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ABSTRACT
Sponsorship of Interscholastic Athletics: An Examination

of State High School Athletic/Activity
Association Sponsors

by
Justin Wartella
Dr. Nancy Lough, Examination Committee Chair
Professor of Sports Education Leadership
University of Nevada, Las Vegas

Sport sponsorship has evolved into a vast business enterprise, encompassing
sport at all levels. In 2007 alone, spending on sport sponsorship worldwide was
approximately $28 billion with an estimated amount of over $14 billion being spent
in North America (IEG, 2008). Previous empirical research has been conducted to
determine why companiehoose to become involved in a sport sponsorship
relationship. The existing literature on sport sponsorship objectives includes studies
that have focused primarily on professional sport, intercollegiate athletics a
international sport and sporting events. Despite the previous research conduued in t
area of sport sponsorship, there has been a theoretical void in the literature that
investigates sport sponsorship at the interscholastic athletic levelfdreethere is a
need to investigate sponsorship objectives at this level of athletic competitiaisdeca
it has yet to be done, and it will be a valuable contribution to the existing lite@atur
sport sponsorship.

The purpose of this study was to examine the use and value of sponsorship in
interscholastic athletics. The specific goals of the study includ€olexamine the

sponsorship objectives of sponsors of State High School Athletic Associatipis; II.



examine the similarities and differences of companies involved in state higbl sc
athletic association sponsorships; Ill.) To determine if differences among
corporations (size of company, market share, national, state, or regional gpmpan
influence the expectations/objectives of corporate sponsors; and 1V.) To develop a
framework of sponsorship objectives among sponsors of state high school
athletic/activity associations to assist in our understanding of educatiahdyssé
sponsorship relationships.

The methodology that was used was a mixed-methods approach that
combined both quantitative and qualitative data analysis. Specifically pamo-
survey was employed for use in this investigation. PART | of the survey éntitle
“Sport Sponsorship Objectives” consisted of seventeen sponsorship objectives
designed to measure the level of importance attributed to each sponsorship objective
that was scored on a six-point Likert-response scale. Along with the Likpdnse
items, PART | of the survey also featured three questions in an open-endeddormat
provide a qualitative aspect to the study. PART Il was designed to develop a profile
of the sponsors of state high school athletic/activity associations. Pulgzsefuling
was used to select subjects (sponsors of state high school athletic/activity
associations) for this study. Once the surveys were completed, the datadyather
compiled, analyzed, and reported using both descriptive and inferential ftatistic
Lastly, in order to address for ethical concerns, data collection approval wasedbtai
from the Institutional Review Board (IRB) at the University of NevadaVegas

(UNLV) Office for the Protection of Research Subjects.



Of the 206 surveys emailed to the marketing director at each company /
business involved in sponsoring one or more state high school athletic/activity
associations for the 2008-2009 academic year, 102 or 49.5% were returned. Ninety-
six were completed and usable for a response rate of forty-seven peréént (4

In general, results revealed that sponsors of state high school athletig/acti
associations engage in this sponsorship relationship because they beleve riwr
value in the teen market. Furthermore, this type of sponsorship, more so than others,
was discovered as a means to provide an opportunity of creating and maintaining
long-lasting relationships with the teen market. Also, the expanded state-wide
exposure and visibility that a state association sponsorship provides was noted as
being a key objective for sponsorship. Contrary to literature on sport sponsarship i
general results further indicated that there is a philanthropic naturéetdistia
school athletic/activity association sponsorship. Respondents indicated that public
service and providing help to local communities were important objectives when
considering a sponsorship relationship. Finally, the majority of sponsors indicate
that they had a positive sponsorship relationship with the state associations and that
they planned on continuing their sponsorship at the same or higher level. The study
concludes with a discussion of the results and includes limitations of the study along

with recommendations for future research.
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CHAPTER |

INTRODUCTION
Overview of Interscholastic Athletics
State of Interscholastic Athletics:

Interscholastic athletic participation has been a major part of exiadar
offerings for over 100 years in the United States. In the late1800’s, extcatarnri
activities, including interscholastic athletics, began to be offered for pubbolkc
students. These nonacademic offerings went through several phases sinicstthey f
began. In the very beginning, extracurricular student activities were caetsite
have little benefit to the overall school program. Because of this view of
extracurricular activities, schools neither initiated activities noo@raged outside
groups to develop any student-oriented activities (Gholston, 1985).

In the late 1800’s and early 1900’s however, a shift in the attitude towards
student-organized activities began to occur. It was at this time that edusaadior
school personnel began to acknowledge that these extracurricular activities were
educationally beneficial. Many of the extracurricular activitissluding athletics
would soon be organized and administered by the public schools (Gholston, 1985).

The change in attitude toward extracurricular activities was attriboted t
commission that advocated reorganizing secondary schools. The Commission on the
Reorganization of Secondary Education (CRSE) outlined Seven Cardinal Principles
for guiding public schools. One of the principles called for the development of a

program that would educate students on how to productively use their leisure time



(Gholston, 1985). The general trend at this particular time was that therenaseye
students who were not interested in staying in school through high school. As a result,
educators decided to give the children something to look forward to and an activity to
help expend some of their energy. Many schools appointed directors of leisure
activities who were the predecessors of what would be athletic adminisirato

today’s schools (Gholston, 1985). Another significant occurrence during this phase of
“passive acceptance” was the development of statewide athletic/actydtyizations

that would serve as governing agencies for interscholastic athletic sqiést,

1997). During this phase, when school leaders began to accept athletics as an
extension of school education and there was more structure and leadership from
statewide organizations, the number of interscholastic athletic teams seribeq
increased.

The next phase, which began in the early 1920s, was described by Gholston
(1985) as the period of “active acceptance and encouragement” because school
officials were advocating that students take part in various extracurraatlaities
such as athletics. The creation of the National Federation of State High School
Associations (NFHS) in 1920, which has been the national governing body of
education-based interscholastic activities ever since, was anothegligiilthis
period. The fourth and most recent phase was one in which interscholastic athletics
and other extracurricular activities blended with the traditional acadefarmngfs

and thus have grown into a core part of the total academic curriculum.



Educational Philosophy of Interscholastic Athletics:

Today, interscholastic athletics are prominent in virtually every Asaeri
community, from small rural towns to metropolitan areas. In each state,
interscholastic athletic teams from public and private schools competeriety vh
sports for league, sectional (regional), and state championships. Thie atilégsts
including notable student-athletes and coaches are now publicized through media
outlets such as newspapers, television, radio, and internet web-sites that aré devot
entirely to interscholastic athletics. Along with developing a prominent ptace i
American society, interscholastic athletics has attained an alkighefor number of
student-athletes involved. In a recent study performed by the NFHS, it was
discovered that the participation rates among interscholastic athlediascheased
for the eighteenth consecutive year (Gillis, 2007). The 2006-07 High School Athletics
Participation Survey revealed that there were 7.3 million participantshrsbigol
sports, with the girls’ participation rate (over 3 million) being the highestsiehar
been, while the boys’ participation rate (over 4,300,000) was higher than it had been
during any other year over the past 27 years (Gillis, 2007).

All of the aforementioned positive aspects of interscholastic athletics along
with its’ prominent place and popularity in American society are due primarily t
what takes place on athletic fields or gymnasiums between student-adhieétes
athletic coaches. However, the NFHS believes that extracurriculgitiastsuch as
athletics should first and foremost support academic achievement and be a integr
part of the overall educational program rather than placing an emphasis on winning

and losing athletic contests. The NFHS defines co-curricular actiagiésot a



diversion but rather an extension of a good educational program that teaches lifelong
lessons as important as those taught in the classroom” (NFHS, 2007 p.2). To provide
support for the educational mission of the NFHS throughout the United States, each
state plus the District of Columbia has their own athletic/activity associwhich

serves as a member association of the NFHS. The state athletityastsaciations
administer and govern education-based interscholastic activitiesnmebpective

state along with promoting and supporting the educational values of extraleurric
activities (NFHS, 2006).

Escalating Costs of Interscholastic Athletic Programs:

Although participation rates of interscholastic student athletes are cohtinual
increasing, many interscholastic athletic departments in the Unitexs @Statfacing a
reduction in athletic budgets. These reductions have been due to minimal government
funding and state budget cuts that have had an impact on school districts, high school
athletic departments, and state high school athletic/activity assosiélicFarland,

2002; Forsyth, 1995). This is due in large part because athletics is considered an
extracurricular function of the school system, therefore receiving kesgiah during
budget allocations. Rising costs include such elements as salaries, insspacizd
programs, transportation expenses, special education needs, infrastructure,, supplies
equipment, etc. (Pennington, 2004).

With interscholastic athletics and activities programs becoming more
expensive to maintain, school officials have found that their traditional sources of
revenue, such as ticket sales from football and basketball games, team fundraiser

booster clubs, concession sales and participation fees (pay-to-play), havennot bee



enough to counter the reduction in athletic budgets (McFarland, 2002). With these
customary sources of revenue for interscholastic athletics not generaiunghe
income, there has become a need for high school athletic departments and High
School State Associations to seek alternative revenue sources.

Revenue Streams:

In order to cope with the difficult task of dealing with the dwindling budgets
of school districts and rising costs of operating interscholastic atpletgrams,
many high school athletic departments and state high school athletigfactivit
associations have turned to businesses/corporations for sponsorships to aftget risi
costs. From the middle to late 1980’s, when sponsorship of interscholastic athletics
began, corporate involvement of interscholastic athletics has increased/stetd
point that it now represents one of the fastest-growing areas in all of corporate
marketing (Fisher, 2002). Following the footsteps of professional sport and
intercollegiate athletics, interscholastic athletics has incorgbsgp@nsorship so
much into the high school sport experience that it has become a permanent fixture of
the teenage sporting life (McFarland, 2002).

Interscholastic athletic departments across the country are now selling
broadcast opportunities to local radio and television stations; seeking corporations
who will agree to contribute financially in return for facility or event namigligts;
signing deals with food and beverage companies to distribute their product
exclusively in exchange for new electronic scoreboards, uniforms, or equipment; a

soliciting advertising revenue from game programs, field and arena sigoelss, |



rooms, bus and rooftop signage, and halftime promotions (Fischl, 1997; Montano;
Morrison, 1998).

Along with individual high school athletic departments seeking sponsors to
assist with the operation of athletic programs, sponsors are also being sought for
interscholastic sport at the statewide and national levels. Since thlesiparesorship
deal in 1988 with the Quaker Oats Company’s Gatorade beverage, the NFHS and
state high school athletic/activity associations have become involved in numerous
sponsorship deals. Some of the more highly publicized NFHS sponsorship deals
include the following: developing the first national television package forgggbel
athletics made possible by sponsors; promotional ventures involving the fedgration
magazines and drug-awareness programs; paid endorsements by high-scihesl coac
for athletic gear; and most recently creating the first-ever natewesit hosted by the
NFHS in 2006, "T-Mobile Invitational" high school basketball tournament (Walsh,
1990; NFHS, 2006). Sponsorship has become such an integral part of the NFHS and
the programs the association offers that a marketing department wagddvelo
design corporate partnerships and sponsorship programs to meet specific gharketin
goals and objectives of businesses and corporations interested in sponsoring
education-based interscholastic activities.

Sport Sponsorship Defined:

Sponsorship has been operationally defined in several different ways in the
literature. Meenaghan’s (1984) definition is the most widely used: “Sponsorship can
be regarded as the provision of assistance either financial or in-kind to ary dtivit

a commercial organization for the purpose of achieving commercial objedfpes”



9). Another commonly used definition was coined by Sleight (1989) who defined
sponsorship as a “business relationship between a provider of funds, resources or
services and an individual, event or organization which offers in return some rights
and association that may be used for commercial advantage” ( p. 19). Much like the
definition of sponsorship, sport sponsorship has been defined numerous ways.
However, Sandler and Shani (1993) coined the following widely accepted definition
of sport sponsorship:

Sport sponsorship is the provision of resources (i.e., money, people,

equipment) by an organization directly to an event or activity in exchange for

a direct association to the event or activity. The providing organization can

then use this direct association to achieve their corporate, marketing, or

media objectives” (p. 9).

Sport sponsorship is one of the fastest growing areas in sport marketing and
has become a multi-billion dollar business with the majority of the growth aagurr
during the end of the ﬂbentury (Meenaghan, 1994; Mills, 1996). It was in the
1990’s when sport sponsorship reached unprecedented levels. Mahony and Howard
(2001) reported that more than $5.1 billion were invested in sport sponsorship in the
North American sport industry in 1998 alone. Sport sponsorship has continued to
grow significantly in both North America and worldwide. In 2001, it was reported by
the International Event Group’s (IEG) Sponsorship Report that corporations around
the globe spent more than $23.6 billion sponsoring sports, arts, entertainment, and
cause-related events (IEG, 2001). Global spending on sponsorship increased by 2004
with an estimated $28 billion reportedly spent. North American sponsor’s

expenditures amounted to an estimated $11 billion (IEG, 2004). Because of this

significant growth in sport sponsorship, it has become an effective revenue producer



for sport organizations at all levels including professional, intercollegatateur
and interscholastic sport (IEG, 2001).
History and Evolution of Sponsorship:

Sponsorship during the early stages of the 1960s and 1970s, as described by
Wilkinson (1993), was not viewed as something that helped companies achieve their
marketing or corporate objectives because it was primarily philanthropatire.

More recently, however, the focus of sponsorship suggests that it is directedlyprima
on the “bottom line.” Wilkinson (1993) contended that philanthropy is no longer a
corporate reason for selecting sponsorship opportunities. Instead, it was discovered
that companies expected sponsorship opportunities to offer product/service
exclusivity, opportunities to increase brand awareness, and to reinforce gompan
image. These companies were more interested in events that enabled thiget to ta
specific market segments in order to ultimately increase sales. DolphB (2Q1076)
supported Wilkinson’s (1993) contention by suggesting that, while no “enduring
rigorous definition of sponsorship” has been coined, the rationale for sport
sponsorship has evolved from its predominantly philanthropic and societal
foundations to a strategic corporate marketing tactic.

The strategic marketing tactics that drive corporations to engage in sport
sponsorship include the following goals, all of which reflect corporations’
commercial interests rather than a philanthropic approach to sponsorship:eincreas
revenue through brand loyalty, increase brand awareness, gain access tgetew ta
markets, enhance brand image, increase public awareness of the company, get a

return on investment, and build relationships with consumers and clients (Copeland,



Frisby, & McCarville,1996; Hartland, Skinner, & Griffiths, 2005; Komoroski &
Biemond, 1996; Lough, 1996). Furthermore, Lough and Irwin (2001) discovered that
companies do not believe demonstrating corporate philanthropy as a primary reason
for engaging in sport sponsorship. Instead, sport sponsors are now more likely to
engage in sponsorship deals because it will ultimately lead to increasechsales a
influence brand market share (Lough & Irwin, 2001).

Objectives of Sponsors:

The need to identify and set various types of objectives that corporations have
for their sponsorship programs has been a dominant theme in much of the literature
on sport sponsorship. Meenaghan (1984) developed a list of sponsorship objectives,
which includes corporate and product-related objectives. These sponsorship
objectives include the following: broad corporate objectives that are maiabtetir
towards public relations; product-related objectives; sales objectivesa owadirage;
guest hospitality; and personal objectives, which relate to the particul@sindéthe
corporation’s chief executive. It was also noted that a single sponsor Hiay fu
multiple objectives (Meenaghan, 1984). More recently, Shank (2005) identified the
following six primary sponsorship objectives: awareness, competition, redahgag
markets, relationship building, image building, and sales increases.

In terms of sponsorship specific to a sport setting, several researchers hav
developed prevalent sponsorship objectives. Thwaites and Carruthers (1998)
surveyed companies to assess the most important reasons to enter into a sport
sponsorship agreement. The top ten responses were: increase public awareness; alt

public perception; enhance company image; increase target market awarenes



enhance staff motivation; increase sales; build business relationshipssencredia
attention; build guest hospitality; and community involvement. Irwin and Sutton
(1994) went on to divide sport sponsorship objectives into four distinct categories:
position enhancement; status enhancement; trade networking; and public service.
Lough, Irwin, and Short (2000) added social responsibility and corporate
philanthropy into the previous research of Thwaites and Carruthers (1998).
Additionally, in a more recent study, Lough and Irwin (2001) found results that
mirrored the sport sponsorship objectives identified by Thwaites and Carruthers
(1998). Specifically, the four main objectives according to the sport sponsors they
surveyed included the following: increasing sales/market share; inoydasjet
market awareness; enhancing general company image; and increasing public
awareness of the company (Lough & Irwin, 2001).

Why Sponsorship of Interscholastic Sports is Attractive to Sponsors:

With interscholastic athletics gaining more exposure through national
tournaments, cable television, and the Internet, high school sport has become very
attractive to corporate sponsors. Sponsors view interscholastic athletiésrasof
“grassroots sponsorship” because it allows for an opportunity to reach consumers
(either as participants or spectators) at the local, community levedgeiim
“grassroots” is used as a synonym for “community” or “local”. Thus, when defining
grassroots sponsorship and/or marketing, it is described as efforts focusechorgrea
consumers or potential consumers at the local level as opposed to targeting consumers
on the national level (Greenwald, 1997). The increased exposure local or community

markets that high school sports offers along with an opportunity to infiltrate untapped

10



markets heightens the marketing value for sponsoring companies and allows for them
to gain an advantage on their competition. According to David Carter of the Sports
Marketing Group, “Companies desperately want to get into high schools, because
they know they are getting a captive audience with disposable income thatiisa
make decisions of lifelong preference, like Coke versus Pepsi” (Pennington, 2004, p.
25). Along with having the opportunity to access young potential customers for the
long-term benefits, interscholastic athletic sponsorship is also appealing to
companies/businesses because it is considered as a market where sedsagernan

be conveyed because is less infiltrated and uncluttered (Hall & Gibson, 2005). Judith
Thomas, the former marketing director for the NFHS, supported many sponsors’
views of interscholastic athletic sponsorship by saying “It's an unlimitedppet

market and it is in places companies often can not easily reach. But ovamy gi

Friday night, in all those middle-American flyover states, sitting ih kighool

football stadiums are millions of people” (Pennington, 2004, p. 25).

Philosophical Differences of Interscholastic Sport Sponsorship:

Despite the positive aspects associated with the involvement of sponsors and
interscholastic athletics, the relationship remains controversial. iyirdae to the
educational values and mission established by the NFHS, education-based
interscholastic athletics are widely believed to be one of the last foramsatéur
sport in the United States (Cohen, 1988). Enriching each student’s educational
experiences, promoting academic achievement, and preparing studens&bhlete
lifelong success are some of the principle objectives, which characterize

interscholastic athletics as amateur sports. With the rapid increaseofater

11



involvement in interscholastic athletics, there is a belief among dhititghis
corporate involvement is not in line with the basic principles of interscholastic
athletics. The concern is the shifting of priorities away from the atadend
educational mission. Specifically, these critics of corporate involvementsitbge

it professionalizes high school sport by placing an emphasis on young athletes t
prioritize winning over academic achievement. In essence, this allows sptmsor
become involved with interscholastic athletics in a way that is viewed as isteomsi
with the core educational values of interscholastic athletics (Pennington, 2004).
Statement of the Problem:

Sport sponsorship has become a multi-billion dollar industry. Thus, sport
sponsorship has quickly become increasingly more important in the marketing mix
for many non-sport businesses (Cornwell, 1995). With the increasing impact and
presence sponsorship has had in the sport industry, there has been a great deal of
literature in recent years regarding sport sponsorship. The existnagureeon sport
sponsorship includes studies that have focused on professional sport, intercollegiate
athletics and international sport and sporting events, while interscholastibaport
gone unnoticed.

Interscholastic athletics, which are considered education-based sports, ar
widely thought of as one of the last forms of amateur sport in the United States.
Cohen (1988) suggested that the NFHS core values, stress the importance of
interscholastic athletics enhancing each student’s educational expearahc
promoting student academic achievement, are what classify them asaigeia

sports. Given the core values associated with interscholastic athletics, the
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development of an instrument that analyzes sponsors’ objectives of interscholastic
athletics, which are believed to be unique to education-based sport, was developed.
The instrument featured sponsorship objectives drawn from both current corporate-
related/commercial objectives utilized in numerous sport sponsorship studies. Thes
corporate-related/commercial objectives included the following: reasip@gfic

target markets; an opportunity to infiltrate new untapped markets; positioning;
enhancing company image; blocking competition; visibility; signage oppaésinit

and having the title sponsorshippostolopoulou & Papadimitriou, 2004; Copeland,
Frisby, & McCarville, 1996; Daniels, Baker, Backman, & Backman, 2007; Irwin,
1993; Kuzma, Shanklin, & McCally Jr., 1993; Lough & Irwin 2001; Ludwig &
Karabetsos, 1999; Shank, 1993; Shank, 2005; Stotlar, 1993; Stotlar, 1999; Thwaites,
1995). Other, earlier forms of sponsorship objectives believed to be more
philanthropic in nature were included on the instrument as well. Examples of these
philanthropic objectives include, but are not limited to the following: corporate
philanthropy; social responsibility; public service; supporting student-ashlete
community involvement and goodwill (Irwin & Sutton, 1994).

Theoretical Framework:

Exchange theory provides a theoretical framework to analyze both the
characteristics of companies involved in sponsoring sport organizations as thell as
sponsorship objectives of companies involved in sport sponsorship. The underlying
principle of exchange theory is that it represents an exchange relatiornsng av
least two parties (the sports organization and the sponsor) exchange resourees. Whi

the resources exchanged do not have to be tangible, the resources offered by each
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party must be valued by the reciprocating partner. In order for an exxhang

relationship between two parties to occur successfully and be maintainedvmjer ti

both sponsors and the sport organizations need to understand their exchange partner’s
intentions prior to agreeing to a sponsorship relationship (McCarville & Copeland,
1994). In the sport context, corporations or businesses usually provide revenue while
sport organizations offer an opportunity for exposure and an association with the

sport property.

Exchange theory offers an appropriate theoretical framework for thig stud
because it explains why an exchange is likely to occur between a business/company
and a sport organization. Thus, exchange theory provides a foundation for developing
a study that investigates the characteristics of companies who sponsor sport
organizations. It also provides a basis for examining sponsorship objectives of
companies who sponsor sport organizations. To date there has been considerable
empirical research that focused on both sport sponsorship and exchange theory
including Copeland (1991), Irwin and Sutton (1994), Lough and Irwin (2001),
McCarville and Copeland (1994), Lough (1996), Sawyer (1997), and Lough, Irwin,
and Short (2000). However, there is a theoretical void of empirical research on
sponsorship within interscholastic sport. Because of this, there is a need for a study
that provides insight and theoretical analysis on sponsorship at the interscholas
athletic level that will contribute to the sport sponsorship literature. Althdugh t
study does not set out to examine exchange theory specifically, the théoretica
framework can be considered a guide for examining the relationship between

objectives and characteristics of companies sponsoring interscholastic athle
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organizations and programs. The results of this study will provide data that can be
used to better understand the objectives and characteristics of companies sponsoring

state high school athletic/activity associations.

Purpose of the Study

Given the growing significance of corporate sport sponsorship along with the
lack of empirical research on sponsorship within interscholastic sport, the ngtsd exi
for a study that focuses on the objectives of sport sponsorship sought through
relationships with state high school athletic associations. Therefore fhesplof this
study was to examine the use and value of sponsorship in interscholastic athletics.
The specific goals of the study included: I.) To examine the sponsorship vdgeuti
sponsors of State High School Athletic Associations; Il.) To examine thiarsii®s
and differences of companies involved in state high school athletic association
sponsorships; Ill.) To determine how the corporate profile influences theioégeof
corporate sponsors; and 1V.) To develop a framework for sponsorship of state high
school athletic/activity associations to assist in our understanding of ietucased
sport sponsorship relationships.

This study will expand on the existing literature on corporate sport
sponsorship by providing an understanding of corporate sport sponsorship objectives
of state high school athletic/activity association sponsors. The rationalgdiasors
that invest in interscholastic sport is likely to vary from the more estallisport
sponsorship relationships. In order to achieve the purpose of the study, the following

research questions are proposed:
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RQ #1: What are the most important sponsorship objectives of sponsors of state high
school athletic/activity associations?

RQ #2: What are the common characteristics and differences of companigednvol
in state high school athletic/activity association sponsorships?

RQ #3: How do company characteristics influence the objectives of the sgopsors
relationship?

RQ #4: Can a theoretical framework of interscholastic sport sponsorship be
developed to assist in our understanding of education based sport sponsorship
relationships?

Delimitations:

1.

2.

3.

This study was delimited to companies sponsoring state high school
athletic/activity associations for the 2008-2009 academic year.

Attributes identified in the sport sponsorship literature are reflective artt val
measures of objectives and benefits of sport sponsorship.

The framework and understanding of sport sponsorship objectives,
particularly at the interscholastic athletic level can be enhanced upon
completion of this study.

Companies selected for this study will be selected on the probability of
“purposeful sampling” as defined by McMillan (2004). In this sense, only
select companies (sponsors) will be chosen based on which ones will be
beneficial and pertinent to this study. The list of sponsors for each state high
school athletic/activity association is provided through the NFHS website.

Limitations:

1.

Company policies on confidentiality may impact the respondent’s ability to
reveal information requested for this study.

