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Abstract 

Sponsorship investments have increased during the last decades and the largest part of 

sponsorship is in sports sponsorship. Nowadays sports sponsorship is a large business where 

organizations can make great investments. Due to the fact that it now is a large business it is 

of great importance to understand this phenomenon in order to learn how to achieve success 

with it.   

There are some issues a company may consider before making the decision on sponsoring a 

sports team. Firstly, it could be a costly activity which can lead to a financial disadvantage if 

the sponsorship does not succeed, since it can involve high expense. Secondly, it could also 

be a time consuming activity which involves the risk of having the people within the company 

working in vain if failing to achieve success with the sponsorship. The literature describes 

many attributes that are important for managers working with sponsorships to apply in order 

to be successful. The purpose of this paper was to examine the relationship between 

managers’ attitudes towards sports sponsorship and their fulfillment of sponsorship attributes. 

To be able to answer the purpose three research questions were constructed that concerned the 

purpose of the study.  

To obtain the empirical data a case study was carried out with semi-structured interviews. The 

ones being interviewed were all managers working with sponsorship in their organization. 

With the help of their experience and answers to the questions an analysis was carried out.    

The finding was that managers that worked with more of the important attributes presented in 

the literature were more positive towards sports sponsorship than the organization that did not 

work with as many.  

Keywords: Sports sponsorship, attitudes, strategy. 
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1.0 Introduction 

This Chapter describes the environment in which the study is conducted. In the Problem 

discussion the pros and cons of sponsorships are discussed ending up with a problem to 

investigate in the paper. Finally the chapter leads to a purpose which is the aim to fulfill. The 

purpose is then delimited and finally an outline of the rest of the paper is presented. 

 

1.1 Background 

Marketing can be of great importance for companies. It could help a firm to achieve success. 

Marketing promotes the organization’s products or services, advertises them, creates good 

public relations and contributes to making the sale. The purpose of marketing is to create a 

greater awareness in the consumer’s mind and by this get a better reputation and make more 

sales (Subhas. 1999; Armstrong et al. 2009).  

One method organizations can use to market themselves is through sponsorship (Cornwell 

&Donald. 2003). The definition of a sponsorship is that an organization pays a fee to the one 

sponsored; in return the organization get access to the exploitable commercial potential 

associated with the one sponsored. The most common types of sponsorship are entertainment, 

non-profit or organization events. Sponsorship in entertainment includes sponsoring sports 

teams, sports events or music festivals to name some of the different types (Cornwell & 

Donald. 2003).  

When sponsoring a sports event or team the organization pays the fee to the event and through 

this gets the chance to advertise at the place, it can be at the side of the playing field for 

example (Investopedia 2013).  

Sponsorship investments are increasing and the largest part of sponsorship is sports 

sponsorship (Cornwell et al. 2001). Sports sponsorship has increased in the last decades and 

has become a large business. This has led to sponsorship being a great investment for 

organizations (Amis et al. 1997). Nowadays sponsorship is a global industry (Meenaghan, 

1998). Since sponsorship has become a large business also the competition among 

organizations has increased. Fahy et al. (2004) states that there is no guarantee for success 

with sponsorships due to the competition that exists. Due to these facts, it’s easy to understand 

the importance of learning the phenomenon to learn what to expect from it and how to 

achieve success with it.    
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1.2 Problem Discussion 

The growth of sports sponsorship has increased very fast during the recent years and today it 

can be a million dollar expense for some companies (Harvey. 2001). Some companies may 

still not have any experience of sports sponsorship and would perhaps reject such an idea.  

There are some issues a company may consider before making the decision to sponsor a 

sports team. Firstly it could be a costly activity which can lead to a financial disadvantage if 

the sponsorship does not succeed, since it can involve high expenses as stated by Harvey 

(2001). Second, it could also be a time consuming activity which involves the risk of having 

the people within the company working in vain if failing to achieve success with the 

sponsorship. 

Still the benefits when succeeding with a sponsorship can also be great. It can increase brand 

awareness (Yong et al. 2008) and brand loyalty (Mazodier & Merunka. 2011) ultimately 

leading to more sales (Cromton. 2004).  

No matter which path a company chooses a decision may be affected by the decision-makers’ 

attitudes towards the subject (Madrigal. 2001; Shapiro & Nielsen. 2012) 

Studies have found that a company sponsoring over a longer period of time, experiences 

better outcomes than companies that do not (Cornwell et al. 2001). Also when companies 

engage in a higher degree of active management, the financial value of the brand in general 

increases (Cornwell et al. 2001). These aspects could both be connected to the managers’ 

attitude towards the sponsorship. If the manager is positive about the sponsorship, it can 

create a good foundation for the future of the agreement, since the managers’ behaviors are 

based on their attitudes towards the sponsoring (Madrigal. 2001). These attitudes may be 

based on more or less accurate knowledge about the reality of sports sponsorship. 

Since sports sponsorship is a relatively new phenomenon with a lack of underlying theories, 

there is much research left to be done (Batty, Dean & Sam. 2005). It can be a problem for 

companies not using sponsorships that vital information about the perceived reality of sports 

sponsorship in companies using them is missing. Knowledge is essential for a better 

understanding of perceived negative or positive factors. Lack of knowledge can lead to 

decision-making affecting the outcome of sports sponsorships (Cornwell & Roy. 2004). 
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Some studies have investigated the attitudes among consumers but few studies have 

investigated the attitudes among the managers making the decisions about sponsorships.  

 

1.3 Purpose 

The purpose of this paper is to examine the relationship between managers’ attitudes towards 

sports sponsorship and their fulfillment of sponsorship attributes. 

 

1.4 Delimitations 

To give the paper a better focus, it will be limited to examining managers’ attitudes to sports 

sponsorship only. Three of the highest ranked sports teams in Växjö are chosen to gather 

information. The teams are Lakers (ice hockey), Öster (soccer) and Vipers (floor ball). The 

information will be gained from the managers of the companies sponsoring. It will contribute 

to a more limited paper with a clearer comparison between the attitudes among the companies 

sponsoring the teams. Also the location of the companies simplifies the task of reaching the 

managers needed to complete the study. 

 

1.5 Outline of Thesis 

In total, this study is divided into seven chapters, and they are as follows: 

 

Chapter one: Chapter one discusses the development of sponsorship and how important it 

can be for organizations to understand the phenomenon. 

 

Chapter two: In chapter two, literature regarding sponsorship, strategies and attitudes is 

presented. A research gap was presented.  

 

Chapter three: In this chapter a justification of the methodology used is presented.   

 

Chapter four: The empirical data collected from the different cases is presented. 

 

Chapter five: Chapter five presents the analysis of the empirical data relating it to the 

literature presented.  
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Chapter six: This chapter presents the conclusion of the research by answering the research 

questions and the purpose.   

 

Chapter seven: In this chapter there is a discussion regarding limitations of the study, 

managerial implications, theoretical contributions and suggestions for future studies. 
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2.0 Theoretical Chapter 

In this chapter the existing literature about sponsorship, strategy and attitude needed for this 

research is presented and examined to provide an overview for understanding the chosen 

area. Definitions of terms and concepts are explained and gaps are identified for further 

investigation.  

 

2.1 Sponsorship 

The literature has many different definitions of what sponsorship really is (Cornwell et al. 

2011). In the literature though it is possible to find many different suggestions of what 

sponsorship is. According to Amis et al (1997) sponsorship is an investment by the sponsor, 

the organization provides money for the event/activity and in return the firm is for example 

allowed to advertise at the event. This definition of sponsorship is supported by Cornwell and 

Donald (2003). The authors make the definition that sponsorship is when a fee is paid to a 

property such as sports or musical event in exchange for access to available commercial 

opportunities at the event (Cornwell & Donald. 2003).  

According to Crompton (2004) sponsorship is about exchange were two or more parties work 

together and exchange resources with each other. The resources should be similarly valued by 

those participating. The sponsored one can provide the opportunity to advertise at the event 

and the sponsor it can provide cash to support the event or the activity (Crompton. 2004).  

In this paper a mixture of the different definitions has been used since companies often work 

in different ways. The common factor is that money, products or services are exchanged 

between a company and sports organizations. 

According to Cornwell et al (2011) sponsorship is a good way to gain competitive advantage 

by the differentiation the sponsoring provides them with. This is supported by Amis et al 

(1997) since they state that an organization can reach competitive advantage if four 

preconditions are fulfilled. The four preconditions are heterogeneity, imperfect imitability, 

imperfect mobility and Ex-ante limits for competitors. Further on, Amis et al (1999) state that 

sponsorship could be a source of competitive advantage, but only if it offers benefits desired 

by the customers. 

Moreover, Wang et al (2011) state that the credibility of the sponsor is influenced by the 

perceived congruence between the sponsored sports team and the sponsor in connection with 
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identification with a team. The credibility is connected to the sponsor’s brand equity and a 

high credibility leads to stronger brand equity (Wang et al. 2011). Brand equity is the 

combination of the reputation and the image of a brand. Brand equity is an intangible resource 

that can raise the perceived value of an organization’s service or brand. It defines the value of 

a certain brand, two products that are similar to each other can be observed to have different 

values because of the brand name the products have (Amis et al. 1999). Team identification 

can be described as how the fans see themselves connected to a team. They can see 

themselves as a part of the team and feel that the fate of the team also is their own fate. 

Sponsorship credibility though, is about how the sponsor is considered to be believable and 

trustworthy by the consumers. By sponsoring a team, the organization can get higher brand 

equity and be seen as an in-group by the fans (Wang et al. 2011).  

According to Alexandris et al (2007) one important objective of sponsorship is to create a 

better and more positive image for the sponsoring organization. This can lead to better 

purchase intentions. One way to achieve this is by developing better word-of mouth (WOM). 

Word-of mouth is when information is not spread by the organization itself; it is customers 

that talk to each other. WOM is important because the information is often considered to be 

more credible, less biased and more accessible (Alexandris et al. 2007). Also the attitude the 

consumers have to the event is of great importance. The attitude toward the event is one of the 

first signs that influence how successful the sponsorship will be. If the attitude is positive 

towards the event, the chance is higher that the attitudes towards the sponsor get better. The 

consumers that have a high involvement in the sport can also affect the result of the 

sponsorship for better or for worse (Alexandris et al. 2007). 

The fact that the involvement affects the result is supported by both Yong et al (2008) and 

Levin et al (2001). Yong et al (2008), state that the involvement rate is relevant for the 

purchase intention. If the involvement is high, the purchase intention will be higher. High 

involvement also leads to higher awareness of the sponsors and their corporate image (Yong 

et al. 2008). Levin et al (2001) state that an involved consumer more easily remembers the 

sponsor and their ads and what the sponsor stands for. 

Another thing that can make the sponsoring successful is that the sponsoring organization 

thinks in the long-term rather than short-term (Chadwick & Thwaites. 2005). Further on Amis 

et al (1999) state that sponsorship should be considered as an intangible resource that can 

provide the organization with an advantage over the competitors over a long period of time. 
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The sponsorship should be considered as a long-term investment. Moreover the authors also 

state that two of the most important reasons for entering a sponsorship are to obtain or change 

the firms brand image and reputation (Amis et al. 1999). Last Jensen & Hsu (2011) say that a 

firm that invests more money than average better succeeds with their sponsoring objectives 

than firms that do not.  

