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Abstract:

Corporate sport sponsorship is one of many tools marketers have at their
disposal to try and reach consumers and influence them to buy their products,
given that Sponsorship has definitely become one of the highest growing global
marketing practices and yet one of the least discussed forms of marketing
communications addressed in marketing literature; On the other hand Sport is
spontaneous in nature and has an unpredictable, uncontrollable outcome, as well
being both experiential and emotional from a consumption perspective.

the purpose of this research was to examine the effect of sports sponsorship
on consumer purchase intention; the result out found that there is a direct and
positive impact of each of audience knowledge, audience interaction in the
event, attitude towards the brand and sponsor-event congruence on the brand
value and consumer's purchase intent, in addition to a direct and positive impact
of the brand's image among the sports audience on the buying intent.

Keywords: Sport sponsorship, congruence, involvement, brand, attitude,
buying intent
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The impact of sport sponsorship activities, corporate image, and prior use
on consumer purchase intention. 2
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The impact of sport sponsorship perceptions and attitudes on purchasing
decision of fans as consumer. *
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2 Nigel Pope, Kevin Voges, The Impact of Sport Sponsorship Activities, Corporate Image, and Prior Use

on Consumer Purchase Intention, sport marketing quarterly, Vol.9, N°2, 2000.

* Boban Melovic et al, The Impact of Sport Sponsorship Perceptions and Attitudes on Purchasing Decision

of Fans as Consumers: Relevance for Promotion of Corporate Social Responsibility and Sustainable

Practices, Sustainability, Vol 11, N°22, 2019.
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Measuring sponsorship effects on consumer purchasing intentions.'
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Effects of sponsor-event congruence on brand image, attitude toward the
brand, and purchase intention.”
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% Jun Young Park, Sabrina Sihombing, Effects of sponsor-event congruence on brand image, attitude toward
the brand, and purchase intention: An empirical analysis in the context of sport sponsorship, Journal of
Applied Management, Vol 18, N° 1, 2019.
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Delineating the outcomes of sponsorship sponsor image, word of mouth,
and purchase intentions.'
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Impact du sponsoring sportif de la marque sur la valeur des entreprises
tunisiennes.’
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de Doctorat, Ecole Doctorale : Sciences du Sport, Université Paris-Sud, France, 2013.

J



(Russell Lacey et al, 2007) iy -8
The impact of repeat attendance on event sponsorship effects.’
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Predicting sponsorship outcomes from attitudinal constructs. >
BalS) (ol oy a0 ) 550l oag Ble b Aol gl Y Ll auhll sda s

zally oL BLE Gnd stag adl old Gadglls e Tely auhll cudy o2l asy skl
Sl bl as of J) st ojlal w8y ) 380 8hle o SULY aa @ 5y e Ble)l o4
OISy Skl ol 20 aaadll §pall Wl Aol ods duad (siey anleyy Sudl old il
AL ods damdig Bile JU dwld) oluaall Sl Jeall
(Anne Martensen et al, 2007) i1y -10
Application of a model for the effectiveness of event marketing.’
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’> Kostas Alexandris et al, Predicting Sponsorship Outcomes from Attitudinal Constructs: The Case of a
Professional Basketball Event, Sport Marketing Quarterly, Vol 16, Issue 3, 2007.
> Anne Martensen et al, Application of a model for the effectiveness of event marketing, Journal of
advertising research, Vol 47, N° 3, 2007.
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175-189, Lawrence Erlbaum Associates, London, UK , 2004, p 176.
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! Rakesh Kumar, Ramesh Kumar, Impact of Various Demographic Factors on Consumer Behaviour, Indian
Journal of Economics & Business, Vol 19, N°1, 2019 , p 110.

? Michael Bloom et al, The socio-economic benefits of sports participation in Canada, Conference Board,
Ottawa, Canada, August 2005, p 4.
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! Merel Walraven, Sports Sponsorship Effectiveness: Investigating awareness, sponsor equity and
efficiency, Thesis to obtain the degree of Doctor in Economics and Business, University of Groningen, Pays-
Bas, 2013, pp 25-26.
* Lance Kinney et al, Demographic and psychographic variables predicting NASCAR sponsor brand
recall, International Journal of Sports Marketing & Sponsorship, April 2008, p 171.
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" PCM : Psychological Continuum Model.
! Daniel Funk, op cit, p 44.
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! David Shilbury et al, op cit , pp 44-45.

