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Abstract 

Today, most sports clubs are dependent on financial support from sponsoring 

companies, as well as the sponsors have realized the importance of sponsorship as a 

marketing tool. Companies are well aware of the significance of exposing their brand on 

different events, and that associations between them and a sports club can affect their 

brand image. A loss of a sponsor could cause severe implications to a sports club and 

therefore they need to work continuously to keep their sponsors satisfied and loyal to 

the sports club. 

Based on this, the purpose of this thesis was to study how relationship marketing from a 

sports club can generate loyal sponsors, and how a sports club can create an experience 

for their sponsors. We have also looked at the possibilities for sponsors to improve their 

image through associations, by conducting sponsoring. While writing this thesis we 

discovered a number of theories, from which we proceeded to develop our interview 

guide. As we performed our case study we interviewed two sports club organizations, 

but also two sponsoring companies. The answers from our respondents were then 

analyzed and compared to the theory. In general, the theories have been shown to be in 

accordance with our respondents’ opinion. Even though some of the answers we 

received were not always in accordance to the theory, we have not been forced to 

completely reject a whole theory, only solitarily factors of it. Our results shows 

relationship marketing to be an important factor in retaining sponsors, and for creating 

value, as well as a personal relationship with a sponsor helps to retain them. It has also 

been verified that sponsors want to be associated with high status events, and events 

highly liked by the sponsoring company’s customers. Lastly, in this thesis we have 

discovered that sponsors want an experience when entering the sponsored event, and 

the experience should engage and activate the sponsor. The sports club has therefore 

the best possibility to create an experience when engaging the sponsors, but also 

through developing a theme, and follow the theme throughout the experience. 

 

 

 

 

 

 

 

 

  



Sammanfattning 

Idag är nästan alla sportklubbar beroende av finansiellt stöd från sponsorer, likväl som 

sponsorer har börjat inse hur viktig sponsring är inom marknadsföring. Sponsorer har 

börjat förstå vikten av att hela tiden vara synlig och även att få sitt märke exponerat 

genom olika event. De har även insett att det är viktigt att ha en association mellan 

företaget och den sponsrade sport klubben eftersom att det kan påverka deras image. En 

förlust av en sponsor kan vara allvarligt och därför arbetar sportklubbar kontinuerligt 

för att hålla deras sponsorer tillfredställda och lojala.  

Syftet med denna uppsats är att studera hur relations marknadsföring från sportklubbar 

kan generera lojala sponsorer och hur sportklubbar kan skapa en upplevelse för sina 

sponsorer. Vi har även undersökt hur sponsorers image kan påverkas av att sponsra 

olika aktiviteter. När vi genomförde denna uppsats fann vi olika teorier som vi utgick 

ifrån när vi gjorde vår intervjuguide. Vi valde att göra en fallstudie där vi intervjuade två 

sport klubbar och två sponsrande företag. Svaren från respondenterna analyserades 

sedan och jämfördes med teorin. Överlag har respondenternas svar överensstämt väl 

med vår studerade teori. Även om några av svaren avvek från teorins helhet, har vi inte 

behövt förkasta någon teori helt, utan bara enstaka faktorer. De slutliga resultaten har 

visat att relations marknadsföring är en viktig faktor för att behålla sponsorer. Detta kan 

bäst göras genom att skapa ett värde för sponsorer samt personliga relationer med 

dessa. Vi har även förstått att sponsorer vill bli associerade med aktiviteter som har hög 

status och som är populära bland det sponsrande företagets kunder. Avslutningsvis har 

vi upptäckt att sponsorer vill ha en upplevelse när de besöker en aktivitet som de 

sponsrar samt att aktiviteten bör engagera och aktivera sponsorn. En sportklubb har 

därför störst möjlighet att skapa en minnesvärd upplevelse genom att engagera 

sponsorn i aktiviteten samt genom att skapa ett tema som följer hela upplevelsen.
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1 INTRODUCTION 1 

1 INTRODUCTION 
This chapter will start by introducing the subject to give a better understanding to the 

reader, and will later go on to a presentation of the problem area this thesis will focus on. 

The chapter will also include the purpose of this thesis and what delimitations that have 

been done.   

1.1 Background 

Sponsorship is according to Cliff and Motion (2005) a marketing communications tool, 

used to achieve favorable publicity for a company and its brands, through the support of 

a sport activity, not linked to the company’s normal business.  

Insight News (2007) states that sponsoring as a marketing communications tool has 

increased enormously and specific numbers can be seen in Table 1. Sponsoring is now 

less than a half percent behind TV-commercials as a marketing communications tool, 

and on its way to pass it (ibid).  

 

Facts about Sponsorship in Sweden 
 

 

 
 Sponsorship is a part of marketing communication 
 Marketing Communication turnover: 18.7 billion SEK        
 Sponsorship turnover: 4.3 billion SEK 
 Sponsorship is 7.2 percent of total Marketing Communication 

 

Table 1: Facts about Sponsorship in Sweden  

(From Insight News, 04-24-2007). 

The sponsorship industry generates large amounts of money to sports club 

organizations, and we believe the loss of a sponsor could cause severe problems for the 

individual sports club. At the same time, sponsorship is important for companies to 

manage, as a mean to reach their target audience. The sponsors need to be satisfied in 

several areas to continue their deal and one important factor, besides from the earlier 

mentioned, is that the sponsor needs to be able to reach their target group through their 

sponsorship. 

In our opinion, sponsorships have become more important to sports club organizations, 

and therefore it is vital with a well functioning relationship between the two parties. 

This makes it important for sports club organizations to take advantage of opportunities 

to establish close relationships with, and at the same time provide great service for their 

sponsor. The ability for a sports club organization to get loyal sponsors, and keep a close 

long term relationship with them, could increase if the sponsors were offered a 

memorable experience, and well performed services in their relationship.  

  



Lindvall and Persson 

 

1 INTRODUCTION 2 

1.2 Problem Discussion 

Speed and Thompson (2000) state that involving a second party is what distinguish 

sponsorship from advertising. This statement is extended by Cliffe and Motion (2005), 

who explains that sponsorship is used to reach a certain target audience through 

financial support of an activity, which might not be directly linked to the company’s 

normal business. According to Farrelly and Quester (2005), sponsorship as a marketing 

tool can take a variety of forms, from naming a stadium to the positioning of a company 

as a supporter of a sporting event. How to decide what sponsoring tool to use, depends 

on what the sponsoring company wishes to achieve by its sponsorship (ibid). According 

to Cornwell and Maignan (1998) the greatest objectives for companies to sponsor, 

besides increasing sales, are to develop goodwill, image and awareness. To be able to 

reach these objectives, the communication between the organizations involved in the 

sponsorship is important (ibid). Farrelly and Quester (2003) explain that the amount of 

communication needed in the sponsorship industry has made it highly common with 

long-term business-to-business relationships. Relationship marketing (RM) actually 

evolves from partnerships and cooperation between parties in sponsorship 

relationships (ibid). 

According to Grönroos (1994) there is no difference between RM and marketing when 

defining the terms. He explains both concepts as ways to create, maintain and enhance 

relationships with customers and other partners in a way to reach both parties 

objectives. This might be achieved by mutual exchange, so each party fulfills their 

promise. However, according to Lovelock, Patterson and Walker (2007, p. 342) RM is 

built on developing a relationship with the right customers, because it will generate 

loyal1 customers, and they are in general more profitable than others. Gummesson 

(1994) explains that to establish a relationship at least two parties are needed to 

interact with each other and firms need create one-to-one relationships with their 

customers. This way they can learn their habits and expectations, and through this be 

able to perform a better service (ibid).  

RM is likely to occur when an organization is engaged in proactively creating, developing 

and maintaining committed, interactive and profitable exchanges with selective 

customers or patterns over time (Dr Tracey Dagger, University of Queensland, 2007). A 

relationship is all about keeping and retaining customers (and sponsors) instead of 

getting new ones. The risk of losing a customer is reduced when the company is involved 

and tries to please its customers. As Dr Dagger argues, sponsors are important 

customers to organizations, this thesis will from this point focus on sponsors as the 

organizations customers. More specifically, it will focus on sports club organizations, 

and their sponsors. 

Given that a satisfied sponsor lessens the risk of defection, it is important to view what 

the sponsor wants (Lovelock et al. 2007, pp. 354). According to Keller (1993), besides 

                                                           
1 Loyalty: A feeling of attachment or affection for a company and its products or services (Gremler and 
Brown, 1996). 
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the value occurring from visiting the event, there is also a commercial value to the 

sponsor. Therefore, it is significant for the sponsor to consider the image of the 

sponsored event (ibid). Keller (1993) further explains that a brand becoming associated 

with an event might have some associations linked with the event, which in time may 

become linked in memory with the brand. The chance for a sponsoring company to gain 

higher brand equity2,  increases with sponsorship. This is because an emotional value is 

developed by linking the company to the specifically sponsored activity, which pleases a 

certain target group (Cliff and Motion, 2005). However, according to Farrelly and 

Quester (2003) sponsorship involves many forms of value other than the ones recently 

mentioned. Because a sponsorship generally involves a series of interaction and inter-

relationships, value might come from the opportunity to share commercial wisdom, 

experience, creativity and skills between the cooperative companies. This is to say, the 

one being sponsored and the one sponsoring (ibid). Furthermore, according to Hennig-

Thurau, Gwinner and Gremler (2002), there is a strong connection between a sponsor’s 

satisfaction and the outcome of a relationship. 

As a way for organizations to keep their relationship with their sponsors, they need to 

provide a service exceeding the customer’s expectations to keep them satisfied 

(Lovelock et al., 2007, pp. 68). They further define satisfaction as a post-purchase 

evaluation of the service experience, when the needs, desires and expectations have 

been met or exceeded. Higher satisfaction leads to higher loyalty from sponsors, who 

have a positive impact on the profitability. This makes it important for organizations to 

keep their sponsors satisfied or even delighted. For a sports club organization to achieve 

satisfaction among their sponsors it is possible to create an experience for the sponsors 

(ibid). Maat (2004) explains that visitors to an event have to deal with large amounts of 

service encounters and an efficient way to reach them is to create an experience. He 

further suggests that when the audience is exposed to an experience the individual can 

engage in, they are much more likely to accept the service and feel satisfied. A purchase 

of a service should be all about the feeling a customer has, the emotional experience 

(Lovelock et al., 2007, pp. 358), and according to Pine II and Gilmore (1998), there are 

four different ways to provide an experience to the sponsor. 

1.3 Purpose and Research Questions 

The aim with this thesis is to address the importance of RM for sports club organizations 

to create a positive experience for their sponsors. As sponsors are highly important to 

sports club organizations, we find it essential to also study what an association to a 

sports club can do to the sponsor’s image. 

1) How can a sports club organizer create loyal sponsors through RM? 

2) How can an association to a sports club affect a sponsor’s image? 

3) How is it possible for a sports club to provide an experience, which will generate 

a feeling of satisfaction for the sponsor? 

                                                           
2 Brand equity: The added value endowed by the brand to the product (Farquhar, 1989). 
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1.5 Delimitation 

In this thesis we intend to focus on events organized by sports clubs, and the 

relationships between the organizing sports club and their sponsors. This is strictly to 

say, a thesis focusing on the business-to-business relationship in the service sector. We 

will in this thesis strictly focus on sponsors as the organizations customers.  
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2 THEORY 

This chapter will present the frame of reference that this thesis is built on. The chapter 

starts out by explaining the relevant theories for this research, and is rounded off with a 

conceptual framework summarizing the theories needed and how they will be used to the 

research questions. 

2.1 Relationship Marketing 

“Marketing is facing a new paradigm, relationship marketing” (Ravald and Grönroos, 

1996). 

Ravald and Grönroos (1996) states that marketing used to be about attracting new 

customers to activities, but the focus has shifted and is now more concerned of having 

customers, and taking care of them. Marketing exchanges has a tendency to generate 

non economic benefits to the customer (Arnett, German and Hunt, 2003). For example, 

the motives for a sponsor going to a basketball game might be to watch a specific team, 

but it may also bring the sponsor satisfaction as a result from exceptional service from 

the service provider (ibid).  

