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Abstract The study elaborates on the impact of marketing on social welfare labor
business’s sponsor outcome. These are the consequences. First, looking through research
subjects’ general marketing conditions, actions about goods, price, promotion and maintaining
existing sponsors were above the average whereas actions regarding business place’s internal
fund-raising environment and distributions were in a low level. Second, sponsor business’s
outcome comparison followed by marketing generally shows significant difference due to
marketing actions about goods, price, promotion and maintaining existing sponsors. Third,
marketing factors which influence sponsor outcome are promotion in sponsors number. Promotion
and price are the main factor of sponsoring money and sponsor ratio compared to revenue.
Therefore, at the social welfare business place, marketing strategy for sponsor development
should be contrived to develop various promotion which enables institution to concentrate on and
enhance price negotiation ability.
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Table 1 Internal Environment of the Enterprise

Mean
Item . SD
rating (M)

Doing research and anal

sis about fund-raisin,

R &1 341 | 847
environment of the regi

onal community

Personnel of sponsorship

is figuring out the pote 3.5601 .8923
ntial sponsor community

Establishing the measur

£ 34028 | 9102

able purpose

Subdividing the sponsors

by demographical chara 3.2390 9023
cteristics
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Table 2 Item Related to Goods Activity

Item Mean SD
rating (M)

Planning and carrying

out the programs for 3.8701 .9284
sponsorship business
Actively publicizing
the sponsor benefits

like the income tax 4.7691 6293
deduction and thoroug
hly issue the receipt
Guide the community
welfare center busin

3.2581 .8492

ess to new sponsor

in detail

Table 3 Items Related to Price Activity

Mean
Item rating SD
(VD)
D t d
oes Mot O 35671 | 7837
How does | specifically
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The personnel
el of sponsor .
. . of sponsorship
ship decide .
. guide and sug | 3.7821 | .6589
sponsoring
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Table 4 Item Related to the Distribution Activity

Mean
Item . SD
rating(M)

Providing incentive to
the personnel who 2.5891 1.3685

developed sponsor

Traffic convenience
d th ide f
anc The way: guide Of ) 50856 | 1.9735
visiting the institution

are well organized

Providing classified sign
2.6937 1.5283
to show new sponsor

Doing the satisfaction
or desire research for 2.3578 8523
the sponsor

Utilizing the financial 30129 8976

management network
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Table 7 Correlation between Marketing Activity and Outcome of the Sponsor

Internal | Goods | Price Distrib | Promot | Managing | Number Amount Rating
environ- ution ion the ex- |of the O of the
. . of spon—
ment of 1sting | sponsor . spon-—
soring .
the en- sponsor soring
. money
terprise money
Internal
environ-
ment of
the en-—
terprise
Goods 195
()
Price 090 092
pistribut 236 289 080
ion (%) ()
Promotion 298 .350 190
150
(3 (33 ()
Managing
the ex- 439 .380 .239 .250 510
isting (%) (k) () (k) (33x)
sponsor
Number
2 . 24
of the 149 0 170 150 300 0
(%) (o) | (o)
sponsor
Amount
of the
110 230 250 070 470 310 591
sponsor- . .
P (ex) | (x%) (o) | ()| (o)
i n g
money
Rating
of the .220 291 350 201 501 691
sponsor- | 0y | e | P e | m | e | e
g money
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Table 8 Item Related to Marketing Activity and Outcome of the Sponsor

Division M SD T P

f  th instituti
o e SO Amount of the sponsoring money | 83123 | 59,195 | -1.692 | 081
for the sponsor

business Ratings of the sponsoring money 8.129 5.390 -1.120 119

. Number of the sponsor 2749.12 | 159.234 -2.110 .299
Outcome comparison

f  th
Of e SPOMSOT 4 ount of the sponsoring money | 71560 | 60398 | -2105 | .004
business followed

b d tivit
Y B00CS activity Ratings of the sponsoring money 7,120 6.239 -2.300 .015

