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ABSTRACT 
 
Today, as the business climate is getting tougher it has become even more important for 
companies to reach out and affect their target group. Companies have to be creative when 
communicating their messages; the media clutter is getting more difficult to penetrate which 
results in that the promotion strategy needs to be well-reasoned in order to be effective. Sport 
sponsorship has evolved from once being a charity to now turning into a strategic tool to 
reach the promotion objectives. This thesis purpose is to gain a deeper understanding of how 
sport sponsorship is used as a promotion tool. In order to reach the purpose I have stated two 
research questions; how can the objectives for sport sponsorship as perceived by the 
sponsoring company be described, and how can a company’s process and criteria used for 
sport sponsorship selection be described. In order to answer the research questions a case 
study has been conducted, the company studied is the Swedish commercial bank; 
FöreningsSparbanken. The findings from the case indicate that the main objectives for sport 
sponsorship are reaching out to the target group and enhancing the corporate image. When it 
comes to the process and criteria used for sport sponsorship selection, the findings point to a 
very well defined selection process with a well-developed follow up procedure. The criteria 
when selecting an appropriate sponsorship object are that there needs to be a match between 
the chosen sponsorship and the target group, together with the criterion that the sponsorship 
agreement must offer spin-off promotion opportunities. 
   
  



SAMMANFATTNING 
 
Ett hårdare affärsklimat har bidragit till att företag idag måste lägga större vikt vid att nå ut 
och påverka sin målgrupp. Företag måste vara kreativa vid kommuniceringen av budskap 
eftersom mediebruset blir svårare och svårare att tränga igenom. Detta innebär att 
marknadsföringsstrategin måste vara välgenomtänkt för att kunna uppnå effektivitet. 
Sponsringen av sport har utvecklats från att ha varit en välgörenhet till att ha blivit ett 
strategiskt verktyg för att nå uppsatta marknadsföringsmål. Denna uppsats syfte är att erhålla 
en ökad förståelse för hur sponsring används som marknadsföringsverktyg. För att nå syftet 
har två forskningsfrågor utformats; hur kan målen för sponsring ur företagets synvinkel 
beskrivas samt hur företagens process och kriterier vid valet av sponsringsobjekt kan 
beskrivas. För att kunna svara på forskningsfrågorna har en fallstudie genomförts, företaget 
som har studerats är FöreningsSparbanken. Iakttagelserna från fallstudien tillsammans med 
tidigare undersökningar tyder på att huvudmålen för sponsring är att nå ut och påverka 
målgruppen samt att öka företagets image. När det gäller processen och kriterierna vid valet 
av sponsringsobjekt hade det studerade företaget en väldefinierad urvalsstrategi samt en 
välutvecklad utvärderingsmodell. Faktumet att det bör finnas en överensstämmelse mellan 
sponsorobjektet och målgruppen är enligt denna studie det viktigaste kriteriet, tillsammans 
med att sponsringsavtalet måste kunna erbjuda företaget aktiviteter i anknytning till själva 
sponsringstillfället .  
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1 INTRODUCTION 
In this first chapter, a background to the research area is presented, followed by a discussion 
concerning the implementation of sponsorship and event marketing. Thereafter follows the 
statement of the research purpose as well as the research questions of this thesis.  
 

1.1 Background 
Today, as the business environment is getting tougher and tougher it has become crucial for 
companies to be visible in order to stay in business. Keen competition is making the need for 
sticking out from competitors and reaching out to prospects more important than ever before 
(Albertsson & Lundqvist, 1997).  
 
According to Wells, Burnett and Moriarty (2003) marketing is the process a business use to 
satisfy consumer needs and wants through goods and services. The tools available in 
marketing, which is also called the four P’s, include: the product, its price, the means used to 
deliver the product; the place, and finally the method for communication; the promotion 
(Jobber, 2001). Promotion, also referred to as marketing communication, is the tool marketers 
use in order to reach out and affect their intended market (ibid.). Wells et al use the term 
marketing communication which consist of several related communication techniques 
including advertising, sales promotion, public relation, and personal selling. Companies are 
constantly seeking for new ways to convey their messages to people. One of these promotion 
tools is sponsorship, which nowadays is a frequently occurring feature in companies’ 
promotion strategy (Grönkvist, 2000).      
 

1.1.1 Sponsorship 
Opinions differ when it comes to defining what sponsorship is, a reason for this might be that 
sponsorship often is confused with other events, such as charity and endorsement. Jefkins and 
Yadin (2000, p.153) define sponsorship as: “the giving of monetary or other support to a 
beneficiary in order to make its activities financially viable, sometimes for altruistic reasons, 
but usually to gain some advertising, public relations or marketing advantage”. This is the 
definition of sponsorship that will be adopted throughout this thesis.  
 
Cornwell (1995) reports that sponsorship relates back to the ancient Greece and Rome where 
the wealthy in society supported athletics with the purpose to boost social standing. Jiffer and 
Roos (1999) point out that it was not until the 1970s that the sponsors began to think of 
getting something in return. The phenomenon of sponsorship has broadened substantially 
since the 1970s and is no longer the relatively limited set of activities that it was back then 
(Olkkonen, Tikkanen & Alajoutsijärvi, 2000). Because of today’s development within 
marketing, it is practically impossible to find a public event that is not sponsored in one way 
or another (Dolphin, 2003).  
 
Olkkonen et al (2000) highlight the fact that sponsorship has become an increasingly popular 
medium of corporate communication, especially among companies in the consumer market 
but also in business-to-business. Sponsorship today is a well-integrated part of companies’ 
marketing strategy and it is no longer a question of charity, but a case of give and take, in 
order to benefit both parties (Jiffer & Roos, 1999).  
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1.1.2 Event Marketing  
Behrer and Larsson (1998) point out that the concept of event marketing first was recognized 
during the Olympic Games in Los Angeles in 1984, where the organizers took the initiative to 
offer the sponsoring companies the possibility to utilize the traditional sponsorship even 
further. A draft agreement was developed, which pinpointed the exposure the sponsor would 
obtain in proportion to how much money that was involved. The agreement also governed to 
what extend the sponsor could use the event in their own marketing strategy. In order to mark 
out the difference between the traditional sponsoring and this new, more developed 
collaboration, the concept of event marketing was founded. The impact of event marketing 
was huge foremost because of the fact that the primary sponsor Fuji, which at that time was 
relatively unknown, succeeded in breaking Kodak’s domination of the market (ibid.).  
 
When understanding that traditional sponsorship is the foundation of event marketing, it is 
common to believe that it is the same thing, but that event marketing is a more evolved 
version of traditional sponsoring. Larsson and Behrer point out that it is important to separate 
the concepts. The theoretical difference between event marketing and traditional sponsoring is 
that event marketing uses an event as an integrated communication both within as well as 
outside the event, while sponsoring is about buying exposure at an event. It is also important 
to understand that traditional sponsoring is an agreement between two parties, whereas that 
does not have to be the case with event marketing (ibid.). In order for event marketing to be 
successful, it has to be founded on good ideas which have a purpose, and function via an 
event with clear commercial goals (Grönkvist, 2000).   
    

1.2 Problem Discussion 
Sport is increasingly being recognized as having the potential to make a significant 
contribution to contemporary society (Emery, 2002). Not only via the long established 
benefits associated with healthy living, but also sport’s contribution to the social, cultural and 
economic character of a region and a country. Cities from all around the world are 
increasingly choosing sport and the recent phenomena of hosting high profile sports events in 
order to achieve corporate objectives (ibid.). Shank (1999) points out that the huge interest in 
sports has resulted in that the media coverage around it has developed into a giant industry for 
the advertisers. Today, companies have learned how to make use of the goodwill surrounding 
sports and athletes, and the most common way for a company to attain this is by using sport 
sponsorship as a part of the promotion mix (Grönkvist, 2000). 
 
Mullin, Hardy and Sutton (2000) state that by marketing through sport, the sponsor company 
reaches its target group through their lifestyles. This is very important to point out since the 
sponsoring company’s message will be seen in a positive environment. Corporate marketing 
executives of both large and small companies have found that linking their messages to 
leisure pursuits conveys these messages immediately and credibly (ibid.).  
 
Sport sponsorship has become a well-integrated part of companies’ promotion mix, which 
have resulted in many sponsors, which in turn end up in a clutter of sponsors (Behrer & 
Larsson, (1998). Shank (1999) agrees and further claims that sponsorship marketing is 
reaching its saturation point; consumers are paying less attention to sport sponsorships as they 
become more of a rule than an exception. Companies have therefore been fighting the clutter 
of sponsoring mainstream sports by exploring new sponsorship opportunities, and by 
becoming more creative with existing sponsorship opportunities (ibid.).   
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Shank (1999) claims that a wide variety of companies are realizing that sport sponsorship are 
a valuable promotion tool in order to reach new markets and to retain an existing customer 
base. Grönkvist (2000) claims that sport sponsorships have two qualities which are unique 
compared to other promotion activities. The first is association, which means that the 
sponsored athlete’s or team’s image falls back on the sponsoring company. The other quality 
is that sport sponsorship has a simultaneous capacity, in other words; sport sponsorship can 
reach different objectives in different target groups at the same time (ibid.). 
 
McCook, Turco & Riley (1997) assert that the shift in advertising from traditional mediums to 
sport sponsorship has made it necessary to develop a sponsorship evaluation process in order 
for companies to make good investments. McCook et al (1997) further claim that increasing 
market competition and rising costs of traditional advertising mediums have resulted in a 
boost for sport sponsorship. As the popularity of sport sponsorship has increased, so have the 
number of sponsorship proposals. The importance of companies’ objectives for sport 
sponsorship is an issue that has fascinated researchers, they bring up many different 
objectives, which results in that there are no clear community within the issue of sport 
sponsorship objectives. Many researchers of sports marketing, among them, Pope (1998a) and 
Shank (1999), would like to see more research within the issue of sports marketing. 
 

1.3 Purpose 
Motivated by the discussion above, the purpose of this thesis is:  
 
To gain a deeper understanding of how sports sponsorship is used as a promotion tool.  
 
I have outlined two research questions which will reflect the focus intended in this study.  
 
The research questions are: 
 

• How can the objectives for sport sponsorship as perceived by the sponsoring 
company be described? 

 
• How can a company’s process and criteria used for sport sponsorship selection be 

described? 
 

1.4 Demarcations 
There are many issues related to this research purpose, but this thesis will focus on certain 
aspects and a complete picture will therefore not be provided. Due to time limitations this 
study will be focused on research from the company’s perspective and not from the sports 
entity’s perspective. I have therefore limited the research to view the above stated research 
questions from the perspective of one Swedish company which is engaged in sport 
sponsorship. 
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2 LITERATURE REVIEW 
The previous chapter gave an introduction to the research area and brought up issues 
relevant to the topic of sport sponsorship. At the end of chapter one, the purpose of the 
research was stated, along with two research questions. In this chapter, literature relevant to 
the research area and each of the research questions will be reviewed and a theoretical frame 
of reference, to the data collection will be presented.  
 

