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The purposes of the current study were to examine the main and interaction
effects of elements of sponsorship on corporate image and brand equity. By using the
2x2x2 factorial experimental research, three elements of sponsorship were manipulated.
They were: (1) brand familiarity (familiar and unfamiliar brands), (2) nature of
sponsorship (philanthropic and commercial sponsorship), and (3) event size (national
and international events). The study was conducted with 277 Ramkhamhaeng
University's law students in February 2007.

The results presented that the nature of sponsorship was the only factor effected
both corporate image and brand equity while the brand familiarity factor effected brand
equity, and the event size produced no effect. In addition, corporate image was effected
by the interaction between brand familiarity and event size, and brand equity was
effected by the interaction between brand familiarity and nature of sponsorship. The
interaction between nature of sponsorship and event size produced effects on both
corporate image and brand equity. Nonetheless, there was no significant effect from the

interactions among the three factors.
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