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Abstract

Sponsorship has been the fastest growing form of marketing in sport for the past decades, and there are no signs that sponsorship growth will soon diminish. Previous sport sponsorship research has examined spectators’ recall and recognition accuracy of event sponsors, purchase intentions, and perceived image of the sponsor. Few studies have attempted to study these consumer behaviors while taking into account the subject’s prior usage of the sponsor’s product/service. This study examined the effects of sport sponsorship on consumer purchase intentions during the 2008 Beijing Olympic Games in China. The purpose of this study was to determine whether consumers have greater intentions to buy products and/or services produced by the Olympic sponsors than non-sponsors. The pre and post-event survey was used in this study to compare and assess the effects of sport sponsorship on consumer purchase intentions 3 months before and after the Olympic Games. Significant relationships were found in this study between consumers’ intentions to purchase the products of Olympic sponsors and (a) the fact that company sponsored the event, (b) the company’s corporate image, (c) prior use experience of a company’s product(s), and (d) sponsor recognition accuracy.

Introduction
Since there are some objectives and/or benefits to engage in sport sponsorship, it has been one of the effective marketing tools to increase awareness of brand and/or product of sponsored companies that invest a substantial amount of money into sporting events (Desbordes & Tribou, 2007). There are four main objectives of sport sponsorship; increase awareness, develop image, increase sales, and internal communication. In specific, awareness is to make the name of a brand or a company known in the minds of a specific target audience. This is usually accomplished through TV and other media outlets. Image can be defined as the company’s beliefs, ideas and impressions which are held by the consumers. Sales are a very important part of any sponsorship. The goal of sales is to increase sales of some products, stimulate the consumer to try a new product and/or motivate the commercial team working for the sponsor. Internal communication is one of the desired results of a sport sponsorship. It can be a tool to develop “team spirit” and assist in building organizational culture within the sponsoring company. Many sponsorships are selected by some organizations because of these values (Desbordes & Tribou, 2007). 
Sport sponsorship has grown dramatically in the past three decades. Companies have invested a large amount of money on mega sporting events, especially Olympic Games. The sponsorship dollars for the Olympics have increased dramatically over the years. The Calgary/Seoul Olympics received a total of $95 million dollars from nine clients and twelve corporate sponsors paid $175 million to be official sponsors for the Albertville/Barcelona games. The Olympics at Lillehammer/Atlanta received $350 million from ten clients, at Nagano/Sydney with $500 million from eleven corporate. At Salt Lake/Athens, the sponsorship rights fee exceeded $650 million from eleven clients. Finally, the Beijing/Vancouver Olympic Games are expected to generate $866 million from twelve official sponsor companies (Giannoulakis, Stotlar, & Chatziefstathiou, 2008).
Evaluating the justification of the dollars spent on sport sponsorships has spurred many academic studies to identify the effectiveness of sport sponsorships. However, few studies have researched on consumer behaviors while taking into account the subject’s prior usage of the sponsor’s products and/or services by contrasting pre and post event surveys. Moreover, no study has been found that sponsorship effect on consumer purchase intention was measured after the event finished. Companies do not want to achieve their objectives as sponsors not only during the event. They want to last these benefits as long as possible after the event finished (Speed & Thompson, 2000). Consumers' cognitive and affective reactions after the event have very meaningful implications in terms of assessing the effectiveness of sport sponsorship.
Previous Sponsorship Research

