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Abstract
Sport sponsorship has grown very quickly in the last 30 years and become a common business practice for most companies. Meenaghan (1983) pointed out that commercial sponsorship has rapidly grown since the 1970s and sport sponsorship formed 70 percent of all sponsorship activities. In addition, Meenaghan proposed that the rapid growth of commercial sponsorship was attributable to a regulation of tobacco advertising, popularity of televised sport games, etc. However, there were sponsorship examples even in the Roman Empire and Renascence periods. Additionally, a railroad company sponsored the Harvard-Yale regatta in 1852 (Smith, 1988). As a result, it is apparent that sport sponsorship had existed before the 1970s. Unfortunately, there is no research that has examined both the history and the characteristics of modern sport sponsorship in the 1850s to 1950s.
Therefore, the purpose of the study is to hypothesize why sport sponsorship appeared in the 19th century, and how sport sponsorship in the modern era differs from current sport sponsorship practices. After reviewing early sport sponsorship examples in prior studies, this paper proposes that the necessary conditions of modern sport sponsorship had formulated by (1) a demand for promotion caused by a surplus of goods, (2) an introduction of mass media, and (3) a popularity of sports. Next, modern sport sponsorship conducts for an assurance of quality of sponsoring (or endorsing) products, while current sport sponsorship executes for every kind of marketing purposes. Some examples that were included were: a sport celebrity endorsed sporting equipment and automakers sponsored auto races. More examples of modern sport sponsorship will be provided.
Introduction
The sport industry has grown dramatically over the last couple of decades (Pedersen, Miloch, & Laucella, 2007). Sport sponsorship is one of the key engines for this growth as it provides important revenue sources for the sport industry (Pedersen et al., 2007; Schaaf, 2004). Worldwide, sponsorship revenue in 2008 is projected to be $43.5 billion compared to the $13.4 billion in 1996 (“Mixed bag,” 2007). In the United States and Canada alone, sponsor companies were predicted to spend $16.8 billion in 2008, compared to $850 million only 20 years ago (“Mixed bag,” 2007). 

Ukman (1995) defined sponsorship as financial support for a property in order to create commercial opportunities and build association with the property. This definition clearly shows that companies (sponsors) invest money into sport teams and sport organizations for commercial purposes such as increasing sales. Based on the definitions above, for the purposes of this study, sponsorship is defined as financial support from a sponsor (a company) to a sponsee (a sport property) to achieve the sponsor’s marketing objectives. Scholars have agreed that the major sponsorship objectives include such goals as increasing brand awareness, enhancing brand image, and increasing sales (Lough & Irwin, 2001; Madrigal, 2000; Meenaghan, 1983; Tomasini, Frye, & Stotlar, 2004). Kinney (2006) claimed that enhancing brand image was the key objective among the sponsorship goals.    

Meenaghan (1983, 1998) suggested commercial sponsorship has been created beginning in the 1970s. He also proposes that commercial sponsorship is initiated by (1) regulation of tobacco and alcohol advertising, (2) increment of advertising cost, (3) growth of sport/leisure activates, and (4) popularity of televised sport broadcasts. Cornwell (1995) also distinguished commercial sponsorship from philanthropic giving and stressed the rapid growth of commercial sponsorship in 1980s and 1990s. She also claimed that the advertising regulations for tobacco and hard liquor and increasing leisure time as the contributors of commercial sponsorship growth. Although Meenaghan and Cornwell illustrated the dramatic growth of commercial sponsorship and reasons, prior studies have a few limitations. First, many scholars, including Meenaghan and Cornwell, divide sponsorship into only two eras: philanthropic sponsorship before the 1970s and commercial sponsorship after the 1970s. Next and more importantly, the sport sponsorship activities before the 1970s have remained almost unknown although there were some sponsorship activities (e.g., Smith, 1988). For example, Gilbert (1988) insisted that sport sponsorship first developed in the mid 19th century. 
Therefore, the purpose of the study is to hypothesize not only why sport sponsorship first appeared in the 19th century, but how modern sport sponsorship (1850s to 1950s) differs from current sport sponsorship practices. To support the hypotheses, this paper will provide early sport sponsorship examples. This study is significant given that this is the first attempt to investigate early sport sponsorship practices from the 1850s to the 1950s. It will also propose hypotheses to explain this phenomenon. The following section will introduce the origin of sponsorship which existed prior to the 19th century. 

