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ABSTRACT
KUO-WEI LEE
A CASE STUDY: ONE COMMUNITY'S DILEMMA
IN SPONSORING ATHLETICS
MAY2010
The purpose of this qualitative study was to investigate the decision-making
process and procedures in which corporate sponsors engage in the sponsorship exchange
process with local athletic departments. In addition, the investigator identified the
similarities and differences that exist in the decision-making process used by corporate
sponsors and athletic department administrators, and how this information is used to
evaluate the current and the future exchange process.
Data were collected from the athletic departments of two public universities (one at
NCAA Division I level and one at Division II level) and one independent school district
geographically located within a local community. One representative from each athletic
department and 17 representatives from their corporate sponsors were interviewed. The
qualitative data gathered from these interviews were organized and analyzed using a
qualitative software package, NVivo 7.
There were 9 themes determined that demonstrated the sponsorship exchange
process. The results reveled that sponsorship is a mixed exchange. Participants explained
that commercial objectives, as well as, philanthropy and relationships contribute to the
sponsors' decision to engage in sponsorship. With regard to business aspect, corporations
vi

used the sponsorship of the local athletics to achieve their primary objectives of
increasing sales, increasing awareness, enhancing their image, increasing community
involvement, reaching target markets, personal interest, and maintaining relations. In the
decision-making process, sponsors indicated that media coverage, the size of an event,
target market, relationship, professionalism, and price were the criteria that they used in
evaluating the local athletic sponsorship. In addition, the size of a corporation and
sponsorship had an impact on the level in the company where the final decision of a
sponsorship agreement was made.
The reason that athletic departments initiated a sponsorship is mainly because of
the funding they expect from corporations. In the decision-making process, athletic
departments took sponsor's satisfaction into consideration. Athletic departments
considered revenue generation and an increased commitment from sponsors to be
indicators of a successful sponsorship. The policy of a university and ISD or state law has
an effect on how they seek sponsorship for their athletic department.
Athletic directors demonstrated an overall understanding of the criteria that were
important to sponsors. Both sponsors and athletic directors perceived that athletic
departments as the dependent party were more likely to initiate sponsorship exchange,
and less likely to terminate the exchange. Sponsors appeared to demand positive results
from sponsorship, but they rarely conducted systematic evaluations of their sponsorship.
The corporate sponsors noted difficulties in measuring the effects of the sport
sponsorships, because of the complication and cost of a sponsorship evaluation.
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CHAPTER I
INTRODUCTION
Sport sponsorship is the mutual exchange between a sport entity and a corporation
(Cornwell & Maignan, 1998; Farrelly & Quester, 2005). Corporate sponsorship that was
once corporate giving or philanthropic activities motivated by true altruism (Cornwell
1995; Meenaghan, 1998), has evolved into an objective driven and strategic marketing
vehicle (Apostolopoulou & Papadimitriou, 2004; Tomasini, Frye, & Stotlar, 2004).
Sponsorship relationships are no longer based solely on corporate citizenship but rather
on the match between benefits of a sponsorship entity and the marketing objectives of a
sponsor (Irwin, Lachowetz, Cornwell, & Clark, 2003). It has become rare for
corporations to provide sponsorship funds without expectation of a specific return on
their investment; the sponsors want tangible benefits (Tomasini et al., 2004).
Intercollegiate and interscholastic athletic departments are faced with exorbitant
costs for such needs as space and equipment. NCAA Division I and II are increasingly in
need of scholarship. Sport sponsorship is an effective way to secure external sources of
revenue through marketing and promotional efforts (Covell, 2001). Although the
sponsorship market is much smaller than at the professional sports level, sponsorships of
high school and college level sports have increased dramatically in recent decades
(Government Accountability Office, 2004; Tomasini et al., 2004). The revenue from

sponsorship can be a significant source of income to cope with financial pressures
(Covell, 2001).
The sponsorship of a local or niche sport event has been proven an effective tool in
influencing consumers' purchase behaviors (Miloch & Lambrecht, 2006). Sport events
such as high school and college home games can also be marketing situations that help
the sponsors achieve their objectives (Dees, Bennett, & Villegas, 2008; Zhang, Bennett,
& Henson, 2003). Sports sponsorship literature abounds at the major college,
professional, and international levels (Amis & Slack, 1999; Apostolopoulou &
Papadimitriou, 2004; Lachowetz, McDonald, Sutton, & Hedrick, 2003; Tomasini et al.,
2004). This study specifically focuses on exchange theory to explore the sponsorship of
high school and college athletic departments within a local community.
Purpose of the Study
The purpose of this study was to examine the decision-making process and
procedures in which corporate sponsors engage in the sponsorship exchange process with
local athletic departments. The investigator also identified if similarities and differences
existed in the decision-making process used by corporate sponsors and athletic
department administrators, and how this information is used to evaluate the current and
the future exchange process.
Framework
Exchange theory has been used to explain many marketing exchanges. The
sponsorship relationship is the process of exchange (Cornwell & Maignan, 1998;
Mccarville & Copeland, 1994; Sam, Batty, & Dean, 2005). The basic assumption of the
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exchange theory is that individuals enter into new associations because they expect doing
so will be rewarding. Individuals continue relations with old associates and expand their
interaction with them because they actually find doing so to be rewarding (Berberoglu,
2005; Cropanzano & Mitchell, 2005). Through sport sponsorship, companies can enter
into sponsorship arrangements, and in exchange for cash or products, receive favorable
associations, endorsements, and exposure. On the other hand, sport organizations obtain
revenue or products from a company which is seeking opportunities to associate their
brands with high profile and popular sports and athletes.
Sponsorship exchange relationships are characterized by interrelated conditions.
The resources exchanged may be financial, physical or intangible, and they must be of
value to the reciprocating partner (McCarville & Copeland, 1994; Walliser, 2003). There
are three models of exchange including utilitarian, symbolic, and mixed exchanges
(Bagozzi, 197 5). They have different emphasis on the reasons that both parties enter an
exchange relationship, and were used as a guide to examine the sponsorship exchange
relationships between sponsors and athletic departments in this study.
Sponsorship is an investment (Cornwell & Maignan, 1998). The objectives for
making such an investment may vary from corporation to corporation, but the most
popular factors are increasing public awareness of the company or brand and changing or
enhancing the company's brand loyalty or image (Apostolopoulou & Papadimitriou,
2004; Fortunato, 2009; Tomasini et al., 2004). Other reasons for entering into a
sponsorship agreement may include the forging of links with local business and political
communities; the entertaining of corporate customers; the personal objectives of
3

decision-makers, such as an interest in a particular sport; the improving of employee
morale or the testing of a potential products (Lough & Irwin, 2001; Pope & Voges, 2000;
Stotlar, 2005). Local athletic departments have different sponsorship.market potential
than nationally known sports. The investigator used the exchange theory to examine why
corporate sponsors were investing in, or not investing in, their local athletic departments.
Research Questions
According to the research purpose and framework, the research questions were:
1. What are the decision-making process and procedures used in the sponsorship
exchange process between the athletic administrators and the corporate
sponsors?
2. In what ways do corporate sponsors and athletic administrators differ in their
approach to the exchange process?
3. How do the athletic administrators and their corporate sponsors evaluate the
effectiveness of their sponsorship contract and make future decisions regarding
sponsorship?
Significance of the Study
Although there is a iarge body of literature and research pertaining to sport
sponsorship, most previous research has focused on nationally known and high
competitive level sports (Apostolopoulou & Papadimitriou, 2004; Chadwick & Thwaites,
2004; Fortunato, 2009; Hartland, Skinner, & Griffiths, 2005; Lough & Irwin, 2001;
Ludvvig & Karabetsos, 1999; McKelvey, McDonald, & Cramer, 2005). There is still little
known about the factors and corporate attitudes which may influence the attainment of
4

the local sport sponsorship (Lough & Irwin, 2001; Walker, 1999). Moreover, adapting the
research results of different competitive levels regarding sponsorship objectives and
benefits to sport sponsorship between collegiate and high school athletics is
inappropriate, because several differences exist within their governing organization
(Tomasini et al., 2004; Walker, 1999).
In accordance with this need, this study explored the local sports sponsorship by
examining the reasons and decision-making procedures sponsors engage in the
sponsorship exchange process. The results of this study may benefit scholars,
corporations, and local athletic departments. It hopefully will provide scholars with a
stronger understanding of the sports sponsorship exchange process at the high school and
college levels. Corporate sponsors could better understand the benefits of investing in
athletic programs in a local community, and can use it to achieve their marketing goals.
Local athletic department administrators may better understand the factors, attitudes, and
perceptions influencing their sponsors' marketing decisions. Knowing this information
may enhance their understanding of the exchange process and increase their ability to
negotiate and maintain successful sponsorships.
Definition of Terms
1. Local community: The primary city within the geographic boundary of its
independent school district.
2. Local athletic departments: The athletic department of a college, university, or
independent school district (ISD) within a local community. An athletic
department provides competitive sports programs for its student-athletes.
5

3. Local sponsors: Corporations that support local athletic departments with
money, products, or service. The corporations are located in a local community,
and they are either locally owned or the franchises of national corporations,
including banks, insurance, restaurants, fast food, hospitals and beverage, etc.
4. Personal relationship: The relationship (friendship) between the corporate
sponsor and staff members associated with the local athletic departments.
Limitations
1. The research is a case study of the three athletic departments within a local
community. As a result, the study involved a relatively small population and
participants with respect to the entire population of corporations involved in
sponsorship of intercollegiate and high sports.
2. The participants interviewed were in the current sponsor list engaged in the
sponsorship exchange process. However, the list is not inclusive of
corporations that may have been involved in and terminated their previous
sponsorship with the athletic departments.
3. The corporate policies on confidentiality may have impacted the respondent's
ability to reveal information requested for this study.
4. The person(s) most knowledgeable about their sponsorship may not be
available for an interview, because of personnel changes within corporations,.
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CHAPTER II
REVIE\V OF THE LITERATURE
Introduction
The focus of this study was on corporate sponsorship of intercollegiate and high
school athletics within a local area. A review of previous studies related to the research
area are presented in this Chapter include the following sections: (a) Sport Sponsorship,
(b) Exchange Theory, (c) Corporate Perspective of Sport Sponsorship, and ( d) Sport
Entity's Perspective of Sport Sponsorship.
Sport Sponsorship
Sponsorship activities in sports have been attempted for many years. In 1989, there
were approximately 2,000 companies involved in sport sponsorship (Marshall & Cook,
1992). According to IEG (2009), corporations invested $43.1 billion in sponsorshiplinked marketing globally in 2008. In 2008, sponsorship spending by U.S. and Canadian
corporations was $16.61 billion. While the economic situation usually has an impact on
the marketing budget of most corporations, the sponsorship market in North America has
been projected to rise in spending or° at least 1% each year.
The popularity of sport sponsorship in recent years led many corporations to
venture into a wide variety of sports and events in an effort to associate their names with
highly successful, popular, and publicized events and teams. Many companies are
.

.

investing their marketing dollars in the sports marketing instead of commercial and print
7

advertising (Cornwell, 2008).According to IEG (2009), North American corporations .
invested $11.48 billion in sport sponsorships, that constituted the largest percentage of
sponsorships in 2Q08, followed by entertainment tours and attractions ($1.64 billion),
causes($1.55 billion), arts ($838 million), festivals and annual events ($775 million), and
associations and membership organizations ($498 million).
This widespread financial need for return on investment in sponsorship has not
always been evident. In the past, corporations entered into a sport sponsorship contract
with the intent of providing corporate goodwill or enhancing their company's image
(Madrigal, 2001 ). Earlier perceptions of sponsorship tended to regard corporate
sponsorship as belonging in the donations category. Return on investment, activation, and
evaluation iri sponsorship exchanges were often lacking. In that time, the sponsorship
budget was being administered in client companies· that viewed such giving as part of
their societal responsibility without expectation of return on investment (Meenaghan,
1998; O'Reilly, Nadeau, Seguin, & Harrison, 2007). The motives were often a mixture of
patronage and personal fulfillment by corporate owners as patrons (Meenaghan, 2001,
Stotlar, 2005). Many companies invested money in sport events only because an
executive had a fondness for a particular sport or team. Corporate sponsorship, which
was once corporate giving or philanthropic activities motivated by true altruism
(Meenaghan 1998; Stotlar, 2005), has evolved into an objective-driven, strategic
marketing vehicle (Alexandris, Tsaousi, & James, 2007; O'Reilly et al., 2007; Stotlar,
2005).
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The philanthropic aspect of early sponsorship has substantially changed since the
1980s. The increased scale of investment, the global nature of the medium, and client
concerns for value have radically altered the perceptions of sponsorship from a
philanthropic orientation to a market-driven orientation (O'Reilly et al., 2007).
Corporations now compete each other to become official sponsors, and integrate the
sponsorships into marketing mix and corporate strategies (Fortunato & Melzer, 2008;
Papadimitriou & Apostolopoulou, 2009; Xinquan Sheena, Sparks, & Ming, 2008). A
major boost to sponsorship activity under the market-driven paradigm arose out of the
1964 Television Act, which prohibited tobacco companies from advertising on television.
The Act forced tobacco companies to tum to sponsorship (Marshall & Cook, 1992).
Recently, it has become rare for corporations to provide sponsorship funds without
expectation of a specific return on their investment. Corporations want a "win-win"
situation where both the sponsor and the spon·sored organization see tangible benefits
(Alexandris et al., 2007; O'Reilly et al., 2007).
· Therefore, a broad definition of sponsorship based on Walliser's concept (2003)
that is used in this dissertation may be simply stated: sponsorships refers to investments
in events, causes, properties or any other entities that can be associated with a firm to
support overall corporate objectives. Walliser's definition (2003) implies three important
aspects of modern sponsorship. First, it implies a reciprocity pro~ess between the sponsor
and the sponsored organization whereby the sponsored entity receives either financial or
in-kind service and the sponsor thus obtains the right to associate itself with the
sponsored activities ·o r events.
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Second, sponsorship does not limit the target of association to a cause or event, but
covers a wide range of activities ranging from small sporting events, sports teams and
athletes. And finally, the definition indicates that corporate sponsorship possesses both a
non-economic nature and an economic nature. As the overall corporate objective may
range from pure corporate giving to achieving marketing goals, the definition suggests
that various forms of corporate sponsorship can be placed along a continuum defined by
the extent to which corporate support is linked to a marketing motive or altruistic motive
(Walliser, 2003).
Exchange Theory
Exchange theory is used as a theoretical guide to examine relationships between
the sponsor and the sport organizations. Both parties promote and protect the interests of
the other party (Walliser, 2003). Molm (1990) described the process of exchange as being
central to the concept of sponsorship. In this approach, exchange relationships may be
characterized by interrelated conditions in which at least two parties exchange resources

of a physical, financial or intangible nature. Each party also must be valued by the
reciprocating partner in a sponsorship arrangement which, in effect, creates an exchange
relationship (Molm, Schaefer, & Brown, 2004 ).
An exchange situation is one in which desired outcomes are achieved through the
acts of both parties (Gill, 2008; Walliser, 2003). The basic assumption of exchange
theory is that individuals enter into an association because they expect it will be
rewarding. Individuals continue relations with old associates and expand their interaction
with them because they actually find doing so is rewarding (Berberoglu, 2005;
10

Cropanzano & Mitchell, 2005). The basis of exchange theory is that both parties offer
.

.

something of value to each other and achieve their desired results through the interactions
(Molm et al., 2004).
Exchange theory has been discussed and used_ for m~ny years. According to
Bagozzi (1975), there are three types of exchange: restricted, generalized, and complex
exchanges. Restricted exchange occurs between two parties where one party gives and
the other party receives. Generalized exchange occurs between three or more parties
where the parties' actions benefit each other indirectly. Complex exchange is a system of
mutual relationships between at least three parties.
Exchange is more than just the transfer of a product or service for money. There
are social and psychological variables that contribute to the exchange (Harre & Secord,
1973 ). Bagozzi ( 197 5) indicated that marketing exchanges exhibit one of three classes of
meaning: utilitarian, symbolic, or mixed exchanges. Utilitarian exchange occurs when
goods are given in return for money or other goods. This is often referred to as an
economic exchange. The utilitarian exchange is based on the assumption that exchange
.

.

behavior is rational. Each party has complete information on alternatives available to
them in exchanges. These exchanges are relatively free from external influence.
Symbolic exchange is the mutual transfer of psychological, social, or other intangible
entities between two or more parties. The exchange is not purely based on goods, but also
for what they symbolize.
According to Bagozzi (1975), mixed exchange occurs when both utilitarian and
symbolic aspects are present in the exchange. The assumptions of this type of exchange
11

are: (a) people are sometimes rational, and sometimes irrational; (b) people are motivated
by tangible as well as intangible reward, and by internal as well as external forces; (c)
people engage in utilitarian as well as symbolic exchanges involving psychological and
social aspects; (d) people not only strive to maximize their profits, but also often settle for
less than optimal gains in his exchanges; and (e) exchanges do not occur in isolation but
are subject to a host of individual and social constraints.
In the exchange process, there are three possible outcomes to detennine whether a
exchange is formed: (a) If both actors expect that their net gain will be negative, then no
transaction will take place; (b) If both actors expect that the net gain will be positive, then
the transaction is likely to take place; and (c) If one actor will be better off and the other
worse off, a transaction will not take place unless the actor with a positive net gain can
provide new ways for the other actor to estimate personal net gain value (Berberoglu,
2005; Molm et al., 2004).
The variables of exchange theory considered by scholars have remained the same
within recent decades. Zafirovski (2001) indicated:
Exchange transactions are permeated not only by egoistic and other utilitarian
elements but also by altruistic and related considerations. Hence, the relationship
between egoism and altruism in economic exchange is far more complex than
rational choice (i.e., utilitarian) conceptions suspect. (p. 51)
Zafirovski (2001) believed that people can engage in altruistic behavior as an intrinsic
motivation, regardless of instrumental considerations. Prodigality or generosity can
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become a question of habits, or conventions. Various motivations for giving, such as
.

.

.

sympathy, prestige, and moral values of reciprocity, may also be involved.
Exchange relationships are necessary functions of organizational activity a~
goal-oriented ~orporate personnel seek to achieve a competitive advantage through access
to valued resources controlled by other corporate entities (Cousens, Babiak, & Bradish,
2006; Gill, 2008). The literature on the buyer-seller relationship has focused on the
structure of the buyer-seller interactions rather than on the process of relationship
formation, maintenance, and evolution (Dabholkar, Johnston, & Cathey, 1994). Some
researchers suggested that the exchange relationship approach to business-to-business
interactions should be examined as an adaptation process. In order for these relationships
to exist over time, both partners must work continually at building and maintaining trust
and at understanding each other's needs (Gill, 2008).
McCarville ·and Copeland ( 1994) included a number of implications where
applying exchange theory to sport sponsorship: sports marketers must emphasize rewards
that potential sponsors seek but cannot obtain alone; offering a variety of benefits to
business and industrial firms helps to keep potential relationships appealing. McCarville
and Copeland (1994) concluded that sport marketers must actively strive to understand
what businesses are seeking in sponsorships. They implied the tenets of exchange theory
offer considerable guidance to the sport administrator interested in developing or
maintaining a successful sponsorship. They also described a situation in which partners
exchange to enjoy benefits that cannot be attained in isolation. In their paradigm, those
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seeking partners should first discover rewards that potential partners now seek but cannot
gain on their own.
Cousens et al. (2006) presented a framework in which a relationship between a
sport entity and corporate partner may evolve. It begins with both sport and corporate
organizations conducting a needs assessment prior to the formation of a relationship, and
then moves to negotiating the terms of the interaction. The next aspect of the framework
considers the management of the exchange between partners. The final two phases are the
evaluation of the interaction and the measurement of the benefits attained, and the
re-negotiation phase where partners evaluate the future of their relationship together.
Corporate Perspective of Sport Sponsorship
Although some corporations do not ·set specific objectives for their sponsorship
contracts (Calderon-Martinez, Mas-Ruiz, & Nicolau-Gonzalbez, 2005; Chadwick &
Thwaites, 2004), researchers indicated the corporation's choice of whom or what to
sponsor was based on criteria such as visibility, media attention, image enhancement, the
effect of activity on sales, opportunities for merchandising, and the evaluative ability of
the sporting activity. Furthermore, increased sales and improved market share were the
primary motives for sport sponsorship among executives (Calderon-Martinez et al., 2005;
Cousens et aL, 2006; Chadwick & Thwaites, 2004; Lough & Irwin, 2001; McKelvey et
al., 2005; Pope, 1998; Westerbeek, 20·00).

Corporate Objectives of Sport Sponsorship
Sponsorship relationships are no longer based solely on corporate citizenship but
on the match between community benefits of the sponsorship and the marketing
14

objectives of the organization (Alexandris et al.,.2007; Apostolopoulou & Papadimitriou,
2004; Calderon-Martinez et al., 2005; Dolphin, 2003; Geng, Burton, & Blakerriore, 2002;
Lough & Irwin,.2001; Miyazaki& Morgan, 2001; O'Reilly et al., 2007). While money is
the driying force for most organizations, sponsor benefits come in a variety of
commercial ·form~ such as consumer awareness, company image enhancement, and
increased product sales (Lough, 1996; McKelvey et al., 2005; O'Reilly et al., 2007).
Sponsorship and promotions that present only logos, sponsor's telephone numbers,
slogans or coupons generally fail to alter perceptions of the product or sponsor (Choi,
Stotlar, & Park, 2006; Mccarville, Flood, & Froats, 1998). Sponsorships need to be
integrated to sponsor's marketing activities (Stotlar, 2005). Sponsors activate their
respective sponsorship to enhance recognition rates of their name and brand (Barros &
Silvestre, 2006; Dudzik & Groppel-Klein, 2005; Stotlar, 2005). For example, the
sponsors that provide an event specific souvenir item and allow 'for product sampling
would be one of the most frequently recalled and recognized sponsors (Miloch &
Lambrecht, 2006).
· Sponsors who supported their respective sponsorships with additional advertising,
such as promotional merchandise or products on-site, also generated an increased
awareness. This suggests that r~gardless of the profile of an event, activation strategies
should be implemented as part of the overall sponsorship (Miloch & Lambrecht, 2006). If
corporations want to be successful in the sponsorships, they must establish clear
objectives. This suggests that companies should use activation in order to fully exploit
their sponsorship involvement (Stotlar, 2005).
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The increasing use of new media offers new opportunities for sponsorship, as
worldwide events supply the platform for global media coverage (Yu, 2007). fy.Iany best
practice marketing campaigns linked advertising and sponsorship messages (Chadwick &
Thwaites, 2004). For example, corporate adv~rtisements on sports websites are prov_id_ed
with a greater cross-sectional demographic exposure as compared to other marketing
venues (Stotlar, 2001 ;· Yu & Mikat, 2004; Yu, 2007). Furthermore, with an increasing
number of individuals using the internet, Web advertising has become one of the popular
forms for corporations to reach their target markets. As a result, Web advertising was
rated as part of the sponsorship agreement among sports bodies (Yu, 2007).
The reasons that corporations sponsor sports are dependent upon various corporate
priorities, which may vary due to the individual positions ofthe corporations involved.
Individual corporations seek sponsorship opportunities for a number of different reasons
that reflect their marketing objectives, size, target market, and corporate philosophy
(Chadwick & Thwaites, 2004). Despite such variability, certain objectives have been
consistently identified as significant in the decision to sponsor a sport organization, event,
or team. Specific sport sponsorship objectives should be set based on the corporate
marketing and communication objectives (Chadwick & Thwaites, 2004).

Sponsorship objectives of different levels of sports. Companies often set multiple
.

.

.

objectives when they engage in sponsorship (McKelvey et al., 2005; O'Reilly et al.,
2007). Each company may have its own unique sponsorship objectives as one aspect of
its overall marketing communications mix (Chadwick & Thwaites, 2004 ). Previous
researchers have explored the objectives, or benefits that corporate sponsors receive
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through their association ~ith a sport event. Most researchers have reported in sport
sponsorship area were used to examine the sponsorship of professional and Olympic
sports.
Copeland, Frisby, and McCarville (1996) surveyed 75 Canadian corporations
involved in national sport sponsorship to examine how sponsors view and respond to the
sport sponsorship process. The results revealed that these companies valued sport
sponsorship as an important form of marketing communication but supplemented
sponsorship initiatives with a variety of other communication measures. None viewed
sponsorship as a philanthropic exercise. Respondents repeatedly noted the importance of
return on investment in making sponsorship decisions. They valued exclusivity, public
awareness, and positive image above other criteria when selecting sponsorship
opportunities.
Ludwig and Karabetsos (1999) investigated the goals and objectives of the 10
International Olympic Committee's Olympic Partners (TOP) program sponsors and the
10 Centennial Olympic Games Partners to become sponsors of the 1996 Centennial
Olympic Games in Atlanta. The findings showed that the corporate sponsors valued
increasing public awareness and supporting company or product image. However, the
.

