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This master thesis is studying the impacts of sport sponsorship to company’s brand 

equity and CSR communication related goals. The aim is to also provide insight for 

managers how sport sponsorship should be managed and how to answer the rising 

demand from the consumers for companies to be more responsible through sport 

sponsorship. Previous literature has found a positive link between the sport 

sponsorship and brand equity development, and also with sport sponsorship and CSR. 

This study is going further with the studies and combining the sport sponsorship, brand 

equity and CSR-communication theories with linking them to managing sport 

sponsorship.  

 

The empirical analysis of this study was conducted by five semi-structured theme 

interviews, where the interviewees were responsible for the sport sponsorship. The 

results of the interviews supported previous literature about brand equity and sport 

sponsorship. The issues raised with sport sponsorship management, sport 

sponsorship communications and about the overall CSR-communications inside the 

companies.  
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Tämä pro-gradu tutkielma tutkii urheilusponsoroinnin vaikutuksia yrityksien 

brändipääoma, sekä vastuullisuustavoitteisiin. Lisäksi tutkimuksen tavoitteena on 

luoda yrityksille näkemystä siitä, miten urheilusponsorointia tulisi hallita, ja miten 

vastata kuluttajien kasvavaan vaadintaan vastuullisesta liiketoiminnasta 

urheilusponsoroinnin kautta. Aikaisempi kirjallisuus on todennut positiivisen linkin 

urheilusponsoroinnin ja brändipääoman kehittämisen välillä, sekä myös 

urheilusponsoroinnin ja vastuullisuuden välillä. Tämä tutkimus tutkii aihetta laajemmin, 

sekä sitouttaa urheilusponsoroinnin, brändipääoman ja vastuullisuuden teorian, 

linkittäen sen myös sponsoroinnin prosessin hallintaan. 

 

Tutkimuksen empiirinen analyysi toteutettiin viidellä, puolistrukturoidulla 

teemahaastattelulla, jossa osallistujat olivat vastuussa urheilusponsoroinnista. 

Haastattelujen tulokset tukevat aikaisempaa teoriaa brändipääoman sekä 

urheilusponsoroinnin välillä. Tuloksien perusteella nousi esiin ongelmakohtina 

urheilusponsoroinnin johtaminen, sponsoroinnin viestintä sekä vastuullisuusviestintä 

yleisesti yrityksissä.  
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1 INTRODUCTION 

 

Today the whole world is fighting against different challenges, as climate change, 

poverty, hunger, overconsumption and inequality. Consumers are demanding 

companies to be more ethical and responsible in their businesses. Corporate social 

responsibility has become an important theme for many companies, but it is not 

enough that companies are producing a large profit for the shareholders, but it needs 

to be done by responsible matter. (Deegan 2002)  

 

Corporate social responsibility (CSR) has become an important element in companies 

marketing mix (Sung & Lee 2016). Marketing literature is highlighting that company’s 

CSR image is more critical to companies than its actual CSR performance. (Bigné, 

Currás-Pérez & Aldás-Manzano 2012) This is why it is important that companies are 

communicating about their CSR elements to the public audience. By adapting CSR as 

a core corporative element in their business and communicate the CSR for their 

shareholders, firms can increase their positive image. (Brønn & Vrioni 2001)  

 

CSR and brand identity have been acknowledged by the researchers and practitioners 

by over the last decades as critical success factors that are influencing stakeholders’ 

attitudes and behaviors. (Bravo, Buil, de Chernatony & Martínez 2016) It is even noted 

that costumer are preferring to purchase products or services from a provider that is 

socially and environmentally responsible actor (Chen and Chang 2013; Chang and 

Chen 2012). So therefore, there is important reasons why companies should conduct 

to CSR initiatives to create more responsible brand image of themselves.  

 

Sponsorship is going to continue its growth as a strategic marketing tactic and as a 

communication form and sponsorship will play more significant role in the future. 

(Vance, Raciti, Lawley 2016; Olson 2008) In Finland, the sponsorship spending on 

sports has grown steadily every year from 2009 to 2018. (Statista 2019) Sponsorship 

as a marketing tool has been studied a lot in terms of brand building but the research 

is lacking about the studies about sport sponsorship in CSR context (Plewa & Quester 

2011).  Sport sponsorship is offering a visible channel for companies through sports, 

since sports include a lot of interest, strong emotional commitment and by athletes 
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being a role models (Ratten & Babiak 2010). Because of the interesting aspect of sport 

sponsorship and the rising demand for CSR, this study is conducted to analyze what 

effects sport sponsorship has when wanting to achieve company level goals in related 

to brand equity and CSR, in order to create good CSR-image.  

 

 

1.1 The aim of this study & research questions 

 

In the research by Plewa, Carrillat, Mazodier & Quester (2016), the authors state that 

the academic research is lacking the empirical investigations whether sport 

sponsorship can help and make it easier to develop the CSR-image of the companies. 

One goal of this study is to answer their call and provide strategic guidelines for 

companies to reach their CSR and brand equity goals with using sport sponsorship as 

a tool by empirical research. Their study also states that sport sponsorship has 

received little academic attention in the CSR context. Sung and Lee (2016) highlights 

in their study that CSR programs in companies should be studied in different industries 

which is also the focus of this research.  

 

Also the aim of this study is to fulfill the gap in research how companies CSR image 

can be built with using sport sponsorship as a tool and how the sport sponsorship 

should be managed in order to create successful sponsorship. The existing research 

about this topic has been made mostly with quantitative research methods focusing on 

customer perspective. There are only few researches that have gathered the empirical 

data with interviewing the companies following sponsorship programs. Because the 

growing interest for CSR and for sport sponsorship, this research is valuable for the 

academic literature and for the company-perspective.  

 

The goal of this study is to provide strategic guidelines for companies to develop their 

CSR-image with using sport sponsorship as a tool and to manage it.  In the academic 

perspective this study will provide deeper understanding in how sport sponsorship can 

be used as a tool for reaching goals related to the brand equity and CSR, and how 

sport sponsorship can impact to create successful CSR-image as well as understand 

the managers reasoning behind the sponsorship process.  
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The aim and goals of this study will be achieved by answering the research questions.  

The main research question is:  

 

“How sport sponsorship is impacting in companies when achieving brand 

equity and CSR-communication related goals?” 

 

Under the main research question, there are three sub-questions formatted. The aim 

of these sub-questions is to break the main question in to smaller sections which will 

help in following the study and the structure of the thesis. The sub-questions are: 

 

“How sport sponsorship can be used as a tool for raising brand equity?" 

 

“How communicate about CSR through sport sponsorship?” 

 

“How sport sponsorship is managed?” 

 

 

 

1.2 Preliminary literature review 

 

The literature review of this study will focus on the research fields in sponsorship, CSR 

and brand equity. The aim of this literature review is to discuss the key findings of the 

studies from related fields. 

 

Most of the research related to sponsorship is focusing on its effects to brand image. 

Crimmins and Horn (1996) studied the link between the brand and consumers mindset. 

Their paper focused exclusively on the consumer’s impact of the sponsorship. 

Cornwell, Roy and Steinard (2001) on the other hand were exploring the manager’s 

perceptions on brand equity. Mazodier and Merunka (2011) studied the impact of 

sponsorship to brand loyalty. They created a conceptual model which dissolves the 

impact of sponsorship into two routes; first one starts with the self-congruity with the 

event and the second to the perceived fit between the sponsored event and the brand. 

Grohs, Wagner and Vsetecka (2004) also mentions the fit to be one of the dominant 
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factors when indicating sponsor recall. Study by Donlan (2014) focused the 

sponsorship to consumer-based brand equity with conclusions that brand-building 

success is not guaranteed even tough sponsorship can be appropriate tool to build 

brand equity.  

 

Gwinner and Eaton (1999) conducted their study about the role of image transfer in 

building brand image through event sponsorship. Gwinner and Eaton (1999) proposed 

in their study a five-point rating scale to measure event-sponsor fit and this was used 

in the research by Grohs et al. which focused on sponsor awareness and image 

transfer. (2004)  

 

The study by Speed and Thompson (2000) highlights the fit between the sponsor and 

sponsored object and their hypothesis is supported by Grohs et al. (2004) and 

Mazodier & Merunka (2011). Cornwell, Humphreys, Maguire, Weeks and Tellegen 

(2006) studied the effect of sponsorship fit on memory for sponsor-event pairing. 

Quester, Plewa, Palmer & Mazodier (2013) provided a conceptual model in their study, 

which concluded the dimension of the perceived fit of the sponsor. Sponsorship 

selection has been researched by Vance et al. (2016), with emphasizing how the 

corporate culture affects to the sponsorship selection.  

 

Both Crimmins & Horn (1996) and Cornwell et al. (2001) focused on using sponsorship 

as a tool for branding and how advertising can support the sponsorship. Carrillat and 

d’Astous (2009) studied the sponsorship-advertising with conclusions that sponsorship 

presence during a sport event is bringing more positive outcomes for a brand than just 

advertising.  

 

Cornwell et al. (2001) found out that sponsorship duration is important in order for the 

consumer to register the repeated sponsorship link. Henseler, Wilson, Westberg 

(2011) agree with Cornwell et al. (2001) that the sponsorship duration is the key 

diagnostic and they also state that the sport sponsorship is contributing significantly to 

the improvement in brand equity change. Study by Henseler et al. (2011) investigates 

the impact of different elements of sponsorship package in brand equity, providing 

sport administrators with information to help them contribute their sponsorship offering. 
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Overall brand-image has been studied quite widely in academic research with focus 

on sponsorships. 

 

Study by Lantos (2001) is one of the first studies to mention sponsorship in CSR 

context. Lantos states that sponsoring sport events is one of the example of strategic 

CSR. Menon and Kahn (2003) studied the consumer perceptions of CSR, and the 

study is one of the first ones to show that high congruence between the sponsor and 

the social issue is increasing favorable rating of CSR.  

 

Plewa and Quester (2011) studied the link of sponsorship and CSR and created a 

conceptual framework of CSR mediated sponsorship effectiveness. Their study 

mentions that the framework they developed is requiring empirical validation. Quester 

et al. (2013) showed that sport sponsorship has the ability to build sponsors CSR 

image. Their research is investigating how community-based sport sponsorships are 

creating perceptions of CSR.   

 

Plewa et al. (2016) investigated how organizations can utilize sport sponsorship to 

build CSR-image. Their paper is relevant to this study, since the focus is in sport 

sponsoring and in CSR-image. The study conducted Plewa et al. (2016) is the first one 

to offer different aspects of how proactive engagement of the sport property has on the 

community is enhancing the CSR image of the sponsor. In their research the most 

favorable CSR image was conducted by organization sponsoring a grassroots club, 

with actively engaging with the community and the lowest image score was for 

organization that was supporting national club and not engaging in community 

initiatives. Plewa et al. (2016) are suggesting that the research should focus on 

investigating the effects of sport sponsorship on the brand image when consumers are 

trusting the sponsor.  

 

Uhrich, Koenigstorfer & Groeppel-Klein (2014) focus was on consumer attitudes. They 

studied how linking CSR to sponsorship can affect to consumer attitudes towards 

sponsored brands. Their study was the first piece of theory-building research when 

investigating the subject.  They identify research gap in examining the process that 

makes consumers to react more positively to the CSR-linked sponsorships.  
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Habitzreuter (2018) studied the impacts of CSR-linked sport sponsorship attitude 

towards the sponsor depending on regulatory fit. Also Sung and Lee (2016) focused 

on the consumer attitude towards CSR sponsoring. They studied the benefits of 

charitable sport event in companies CSR program. The focus of the study was on the 

consumer’s involvement in the cause and how their attitude towards the event and the 

event-sponsor influenced the corporate image and to purchase intention. Sung and 

Lee (2016) notes that the literature has to test the effectiveness of sport sponsorship 

as a form of CSR motion. 

 

Flöter, Benkenstein and Uhrich (2016) focused in the communication of CSR-linked 

sponsorship in their research. They examined the effectiveness of CSR-linked 

sponsorship information from the sponsors, from the sponsored property and from the 

news media. Skard and Thorbjørnsen (2013) touched also the CSR communication 

topic with their research focusing on the role of brand reputation in communication 

CSR. In their research they argue that the brand and the credibility and trustworthiness 

of the message source is helping to predict the consumer’s responses to the 

sponsorship. 

 

For this study the most relevant literature are the ones covering CSR, sponsorship and 

also the brand image. The studies by Plewa & Quester (2011), Plewa et al. (2016), 

Uhrich et al. (2014), Habitzreuter (2018) and Sung & Lee (2016) are providing good 

baseline to grow the knowledge of these topics.  

 

Mainly the studies relevant for this research are made from consumer’s perspective 

(Uhrich et al. 2013; Habitzreuter 2018; Sung & Lee 2016), whereas Plewa et al. (2016) 

had the organizational angel. Also the CSR related sponsoring research is focusing on 

sport sponsored events (Sung & Lee 2016; Uhrich et al. 2013; Habitzreuter 2018; 

Mazodier & Merunka 2011; Flöter et al. 2016), rather than seeing the sponsoring of 

sports as association partnerships.  

 

The relationship between the sponsor and the sponsored object was researched by 

Farrelly and Quester (2004) who examined the sponsorship from the relationship 

perspective and the effects of trust and commitment on economic and noneconomic 

satisfaction. Their study reveals that commitment in the sponsoring relationship is the 
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key antecedent of economic satisfaction whereas trust is prior for economic and 

noneconomic satisfaction. Farrelly, Quester and Burton (2006) continued the study of 

relationship perspective. Farrelly et al. (2006) found out that sport entities could help 

their sponsors by taking proactive role in helping sponsors.  

 

Researches that are focusing on sponsoring relationships, has been approached by 

its nature from qualitative perspective with using in-depth interviews to gain full 

understanding of the relationship (Farrelly et al. 2006) or selection (Vance et al. 2016). 

