
The Influence of SponSor-
evenT congruence In 
SponSorShIp of MuSIc 
feSTIval

This paper focuses the research on the Influence of Sponsor-Event Congruence toward Brand Im-

age, Attitudes toward the Brand and Purchase Intention. Having reviewed the literatures and ar-

ranged the hypotheses, the data has been gathered by distributing the questionnaire to 155 au-

diences at the Java Jazz Music Festival, firstly with convenience sampling and then snowballing 

sampling approach. The analysis of data was executed with Structural Equation Modeling (SEM). 

The result shows the sponsor-event congruence variable has a positive impact toward brand im-

age and attitudes toward the brand sponsor. Brand Image also has a positive impact toward pur-

chase intention; in contrary attitudes toward the brand do not have a positive purchase intention. 

With those results, to increase the sponsorship effectiveness, the role of congruency is very signifi-

cant in the sponsorship event. Congruency is a key influencer to trigger the sponsorship effective-

ness. Congruency between the event and the sponsor is able to boost up the brand image and 

bring out favorable attitudes towards the brand for the successful of marketing communication 

program, particularly for sponsorship. In addition to it, image transfer gets higher due to the con-

gruency existence (fit) between sponsor and event and directs the intention creation to buy spon-

sor brand product/service (purchase intention). In conclusion, sponsor-event congruence has ef-

fect on consumer responds toward sponsorship, either on the cognitive level, affective and also 

behavior.

Keywords: Sponsor-event congruence, Congruency, Fit, Brand image, Attitudes to-

ward the brand, Purchase Intention

Abstract

S
ponsorship is the most essential 

element in integrated market-

ing communication to any kind 

of enterprise and organization among 

the types of marketing communication 

(i.e. public relations, advertising, 

personal Selling, Sales promotions and 

Direct Marketing). currently Sponsor-

ship is believed as “one of the most 

powerful media” which is used to con-

nect between communication and rela-

tion of stakeholders and target markets 

(Bowdin, allen & McDonnell, 2003 p. 

442). Sponsorship is the most popular 

tool in marketing communication and 

being more used by many companies 

47

Penny Hutabarat
Universitas Indonesia

penyhutabarat@gmail.com

Gita Gayatri
Universiti Malaya, Malaysia

gitagayatri@um.edu.my



such as sport and arts event (cornwell, 

2004). academic literature mostly em-

pirically tests an effect of sponsorship 

in the sport-event area (e.g. cornwell, 

2004 ; Martensen, 2008); but few and 

limited sponsorship research has been 

done in the arts-event area. o’reilly 

(2005) has supported that a lack of 

discussion about brand in market-

ing literatures specifically in arts area 
has created an opportunity for further 

investigation. hackley & Tiwsakul 

(2006) also have mentioned that a re-

search in music sponsorship event or 

“entertainment marketing” is still lim-

ited. 

event sponsorship in arts area, spe-

cifically music festival is one of spon-

sorship event that is more considered 

and used as media promotion by many 

product brands. Sponsorship is a im-

portant revenue stream for music festi-

vals (rowley & Williams, 2008). fur-

thermore, from the brand manager’s 

perspective, the sponsorship of mu-

sic festival provides opportunities for 

targeted communication to the rela-

tively homogenous festival audience 

comprised primarily of young people 

(oakes, 2003).

Music has its own attraction in form 

of image and knowledge to a brand 

and product in consumer’s mind. posi-

tive environment of music festival is 

clear and able to attract brand which 

involves in it. Music festival also gives 

environment and condition where 

brand can create an inside, close and 

meaningful interaction to its consum-

ers (allen & o’Toole, 2011). McDan-

iel’s research (1999) proves that the 

loyality of fans to music group or sport 

league will attach and has a particular 

proximity to the brand which sponsors 

(Maxwell & lough, 2009, p.188). The 

development of event sponsorship as 

a marketing communication strategy, 

is more likely caused by the decreased 

number of audiences for conventional 

media such as newspaper, magazine, 

radio and television. In addition, now-

adays audiences are more fragmanted 

so it is harder for marketers to interact 

effectively with their target markets as 

they want them to. (Blonde & roozen, 

2007; Tseng & lee, 2001). 

