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Abstract
In order to analyze sponsorship effectiveness and impact, spectators’ attitudes
toward baseball, sponsors, and the ability to recognize the sponsors in the 2006 Baseball

Intercontinental Cup were examined. Questionnaires were delivered on-site in the two

ballparks where the tournament was taken place in Taichung, Taiwan during November

9-19, 2006. Convenient sampling was used to collect surveys. 458 surveys were

collected and 410 of them were valid. After data collection, descriptive statistics,

multiple responses, independent-sample T test, the analysis of variance, and Duncan
post hoc comparison were utilized to analyze. The findings were in the followings:

1. The major attendees were male, 21-28 years old, had college degree, and had an
average monthly income of NTD 15,000 and below.

2. Taiwan Mobile had the highest recognition rate.

3. Among spectators, males supported baseball more. Young audience didn’t consider
sponsorship was a type of philanthropic activity. Education level didn’t influence
any attitudes toward sponsorship. Subjects with higher income level considered that
corporate sponsorship was a commercial and philanthropic activity. Subjects who
planned to watch more games on TV showed a stronger support to baseball.

4. When the spectators showed higher supports to baseball, sponsor’s business
activities, and sponsor’s philanthropic behaviors, sponsorship effectiveness on
changing in awareness, image enhancement, and impact on intent-to-purchase were
elevated.

5. Among the sponsors in the tournament, Taiwan Mobile, Herbalife, and MIZUNO
had the highest recognition rate overall. In addition, ESPN, Yault, and DAIKIN had
the highest recognition rate per signage.

Keywords:. attitude, sport sponsor ship, sponsor ship benefits, baseball
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% %
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5.549 21~28
5.043 29~36 5.6
37~44 4.571
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2 (4.65) 24 (6.56) 52 (4.08) 10 (2.21)
1 (2.33) 27 (7.38) 96 (7.54) 40 (8.83)
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4.3 6 5.036 5.267
4-6
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15,001~30,000 4.580
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72 26 44 11 6 5
(7.09) (7.01) (8.82) (7.91) (11.77) (8.19)
104 45 56 17 6 7
(10.25) (12.13) (11.22) (12.23) (11.77) (11.48)
98 36 45 12 7 6
(9.66) (9.70) (9.02) (8.63) (13.72) (9.84)
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webs-tv 42 13 13 6 2 3
(4.14) (3.51) (2.61) (4.32) (3.92) (4.92)
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62



4-6

63

15,000 15,001 30,001 45,001 60,001 75,001
30,000 45,000 60,000 75,000
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(10.35)  (9.16)  (8.62)  (7.19)  (5.88) (8.19)
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N 193 81 95 22 8 11
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(10.07) (8.80) (9.49) (10.58) (10.42) (8.93)
92 73 37 9 5 13
(10.53) (10.70) (11.71) (8.65) (10.42) (11.61)
webs-tv 26 27 14 4 1 7
(2.97) (3.96) (4.43) (3.85) (2.08) (6.25)
56 46 18 6 5 8
(6.41) (6.75) (5.70) (5.77) (10.42) (7.14)
148 104 47 14 6 13
(16.93) (15.25) (14.87) (13.46) (12.5) (11.61)
66 46 24 8 5 7
(7.55) (6.75) (7.59) (7.69) (10.42) (6.25)
ESPN 74 70 32 9 4 11
(8.47) (10.26) (10.13) (8.65) (8.33) (9.82)
52 41 20 6 3 6
(5.95) (6.01) (6.33) (5.77) (6.25) (5.36)
TVBS 71 61 28 10 4 8
(8.12) (8.94) (8.86) (9.62) (8.33) (7.14)
Total 874 682 316 104 48 112
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N 190 129 50 16 7 18
4.6 5.287 6.32 6.5 6.857 6.222
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1 1~5
2. 1~3
5.205 4~6
5.662 7~9 6.111
10~12 5.167
13~15 5.333 16
6.571
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4-8
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10~12 13~15 té
1~3 4~6 7~9 - -
webs-tv 54 17 3 3 0 2
(3.56) (4.42) (2.72) (4.84) (0.00) (4.36)
98 23 8 5 1 4
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91 23 7 3 1 3
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N 302 68 18 12 3 7
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4.073 4.037
4.016
3.718
3.645 3.279
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F=7.243 p=.003"
4-9 4-10
2004
4-9 -
294 41.364 5.577 .325
116 39.112 7.144 .663
294 12.071 1.956 114
116 11.991 1.737 161
294 12.136 1.863 .109
116 12.052 1.855 172
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Levene
F t p
7.243 .007 3.048 173.016 003"
6.466 011 6.466 011  6.466
571 450 571 450 571
p<.05
ANOVA
F=2.655
p=.015"
4-11 Duncan
12
4-12 2004

