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Abstract: Companies need to develop business strategies in order to differentiate themselves from competitors in the 

perception of consumers such that it is easy for consumers to recognize the brand image of their products. Among 

the methods available is by performing sponsorship activities. Sponsorship in general is providing resources, which 

may be in the form of money, man power, and other instruments from the company or a person, with the intention 

to gain benefit from the sponsorship activity. In the promotion mix, sponsorship is categorized as a public relation, 

thus sponsorship has a benefit to further build the brand image of a product in the eye of the market in order to 

increase the purchase intention towards a product. The aim of this research is to explain the role of brand image in 

mediating the influence of sponsorship on purchase intention. 

This research is conducted in Denpasar City. Primary data is used with a total amount of 100 respondents. The 

analysis technique used is the Path Analysis technique. 

The research result shows that the variable of sponsorship has positive and significant influence on purchase 

intention. Sponsorship has a positive and significant influence on brand image. Brand image has a positive and 

significant influence on purchase intention. Brand image is able to significantly mediate the influence of 

sponsorship on purchase intention.  
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1. INTRODUCTION 

Mobile phones are objects that are common and not considered as a luxury anymore because in this era, mobile phones are 

owned by almost everyone and is considered a need by the people in Indonesia to smoothen communication with family, 

friends, and business partners who are in other regions or countries. To utilize mobile phones for communication, 

communication networks are needed, which is made available by providers or what is more commonly known as mobile 

cards. Along with the advancement in mobile phone functions, the telecommunication service business becomes a 

promising business opportunity in Indonesia, which has a total population of 260.000.000 people (www.bps.go.id). 

Since the year 2000, big companies in Indonesia have been conducting many cooperation in the form of sponsorships in 

holding various events, may it be in the regional level or even national level. An example of cooperation in the form of 

sponsorship is the Liga 1 Soccer League in which GO-JEK cooperates with Traveloka. More specifically in the regional 

scope of Bali, such as in futsal matches, Amerta Indah Otsuka Limited Company (Ltd) was the main sponsor of Pocari 

Sweat Futsal Championship (PSFC) (Sidhi, 2015). There are some literatures regarding sponsorship which states that there 

is no direct relationship between sponsorship and long term sales, but there exist a relationship between consumer attitude 

and brands (Sidhi, 2015). 

http://www.bps.go.id/
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Keeping in mind the important role of sponsorship, companies must be able to reassure consumers with a reliable brand 

image,  in order to indirectly influence the purchase actions of consumers. Sponsorship activities of a company are also 

able to create and maintain customers. Sponsorship is a promotion tool which is very effective and good in influencing 

customer preference, purchase confidence, and consumer’s purchase actions. Thus, sponsorship is performed by 

companies to fulfill consumer’s needs for information of a product and consumer’s needs in making purchases (Alim, 

2010; Sinaga, 2014). 

The statement by Salomon (2011:407) explains that sponsorship is the public relation activity of companies which 

provides financial support to fund events or activities with a return in the form of open recognition by the organizer of the 

event for the company’s contribution. 

Jalilvand (2012) stated that a strong brand would be able to increase the trust of consumers towards the products or 

services purchased and there is a possibility that they are more able to visualize and understand the intangible factors. 

When a company attempts a sponsorship cooperation, the company has an aim to market their product and increase the 

purchase intention of consumers. Sponsorship is also able to evoke the purchase intention of individuals or groups. This is 

consistent with the research conducted by Abdusshommad (2007). Brand image is frequently considered a requisite by 

consumers in evaluating a product before purchasing it (Wang, 2014). 

The purchase intention in consumer’s purchasing process is attained through a learning process and thinking process 

which forms a perception before the consumer decides to purchase a certain product. This purchase intention makes 

consumers have a motivation, which is recorded in their mind, afterwards it will escalate to become a strong desire to have 

the product and eventually the consumer must fulfill their wants (Rahma, 2007). If consumers decide to purchase a 

product, they will consider the advantages and disadvantages of the product (Sidhi, 2015).   

