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ABSTRACT
In recent years, sponsorship has been one of the hottest marketing tools of enter-prise. A lot of enterprises invest a large sum of
money to support sport games in order to enhance their brand image, and then improve purchase intention of customers. The
purpose of this study was to explore the relationships among sponsorship, brand image and the purchase intention. Participants at
the annual high school volleyball tournament were recruited in this study. Questionnaire survey was conducted and 317 valid
ques-tionnaires were collected. Descriptive statistics, factor analysis, reliability analysis, Pearson correlation analysis and regression
analysis were adopted to analyze the data. The results are as follows: (1). Participant’ s cognition of sport sponsorship and brand
image were found as mid-to-high level, and purchase intention was close to med-dle level. (2). Participants’ cognition of sport
sponsorship was found to enhance the sponsors’ brand image. (3). Participant’ s cognition of brand image was found to influ-ence
their purchase intention. (4) Cognition of sport sponsorship enhanced their pur-chase intention through the complete mediated
effects of brand image.

Keywords : sport sponsorship[] brand imagel[] purchase intention
Table of Contents

cooooooocoooocoOoowmOobooOwOOOvOOOOvioOOwviiOO0O x0OD OD 1000000
Ui100000b0o30gb b0boo400b bOob0O0osbob booosboobboooboebobbbOODGBO
ob0ooobryooo0ooobOoo0ooboOob Y000 ObOO0Ob0 400000002000 0000000000
obooobodbo 28000 0000300000003 00D0DO0O00 300D OODO3ULObODODODODO
gboooboobgo 2000 00000b00b e b0o0bO 38000 bgooooog3snuoooo
gb40000000000D000DO0O0DOODOOODOODOOD 48000 DO0ODODDODODOODOODOD
s00D0 00O s0O0000bD00s5700b0O0b0sS7TOgbDOoOsS0000e6300 72000 0310000000
gb0o 3303200000000 340330 000000000O3O041000000000O0 30420000000
O0004104300000000000 4204400000000000 4304-5Bartlettd 00 0OO0KMOO 44
0460000000000 4504-70000000000 470480000000000 4804900000000
gb4904-100000000005004-1100000000000000OS51041200000000000000
5204130 0000000000000 5204-1400000000000000000O00O 5304150000000
000054000 021000000 22022000000000000 220230000000 260310000
004100000000000 54

REFERENCES

OO000O0O0o0O0Oobz2e0000000000~00000D0000OSBLODOOODOOOODOOOOODOOODOODOOODD
goobooooooozoobooboboboobooooboboboboooooooobOobobobobobooooboOoDo
0000000000000 0003 OO 00DbOO000DOOoOoOoOoOosgsd1210 ODodp200700000000O0O0O0O0OO
gbooboooooboobobobobooooboobDoboobobooboooooboDUobobobobUo oboba200OnOonog
goooooooooboboboooooobDbo—-0boooobOUobDUobD0obobobbODobOOobDOobDOobUbDOobLbOOO
000000 0000000020060 0000000000000O00O0O0O0O0O0O0OOOOOOOOO0O0O12(4)0345-3690 O
OO00OO0O0O0O0O0OO0O0OO0O0O0O@oNS) 0000000000000 0oUoooon:D2004AdidesOooooOoOoOOO
Oo0oOOOoOoOOoOOoOv7o20475800 DO0O0O(oooooooooOoOoOOOOOOOO—-DOOOOOODOODODOOODODOO
goOoOOoOOoOOOOOOOOOOOOOOO0OOO0OORIOND20060 000 0000000000000 OOOOOOOOOOO
OOo0OO0OO0OOOOOOoOOOO0OO0OoOoOoOoOEetedsSPSsS 0O OOO: oD 0oooooooogogzoo7dodd
O00000000O000DoO00bO000DbOO0O00D4043-560 DO UU20010 00D 000D OODOODOODOODOODO
gbobooooobooboboboboooobooboobobob bobOozu1ooooooobooboboboooboo-bobooo



00000000000000000000000000000 0000040000000 00000000000D0O0000O
0000000000 00ooooooooog2000000000000000000ooo00ooo0on-000oooon
00000000000000000000000000000 0000000000000 000:20110 April21000:
http://140.131.203.15/modules/tadnews/page.php?nsn=32 00 0 0 000000000 0OO0O20030 00 000000O0:0000DC DonE.
Schultz & BethE.Barnes 00 00001910 0 0000000000000 O:00061-740 000020040 00000000000
00000000—-0000000000000000000000000000000000O 000020070 00000000
0000000000 000000000004(1)034-430 000020300000 0000000000000000000O
0114096-1100 000000020010 OSmart MBADO 0D 00 2:0 000 0:00 O O John MariottiD O 0O 0O 0O 0O 20090 O 20080 0O O
00000o000o00o00ooo00ooo00ooo0ooo00o0o0o0oooo0oo00ooDo0 o00o0oooooooon
00020040 020020 Adidas0 0000000000 O00OO0ODOOOODO2004000000000000000000000O O
gOdos)DOD0I0DO00NDO00O0NDODOOOODDs1d 121-1270 00 O00DO0OO0DOOOO0ODODOROS) DO ODOODODOOODOO
0000000000000 00000000D0D0000D0O0000000DO0O01BD100107-1420 DOO0O200200000000
O0000000000000:ONkeDOOHBLODDODOOODODODOODDOOODOOODODODOOODDODDOORIAODODOODODOO
0000000000000 0O0000o0o0oooD0oooooooooEeYUIOooooooooooo0oooDooooog
0000000000 000000 0000000000000 000O00:20110 April180 O O : http://www.ectimes.org
tw/shownews.aspx?id=081108175718 0 0 0 0 0D 00000000 DOO0OOOOOO20100000000000:000