2.1 Sport Sponsorship objectives 
Even though sport sponsorship dates back to the ancient Rome, when Roman patriarchs 
sponsored gladiator games (Shannon, 1999), companies today seem to pursue only a limited 
range of objectives for it (Farrelly, Quester & Burton, 1997). Farrelly et al further argue that 
many sponsorship agreements appear to be entered into without any clear objectives in mind, 
and as little was known about sport sponsorship, the objectives set are often inappropriate or 
deficient. McDonald (1991, p.31) states: “There are no doubt still some companies which go 
into sponsorship with no more than a vague feeling that they ought do something charitable, 
or because there are opportunities for corporate entertaining, or because the cause is dear to 
the chairman, and which look no further for proof of effectiveness than a high profile 
recognition in the media”. Even though the statement was made more than ten years ago, the 
problem seems to be an urgent issue even during the twenty-first century. 
 
Meenaghan and Shipley (1999) assert that commercial sponsorship is one of the most rapidly 
growing sectors of marketing communications activities, and that it is highly prized for its 
ability to achieve particular communications effects with selected audiences. Farrelly et al 
(1997) assert that sport sponsorship and advertising differ in many aspects, including 
objectives and evaluation techniques. The authors further claim that sponsorship has unique 
characteristics that demand recognition and understanding before it can be purposefully 
integrated into the marketing function. The closer the sponsorship is to the marketing 
function, the more detailed and realistic the objectives become. A study has been conducted in 
order to find out what sponsors were looking for in future sponsorship projects; 89 percent 
declared that brand or corporate image was the most important factor in sponsorships (ibid.). 
 
Verity (2002) claims that corporate-related objectives and product/brand-related objectives 
are within the potential of sponsorship communication programmes. According to Verity 
(2002) the objectives are those included in Table 2:1. 
 
Table 2:1. Corporate-related objectives and product/brand-related objectives 

Corporate Product/Brand 

• Increase public awareness of the organization. • Increase target market awareness. 

• Enhance company image. • Build positive image dimensions. 
• Alter public perception. • Brand preference and increased sales. 
• Increase community involvement. • Block the competition. 
• Build business/trade relations and goodwill.  
• Enhance staff/employees’ relations and 

motivation.  

Source: Adapted from Verity 2002 p. 162 
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Gwinner (1997) claims that companies enter sponsorship agreements with a variety of 
objectives and two of the most important ones are: to increase brand awareness and to 
establish, strengthen, or change brand image. D’Astous and Bitz (1995) have the same 
conception and refer to a survey conducted among American and European companies which 
found that sponsorship investments generally pursue two main objectives: increasing 
consumer awareness and improving corporate image. Gwinner further argues that brand 
awareness is achieved by exposing the brand to as many prospects as possible; sport 
sponsorship should function as a complement to advertising and other promotion activities.  
 
Shank (1999) refers to a study which showed that sponsorship generates even higher levels of 
awareness in desired target markets compared to advertising. Most researchers within 
sponsorship agree to the fact that sponsorship activities present multiple opportunities for 
achieving awareness objectives (Gwinner, 1997; Dolphin, 2003; Meenaghan & Shipley, 1999; 
Pope, 1998a; Shannon, 1999; Farrelly et al). Shank also brings up what he considers is the 
main six objectives for sponsorship, Awareness, Competition, Reaching target markets, 
Relationship marketing, Image building and Sales increase.  
 
Quester, Farrelly and Burton (1998) point out the fact that other objectives than awareness 
and image need to be addressed. It is more than surprising that the impact of sponsorship on 
employee motivation has not received more attention. The integration of personnel in all 
stages of the sponsorship management process could possibly lead to spectacular results 
concerning employee morale (ibid.). Sponsorship is foremost used to affect the target group, 
but it can also be effective in order to influence the employees (Grönkvist, 2000). Companies 
today have to be able to offer their employees relaxation and stimulation, this to make sure 
not to loose them. Busby and Digby (2002) claim that there is a correlation between 
communication and employee satisfaction, they further points out that this has implications 
for a company’s ability to motivate, retain and recruit staff. Grönkvist adds that exciting 
sports and popular culture is very important, especially if the company is located on the 
countryside. Sponsorships can also have a closely united effect; create loyalty and team spirit 
among the employees; especially if the company is sponsoring something that the employees 
are proud of (ibid.).  
 
Pope (1998b) has identified four broad categories of sponsorship objectives: media objectives, 
corporate objectives, marketing objectives and personal objectives. Pope (1998b) has added 
personal objectives, which many other researchers often leave out. Grönkvist (2000) agree 
with Pope and declare that the personal objectives are the oldest reasons for sponsorship, and 
even though it might seem a bit egoistic and old-fashioned it still is the most common one. 
The executive usually picks out the event or sports team that is dearest to him or her. The 
personal objective will continue to be a reason for sponsorships, even though it probably will 
decrease since sponsorship is becoming a strategic part of the marketing mix (ibid.). Pope’s 
objectives can be further studied in Table 2:2 on the following page. 
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Table 2:2. Aggregated objectives for corporations involved in sponsorship of sport 

Corporate Objectives Marketing Objectives Media Objectives Personal Objectives 

• Public awareness • Business relations • Generate visibility • Management interest 

• Corporate image • Reach target market • Generate publicity  

• Public perception • Brand positioning • Enhance ad campaign  

• Community 
involvement • Increase sales • Avoid clutter  

• Financial relations • Sampling • Target specificity  

• Client entertainment    

• Government relations    

• Employee relations    

• Compete with other   
companies    

Source: Adapted from Pope 1998b 
 
The most important reason to the last decade’s increase in sponsorships is according to 
Grönkvist (2000) the advertising clutter in today’s society or as the Swiss sponsorship expert 
expresses it: “Advertising overkill”. An illuminating example is the British company Cornhill, 
which sponsored British cricket with approximately two million pounds during a five-year 
period (Amis, Slack & Berrett, 1999). Cornhill increased their brand awareness during those 
five years from 2 to 21 percent; the marketing department of Cornhill estimated that it would 
have cost them 20 million pounds to reach the same results with regular advertising (ibid.).  
 
McDonald (1991) states that when people know about a sponsorship they tend to approve of 
it. This is according to McDonald because the company is seen to be entering into a 
commitment on behalf of a cause outside itself which is important to people and the company 
earns goodwill by that. Grönkvist (2000) asserts that this is even truer when the sponsorship 
take place on a local level. Grönkvist further points out that it is easy for researchers to focus 
only on the national or even international level, which means “glamorous” sponsorship 
projects, even though the local sponsoring stands for a greater share of the total sponsorship 
investment. Meenaghan and Shipley (1999) argue that goodwill is the key that distinguishes 
sponsorship from advertising. It was also evident that a critical factor influencing the 
perception of benefits and returned goodwill is the degree of exploitation by sponsors, the 
perception of benefit may be negatively related to the degree of perceived exploitation (ibid.). 
 

2.2 Sport Sponsorship Selection Process 
As mentioned earlier the marketing mix only contained of advertising, sales promotion and 
public relations in the past, but today sport sponsorship have become an additional element of 
the marketing mix (Vignali, 1997). The first step of sport sponsorship pioneers was 
characterized by “gut feeling” for promoting something with a promising future. There was 
neither research for international sport sponsorship nor strategic implementation of it. 
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However this has now changed and today companies consider sponsorship as a strategic 
promotion tool. In order for a sponsor to achieve success in its chosen sponsorship requires 
understanding, strategic planning, expert targeting and the application of dedicated 
professional skills and services, including creative and technical support (ibid.). Fahy, 
Farrelly & Quester (2004) assert that the growing complexity of sponsorship relationships, 
and the potential conflicts that this harbours, have made marketers more aware of the need for 
clear strategic justification to underpin their choice of partner.  

2.2.1 Organizational Buying Behaviour 
The research in the area of sponsorship selection is fairly limited, however an area related to 
sponsorship evaluation that has been the concern of many scholars is the different aspects of 
organizational buying behaviour (Baptista & Forsberg, 1997). There is an area within 
organizational buying behaviour that deals with selection criteria and that is the supplier 
selection process, which can be applied to sponsorships as well (Weber, Current & Benton, 
1991).   
 
A well-known model that is applicable to buying organizations of all kinds and sizes is the 
Buy-grid Framework, which explains companies’ buying process (Robinson, Faris and Wind, 
1967). Dwyer and Tanner (2000) point out that The Buy-grid Framework contains of two 
dimensions; buy-phases and buy-classes. The buy-phases suggest that organizations go 
through series of steps when making a decision; the process starts with need recognition 
followed by a definition of the product type needed, which leads to the development of a 
detailed specification. After these three phases have been passed it is time to search for 
qualified suppliers. After an analysis and selection of a supplier, the order routine is selected, 
and the whole process ends with feedback and evaluation. The buy-class refers to the type of 
buying decision, based on the experience of the buyer with the purchase of a particular service 
or product (ibid.).  
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According to Harrison (1996) managerial decisions result from a set of decision-making 
functions logically connected to constitute a managerial decision-making process (Figure 
2:1). The decision making process begins with the setting of objectives, the attainment of 
which invariably requires a search for information from which to develop a set of alternatives. 
These alternatives are compared and evaluated using applicable criteria, and the alternative 
that gives greatest promise of attaining the objectives is chosen. The selected alternative is 
then implemented through existing structures, systems and processes, after which it is 
subjected to existing follow-up and control procedures to ensure an outcome compatible with 
the initiating objectives.  
 
 

 
 
Figure 2:1. The managerial decision-making process 
Source: Adapted from Harrison, 1996 p. 59 
 

2.2.2 Sport Sponsorship Selection Criteria  
Grönkvist (2000) points out that there are several issues to consider before entering a 
sponsorship. The most important point in question is according to Grönkvist to figure out 
whether the sponsorship conveys the lifestyle the company wants to be associated with. The 
first step in order to find this out is to decide for the right sport to sponsor. There is a huge 
selection of different sports, which means that companies have great possibilities to find a 
sport that communicates the corporate values in the right way. Grönkvist argues that the 
sponsorship agreement should allow further opportunities to other promotion activities 
connected to the sponsorship in order for the company to attain as much as possible from their 
investment (ibid.).  
 
Farrelly, Quester and Burton (1997) have conducted a study investigating the most important 
issues to consider when entering sponsorships; the strategic fit of the proposed sponsorship 
programme with the brand or corporate image was the most important criterion, followed by 
access to specific target media or event audiences. Furthermore, Clark (1995) believes that the 
most important issue to consider before entering a sponsorship is the ability to reach the 
objectives set by the company. 
 
According to Brassington and Pettitt (2000) a number of factors need to be considered before 
reaching to a decision concerning which association to sponsor. They have therefore created a 
model (Figure 2:2) explaining which criteria to consider before selecting what to sponsor. The 
model contains five criteria, which are explained below. 
 
