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ABSTRACT

The purpose of this study is to examine the relations between the factors of influencing sponsorship benefits and BenQ corporation

’s sponsorship benefits from sponsoring University Basketball Association (UBA). I anticipate that the results can be helpful in

enterprises’ marketing practice and the understanding of Sport sponsorship. Data collection of research is to utilize questionnaire

to investigate enterprises sponsorship benefits from students’ viewpoints. Data analysis is to use SPSS 10.1 Chinese version

software. The statistical techniques with Pearson correlation and chi-Square Test to probe into the relation among the variables. The

questionnaire is revised on the questionnaire of Wen-horng Hung (2001) and Shiue-Yi Hsieh (2003). The total numbers of

questionnaires were given to 605 people to answer and the valid ones were 583, which is 96.4 % in accurate ratio. Hypothesis

examined according to the statistical results, and five researches’ supposals were all accepted. Therefore, the statistics both show

positive correlation between five factors of influencing sponsorship benefit and sponsorship benefit of enterprises. Students predict

that the ranking of influencing degree of sponsorship benefit as following sequence: (1) The attitude toward UBA. (2) Suitability of

the image between BenQ and UBA. (3) The favorite attitude of basketball. (4) The degree of agreement in regard to that the sport

sponsorship of BenQ is on the basis of public benefaction purpose. (5) The view toward BenQ.
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