2.1.1 The Future Relationship Marketing Paradigm 

The marketing mix including the 4Ps (product, price, place and promotion) has been 

seen as the most needed and fundamental factor for any type of organization. This view 

has been challenged by Gummesson (1994), who instead propose that a paradigm shift 

is happening. He suggests that the 4Ps role of being founding parameters of marketing 

instead should be viewed as contributing parameters to relationships, network and 

interaction. This is shown in Figure 1. 

 

Figure 1: The Future Relationship Marketing Paradigm 

This figure shows the current marketing mix (4P) to the left, and the Future Relationship Marketing 

Paradigm to the right (from Gummesson, 1994, p.9). 

According to Gummesson (1994) there is a need for continuous creation and 

maintenance in a relationship because it consecutively changes character. Shatz (2008) 
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explains, an organization needs to identify its sponsors, and maintain an open 

communication with them. These two actions should help the organization to know 

what to deliver in the relationship, and give the organization an edge towards its 

competition to a specific customer (ibid).  

2.1.2 Three Customer Retention Strategies 

Lovelock et al. (2007, pp. 354) agree with Gummesson and Shatz as they explain good 

relationships to begin with a fit between the customer’s need and the firms offer. They 

further state that the process of RM starts by targeting the right customer, and how 

customers not only differ widely in their needs but also in the value they can offer the 

organization. There are three basic strategies to retain customers and they are shown in 

Figure 2 (ibid).  

 

Figure 2: Three Customer Retention Strategies 

(From Lovelock et al. 2007, p. 355). 

2.1.2.1 Create Loyalty Bonds 

The first strategy to retain customers is built on the key determinants for successful 

relationships, which according to Lovelock et al. (2007, pp. 355) are:  

 Customer satisfaction  

 Value  

 Loyalty motives  

 Customer engagement  

 Reward-based bonds  

 Social bonds 

 Structural bonds.  

To make it easier for the reader we have highlighted the determinants mentioned above 

in the following paragraph.  
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Besides from Lovelock et al. (2007) it has been a common assumption that the key 

determinants value and satisfaction are strong factors of loyalty towards an 

organization (Payne and Frow, 2005; Farrelly and Quester, 2005; Hennig-Thurau, 

Gwinner and Gremler, 2002). According to Lovelock et al. (2007, pp. 355) there are 

three other loyalty motives and these are confidence benefits, social benefits and 

special treatment benefits. Confidence benefits means comfort and reduce anxiety 

because the customer knows what to expect during the service, while social benefits is 

about personal recognition of customers by employees and vice versa (Hennig-Thurau, 

Gwinner and Gremler, 2002). The special treatment benefits is about getting price 

breaks, faster service or even individualized additional service as a loyal customer 

(ibid).  

Customer engagement is according to Lovelock et al. (2007, pp. 355) about forming 

strong emotional bonds with the customer, and getting the customer engaged in the 

activity. We will return to this subject in chapter 2.3, Customer Experience. Reward-

based bonds could according to Lovelock et al. (2007, pp. 355) be discounts, but also 

special recognition and appreciation. Social bonds involve interpersonal 

communication between the service provider and their customer (ibid) and according to 

Selnes and Hansen (2001) the social aspects of a relationship sometimes is more 

important than price breaks. The last determinant for successful relationships, 

structural bonds, refers to encourage loyalty through structural relationships between 

service provider and customer (Lovelock et al., 2007, pp. 354). 

2.1.2.2 Build in Switching Barriers 

The second strategy is about building in switching barriers to the customer (Lovelock et 

al. 2007, pp. 361), which means the customer will have to deal with a number of costs to 

switch service provider (Jones, Mothersbaugh and Beatty, 2000). However, it is 

important not to build in such high switching barriers so the customer starts to feel like 

a hostage (Lovelock et al., 2007, pp. 361). They suggest two switching barriers and the 

first one is economic, which is financial or economic disincentives to defect. The other is 

psychological, which is the value of the personal part of the relationship.  

2.1.2.3 Reduce Churn Drivers 

The third strategy, which is about reducing customer churn, is to understand what 

drives sponsor’s defection (op cit, p. 362). In order to conduct churn diagnostics and 

understand the key defection triggers it is important to analyze the sponsor’s accounts, 

which might be able to show the purchasing behavior and activity from a specific 

sponsor (ibid). In a way to keep sponsors and prevent churn, Keaveney (1995) proposes 

to deliver quality service, minimize inconvenience and use fair pricing. Lastly, a smart 

move to develop retention strategies is to implement complaint-handling and service-

recovery procedures, to prevent unhappy customers from switching provider (Lovelock 

et al., 2007, pp. 362). 
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2.1.3 Relationship Marketing Outcomes 

The importance of taking care of the sponsors is explained by Moyer (2008) who states 

that they get more profitable the longer they are retained by an organization. This 

statement is also made by Dr Dagger (2007) who states that a long relationship tend to 

generate increased purchases because the organization will get the opportunity to cross 

sell products or services. Cross selling is defined by Dr Dagger (2007) as a firm’s ability 

to sell additional products or services other than the one the customer, or sponsor came 

to purchase, for example a sports club which also sells souvenirs to a visitor attending a 

game. However, there are other positive outcomes from well performed RM and these 

are outcomes rated higher and aimed to target because these outcomes in the end 

probably will generate higher profit for the organization. According to Palmatier, Dant, 

Grewal and Evans (2006) one of the most common outcomes from efforts put down in 

RM is the loyalty from sponsors. Hennig-Thurau et al. (2002) further states loyalty to be 

a primary goal of RM, and that loyalty is as Dr Dagger (2007) stated, an opening for 

increased revenues because of the opportunities for cross selling.  

According to Farrelly, Quester and Mavondo (2003), RM is a critical component to 

understand how to manage and satisfy key-partners, in particular sponsors, in the long-

run. Sponsoring is increasing its status among the marketing framework and a 

sponsorship relationship could be the key to success of many marketing strategies 

(ibid). Farrelly and Quester (2003) also explain that a strong relationship can create 

value to both parts, from sharing experience, skills and commercial wisdom between 

both parts of the relationship. 

2.2 Sponsorship Association 

“Sponsorship, like any promotion, affects the image people have of the sponsor” 

(McDonald, 1991). 

Most sponsorship deals are long-term relationships (McDonald, 1991). This means 

sponsorship involves many interactions and interrelationships, and this is why a RM 

focus is very important for sponsored organizations to adapt (Farrelly and Quester, 

2004). In the relationship between the sponsor and the sponsored sports club or activity 

there will be a transfer of values from the sports club or activity to the sponsor (Jobber, 

2007, pp.652). The audience to an event, organized by the sports club, will come across 

the sponsor’s name and logo and in time start to associate the sponsor with each specific 

activity (ibid). However, when looking at sponsorship as a promotional tool it 

differentiates itself by not talking directly about the company or its products, instead it 

tries to reach consciousness among its possible customers (McDonald, 1991).  

2.2.1 Brand Image and Brand Associations 

Tripodi (2001) suggest that companies and organizations need to recognize the 

objectives of a sponsorship to be able to evaluate the effects of sponsoring. According to 

Gwinner (1997) the most important objectives of firms entering sponsorship 

arrangements are to increase brand awareness, and to establish, strengthen, or change 

the brand image. Sponsorship offers multiple opportunities to increase brand 
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awareness, due to great possibilities for recall (Kinney and McDaniel, 1996). Quester 

and Farrelly (1998) agrees that sponsorship is a very effective marketing tool because it 

also offers remembrance, which as well as brand recall are functions of associative 

connections between the sponsored activity and the brand itself, and in this case it 

would be the sport event and the brand or company. 

According to Jiffer and Roos (1999, pp. 57) associations are the most important variable 

in sponsorships, and sponsoring means to associate a brand with the sponsored event, 

to create a value through the event’s image. It is the sponsor’s task to associate its 

company with the activity, and transfer the value of the activity to their brand (Jobber, 

2007). McDonald (1991) states that when directing the sponsorship it is important to 

think about the how’s and why’s because well-directed sponsorship can do much to 

enhance the perception of the company and its product. Even more important, badly 

designed sponsorship may at its best have no effect at all, while in worst case scenario it 

might backfire, for example sport sponsored by tobacco companies (ibid). 

Speed and Thompson (2000) has developed a conceptual framework analyzing how 

customer exposure to sponsorship leads to sponsorship response. As can be seen in 

Figure 3 there are six important factors affecting sponsorship response. 

 

Figure 3: Customer Exposure to Sponsorship 

Conceptual Framework Model (from Speed and Thompson, 2000, p. 228). The factors in the following 

paragraph are highlighted to simplify the connection between Figure 3 and the explanations. 

One of the factors is perceived status of the event, which are benefits individuals 

receive indirectly from the event. Stipp and Schiavone (1996) suggest that a high-status 

event generates great opportunities for sponsors because the audience has a high regard 

for the event, and individuals may react positively towards a sponsor, even if they do not 
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personally like the event. According to Speed and Thompson (2000), another important 

factor affecting the sponsorship response is personal liking for the event, which they 

explain as the benefits individuals can receive directly from the event. They further 

explain that when sponsors are selecting events, highly liked by their target group, their 

sponsorship response will increase (ibid). The third important factor is to highlight the 

importance of linking the sponsor with the sponsored event, and this is positively 

associated with the level of sponsorship response, while the fourth factor is the attitude 

towards the sponsor, which means sponsorship gets more positive response if the 

sponsors have a good image. The fifth factor is according to Speed and Thompson 

(2000) sincerity of the sponsor, which means sponsors who are being sincere, receive 

greater value, than the sponsors who are just looking at their commercial 

considerations. The last but not least important factor is the ubiquity of the sponsor, 

which is described as the importance for sponsors to sponsor few events and often, 

rather than to sponsor a few times, and larger number of events (ibid). 

Sponsorship can also present the possibility to increase the perception of the company 

or brand, and possibly its products (McDonald, 1991). This is according to Erdogan and 

Kitchen (1998) done by associating and connecting individual beliefs with the company 

or brand to an event or organization, highly valued by consumers. Burke and Edell 

(1989) agree and further states that a stronger association raises the probability for 

recall. Erdogan and Kitchen (1998) explain that sponsorship uses a balance theory, 

which means the human mind links a low valued object, for example a product, with a 

high valued object, for example an event. The result is a linkage between the company 

and brand with the event or organization, which creates a great value to the target 

consumer (ibid). According to Mitchell and Olson (1981) the emotions of the target 

consumers are strong components in recall because both feelings and emotions are 

important determinants to a customer’s attitude towards a brand. 

2.2.2 Increase Brand Equity through Emotions 

Through sponsorship there is a wide chance to increase brand equity, because the 

sponsoring firm will be able to link their company to a specific sports club that pleases 

the sponsoring company’s target customer (Cliffe and Motion, 2005). Sponsorship can 

also be used to create a positive brand experience, which in the end strengthens the 

brand equity, by delivering an emotional experience through a specific event 

(Meenaghan, 2001). The possibility to create brand image and brand personality 

associations is strong when using experiential aspects of sponsorship (ibid). Quester and 

Farrelly (1998) explains this as, when a customer gets involved in an event, the chance is 

greater for brand loyalty towards the sponsor, if the sponsoring company can manage to 

create a strong association between the event and the brand in the minds of a customer.  

As mentioned above, sponsorship is likely to develop long-term relationships between 

the service provider and the sponsoring company, and this makes the communication 

between these organizations highly valued (Quester and Farrelly, 1998). The probability 

to keep a long term relationship rises through emotional responses, which generates a 
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positive mood state towards the sports club. The understanding of how strong the 

emotional impact has on the relationship is therefore fundamental for sports clubs 

(ibid). 

2.3 Customer Experience 

“The customer experience is the next competitive battleground” (Jerry Gregoire, chief 

information officer at Dell, from Kirsner, 1999). 

