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Abstract - The main purpose of the study was to investigate the effects of sport sponsorship towards brand equity during the 
2011-2015 season China Basketball Association (CBA) on three different dimensions: sponsorship duration, level, and 
congruence. Purposive sampling methods were applied to 400 students in four institutions located in Guangzhou city during 
fall of 2015. An independent sample t-test was used to discern mean differences to further compare various sponsorship 
types (sponsorship level, duration, congruence) and brand equity (awareness, recognition, loyalty, association). The results 
of the current study concluded that: 1. Different sponsorship durations have different effects on brand equity with longer 
sponsorship periods having higher effectiveness for enhancing brand equity. 2. Different types of CBA sponsorships have 
different effects on brand equity with higher level sponsorship resulting in larger benefits for enhancing brand equity. 3. 
There was no difference between different CBA sponsorship congruence and brand equity. The effects of sponsorship length 
and level on brand equity were in line with previous literature but the congruence factor did not prove to be a significant 
variable to enhance brand equity in this case study. 
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I. INTRODUCTION 
 
Global sponsorship spending reached a total of 62.8 
billion in 2017 compared to the $60.1 billion in 2016, 
a 4.5% increase in growth from the previous year. 
Particularly, the Asia Pacific region, including China, 
India, South Korea, and Japan recorded the fastest 
growth rate as much as 5.7% increase, from 2015 to 
2016 in sponsorship spending (IEG, 2016). Sport 
entity was identified as one of the larger beneficiaries 
from the sponsorship program; thus, it becomes 
important to understand how a sponsorship program 
works in the Asian sport industry and what factors 
play significant roles to make a sponsorship program 
more effective as consumers are more willing to 
purchase products that are sponsored through sporting 
activities such as Coca-Cola, NIKE, and other global 
corporations.  
 
The initiation of marketing activities not only 
enhances consumer’s brand recognition towards a 
particular brand but also improves economic benefits 
including larger profit margins. Businesses that are 
engaged in sport marketing activities not only see 
better consumer recognition but also increases in the 
value of their brand, both directly and indirectly, 
while establishing a competitive edge in the global 
market place. Many corporations are drawn to 
sponsoring sporting events as an effective marketing 
tool leading to better profit margins.  
 
In China, the Chinese Basketball Association (CBA) 
is considered to be one of the most popular 
professional sports. Since the 2008 Beijing Olympics, 

CBA has become the second biggest association to 
the US National Basketball Association (NBA) 
market. Currently there are 20 teams in the CBA and 
380 games played in a regular season with over 300 
million fans throughout the country. Between the four 
seasons that were played (from 2011-2012 to 2014-
2015 season), there were a total of 35 corporate 
sponsors, setting CBA as one of the most sponsored 
professional sport leagues in China. Current CBA 
sponsors have three different categories: official 
partners, official sponsors, and official suppliers and 
three different sponsorship types: sponsorship 
duration, sponsorship level, and sponsorship 
congruence. In many cases, corporations would 
provide sponsorship every year, while some others 
may only sponsor once during the season. For the 
various sponsorship levels, corporations may use 
their official company name as sponsorship partners, 
while others use their supplier’s name as sponsorship 
partners.  
 
Sponsorship congruence may be directly and 
indirectly related to the sporting event. When 
considering the many different types of corporate 
sponsors in the CBA,it would be meaningful to 
conduct a case study about how various factors 
identified from the sponsorship literature such as the 
length of sponsorship contract, sponsorship level and 
congruence between sporting vents and sponsors 
could influence the overall brand equity of the CBA. 
By analyzing and testing the effects of corporate 
sponsorship programs we may provide a better 
understanding of these factors effects on CBA brand 
equity. 
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II. LITERATURE REVIEW AND 
HYPOTHESES DEVELOPMENT 
 