Origin of Sponsorship

Although sponsorship is perceived as a modern commercial activity, sponsorship has been practiced since ancient times. Gilbert (1988) pointed out that Caesar’s gladiators of 65 BC were believed to be the very first to engage in sponsorship in human history. In other words, Caesar utilized publicity effects from gladiatorial events to restrain political opponents. Cornwell (1995) and Wolton (1988) noted that patronage, a practice that took place largely during the Renaissance, was itself a kind of sponsorship activity. In this period (the 14th century to the 17th century), many patrons and donors supported painters, musicians and inventors. For example, since the Medici Family supported Leonardo da Vinci, his artwork and inventions can be classified as sponsorship. Jefkins (1984) also suggested that Christopher Columbus’ expedition, supported by Queen Isabella of Spain, may well be considered a type of sponsorship activity. 
However, these sponsorship activities that took place before the 19th century had distinctive characteristics compared to current sponsorship activities. First, most sponsors (or patrons) were members of the royalty or nobility, not a part of a specific company. Second, the decision to monetarily support someone was largely dependent on the patron’s personal interests or hobbies, not on company’s commercial objectives. Third, due to the nonexistence of mass media, the exposure of sponsorship was very limited and usually took place only by word of mouth. Lastly, few sport sponsorships were observed. The phenomenon of sponsorship has dramatically changed in the 19th century, particularly in the period after the Industrial Revolution.
Necessary Conditions for Modern Sport Sponsorship
In the 19th century, the first modernized sport sponsorship appeared in the United State (U.S.) in 1852 wherein a railroad company sponsored the Yale versus Harvard rowing race to promote their railroad among the race spectators (Smith, 1988). Later, Coca-Cola and Kodak were involved in the first modern Athens Olympics in 1896 – their advertisements were approved to play throughout the program book (Puig, 2006). A few years later in 1911 the first Indianapolis 500 was held, sponsored by Firestone. Consequently, it is questioned why sport sponsorship suddenly appeared in the 19th century. The author proposes three necessary conditions for the appearance of sport sponsorship: (1) a demand for promotion caused by a surplus of goods, (2) an introduction of mass media, and (3) a popularity of sports. First, the industry revolution and mass production system in the 19th century produced lots of consumer goods and created a surplus. In other words, companies should promote their products to sell and compete with other competitors. Jefkins (1984) said that “advertising is necessary whenever there is a surplus of goods and unknown market” (p. iv) hence sport sponsorship. 
However, sport sponsorship, as well as advertisement, cannot exist without the development of mass media which delivers the promotional messages. Mass media, especially newspapers, became common among the public in the 19th century thanks to new inventions like the Penny Press in the 1830s. The Penny Press made newspapers cheaper to produce and more affordable to the public. Consequently, newspapers became popular and their circulation has continued to dramatically increase since this period. Rutenbeck (1995) explained that the number of total newspaper companies has increased from 5,091 in 1870 to 9,810 in 1880. As newspapers were becoming more popular, sport news was also becoming more popular to the public. As a result Joseph Pulitzer utilized sports as a front page attraction in the New York World ever since 1883 (Betts, 1953). Other new technology has also been introduced, such as the telegraph in 1844, the telephone in the 1860s, the radiotelegraph in 1895, and the radio in the 1910s. These technologies also contributed to the development of mass media. As a result, the development of mess media in the 19th century and in the early 20th century paved the way for sport sponsorship. 
Last and most importantly, sport sponsorship was made possible because of the growing popularity of sports in the 19th century. According to Guttmann (2000), sports have become popular in the 19th century. As a result of urbanization and industrialization, baseball, football, boxing and horse-racing became much loved sports. (Lobmeyer & Weidinger, 1992). At the same time that sports were becoming popular amongst the public, companies were more likely to associate their own brand name with the sports. In summary, a demand for promotional activities resulting from a surplus of goods, a development of mess media, and a growing popularity of sports satisfied the necessary conditions for sport sponsorship in the 19th century. However, the characteristics of modern sport sponsorship somewhat differ from the current sport sponsorship. The next portion of this paper will propose how the modern sport sponsorship differs from the current sport sponsorship.

Distinct Characteristics of Modern Sport Sponsorship
As we discussed in the previous section, sport sponsorship has been a common marketing communication tool since the 1970s. Most big companies and organizations (from Coca-Cola to the US Army) are involved in sport sponsorship now. However, modern sport sponsorship was somewhat different compared to current sponsorship activities when it comes to (1) sponsorship objectives, (2) sponsorship strategies, and (3) participating sponsors. First, modern sport sponsorship focuses more on assuring the quality of products, while current sport sponsorship has various objectives (e.g., increasing brand awareness, enhancing brand image, increasing sales). As a result, endorsement, testimonials, and official licensing were the most common strategies in modern sport sponsorship. Actually, sport sponsorship is considered a better communication tool to convince the public concerning the quality of products over advertising (Meenaghan, 2001). Because sponsorship did not directly deliver a commercial message, a sponsorship message is usually more credible to consumers.
In addition, most sponsors in modern sport sponsorship were directly related to sports. For example, sporting goods companies sponsored leagues and players and automakers participated in auto racing. The summary of the distinctive characteristics between current sport sponsorship and modern sport sponsorship is illustrated on Table 1. 
Table 1 

