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Abstract 

 

Authors:   Evangelia Banti, Audrey Rogers  

Supervisor:   Assistant Professor, Dr. Rana Mostaghel 

Examinator:   Assistant professor, Dr. Sarah Philipson 

                  Title:  Sponsorship portfolio: empirical study of the decision-

making process 

Background/Problem:  Sponsorship has grown a lot for the past twenty years, to 

become a part of the marketing activities not to say a full-

fledged tool. Being now a major marketing tool, it is 

crucial to understand how the whole sponsorship process 

works, in order to control it perfectly. 

                 Purpose: To offer an overview of the whole sponsorship process, 

from the sponsoring side. 

Theory:  In the theory part is a literature review about sponsorship. 

First a definition of sponsorship is presented. Then the 

different motivations to start a sponsorship activity are 

discussed, followed by the selection criteria. Finally, the 

evaluation methods of the activity are reviewed. 

Research questions: How do companies select their events and manage their 

portfolio? Which are the factors influencing the future 

decisions of continuing a sponsorship? 
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Method: In order to identify what are the most relevant elements 

in the whole sponsorship-decision process, a quantitative 

approach was used. An online survey was created online 

in order to collect data that has been analysed through 

SPSS. 

Conclusion:   Our results show that the selection of the event and the 

evaluation of the sponsorship activity are very important 

for the portfolio, although if there is a lack of evaluation 

among the companies. 

                 Keywords: Sponsorship, portfolio, motivations, objectives, 

evaluation, decision-making process, bank industry, hotel 

industry. 
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1. Introduction 

The introduction chapter aims to give a background to the area of research, a stream 

of the literature, presents the research gaps and summarize in the end of the chapter 

with the main purpose of this study and its limitations. 

1.1 Background  

Traditional advertising has been in a decline for almost fourteen years Rust and Oliver 

(1994). The most common mass media advertising has today already partly been 

replaced by the direct marketing, as the growth of sales and the communications is 

vital for business. This new phase in marketing has been created by new and 

innovative technology and the development of media. The consumers being affected 

from this new trend become key-holders of the market, thus the new era is consisted of 

the relation between producers and consumers. However the technology is not the only 

factor causing this change, the conjunction of other components of consumer’s daily 

life, such as the lifestyle, the values and the communities can create a strong trend. 

(Cornwell, 2008). 

According to Taranto (1998), we are everyday facing hundreds of messages through 

television, radio, press, the web, buses and even clothing : the accumulation of 

messages is so huge that we notice only a very few of them. Therefore, the 

memorability of the message has to be emphasized. This is why events and special 

events have got an increasing place in promotion. Taranto (1998:5) claims that: “The 

success of Special Events in delivering a tangible commercial gain to a marketing or 

promotional message has received heightened recognition, prompting an expanded use 

of events as a medium of communication. In addition to commercial motives, events 

are increasingly being used to change perceptions and build relationships”. 

 

Sponsorship-linked marketing, as a new marketing tool, has increased the last twenty 

years. According to a report by the International Events Group (IEG 2007) the growth 
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is illustrated in the below image presenting the evolution of sponsoring expense 

worldwide, now in 2007 at $37 billion.  

“This figure only represents the packaged sponsorship fee and does not include the 

leverage or activation that accompanies most sponsorship at a debated dollar for 

dollar ratio”. (Cornwell, 2008:41). Although growing so much, the structure of 

sponsorship, the impacts and the effects on the consumer have not yet been clarified, 

and this is why companies prefer to use other tools that are better known, like sales 

promotion and communication techniques. 

Figure 1:   Advertising expenditure versus sponsorship expenditures  

Over the past three decades, sponsorship of sports, charity, arts and community events 

have grown undoubtedly and are now recognized as a crucial marketing tool for many 

organizations. Therefore, a specific sponsorship-linked marketing has developed since 

the 90’s; ad agencies and the large companies are creating specific departments 

dedicated to sponsorship activities (Drennan and Cornwell, 2004; Cornwell, 2008). 

Considering the importance of sponsorship, it is a part of the marketing mix strategy 

and an indirect influence for achieving a leading place in the competitive market 

landscape (Polonsky & Speed 2001; Fahy et al 2004) 

Events can be sponsored, just like groups (sport team, orchestra etc.), organizations 

(theatre, NGO, etc.), but also individuals (sportsmen, artists, etc.). Sponsoring can 



 

 

 

10 

 

happen in many domains: education, sports, culture, health and charity. (Mack, 1999). 

Event sponsoring or sponsorship marketing can be categorized by  various types of 

events, from “local Little League teams, educational partnerships and health fairs to 

college basketball teams, around the world sail boat races, professional auto-racing 

and even to the Olympic Games.” (Mack, 1999:25). 

 According to Amis and Cornwell (2005), sponsorship is now one of the greatest 

international communication tools – mainly because of the increasing 

internationalization of sport – with the Internet as only rival. This can be one of the 

reasons that governments and nations have started to adapt sponsorships as crucial 

communication tool, reinforcing their position and power (Cornwell, 2008).  

The brand identity and the firm’s name can be promoted or enhanced by using  

corporate sponsorship, as it already known that represents one of the tools of a 

company’s  marketing mix strategy. Following the study of IEG and the results 

depicted in figure 1, sponsorship expenditures have flourished comparing to the 

expenditures of traditional media. In 2005 the average sponsor used 18% of the total 

marketing budget (IEG, 2006).These facts motivated the researchers to make deeper 

investigations to discover the intentions of the sponsorship, consumers reactions to it 

and the benefits which firms can achieve by these events.( Cornwell, Weeks, and Roy 

2005). 

Brand vision, aim and identity are new terms. The term brand identity appeared in 

1986, when Kapferer used it. The importance of the identity’s meaning and the theories 

on brand management have been spread and been studied by many academics. The 

term used in today is “equity” (Janonis, Dovaliene, and Virvilaite, 2007) .The brand 

identity, developed as part of a brand strategy could establish the connection with the 

brand and the customer. The brand identity is comprised of three elements:  (a) 

communication, as it is crucial to provide information and remain present in the 

consumer’s mind; (b) brand should be adjusted and respond to the changes (c) brand 

should represent the consumer’s needs and necessities (Aaker, 2003). Among these 
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three Kapferer (2003), emphasizes the communication and its importance more; is the 

key to achieving the equilibrium between the customers’ needs and preserve the 

integrity of the brand. Companies’ need to improve their brand image drives them to 

sponsorship. They select events, people who they are going to sponsor and they try to 

match their brand with the sponsorship, so that the association will be the correct 

decision for the company’s equity. However this might not be successful and there 

might not have be any similarity or common characteristics between the brand and the 

event. In that case, a careful marketing strategy can create this link, through 

advertising, public relations, promotion and merchandising (Smith, 2004). Hoeffler & 

Keller (2002) argue that it is important to take into account commonality and 

complementarity of communication elements, since it influences positioning and 

awareness of the brand in different way. Commonality (similar characteristics) will 

reinforce the existing brand image and equity while the complementarity (different 

characteristics) will add to that image and equity. For this strong positioning Coppetti 

(2009) states that a sponsor can profit from a sponsorship, by achieving a relation 

between the brand and the event. The interaction and the experience, through the 

consumers, are developing an association between the event and the brand, which 

creates a positive effect and will remain to the company’s portfolio. 

 

1.3 Problem Discussion 

In spite of its importance, sponsorship has not been studied in every aspect. 

