A Comparison Study of Sponsorship Effectiveness 
Between On-Site and Web-Based Sponsorship Activities
Abstract

There is virtually no evidence that current sponsorship activities on sporting event websites enable corporations to achieve their sponsorship objectives including, but not limited to increasing sales, improving image, or increasing awareness. The purpose of this study was to determine if there are significant differences on sponsorship effects measures (brand awareness, attitude toward sponsorship, and purchase intentions) among a sample of Generation Y participants who were exposed to different sponsorship activities (on-site, online, and both on-site and online). The study included 228 participants who were exposed to the ESPN Winter X Games 13 (112 on-site fans, 56 online fans, and 60 both on-site and online fans participated in the study). The results revealed that brand awareness differed across the groups of participants. Fans, who were exposed to both sponsorship activities, were able to recall more sponsors than on-site fans and online fans. However, no significant differences were found across the groups for fans’ attitude toward sponsorship and purchase intentions of sponsor products or services.
Introduction
Current sponsorship exposures on sporting event websites raise the questions whether web users actually notice such a logo, recall the title and visit the sponsors’ websites to learn more about their businesses or products. There is no evidence that current sponsorship activities on sporting event websites enable corporations to achieve their sponsorship objectives such as increasing sales, improving image, or increasing awareness. In addition, sponsorship effectiveness should be compared between online and on-site activations to determine if the on-site sponsorship activities can be employed on event websites and reach a wider desirable target market.
Several sponsors are moving to sponsor action or extreme sports. These sponsors found that these markets are less cluttered, and the events have a strong relationship with 18-24 year-old consumers (Cordiner, 2002). Action sport sponsorships target the market of Generation Y or young consumers between the ages of 10 and 24 (Gladden & McDonald, 2005). As the Generation Y members are generally heavy Internet users, it is interesting to compare the effectiveness between sponsorship activities at the event and on the event websites. The results of this study could be beneficial to sponsors and sport properties in developing the sponsorship activities on the sport property website to reach their target audiences.
Sponsorship Spending and Effectiveness
The economic downturn in 2008 impacted all sectors of sport industry. IEG (2008) projected a 2.2 percent increase in total spending by U.S. and Canadian companies, the smallest growth rate in the forecast’s history. The biggest impact of the economic recession may be felt by the sports sector as many companies tend to save money by cutting sport sponsorship budgets.
In order to leverage the sponsorship, corporations invest money in various marketing activities around sporting events’ properties to communicate with their audiences. Previous studies have found that sponsors tend to rely on relatively basic methods in evaluating sponsorship effectiveness such as internal feedback and media exposure analysis (Meenaghan, 2005). Sporting event organizers normally report data including attendance figures and media impressions to sponsors, but pay little attention to the sponsor’s objectives (Stotlar, 2004). Recent research in sport sponsorship often included the following sponsorship measures of effectiveness as variables increasing brand awareness, improving brand image and increasing sales (Bennett, Cunningham & Dees, 2006; Cornwell, Roy & Steinhard, 2001; Gwinner & Bennett, 2008; Koo, Quarterman & Flynn, 2006).
Online Sponsorship Activation
The emergence of the Internet brings new opportunities for business. Sports business is not an exception. Sponsors having partnerships with mega sporting events have started to leverage their sponsorship fees by employing the Internet as a new medium. Researchers suggested that marketing tactics and marketing mix, which have been traditionally practiced, can be used in developing successful Internet marketing campaigns (Brown, 2003; Carlson et al., 2003; Filo & Funk, 2005). Measurement of sponsorship effectiveness (e.g., sponsorship awareness, sponsorship image and intent to purchase the sponsors’ products/services) in online activation is important to study. It would be valuable to sponsors if similar techniques from traditional on-site sponsorship activation can be employed in sporting event websites.
Choi, Stotlar and Park (2006) stated that sporting event participants may notice traditional sponsorship components at the sporting event, but did not place any importance on them. However, getting products actively in the hands of the customers is primary. This result could raise the issue if web surfers actually notice sponsors’ banners on sporting event websites. Currently a number of professional leagues’ websites include interactive features on sponsors’ activities. However, Pedersen, Miloch, and Laucella (2007) argued that these features might distract web users. Thus, it is crucial to understand if the Internet consumers react positively to these sponsorship activities on the Internet.
Action Sports and Generation Y