Brand equity has been a popular topic in marketing 
for the past 30 years. It is a particular type of asset 
that is derived from consumers’ perception of the 
brand name, which provides a product or service. 
With proper brand maintenance, this brand equity 
should generate returns not just for today, but for the 
future earning periods of the company as well. Brand 
equity is also the added value of a corporate brand’s 
market position that exceeds the physical value of its 
assets and has inspirational effects on consumer’s 
feelings, perceptions, and brand associations, which 
in turn, affect purchase decisions (Kim & Cavusgil, 
2009). 
Aaker (1991) and Keller (1993) provided 
fundamental concept and structure for brand equity. 
Aaker suggested that brand equity is a 
multidimensional concept that includes brand 
awareness, perceived quality, loyalty, and 
association. Some of the most influential factors 
impacting sports brand equity includes: a) congruence 
between sponsors and sporting events (Reinhard et 
al., 2004; Henseler et al., 2007), b) length of 
sponsorship contract (Johar et al., 1999),  
c) sponsorship level (Henseler et al., 2007), and d) 
sponsorship awareness (Speed, 2000). However, 
researchers have proposed other brand equity models, 
but Aaker’s model is the most widely used and 
accepted. In the past, the purpose for sponsorship was 
unclear, initially sponsorship was related to the 
growth of sales, later researchers have supported that 
sponsorship is actually an important contributing 
factor for establishing the brand image and increasing 
brand equity amongst the corporate community 
(Cornwell & Maignan, 1998; Sirgy et al., 2008). 
 
Sponsorship Level 
Corporate executives recognize the value of different 
sponsorship levels and must choose between multiple 
levels of sponsorship packages designed to meet the 
organization’s objectives and budget. Title or anchor 
level sponsorship for instance, determines the 
visibility and integration with the event, whereas 
lower-level sponsorship tend to be less visible and 
less integrated (Wakefield, Becker-Olsen, Cornwell, 
2007). Depending on the specific objectives of the 
sponsorship program, corporate commitment is 
required in various levels. When focusing on the 
different levels of sport sponsorship and sponsorship 
congruence, Henseler et al. (2007) studied different 
levels of sport sponsorship in a polish soccer club. 
Corporate executives found that fit had a positive 
moderating effect on the relationship between the 
level of sports sponsorship and brand equity. The 
study indicates a bias in managers’ evaluations of 
sport sponsorship outcomes, if the level of 
sponsorship is high enough, fit matters less, in other 

words, if fit is low, it can be substituted by larger 
investment in the sponsorship.    
Sporting events in China has become a crucial 
opportunity for companies to position their 
advertisements, promoting their products directly and 
indirectly to their target audiences. Furthermore, sport 
sponsorship has gained popularity across the nation. 
With the cost of sponsorship increasing throughout  
the years, corporations are in need of better strategic 
planning and have become cost conscious when 
spending on ads and promotional campaigns. Higher 
level sponsors are more likely to better position 
themselves and promote their products more 
effectively. Different levels of sport sponsorship have 
a significant influence on brand equity, higher level 
or highly compatible sponsors may receive immediate 
attention from the audiences during the sporting 
event. 
H1. Different levels of sponsorship have different 
influences on brand equity, with high level 
sponsorship increasing brand equity more effectively. 
 