.

most important objective for sponsors of the 1996 Olympic Games was having exclusive
sponsorship rights in their product categories. ·
Apostolopoulou and Papadimitriou (2004) examined the objectives of the Grand
National sponsors of the Athens 2004 Olympic Games through their sponsorship.
Interviews were conducted with 7 of the 10 Grand National Olympic sponsors. Findings
· 17

indicated that these companies' de.cision to join the National Sponsoring Program was not
entirely business-driven; rather, the desire to support the national effort and a sense of
obligation led most companies to enter into a sponsorship agreement. As for the
sponsors' objectives, increasing sales/market share, enhancing corporate image, and
increasing awareness for the brand were highly valued objectives for national Olympic
sponsors. In addition, their findings provide some support for the importance of corporate
citizenship and improved employee relations.
Chadwick and Thwaites (2004) examined sponsor's objectives of English
professional soccer clubs. They investigated 43 corporations for the information about
their sponsorship programs. Corporate objectives were generating public awareness,
generating media attention, enhancing image, reinforcing target market perception,
increasing sales, enhancing business and trade relations, improving employee motivation,
and promoting community involvement.
Hartland et al. (2005) interviewed five "title sponsors" of English Professional
Rugby Union clubs. They ranked the sponsor's objective were to: improve client
relations, increase public awareness, accentuate corporate image, generate brand
visibility, generate publicity, reach target market, improve community relations, improve
employee relations, counter competitors' involvement as sponsors, and enhance
advertising campaigns.
In the United States, an automobile manufacturing sponsor of Major League
Baseball in the case study conducted by Fortunato (2009), Chevrolet was trying to
achieve the public relations objectives of obtaining media coverage and enhancing brand
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image. Fortunato (2009) indicated through the sponsorship with Major League Baseball,
Chevrolet has designed and implemented a promotional communication strategy that
simultaneously achieves both advertising objectives of obtaining brand exposure and
assisting in brand recall and public relations objectives of obtaining media coverage and
enhancing the brand's image. If Chevrolet had its sponsorship with Major League
Baseball without the public relations component it would be losing out on valuable
recognitions that the company could receive. The additional exposure and the fact that
what is being communicated is Chevrolet's corporate responsibility initiatives help to
build the brand image and speaks of a caring company.
The NCAA Division I athletics was the level in which most research focused in
collegiate sport sponsorship. According to Tomasini et al. (2004), over 80% of corporate
sponsors of NCAA Division I athletic programs have specific objectives for their
sponsorships. In the study, 116 Division I universities responded the survey. Visibility,
awareness, promotion, sampling opportunities, increase sales, and advertising were more
frequently cited as the primary objectives of sponsors. Furthermore, most administrators
of athletic d·epartments in Division I know their sponsors' objectives (Tomasini et al.,
2004):
Although a g~eat deal of th~ literature regarding sponsorship focuses on large
corporations and international events, potential benefits for small businesses sponsoring
small local and. regional events are also impressive. Many small events are less likely to
receive corporate funding and are more dependent upon local and regional organizations
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for support (Walker, 1999). In addition, no research was located that explored corporate
objectives of high school and X-Games sport sponsorship .
. Walker (1999) investigated 212 small businesses to explore sponsorship objectives
of local sport event.s. Very strong support for giving back to t~e· community was the
respondents' main motivation for sponsorship. While company image, goodwill, and
employee involvement also received very high ratings, the objectives specifically related
to marketing received much lower support. Managements' personal interest and
involvement in events also received strong support in this study. In addition, respondents
also reported encouraging their employees' involvement in events as a reason for event
selection. They encouraged their employees to participate in the events and also
responded that sponsorship enhances-~ompany.morale. For these small business o·wners,
marketing objectives appeared to be secondary to giving back to the community.
However, most of the participants indicated that they now involved more in planning the
sponsorship than they had in the past and seemed quite interested in increasing positive
outcomes for both the firm and the community.

Public awareness. Awareness is critical to achieving broader strategic objectives.
Many researchers identified increasing awareness as a major sponsorship objective
(Chadwick & Thwaites, 2004; Copeland et al., 1996; Fortunato, 2009; Hartland et al.,
2005; Ludwig & Karabetsos, 1999; Thwaites & Carruthers, 1998; Tomasini et al., 2004).
Consumers may feel better about the brand or the company that is triggered through
exp·osure. Good feelings may provide numerous benefits for the brand and/or corporate
image (McKelvey et al., 2005). For example, consumers may pay' greater attention to
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subsequent commerci_al communications, providing for greater opportunity of inclusion
in their consideration sets (O'Reilly et al., 2007).
Researchers further reported that achieving, increasing, or sustaining awareness of
a company or its brands/products is one of the most important tasks of a company's ·
marketing activities, especially within marketing communication (Chadwick & Thwaites,
2004; 2005). Creating awareness aims to generate a positive atmosphere around a
sponsoring company towards the general audience, but does not automatically aim at
directly locating prospective customers (McKelvey et al., 2005; Pope & Voges, 2000).
Moreover, sponsorship can generate widespread awareness in a short period of time
which is especially important for a new company or a company with a new product. In
order to make the consumers aware of the sponsor's relationship with the event, the
sponsor normally designs a promotional program around the event, as well as, makes sure
that the company's promotional mix elements are integrated (Gwinner & Bennett, 2008).
The achievement of media coverage is another objective for companies involved in
sponsorship activities (Chadwick & Thwaites, 2004). Exposing the target market to the
promotional message through media coverage is an important advertising and event
sponsorship objective and measure (Meenaghan, 2002; Smolianov & Shilbury, 2005).
Covell (2008) indicated that media coverage adds crucial value to sport sponsorship. The
coverage of an event is particularly important for companies that consider company
awareness ·as the main reason for entering a sponsorship program. However, media
coverage is more an intermediate objective rather than an end or final objective as market
awareness.
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Corporate image. The major drivers behind sponsorship may be the corporate
objectives. Corporate objectives deal with crafting and maintaining a credible and
favorable image for an organization (Dolphip_, 2003). Building or maintaining an image is
the most important reason for a company to engage in a_sport sponsorship activity
(Dolphin, 2003; Lough & Irwin, 2001 ). This is due to the fact that the sponsor associates
itself and/or its brands with the images generated by the sponsored personality, team,
sporting event, or stadium (Jensen & Butler, 2007; Kinney, McDaniel, & DeGaris: 2008;
Lings & Owen, 2007; Pope & Voges, 2000). Favorable purchase intentions were more
likely to occur when consumers held a positive image of the sponsoring companies (Ali,
Cornwell, Nguyen, & Coote, 2006; Davies, Veloutsou, & Costa, 2006; Ko, Kim,
Claussen, & Kim, 2008; Koo, Quarterman, & Flynn, 2006).
Simmons and Becker-Olsen (2006) indicated that sponsorship fit can reinforce the
firm's positioning, influence liking for the sponsorship. Because high-fit sponsorships are
consistent with what would be expected from the firm, whereas low-fit sponsorships are
not: McKelvey et al. (2005) also explained the basic idea of image building as a company
that is sending a set of signals and cues which further creates a basis for perception by its
various audiences. Sponsorships with a partic{ilar set of personality attributes can help a
company to achieve a particular image which in tum can change or reinforce public
perceptiori of a company, including its products and its services.
Goodwill is the positive attitude consumers convey toward a sponsor that supports
and facilitates an event, team, or cause in which they are passionate. The largest factor
distinguishing sponsorship from advertising is goodwill (Meenaghan, 2001 ).
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Philanthropic sponsorship looks at objectives related to the improvement of corporate _
image and social recognition in the context of the community (Quester & Thompson,
2001 ). The managers of some firms stressed the importance of the company being seen to
be supporting the community. They sponsor a sport event just because they want to be a
big corporate citizen (Berrett & Slack, 1999). Although philanthropic sponsorship does
not expect direct benefits, the associated corporate image and social recognition in the
community can generate positive feelings and improvements to the attitudes of
consumers towards the patron firm, as well as, favorable consumer response in terms of
the intention to use the patron product/brand (Calderon-Martinez et al., 2005; Speed &
Thompson, 2000).
Researchers have identified attitude toward the sponsor, goodwill, and fan
involvement as three central variables that affect consumer purchase intentions within a
sponsorship effectiveness. Additionally, goodwill and fan involvement are variables that
are unique to sponsorship and serve to differentiate this form of communication from
traditional advertising (Gill, 2008; Ko, et al., 2008; Koo et al., 2006; Madrigal, 2000;
2001; Meenaghan, 2001 ). Traditional advertising uses more direct sales strategies (e.g.,
television commercials) to convince the consumer to choose one brand versus another
and make a purchase (Vakratsas & Ambler, 1999). Sponsorship introduces the marketing
message to the consumer during an event they are attending as a fan, and indirectly
persuades the individual to consider purchasing the sponsors' brands in order to facilitate
the favored event (Dees et al., 2008).
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Goodwill has the most impact on consumers' intentions to support the corporate
sponsors of intercollegiate sports through purchasing behaviors (Dees et al., 2008).
Bennett, Cunningham, and Dees (2006) conducted a study of the effectiveness of
sponsorship within professional tennis. They also reported that attendees of a professional
tennis event thought it was good for corporations to sponsor the event, and these
consumers would be more likely to purchase from such companies due to their affiliation
with the sporting event than if they were not sponsors. Ruth and Simonin (2006) reported
that negative sales-motive effects could be moderated by the presence of multiple firms
engaging in the cause-related marketing activity. They indicated that sales, as opposed to
goodwill, motives make the commercial aspects of the event more salient, which, in tum,
highlights a link to ad·vertising as a means of delivering messages with business goals.

Increasing sales. Marketing objectives is related to the promotion of specific
products or brands, intended to either achieve an increase in sales or to change or
reinforce consumer perceptions of the product (Westerbeek, 2000). Sports fans are more
likely to buy sponsors' products (Ali ~t al., 2006; Dalakas & Kropp, 2002; Lapio &
Morris, 2000; Pope & Voges, 2000; Shaw & McDonald, 2006). Companies thereby try to
link brand name with a particular sponsorship in order to achieve product-related
objectives (Chadwick & Thwaites, 2004; Kinney et al., 2008).
Increasing sales is in generarthe most used objective for sport sponsorship
programs (Calder6ri-Martinez et al., 2005; Westerbeek, 2000). Organizations· ~~uld not
spend money to lend their names to stadiums or events, if they did not know that they
would get something in return for their investment (McKelvey et al., 2005)." Chadwick
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and Thwaites (2004) further claimed that sponsorship can be extended to most elements
of the marketing communication mix, with the ability to assist the movement of the buyer
towards the point of actual sale. Lapio and Merri (2000) indicated that sponsorship is
therefore an important stimulus when purchasing is seen as a multi-stage, multi-influence
activity, in the same way as it may influence sales in a more direct manner.
Chadwick and Thwaites (2004) additionally stated that the use of sponsorship in
order to develop public awareness of the company further may assist the prospecting and
selling tasks of the sales force. McGlone and Martin (2006) reported that corporations
tried to market with cause-related endeavors. The cause-related approach allows a
marketer to use consumer concern for business responsibility as a competitive advantage.
The rationale behind this approach is clear when a more detailed look at consumer
response is considered.

Brand positioning. Brand positioning refers to a relatively stable set of consumer
perceptions of a brand in relation to competitive alternatives (Kates & Goh, 2003). Brand
positioning influences consumer choice by shaping and maintaining a specific brand's
image in the consumer's mind (Ferreira, Hall, & Bennett, 2008; Green & Muller, 2002).
Brand associations can be influenced when a b1:and becomes linked with a celebrit'v
.,
through an endorsement or linked with a sporting evenfthrough sponsorship activities. In
these cases, the pre-existing associations held in consumers' memories regarding a
celebrity or sporting event become linked in memory with the sponsorship brand. In
essence, the celebrity or event image is transferred to the brand (Gwinner & Eaton, 1999;
Keller, 1993). While sponsorship has many varying objectives, it is often used as a
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communication technique to differentiate and position a brand apart from ·its competitors
(Ferreira et al., 2008). Sponsorships under active management can contribute to the
difficult task of differentiating a brand ·from its competitors and adding financial value to
the brand (Cornwell~ Pruitt, & Van Ness, 2001).
· The sponsors assumed that their respective sponsorships will influence consumers'
recall and recognition rates of their name and brand (Barros & Silvestre, 2006; Dudzik &
Groppel-Klein, 2005; Miloch & Lambrecht, 2006). Recall and recognition rates both
appear to be influenced by location of signage in the venue. Miloch and Lambrecht
(2006) indicated that sponsors with signage in high profile, highly visible, or high traffic
areas were more frequently recalled and recognized than sponsors with signage elsewhere
in the venue. Sponsors with scoreboard or on-field signage yielded higher recall and
recognition rates. Sponsors with signage in high traffic or highly visible areas such as the
concessions area, scoreboard signage or signage that was part of the game, and those with
multiple signs were more frequently recalled and recognized by event or game attendees.
Miloch and 'Lambrecht (2006) further indicated that regardless of the type of sporting
event~ grassroots or mainstream, it is advantageous for sponsors to place signage in
highly visible areas of the venue.
Brand image is a driving force of fan loyalty. To retain customers, marketers are
advised to focus their sponsorships on building strong brand attributes and benefits
(Bauer, Sauer, & Exler, 2005). The most important figure to NASCAR sponsors is the
brand loyalty touted by NASCAR. NASCAR links the strong relationship between
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sponsor brands and fans, including sponsor brand loyalty of more than 70 percent
(Kinney et al., 2008).
According to Levin et al. (2008), NASCAR fans are considered to be loyal fans
who respond very positively to NASCAR sponsors. However, their study showed that
sponsorship can be a double-edged sword for the sponsor. Sponsors benefit from
normative pressures that result in purchase loyalties, but if they cease being a sponsor,
some fans will look negatively on the sponsor.
Community involvement. Some sponsors considered community responsibility as

their most important reason for becoming contributors, followed by increased levels of
company awareness and enhanced corporate image. When an event is local and/or has a
charitable theme, the community-responsibility objective often becomes more important
than the purely commercial goals of awareness and image (Kuzma, Shanklin, & McCally,
1993; Walker, 1999). Apostolopoulou and Papadimitriou (2004) indicated that
community involvement and social responsibility is often one of the sponsorship
objectives. The significance of the event for the country, as well as, the emotional
investment in the Olympic Games created a sense of national pride that may explain the
heightened importance placed on this objective.
Employee relations. While some previous researchers have shown that improving

employee relations is not one of the most highly rated objectives for sponsors (Ludwig &
Karabetsos, 1999; Tomasini et al., 2004; Walker, 1999), some corporations believed
sponsorship can bring the employees closer, and unite employees under one vision and a
common effort (Apostolopoulou & Papadimitriou, 2004; Chadwick & Thwaites, 2004;
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Hartland etal., 2005). It can unite them since they were working toward a common goal.

It appears that the importance of this particular objective might vary depending on the
circumstances within the company (Apostolopoulou & Papadimitriou, 2004). Hickman,
Lawrence, and Ward (2005) reported that the relationship between sponsorship and
employee morale are related. Employees who were fans of the sponsored sport would be
the most positively impacted. They also found sponsorship affinity to be positively
related to organizational commitment and willingness to satisfy customers. This
illustrated that sport sponsorship can be a form of internal communications, altering and
enhancing a company's culture at different levels of the organization.

Competing with other companies. Another corporate objective is competing with
other sponsors (Hartland et al., 2005). Corporate sponsorship is a distinctive competence
that can be developed by a firm (Cornwell, Roy, & Steinard, 2001). Many companies
claimed that they are not that interested in sponsorship programs, but that they have to be
involved, since their competitors do so. Some sponsorship activities were driven by the
fact that they are physically in close proximity or they were in the same industry (Berrett
& Slack, 1999).

.

Sport sponsorship could be a technique of preventing rival firms from establishing
a first-mover advantage. Firms would be able to develop a competitive advantage from a
similar form of preemptive tactic in sponsorship (McKelvey, 2006). However, when
engaged in a sport sponsorship activity, there is a risk that the sponsoring company rriay
be harmed by competitors that associate themselves indirectly with an event. The
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competitors or other organizations aim to gain at least some recognition and benefits
associated with being an official sponsor (Berrett & Slack, 1999).

Reaching target market. Reaching new target markets is also an important
sponsorship objective, since sport sponsorship has the ability to reach people who are
attracted to sports entities because they share a common interest {Chadwick & Thwaites,
2004). Unlike common commercial activities where consumers and commercial activities
are communicated directly, communication is realized through the vehicle of sport in the
sponsorship. Sport sponsorship therefore represents a natural vehicle for psychographic
segmentation of consumers, and reaching consumers with similar tastes in activities,
interest and opinions (McKelvey et al., 2005; Zhang, Won, & Pastore, 2005).

Management interest. Meenaghan (2002) suggested that sponsorship has the
capacity of delivering personal satisfaction, which also is important for the company.
Copeland et al. (1996) indicated that personal objectives reflect the hobbies, interests, and
personal views of the management of a company, whereby the decision to sponsor a sport
and the selection of a sport are constantly influenced by the personal views of the
decision-maker. Meenaghan (2002) additionally stated that sponsorship unitarily provides
an unique opportunity to achieve rigorously defined communication targets simply by
impulses in the executive's own personality, regardless of motivation.
However, in a recent research study, Chadwick and Thwaites (2004) reported that
hobby motive of personal objectives does not have a significant impact on the selection
decision of sport sponsorship. Cornwell (2008) indicated that m~nagers, with no cost to
themselves, would invest corporate funds in activities such as sport sponsorship or the
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arts that yield, for example, season box seats for their own use. This finding is supported
by Pruitt, Cornwell, and Clark (2004) who suggested that managers may take advantage
of the benefits of sponsorship at no cost to themselves. Berrett and Slack (1999) also
suggested that some personal reason like an executive who had grown up in the city
believed the corporation should be involved.
Decision-making for Sponsorship
After the sponsorship objectives have been studied, the next step is for the
company to make decisions concerning the appropriate sponsorship opportunity.
According to Meenaghan (2001 ), once the general decisions regarding the level of
sponsorship and the specific athletic platform are made, before moving on, a marketer
should carefully consider the choices of sponsorship.
Process of sport sponsorship management. According to Chadwick and Thwaites
(2005), there are five sages in the process of sport sponsorship management. These are (a)
integrating the communications mix through objective setting, (b) screening and selection
of properties, (c) examining content of the sponsorship contract, (d) executing of the
sponsorship deal , and (e) evaluating of the sponsorship.
Sponsorship is an important component of the marketing communications mix and
how the activity is integrated into this mix is an important consideration for managers. In
stage one, corporations set objectives for their sponsorships. Objective setting is an
important element of the sponsorship process because it serves as a basis for evaluating
sponsorship effectiveness, and can provide a point for managing and leveraging
associated activities and ensures integration between elements of the marketing mix
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(Chadwick & Thwaites, 2004; 2005). While Chadwick and Thwaites (2005) found that
only 54 percent of respondents indicated that they set any objectives for their sponsorship
programs, some researchers found most corporations have marketing objectives for their
sponsorship (Apostolopoulou & Papadimitriou, 2004; Hartland et al., 2005). Tomasini et
al. (2004) found over 80 percent of NCAA Division I athletics corporate sponsors set
specific objectives for their sponsorships.
The next stage is to analyze whether sponsorship proposals are accepted or rejected.
When sport entities' representatives send sponsorship proposals to corporations seeking
their support, the decision-makers of those corporations use some criteria to determine a
sponsorship (Arthur, Scott, & Woods, 1997; Chadwick & Thwaites, 2005). Screening and
selection of properties should be based on an assessment of compatibility. The
established formal and informal relationships also represent the foundations upon which .
sponsorship programs are selected (Chadwick & Thwaites, 2004; 2005).
Stage three is to determine appropriate sponsorship contract length and the content.
Chadwick and Thwaites (2005) suggest that sponsors need to be clear about the rights a
contract provides. To maximize sponsor recognition and to facilitate effective leveraging
of an agreement, most contracts typically contain references to related activities.
Chadwick and Thwaites (2004; 2006) further indicated that a long-term contract means
that sponsors are more willing to build relationships with a sport entity and will more
likely deliver a stream of benefits. On the other hand, a one-or two-year contract could
indicate that a corporation is unsure about the benefits a sport sponsorship deal can bring,
and is likely to have been experimental in nature.
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After the ~ontent of a sponsorship contract was determined,_sponsors have to
identify techniques that would be used to leverage sponsorship deals. Sponsors generally
.

.

recognized they must engage in additional activities to leverage and enhance the
effectiveness of a sponsorship. Corporation managers need to understand how
sponsorship will be integrated into the broader communications mix such as advertising
and direct marketing (Chadwick & Thwaites, 2004; 2,005). In the study conducted by
Chadwick and Thwaites (2004), no respondents claimed they were spending as much on
leverage as on the initial cost of their sponsorship contract. Only 3% of corporations
spent an additional 50% of the value of their sponsorship, while a slightly higher
percentage (15%) spent between 26% and 50% of the contract value.
Finally, sponsors need to consider the techniques that would be used to assess
outcomes such as image transfer and attitude change. Chadwick and Thwaites (2004)
indicated that some sponsors may not set formal or quantifiable objectives, they therefore
do not engage in formal evaluation. Those sponsors are consequently flexible in the way
they identify and measure the effectiveness of their sponsorships. Chadwick and
Thwaites (2004) further indicated that measurement of media coverage and exposure
remains the most popular evaluation technique amongst sponsors. ·

Criteria for decision. A number of factors need to be considered before a
sponsorship decision is made. The ability to fulfill objectives, coverage of the target
audience, and the costs associates with the sponsorship program is a classification of
sponsorship criteria that are generally used as a criterion to the selection decisions of
individual companies (McCook, Turco, & Riley, 1997; Meenaghan, 2001, Walliser,
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2003). Ludwig and Karabetsos (1999) reported that hospitality opportunities, sales, media
coverage, and public perception are the four aspects that were taken into consideration
when determining their sponsorship of 1996 Olympic Games. It was further indicated
that companies used the criteria and assigned different weights to each criterion when
evaluating the outcome of their association with the Olympic Games.
The ability to fulfill the stated objectives is a key criterion of most sponsorship
proposals. The amount of exposure as well as the size of the audience likely exposed to
the company's message are further important determinants in the selection process (Geng
et al., 2002). The potentially exposed audience can be measured in terms of participants,
on-site fans and media coverage, depending on the sponsoring activity being proposed.
Media coverage also represents a useful bonus for companies seeking corporate
hospitality, or a basis of involvement for branded goods companies (Walliser, 2003;
Westerbeek, 2000).
Simmons and Becker-Olsen (2006) indicated that fit should be a key consideration
in the development of sponsorships. Supporting a familiar, well-liked cause is not enough
to ensure a good outcome. Koo et al. (2006) reported that low fit, even with a well-liked
cause, can dilute the firm's positioning, create dislike for the sponsorship, and, as a result,
lower firm equity. In contrast, high fit reinforces the firm's positioning, creates favorable
attitudes toward the sponsorship, and builds firm equity.
The cost of the actual sponsorship activity is by nature a key criterion (objective)
when selecting spo~sorships (Geng et al., 2002). The cost of leveraging a sponsorship
program includes the additional effort, largely promotional, which must be invested by
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the sponsor in order to make use of the opportunity provided.as a result of securing the
rights of a particular sponsorship (McCook et al., 1997). The size of a sponsorship
agreement has an impact on how the decision-making process is conducted. For many
companies, the level in the company where the final decision is made is commensurate
with the size of the sponsorship agreement (Amis & Slack, 1999). In addition, the
majority of smaller companies have no formal process, because they do not have
department specialization and employees whose sole responsibility is sponsorship within
the company (Stotlar, 2004).

Social pressure and relationship. Organizational procurement decisions are more
likely to be a series of decisions influenced by several other members of an organization
(Kohli & Zaltman, 1988; Venkatesh, Kohli, & Zaltman, 1995). Thus, the idea of a buying
center, which included all individuals and groups that participated in buying decisions,
was developed as the unit of analysis for the study of industrial buying (Arthur et al.,
1997). According to Arthur et al. (1997), when evaluating alternatives, organizational
buyers were influenced by both rational (economic) and emotional ones. Rational factors
included price, quality, and service, whereas emotional ones included job security and
organizational status.
A direct form of pressure from personal friendships of high-ranking corporate
officials sometimes results in a number of corporations sponsoring a particular event
(Arthur et al., 1997). According to 'Berrett and ·s lack (1999), social networks could.be
extremely useful in overcoming the uncertainty and distrust that often plagues economic
transactions. The benefits of developing a long-term personal relationship and mutual
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trust were also important, because personal trust will survive greater stress and display
greater adaptability in the sponsorship exchange relations.
Berrett and Slack (1999) reported that managers feel obliged to conform to what
they perceive to be norms of their-surrounding society groups of organizations that
operate in the same institutional environment as an organizational field. When
corporations within a geographic location are seen to support a particular event or series
of events, it appears to lead other managers to believe that they are expected to do
likewise. As a result, corporate decision-makers are likely to use other corporations as an
external reference.

Decision-making approach. Cousens et al. (2006) found that North American
corporate sponsors delegated decision-making related to their sport property to brand or
sponsorship managers located in the middle-management level of the organization. Some
researchers have reported that corporate decisions of sport sponsorship usually come
from (a) the CEO, (b) the corporate office to the local office, (c) the ·regional offices only,
(d) the local to the corporate and back to the local offices again, and (e) a random
procedure without a particular pattern in the corporate chain (Amis & Slack, 1999;
Berrett & Slack, 1999; Cousens & Slack, 1996; Cousens et al., 2006). In addition, the
size of the sp·onsorship agreement had an impact on how the decision-making process is
conducted (Amis & Slack, 1999).
Cousens and Slack (1996) identified three decision-making approaches that fast
food industry used in determining sport sponsorships: independent approach, communal
approach, and controlled approach. In the independent approach, the franchisees totally
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control t~e decision-making. The communal approach is characterized by joint
decision-making among local franchisees, and the controlled approach, in which local
franchisees are excluded from decisions about sport sponsorship. In the 11 organizations
they studied, they reported that 2 restaurant chains demonstrated the independent
approach, 5 used the communal approach, and the remaining 4 restaurants exhibited the
controlled approach. Since the findings of Cousens and Slack's (1996) research are still
relevant, it is of value to current study to identify more clearly what is involved in using
this model.
The independent approach is characterized by total franchisee control of local sport
sponsorship decisions. This approach gives tremendous autonomy to the individual
owners and enables them to respond to the needs and requests of their local community.
In the independent approach, the franchisees are able to use their discretion and authority
to get involved in local sport sponsorships that they feel will help them penetrate their
local market. The local franchisee's intimate knowledge of this market is cited as the
rationale for delegating sponsorship decision-making to them (Cousens & Slack, 1996;
Walker, 1999).
The independent approach demonstrates total franchisee control of
decision-making. However, the control of the communal approach is reduced. The
communal approach involves joint decision-making among the local franchisees and the
pooling of resources allocated for sponsorship (Cousens & Slack, 1996; Fortunato, 2009).
All of the owners participate in decision-making pertaining to events in a city, and retain
some degrees of control over sponsorships within their trading area. In this approach, the
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requests to sponsorship are initially screened by an individual or group on behalf of all
local franchisees. The franchisees are then consulted on an individual basis or vote on .
sponsorship initiatives at group meetings (Cousens & Slack, 1_996).
In the third approach to decision-making about sport sponsorship, autonomy within
the local outlets is eliminated. The controlled approach to sponsorship decision-making is
found where there is corporate ownership of multiple outlets of one restaurant chain
within a particular community (Apostolopoulou & Papadimitriou, 2004; Cousens &
Slack, 1996; Fortunato, 2009). Some restaurant chains that have adopted this approach
are directed by a local head office owned by one single individual or the parent
corporation of the restaurant chain. The franchisees are hired by the local head office and
supervised by managers to oversee the day-to-day operations of the restaurant. This
ownership structure facilitates centralized decision-making with very limited input by the
local managers. Representatives at the local head office assume full responsibility for
allocating local sport sponsorships (Cousens & Slack, 1996).

