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ABSTRACT
This paper first tries to formulate the motivation, influence factors and benefits of corporate donations and sponsorships through
analysis of past academic records. The conclusions are then tested and modified through in-depth interviews with 5 firms in Taiwan
that have 5 years or longer of sponsorship records. At last, we build a sponsor model of general corporate relation with narrative
analysis based on our in-depth interviews and secondary data with 5 firms in Taiwan. Our results show that the key influence factor
of corporate donation or sponsorship decisions in the long run is “ experience” . Other factors may also effect these decisions. For
example, firms may devise metrics or processes to evaluate and quantify the decision methodology and evaluate outcomes. However,
our research indicates that over the long term, the decisions of corporate donations and sponsorships are based on “ experience” .
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