Whereas the studies that are that are examining the relationship of the sponsoring 

towards the consumer (Lii & Lee 2012; Cornwell et al. 2006; Olson 2008; Speed & 

Thompson 2000), CSR (Uhrich et al. 2013; Sung & Lee 2016; Habitzreuter 2018; 

Plewa et al. 2016), or brand-image (Henseler et al. 2011; Mazodier & Merunka 2011; 

Cornwell et al. 2001; Crimmins & Horn 1996; Grohs et al. 2004) are approaching the 

topic with quantitative research methods. 

 

 

1.3 Theoretical framework 

 

Theoretical framework of this study is noting the research questions, the aim of the 

research and also the perspective of the study, which is sponsors perspective. The 

theoretical part of the study is focusing on how sport sponsorship is impacting to the 

company’s brand and CSR. One chapter is focusing on sponsorship management, so 

the theoretical framework is going to analyze the management of this process.  



 8 

 

 

Figure 1. Theoretical framework 

 

 

1.6 Definitions of the key concepts 

 

Corporate social responsibility has many different perceptions and definitions. The 

CSR is also seen as “doing good”, which is including the company’s activities for the 

health and safety at workplace, HR management, economic development, stakeholder 

relationships, taking care of the environment and the basic human rights and needs 

(Vanhamme, Lindgreen, Reast & van Popering 2011) 

 

Sponsorship is referring to “an investment, in cash or in kind, in an activity in return 

for access to the exploitable commercial potential associated with that activity” 

(Meenaghan 1991, 36). This study is going to focus to sport sponsorship.  

 

 

1.7 Research methodology 

 

The empirical part of the study is based on qualitative research that is conducted by 

interviews. The interviews are done as an individual interview and the interviewees are 

presenting their company and they are working as a decision maker related to the 

sponsorships. The managers chosen are also working in the companies that are doing 
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sport sponsorships in CSR contexts. Interviews are done as a semi-structured theme 

interviews, which means that the interview questions are not specified, and the 

questions are presented related to specific themes. The interviews are analyzed in its 

own chapter and the discussion of the study will be done by analyzing the interview 

results and previous literature.  

 

 

1.7 Delimitations of the study 

 

This study is limited to focus on national and local level, since building the CSR 

reputations can be seen very difficult for global brands. (Torres, Bijmolt, Tribó & 

Verhoef 2012). The focus in research is on the company branding, not trying to create 

one specific product to have responsible image. CSR has a lot of different definitions, 

but this study is going to focus on the triple bottom point, which includes the economic, 

social and environmental view of the company. This study examines the subject in the 

managers point of view instead of analyzing the customers point of view. This leads 

that the research is analyzing the decisions and management of the sport sponsorship. 

Last limitation is that the study is done to analyze sport sponsorship, so the results and 

management are not necessarily adoptable in other sponsorship fields as culture.   

 

 

1.8 Structure of the study 

 

This study can be divided into four parts. First part is the introduction where the 

research questions and the research problem are represented. The second part is 

focusing on the previous literature and creating the theoretic baseline for the research. 

This study is including four theoretical chapters, the first one focusing on brand equity 

and the dimensions it has. The second theory part is covering sport sponsorship in 

brand equity context, and third chapter is analyzing the sponsorship management in 

the manager’s context. Last theory chapter is focusing on CSR and its affects to brand 

equity and sport sponsorships. After the theory chapters the research methods are 

presented, and the results of the interviews are analyzed. Last chapter consists the 

discussion of the study and suggest new study topics to develop the understanding of 

the phenomenon.  
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2 BRAND EQUITY 

 

The building of a strong brand in the market is the goal for many companies, since it 

is providing many benefits for the company, for example being less vulnerable to 

competitive marketing actions, it provides larger margins and brand extension 

opportunities. (Delgado-Ballester & Munuera-Alemán 2005) When discussing about 

brand equity, it is important to note that brand is different from a product. Where 

product is performing functions, brand is offering emotions and branding is the thing 

that is differentiating products from each other. (Joseph 2015) To create, manage and 

to exploit brand equity, the relationships of marketing efforts to the dimensions of brand 

equity must be determined. (Yoo, Donthu & Lee 2000) 

 

The term brand equity has been studied quite widely and despite the availability of 

different definitions for the brand equity in the literature Park and Srinivasan (1994) 

mentions that there is little consensus on what the brand equity actually means. Rego, 

Billet and Morgan (2009) have concluded that brand equity has three discrete research 

streams defined or conceptualized for the term. The first approach is considering the 

brand equity as differential brand performance over unbranded product performance. 

The second approach is analyzing the brand equity as shareholders value of the brand 

and the third one sees brand equity as conceptualizing brand equity from a cognitive 

psychology perspective. (French & Smith 2013) This study is focusing on the first 

approach which considers brand equity as brand performance compared the 

unbranded products.  

 

This approach has been also studied by multiple researchers. Pappu, Quester and 

Cooksey (2005) states that the present research is conceptualizing brand equity 

accordance between Keller (1993) and Aaker (1991). For example, Keller (1993) 

approaches brand equity as comprising it into two different dimensions, brand 

awareness and in brand associations. Keller (1993, 7) is referring brand equity as ‘‘the 

differential effect of brand knowledge on customers’ response to the marketing of a 

brand’’. Aaker (1991) and Keller (1993) conceptualized brand equity with different 

approaches. Aaker (1991, 17) stated that brand equity consists four different 

dimensions brand awareness, brand associations, perceived quality and brand loyalty 

and it is a set of assets that are linking to a brand’s name and symbol that is adding 
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value to a firm. Although the researchers have different approach, both have defined 

brand equity from consumers perspective that has been based on consumers memory-

based brand associations and for example Cobb Walgren, Ruble and Donthu (1995) 

were pioneering in their research to measure this consumer-based brand equity. Later 

certain scholars (King & Grace 2010; Papasolomou & Vrontis 2006) have considered 

brand equity to have more dimensions than Aaker’s (1991), adding credibility as one 

more dimension. Vazquez, Del Rio, and Iglesias (2002) described brand equity in their 

research as the overall utility that the consumers are associating with the use and 

consumption of the brand. Their description of brand equity is also including 

associations that are expressing both functional and symbolic attributes of brand 

equity. Kohli and Leuthesser (2001) are stating that brand equity is resting on the 

brands vision, identity and the knowledge of the brand is built for that.  Nath Sanyal 

and Datta (2011) considered brand equity as an expression of the brands present 

market value and also the expected future potential. This definition is close to Rego et 

al. (2009) second approach. Yet Kim and Hyun (2011) concluded that brand equity can 

be defined as the value added to the branded product compared to the unbranded 

product. Their definition similar to Rego et al. (2009) first approach of the brand equity.  

 

Since the business markets have high market competitiveness, assisting brand equity 

for enchanting high level of company’s performance and growth has become as 

strategic priority for the companies. (Tsai 2011) Many researchers have regarded that 

brand equity is a key strategic issue for companies and for that reason it needs to be 

managed strategically (Wood 2000). The ultimate goal and the meaning of brand 

equity is by Travis (2000) to build brand loyalty.  

 

There are many benefits of creating and building brand equity. For example, Pitta and 

Katsanis (1995) are concluding that brand equity is increasing the probability of brand 

choice which is leading to brand loyalty and then helping to insulate the brand from 

different competitive threats. One of the key advantages of building strong brand equity 

is seen to highly associate the company with long-term organizational success 

(Hanaysha & Hilman 2015; Wood 2000) and the firms with high brand equity are 

recognized to have high stock returns. (Aaker & Jacobson 1994). Also, Foroudi, Jin, 

Gupta and Kitchen (2018) states that strong perceptional and also behavioral brand 

equity helps companies when they want to achieve financial returns over the long term. 
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Brand equity requires long-term commitment since it is not built in the short term. 

(Donlan 2014; Anantachart 2005) Therefore having strong brand equity can be seen 

to have a lot of benefits, not only making the consumer wanting to pick the product but 

also bringing financial benefits for the company. Brand equity should also be tracked. 

Tracking the brand equity is allowing managers to evaluate their effectiveness of 

adjustments (Herrmann, Huber, Shao & Bao 2007).  

  

Since there are large variety of different definitions and meanings in the research for 

brand equity, it is clearer for this study to follow one definition. This chapter will follow 

on Aaker (1996) approach on brand equity, which is represented in the figure 2. 

Aaker’s (1996) definition has been used in relevant researches for this article (Donlan 

2014; Tsordia, Papadimitriou and Parganas 2018;) which is also reasoning for the 

selection. 

 

 

 

Figure 2. Brand equity assets.  Adapted from Aaker (1996) 

 

 

Brand equity is consisting brand awareness, brand associations, brand loyalty and 

perceived quality as presented in Figure 2. These assets are either adding or 

subtracting value provided to a firm or its customers. (Aaker 1995, 207) The brand 

equity is supported by the associations the consumers make with the brand. (Aaker 

Brand 
equity

Brand 
awareness

Brand 
association

s

Brand 
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Perceived 
quality



 13 

1996, 25) In the research by Lassar, Mittal and Sharma (1995) state that brand equity 

could be positioned in consumers’ minds by confidence and the incredible images that 

are associated with the brand. In the following chapter the dimensions of brand equity 

are represented.   

 

 

2.1 Brand awareness 

 

Brand awareness is one of the basic concepts behind the brand-related goals (Grohs 

et al. 2004) and it is referencing whether consumer can recognize a brand or not. 

(Keller 2008, 58) Brand awareness is necessary in order to build a strong brand equity 

(Adkins 2014). It can be described as strength of the brands presence in the 

consumers mind and how they recall the brand. (Boshoff & Gerber 2008) It is found to 

be a significant influence on perception of brand equity. (Foroudi et al. 2018) Brand 

awareness measures the capability of the potential buyer to recognize or recall the 

brand, and Aaker (1991, 61-62) suggests that it has different levels, first one being 

“unaware of brand”. Aaker (1996, 9) mentions brand awareness to be an anchor that 

other associations can be attached to and this way it is generating value for the brand 

equity.  In other hand Keller (2003) demonstrates that brand awareness has two 

dimensions, brand recognition and also brand recall. Brand recognition is reflecting to 

the consumers ability to recognize the brand from hints and the brand recall is a higher 

version of the recognition, because then the consumer is able to allocate the 

company’s brand to specific products. (Kwun & Oh 2007) Keller (1998) claims that 

brand awareness is created by the ongoing visibility, strengthening the familiarity of 

the brand and the associations with brand related offerings and buying experiences.  

 

In brand equity, the role of brand awareness is depending on the level of awareness 

that is achieved. If high brand awareness is dominant in brand, it will increase the 

probability of the brand being chosen by the consumer more often. (Yasin, Noor & 

Mohamad 2007) Brand awareness building is easier over a longer timer-period, since 

the learning about the brand happens better with repetition. If consumer is more 

familiar with the brand it is more likely that they are more confident towards the brand 

than if they are not familiar. (Laroche, Kim & Zhu 1996) Brand awareness with strong, 

positive associations is forming a specific brand identity (Yoo, Donthu & Lee 2000). 
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The brand awareness and associations are proven to have connection to the strength 

of the brand node or trace in memory. (Loureiro 2013) Huan and Sarigöllü (2011) state 

that brand awareness can increase brands market performance since in the purchase 

decision making the brand awareness can be used. Foroudi (2019) adds that the 

awareness is one of the stepping-stones in the purchasing process. Cobb Walgren et 

al. (1995) even state that it is even one of the prevalent selecting factors among the 

customers. Brand awareness has positive influence to the organizational perceptions 

that are held by individuals. (Lemmink, Schuijf & Streukens 2003) 

 

Aaker (1991, 271-272) mentions event sponsorship and publicity as characters that 

can improve brand awareness. Research by Jensen, Walsh and Turner (2015) 

implicates that even if sponsors are receiving visual brand exposure, or audio-based 

exposure, the sponsors should not assume that these approaches are improving the 

brand awareness alone. They also suggest that the traditional sponsorship 

approaches must be paired with different media investments that include visual and 

audio-based exposure. Sponsorship as a marketing tool is offering wide possibilities 

to media exposures. (Mudeliar 2008) Also online social network pages or profiles are 

a natural extension of brands website that are powerful and effective tools for boosting 

brand awareness, which is critical goal for marketers. (Barreda, Bilgihan, Nusair & 

Okumus 2015) To impact the brand awareness in social networks, the brand needs to 

cultivate contents that are closely linked to their own portfolio and their communication 

elements. This requires brand to find a way to talk about themselves in continuous and 

relevant manner. (Langaro, Rita & de Fátima Salgueiro 2018) 

 

Brand awareness level could be the aftermath of the scope and frequency that the 

brand appears, and this is related to the brand advertising spend (Keller 2003). In fact, 

the greater brand awareness the more it could lead customers to increase their 

preference for the company’s brand. (Gil, Andrés & Salinas 2007) 

 

When analyzing how brand awareness is to brand equity it has been noted that brand 

awareness is anticipating the construction of the brand equity in consumers’ minds and 

it has an effect on the perceptions and attitudes by customers. (Huang & Sarigöllü 

2011; Severi & Ling 2013). But when considering to the other factors of brand equity, 

brand awareness for example doesn’t have any compelling influence on perceived 
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quality. (Torres et al. 2015) The study by Pitta and Katsanis (1995) found out that 

between brand awareness and the brand associations there is an inter-relationship. 

They claim that brand awareness of can be assembled in the consumers mind before 

the brand association is built and embedded in consumers memory. There are 

researches that support their claim that there is interaction between brand awareness 

and brand associations (Atilgan, Aksoy & Akinci 2005; Pappu et al. 2005; Dew & Kwon 

2010). More about the brand awareness is discussed in the next chapter.  

 

 

2.2 Brand associations 

 

Brand associations are driven by the brand identity (Aaker 1996, 25). Brand identity 

should give the brand a direction, purpose and a meaning and it is “a unique set of 

brand associations that the brand strategist aspires to create or maintain”. (Aaker 

1996, 68) It is the core for the brands communication efforts. (Kohli & Leuthesser 2001) 

Since brand equity is supported by the association’s consumers make with the brand, 

the associations are driven by brand identity, which is a key to build a strong brand. 