Sponsorship Duration 
Gaining awareness and exposure enhances the 
cognitive processing of the sponsorship and pulling 
stronger ties between the sponsor and sponsored 
property (Wakefield Becker-Olsen, & Cornwell, 
2007). Sponsorships have evolved away from short-
term philanthropic activities into long-term strategic 
partnerships (Fahy et al., 2004). Cornwell and 
colleagues (2001) agrees that longer sponsorship 
duration strengthens brand equity, and repeated 
exposure increases the linkage between the sponsor 
and event. 
Speed and Thompson (2000) indicate that 
sponsorship response is most effective when 
consumers are aware of the existence of the sponsors, 
and the longer the sponsorship period the stronger it 
will affect how consumers remember the brand and 
how it is associated with the sponsoring event. When 
the sponsored brand or product was highly exposed, 
consumers would remember the brand more 
accurately (Wakefield Becker-Olsen, & Cornwell, 
2007) and effectively (Vale et al., 2009). Other 
authors also concluded a positive impact of 
sponsorship duration on the consumer’s perception of 
the sponsoring brand (Mazodier & Quester, 2014) 
and sponsorship awareness (McAlister et al., 2012). 
Furthermore, based on Pope et al. (2009) it is 
suggested that sponsorship studies should adapt to the 
long-term nature of sponsorship’s impact by tracking 
its effects over an extended period of time. Along 
these lines, we address the following hypothesis:  
H2: Different durations of sponsorship have different 
influence on brand equity, longer sponsorship 
duration increases brand equity more effectively. 
 
Sponsorship Congruence 
Corporations usually associate their names with 
events and programs to indicate similarities and 
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promote consumer similarity. According to the sport 
advertising and marketing literature, words used to 
indicate this phenomenon were ‘relatedness’ 
(Lardinoit and Quester, 2001), ‘fit’ (Basil and Basil, 
2003), and ‘congruence’ (Rodgers, 2003). 
Congruence was chosen to associate the CBA with its 
associated sponsors. Sponsorship success is achieved 
from the congruence between the sponsor and event 
(Smith, 2004.) Congruence between a brand and a 
sporting event significantly influences attitudes 
toward the sponsoring brand and purchase intentions.  
From the literature, an individual’s mental process 
towards a sponsor’s association with a property 
exhibit a bias for brands that are related to a specific 
event (Rifon et al., 2004). The identity of a sponsored 
brand is more likely to be recognized by consumers if 
there is a relationship between the product and the 
event, hence the more effective and significant the 
sponsorship. If there is no relationship between the 
sponsors and event, it will decrease its brand image 
for the anticipated audiences (Meenaghan, 2001; 
Pham and Johar, 2001). Further, congruence has been 
described as relevance, complementarity, or 
compatibility in other sponsorship literature (Johar 
and Pham, 1999; Rifon et al., 2004).  
 
When focusing on consumer’s attitude towards a 
sponsored sporting event using a multi-dimensional 
measure on sponsorship response, Speed and 
Thompson (2000) suggests that sponsor-event fit, 
perceived sincerity of the sponsor and attitude 
towards the sponsor are key factors in generating 
favorable response from sponsorship.However, Xu 
and Zhu (2008) studied the effects of sponsorship on 
enterprise’s brand equity. Their results indicate that 
the quality of the match for the sponsored sporting 
event and sponsorship congruence have been 
identified to have significant influence on brand 
equity. Later, Lu (2009) conducted an empirical study 
on brand congruence based on the Brand Asset 
Valuator (BAV) model and confirms that the 
congruence between a sponsoring brand and a 
sporting event was most significant for enhancing the 
brand stature and gaining competitive edge amongst 
other competitors when both are highly 
matched. However, Wan (2010) studied Lenovo and 
Anta, two renowned enterprises sponsoring sporting 
events on sport sponsorship congruence and brand 
perceived quality and found sponsorship congruence 
have a positive yet significant effect on consumer 
behavior but no direct effect on brand perceived 
quality. 
 
Past research has found that appropriate fit between 
the sponsor and the sports event enhances brand 
loyalty and customer equity by positively influencing 
the attitudes toward the sponsor and its brand image. 
When focusing on different nationalities and its effect 
on consumer’s perceived congruence on sponsorship, 
Liu et al. (2015) studied sponsorship effects on 

customers in Korea and China. For the Chinese 
population, interestingly the sponsor’s fit did not 
directly impact brand image or affect consumer’s 
perceived congruence with a product. Brand image 
overall have a significant impact on brand preference 
for both countries. 
The perceived status of the sponsored event has 
received high attention for sponsored events such as 
the CBA which draws high attention in the Chinese 
community for sponsors to create opportunities of 
their products and gaining exposure to their 
audiences. To test this effect, the current study 
proposed the following hypothesis:  
H3. Different brand congruence has different 
influence on brand equity, high sponsorship 
congruence increases brand equity more effectively.  
 