Table 1. Prepaid Sim Card User Data in Indonesia 

Brand 2014 2015 2016 

TBI TOP TBI TOP TBI TOP 

Simpati 30,2% TOP I 34,6% TOP I 35,5% TOP I 

IM3 16,9% TOP II 14,0%  15,4% TOP II 

XL 16,7%  14,1% TOP II 14,8%  

AS 13,9%  10,1%  10,4%  

Three 8,9%  9,0%  11,3%  

Axis 8,1%  6,9%  5,1%  

Source: www.topbrand-award.com 

Table 1 shows that IM3 Ooredoo placed in the second rank in 2014 and 2016, and in 2015 IM3 Ooredoo was in the third 

position, while the competitor, which is Simpati, has always placed first over the years of 2014 until 2016. This shows that 

IM3 Ooredoo has experienced a fluctuation in the sales of its sim cards. In 2015, IM3 Ooredoo has intensified it’s 

promotion and sponsorship activities ever since they changed their name into IM3 Ooredoo. IM3 Ooredoo in the year of 

2015 sponsored one the biggest soccer ball event in Indonesia, namely Torabica Soccer Championship (TSC) and became 

the sponsor of two great clubs in Indonesia, namely Persib Bandung and Arema FC because IM3 Ooredoo is determined to 

be the best, fastest,  show care towards soccer ball in Indonesia. In Bali, specifically in Denpasar city, IM3 Ooredoo has 

conducted a sponsorship by holding a music concert which was held in Lumintang field on March 15 2017. The aim was 

to invite their consumers to be friends and to have an energetic young spirit. By providing sponsorships to leagues and big 

clubs in Indonesia and the music concert, IM3 Ooredoo successfully ranked in second place in 2016 after being overtaken 

by XL in 2015. This development shows that sponsorship influences purchase intention of consumers in Indonesia. 

The increasing number of mobile phone/ smartphone users indicates that there is a tight level of competition between 

providers to capture users in Denpasar. Considering this phenomena, providers must realize the importance of sponsorship. 

There are some factors which influence the purchase intention of consumers, among others are brand image and 

sponsorship. The objectives of this research are: (1) to explain the influence of sponsorship on purchase intention towards 

IM3 Ooredoo in Denpasar City, (2) to explain the influence of sponsorship on brand image of IM3 Ooredoo in Denpasar 

City, (3) to explain the influence of brand image on the intention to purchase IM3 Ooredoo in Denpasar City, (4) to 

explain the role of brand image in mediating the influence of sponsorship on the intention to purchase IM3 Ooredoo in 

Denpasar city. 

http://www.topbrand-award.com/
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2. LITERATURE REVIEW AND RESEARCH HYPOTHESIS 

As more companies conduct sponsorships, the purchase intention of consumers increase as time goes by. The research 

conducted by Eagleman and Krohn (2012) stated that sponsorship is able to make consumers behave more positively 

towards the product and show a greater intention to buy the product. According to Sidhi (2015) the more the company 

conducts sponsorship, the higher the intention of consumers to purchase the sponsor’s product. Tsiotsou (2009) stated in 

his research that sponsorship has a positive influence on the purchase intention of consumers in which shows a greater 

intention to recommend and repurchase the sponsor’s product. 

Based on the empirical reviews above, the hypothesis is formulated as follows: 

H1 : Sponsorship positively and significantly influences Purchase Intention 

Brand Image is defined as the image of a product in the mind of consumers as a whole. If the company is able to 

continuously conduct sponsorships, the brand image of their product will improve over time. The research conducted by 

Woisetschlager (2012) stated that sponsorship has a positive and significant influence on brand image and sponsorship acts 

as a stimulus for brand image. Sinaga (2014) and Nursanti (2011) both stated that sponsorship significantly influences 

brand image. 

Based on the empirical review above, the hypothesis can be formulated as follows: 

H2 : Sponsorship positively and significantly influences Brand Image. 

Brand image is needed in stimulating the purchase intention of consumers. The better the brand image in the mind of 

consumers, the greater the intention of consumers to purchase the products. The research conducted by Gilang (2014) 

stated that brand image influences purchase intention, meaning that brand image is able to contribute by stimulating the 

purchase intention of consumers. The better the brand image, the easier it is to lure the purchase intention of consumers. 

Randi (2016) stated that brand image has a positive influence on purchase intention, if there is an improvement in brand 

image, this will evoke the purchase intention of consumers. According to Subiyanto (2013) based on his research, there is 

a strong and significant relationship between the variables of brand image and purchase intention. 