15
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F
113.301 6 18.884 498 810
15290.104 403 37.941
15403.405 409
33.803 6 5.634 1.582 151
1435.221 403 3.561
1469.024 409
53.733 6 8.955 2.655 015"
1359.106 403 3.372
1412.839 409
T p<.05
4-12 -Duncan
alpha = .05
1 2
12 () 2 8
13~20 91 11.780
21~28 230 12.183
37~44 21 12.190
29~36 60 12.367
45~52 4 13.000
53~60 2 13.000
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F=2.219 p=.085

F=2.221 p=.085 F=0.716 p=.543 4-13
4-13 -
F
248.488 3 82.829  2.219 085
15154.917 406 37.327
15403.405 409
23.717 3 7.906 2.221 .085
1445.308 406 3.560
1469.024 409
7.431 3 2.477 716 543
1405.408 406 3.462
1412.839 409
F=2.341 p=.041" F=5.340 p=.000"
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4-14



2004

Duncan

Duncan

45,001~60,000

30,001~45,000
4-16

15,000
15,001~30,000
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75,001 ()

75,001 ()

¢ )
60,001~75,000



F

382.788 5 76.558 2.059 070

15020.617 404 37.180

15403.405 409

41.368 5 8.274 2.341 0417

1427.657 404 3.534

1469.024 409

87.583 5 17.517 5.340 .000"

1325.256 404 3.280

1412.839 409

Y p<.05
4-15 -Duncan
alpha = .05
1 2

15,000 () 193 11.762
15,001~30,000 81 12.198 12.198
60,001~75,000 8 12.250 12.250
30,001~45,000 95 12.284 12.284
45,001~60,000 22 12.318 12.318
75,001 () 11 13.273
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4-16 -Duncan

alpha = .05

1 2
15,000 ( ) 193 11.715
45,001~60,000 22 12.000
15,001~30,000 81 12.173
60,001~75,000 8 12.375
30,001~45,000 95 12.705 12.705
75,001 () 11 13.545

F=12.596 p=.000" F=3.485 p=.004" F=3.355 p=.006"

4-17 2004
Duncan 11
1~5
6~10
4-18
Duncan 16~20
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Duncan 21~25
1~5
4-20
4-17 -
F
2077.404 5 415.481 12.596 .000"
13326.001 404 32.985
15403.405 409
60.738 5 12.148 3.485 004"
1408.286 404 3.486
1469.024 409
56.330 5 11.266 3.355 006"
1356.509 404 3.358
1412.839 409
p<.05
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4-18 -Duncan
alpha = .05
1 2
1~5 190 38.474
6~10 129 41.922 41.922
11~15 50 42.820
21~25 7 44.000
16~20 16 44.625
26 () 18 45.389
4-19 -Duncan
alpha = .05
1 2
1~5 190 11.721
6~10 129 12.132 12.132
11~15 50 12.400 12.400
26 () 18 12.556 12.556
21~25 7 12.714 12.714
16~20 16 13.313
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4-20 -Duncan
alpha = .05
1 2
1~5 190 11.768
6~10 129 12.225 12.225
11~15 50 12.500 12.500
26 () 18 12.778 12.778
16~20 16 12.875 12.875
21~25 7 13.143
F=5.636 p=.000* F=2.666 p=.022*
4-21
2004
Duncan 16
C )
4-22 16
Duncan 7~9
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10~12
4-23
4-21 -
F
1004.332 5 200.866 5.636 000"
14399.073 404 35.641
15403.405 409
46.926 5 9.385 2.666 022"
1422.098 404 3.520
1469.024 409
32.749 5 6.550 1.917 .090
1380.090 404 3.416
1412.839 409
p<.05
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4-22 -Duncan
alpha = .05
1 2
16 () 7 33.429
13~15 3 39.000
1~3 302 40.175
10~12 12 41.667
4~6 68 43.176
7~9 18 43.222
4-23 -Duncan
alpha = .05
1 2
16 () 7 10.571
10~12 12 11.000
13~15 3 11.667 11.667
1~3 302 12.036 12.036
4~6 68 12.206 12.206
7~9 18 13.000
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Wilks’ A=.923, F=1.293, p=.157 4-24

Wilks’ A=.970, F=.958

p=.487 4-24
Wilks’ A=.957,
F=1.412 p=.154 4-24
Wilks> A=.951,
F=1.613 p=.082 4-24

Wilks’ A=.957, F=2.838 p=.010" 4-24
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*

Wilks’ A=.860, F=9.949 p=.000

*

4-24

Wilks’ A=.926, F=4.953 p=.000 4-24
4-24
Wilks' A F
.957 2.838 6 762 .010
.860 9.949 6 762 .000"
.926 4.953 6 762 .000"
%
.970 .958 12 1008.323  .487
*
.957 1.412 12 1008.323 .154
%
951 1.613 12 1008.323 .082
%
* .923 1.293 24 1105.617 .157
p<.05
27% 27%
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p<.05" 4-25