Based on the previous research, spon-

sorship has influence and effect on 
brand image, brand awareness, cor-

porate image (Javalgi et.al. 1994; 

McDonald 1991; farrelly & Quester 

1997; Turco 1995; Witcher et al. 1991) 

as well as adding financial value to 
brand (cornwell, pruit & ness 2001). 

Event sponsorship also has influence 
to an increase of brand equity, con-

sumer attitudes towards brand spon-

sor and has an effect to the sponsor 

profitability through the increasing of 
sales and loyalty (cornwell & Maig-

nan, 1998). Sponsorhip effectivity, ac-

cording to cornwell, prutt and ness 

(2001), tend to get more influence 
from congruency between sponsor and 

sponsored event. a consumer who per-

ceives congruency between sponsor 

and event has a more positive response 

including sponsor recognition (Johan 

& pham, 1999; pham & Johar, 2001), 

image transfer resulted from an event 

to a sponsor (gwinner & eaton, 1999), 

favorability towards a sponsor (Speed 

& Thompson, 2000) and intention of 

buying the sponsor’s product or ser-

vice (rodgers, 2003; De Souza, owen 

& lings, 2005; Tseng & lee, 2011).

The form of sponsorship which grow-

ing rapidly is a sponsorship in an area 
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LITERATURE REVIEW

Sponsorship is one of  the important 

elements in marketing communica-

tion and marketing public relations. 

Sponsorship is defined as a strategy of 
marketing which involves exchanges 

between two entities; the sponsor and 

sponsee in a business relationship to 

achieve goals that are beneficial for 
both sides (farelly & Quester, 1997). 

Sponsorship consists of two activi-

ties which are: exchanging  money/

service as well as developing com-

munication activities (cornwell & 

Maignan, 1998). Speed & Thompson 

(2000) have explained the exchanging 

in more detail based on a theory that 

Meenaghan (1983) developed, spon-

sorship is defined as:

“Provision of assistance either finan-

cial or in kind to an activity by a com-

mercial organization for the purpose 

of achieving commercial objectives 

(Meenaghan 1991) 

and the provision of commercial po-

tential” (Speed and Thompson, 2000).

In a relation with marketing communi-

cation, sponsorship is a marketing tool 

which is able to develop and commu-

nicate a brand. cornwell (1995) has 

mentioned this term as sponsorship-

linked marketing. The Sponsorship-

linked marketing mostly applies in 

developing a consumer’s attention to 

the relationship which is purposely 

built by a company or brand through a 

held event and influencing a consumer 
decision making to the point of sales 

(Woodside & Summers 2011). on the 

other hand, awareness improvement 

through sponsorship event gives a 

sponsor opportunities to cover a great-

er number of audiences, as a result it 

can transfer the company’s or brand’s 

their favourite music event or sport 

match. 

as described before, the research 

which focused on the music event 

sponsorship is still limited (hack-

ley & Tiwsakul, 2006). researchers 

who analyzed this aspect for instance: 

rowley &Williams (2008); which was 

experimenting brand sponsorship to-

wards uK Music festival. rowley & 

Williams (2008) have postulated that 

music festival has been an important 

area and the most influential topic to 
brand communication. The finding of 
this research suggests that consumers 

respond positively towards the brand 

that sponsors the event. Beside that, 

rowley & Williams (2008) also have 

found that brand sponsorship in mu-

sic festival affects the attitude towards 

the brand as well as the other aspects 

such as brand recall, brand awareness 

and brand use. Sponsorship effectiv-

ity is mostly affected by the power of 

“sponsor-event congruence” (corn-

well & roy, 2003)and how sponsor 

has been successful to bring in a brand 

to consumer’s experience (hackley & 

Tiwsakul, 2006). 

The previous explanation tells how 

important a sponsorship as an instru-

ment from marketing communication, 

which is one of the arts sponsorship 

area. on the other hand, arts sponsor-

ship, includes music-event sponsorship 

has not been getting so much attention 

in academic literature. Therefore, as a 

response from the occuring gap; this 

research seeks to give contributions 

to the development of arts sponsor-

ship. Moreover, this research is also 

expected to be comprehensive since it 

tests the effectivity of sponsorship as 

a whole to various outcome variables.
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of event as a marketing tool is adding 

up, not only developing an image and 

a company business but also increase 

profits and incomes (Kline, 2005)

While in an event manager’s perspec-

tive, (allen & o’Toole,2011) also has 

explained that an event absolutely has 

to gain benefits to a sponsor by an ef-
fective program which can deliver 

them. The purpose of sponsor using an 

event is emotionally relating and at-

taching to a product/service of a com-

pany with market segmentation as an 

event target and also a sponsor product 

target. 