(Aaker 1996, 25) Brand associations are also referring to the intangible characteristics 

of a product, as the uniqueness among other brands and innovations, participation of 

the brand in the market and the reputation (Yasin et al. 2007). The associations are 

arising from the knowledge of the brand and also from brand image (Cheng-Hsui 2001; 

Cobb Walgren et al. 1995) 

 

Brand identity is based on the brand name, in the packaging of the product, to the 

advertising themes and techniques, and a strong brand identity is needed to create 

illusion of difference that is needed for gaining the competitive advantage. (Bogart & 

Lehman 1973) Brand identity is including all the elements by which the brand 

communicates about the brand. (Kohli & Leuthesser 2001) Between the brand 

awareness and the brand associations, there is a strong connection; some are arguing 

that the awareness is preceding the associations (Dew & Kwon 2010). 

 

Keller (2008, 59-60) states that forming of a brand identity is the first step when building 

a strong plan. The identity by Keller is telling what the brand is and the objective is to 

create deep and broad brand awareness. The brand identity is ensuring the brand 
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awareness with the customers and it is building associations with specific product 

category or a customer need (Keller 2008, 59-61) If the brand identity is managed well, 

it can result positively to employees perception of how the company is seen in the eyes 

of external stakeholders (Bravo et al. 2017) 

 

There is no directional relationship between the price and brand associations, since 

low and high price could be linked as strongly to the brand in memory for the benefits 

the product or service is bringing to customers (Yoo et al. 2000) Brand associations 

can be measured by asking customers to tell in different focus groups what the brand 

or firm means to them. This way the company can identify changes in different 

associations related to the brand (Aaker 1995, 139). The key to create different 

associations is to identify and manage different signals (Aaker 1991, 273).  

 

 

2.3 Brand loyalty 

 

The brand loyalty of the customer base is usually the core of a brand’s equity and it is 

different from the other brand equity dimensions since it is tied closely to the use 

experience. (Aaker 1996, 39;41) Brand loyalty is important indicator of brand equity 

because without it there is no brand equity. If brand awareness and brand image are 

not translated to brand loyalty, all the effort and costs that have been putted in building 

the awareness and image have been wasted. (Kohli & Leuthesser 2001) Keller (2003) 

states that brand loyalty can be related to the feeling that customers are connected 

with the brand. This is reflecting to the nature of the customer brand that is mediating 

the effect of brand loyalty relationship. The study by Nam, Ekinci and Whyatt (2011) 

claims that self-congruence, brand identification and also lifestyle-congruence have a 

positive effect to the brand loyalty. But it needs to be noted that in order the consumer 

to be loyal for the brand, the consumer must be aware of the brand. (Torres et al. 2015) 

This is highlighting the importance of all brand equity dimensions.  

 

Generating brand loyalty is important since when in competition the brand is less 

vulnerable and in the competitive markets the brand loyalty is a central element of 

marketing strategies and tactics. (Aurand, Gordon & Schoenbachler 2004; Fournier & 

Yao 1997) Brand loyalty has a strategic value for the company, since it can offer 
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reduced marketing costs, trade leverage, it helps in attracting new customers and it 

offers time to response to competitive threats. (Aaker 1996, 47) Brand loyalty is usually 

leading to a larger market share, if the loyal customer is making repeated purchases 

(Assael 1992). Chauduri and Holbrook (2001) focused on two central aspects when 

determining the brand loyalty: brand trust and brand affect, and also a study by Matzler, 

Grabner-Kräuter & Bidmon (2008) propose that brand trust and affect are positively 

related to loyalty. Brand trust is leveraging to higher level of the brand trust, since trust 

is creating exchange in relationships that are highly valued (Morgan & Hunt 1994). 

 

Aaker (1996, 39-40) mentioned that there are several levels of loyalty and all of the 

levels are representing different marketing challenges. The study by Matzler et al. 

(2008) found out that the satisfaction and the consumer behavior have positive 

relationship with brand loyalty, but the price perceptions of the brands were found to 

be unrelated to the brand loyalty (Yoo et al. 2000) 

 

There are two different approaches that can be used in order to understand brand 

loyalty that have been outclassed in the marketing literature (Assael 1992, 87-89; 

Samuelsen & Sandvik 1997). Behavioral approach to brand loyalty sees that if the 

consumer is purchasing one brand over time is an indicator of brand loyalty. Chaudhuri 

(1999) agrees to this proposal and sees that the brand loyalty means that the customer 

has preference for a single brand or that the customer has a preference to buy the 

particular brand name regularly. The second approach is cognitive approach, which 

means that the consumer’s behavior does not reflect to the brand loyalty.  

 

Aaker (1996, 50) states that when wanting to create and maintain brand loyalty, the 

customer needs to be treated right, the company should stay close to the customer 

and measure or manage customer satisfaction a lastly create switching costs and 

provide some extra. Kohli and Leuthesser (2001) states that measuring the customer 

satisfaction can be misleading, since the loyalty is built on positive experiences, but a 

single negative experience can offset the positive experiences if the trust and credibility 

are lost. It needs to be noted that even the most loyal customers will switch the brand 

to other if the brand they have trust is failing them. (Kohli & Leuthesser 2001) 
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The formation of brand loyalty is increasing when consumers are perceiving that the 

brand is high quality, they have then increasing fondness and associating with the 

brand. (Foroudi et al. 2018) Customers are developing brand loyalty because the 

experience with the brand is fitting well with their lifestyle and social identity. (Nam et 

al. 2011) But the strongest verification of brand loyalty is performed when the 

customers invest or are willing to invest their resources into the brand beyond what is 

expected during the purchase or the consumption of the brand. (Keller 1993) According 

Nam et al. (2011) if there is a positive customer experience with the brand, it is 

confirming the brand loyalty.  

 

Nam et al. (2011) discovered that the previous studies are suggesting that the  brand 

equity would have an direct effect to brand loyalty, but Brakus, Schmitt & Zarantonello 

(2009) state that brand equity effects on brand loyalty can be examined when 

consumers have a direct experience with the brand. Brand equity can be seen as a 

critical approach to improve brand loyalty (Huang & Cai 2015). Research about brand 

loyalty connection to other dimensions has been done. The research by Torres, 

Augusto & Lisboa (2015) proved that perceived quality and brand awareness are the 

precursors of the brand loyalty. Brand loyalty’s main driver is perceived quality, but it 

needs to be noted that either brand awareness or perceived quality are not leading 

directly to the consumers purchasing. These dimensions have indirect effect to brand 

equity which is by that influencing to brand loyalty. (Torres et al. 2015) 

 

 

2.4 Perceived quality 

 

Perceived quality is defined by Aaker (1991, 85) as the “customer’s perception of the 

overall quality or superiority of a product or service with respect to its intended purpose, 

relative to alternatives”. It has attracted the interest of practioners and researchers, 

because it is believed to have beneficial effect to the marketing performance 

(Sweeney, Soutar & Johnson 1999) Aaker (1991, 85) also mentions that although it is 

at first the perception by customers, it is still differing from several concepts like the 

actual or objectives quality, the product-based quality and the manufacturing quality. 

Keller (2003, 238) defines perceived quality as “Customers’ perceptions of the overall 

quality or superiority of a product or service relative to relevant alternatives and with 
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respect to its intended purpose.” Thus, perceived quality can be said to be an 

assessment based on the customer perceptions of what constitutes a quality product 

and how well the brand is rating on those dimensions. Perceived quality means the 

consumers evaluation of the product, not the actual quality. (Zeithaml 1988) It can be 

called as a constant outcome that is generated from consumers processed product 

attributes that are leading to the consumers decision-making about the quality of the 

product (Lindquist & Sirgy 2003).  

 

Perceived quality is an important factor when determining the brands strength and it 

refers to the intangible perceptions, judgements, thoughts and also to beliefs about the 

quality of the product. (Ramaseshan & Tsao 2007) 

 

Perceived quality of strong brands is adding value to the customers purchasing 

evaluations (Low & Lamb 2000). Customer satisfaction is an important factor when 

analyzing how consumer is perceiving quality (Dabholkar 1995) and it can actually act 

as key influencing factor when determining consumers choices (Zeithaml 1998). 

Perceived quality can provide value for the customers by differentiating the brand from 

the competing brands. (Pappu et al. 2005) Research by Fatima, Jahanzeb and Mohsin 

(2013) reveals that perceived quality is the driver for positive attitudes towards the 

brand. If the brand has a high perceived quality, the brand is receiving more 

opportunities to the positive associations (Foroudi et al. 2018) Chang & Chen (2014) 

states that companies should deliver messages that are helping them to improve 

consumer perceptions of the quality when wanting to reduce consumer perceived risk. 

Aaker (1991, 272) claims that the key to obtain a high perceived quality is to 

communicate about the quality in credible manners and to understand the signals sent 

from the customers. 
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3.  SPORT SPONSORSHIP AS A TOOL FOR BRAND EQUITY 

 

This chapter is focusing on how sport sponsorship has been used as a tool for brand 

equity. Sport sponsoring has developed to be a strategic tool when companies want to 

achieve competitive advantage (Kleinaltenkamp, Ehret, Hunt, Arnett & Madhavaram 

2006) There is a clear sight among the sponosrs that the sponsorship is used for brand-

building purposes (Hartland, Skinner & Griffiths 2005).  

 

Companies are investing into sport sponsorship for different reasons, one being to 

increase the brand equity (Cornwell, Roy & Steinard 2001). Sport sponsorship is 

impacting to brand equity in relatively strong way (Henseler et al. 2011) Sponsorship 

can be done to increase brand awareness and either to establish, strengthen or 

change the brand image. Sponsorship is compared to traditional marketing, more 

effective to build brand equity by developing a brand through associations (Keller 

2003). Armstrong (1988) mentions that if the company has been sponsoring sports for 

a long time, it is more likely that the objective of the sponsorship has changed from 

building awareness to building image. Sport sponsorship offers the opportunity to 

reach new audiences and increase the brand awareness while building and enchaining 

the corporate brand image (Ferkins & Garland 2006). The study by Henseler et al. 

(2011) proves that managers are seeing the role of the sport sponsorship impacting 

the brand equity.  Besides this, sponsorship is used in corporations to seek revenues 

or improve consumer attitudes toward the brand. (Gwinner & Eaton 1999; Mazodier & 

Merunka 2011; Erikson & Kushner 1999) Tsordia et al. (2018) state that the ultimate 

goal of sport sponsorship is sales augmentation when sponsors are engaging in 

expensive sponsorship agreements. Grohs et al. (2004) states that the goals of the 

sponsorships have been moving towards to being more direct with consumer behavior.  

 

Typically, sponsorship involves three-way relationship that includes the sponsor, the 

sponsee and the consumer. In this relationship the sponseeis receiving the payment 

and the sponsor has the right to be associated with the sponsee and use this 

association in communicating with the targeted market. (Cornwell & Maiganan 1998) 

Sports in general are commercialized and the sponsorship is a growing form of the 

exchange between the sponsor and the entity where the sponsor is proving cash or 

some other compensation in exchange to gain access to the object’s commercial 
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potential (Farrely & Quester 2004). Farrelly and Quester (2004) mentions that there 

are different types of forms that sponsorship can be used, from naming of the stadium 

according to the brand, using athletes as influencers or making the brand as an official 

supplier of a the event.    

 

Previous research has focused on exploring the impact of the sponsorships on brand 

equity, and several studies have revealed that managers are perceiving sponsorships 

to have a positive impact on elements of brand equity (Cornwell et al. 2000; Henseler 

et al. 2011). Besides the proven effect to the brand equity, scholars are arguing that 

sport sponsorship could also create positive beliefs about the company’s capability to 

succeed in the market, such as financial stability, market leadership and national 

reputation (McDonald 1991).  Companies are not only engaging to sponsorship to build 

equity like previously mentioned, but also to satisfy number of objects, such as 

relationship building, general entertainment for stakeholders but also to develop new 

business opportunities (Pope & Turco 2001). Sponsorship has also faced some 

criticism stating that it is a wasting the budget from the company’s core business, and 

that sponsorship is driven by fond corporate culture or that it is affected by personal 

interests of the managers (Andrews 2012). 

 

But since it is proven that that sport sponsorship is impacting the brand equity, or its 

dimensions in relatively strong way (Henseler et al. 2011; Cornwell et al. 2001; Donlan 

2014; Tsordia et al. 2018), this study is next going to focus on the factors that are 

impacting on the successful sponsorship.  

 

 

3.1 Advertising and communicating 

 

Sponsorship is not seen as much as a promotion, since it is not directly talking about 

the company or its products and sponsoring is generally attributed as a less 

commercial communication channel. (McDonald 1991; Olson 2008) 

 

Successful sponsorship requires more than just paying the sponsorship fee (Grohs et 

al. 2004). Cornwell et al. (2001) state that there is a growing argument that 

sponsorships must be supported by investing in advertising and promotion. The 
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sponsors that are investing to advertising during sponsorship event are more 

successful in building the link than those that aren’t, so sponsorships must be 

supported by investments in advertising and promotion. (Crimms & Horn 1999; 

Cornwell et al. 2001) Meaning that in order to create successful link between the 

sponsor and the cause, it should also be advertised. Brands can fail in the sponsorship 

if they are not fully commitment to communicating and putting resources to the link. 

(Crimms & Horn 1999) Sponsorship presence during a sport event is bringing more 

positive outcomes for a brand than just advertising. (Carrillat & d’Astous 2012) 

Audience is tending to react differently to sponsorship compared to advertising and 

since sponsorship is usually reaching people during their free time people are more 

receptive and able to interact with the sponsor compared to advertising campaign. 

(Sneath, Finney & Close 2005) Crimms & Horn (1999, 16) conclude the communicating 

about the sponsorship: “If brand cannot afford to spend to communicate about the 

sponsorship, then the brand cannot afford sponsorship at all”.  

 

Using advertising to activate the sponsorship is important, so the sponsorship is 

successful when influencing to the customers attitudes to the sponsorship success at 

influencing consumer attitudes (Mason 2005) and when building brand equity (Tripod 

& Hirons 2009). Yoo et al. (2000) state that advertising is successful when generating 

brand equity. Aaker and Jacobson (1994) found a positive relationship between 

advertising and perceived quality, which means that it is affecting also to the brand 

equity. Brand advertising is usually seen driven by profit, but Carrillat and d’Astous 

(2009) found out that when the brands are engaging to sponsorship activities they are 

perceived as seeking the interest for the sponsored entity.  

