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Abstract

In this changing society nowadays, traditional marketing mix no more
satisfies demands of the times. To reach the greatest marketing effects,
corporations have been taking a new method of marketing; that is.corporate
sponsorship.Processed by experiments, this study has two manipulators —the
extent of relationship between attributes of corporate sponsorship and brand
personality along with brand popularity, two moderators—consumer
purchasing involvement and individual activity participation inclination, four
experiment sets and two mirror sets. Four conclusions are arrived through
MANOVA statistical analysis: 1.A highly well-known brand has already
imprinted powerful established impression consumers’ mind.2. A
rarely-known brand gets pure effects out of corporate sponsorship.3. Whether
a brand is highly or rarely-known, the execution influence on brand equity by
the extent of relationship between attributes of corporate sponsorship and
brand personality is not obviously moderated by adding the moderating
effects for consumer purchasing involvement.4.Whether a brand is highly or
rarely-known, the execution influence on brand equity by the extent of
relationship between attributes of corporate sponsorship and brand
personality is not obviously moderated by adding the moderating effects for

individual activity participation.
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