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ABSTRACT

Following with the increase of income, people gatiumake good use of their weekends to join diffesports
and become more interest in sport events. Thisdvallbw entrepreneurs to have chances to sponsaoesponsor
sport events to increase their exposure rate, brandge, and brand equity through constant medisorep The
purposes of this study are to (a) understand wheblisiness sport sponsorship will influence thengramage, (b)
explore whether brand image will influence the ltaquity and (c) test a mediating effect of sppansorship. The
guestionnaire was used to collect data from twortspeents. The results show that business spomsspship is a
significant impact on brand image, the brand imé&gpositive influence to the brand equity, andriediating effect of
sport sponsorship on brand image and brand egsisupported.

INTRODUCTION

With more and more people emphasis on sports, riteritis Asia Game in Doha, Olympic Game in Bgji
Chien-Ming Wang, or Hong-Chih Kuo in Major Leaguadgball Game, TV ratings for sports are greatlyeasing,
and it opens a gate for enterprises to sponsot sgents. Over last ten years, the amount of glspahsorship reached
US$19.2 billion including sports, entertainmentsd gublic welfare activities. Sponsorship for spewents and arts
occupies 88% and 6% respectively, and the remnaptpulblic welfare activities (Cheng, 1999). The oemsfor
businesses to sponsor a sport because they wartnttect activities and products together from spsigp and
persuade target customers to accept sponsors’ bramdheir daily life (Huang, 2004). Therefore etlobject of
business sponsorship is to increase its brand irmagebrand equity in the end. The purposes of ghidy are as
follows: (a) to understand whether business spgmohsorship will influence the brand image, (b) iplere whether
brand image will influence the brand equity andtc}est a mediating effect of sport sponsorshipe fuestionnaire
was used to collect data from two spot events.

LITERATURE REVIEW

Sponsor ship

Sponsorship is relatively new compared with othearketing terms. In early days, corporate sponsprshi
behavior meant that business organizations usedeynamd other intangible resources to do some mghuin
contributions to the society via activities sucheagironmental protection, social welfare, eduaatjghysical education,
medical care or art and culture performance. Thipgaes for the majority of corporate sponsorshigsta improve
corporate image or contribution to the society (Gu894). According to the Economic Intelligence tJEIU),
sponsorship is defined as follows: (a) corporatensprs provide intangible resources such as mondylabor or
service and expertise to a certain activity inahgdsports or arts, and (b) they can offer commEfuaizction products,
or it will become a sales promotion (Hung, 2001pwéver, sponsorship is not asking donations froonsprs but
business organizations want build a cooperativagiogiship with activities organizations in orderatthieve individual
goals and mutual benefits (Tseng, 2004).
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Many scholars used the concept of social exchamgtutly sponsorship behavior and considered tlatsgpship
is a process of beneficial exchange and can cisfitite business opportunities to business orgations, and sport
sponsorship can maintain business organizationsaatidities organizations commercial partnershipcQdrville &
Copeland, 1994; Feng, 1999; Cheng, 2001; Hung, ;280] 2003). Business organizations provide spchgos
including tangible resources such as money, mdgeaad facilities and intangible resources inahgdiechnology and
service, and the sponsorship receivers will offeccgs and certain rights in return, so they cafillftiheir own goals
and achieve mutual benefits with each other (Ts20g4; Su, 2003; Hung, 2001; Yang, 2005; Ju, 208ahdler and
Shani (1993) assume that business organizationm@seconcerned about the use of sponsorship tesiwith certain
products to build cooperative relationship in orteenhance product or service awareness, vigilaifil image (Mullin,
Hardy, & Sutton, 2000). Business uses sponsorstipittes to achieve its marketing and media tesget other
specific targets, and it can acquire business dppities from those activities (Ju, 2003; Yang, 200ai, 2006).

