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Abstract: 
 
Sponsors supporting an event will offer financial support in order to get services based on the 
mutual agreement, This thesis is about having better understanding on the significant factors for 
a non- profit organization, to support an event. The sponsorship is exclusive based on the type of   
offered service and events. The concept of event marketing would not be the same for all events. 
Sport events and industrial exhibitions and international music festivals or just an international 
art auction in London are all events which have different criteria for sponsors and offer different 
services for investors. Each of mentioned examples needs different research in assessment of 
important factors which influence the sponsors or in other word in marketing aspect. The 
financial supports of these events by famous brands, defined as sponsorship, play a significant 
role in these events.  In this research the public market event in regional scale would be 
investigated for two Iranian charity organizers.  These public markets are hold almost every year 
in order to help the charities in fundraising. The duration of these public event would be from 
two to 4 days and approximate between 10 to 15 thousands visitors participate.  
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1. Chapter 1: Introduction 
 
In this chapter a brief summary of this study would be presented. The brief introduction with the 
event management concept and the different types of events would be discussed. The definition 
of sponsorships and the role of sponsors in events would be clearly stated. Finally the purpose of 
this research and the questions are followed.  

1.1Event management  
 
Every event would be held for a reason. It may be set for introducing a new product to 
international market or it would be a national music festival which has international media 
coverage like American Music awards which leads to Grammy awards in States. Whatever the 
subject of event would be, it just directs and defines the customer segment of event which is 
related to the marketing of event. Event management divides the whole details of event from A 
to Z into the different sections based on the segments defined by the marketing. Event manager 
will produce a clear goal and objective for each section. 
 
 
Each event regardless of the scale and the market segment of event consists of following 
sections: 
 
• Event Design and Themes: designing an event means defining every detail from the 
presenters and audience point of view. The decoration and welcoming at the entrance and the 
dessert and foods all belong to the design of event. It also includes the laws and administrative 
side of event and risk management in specific circumstances. 
• Human Resource: Management, leadership and volunteer management. How many people 
and staff should be hired for event, HR is one of the most important parts of event management. 
• Finance and Events: Budgets, revenue and price management. Finance means the flow of 
money within the event. It also relates to the financial expenses of the event but it does not cover 
the funding of event. 
• Sponsorship and Fundraising:  To support the event financially based on attracting sponsors 
and fundraising for the event which let the event survive. This section would be defined as 
follows: 
• Marketing and Communications: This section tries to define the way an event should be 
promoted based on the defined customer segments. How the event should be introduced to public 
and it also arranges the communication channels and advertisement types of the event. 
 

1.2. Public Event Categories :  
Based on the Shank studies in nineties, events in sport point of view have been divided into 
different groups called Sport Event Pyramids. Although our research is not directly related to the 
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sport event but this category could be applied in this research as a scientific reference of events 
which put all the events based on the scale of regions that they cover. (Shank 1999)  
 

 
Figure 1 -Events Pyramid ( Shank 1999) 

 
 Based on the Shank studies, the Global Events as the top owner of Pyramid, it had the broadest 
coverage in Media and is exposed worldwide. These kinds of events generate remarkable deal of 
interest among the viewers and consumers around the world despite the few numbers of the 
events which are handled. Next step would be International Events which are organized by multi 
nations and they are not as great as Global Events e.g:  European Cup Soccer. Interest among 
consumers in a single country or even in two countries would put the event in national group in 
the one step lower than international group.  
 
The regional events have the much broader scale in geographic level which also have a less level 
of interest in the event for fans and consumers.  
The concept of this Pyramid would be as instrument which gives marketers a sense of 
understanding of the level of sponsorships which fit based on the position of event in this 
pyramid. (ibid) In this research study of event would be analyzed in the regional event which 
covers a city and hereinafter the word of event would be also refers to the regional event.  

1.3 Definition of Sponsorships: 
 
Scholars define sponsorship as an “investment in an activity in exchange for access to the 
commercial potential associated with that activity” (Meenaghan, 1991). 
In the sense of charity organization a sponsor is a person or a company that support the cause of 
the charity organization and in return he or she does not want anything. But when a charity 
organization wants to hold an event, for covering the cost of that event and for its cause will 
attract sponsors. These sponsors to the side of helping a charity organization want to use the 
event to promote themselves and to advertise. 
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So in this matter the definition of a sponsor will be an individual or a company that supports the 
charity organization in its needs and cause and in return for access to utilize commercial 
potential of the charity organization and it can deliver increased awareness, build a brand and 
propensity to purchase. In these kinds of events sponsorships are categorized in different levels 
and different categories that will be explained in more details further in this case study.  

 1.4. Charity Organizations:  
 

 United Nation provides this definition for Non-governmental Organizations: “A non-
governmental organization (NGO) is any non-profit, voluntary citizens' group which is organized 
on a local, national or international level. Task-oriented and driven by people with a common 
interest, NGOs perform a variety of service and humanitarian functions, bring citizen concerns to 
governments, advocate and monitor policies and encourage political participation through 
provision of information. Some are organized around specific issues, such as human rights, 
environment or health. They provide analysis and expertise; serve as early warning mechanisms 
and help monitor and implement international agreements. Their relationship with offices and 
agencies of the United Nations system differs depending on their goals, their venue and the 
mandate of a particular institution.” 
 
Charity organizations are one branch of NGOs that are providing different services from the 
people to the people in need, such as medical, education, work and etc.  
Since all of the funds that Charity Organizations has are based on donations, the use different 
events and methods to attract donations for their cause. One of these methods is Non-Profit 
Charity Events that each charity organization has their own definition for them, such as concerts, 
food festivals, Norooz (Persian New Year) festivals, Sports events and etc. 
 