Based on the empirical review above, the hypothesis is formulated as follows: 

H3 : Brand Image positively and significantly influences Purchase Intention 

Providing large sponsorships would increase the brand image in the minds of consumers. If the brand image of a product is 

good and positive, consumers would have greater intention to purchase the product. The research conducted by Alim 

(2010) stated that sponsorships actions, supported by positive and strong brand image would indirectly influence the 

purchase actions of consumers and sponsorship is among the promotion tools which can be used to ingrain purchase 

confidence, information on the product, and the purchase actions of consumers. Hesti (2015) concluded that the most 

influential variable in influencing purchase intention is brand image, and the research conducted by Norman (2014) 

revealed that there is a positive relationship between brand image and purchase intention. 

Based on the empirical review above, the hypothesis is formulated as follows: 

H4 : Brand Image is able to significantly mediate the influence of sponsorship on purchase intention. 

3. RESEARCH METHOD 

The population of this research are mobile phone users who are not IM3 Ooredoo users and have never used IM3 Ooredoo 

as their provider before. The sample of this research are (1) people who have finished their high school education because 

they are deemed to be able to understand the content of the questionnaire, (2) have not used IM3 Ooredoo as a provider, 

(3) know about one of the events sponsored by IM3 Ooredoo. 

Sample is a part of the population which is expected to represent the whole population. Sugiyono (2014:81) stated that a 

sample is a part of the amount and characteristics possessed by the population. The sampling method used in this research 

is the non probability sampling method, in which not all the individuals of the population have equal chances or 

probabilities to be chosen as sample. Utilizing accidental sampling which is a sampling technique based on fortuity. This 

means who ever, by chance, is met by the researcher can be used as sample, as long as the person met by accident meets 

the requirement to be a source for data. 
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The research is conducted in Denpasar City. This location is selected because Denpasar City is the capital city of Bali 

Province, and sponsorship events are certainly concentrated in Denpasar City. With this, it would be easier for the 

researcher to search for events sponsored by IM3 Ooredoo. 

According to Sugiyono (2014:112), to attain a good result the sample size of respondents to answer the questionnaires 

should be be at least 5 – 10 times the number of indicators in the research. 

Table 2. Operational Variables 

Variable Indicators Category 

Sponsorship  

(Shimp, 2008) 

1. The ability of the sponsorship program to reach 

target audience. 

2. The degree of congruity between the 

sponsorship program and the product or brand. 

3. The degree of congruity between the 

sponsorship program and the message the company 

intends to deliver. 

Likert Scale: 

1. Strongly Disagree 

2. Disagree 

3. Quite Agree 

4. Agree 

5. Strongly Agree 

Brand Image  

(Kartajaya, 2010) 

1. Consumers are familiar with the brand. 

2. Has a good track record. 

3. The emotional ties which emerge from the 

brand. 

4. Has unique trait(s) which differentiate the brand 

from competitors. 

Purchase Intention 

(Victor, 2011) 

1. Search information regarding the product. 

2. The desire to purchase immediately. 

3. Has a preference that this is the product they 

look for. 

The validity test of each item is conducted by using the item analysis which is correlating the score of each item with the 

total item score. The correlation value between item score and the total item score is compared with the r-critical. If the 

correlation of items towards the total score is greater than the r-critical (0,30), the instrument is deemed to be valid. The 

sponsorship variable has a pearson correlation of 0,851 – 0,924 (> 0,30), which means that the statements are valid. The 

brand image variable has a pearson correlation of 0,722 – 0,867 (> 0,30), which means that the statements in the 

questionnaire are valid. The purchase intention variable has pearson correlation of 0,881 – 0,905 (> 0,30), and this means 

that the statements are also valid. The reliability test in this research utilize the Cronbach’s Alpha method. An instrument 

is deemed to be a reliable measure of a variable if the value is above 0,60. The variable of sponsorship has a Cronbach’s 

Alpha of 0,850. The brand image variable has a Cronbach’s Alpha of 0,796. The purchase intention variable has a 

Cronbach’s Alpha of 0,877. 