Participants/companies who do not respond could affect the findings of this
study.

The exploratory nature of a study such as this due to the lack of prior
empirical research that focused on sponsorship of interscholastic athletics
does not allow an opportunity to compare findings against.

Timeframe for the study allows for only a snapshot of the current situation. As

the sport sponsorship literature indicates, the objectives of companies
sponsoring sports has changed from being philanthropic in nature to being
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driven by the “bottom line” (Wilkinson, 1993). With this in mind, what this
study reveals could change over time depending on various factors such as the
economy.

Significance of the Study

The importance of sponsorship in the marketing mix as a promotional activity
that companies utilize to achieve their organizational marketinggitratieas been
well established with the increasing amount of money spent each year on dppnsors
(Marshall & Cook, 1992; Meenaghan, 2001). For example, in 2004 an estimated $28
billion with $11 billion being spent in North America alone was spent worldwide on
sponsorship. This was an increase from the $26 billion that was spent in 2003 (IEG,
2004). According to IEG (2004), approximately 69% of that $11 billion spent on
sponsorship was dedicated to sponsor sporting events. Because of the continual
increase in the amount of money spent on sport sponsorship, it has now become one
of the fastest growing areas in sport marketing (Mills, 1996).

With the emergence and rapid growth of sport sponsorship and the impact on
the sport industry, scholars have examined sport sponsorship extensively. In
particular, research in the area of sport sponsorship has flourished in the professional
intercollegiate, and Olympic arenas with scholars examining numercestssp
sport sponsorship at each of these three levels of sport (Apostolopoulou &
Papadimitriou, 2004; Copeland, Frisby, & McCarville, 1996; Daniels, Baker,
Backman, & Backman, 2007; Irwin, 1993; Kuzma, Shanklin, & McCally Jr., 1993;
Lough & Irwin 2001; Ludwig & Karabetsos, 1999; Shank, 1993; Shank, 2005;

Stotlar, 1993; Stotlar, 1999; Thwaites, 1995).
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Although there has been research conducted in the area of sport sponsorship at
the professional, intercollegiate, and Olympic levels, there has been aita ot
in the literature that investigates sport sponsorship at another level of dampeti
our sporting society. Sport sponsorship of interscholastic athletics, which in 2006-07
had participation figures of 7.3 million student-athletes, has been an aspect of sport
sponsorship that has been overlooked. It also must be noted that sponsorship of
interscholastic sport has been considered an area of little significasaaesbénigh
school sport was not considered a major component of the sport industry. Yet, sport
sponsorship has now become an indelible aspect of high school student’s athletic
experience to the point that it is common place throughout high schools across the
United States (McFarland, 2002).

Because sponsorship has become increasingly engrained in interscholastic
athletics, investigating sponsorship at this level of athletic competitibbeva
valuable contribution to the existing literature on sport sponsorship. Specificaly, thi
study will identify the objectives and benefits of sponsors of state high school
athletic/activity associations. Furthermore, the development of a thebretica
framework of sponsorship objectives will attempt to assist in the understanding of
education-based sport sponsorship relationships. To date, sponsorship objectives have
been increasingly market oriented with return on investment as the most important
characteristic in determining sponsor retention. An examination of sponsorship that
seeks to align with an educationally based sport property will therefonebzde to
the literature in a new and unique way. By identifying the objectives and lsethetit

these sponsors believe to be important, the opportunity exists to improve the
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relationship between the sport sponsors and the athletic associations in ways that

could be mutually beneficial.

Research Design

In order to address the focus of the research, a two-part survey was designed.
The survey was based on existing surveys that have been utilized to analyze sport
sponsorship objectives in professional, Olympic, and/or intercollegiate athletics
However, the survey was modified based on the existing sport sponsorship literature
to accurately measure relevant sponsorship objectives at the interscladhdstic
level. In order to ensure validity and reliability, five dissertation comenitiembers
including scholars in the discipline of sport marketing, marketing directdns at t
intercollegiate and interscholastic athletic levels along with interastiolathletic
administrators of various state high school athletic/activity associatemnswed the
modified survey. The first part was designed to develop a profile of the sponsors of
state high school athletic/activity associations. The second part of thg siase
developed to examine the sponsor’s perspectives concerning the objectives sought
through the sport sponsorship relationship.

The profile section of the survey consisted of questions pertaining to the
characteristics of the sponsors. The characteristics on which each question was
formulated stemmed from the review of sport sponsorship literature. Includad in t
section were questions about: the size of the company; the company’s market share
whether it is a national, regional, statewide, or local company; what type phogm

it is (what industry it is involved with); the company’s history of sport sponsorship;
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their length of sponsorship agreement with the state high school athletigfactivit
association; and their level of sponsorship agreement.

The second part of the survey probed the sponsors to assess their perspectives
on the objectives of sport sponsorship. These questions were scored on a six-point
Likert scale to indicate both the importance of the objectives of sport sponsorship.
Six-point Likert scales are said to increase item homogeneity to sumwhich is
traditionally estimated as internal consistency reliability (Alli§anilliams, 1992).

This section also featured a number of questions in an open-ended format that
permitted the respondent an opportunity to expand on their thoughts and add some

depth to the survey results.

Definition of Terms
For the purpose of this study, the following terms were used:

National Federation of High Schools Association (NFHS): Governing body
of interscholastic athletics and activity programs in the United StateINFHS
provides leadership for the administration of education-based interscholagticathl
and activities which support academic achievement, good citizenship and equitable
opportunities (National Federation of High School Handbook, 2006-07).

Exchange Theory: Represents an exchange relationship where at least two
parties exchange resources. While the resources exchanged do not have to be
tangible, the resources offered by each party must be valued by the rdaigroca
partner (McCarville & Copeland, 1994).

Grassroots Sports. Sporting events and programs intended for community
members (either as participants or spectators) at the local leveh{iaide1997).

Grassroots Sponsorship: Focuses on reaching consumers or potential
consumers at the local level as opposed to targeting consumers on the national level.
Grassroots sponsorship programs are met at the local level with the direct @onsum
with the goal of associating with the community, with a medium other than the media
(Greenwald, 1997).
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I nterscholastic Athletics: Sports and games organized and sanctioned by
secondary schools (high schools). Interscholastic athletics are govertied by
National Federation of High Schools (NFHS).

Philanthropy: The act of donating money, goods, services, time, and/or effort
to support a socially beneficial cause with a defined objective and with no financial
material reward to the don@Greenwald, 1997).

Relationship Marketing: Creating, maintaining, and enhancing strong, value-
laden relationships with customers and other stakeholders (Shank, 2007).

Sponsor: An entity that pays a property for the right to promote itself and its
products or services in association with the property (IEG, 1999).

Sponsorship: The provision of assistance either financial or in-kind to an
activity by a commercial organization for the purpose of achieving comrhercia
objectives (Meenaghan, 1984, p. 9).

Sport Sponsorship: Sport Sponsorship is the provision of resources (i.e.
money, people, equipment) by an organization directly to an event or activity in
exchange for a direct association to the event or activity. The providing orgamizat
can then use this direct association to achieve their corporate, marketing, @r medi
objective (Sandler & Shani, 1993, p. 9).

Sport Sponsorship Proposal Evaluation Model (SSPEM): Described as a
theoretical screening instrument that includes up-to-date sport sponsor&nip ag
indicated by the literature to be desired by corporate sport sponsors that offers a
unique sport sponsorship evaluation scoring methodology (Irwin & Assimakopoulos,
1992).

State High School Athletic/Activity Associations. Active members of the
National Federation of High Schools Association. Responsible for sponsoring,
directing, and developing athletics/activities; conducting post-season toursament
regulation of athletic officials in their state; and service to the membeolscin their
state (NFHS, 2006).
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CHAPTER Il

REVIEW OF LITERATURE

Sport Sponsorship has evolved into a vast business enterprise, encompassing
sport at all levels. In 2007 alone, spending on sport sponsorship worldwide was
approximately $28 billion with an estimated amount of over $14 billion being spent
in North America (IEG, 2008). As interscholastic athletic departmentssitihe
nation and state high school athletic/activity associations are continuagdty fath
rising costs, both are relying more heavily on sponsorship as a means of sugcessful
financing their sports programs and organizations (Forsyth, 1995). Because of this,
high school athletic departments and state high school athletic/activityessts
have turned to sponsorship to help fund interscholastic athletic programs and events.
As a result, companies are increasingly becoming involved in the sponsorship of
interscholastic athletic programs and organizations.

This review of literature focused on interscholastic athletics, sponsorship,
along with the role sponsorship has played in sport and currently has in
interscholastic athletics. The following review of literature caai§the specific
areas: education-based interscholastic athletics, sponsorship, sport $ppnspost

sponsorship objectives, and sponsorship of education-based interscholastic athletics.

Interscholastic Athletics

Interscholastic athletics have played an important role and have filled a

significant need in American society ever since their emergence dhenatter half
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of the nineteenth century. Since the very beginning, interscholastic athktigone
through different stages. The earliest stages of interscholastic atimefimerica
were very similar to intercollegiate athletics in that they weralhjitorganized and
directed by students. High school students at Worcester, Massachusetts High School
inaugurated interscholastic athletics by forming a baseball team in 1859.Ugktbin m
like club sports teams, students recruited members for their teams and afganize
practices and competitions. Although some New England boarding schools, public
schools in Philadelphia and Buffalo, and private academies in Chicago fielded teams
during the 1860s, interscholastic athletics would not be officially run by schools for a
few more years. School officials did not become involved with the operation of sports
at the high school level or encourage their participation because thegatere
considered to be a beneficial aspect of the overall school program (Gholston, 1985).
The second phase, referred to as an “era of passive acceptance” by Gholston
(1985, p. 18) took place in the late 1800’s and early 1900’s. Although athletic
pursuits had been in existence for many years due to students organizing and
operating them without assistance from school administration, a passiveaaceept
of extracurricular activities such as athletics would characterizphiase. After
years of not acknowledging or supporting extracurricular activities that we
considered nonacademic, school officials decided that athletics and other
extracurricular pursuits could provide valuable experiences for students. This
acceptance of extracurricular activities by school officials camerge Ipart due to a
federal commission that studied school reorganization. The Commission on the

Reorganization of Secondary Education (CRSE) developed The Seven Cardinal
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Principles that would guide public schools in the twentieth century. One of the
principles directed schools to provide a format for preparing students to use their
recreational time wisely. This directive led many school districts to apadalirector
of leisure activities, who currently would be considered an athletic admiarstra
(Gholston, 1985).

During this “passive acceptance” phase in the progression of interscholastic
athletics was the creation of statewide athletic/activity orgaaimatn Wisconsin and
Michigan as governing agencies for interscholastic athletic pregasich contests
(Otte, 1997). Other states such as New York organized high school programs based
on existing collegiate models of the time. The New York Public School Athletic
League began in 1903 under the support of the Amateur Athletic Union, the National
Amateur Athletic Association, and several newspapers. Students competed,in tra
football, baseball, basketball, soccer, cross-country racing, swimmirgkatiag,
roller skating, and rifle shooting (Gorn, 1993). With the formal structuring of
interscholastic athletics in many areas, the number of high school atrdetis &md
offerings grew immensely. City and county leagues crowned champibaséall,
football, and basketball, and some states even organized statewide tournaments for
major sports (Otte, 1997).

The third phase began in the early 1920s and has continued through the 1960s.
Gholston (1985) has described this phase as the period of “active acceptance and
encouragement” (p. 19). Schools gradually merged outside clubs and activities into
their regular programs and students were strongly encouraged to péetiaia wide

variety of student activities including athletics (Gholston, 1985). More state
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athletic/activity associations were developed to regulate school pregrahstudents
were offered incentives or required to join some type of extracurriculaityacti

The year 1920 also marked the year that the National Federation of High
Schools (NFHS), the national governing body of education-based interscholastic
activities, opened its doors. Since its’ inception, the NFHS, from its’ national
headquarters in Indianapolis, Indiana has preserved the educational imtegrity
athletics. The NFHS strives to serve its members, related professionakatigas,
and students by providing leadership for the administration of education-based
interscholastic activities, which support academic achievement, goahsitip and
equitable opportunities (NFHS, 2006).

Along with providing leadership for the administration of education-based
interscholastic activities in the United States, the NFHS has provided ihwifg!
services since the association was developed: promoting the educational values of
education-based interscholastic activities; developing and publishing rules of
competition for most high school sports and activities in the United States; sponsoring
meetings; and providing professional development and educational opportunities for
interscholastic athletic administrators and coaches among various otksrtdut
support education-based interscholastic activities in the United Statel$S(12B06).

Member associations of the NFHS include state athletic/activity assos
in every state in the United States plus the District of Columbia along withtaff
memberships from interscholastic state athletic/activity assmtsanh Guam, St.

Croix, Saint Thomas-Saint Johns, and various regions of Canada (NFHS, 2006-2007

Handbook). For the purpose of providing a geographic representation in the
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governance structures of the NFHS, the NFHS is divided into eight geographic
sections according the states location in the United States. The eiglapieogr
sections of the NFHS include the following: Northeast; Mideast; South; Central
Midwest; Southwest; West; and Northwest (NFHS, 2006). Similar to the purposes of
the first statewide athletic/activity organizations, the various staletiatactivity
associations administer and govern education-based interscholastic sport and fine
programs in their respective states (Otte, 1997). Each state athlefityacti
association typically is responsible for, but not limited to the following: sponsoring
directing, and developing athletics/activities; promoting and supporting the
educational values of education-based interscholastic activities; condpasing
season tournaments; regulation of athletic officials in their state; andestr the
member schools in their state (NFHS, 2006).

The fourth and most current phase of interscholastic athletics has been
characterized as a blending of academic and extracurricular aeagatél school
program (Gholston, 1985). Many schools now offer academic credit and special
incentives for participation in extracurricular activities. This phaselbahaen
characterized by the addition of community interest in interscholastic spamsit®
as well as teachers, administrators, students, and community memberkbave ta
great pride in feeling some form of ownership in their school’s athletic gartgyr
(Gholston, 1985). Much like intercollegiate athletics, many schools developed booster
clubs that promote and sponsor school events. Additionally, athletic programs have
begun to operate almost year-round with numerous off-season and summersactivitie

such as conditioning, summer leagues, and camps.
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Another trend of interscholastic sports during this current phase has been the
continued growth in participation amongst today’s student-athletes. The most recent
study on participation rates of interscholastic athletes revealed thatdiigol
athletic participation continues to increase in the United States. Accooding t
2006-07 High School Athletics Participation Survey conducted by the NFHS, there
were 7.3 million participants in high school sports. This was the eighteenth
consecutive year that the number of student participants in interscholagticsthl
had increased (Gillis, 2007). In addition to the overall numbers, girls’ patiarpa
exceeded three million for the first time, while the boys’ participatical tit
4,321,103 was the highest participation in the past twenty-nine years. Through the
survey, it was also determined that 54.2 percent of students enrolled in high schools
participated in athletics (Gillis, 2007). These current participation figefesct the
popularity of interscholastic sports and support the NFHS 2005-2008 Strategic Plan,
which focused on providing stronger leadership and support for high school athletics
and fine arts activities (Gillis, 2007).

Educational Philosophy of Interscholastic Athletics:

Interscholastic athletics have experienced significant growth sinee thei
origination as student-run activities to something that have become an indelible
feature of a student’s school experience and reached unprecedented levels of
popularity among student-athletes and supporters of interscholastic sports. The
growth is evident in seeing how much interscholastic athletics evolved during the
aforementioned four phases of interscholastic athletics as described IsyoGhol

(1985). Despite this growth from recreational activities that were origireggécted
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by school officials to its’ current state of being a prominent aspect ofiéamer
society, the mission of education-based interscholastic activitiesed lsjathe

NFHS has not changed from emphasizing the educational aspects of partigipating
interscholastic athletics.

The NFHS believes that co-curricular interscholastic athletic andtgcti
programs enrich student’s educational experience and promote student academic
achievement, along with promoting citizenship and sportsmanship. Co-curricular
activities were defined by the NFHS as “not a diversion but rather amsexteof a
good educational program that teaches lifelong lessons as important as thioisie taug
the classroom (NFHS, 2007 p.2).” The NFHS offered three specific benefits of co-
curricular activities.

1) Co-curricular activities support the academic mission of the school. The

activities are not a diversion but rather an extension of a good educational

program.

2) Co-curricular activities are inherently educational. Programs provide

valuable lessons for practical situations. Examples include teamwork,

sportsmanship, winning and losing, and hard work. Through participation,
students learn self-discipline, build self-confidence, and develop skills to cope
with competitive situations. These are the qualities the public expects schools
to teach students, so that they may become responsible adults and productive
citizens.

3) Co-curricular activities foster success in later life. Partiopan high

school activities is often a predictor of later success (NFHS, 2007, p. 2).
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Escalating Costs of Interscholastic Athletic Programs:

Despite the tremendous growth interscholastic sports have experience since
their inception and its’ current popularity as evidenced by participationaategs
prominence in American communities, there is growing pressure in the United Stat
to reduce athletic programs. Extracurricular activities such asieshéetd clubs,
along with fine arts programs such as speech, debate, music, and theatreroffered i
our nation’s school districts have suffered due to budget reductions and minimal
government support. These types of programs and activities are considdgetbcost
school districts that are already strapped by a myriad of financial aonstThe
specific financial concerns include, but are not limited to such expenses sughas ri
personnel costs (faculty and staff salaries), special education needs,dasuran
infrastructure, special programs, transportation, supplies, equipment, etc.
(Pennington, 2004). Because athletics is classified as an extracuffiucwizon of
the school system, if school districts are faced with cutting budgets, exicatar
activities and fine arts programs are typically the first to go in favooref ¢
curriculum subjects like math, reading, or science programs (Forsyth, 1995).

The lack of government funding as well as state budget cuts have not only
impacted local school districts, but have also had an impact on high school state
athletic/activity associations. According to John Gillis, Assistant t®thextor of the
NFHS, “each high school state association is continually faced with risitey cos
causing further reductions in their local high school district budget” (Forsyth, 1995, p.
1). In the state of Ohio for example, the leadership of the Ohio High School Athletic

Association (OHSAA) has recently taken a proactive approach to combat the
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reduction of athletic budgets and specifically the rising costs of busingtingiol

athletes to sporting events. In July of 2008, the OHSAA formed a committee to

address all travel associated with sectional, district, regional andatateaments

and determine if there are better ways to assist school districts arat@seict

cutting back on the money spent travelling to OHSAA tournaments (Matzelle, 2008).

The OHSAA committee has since developed some format changes for their

tournaments to assist in cutting down on travel and plans on continuing tonmake

changes to alter travel and assist schools in reducing the expensedl¢V2a08).
Interscholastic sports in the state of Florida are facing budget issuesaiehe s

of Ohio is dealing with similar dilemmas. In the summer of 2008, athletic disect

from across the state, concerned with the athletic budget deficiscbies| districts

are facing, urged the Florida High School Athletic Association (FHSAA)akem

changes. The requests made by these Florida athletic directors éhitledellowing:

an eight percent reduction of varsity contests for the 2008-09 school year, eligninati

middle school sports, reducing football schedules to nine games for the 2009 season,

and/or restricting the maximum distance high schools can travel to argamay

(Volin, 2008). Although the FHSAA decided not to approve these proposed changes

in favor of letting each school district determine how to cope with the financial

problems, interscholastic athletics both in Florida and nation-wide faceuttifigin

the future due to the rising costs of operating athletic programs. One Florida

interscholastic athletic administrator stated the following: “Theadly have to be

some paradigm shifts from the FHSAA, | may participate in a districhplanship
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for cheerleading, but I'm not going to participate at states because I'makkatg all
the way up to Tallahassee. It's too expensive" (Volin, 2008, p. 1).

Traditionally, interscholastic athletic departments and state high school
athletic/activity associations have relied on revenue from ticket &méss receipts),
fundraising, booster clubs, concessions, and participation fees (pay-to-play) to fund
their departments and organizations (Forsyth, 1995). However, with the reduction in
athletic budgets and increasing costs of operating an interscholastic atfdgtiam
or state association, given the expenses associated with travel, purelgasomyent
and supplies, renting and maintaining athletic facilities, personnelesaland
insurance among other expenses, the traditional sources of revenue have not been
sufficient in offsetting these expenses. Because of this, a practice nomocom
among interscholastic athletic departments and state high school atttiettg/a
associations has been turning to the private sector to counter the rising costs of
interscholastic athletics.

Revenue Streams:

Given the aforementioned financial problems associated with interscholastic
athletics coupled with the continued rising costs of athletics, many intéaisth
athletic departments and state high school athletic/activity assasi@iow pursue
sponsorship agreements with businesses/corporations for funding resources.
According to the Sports Executive (1986), sponsorships would the “wave of the
future” in dealing with the rising costs of athletic programs for intersstiolathletic
departments. This hypothesis is one that would turn out to be valid because from

about that point in the middle to late 1980’s when sponsorship of interscholastic
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athletics begun, it has now developed into a vast business enterprise and an aspect of
sport marketing that continues to grow (Fisher, 2002). Both individual interscholastic
athletic departments and state high school athletic/activity aisasialong with the

NFHS are involved in sponsorship deals that play a major role in funding these
athletic events and programs offered by interscholastic athletic depastand/or
organizations.

In its first sponsored promotion, the NFHS mailed posters promoting The
Quaker Oats Company’s’ Gatorade beverage to over 17,000 high schools across the
United States in 1988 (Hiestand, 1988). Once the sponsorship began at the national
level with the NFHS, sponsorship deals with state high school athleticAactivit
associations would soon follow suit. One of the first and best known interscholastic
sport sponsorship deals at the time involved the California Interscholastiafi@uer
(CIF), which in 1989 signed a $1.9 million contract with Reebok International and
Coca-Cola. The agreement was significant because it allowed Reebok tanaméts
on state playoff events, much like sponsors do at the intercollegiate |éveloNege
football bowl games. With that deal in place, interscholastic championships in
California carried such names such as the “CIF/Reebok State Track ahd Fiel
Championships” (Walsh, 1990). The Utah High School Activities Association
(UHSAA) followed the CIF’s lead by signing their first sponsorship package
$675,000 with Hardee’s, First Security, and the State Dairymen. The sponsorship deal
with the UHSAA meant that these sponsors not only received advertising and signage
during championship events, like the CIF and college bowl games, but also allowed

their logos to appear on banners that were hanging in high school gymnasiums
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throughout the state of Utah (Walsh, 1990; Millman, 1991). The Alaska School
Activities Association (ASAA) also got involved in the sponsorship game in the late
1980s by signing a deal with Kraft General Foods and Burger King for $500,000
(Millman, 1991). Realizing how valuable sponsorship deals are in helping fund
interscholastic sports, the Albuquerque Public School System (APS) in Albuquerque,
New Mexico, developed a promotion and marketing position in 1990 that would
focus primarily on creating supplemental funds by establishing sponsorship deals
(Forsyth, 1995).

Shortly after this initial “sponsorship boom” began for the NFHS and state
high school athletic/activity associations, the NFHS took sponsorship of
interscholastic sports to another level. In 1990, the NFHS put together the first
national television package for interscholastic sports and announced plans to seek
major corporate sponsors (Walsh, 1990). The plan entailed not only advertising for
the high school games shown on cable television’s SportsChannel America, but also
other promotional ventures involving the federation’s magazines and drug-awareness
programs. In addition to the deal for nationally televised games and an increase in
local coverage of high school sports, the 1990’s included more growth in the
involvement of sponsorship with interscholastic athletics. Some of the trends included
greater media and scouting attention for top college prospects, a growthninther
of major invitational basketball tournaments, and paid endorsements by high school
coaches for athletic gear, all made possible by sponsorship deals (Walsh, 1990).

In 2002, a sponsorship deal involving an individual school district and a soft

drink company took place, which is still recognized as one of the high-water marks
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for high school sports sponsorship. Dr. Pepper and Grapevine High School in Dallas,
which is considered a national prep football power, partnered up in a ten-year, $4
million deal. The sponsorship agreement included an opportunity for Dr. Pepper to
have their product receive excellent visibility and exclusivity in Grapedigh

School and its athletic facilities. Dr. Pepper signage would be displayed throughout
the school and athletic facilities along with logos on the roofs of school buildirtgs tha
are visible to planes taking off and landing at nearby Dallas-Forth &tienal

Airport (Fisher, 2002).

More recently, Nike has also become involved as a sponsor for interscholastic
athletic competition at the national level. In 2004, Nike teamed with USA Track &
Field to create the Nike Team Nationals, which was the first natiorsd-cauntry
championship event for high school teams. Unfortunately, most state high school
athletic/activity associations forbid student-athletes from repreggthteir high
schools as a team beyond the state championships. However, those competing in the
Nike Team Nationals were actually considered high school “club tearashifi®ton,
2004). Despite currently having the label of high school “club teams”, this
sponsorship deal has the potential of creating corporate backing for new national
championship events for interscholastic student-athletes, especially inligorts
track and field, golf, tennis, tennis, swimming, and wrestling (Pennington, 2004).

