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Abstract	  
This thesis purpose is to get a better understanding and a deeper insight about companies’ 
objectives and how selection criteria influence their selection of sport sponsorship proposals. This 
thesis includes two case studies from two Swedish companies who are involved in sponsoring of 
top sport clubs in Sweden. This thesis also includes a cross-case analysis in order to compare the 
two within-case analyses to previous research about sport sponsorship, which have a focus mostly 
from the North America.  
 
Findings in this study shows that Swedish companies objectives are mostly corporate objectives. 
Both of the companies have objectives that sport sponsorships should generate visibility of the 
corporate brand. More findings show that personal objectives might be related to the organization 
structure since a decentralized organization seems to have personal objective while a centralized 
organization seem to not have that.  
 
Findings in this study shows also that Swedish companies seem to have a criteria to only sponsor 
local clubs from the area where they operate and that it is important that the clubs are well 
organized and represent good values, policies and fair play.  



	   	  

Sammanfattning	  
Denna uppsats syfte är att få en bättre förståelse och en djupare insikt om företagens mål och hur 
urvalskriterierna påverkar deras val av idrott sponsring förslag. Uppsatsen omfattar två fallstudier 
från två svenska företag som är involverade i sponsring av toppidrottsklubbar i Sverige. 
Uppsatsen innehåller även en cross-case analys för att jämföra dessa två fallstudier mot tidigare 
forskning om sponsring, som har fokus främst på Nordamerika.  
 
Fynden i denna studie visar att svenska företagens mål är oftast företags relaterade mål och båda 
företagen har som mål att sponsring ska generera synlighet för företagen varumärke. Fler resultat 
visar att personliga mål kan vara relaterat till organisationsstrukturen eftersom en decentraliserad 
organisation verkar använda sig av personliga mål medan en centraliserad organisation inte 
verkar göra det.  
 
Fynden i denna studie visar också att svenska företag verkar ha kriterier att bara sponsra lokala 
klubbar från det område där de är verksamma, och att det är viktigt att klubbarna är väl 
organiserade och representerar bra värderingar, policy och rent spel. 
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1.	  Introduction	  
This chapter will present the background of the research topic and later on the problem 
discussion and finally end up with the purpose and the research questions, which this thesis aims 
to answer. 

1.1	  Background	  
Sponsorships is one of marketing’s fastest growing elements in the recent years, in 2001 
companies spent $24,6b in sponsorships according to IEG Network. Together with a growing 
sport industry as well makes sponsorships an attractive promotion tool for the companies to spend 
their money to reach consumers thanks to the media coverage of sports. (Dolphin, 2003) 

Promotion is one part of the marketing mix four Ps and promotion is one important element when 
it comes to marketing success. Companies’ are using promotion to create awareness among the 
customers about the company’s products that they offer to the costumers. Within promotion there 
are several different types of promotion that companies’ can use to create awareness among the 
costumers, the elements that are included in the promotional mix are; Advertising, Direct 
marketing, Sales promotion, Public relations, Personal selling, and Sponsorship.  (Rowley, 1998) 

Sponsorships are a type of marketing communication tool and belong within the promotion in the 
marketing mix. Organizations promote their products and services by using different promotion 
strategies to communicate to customers. (ibid) 

Sponsorships are a form when a company support an event, person or a sport team with financial 
or external support. The sponsor is often unrelated to the sponsoring object. Large companies’ 
like Volvo or SAS are more likely a sponsor and an event such as the Olympics or a sports team 
is likely to be the recipient of the sponsorship. One type of sponsorships is sport sponsorships. 
(ibid) 

Sport sponsorships 

There has always been some kind of sports sponsorships, there is evidence that there was some 
kind of sport sponsorship in Rome during the ancient era when powerful Roman patriarchs saw 
possibilities to win public appreciation by sponsoring gladiator games and todays companies’ are 
using sport sponsorships by the same reasons as the patriarchs did. (Ukman, 1984) 
 
The modern sports sponsorships as we see it today, where companies promote themselves at sport 
events started in the 1950s when the President of the United States Dwight D. Eisenhower asked 
two companies’; Mutual of Omaha and Union Oil to sponsor a physical fitness program 
(Shannon, 1999).  

However the real boost in sport sponsorships came first after almost twenty years when the US 
government banned advertising of cigarettes on the television and the radio in 1971. Auto racing 
and tennis events offered cigarettes companies’ to keep their brand in front of the audience and it 
was possible because the cigarettes companies’ were sponsors in these events. (ibid) 
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The professional sport in the recent years is a growing business and professional teams today 
have more resources than ever before, like millions of millions in salary budgets and they are 
getting newer and more luxurious facilities, which will increase sponsorships from companies’, 
and it is a business area that will continue to grow. (Shannon, 1999; Farrelly, Quester & Burton, 
1997) 

With newer facilities new opportunities have been created and it has made the market for the 
sponsorship more competitive and challenging for companies’ to gain competitive advantage so 
companies’ are investing more money and increase their investments because companies’ 
realizing that to be a sponsor of a popular sport team for an example is important because their 
corporate brand are exposed by the audience, from television and other mass-media 
communications. (Fahy, Farrelly & Quester, 2004) 

The main reasons why a company decide to be a sponsor and through sport sponsorship get 
competitive advantage are usually two reasons, the first one is to increase the awareness of the 
company or their brands and the second one is to increase their image of the company or the 
brand. (Amis, Slack, & Berrett, 1999) 

But according to Jobber (2007) a company has five objectives why they decides to be a sponsor, 
these objectives are; creating promotional opportunities, creating entertainment opportunities, 
gain publicity, improve the relationship to the community and finally encourage favorable 
company and brand associations. 	  

1.2	  Problem	  Discussion	  
Sponsorships have growth as a marketing communication tool and in the recent years there have 
been an intense interest about it, we can see that from the increase in literature from the academic 
and the professional world. It is have become more competitive because sponsors want to have 
access to the commercial potential and to be associated with specific events, teams or athletes. 
Companies’ today sees key image building in events or sports as a complement to their own 
positioning, it is have get a more important role in the marketing strategy. (Fahy, et al, 2004) 
 
Most of the previous researches have been focused on the planning and the evaluation of a 
company’s sponsorships. There have been little focused on how a company should manage a 
sponsorship even tough the beliefs that the implementation is one of the critical factors between a 
successful and an unsuccessful sponsorship. (Meenaghan, 1991) 
 
In the beginning of the modern sponsorships, the decision making to support a sport or an event 
was mostly based from a personal interest of senior management with short-term investment. 
Today it is more pressure and it is important to demonstrate to the company and show the 
potential in a specific sponsorship how it can contribute to increase the profitability to the 
company. (Crompton, 2004) 
 
Today’s sponsors’ have comparisons to the earlier years of sport sponsorships left the thinking 
about the sponsorships as a short-term transaction and marketing communication tactic. Today’s 
sponsors instead think that a sponsorship is a strategic role and they see the potential to create 
value from a more long-term relationship instead. Sponsors also see a sponsorship as a resource 
to gain sustainable competitive advantages. (Urriolagoitia & Planellas, 2007) 
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Therefore are companies’ today more strategic; one of the reasons to be a sponsor is to improve 
the image of the company. Well-directed sponsorships can have a great impact to enhance the 
perception customer has about the company and its products. If a company have not thought-out 
about the sponsorship and have designed the promotion bad then it is possible that the 
sponsorship does not have an effect at all or in a worse case scenario it is possible that it can be a 
backfire on the image or the products. Serious sponsors sets up objectives with focus on long-
term relationships and they evaluate how well these objectives are met. (McDonald, 1991)  
 
Even if sport sponsorships have gotten a more important role today there is still a lack of research 
about how to value and measure how effective a sponsorship have been for a company and 
therefore it should be more research in this area as well as the strategic objectives. Because of the 
growth in the sponsorship area it is important for a company to be sure that a specific sponsorship 
gives the company most value for the money they invest compare to other potential sponsoring 
objects. In order to be able to do that, companies should have stated objectives and some type of 
selection criteria in order to distinguish between different sponsorship proposals. (Dolphin, 2003) 
 
Most of the previous literature focuses mainly on large corporations from the North America and 
international events and basically none previous studies are from Sweden. Sport Sponsorship is 
more common as a marketing strategy among companies during the recent years and it is more 
important to justify why a sport sponsorship is better compare to other proposals, this has led to a 
need of research in the area of planning and setting-up objectives and selection criteria. 
(Olkkonen, 1999) Due to the lack of research in this area about Swedish companies therefore is it 
interesting to do further research about this topic in order to get an international perspective and 
see if there is a difference between companies in the North America and Sweden. 

1.3	  Overall	  Purpose	  &	  Research	  Questions	  
The overall purpose of this thesis is to provide a better understanding and a deeper insight in 
companies’ objectives about sport sponsorships and which different selection criteria influence 
their decision about which object they will sponsor. To help to get a better understanding and a 
deeper insight about this, I have selected two-research question. 
 
RQ1: What are the objectives for a company when they decide to be a sponsor? 
RQ2: How does different criteria influence a company’s selection of which object they will 
sponsor? 

1.4	  Demarcations	  
Due to the limit of time, I have decided to only focus on sport sponsorship from a sponsoring 
company perspective. Moreover this study has been narrowed down to only examine two 
Swedish companies from the northern part of Sweden who are involved in sport sponsorship of 
elite teams.  
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1.5	  Outline	  of	  Thesis	  
Chapter	  one	  has	  been	  presented	  in	  the	  way	  to	  give	  the	  reader	  an	  introduction	  of	  this	  thesis.	  
In	  this	  thesis	  chapter	  one	  started	  with	  a	  background,	  followed	  by	  a	  problem	  discussion,	  the	  
purpose	  and,	  the	  research	  questions.	  
	  
The	  rest	  of	  this	  thesis	  is	  divided	  into	  five	  more	  chapters:	  literature	  review,	  methodology,	  
data	  presentation,	  data	  analysis	  and,	  findings	  and	  conclusions.	  	  Chapter	  two,	  the	  literature	  
review,	  presents	  theories	  from	  previous	  research	  in	  the	  areas	  regarding	  the	  purpose	  and	  
each	  of	  the	  research	  questions.	  Chapter	  two	  will	  generate	  a	  conceptual	  of	  framework	  and	  it	  
will	  be	  presented	  at	  the	  end	  of	  chapter	  two.	  Chapter	  three,	  the	  methodology,	  present	  the	  
description	  and	  the	  motivation	  on	  how	  the	  data	  will	  be	  collected	  and	  analyzed.	  Chapter	  
four,	  the	  data	  presentation,	  will	  present	  the	  data	  that	  have	  been	  collected	  for	  this	  thesis.	  
Chapter	  five,	  the	  data	  analysis,	  in	  this	  chapter	  the	  data	  collection	  will	  be	  analyzed	  with	  help	  
from	  the	  theories	  in	  the	  conceptual	  framework	  from	  chapter	  two.	  Chapter	  six,	  the	  findings	  
and	  conclusions,	  which	  is	  the	  last	  chapter	  the	  findings	  and	  conclusions	  will	  be	  presented,	  
and	  this	  chapter	  ends	  with	  a	  discussion	  and	  suggestions	  for	  further	  research	  in	  this	  area.	  
	  
	  

	  
Figure	  1:	  Outline	  of	  Thesis	  	   	  
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2.	  Literature	  Review	  
This chapter will present theory and previous research, which are relevant to the purpose and the 
research questions from chapter one. Firstly, this chapter will include about the objectives why a 
company choose a specific team to sponsor. Second, this chapter will include the criteria when a 
company decides to be a sponsor and finally this chapter will end with a “Frame of Reference” 
which includes both the objectives and the criteria. 
 

2.1	  RQ1:	  Objectives	  for	  sport	  sponsorship	  
There is no existing general model that companies are using and from previous research many 
authors have their own type of “model of objectives”, which they think is important for the 
company when it comes to sponsorship and to be a sponsor.  Within this section of chapter two 
there will be several different types of models about the objectives from different authors. 
 
An important first step companies must do before they involve in sport sponsorships is to state 
their objectives and define what they want with a sponsorship. It is almost a prerequisite to have 
clearly defined objectives for effective sponsorships. The objectives are used to measure the 
performance of the sponsorship and see how effective it is. There are several different categories 
of objectives that companies can use. (Olkkonen, 1999) 
 
According to Dolphin (2003) there are several different objectives when a company considers 
entering a sponsorship contract with a potential partner. These objectives might vary between 
different type of industries and companies. 
 
Objectives from Dolphin (2003) 
 

• Enhance corporate image 
• Increasing awareness of brands 
• Stimulating the sales of products and services 
• Corporate reputation 
• Alter public perceptions 
• Corporate relationships 
• Goodwill 
• Enhance employee motivation 

 
The first of Dolphin’s (2003) objectives of a sponsorship is that the sponsorship can have an 
impact to enhance corporate image for the company or a specific brand. By being a sponsor, the 
company or the brand can aim to the heart to the potential costumers and from that enhances the 
image. The second objective is to increase the awareness of the company or the brand; this is 
what a sponsorship naturally does because thanks to the media exposure that the sport industry 
has, the company will have plenty of opportunities to expose their name or brand to the audience. 
The third objective is to stimulating the sales of products and services, by expose the company or 
the brand more people will be aware of the products or the services form the company and from 
that the company want to attract new potential consumers. A sponsorship is a good tool for that 
because a company can decide to sponsor a team where they know that there will be an audience 
with preferences for their product. The fourth objective is corporate reputation and since it is an 
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intangible value for the company, the sponsorship is a good way to give back to the community 
and that they care about it. By being associated to a specific team that the company sponsor could 
be the way to alter public perceptions. By entering a sponsorship companies also want to improve 
and create new relationships with consumers and other companies that also sponsor the same 
object. Other types of objectives for the company are to create goodwill and enhance the 
motivation among the employees. (Dolphin, 2003) 
 
According to Amis et al, (1999) the outcome from a sponsorship should result in that the image 
from the sponsor company matches the image that the company is aiming for. Furthermore Amis 
et al, (1999) are saying that the image for the sponsoring company should be so outstanding so 
the company can differentiate themselves with help from the sponsorship from their competitors. 
By gaining an image that is differentiate from the competitors; the sponsoring company can 
develop a competitive advantage if they manage the sponsorship carefully (ibid). 
 