Evaluation
Sponsorship should be considered along with other communication media in terms
of its ability to meet objectives, and these objectives should be used to evaluate the
success of the sport sponsorship programs (Chadwick & Thwaites, 2004). In order to
build successful relationships between sports organizations and their sponsors, it is
important to satisfy sponsors' objectives. The objectives of both sponsor and sponsored
parties need to

be compared to see whether both parties are able to deliver the benefits

required by the other'party (Gill, 2008). For example, in order to achieve a sponsor's goal
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to position a brand, the sponsored party needs to be able to deliver benefits such as
television exposure, print media exposure, advertising rights and hospitality opportunities.
In return, the sponsor can deliver money and _services in order to satisfy the sponsored
party's objectives of obtaining funds and services (Crompton, 2004 b; Westerbeek,
2000).
With the economic recession, corporations began to more aggressively assess the
values and benefits gained through sport sponsorship. Stotlar (2004) indicated that
projected earnings shortfalls, and decreased company profitability has caused some share
holders to question sport sponsorship as an appropriate expenditure of funds because little
empirical evidence of return on investment has been provided. However, researchers also
reported that many corporations have failed to assess sponsorship's effectiveness in
meeting their objectives. While there is a growing interest in assessing the impact of
sports and entertainment sponsorships (Copeland et al., 1996; Hoek, 1999; O'Reilly et
al., 2007), many sponsoring companies do not have formal sponsorship evaluation
systems or procedures (Copeland et al., 1996; Miyazaki & Morgan, 2001 ).
Evaluation is one of the most controversial and the most difficult component of
sponsorship. Since companies seek different objectives from sponsorship, different types
of measures and designs may be required for each objective (Crompton, 2004a).
According to the exchange theory, ·in order to justify continued spending on sport
sponsorships, corporations must ascertain if their benefits support their expenditures
(Stotlar, 2004). According to O'Reilly et al. (2007), the fact that sponsors rarely pursue a
single objective for a sponsorship contract presents a great deal of difficulty when
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determining the value of the sponsorship. In addition, sponsorship is usually leveraged
using a number of promotional tactics, which further complicates evaluations.
Because of the variability of objectives and the complexity of measures, most
corporations have not engaged in measuring sponsorship effectiveness (Miyazaki &
Morgan, 2001). Some have accepted data and reports from sponsored properties that
attempted to measure what the sponsorship accomplished, with little regard to the
sponsor's objectives. For instance, the International Olympic Committee (IOC) conducts
research at the Games and provides these data to its corporate sponsors (Stotlar, 2004).
Also, the emphasis of sponsorship benefits sought by companies has moved away from
awareness and image and towards intent-to-purchase, product trial and sales (Crompton,
2004a; Davies et al., 2006; Levin, Beasley, & Gilson, 2008). However, it is difficult to
create a direct link from sponsorship to sales, as sponsorship is only a portion of the
marketing mix which contains numerous intangibles (Crompton, 2004a; O'Reilly et al.,
2007).
Another factor for the failure to evaluate is cost. If the benefits associated with a
particular sponsorship are outweighed by the costs of evaluation, the evaluation would
not be necessary (Chadwick & Thwaites, 2004). Many companies simply do not evaluate
or ·have not found a practical way to measure the effectiveness of a sponsorship program.
.

.
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In addition, most ·evaluations of sponsorship are relatively informal and fairly infrequent
(Crompton, 2004a; O'Reilly et al., 2007). Perhaps, as stated by Polonsky and Speed
(2001 ), due to the lack of direct measures of outcomes, corporations simply look for the
easier way to determining success of their sponsorships.
39

Although the measurement of sponsorship effectiveness is not al~vays agreed on,
scholars indicated numerovs distinct met4ods that could be used for evaluating
sponsorship effectiveness. Stotlar (2_004) suggested an evaluation model for sport
sponsorship. The components of the model include input, filter, activated components,
evaluation protocol, and feedback. The model is based .on a construct for spmi
organizations engaged in packaging and selling sponsorship with the underlying premise
focused on sponsor objectives. Filter section of the model consists of the inventory that
the sport property has to offer through which the sponsor objectives may be realized. The
flow of objectives through the filter will yield the activated components. Next, key
performance indicators must be established and an evaluation protocol developed for
each performance indicator. Finally, feedback must be provided to reassess the corporate
objectives.
The effectiveness of a sponsorship campaign can be measured through the
attitudinal effects, direct inarket effects, impact on stock prices, attitudes toward
sponsorship, perceptions of the quality of leverage advertising, and the visibility of the
campaign (Cornwell et al., 2001; Crompton, 2004 b; Dolphin, 2003; Pruitt et al., 2004;
Spais & Filis, 2008). One of the measurements is to examine media coverage, such as the
duration of television, radio and print coverage (Meenaghan, 1991 ). Some studies
measuring sponsorship effects have chosen awareness as an independent variable
(Nicholls, Roslow, & Dublish, 1999; Walliser, 2003).
The use of signage in sponsorship communication is common for sporting events.
This includes, but is not limited to, awareness, attitudes, perceptions, and any
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associations with sponsorship (Miloch & Lambrecht, 2006; Stotlar, 2004).Researchers
have found that when spectators recalled seeing the advertisements and in-arena
promotions such as signcl:ge, promotional events, and product trials, it influences purchase
intentions of event spectators (Bennett et al.~ 2006; Levin et al., 2008; Miloch &
Lambrecht, 2006; O'Reilly et al., 2007; Turley & Shannon, 2000; Shannon & Turley,
1997). Barros, Barros, Santos, and Chadwick (2007) indicated that perceptions, attitudes,
and preferences toward sponsors' products are similarly related. Milo ch and Lambrecht
(2006) indicated that measurement of consumers' ability to recall and to recognize
sponsors of an event is a well-established intermediate method for examining consumer
awareness of sport sponsorship. It is an intermediate means of assessment to examine
consumers' responses to advertisements, while direct means of assessment examines
.

. .

consumers' purchase behaviors relative to advertising exposure.
Changing target markets' behavior or increasing use or sales of the promoted brand
is the ultimate aim of advertising and sponsorship (Hoek, 1999; Meenaghan, 2002). The
sales-related objectives and measures include increased sales, short-term and long-term
sales, sales in general, improvement in market share, support product sales, increased
sales among mass consumer groups by promoting products through athletes who
influence public opinion, et cetera (Arthur, Scott, Woods, & Booker, 1998; Cheng, 2000;
Irwin & Sutton, 1994; Meenaghan, 1991; 2002; Stotlar, 1998; Thwaites & Carruthers,
1998).
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Sport Entity's Perspective of Sport Sponsorship
Overall, it appears sport sponsorship are focused on the corporate? perspective,
although spo~ entities as the other party also plays an important role in the sponsorship
relationship. In the exchange process, Stotlar (2001) suggested that sport entities should
be well prepared and consider carefully the factors that could affect recruiting and
maintain sponsors.

Process of Recruiting Sponsors
Doherty and Murray (2007) indicated that non-profit sport organizations need to
approach corporate sponsorship as a strategic alliance, and must pay attention to the
following stages: preparation, identification of potential Sponsors, sponsorship proposal,
sponsorship plan, evaluation, and relationship.

Spon~orship.preparation The sport organization must reflect on its objectives for
corporate sponsorship, and what it has to offer a prospective sponsor (Stotlar, 2001 ).
According to Doherty and Murray (2007), a sport entity must determine whether it is
seeking an exclusive, primary, subsidiary, or official sponsor, and the preferred length of
the sponsorship. The minimum time for the corporate partner to become familiar with the
sport organization and for desired benefits to begin to be realized by both parties should
be taken into account. The sport entity must also clearly identify its property assets, and
what it has to offer a prospective sponsor. This requires an understanding of the benefits
of sponsorship to corporations.
The sport organization must also identify what qualities and assets make it
attractive to a corporation, including the opportunity for image enhancement and
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increased public awareness, the nature and size of the market associated with the sport,
and any activities that can help the corporation achieve its objectives. In doing so, the
sport organization should also be aware of how it can distinguish itself from other events
and organizations competing for sponsorship funds (Stotlar, 2001).

Identification ofpotential sponsors. The sport organization must identify
corporations that would be suitable for a sponsorship agreement. Stotlar (2001) indicated
that initial steps would include identifying what companies align with the sport's image
and target market, and whether prospective sponsors have the necessary resources
available to the sport organization. According to Doherty and Murray (2007), it is
important to examine the company's sponsorship and marketing objectives, and what
activities and qualities of a sponsorship agreement it deems important.

Sponsorship proposal. Stotlar (2005) suggested that a sponsorship proposal should
focus on the benefits to the sponsor rather than the needs of the sport organization, and
include the following: (a) the rationale for the corporation to enter into a sponsorship
agreement; (b) a description of the sport organization; (c) the specific demographics of
the participants and spectators; (d) the particular opportunities the sponsor can access
(e.g., signage, product sales, television coverage); (e) the proposed length of the
sponsorship agreement; (f) the type of sponsorship that would be offered; and (g)
estimation of risks to the sponsor.
In addition, if the sport organization is pursuing sponsorship for an event, it should
"indicate current promotions and past results with regard to media coverage, event

43

revenues, organization, and local/national visibility. A proposal should also describe how
the sponsorship would be evaluated (Doherty & Murray, 2007).

Sponsorship plan. A sport organization and a corporation should work together to
develop

c;1,

specific plan that details how their respective objectives may be achieved. The

plan should include the sponsorship activities, timelines, responsibility of the parties, and
evaluation criteria and methods. Once a contract is signed, the sponsorship plan is
implemented and all of the elements executed according to the details of the plan
(Doherty & Murray, 2007).

Sponsorship evaluation. An evaluation is essential to ensure that the sponsor's
needs have been met. It is also essential, however, to ensure that the needs of the sport
organization ar~ being met by the sponsorship. Sport organizations that are able to offer
.

.

evaluation criteria and provide some or all of the evaluation will place themselves at a
competitive advantage (Doherty & Munay, 2007).

Relationship. Sponsorship is also a relational exchange involving a series of
interrelationships and interactions (Buhler, Heffernan, & Hew.son, 2007; Chadwick &
Thwaites, 2006; Farrelly ·& Quester, 2003). The corporations which regarded their
sponsorship agreements as successfully achieved usually make a long-standing
commitment to the sponsorship and incorporate it into their strategic thinking. As a
result, ·the ~ore time and effort ·that is spent building up a coherent, positive image, the
greater beneficial outcome for the corporation {Alexandris et al., 2007). Westberg,
Stavros, and Wilson (2008) suggested that if good communication and commitment has
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been established, then in times of crisis the situation could be dealt with in a more
satisfactory manner in terms of preserving the relationship.
Toma~ini et al. (2004) suggested that athletic departments must view corporate
sponsorship not as a short-term business activity but as a relationship that effectively
➔

benefits both parties in terms of value and business development. It was reported that
administrators met with their sponsors most often between 3 to 6 times annually in
NCAA Division I universities. It was also mentioned that more meetings equate to more
knowledge of corporate partner objectives.
Some researchers reported that sponsorship relationships are now becoming a
closer, longer-term interaction between sport entities and corporate sponsors. They
highlight the resultant tradeoffs and cost considerations associated with sport sponsorship,
as this type of interaction is becoming increasingly complex and more highly scrutinized
by parties involved as well as by key stakeholders (Cousens et al., 2006; Sam et al., 2005).
While a sponsorship might appear attractive in the short-term, it still needs to be set in the
context of a broader marketing communications mix, arid the longer-term development of
a brand or product strategy (Chadwick·& Thwaites, 2004).
Sponsorship in Intercollegiate Sport ·

As collegiate athletic department budgets and resources tighten, new ways to
develop ·and implement programs fostering re~enue-generating potential become
essential. It is even more pronounced when mid and small size schools that field athletic
teams cannot draw on a large fan base to support the rising costs of sports through the
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receipts generated _by sports event ticket pur~hases, memorabilia sales, and television and
radio broadcast income (Long, Thibault, & W?lfe, 2004).

Role ofspqnsorship in intercollegiate athletics. While corporations have been
involved.in collegiate sports since the very first intercollegiate athletic contest, .a rowing
;)

event between Harvard and Yale in 1852, the relationship has escalated with companies
signed sponsorship packages involving the entire athletic department (Ban, McDonald, &
Sutton, 2000). The sponsorship of college sports benefits the sponsors. It helps
companies achieve their promotional goals. Corporations spend millions to gain access to
the fans that follow intercollegiate athletics. Researchers examining the effects of fans'
identification on behavior have found that highly identified fans such as collegiate sport
predicted higher purchasing intention (Zhang et al., 2005).
Collegiate sport sponsorships can be a very effective advertising vehicle. It
provides great opportunities for sponsors to call both regional and national attention to
their products and services. Attendants at collegiate sport events also are significantly
involved in the event. The studentsegment, attending their college team games, is
emotionally involved with the game because their participation in the game is· connected
to b~ilding their identity (Dees et al., 2008).
The collegiate sponsorship package is considered less expensive than that of the
professional sports leagues. Both media coverage and promotional opportunities have
been expanded. However, most collegiate sports departments have been financially
limited in receiving small portions from corporate sponsors (Barr et al., 2000). The
research regarding the top job responsibility for sport marketers showed that 97% of
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college/university sport marketers answered that acquiring sponsors is important and 91 %
answered that achieving sponsor's promotional goals was also important (Barr et al.,
2000). Tomasini et al. (2004) investigated the knowledge base of Division I athletic
department senior marketing administrators regarding their corporate sponsors'
objectives, and r~ported that over 82% of the administrators claimed that they knew their
sponsors' objectives.
Zhang et al. (2005) suggested that athletic departments should focus more on
public relations and sponsoring companies that use the concept of cause-related
marketing because intercollegiate athletics as educational agencies can be an excellent
vehicle to promote cause-related marketing activities. By doing so, companies may
reduce negative images associated with marketing activities (e.g., commercialization). In
tum, sponsoring companies that enhance their brand/company image will attract more
customers over time.
In addition, Title IX's requirements for increased funding for women's athletics
has forced many schools to place a larger emphasis on sponsorships in order to keep
athletic programs properly funded. Therefore, it is imperative that collegiate athletic
administrators take precautionary steps in order to ensure equal attention and benefits are
being provided to both men's and women's teams (Vest & Masterson, 2007). Collegiate
athletic marketing received additional attention as the focus of Title IX compliance
moves from athletic participation to athletic funding. As collegiate athletic departments
continually face cutbacks in funding, it is becoming obvious that marketing and
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sponsorships are a viable mode to assist with the financial pressures of achieving Title IX
compliance (Barr et al., 2000).
Policies and rules of sponsorship in intercollegiate athletics. NCAA rules the

nation's colleges and universities' athletics. The NCAA membership is divided into three
levels, Division I, Division II, and Division III. Under NCAA ·rules, Division I and
Division II schools can offer scholarships to athletes for playing a sport. Many Division
II student-athletes pay for school through a combination of scholarship money, grants,
student loans and employment earnings. Division III schools can not offer any athletic
scholarships. The financing for intercollegiate athletics differs from state to state with
regard to using tax payer funds. In some states, Division I and II athletics are financed in
the institution's budget like other academic departments on campus. In other states such
as Texas, none of the three Division schools can use state funds for their athletics (NCAA,
2010a)
Similar with athletic departments at universities and college, NCAA recruits
sponsors to its program and various activities. Through the NCAA Corporate Champion
and Corporate Partner Program, sponsors gain the right to use the NCAA logos, marks,
designations and championship tickets in advertising and promotions (NCAA, 2010b).
According to NCAA (201 Ob), its sponsors, Corporate Champions and Corporate Partners,
support all 88 NCAA championships, and are granted category exclusivity in regard to
use of NCAA marks for each of the championships except for the Final Four.
Colleges and universities can recruit their own sponsors. However, except for the
Corporate Champions and Corporate Partners, NCAA does not allow other corporations,
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such as athletic sponsors, of any college and university to use its trademarks and
championships marks. The host college or university of each championship can solicit
local commercial involvement, but such corporations could be referred to only as local
contributors to the local organizing committee or local contributor to the host
institution/agency (NCAA, 2010b).
The exclusivity of the Corporate Champion and Corporate Partner Program gives
sponsors the priority to be local contributors. Before initiating a local contributor
program, the host institutions have to get approval from NCAA for its proposal of any
local corporate involvement. The NCAA will determine if the proposal is clearly in
conflict with the exclusivity policy. If the host institution/agency was approached by a
competitor of a Corporate Champion and Corporate Partner with an offer of funds, goods
or.services, the host is to contact the NCAA. Then, NCAA and Columbia Broadcasting
System (CBS) will approach Corporate Champions and Corporate Partners with the ·
opportunity to provide those funds, goods or services. If the Corporate Champion and
Corporate Partner decline the opportunity, the host may be permitted to accept the offer
from the local contributor, even if the contributor is a competitor of a Corporate
Champion and Corporate Partner (NCAA, 201 Ob).

Sponsorship in High School Sport
Although there is a scarcity of literature regarding the financial funding of high
school athletics in the United States, at least in Texas (site of the current study), state
funding and property taxes are the largest sources of revenues for public education. Other
sources such as taxes on personal income, corporation income, and sales income also
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contribute to financing public education. The incidence of demographic change, inflation
and taxation has directly affected state funding of public education. In tum, these forces
have affected the funding for interscholastic athletics as well when scarcity of public
monies arises. The increased costs of public education, as well as, the increased
expectations and the significance given to athletics have created tremendous pressure on
high school administrators to make difficult decisions on how to allocate and obtain the
resources for their athletic programs (Brimley, Garfield, & Burrup, 2001).

Role ofsponsorship in high school athletics. High school athletics has been
historically supported by a mixture of public (e.g., taxes) and private efforts (gate
receipts, concessions, donations, etc.). Title IX requires schools that receive federal funds
to provide equal opportunities for males and females which has also accentuated the
pressure to secure the resources. Therefore, from the financial perspective, Title IX has
been a major driving force that has urged schools to identify new sources of funding to
comply with equal opportunity of participation (Brimley et al., 2001; Stevenson, 2007).
The impact of Title IX has had a direct effect on the budgets of athletic programs.
Some of those areas are equipment and supplies, facilities, coaching availability and
support services (Vest & Masterson, 2007). Although Title IX created and mandated a
legitimate need to offer equal opportunity, it did not establish how to secure the resources
to accomplish that need. It has created a tremendous challenge for school administrators
to secure the needed resources (Stevenson, 2007).
School administrators have pursued diverse strategies of securing additional
resources to balance the budget. Among these, the most cited are participation fees, fund
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raising activities, and acquiring corporate sponsorships (Smith, 2001 ). According the
Government Accountability Office (GAO, 2004), corporate sponsorships and
partnerships with athletic programs represent a popular trend used as a strategy to bring
resources to the school. The need to secure resources through corporate partnerships has
not been limited to athletic programs; schools as a whole have adopted this strategy as a
response for the lack of public dollars allocated to education. However, McFarland
(2002) noted that it is estimated that more than 65% of the corporate partnerships that go
to high schools are connected with athletic activities.
Sponsorships of high school athletics can take different forms. Among the most
cited deals are: scoreboard sponsors, naming rights sales, special corporate events, and
exclusive rights. Scoreboard sponsors involve a business, corporate or retail donors that
agree to pay a determined amounfof money to advertise the company name in the main
school gymnasium or at the football field. This agreement is usually on a yearly basis
with the option of renewal (GAO, 2004; Montano, 1998). Naming rights allow the
company to name an athletic facility the company's name. Contracts usually are
negotiated on a period of time that goes from 10 to 25 years for an amount that goes from
one to two million dollars (GAO, 2004; Popke, 2002).
Morrison ( 1998) indicated that special corporate events may involve a one-day
event like a celebrity golf tournament. The company pays all the costs associated with the
event plus a base fee in exchange for receiving the event's name. Additional revenues
come from fees paid by the event attendees. Finally, exclusive rights involve the right of
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a company to market its products on the school property. The most cited are those
connected with exclusive rights for soda (i.e., Coke or Pepsi).

Policies and rules of sponsorship in high school athletics. According to the report
completed by the GAO in 2000, commercial activities in U.S. public schools have been
increasingly visible during the past decade. Commercial activities include the direct
advertising on school property and indirect advertising, such as corporate sponsorship
and market research. GAO found that local school officials are responsible for making
decisions about commercial activiti~s in the public schools in most states. Only some
states have comprehensive laws, and Texas is one of the states that permits commercially
sponsored high school athletic programs. The visibility, profitability, and type of
commercial activities allowed in public schools vary widely, with high schools having
more commercial activities than middle or elementary schools. Product sales such as soft
drink sales under exclusive contracts and short-term fundraising sales are the most
common types of commercial activity. The most visible examples of direct advertising
appear on the soft drink machines and high school billboards and names of businesses
that have contributed to sports programs.
Despite growing concerns of commercial activities in U.S. schools, GAO (2000)
also noted that: (a) nationwide, only general laws and regulations that apply to all
businesses or that govern school finance usually cover school-based commercial
activities; (b) no single source of information about local school board policies exists, and
policies varied greatly in the districts GAO visited; (c) most visible examples of direct
advertising appeared on soft drink vending machines and high school scoreboards;
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(d) although some high school sports facilities displayed banners and signs with the
names of businesses that had contributed to sports programs, many placed these signs to
acknowledge donations rather than in exchange for them; (e) advertisements were
delivered· through the media in some schools; (f) often the values of school board
members, district officials, and parents determine whether an activity is controversial or
not, rather than the nature of the activity; and (g) because most of the decisions are made
at the local level, varying preferences of local officials result in different levels of
commercial activities across districts and across schools in the same districts.
According to GAO (2000) the commercial activities related to high school athletics
are the direct advertising such as corporate logos on athletic scoreboards and sponsorship
banners in a gymnasium. The most visible prevalent advertisements GAO (2000) found
are soft drink advertisements and corporate names and logos on scoreboards. However,
many of the product promotions and ads in school facilities were displayed in exchange
for free equipment, to thank corporate donors.
Based on the request of Congress, GAO released another report concerning
commercial activities in public schools in 2004. Since GAO reported on commercial
activities in 2000, 13 states have established laws addressing commercial activities in
public schools, and at least 25 states were considering such legislation. Of the states
establishing new laws, 6 established laws affecting market research by addressing the use
of student data for commercial activities. Almost all of the proposed bills target the sale
of food and beverages. Most states considered bills that restrict or ban the sale of
beverages and food of limited nutritional value in schools (GAO, 2004).
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Many states have not enacted legislation concerning commercial activities or have
passed the authority to regulate these activities to local districts, thus allowing district
school boards, superint_endents, or principals to determine the nature and extent of
commercial activities at the local level (GAO, 2004). In Texas, no state law or regulation
has been reported specifically for sport sponsorship in public schools. The state
regulations that would impact corporations on sponsoring high school athletics are the
general laws and policies, such as tobacco and alcohol advertising rules, and Texas
Public School Nutrition Policy. Texas Alcoholic Beverage Code (1993) mandated that:
"no person may erect or maintain a billboard or electric sign in an area or zone where the
sale of alcoholic beverages is prohibited by law" (Sec. 108.56). This regulation prevents
tobacco and alcohol companies from sponsoring athletics in Texas high schools.
The Texas Department of Agriculture (2007) issued the Texas Public School
Nutrition Policy to promote a healthier environment in schools. All Texas public schools
participating in the federal child nutrition program must comply with the nutrition
policies. The policy forced some school districts to move their soft drink machines on
campus to the limited locations that students can not reach, and stopped schools from
benefiting from those companies. The policy affects the schools or districts to sale of soft
drinks under exclusive contracts.
Summary
Sport sponsorships constitute the largest percentage of corporate sponsorships in
.
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North America (IEG, 2009). Sport sponsorship is an exchange between a sport entity and
a corporation (Walliser, 2003). In the exchange relationship, both utilitarian and symbolic
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factors are involved in the decision-making process (Bagozzi, 1975; Zafirovski, 2001).
For continuing an exchange relationship, it is important for both parties to promote and
protect the interests of the other party (Cropanzano & Mitchell, 2005; Walliser, 2003).
The reasons that corporations sponsor sports are dependent on various corporate
.
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priorities, which reflect their marketing objectives and corporate philosophy (Chadwick

& Thwaites, 2004). To attract more sponsors, it is important to know what the sponsor
wants from the sponsorship and the criteria they will consider when evaluating a potential
partnership. Previous researchers have offered a number of criteria that should be
considered before a sponsorship decision is made, such as cost, media exposure, and the
ability to reach a target market (Geng et al., 2002; Ludwig & Karabetsos, 1999; McCook
et al., 1997; Meenaghan, 2001, Walliser, 2003; Westerbeek, 2000).
Most previous studies regarding sport sponsorship were focused on the corporate
perspective. Sport entities, as the other party, also plays an important role in the
'•

sponsorship relationship. In the exchange process, Stotlar (2001) suggested that sport
entities should be well prepared and consider carefully the factors that could affect
recruiting and maintain sponsors. Doherty and Murray (2007) indicated that non-profit
sport organizations need to approach corporate sponsorship as a· strategic alliance, and
must pay attention to the following stages: preparation, identification of potential
.

.

sponsors, sponsorship proposal, sponsorship plan, evaluation, and relationship.
Being identified as a corporate ·sponsor of a local athletic· everit can offer ·
corporations major opportunities in terms of community relations, marketing objectives,
and employee relations (Walker, 1999). Sponsorships of local and grassroots sports could
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help corporations create a sense of identification with their products and further increase
the brand awareness (Miloch & Lambrecht, 2006). In the same way, those who attend in
collegiate and high school sports are significantly involved in the event and have an
intense emotional relationship. (Smolianov & Shilbury, 2005; Tomasini et al., 2004).
However, few researchers have examined the factors which might influence the

.
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sponsorship decision-making process of the local sports such as high school athletics
(Lough & Irwin, 2001; Walker, 1999).
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CHAPTER III
METHOD
Introduction
In order to gather detailed data from corporations that sponsor local athletic
departments, a qualitative approach was used to collect and analyze research data.
Through the use of qualitative data, the researcher was able to explain relationships
between corporate sponsors and local athletic administrators in the sponsorship exchange
process (Amis & Slack, 1999; Marshall & Rossman, 2006). The results of this study
should provide a rich understanding of what is actually happening within each
sponsorship in this local community.
Participants
The purpose of this study was to examine the decision-making process and
procedures in which corporate sponsors engage in the sponsorship exchange process with
the three athletic departments iri a local community. The city is the county seat. In 2010,
its population was over 120,000, and it is estimated that its population will reach 149,000
in 2015. In the 1800s, the city's population increased primarily due to its role as a local
agricultural trade center, and subsequently it became hosfto two universities. Since the
mid 1900s, it has grown as

a result of its proximity to a major metropolitan area.