In addition to the Nike Team Nationals bringing interscholastic athletics
together on a national level, the NFHS and T-Mobile USA, Inc., created a unique
partnership in 2006 that was considered a landmark event in high school sports. The

“T-Mobile Invitational” high school basketball tournament involved a multi-year
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agreement between the NFHS and T-Mobile for the first-ever national levetiet

by the NFHS (NFHS, 2006). The tournament brings together eight of the top high
school teams as determined by USA TODAY'’s “Super 25” high school basketball
rankings. The eight-team tournament is comprised only of schools from NFHS-
member associations and features four boys and four girl's teams. Thegteptner
between T-Mobile and the NFHS strives to encourage student participation in
interscholastic activities and emphasizes the importance of these psagram

preparing students for life (NFHS, 2006).

Sponsorship Defined

Sponsorship is a practice engaged in by numerous individuals and
organizations for a myriad of reasons that has grown remarkably sincelthe ea
1970s. Although there are numerous definitions of sponsorship found in the literature,
there are a few preferred definitions used more extensively than othersaghan
(1984) became one of the first scholars to coin an operational definition of
sponsorship that has been widely used. This definition stated: “Sponsorship can be
regarded as the provision of assistance either financial or in-kind to atyaxyia
commercial organization for the purpose of achieving commercial objectives”
(Meenaghan 1984, p. 9). Sleight (1989) then went on to define sponsorship as a
“business relationship between a provider of funds, resources or services and an
individual, event or organization which offers in return some rights and association

that may be used for commercial advantage” ( p. 19). Sandler and Shani (1993) took
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it one step further when they expanded on the definition of sponsorship to define
sport sponsorship as:

The provision of resources (e.g. money, people, equipment) provided by an

organization directly to an event or activity in exchange for a direct

association to the event or activity. The providing organization can then use
this direct association to achieve either their corporate, marketing, or media

objectives. (p. 10)

Although the previous two definitions of sponsorship vary slightly, both suggest that
an exchange of benefits as well as a relationship among both partieshexists
enables each side to meet their objectives.

Cornwell and Maignan (1998) stated that, based on the various definitions of
sponsorship in the literature, sponsorship involves the following two main activities:
(1) an exchange between a sponsor and a sponsee whereby the latter receives a fe
and the former obtains the right to associate itself with the activity spdnsor (2)
the marketing of the association by the sponsor.

According to the aforementioned definitions and descriptions of what
sponsorship represents, sponsorship, in essence, relies heavily on exchange theory.
Exchange theory is based on the underlying principle that an exchange reiptions
must exist where at least two parties (the sponsor and the sponsee) exchange
resources. The resources exchanged may be financial, physical, or ietdngibl
status), and they must be of value to the reciprocating partner (McCarville &
Copeland, 1994). Both sides of the exchange relationship, the sponsor and the
sponsee, must also comprehend their exchange partner’s intentions beforg agreein

the sponsorship relationship to ensure this exchange relationship to be successful and

last over time (McCarville & Copeland, 1994).
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The Evolution of Sponsorship:

During the 1950s through the 1970s when modern sponsorship was in its’
early stages, it was considered an activity that was primarily phigic in nature.
Cornwell (1995) described forms of sponsorship during this time as existing to
emphasize combining business and citizenship to create enthusiasm in the
community. Sponsorship, however, has since changed from being philanthropic in
nature to a market-driven or “bottom line” activity.

According to Wilkinson (1993), in the 1960s and 1970s sponsorship was
primarily philanthropic in nature and was rarely part of an integrated nraghksan.
Marketing directors and/or CEOs of companies who chose to become involved in
sponsorship agreements, decided to do so based on their beliefs in the cause of what
they were sponsoring, goodwill, their instincts or their personal inte@spel(and,
Frisby, & McCarville, 1996). And although some companies still become involved in
sponsorship agreements for philanthropic reasons such as supporting a noble cause,
providing charity, or getting involved in the community, the focus of sponsorship has
changed. The change was a shift that has seen companies no longer believing
philanthropy is a primary reason for becoming involved in sponsorship agreements.
Research performed by Wilkinson (1993) supported this notion that in more recent
times, companies do not engage in sponsorship strictly for philanthropic purposes.
Instead, due to a demand for greater accountability of all corporate expenditure
developing objective criteria as a way to evaluate sponsorship agreemerasdsat c

companies to shift their focus on sponsorship agreements.
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Essentially, companies now involved in sponsorship agreements are looking
for products and events that enable them to target specific market segmedés in or
to ultimately increase sales. The specific criteria that companiesleaking for as a
sponsor were opportunities to offer product/service exclusivity, increase brand
awareness, and to reinforce company image (Wilkinson, 1993). With the
aforementioned changes that have seen sponsorship evolve from an activity that was
primarily philanthropic in nature to one that is now “market-driven”, several
researchers interpreted the change by describing fundamental differetweesrb
philanthropy and the “bottom line” and how they relate to sponsorship. Gardner and
Shuman (1988) noted that

“although sponsorships and philanthropy both benefit contributing companies

by enhancing their community reputations, the two have different primary

objectives. Sponsorships are undertaken to increase profits, while

philanthropic activities are for altruistic motives” (p. 46).

McCarville and Copeland (1994) provided support for this idea by stating “the notion
of mutual return distinguishes sponsorship from other forms of corporate support
assistance like philanthropy, charity, and patronage, which do not involve the
advancement of commercial objectives” (p. 103).

As the literature suggests, sponsorship, including sponsors of sports-related
events and products, has evolved over time from something that began as
philanthropic in nature and has turned into a powerful advertising vehicle that
companies utilize as a strategic corporate marketing tactic (Wilkjri®93; Dolphin,
2003). Miloch and Lambrecht (2006) attribute this shift to increased financial

pressures combined with a growing number of sponsors that have thus created sport

marketers and corporations to become more innovative and creative when designin
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and activating sport sponsorships. Because of these financial pressueesathieeen

an increase in the need to evaluate sport sponsorship agreements from a “battom line
perspective that emphasizes corporate and product-related objectives (Meenag

1984; Miloch & Lambrecht, 2006). Some of these corporate-related objectives

include the following: return on investment; reaching target markets; inugesaes;
increasing media attention; building business relationships; and enhancin@tarpor
image (Lough, Irwin, & Short, 2000; Irwin & Sutton, 1994; Meenaghan, 1984;
Thwaites & Carruthers, 1998; Shank, 2005).

Furthermore, Lough and Irwin (2001) discovered that companies do not
believe demonstrating corporate philanthropy is a primary reason for rggagi
sport sponsorship. Instead, sport sponsors are now likely to engage in sponsorship
deals because it will ultimately lead to increased sales and influemzkrheaket
share (Lough & Irwin, 2001). More recent research by Dolphin (2003, p. 176)
supported previous research on philanthropy as it relates to sponsorship by suggesting
that, while no “enduring rigorous definition of sponsorship” has been coined, the
rationale for sponsorship has evolved from its predominantly philanthropic and
societal foundations to a strategic corporate marketing tactic.

Growth in Sponsorship:

Over the past two decades, sponsorship has grown so significantly that it has
become a valuable promotional activity used by businesses/corporations to help
achieve organizational marketing strategies (Dolphin, 2003). Thus, thishgnagt
subsequently led to sponsorship becoming a valuable component of the marketing

communication mix (Thwaites & Carruthers, 1998). It was in the 1990s that cerporat
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sponsorship spending would reach an all-time high. The all-time highs reached during
the 1990s, however, would not taper off. Instead, the amount of money spent on
sponsorship would only increase each year in the 1990s and into the twenty-first
century in North America and worldwide. IEG’s annual tracking of the sponporshi
economy supports the notion that sponsorship spending has grown on an annual basis
(IEG, 2004; IEG, 2008). According to IEG (2004), in 2004, global spending on
sponsorship was estimated at $28 billion, with $11 billion spent on sponsorship in
North America alone, which showed an increase from 2003 where $26 billion was
spent worldwide on sponsorship. More recent sponsorship literature reflected the
same trend with North American companies spending $14.91 billion on sponsorship
deals in 2007, a number that is expected to once again increase to over $16 billion in
2008 (IEG, 2008).

The significant increase in sponsorship activity over the past two decades in
both North America and worldwide, according to the literature (Meenaghan 1991,
Howard & Crompton, 1995), has been attributed to the following factors:

e Prohibitive cost of media advertising and public indifference to conventional
forms of communication, culminating in decreasing efficiency of media
advertising.

e Government restrictions or elimination of tobacco and alcohol advertising
have encouraged manufacturers of these products to seek alternative types of
media exposure.

e The clutter in the media, most notably new cable channels diluting the

viewing market, along with the use of remote controls to change channels
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during commercials has put a switch on advertising. The number of television
channels, radio stations, and magazines makes it difficult for an advertising
message to make an impact to the viewing public. Sponsorship is seen to have
potential to be recognized by many people in various media outlets.
Inefficiencies in traditional mass marketing concepts have led to the
acceptance of segmenting the population into target markets. Sponsorship is
identified as a method to target these specific segments with a set message
The need of larger companies to communicate and entertain distributors and
offer trade incentives in the pursuit of alternative methods to sell or push
products.

The ability of corporate sponsorships to deliver real benefits and support

marketing objectives (Meenaghan, 1991; Howard & Crompton, 1995).

Sport Sponsorship

Sport sponsorship is an area of sport marketing that has become an integral

part of sport at all levels of competition and it has grown significantly. With the

growth sport sponsorship has experienced during the past three decades, many people

are led to believe that sponsorship of sports-related products and/or events is

something that was not a component of sports until the 1970s. However, sport

sponsorship, at some level, is a promotional activity that dates back to the earliest

forms of sport. The sponsorship of sporting events or activities can be traced as far

back to the early days of the Roman Empire when sport, spectacle, and recreation

were treated as “opiates for the masses” (Kelly, 1990). The sponsorshigothat t
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place in ancient Rome usually involved wealthy individuals and businesses
sponsoring gladiators and chariot racing teams. Additional evidence of spomsorshi
activity can be found in ancient Greece, where wealthy citizens sponsoegttathl
events and/or the gladiators in a move to improve social status (Shanklin & Kuzma,
1992).

Sponsorship of sporting events, as it is understood today, involving
commercialization for promotional purposes in America dates back to the middle of
the nineteenth century. In 1852, to increase ridership, officials from the Ngharigl
Railroad Company provided transportation to a crew competition between Yale
University and Harvard University on Lake Winnipesaukee in New Hampshire
(Brooks, 1990). The railroad company actively promoted the event and encouraged
travelling fans to use their railway line to support their team. During thes the
transportation industry continued an association with athletics and profited
immensely from the promotion of the sports of crew and baseball. In the late 1890s,
when the popularity of baseball was growing fast in America, there waang m
“baseball trains” that linked towns and their baseball teams. In a form of sploipsor
some of the railroad companies sold “package” deals that included transportation and
admission to the baseball game (Brooks, 1990).

The end of the nineteenth century also marked another landmark for
promotional activity in sport when Coca-Cola advertisements appeared in tie offic
program of the 1896 Summer Olympic Games in Athens, Greece (Cornwell, 1995).
Shortly after, the first partnership between a sport and a commercial @atgamiz

occurred in 1898. An England beverage company, Bovril sponsored England’s
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Nottingham Forest Football (American soccer) Club on posters following their F
cup win, which is equivalent to the Super Bowl in the United States, in 1898
(Marshall & Cook, 1992). From that point forward, numerous occurrences between
sport and sponsorship have been documented. Coca-Cola became the “Official
Olympic Supplier” of beverages at the 1928 Amsterdam Summer Olympicshafter
beverage company sent 1,000 cases of its product with the American athletes
(Marshall & Cook, 1992).

Another example of modern sponsorship, as we know it in the United States,
can be traced back to the Green Bay Packers of the National Football Lisague
1919, the Green Bay Packers actually got their name from Indian Packingl a loc
meat-packing company, in exchange for a $500 payment, which was used to buy
uniforms and equipment (Fisher, 2002). In the 1950s, then-President Dwight D.
Eisenhower recognized the value of sponsorship and how it could benefit a sports
program. Eisenhower requested Mutual of Omaha and Union Oil to sponsor the first
presidential physical fithess program (Cornwell, 1995). This and many other
sponsorship programs during this period focused on children and “emphasized
combining business and citizenship to create enthusiasm in the community”
(Cornwell, 1995, p. 14). From the 1950s to the 1970s, sport sponsorship increased at
a slow, but steady rate. Cornwell (1995) believes that this slow rate wastafes
sponsorship’s inception coming at a time of rapid development in advertising and
sales promotion.

Although, all of the aforementioned examples cited represent sport

sponsorship and its growth from very early beginnings, the majority of researchers
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believe sport sponsorship, as we know it today, came into its own around 1975
(Meengahan, 1991). Sandler and Shani (1993) reported that the largest growth of
sport sponsorship occurred between this period in the mid-1970s up until 1984.
Growth of Sport Sponsorship:

From the early days of Roman gladiators being sponsored to where sport
sponsorship currently is, the sport sponsorship market place has grown tremendously.
Billions of dollars are now invested in sponsorship of sports events and organizations
as an advertising tool in the United States and around the world. According to IEG
(2007), overall sponsorship spending by North American companies is expected to
rise 12.6% in 2008 to $16.78 billion from $14.91 billion. The majority of that $14.91
billion, 69% was spent on sports sponsorship, which is expected to rise 16.7% in
2008 to $11.6 billion. To put into context how fast sport sponsorship is growing when
compared to other industries, no other sponsorship category (music, arts, literary or
film) is expected to see double-digit growth in 2008 (IEG, 2007). By 2010 the global
value of sponsorship is expected to reach $50 billion and sport is expected to
comprise two-thirds of that total (IEG, 2003).

The various reasons for the explosion in the growth of sport sponsorship have
been cited in the sport sponsorship literature. Sponsors wanting to become involved
in a sport sponsorship relationship because of the advantages it offers for sgonsors i
one reason for corporate interest in sport. The two primary advantages a sport
sponsorship relationship offers according to Sleight (1989) include: sports offer a
high level of visibility and ability to capture a full range of demographtt a

psychographic segments; sport can be used to target mass markets or spleesfic nic
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and has the capacity to transcend national boundaries and breakdown cultural
barriers.

According to Mullin, Hardy, and Sutton (2000), the three primary factors that
have led to the growth of sport sponsorship include: (1) the banning of tobacco and
liquor advertisements in the early and mid-1970s; (2) the success of sponsorships
associated with the 1984 Los Angeles Olympic Games; and (3) the increased media
interest in sport programming.

In the early to mid-1970s the growth of sponsorships coincided with the ban
on tobacco and alcoholic drink advertising from television, which was considered a
victory for anti-tobacco forces. Because of these government restricibasco and
alcoholic drink manufacturers were then forced to seek alternative typesdc
exposure to promote their products other than the direct advertising channels (Mulli
et al., 2000). The alternative choice that many of these companies chose to use as a
means to reach a mass audience was through sport sponsorship. Examples of the
tobacco and alcoholic drink manufacturers who quickly became involved in sport
sponsorship included: the launching of the Virginia Slims ladies’ tennis-citeit;
Winston Cup motor-racing sponsorship in 1971; and the Marlboro Cup horse-race in
1973 (Howard & Crompton, 1995). Tobacco and alcohol companies are still very
prevalent in today’s current sport sponsorship market. Both Phillip Morris (a tobacco
company) and Anheuser Busch (an alcohol brewing company) continue to rank at the
top of sponsorship spending. In 2000, each company spent over $140 billion
worldwide on sponsorship while General Motors, Coca-Cola, and PepsiCo spent

approximately $100 billion on sponsorship (Irwin, Sutton, & McCarthy, 2002).
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Next, the 1984 Summer Olympic Games, hosted by the city of Los Angeles,
served as the catalyst for the significant growth in American sport spbips@sd
are considered the birth of sport sponsorship as we know it (Irwin et al., 2002). These
Olympic Games are recognized as such a landmark event in the evolution of
corporate sponsorship and promotional licensing through sport because they were the
first privately organized Olympics in history (Mullin et al., 2000). Before the 1984
Olympic Games, financing had primarily come from government funding, kxteri
and donations. Due to numerous factors, however, such as the economic conditions
within the State of California, the fact that lotteries were illegal, hadnability of
organizations to make significant monetary contributions, Peter Ueberroth, pteside
of the Los Angeles Olympic Organizing Committee (LAOCC), sought campora
sponsorship as an alternative funding mechanism. Thus, Ueberroth initiated corporate
sponsorship programs for the Olympic Games and in turn would enable the LAOCC
to realize a profit of approximately $215 million. Prior to Olympic sponsorship in
1984, Olympics used to cost the host city hundreds of millions of dollars, which was
paid mostly by taxpayer dollars (Irwin et al., 2002).

Ueberroth also limited the number of Olympic sponsors to thirty to avoid
clutter and duplication, along with ensuring category exclusivity, whichaserkthe
value of a sponsorship in relation to the increased cost of those same sponsorships.
By demonstrating that as cost increased there was also a subsequerd incrake,
Ueberroth established that sponsorships actually became partnerships enause t
were mutually beneficial for both the sport (property) and the sponsor (coopshati

(Mullin, Hardy, & Sutton, 2000). This model of developing mutually beneficial
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relationships between sponsors and a sport property helped give rise to the term
corporate partners, which stated that sponsorships could be partnerships whereby
partners who hope to achieve benefits work in harmony to create a desirable result
The success of the LAOCC would result in the creation of worldwide sport
sponsorships of The Olympic Program (TOP). TOP was developed to offer a limited
number of companies great benefits through product exclusivity and significant media
exposure (Mullin, et al., 2000). Also, as a result of the success achieved by both the
event (the Olympic Games) and its sponsors, corporate sponsorship of the Olympic
Games, and sport in general, has flourished to the point that few sporting events take
place today without some type of corporate sponsor (Irwin, Sutton, & McCarthy,
2002).

The third primary factor that has led to the growth of sport sponsorship, as cited
by Mullin, Hardy, and Sutton (2000), is the increased media interest in sport
programming. From the internet to daily newspapers to what seems like artedlimi
number of cable television networks, the opportunity for sponsors to receive great
publicity and media exposure via a sports sponsorship relationship is at an all-time
high. In fact, sport is said to receive substantially more television expbsurarny
other potential sponsorship vehicle (Howard & Crompton, 1995). The increased
media interest in sport programming has been attributable, primarily to liheifa
reasons:

e The general public’s increased leisure time and interest in sport

e Increased commercialization of television through commercials and

infomercials
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The fact that it is less costly for television networks to broadcast sporting
events than to produce shows or documentaries

The growth of new media sources, such as subscription services via cable or
satellite transmissions and pay-per-view special events, which have idcrease
the demand for live sport programming and provided additional channels of
exposure for sport as well as sponsors (Mullin, Hardy, & Sutton, 2000).

Research by Howard and Crompton (1995) supports the aforementioned

research (Sleight, 1989; Mullin, Hardy, & Sutton, 2000; Irwin, Sutton, & McCarthy,

2002) as to reasons why sport sponsorship has experienced growth at such a great

rate. Along with previously cited factors, the following have additionally béed c

as being major changes that have contributed to the sustained growth of sport

sponsorship in the past two decades:

The acceptance of sport commercialization by the public

The commercialization or professionalism of sport at every level hasaieeate
need for alternative revenue generation as the cost of staging sport events,
teams, and leagues continues to rise

Increased efforts at target marketing

The availability of personal selling and relationship-building opportunities
The financial difficulties encountered by publicly funded sport agencies

(Howard & Crompton, 1995).
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Sport Sponsorship Objectives

A fundamental issue that scholars researching sport sponsorship as well as
sport administrators serving in a practitioner’s capacity need to exaduiat of
determining why companiehoose to become involved in a sport sponsorship
relationship. This is vital to the body of knowledge on sport sponsorship because if
the sports organization/agency does not recognize what objectives their speekors s
in their sponsorship relationship, the sports organization/agency will not be able to
help them meet these objectives. When this occurs, a mutually beneficial spgnsorshi
relationship will not exist between both parties. Because of the importanee piac
assessing and identifying sport sponsorship objectives, the sport sponsorshipditeratur
has seen this specific topic become a dominant theme.

The corporate marketing and communication plan as established by the
sponsor is typically the driving force behind any determination of specific
sponsorship objectives. Once clearly defined sponsorship objectives are establishe
by the sponsor, they are then in turn used to guide the sponsorship proposal screening
(Irwin, Sutton, & McCarthy, 2002). Meenaghan (1991) stated that sponsorship is
highly regarded for its perceived ability to accomplish certain objectelasng to
overall corporate communications. Kuzma, Shanklin, and McCally (1993) stated that
the number one principle in selling sponsorships to companies is exhibiting a close
match between corporate objectives and event characteristics. Therefpoeate
objectives should be specific, clearly stated and determined prior to entering any

sponsorship agreements (Irwin & Sutton, 1995; Stotlar, 2001).
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The review of empirical literature on sport sponsorship and sponsorship
objectives in general indicates there is no single specific objective in tistodeci
making process of a company about whether and what to sponsor. However,
numerous themes have been developed as the literature has evolved and matured over
the years. One of the first to identify sponsorship objectives was Meend§i&, (
who created a list of sponsorship objectives by dividing them into two categories:
corporate and product-related products. The various objectives included in this
specific list included the following: increasing public awareness eriadf public
perceptions; building brand image; increasing sales; having a hospitality opgyortuni
increasing media exposure; and satisfying chief decision-makeenégkean, 1984).

Using the framework established by Meenaghan (1984), Irwin and
Asimakopoulos (1992) also developed a list of sport sponsorship objectives that was
divided into two categories, which they labeled: corporation-related objectives and
product- or brand-related objectives. The two categories each included specific
sponsorship objectives, which included the following:

Corporate Objectives:

1. Increase public awareness of the company and its services
2. Enhance company image

3. Alter public perception

4. Become involved with the community

5. Build business and trade relations and goodwill

6. Enhance staff and employee relations and motivation
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Product- or brand-related Objectives

1. Increase target market awareness
2. ldentify and build image with the target market (positioning)
3. Block/preempt the competition
4. Increase sales and market share
From a review of the sport sponsorship literature, an explanation of each of
the aforementioned corporation-related objectives and product- or brand-related
objectives are described below:

Corporate Objectives:

Increase public awareness of the company and its servic&port has proven to be
highly effective as a communication medium for increasing public awareness
Various studies on sport sponsorship have supported Irwin and Asimakopoulos
(1992) by showing that businesses believe that increasing awareness pedanm
objective in sport sponsorship relationship (Abratt, Clayton, & Pitts, 1987; Kuzma,
Shanklin, & McCally, 1993; Irwin & Sutton, 1994; Thwaites, 1995; Copeland,
Frisby, & McCarville, 1996; and Lough & Irwin, 2001). Awareness is often isecta
when tie-in activities associated with the sponsorship are involved. Activelgiagga
the consumer with raffles, coupons, sampling, or redemption programs will give the
sponsor a better chance of being remembered by the consumer (Howard & Crompton,
1995).

Enhance company imageEach company strives to attain a particular image with
customers, stockholders, and the general public. Supporters of sport organizations

become familiar with what the sport organization stands for and in turn some
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impressions “rub off” on the sponsored products or services the sport organizations
are associated with and are transferred in terms of secondary asssdidadrigal,

2001). An example of this is would be sport being associated with healthy lifestyles
the rationale that led Campbell Soup Company to sponsor the physical fithess testing
programs in American schools (Irwin, Sutton, & McCarthy, 2002). Although sport
sponsorship relationships can offer an opportunity for a sponsor to positively enhance
its’ image, it also could have a negative effect on a sponsor as well. This vease¢he

for two very high profile professional athletes in recent years. In 2003, KglaaBr

of the Los Angeles Lakers was accused of sexual assault and as a result was
discontinued as an endorser for McDonald’s. More recently, when Atlanta Falcons
guarterback Michal Vick was accused on federal dog-fighting chardes, Ni

suspended their relationship with Vick and ultimately dropped him as a sponsor when
he was indicted of the crimes. When Vick was initially accused of thesesgiite
spokesperson, Dean Stoyer stated that "Nike is concerned by the serious and highl
disturbing allegations made against Michael Vick, and we consider antydoue

animals inhumane and abhorrent”
(http://www.cbc.ca/sports/football/story/2007/07/27/nfl-vick-endorsementg.html

Alter public perception. According to Mullin, Hardy, and Sutton (2000), the
opportunity to capitalize on image association or image transfer makes spgnsors
attractive to businesses as a marketing communications tool. The choice of a sport or
event with particular attributes can help a company achieve a desired hatglt
reinforce or change consumers’ perceptions of the company and its products.

Choosing the sport or event becomes less formidable when there is an actual or
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logical link between the company and the sport or event. The potential for an
effective sport sponsorship relationship is at its maximum when there is an
association between the target group of the company and the target group of the sport
event, or between the product characteristics promoted and the credibility pbthe s
entity helping to promote the product (Mullin et al., 2000).

Become involved with the community According to Mullin, Hardy, and Sutton

(2000) sponsorship has demonstrated more potential than any other promotional tool
in terms of direct impact on the community. When companies are striving to obtain
this objective, sponsorship takes the form of public or community relations, and its
objective is usually to position the company as a concerned and interested citize
trying to put something back into the community. An example of being involved with
the community was the NBA'’s Cleveland Cavalier’'s Minority Business Astasc
program. The two primary goals of this program were to: generate sponsorship and
advertise revenue from nontraditional sources, and create an effective way for
community leaders to serve as role models for Cleveland school children. Ten
African American business owners in Cleveland paid $6,500 each to join the program
and support the Cavs’ Stay in School Program by speaking with children along with
providing free tickets for them to attend games. In exchange, the business owners
received arena signage and public service announcements during Cavs television
broadcasts and the pregame coach’s show (Mullin, Hardy, & Sutton, 2000).