2
Idem, p 45.
* Hirotaka Matsuoka et al, Direct and indirect effect of team identification and satisfaction on intention to
attend games, Sport Marketing Quarterly, Vol 12, N°4, 2003, p 246.
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Source: Daniel Funk, James Jeffrey, Consumer loyalty: The meaning of
attachment in the development of sport team allegiance, Journal of sport
management, 20(2), 2006, p 193.

! Daniel Funk, James Jeffrey, Consumer loyalty: The meaning of attachment in the development of sport
team allegiance, Journal of sport management, 20(2), 2006, pp 192-193.
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! Galen Trail, op cit, pp 80-81.
* fandom: the state of being a fan of someone or something, especially a very enthusiastic one.
% Galen Trail, op cit, p81.
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! Stephan Ross, A Conceptual Framework for Understanding Spectator-Based Brand Equity, Journal of
Sport Management, Vol 20, N°1, 2006, p 25.
? Kevin Keller, Strategic Brand Management, op cit, p 339.
3 Davis Scott, Implementing your BAM2 strategy: 11 steps to making your brand a more valuable business
asset, Journal of Consumer Marketing, Vol 19, N° 6, 2002, p 507.
* Ibid.
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for measuring the equity of a retail brand, Journal of International
Business and Economics, USA, Vol 8, N° 2, 2008, p 56.

! David Aaker, Managing Brand Equity: Capitalizing on the Value of a Brand Name, The Free Press, NY,
USA, 1991, p 62.
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' Vo Thuy, Nguyen Chi, Factors Influencing Customer Perceived Quality and Purchase Intention toward
Private Labels in the Vietnam Market: The Moderating Effects of Store Image, International Journal of
Marketing Studies, Vol 7,N° 4, 2015, p 52.
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? Kevin Keller, Strategic Brand Management, op cit, p 260.
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Elements and Brand Equity, Journal of the Academy of Marketing Science,
Vol 28, 2000, p 198.
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Source: David Aaker, Building Strong brands, The Free press, USA, 1996, p 09.

! Con Menictas et al, Assessing the validity of brand equity constructs, Australasian Marketing Journal, Vol

20,N° 1, 2012, p 3.

? Thi Minh Hang Le, Capital-marque et personnalité de la marque: contributions théoriques et apports
empiriques dans un contexte vietnamien, Thése Pour obtenir le grade de Docteur, Université Grenoble,

France, 2012, p 189.

* David Aaker, Building Strong Brands, op cit, p 07.
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Frequencies

Spss wr e :(03) o3y skl

Statistics
(5 sl
Cuiall oyl bl Jaa
N Valid 400 400 400 400
Miccinn n n n n
udal)
Cumulative
Frequency Percent Valid Percent Percent
Valid = S3 292 73.0 73.0 73.0
il 108 27.0 27.0 100.0
Total 400 100.0 100.0
Cyead)
Cumulative
Frequency Percent Valid Percent Percent
Valid 18-30 224 56.0 56.0 56.0
31-45 124 31.0 31.0 87.0
4 45 e S 52 13.0 13.0 100.0
Total 400 100.0 100.0
6 Shal) (paglal)
Cumulative
Frequency Percent Valid Percent Percent
Valid  Jil Jaw sia 13 3.3 3.3 3.3
g5 113 28.2 28.2 31.5
EETIEN 274 68.5 68.5 100.0
Total 400 100.0 100.0
Jaal
Cumulative
Frequency Percent Valid Percent Percent
Valid  #320000 o J8 147 36.8 36.8 36.8
20000-30000 99 24.8 24.8 61.5
30000-50000 116 29.0 29.0 90.5
50000 38 9.5 9.5 100.0
Total 400 100.0 100.0

Scale: ALL VARIABLES

Case Processing Summary

Reliability call | sgaall 4 s

N % Scale: ALL Reliability Statistics
Cases Valid 400 100.0 VARIABLES Cronbach's
Excluded 0 0.0 Reliability Jels Alpha N of Items
Total 400 100.0 = gr sgead 0.962 3
. Reliability Statistics
Case Processing Summary ,
N % CrmbECh ° N of It
Cases  Valid 400 100.0 T3
Excluded 0 0.0 -
Total 400 100.0
Scale: ALL VARIABLES Reliability aadall slad  sganl) i 5 Reliability Statistics
Case Processing Summary Cronbach's
N % Alpha N of Items
Cases Valid 400 100.0 0.925 3
Excluded 0 0.0
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Total 400 100.0