The process of registering Charity Organization in Iran is as follows: All the organizations at the 
first step must be registered as non-governmental organization at the Company Registration 
General Office to register the name and the trademark of NGO. The second step after the 
registration would be at the Ministry of Interior of Islamic republic of Iran at the office of 
charities and Public beneficiary’s office and this step the national security police is responsible to 
confirm the charities organizations. Ministry of Interior (2009). 
  
In fact it must be clearly stated that this process is belong to the NGO base charities, there are 
also some type of charities that are semi-governmental like Imam Khomeini 
Relief foundation or State Welfare Organization of Iran that they are exempted from 
this research process hereafter.  
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The type of Charity’s registration determines the type of investment’s tax. The governmental 
charities sponsor’s fund will be tax credit for investors while other NGO’s investment would be 
considered as Tax deduction.  
 

1.5. Sponsorships of non-government Organizations 
 
The sponsorship policy of different firms and businesses are often based on one of the two 
following drivers. “These drivers aim to get more brand awareness and to maintain good 
relationships. These drivers affect the requirements from the sponsored organization, the desired 
overlap between potential customers and members groups of the NGOs and the method of 
activation.” For firms, for whom getting more brand awareness is supreme important, the 
sponsor policy is much more focused on a NGO with a high reputation and a broaden 
membership network with potential customers. (Greet Overbeek, 2011) 
 
There is a growing perception that the traditional solutions are often insufficient in to address 
certain social challenges (Selsky & Parker, 2005) and that instead joint action is required 
between different actors. This is reflected in increase of alliances between nongovernmental 
organizations (NGOs) and businesses in recent years, to jointly plan and implement projects or 
missions that are related to the social  (Selsky & Parker, 2005). 
 
Partnerships between business ses and NGOs can be defined broadly as collaborative processes 
spanning the private and nonprofit spaces. Particularly in both economic and noneconomic 
objectives, like improving the welfare of society in general (Berger, Cunningham, & 
Drumwright, 2004).  
 
Hence, various researchers have approached this subject, to study of the principal dynamics that 
favor development of successful partnerships between Business and None-Governmental 
Organizations (Austin, 2000; Austin & Seitanidi, 2012; Berger et al., 2004; Gutierrez et al., 
2012; Ishikawa & Morel, 2008). 
 

1.6. Research purpose:  
 
The purpose of this case study is to evaluate the works that have been done in different charity 
organization regardless of their causes and objectives. Since a charity organization is a NGO 
(Non-Governmental Organization) and also non-profit organization it should consider that they 
cannot make any business related act, so for a charity organization it is very important to be 
cleared from all business related and commercial activities. 
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The goal is to have a clear path for charity organization in order to find Sponsors for their non-
profit events. Evaluate the existing methods of finding Sponsors for non-profit charity events and 
suggest the better method in general for a charity organization and also create better options in 
order to attract more Sponsors for a non-profit charity event. 
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2. Chapter2. Literature Review:   

2.1. Introduction  
 
 In this chapter scholar literatures has been reviewed, in marketing of event the papers and 
thesis which were related in the field of Marketing and promoting an Event would be analyzed, 
because the range of advertises for marketing an event would be the same as promotion of 
sponsors beyond society while in Charity markets the sponsors and the supporters would be 
investigated briefly. In sponsorship the general form of financial supports of a firm would be 
discussed while in the Sponsoring and Advertisement the direct link of the Advertisements and 
the sponsorship would be analyzed, in branding with social responsibility the credit of Sponsors 
in the visitors eye would be discussed and it will state how the sponsorship could gain positive 
attitude for a Brand regardless of marketing. At last but not least the Tax issues would be 
discussed and how the credits would be achieved by the companies who invest in the charities 
market. At last in conceptualization and frame of reference the factors which were affect the 
decision process of sponsors would be briefly stated at the end of chapters.  
 

2.2. Sponsorship 
  
Researchers characterize sponsorship as an interest in an action in return for access to the 
business potential connected with that movement (Meenaghan, 1991). The sponsorship in the 
business scholar has studied at different levels from different points of view. The sponsorship 
expense makes an event conceivable, while the patron gets access to the event actively present 
participants. Subsequently, sponsorship look for the possibility to change the actively present 
viewer's mentality (Cornwell and Coote, 2005). Corporate sponsorship almost generates a 
desirable image for the sponsor, both at the brand and corporate (Gwinner and Eaton, 1999). In 
fact the way, one product item may share the image of an endorsing celebrity, meanings held by 
events could be parts of a brand through sponsorship (Cornwell and Coote, 2005; Gwinner, 
1997). Sponsorship involves two exercises: a trade with the occasion or venue and after that 
correspondence of the affiliation where the backer powers that relationship with other 
showcasing activities (Cornwell and Maigan, 1998). Monetary profit for sponsorship venture is 
frequently one and only objective of backers. Organizations might monetarily put resources into 
sponsorship, give items and administrations in groups, or advance social causes to be a decent 
national or give something over to the group or society (Bovair et al., 2002).  
 
As customers are relied upon to like the social parts of sponsorships (Simmons and Becker-
Olsen), Supporting a solid occasion in buyers' groups may assume a significant part in fortifying 
those purchasers' dedication to the customers. Researchers, have yet to concentrate on how 
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existing item information impacts the actively present people's view of backers as socially 
mindful. 
  
 

2.3. Sponsoring and Advertisement 
 
 For companies that sponsoring an event it is very important to promote a product or service. The 
collaboration between the Sponsor and Marketing for an event is that quantity and types of 
information that pass on between sponsors and event attendance is increased (Grohs et al., 
2004). The important issue in Marketing within an event would be the direct contact with the 
potential customer. 
 
