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Abstract 

The purpose of this study was to verify the relationships among attitude, corporation image, and purchase 
behavior in Korean running event. Through this study, running event of Korea may attempt to develop sports 
event and sports industry infrastructure. To achieve the goal of this study, 432 surveys were collected form 
male and female adults who planned to participate in Korean running event in October 2016 to February 2017 
were delineated as the study population. A convenient, non-random sampling method was used to select 
participants. After examining the correlation among attitude, corporation image, and purchase behavior, the 
relationships among the three variables was assessed through multiple linear regression analysis. The results of 
this were as follows. First, regarding sub-factors of event attitude and brand attitude had positive effects on 
corporate image. Second, the sub-factors of event attitude and brand attitude had positive effects on purchase 
behavior. Third, the sub-factor of corporate social responsibility image had positive effects on purchase 
behavior, and good image of corporation was statistically significant. 
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1. Introduction 

In 2017, the number of Korean people that run for exercise was estimated to be approximately six million. 
There are about 400 running events each year in the country. It is estimated that many more events will be held 
in the future, from large to small competitions, as more people become more serious about their well-being 
and about living a healthier lifestyle. At present, running is the most popular leisurely activity, and more sports 
brand companies prefer hosting and promoting running events, which can also improve their positive 
corporate image. Running events at present in Korea include Nike’s We Run, Adidas’ My Run, the New 
Balance’s Color Run, Asics’ Cool Run, and the Reebok’s Spartan Race. Sports brand companies finance and 
hold these races because they perceive them as direct interactive communications to promote corporate 
involvement in these events, which is believed to generate increased consumer awareness of their brands, a 
chance to initiate the marketing halo effect and, therefore, gain long-term positive effects such as customer 
loyalty across their product offerings. The title sponsorship program associated with sporting events has the 
advantage of enhancing corporate sales (Marshall & Cook, 1992) and enhancing corporate image (Ko, Chang, 
Park, & Herbst, 2017), making it easier to reach the public. The most important factor influencing the 
formation of corporate image is its marketing image, which determines the behavior and attitude of companies 
and products through corporate image (Burnett & Hutton, 2007; Cole & Illum, 2006). In particular, the title 
sponsor is one of the most important sponsorship methods (Laband, Seals, & Wibrandt, 2015) as it cans double 
the sponsor's benefits by having the name of the event connected to a particular corporation. Sponsorship 
programs related to sporting events improve the company’s sales (Funk, Mahony, Nakazawa, & Hirakawa, 
2001; Hightower, Brady, & Baker, 2002). The overall image formation of a company is very important as it 
determines consumer behaviors and attitudes about products. 

A running event hosted by a sports company will involve a variety of people from various levels of experience 
who are provided with information from the company such as new product tastings, new product experiences, 
related brochures, videos, and services (Gwinner & Swanson, 2003; Wohlfeil & Whelan, 2006). In addition, it 
is meaningful to discern a causal relationship between the attitude of potential customers and their purchasing 
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behavior sand the corporate image. This is important information that provides the evaluation criteria for 
determining whether a company should plan on holding the designated sporting event more than once. 

Research on sports event sponsorship since the 1990s has been increasing steadily. Results generally show that 
corporate sponsorship activities have a positive effect on corporate image, image enhancement, brand attitude, 
and product purchasing (Du, Bhattacharya, & Sen, 2010; Javalgi, Traylor, Gross, & Lampman, 1994; 
Nichollas, Roslow, & Dublish, 1999). However, most studies on sports sponsorship have been focused on 
professional sports. Research on general population participatory sporting events, such as running events, is 
relatively inadequate. 

Participation in watching versus participation in activities can show a significant difference in the behavioral  

Characteristics and participant attributes. Therefore, such research promises revealing outcomes that are 
different from research on spectacular sports events or events only for professional athletes (Gratton, Shibli, & 
Coleman, 2006). In Korea, sports sponsorship participation has increased in recent years in many sporting 
event venues. However, there is a lack of research on sport sponsorship for public participatory sports to 
determine the number of events. Participant awareness of such running events is representative of 
participatory sports events in Korea. 

