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Sponsorship and Women’s Collegiate Sport: An Analysis of Sponsorship

Awareness in Division II

Abstract 

The awareness of spectators at Division II women’s basketball games were assessed through an examination of recall and recognition rates and purchase intentions. An instrument was developed based on the model designed by Miloch and Lambrecht (2006). Questionnaires were distributed to spectators (N=155) at the last three home games of the season. The findings of this study revealed that spectators’ recall and recognition rates at Division II women’s basketball were considerably higher than those at Division I men and women’s basketball, Division I men’s football, and LPGA. Recall and recognition rates were influenced by size of signage, activation, and long-term sponsorship involvement. Purchase intentions of spectators at Division II women’s basketball games were less than these at Division I men and women’s basketball games. 

Introduction

Collegiate women’s basketball has been one of the most popular women’s sports and has garnered much interest from corporate sponsors. The popularity of collegiate women’s basketball can be determined from its current all time high attendance figure. There were totally over 11 million spectators in 2007-2008 (NCAA, 2008), which was an increase of more than 2.5 million spectators in the past nine years (NCAA, 2000; NCAA, 2008). Since the early 1980s, the amount of women’s basketball teams sponsored has been more than the amount of any other women’s team sport in NCAA (DeHass, 2008). All the evidence suggests that the development of collegiate women’s basketball and its sponsorship acquisition are in full bloom.

The research investigating factors affecting corporate sponsorship of women’s sports has been examined. The findings of the research by Lough (1996) indicated that budget considerations including cost-effectiveness, affordability, and access to potential buyers are the primary factor influencing the development of corporate engagement in women’s sports sponsorship, and that achievement of objectives was regarded as the most utilized factor in sponsorship selection decisions. Therefore, it could be argued that the sponsorship of Division II Women’s basketball may be more competitive than the sponsorship of Division I women’s basketball in the women’s sponsorship marketplace because it is more affordable and also can help to achieve corporate sponsorship objectives.

There is no research specifically regarding sponsorship objectives of collegiate women’s sport. However, the studies regarding sponsorship objectives of those companies who sponsor women’s sport and collegiate sport were undertaken and indicated that an increase in awareness is one of the major sponsorship objectives in both settings (Lough & Irwin, 2001; Sparks & Westgate, 2002; Tomasini, Frye, & Stotlar, 2004). Specifically, when entertaining proposals specifically associated with women’s sport, 78 percent of the respondents assigned a high rating (6 or 7) to “increasing target market awareness” (Lough & Irwin, 2001). 

The purpose of this study was to assess sponsorship effectiveness through examining recall and recognition rates and purchase intentions of attendees at NCAA Division II women’s basketball games. Specifically, this study examined recall and recognition rates and purchase intentions relative to gender, age, and education level at the Division II level. This study also investigated the impact of location and size of signage, sponsorship activation, and sponsors’ long-term involvement on subjects’ recall and recognition rates. The findings of this study will benefit university administrators, women’s sport sponsors, and sport marketing scholars in further understanding the value of sponsorships at women’s collegiate sport. 

Women’s Sport and Sponsorship

The research by Spencer and McClung (2001) investigating the status of women’s sport in the 1990s indicated that women’s sport has been growing steadily in the aspects of sponsorship, endorsement, media coverage, and participation rates since the 1990s. Women’s individual sports such as tennis and golf had sustained long-term sponsorship agreement while women’s team sports, due to the successful performance in the Olympics, appealed to escalating corporate sponsorships. Increasing female athletes enjoyed endorsement opportunities, and enormous endorsement expenditures gradually appeared in this market. A platform for the broadcast of women’s sport was provided on a regular basis by several networks such as NBC, ESPN, and ESPN2. Participation of girls and women in women’s sport dramatically increased on account of the advent of Title IX and the establishment of professional women’s sporting leagues.    

Sponsorship in women’s sport is one of the fastest growing areas of marketing. In recent years, tremendous amount of sponsorship expenditure on women’s sport gradually emerged in the international marketplace, and corporations who sponsored women’s sport received effective return on investment. In 2005, Sony Ericsson signed its first global sponsorship with the Women’s Tennis Association (WTA) Tour at a landmark $88 million. The six-yea deal is the largest and most comprehensive sponsorship in the history of women sport and in tennis (IEG, 2005). Hyundai also generated tremendous exposure of its new cars by providing its vehicles for officials and team members for exclusive use during the Federation Internationale de Football (FIFA) Women’s World Cup (IEG, 2003).      