To determine the overall assessment of the research variable, the average scores are used with the following criteria: 1,00 – 

1,80 = Very Bad. 1,81 – 2,60 = Bad. 2,61 – 3,40 = Neutral. 3,41 – 4,20 = Good. 4,21 – 5,00 = Very Good. Based on the 

research result, the response of the respondents on each indicator of the variables are found to be as follows: The average 

score of respondents’ response regarding the sponsorship variable is 4,24 which means that as a whole respondents view 

sponsorship activities by IM3 Ooredoo has been conducted well. The average score of respondents response on the 

variable of brand image is 4,30 which means that the respondents as a whole view that IM3 Ooredoo has a good brand 

image. The average score of respondents response on the purchase intention variable is 4,31 which means that the 

respondents as a whole has the intention to purchase. 

Table 3. Test Result of the Regression on Brand Image in Mediating Sponsorship 

Coefficientsa

6.092 1.234 4.938 .000

.873 .096 .677 9.107 .000 1.000 1.000

(Constant)

Sponsorship

Model

1

B Std. Error

Unstandardized

Coefficients

Beta

Standardized

Coefficients

t Sig. Tolerance VIF

Collinearity Statistics

Dependent Variable: Brand Imagea. 

 
Source: Processed Research Data 
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Table 3 shows the test result of the regression on the influence of brand image in mediating sponsorship with a Sig. value 

of 0,000 < 0,05. This means that sponsorship has a positive and significant influence on brand image. 

Table 4. Test Result of the Regression on Brand Image and Sponsorship towards Purchase Intention 

Coefficientsa

1.931 .971 1.988 .050

.610 .092 .589 6.651 .000 .542 1.846

.188 .071 .234 2.646 .009 .542 1.846

(Constant)

Sponsorship

Brand Image

Model
1

B Std. Error

Unstandardized

Coefficients

Beta

Standardized

Coefficients

t Sig. Tolerance VIF

Collinearity Statistics

Dependent Variable: Niat Belia. 
 

Source : Processed Research Data 

Table 4 shows the test result of the regression on the influence of brand image and sponsorship towards purchase intention. 

Sponsorship has a Sig. value of 0,000 < 0,05 which means that sponsorship has a positive and significant influence on 

purchase intention. Brand image has a Sig. value of 0,009 < 0,05 which shows that brand image has positive and 

significant influence on purchase intention. 

 

Picture 1. Diagram of the Research Path Analysis 

In Picture 1. the sponsorship variable, with a loading factor of 0,677, is shown to have the largest influence on the brand 

image variable. The sponsorship variable has an influence on the purchase intention variable with a loading factor of 0,589 

and also an indirect influence through the brand image variable on the purchase intention variable with a loading factor of 

0,234. 

Table 5. Summary of the Direct Influence, Indirect Influence and Total Influence Between Research Variables 

Variable X 

DI II TI 

M 0,677  0,677 

Y 0,589 0,138 0,727 

Source : Processed Research Data 

Shown in Table 5., the direct influence of X on M is 0,677. There is no indirect influence, hence the total influence is 

0,677. The direct influence of X on Y is 0,589. The indirect influence of X on Y through M is attained from 0,589 x 0,234 

= 0,138. Thus the total influence of X on Y through M is 0,589 + 0,138 = 0,727. This means that there is an indirect 

influence of sponsorship on the purchase intention through brand image. 

The discussion on the direct influence of sponsorship on brand image produces a conclusion based on the calculations 

using the SPSS program in which the standardized coefficient beta value is 0,677 and the probability value is 0,000. The 
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probability value is 0,000 < 0,05. This means that H0 is rejected and H1 is accepted. Thus, sponsorship has a positive and 

significant influence on brand image. There is a positive and significant relationship between the sponsorship variable and 

brand image variable, in which sponsorship has a positive and significant influence on brand image. This is because if 

sponsorship is conducted by a company, the brand image of their product would improve. The research conducted by 

Woisetschlager (2012) also attained results which show that sponsorship has a positive and significant influence on brand 

image and sponsorship acts as a stimulus which improves brand image over time. 

The discussion on the direct influence of sponsorship on purchase intention produces a conclusion based on the calculation 

using the SPSS program in which the standardized coefficient beta value is 0,589 and the probability value is 0,000. The 

probability value of 0,000 < 0,005 shows that H0 is rejected and H1 is accepted. Therefore, sponsorship has a positive and 

significant influence on purchase intention. The positive and significant relationship between the sponsorship variable and 

purchase intention variable explains that if a company conducts sponsorships activities, the purchase intention of 

consumers would grow as time goes by. The research conducted by Woisetschlager (2012) also produced results which 

state that sponsorship has positive and significant influence on brand image and sponsorship acts as a stimulus for the 

improvement of brand image. 

