BYET
B ATE FZg o] Halto] AZENA T Lu|x}b-Hel
= ), BAE AP, IS 2 34 F s Ba
Ao} Ul £AE Fol AEAE 4 - nealY
oh Z2EAA S 225 28R 9
A& A, ZZg o] B =] AEA A thgh 217t 2
2]-& Choi(2008), Kim and Cha(2009), Son(2002), Speed

and Thompson(2000) 53} H|ZAME EU2 F 247
& 53 Likert L5 B3l 78313tk &HAk-E
ZAl= Ahn et al.(2011), Ko and Lee(2009), Min
(2011), Vogel et al.(2008) 5-2] A9} dv|Z2ALE B
2 Z 1270 #3853 Likert 52 B8l 243t
ZTZo] HAE ke HalE o|n|x], Hall= 91X %,
A 2+a F49) Aoz A28k Choi(2008), Jung(2009),
Kim(2010), Ha(2004) 5-2] 972 3}e} | =AM 835
EUZ 54 - ngsle] F 1) 382 54 Likert %
& 538 SAsIATh RS2 Park(2008), Park and
Cho(2000) 52| F+A e} U ZAE vlRoZ, 717
FX % Ahn et al.(2011), Lee(2008) 5 ET)& 747}
% 9N B9 57 Likert A=E T3l S48k =
BaA=eo] Fuf3)EL Kim(2011), Oh(2010)2] &

o} oH|ZALE EUE ZZo] el EE, v

kS

TS, 18] UV E 5 F N e

=g Tl S
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2 A7EAel i A= AEdH - B2
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Table 1. Respondents’ demographic characteristics and purchasing behavior for golf wear brands

Respondents' demographic characteristics

Category Number (%) Category Number (%) Category Number (%)
Male 300 (50.0) Less than 82 (13.7) Salaried worker | 285 (47.5)
3 million won
Gender 3 M.(i]r.e than
million won .
Female 300 (50.0) - Jess than 222 (37.0) Housewife 113 (18.8)
5 million won
Income
More than
5 million won
20s 141 (23.5) s thar | 150 (25.0) Self-employed | 58 ( 9.7)
7 million won
Occupation
Age 30s 156 (26.0) 71r\n4i(ﬁieort1hjvnon 146 (24.3) Professional 51( 8.5)
High school
40s 151 (25.2) diploma 69 (11.5) Student 36 ( 6.0)
over 50s | 152 (25.3) Undergraduate | 5, ¢ ) Sales and 22( 3.7)
. student service
Education Coll
. ollege
. Single 184 (30.7) graduate 426 (71.0) Others
Marriage d I (including 35(5.8)
Married | 416 (69.3) vance 68 (11.3) unemployed)
degree

Respondents' purchasing behavior for golf wear brand

Shirts Department
(or T-shirts) 502 (83.7) store 257 (42.8) Once per year 49 ( 8.2)
Trousers | 463 (72.7) Warehouse storel 9 (3 g) Once per 259 (43.2)
hasi for sports season
Purchasing P T
. Speciality store
A 386 (64.3 Pl 67 (11.2 i
ccessories ( ) ace for golf ( ) Twice per 88 (14.7)
- season
Jumper 353 (58.8) Discount store 34 (57
Windoreaker) - 335 55 o) Online shop | 29 ( 4.8) _
or raincoat Twice per 38 (14.7
Less than two months (14.7)
Purchasing Vest 264 (43.8) 100.000 won 35(5.8)
Item Number of
More th:
(duplicated 1 000580 vign Annual
the Sweater 196 (32.7) . l;:ss than 232 (38.7) | Patronize
response) 200,000 won Once per
68 (11.3)
More than month
. Purchasing | 200,000 won
Skirt 82 (13.7) Cost - Jess than 172 (28.7)
300,000 won
More than
300,000 won
- less than 127 (21.2) More than
Underwear 46 ( 7.7) 500.000 won twice per 48 ( 8.0)
M, 0 month
ore than
500,000 won 34037
3) 23 XAte| 5H9IRk ble 4>2X], AL{F-X|7} 0.5 o]31Q1 &3 27)7} A £] =] o
Zrglo] HAE Ao UF QBN AR <Ta- 1) £ 3] 0908 £SH9T S Auula
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Table 2. Factor analysis of consumer cognition about golf wear brand sponsorship

