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The effect of the type of sports brand clothes advertisement on the consumer’s
attitude : focusing on the control effect of celebrity endorsers

sang-phil Ju

Major in Physical Education
Gradquate School of

Pukyong National University

Abstract

The purpose of this study is to find out the difference. of the effect of the sports
product types on the consumer attitude according to existence of \sports stars in
advertisement.

The samples of this study! have been collected from the number of 120 university
students in Busan 'which™ are divided 'into four groups (2010) by using the
convenience sampling.

The questionnaire. which ‘was used in this study consistsiof total 9 questions that
are 5 questions about. a “demographic- background, 3 guestions about attitude
toward advertising and 3 questions-about consumer attitude.

Exploratory Factor Analysis, reliability analysis, T-test and one-way ANOVA were
conducted as the method to analyze this data for Statistical hypothesis testing by
using SPSS ver.12.0 Window program.

The results that are deduced in this study based on purpose of this study, method

of this, analysis results of this are as follow:

A. The sports product types makes a difference with the consumer attitude

according to existence of sports stars in advertisement.

_Vi_



A-1. The existence of sports stars make a difference with attitude toward
advertisement of the functional product types.

A-2. The existence of sports stars make a difference with attitude toward brand of
the functional product types.

A-1. The existence of sports stars make a difference with attitude toward
advertisement of the utilitarian product types.

A-1. The existence of sports stars make a difference with attitude toward brand of

the utilitarian product type.

B. The sports product types makes a difference with attitude toward advertisement

and brand.

B-1. The functional product types make a difference with attitude toward
advertisement and brand.
B-2 The (utilitarian ‘product ‘types make a difference - with = attitude toward

advertisement and. brand.
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