Sport Sponsor ship

Sponsorship is an expense which pays for activitieh as sports, entertainments, arts and culturesn profit
organizations (Lai, 2005). Sport sponsorships acttar two and third of all corporate philanthrogictivities (Taylor
& Gratton, 2000/2005). Hsiao (1995), Hung (2004hd arseng (2004) consider that the motivafs corporate
sponsorship are to improve corporate image, cotpaaareness, and sales. Speed and Thompson (28@ahat
consumers have a symmetric perception from coopesadnsorship on sport events. They also suggattha key
factor for good responses relies on the feelingspafnsor attitudes. When corporations support aegahey will
consider whether consumers are relatively fondhefgame and whether they can acquire benefits §pomsorship
activities (D’Astous & Bitz, 1995). Thus, businessganizations provide material resources such asegolabor,
technology or equipment to sport organizationsriheo to receive benefits such as corporate or mtodames which
connect with sport events from sport organizati®@t. corporate sponsorship is not only a pure pwhdifare activity
but also a commercial partner relationship whicbnsers and sport organizations can benefit eacér dtirough
marketing activities (McCarville & Copeland, 19%8han, 2002; Cheng, 1998; Schaaf, 1995 ).

Zou (2005) deems that the motives of corporate spship are not donations but the augment of catjmors’
image, awareness, revenues, and public relatiorzshipell as the social responsibility fulfillmeku (2005) believes
that corporate sponsorship activity is a unique kes@ng idea which can promote physical educatiotiviag and
product marketing theory. In addition to the ina®af corporate image, corporate awareness antllifiienent of
social responsibility, corporate sponsorship cagpka good relationship with community and help émpete with
competitors (Feng, 1999; Geng, Burton, & Blakem@@02). From sponsorship and product marketing paat,
Huang (1999) indicates that the reasons for cotjpm® sponsor sport events because they want tpréajote new
products, increase product awareness, and modedugramage to consumers, (b) advance corporate enzagl
awareness, and (c) perform corporate philanthropg ewners’ personal will, reduce taxes, and enhsswaal
relationship and employees’ motivation. Cheng ()9p®poses that a successful sponsorship strategiei fifth
element in the promotional mix. Aroduct can be very unique in a changeable anck cpiihilar market if sport
sponsorships can be integrated into the promotiomal Accordingly, although a corporation sponsgushk for social
responsibility and image, in reality, it wants toomote its exposure rate. However, if a corporgiensorship
emphasizes too much on social responsibility, if eise a chance to understand the real meaningvahge of
sponsorship. In addition, it can not develop agrable investment and reward system, and businesgsesot obtain
advertising and promotional effects from their spanship and attain their business goals (Huang3200

In summary, the major goals of corporate sport spmship are (1) advance business image and awaréfigiso,
1995; Hung, 2004; Tseng, 2004; Zou, 2005; Feng91@eng, Burton, & Blakemore, 2002; Huang, 1999ahty
2003), (2) promote brand awareness in order toeas® customer purchase intention (Huang, 1999; Md@a&
Copeland, 1994; Shan, 2002; Cheng, 1998; Scha&h)193) boost media report and exposure rate (HSEI95;
Huang, 2007), (4) increase sales growth rate (H@094; Tseng, 2004), and (5) improve community anstomer
relationship and enhance employees cohesivenessatisthction (Zou, 2005; Feng, 1999; Geng, BuréBlakemore,
2002; Huang, 1999).
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Sport Sponsor ship Effectiveness
What are benefits for sport sponsorship? Liao (20@é&ntifies that corporate sponsors can receidet af