The customer should not be buying just the service, but also an experience (Lovelock et 

al., 2007, pp. 358). A purchase should be all about the feeling a customer has, an 

emotional experience. To get the experience perfect, both heart and mind of the 

customer are important and the service need to deliver what is promised (ibid). 

According to Maat (2004) interaction of participants has the ability to result in 

educational, unique, entertaining and memorable experiences. He also states that the 

experience during an event will have the ability to influence the perceived image and 

reputation of an organization. According to Pine II and Gilmore (1998) there are four 

realms of an experience and these are; entertainment, educational, esthetics and 

escapist, and these are shown in Figure 4. 

 

Figure 4: The Four Realms of Experience 

(From Pine II and Gilmore, 1998, p. 102). The realms are highlighted in the following paragraph to build a 

connection between the paragraph and Figure 4. 

The model in Figure 4 suggests a possibility to think about experiences across two 

dimensions, customer participation, from passive to active, and connection, from 

absorption to immersion. In passive participation the customer’s do not affect the 

performance at all, while in active participation the customers play a key-role in creating 

the service or event. In absorption the customer is able of viewing the event from 
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grandstand, while in immersion the customer is standing in the field and is able to 

immerse in the event (ibid). According to Pine II and Gilmore (1998), entertainment 

means the participation of the customers tend to be more passive than active, and the 

connection is more of absorption than immersion, for example watching television. The 

educational realm tends to be more active than passive, but it is still viewed from the 

outside and not immersed, one example of this is attending a class (ibid). Pine II and 

Gilmore (1998) further suggest that the escapist experiences takes an active form while 

it at same time is an immersion, for example descending the Grand Canyon. The fourth 

realm is explained as a more passive form of the escapist, esthetic, which means the 

participant has no effect on the activity or environment, for example a tourist who only 

observes the Grand Canyon (ibid). 

According to Schmitt (2003, pp. 46) organizations need to use feedback from their 

audience when improving the experiences, and learn how to observe the scene from the 

customers point of view. Behrer and Larsson (1998) further state a lot of research has to 

be done when creating an event which appeals to the target audience, in order to get the 

audience to leave the event with fulfilled expectations and a positive experience. This is 

an opinion shared by Maat (2004) who suggest that for an activity to exceed or meet the 

expectations of the audience, a research has to be done to find out their preferences 

when planning the activity.  

2.3.1 Satisfaction 

Sponsors satisfaction could be seen as the evaluation of their relationships with the 

organization they have chosen to sponsor (Farrelly and Quester, 2005). According to 

Lovelock, et al. (2007 pp, 68) satisfaction is an emotion state or feeling reaction where 

the consumer’s needs, desires and expectations during the service experience either 

have been met or exceeded, and a model of this is shown in Figure 5. 
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Figure 5: The Disconfirmation of Expectations Model 

(from Lovelock et al. 2007, p. 74). 

The model describes satisfaction as the difference between pre-purchase expectations 

and how the performance is perceived. According to Lovelock et al. (2007, pp. 73) the 

difference that might occur is a disconfirmation. If the expectations are higher than the 

perceived service experience, there is dissatisfaction. However, if the perceived service 

experience is better than the expectations, the result is delight or high satisfaction, and if 

the service experience is as high as the expectations the sponsor is satisfied (ibid). The 

model also suggests that satisfaction may occur even though the performance was poor 

if the expectations were low. Berman (2005) explains this further as satisfaction might 

be reached from meeting or even exceeding expectations while for delight to occur, the 

organization has to accomplish joy and surprise to the sponsor. 

For the sponsors to feel satisfied there has to be details put into place that in the end will 

result in satisfaction, and experience is a great way to get there. This is because it 

provides guidance, when it forces the organization to identify what details the sponsor 

want for the service to result in a great experience (Schmitt, 2003, pp.13). 

2.3.2 Managing an Experience 

According to Pine II and Gilmore (1998) there are five key experience-design principles, 

and these will be highlighted in the text. Theme the experience is a principle focusing 
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on making the customer know what is ahead of the visit. This means when the name of 

the event is heard, the customer instantly knows what to expect when they enter the 

establishment. An effective theme should be concise and compelling. When 

harmonizing the impressions with positive cues an organization delivers permanent 

impressions, which the customer takes away from the experience, and they fulfill the 

theme. Pine II and Gilmore (1998) state that for an organization to be able to make 

desirable impressions for customers, the organization have to develop certain cues 

verifying the type of nature the guest will receive. It is important for each cue to follow 

the theme and keep a consistency. It is the cues that make the impression, which 

eventually creates the experience in the customer’s mind. It is important to eliminate 

the negative cues to ensure the integrity to the customer, and anything distracting or 

diminishing the theme because it creates a more pleasant experience to the customer. 

Pine II and Gilmore (1998) argues that some customers will always buy a service 

because of the memories it creates for the customer, as a physical reminder of the 

experience. They further suggest that if an organization applies the three principles 

mentioned above the customer will desire and pay for memorabilia to help to 

remember the experience. The last principle, to engage all five senses, is a great way to 

get a more effective and memorable experience, and the more senses an experience 

engages the more effective the experience can be. (ibid).  

2.3.3 Experience Outcomes 

The customer experience is to service organizations a large part of the product, and 

therefore highly influential and powerful to the brand equity (Berry, 2000). Brand 

equity has both primary and secondary impacts, and the customer experience is a 

primary impact. If customer experience differs from what was advertised, customers 

will hold on to the perceived experience and not the advertisement. When the customer 

experience differs in a negative way from what was promised the experience will close 

the opportunity traditional marketing offers. Berry (2000) further explains that 

customer experience will shape the brand meaning, defined as the customer’s 

perceptions of the brand, which further on shapes the brand equity. This is important 

because brand equity can both take positive and negative forms (ibid). When the 

product is intangible, which is defined by Bebko (2000) as lack of physical attributes, the 

focus of the customer will be at the whole value process and the organization as an 

entity. This makes the service provider its own brand and the source of the experience 

will be the location of the brand formation (Berry, 2000). For services, this causes for 

the entire organization to be seen as the provider of a specific experience. Customers 

will then be aware of, and develop images, of the organization. Services will therefore be 

able to build strong brands by performing their service well through reaching their 

customers emotions and associating their brand correctly, and with trust (ibid).  

2.4 Theoretical Delimitations 

We will delimit this thesis with the Disconfirmation of Expectations Model in chapter 

2.3.1. The model is only described to give the reader a better understanding of the 

subject and not to be tested in the analysis. The Customer Exposure to Sponsorship 
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model in chapter 2.2.1 will be delimited by the steps concerning the sponsor, and not the 

event. This is because our research questions do not support these steps.  

2.5 Conceptual Framework 

Our conceptual framework will be used as a guideline when collecting our data. It will 

also be used to answer our purpose, and help the reader to understand which theories 

that are used to answer our different research question. The chosen theories are based 

on how to retain and engage existing customers. In addition we will address 

sponsorship association, as sponsors are important to sports club organizations. A 

model of this will be illustrated in the methodology chapter, along with the procedure of 

this thesis. 

Research Question 1: How can a sports club organizer create loyal sponsors through 

RM? To answer this question theoretically, we will adapt the theory, The Future 

Relationship Marketing Paradigm by Gummesson (1994), suggesting that the marketing 

mix should be viewed as contributing factors to relationships, network and interaction, 

instead of the opposite. We will also use the Three Retention Strategies theory by 

Lovelock et al. (2007) which explains how to create loyalty bonds, build in switching 

barriers and reduce customer churn, as ways to keep existing customers. 

Research Question 2: How can an association to a sports club affect a sponsor’s image? 

To be able to answer this question, we will apply the theory by Speed and Thompson 

(2000), Customer Exposure to Sponsorship. This model shows how the status of the 

event, personal liking for the event, and a sponsor-event fit affects the way sponsors are 

perceived. 

Research Question 3: How is it possible for a sports club to provide an experience, which 

will generate a feeling of satisfaction for the sponsor? This question will be theoretically 

answered by the theories of Pine II and Gilmore (1998), and these are The Four Realms 

of Experience, and Managing an Experience. The first theory shows how experiences can 

differ through four categories, entertaining, educational, escapist or esthetic. It further 

explains an experience to be achieved through a theme, harmonizing the impressions 

through positive cues, eliminate negative cues, memorabilia and engaging all senses. 
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3 METHODOLOGY 
This chapter will present our chosen methodological approaches, and the procedure 

applied in this study. There will also be a discussion of what problems that can occur using 

our methods.  

3.1 Research Approach 

The first decision we had to make was to decide how to conduct this scientific research.  

According to Thurén (1991, pp. 41) there are two different approaches, inductive and 

deductive, where deductive research means to take a logical conclusion based on logical 

connections, whereas inductive research is built on empirical data. However, according 

to Alvesson and Sköldberg (1994, pp. 41) there is a third approach, abduction which 

means to work on the supposition from the theoretical data, and that empirical data has 

been collected from a selected amount of sources to be able to make logical conclusions. 

This information is then generalized for situations and occasions similar to these (ibid), 

and this is what we intend to do. Besides the reason previously stated, we choose 

abduction as a scientific approach because our purpose is to gain a better understanding 

of our subject and not only to reject or verify theories. There are theories suiting our 

purpose, and from these we have formulated interview-guides, which have helped us to 

gain empirical information. This material has later on been analyzed towards the 

theories and we have been able to come up with a result through logical conclusions.  

The second decision we had to make was to decide whether to use a qualitative or 

quantitative approach. These two approaches use very different units to analyze, where 

quantitative uses numbers and qualitative uses words (Denscombe, 2000, pp. 206).  

Holme and Solvang (1997) states that a qualitative approach for the research is 

characterized by only a few sources of data collection, and to have the ability for plenty 

of information from those specific sources. This thesis focuses on an understanding of 

the selected area, which generated in how-questions. This made it important for us to be 

able to ask follow up questions and get more specific answers, perhaps even stories and 

interpretations. Given that this thesis tries to provide an overall picture of the reality in 

this area, a qualitative approach was necessary to make. A motive for us to perform a 

qualitative study was to gain a better understanding, and get depth into this research. 

3.1.1 Research Strategy 

The last step to consider before deciding on how to collect data was to choose research 

strategy, survey or case study. According to Denscombe (2000, pp. 12) a survey should 

show an overview, and create a snapshot of how things are at a specific time. A case 

study, on the other hand, is described to explain the general by observing the specific, 

and the importance lies on studying the details, and relationships and processes. 

Therefore, our choice, when deciding strategy, was a case study because we wanted to 

observe a natural environment, and be able to get depth to this research. We also 

wanted to be able to explain why certain things happen, and not what is happening. Our 

purpose also indicates that we needed to perform our study in detail and especially 

focus on relationships and processes. Denscombe (2000, p.43) states that positive 
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aspects about a case study is that it encourages the researcher to use many sources and 

methods, which is what we intended to do given that we adapted both interviews, 

questionnaires and other secondary sources.  

We asked the same questions to two different sports clubs and compared their answers 

to each other to draw our conclusions. However, we also had the intention to interview 

two other sponsoring companies, as we wanted both angles on our research problem. 

We wanted to interview persons with great knowledge about their organization to gain 

a better understanding in how these problems are perceived and solved. 

3.1.2 Sample Selection 

When writing this thesis we have had the opportunity to help Luleå Basket in their 

process to expand their business, by trying to create a stronger market value among 

sponsors. Luleå Basket’s belief to create a better service through offering an experience 

to their sponsors is what captured our interest. To be able to provide as great results as 

possible we have chosen a sample of four companies and organizations to interview. We 

chose to interview sports clubs in Sweden to gain a better perspective of how these 

organizations work to retain their sponsors, and if they could satisfy them by offering an 

experience. Sports clubs might use different ways to retain and cooperate with their 

sponsors and because of this we chose to use two different sports clubs. When selecting 

sports clubs we narrowed it down by studying organizations that recently has 

developed a new arena, or at the moment facing the challenge and through this develop 

a new way of performing an experience. Because of Luleå Baskets aim to expand we 

wanted different sport categories as our respondents, one in the same category as Luleå 

Basket, and one in a sport category with higher average attendants, and turnover. When 

choosing our respondents we proceeded from Luleå Basket’s desire for us to study 

Norrköping Dolphins, as they are building a new arena to be able to perform a better 

service. Our second sports club to study was our own choice. We chose Linköping 

Hockey Club because they have in a short period of time managed to increase their 

brand image through evolving to a large and successful sports club. 