Brand sponsorship in arts has been 

integrated more than to the culture 

and identity, which includes attitude, 

recall, awareness, and (repeat) use 

(rowley & Williams, 2008). hackley 

&Tiwsakul (2006), recommend the 

new area as an “entertainment Market-

ing” to integrate a brand into the con-

sumer’s experience of entertainment. 

Jenkins (2004) describes if brands are 

blended with the entertainment expe-

riences, brand sponsor and event will 

be hand in hand to support and deliver 

each other’s values. The importance of 

integrating a brand to the consumer’s 

experience results the contribution of 

art research, which is expected since 

there are not many researches in the 

music festival sponsorship (hackley 

& Tiwsakul, 2006).

Schema Congruity Theory 

gwinner & eaton (1999) and Smith 

(2004) have pointed out, Schema-

congruity Theory by comparing new-

found information with the existing 

knowledge. If the new-found infor-

mation  is irrelevant with the existing 

scheme, it will get eliminated. In con-

image that impact to consumer’s be-

havior (grohs&Wagner, 2004). 

poon & prendergast (2006) research 

on the sponsorship-effectivity mea-

surement, considers related factors to 

cognitive mechanism, and tests three 

dimensions which are parts of hierar-

chy of effect model; cognition (per-

ceived quality), affect (brand attitude) 

and experience (purchase intention). 

The model and technic have been used 

beforehand in a study about celebrity 

endorser, and later transferred and 

also applied in a sponsorship context 

by  ganassali & Didellon (1996). re-

lating to this, the way of these activi-

ties processed in consumer’s mind are 

explained in the Schema-congruity 

Theory (e.g. gwinner, eaton 1999; 

McDaniel, Kinney 1998; Speed 

&Thompson, 2000; cornwell & roy, 

2004). 

Event and Music Sponsorship

Event or special event is defined as 
a specific  ritual, celebration, perfor-
mance or show which is consciously 

created to mark a particular activity or 

moment or to achieve a social purpose, 

culture and company goal, includes 

cultural performance, sport activity, 

product launching, music festival and 

many more (getz, 2005 p.16). event 

in a form of  music festival is one of 

important areas and continually be-

coming an attention to brands which 

deal with sponsorship activities. nev-

ertheless, a small number of research 

focus on the influence of sponsorship 
in music festival (oakes, 2003). 

as it is seen from company’s per-

spective, event has a unique ability to 

gather people physically and is able to 

give inspiration to audience. The use 
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Sponsor-Event Congruence

The content relations between “fit” 
and “congruency” that is explained 

in a Schema-congruity Theory, the 

appropriateness or fitness between 
a sponsor and an event are recog-

nized to have ability to outcome a 

positive effect. The higher fitness be-

tween both aspects, the more  ability 

to elevate brand image of a company 

(D’astouz & Bitz, 1995). In sponsor-

ship literatures, there are terms which 

describe congruency or fit. According 
to cornwell et al.(2005) and grohs et 

al.(2004), sponsor-event congruence is 

defined as a link, connection, similar-
ity or sinergy between a brand sponsor 

and an event. Speed and Thompson 

(2000) as well as Becker-olsen (2006) 

broke down that sponsor-event con-

gruence referred to a similarity, logical 

connection, and making sense in a re-

lationship between a sponsoring brand 

and an event. 