Build business and trade relations and goodwillSport provides an excellent
opportunity for building relationships with businesses, affiliates, and tradmmoerst

beyond the daily business operations. The opportunity for sponsors to deliver unique
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opportunities such as entertainment, tickets, skybox seating, and hospitétey for
clients is unique to sport sponsorship programs and thus have become a top priority of
sponsors (Irwin, Sutton, & McCarthy, 2002).

Enhance staff/employee relations and motivatiorSponsorship can help motivate
employees and increase corporate pride (Irwin, Sutton, & McCarthy, 2002). Another
desirable sponsorship feature is the ability to use the hospitality accommoda#ions a
sponsored event for employees and staff. An example of enhancing employee
relations in the sport environment is Home Depot being involved with the U.S.
Olympic Committee’s (USOC) Olympic Job Opportunities Program (OJ@B)thaus
being the world's leading employer of Olympic and Paralympic hopefuls. 8&8&
Home Depot has employed more than 300 athletes through the USOC's OJOP and
similar Olympic job programs in Canada and Puerto Rico. Through the program,
Home Depot offers its athlete-associates full-time compensation fexiblé 20-

hour workweek that accommodates demanding training and competition schedules
(Poole, 2004).

Product- or brand-related Objectives:

Increase target market awarenessSelecting a sponsorship agreement that provides
exposure to and matches the company’s target market is crucial fomgpaliaduct
brand-related objectives. Thus, the demographics of the participants or spectator
size of the immediate (spectators) and extended (media) audience, anentjt sti

the audience’s association with the sport are important evaluation criteria for
companies seeking to increase awareness within a specific markit Sutton, &

McCarthy, 2002). An example of this in the sporting environment is Coors Brewing
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Company, which has used a demographic-lifestyle approach to sponsorship
agreements. Using this approach, Coors has turned down sponsorship of both tennis
and golf events because fans of these sports generally prefer win andatthel al
products to beer. Coors has instead decided to become sponsors of auto racing and
motocross because of the better demographic fit of the product and the fans of these
sports (Mullin, Hardy, & Sutton, 2000).

Identify and build image within target marketing (positioning). Companies

consider sport sponsorship as being a valuable medium for creating or altering the
image of the products they offer. For example, Bud Light (an alcoholicduse
sponsored the Ironman Triathlon in Hawaii, which is a combination of swimming,
cycling, and running, as an effective means of promoting a healthy, low-dalage

for the product (Irwin, Sutton, & McCarthy, 2002).

Block/preempt the competition.Blocking competition has been found to be another
important reason as to why companies become involved in sport sponsorship. In order
to successfully achieve this objective, category exclusivity is vitaluseda prevents

the competition from entering into a particular sport whose exposure is fatge a
whose demographics fir the industry’s target market. The credit cagboate

provides an example of this phenomenon. The credit card company Visa has been the
official sponsor of the IOC’s TOP, which has prevented its’ corporate ardh-riva
American Express, from achieving any association with the largesspauttevent

in the world (Irwin, Sutton, & McCarthy, 2002).

Increase sales and market sharélthough there are numerous objectives that

companies desire to achieve in sponsorship agreements, the eventual objective for
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nearly all organizations involved in sponsorship relationships is to increasefsales. |
this was not the case, businesses would not spend thousands and millions of dollars to
lend their names to sporting events or facilities if they did not feel confident the
return on investment. Numerous studies on sport sponsorship have displayed that
increasing sales and market share has been repeatedly one of the moahtmport
objectives of companies involved on sport sponsorship (Irwin & Sutton, 1994;
Copeland, Frisby, & McCarville, 1996; Morris & Irwin, 1996; Ludwig & Karabetsos,
1999; Lough, Irwin, & Short, 2000; and Lough & Irwin, 2001).

Sandler and Shani (1993) also identified sport sponsorship objectives by
dividing the objectives into three different categories. Each of the categoeidisted
and summarized below:

1. Broad corporate objectives (image bas&gecific broad corporate objectives

included the following: public awareness; corporate image; public perception;
community involvement; financial relations; client entertainment; govemme
relations; and employee relations.

2. Marketing objectives (brand promotion, sales increadsy.marketing

objectives as defined by Sandler and Shani (1993) were comprised of the
following objectives: business relations; reaching target markets; brand
positioning; increasing sales; and sampling.

3. Media objectives (cost effectiveness, reaching target markets)y, the

media objectives consisted of the following objectives: generating visjbility
generating publicity; enhancing ad campaigns; avoiding clutter; aret targ

specificity (Sandler & Shani, 1993).
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Irwin and Sutton (1994) went on to break down sport sponsorship objectives
into four different categories. The first category was position enhancenteat, w
included the following: increasing general public awareness; increasnkgtma
share/sales; increasing target market awareness; blocking coonpeind displaying
community involvement. The second category was status enhancement, which
included altering public perception and enhancing corporate image. The third
category was trade networking, which included enhancing trade relations and
enhancing trade goodwill. The last category of sponsorship objectives was publi
service, which included corporate philanthropy, social responsibility, and employee
relations (Irwin & Sutton, 1994).

Identifying the objectives as to why sponsors of sports organizations and
events become involved in these agreements is an important component in
understanding sport sponsorship. Various studies have expanded upon the
aforementioned studies on sport sponsorship objectives to the point that this
phenomenon of evaluating sponsorship objectives has become a major theme in the
sport sponsorship literature. Much of the existing empirical literatureobasdd on
sport sponsorship objectives at the professional, intercollegiate, and international
(primarily Olympics) level.

Thwaites (1995) researched sponsorship objectives of companies involved in
sponsorship of professional soccer. Eighteen different objectives wereigtefrom
this study with the two most important objectives, increasing public awarehies
company and receiving more media attention, being centered primarily on terpora

objectives. Other important objectives as identified from the sponsors included
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community relations, goodwill, trade hospitality, along with developing and
maintaining staff pride and motivation (Thwaites, 1995).

In another attempt to understand sport sponsorship objectives, a study was
performed by Copeland, Frisby and McCarville (1996) using Canadian corporations
involved in national sport sponsorship initiatives. Nearly 70% of all the organizations
they surveyed were sponsoring professional sport or elite level "amsapeuts.

Much like Thwaites (1995) they also discovered many corporations viewed
sponsorship as means of achieving corporate objectives in that no corporations
viewed sponsorship as a philanthropic exercise. Instead the focus of sponsorship
activities of the corporations that were studied showed that showed that tieey we
driven by the “bottom line (Copeland, Frisby, & McCarville, 1996).”

Findings from Copeland et al.’s (1996) study were supported by Lough, Irwin,
and Short (2000), who discovered that sponsorship being strictly philanthropic in
nature was no longer as prevalent as it was in the past. In their researd¢hetalig
(2000) surveyed 300 companies who are considered active sponsors of sport within
the United States and Canada. They found that the most important sponsorship
objectives for the sponsors related to increasing sales/market shagsimgtarget
market awareness, and increasing public awareness. The use of sponsorship as a
philanthropic tool or as a means of demonstrating a sense of social responsibility
the other hand, were considered the least important objectives (Lough, et al., 2000).

Another study performed by Lough and Irwin (2001), which compared
traditional sport sponsorship to sponsorship of women’s sport mirrored previous

results (Thwaites, 1995; Copeland, Frisby, & McCarville, 1996; Lough, et al., 2000).
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They found that companies sponsoring women'’s sports viewed sponsorship as a
means of strategically enhancing the company’s market position. Thisle&netly

the fact that the sponsors surveyed rated the following as the four most important
sport sponsorship objectives: increased sales and market share; incregsing ta
market awareness; enhancing the general image of the company; andngdreasi
public awareness of the company (Lough & Irwin (2001).

Recent research that focused on sponsorship and professional sports examined
the perspectives of companies sponsoring a Professional Golf Association (PGA)
tournament. Daniels, Baker, Backman, and Backman (2007) discovered that the
sponsors of this tournament were more interested in their clients than the general
spectators at the event as evidenced by the sponsor’s responses. These sai@asors s
that the top five reasons for sponsoring this event focused on client entertainment,
relationship development with key customers, the opportunity for sales, the ability t
expose clients to products and the creation of general product awarenesks @anie
al., 2007).

The role of sponsorship in intercollegiate athletics was investigated by Irwi
(1993) in attempt to discover how prevalent sponsorship was within college athletics.
Through a survey of 150 NCAA Division | and Il universities and collegesst wa
reported that 90% of the schools surveyed had established some type of corporate
sponsorship program (Irwin, 1993). Barr, McDonald, and Sutton (2000) discovered
the relationship between sponsors and intercollegiate athletic prograeschksed
with companies now signing sponsorship packages involving the entire athletic

department. The University of Michigan, for example, signed a seven-year, $7
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million contract with Nike in 2001, which will supply between $25 to $28 million
into the athletic department in the form of cash, royalties, uniforms, and equipment
(Barlow, 2001).

Kuzma, Shanklin, and McCally Jr. (1993) discovered the relative importance
of various issues and objectives in determining sponsorship participation by gamplin
companies from three separate groups. These groups included Fortune 1000
companies; 30 corporate sponsors of the 1990 U.S. Olympic Festival; and 51
corporate sponsors of the 1991 International Special Olympics. These researchers
found that the sponsors of the U.S. Olympic festival and the International Special
Olympics number one reason for being involved in sponsorship was the
demonstration of community responsibility. The other important objectives of these
sponsors were to increase company awareness and to improve their corporate image
In another study that centered on identifying the most important objectives yated b
sponsors of the 1996 Olympic Games in Atlanta, Ludwig and Karabetsos (1999)
discovered some different objectives. The researchers found that the mostnimporta
reasons for these sponsors were exclusivity, to increase public awarfethess o
company, and to increase sales.

More recently Apostolopoulou and Papadimitriou (2004) performed research
to assess the motivations of the Grand National sponsors of the Athens 2004 Olympic
Games and the objectives they sought to fulfill through their sponsorship. Findings
from this research provided general support for past research, but also discovered
some new unique themes by discovering that their sponsorship commitment was not

entirely business-driven, but rather, the desire to support the national etfat a
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sense of obligation. Consistent with previous literature, five of the seven Grand
National Olympic sponsors were concerned with enhancing or changing theeafnag
their company. The study also indicated that, for at least three of the sponsors,
enhancing the image awareness and recognition of their company was a key
objective. The importance of community involvement and social responsibility, for
over half of the sponsors in this study were noted as being one of their sponsorship
objectives; an aspect of sponsorship where there has only been marginal support for
according to past research (Apostolopoulou & Papadimitriou, 2004).

As the literature suggests, there are a variety of reasons as to whytionsor
choose to become sponsors of sporting events or organizations. Determining the
primary objectives, which all of the scholars previously mentioned have suclyessful
done, allows scholars, the sponsor and the sponsored organization to assess whether a
sponsorship program has been successful (Irwin & Sutton, 1994).

Sponsorship of Interscholastic Athletics (Grassroots Sponsorship):

Sport sponsorship has grown since the beginning of the “modern era of sport
sponsorship” in the mid-1970s as a small component of the sports world into a vast
business enterprise that is now over a $10 billion a year industry (IEG, 2007). With
this growth, sport sponsorship has become an indelible aspect at every level of
athletics, which most notably has been documented at the professional,
intercollegiate, and international (Olympic) sporting levels. Sponsorship, hqwever
has also become a permanent fixture in the interscholastic athletic worddl as
according numerous accounts that have documented examples and the growth of

interscholastic sport sponsorship since it began approximately in the late 1980s
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(Walsh, 1990; Millman, 1991; Forsyth, 1995; Fisher, 2002; Pennington, 2004; and
NFHS, 2006).

Sponsorship of interscholastic athletic events and organizations, because of
the nature and mission of education-based interscholastic athletics, casdited|
into a category of sponsorship referred to as “grassroots sponsorship”. Grassroots
sports, which according to Greenwald (1997) are sporting events and programs
intended for community members (either as participants or spectatdrs)latal
level. Therefore, grassroots sponsorship and/or marketing refers to focusing on
reaching consumers or potential consumers at the local level as opposeditaytarge
consumers on the national level. Grassroots sponsorship programs are met at the local
level with the direct consumer with the goal of associating with the commuitity, w
a medium other than the media (Greenwald, 1997). Referring to the local or
community level, “grassroots”, in the context of sponsorship, is also defined by words
such as “touch”, “interaction”, and “use”. These terms, when attributed to grassroots
sport sponsorship, refer to the ability of corporations to reach the consumer in an
intimate and meaningful (for the consumer) way. Thus, intimacy is achieved through
direct interaction at the local level, within consumers’ communities (Gradnw
1997). Although there have been numerous terms used to explain grassroots when
applied to sport organizations and events, the basic premise of grassroots implies the
involvement in and participation of local, community members.

A review of the literature suggests that there has been an increasiry shif
corporations to become involved in grassroots sport sponsorship programs including

sponsorship agreements at the interscholastic athletic level. This growthrefdsesi
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partnering with interscholastic athletics in sponsorship programs sugttlito the
increase in exposure of high school sports through media outlets (television, radio),
the internet, and highly publicized statewide, regional, and even national tournaments.
Lisa McCrummen, Public Relations Special Events Manager for Starbuck® Coffe
Co., argued inThe Bottom Line on Sponsorsh{992), that “Companies
increasingly are making grassroots events part of their markebigpn5).
Likewise, Sleight (1989) expressed that:
We are seeing more and more sponsorships aimed at grass-roots participants,
especially the young, as sponsors recognize the marketing opportunities
offered by such an audience and the long-term benefits that can accrue from
being involved with an activity at both top and grassroots levels (p. 9).
Sleight’s (1989) evidence was supported by David Carter of the Sports Marketing
Group who stated the following:
Companies desperately want to get into high schools, because they know they
are getting a captive audience with disposable income that is about to make
decisions of lifelong preference, like Coke versus Pepsi.....so the
commercialism is coming to a school near you: the high school cheerleaders
will be brought to you by Gatorade, and the football team will be presented by
Outback (Pennington, 2004, p. 25).
Judith Thomas, the former marketing director for the NFHS, reiterated
Carter’s take on interscholastic athletic sponsorship by stating:attunlimited,
untapped market and it is in places companies often can not easily reach. But on any
given Friday night, in all those middle-American flyover states, sittirggh school
football stadiums are millions of people” (Pennington, 2004, p. 25). Pitts and Stotlar
(1996) stated that grassroots sponsorship has become so attractive to sponsors

because they view as an opportunity to impact the local environment at theajsassr

level and thus be more persuasive than traditional advertising methods on the national
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level. Hall and Gibson (2005) describe the interscholastic athletic environsnent a
being a less infiltrated, uncluttered market that is conducive for sponsors to
communicate a direct message to their target markets. In this local enenon
sponsors are more able to reach both the participants and spectators, which include
other high school students, school personnel, along with the participants’ family and
extended family.

Philosophical Differences of Interscholastic Sport Sponsorship:

Although the use of sponsorship to help fund education-based interscholastic
athletic organizations and individual high school athletic departments has been
beneficial to both sponsors and the interscholastic sports organizations and/or
departments, it is not something that has been free from controversy. Educattn-base
interscholastic athletics are widely believed to be one of the last foramsatéur
sport in the United States (Cohen, 1988). This distinction is due in large part because
of the core values and mission of the NFHS. Some of the specific beliefs and values
of the NFHS that characterize interscholastic athletics as trulyeameathletics
include the following: interscholastic athletic/activity programsameach student’s
educational experience; participation in education-based activity pregnamotes
student academic achievement; interscholastic participation develops tpenisbip
and healthy lifestyles; and education-based interscholastic programsstastess
later in life (NFHS, 2007).

Critics of sponsorship of interscholastic athletics believe it violatsg ttare
values of education-based interscholastic athletics by shifting thetipaaff of the

academic and educational mission. These opponents of corporate involvement of
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interscholastic athletics suggest that it opens the door for sponsors that are not
congruent with the academic mission of interscholastic athletics, professasnali
interscholastic sports, and fosters pressure on young athletes to priontizegw
(Pennington, 2004). In general, those opposed to allowing commercialism to creep
into our nation’s schools and athletic facilities simply believe that schools daigbt e

to teach children to shop and be influenced by sponsors. Instead, schools exist to
teach children how to read, write, think, and become adequately prepared for success
throughout life. Therefore, the belief by many is that sponsorship signage has no
business being in schools and their athletic facilities.

The vast growth of sponsorship and its’ penetration into our high schools with
the hope of businesses to reach a younger market, has led to sponsorship deals that
detractors would label as sponsors that are not appropriate for an educational
environment. Many high school athletic programs and state high school
athletic/activity associations have sponsorship deals with Coca-Cola, Pepsi C
McDonalds or other soft-drink companies and fast food businesses (NFHS, 2006).
Having these types of companies sponsor education-based interscholasiicsaghl
controversial to some because of our country’s problem with childhood obesity and
unhealthy lifestyles. With fast food and soft drink companies being sponsors and thus
having their logos all over scoreboards, stadiums, and game programs, and the like,
school districts are thought to be contributing to the problem of childhood obesity and
the poor diet habits of our nation’s youth. Instead of allowing sponsorships such as

this to penetrate into our school districts, critics believe that school andaathleti
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leaders have a responsibility to protect impressionable school-age children
(Pennington, 2004).

Another reason detractors have for allowing corporate involvement of
interscholastic athletics is that they believe it professionalizes bigioksports in a
number of ways. Following the footsteps of professional and big-time interedéegi
athletics, sponsorship of interscholastic athletics now not only incorporateso$om
the sponsorship principles, but very closely mirrors what is occurring at ther hig
levels of athletic competition. Corporate signage that appears all over haghl sc
athletic facilities scoreboards, and uniforms, game-day sponsorship ageement
corporate sponsored national tournaments, television channels dedicated to
interscholastic athletic competition, and ticket back advertisement (i.e.
coupons/signage printed on the back of the game tickets) are primary examples of the
professionalization of interscholastic athletics through the involvement of sploipsors
(Walsh, 1990; Millman, 1991, Forsyth, 1995; Fisher, 2002; Pennington, 2004; NFHS,
2007).

This professionalization is such a controversial topic because it once again
shifts the priorities of interscholastic athletics from an educatioquereence to one
that emphasizes winning. Specifically, much like professional and big-time
intercollegiate athletics, as the number and price of the sponsorshipsenoneas
pressure is placed on the student-athletes and coaches to win along with the school
officials to keep winning in order to justify the investments made by the sgonsor

(Fisher, 2002). This phenomenon has been realized by Richard Lapchick, director of
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the DeVos Sport Business Management Program at the University of Ceoitidd FI

who stated the following:
The concern has to be, as it has been at the college level for so many years,
that an arms race starts” He went on to say that “We have to make sure these
athletes are getting what they are there to get. These corporate sponsors
would be performing a tremendous public service if they would tie their
sponsorship to a demand for higher academic standards for athletic
participation (Pennington, 2004, p. 25).
In sum, despite the positive elements that sponsorship offers to enhance the

opportunities and resources for interscholastic athletics along with thadact

alcohol and tobacco sponsors manufacturers are not involved in interscholastic sport

sponsorship, the issue of commercializing high school sports remains a controversial

issue due to the aforementioned ethical concerns associated with sport sponsorship.

Implications for Study

This review of literature highlighted a historical perspective aloitig tve
current state of education-based interscholastic athleticso lficassed on the
evolution of sponsorship and more specifically sport sponsorship and the primary
objectives as to why organizations/businesses choose to become sponsors of sports
organizations and/or events. What is clear from this review of literature is that
interscholastic athletics in the United States, despite early cheidrom school
officials, have grown into a prominent aspect of a child’s educational experigthce a
the American culture. Another thing clear from this literature revigWwassport
sponsorship has grown significantly into a multi-billion dollar worldwide industry.
terms of assessing the primary objectives of sport sponsorship, the liteexteaked

the following: that there is no single specific objective in the decision-makilcgs$so
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of organizations choosing to become involved in sport sponsorship agreements; and
there has been a shift in sponsorship objectives that has seen them change from
philanthropic objectives (social responsibility, good will, community involvement,
etc.) to more market driven, “bottom line” objectives such as increasing sales or
market share.

Based on this review of literature, what is now needed is an empirical study
that examines the use and value of sponsorship at the interscholastic athletic leve
Therefore, this study is concerned with the following: examining the sponsorship
objectives of state high school athletic/activity associations to deteiintinese
objectives are similar or different to the traditional sport sponsorship obgdive
identified by the literature; examining the characteristics and diifeeof
companies involved in state high school athletic association sponsorship; and
developing a theoretical framework of sponsorship objectives among sponsors of
state high school athletic/activity associations to assist in our undergjaidi

education based sport sponsorship relationships.
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CHAPTER IlI

METHODOLOGY
Introduction
In this chapter, a detailed description of the procedures used to conduct this
investigation has been provided. The chapter has been divided into the following
sections: (a) research design; (b) instrumentation; (c) subject sejdd) data

collection; and (e) data analysis.

Research Design

The research design for this exploratory study involved survey methods
utilizing a modified questionnaire that was distributed via email. Accordiiigpt@,
Baron, and Healey (2002), the email questionnaire is an appropriate method to collect
data because it offers numerous advantages. These advantages include the following:
(a) low costs; (b) allows for a short response time; (c) the researcheoiteol of the
sample and is not involved in the survey; and (d) it allows the data to be directly
loaded in the data analysis software, thus saving time and resources adsuitiat
the data entry process (llieva, Baron, & Healey, 2002). All statements in the
guestionnaire are considered important to understand if sponsors of state high school
athletic/activity associations utilize sponsorship objectives sinailirdse found in
previous scholarly research in the development of their sponsorship relationships.

Strategies of inquiry or methodologipsovide “specific directions for

procedures in a research design” (Cresswell, 2003, p. 13). There are three ttaditiona
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research paradigms (designs) that researchers employ as an lafjgresacpirical
research. The three paradigms include quantitative, qualitative, and anrexeods
research design. Quantitative research is the systematic scigmngstigation of
guantitative properties and phenomena and their relationships. The objective of
guantitative research is to develop and employ mathematical models, theoroes and/
hypotheses pertaining to natural phenomena (Cresswell, 2002). The process of
measurement is central to quantitative research because it provides tmedntada
connection between empirical observation and mathematical expression of
guantitative relationships (McMillan, 2004). Conversely, qualitative researchtaim
discover meaning and understanding of phenomena under study in order to gain an
in-depth understanding of human behavior and the reasons that govern human
behavior (Cresswell, 2002).

The present study falls in the paradigm of mixed-methods research because it
combined the two previous research approaches, quantitative and qualitatixehresea
According to McMillan (2004), a mixed-method study is one in which both
gualitative and quantitative approaches to gathering, interpreting, andngpata
are used together in a single study. A mixed-methods approach was chosen for thi
study because of the advantages this type of research design offers. Onagedof
combining qualitative and quantitative methods is that it allows the researcher t
incorporate the strengths of each approach (McMillan, 2004). Next, it can provide a
more comprehensive picture of the phenomena being studied, emphasizing both
outcomes (quantitative) and process (qualitative). Also, when different appsoac

are used to focus on the same phenomenon and they provide the same result, you
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have "corroboration" which means you have superior evidence for the result. Other
important reasons for doing mixed research are to complement one set of reébults wi
another, to expand a set of results, or to discover something that would have been
missed if only a quantitative or a qualitative approach had been used (McMillan,

2004).

Instrumentation

In order to address the research questions and purpose of the study, a two-part
survey was developed for use in this investigation. The instrument development was
based on the sport sponsorship criteria derived from the review of literature that has
been utilized to analyze sport sponsorship objectives in professional, Olympic, and/or
intercollegiate athletics. The majority of questionnaires were dpgédlas a
modification of a theoretical screening instrument known as the Sport Sponsorship
Proposal Model (SSPEM), which was developed by Irwin, Asimakopoulos, and
Sutton (1994). The instrument used by Irwin et al., (1994) is actually a modification
of the original screening model that was developed by Irwin and Asimakopoulos
(1992). The reliability coefficient for this instrument was .95 (Irwin et &94). The
SSPEM has been described as a model that includes sport sponsorship criteda desir
by corporate sport sponsors. The model offers a unique sport sponsorship evaluation
scoring methodology that has been validated through the research literature.

The SSPEM has been used by various scholars since it was first developed in
1992 (Copeland, 1991; Irwin & Sutton, 1994; Irwin, Asimakopoulos & Sutton, 1994;

Kim, 2004; Lough, 1995; Sawyer, 1997). However, the instrument for this
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investigation was one that had modified the SSPEM based on the most recent sport
sponsorship literature and with the intention to accurately measure relevant
sponsorship objectives at the interscholastic athletic level. Through an e&tensi
review of literature, the current survey questionnaire was developed to inclade bot
traditional sport sponsorship objectives along with objectives that specific and
relevant to interscholastic athletics. The traditional sport sponsorship wégecti
included in the survey included the following: Product-Sport image fit; Demographic
fit; Sponsorship exclusivity; Reach specific target markets; liyesrid build image

with target market (positioning); Enhance company image; Alter publiepioo;
Visibility; Signage opportunities; Block competition; and Increase sales aricetn
share. The other objectives included in the survey, which were specific to
interscholastic athletics included: Support high school student-athletesstraad
concern about interscholastic athletics; Support the state high school attiettg/
association; Giving back to or being involved with the community; and Opportunity
to infiltrate new untapped markets.