  

2.2 Strategy 

The definition of strategy is “the long-term direction of an organization” according to Johnson 

et al (2011). However there are many interpretations of what a strategy is in the literature. It 

can be seen as a pattern of decisions made, a way of choosing a different way to deliver a 

unique mix of value than competitors or simply the determination to achieve long-term goals 

by adoption of the right means to carry out the end (Johnson et al. 2011). 

Sponsorships are more often considered to be a long-term relationship among partners than a 

short-term marketing tactic (Planellas & Urriolagoitia. 2007). The choosing of a team or event 

for a sponsorship therefore requires a well-developed strategy (Planellas & Urriolagoitia. 

2007). 

Normally a strategy is measured over years, decades or more by the organization (Johnson et 

al. 2011). There are three horizons that highlight this long-term importance.  The first horizon 

is the original businesses value for example a news corporation selling newspapers. The 

product is expected to eventually decline after a long period of defending it. The second 

horizon is new sources of profit gained by new activities, for example a news corporation 

extending the portfolio to involve a webpage. The third horizon is the most risky. It involves a 

completely new concept of earning income, typically a project from research and 

development. These three horizons can help a company to realize where to focus, so they 

expand the view from only looking at one of the three (Johnson et al. 2011).  

Most often the strategy in a corporation follows a certain direction to achieve success 

(Johnson et al. 2011). It can be manifested in objectives set by the company. Profit aims can 

be one way of setting a long-term objective. In other companies the direction is set along the 

way, like an emerging pattern (Johnson et al. 2011).  

A sponsorship that is seen as a resource should be hard to copy for the competitors (Amis et 

al. 1997). If not, the rivals will copy it and the potential benefit is lost. To be perfectly 
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imitable, a sponsorship should create a unique outcome that fits well with the appearance the 

sponsor already has. If the sponsorship is unrelated to the firm’s strategy, it will not likely be 

a foundation for competitive advantage (Amis et al. 1997). 

 

2.2.1 Levels of strategy 

Three levels of strategy can be found within an organization: Corporate-level strategy, 

Business-level strategy and Operational strategies (Johnson et al. 2011).  

The first is concerned with the holistic view of the company and how value can be added to it 

(Johnson et al. 2011). Geographical scope, diversity of products or services, how resources 

are allocated and acquisitions of new businesses are aspects for Corporate-level strategy to 

consider (Johnson et al. 2011). 

In this paper with a sponsorship context the interpretation could be matters of decisions taken 

by the owner or manager in the top of the hierarchy. 

Business-level strategy has the main focus to investigate the competitiveness of the company 

in the specific environment in which it exists (Johnson et al. 2011). This level tries to increase 

innovation and find a way to respond to the other actors on the market (Johnson et al. 2011). 

An interpretation for this paper could instead be the specific manager chosen to work with the 

sponsorships continuously. 

Operational strategy, which is the third level of strategy, connects strongly to the other two 

levels (Johnson et al. 2011). The concern for this level of strategy is how well the components 

within the company are delivered according to the other two levels in terms of people, 

processes and resources (Johnson et al. 2011). 

The operational level in the context of this paper could be interpreted to apply to the managers 

performing and dividing the tasks coming from decisions at the top in a sponsorship 

perspective. 
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2.3 Attitudes 

The term attitude refers to: ”a lasting, general evaluation of people (including oneself), 

objects, advertisements or issues” (Solomon et al. 2010).   Anything towards which one has 

an attitude is called an attitude object” (Solomon et al. 2010).   

Attitude towards the event is one of the first things that influences the outcome of the 

sponsorship (Alexandris et al. 2007).  Individuals with positive attitudes may also develop 

more positive attitudes towards the sponsor (Alexandris et al. 2007). Mazodier and Merunka 

(2011) mention “affect transfer”. This can have an effect on an individual’s attitude towards a 

product, brand or sponsorship. Affect transfer is pointing towards the consumer tendency to 

like things that remind them of other things they like and dislike things that remind them of 

other things they dislike. So the sponsorship paired with an event that brings positive feelings 

for the manager may also be connected with these and affects their attitude (Mazodier & 

Merunka. 2011).  

Madrigal (2001) states that beliefs also play a central role on how people’s attitudes towards, 

in this case sponsorship are formed. This is because belief has a key role in how attitudes are 

constructed. When thinking about an attitude object, a person will add new beliefs which are 

consistent with prior beliefs held by the person. The more similar the new beliefs are with the 

old ones the more extreme the attitude will get. So beliefs which are seen as important but 

also consistent may evolve into strong attitudes (Madrigal. 2001). These strong attitudes are 

seen as important when processing information, forming intentions and taking action. Even 

though people are members of the same group it is possible to still have different beliefs about 

things which in turn form their attitudes towards in this case sponsorship. So if people hold 

favourable beliefs about the benefits of corporate sponsorship and view these beliefs as 

important they will generally have a more positive attitude towards supporting a sponsor of 

their team. Therefore by sponsoring a team the company can connect to its target customers, 

in this case the supporters of the team. It may also help them to differentiate themselves from 

competitors on the market (Madrigal. 2001).  

 

2.3.1 The functional theory of attitudes 

The functional theory of attitudes explains how attitudes facilitate social behaviour (Madrigal. 

2001). According to this theory attitudes serve a function for human beings which is, the 

attitude is determined by a person’s motives. Therefore two persons can have the same 
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attitude towards an object but for different reasons. There are four functions identified which 

are as follows; utilitarian function, value-expressive function, ego-defensive function and 

knowledge function (Madrigal. 2001). 

The utilitarian function is related to the basic principles of reward and punishment (Madrigal. 

2001). People develop some attitudes towards products, services, events or brands based on 

whether these will provide them with pleasure or pain. If a person gets a positive impression 

of a specific product he or she will develop a positive attitude towards it (Madrigal. 2001). As 

stated by Speed and Thompson (2000) sponsors can benefit from the gratitude that arises 

among fans, those with a strong liking for, in their case, an event. Hence sponsorship will 

benefit from selecting, in this case again, an event that is well liked by the target group (Speed 

& Thompson. 2000). By getting a positive impression of sponsorship the manager might 

develop a positive attitude. 

Value-expressive function is where a person forms an attitude based on his or her central 

values or self-concept (Solomon et al. 2010).  So the attitude is not formed based on the 

objective benefits of it but because of what the product says about them as a person (Solomon 

et al. 2010). Meenghan and Shipley (1999) mention how brand imagery advertising fulfils two 

broad functions, one of which is how it seeks to add symbolic, emotional and extrinsic values 

to the brand (Meenaghan & Shipley. 1999). The manager might want to get into a specific 

sponsorship agreement due to the fact that the agreement might have a positive influence on 

his or her personal image. 

 

 Ego-defensive function is where the attitudes are formed to protect the person from either 

external threats or internal feelings (Solomon et al. 2010). Locander and Spivey (1978), state 

that individuals who cannot accept realities about themselves, project these impulses onto 

other people or objects. For example a man with insecurities about his masculinity might start 

drinking Captain Morgan or Coca Cola Zero due to the product’s masculine appearance in 

advertisements. This will make him feel more masculine when drinking (Locander & Spivey. 

1978). A manager, who might feel insecure about the results of his previous sponsorship 

agreements, could go into a sponsorship agreement with a powerful company or team just 

because of their massive status. He or she might think this will make the sponsorship deal 

appear more successful. But this does not have to be the case. 
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 Last the knowledge function; here the attitudes are formed because of a need for order, 

structure and meaning (Solomon et al. 2010). This need becomes more apparent when a 

person finds him or herself in an ambiguous situation or is confronted with a new product 

(Solomon et al. 2010). Locander and Spivey (1978), states that an ambiguous situation may be 

defined as one which cannot be adequately structured or categorized by the individual because 

of the lack of sufficient cues. This situation is analogous to an individual lacking a frame of 

reference into which to place a new attitude object (Locander & Spivey. 1978). This could be 

when the manager might get a proposal by an organization he or she does not know anything 

about and in order to get this unfamiliar organization into a frame of reference the manager 

creates an attitude towards it. 

An attitude can serve more than one function but in most cases one function will be more 

dominant than the other functions (Solomon et al. 2010). By knowing which function is 

dominant in the way a product serves a person it is possible to emphasize the benefits of the 

products when advertising them or communicating them in some other way. As mentioned 

before a person can share the same attitude towards an attitude object for various reasons. But 

the importance of an attitude object can also vary between people. So except for knowing the 

dominant function it is also important to know the attitudes’ centrality to a person and others 

sharing the same characteristics (Solomon et al. 2010). 

 

2.3.2 Perception of Congruence 

Speed and Thompson (2000) state that perception of congruence or fit is of importance to the 

attitudes held by fans or consumers towards sponsorship. If there is a fit between the sponsor 

and the sponsored event the similarity will appeal as more attractive to the consumers. The 

higher the fit is the higher the attractiveness will be (Speed & Thompson. 2000).Consumers 

who perceive fit or relatedness between sponsor and event generally have more positive 

responses to a sponsorship, including sponsor recognition (Cornwell & Donald. 2003). 

Mazodier and Merunka (2011) explain that sponsor-event congruence can be described as to 

what extent the sponsor can be perceived as well matched to the event. Moreover the authors  

state that self-congruity (fit) with an event supports brand loyalty and that there is a positive 

enhancement on brand affect, when there is a perceived fit between the brand and the event. 
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So if fit is achieved it can contribute to influencing the attitudes of the consumers towards the 

brand (Mazodier & Merunka. 2011). 

Cornwell and Donald (2003) state that also when it comes to using celebrities in 

advertisement and commercials to promote a product or brand, fit and perceived similarities 

are of importance. The match-up hypothesis claims that consumers will be more positive 

towards a celebrity endorsed product if they perceive similarity between characteristics of the 

endorser and characteristics of the target audience of the advertisement (Cornwell & Donald. 

2003). 

Crimmins and Horn (1996) describe six steps that a sponsoring firm needs to take which can 

help the sponsorship to success. One of these steps is called “check the fit” which tells the 

importance of making sure there is a fit between the marketing objectives and the sponsored 

assets. By taking a look at the following aspect it is possible to “check the fit”. First there is a 

need to know if the fans are in the company’s target and how many of the target members are 

in fact fans. It is important to know if sponsoring organization can create a sponsorship 

premise that leads to the desired inferences and how successful other sponsors have been with 

this property. In what way had the specific property been used to gain advantage? (Crimmins 

& Horn. 1996).  

 

2.3.3 Managers’ attitudes towards sponsorships 

Managers’ attitudes towards sponsorship have an impact on the results of the partnership 

(Madrigal. 2001). As said earlier in this chapter, the attitude forms the intentions and how to 

act towards an attitude object. So if the manager has a positive attitude towards sponsorships 

the attitude towards one’s own sponsoring corporations probably is more positive. (Madrigal. 