 
 

Setting managerial 
objectives 

Searching for 
alternatives 

Compare and 
evaluating 
alternatives 

Follow-up and control Implementing 
decisions The act of choice 

Renew 
search 

Revise 
objectives 

Take 
corrective 
action as 
necessary 

Revise or update 
objectives 



CHAPTER TWO – LITERATURE REVIEW 
 

 9

Relevance 
Relevance is perhaps the most important factor; there needs to be a match between the chosen 
sponsorship and the target audience the company seeks to influence. If there is no match, the 
sponsorship investment would be in vain. 
 
Spin-off promotion and marketing possibilities 
Brassington and Pettitt consent with Grönkvist (2000) about the importance of the 
sponsorship’s potential for spin-off promotion and other marketing activities in order to 
maximize the impact of the sponsorship. The authors suggest that the spin-off promotion 
opportunities could be anything from reaching out to various stakeholders to arranging 
business meetings at the event.  
 
Uniqueness/Exclusivity 
Companies also need to figure out how important the issue of uniqueness in a sponsorship is; 
being a sole sponsor is desirable, but not always possible to accomplish. Many companies 
have the requirement to have exclusivity as a sponsor; to be the only company within their 
line of business. This is important to consider since sponsorships otherwise might not be seen 
in the clutter of sponsors. 
 
Length of impact 
Length of impact is an essential criterion to have in mind; should the sponsorship investment 
only be on longer sponsorships or on a one-time event. The authors claim that a one-time 
event might be more suitable if it is a new product that needs an awareness boost, which 
requires the event to be well exposed to the target group. The sponsorship can affect the 
company image for a long time even if the actual sponsorship is a one-time event.  
 
Compatibility 
Finally, it is vital to ensure that the sponsorship is compatible with the sponsoring company’s 
overall promotion objectives. It is unfortunately very common that companies choose to 
sponsor a sport or a team just because the manager has a personal interest in it; sponsorship 
has to be taken seriously and be used as a strategic promotion tool in order to reach the 
objectives stipulated (ibid.).  The entire model can be further studied in Figure 2:2.   
 
 

  
 

Figure 2:2. Factors influencing sponsorship choice 
Source: Adapted from Brassington and Pettitt, 2000 p. 813 
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Organizational buying behaviour models are definitely applicable when selecting 
sponsorships, but there are also specific models invented for sponsorship selections. McCook, 
Turco and Riley (1997) introduce one of these models, the Sprint Sponsorship Vision Project 
deals with both pre and post sponsorship selection, the model is hereafter referred to as the 
Sprint method. The Sprint method rates eight different criteria, which have been weighted 
accordingly. Through this process sponsorships can be evaluated and ranked in order of 
perceived effectiveness (ibid.). The Sprint model can be further studied in Table 2:3. 
 
 
Table 2:3. Sprint method 

Sponsorship Selection Criteria 

 

• The revenue opportunities for the company.  
• The ability to integrate the product into the sporting event.  
• The costs of the sponsorship.  
• The exposure to the company’s target market.  
• The company image enhancement gained from the sponsorship.  
• The company’s competitive advantage gained in the market place through the sponsorship.  
• The hospitality/ entertainment opportunities for the company that are gained through the sponsorship. 
• The sponsorship opportunity to show the company’s commitment to the community.  

Source: Adapted from McCook et al, 1997 
 

2.3 Theoretical Frame of Reference 
In the previous sections of this chapter literature relevant to the research area was presented. 
From the collected literature I have chosen the theories most pertinent to serve the research 
area and to answer the research questions; theories which will be presented in this section. 
The theories selected will form a theoretical frame of reference, which will be the foundation 
for the data collection and a basis for analysing the collected data. The structure and the 
theories included in the theoretical frame of reference will be presented below.  

2.3.1 Sport Sponsorship Objectives 
When describing a company’s objectives for sponsorship Pope’s (1998b) theory will be used 
in combination with the opinions on the same objectives provided by Grönkvist (2000). 
Almost all research within the area brings up the same objectives, but Pope has collected them 
in a structured way. Pope’s objectives are divided into: Corporate; Marketing; Media and 
Personal objectives. This thesis will utilize some of Pope’s objectives, which are outlined 
below. 
 
 

• Public awareness  
 
• Corporate image  
 
• Public perception  
 
• Employee relations  
 

• Reach target market  
 
• Brand positioning  
 
• Increase sales  
 
• Compete with other companies 
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2.3.2 Sport Sponsorship Selection Process and Criteria 
Regarding the description of the sponsorship selection process the work of two authors will be 
utilized; the Managerial Decision-Making Process provided by Harrison (1996) and Factors 
Influencing the Sponsorship Choice by Brassington and Pettitt (2000). The reason for 
including these theories in the theoretical frame of reference is that they together provide a 
general view of sport sponsorship selection processes. Harrison’s managerial sponsorship 
selection process involves the following phases: 
 
1. Setting managerial objectives 
2. Searching for alternatives 
3. Compare and evaluate alternatives 
4. The act of choice 
5. Implementing decisions 
6. Follow-up and control 
 
According to Brassington and Pettitt (2000) the five criteria that are most important when 
selecting a sponsorship object are:  
 
1. Compatibility with objectives 
2. Uniqueness/exclusivity 
3. Spin-off promotion/marketing opportunities 
4. Relevance 
5. Length of impact 

 
Figure 2:3 graphically explains the emerged theoretical frame of reference and illustrates how 
the research questions are connected to each other.   
 
 

 
 

 
 

 
 
 
 
 
Figure 2:3. Illustration of the Theoretical Frame of Reference 
Source: Author’s own construction
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3 METHODOLOGY  
The previous chapter presented a brief theoretical review and a theoretical frame of reference 
of related studies and concepts tied to the research questions. This chapter will cover the 
methodology used in this thesis. In order to do this there a couple of steps that need to be 
followed, while at the same time using validity and reliability criteria to make sure that the 
study fulfils certain standards (Foster, 1998). These steps are displayed in Figure 3:1. 
 
  

 
Figure 3:1. Schematic Presentation of the Methodology. 
Source: Adapted from Foster, 1998 p. 81. 
 

3.1 Research Purpose 
According to Yin (2003) research can be classified as being exploratory, descriptive or 
explanatory. Saunders, Lewis and Thornhill (2000) point out the possibility to use more than 
one strategy when doing research. Yin explains that an exploratory research aims to define 
questions and hypotheses. Exploratory studies are valuable means of finding out what is 
happening, to look for new insights, to ask questions and to evaluate phenomena in a new 
light (Saunders et al). Exploratory research is a particularly useful approach if the researcher 
expects to clarify the understanding of a problem (ibid.).  
 
A descriptive research is a complete description of a phenomenon within its context and that 
the goal is to develop and explain empirical generalizations (Yin, 2003). Eriksson and 
Wiedersheim (2001) mean that a descriptive research involves the choice of perspective, 
aspects, levels, terms, and concepts. Saunders et al (2000) further explain that the objective 
of descriptive research is to accurately portray a profile of persons, situations or events. 
 
Finally, the explanatory research strategy means to analyze cause-effect relationships, it has 
to be explained what causes produce what symptoms (Eriksson & Wiedersheim, 2001). The 
emphasis in explanatory research is on studying a situation or a problem in order to explain 
the relationship between different variables (Saunders et al, 2000). Miles and Huberman 
(1994) point out that explanatory research concerns the activity of making complex issues 
understandable by presenting how their component parts connect with theory. 
 
The purpose with this study is to gain a deeper understanding of how sports sponsorship is 
used as a promotion tool. The study will explore, describe and possibly start to explain how 
companies use sport sponsorship as a promotion tool. The research purpose is partly 
exploratory since I will explore the purpose in order to gain a deeper understanding of how 
companies use sport sponsorship as a promotion tool. The study is also descriptive since 
discovered patterns are brought up within each research question. There are also contributions 
to the explanatory stage since I am beginning to explain when conclusions are drawn. 
Contributions will be made to each of these stages, even though the study is more focused on 
the exploratory and descriptive stage.  

Research 
Purpose 

Research 
Approach 

Research 
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Data 
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Data  
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3.2 Research Approach 
Eriksson and Wiedersheim-Paul (2001) state that there are different ways of approaching the 
matter of academic research. This section of the thesis will explain and give reasons to how 
this study will be approached.  
 
Studies can be divided into qualitative and quantitative research depending on what kind of 
information that is studied. Quantitative research normally involves numerical data or 
contained data that can be quantified; the quantitative approach also has an inclination to be 
associated with large-scale analysis (Denscombe, 2000). Qualitative research on the other 
hand often involves words as the central unit of analysis and the conclusions of qualitative 
research are based on non-quantifiable data such as attitudes, values or perceptions (ibid.). 
Saunders, Lewis and Thornhill (2000) point out that the qualitative method does not strive to 
generalize the problem; instead the purpose is to gain a deeper understanding within the 
problem area.   
 
Because of the fact that there is no intention to make generalisations and that the purpose of 
this thesis is to gain a deeper understanding of the research problem, a qualitative approach 
will be applied. By studying a relatively small sample I will be able to more deeply 
investigate several variables and thus reach a deeper understanding of the research problem.  
 
As the choice of research approach now has been discussed, the research strategy will be 
presented in the following section.  
 

3.3 Research Strategy 
Eriksson and Wiedersheim-Paul (2001) bring up three major research strategies which a 
researcher can pursue: case studies, surveys, and experiments. Yin (2003) adds two more 
strategies to Eriksson and Wiedersheim-Paul’s: archival analysis and history. Yin further add 
three conditions which the selection of research strategy depends on: the type of research 
question posed, the extent of control an investigator has over actual behavioural events, and 
finally the degree of focus on contemporary as opposed to behaviour events. Yin’s five 
research strategies and the three conditions can be viewed in Table 3:1 below. 
 
 
Table 3:1. Relevant Situations for Different Research Strategies 

Strategy Form of Research 
Question 

Requires Control of 
Behavioural Events 

Focuses on 
Contemporary 

Events 
Experiment How, Why? Yes Yes 

Survey Who, What, Where, How 
many, How much? No Yes 

Archival-
analysis 

Who, What, Where, How 
many, How much? No Yes/No 

History How, Why? No No 
Case Study How, Why? No Yes 

Source: Adapted from Yin, 2003 p. 5 
 
 
Following Yin’s (2003) instructions when selecting research strategy, the most suitable 
strategy for this thesis is a case study. The research questions of this study is formulated as 
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how-questions, there is no control over behavioural events, and the study focuses on 
contemporary events, which all indicates that a case study is the most appropriate research 
strategy. The fact that this study aims for deep and detailed information also contributes to the 
choice of conducting a case study. How the case study in this thesis is utilized is presented in 
the next section on data collection.   
 