The research assessing sponsorship effectiveness of engagement in women’s sport through examining awareness is scare (Guneen & Hannan, 1993). However, to measure sponsorship/ advertising effectiveness, the method has been widely utilized in a numerous of contexts, including Olympic Games, Soccer World Cup, Gay Games, Action Sports, Grassroots Sport, Football Club, Soccer Tournament, and Collegiate Football (Barros, Barros, Santos & Chadwick, 2007; Bennet, Henson, & Zhang, 2002; Ishikawa, Stotlar, & Walker 1996; Lee & Bang, 2005; Miloch & Lambrecht, 2006; Pitts, 1998; Shilbury & Berriman, 1996; Slattery & Pitts, 2002; Stotlar, 1993; Stotlar, 2002). 

Sandage’s (1983) direct and intermediate measures have been utilized to measure sponsorship or advertising effectiveness. Direct measure assesses consumers’ purchase behaviors before and after exposure to sponsorship activities or advertisements, while intermediate measure examines consumers’ responses to sponsorship activities or advertisements. Intermediate measure on sponsorship effectiveness entails both recall and recognition. Recall testing requires the subject to name sponsor strictly from memory without external assistance whereas recognition testing investigates the ability of respondents to correctly identify the sponsor from a list of potential sponsors. Intermediate measure has been a well-established method to measure consumers’ awareness and utilized in many settings; however, there is a paucity of research regarding sponsorship awareness of women’s sport. Since the development and sponsorship acquisition of collegiate women’s basketball are in full bloom, an investigation of sponsorship awareness at collegiate women’s basketball seems especially warranted.  

Method
The instrument of this study was developed based on the model designed by Miloch and Lambrecht (2006) to measure consumer awareness of sponsorship at Grassroots Sport Events. Questionnaires were distributed to spectators (N=155) at the last three home NCAA Division II women’s basketball games because Shilbury and Berriman (1996) indicated that average recall and recognition rates at the end of the season were higher than those at the beginning of the season. Due to less attendance at women’s basketball games in NCAA Division II, all participants will be asked to complete a self-administrated questionnaire in three games.   

Results

All subject recognition rates were higher than their own recall rates. 92.9% of subjects correctly recognized at least one sponsor with 74.2% correctly recognizing five or more sponsors. 71.6% of subjects correctly recalled at least one sponsor with 28% correctly recalled five or more sponsors. A breakdown of mean recall and recognition rates can be viewed in Table 1. According to Table 2, Outback Steakhouse, Sonic, CiCi’s Pizza, and Holiday Inn Hotel are most frequently recalled sponsors. The reason is ascribed to size of signage, activation, and long-term involvement.  

The results of the t-test revealed no significant difference in recall rates and recognition rates based on signage location and a significant difference in recall and recognition rates based on activation. Sponsors with activation (M = 0.5, SD = 0.4) were recalled significantly more than sponsors without activation (M = 0.2, SD = 0.2), t (154) = 6.01, p = < .001. Sponsors with activation (M = 1.8, SD = 1.3) were recognized significant more than sponsors without activation (M = 0.8, SD = 0.5), t (154) = 11.37, p = < .001. It should be noted that the mean recall and recognition rates of two sponsors activating their sponsorship by promotional event or product trial were twice more than those sponsors not activating their sponsorships. 

Forty-one percent of subjects agreed that they were more likely to purchase a product of an event sponsor. 50 % of subjects agreed the statement “by purchasing a product or service of a sponsor, I am personally contributing to the success of the event, 47% of those surveyed agreed the statement “by purchasing a product or service of a sponsor, I am personally contributing to the success of athletics at sponsored event. However, most subjects were neutral (32%) or disagreed (26%) the statement that the fact that a company is a sponsor has no impact on my purchase decision.