The modified questionnaire was reviewed by a panel of experts who are
directly or indirectly involved in interscholastic sport sponsorship. The panel of
experts included five dissertation committee members including scholars in the
disciplines of sport management and sport marketing, marketing directioes at t
intercollegiate and interscholastic athletic levels along with interastiolathletic
administrators of various state high school athletic/activity associafibrspanel of
experts found the instrument to have expert validity (Nachmias & Nachmias, 1996),

and be representative of the interscholastic sport sponsorship process.
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The first section (PART 1) of the survey was developed to measure the
sponsor’s perspectives concerning the objectives sought through the sport
sponsorship relationship. The second section (PART Il) was designed to provide
information for a profile development of each of the sponsors of state high school
athletic/activity associations that participate in the study. PART the survey was
initially meant to be PART | of the survey, but through the recommendation of my
dissertation committee chair and my dissertation committee, the ordertafthe
sections was interchanged. The suggestion to switch the two parts were due to the
thinking that the companies filling out the survey might be more inclined to not
complete the survey if they had to fill out their company’s demographianatayn
first and thus would decrease my response rate.

The profile section (PART Il) of the questionnaire entitled “Company
Profiles” consisted of a number of background questions pertaining to the
demographics and characteristics of each of the sponsors. The charactaristic
which each question was formulated stemmed from the review of sport sponsorship
literature and provided useful descriptive data about each sponsor. Included in the
profile section were questions about the following: the size of the company; the
company’s market share; whether it is a national, regional, statewidegabr lo
company; what type of company it is (what industry it is involved with); the
company’s history of sport sponsorship; their length of duration of the sponsorship
agreement with the state high school athletic/activity association; antetred of
sponsorship agreement. Disclosure of the company name or other means of

identifying the study participants was protected to prevent any risk to the stud
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participants. Only the primary investigator and dissertation advisor were afe
participants’ identities. To ensure this, the names of the companies who responded to
the questionnaire were not revealed in the results. Instead, the respondests in thi
study remained completely anonymous.

The first section (PART 1) of the questionnaire entitled “Sport Sponsorship
Objectives” consisted of seventeen sponsorship objectives designed to measure the
level of importance attributed to each sponsorship objective by the sponsors.
Essentially, each sponsor was prompted to indicate the relative value of each of the
objectives in their sport sponsorship relationship. Each item consisted of aestiatem
of the sponsorship objectives followed by a six-point Likert response scalagangi
from “1 (extremely unimportant)” to “6 (extremely important)” to indictite
importance of the objectives of sport sponsorship. A six-point Likert scale was used
instead of a four or five-point scale because additional scale points could raise
reliability by evoking an extreme response set. According to Alliger atichkive
(1992), six-point response sets act like a halo error and increase item honypgeneit
which is traditionally estimated as internal consistency reliabilityo Avith an even
number (six) of ratings in the scale, respondents do not have a midpoint (three),
which often indicates neutrality or mixed satisfaction, and thus must comnti¢o ei
the positive or negative end of the scale by offering an opportunity for an ambivalent
answer choice (Alliger & Williams, 1992).

PART | of the survey also featured a qualitative aspect as well to provide a
mixed-methods component to the study. Along with the Likert-response itenes, thre

guestions in an open-ended format were provided. This qualitative element was not
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only used to solicit input on general information regarding interscholastic sport
sponsorship, but was also used as a secondary component to identify interscholastic
sport sponsorship objectives. The gathering of information through the three open-
ended survey questions permitted the respondents an opportunity to express their

viewpoints and expand on their thoughts and add some depth to the survey results.

Subject Selection

This study was designed to determine the sponsorship objectives of sponsors
of state high school athletic/activity associations, along with examining the
characteristics and differences of companies involved in state high school
athletic/activity association sponsorship. In order to address the issutseid &y
the purpose of the study, data was collected from companies involved in sponsorship
of state high school athletic/activity associations for the 2008-2009 acadeamic ye
Each state high school athletic/activity association is a member agsooiat
National Federation of High Schools (NFHS), which is the national governing body
of education-based interscholastic activities. The NFHS governanceisgrisc
divided into eight different sections as a geographic representation acdbling
states’ location in the United States. The sections are divided as follows:

Section 1 — NortheastConnecticut, Maine, Massachusetts, New Hampshire,

New Jersey, New York, Rhode Island, and Vermont.

Section 2 — MideastDelaware, District of Columbia, Kentucky, Maryland,

Ohio, Pennsylvania, Virginia, West Virginia.
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Section 3 — SouthAlabama, Florida, Georgia, Louisiana, Mississippi, North

Carolina, South Carolina, and Tennessee.

Section 4 — Central:lllinois, Indiana, lowa, Michigan, Wisconsin.

Section 5 — Midwest:Kansas, Minnesota, Missouri, Nebraska, North Dakota,

South Dakota.

Section 6 — SouthwestArkansas, Colorado, New Mexico, Oklahoma, and

Texas.

Section 7 — WestArizona, California, Hawaii, Nevada, and Utah.

Section 8 — Northwest:Alaska, Idaho, Montana, Oregon, Washington,

Wyoming (NFHS Handbook, 2006-2007).

For the purposes of this study, each geographic section as defined by the
NFHS was represented in the study, meaning that sponsors of each state high school
athletic/activity association will be attempted to be contacted to conthbéetrirvey.
Since sponsors from various state high school athletic/activity associatoss éhe
United States will be surveyed, it is fully acknowledged that there are difésrenc
among the various states. The various factors that could be different and tbus affe
the generalizability of the study include the following: economic factotscthdd
differ between states; the tax and/or tax exempt status that varies aatesgthe
number of sponsors each state high school athletic/activity association hEsedm
to other states; and the support and dedication toward interscholastic spodslthat c
be more prevalent in certain states as compared to others; among other factors.
However, by including each NFHS geographic section, with the intention that each

state will be represented in this study, the sample population will be verydae
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turn the conclusions from the study will be more generalizeable to the entire
population (McMillan, 2004). In terms of this study specifically, based on the nature
of the study and the participants, the results will be generalizeable to sponsorship
objectives of education-based interscholastic athletics throughout the country
Companies selected for this study were selected on the probability of
“convenience sampling” as defined by McMillan (2004). In this sense, companies
(sponsors of state high school athletic/activity associations) weréeskbased on
which ones were available and willing to participate in this study. The prirdzpde
source for this study was the NFHS website (http://www.nfhs.org/), whictains
information regarding each state high school athletic/activity assoti&ach state
high school athletic/activity association website includes information regardi
professional staff members, contact information, and a list of their assotgati
sponsors. Data will be collected in the 2008 — 2009 academic school year and thus
will involve companies involved in sponsorship of state high school athletic/activity

associations for the 2008-2009 academic year.

Data Collection
Upon recommendation from my dissertation committee chair and members of
my dissertation committee, accessing the subjects for the presentvsisidyost
effectively done by first contacting the various state high school athlstiaty
associations. Once the current study was approved by the InstitutionehWRnard
(IRB), an initial phone call was placed to each state high school athletiityacti

association that allowed me to speak with either the state’s executiviegirec
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associate/assistant director and/or the professional staff membensixse for
marketing/sponsorship within each respective state association. The prumaoge
of the initial phone call was to accomplish the following: introduce myself; idescr
my research study; learn a bit about the sponsorship agreements in each state; and
most importantly request that the professional state high school athletitfacti
association staff member help me access the companies that sponsor thati@ssoc
to have them complete the survey. After speaking to one or more professitinal sta
members from almost each state high school athletic/activity assoctatoghout
the United States via phone, a follow-up email was sent within two to three weeks of
the initial phone call in order to officially conduct the study (process ithesicr
below).

Next, for the state high school athletic/activity associations that chosleeto t
part in the study, an official introduction letter was sent via email, whichheas t
forwarded onto the sponsors of the participating state associations that outlined the
following: a) the purpose of the study (Appendix A), and b) a formal request for their
involvement in the study (Appendix B). Along with the introduction letter, a self-
administered two-part questionnaire (Appendix C: PART 1), (Appendix D:
Qualitative Section), (Appendix E: PART Il) was provided via e-mail to be
completed. A follow-up email (Appendix F) was sent after one week of e ini
mailing to those subjects who did not respond to the first email sent. Two weeks after
the initial mailing, a final follow-up email (Appendix G) was made to gather
information from the remaining companies who did not respond. The survey used in

the present study was a web-based survey administered through Zooommnang.
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Zoomerang.com is an online survey tool that allows researchers to create and send
surveys and subsequently analyze results of surveys (http://www.zoomerang.com/)
With the advent of the first e-mail surveys in the 1980s and the initial web-
based surveys in the 1990s, the utilization of web-based surveys by practitr@hers a
researchers in academia continues to grow at a steady pace. The contmikdngr
utilization of web-based surveys is due the major strengths of web-bageyssas
described by Evans and Mathur (2005). Many of these strengths were pretigely
web-based survey was used in the present study as opposed to using other survey
formats such as a traditional mail survey or a telephone survey. Theséhstreng
include the following: global reach; flexibility; speed and timeliness; eni@nce;
ease of data entry and analysis; question diversity; low administratiorandstase
of follow-up (Evans & Mathur, 2005).
Global Reach Although the present study did not involve participants in
different countries, having the ability to use the internet proved to be a valued
tool to obtain information from respondents living in different parts of the
United States.
Flexibility . In using a web-based survey, the researcher can conduct it in
several formats such as using e-mail with an embedded survey; visit to a web
site by an internet surfer who is then invited to participate in a survey; or e-
mail with a link to a survey URL (Evans & Mathur, 2005). For this particular
study, an e-mail with a link to a survey URL was used to complete the survey.
Speed and TimelinessWeb-based surveys allow for studies to be

administered in a time-efficient manner, minimizing the period it takestto ge

79



a survey into the field and for data collection to be completed (Evans &
Mathur, 2005).

Convenience Web-based surveys are convenient for the subjects
(respondents) for a variety of reasons. To begin with, respondents can answer
at a convenient time for themselves. They also may take as much time as they
need to answer individual questions. Some web-based surveys let respondents
start and then return later to the question where they left off earliengE®va
Mathur, 2005). Instead of being annoyed at an inconvenient time with a
telephone survey, a respondent can take a web-based survey whenever he or
she feels it is convenient (Evans & Mathur, 2005).

Ease of Data Entry and AnalysisAlong with being convenient, web-based
surveys, including the current study, are very simple for respondents to
complete and the subject’s responses can be tabulated and analyzed through
the use of Zoomerang.com.

Question Diversity. Online surveys are capable of including dichotomous
guestions, multiple-choice questions, scales, questions in a multimedia format,
both single-response and multiple-response questions, and even open-ended
guestions (Evans & Mathur, 2005). The present study, for example
incorporated Likert-Scale type questions, open-ended questions, and multiple
choice questions where respondents were only permitted to select one answer
as well as multiple choice questions that allowed respondents to select as

many answers as they wanted.
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Low Administration Cost. Administering a web-based survey can be very
cost efficient because they are automatically placed into a databaskeeand
tabulated and analyzed in a coordinated, integrated manner that greatly
reduces costs. Also, because web-based surveys are self-administieted a
not require postage or interviewers, costs associated with other surveysformat
are also kept down (Evans & Mathur, 2005).
Ease of Follow-up.Due to the low expense of sending out e-mails and the
simplicity of doing so with web-based surveys, it allows an easy opportunity
to send out follow-up reminders to increase the survey response rate. Also,
personalized follow-ups can be targeted specifically at those who have not yet
replied (Evans & Mathur, 2005).
In order to ensure for ethical concerns, data collection approval was obtained
from the Institutional Review Board (IRB) at the University of NevadaVegas
(UNLV) Office for the Protection of Research Subjects. The IRBsigezially
constituted, federally mandated revieeammittee that has been formally designated
to approve, monitor, and review biomedical and behavioral research involving
humans with the aim to protect the rights and welfare of the research subjects
(http://research.unlv.edu/OPRS/irb2.htm). Next, each subject involved in the study
was asked to give their direct consent prior to completing the questionnaires by
reading and “signing” a letter of informed consent as designated by the HriB, w
was provided in the initial email. Respondents agreed to consent in the study in the
initial email, which invited their participation in the study, and then allowed them t

“sign” their consent by agreeing to the terms of the study. If the respsratgeed to
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participate, they were permitted access to complete the questionnairdshapdiid

not, they were not able to access the questionnaires. The letter of informed consent
ensured respondents had a clear appreciation and understanding of the facts,
implications and future consequences of the research process. Neuman (2003)
explained that participants become aware of their rights and what theytarg ge

involved in when they read and sign an informed consent letter.

Data Analysis

When the completed questionnaires were received, they were checked for
completeness and recorded. The data received from the questionnaire wered;ompil
analyzed, and reported using both descriptive and inferential statistics. Titee prof
section (PART II) of the questionnaire entitled “Company Profiles” pravimeseline
information for each sponsor of state high school athletic/activity assosiat
surveyed. Descriptive statistics such as percentages and frequenciesedkete
describe the profiles or demographic characteristics of the sponsors.

The first section (PART 1) of the questionnaire entitled “Sport Sponsorship
Objectives” utilized a six-point Likert-response scale consisting of sesentems
designed to measure the perceived importance of criteria relatipgrto s
sponsorship. The Likert-response scale ranged from “1 (extremely unimjjodant
“6 (extremely important)”. To analyze the relative importance of all the spor
sponsorship objectives under investigation, descriptive statistics such as means,
percentages, frequencies, and standard deviations were used. Along with using

descriptive statistics for PART | of the study, inferential stagsirere used to
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compare the responses to the items addressing the relative importahteeo$pbrt
sponsorship objectives. Specifically, inferential statistics such as anawpyjoiactor
analysis will be employed in PART | of the questionnaire. Factor asadyai
statistical method used to describe variability and is applied to a single set
variables when the researcher is interested in determining if variablessattform
dimensions that are independent of one another (Tabachnick & Fidell, 2007).
Exploratory Factor Analysis (EFA) is conducted when links between setsiathlear
are unknown. It is not required for the researcher to have expectations of the facto
structure when applying EFA (Thompson, 2004). According to Thompson (2004),
there are three main purposes for using factor analysis: 1) factoriamralyde used
to evaluate score validity; 2) factor analysis can be used to develop thgangyimg

the nature of the constructs; and 3) factor analysis can be used to summarize
relationships to identify clear factors to be used in subsequent analysis. @him ste
EFA include the following: selecting the observed variables; examining the
correlation structure of the set of variables; extracting the underlyatgrg; and
interpreting the results (Tabachnick & Fidell, 2007). This analysis waktase
examine the underlying structures in the data set and primarily determmeshe
salient items of sponsorship objectives as determined by the respondents.

PART | of the questionnaire concluded with an open-ended response format.
Specifically, the sponsors surveyed in this questionnaire were asked to respond to
three questions regarding sport sponsorship in general and their sponsorship
relationship with their respective state high school athletic/activstycaation.

Responses to these open-ended questions provided qualitative data that added depth
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to this mixed-methods study and be directly relevant to analyzing theveelce
importance of criteria relating to sport sponsorship. Data collected froapére
ended response questions were analyzed by organizing the responses into groups of

themes that emerged from the questions.
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CHAPTER IV

RESULTS AND DATA ANALYSIS
Introduction
The purpose of this chapter is to provide a summary of the data collected from
the survey titled Sponsorship of Interscholastic AthleticEhe survey was sent to
companies that were actively involved in sponsoring one or more state high school
athletic/activity associations for the 2008-2009 academic year. For the puoposes
reporting survey results, this chapter is divided into four sections. The following
sections represent the data gathered: (a) survey response rate; (b) cEppasYr)
demographic analysis and involvement in sponsorship; (c) analysis of the sponsorship
objectives sought by sponsors of state high school athletic/activity dgsusiand

(d) qualitative analysis of the three open-ended questions (questions # 19, 20, and 21).

Survey Response Rate

Of the 206 surveys emailed to the marketing director at each company /
business involved in sponsoring one or more state high school athletic/activity
associations for the 2008-2009 academic year, 102 or 49.5% were returned. Ninety-
six were completed and usable for a response rate of forty-seven perééehtThe
six surveys which were returned but not usable for data analysis were not fully
completed and thus were labeled as “Partials” and excluded from the surves; resul
With any type of study, survey researchers seek high response rates in orelateto cr

a stronger claim when generalizing the results from the sample to the population.

85



Cresswell (2002) stated that many survey studies in leading educationalgournal
report a response rate of 50% or better. However, this rate will vary depending on
proper notification, adequate follow-up procedures, respondent interest in the study,
the quality of the instrument, and use of incentives (Cresswell, 2002). Baruch (1999)
supported Cresswell’s (2002) findings by stating that response rategifoota,
paper questionnaires were typically in the 55% range. However, when comparing
mail questionnaires to web-based questionnaires a response rate of 43%épethe
guestionnaires was reported compared with 33% for the web-based questionnaires
(Matz, 1999). Cook, Heath, and Thompson (2000) also examined web-based surveys
and found that the average rate was 39.6%. With these averages in mind, the current
web-based survey study received a higher response rate (49.5%) than what is
typically expected when conducting web-based surveys. Therefore the eesgiens
was deemed acceptable.

As discussed in Chapter Three, an initial phone call was made to each state
high school athletic/activity association to speak with either the seatetitive
director, associate/assistant director and/or the professional stathen responsible
for marketing/sponsorship within each respective state association. &itimg
introductions and a discussion of a few interscholastic athletic sponsorship topics, a
request was made to communicate with the state high school athletic/activity
association sponsors to determine whether they would be willing to participate in thi
study. According to McMillan (2004) the method used to select the state high school
athletic/activity association sponsors would be classified as “convenigmgirsg”

because they were chosen based on their willingness to participate in the study.
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Of the fifty-one state high school athletic/activity associations under the
governance of the National Federation of High Schools (NFHS) in the United,State
contact was made with one or more individuals at forty (78%) of the associatfons. O
the forty state high school athletic/activity associations in which gaation in this

study was requested, thirty-two (80%) agreed to take part in the studyrd&yragto

take part in the study, access to the sponsors they conduct business with was granted.

One (0.03%) of the associations in the sample, the Kansas State High School
Activities Association (KSHSAA), was not involved in any corporate sponsorship. As
a result they could not participate in the study. Seven (17.5%) of the forty state high
school athletic/activity associations contacted expressed concern wittipgovi
sponsorship information and/or access to their sponsorship partners. One (0.03%)
association cited no specific reason other than they “could not provide any
information at the current time”, while six (15%) other associations explaimguf
that they were renegotiating sponsorship deals/contracts at the praseandi felt
uncomfortable requesting their corporate partners take part in any type of
guestionnaire that focused on sponsorship.

Upon completion of the current study, the results revealed that of thirty-two
state high school athletic/activity associations that agreed to havephasors take
part in the study, responses were received from sponsors of twenty-six (76%)
different state associations. The results also showed that with the nintdtati
responses that were received from the twenty-six various state assocations

minimum of at least one state from each of the eight sections (Northeast, tMideas
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South, Central, Midwest, Southwest, West, and Northwest) of the NFHS governance

structure were represented in the study.

Demographic Analysis

The profile section of the survey entitled “Company Profiles” was the second
part (PART II) of the two-part surveysSponsorship of Interscholastic Athletics
However, to gain a better understanding of the participants representing each sponsor
(subjects) that took part in the study, a demographic analysis of the sponsor’s
(business) characteristics will first be explained. This descriptiveniafioon allows
for examination of interscholastic sport sponsorship from the perspective of the
sponsor representatives, which was a central component of the study’s purpose. A
guantitative analysis of the “Company Profiles” is provided below.

Question # 22
How many employees does your company have locally?

The size of the companies that provided sponsorship for state high school
athletic/activity associations varied considerably from companies \gghthan 25
employees to companies with 500 or more employees. Table 4-1 shows the
frequencies and cumulative frequencies. The highest percentage of resp¢haeo)
reported that they have less than 25 employees. The next highest percentage of
subjects (23%) stated that they had 500 or more employees. However, theigamulat
percentages in Table 4-1 indicated that the majority (62%) of the respondents

represented companies having less than 100 employees.
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Table 4-1
Number of employees of the companies sponsoring a State High School
Athletic/Activity Association

Number of employees Freq. % Cum %
Less than 25 40 42 42

25 to 49 11 12 54

50 -99 8 8 62

100 — 499 15 16 78

500 or more 23 23 100.0
Total 97 100.0

Question # 23

How would you describe your company according to the following?

Companies were asked to indicate if their company fit one or more of the
following profiles: Local Company, Statewide Company, Regional Company, or
National Company. According to the participant’s responses, there waly daial
representation from each of the four aforementioned types of companies involved in
sponsoring a state high school athletic/activity association. The data indFable
shows the frequencies for the geographic area of the companies involved in the
sample. The highest percentage of respondents (36%) reported that their companies
were classified as Statewide Companies, while both Regional and National

Companies accounted for twenty-six percent (26%) each of the respondents.
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Table 4-2
Description of company

Description of company Freq. % Cum %
Local Company 15 16 16
Statewide Company 34 36 52
Regional Company 25 26 78
National Company 25 26. 100.0
Total 99 100.0

Question # 24

In general, what is your company’s average length of commitment to sponsored
organizations and events?

The data in Table 4-3 indicated that the majority reported commitmenh lengt
or time involved in sponsoring sport organizations and events was more than five
years (48%). The cumulative percentages indicate that the majorityadrtiganies
(79%) involved maintained an average length of commitment of three years or more
while very few companies (3%) reported their length of involvement in sponsorship

to be one year or less.
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Table 4-3
Length of commitment to sponsored organizations and events

Number of years Freq. % Cum %
Less than 1 year 3 3 3
1to 2 years 17 18 21

3 to 5 years 29 31 52
More than 5 years 45 48 100.0
Total 94 100.0

Question # 25

What is the average number of sport sponsorship proposals your company receives on
a yearly basis?

The data indicated that the majority (57%) of respondents receive fewer tha
twenty sport sponsorship requests on an annual basis. Over one-third of the
respondents (36%) reported that they received ten or less requests annuallyxt The ne
highest percentage was also closer to the lower end of the scale with-twenty
percent (21%) of the subjects stating they receive between eleven ayl spert
sponsorship proposals annually. Whereas only a small percentage (12%) of the
respondents indicated that they receive more than one hundred sport sponsorship
proposals annually. Table 4.4 shows the average annual number of sport sponsorship

proposals the companies involved in the study receive.

91



Table 4.4
Average number of sport sponsorship proposals received annually

Number of proposals Freq. % Cum %
Oto 10 34 36 36
11to 20 20 21 57
21-50 15 16 73
51-100 15 16 89
Over 100 11 12 100.0
Total 95 100.0

Question # 26

What level(s) of sport does and/or has your company been involved in sponsorship
agreements with?

The various levels of sport that were provided as options for the subjects to
select included the following four levels: Professional Sport; Integialie Sport;
Interscholastic (High School) Sport; and Youth Sport (little league, insinadti
leagues, etc.). The results indicated that over half of the companies in file sam
become involved and/or have been involved in sponsoring sport at all of the four
levels. The data is provided in Table 4.5. As expected, given the nature of the present
study, the highest percentage of respondents (97%) reported being sponsors of
interscholastic sport. Also, over three-fourths (77%) of the companies in theesampl

indicated that they were involved in sponsorship of intercollegiate sports. Slightly
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fewer respondents (64%) however revealed that they have been and/or wertéycurre
sponsoring youth sports. Lastly, the lowest percentage of respondents, whicti was sti
over half of the companies sampled (53%) reported that they were/have been in

sponsorship agreements with professional sports.

Table 4.5
Level(s) of sports sponsored

Level(s) of Sports Sponsored Freq. %
Professional Sports 50 53
Intercollegiate Sports 72 77
Interscholastic Sports 91 97

(High School Sports)

Youth Sports 60 64
(Little league, instructional
leagues, etc.)

Question # 27

How long has your company been sponsoring the State High School Athletit{Acti
Association in your respective state?

The majority of the companies (62%) stated that they have been a sponsor for
a state association for 5 years or more. Table 4.6 shows the cumulative pescastage
well as the specific length of years in which the respondents reported being involved

in sponsorship agreements with a single and/or multiple state high school
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athletic/activity association(s). The largest percentage of the respsiidée)

indicated that they have been sponsors for five to eight years. The second largest
portion (26%) of respondents reported they have been involved for an even longer
period (more than eight years). Interestingly, the smallest portion (7éé3mdndents
reported they had been involved in sponsorship for three to four years. Lastly, the rest
of the sponsors (31%) in the sample were fairly new to sponsoring state high school
athletic/activity associations, either having just become a sponsor withpashgear

or having been a sponsor for less than two years (See Table 4.6).

Table 4.6
Length of duration of sponsorship with the State High School Athletic/Activity
Association

Length of duration of Freq. % Cum %
sponsorship

Just started this year 12 13 13
1to 2 years 17 18 31

3 —4 years 7 7 38

5 -8 years 34 36 74
More than 8 years 24 26 100.0
Total 94 100.0
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Question # 28

At what level is your company planning to sponsor the State High School
Athletic/Activity Association in your respective state?