Comparisons of sport sponsorship activities

	
	Current sport sponsorship
	Modern sport sponsorship

	Sponsorship objectives
	All marketing objectives such as awareness, image, and sales
	Quality assurance

	Sponsorship

strategies
	Maximizing coverage
Image congruence
	Endorsement
Testimony
Official licensing

	Participating

sponsors
	All kinds of companies
	Companies which directly related to the sponsoring sports

	Examples
	All kinds of companies including tobacco, alcohol, retailer, drink, food, computer/internet, etc.
	Sporting goods
Auto mobile/Automotive products
Patent medicine

Tobacco


A sporting goods company is a good example. Fielding and Miller (1996) stated that the proof of quality was one of the most important marketing goals for most sporting goods companies from 1900 to 1930. Therefore, endorsements and official licensing were the common strategies to assure the quality of a product. For example, as early as 1878 Spalding used official ball strategies in baseball and other sports and made great success. The Louisville Slugger also used a similar method to promote their baseball bats. According to Miller, Fielding, and Pitts (1993), in 1907, the Louisville Slugger had less than 26 percent of the market share while the leader, Buster Brown, had about 74 percent. However, the Louisville Slugger recognized that their main consumers, the American youth, were concerned about the quality of bats so they introduced the Autograph Model Slugger, in 1914which was autographed by famous baseball players such as Ty Cobb and Babe Ruth This endorsement strategy was a huge success and the Louisville Slugger became a market leader accounting for 64 percent of the market share by 1923.
From the beginning sponsorship has existed in auto racing. The first auto race was held in 1894 in France, “Voitures sans chevarut” meaning horseless carriage (Boddy, 1977). This first auto race was organized by Pierre Giffard Cowner of a Paris news magazine called Le Petit Journal. He planned the race to illustrate reliability, speed, and the safety of cars as being far superior to the horse carriage. In other words, from the first auto race in history quality assurance of cars began (Boddy, 1977; Rendall, 1991). Another example is two men by the names of Daimler and Benz. Before World War I they developed high quality cars and participated in races to promote their cars (Rendall, 1991). Rendall also stated that tire, car lamp, and fuel companies placed lots of signage in the Lyons circuit during the 1924 French Grand Prix. In addition, Tennant (2004) showed the picture of an auto race in 1934, whose signage included Dunlop, BP Ethyl, Castrol, Esso, and Shell. 
In the U.S., auto racing began due to a similar reason: quality assurance. In the 1900s, many automakers produced cars in Indianapolis, like Detroit does today. According to Davison and Shaffer (2006), the biggest challenge of automakers was testing their vehicles. The first founder of the Indianapolis Motor Speedway (IMS), Carl Fisher, proposed a track and random races not only to test cars but also to sell cars. In other words, Fisher projected that people wanted to buy the stripped-down versions of racing cars. In summary, the major motivation to participate in auto racing for automakers and automotive product makers in the late 19th century and early 20th century was to show reliability, quality and superior performance of their products.
Before the First World War, patent medicines and the tobacco industry also illustrated healthy or exciting images associated with athletes (Segrave, 2005). Segrave produced one sponsorship example which included six famous baseball players endorsing tobacco and the Tuxedo, and said “Baseball and the Tuxedo make a perfect combination.” In summary, quality assurance was the main objective in modern sport sponsorship and endorsement, testimonials and official licensing were the most common ways of sponsorship.  
Conclusions and limitations
After reviewing early examples of prior sport sponsorship research, the current study proposed a necessary condition: why sport sponsorship appeared in 19th century. Modern sport sponsorship exists due to (1) a demand for promotion caused by a surplus of goods, (2) an introduction of mass media, and (3) a popularity of sports. Next, modern sport sponsorship has distinct characteristics compared to current sport sponsorship whose main objective is the assurance of quality sponsoring (or endorsing) products. Therefore, endorsement, testimony, and official licensing were the common sponsorship practices and most sponsors were directly related to the sporting events. The sporting goods industry and automakers were the best examples in order to explain the modern sport sponsorship phenomenon.
However, this study also has some limitations. First, this study mostly looked at sporting goods industry and automakers. Another industry having different sponsorship activities might show different characteristics. Next, the current study only investigates secondary sources. Using primary sources such as sponsorship advertisements in popular newspapers or magazines would provide more convincing information. Hence, the use of primary sources and the investigation of another industry as it relates to sport sponsorships would be a good topic for a future study. 
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