O MullinHardy.Sutton 00O OO0 Q020000 0000000000000 000D—0000000000000O0O0DOOO0O0O0OO
0000000000 000020010000 0000000:000 000 (1990000000000 0:000112-1140 00O
020110 00000000000000000000000-000000000000000D00O0000000oDODoOOo0oDo0OO
0000000 00001940 000000000:0000 0000201000000000000000000000O00O00O00O0O
0000000000 00000000000000 000000 Oo200000000-000000000000d PhilipKotlerD O
o004 DO0D000ND0O000ND00NUNDN0000N0ND000NDO00DO000ND000D0DO00DO0oODOoOoOoDoOOoOoDO
0000000 00ooEesIDDNDNDODNND0DON0N0NoOoOOooo410 0000000 oooonoooooo:0og
00 000@ees)00oo0o00o0oo0o0ooo0oooo000 0000000000000 ooooooooooooooooon
0000 OD00OO0O0O Baron, R. M. and Kenny, D. A.(1986). The moderator-mediator vari-able distinction in social psychological
research:Conceptual, strategic, and statistical considerations. Journal of Personality and social Psychology. 51(6) , 1173-1182. Biel, A. L.(1992).How
Brand Image Drives Brand Equity, Journal of Advertising Research, New York. Chernatony, L. D. & G. McWilliam(1989). Branding Terminology
The Real Debate. Marketing Intelligence and planning. July/August, 29-32. Dobni, D. & Zinkhan, G. M.(1990). In search of brand image: A
foundation analysis. Advances in consurmer Research, 17, 110-119. Duncan, T. & Caywood, C.(1996). The concept process & evolution of
integrated marketing communication. integrated communication: Synergy of Persuasive VVoices. Mahwah N. J: Lawrence Erlbaum Associates.
Elliott, R.(1997). Existential consumption and irrational desire. Eu-ro-pean Journal of Marketing, 31(3/4), 285-296. Ensor, R. J.(1987). The
Corporate View of Sport Sponsorship. Athletic Business, 40-43. Fishbein, M., & I. Ajzen(1975). Belief, Attitude, Intention and Behav-ior. M.A.:
Addison-Wesley. Fredericks, J. O. & Slater, J. M.(1995). Beyond Customer Satisfaction. Management Review, 84(5), 29-32. Gardner, B. B. & Levy,
S. J.(1955). The product and the brand. Har-vard Business Review. 33(2), 33-39. Howard, D. R., & Crompton, J. L.(1995). Financing sport.
Morgan-town. WV: Fitness Information Technology, Inc. Jacoby, Jacob, Jerry C. Olsen, & Rafael A. Haddock(1971). Price, Brand Name and
Product Composition Characteristics as Deter minants of Perceived Quality. Journal of Applied Psychology, 56(6), 570-79 Kamins, M. A. & L. J.
Marks(1991). The Perception of Kosher as a Third Party Certification Claim in Advertising for Familiar and Unfamiliar Brands. Journal of the
Academy of Marketing Sci-ence , 19(3), 177-185. Keller, K. L.(1993). Conceptualizing, Measuring, and Managing Cus-tomer-Based Brand Equity.
Journal of Marketing, 57(1), 1-22. Kotler, Philip(2000). Marketing Management: Analysis, Planning, Implementation, and Control, 8th. Prentice
Hall, Englewood Cliffs, NJ. Levitt, T.(1983). The Marketing Imagination. London: Collier Mac-millan. Laroche, M., Kim, C., & Zhou, L.(1996).
Brand Familiarity and Con-fidence as Determinants of Purchase Intention: An Empirical Test in a Multiple Brand Context. Journal of Business
Research, 37(2), 115-120. Meenaghan. T.(1991). The role of Sponsorship in the Marketing Communications Mix International. Journal of
Advertising, 10(1), 35. Mehta, A.(1999). Using self-concept to assess advertising effec-tive-ness. Journal of Advertising Research, 39(1), 81-89.
Moorman. C. R. Deshpande & G. Zaltman.(1992). Factors Af fecting Trust in Market Relationships. Journal of Marketing, 57, 20-38. Newman, J.
W.(1957). New insight, new progress, for marketing. Harvard Business Review, 35(6), 95-102. Park, C. W., B. J. Jaworski, & D. J. Maclnnis(1986).
Strategic Bran Concept-Image Management. Journal of Marketing, 50, 135-145. Raghubir, P. & Corfman, K.(1999). When do Price Promotions
Affect Pretrial Brand Evaluations?. Journal of Marketing Research, 36(2), 211-222. Romaniuk, J. & Sharp, B.(2003). Measuring brand perceptions:
Test-ing quantity and quality. Journal of Targeting, Measurement and Analysis for Marketing, 11(3), 218-229. Sandler. D. M. & Shani,D(1989).
Olympic sponsorship vs. ambush marketing: Who get the gold? Journal of Advertising Research, 11, 9-14. Schiffman, Leon G. & Leslie Lazar
Kanuk(2000). Consumer Behavior, Seventh Edition, Upper Saddle River. New Jersey: Prentice-Hall, Inc. Speed, R., & Thompson P. (2000).
Determinants of sports sponsor shipresponse. Journal of the Academy of Marketing Science, 28 (2), 226-239. Thomas, Chris, Richard(1999).
Advertising. second edition, 521-525.