However, given that our second research question; “How can an association to a sports 

club affect a sponsor’s image” also is significantly valid from the sponsors point of view, 

we wanted to interview sponsors as well.  It was also interesting to get the sponsors 

view in the first and third questions; “How can a sports club organizer create loyal 

sponsors through RM” and “How is it possible for a sports club to provide an experience, 

which will generate a feeling of satisfaction for the sponsor”. The sponsors of interest 

were sponsors not only contributing with money but also gaining something in return, 

such as strong relationships and great service. As the sponsors and sports clubs will not 

be compared to each other, there was no need for them to be linked together, and we 

could focus on sponsors of interest to Luleå Basket. The focus in this thesis will be on the 

sports clubs, but we want to be able to view a sponsor’s opinion as well. 
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3.2 Literature research 

When the research problem was defined, and the choice of research approach was 

decided it was time to start collecting data. There are many ways to perform the 

collection, and there are both primary and secondary data to consider. However, the 

first thing we did was to perform a literature research in the area to gain a better 

perspective of the theories involved. 

We read articles and books from different authors in our selected research area. To be 

sure our literature was relevant, and peer reviewed, the literature search was 

performed at the library of Luleå University of Technology.  The databases we used were 

mainly Emerald and Ebsco, both large databases for economic articles. When performing 

the search for articles we used keywords such as; sport sponsorship, relationship 

marketing, satisfaction and customer experience. However, what proved to be our 

greatest source for articles were the references from already read articles.  

3.3 Procedure  

When the theories were gathered we started our data collection, and this was in our 

study collected through both primary and secondary sources. Denscombe (2000, pp. 

101) states that triangulation is a strong tool when performing a case study, and a 

researcher can establish a much better result when performing different methods. It will 

provide a closer result to the truth for the researcher (op cit, p. 102). We chose to use 

primary resources as our main tool while performing both personal interviews and 

interviews through e-mail. A telephone interview was also a suggestion, but we wanted 

the ability to have the meeting face-to-face, and the opportunity to keep our respondents 

attention through the interview could be difficult with a phone call. However, the first 

contact with our respondents was through phone calls, because the chance of getting an 

answer early in the process felt higher than through e-mail. 

We focused on the theory to develop an interview guide suitable for this thesis, and 

secondly, made comparisons between the questions in the interview guide, the research 

problem, and the following research questions. The guide was designed as to open up 

with basic questions, and evolve into more complex questions categorized to the 

different theories, as can be seen in the Conceptual Framework in Figure 6. Before we 

sent the guide to our respondents, which was done three days ahead of the first 

interview, we had our questions checked with our instructor. The questions were then 

tested on a neutral person, working as graphic designer, who helped us get the 

questions understandable for someone who has not been involved in our work. The 

interview guides can be viewed in Appendix 2 and 3. 
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Figure 6: Interview Guideline 

This Figure shows the interview guide for this thesis. 

3.3.1 Face-to-face 

Interviews performed face-to-face is a great approach for researchers using a qualitative 

method, as it allows follow up questions and well defined answers from the respondent. 

There are different forms of interviews to use and one of them is a semi structured 

interview, which allows the respondent to explain his or her ideas. We wanted well 

defined answers and explanations, and therefore this was our choice. The interviews 

were carried out with open questions, because we wanted the respondent to have the 

ability to explain as much as he or she could. These reasons forced us to be more flexible 

during the interview because it could evolve into a different direction as the respondent 

chose to change direction from the original interview guide. However, we wanted to give 

the respondent this possibility given that our questions were of a complex nature, and 

we wanted to get the best answers possible. The use of personal interviews gave us the 

opportunity to clarify our questions through visual aids. We also believe the interviews 

were appreciated from both parts as our respondents happily shared information with 

us and helped us through our study. As we both took part in the interviews we could 

make sure no question or subject was left out, and it also prevented misunderstandings 

during the interviews. The interviews were printed onto the computer by both of us, 

directly after the interviews to make sure not to leave anything behind. To further help 

us in our study, the sports clubs also handed us information such as brochures.  
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3.3.2 E-mail 

The interview performed through e-mail was a choice from the respondent who could 

not find schedule time for neither face-to-face or a telephone interview. As this 

respondent has such a strong brand name and has reappearing sponsorships to different 

sports clubs we made the decision to perform the interview via e-mail. The respondent 

of our e-mail interview was assigned a more clarified interview guide, with an 

accompanying letter explaining the study. After our interview there has been a returning 

conversation between us and our e-mail respondent to be able to clarify some of the 

answers harder for us to comprehend, or questions the respondent felt were hard to 

understand. As soon as we received the answers, some follow up questions was sent to 

the respondent, and afterwards everything was written down.  

The respondent also got the opportunity to obtain our final thesis once it was finished, 

as well as the other respondents. We believe this opportunity raised the willingness to 

take part in our study. 

3.4 Methodology Problems 

Writing this thesis has been difficult in some aspects, and the first problem occurring 

was to delimit our thesis. Because our subject area was large and complex, it was hard to 

know what areas to exclude. Another problem we faced was when trying to find 

appropriate respondents. It turned out to be difficult knowing who to interview within 

the company, especially in the sponsoring companies. During this thesis we have made 

deliberate choices and these are summarized in the validity and reliability chapters 

below. 

3.4.1 Validity 

According to Thurén (1991, p. 22) validity means to research what you intend to 

research, and nothing else. To be sure our questions were in accordance with our 

research problem, they were commented by our supervisor, and we also had them 

tested on a neutral person. Even though our questions were in Swedish, we have made 

the translation as correct as possible. To make sure to get the best possible answers we 

contacted the most suitable person the company or organization could offer. It has 

mostly been marketing managers because they have most knowledge and insight in the 

processes and relationships with their sponsoring companies, or the sports club. They 

also, within the sports club, know what they offer their sponsor, and how they perform 

their activities to provide an experience. To decrease the risk of getting precipitous 

answers from the respondents, which has not been thought through, we sent the 

interview guide a few days ahead of the interview. By adapting more than one research 

method we were able to obtain different data’s in the subject. This makes it according to 

Denscombe (2000, pp. 101) possible to get a deeper understanding of the subject than if 

only using one method. Besides this, we have formulated our questions in a clear 

manner to avoid misunderstandings from the respondents. 



Lindvall and Persson 

 

3 METHODOLOGY 21 

3.4.2 Reliability 

The reliability illustrates how reliable the measurement is, and if it has been done 

correctly, which means it will generate the same result every time (Thurén, 1991, p.22). 

There is always an uncertainty in how correct these findings are, and if the collected 

data is correct. To prevent misunderstandings we have explained the purpose of this 

study to our respondents, for them to understand in what areas we perform this 

research. As we had the interview guides tested on a neutral person ahead of our 

interviews, we were able to ask questions easily understandable by our respondents. We 

have through our interviews stayed as neutral as possible to avoid influencing the 

respondent. It was also important to have all the interviews performed in a similar 

manner. Because of this, we have tried as far as possible not to ask the questions 

differently during each interview. To be sure nothing was left out, and misunderstood, 

we recorded the interviews. Besides this, we have also studied other essays with similar 

purpose and interview questions. 
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4 EMPIRICAL DATA 
In this chapter we will present the gathered data that has been collected through our 

interviews. The data will be presented in the order the interviews were performed.  The 

first part of each case will be a background of the organization or company, and it will be 

followed by the three concepts we have studied. 

4.1 Linköpings Hockey Club 

Linköpings Hockey Club (LHC) was founded on the 4th of August 1976, and has evolved 

from a small to a strong organization, with a turnover of 121, 1 million Swedish Kronor. 

Except from the organizational achievements, their sport success has increased 

significantly. They have played in the top league in Sweden, since 2001, and the last two 

seasons has ended with a second place in the play-offs (LHC, Annual Report, 2007). The 

organization has reached prosperity given that the games played by LHC in their arena, 

Cloetta Center, are now the largest meeting point for companies in the region. The 

sports club has over 1200 sponsors and works continuously to expose their sponsors in 

media, as Elitserien is one of the events in Swedish media getting the most attention 

(LHC, Marketing Report, 2007/2008).  

This interview was conducted with Fredrik Johnson who was marketing manager for ten 

years, but has recently become the sales manager of LHC, and work continuously with 

their sponsors. 

4.1.1 LHC’s Opinion on Relationships 

According to Mr. Johnson (2008) long term relationships are not always the best 

alternative for the organization, and of the 1200 sponsors there are only one percent in 

a long term relationship. As mentioned previously, LHC has grown quickly and this is 

one of the reasons they are choosing not to have many long term relationships with their 

sponsors. To have a few companies in a long term commitment is according to Mr.  

Johnson an advantage when the organization is in an upward going trend. This allows 

LHC to adjust their prices towards their sponsors. However, LHC would probably try to 

increase the amount of long term relationships if the sporting results had been less 

dissatisfying. The sponsors emotionally involved are often bound for a long period of 

time because they are the most important to the sports club. They are especially 

important during times when the sports club is not delivering satisfying results (Mr. 

Johnson). 

Even though the product is an extremely important part in the service, relationships has 

grown significantly and is now a strong reason for sponsors to stay in the cooperation. It 

is important to have continuity as a service provider, to keep the relationship at a 

satisfying level. To develop continuity, LHC tries to provide the same seller with the 

same sponsor, which creates a personal relationship, and the interaction increases 

(ibid). Mr. Johnson states that several sponsors have expressed the individual seller, and 

their relationship as a strong reason for sponsoring. The sporting event as a product is 

definitely a significant factor to satisfy their sponsors, but when the results are not 
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satisfying enough they need to do this differently. LHC want to provide their sponsors 

with benefits such as giving their sponsors information about the club before media, as 

in updates sent via e-mail with the latest news (ibid). 

In order to keep the sponsors loyal to LHC, Mr. Johnson explains the hard work to show 

them appreciation. LHC has understood the importance of remembering a sponsor after 

the season, and it could be something simple, as sending out a thank you, or happy 

Christmas card. The importance is for the sponsor to feel like a part of the sports club, 

and not just give money.  

Another benefit provided to the sponsor is to always do whatever it takes to find 

available seats in the arena when it is sold out. For larger sponsors, they occasionally 

charter a bus to away games, to do something extra for them. It is all built on the 

understanding that without the sponsors LHC would not exist and therefore loyal 

sponsors are of high importance. To keep these high standards LHC has always a 

positive and customer-oriented service performed at a high level. In the arena the 

objective for them is to get the sponsor to gain interest in the event, and therefore they 

work to engage the sponsor in the activity. This is done through informing the 

sponsoring companies prior to the game about the team to generate emotions and to 

engage the sponsors even further in the game (ibid). 

However, according to Mr. Johnson there will always be defections from sponsors, even 

though LHC work their hardest to maintain their relationships. He explains that the 

defection rarely depends on LHC or the relationship, but mostly because of lack of 

finance. If sponsors consider switching service provider, LHC has contracts to prevent 

the major sponsor’s from withdrawal.  

The sports club has also a service, named Webropol, which is a helping tool for 

performing an analysis on sponsors’ defection. It is a questionnaire that asks the 

sponsors how they perceived the service, food, and experience etcetera. According to 

Mr. Johnson the ability to create strong relationships increases the opportunity to raise 

the sales on souvenirs, food and seats in the arena. As the sport event is the region’s 

greatest business opportunity, the motto for LHC is:  

“…no one should not afford not to be there” (Mr. Johnson, 2008).  