The empirical research has also prov-

en that “fit” between event and spon-

sor will give an important impact to 

sponsorship outcomes. This is due to 

its ability to influence cognitive, af-
fective and behaviour aspects of con-

sumers (poon&prendergast, 2006). 

parallel with the previous description, 

personal knowledge is the main fac-

tor in deciding the level of fitness of 
an event and a sponsor. In addition, 

Speed & Thompson (2000) have men-

tioned that the event-sponsor fit as one 
of factors that influences a sponsorship 
response is able to measure a consum-

er’s attitude and intention. The major-

ity of this research that is connected to 

a sponsorship revealed the existence 

of positive congruency effects to con-

sumer response towards sponsorship, 

include image transfer, attitude to-

trast the relevant information will be 

processed and stored in a data mem-

ory. Therefore, at the same time; it is 

necessary to communicate company’s 

marketing messages constantly and 

accordingly to the company own im-

age, as the consumers understand this 

consistency which is called a balance 

theory by russel & Stern (2006). con-

sumer’s attitude represents a major fac-

tor in a relation to a perception. Thus, 

the schema  theory provides a chance 

to a reseacher to dig deeper about  how 

the “image fit” is processed. The im-

age fit can guide to favorable cogni-
tions and affects (Koo, Quarterman & 

flynn, 2006). 

according to the literatures in spon-

sorship, the schema congruity theory 

is used to test consumer’s perception 

toward brand image and the way of 

image transferred from an event to a 

sponsoring brand (gwinner&eaton, 

1999). If the sponsor-event relations 

are parallel to a consumer individual 

schema, this means a relations can 

direct to  favorable cognitions and af-

fects to a sponsoring brand (Koo et 

al. 2006). on the other word, Schema 

congruity Theory explains how the 

consumer responds to an event spon-

sorship. This Schema has been used 

to rate  appropriateness or inappro-

priateness towards a product and an 

event which are held at the same time 

in an event sponsorship. This theory 

also shows the exposure acceptance to 

a sponsorship by consumers, causing 

cognitive learning mechanism activat-

ed. The exposure is able to influence 
the consumer’s perception toward a 

sponsoring brand, later influence to 
brand image, attitude and eventually 

the consumer’s behaviour towards the 

sponsoring brand (Smith, 2004).
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attitude and belief towards a sponsor, 

so they have a tendency to know and 

consider a sponsor product. Besides, 

the effect from the attitude will lead 

to behavioral intentions. The finding 
from rifon & choi (2004) explains 

that congruence (fit) between an event 
and a sponsor will direct to a positive 

attitudes toward brand. The Koo et al. 

(2006), found that an individual will 

perceive a high consistency between 

an image event and a sponsored brand, 

and result a significant attitudes to-

ward the brand. 

Brand Image

Sponsorship has been recognized as 

an effective tool and strategy to a com-

pany in order to improve brand image 

and streghten brand awareness. Brand 

image has an essential and strong role 

in a measurement of brand equity in a 

company (faircloth & capella, 2001). 

Brand image to its definition which 
is described by Keller (1993, p.3) ex-

plains as “perception about a brand 

as reflected by the brand associations 
held in memory”. 

gwinner (1997), image transfer is de-

fined as “transfer of associations at-
tributed to the sponsored activity to the 

sponsoring brand” (gwinner, 1997, 

p.145). Image later is transferred  from 

an event to a brand/sponsor company. 

The purpose is to boost positive feel-

ings as well as attitude towards the 

brand that connects a brand sponsor to 

an event that is highly valued by an au-

dience. evaluation about image trans-

fer is vital in assessing a sponsorship 

effectivity. 

according to gilaninia & abbasza-

deh (2011), brand image has positive 

impact to purchase intention. further-

ward sponsor/brand, recall and recog-

nition, as well as  purchase intention 

escalation (Speed&Thompson, 2000 ; 

cornwell et al. 2005 ; cornwell et al. 

2006 ; Becker-olsen, 2006; rodgers, 

2003; De Souza, owen & lings, 2005; 

Tseng&lee, 2011). The level of con-

gruency impacts consumer response, 

where higher congruence can result 

more positive reaction towards a spon-

sor. regarding to the description, we 

can understand that a sponsor-event 

congruence is an essential element, 

that also becomes the main attention 

to this research.

Attitudes Toward The Brand

attitude is defined as “a person’s inter-
nal evaluation of an object such as an 

advertisement, and may be favorable 

or unfavorable” (Sicilia, 2006 p. 139). 