 

Crimms and Horn (1999) mentions that the strength of the link between the brand and 

the sponsored organization is not captured only by the awareness of the link. They 

highlight that the bigger proportion of the target group that is recognizing that the brand 

is a sponsor and the competitor of the brand is not, the stronger the link. The link should 

be forged by communicating about the sponsorship (Grohs et al. 2004). There are 

different ways to be present in the sponsorship, providing financial or in-kind 

assistance to a sponsorship event. (Carrillat & d’Astous 2009) The research by Carrillat 

and d’Astous (2009) show that when brand advertising is used in a sport event, it is 

more beneficial to be either the official sponsor or the official provider of the products 
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in the event. If these two strategies are integrated during the same time, it is not as 

beneficial as choosing only one of the strategies.  

 

It has become a challenge to plan and communicate sponsorships in way that the 

consumers are recognizing the official sponsors and the non-sponsor (Grohs et al. 

2004), but Cornwell et al. (2006) shows that even small adjustments to the sponsorship 

communications can result for improving the memory for the sponsor-event 

relationship. Managers need to think that communications and the promotions around 

the sponsorship are creating also positive attitudes towards the object (Olson 2008). 

Dudzik and Gröppel-Klein (2005) stated that when sponsoring brand used reference 

to sport sponsorship activity than when it contained a link to sport. Social media is a 

great tool for brand to improve its image through sport sponsorship. The activities in 

social media can increase the integrity between consumer and the sponsor (Do, Ko & 

Woodside 2015). Leveraging the sponsorship should be done before and after a 

possible event (Grohs et al. 2004). That’s why it is important for sponsors to create an 

effective plan to advertise the sponsorship.  

 

The transfer of image values from the objects brand to the sponsors brand is a critical 

step during the sponsorship process. Companies are not aiming to maximize their 

visibility, but they are looking for ways to be shown as a partner that shares common 

values. (Renard & Sitz 2011) The aim of image transfer is to awaken positive feelings 

and attitudes towards the sponsor by linking the sponsor to some object that the 

consumer is valuing (Grohs et al. 2004). The sponsors brand can benefit from the 

association through the image transfer and both the object and the sponsor are 

positively enhanced throughout the sponsorship duration (Henseler et al. 2011). 

Gwinner and Eaton (1999) mentions’ that before entering into a sponsorship, the 

sponsors should measure the image perceptions in order to confirm that the firms 

positioning goal and the event image are consistent. 
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3.2 The fit of the sponsorship 

 

Since there are many different organizations that companies can sponsor, it is 

important to pay attention to the selection of the object and also the fit between the 

sponsor and the object. In order to gain positive affect to the brand equity, it is important 

to make careful selection and to consider the fit of the sponsorship. The focus on 

manager’s perception of the sponsorship selection is analyzed later in the research.  

 

The perceived fit is the degree of similarity or compatibility that consumers are 

perceiving between the recipient and the brand. (Zhu, Li & Liao 2018) In order that the 

sponsoring can have positive impact to brand equity it is important to consider the fit 

between the sponsor and the object. This has an impact to increase the brand equity. 

(Henseler, Wilson, Göts & Hautvast 2007; Simmons & Becker-Olsen 2006) The fit of 

the sponsor can be seen as a source of information, when consumers are inferring the 

identity of event sponsor. (Grohs et al. 2004) The higher fit between the sponsor and 

the object is leading to higher effects, which is leading to less questioning of the 

sponsors motives (Olson 2008). The perceived fit also has influence on the 

effectiveness of the sponsorship, and the relationship is stronger for the consumers 

that are perceiving the association as congruent (Quester, Plewa, Palmer & Mazodier 

2013). 

 

Tsordia et al. (2018) state that companies should be examining carefully how fans are 

seeing the fit of the sponsorship. If they see the sponsorship fit good, the sponsorship 

can lead to better brand awareness, engagement and perceived quality. If the sponsor 

and the object have a poor fit, the objects reputation might be damaged. (Olson 2008) 

Also if the sponsorship has the high-fit, it is generally better liked among the consumers 

than sponsorships that have low-fit (Simmons & Becker-Olsen 2006). The consumers 

can also perform a greater liking of the sponsor if the sponsorship object is fitting the 

social idea (Mazodier & Merunka 2011). Study by Speed and Thompson (2000) claims 

that when sponsoring events, also the personal liking pays a role. They found out that 

consumers that have strong personal liking for the event will respond to the 

sponsorship more positively even if there is not fit. When the sponsorship has a high 

fit, it will lead to more favorable attitudes (Simmons & Becker-Olsen 2006). But if the 

sponsorship has potential to raise any suspicion about the fit, the sponsorship should 
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have detailed examination of the fit similarity between the sponsor and the object. 

(Pappu & Cornwell 2014) The attitude that consumers have about the sponsorship 

might have influence on brand loyalty (Mazodier & Merunka 2011). Deitz, Myers and 

Stafford (2012) claims that if the sponsorship has a strong perceived fit, it leads to 

more favorable responses.  

 

Grohs et al. (2004) consumers might be also using the sponsorship fit when searching 

information about the sponsors and trying to understand the identity. This happens 

especially after if the sponsors are remembered after the sponsorship event. How the 

consumer is reacting to the sponsorship is affected by the attitudes the consumer has 

for the sponsor and how they feel the sponsored event fit with the sponsor. If the 

consumer sees the fit and believes it is sincere, it can lead to gain more benefits from 

the sponsorship. (Speed & Thompson 2000) 

 

 

3.3 Targeting of the sponsorship 

 

When planning the sponsorship, the sponsor should be targeting the audiences and 

segments that the sponsor sees as an important stakeholder for the sponsorship. The 

audiences can be the consumers and other stakeholders like partners, managers or 

employees.  (Renard & Sitz 2011) 

 

In sponsorship, one message doesn’t fit all. (Green 2003) Building awareness and 

recognition of the brand among its current customers and prospects, can be mentioned 

to be one of the main objectives of sponsoring. (Apostlopulou & Papadimitriou 2004) 

The perceived brand image of the sponsoring firm is influencing significantly to the 

existing customers and non-customers. The brand image is however significantly 

higher for existing customers than non-customers. (Zauner, Koller & Fink 2012) 

 

Consumers are more deeply committed to the sport organization, which means that 

when communication is linked to sponsoring, it might be more acceptable compared 

to normal corporate communication (Mullin, Hardy & Sutton 2014). Companies should 

actually sponsor organizations and events that the company’s target audience would 

appreciate and what they could identify themselves with (Woodside & Summers 2012) 
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The reaction to the sponsorship is affected by the link and the connection of the 

partners (Woodside & Summers 2012) and what kind of brand is it about (Carlson, 

Cumiskey & Donovan 2009).  

 

Grohs et al. (2004) are suggesting that sponsoring firms should select sports where is 

high fan involvement and commitment activity. For example, sport organizations have 

a strong “home environment” identity, which offers a strong link to the organization 

(Smith 2005). Consumers are somewhat forced to support the sponsor if the 

sponsorship is important for the team and for the event and the fans are grateful for 

the sponsorship (Madrigal 2001; Grimms & Horn 1999) Dreisbach, Woisetschläger, 

Backhaus & Cornwell (2018) study presents that sponsorships are successful if the 

recognizable fan-benefits are part of the activation strategy. If fans can recognize 

financial, symbolic or social benefits in the sponsorship activation campaigns, their 

attitude towards the sponsor is positively affected. (Dreisbach et al. 2018) And also if 

the fans are involved in the sponsorship activity, it is evoking a positive emotional 

orientation towards the sponsor. (Grohs et al. 2004) Although, Tsordia et al. (2018) 

claim in their study that even if the fans are aware of the sponsorship, it does not 

necessarily make them to engage with the brand. This is supported by Biscaia, Correia, 

Rosado, Ross & Maroco (2013) whose study states that even that the sponsorship 

awareness is influencing significantly to consumer’s attitude towards the sponsor, it 

does not have direct effect to purchase intentions.  Sung & Lee (2016) show in their 

study that sponsoring a well targeted event might have a positive impact to the 

purchase intention and also to the corporate image. 

 

 

3.4 The length of the sponsorship 

 

In the sponsorships the length is important in order to have successful sponsorship. 

(Henseler et al. 2011; Crimms & Horn 1999; Cornwell et al. 2001) In order to get the 

optimal benefits to be realized, the long-term productive partnership is essential 

(Armstrong 1988). Cornwell et al. (2001) mentions that the duration is important in 

order for the consumer to register the repeated sponsorship link. The long sponsorship 
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duration is also needed to build brand equity, since brand equity is not built quickly. 

(Anatachart 2005; Donlan 2014)  

 

Sponsorship contract should be done by planning it with a long-term perspective 

because the brand awareness and the image building doesn’t come visible if the 

sponsorship is too short. (de Pelsmacker, Geuens & Van den Bergh 2007) Nickell, 

Cornwell and Johnston (2011) state that the long sponsorship relationship is affecting 

to strong consumer affect towards the sponsoring brand. Crimm and Horn (1996) claim 

that successful sponsorship means that it should be started early, before the event 

begins if sponsor wants to fully mine the value of the sponsorship. The study by Grohs 

et al. (2004) state that the when analyzing the most influential predictor what is the 

post-event image is the pre-event sponsor image. Being aware of the sponsor has a 

significant positive impact, and this should be started early.  

 

Cornwell et al. (2001) claims that sponsorship is most valuable at the early stages 

when developing the awareness. Urriologoitia and Planellas (2007) also state that in 

the beginning of the sponsorship relationship the objective is mainly to create 

awareness and familiarity with the brand, and meanwhile leverage the key 

associations.  

 

In the sponsorship the commitment and trust are important factors to define the 

sponsorship. The commitment in the sponsorship is seen to signal that the sponsorship 

is long-term strategic move. If this sponsorship is wanted to be memoriazed by the 

stakeholders, the association between the sponsor and sponsee needs to be there for 

years in order it to be recognized.  (Farrelly & Quester 2005) When the aim is to 

increase brand loyalty by sponsorship, the most efficient way is to sponsor sport event 

that happens regularly, compared to event that for example occurs every four years, 

like Olympics (Mazodier & Merunka 2011).  

 

Urriolagoitia and Planellas (2007) state that the strategic alliances, like sponsorships 

are developing over time. They developed a sponsorship relationship life cycle 

framework, which includes three different stages that almost all sponsorship 

relationships go through. The first stage is the formation stage which includes the 

negotiations of the terms of the agreement that will be covering the sponsorship. The 
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agreement will be implemented and after that established in the alliance. The 

agreements usually include high level of investments, but even when the investments 

are high the exchange of knowledge between the parties is incipient. Urriolagoitia and 

Planellas (2007) continue that the greater benefits will be obtained in the long-term. 

So, in the formation stage the partners are communicating formally and they are relying 

on the formal agreements to define the relationship. When continuing to the next stage, 

which is operation stage, the parties are more familiar with each other’s and this is 

generating interpersonal trust. In the outcome stage the investments are still high, but 

the quality of the relationship can reform, terminate or gradually deteriorate. Also, since 

the work has continued number of years, the knowledge exchange routines have been 

developed. 
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4 MANAGING SPORT SPONSORSHIP 

 

In this chapter the study is going to analyze the sport sponsorship in manager’s 

perspective. The chapter is going to focus on the sponsorship selection process and 

the on the partnership. Burton, Quester and Farrelly (1998) noted that there is a failure 

of managers to understand the management issues and Cornwell and Maignan (1998) 

state that there are misunderstandings of how the sponsorships should be managed. 

Managing the sponsorship relationship effectively is contributing to the value for both 

parties (Stavros, Westberg & Wilson 2010). Inside the companies, it is important that 

the sponsorship activities are not involving too much human resources (Olkkonen & 

Tuominen 2008).  Next the study is going through literature around sponsorship 

selection, partnership and measurement.  

 

 

4.1 Sponsorship selection 

 

As mentioned earlier, the fit of the sponsorship is important in order to gain full benefits 

to brand equity. Therefore, it is important that managers of the companies are paying 

attention to the sponsorship selection. There are a lot of different selection criteria’s for 

screening the sponsorship opportunities (Greenhalg & Greenwell 2013) and sponsors 

are not using the same guidelines to evaluate the sponsorship opportunities (Lough & 

Irwin 2001). Aguilar-Manjarrez, Thwaites and Maule (1997) state that the selection 

criteria is growing importance and when the managers are understanding the key 

factors that have influence in the decision making process, the probability of a 

successful sponsorship will increase. 

 

If the aim of the sponsorship is to promote or enhance the corporate image, the 

selection of the sponsorship should be in the same line with the corporate culture in 

order to ensure the credibility. Corporate culture is an important factor when 

considering the sponsorship selection (Vance et al. 2016), but there is not always 

logical connection between the policies and companies actual sponsorship selection 

(Cunningham, Cornwell & Coote 2009). To ensure credibility of the sponsorship when 

the sponsorship selection is trying to enhance the corporate image of the company, 

the selection should be in line with the corporate culture of the company.(Cunningham 
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et al. 2009; Close & Lacey 2013). Five most important selection criteria for 

sponsorships are the cost effectiveness, company image fit with the target market, 

flexibility of sports property, spectator demographics and the company’s 

product/service image fit with the sports image. The fit should be the key consideration 

in sponsorship decisions. (Greenhalgh & Greenwell 2013; Simmons & Becker-Olsen 

2006).  

 

Cousens and Slack (1996) showed that the decisions about the sport sponsorship is 

influenced by the structure and corporate culture in the companies, and that the 

decision-making is in different levels in the company. Together with strategic priorities 

and corporate policy, the sponsorship selection made (Johnston & Paulsen 2014). 

Dallenbach, Thirkell and Zander (2013) state that the managers make the selections 

of the sponsorship based on their own judgements and belief about the value of the 

opportunity and how the sponsorship would fit to the company. The study by Vance et 

al. (2016) implicates that if the sponsorship selection is viewed to have a low risk the 

evaluation of the sponsorship opportunity is focusing on the company culture and how 

the manager is seeing and evaluating different sponsorship types. The sponsorship 

selection and evaluation criteria are used to affirm the decisions rather than anticipate.  