Next, respondents were asked to describe the future planning regarding their
sponsorship agreement with their respective state association(s) byimgdoced of
the following four responses: continue at the same level; continue at a higlyer leve
continue at a lower level; or if they were planning to discontinue their sponsorship
relationship. The majority (78%) of the subjects stated that they wanteteiroif
sponsorship agreement to continue at the same level (See Table 4.7). Eighteen percent
(18%) of the companies also reported that they are planning to continue sponsoring a
state high school athletic/activity association, but at a higher level.feler(3%)
companies however would like to continue their sponsorship at a lower level. Only
two respondents (2%) out of the ninety-five who answered this specific question
reported that they plan on discontinuing their sponsorship agreement.

Question # 29

Please check the primary gender and age demographics your company targeted
through the State High School Athletic/Activity Association sponsorship in your
respective state.

Information about the target market the companies sought through
sponsorship of a state high school athletic/activity association was alstedolici
Tables 4-8a and 4-8b show the target market sought according to the respondents by
both gender and age. Exactly three-fourths (75%) of the respondents reported their
company marketing targets males. The number of respondents that repgegdga

males was slightly higher (75%) than the sixty-seven percent of complaaies t

indicated they target females. The majority (70%) of subjects in the sampltéadic
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Table 4.7
Future planning of the level of sponsorship

Future planning of the Freq. % Cum %
Level of sponsorship

Continue at same level 73 78 78
Continue at higher level 17 18 96
Continue at lower level 3 3 3
Discontinue 2 2 100.0
Total 95 100.0

the age category for their target market was individuals under nineteen. @byvers
the smallest portion (13%) of respondents reported that their company targets
individuals aged fifty-five and over. Interestingly, some companies reptimty

target all of the demographics they had an option of selecting.

Table 4-8a
Target market by gender

Target market by gender Freq. %
Male 68 75
Female 61 67

96



Table 4-8b
Target market by age

Target market by age Freq. %
Under 19 years of age 64 70
19 to 25 years of age 40 44
25 to 35 years of age 38 42
35 to 45 years of age 32 35
45 to 55 years of age 18 20
Over 55 years of age 12 13
Question # 30

Please check the primary household level income your company targeted through the
sport sponsorship of State High School Athletic/Activity Association in your
respective state.

According to the subject’s responses, the most highly targeted group (60%)
was individuals with household incomes between $50,000 and $75,000. Two other
household income groups were reported as being sought by more than one-third of
the respondents. These two groups included both individuals with a household
income between $25,000 to $50,000 (38%) and individuals with a household income
between $75,000 and $100,000 (34%). The data in Table 4-9 shows the target market

of the respondents by household income. It must be noted that the household income

groups targeted reflect the parental earnings for the target markensf t
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Table 4-9
Target market my household income

Target market by household income Freq. %
Under $25,000 12 15
$25,000 to under $50,000 31 38
$50,000 to under $75,000 49 60
$75,000 to under $100,000 28 34
$100,000 and over 12 15
Question # 31

Who makes the final decision on sport sponsorship (or sponsorship in general) for
your company?

Subjects were given the option to select from the following five answers to
this specific question: CEO (Chief Executive Officer); Middle Managégme
(managers, assistant managers, and directors); Marketing/Advertiamager; an
Advertising Agency; and “Other” in which they were prompted to be specific. Forty-
three percent (43%) of the respondents, which represented the largest portion,
reported that the CEO was the final decision maker on establishing sponsorship
agreements for their respective company. The second largest portion of respondents
included individuals classified as Middle Management, which represented timenty-
percent (22%) of the decision makers. In contrast, sponsor representatives who

reported having a Vice-President and a Marketing/Advertising Mandgemade
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the final decisions on sponsorship agreements, had very similar responses. The
percentages for these categories of decision makers were fourteen (fefeernd
thirteen percent (13%) respectively. No respondents involved in the present study,
however, indicated that they chose an Advertising Agency to make the final decision
for their company’s sponsorship agreement.

Sixteen (16%) respondents chose “Other” and subsequently provided a
specific answer. The answers provided included, but were not limited to the
following: Board of Directors; Myself as Manager; and Regional ands 3&éamagers.
The final decision makers on sponsorship agreements for the companies involved in

this sample are listed in Table 4-10.

Table 4-10
Final decision makers on sponsorship agreement

Decision makers Freq. % Cum %
CEO 41 43 43
Vice-President(s) 13 14 57
Middle Management 21 22 79
(Managers, Asst Managers,

Directors)

Marketing/Advertising 12 13 92
Manager

Advertising Agency 0 0 92
Other 17 17 109
Total 104 109
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Question # 32

Please indicate the primary industry your company operates in.

There was a relatively similar representation of industry type as evigent
one specific industry being represented by more than fifteen percent (15%). The
industry that received the highest percentage of responses was “InsuremssF
with twelve percent (12%), followed closely by both “Food” (10%) and “Sporting
Goods” (10%). The only other industries that were represented by more than five
percent (5%) were “Health Care” (9%) and “Retail Trade” (7%). & mezre two
industries, “Airline” and “Gaming/Gambling,” that did not receive anypoeses.
Twenty-two percent (22%) of the respondents chose to answer “Other” as their
industry and thus described their industry. The industries as described by the
respondents varied greatly with numerous responses. However, the most frequent
responses in the “Other” category were “Media” and “Newspaper”. Tableshows
the breakdown of the primary industries in which the respondents operate. The

research findings discussed in the above-mentioned section addressed RQ #3.
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Table 4-11

Primary industry of the companies

Primary industry Freq. % Cum %
Insurance/Finance 11 12 12
Food 9 10 22
Sporting Goods 9 10 32
Health Care 8 9 41
Retail Trade 7 7 48
Banking/Credit 5 5 53
Education 5 5 58
Government 5 5 63
Radio 5 5 68
Photography 4 4 72
Television 4 4 76
Communication/Technology 3 3 79
Lodging (Hotel/Motel) 2 2 81
Screenprinting 2 2 83
Armed Forces 1 1 84
Auto Dealer 1 1 85
Beverage 1 1 86
Entertainment 1 1 87
Airline 0 0 87
Gaming/Gambling 0 0 87
Other 21 22 109
Total 104 109

101



Sponsorship Objectives

The second part of the two-part survey was titled “Sport Sponsorship
Objectives”. While this section actually was PART | of the official syramalysis
occurred after the descriptive information was examined. The followingsesul
allowed for an examination of the underlying structures in the data setegslg r
the most salient items related to sponsorship objectives were determinecdhiegam
the sponsorship objectives of sponsors of state high school athletic/activity
associations represented a major goal of the study and addressed resetiarh que
one.

Data Normality:

The data analysis that was used in the present study was an inferential
statistical analysis described as Exploratory Factor Analysi&)(Bformality is
assumed when using these univariate and multivariate procedures (Tabachnick &
Fidell, 2007). Assessing normality can be accomplished by analyzing theedsew
and kurtosis of all the scale items within the survey. According to Huck (2001), it i
assumed that the standard rule of thumb for normal data is that skewness values
should fall within or around the range of -1 to 1 and kurtosis values should fall within
or around the range of -2 to 1.

Sport Sponsorship Objectives Measurement Scales:
Subjects involved in the study responded to seventeen questions related to

sport sponsorship objectives. A six-point Likert-response scale ranging from one

102



(least important) to six (extremely important) was used to examine thesatiest
sponsorship objectives as indicated by the respondents and subsequently addressed
research question number one (RQ #1).

Table 4-12 provides a summary of descriptive statistics for all sevespieet
sponsorship objectives. The seventeen objectives are listed in rank order according to
the mean level of performance, drawn from the six-point Likert-response scale.
Overall, the three items that had the highest sponsorship objective ratings were
“Giving back to and/or being involved with the communityf € 5.43), “Support
high school student-athlete¥(= 5.40), and “Demographic FitM = 5.21). The
three items that had the lowest sponsorship objective ratings were “Block
Competition” M = 2.85), “Alter Public PerceptionM = 3.11), and “Title
Sponsorship” ¥ = 3.04).

Exploratory Factor Analysis (EFA) was used to examine the underlying
structures in the data set and to determine the most salient sponsorship objectives.
Rotation methods were used to improve interpretability of the factor solution.
Specifically, a varimax rotation was used if the underlying factors werrelated.

The EFA revealed three factors explaining 53.90% of the variance in the sport
sponsorship objective items. The first factor was the highest percenthge an
accounted for 21.06% of the variance. Next, the second factor accounted for 17.91%
while the third factor accounted for 14.93% of the variance. The three distinct factors
that were extracted from the EFA were based on the correlation caeffioiethe
variables (See Table 4-13). Table 4-13a provides a summary of all of thes fact

extractable from the EFA along with their eigenvalues, the percent of variance
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attributable to each factor, and the cumulative variance of the factor aneviwupr
factors.

To describe and label the three factors an analysis of the loadings for each
item was performed following the factor rotation in order. Eight itemseld@aahto the
first factor, which appeared to describ&aonsorship Statustlimension. Within the
first factor the two sponsorship objectives that were the most salient items we
“Visibility” and “Enhance company image”. Fifty-one percent (51%) of resposdent
reported that “Visibility” was extremely important while thirty-bigpercent (38%)
indicated that the objective “Enhance company image” was extremely imip&itat
the second factor, there were five items that loaded onto that factor, wieichteel
“Public Service” aspect of being in this type of sponsorship relationskijirg back
to and/or being involved with the community” was the objective that scoraddtigmong
respondents for the second factor with the vast majority (69%) ofipartis saying it was

extremely importantRanking right behind it was the item “Support high school
student-athletes”, which also was scored as extremely important by thétynaj
(66%) of respondents. Finally, three factors loaded onto the third factor, which
referred to &Target Market” dimension sought through the sponsorship of a state
high school athletic/activity associations. For tharget Market”factor
“Demographic fit” and “Reach specific target markets” were the olbgsti
considered most salient. Over half (55%) of respondents indicated that “D@imogra
fit” was extremely important while forty-nine (49%) percent reported bjective
“Reach specific target markets” was extremely important.

The three aforementioned factors along with each of the items that loaded

onto the factors have been displayed in Table 4-14. Reliability analysis using
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Cronbach’s alpha was performed to measure the reliability of variaialded into

each of the three factors. Cronbach’s alpha scores were .83, .79, and .67 for
Sponsorship Status (Factor 1), Public Service (Factor Il), and Target Madator

ll), respectively,and therefore were satisfactory with internal consistency estimates.
Nunnaly (1978) has indicated an acceptable reliability coefficient to be .70 or.highe

A lower threshold, such as a cut-off of .60, is common in exploratory research and
has been used in sport marketing studies (Huck, 2004). The data in this section where
factors were formed to determine the most salient sponsorship objectiveseddres

research question one (RQ #1).
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Table 4-12
Sport sponsorship objective scale — descriptive analysis

Sponsorship Objectives M SD
Giving back to and/or being involved with the community 5.43 1.09
Support high school student-athletes 5.40 1.10
Demographic Fit 5.21 1.06
Reach Specific Target Markets 5.15 1.07
Visibility 5.12 1.19
Support the State High School Athletic/Activity Association 5.00 1.15
Association with interscholastic athletics 4.94 1.16
Interest and concern about high school athletics 491 1.17
Signage Opportunities 4.56 1.31
Product-Sport Image Fit 4.52 1.47
Identity and build image with target market (positioning) 4.48 1.48
Opportunity to infiltrate new untapped markets 4.47 1.39
Enhance company image 4.45 1.68
Sponsorship Exclusivity 3.60 1.89
Alter Public Perception 3.11 1.88
Title Sponsorship 3.04 2.04
Block Competition 2.85 1.77
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Table 4-13
Sport sponsorship matrix

Component

Factor Item 1 2 3
SS Enhance Company Image .663
SS Identify and build image with

target market (positioning) .654
SS Signage Opportunities .643
SS Visibility .632
SS Block Competition .622
SS Title Sponsorship .555
SS Sponsorship Exclusivity .524
SS Alter Public Perception 491
PS Support high school

student-athletes .676
PS Interest and concern about

interscholastic athletics .665
PS Association with interscholastic

athletics .637
PS Support the State High School

Athletic/Activity Association .543
PS Giving back to and/or being 469

Involved with the community
™ Reach Specific Target Markets 811
™ Demographic Fit .670
™ Opportunity to infiltrate new

untapped markets .498

Note. SS = Sponsorship Status; PS = Public Service; and TM = Target Market
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Table 4-13a

Total variance explained for sponsorship objectives

Initial Eigenvalues

Component Total % of Variance Cumulative %
1 4.156 24.450 24.450
2 2.819 16.582 41.032
3 2.188 12.870 53.902
4 1.213 7.136 61.038
5 1.034 6.082 67.119
6 .839 4.937 72.057
7 .786 4.625 76.681
8 .648 3.815 80.496
9 .607 3.573 84.068
10 546 3.214 87.282
11 480 2.826 90.108
12 .393 2.309 92.417
13 337 1.985 94.402
14 309 1.819 96.220
15 254 1.492 97.712
16 .208 1.223 98.935
17 181 1.065 100.000

Extraction Method: Principal Component Analysis
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Table 13a (continued)

Extraction Sums of Squared Loadings

Component Total % of Variance Cumulative %
1 4.156 24.450 24.450
2 2.819 16.582 41.032
3 2.188 12.870 53.902

Extraction Method: Principal Component Analysis

Table 13a (continued)

Rotation Sums of Squared Loadings

Component Total % of Variance Cumulative %
1 3.580 21.059 21.059
2 3.045 17.911 38.970
3 2.538 14.932 53.902

Extraction Method: Principal Component Analysis
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Table 4-14
Factors utilized in interscholastic sport sponsorship selection decisions

Factor M Rank

Sponsorship Status: 31.35 1

Enhance Company Image

Identify and build image with
target market (positioning)

Signage Opportunities

Visibility

Block Competition

Title Sponsorship

Sponsorship Exclusivity

Alter Public Perception

Public Service: 25.67 2

Support high school student-athletes
Interest and concern about
interscholastic athletics
Association with interscholastic
athletics
Support the State High School
Athletic/Activity Association
Giving back to and/or being
involved with the community

Target Market: 14.81 3

Reach Specific Target Markets

Demographic Fit

Opportunity to infiltrate new
untapped markets

110



Qualitative Analysis

The present study falls under the paradigm of a mixed-methods design
because it includes both quantitative data as well as qualitative data (i.er, text
images) (Cresswell, 2008). The “Company Profiles” section or PART Il dfuheey
along with the seventeen Likert-Scale response items that were uselyte dma
sponsorship objectives constituted the quantitative aspect of the study. PART I
specifically addressed RQ #2, while PART | addressed RQ’s # 1, 3, and 4. The
gualitative part of the survey consisted of three open-ended questions (sungy ite
19, 20, and 21). Each question allowed the respondents to provide an essay type
answer (approximately one to three sentences) which also addressed RQ's\¢1, 3, a
4. Thus, the results in this section represent the responses that were qualitative i
nature. Cresswell (2008) stated that the combination of quantitative and quealitati
data provides a better understanding of a research problem than either toenotita
gualitative data alone.

The three open-ended questions were analyzed by utilizing the following six
steps to qualitative data analysis: 1) Organize and prepare data forsarZilizead
through all the data; 3) Perform a detailed analysis by developing a codieggrét
Use the coding process to generate a description of the themes that ans¢y&s;a
5) Advance how the themes will be represented in the qualitative narrative; and 6)
Make an interpretation or meaning of the data (Cresswell, 2003, p. 220).

Coding Process
Cresswell (2008) described a coding process as a qualitative reseaedsproc

in which the researcher makes sense out of data, divides it into text or image
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segments, labels the segments, examines codes for overlap and redundancy, and
collapses these codes into themes. To analyze the qualitative responses,|a manua
coding process was employed using Microsoft Word and note cards to organize the
data. Along with employing a manual coding process, a quantification of the
gualitative data was conducted. Quantification has been described as “ctedesg

and themes qualitatively, and then counting the number of times they occurred in the
text of the data”, (Cresswell, 2003, p. 221). The various codes and themes were
combined with sample narrative responses to the qualitative questions. Themes used
to describe the qualitative data that follows.

Question # 19

What have been the distinct differences of this sport sponsorship relationship when
compared to other forms of sponsorship you have been involved with?

Regarding the distinct differences, the following two themes emerged: 1)
Exposure to younger generation (target market); and 2) Expanded state-wide
exposure and visibility.

Theme # 1: Exposure to Younger Generation (Target Market)

Exposure to the younger generation (high school-aged kids and interscholastic
student-athletes), was the first and most prevalent theme that becamatappare
analyzing survey item 19. The rich qualitative data from respondents helped to
illustrate how distinctive being a state high school athletic/activiig@ation
sponsor can be for targeting this younger generation. Statements are provided below
reflecting how this sponsorship relationship increased the company’s exposure and

visibility to this target market (younger generation).
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Respondents described the effect of this sponsorship relationship on their
target market with statements supporting the theme that included: “exposure to our
target audience — youth (high school athletes)”; “an excellent opportunity to lneach t
younger generation”; “direct access to a key stakeholder to our target; daigh
visibility to our target market”; “allows for great visibility and expasto young
athletes”; “allows for an opportunity to get a great deal of exposure to the people
aim to target”; “targets a specific group that has been the main focus afropaicy
since our inception”; “more exposure to specific local customer base”; andraa
private orthopedic clinic and we want to make sure that all of the area schools are
familiar with our services.” Two of the more pronounced and thorough responses
establishing this theme included the quotes: “This focuses mainly on youth, whereas
the other sports marketing we are involved with deals with adults, where the same
logo and message is used but it is marketed differently for teens” and “Sponsoring a
organization such as a high school sport association provides an ample opportunity to
reach the demographics our company attempts to access.”

In summary, companies involved in sponsorship of a state high school
athletic/activity association reported that their sponsorship relationshjprénaded
an opportunity for great exposure and visibility among high school-aged students and
interscholastic student-athletes. Therefore, the company representepieeted that
this sponsorship has allowed them to reach their target market successfully.

Theme # 2: Expanded State-wide Exposure and Visibility
Another theme that arose also dealt with the increased exposure that this type

of sponsorship relationship provides. However, instead of simply targeting Aicspeci
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demographic, the next predominant theme centered on how this sponsorship
expanded the sponsor’s state-wide exposure and visibility. Much like the first theme
numerous subjects in the sample provided significant responses, some of which were
more concise, while others were more detailed. The responses that comprise the
second theme have been provided below.

According to the participants, sponsorship of a state association presented an
opportunity to increase their statewide exposure and visibility more than any othe
type of sponsorship. One notable response stated: “The visibility of the high school
activities association sponsorship reaches across our entire state.itmabdtause
it Is just not sports, but encompasses music, speech, debate and drama, it is a diverse
group that does not cater just to athletes.” Similarly, another respondemchlszd
the notion of statewide exposure, but expanded by including a philanthropic aspect of
how the statewide exposure can have a positive impact on communities by saying:
“Statewide exposure in every community across the state allows us to contriblite
communities with a single sponsorship...huge exposure opportunities relating to
statewide events that bring communities together in a positive manner.”

Other responses that expressed this theme included: “This is an in-state
sponsorship that we feel gives us an opportunity to reach various communities within
our state”; “Supporting the NCHSAA has broadened our marketing area to include
the whole state rather than a few local counties”; “Broad advertising poEsbi
throughout the state” and “We have received a great deal more exposure at the

sporting events and venues than with other sponsorship relationships.”
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According to the written statements provided by the respondents, sponsorships
of state high school athletic/activity associations have served as dlerxeeans of
increasing statewide exposure and visibility.

Question # 20

How important and/or valuable is it for your company to be involved with and
support education-based interscholastic athletics, whose primary purposeppdd s
the educational mission of schools?

In response to survey item twenty, there was a re-occurring statentent tha
constantly appeared throughout the responses. Overwhelmingly, among 54 of the 76
responses (71%) to survey item 20 the terms “very”, “highly” or “extremely
important and/or valuable” were included in the respondent’s answers. However, due
to the nature of this particular question, a theme for this response was not created.
The reason for this was that respondents either simply answered “very”, “haghly”
“extremely important and/or valuable” to the question. The remaining respondents
answered with those responses as well, but then went on to elaborate in more detail,
and thus allowed for the creation of themes. The three themes that emerged from the
responses to question nineteen werdidlping shape future community leade2$
Matching of missions and valyesd 3)Product-sport image fit
Theme 1: Helping shape future community leaders

The first theme that surfaced upon analyzing the responses to survey item
twenty was company representatives felt sponsoring a state high school
athletic/activity association was important and/or valuable because drseghpand

serves as a positive influence on high school-aged individuals and/or studens.athlete

Specifically, respondents stated that these individuals would someday becdens lea

115



within their communities and therefore it was important to help and assist in their
growth. Some of the more notable responses that contributed to form this theme are
provided below.
Respondents commented thatping shape future community leaders was
very important and/or valuable to their companies. Responses such as the following
reflect this concept clearly: “We can help shape and mold the future of our youth by
showcasing opportunities and provide experience that can foster youth to develop
new skill”; “Our communities are only as good as the education we provide...they are
our future work force”; “We depend on these students becoming our workforce as
well as our customers in the future and we care deeply that everyone hast the be
chance of becoming an engaging member of our statewide community”; and “We
want to support students and help them become well-rounded citizens and learn the
skills necessary to compete in this global economy.” Within the numerous responses
that comprised this theme, there were two responses that most emphaticsafigtdtl
the notion of positively shaping future community leaders. The first response was
stated as follows:
This relationship is the greatest thing we have ever done. It truly supports the
future leaders of our state as they learn valuable lessons not taught in the
classroom. We hope and intend to continue this relationship for many years to
come because it enhances all communities within our state.
The other more notable response was the following comment:
This partnership has proven, over the years, to be one of continued support,
education and development. As a sponsor, we are placed at the very edge of
this experience and will forever be a part of that. We won't just be
remembered as an insurance company, but will be remembered as a

“company” that did something to make a difference. That, in itself, is
priceless.
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Based on the aforementioned responses regarding the importance and value
companies received from state association sponsorships, it was apparent that they
were satisfied were their sponsorship agreements. The opportunity to positively
impact the lives of young individuals and in turn help them develop into productive
citizens and leaders within their communities was unique to sponsorship of a state....
association.

Theme # 2: Matching of Missions and Values

Along with respondents expressing that they believe it is very important for
their companies to support young individuals and help foster their development, many
also indicated that the mission and/or values of their company match that of
interscholastic athletics. The NFHS, which is the governing body of eaethgjht
school athletic/activity association, states the mission of co-claricukrscholastic
athletic and activity programs is one that enriches student’s educationaéergpe
and promotes student academic achievement, along with promoting the values of
citizenship, sportsmanship, hard work, and self-discipline (NFHS, 2007). Numerous
study participants indicated the values their company espouses and/or their
company’s mission were in alignment with the programs/events offerddteyhggh
school athletic/activity associations.

Of the more noteworthy responses regarding the match between mission and
values, one respondent stated: “It is important to us because part of our mission is to
make the places where we live and work better places to be. Education-based
interscholastic athletics meets that mission.” Other comments includesiniission

critical for us to be involved with and support interscholastic athletics”; “Our
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company values align with the activity association”; “Very important — tethgent-
athletes already have many of the same value sets that we espouse”; aiésMat
our core values of education and family.” In short, the matching of missions and
values between sponsors and education-based interscholastic athletics was
specifically identified as an important and valuable aspect of sponsorship &f a sta
high school athletic/activity association.

Theme #3: Product-Sport Image Fit

Respondents reported that sponsoring a state high school athletic/activity
association was very important and valuable because the relationship was i& good f
since it involved supporting a community based athletic organization. Exemplary
statements supporting theme #3 follow. Due to the responses referring to this
sponsorship being a good fit, the third and final theme that emerged was given the
exact same label of one of the sport sponsorship objectives that appeared in PART |
of the current study. Product-Sport Image Fit characterized this fimaettieat
became apparent in the qualitative analysis and coding process.

The following four comments by respondents illustrated the concept of
product-sport image fit: “My business IS high school sports. So...l guess | would
have to say that it is extremely important”; “We are an organization thatipso
educational materials to schools so it is a great fit for us to be involved with our high
school activities association”; “We are sports specific So supportinggbeiaison is
obviously important”; and “We feel the state relationships are very impootauoitr t
Sports Photography business.” In sum, there were multiple reasons for which

company representatives felt being a state high school athletitiaatisociation
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sponsor was important and valuable. One of the primary reasons was that it was a
good image and fit for their company to support an interscholastic athletic
organization.

Question # 21

Feel free to comment on any sport sponsorship issue in general and/or your
sponsorship relationship with the state high school athletic/activity associat

Due to the nature of survey item twenty-one, which provided no limits or
restrictions on responses, a broad array of comments were provided. Responses to
guestion twenty-one primarily included statements that repeated some cévioeipr
themes discussed. Along with responses that reinforced preceding therdss, a w
assortment of comments were provided that were important to the study’s findings
but did not necessarily create themes. These comments were represented in the
following list: thoughts on diminishing athletic budgets and the importance of
sponsorship agreements for athletic organizations and programs; specificrdtemme
about the company’s agreement with the state high school athletic/acisaiyiation
they sponsor; and positive responses about the relationships that were developed with
the professional staff members of these associations through their sponsorship
agreements. Despite the assortment of comments that were made, tworayerridi
themes did emerge: Positive sponsorship relationship (with the state high school
athletic/activity association)and 2)Continuation of sponsorship relationship.