4.1.2 LHC and Sponsorship Association 

According to Mr. Johnson there is an advantage for a company to be associated with LHC.  

Many companies strive to cooperate, and find a connection between their activity and 

LHC’s. This connection is then utilized as a marketing tool towards their customers, 

because LHC has such a strong brand. Studies in this area prove that a strong connection 

to LHC raises the credibility towards the sponsoring company, among LHC’s supporters, 

which might also raise the sponsorships (ibid).  

According to Mr. Johnson the probability to attract sponsorships are even greater when 

sponsoring companies have an interest for ice hockey. Furthermore, the ultimate 
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sponsor acts with both heart and brain, and negotiating with sponsoring companies will 

have better presumptions when the sponsor has a great interest in ice hockey. Mr. 

Johnson further explains that when there is a public interest for their event, the 

probability gets higher for sponsors to be perceived positively by the audience.  

However, a fit between an event and a sponsor is not important for a sponsor’s 

credibility. A factor raising the credibility for the sponsor is the status of LHC’s event. 

This is explained further as if LHC would play in the second largest league, Allsvenskan, 

instead of Elitserien there would not be the same status, neither in sports nor in the 

market. The exposure of LHC and their sponsors would be reduced, and the willingness 

for companies to sponsor would be lower. The status will definitely influence sponsors, 

especially those who are not emotionally involved. Given that LHC the last two seasons 

came on second place they have strengthen their brand. Mr. Johnson states there is a big 

difference between the top and the bottom, and:  

“…when you are at the top everyone wants to be associated with you” (Mr. Johnson, 2008).  

4.1.3 LHC as an Experience 

An important part of LHC’s work is to delight their sponsors, because they have a key 

role in the sports club (Mr. Johnson). A strong factor to get the sponsor’s delight is by 

playing positive ice hockey, and to maintain a constant, positive dialogue with the 

sponsoring companies. LHC sends out 50-60 e-mails per season to their sponsors 

regarding latest news about the game. Besides from this, the sports club also organizes 

get-togethers meetings with their sponsors, which includes listening to as well as 

playing ice hockey (ibid). 

Mr. Johnson explains another way to delight the sponsors, as in offering them an 

experience. An arrangement is nowadays more than the game, even though it is still the 

core product. Not everyone is interested in ice hockey and they are merely there 

because of the experience. LHC have the objective to provide an experience throughout 

the entire arrangement, which involves the game, music, noises, and action. To offer a 

greater experience to the major sponsors than a general visitor, LHC provides a business 

club, including 125 seats, which is a prime product towards the sponsors, where they 

can gather and perform different activities. The other sponsors are given a VIP card, 

which gives them the privilege to attend VIP bars. Besides from these opportunities, 

sponsors are also given the possibility to rent one of the 50 lounges, which has the 

purpose to strengthen the experience (ibid). 

According to Mr. Johnson satisfaction is raised through a positive experience, which 

often is generated when the sponsor is engaged in the event. Therefore, LHC activates 

their sponsors in the arena before, and during the game. The sponsors are given the 

opportunity to expose their company and product to the visitors in the foyer. This has 

become a success among the sponsoring companies because it provides the sponsors 

with a dynamic and positive environment to market their brand.  
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Another activity offered to major sponsors is the ability to be a game host. They are 

given a large lounge during the game, great opportunities for exposing the product in 

the newspaper, radio, on the jumbo throne, and advertisements on the seats in the 

arena. The game host also has the ability to arrange activities in the foyer, and on the ice. 

It is not an alternative for LHC to not engage the sponsor, and no one should be left at 

home unless they do not want to attend the game (ibid).  

To prevent from negative cues LHC sends out their tool, Webropol, a few times each 

season as an anonymous questionnaire to sponsors (Mr. Johnson). This solution has 

been great for LHC because it offers closeness and a possibility for praise and 

constructive, negative criticism. This communication is extra important towards the 

host, who they contact the next day to receive their opinion and find out if the 

experience was what they expected (ibid). 

Even though the game is the core product, which is impossible to control, there is a 

possibility to decrease the negative factors, by using their tool Webropol (Mr. Johnson). 

However, to increase the positive factors, LHC, work to create continuity towards the 

visitor and sponsor, and to give expectations on what is ahead. This involves anything 

from the flags outside, and the advertisements in the newspapers, to the outfit of the 

players, and the colors in the arena. A souvenir shop and the decorations in the arena, as 

well as a troubadour and restaurants, all follow a consistent theme (ibid).  

Given that ice hockey attracts attention from the media, LHC achieves free marketing 

which continue to expand the positive atmosphere, created in Cloetta Center. LHC wants 

their sponsors to remember them and to know that they are a part of the sports club. 

Therefore they remain in contact with them, and occasionally hand out souvenirs. When 

the sponsors attend the arena they should feel welcomed and know they have a magical 

evening ahead of them. The LHC experience should affect the sponsor continuously, 

from the food and beverage, to the music, the game, and the excitement that fills Cloetta 

Center. 

“…the work towards the sponsors is not fulfilled until the sponsor receives the same feeling 

of happiness as the player scoring the winning goal” (Mr. Johnson, 2008).  

4.2 Norrköping Dolphins 

Norrköpings Basketförening – Norrköping Dolphins (ND) – was founded in 1963, and 

has been in the Swedish top league, Basketligan, for 15 years (Svenska Basketligan, 

2008). The objective for ND is to deliver basketball on elite level to satisfy the need of 

entertainment among individuals, as well as for companies searching for conventional 

marketing methods (ND, Annual Report, 2006/2007). Even though being a relatively 

small organization, with a turnover of approximately 7, 3 million Swedish kronor, they 

have approximately 170 sponsors. ND is at the moment in a process of building a new 

arena, to increase the possibilities of the sports club to offer a better arrangement for 

the audience (Claes Egnell, personal communication, 2008).  
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The interview was performed with Claes Egnell, board member, Stefan Nilsson, 

marketing manager, and Bo Sundberg, club director, who all work continuously with 

sponsors, with the aim to expand the sports club. 

4.2.1 ND’s Opinion on Relationship  

According to Mr. Egnell (2008) ND mainly cooperates with sponsors in long term 

relationships, where only few partners disappear every year. This is a result from their 

view on the importance of relationships. Mr. Nilsson explains this further as attracting a 

sponsor to an event is basically 90 percent about the relationship a sports club has with 

their sponsor. This is especially true in the basketball industry, because it is not a large 

sport, and too few have seen and experienced the core product, a basketball game. 

Therefore ND has to reach their sponsors through different means. When ND has 

created a relationship with their sponsors, they work hard to maintain the cooperation 

to keep the sponsors loyal to their organization (Mr. Egnell and Mr. Nilsson). 

ND tries to be as informative as possible towards their sponsors when they meet on 

different occasions, and the aim is not to gain more money (Mr. Egnell). This has evolved 

into a lunch every other week where ND provides information about the team. Once a 

month they also offer a breakfast meeting, with the same aim as the lunch, to inform and 

show appreciation to the sponsor. ND also offers the sponsors activities not bound to the 

basketball and the sponsorship, for example, a full paid trip on the Baltic Sea, and golf. In 

the arena, the sponsors are given extra attention through VIP cards, given to provide the 

card holder with a privilege of free entrance and a seat, but also access to a VIP room. 

The VIP room is open one hour before, and after each game, and sandwiches and 

beverage are served along with information from ND’s coach (ibid). Besides previously 

named benefits, the sponsors have a separate entrance into the arena, to prevent from 

being stuck in ques. However, for most sponsors the important part of the sponsorship 

is what happens between the periods, when companies can meet and interact with each 

other (Mr. Sundberg)  

Mr. Sundberg explains the importance in creating a dialogue with their long term 

sponsors, to know what they are expecting and how to deliver it, but also to get 

information on why sponsors defect. The contracts with sponsors are basically one to 

five years long and they have no restrictions on how to fulfill the duties. If the 

withdrawal is because of lack of interest from the sponsoring company, ND works with a 

flexibility to keep that sponsor. This means that in every possible way, satisfy the 

sponsor’s need. As Norrköping is such a small town, every sponsor involved has a 

personal connection to the sports club, and this provides ND the possibility to come up 

with a solution that fit each specific sponsor. According to Mr. Egnell everything is built 

on trust and loyalty. They have worked continuously to maintain their cooperation’s and 

ND knows that: 

“…it takes a good relationship and personal networks to create that loyalty” (Mr. 

Sundberg, 2008).  
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4.2.2 ND and Sponsorship Association 

According to Mr. Sundberg a company is offered positive associations when they 

cooperate with ND. A company can be perceived positively by the audience if they are a 

well known sponsor, because the importance is not what they sponsor, but to sponsor. 

Furthermore, supporters who are emotionally attached to ND will react more positively 

towards companies sponsoring their sports club. Mr. Sundberg further explains that 

there is a positive association for companies sponsoring ND. Because this means that the 

companies sponsor youth and women, and Mr. Sundberg believes that to engage in 

youth and women gives a company an advantage and a positive image among the 

audience (ibid).  

According to Sundberg sponsoring companies enhances their brand, either through 

recognition or curiosity of the logotype, by being shown in relation with ND. Another 

factor affecting the sponsoring company’s brand is the sport results. Mr. Sundberg 

believes there is no necessity to offer privileges, such as VIP rooms, if the sporting 

results are dissatisfying, because then it will not matter. Bad results affect feelings in the 

VIP rooms and the relations get uncomfortable. However, as Mr. Sundberg explains, the 

results differ every year, and what is great one year does not necessarily mean a great 

result next year, and this is the fascination of being a sport sponsor.  

According to Nilsson the best opportunity for ND, and their sponsors is when the 

audience is devoted to the sport and the sports club, because then the results mean 

something in their heart as well as for the sponsoring company. A truly dedicated 

audience will have a favorable feeling towards sponsors of their sports club. However, a 

fit between the sports club and their sponsors is not a vital factor, instead the focus 

should be on satisfying the sponsor through previously stated means (Mr. Sundberg, Mr. 

Egnell and Mr. Nilsson).  

4.2.3 ND as an Experience 

Excitement of the game often results in satisfied or delighted sponsors, because the core 

product, the game, is rarely bad (Mr. Sundberg). To prevent from sponsor 

dissatisfaction, ND keeps an ongoing dialogue with their sponsors and tries to have a 

constant presence in their mind. This is very difficult, because they do not want to 

appear too much, and instead of showing appreciation to the sponsor, be a disturbance. 

However, engagement in a sponsor’s problem and to show understanding is generally 

the only effort needed to be done to yet again satisfy the sponsor (ibid).  

ND believes that their game is what takes to provide an experience to the sponsor, 

nevertheless, they are aware of the possibility to increase that experience. However, at 

the moment they focus on managing an additional experience to the sponsor, which 

takes place outside of the arena (Mr. Sundberg). This is done, for example, through 

taking the sponsors on a trip to watch international football, and wine tours. This has 

the purpose to offer something to the sponsors’ not interested in the sporting event, and 

this has according to Mr. Sundberg been highly appreciated among their sponsors.  
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Furthermore, when attending a game ND has cheerleaders and different activities to 

increase the feeling in the arena and get the sponsor more engaged in the event. They 

also offer activities for the game host, as in the opportunity to be shown in the 

newspaper, their company name exclaimed during the game, and a showcase to display 

their products and their company. Besides this, the game host also gets a separate 

section in the VIP room. However, in ND’s opinion the sponsors do not take advantage of 

these opportunities. Unfortunately, the sponsor’s interest in basketball decreases as the 

sporting results are dissatisfying. To prevent from dissatisfying sponsors, and to reduce 

factors within ND’s control, they make a customer research every other year on how 

seats, prices and the sports club are perceived by the sponsor (ibid).  

Satisfaction and delight often occurs when engaging a sponsor in an activity, whether it 

is inside the arena or outside (Mr. Sundberg). To increase the experience to their 

sponsors, ND creates a specific theme for certain events, and an example of this could be, 

to follow an Italian theme when playing against an Italian team. This strengthens the 

experience for their sponsor, who becomes satisfied with the event and the sports club. 

