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Influence of an Early Adopter’s Integrated Marketing Communication

on a Customer Response to Golf Wear

Tae-Soo CHOY
(Dongguk University)

Abstract

This study analyzed the customer response process which is delivered to consumers through integrated
marketing communication exercised by an early adopter in the sports market, and proposed an efficient
marketing plan for sports goods in the hope that customers come to have the process of having more
accurate information about goods. Accordingly, this study aimed to analyze the influential relationship of
an Innovator’s integrated marketing communication on a Customer Response. This study conducted research
with focus on a survey questionnaire, and deducted the results through SPSS 18.0 and AMOS 20.0 for
Windows as follows: First, as a result of doing an empirical analysis of Hypothesis 1, it was found that
spatial behaviour and physical appearance in an Innovator’s integrated marketing communication had a
positive influence on consumers’ monetary expense. Second, as a result of doing an empirical analysis of
Hypothesis 2, physical appearance in an Innovator’s integrated marketing communication was found to have
a positive influence on consumers’ likability. Such results show that early adopters’ integrated marketing
communication is taking place, and also confirm that such marketing communication is delivered in a
positive direction. What is clear is that general consumers and early adopters come to know that they can
make an easy access to company goods because both side have homogeneity.
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<Table 1> Characteristics of Research Subjects

Contents N %
male 134 52.33
Gender female 122 477
20age 84 32.8
30age 85 332
Age 40age 53 20.7
50age 26 10.2
60age over 8 3.1
Student 44 17.2
Office worker 89 34.8
Self-employment 42 16.4
Job Professional job 30 11.7
The lady of the 45 176
house
etc. 6 23
High scl'ﬂool 7 28.5
graduation
. (%ra@uated from 39 152
Education  junior college
College graduation 124 48.4
Graduate from 20 738
grad school
Less than 2million 73 277
won
Less than
Monthly ~ 2-3million won 87 340
income Le.ss. than 37 145
3-4million won
More than 61 23.8
Smillion won
Total 256 100.0
2. A=+
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<Table 2> The Result of Confirmatory Factor Analysis

Survey question Estimate S.E. t CR. AVE
Use soft words. a) 746
Language It speaks the proper word speed. .603 079 10.792%** %81 779
ability Speak with clear pronunciation. .853 088  12.412%%*  ° '
The tone of voice is stable. .851 098  11.816%**
Allow access in the appropriate space. a) 745
Spatial Maintain a comfortable distance. .837 080  12.493%** £0 283
behavior It shows in the street without burden. 755 077 11.501%%** '
The space is appropriately placed. 677 079 10.246%**
It shows a bright and mild facial expression. a) 732
Body Show proper eye treatment. .891 078 13.417%** 296 85
language It shows a bright smile. .796 071 12.301%%*  ° '
Show natural attitude. .888 114 10.110%**
It has a neat appearance. a) .638
Physical He is wearing a neat outfit. .841 103 10.570%**
appearan .870 768
ce I have a well-rounded head. 784 10 10.118%***
I have a crushing face. 712 .108 9.475%**
The costs of purchasing the product are worth 7%
more than. a) ’
Monetary Product purchases are cost-effective, .760 .078 12.323%%* 889 782
expense The products provide good quality service. .804 090 11.411%**
The cost of the product is not too much. 815 .081 13.279%**
I like the product a) .807
Favorabil I can feel the product. 829 076 13.4971%** 288 7%6
ity Explain the appeal of the product.. 719 070 11.693%%*  ° '
I enjoyed the information about the product. 768 .079 11.766%**
a)= 1, x2=351.255, df=223, CFI=.963, TLI=.954, RMSEA=.047
#x¥p< 001
<Table 3> Correlation Analysis and Cronbach’a
Cronbach's « Factors 1 2 3 4 5 6
.840 Language ability 1
.849 Spatial behavior AT70%** 1
.828 Body language A39%* A465%x* 1
.846 Physical appearance AT3HE* 601 *** .646%** 1
.859 Monetary expense 348%** 475%%* A419%** 554 1
.862 Favorability 273%k* 370%** 277EE A10%** L659%H* 1
*EEp<.001
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<Table 4> The Result of Model Fit 2. 718 E
= SESES Jd A= Ay e
Suitability i CFl TLL  RMSEA el B e AT Ak ol
Standard (>90) (>90) (<08)  <Table 5>9} o] yelxton, 7o) thgt e
p—— 3} 7)2el it AR gL et 2,
uitapill
o 300592 217 976 969 039 A, z)egAre] 8 uAE AU

Ae IAEY FAAAZ FFE vE Ao
tho] AFEAN A 27|FEA B rHAE

ahn Ao skeledl T 3HA Ay AR
s . A7} 190, YA (critical ratio)= 2.552(p<.05)°]
R o, AAA oge AzAFT 287, QAR
(critical ratio)i= 3.137(p<.0D)Z FHAA AJTFS

n e ZoR Ueya, dolss, Aol

Language
ability

Spatial
behavior

Body T
language

Hypothesis
2

Physical
appearance

i F7F 325, YA A(critical ratio)i= 3.801(p<.01)%
fdgplen  —— ZAMo] AIBEL = Ao
Rejection  ----- > T Al S ulX= AR VeI, o
Y, B4 A9, WAl G A
[Fig. 2] Result Model 4] ookt
<Table 5> The Result of Path Analysis
Adoption /
Hypothesis Path Estimate S.E. C.R. Rejection of
Hypothesis
1 Language ability 063 .071 .890 -
Hypoth 2 Spatial behavior Monetary .190 .074 2.552% 0
esisl 3 Body language expense 105 101 1.045 -
4 Physical appearance 287 .091 3.137%%* 0
1 Language ability .067 .082 821 -
2 Spatial act 136 .084 1.614 -
Hypoth — Favorability
esis2 3 Body language 020 115 170 -
4 Physical appearance 325 .105 3.081%* 0

#5p< 01, *p<.05
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