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()
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)
Useem (1988)
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131 51 60 42.5% 44.3% 49.6%)
106  (43.8%)
12 66.9% ( )
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54 3 21

(N=242)
1.
131 54.1 %
51 21.1%
60 24.8 %
2 12
(1) 80 33.1%
@) 56 23.1%
( ) (3) 106 43.8 %
3.
(4) 128 52.9 %
) 114 47.1 %
4. a
(1)x(5) 47 19.4 %
(1)x(4) 33 13.7 %
(2)x(5) 31 12.8 %
2)x(4) 25 10.3 %
3)6) 36 14.9 %
3@ 70 28.9 %
X
a (0,1,2 ) ( )
( )
( 1993 1995
1999) 18
Likert
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()
Andreasen (1991)
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18 5
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1.080 59.120 ( )
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348

(Principal Component
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5497 2.373 1.692
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(ANOVA) F t Scheffe

(F=3.635, p<.01; F=7.290, p<.001)
Scheffe

(F=7.69,
p<.01; F=3.31, p<.05; F=8.21, p<.001; F=3.41, p<.05)

(F=1.90, p<.05; F=3.83, p<.001)
(F=4.94, p<.01)

(F=14.91, p<.001; F=6.19, p<.01; F=16.31, p<.001)
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.251%* .027 .309%* 173 A462% 967+ 1.000
*p<.05, *p<.01
a: 1 0
( )
( S)
business
charity
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Survey on Corporate Motivations for
Culture and Arts Sponsorship

I-HeEng CHEN, Ying-Tzu LIN, Hsin-MEl LEE

ABSTRACT

No matter in the international or local market, corporate sponsorship becomes more and more prevalent. In
the near ten years, the global sponsorship amount has grown up almost five times. According to the “Wen Hsin
Awards” statistics, the corporate sponsorship amount of culture and arts activities exceeds N.T. one billion
every year. To the urgently developing environment of culture and arts in Taiwan, corporate sponsorship is
important among the sources of operating funds. This research reports the results of a total 242 questionnaire
respondents, including manufacturing, finance and service industries, and over sixty percent of them have
sponsored in the past twelve months. The corporate motivations embrace “promoting culture and arts
development”, “commercial benefits of sponsorship”, “taking corporate social responsibility”, and “intangible
benefits of sponsorship.” Companies with stronger motivations to promote culture activities or to take
corporate social responsibility sponsor more and more incline to sponsor. Further, results indicate finance and
service companies belonging to highly public contact industries are significantly different from manufacturing
ones on the frequency of sponsorship and intention to sponsor.

Keywords: corporate sponsorship, corporate motivations for sponsorship
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