To strengthen the bonds between a sponsor and the sports club, ND constantly shows 

appreciation through happy Christmas cards, and sometimes they might frame a 

basketball shirt. However, a reminder is only as good as the experience, and therefore 

ND attempts to make the experience fulfilled. ND believes basketball catches the 

excitement of the sponsor. They are however also aware that a connection between a 

tasteful meal and watching a game can enhance the experience, which according to Mr. 

Sundberg is a reason for building a new arena. 

4.3 Ferruform 

Ferruform is an affiliate to Scania AB and a large manufacturer of chassis components. 

The company refines 250 tons of sheets every day and is a large manufacturer in 

Sweden. They have approximately 750 employees and a turnover exceeding one billion 

Swedish kronor, 2007 (John Sévä, personal communication, 2008).  Ferruform has a 

wide range of sponsorship agreements in Luleå, from the major elite sports clubs, for 

example Luleå Hockey, to minor sports clubs and junior athletes (ibid).  

This interview was conducted with John Sévä, who is head of information department at 

Ferruform and has regular contact with the sports clubs.  

4.3.1 Ferruform’s view on Relationships 

According to John Sévä (2008) the large sports clubs have marketing departments that 

keeps a continuous contact with their sponsors. For example, Luleå Hockey has 

breakfast meetings and other meetings and it is highly valued by Ferruform. During 

these meetings the sponsor’s get information from the sports club. Luleå Hockey strives 

to inform Ferruform before news reaches the media, and according to Mr. Sévä, 

invitation to their games comes directly from the sports club. This is especially true for 

elite sports clubs, who Ferruform believe are more professional and businesslike. To 

strengthen the relationship even further, there is an exchange of services. For example, 
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as Ferruform contribute with large amounts of money, the sports clubs contribute with 

team members. When Ferruform arranges events for their personnel, the sports club 

might for example offer their star players to write autographs, or arrange different 

activities. In a strong relationship the sponsor can expect a counter performance from 

the sports club (ibid). 

However, according to Mr. Sévä, it is not the relationship that attracts to visiting an 

event, but rather the arrangement. A great arrangement, such as ice hockey games, 

strongly attracts Ferruform’s employees, which generates high demand for tickets. 

Although it is important for the surrounding of a game to be well set, the real 

importance is a personal interest for the team, and for the team to generate satisfying 

results.  

“As a dedicated sponsor, you enjoy your team’s success” (Mr. Sévä, 2008).  

4.3.2 Ferruform and Sponsoring 

As there is a large interest in sports by Ferruform employees, it is also the main reason 

for sponsoring different sports clubs (Mr. Sévä). The company wants to reward their 

employees through offering them the opportunity to either watch a game, or for 

example, enjoy an evening in the lounge in Coop Arena, to watch ice hockey, and at the 

same time eat and drink. The sponsorship is mainly about goodwill, as Scania is 

Ferruform’s only customer, and therefore the objective is not to gain customers, but to 

strengthen their brand as a future employer. Because of the objective to reward their 

employees, activities highly regarded by them, such as sport and culture, are 

Ferruform’s foremost sponsor objects.  

However, this does not mean that the image of the event is not a significant factor when 

sponsoring an activity. Mr. Sévä states that Ferruform does not want to be associated 

with a sports club continuously creating headlines in the newspapers because of 

violence or doping. Instead they want to cooperate with sports clubs who have great 

track records. Both the size of the sponsorship, and the demand for tickets among their 

employees, shows that Luleå Hockey is their greatest objective of sponsorship. 

Dissatisfying results during a long period of time would not affect the sponsorship, but if 

it would result in a discussion of relegating the amount of money (ibid). 

Among clients, there is a great interest for tickets, and the possibility for Ferruform to 

take their clients to a game is positive and it affects the sponsorship (Mr. Sévä).  Success 

is another important factor influencing where to direct the sponsorship. Ferruform 

wants to be associated with success and they believe their achievements and 

developments are highly associated with an elite sports club.  

“We practice to become better and we search for a challenge, which makes it possible to 

associate our company with a sports club” (Mr. Sévä, 2008).  
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4.3.3 Ferruform’s Perceptions of an Experience 

Mr. Sévä explains their perceptions of an experience through describing the experience 

provided by Luleå Hockey. He states that a positive aspect of sponsoring Luleå Hockey 

has been their knowledge in taking care of sponsors. When getting the opportunity to be 

game host the treatment is superior. The host gets opportunities to arrange activities, 

such as contests between the periods, which create strong awareness to the visitors, 

because it increases the exposure of their company. The game host can be viewed by the 

visitors when they arrive at the arena, because the flag from Ferruform is placed outside 

the arena, and the exposure continues throughout the game with publicity in the breaks. 

They also get the opportunity to nominate the player of the game, which is positive 

because it engages the company and provides them with responsibility, and engagement 

increases the experience for them as sponsors.  

To watch a game inside the arena, and be a part of the event, is always better than 

watching the same game on television, because it lacks the experience that comes with 

the game. If it is possible to eat dinner at the same time, have a drink and socialize, it 

increases the experience and might even delight the sponsor. However, the most 

important part is for the sponsored teams to entertain and deliver satisfying results. If 

the team is successful it will attract visitors, as Mr. Sévä explains: 

“The sports club is important for our employees and us as a company” (Mr. Sévä, 2008). 

4.4 NCC 

NCC was founded in 1875, but it was then known as ‘Nya Asfalt’ (NCC, 2008). The name, 

NCC, was taken in 1988, when ABV and JCC, an acquisition between Nya Asfalt and 

Svenska Väg, merged to form NCC. The company is one of the leaders in the Nordic 

region in construction and property development, and has approximately 21 000 

employees. NCC engages in many sponsoring activities, such as sports, culture and 

children activities, because they see sponsorship as a win-win situation (ibid). 

Our interview was performed with Mats Eklund, who is head of the department in 

Norrbotten, and has great knowledge in their local sponsorships.  

4.4.1 NCC’s view on Relationships 

According to Mats Eklund (2008) their sponsorships are mainly long term 

commitments, started through either their own contacts or clients. Strong interactions 

and a well developed network are significant for a company, because many businesses 

opportunities are evolving through that. The sports clubs know that personal 

communication is important to keep their sponsor’s, and NCC always get personal 

invitations to games, and information from the marketing department of different sports 

clubs. A close relationship with a sports club helps providing an understanding of NCC’s 

activities, which strengthens the relationship even further (ibid). 
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4.4.2 NCC and Sponsoring 

Mr. Eklund explains the greatest factors of sponsoring to be shown, and to show that 

even though they are a large organization, they have a local anchoring. Furthermore, 

they always want the sports clubs valuations to be in accordance with their own, to 

increase their image, and to prevent from incorrectly presented messages. As a leader in 

their industry, NCC wants to be associated with successful teams surrounded by a strong 

attentiveness and attractiveness. The media attention given to the sport, club or event, 

will affect the penetration for NCC, and their sponsoring. 

Another consideration is their client’s interest for an event. As NCC considers sporting 

events as a great opportunity for developing a personal relationship with their clients, it 

is highly regarded by the company to sponsor organizations, and sports clubs that are 

interesting for their clients. On the other hand, a fit between a sports club and a sponsor 

is not necessary because a sponsor will have the ability to link its company to the sports 

club by their own.  

4.4.3 NCC’s Perception of an Experience 

According to Mr. Eklund a strong interest for the event increases the perceptions of the 

activity. A sports club will then have the possibility to increase the mere satisfaction, 

occurring through personal interest for the event, by offering the sponsor an activity 

that could result in the sponsor’s delight. NCC’s perceptions of the event have been 

higher when they are included in the event, and the best result has been shown when 

they are a part of the activity, as when offered the opportunity to be game host. Even 

though the excitement of a game is important, the strongest factors to create a 

memorable experience are an arrangement and a nice framing of the event. Those 

factors along with food and good entertainment are what shape the best sporting events 

(ibid).  

“The least important factor to me, attending a game is actually the result” (Mr. Eklund, 

2008). 
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5 ANALYSIS 
In this chapter we will describe how our empirical data have been analyzed towards our 

frame of reference. The analysis has been conducted in order for us to be able to fulfill our 

purpose, and to build a foundation to the following chapter, the conclusions. This chapter 

will be divided into three different parts where each part has a connection to its respective 

research question. Furthermore, all parts will be divided into sub-headings, each one 

named after the specific theory discussed to the relevant research question. 

5.1 Research Question 1 – Relationship Marketing 

According to all parties involved in the interviews, a long term commitment is the best 

way to secure the sports club from sponsor defection, if the results should differ from 

what was expected by the sports club. Even though LHC has only less than one percent 

of their sponsors in a long term relationship, they know the low percent is only 

temporary, and a result from an upward going trend. The answers from our respondents 

has a clear similarity to the statement made by Ravald and Grönroos (1996), that 

nowadays the importance is taking care of existing sponsors, before trying to reach new 

ones.  

5.1.1 The Future Relationship Marketing Paradigm 

Both LHC and ND state the importance of a relationship between sponsor and sports 

club for the sponsor to stay in the cooperation. ND even claims a relationship is more 

important than the product when attracting a sponsor to a game. However, all 

respondents clarify the product as a significant factor for the sponsor to start sponsoring 

in the first place. According to both sponsors the main reason to sponsor is because of 

the interest in the sport or the sports club. Furthermore, they state that when the 

relationship between them and the sports club is strong, and there are possibilities for 

them to exchange services, the relationship is highly valued. As a comparison to the 

Future Relationship Marketing Paradigm proposed by Gummesson (1994), the model is 

not completely accurate to our empirical data. As described by our respondents, both 

relationship marketing and the marketing mix are important factors of sponsorship, but 

no one of the concepts is more important than the other. Instead they provide the best 

result when applied together by the sports club to create and keep sponsors.   

5.1.2 Three Customer Retention Strategies 

According to both sports clubs, a satisfied, or delighted, sponsor is much more likely to 

become a loyal sponsor. LHC explained this as, delighting their sponsors is important, 

because they know loyal sponsors are significant for a sports club to survive. This is 

because they are the ones who will stay as sponsors even though the sports club 

generates bad results. Both LHC and ND work hard to create loyal sponsors, and they 

know that showing appreciations, and treating sponsors differently than other visitors, 

are strong tools. They are convinced that being informative to the sponsors is important, 

and this is proved to be true given both Ferruform and NCC have been positive to this 

kind of briefing.  
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The sports clubs also show appreciation through remembrance. By sending out a “thank 

you for this season” card, or “Happy Christmas” card they manage to keep a relationship 

throughout the year and not only during the season. This also creates emotional bonds, 

which increases the personal relationship between the sponsor and the sports club, and 

this could end up with a loyal sponsor. This way the sports clubs also show recognition 

to their sponsors, outside of the arena, where usually the reception of the sponsors is 

performed on a personal level. A sponsor who is engaged in the activity has a better 

perception of the event and therefore is a more delighted, and loyal sponsor according 

to LHC and ND.  

The importance of loyal sponsors and the practice of creating loyal sponsors adapted by 

these sports clubs, are in well accordance with the first strategy in the theory, Three 

Customer Retention Strategies, by Lovelock et al. (2007).  The sports clubs have the 

same assumptions as Lovelock et al. (2007) that satisfaction and value are factors 

creating loyal sponsors, and once they have located their loyal sponsors, play on their 

loyalty motives. As the sports clubs work continuously towards their sponsors to get 

them informed about, and engaged in the activity, they are also able to build emotional 

bonds for the sponsor towards the sports club. They also try to build other bonds 

towards the sponsor, both reward based and social. By maintaining their relationships 

to their sponsors through regular visits, get-togethers and phone calls, the sports clubs 

also manage to involve the last determinant of the theoretical model, which is structural 

bonds.  

A mutual view from LHC and ND is that sponsor defection is uncommon, and when it 

does happen it is mostly because of lack of finance in the sponsoring company. However, 

both sports clubs adapt contracts towards their sponsors to prevent from withdrawal. 