Amis et al, (1999) give an example in their report how a company are using objectives when it 
comes to sponsorships and they give the example about Nike and Michael Jordan. According to 
Amis et al, (1999) Nike sponsored Michael Jordan in order to develop their company culture and 
also bring pride to Nike through this sponsorship. A competitive advantage can be developed 
through increasing in the company morale and with a clear direction where the company wants to 
go (ibid). Amis et al, (1999) states two objectives that they find important for a company before 
they decide to be a sponsor. 
 
Objectives from Amis et al (1999) 

• Increase awareness of the brand or the company 
• Change or enhance brand image or company and reputation 

 
One of the most common factors when it comes to objectives within sponsorships is that the 
sponsoring company wants to increase the awareness of their company or a specific brand. (Amis 
et al, 1999) 
 
A resource for a company can be the image or/and the reputation and it can help the company to 
develop a competitive advantage. According to Amis et al, (1999), sport sponsorship have been 
proven to be an effective way of to enhance the company’s image and reputation. (ibid) 
 
According to McCook et al (1997) there are several objectives companies should look at when it 
comes to when companies define their objectives. From their research they found that these 
following objectives to be most important for a company in order to be a sponsor: 
 
Objectives from McCook et al (1997) 

• Increase company/brand awareness 
• Enhance company/brand image 
• Community goodwill 
• Generate favorable media interest 
• Employee/Sales force goodwill 
• Sampling opportunity 
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As mentioned before companies want to increase the awareness about their cooperation or brand 
and enhance the image in public. Companies can through sport sponsorships show that they care 
about the community and from that enhance the image as a caring company. Through sport 
sponsorships companies’ can get publicity in media, which will help them to create awareness 
about them. Other objectives McCook et al concluded, as important objectives through research 
about companies are employee/sales force goodwill, which means to improve the relations 
between the company and their employees and create a good feeling. Last thing is the sampling 
opportunity, which means through sponsorships, company can get access to potential target 
market and the company can send product samples to potential costumer to see if there is an 
interest in the products. Why they consider these objectives as important is through interviews 
and studies of companies. 
 
Sandler and Shani (1993) have in their study been more systematical and categorized the different 
objectives in categories. In their study they have identified three broad objectives categories 
about why companies decide to be a sponsor. The categories they have identified is the following 
ones: 
 

• Broad corporate objectives 
• Marketing objectives 
• Media objectives 

 
In the broad corporate objectives Sandler and Shani (1993) include image-based objectives like 
brand image and company image. In the marketing objectives they include brand promotion and 
sales increase types of objectives. Lastly, in the media objective category they include objectives 
such as cost effectiveness and reaching target markets. 
 
Pope (1998) has in his study concentrated most of the objectives that companies have when it 
comes to sport sponsorships. He has based his model on Sandler and Shani (1993) model of 
categories but he has also added a new category, personal objectives. Pope (1998) Company 
objective model is presented like this: 
 
Table	  1:	  Aggregated	  objectives	  of	  corporations	  involved	  in	  a	  sponsorship	  of	  sport	  
Corporate 
Objectives 

Marketing 
Objectives 

Media Objectives Personal Objectives 

Public Awareness Business relations Generate Visibility Management Interest 
Corporate Image Reach target market Generate Publicity  
Public Perception Brand positioning Enhance ad campaign  
Community 
Involvement 

Increase sales Avoid Clutter  

Financial relations Sampling Target Specificity  
Client Entertainment    
Government relations    
Employee Relations    
Compete with other 
companies 

   

Source: Adapted from Pope, 1998 p.2 
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Pope has trough his own research and from previous research come up with that objectives can 
be divided into different categories when it comes to sponsorships objectives. Companies’ wants 
to increase the awareness about them among the public, furthermore companies’ want to improve 
their corporate image and the public perception about them. Later on the companies’ wants to 
show that they care and therefore get involved in the community through sponsorships. Another 
objective is that companies’ wants to get in contact with potential investors and build financial 
relations with strong financial audience and they see a chance to get in contact with them through 
sponsorships. Companies’ also see sponsorships as an opportunity to bring clients to sport events 
as a part of the business meetings. Furthermore companies’ see a chance to improve the relations 
with the government if they get involved in sponsorships. Companies’ also see sport 
sponsorships as an opportunity to attract future employees by being a sponsor because they want 
to be seen as an attractive company. The last corporate objective is compete with other 
companies and companies’ see a chance if they are associated with powerful sports or teams then 
they can get competitive advantage like enhanced image. (Pope, 1998) 
 
There is also marketing objectives that companies’ have with sport sponsorships, like they want 
to get in contact with companies’ and establish business relationships, companies’ want to reach 
their target market through the sponsorship, they want to positioning their brand with a specific 
club or sport. One of the main objectives is that companies’ want to increase their sales and lastly 
they see the sponsorship as an opportunity to send out samples of products to club members or 
the audience. (ibid) 
 
Additionally companies’ can also have media objectives like they want their company or brand 
to be exposed through media like in games; there are also objectives that companies’ want to get 
publicity in media. Another objective is that companies’ see an opportunity to enhance their ad 
campaign and get exposure in media to increase the awareness about it. Companies’ also want to 
avoid media clutter through the sponsorship, because with a regular TV commercial there is a 
chance that the audience does not pay attention to it at the breaks. Last objective is that the 
company sees that chance to reach a specific target group/market through the sponsorship. (ibid) 
The last category is the personal objective. Some companies’ have a manager or a board that 
have personal interests with the sponsorship. It can be their favorite sport or team and they want 
to support that through a sponsorship. (ibid) 
 
Pope (1998) sees these objectives as the most common and important objectives that companies’ 
have when it comes to sport sponsorships. The conclusion comes from previous studies and 
research and from his research. 
	  

2.2	  RQ2:	  Criteria	  for	  sport	  sponsorship	  selection	  
Since some companies receives over 100 sponsorships proposals annually, it is important that 
companies develop some kind of selection process so they can find the right partner to work with. 
Another thing why it is important to have some kind of selection criteria in the selection process 
is that today sponsorship involves a huge sum of money so the companies need to be sure that 
they find the right partner to cooperate with. (McCook et al, 1997)  
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Because of the lack of research in this area there is not so much literature that covers the selection 
criteria in the selection process when it comes to sport sponsorships. But there are some methods 
that cover this process when it comes to decisions of sponsorship proposals. (McCook et al, 
1997) One of the methods that are dealing with the selection process is called Sport Sponsorship 
Vision Project. This method rates eight certain criteria, which have been weighted accordingly. 
Those criteria help the companies to evaluate and select a sponsorship proposal. (McCook et al, 
1997) The criteria are the following ones: 
	  
Table	  2:	  Eight	  Criteria	  From	  Sprint	  Sponsorship	  Vision	  Project	  
The revenue opportunities for the company 
The ability to integrate the product into the sporting event 
The costs of the sponsorship 
The exposure to the company’s target market 
The company image enhancement gained from the sponsorship 
The company’s competitive advantage gained in the market place through the sponsorship 
The hospitality/ entertainment opportunities for the company that are gained through the 
sponsorship 
The sponsorship opportunity to show the company’s commitment to the community 
Source: Own construction 
	  
According to McCook et al (1997) there are several selection criteria that companies’ have when 
it comes to the selection process. They have come up with these seven criteria through research 
and previous research in the area. The first is that it should be an opportunity for the company to 
increase their revenue. The second is that the company wants to integrate their products into the 
sport event. The third is the cost of the sponsorship because no company wants to pay more than 
necessary. The fourth is that the company wants to get exposed to their target market through the 
sponsorship. The fifth is that the company wants to get an enhancement of the company image. 
The sixth is that the company wants to get some kind of competitive advantage like increase their 
market share on their market. The last criterion is that the company wants to have 
hospitality/entertainment through the sponsorship and the last criterion is that the company wants 
to show that they care about the community through sponsorship. These criteria come from 
researches and interviews of companies through a project that is called Sprint Sponsorship Vision 
Project. (McCook et al, 1997) 
 
According to Walliser (2003) the most important reason why a company decides to be a sponsor 
is to increase the awareness and enhance the image for the company or the specific brand. 
 
Furthermore Walliser (2003) discuss about the managerial process, which is a process about 
sponsorship. The process includes setting objectives, selecting, organizing and executing the 
sponsorship, and, at the end controlling its outcome.  
	  
Before a company decides to enter a sponsorship there is several criteria that they will consider 
and this can vary between companies and types of sponsorships. The different criteria is what the 
companies look at in their selection process when they are going to decide which object they are 
going to sponsor and some of the criteria is more important than other for different companies. 
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Walliser (2003) states the following selection criteria that is important for the selection process of 
a future sponsorship: 
	  
Criteria from Walliser (2003) 

• Perceived affinity between sponsor product and sponsored activity 
• Affinity between targets of sponsor and sponsored 
• The popularity and image of the potential sponsored party 
• Willingness to cooperate on a long-term basis 
• Geographical reach 
• Contact frequency 
• Contact quality 
• Expected sponsorship costs/benefits 
• The type of right received 
• Possibility to integrate the sponsorship into the communication/marketing strategy 

 
 
According to Walliser (2003) there is ten different criteria that companies’ have when its come to 
their selection process. The first is that it should be a perceived affinity between sponsor product 
and sponsored activity. The second is that it should be an affinity between targets of sponsors and 
sponsored. The third is that the sponsored party should have certain popularity and image. The 
fourth is that the sponsored party should want to cooperate on a long-term basis. The fifth is 
about the geographical reach, can the sponsor reach to a national level, regional level or to a local 
level through the sponsorship. The sixth is contact frequency, which means how many potential 
target consumers can the company reach and the contact quality means how the contact quality is 
to potential target consumers. The eighth is about what the company expects to pay and what type 
of benefits they get through the sponsorship. The ninth is about what type of rights the company 
gets with the sponsorship. The last is about that the company wants to have a possibility to 
integrate the sponsorship with the company’s existing communication/marketing strategy. 
(Walliser, 2003) Those criteria are seen as important if the company is going to have a successful 
sponsorship and the criteria can vary between companies depending on what their objectives are. 
(ibid) 

2.3	  Conceptual	  Framework	  
To have a guideline for the data collection, which will be interviews, the conceptual framework 
will be used in order to answer this thesis research questions from chapter one. To be able to 
answer the research questions, the most relevant research for the literature review will be used. 
The research, which have been used are based on the objectives and the selection criteria for a 
company in their selection process for a potential sponsor partner. Because of the lack research in 
this area therefore there are not so many different theories to choose between. Most of the 
previous research comes up with similar objectives and selection criteria with a few exceptions. 
 

2.3.1	  Conceptualization	  of	  RQ1:	  Objectives	  for	  sport	  sponsorships	  
The theories, which will be used in the conceptual framework, are the most relevant and those 
will be helpful in order to answer the first research question about the company objectives for a 
sponsorship. The theories, which this thesis will be based on, are from previous research from 
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Pope (1998), Dolphin (2003), McCook et al (1997). This thesis will use mostly previous research 
from Pope (1998) objective model because Pope’s (1998) model pretty much sum up all 
objectives from previous research from different authors. This thesis will also include some parts 
from Dolphin (2003) and McCook et al (1997) because they bring some objectives that Pope 
(1998) does not have in his model. Together these authors stated objectives cover most parts from 
all previous research in this area.  
 
A framework will be purposed for research question one based on Pope (1998) and parts will be 
added from Dolphin (2003) and McCook et al (1997) into the model with definitions and 
operational definitions of the objectives. With those objectives this thesis will cover the most 
parts and therefore will it be able to answer the first research question from chapter one.  
	  
Table	  3:	  Corporate	  objectives	  
Corporate 
objectives 

Objectives Reference Definition Operational 
definition 

 Public Awareness Pope (1998) The public are 
aware of the 
company 

Companies are 
striving to increase 
the awareness 
among the 
audience 

 Corporate Image Pope (1998) It is the picture that 
pops up when the 
company name is 
mentioned 

Companies wants 
to improve the 
image through 
sponsorships 

 Public Perception Pope (1998) It can be seen as 
the difference by 
the absolute truth 
and public opinion. 

Through 
sponsorship 
companies wants 
to improve the 
perception about 
them among the 
audience 

 Community 
Involvement 

Pope (1998) Companies are 
involved in 
different 
community 
activities 

Companies wants 
through 
sponsorship show 
that they want to 
be a part of the 
community  

 Financial Relations Pope (1998) Build relationship 
with financial 
audiences 

Companies are 
looking for 
potential strong 
financial audience 
for future potential 
business 
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Table	  3:	  Corporate	  objectives	  
 Client 

Entertainment 
Pope (1998) Entertain clients by 

inviting them to 
different events 

Entertain clients by 
bringing them to 
sports events 

 Government 
Relations 

Pope (1998) Build or improve 
relations with the 
government 

Through 
sponsorship 
companies are 
looking for to 
improve and build 
relationship with 
the government 

 Employee 
Relations 

Pope (1998) Attract future 
employees by 
showing that the 
company is 
attractive 

By sponsoring 
strong sport teams 
or athletes the 
company wants to 
show that they are 
attractive as an 
employer 

 Compete with 
other companies 

Pope (1998) Compete with 
other companies 
by gaining market 
shares 

Through 
sponsorship 
companies are 
striving to increase 
their market share 
and compete with 
other companies 

 Corporate 
Reputation 

Dolphin (2003) The sum of all 
views and beliefs 
held about a 
company from 
history and future 
perspective 

By being a sponsor 
companies wants 
to improve the 
reputation of the 
company 

 Enhance employee 
motivation  

Dolphin (2003) Improve the staffs 
and the employees 
motivation 

Through 
successful 
sponsorships 
companies wants 
to motivate their 
employees 

 Corporate 
Relationships  

Dolphin (2003) A relationship 
between a 
corporation and a 
stakeholder 

Through 
sponsorships 
companies wants 
to improve the 
relationship with 
different 
stakeholders 

 Goodwill  Dolphin (2003) The positive 
reputation of a 
business viewed as 
an asset 

Companies wants 
to increase their 
goodwill through 
sponsorships 

Source: Own construction 
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Table	  4:	  Marketing	  objectives	  
Marketing 
objectives 

Objectives Reference Definition Operational 
definition 

 Business relations Pope (1998) Relationship 
between different 
corporations 

Through 
sponsorship 
companies wants 
to build 
relationships with 
other sponsoring 
companies 

 Reach target 
market 

Pope (1998) Reach the 
companies target 
groups of 
consumers. 