The main gap in previous research is the highlighting of the theoretical and conceptual 

concretes of sponsorships, according to Olkkonen and Tuominen (2006). Cornwell 

(2008) underlines two aspects of sponsorship where there is a lack of research, the first 

one being a practical and strategic need to understand the value of integrating sports 

and charity sponsoring, to gain reach (with sports), and avoid perceptions of 

commercialization (via charity). 
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Moreover most of the previous studies focus on one aspect of sponsorship (e.g. Smith 

(2004); Meenaghan & Shipley (1999); Hermann et al.(2011)), or on a very specific 

domain. For example, sport sponsorship is a very popular topic (McCook et al. (1999); 

Farrelly et al.(1997); Cunningham et al.(2009)). That is why Cornwell (2008) 

highlights that the portfolio has to get more attention, as it has been stated in the 

background.  

1.5 Purpose 

This study aims to give an overview of the whole sponsorship process (motivations, 

decision, evaluation) from the company (sponsor)’s side and explain why these 

elements are important for creating a portfolio. 

1.6 Delimitations 

The subject of this study has also some delimitation which is presented. 

The first delimitation about the sponsorship decision process is the tested sample 

which is the Swedish companies, and more precisely banks and hotels. The reason for 

this selection is that it is more convenient and direct to interview and collect the data 

locally due to the time restriction. After searching in travel guides and websites 

relevant to the national and local events, it was noticed that the most usual sponsors are 

the hotels and the banks. Hence, we chose these two industries because we perceive 

them as the most common sponsors. It triggers our interest to focus on Scandinavian 

companies and learn about their driving force of choosing a sponsorship. The studies in 

this area are also limited.  

The subject of this thesis is the whole process of sponsoring an event, from the 

motivation to the decision and finally to the evaluation. The kind of sponsorship may 

affect the decision process, but it won’t be examined deeply. 
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2.  Theory 

This theoretical chapter provides an overview of theories regarding sponsorship and 

its portfolio. Moreover it is presented the decision making process and the final 

evaluation process which is strongly connected the brand reinforcement and identity. 

All the theoretical lenses which are connected to the main subject of this study will be 

introduced and explained broadly. 

This theoretical chapter provides an overview of theories regarding sponsorship and 

the sponsorship portfolio. Moreover the decision making process and the final 

evaluation process are presented. They are strongly connected with the brands 

reinforcement and identity. 

2.1.2 Sponsorship 

Advertising and sponsorship are part of the communication strategy of a company. If 

they share some objectives, such as improving the brand awareness or give a certain 

image of the brand, they do it in very different ways (Cornwell, 2008). Indeed, 

advertising tends to deliver direct, explicit messages as it is under control of the firm 

but sponsorship is more implicit and complex.  

Therefore, being similar to traditional marketing but still very different, a short 

description would not be enough to depict sponsorship, even though it is a well-

established process. Many authors have tried to define sponsorship. From all the 

articles reviewed, the main characters are the following: sponsorship is based on an 

exchanged a sponsor and a sponsored (sometimes called “property”) to achieve 

marketing objectives. The associations between these two entities are exploited. As in 

any marketing technique, risks cannot be avoided. One of them is inherent in the nature 

of sponsorship: indeed, one cannot predict how successful an event will be (e.g. 

Meenaghan, 1993).  
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Mack (1999) presents type of events in a variable scale from the most local to the 

national event. The sponsorship is determined by specific factors; the type of the event, 

the economic expenses, its strategic plan, the number and the type of the participant 

actors, the promotion and impact on media and the geographic context. Coppetti 

(2009) underlines that many authors agree on  that one of the main interests of 

sponsorship is the opportunity to involve visitors of an event with the brand and make 

the sponsorship an attractive and memorable experience. Indeed, when consumers find 

the sponsorship pertinent, they are able to develop a cognitive satisfaction that is 

reflected in their evaluation of the sponsor. 

2.1.3 Portfolio 

Cornwell (2009) states that if a portfolio of sponsorships has to be considered as 

another integrated marketing tool, the firm has to be careful. Indeed, it has to be able to 

gain reach, while avoiding the commercialization aspect – meaning that the 

sponsorship activity should not look like an advertising activity. Hence, the author 

suggests that understanding the value of each activity sponsored and mixing them – for 

example sports (reach) and charity (non-commercialization). The fit between different 

sponsorships is important, so the brand has a unified personality (Chien et al., 2010). 

As in any business process, dealing with sponsorships starts with the definition of 

objectives. Then, the firm has to select, organize and implement the sponsorship.  

2.1.4 Sponsorship motivations  

Sponsorship is similar to traditional advertising but also very different – therefore, it 

has to be handled in a specific way. Terrazas (1995) notices that more and more 

companies are taking these decisions seriously: they are aware now of the importance 

to match the benefits for the community and their marketing objectives. Hence, they 

focus on selecting the right events and on involving their employees. Moreover, 

sponsorship is now a full-fledged activity for companies and many of them have now 

instituted a sponsorship policy, explaining what investment they will and will not make 

and the type of information they need for this decision (Cornwell, 2008).  
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Since sponsorship is growing, sponsoring companies are very often solicited to take 

care of events. Cornwell (2008) underlines the risk to ignore or decline these requests 

since it might leads to a boycott of the brand. This is why “proposal management 

services” are getting more and more popular among firms. These are intermediaries 

charged to receive the requests through a specific form and then, either giving them 

straight to company or translating them into some “guidelines”.  The way sponsorship 

is managed is influenced by if they have a sponsorship policy or not. According to 

Drees (1991), when this is the case, they are more likely to have a dedicated 

sponsorship department to have a balanced relation with specialists (such as 

advertising agencies), and a specific budget. 

As defined by Baker et al. (2001), an efficient decision-making is a step-by-step 

process, requiring the input of information at different stages of the process, as well as 

a feedback.  Mack (1999:26) adds “a careful selection of appropriate events and then 

involving employees in meaningful ways should be important considerations in 

sponsorship planning”. Therefore, one can wonder what motivates sponsorship 

activities and how is the decision taken. 

2.1.5 Objectives of sponsorship  

A primordial point for companies is to define what they want to achieve, what are the 

objectives of their sponsorship activities. 

Meenaghan (1991) presents different levels of sponsorships : (a) a simple money 

donation in order to get some attention, without sophisticated goals or selection 

criteria; (b) a more precise selection of the “object” with more specific goals and more 

interest in receiving a return on investment; (c) a real involvement and control of 

sponsorship activities (“impresario” behaviour). 

The literature concerning sponsorship objectives is quite broad. Mack (1999) states 

that small businesses are mainly motivated by community support and morale values, 

Thjømøe et al. (2002) suggest that the most important motivation for any firm 
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is the publicity generated. For Chien et al. (2010), a diverse portfolio of 

sponsorships can be developed to capitalize on positive associations but also to 

develop the consumer’s brand knowledge.  

Bennett (1999)   defines five main categories for sponsorship: (a) improve 

sales (b) build a corporate image (c) reach a section of people (d) attract and/or 

involve employees (e) multiple objectives (this last point is not discussed 

much in the article). Meenaghan (1993) also provides a classification, dividing 

the objectives into six categories (a) broad corporate (b) product-related (c) 

sales (d) media coverage (e) guest hospitality and entertainment (f) personal 

objectives. See appendix for more details. 

Pope (1998) offers a concentrated version, classifying the objectives in four 

areas: (a) corporate objectives (b) marketing objectives (c) media objectives 

(d) personal objectives. This list being extensive and summarizing the thoughts 

of many authors such as the two previous ones, the authors of this paper find it 

the most adequate. 