Scale: ALL VARIABLES

Case Processing Summary

N %
Cases Valid 400 100.0
Excluded 0 0.0
Total 400 100.0

Scale: ALL VARIABLES

Case Processing Summary

N %
Cases Valid 400 100.0
Excluded 0 0.0
Total 400 100.0

Scale: ALL VARIABLES

Case Processing Summary

N %
Cases Valid 400 100.0
Excluded 0 0.0
Total 400 100.0

Scale: ALL VARIABLES

Case Processing Summary

Reliability cal) g dadal) (381 5

Reliabilityiedall dad

Reliability s! &l s

Reliability Statistics

Cronbach's
Alpha N of ltems
0.903 4

Reliability Statistics

Cronbach's
Alpha N of Items
0.881 6

Reliability Statistics

Cronbach's
Alpha N of Items
0.970 5

Reliability Jss (ubiall Uit

Reliability Statistics

N % Cronbach's
Cases  Valid 400 1000 A'phao = N of 'tem234
Excluded 0 0.0 :
Total 400 100.0
Correlations
Correlations
A1 A2 A3 sl 48 2a
A1 Pearson Correlation 1 0.917 0.905 0.975
Sig. (2-tailed) 0.000 0.000 0.000
N 400 400 400 400
A2 Pearson Correlation 0.917 1 0.864 0.961
Sig. (2-tailed) 0.000 0.000 0.000
N 400 400 400 400
A3 Pearson Correlation 0.905 0.864 1 0.957
Sig. (2-tailed) 0.000 0.000 0.000
N 400 400 400 400
Usesall 2 »a  Pearson Correlation 0.975 0.961 0.957 1
Sig. (2-tailed) 0.000 0.000 0.000
N 400 400 400 400
Correlations
Correlations
& oseall Jelis
B4 B5 B6 Gaall
B4 Pearson Correlation 1 0.867 0.737 0.942
Sig. (2-tailed) 0.000 0.000 0.000
N 400 400 400 400
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B5 Pearson Correlation 0.867 1 0.702 0.929
Sig. (2-tailed) 0.000 0.000 0.000
N 400 400 400 400
B6 Pearson Correlation 0.737 0.702 1 0.888
Sig. (2-tailed) 0.000 0.000 0.000
N 400 400 400 400
& oseall Jelis Pearson Correlation 0.942 0.929 0.888 1
sl Sig. (2-tailed) 0.000 0.000 0.000
N 400 400 400 400
Correlations
Correlations
slad ) sgenll 88 g0
C7 C8 C9 o ladll Aadlal)
Cc7 Pearson Correlation 1 0.799 0.787 0.924
Sig. (2-tailed) 0.000 0.000 0.000
N 400 400 400 400
C8 Pearson Correlation 0.799 1 0.826 0.939
Sig. (2-tailed) 0.000 0.000 0.000
N 400 400 400 400
(0°] Pearson Correlation 0.787 0.826 1 0.934
Sig. (2-tailed) 0.000 0.000 0.000
N 400 400 400 400
Aadlall olad ) seenll 8 5e Pearson Correlation 0.924 0.939 0.934 1
A,k Sig. (2-tailed) 0.000 0.000 0.000
N 400 400 400 400
Correlations
Correlations
e AaDlall G381 55
D11 D12 D13 D14 Gaall
D11 Pearson Correlation 1 0.903 0.822 0.506 0.916
Sig. (2-tailed) 0.000 0.000 0.000 0.000
N 400 400 400 400 400
D12 Pearson Correlation 0.903 1 0.835 0.552 0.933
Sig. (2-tailed) 0.000 0.000 0.000 0.000
N 400 400 400 400 400
D13 Pearson Correlation 0.822 0.835 1 0.591 0.921
Sig. (2-tailed) 0.000 0.000 0.000 0.000
N 400 400 400 400 400
D14 Pearson Correlation 0.506 0.552 0.591 1 0.754
Sig. (2-tailed) 0.000 0.000 0.000 0.000
N 400 400 400 400 400
& Akl (34l 55 Pearson Correlation 0.916 0.933 0.921 0.754 1
il Sig. (2-tailed) 0.000 0.000 0.000 0.000
N 400 400 400 400 400
Correlations
Correlations
K15 K16 F18 F19 G21 G23 Al dad
K15 Pearson 1 0.893 0.516 0.479 0.504 0.423 0.800
Correlation
Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000 0.000
N 400 400 400 400 400 400 400
K16 Pearson 0.893 1 0.518 0.517 0.474 0.439 0.806
Correlation
Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000 0.000

