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Abstract

The purpose of this study was to examine corporate
sponsorship management activities taken by sponsor who
appears La New Bears baseball professional team. To provide
the firms with reference resources, the study investigated the
benefit of sponsorship in accordance with motivations,
considerations, activation strategy and the measurement of
rights and interests of the sponsors for La New Bears baseball
professional team. The study showed five conclusions: (1)
Elevating brand awareness was the key motivation for an
enterprise to promote a sports event. (2) In consideration of
these factors, the effect of enterprise’s budget, market
prosperity, co-operation of the sports team, and media
advertising space. (3) In activation strategy, most enterprise
used magazine advertising, websites, gifts, and point- of- sale
displays. (4) Enterprise would obtain the feedback from
media exposure and advertising. (5) The enterprise evaluates
sponsor benefits from brand awareness elevation, consumer
recognition to the brand; intensifying the brand image, media

exposure.
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