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ABSTRACT

In recent years, scholars and entrepreneurs have attached increasing importance to the concept and implementation of corporate

social responsibility (CSR). To improve sports culture, Acer has been providing long-term sponsorship to golf sports to contribute to

the society. In 2012, Ya-ni Tseng, the golfer sponsored by Acer won the championship of Ladies Professional Golf Association

(LPGA), and was ranked the first place among professional athletes in Taiwan. Is Ya-ni Tseng’s world championship helpful to the

brand image of Acer? This study took Ya-ni Tseng, the golfer sponsored by Acer, as an example to investigate corporate social

responsibility (CSR) and the effect of sports sponsorship on brand image and brand equity. This study conducted a questionnaire

survey upon convenience sampling, and retrieved 372 valid questionnaires. The data were analyzed with SPSS and AMOS. The

results showed that: (1) companies’ fulfillment of CSR helped to improve the brand image, namely, CSR had a positive effect on

brand image; (2) sports sponsorship improved brand image, namely, sports sponsorship had a positive effect on brand image; (3)

brand image had a positive effect on brand equity.
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