Theme #1: Positive Sponsorship RelationgWith the state high school
athletic/activity association)

When given the opportunity to freely comment on any issue pertaining to their

sponsorship relationship with a state high school athletic/activity assagiatio
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company representatives stated repeatedly that their partnership wasdoebed as
great, positive, and/or a pleasure to be involved with. Many of the respondent’s
comments contributed to creating this theme by reflecting on their thoudhts wi
limited or concise statements. A few of the responses that were briefedily cl
stated the sponsor’s satisfaction with their sponsorship relationship includeas “It
been a pleasure working with the State High School Association”; “It is an
outstanding relationship”; and “It has been a wonderful and positive experience.”
Although the qualitative data that formed this category was brief, it digtinct
displayed how companies were very pleased with their sponsorship relationhip wi
a state high school athletic/activity association. Along with the previoesrstats,
more thorough comments that detailed the positive sponsorship relationships are
listed below as some were combined with the second theme that emerged.
Theme #2: Continuation of Sponsorship Relationship

The next theme complimented the first theme developed in response to survey
item twenty-one. Not surprisingly, many of the companies that indicatega ver
positive sponsorship relationship with a state high school athletic/actigigiaton
also reported they intend to continue their sponsorship relationship. Much like the
previous theme, numerous respondents provided fairly short answers that emphasized
a desire to continue their sponsorship relationship with the state association.
Comments such as “our company plans to continue for years to come”; “we will
continue our sponsorship”; and “we hope and intend to continue this relationship for
many years to come” are examples of the types of responses that wededgbrovi

However, several responses went into more detail and even included elements

120



specific to the first theme (positive sponsorship relationship). Two of the more
notable responses that featured aspects of both themes were the following: “We
couldn’t be prouder to be partnered with the association and we look forward to a
long-term sponsorship relationship for many years to come”; and “Being a sponsor
for the association has been a great relationship and business venture that we
anticipate being involved with for years to come.” Perhaps the response that bes
illustrated the two concepts of a satisfactory sponsorship relationship aldngwit
intention to continue their sponsorship with a state association was this statement:
We feel our relationship with the association is great and intend to continue
for years to come. The greatest thing we have ever done. We would be
considered a rather ‘small’ entity in our state so we are really pushing our
budget to be able to afford the relationship, but the positive image gained is
‘priceless’.
Although the subjects were free to comment on any aspect of their sponsorship
relationship, the responses provided to question twenty-one made it apparent that
many of the company representatives were pleased with and felt they pasgive
sponsorship relationship with their state high school athletic/activity associThe
results also showed that many respondents expressed an intention to continue their
sponsorship relationship in the future. Key findings such as this will be discussed in
the following chapter.
In summary, Chapter Four included the data analysis and results from this
study. Demographics and sponsorship objectives of companies involved in
sponsorship relationships with a state high school athletic/activity assoaciadre

analyzed. The reporting of results on company demographics and their involvement

in sponsorship, along with sponsorship objectives included a quantitative analysis of
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closed survey questions, and six-point Likert response items. The results for the
demographic characteristics were provided through descriptive stafsrcentages

and frequencies). Descriptive statistics such as means, percentagesciesqand
standard deviations were used to report the sponsorship objectives along with
exploratory factor analysis (EFA). Along with the quantitative anabyfsissults, a
gualitative analysis of three open-ended survey questions was also presented. This
was done by using a coding process and developing the various themes discussed in
the chapter.

More specifically, the results on company demographics addressed research
guestion two, which sought to determine the common characteristics and differences
of companies involved in state high school athletic/activity association spopsorshi
Research question one focused on the most important sponsorship objectives
according to sponsors of state high school athletic/activity associatiesigisirom
both sections of the survey were utilized to address research questions thiae and f
of the study. Each research question will be addressed and discussed in detail in
Chapter Five.

The next chapter provides a discussion on the results that were presented in
Chapter Four. In essence, Chapter Five will make sense of what thisistcolyered
by presenting the most salient results in a more clear and concise faithaléo
assist readers in having a better understanding of the topic of interschepasti
sponsorship and how this study contributes to the existing literature on sport

sponsorship.
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CHAPTER V

DISCUSSION
Introduction
Chapter five has been divided into five sections. The sections include: (a)
summary of the study and methods used; (b) discussion of the research findlings; (c
limitations of the present study; (d) recommendations for future reseatlite)

conclusion.

Summary of the Study and Methods Used

The purpose of the study was to examine the use and value of sponsorship in
interscholastic athletics. The specific goals of the study wdmlaws: a) To
examine the sponsorship objectives of sponsors of state high school
athletic/associations; b) To examine the similarities and differesfcgsmpanies
involved in state high school athletic/activity association sponsorships; c) To
determine how the corporate profile influences the objectives of corppratedss;
and d) To develop a framework for sponsorship of state high school athletic/activity
associations to assist in our understanding of education based sport sponsorship
relationships. In order to achieve the study’s purpose four research quesrens
formulated. The four research questions were: 1) What are the most important
sponsorship objectives of sponsors of state high school athletic/activity dess@iat
2) What are the common characteristics and differences of companies involved in
state high school athletic/activity association sponsorships? 3) How do company

characteristics influence the objectives of the sponsorship relatiostip?) Can a
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theoretical framework of interscholastic sport sponsorship be developed torassis
our understanding of education based sport sponsorship relationships?

To address the focus of the research study, a two-part survey was designed.
The survey used, title€tEponsorship of Interscholastic Athleticglas a modification
of the Sport Sponsorship Evaluation Model by Irwin and Asimakopoulos (1992).
Along with utilizing the survey to examine the sponsor’s objectives, three questions
in an open-ended format were provided to further identify interscholastic sport
sponsorship objectives. Lastly, demographic information was also collected to
develop a profile of each of the sponsors of state high school athletic/activity
associations that participated in the study.

“Sponsorship of Interscholastic Athleticsurveys were emailed to 206
marketing directors at company / businesses involved in sponsoring one or ngre stat
high school athletic/activity associations for the 2008-2009 academic yaae 206
surveys distributed, 102 or 49.5% were returned of which ninety-six (47%) were
completed and usable. According to Cresswell (2002) many survey studies in leading
educational journals report a response rate of 50% or better. This rate will var
however depending on proper notification, adequate follow-up procedures,
respondent interest in the study, the quality of the instrument, and use of incentives
(Cresswell, 2002). For web-based surveys, such as the present study Cook, Heath,
and Thompson (2000) reported that the average response rate was 39.6%. When
compared to the aforementioned averages, the current web-based study received a
higher response rate (49.5%) than what is typically expected when conduelbing

based surveys. Therefore the response rate was deemed acceptable.
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Data was evaluated using descriptive statistics such as percentages and
frequencies for PART Il of the questionnaire to describe the profiles or depmgr
characteristics of the sponsors. PART | of the study utilized a six-p&i@attitype
response scale consisting of seventeen items designed to measure the perceived
importance of criteria relating to sport sponsorship. To analyze the relative
importance of all the sport sponsorship objectives under investigation, descriptive
statistics such as means, percentages, frequencies, and standard deveatiased.
Along with using descriptive statistics for PART | of the study, inferestatistics
were used to compare the responses to the items addressing the relativencapdrta
all the sport sponsorship objectives. Specifically, inferential statistadsas an

exploratory factor analysis were employed in PART I of the questionnaire.

Discussion of the Research Findings

RQ #1: What are the most important sponsorship objectives of sponsors of state high
school athletic/activity associations?

Research question one (RQ #1) sought to discover the most important
sponsorship objectives of sponsors of state high school athletic/activity asssciat
To determine this, respondents completed PART I, “Sport Sponsorship Objectives” of
the survey, which consisted of quantitative and qualitative questions.
Target Market (TM):

The results showed respondents perceive reaching their target market as a
primary goal of their state high school athletic/activity associaponsorship. The
sponsorship objectives, “Reach specific target markets”, and “Opportunity to

infiltrate new untapped markets” were two items respondents rated hegjaisdmg
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their sponsorship with state associations. “Demographic fit” also emesgekley
objective. The data in Table 5.1 shows the level of importance respondents placed in
the above-mentioned sport sponsorship objectives. Based on “Demographic fit”,
“Reach target markets” and “Opportunity to infiltrate new untapped marklés”
results can be interpreted to suggest that sponsorship of interscholasticsathleti
assists companies in achieving three of their most highly sought markeéisg dn
essence, the sponsors acknowledged that there was a demographic fit between thei
products/services and the participants and spectators of interscholdsticsatThis
finding supports Irwin, Sutton, and McCarthy (2002) who determined that companies
select a sponsorship agreement that provides exposure to and matches the company’s
target market because it is crucial for realizing product brand-dedhjectives.

The quantitative results that addressed RQ #1 were supported by the
gualitative results as themes emerged that reinforced the importance sjparszts
in the three most highly rated sport sponsorship objectives. Responses to survey item
19 resulted in the thenf&xposure to Younger Generation (Target Marked)id
complimented the data obtained through the quantitative portion of the survey
addressing RQ #1. Comments such as “an excellent opportunity to reach the younger
generation”; “direct access to a key stakeholder to our target dentlolysdor great
visibility and exposure to young athletes”; “allows for an opportunity to get a great
deal of exposure to the people we aim to target”; and “targets a specifirttpat has
been the main focus of our company since our inception” appeared when respondents
were probed to explain the distinct differences that being a sponsor of a state

association offers when compared to other forms of sponsorship.
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Table 5-1
Importance and means of sport sponsorship objectives

Sponsorship Objective % of respondents who rated M
objective as extremely or
very important

Reach specific target markets 78% 5.15

Opportunity to infiltrate new 55% 4.47
untapped markets

Demographic fit 73% 5.21

These findings are consistent with previous research suggesting companies
tend to consider the demographics of the sport, the profile of the spectators and the
media audience’s, along with the strength of the audience’s associatiohevgjboirt
as important evaluation variables (Meenaghan,1993). The findings were also
consistent with Shank’s (2007) description of the teen market’'s appeal. This market
has been estimated to be worth $95 billion annually and growing. As a result, sport
sponsors have initiated strategic marketing initiatives to reach this valnaliet of
teens (Shank, 2007). Additionally, spending on sport sponsorship has continued to
grow with North American companies spending more money each year on
sponsorship deals (IEG, 2008). Due to the rapid growth of sport sponsorship and
sponsors viewing interscholastic athletics as a means to access themtaig, the
significance of state high school athletic/activity association spdnpdias

developed. With participation rates among interscholastic athletics@idlstels
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for girls and the highest level in the past 27 years for boys (Gillis, 2008, stat
associations provide a tremendous opportunity for companies interested in reaching
the teen market. The findings provide evidence that there is value assodiated w

being a state association sponsor. Due to the value of this sponsorship for companies,
it is subsequently seen as an opportune way of achieving their marketingggoals a

well.

When analyzing the results of the three most highly rated sport sponsorship
objectives, along with the qualitative results, a few conclusions can be drawma Firs
key objective for the sponsors was to reach their target market of teemsth&ls
sponsorship relationship with state associations provides direct access pedifis,s
valuable market of teens. This can be attributed to the signage and publicity in
schools, gymnasiums, and fields that provides exposure and visibility in each state
championship event. Also, many companies sponsor state associations because the
specific target market of teens is considered impressionable and eessgible
(Hall & Gibson, 2005). In fact, the teen market is considered unlimited and untapped.
Because of this distinction of the teen market, it is also one that companiés great
want to access so they can secure teens as customers for life (Pennington, 2005).
Marketing efforts such as this have been referred to as relationship marke#ng. S
(2007) described relationship marketing as creating, maintaining, and enhancing
strong, value-laden relationships with customers and other stakeholders. One of the
most important goals identified by sponsors was being able to access and build
relationships with the teen audience when they are impressionable and may

potentially become lifelong supporters of their brand (product/service). This was
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clearly reported as a significant reason why companies recognete &igth school
athletic/activity association sponsorship as being so valuable.
Expanded State-wide Exposure and Visibility:

The ability to engage in relationship marketing has been acknowledged for the
increased exposure the state association sponsorship provides. ‘iBxXjpatded
state-wide exposure and visibilitwas a theme that emerged from the qualitative
questions and further addressed RQ #1. Based on the respondent’s answers, the state
association sponsorship provided an opportunity to increase statewide exposure and
visibility more than any other type of sponsorship. The following responsd snes
of many that captured the theme of expanding exposure and visibility: “&tatew
exposure in every community across the state allows us to contribute to all
communities with a single sponsorship...huge exposure opportunities relating to
statewide events that bring communities together in a positive manner.” The
emergence of this theme suggests that state association sponsorshigsyare a
unique and superior way for sponsors to reach their target market.

Relationship Marketing:

In addition, many of the same factors that permit the teen market to be
reached such as exposure, visibility, and easy accessibility are alsd \agwe
sponsors as an avenue to access new untapped markets. By making a first and
hopefully lasting impression on young student-athletes or spectators giawin
interscholastic athletic contest, the opportunity to develop a lastingoredaip
through marketing efforts is precisely what sponsors want to achievelsibis a

something sponsors believe can realistically be achieved as evidenced by the
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overwhelming majority of sponsors reporting they want their level of sponsooship t
continue at the same or a higher level (in response to RQ #2). Given the importance
placed in the sponsorship objectives as indicated in Table 5-1, this study has
demonstrated that interscholastic athletics sponsorship provides access to build a
relationship with the untapped market of teens.

Relationship marketing was apparent because sponsors recognize the long-
term benefits of influencing young individuals who could potentially be life-long
customers. This was consistent with the findings of Hall and Gibson (2005) who
described the interscholastic athletic environment as being a lessatiedtr
uncluttered market that is conducive for sponsors to communicate a direct ntessage
their target markets. By sponsoring interscholastic athletics, sponsatsi@ate
reach and more importantly establish long lasting relationships withipartis and
spectators, which include other high school students, school personnel, along with
participants’ family and extended family.

Philanthropic Sponsorship Objectives:

A major goal of the study was to determine the most important sponsorship
objectives of state associations. The findings were similar to recent gpososship
literature in relation to which sponsorship objectives were viewed as important to
companies. The objectives “Reach specific target markets” and “Opportunity t
infiltrate new untapped markets” reflect more corporate-related (bditbemn
objectives that have been identified as primary objectives for sponsors in nudessi
and intercollegiate athletics (Copeland, Frisby, & McCarville, 1996n|r&993;

Lough & Irwin, 2001; Kuzma, Shanklin, & McCally Jr., 1993; Shank, 2005; Stotlar,
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1993; Stotlar, 1999; Thwaites, 1995). Despite results that were consistent with more
commercial sport sponsorship objectives, this study also yielded resulist&ains

with sport sponsorship objectives of the early days of modern sport sponsorship
(1960s through 1980s) where sponsorship was primarily viewed as philanthropic
(Wilkinson, 1993). The philanthropic objectives that were reported as being important
along with the themes that emerged that reflect philanthropic motives inbkide t
following: “Support high school student-athletes”; “Interest and concern about
interscholastic athletics”; “Support the state high school athleticAycaissociation”;
“Giving back to and/or being involved with the community”; and “Association with
interscholastic athletics” arftHelping shape future community leaders.”

Public Service (PS):

Of the five sport sponsorship objectives that reflect philanthropic motives,
each one was considered to be extremely important to the sponsors. Consequently the
“Public Service” factor was formed when EFA was performed. The five sport
sponsorship objectives that respondents indicated were extremely importaait to t
sponsorship goals were as follows: “Support high school student-athletesfesSinte
and concern about interscholastic athletics”; “Support the state high school
athletic/activity association”; “Giving back to and/or being involved with the
community”; and “Association with interscholastic athletics”. Of thege dbjectives
“Giving back to and/or being involved with the community” was the objective most
respondents rated as of greatest importance. The data in Table 5.2 shows the level of

importance respondents placed in the above-mentioned sport sponsorship objectives.
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Table 5-2
Importance and means of sport sponsorship objectives

Sponsorship Objective % of respondents who rated M
objective as extremely or
very important
Support high school 88% 5.40
student-athletes
Interest and concern about 78% 491
interscholastic athletics
Support the State High School 72% 5.00
Athletic/Activity Association
Giving back to and/or being 86% 5.43
involved with the community
Association with interscholastic 71% 4,94
athletics

Companies’ reporting that the various philanthropic objectives were extremely
important to their sponsorship was in line with what scholars have stated about
goodwill and being involved in the community on behalf of companies. Mullin,

Hardy, and Sutton (2000) noted that sponsorship can demonstrate more potential than
any other promotional tool in terms of direct impact on a community. Thus when
companies are striving to obtain this objective, sponsorship takes the form of public

or community relations, and the objective is usually to position the company as a
concerned and interested citizen trying to put something back into the community

(Mullin, Hardy, & Sutton, 2000). Based on the study findings, it was clear that state

132



association sponsors are trying to achieve this goal of providing assistamee to t
community. Specifically, sponsors want to help young men and women involved in
interscholastic athletics and in turn positively impact local communitidact,

many sponsors indicated that one of their primary goals was to assist in theposit
development of these young individuals so they could one day be community leaders.
This particular finding, in response to RQ #1, provided evidence to suggest that the
marketing objectives of interscholastic sport sponsors resemble a morehpbpant
approach to sponsorship.

Helping Shape Future Community Leaders:

The notion of corporate philanthropy or public service also arose in the
gualitative responses as well and further helped address RQ #1. A theme that was
formulated in response to survey item twenty was label&delping shape future
community leaders.Respondents viewed a state high school athletic/activity
association sponsorship as important because of the opportunity it provided to
influence student-athletes. In fact, involvement with interscholastic iathleas
acknowledged as a way to assist in positively shaping young individuals, who will
eventually become community leaders. “We depend on these students becoming our
workforce as well as our customers in the future and we care deeply that eveagone
the best chance of becoming an engaging member of our statewide comnaunaty”;
“We want to support students and help them become well-rounded citizens and learn
the skills necessary to compete in this global economy” were just two exgmpla

statements expressing corporate philanthropy. Further, evidence from tlis stud
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supports the philanthropic nature of state association sponsorship as more than a
marketing tactic used to achieve corporate objectives.

Given that the present study centered on sponsorship of interscholastic sport
organizations, an area that has not been examined in detail, the assumption was that
the results could contradict recent sport sponsorship literature. Cohen (1988) stated
that education-based interscholastic athletics are widely believed te loé¢ thre last
forms of amateur sport in the United States. Perhaps it is this distinctiaghof hi
school athletes being true amateurs, along with the core values and mission of the
NFHS that caused sponsors of state associations to become involved for reasons that
were more philanthropic. By supporting interscholastic athletics sponsagetiey
positively impact the lives of young individuals and in turn help them develop into
productive citizens and leaders within their communities. This key finding dictga
Wilkinson (1993) who contended that philanthropy is no longer a corporate reason for
selecting sponsorship opportunities. Furthermore, this study was not in agreement
with more recent literature by Dolphin (2003) who stated that sponsorship has
evolved from its predominantly philanthropic and societal foundations to a strategic
corporate marketing tactic. Yet, the present study has demonstrated thatsmpns
objectives more common during the early stages of sport marketing (1960s through
1980s) remain relevant and valuable in the context of true amateur sport. Despite the
belief that sponsorship primarily philanthropic in nature would not help companies
achieve their marketing or corporate objectives (Wilkinson, 1993), this study has
proven otherwise. Therefore, this study has captured interscholastic sporeamniyhe

stages of sport sponsorship. Perhaps, however as sponsorship of interscholastic
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athletics evolves a “trickle down” effect will occur in this area. In paldic

interscholastic sport sponsorship could change to become more similar to the bottom
line driven sponsorship objectives common in other realms of sport.

Sponsorship Status:

The sponsorship status attained through state high school athletic/activity
association sponsorship also emerged as a significant factor and subsequently
addressed RQ #1. In facGponsorship Statusias one of the three factors that
developed through the use of exploratory factor analysis (EFA). “Enhance company
image” and “ldentify and build image with target market (positioning)” wece t
sponsorship objectives included in this factor that the respondents expressed as being
objectives of particular importance. For both factors, respondents reported that they
were extremely important sponsorship objectives.

Both items that comprise tli8ponsorship Statusfactor relate to the
aforementioned philanthropic objectives as well as the corporate-relatedva@gecti
respectively. A company wanting to enhance its’ image through an interstohola
athletics sponsorship correlates well with the philanthropic objectives previously
discussed. The direct correlation between the objectives is if certain plofanthr
objectives are met, the company’s image could be positively enhanced. Fortherm
if a company’s image is enhanced due its’ public service efforts, the cowidbbg
in a better position to reach its’ target market. The goal of companies s&eking
enhance their image as a marketing objective is consistent with previous sport
sponsorship findings. Madrigal (2001) found that supporters of sport organizations

become familiar with what the sport organization stands for and in turn some
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impressions “rub off” on the sponsored products or services the sport organizations
are associated with and are transferred in terms of secondary assscigbus, the
formulation of“Sponsorship statusas a factor renders evidence that sponsors want
to provide goodwill and service to their communities, but in turn they want their
company’s image to be enhanced because of their philanthropic efforts.

Identifying the most relevant finding among those discussed in response to
RQ # 1 is difficult to determine because a significant amount of valuable information
was discovered to address this research question. However, this study hasddentifie
and established the most consistent sponsorship objectives of sponsors of state high
school athletic/activity associations.

RQ # 2: What are the common characteristics and differences of companies involved
in state high school athletic/activity association sponsorships?

Research question two (RQ #2) sought to discover the similarities and
differences of companies involved in state high school athletic/activibgiatisn
sponsorships. In order to determine this, respondents completed PART Il of the
survey, “Company Profiles” that made it possible to synthesize a profte of t
respondents.

Involvement in Sponsorship at Different Levels of Sport:

Of significance, it was revealed that sponsors of state high school
athletic/activity associations were heavily involved in sport sponsorship at al
(professional, intercollegiate, interscholastic, and youth) levels of spashdven in
Table 4.5 (chapter four), more than half of the respondents become involved in and/or
have been involved in sponsoring sport at all of the four aforementioned levels. The

two levels in which companies were involved at the highest rate were intersicholas
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athletics (97%) and intercollegiate sport (77%). The above-mentioned findings alon
with support from PART | and the qualitative results show that companies view
sponsoring an interscholastic sport organization as an opportunity to reach their targe
market by supporting sport at all levels, but particularly intercollegiade
interscholastic sport. For both levels (intercollegiate and intersclwylagsport, the
participants and spectators are similar in that they are young individualspshsors
see as accessible and impressionable. Although there are differencediznom
levels, both have the mission of athletics as being extracurricular astithat are
education-based and an extension of the classroom (Gholston, 1985).

With results that indicate the majority of subjects are sponsors of sport
primarily at the interscholastic and intercollegiate levels, it wadd lone to suggest
that the companies have specific products or services that match the aofieence
state high school athletic/activity association. Because of the fiebatparticipants
and spectators of interscholastic athletics and the products/servicegaait or
relationship has occurred between many of these sponsors and the associations. The
notion of fit between a sponsor and a sports organization is in accordance with Irwin,
Sutton, and McCarthy (2002) who found that the demographics of the participants or
spectators, size of the immediate (spectators) and extended (media) @uahehihe
strength of the audience’s association with the sport are important emalciteria
that companies seek to match and increase awareness of within a speciftc marke
With this in mind, the sponsorship involvement results provide evidence that sponsors
seek out state associations due to the fit between the audience of interscholastic

athletics and the products/services that they provide.
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Household Income Targeted:

In addition to the aforementioned results in response to RQ #2, the results of
the demographic information revealed that sponsors targeted household level incomes
that would be described as “middle class” to “upper class”. Specifically, dfogity
(60%) of respondents reported that they target household incomes between $50,000
and $75,000. Two other household income groups were reported as being targeted by
more than one-third of the respondents. The two groups included both individuals
with a household income between $25,000 and $50,000 (38%) and individuals with a
household income between $75,000 and $100,000 (34%). The targeted household
income results are interesting because according to the respondents, theayoal i
reach their target market, which has been described as the younger gerfbigii
school-aged individuals). It is highly unlikely, however that individuals in high
school have an income between $50,000 and $75,000 and in turn contrasts what the
respondents are saying. Thus, the results of the household income in which the
sponsors target imply that the respondents are also targeting the parenioahthe
individuals in their sponsorship. It also could mean that sponsors are specifically
targeting teens with the hope they one day reach the income level targeted.
Sponsorship Agreement Decision Makers:

In further examining RQ #2 it was discovered that in regards to who makes
the final decision on sport sponsorship or sponsorship agreements, the highest
percentage (43%) of respondents reported that the CEO was the final decisgon ma
The current results support Blais (2000), who found that the majority of decisions

regarding sponsorship agreements were made at the highest levels with an
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organization. Since the study revealed that many of the companies are alsainvolve
in sport sponsorship agreements at a variety of levels, learning that the &38Qew
final decision maker on sport sponsorship agreements corresponded well with the
other research findings. In fact, the results were consistent with whébuveksin
previous sport sponsorship studies at other levels of sport (Copeland, 1991;
Greenwald; 1997; Kim, 2004). Therefore, this finding demonstrates that
interscholastic sport sponsorship agreements are negotiated and approved by
companies very much the same way they are done at other levels of sport.