exposure rates, corporate image, awareness, argliroen preference can also be increased. Laio (2fi0t)er
concludes that sponsorship activity is significandind positively related to perception of sponsigrsitention,
recognition of corporate image, and product purehasention from consumers. There are three tydemedia
exposure rate measurement: the appearance frequrem®4 News, Magazines and broadcasting (Chaif®§91 Liao,
2001; Ju, 2003; Wang, 2005; Huang, 1999; Hung, 2004, 2005), the recognition and remembrance opaate
sponsor or brand image from consumers viewpoirta{iy, 1999; Liao, 2001; Ju, 2003; Wang, 2005; 2005), and
checking whether sales increase before and aftporate sport sponsorship (Liao, 2001; Ju, 2003n§va005; Hung,
2001; Wu, 2005). When a corporation is sponsorim@etivity, it has to express that it is not fomuoercial benefits
but for philanthropic motivation. In the meantingecorporation should not sponsor too many actwitiecause it will
make the corporation do have not enough resounggsosting a sport game which leads consumers ftotlie¢ the
corporation are not serious. Also, if consumerggora corporation sponsoring a sport event, itaatain benefits from
corporate awareness, brand association, and bmaagki (Ju, 2003).

Brand

When talking about brand, three critical issuegdrteebe emphasized: (1) how to build a strong bré2dhow to
maintain competitive position without change whiametgoes by, and (3) how to extend brand name dgpeeto expand
businesses (Lee, 2003). Brand is often used tesept the reputation of manufacturers followingttoy increase of
sales (Mariotti, 1999). Thus, the American Markgtissociation defines a brand as “ a name, tergm, Symbol, or
design, or a combination of them, intended to iderhe goods or services of one seller or groupselfers and to
differentiate them from those of competitors (Kot& Keller, 2006, p.256),”and the basic function lmfand is to
deliver the messages of best quality guarantee grbduct and to provide a set of congruence of gebattributes,
benefits, and services (Kotler, 1996). Brand is ofithe most important and ever lasting assesshinsiness because
a strong and power brand stands for a group ofl loystomers, and it is the foundation of competitadvantage and
resource of earning (Aaker, 1991; Kotler, 1996 pdwerful and high value brand will influence pursbalecision of a
consumer (Lai, 2006; Lin, 2004). Hung (2003) betie¥hat enterprises have to build a brand to ctbaie value and
brand operation must start form brand equity bogdiTo sum up, brand is a major asset in a corporaand it not
only brings brand image and brand value to a catpmr but also helps consumers to differentiaterayct and
increase purchase intention.

Brand Image

Since 1950, the studies of consumer behavior hawsidered that brand image was a key for a prottube
succeeded. A clear brand image can make consurages & primarily recognition on a product qualitydareduce
purchase risk. A successful brand image operatoonareate an obvious segmentation to a competion, (2001;
Hung, 2003). Brand image is an important elemenhémarketing strategy, and consumers will judgelpct quality
from brand image which may influence their purchdseision (Yu, 2004). Keller (1993) and Chen (20afs0
regard that brand image will associate brand péaemith consumers’ memory. During the purchagingcess, brand
characteristics will influence consumers’ decisiand marketing activities and consumer persongbates will also
influence brand image and purchase intention ofgnrers. So, a strong brand should have a clead lma@ge such as
brand personality, organization association, fegliand self expression to represent consumer camenit by the
corporation. Further, Lin (2004) suggests thathiiginess wants to build the relationship betweandand customers,
it should extend brand with brand personality, argation association, symbol, feeling image, sgffression benefit
and symbol benefit.

Park, Jaworski, and Maclnnis (1986) develop thypes of brand image from consumer advantage viewgoi
functional brand image, symbol brand image, andggpce brand image. Moreover, Hung (2003) maisttiat brand
image is an approach to build relationship betwbeands and consumers, and it will arouse consumpershase
intention and motivation. In addition, some reshascdiscuss brand image from businesses and corspnospect.
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For a consumer, brand image comes from a set af’'usgmory which connects brand awareness and brand
association including tangible images such as iextdesign, package, and logo, and intangible irmayeh as product
concept, feeling, attitude, and personal experidéroa consumers which are total perceptions ofsirtass brand (Kim,
2001; Hung, 2003; Wan, 2006; Lin, 2006; Wu, 2007).