The growth of action sports has been demonstrated by increased media coverage and the addition of major action sport tours and events. In addition, there have been increased numbers of athlete endorsements and corporate sponsorships (Bennett, Henson & Zhang, 2002; Bennett & Lachowetz, 2004). Action sport sponsorships target the market of Generation Y. Generation Y has been referred to as a group that consists of young sport consumers between the ages of 10 and 24 (Gladden & McDonald, 2005). The size of Generation Y and their spending habits makes this group a desirable target of corporations. Generation Y members understand technology, and utilize the Internet extensively. These characteristics enable sponsors to employ both on-site and other media outlets in reaching this market segment. Sponsorship activation on the event websites should be examined to see if this new medium can deliver sponsorship messages to target audiences in the same degree as on-site sponsorship activities.
The purpose of this study was to determine if there are significant differences on sponsorship effects measures (brand awareness, attitude toward sponsorship, and purchase intentions) among Generation Y participants who were exposed to different sponsorship activation settings. The study also investigated the different between sponsorship activities employed on-site and on the sporting event websites.
Research Questions
RQ1:
What are the most frequent sponsorship activation components employed by sponsors at the ESPN Winter X Games 13 and on the event official website?
RQ2:
What are the relationships between subjects’ level of participation in sponsorship activities and on-site and online sponsorship interactions?
RQ3:
Does the level of sponsorship awareness, attitude toward sponsors, and fan’s purchase intentions of the ESPN Winter X Games 13 differ among event attendees, website users, and both on-site and website users?
Methodology

A cross-sectional survey was conducted to compare the effectiveness between on-site and web sponsorship activities. The data collection consisted of two time frames, on-site and post-event data collections. In both time frames, the data were collected through an informed consent paper-based questionnaire. The ESPN Winter X Games 13 was selected as the event for data collection. The event took place at the Buttermilk Ski Area in Aspen, Colorado during January 22-25, 2009.
The convenience sample of 228 participants in this study consisted of three groups, on-site fans (n=112), online fans (n=56), and fans who visited both on-site and the event’s official website, xgames.com (n=60). The age range of all group subjects was limited to 18 – 24 years old. Overall participants have an average age of 20.65 years old. The majorities were males (157 or 68.9 %), Caucasian/White (190 or 83.3%), and residents of Colorado (173 or 75.9%). The first group, on-site fans, attended the event 9.38 hours on the average during the event period. The second group, online fans were sampled from undergraduate students at a midsized university in the Midwest region and from participants at three ski resorts in Colorado. These group members visited the event website 2.91 hours during the event period. The last group included the participants who both attended the event and also visited the website. These group members were sampled in a downtown Aspen. They spent an average of 11.78 hours at the event and 2.42 hours on the website.
Sponsorship awareness was assessed by participants’ brand recall level. The measurement of attitude toward sponsorship and purchase intentions were adapted from Dees and colleagues’ study (Dees, Bennett, & Villegas, 2008). The content validity of the initial questionnaires was evaluated first by a panel of experts and graduate students in a sport management program. Exploratory factor analyses were employed to justify the validity of the scale measuring attitude toward sponsorship and purchase intentions. The items of these two factors were highly loaded on each factor ranging from .80 to .83 for attitude toward sponsorship and from .81 to .85 for purchase intentions. Internal consistency of attitude toward sponsorship and purchase intentions were .84 and .85, which satisfied Nunally’s (1978) criterion of .70 or higher. 
Results and Analysis
First, the results of the on-site observation indicated that sponsors employed interactive activities such as games related to action sports; snowboard balance games, playstation3, and test knowledge of Winter X Games. In addition, all sponsors provided giveaways prizes, materials, or bags showing their brands. Other sponsors arranged for snowboarders’ autograph sessions to engage fans. Other than that, a number of sponsors showcased their products such as Jeep Wranglers, Playstation and Oakley. Totino’s pizza also served free pizza rolls. Second, the results from the website observation indicated that some sponsors employed interactive features such as games (Oakley) and poll (Totino’s and Taco Bell). Sponsors’ banners and the video clip of sponsors’ advertisement were also shown on the front page and before the competition highlights. It can be noticed that participants could be confused between the sponsors of the Winter X Games and the brands that bought advertising on the ESPN website. However, the results of the brand recall rate showed that the incorrect brand recalls mostly come from the athletes’ sponsors such as Red Bull, Monster or Mountain Dew which is the sponsor of the Dew Action Sport Tour. 
To determine the relationships between level of participation and on-site sponsorship interactions, The results of the correlation analysis indicated that the total hours of onsite participation had a positive relationships with the number of materials fans received (r = .20), the number of visits by representatives (r = .46) and number of activities in which fans engaged (r = .17). For the relationships between level of participation and online sponsorship interactions, the correlation analysis indicated that the total hours of visiting the event website had a positive relationship with the number of advertisements viewed (r = .32). 
Table 1 

Sponsorship Awareness in Terms of Percentage and Frequency of Fans Recalling the Sponsors 
	Company
	Overall
(N=228)
	On-site fans
(n1=112)
	Online fans
(n2=56)
	Both on-site and online fans
(n3=60)

	Official Sponsors
	%     (f)
	%    (f)
	%    (f)
	%    (f)

	   Taco Bell
	60.1 (137)
	64.3  (72)
	50.0  (28)
	61.7  (37)

	   Jeep
	43.4   (99)
	44.6  (50)
	30.4  (17)
	53.3  (32)

	   Oakley
	32.0   (73)
	30.4  (34)
	37.5  (21)
	30.0  (18)

	   US Navy
	27.6   (63)
	25.0  (28)
	16.1    (9)
	43.3  (26)