The purpose of this study is to investigate the relationship between consumer attitudes toward titled 
sponsorship for sporting events and the sense of corporate image and purchasing intention of competitors in 
running contests sponsored by sports companies. The research model set up to achieve the research objective 
is shown in Figure 1. 

 

 
Figure 1. Framework of the study 

 

2. Literature Review 

2.1 Participating Sport Events: Running 

In recent years, consumer interest and participation has changed regarding sporting events, and companies are 
actively using sporting events to promote their businesses because participatory sports events for the general 
public are more dynamic marketing factors than events meant only for public viewing. Participatory events are 
more effective as marketing means because of the higher involvement and dynamic when consumers play an 
active part in the event (Brodie, Ilic, Juric, & Hollebeek, 2013). Participation sporting events are favored by 
companies because they have the advantage of being able to achieve integrated marketing communication. In 
addition to the positive effects of raising awareness, improving corporate image, and increasing profits by 
sponsoring sports events, there are additional social returns as the public perceives that corporations are 
supporting their personal goals of improving personal well-being. In other words, there is significant return on 
investment for money spent on advertising and publicity through various media platforms such as stadium 
signs, banners, electronic billboards, and various promotional materials designed to gain consumer 
participation in events like running competitions (Fourie & Santana-Gallego, 2011). 

Running events are becoming increasingly popular because participations requires no special skills, making it 
easy to participate, and because of the wide-spread advertising for the events. Therefore, interest and 
participation in running events by media, corporations, and local governments are also increasing. More and 
more participatory running events are being made available to the public as their involvement continues to 
grow, making two-way communication with companies more possible. These are new opportunities and 
advantages for improving corporate images (Meenaghan, 2001), and consumer attitudes toward sponsoring 
companies are driving increased corporate sponsorship for running events, making active research essential to 
understanding these trends. 
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2.2 Suitability of Sponsored Event and Brand Attitude 

According to Schema’s theory, consumers memorize information about products as an independent concept 
rather than memorizing it as a composite composed of various concepts (Cakici & Shukla, 2017). In other words, 
when a brand sponsors a sports event, the consumer connects their memories of the concepts related to the brand 
and the event, activating related concepts between the two objects. In this case, the more consistent the 
characteristics of the two objects, the easier it becomes to transfer knowledge and emotion from one object to 
another, and the positive attitudes increase through persuasion (Bettina, Michael, Angela, Clinton, & Cassandra, 
2006). In this way, if the transfer of knowledge or emotion from two objects to another is easy, the stronger the 
connection between the sponsor brand and the sporting event, the more positive attitude the sponsor has to the 
brand. In contrast, when the suitability of the event and the sponsor brand is low, consumer doubt regarding the 
sponsor’s motive is high, which eventually evokes a negative attitude toward the sponsor’s brand. 

2.3 Sports Events, Image Transfer, and Purchasing Behavior 

The theoretical background for the effectiveness of sponsorship can be found in the image transfer hypothesis 
of Smith (2004). They explained that when a specific brand is associated with a sponsored sporting event, 
associations of the event are linked to the brands sponsoring the event. The image transfer model is verified 
practically through sponsorship-related research. When consumers are exposed to sports events and 
sponsorships, they feel the relationship between the sponsoring brands and the events. Eventually, the 
atmosphere and images of the event are transferred to the brand image of the company (Cretu & Brodie, 2007). 
In particular, the greater the similarity of the images of the activities of the sports events and sponsoring 
brands, the greater are the chances of improvement of the attitudes and purchasing behaviors of sponsor 
brands (Rowley & Williams, 2008). 