As mentioned earlier and followed by the next chapter, sponsorship is seen as a B2B-

partnership. A strategic fit between the B2B partners can increase the possibility of 

success (Koza & Lewin 2000).  

 

 

4.2 Partnership 

 

Sport sponsorship can be seen as a strategic business-to-business relationship, where 

sponsor and a sport entity or athlete have mutual benefit and both parties invest time 

and efforts to achieve the predetermined and mutual goal. (Farrely and Quaster 2005; 

Farrely & Quester 2004) Business-to-business partnerships are defined by Gummeson 

(2002) that in B2B partnerships, organizations are sharing their resources to create 

strategic partnerships, when aiming to expand their business environment. Sport 

sponsorship is even seen as a foundation of a dynamic B2B relationship, where the 

premise is that the brand of the sponsor and the sport sponsored is associated in such 

way that both can successfully and synergistically enhance it over time (Stipp & 
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Schiacone 1996) Research is supporting the statement that the relationship is 

fundamentally a business to business one (Farrelly & Quester 2004).  

 

Sponsorships are B2B- exchange, but they are also relationship-based 

(Athanassoupolu & Sarli 2013). Because of the complicity and the increasing 

importance of a sponsorship as a strategy, the sponsorship business-to-business 

relationship is considered as a partnership (Urriolagoitia & Planellas 2007) and it is 

considered as a strategic vehicle for the partnership (Cliffe & Motion 2005). The aim of 

creating and developing these strategic partnerships is for the both partners to gain 

added value in their business (Håkansson & Snehotan 1989) and Farrelly, Quester & 

Greyser (2005) state there is evidence of great success.  

 

The longer the relationship with sponsor and sponsee is enduring, the greater impact 

is achieved (Chadwick & Thwaites 2005) and also it needs to be noted that the cost of 

switching sponsee can be considerable for the both parties (Toscani & Prendergast 

2018). Farrelly and Quester (2004) state that the commitment in the sponsorship 

relationship is actually a key antecedent of the economic satisfaction for the 

sponsorship and trust between the partners is a prior for the economic and 

noneconomic satisfaction. Partnerships can be short-term and have limited 

coordination or long-term partnerships and include activities done together (Hooley, 

Piercy & Nicolulaud 2008).  Literature states that the communication has been 

identified as a critical element for successful relationships. This was supported by the 

study of Stavaros et al. (2010) and they found out that sponsors are expecting open 

communication and transparency from their partner in sponsorships. Stavaros et al. 

(2010) are highlighting that the sponsees should actively contribute to the relationship. 

 

Olkkonen and Tuominen (2008) studied the relationship fading in sponsorships, and 

found out that to avoid fading it is important that the operational procedures and 

routines in the sponsorship are linked to the basic forms of exchange and are carefully 

developed, even so it can take time for the sponsor and sponsee to find balanced way. 

But as mentioned, the longer-term relationship can lead to greater impact (Chadwick 

& Thwaites 2005) and this can be seen as an explanation for why the sponsorships 

should be long. It is important to note that when moving to the new approach, what 
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develops recognition is also the importance of the sponsees organization (Ryan & 

Fahy 2012).  

 

 

4.3 Measurement 

 

The measuring of the sponsorship effectiveness has been seen as a challenging 

aspect in the sponsorship literature which has been highlighted by different authors 

(Hoek 1999; Chadwick & Thwaites 2004; Stotlar 2004). Meenaghan and Sullivan 

(2013) studied two sponsorship metrics, “media exposure” and “sponsorship 

awareness”. Their study raised a question about the current sponsorship 

measurements credibility and effectiveness, and they highlight the need for the 

sponsorships to establish clear and credible effectiveness metrics. O’Reilly, Lyberger, 

Mccarthy, Seguin and Nadeau (2008) state in their research that the true impact of the 

sponsorship on sales, or in intent-to-purchase is difficult to evaluate and it is often 

questioned. Walliser (2005) mentions that the sponsorship evaluation is using 

measuring the awareness construction and only a very few are exploring the purchase 

intention. The study by Crompton (2004) is suggesting that the measurements that 

could be used to evaluate sponsorship could be sales, intent to purchase, media 

exposure and the awareness or recall studies which are common, but Crompton (2004) 

mentions that these have issues. Thus, sponsorship literature is stating the issues with 

for example measuring awareness of the sponsorship. Stavros, Westberg & Wilson 

(2010) found out that the sponsors believe that the impact of the sponsorship is difficult 

to measure, and the strategic measurement is most likely the return of investment.  
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5 CSR-IMAGE  

 

Corporate social responsibility (CSR) consists financial, social and environmental 

outcomes and has effects beyond the stakeholders (Benn & Bolton 2011, ix). CSR’s 

role can be seen as a guide for companies to do more moral, ethical and financial 

decisions (Walker & Kent 2009).  

 

The economical dimension of CSR means how firm is attempting to preempt issues 

that can occur when interacting with customers, suppliers and stakeholders in the 

marketplace, as customer satisfaction and product quality (European Commission 

2003). Torugsa, O’Donohue & Hecker (2013) state that the way company is operating 

in the market is an indicator of how the economic responsibility is integrated and 

concerned in its core business activities and decision-making process. This means 

that the company is choosing over the short-term wins, to end up with long-term 

economic performance and at the same time to pay part in contributing to the 

improvement of the public economy.  

 

Social dimension is the main factor when developing the relationships between the 

businesses and society. Being socially responsible means that the company can be 

held as an accountable for the direct and indirect effects the company has on people 

(Arsic, Stojanovic & Mihajlovic 2017). To address that the company is socially 

responsible, the company could use resources to involve taking endeavors that are 

benefitting the society (Sharma & Gupta 2003). Social CSR encourages companies to 

create social communication with the public to discuss social and ethical questions that 

help the consumers in their decision-making. This dialogue can lead to acceptable 

results for the company and its stakeholders. Bansal 2005) 

 

Lastly the environmental dimension of CSR is focusing on the innovation, eco-

efficiency, pollution prevention and to environmental leadership (Torugsa et al. 2013). 

Environmental activities can even trigger the innovation, reduce costs and save 

resources that make competitive advantage and gain more loyal consumers (Porter & 

van der Linde 1995). In environmental CSR there is an integration of environmental 

issues into the corporate strategy (Cavaco & Crifo 2014).  
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CSR can be referred as corporate engagement with society, that is allowing companies 

to express and develop their culture and social consciousness for the consumers and 

to the public (Rupp, Ganapathi, Aguilera & Williams 2006). Most of the definitions in 

CSR have a social and economic component, there is an element in the business or 

in organization that is aiming to benefit the community or the society (Scheinbaum, 

Lacey & Liang 2017).  

 

More and more companies are investing greater efforts to CSR initiatives, since CSR 

is growing interest (Hur, Kim & Woo 2014). Around the world, CSR is a crucially driving 

the business, economic, political, environmental and social policies (Ratten & Ratten 

2011) CSR can be seen as a great interest in academic and also in professional field 

since CSR is boosting customer-related benefits like satisfaction, repurchase 

intentions and the willingness to recommend the company (Perez & Rodriguez Del 

Bosque 2013). The whole concept of CSR has become increasingly significant in 

almost every industry (Jang & Kim 2015) and it has become a vital element in the 

company’s marketing mix (Sung & Lee 2015). Most benefit of CSR investments are 

achieved when the engagement is slow and consistent, and when the investment starts 

from the internal aspects in the firm (Tang, Hull & Rothenberg 2012). Social marketing, 

cause promotions, cause-related marketing and responsible business practices can 

be regarded as corporate social responsibility (Kim & Hyun 2011). CSR should be a 

key component in companies marketing, since it is responding to the consumer 

expectations, improving the corporate performance and reputation, and at the same 

time CSR is helping the worthy causes (Sen & Bhattacharya 2001). 

 

It is an important tool to influence consumers, since cause-related activities can result 

in positive customer attitudes towards the corporation (Pham & Johar 2001). CSR is 

embraced by companies to pursuit positive image in communities and to aim for 

competitive market position (Lichentenstein, Drumwright & Braig 2004). Study by 

Deloitte (2016) shows that millennials believe that business will gain success via long-

term sustainable actions, versus trying to pursuit profit maximization in the short-term 

and Maignan and Ferrell (2001) state that consumers are preferring socially 

responsible companies. Fombrun (2005) state that since CSR can increase corporate 

image, corporations are engaging in more CSR activities.  
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5.1 Brand image and CSR 

 

CSR activities can help companies when wanting to differentiate the products and 

services in todays competitive marketplace (Hsu 2012). CSR is not only promoting the 

brand, but it is increasing the brand awareness and bringing a humane character to 

the brands personality. (Ghosh, Ghosh & Das 2013) CSR can be more useful to create 

positive brand awareness compared to advertising (Berger, Cunningham, Peggy & 

Kozinets 1999). 

 

CSR has a proven and direct effect to the brand equity (Hur et al. 2014; Fatma, 

Rahman & Khan 2015). Fatma et al. (2015) claim that CSR activities also have a 

positive and direct effect to the brand equity but also to positive corporate reputation 

in the minds of targeted customers. Also, Torres et al. 2012 state that the CSR has a 

positive effect to global brand equity and they even suggest that CSR should be a 

primary component in brand equity enhancing strategy. CSR is enhancing the 

consumer perceptions of the company’s marketing performance like brand equity. But 

it needs to be noted global brands CSR practices can be perceived as self-interested 

which can reduce the effect to brand equity. If the company is socially responsible, the 

consumers can feel it to be more credible and perceive these companies more 

favorable in brand equity (Hur et al. 2014).  

 

Du et al. (2007) claim that if company does visible CSR it could lead to stronger brand 

identification, brand loyalty and to brand advocacy. If the CSR program is going to 

perform successfully, there is a positive relationship with CSR and brand awareness 

(Bankas 2010). The marketing can enhance also other brand metrics beside brand 

awareness, like brand image (Torres et al. 2012). 

 

Some CSR programs have proven that external stakeholder have low level of 

awareness (Bhattacharya, Sen & Korschun 2008).  CSR is providing support to 

different causes, but companies are not only practicing them to making a good action 

but also to communicate them (Luo & Bhattacharya 2006). This is why it is important 

to note that consumers can be suspicious about the company’s true motives about the 

CSR campaigns, and think that they are only done to improve image, which might lead 

to more negative image than before the campaign. The campaigns are most successful 
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when the suspicion is low. (Yoon, Gurhan-Canli & Schwarz 2006) If the company is 

perceived to be unethical, the CSR activities are not enhancing for example company’s 

reputation (Strahilevitz 2003). How companies communicate about their CSR activities 

is therefore important, that they should not raise any suspicion. One of the key 

challenges is how to minimize any skepticism that may rise for the CSR activities and 

how to convey the company’s intrinsic motives. Previous studies of communicating 

about CSR are recommending that the communication should be done communicated 

by third-party, since non-corporate sources are seen more broad-minded and reducing 

the consumer skepticism. (Skard & Thorbjornsen 2013; Du & Vieira 2012) Simmons 

and Becker-Olsen (2006) are also suggesting that the social initiatives should be 

communicated through third-party resources, like news editorials or CSR rankings.  

The source of the CSR message does have a moderating impact (Groza, 

Pronschinske & Walker 2011) and consumers that learn about the CSR through a 

neutral source, are evaluating the company more favorably than the ones who learned 

from the company itself (Yoon et al. 2006). If the company has a high reputation in the 

field of CSR it is more in harmony with an editorial source than advertising source, 

whereas if the company has a  ow reputation it will benefit more  of  advertising source 

to communicate CSR. When considering how to communicate about the activities, the 

key advantage of advertising is that the message is controlled compared to publicity. 

(Skard & Thorbjornsen 2013) Using channels that are controlled by company can have 

the negative side effects like customer skepticism (Obermiller, Spangenberg & 

MacLachlan 2005) and to avoid the negative effects, sponsors are encouraged to use 

external partners to pass information (Flöter et al. 2016).  

  

 

5.2 Sport sponsorship in CSR context 

 

Companies need to be concerned when they are deciding the choice of their CSR 

initiatives, because different types of CSR’s will trigger different perceptions of the 

company (Lii & Lee 2012). Leveraging sponsorship activities to CSR initiatives is used 

by brands (Uhrich et al. 2016) and if the sponsorship has a CSR-link it adds a social 

meaning to the sponsorship which leads to improve the brands evaluation (Uhrich et 

al. 2014).Sponsorship is holding a great potential when wanting to build CSR image. 

Sponsorship has a reputation to be a powerful mean to “publicizing and highlighting 
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transparent, consistent and socially responsible corporate image”. (Jahadi & Acikdilli 

2009, 111) Stavros et al. (2010) state that sponsorship is considered as a part of overall 

CSR. When sponsors are considering the sponsorship to have CSR image building as 

a goal linked to the sponsorship objectives, the active engagement in communities 

should be forming a part of the decision criteria (Plewa et al. 2016). Companies can’t 

just engage to any sponsorship, because consumers are concerned about the motives 

when engaging in sponsorships (Olson 2010).  

 

Sport sponsorship is providing a great context to demonstrate company’s CSR actors 

when connecting the consumers understanding of promotion with social dimension, 

that the company is trying to do good (Irwin, Lachowetz, Cornwell & Clark 2003) and 

CSR campaigns linked to sports can build a positive image (Sung & Lee 2015). Sports 

are providing a unique opportunity when wanting to achieve large audiences in local, 

national but also in global level (McKelvey & Grady 2008). Sports are also engaging 

the audiences and participant and provoking them emotional responses that are seen 

beneficial for the sponsors (Christensen 2006). Sports clubs are enjoying the benefits 

of being distributed in mass media, the power of communication, appealing for younger 

audeince, having the positive health impacts for individual, social interaction and 

sustainable awareness which is making them a unique context for CSR activities 

(Lacey & Kennett-Hensel 2010; Smith & Westerbeek 2007). The sports fans are 

moving through distinct stages of physiological connection (Beaton, Funk, Ridinger & 

Jordan 2011) which could have an impact to the fan’s perceptions of the company’s 

CSR initiatives (Nyadzayo, Leckie & McDonald 2016).  