Attitude is an affective or emotional 

response to an object. In various lit-

eratures, attitude uses many terms in-

cluding emotional feelings and affec-

tive responses (Machleit and Wilson, 

1988). attitude to an advertiser is an 

individual evaluation about favorable 

and unfavorable it is to an organisa-

tion; this is similiar to an event spon-

sor. 

Based on schema theory, when an 

audience intends to buy a product or 

service, then the sponsor event name 

will be easier to recall from his mem-

ory compared to a company which 

never gets involved in a sponsor event 

(Dees, Bennett and villegas, 2008). 

Schema Theory explains how an atti-

tude towards a brand is formed, par-

ticularly in a context which the events 

(McDaniel & heald, 2000).

Speed & Thompson (2000) have point-

ed out that a consumer has a positive 
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an intention of buying is an indicator 

that most beneficial and valuable as an 
impact of sponsorship towards future 

sales.

according De Souza et al. (2005), 

congruency is able to influence pur-
chase intention. Through his research, 

De Souza et al. (2005) have modified 
a research methodology that has been 

constructed by cornwell & coote 

(2005), which incorporate congruency 

in the model as a moderator to an iden-

tification effect towards sponsorship-

linked purchase. on the other words, 

congruency immediately has an effect  

towards purchase intention. 

Dees et al.(2008), in sport sponsor-

ship, have examined the impact of a 

variable “attitude towards the brand”, 

and others variable such as goodwill 

and fan(s) involvement towards pur-

chase intention. Dees et al. (2008) 

have found that attitude toward the 

brand has an influence to a buying in-

tention. 

according to the previous description, 

it can be concluded that sponsorship as 

a tool of Marketing public relations is 

one of the effective ways of marketing 

strategy. In sponsorship concept that 

has been examined in this research, 

focus of the research lead to a spon-

sor-event congruence that is improved 

to have an effect to brand image, at-

titudes toward the brand and purchase 

intention (e.g. Becker-olsen, 2006; 

rifon et.al, 2004; cornwell, 2003; 

rodgers, 2003; De Souza et al, 2005; 

Tseng&lee, 2011). Moreover brand 

image has a relation to attitudes to-

wards the brand (poon & prendergast, 

2006; Tseng & lee, 2011). Brand im-

age and attitudes show effect of pur-

more the research result by pope & 

voges (2000) shows that brand image 

can give a positive effect to a buying 

intention. The prior study also shows 

the relations between brand image and 

attitude toward the brand (Tseng&lee, 

2011). poon & prendergast (2006) 

have described that brand image has 

fit with sponsored event, and  finally to 
favorable attitudes towards the brand. 

on the other word, poon & prender-

gast (2006) also explained that posi-

tive brand image and is perceived fit 
with an event, can create a positve im-

pact to attitudes towards the brand. 

Purchase Intention

The empirical theory adopts purchase 

intention to measure a consumer be-

havioral incline due to the limitation 

to measure the actual sales (Madrigal, 

2001; Speed & Thompson, 2000; Ma-

son, 2005). The effort to improve a 

positive and favorable attitude towards 

a brand is a basis to evaluate purchase 

intentions (Madrigal, 2001). 

Spears & Singh (2004) defines pur-
chase intention as an “individual’s 

conscious plan to make an effort to 

purchase a brand” (Spears&Singh, 

2004, p.56). purchase intention shows 

a level of motivation where an indi-

vidual do a certain purchase behav-

ior. The higher level of motivation, 

the higher tendency of a person does 

an actual purchase (Barone, Miyazaki 

&Taylor, 2000). 

Yong Jae et al. (2008), explains that so 

far, there has been limited study being 

conducted in sponsorship which tested 

consumers’ future purchase intention, 

which actually  becomes a goal of a 

sponsoring company. looking up to 

howard & crompton (1995, p.363), 
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period of time (Malhotra, 2009). field 

research is collecting primary data 

(data is collected directly from respon-

dents/first-hand data).The technique 
of collecting primary data is using 

questionnaire, which contains written 

questions that have to be answered 

by respondents. In this research, the 

method used is a quantitative method 

and will be analyzed by Structural 

equation Model (SeM).