Table 1: Company objectives – authors own figure, based on Pope (1998) 

Corporate 

objectives 

Marketing 

objectives 

Media objectives Personal 

objectives 

public awareness  

corporate image  

public perception  

community 
involvement  

financial relations  

client entertainment  

business relations  

reach target market  

brand positioning  

increase sales  

 

 

generate visibility  

generate publicity  

enhance ad campaign  

avoid cutter  

target specification 

 

management interest 
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government relations  

employee relations  

compete with other 
companies  

2.1.6 Decision Process 

Through all the literature reviewed, it seems that the decision process depends on how 

familiar and experienced is the firm with sponsorship (Quester et al., 1998).  Also, 

when advertising departments and product managers are much involved, sponsorship 

appears to be strongly integrated in the communication mix (Farrelly et al., 1997). 

Some authors (Farrelly et al. 1997; Erickson & Kusner, 1999) underline the importance 

of networking when it comes to sponsorship: indeed, a focus on the relationships from 

inside and outside the network is made. The value of the network increases every time 

a new partner establishes connection. Despite all the studies dedicated to the decision 

process in sponsorship, not a lot of conceptual models have been made. However, two 

of them are popular among the peers and is as follow. 

According to Brassington and Pettit (2000), five factors are involved when the firm has 

to take a decision concerning an event to sponsor. 

1. Relevance - according to the authors it might be the most important factor since 

there has to be a connection between the event and the target audience that the 

firm wants to influence, otherwise the investment could be useless.  

2. Compatibility - The compatibility between the sponsorship and the company 

overall promotion objectives is crucial. According to the authors, it seems that 

sometimes, personal interest takes over - the event might not fit the company  

3. objectives or be cost-effective. To reach the company goals, sponsorship has to 

be considered has a promotional tool, which means that it has to be seen as any 

other decision: rational, unemotional and calculated.  
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Chien et al. (2010) support these two first points, saying that brand managers should 

connect logically their properties (event type, concept, etc.) 

4. Length of impact - the firm has to consider if the investment should be for a 

one-time event or for something longer. When it comes to important events, 

sponsoring can affect the firm’s image for a long time, even though the 

collaboration is for a one-time event. However, it does not settle a strong brand 

familiarity, unlike sponsoring a series of events. 

5. Spin-off promotion & marketing possibilities - the impact of the actual 

sponsorship seems to be maximized, when the firm spends more money on 

spin-off promotion and marketing possibilities. The latter can be anything, from 

arranging business meetings at the event, to reaching out to various 

stakeholders. 

6. Exclusivity, uniqueness - being the one and only sponsor of an event is very 

desirable since it offers the biggest visibly. Therefore, many companies ask for 

the exclusivity, which is however not always possible. 
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Figure 2: Factors influencing sponsorship choice – adapted from Brassington & Pettit (2000) 

 

McCook et al. (1997) provide a list of 8 criteria influencing the choice of an event 

among others. They call it the “Sprint Sponsorship Vision Project”. Even though it is 

based on sport sponsorship, it is suitable for all kind of events. 

The criteria are: (a) the revenue opportunities for the company; (b) the ability to 

integrate the product into the event; (c) the costs of the sponsorship; (d) the exposure to 

the company’s target market; (e) the company image enhancement gained from the 

sponsorship; (f) the company’s competitive advantage gained in the market place 

through the sponsorship; (g) the hospitality/ entertainment opportunities for the 

company that are gained through the sponsorship; and (h) the sponsorship opportunity 

to show the company’s commitment to the community. 

After this whole process happens the event; therefore comes the time to control and 

evaluate the effects of sponsorship on the firm. 

Sponsorship 

choice

Compatibility

Uniqueness

Exclusivity

Spin-off 

promotion
Relevance

Lenght of 

impact
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2.1.7 Sponsorship Evaluation 

More and more studies are dealing with sponsorship effectiveness in many fields, such 

as sponsor memorization, image transfers, buying intention, sales, employee 

motivation (Hermann et al., 2011). Then, Navickas and Malakauskaité (2007) 

underline the necessity to gather data from formal and informal sources and at different 

moments (before, during, after the event). Moreover, one of the reasons in which 

businesses have a commitment to the sponsorships is to provide support to the 

community and the mutual unwritten law of giving and receiving, which dominates the 

sponsorships and communications domain. This relationship is an important element of 

the event, especially for the evaluation process when the participants give feedback and 

inform the sponsors about this relation in order to improve, change or maintain it. 

(Cornwell, 2008) 

According to the study by Thjømøe et al. (2002), the most classic technique of 

evaluating sponsorship effectiveness is to measure the quantity of exposure that the 

brand achieves through the media coverage of the event, even though it does not stand 

for proper evidence of the sponsorship’s effect on the audience. However it is not 

sufficient to find out if the firm goals are reached and, still according to them, many 

companies simply do not measure the effectiveness of sponsorship because they do not 

have a budget for it (Thjømøe et al., 2002). 

Based on a broad literature review, Walliser (2003) found out three main ways of 

measuring the effects of sponsorship. Awareness is the first criteria used in order to 

evaluate them and can be seen under two angles:  awareness of sponsors in the public’s 

mind or awareness levels of sponsors associated with specific events and activities 

(e.g. Walliser (1994); Herrmann et al., 2011); Through Walliser (2003) and Wakefield 

et al. (2007), the evolution of recall can be influenced by five factors: conditions of 

exposure, product, message & target characteristics, sponsorship integration.  Image is 

influenced by sponsorship activities, as many studies have shown (e.g. Meenaghan & 

Shipley, 1999). As it has been mentioned before, several sponsorship areas can be 

distinguished and each one of them has specific values. Therefore, the evolution of the 
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brand image depends on how the spectator perceives the sponsor and how the spectator 

is involved in the sponsorship process.  Purchase intention and other effects are the 

third and final criteria to look at while evaluating a sponsorship activity. Meenaghan 

and Shipley (1999) define the efficiency of sales as a primordial element – if you have 

data that is anterior to the event so you can compare.  

However, one popular evaluation model is Meenaghan’s (1993). The criteria proposed 

are:  

a) Sale effectiveness of the sponsorship involvement, through many variables 

such as orders, econometric analysis and so on. However this is difficult to 

apply because sales numbers do not depend only on sponsorship evolution, 

there are many other factors explaining them. Meenaghan and Shipley (1999) 

support that this measure is difficult.. 

b) Communication effectiveness of the sponsorship involvement, through five 

classic techniques (awareness, recall, attitude surveys, psychology, sort & 

count). Just like the previous criteria, it is complicated to measure, and for the 

same reasons.  

c) Media coverage resulting from sponsorship involvement, such as television 

coverage, press coverage and so on.   

d) Continuing appropriateness of the chosen sponsorship over time, since, as it has 

already been mentioned, the fit between event, target audience and company 

objectives is primordial. This goes through a live audience, extended audience 

and level of participant involvement measurements. Unlike sales and 

communications effectiveness this is quite easy to measure since the sponsored 

entity has this data. 
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2.2 State of the Art 

Many authors have written about sponsorship; however, none of the presented theories 

are dominant. Most of them are emergent, some are simply proposals to fill the gaps in 

the field. 

There is a wide literature concerning the definition of sponsorship. Cornwell (2008) 

and Meenaghan (1983) wrote the theories that we have presented. Both theories, 

considered as emergent, are empirically tested and validated by other studies, e.g. 

Clark et al. (2009), Close et al. (2009), Bennett (1999), Gwinner and Swanson (2003) 

When it comes to sponsorship portfolio, there are not so much literature available; 

Cornwell (2008) is the main author; her theory is emergent, but is somewhat 

recognized and validated. 

Concerning the motivations and objectives of sponsorship activities, the literature is 

quite broad, with validated authors like Meenaghan (1983; 1991), Bennett (1999), 

Baker et al. (2001), and Thjømøe (2002). All of them are well recognized and accepted 

amongst scholars, such as d’Astous and Blitz (1995), Rajshekhar et al. (1994), 

Madrigal (2000), and Grohs, Wagner & Vsetecka (2004). Finally, Pope (1998) might 

have few citations, but his model is interesting, since he offers an overview of the 

major accepted theories, such as Meenaghan’s (1993) or Walliser (2003). These two 

are emerging and somewhat validated. Therefore, Pope’s model is complementary. He 

is cited by Moore et al. (1999), Johnston (2010).  