3.4 Data Collection Method 
After having chosen a research strategy, a decision has to be made on which way to collect 
data (Yin, 2003). Data collected by case studies can be via six different sources: 
documentation, archival records, interviews, direct observations, participant observations and 
finally physical artefacts (ibid.). The different data collection sources and their strengths and 
weaknesses can be studied in Table 3:2 below.  
 
 
Table 3:2. Six Sources of Evidence: Strengths and Weaknesses 

Source of 
Evidence STRENGTHS WEAKNESSES 

Documentation • Stable: can be reviewed repeatedly  
• Unobtrusive: not created as a result of 

the case 
• Exact: contains exact name, 

references, and details of an event 
• Broad coverage: long span of time, 

many events, and many settings 

• Irretrievability: can be low 
• Biased selectivity: if collection is 

incomplete 
• Reporting bias: reflects (unknown) bias 

of author 
• Access: many be deliberately blocked 

Archival Records • (Same as above for documentation) 
• Precise and quantitative 

• (Same as above for documentation) 
• Accessibility due to privacy reasons 

Interviews 

• Targeted: focuses directly on case 
study topic 

• Insightful: provides perceived casual 
inferences  

• Bias due to poorly constructed 
questionnaires 

• Response bias 
• Inaccuracies due to poor recall 
• Reflexivity: interviews give what the 

interviewer wants to hear.  

Direct 
Observations 

• Reality: covers events in real time 
• Contextual: covers context of event 

• Time consuming  
• Selectivity: unless broad coverage 
• Reflexivity: event may proceed 

differently because it is being observed. 
• Cost: hours needed by human observers 

Participant 
Observations 

• (Same as for direct observations) 
• Insightful into interpersonal 

behaviour and motives  

• (Same as for direct observations) 
• Bias due to investigator’s manipulation 

of events 

Physical Artefacts • Insightful into cultural features 
• Insightful into technical operations 

• Selectivity 
• Availability 

Source: Adapted from Yin, 2003 p. 86 
 
 
When conducting a case study, a researcher has the possibility to use many of the sources of 
evidence, Yin (2003) points out that the multiple source utilization is called triangulation. 
Triangulation gives the researcher the possibility to obtain multiple measures of the same 
phenomenon, which increases the validity of the study (ibid.). Saunders, Lewis and Thornhill 
(2000) separate the data into two categories, primary and secondary data. Data that has been 
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collected by researchers for other purposes is called secondary data, while data collected by 
the researcher him/herself is referred to as primary data. In this study, secondary data as well 
as primary data will be collected. The secondary data is represented by documentation, which 
according to Yin is relevant to all case studies and can be used in conjunction with other 
sources of evidence. The documentation used is brochures, annual reports and the company’s 
website. The primary data in this study will be collected through an interview, which 
according to Yin is one of the most important sources when conducting a case study. Yin also 
points out that interviews allow flexibility and closeness to the respondent, which is an 
important factor in qualitative studies. Moreover, interviews allow the researcher to focus 
directly on the case study topics, which in this study is how companies use sport sponsorship 
as a promotion tool (ibid.). 
 
Yin (2003) claims that interviews can be of three types: open-ended, focused or structured. In 
open-ended interviews the respondent is asked for facts as well as for their own opinions in 
the matter. The focused type of interview follows a set of questions derived from the case 
study protocol and takes relatively short time to perform (ibid.). A structured interview is best 
suited for surveys since they follow a structured questionnaire, and will therefore not be 
considered for this study.  
 
This study will utilize a semi-structured interview due to the fact that a relatively structured 
interview guide, which also allows open-ended questions, is used (Appendix A). Saunders et 
al (2000) suggest that a semi-structured interview is the most appropriate choice in order to 
gain the data necessary since it allows the researcher to lead informal conversations based on 
predetermined topics.  
 
The interview in this study was a face-to-face meeting, which according to Sekaran (1992) is 
the most beneficial since the researcher can adopt questions, clarify doubts, follow up on body 
language, and ensure that the questions are properly understood. According to 
recommendations by Yin (2003) a tape recorder was used during the interview in order to 
accurately register the empirical data. The respondent was of course aware of the recorder, 
and did not have any objections to it. Traditional notes complemented the tape recorder 
during the interview in order to minimize the risk of misunderstandings.    
 

3.5 Sample Selection 
In the previous section sources of evidence were presented, next step is to decide for an 
appropriate sample. Yin (2003) points out that there are several ways to select a sample for a 
case study. According to Saunders, Lewis and Thornhill (2000) judgmental sampling is when 
the researcher selects cases that are best suited to answer the research questions. Judgmental 
sampling is often used when studying small samples such as in a case study when the 
researcher wants to select cases that are particularly informative (ibid.). Based on the facts 
from Saunders et al judgmental sampling was used when selecting the appropriate sample in 
this thesis. In addition to that, some other requirements had to be fulfilled by the chosen 
sample in order to be suitable for this study: the company should be well known and active in 
the consumer market. The company should also exist on a national level and having used 
sponsorship as a promotion tool for some time, involving a considerably amount of money 
(i.e. more than 1 million SEK annually). The company should also have a strong local 
connection, with a local marketing budget. 
 
To find companies suitable to study, the websites of larger sport teams were looked at in order 
to find national companies that were active on local as well as national levels. The websites of 
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all teams in Swedish ice hockey’s highest division as well as Sweden’s best basketball and 
soccer teams were studied. The reason for looking only at the top teams in Sweden is that it 
usually requires a rather large sponsoring budget, which was one of the requirements in the 
sampling frame.  
 
The final choice fell on FöreningsSparbanken, which is one of Sweden’s largest commercial 
banks with over six million private customers and about 360 000 corporate customers. 
FöreningsSparbanken is sponsoring sports at a local as well as a national level and have a 
well-developed sponsoring strategy, which will make the company a very good sample to this 
research. The interview respondent at FöreningsSparbanken was the marketing executive in 
region north, Ingrid Söderberg, who is responsible for all sponsoring activities in region north. 
The reason why the interview was with a local marketing executive is that most national 
companies, including FöreningsSparbanken, have larger local sponsorship budgets put 
together than the national sponsorship budget. Ingrid Söderberg was very well prepared for 
the interview and had been talking to the national marketing organization in Stockholm in 
order to be able to provide an overall picture of FöreningsSparbanken’s sponsorship strategy. 
 

3.6 Data Analysis 
Yin (2003) asserts that the data analysis implies examining, categorizing, tabulating or 
otherwise recombining the collected data. Yin continues by explaining that before data 
actually can be analyzed, a researcher using case studies can choose from two general 
analytical strategies: 
 
 

• Relying on theoretical prepositions is the most common and advised strategy, and is 
based on that the result of the data is based on research questions taken from previous 
studies.  

 

• Developing a case description can be used as a strategy as well, but should only be 
used when very little previous research has been done.  

 
 
This study will use Yin’s (2003) first strategy; rely on theoretical prepositions since there is 
previous research within the area of sponsorship. Seeing that this study is looking at one case 
a within analysis will be utilized, which means that the data collected will be compared to 
previous studies. Miles and Huberman (1994) state that when writing about qualitative data 
the focus is on data in the form of words. These words need to be processed and according to 
Miles and Huberman the processing is a part of the analysis. When analysing the data in this 
study Miles and Huberman’s Three Concurrent Flows of Activity will be used: 
 
 

• Data Reduction: The process of selecting, focusing, simplifying, abstracting, and 
transforming the data. The purpose is to organize the data in a way that allows 
conclusions to be drawn and verified. 

 

•  Data Display: Taking the reduced data and displaying it in an organized and 
compressed way enabling conclusions to be drawn.  

 

• Conclusion Drawing and Verification: In this final stage the researcher decides what 
things mean by noting regularities, patterns, explanations, possible configurations, 
casual flows, and propositions. 
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The proposition by Miles and Huberman (1994) is what the analysis of this study will rely on. 
For each research question the empirical findings are compared with already existing theories 
in order for conclusions to be drawn. As the data analysis method now is explained, the next 
section deals with the quality standards of this thesis.  
 

3.7 Validity and Reliability 
When doing research it is crucial to judge the quality of the research. The criteria for testing 
whether a study has high quality or not is by looking into if the research instruments are 
neutral and if other researchers can draw the same conclusions (Denscombe, 1998). These 
criteria are also known as validity and reliability. 
 

3.7.1 Validity 
Yin (2003) suggests that there are three tactics to consider when increasing the construct 
validity. The first tactic is to use multiple sources of evidence; in this study documentation as 
well as an interview has been utilized. Yin refers to the use of multiple sources as 
triangulation which increases the validity. The second tactic is to establish a chain of 
evidence, which means that an external observer should follow the derivation of any evidence 
from initial research questions to the conclusions. This is the reason why references have been 
made to all sources used throughout this thesis. The third and final tactic is to have the draft 
of the case study report reviewed by the key informant. In order to eliminate possible 
misunderstandings, the respondent of the interview reviewed the draft report. The fact that my 
supervisor and my fellow students also have reviewed drafts of this thesis will increase the 
study’s construct validity.   
 
External validity deals with the problem knowing whether a study’s findings can be 
generalized or not (Yin, 2003). Since this study is a within case analysis on one company, the 
possibility to generalize are very small. However, Yin (2003) claims that case studies relying 
on analytical generalizations that try to generalize findings in theory can have high external 
validity.    
   

3.7.2 Reliability 
Yin (2003) asserts that reliability demonstrates that the operations of a study, for instance the 
data collection methods, can be repeated and still show the same results. Reliability indicates 
the stability and consistency with which the used instruments are measuring the issue studied 
and helps to assess the quality of the study (Sekaran, 1992).  
 
To increase the reliability of this study the respondent selected the weak, day and time of the 
interview. This was done in order to ensure that the respondent had fit the meeting into her 
schedule so that she would have a positive attitude towards participating. The interview took 
place in a calm room at the respondent’s workplace, an environment that made both parties 
relaxed. A tape recorder was used with the respondent’s permission together with notes in 
order to minimize interpretations. Influencing and biasing the respondent was avoided to the 
greatest possible extent by having open-ended questions.  
 
Furthermore, since the interview was a face-to-face meeting there was possible to pay 
attention to the respondent’s body language. This made the meeting more relaxed and resulted 
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in surplus value since it is possible to confirm that there is concordance between the spoken 
answers and the corporal expression. The interview was conducted in Swedish and therefore 
translated to English. This might have resulted in translation errors that might decrease the 
reliability; in order to minimize this, several dictionaries were used in the translation process. 
Figure 3:2 graphically explains the methodology used throughout this thesis. 
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Figure 3:2. Graphical Summary of Research Methodology 
Source: Author’s own construction 
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4 CASE STUDY: FÖRENINGSSPARBANKEN AB 
The previous chapter presented the methodology of this thesis. In this chapter the empirical 
data collected through primary and secondary sources will be presented in the form of a case 
study. The case will start with a brief introduction of FöreningsSparbanken, and then the 
findings from the interview with FöreningsSparbanken will be portrayed.  
  