Currently, the city is home to two state universities, and a growing independent school
district (ISD). In the area, all three athletic departments of the public universities and ISD
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have support from corporations. The city is also home to locally owned businesses,
regional and national headquarters for major corporations, an~ at least five manufacturing
plants.
University A Athletic Program

University A has four campuses and over 13,000 students enrolled. It has five
women's intercollegiate sports: four team sports at the NCAA Division II level compete
in a multistate conference, and a gymnastics team that competes independently at the
national level. There are no intercollegiate sports for men. The university hosts over 35
sport events each year on its home campus. Based on the dollar amount of a sponsorship,
the sport sponsorships at University A are divided into five levels: Platinum, Silver,
Maroon, White, and Restaurant Partner. The sponsors pay up to $5,000 to be a Platinum
sponsor. More than 23 corporations sponsor University A Athletics.
University B Athletic Program

University B is the 4th largest university in its state with over 34,000 students
enrolled. It has five men's and nine women's intercollegiate sports at the NCAA Division
I level. Its athletes play in a multistate conference. The conference has a television
contract with ESPN and ESPNU that allows the conference to receive some national and
regional TV exposure. The highest five levels of its sponsorship are the Platinum,
Diamond, Emerald, Golden, and Silver. The sponsors pay up to $15,000 to be the
members of Platinum level sponsorship. More than 73 corporations sponsor University B
Athletics.
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/SD Athletic Program
According to Texas education agency, the ISD is a fast-growth district; the student
enrollment is increasing by more than 1,000 students annually (information obtained
from local superintendent). The ISD has 20 Elementary Schools, five 1,1iddle Schools and
three large High Schools, and is planning to build another middle school and a new high
school in the next two years. The total student population in 2009-10 was over 20,000.
All three high schools have football teams that have print, radio, and TV coverage. The
high school football playoff games are broadcast live on a local radio station owned by
University B. The ISD athletic department provides three sponsorship level packages and
has 12 sponsors. The price range of the sponsorship is from $2,000 to $12,000.

Criteria for Selection ofParticipants
Interviews were arranged with representatives from the three athletic departments
and their corporate sponsors. The participants from the three schools (i.e., University A
and University B and the ISD) were the athletic directors or the persons assigned by the
athletic directors who were responsible for obtaining and maintaining corporate
sponsorships.
The following criteria were established for choosing the participants of corporate
sponsors:
1. The corporate participants were sponsors in the 2008-09 academic year: In
order to recruit the corporate participants that could provide rich information of
their sponsorship and be able to answer all the interview questions, the
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participating corporations had to have prior sponsorship experience with at
least one of the three athletic departments.
2. Stratified sampling: Stratified sampling ensures that key subpopulations are
selected (Bernard, 2006). In order to attain overall and in-depth detailed
information from corporate sponsors, the corporate participants were selected
from the different sponsorship price ranges of the three athletic departments.
The corporate sponsors of each athletic department were divided into three to
four groups based on the approximate cost of the sponsorship (see Table 1). At
least one corporate sponsor was recruited to participate from each group. All
sponsors of each group were numbered, and the researcher selected at random a
number to decide which corporation of each group should be contacted first. If
the selected sponsor declines to participate, the researcher selected another
I

number from the category. A total of 17 corporate participants were
interviewed.
3. The corporate participants that were responsible for the sponsorship: The
potential participants were the marketing directors, managers, or corporate
personnel that were designated by the corporate sponsors (see Table 2).

60

Table I
Stratified Sample Group

Grou2

University A

Universi~· B

ISD

Platinum Sponsors

Platinum Sponsor

First Level Sponsor

($5,000)

($15,000 and above)

($12,000)

Maroon & Silver Sponsor

Diamond Sponsor

Second Level Sponsor

($2,200- $3,000)

($10,000)

($9,000)

Restaurant & White Sponsor

Emerald Sponsor

Third Level Sponsor

($1,000- $1,250)

($5,000)

($2,000)

2

3

Silver & Golden Sponsor
4
($1,500- $2,500)
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Table 2
Background of Participants
Sponsorship
N Participant
Levee· b
University A
ADA
1

Industry of Corporation

Title

Athletic department

2

SAI

U-A:H

Sports product

3

SA2

Hotel

4

SA3

Hotel

General Manager

5

SA4

Restaurant

Owner

6

SAS

Restaurant

Owner

7

SA6

U-A:H
U-A:H
U-B:L
U-A:M
U-A:M
U-B: L
U-A:M
U-B: L

Athletic Director
National Softball Promotion
Director
Director of Sales & Marketing

Fast Food

District manager

Athletic department
Restaurant
Insurance
Bank
Bank
Restaurant

Deputy Director
Owner
Owner
District Manager
Executive Vice President
General Manager

Restaurant

Owner

Hospital

Director of Marketing

Restaurant

Owner
Athletic Director
Executive Manager
Senior Vice President of
Marketing

University B
ADB
8
SBl
9
10 SB2
11 SB3
12 SB4
13 SBS
14

SB6

15

SB7

16

SB8

U-B: L
U-B: L
U-B: H
U-B: L
U-B:M
ISD: L
U-B: L
U-B: H
U-A:M
U-B: H
U-A:M

ISD
17 ADC
18 SCI

ISO: H

Athletic department
Automobile Dealership

19

ISD: L

Bank

SC2

U-B:H
20 SC3
News/Radio
U-A:H
ISD: L
aU-A: University A; U-B: University B
bH: high level; M: medium level; L: low level

Publisher
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Collection of Data
Qualitative methodology is appropriate for this study to gather detailed data. The
use of multiple sources of evidence is considered a major strength of qualitative data
collection (Yin, 2003). The data in this study came from two different sources, the
representatives from the three local athletic departments and their corporate sponsors.
Interviews

Interviews are useful because they give the participants an opportunity to provide
historical information (Marshall & Rossman, 2006). The data for this study was gathered
by in depth interviews. The interviews included representatives of corporate sponsors and
director or assistant directors of local athletic departments. One representative from each
athletic department and 17 representatives from their corporate sponsors were
interviewed. They were selected based on the established criteria. First, the researcher
contacted each participant via email or telephone and asked them to participate. After
they agreed to participate, the researcher emailed or faxed each participant an informed
consent form (see Appendix A), and set up interview times with the participants.
According to the research questions, two sets of questions were used for the participants:
one for corporate sponsors and one for athletic department administrators (see
Appendixes Band C). Based on the purpose of the study, and research question to be
answered, the questions were developed by the researcher, ~efined with the help ·of the
research advisor, and approved by the dissertation committee. To facilitate the process of
data collection, a ·trained assistant was hir~d to transcribe the interviews.
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All participants. were asked to complete a consent form which included permission
to audio~tape record the interview prior to beginning the interview. Participation in the
study was voluntary, and all participants were reminded that they had the option to
withdraw from the study at any time. All participants were provided a pseudonym. The
code names SA 1, SA2, etc. were assigned to the sponsors and their corporations were
simply identified by industry. The code names A, B, and C were assigned to the three
athletic departments. Only the investigator, research assistant, and his advisor have access
to the tapes and transcriptions. The pseudonym was used in all verbal and written
references as well as interview transcripts, and only corporation type was referred to
when alluding to the corporation itself.
The interviews were audio-taped with the permission of each interviewee and then
transcribed after each interview. During the interviews the researcher took field notes.·
The length of the interview varied from 20 to 60 minutes, which were all conducted at the
informants' office. All audio tapes, written notes, hard copies of the transcriptions, and
the computer diskettes containing the transcription text files were stored in a lo~ked filing
cabinet in the investigator's apartment. The tapes, field note, and transcription diskettes
will be erased and the hard copies of the transcriptions and field note will be shredded
two years after of the completion of the study.

Document Collection
The interview data were supplemented with various documentary sources of
information including field notes. A review of public and internal documents adds
significance to verbal information (Marshall & Rossman, 2006). The documents included
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sponsorship agreements, corporate marketing plans, annual reports, information released
on ·the websites and other documentation provided by both the sponsors and the athletic
administrators. ·
-Data Analysis Procedures
The inductive analysis was used to analyze the data collected in this study. The
inductive analysis allows the resear_cher to identify- patterns in the data by means of
thematic codes (Silverman, 2005). The themes resulting from the coding are the core of
inductive analysis. Through the development of summary themes or categories, inductive
approaches help researcher derive the meaning in qualitative data (Thomas, 2003).
Bernard (2006) and Gibbs (2002) suggested a procedure to identify themes from
qualitative data: (a) to get a sense of the data, (b) to determine its underlying meaning, (c)
to make a list of all emerging themes or to'pics and cluster them together, (d) to assign
codes to the appropriate segments of the text and find new emerging categories and codes,
(e) to categorize and group the related topics, (f) to alphabetize each category and codes,
(g) to assemble the data material for each category, and (h) to recoded the data.
The qualitative data gathered from the interviews and documents were organized
and analyzed·using a qualitative softwar~ package, NVivo 7. According to the eight steps,
the investigator first reflected on each 'interview transcription and document. The
researcher identified several words and linked them to the corresponding interview and
document data in NVivo7 (Gibbs·, 2002). Second, the researcher used the summarizing
,vords identified in step one and develop broad statements that summarized each
interview and document. .These statements were· inserted as memos and linked to the
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corresponding interview and document data in NVivo7. After completing step two for
two or three cases; these themes wete identified as free nodes and were linked to the
corresponding gathered data in NVivo7. Then, to relate the nodes back to the data, the
researcher organized the free nodes into tree nodes in NVivo 7. The next step was to label
each tree node with a summarizing word or phrase and organize the tree nodes so that
each parent tree node could have corresponding child tree nodes in NVivo7. Then, set
NVivo7 to assemble the data material for each category. Next, the researcher reviewed
and analyzed the parent and child tree nodes. Finally, the researcher reorganized the
nodes as necessary. Further, the researcher completed the eight steps three times for each
interview transcription and document in order to capture all emerging themes. After these
steps were completed, the researcher compared the emergent themes from each case
across all of the cases.
Continuous and frequent tracing back to the research questions helped the
researcher to organize and focus the data. In order to aid in the citation of data and to
establish an audit trail, all quotes were cited by their designate symbols (i.e., SAIR). For
instance, quotes were organized based on identified themes and patterns derived from the
review of literature. In addition, new themes and patterns emerged during the data
collection. All quotes were clustered based on uniformity of meaning after being
compared and contrasted. Furthermore, constant reference to, and comparison with, the
reviewed literature aided in clarifying and grounding the results and conclusion. Based on
the meanings of the themes identified, each theme was assigned to answer one of
.
.
research questions.
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Trustworthiness
Like the validity in quantitative research, trustworthiness is us~d by researchers to
show whether a qualitative project is credible. In qualitative research~ credibility,
transferability, dependability, and confirmability are_the criteria used in identifying
trustworthiness (Gray, 2005; Sinkovics, Penz, & Ghauri, 2008).
Credibility is defined as making sure that the viewpoint of the researcher represents
a credible interpretation of the data drawn from the participants (Silverman, 2005). The
data in this study came from two different sources: athletic departments and their
sponsors. The data were collected by interviews and documents provided by
interviewees. The use of multiple data collection strategies and data sources provided a
more complete picture of what was being studied (Sinkovics et al., 2008). A qualified
scholar of qualitative research served as a reviewer to cros·s code and analyze the data to
provide the needed triangulation of the data. As a result, the credibility of this study was
achieved by triangulation of data sources and peer debriefing.
Transferability is concerned with the researcher's responsibility for providing
readers with sufficient information (Merriam, 1998; Silverman, 2005). In this study,
transferability was addressed by explaining the research in detail, so the readers were able
·,

to apply the research to the appropriate area. Dependability focuses on the logical flow of
the process and ensures that the materials are traceable and well documented (Sinkovics
et al., 2008). This study's dependability came from rich quotations of interview data,
in-depth descriptions of the data and purposeful sampling.
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·Finally, confirmability is concerned with objectivity and neutrality. It emphasizes
that the findings of the study could be confirmed by another person conducting the same
study (Gray, 2005; Silverman, 2005). Since confirmability was achieved by ·
demonstrating credibility (Gray, 2005), the same methods used to establish credibility
were used to establish this study's confirmability. ·
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CHAPTER IV
RESULTS
Introduction
This Chapter provides a summary of the data collected and analyzed. The
demography of the 20 participants is followed by the themes associated with the three
research questions of this study. Due to similar information provided for interview
questions reiterated by the participants, analysis was conducted primarily on the basis of
generated themes and not on the interview questions. Nine themes emerged to answer the
three research questions of this study (see Table 3). The nine themes are described
separately in the following sections.
The themes from "I" through "6" including their sub-themes that emerged from the
analysis to answer research question 1: "what are the decision-making process and
procedures used in the sponsorship exchange process bet,veen the athletic administrators
and the corporate sponsors?" The themes under research question 1 are: (1) reasons of
sponsorship are business, philanthropy, and relationships; (2) business objectives are

.

'

important to the sponsorships; (3) each corporation has a unique decision-making process
and procedure; (4) corporations have similar criteria for decision-making; (5) policies of
.

.

the universities and ISD have an impact on recruiting the sponsors; (6) athletic
departments have similar decision-making process and procedures.
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Table 3
Themes and Sub-Themes
Theme

Content

Research Question 1: What are the decision-making process and procedures used in the
sponsorship exchange process between the athletic
administrators and the corporate sponsors?
1
2

3
4

5
6

Reasons of Sponsorship are Business, Philanthropy, and Relationship
Business Objectives are Important to the Sponsorships
Sub-Theme 1: Generating Awareness
Sub-Theme 2: Increasing Sales
Sub-Theme 3: Enhancing Image
Sub-Theme 4: Increasing Community Involvement
Sub-Theme 5: Reach Target Market
Sub-Theme 6: Maintaining Business Relations
Sub-Theme 7: Personal Interest, Sampling, and Competitor
Each Corporation Has a Unique Decision-Making Process and Procedure
Corporations Have Similar Criteria for Decision-Making
Sub-Theme 1: Sales and Return
Sub-Theme 2: Media Coverage
Sub-Theme 3: Scope
.
Sub-Theme 4: Match Target Market
Sub-Theme 5: Price and Budget
Sub-Theme. 6: Relationship
.
Policies of the Universities and ISD Have an Impact on Recruiting Sponsors
Athletic Departments Have Similar Decision-Making Process and Procedures

Research Question 2: In what ways. do corporate sponsors and athletic administrators
differ in .their approach to the exchange process?
7
8

Athletic Departments have to be Active to Recruit Sponsors
Sponsorship Belongs to Mixed Exchange Model

Research Question 3: How do the athletic administrators and their corporate sponsors
evaluate the effectiveness of their sponsorship contract and make
. future decisions regarding sponsors~ipT'
·
9
Most Corporations and Athletic Departments did not Conduct Formal
Evaluations for the Sponsorship
70

The themes "7" and "8" are for question 2: "in what ways do corporate sponsors
and athletic administrators differ in their approach to the· exchange process?" The themes
are: (7) athletic departments have to be active to recruit sponsors; (8) sponsorship belongs
to mixed exchange model. The final theme "9", most corporations and athletic
departments did not conduct formal evaluations for the sponsorship, answers research
question 3: "How do the athletic administrators· and their corporate sponsors evaluate the
effectiveness of their sponsorship contract and make future decisions regarding
sponsorship?"
Description of Participants
In this study, one representative from each athletic department and 17
representatives from their corporate sponsors were interviewed. Six corporate sponsors
.

.

from University A, eight corporate sponsors from University B, and three corporate
sponsors from the ISD were involved. The participants were the representatives of the
three athletic departments including the Athletic Director and Deputy Athletic Directors.
Key informants of their sponsors that were most closely involved with and in sponsorship
agreements were interviewed. Their titles included: Owner, Publisher, Executive Vice
President, Senior Vice President of Marketing, General Manager, Executive Manager,
District Manager, Director of Sales & Marketing, and Promotion Director.
SAlR, SA2R, SBlR, SB2R, SClR, etc. were used to represent the participants of
corporate sponsors, and ADAR, ADBR, ADCR represented the participants from the
three athletic departments. For example, SAlR was the abbreviation for a sponsor of
University A and was the number 1 respondent. SA2R was number 2 respondent of a
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sponsor for University A. ADAR denoted Athletic Director of University A respondent.
When the researcher referred to only the entities themselves, the R (representative) was
omitted from the above identifications (see Table 2).
In _the case of University A, the Athletic Directo~ and six representatives from
corpor~te
The corporate sponsors that participated in this
. sponsors were interviewed.
.
study represented two hotels, three restaurants/fast food, and one sports product
company. The two hotels and one fast food restaurant are local franchises of national
chains. The other two restaurants are independently owned small business in the local
community.
The participants of University B included the Deputy Athletic Director and eight
representatives from their corporate sponsors. The corporate participants were from four
restaurants, two banks, one hospital, and one insurance company. The four restaurants,
insurance company, and one bank are locally owned. The other bank and the hospital
belong to national corporations. For the ISD, the Athletic Director was interviewed. The
three corporate participants are all locally owned businesses and included one automobile
dealer. one bank, and one news company.
Theme 1: Reas~ns of Spon~orship are Business, Philanthropy, and Relationships
The reasons that corporations sponsored the local athletic departments were
threefold: commercial objectives, philanthropy, and personal relationship. Corporations
sponsored the local athletics out of goodwill, but the sponsors also hoped to gain some
return from the sponsorship. Most corporate sponsors indicated they wanted to help local
athletic depa11ments be successful, but also looked for marketing value of the
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sponsorships. The sponsors wanted to be active in the community, and the two
universities and ISD are high visibility. They also thought it was good community service
and goodwill for the community by sponsoring athletics within the local community.
In add.ition, the relationships corporations had established with personnel in locai
athletic departments were critical components to the sponsorship agreement. Decisions
on whether to give support in the sponsorship at local athletic departments were often
based on the personal interest and friendship of the corporate sponsors with members of
athletic departments. When corporations already had a relationship with personnel at
local athletic departments, they were more willing to support their athletics. Furthermore,
the length of the sponsorship did affect the continuance of a sponsorship. If a corporation
has been involved in a local sport sponsor for a number of years, the corporation was
more likely to continue that sponsorship and stay with the local athletic department when
things may not be going well. Sponsors indicated that the trust factor must be established
for a long-term relationship. And the longer the relationship has been in place, the
stronger the tie will become.
Most corporate participants of University A indicated that they were looking at
sponsorship from two points of view. First, collegiate athletic programs especially one
the size of University A needs funds to provide their competitive sports programs, and
sponsors· wanted to help them be successful. Second, from a marketing point of view,
sponsors saw it as another market for exposure in the community. The corporate sponsors
like the fact they also were contributing to the student-athlete's education. If the
sponsorship was not benefiting their business, they thought at least that they were doing
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something of benefit for the university within the local community. SA2R indicated that:
"The main reason to sponsor University A is to increase the number of occupants.
Number two reason is the perception in the community that we are a community player."
They wanted to give back to the local community especially since it was related to
students. SC3R also explained a similar thought:
University A and University B are huge parts of the city. Athletics is a place where
you're going to normally get the most number of people to be watching the
competition. They are big drivers of our economy and so we want to reach out and
help.
Sponsors believed that been able to partner with the athletic department and the
university was not only a good business decision, but gave sponsors a great satisfaction to
be able to do what they do for the university and community. SB6R indicated that: "We
get some advertising and some exposure to the community for what we are doing, but we
want to be a good corporate neighbor." They looked at the sponsorship as marketing and
goodwill. As a sponsor, SB6R has seen their -sponsorship created some opportunities for
people at University A to identify that they were a sponsor and pass that information ·
along to other departments of the university. A lot of business came from the
sponsorship, and there was pride that they were sponsors for athletics. ·sAlR further
explained that University A was initially sponsored out of goodwill. However, if
University A did not put out a product on the field that they could be associated with and
.

.

.

be proud of, then they could not keep that sponsorship.

74

There were similar themes among corporate sponsorship of University B.
However, the corporate sponsors of University B were more focused on marketing value.
SB6R said that: "We just choose to do business with something going on in the
community.'' SB3R indicated that:
The decision goes back to the reason as to whether or not we are going to sponsor
it. It just depends on how much we are going to get out of it. ... It's to help them
pay for the event~ but we are also looking for some type of recognition from the
event.
ADBR also verified that: "Because of the highway visibility that we offer, l?eople want to
buy that regardless of whether or not they are that interested in football or basketball
being successful.''
On the ~ther hand, part of the reasons for· spon·sorships at University B was out of
0

. goodwill. Sponsors indicated that they f~lt a sense 6f ~ommunity re.s ponsibly to interact
with the schools. Part of it was community responsibility and part of it was self interest in
that they wanted t~ grow their business with the entities. SB2R explained that:
Either.pure advertising value from people that see the ad or by participating are
people who are points of interest. They are people that either buy insurance from us
or would prefer us. And then, just about pure feeling about what we're donating to.
When sponsors thought abouttheir sponsorship with an athletic department,

a

certain portion of them were out of goodwill. It may not be the deciding factor, but
sponsors also viewed the sponsorship as a way to give back to the community. It was not
only about making money. SB4R explained that:
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,

.

We do it (sponsorship) because it's good for the school, it's good for the
community .... We want our name to
.

be seen and we want peopie to see that we

.

visibly. support the s·cho.ols. And for us tn be apart of the community, we have to be
out there giving that support.
The re.aso"ri that the corporate p·a rticipants sponsored tSD was more focused on
good~ill. SC2R indicated that their organization: "Is locally owned. All of the owners ·
and all of the share holders live in the communities that we serve. So we want to give
back to the communities that we live in." Sponsors live in the city and their children are
going to go to the schools within the community. They believed that it was important to
make sure that they showed support not only by participating and going to the events, but
also giving financial support. SC3R said: "We try to be good community citizens and
corporate citizens, and again the athletic sponsorships are just one of the things that we
do."
Most sponsors wanted to be active in the community, and universities are high
visibility. It was good community service and goodwill for the corporations to sponsor
university athletics. ADBR indicated that:
University A does not have quite as many avenues for exposures as we do at
University B, and there are a lot of people who simply support because they want
to see University A be successful rather than trying to judge what they get back.
ADCR also indicated that: "It makes them feel good that they are supporting the
schools."
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In addition, the corporate participants have indicated that the relationships they had
established previously with personnel at local athletic departments were critical
components to the sponsorship agreement. SAlR explained that there was hardly any
visibility in Division II and Division I~I, except for local media. As a national
corporation, they usually sponsor top Division I with high ranked teams for the national
visibility. She sponsored University A mainly because she had some personal relationship
there. SA 1R indicated that:
The sponsorship starts with that relationship. Because I have a lot of ways that I
can give money to a lot of different people, so there has to be something that drives
me into the door to listen, and that's personal relationships. And if you want to
build money and sponsorship, you build personal relationship.
SAl sponsored 25 college athletic programs in the country, only two of those were
Division II, two of them were Division III, and the rest were Division I programs. The
sponsorships at the universities at Division II and III were a result of a personal
relationship.
Some corporations explained that their sponsorships basically started with the
relationships with the members of the entities. Corporations were more likely to help
someone they had a strong relationship with. SA 1R also indicated that relationship was
certainly crucial for Division II schools, because they got little media coverage: "The
only people who usually like to give money to Division II are some people like me who
already have a personal relationship with the university." SA4R further explained that in
his case:
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The investment is aboutincrease.sales, but it's also about the relationships that I've
. been able to build with a lot of the folks over there. The softball coach, for example,
eats here 3 or.4 times a week and I get to talk to him about how his team is doing
and I enjoy that and its fun. It .adds to the fellowship of the community.
In addition, the.owner of the restaurant, SA5R, indicated that he had good connections
with both universities. He knew the athletic directors, the assistant athletic directors,
coaches, and several people on the staff. Through a mutual friendship, the sponsorship
evolved and grew into a long standing relationship. Corporate sponsors of University B
also believed that connections between them and the athletic department were important
to initiate the sponsorship. SB 1R indicated that: "We knew a bunch of the coaches in
basketball and football. We also knew the program director and mainly from eating
here." Even for th·e nationwide big corporation (e.g., SB3 ), the relationship with the
organization was a major factor.
Corporate sponsors of the ISD did not mention the personal relationship as a
deciding factor for the sponsorship. They got the information of sponsorship
opportunities from the Chamber of Commerce. They may have known the personnel who
contact them from the ISD athletic department, but they did not consider the relationship
as a deciding factor. The reasons that they sponsor the ISD were based on the marketing
value, out of goodwill, and other connections. SB2R indicated that his brother, co-owner,
had children at the ISD high school. So, "We sort of have to be equal in certain things
between the universities and the 3 high schools."
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ADAR knows that relationship is important for them to ~ecruit sponsors, she said:
\Ve identify people .... Also, I am

~

member of the C~amber ?f Commerce. So, I

get to go to Chamber of Commerce meetings, functions, membership events,
banquets, and that networking. Building relationships and meeting new people,
branches out and so I know the bank presidents at these places and can call on them.
She identified the key business people in the city, and also got leads from the coaches and
sta~fs that were living and working in the community.
The people relationship with corporations was a very important factor that helped
the University A athletic department gain sponsorships. It was also a deciding factor for
sponsoring University B. For the sponsors with the ISD, usually their management people
.

.

who were responsible for their budget may have children playing high school sports at
that point in time. Corporations were more likely to say no to people they have never met
or interacted with before. Both of the ·universities tried to get a connection with potential
sponsors and promote the sponsorship. ADAR and ADBR indicated that some of their
corporate sponsors were people they had personally contacted and established
relationships with, and some corporate sponsors were people that they established
relationship·s with through other departments of their universities. The effort was not only
by the personal relationships of athletic department staff, but also through other
resources. After deciding to sponsor, the interview data indicated that relationship was
.

.

not as important in maintaining the sponsorship as initially. The sponsorship became
more of a business relationship that required tangible returns.

79

Theme 2: Business Objectives are Important to the· Sponsorships
"Even though some sponsors were contributing the money to the 'three athletic .
programs out of goodwill, they also looked at the marketing values that sponsorship ·
could give to them. Corporations used the sponsorship of the local athletics to achieve
their primary objectives of increasing sales and awareness, and enhancing their im~ge. Additional crucial corporate objectives sought through local ··sport sponsorship included
·increasing community involvement, reaching target markets, and maintaining relations.
However, all corporate participants thought the 501 c3 tax write off status of local
athletics was a nice perk. But, it was not a major factor in their decision to be a sponsor.
Corporate sponsorships were a critical revenue source for University A athletic
programs, especially in providing scholarships for student-athletes. However, the
.

.

sponsorship programs were not just beneficial to the athletics programs of the University.
More than 13,000 students and 1,200 faculty ·niembers at University A enabled the
sponsorship to provide a potential vehicle for corporations to reach a unique segment for
.

.

.