243



EN]

N 400 400 400 400 400 400 400
F18 Pearson 0.516 0.518 1 0.674 0.556 0.440 0.780

Correlation

Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000 0.000

N 400 400 400 400 400 400 400
F19 Pearson 0.479 0.517 0.674 1 0.685 0.584 0.827

Correlation

Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000 0.000

N 400 400 400 400 400 400 400
G21 Pearson 0.504 0.474 0.556 0.685 1 0.601 0.803

Correlation

Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000 0.000

N 400 400 400 400 400 400 400
G23 Pearson 0.423 0.439 0.440 0.584 0.601 1 0.739

Correlation

Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000 0.000

N 400 400 400 400 400 400 400
i3l 48 Pearson 0.800 0.806 0.780 0.827 0.803 0.739 1

Correlation

Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000 0.000

N 400 400 400 400 400 400 400
Correlations

Correlations
H24 H25 H26 H27 H28 el il Ly

H24 Pearson Correlation 1 0.889 0.866 0.799 0.804 0.923

Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000

N 400 400 400 400 400 400
H25 Pearson Correlation 0.889 1 0.913 0.864 0.877 0.961

Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000

N 400 400 400 400 400 400
H26 Pearson Correlation 0.866 0.913 1 0.889 0.875 0.960

Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000

N 400 400 400 400 400 400
H27 Pearson Correlation 0.799 0.864 0.889 1 0.904 0.941

Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000

N 400 400 400 400 400 400
H28 Pearson Correlation 0.804 0.877 0.875 0.904 1 0.943

Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000

N 400 400 400 400 400 400
¢ 3l Ls  Pearson Correlation 0.923 0.961 0.960 0.941 0.943 1

Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000

N 400 400 400 400 400 400
Régression
Récapitulatif des modéles

Erreur standard de

Modele R R-deux R-deux ajusté l'estimation
1 0,813 0,661 0,658 3,354

a. Prédicteurs : (Constante), <8 5e, ) seenll 48 jaa Gl aa ) ggenl) Jelii Gl o dadlall 38 5
4 ail) Adlall olai ) ggenl)

ANOVAa
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Modele Somme des carrés Ddl Carré moyen F
1 Régression 8673,388 4 2168,347 192,788
de Student 4442690 395 11,247
Total 13116,077 399
ANOVA"
Modele Sig.
1 Régression 0,000°
de Student
Total

a. Variable dépendante : 4Dl Aad

b. Prédicteurs : (Constante), 4 laill dadlall olad (a8 gall | ) sgandl 48 20 Cidall aa ) sgandl Jolii Gaall pe dadlad) 38 53

Coefficientsa
Coefficients non standardizes
Modéle B Erreur standard
1 (Constante) 2,363 0,687
Dseanl 48 pa 0,320 0,062
Gaall aa ) seanll Jelis 0,144 0,069
A plall Aadlall ol ) seanl) il e 0,260 0,069
sl ae dadlall (38 53 0,744 0,055
Coefficients”
Coefficients
standardisés
Mod¢le Béta T Sig.
1 (Constante) 3,437 0,001
Dsean]l 48 pa 0,188 5,157 0,000
Gaall e seeanll Jelis 0,078 2,092 0,037
ol el olad ) geanl) 8 ga 0,147 3,749 0,000
Gaoall e dadlall i 53 0,548 13,482 0,000
a. Variable dépendante : &Jall daj
Régression !
Variables introduites/éliminées®
Modéle Variables introduites Variables éliminées Méthode
1 ,aall e AaDlall (381 55 Introduire

il g sgeal Jelis
il g, ) sgandl 4d yaa
Ldlall olad ) sganll
il

a. Variable dépendante : ¢ 3l L 55

b. Toutes les variables demandées ont été introduites

Récapitulatif des modeles

Modéle R R-deux

R-deux ajusté

Erreur standard de
I'estimation

1 0,734" 0,538

0,534

3,774
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a. Prédicteurs : (Constante), «se ) sgandl 4 jma Giall pa ) sgaadl Joldi Cuaall ae dadlall 38 58

