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Abstract : This study aimed to provide basic data for establishing advertising strategy based on the
value and implications of the image of the player by examining the influence of the image of a soccer
player on the advertising effect. Therefore, a domestic soccer player selected as a sample the
production population who experienced the advertisement selected as a model, and conducted a
face—to—face (face—to—face) and non—face—to—face (mobile) survey for about 5 months from May 1
to September 30, 2020. Data from a total of 402 people were used for the final analysis. For data
processing, frequency analysis, internal consistency and exploratory factor analysis, correlation analysis,
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and multiple regression analysis were performed using the SPSS (ver. 21.0) program. The main results
of this study are as follows. First, it was found that the soccer player image impact the brand attitude

of the advertising effect in the order of body and appearance, performance, reliability, attitude and
morality. Second, it was found that the soccer player image impact the advertising attitude of the

advertising effect in the order of performance, attitude and morality, body and appearance, reliability.
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Table 1. Characteristics of the sample
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Classification Items Frequency(%)
Gender Male 251(62.4)
Female 151(37.6)
15-19 years 82(20.4)
Ace 20-29 years 182(45.3)
& 30-39 years 89(22.1)
Over 40 years 49(12.2)
Heung—Min Son 204(50.7)
Kang-In Lee 101(25.1)
Favorite player Seung—Woo Lee 31(7.7)
Dong—Guk Lee 57(14.2)
Other players 9(2.2)
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Table 2. Configuration of the questionnaire

Variables Sub factor and Contents Question number
Body and appearance 5
Reliability

Performance

Attitude and morality
Brand attitude

Advertising attitude

Characteristics Gender, Age, Favorite player

Total

Player image

Advertising effect

AL WOy L 0

w
—_

Table 3. Exploratory factor analysis results of player image

Cronbach’s «a

Sub Factor Items 1 2 3 Delered Toral
Healthy 164 959 208 .005  .996
Attractive 160 962 206 .009  .995
Body and appearance Refined beauty 172955 203 014 996  .997
Fashion sense 158 957 207 014 996
Individuality 161 955 212 .021 .996
Trust 369 135 135 905 979
Honesty 369 141 131 906 979
Reliability Belief 385 336 228 816 980  .985
Seriousness 498 117 208 826 979
Diligence 374 142 133 903 979
Match knowledge 101 271 920 241 973
Skill 147 136 972 .002 981
Performance Talent 109 265 919 238 974 982
Injury/Slump 100 280 912 246 974
Grade 148 138 967 006 973
Modesty 903 183 026 275 982
Positive 927 166 .001 280  .979
. . Confidence .853 157 042 350  .983
Attitude and morality Exemplary 901 173 023 213 os2 o
Sportsmanship 923 146 002 277 .980
Consideration 924 153 001 278 .980
Eigen value 5935 5.189 4.769 4.487
Variance(%) 28.264 24.709 22.711 21.367

Cumulative(%) 28.264 52.973 75.684 97.051
KMO value=.917, Bartlett test x?=25824.516(p<.001), df=210

ST Ag omR|o] A Q@A Ax =Ed oA
KMO(Kaiser-Meyer-Olkin)] ZHE 3= A=A,
KMO=9172 Uegyom, A4 9 o 574 & T A=
@, AEd S0 23, 4719 5 2 HlE 2 =997, A=

g, 470 sk9ladl 21 Ege=R
A BAb dEe 97.501%2 U
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(Kaiser—-Meyer-Olkin)¢] ®E HgTE= KMO=
7822 yEigton, HHAE ®H: 37 B9 G
HE 370 2%, 270 shfleql 6/ e =m 4
A, MA 24 AEEe 97.604%= UER
ot AFe B4 Aite 2dlE e ¢=.991, F
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Table 4. Exploratory factor analysis results of

%7 A4 olnlAst guase] NAs 9% 5

3.2. 7 M4 o|n|x|7t @mEmte| HAUE
BN ol Dixls s
&7 4% olulAsl Faave BAs
AAE Qe B4 8 A o
B4 Fat, 45 olulA 47 s9lae BE 57
Hog folgt Gl e Aoz uehgon,

o

advertising effect

Cronbach’s «a

Sub Factor Items 1 2 Deloted Total
Conviction .984 .107 .989
Brand attitude Feeling .988 107 984 991
Interest .985 101 .989
Appeal power 115 .983 .968
Advertising attitude Belief .094 977 981 .984
Persuasion .103 977 .980
Eigen value 2.949 2.908
Variance(%) 49.144 48.461
Cumulative(%) 49.144 97.604

