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Abstract

This research aims to investigate the influence of brand sponsorship and brand-sport
congruence on brand love, mediated through brand image, within the context of extreme sports. Data
were collected via online questionnaires from a sample of 400 respondents. The reliability of the
research instrument was verified using Cronbach's alpha coefficient, which ranged from 0.733 to
0.837. Both descriptive and inferential statistical analyses were employed, including multiple
regression analysis and mediation analysis. The findings reveal that brand sponsorship (B =0.837,P
< 0.001), brand-sport congruence (B =0.837, P <0.001), and brand image (B =0.841,P <0.001) all
exert statistically significant positive effects on brand love at the .05 significance level. Therefore,
brands sponsoring extreme sports should carefully select sports that align with their brand identity to

enhance their brand image, which ultimately fosters consumer brand love.

Keywords: Brand sponsorship, Brand-sport congruence, Brand image, Brand love, Extreme sport
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