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ABSTRACT

This study used on-site convenience sampling to conduct a formal questionnaire survey on 320 people who are familiar with or have

personally participated in the “Fubon Taipei Marathon”. The aims of this study were to analyze and investigate the relationship

among various research variables, such as participation motivation, activity attachment, sponsor’s brand image and participants’

behavioral intention. The research results showed that, the motivation to participate in charity sport events had an effect on activity

attachment and sponsor’s brand image; activity attachment had an effect on sponsor’s brand image and participants’

behavioral intention. Moreover, the motivation to participate in charity sport events and sponsor’s brand image did not have any

effect on participants’ behavioral intention. The results showed that activity attachment and sponsor’s brand image played

different roles in the participants’ participation in charity sport events. This study suggested that sponsors should develop strategic

activity plans, choose to sponsor the most effective charity sport events as the marketing strategy, improve its brand image and raise

the effect of its brand image on consumers’ behavioral intention.
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