2001).  

One example of how the attitude can affect the result of a sponsorship is found in Cornwell et 

al (2001). They made the finding that sponsors that made their sponsoring contract for a 

longer period of time than others generally were more satisfied with the results of the 

partnership. They also found that higher degree of active management involvement leads to 

adding more financial value to the brand (Cornwell et al. 2001). 

With the help of these findings it is possible to make the conclusion that managerial attitudes 

play a crucial role for the result of the sponsorships.  
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2.4 Chapter Summary 

The purpose of this study is to examine managers’ attitudes towards sports sponsorships and 

how the sponsorships are developed. In the literature review the authors find different theories 

that were important to follow in order to be able to succeed with their sponsoring objectives. 

A gap that was found in the literature was that no research had been conducted about the use 

of these theories on managers in the city of Växjö, Sweden. As a result, this study will add to 

the academic literature by doing an empirical study. 

As presented in the background, sponsorship is a growing phenomenon and because of this 

the importance of understanding it can be great for managers and organizations.   

 

2.4.1 Research Questions 

The three following research questions have been formulated in order for the authors to find 

out what means there are to go about when a sponsorship agreement is constructed, if 

strategies found in the literature are applicable in real life and if this somehow affects the 

managers’ attitudes towards sponsorship. Based on the reviewed literature, the following 

research questions took form: 

 RQ1: How are the sponsorships constructed among companies? 

 RQ2: With what strategy are the sponsorships implemented? 

 RQ3: What attitudes do the managers have towards the sponsorships? 
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3.0 Methodology 

This chapter discusses and explains the chosen methodological approaches in the research. 

The different methods are described and a justification of the chosen methods is presented.  

 

3.1 Research Approach 

3.1.1 Inductive versus Deductive Research 

Deductive research is when theories from previous research are tested through observation 

leading to findings. It is the most common kind of research according to Dhawan (2010). It 

can start with the deducing of a hypothesis that is needed for testing the empirical material 

(Bryman and Bell. 2007). That is done through a selection of theories to use. Then data is 

collected and analyzed to make it possible to confirm or reject the hypothesis. The deductive 

research can then modify the theory used accordingly. This process seems very linear but 

there can be several cases where the theory is changed as an ongoing process during the 

research. Three examples Bryman and Bell (2007) mention are: 

 When new theories are being published before the research is completed. 

 When the relevance of the theory used becomes obvious after the data have been 

collected. 

 When the collected data do not fit with the hypothesis. 

Inductive research on the other hand starts with observations leading to findings and resulting 

in theories built (Bryman & Bell. 2007). It is most often associated with a qualitative 

approach contrary to the deductive. Interviews can be an efficient method of collecting data 

which may not lead to findings as concise as a quantitative method, but can instead create 

more understanding within a new area of research. Even though the two methods are 

opposites of one another, they are part of the same concept. The inductive research contains to 

a certain degree a deductive part, just like the deductive research contains an inductive 

element. Therefore these two terms can be considered as tendencies in a research rather the 

two strict options to use (Bryman & Bell. 2007).  

For this study the tendency to a deductive approach was the greater of the two. There have 

been earlier studies on the subject providing a lot of information about sponsorships, 
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simplifying the task of conducting this study. However it has inductive elements since no 

study was found investigating the attitudes to sponsorship of managers in Swedish companies.  

 

3.1.2 Qualitative versus Quantitative Research 

Qualitative research is an exploratory method which is less formalized and less guided and 

describes complicated situations (Bryman & Bell. 2007). The research is based on a research 

question which one tries to answer through the research. This provides more freedom on how 

to go about studying. It strives to gain a deeper and more complete understanding of the 

studied problem. The objective is to gain an understanding of underlying reasons and motives. 

Conclusions are based on attitudes and beliefs and not on quantified data. Qualitative research 

is flexible due to high use of two-way communication and the small sample size. There is no 

need to draw general conclusions and the conclusions are only applicable on the actual firms 

involved in the research. When analysing the data a subjective and interpretative approach 

should be used (Bryman & Bell. 2007). 

Quantitative research is a descriptive and causal approach where the researchers have a 

hypothesis they will try to prove with quantified data (Bryman & Bell. 2007). The approach is 

more straightforward and the results are supposed to be measurable and presentable in tables 

and statistics. The goal is to make generalizations based on the processed results of the 

research. It is more formalized, more structured and more controlled compared to qualitative 

research. The flexibility is low due to standardized and structured questionnaires. Usually 

there are only a few variables studied but on a large number on entities, in other words a large 

sample is used. The data analysis is made through a statistical summary (Bryman & Bell. 

2007).  

A qualitative approach has been chosen for this research. The reason behind this decision is to 

try to get a deeper understanding of the research field. Only a small selection of companies 

has been chosen and by using a qualitative approach flexibility will be greater. This allows the 

authors to come up with follow-up questions which will help in gaining this deeper 

understanding. 
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3.2 Research Design 

Research design is the plan used in order to answer the research aim or objectives of the 

project (Saunders et al. 2009). It is the general plan on how to answer the research questions. 

It should contain clear objectives connected to the research questions. It identifies the sources 

from which it aims to collect data and considers the constraints that it will unavoidably come 

across such as access to data, time, location and money. It should also discuss the ethical 

issues. It provides a structure or framework to the project which helps to resolve the problem 

(Saunders et al. 2009). Bliss and Rocco (2013) also state that the research design should be 

selected as the most appropriate to use to address at the technical, philosophical and political 

level research questions or hypotheses. 

There is exploratory research design and conclusive research design (Bryman & Bell. 2007). 

Exploratory research design is fact-finding research which is usually carried out at the early 

stages of the project. It helps to shed light on the research problem and research direction. It is 

about identifying the problem. Conclusive research design is further divided into descriptive 

research design and causal research design (Bryman & Bell. 2007). 

Descriptive research design helps to answer the who, what, when, where and how questions 

(Bryman & Bell. 2007). It describes the problem and why there is a problem and hopefully 

helps to make one realize how to solve the problem. Causal research design examines if one 

variable causes or determines the value of another variable such as if there is a change in 

behaviour. Both descriptive and causal research design can be further divided into cross-

sectional design and longitudinal design (Bryman & Bell. 2007). 

Cross-sectional design compares data against theory at one point in time (Bryman & Bell. 

2007). If one population is examined at a specific point in time it is called single cross-

sectional design. If on the other hand one compares two populations to each other at a specific 

point in time it is called multiple cross-sectional. Longitudinal design examines a population 

at many points in time and not just once like cross-sectional design. The same population gets 

examined many times over a time span which can last from a couple of months to a couple of 

years. The data used is from the same population and there is no switch between various 

populations (Bryman & Bell. 2007). 

 It is important to know which one of these research designs to use since they will influence a 

large number of subsequent research activities (Bryman & Bell. 2007). A couple of factors 

impact on the choice of research design such as the structure of the research problem and 
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study objectives, amount of control over study variables, amount of previous research in the 

area, time constraints and resource constraints (Bryman & Bell. 2007). 

In this project a descriptive research design will be used. Since research questions are used 

which are based on how managers perceive sponsorship and what their attitudes are towards 

it, a descriptive research design will help to gain understanding of the answers. These answers 

will hopefully shed light on this project’s what, when, where and how questions and hence 

provide an understanding for the underlying reasons for sponsorships involving sports teams 

and various businesses.  

 

3.3 Data Sources 

Primary data is data which is collected first-hand and generated by original research tailor-

made to answer specific research questions (Bryman & Bell. 2007). This in turn provides 

advantages such as up-to-date information, tailor-made information and specific information. 

Though it can be costly, time consuming and be non-responsive. First –hand data is data 

which is for example collected directly from someone involved in the topic of the research 

(Bryman & Bell. 2007).  

Secondary data is data which is collected for some purpose other than to help solve the 

problem at hand (Bryman & Bell. 2007). Secondary data can be divided into two categories; 

internal secondary data and external secondary data. Internal secondary data is data collected 

from journals, diaries, pictures and information collected for oneself. On the other hand 

external secondary data is collected outside the consumer or firm (Bryman & Bell. 2007).  

Some of the advantages of secondary data are that it might redefine and clarify the research 

problem as a part of exploratory research (Bryman & Bell 2007). It might come up with a 

solution to the problem investigated and it could provide important background information. 

Though there are some downsides such as lack of availability, lack of relevance, inaccuracy 

and insufficiency (Bryman & Bell. 2007). 

 It is possible to find secondary data from amongst others international organizations, 

government agencies, service organizations and libraries (Bryman & Bell. 2007). Techniques 

used to gain and access secondary data can be sampling techniques and questionnaires 

(Bryman & Bell. 2007). 
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In this study both primary data as well as secondary data will be collected. Though there will 

be a focus on primary data since interviews will be conducted in order to gain information and 

knowledge first-hand of the chosen topic and issues of this research.    

 

3.4 Research Strategy 

Research strategy is a strategy chosen in order to collect data. There are a couple of different 

strategies which can be used depending on the case and circumstances. The choice of research 

strategy will be guided by the research questions and objectives of the study. Also the extent 

of existing knowledge, the amount of time and other resources which are available will 

influence the choice. One’s own personal philosophical underpinnings will play their part 

(Saunders et al. 2009). 

Researchers can use experiments as a way of collecting data (Bryman & Bell. 2007).  This is a 

strategy with a methodical procedure which is suitable when dealing with a hypothesis that 

one tries to verify or falsify (Bryman & Bell. 2007). It is also usable if the researcher is trying 

to establish the validity of the hypothesis and see its effects (Yin. 2009). Experiments answer 

research questions like how and why. Experiments are often carried out in laboratories when 

working with quantitative research and can be hard to control (Yin. 2009). 

Surveys can also be used in collecting data (Bryman & Bell. 2007). Here researchers are 

sampling individuals from a population with the aim of making statistical inferences about the 

population (Bryman & Bell. 2007). In surveys the aim is to answer research questions 

regarding who, what, where, how many and how much (Yin. 2009).  

Archival analysis as a strategy is an observational method where researchers study the 

accumulated documents or archives of the unit of analysis (Bryman & Bell. 2007). The data 

which is studied is secondary data that once was primary data (Yin. 2009). It can be 

documents from websites which are interpreted and analysed. Like the case was with surveys 

the goal of archival analysis is to answer research questions regarding who, what, where, how 

many and how much (Yin. 2009). 

History is also a form of research strategy where researchers collect and study historical 

documents (Bryman & Bell. 2007). By looking at this historical data the aim is to find 

answers to how and why questions (Yin. 2009). 
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Case study is an intensive form of analysis where a person, a group or an event is analysed 

(Bryman & Bell. 2007). Here the researcher is studying developmental factors in relation to 

the context and relevant theories (Bryman & Bell. 2007). As with both experiments and 

analysis of historical data, case studies aim to find out the how and why (Yin. 2009). 