By being a sponsor 
companies wants 
to reach their 
target market  

 Brand positioning Pope (1998) Aims to make a 
brand occupy a 
distinct position, 
relative to 
competitive 
brands. 

Companies wants 
to use 
sponsorships to 
brand positioning 
through a team or 
an athlete 

 Increase sales Pope (1998) Improve the sales 
of a company’s 
products or 
services 

Companies wants 
to increase their 
sales of their 
products and 
services through 
sponsorships  

 Sampling Pope (1998) Give out test 
products of a 
potential new 
product. 

Companies gives 
out test products to 
audience because 
they want to see if 
there is an interest 
for the product 

 Stimulating the 
sales of product 
and services 

Dolphin (2003) Stimulate sales 
performance for a 
company 

Companies wants 
to stimulate their 
sales through 
sponsorships  

Source: Own construction 
 
Table	  5:	  Media	  objectives	  
Media objectives Objectives Reference Definition Operational 

definition 
 Generate Visibility Pope (1998) Generate visibility 

for the company’s 
communication 
message 

Companies wants 
that sponsorships 
generate visibility 
to their 
communication 
messages 
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Table	  5:	  Media	  objectives	  
 Generate Publicity Pope (1998) Generate publicity 

about the company 
Companies wants 
to gain publicity 
through 
sponsorship 

 Enhance ad 
campaign 

Pope (1998) Improve the 
company’s ad 
campaign 

Companies wants 
that the 
sponsorship 
enhance their ad 
campaign 

 Avoid Clutter Pope (1998) Avoid jumble Companies wants 
trough sponsorship 
avoid media clutter 

 Target Specificity Pope (1998) Unique target 
group 

Through the 
sponsorship 
companies wants 
to reach to a 
unique target 
group 

 Generate favorable 
media interest  
 

McCook et al 
(1997) 

The company 
gains publicity 
through media 
about themselves. 

Companies wants 
to get media 
publicity about 
themselves by 
being associated 
with a team or an 
athlete 

Source: Own construction 
	  
Table	  6:	  Personal	  objectives	  
Personal 
objectives 

Objectives Reference Definition Operational 
definition 

 Management 
Interest 

Pope (1998) Manager has own 
personal interests 

Managers have 
their own personal 
interests in the 
sponsorship 

Source: Own construction 
	  
These objectives are the major objectives from the literature review and authors in previous 
research use these objectives like Meenhagan (1991), Olkkonen (1999), Dolphin (2003), Amis et 
al (1999), McCook et al (1997). Pope (1998) has made a good summarize of the different 
objectives. Because many authors are using these objectives in their studies, this makes these 
objectives solid and works well to use. 

2.3.2	  Conceptualization	  of	  RQ2:	  Criteria	  for	  sport	  sponsorship	  selection	  
The most relevant and helpful theories from the findings in the literature review will be used in 
order to answer the second research question about the companies’ selection criteria for a 
sponsorship. The theories, which this thesis will include, are based from previous research from 
Walliser (2003) and McCook et al (1997). As I mentioned before there is a lack of research in 
this specific area and therefore there are not so much theories or models in previous research. 
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Therefore will this thesis only use research about companies’ selection criteria for sport 
sponsorship proposals from Walliser (2003) and McCook et al (1997). In order to be able to 
answer the second research question, research from Walliser (2003) and McCook et al (1997) 
will provide to most relevant theories from the literature review.  
	  
Table	  7:	  Selection	  criteria	  

Sport	  sponsorship	  selection	  criteria	  
Interview	  question	  from	  
McCook	  et	  al	  (1997)	  study	  

Selection	  criteria	   Reference	  

What criteria of a sport 
sponsorship are most 
important to your company? 

The revenue opportunities for 
the company	  

McCook et al, 1997	  

	   The company image 
enhancement gained from the 
sponsorship	  

McCook et al, 1997	  

	   The company’s competitive 
advantage gained in the 
market place through the 
sponsorship	  

McCook et al, 1997	  

	   The ability to integrate the 
product into the sporting event	  

McCook et al, 1997	  

	   Perceived affinity between 
sponsor product and 
sponsored activity	  

Walliser, 2003	  

	   Affinity between targets of 
sponsor and sponsored	  

Walliser, 2003	  

What influence does television 
coverage have on the 
sponsorship decision? 

Geographical reach	   Walliser, 2003	  

What informational 
requirements, such as costs, 
contracts, benefits, etc., do 
you prefer in a sponsorship 
proposal? 

Expected sponsorship 
costs/benefits 

Walliser, 2003 

 The type of right received Walliser, 2003 
 Possibility to integrate the 

sponsorship into the 
communication/marketing 
strategy 

Walliser, 2003 

 Contact frequency to target 
groups 

Walliser, 2003 

 Contact quality to target 
groups 

Walliser, 2003 

 Willingness to cooperate on a 
long-term basis 

Walliser, 2003 
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Table	  7:	  Selection	  criteria	  
What factors within the 
company control the decision 
to sponsor sport (e.g., time, 
money, sponsor conflicts, 
loyalties, community 
relations)? 

The sponsorship opportunity 
to show the company’s 
commitment to the 
community 

McCook et al, 1997 

 The hospitality/ entertainment 
opportunities for the company 
that are gained through the 
sponsorship 

McCook et al, 1997 

 The popularity and image of 
the potential sponsored party 

Walliser, 2003 

Source: Own construction 
 
These criteria are the ones that have been found during the literature review research, and these 
are the most relevant in order to answer the second research question from chapter one. There 
have not been much research in this are before and it shows in the literature review since the 
latest research article I have found that is most relevant for my research is Walliser (2003). 
Because of that previous studies from McCook et al (1997) and Walliser (2003) will be included 
in this thesis because they provide the most relevant studies about selection criteria for companies 
in their sport sponsorship selection process.  
 
The questions are coming from McCook et al (1997) research and it is from their interviews with 
companies and they summarized the criteria for sport sponsorships from the companies. 
Furthermore sport sponsorship criteria from Walliser (2003) have been added into the questions 
from McCook et al (1997) because those questions fits the criteria in a way and it could be those 
questions Walliser (2003) asked in order to get the criteria for sport sponsorships. 
 

2.4	  Frame	  of	  Reference	  
This section will show a frame of reference based on the conceptualization from the previous 
section, which will be based in order to answer the research purpose and the research questions. 
The frame of reference will show how the each of the research questions correlate with each other 
in order to answer the purpose of this study. The grey circles represent each of the research 
questions of this thesis and together when both of them are answered should fulfill the purpose of 
this thesis. The boxes inside each of the circles represent the theories that will be used in this 
study in order to answer the research questions. The arrow shows my perception on how I see the 
connection between the two research questions; in order to be able to choose a good sponsorship 
proposal the company must have clearly stated objectives and clearly stated selection criteria. 
This is what the figure show, when the company has both objectives and criteria then, they are 
able to make a better decision about sport sponsorship proposals. 
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Figure	  2:	  Frame	  of	  Reference	  
Source: Own Construction	   	  
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3.	  Methodology	  
This chapter will describe the research methods for this thesis.  Research purpose, research 
approach, research strategy, data collection, sample collection, data analysis and validity & 
reliability will be described in this chapter.  
	  

	  
Figure	  3:	  Outline	  of	  Methodology	  

3.1	  Research	  Purpose	  
There are three different possible types of research purposes, descriptive, exploratory and 
explanatory. (Yin, 1994) A descriptive research purpose goal is to describe different patterns, 
situations or events. Descriptive is preformed when there is already existing information or 
theories within the area. An exploratory research purpose aims to find new insights and to clarify 
about what is happening. An explanatory research purpose tries to explain casual relationships. 
(ibid) 
 
This thesis purpose will be primarily descriptive. Since a descriptive study aims to describe 
different patterns, situation or events (Yin, 1994)., which is what this thesis primarily will do and 
therefore will the descriptive study fit this thesis best. This thesis will describe how the company 
objectives and criteria influence their selection when it comes to sponsor a sport team in Sweden. 
This thesis research questions and purpose will focus on and describe the company’s selection of 
a sponsor proposal and compare it to the existing theory, therefore will this thesis will primarily 
descriptive. 
	  
This thesis will also have an exploratory purpose. Since an exploratory study will provide with 
some new insights in the topic, which this thesis will do since most of the previous research focus 
on companies from USA and Canada and this study will have a focus on Swedish companies 
(Yin, 1994), what this thesis will do is that this study will explore if there is a difference between 
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companies from USA, Canada and Sweden. The data from the interviews about the company 
objectives and selection criteria will be used in order to compare them to the previous research. 
Therefore this thesis will also be partly exploratory. 
	  

3.2	  Research	  approach	  
There is two different research approaches to choose between. This thesis will have chosen a 
qualitative approach. The reason why this thesis has a qualitative approach is because the purpose 
is to gain a better understanding in the topic about companies’ sport sponsorship selection. To get 
a deeper understanding, company officials who are in charge for their respective company’s 
sponsorship decisions will be interviewed. With a quantitative data would only show a briefly 
overview and would not provide a deeper insight in the topic. Qualitative data on the other hand 
provide a deeper insight because it is expressed in words and therefore gives an insight on matters 
that cannot be quantified correctly (Saunders, Lewis & Thornhill, 2009). Because of that a 
qualitative approach suits this thesis in a better way. 
	  

3.3	  Research	  strategy	  
According to Yin (1994) there are different types of strategies, which can be used, depend on 
which type of research. The different types are experiment, survey, archival analysis, history and 
case studies. Yin (1994) also states three different conditions that affect which type of strategy 
that will be used. The three different conditions are the following ones; the type of the research 
question, the control over behavioral events and lastly, the focus on contemporary events. 
	  
Table	  8:	  Relevant	  situations	  for	  different	  research	  strategies	  
Strategy	   Form	  of	  research	  

question	  
Requires	  control	  of	  
behavioral	  events	  

Focus	  on	  
contemporary	  
events	  

Case	  Study	   What,	  how	   No	   Yes	  
Source: Adapted from Yin (1994) p.6 
	  
By taking a look on the research questions for this thesis from chapter one, we can see that they 
are stated (“how” and “what”) and the purpose is to get better understanding and deeper insight 
about sport sponsorship in Sweden from a company perspective. According to Yin (1994) a case 
study gives the researcher the opportunity to conduct direct observations and systematic 
interviews. Furthermore a case study can be defined as follow “the essence of a case study, the 
central tendency among all types of case study, is that it tries to illuminate a decision or set of 
decisions; why they were taken, how they were implemented and with what result.” (p. 12). 
Furthermore Yin (1994) explains when a case study is most useful “a ‘how’ or ‘why’ question is 
being asked about a contemporary set of events over which the investigator has little or no 
control.” (p. 9). (ibid) 
	  
By taking the explanations above into consideration then a case study would be most appropriate 
to use in this thesis in order to answer the research questions and the purpose. Furthermore in 
case studies, qualitative data are mostly used and give the researcher a possibility to use several 
sources of evidence. (ibid) 
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3.4	  Data	  Collection	  
After that the decision about the most appropriate research strategy has been mad it is necessary 
to come up with a decision on how to collect the empirical data. There are two types of data, 
secondary and primary. Secondary data is data that already been collected by someone else with 
that researcher’s own purpose. Primary data is data collected by a person’s own purpose. (Yin, 
1994) According to Yin (1994) there are six types of different sources of evidence for a case 
study. The different sources are the following ones: documentation, interviews, archival records, 
direct observations, participant observations and physical artifacts. Furthermore Yin (1994) says 
that none of the sources has a completely advantage over the rest of the sources. These sources 
are highly complementary; therefore a good case study strives to have several types of sources. 
 
In order to answer the research questions and the purpose for this thesis, both data from primary 
and secondary sources will be collected. The sources of evidence, which will be used in this 
thesis, will be interviews and documentations. In the table below there will be an explanation, 
which will include both strengths and weaknesses of these two sources. 
	  
Table	  9:	  Sources	  of	  Evidence:	  Examples,	  Strengths	  and	  Weaknesses	  	  
Source	  of	  evidence	   Strengths	   Weaknesses	  
Documentation – can be 
instance letter, administrative 
documents (i.e. progress 
reports, annual reports and 
other internal documents), 
articles and formal studies. 

- Stable: can be reviewed   
repeatedly. 
- Unobtrusive: not created as 
a result of the case study. 
- Exact: contains exact names, 
references, and details of an 
event. 
- Broad coverage: long span 
of time, many events, and 
many settings. 

- Retrievability: can be low. 
- Biased selectivity: if 
collection is incomplete. 
- Reporting bias: Reflects 
(unknown) bias of author. 
- Access: may be deliberately 
blocked. 

Interviews – can be of an 
open ended, focused or survey 
nature. 

- Targeted: focuses directly 
on case study topic. 
- Insightful: provides 
perceived casual inferences. 

- Bias due to poorly 
constructed questionnaires.  
- Response bias. 
- Inaccuracies due to poor 
recall. 
- Reflexivity: interwiee gives 
what interviewer wants to 
hear. 

Source: Adapted from Yin, 1994 p.80 
	  
Yin (1994) claims that documentation, as a source of evidence is the most common source that is 
used in case studies. Documents are important in order to verify names of organizations or that 
the titles are spelled correct from the interviews. 
 
In a case study, one of the most important information sources is the interview. An interview can 
be seen as a guided conversations rather than structured queries. Case study interviews are more 
likely to have a fluid approach rather than rigid but there is sill a consistent line of inquiry. The 
most common way to conduct an interview in a case study is through an open-ended nature, 
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which means that the key respondents are asked about the facts as well as about their opinion.  
The second type of an interview is a focus interview, which means that the respondents are 
interviewed during a short period of time, i.e. one hour or so. The interview can still have an 
open-ended approach but the interview probably follow a set of questions from the case study 
protocol. The last type of an interview is more of a structured nature, and is more like a survey, 
which could produce quantitative data for the case study. (Yin, 1994) 
 
In this thesis will have a focused approach on the interviews because there will be a set of 
questions that will be asked in order to collect relevant data so the research questions and the 
purpose can be answered. There will still be an open-ended approach on the interviews in order to 
ask more questions depending on how the respondents answer the questions. The interviews with 
the respondents will be in Swedish and an interview guide will be used as a base for the 
interviews. Data from the companies’ homepage and annual reports will be used in order to 
describe them and use the information to write about the company background.  
	  