The theories of Quester et al. (1998), Farrely et al. (1997), and Erickson & Kusner 

(1999) are well validated by other scholars, e.g. Gwinner & Eaton (1999), and Walliser 

(2003)). However, the literature about this is less prolific than the one about 

motivations and objectives. One is Brassington & Pettit’s (2000), cited by 

Ranganathan & Ganapathy. (2002) – and partly supported by Chien et al. (2010); an 

emerging theory. Another is the Sprint Model of McCook et al. (1997), which is a 

proposal to fill the gap about the decision-process in sponsorship. 
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Finally, for the evaluation of the effectiveness of sponsorship, the literature is quite 

broad and varied, which makes it hard to define. Cornwell (2008) and Thjømøe (2010), 

have theories that are accepted, The theory by Herman et al. (2011) is validated by 

Acar & Zehir (2010), who are some of many authors that have recently published 

about this topic. Walliser (2003) also got interested in the topic – however, even 

though his classification is accepted; it is not as developed as Meenaghan’s (1993), 

who’s measurements might be a bit old, but still very relevant, through the fact that his 

article has been cited 270 times and as many studies have shown by validating it. Also 

the theory he developed with Shipley (1999) is well-cited 131 times, and somewhat 

validated by other empirical studies (Mossberg, L. &  Getz, D., 2006; Wiles, M.A. & 

Danielova, A. 2009) 

2.3. Research model 

With this paper we intend to put all of these points together in order to overview the 

sponsorship process. We give more importance to certain theories according to their 

wide academic recognition and validity 

 
Figure 3 - Theories used (authors own construction) 

  

Objectives : Pope's categories (1998)

Selection : Sprint model (McCook 

et al. 1997) ; Brassington&Pettit 

(2000)

Evaluation : Meenaghan's

measurements (1983)
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2.4.  Research Questions 

According to the theory analyzed this research is focused on the following questions: 

 
• How do companies select their events and manage their sponsorship portfolio? 

• What are the factors influencing the future decisions of continuing a 

sponsorship?  
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3. Methodology 

The method chapter describes how the research is designed (population, sample, 

operationalization) and used to connect theory to the questions used in the empirical 

gathering, reliability and validity. In this research the model, which has been followed 

is the quantitative strategy by conducting a survey on different companies in different 

industries and collecting useful data for this study. 

 

3.1 Research Approach 

The theory is involved in the methodology chapter being part of the research approach 

which will be depicted on this chapter. There are two kinds of research approaches, the 

deductive theory and the inductive theory. “Deductive approach is the theoretical or 

conceptual framework, which you subsequently test using data. For other research 

projects it is necessary to explore your data and to develop theories from them that you 

will subsequently relate to the literature, this is known as inductive approach; on this 

the research has a clearly defined purpose with research questions and objectives, 

without starting any predetermined theories or conceptual frameworks.” (Saunders, 

Lewis & Thornhill, 2009:61). This survey follows the deductive approach, as it is 

already illustrated the researches based on what is known about a specific domain, here 

is the sponsorship, make the hypothesis and translate it into operational terms. The 

researchers should also specify the model, which is followed to collect data to link 

them to the hypothesis. The deductive approach is most common to depict the relation 

between the theory and the research.  The main characteristic on this approach is that 

the researcher has to deduce the hypothesis with the empirical examination. This 

strategy is linking theory and data collection and it is applied for quantitative 

methodology approach, the one which is conducted in this study. (Bryman & Bell, 

2007) 
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3.2 Research Design 

The purpose of this survey is to test the theory of sponsorship that relates the decision 

making process to the evaluation of its portfolio. The method, the design and the 

strategy are going to be depicted further with more details. 

 Survey research  

This kind of research is used for this study and “ it provides a quantitative or numeric 

description of trends, attitudes, or opinions of a population by studying a sample of that 

population. It includes cross-sectional and longitudinal studies using questionnaires or 

structured interviews for data collection, with the intent of generalizing from a sample 

to a population” (Creswell, 2009:12). The survey research comprises a cross-sectional 

design in which the data, in this case the questionnaires, are collected on multiple 

cases, different companies and industries (hotel and bank industries) to collect a cluster 

of quantitative data related with more than two variables to constitute the patterns of 

association (Bryman et al., 2007). 

Cross-sectional Design 

The cross- sectional design is often called a social survey design; is connected with the 

quantitative research. The collection of qualitative or quantitative data on more than 

one cases in a specific timeframe are analyzed to detect patterns of association.  

(Bryman & Bell, 2007) 

The research methods can be various (Bryman & Bell, 2007), they are usually 

separated into two categories: qualitative and quantitative researches. Qualitative can 

be used in research which have for aim to provide a deep analysis and to build new 

theory.(Cavana, Delahaye & Sekaran, 2001). Quantitative methods allow researchers 

to verify existing theories or hypothesis; based on this we will verify the theories with 

the collected data from the tested sample. The quantitative statements differ from the 

qualitative ones because they are focusing on relating and comparing variables.  
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3.3 Population and Sampling 

In this research the main core is the sponsorship and more specifically the decision 

process of the company’s portfolio. The focus on this study is to test the companies 

which are located in Sweden and find the input and output of the whole process of 

sponsorship. We limited our sample geographically to one country because of time 

limitation and localization.  

The database used to find Swedish companies is www.scb.se. We collected data for 

1258 companies; since the total population is quite small and easy to contact once the 

listing is ready, we sent the questionnaire to all of it.  As we want to collect data from 

all units in our population (Swedish banks and hotels), this is a census study (Brymand 

and Bell, 2007). 

We received fifty one (51) answers, all of them are valid.  

The population must involve stratification (stratification: specific characteristics of 

individuals) before selecting the sample, thus the questionnaire is addressing to the 

managers or executives of the Marketing Department.  

We used only the quantitative method, using questionnaires for gathering data. The 

questionnaire consists of 21 questions in which is referred the involvement of the 

companies in sponsorship events, the amount of investment in such activities, the type 

of sponsorship in which they decided to participate, their motivations, their evaluation 

of the effects and the decision if they are going to involved again. 

3.4 Operationalization 

In this chapter the questions which are included in the questionnaire are going to be 

presented according to the theoretical chapter; the association with the theory and the 

questions is tested and will be proved to the analysis chapter. 
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Question(s) 
Measurement 
method 

Theory and Purpose Variables 

Identification of the sponsor 

A.1 to 4  Open questions 
No theory. Define who is the 
company and how important 
are sponsorship activities. 

 Control 
variables / 
Information 

A.5 Close question No theory. Control question. 
Company 
Behaviour / 
Organization 

A.6 
Open question 
(%) 

No theory. Identify how 
important are sponsorship 
expenditures. 

Budget 

A.7 
Close question 
(1 - 5+) 

No theory. Identify how many 
events the company is 
sponsoring. 

Company 
Behaviour / 
Organization 

A. 8  Close question 

Drennan and Cornwell (2004); 
Mack (1999). Identify the 
“values” that are the most 
important to company. 