A lall Al ol ) sgandl

ANOVAa
Modele Somme des carrés Ddl Carré moyen F
1 Régression 6558,679 4 1639,670 115,095
de Student 5627,259 395 14,246
Total 12185,938 399
ANOV A’
Modele Sig.
1 Régression 0,000
de Student
Total

a. Variable dépendante : ¢ 3l b 55

b. Prédicteurs : (Constante), 4edtell olad ) sgandl (28 50 ) sgandl 48 2o Cadall aa ) sgandl Jolii aall pe dadlad) (38 53

Akl
Coefficients”
Coefficients non standardizes
Modele B Erreur standard
1 (Constante) 1,059 0,774
Dseanll 48 e 0,312 0,070
Gaall pa ) sgandl Jolis 0,179 0,077
Al Aadlall olad ) sgand) i 5a 0,435 0,078
Eaall g Ladlall 3l 5 0,462 0,062
Coefficients”
Coefficients
standardisés
Mod¢le Béta T Sig.
1 (Constante) 1,369 0,172
seanll 48 yaa 0,190 4,473 0,000
Gaall pe ) sgandl Jelis 0,101 2,314 0,021
A )il Ladlall olat ) sgenll i 5a 0,256 5,577 0,000
Gl pe dadlall 38 55 0,354 7,444 0,000
a. Variable dépendante : ¢ &l b 55
TestT
Statistiques de groupe
Moyenne d'erreur
indl N Moyenne Ecart type standard
gl L5 A 292 16,43 5,560 0,325
s 108 16,73 5,454 0,525

Test des échantillons indépendants

Test de Levene sur I'égalité des variances

F

Sig.

ABTRET Hypothése de variances égales
Hypothése de variances inégales

0211

0,647

Test des échantillons indépendants

Test t pour égalité des moyennes

T

| Df

| Signification
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p unilateral

c\)ﬂ\\f_y)j

Hypothése de variances égales
Hypothése de variances inégales

398
194,487

-0,482
-0,486

0,315
0,314

Test des échantillons indépendants

Test t pour égalité des moyennes

Signification
p bilateral Différence moyenne
ABTRET Hypothése de variances égales 0,630 -0,300
Hypothése de variances inégales 0,628 -0,300

Test des échantillons indépendants

Test t pour égalité des moyennes

Intervalle de confiance
de la différence a 95 %

Erreur standard Inférieur
o1 8l L5 Hypothése de variances égales 0,623 -1,525
Hypothése de variances inégales 0,618 -1,518
Test des échantillons indépendants
Test t pour égalité des moyennes
Intervalle de confiance de la
différence a 95 %
Supérieur
o1 8l Ly s Hypothése de variances égales 0,925
Hypothese de variances inégales 0,918

*. La différence moyenne est significative au niveau 0.05.

Unidirectionnel

Tests post hoc

*. La différence moyenne est significative au niveau 0.05.

Unidirectionnel

ANOVA

Somme des carrés df Carré moyen F Sig.

Entre groups 227,895 113,948 3,783 0,024
Intra-groupes 11958,042 397 30,121

Total 12185,938 399

Descriptive Statistics

N Mean Std. Deviation Skewness Kurtosis
Statistic  Statistic  Statistic Statistic  Std. Error  Statistic
Dsganll 48 20 400 10.6300  3.35951 -0.501- 0.122 -0.849-
Gl ae ) sgand) Jelis 400 10.0050 3.12239 -0.299- 0.122 -0.706-
4 el Aadlall ot ) seall i 50 400 10.2300  3.25093 -0.381- 0.122 -0.785-
Gl ae deBlall @855 400 12.7425 4.22680 -0.222- 0.122 -0.900-
Ladlad) A 400 19.3425 5.73344 -0.130- 0.122 -0.614-
el Lyl 400 16.5125  5.52641 -0.345- 0.122 -0.867-
Valid N (listwise) 400
Descriptive Statistics
Kurtosis
Std. Error

Dseanl) 4 j2a 0.243
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Gaall ae ) sganl) Jelis 0.243
A jlatl) Ladlal) sla ) geanl) (i ga 0.243
) ae dadlall (3 53 0.243
Ladlall Ao 0.243
o) pall L 0.243
Valid N (listwise)

Regression

Variables Entered/Removed?

Variables Variables
Model Entered Removed Method
1 seanll 4 ju® . Enter

a. Dependent Variable: i3l dad
b. All requested variables entered.

Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 0.568° 0.323 0.321 4.72347

a. Predictors: (Constant), _ seesl 4 320

ANOVA?
Model Sum of Squares Df Mean Square F Sig.
1 Regression 4236.220 1 4236.220 189.870  0.000°

Residual 8879.857 398 22.311

Total 13116.077 399
a. Dependent Variable: sl 4.
b. Predictors: (Constant), _seell 44 y2a
Coefficients®

Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta T Sig.
1 (Constant) 9.032 0.785 11.512 0.000

Useanll 4 2a 0.970 0.070 0.568 13.779 0.000
a. Dependent Variable: i) 4ad

Regression
Variables Entered/Removed?
Variables Variables
Model Entered Removed Method
1 & osgendl Jelds . Enter
sl

a. Dependent Variable: “all i
b. All requested variables entered.

Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 0.520° 0.270 0.268 4.90396

a. Predictors: (Constant), sl e ) sgenl) Jelis
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ANOVA?
Sum of
Model Squares Df Mean Square F Sig.
1 Regression 3544.664 1 3544.664  147.395 0.000°
Residual 9571.413 398 24.049
Total 13116.077 399

a. Dependent Variable: “all i
b. Predictors: (Constant), &aall s ) sgendl Jelis

Coefficients®

Standardized
Unstandardized Coefficients = Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 9.792 0.824 11.883 0.000
& sl Jeld 0.955 0.079 0.520 12.141 0.000
¢aall

a. Dependent Variable: 4l dad
Regression

Variables Entered/Removed®

Variables Variables
Model Entered Removed Method
1 olad ) seanll Caga . Enter
4 ladll AP

a. Dependent Variable: “all s
b. All requested variables entered.

Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate

1 0.602° 0.362 0.361 4.58362

a. Predictors: (Constant), 4 lsill Ladlall olad ) seanll i 50

ANOVA®
Sum of
Model Squares Df Mean Square F Sig.
1 Regression 4754.251 1 4754251  226.289 0.000°
Residual 8361.826 398 21.010
Total 13116.077 399

a. Dependent Variable: 4=l dad
b. Predictors: (Constant), 4 el Aadlall olad ) seenll i 50

Coefficients®

Standardized
Unstandardized Coefficients  Coefficients
Model B Std. Error Beta t
1 (Constant) 8.480 0.758 11.194
Ladlall olad ) sand) o e 1.062 0.071 0.602 15.043
4 )l
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Coefficients®

Model Sig.
1 (Constant) 0.000
B el Adlal) olad ) geandl i ga 0.000
a. Dependent Variable: 4eall i
Regression
Variables Entered/Removed®
Variables Variables

Model Entered Removed Method
1 & Aadkad) (38 55 . Enter

GaallP
a. Dependent Variable: “all i
b. All requested variables entered.

Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 0.775° 0.601 0.600 3.62533
a. Predictors: (Constant), csaall ae aadall @8 5
ANOVA®
Sum of

Model Squares Df Mean Square F Sig.
1 Regression 7885.158 1 7885.158  599.950 0.000°

Residual 5230.920 398 13.143

Total 13116.077 399
a. Dependent Variable: 4l dad
b. Predictors: (Constant), sl as 2aMall 38 55

Coefficients®
Standardized
Unstandardized Coefficients = Coefficients

Model B Std. Error Beta T Sig.
1 (Constant) 5.941 0.576 10.307 0.000

Gaall ae Ladlal) 38 55 1.052 0.043 0.775 24.494 0.000

a. Dependent Variable: “Mall i

Regression
Variables Entered/Removed®
Variables Variables
Model Entered Removed Method
1 Jseanll 4 jas® . Enter

a. Dependent Variable: /&l L s
b. All requested variables entered.