Brand Equity

Brand equity refers that a business connects apthints brand name, logo or symbol into consumergirand is
an intangible asset with a long term operatiorat create tangible and intangible added valu¢,ishan extra value
compared with competitive brands in the marketiotivdies and sales services. Brand equity is te ®f positive
assets that represents overall attitude from coassiand that can influence purchase decision. Beguity includes
five elements: brand loyalty, brand awareness,greed quality, brand association, and proprietagntl assets (Chen,

2003; Huang, 2006; Aaker, 1991). From consumer pamt, brand equity relies on consumer perceptionbuild

brand advantage and brand loyalty (Lee, 2006).heantore, some scholars define brand equity froranfiral and

marketing viewpoints:

1. Financial viewpoint. Brand equity is a brand eamat gives an added value to a product or acger@onsumers are
more willing to pay high price to acquire a produith a higher added value. Moreover, brand eqeaty be used an
evaluation basis for internal performances or etemerge plans for a business (Su, 2002; Wu, 2006)

2. Marketing viewpoint. Brand equity is (a) effegtiview: the sum of assets and debts of businessksonsumers, (b)
added value view: representing market share, mad@tol ability or price premium, (c) competitdew: building a
long term advantage or differentiation in relatieecompetitors, and (d) customer view: the markgffects in
response to the difference of brand recognition thiedoverall value association for consumers. Altfoscholars
have different viewpoint, they all hope to increasarketing effectiveness, build brand loyalty, i profitability,
and distinguish with competitors (Su, 2002; Wu, €00

Brand Image, Brand Equity and Sponsor ship

In discussion of the relationship among brand imégend equity and customer response, Chen (2@0wjudes
that brand image will influence brand equity, anddtional and symbol image are both important disiers to brand
image. Yu (2004) also verifies that TV shoppingpmations have to intensify functional brand imageorder to
increase brand equity, and Huang (2006) concludasit a high-tech industry wants to expand its kaaushare in
university students, it must increase brand imagg larand equity. Faircloth, Capella, & Alford (2Q0tstify that
brand image will positively affect brand equity,dabrand attitude will indirectly affect brand equihrough brand
image (Yu, 2004; Chen, 2003; Ju, 2003). Huang (R@i6ds a result that sport sponsorship has a ipebjtinfluence
on brand image and further increase consumer psech@ention. In addition, if consumers can havepoaitive
response from sport sponsorship, a corporationraese its brand image and its brand equity willtHar promote
(Huang, 2007; Yang, 2005; Hung, 2004; Tseng, 2004).

RESEARCH METHODOLOGY

Research Sructure

According to the research motivations, purposed,ligrature reviews on above, the study proposegédsearch
structure as shown in Figure 1. Sport sponsorshipdependent variable, brand equity is dependanlle, and brand
image is mediating variable.

Research Hypotheses

H1: Brand image will significantly influence spaponsorship.

H2: Sport sponsorship will significantly influenbeand equity.

H3: Brand image will significantly influence braeduity.

H4: Sport sponsorship will mediate the effects lestwvbrand image and brand equity.
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H4

Brand Image Sponsorship Brand Equity
1.Functional H1 1. Sport Concern Ho 1. Purchase Motive
2.Experience 2. Importance 2. Brand Loyalty
3.Symbol s Corporate Image -
A
H3

Figure 1. Research Sructure

Research Object and Data Collection

The reliability analyses for the pilot test are 3¥.8 0.883, and 0.869 respectively. The questioprawere
collected from spectator who participates the balbedame hold by Yunlin Community College and awslpitch
softball game hold by the National Yunlin Univeysiof Technology. Totally 400 copies of questioneairwere
dispatched, and 360 copies were collected. Therreaie is 90%, and excluding invalid questionnaithe effective
response rate 87%.