ND on a higher extent, because they have contracts from one to five years, in relation to 

LHC who had a very low percentage on contracts longer than one year. The sports clubs 

solution on how to prevent from sponsors defection is reflected in the second strategy in 

the theory by Lovelock et al (2007). The theory suggests two switching barriers, 

economic and psychological, and as both LHC and ND adapt contracts with their 

sponsors, they do apply economic switching barriers. Besides, both sports clubs spend 

great deals of time maintaining relationships with their sponsors, and this strengthens 

the personal aspect of the cooperation, and raises the second switching barrier, 

psychological. These are however the only barriers they apply, and this is good because 

it prevents a sponsor from feeling trapped in the relationship, which can end up with a 

negative effect. 

The last strategy explained by Lovelock et al. (2007) regards reducing churn drivers of 

sponsors. As both sports clubs apply some form of churn diagnostics, for example 

keeping an ongoing dialogue with their sponsors, even after the sponsor’s withdrawal, 

they have the ability to understand what went wrong. LHC has realized the significance 

of reducing churn drivers, and adapts a web tool to be able to understand their 

sponsor’s defection, and how they can improve their service. Both sports clubs also try 
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to deliver high quality service, and make the experience as comfortable as possible. 

Their arrangements to keep their sponsors are in accordance with the theory, and both 

organizations work continuously to maintain the relationship. 

5.1.3 Relationship Marketing Outcomes 

According to both LHC and ND the possibility to raise sales increases when the 

organization applies RM towards their sponsors. LHC has observed how their sales of 

souvenirs, food and seats have a significant connection to strong relationships between 

the sports club and their sponsors. Even though ND does not currently offer food in the 

arena to the same extent, they believe in a connection between food and an event, which 

is one of the reasons why they are building a new arena. The assumptions made by both 

sports clubs are in compliance with the cross selling theory explained by Dr Dagger. 

However, the sports clubs are not the only winners in these relationships. Ferruform 

expressed advantages evolving from their strong relationship with sports clubs. Besides 

better service, they have experienced benefits such as exchanges of services between 

them and the sports clubs. These exchanges can be well reflected by the sharing of skills 

explained by Farrelly and Quester (2003) in the theory.  

5.2 Research Question 2 – Sponsorship Associations 

According to LHC and ND an association with a sports club is great for companies, even 

though the advantages might differ. While LHC believes an association with their sports 

club provides a linkage to a strong brand name, ND claims that companies connected 

with them gives an advantage through creating a positive image, because they engage in 

women and youth. This opinion is shared by the sponsors who believe a creation of a 

good image is a benefit from associating a company to a sports club. These assumptions 

are in accordance with Jiffer and Roos (1999, pp. 57) who state that sponsoring is about 

creating a value through the events image. A strong association between the sports 

club’s brand and the sponsoring companies creates memories, which are then used in 

the sponsoring companies marketing. This is in compliance with Quester and Farrelly 

(1998), who explain sponsoring as an effective marketing tool, as it provide 

remembrance. In this case, the remembrance is a sport event and a company’s brand.      

5.2.1 Customer Exposure to Sponsorship 

NCC and Ferruform want their companies to be associated with success, and because of 

this they want to sponsor successful teams. NCC also states the importance of receiving 

high exposure, which is often possible when the teams and sports clubs are large and 

successful. LHC’s answer coincides with Ferruform and NCC regarding success, and to be 

in the top league in Sweden, attracts sponsors who want to be associated with success. 

Better result leads to better exposure, which generates greater revenues to the 

sponsors. The importance, according to ND, is not the objects of sponsorship, but to 

engage in sponsoring. Ferruform and NCC both explain the importance of the status of 

the event. This is especially true when their clients are visiting, and they have the ability 

to invite them to a game. The empirical data indicates strong similarities to the 

statements in the theory by Speed and Thomson (2000) and Stipp and Schiavone 
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(1996). Both theory and empirical data has shown a positive reaction towards a sponsor 

among individuals, because they have a high regard for the event. 

LHC and ND believe having an audience devoted to the sports club, and a personal 

interest for the game gives them better opportunities to obtain sponsors. When the 

audience enjoys the event, the brand exposure will have a better reception and be even 

greater. This suggestion corresponds to the opinions of Ferruform and NCC, who both 

see sporting events as a great opportunity to establish personal relationships with their 

clients different from the otherwise regular formal and businesslike meetings. Because 

of this, they choose to sponsor activities of more interest to their customers.  

The importance of a public interest, among the audience, for the sponsoring companies 

shows a great similarity to the theory by Speed and Thompson (2000). The theory states 

customers to the sponsoring company to be more receptive for the sponsoring message, 

when there is an interest in the event, and this benefits the sponsors. However, sponsors 

are not the only part gaining from personal liking. Both LHC and ND states personal 

liking by the sponsors to be a significant factor when closing a deal or manage 

unsatisfied sponsors.  

Companies sponsoring sport events do not often have a natural connection to the event, 

which according to all respondents is not a necessity. They also agree that the link 

between the sponsor and the sponsored event is not significant at all. These statements 

made by all respondents are not in accordance to the theory by Speed and Thompson 

(2000), and Stipp and Schiavone (1996) who state the importance with a fit between the 

sponsored event and the sponsor. Even though the natural connection between the 

sports club and sponsor is not important, there might be other ways to link a brand to a 

sports club. Therefore, it is more an attempt than a necessity from the sponsoring 

companies, to make the audience associate the sponsoring company to the sports club. 

This might for example be a successful company’s possibility to be associated with a 

successful team. Because, as Jobber (2007) stated, it is the sponsoring companies 

responsibility to manage the linkage between them and the sports club, and make sure 

the values and activities are in accordance with the sports club. 

5.3 Research Question 3 – Creating an Experience 

Both LHC and ND believe the key for a satisfied and delighted sponsor lies in a well 

played game, even though it is not the only part needed to be fulfilled. Both sports clubs 

keep a continuous dialogue with their sponsors to prevent dissatisfaction, and 

misunderstandings. To be able to provide the best possible outcome for the sponsor, 

they need the sponsor to be engaged in the activity. An engaged sponsor, who act with 

both heart and mind, is the best sponsor for LHC and ND, and this is why they try to 

educate and inform them. This shows a great similarity to Lovelock et al (2007, pp. 358), 

and Maat (2004) who explains the chance for a sponsor to perceive an entertaining and 

memorable experience to increase when a sponsor is engaged, and has knowledge in the 

activity.  
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5.3.1 The Four Realms of Experience 

The ability to offer the sponsor an experience when entering the arena is well developed 

in LHC. They work on the assumption that not every sponsor is interested in the sport, 

but may visit the event because of the experience. As mentioned above, they try to 

inform as much as possible, for the sponsor to feel an engagement in the activity. LHC’s 

sponsors are a part of the activity, because their presence and actions affects the activity 

for other visitors, even though they are not on the field and affect the result of the game.  

When giving the sponsors a chance to be a part of the event, by for example being able to 

expose their company in the foyer, the sponsors are even more active in the event. The 

opportunity for sponsors to, as game hosts, increase their activities, also raises the 

involvement for sponsors. When comparing this information with the Four Realms of 

Experience theory proposed by Pine II and Gilmore (1998), LHC positions themselves to 

the right in the participation axis, indicating active participation, and only a little below 

the middle in the vertical axis. This position generates a bit more immersion than 

absorption, which means the sponsor is in the field, but also indicates they are not a part 

of the game. This experience is close to the escapist, and the position is seen in Figure 7. 

ND on the other hand does not involve the sponsor to the same extent as LHC, even 

though they try to activate the sponsor through more knowledge in the subject. They 

apply several similar activities to the sponsor, but the sponsor involvement surrounding 

the game is not as high as for sponsors to LHC. When observing the position in the Four 

Realms of Experience model by Pine II and Gilmore (1998), the position is more to the 

left on the participation axis than sponsors to LHC, indicating a bit less active 

participation. They also position themselves above LHC in the vertical axis, which 

generates a position more on the grandstand than in the field. The position is in between 

the educational and the escapist realms. For the sponsor who is not a game host, the 

experience is more educational, while the game host will generate a position in the 

escapist field, because of the greater part in the activity on the field. The positions are 

shown in Figure 7.  

Both sponsors, Ferruform and NCC, appreciate the opportunity to be part of the activity, 

as for example being game host for the evening. The engagement it brings to the event, 

as well as a responsibility, increases the experience to the sponsoring company. The 

sponsors’ desire is therefore close to the escapist field in the Four Realm of Experience 

model, and their positions can be viewed below in Figure 7. 
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Figure 7: The Four Realms of Experience, including respondents 

This Figure shows the Four Realm of Experience model shown in chapter 2.3, but now with the sports 

clubs and sponsors position in it.  

5.3.2 Managing an Experience 

When creating an experience to the sponsor, the sports clubs have different ideas on 

how to deliver. It is a clear similarity between LHC’s performance of an experience and 

what the theory by Pine II and Gilmore (1998) suggests. LHC has a clear theme 

throughout the event, starting by instantly informing the sponsor what is ahead of them, 

as they are getting the invitation. The name of the event clearly reflects what the 

occasion is about, and this shows LHC’s ability to theme the experience.  

By observing the arena from the outside, when arriving to the event, it is possible to see 

the environment surrounding Cloetta Center to follow the same theme, for example the 

sports club’s flags. In the arena, the theme follows the visitor, as the interior design has 

the same colors as the team, and decorations illustrating players of the team, and other 

sporting related ornaments. A troubadour in the foyer generates an activity more than a 

sporting event and this is followed by restaurants and bars in Cloetta Center. These 

determinants are in accordance with Pine II and Gilmore’s theory to harmonize the 

impression with positive cues.  

Besides, to maintain the theme and prevent from negative cues possibly lowering the 

value of the experience, LHC applies questionnaires to their sponsors. The sports club 

has also a souvenir shop in the arena to be able to extend the experience for their 

visitors and sponsors. Purchasing a souvenir that follows the theme creates memorabilia 

which is the fourth principle made by Pine II and Gilmore.  



Lindvall and Persson 

 

5 ANALYSIS 38 

To raise the experience even further, LHC tries to engage the sponsor to the greatest 

extent, and this involves providing a nice dinner, excitability, music, and an entertaining 

game to watch. The theory suggests engaging all five senses of the sponsors to deliver 

the best experience, and LHC has strong similarities to this principle as well. The only 

sense lacking is the smell, and possibly the physical part of touch.  

ND, though, does not entirely follow a theme in the same aspect as LHC, and the 

suggested theory. The experience is themed through advertisement and invitations to 

games, and they have positive cues enhancing the experience, but not to the same extent. 

However, they are in the middle of developing a new arena, and the outcome is expected 

to be different from what is offered now.  

At the moment, ND focuses on giving the sponsor an experience outside of the arena, as 

in offering the sponsor a possibility to take part in trips. However, to eliminate the 

negative cues in the arena, ND keeps an ongoing dialogue with their sponsors, to prevent 

from misunderstandings. The sponsor, as well as the regular visitor, is then offered the 

possibility to purchase a souvenir to extend the experience, which is in accordance with 

principle number four in the Four Realm of Experience theory proposed by Pine II and 

Gilmore (1998).  

Even though ND has realized the significance of involving the sponsor as much as 

possible, the current arena does not ease the process. The sports club is well aware of 

the connection between food and beverage, and watching a game, and that is a reason to 

develop a new arena. The new arena will be able to provide the sponsor with an 

experience engaging at least four of the five senses, as they will be able to eat, watch a 

game, feel excitement and listen to music etcetera. 

When Ferruform enters an arena the attraction is the game, even though a great 

arrangement and engaging the sponsor provides an even better experience. NCC on the 

other hand has another point of view which is, what attracts to visit the event are the 

arrangement and experience, and not the game. These opinions have a strong 

connection to the theory suggested by Pine II and Gilmore (1998), because even though 

the game might be what attracts in the first place, the arrangement around the game is 

what makes the experience superior. Furthermore, it is the factor that could generate 

not only a satisfied sponsor, but also a delighted one. 
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6 CONCLUSION AND DISCUSSION 
In this chapter we will present our conclusions based on the purpose of this thesis, and the 

conclusions are a result from our interpretation of the collected data. We will then bring 

this chapter to an end with a discussion, and suggestions on further research in these 

concepts. 

