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ABSTRACT

The purpose of this research was focusing on consumers’ perception and effects of sponsorship toward Mizuno Road Race Relay

in Taiwan. Subjects were those who participated in the 2007 Taiwan Mizuno Road Race Relay , there were 500 questionnaires

delivered in total ,and 471 were returned. The valid questionnaires were 435. The valid questionnaires returning rate was 87%.The

SPSS 12.0 were used for statistic analysis.. The results were followed:1.consumers’ 「gender」,「age」,「group」,「education」,

「monthly income」were found to have significant influence on consuming perception.2.The results revealed that consumers’ 

「gender」,「age」,「monthly income」had significant influence on effects of sponsorship.3.There was a positive relationships

between consumers’ perception and「 brand cognition」,「brand image」.4.Finally, there were positive relationships between

consumers’ perception of activity and「brand cognition」,「brand image」.
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