Definition and M easurement
The questionnaire adopts a 5-point Likert scald,the definition of research dimensions are ag¥eit

1. Sport sponsorship. It means consumers attitndeecognition toward sport sponsors. The studelbgs 15 items
to measure sport sponsorship by referring to scdl&peed and Thompson (2000) and D’Astous and (BA95).

2. Brand Image. It means consumers brand recogratiml brand which develops different brand concepterding to
consumers benefits. The study develops 16 itemsetsure brand image by referring to the scalesad, Baworski,
and Maclnnis (1986), Kim (2001), Huang (2003), W20806), Lin (2006), and Wu (2007).

3. Brand Equity. It means the creation of tangtuhel intangible added values of a business. Whisncibmpared with
other competitive brands, it means extra value tbptesents overall consumer attitude toward tcbthed and the
influence of purchase decision. The study develdpgems to measure brand equity by referring ttzdes of Chen
(2003), Huang (2006), and Aaker (1991).

ANALYSESAND RESULTS

Factor and Réliability Analysis

The study uses principal component Analysis withiiviax rotation to extract major factors. First, 8tady uses
Bartlett Sphericity test and Kaiser-Meyer-Olkin (KN test to examine whether there are common faetmeng sport
sponsorship, brand image, and brand equity. Thadtseshow that KMO values are all less than 0.8@t ts 0.901,
0.934, 0.929 respectively, and p values of BarBgthericity test are all less than 0.001. The tesoticate that there
are common factors among these measurement iteanfit éor factor analysis. In addition, the accuatite explained
variance is 63.9%, 65.118%, 55.358% respectively, lwhie all higher than 55%. The results demonsttse the
measurement items have construct validity. Theystlisb conducts a reliability analysis by using i@&rach’sa to test
the internal consistency. The Cronbaah'galues are between 0.830 and 0.888, it identifiasthe questionnaire has a
high internal consistency.
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Regression Analysis

The study also uses simple regression analysigsaimi@e the relationship among sport sponsorshgndimage,
and brand equity. As shown in Table 1, sport spafgp significantly relates to brand ima@#=0.626, p=0.000), brand
image has a significant influence on brand equity0(626, p=0.000), and sport sponsorship signiflgaaffects brand
equity (3=0.661, p=0.000). The results confirm that spodnsprship will influence brand image. If a corparatwants
to promote its brand image, it should make consarhave a highly recognition on sport sponsorshigl, itgs brand
equity can also be increased. Therefore, hypothasés (H1), hypothesis two (H2), and hypothesis ehfid3) are
supported.

Table 1. Regression Analysis

AR? F B t Sig.
Sport sponsorship to brand image 0.392 223.280 6662 | 14.943 0.000**
Brand image to brand equity 0.607 537.485% 0.780*F 3.184 0.000**
Sport sponsorship to brand equity 0.436 267.764 61076 16.364 0.000**

* p<0.05 ** p<0.01

M ediating Test

The study follows Baron & Kenny (1986, p.1177) sesfipns to examine the mediating effects in thtepss (1)
the independent variable must be shown to affeet dapendent variable in the first equation, (2)osd¢ the
independent variable must affect the mediator @dbcond equation; and (3) the mediator must afffectiependent
variable in the third equation. If these conditialishold in the predicted direction, then the effef the independent
variable on the dependent variable must be leghiid equation than in the second. Perfect mediatiolds if the
independent variable has no effect when the meditmontrolled.