The discussion on the direct influence of brand image on purchase intention produces a conclusion in which the 

probability value is 0,009 <0,05. This means that H0 is rejected and H1 is accepted. Hence, brand image has a positive and 

significant influence on purchase intention. The positive and significant relationship between the brand image and 

purchase intention shows that brand image contributes in increasing the purchase intention of consumers. The better the 

brand image, the greater it contributes to lure the purchase intention of consumers. The aforementioned research result is 

consistent with the research conducted by Randi (2016) which stated that brand image has positive influence on purchase 

intention, so if there is an increase in brand image, consumers will have a greater intention to purchase the brand’s product.   

The discussion on the indirect influence mediation test of brand image in the relationship between sponsorship (X) and 

purchase intention (Y) produce a result in which the calculated Z is 2,96 > 1,96. This means that brand image (M) is a 

mediator of the indirect influence of sponsorship (X) on purchase intention (Y).  The brand image variable as a mediating 

variable has a significant role in the indirect influence of the sponsorship on purchase intention. This result is in line with 

the research conducted by Alim (2010) which states that if sponsorship is supported by positive and strong brand image, 

this would indirectly affect consumer’s purchase actions and sponsorship is among the promotion tool to ingrain purchase 

confidence, information of the product and purchase actions in consumers. 

4. CONCLUSION AND RECOMMENDATIONS 

The conclusion taken from this research is as follows: 1) Sponsorship has positive and significant influence on the 

intention to purchase IM3 Ooredoo which means that the more often a company provides sponsorships on national or 

international level events, the purchase intention of consumers would increase corresponding to the sponsorship activities 

conducted by IM3 Ooredoo. 2) sponsorship has positive and significant influence on the brand image of IM3 Ooredoo 

which means that the more frequent a company provides sponsorships, the better their brand image is in the eyes of 

consumers. 3) Brand image has a positive and significant influence on the intention to purchase IM3 Ooredoo which 

means that the better the brand image in the eyes of consumers, the higher the purchase intention of consumers as time 

goes by. 4) Brand Image is able to significantly mediate the influence of sponsorship on purchase intention which means 

that brand image is able to enhance or strengthen the influence of sponsorship on consumer’s intention to purchase IM3 

Ooredoo products. 

With the increasingly rapid development and advancement of mobile phones and the variety of mobile phones available in 

the market, complemented by the high number of providers that offer various services, which becomes the advantage of a 

product and is accompanied by competitive tariffs, the recommendation that can be conveyed to companies is that they are 

expected to form a reliable marketing strategy. One of which is by providing sponsorships in order to ingrain the brand of 

IM3 Ooredoo in the mind of consumers even when many new providers enter the competition. IM3 Ooredoo must attempt 

to always provide the best service such as fast internet and competitive tariff to satisfy consumers so that the brand image 

of IM3 Ooredoo can continuously be maintained and preferred by consumers. Keeping in mind the important role of 

sponsorship, companies must be able to persuade consumers with a reliable brand image, in order to indirectly influence 

the purchase actions of consumers. Sponsorship activities by the company are also able to attract and maintain consumers. 

Sponsorship is also a promotion tool which is effective and good in the attempt to ingrain customer preference, purchase 

confidence and purchase action in consumers. Hence, companies are expected to conduct sponsorship activities to fulfil 

the needs of consumers for information of the product and the needs of consumers to make purchases. 



International Journal of Management and Commerce Innovations  ISSN 2348-7585 (Online) 
Vol. 5, Issue 2, pp: (997-1003), Month: October 2017 - March 2018, Available at: www.researchpublish.com 

 

Page | 1003  
Research Publish Journals 

REFERENCES 

[1] Alim, Zaenal. (2010). Pelaksanaan Sponsorship Dampaknya terhadap Brand image pada Clothing Linecoltd Sumur 

Bandung. 

[2] Abdusshomad, Muhamad. (2013). Hubungan Daya Tarik Sponsorship Dua Kelinci dan Afiliasi Kelompok Minat 

Beli. Interaksi Online, Vol. 1, No. 2. 