Event 

A.9 Close question 

Cornwell (2008), Drees 
(1991). Identify who is the 
person/responsible for the 
sponsorships, which 
department or agency handle 
the sponsorship events, and is 
essential to know how much 
they invest on that, which will 
show the importance and the 
gravity of the company on it 

Company 
Behaviour / 
Organization 

A.10 Close question Meenaghan (1991) 
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Objectives 

B.1-2 Close question Cornwell (2008) 
Company 
Behaviour / 
Organization 

B.3 

Close question 
with ranking 
scale (1: low – 
5:high) 

Pope (1998) ; Meenaghan 
(1993) 

 Objectives 

Choice and Decision 

C.1 Close question 
Cornwell (2009) ; Chien et al. 
(2010) 

Motivations 

C.2 

Close question 
with ranking 
scale (1: low – 
5:high) 

Brassington &Pettit (2000) ; 
McCook et al. (1997) 

Motivations 

Evaluation and Sponsorship Effectiveness 

D.1 Close question Thjømøe et al. (2002) 
Company 
Behaviour / 
Organization 

D.2 Close question 

Navickas and Malakauskaité 
(2007). Check if the company 
has data anterior to the event 
in order to check the 
sponsorship effects. 

Company 
Behaviour / 
Organization 

D.3 

Close question 
with ranking 
scale (1: low – 
5:high) 

Meenaghan (1991). 
Company 
Behaviour / 
Organization 

D.4 

Close question 
with ranking 
scale (1: low – 
5:high) 

Walliser (2003). Understand 
what the important elements 
are when it comes to 
sponsorship evaluation 

Company 
Behaviour / 
Organization 
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D.5 Close question 

Check how important is the 
effectiveness and therefore 
how the company manages its 
portfolio of sponsorships and 
decides to continue a 
sponsorship activity or not. 

Company 
Behaviour / 
Organization 

D.6 Open question 
No theory. In case we forgot 
something important that the 
respondent thinks about. 

 Information 

Table 2: Presentation of questionnaire 

3.5 Validity 

Validity aims to control the quality of the study in order to reach the purpose and 

research objectives, and therefore obtain a valid result. It has to be both internal (the 

extent to which the ideas about cause and effect are supported by the study) and 

external (the extent to which findings can be generalized to populations or to other 

settings) (Bryman &Bell, 2007). 

The authors believe they have an acceptable level of validity for this research thanks to 

a high validity of research design and operationalization: questions in the survey are 

strengthened by the theoretical part of this paper, as it is detailed in the 

operationalization. Since all of them are linked to theory, the answers received should be 

as valid as possible, which should help to fulfil the purpose and research object of the 

study.  

Using a questionnaire makes the biases of the answers limited – asking questions on a 

in-depth interview could affect the respondent. Since there is no possibility to explain a 

question, the theories have been translated into questions as understandable and 

concrete as possible. 
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Close questions are easy to treat when it comes to data analysis since they offer a clear 

comparability of answers, a limited quantity of variables and an easy completion 

(Bryman & Bell, 2007).  However, the answers might be biased since the respondent 

might have some difficulties to do a forced-choice answer, particularly in a non-

exhaustive list (Bryman & Bell, 2007).  This is why we chose to add a “other – 

precise” choice to our respondents: they therefore have the opportunity to answer more 

precisely to the question. For some questions, we chose a rating scale since it provides 

a straightforward way to ask attitudinal information, which is easily to analyze (Brace, 

2008). 

Since we have made a census study, the sample is representative for the whole 

population by having a response rate of 4, 05 % in the tested sample. 

3.6 Reliability 

Reliability questions if the results of a study are repeatable and therefore checks if the 

measurements are consistent (Bryman & Bell, 2007). This means that if another study 

would be carried out in the future that uses the same method; it should obtain similar 

findings and conclusion.  

The empirical research uses a structured survey for all companies in the sample. A 

similar research in the future can be done in the same conditions.  

The sample: 51 companies have participated in the research out of 1078 contacted 

companies in total. Therefore, the research result is reliable, as the recommended 

sample size is 377 with a confidence level of 95% ; the confidence interval is 4%, and 

the population is estimated about 2000 companies. 

Also, even though only employees with the right knowledge were targeted, it is not 

possible to check if the most appropriate person answered the questionnaire. Also, the 

language can be source of decreased reliability, since it is not the native language of 
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each person interviewed – therefore, we had our questionnaire translated in Swedish, to 

be sure that the respondents would understand it. 

3.7 Regression Analysis 

The mathematical explanation of the relation between the dependent and the 

independent variables  is illustrated by the statistical model of regression’s analysis. A 

statistical model is the description of a behaviour or a state,  the studies which are 

made for this model  are quite extended. There are three types of regression model: a) 

the simple linear regression, b) the multiple linear regression model and  c) the non-

linear regression. The simple linear regression is the model that shows the connection 

between one dependent and one independent variable, the multiple linear shows the 

relation between one dependent and more than an one independent variables and the 

third model depicts the not linear relationship in regression parameters. The one used 

in this research is the simple linear. In this type of analysis, the dependent and the 

independent variables are connected together by the following equation 

 y = β0 + β1χ + ε 

Where the y is the dependent variable and β0 is  the intercept, β1 is the slope of the 

regression line, χ is the independent variable and ε is the usual error. (Yang, X. & Gang 

Su, X. ,2009; Rawlings, J.O. Dickey, D.A. & Pantula, S. G. 1998) 
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4. Empirical Data 

The following chapter contains a summary of the date collection and empirical 

investigation. Every answer, of the questionnaire of the quantitative search which was 

conducted, is analysed after questioning 1078 companies in Sweden. The questionnaire 

can be found in Appendix 1. 

4.1 Quantitative Data 

The questionnaire which was sent to 1258 persons in the bank’s and hotel’s branch is 

consisting of 21 questions separated according to the theory and make it easier to the 

reader to be oriented. Our survey was filled out by 51 out of 1258 contacted persons, 

which makes a respond rate of 4, 05 %.  

4.2 Identification Data 

The sample which is tested consists of 60% of small companies; this shows that most 

of the companies involved in sponsorship have less than 50 employees and have an 

annual turnover fewer than 25 million Swedish crowns. The ranking questions (13, 15, 

18, and 19) results have been obtained by calculating the average score of each 

criterion. Among the respondents 82 % represent those who actually sponsoring and 

their answers can be estimated. All companies have a budget dedicated to advertising 

and marketing activities; the investment in sponsorship is part of it.  

Most of the companies, 27,4% use more than 1% of their annual turnover for the 

sponsorship activities. Among them, 43% sponsor 1 to 5 events every year, which 

means that have an annual contract of sponsoring. The type of event is the one clarifies 

the preference and, eventually, the policy of the company. The selection of the type 

shows what exactly the company aims to support. It represents and reflects the values 

and the brand equity of the company. Sports sponsorship is dominating, with 37% of 

the answers. On the other hand it is interesting to see that 77% of the respondents 

declare that they do not select events related to each other.  
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The majority of the companies (65%) are taking care themselves of their sponsorship 

activities and are therefore responsible for the guidelines and the decisions made to 

participate in and be involved with an event. 

When it comes to the selection of the sponsorship, the companies have different 

behaviours.  Most of them make their selection according to specific goals and are 

interested in having a beneficial return affection (41%). Moreover 16% consider their 

activities as a simple money donation in order to get some attention, without 

sophisticated goals or selection criteria and 29% as a real involvement and control of 

sponsorship activities.  In this regard,14% did not answer. 

4.3 Motivations & objectives 

In this category 57 %  of the respondents state that they are using specific guidelines 

and policies for the sponsoring process. This result is reasonable, because of its 

connection with the selected qualifications which they choose to follow.  

Most of the companies are receiving offers and they do not search by themselves 

(43,1%), but this fact do not prevent them from searching for other sources and find an 

event which will be suitable for them and would like to approach a different kind of 

event. Thus the frequency of the companies, which are using both ways of involving in 

sponsorships, is 39%. When they have to select sponsoring, they consider and rate 

specific objectives  

All the objectives were put in the same figure to depict a more specific view of the 

importance between them and which ones are the companies distinguish more and pay 

more attention. Table 3 depicts the objectives of selecting sponsors in order of 

importance from companies’ perspectives. The most important objectives, when it 

comes to sponsorship, are all these that have an impact on the consumer and the public. 

