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The Effect of Domestic Companies' Qatar World Cup
Sponsorship Activities on Corporate Image and Advertising
Effect
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Abstract: The purpose of this study was to analyze the effectiveness of mega events by analyzing the
impact(Advertising attitude, Product attitude) of domestic sponsorship activities(Communication
activities, event contribution activities) on corporate image and advertising effects at the 2022 Qatar
World Cup, and to provide basic data to help establish marketing strategies for corporate sponsorship
activities. To this end, people who had seen A-board advertisements of domestic companies during the
World Cup match were set as the population, and an online survey was conducted to secure 288 copies
of data and used for the final analysis. As a result, first, it was found that domestic companies' World
Cup sponsorship activities had a positive effect on the corporate image. Second, it was found that
domestic companies’ World Cup sponsorship activities had a positive effect on advertising attitudes.
Third, it was found that domestic companies' World Cup sponsorship activities had a positive effect on
product attitudes. Fourth, it was found that the corporate image had a positive effect on advertising
attitudes. Fifth, it was found that the corporate image had a positive effect on product attitude. The
implication of these results is that when the public understands the purpose and meaning of a
company's sponsorship activities at mega events such as the World Cup, it directly has a positive effect
on the image and advertising effect of the sponsor company. Therefore, companies will need to specify
the concept and message of sponsorship activities to carry out sponsorship for specific purposes, away
from previous sponsorship purposes such as raising awareness and raising image as a global brand,
and a system that can evaluate continuous consumer response through sponsorship activities.
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[Table 1] General Characteristics of Research Subjects
Component Frequency(n) Present(%)
Male 212 73.6
Gender
Female 76 264
20s 64 222
30s 103 358
Age
40s 80 27.8
50s and older 50s 41 14.2
One-time 32 11.1
Number of national Twice 35 19.1
team matches watched three times 76 26.4
Four times 122 424
World Cup sponsor pre- perception 232 80.6
perception status Not perception 56 19.4
Total 288 100

32 dFEF

o] AFA ALS FAIEFE HAEAZ RE MERSO el AREE 3Hsh
AegATte] 71zt FASIleH, FAHE AEAE X =vgojdd AFE7H,
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27081 77 &S o] AT HA vtA 8 H Hdste] A TH19-21].
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[Table 2] Formation of the Questionnaire

Composition indicators Configuration details Configuration details
. L Communication activities 4
Sponsorship activities — —
Event contribution activities 3
Corporate Image 4
. Advertising attitude 4
Advertising effect -
Product attitude 3
. Gender, Age, Number of national team matches watched,
General Characteristics . 4
World Cup sponsor pre-perception status
Total 22

33 7R g3EHF

o] AFelA FHI ATFEFY BHIAES AEs7] Asl -8 EAS AAE
I A (% 3] 2ol YElt AR A= x* =459.712(p=.000), df=176, x2/df=
2.612, CFI=.945, GFI=.926, NFI=.934, TLI=.942, RMR=.038, RMSEA=.052% YEl} 7|FA =
Tt Aoz gy AEe mFE Zlo=z EAHATH22]. o9t A WlE9
Bl S gjletr] 9ot FASERAS g1d Ay BE ¥HgEe ™AL 5
oldor FAHOR [FosA dEelHt HERASEE (AVE)RES .822~860°. %
vUettorn, Jid A EE 945~9560. 8 e} [ 3] Ay ATl AAR
8150 g JFTEZdol FREASS & F AU

