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[Abstract]

The purpose of this study is to present supporting data that can suggest a direction for sports advertisement
strategy on social media by investigating how differences in social media engagement of sports advertisement
affect users' product trust and purchase intention. To achieve this purpose, a total of 810 questionnaires, which
were completed by sports-related college students engaged in social media activities using a method for writing
a self-evaluation report, were collected, and 765 questionnaires were used as final valid samples after excluding
45 insincerely completed copies. For data processing, analyses of frequency, factor, reliability, correlation,
and multiple regression were conducted using the Window SPSS (ver. 23.0) statistical program to draw the
following conclusions. First, the social media engagement of the sports advertisement had a significant effect
on the trust of the advertised products. Second, the social media engagement of the sports advertisement had
a significant effect on the purchase intention of the advertised products. Third, the product trust acquired

through the sports advertisement had a significant effect on the purchase intention.
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Table 1. Characteristics of research participants
Devision Characteristic N %
Gend male 467 62
ender female 298 | 38
Total 765 100

3.2 Reliability of Research Tools
ZAAFE O] Cronbach's o 74202 AlZ|E & sholst
23t (Table 3)x} o] A2 =7} ehEE|Qict,

Table 2. Factor analysis result of engagement questionnaire

Type of question Factor 1 Factor II FactorIl Cr(;\;?g;?;;:)e
Functional engagement 2 .832 220 204 .859
Functional engagement 1 .736 298 376 739
Functional engagement 3 .706 .359 282 846
Functional engagement 4 .670 448 .158 798
Emotional engagement 3 315 .823 259 812
Emotional engagement 2 267 .810 .345 861
Emotional engagement 4 391 694 369 813
Emotional engagement 1 391 .639 392 .790
Communal engagement 1 202 337 811 767
Communal engagement 3 346 169 731 674
Communal engagement 4 269 371 729 .755
Communal engagement 2 .384 .375 .602 .688

Eigenvalue 2592 2.486 2.348
Dispersion(%) 28.800 27.618 26.093
Cumulative(%) 28.800 56.418 82.511

KMO0=.922, x*=2193.623, df=36, Sig=.000

2. Research Tools
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3. Validity and Reliability
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3.1 Validity verification
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Table 3. Reliability Verification Results

Factor Question Reliability
Functional engagement 4 .878
Emotional engagement 4 .857
Communal engagement 4 915

Product Trust 4 .942
Purchase intention 4 .949

4. Data processing
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IV. Results

1. Correlation analysis
7k Q9] 7ro] thEg-AA(multicollinearity)S oy
7] Hafl A 248t 23t (Table 4)0|A4 UERS 21}
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Table 4. Correlation
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analysis between factors

4. Effect of product trust on purchase intention
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Table 7. Effect of product trust on purchase intention

I I m I\ Vv
Functional 1
Emotional 707*x 1
Communal 748%* | 750x* 1
Product | ggq.u | 504w | 515w 1
Trust
Purchase | g | 505w | 5a5ex | 784%x | 1
intention
*x p<.01

2. Effect of Engagement on Product Trust
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Table 5. Effect of Engagement on Product Trust

b B t
Product Trust .846 .784 22.038*x*x
(constant) 576 4.810%*x
F 485.669
R? .614

orob7] 9]
715 5A(B=.743, p<.001),

b B t
Functional 743 541 7.389%xx
Emotional 419 .482 5.243%xx
Communal -.046 -.037 -.532
(constant) 1.735 15.848xxx*
F 52.325%xx*
R? .335

* p<.05,*+* p<.001

3. Effect of Engagement on Purchase Intent
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Table 6. Effect of Engagement on Purchase Intent

= A
s 29

sfof 3 9irt

o7 9]

b B t
Functional 194 .207 2.202%
Emotional .088 .090 .956
Communal .258 293 2.751%x
(Constant) 1.837 15.246%*x*
F 46.229xx
R? .308

* p<.05,*x*xx p< 01, *** p<.001

*xx p< 001

V. Discussion

Z Alzo) ol ojsh e
%8 Ul 7o Uehgt,
395 opUEs el
o) 2} xpol7} 9loict
n | 47} Q2B
Mo BIAT QAT LS M2|ert A Ut
YTk si(22), Je)n $950) 9T oﬂA 711 1]
o

al

ol
)
0
1)
rE
_OL
8
=)
0

2 9
mltl
nH:l r
=

22 8

E
re,
-
=2 ¥
X
wn
=z
n
l;
'_.
L
wn
z
r
)
o
Ba)
re
|m
N
)
o §
E
o
= o

o] %Le} Asioi L0 734% of A4 Ol4ojE &
5 0] AAPIXHET} KB TEt AlZjo] A
Qake A 2 ks AL gelg & gt

o2 E5f 44 ojtiojo] Hu



86 Journal of The Korea Society of Computer and Information

2
2
1
o

10 Bt ATNA AAOAAES] Pufol o]
Y &} AT SIAD(25). TP HEINE A

= FolA lcjo] A
e Al vus)

re

ol 2 7oz
= AlRlste] L QItH27]

o] Aol HaA7Ee] AuE Foll 44 Holg &
gt o] QAAIAIHEI} AlFof thgt ofelwo] 374
A FF2 1A 4 AT A2 E 4 9tk & SNS ]
SAte} WsA AZAIA AHIAFE0] EUT 4 e
B= 7]Z 5ol SNSQUIAOIAIHE £35S =Q10tH F
Aol o ) 7]9=A & o], o] AH|AIZ o}
olg aid I AlE FUYEE =Y 4 A Aol

NEE [
AR, HE Azjoh o) olwo] BAo] chsf st 2
IR0 Qolat JaFL DjAlE o’ Uepit) of
Arte 2GR, 2423} wago] dpoA ojdo]
ECER I BT s L Oi)

fr oY ol o M &
= o2 X, o
el
>,
re
|m
d

A9l 3kg oAtk slin(2s], 1)1 WA
20 95H Fuot BAY AT HEY Az
Fojol o] M G OlAlckL B Uk ol

o] 9179] Zuts AA|ste] FiL YH29]

o At HAATEO] ANE Fo) 44 UlTiojE §
g o] QUfolRUES AEA gt Alzjet Tojols
of FAMA IFL U1 5 Ak A L 5 Ak OhE
So oot QAPRAER As) 44 Dlciojs 283}
1 571 Hiek. oj2ig 5] QAoIAEd R
Fugizo] FRTCH BuA R0 et Azl eer ope}
AR FofeletA) £ 4 Qg Aoz ARd

Tepd thE5o] SNSUAIAINES Bats| welsp]

=
ol cheret ot BAsor 2 Zloja, o]
jojofo] F&stke ot diEsdt 2eeh 480

)
2
o
e
pa
o
rE
2
ri
o
|d
i)
R
)
oty ML

VI. Conclusions
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