There have been many studies that have attempted to measure the effectiveness of sport sponsorship. Of those studies, O’Reilly, Nadeau, Séguin, and Harrison (2007) found that the majority of the consumers could correctly recall the sponsor names and products but the intention to buy was only marginally affected. 
Alexandris, Tsaousi, and James (2007) conducted a study to test the degree to which three sponsorship outcomes:  sponsor’s image, word-of-mouth, and purchase intentions. Their results showed that the consumer’s purchase intentions were significantly predicted by beliefs about sponsorship, attitudes about the event and the involvement. The study showed that individuals who had a positive attitude towards sponsorship were more likely to express positive purchase intentions. Individuals, for whom basketball had a central role in their life, and held favorable attitudes toward the event, were more likely to express positive purchase intentions. However, the study didn’t show that there was a significant relationship between attraction and positive purchase intention. 
A study conducted by O’Reilly, Lyberger, McCarthy, Seguin, and Nadeau (2008) reported mega-special-event promotions and intent to purchase of the longitudinal analysis in the Super Bowl. They examined the consumer perceptions of sponsorship during the five Super Bowls of 1998, 2000, 2004, 2005, and 2006. According to their findings, sponsorship and advertising can have a great effect on intent to purchase. There is moderate strength of intentions concerning buying products advertised during the Super Bowl and a willingness to pay higher prices for sponsors’ products. It would in turn show that it is beneficial for a company to utilize advertisements and sponsorships. Sponsorship of the Super Bowl gives a company premium position in the market and advertising creates a readiness for consuming a company’s product. 
Pope and Voges (2000) considered the impact of three factors on the level of intention to purchase a sponsoring company’s products. These factors were (a) corporate image, (b) prior product use, and (c) belief that a company sponsors a sport or sports. Subjects (n=964) were asked to rate their intention to purchase products or services from 10 companies in five product groups. Companies also were assessed for corporate image, belief that the company was a sponsor of sport, and prior use. Higher purchase intention scores were found for companies involved in sport sponsorship than among those who were not. They also found a significant relationship between a company’s corporate image and intentions to purchase that company’s products. No relationship was found, however, between purchase intention and prior use of a product. Out of the three factors, a subject’s belief that a company sponsors a sport had the most significant impact on their purchase intention (Pope & Voges, 2000).
Purpose of Study
The purpose of this study was to describe the effects of sport sponsorship on consumer purchase intentions. Specifically, this study examined whether consumers have greater intention to buy products and/or services made by the 2008 Beijing Olympic Games’ sponsors than that of non-sponsors. This study also examined how corporate image and prior use of the sponsoring company’s products and/or services would affect consumer purchase intentions.
Research Method

Pre and post event survey was executed to compare and assess the effects of sport sponsorship on consumer purchase intentions of subjects. It have been concluded that the pre and post survey design was the most appropriate method to assess the effects of sponsorship exposure on spectators’ subsequent purchase decisions (Turco, 1994). This method applied to sport events requires systematic sample selection of spectators and assessment of their attitude toward selected corporations and their products and/or services. Although this study did not focus exclusively on spectators but also included general residents who were exposed to the advertisements and/or billboards of sponsors, this method was deemed appropriate to assess the effects of sponsors on consumer purchase intentions.
The systematic random sampling method among the probability sampling techniques was used because it ensures more accurate representation to examine the effects of sport sponsorship on consumer buying intentions (Nardi, 2006). Samples were collected during 3 days in Jin Yuan (Golden Resources) Shopping Mall in Beijing, China in 3 month before and after the Olympic Games. This shopping mall is considered as the biggest in Beijing and the second largest in the world. 
The pre-event survey focused on subjects’ present accuracy level of sponsor recognition, present purchase intention levels of sponsors’ products and/or services, corporate image, and whether consumers had used sponsors’ products and/or services before. In the post-event survey, the questionnaire sought to determine and compare: (a) whether consumers could accurately identify Olympic sponsors; (b) whether consumers had greater intentions to buy a product made by 2008 official Olympic sponsors than a product from a non-sponsor; (c) how corporate image and prior use of the sponsoring company’s products affected consumer purchase intentions; and (d) socio-demographic information including age, gender, educational level, occupation, and income.

Results

Demographics

A total of 1,500 completed questionnaires was handed out and 1,086 were deemed useable for analysis. Survey participation rates of males and females were similar with 51.8% and 48.2%, respectively. Regarding age, 33.2% of the respondents were between 26-30 years old, 28.1% in their 20-25s, and 25.1% in their 31-35s. Respondents who were over 46 years old comprised 1.7% of the total. It could be concluded that the most respondents were between the ages of 20-35 years old. Most subjects were students (24.9%) or company employees (21.7%).
Consumer Recognition Accuracy
In the pre-event survey results of customers’ recognition accuracy of the twelve official Olympic sponsors, Coca Cola was the top corporation recognized by the respondents (79.1%) followed by Samsung (53.7%), Kodak (44.4%), McDonalds (44.2%), and Panasonic (42.2%). However 61.4% of the respondents made a wrong decision that Nike was one of the official sponsors. Despite being an official sponsor, Lenovo was recognized by only 3.4% of respondents. After the Olympic Games, the subjects’ recognition accuracy increased. In the post-event survey, 68.8 % of the subjects recognized Panasonic as an official sponsor, 66.1% for McDonalds, and 65.7% for Samsung. Panasonic received the highest increasing rate of 26.6%. On the other hand, 63.7% of subjects mistook Nike as an official sponsor of the 2008 Beijing Olympic Games.
Corporate Image
Subjects were asked to describe their current attitude towards the companies that were or were not official sponsors of the 2008 Beijing Olympic Games based on a 5 point Likert scale (1=very negative; 2=negative; 3=neutral; 4=positive; 5=very positive). Coca Cola was the most positive in their image both pre and post event (M=2.88 in pre, M=2.84 in post), but Panasonic had the greatest image increase (M=1.65 in pre, M=2.77 in post event) than pre event. Generally, subjects ad a more positive attitude toward sponsors in the post-event survey than in the pre-event survey.
Customer Purchase Intention