III. RESEARCH METHODOLOGY 
 
Research Model 
The researchers selected the appropriate sport 
sponsoring brand during 2011-2015 seasons and 
further analyzed sponsorship length, sponsorship 
level and sponsorship congruence on different 
sponsorship types and effecting factors on brand 
equity. For the present study, brand equity includes 
the following four dimensions: brand awareness, 
brand recognition, brand loyalty, and brand 
association (figure 1). 
 

 
Figure 1. Theoretical Research Model 

 
Sponsors of the Sporting Event 
Lassar et al. (1995) suggested that brand equity 
makes customers increase perspective utility and the 
benefits in their minds toward the brand. The study 
also mentioned that the three main elements that 
affect the internal value assessment of customers 
include the non-specific cognition, value association 
of brand, and the position of the name. 
Six different sponsors from the 2011-2015 season 
were selected based on the following three criteria: 
sponsorship duration, sponsorship level, and 
sponsorship congruence. 
 
Group one - Different sponsorship durations 
Zengzhi (2011-2015) and Haojian (2011-2013) are 
both from the clothing and fashion industry, both 
have the same product congruence and sponsorship 
level. 
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Group two – Different sponsorship levels 
PPTV and LeTV are both in the internet information 
and technology business with similar product 
congruence and sponsorship durations (2011-2015).  
Group three – Different congruence category 
Nike and UPS, Nike is in the sport manufacturing 
business while UPS is in the package delivery 
distribution business. Both are world renowned 
companies with the same sponsorship level and 
sponsor durations throughout the CBA 2011-2015 
four continuous seasons.    
 
Research Method 
Brand equity questionnaires developed by Aaker 
(1996), Boyle and Magnusson (2007), and Yoo and 
Donthu (2001) were applied and modified to best suit 
the ethnicity of the Chinese cultural, surveys were 
translated into Chinese and back translated into 
English to confirm and retain the correct wordings of 
the original questionnaire items (Table 1). Purposive 
sampling method was applied to the current study 
with 400 college students from four institutions 
participating in the present study.  
 
The survey was distributed and collected between 
September and October of 2015, 15 days after the 
first surveys were distributed, another set of survey 
were distributed across the same universities. 
Statistical software SPSS 19.0 was used for the 
current study. The survey items demonstrated a high 
test-retest correlation coefficient value of r=0.85. The 
response rate from both surveys was 97.25% (n=389) 
and 96.92% (n=387). Data with invalid and unclear 
responses that did not reach the requirements for data 
entry were removed from consideration in the study.  
 
IV. RESULTS AND DISCUSSIONS 
 
4.1 Comparison between different sponsorship 
type and brand awareness 
Brand awareness is the ability to recognize a 
corporate brand, this is an important component for 
brand equity and a foundation for establishing high 
level of awareness.  In Table 2, to understand the 
brand awareness between Zengzhi and Haojian, an 
independent t-test was applied and the result showed 
significant difference (t=4.546, P<0.01). This 
indicates that different CBA sponsorship durations 
have significant effects on brand awareness. In other 
words, long sponsorship duration increases brand 
awareness more effectively. To understand brand 
awareness between PPTV and PETV we also applied 
independent sample t-test and found significant 
differences (T=2.628, P<0.01) showing different 
CBA sponsorship types have different effects on 
brand awareness. High level sponsorship increases 
brand awareness more significantly. 
 
NIKE and UPS international brands showed 
significant difference (T=2.264, P<0.05) which 

demonstrates different CBA products’ congruence 
have different effects towards brand awareness. High 
congruence sponsorship increases brand awareness 
more effectively. Logistically NIKE was a noticeable 
sporting brand, whereas UPS is a renowned global 
distribution company but was not recognized by 
Chinese consumers. 
 