[3] Eagleman, Andrea N. and Krohn Brian D. (2012). Sponsorship Awareness, Attitudes, and Purchase Intentions of 

Road Race Series Participants. Sport Marketing Quarterly, Vol. 21, pp. 210-220. 

[4] Gilang, Agustia. (2011). Pengaruh citra toko dan citra merek terhadap niat beli pada private label brand 

“pasti”minimarket Alfamart (survey pada konsumen Alfamart Dago di kota Bandung) Private label pada Carrefour. 

Jurnal ilmiah manajemen bisnis, Vol. 11, No. 2, pp. 269 -284. 

[5] Hesti, Octavia. (2015). Pengaruh Citra Merek, Periklanan Terhadap Minat Beli Konsumen Thermometer Onemed Di 

Surabaya. Jurnal Ilmu dan Riset Manajemen, Vol.  4 , No. 7. 

[6] Jalilvand, Reza Mohammad. (2012). The effect of electronic word of mouth on brand image and purchase intention. 

Marketing Intelligence & Planning, Vol. 30, No. 4, pp.460-476. 

[7] Kartajaya, Hermawan. (2010). Brand Operation The Official MIM Academy Course Book. Jakarta: Erlangga Group 

[8] Nursanti, Aida. (2011). Pengaruh Event Sponsorship terhadap Brand Image rokok A-Mild pada PT. HM 

SAMPOERNA Tbk. Cabang Pekanbaru. Jurnal Ekonomi, Vol.  19, No. 1. 

[9] Norman andUtami Astri. (2014). Hubungan Brand image terhadap Minat Beli pada Distro Rockmen di Kota 

Bandung. 

[10] Rahma, Sheilla Eva. (2007). Analisis Pengaruh Kualitas Layanan dan Citra Merek Terhadap Minat Beli dan 

Dampaknya pada Keputusan Pembelian. 

[11] Randi. (2016). Pengaruh Citra Merek Terhadap Minat Beli Pada Makanan Fast Food Ayam Goreng  (Studi Pada 

Konsumen Texas Chicken Pekanbaru). JOM FISIP,  Vol. 3 , No. 2. 

[12] Sinaga, Inggrid. (2014). The Effect of Marketing Public Relations on Brand Image. Jurnal Akuntansi, Vol. 2, No, 2, 

pp. 184-189. 

[13] Sidhi, Wikramayana. (2015). Peran Brand Image dalam memediasi Pengaruh Sponsorship terhadap Niat Beli motor 

Yamaha di Kota Denpasar. E-Jurnal Manajemen, Vol. 4, No. 3. 

[14] Subiyanto, Resmiarty Rieska. (2013). Pengaruh Brand Image terhadap Niat Beli Konsumen pada Distro Dloops di 

Bandung.  

[15] Sugiyono. (2014). Metode Penelitian Pendidikan Pendekatan Kualitatif, Kuantitatif, dan R&D. Bandung: Alfabeta 

[16] Shimp, Terence A. (2008). Periklanan Promosi Aspek Tambahan Komunikasi Pemasaran Terpadu Edisi Terjemahan 

Jilid 2. Jakarta: Erlangga 

[17] Tsitsou, Rodoula. (2009). Delineating the outcomes of Sponsorship Sponsor image, word of mouth, and purchase 

intentions. International Journal of Retail & Distribution Management, Vol. 37, No. 4, pp. 358-369. 

[18] Victor, Romi. (2012). Pengaruh Iklan Terhadap Niat Beli Konsumen Melalui Citra Merek dan Sikap Pada Minuman 

Isotonic Mizone Di Surabaya. Kajian Ilmiah Mahasiswa Manajemen, Vol. 1, No. 6. 

[19] Wang, Hui-Ya, Tsai Chi-Fen. (2014). The Relationship between Brand image and Purchase Intention : Evidence 

From Award Winning Mutual Funds. The International Journal of Business and Finance Research, Vol. 8, No. 2. 

[20] Woisetschlager, David M. (2012). Sponsorship congruence and brand image. European Journal of Marketing, Vol. 

46, No. 3/4,  pp. 509-523. 

[21] www.topbrand-award.com. Accessed on the 3
rd

 of March 2017. 

[22] www.bps.go.id. Accessed on the 4
th

 of September 2017. 