Step 1, brand image (functional, symbol, and expes image) is regressed with sport sponsorshiprt(sp
concern, importance, and corporate image). Theltseshow that brand image is significantly affectied sport
sponsorshipf=0.457, P=0.0003=0.413, P=0.000$=0.331, P=0.000$=0.347, P=0.0003=0.406, P=0.0003=0.345,
P=0.000;$=0.594, P=0.000p=0.596, P=0.000$=0.443, P=0.000), as shown in Table 2. Step 2,doeaquity is the
dependent variable, and brand image and sport ssiip are independent variables. The results tatea brand
image (functional, symbol, and experience image) sgnificantly and positively affected to branduigg (3=0.671,
P=0.000;3=0.732, P=0.0003=0.666, P=0.0003=0.582, P=0.0003=0.659, P=0.0003=0.517, P=0.000). Furthermore,
Sport sponsorship (sport concern, importance, andocate image) are significantly and positivelfeafed to brand
equity (3=0.415, P=0.000$=0.531, P=0.000$=0.513, P=0.000$=0.473, P=0.000$=0.499, P=0.000$=0.479,
P=0.000).

Table 2. M editating test of sport sponsor ship on brand image and brand equity

Model 1 Model 2 Model 3
Sport Sponsorship Brand Equity Brand Equity Brandify
Sport | Importance| Brand | Purchase| Brand | Purchasel Brand Purchase Intention Brand Loyalty
Concern Image | Intention | Loyalty | Intention | Loyalty

@ | Functional | .457** 347 594x* | 671 .582** .608** | 553** | 566* | .463** | .465** | .460**
‘_é’_ Image (0.000) (0.000) (0.000) | (0.000) | (0.000) (0.000) | (0.001) | (0.000) | (0.000)| (0.000) | (0.000)
= Symbol A413% .406** .596** 732%* .659** .676** | .619** | .662** | .559** | .546** | .579**
é Image (0.000) (0.000) (0.000) | (0.000) | (0.000) (0.000) | (0.000) | (0.000) | (0.000)| (0.000) | (0.000)
® | Experience| .331* .345%* A443% | .666** 517 594** | BAB** | BAG** | 405** | .392** | .380**

Image (0.000) | (0.000) | (0.000)| (0.000) | (0.000) (0.000) | (0.000) | (0.000)| (0.000) | (0.000) | (0.000)

Sport A415% | 473
o Concern (0.000) | (0.000)
gg Importance 531%* | .499%
g g (0.000) | (0.000)
g Corporate 513% | 479%
T Image (0.000) | (0.000)

Adj. R? .219 173 410 .622 463 406 .373 .622 463

F 33.490 25.151 81.481| 190.987 | 100.811| 80.077 69.931 190.987 100.811

**P<0.05
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Lastly, adding mediating variable (sport sponsqrstd examine the effect of brand image on brandteqThe
result illustrates the effect of brand image (fimtal, symbol, and experience image) on brand égualsignificant,
and f values are less (See Table 1). Therefore, H4 pparted that sport sponsorship is a mediator betvirand
image and brand equity.

CONCLUSIONSAND SUGGESTIONS

The purposes of the study are to examine the sffgfcsport sponsorship on brand image and branityegfua
business. The study finds that sport sponsorstspahgositive influence on brand image. The resulhé same as the
findings of Huang (2004), Tseng (2004), Zou (20@heng, (2002), Ju ( 2003), and Liao (2001). Theyssuggests
that businesses will support sport sponsorshimdoease their exposure rate and also brand imatyerand equity so
that consumers can have better brand awarenedsrémer influence their purchase intention. Thedgtalso finds that
brand image is positively related to brand equitye result is the same as the findings of Huan®§20Yu (2004),
Chen (2003), Ju (2003), and Faircloth, Capella Atidrd (2001). It indicates that if a business vwatd expand its
market share, it has to raise its brand image.

The results also demonstrate that sport sponsonstsia mediation effect between brand image anmtikequity.
It shows that when corporations sponsor sport avantd make most of their efforts to report thevétas through
media, it will influence sponsors’ symbol and exeece image and further affect consumer purchasation to buy a
similar type of product. Moreover, when sponsorshgtivities connect directly with a product, it wihdirectly
influence consumers’ view of the product functiBor example, Nike and Adidas often patronize bdsghaes. It not
only provides sport games to the public but aldersfa good chance for consumers to discuss thadupts.
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