 
 
4.2 Comparison between different sponsorship 
type and brand recognition 
Brand recognition is a consumer’s overall image 
about quality of the product and service of a 
particular brand. Product feature, functionality, and 
reliability are all other reasons for consumers to 
purchase the selected product. Brand recognition can 
also be thought of as consumer’s approval of the 
product. Brand recognition between PPTV and PeTV 
showed significant differences (T=3.067, P<0.01) 
indicating different CBA sponsorship levels have 
different effects on sponsorship brand recognition, 
high sponsorship level increases brand recognition 
more effectively.  
In Table 3, brand recognition between Zengzhi and 
Haojian showed significant differences (T=4.225, 
P<0.01) indicating different CBA sponsorship 
duration have different effects on sport sponsorship 
brand recognition, longer sponsorship duration would 
increase brand recognition more effectively. Brand 
recognition between NIKE and UPS also showed 
significant differences (T=7.650, P<0.01) indicating 
the different products’ sponsorship congruence have 
different effects on brand recognition, high 
congruence sponsorship increases brand recognition 
more effectively. 
 

 
 
4.3 Comparison between different sponsorship 
type and brand loyalty   
Brand loyalty is considered the core indicator of 
brand equity and has long been the measurement of 
consumer loyalty and benchmark for various 
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marketing activities. The main difference between 
brand loyalty and other brand equity dimensions is 
that brand loyalty has a very close connection 
between consumer experiences. If consumers have no 
previous purchasing or product usage, then it would 
be difficult to establish consumer brand loyalty.  
 

 
 
In Table 4, Zengzhi and Haojian have different 
sponsorship duration, the results indicate different 
CBA sponsorship durations have different effects on 
brand loyalty with longer sponsorship duration 
increases brand loyalty more effectively (T=4.496, 
P<0.01). When comparing the two PPTV and PeTV 
company brand loyalty measurements, the results 
showed no significant differences (T=0.299, P>0.05) 
which indicate different sponsorship types have the 
same effect on brand loyalty. The brand loyalty 
between NIKE and UPS showed no significant 
difference (T=0.163, P>0.05) showing different CBA 
product sponsorships’ congruence have the same 
effect on sponsorship brand loyalty. 
 
4.4 Comparison between different sponsorship 
type and brand association 
Brand association is a symbol or activity of a 
particular product that is deep seeded in consumer’s 
mind about the brand. It is the foundation for 
consumers to decide which brand to purchase and is 
related with the implicit and explicit meanings which 
a consumer may associate with a specific brand 
name. Brand association is objective in nature as it 
reflects the strength of the brand itself and promotes 
other brand equity dimensions. In Table 5, the brand 
association between Zengzhi and Haojian showed 
significant difference (T=5.428, P<0.01) as the result 
indicates long sponsorship duration increases of 
brand association more effectively. 

 
 
The comparison between PPTV and PeTV also 
showed significant differences (T=5.798, P<0.01) 

indicating different sponsorship levels have different 
effects on sponsorship brand association, as high-
level sponsorship increases brand association more 
effectively. However, NIKE and UPS brand 
association showed no significant differences 
(T=0.166, P>0.05). This result indicates different 
sponsorships’ product congruence have similar 
effects on sponsorship association. 
 
4.5 Comparison between different sport 
sponsorship type and overall brand equity  
In Table 6, both Zengzhi and Haojiang two designer 
clothing company applied independent sample t-test 
and found significant difference (T=4.137, P<0.01) 
indicating different durations of CBA sponsorship 
have significant influence on sponsorship brand 
equity. Long sponsorship duration increases brand 
equity more efficiently. Indeed, sport sponsorship is 
considered as a long-term investment for the 
sponsored party, when companies becomes the event 
sponsors, this is only the first step for companies to 
implement any marketing strategies and gaining more 
exposure by utilizing the sporting event platform. 
Furthermore, companies need to consistently deliver 
the event sponsor “identity” via promotion and 
advertisements so that the message is imbedded into 
consumer’s mind set and connect with their product 
and services. This result supports H1 hypothesis. 
 