4.1 Company Background 
FöreningsSparbanken was founded in 1997 by the merger of Föreningsbanken and 
Sparbanken Sverige. The fusion of the two companies is today one of Sweden’s largest 
commercial banks with over six million private customers and about 340 000 corporate 
customers. Moreover it is also one of Scandinavia’s largest bank groups and has 15 289 
employees of which 9 191 works in Sweden. FöreningsSparbanken offers competitive 
products and services through their subsidiaries: Robur (fund management), Swedbank 
Markets (investment bank) and FöreningsSparbanken Finans (a finance company). 
FöreningsSparbanken's business concept is:  
 
“To offer a customer-friendly, easy-to-use and complete range of financial services that 
provides customers with lasting economic value.”   
 
Furthermore, the bank states that they should be regarded as the obvious choice among 
banking alternatives for retail customers, businesses, the agricultural sector, municipalities, 
county councils and organizations. The bank’s objective is to be a leading bank in the Nordic 
and Baltic region. FöreningsSparbanken’s main competitors in Sweden are Nordea, SEB and 
Handelsbanken which all are Swedish commercial banks. 
 
FöreningsSparbanken's strength lies in their unique local presence, which is a result of a 
comprehensive network of branches, which are divided into 93 local banks. According to 
FöreningsSparbanken, banking is all about trust and the company works hard to maintain the 
personal connection to their customers. The company has for that reason almost twice as 
many branch offices as their closest competitor. The company states that their strategy in 
order to achieve the objectives can be divided into two parts, a national and an international 
strategy. Customer satisfaction is the most important success factor regardless of strategy. 
They mean that increased customer satisfaction leads to more commissions, which in turn 
means improved result and greater possibilities to expand. The national strategy is based on 
customized products and services that provide customers with higher product value. An 
important ingredient in the national strategy is to strengthen the company’s position in growth 
regions, primarily Stockholm, Malmö and Gothenburg. The international strategy is 
essentially to support the existence of banking in the Nordic and Baltic regions.  
 
The interview was conducted with FöreningsSparbanken’s marketing executive in Luleå, 
Ingrid Söderberg, who is responsible for all marketing activities in Norrbotten. Ingrid 
Söderberg told me that sponsorship is an important and well-integrated part of the company’s 
marketing strategy. FöreningsSparbanken wants to be a bank for many people; their 
sponsoring is therefore broadly based in the community and divided into three different areas: 
community, culture and sports. On a national level the company has several large 
sponsorships; they are for example the official bank for the Swedish skiing competition 
Vasaloppet and the chief sponsor for HalvVasan. FöreningsSparbanken also have a golf 
tournament for youths in Sweden, Bankboken Tour. The golf tournament includes more than 
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700 competitions around Sweden with more than 15 000 youths taking part. Locally, 
FöreningsSparbanken sponsors the larger teams in various sports such as ice hockey and 
football, but youth teams is a very important part of the sponsoring strategy. Ingrid Söderberg 
points out that sponsoring sports where youths attend is very important since 
FöreningsSparbanken is in a line of business where it is crucial to reach out in an early age. 
There are clear restrictions of what FöreningsSparbanken cannot sponsor. 
FöreningsSparbanken can only sponsor teams or sport associations, never individuals. There 
are also restrictions towards sports that are considered especially dangerous, such as racing 
and some extreme sports.  
 

4.2 Sport Sponsorship Objectives 
One of FöreningsSparbanken’s most important objectives for sport sponsorship is reaching 
out to as many people as possible; FöreningsSparbanken believes that sport sponsorships is a 
good promotion tool with qualities such as attaining visibility and affecting wide groups in 
society. On a national level it is important that sport sponsorship creates good PR and 
strengthen the brand, while sponsorships on a local level should give rise to more business for 
the certain region. FöreningsSparbanken believes that enhancing the brand image should be 
done on a national level since it benefits the company in all regions, while the local branches’ 
marketing budgets should be invested in creating more business for the specific region. Ingrid 
Söderberg explains that the amount invested in the sport sponsorship should give rise to twice 
as much in business gains. 
 
Sport sponsorship is an excellent promotion tool for FöreningsSparbanken since their mission 
is to be a bank for the great majority of people. Ingrid Söderberg explains that in Sweden and 
many other countries sport is a public interest and a form of social intercourse. Another 
reason why sponsorship is such an effective tool is because it nowadays is so difficult to reach 
out to the target group via the traditional media channels. The media clutter results in that 
companies have to find new ways to communicate with potential customers, and sport 
sponsorship is an effective way to do that.    
 
An important part of FöreningsSparbanken’s sponsorship agreements is that there needs to be 
possibilities of inviting customers and prospects to business meetings at the event. Ingrid 
Söderberg gives the example of the sponsorship agreement with Luleå Hockey, which 
includes an executive lounge. The lounge is only used for business purposes and 
FöreningsSparbanken often invites customers to a business meeting together with a bite to eat 
before watching the game together. Sports are a great way for people to come together, and 
doing business in such a relaxed environment strengthen the relationship between the 
company’s representatives and the clients. The lounge is an excellent alternative for prospects 
that are difficult to make appointments with. Potential customers are often easier to book a 
meeting with if they find out that the business meeting includes an exciting hockey game, this 
way FöreningsSparbanken can use their sport sponsorship to establish relationships with 
customers that can become profitable in the future.  
 
Ingrid Söderberg means that the most important objective to sport sponsorship is to create 
public awareness; this becomes extra important for FöreningsSparbanken since their target 
group is so wide. Enhancing the corporate image is something FöreningsSparbanken 
considers to be one of sport sponsorships’ advantages; the association between the team and 
FöreningsSparbanken can become very powerful and can by that benefit the company in a 
long-term perspective. It is important that the public perception of FöreningsSparbanken is 
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positive and sport sponsorship has the possibility to improve the apprehension of 
FöreningsSparbanken as a company.  
 
FöreningsSparbanken strives to be a bank for everyone, which makes the promotion strategy 
crucial in order to reach out to, and communicate with the target group. Sport sponsorship is 
an excellent way for FöreningsSparbanken to reach out to young people, which are the 
company’s potential customers in the future. Most people have had the same bank their entire 
life, and because of that it is favourable if FöreningsSparbanken can influence people at an 
early age.  
 
When it comes to strengthen employee relations FöreningsSparbanken is not actively using 
sport sponsorship as a tool in order to achieve this. The employees can of course be proud of 
that the company they work for is sponsoring different kind of sports, and feel satisfied when 
seeing FöreningsSparbanken’s logotype on large events. When it comes to employment 
policies and benefits FöreningsSparbanken use other tools in order to keep their employees 
satisfied and loyal. According to Ingrid Söderberg objectives such as management interest 
and using sponsorship to compete with other companies are minor to FöreningsSparbanken. 
In conclusion Ingrid Söderberg was of the view that in the end, sponsorship is all about 
increasing sales and creating more business to FöreningsSparbanken.  
 

4.3 Sport Sponsorship Selection Process and Criteria  
Ingrid Söderberg explains that the initial contact of sport sponsorship depends on what the 
sponsorship is about, even though it most often is the sport association that contacts 
FöreningsSparbanken. If it is a one time event, like a championship that take place in a certain 
city, the initial contact is often taken by FöreningsSparbanken since the local branch office 
often believe that it could be an event that entails good PR and have prerequisites to generate 
business.  
 
Regarding the sponsorship decision making process, FöreningsSparbanken has transferred 
large parts of the process to their website. Sport associations that are interested in entering a 
sponsoring partnership with FöreningsSparbanken can find detailed information of the 
company’s sponsoring policy and guidelines online. Nowadays, all sponsorship proposals are 
handled and evaluated online. Ingrid Söderberg points out that since the process is fairly new 
it is still flexible, but sport associations that call or email are recommended to visit the 
website. The website offers a test model, where the sport association can test whether their 
sponsorship project might be interesting to FöreningsSparbanken. An application form is also 
provided online, where the sport association describes the project, what kind of exposure that 
is available, activities offered to the sponsor and finally what kind of business the sponsorship 
might entail. Ingrid Söderberg emphasizes that all associations and projects that are applying 
for sponsorships must become customers in the bank before FöreningsSparbanken signs any 
agreements.  
 
When the application is received by FöreningsSparbanken its meaningfulness is assessed. If it 
is a local event or project, Ingrid Söderberg herself together with the local branch director in 
the region where the event or project takes place evaluates the sponsoring proposal. If the 
application on the other hand concerns a national project the marketing department in 
Stockholm handles the evaluation process. If FöreningsSparbanken finds the proposal 
interesting and meaningful, a meeting is set up to further discuss the project and what kind of 
exchange that will take place. If FöreningsSparbanken’s objectives are in accordance with the 
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sponsorship proposal a sponsorship agreement is signed. Ingrid Söderberg points out that all 
sponsorship agreements on a local level is signed on an one year basis, while national 
agreements can last for longer periods of time. FöreningsSparbanken wants to avoid being 
bound to long period agreements on a local level, this way they can keep on developing 
sponsorship agreements to become more efficient. FöreningsSparbanken has long-term 
sponsorships with several sports associations; the only difference is that they sign new 
agreements every year. She brings up the example of Luleå Hockey which they have been 
sponsoring since they entered the premier league in 1984.   
 
The time frame for the sport sponsorship decision-making process varies from a couple of 
weeks to months depending on the size of the project and the degree of involvement. Ingrid 
Söderberg explains that the time period of the decision making process concerning 
sponsorship also depends on when during the year the application is received; this is 
especially true when the sponsorship is on a local level. FöreningsSparbanken’s marketing 
budget is set in November for the next coming year, which means that applications received 
during the summer for projects taking place in the autumn might be rejected if the marketing 
budget already is invested. If that is the case, FöreningsSparbanken encourages the sport 
associations to contact them the next coming budget year.   
 
It is FöreningsSparbanken’s policy to follow up and evaluate all sponsorship projects; having 
a follow up process is very important in order to create successful sponsorship agreements in 
the future. Ingrid Söderberg further explains that an evaluation model for sponsorships is 
currently being developed, which all marketing personnel involved in sponsorships will be 
educated in during the autumn of 2005. The evaluation model will have three phases. The first 
phase, Registration and Documentation, lists investment amount, business achieved through 
the sponsorship and also the degree of exposure and activities. Ongoing follow-up is the 
second phase and documents memorandums and additional information of participants and 
the activities. Finally the third phase, Follow up and Evaluation reminds the one in charge of 
the sponsorship agreement in an email that follow up and evaluation must be made according 
to an evaluation model provided. The evaluation model is being developed to facilitate the 
follow-up process and to secure that all sponsorships are accurately evaluated. 
  