With an average higher than 5, companies mainly want to achieve corporate objectives 

(corporate image, community involvement, public perception) and marketing 

objectives (brand positioning), according to Pope’s classification (1998). 
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Table 3 Selection Objectives 

  Average 
brand positioning 5.60 

corporate image 5.57 

community involvement 5.53 

public perception 5.19 

business relations 4.84 

increase sales 4.83 

Public awareness 4.79 

general visibility 4.70 

enhance advertising campaign/ publicity 4.53 

reach target market 4.24 

client entertainment 4.21 

employees relations and involvement 3.98 

management interest 3.89 

compete with other companies 3.85 

financial relations 3.46 

government relations 2.62 

other 2.56 

 

For the event selection the most important criteria for the company are those 

influencing the audience. Therefore, showing commitment (5,57) being exposed to the 

target market (5,20) and enhancing the image (5,34) are the favourite criteria. The 

relevance (5,00) and the compatibility (4,62) of the event with the brand also matter. 
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 4.3 Evaluation of sponsorship effectiveness 

As Thjømøe et al. (2002) mention, many companies do not evaluate their results – 

here 45% - which can lead to the conclusion that the whole process is just a tool for 

brand awareness in the public and the market and to justify that they invest money to 

support specific causes. The investment of sponsoring is something that maybe it is not 

so essential to measure and calculate it with the annual turnover of the company, 

because this investment will be materialised according to the company’s guidelines.  

Among the respondents 84% believed that when the company evaluate sponsorship 

effectiveness, it is important to do it after the completion of the event in order to test all 

the methods they used and weight if they were sufficient enough or not. But in order to 

evaluate the effectiveness of their sponsorship activities, the companies have recourse 

to the communication effectiveness (awareness, recall, attitude surveys, psychology, 

sort & count) – even if it is, according to Meenaghan’s (1993), quite difficult to 

evaluate. As illustrated in Table 4, Media coverage is also important (with average of 

4.84) 

Table 4: Evaluation criteria 

  Average 
Communication effectiveness 5.22 

Media coverage 4.84 

Sales effectiveness 4.15 

Other 3.28 

 

According to the respondents, the more useful way to measure the efficiency of 

sponsorship is by evaluating their shop(s) frequenting (5.00). Company data and 

surveys are also appreciated (4.43 and 4.05). Among the respondents 47 % answer that 

the above criteria of measuring influence them; thus, they are planning to change some 

guidelines or patterns to their decisions but there is also an amount of 43 % which 

didn’t respond and make the answer uncertain.  
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4.4 Overview of sponsorship’s selection and evaluation 

Here, we are estimating the correlation between the motivations of the company and 

the criteria it uses to make its selection by using linear regression. First of all, we tested 

the selection criteria and the evaluation criteria to check their reliability, according to 

Cronbach Alpha. The internal consistency number is 0.851 for the evaluation’s criteria 

and 0.956 for the selection’s criteria by estimating 82,4 % and 70,6 % respectively of 

validity. Then we created a new variable for each group of criteria in order to compare 

them together and see their correlation between them and the affection they have to 

each other. (See Appendix 4, 6) 

What has been noticed in the data collection is the recourse to all the variables linked 

to the audience, such as public perception, community involvement, visibility or 

awareness. However, after using the linear regression method, we can see that they are 

the less correlated variables. On the contrary, the ones with the weakest grades, such as 

financial relations or government relations or business relations are the most significant 

variables. 

The regression analysis shows that the variables of evaluation’s criteria have a strong 

relation with the selection’s criteria by noticing the adjusted R-square which is 0.735 

and with the Beta number being 0.862 this relationship is highlighted. The high value 

of selection’s criteria satisfy the companies choices and the evaluation’s criteria 

combined with selection’s give the answers to our research questions, which will be 

analysed more detailed in the following chapter.  
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Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 ,862a ,743 ,735 ,89663 

a. Predictors: (Constant), sumselection 

 

 
 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardiz

ed 

Coefficients 

t Sig. Fraction 

Missing 

Info. 

Relative 

Increase 

Variance 

Relative 

Efficiency 

B Std. 

Error 

Beta 

1 (Constan

t) 
,006 ,500 

 
,012 ,991 

   

sumselec

tion 
1,019 ,106 ,862 9,627 ,000 

   

a. Dependent Variable: sumevaluat 

 
 

Evaluation, as the last element of the sponsorship’s process, is shown to be 

underestimated by the respondent sample and we wanted to test the correlation 

between the objectives of selection and the evaluation criteria, as both of them 

formulate the portfolio. The same procedure as above was followed, firstly testing the 

reliability of the objectives variables, the Cronbach’s Alpha showed 0,743, and then we 

created a new variable summarizing them to one in order to compare it with the 

evaluation variable and find their correlation, which is also strong and depicts their 

relation  with the adjusted R2 = 0.630 . In the end we applied the linear regression to 

link the evaluation criteria with the objectives and the Beta analysis indicates that there 

is a positive and strong relation.  
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5. Data analysis 

The previous chapter brought up the data collected through the survey. This chapter 

will present a comparison between the gathered data and the theories. The research 

questions will be answered 

5.1 Sponsorship’s Portfolio 

In the theoretical chapter Cornwell (2008) and Chien et al. (2009) state that the 

sponsorship can be part of the brand identity, but it should not be used only as an 

advertising tool. Moreover the criteria of selection and the factors influencing the 

selection of the events are estimated and weighted by the companies, as they are 

following specific guidelines. After testing the survey’s sample, asking about the 

criteria and the objectives for the selection and then for the creation of their portfolio, 

we received the data and we evaluate them using statistic methods and are going to be 

interpreted with the combination of the existing theories. 

5.1.1 Criteria of selection  

The data collected from the survey shows many parameters impacting on the 

companies’ decision to select a sponsorship. The first factor influencing them is the 

type of event and the connection between them. Mack (1999) has already categorized 

the events and clarified that the theme and the interest of the event is the one which 

attracts the visitors and the audience. As the authors claim on the theoretical chapter 

the most famous type is the sports event with 37 % and then the charity and health 

types follow and in the end the educational and the cultural events are the less 

preferable ones. Although in the questionnaire is included a question about the relation 

of the events; most of the companies didn’t answer in a satisfactory percentage and 

only a 39% answer that the relevance is not important for them, despite the fact that 

Chien et al. (2010) cite that the mixing of different types formulates the company’s 

personality. The second factor is the qualification of a company, based on the theory of 
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Meenaghan (1991). Three levels of sponsorship exist: a) the money donation, b) the 

precise selection of the event for serving specific goals c) the real involvement. The 

most adapted and important step for the tested sample is the focused selection of the 

event by following certain guidelines and policy, to which almost the half sample 

already follow sponsorship’s strategy. 

5.1.2 Objectives and motivations 

Another element for composing a portfolio is the objectives-motivations of selection. 

In this section a combination of two theories has been made, Pope (1998) and 

Meenaghan (1993). The objectives presented in these two theories are also used for the 

questionnaire and their importance tested. The most important objectives are: the brand 

positioning as Chien et al.(2010) explain in their theory, the community involvement, 

stated before by Mack (1999), the cooperated image that Bennett’s theory depicts 

(1999), the increase of sales cited by Meenaghar (1993) and the general publicity 

suggested by Thjømøe et al. (2002). The lowest level of importance achieved in 

the objective of government relationships opposites the statement of Cornwell 

(2008), who defines the adaption of sponsorship by the nations as a crucial 

communication tool. The competition is also a low importance factor because 

the companies highlight more the public perception and involvement as 

Coppetti (2009) underlines.  