 
 
PPTV and LeTV both applied independent sample t-
test and showed significant difference (T=2.443, 
P<0.05), indicating different CBA sponsorship level 
have different effects on brand equity, high level 
sponsorship has greater effects for promoting brand 
equity. The costs and rights for companies to become 
CBA sponsors vary by its levels and PPTV is 
considered to be the highest sponsorship level and the 
official partner of CBA. Therefore, PPTV has the 
highest priority for promoting their products and 
services, and better positioning themselves through 
sponsored sporting events. Based on the sponsorship 
contract, PPTV may invite basketball players to 
attend sponsored events, become involved in 
advertisements, display their product and services on 
the big screen during sporting events, and 4 min per 
quarter on the rotating advertising boards in the 
basketball arena. The above before mentioned result 
supports H2 hypothesis.  
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NIKE and UPS, both international brands, were 
compared using independent sample t-test and found 
no significant differences (T=1.598, P>0.05), 
indicating that different CBA products’ congruence 
have no effects on brand equity. This result was 
found different than the findings from the existing 
literature, as product congruence has a positive effect 
on brand equity. However, Henseler et al. (2007) 
states that from a corporate sponsorship perspective, 
if the sponsorship level is high enough then brand 
congruence is not an influencing factor. When 
companies consider whether or not they should 
sponsor a sporting event, the first step is to consider 
congruence between the company and sponsored 
sporting event rather than product and market 
congruence (Lu, 2009). Based on the above 
assumption, the result did not support H3 hypothesis.     
When considering international recognizable brands 
and sporting events, there exists brand congruence 
between the sponsors and events as they share the 
same target audiences. This phenomenon may explain 
why none of the sport related international brands 
would invest in national, international, and Olympic 
related sporting events. 
 
CONCLUSIONS 
 
The results of the current study concluded that:  
a) CBA sponsors with longer contracts (Zengzhi) led 
to higher brand awareness, recognition, loyalty, 
association, and overall brand equity, among the 
respondents than a short-term sponsor (Haojiang)  
b) high level sponsor (PPTV) increases brand 
awareness, recognition, association, and overall brand 
equity than a lower level sponsor (LeTV) with the 
exception of brand loyalty, c) high congruent sponsor 
enhances brand awareness, recognition, more 
effectively but there were no significant differences 
found in brand loyalty, association, and brand equity 
between high congruent sponsor (Nike) and low 
congruent sponsor (UPS).  
 
Findings on the effects of sponsorship length and 
level on brand equity were in line with previous 
literature (Johan et al., 1999) but congruence factor 
was not proved to be a significant variable to enhance 
brand equity in this case study. However, Henseler et 
al. (2007) reported that from a corporate sponsorship 
perspective, if the sponsorship level is high enough 
then brand congruence is not an influential factor. 
Nike and UPS are both well-known and high-profile 
sponsors among Chinese consumers, hence 
congruence may not be as important to enhance brand 
equity. 
 
STUDY LIMITATIONS 
 
Findings of the present study focus on the static 
effects of brand image rather than the dynamic 
effects, whereas fans learn and remember a 

sponsorship’simpact on brand image over time 
(Woisetschläger & Michaelis, 2012). The current 
study is limited by only focusing on the post-test for 
each brand equity. The study is also limited to CBA 
sponsorship brand equity and not considering other 
factors causing sponsors brand equity to change. The 
study is not trying to develop a new concept nor 
measure the exposure of the sponsoring brand and 
determine its brand awareness or assess its 
effectiveness in the anticipated sport but to conduct a 
case study to investigate sport sponsorship towards 
brand equity during the 2011-2015 season.  
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