 

If the sport sponsorship program has a meaningful cause, it will target the highly 

involved consumers and to enhance the CSR outcomes it is recommended that there 

is a strategic link between the CSR cause and the organization (Sung & Lee 2015). 

Consumers are valuing sincere sponsorship and CSR motivations (Skard & 

Thorbjornsen 2013). In sport sponsorships the environmental dimension of CSR has 

been gaining importance, because stakeholders are expecting the sponsors to fight 

against climate change and to lower the carbon footprint (McCullough 2015). Plewa 

and Quester (2011) mentions that if the sponsorship has an environmental link, it might 

be attractive strategy to sponsors to leverage their sponsorship. The environmental 

dimension in the sponsorship should be telling how the sponsor is caring about the 
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environment, not only about the sport. This would tell how the company is attributing 

to serve the public environment (Habitzereuter 2018). It can then increase 

legitimization, positive attitudes and acceptance. Sung and Lee (2015) also state that 

the sponsorship effort might bring better returns if the supported cause is something 

that the targeted audience of the sponsorship are interested or involved.  

 

The research by Quester et al. (2013) is claiming that if the company decides to 

sponsor professional sport organization, it is unlikely leading to improved CSR image 

for the sponsors, unless the sponsored sport organization is developing their own 

image as a caring and engaged corporate organizations. In other words, they are 

suggesting that also the sponsored sport organizations should also work for the 

sponsorship. Although sponsoring a national sports property is engaging to high 

visibility and name recognition and these properties can be coupled to improved CSR 

image (Plewa et al. 2015) 

 

Sponsorship can enhance the sponsor’s corporate image, but it does require effort, 

since it is not happening automatically (Javalgi, Traylor, Gross & Lampman 1994; 

Henseler et al. 2007). The earlier chapters mentioned that the sponsorship needs to 

be communicated. In order to gain the benefits wanted by CSR linked sport 

sponsorship, one example is that the sponsors should be communicate about the CSR 

actions if the sponsee is working with a local community. In sport sponsorship also the 

communication needs to be credible, because if it isn’t, it can have negative 

consequences for sponsors. (Rifon, Choi, Trimble & Li 2004) The most usual way to 

communicate about the sponsorship is company-controlled advertising, it can even 

raise suspicion if it is announced by editorial source. (Skard & Thorbjornsen 2013).  
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6 RESEARCH DESIGN & METHODS 

 

This chapter will present how the study is conducted and what are the methods used 

in the interviews. Chapter will also analyze the validity and reliability of the study, which 

is important to evaluate in order to gain trustworthiness for the study. 

 

 

6.1 Research method 

 

This research will be conducted as a qualitative research, which is used when 

examining complex phenomenon in the context of the real world to gain new 

information about the issue (Eriksson & Kovalainen 2008) and to develop an 

understanding about the studied phenomenon. Since sports sponsorships in CSR 

context can be seen as a phenomenon and therefore the qualitative research is seen 

suitable for this study.  

 

There are different methods to collect data for qualitative research and for this research 

the chosen method is semi-structured interview, where the questions are evolved 

around three themes that have also been discussed in the research: brand equity, 

sport sponsorship and CSR. Semi-structured interviews are allowing contextual 

flexibility in the interview, while still remaining the focus on the relevant themes 

(Farquhar 2012) because in semi-structured interviews some complementary or 

additional questions may rise (Saunders, Lewis & Thornhill 2016). The interviewee can 

answer to the questions more freely since the questions are rounded by themes 

(Eriksson & Kovalainen 2008). The aim of this research is to develop an understanding 

of how companies and managers are using sport sponsorship in order to build their 

CSR-image and therefore it is important to get the full understanding and logic behind 

each decision maker, which semi-structured interview allows.  

 

The interviews are the main source of data for this research. The interviews were 

conducted by Skype-meeting or as a recorded phone call in April-May 2020. As a total 

there were five interviews held with different decision makers from different companies. 

All the decisions makers interviewed were pre-checked that they are conducting to 

sports sponsorship in order to seem more socially responsible. Before starting the 
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interview, all the interviewees were informed about the themes and explained the aim 

of the study. The interview followed the core questions that were the same for 

everyone, but in order to get the full understanding, some additional questions were 

presented, and the structure was changed. Since all the participants in the interviews 

were Finnish, the language used in the research was Finnish. This also helped to 

prevent any misunderstandings and gave the opportunity for the interviewees to 

explain their thoughts. The information about the interviewees is presented in the Table 

1, but to protect the privacy, none of the interviewees personal information that could 

lead to identifying the interviewee is not disclosed. 

 

 

Interviewee Industry Length of the interview 

A Energy industry 52 min 

B Energy industry 38 min 

C Healthcare industry 45 min 

D ICT - industry 48 min 

E Insurance industry 40 min 

Table 1. The interviewees 

 

 

6.2 Reliability and validity 

 

Reliability and validity are meters to measure the quality of the research. Reliability of 

the study is concerning the question if the results of the study are repeatable (Bryman 

2012, 47). This means that if this study would be conducted again in the future as it is, 

would the same findings and results be achieved. Reliability is not directly applicable 

in qualitive researches like this, since the research is not typically meant to be repeated 

(Saunders et al. 2016). LeCompte and Goetz (1982) state that external reliability could 

be measured by replicating the ethnographic of the previous research.  

 

Validity of the study is measuring the ability of the research to measure what it is 

intended (Saunders et al. 2016). The validity of the data is depending of the purpose 

of the study (Stenbacka 2001). The validity can be divided in two, to internal and 



 41 

external validity. Internal validity is meaning if there is a match between the 

observations of the researchers and the ideas they are developing. External validity is 

referring to the degree which the findings can be generalized in social settings. 

(LeCompte & Goetz 1982) 

 

When analyzing the reliability and validity of this study, because of qualitative method’s 

nature, it is not likely that when repeated the study would end up with same findings 

Since the study is done anonymously the ethnographical information is not given, 

expect the language spoken. Therefore, the reliability is not high. This study does 

provide the questions and methods presented to the interviewees and the transparent 

and detailed description of the study is provided. The internal validity of the study is 

good, the results are analyzed in the next chapter and the theory is presented earlier. 

The discussion chapter is concluding the results and the theory around the 

phenomena. The external validity is not high, since the number of interviews is limited, 

and the management of the sponsorships is unique and affected by the manager.   
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7 RESULTS 

 

This chapter of the study is analyzing the interviews that were conducted. The aim of 

this chapter is to create empirical view of how companies are using sport sponsorship 

in their marketing linked to the CSR actions. The analysis of the interviews is structured 

by themes that were, sponsorship management, brand equity and CSR. 

 

When analyzing the results, the interviewees are referred as interviewee A, interviewee 

B, interviewee C, interviewee D and interviewee E. The quoting’s of the interviewees 

are presented quotation marks and the interviewee who is quoted is presented. Tables 

are presented to clarify the answers so the study would be easier to follow.  

 

 

7.1 Sponsorship management 

 

First the study is going to analyze the reasoning behind the managers decision-making 

related to the sport sponsorship.  

 

 

7.1.1 Sponsorship selection 

 

The management of the sponsorship is including the selection process and also how 

the work is divided between the sponsoring company, sponsee and in some situations 

between the external partners, like an agency.  

 

In the interviews, two types of sponsorships were identified, local and national 

sponsorships. National sponsorships were targeted to attract larger audiences, and 

these sponsored associations were present in the national media. The local 

sponsorships were targeted to interact with local people in the areas that the sponsor 

is operating.  

 

The result show that usually, the proposal for the sponsorship comes from the 

sponsee, especially if the sponsorship is in local level. As a selection criterion for the 

sponsorship, the managers mentioned that the main criteria for national sponsorships 
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is the image fit and also the reach of a large audience. In local sponsorships the 

selection criteria are more based on the demographical area.  

 

“The further the association is located of us, the more likely we won’t do any co-

operation with them” – Interviewee B 

 

When selecting the sponsorship, all the interviewees highlighted that the selection is 

also done based by the company goals and how well the sponsorship would match to 

the company strategic. This was emphasized especially in the national sponsorships. 

 

“Before we decided to start doing sponsorships, we had decided to build our brand 

and raise awareness” – Interviewee A 

 

“All of our sponsorships are chosen in such way that they match to our brand goals” 

– Interviewee C 

 

“All sponsorships must meet our business goals” – Interviewee E 

 

Despite the targeting of the sponsorships for local or national audience, the basics 

were the same for all the sponsorships, there was a sponsorship agreement made. 

For all the sponsorships, the main decision maker is the marketing/communication 

department, that check the match, decide whom to sponsor and set up the goals. The 

sponsorship usually requires a permission and acceptance from the CEO of the 

company and the interviewee D and E stated that the sponsorship contracts go through 

the board of the company. The reason for this high hierarchy is mainly because the 

sponsorships includes a lot of financial resources, but they can also lead to wider 

publicity for the company if the sponsorship goes viral. All the interviewees saw the 

sponsorship as a co-operative partnership with the sponsee, excluding interviewee D 

who stated that for their company the sponsorship is seen as a charity. 

 

“I see sponsoring more as an activity to give money away, so we speak more about 

marketing co-operations when doing this sort of sponsorship with sport 

organizations” – Interviewee E 
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Interviewee E added that they do have sponsorships that are seen more as a charity, 

but when selecting this sort of sponsorship, the chosen organization needs to support 

strongly their business and target the wanted customer profiles.  

 

 

7.1.2 Length of the sponsorship  

 

Despite the sponsorship was seen differently, all interviewees did make a sponsorship 

contract where the sponsorship fee was decided and the sponsee was expected to 

give returns for the payment according to the contract. In the contract also the length 

of the sponsorship was defined. Interviewee C and E stated that they did the 

sponsoring contract lengths for longer period. The table 2 presents the length of the 

sponsorships and the level of the sponsoring.  

 

Interviewee Length of the sponsorship 

contracts 

The level of sponsorship 

A Two years National 

B Year to three years Local 

C Three or four years National, local 

D Year Local 

E Three, including option for other 

three years 

National, local 

Table 2. The length of the sponsorship 

 

From the table 2, it is notable that C and E did longer contracts, and they were 

companies associating in national and local levels of sponsorship. Interviewee C 

mentioned that there are a lot of benefits for making a long-term sponsorship, 

especially when targeting to the national audience. For them the national sponsorships 

can be seen as a strategic move to for example exclude competitors from being 

present in the same events. Compared to other interviewees it needs to be noted that 

market where interviewee C operates is very different compared to the others. 

Therefore, the sponsorship can lead to large competitive advantage compared to the 

competitors. This is why the longer sponsorship agreements are important, but also 
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the interviewee C and E are mentioning that the long sponsorship contracts help them 

to associate among the fans of the sports. With long sponsorship contracts the 

cooperation with the organization was more established compared to the sponsorships 

that were renewed more often. Interviewee E stated that they have long contracts, 

since they are aiming for a marketing co-operation as mentioned earlier. 

 

“For us the marketing co-operation (sponsorship) must be long-term, so it can result 

positively. I don’t believe sponsoring in just one event; I don’t think that will benefit 

anyone or one will remember that” – Interviewee E 

 

Interviewee D did mention that their industry is changing fast, and therefore they don’t 

want to commit to a longer sponsorship agreement. Interviewee D did not see any 

benefit for having a longer sponsorship contract and highlighted that the sports they 

are sponsoring are lasting for one season, so the contracts are renewed yearly based 

on the season.   

 

 

7.1.3 Communication with sponsee 

 

Literature highlights the open communications with the partners. In this study the 

interviewees did not have organized or well ahead planned meetings with the 

sponsees. expect for interviewee E, but all the interviewees practiced follow-up related 

to the sponsoring. Mainly the focus of the follow-up is related to the sponsorship 

agreement internally inside the company, to see that the agreement conditions are 

fulfilled. This is done in all cases by only one person. Interviewee C mentioned that the 

contract follow-up is done by a person that is not working in the marketing department, 

but the other interviewees mentioned it to be on the marketing/communication 

departments responsibility.  

 

Interviews showed that there are some communications around the sponsorships 

between the organizations, which are mainly based on the upcoming events. Also, it 

was brought out that when the sponsee is already familiar for the company from other 

sponsorships, it is easier to plan activities together but mainly the focus is only in the 

planning of events.  
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“Mainly our communication was focusing on doing our marketing communications 

and we discussed what we have planned and if it is ok for them (for the sponsee)” – 

Interviewee A 

 

Interviewee A had also advertising agency to help with the planning and managing the 

sponsorship, which can have affect to how well the whole sponsorship was planned 

and executed. Compared to other cases, the interviewees did not have help from the 

media agency with the sponsorship planning and executing, and they were mainly 

done inhouse.  

 

All the managers expect for interviewee E stated that there is a lack in the 

communication and planning of the sponsorship. Even when the sponsorship was 

stated to be seen as a partnership, the interviews does not show any typical elements 

of the partnership co-operation that have been presented in the literature.  Mainly the 

management of the sponsorship included maximum few persons of the team, so it 

didn’t engage a lot of resources from the team. For the interviewee E the whole 

communication process was different compared to the other interviewees. The 

interviewee E did have actively meetings around the year, always a follow-up after the 

event together with the sponsee of what kind of results were achieved and how the 

sponsorship could be developed even further. Interviewee E highlights that also the 

sponsee needs to be proactive and the communication must be open actively.  

 

 

7.1.4 Sponsorship metrics 

 

As mentioned, the literature highlights that there is an issue with sponsorship 

measurement. For interviewee A and C national sponsorships are measured by 

tracking the media exposure, which means how many euros the company would have 

needed to pay in order to have their logo present in different media channels. For the 

media exposure, measurement is done by external partner. This media exposure 

measurement is only done for the national sponsorships. The reason for this is that the 

interviewers taught that since the sponsorship is more commercial compared to local 

sponsorships, it should have measurements. Besides the media exposure, 
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interviewees A and C, mentioned brand tracking as a measurement method. 