Among the various profits of sponsorship, the most different profits to supporting organizations 
are correspondence open doors, for example, making brand mindfulness, upgrading ideal 
mentality at the brand, affecting expectation to buy, and adjusting to occasions further bolstering 
improve good fortune (Pitts and Stotlar, 2002; Rodgers, 2004). Pitts and Slattery (2004) found 
that more than 90% of game backers expressed that their essential objective in the game markets 
is to build brand mindfulness, and game sponsorship is a standout amongst the best 
correspondence vehicles to accomplish the showcasing destinations. Besides, analysts (e.g., 
Grohs et al., 2004; Miloch and Lambrecht, 2006; Tobar, 2006) have reliably observed that, in 
view of its novel attributes in building customer connections, for example, fans' enthusiastic 
connection, mental and behavioral duty, and dedication to a particular game group or occasion, 
sponsorship in games assumes a noteworthy part as an advertising device to convey supports' 
messages to different scopes of clients. 
  

2.4. Branding and Sponsorships: 
 
Sponsorship serves as an event, and fit facilitates information processing by generating an 
explanation in order to promote a company’s visions (Mao and Krishnan, 2006). Empirical 
evidence finds event match important in brand extensions. Specifically, a brand can extend more 
easily when the new product is about to come into the market. (e.g., Lei et al., 2008). Branding 
by sponsorship shape people's expectations and hence is conceptually more fluent (Lee and 
Aaker, 2004). While sports events may portray a strong, masculine and even aggressive image, 
charity events, theatres and arts festivals tend to give a special, exclusive and conservative 
impression (Gregan-Paxton and Roedder-John, 1997; Moore and Homer, 2008; Roy and 
Cornwell, 2004). 
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2.4.1. Sponsorships and Brand Image Behrer and Larsson Model: 
Event sponsorship had effect on the Brand Image, event sponsorship can be used as a tool to 
build brand image. By reviewing different scholar models and theory concerning the subject, in 
this section the impact which event sponsorship have on brand image will be further explained. 
Event Sponsorship’s Impact on Brand Image Behrer and Larsson (1998) believed that it exist 
certain key factors that needs to be noticed in the process of building brand image.  

 
Figure 2 Spansorships and Brand Image- Behrer & Larsson – 1998, P 151610 
 
The above figure shows the significant factors of brand image, how they are connected to 
impacting image. These key factors in the figure above are stated as follow: the organizations’ 
communication, physical environment, social responsibility, service, ethics, products, local and 
public commitment as well as the behavior of the representatives of the organization in general. 
“During an event these key factors acts in a concentrated and focused form, when in a normal 
situation these would be more scattered in time and space.” (Behrer and Larsson, 1998) 
 

 The communication factor in the Behrer and Larsson model entails the actual message 
both during and in connection to the event. The physical environment, which as an iconic 
tangible factor, where the event actually takes place would definitely have an influence on the 
image of sponsor’s Brand.  Event location since it helps in the process of defining a meaning to 
the event, the experience and the message. 

 
 Sometimes sponsors get benefit from the public events as a place of promotion for 

upcoming products or service they offer. These promotions would also have direct effect on 
image creation by conducting events where the potential customers get a chance to try the 
products or services.  
 

According to the mentioned model, the theme of events, the ethics or social responsibility 
of an event would help also to build the image of Brand. The local and public engagement of an 
event can also have an impact on image. Behrer and Larsson (1998) Finally, Behrer and Larsson 
(1998) mentioned that the behavior of the Sponsor’s representatives is highly impacting on 
Brand image. For instance the staff behavior at the event which could transfer pleasant to 
viewers could be just the message of the event and the solidarity between the participants and 
brand.  
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Gwinnder (1997) had stated different factors in the transferring a Brand Image of sponsors. The 
time an event sponsor wants to transfer the event’s image to the brand image, certain internal and 
external variables will form the process. The attendees’ common perception of the activity and 
event would define the image of an event. Gwinner’s model represent more factors for Branding 
and Sponsorship which covered two different group, characteristics of the event and the 
individual factors.  
 
 
 

 
Figure 3 Branding & Sponsorship- Gwinner Model  1997 
  
 
The mentioned as presented in the figure below. Gwinner’s (1997) Image Creation & Transfer 
Model Gwinner (1997) 
 
 

2.5.Tax and sponsorship:  
 
At the first step actually the important issue must be considered, the main issue is that the 
government policy regulate much of the sponsorship’s fund. For instance the State of New South 
Wales regulation for gambling had a good case indeed, based on this regulation: “the clubs 
which support poker machines must give 1.5% of their poker machine revenue to the community 
to qualify for any taxation deductions”(Dounghney, 2002). Tax deduction and tax exemption and 
tax credit would be considered as the main rules about the money which companies invest in a 
charity organization based on their national rules. Tax deduction or exemption would called to 
reduction of capital that is able to be taxed, and is commonly considered as an expenses, 
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particularly those incurred to produce additional income. The difference between deductions, 
exemptions and credit is that deductions and exemptions both reduce taxable income, while 
credits reduce tax. Piper & Max (2014).   
 
Although the local non-profit organizations significance is widely acknowledged, but the tax 
rules could influence the donation and supports as sponsorships of an event according to the 
financial situation of the company. Based on the Iranian law just there are few recognized 
charities donation would be considered as a tax credit such as Imam Khomeini relief foundation, 
khayerin madresesaz which is responsible in constructing schools in developing regions and 
Mahak charity which is responsible to support child cancer patient.  
 