Length of Commitment to Sport Organizations and Events:

In response to the sponsor’s length of commitment to sport organizations and
events, the vast majority of the companies (79%) reported an average length of
commitment of three years or more. In fact, the greatest percentagedi48%)
respondents reported that their average length of commitment was more than five
years, while very few companies (3%) reported their length of involvement in
sponsorship to be one year or less. This result in response to RQ #2 was relevant
because it means that the majority of companies are loyal to their sponsored
organizations. So instead of having to constantly renegotiate and/or recruit new
sponsors on an annual basis, state associations can be encouraged that when they
reach an agreement with a sponsor, it is likely that the sponsor will remain tedmi
for a number of years.

Continuation of Sponsorship Relationship:
The next result of relevance in response to RQ #2 is that almost all the

respondents (96%) indicated they either want their level of sponsorship to continue at
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the same or a higher level. The demographic quantitative results were supported b
the qualitative results of this study as the thetResitive Sponsorship Relationship
(with the state high school athletic/activity associatiangl“Continuation of
Sponsorship Relationshipiiere developed. So not only did the respondents
overwhelmingly indicate they planned to continue their sponsorship with a state hig
school athletic/activity association with their quantitative responseg; etalnorated
by providing comments to compliment PART | of the survey. Statements such as “It
has been a wonderful and positive experience”; “We couldn’t be prouder to be
partnered with the association and we look forward to a long-term sponsorship
relationship for many years to come”; and “Being a sponsor for the assodias
been a great relationship and business venture that we anticipate being invdived wit
for years to come” are the type of responses that helped create thertves.the

In examining sponsorship of state high school athletic/activity associations,
the above-mentioned finding is perhaps the most intriguing and pragmatic for both
sponsors/potential sponsors and state associations. Despite the difficult @conomi
times companies are facing, respondents saying their level of sponsaitkship w
continue at the same or higher level suggest that the vast majority of spaasors a
extremely satisfied with what a state high school athletic/actg$pciation
sponsorship offers. The various reasons for which sponsors are pleased to be involved
with interscholastic athletics is the public service it provides to local contiesjrthe
corporate-related objectives, or the ability to enhance its’ company’s image.

The same results also have very significant implications for state @#830€i

With results showing the majority of sponsors are pleased with their statedmgol
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athletic/activity association sponsorship relationship, association adatimistcan

look forward to their current sponsors, and even possibly attaining more sponsors. As
costs continue to increase to administer and run sports programs/events in each state
having the assurance that sponsors want to continue their sponsorship deals at the
same or even higher levels is a tremendous financial benefit. The money thatspons
provide to help offset the rising costs of conducting sports programs/events is evident
at all levels of sport. Shank (2007) provided the following examples at differerd level
of athletics: Whether it was companies spending $751 million to sponsor the 2002
Winter Olympics; the NBA agreeing to a multiyear partnership with Aca&riDairy
Farmers; or George Mason High School signing a $50,000 deal to name its new
football stadium Moore Cadillac Stadium, examples are apparent at difievelst of

sport (Shank, 2007). Therefore, as seen at different levels of sport, sponsorship can
provide a significant contribution to the revenue of a sports organization and in turn
could offset the rising administrative costs and difficult economic tintdstit
organizations and schools are currently facing.

The essential research findings discussed in the above-mentioned section all
address RQ #2, which examined the similarities and differences of companies
involved in state high school athletic/activity association sponsorships. Although
there is not one clear attribute that defines a state association sponsor, ttsodiscus
provides key details on what type of companies are involved in this type of

sponsorship.
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RQ #3: How do company characteristics influence the objectives of the sponsorship
relationship?

The third research question (RQ #3) sought to determine if company
characteristics influence the expectations/objectives of the sponsorsitignsip.
Size of Companies:

Given that there was relatively similar representation of industryagpe
reported by respondents , it was difficult to draw significant conclusions that we
related to the type of industry a company was in and how it influenced its’
sponsorship objectives. In fact, not one specific industry was represented by more
than fifteen percent (15%). Table 4-11 in chapter four provides the breakdown of the
primary industries according to respondents. However, the most relevant fimating t
was discovered to address this research question was that the majority (42%) of
sponsors of state associations are considered smaller companies (engfl@ees
less). This result could suggest that smaller companies are more likely to be
community-oriented and willing to become involved in supporting interscholastic
athletics. It also supports previous results discussed when addressing RQ #2, where
the notion of an organic relationship was occurring between sponsors and the
associations because of the fit between the participants and spectators of
interscholastic athletics and the products/services.

Matching of Missions and Values:

Another interesting finding specific to RQ #3 was discovered in the data
analysis of survey item 20, which was an open-ended question. Many companies
indicated that the mission and/or values of their company match that of interscholast

athletics. Statements such as “student-athletes already have mheyafte value

142



sets that we espouse” and “It is important to us because part of our mission is to make
the places where we live and work better places to be. Education-based
interscholastic athletics meets that mission” are prime exampthas ofsponse that
created the them@®latching of missions and valuesThis finding further supports
the notion of corporate philanthropy previously discussed in response to RQ #1
because of the importance state association sponsors place in values such as
citizenship, self-discipline, and student achievement. In short, this theme atbng wi
the average size of sponsor paints the picture of a state high school athilatic/a
association sponsor as a company that is community-oriented with a strongnbelief i
values and ethics.
Product-Sport Image Fit:

Additionally, survey item 20 also revealed another théPmduct-sport
image fit”, which also addressed RQ #3. This theme was formed because sponsors
offer very specific products/services that are a great fit with a contyrvased
athletic organization. Two specific statements that helped create this thene:
“We are an organization that provides educational materials to schools sor¢dd a g
fit for us to be involved with our high school activities association”; and “We feel the
state relationships are very important to our Sports Photography business.” This
finding relates closely to findings discussed in response to RQ #1. Specifiwally, t
concept of an organic relationship developing between sponsors and a sports
organization resembles thieroduct-sport image fit"theme and can lead one to draw
numerous conclusions. However, a relevant conclusion that can be drawn is that

sponsors offering specific products/services that fit well with an intessthobports
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organization want the business of high school athletes and their parents immediatel
This is interesting because it counters the previously discussed conceptiariskip
marketing, which focuses on long-term goals of sponsors. Therefore this finding
suggests that in the big picture, sponsors want lifelong customers, but certain
companies specifically want the business of the teen target market inetyedliate
so than other sponsors. The types of companies that fit this description are more
likely to offer products/services that are in demand by the teen marketaitrtent
time such as sporting goods, educational materials, and photography.

RQ #4: Can a theoretical framework of interscholastic sport sponsorship be
developed to assist in our understanding of education based sport sponsorship
relationships?

The final research question (RQ #4) was addressed through the development
of a framework for sponsorship of state high school athletic/activity aisosi&o
assist in the understanding of education based sport sponsorship relationships. A
theoretical framework is a collection of interrelated concepts, much Iheoayt but
not necessarily as well defined. It is a tool that guides research, deteynvhat
things will be measured, and what statistical relationships will be exdmine
(McMillan, 2004). Based on the study findings, a theoretical framework has been
created that reflects the most relevant results of the present studyn#ppi.

The interesting information that this exploratory study revealed was that
sponsors of state high school athletic/activity associations placed impoaianc
sponsorship objectives that completely contrast each other. Respondents said that
both public service (philanthropic) objectives as well as commercial objeuteres

extremely important goals of their sponsorship relationships. On one hand, it shows
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that sponsors do view interscholastic athletics as an extension of the classdoom a
see student-athletes as the last form of true amateur athletes. Thusuihéy w
provide assistance to interscholastic athletic organizations as a way oftsupthe
state and local communities. Subsequently the support will help young men and
women learn and grow to one day be community leaders in their state. Conversely,
despite the philanthropic orientation of companies involved in interscholasticcathlet
programs, they also indicated having the same intentions that sponsors do at the
professional and intercollegiate levels. Reaching specific targeetsakd having
the opportunity to infiltrate new untapped markets were both noted as being important
objectives by the respondents.

The mixed responses would lead one to draw the conclusion that the
distinction of interscholastic athletics as the last true form of amateurhssor
resulted in sponsors wanting to become involved for philanthropic purposes. Along
with that, the fact that interscholastic sport sponsorship only began in the late 1980s
would lead one to believe that interscholastic sport sponsorship would resemble the
earlier, more philanthropic forms of sport sponsorship (Walsh, 1990; Millman, 1991,
Forsyth, 1995; Fisher, 2002; Pennington, 2004; and NFHS, 2006). However, despite
interscholastic sport sponsors being more philanthropic than traditional sport
sponsors, the “trickle down” effect has seemed to occur in the area of sport
sponsorship. With respondents reporting that they place importance in certainbottom
line driven objectives, state association sponsors, much like the ones of professional

and intercollegiate athletic programs also want to achieve their ctedjgctives.
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Taking into account everything the study revealed, a theoretical fralewor
for understanding education based sport sponsorship relationships has been developed
to guide future research and in turn addressed RQ #4. It must be noted that this
theoretical framework is just that, a framework and not a model that sertres a
exclusive interscholastic sport sponsorship evaluation tool. The theoreticaiviveine
however can assist in the development of a survey instrument designed specifical
for evaluating interscholastic sport sponsorship by incorporating the eksentia
concepts discovered from this study.

Based on what was reported, the framework mirrors earlier forms of
sponsorship evaluation when philanthropic objectives were more of the focus of
sponsors. The theoretical framework will feature more sport sponsorship\agecti
that are representative of interscholastic sport sponsorship. In parozubéc
service related sponsorship objectives should appear because this notion of supporting
local communities was an overriding theme through the data analysis. Albrinev
public service aspect, incorporating objectives that are representativecepts
associated with relationship marketing would further increase the understahding
this topic. In particular, items that focus on accessing and building relationsthps w
the teen market specifically would be more representative of the inteistahefzort

sponsorship process.

Limitations of the Present Study

As is the case in any type of research project, there are limitations of the

present study that must be acknowledged and addressed. Specifically, theaxgpllowi
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four limitations must be mentioned: exploratory nature of study; possible bidsed da
generalizeability of the data; non-normal data; and the timeframe pfésent study.

First, given the fact that there is a lack of prior empirical literdtagesing on
the topic of interscholastic sport sponsorship, this study was truly exploratory in
nature. Because of this, a few issues emerged in the development of the survey
instrument and in the research findings. In developing the st®ponsorship of
Interscholastic Athletics”the researcher and a panel of experts had to determine if an
existing instrument was appropriate to modify for evaluation of interscho$gstrt
sponsorship objectives. The panel of experts was comprised of five dissertation
committee members including scholars in the discipline of sport management, along
with intercollegiate and interscholastic sport marketing directors andchtadastic
athletic administrators of various state high school athletic/activipcegsns.
Although this panel found the instrument to have validity and be representative
enough to be utilized for the interscholastic sport sponsorship study, it was still
considered to be exploratory. Such was the case because it was modeled after the
Sport Sponsorship Proposal Model (SSPEM), which has been used to examine
sponsorship at other levels of sport. Thus, modifying the SSPEM to evaluate
interscholastic sport sponsorship was a limitation that must be acknowledged.

A second limitation of the study is the possibility of biased data. Since the
method used to select the participants was classified as “conveniencengampli
because they were chosen based on their willingness to participate in thehetely, t
is the possibility that the data is biased (McMillan, 2004). By having respondeats

are willing to take part in a survey with no incentive, the possibility is theré¢hiat
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could have personal motives in completing the survey and in turn cause the results to
be biased.

Next, the researcher faced an initial obstacle in simply recruitingcssilbpe
participate in this type of study, which in turn could affect the generaiigadilthe
results. Despite this, the study was as comprehensive as it could be given the
limitations that the researcher was faced with. In requesting that spohstateo
high school athletic/activity associations take part in a study that eelvedbrmation
about their company, their sponsorship policies and/or objectives, and their
relationship with a state association, many individuals were uneasy abouabeing
participant. In some cases, when the research study was described to ameexecuti
director, associate/assistant director and/or the professional stathen responsible
for marketing/sponsorship within each respective state association, tlesispyoal
staff member would not provide contact information for the state association’s
sponsors. This was the case because many of these state associationseti@ainchos
participate in the study explained further that they were renegotiating@gbip
deals/contracts at the present time. Due to the nature of sport marketing studies,
previous researchers have also experienced some unwillingness by resptordent
the same reasons (Copeland, 1991; Kim, 2004; and Sawyer, 1997). Therefore, many
state associations felt uncomfortable requesting their corporate paatcersrt in
any type of questionnaire that focused on sponsorship. In other cases, when the
various state associations agreed to request their sponsors take part in tie prese

study, it was the companies who did not want to complete the survey. This is most
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likely due to company polices on confidentiality regarding the informationtasit
requested for the study.

Another limitation of the study was discovered after performing thetstati
data analysis. Through the use of exploratory factor analysis (EFA) sthlesre
revealed that there were five sponsorship variables that were cthssifiten-normal
data. For increased reliability of results, the ideal situation would havddreshthe
survey variables to be considered normal data. However, since this was not the case,
square root or logarithmic transformation was performed on the five suggested
variables. Despite performing this data transformation, the non-normalyet
improved and in fact, the skewness became even more severe. Because the non-
normal data could not be improved, the EFA was performed without transformations.
The findings were reported fully acknowledging that there was non-nornaal dat
After consultation with dissertation committee members and statriaiathe
University of Nevada Las Vegas (UNLV), the determination was mad&beanon-
normal variables were not uncommon when performing exploratory research (Dr. G.
Merchand, personal communication, June 5, 2009).

Finally, the timeframe for the present study only allowed for a snapshuat of t
current situation. As the sport sponsorship literature indicates, the objectives of
companies sponsoring sport has changed from being philanthropic in nature to being
driven by the “bottom line” (Dolphin, 2003; Lough & Irwin, 2001; Miloch &
Lambrecht, 2006; and Wilkinson, 1993). With this in mind, what this study revealed

could change over time depending on various factors such as the influence of the
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“trickle down effect” in sport sponsorship, the rising costs of conducting and

administering interscholastic athletic programs and events, and the economy.

Recommendations for Future Research

The present study serves as the first empirical research in the sport
sponsorship literature designed to examine in depth the status of interscholastic spor
sponsorship. With sponsorship now being an indelible aspect of interscholastic
athletics there was a need for a contribution to the sport sponsorship literature tha
focused on interscholastic sport sponsorship relationships. Now, with the results of
the current study the opportunity exists for additional empirical reseatclothaes
on interscholastic sport sponsorship. The following section addresses
recommendations for future research based on the findings from this study.

The exploratory nature of the present study provides empirical data on the
status of interscholastic sport sponsorship. However, this is still an areaarftctres
that scholars do not have a plethora of information about. With that in mind, a similar
type of study should be conducted to further explore this topic. Since this study was a
national study that had some limitations, perhaps a regionally or statedtadg on
interscholastic sport sponsorship would be the next logical step for a res¢éarcher
consider in this area of research. In doing this, the results of the national stutly coul
be compared and contrasted with a regional/state-wide study and in turn provide a
more comprehensive perspective of interscholastic sport sponsorship. Also to
improve a similar study, the researcher should consider developing a survey

instrument designed specifically for evaluating interscholastic sponssrship. The
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results from this study could serve as a baseline for developing a moredfocuse
instrument.

Another recommendation for future research pertains to examining
interscholastic sport sponsorship from a different perspective. The presbnt s
examined and provided the insights of sponsors of state high school athletic/activity
associations. An interesting follow-up to this study would be design a study that
would analyze the attitudes and perspectives of athletic administragtaseahigh
school athletic/activity associations regarding sponsorship. With these ¢f
results, scholars would be able to compare and contrast the insights from botl sides

the sponsorship exchange process, the sponsor and the sport organization.

Conclusion

This chapter provided concluding comments on the present study as they
relate to three specific areas. First, the research findings weussksicas they relate
to previous sport sponsorship literature, and the importance of these findings to
interscholastic athletic sponsors. Second, the limitations of the study were
acknowledged and addressed. Finally, recommendations for future research were
offered to further extend and improve the empirical literature in the area of
interscholastic sport sponsorship. In sum, this study provided valuable datanggardi
interscholastic sport sponsorship. However, with sport sponsorship being one of the
fastest growing areas in sport marketing and now being a permanent aspect of
interscholastic athletics, it is an area of research that needs to beexanore

extensively.
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APPENDICES

Appendix A

Dear state high school athletic/activity association sponsor:

My name is Justin Wartella and | am a Ph.D. Candidate in Athletic Admtrostiar

the Department of Sports Education Leadership at the University of Nesada

Vegas. Under the supervision of Dr. Nancy Lough, who will be the principal
investigator, | am completing a my doctoral dissertation in which | ammptiieg to
determine the characteristics of sponsors of state high school athlefity/ac
associations along with determining the sponsor’s objectives. You have been chosen
to participate in this study because your company’s sport sponsorship relatiorsship ha
been determined as being represesentative of companies involved in sponsorship of
state high school athletic/activity associations.

The purpose of this letter is to request your assistance in my study on sport
sponsorship, which focuses on sponsors of state high school athletic/activity
associations. | am conducting this study to collect insights concerning sport
sponsorship within interscholastic athletics. The results of this survey vétlygre
contribute to my dissertation.

This survey will be distributed to various sponsors who are represesentative of
companies responsible for companies maintaining a sponsorship relationship with
state high school athletic/activity association in each state throughdumitieel

States. The 10-15 minutes you take to complete the online survey is integral to the
success of this study.

The information you provide will be held in complete confidence. No indidual
or company will be identifiable in any future publication or presentaton.

Your cooperation will be greatly appreciated.

Sincerely,

Justin Wartella

Ph.D. Candidate Department of Sports Education Leadership
The University of Nevada Las Vegas
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Appendix B

Subject: Interscholastic Sport Sponsorship Survey

My name is Justin Wartella. | am a doctoral candidate in the Departmepbieé S
Education Leadership at the University of Nevada, Las Vegas (JNlarm

performing a study to determine the characteristics of sponsors of gfatschool
athletic/activity associations along with determining the sponsor’s algsctyour
participation in the survey is voluntary, completely anonymous and will take 10 to 15
minutes of your time. Your generous contribution of time could help to further the
empirical knowledge on sport sponsorship, particularly at the interscha#dgtc

level. If you have any questions regarding the survey or its use, pleasetoont
committee chair, Dr. Nancy Lough at 702-895-5392 or at 702-895- 2871.

Thank you for your time! Click here to take the survey:

Sincerely,

Justin Wartella
Ph.D. Candidate Department of Sports Education Leadership
The University of Nevada Las Vegas
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Appendix C

PART I. SPORT SPONSORSHIP OBJECTIVES

When evaluating sport sponsorship opportunities, a number of criteria maynygoofance
to your company. In terms of your company’s sport sponsorship goals and objectives,
indicate the importance of the following criteria by circling one of thefatg numbers on
the 6-point scale ranging from 1 (not important at all) to 6 (extremely tanudr

Least Important Extremely

Important

Support high school student-athletes 1 2 3 4 5 6
Interest and concern about interscholastic atiseticl 2 3 4 5 6
Support the State High School Athletic/Activity Assationl 2 3 4 5 6
Giving back to or being involved with the commudity 2 3 4 5 6
Association with high school athletics 1 2 3 4 5
Product-Sport image fit 1 2 3 4 5
Demographic fit 1 2 3 4 5 6
Sponsorship exclusivity 1 2 3 4 5 6
Reach specific target markets 1 2 3 4 5 6
Opportunity to infiltrate new untapped markets 1 2 3 4 5 6
Identify and build image with target market (pasiing) 1 2 3 4 5 6
Enhance company image 1 2 3 4 5 6
Alter public perception 1 2 3 4 5 6
Visibility 1 2 3 4 5 6
Signage opportunities 1 2 3 4 5 6
Block competition 1 2 3 4 5 6
Increase Sales and market share 1 2 3 4 5 6
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Appendix D

What have been the distinct differences of this sport sponsorship relationship when
compared to other forms of sponsorship you have been involved with?

How important and/or valuable is it for your company to be involved with and
support education based interscholastic athletics, whose primary purpose is to support
the educational mission of schools?

Feel free to comment on any sport sponsorship issue in general and/or your
sponsorship relationship with the state high school athletic/activity associat
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Appendix E

PART Il. COMPANY DEMOGRAPHICS

The following questions are intended to provide background information whicheulsed
in the analysis of later sections in the questionnaire. Please respawth iguestion to the
best of your knowledge.

How many employees does your company have locally?

Less than 25 25to 49 50 to 99
100 to 499 500 or more

How would you describe your company according to the following?

Local Company
Statewide Company
Regional Company

National Company

In general, how many sponsorship requests/proposals does your company receive
annually?

0-10 11-20 21 -50
51-100 Over 100

In general, what is your company’s average length of commitment to sponsored
organizations and events? (Please check one box only)

Less than 1 year 1-2years

3 —5years More than 5 years

What is the average number of sport sponsorship proposals your company receives on
a yearly basis?

0-10 11-20 21-50
51 -100 Over 100
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What level(s) of athletics does and/or has your company been involved in sponsorship
agreements with? (Check all that apply).

Professional Sports

Intercollegiate Sports

Interscholastic (High School) Sports

Youth Sports (little league, instructional leagues, etc.)

How long has your company been sponsoring the State High School Athletit{Acti
Association in your respective state?
Just began this year 1-2years 3 —4 years
5— 8 years More than 8 years

At what level is your company planning to sponsor State High School
Athletic/Activity Association in your respective state?

Continue at the same level

Continue at higher level

Continue at lower level

Discontinue

Please check the primary demographics your company targeted through the sport
sponsorship of State High School Athletic/Activity Association in your resect
state (check all that apply).

Gender: Male Female
Age: Under 19 19-25 25-35
35-45 45 - 55 Over 55

Household Income:
% Under 25,000
____%$25,000 to under $50,000
_____$50,000 to under $75,000
____$75,000 to under $100,000
_____$100,000 and over
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Who makes the final decision on sport sponsorship (or sponsorship in general) for
your company?

______CEO
Vice-President(s)
_______Middle Management (Managers, Assistant Managers, Directors)
_______Marketing/Advertising Manager
______Advertising Agency

Other:

Please check the primary industry your company operates in (Check one).

_______Airline
Auto Dealer

_______ Banking/Credit

______ Beverage

______ Cable
Communication/Technology

______Entertainment

_____ Food

_______ Gaming/Gambling
Government

______ Health Care

______Insurance/Finance

______ Print Media
Retall trade

_______ Sporting Goods

_______ Other:
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Appendix F

Dear state high school athletic/activity association sponsor:

Approximately one week ago, | wrote you requesting your assistanceitipade in

a voluntary national study | am undertaking, under the supervision of Dr. Nancy
Lough, who will be the principal investigator, on sport sponsorship within
interscholastic athletics, primarily on the sponsors of state high school
athletic/activity associations for my doctoral degree at the UniyerENevada Las
Vegas. As of today, your completed survey has not been received. You were chosen
to participate in this study because your company’s sport sponsorship relatiorsship ha
been determined as being represesentative of companies involved in sponsorship of
state high school athletic/activity associations.

| am writing you again because of the significance each survey hasstactess of
this study. In order for the results of this study to be truly representatocepdrate
sponsors, your participation in this study would be greatly appreciated. Onege agai
this survey is completely voluntary and should take only approximately 10-15
minutes to complete.

Also, the information you provide will be held in complete confidence. No
individual or company will be identifiable in any future publication or
presentation.

If there are any questions or concerns regarding the survey, you may contact the
principal investigatorDr. Nancy Lough at 702-895-5392.

Your cooperation is greatly appreciated.

Sincerely,

Justin Wartella

Ph.D. Candidate Department of Sports Education Leadership

The University of Nevada Las Vegas
702-895-2871
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Appendix G

Dear state high school athletic/activity association sponsor:

About two weeks ago | wrote you requesting your assistance to particigate i
voluntary national study | am undertaking, under the supervision of Dr. Nancy

Lough, who will be the principal investigator, on sport sponsorship within
interscholastic athletics, primarily on the sponsors of state high school
athletic/activity associations for doctoral degree at the Universéidevada Las

Vegas. As of today, your completed survey has not been received. You were chosen
to participate in this study because your company’s sport sponsorship relatiorsship ha
been determined as being represesentative of companies involved in sponsorship of
state high school athletic/activity associations.

The intention of this study is to provide information that will be beneficial to
interscholastic sports organizations as well as sponsors of interscholagsc spor
organizations. The study is national in scope and also will include the responses of
sponsors, which would most likely be of interest to you.

| am writing you again because of the significance each survey hasstactess of
this study. In order for the results of this study to be truly representatocepdrate
sponsors, your participation in this study would be greatly appreciated. Onege agai
this survey is completely voluntary and should take only approximately 10-15
minutes to complete.

Also, the information you provide will be held in complete confidence. No
individual or company will be identifiable in any future publication or
presentation.

If there are any questions or concerns regarding the survey, you may contact the
principal investigatorDr. Nancy Lough at 702-895-5392.

Thank you very much for your time and assistance.

Sincerely,

Justin Wartella

Ph.D. Candidate Department of Sports Education Leadership
The University of Nevada Las Vegas
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Appendix H
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