A multiple case study was conducted for this project where three cases was interviewed, 

studied and analysed. This approach is chosen in order to get a deeper understanding to a 

personal view held by the managers and to find out if the personal motivations are held in 

common by all managers generally speaking. 

 

3.5 Data Collection Method 

Based on earlier decisions in the methodology chapter it is possible to see that the method that 

should be used to collect data should have a qualitative approach. According to Bryman and 

Bell (2007), Ritchie and Lewis (2003) focus groups, participating observations and in-depth 

interviews are the most suitable methods when conducting qualitative research. 

 

3.5.1 Participating observations 

Here the researcher follows an individual or an organization in an everyday situation (Bryman 

& Bell. 2007). The researcher observes the behavior and by doing this it is possible to 

understand why people act like they do and from this conclusion can be drawn (Bryman & 

Bell. 2007).  

 

3.5.2 In-depth interviews 

In-depth interviews are suitable when the research has a qualitative approach (Ritchie & 

Lewis. 2003). In-depth interviews are personal interviews that should take 30 to 90 minutes to 

conduct (Bryman & Bell. 2007). Interviews could be both expensive and time consuming and 

the interviewer also needs personal skills, but these disadvantages are weighed up by all the 

advantages connected to the interview. It is a good way to find personal values, beliefs and 

opinions, it has a rich depth of information and it is also very flexible (Bryman & Bell. 2007). 
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3.5.3 Focus group 

Focus group is a form of qualitative research. It is recommended that a group consist of at 

least seven persons (Ritchie & Lewis. 2003). In a focus group a moderator gives the 

participants a topic and the members should then discuss this with each other’s (Bryman & 

Bell. 2007). In this the researcher can find out the participants’ beliefs, values and opinions 

related to the topic. A focus group session takes longer time to conduct than an in-depth 

interview (Bryman & Bell. 2007). It also differs from the interview in that in the focus group 

the discussion is between the ones interviewed (Ghauri & Grønhaug. 2005). 

The decision that was taken in this study was to use in-depth interviews to collect the data. It 

would be too hard to find enough managers that could participate at the same time to conduct 

a focus group and to be able to make use of participating observations the researchers must 

have permission to follow managers in their work.  

 

3.6 Data Collection Instrument 

3.6.1 Operationalization and Measurement of Variables 

An operationalization is done by the researcher to turn specific concepts found in the 

literature into more understandable words and by this makes it possible to measure (Ghauri & 

Grønhaug. 2005; Eliasson. 2010; Bryman & Bell. 2007). When the theory is translated it is 

possible to use it in the research when conducting interviews or surveys (Eliasson. 2010). The 

concepts that are used should have a connection to the research and make it possible to 

answer the purpose of the paper (Eliasson. 2010).  

 

In table 1 an operationalization of the concepts used in the study explains and simplifies them 

leading to the key variables to the right. 

 

 

 

 

 

 

 

 



22 
 

Table 1 

Concept Conceptual Definition Operational Definition Key Variables 

Sponsorship Sponsorship is an 

investment by the 

sponsors, they provide 

money for the 

event/activity and in 

return they are for 

example able to 

advertise at the event 

(Amis et al. 1997) 

A way for 

organizations to 

marketing themselves.  

- Brand equity (Wang et al. 

2011) 

- Competitive advantage ( 

Cornwell & Donald. 2003; 

Amis et al. 1999)  

- Credibility (Wang et al. 

2011) 

- Word of mouth (Alexandris 

et al. 2007) 

- Exchange of resources 

(Crompton. 2004) 

- Involvement (Yong et al. 

2008, Levin et al. 2001) 

- Investment (Jensen & Hsu. 

2011) 

Strategy A long-term direction 

of an organization 

(Johnson et al. 2011). 

A pattern of decisions 

made, a way of 

choosing a different 

way to deliver a 

unique mix of value 

from competitors or 

simply the 

determination to 

achieve long-term 

goals. 

- Long term (Chadwick & 

Thwaites. 2005; Amis et al. 

1999) 

- Levels of strategy (Johnson 

et al. 2011). 

Attitudes Refers to a lasting, 

general evaluation of 

people (including 

oneself), objects, 

advertisements or issues 

(Solomon et al. 2010).   

 Opinions and beliefs 

about an object.  

- Perception of Congruence 

(Speed &Thompson. 2000; 

Cornwell & Donald. 2003; 

Mazodier & Merunka. 

2011; Crimmins & Horn. 

1996) 
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- Attitude object (Solomon et 

al. 2010) 

- Functional theory of 

attitudes (Speed & 

Thompson. 2000; 

Meenaghan & Shipley. 

1999; Locander, Spivey. 

1978; Solomon et al. 2010) 

- Managers’ attitudes toward 

sponsorships (Cornwell et 

al. 2001; Madrigal, 2001) 

 

In table 2 the research questions are to the left, the concepts that measure them in the middle 

and to the right the interview questions that the concepts led to are presented. 

Table 2 

Research Questions Key variables Interview Questions 

How are the sponsorships 

constructed among 

companies? 

- Brand equity  

- Competitive 

advantage  

- Credibility  

- Word of mouth  

- Exchange of 

resources  

- Involvement  

- Investment  

- 1.1 

- 1.2 

- 1.3 

 

With what strategy are the 

sponsorships implemented? 

- Long term  

- Levels of strategy  

- 2.1 

- 2.2 

- 2.3 

- 2.4 

- 2.5 

- 2.6 

What attitudes do the - Perception of - 3.1 
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managers have towards the 

sponsorships? 

Congruence  

- Attitude object  

- Functional theory of 

attitudes 

- Managers’ attitudes 

toward sponsorships  

- 3.2 

- 3.3 

 

 

3.6.2 Interview Guide 

An interview guide is used to clarify the subjects investigated in the research (Kvale. 1997). A 

clearer picture of the topics and in which order they will be covered in the interview can be 

either rather general or contain specific questions with exact formulations (Kvale. 1997). 

Flexibility is important when interviewing the subject but the consistency needed to ensure 

that all relevant information is gathered is also a valuable aspect which the interview guide 

can contribute to (Ritchie & Lewis. 2003). 

The two options for interviewing in-depth in a qualitative way are unstructured or semi-

structured interviews (Bryman & Bell. 2007; Saunders et al. 2009). Unstructured interviews 

are an informal option to explore interesting areas (Saunders et al. 2009). The drawback is 

that it becomes unclear where the interview will lead and information may be lost because of 

the lack of structure. The semi-structured interviews leave room for in depth exploration and 

still have the structure needed to obtain the right information (Saunders et al. 2009). 

This middle way was the reason for the choice of semi-structured interviews in this research. 

It was considered to give the most appropriate solution to which method to choose for 

meeting the purpose of the study. The interview guide can be found in appendix A. It contains 

questions about the topics of sponsorship, strategy and attitudes. Some of the questions are 

broad and general to give the interviewee more freedom to answer, and some of the questions 

are more specific to obtain important parts more precisely. Also depending on how well and 

explicitly the respondent answered, a varying number of follow-up questions were asked 

beyond the described questions in the interview-guide. 
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3.6.3 Pretesting 

To ensure that the questions asked in the interviews are written in an understandable, easy and 

efficient way, it is recommended by Bryman & Bell (2007) to perform a pre-test. The pre-test 

can be carried out by letting experts review the questions, giving feedback on possible 

problems before the research is done. It gives the researchers an opportunity to improve the 

research and minimize the risk of losing important information (Bryman & Bell. 2007). 

For this research the questions used in the interviews were reviewed by one expert within 

industrial marketing and another within business foresight. Also a manager within a company 

not involved in the empirical chapter of the study reviewed the questions and contributed with 

his understanding of them. 

 

3.6.4 Data Collection Procedure 

Once all interview questions were decided and written down, the first step taken was to send 

them to people with expertise in that specific area. This to let them look the questions over 

and evaluate whether the question were good and accurate. When all questions were cleared 

they were sent to the managers of the sponsoring companies who had agreed to participate in 

the interviews. This was done in order for the managers to go through all the questions before 

the actual interview, so they could think and reflect upon the answers they would give during 

the actual interview. By doing this the risk of getting short and unreflected answers which 

could potentially harm the research is minimized.  

On the day of the interviews the whole interview session was recorded with IPhones. By 

doing this it made sure that nothing which was said would be missed, wrongly remembered or 

misunderstood. Also notes were taken in order to be able to go back to a previous question 

straight away during the interview if there were further questions or other concerns related to 

it. That way there was no need to pause the recording and rewind in order to be able to listen 

to what it was that was said that needed further clarification.  

 

3.7 Sampling 

Sampling is the process of choosing a number of subjects from a population in order to obtain 

the information needed to meet the purpose of the research (Saunders et al. 2009). In most 

cases it is not possible to investigate the whole population and therefor it becomes important 
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to choose the right people within the population that can mirror it in a reliable way. However 

the sampling process does not need to involve people as might be expected because of the use 

of the term population, it could as well be a matter of choosing a number of companies within 

a branch. According to Saunders et al (2009) reasons for sampling can be when: 

 It is impractical to investigate the whole population 

 The budget is too small to investigate the whole population 

 The amount of time is too little to investigate the whole population 

 All data has been collected from the whole population but a quick result is needed. 

The two options for sampling are probability sampling and non-probability sampling 

(Saunders et al. 2009). Probability sampling is associated with survey and experimental 

research strategies. The sampling strategy of this research was therefore the latter alternative 

which does not require the researcher to produce statistical data but to select the sample based 

on subjective judgment. It can simplify the process of obtaining in-depth information to fit the 

research questions for case studies (Saunders et al. 2009). Since this is a study investigating a 

number of cases it fits the recommendations given, and will consequently be used.  

 

3.7.1 Sampling Frame 

According to Miles and Huberman, (1994) it is important that the researchers have a clear 

frame that can guide them through the sampling and make sure that all the cases and subjects 

that are to be investigated have a clear connection to each other. The frame should be 

developed by the purpose, the research questions and the theory that are used in the research 

(Miles & Huberman. 1994).  

 

By looking at the purpose and the research questions of this study, the sample used in the 

research are managers that work with sponsorships in organizations in Växjö, Sweden. To 

find those managers, the authors searched sports teams’ sites to find their sponsors and from 

this information it was possible to contact the sponsoring firms.  

 

3.7.2 Sample Selection 

When selecting a sample its size needs to be considered (Saunders et al. 2009). For a non-

probability approach there are no rules for this as in the probability approach. The important 
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aspect is instead to determine what is needed from the selection to accomplish the research 

questions and purpose. Interviews can be conducted until little or no new information is 

obtained and the data saturation level is reached (Saunders et al. 2009). 

To simplify a qualitative analysis where as much information as possible is processed and 

used, the number of interviews were intentionally few. 

 

3.8 Data Analysis Method 

When conducting a qualitative study the data which is gathered is often large (Miles & 

Huberman. 1994). To be able to make a valid analysis the researchers must reduce the data, 

display the information in an organized way and lastly draw conclusions. These things the 

authors do by conducting three steps, Data reduction, Data display and Conclusion Drawing 

and Verification (Miles & Huberman. 1994).  