Variance
. RS
Factor Item FacFor Eigen explalned. % Cronbach's o
loading | value | (Cumulative
variance %)
I have good feelings towards this brand because the brand I pat- 353
ronize sponsors golf matches and players. ’
I like this brand because the brand I patronize sponsors golf mat- 797
Sponsorship ches and players. ’ 19.267
3.468 908
Interest This brand fulfills my expectation because the brand I patroni- 764 (19.267)
ze sponsors golf matches and players. ’
I am familiar with this brand because the brand I patronize spon- 760
sors golf matches and players. ’
The brand I patronize sponsors golf matches and players to po- 785
pularize golf. ’
In Korea, the golf matches and players sponsored by the brand I 777
patronize are significant. ’
Sponsorship | In the area of golf, golf matches and players sponsored by the 2 | 3370 18.725 380
Importance | brand I patronize are significant. ’ ' (37.992) '
Internationally, golf matches and players sponsored by the brand 659
I patronize are important. ’
I am more likely to attend matches and see players that are spon-
. 625
sored by the brand I patronize.
The sponsorship of golf matches and players suitable for the res-
pective brand I patronize will aid them economically and pro-| .709
motionally.
The brand I patronize sponsors golf matches and players. 708
Sponsor- . .
spoonbiy |1y e ot e o s s o e | S
Suitability play tyasag : :
It is understandable that the brand I patronize sponsors golf mat-
. .649
ches and players with a reasonable purpose and scale.
The image of golf matches and players is similar to the sponsor- 621
ing brand I patronize. ’
The public has relatively little interest in golf matches and play-
. . 677
ers; however, the brand I patronize keeps sponsoring them.
The brand I patronize sponsors various golf matches or golfers 676
Sponsorship | in order to encourage talented players. ’ 5205 12.252 25
Expectation | The sponsorship for golf matches and players by the brand I pat- 618 ' (65.378) '
ronize helps popularize golf. ’
The brand I patronize helps to improve the aspects of golf such 614
as the operational capability to host games or start pro-teams. ’
< 61.206%= YERTE 891 12 W7t ek Hille gk Bl =] RIE 7|5t 9] AlEES] F3
£ 0 Hdlso vs) Uil 2ekle] EHolw Y UTE o) HASE BV Yrks ol hgoz 2
FoYTE o GO HAS ool e §Es A= QAme PRskgch olsh e Avke Az
AL, 891 2+ &A9] 7153 TRl S-48h AL o) Hal= Ak A E Choi(2008), Ha(2004), Kim
o7k 2 Bw AAH AF Faol $4oTE NE 010)0] FATE AR Mol Fxgo} B
o= AzhE FE ol EHssith 89l 32 W7k = Ak BAlE oln|x], A|ztd 4, Bl = Q1]
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Table 3. Factor analysis of golf wear consumer-brand relationship

Variance
Factor | Eigen | explained %
loading | value | (Cumulative
variance %)

Factor Item Cronbach's o

Staff can recognize me in the store of the brand I patronize from. | .858

Staff treat me in a special way in the store which sells the brand

. .841
I patronize from.
Personal — - - 24.532
Attachment | Staff tend to be familiar with me in the store of the brand I pat- 837 2.944 (24.532) -865
ronize from. ’
The brand I patronize provides information such as new prod- 740
ucts or a sale period. ’
I want to maintain long-range relationships with the brand I pa- 347
tronize. ’
Commitment || am deeply attached to the brand I patronize. 774 | 2900 24.166 864
Relationship - - - ' (48.698) '
I can tolerate some inconveniences to patronize the same brand. | .768

No other golf wear brand can replace the brand I patronize. (R) 717

I do not regret buying items of the brand I patronize. .850
I trust the brand I patronize. 786
Trustful - - - - 20.803
Relationship I can ll).uy items of the brand I patronize due to a trustful price 634 2.496 (69.501) 812
or quality.

