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ABSTRACT

This study empirically analyzed the relationship between the influence of airline's sports
sponsorship, corporate image, word of mouth effect, and purchase intention. The questionnaire
was collected for Chinese respondents living in or overseas in China to explore consumer
perceptions by using the manipulation that the airline sponsors the e-Olympics as a sponsor.
According to the results, it was found that the airline's sports sponsorship had a positive effect
on the corporate image and consumers' intention to purchase products when it had a positive
image of the sponsored airline. Sports sponsorship and the airline's corporate image did not
directly affect positive word of mouth, but positive word of mouth was found to have a
positive effect on purchase intention. Through this, we tried to establish the foundation for
sponsorship plans and marketing strategies for various activities related to airline sports
sponsorship. Finally, this study discusses implications for theory and practice, presents
limitations, and concludes with several suggestions for future research.

Key Words : Sports Sponsorship(AE2 AZAA), Corporate Image(]19 ©|U]A]), Word of
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Table 1. Exploratory factor analysis
Path Cronbach's alpha Factor loading CR. AVE P
2 oA B4 750
344 oA ¥4 736
SS A2 oln|x] HA4 795 722 0.778 | 0438 | ™
N2L A B4 625
2pdstE olm|A] ¥4 616
g4l Sl 722
A=) Sl 719
Cl A Y= 736 700 0.847 | 0528 | ™
ARB1E ARl Sl .699
A&7 = 579
FHARENA 3 810
FEAEOA A9 788
WOM 7+ A9 .748 779 0901 | 0.670 | ™
BAHE AR R 759
BHAE A FH 742
Fujeta 42 789
HE B oJgF 782
PI 7+ &4 o5k 743 744 0.848 | 0575 | ™
AAE B 97 706
T 7] gAY o7 617

Note: Sig. p<0.05* p<0.01**, p<0.001™* Path coefficients all are unstandardized: C.R.: composite reliability;

AVE: average variance reliability; S.E.:

standard error.

P=0.000, GFI=0.975, AGFI=0.924, TFI=0.965, TLI=0.929, CFI=0.964, NFI=0.953, RMR=0.042. SS, CI, WOM, and
PI represent sports sponsorship, corporate image, word-of-mouth, and purchase intention respectively.

Table 2. Descriptive statistics and correlation coefficients

Descriptive statistics Correlation coefficients
Constructs
Mean SD SS CI WOM PI
SS 3.91 0.779 1
Cl 3.79 0.787 587" 1
WOM 3.40 0.898 376" 530" 1
PI 3.77 0.894 408" 516" 645" 1

Note: ** Correlation is significant at the 0.01 level (2-tailed). SS, CI, WOM, and PI represent sports
sponsorship, corporate image, word-of-mouth, and purchase intention respectively; SD represents Std.

deviation



76 o|Qld, o]F<¢- Vol. 33, No. 3, Sep. 2025

AlollAl 2941 ARo1(74.3%; n=228)°l EXL3}ch 1
9] A= 30419014 3941 AR1(12.7%; n=39), 40
A2} 4941(8.1%: n=25), 19A] t]TH2.0%; n=6), 5041
olH2.9%; n=9)°2= UERgth A SE*t 5 Y

(34.2%; n=105), 3IAFA40.0%: n=123), IA}
(10.4%;, n=32), AEZA(Q.1% n=25), 71EH7.3%;

n=22)9] AP0 2 YEPsitt. B3 SHEAY] wSs
22 o33 Zok sk 29(66.1%, n=203), HAt &
A(25.4%, n=78), L&t EAU(5.5%, n=17), At
E9(3.0%, n=9) 59 o= UEyth

3.2 MM U Bl BA

ey gEE AdstiAt sigirh 71 TH At
(Hulland, 1999)& 1&3slo, p<0.05, AFE A5
(GFD) ¥ 24 A= A4AGFD) >0.80, =5 AT
T AS(NFD, vl A= X4(CFD), HA-Fo|A A
Z(TLD), 283 AHIFe 271 A$(F) =0.90, ZE
B AE ZHRMR) <0.05, Bt B4 2EZHAVE)
>0.40; 3} A1F%(C.R.) >0.70; Cronbach's Alphe
>0.70, 221 ZA] >0.50, AFLTA <0.700]c}. o]
nE 71 3509k

v. g+ 21

41 Xz 24 % 21t

TERYPA A3t 4= g Z2oiFig. 2). A
o] tigh 7ho)AlF(xd #4=380.7(163), p-%t=0.000,
GFI= 0.882, AGFI=0.853, NFI=0.886, IFI=0.931,
TLI=0.922, CFI=0.930, CMIN/DF2.325, RMR=

7|9 olojx|

% M
/ N\

075, 025

/ \
ALK AZMN 70 ole

\ A

/

k\
AN
N\
H N / H4

\ N /
0035 THmt 0505

Fig. 2. Research model

0.055 ¥ RMSEA=0.068°]|t}. RMR 32 AlLlstal=
T 7| S5 UE FE2 BF VIR
AV © 24 YERSTE RMR ge] 0.0590 779
T2 Zdo] tigt oy AY=E AT = Ut
(Browne and Cudeck, 1993).

wEbA] Aok HE2 $9/dT Bg/do] £2 XY
279 & 9ok 32 1.96 2 0.05 #ET 3A
L Zolof 5lRE | H2+= 7182 504 Xl 714
9l HI1, H3, H4= A=At Table 3).

ATE Qo PFAS] AmE A Tist
ArAY] Bl S5k gAll it 244 of
U442 74 W, 719 olalAlek 2ol AE Fuf o
ol A QoS 2 Ao Uehgeh Eak &
E2 U0 FEA 719 olulA FFH P
NYHo= JFL nAA] YA, FHH TR
Tl ofo] A FE 2 Ao Uehge.
A7 Aol whwl et gk P e 2
2 guue, AEANC] /1Y ofulde] 74 Fast
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Table 3 Results of structural equation model path analysis

B2 A=AS T(C.R) p 2%
H1 Amzx AEAL — 7]HolulA] 0.735 8.756 A=
H2 ATE AEMA - THET} 0.035 0.269 0.788 712
H3 719jolu|z] — ol 0.253 2.087 0.037 e
H4 FAaT — Fojolr 0.505 7.769 A=

Note: SS, CI, WOM, and PI represent sports sponsorship, corporate image, word-of-mouth, and purchase
intention respectively. chi-square(x?)=381.6(164), p-value=0.000, GFI=0.883, AGFI=0.851, NFI=0.888, IFI=0.933,
TLI=0.921, CFI=0.932, CMIN/df=2.327, RMR=0.055 and RMSEA=0.067.
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