KMO value=.782, Bartlett test x*=4620.119(p<.001), df=15

Table 5. Results of correlation

1 2 3 4 5 6
Body and appearance 1
Reliability .234%* 1
Performance A430%* 303** 1
Attitude and morality — .313** .658** .209%** 1
Brand attitude 540%* 343%* .195%* 235%* 1
Advertising attitude ~ .436** 555%* A20%* 194%* KT 1

**p<.01
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AA 2 Qm(8=783, t=20.092), A71H(B A4 darzt Aok g Fa ofo]AA 9] A9,
=428, t=10.861), A1=4J(5=.336, t=6.986), Hi T AoJHAET A&4H A 59 A4S
T 9 TEX(p=.227, t=4.748)&0 2 IEbT] o] A%-E T4 melste] A4 ou||et Fa B
A4 olmz]o] Euelo] Fugyte] HAE A olm|z]9] m|ATIR]E HA|5t7] gt ko]
Lo F&HQl njAlE AL 56.4%2 UE Qlofof 8 oz Bty A4 ojmz|e} HIE
ket olujx]9] ML Fart ALstazt s w4
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= A%, 82 FBofollA Yehte uiE, Fof o] mAmjx]E A4et HIME REo] o]u]z]d
2 oA o] gt FAHQl vEgEe] Fa =2 A moiE d4Y 7HsAS wiAlsH] fE7
A=of et AT} T2 Ao=m AGEI ) ofj-FolcH11]
= AL gugith. gEo] Aol 257elA
stelsiA AHole 7la 9 550 At 4lF 3.3, &7 M4 olo|x|7t 2oSate|
E Aok 9dFS ot X, BAa HFHAE= EN=oll O|xl= FE
v Agt g 5of ou|z|rt Fag Fdgshe= 5 A5 omArt Faayte] Pl gixo
H=o & Holxlo] HIA;To| et S £ 9% 245k faEl At tgsEH

5]
AT & FsAel Bk Ae AAbst gtk B4 A, A4 oluld 47 s9ladl nE 5
o o)

olgjgt dxto] disf 4% F-2(2013) A4E Aoz [ojt ko] e Zo=m ueEytow,
o] A718Et ofye}, AE9] AMHH T2 Al A718(p=.542, t=11.049), H= 2 Z=9X(p
W5 AESY Py H:seto] omz|sp & B =407, t=6.823), A4 B 9JE(5=.392, t=8.073),
&2 UeAE GRlste] AEAHES AP AMEG(B=.145, t=2424)&C2 Yepgoh A4
Zavt oty Axshe g, RAAYA =7 oju|z]o] =¥ ®Qlo] Frawte] Fi ol F

Axpol 2] Gr s AARS Fofl AeEo A3 Rl mjAl= Ae2 33.0%2 UEHTh
S ERfof Sk T I0]. 2 Ao 2AF didAREe] M Fobste Al
et S5 AeEs Bt dojdAsS T2 ARG Aee &8, o], olF, o
Al Aapgo] A7l AFd & e FHS 24 S Solth o5 FFAA FES HAuET,
o Fert Jow, FomAo FAN A%t o= AlLIgt Afsel AA F9 w7kt
AIES Fol WEIA AR oA E Q1A Eele JEHE mejnjof gIef A¥l et

Table 6. Results of multiple regression analysis

Dependent variable  Independent variable b s.e B t p

(constant) 1.562 316 4949 001

Body and appearance  .544 .027 783 20.092 .001

Brand attitude Reliability 217 .031 .336 6.986 .001

Performance .367 .034 428 10.861 .001

Attitude and morality — .235 .050 227 4748  .001

R2=.564, F=130.500(.001)

Table 7. Results of multiple regression analysis

Dependent variable  Independent variable b s.e B t p
(constant) 4.059 351 11.559 .001
Body and appearance  .243 .030 .392 8.073  .001
Advertising attitude Reliability .084 .035 145 2.424 016
Performance 416 .038 542 11.049 .001
Attitude and morality  .376 .055 407 6.823  .001

R2=.330, F=48.837(.001)
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