3.5	  Sample	  Collection	  
Next step after the source of evidence have been chosen, which will be used in this thesis will be 
to find samples in order to collect empirical data. In this study companies that are involved in 
sport sponsorship within Sweden have been chosen. Due to the limited frame of time of this 
thesis only companies with offices in Lulea will be included, because there will be interviews 
with a respondent from each of the companies. This study’s sample selection resulted in 
Handelsbanken AB from Lulea, which is a sponsor to elite teams in Lulea like LF Basket, Lulea 
Hockey and Northland Basket. The second company is Lulebo AB from Lulea, Lulebo AB is a 
sponsor to LF Basket, Lulea Hockey and Northland Basket, and these teams play in the premier 
division in Sweden. In order to find the right persons to interview I emailed each company and 
asked to get in contact with the person that who is in charge of sport sponsorship questions. I got 
in contact with Jörgen Ericsson from Handelsbanken and Thommy Johansson from Lulebo. The 
reason why I chosen to interview these companies was that these companies are main sponsor to 
the three elite teams. Since the investments are higher when a company is a main sponsor to a 
elite team and because of that the company probably have some kind of objectives and criteria for 
the sponsorships. In order to be able to make a comparison between these two companies I 
decided to do two different case studies, one for each of the companies (see figure 4). 
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Figure	  4:	  Figure	  of	  cases	  
Source: Own construction 
	  
Information that is collected from several case studies can be seen as more compelling and 
therefore the whole study can be seen as more robust compared to a study with only one case 
study. Additionally single-case designs do not work with multiple cases. Multiple cases usually 
require more resources like in time and effort from the student and the supervisor. (Yin, 1994)  

3.6	  Data	  Analysis	  
According to Yin (1994) in data analysis several parts are included like examining, categorizing, 
tabulating or otherwise recombining the collected data. In every study there should be a general 
strategy for the analysis in order to come up with what to analyze and why. The intension of 
analyzing the data from interviews is to answer the research questions from chapter one. Since 
this study consists of multiple cases and it will be individual analysis of both of the cases and a 
cross-case analysis between the two companies. Miles and Huberman (1994) states that 
qualitative data focuses on the data in form of words and that the analysis process consist of three 
different stages which are called “three concurrent flows of activity” (p. 10) 
 
The three different stages are the following ones: 
 

1. Data Reduction: In this stage the process is to select, focus, simplify, abstract and 
transform the data. The purpose with this stage is to organize the data in order to draw and 
verify the final conclusions. (ibid) 

 
2. Data Display: This stage is about to take the reduced data and display it in an organized 

and compressed way to make it easier to draw the final conclusions. (ibid) 
 

3. Conclusion drawing and verification: In this stage the researcher decides what the data 
means – noting regularities, patterns, explanations, possible configurations, casual flows, 
and propositions. (ibid) 

 
The analysis in this study will be based on this proposition. The data collection for each of the 
research questions will be reduced and simplified through case analysis. In every case analysis 
there will be a comparison of the empirical data and the existing theories, which was brought up 

Case	  Study	  of	  two	  Swedish	  companies	  
-‐ Sponsor	  local	  elite	  teams	  
-‐ Different	  field	  of	  business	  

Case	  1	  
Handelsbanken	  AB	  
Jörgen	  Ericsson,	  	  
Office	  Manager	  

Case	  2	  
Lulebo	  AB	  

Thommy	  Johansson,	  
Communication	  Coordinator	  
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in the conceptual framework in chapter two. Later on there will be a cross-analysis in order to 
compare the empirical data from each of the research questions with both of the cases and 
compare them to each other together with the theory.  

3.7	  Quality	  Standards	  -‐	  Validity	  &	  Reliability	  
For determining the quality of the data and findings of this study two different aspects have been 
considered: Validity and Reliability. There are four aspects that have to be considered and those 
four aspects are: construct validity, internal validity, external validity and reliability. (Yin, 1994) 

3.7.1	  Validity	  
	  
Construct	  validity	  
Construct validity is about to establish correct operational measures for the concepts that are 
being studied. By using three different tactics can increase construct validity, these tactics are the 
following ones. The first tactic is to use multiple source of evidence, the second one is to 
establish a chain of evidence and the last one is about to let key informants read the draft of the 
case study report (Yin, 1994). In this study there will be interviews with two different companies 
and data from interviews and documentation from both of the companies will be used and the 
conceptual framework have left a chain of evidence and finally this thesis have also been read by 
the supervisor and peers. One thing that could damage the construct validity is that the answers 
from the interviews was translated from Swedish to English so it could occur translations errors 
but in order to avoid that, the interviews have been recorded in order to have the opportunity to 
listen to them several times in order to translate the answers correctly and avoid translation errors. 
	  
Internal	  validity	  
In order to increase the internal validity there will be a pattern matching in this study. This means 
that the empirical data, which have been gathered from interviews, will be compared to the 
conceptual framework. Pattern matching compares the empirical pattern to the predicted pattern, 
which is based on the conceptual framework (Yin, 1994).  
	  
External	  validity	  
External validity is about to establish the area, which the study’s findings can be generalized. By 
using a case study it is possible to increase the external validity since a case study is based on 
analytical generalizations with a goal to generalize the findings to the theory. (Yin, 1994) Since 
this study only have a multiple case study of two companies, therefore no bigger generalizations 
can be drawn and therefore this study’s external validity will be considered as low. 

	  

3.7.2	  Reliability	  
According to Yin (1994), the reliability of a study, i.e. the collection method of the data should be 
able to be repeated by another researcher. If the researcher uses the same procedure and method 
like in the earlier study then the researcher will come up with the same result and conclusions as 
in previous research. Furthermore Yin (1994) suggests using a case study protocol and a database 
in order to increase the reliability. Nothing of this will be used in this thesis, but the interview 
guide together with the description in this methodology chapter, will work in the same way as a 
case study protocol. No leading questions will be asked during the interviews in order to increase 
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the reliability for this study. Each respondents in each company who have the best knowledge in 
this area will be interviewed and if a new researcher would ask the same thing to this companies 
they should come up with the same answers. 
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4.	  Data	  presentation	  
This chapter contains the empirical data collected from Handelsbanken and Lulebo, which will 
be presented. It starts first with a short presentation of the first company, Handelsbanken, 
followed by a presentation of the empirical data related to each of the research questions. 
Thereafter there will be a short presentation of the second company; Lulebo followed by a 
presentation of the empirical data related to each of the research questions. At the end of this 
chapter there will be a final summary of the empirical data. 

4.1	  Handelsbanken	  AB	  
 
Handelsbanken is a full-service bank and they operate in several different countries like; Sweden, 
The Great Britain, Denmark, Finland, Norway and The Netherlands. These are the countries, 
which the bank sees as their home markets. Handelsbanken was established in 1871 and they 
have today approximately around 11 000 employees and they operates in 24 different countries. 
Handelsbanken turnover 2013 was 36,3 billion SEK. (Handelsbanken annual report, 2013) 
 
Handelsbanken has a decentralized organization which means that every single office make their 
own decisions when it comes to i.e. sport sponsorship decisions, since every office make their 
own decisions therefore are a single office decision not representative to the whole corporation in 
whole. Handelsbanken value the customer relationship very much and therefore they want that 
the decision that concerns the customer are made close to the customer which is at the local 
office. (Handelsbanken annual report, 2013) 
 
In Lulea the office manager’s name is Jörgen Ericsson. The local office in Lulea only sponsors 
team sports and not individual athletes and the main sports they sponsor are Football, ice hockey 
and basketball and the three elite teams they sponsor in Lulea are Lulea Hockey, LF Basket and 
Northland Basket. (Jörgen Ericsson, Office Manager) 
	  

4.1.1	  Objectives	  for	  sport	  sponsorships	  –	  Handelsbanken	  AB	  
According to the respondent at Handelsbanken in Lulea, they have two main objectives when it 
comes to sport sponsorship; these objectives are corporate brand value and customer value. The 
respondent said that sports sponsorship it is just not only to buy an ad spot on the jerseys for each 
team or an ad spot in the sport arena. It is important for them to show up to the games and 
represent the company at the games.   
 
For them it is a good way to sponsor different local teams and show that they are involved in the 
community since sports here in Lulea are in important and since everyone needs a bank therefore 
every person who lives here are therefore a potential client to the bank. By doing that the bank 
want to get competitive advantage towards their competitors and from that hopefully that will 
bring them new clients to their bank. 
 
Handelsbanken in Lulea do not believe that sport sponsorship will enhance the image of the 
company so much and therefore it is not important for them as an objective. The respondent says 
that sport sponsorship can have a small effect on the image but not so much. But they see sport 
sponsorship as a chance to build financial relations with members or audience through loans or 
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investments, which will create profits to the bank and sports events, is a good arena to create new 
contacts with new potential clients. 
 
As mentioned earlier costumer value is very important for Handelsbanken in Lulea when it comes 
to sport sponsorship and they see sport events as a chance to invite clients who are important to 
the bank to eat dinner and have a good evening at Handelsbanken Bistro, which is a restaurant at 
Coop Arena in Lulea. Handelsbanken has always a certain number of seats at the restaurant in 
every game were they can bring their clients and watch ice hockey together and improve their 
business relationships.  
 
Furthermore they do not see sport sponsorship as a way to improve relationships with the 
government but as I mentioned earlier everyone needs a bank and by sponsor local teams might 
bring them new clients who are working in the government or with politics. Further on they do 
not see sport sponsorship as a factor to attract new employees but they see sponsorship as a way 
to motivate their employees by sponsor sport teams to the children of the employees. 
 
Additionally Handelsbanken do not see that successful sport sponsorship will increase the 
motivation among their employees but of course if one of the teams win the national 
championship they will be happy to be a part of it but as I mentioned earlier they see a way of 
increase the motivation by sponsor sport teams with a small sum of money were the children of 
the employees plays. 
 
Furthermore Handelsbanken see sport sponsorship as an opportunity to improve relationship to 
their stakeholders by if one of the important stakeholder ask Handelsbanken to sponsor one team, 
were the stakeholder is involved. By doing that Handelsbanken see that as a way to sustain and 
improve the relationship to the stakeholder. Through sport sponsorship they see an opportunity to 
improve and create business relationship to other companies who sponsor the same team since 
some of the companies might be already a client or some of the companies are an interesting 
potential client to Handelsbanken and then they will focus to get in contact and talk to these 
companies, which they see as the most interesting. 
 
Since everyone is a potential client to the bank and therefore sport sponsorship are not a way to 
reach target groups for Handelsbanken. Further on they do not see sport sponsorship as a way to 
brand positioning the brand by using a big logo in the stadium, because as mentioned earlier it is 
important to them to actually attend to the games and events. 
 
Furthermore Handelsbanken see sport sponsorship as a way to increase the sales of their financial 
products and the respondent said that they can see a connection between sport sponsorship and 
increase sales in specific deals but those deals are protected by the bank secrecy and they cannot 
talk about that. 
 
Since Handelsbanken only have financial products therefore sending out test products to 
members or audience are not an objective or important to them at all. Further on the respondent 
said that they never use communication message or ad campaigns about their products through 
sport sponsorship, the only thing they do is to show their brand “Handelsbanken”. 
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Further on to increase the visibility and the publicity about the corporate brand is something that 
is important to Handelsbanken, especially if they get a front page in the newspaper from a sport 
game where their brand is shown, this is something they consider as valuable. But they see this 
more as a side effect from that they are already there with their brand through the sponsorship and 
that the media are reporting from the sport games. So the publicity is not an objective to them 
since it is difficult to control. 
Lulea has three elite teams in ice hockey and basketball and Handelsbanken sponsor every one of 
them and of course if they are successful the publicity will increase and, which will lead to that 
Handelsbanken’s corporate brand will be seen by even more people and Handelsbanken is happy 
to be an official sponsor if one of those teams win the championship. 
Since Handelsbanken is a decentralized corporation therefore every office manager decide if their 
office want to sponsor and the decision are therefore made upon how the manager think about the 
sport sponsorship, so the sport sponsorship are influenced by personal interests. 
	  

4.1.2	  Criteria	  for	  sport	  sponsorship	  selection	  –	  Handelsbanken	  AB	  
Handelsbanken does not have a general process when it comes to sport sponsorship proposals 
since they do not have a marketing budget and it is the office manager who makes the decisions 
about sport sponsorship because they do not have a marketing manager or marketing staffs in 
Lulea. Sport sponsorship is connected to those who control the businesses at every office and in 
Lulea it is the office manager, Jorgen Ericsson. He decide which proposal is worth to invest in but 
it can also be requests from important clients or from a employee at the office who ask if the bank 
can sponsor their child’s sports team but usually it is a small sum of money but at this kind of 
things the office manager gives the approval and a framework which the employee will follow. 
But the main thing when it comes to the bigger sponsorship is that the bank wants to have 
exposure of the brand and a good customer value. 
 
One criterion Handelsbanken in Lulea has is that the team is a local team from the area. Another 
criterion is that the teams have a good policy, well organized and represent good values and one 
important thing is that the relationship between represents from clubs and Handelsbanken is good 
because if the relationship are not good then Handelsbanken will not sponsor that specific team. It 
is important to have a good atmosphere. 
 
Furthermore media coverage has no influence when it comes to sport sponsorship for 
Handelsbanken since they see that as a side effect and it is nothing they can control if their brand 
is exposed in media or not and what kind of media articles that their brand will be associated 
with. They value more pictures in the newspapers or on the Internet instead of on the TV since on 
the TV it is difficult to see the brand on the players’ equipment. It is difficult to calculate and they 
know that it happens sometimes that their brand will be seen on a picture in the newspaper so 
they see it more as a bonus they get from their sport sponsorship. In order to get the increase the 
exposure of their brand they prefer to have their logo on specific spots on the player equipment in 
the different sports. 
 