Model Summary
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Adjusted R Std. Error of
Model R R Square Square the Estimate
1 0.524° 0.275 0.273 4.71187

a. Predictors: (Constant), _seesll 48 20

ANOVA®
Sum of
Model Squares Df Mean Square F Sig.
1 Regression 3349.653 1 3349.653 150.874 0.000°
Residual 8836.285 398 22.202
Total 12185.938 399
a. Dependent Variable: ¢! sl b s
b. Predictors: (Constant), _seesll 4 y2a
Coefficients®
Standardized
Unstandardized Coefficients  Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 7.345 0.783 9.384 0.000
el 48 ya 0.862 0.070 0.524 12.283 0.000
a. Dependent Variable: ¢!l L s
Regression
Variables Entered/Removed®
Variables Variables
Model Entered Removed Method
1 & osgendl Jelds . Enter
GaaallP
a. Dependent Variable: ¢! »&ll L s
b. All requested variables entered.
Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 0.504° 0.254 0.252 477873
ANOVA®
Sum of
Model Squares Df Mean Square F Sig.
1 Regression 3097.095 1 3097.095 135.622 0.000°
Residual 9088.843 398 22.836
Total 12185.938 399

a. Predictors: (Constant), Gaall ae ) sgasll Jelis

a. Dependent Variable: ¢! »&ll L s
b. Predictors: (Constant), &aall aa ) seenll Jelis

Coefficients®

Standardized
Unstandardized Coefficients = Coefficients
Model B Std. Error Beta
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1 (Constant) 7.585 0.803
& sl el 0.892 0.077
Ghaall

9.447 0.000
0.504 11.646 0.000

a. Dependent Variable: ¢! »&ll L s

Regression
Variables Entered/Removed®
Variables Variables
Model Entered Removed Method
1 slad ) geanll 88 ga . Enter
4 ladll AP

a. Dependent Variable: ¢! »&ll b
b. All requested variables entered.

Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate

1 0.602° 0.363 0.361 4.41692

a. Predictors: (Constant), 4 ladll &adlall slad ) seandl a8 5

ANOVA®
Sum of
Model Squares Df Mean Square F Sig.
1 Regression 4421.280 1 4421.280 226.625 0.000°
Residual 7764.658 398 19.509
Total 12185.938 399
a. Dependent Variable: ¢! »&ll L
b. Predictors: (Constant), & laill adlall slad ) geanll 8 4o
Coefficients®
Standardized
Unstandardized Coefficients = Coefficients
Model B Std. Error Beta t
1 (Constant) 6.037 0.730 8.270
Lalall olad ) seanll i 50 1.024 0.068 0.602 15.054
4kl
Coefficients®
Model Sig.
1 (Constant) 0.000
A ladll Ladlall olad ) sganl) il g 0.000

a. Dependent Variable: ¢! »&ll L s
Regression

Variables Entered/Removed®

Variables Variables
Model Entered Removed Method
1 & Al 38 53 . Enter
EaallP

a. Dependent Variable: /&l L s
b. All requested variables entered.
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Model Summary
Adjusted R Std. Error of

Model R R Square Square the Estimate
1 0.660° 0.436 0.435 4.15523
a. Predictors: (Constant), saall ae 2adall @8 5
ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 5314.095 1 5314.095 307.779 0.000°
Residual 6871.842 398 17.266
Total 12185.938 399
a. Dependent Variable: ¢! »&ll L s
b. Predictors: (Constant), casll ae 2Dl Gl 5
Coefficients®
Standardized
Unstandardized Coefficients  Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 5.511 0.661 8.341 0.000
Sl ae delall @8l 55 0.863 0.049 0.660 17.544 0.000
a. Dependent Variable: ¢! »&ll b
Regression
Variables Entered/Removed®
Variables Variables
Model Entered Removed Method
1 iadlal) dad” . Enter
a. Dependent Variable: ¢! »&ll L
b. All requested variables entered.
Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 0.708° 0.501 0.499 3.90994
a. Predictors: (Constant), 4!l i
ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 6101.452 1 6101.452  399.110 0.000°
Residual 6084.486 398 15.288
Total 12185.938 399
a. Dependent Variable: ¢! sl L
b. Predictors: (Constant), “all dasd
Coefficients®
Standardized
Unstandardized Coefficients  Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 3.320 0.689 4.821 0.000
dalall dad 0.682 0.034 0.708 19.978 0.000
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a. Dependent Variable: ¢! »&ll b