First the authors should conduct the Data reduction (Miles & Huberman. 1994). Here the 

information that is relevant should be sorted out so information that is not needed to answer 

the purpose of the study and its research questions is excluded. This step makes it possible to 

draw verified conclusions (Miles & Huberman. 1994).  

 

After the Data reduction the process of Data display should take place (Miles & Huberman. 

1994). Here the collected data should be presented in an understandable and organized way. 

In the last step the authors should find patterns, casual flows and regularities in the collected 

data to be able to draw conclusions (Miles & Huberman. 1994).   

  

With help of these three steps the authors make the analysis of the collected data. 

 

3.9 Qualitative Criteria 

It is very important that researchers make their research trustworthy and firm. Validity and 

reliability are two concepts that can measure the quality of the study (Yin. 2007). When 

conducting a qualitative research, there are three types of validity to consider, and these are 

content validity, construct validity and external validity. The reliability is also important to 

consider (Bryman & Bell. 2007).  
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3.9.1 Content Validity 

Content validity also known as face validity refers to the degree to which the measurement 

device such as questionnaire questions or interview questions provides sufficient coverage of 

the investigative questions (Saunders et al. 2009). Or in other words how well a measurement 

construct’s components actually represent that construct. This can be done in a number of 

different ways, one of which is to let a person with good insight and knowledge of the topic or 

a panel of individuals assess if each measurement question is essential, useful but not essential 

or not necessary. Basically speaking content validity helps researchers to see if their interview 

questions for example make sense or not (Saunders et al. 2009).  

In order to be sure the interview questions for this project were accurate and valid the 

operationalization and interview guide was sent to people with expertise and knowledge in 

this area. By letting them read it through they could tell what was in order and what needed to 

be changed or done differently. 

 

3.9.2 Construct Validity 

Construct validity refers to the degree to which the measurement questions actually measure 

the presence of those constructs which were intended to be measured (Saunders et al. 2009). 

Basically what this means is that construct validity refers to the extent to which an 

operationalization distinctly measures the concept it is supposed to measure. Construct 

validity is often used when referring to attitude scales, aptitude and personality tests 

(Saunders et al. 2009). 

In order to be sure that the construct was valid, pre-testing of the interview guide was done. 

Also the interview questions were emailed out to the managers before the actual interview. 

This was done in order to let them see the questions in advance which provided them with a 

chance to think and reflect over the questions and their answers. The actual interview was 

recorded in order to be able to go back and listen to what was said in case something was 

forgotten but also to help with the transcription and reduction process. When the transcription 

and reduction had been done the result was once again emailed to the managers so they could 

see what had been written down and if this was in line with what they had actually said.  
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3.9.3 External Validity 

External validity also known as generalizability refers to the extent to which the research 

results from a specific study are generalizable to all relevant contexts (Saunders et al. 2009). 

What this basically means is whether the findings of a study can be generalised, meaning 

whether the research results are in fact applicable to other organizations and not only to the 

one investigated. In case studies conducted where only one organization or a small number of 

organizations are looked at the research result from that case study might not be applicable to 

all organizations. The same goes for an organization which is looked upon as different from 

other organizations, then the research result of the case study made on that organization might 

not be applicable either (Saunders et al. 2009).  

By making a multiple case study and looking at more than one organization as well as asking 

the same questions of all respondents the external validity was enhanced.  

 

3.9.4 Reliability 

Reliability is the consistency of a measure of a concept and is an underlying condition for 

validity (Saunders et al. 2009). In order to get reliable outcomes of the study researchers 

should repeat the study more than once at a later point in time. If the answers still are the 

same or the same things are said the researchers know that the first result is reliable. Also 

doing multi-case studies adds to reliability just as multi-case studies also enhance external 

validity. By keeping a case study protocol others than the researchers conducting the study are 

able to conduct the same study and if that is the case this is also an indication of reliability. 

Keeping the case study database where for example transcripts are saved also adds to the 

reliability because then it is possible to go back at any time and see what was done (Saunders 

et al. 2009). 

Trying to make this a reliable study a multi-case study was used as mentioned before. Also 

the interview questions can be read in appendix A which adds to the reliability of the work.  

 

3.10 Chapter Summary 

In this chapter the chosen methods have been presented and motivated. This has been done in 

order for the authors to be able to try to answer the purpose and research questions of this 

study. What can be seen from this chapter is that the research has a deductive and qualitative 
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approach and the research design is descriptive. Moreover this study is a multiple case study 

where data has been collected through in-depth, semi-structured interviews. The data analysis 

methods used are data reduction, data display and conclusion drawing.  
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4.0 Empirical Chapter 

In this chapter the empirical data collected from the interviews is presented. Each case is 

presented on its own, first with a brief background of each company and then with the 

empirical data gathered. 

 

4.1 Case one  

Case one is a hotel situated in the city centre of Växjö. It is a hotel belonging to a nationwide 

hotel chain.  Its main focus is on business visitors going to conferences and sports teams 

visiting for various sports events. Its focus on sport has always been present ever since it was 

built. But due to poor maintenance the hotel never fully reached its capacity of becoming a 

well visited hotel in the city of Växjö. In 2007 the hotel was bought by the current owner and 

manager who immediately started to work on the hotel’s image. He did this by restoring the 

hotel on many levels as well as intensifying the focus on especially sports teams.  

The company looks at sponsoring as a partnership rather than just one organization providing 

another with funds. They do not close any deals just for the sake of it but only if there is a 

“win-win” relationship involved between them and the organization they sponsor. This means 

that in almost all cases the company does not provide any economic funds for the organization 

they sponsor but hotel rooms for a good price. Since the hotel is large with a lot of spare 

rooms there are always a couple of rooms vacant. This makes the company able to provide 

these for a good price since otherwise these would be empty anyway. So while the 

organizations get hotel rooms for a cheap price the company fills the hotel and its rooms, 

which would not be the case otherwise. This is what the manager refers to as a “win-win” 

relationship. The manager though is clear on the fact that in the hotel business this “win-win” 

relationship is rather easy to accomplish since most people need a hotel room when travelling. 

They provide a service which there is a demand for on the market. If they worked with some 

other service which was not in as great demand, it would not be as easy to accomplish this 

relationship.  

The organizations the company aims its resources at and provides with cheap hotel rooms are 

primarily sports organizations. This approach is one of the main reasons why they can provide 

the spare rooms for a cheap price, besides the fact they run a large hotel with a lot of rooms 

and the fact that Växjö is not a tourist destination. In Sweden Scandic Hotels is the largest 
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player on that specific market, where hotels aim their business at sports organizations and 

sports teams. The company is competing for those customers with Scandic in Växjö and is 

perceived as an underdog. So in many cases customers choose to book rooms at Scandic when 

making a visit to Växjö, which causes the company to have the extra spare rooms standing 

empty.  

For the company one a sponsorship is strictly business. Basically speaking a business 

proposal where if there is money in it for the company then they are in. They look upon 

sponsorships as something long-term. Over the first couple of years there might not be much 

return on the investment. But eventually the reward will come. The manager though is not 

willing to sign any deals stretching over more than one year. For him it is important to keep 

track of the ever on-going progress and development of the sports teams. The manager also 

says that his attitude towards sponsorships has changed since taking over the hotel in terms of 

how good it is for business. In previous jobs held by the manager there has not really been a 

way to measure the success of sponsorships. But in the company it is easier since there he can 

see if rooms are booked or not, for how long and by whom.  

Also since the manager is from Växjö and has always been interested in sports it is important 

for him that things are going well for Växjö as well as the city’s sports teams. This is also one 

reason why the company does a lot of sports sponsorships and has a positive attitude towards 

the activity of sponsoring.  

In the beginning before the company established the hotel as a hotel for sports organizations, 

they contacted organizations they thought could potentially be good sponsoring partners, but 

nowadays it is the company which gets contacted. Still if there is something new coming up 

that the company finds interesting they are not afraid of getting in contact themselves. As 

mentioned earlier the company is a hotel which concentrates on sports sponsoring and this has 

always been the case, even before the current manager took over. But since the new manager 

took over focus on this concept has become even more concentrated. It is important for him 

that all sports organizations around Växjö know that the company is first and foremost for 

them. But at the same time it is important to be clear that the company is happy to supply 

them with cheap hotel rooms but is not willing to put any of its own money into the 

organization. Also there has been some reconstruction of some of the hotel rooms. This was to 

make them adapted to the teams which come and stay there. They have got four-bed rooms 

which enables the hotel to offer even lower prices per person staying there. A private lounge 
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for the teams has also been built with sports games and such things. This was done to prevent 

any disputes between the suited-up business men staying at the hotel at the same time as 

lively young athletes.  

According to previous research congruence of fit seemed to have a great impact on 

sponsorship. The manager stated that this was not the case when it came to the company. One 

of the reasons given for this was that it might be due to the fact that sports and hotels 

somewhat go hand in hand. Wherever in the world people go for sports events the participants 

will need a place to stay at during their visit. The closest the company came to congruence of 

fit was through the name rights they had bought for particular sports events. So the company 

name of the company would be associated with these events.  

One thing which seemed to be of importance in taking various decisions was the gut feeling. 

Some sponsorship deals are a bit of a gamble especially since in many cases the result is 

visible first a couple of years later. But hopefully one has some sort of theoretical foundation 

which will help to back up the gut feeling and help in the decision.  

One of the goals the company strives for through its sponsorships is the image of the hotel. 

They want to be considered as the sports hotel of the city. Once again since Växjö is not a 

tourist destination the sports events around the city are important to be able to book all rooms 

during the weekends. Then except for the people within the teams such as players and coaches 

who stay at the hotel also parents, family, relatives and friends come to stay at the hotel to 

attend the sports event and cheer for the team. These events are also as important for the 

sports organizations since the local business involvement in the signing of sponsorships has 

decreased over the past years, due to centralization within the business organizations. So it is 

harder today for local sports teams to get sponsoring from the companies around. Also loyalty 

is achieved as well through the sponsorships. According to the manager it is possible for an 

organization to see results on the business side if the firm is able to build a reputation within 

the sports world. By being nice towards sports teams good things will come back in the 

organization’s direction, good things such as loyalty. Loyalty was one of three key words 

used to describe the company as a company. Even if some better offer would come up along 

the way the firm still stay loyal to the partners and think about the best for the sport. The 

second key word was long-term, where the organization goes for the long-term collaboration 

and hopeful success coming from it. The third and last key word was goodwill. You do not 
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only do things which are beneficial for yourself and the company but sometimes do good 

things just for sake of it to be good to someone else.  

The expectations on sponsorship do vary depending on the agreement. Some agreements are 

lucky shots where the hotel does not really know what to expect and what will come out of it. 

While other agreements are rather predictable and the company is almost certain of what will 

come out of it. The manager makes an assessment for each and every individual case. The 

size of the agreement varies as well, some sponsorships are small while others are large and 

this also influences the outcome of the agreement. The growth of the city of Växjö also 

influences the expectations the company has of sponsorships. The expanding of Linnaeus 

University as well as the newly built Arenastaden where a lot of Växjö’s sports teams have 

their home grounds and the High Performance Centre are all factors of Växjö’s growth.  