5.1.3 Decision Process 

This stage determines the experience of the firm to decide how they will proceed with 

this communication tool, the sponsorship. The new connections and networks which 

are built (Farelly et al. 1997) are supported by five factors according to Brassington & 

Petit (2000) and Chien et al (2010), the relevance, the compability, the length of 

impact, the new product marketing and the uniqueness. McCook et al (1997) 

concentrate more on the company’s brand name by exposing to the targeted market, 

linking the experience and entertainment of the company with the event and 

considering the revenue opportunities with the costs of sponsoring. Regarding to the 
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responses of the managers the majority of the previous authors’ criteria are highly 

leveraged. The discussed process of this chapter reflects the company’s identity as 

Mack (1999) expounds, that the selection of an appropriate event and the involvement 

of the employees are crucial for the sponsorship’s planning. The relation between the 

company and the brand has already been interpreted as an association of the event and 

the customers-audience participating in it. (Kapferer, 2003; Smith, 2004),  

5.2 Evaluation and effectiveness 

The effectiveness is a significant factor according to the written theories (Hermann et 

al, 2011) and the collection of data after finishing the process of sponsoring is equally 

important (Cornwell, 2008).The evaluation is the last stage before completing the 

sponsorship process, in this stage the collected data should be analyzed and measured 

in order to continue applying this communication tool-sponsorship- or terminate it. 

5.2.1 Evaluation criteria 

The conducted survey includes all the criteria which are mentioned in the theoretical 

chapter, because the aim is to scale the importance of them. The criteria from 

Meenanghan (1993) are measured according to their importance: the sales 

effectiveness was characterised in an average importance, the communication 

effectiveness and the media coverage reached a very high level of importance and the 

appropriateness is rated as low and average, translated as less important among all. 

5.2.2 Measuring effectiveness 

After applying these criteria the companies should measure the effectiveness, as 

Thjømøe et al. (2002) proved that the measurement depicts the quantity of the 

company’s exposure to the brand. The proposed methods of measurement (Walliser, 

2003) are also rated and the highest percentage noticed on the sample is the 

achievement of getting new contracts and adding new clients to the company’s 

portfolio. The purchase intention is a method not preferable to be adapted from the 

managers. 
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However the tested sample shows that only the 51% evaluates sponsorship while the 

rest is not interested to receive any feedback. This reaction is justified according to the 

authors, because of the lack of their budget to made any improvements or changes to 

their current sponsorship templates.   

5.2.3 Association of selection and evaluation 

In this last stage the respondents are 47% affected by the criteria of effectiveness and 

used measuring methods to decide if they wish to continue or terminate a sponsorship 

activity. The correlation between the evaluation variables and the selection variables is 

really strong, after conducting the linear regression analysis and the assumption is now 

proved, as it is shown that every impact or change to one of the selection’s criteria will 

affect the evaluation’s criteria. 

Also the objectives of selection are main actors in the decision sponsorship process and 

they have also a direct impact on the final evaluation process and its criteria. Based on 

the statistical analysis (simple linear regression) which we applied, it was presented the 

strong relationship between the criteria of the evaluation and the selection objectives. 

The highlighted point here is that all the factors taken under consideration to select a 

specific kind of sponsorship are going to sway the method of  the evaluation in the end. 
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6. Conclusion 

 

An overview of the theoretical chapter and the empirical findings is depicted in this 

chapter, by answering also the main questions of this study. 

The portfolio of a sponsorship depends on the selection factors and the decisions of the 

managers. After creating a portfolio with specific selected events, according to the 

company’s image and policy, the next step is to execute these guidelines and 

participate on it. One significant ingredient for a successful sponsorship is the 

involvement of the visitors (Cornwell, 2009). The final stage of the process is the 

evaluation, which according to the literature is very crucial to be conducted. However, 

the survey overthrew that by the managers stating their neutrality and sometimes 

negativity to the importance of measuring the results.  

·         How do companies select their events and manage to create their portfolio? 

 

Following the questionnaire’s structure, the initial  query for the managers to answer 

and start organizing their portfolio is the amount of investment necessary to materialize 

this communication tool (Cornwell 2008 ;  Farelly et al. 1997) ; the area where they are 

managing the sponsorship are defining how the company will act and design their 

strategic plan. One of the factors influencing the selection process is the kind of event 

and the brand equity which are strongly correlated, based to the theory and to the 

results of our study. The motivations objectives from the studied theories were tested 

for their importance and scaled according to the executives personal opinions. The 

general aspect of the selection process is the enhancement of the brand identity, 

something that we referred from the beginning as a component and a major reason for 

sponsoring. 

 

·         Which are the factors influencing the future decisions of continuing a sponsorship?  
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By selecting the events and participating on them, is following the evaluation process. 

The tools used to accumulate the results and interpret them are widely identified and 

accepted from the managers, despite the fact that the majority of the sample does not 

answer or does not use any evaluation methods. The initial criteria which we wanted to 

test and combine were the selection and evaluation criteria in order to find out if those 

can be mounted and contribute to the managers decision of continuing or terminating a 

sponsorship agreement. From the empirical results and the statistics, a strong 

correlation between the selection criteria and the evaluation criteria is clearly depicted. 

This answers our research question by explaining the gravity and the substance of these 

factors which should be taken into account by the sponsorship’s managers.  

6.1. Implications  

The purpose of our study has been to get an overview within a specific area of 

research, event sponsorship, by answering our research questions. Sponsorship is more 

and more recognized as an efficient marketing tool, offering a lot of great opportunities 

and is a great alternative to the saturated media clutter.  

We found out that a lot of companies do not properly evaluate the sponsorship 

activities. Therefore, this should change. Sponsorship deserves to be controlled and 

followed such as any other activities. This goes through a clear definition of the 

objectives; then it is easier to choose the right event and then to evaluate if the 

objectives have been reached or not.  

In this study, the focus has been on the Swedish banks and hotels. 
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6.2. Limitations and suggestions for future research 

 

Despite the importance of sponsorship, the research is still limited and this is why we 

suggest the following implications for further research. 

Our study has limitations, both geographical (Sweden) and industry (banks and hotels). 

Therefore, our results are relevant for the banks and hotels on the Swedish market. 

Hence, it would be interested to conduct it again and expand it to more industries in 

order to strengthen our findings. 

Many respondents have suggested other motivations and criteria of selection that are 

not included into our theoretical framework. It would been consequently interesting to 

go deeper into these domains to have more precise answer and enhance the existing 

theories. 

The sponsorship evaluation system merits further research and proposals since it is not 

well-known and hardly used by companies.  
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8. Appendix 

Appendix 1: Questionnaire 

1. Company name 

2. Position of respondent  

3. Number of employees 

4. Turnover (SEK) 

5. Are you sponsoring events? If not, why? (please specify) 

6. How much money do you spend in sponsorship activities? (% of turnover) 

7. How many events are you sponsoring a year?  

8. Please specify the type of event your company is engaged in : Health / 

Charity / Education / Sports / Cultural / other (specify) 

9. Are you taking care of sponsorship activities yourself (in-house) or do you 

externalize it (intermediary agency?) Yes (open)/No (open) 

10. Among these three qualifications, which one is the most adapted to your 

company: (a) a simple money donation in order to get some attention, 

without sophisticated goals or selection criteria (b) a more precise selection 

of the “object” with more specific goals and more interest in receiving a 

return on investment (c) a real involvement and control of sponsorship 

activities (“impresario” behaviour). 