Additionally Handelsbanken in Lulea says that they are simple to do business with since they 
have a simple decision process but when it comes to sport sponsorship then they want to 
corporate on a long-term together with the teams, they do not like to change how they sponsor 
every year. Handelsbanken represent with to act on a long-term basis, act on a local level and 
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build and improve business relations. If the team has the same leadership, they are doing well and 
have a good organization then there are good opportunities to establish good relations to the team. 
The requirements they have is to expose their brand and they are willing to pay more if they get 
more exposure than pay less and get less exposure, they want to have some kind of effect from 
their sponsorship. 
 
The factors that have an influence when it comes to the decision to sport sponsorship is the 
relationship Handelsbanken have to the clubs, marketing opportunities, long-term relationships 
and businesses. They see it as an opportunity to improve their marketing of their brand 
“Handelsbanken”. 
 
Moreover since Handelsbanken’s goal is to have a profitable business so therefore it is important 
that the sponsorship give something in return to the bank. They consider the cost vs. the benefits 
each sponsorship has in order to do the best investment of their money. Later on they only 
sponsor team sports and not an individual athlete according to Jörgen Ericsson. 
 
The last criterion Handelsbanken in Lulea has is that the sport sponsorship needs to have 
possibilities for hospitality and entertainment. This is important because Handelsbanken in Lulea 
usually bring important clients to the sport events. 

4.2	  Lulebo	  AB	  
 
Lulebo AB was established 1996 and they are today one of Sweden’s biggest public housing 
companies. Lulebo AB is owned by Lulea municipality, and the company owns 10 194 
apartments, which includes 1 516 student apartments.  Lulebo AB’s turnover for 2013 was 669 
millions SEK and Lulebo AB have today 75 employees. Since Lulea municipality owns Lulebo 
AB therefore operates Lulebo AB only in Lulea and not in any other cities in Sweden. (Lulebo.se, 
Lulebo Annual Report 2013) 
	  
Lulebo AB sponsor both elite teams like Lulea Hockey, LF Basket and Northland Basket and also 
local teams in the different districts in Lulea. Since Lulea municipality owns Lulebo AB therefore 
both art and culture and sports sponsoring are important to them and they have the same decision 
process for both of them and they want that their customers get something in return from the 
different sponsoring projects Lulebo AB gets involved with. Lulebo AB has a general budget for 
sponsoring in this budget they include both sport sponsoring and sponsoring of art and culture. 
(Thommy Johansson, Communication Coordinator) 
	  

4.2.1	  Objectives	  for	  sport	  sponsorships	  –	  Lulebo	  AB	  
According to the respondent at Lulebo AB it is important to them that their customers get 
something back when the company invests in sport sponsorship in the different clubs both the 
elite and the smaller district clubs. Their main objectives are customer value and to enhance their 
corporate brand. They strive to increase the public awareness about Lulebo through sport 
sponsorships. They have worked in the later years to communicate their messages in order to 
enhance their corporate brand. 
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Lulebo has a marketing strategy and they have a red thread in how their working process should 
be and they want that the sport sponsorships follow this red thread they already have instead of 
that the sponsorship go in a completely different direction. In certain level Lulebo also want to 
enhance their corporate image through sport sponsorship. Lulebo has an objective what they 
consider as important and that objective is that, they look what is good for every of their district, 
and they sees that a good thing for the district is a good thing for Lulebo and therefore they are 
involved in both elite teams and in district teams. 
 
Lulebo do not see sport sponsorship as a way to involve in the community, they have other types 
of ways to do that but they sees sport sponsorship as a way in a certain degree to show that they 
are an important actor in the community and helps to come up with good ideas for the 
community. When it is comes to financial relations they do not see sport sponsorship as a way to 
find clients who wants to invest in Lulebo since they already have good connections and 
relationships to different operators they cooperate together with, but they see that sport 
sponsorship should give something back to their customers like that they get a chance to 
participate in games where they can win tickets to sports events. 
	  
Additionally Lulebo do not see sport sponsorship as an opportunity to bring clients to sport 
events since they do not work in that kind of way within Lulebo. They focus more on how their 
customers who are renting their apartments get something in return instead of bringing clients to 
sport events. Sometimes it happens if they have some kind of meeting with clients that they go 
together to a sport event and watch a game. 
 
Furthermore they see sport sponsorship as an opportunity to improve employee relations and 
show that they are an attractive employer in order to attract new employees. When they want to 
hire new employees they usually do some kind of activity around in the different sport facilities 
in order to send a communication message in order to reach potential new employees, this is how 
it potential could look like. 
 
Furthermore they do not have an objective in order to get competitive advantage towards their 
competitors since Lulebo is an big operator in Lulea and they prefer instead that new operators 
starts to operate in Lulea in order to build new apartments since Lulebo wants that Lulea grow 
even more. But they want to show their strengths and why Lulebo is a good landlord.  
 
To a certain degree Lulebo has an objective to improve their reputation through sport 
sponsorship, in the last year they have worked how they can lift up their vision to the public and 
one way is to do that through sport sponsorship. 
 
Additionally Lulebo has to a certain degree an objective to increase the employee motivation 
through successful sport sponsorship where a team becomes champions but it is more that they 
feel a happiness to be a part of it and associated with the team but they do not see it as a way to 
increase the effectiveness among the employees at their work. 
 
Furthermore Lulebo has as mentioned before that they want that their customers gets something 
in return when Lulebo invest in sport sponsorship i.e. tickets to sport events through a lottery on 
the Internet or Facebook. Lulebo has an objective to increase their goodwill through sport 
sponsorship especially the three elite clubs in Lulea, since these teams have a big interest from 
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the inhabitants in Lulea and therefore wants Lulebo show that they support these teams through 
sport sponsorship. 
 
Additionally Lulebo has to a certain degree an objective to sustain and improve relationships to 
other the sponsors who sponsor the same clubs. Since Lulebo are involved in several different 
projects and therefore they do not have the time to attend to every event the clubs organize for 
their sponsors. 
 
Furthermore they have an objective to reach their target market of customers through sport 
sponsorships but the respondent also mentioned that for Lulebo both sport and art and culture are 
both important to them to support through sponsorship. Lulebo sees sport sponsorship as a way 
for brand positioning and this is something they have started to work with and in the next coming 
of years, brand positioning will have a bigger part in their marketing strategy. 
 
Furthermore Lulebo do not have an objective to increase sales trough sport sponsorship since 
they lease apartments and therefore cannot they offer any products that customer can buy and 
consume rapidly. They work more on a long-term basis since they only offer apartments that 
customer can rent. Furthermore since Lulebo only offer apartments to rent and therefore they are 
not interested to send out sampling products during sport events to potential customers and 
therefore have they no objective about that through sport sponsorship. Lulebo does not have an 
objective to stimulate their sales of products or services through sport sponsorship. 
 
Additionally Lulebo has an objective that they want sport sponsorship generate visibility so they 
can send out their communication/ advertising messages to the audience in the sport facilities. 
This is something they have started to work more with during the last year. Lulebo does not have 
an objective that sport sponsorship should generate publicity about them but at the same time it is 
a bonus and they are happy when their corporate brand is shown in media especially together 
with the elite teams since they have a lot of media focus. 
 
Furthermore Lulebo does not have an objective that sport sponsorship enhances their ad 
campaigns but they have through public procurement started to work together with a 
communication bureau in Lulea and this bureau supports and gives advise to Lulebo in this 
specific area. Lulebo has an objective to avoid media clutter through sport sponsorship, by 
advertise inside the sport facilities. 
Lulebo has to a certain degree an objective to increase the media interest about Lulebo through 
sport sponsorship by being associated together with strong and successful sports teams.  
 
Additionally Lulebo does not have any personal related objectives towards sport sponsorship 
since they are working along with a marketing strategy plan and none specific manager has 
therefore any influence when it comes to sport sponsorship and the decision Lulebo make when 
they decide which club they want to sponsor. 
 

4.2.2	  Criteria	  for	  sport	  sponsorship	  selection	  –	  Lulebo	  AB	  
Lulebo does not have any general decision process when it comes to sport sponsorship proposals 
but if some of the proposal requires that Lulebo invest a greater sum of money, and at these kinds 
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of situations Lulebo wants to cooperate on a long-term basis. Lulebo have demands that the clubs 
needs to fulfill. 
 
Criteria that Lulebo sees as important when it comes to sport sponsorships are that the sports need 
to be clean with no kind of doping and that the clubs stands for fair play. The clubs needs to have 
good policies and values and have a good organization. Lulebo require that the clubs both elite 
clubs and district clubs send reports to Lulebo about how the clubs organization have looked 
liked during the year, like how many male and female athletes they have within the organizations 
and how Lulebo’s investments has meant to them. 
	  
Furthermore the media coverage does not influence Lulebo when it comes to sport sponsorship 
since they only operate in Lulea and therefore they are only interested to reach on a local and a 
regional level. Therefore has media coverage no influence on Lulebo’s decision. They already 
know that the three elite teams already have much media coverage. 
 
Additionally Lulebo has same type of information requirements when it comes to sport 
sponsorship to all of the clubs they support both elite clubs and local clubs. Lulebo also require 
that some of the money they support with goes to the youth teams and this especially concerns 
the elite teams they support through sport sponsorship. 
 
Lulebo wants to corporate on a long-term basis with the clubs, and they look at what is good for 
the city and from that start to sponsor clubs if there are an interest from the inhabitants in Lulea. 
Lulebo also value to have good relations with all of the clubs they cooperate with through sport 
sponsorships.  
 
Moreover Lulebo has a criterion that the sport sponsorship should improve their corporate image. 
Lulebo also want to improve the environment for their customers in the different districts by 
sponsor smaller district sport clubs. 
	  
Lulebo consider that the sport sponsorship follow their red thread in their marketing strategy. 
Lulebo do not want that a specific sport sponsorship go in a different direction than the other 
sport sponsorships. Moreover Lulebo has a criterion, which consider the cost vs. benefits that the 
different sport sponsorship gives in return. Lulebo wants that the sport sponsorship they decide to 
invest in gives something in return to their customers and this is important to Lulebo, they do not 
want to invest if their customers do not get anything in return. 
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5.	  Data	  Analysis	  
In this chapter there will be an analysis of the empirical data, which have been collected from the 
interviews. This chapter will begin with a within-case analysis of each of the companies where I 
compare the data from each of the companies separately to the previous research and everything 
will end with a cross-case analysis where it will be a comparison of the data from both of the 
companies together and compare it to each other and to the previous research. 
 

5.1	  Within	  Case	  Analysis	  
In this section the empirical data that was presented in the previous chapter will be analyzed. 
Within-case analysis of the two cases in this study will be compared to the research about 
company objectives for sport sponsorship primarily from Pope (1998) but there will also be 
research from McCook et al (1997) and Dolphin (2003). Everything was presented in the 
conceptual framework in chapter two. Furthermore the empirical data will be compared to the 
research about the selection criteria from McCook et al (1997) and Walliser (2003), which also 
was presented in the conceptual framework. 
	  

5.1.1	  Within	  Case	  Analysis	  of	  Handelsbanken	  AB	  
 
Objectives for Sport Sponsorship 
 
According to Pope (1998) there are four main objectives why a company decides to get involved 
within sport sponsorship and these four main objectives are; corporate-, marketing-, media- and 
personal objectives. Handelsbanken in Lulea main objectives why they are involved in sport 
sponsorship is that they want to support local teams where they operate and it is based on 
personal interest where the office manager decide which of the sponsorship that gives the bank 
most benefits in return. They also involves in sport sponsorship in order to improve and sustain 
relationships with stakeholders, have the opportunity to bring clients to events and because of 
interest and value from their employees. Handelsbanken also want that sponsorship generate 
visibility in order to enhance their corporate brand. These objectives are consistent to Pope (1998) 
research about the main objectives for the companies, especially public awareness, public 
perception, community involvement, client entertainment, enhance employee motivation, 
business relations, generate visibility and management interest. 
 
Regarding the corporate objectives, the collected empirical data from the interview shows that 
Handelsbanken primarily focus lie on public awareness about their brand, client entertainment 
(customer value) these objectives are consistent from what Pope (1998) states in his research, 
which is that corporate objectives are a part of a company’s strategy of sport sponsorship. Later 
on Handelsbanken in Lulea also consider financial relations, employee relations, community 
involvement and to gain competitive advantage towards their competitors as objectives of sport 
sponsorship and these objectives are also described in Pope (1998) research as a strategy for 
companies, so the findings in this case study about these objectives are consistent to Pope (1998) 
research. Further on corporate image, employee relations, government relations and goodwill 
were not considered as objectives to Handelsbanken when it comes to get involved with sport 
sponsorship. 
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As a result of the findings from the interview in this case with Handelsbanken in Lulea shows 
that the main marketing objectives for them are business relations and increase sales. Business 
relations is similar to the corporate objective (corporation relations), sustain and improve business 
relations and increase sales are consistent to Pope (1998) research about marketing objectives. 
Further on Handelsbanken in Lulea did not consider following objectives as important to them; 
reach target market, brand positioning, sampling and stimulating sales of products and services 
when it comes to sport sponsorship, which are marketing objectives from Pope (1998) and 
Dolphin (2003). 
 
Regarding the media objectives Handelsbanken consider generate visibility as an objective when 
it comes to invest in sport sponsorship and it is in line about what Pope (1998) discuss in his 
research about what companies are consider as important media objectives and the findings are 
consistent to Pope (1998) discussion and research. Handelsbanken do not see media publicity as 
an objective, they see it more as a side effect they get when they are involved in sport 
sponsorship. Furthermore Pope (1998) discuss that enhance ad campaigns, avoid media clutter 
reach target specificity groups as important to companies but this is something that 
Handelsbanken do not see as important at all when it comes to invest in sport sponsorship. Later 
on McCook et al (1997) discuss that an important media objective for companies is to generate 
favorable media interest but this is also something that Handelsbanken do not see as important to 
them when it comes to sport sponsorship. 
 
As a result from the interview with Handelsbanken in Lulea shows that the empirical data is 
consistent to Pope (1998) discussion about personal related objectives when it comes to invest in 
sport sponsorship. Since Handelsbanken is decentralized corporation therefore it is up to each 
office manager to decide which sport sponsorship give most value back to the bank. Therefore is 
the objectives to sport sponsorship influenced by personal interest and it is consistent to Pope 
(1998) research.  
 
Selection criteria for sport sponsorship 
 
When it comes to the selection of a sport sponsorship, Handelsbanken main criteria is long-term 
relationships with the teams, all the teams are from Lulea or near to Lulea, and that is team sports 
since they do not want to sponsor individual athletes.  
	  
