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Abstract

The research aimed to study the factors affecting the role of cooperation networks for
sports sponsorship. The survey research tool was a questionnaire collected from 567 sponsor-
ship organizations listed in the sports sponsorship registered databases at the Stock Exchange
of Thailand (SET) and was analyzed using structural equation modeling techniques. Factors
influencing corporate sports sponsorship through cooperation networks include social causes,
social devotion, sports sponsorship and brand sponsorship support, all of which are causally
related to sports role cooperation network at 0.05 level. The analysis results show aspects of
network cooperation in sports role for sponsoring organizations’ illustrated in the following
equation formulas: social devotion = 0.705 (cause-related for society); R* = 0.497, sports spon-
sorship = 0.546 (cause-related for society); R® = 0.298, brand sponsorship support = 0.081 (social
devotion) + 0.867* (sports sponsorship); R*= 0.811 and affecting sports role cooperation sharing
= 0.121 (social devotion) + 0.188 (sports sponsorship) + 0.661 (brand sponsorship support); R*
= 0.487. The development models empirically aligned with the evidence and forecasted at
an acceptable level of 48.7%, which passed the standard level of 40% (statistical values of
X’/df = 2,977, P < 0.05, RMSEA = 0.049, RMR = 0.045, GFI = 0.970, AGFI = 0.920, CFI = 0.903).
The results facilitate and support the beneficial impact of the sports cooperation network for

private sponsoring stakeholders, government offices, and sports spectators.

Keywords: sports role cooperation network; caused related for society; sports sponsorship

marketing; sports sponsorship
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MC 0311 0414% 0294 0116% 0.191* 0271 0275* 0.344 1000
55 0.202% 0.296* 0.261* 0270* 0.263* 0243 0170 0.122° 0196* 1000
E 0.371* 0.353* 0.179* 0262 0.263* 0.248* 0217 0.133* 0084* 0.553* 1000
CE  0.346* 0.333* 0.282* 0254* 0.234* 0.208* 0256* 0.253* 0251 0432* 0.544* 1000
BA 0225% 0.237% 0263* 0281* 0205% 0.206% 0231* 0079 0006 044d* 0557 0493* 1000
Bl 0.344* 0.344* 0.232* 0275 0.196* 0.256* 0254* 0.240* 0255* 0.312* 0414* 0436* 0.366% 1000
BP 0300 0.244% 0.192% 0085* 0075 0.239% 0236% 0.189% 0336* 0255% 0.304* 0272 0.197% 0.409% 1000
BL 0.381* 0.306* 0.248* 0247* 0.282* 0.266* 0362 0.381% 0372 0.265* 0.309* 0335 0.209* 0.409* 0573* 1.000
Bl 0347 0282 0208 0154 0286* 0305 0274* 0306 0327* 0327 0329% 0310 0198% 0339% 0530° 0.624* 1000
B 0342 0322% 0.243* 0092 0096 0258% 0.143* 0252% 0323* 0.274% 0.168% 0.190% 0.123* 0276% 0220 0.246* 0.230° 1000
PA [0.199% 0.219° 0262% 0186* 0.154% 0.210° 0121 0.206* 0219* 0.172* 0.123* 0235% 0.155* 0208* 0154* 0.147 0.099* 0499* 1000
Es |0.2%0% 0.272° 0.263* 01d5* 0.197° 0272 0138% 0.118% 0168* 0.251* 0231 0217% 0.173* 0251% 0270 0.25%9* 0.26a* 0402* 0.443* 1000
S |03%0% 0.165% 0220 0093* 0.113* 0.185° 0136* 0.169° 0267 0.119% 0.108* 0226* 0.110% 0.164* 0173* 0.23° 0.164% 0295° 0309* 0.270° 1000
Skew 0.105 0039 0268 0451 0.630 0743 0.3%5 0155 0078 0.372 0516 0429 0584 0313 0055 0126 0219 0288 005 0139 0414
Ku 0147 0427 0732 0054 0027 0268 0200 0301 0547 0514 0108 0.178  0.109 0528 0566 0443 0541 0261 054 0219 0121

*P<0.05

un: QI’AJRQ]'EJ
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(Independent Variables)

Auusdanu fauusnu
(Mediator Variables) (Dependent Variables)
anuelalddenu

-M3dnlasead1eoenng (A=0.782%)
Fuwaadey \=0.441%)
-Q’U%Imasméfﬁu (A=0.345%)
-Aanssuanuonlalddeny (A=0.319%)
-Ansauasesiuilan (A=0.391%)

0.121*

Asdidausund sy

1
1
v 0.081

Tuunumnisim

0.705*

N139INSNAR
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A (A\=0.433%)
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s (A=0.451%)

0.188*
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*P<0.05
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