 

4.2 Case two 

Case two is a local newspaper that covers the news flow from the county of Kronoberg and is 

the largest one in Kronoberg. The company started in 1866 so its history is long and it is a 

very established company. The news business has evolved much since then and so has this 

newspaper. Today they are available both in paper form and also accessible on the Internet.  

Today the company is owned by a company that owns many different Swedish newspapers.  

The company’s sponsorships are not always constructed with the help of economic 

foundations. Instead of money the company can offer space in the paper where the ones 

sponsored can promote themselves and in return the company gets the opportunity to promote 

themselves at events etc. Every case is different, in some partnerships they provide money 

and in some the free space in the paper. The contracts in their partnerships are always signed 

for one year, even though the sports teams want to sign longer contracts. This is due to the 

fact that the company always wants to evaluate the results of a sponsorship each year. The one 

sponsored must deliver what they expect from them. Though, the managers plan for a longer 

sponsorship but they will not sign longer contracts because of that. If the team for an example 

gets degraded they will think whether it is necessary to continue with the sponsoring.  

One reason for the newspaper to enter sponsorship agreements is the fact that they live on the 

happenings in the community. People buy their paper to be able to read about things that are 

going on, and because of this they feel that they need to support these activities.  
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The process of finding teams and events to sponsor is according to the manager not a phase 

where the company is involved. In almost all cases it is the teams that contact them and send 

them what they offer.  Then the company looks on what they can gain from it and depending 

on this they make a decision.  

For ethical reasons the company would not go into partnerships with for example boxing 

clubs because they do not want to get associated with violence etc.  

Approximately the company spends 10% of their marketing budget on sponsorships. 

The manager of the company had an ambivalent attitude towards sponsorships. In the cases 

where they sponsored sports teams he stated that they had not noticed any good results. In 

cases where they sponsored events like the yearly run competition around LakeVäxjö though 

they saw results. Even if they had not seen any results of the sponsorships of sports teams he 

stated that sponsorships were important for their business because they lived on selling news, 

and one of the places news is created is at events. Though, he was of the opinion that 

sponsoring in the form of just signs at the spot was not as good as sponsoring where it was 

possible to get out and really met the people. One example of this was to stand outside of 

Myresjöhus Arena, the football team Östers IF home arena and distribute flyers etc. Despite 

this the company did a lot of this form of sponsoring. One example was that they had bought a 

large sign on the arena that covered the whole short side just to show they are largest in the 

market of newspapers in Kronoberg. This partnership the manager was a bit doubtful about, 

but he thought that it was the company’s duty to be visible at the arenas. He did not believe 

that this sponsoring gave them so much in results. Overall the respondent had a positive 

attitude towards sponsorships but not towards all of them.  

He saw sponsoring as a way to connect with their customers, both subscribers and advertisers. 

With sponsoring the organization gets an opportunity to get seen and with the help of this 

exposure they could be able to create new connections, and also strengthen the relation with 

customers. Furthermore he stated that sponsoring was a way to tell the customers that they 

had made the right decision to buy from them; they are a “good” company. By sponsoring 

teams they also showed their presence.  

From the experience of working with sponsorships he stated that earlier there was no demand 

to construct the sponsorship so accurately. Historically, the company sponsored very many 

teams with posters at their home grounds. This was something that was not possible any 
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longer, due to the economic situation and rising sponsor prices. Unlike before, there now was 

a need to work with smaller number of sponsorships and in the partnerships constructed they 

invested more to get the opportunity to succeed. 

Even if the contracts are written from year to year the company has a long term thinking when 

they plan their sponsorships. They look at how they can make a winning from the sponsorship 

over more than one year. The company sponsor teams and events where they can reach as 

many as possible. As the interviewee stated, earlier they sponsored every sports team in the 

region, but now they are more selective and choose to sponsor where it is really attractive like 

Östers IF and Växjö Lakers where the audience is large. They also wanted to sponsor teams 

where they had a lot of contacts. They also wanted to be as visible as possible, like the 

example with the sign of the whole short side at the soccer arena.  

They were also very careful when deciding what to sponsor, they wanted to get as much as 

possible from the money they invested.  

One strategy the company had was to sponsor where they found local fit. One example was 

that they sponsored the ice hockey team in Tingsryd. Tingsryd is a small municipality in 

Kronobergs Län where ice hockey is very popular. By sponsoring this team, the company 

thought that they could sell many subscriptions.  

A strategy the company had was to sponsor where they had a large target group. Östers IF 

was one of these examples where a large part of their audience was located. The company 

also wanted to be associated with teams that were good and opportunistic. This had led to the 

sponsoring of the three most successful teams in Växjö, which are Östers IF, Växjö Lakers 

and Växjö Vipers.  

The goal the company has for their sponsoring is to sponsor teams and events were they can 

get a lot of goodwill. One thing they want to build with the help of their sponsoring is the 

company’s image and reputation. The image they want to strengthen with the help of 

sponsorships is that they are a good company that supports the community, that they are the 

greatest and that they are loyal towards the different clubs in the community. By building up 

this image they want to establish good relations with both customers and potential customers. 

Goals for sponsor events can be to sell subscriptions or find new advertisers. In the long run, 

the goal of their sponsorships was to create a larger customer base, make more sales and earn 

more money.   
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4.3 Case three  

Case 3 is a company established in Växjö, a city situated in the south of Sweden. The 

company has 190 employees. The company manufactures air handling units. Last year the 

budget was about 460 million SEK. The interviewee has been working as marketing manager 

for the company for about one year and has had close contact with the decision-makers on the 

company’s sponsorships.  

Since the company is privately owned, the owners’ personal interests and contacts have been 

of great importance when it comes to the decision-making on sponsorships. Also the selling 

process of the sponsored organizations played a huge part in the choices made about the 

sponsorships.  

The length of the contracts is usually between three and five years. In the past the company 

used to have a larger number of organizations which they sponsored. Though these 

sponsorships included smaller amounts of investments in each organization according to the 

interviewee, but today the company works in a different way. Nowadays they sponsor the 

largest teams with a greater investment in each team, which according to the interviewee 

gives more focus and makes the sponsorships more effective. Instead of being slightly visible 

in many places they have chosen to be highly visible in fewer places. Today the company is 

one of the major sponsors of teams like Östers IF and Växjö Lakers according to the 

respondent.  

In return for the benefits gained by the company through the sponsorship, the sponsored teams 

most often receive money, the amount of which the respondent is uncertain about. Around 15-

20% of their marketing budget is spent on sponsorships. 

In a few cases the company also has delivered their product to the sponsored organization. 

One case where such a delivery was made was in the sponsorship of Växjö Lakers home 

ground Vida Arena, which is a newly built arena mainly for ice hockey but also other sport 

related activities and events located in Växjö. Deliveries as such also offer other benefits to 

the company than only to be able to be visible to the crowd. It serves the company as a 

reference of competence at the same time as the brand becomes more well-known and wide-

spread around the area. This according to the manager could lead to positive word-of-mouth 
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from their retailers to the end-consumers. These aspects in particular are an effect the 

company has noticed.  

A sponsorship for the company is much more than just the company providing an 

organization with sufficient funds. It is more of a close relationship in which cooperation is 

involved to let all parts help each other to achieve certain outcomes. Many of the decisions 

taken concerning various matters of sponsoring are based on contacts and connections which 

the owners have and therefore the sponsorship process has a personal aspect to it as well as an 

economic aspect. 

For the interviewee the experience of working close with various sponsorships has changed 

the outlook on the concept held by him. From the beginning he would only look upon 

sponsorships as a way of paying for publicity and visibility. But nowadays he refers to 

sponsorship in reality as being a way for the company and the team to support each other and 

help each other out in order to achieve and gain corporate success.  

Generally speaking the interviewee is very positive towards sponsorships and cannot really 

see any other options, which can provide the same or better results and level of success as the 

sponsorships actually provide for the company. 

The sponsoring of a team involves cooperation to a high degree. According to the respondent 

they consider it to be very important for the company to manage and nurture the relationships 

continuously. 

According to the respondent, when the teams gain success through their achievements some 

of that success is transmitted to the company. But even in cases when it does not go very well 

for the teams they can still be associated with loyalty towards the local teams by staying by 

their side as a sponsor. The outcome is positive in most scenarios but in cases where the teams 

would be involved in a scandal or some other sort of crisis, it can have a very bad influence 

and impact on the company brand.  

In general the sponsorships are an excellent way for the company to increase the visibility of 

their brand, which is important and still a good thing even if people are not aware of what 

products and services the company provides. Sponsorships also provide a possibility for the 

company to differentiate their brand from the brand of other companies. 
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It is of great importance for the company to find a fit through every aspect of their 

sponsorships. They try to work on many levels with all sponsorships. The respondent 

describes how they are a local company, providing environment friendly products to a local 

team in the greenest city in Europe. Another important aspect to consider is the values of the 

sponsored organization. If the values of the sponsored team do not match the values of the 

company they will not sponsor them.  

When being asked about the importance of the fans’ involvement in the sport, the interviewee 

says it is an aspect he has not considered before. But he believes it can be useful to establish a 

relation with highly involved fans. If the fans like the team maybe they will start to like the 

sponsors of the team as well. But according to the respondent this is an aspect that probably is 

more important for companies working with business-to-consumer marketing (B2C) than it is 

for companies who works with business-to-business (B2B). 

The objectives and goals of sponsorships can be considered to be both long-term and short-

term for the company. In the short-term perspective the company gets contacted by many 

organizations which offer various proposals to the company which they can choose between. 

This is something the interviewee believes is a good sign of how the company is perceived in 

the eyes of other organizations. In a couple of few cases the company helps an organization to 

implement an event. But since the company needs a clear goal and clear objectives with a 

positive outcome they seldom make any short-term sponsorship agreements.   

For the company sponsorships is a way of showing customers that the company brand is local 

and that they support the local organizational spirit in and around the city of Växjö. The brand 

becomes more visible and from a brand equity perspective it is rather the property owners and 

installers than the end customers that create the value of the sponsorship. What the 

interviewee could mean by this is that the visibility doesn’t contribute to any direct sales made 

by the end users who visit the stores. But the value comes from the retailers who sell the 

service to the end customer.  

 

4.4 Chapter Summary 

Chapter four presented the relevant empirical data extracted from the interviews made on 

each case.  
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5.0 Analysis  

In the analysis chapter, every case is analyzed first separately, leading to a table summarizing 

the information to provide an overview for the reader. Then a summary of the three cases in 

the analysis is presented together with a diagram showing a simplified picture of the results.   

 

5.1 Analysis of Case one 

Every sponsorship agreement the company comes to terms with must have a “win-win” 

relationship where both parties can reap the benefits coming from the partnership. This can be 

connected to the exchange theory of Crompton (2004) where the resources should be similarly 

valued by the participating parties. The fact that they look at their sponsorship as a partnership 

rather than one party providing the other with sufficient funds can contribute to increasing 

their credibility. The company constructs its sponsorships without monetary transactions and 

instead rent out their rooms at a reduced price and this helps to keep the hotel booked. This 

can be connected to the corporate-level strategy where value is added. One thing found in the 

literature was that in order to be satisfied with the results of the sponsorship the partnership 

was to be looked upon as a long-term collaboration. This view was held by the manager of the 

company.  

