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Table 1. Attitudes toward Company
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Variables M.S. F Sig.
PK (A) 2.525 1.916 .169
Congruence (B) 6.149 4.665 .033*
Attendance (C) 3.443 2.612 .109
A*B 2.050 1.555 215
A*C .592 449 .504
B*C .788 .597 441
A*B*C .016 .012 913

Rsquare=.113
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Table 2. Attitudes toward Products

Ql=ofl oiXl= &

M= Bl

LI
= Hi=l °§§> mXe Hls 2 4 ¢l

AL QA JEag Avke FARoE foju)

Variables M.S. F Sig
PK (A) 3.535 1.878 173
Congruence (B) 1.865 .991 322
Attendance (C) 3.588 1.906 170
A*B 4.038 2.145 146
A*C 2.863 1.521 220
B*C 1.142 .607 438
A*B*C .015 .008 .928
Rsquare=.082
Table 3. Purchase Intentions
Variables M.S. F Sig.
PK (A) .703 .305 .582
Congruence (B) 4,928 2.140 146
Attendance (C) 17.432 7.571 .007*
A*B 9.642 4.188 .043*
A*C 7.514 3.263 074"
B*C .260 113 738
A*B*C 157 .068 795

Rsquare=.145
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Figure 1. Interaction Effects
A A=A 3k, A5 2|43} o|RIE 4] of - Afoofl A = A7k

el SZol7|i ST AEARg wNS Ktk
T0j o/ (p < .10). 45 A4jo] ow oMlEd] F4st
T oo mlAle SAclel ofwol gt Axh & gk ARES] o) oEAt o B AS U &
£ 1 o|flEof AR s S0 | Al AT,
u) O]} o] S 51 o 5 ok weba] (AT
714 2-3) & AAFG, EFAE A2t ol  BROIE

E 3 ol Alolo] 4EAG BN S 2 UXEOR T4 ool et 2uE Bl Ag
o, ol A5 AAo] £ AYEL BH AT /L BAROE FulsA Ehbgr). B AT

Bo4E P OEst ok A & 4 gtk 2 B QAR Avto] SNSE e B <t
et (71 3o o ol HEH A ol S et 28 o lek et (A7)
o= ettt M 2-4) & AXEE R0 et 34 o



attendance
—MNO
510 \ Yes
...\T.

480

450

420

390

T T
low high
PK
Figure 2. Interaction Effects

Table 4. WOM Intentions
Variables M.S. F Sig.
PK (A) 2.163 1.228 270

Congruence (B) 34.167 19.391 .000*

Attendance (C) 1.622 .920 .340
A*B 133 .076 784
A*C .240 136 713
B*C .037 .021 .885
A*B*C 122 .069 793

Rsquare=.186
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This study aims to explore empirical effects of small event sponsorships that are executed
without serious considerations. Focusing on college events, sponsorship effects on corporate
images and product images are investigated. The findings of this study show that sponsorship
congruence influenced attitudes toward the company. We could not find statistically
significant variables affecting attitudes toward the product. Purchase intentions are
influenced by event attendance. Also, interaction effects are found between persuasion
knowledge and congruence on purchase intentions. Finally, share intentions are influenced by
sponsorship congruence. These results tested major variables used In mega event
sponsorships, and could provide academic and managerial implications regarding small event

sponsorships that have been out of main academic interests.
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