2.4 Sport Event, Image Transfer, and Purchase Behavior 

The theoretical background for the effectiveness of sponsorship can be found in the image transfer hypothesis 
of Chien, Cornwell, & Pappu (2011). They explain that when a specific brand is associated with a sport event 
sponsored event, associations of sport events are linked to the brands sponsoring the event. The image transfer 
model is practically verified through sponsorship related research. When consumers are exposed to sport 
events and sponsorships, they feel the relationship between sponsor brands and events. Eventually, the 
atmosphere and images of the event are transferred to the brand image of the company (Cretu & Brodie, 2007). 
In particular, the greater the similarity of image between sport events and sponsor brands, the more attitude 
and purchase behavior of sponsor brands are improved (Rowley & Williams, 2008). 

3. Method 

3.1 Participants and Procedure 

Table 1. Demographic characteristics of participants 

Characteristics Classification N % 
Age 20’s 72 16.6 

30’s 213 49.4 
40’s 100 23.2 
Over 50 47 10.8 

Participation event Half marathon 73 16.9 
5km 138 31.9 
10km 221 51.2 

Information source Newspaper or Magazine 119 27.5 
TV or Internet 185 42.9 
Friend or colleagues 33 7.7 
SNS 95 21.9 

Sponsor’s brand recognition I knew 356 82.4 
I did not know 76 17.6 

Experience of purchasing products Less than 2 times 93 21.5 
2-4 times 156 36.1 
Over 4 times 183 42.4 

Total  432 100 

 

To examine the relationships among attitudes toward the event, brand, corporate image, and purchase behavior in 
Korea running events, male and female adults who planned to participate in an event in 2015 were delineated as 
the study population. A convenience, non-random sampling method was used to select participants. In total, 445 
questionnaires were distributed, and of these, 13 were eliminated based on a lack of information and low validity. 
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Thus, data in 432 questionnaires were analyzed. A summary of the general characteristics of the study is shown 
in Table 1. 

3.2 Measurements 

The primary research method adopted in this study was the questionnaire method (survey). Table 1 outlines 
characteristics of the questionnaire. Questionnaire items included 5 questions pertaining to demographic 
characteristics, 6 focusing on event attitude and brand attitude, 8 on corporate social responsibility (CSR) 
image and good image of corporation, and 3 on purchase behavior. 

Event and brand attitudes scale used in this study was modified from Stipp & Schiavone (1996)’s original 
event attitude scale, which was created and modified by Roy & Cornwell (2004), corporate image scale used 
in this study was modified from Nguyen & Leblanc (2001), and translated and modified for use in Korea. 
Purchase behavior scale used in this study was modified from Gedenk & Neslin (2000), Sharma & Patterson 
(1999). Questionnaires were measured on a five-point Likert scale ranging from “Strongly disagree” (1) to 
“Strongly agree” (5). 

3.3 Validity and Reliability Tests 

The validity and reliability of the study were verified through an expert discussion on the questionnaire items. 
To access the questionnaire’s content validity, 100 questionnaires were distributed. Of these, 5 were eliminated 
because of a lack of information; therefore, 95 were used in the preliminary research. Despite that the test 
value in this study was verified in earlier work, it was re-verified to ensure a better result. 

Regarding construct validity and to verify questionnaire reliability, and exploratory factor analysis and 
reliability analysis were conducted. With principal factor analysis for factor extraction, the varimax rotation 
method was based on an eigenvalue of 1.0 or more, while selected items had factor values of .6 and more. To 
verify the reliability of the study, Cronbach’s α coefficient was used, and to determine if internal consistency 
was acceptable, Bartlett’s Kaiser-Meyer-Olkin (KMO) standard fit test was employed. Generally, KMO values 
exceeding 0.5 indicate suitable validity, while in the Bartlett case; significance levels of P values less than .05 
signify suitable factor analysis. Table 2, 3 and 4 provide the results of the exploratory factor analysis. 