.

marketing their product/service. Although University A sports events had little media
coverage, the sponsorship ·packages can provide logo recognition in the arena, media
guides, and website t~ their sponsors. On the other hand, University B had both women
and men sports team at NCAA Division I level, with more than 35,000 students:
Compared to University A, they showed the potential sponsors more benefits if
corporations affiliate with University B. University B was able to provide advertising
signs, a radio network, television broadcasts, and print ads.
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As explained by the ADC, the sponsorship money did not go to the athletic
department ~f the ISD. It went to th~ general fu~d for the scho~l district. The ISD athletic
department got all of its budget from the ISD general fund. Some school districts
basically fund their athletic· departments by signage and play off revenues. In the local
ISD, the School Board funded athletics really well. In addition, the Athletic Director
wanted to stay with the philosophy that athletics is just as important as math, science, and
English, and did not want athletics to be commercializing. The ISD athletic department
only sold marketing signs on a T-bar in the football/soccer stadium for advertising.
The participants strongly believed that the sponsorship of athletic programs within
their local community had the potential to be highly beneficial to both the corporations
and the athletic programs. SBlR said: "The main thing is to get my name out there and to
get more people in here .... It is not like giving to charity or getting involved with the
community .... That's all about the business." SAlR further indicated that: "When a
Promotions Manager gives out money, their goal is to get a return on the investment."
The following section delineates the marketing objectives in detail.
Sub-Theme 1:· Geilerating Awareness
Increasing public awareness and company image was identified as one of the most
.

.

impo'rtant corporate objectives of sports sponsorship. The sponsors looked at the
exposure given to the·corporation in the totality. Companies tried to create the local
image, and let people know that they were in the town. They believed that the exposure
lend creditability to their business, because people knew they were a long term pillar of
the community, and thus were more likely to become a customer. SA6R indicated that:
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'·'The basic spons·orship, from our end, was the exposure of letting the student body
knows thatwe support the· university."
The University B sponsors wanted the advertisements on the big electronic
signboard that they had on the side of the interstate. They wanted to be listed on all the
event materials and whatever was mailed to their p~tential .customers, and at the
basketball court where people can see the name whenever they went to the basketball
game and when the basketball game was on TV. For example, SB3R indicated that: "We
want to get our name and face out as much as possible." SB6R stated that: "At University
B our name is up on the stadium, on the board, so you get the name." SC3R indicated that:
"Obviously there are a lot of people that when they come to those events there is an
opportunity for awareness .... It's always a good opportunity for us to get some exposure
for the newspaper."
.

.

The sponsorships were different advertising opportunities. SA2R said that:
Through having our banner in all of the different facilities~ and the advertisings in
the athletic guides and their websites, people notice the hotel. Especially being new,
even people who have lived in the community for 30 years may not know that there
is a nev/ hotel.
In addition, SA2R used the title of "official hotel of the ADA" to build credibility. That
was a marketing strategy they can use to promote their hotel and .products. SA2R
esp~ciall); wanted more visibility on the website of ADA. SA 1R indicated that it was
important to them' that University A must win the conference, not just playing·. "They
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have to get into the championship because again that's visibility, their name gets put out
there .and then_SAl and. University A becomes one, basically."
_ ~ponsors wante~ to increase local exposure to generate concen~rated awareness
w~thin individual communities. By creating a constant awareness at this level of a
corporation's name, logo, image, etc., corporations gained a substantial advantage over
their competition~ especially when it comes to the word of mouth network. SA2R
indicated that: "A lot of teams, especially when they are in smaller conferences ... word
of mouth is important." SB7R said that: '"Visibility of the athletic program itself is
important to University A because it helps influence the people in terms of supporting it.n
SA3R discussed exposure as being the number one objective why the company
engaged· in sponsorship exchange. He said that: "You have many people coming to town,
and you want to let them know that we are here." However, SA3R believed that the
.

.

signage in the arena was not contributed to their business. They had a signage because it
was part of a package that they liked. Because once visitors were there in the city, they
have already picked out where they want to stay. SA3R wanted the advertising on
University A's website. He indicated that: "If you were a parent and your child was
coming to a basketball game over here and you lived in Alabama, you do not know where
to stay, you open up their.~ebsite and. we're right there."
SB2R believed that the sponsorship

for them was all about exposure. He said that:

"We do .advertise ·some at the f~otb~ll g~mes, ·we do the radio anyways, but we do the
football games some because ofthe.nu·mber of people who co~e to the ball games and
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the size of the University has something to do with it also." SB6R also explained how
they got awareness through the sponsorship:
We cater the media lunches, we cater the coach lunches. They do some of their
press conferences in the restaur~nt," so we get the media exposu~e from it. .'. ..· I
have neighbors wno go to the football game and they ~ill tell me: "hey~ r·saw your
.

'

name up on the board", or people driving down the highway see it.
The sponsorship was another way of investing media dollars, and the sponsor can write
off the sponsorship as goodwill. As a result, it really was another form of advertising and
opening the door to the schools.
When there was a sports event, there were a lot of people in the stadium and its
parking lots. The traffic and the visibility were what sponsors ·wanted. The signages on
the scoreboard or on trash cans were all about exposure. SC 1R indicated that:
We feel like the value is that the individual seeing our name on that campus or in
that stadium. \Ve feel like enough eyes, or we felt like at one time enough eyes see
that. When they get time to buy a car, they may come here.
.
.
Participants from the three athletic departments also agreed that increasing
awareness was a critical corporate objective of their sponsors. ADCR said that name
exposure was about the benefit their sponsors get. ADAR also knew that the sponsorship
can give sponsors the exposure that is value to businesses. She indicated that: "We have
the value of being on our website and the number of hits that our website can get, the
number of people we put in the stands as far as seeing·their logo and their image in the
arena or the soccer field or the softball field."
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ADBR verified the exposure value their athletic program has:
The reality is to be able to gain exposure on the side ofthe highway to 180,000 cars
a day. To gain exposure inside our coliseum puts them in front of any number of
events throughout the year that has nothing to do with athletics. Graduations,
convocations, concerts, band camps, cheerleader camps, you name it, so it's a wide
-demographic they are reaching when they are in that building.
As a result, when ADB sells a sponsorship package, the entity sells the sponsors on
exposure they are going to get on a campus with 35,000 students. ADB can offer an
advertiser enormous affiliation with a wide demographic. Additionally, when they tried
to recruit a sponsor, they were more focus on their part as an advertiser.
Sub-Theme 2: Increasing Sales
Increasing sales was another objective that was mentioned by the majority of ·
participants as an objective in and of itself, and/or the basis for all other objectives. An
increase in sales was the desired result in almost all sponsorship. For example, companies
wished to increase brand awareness because this normally leads to an increase in sales.
Companies targeted a certain market because these individuals purchase their product or
service. The corporate participants strongly believed that the sponsorship o(one or more
of the three athletic departments had the potential to be highly beneficial for their sales.
From a business prospective, everything that sponsors did obviously had got to be
geared toward sales. Most sponsors had the same objective in increasing sales. SA2R and
SA3 R said that their main goal was to get room nights. SA2R indicated that: "The
athletic program is growing, and we looked at it as how can they increase the number of
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rooms occupied on an annual basis." SBlR indicated that: ··My main thing is what I get
out of it, how many customers I get. That's all I care about. And if Id~ not get any out of
it, then I quit dofr1g it.'·' SB8R indicated that: ·'We want co-sp(?nsor, co-branding
opportunities to help with the programs at the school and to intr~duce and continue to put
our product in front of as many people as possible."
Some sponsors tried to get appointed as a vendor for products on the university
campus. SB6R explained that: "If you can start a relationship with a school, it opens
doors for you where you can do more business with the schools whether it's through
catering events or media lunches." Sponsors mentioned that the faculties and students of
the two universities (i.e., University A and UniversityB) were important markets for

them. Corpor~te sponsors associated themselves with the two universities' athletics to
.

.

increase sale·s, because ·their potential consumers, the faculties and students, were there.
.

.

They wanted to participate at the local level where the consumers buy their product.
Froril the interviews, it became evident that the obJective for corporations to become
involved as the sponsors of athletics was because they wanted to increase the sales of
their products or services.

Sub-Theme 3: Enhancing Image
The corpm:ations wanted the public to view them as responsil;le and caring about
the community. The participants in this study showed that this image was a primary
objective for ·corporate sponsorship of locai sport. Sponsors believed that the.
.

..

.

sponsorships lend creditability" to their business. SA6R indicated that:
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They formed a partnership that allowed us to be associated with our name and
· banners and things with athletics. So it was good promotions ·advertising for us to
.. be involved with them, and basically it's almost a name association. ]f people see
· that we are supporting the schools, they support us.
By ·sponsoring the athletic departments ,vithin the local community, companies
tried to create a local image that they were a part of their local community, and make the
consumer more willing to buy their product. For instance, SA2R indicated that: "We
were able to help them and hopefully we can show that we are participating in the
community and hopefully we}ll have some return on that." SA4R said: "I would rather
support the community and hope that in turn they would do the same. And I think that it
works, I think there have been a lot of good things that have happened from our support."
.

.

Corporations wanted to show that they were good community citizens that they were
there to help out when needed. They believed that people are going to spend money with
corporations who were helping out some aspects of educational institutions. It was a
positive correlation.
Some sp·onsors discussed cause-related and similar marketing strategies. In their
view of marketing, it is working if th~y show the potential customers that the company
cares about them and their things. SC2R said: "We want goodwill and public relations.
'A1e want to be a good corporate neighbor .... So that in turn, if something happens and
they are not satisfied with their bank, they will remember that we helped them. So it's a
pa:rtnership_,., She further indicated that they wanted to support athletics, their customers
and families, and be noticed by the people who we.re not their customers. They wanted to
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buqd _the im~ge that they were supporting the community. As a result, if people need the
s~rne kind of product or service, they would remember then:i.
Sponsors looked for the events that fit their brand image. Corporations had images
t~ey wanted to portray. SAlR explai~ed that if a program has great teams, but the
athletes or coaches were getting in tro_ub_le with their university _or in public, t4ey will
pullout the sponsorship, because they did not want to be associated with a negative
image. Furthermore, sponsors tried to establish a good image toward their corporations,
and make the consumer more willing to buy their product.
People, who go to the sports events, see which corporations support the program.
As a result, audiences are more likely to do business with those sponsors. ADAR
indicated that:
Athletics has an outlet to reach a lot of people. It's a feel good situation. Their
association with us is a good branding for them ... _- It's a branding opportunity to
align with us and the positive image we maintain within the community.
The sponsorships gave adve11isement and positive association for the sponsors' business.
As a result, tl~e consumer acquired a positive image of these corporations. In order to be
meaningful to consumers, corporations fried to be·come relevant to them, and the
sponsorships were a good medium. ADCR further verified that: "So many people in the
city come out here .... It makes them feel good that they are supporting the schools.'~
Sponsors wanted people to see that the)~ supported the public schools.
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Sub-Theme 4: Increasing Community Involvement

By ~ponsoring
athletics within the local community,
corporations gained the
.
.
chan~e to. get invqlved in communities and touch consumer~. This function helps
corporations to ac~omplish two o~ their.most important objectives ()f increasing
awareness and enhancing their image; Through the sponsorship, close relationships could
be developed and strengthened between corporations and their consumers. Some
businesses really need a closer touch with the customers. SClR said: "\Ve're hoping our
customers realize we are active in the community, we spend dollars in the community,
and we help out in the community. Customers might and should give us an opportunity to
sell them a car."
Sponsors believed that people in the community will read those programs, and see
their signage at the football field or the baseball field. SC2R expla.ined that: "People will
know that we are committed to the community and in turn when they need a bank or
some financial advice they will come to us because we have sponsored their child or their
school." SC2R further explained that: "It's the number of impressions that you see of our
bank and you get the feel that they are out there in the community and they are
supporting our community."
The following quotes illustrate both the physical and.psychological closeness
corporations wantea to create in order to touch the consumers. SA5R indicated that the
sponsorship helped them get involve in the local community. SA3R also indicated that:
"The hotel did not get involved in the city area very much. So we went to University A
and University B and discussed the possibilities of us helping with their program and us
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getting involved in their programs" SClR said that: "We ~anted to be seen in the
community and wanted to be recognizable. We just felt that was a good spot for people to
see our name and our presence here in to\\-n." In addition, when participants spoke about
physically touching the consumer, they spoke about developing close relationships as
well. SB3R indicated that: "Our number one priority is to take care of our customers and
to take care of our customers you have to take care of your community. You have to be
known by your community and some of those larger organizations."

Sub-Theme 5: Reaching Target Market
Demographics were also the response provided by the participants for why their
companies engaged in the sport sponsorship exchange process. Corporations wanted to
reach their target markets, and local sports events were a good medium for marketing.
SAlR indicated that: "College sports teams are their potential customers. There are more
than 2;000 colleges, so we have 2,000 potential buyers, and so they come into the
stadium and they see our signage." SAlR further indicated that kids and parents who
come watch are potential customers. As a result, it was very important to have a signage
around the stadium.

It was sponsors' desire to partner with the major educational institution in the
various markets. SB8R indicated that:
For many years, the corporate office has targeted college towns, and we believe
very strongly in major educational institutions. We believe in it from a partnering
standpoint, from a marketing standpoint, from a growth and development
standpoint, h's our intent in every ma~ket. If they have an institution of high~r
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learning, we want to be involved there. If it's strictly high schools or private
schools, then we want to be involved there.
Corporations tried to create an environment that potential customers can notice and
find them easily. SA3R explained that:
We would get people that would come in to visit the campt1s, if it be a sports team
or. an event that was coming in for one of the departments. We decided to begin
with athletics since they typically have more people coming to town with all of the
teams and various sports going on. That's usually the largest concentration of
people coming to town.
The participants believed that the parents and faculty were involved in the events held by
the athletic departments. SB2R shared that:
At University B, some of the advertising that we do is for the people that come to
their events. We seem to get more out of participating in the community at
University A. We do a lot of insurance with people we see at University A events
and University A is a great key factor.
The two u~iversities and the ISD are large markets within the.c·ity. The people that
went to sport events gave values to the sponsorships. SC3R indicated that: "It'sjust a
way to reach a different segment of the market.;, Sponsors thought the students and
faculty at University A were their potential consumers. SA6R explained that:
The coimection with the community was very natural because the students were
customers of ours. Through our involvement, we appear to be getting more
customers ·from the uriiversities .... The whole community is rea11y our target, but
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the-univershies and the students make ·a big portion of our business. So we want to
· be able to be associated in any way that we can with them. ·
SB3R also indicated that the students over there at University B viere their target market.
They had the Student ID Visa Check Card, merchant servicing, student loans, and all
types of financial programs. As a result, they had to get their logo out' there in front of
students and ·potential customers.
The sponsorships were opportunities for corporations to have name exposure to
students and faculty. The Athletic Directors knew the value that the sponsorships
provided an opportunity for companies to reach a specific target market. For example,
ADAR indicated that: "Sometimes a new company will call us and say: we're moving
into the city area and we really want to be attached to the athletics department." Sponsors
believed that the students and teachers in the two universities and ISD were their
potential customers. And the visibility they gained from this sponsorship can keep
companies in front of this market, hit this target market, and attract new consumers.

Sub-Theme 6: Maintaining Business Relations
Maintaining relations was a prominent theme in the majority of in-depth interviews.
Since the teachers and students of the three entities were the current and potential

.

.

.

customers of corporate sponsors in this study, they tended to maintain a close relationship
with the two universities and ISD. SA3R indicated that:
More than just an exposure, we wanted the opportunity to find out what groups
would be coming to the campus, what groups would need hotel rooms. Since we're
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selling ho~~l rooms, we need to_ find out vvhat groups are coming in f~om out of
town.
Spons~rs ~anted. to make sure that they maintained the good relationship. with the
universities, bec~use universities are maJor employers in town. SA2R indicated that:
"Being a newpr<?perty, it was important to establis~ relationships throughout the
community .... It's more of an ongoing relationship than just a onetime sponsorship."
Sponsors stated that they needed to maintain the good relationship with the two
universities. SB8R said that: "We want to be considered a partner with them for every
single food opportunity. We do many things with them, and we're open to do more."
SB3R indicated that: "One of the first things I ask when they come with a sponsorship is
do they bank with us." Sometimes, even· more important than the business relationship
itself was the notion of partnership between the athletic department and the sponsors.
ADAR verified that:
Another reason that people ·want to align with.us is.that someti~es they have an
· attachment to the university.

They put money into the university on the academic

side. But because we have student-athletes who get injured and they want us to use
'

I

•

.,

'

their hospital, so we will do a trade agreement or some time of "in kind" agreement
· or a "preferred discount provider" arrangement. · · · ·
Within: the business relatio~ships, the athletic departments sent business to their
.
.
sponsors. For example, restaurants liked to be sponsor because the sport teams or the
'

a

departmehts were going to eat at their restaurants. When athletic dep~rtments had
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meetings, they ordered lunch at one of their sponsors to send business to their facilities.
That was another major reason why they want to be sponsors.
Sub-T_heme 7: Personal ln.terest, Sampling, and Competitor

Oth~r theme~ mentioned by the participant.s including personal.interest, sampling,
and competitor. Sometimes, sponsors supported an entity just because of their personal
interest. This has been identified in previous quotes. Maybe a CEO's children play for the
football team at University B, so he is going to support University B athletics. If his son
is a player in high school, he is going to sponsor the ISD. SB8R indicated that: "The
factor is that I have a passion for education and have been involved in many schools and
boards and that sort of thing. So, it is also a personal interest to me."
Some sponsors wanted the ability to provide samples at the events they sponsored.
SBlR indicated that they handed out flyers and coupons to the audience. They also did
free sampling so people can get a taste of what they had. A lot of the coupons came back
and they got a nice response for that. SB6R indicated that by giving out free samples as
part of their sponsorship package~ they were allowed to touch their potential customers.
SB lR said that: "If they allow me to put coupons or something in to hand out to everyone
who attends, then we sponsor the ·event." SB 1R further stated that:

If after any of the basketball or football games they know what the· score is, that's
what their discount is. It does not matter if we win or not, it's based on the score of
how many points we actually scored. And so as soon as the game is over, we get
slammed with 30 or 40 people, and they all know the score and they all have their
green on. Then we know it's been effective.
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Corporations also looked at sponsorship as how can they get an edge over the
competitors and get more business than the others. SAlR said that Division I was
hounded by manufacturers in the top 25. There were different
companies with bats and
.
.

helmet gear and they all tried to crowd in and get those teams. As a result, they all battled
over who is going to get the sponsorship. SA2R indicated that: "You may have a situation
where you have another hotel that will out bid us. They may come back and say: you
wanted x amount of complimentary rooms, we're going to double that."
All corporate participants thought the 501c3 tax write off status of sponsorships
was a nice perk, but it was not a major factor in their decision to be a sponsor. What they
want was to get more exposure and customers. SB3R said that: "We do get certain tax
advantages for it, but I wouldn't say that that is a deciding factor." SB6R indicated that:
"No. It does not influence my decision at all. I would rather have a good relationship with
a school to use our product and have some of them come over here. The tax ramification
has zero impact on my decisions." SClR indicated that: "We have plenty of tax write
offs .... \Ve never take that into consideration. If it's a benefit, it's just a plus to the deal,
but we never make a decision based on tax write off."

.

.

.

Theme 3: Each Corporation Has a Unique Decision-Making Process and Procedure
Identifying the corporate decision-making process is impo1iant for sp.orts
organizations desiring sponsorship. A major theme to emerge from the interviews was
that the size of the sponsorship agreement determined how the decision-making process
would be conducted. SB6R indicated that: "Some of the· smaller ones would be at the
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store level. Like for a child's baseball team, they can do that at the store level. But
anything over that comes to me."
SC2R indicated that regarding supporting ISD athletics: "Some of the big things
like the score boards, the athletic department and director will contact us and ask if we
want, because those are thousands of dollars, it's a big sponsorship .... We put the
money in the budget." Additionally, she shared that: "We have x-number of dollars per
school that we put in, and when parents call for such things as club's needs, we are able
to support them with advertisements which help our bank." For the independently owned
restaurants in the local community, the final decision-maker for the sponsorship was the
owner. SA6R indicated that: "I make the final decision. There is a larger corporation, but
there are individual franchisees like myself. So we make our own budgetary decisions so
the buck really stops with me as the owner." SB3R indicated that: "It depends of the level
of sponsorship .... Within our organization and our organizational charge, we all have
certain authority levels of which we can approve. Of course the higher the request, the
higher the authority level goes."

·

In order for local sports organizations to procure corporate sponsors·, they must
know how the corporate decision-making process works, ·and who to speak to at the
different levels within different corporations. SB8R indicated that: "It is director of
operations and he is a part of every bit of marketing. Of course, I'm involved in all the
final decisions." SA2R indicated that some of the sponsorships were determined from
their corporate office:

96

We would work up a suggested proposal. ~ would take it back to my general
manager and she would have the okay or final say if there is something like
complementary room nights. If there is any exchange of money then that would
need to go to our corporate offices just for the final okay. But for the most part it
would be our decision here at the local level.
SC3R explained that their Marketing Director took care of most of sponsorship
decisions and worked directly with the representatives of the schools to help put the ads
together. SAlR confirmed the point. She indicated that there were many staff responsible
for marketing in their company. She m.ade the list of who they wanted to sponsor and
reported to a vice president of promotions and marketing. The main concern of the vice
president was to make sure the budget met the bottom line. However, it was· basically the
director's decision to make the sponsorship list and budget.
Some corporations had a marketing team to make the sponsorship plans and
budget. A marketing team made the list and recori1.mended to higher management such as
General Manager or CEO. SClR indicated that: "We have a marketing lady, but we
really make all those decision·s as a· group as a management group. CEO has the final say,
but he basically lets us ·make the decisions, and it works out very good.'~ SB7R indicated
that: "Our CEO will feel a lot more comfortable ,vith where the dollars are going, but this
department will make the recommendation arid we' 11 sit down and talk about the pros and
cons and with our financial people too. We'll include them in on the process."
The size of a corporation also had an impact on how the decision-making process
was conducted. For example, the price of University A sponsorship was not high. The
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highest level, Platinum Sponsor, was $5,000 for a one-year contract. The expense was not
much for a multimillion dollar company. For the big corporation that has more than 100
employees in the city, the decision-maker was the marketing director. For the locally
owned restaurants, or the corporation that has many chain offices in US but have less
than 10 employees in a local office, the decision-maker was the local office owner.
Most big corporations created their budget for sponsorship at the beginning of the
year. Once that budget was set, there were only a few dollars of miscellaneous funds.
SC3R indicated that: "We have a marketing director, and she works with me to have a
budget approved for the year and then she operates off of her budget for all of the
sponsorships that we do." The local store within the community also had the key opinions
over the sponsorship. SB8R indicated that their corporation utilized a similar procedure
described by SC3R:
It's up to the individual store management t~am to detennine what sort of funding
is available .... each year we have undergone kind of a basic agreement, and that is
in the contra] of the general manager on site and work with the request and provide.
The representatives of athletic departments in this study gen~rally· brought the
sponsorship package proposals to the corporations' Directors of Operations who then
'

'

formulated the sponsorship plan, and then went to the General Manager on site. The
corporate office was where the final decision was made.
The size of most sponsorships in this study was not big, the sponsorship
"

:

.

agreements did not have to be approved by the corporation main office or higher level
'

.

management. The decisions were made by the local office. For the independently owned
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restaurants in the local community, the final decision-maker for the sponsorship was the
owners. ADAR further explained: "It depends on the company. Like a small restaurant,
you go right to the owner; the banks typically they have a marketing person handles their
marketing and their budget." Generally, large corporations had about a dozen regional

..

'
I

offices nationwide. It was through these offices that these corporate representatives
arranged their sponsorships and signed the contracts. These regional managers had
complete decision-making power regarding local sport sponsorship.
Theme 4: Corporations Have Similar Criteria for Decision-Making
Some specific criteria that the corporations used in determining their sport
sponsorships, included sales, media coverage, size of an event, target market, relationship,
and price. In this study, participants indicated some questions that usually served as
criteria: what is their marketing budget allov\-~, what would be the benefit, what would
they get out of it?
ADAR indicated that: "\Ve come up with a basic template to use. Things we can
offer: media exposure, signage, PA announcements, tickets> things like that. But we can
totally customize a package." She said that their departmeni could customize the

.

.

sponsorship package to fit sponsors' need, but most corporations wanted to use a standard
package. ADBR ·explained that:
I'll show them examples of advertising signs, I'll explain our radio network,
television, and print ads. And then we sit down and come up with the marketing
mix that they want. So those are examples of how a sponsorship package would be
put together.
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The athletic departments tried to find out what sponsors want and then, they designed a
package around that.
Sub-Theme 1: Sales and Return

Most participants considered increasing sales as major criterion for sponsoring
sports. SA2R thought that if the sponsorship is not going to have any potential for
overnight rooms, then she may not be interested:
They (University A) are trying to raise money, but is it really going to bring us any
room nights? If the answer is no, then we probably wouldn't even consider it. So it
would have to be when we are getting some overnight guest into town and utilizing
our hotel. That would be our main criteria.
Ultimately what has to happen was the sponsorship has to have enough return.
SA3R indicated that: "For that dollar that we spend, how much are we going to get back?
So we look at that every time that we spend money." SB6R said that: "If I had more
University A students in here and we were advertising over there (University B), I would
pull those dollars and put it over here at University A." If the sales of those sponsors
continue to climb and they see more students and faculty from the schools, sponsors
would be more inclined to continue the sponsorship relationship and move up a
sponsorship level.
Sub-Theme 2: A1edia Coverage

Media opportunities were also important for sport sponsorship. In this study,
participants indicted it as a deciding factor. University B gave sponsors media exposure,
particular during the football season because they have a football team. SB3R indicated
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that: "Name recognition is a big factor, whether it's on the stadium, or on the score board,
or on the field, or in the football program flyer." SClR indicated that: "Our biggest
commitment with University Bis with football and basketball and primarily foo~~all
because _we've put a lot of trash cans (with SCl 's logo) out there, permanent trash cans
that we feel like that's good exposure.:'
As a national corporation, SB3 not only focused on local community exposure, but
like: "The stadium, with my logo on the outside of the stadium. There are thousands of
people that pass through that intersection every day. I wouldn't say that we target just the
faculty, staff, and the students." Sponsors wanted to get more exposure. SAlR indicated
that:
The criteria for Division I top· 25 is not always getting to the play offs every time,
but it has to be, I want them at the World Series as much as they can be .... I'm
spending money of people that maybe kids will see on TV or at championships,
and see that they are wearing the logo of our company, arid they will go to the store
and say I want to wear what Baylor wears or I want to wear what Texas wears.

Sub-Theme 3: Scope
Corporations cared about how many people will go to the events they sponsored
and how many times they could have the opportunity to create an impression on its
.