 
 
 
 
 
 
 
Figure 4:1. FöreningsSparbanken’s Evaluation Model 
Source: Adapted from www.fsb.se 
 
 
FöreningsSparbanken’s main criterion when selecting sponsorship object is to sponsor sports 
that attract broad groups in the society and to strive for a youth profile in all sponsorships. 
The reason to this is that FöreningsSparbanken’s target group is so wide; they want to be a 
bank for everyone. It is therefore important to influence young people at an early age. Other 
important issues to consider when selecting sponsoring object is: to always write agreements; 
to strive for balance between male and female sports, and to only make agreements when the 
value of exposure, tickets and other benefits reaches up to the total sponsorship amount.  

Registration  
& 

Documentation

Follow up 
& 

Evaluation
Ongoing

 Follow-up

http://www.fsb.se


CHAPTER FOUR – CASE STUDY: FÖRENINGSSPARBANKEN AB 
 

 23

FöreningsSparbanken has a model that includes three criteria that are very important when 
selecting sponsorships; A-Exposure, A-activities and A-Business. The model’s purpose is to 
make sure that FöreningsSparbanken’s sponsorships are strategically beneficial to the 
company. First of all the sport sponsorship needs to give rise to good exposure; 
FöreningsSparbanken’s logotype must always be visible, and be placed in a strategic manner. 
Secondly, it is important for FöreningsSparbanken to have different kinds of events where 
sponsorships take place in order to make the most of sponsorship investments; all sponsorship 
agreement must include at least three activities. The activity could be a business meeting with 
the sport association, the athletes, fan clubs, invited prospects, or if the sponsored are kids, 
their parents. Finally, the sponsorships must have the prerequisite to generate more business; 
FöreningsSparbanken is of the opinion that all money invested in sport sponsorships must 
bear a comparison with other marketing activities.  
 

 
Figure 4:2. FöreningsSparbanken’s Sponsorship Model 
Source: Adapted from www.fsb.se 
 
 
Ingrid Söderberg states that it is of great importance that there is a match between the chosen 
sponsorship and FöreningsSparbanken’s target group; the sponsorship investment would 
otherwise be in vain. The fact that there must be relevance in the relationship between 
FöreningsSparbanken and the sponsorship object is the main reason why the company has 
chosen to put a lot of effort into reaching out to youths; they are potential customers in the 
future.  
 
Being a chief sponsor is not very important to FöreningsSparbanken according to Ingrid 
Söderberg. Unique sponsorship opportunities are on the other hand extra desirable and even 
more desirable at a local level. If a one-time event takes place in a certain region it can be 
very profitable for FöreningsSparbanken to be a part of it. It gives good expose and can create 
relationships with potential as well as existing customers. All sponsorship agreements should 
be qualitative and offer good exposure. The company has clear instructions regarding their 
visual profile at sponsorship events; FöreningsSparbanken’s logotype must always be in 
colour on black background and the copper coin should be exposed to the utmost possible 
extent. 
 
FöreningsSparbanken have the policy to never mediate messages through their visual profile, 
instead they strive for that the logotype should be clearly visible to the audience and an 
eventual television broadcast. FöreningsSparbanken do not accept a logotype that is barely 
noticeable, instead the logotype should be well exposed at a favourable spot, if this cannot be 
achieved it is better to refrain.  
 
In order to make the most of sport sponsorships it should have spin-off promotion possibilities 
that FöreningsSparbanken can make use of. The sponsorship agreement must offer 
possibilities to arrange activities in connection to the event. The possibility to have activities 
such as business meetings and customer events in connection to the sponsorship is a very 
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important criterion; it is FöreningsSparbanken’s policy that all sponsorship agreements should 
generate business. FöreningsSparbanken also integrates many of their national sponsorships 
in their advertising. Examples of sponsorships that have been transferred into ads are: Their 
golf tournament; Bankboken and the sponsoring of Vasaloppet. The sponsorships’ integration 
into FöreningsSparbanken’s other marketing activities makes the sponsorships even more 
effective.  
 
Ingrid Söderberg points out that the concordance between the sponsorship agreement and 
FöreningsSparbanken’s sponsorship objectives is a prerequisite in order for a sponsorship to 
take place. FöreningsSparbanken’s well-developed sponsorship strategy facilitates the 
selection process of sponsorship objects. It minimizes the risk of that the local branch 
manager bases his decision on his or her own interest. Having a well-defined sponsorship 
strategy makes the sponsorships more thought out, and by that more effective. 
 
FöreningsSparbanken’s long-term objectives for their sponsoring led us into the final 
criterion; length of impact. Ingrid Söderberg explains that it is important to see and 
understand sponsorships’ effect in a long-term perspective. She gives the example of the 
sponsoring of Luleå Hockey, a sponsorship that has lasted for twenty years and which have 
contributed to a lot of positive effects for FöreningsSparbanken.  
 
Ingrid Söderberg also emphasizes another criterion and that is that FöreningsSparbanken 
takes on a social responsibility, which is very important on a national as well as a regional 
level. At a local level, social responsibility can be the sponsoring of youth sports and teams, 
while it on a national level often is about sponsoring social projects; like 
FöreningsSparbanken’s sponsorship of Friends, which is an organization that works to 
prevent bullying among kids. FöreningsSparbanken wants to combine their own interests with 
making a difference in the society, and their sponsoring of social, cultural and sport events 
achieve this. 
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5 DATA ANALYSIS 
In this chapter a within case analysis of FöreningsSparbanken will be performed, where the 
gathered data and the theories brought up in the theoretical frame of reference will be 
compared. The chapter is divided into sections corresponding to the research questions stated 
in chapter one.     
 

5.1 Objectives for Sport Sponsorship 
Corporate-, marketing-, media-, and personal objectives are according to Pope (1998b) the 
four main objectives for companies when engaging in sport sponsorship. These four main 
objectives are divided into more distinct objectives which can be studied in Table 2:2. This 
thesis has focused on corporate-, marketing-, and personal objectives, which can be viewed in 
Figure 2:3. The comparison between the chosen objectives provided by Pope and 
FöreningsSparbanken’s objectives can be found in the discussion below. 
 

5.1.1 Corporate Objectives 
FöreningsSparbanken’s most important objective with sport sponsorship is reaching out to, 
and affect as much people as possible, which goes in line with what Pope (1998b) refers to as 
creating public awareness. FöreningsSparbanken has a very wide target group; the company 
wants to be a bank for everyone. FöreningsSparbanken’s wide target group results in that 
creating public awareness becomes the same thing as reaching and affecting the target group. 
Reaching out to the target group is an objective that Grönkvist (2000) considers crucial in 
order for a sponsorship to be of value. FöreningsSparbanken is of the same opinion; reaching 
out to the target group is a prerequisite in order for sport sponsorships to be effective.  
 
It is FöreningsSparbanken’s belief that sport sponsorship is an excellent tool in order to reach 
the objectives stipulated. Pope (1998b) claims that sponsorships are an effective promotion 
tool in today’s media clutter. Pope further explains that sports are a public interest in many 
countries today; sport sponsorships can therefore generate good PR and if used properly also 
strengthen the brand. FöreningsSparbanken is aware of sport sponsorship’s possibilities as a 
promotion tool and the company has well-developed objectives which are in concordance 
with Pope’s theory.  
 
Grönkvist (2000) and Pope (1998b) suggest that sport sponsorship has the ability to improve 
companies’ relationships with their employees. Having loyal and inspired employees is an 
issue which has become very important in order to survive in today’s tough business 
environment and Grönkvist claims that sport sponsorships can make this attainable. 
Enhancing employee relations is not an objective that FöreningsSparbanken considers 
especially important, and is therefore inconsistent with the theory provided by Grönkvist and 
Pope.  
 
Pope (1998b) suggests that sport sponsorships have the possibility to strengthen the corporate 
image. In addition to Pope’s theory Grönkvist (2000) claims that the corporate image can be 
improved even further if the customers and prospects feels proud of the fact that their bank is 
sponsoring an event or a team especially dear to them. Image transference is according to 
Grönkvist one of sport sponsorships’ greatest advantages towards other promotion tools, and 
this should be utilized in companies’ sponsorship strategy. Enhancing corporate image and 
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making use of the sponsorship’s enclosed advantages are objectives which 
FöreningsSparbanken employs and is therefore in accordance with Pope and Grönkvist’s 
theories.  
 
Other sponsorship objectives suggested by Pope (1998b) are: public perception and the fact 
that sport sponsorships can be used as a competitive tool. FöreningsSparbanken do not use 
sport sponsorship as a mean to compete with other banks. Regarding public perception 
FöreningsSparbanken believes that it is important that people have a positive view of the 
company; public perception is an objective for sport sponsorship and FöreningsSparbanken’s 
strategy is therefore in concordance with Pope’s theory. 
 

5.1.2 Marketing Objectives 
Grönkvist and Pope suggest that increasing sales is the most important objective in a long-
term perspective. FöreningsSparbanken agrees with the authors and further states that 
increasing sales is the overall purpose with all their marketing activities and must therefore be 
divided into more distinct objectives.  
 
Grönkvist suggests that sport sponsorships should be used as a tool to establish and strengthen 
the relationships with the company’s customers. He further argues that a sponsor should use 
every opportunity offered for representation and customer care. FöreningsSparbanken is well 
aware of sport events’ advantages when it comes to strengthen the relationship with their 
customers. Since it is FöreningsSparbanken’s policy to have customer events at every sport 
arena or event the company is sponsoring, FöreningsSparbanken’s sponsorship strategy is in 
concordance with Grönkvist’s theory.  
 

5.1.3 Personal Objectives 
The final objective provided by Pope (1998b) is management interest, which is not an 
objective when it comes to FöreningsSparbanken’s sponsorships. Grönkvist claims that 
management interest is the oldest reason for sport sponsorship, but that the management 
objective is decreasing, as sport sponsorship is becoming a more professional and strategic 
part of the promotion mix.  
 

5.2 Sport Sponsorship Selection Process and Criteria 
This section will begin with an analysis of the sponsorship selection process where the 
empirical findings will be compared to Harrison’s (1996) decision making process, which can 
be further studied in Figure 2:1. An analysis of FöreningsSparbanken’s criteria when selecting 
sponsorship objects will thereafter be presented, in which the empirical data will be compared 
to Brassington and Pettitt’s (2000) five criteria which can be found in Figure 2:2. 
    
Harrison (1996) suggests that the purchasing company takes the initial contact, which is not 
the case with FöreningsSparbanken. FöreningsSparbanken declares that it most often is the 
sport associations that contact them, except for when there is a special event in a certain city 
and the local branch office believes that it could entail good PR and generate business. 
FöreningsSparbanken’s procedure is therefore inconsistent with the theory provided by 
Harrison.   
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The decision-making process starts according to Harrison (1996) with that the objectives are 
determined. The first step in FöreningsSparbanken’s selection process corresponds to the 
model provided by Harrison; FöreningsSparbanken believes that having clear objectives is a 
prerequisite in order to know what kind of sponsorship the company needs. Step two in 
Harrison’s model is searching for alternatives, which means that the internal and external 
environment of the organization is scanned for relevant information from which a set of 
alternatives likely to fulfil the objectives is described. This is not entirely true when it comes 
to FöreningsSparbanken’s process; FöreningsSparbanken do not actively search for 
sponsorships that might fulfil the objectives. Instead, sport associations that are interested in 
attaining a sponsoring partnership together with FöreningsSparbanken contact them. The next 
two steps are according to Harrison comparing and evaluating the alternatives and the act of 
choice, steps which are consistent with FöreningsSparbanken’s process. When reaching to a 
decision it is time for implementation of the decision, which in FöreningsSparbanken’s case is 
to begin the actual sponsorship co-operation and is therefore in concordance with Harrison’s 
theory.  
 