At the pre-event survey, subjects responded that they had significantly higher intentions to buy a product made by 2008 Olympic sponsors than that of non-sponsors. The purchase intention for the products made by sponsors was higher (M=.157) than that of non-sponsors (M=.124). The mean score of purchase intention toward sponsors increased from .157 (t=8.27, p<.001) to .301 (t=21.26, p<.001) in the post-event survey. The difference of mean scores between sponsors and non-sponsors increased at the post-event survey, meaning consumers had higher purchase intentions to sponsors’ products than that of non-sponsors.
According to the results, subjects’ prior use of a sponsoring company’s products and/or services led to a higher intention to purchase the products of the sponsoring company. Using regression analysis with the pre-event survey of prior usage vs. product purchase intention of sponsors, the F value was 2741.641 (p<.001). The value of coefficient of determination (R2) was .722, indicating a relatively high regressive model. After the Olympic Games, an F value was calculated at 3842.267 (p<.001). The R2 was .782, indicating a relatively high regressive model. As the extent (frequency) of prior use of a sponsor’s product/service increased, so too did the purchase intentions toward sponsor, showing a positive relation.
Regression analysis was also performed to know whether corporate image is a significant factor to consumers when purchasing the sponsor’s product(s). Regression analysis showed F value of 1200.056 (p<.001). The value of this coefficient of determination R2 was .532, indicating a relatively high regressive model. As a result of operating regression analysis to find out the influence of corporate image of sponsors on the purchase intention after the 2008 Beijing Olympic Games, an F value was calculated to be 3408.155 (p<.001). The value of this coefficient of determination (R2) was .760, indicating a relatively high regressive model. 
An analysis of the purchase intentions of subjects between the product of a sponsor and those of a non-sponsor, having a similarity in price and quality, an overwhelming majority of respondents (n=866, 79.7%) preferred the sponsor’s product, whereas 20.3% (n=220) did not. Therefore, it can be concluded that consumers had a more positive attitude toward sponsors than non-sponsors when considering which products to purchase.
A Chi-square test was performed to determine whether differences existed between sponsor recognition accuracy and selected demographic variables of the subjects (gender, age, and occupation). Results showed a significant difference. Approximately 82.4% of male respondents and 76.9% of female respondents preferred the official sponsors’ products. In other words, it was recognizable that males had a higher intention to purchase products made by the sponsors than females. However, the Chi-square test with respect to subjects’ age and occupation on the purchase intention of the sponsors’ product to the similar products made by non-sponsors revealed no significant difference statistically. It was perceived that the purchase intention toward sponsors’ products after the Olympics was high regardless of respondent’s age and occupation.
Discussion and Recommendation
Purchase intention is considered an important sponsorship objective (Ko, Kim, Claussen, & Kim 2008), as is improved corporate image (Alexandris, Tsaousi, & James, 2007; Koo, Quarterman, & Flynn, 2006). Significant relationships were found in this study between consumers’ intentions to purchase the products of Olympic sponsors and (a) the fact that company sponsored the event, (b) the company’s corporate image, (c) prior use experience of a company’s product(s), and (d) sponsor recognition accuracy.
Several conclusion s can be derived from this study. First, sponsorship during the 2008 Beijing Olympic Games led to higher purchase intentions for products of sponsoring companies among residents of the host country. Second, sponsorship positively enhanced the corporate image and brand awareness of Olympic sponsors. Third, prior use of a sponsor’s products was an important factor that affected consumer purchase intention. Lastly, males and females were affected differently by sponsorships with respect to consumer purchase intentions. Males had a higher intention to purchase products made by the sponsors than females.
The findings from this study could be important to organizations contemplating sport event sponsorship and event rights holders seeking sponsorships. Marketers for corporations should recognize that sponsorship can affect purchase intention as well as corporate image, and consider that prior use experience affects consumer purchase intentions. From an applied perspective, sport event marketers should work creatively with sponsors to maximize the promotional potential of the sponsor at the event venue(s) in order to facilitate higher levels of recognition accuracy, corporate image, and product purchase intention from residents of the host country. 

To further evaluate the methods used in this study, future research in the area of sport sponsorship effectiveness on consumer purchase intention, corporate image, and recognition accuracy should be conducted at different large-scale sport events such as NFL’s Super Bowl, World Cup, British Open, or the World Track and Field Championships. Promotional strategies of official sponsors and the ambush marketing efforts of non-sponsors should be examined to provide context for the findings from these studies.
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