Interviewee C stated that the brand tracking is done monthly, but from the brand 

tracking it impossible to note which the impacts from the sponsorships are. Interviewee 

B highlighted that they do measure their reputation yearly among the locals, but from 

that it is difficult to see what the result of the sponsoring is. Interviewee D did not do 

any tracking for the sponsorship, which can be explained that they do see the 

sponsorship as a charity. For the interviewee E the measurements were not set 

straightly to the sponsorships, but the measurements were set on their business goals 

in company level. Interviewee E followed the metrics in the website, how much traffic 

the event leaded to the website, how much sells the sponsorship brought and how 

many leads were tracked.   

 

Interviewee A was the only one who had done tracking for the specific sponsorship 

campaign. The tracking was outsourced to external partner. It was done by asking the 

fans of the sport how well they remember that the company was sponsoring the event 

that the company was present. 

 

All interviewees did track other marketing campaigns, so it is notable that even tough 

sponsorship is recognized as a marketing tool, it is not always treated as a tool. Since 

in the interviews it was shown that only sponsorships that are national are followed by 

metrics and the more local sponsorships do not have any metrics that are followed. 

Although all sponsorships were said to be partnerships, so it can be argued why the 

local sponsorships are not treated the same way as national sponsorships. The 

expectations for the marketing goals for local and perhaps smaller sponsorships are 

not as high as national sponsorships.  

 

None of the interviewees did have any metrics together with the sponsee, and all the 

possible metrics were internal and related to their own goals.  Only interviewee E 

mentioned that they did share their metrics and the follow up with the sponsee. It can 

be argued if this is because the sponsee relationship is handled very differently 

compared to the other interviewees, and trust is built between the sponsor and the 

sponsee which leads to open communications.    
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7.2 Sponsorships brand equity goals 

 

As the literature showed, there are different factors that are affecting to the brand 

equity. Table 3 presents each brand equity goal that the sponsorship is aiming to reach 

and the level of the sponsorship, if it is targeted to reach national audience or more 

local audience.  

 

Interviewee Brand equity goal The level of 

sponsorship 

A Brand awareness National 

B Brand awareness, brand loyalty Local 

C Brand awareness, brand loyalty National, local 

D Brand awareness (unconscious) Local 

E Brand awareness National, local  

Table 3. Brand equity goal 

 

Mainly the goal of the sport sponsorship is to gain brand awareness, which was a brand 

equity goal for all. Besides these goals, all interviewees brought out the goals related 

to the brand awareness, as wanting to be seen as a “good neighborhood” or “caring 

about a cause”. These goals were not fully conscious, but the interviewees showed 

that the creating brand associations are also seen as something companies want to 

achieve during sport sponsorship. Expect for the interviewee D, all of the interviewees 

did have brand equity goal related to their sponsorship. Interviewee D did not have any 

specified goals related to the sponsorship, but as mentioned they did see the 

sponsorship as a charity. 

 

“We don’t have any brand related goals, like raising the brand awareness but we 

have noted that our stakeholders have been noting our sponsorships. But of course, 

we aim to raise awareness of our brand, but we don’t emphasize it in our marketing 

actions.” – Interviewee D 

 

For the interviewee D the brand awareness was not an actual goal in the sponsorship, 

but rather than good thing to achieve during the sponsorship. What is notable that all 
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of the interviewees that saw the sport sponsorship as a partnership did have brand 

equity related goals compared to interviewee D. As table 3 presents, for the 

sponsorship the aim is mainly to gain brand awareness. Since the national 

sponsorships are targeted to a larger audience the brand loyalty is not the goal that is 

prioritized.  

 

“Sponsoring is one way to get to the company’s overall goals related to brand, like to 

raise brand awareness and perceived quality…. But I believe that sponsoring on its 

own is affecting to brand loyalty and to brand awareness” – Interviewee C 

 

As mentioned earlier, interviewees found it difficult to measure the effects of the 

sponsorship and how it affects to the brand equity, but interviewees do have brand 

equity related goals to their sponsorships.  

 

Even though only interviewee A was the only one who had practiced the brand related 

goals with specified sponsorship, interviewees B and C did believe that the 

sponsorship had helped them to gain brand awareness and brand loyalty. The 

difficulties that occurred were related to the metrics and it was said to be hard to 

measure if the brand equity goal was actually achieved.  

 

The results from the interviewee A’s tracking showed that the brand awareness was 

larger among the fans of the sports, even after just one year of the sport sponsorship. 

The result was not significantly huge, but it supports the fact that sport sponsoring is 

helping to raise brand awareness. Interviewee C believes that the national sport 

sponsorship is affecting to the brand awareness since they have done it for a long time 

and with a large visibility, which would lead that the fans among the sports do recognize 

their logo. Even tough interviewee D stated that they did not have any brand equity 

related goals to sponsorship, they still have heard from their stakeholders that the 

sponsorship has been visible.  

 

Besides the brand equity goals, the sport sponsorship is also done for gaining goodwill 

among the sport fans and the locals. Especially in the local sport sponsorships, since 

it doesn’t have that much pressure on the brand equity goals, the aim is to do goodwill 

and that the brand would be seen as a responsible actor by supporting smaller teams. 
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These kinds of actions are related to the brand associations, so it needs to be 

highlighted that sponsorship could have also brand equity goals that are not 

recognized by the managers.  

 

 

7.2.1 Sponsorship activities 

 

Interviewees A, B and C state that the financial resources putted to the sponsorships 

are large compared to the marketing budget, whereas interviewee D stated that there 

is a lot of financial resources directed, but the amount is not large compared to the 

other marketing activities. Having a logo present in the events and in the sport gears, 

articles with the sponsee, and sharing the articles in company’s own channels were 

seen as activities around the sport sponsorship. All interviewees agreed that the 

amount of financial resources is large and for example national sponsorships can be 

very expensive, so the financial resources are focused on the sponsorship fees, which 

can lead that there is not enough money to spend on the communications and to the 

activities.  

 

The marketing activities that need effort from the companies is mainly creating content, 

sharing the content, and also planning the sponsorship. Interviewee A was the only 

one who had used advertising agency with the sponsorship planning and execution. 

The sport sponsorship campaign included paid advertisement, large events and also 

active communication and content creation around the sponsorship. Activities were 

mainly focused before and during the event, if the athlete succeeded, the company 

would congratulate them in their own channels.   

 

Interviewee C stated that they use advertising agency to help with creation of the ads 

related to the sponsorships, but not in the planning and execution. Interviewee A’s type 

of sport sponsorship was very different compared to the other interviews, and it was 

the only one who was using advertising agency as a partner and to use paid 

advertisement. All the interviewees admit that even though they put a lot of financial 

resources to the sponsorship fees, there could be improvement in the activities. The 

reason for this was not only the lack of financial resources but also the lack of 

workforce. 
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“There should be one person in my team who is only doing the communications 

related to the sponsorship, but we don’t have resources for this. Now the 

communications are doing this with left hand.” – Interviewee C 

 

These activities are seen as an important part of the marketing communications, but 

the activities are not utilized enough. Interviewees A, B, C and D also agreed that the 

sponsees could be more active with producing or sharing content in their own 

channels, but the sponsees usually did what was agreed in the contract. For the 

interviewee E the sport sponsorship is paying a role in the marketing activities, but 

there are a lot of activities that are more impactful than sponsorship, it does not have 

a massive part of the marketing budget. Besides the sport sponsorship contract fee, 

interviewee E stated that they reserve a lot of budget to the activities and 

communication around the sponsorship, whereas other interviewees state that most of 

the sponsorship budget goes straight to the contract.  

 

 

7.2.2 The fit between the brand and the sponsee 

 

Doing sport sponsorship was seen as a low-key approach among the targeted 

audience. Sport was seen as a healthy option that involves different backgrounds. The 

actual sport that was sponsored was not seen as that important compared to the 

reached audience. 

 

“For us it is not that important to sponsor that sport organization. For us the most 

important thing is what is the affect among the audience who follow that sport” – 

Interviewee A 

 

When selecting the sponsorship in the beginning of the sponsorship process, the brand 

match was taken into consideration. Brand match was also tested internally, thus the 

sponsorship was communicated internally to the employees and the marketing 

materials were presented. This way it was truly tested if the employees felt the sport 

sponsorship was fitting to the company’s brand.  
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7.3 Sport sponsorship in CSR point of view 

 

The interviews reveled that the companies that are doing sport sponsorships in CSR 

context are also driven by CSR in their businesses. CSR was a core business value 

for all, and it set up guidelines for the daily practices that was done in the companies. 

For interviewee D, the responsibility programs used in partner companies were also 

affecting to their responsibility lines, as recycling. The environmental as well as social 

dimension was the main driver in the companies of all the CSR dimensions in their 

businesses, but all the dimensions were clearly present in the companies. 

Environmental dimension could be seen in each employees’ daily practices, which can 

be the reasoning why it is seen as a main driver.  

 

The sport sponsorship was mainly done focusing to develop the social dimension and 

that was a suitable dimension for all the interviewees. CSR was seen as a logical part 

of the sponsorships and companies wanted to be doing socially good things together 

with the sponsee. Each interviewee did recognize that there was a CSR dimension 

present in the sponsorship, and mainly the dimension was the social. Wanting to be 

seen as socially responsible company was the goal for all and it fitted to their company 

well. The main principle doing the sport sponsorship was a strongly linked to the social 

dimension. 

 

“We want to take care of that people, especially young people, are doing sports” – 

Interviewee C 

 

“For us it is important to support sport clubs, especially for youngsters, that they have 

the possibility to do sports and maybe their parents will remember us” – Interviewee 

D 

 

 

Especially in the local sponsorships the social dimension was visible. Sponsoring was 

seen to enable possibilities for the local sport associations and this way it was also 

supporting a good cause. In local sport sponsorships it was important that the company 

was doing something together with the sport organization.  
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When comparing to the national sport sponsorships, the social dimension is not that 

visible as in local sponsorships. Interviewee A stated that their sponsorship was firstly 

linked to the social dimension, but the environmental dimension was more visible in 

the marketing activities. For interviewee C, the national sponsorship was also seen 

purely as a strategical move, whereas the local sponsorship was just doing goodwill. 

Interviewee E was the only one who also brought out the economical dimension 

besides the social dimension, in the sport sponsorships.  

 

For the interviewees that did both national and local sponsorship the goals related to 

CSR were different between the national and local sponsorships. Mainly the aim of 

doing sport sponsoring locally is to be seen as a good corporate citizen. For 

interviewee A and B, it was important to be seen as a responsible actor, whereas C, D 

and E wanted to be seen as an association that is supporting sports and health being 

and making it possible for everyone.  

 

All goals mentioned can be linked to the brand association goals. The local sport 

sponsorship is seen as a goodwill, where national sponsorships do not have as clear 

CSR linked goal, expect for the creation of associations. National sponsorships can be 

seen as more commercial, and therefore the link of “doing socially good” is not as 

visible, because the sponsor is paying a lot of money to support organizations that are 

making profit, when comparing to the local sponsorships, the organizations are 

hanging on the payments for example the parents make.  

 

The environmental dimension is accessible to link in sport sponsorships. Interviewee 

A mentioned first the social dimension, but in the end concluded that sport sponsorship 

also included environmental dimension. This dimension was especially highlighted in 

the activities that were associated around the sport sponsorship. The interviewee E 

mentioned that sport sponsorship offers a logical channel to be linked as a responsible 

actor in the market.  

 

All the interviewees also stated that the sponsee needs to also be responsible, not only 

support their CSR-campaign. 
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“Of course we are checking and demanding that the sponsee is also responsible, for 

example they cannot allow doping” – Interviewee E 

 

Interviewee B mentioned that when the sponsee is applying for the sponsorship fee, 

they ask about for example how this fee will benefit the environment with the sponsees 

actions.  

 

 

7.3.1 CSR linked sponsorship communications 

 

Even when all of the interviewees found a link between CSR and sport sponsorships 

goals, the communication about the CSR linked sport sponsorships were lacking. 

Some interviewees brought the CSR factors out more in the sport sponsorship 

activities than others. 

 

“We need to communicate why we are doing this and what is our message (related to 

CSR)” – Interviewee A 

 

“We don’t bring out that we are doing this (sport sponsorship) because we want to be 

responsible, but of course we are doing it for that” – Interviewee E 

 

When comparing the interviewee, A and E, the interviewee A had an environmental 

sport sponsorship campaign, whereas interviewee E did not. One question that raises 

is that if the environmental dimension is easier to communicate and advocate to the 

stakeholders. Or if the length of the sponsorship is depending factor, since if the 

sponsorship has always been done on a specific way, it could be very difficult to 

change the point-of-view to something else.  

 

Some interviewees highlighted the activities around responsibility more than others. 

Companies that had done marketing campaigns related to the CSR, also brought out 

the CSR more easily in the sport sponsorship communications. The interviewee C 

mentions than in the future the responsibility will be seen in the company’s marketing 

and in the communications more, which will be linked to the sponsorship activities 
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more. Overall the level of CSR marketing communication in the company is connected 

to the level of CSR communications about sport sponsorship.  

 

One important observation besides the earlier CSR communications done in the 

company is to note the company’s industry. The industry A and B are working is overall 

demanding the players in the market to be more environmentally responsible 

compared to others, who can be seen demanded to be socially responsible. Therefore, 

the goals A and B had in linking the sponsorship to help them in achieving the social 

dimension can be argued. Interviewee A mentions that even though the sport 

sponsorship was taught to be done with social context, the marketing of the sport 

sponsorship was highly involved around the environmental responsible dimension. For 

the interviewee B the responsibility is seen in different content created but for example 

in events it is only that the company is present, and in there the environmental 

dimension is noted at all.  

 

“For us this kind of sponsoring and responsibility actions are a good fit. With 

sponsoring we want to build our brand and create a story together with the locals” – 

Interviewee B 

 

“I think that in the future the traditional sponsorship like having our logo represented 

is not working anymore, it requires activities.” – Interviewee A 

 

The interviewee A was the only one doing clearly CSR related sport sponsorship 

communications and marketing. These campaigns had a clear vision and link to the 

environmental dimension, which made it easier to link that the company is being 

responsible for doing the sport sponsorship. To find the link to communicate the 

environmental dimension, the company got help from the marketing agency, which is 

different compared to the other interviewees.  