Population and Sampling Method

The target of this research is audi-

ences of event Java Jazz festival 2012 

who were present and watching live 

the music festival (Java Jazz festival 

(JJf)). The characteristics of the re-

spondents include: male and female 

above 18 to above 50 years old, with 

consideration that should be as simi-

lar as the audience target of Java Jazz 

festival in general (people between 18 

and 50 years old).

The method of sampling is a non 

probability sampling technique with 

convenience sampling approach, then 

continued by snowballing sampling 

approach which is done by relying on 

personal contacts taken from previous 

result approach that is convenience 

sampling result. using the personal 

contacts, the respondents are asked 

chase intention (e.g. Dees et al, 2008; 

gilaninia et al, 2011). Thus, the litera-

ture review precedes the form of a re-

search model that is constructed by the 

writer and presented in details in the 

next chapter. 

Based on theories and argument that 

have been explained before, hypoth-

eses can be formulated as follow: 

h1 : sponsor-event congruence  has 

positive impact to brand image

h2 : sponsor-event congruence has 

positive impact to attitude to-

ward the brand

h3 : attitude toward the brand has 

positive impact to purchase in-

tention

h4 : Brand image has positive impact 

to purchase intention

h5 : Brand image has positive impact 

to attitudes toward the brand

h6 : Sponsor-Event Congruence has 

positive impact to purchase in-

tention

RESEARCH METHOD

The research design used in this re-

search is cross sectional design; that is 

a research design formed by collecting 

data from one particular respondent 

that can only be done once in a certain 

figure 1. research conceptual chart
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male respondents, total 92 with 59% 

out of 100%. The average age of most 

respondents are around 18 to 24 years 

old, with the 68 people in total or 44% 

in the whole percentage of respondents, 

then followed by 50 people or 33% in 

total are age from 25 to 34 years old. 

aside from that the respondents who 

mentioned their monthly incomes less 

than 2 million rupiah, are 37%. lastly 

single or unmarried respondents have 

contributed 87% in total. 

Confirmatory Factor Analysis

The confirmatory factor analysis mod-

el in this research shows the level of 

model suitability that is respectively 

from rMSea, nfI, cfI, Standardized 

rMr, and gfI which are 0.065, 0.92, 

0.97, 0.049, and 0.92. as a conclusion 

the used model is considered in Good 

fit category means this research model 

is good enough to measure the rela-

tionship between latent variables and 

observed variables that are sponsor-

event congruence, brand image, atti-

tude toward the sponsor, purchase in-

tention. The result of the confirmatory 
test is shown in table 1.

The fulfillment of the confirmatory 
model measurement above shows 

that model has a statistic match. af-

ter doing the confirmatory test to this 
research model, the next step is test-

ing the validity of the obtained data. 

The evaluation proposes two things: t 

value with bigger loading factor com-

pared to the critical value (≥ 2); and 
the standard loading factor ≥ 0.70. The 
validity test is using Structural equa-

tion Modeling lisrel 8.51 program. 

afterward, it will break down the out-

comes of confirmatory factor analysis 
that contains validity, composite reli-

ability &  average variance extracted.

to identify their relatives and friends 

who also watched the event live in or-

der to participate in this research. The 

combination of approaching the re-

spondents is taken in order to increase 

the response rate. The sample size es-

timates maximum likelihood (Ml) or 

at the least 5 (five) times amount of 
free parameters within this model in-

cludes error (Bentler and chou, 1987) 

or question item total is multiplied by 

5. Thus the sample size needed in this 

research is 5n that is 5 multiplied by 

31 (total question item) (the question-

naire is enclosed in the attachment 1), 

and 155 as the total of respondent. 

Data Analysis Technique 

The validity test for this research is 

done by using the validity analysis 

to SEM which tests  t-value ≥ 1.96 
and standardized loading factor with 

the value cut off  ≥ 0.5 (Hair, et al., 
2006). The same as the reliability test 

which uses the reliability analysis to 

SeM with the value of construct reli-

ability (CR) cut off ≥ 0.70 and average 
variance extracted (AVE) ≥ 0.5 from 
standardized loading factor values and 

error variances. The respondent data 

will be analyzed by descriptive simple 

statistics. finally; the data is analyzed 

by using Structural equation Model 

method – SeM using lisrel 8.51. This 

model is a statistic technique that ana-

lyzes an indicator variable, a latent 

variable and  measurement error (gho-

zali, 2008).