2.6. Marketing of Event & Sponsorship  
 
“There often exist confusion of the concepts of sponsoring and event marketing.” (Linnea 
Jonsson 2013).  How to distinguish the differences between traditional sponsoring and 
sponsoring within event marketing could make this confusion more clear. Usually traditional 
sponsoring is a contract between at least two sides and when an organization buys exposure at an 
existing event. In fact “the sponsors of an event buy not only just the exposure at the event, but 
also buy certain rights to use the event in their marketing in other ways and use it in 
communication. “(Linnea Jonsson 2013). Event marketing uses the event as an integrated 
communication, both within and outside the certain event. It is possible to call event marketing 
the developed form of sponsoring. (Behrer and Larsson, 1998) 
 
While those strategies are still essential in driving occasion participation, the media scene has 
changed. As opposed to turning to the nearby daily paper, individuals turn to web indexes and 
interpersonal organizations for occasion data. (James 2009).  Rather than essentially enlisting for 
an occasion, potential registrants turn to social channels to hear what others need to say in 
regards to that occasion first. 
 
Social networking has on a very basic level moved the way individuals assemble and digest data. 
Accordingly, occasion organizers need to comprehend and influence social networking to reach 
potential actively present people in the spots they try for data on the web, and in addition all 
things considered. 
 
While it appears everybody is bouncing on the social networking fleeting trend these days, don't 
stress, you won't be deserted! Moreover, occasion administration apparatuses can make it simple 
to arrange your social networking showcasing. A decent occasion administration framework can 
serve as the center point for the greater part of your online occasion showcasing and at last drive 
enrollments to change over your social networking endeavors into quantifiable enlistments, 
tickets and dollars. In any case how would you catch individuals' consideration? Furthermore 
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why would they think about your occasion at any rate? Great inquiries. In the event that you 
utilize the how and why to guide your online networking technique, your occasion will harvest 
all the profits social networking brings to the table. 
Fundamental elements of event marketing are as follow: 
 

1. Networking opportunities: Individuals can distinguish potential associations they will 
make at your occasion through social networking. Actively present people can 
likewise organize through social networking some time recently, amid, and after the 
occasion, which can change the dynamic of the occasion in a constructive manner, as 
more serious dialog and interest can happen if actively present people have a higher 
regular information point toward the begin of the occasion. 

 
2. Educational Content: Clients self-select what themes they are occupied with and what 

they think about on online networking. They join talk gathers on Linkedin, get to be 
fanatics of pages and brands on Facebook, tweet about particular themes, and offer 
content they discover intriguing. Organizers can create fabulous instructive substance 
for their occasions by observing these social networking exercises. Besides, after the 
occasion is over, your instructive substance exists on. Online networking exchanges 
and imparting can broaden the lifetime estimation of your occasion past what 
happened on location. 

 
3.  Flawless Execution: Social networking forces everybody included – speakers, 

actively present people, staff, even you, the occasion organizer – to perform their 
best. Actively present people are engaged to wind up analysts or commentators of 
occasions. At the point when outfitted with informal communities that go about as a 
worldwide web distributed stage, actively present people can without much of a 
stretch distribute their input for the world to see. Sounds unnerving, yet it likewise 
implies more distinguishing and reputation for your occasions! By the same token, 
organizers can utilize online criticism to take their occasion encounters to the 
following level. Also, your occasions will just improve when speakers better tailor 
their messages to the gathering of people, staff parts give better administration at the 
occasion and actively present people captivate on a deeper level. 

2.7. Charity Marketing:  
 
Truly, a standout amongst the most looked for after sponsorship exercises has been that 

of the "title support". Reviewing, for the minute, the meaning of sponsorship as "a money and/or 
in kind expense paid to a property (ordinarily a games, amusement, non-benefit occasion or 
association) in exchange for access to the exploitable business potential connected with that 
property" (IEG 2000), title sponsorship is characterized here as the privilege to impart the 
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authority name of a property, occasion or movement in return for installment to the current 
property, occasion, or action manager. 
  
When all said is done, sponsorship can be relied upon to impact future money streams for 
various reasons as chronicled by Mishra et al. (1997). On the positive side, sponsorship may 
enhance esprit de corps among workers, construct picture and mindfulness with purchasers, and 
encourage channel part acknowledgement and advance goodwill. On the negative side, Mishra et 
al. (1997) point out the capability of office issues and the difficulties of intra-organizational 
coordination. A few parts of sponsorship may influence somehow relying upon setting; 
sponsorship exercises may secure the firm from pitfall showcasing if decently executed yet could 
abandon them open to assault. Additionally, support occasion fitness can bring buyer 
acknowledgement however poor fitness can prompt perplexity and potentially attributions of 
Commercialization. 
  
Title sponsorships, particularly of recreations properties with overall solicitation, are rich. As a 
case, some have battled that "PGA right's costs have gotten amazingly high, so much that the 
heads at the supporting associations are asking themselves, 'What's our benefit for this?'" (Foust 
and Grow 2002). In short, the expenses of amusements properties tend to be presented by wide 
media degree (Fry 2005) and by the lifestyle affiliation they offer amidst fans and brands (Amato 
et al. 2005). 
  
Sponsorships, for example, Barclays New Jersey Nets stadium at $400 million and Adidas 
sponsorship of the German national football group at $298 million have been compared to the 
expense of another industrial facility or purchasing an alternate organization (The Economist 
2008). Their cost brings into inquiry their capacity to give a sufficient degree of profitability. 
  