Tests post hoc

Comparaisons multiples :
Variable dépendante: ¢l b s

LSD
Différence moyenne
(T) o) s (1-)) Erreur standard Sig.
18-30 31-45 -1,279° 0,614 0,038
4n 45 e S -1,922 0,845 0,023
31-45 18-30 1,279 0,614 0,038
L 45 e S8 -0,643 0,907 0,478
445 e S 18-30 1,922" 0,845 0,023
31-45 0,643 0,907 0,478
Comparaisons multiples :
Variable dépendante: ¢l »&ll L5
LSD
95% Intervalle de confiance
(I) ol (J) o) Borne inférieure Borne supérieure
18-30 31-45 -2,49 -0,07
L 45 e sSI -3,58 -0,26
31-45 18-30 0,07 2,49
L 45 (e s 22,43 1,14
4545 pe )X 18-30 0,26 3,58
31-45 -1,14 2,43
ANOVA
g\ﬂ\ b”_y
Somme des carrés df Carré moyen Sig.
Entre groups 206,604 2 103,302 3,423 0,034
Intra-groupes 11979,333 397 30,175
Total 12185,937 399
*. La différence moyenne est significative au niveau 0.05.
Unidirectionnel
Tests post hoc
Comparaisons multiples :
Variable dépendante: ¢ -l L
LSD
Différence moyenne
() (s siall aplail (J) (s sinuall anlail {1-1) Erreur standard Sig.
8l 5 Lo 5ia $s 2,769 1,609 0,086
RPN -3,649" 1,559 0,020
Pt 8l 5 Lo 5ia 2,769 1,609 0,086
=l -0,880 0,614 0,153
N 8l 5 Lo 5ia 3,649 1,559 0,020
g5 0,880 0,614 0,153

Comparaisons multiples :
Variable dépendante: ¢!l L

LSD
95% Intervalle de confiance
(I) (ed2ills gisall (J) s simall arlill Borne inférieure Borne supérieure
Jil 5 Lo s @5 -5,93 0,39
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=l -6,71 -0,58
Pt 8l 5 Lo sia -0,39 5,93
=l -2,09 0,33
N J8l 5 daws i 0,58 6,71
g5 -0,33 2,09
*. La différence moyenne est significative au niveau 0.05.
Unidirectionnel
ANOVA
el il L s
Somme des carrés df Carré moyen Sig.
Entre groups 421,949 3 140,650 4,735 0,003
Intra-groupes 11763,988 396 29,707
Total 12185,938 399
Tests post ho
Comparaisons multiples :
Variable dépendante: ¢l »&ll L5
LSD
Différence moyenne
(I) Jaall (J) Jaall (1-1) Erreur standard Sig.
7220000 ¢ 8 20000-30000 -1,815 0,709 0,011
30000-50000 -1,386" 0,677 0,041
50000 33117 0,992 0,001
20000-30000 220000 < B 1,815 0,709 0,011
30000-50000 0,429 0,746 0,566
50000 -1,496 1,040 0,151
30000-50000 220000 < B 1,386 0,677 0,041
20000-30000 -0,429 0,746 0,566
50000 -1,925 1,019 0,060
50000 220000 e B 3311 0,992 0,001
20000-30000 1,496 1,040 0,151
30000-50000 1,925 1,019 0,060

Comparaisons multiples :
Variable dépendante: ¢l »&ll Ly

LSD
95% Intervalle de confiance
(I) Jaall (J) Jaal Borne inférieure Borne supérieure
7220000 ¢ 8 20000-30000 -3,21 -0,42
30000-50000 2,72 -0,06
50000 -5,26 -1,36
20000-30000 z220000 (e 0,42 3,21
30000-50000 -1,04 1,90
50000 -3,54 0,55
30000-50000 220000 < B 0,06 2,72
20000-30000 -1,90 1,04
50000 -3,93 0,08
50000 220000 e Bl 1,36 5,26
20000-30000 -0,55 3,54
30000-50000 -0,08 3,93

*. La différence moyenne est significative au niveau 0.05.
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Abstract:

/ Corporate sport sponsorship is one of many tools marketers have at their
disposal to try and reach consumers and influence them to buy their products,
given that Sponsorship has definitely become one of the highest growing global
marketing practices and yet one of the least discussed forms of marketing
communications addressed in marketing literature; On the other hand Sport is
spontaneous in nature and has an unpredictable, uncontrollable outcome, as well

being both experiential and emotional from a consumption perspective.

the purpose of this research was to examine the effect of sports sponsorship
on consumer purchase intention; the result out found that there is a direct and
positive impact of each of audience knowledge, audience interaction in the
event, attitude towards the brand and sponsor-event congruence on the brand
value and consumer's purchase intent, in addition to a direct and positive impact
of the brand's image among the sports audience on the buying intent.

Keywords: Sport sponsorship, congruence, involvement, brand, attitude,
buying intent /