RESULT AND DISCUSSION

Respondent profile results from the fi-

nal research that have been taken from 

155 Java Jazz festival 2012 audiences 

(can be viewed on the attachment). 

Most of the sample respondents are 
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the fitness criteria as it is shown (table 
1). Based on this result, the model is 

fit enough and proper so it can be used 
and continued to test the hypothesis. 

Hypothesis Test 

referring to Structural Model analy-

sis, it can be concluded the hypotheses 

as shown in table 3.

out of 6 hypotheses which have been 

tested, there is only one hypothesis 

(attitudes toward the brand → pur-

chase Intention) which is not signifi-

cant. 

Confirmatory Factor Analysis 
Each model measurement fulfills the 
validity of analysis as they have been 

mentioned above. The summary of 

composite reliability value (c.r.) and 

average variance extracted (ave) can 

be seen in table 2.

Structural Model Analysis Test 

Result

According to the value fitness, the 
model previously shown has a suitable 

confirmation. It can be proven by va-

riety of scores that has been fulfilled 

THE SOUTH EAST ASIAN JOURNAL OF MANAGEMENT © April 2014 • VOL.8 • NO.1

56

Table 2. validity Test outcome
c.r. ave

Sponsor-event congruence 0.780 0.550

attitudes Toward the Brand 0.850 0.660

Brand Image 0.817 0.604

purchase Intention 0.830 0.624

Sumber : output lisrel research data processing result

Table 3. hypotheses Test
Hypothesis Track coefficient T value conclusion

h1 Sponsor event congruence → Brand Image 0.68 6.85 significant

h2 Sponsor event-congruence → attitudes toward the brand 0.26 2.66 significant

h3 attitudes toward the brand → purchase Intention -1.03 -1.74 insignificant

h4 Brand Image → purchase Intention 1.29 2.43 significant 

h5 Brand Image → attitudes toward the brand 0.74 6.47 significant

h6 Sponsor-event congruence → purchase Intention 0.46 2.28 significant

Source: field data

Table 1. The Result of Confirmatory Model Measurement and Structural 
Model

Goodness of 

Fit (GOF) 
measurement

Level of Fitness 
Target

Estimation Results

Goodness of Fit 
Statistic Structural 

Model 

Level of Fitness

root Mean 

Square error of 

approximation 

RMSEA ≤ 0.08 0.065 0.049 good fit

normed fit Index NFI ≥0.900 0.920 0.940 good fit

comparative fit 

Index

CFI ≥ 0.900 0.970 0.980 good fit

root Mean Square 

residual

Standardized rMr 

≤ 0.050
0.049 0.047 good fit

goodness of fit 

Index

GFI ≥ 0.900 0.920 0.930 good fit



the consumer’s attitude towards 

brand sponsor is more favorable.

3. Brand image variable, attitude to-

ward the brand and sponsor-event 

congruence impact purchase inten-

tion. The result of the research is fit 
to gilaninia & abbaszadeh (2011) 

and pope & voges (2000) research-

es that describe brand images have 

positive effects in purchase inten-

tion. In the gilaninia et al (2011) 

research towards the football fans 

in Iran, which tested about brand 

image towards purchase intention, 

has concluded that brand image is 

the most significant predictor to 
purchase intention. Therefore, this 

research that is done by the writer 

about sponsorship of music festival 

supports the previous research, but 

in the different context area.

Contribution in the development 

of research theory & Managerial 

implication 

contribution of the research is add-

ing new-insight about congruency in 

a sponsorship concept, and outcomes 

taken out from congruency that has 

a role in sponsorship effectivity. Be-

sides, this research can be used to 

make or add a model that is beneficial 
to arts sponsorship, since the academ-

ic research of related arts and music 

sponsorship is very rare (rowley & 

Williams, 2008).