'

consumers. The higher the numbers, the greater the potential for consumers to recognize
their images. SB6R indicated that: "We decided on the football program because it had
the greatest attendance .... We couldn't afford to support the basketball program because
the attendance is so much lower than football." Participants identified scope to be one of
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the most important criterion corporations considered in whether or not to sponsor the
athletic departments. SC3R indicated that: "Obviously University B, with the men~s .
sports, they have bigger audiences than what University A has."
.. Sponsors got more exposure .from football because more people were watching and
it got more people in the stadium. University A was not a university with a very high
profile athletic department. As a result, they generally did not attract large audiences. The
attendants at their basketball games probably would be less than a local boy's high school
basketball game. And this fact brings up the question was the scope of the sports events
big enough to garner corporate sponsorship. Sponsors needed exposure. If an event can
not reach a broad scope of audience at the site itse]f, TV or other forms of extended
.

.

media coverage became more important to sponsors.

Sub-Theme 4: lvfatch Target Market
The corporate participants believed that the audiences of the local sports events
matche·d their target markets. Their signage must show up at the campuses and stadiums,
because their potential customers were there. The participants believed that having
common audiences for the three sport entities involved was one of the most important
crite~i~ in local sport sponsorship. Sponsors wanted to reach their ta~get markets. As a
result, the'y selected the location of spo11s entities near to them and within their market
area. They tried to be invol~ed in those areas. SC3R indicated that: "The majo~ity ofthe
.

'

people are either students or the community based fans, and that would be part ofour
target audience that we would want to reach."
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The faculty members and students were the target market that sponsors ,vanted to
hit.SB7R also explained:·"They are major employers in town. They do have a lot of
people that have health care insurance. That is one of major plans the hospital wants.
They in tum come here." Sponsors cared about the actual people on the ·site were the
people they want to hit. ADAR also clarified that the faculty.and students as a specific
market that University A had. She said: "We have a lot of faculty, commuter students,
and resident students. We also host high school events, junior college events, and little
kids events. So, those people they come to these events, they are going see our sponsors."
Sub-Theme 5: Price and Budget

The budget for sponsorship in each corporation was limited. SA2R said that: "He
must first ask himself a question: What's it going to cost us?" SA3R indicated that:
"Price has something to do with it. If we put an amount out there what return on that
investment can we get? ·That's what our owners want to know.'' The price of sponsorship
was especially a crucial criterion for a small business or a local office of corporation
chains. SA4R explained: "Thous·ands of dollars makes quite a difference. We just did not
feel like we got that much more after the next level sponsorship." SA5R shared that: "A
billboard might help me, but paying $1 ,'800 a month and signing a 12-month agreement,

a

thaf s lot of money." Athletic Department A also knew the prices of sponsorship
packages were an important consideration for corporations. As a result, Athletic
Department A set a lower price than the sponsorship packages of Athletic Department B
in.the same·~ity. ADAR explained: "We do,.not out price the University B. I think ·our
value is very good, but we have not gone up in price."
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In addition, the economic situation has decreased some corporations' revenue, and
directly impacted corporations on making the sponsorship decision. SA 1R indicated that
SA 1 has been hit by the economic situation. As a result, they have cut a little out of their
sponsorship budget. Although SA 1 will still continue the sponsorship relationship with
University A, they will not be able to upgrade the sponsorship level in the future. Athletic
departments are going to experience some more challenges in .continuing and recruiting
sponsorships. ADBR verified that the economic situation had an impact and some
sponsors have pulled back. In the situation, he indicated that smaller sponsorship
packages will play a more important role then the bigger ones, because several hundred
and thousands of dollars impact small businesses' decision. However, in a recession, one
of the areas that tend to do well was higher education. Corporations indicated that they
were excited about the growth that the universities and ISD continue to have. They
wanted to be affiliated with the teachers and students who also were their potential
customers in the city.

Sub-Theme 6: Relationship
The relationships corporations established with their sponsorship partners were a
critical component to the sponsorship agreements. The relationship between sports
entities arid corporate sponsors may not be so crucial in sponsorships of nationwide level
sports. However, relationship was an important criterion in the sponsorships of local
sports. SAlR indicated that: "I can go to a thousand games, why am I going to this
game .... It's because I have a personal contact, relationship with you. That drives me to
want to give."
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Corporations were moreinclin~d to help friends before they help a random
stranger. The personal relationships also made the sponsorships a lot easier to move up a
financial level of sponsorship for the next agreement. -SB7R explained that:
That (fri~ndship) is a big part of.our exchange relationship with University A and I
think it kind of moved from there to other types of sponsorships. I know that our
administrators have worked with advisory boards at both University Band
University A in some kind of a position over a number of years.
SA4R also indicated that she wanted to ·sponsor University A mainly because of her
connection with them.
As the initial goals (i.e., media coverage, increased sales) of the sponsorship were
met, corporations looked to satisfy additional goals in the subsequent years of
sponsorship. SC IR indicated that: "With the athletic department, we do not just have a
working relationship, but a friendship. You know we·re friends." If a person from an
athletic department the sponsor did not know made the initial contact for a contract
agreement, the sponsor was very likely to say no. As a result, both universities tried to
establish connections and relationships with local corporations through resources both
inside arid outside the universities.
Theme 5: Policies of the Universities and ISD Have an Impact on
Recruiting Sponsors
The policy of a university ·and ISD or state law always had an effect on how
athletic departments seek sponsorships for their athletic department. ADA needed to
work with the Office of Institutional Development at University A. ADAR explained that:
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We always have to work with the Office of Institutional Development. I can~t go
approach anybody without the approval of them because the university as a whole
is also trying to raise money for scholarships and other endowments and interests
and so you can't have the athletics department coming over here and asking bank
ABC asking for a $5,000 sponsorship when the university is also over here saying
"can you fund this endowment?" So we work together and that's how we always
identify new people.
Universities also had to follow the regulations made by NCAA. ADBR indicated
that:
The University or NCAA policies that affect our sales efforts are generally based
on issues of product exclusivity, as in the case of Coca Cola being the only soft
drink allowed on campus by virtue of the pouring rights contract. And anything
that might violate federal tax laws, a trade agreement for housing, for instance, or
anything that would be ·considered an "added benefit" to student-athletes, per
NCAA rules.
ADCR indicated that there was not a written policy for how they recruit for the
sponsors. But before they did anything to finalize the contracts, the legal attorney for the
school district reviewed all items before they would sign the contracts. He indicated that:
"State iaw prohibits public school districts from using tobacco, alcohol, fire arms as
advertisers." Another state policy prohibited public school districts to have soft drink
machines on· their campus. ADCR formulated a 3.4 million dollar sponsorship contract
with Coca-Cola for the ISD several years ago. It was a 15-year contract, and Coca-Cola
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could have their Coke machines in the schools and in the cafeterias. Then the State of
Texas passed ·a policy that outlawed soft drink machines in the public school cafeterias.
That contract was still partially active. They still had soft drink machines in teacher
lounges and selected other piaces not available to students. However, they had to take the
coke machines out of the cafeterias. As a result, the ISD does not get as much money as
they use to from the initial agreement.
Another key point to the ISD was that the funds that came in from sport
sponsorships did not go to the athletic department. They went to the general fund for the
school district. ADC got its entire budget directly from the school district general fund.
As a result, they did not have the pressure of recruiting sponsors to fund its athletics.
ADCR said: "\Ve have plenty of funding. Our school board funds athletics really well."
ADCR knew some school districts that basically funded their athletic department by
signage and play off revenues. But he did not want their athletic budget connected with
corporate funding. In this way, he thought their budget would be more stable when the
economy goes down and they do not have much signage money. It would great if the
sponsorship money is an addition to the athletic department, but he preferred for athletics
to be apart of education ·in the budget like everything else. ADCR indicated that:
I've had people want to sell signs in the stadium, to put on the wall and I do not
want to do that. But other tha~ ·scoreboa~ds, we do not solicit much corporate

·

funding. I want to stay with the philosophy that athletics 'is important just like math,
science, and English. We do not ask for corporate funding for niath so why do we
ask corporate funding for athletics?
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The administrators' philosophy of the two·uniyersities and ISDindeed affected the
sponsorship decision. ADAR indicated that:
We have.a philosophy of not aligning ourselves with alcoholic or·tobacco sales
products, ·or any vendors that would sell that. I am open to working vvith a beer or
alcohol distributor if they want to market an educational message. "Do not drink
and drive," or "Friends do not let friends drive drunk,'. or some sort of educational
message~ but not just a beer add or a tobacco add, we do not align ourselves with
that.
Theme 6: Athletic Departments Have Similar Decision-Making Process and Procedures
Unlike corporations that each of them had unique decision.:.making process and
procedures, the three athletic departments were very similar in how they made decisions
and how the sponsorships were approved. In most situations, staffs of the athletic
departments tried to find the potential sponsors, and contacted them if they were
interesting iri sponsorship opportunities. Athletic departments usually had standard
sponsorship packages ·with different levels of benefit and· price. If corporations were not
satisfied with those, the athletic department~ can customize a package fo~ them: The
.
.
marketing staff of the athletic departments needed to make sure the content of a
sponsorship agreement clearly stated what the corporation and the school have agreed to
sign. The decision was usu~lly made by the Athletic Directors. The ag~eement had to be
.

.

..

approved by legal counsels, and signed ·by the Athletic Director or a person in a higher
position such as a Vice President. 'For example, ADAR indicated that:
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I have _the ~inal say if this (sponsors~ip agreement) is yes, this is a sponsor we want
· to part!}er with. Our Assistant}\thl_etic Director for Marketing a11d Operations will
more than likely be the person who generates
the contract~ who makes the deal,
.
.

works with me, we'll work together, he'll identify·the. newpeople, come to me and
. we'll h~ve discussions .... Whe~ we come to an agreement after a meeting, we
have a list of what the sponsor gets and what we get. We have a contract that is
written up that has been approved by our General Council. It is signed by the
Director of Athletics and signed by a Vice President.
The Director of the Athletic Department made most of the sponsorship decisions,
and the procedure for renewing contracts could be simplified. ADBR also indicated that:
Only the Athletic Director, the Deputy Athletic Director, and the Associate
Athietic Director for Finance have authority to sign contracts. Straight renewals
generally can be re-entered into due to language stipulated in the original
agreement. We make it a rule to run contracts that have a value o'V·er $5,000 be
reviewed by our General Counsel, especially it is a brand new agreement. We
make sure that the Office of General Counsel and the University's Vice Presid~nt
for Finance has seen and approved any major contracts as a point'of protocol.
Similar with the procedure used in the two universities, a legal counsel ofthe ISD
had to review the· contract content. ADCR indicated that:
I can write a contract, then our legal counsel reviews it to make sure it's okay.
Then our seven-person board of trustees (elected to the school board). approves all
contracts. So they have to approve the signing of it and then they sign off.
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Athletic departments had to _cooperate with other departments ill: their universities
or ISD. ADAR indicated that:
We
have two copies and that
.
. is. mailed with a letter to the sponsor and they sign
both copies, ~eep one, and mail that back. And that'~ logged into our system as
when their benefits start and how we're going to get the signage, t}:le logos, if there
is a payment plan involved, or if they are going to pay us all in one sum. So we
have cooperated sponsorship contract that has already been approved that we can
modify with th~ benefits according to what the sponsorship is going to entail.
Usually, the sponsorship contract was in triplicate. The athletic department kept one, and
one for their sponsors. The other one was for the ticket office and other departments
involved in a sponsorship, because the work needed to be coordinated and budgets
needed to be separated.
Theme 7: Athletic Departments have to be Active to Recruit Sponsors
Within the city, corporations had many choices to decide where to put their
.

.

sponsorship money. Usually, the sport entities played a more active role to recruit their
sponsors. SA4R indicated that: "The Athletic Director called me and came in and she
gave me a very formal booklet on corporate sponsorship a~d I liked how it read and what
was involved and we made a 3-year commitment." SASR explained that: "Somebody
said hey, would you want to be a part of the program and do some trade out or
sponsorship."
.

. ..

The three athletic departments had to contact their potential sponsors to promote
the sponsorship programs. ADBR indicated that:
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Personal contact at events is the key way we communicate with sponsors. We also
draw upon involvement in community-driven efforts, i.e. Chamber of Commerce,
Denton Benefit League, etc. Phone, e-mail and written correspondence·also come
into play.
However, sometimes some corporations contacted the athletic depaitments to initiate the
sponsorship relationship such as SB5. ADAR indicated that: "Sometimes a sponsor will
call us. A new company will call us and say: We're moving into the city area and we
really want to be attached to the athletics department."
Participants from the athletic departments mentioned several ways they recruited
their sponsors. ADA identified people who currently sponsor athletics in the city. As an
athletic department of a NCAA Division II level university, ADAR looked at who
sponsored the other athletic departments, which is a NCAA Division I, and ISD within
the community. Then the department contacted the potential sponsor. ADA also got help
from other departments on campus to find new sponsors. However, most of the contacts
they had came from their own involvement with the business community in the city.
ADBR also verified this fact. Because of his involvement in a high level of the Chamber
of Commerce, he knew who is·coming to town and who had contacts with businesses
througho.ut the metroplex. And most of the sponsors that they get, even if a corporation
was a national brand company, the contact has been fairly local. For instance, SB3 is a
huge nation wide bank, but the contacts rerriafo with the people who work in the city. ·
Compared to University A, University B had more ability to attract sponsors. Their
sport events attracted more audience and.had more media exposure. However, usually
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ADB personnel still had to go out and ma~e_ contacts and set up an appointment. ADBR
indicated that: "I will bring potential sponsors up here ~nd I'll show them examples of
advertising sig~s. I'll explain our radio network. I'll talk to them about television, print
ads. And the!1 we sit 4own and come up with the marketi~g ~ix that they want."
Marketing personnel from ADB set up an appointment and meet the potential sponsors at
the stadium. As a result, potential sponsors can walk and loo~ at the signs and everything
ADB has.
In addition, ADBR believed that the new football stadium that University B was
planning to build provided more opportunities for them to recruit more sponsors. ADBR
said that:
I think what will enable us to sell more and better sponsorships is a new football
stadium .... There· is only so much you can do with an old stadium, but a brand
new stadium opens up a whole new set of opportunities for greater attendance
which means the signage is worth more ... . A. new stadium offers· us naming right
opportunities to go out and sell.
.

'

'

ADC also recruited new sponsors through the Chamber of Commerce or contacts
that they had in the community. However, ADC did not have to make a lot of effort to
recruit or keep ·the sponsors. ADCR indicated th.at:
We send out renewal letters ... say: '~do you want to renew your sign for next year?
If you do, you pay the annual fee." Someone may send the letter back saying "no,

we're not going re-do it." Then I go back to the newspaper and say: "I have a spot
op.en."
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Hefurt}'.ler explained: "Usually here in the city, we do not have trouble selling the spots,
people want to come ·out hem. You have all three high schools play here, so· it's a pretty
good advertising deal to come out here."
Theme 8: Sponsorship Belongs to Mixed Exchange Model
Exchange theory can be applied to corporate objectives and reasons

for sponsoring

the three athletic depattments within the local community. Utilitarian exchange model
can explain the part when corporations considered marketing effects; they hoped to get
some benefits, such as generating awareness, from the sponsorship; And they evaluated
annually or every three years to see whether the objectives were met. If the objectives
were achieved, no doubt they continued the sponsorship relationship because they got the
rewards they expected. SA4R indicated that: "The relationships that were built through
the p~rtnership continue to allow people at the .universities to say g~eat things ab~ut SA4
and encourage people to go to SA4."
SA5R said that: "They will put my name on the board and they will tell the schools
that are visitirtg them, if you are going to .go·out arid eat, this is ·one of our paiiners."
Sponsors wanted a return on their investment. SC2R also da1med that:

We do not just throw the money out there. Through our due diligence and
· depending on what type of awareness we get at the game. Whether we are p~inted
in the media booklet or they announc~ us during the game, or we g·et a banner on
the sigri. \J\'e almost foei like we~re buyi1ig something, then ,ve will continue to do
that.
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Corporations usually wanted more from the sponsorship than the money they pay for it.
.

.~

'

SA2R stated that:

If there is x _number of ~dvertising spots, what we do is we figure up what that
value would be to us and we look at how many possible complementary room
nights we give that they could use to build into their packages. Hopefuliy what we
are getting is more than what we are giving.
Some corporations considered both marketing value and philanthropy. SAlR stated:
"Giving back and getting was a two way street, and everything they gave me I would
give them back two fold." SA 1R explained:
In Division II, if you give them money they are very thankful of that and therefore
they have a tendency to talk about your company when they are at camps or talk to
other coaches about your stuff and therefore those other coaches will want to buy
and other kids wm ·want to buy and that is ·a return on my money.
Sponsors thought that the level of sponsorship in which they ,vere involved was an ·
opportunity to get exposure as well as contribute back to the university and community.
Some sponsors· of the three athletic departments also wanted to be "good guys." If
the marketing objectives were not being met, they may still renew the sponsorship ·
contracts, because they supported the athletics out of go.odwill. If the .·sponsors were
thinking about philanthropy, they would not expect returns from the sponsorships. The
goodwill behavior may contribute to a good reputation, but not necessarily. As a result,
the spon·sors did not usually exchange money for something tangible. This was the other
part that symbolic exchange and mixed exchange can explain. SB5R indicated that:
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They have put a small sign, but it's not a major factor. We want to be able to give.
If something is given to us in return then great, but we have done plenty of

donations and charity .... That's just who we are. It feels good giving back. It's
not really a this for that, if they give something back then good, if not that's okay
because we' re still giving.
There were three athletic departments with the local community. It was difficult for
some corporations to decide which athletic program they wanted to support instead of
others. Most corporations considered marketing value, people relationships, and social
pressure as the deciding factors for their sponsorship in the community. Some
corporations wanted to satisfy everyone. They did not want to just pick a favorite. SB5R
further indicated that: "I know a lot of stores look for a certain type. We accept
everybody. That's why I say it's harder for us to pick which program we want to go with
because we do not go after a certain one."
When corporations thought about philanthropy, they intended to satisfy most
entities within the community.SC2R indicated that:
We are committed to participating in the communities where we live and work. ...
If

we are going to go to school, church, and grocery shop with everyone, we want

to help support their causes as much as we·can. It's a lot of money, but as much as
we can .... We do a minimal amount with University A, University B, and the ISD.
Some current sponsors tried to support all the three athletic departments. SC3R indicated
th~t: "\Vhat we do for one we do for the· others, I think it's really important that we try to
sponsor all."
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However, with limited budgets, most corporations were not able to sponsor every
entity. Among the three athletic departments, some corporations selected a· specific one or
two based on marketing value. SA3R repeated that: "Y1/e put out money wherever we
think we're going to get the best return, so ,ve do not do ·anything with the ISD .... It ·
does not mean there is no potential out there (ISD), but there is more potential from the
two universities." SA3 'invested its efforts and money in University A and University B
where SA3 got more return from them.
The sponsorships benefited both sponsors and the sport entities. They both saw the
benefits of the corporations associated with the universities and ISD. SC3R stated that:
"It's kind of been a two way street." The sponsorship relationships were mutual benefits
to the both parties. A sponsorship helped an athletic department pays for events, and its
sponsor also looked for some type of recognition from the entity and its events. SClR
indicated that:
We give them something, they give us something and hopefully it's helpful,
beneficiai to both parties. We can't just give and not totally receive something back
and it's a give and take situation .... ·we just did some things with and for them ·at
that time to help them out and get us a little exposure in the city.
Sponsors believed the ~ponsorship exchang.e was a win~win type of proposition for both
parities. SB4R indicated that: "They have been very helpful in helping us become
established in the community and helping to make us a success. They have referred
business to us. It's a two-way relationship.''
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ADBR also verified that:
These platforms include print, electronic media, temporary and permanent event
signage as well as promotional elements .... They want affiliation with a major,
metropolitan research institution that boasts over 34,000 students. They wish to
garner affordable advertising visibility. They enjoy being connected to NCAA ·
Division I athletic programs and they have a desire to be recognized as supporters
of our student-athletes .... Simply put, the corporate dollars that we raise through
our sponsorships are a significant portion of the revenue side of our athletic budget.
The cash and trade agreements that we negotiate help us support 16 intercollegiate
athletic teams.
The athletic departments exchanged visibility, exposure and advertising opportunities
through multi ~marketing platforms which tie the sponsor to their athletic programs,
institution and community.
Some corporations indicated that the key to long-term success for their business
was to create local networks. From a long term standpoint, they tried to build a structure
that was locally stable in the community. They build a local network based on local
marketing. SA6R indicated that: "The connection with the community was very natural
because the students were customers of ours. It works out for us and it's been a long
standing relationship that we have had ,vith both schools."
Corporations intended to build a long term relationship with the athletic
depat1ments. They believed that sponsorship was. a win-win relationship ·between the two

.

.

.

parties. SA3R indicated that: "'You can't just send money and think that anything is going
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to come·back, you have to keep talking.to the people, reminding them who they are and
what we are." SB5R indicated that: "We are thinking long term, not short term. So even
during this time, we still give out.'' Sponsors are more likely to ·continue their support if
there was a long term relationship between the two parties. SB3R indicated that: "It is a
continuing relatio~ship." SClR said that: ~'The athletic department and we jusi have not
just a working relationship, but a friendship. So they feel free to ask me about anything
and I do not hesitate to ask them about it too."
The athletic departments of the two universities also were aware of the importance
of the long term relationship. They tried to create an environment that could take care of
the partnership with their sponsors. ADAR said that:
On an e-mail list I will send e-mails about what's going on in the department, and
remind them to come to our events. For example, we just invite them to come play
golf~ we feed them lunch, a nice goody bag, no strings attached. It's just a thank
you to say: thank you for beirig

asponsor.... \Ve also will recognize them like at

our ·e ight Luncheons at one of our sponsor's restaurant. If a sponsor comes to that
lunch, I will recognize them and introduce him.
The local athletic departments' personnel and their sponsors agreed it was a win-win
situation for all. The relationship between the two was ·a long term coimnitment. ·
Theme 9: Most Corporations and Athletic Departments did not Conduct Formal
Evaluations for Their Sponsorship
The corporate participants believed that it was· difficult to measure the effects ~f
the sport sponsorship. SA6R indicated that:
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It's hard to evaluate. It's more of a gut feel if it's beneficial and it's more of a
personal feeling that you get. We do a lot of business with both schools, and as
long as that continues to happen at our locations as such we'll conti_nue to see the
benefit. It's hard to put a dollar and cents value on that you just know in your gut
that it's the right thing to do.
To thoroughly evaluate a sponsorship, sponsors must have someone attend the event to
assure their company received what they have paid for in terms of announcements,
signage, the number of attendants and any other guaranteed benefits. Most corporate
participants in this study did not conduct a formal evaluation, but they firmly believed
that it was worthy to invest their money in the sponsorship. They believed they can get
some name exposure, reach the target market, and maintain a good relationship with the
two universities and the ISD.
SA4R indicated that it was hard to measure the exact impact of the sponsorship.
However, in his mind through some very informal calculations, he thought the
sponsorship was a good thing. A similar situation was found in sponsors of University B.
SB2R stated that: "Insurance is hard to know if you get direct feedback from an ad."
SBSR explained that: "It's a discussion among myself, the regional director, and the
marketing director .... There is not per say a criteria you have to meet, we just talk
among each other and decide to go with that one if that's the one we go with."
Some corporations did evaluate the sponsorships based on the sale of their product.
SA2R indicated that they just look at room nights. SB 1R used coupons as a strategy to
evaluate the sponsorship. If a good percentage of the coupons they distributed were
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redeemed, then they will sponsor the event again. He indicated that: "We also give them
coupons and when the kids and their families come out with the coupons, we know we've
reached quite a few. I'm looking for 3% or higher." If the evaluations showed a sale
decrease, SB 1R indicated that they would need to either do something different or drop
the sponsorship. However, SBlR was very satisfied with the result of the evaluation: "So
far it has been a good draw for us. So far, the football team better start winning though
because if their attendance drops too low that's less people for me to reach. Basketball,
fortunately, for the last several years has done very well."
Some sponsors just wanted to make sure if the athletic departments give them the
benefits indicated in the sponsorship agreement. SAlR indicated that they at least
evaluated if the athletic departments followed the sponsorship contract. For example, if a
sponsorship agreement includes a signage, the athletic departments had to put up a sign
on the field. If there was not a sign up, that would be a big problem. SB6R indicated that:
A lot of it is just a gut feeling. I'll go to the games and make sure that we have the
signage up .... You can put a criterion on it. How many people will be at the game?
What is your average attendance? Kind of break it down that way to make a
decision similarly to how we would if we were going in a magazine.
Sponsors intended to remain good partners and they reviewed the agreement
annually to make sure sponsorship was working with their plan. The evaluations usually
associated with the corporation's budget, and the results had an impact on it. SC2R said
that:
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We generally evaluate at the end of the year when we go through our budget
process whether to see if something remains in there or something new gets added.
That is when we do the evaluation of how we are going to spend that money.
Based on the budget goals, corporations evaluated whether the sponsorships help them to
reach a target amount in revenues. The results of the evaluation played an important role
to the continuing of the sponsorship. Generally, corporations had one amount to invest in
sponsorships and they divided it up. SB6R indicated that:
Seventy percent might go over there and thirty percent might go over here. If we do
not see any kind of return on the investment over there and we do not see students
come in. Or if we distribute flyers over there and tell them to bring your ticket stub
in after the game for a free order of French fries and we got none of those in, then
it's either bad promotion or there is no return. I may question are we reaching our
target audience? Are they out of our demographic location wise? Maybe we are
putting our advertising dollars where they do not need to be. Maybe I need to
reallocate those dollars.
Corporations made decisions based on the past performance of each entity. SB 1 has
sponsored the ISD and University A, but they did not get good response. With University
B, they were satisfied with the response, and that's why SB 1 went with them:
We tried other venues, high schools and stuff, and we got no response from them at
all, so we did not benefit from it. University B, we know a lot of people there. They
are very active in the community and they have a very active youth program which
is what we sponsor.
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Corporations looked at the sponsorships at the end of the year, and they evaluated
what value it has brought to them. They realized the effect of those sponsorships was
difficult to track because the return, such as how many new students and customers from
the universities came in, was difficult to measure. However, they still felt like they got
very good value for the dollars they invested in the sponsorships. Since some marketing
effects needed more time to be seen, they wanted to maintain a long term relationship
with the three athletic departments. They may evaluate the sponsorship every year, but
they wanted to make the decision based on the evaluation results of multi year. After 3 or
5 years, they may upgrade or downgrade their sponsorship level depending on the
investment effects. SB5R indicated that: "We sit down and evaluate and talk about. What
is going to have the best: the long terin impact on the community. That's how we make
our decision." SA 1R indicated that they were usually on a 3-year sponsorship contract.
At the end of the J years they evaluated that sponsorship, but they did not have a formal
evaluation.
Sponsors did not necessarily see the media result from the sponsorships, but some
of them decided to make a long term commitment with the three athletic departments. It
was an opportunity for them to get name exposure for their target market. They hoped to
get the investment dollars from those people and build the relationship with them.
However, some sponsors did not have high expectations. They sponsored the athletics
partly out of goodwill. Marketing effects and philanthropy were two main reasons that
corporations ·sponsored the athletic programs. The sponsors would evaluate whether their
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marketing objectives were met, but they did not measure how much they got out of
goodwill.
The three athletic departments also tried to evaluate their sponsorship programs.
The two universities tried to increase a certain percentage of the dollar amount each year
for their athletic program. ADBR indicated that:
In our strategic plan, every year is to increase our reven1:1e from our corporate
sponsorship. I have to go back and look if its 5 or 10% increase every year, to
maintaining the current number of current sponsors and add to that, and increase
the revenue for corporate sponsorship .... Based on our budget goals, we evaluate
whether or not we reached a target amount in net revenues.
In University A, a portion of the corporate sponsorship money went to scholarships
and the rest went to marketing the program for athletics. University A did not have a
budget to market athletics. They relied on the corporate sponsorship money as revenue to
market their programs. As a result, ·there was quite an incentive to make sure they
maintain and increase the amount. ADAR indicated that they tried to hit their target every
year to increase or at least maintain the sponsorship sales. The athletic department also
wanted to assess the effects of their sponsorship programs for their sponsors. ADAR
indicated that:

If people realize what is hanging in the arenas, if they hear the PA announcements,
do they recognize the logos? ·we can go back to our sponsors, or maybe go to a
sponsor who did not think we could be an athletic corporate sponsor and say: hey,
you ·can come on and be a part of our program because here is the benefit to you.
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CHAPTER V
DISCUSSION
Introduction
Chapter Vis presented in six sections: (a) Introduction, (b) Summary of the Study,
(c) Summary of Findings, (d) Discussion and Implications of Findings, (e) Conclusions,
and (f) Recommendations for Further Study.
Summary of the Study
This study was conducted in order to examine the decision-making process and
procedures in which corporate sponsors and local athletic departments engage in the
sponsorship exchange process. The findings further allow the investigator to identify the
similarities and differences in the decision-making process used by corporate sponsors
and athletic department administrators, and how the information is used to evaluate the
current and the future exchange process by both parties. Although the results can only be
generalized to the populations of the three athletic departments and their corporate
sponsors described in this study, the implications can point to future research in similar
communities.
A review of the literature relating to corporate sponsorship of local athletic
departments is presented in Chapter II. Sponsorship is based on

amutual exchange

between a sport entity and a corporation. The basic assumption of exchange theory is that
individuals enter into new associations because they expect doing so will be rewarding
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(Berberoglu, 2005; Crapanzano & Mitchell, 2005; McCarville & Copeland, 1994). The
utilitarian, symbolic, and mixed exchange models of exchange theory were explained in
Chapter II, and were used as a guide to examine relationships between sponsors and
athletic departments in the sponsorship exchange.
In order to acquire detailed information, qualitative methods were used in this study.
Research data were collected by interview and document collection. The data for this
study came from two different sources: (a) two university athletic departments (i.e., a
NCAA Division I and a Division II) and one independent school district in a city, and (b)
their corporate sponsors. One representative from each athletic department and 17
representatives from their corporate sponsors were interviewed. The corporate
participants were selected from the different sponsorship price ranges of the three athletic
departments using stratified sampling. They were most closely involved with the
sponsorship agreements. The representatives of the three athletic departments included
the Athletic Director and Deputy Athletic Directors.
According to the purpose of this study, two sets of similar but slightly different
interview questions were used for the ·participants, one for corporate sponsors and one for
the athletic directors. The interviews were audio-taped with the permission of each
interviewee and then transcribed. The qualitative data gathered from these interviews
were organized and analyzed using a qualitative software package, NVivo 7. Data
verification and analysis were used to identify main themes and sub-themes to examine
sponsorship reasons and the decision-making process and procedures and how this would
affect sponsorship. The interview data were supplemented with various documentary
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sources of information including sponsorship packages, annual reports, websites and
other documentation from both the sponsors and the three athletic departments. The use
of multiple data collection strategies and data sources gave a more complete picture of
the sponsorship decision-making process. An experienced reviewer cross coded the data
to give the study an analyst triangulation.
Summary of Findings
The following findings summarize the results of this study. The findings are
described based on the the research questions. The themes are presented in relationship to
each of the research questions. For more detail regarding each theme, the reader is refered
to Chapter IV.
1. What are the decision-making process and procedures used in the sponsorship
exchange process between the athletic administrators and the corporate
sponsors?
Theme 1: Reasons of Sponsorship are Business, Philanthropy, and Relationships:
Both the three athletic departments and their sponsors identified the reasons that
corporations engaged in the sponsorship exchange process with the local athletic
departments were threefold: for commercial objectives, philanthropy and personal
relationship. Corporations sponsored the local athletics out of goodwill, but the sponsors
also hoped to gain some returns from the sponsorship. The relationships that corporations
had established with personnel at local athletic departments are critical components to the
sponsorship agreement.
Theme 2: Business Objectives are Important to the Sponsorships: The corporate
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participants expected marketing return on sponsorship investments, and each company
had its own unique objectives. The findings from this study revealed that the primary
objectives that corporations used in determining their sponsorships of the local athletics
are: increasing awareness, sales, enhancing image, increasing community involvement,
reaching target markets, and maintaining relations. However, all corporate participants
thought the athletic departments' 501c3 tax write off status was a nice perk, but it was not
a major factor in their decision to be a sponsor.
Theme 3: Each Corporation Has a Unique Decision-Making Process and
Procedure: The level in the company where the final decision is made is commensurate
with the size of the sponsorship agreement. The vice president, chief executive officer,
and/or the owner of a local business were responsible for the majority of decisions made
on what events to sponsor. Each company had its own unique process for
decision-making. There were companies that had a rather sophisticated process that
incorporated the objectives of the company. However, the majority of these companies
had no formal process. National corporations, such as banks, typically had the marketing
staff handle their marketing budget. For small businesses, the decisions were usually
made by the owner.
Theme 4: Corporations Have Similar Criteria for Decision-Making: There were
very few differences with regard to the importance of sponsorship criteria. Corporations
used media coverage, size of the event, target market, relationship, and price as the
criteria in considering sport sponsorships of local athletic departments.
Theme 5: Policies of the Universities and ISD Have an Impact on Recruiting the
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Sponsors: State law, NCAA policies, and the philosophy of school administrators such as
not aligning with alcoholic products and not being too commercialized have an effect on
how athletic departments recruit their sponsors. Other factors considered by athletic
departments include their limited reliance on private funding.
Theme 6: Athletic Departments Have Similar Decision-Making Process and
Procedures: The reasons that athletic departments recruit sponsors and how the
sponsorships are approved were similar. The funding that athletic departments expected
from corporations is the primary reason that they initiate a sponsorship. In the
sponsorship exchange process, athletic departments take sponsor's satisfaction into
consideration.
2. In what ways do corporate sponsors and athletic administrators differ in their
approach to the exchange process?
Theme 7: Athletic Departments have to be Active to Recruit Sponsors: Within the
local community in this study, corporations have many marketing strategies other than
.'

sponsorship to invest their budget, and have other choices to put their sponsorship money.
The athletic departments were perceived to be more dependent on sponsors. The three
athletic departments actively contacted their potential sponsors to promote the
spons.orship programs.
Theme 8: Sponsorship Belongs to Mixed Exchange Model: Each of the three
exchange models (i.e., utilitarian, symbolic, and mixed) could be applied to corporate
.

.

objectives of local sport sponsorship. However, the sponsorship exchange ·between the
three athletic departments and their sponsors best fits the mixed exchange model, because
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both rational and irrational reasons were involved in the exchange process of the
sponsorship.
3. How do the athletic administrators and their corporate sponsors evaluate the
effectiveness of their sponsorship contract and make future decisions regarding
sponsorship?
Theme 9: Most Corporations and Athletic Departments did not Conduct Formal
Evaluations for the Sponsorship: The complication and cost of a sponsorship evaluation
prevented sponsors from conducting a formal evaluation. The sponsors indicated that it is
difficult to measure the effects of the local athletics sponsorship, but they firmly believed
that it is worthy to invest their money in the sponsorship. Although the athletic
departments tried to assess the effects of their sponsorship programs for their sponsors,
they did.not conduct formal evaluation.
Discussion and Implications of Findings
Exchange theory was used as a theoretic.al guide to examine sport sponsorship from
perspectives of both corporations and athletic departments. The results suggest that
decision-making and interaction processes between sponsors and athletic departments
generally are consistent with a number of exchange assumptions examined in this study.
This finding substantiates previous literature that indicated that both parties recognize
that the mutual achievement of desired outcomes from a relationship is necessary for the
sponsorship exchange (McCarville & Copeland, 1994). Many variables affect the
sp~nsorship exchange relationship between ~orporations and athletic departments. The
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sponsorship exchange is most likely to occur when both parties in the relationship view
most variables were positive to them (Malm et al., 2004).

Sponsors' Decision-Making Process and Procedures
The Athletic Department of University A (ADA) and the Athletic Department of
the ISD (ADC) have few commercial means of generating revenue. Instead, University B
with higher profile sports were able to achieve more self-sufficiency by offering
companies valued benefits. This included a large base of participants, and opportunities
for corporate marketing through the sponsorship. Sponsors took into account the value of
different alternatives, and chose those which provide the highest probability of obtaining
desired outcomes.

Reasons for sponsorship. The sponsorship literature has discussed a recent change ·
in the market place where the traditional philanthropic objectives are being transformed
into tangible commercial concerns (Alexandris et al., 2007; Apostolopoulou &
Papadimitriou, 2004; Dolphin, 2003; Calderon-Martinez et al., 2005; Geng et al., 2002;
Lough & Irwin, 2001; Miyazaki & Morgan, 2001; O'Reilly et al., 2007). In this study,
the corporate participants indicated that they want to help local athletic departments be
successful, but they also see it as an opportunity to' market in this community. The results
of this investigation affirmed that sponsorship is no longer engaged in primarily for only
philanthropic purposes. Even some of the sport sponsors of high school (i.e., ADC) and
NCAA Division II level (i.e., ADA), athletic programs now incorporate the sponsorship
into their overall marketing plans.
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Although marketing, philanthropy, and personal relationship are the key factors
corporations sponsor the local athletic departments, sponsors have different emphasis
among the three athletic departments. Most corporate participants of University-A and the
ISD indicated the fact that they are looking at sponsorship from two points of views: they
wanted to get the exposure and be the helper in the community. The corporate sponsors
like the fact they are help out the entities for education purpose. If the sponsorship was
not beneficial to their business, at least they feel that they are doing something beneficial
for the university within the local community. This result substantiated previous finding
that main motivation for sponsorship in local sports very was giving back to the
community (Walker, 1999). There were similar themes found in University B. However,
the corporate sponsors of the NCAA Division I university were more focused on
marketing value. This finding verified the findings of previous researchers that the
corporate sponsors of NCAA Division I athletic programs have specific marketing
objectives for their sponsorships (Tomasini et al., 2004).
Most corporations that have sponsored the Olympic, national, and professional
sports want to make money out of the sponsorship and focus on marketing objectives
.

.

(Apostolopoulou & Papadimitriou, 2004; Chadwick & Thwaites, 2004; Copeland et al.,
1996; .Fortunato,2009; Hartland et al., 2005; Ludwig & Karabetsos, 1999), but what the
sponsors of local athletics want were different. The corporate participants also
emphasized philanthropy. This result is similar to the literature regarding corporate
sponsorships of regional and local sports (Stotlar, 2005; Walker, 1999).
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The sponsors were more likely to help someone that they had a strong connection
with (Berrett & Slack, 1999). In this study, most corporate participants already had a
relationship with personnel at the local athletic departmeJ?.tS. As a result, corporations
were more likely to continue that sponsorship and stay with the local athletic
departments. This result coincides with previous findings that decisions on whether to
give support in the sponsorship at local sports often were based on the personal interest
and friendship of the corporate sponsors (Berrett & Slack, 1999). At first, the local
sponsorship contract may be signed because of the goodwill and personal interest of
corporate personnel. However, the larger the sponsorship was, the more it became strictly
businesses. Corporations were looking for the marketing value of the sponsorships,
especially of higher level sponsorship packages (Copeland et al., 1996; Fortunato, 2009).

Objectives of sponsorship. Although there were common themes as to why
companies engage in the sponsorship exchange process, each company had its own
uriique objectives. The primary objectives for why corporations sponsored the local
athletics were: increasing awareness, sales, enhancing image, increasing community
involvement, reaching target markets, maintaining relations, and personal interest. This
finding reiterated information in the literature on this subject. \Vhile the rank order of
these objectives may differ between and among various studies, the above objectives are
most of those mentioned in the literature (Apostolopoulou & Papadimitriou, 2004;
Calderon-Martinez et al., 2005; Chadwick & Thwaites, 2004; Copeland et al., 1996;
Cousens et al., 2006; Fortunato, 2009; Hartland et al., 2005; Lough & Irwin, 2001;
Ludwig & Karabetsos, 1999; McKelvey et al., 2005).
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Except of local sport sponsorship (Walker, 1999), sponsors of professional,
national, and intercollegiate sports identified increasing awareness as a major sponsorship
objective (Chadwick & Thwaites, 2004; Copeland et al., 1996; Fortunato, 2009; Hartland
et al., 2005; Ludwig & Karabetsos, 1999; Thwaites & Carruthers, 1998; Tomasini et al.,
2004). Companies tried to create a local image, and let people know that they are in the
town. Most participants agreed that increasing awareness is a critical corporate objective
of local athletics sponsorship, especially the national corporations. The corporate
participants indicated the three athletic programs have very loyal groups of followers in
the community. And the best advertisement they can get is word of mouth. By sponsoring
the sports at the lowest and most intimate level, sponsors believed that they had the best
opportunity to increases local exposure to generate concentrated awareness within a local
community.
Community relations contribute to more important image· objectives. Corporate
..

.

sponsorship of professional and national wide sport events is difficult to get involved
with communities. Therefore, many previous researches did not identify this objective
(Apostolopoulou & Papadimitriou, 2004; Copeland et al., 1996; Fortunato, 2009; Ludwig
& Karabetsos, 1999; Thwaites & Carruthers, 1998). Through the sponsorship of local
athletics, corporation·s ate represented at local events in which consumers participate.
This result corresponds with studies conducted by Walker (1999). By sponsoring local
athletics, corporations gained the chance to get involved in communities and touch
consumers. Through the sponsorship, close relationships could be developed and
strengthened between corporations and their consumers.
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Participants in this study reiterated information in the literature on cause-related
relationship. Through corporations' presence at local events in which consumers
participate, corporations reached out and touched people who can buy their products . .
Some businesses (e.g., finance) needed a closer touch with their customers. Consumers
feel linked to the corporation due to the shared interests of both corporation and
consumer. As a result, the consumer acquires a positive image of these corporations.
Then, corporations can positively affect consumers and foster a close, long-lasting
relationship with their consumers (Calderon-Martinez et al., 2005; Meenaghan, 2001;
Speed & Thompson, 2000).
The sponsorship of a team or event can help define a brand personality through its
inferred association with the property. Previous researches have reported that sponsorship
can enhance a corporate image and can influence specific dimensions of the image (Ali et
al., 2006; Davies et al., 2006; Dolphin, 2003; Kinney et al., 2008; Ko et al., 2008; Koo et
al., 2006;· Lings & Owen, 2007; Pope & Voges, 2000). In order to increase sales from the
sponsorships of the three athletic departments, sponsors also enhanced their public image.
Sponsors showed themselves as good· corporate citizens and created a more intimate
connection with the public. The corporations are interested in establishing a "socially
responsible" image. The sponsors of local athletic departments tried to create a local
image that they are a part of their local community to get the consumer more willing to
buy their product.
The findings substantiate claims in the literature that corporations use sponsorship
to reach their target markets (Chadwi~k & Thwaites, 2004; Hartland et aL, 2005;· ·
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M9Kelvey et al., 2005; Zhang et al., 2005). The participants sponsored the local sports,
because they believed that the local sports events are good medium for marketing. The
participants in this study believed that the parents and faculty are involved in sport
events. Thus, the visibility they gained from this sponsorship can keep them in front of
this market, hit this target market, and attract new consumers. The participants spoke
about the necessity for corporations to reach different markets and they agreed that this
can best be accomplished through the sponsorship of local athletic departments. This
result is similar with the corporate objective of professional sports (Chadwick &
Thwaites, 2004; Hartland et al., 2005), but reaching target markets was not mentioned by
the corporations as one of objectives for sponsoring local sports (Walker, 1999).
Sampling was also important at the local level in this study, because it is the place
where corporations can physically touch consumers and get their products into
consumers' hands. Sampling was also found as a corporate objective of NCAA Division I
athletic sponsorship (Tomasini et al., 2004 ). Thus, this criterion becomes a source of
strength which athletic departments can capitalize on to corporate sponsors. Participants
of restaurants expressed a need to provide samples at the event it is sponsoring. The
ability of athletic departments and their events to provide these opportunities to
corporations was importance to sponsors.
The corporations considered the sponsorships of local sport based on the instinct or
personal interest of the decision~makers. While personal interest was not a sponsorship
objective of professional and Olympic sports (Apostolopoulou & Papadimitriou, 2004·;
Chadwick & Thwaites, 2004; Fortunato, 2009; Hartland et al., 2005; Ludwig &
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Karabetsos, 1999), the finding of this study has substantiated Walker's ( 1999) research
findings that the involvement of management and personal interest of decision-makers is
one of the main objectives for why the corporations sponsor local sports. Moreover, the
decisions on whether or not to give support in the traditional philanthropy way were often
based on the personal interest and the friendship of the decision-makers (Copeland et al.,
1996). Due to an increased focus on return on their investments, corporations have
become much more selective in choosing the activities they will support (Alexandris et
al., 2007; Calderon-Martinez et al., 2005; O'Reilly et al., 2007).
Increasing sales was another objective that was mentioned by participants. The
results in this study are in alignment with the findings of numerous researchers who have
reported that an increase in sales is the desired result in most sponsorship in all level
sports (Apostolopoulou & Papadimitriou, 2004; Chadwick & Thwaites, 2004; Ludwig &
Karabetsos, 1999; Tomasini et al., 2004; Walker, 1999). It is very difficult to separate the
effects of sponsorship on sales from the effects of other forms of marketing
communication such as sales promotion and advertising. In some cases, it is possible to
directly measure the impact of sponsorship on sales, specifically on-site sales at the event
and redeemable coupons· (Chadwick & Thwaites, 2004). In this study, companies targeted
a certain market because these individuals purchase their product or service. Corporate
sponsors were associated with the local athletics to increase sales, because their potential
consumers were there at the universities and schools.
The results in this investigation verified previous researchers (Hartland et al., 2005)
that sponsors wanted to obtain an edge over the competitors. Enhancing business and
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trade relation was mentioned by the sponsors of English professional soccer (Chadwick
& Thwaites, 2004). This study also identified the theme as corporate objective. Sponsors
wanted to maintain the good relationship with the ISD and two universities, because they
are major employers and market in the city. Corporations .became a sponsorship
partner
.
with the three entities for more business_ opportunity. Within the mutual business
relationships, the athletic departments· sent business to their sponsors. For a similar goal,
participants believed sampling opportunities of the sponsorship packages allowed them to
touch their potential customers. Sampling was previous identified as an objective in
sponsoring the NCAA Division I athletics (Tomasini et al., 2004).
Some sponsorship objectives mentioned by previous research in national and
professional sports such as exclusivity (Chadwick & Thwaites, 2004; Ludwig &
Karabetsos, 1999), brand positioning (Fortunato, 2009; Hartland et al., 2005) and
employee relatfons (Chadwick & Thwaites, 2004; Hartland et al., 2005) were not
identified in this study. While sponsorship is often used as a communication technique to
differentiate a brand apart from its competitors (Ferreira et al., 2008) and improve
employee relations (Hickman et al., 2005), sponsors of local sports may not think the
sponsorship could be an effective strategy to achieve those goals.

Criteria for decision. The results indicate that most corporations had similar
criteria for decision-making. Based on these perceptions, it is possible that different
levels of sport may offer similar benefits to sponsors. Events within different levels of
sport may each have the capacity to fulfill similar criteria. For example, a company
sponsoring a high school event and a company sponsoring a collegiate Division I event
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may both consider awareness and image to be important. However, these two companies
might have different expectations regarding the magnitude of awareness and image
benefits to be achieved. When evaluated against one another, the sponsor of the collegiate
Division I event might receive greater awareness and image benefits than the sponsor of
the high school event. However, each may be satisfied based on their initial expectations,
and level of sponsorship package and involvement. This could be explained by the
exchange principle of distributive justice which states that the distribution of rewards and
costs between two parties is related (Molm et al., 2004). Therefore, a company that
spends a million dollars and a company that spends one thousand dollars on a sport
sponsorship may both consider awareness and image to be important. However, they
have different outcome expectations.
Previous researchers have established some specific criteria that corporations use in
sport sponsorships. Media coverage, size of the event, cost, and potential for gro\.\1:h are
some of these criteria (Geng et al., 2002; Ludwig & Karabetsos, 1999; McCook et al.,
1997; Meenaghan, 2001, Walliser, 2003; Westerbeek, 2000). Similar criteria were
expressed by most corporations for why they sponsor local athletic departments, namely:
media coverage, size of the event, target market, relationship, and price.
Exposure was one of the most mentioned criteria for sponsorship by companies in
this study, which further demonstrates that sponsorship is a business initiative. Except of
local sport sponsorship (Vlalker, 1999), media opportunities were important for
sponsorship at most levels sports (Chadwick & Thwaites, 2004; Copeland et al., 1996;
Fortunato, 2009; Hartland et al., 2005; Ludwig & Karabetsos, 1999; Thwaites &
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Carruthers, 1998; Tomasini et al., 2004). Generally, increasing media coverage results in
increase of public awareness and product/service exposure. As a result, the wider and
more diverse media coverage a corporation implements, the more awareness it can
generate (ChadwiGk & Thwaites,-2004). It is difficult for local athletic departments to
have national television coverage, but the local media coverage such as local newspaper,
campus media, and large signage on campus are also important. The contention that
corporate participants desired local media coverage at local sporting events is because
corporations desired to create presence in communities and close relationships with
consumers. Without media coverage, the potential for sponsorship success is greatly
limited, despite other criteria that athletic departments can provide through their
sponsorships.
The scope of events is the criterion that corporations consider in sponsoring most
sports (Geng et al., 2002), as well as the local athletic departments. The higher the
numbers, the greater the potential for consumers to recognize their images. If a
corporation can reach thousands of people through a broad scope at an· event, and that is
their target market, scope could be ch6sen instead of media coverage (Geng et al., 2002).
In order to appeal to corporations, local athletic departments need to garner more
participants and spectators at its sports events.
Matching the target was· identified by most participants in this study and fitted with
information in the literature regarding corporate sponsorship (Koo et al., 2006; Simmons
& Becker-Olsen, 2006). The results of this study indicated that the audiences of local
sports events matched sponsors' target markets. The three athletic departments have sport
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teams in high school and college and a unique segment of spectators on which
corporations wanted to focus. Participants mentioned matching the target as a criterion
not only because the specific spectators that would be attracted by their athletes, but the
students and faculty there also are their target ma~ket.
The price of sponsorship is a crucial criterion for a small business or a local office
of corporation chains (Geng et al., 2002). In this study, thousands of dollars make a
difference for a small corporation. Corporations compared the investments and outcomes
of their sport sponsorships with other types of marketing tools. Corporate participants
discussed the ability of those sport sponsorships to provide corporations with a variety of
vital promotional opportunities at a lesser cost. Especially when the economic situation is
not going well, corporations wanted to pay less and maintain the sponsorship
relationship. As a result, sponsorship packages with a lower price would become more
popular among small businesses.
When consider sponsorship alternatives, corporations also are impacted by
emotional factors such as social pressure and personal connections (Arthur et al., 1997).
Local athletic departments tried to establish the connections and relationships with local
corporations through resources both inside and outside their universities and ISD. The ·
findings showed that companies considered the personal objectives differently. In a minor
regional company, the management interest and personal connections may have a huge
impact on the sport sponsorship objectives, as the company is not centrally organized,
and capable to make decisions on a regional level. In a major national company, the
decisions tend to be centrally organized. In addition, when sales declined, corporations
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tended to focus on marketing value. Corporations still had a budget for advertising and
marketing, but they were more cautions of where they put that money.
Previous researchers have shown that some corporations may focus on sponsoring
women's sport if they produced and marketed women's products (Lough, 1996; Lough &
Irwin, 2001 ). In this study, no corporate participant was focused on women consumers as
an only market, and the corporate participants indicated the gender of sports teams is not
a criterion. In a similar competitive level, generally men sports attract more audience than
women sports (Lough & Irwi1.1, 2001).The results showed that men sports attracted more
corporate sponsorships than women sports because men sports have more audience.
Scope was more important to sponsors of local athletic departments than whether it was a
men's or women's team.