I can buy what I want when I go to the store of brand I patronize. | .624

(R): Reverse

Table 4. Factor analysis of golf wear brand equity

Variance
. . o
Factor Item Fac?or Eigen explamed. i Cronbach's o
loading | value | (Cumulative
variance %)
The design and style of the brand items I patronize stands out 830
from other things when I wear them. ’
Brand The brand items I patronize have differentiated traits. 756 | 2.694 22446 832
Image (22.446)
The brand I patronize is valuable as a golf wear. 741
The brand I patronize has high quality as a golf wear. 735
Fabric of the brand I patronize has excellent functionality such as 720
moisture permeability or comfort properties. ’
The design of the brand I patronize is timeless and 1 can wear it 705
Perceived | 10F @ long time. Seog | 21898 s
Quality The item size of the brand I patronize suits me. .689 ' (44.344) '
The general quality of the brand I patronize is excellent. .684
The brand I patronize has excellent services like exchange, re-
. .632
fund, and after-sales service.
I can remember the logo or symbol of the brand I patronize. .822
Brand i tl}llz\r/eal(;lzrvtvirslet;llzrzrsand 1 patronize through recommendations by 782 003 16.862 o
Awareness : ' (61.206) '
As possible as I know, the brand I patronize sells many kinds of 659
fashion items (clothing, shoes, and bags) related sports. ’
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L& 5l 48 £ 5 Atk 156, p<.001), Z=2EM A F A (f=.144, p<.001)2] =2
2 Fo3 JFS Dl%‘&} ole} He AT A e 2FEA

4) o= THEME 9| o1 Xt Aol thgk &z} 914 o] 7o) thgt T} S 9
<Table 54 FZ9o] B =9 I ARE-2 Y7} 9 Ao o] frefst %'6;}—% v THaL 98l Speed and
Tojst Bl AEe &5 9 284, 71, EE Thompson(2000)2] A-FZ e}, 2FEA 4 Bz gt
g BH= **E*Ur Au] 2ol gk 9 5o yeo= ZH|zLe] 7|t et U EH o] 2FEA B = ole] HAY
TAHYL e Fx o] Halzo] S L= O} Aol AEFS 2 4 9lrkal W3l Kim and Cha(2009)] &
E AIENA W7t st B =S -5 g2 A TA, 2EA 7190 d e 2EANS B3 B
EZ A3 AL gl A&H 02 w7 Bk A= 91X of| P& Frha 83l Choi and Heo(2013)
AEE T Aol W22 AU F 891 o] AxAzets FASIT
E5 AZAF7E0.80 oo 2 =2 A e E el 2 ATEHE uRoE Zxgo] AMAES Y
Bl =st Fzo gis) B4l 2k AR E 7)o 2o
2. 2=¢of 22l AZMAOf CHEF AH[XE 14 Al Z2EAA S AAETL 7SS B =t o
O] &H[X-EEE ZAo O|X= P& & FAsH, AEAA JAS 2 ZEANAM T2
gt o] & A tlidol] 2EAM NS AAE 2 2o
Zxgo] BHE 2EX Y tigh &n|#f Ql2]o] 4] ojux| gttt 7lU|7te] 45 sd Bl =g} F7H
AL-BA = A o) v 2] P Lol A 3= <Table A AAE FAIFIL o2 ke Ao 2 Bl
6> 2ok Q1A oAl v FES A E A Zxgo] BAE o|n|x| 9} FALSIHA FA| A 219
3} FxZg o] BAE] AFEAA T4 (4=285, p<.001)F F274S A UlidS Fdste A9 A g4l
2FEAA 7117 (B=281, p<001)°] BAZH =2 Folgt olulA| & A& 7| E,E ST Bl =o g3 2=zt
FEFE A, BEYIAAM T ZEAAY T4 (5288, o] FAHHET B} ulghA S FZ9o] Bz
p<001), Z2EXA F A4 (246, p<.001), 71Q-2=EA AH|zke} B = 7o AAIF Aol ofu st TS F A
A A (B=213, p<.001), 2FEX A 71HZH(F=208, p 2Z3] ZEal AARe] AA T FAFSFEA ERAL AR}
<001)9] =22 TAAA IS v T E3 Fzg o] 7} Asshe tdS 9k, FxA o] W) ALS) ]
B olo] AFAA = 2EMA B4S AL)Ek 719- o7 U xR ~ENY B B8 Aot B
2ZEA A (B=181, p<.001), Z2EXA N7 (s o)Fel #AE FAY = e A 2FEHS A