The result of this research can also 

become guidance to event managers 

and marketers as well as sponsoring 

companies to make it as a benchmark 

to a decision making process. The 

purpose of sponsorship is not only to 

cover audience but also to become a 

new chance to a brand to create an in-

CONCLUSION

The research has answered the entire 

variables tested. as this research pur-

poses, there are three points of result 

explained for their impacts to this re-

search, which are: 

1. There is significant sponsor-event 
congruence to brand image and 

brand image to attitudes toward the 

brand. This result is according to 

previous research that is done by 

gwinner & eaton (1999), who have 

broken down that fit or congruency 
between sponsor and event can give 

positive effects to brand image. The 

Gwinner & Eaton (1999) finding 
have said that if a brand and an 

event are related in a sponsorship 

event, that image event is going 

to be transferred to brand image. 

Where image transfer is going to be 

stronger to a brand which has simi-

larity to an event. aside from that, 

also obtained a result that brand im-

age variable has an influence to atti-
tudes toward the brand. This result 

is the same as the past study done 

by poon prendergast (2006) and 

Tseng and lee (2011); they have 

tested that brand image variable is 

able to result positive effect to at-

titudes toward the brand. 

2. Sponsor-event congruence variable 

affects attitude toward the brand. 

This research result is parallel with 

the past research which proved that 

there is an influence between spon-

sor-event congruence and attitudes 

toward the brand. cornwell (2003) 

has also described that the more 

fit relationship between a sponsor 
and an event, the more positive the 

consumer’s perception towards the 

sponsor. If a sponsor-event has a 

higher congruence with that, then 
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brand. This means, event managers and 

marketers need to decide an effective 

way to communicate congruency (fit) 
to audiences to attend events. Man-

ager has to responsible to a business 

development with the event organizer. 

Instead event organizer also needs to 

consider the “marketing” strategy so 

that brand can match with the event’s 

theme. furthermore, event manager 

and marketer need to pay attention to 

the effect that can result from brand 

image, consumer’s attitudes as well as 

intention to buy a sponsor product/ser-

vice by the consumer.

on the other word, this thing is very 

relevant with the sponsorship selection 

decision process. In this process, man-

ager has to decide an exact alternative 

event as a media to promote through 

a sponsorship. In this process also, 

manager has to focus on the sponsored 

event and be able to transfer a posi-

tive image and improve brand image. 

So that the increase in brand image, 

certainly can achieve a company sales 

target through the consumer’s inten-

tion to buy a company’s product/ser-

vice. Moreover, consumer’s attitudes 

towards brand can also become more 

positive with the existence of positive 

brand image. 

There are several limitations in this 

research which can be elaborated and 

eliminated in the future research. first-

ly, the next research can include the 

longitudinal model for instance in Java 

Jazz festival/art context which is held 

annually, the longitudinal research can 

be done continually for several peri-

ods of year. The usage of longitudinal 

data will be able to depict the influence 
from congruence clearer and continu-

ously. Secondly, future research can 

teraction, experience and engagement 

with its consumer in order to elevate 

the brand image, favorable attitudes 

towards brand sponsor and even to 

achieve future sales. Through this 

study, we can understand that sponsor-

event congruence is a key influencer in 
creating an effective sponsorship. 

event managers and marketers need 

to consider congruency between event 

and sponsor so that they can produce a 

consumer positive response, from cog-

nitive, affective more likely to behav-

ior level, because the fitness between 
event and sponsor is able to result 

added value to the brand sponsor. In-

dividual who perceives higher spon-

sor-event fit is likely to recognize the 
sponsor as compared to consumer who 

perceives low event-sponsor fit. Even 
more since congruency also affects to 

brand image, consumer’s attitudes and 

intention of buying.

These research results of brand image 

and attitudes toward the brand have 

been proven as outcomes which can be 

resulted by the power of congruency 

(fit) between sponsor and event. The 
fitness with brand and event will affect 
image transfer, where image transfer 

will be stronger to a brand which has 

fit and similarity within an event. The 
Image from an event shift in to a brand 

through sponsorship. Congruence fit 
between two entities impacts quality 

from a transfer image. Image sponsor 

is becoming stronger with the exis-

tence consumer’s personal experience 

with the brand in the event. 

Similar with the influence of sponsor-
event congruence in this research, 

sponsorship is significantly has a posi-
tive influence to attitudes towards the 
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can examine several factors that cause 

and result the sponsor-event congru-

ence.

also be more specific by reviews a 
brand sponsor based on product cate-

gory or by adding more category prod-

uct variables. finally, next researcher 
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