 

As the interviewee C mentioned, the CSR related sponsorship communications will 

grow in the future when the company will utilize the CSR in the marketing actions more. 

Also, the interviewee D mentioned that their company level CSR communication is not 

paying as important part currently, but they are paying more and more attention to 

being more responsible. The CSR related sponsorship communications can be 
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concluded that the level of the CSR communication and justification the company is 

doing currently in their all communication and marketing activities is linked to the level 

of the sport sponsorship CSR communications. Even though all the interviewees are 

doing sport sponsorship in CSR context, the communication about the subject is 

lacking.  

 

 

7.4 Summary of the results 

 

To summarize the empirical research about the topic, the selection process is seen 

very similar within all the interviewees. The selection process requires acceptance from 

higher management level, even when the actual decision is made in the marketing or 

in the communications department. 

 

Overall it can be said that the length of the sport sponsorship seems to be defining 

how well the organization feels about achieving their sponsorship goals and how well 

the sport sponsorship relationship is built. The long relationship is paying important 

factor in building the trust and the managers believe it is making easier for them to 

manage and reach especially brand equity related goals. One notable difference 

between the other interviewees and the interviewee E was the management of the 

sponsorship. The interviewee E had defined the relationship to the different levels 

compared to the others, with demanding the sponsee more than just the contract has 

decided. This has leaded to strong and co-operative partnership that is developed from 

event after event.  

 

The communications around the sport sponsorship were seen as something 

companies would like to improve and when comparing the CSR linked sport 

sponsorship communications, it was seen to be dependent on the overall CSR 

communications in the company. This way this study concludes that if the company 

wants to have effective CSR linked sponsorship campaign, it the company should be 

familiar with the CSR communications overall. The level of the sponsorship is also 

seen as important factor. The local sponsorships are not expected to be as beneficial 

in terms of financial and brand equity results, whereas national sponsorships hold 
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much more expectations. The local sponsorships are more linked to the social 

dimension and national sponsorships are more commercial, which can make it harder 

to link the CSR dimension to the sponsorship, especially if the company is not used to 

do CSR linked communications.  
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8 DISCUSSION & CONCLUCIONS 

 

This thesis studied how sport sponsorship can be utilized as a tool in reaching the 

company’s brand equity and CSR related goals. The interviews were held on a small 

group of managers and the results presented cannot be generalized.  

 

This chapter will analyze the results and the previous literature about the topic and 

answer the research questions that were presented. The managerial implications are 

presented, and the insight is provided for the managers to help to manage and control 

a successful sponsorship campaigns linked to CSR. Lastly the chapter is presenting 

the limitations and suggesting future research areas related to the research topic.  

 

 

8.1 Theoretical contributions  

 

Chapters two, three, four and five were presenting theories around the topic. This sub-

chapter is evaluating the theories presented connected to the results gained from the 

interviewees. The results are analyzed by answering the sub-questions and after that 

answering the main research question.  

 

The first sub-question was:  

 

“How sport sponsorship can be used as a tool for raising brand equity?" 

 

The result of this study supported the statement that the managers believe that sport 

sponsorship is having effect to the brand equity (Henseler et al. 2011). Especially the 

study highlights that the sport sponsorship does have affect to brand loyalty, brand 

awareness and brand associations. This study did not show that managers had goals 

related to perceived quality in their sport sponsorship.  

 

Sport sponsorship is having impact to all dimensions of brand equity, but in order to 

get the most out of the sponsorship, it requires a lot of financial resource to advertise 

and communicate about the sponsorship, in order to create the link between the 
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company and the sponsorship. The literature highlighted the importance of the 

sponsorship communications in order to have affect in brand awareness and brand 

associations, and the sponsorship communications must be leveraged before and after 

the event (Grohs et al. 2004). This study showed that the managers are still lacking in 

communications, but all the interviewees felt like it should be utilized more. To create 

the link, it needs a lot of time, so the when using sport sponsorship as a tool for brand 

equity building, there needs to be long length for the sponsorship (Laroche et al. 1996; 

de Pelsmackr et al. 2007) and overall the successful sponsorship requires a long 

length (Henseler et al. 2011; Crimms & Horn 1999; Cornwell et al. 2011; Armstrong 

1988). The result of this study showed that the managers that had shorter sponsorship 

contracts, still felt that the sponsorship had affected to their brand equity goals, even 

though the literature highly highlights the importance of the length. Also the fit between 

the brand and the sponsorship was important in the literature (Henseler et al. 2007; 

Simmons & Becker-Olsen 2006; Olson 2008) and this study supports the previous 

literature about the topic. The study shows that all managers believe that the fit is 

important, but highlighted the importance of the targeting, that they are reaching their 

business’ target audience through sponsorship.  

 

The second sub-question was:  

 

“How communicate about CSR through sport sponsorship?” 

 

The literature shows that in order to make the CSR campaign successful, the campaign 

needs to have low suspicion (Yoon et al. 2006) and a third-party source to 

communicate about it (Skard & Thorbjornsen 2013; Du & Vieura 2012; Simmons & 

Becker-Olsen 2006). Whereas sport sponsorship without CSR-link, is requiring active 

communications from the sponsor, the CSR linked sport sponsorship doesn’t. The 

results of this study showed that the managers were lacking the CSR communication 

in the sponsorships, even though all of the interviewees had a CSR dimension in the 

sport sponsorship, and some association that interviewees were trying to achieve. One 

important finding was that if the company has done previously a lot of CSR 

communications, it is more natural for them to communicate about the CSR in the sport 

sponsorship. Also, the environmental dimension is easier to communicate to the public, 

compared to the social and financial dimensions. In this study it was believed that the 
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CSR communication will grow overall in the future, which will lead that companies will 

start utilizing the sport sponsorship to communicate about the CSR.   

 

The last sub-question was:  

 

“How sport sponsorship is managed?” 

 

The previous researches show that the sport sponsorship is seen as a B2B-

relationship, and this study supports that the managers are perceiving the sport 

sponsorship as a partnership. Although the study reveals that only one of interviewees 

show the levels of the partnership that have been mentioned in the literature, as the 

active communication and relationship building.  

 

This study shows that the managers are mainly focusing on the demographical 

targeting and to brand match. The previous literature shows that in the selection 

process the fit should be the key consideration when making sport sponsorship 

decisions (Greenhalgh & Greenwell 2013; Simmons & Becker-Olsen 2006). In the 

selection process the match between the brand and the sponsee is highlighted and it 

is important that there is a match, because without it the sponsorship can fail. But as 

mentioned earlier the relationship between the sponsor and the sponsee needs to be 

created as in B2B partnerships, so the selection of the sponsee needs to be done 

carefully. 

 

Stravos et al. (2010) stated that the impact of the sponsorship can be difficult to 

measure, and this study supports the statement. The measurement is mainly done for 

tracking media exposure and the other metrics were website traffic, leads and sales. 

The managers don’t believe from the measures it is easy to see what the impact of the 

sport sponsorship has been. Only one of the interviewees did do sponsorship 

campaign tracking, which was measuring the awareness of the sponsorship.  

 

After analyzing the answers to the sub-questions which helped to answer the main 

research question that was:  
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“How sport sponsorship is impacting in companies when achieving brand 

equity and CSR -communication related goals?” 

 

To reach the goals in brand equity and CSR, the company needs to put a lot of 

resources to the sponsorship. It requires a lot of communication and management. It 

all starts in the selection process; the goals must be set with the sponsee and the 

relationship must be built. Also, the study supports that the sponsorship contract is 

made for a longer time period, for example for three years. This helps the relationship 

to build trust, which is important in successful sponsorships. The fit needs to be 

carefully chosen and the link for the CSR dimension must be natural for the company 

as well as the sponsee. It is important that the sponsee is helping the sponsor in 

reaching the targeted audience since the literature highlights that the fans of the sport 

are important part of the sponsorship success (Grohs et al. 2004; Dreisbach et al. 

2018). If sport is not targeting the right audience, the goals are not fulfilled. The 

literature shows that CSR has a strong impact to the brand equity, so CSR 

communications can affect to the brand equity without the sport sponsorship. 

Therefore, it is important that the role of the sport sponsorship is emphasized.  

 

The literature (Henseler et al. 2011) shows that the sport sponsorship has influence on 

brand equity goals, and this study support the previous statements. There affection to 

the CSR related goals and aims is not that well explained in this study, but the literature 

(Irwin et al. 2003; Sung & Lee 2015) highlights that the sport sponsorship can be used 

as tool to communicate about the CSR actions. Sport sponsorship is used to develop 

the associations of being responsible actor in the market, which is the goal for the 

interviewees in this study.  

 

As mentioned earlier, to utilize sport sponsorship, it requires a lot of money. Without 

the money put on the advertising, it is difficult to develop brand equity. It is important 

that the communication comes naturally related to the topic and it doesn’t hold any 

suspicion, this leads to the success in the sponsorship. The difficulty of the CSR linked 

sport sponsorship is that the sport sponsorship requires a lot of advertisements in 

company’s own channels, whereas in the CSR communications it requires a third 

souce. This way it can be concluded that if the sport sponsorship is interesting, and it 

can be exposed in the media naturally, it will achieve the greatest success. The level 
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of the sport sponsorship is also important. National sponsorship can be seen more 

commercial, whereas the local sport sponsorships are easier to link to the social 

dimension of CSR. This study reveled that even though the managers believe the local 

sponsorships to be partnerships, the local sponsorships doesn’t have same metrics 

and expectations that are putted into national sponsorships. 

 

This study suggest that the CSR linked sport sponsorship is helping companies in 

achieving brand equity and CSR linked goals, but it requires a lot of effort from the 

companies and from the sponsees.  

 

 

8.2 Managerial implications 

 

This study suggests that the partnership with the sponsee should be more important 

than currently. The partnership should be nurtured, and it should include active 

communication and metrics, as in B2B-partnerships. In the decision-making process it 

should be highlighted the fit of the relationship, not only the target audience and match, 

which are also important factors in the decision-making process.  

 

The companies should be prepared to put a lot of financial resources to the marketing 

activities around the sponsorship, not only to pay the fee and let the sponsorship be. 

Without the financial resources, the sport sponsorship cannot be utilized enough. 

When deciding to use sport sponsorship as a channel to communicate about CSR, the 

CSR communications should already be very natural for the company. Especially the 

CSR communications requires reliability, so the campaign must be planned very 

carefully, and using an external partner could be helpful with that. When entering to a 

sport sponsorship holding environmental dimension, the firm should be communicating 

that they care about the environment, not only about the sport and its future. In social 

and financial dimension, the communication should be around doing good for the 

communities. The local sponsorship is easier to link with the social and financial 

dimensions. 
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8.3 Limitations and future research 

 

This study was focusing on the sport sponsorship in Finland, and it can be very different 

in other demographical areas and companies. Also, since the focus was in sponsoring 

sports, the sponsoring of cultural events can be varying a lot from sponsoring sports.  

 

The suggestions for the future research could be to focus better to the sponsorship 

metrics and the development of the sponsorship research. Also, a quantitative 

research about the CSR communications and the level of CSR linked sport 

sponsorship would be interesting aspect to see. 
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APPENDICIES 

 

Appendix 1. The survey questionnaire (in Finnish) 

 

Yleinen: 

Kuka olet? 

Mitä teet? 

Kuinka kauan yritys on tehnyt sponsorointia liittyen urheiluun ja vastuullisuuteen? 

 

Sponsorointi: 

Kuinka sponsoroitava kohde valitaan?  

Päätöksentekijät? 

 Targetointi faneille? 

 Match? 

Mistä suunnasta aloite tulee? Teiltä vai sitten sponsoroitavalta 

kohteelta? 

Katsotaanko kohdetta enemmänkin hyväntekeväisyytenä vai 

yhteistyökumppanuutena? 

Onko sponsoroinnille asetettu tavoitteita? Jos on miten niitä seurataan?  

Miten pidätte yhteyttä sponsoroitavan kanssa? 

Onko tähän asetettu jotain yhteisiä tavoitteita / mittareita?  

Miksi urheilu? 

Miten johdetaan vai onko enemmän ”anna mennä” sponsorointia? 

Miten sponsorointia hallitaan?  

 Yhdessä sponsoroitavan kanssa? 

 Tiimissä? 

Kuinka pitkiä ovat sponsorointi sopimukset? 

Haluatko lisätä jotain muuta sponsorointiin ja sen johtamiseen liittyen? 

 

 

CSR: 

Miten vastuullisuus näkyy yrityksessänne? 

Miksi olette sitoutuneet sponsorointiin jossa vastuullisuus taustalla? 

Mitä tavoitteita vastuullisuuteen liittyen? 
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Mihin dimensioon koitatte vaikuttaa sponsoroinnilla (sosiaalinen, taloudellinen, 

ympäristö) 

Kuinka tuotte vastuullisuutta esiin sponsorointiin liittyvissä aktiviteeteissä? 

Koetteko että yhteistyö kumppani sopi teidän vastuullisuusviestintäänne? 

Haluatko tuoda jotain muuta esiin liittyen vastuullisuuteen? 

 

Brändipääoma: 

 

Miten sponsorointi linkittyy brändin pääoman hallintaan? 

Oletteko kokeneet, että sponsorointi on vaikuttanut esimerkiksi brändinne 

tunnettavuuteen, lojaalisuuteen tms? 

Mitä brändiin liittyviä tavoitteita sponsoroinnilla on? 

Mainitsit että on pitkiä sopimuksia niin onko niistä jotain hyötyä? 

Kuinka tärkeä rooli sponsoroinnilla on teidän markkinointisuunnitelmissa? Budjetin ja 

viestinnän näkökulmin? 

Kuinka sponsoroinnista kommunikoidaan markkinoinnin ja viestinnän näkökulmin? 

Millä keinoin tuotte brändiänne esiin sponsorointiin liittyvissä aktiviteeteissä 

(tapahtumissa, mainoksissa?)  

Haluatko tuoda jotain muuta esiin brändin ja sponsorointiin liittyen? 
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