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ABSTRACT
Corporate sponsorship is a main way to fulfill community responsibility, and is becoming the new edge tool to marketing gradually.
The domestic special events prevails day by day, and the special events of corporate sponsorship also grows up gradually too. So,
hope the Study of Corporate's Motivation and Benefit Assessment of Sponsorship for Special Events, make the special events unit
can understand the demand of the sponsoring corporate further. The research approach of this research uses the investigation
method of the questionnaire, choose to study samples and carry on the investigation by way of shutting the goal and sampling. In this
investigation that nearly 157 enterprises sponsored the special events in 2004, and the total numbers of questionnaires were given to
117 enterprises to answer and the valid ones were 87, which is 74.36 % in accurate ratio. All the data of valid samples were analyzed
by descriptive statistics, independent t test, reliability analysis, one-way ANOVA and Scheff? Post-Hoc. This research used both
qualitative and quantitative analysis to discuss, and the findings were as following: (1) No matter which kind of corporate
characteristics, all the enterprises agreeing the motives of * social responsibility * and * long run self-interest * for the special events'
sponsorship. (2) More the enterprises pay attention to the motive of ' social responsibility ', more the enterprises consider the factors
of " corporate strategy ', ' sponsor project *, and ' integrated environment ' before sponsor special events. (3)Different corporate of
influence factor (corporate characteristic and the factor of sponsorship considering), assess difference of showing in its benefit. (4)
More the enterprises consider factors before sponsoring the special events, more the behavior that will carry on benefit assessment,
and it is the higher to the satisfaction feedback. (5)More the enterprises pay attention to the motive of * long run self-interest * or '
short-term goal ', more the behavior that will carry on benefit assessment, and it is the higher to the satisfaction feedback. Direct
against this result, some suggestions are give to the sponsoring corporate, special events unit, and further research, expect to be able
to offer some contribution to the industry and academia.
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