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ABSTRACT
Sponsorship has rapidly risen to prominence in today’ s marketing activities. Many enterprises are in droves to plunge handsome
money to sponsor some sports events. By highlighting their positive image or emphasizing the benefits they could bring to consumers
through those activities, enterprises may turn the results into consumer’ s preference for their brand of products or further trigger
consumer’ s motive to purchase their products. And this research purpose gets involved to approve whether feeling have just toward
influence or not to the fan in the analytical fan, and the fan gets involved to approve feeling with ball team to sponsor whether
benefit has just to influence or not. Take the fan of Taiwan as a research object, the questionnaire tests effectively 408
questionnaires.Data through LISRELS8.20 software packages carry on covariance analysis, research the result manifestation:The
whole mode is all proper to go together with index sign to pass the threshold value standard.(the ¥ 2/df=2.90, GFI=0.83,
CFI=0.91, RMR=0.042, RMSEA=0.095, IFI=0.91)The whole mode is all proper to go together with index sign in order to accept
rather, this also indicates, the fan gets involved to approve feeling to the ball team, and the ball team gets involved to approve feeling
with ball team a benefit to really have positive influence to the sponsor.
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