6.1 Conclusion 

The purpose of our thesis was to “address the importance of RM for sports club 

organizations to create a positive experience for their sponsors. As sponsors are highly 

important to sports club organizations we found it essential to also study what an 

association to a sports club can do to the sponsor’s image”. To be able to achieve this 

purpose we stated three research questions, and our conclusions and findings to these 

questions will be presented below.  

6.1.1How can a sports club organizer create loyal sponsors through RM? 

In the theory chapter this was explained by two different models. These models were 

The Future Relationship Marketing Paradigm and Three Customer Retention Strategies. 

They have been tested against our empirical data, collected from interviews. The 

respondents had similar opinions, and our results from the data indicate RM to be a 

rising marketing tool. Even if it does not exceed the importance of the original marketing 

mix, as was proposed in The Future Relationship Marketing Paradigm, it is just as 

significant for the sports clubs to apply on their sponsors. An important factor for sports 

clubs to consider when obtaining loyal sponsors, is to, through providing a service, 

create value such as personal relationships and appreciation to the sponsor. Our 

respondents’ answers are in well accordance with the theory, and they do as well as the 

theory suggests, believe that a sponsor engaged in the activity will perceive a better 

service. Other determinants for a sports club to consider when retaining sponsors are 

contractual arrangements, as well as a good follow up on consisting sponsors and 

sponsors that has defected. The Three Customer Retention Strategies model as an entity 

was proved to be true, by our interpretations.  

We believe RM is a marketing tool that is increasing its importance among sports clubs 

and their sponsors. This is because a customer’s perceptions of a good service are 

reflected in the personal relationship with the service provider. When a sports club 

continuously maintains and develops the existing relationship with a sponsor, it has 

been shown to create loyal sponsors.  

6.1.2 How can an association to a sports club affect a sponsor’s image? 

To this research, we merely used a theory named Customer Exposure to Sponsorship, 

which we later delimited to three factors instead of six because the last three factors 

were irrelevant for the purpose of our thesis. The empirical data proved great 

importance of an association between the sponsoring company and the sports club. The 

status of the sporting event was a significant factor for sponsoring companies when 

selecting sponsorship objects. This is an outcome from wanting to be associated with 
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successful sports clubs that may generate a broad liking among the audience. Even an 

interest among the sponsoring company’s customers was proved to be a strong factor, 

because it would raise the interest for the sponsoring company among the audience. 

However, the last determinant in the model, a sponsor-event fit, was not significant to 

either sports clubs or sponsors, and therefore that determinant is rejected. 

As sponsoring is getting more powerful as an approach for companies to reach their 

customers, the way of being associated with a sports club has a significant importance. 

Our study has shown that sponsors improves their image by associating themselves to 

sports clubs which their customers has an interest for, as well as a respected sports club, 

which receives a lot of attention.  

6.1.3 How is it possible for a sports club to provide an experience, which will generate a 

feeling of satisfaction for the sponsor? 

This theory was based on The Four Realms of Experience model, and The Five Key 

Experience-Design Principles. Our sports club respondents of this study were, based on 

the information we got, plotted in the Four Realms of Experience model, along with the 

sponsors. The result showed that sponsors want an experience close to the escapist, 

which means active participation in the event.  It also showed that both sports clubs had 

knowledge in how to provide an experience close to the desire of the sponsors. The 

empirical data also provided us with information on the importance to theme the 

experience for the sponsor. One sports club respondent themes their experience to 

almost maximum extent with positive cues, remembrance, and engagement, and limits 

any negative cue that may arise during the service, which verifies the theory. The other 

sports club, on the other hand, has not managed to get as far as the first sports club, but 

realizes the importance and strives to achieve that. The sponsors have emphasized a 

pleasant arrangement, to expand the experience, and the positive perception of the 

event. 

We have found that an experience, created along with the service, has the ability to 

increase the sponsor’s perception of the service. To provide the best possible 

experience, the service provider should engage their sponsor in the activity, and let 

them be a part of the product they are purchasing. We further believe that the perceived 

experience increases when the environment surrounding the service is themed in 

accordance to the experience.  

6.1.4 Discussion 

We have in this study found a strong connection between RM, sponsoring and customer 

experience. The concepts RM and Customer Experience have proven to be important 

factors when creating loyal and satisfied sponsors. We believe sports clubs has to work 

continuously to increase their image, but also their status, to attract sponsors as 

customers. However, even though the possibilities for appropriate associations is what 

attracts in the beginning when deciding to sponsor, the relationship and the experience 

is what makes the sponsors loyal to the sports club. To conclude, sponsoring today is not 
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only about the received exposure, as in advertising signs, but also to establish a strong 

relationship, be a part of the event, and to gain something in return. 

6.2 Future Research 

Within the relationship marketing area, there were not a lot of information to gain from 

the literature research, and we believe this is a result from being such a new concept in 

the market. As all of our results has intended, relationships are significant when doing 

business, and therefore we find it essential for continuing studies in this area. Areas of 

interest to us are for example: 

 RM applied on customers rather than sponsors 

 RM as a creator of cross selling 

Sponsorship is not as new concept as RM, and there were plenty of information to gain 

in the subject. It is however far more to learn, and we recommend further studies in this 

area to understand the possibilities that arise from this powerful marketing tool is. A 

few things we came across and found interesting are for example: 

 The audience perception of the sponsor and how it affects the sponsorship 

response 

 A sponsoring company’s brand equity’s influence on a sports club 

How to create an experience is certainly in the beginning process of the development on 

how to best perform a service, and gain delighted customers.  Because of the possibility 

to improve a service by engaging the sponsor or customer we insist on further research. 

This concept is new and the area of future research that we suggest would therefore be 

wide, but we have come up with two specific examples that took our interest: 

 Customer experience’s impact on brand equity 

 Creating an experience to the customer, rather than sponsor 
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APPENDIX 1: Intervju guide till Sport klubbar 
Här kommer en intervju guide som vi hade planerat att följa på mötet med Er. Eventuella 

följdfrågor kan komma på redan existerande frågor och vi har inga problem med att dra 

oss ifrån guiden lite om det lämpar sig bättre så.  

1. Vad heter du? 

2. Vad är din position i organisationen/ föreningen? 

3. Vad är den viktigaste faktorn för dig när du besöker ett sport evenemang? 

Relations relaterade frågor 

4. Hur långvariga relationer har ni med era sponsorer? 

5. Hur stor betydelse tror du att relationen mellan er som sportklubb och 

sponsorerna har jämfört med produkten ni erbjuder, för att få sponsorer att 

medverka vid evenemang? 

6. Hur stor betydelse tror du att relationen mellan er som sportklubb och 

sponsorerna har jämfört med produkten ni erbjuder, för att få sponsorer att 

känna sig nöjda med sin sponsring? 

Enligt teorin skapas lojalitet med sponsorn på olika sätt, därav har vi följande frågor 

till Er: 

7. Hur visar ni sponsorer uppskattning? 

8. På vilket sätt få de speciell behandling? 

9. Hur får ni sponsorn engagerad i aktiviteten? 

Sponsrings relaterade frågor 

10. Hur bemöter ni sponsorn? 

11. Vilka överenskommelser finns det som förhindrar sponsorn från att byta från er 

till en annan sportklubb? 

12. Hur följer ni upp analysen om orsaker till varför sponsorer hoppar av? 

13. Hur har er försäljning bland sponsorer ökat (mat., öl, souvenirer, platser) när ni 

använder er av relationsmarknadsföring mot sponsorer? 

14. Vilket värde erbjuds sponsorn genom att bli sammankopplad med er? 

15. Vilken sammankoppling tror du att besökarna gör mellan sponsorn och 

sportevenemanget? 

16. Hur tror du att statusen på evenemanget påverkar sponsringen och varför?  Hur 

påverkas er sponsring av lagets resultat? 

17. Tror ni att sponsringen påverkas av att era kunder har ett stort intresse för 

sporten? 

18. Hur viktigt är det att det finns en naturlig koppling mellan det sponsrande 

företaget och evenemanget? 

Upplevelse relaterade frågor 

19. Hur gör ni för att hålla era sponsorer nöjda? 

20. Hur hanterar ni missnöjda sponsorer? 

21. Hur försöker ni skapa en upplevelse för besökande sponsorer? 

22. Hur aktiva är era besökande sponsorer under evenemanget? (Hur får de känna 

sig som en del av evenemanget?) 
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23. Upplever ni att era besökande sponsorer får delta på håll eller på fältet? 

(Kommer de till matchen? Ser match på tv?) 

24. Hur samlar ni in feedback från era sponsorer om hur ni kan förbättra deras 

upplevelse? 

25. Hur skapar ni ett tema för att förmedla en upplevelse till sponsorn? (T. ex 

förmedlar ni budskapet och upplevelsen via evenemangstiteln?) 

26. Hur skapar ni positiva signaler för att förmedla en känsla till sponsorn? (Hur 

jobbar ni för att få ett enhetligt tema genom hela aktiviteten så att utfallet 

sammanfaller med förväntningarna?) 

27. Eliminerar ni faktorer som jobbar emot temat?  

28. Vad gör ni för att sponsorn ska komma ihåg er efter aktiviteten? 

29. Hur försöker ni engagera sponsorernas alla fem sinnen i upplevelsen? 
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APPENDIX 3: Intervju guide till Sponsorer 

Här kommer en intervju guide som vi hade planerat att följa på mötet med Er. Eventuella 

följdfrågor kan komma på redan existerande frågor och vi har inga problem med att dra 

oss ifrån guiden lite om det lämpar sig bättre så. 

1. Vad heter du? 

2. Vad är din position i företaget? 

3. Vad är den viktigaste faktorn för dig när du besöker ett sport evenemang? 

Sponsrings relaterade frågor 

4. Vilka specifika aktiviteter önskar du ha som besökande sponsor? 

5. Varför sponsrar ni/Vad är era mål med sponsringen? 

6. Fördelar och nackdelar med den sponsringen ni gör? 

7. Inom vilka kategorier kan besökare se er sponsring? 

8. Vilken betydelse har sportklubbens image för ert val av sportklubb? 

9. Vilka kopplingar tror du att dina kunder gör mellan ert företag och den 

sponsrade aktiviteten? 

10. Hur påverkar statusen av sportevenemanget effekterna av er sponsring? (Har 

någon idrott/något lag större status än andra, varför?) 

11. Hur påverkas effekterna av er sponsring av att era kunder har ett stort intresse 

för sportevenemanget? 

12. Hur viktigt är det att det finns en naturlig koppling mellan er som sponsrande 

företag och sportevenemanget? 

Relations relaterade frågor 

13. Vad för slags relation har ditt företag med sportklubben som ordnar 

evenemanget/n? 

14. Hur fick ni som sponsor höra talas om det senaste evenemanget du besökte? Hur 

var den informationen utformad? 

15. Vad i informationen var det som fick er att besöka evenemanget? 

16. Vilka förväntningar hade du på evenemanget? 

17. Hur uppfylldes dina förväntningar? 

18. Hur upplever du att er sponsring bidrar till att förbättra och stärka relationer 

mellan er och den sponsrade sport klubben? 

19. Vilka är era största samarbetspartners inom sportverksamheten, och varför? 

Upplevelse relaterade frågor 

20. Hur skulle det vara möjligt att erbjuda/förmedla ett bättre sportevenemang 

genom att skapa en upplevelse?  

21. Hur aktiva skulle ni som sponsorer vilja vara under evenemanget? (Genom att 

vara en del av evenemanget). 

22. Hur skulle ni som sponsorer vilja delta i evenemanget, på håll eller på fältet? (Hur 

viktigt är det att vara på plats gentemot att titta på tv?) 