 

Table 2. Results of the validity test: attitude factors 

 Event attitude Brand attitude 
I like this sponsorship running event .886 .182 
The sponsorship running event is positive for me .883 .218 
I am attracted to this sponsorship running event .836 .252 
I like the sponsorship brand of running event .156 .856 
Sponsorship brand in running event is positive .151 .794 
Sponsorship brand in running event feel good .381 .768 
Eigenvalue 2.455 2.097 
% of Variance 40.919 34.958 
Cumulative % 40.919 75.877 
Cronbach’s α .873 .831 

Note. Kaiser-Mayer-Olkin Measure = .808; Bartlett’s Test = 1094.101, df = 15, Sig = .000. 

 

Table 3. Results of the validity: corporate image factors 

 Corporate social responsibility image Good image of 
corporation 

Sponsor brand are likely to have a high contribution to the community .894 .194 
Sponsor brand will pay attention to consumer issues and problem .891 .135 
Sponsor brand will pay a fair tax .866 .251 
Sponsor brand will have a corporate spirit of respect for humanity .787 .269 
Sponsor brand will have excellent management skills .232 .842 
Sponsor brand will be a company with excellent product quality .068 .771 
Sponsor brand are likely to grow .256 .726 
Sponsor brand will invest a lot in technology development .178 .705 
Eigenvalue 3.408 3.173 
% of Variance 37.862 35.256 
Cumulative % 37.862 73.118 
Cronbach’s α .862 .837 

Note. Kaiser-Mayer-Olkin Measure = .866; Bartlett’s Test = 2369.161, df = 36, Sig = .000 
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Table 4. Results of the validity: purchase behavior factor 

 Purchase behavior 

I will purchase the products of the sponsor brand .964 
I will be able to purchase products from sponsor brand .953 
I am likely to purchase the products of the sponsor brand .918 
Eigenvalue 2.682 
% of Variance 89.396 
Cumulative % 39.396 
Cronbach’s α .949 

Note. Kaiser-Mayer-Olkin Measure = .739; Bartlett’s Test = 1114.897, df = 3, Sig = .000 

 

3.4 Data Process 

The study was conducted over a period of four months, from October 2016 to February 2017, during the 
training of runners aiming to participate in a running event in Seoul. Participants were asked to answer 
questions through a self-administration method. Of 445 questionnaires, 13 were eliminated because of a lack 
of responses and/or inaccurate information. The remaining 432 questionnaires were used in the statistical 
analysis, which was conducted using SPSS version 21.0. The analysis method was as follows. First, to assess 
the validity of the study, an exploratory factor analysis and confirmatory factor analysis were conducted. 
Second, for the general features of the study, a frequency analysis was carried out. Third, to examine the 
differences between attitude, corporate image and purchase behavior based on demographic characteristics, 
the t-test, a one-way analysis of variance, and the Scheffe method were employed as post-verification tests. 
Fourth, a correlation analysis was conducted for factor correlation. Last, the relationship between attitude, 
corporate image and purchase behavior was analyzed through multiple regression analysis. 

4. Results 

4.1 Relationship between Attitude, Corporate Image, and Purchase Behavior 

To examine the relationship among attitude, corporate image, and purchase behavior of participants in Korea 
running event, Pearson’s product-moment correlation was employed. It was found that most correlation 
coefficients for factors were .05, indicating significance. The correlation analysis results are presented in Table 
5. 

 

Table 5. Results of correlation analysis  

 1 2 3 4 5 

Event attitude 1     
Brand attitude 
CSR image 

.501*** 

.294*** 
1 

.267*** 
 
1 

  

Good image of corporation -.060 -.068 .549*** 1  
Purchase behavior .256*** .262*** .261*** .087 1 

 

4.2 Effect of Attitude on Corporate Image of Participants in Korea Running Event 

The result of analysis on effect of attitude on corporate image is as follow. The value of R² was .099, which 
means it explains 9.9% of total variation. The value of F was 18.819, which appeared to be statistically 
significant. All the sub-factors of attitude revealed a significant and positive effect on event attitude (β = .181) 
and brand attitude (β= .127) of corporate image (p<.001, p<.05). Table 6 summarizes results of effect of 
attitude on corporate image. 

