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Abstract

The purpose of this research is to examine the effect of corporate
sponsorship on consumers’ brand attitude. The test results indicate that while
the effect of personal liking of the event on brand image transfer is not
significant, it still exerts significant influence on sponsor credibility and
affect. Consumer perceived status of the event has no influence on
sponsorship benefits. Consumer attitude toward the sponsor and congruence
between sponsor and event generate a significant effect on sponsorship
benefits. Finally, sponsor credibility can actually enhance consumers’ brand
attitude. However, both brand image transfer and sponsor affect have no

significant influence on brand attitude.

Keywords: Sponsorship, Brand Image Transfer, Sponsor Credibility, Sponsor
Affect, Brand Attitude
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