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ABSTRACT

This research discusses factors that affect firms' sponsoring efficiency through consumers, attitude, and
anticipant this research can help firms in marketing affairs.

This research find that the level that consumer’s put emphasis on event has influence on firm's commercial
image, social image, Consumer’s affective attitude toward firms has influence on firm’s commercial image,
social image and emotional attention. In consumer’s cognition to firm’'s sponsoring goals, when consumers
consider firms sponsor event for commonweal goals has better sponsor efficiency on firm's commercial image,
social image and purchase intention than for commercial goals. But in emotional attention, commercial goals
have better efficient than commonweal goals; Image fit between firms and events has great influence on
commercial image, social image and confident attitude.

This research suggests that when firms should select sponsoring events which the sports and events that
consumers put more emphasis on the event’s image and firms’ image that are more congruent and firms should
sponsor event through commonweal ways not through commercial ways, long-term title sponsoring ways in
order to get better sponsor efficient.

Keywords: sponsorship, sports marketing, consumer’s attitude
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