Determinants of Sports Sponsorship Response: Modification and Extension
Abstract 
The purpose of the current study is to develop and test a conceptual framework that incorporate Speed and Thompson’s (2000) conceptual framework. Their conceptual framework includes three parts as (1) customer exposure to sponsorship, (2) customer perceptions of sponsorship, and Sponsorship responses. Customer perceptions of sponsorship include: (a) event factors (status of event and personal liking for the event), (b) sponsor-event fit, (c) sponsor factors (attitude to sponsor, sincerity of sponsor, and ubiquity of sponsor). Our research model replaces the specific factors in the two dimensions in customer perceptions of sponsorship by incorporating salient research variables in sport event and sponsorship research. We believe that this proposed conceptual model will contribute to better understanding of sport sponsorship effectiveness.   

Introduction
Billions of dollars are spent annually by corporate sponsors. In 2008, worldwide sponsorship spending reached $43.1 billion (IEG, 2009). In the midst of a severe economic recession, sponsorship spending overall is still projected to rise 3.9% in 2009 (IEG, 2009). Sport sponsorship is a unique business-to-business activity that brings a sport property and sponsor together and builds mutually beneficial relationship. 

Understanding sponsorship effects has become increasingly important for both sport marketers and sponsors. Researchers and practitioners have developed and implemented various sponsorship evaluation frameworks that include systematic selection of sponsors and event properties (Speed & Thomson, 2000; Tripodi, 2001). However, Cornwell, Weeks, and Roy (2005) argued that many investigations of sponsorship effects have not posited any theoretical explanation of how sponsorship works in the mind of the consumer. Meenaghan (2001) also suggested that because the target market of corporate sponsors is the sport consumer who watches and participates in sponsored sporting events, consumer sport involvement needs to be measured in the context of sponsorship effectiveness. Accordingly, the purpose of the current study is to advance our understanding of sponsorship effectiveness by measuring the determinants of sport sponsorship response. We believe that this proposed conceptual model will contribute to better understanding of sport sponsorship effectiveness.   

A Conceptual Framework
For the purpose of this study, we modified and extended Speed and Thompson’s conceptual framework of sport sponsorship which includes three unique dimensions of customer perceptions of sport sponsorship such as Event factors (i.e., Status of Event and Personal Liking for the Event), Sponsor-event Fit, and Sponsor factors (i.e., Attitude to Sponsor, Sincerity of Sponsor, and Ubiquity of Sponsor). The three dimensions were considered as determinants of sponsorship response (i.e., Interest, Favorability of Sponsor’s products and Actual Usage of the Products).

Our research model replaces several factors of the Event with salient variables in sport event and sponsorship research as Event Quality (Dabholkar, Shepherd, & Thorpe, 2000), Prestige of Team, Trust (Kim, Trail, & Ko, 2009) and Commitment (Kim, Trail, & Ko, 2009). We added Prominence (Johar, Pham, & Wakefield, 2006) and Image of Sponsors (Javalgi, Traylor, Gorss, & Lampman, 1994) in Sponsor Factors (Figure 1). We hypothesized that each factor of the event and sponsor positively influence consumers’ attitude toward sponsor and/or sponsor’s products, and the consumer’s positive attitude toward sponsors leads to their behavioral intention, which represents sport sponsorship response. In our research model, however, unlike the Speed and Thompson’s framework we anticipate that the fit between sponsor and event (or team) play an important moderator role in the relationship between determinants (i.e., sponsor and team factors) and attitude formations. 
As of yet, the moderator role of sponsorship fit or match has not been investigated in the sport sponsorship context. Thus, understanding the determinants of sponsorship response and the role of sponsor-team fit will make both scientific and practical contributions. In particular, this study may contribute to the body of knowledge of sport sponsorship by extending our understanding of consumer’s perceptions of sport sponsorship. Theoretical and practical implications will be presented along with future research directions.       

Figure 1. Conceptual Framework 


Reference

Cornwell, T. B., Weeks, C. S., & Roy, D. P. (2005). Sponsorship-linked marketing: Opening the black box. Journal of Advertising, 34(2), 21-42.

Dabholkar, P. D., Shepherd, C. D., Thorpe, D. I. (2000). A comprehensive framework for service quality: An investigation of critical conceptual and measurement issues through a longitudinal study. Journal of Retailing, 76(2), 139-173.

Javalgi, R. G., Traylor, M. B., Gorss, A. C., & Lampman, E. (1994). Awareness of sponsorship and corporate image: An empirical investigation. Journal of Advertising, 23(4), 47-58.

Johar, G. V., Pham, M. T., & Wakefield, K. L. (2006). How event sponsors are really identified: A (Baseball) field analysis. Journal of Advertising, 46(2), 183-198.

Kim, Y. K. (2009). A relationship framework in sport Management: How relationship quality affect sport consumption behaviors. Unpublished doctoral dissertation, University of Florida, Gainesville.

Mael, F. A., & Ashforth, B.E. (1992). Alumni and their alma mater: A partial test of the reformulated model of organisational identification. Journal of Organisational Behaviour, 13, 103-123.

Speed, R., & Thompson, P. (2000), Determinants of sports sponsorship response. Journal of the Academy of Marketing Science, 28(2), 226-38.
Tripodi, J. A. (2001). Sponsorship: A confirmed weapon in the promotional armory. International Journal of Sports Marketing and Sponsorship, 3(1), 1-20. 

Attitude toward Sponsor





Purchase Intention











Prominence





Image





Sincerity





Event Quality





Trust





Prestige











1. Sponsor Factors





2. Team Factors





Commitment





Sponsor-Team Fit





Ubiquity








4