Table 5. Factor analysis of customer satisfaction & customer loyalty

Factor Item Fac?or Eigen Var}ance Cronbach's o
loading | value | explained %
I feel satisfied when wearing or doing activity or the wearing 833
sensation with the brand I patronize. ’
I am satisfied with functionality (comfort, elasticity, and wicking)
of the brand I patronize 827
Customer : : — : 3185 | 63.932 857
Satisfaction | I am satisfied with the fabric quality of the brand I patronize. 821
I am satisfied with my choice when I patronize the brand. 752
I am satisfied with service (exchange, refund, and after-sales ser-
. . 752
vice) of the brand I patronize.
I will recommend others for the brand I patronize. .839
I will nicely tell others about the brand I patronize. 778
Cﬁlj;(;rgr I have no intention to buy other golf wear brands. (R) 777 | 3.097 61.940 .846
I will visit the store of the brand I patronize. 72
I will continue buying the brand I patronize. 767

(R): Reverse
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Table 6. The effect of consumer cognition about golf wear brand sponsorship on consumer-brand relationship

Dependent variables Independent variables g t F R?
Sponsorship Interest 285 7.613%%*
Sponsorship Importance .056 1.506
Personal Attachment - — 29.977*** .168
Sponsor-Sponsorship Suitability .067 1.785
Sponsorship Expectation 281 7.517%%*
Sponsorship Interest 288 8.008***
) . ) Sponsorship Importance 246 6.841%**
Commitment Relationship - — 44 .893%** 232
Sponsor-Sponsorship Suitability 213 5.920%**
Sponsorship Expectation 208 5.796%**
Sponsorship Interest .015 377
. . Sponsorship Importance 144 3.655%%*
Trustful Relationship - — 12.594%%** 078
Sponsor-Sponsorship Suitability 181 4.609%**
Sponsorship Expectation 156 3.954%**

%< 001

Aske Re] wiE sk,

2=90{ B2 AZMAMo| CHEt A,
AH|XJ-EHE ZHH|, B3 E XjAH DZHOLEQ|
IHEME0 O|X|= Het

2L-EH= o)
H) 2= P AHE u, 7} /dEe] J g o] AT
2] & A AAFAAE ek S k] duld g
235 dolry] 915t YA AN LS AN A
th 2 A= <Table 7>2A EHPHFES HAEZ F
Y& wjnict IAFY T vX] = 2 F8RIES] FF
o] W=, BAE thegid 1S 2% VIF =
A3 2 1.000014 o) 24372 Vb ASE 7
o] 7ht AFABA 7 JEREA] ettt

1A A < 2=FEA 4]0l TG &R} Q12 W7t 2

N5zl vR= Y-S AR A3 2FEAY B4

(=361, p<001), Z=EX A 7] 7H(B=345, p<.001), 714 -

2ZEAA AT (B=192, p<.001), 2EAA] F2A4 (S

183, p<001) =02 vAZH ] FFS AT A
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r
E
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Table 7. The effects of consumer cognition about golf wear brand sponsorship, consumer-brand relationship, brand
equity and customer satisfaction on customer loyalty

Step Step 1 Step 2 Step 3 Step 4
Independent variables g t g t A t g t
Sponsorship Interest | .361 | 10.688*** | .134 4.610%** | 119 4.058%** | 113 | 4.033%**
Cog;?is;m:gom ?&?SS;TS 183 | 5427+ | 003 | 119 017 | 591 029 | 1.059
Golf Wear Brand | Sponsor-Sponsorship | g |5 e | 002 | 056 016 547 047 | 1.69
Sponsorship Suitability
lsgi‘;‘i‘t’;fﬁg 345 | 10.200%% | 099 | 3.423*%x | 077 | 2.622%% | 077 | 2.733%*
Personal Attachment 319 | 10.934%% | 206 | 9.761%* | 263 | 8.956%++
C‘;‘{:}:ﬁggirig“d %‘:{;gg:ﬁ‘; 452 | 14.793%%% | 301 | 10.670%% | 347 | 9.734%%x
Trustful Relationship 401 | 14.656%%* | 338 | 9.774%x | 217 | 5.861%++
Brand Image 128 | 3.356%%* | 086 | 2.329%
Brand Equity Perceived Quality .078 2.444* 012 379
Brand Awareness .008 246 .019 .646
Customer Satisfaction .280 7.309%%*
F 70.015%++ 128.821%++ 93.406%++ 97.328%+x
R 320 604 613 645
AR? 284 .009 032

