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Abstract : The purpose of this study is to provide basic data to identify the communication effect
of food and beverage companies' sports sponsorship activities and to find out the communication
effect of food and beverage companies' active sports sponsorship activities. To this end, a survey was
conducted on 300 people who participated and watched sports competitions hosted by food and
beverage N companies in January, and 267 copies were used for statistical analysis to obtain the
following results. First, it was found that sports sponsorship had a positive effect on corporate
attitude. Second, among the factors of sports sponsorship, image enhancement, promotion, and
promotion were found to have a positive effect on product attitude, but event contribution did not
affect product attitude. Third, it was found that corporate attitude had a positive effect on product
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attitude. Fourth, corporate attitude was found to have a positive effect on purchase intention. Fifth,

product attitude was found to have a positive effect on purchase intention.

Keywords © Food and Beverage Companies, Sports Sponsorship, Communication Effect, Corporate
Attitude, Product Attitude, Purchase Intention
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Fig. 1. Research Model.
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Table 1. Demographic characteristics of the study subjects

Characteristic Content N %
188 70.4
Gender
female 79 29.6
76 28.5
113 423
Age 59 22.1
17 6.3
more than 60s 2 0.8
Player 133 49.8
Form of participation Audience 124 46.4
Involver 10 38
Total 267 100
Table 2. Questionnaire Composition
Variable Content n
Gender

Characteristics Age 3

Form of participation

Image enhancement

) Publicity

Sports sponsorship Promotion 17

Event contribution

Corporate attitude
Communication effect Product attitude 10

Intention to purchase
Total 30

AR AEAR ARAE AN BE B
Fo egme A9} sy 4gaTE 2
2 7Hsdr 59 @Az a4 2
ARAL ASRAYFARL 19, 52209 W
HYE 452 AT F A7 Agstar,
qemAge] 2xE AEAY BES old
(003)(51e] AHgE 4L ClnAA LSRG, T
BARY, ZA4RY, oMET|CRY 17RGS
SARgstel AHgotgon], ARUAC|dans
=45t Slel AgEEs F45H014)19)0]
AT BIRd) e, ARGEs A
(Q014)[2017F A8 BAaQ) IHRGE, Tl

(8]

NeEAYe] AEE AEAY BEC ARY
Aoldl wakE Felsly] gls) HEAS wEstel
43 doleg Hustsidrt. o5 2919 gy
52 #ls] g8 SRI4eREdT Jzg
Ae AN AReEEe Aastd B
A, BELAL, AVE, CR@S SHIg A3t ohe
o] (& 33} o Yepieh

- 366 -



Vol. 41 No. 2 (2024) AeRm 7199 Axzx AZAY FFY ARUACNA Bt 5

Table 3. Results of confirmatory factor analysis, conceptual reliability, average variance extraction, and
reliability analysis

Variable Questionnaire SRW. SE CR  AVE a

Company hosting of the competition provided a new 813 156
advertising opportunity ’ ’

Company hosting of the competition provided a new

. . 826 184
opportunity for promotion
Image L . .
enhancement Company competition is an opportunity to raise 796 195 945 773 875
awareness of the product
Company competition will have a bigger advertising 784 201
effect than general advertising ) )
Company competition will give it a good reputation ~ .767  .197
The competition gives a good image 864 135
Holding a corporate competition gives trust to customers .857 154
Publicity Holding a corporate competition can earn a good 885 126 955 840 .882
reputation from customers ’ )
Company competition is a corporate Public relations 854 155
activity ’ ’
Company competition is strategic for maximizing 855 174

corporate profits Utilization

Promotion, Company competition is a corporate advertising activity .864 184 944 809 861

Company competition raises corporate awareness 874 168
Company competition is a corporate promotion activity .858 177
A company's participation in sponsorship affects the 76 213
competition.
Sports sponsorship contributes to the successful hosting 746 245
Event contribution of sports competitions ' ' 910 716 .853
Sports sponsorship contributes to the development of 750 93
sports
Sports sponsorship improves the image of a company .771 .208
Company feels good 896 126
) I like Company 877 134
Corporate attitude o ) 959 856 910
Company has a positive feeling 859 137
I can trust Company .884 125
I'm interested in products 901 .096
Product attirude I'm interested in c&frtam prpducts related to the 898 087 963 897 897
competition
I think products are better than other products 879 .092
I think I will purchase products in the future 904 .085

Intention to

purchase I think I will buy more of products in the future 917 086 969 912 903

I think T will buy products rather than other products .920  .072
x? =1052.623. df=365, p=.000, CMIN/DF=2.883, TLI=.926, CFI=.930, NFI=.924, RMR=.032, RMSEA=.072
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Table 4. Correlation Analysis
1 2 3 4 5 6
2 523%* 1
3 572%* 623%* 1
4 423%* 484%* 416%* 1
5 A435%* 423%* A54%% 352%* 1
6 363%* 382%* 351%* 196* 626** 1
7 284%* 330%* 314%* 164* 825%* J18%*
**pC01, *p<05

1: Image Enhancement, 2: Publicity, 3: Promote, 4: Event Contribution, 5: Corporate Attitude,

6: Product Attitude, 7: Purchase Intention
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Table 5. Hypothesis verification

AEz AEAL 850 ARYACA w7

Hypo Path estimate S.E. C.R. )2 Result
H 1-1 Image enhancement—~ 329 .060 5.704 .000 Adopt
Corporate attitude
B Publicity—~
H1-2 Corporate attitude .307 .055 5.623 .000 Adopt
Promotion,—
H1-3 Corporate attitude 372 .062 5.987 .000 Adopt
Event contribution—
H1-4 . 177 .058 3.018 .003 Adopt
Corporate attitude
B Image enhancement—
H 2-1 Product attitude 242 .062 3.746 .000 Adopt
B Publicity—
H 2-2 Product attitude .289 .064 4.487 .000 Adopt
H 2-3 Promotion— 223 071 3137 001 Adopt
Product attitude
H 2-4 Event contribution= 084 062 1.367 172 Reject
Product attitude
Corporate attitude—
H3 Product attitude 451 .063 7.189 .000 Adopt
H 4 Corporate atfitude - 655 058 10805  .000  Adopt
ntention to purchase
H S Product attitude— 762 077 9.548 .000 Adopt

Intention to purchase
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