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ABSTRACT
This research aims to investigate the various influencers of stadium naming rights in Taiwan, using the country’ s first stadium
naming rights example- the Hsinchu County Stadium, as research case study. Due to insufficient examples, this research leveraged
exploratory research methods, using a case study and questionnaire survey. The case study research includes interviewing a stadium
operation supervisor at BROS sport marketing to understand the entire stadium naming process. The questionnaire survey targeted
Hsinchu county residents who were participating in activities held at the Hsinchu County Sports Stadium and 288 questionaires
were received. All gathered data was analyzed statistically with SPSS12.0(English version), the results combined with case study
research info gave the following conclusions]
1. The public positively support stadium naming rights; 2. the public is indifferent towards sponsoring brand and its cooperation with
public stadiums; 3. apparently, there is a high level of correlation between sponsorship and sponsor brand image, brand awareness
and consumers’  desire to purchase its products. Finally, according to research results on government organizations, stadium
management employees, sponsors and subsequent researches, main suggestion was to create a desirable environment for sta-dium
naming rights to be developed in Taiwan.

Keywords : naming rightst stadium naming rightstJ brand awareness(] brand image
Table of Contents

0000000000000 o0000ooooogooaaan i
000000000000 ooo0ooooooooaan iv
gddooooooboobooouooooooooog v
000o0o0o0Oo00000oooo0oooooooooaa i
0000000000000 000000000D0000 wvii
0000000000000 000000000000A0 ix
gddodoodobooooodooooooooono 1
oddodoodobooooodooooooooono 1
oddodoodobooooodooooooooon 3
oddodooodobooooodooooooooon 3

4

5

5

oooobooboboboboobooobooboooo

oooobooboboboboobooobooboooboo

gooobooboboboboooboooboobooboo

ooo0obo0obobobobboobooobooboobog 25
oooobooobobobobboobooobooboooo 3o
oooobooobobobobbooboooboobuoooo 3o
ooooboobooooobobooooobobobooooD a1
oboooboobooooobobooooobobobooogon 35
oooooobooooobobooooobobobooogoD 38
gboooboobooboboobooboobonoog 38
gbooobooboobobooboobooboooo 41
goooboobo0oboboobo0obOo0obobibn o4
gboooboobooboboobooboobooog e
goooboobooboboobooboobooog e
goooboobooboboobooboobooog 7o
gboooboobooboboobooboobooog 73
gooobooboobobbooboooboobooog s



oobADOO0DODOObOO0ObOOO0bOOoObObOOobDOoob 81
OOBOO200800MLBand NBAO OO OOOODODO 85

oogd

10000000000 0o0oboobooooog 2

2-10000b0bo0obooobuoobobbooooono 17
2200 0000000D0O0OOO0ODObOObOOD 19
4-100000000000DO00000DO0bD0O0On 40
4200000000000DO000O00OD0OOO0OD 42
4-3000000000b00b0ob0bOobo0oDbgon 43
4-A00000000000DO0O0ODO0ODO0ODO0 45
4-5000000000000O000O0ODOO0ODO0O 46
4-600000000D0O0DOODODO0ODO0 48
4-700000000DO0O0DOODOODO0ODO0 49
4-800000000DL0O0DLODODbODbDO0ODOn 49
490 0000000Db000DbO0bOobObObDOO 5o
4-100000000TOOO0ODO0ODOOOODOO 51
4-11000000000TODOO0DOOOODOO0 52
4-12000000000TOODO0ODOO0ODOODODOO 53
4-13000000000000000T0O0DLOODODOO 54
4-140000000ANOVAUDODOODOOODODODO 55
4-15000000000ANOVADODOO0ODOO0ONO 57
4-160000000ANOVAUDODOOOOODODODO 59
4-170000000000O0ANOVAOOOODOODODO 61
4180 00000000000 0OMO0DO0000D0 63
4-190000000000002XW00b00000D 63
4200 00000000000 0ODO0OO0OM@O00 64
B-120080 OMLBOODOOOODOOOOODOODO 85

B-220080 090 UNBAD DO D OO0OOLOODOODOUO 88

Oo0oDoooooDoooo0o oo oDoooooooogoggg

god

021000000000000000000000O0 26
gs-10bogobobooobooobgoobobooonoog s
gs10000b0bobooboooboobobooonog 73