The company wants to have the image of a sports hotel. To be able to strengthen this image 

they built a private lounge for sports teams in the hotel where teams which stayed at the hotel 

could play games etc. They also renovated some of the hotel rooms and adapted them to four-

bed rooms so the price per night could be reduced by the number of visitors staying in the 

room. This can be connected to the second horizon of long-term importance. They extended 

their portfolio with new sources that could bring profit to the company. It can also be 

connected to operational strategy which is about how well the components are delivered. By 

building this lounge and renovating the rooms they strengthen the image as a sports hotel. The 

fact that they rebuilt the hotel is a sign of their will to create a positive fit between the hotel 

and the sponsored organization. This fit can lead to the sponsor being perceived as well 

matched to sports in general and hence strengthen the brand. This in turn can lead to a higher 

degree of loyalty. The fact that they have renovated the hotel can be seen as a way of 

differentiating themselves from competitors. This can lead to a competitive advantage that is 

hard for the competitors without a large investment of resources.  



41 
 

The manager stated that congruence of fit did not have an impact on their sponsorships but 

directly after he said that sports and hotels go hand in hand. He stated that wherever in the 

world people go for sports events the participants need a place to stay. This is according to the 

authors a good example of congruence of fit.  

The finding of Cornwell et al. (2001), is that sponsorships where the managers are more 

active get a higher degree of success. In the interview the authors of this paper get the 

impression that the manager was very involved and accurate in the sponsorships. This can be 

one of the reasons that the manager was satisfied with the results. 

 The manager of the company had developed a positive attitude towards sponsorships through 

his experiences within the field. This can be connected to the Utilitarian Function of attitudes. 

This positive attitude has been evolved from rewards the company had obtained from their 

sponsorships. Due to the manager’s positive experiences of sponsorship his current view and 

opinions of sponsorship can be a product of what Mazodier and Merunka (2011) refers to as 

affect transfer. Since the manager’s previous experience is of a positive nature the immediate 

response is that sponsorship is something positive when he gets in contact with it today. 

 

5.2 Analysis of Case two 

The company thinks of sponsorship as a long-term investment, though they only sign short-

term contracts for one year at a time. One reason for the short-term contracts was that the 

company wanted to re-evaluate the team and its situation if the team were to be relegated to 

the lower divisions.  This in turn could harm the general impression held by the public that 

The company was loyal to the local teams and hence harm the company’s credibility. Though, 

the company with the help of their sponsorships wanted to strengthen their image that they are 

a good, large and loyal company.   Cornwell et al. (2001) point out that sponsors who 

constructed their contracts over a long period of time generally were more satisfied with the 

results of the sponsorship. Since the manager was not solely happy and satisfied with the 

various sponsorships of the company it is possible that this is a result of their short-term 

contracts.  

The manager stated that the involvement of the fans was not of any importance when signing 

a new contract. Though he also stated that they live on happenings in and around the city of 

Växjö and also they want to sign sponsorships where they can reach as many as possible. The 
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authors think that this approach to signing a contract based on reaching out to as many as 

possible and in this specific case the supporters of the teams has a connection to involvement, 

perhaps not on a conscious level from the manager but more on an unconscious level. They 

hope by being viewed by the fans as a partner to their team it will lead to them getting more 

readers.  

The manager stated that the phase of finding events and teams is something which the 

company is not involved with. They let the organizations contact them with proposals and 

then it is up to the company to either accept or decline the offer. Since the manager stated that 

he was not completely satisfied with the results of some of the sponsorships, there is a 

possible connection to the theory of Cornwell et al. (2001) that the degree of active 

management could have an impact on the result of the sponsorships.  

The company was not willing to sponsor sports clubs such as boxing clubs due to the fact they 

did not want to be associated with violence or looked upon as promoting violence. Also they 

only wanted to sponsor local sports teams. These two examples are indicators of the theory of 

congruence of fit. In the first example there is a negative fit where the boxing club stands for 

something the company cannot stand for and does not want to be associated with. In the 

second example there is a positive fit where the company as a local newspaper wants to be 

associated with the local sports teams and activities related to the local character of both 

parties.  

The company only invests 10% of their marketing budget in sponsorships. In comparison to 

the other two cases this amount is smaller. According to Jensen and Tsu (2011) a firm which 

invests more money than average, succeeds better with their sponsoring objectives than firms 

that do not. The company was less positive to their sponsorships than the other two cases and 

this could have a connection to the fact that the company does not invest as large a percentage 

of their marketing budget as the other two.  

The other two cases had differentiated their sponsorship of sports teams and through this they 

got competitive advantage. This was not the case with the company since they did not do 

anything out of the ordinary with their sponsorships which could result in competitive 

advantage. The company mostly used posters in the arenas and sometimes they handed out 

flyers and this is something which is not very hard for competitors to copy.  
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The manager’s attitude towards sponsorships was based on previous results from sponsoring. 

The previous sponsorships had not led to any overwhelming results from what he could tell. 

This in turn had made him develop a bit of a negative attitude towards sponsorship. This can 

be connected to the utilitarian function of attitudes. According to Madrigal (2001) beliefs play 

an important role in how attitudes are formed. Since the manager stated that he did not believe 

that their sponsorships, where posters were used did bring any results, it is possible to draw 

the conclusion that these beliefs have formed his negative attitude towards sponsorship.  

 

5.3 Analysis of Case three  

The fact that the owner’s personal interests have been of great importance when decisions on 

what organizations to sponsor have been taken is possible to connect to Corporate level of 

strategy. The owners manage the sponsorships and decide how and where the resources 

should be allocated. It can therefore be a strong indication that manager’s attitudes play a 

crucial role for the results of the sponsorship.  

The company looks upon their sponsorship as a partnership over a long period of time. Their 

approach is to sign few sponsorship contracts and by doing this they can invest more 

resources. According to the manager this led to a better focus and a more effective 

sponsorship. He stated that nowadays they only sponsored the largest teams in Växjö and 

through this they were highly visible at these places. They were one of the major sponsors of 

Östers IF and Växjö Lakers according to the interview. This information links to the different 

success factors for sponsorships described in the literature review. Since the company is very 

satisfied with the results of the sponsoring, it is possible to connect it to the theory of Jensen 

and Hsu (2011) that the level of the investment affects the results of the sponsorship. It is also 

an indication that managers should think in long term directions to obtain success with their 

sponsoring objectives. The long term thinking can also lead to higher credibility for the 

company since it probably will lead to them being seen as trustworthy by the sponsored 

organizations and their fans.  

Plannelas and Urriolagoitia stated in their article from 2006 that organizations need a well-

developed strategy on which teams to sponsor. This is the case with the managers of the 

company. According to the manager they only sponsored the most successful teams in Växjö 

over a long period of time and declined suggestions from teams that were smaller and offered 

contracts that were not based over a long period of time. The manager also stated that they 
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want clear goals and objectives with their sponsorships and this was one of the reasons they 

did not want to sign agreements over a short period of time.  This information is an indicator 

that the company has a well-developed strategy on what teams to sponsor and how to manage 

the sponsorships.  

The company looks upon their sponsorships as a partnership where both should be able to 

develop their organization and also in this case it is possible to connect it to the exchange 

theory were the resources change should be similarly valued by both parties. Further the 

interviewee stated that their sponsorships involved cooperation to a high degree and that they 

worked hard to manage and nurture the relationship continuously. So as with Case one, Case 

3 also had involved managers which according to the literature review, was a factor that could 

lead to success with the sponsorship.  

A finding in the literature was that differentiation that could come from sponsorships was a 

good way to gain competitive advantage. During the interview the manager stated that their 

sponsorships were a possibility to differentiate them from their competitors. A resource like 

this should be hard for competitors to copy. This was the case with the company’s 

sponsorship. The sponsoring of Växjö Lakers made it possible for the company to use their 

arena like a reference work since they have installed their products there. This is a unique 

opportunity that their competitors cannot copy. The manager also believed that the use of the 

arena as a reference work could lead to positive word-of-mouth due to the fact that they invite 

retailers to see their products and by this the retailers can get a good impression and 

recommend the company’s products to end users.  

According to the literature it is important for managers working with sponsorships to sign 

contracts with organizations where there exists a fit. This can lead to better responses to the 

sponsorship and lead to better attitudes towards the brand. This was something that the 

company had been working with. They wanted to find a fit through every aspect of their 

sponsorship. The manager stated that Växjö was the “greenest” city in Europe. Since they 

made environmentally friendly products and were a local company, they wanted to sponsor 

local teams from Växjö. This was not the only fit that they worked with; another important 

factor was that the sponsored organizations shared the same values as themselves.   

The interviewed manager had changed his outlook on sponsorships from a way of paying for 

publicity to a way for organizations to support each other to gain success. He had a very 

positive attitude towards sponsorships and for example he stated that he did not think the 
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company could achieve the same results with another method.  Since he was very satisfied 

with the results of their sponsorships it is possible to connect the attitude to the utilitarian 

function of attitudes since he feels some sort of a reward coming from their sponsorships.     

 

5.4 Summary of analysis 

In table 3 the results of the analysis are presented. 

Table 3 

Company 

 

 

Factors 

 

Case one 

 

Case two 

 

Case three 

 

Perception of 

Congruence 

 

Local fit, no partnership 

without same values  

 

Local fit, no 

partnership 

without same values 

 

Local fit, no partnership 

without same values 

 

Investment 

 

No money transactions 

but had renovated their 

hotel 

 

10% 

 

20% 

 

Degree of active 

management 

 

High 

 

Low 

 

High 

 

Partnership 

Views sponsorship as a 

partnership were both 

should benefit 

No consideration 

about partnership 

Views sponsorship as a 

partnership were both 

should benefit 

 

Differentiation that 

leads to competitive 

advantage 

 

Renovated the hotel 

 

No 

 

Use their sponsoring as 

a reference work 

 

Long-term thinking 

 

Planned in long-term but 

 

Planned in long-term 

 

Acted in a long-term 
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only signed short-term but only signed 

short-term 

perspective 

 

Involvement rate from 

fans 

 

Did not consider it 

 

Did not consider it, 

but the authors saw 

signs of it 

 

Did not consider it 

 

Well-developed 

strategy 

 

Yes 

 

Yes 

 

Yes 

 

Attitude towards their 

sports sponsorship 

 

Positive 

 

Negative 

 

 

Positive 

 

All three companies worked with different approaches towards sponsorships and also the 

attitudes to sponsorships of sports teams were different.  All three companies worked with a 

local fit and also only sponsored teams that had the same values as the organization itself. 

How they have invested in their sponsorships was different where Case one never provided 

funds, and where Case three invested 10% more of their marketing budget than Case two.  