According to Handelsbanken in Lulea, it is important that the sport sponsorship give revenues to 
the bank since the bank’s goal is to increase their profit. Therefore it is important that it is 
revenue opportunities when they decide to invest in sport sponsorships. This is consistent to what 
McCook et al (1997) come up with in their research about selection criteria for companies. 
	  
McCook et al (1997) discuss that one important criteria for a company is that the sport 
sponsorship is the company image enhancement that the company gains from the sport 
sponsorship but this is something that Handelsbanken in Lulea do not see as important when they 
decide which sport sponsorship they decide to invest in. 
 
Furthermore McCook et al (1997) discuss that gain competitive advantage towards competitors to 
the company and the ability to integrate the product into the sporting event as important criteria to 
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companies but this is something Handelsbanken in Lulea do not see as important to them and 
therefore they do not have those criteria for a sport sponsorship. 
	  
Walliser (2003) discuss in his research that criteria that companies sees as important are 
perceived affinity between sponsor product and sponsored activity and affinity between targets of 
sponsor and sponsored but these are criteria that Handelsbanken in Lulea do not see as important 
at all to them. Furthermore Walliser (2003) states that the geographical reach is a criterion for 
companies since companies want to reach to different level like local, regional or to a national 
level. Handelsbanken only want to reach to a local level and therefore for them it is not an 
important criterion when it comes to sport sponsorship. 
 
According to Walliser (2003) companies have criteria when it comes to cost vs. benefits in a sport 
sponsorship and Handelsbanken in Lulea is willing to pay more in sponsorships if the clubs 
expose their brand more because they are not interested to pay a small sum of money if their 
brand is just one of many companies, so they are interested to invest more money in order to 
expose the brand more so Handelsbanken consider the cost vs. benefits and this is consistent to 
what Walliser (2003) discuss about in his research. 
 
Furthermore Walliser discuss (2003) also discuss that companies have a criterion about which 
types of rights the companies receive from the sport sponsorship. Handelsbanken in Lulea only 
criterion about this is when it comes to where their brand is placed on the players’ equipment they 
prefer that their brand be placed on a certain spot, i.e. on a basketball jersey they want to have 
their brand on the back because it is a sport with a high tempo. So this is consistent to Walliser 
(2003) research about criteria that companies have to sport sponsorship. 
 
Another types of criteria that Walliser (2003) discuss in his research are that companies have are 
that companies wants to integrate the sponsorship with the company’s communication/marketing 
strategy, contact frequency to target groups and contact quality to target groups and since 
Handelsbanken does not want to reach to a specific group then those criteria are not important to 
them and they also do not have a criterion that the sponsorship needs to integrate with their 
communication/marketing strategy either.  
 
Additionally, Walliser (2003) discussed another criterion, which is that companies want to 
corporate these days on a long-term basis due to the big investments a sport sponsorship may 
require and Handelsbanken in Lulea have this as a criterion when it comes to sport sponsorship. 
They always want to corporate with the teams on a long-term basis in order to improve and 
sustain the relationships with the teams and therefore is this finding consistent to what Walliser 
(2003) found in his research. 
The last criterion Walliser (2003) discussed in his study was that companies have a criterion that 
the sponsored party should be popular and have a good image and this is something 
Handelsbanken sees as important. The popularity of a team is not so important to them when it 
comes to sport sponsorship but the image are, and Handelsbanken in Lulea value that the club has 
a good policy and values and that they are a well-organized club before they consider to make 
any investments and these findings is consistent to what Walliser found in his study (2003). 
 
According to McCook et al (1997) the possibilities to hospitality and entertainment are a criterion 
that companies consider as important when it comes to sport sponsorship. Handelsbanken in 
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Lulea sees that sport sponsorship need to offer this because they see sport events a good place to 
bring clients in order to have business meetings and have a good time and also to have 
opportunity for the employees to attend to the events so these findings are consistent to what 
McCook et al (1997) found and discussed in their study. 
 
The last criterion that McCook et al (1997) brings up as important to companies is to have the 
opportunity to show that the company can show commitment to the community and this is not a 
criterion for Handelsbanken when it comes to sport sponsorship so therefore is the finding in this 
case and to what McCook et al (1997) found not consistent to each other. 
 
Handelsbanken had criteria that the previous research did not bring up or found in their studies. 
These criteria are that Handelsbanken in Lulea only invest in sport sponsorship if they have good 
relations to the club, they only sponsor team sports and never individual athletes and finally the 
clubs must be local clubs. These criteria are something that previous research did not bring up as 
company criteria when it comes to sport sponsorship. 
 

5.1.2	  Within	  Case	  Analysis	  of	  Lulebo	  AB	  
	  
Objectives for Sport Sponsorship 
 
The empirical data from the interview in this case shows that the corporate objectives are 
important to Lulebo. These objectives include customer value, enhancing the corporate brand of 
Lulebo through public awareness, improve their corporate image and create goodwill through 
sport sponsorship. To achieve that, Lulebo is very resolute that their investments in sport 
sponsorship gives something in return to their customers who are renting their apartments. 
According to Pope (1998) corporate related objectives are involved when it comes to sport 
sponsorship. Moreover Pope (1998) states that the bases of the corporate objectives are to 
develop a good public perception to the company, increase the awareness and to create goodwill 
to the stakeholders of the company. Therefore are the data from this case consistent to the 
previous research from Pope (1998). Furthermore Pope (1998) states that corporate objective for 
companies are also to improve government relations, client entertainment and to compete with 
other companies as well but these objectives does not Lulebo consider as important at all. 
 
When it comes to the marketing related objectives Lulebo consider reaching the target market and 
brand positioning as the most important marketing related objectives. But to Lulebo it is 
important to state that these objectives are not just for specifically sport sponsorship, they have 
these objectives also when it comes to other sponsorship, Lulebo also consider sustaining and 
improving business relation to other sponsors as important to a certain degree. According to Pope 
(1998) marketing related objectives include business relations, reaching the target market and 
brand positioning as marketing related objectives and therefore are the empirical data consistent 
to the Pope (1998) previous research. Moreover Pope (1998) and Walliser (2003) states that 
marketing related objectives also include increase the sales for the company, sampling and 
stimulating sales of products or services but these objectives consider Lulebo as not important to 
them because of their business. 
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Considering the media related objectives Lulebo states that it is important that sports sponsorship 
generate visibility for their corporate brand, to avoid media clutter, reach target specificity groups 
and to certain degree generate favorable media interest about Lulebo through sport sponsorship. 
According to both Pope (1998) and McCook et al (1997) media related objectives include 
generate visibility for the company, avoid media clutter and to generate favorable media interest 
to the company so the empirical data is consistent to the previous research from both studies. 
Moreover Pope (1998) states that media related objectives also include generate publicity and 
enhance ad campaigns but this is something Lulebo does not see as important objectives when it 
comes to sport sponsorship. 
 
Moreover Pope (1998) states that companies have personal related objectives when it comes to 
sport sponsorship, which mean that hobbies, sport interest and so on influence managers to invest 
in sport sponsorship but this is something Lulebo does not have within their organization. Since 
their marketing group is working towards sport sponsorship and together with the board they can 
discuss if they are going to do some big investments in sport sponsorship, so no single manager 
have directly any control when it comes to Lulebo’s sport sponsorship decisions.   
 
Selection Criteria for Sport Sponsorship 
 
Lulebo has some criteria they look at when it comes to the selection of sport sponsorship and the 
criteria are; the clubs represent fair play, good values and policies and that especially the elite 
teams give some of the money to their youth teams within the club. This is a policy Lulebo has to 
all of their sponsorship involvements. This is what Walliser (2003) states that companies are used 
to have as a criterion when it comes to the selection of sport sponsorship; it is based on the status 
and the image of the sponsored club. This empirical data is therefore consistent to Walliser 
(2003) previous research about selection criteria. 
 
McCook et al (1997) mentioned that companies have a criterion where they want to enhance their 
image through sport sponsorship. This is something Lulebo also has; they want that the 
sponsorship they invest in should enhance their corporate image from the different sport 
sponsorship, both elite and district clubs. Therefore are this finding consistent with the previous 
research from McCook et al (1997). 
 
Moreover McCook et al (1997) mention that companies also have a criterion that the sponsorship 
creates an opportunity to show the company’s commitment to the community. Lulebo does not 
have this as a criterion but at the same time when they sponsor sports clubs they want to create a 
better environment for their customers in the different districts. So the empirical data is therefore 
not consistent to the previous research from McCook et al (1997). 
 
McCook et al (1997) also mention in their study that companies have other criteria like; 
hospitality/entertainment opportunities for the company that are gained through the sponsorship, 
revenue opportunities for the company, the company gain competitive advantage in their market 
through sponsorship and the last one is the ability to integrate the product into the sporting event 
but these criteria are not important for Lulebo when they decide to which sport sponsorship 
proposal they should invest in. 
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Walliser (2003) mentions in his study that companies have a criterion that the sport sponsorship 
should have a possibility to integrate the sponsorship into the communication/marketing strategy. 
This is something Lulebo consider as an important criterion since they want to have a red thread 
through their marketing strategy and therefore they consider that is important to integrate the 
sponsorship into the existing communication/marketing strategy within the company. This 
finding is consistent to what Walliser (2003) discuss in his previous research. 
 
Moreover Walliser (2003) mention also in his study that companies have a criterion where they 
want to corporate on a long-term basis since sponsorship usually require huge investments for the 
company. This is something Lulebo also consider as an important criterion when it comes to the 
sport sponsorship. Lulebo want to corporate on a long-term basis together with the different clubs 
they sponsor. This finding is consistent to what Walliser (2003) mentioned in his previous 
research. 
 
Later on Walliser (2003) mention that companies have a criterion when it comes to cost vs. 
benefits of the sponsorship. According to Lulebo they are interested that their customer gets 
something in return from the investments Lulebo is doing to the sport sponsorship. Lulebo look 
what they invest and what they get in return from the sponsorship. This is consistent to what 
Walliser (2003) mention in his study. 
 
Furthermore Walliser (2003) mention also other types of criteria that companies have towards 
sport sponsorship and these criteria are; types of right that the company receive, contact 
frequency to target groups, contact quality to target groups, perceived affinity between sponsor 
product and sponsored activity, affinity between targets of sponsor and sponsored and 
geographical reach but none of these criteria are important for Lulebo when it comes to the 
selection of sport sponsorship. 
 

5.2	  Cross	  Case	  Analysis	  of	  Handelsbanken	  and	  Lulebo	  
A cross-case analysis will be conducted in order to show similarities and differences between 
Handelsbanken and Lulebo when it comes to objectives and selection criteria within sport 
sponsorship. 
 
Objectives for Sport Sponsorship 
 
Since it is important for the companies to have general objectives when it comes to sponsorship, 
Handelsbanken has corporate objectives as the most important main objectives when it comes to 
sport sponsorship since customer value like client entertainment is important and also 
enhancement of their corporate brand. Moreover they have objective that the sport sponsorship 
should generate visibility, sustain and improve business relations and to increase sales and their 
decisions are influenced by personal objectives. Lulebo on the other hand focus on objectives to 
that the sport sponsorship should give something in return to their customers and they also have 
objectives to enhance their corporate brand like Handelsbanken. This cross-case analysis shows 
that these two companies have different objectives when it comes to sport sponsorship. Moreover 
has Lulebo more a read thread when it comes to objectives for sport sponsorship and 
Handelsbanken evaluate each of the sponsorship individually when it comes to objectives. 
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When it comes to the corporate objectives, Handelsbanken sees public awareness, client 
entertainment, and enhancement of their corporate brand, community involvement, compete with 
other competitors, public perception and corporate relations as the important corporate objectives. 
Lulebo on other hand see public awareness, corporate image, employee relations, goodwill and 
enhancement of their corporate brand as the important corporate objectives when it comes to 
sport sponsorship. This analysis shows that both of the companies share some of the objectives 
like enhancement of the corporate brand and the public awareness. Handelsbanken see financial 
relations as an objective. None of Handelsbanken or Lulebo has an objective to sustain or 
improve government relations through sport sponsorship. Handelsbanken varies their objectives 
depending on what they sponsor and how much they decide to invest in a specific sponsorship. 
Meanwhile Lulebo is working with a red thread when it comes to their marketing strategy, which 
includes sport sponsorship. 
	  
When concerning the marketing objectives it is a difference between the companies, while 
Handelsbanken see business relations and increasing of sales as the most important marketing 
objectives. Lulebo on the other hand see reach target market and brand positioning as the most 
important marketing objectives when it comes to sport sponsorship. None of the companies sees 
sampling or stimulating sales of products or services as objectives for sport sponsorship. This 
analysis shows that there is a clear difference how these companies’ works when it comes to 
marketing objectives for sport sponsorship. 
 
When it comes to the media objectives both of the companies share objectives that the sport 
sponsorship should generate visibility. Lulebo has also objectives such as avoid clutter, target 
specificity and generate favorable media interest to a certain degree. Later on both of the 
companies does not have generate publicity and enhance ad campaigns as a media objective when 
it comes to sport sponsorship. This analysis shows that the companies both have similarities and 
some differences when it comes to media objectives for sport sponsorship. 
 
The personal objectives is different between the companies, Handelsbanken has personal 
objectives when it comes to sport sponsorship since every bank office made their own decisions 
about sport sponsorship meanwhile Lulebo does not have any personal objectives for sport 
sponsorship since their marketing group are working so the sport sponsorship follows their 
marketing strategy’s red thread. This analysis shows that there is a difference between the 
companies’ when it comes to personal objectives for sport sponsorship. 
 