Regarding the time frame for the decision making process Harrison (1996) states that it differs 
depending on the extent of the decision. The time frame for FöreningsSparbanken’s selection 
process also differs; the time frame can reach up to several months, while it on smaller 
projects can be a question of days. FöreningsSparbanken’s time frame differs for the same 
reasons that Harrison describes and is therefore consistent with Harrison’s theory.    
 
Having a follow up process is compulsory for all of FöreningsSparbanken’s sponsorships. 
FöreningsSparbanken’s evaluation model is consistent with Harrison’s final step, since the 
model aims to reassure that the objectives are fulfilled and to look into how sponsorships can 
be further developed. A divergence from Harrison’s model is the fact that 
FöreningsSparbanken’s evaluation model is used during the sponsorship process, whereas 
Harrison suggests that the evaluation is the final step in the process. 
 
Brassington and Pettitt (2000) suggest that the most important criterion when selecting the 
most appropriate sponsorship object is the fact that there needs to be a match between the 
chosen sponsorship and the target audience the company seeks to influence. 
FöreningsSparbanken’s most important criterion when selecting sponsorship objects is that 
the sponsorship must attract broad groups in the society, which corresponds to the target 
audience. Hence, Brassington and Pettitt’s most important criterion match 
FöreningsSparbanken’s priority when selecting sponsorship objects.  
 
Sport sponsorships are FöreningsSparbanken’s method to reach young people and affect them 
at an early stage, a criterion that is not brought up by Brassington and Pettitt. 
FöreningsSparbanken also strives for a balance between male and female sports, a very 
important criterion when deciding for a sponsorship object. Brassington and Pettitt do not 
bring up the balance between male and female sports even though it is an important issue for 
many companies today.       
 
Brassington and Pettitt (2000) point out that uniqueness or exclusivity is a consideration that 
is important when deciding for a sponsorship object. FöreningsSparbanken does not consider 
this as an important criterion when selecting a sponsorship object.  Consequently, 
FöreningsSparbanken does not agree with the authors when it comes to the importance of 
uniqueness and exclusivity. Instead FöreningsSparbanken believe that the sponsorship must 
be qualitative and generate good exposure in order to be considered as appropriate. 
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Spin-off promotion and marketing opportunities are according to Brassington and Pettitt very 
important to consider when selecting a sponsorship object. This is a criterion that corresponds 
to FöreningsSparbanken’s guidelines when selecting sponsorship objects; 
FöreningsSparbanken does not enter sponsorships that cannot provide spin-off promotion 
possibilities, such as arranging business and information meetings at the event. 
 
FöreningsSparbanken consents to Brassington and Pettitt’s opinion that it is important to 
ensure that the sponsorship is compatible with the company’s overall promotion objectives. 
FöreningsSparbanken consider this match as a requirement when selecting sponsorship 
objects. If there is no match between FöreningsSparbanken’s sponsorship and the company’s 
objectives, no return on the investment can be made and the sponsorship investment would 
therewith be in vain.   
 
Brassington and Pettitt’s final criterion to consider when selecting sponsorship objects is 
length of impact, a criterion that FöreningsSparbanken also considers very important. 
Brassington and Pettitt suggest that even if the sponsorship regards a one-time event the 
company needs to understand and have in consideration the time frame for the sponsorship’s 
effect. FöreningsSparbanken strives for sponsorships that can last for longer periods of time, 
this to even further utilize one of sport sponsorships’ most powerful advantages; to establish 
relationships with potential and existing customers.   
 
FöreningsSparbanken has another factor outside the scope of Brassington and Pettitt’s theory 
that is considered as very important; FöreningsSparbanken has the requirement to take on a 
social responsibility in all their sponsorships. The company is of the opinion that their own 
interest must be combined with making a difference in society when sport sponsorship is used 
as a promotion tool.   



CHAPTER SIX –CONCLUSIONS AND IMPLICATIONS 
 

 29

6 CONCLUSIONS AND IMPLICATIONS 
In this final chapter the research questions stated in the first chapter will be answered based 
on the data collected from FöreningsSparbanken. Thereafter, implications for management, 
theory and further research will be provided. The research questions will be answered in 
separate sections respectively which hopefully will lead to a fulfilment of the research 
purpose: 
 
 “To gain a deeper understanding of how sports sponsorship is used as a 
 promotion tool.” 
 

6.1 How can the objectives for sport sponsorship as perceived by the 
sponsoring company be described? 
The first research question deals with investigating what objectives companies have with 
sport sponsorships. The investigated case reveals that there are several objectives for sport 
sponsorships, even though a couple of them are more important than others. 
 
This thesis identifies reaching out to the target group and by that creating public awareness as 
the most important objective for sport sponsorships. Previous research has shown that sport 
sponsorship is an effective promotion tool in order to reach out to large and various target 
groups. This indicates that sport sponsorships are very effective for companies such as 
FöreningsSparbanken since their target group is broad and includes different social groups. In 
other words, for national companies with broad target groups, sport sponsorship is an 
excellent tool in order to reach out to the target group and create public awareness.  
Companies with more narrowed target groups or business-to-business oriented companies 
might have other objectives for sport sponsorship that they consider more important.  
 
The bank industry is a line of business where it is crucial to engage customers when they open 
their first bank account since most people have the preconceived idea that changing banks is 
something complicated. FöreningsSparbanken utilizes their sport sponsorships foremost to 
reach out and affect young people, since these are the company’s future prospects. Sports are 
a very attractive leisure-time activity in Sweden, especially among young people. The fact 
that sports are attractive to young people makes FöreningsSparbanken’s sponsorship strategy 
very effective in a long-term perspective. Most companies no matter of business strive for that 
their brand should be the first in people’s mind when they think of their line of business. In 
order to achieve this it is important to reach out to people at an early age. This study found 
that sport sponsorships have the possibility to influence young people and make the 
sponsoring company and the brand name at a “top-of-mind position”.  
 
Previous research indicates that people perceive sport sponsoring as more of a social 
responsibility than a paid advertising campaign, which makes sport sponsorship even more 
powerful as a promotion tool. Sport sponsorships is in other words not only good advertising, 
but very good PR since people associate the sponsoring company with the sponsored object. 
This leads to that sponsoring companies have the opportunity to enhance the corporate image, 
which goes hand-in-hand with another objective; enhancing the public’s perception, an 
objective that this study found very important. 
 
FöreningsSparbanken considers their corporate image strong since they have been operating 
the market for a long time. Previous research has shown that sport sponsorship is an effective 
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tool for companies to enhance their corporate image, an objective that many sponsoring 
companies consider as sport sponsorship’s greatest advantage. In spite of the fact that 
FöreningsSparbanken already has a strong corporate image they are of the opinion that sport 
sponsorships can help them retain their corporate image, and to some extent enhance it. Based 
on previous research and the empirical data collected, this study found that strengthening the 
corporate image is one of the objectives for sport sponsorship.   
 
This research revealed that one of the oldest motives for sport sponsorship; management 
interest was not an objective for FöreningsSparbanken. This implies that sport sponsorship is 
taken seriously and that it is considered as an effective promotion tool. A reason to why this is 
not an objective for FöreningsSparbanken might be that FöreningsSparbanken has a well-
developed sponsorship strategy on a local as well as a national level. There should also be in 
consideration that this might be an objective which companies deny having. 
 
Regarding the objectives for sport sponsorships, the main conclusions are summarized below: 
 

• Reaching out to the target group and creating public awareness. 

• Influencing young people. 

• Enhancing the corporate image. 
 

6.2 How can a company’s process and criteria used for sport sponsorship 
selection be described? 
This research showed that FöreningsSparbanken’s sport sponsorship selection process is a 
well-defined procedure, which to a great extent follows the decision making process provided 
by Harrison (1996). The sport association that is seeking for sponsors most often takes the 
initial contact. FöreningsSparbanken only contact associations when something extra ordinary 
is arranged which have the possibility to generate good PR and business for the company. 
FöreningsSparbanken has a strategically and well-defined approach to sport sponsorship 
which makes the fact that they rarely take the initial contact a bit strange. A reason to why the 
initial contact taken by FöreningsSparbanken is such a rare occasion might be because the 
sport associations are so dependent on the support by sponsors.  
 
Regarding the design of the sponsorship selection process this study found that it contains 
several phases. The process starts with that FöreningsSparbanken is contacted by sport 
associations and receives a proposal, the proposal is then evaluated and the process ends with 
an implementation of the decision. FöreningsSparbanken is handling all sponsorship 
proposals online, something that facilitates the process for the applying sport association as 
well as for FöreningsSparbanken. This study concludes that handling sponsorship proposals 
online is something very effective; it saves time and money for both parties. The applying 
sport association can find exhaustive information of FöreningsSparbanken’s sponsorship 
policy on the company’s website. The fact that website provides a test model where the sport 
association can test whether their sponsorship proposal could be interesting for 
FöreningsSparbanken to enter helps the company since it provides a first screening. 
 
The follow up process of sport sponsorships is something very important in order to further 
develop and entering new successful sponsorships. This research indicates that together with 
the fact that sport sponsorship is becoming a strategic tool in order to reach marketing goals 
the strategic approach to sponsorships is increasing. The development of sport sponsorships 
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leads to that companies today consider the follow up process as a necessary procedure in 
order for the investment to be profitable. FöreningsSparbanken is currently developing a 
computerized follow up process, which will be utilized during and after the sponsorship. The 
follow up process will help managers at FöreningsSparbanken to evaluate sport sponsorship 
programmes and also reassure that a follow up procedure is performed.  
 
This study found that there are several criteria to consider when selecting the appropriate 
sponsorship object, but there are two criteria that are considered as more important than 
others. The fact that there needs to be a match between the chosen sponsorship and the target 
group the company seeks to influence is the first of these two criteria. FöreningsSparbanken 
has a very broad target group that results in that the company strives for sports which attracts 
wide groups of people. Sport sponsorship is on account of the company’s broad target group 
an excellent tool in order to reach the objectives stipulated. For companies with more 
narrowed target groups it is even more important that the match between the sponsorship and 
the target group is established.  
 
The second criterion this study found as very important is that there needs to be spin-off 
promotion and marketing opportunities in connection to the sponsorship. In order to maximise 
the effect of sponsorships, events and business meetings should be arranged in connection to 
the sponsorship. FöreningsSparbanken has the policy to never enter sponsorships that cannot 
provide this opportunity. Sport sponsorships are a great way for companies to combine 
business with pleasure. Companies can by having business meetings at the event strengthen 
the relationship with their customers and also establish new customers within the sport 
association, such as the association’s personnel, athletes, and audience. 
 