 

Table 6. Results of effect of attitude on corporate image 

Independent variables Dependent variables B SE β t 

Event attitude Corporate image .164 .046 .181 3.564*** 
Brand attitude .123 .051 .127 2.411*** 
R² = .099 Revised R² = .089 F-value = 18.819*** 

Note. ***p<.001. 
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Table 7. Results of effect of attitude on purchase behavior 

Independent variables Dependent variables B SE β t 

Event attitude Purchase behavior .132 .046 .163 2.887*** 
Brand attitude .168 .051 .186 3.306*** 
R² = .091 Revised R² = .087 F-value = 19.205*** 

Note. ***p<.001. 

 

4.3 Effect of Corporate Image on Purchase Behavior of Participants in Korea Running Event 

The result of analysis on effect of corporate on purchase behavior is as follows. The value of R² was .074, which 
means it explains 7.4% of total variation. The value of F was 15.192, which appeared to be statistically 
significant. One of the sub-factors of corporate image revealed a significant and positive effect on corporate 
social responsibility image (β = .319) of purchase behavior (p<.001). 

 

Table 8. Results of effect of corporate image on purchase behavior 

Independent variables Dependent variables B SE β t 

Corporate social responsibility image Purchase behavior .319 .061 .308 5.228*** 
Good image of corporation -.085 .060 -0.83 -1.406*** 
R² = .074 Revised R² = .071 F-value = 15.192*** 

Note. ***p<.001. 

 

5. Discussion and Conclusion 

This study investigated the effects of the attitude toward a title sponsor on corporate image and the purchase 
intention of a running contest sponsored by a sports enterprise. The results follow. 

First, the attitude toward the event and the attitude toward the brand have significant effects on image 
enhancement and the trust acquisition of the sponsorship effects. Campbell & Keller (2003) and Holbrook & 
Batra (1987) portray advertising effects similarly. To obtain a positive sponsorship effect for the title sponsor 
from the contestants of the running contest, the participants’ attitude toward the event should be formed 
positively and favorably. The participants in recent running events are of various age groups, running in tiered 
events: 5 km, 10 km, and half marathon. Market segmentation should meet the needs of each group. 

Second, attitudes toward the event and the attitudes toward the brand influence purchase behavior. The more 
positive the attitude toward running events and the brand, the greater the influence on purchase behavior. 
Laroche, Kim, & Zhou (1996) report that brand familiarity and positive attitudes affect purchase intentions, 
indicating that race participants feel positive about the company hosting the event they are participating in 
(Goldsmith, Lafferty, & Newell, 2000). For sports brand companies, active marketing should be conducted to 
check the effects of sponsorship to determine whether they can naturally reach those consumers who avoid 
advertisements. 

Third, an image of corporate social responsibility influenced purchase behavior, but a good image of the 
corporation did not affect purchase behavior. In a study on the sponsorship effect of Samsung, the official 
sponsor of the Olympics, Kang, & Stotlar (2011) report that sponsorship activities positively influence internal 
and external images of a company. Cornwell & Coote (2005) also report that corporate participation in 
sponsorship affects a firm’s image. However, in this study, this can be interpreted as meaning that positive 
attitude shifts in purchase behavior affect companies with an image of social responsibility activity rather than 
an existing good image. Therefore, while it is important to promote the company and image, it is necessary to 
highlight the social responsibility image (Maignan & Ralston, 2002). Sports sponsorship is rapidly growing, 
companies are increasingly participating in a variety of ways, and related research is actively underway. Study 
of participatory sports events is relatively limited. Most sports sponsorship research focuses on sports, in 
particular widely followed (Olympic and international sports events) and professional sports events. Future 
research should focus on various types of events. It is necessary to present different types of data regarding the 
active investment of companies. In particular, since running competition in Korea vary by region and sports 
brand studies should be continuously carried out not only on hosting competitions but also to promote the 
active attraction of investments. 
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