Past results proposing organization hypothesis at work in sponsorship are blended. The results 
here give no further clarity in that no relationship is found between hierarchical money stream 
and sponsorship returns. Sponsorships encountering media examination, as title sponsorships do, 
may be less subject to organization impacts. Likewise blended are past discoveries in the writing 
on business esteem. Conversely, a solid positive relationship between an association's business 
sector esteem and its unusual returns has been discovered. Contentions that little firms may 
encounter a more noteworthy effect from sponsorship are perhaps balanced by the extent to 
which extensive firms may influence and initiate their beginning venture subsequently making 
them more significant. Plainly, a two million dollar title sponsorship is not the same as a two 
million dollar title sponsorship sponsored by two million in leveraging and actuation. This study 
underpins prior discoveries and includes new experiences proposing that sponsorship 
achievement is not equivalent and is not static. (The Economist 2009) 
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2.8 Research Problem:  
“There often exist confusion of the concepts of sponsoring and event marketing.” (Linnea 
Jonsson 2013). As it mentioned in this chapter sponsorship can be relied upon to impact future 
money streams for various reasons as chronicled by Mishra et al. (1997). Also the sponsorship 
policy of different firms and businesses are often based on one of the two following drivers. 
“These drivers aim to get more brand awareness and to maintain good relationships. These 
drivers affect the requirements from the sponsored organization, the desired overlap between 
potential customers and members groups of the NGOs and the method of activation.” For firms, 
for whom getting more brand awareness is supreme important, the sponsor policy is much more 
focused on a NGO with a high reputation and a broaden membership network with potential 
customers. (Greet Overbeek, 2011) 
 
This way the Partnerships between businesses and NGOs can be defined broadly as collaborative 
processes spanning the private and nonprofit spaces. Particularly in both economic and 
noneconomic objectives, like improving the welfare of society in general (Berger, Cunningham, 
& Drumwright, 2004).  
 
There are different factors in the transferring a Brand Image of sponsors. The time an event 
sponsor wants to transfer the event’s image to the brand image, certain internal and external 
variables will form the process. Gwinnder (1997) 
Hence, various researchers have approached this subject, to study of the principal dynamics that 
favor development of successful partnerships between Business and non-governmental 
organizations (Austin, 2000; Austin & Seitanidi, 2012; Berger et al., 2004; Gutierrez et al., 2012; 
Ishikawa & Morel, 2008). 
 
 

2.9. Research Questions: 
 
The process of attracting sponsors for service Charities is the concept of this research.  
How a firm can attract sponsors of non-profit charities within the context of Service. Based on 
the researches and literature reviews which will be presented in chapter 2, the following 
questions would be presented as follow:  
 
Main question for this research would be: How a firm can attract sponsors for non-profit 
charities?  
 And sub questions would be as follow:  
1.     What are the criteria’s that sponsors consider providing support for non-profit service 
charities?  
2.     What is the decision process of a sponsor to support a non-profit charities event? 
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2.10. Conceptualization and Frame of Reference: 
 
The Miles & Huberman clearly emphasized at their research in 1994 about the conceptual 
framework as follow; “The conceptual framework explains, either graphically or in narrative 
form, the main things to be studied.” Based on the literature review which was mentioned in 
previous chapter the frame of reference could be developed as follow the way highlight the 
issues and factors which play the important rules and have the significant effect in the research 
questions and effect the company decision in Supporting an event in financial aspect in order to 
get the company’s logo be in the list of the sponsors in advertises. The factors which are related 
to the registration of Charities, and charities had no control on them, like the types of charity and 
Tax type of Charity has not been stated in this conceptual frame of Reference.  
This section would briefly state the factors which literature state had effect as a sponsorship of a 
firm and the table of factors would be followed at the end. The last table of frame and references 
would be the basis of the questions which is in Appendix no1. 
   

2.10.1. Advertisement & Sponsoring: 
 
Sponsors advertise because they hope it will help them sell some product, service, or idea 
(tabassom-2011). The way advertisements of an event could make a company be interested in 
sponsoring an event is a factor for sponsors.( Kang, Kee Jae, and David Stotlar. 2011).The 
Communication channels which are planned to promote markets such as National Newspaper 
and Social Networking with consideration of the online supporter of the firm, Public advertises 
and banners in the city. This issue is clearer in sports events sponsorship campaign ( Kang, Kee 
Jae, and David Stotlar. 2011). The volume of short message text advertisement of the event and in 
other words whole communication channels which sponsors would like to add in their logo under 
would be a factors for sponsors based on the literature review. 
 

2.10.2. Representative: 
The empirical data supports Behrer and Larsson (1998) theory concerning that the behavior of 
company’s representatives will impact the event’s image and sponsors. (Lara 2013). This way 
the operation group title would influence the decision of sponsors.  

2.10.3. Charity and Branding:  
 The communication factor in the Behrer and Larsson model entails the actual message both 
during and in connection to the event. The physical environment, which as an iconic tangible 
factor, where the event actually takes place would definitely have an influence on the image of 
sponsor’s Brand.  As it mentioned in Branding and Sponsorship both mentioned models 
approved that being part of change in specific theme had direct and positive affect on visitor’s 
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anticipation of visitors. This way the theme of the charity would be important. The theme of the 
event which was related to charities could be highlighted somehow especially those are related 
with the health, cancer, and women. But it must considered that each of these examples have 
different meaning depending the people cultures and nationalities.   

2.10.4. Event Visitors:  
The types of the market and the location would determine in this aspect. Location of an event 
would be one of the main tangible cases for an event as a service. On the other hand also the 
potential participants of the event could play a role of customer segment and the other hand. The 
type of visitors like the age and race, sex and the education of participants could influence the 
decision of director of a company.  
 