Table 1. Mean Recall and Recognition Rates

	Factor
	Class
	N
	Recall
	Recognition

	Gender
	Male
	38
	1.06
	2.94

	
	Female
	117
	0.95
	2.93

	Age
	18 and under
	58
	0.69
	2.60

	
	19-25
	38
	1.08
	3.26

	
	26-35
	13
	1.31
	3.38

	
	36-45
	19
	1.37
	2.89

	
	46-55
	12
	1.33
	3.75

	
	55 and over
	15
	0.73
	2.00

	Education
	High school graduate
	17
	0.93
	2.06

	
	College student 
	71
	0.83
	1.57

	
	College graduate 
	28
	1.32
	1.71

	
	Graduate degree
	39
	1.03
	1.47

	* Significant at p < .025


Table 2. Mean Recall and Recognition Percentages per Sponsor

	
	Recall
	Recognition

	Outback Steakhouse ^ #~
	31
	80.6

	Sonic * 
	27.1
	78.7

	CiCi’s Pizza * ~
	21.3
	71.0

	Holiday Inn Hotel 
	21.3
	71.0

	Michael Auvenshine ^ 
	11
	39.4

	D & D Sports Medicine ^ ~
	10.3
	41.3

	DATCU ^ 
	10.3
	41.1

	Dention Record-Chronicle ^ ~
	6.5
	58.1

	Dallas/Fort Worth Marriott Hotel ^ 
	3.9
	32.9

	Ignite Performance Group 
	3.9
	32.4

	Schutt Sports ~
	3.2
	21.9

	* Activation 

# Big Size 

^ Highly Visible

~ Long-term Involvement


Discussion

Recall and recognition rates at Division II women’s basketball games were considerably higher than those at Division I men and women’s basketball, Division I men’s football, and LPGA (Cunee & Hannan, 1993; Shannon & Turley, 1997; Stotlar & Johnson, 1989). The percent of subjects (50.9%) correctly recalling at least one sponsors in this study were higher than those of Division I football spectators (77.3%) and basketball spectators (62%) respectively (Stotlar & Johnson, 1989). The percent of subjects (50.9%) correctly recalling at least three sponsors in this study are higher than that of spectators (8.6%) at Division I men and women’s basketball games (Shannon & Turley, 1997). Surprisingly, the amount of sponsors that were accurately recognized by more than 70% of spectators in this study, which is two times that of LPGA sponsors (Cunee & Hannan, 1993). 

Another interesting findings were the highest recall and recognition rates obtained by Outback Steakhouse. Outback steakhouse has been involved in sponsorship with this respective women’s team for seven years, not activated sponsorship, and has big size of signage three times bigger than any other signage in the venue. Therefore, it may be suggested that the size of signage influences sponsorship awareness. In relation to activation, similar to prior research (Quester & Thompson, 2001), findings suggest that activation can increase sponsorship awareness. At those events, Sonic hosted a half time shooting contest (promotional event) and CiCi’s Pizza gave free pizza (product trial) before the event. Both sponsors were one of the most frequently recalled and recognized sponsors. The mean recall and recognition rates for both above sponsors were twice as high compared to those sponsors not activating their sponsorships. Also, it should be noted that the sponsor activating sponsorship by promotional event was recall and recognized more frequently than the sponsor activating sponsorship by product trial.

High recall and recognition rates obtained by Holiday Inn Hotel were surprising because they were only involved in sponsorship for only two years and not activating sponsorship. In general, corporate sponsors engaging in collegiate sponsorship programs are provided opportunities to display their signage and opportunity to activate their sponsorship at multiple venues. Therefore, the high awareness of Holiday Inn may be ascribed to another sponsorship leverage at other home university sport events, and then those spectators at women’s basketball games also attended those other home events.    

Similar to previous research (Miloch & Lambrecht, 2006; Turley & Shannon, 2000; Shannon & Turley, 1997), findings suggested that in-arena promotions such as signage, promotional events, and product trials influence purchase intentions of event spectators. However, the purchase intentions of spectators at Division II women’s basketball games (57.4%) was less than these at Division I men and women’s basketball games (70%) (Shannon & Turley, 1997). 

Based on the findings in this study and a review of relevant literature, for corporate sponsors whose major objective is awareness increase, Division II women’s basketball warrants investment. Division II women’s sport event organizers should package activation into their sponsorship program because it helps sponsors benefit more from engaging in sponsorship. As to the size of signage, although the findings revealed that it influences awareness, the detail regarding how big is appropriate has not been undertook. In the future, the topic should be investigated.     
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