Both Case three and Case one had a high degree of managerial involvement in the work with 

sponsorship, and that was not the case for Case two.  Also both Case three and Case one had 

differentiated themselves from their competitors through various investments. Again, this was 

something that Case two did not do. All three companies planned in a long-term direction but 

only Case three would sign contracts that would stretch more than one year. According to the 

literature the involvement from the fans was a factor that could lead to success within 

sponsorships. This was not considered by any of the companies, though the authors found 

subconscious tendencies towards this in the case of Case two. All three companies had a well-

developed strategy in order to be able to construct their sponsorships. Of the three cases, only 

two of them were satisfied with the results of the sponsorships. Our purpose as could be seen 

in the beginning of this research paper was to examine whether there in fact was some sort of 

relationship between the attitude towards sports sponsorship held by the managers and these 

managers’ fulfillment of sponsorship attributes. After analyzing the empirical data it does 

look as though there is a relationship and this in turn could provide an explanation of the 

dissatisfaction found in one of the cases. In other words the dissatisfaction with sports 
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sponsorship held by Case two’s manager can be a result of them not following as many of the 

important success criteria found in the literature as the other two.  

To provide a simple and clear picture of the results a diagram is presented in Figure 1. 

Figure 1 

 

 

 

 

5.5 Chapter Summary 

The chapter consisted of an analysis of the gathered data. Connections to the theoretical 

framework were made for every case separately and in the end of the chapter a summary of all 

the cases together was presented.  
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Case one Case two Case three

Black color indicates a negative attitude toward the organization’s sponsorship. Grey color 

indicates a positive attitude toward the sponsorship. The numbers indicates how many of 

the attributes for a successful sponsorship found in the literature that were considered 

when constructing their sponsorships. 
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6.0 Conclusion 

In the sixth chapter the findings and conclusions of the analysis are presented. The conclusion 

is divided into three parts where the answers are based on the three research questions.  

Based on a review of the existing research addressing sponsorship management, the following 

three research questions were formulated: 

 RQ1: How are the sponsorships constructed among companies? 

 RQ2: With what strategy are the sponsorships implemented? 

 RQ3: What attitudes do the managers have towards the sponsorships? 

 

In section 6.1 - 6.4 the conclusions of this thesis are given in the form of the research 

questions being answered. 

 

6.1 Sponsorship construction 

In two out of three cases the managers had a high degree of active management involvement 

in the sponsorships. The same two cases which had high managerial involvement also 

invested sufficient funds in the sponsorship and in the development of the sponsoring project. 

Though, investing large sums in the sponsorship deal these two companies would look upon 

sponsorships as a partnership and collaboration between themselves and the team or 

organization acquiring the sponsorship rather than just providing them with funds. There 

would be something in it for both parties. 

One of the two companies which had a high active degree of management would sign 

sponsorship contracts which would stretch for more than one year, usually up to three to five 

years. The other two companies would only sign contracts stretching for up to one year where 

the sponsorship would be evaluated at the end of the year for a potential extension of the 

sponsorship agreement. Although these two companies would only sign short-term contracts 

their sponsoring strategy was looked upon as long-term. 

 

6.2 Sponsorship strategies 

All three companies had a well-developed strategy for sponsorship though some aspects of the 

strategies would vary and differ. For all three companies it was important with the local fit 
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between them and the teams or organizations acquiring sponsorship agreements. It was 

important to strengthen the image that put emphasis on the collaboration between these local 

companies supporting and sponsoring and the local organizations and sports. Neither of the 

managers had considered sponsoring teams where the involvement rate from the fans was 

higher on a conscious level. Though, they wanted a positive fit towards the involved fans.   

Larger sums were invested by two of the companies in approaches that would help 

differentiate them from their competitors on the market and make them stand out and appear 

more lucrative. 

 

6.3 Managers’ attitudes 

The attitude of the managers towards the sponsoring activities carried out by their companies 

differed in one of the three cases. The managers of the two companies, who fulfilled most of 

the attributes for successful sponsorship, found in the literature, such as a high degree of 

active managerial involvement, large investments and the view of sponsorship as a close 

partnership would have a positive attitude towards their sponsorships. While the manager of 

the company who fulfilled less attributes for successful sponsorship had a negative tendency 

to his attitude towards the company’s sports sponsorships.  

 

6.4 Summary of conclusion 

The purpose of this paper was to examine the relationship between managers’ attitudes 

towards sports sponsorship and their fulfillment of sponsorship attributes. After completing 

this research it was found that in order to achieve successful sponsorship, there are a couple of 

attributes that could have a great impact on the outcome. 

Conclusions can be drawn from the fact that the two of the companies that had a positive 

attitude would implement more of the attributes for successful sponsorship, found in the 

literature, in their work than the company which had a negative attitude.  
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7.0 Discussion 

The seventh and final chapter consists of theoretical contributions and managerial 

implications as well as some limitations of this research and some suggestions for future 

research.  

 

7.1 Theoretical Contributions 

The purpose of this paper was to examine the relationship between managers’ attitudes 

towards sports sponsorship and their fulfillment of sponsorship attributes. The aim of the 

research was to gain a deeper understanding regarding this. Theories used in the study were 

founded on earlier research and this paper can be seen as a contribution to that research. When 

the analysis was done it was possible to see that some of the theories were proven to correlate 

to the results that were found.  

The theory of Cornwell & Donald (2003) and Amis et al. (1999) stated that sponsorships that 

were constructed to differentiate the firm and by this obtain a competitive advantage were 

important. This was shown to be of importance since the two cases where this was done had a 

satisfactory result with their sponsoring. Also the theory that a higher degree of active 

management could affect the result in a positive way stated by Cornwell et al (2001) was 

shown to be of importance since the two managers that had this involvement were happy with 

the result. According to Crompton (2004) the sponsorship should be seen as a partnership 

where both parties should benefit from the cooperation which did also find some 

confirmation.  

 

These three theories were according to the authors confirmed by the fact that they were 

followed by the managers that had a positive attitude towards their sponsorship. 

 

One finding was that none of the managers considered the involvement of the fans that was 

stated by Alexandris et al. (2007), Yong et al (2008) and Levin et al (2001) to be important, at 

least not at a conscious level.  
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7.2 Managerial Implications  

Based on the results of this study there are some recommendations which can be given to 

other managers working with sports sponsorships. The authors of this research suggest, based 

on the findings, the following recommendations in order to help managers create prosperous 

sponsorships in the future. 

 First mangers should try to find a fit between the organization and the organization 

acquiring the sponsorship in order to increase the chances of success through their 

sponsorship agreement. 

 Look upon the sponsorship as a partnership between two partners where both are to 

benefit from the collaboration. In other words do not look upon sponsorships as a 

means of getting through to people by just putting the organization’s name on a poster 

in exchange for a sum of money. But look at it as two partners working together to 

achieve a common goal. 

 Make sure as a manager to be involved in the sponsorship process. Have a high degree 

of active managerial involvement every step of the way. 

 Invest sufficient funds in the sponsorship project, not just providing funds for the 

acquiring organization but investing in activities which help to create a competitive 

advantage over the competitors.  

 Look upon sponsorship as something long-term and not just a short-term investment.  

Try to look ahead a couple of years into the future and see what potential benefits 

might come out of the sponsorship. 

 Over all, have a well-developed strategy towards sponsorships. By looking at these 

recommendations the authors think the chances for success through sponsorship 

agreements will increase.  

 

7.3 Limitations 

The time was limited for the writing of the paper and made it necessary to adjust the level of 

the details throughout the process accordingly. For example there could be more attributes for 

success not reviewed in the paper that could be of importance as well as the ones used. Also 

the number of cases investigated and interviews conducted can make a huge difference to the 

result found in the study. Since only three companies were interviewed no strict conclusions 
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can be drawn. The result of the study could be due to chance to a certain degree and can 

therefore only be seen as indications that mostly are in line with previous theory. 

Another limitation to the study is that the cause and effect between manager attitudes and 

company implementation of attributes for success with sports sponsorships cannot be stated. 

The positive attitudes towards sports sponsorship could be an effect of their implementation 

of the attributes. However the opposite could also be true, that the implementation of the 

attributes is the effect of the positive attitudes of the managers. The result of the study can 

therefore only be seen as a correlation between implemented attributes for success and a 

positive attitude, as well as a negative attitude with a lack of the same attributes. 

 

7.4 Suggestions for further research 

Since there is no perfect study, there are a number of things left for further investigation to 

explore. One approach could be to examine more companies with a quantitative method and 

test if the findings in this paper apply to a larger context. It could add to this study by the use 

of the same or more attributes.  

Another way to go for researchers could be to investigate sponsorship managers’ attitudes 

when fulfilling a small number of attributes for successful sponsorship and compare the result 

with letting the same managers fulfill a larger number of attributes. Together with the same 

investigation with managers fulfilling many attributes and then reducing these to a few, the 

result could possibly enlighten a cause and effect relation between the manager attitudes and 

amount of attributes fulfilled. In other words it could possibly give an answer to the question 

if the managers’ attitudes are based on what they do, or if what they do is based on their 

attitude towards it. 

 

7.5 Chapter Summary 

In this chapter the research questions of the study were answered, presented and discussed. 

Also some aspects limiting the study were presented. Managerial implications, theoretical 

contributions and future suggestions were presented in order to contribute to future work and 

research in the sports sponsorship field.  
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Appendix A: Interview guide 

Part 1 Sponsorship construction 

1.1 What expectations did you have when you began the sponsorships? 

1.2 What results have the sponsorships provided for the company? 

1.3 How large a part of the marketing budget is used on sponsorships? 

Part 2 Sponsorship Strategy 

2.1 What time perspective did you have when the sponsorships began? 

2.2 How are the sponsorships integrated in the company strategy? 

2.3 Of what importance is the involvement of the fans for you? 

2.4 How important is a fit between the company and the sponsored organization? 

2.5 In what ways do you work with fit today? 

2.6 What are your long-term goals with sponsoring? 

Part 3 Manager Attitudes 

3.1 What does sponsorship mean to you? 

3.2 In what ways are your attitudes towards sponsorship related to managerial 

experience? 

3.3 How has your attitude towards sponsorships been affected by working with them 

as a manager? 

 

 

 

 

 

 

 

 

 

 

 

 



58 
 

 
 
 
 
 
 
 
 
 
 
Linnaeus University – a firm focus on quality and 
competence 
 
On 1 January 2010 Växjö University and the University of Kalmar merged to form Linnaeus University. This  
new university is the product of a will to improve the quality, enhance the appeal and boost the development 
potential of teaching and research, at the same time as it plays a prominent role in working closely together 
with local society. Linnaeus University offers an attractive knowledge environment characterised by high 
quality and  
a competitive portfolio of skills. 

 

Linnaeus University is a modern, international university with the emphasis on the desire for knowledge, 
creative thinking and practical innovations. For us, the focus is on proximity to our students, but also on the 
world around us and the future ahead. 

 

 

 

Linnæus University 

SE-391 82 Kalmar/SE-351 95 Växjö 

Telephone +46 772-28 80 00 