Everything will be simplified in a table in order to reduce the data discussion. See the table 
below. 
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Table keys description: 
✔ - Empirical data support the theory 
✖ - Empirical data do not support the theory	  
! - Important objective for the company 
✓ - Important to a certain degree for the company 
" - Not important for the company 
	  
Table	  10:	  Cross-‐case	  analysis	  of	  company	  objectives	  

	   	  

	   Case	  1	  
Handelsbanken	  AB	  

Case	  2	  
Lulebo	  AB	  

Main	  Objectives	   Customer	  value	  (Client	  
entertainment)	  
Corporate	  brand	  value	  

Enhance	  corporate	  brand	  
Customer	  value	  

	   Handelsbanken	   Theory	   Lulebo	   Theory	  
Corporate	  Objectives	  (Pope	  
1998	  and	  Dolphin	  2003)	  

	    
✓	  

	    
✓	  

Public	  Awareness	   !	   	   !	   	  
Corporate	  Image	   "	   	   ✓	   	  
Public	  Perception	   !	   	   !	   	  
Community	  Involvement	   !	   	   "	   	  
Financial	  Relations	   !	   	   "	   	  
Client	  Entertainment	   !	   	   "	   	  
Government	  Relations	   "	   	   "	   	  
Employee	  Relations	   "	   	   !	   	  
Compete	  with	  other	  companies	   !	   	   "	   	  
Corporate	  Reputation	   "	   	   ✓	   	  
Enhance	  Employee	  motivation	   !	   	   ✓	   	  
Corporate	  Relationships	   !	   	   ✓	   	  
Goodwill	   "	   	   !	   	  
Marketing	  Objectives	  (Pope	  
1998	  and	  Dolphin	  2003)	  

	   ✓	  
	   ✓	  

Business	  Relations	   !	   	   ✓	   	  
Reach	  Target	  Market	   "	   	   !	   	  
Brand	  Positioning	   "	   	   !	   	  
Increase	  Sales	   !	   	   "	   	  
Sampling	   "	   	   "	   	  
Stimulate	  sales	  of	  products	  and	  
services	  

"	   	   "	   	  
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Table	  10:	  Cross-‐case	  analysis	  of	  company	  objectives	  

Source: Own construction 
 
	  
Selection Criteria for Sport Sponsorship 
 
When it comes to the selection criteria for sport sponsorship then it is some similarities between 
the two companies and some differences. Handelsbanken’s main criteria are that they have good 
relations to the clubs, long-term relations and that the clubs have a good policy and values. 
Lulebo’s main criteria are that they want to integrate the sponsorship with their present marketing 
strategy, the clubs need to have a good policy and values and they want to corporate on a long-
term basis. 
 
The cost of the sponsorship is important to Handelsbanken and Lulebo as a criterion, they both 
are willing to invest money and it is important that the investments should give them good 
benefits from the sport sponsorships. Lulebo consider the ability to expose their corporation to 
their target market as a criterion but this is something Handelsbanken do not see as important for 
them since they do not have a specific target market. 
 
Handelsbanken sees hospitality/entertainment possibilities through sport sponsorship as important 
criterion since they want to have the ability to bring clients to the sport events. This criterion is 
something Lulebo does not see as important at all to them when it comes to sport sponsorship 
because they do not have a priority to bring clients to sport events. 
 
Handelsbanken thinks that the opportunity to show commitment to the community as an 
important criterion when it comes to sport sponsorship. This is something Lulebo does not see as 
important and do not have that as a criterion but they see sport sponsorship as a way to help in the 
different districts by supporting different local clubs. 
 
Lulebo see that the possibility to improve the company image and to integrate the sponsorship 
into their present marketing strategy as important criteria when it comes to sport sponsorship 
because they want to have a red thread through their marketing strategy. This is something 

Media	  Objectives	  (Pope	  1998	  
and	  McCook	  et	  al	  1997)	  

	   ✓	  
	   ✓	  

Generate	  Visibility	   !	   	   !	   	  
Generate	  Publicity	   "	   	   "	   	  
Enhance	  Ad	  Campaigns	   "	   	   "	   	  
Avoid	  Clutter	   "	   	   !	   	  
Target	  Specificity	   "	   	   !	   	  
Generate	  Favorable	  Media	  
Interest	  

"	   	   ✓	   	  

Personal	  Objectives	   	   ✓	  
	   ✖	  

Management	  Interest	   ! 	   " 	  
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Handelsbanken does not see as important at all when it comes to sport sponsorship and therefore 
they do not have these as criteria for sport sponsorship. 
 
Handelsbanken consider what types of rights they receive and the revenue opportunities as 
important selection criteria for the sport sponsorship selection, these criteria are something 
Lulebo do not consider as important. 
 
Both of the companies consider long-term corporations together with the sponsored clubs as 
important and for both Lulebo and Handelsbanken it is important that they have good 
relationships to the clubs. Handelsbanken would not consider sponsoring a club if they would not 
have a good relation to that club. Lulebo have a criterion that the clubs need to send feedback 
reports annually and report how they have used the money, how the sponsorship has helped them 
and how their organization are in order to see how many boy and girl athletes the club have.  
 
Both Handelsbanken in Lulea and Lulebo only sponsor clubs from the region. All of the clubs 
must operate around Lulea and in the near areas around Lulea. Moreover Handelsbanken as a 
criterion that all of team they sponsor are some kind of team sports. 
 
None of the companies have any criteria, which consider geographical reach, the capability to 
integrate a product into the sport event, affinity between the company and the sponsored party, 
perceived affinity between sponsor product and sponsored activity 
	  
This data discussion will be simplified through a table, which will contain all of the different 
criteria and a comparison to the different previous research. 
	  
Table keys description: 
✓ - Empirical data support the theory 
✗ - Empirical data do not support the theory 
	  
Table	  11:	  Cross-‐case	  analysis	  of	  selection	  criteria	  

	   	  

 Case 1 
Handelsbanken AB 

Case 2 
Lulebo AB 

Main Selection Criteria -‐ Local	  clubs	  
-‐ Team	  sports	  
-‐ Long-‐term	  cooperation	  

-‐ Local	  clubs	  
-‐ Integrate	  into	  the	  

marketing	  strategy	  
-‐ Long-‐term	  

cooperation	  
-‐ Feedback	  report	  

Selection Criteria Handelsbanken	   Theory	   Lulebo	   Theory	  
The revenue opportunities for 
the company (McCook et al, 
1997) 
 

YES	   ✓	   NO	   ✗	  
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Table	  11:	  Cross-‐case	  analysis	  of	  selection	  criteria	  

	   	  

The company image 
enhancement gained from the 
sponsorship (McCook et al, 
1997) 
 

NO	   ✗	   YES	   ✓	  

The company’s competitive 
advantage gained in the 
market place through the 
sponsorship (McCook et al, 
1997) 
 

NO	   ✗	   NO	   ✗	  

The ability to integrate the 
product into the sporting event 
(McCook et al, 1997) 
	  

NO	   ✗	   NO	   ✗	  

The sponsorship opportunity 
to show the company’s 
commitment to the 
community (McCook et al, 
1997) 
	  

NO	   ✗	   NO	   ✗	  

The hospitality/ entertainment 
opportunities for the company 
that are gained through the 
sponsorship (McCook et al, 
1997) 
	  

YES	   ✓	   NO	   ✗	  

Perceived affinity between 
sponsor product and 
sponsored activity (Walliser, 
2003) 
	  

NO	   ✗	   NO	   ✗	  

Affinity between targets of 
sponsor and sponsored 
(Walliser, 2003) 

NO	   ✗	   NO	   ✗	  

Expected sponsorship 
costs/benefits (Walliser, 2003) 
	  

YES	   ✓	   YES	   ✓	  

The type of right received 
(Walliser, 2003) 
	  

YES	   ✓	   NO	   ✗	  
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Table	  11:	  Cross-‐case	  analysis	  of	  selection	  criteria	  

Source: Own construction 
 
 
 
 
	   	  

Possibility to integrate the 
sponsorship into the 
communication/marketing 
strategy (Walliser, 2003) 
	  

NO	   ✗	   YES	   ✓	  

Contact frequency to target 
groups (Walliser, 2003) 
	  

NO	   ✗	   NO	   ✗	  

Contact quality to target 
groups (Walliser, 2003) 
	  

NO	   ✗	   NO	   ✗	  

Willingness to cooperate on a 
long-term basis (Walliser, 
2003) 
	  

YES	   ✓	   YES	   ✓	  

The popularity and image of 
the potential sponsored party 
(Walliser, 2003) 
	  

YES	   ✓	   YES	   ✓	  

Geographical reach (Walliser, 
2003) 
 

NO	   ✗	   NO	   ✗	  
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6.	  Findings	  and	  Conclusions	  
In this chapter the conclusions will be drawn based on the theory and the analyzed data. Each of 
the research questions will be answered each separately. Findings will also be presented in order 
to reach the stated purpose of this study. Moreover implications of management, theory and 
future research will also be included in this chapter. 
 

	  6.1	  Findings	  and	  Conclusions	  
In this section each of the research questions will be answered in separate sections based from the 
analyzed data from the previous chapter and from the theory from chapter two. Moreover this 
section will provide conclusions for the two research questions from the first chapter. 
 
The international aspect of this thesis will be to compare the two Swedish companies with the 
theory, which have a focus on companies from the North America in order to see difference and 
similarities. 

6.1.1	  Objectives	  for	  Sport	  Sponsorship	  
The analysis in this study with the two case studies has shown that many of the objectives from 
the previous research, which is based on companies from North America, can be applied to the 
companies from Sweden, which this study include.   
 
The result from this study shows that objectives for sport sponsorship varies depending on what 
type of company it is, moreover the most commonly objectives for the companies in this study 
are corporate related objectives, marketing related objectives and within these objectives it is 
varies depending on the company. Both of the companies consider customer value as important 
but it is a difference how they see and how they use sport sponsorship in order to improve 
customer value. Handelsbanken has client entertainment as an objective to improve their 
customer value by bring important clients to sports events. Lulebo on the other hand wants that 
their customer gets something in return from the sponsorship and they are not interested in to 
bring customer to sport events in order to have business meetings. Both of the companies share 
objectives like public awareness as corporate objectives. When it comes to the media related 
objectives both of the companies in Sweden share objective when it come to the objective 
generate visibility and both of the companies does not have generate publicity as an objective. 
More over when it comes to personal related objectives it varies between the companies in this 
study and the major factor that affect is that one of the companies, which is Handelsbanken is a 
decentralized organization and therefore is personal related objectives an objective to them since 
each office made their own decision. Lulebo on the other hand does not have a decentralized 
organization and they did not have personal related objectives when it comes to sport 
sponsorships. This study also showed that none of the companies in Sweden had objectives, 
which included improving and sustaining government relations compared to companies in North 
America. 
 
Moreover the findings showed that companies in the financial industry have objective to sustain 
and improve financial relations with important members/sponsors to the clubs, which companies 
in the real estate industry does not seem to have. 
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Furthermore the findings showed that there is a difference between a company in the financial 
industry compared to a company, which is owned by a city and who operate on the real estate 
industry. Handelsbanken who operates in the financial industry value business relations more 
than Lulebo who value that their customer gets something in return and they are more tied up 
with rules and laws before they can start to cooperate with other companies. Lulebo focus to 
reach target market and employee relations through sport sponsorship but this is something 
Handelsbanken do not have as objectives. The major findings in this study shows that personal 
objectives might differ depending on how the organization is constructed. A decentralized 
organization seem to have personal related objectives because the decisions are made by local 
managers compared to a centralized organizations decisions are made through their marketing 
department. Another finding this study showed is that the objectives varies between what kind of 
industry the company operates in. The objectives are applicable and similar to the companies in 
North America. 
 
A summary of the conclusions and findings from RQ1 is wrapped up in a summary below. 
 

1. Company in the financial industry seem to focus on increase sales and business relations 
and a company from the real estate industry who only lease apartments seem to focus on 
reach target market and employee relations. 

2. Companies in the financial industry seem to value financial relations more than 
companies in the real estate industry 

3. Companies in the financial and the real estate industry share objectives such as to improve 
the corporate brand, public awareness and generate visibility. 

4. A decentralized organization tends to have personal related objectives, which a 
centralized organization does not seem to have. 

 

6.1.2	  Selection	  Criteria	  for	  Sport	  Sponsorship	  
The findings in this study indicates that the companies have several selection criteria when it 
comes to when the companies are going to select, which sport sponsorship proposal they are 
going to sponsor. The main criteria for the companies both shares are that the clubs want to 
cooperate on a long-term basis and the clubs must be local clubs in the area near Lulea. Moreover 
both companies want that the sponsorship expose their corporate brand and that the clubs have 
good values and policies. 
 
Privately own companies seem to value that the sport sponsorship should have revenue 
opportunities and this is similar to companies in the North America. The reason why they have it 
might be that the company’s overall goal is do give profits to their owner and therefore it is 
important that the company invest in sponsorship with good opportunities to get revenue. This is 
something companies from the North America also consider as important since they usually 
invest large sum of money into sport sponsorship in the major sport leagues. 
 
More findings from this study are that companies are prepared to invest more money in sport 
sponsorship if the company receive more exclusivity exposure instead of pay less money and just 
be a company among hundred other companies. 
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Moreover findings shows that companies sees sport sponsorship to some degree in order to 
improve the corporate image by sponsoring clubs from the city. The reason for this criterion is to 
show to stakeholders and inhabitants in the city that the company sponsoring popular clubs from 
the city. 
 
Another finding from this study showed that companies whom have a read thread in their 
marketing strategy and therefore have a criterion that the sport sponsorship need to be able to 
integrate into their marketing strategy in order to keep the read thread through their marketing 
strategy. 
 
Moreover long-term cooperation is something companies from different types of industry see as 
an important criterion. None of the companies want to change sponsorship every year and this is 
something companies in Sweden and North America shares. Furthermore good relationships are 
important in order to keep the cooperation with the clubs on a long-term basis. 
 
More findings in this study shows that status and popularity of the sponsored party is important 
for the companies both from Sweden and the North America and among different type of 
industries. Furthermore it is important to some degree that the clubs are successful in their sports. 
Moreover companies want that the clubs have good values, policies, good organizations and that 
the clubs respect fair play.  
 
Findings in this study when it comes to the geographical reach of media coverage did not have 
any influence in companies’ selection of sport sponsorship proposals in Sweden compared to 
companies in the North America. The reason for the Swedish companies was that the companies 
in this study only sponsor local clubs and therefore are not interested to reach to customers on a 
national level; this was something companies from different industry mentioned. 
 
A summarize of the selection criteria from this study of Swedish companies will be presented 
below. 
 