A. Motivations & objectives 

11. Does your company have a sponsorship policy or guidelines? (Open question) 

12. Does your company receive sponsorship proposals or do you search for them? 

(Open question) 
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13. Please rate the importance of the following objectives when it comes to 

sponsoring selection (1: low – 7: high) 

a. Public awareness, corporate image, public perception, community 

involvement, financial relations, client entertainment, government 

relations, employees relations and involvement, compete with other 

companies,  general visibility, general publicity, enhance advertising 

campaign, reach target market, business relations, brand positioning, 

increase sales, management interest, other (specify) 

A. Choice &decision 

14. Are all your sponsorship activities of your portfolio related to each other? If 
yes, in which way (open question) 

 
15. Please rank the influence of these criteria when it comes to the selection? (1: 
low 5:high)  
compatibility /  uniqueness / relevance / spin-off / length of impact / revenue for the 
company/ the costs for the company / ability to integrate the product to the event  / 
exposure to the target market / image enhancement gained / the competitive 
advantage gained / the hospitality &entertainment opportunities for the guests the 
company wants to influence (such as opinion formers and decision makers in both 
business and government circles, trade acquaintances, dealers, wholesalers and 
retailers drawn from its task environment, media, company's own staff and 
customers)  / the opportunity to show the commitment to community / other, 
specify 
 

B. Evaluation of sponsorship effectiveness 

C. 16. Do you evaluate sponsorship effectiveness? (Yes/No) 

17. When do you evaluate the sponsorship effectiveness?  Before/During/After 

18. Please rate these evaluation criteria (1: low – 7: high) Sales effectiveness / 

communication effectiveness (awareness, recall, attitude surveys, psychology, sort 

&count) / Media Coverage / other 
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19. Rate the following measurement methods (1: low – 7:high): a) survey , b) 

company data (sales number etc.), c) website visits, d) shop frequenting, e) new 

contracts- clients,  f) others. 

20. Do these criteria influence your choice for future decisions, such as continuing 

or stopping a sponsorship activity? (Open question) 

21. Anything to add? (Open question) 

 

Appendix 2: Companies objectives according to Meenaghan (1993) 

 
Broad corporate objectives 

Product related objectives Sales objectives 

As a medium for community 
involvement 

Increase product or brand 
awareness 

Increase sales 

Increase public awareness of the 
company 

Reinforce or change the 
perception of the product or 
brand on the market 

To alter public perception Identify the product or brand 
on a specific target 

To build goodwill among opinion-
formers and decision-makers 

  

To reassure policy holders and 
stockholders 

  

To counter adverse publicity   

    

As an aid to staff relations   

To assist staff recruitment   

To identify with a particular market 
segment 

  

To facilitate prospecting for the 
salesman 

  

Others   
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Media coverage Guest hospitality Personal objectives 
As a cost effective mean to 
promote the brand  

Bring influent people to the 
event  

  

  Bring employees to the event   

      

      

 

Appendix 3: Statistical Data I- Charts 

Objectives of Selection 
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Selection’s Criteria 

compatibility 

 

uniquness  
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relevance 

 

Spin-off  
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Revenue for the company 
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Costs for the company 
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Evaluation
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Appendix 4: Statistical Data II – Linear Regression Evaluation criteria 

& Selection criteria 

 

REGRESSION 

Variables Entered/Removeda 

Model Variables Entered Variables Removed Method 

1 sumselectionb . Enter 

a. Dependent Variable: sumevaluat 

b. All requested variables entered. 

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 ,862a ,743 ,735 ,89663 

a. Predictors: (Constant), sumselection 
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ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 74,509 1 74,509 92,680 ,000b 

Residual 25,726 32 ,804 
  

Total 100,235 33    

a. Dependent Variable: sumevaluat 

b. Predictors: (Constant), sumselection 

 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) ,006 ,500 
 ,012 ,991 

sumselection 1,019 ,106 ,862 9,627 ,000 
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Coefficientsa 

Model Fraction Missing Info. Relative Increase 

Variance 

Relative Efficiency 

1 (Constant)    

sumselection    

a. Dependent Variable: sumevaluat 
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Appendix 5: Statistical Data IV- Linear Regression Selection Objects –

Evaluation Criteria 

Variables 

Entered/Removeda 

Model Variables Entered Variables 

Removed 

Method 

1 sumselection
b 

. Enter 

a. Dependent Variable: sumevaluat 

b. All requested variables entered. 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,862a ,743 ,735 ,89663 

a. Predictors: (Constant), sumselection 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 74,509 1 74,509 92,680 ,000b 

Residual 25,726 32 ,804   
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Total 100,235 33 
   

a. Dependent Variable: sumevaluat 

b. Predictors: (Constant), sumselection 

 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) ,006 ,500 
 ,012 ,991 

sumselection 1,019 ,106 ,862 9,627 ,000 

 

Coefficientsa 

Model Fraction Missing Info. Relative Increase Variance Relative Efficiency 

1 (Constant)    

sumselection    
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a. Dependent Variable: sumevaluat 

Reliability Statistics 

Cronbach's Alpha N of Items 

,956 14 
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Appendix 6: Statistical Data IX- Computing Variables: Criteria 

Selection, Evaluation Criteria, Selection Objects 

 
Case Processing Summary 

 N % 

Cases Valid 36 70,6 

Excludeda 15 29,4 

Total 51 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

,956 14 

 

Item-Total Statistics 

 Scale Mean if Item 

Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-Total 

Correlation 

Cronbach's Alpha if 

Item Deleted 

criter selec_compability 59,25 354,764 ,770 ,953 

criter select_uniqueness 60,06 364,397 ,629 ,957 

criter select_relevance 58,61 360,302 ,769 ,953 

criter select_spinoff 59,56 359,854 ,805 ,952 

criter select_impact 59,89 368,502 ,784 ,953 

criter select_revenue 59,64 356,809 ,796 ,952 
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criter select_costs 59,47 361,628 ,644 ,956 

criter select_integration 59,72 360,321 ,779 ,953 

criter select_exposure 58,86 357,723 ,821 ,952 

criter select_image 58,44 367,054 ,741 ,954 

criter select_competition 59,31 353,190 ,812 ,952 

criter select_hospitality/entertain 59,33 361,943 ,715 ,954 

criter select_commitment 58,42 353,621 ,893 ,950 

criter select_community 59,64 357,894 ,786 ,953 
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Scale: ALL VARIABLES 

Case Processing Summary 

 N % 

Cases Valid 42 82,4 

Excludeda 9 17,6 

Total 51 100,0 

 

a. Listwise deletion based on all variables in the procedure. 

Reliability Statistics 

Cronbach's Alpha N of Items 

,851 3 

 

Item-Total Statistics 

 Scale Mean if Item 

Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha if 

Item Deleted 

evaluat criter-sales effectiveness 10,00 12,537 ,600 ,904 



 

 

 

84 

 

evaluat criter-communication 

effectiveness 
8,98 10,999 ,767 ,745 

evaluat criter-media coverage 9,31 11,243 ,806 ,712 

 
 

Variables Entered/Removeda 

Model Variables Entered Variables Removed Method 

1 sumselectionb . Enter 

a. Dependent Variable: sumevaluat 

b. All requested variables entered. 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 ,862a ,743 ,735 ,89663 

a. Predictors: (Constant), sumselection 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 74,509 1 74,509 92,680 ,000b 
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Residual 25,726 32 ,804 
  

Total 100,235 33 
   

a. Dependent Variable: sumevaluat 

b. Predictors: (Constant), sumselection 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) ,006 ,500  ,012 ,991 

sumselection 1,019 ,106 ,862 9,627 ,000 

Coefficientsa 

Model Fraction Missing Info. Relative Increase 

Variance 

Relative Efficiency 

1 (Constant)    

sumselection    

a. Dependent Variable: sumevaluat 
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