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ABSTRACT

These days, corporate organizations are utilizing sports sponsorship as a strategy 
to not only raise the brand recognition of their products but also to target the clients 
they are trying to reach. National and multi-​national corporations are sponsoring 
sporting events and other events for the purpose of promoting their products. These 
corporations are also making use of the positive image of the event in order to boost 
the brand recall and brand image of their products and the firm. The structural 
equation modelling method was utilized in this investigation to determine the nature 
of the connection that exists between the Punjab kings team sponsor Dream 11, and 
the cricket competition known as the Indian Premier League (IPL). For the purpose 
of determining the degree of brand-​event congruity that exists between the event and 
the sponsor, the study utilized the variables named sponsor familiarity and event 
involvement. In addition, the study attempted to determine the influence that brand-​
event congruity had on the perspectives of consumers with regard to the sponsor's 
brand as well as their intents to make a purchase. The results of the study, which 
were obtained with the assistance of the structural equation modelling technique, 
revealed that the familiarity of the sponsor and the involvement of the sponsor in 
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the event have a positive impact on the congruity between the brand and the event, 
and that the congruity between the brand and the event has a positive impact on the 
consumer's attitude towards the sponsor's brand. However, the positive brand opinion 
of the consumer does not influence the consumer's intention to make a purchase.

INTRODUCTION

As defined by Meenaghan (1991), sponsorship is the provision of help to an 
activity by a commercial organization, either in the form of financial support or 
in the form of goods and services, with the intention of attaining the commercial 
goals of the organization. According to Gardner and Shuman (1988), sponsorship 
is defined as an investment in an event or activity with the purpose of promoting 
the brand and corporate image or attaining marketing objectives by increasing the 
brand awareness of the products. Sponsorship is defined as the charge paid by an 
organization for a property (usually a sport, entertainment, non-​profit event or 
organization) in exchange for the opportunity to take advantage of the commercial 
benefits connected with that attribute, as stated by the international event group in 
the year 2000.

Through the use of sports sponsorship, corporate organizations are attempting 
to influence the behavior of their potential clients (Rai et al., 2024a). Corporate 
companies assign the players with the logo in their jerseys as part of their sports 
sponsorship programs. This is done with the goal of increasing the brand awareness 
of their products as well as the brand image of their product (Rai et al., 2021a). 
The companies have also attempted to influence the mindset of the customers by 
sponsoring a specific event, team, or player in an effort to influence their attitudes 
(Rai and Singh, 2020). By acting in this manner, they attempted to accomplish the 
corporate goals of the company, which included increasing the number of sales or 
improving their standing in the market as a competitive entity.

According to Stem et al. (2005), sponsorship is defined as the act of investing 
in certain sports via the sponsorship of an individual athlete, a team, or a league 
in order to accomplish the overall goals and objectives of the organization. Sport 
sponsorship has become a significant tool for corporate organizations to use in order 
to accomplish their goals, as stated by Smith (2008). Because of this, numerous 
firms that are not involved in sports, such as Shell, Coca-​Cola, Emirates, and Voda-
fone, are supporting individual athletes, clubs and teams, events, leagues, unions, 
federations, contests, venues, and unique instances.

There are a variety of goals that any company that is investing in sporting events 
is trying to accomplish. Through the assistance of sports sponsorship, businesses are 
able to accomplish both their short-​term and their long-​term goals. It is possible for 
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