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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.
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