Decision-making procedure. Knowing who makes the decisions and at what levels
are crucial steps for sports organizations to get the right corporate representative to speak
to and get sponsored. Base on the size of the sponsorships and corporations, the corporate
decisions of sport sponsorship could come from a CEO, corporate office, regional office,
local office, or random procedure (Amis & Slack, 1999; Berrett & Slack, 1999; Cousens
& Slack, 1996; Cousens et al., 2006). In this study, the CEO, vice president, arid the
owner of local business were responsible for the majority of decisions made on what
events to sponsor.
Although the decision-makers can be classified, another theme that emerged from
the interviews was that each corporation had a unique decision-making procedure. The
results of this research indicated that while there are a few of companies that have set
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objectives and screen potential sponsorships to determine if the objectives will be met, a
majority of companies did not have such a process. Previous researchers have reported
that the size of a sponsorship agreement and corporation had an impact on how the
decision-making process is conducted (Amis & Slack, 1999). In this study, large
companies that invested significant amounts of money into sponsorships became
sophisticated in the decision-making process. Small to medium sized companies did not
have the luxury of employing individuals whose sole responsibility is sponsorship. This
role became the responsibility of the CEO or vice president of marketing. Smaller
companies relied on gut feeling when making sponsorship exchange decisions. Many
small companies do have the expertise to understand the sponsorship exchange process.
However, the individual responsible for the decision-making process may have numerous
other responsibilities and is unable to devote the proper time to the sponsorship.
The price of most sponsorships in this study was not high, therefore most
sponsorship agreements in this study did not have to be approved by the corporation main
office· or higher level management. Sometimes decisions come from both the local and
corporate levels. For smaller sponsorships, most of the decisions were made locally. The
kind of decision-making was belong to independent approach which local corporation
owners have total control to respond to the requests of local sport sponsorship (Cousens
& Slack, 1996). However, the controlled approach (Cousens & Slack, 1996) was found
from some national corporations involved in higher level sponsorship packages in this
study. They have about a dozen regional offices nationwide, and it was through these
offices that these corporate representatives arranged their sponsorships and signed the
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contracts. These regional ·managers had complete decision-making power regarding local
sport sponsorship.
Athletic Departments' Decision-Making Process and Procedures
The results showed that companies received numerous requests for sponsorship
from a variety of organizations. In terms of exchange theory, one party is inclined to
initiate exchanges with the other party when it is believed that the other party is likely to
provide positive outcomes (Walliser, 2003). Athletic departments perceived that sponsors
are likely to provide them with high positive outcomes (i.e., money), which explained the
large number of requests initiated by athletic departments.
Reasons for sponsorship. The reasons and objectives that athletic departments
recruited sponsors, and the criteria used in the decision-making process of sponsorship
exchange were simply identified. As described by previous researchers that collegiate and
high school athletic department budgets became tight (Brimley et al., 2001; Long et al.,
2004 ), the reason that athletic departments in this study initiated a sponsorship is mainly
because of the funding they expect from corporations. They fully understood that their
athletics have certain marketing value to corporations. The relationship network they
established and social pressure also promoted corporations to support athletics within the
community. The results of this investigation verified previous researchers' findings that
most administrators of university athletic department knew their sponsors' objectives
(Tomasini et al., 2004), and the administrators claimed that achieving sponsor's
promotional goals was important (Barr et al., 2000; Stotlar~ 2005).
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The three athletic departments not only got benefits from their sponsors, as
mentioned by Barr et al. (2000), they also intended to satisfy the sponsors to ensure the
success of the sponsorships. They further wanted to promote long tem1 commitment for
both parties. Westberg et al. (2008) indicated that if a good communication and long term
relationship has been established, a positive effect would more likely to be perceived by
both parties of the sponsorship exchange. In collegiate sports, the funding from
sponsorships goes to scholarships (NCAA, 201 0a) and marketing their programs. Athletic
departments' objectives were to recruit and continue as many sponsorship as they could.
By doing so, they will have enough funds to continue their programs. However, in the
recruitment process, athletic departments have to consider the philosophy and the policies
of their organizations (NCAA, 2010b). Furthermore, they have to following the law.
.

.

.

Criteria for decision. Cornwell (2008) indicated that corporate managers would
consider a variety of sponsorship platforms. The demand for sponsors has created an
environment in which athletic departments were competing for a limited amount of
sponsorship resources. Athletic departments also were competing against other forms of
sponsorship, including sponsorship of the arts, music, as well as charity and patronage
opportunities. It is suggested in the results of this study that athletic departments had a
good understanding of the objectives and criteria that potential sponsors have.
In the decision-making process, athletic departments took sponsor's satisfaction
into c~nsideration. This is an important finding as it illustrates an understanding of the
exchange process from the perspective of personnel in the sport organizations. A
willingness to satisfy the sponsor enhances the probability of a successful exchange
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relationship (Molm et al., 2004). Paying attention to what sponsors hope to accomplish
through the sponsorship is especially necessary when there is an overabundance of sport
entities attempting to attract similar sponsors.
Athletic departments considered revenue generation and an increased commitment
from sponsors to be indicators of a successful sponsorship. However, corporations have
basic financial needs that force them to look elsewher~ for sponsorship if athletic
department is unable to properly support the sponsorship. Stotlar (2004) indicated that
corporations would more aggressively assess the sponsorship values and benefits in an
economic recession. In adjusting to the competitive environment and the difficult
economic times, participants of the athletic departments knew that they had to be more
creative in designing their sponsorship packages. They also included "in-kind-service"
into sponsorship packages rather than dollars such as contra-bartering which may help
athletic departments offset costs. In the competitive enviromnent and less money for
sponsorships, athletic departments tended to follow the basic philosophy of the marketing
approach, which is to satisfy the needs of the sponsor to maintain an exchange
relationship (Molm et al., 2004).
The po1icy of NCAA and ISD or state law had an effect on how the athletic
departments seek sponsorship for their athletics. NCAA exclusivity policy requires the
host colleges or universities of each championship to give NCAA.Corporate Champion
and Corporate Partner Program sponsors the priority to be their local
contributors/sponsors (NCAA, 2010b). According to GAO (2000; 2004), only general
laws and regulations cover school-based commercial activities such as sport sponsorship.
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In Texas, the state regulations that would impact corporation on sponsoring high school
athletics are the tobacco and alcohol advertising rules and Texas Public School Nutrition
Policy.
GAO (2000; 2004) also found that local school officials are responsible for making
decisions about commercial activities in the public schools. As a result, varying
preferences of local officials result in different-levels of commercial activities across
districts and across schools in the same districts. Some university administrators have a
philosophy on not aligning themselves with alcoholic or tobacco sales products, and
some Athletic Directors do not want their programs to be commercialized. Other factors
considered by athletic departments include their limited reliance on private funding. Due
to the government subsidization, sponsorship may represent a small percentage of their
total funding. In this study, the athletic departments of the two universities are more
reliant on its sponsorships than the athletic department of the ISD, because the ISD
completely funds their athletics.

Decision-making procedure. Athletic· departments had similar decision-making
procedures. No matter whether in the universities or ISD, how the sponsorships were
approved is very similar. Generally, the staffs of athletic departments needed to find th~
potential sponsors, and contact them to see if corporations were inter·e sted in those
sponsorship opportunities. Most of a sponsorship decisions were usually made by the
Director of the Athletic Department. However, the agreement had to be approved by their
legal counsels, and signed by Athletic Directors, Vice President, or Superintendent.
Athletic departments usually have standard sponsorship packages with different levels of
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benefit and price. If corporations were not satisfied with those plans, the athletic
departments could customize a package for them. The result substantiates that sport
entities need to approach corporations and pay attention to the process of recruiting
sponsors (Doherty & Murray, 2007; Stotlar, 2001).
Similarities and Differences in the Sponsorship Exchange Process
The second research question was concerned with the similarities and differences
that existed in the decision-making process used by corporate sponsors and athletic
department administrators. According to exchange theory, both parties must derive
benefit from the relationship in order for the exchange to continue (Molm et al., 2004). In
the exchange process of sport sponsorships, athletic departments derived the majority of
their benefits through the initial exchange of money or in-kind-services. Sponsors, on the
other hand, received benefits over the duration of the sponsorship. As a result, it is
important for athletic departments to execute the sponsorship in a manner that properly
meets the needs of the sponsors.
Similarities: Satisfaction of exchange. The findings revealed that athletic
departments expected to be satisfied with the sponsorship, as do sponsors. This is a
fundamental tenet of exchange theory (Berberoglu, 2005) that is recognized by both
athletic departments and sponsors in this study. There are three models of exchange
including utilitarian, symbolic, and mixed exchanges (Bagozzi, 1975). All three exchange
models, or a combination thereof, could be applied to corporate objectives of local sport
sponsorship. The part that utilitarian exchange can explain is when corporations
considered marketing effects. Previous studies and this study indicated that sponsorship is
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a utilitarian exchange relationship in which both involved parties gain business benefits
(Apostolopoulou & Papadimitriou, 2004; Chadwick & Thwaites, 2004; Copeland et al.,
1996; Fortunato, 2009; Hartland et al., 2005; Ludwig & Karabetsos, 1999). Corporate
sponsors hoped to get some benefits such as generating awareness from the sponsorship.
Then, they will evaluate annually or every three years_ to see whether the objectives were
being met or not. As a result, sponsorship partners are more likely to continue an
exchange if rewards are distributed in a fair or just manner (McCwille & Copeland,
1994).
Both sponsors and athletic departments agreed that a sponsorship cannot continue
unless both parties involved in the exchange are deriving benefit from the relationship.
This finding is consistent with exchange theory which states that exchange is predicated
on the mutual achievement of desired outcomes (Berberoglu, 2005; Homans, 1974). The
exchange partners cannot assume that their current agreement will continue to be
considered fair and just. Although the expectations of the sponsorship may vary
according to each party's interpretation of the term, the success of sponsorship is
dependent on the mutual understanding of both parties' objectives and desired criteria
(Cousens ct al., 2006; Gill, 2008). If the objectives were been achieved, no doubt athletic
departments and sponsors will continue the sponsorship relationship because they
obtained the rewards they expected. If one of both parties, especially the sponsor, thinks
the sponsorship is not a good deal, a transaction will more likely not take place unless the
problems are solved.
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The unique part of local athletic sponsorship is its sponsors also considered
philanthropy and personal relationship as important for the sponsorship. In addition to
marketing objectives, the sponsors of the local athletic departments wanted to be "good
guys" to support local athletics within the community. Some corporations also had close
relationships with those athletic departments. These psychological and social factors
affecting corporate sponsorships of the athletic departments could be properly explained
by the symbolic exchange model (Bagozzi, 1975). The goodwill behavior may contribute

to a good reputation, but not necessarily. If the sponsors are thinking about philanthropy,
they would not expect the returns from the sponsorships. As a result, the sponsors
exchange money for nothing tangible.
By reviewing all of the reasons that corporate sponsors considered in sponsoring
athletic departments, the sponsorship exchange between the three ~thletic depart~ents
and their sponsors most fits the mixed exchange model (Bagozzi, 1975). The major
reasons that corporations sponsored the three athletic departments are business,
philanthropy, and relationship. Corporations not only considered the tangible return, but
also psychological and social factors. This finding supports Zafirovski (2001) indicated
that both rational and irrational variables would be involved in a exchange process. ·
Under the sponsorship of mixed exchange model, sponsors not only strive to
maximize their profits, but also often settle for less than optimal gains in the exchanges
(Bagozzi, 1975; Zafirovski, 2001). If the marketing objectives were not being met,
sponsors may still renew the sponsorship contracts because they support the local
athletics out of goodwill. However, if the athletic departments can not provide marketing
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value for its sponsors, the sponsorship is not guarantee to be continued in the future
•

I

•

•

(Fortunato, 2009). The corporate participants in4icated they had many other choices.to
show their goodwill and social responsibilities,
such
as music
or art. People relationships
.
.
.
'

can help but :-vhen the budget is tighter for corporations, corporations may have no choice
but to discontinue, especially during the period of an economic recession (Stotlar, 2004).
Differences: Dependence. Corporate sponsors and athletic departments represent
different organizational structures. Their objectives and determinants of sponsorship
success were also different. The sponsorship market at international and professional
level sports is very competitive. Corporations invest a large mount of money and compete
to be exclusive sponsors (Fortunato & Melzer, 2008; Papadimitriou & Apostolopoulou,
2009). In this study, local athletic departments were perceived to be more dependent on
the sponsors than vice-versa. Athletic departments were more willing to accept
dissatisfaction than the sponsors, especially when a limited number of sponsors were
available. This finding explains why over 90% of college/university sport marketers
considered acquiring sponsors and achieving sponsor's promotional goals were important
(Barr et al., 2000).
Athletic departments were aware of the importance that corporations-place on
awareness and media exposure. Athletic departments of both universities measured
success in terms of the sponsor's success and satisfaction with the sponsorship.· Sponsors,
however, did not measure success in terms of athletic departments' satisfaction with the
sponsorship. This iJlustrates the imbalance between sponsors and athletic departments in
the exchange relationships where athletic departments were more dependent~ and thereby
150

placed more importance on satisfying the sponsor. According to exchange theory
(Berberoglu, 2005; Molm et al., 2004), a transaction would be more likely to be
.

.

terminated if one party think the other party got more value in their exchange. However,
participants of both sponsors and athletic departments indicated the relationships that the
athletic department established with potential sponsors play an important role in the
sponsorship exchange. The result verified the research that social networks have an
impact on the sponsorship exchange (Westberg et al., 2008) and is useful in overcoming
the uncertainty of economic transactions (Berrett & Slack, 1999).
Most sponsors indicated that benefits exchanged with athletic departments were
fair and equitable, and some sponsors indicated that the benefits received were less than
those provided in return. Overall, the athletic departments displayed more satisfaction
with the exchange of benefits than sponsors. Athletic directors may display greater
satisfaction with the exchange of benefits because they are more dependent on sponsors.
Berberoglu (2005) reminds us that the more dependent a party is, the more likely it will
be to initiate an exchange with another group. This exchange principle perhaps explains
why most sponsorships were initiated by the athletic departments.

Evaluation ·of Sponsorship
Sponsorship partners are more likely to continue an exchange if rewards are
distributed in a fair manner (Gill, 2008; McCarville & Copeland, 1994). Except for
philanthropy purposes, the sponsors demanded to see tangible results from their ·
investments (Copeland et al., 1996). The corporate participants in this study believed that
it is difficult to measure the effects of the local athletics sponsorship. They did not use
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their set criteria to determine if the sponsorship objectives were being met. This finding
substant~ates researchers who have suggested that many corporate sponsors do not have a
formal evaluation system for their sponsorship (Copeland et al., 1996; 1'1iyazaki &
Morgan, 2001 ). Most of the corporate participants in this study did not conduct a formal
evaluation, but they firmly believed that it was worthwhile to invest their money in the
sponsorship. They believed they could get son:ie name exposure, reach the target market,
and maintain a good relationship with universities and schools.
The results of this study correspond with the research that indicated that evaluation
is a challenge for sponsors (Miyazaki & Morgan, 2001; O'Reilly et al., 2007). The
corporate sponsors found it difficult to measure the effects of their sport sponsorships.
They realized the effect of those sponsorships is difficult to track because the return, such
as how many customers came from the universities and ISD, were difficult to measure.
The complication of a sponsorship evaluation prevented sponsors from conducting a
formal evaluation. In addition, the cost of an evaluation was an issue (Chadwick &
Thwaites, 2004 ). The price of most sponsorships in this study was not high. It may not be
economical to try to identify the few benefits brought by the sponsorship with another
expense.
Base on different objectives of a sponsorship, different types of measures could be
used to identify the effectiveness of a sponsorship, such as attitudinal effects, direct
market effects, perceptions of the quality of leverage advertising, and the visibility of the
campaign (Cornwell et al., 2001; Crompton, 2004 b; Dolphin, 2003; Pruitt et al., 2004;
Spais & Filis, 2008). In this study, some corporations evaluated the sponsorships based
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on the sale of their product. Some restaurants used coupons as a tool to evaluate the
sponsorship. They sent out a coupon through the sport events and if they got it back, it
was physical evidence of how the events impacted their business. If the coupons they
distributed were redeemed in a good percentage, the sponsorship is successful. The
results of this evaluation played an important role to the continuation of the sponsorship.
Corporations looked at their sponsorships at the end of the year to determine what value
was brought to them.
Since some marketing effects need more time to be seen (Thwaites, 2004; 2006),
the corporate participants wanted to maintain a long term relationship with the
universities and ISD. Most sponsors evaluated the sponsorship every year, but they made
their decision based on the evaluation results of multiyears. After three or five years, they
may upgrade or downgrade their sponsorship level depend on the investment effects.
Some sponsors do not necessarily see the marketing result from the sponsorships, but for
other reasons such as philanthropy and social networks, they make a long term
commitment to the sponsorship relationship with the athletic departments.
Most sponsors 'did not conduct formal evaluation because some of them did riot
expect the whole return of the sport sponsorship. When motivated by intangible reward
(ZafirovskL 2001 ), some corporations sponsored those athletic departments out of
goodwill and did not have high expectations. The sponsors might evaluate whether their
marketing objectives were being met, but they would not m·easure how much goodwill
was generated from the it1vestment. Generally speaking, sponsors believed they get very
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good value for the dollars they invest 'in the sponsorship. Sponsors generally feel they
"got their ~1oney's worth."
In this study, the athletic departments provided general benefits information of
each sponsorship level, but they did not provide detailed evaluation information for their
sponsors. If both corporations and athletic departments did not conduct evaluations for
their sponsorships, corporations see nothing in return from their investment. In this case,
sport sponsorship would become a higher risk for their money than traditional forms of
marketing communication such as advertising and sales promotion. Therefore, when
budget cutbacks occur, sport sponsorship may be the first area of marketing
communication to be affected. Although philanthropy and personal relationships were the
primary reasons that corporations sponsor athletic programs, the results indicated that
sport sponsorship is a business initiative as well. It is important for athletic departments
.

.

to be aware of enhancing the objective·s corporations have for their sponsorships (Doherty
& Murray, 2007).
Conclusions

1. Relationships with members of local athletic department play an important role
'in how corporations make a decision toward sponsorship arrangements with
local athletic departments. People reiationship connections between local
athletic departments and corporations is one of the main reasons that
corporations signed the sponsorship agreement for the first time.
2. Different from the sponsorship of professional and nationwide level sports
events where corporations focus on marketing value,' the corporate objectives
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of sponsorships of local athleti~ departments are more similar to sponsorship of
local and gtassroots sports. The sponsors of local athletic departments not only
expect marketing returns such as increasing sales, increasing awareness,
'

'

enhanci11:g i_m age, reaching target markets, and m~intaining relations on
sponsorship investments, but. also
have philanthropy as a factor.
Media
.
.
.
.
',

.

coverage, size of an event, target market, relationship and price were the
criteria that corporations used in considering local sport sponsorships.
3. The NCAA Division I universities with higher profile sports than the NCAA
Division II universities and ISDs have better oppotunities to recruit sponsors by
offering corporations more effective marketing products. On the other hand, the
corporate sponsors of a NCAA Division I university are more focused on the
marketing value than those sponsors of NCAA Division II universities and
ISDs.
4. Even if the corporate objectives of the sponsorship are not met, social pressure
may cause sponsors of local athletic departments to renew their contracts.
However, sponsors were more likely to continue the sponsorship exchange
relationship, if they knew that their objectives were attained or saw tangible
results from their investments. The sponsors of local athletic departments
generally did not conduct formal an evaluation for an investment of a few
thousand dollars. As a result, local athletic departments should provide
corporations with evaluation information.
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5. Because the sponsorship agreements embody exchange_relationships, the
success of local sport sponsorship is dependent on the attainment of objectives
by both involved parties. Different from the sponsorship of professional and
international level sports that corpor~tions compete to be the sponsors, the local
athletic departments believed that they needed corporate support more than
corporations believed that they needed the benefits of their sport sponsorships.
Recommendations for Further Study
I. Since several issues emerged from the themes for corporate sponsorship of
local athletic departments have been identified through this study, a qualitative
study with the same research questions could be conducted to explore the
sponsorship exchange process in more local sports entities, such as city sports
clubs, local basketball association, and local youth soccer league, etc. Future
research using the quantitative method with more participants needs to be
conducted to explore the sponsorship exchange.
2. This study focused on current sponsors within a local community of
approximately 120,000 residents, further study could include both past and
potential sponsors, and examine the geographical/demographical importance of
sponsorship. Particularly emphasis might focus on the importance of integrated
national sponsorships versus regional and local sponsorships. Furthermore, a
comparison of the sponsorship of the visual and performance arts, and cultural
events with athletic sponsorships in a community is warranted.

156

3. The research identified the specific differences between corporate sponsors and
athletic_departin_ent administrators in t~e sponsorship exchange process:~
quantitative study needs to be conducted to continue the advancement of
exchange_theory and relationship marketing as it applies to the sponsorship
exchange process. The future research could also compare companies at
different corporation
size, business classifications, and sponsorship levels on
.
.

the similarities and differences that exist in the decision-making process of the
sponsorships.
4. In this study, both corporate sponsors and athletic departments did not conduct
a formal evaluation for their sponsorships. Further study is needed on the
evaluation techniques that could be used in by either party.
5. A review of the literature for support of this study's design and the finding of
this study, demands a concentrated research project for sport management
educators to study, in depth, the role of sponsorships for high school athletic
programs. Since state laws differ regarding how tax payer's money can be used,
not only local should community sponsorship be studied but between and
among various state comparison are needed.
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TEXAS WOMAN'S UNIVERSITY
CONSENT TO PARTICIPATE IN RESEARCH
Title:

A Case Study: One Community's Dilemma in Sponsoring Athletics

Investigator:
Advisor:

Peter (Kuo-Wei) Lee, M. Ed .............................................................. 940-594-9502
Bettye Myers, PhD ............................................................................. 940-898-2577

l!,xplanation and Purpose ofthe Research
You are being asked to participate in a research study conducted by Peter Lee, a doctoral student
in sport management at Texas Woman's University (TWU). The purpose of this research is to
gain more information regarding the reasons and the decision-making procedures sponsors use in
the sponsorship exchange process of locai athletic departments in Denton. In addition, this
research will identify the differences in perceptions between the marketers of the athletic
departments and the corporate sponsors.
Research Procedures
For this study, the investigator will conduct face-to-face interviews with representatives from
local public athletic departments including the athletic departments of TWU, University of North
Texas and Denton Independent School District as well as their sponsors. This interview will be
done at a time and location agreed upon by you and the investigator. You will be audio-taped
during the face-to-face interview. The purpose of the audiotaping is to provide a transcription of
the information discussed in the interview and to assure the a~curacy of the reporting of that
information. Your maximum total time commitment in the study is approximately 40 minutes.
Potential Risks
Potential risk related to your participation in the study is release of confidential information . .
Confidentiality will be protected to the extent that is allowed by law. Your name will not be
attached to any hard copy materials. A code name, rather than your real naIJ?.e, will be used on
the transcription. Only t~e investigator and his advisor will have access to the tapes and
transcriptions. The tapes, hard copies of the transcriptions, and the computer diskettes containing
the voice and transcription text files will be stored in a locked filing cabinet in investigator's
apartment. The tapes and transcription diskettes will be .erased and the hard copies of the
transcriptions will be shredded within 1 year of the completion of the study. It is anticipated that
the results of this study will be used in presentations at professional conferences and in
publications. However, no names or other identifying information will be included in any
publication.

Participant Initials
Page 1 of2
~'Owdbythe

fe,cas Woman's University
lnstitutio,ia1 ~eviaw Board

Date: / -

2£· - [ 9
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T~e researchers will try to prevent any problem that could happen because of this research. You
should let the researchers knowat once if there is a problem and they will help you. However,
TWU does not provide medical services or financial assistance for injuries that might happen
because you are taking part in this research.
Participation and Benefits
Your involvement in this research study is completely voluntary, and you may discontinue your
participation in the study at any time without explanation and without penalty. At any point
during the study, you may 11 pass" on answering any particular question. The only direct benefit
of this study to you is that you will be offered and given an opportunity to receive a copy of the
results of the study. In signing this from, you agree to allow the investigator the use of all
materials from your interviews for professional use. In signing this form, you are also assuring
the investigator that you will make no financial claims on the investigator for the use of the
material in your interviews.
Questions Regarding the Study
You vtill be given a copy of this signed and dated consent form to keep. If you have any questions
about the research study you should ask the researchers; their phone numbers are at the top of this
form. lfyou have questions about your rights as a participant in this research or the way this study
has been conducted, you may contact the Texas Woman's University Office of Research and
Sponsored Programs at 940-898-3378 or via e-mail at IRB@twu.edu.

Date

Signature of Participant

*

If you would like to receive a summary of the results of this study, please provide an

. address to which this summary should be se_nt:

Page2of2
Appro'r'edbythe

Texas Woman's University

lnstl!utiona! Review Board

Clate:

I - 2 f',- e,: 9

178

APPENDIXB
Interview Guide for Sponsors

179

Interview Guide for Sponsors
1. How did you/ (your company) get involved with the A/(~/ C) athletic program?
(Research Question # 1)
Probes:
a. What are the key factors that caused you/ (your company) initially to decide to be
a sponsor of the Al (Bl C) athletic program?
b. How would you explain how the initial contact with A/ (B/ C) came about?
2. Why were you/ (your company) interested in being a financial sponsor of A/ (B/ C)
athletics? (Research Question # 1)
Probes:
a. What do you/ (your company)· hope to get out of this investment?
b. How would you describe the marketing value of the media coverage the
· sponsorship ·provides your organization.
c. How much does the 501 c3 tax ,vrite off status of A/ (B/ .C.) athletics contribute to
your/ (your company's) decision to be a sponsor.
3. With A/ (B/ C) all providing athletics in the local community, how do yow' (your
company) decide where to invest its sponsorship money? {Research Question# 1 &

2)
Pt:obes:
a. · How do you/ (your company) decide how much money you/ (your company) will
invest to be a sponsor of athletic programs or events?
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b. What were the major criteria you/ (your company) used in deciding to sponsor Al
(Bl C) athletics at this level? What is the role of the corporate office in

sponsorship decisions?
c. How would you describe the A/ (B/ C) negotiator's role in helping you/ (your
company) decide to be a (this) level sponsor of the A/ (B/ C) athletic program?
d. How important is designating where and how you/ (your company) want your
money to be used?
e. What is the title of the person in your company who has final approval of the
sponsorship contract?
4. How will you/ (your company) evaluate your sponsorship of Al (Bl C) athletics?
(Research Question# 3)
Probes:
a. ,How will you/ (your company) evaluate whether your sponsorship objectives
were attained?
b. How will the results of the evaluation impact next year'-s objectives and
sponsorship planning?
c. After this sponsorship deal is agreed to, how will you/ (your company) decide
your continuing relationship with A/ (B/ C)?
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Interview Guide for Local Athletic Departments
1. How did your university/ (ISD) recruit corporate sponsors? (Research Question# 1)

Probes:
a. What did the university/ (ISD) do to get sponsorships?
b. How would you explain how the initial contact with corporate sponsors came
about?
2. How would you describe the effect the university/ (ISD) policy or state law'has on
seeking sponsorship for your athletic department? (Research Question # 1)
Probes:
a. How is the university/ (ISD) approval of a new sponsor obtained?
b. What is the title of the university/ (ISD) person with final approval of the
sponsorship contract?
3. What does your athletic department have to exchange with a corporate sponsors for
their money? (Research Question # 1)
Probes:
a. Why do you think corporate sponsors are willing to support your athletic
program?

·

b. How would you describe the exchange value of the sponsorship for corporate
sponsors?
.

.

c. How do you communicate with sponsors during the ·course of the contract?
4. What are the· criteria you use in designing sponsorship plans/ packages? (Research
Question# 1 & 2)
183

Probes:
a. How do renewal contracts differ from previous contracts?
b. What role does a corporation have in designating how their money were spent?
5. How would you describe your evaluation process of your sponsorship goals?
(Research Question # 3)
Probe:
How is that information used to improve the way you seek future sponsorship?
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