The factors  Details  
Branding and Advertisement • Reaching costumers by companies 

without go-between  
• Attaching the Brand with a charitable 

act  
• Promotion 
• Using Charity Organizations potential 

advertisement channel 
• Product lunching  

Social Responsibility and Public Beneficiaries  • Organizations objective 
Charity and Charitable Act • Charity event location 

• Participant segment 
• Events can be targeted for a especial 

target market  
• Helping the cause of the charity 
• Participation in a Charitable Act 

Table 1- factors of Sponsorsship –Author's own compiliation, Behler (1998), Lara (2013), Kee Jaee(2011),David 
Soltar(2011), Tabassom (2011). Hubermann(1994), (Cornwell and Maigan, 1998), Mishra et al. (1997), (The Economist 
2009), (IEG 2000), Piper & Max (2014) (Linnea Jonsson 2013), (Dounghney, 2002), Gregan-Paxton and Roedder-
John, 1997; Moore and Homer, 2008; Roy and Cornwell, 2004. Pitts and Stotlar, 2002; Rodgers, 2004 , (Cornwell and 
Coote, 2005) 
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3. Chapter 3: Methodology 

 3.1Introduction:  
 
In this introduction the brief reports of the chapter would be stated. In this chapter the approach 
of this study would be discussed the levels and the steps that this process has been implemented. 
Research Strategies and how the data could be gathered will follow by the decision of how this 
data could be gathered. The Sampling would shortly state which methods are available in 
academic literature and which one has been chosen based on the scholar recognized reasons.  
 
 

3.2.Research Approach: 
Saunders et al believed that: ”Research purpose is an outcome of how the researcher wants to use 
theory.” (2000) there are two fundamental approach for researcher’s qualitative and quantitative 
types of scientific research. Lincoln (1994) 
 
The approach which is about the understanding the purpose and try to find details and goes more 
in depth with the research is qualitative approach. The qualitative approach is in the other point 
as well. In this method the phenomena would be discussed in details from inside. In this 
approach usually researches are involved with in-depth interviews.  
 
 Qualitative researches types of date collection is usually involved with interviews and 
data analysis procedure that produce and investigate non-numerical data. The interviews usually 
do not have clear questions with the predicted alternatives.  Leavy (1994) believed that in 
qualitative types of research, approach would be explanation rather than prediction of the 
phenomena and understandings facts in order to measuring.  
 
In the other part, the Quantitative types of research are involved with clearer hypothesis. In this 
type of research the aim would be on clear defined narrow studies but in this method the problem 
would be discussed in a broader scale and it usually comes with questionnaire with specific 
answer alternatives. (Merriam 1994) 

3.3.Research Purpose:  
 
Different objectives formulated research based on the goals. Based on the Zikmund (2000) 
research activities help to categorize the purpose of the study into three significant groups as: 
exploratory, descriptive and explanatory. The purpose of the research is linking the research 
problem with the research strategy and problem formulations. Based on the Saunders et al.(2000) 
stated in this issue the purpose of research could varies within a research based on these three 
groups. In other words the research could be exploratory and become more descriptive later.  
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Based on the Robson research, an exploratory study is valuable, “seek new insights; ask 
questions and to assess phenomena in a new light”. The clarification of the problem 
understanding is the important step of exploratory approach in academic research. What would 
be called as advantage of the exploratory research are flexibility and ability of the change.  
 
Anderson & Svensson (1999) stated in his research: “That research starts with exploratory phase 
to find what the study is about and continues to deceptive and explanatory depending on the 
objectives of the study.“  
 
Robson also in the other research in 2002 stated that descriptive research is to portray an accurate 
profile of persons, events or situations.” While Saunders et al (2000) also believed that the 
descriptive research would be the extension of the exploratory research. These two point of view 
are clarifying the types of research from different perspective and this insist on the descriptive 
research demands on the clear image of the phenomena and enough source and relevant 
information.    
 
The ,, is both exploratory and descriptive since it seeks to pertain what is happening seek insight 
and ask questions about the sponsoring the events of non-governmental activities for public. 
Because this topic has not been studied in the charities aspects makes this research for significant 
to use both exploratory and descriptive types of research indeed.  
 
 

3.4.Research Strategy: 
Research strategy would shape how a problem could be discussed. As Saunders et al (2007) 
stated in his research the research strategy contains seven main strategies such as: Experiment, 
survey, case study, action research, grounded theory, ethnography and archival research. 
Saunders believed the research strategy play as a researcher plan to carry out the study to answer 
the research questions. (2000). While Yin believed the research strategy explains how the 
researcher collects and analyses collected data. He also stated that the research strategy would be 
chosen based on the stated research proposed exploratory or explanatory. (1994).  
This way the research question’s type would identify the type of research strategy. Yin has 
divided research strategies into five groups as follow:  
 

• Experiments 
• Survey  
• History  

Analysis of archival information  
• Case studies  
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This research strategy would be written based on the following charts.(YIN, 1994). As it 
mentioned before the type of research questions would determine what the research strategy 
could be. Considering the research questions this chart can help researchers find the right 
research strategy based on their research problem: 

 
 

Research Strategy Forms of research Questions 
Experiments  How/Why  
Survey Who/What/Where/How  
Archival / Analysis  Who/What/Where/How many-much 
History How/Why 
Case Studies  How/Why 

Table 2 Research Strategies Yin 1994 pp 6 
    

Each of these strategies have a different way of collecting and analyzing empirical evidence and 
each can be used for exploratory, descriptive and explanatory research (Yin 2003). For 
Exploratory phase of research case studies considered as appropriate case while the surveys and 
histories would be considered as a descriptive phase. Explanatory strategy would only be depend 
on the experiments. Yin (1994).  

 
Based on the mentioned statement regarding the research strategy, for the purpose of this thesis, 
case studies would be used due to time periods which the research are implemented. Researchers 
using the qualitative approach. This dissertation would be considered as descriptive. The strategy 
for this dissertation would be based on the case studies. 

 
Definition of case study for this research would be based on the Robson Research in 
2002, “a strategy for doing research involving an empirical investigation of a particular 
contemporary phenomenon using multiple sources of evidences”. Yin also believed that 
the case studies would be an instrument which brings deeper understanding and clear 
knowledge about particular selected case studies. Using case study the researcher can 
have this ability to study few objects from different angels.(Yin 2003) 
 
This way the case study strategy which has been chosen for this dissertation would be 
base of strategy for this research. Case Study strategy could be also incorporate multiple 
cases. The main reason for considering more than one case study is to broaden the range 
of research and having more variable and reliable conclusion at the end of research. This 
could also let us comparing the result of different case studies with each other and see if 
the finding of the cases are similar or not.  
 