The outcome of the | Number of the sponsor 209.80 | 149.040 | -1.893 .049

sponsor business

Amount of the sponsoring money | 73,398 62,091 -2.549 .003
followed by the

price activity Ratings of the sponsoring money | 7.029 5390 | -3290 | .001
Outcome  of  the Number of the sponsor 290.91 129.772 -1.309 .051
sponsor followed by | Amount of the sponsoring money | 89,160 72,920 -.810 .320
distribution activity Ratings of the sponsoring money 9,120 8.209 -.390 721
Outcome of the | Number of the sponsor 301.29 150.210 -.801 418
sponsor followed
by th ist

v the existence/ | | nt of the sponsoring money | 84424 | 73295 | -801 | .079
non-existence of
responsible department

of sponsor business | Ratings of the sponsoring money 8.399 6.692 -.189 .073
Outcome of | Number of the sponsor 285.22 141.65 | -3.221 .002

b
SPONSOr - DUSINESS |\ sunt of the sponsoring money | 62127 | 45356 | -4892 | .000
followed by

promotion activity | Ratings of the sponsoring money | 69,392 | 92,654 | -2.230 | .000

Outcome of the | Number of the sponsor 284.54 140.24 -2.834 .039

sponsor followed .
. Amount of the sponsoring money | 65,343 43,345 -3.243 .000
by managing the

existing sponsor Ratings of the sponsoring money 10.234 6.340 -2.490 .015
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Table 9 Marketing Activity Factor which Influences the Number of the Sponsor

F f h

actor —ob the T 5 1 14 Brror | Beta T p T VIF
marketing
Internal
environment of 4.558 21.543 .022 221 820 .890 1.190
the enterprise
Goods 38.109 21.465 176 1.334 .059 801 1.250
Price 37.234 26.532 128 1.327 .169 .920 1.079
Distribution 16.592 22.163 .074 .860 401 .839 1.170
Promotion 61.386 26.365 214 2.256 .039 758 1.340
Managing the

_ -.439 32.563 -.001 -.015 982 753 1.370
existing sponsor

R=.388, R-Square=.157, Adjusted R*>=.116
D-urbin Watson=1.829, F=3.558, p=.002
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Table 10 Marketing Activity Factor which Influences the Amount of the Sponsoring Money

Factor of

. B Std. Error Beta T P T VIF
the marketing
Internal
environment of | —6,789 10,349 -.060 -.690 491 781 1.281
the enterprise
Goods 7,235 10,356 .069 719 480 790 1.289
Price 26,187 12,975 168 2.045 038 910 1.567
Distribution 682.389 10,476 005 .069 912 879 1.185
Promotion 59,234 13,976 409 4129 .000 670 1.674
Managing
the existing 8,754 14,963 .069 589 610 569 1.573
sponsor

R=.501, R-Square=.237, Adjusted R?=.226
D-urbin Watson=1.237, F=7.001, p=.001

Table 11 Marketing Activity Factor which Influences the Ratio of the

Compared to Revenue

Sponsoring Money

Factor of
: B Std. Error Beta T P T VIF

the marketing

Internal

environment of 449 1.119 .039 409 690 781 1.253

the enterprise

Goods 1.290 1.089 119 1.290 210 799 1.492

Price 4.010 1.331 .240 2.599 007 910 1.422

Distribution 139 1.239 012 120 901 820 1.421

Promotion 4.210 1.447 .289 2.190 007 691 1.532

Managing the -89 | 169 089 | -599 | 529 592 | 1452

existing sponsor

R=.439, R-Square=.199, Adjusted R?=.145
D-urbin Watson=2.043, F=4.294, p=.000

A, FUFdel 9 VA vpAY BF ABEFEN AARFo] FLIAFE FAFAo| F
843 Table 109 2 o] 39 292 ¥4 Jhehs Ao yebdoh 7 9 g2 Syl
ool 9L VAL AR FF aol g EaE Folsd @ wAE el
23.7%(Adjusted R-Square=.237)¢] AH=S 7} A, Ad e FAgee] nlgo] FIFS v
Ae Aoz YeEbRtHE#=7.001, p=.001). +< A= vHAE 2F 84 % Table 113 2t
Folo] G WAL Fo oIy Lane o] 87 2Fe FAFAel FFe MA = vl
A&e, 7HAgse] FosA detgd. = = 7" & gl sl 199%(Adjusted R-Square=.199)
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