1. It is important that the clubs have good policies, values and represent fair play 
2. Companies consider long-term cooperation as important together with good relations to 

the clubs. 
3. Companies with a specific marketing strategy wants that the sport sponsorship follows the 

red thread 
4. Geographical reach do not influence the companies who sponsor local clubs 
5. Companies are prepared to invest more money in order to get more exposure exclusivity   
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6.2	  Implications	  
In this section recommendations to managers who are responsible for the sponsorships and the 
sponsoring companies as well as the managers at the sports clubs will be provided. Moreover 
recommendations will be provided for theory and future research. 
 

6.2.1	  Implications	  for	  management	  
The first implication will be directed towards the managers and the staff in marketing department 
at the sponsoring companies. During the study when I worked with this thesis, I have learned and 
got better understanding about sport sponsorship. What I have learned is that it is important that 
the companies set objectives for sport sponsorship before they start to invest money and that the 
company already from the beginning have stated purposes for what they want to gain by 
sponsoring different sports clubs. Because different clubs gives different opportunities and 
therefore it is important to know the purposes and the goals before the company start to work 
with sport sponsorship.  Clear stated objectives and purposes is the fundamental base for a 
successful sponsorship. 
 
The next implication is directed towards the managers at the sport clubs who receives the 
sponsoring money from the companies. During this thesis I have learned that companies want to 
work on a long-term basis especially when the companies invest much money into the clubs. 
Therefore it is important that the clubs and the companies have a good relationship and that the 
clubs offer good opportunities to expose the sponsoring company’s corporate brand. It is 
important that the clubs do not see the sponsoring companies as just companies who give them 
money, it is important that the clubs sees the companies as business partners and therefore offer 
them good benefits since they investing money into the club. 
	  

6.2.2	  Implications	  for	  theory	  
Some of the research from companies in the North America seem to consistent well to companies 
in Sweden when it comes to objectives from the conceptual framework and therefore have the 
empirical finding from this study strengthen the objectives from previous research.  
 
Moreover companies from this study mentioned that policies and fair play is important as well as 
good organizations when it comes to selection criteria for sport sponsorship proposals. So from 
these findings I suggest that these criteria will be added to the existing list of selection criteria for 
sport sponsorship if future research shows the same things from other studies. 
	  

6.2.3	  Implications	  for	  future	  research	  
During this thesis I have noticed that there is a lack of research in this are and therefore is this is 
an area that will need more research in the future in order to bring new insights in the are of sport 
sponsorship. This study focused on a narrow perspective of two Swedish companies who 
sponsored elite teams and smaller district teams in the city where they operate. Since this study 
focused on company objectives and selection criteria for sport sponsorship it would be interesting 
if future research focused on national vs. international sponsoring. Since this study had two 
companies from different type of industry it would be interesting if future research could look at 
companies from the same type of industry. Furthermore this study only consisted of companies 
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who sponsored teams from the local area and therefore it would be interesting if future research 
could take a look at differences between sponsoring on a local vs. national level and see if there is 
a differences in objectives and selection criteria,  



	   	   49	  

Reference	  list	  
Amis, J., Slack, T., & Berrett, T. (1999). Sport sponsorship as distinctive competence. European 
journal of marketing, 33(3/4), 250-272. 
 
Crompton, J. L. (2004). Conceptualization and alternate operationalizations of the measurement 
of sponsorship effectiveness in sport. Leisure studies, 23(3), 267-281. 
 
Dolphin, R. R. (2003). Sponsorship: perspectives on its strategic role. Corporate 
Communications: An International Journal, 8(3), 173-186. 
 
Fahy, J., Farrelly, F., & Quester, P. (2004). Competitive advantage through sponsorship: A 
conceptual model and research propositions. European journal of Marketing, 38(8), 1013-1030. 
 
Farrelly, F. J., Quester, P. G., & Burton, R. (1997). Integrating sports sponsorship into the 
corporate marketing function: an international comparative study. International Marketing 
Review, 14(3), 170-182. 
 
Handelsbanken – Annual Report 2013, Localized (2014-05-08) on Handelsbanken Annual Report 
2013 - Online Version 
 
Handelsbanken – Company Information, Localized (2014-05-08) on Handelsbanken 
 
Jobber, D. (2007). Principles and practice of marketing, 5th ed. Maidenhead: McGraw-Hill. 
 
Lulebo – Annual Report 2013, Localized (2014-05-14) on Lulebo Annual Report 2013 

Lulebo – Company Information, Localized (2014-05-14) on Lulebo - Company Information 

McCook, K., Turco, D., & Riley, R (1997). A Look at the Corporate Sponsorship Decision- 
Making Process. Cyber-Journal of Sport Marketing.  

McDonald, C. (1991). Sponsorship and the image of the sponsor. European Journal of 
Marketing, 25(11), 31-38. 
 
Meenaghan, T. (1991). Sponsorship: Legitimising the medium. European Journal of 
Marketing, 25, 5–10 
 
Miles, M. B., & Huberman, A. M. Qualitative data analysis, 1994. Thousand Oaks. 
 
Olkkonen, R. (1999). Forging links between marketing and sponsorship: A theoretical 
investigation. Turku School of Economics and Business Administration. 
 
Pope, N. (1998). Overview of current sponsorship thought. The Cyber-Journal of Sport 
Marketing, 2(1), 1. 
 
Rowley, J. (1998). Promotion and marketing communications in the information 
marketplace. Library Review, 47(8), 383-387. 



	   	   50	  

 
Sandler, D.M. and Shani, D. (1993) "Sponsorship and the Olympic Games: the Consumer 
Perspective", Sport Marketing Quarterly, Vol. 2 No. 3, pp. 38-43 
 
Saunders, M., Lewis, P., & Thornhill, A. (2009). Research Methods for business students, 4th 
edition Pearson education limited. 
 
Shannon, J. R. (1999). Sports marketing: an examination of academic marketing 
publication. Journal of services marketing, 13(6), 517-535. 
 
Ukman, L (1984) "The special event: finding its niche", Public Relations Journal, pp21 
 
Urriolagoitia, L., & Planellas, M. (2007). Sponsorship relationships as strategic alliances: A life 
cycle model approach. Business horizons, 50(2), 157-166. 
 
Walliser, B. (2003). An international review of sponsorship research: extension and 
update. International journal of advertising, 22(1), 5-40. 
 
Yin,	  R.K.	  (1994),	  Case	  study	  research:	  design	  and	  methods,	  2nd	  edition,	  California:	  SAGE	  
 
Interviews 
 
Jörgen Ericsson, Office Manager, Handelsbanken in Lulea – 2014-05-07, 13.00 - 13.45 
Thommy Johansson, Communication Coordinator, Lulebo in Lulea – 2014-05-13, 13.10 – 13.45 
 
 
	   	  



	  

Appendices	  

APPENDIX	  A	  –	  INTERVIEW	  GUIDE	  -‐	  ENGLISH	  
	  
General	  Information	  
	  
-Name of the company: 
-Name/ position of the respondent: 
-Type of industry: 
-Yearly turnover: 
-Number of employees: 
-How many percent of the marketing budget goes to sport sponsorships: 
-What type of different sport do you sponsor at the moment: 
-When did the company start with sport sponsorships: 
 
Why is the company involved in sport sponsorships? 
 
Objectives for sport sponsorship 
 

1. Does your company strive to increase awareness through sport sponsorship among the 
public? 

 
2. Through sport sponsorship does your company want to improve the image about the 

corporation? 
 

3. Through sport sponsorship does your company want to improve the perception that the 
public have about your corporation? 

 
4. Do you see a chance through sport sponsorship to be involved in the community? 

 
5. Does your company see a chance to build financial relationship with audience through 

sport sponsorship? 
 

6. Does your company would like to have an opportunity through sport sponsorship to bring 
clients to sport events 

 
7. Does your company have objectives to improve relations with the government through 

sport sponsorship? 
 

8. By being a sponsor of an elite team do your company see that as a way to attract potential 
new employees? 

 
9. Is sport sponsorship for your company a way to gain competitive advantage over 

competitors? 
 



	   	  

10.  Does your company have an objective to increase the reputation of the corporation 
through sport sponsorship? 

 
11.  Do you see a chance to improve the motivation among employees through successful 

sport sponsorship? 
 

12.  Do you see a chance to improve relationships with stakeholder by being a sponsor? 
 

13.  Do the company want to increase the goodwill through sport sponsorship? 
 

14.  Do you see a sport sponsorship as an opportunity to get in contact and build relationship 
with other companies? 

 
15.  Does your company want to reach your target market for consumers through sport 

sponsorship? 
 

16.  Does your company see sport sponsorship as an opportunity as a chance for brand 
positioning? 

 
17.  Does your company see sport sponsorship as a chance to increase your sales? 

 
18.  Does your company want to send out test products to the audience or members to see if 

there is an interest of your products? 
 

19. Does your company see an opportunity to stimulate sales through a sport sponsorship? 
 

20.  Does your company want that sport sponsorship generate visibility to your 
communication messages? 

 
21.  Does your company want that sport sponsorship generate publicity about your company? 

 
22. Does your company see a chance to enhance ad campaigns through sport sponsorship? 

 
23.  Do your company see sport sponsorship as a chance to avoid media clutter (i.e. internet 

ads)? 
 

24.  Does your company see sport sponsorship as an opportunity to reach unique target 
groups? 

 
25.  Does your company see sport sponsorship as an opportunity to gain media interest by 

being associated with strong and popular elite teams or athletes? 
 

26. Is sport sponsorship in your company in some how influenced by personal objectives 
from managers? 

 
27. Does your company have any other objectives than these we have discussed about? 

 



	   	  

Selection criteria for sport sponsorship 
 
Does your company have a general evaluation process for sport sponsorship proposals? 
 
What types of criteria of a sport sponsorship are most important to your company? 
 
What influence does television coverage have on the sponsorship decision? 
 
What kind of information requirements, such as costs, contracts, benefits, etc., do you prefer in a 
sponsorship proposal? 
 
What kind of factors within the corporation controls the decision to sponsor sport (e.g., time, 
money, sponsor conflicts, loyalties, community relations)? 
 
 
	  
	  
	  
	   	  



	  

APPENDIX	  B	  –	  INTERVJUGUIDE	  -‐	  SVENSKA	  	  	  
	  
Allmän information 
 
-Företag: 
-Namn/position på respondent: 
-Bransch: 
-Årlig omsättning: 
-Antal anställda: 
-Hur många procent av marknadsföringsbudgeten går till idrotts sponsring: 
-Vilka typer av sporter sponsrar ni för tillfället: 
-När började företaget med idrotts sponsring: 
 
Mål med idrotts sponsring 
 

1. Strävar ert företag efter att öka medvetenheten om företaget hos allmänheten genom 
idrotts sponsring? 

 
2. Vill ert företag förbättra bilden av företaget genom idrotts sponsring? 

 
3. Vill ert företag genom idrotts sponsring förbättra uppfattningen som allmänheten har om 

ert företag? 
 

4. Ser företaget en chans att genom idrotts sponsring bli mer involverad i samhället? 
 

5. Ser företaget en chans att bygga finansiella relationer med starka medlemmar i klubben 
eller i publiken genom idrotts sponsring? 

 
6. Genom idrotts sponsring vill ert företag ha möjligheten att ta med kunder till idrotts 

evenemang hos den klubb som ni sponsrar? 
 

7. Har ert företag som mål att förbättra relationer med myndigheter/regering genom idrotts 
sponsring? 

 
8. Att vara sponsor till ett elitlag ser ert företag det som en chans att locka nya medarbetare 

till företaget? 
 

9. Är idrotts sponsring ett sätt för ert företag att få konkurrens fördelar gentemot 
konkurrenter? 

 
10. Har ert företag som mål att öka ryktet för företaget genom idrotts sponsring? 

 
11. Ser ert företag lyckade sponsorskap som ett satt att öka motivationen hos era anställda? 

 
12. Ser ert företag idrotts sponsring som ett sätt att förbättra relationer med företagets 

intressenter? 



	   	  

 
13.  Vill ert företag öka eran goodwill genom idrotts sponsring? 

 
14. Ser ni idrotts sponsring som ett sätt att bygga och förbättra ert företags kontaktnät med 

andra sponsorer till en viss klubb? 
 

15. Genom idrotts sponsring vill ert företag nå era mål marknad av konsumenter? 
 

16. Ser ert företag idrotts sponsring som ett sätt för varumärkes positionering? 
 

17. Ser ert företag idrotts sponsring som ett sätt att öka företagets försäljning? 
 

18. Genom idrotts sponsring vill ert företag ha möjlighet att skicka ut test produkter till 
medlemmar eller publik för att se vad det finns för intresse av produkterna? 

 
19. Ser ert företag idrotts sponsring som ett sätt att stimulera företagets försäljning av 

produkter eller tjänster? 
 

20.  Vill ert företag genom idrotts sponsring öka synligheten hos allmänheten genom media 
för att få ut ert kommunikations/reklam budskap? 

 
21. Vill ert företag genom idrotts sponsring öka publiciteten om företaget I media? 

 
22. Ser ert företag idrotts sponsring som ett sätt att förbättra era reklamkampanjer? 

 
23.  Ser ert företag idrotts sponsring som ett sätt att undvika mediebrus (t.ex. internet 

reklam)? 
 

24. Ser ert företag idrotts sponsring som en möjlighet att nå unika målgrupper för företaget? 
 

25. Ser ert företag idrotts sponsring som en möjlighet att öka medieintresset för er genom att 
associeras med starka och framgångsrika idrottslag? 

 
26. Är idrotts sponsring I ert företag påverkade på något sätt av personligaintressen från 

chefer? 
 

27.  Har ert företag några andra slags mål som vi inte har pratat om? 
 
 
 
 
 
 
 
 
Urvalskriterier för idrotts sponsring 
 



	   	  

• Har ert företag någon generell beslutsprocess när det kommer till idrotts 
sponsringsförslag? 

 
• Vilka kriterier ar viktigast för ert företag när det kommer till idrotts sponsring? 

 
• Har media bevakning någon påverkan när det kommer till beslut om idrotts sponsring? 

 
• Vad för typ av informationskrav som kostnader, kontrakt, fördelar etc. föredrar ert företag 

i idrotts sponsringsförslag? 
 

• Vad för faktorer inom företaget styr beslutet om sponsring utav idrott (t.ex. tid, pengar, 
sponsor konflikter, lojalitet, relationer till samhället etc.)? 

 
• Finns det några andra kriterier som företaget har som vi inte har tagit upp? 

 


