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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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3.1 Validity verification

QACIXIHE 229 B 52 HI3t 8w 2
7} (Table 2)9 o] T3 25 1o]go 2 x My
L Z8AH9] 82.511%= UERITH AA| 2EASE(KMO)
= 922, RAES-& 36, Bartlett 184 AAR]9] &
o2 et 3502l0] EAst 2102 SolEgich

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 Q91 7ro] thEg-AA(multicollinearity)S oy
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Table 4. Correlation
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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
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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
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* p<.05,*x*xx p< 01, *** p<.001

*xx p< 001

V. Discussion
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