My research showed that for companies to take on a social responsibility when selecting a 
sport association to sponsor is becoming more and more important. FöreningsSparbanken 
wants to make a difference in the society and this can be achieved by a careful consideration 
when selecting the sponsorship object. FöreningsSparbanken’s strategy is to attain social 
responsibility through their sponsoring; which will be reached by sponsoring sports that 
attract young people. By targeting young people when sponsoring lead to that the company is 
not only reaching out and affecting their future target group but they are also creating surplus 
value when sponsoring youths. Today, companies are searching for new ways to penetrate the 
media clutter and creating positive PR through sponsorships is an effective way to attain this.  
 
To summarize how the selection process and criteria used for sport sponsorship can be 
described the main conclusions are listed below.  
 

• The sport association most often takes the initial contact. 

• The process for sport sponsorship selection is a well-developed procedure. 

• Having a follow up process is crucial in order for sport sponsorships to be effective. 

• There needs to be a match between the chosen sport sponsorship and the target group. 

• The sport sponsorship needs to offer spin-off promotion and marketing opportunities. 

• Taking on a social responsibility is becoming more and more important. 
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6.3 Implications 
In this final section recommendations for managers, theory and future research will be 
presented.   

6.3.1 Implications for Management 
While working with this thesis I have concluded that companies’ objectives for sport 
sponsorships form the foundation for whether the investment will be effective or not. The 
case studied in this thesis has a well-developed sponsorship strategy including well-defined 
objectives. This is far from the truth in all companies; sport sponsorship must be taken 
seriously and they demand thoroughly preparatory work like all other marketing activities. 
The objectives together with the selection criteria and process go hand in hand since the 
objectives affect the process and criteria when selecting the appropriate sponsorship object. It 
is therefore of great importance that clear objectives are set out before deciding upon 
sponsorships. 
 
Sport sponsorship should be considered as a promotion tool with excellent possibilities. 
Today, many companies are looking for new ways to improve the corporate image which is 
one of sport sponsorships’ greatest advantages. Sport sponsorships also furnish other 
objectives such as enhancing the employees’ work satisfaction and improving customer 
loyalty. Sport sponsorship offers many different advantages which traditional advertising can 
never attain; sport sponsorship must therefore be looked upon and treated as a powerful 
promotion tool in order for these advantages to be seized.  
 
Moreover, companies should use the possibility to arrange events where the sponsorship takes 
place. Inviting customers to an exiting game or event will strengthen the relationship between 
the company and their customers, which leads to a reinforced loyalty. Arranging events in 
connection to the sponsorship is a step towards integrating the sponsorship into the marketing 
strategy. By co-ordinating marketing activities, surplus values will be created and the return 
of the investment will therefore be increased. 
 
Having clear objectives and looking at sport sponsorships as a powerful promotion tool will 
help companies attaining effectiveness with their sponsorships. The case studied in this thesis 
used a model that helped the personnel involved in sponsorships to be strategically consistent 
when dealing with sponsorships. The model was permeated through the whole company, 
which made the sponsorships at a local as well as a national level coherent and strategically 
well implemented. This is a piece of good advice for all companies which strive for effective 
sport sponsorships; by clearly stating the company’s sponsorship strategy good prerequisites 
for successful sponsorships will be attained.  
 

6.3.2 Implications for Theory 
The purpose with this study was to gain a deeper understanding of how sports sponsorship is 
used as a promotion tool. The study has explored, described and to some extent also explained 
how companies use sport sponsorship as a promotion tool. This has been attained by 
thoroughly searching the already existing literature within the area of sport sponsorships. 
Furthermore, explanations have been provided on how companies use sport sponsorships as a 
promotion tool by looking at FöreningsSparbanken’s sponsorship strategy. Comparing the 
data collected from the case with the existing theories has drawn conclusions. Most of the 
findings from the case coincide with the existing theory, although some divergences have 
been noted. This study found that sport sponsorship has excellent prerequisites to reach out to 
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young people; something that companies must consider in order to secure their future target 
group. Sport sponsorship’s opportunity to build brand image among young people is 
something that has not been brought up in previous research. Regarding the sponsorship 
selection process this study found that the follow up process should be conducted during the 
sponsorship, which is not discussed in previous research. Researchers within the area of sport 
sponsorship agree on the fact that the follow up process is very important, but this study 
indicates that the follow up process should be performed during the sponsorship in order for 
the investment to be successful. Overall, this study suggests that sport sponsorship is an 
effective promotion tool that has become a recognized part of the marketing mix. Today, 
companies invest in sport sponsorships not only to make a public duty, but because it gives 
good return on their investment.  
   

6.3.3 Implications for Future Research 
Although sport sponsorship has become a more recognized promotion tool, the area of 
research is still limited. As the media clutter is getting more difficult for companies to 
penetrate, research for how to find alternative promotion possibilities must be conducted. 
Sport sponsorship is one of these possibilities, and more research of how sponsorship should 
be utilized in a more strategic manner is demanded.  
 
It should be taken into consideration that this study only conducted one case study, which 
means that an overall picture cannot be presented. By expanding this research to a larger 
sample, the reliability would increase and a more comprehensive picture would be provided.  
 
An interesting issue, which came up during the work with this thesis, is how sport 
sponsorship can be integrated in the company’s marketing mix. There are surplus values for 
companies to collect by co-ordinating and integrating their marketing activities. The existing 
research as well as this thesis, deals with the strategic preparatory work such as the 
determination of objectives and the development of a selection process. These aspects 
constitute a good foundation for future research within the area of integrating sport 
sponsorship into the marketing mix and by that attaining better return on all marketing 
investments. By looking into how sport sponsorships can be integrated in companies’ 
marketing mix the purpose of this thesis; to gain a better understanding of how companies use 
sport sponsorship as a promotion tool, can be strengthen even further.   
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INTERVIEW GUIDE – English version 
 
General Information  
 

1. Company name: 
2. Name and position of the respondent: 
3. Number of employees: 
4. Year of company establishment: 
5. Products/services: 
6. Organizational chart: 
7. Annual turnover: 
8. Line of industry: 
9. Business concept: 
10. Approximate percentage of marketing budget designated for sport sponsorship? 
11. Why did FöreningsSparbanken choose to sponsor sports in particular? 
12. Which sport sponsorship activities are the company currently engaged in? 

 
Part A – Objectives for sport sponsorship 

 
1. a) What are FöreningsSparbanken’s main objectives for sport sponsorship? 

b) Other objectives? 
 

2. Why do you think sport sponsorship is the right method in order to reach the 
mentioned objectives? 

 
3. Do FöreningsSparbanken use sponsorship as a way to establish and strengthen 

relationships with customers, if so how? 
 
4. How important are the following objectives when considering the selection of sponsor 

object and why:  
 

• Public awareness  

• Corporate image  

• Public Perception  

• Reach target market 

• Employee relations  

• Compete with other companies  

• Management interest 

• Increase sales  

 
5. How would you rate these objectives in terms of importance? 

Remark: 1 is most important and 8 is least important 
 

6. Do you have anything to add regarding sponsorship objectives? 
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Part B – Sport Sponsorship Selection Process 
 
1. Does FöreningsSparbanken take the initial contact with sponsor objects or do the sponsor 

objects take contact with FöreningsSparbanken? 
 
2. Please describe the sponsorship decision-making process from received proposal to closed 

deal. 
 
3. What is the approximate time frame for a sponsorship decision-making process? 
 
4. How do FöreningsSparbanken follow up on sponsorships?  
 
5. a) What are FöreningsSparbanken’s main criteria when selecting sponsor object, why? 

b) Other criteria? 
 

6. How important is the following criteria when considering the selection of sponsor object, 
why?  

 
• Relevance  

• Uniqueness/exclusivity  

• Spin-off promotion/marketing opportunities 

• Compatibility with objectives 

• Length of impact 

 
7. Are there any additional criteria that FöreningsSparbanken has when considering the 

selection of sponsor object? 
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INTERVIEW GUIDE – Swedish version 
 
Allmän Information 
 

1. Företagets namn: 
2. Respondentens namn och befattning: 
3. Antal anställda: 
4. År företaget grundades: 
5. Produkter/service: 
6. Organisationsschema: 
7. Årlig omsättning: 
8. Bransch: 
9. Affärsidé: 
10. Ungefärlig del av marknadsföringsbudget som läggs på sponsring av sport? 
11. Varför valde FöreningsSparbanken att sponsra just sport?  
12. Vilka sporter sponsrar FöreningsSparbanken i dagsläget? 

 
Del A – Mål med Sponsringen 

 
1.   a) Vad är FöreningsSparbankens främsta mål med sponsring? 

b) Andra mål? 
 

2. Varför är sponsring det rätta marknadsföringsverktyget för att nå dessa mål?  
 
3. Använder FöreningsSparbanken sponsring som ett sätt att etablera och förstärka 

relationen med kunderna, i så fall på vilket sätt?  
 
4. Hur viktiga är följande mål för FöreningsSparbanken när det gäller sponsring, varför?  
 

• Skapa medvetenhet hos allmänheten 

• Förbättra Företagsimagen  

• Allmänhetens uppfattning  

• Förbättra relationen med de anställda 

• Använda sponsringen som konkurrensmedel 

• Nå ut till målgruppen 

• Öka försäljningen 

• Ledningens intresse 

 
5. Hur ser rangordningen ut på dessa mål? 

Notera: 1 är viktigast och 8 är minst viktig 
 

6. Finns det något att tillägga när det gäller FöreningsSparbankens mål med sponsring? 
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Del B – Process för Urval av Sponsringsobjekt 
 

1. Tar FöreningsSparbanken den första kontakten med intressanta sponsringsobjekt eller 
brukar idrottsorganisationer kontakta er?  

 
2. Vänligen beskriv hur beslutsprocessen när det gäller sponsring ser ut, från det att 

förslag erhållits till att avtal slutits. 
 

3. Vad är den ungefärliga tidsramen för ovan beskrivna beslutsprocess? 
 

4. Hur följer FöreningsSparbanken upp sponsring?  
 

5. Vilka är FöreningsSparbankens huvudkriterier när det gäller att välja rätt 
a) Organisation/individ att sponsra? 

      b) Andra kriterier? 
 

6. Hur viktiga är följande kriterier när det gäller valet av objekt att sponsra, motivera?  
 

• Överensstämmande med sponsrings mål  

• Exklusivitet/unik sponsringsmöjlighet 

• Möjligheter till andra marknadsföringsaktiviteter i samband med 

sponsringen 

• Samband med företagets image och strategi  

• Långsiktig påverkan 

 
7. Finns det andra kriterier som FöreningsSparbanken har när det häller valet av 

sponsringsobjekt?  
 
 