£p<.05, ¥*p<.01, ***p<.001

o2 FAET 4dA oM AR WS T3] oTh B ApLAIE A¥ = AEXAS B B
3 RE HFEY aAFARS] JFgAE Ause AEEE ol ou A& AEs} Tl 34 Al
o], 2ubA| 9} 3EAIAE AEAA BAl(B=113, p<.001), e P A Ert Adoke Choi(2008)9F B
2FEXA 71H7H(B=077, p<.001), BQBA(5=347, p< A A9} BAe 7go] AT Fost F3S v

001), 70918 FT7H(B=.263, p<.001), A 2| ZA (5217, Y432 ¥rel Chaudhuri and Holbrook(2001), 21A138] 4
Pp<001), L2 9HE=(5=280, p<.001)°] ILAZA Lo o] Ql 2EAY HAY o Av|RIE0] 2FEA B = O
U FEFE S Ul oY, HAlE APitlx = X714 3 394 H=E 7KIna ‘é‘w” 3l Stipp and Schiavone
F49] JEFHL AR L HA T o]n]x](8=086, p<.05) 1996yl 3z A2}, =3k B ApFol e B
gro] fro)gt FS M A A ASE 00327 5 W= AppbE T 2FEA A O gt AR} Q12] 7 2H| A}
7kt 0.6452M U H o2 B = AR T 1 9= BR= 3 B 4 9Eo] IAFH T X FF
o] A FAA = FFo] o A el Ho| ] o, oFAFY A9 HiH= ko] 1A

Zxdo] AR FE 2EA A g #4l 7 7] A% vR= JEFEe] B Athal W3l Ahn et al
NS 7S, 224 Bl sel £Y - 7lUA %EH (2011)9] Ar+Azel= zpol7t AT ol& Zx o
A IAE YHL4E, AR A=} apdslE B ZZANE B3 Azl BlE A3 7| gte] &
oJu|R 2 Q1A EHH Zaxgo] HA =9 A Folt HH] EA g Ak A8 IS EAZ AR AA F
2o g2 A ) o=y 3 0] Ffo] ol d BAzo) St A E = e FH A BAE
wbA] S FZSo] Bl = 2EA4 T 22 mA el Y AT Bt 2B E OE Zxo] B
H AFYUA A g 2 A3 E8a) Anrpee] & Ao} XPEstE = HAE ojn)x] Fo] Hil= 2Pk
B3 FAE FAS BAE Ak} g grszte] 3 o IAFAZ PX = FEFHe] ¥ ZA vERd Ao
e F UAEE FHER] Y A2 AYE=E 714 2 F2HE0

—491 -



84 st=20lFstalXl Vol. 40 No. 3, 2016
v. 242 g Mo A F e S A =84S 71&ook skl
th B4, 2EAAE S8l LIRS HAls 7he] AIE
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£a) 20)A49) ) B=dlo] DAY} 4714 el vhe Aol ) Salolu Axmaslo e oz}
44 WS Gl 2L FHRS K TAL 7] B EFS WMEAESE Axx AEAN] F T B
gol Fo ROz AT BRA) FESGTL B AL /A E shie] B T2 SHo B8
AFAHAE QoFatd, 3, ‘Fxdlo] SFAA g ok & Zolh AlAl, Fxo] BRR=o] 2E A4 o
2R Q1A AEMA A, 2EAA T84, 71Y- SF 2|7} QI E 7]E0] 22 AFEXA] | bigh &H]
2EAA AR, 2FAA 73] Rl <4t Al 123 AR FE| R ERER Bal=o] oo S
HA= dAE JHRA foiEAl, B, AE A =5l 820l YFE Frhe FollA 278 FofellAM
2, HA= 2k BAE ojnx], X7tE £, Bl T AEHR IS 23 AEAA S AR T
ERIAES aRloR ARSI INFHAE = e AHE Wt FH2 X AFT) AlLEA
d 2o 2 AT EA, ZZ o] SEAA S, gks] Fle) =|ojof 37Tt
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