	   Edge
	22.8   (52)
	25.0  (28)
	16.1    (9)
	25.0  (15)

	   Totino's Pizza
	22.4   (51)
	20.5  (23)
	14.3    (8)
	33.3  (20)

	   Playstation3
	10.1   (23)
	12.5  (14)
	0.0    (0)
	15.0    (9)

	   Discovery Channel
	2.6     (6)
	1.8    (2)
	0.0    (0)
	6.7    (4)

	Non sponsors
	%     (f)
	%     (f)
	%     (f)
	%     (f)

	   Red Bull
	21.1   (48)
	25.0  (28)
	14.3    (8)
	22.0  (12)

	   Monster
	15.8   (36)
	18.8  (21)
	8.9    (5)
	  20.0  (10)

	   ESPN
	11.4   (26)
	12.5  (14)
	1.8    (1)
	 18.3  (11)

	   Grenade
	9.6   (22)
	     8.0    (9)
	5.4    (3)
	 16.7  (10)


The results of sponsorship awareness shown in Table 1 indicated that the official sponsors of the Winter X Games 13 employing more interactive activities on-site and on the website, such as Taco Bell, Jeep, Oakley and US Navy have higher brand recall rates. It is important to note that non-sponsors such as Red Bull, Monster and Grenade have higher brand recall rates than some of the other official sponsors like Playstation3 and the Discovery channel. These companies are athletes’ sponsors and often appear on the helmet during the competition, and this can confuse the participants. It is interesting that a number of on-site fans have higher incorrect brand recalls than the website users. This outcome can be explained by the fact that the website only showed the banners or advertisement of sponsors, and the use of messages like “the official sponsors of the Winter X Games.” The sponsors’ visibility at the event can also be distracted by official suppliers such as Henry Henson (the official staff uniform), and Polaris (the official snowmobile supplier). In addition, the organizer allowed winter sports apparel companies to set up their booths nearby the sponsors’ tents, and this arrangement could also confuse on-site participants.

MANOVA was employed to determine if the set of means on dependent variables (brand awareness, attitude toward sponsorship and purchase intentions) for each participant group differ from the others. According to MANOVA results, all p-value of Pillai's Trace, Wilks' Lambda, Hotelling's Trace, Roy's Largest Root are significant (p < .05). This result indicated that there was a significant difference among groups of participants on at least one sponsorship effectiveness measures. A stepwise discriminant analysis was conducted to identify the variables upon which participants are different. The result indicated that brand awareness (recall percent) differed across the groups of participants. The mean recall percentages of fans who were exposed to both sponsorship activities (M=33.96%) were higher than on-site fans (M=28.01%) and online fans (M=20.98%) as shown in Table 2. The results also indicated that there are not significant differences across the groups for fans’ attitude toward sponsorship and purchase intentions.
Table 2

Level of Sponsorship Effectiveness among Different Groups of Participants and Bivariate Correlation of the Sponsorship Effectiveness Variables
	Variable
	Participant group
	M
	SD
	1
	2
	3

	1. Brand 
    Awareness 

    (Recall Percent)
	Onsite fans
	28.01 %
	20.36 %
	
	
	

	
	Online fans
	20.98 %
	18.33 %
	---
	
	

	
	Both on site and on line fans 
	33.96 %
	22.09 %
	
	
	

	2. Attitude toward  

    Sponsorship
	Onsite fans
	4.07
	.74
	
	
	

	
	On line fans
	4.13
	.53
	.162*
	---
	

	
	Both on site and on line fans 
	4.27
	.67
	
	
	

	3. Purchase 
    Intentions
	Onsite fans
	3.63
	.78
	
	
	

	
	On line fans
	3.70
	.61
	.068
	.641**
	---

	
	Both on site and on line fans
	3.72
	.81
	
	
	


Note. * p < .05, ** p < .01
Discussion and Future Research

The findings indicated that sponsors who employed interactive activities including games, giveaways, and showcasing products either on-site or on the website can gain higher levels of recall than traditional activation components such as venue signage, logos or banners. The more fans participated in the onsite or online event, the more fans engaged in sponsors activities or viewed sponsors advertisement on the website. The sponsorship activities on the website can be an alternative for sponsors in sending the message from sponsors to their target audience in terms of attitude toward the brand and purchase intentions. Although the sponsor visibility on the website alone may not create the same level of brand awareness as onsite activities, sponsorship activities on the sporting event website can supplement the onsite activities because the fans who were exposed to both sponsorship activities could recall the sponsors higher than other groups. In addition, more accurate messages can be delivered to target audiences on a larger scale. 

The results from the correlation analysis among the sponsorship effectiveness variables in Table 2 demonstrated that there are positively relationships between brand awareness and attitude toward sponsorship (r = .162), and between attitude toward sponsorship and purchase intentions (r =.641). This can lead to the development of the cause-effect model for online sponsorship effectiveness in the future research. In addition, the future research should be conducted on the wider geographic range of website users or professional league websites if the activities on the website can increase brand awareness, improve brand image or increase intention to purchase sponsors’ products.
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