w

(£ 3] 14 218 ¥ A ERA A}

[Table 3] Result of Confirmatory Factor Analysis and Reliability Analysis

Composition concepts and questions S.F CR. AVE a
a Sponsorship activities are thought to strengthen the brand image .884
]
2 3 Sponsorship activities are thought to be brand promotion activities .850
T |22 4
é g» =8 I think that the brand can be highlighted through sponsorship activities .832 956 845 859
gj s %" I think it is to increase the number of exposure to mass media through 304
g = sponsorship activities )
§. 8 Sponsorship activities help improve the quality of competitions .845
§- E},‘ % o Sponsorship activities improve the quality and quality of audience and 326
g =g § audience services ) 945 850 | .849
o 2 =
“ 8 Sponsorship activities contribute to the development of the World Cup 794
* Contribute to differentiated image formation from other companies .897
é: Contribute to overall image enhancement .862
5 contribution to international reputation .840 956 844 828
=
qﬁ Contribute to improving the professional image of the enterprise 827
z Ad content is convincing .882
g g. g . a favorable adve'm'sement .869 048 80 12
g a 2 To make the commercial catch my eye .836
%: 02 Advertising is meaningful .806
o o g The product quality in the advertisement is good .823
= =
g g é_ The product is reliable 805 | 949 | 860 | .863
- | a
® 3 Good on the product 784
x*=459.712(p=.000), df=176, x2/df=2.612, CFI=.945, GF1=.926, NF1=.934, TLI=.942, RMR=.038, RMSEA=.052
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[Table 4] Result of Correlation Analysis

1 2 3 4 5
1. Communication 1
activities
2. Event .cqn.trlbutlon 5%k 1
activities
3 Corporate Image A56%* A494%* 1
4 Advertising attitude 720%* .664+* .695%* 1
5 Product attitude S526%* A463%* 677** 796%* 1
**p<.01

42 ATEIZY HP=EH

o] AFeAlE =dl 7199 7HeE 9=F AEAAY o] 7IYgeln A H Faa
= e gt JPAAT 9A FRUAARYEAS HAEte] o g
ol HexfE golarh k29 ko] 572.816(p<.001), df=192, x¥df=2.983, GFI=.902,
IFI=908, TLI=912, CFI=.909, RMR=046, RMSEA=.0702.%& UEl} 7|FAE =381
AeS Felsslvh22].

[3 5] o] A=
[Table 5] Suitability of the Research Model
GFI CFI IFI TLI RMR RMSEA x%/df
902 909 908 912 .046 .070 2.983
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[Table 6] Result of Hypothesis Verification

Hypothesis Paths Estimate S.E. t. Results
1-1 Communication activities — Corporate Image 324 085 31897 Adopt
1-2 Event contribution activities — Corporate Image 357 084 3.396%+ Adopt
2-1 Communication activities — Advertising attitude 654 106 33947 Adopt
2-2 Event contribution activities — Advertising attitude 612 128 48347 Adopt
2-3 Communication activities — Product attitude 372 094 34200 Adopt
2-4 Event contribution activities — Product attitude 331 086 3260 Adopt
3-1 Corporate Image — Advertising attitude 620 A12 31897 Adopt
3-2 Corporate Image — Product attitude 724 126 6.746%+* Adopt
***p<.001
71 w7l EEf 23 e TI]iemAel AHddFe mA
Aot} 9 HZA, AU Al o] A -5 (estimate=.324, p<.001, t=3.189),

o] ¥l E 7] o] 85 (estimate=.357, p<.001, t=3.396)> 7]do|ujx|o] HAFEFS v|X= HAOoR

LHERSL T

7He 2. Ul 7Y dEd 23N e Faadel AAGEs vE
ZAoltt. ' o ASAd, AFuAlAdE, oHEV AT FaH AT Al dE:

estimate=.654, p<.001, t=5.394; ©JHIE7|{&5: estimate=.612, p<001, t=4.834)%}
A E (A FYUA 0| A EE: estimate=372, p<.001, t=3.429; o|HIE 7| &5 estimate=331,
p<.001, =3.260)°l A F&FE WA= AL =2 JEMRTH

7 30 EER 2EAMA ZEE B VIdelvA e Faaddd BAFEFE 1E A
oty 7 o HAITAF} TIPo|m A= FILEf E(estimate=.620, p<.001, t=5.189 )<}
A & Bl 12 (estimate=.724, p<.001, t=6.746)°] B A 3S W X]= Ao w2 ElRt)

5. =9
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