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ABSTRACT
The objective of this research was to analyze whether sports sponsorship positively affects brand image and brand loyalty. The
research subjects were the public who had heard of or participated in Supau Cup Mini Marathon organized by Vitalon Food
Company. There were 485 effective questionnaires among all the returned questionnaires. The data were analyzed by AMOS V.18.
The results showed that the overall fit indices all reached good standards (x 2/df=1.848, GF1=.923, AGFI1=.906, RMSEA=.042,
NF1=.951, CFI=.977, RMR=.030). The findings are as follows: “ sports sponsorship” positively influences“ brand image” ,
“ sports spon-sorship” positively influences “ brand loyalty” and “ brand image” positively influ-ences “ brand loyalty.” In
terms of respondents’ demographics, gender difference did not show a significant difference in sports sponsorship, brand image,
and brand loyalty. However age, educational level, occupational types, and previous experiences in participating in Supau Cup Mini
Marathon have significant differ-ences in sports sponsorship, brand image, and brand loyalty.
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