This study would be done as multiple case study strategy in order to capture larger 
samples. The cases have been chosen among the recognized and registered charities 
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which hold public events in Tehran the capital. Based on the definition of the charities 
which has been defined in the first chapter these cases have been chosen.  

3.5. Data Collection and data analysis:  
 
In this section the methods of Data collection and the types of analysis will be implemented in 
this study would be discussed. 
 

3.5.1. Data collection:  
The research collection of data for scientific research has different categories. The methods of 
collecting data are based on Blaxter et al (2001) research guidance which is as follow:  
 

• Questionnaires  
• Interviews  
• Observations  
• Documentary reports  

 
Based on his reviews the interviews are suitable when the respondents are very limited and the 
demand of gathering detailed information in deep levels. The importance of the interviews is 
considerable when the key persons are targeted for the hard talk interviews.    
 
Cooper and Schindler on their scientific research in 2003 wrote that the data collection could 
range from a single observation in specific site to the multinational survey in different parts of 
the world. Beyond these methods the devices from different perspective also help the 
researchers. Although the devices are different based on the selected methods but some of them 
are stated as follow; Simple Questionnaires, standardized tests, observational forms, laboratory 
notes and instrument calibration logs are some for instance, which let the researchers get the 
valid data about the research problem.  Malhotra & Birks (2007) define the primary data as 
follow; “data originated by the researcher specifically to address the research problem. When the 
primary data are compared with the available data which are gathered by variety of sources, 
Primary data are gathered higher cost and longer time frame in collecting and analyzing data.”  
 
 
Based on the mentioned research purpose and research strategy in previous parts, this thesis 
would be written based on qualitative method and the type of gathering information for this 
dissertation would be based on the interviews for following reasons. For this research to find out 
the main reason of sponsoring events, are decision which has been taken by private or 
governmental or private companies or institutions. To get information about the decision process 
and the interested notes in this firm the main method of collecting data would be interviews with 
the key persons who are involved in this issue. This way the source of the information would be 
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few limited persons who are the main sources of this decisions and the other hand the great deep 
information which must be gathered within these persons let us know the details about the 
charities sponsorships make this research choose the interviews as a main source of gathering 
information.  
 

3.5.2. Analysis of data: 
 
The gathered information is one step of research in scientific approach and the analysis of data 
transform this raw data to something useful and reliable meaningful data which can support the 
research purpose in deeper point. Data analysis is the stage which ideas may be confirmed by 
empirical reality. (Denscombe 2000). This time researcher may decide to what and how the data 
could be attributed to the words and data which is collected with the mentioned instruments. 
Researcher also investigates in the effect of collecting data to and how it is related to the topic 
and research objectives.   
 
In other words Mr. Yin (1994) state different definition of data analysis, based on his words data 
analysis would be not a single task but the continued process which involve with examining, 
categorizing, tabulating the evidence to address the initial proposition of the research objects. In 
other chapter he also mentioned that the researcher must have clear target in research and know 
exactly what he would like to investigate. This would also let the researcher to choose the 
technique of analytic level.  
 
For this research and studying the sponsorship of public events and the items which may 
influence the decision of sponsors to support a firm or event in service sector would be analyzed 
by Cross case analyses and within case analyses to analyze the collected data which were 
gathered beyond the important semi-structured interviews with the key persons, Trying to find 
the main factors of sponsoring of a events for public.  

3.6.   Sampling:  
 
Based on Saunders et al (2007) and Blaxer (2001) mentioned statement, there are two sampling 
technique for scientific research at this level which are Probability and None Probability 
samples. According to Miles & Huberman (1994) state studying everyone and everywhere is 
absolutely impossible that is what makes sampling essential for scientists. The characteristic of 
Qualitative research deals with small sample in the contrary quantitative researchers which work 
with larger samples.  
 
When the chance of each selected cases from population would be equal with all the rest, it 
would called the probability category. In the other category which would be none probability the 
probability of each case being chosen from the total population is not known. Saunders et al 
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believed that by right probability sampling from the population research objectives and answers 
of questions could be achieved. There are five main techniques available to choose probability 
samples as follow: 
  

• Simple random  
• Systematic 
• Stratified random  
• Cluster  
• Multi stage 

 
On the other side Saunders et al, also believed different technique should be used for none 
probability sampling as follow:  
 

• Quota  
• Purposive  
• Snowball  
• Self-selection  
• Convenience  

 
These methods of sampling would be act like instruments for researcher to work with 
smaller populations because in most of cases it is not possible to collect and gain data. 
What these methods actually offer for researchers is reduction of total population the way 
the research objective could be achieved. In fact there are recognized scientific ways to 
select one method of sampling for each research. Yin believed also sample selection is 
not one step task and it is continued processes which must be proceeding until the sample 
has been reached. The research questions and research purpose would be the main item to 
select the right sampling method.  
 

3.6.1	  Sample	  size	  
Charity Organizations are one types of Non-Governmental Organizations which by their statute 
are basically for public benefit, according to Moradgholi Mahdi 2012 Charity Organizations are 
basically nonprofit organizations which most of their tasks are being done by volunteers and 
their income is based on donations. 
 