4-25 -
F
29.921 2 14.960 3.376 035" 3>2>1
31.390 2 15.695 3.979 019" 3>2>1
133.955 2 66.978 8.219 .000" 3>2>1
p<.05 1 2 3
Duncan
15.890
14.779
13.112 4-26
4-26 -Duncan
1 2 3
134 13.112
149 14.779
127 15.890
1 2 3
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Duncan

16.165
15.027
13.478 4-27
4-27 -Duncan
1 2 3
134 13.478
149 15.027
127 16.165
1 2 3
Duncan
17.803
16.866
14.537 4-28
4-28 -Duncan
1 2 3
134 14.537
149 16.866
127 17.803
1 2 3
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p<.05" 4-29

4-29 -
F
248.022 2 124.011 27.987 000" 3>2>1
197.933 2 98.967 25.093 .000" 3>2>1
223.752 2 111.876 13.728 000" 3>2>1
p<.05 1 2 3
Duncan
16.466
14.292
12.610 4-30
4-30 -Duncan
1 2 3
141 12.610
106 14.292
163 16.466
1 2 3
Duncan
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16.718

14.708
12.865 4-31
4-31 -Duncan
1 2 3
141 12.865
106 14.708
163 16.718
1 2 3
Duncan
18.479
15.972
14.305 4-32
4-32 -Duncan
1 2 3
141 14.305
106 15.972
163 18.479
1 2 3
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p<.05" 4-33

4-33 -
F
64.431 2 32.216 7.271 0017 3>2>1
109.346 2 54.673 13.862 000" 3>2>1
60.124 2 30.062 3.689 026" 3>2>1
p<.05 1 2 3
Duncan
16.238
13.945
13.000 4-34
4-34 -Duncan
1 2 3
133 13.000
109 13.945
168 16.238
1 2 3
Duncan
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16.554

14.505
13.053 4-35
4-35 -Duncan
1 2 3
133 13.053
109 14.505
168 16.554
1 2 3
Duncan
18.167
15.725
14.707 4-36
4-36 -Duncan
1 2 3
133 14.707
109 15.725
168 18.167
1 2 3
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2001

2003
2004
4-37 12
81%
55.9% 49.8% ESPN 48.8%
40% 38%

33.9% 31.2%
19.3%

50% 9

&7

57.3%

TVBS 44.4%

21.5%

webs-tv



webs-tv
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4-37

10 332 81.0 1
4 235 57.3 2
4 229 55.9 3
2 204 49.8 4
ESPN 1 200 48.8 5
TVBS 4 182 44 .4 6
2 164 40.0 7
2 156 38.0 8
4 139 33.9 9
2 128 31.2 10
2 88 21.5 11
webs-tv 1 79 19.3 12
4-38
ESPN 200 / 102
82 / webs-tv 79 78
/ 64 / 58.75 /
57.25 / TVBS 45.4 44
34.75 / 33.2 /
ESPN ESPN

&9



ESPN logo
ESPN 1
200 10
33.2
1~2
4-38 -
/
ESPN 1 200 200 1
2 204 102 2
2 164 82 3
webs-tv 1 79 79 4
2 156 78 5
2 128 64 6
4 235 58.75 7
4 229 57.25 8
TVBS 4 182 45.4 9
2 88 44 10
4 139 34.75 11
10 332 33.2 12
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71.7% 21~28
15,000

29~36 12
1.5

15,000
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12

332 81 %
229 55.9%
102 /

33.2 /

92

235

ESPN
82

/

57.3%

200 /



71.7%
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VS.

2006

2007 2007
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1995
2005
7(3) 67-78
2003

2006 2006 6 4
http://twbsb Il.dils.tku.edu.tw/wiki/11.dil

s.tku.edu.tw/wiki/index.php/%E6%B4%B2 a %YE9%9A %9

B%E7%9B%83# . E5S.8F.83.E8.80.83.E8.B3.87.E6.96.99

2003
2003
091INTUO00320033
2002 -
2003
090TPEC0421048
2005 SPSS
2002 2005 12 1

http://www.newtaiwan.com.tw/bulleti

nview.jsp?period=318&bulletini

2005
34(2) 18-23
2002
2001 -
2001
089NCKUO0121011
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2004

2004

093NCCU54710 02

2005

1991
2004

2004
2005

1998

25(1) 29-66
2007

111-119
2003
2004

2005
78-80

093NCYUO0675018

2005

Chiao Da Management Review
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2003

Nike HBL
2003 091TPEC0421012
1999
2001 2001
2003
5 86-94
2002
2001
2002
31(4) 23-32
2002

2003
(Mullin, B. J.,

Hardy, S., & Sutton, W. A., 2000)
2004

2002 91

2002 090NTNU1567004
2001 -
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2001 089NTNUO0567018

2000

1990

1999a

10 (1) 115-128.

1999b

2003

2003

091NCCUS5323008

2005

1992

1993

2004

2004 092MCUO0045706
1995
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