REFERENCES

OOOOOOAUTONETOOO(20090 00000000 0O0OAUDIDDODODODODODODODOODOODODOO[0OOO]OON: http://auto.
sina.com.tw/cgi-bin/file/file_view.cgi?qry=0102001a8080118 [2008, August 6]C1 Ero(2008)0 AUDI CENTERO OO DO OOOOOOO[OO
0010 00O http://www.auto-online.com.tw/news/13190[2008, April 16]01 Upshaw, L. B. (200000 OO0 0O 0O OOO)0O0O:00000
O(@0019000)00000000000@o3) 00000 000:00000000R3UUDODODDOOOOOOLOLDOO
O000000O0O0OO0O0O0O0O0OO0OO0OOOOOOODOOOODO?PMEIIDODDNODDNODDND:0DD?2WOLO0O0DOODODLODDODO (20080
00000000000 O00D0]000: http://fed7.udnnews.com/NEWS/SPORTS/SPO5/4567030.shtmlI[2008, October 21100 O O O
0(2008)04/110AUDID 000000000 OOOOOOOOO[OOCOO]O0O0: http://bros.tomeet.biz
/wooooa/front/bin/ptdetail.phtml?Part=event144&PreView=1[2008, August 6]0 0 0 0 (2008)0 D O OO O O0DOOOOODO[[@MOOOOIOO
O :h ttp://udn.com/NEWS/MAINLAND/MAI2/4476806.shtmI[2008, August 18]0 0 0 0 (2001) 0 0 0 000 000D0ODOOOOOOO
015Q)0121-1270 00000000 OOOOOOODO:0000000000000GS050-580000(2001)DO0O0O0O0OO:O
oo0oOOOOO0OO0O0:000000OO0oO@eyooooooooooogoooooooUoooUooLoLoooBoo
OO00OO0OOOOOOOOOOOOO@EoO7ID2007OOODOODOODOODO[OOOO]NO0OON: http://w3.hsinchu.gov.tw/xx/
news/detail.asp?year=0&month=0&cid=0&strKey=&id=12212[2007, June 2110 0 0 020050 0 0 0000000000 0OOOOOO0O
go0oOoOoOoOoOoOoOoOOOOOOOCOOOOOOOOEIgODODOODOODOODOODOODOODOODOODOODOODOO[EOOOIOO
O : http://stadium.hcc.edu.tw/ abut-01_4.asp?newsad_no=25[2008, April21]0 0 00 (20060 OO0 00O 0O0O00O0OOO0OD: 00000
go0O0OoOoOoEooguOODOOOODODOODODoD0OD-000000000000000005(1),18-340000000 Aaker, D. A.



(1996). Building Strong Brand. New York: The Free Press.Aaker, D. A. (1996). Measuring Brand Equity Across Products and Markets. California
Management Review, 38(3), 102-12.Biel, A. L. (1992). How Brand Image Drives Brand Equity. Journal of Advertising Research, 32(11),
6-12.Cagan, J., & DeMause, N. (1998). ESPE Sports almanac. Boston, Massachusetts: Information Please.Espn.com. (2003). Citizens Bank Pays
Phillies $95 Million[Online], Available: http://assets.espn.go.com/mlb/news/ 2003/0617/156 9181.htmI[2003, June 17].Farquhar, P. H. (1990).
Managing Brand Equity. Jourhal of Advertis-ing Research, 30(1), 1-16.Friedman, A. (1997). Naming right deals. Chicago, lllinois: Team Marketing
Report.Fullerton, S. (2007). Sports Marketing. New York: McGraw-Hill.Glendinning, M., & Knapple, J. (2004). The Name Game: Gunners for
Hire. Sport Business International, 46, 86-94.Goldstein, J. (1997). Sport facility naming right-A study of corporate naming right relationship.
Unpublished master’ s thesis, Uni-versity of Victoria, British Colummbia, Canada.Greenberg, M. J., & Gray, J. T. (1996). The Stadium Game.
Milwau-kee, Wisconsin: Marquette University Law School.Gurin, M. G. (1987). Cause-related Marketing in Question. Advertis-ing Age, 16,
44-49.Hollis, S. (2008). Stadium Naming Rights-A Guided Tour. Journal of Sponsorship, 1(4),388-394.Kass, M. (1997). We’ Il drink to that: Miller
solidifies city’ s heritage. The Business Journal of Milwaukee, 10, 97-104.Kaydo, C., & Trusdell, B. (1997). Stadiums’  rus: Visibility is the key
reason that companies are clamoring to sponsor sdatiums. Sales and Marketing Management, 149(1),74-75.Keller, K. L. (1993). Conceptualizing,
Measuring, and Managing Customer-Based Brand Equity. Journal of Marketing, 57(1), 1-22.Lewyn, M. (1996). See a game, shop for a car,surf the
net. Business Week, 53, 34-60.Lippe, D. (2002). Inside the Stadium Name-Rights Business[Online], Available:
http://www.adage.com/news.cms?newsld=36406 [2002, October 28].Mark, S. N. (1999). Recognition of Corporate-Named Professional Sport
Facilities and The Implication for Future Sponsorship Agreement. Unpubished master’ s thesis, University of Northern Colorado,
Greeley.McCarthy, L. M., & Irwin, R. (1998). Names in lights: Corporate purchase of sport facility naming rights. The Cyber- Journal of Sport
Marketing, 2(3), 55-76.McCarthy, L. M., & Irwin, R. (2000). An examination of the rational and motives for coporate purchase of stadium and
arena nam-ing right. The Cyber Journal of Sport Marketing, 4(3), 43-55.Neils, E. (2002). Brand Value Plays a Role in Stadium Naming
Rights[Online], Available: http://www.absoulutebrand.net/rese- arch/brandvalue.asp[2005, October 13].Park, C. W., Jaworski B. J., &
Maclnnis, D. J. (1996). Strategic Brand Concept-Image Management. Journal of Marketing, 50, 135- 145.Sleight, S. (1989). Sponsorship: What it is
and how to use it. England: McGraw Hill.Suggs, W. (1998). Utilities Companies plug in to stadium power. Sports Business Journal, 19(5),
16-24.Zastrow, H. (2004). Bundesliga Boom. Sport Business International, 47, 76-88.



