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The purpose of this research is to examine the effects of sponsorship on
sponsor's brand image. By using 2x2x2 factorial experimental research design, three
factors of independent variables are manipulated. They are: 1) congruence between
product and event it sponsors, 2) size of the event, and 3) length of time the product
sponsors. The study was conducted with 244 law students in the THAIBAR training
program during February 2005.

The results show that brand image of the product which is congruent with the
event it sponsors is more positive than that in the incongruent condition. Separately, size
of the event and length of time the product sponsors indicate non-significant effects on
brand image. However, there is a two-way interaction effect between size of the event
and length of time the product sponsors on brand image. In addition, three-way

interaction effect of the three factors used on brand image is significantly shown.



