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What Do Sponsors Gain? – Sport Sponsorship 
Objectives  

Jan Schönberner & Herbert Woratschek1) 

Sponsors invest billions of dollars annually in sponsorships, with the majority allocated to 

sports (Statista, 2017). But why do sponsors spend so much money on this? What specific 

objectives do they pursue? 

Sport Sponsorship Objectives 

In general, sponsors target different stakeholders such as customers, internal employees, or 

suppliers and pursue multiple objectives with sponsorships (Meenaghan, McLoughlin, & 

McCormack, 2013, p. 447). The objectives vary depending on the sponsors’ expectations and 

the resources available (Amis, Pant, & Slack 1997, p. 83). The size of the sponsoring company 

and the disposable budget also play a significant role. 

 

Figure 1: Literature overview of the categorised sport sponsorship objectives. 
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Hartland, Skinner, and Griffiths (2005, p. 23-25) developed an approach for categorising sport 

sponsorship objectives into corporate, marketing, media, relationship building, and 

personal objectives. In Figure 1, we provide an overview of sport sponsorship objectives 

discussed in the literature by assigning them to the respective categories. This information was 

synthesized from the following studies: Chadwick and Thwaites (2004, 2005); Cliffe and Motion 

(2005); Cobbs (2011); Cornwell, (2008); Greenhalgh and Greenwell (2013); Gwinner and 

Eaton (1999); Hartland et al. (2005); Kourovskaia and Meenaghan (2013); Smolianov and 

Shilbury (2005); O’Reilly & Madill (2009, 2012); Thwaites (1995). 

Moreover, sponsors do not merely consider sponsorships as a business-to-customer (B2C) 

marketing tool anymore, but increasingly recognise the potential of achieving business-to-
business (B2B) objectives with sponsorships. 

Sponsorship Effect Measurements 

An accurate definition of objectives helps to derive specific activities for implementing and 

activating sponsorships (Meenaghan, 2013, p. 387). It further facilitates effect measurements 

during and after the partnership (Tripodi 2001, p. 85). The latter is of paramount importance, 

as the managers increasingly have to justify their sponsorship expenditures (O'Reilly & 

Madill, 2012, p. 51). 

Nevertheless, sponsorship objectives cannot be measured precisely with “hard” return on 

investment (ROI) figures. On the one hand, this seems problematic in the light of the growing 

pressure to measure and justify sponsorship investments (O'Reilly & Madill, 2012, p. 51). One 

the other hand, assessing sponsorship only with “hard” figures does not cover the full 
potential of sport sponsorships since they also create emotional bonds, which tie customers 

to their brand (Cliffe & Motion, 2005). A strong emotional bond can hardly be achieved with 

“classic” advertising campaigns. Consequently, “soft” measurements have to be applied in 

sport sponsorship, such as recall, recognition, image increase, purchase intention, or word-of-

mouth intention. Sport organisations can use the knowledge about the versatile application 

areas and objectives shown in Figure 1 to specify their sponsorship proposals. 

To put it in a nutshell: 

1. Sponsors target different stakeholders with sponsorships. 

2. Sponsors pursue multiple objectives. 

3. Categories of sport sponsorship objectives are corporate objectives, marketing 

objectives, building relationships, media objectives, and personal objectives. 
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4. In the past, sponsors mainly addressed B2C relationships, whereas nowadays B2B 
relationships become increasingly relevant. 

5. Effective sponsorships require an accurate definition of objectives.  

6. There is an increased need to justify the high sport sponsorship investments. 

7. Sport sponsorship effectiveness cannot be measured only by “hard” figures.  

8. One special feature of sport sponsorship is the potential to create strong emotional 
bonds with customers. 

9. Sport sponsorship can only leverage its full potential if sponsorship creates emotional 
bonds. 

10. “Soft” figures nourish effect measurement in sport sponsorship.  
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