One of the main methods in order to attract donations to charity organization are by attracting 
companies and businesses in order to donate some of their profit for the cause of the charity 
organization. (Moradgholi 2012). 
There is no evidence of the exact number of charity organizations in Iran; in some cases they 
mentioned 3700 Charity organizations are active in Iran (Asgari, Hamid 1393), but in reality 
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there is no evidence of the exact number and a reason of that is there are 6 different branches of 
Islamic Republic of Iran are issuing license for Charity Organization in Iran(Moradgholi 2012). 
According to articles of recognized news agency's web sites there are 634 registered charity 
organizations in Iran. There is no evidence about the rate of active charities. In this research 
focus is on Charity Organizations based in Tehran, the capital city of Iran. The Charity 
Organizations that has been active in order to hold Events in Tehran and high number of Visitors 
which using same venue for their Events. The Charities which offer public events in Tehran in 
1392 are as follow:  

• Payam Omid (www.payamomid.com) 
• Behnam Daheshpour (www.behnamcharity.org.ir ) 
• Raad (www.raad-charity.org/en_US/home ) 
• Mahak (www.mahak-charity.org/main-en/ ) 
• Sepas , (www.sepas.org ) 
• Kodakan e Kar, ( www.apcl.org.ir ) 

 
 With these specifications for this research Payam Omid Charity Organization and Behnam 
Daheshpour Charity Organization have been selected. While rest of the cases would not 
cooperate for this research which believed that these information are confidential and they are 
not willing to share it with us.  
 
  

 
 

3.7. Research Quality  
 
The significance of qualitative research and the importance of the result and conclusions of the 
research would be depends on the quality of research. The qualitative research demands 
theoretical research theoretical sophistication and methodological rigor. (Silverman, 2006) There 
are different ways which are used as a quality test of a research which are as follow:  
Triangulation Respondent validation, Clear exposition of collection methods are just most 
recognized ways which would be used to increase the level of the quality of research.  
 
The demonstration of the procedure which implied to ensure the methods are reliable and valid 
would be noted as a quality of research. (Yin 1994)  
 
One of the most recognized references in this topic is Sullivan which state in 2006 about this 
issue, he believed different types of validity and he mentioned that the construct validity is the 
most complex type of them. Construct validity is measuring an instrument to an overall 
theoretical framework which is used to determine whether the instrument confirms a series of 
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hypotheses derived from an existing and at least partially verified theory. ” (Sullivan, 2006) “In 
other words construct validity would be extension of measuring the questions to examine the 
presence of those constructs”. (Saunders et al, 2007) 
 
For special type of research which are explanatory research and specially in the one trying to 
establish causal relationship another factor should be investigated which was internal validity.  
Internal validity means “the researchers collect evidence that what you did in the study caused 
what you observed to happen.” (Trochim, 2006)  
 
An inadequate account of the process of data analysis is a common failing of qualitative 
research. This is the effect of the nature if qualitative research in which prior conceptualization is 
largely inappropriate. As the result the process of data collection and analysis are frequently 
interwoven (BMJ Book, 2000)  
 
Thus in this dissertation the researchers would clearly defined concepts and the explanations for 
the data and the frames are reviewed with other event organizers and the companies which 
sponsored the same events, trying to understand sufficient descriptive detail for the readers to be 
able to judge whether or not the findings apply in other similar. These reviewed has been taken 
to increase the quality of research and make this study much more reliable and valid.  
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4. Chapter 4 data presentation and analysis  

4.1. Introduction  
In this chapter the brief introduction of these two case studies will be stated in order to clarify the 
type and objectives of these two charities organizations. After the summery details of the specific 
events, case studies introduced briefly. In this chapter analysis of the data gathered from our two 
case study charities organizations were stated. Within case analysis will be applied on both 
sponsors group to know how each charity organizations performed as regards to the mentioned 
conceptual framework. Based on the noted terms in analysis part of Methodology chapter, these 
cases would be analyzed with the respect to the mentioned conceptual framework and to each, to 
know their similarities and differences.  
 

  4.2. Case Study 1, The Payam Omid Charity Organization:  
 
Pyam Omid is a Non-Governmental Organization (NGO) registered for the benefit of the public 
beneficiary. Mostly people with mental and physical disability, deprived and underprivileged 
women in charge of the family with children are the objective of this charity. While social 
activities started back in 1376 (1997), Payam omid has been registered at Iran’s Youth 
Foundation in 2003 and also is registered in The Ministry of Interior of the Islamic Republic of 
Iran in 2006. ( Payam omid official website) 
 
Since the inception in 1997, Payam Omid has provided basic necessities to child's need and their 
families living in poverty or hardship, enhancing the quality of the life for these children as well 
as their respective families. By providing access to education, health, housing and hopes to 
eliminate children prematurely leaving school.   
 

The highlights of Payam Omid social activities are including, but not limited to 
empowerment, providing and promoting education in welfare institutions, providing dowry for 
brides, first aids and relief packages and services to Bam and Azerbaijan earthquake stricken 
areas, covering all the medical, housing, educational and daily expenses for the destitute 
families, just to name a few. 

 
In general, the major categories of Payam Omid services can be summarized as: 
-       Profitable (income-generating) activities like fundraising and collecting money through 
events, distribution of donation boxes, holding charity bazaars, organizing cultural events, 
finding external sponsors and donors. 
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Charity activities like supporting in need people by providing medical care to underprivileged 
women and children, providing financial, medical, educational, recreational supports for families 
and children living in poverty, To advance health care education by providing scholarships, 
bursaries, awards and other forms of financial assistance and through empowering 
programs helps families to achieve financial stability so they can provide for their children and 
plan for the future. 
Goals: 
-       promoting social charitable activities 
-       Empowering people in financial need 
-       Empowering people with mental and physical disabilities 
-       promoting the culture of social responsibilities among youths 
 

4.3. Case Study 2, The Behnam  Daheshpour Charity Organization:  
 
Introduction of the Behnam Daheshpour charity is a nongovernmental and non-‐profitable 
organization based on people donation and has one of the largest group of concerned volunteers 
whom are always been supportive to cancer patients across Iran. The main duty of this 
organization is to support and help cancer patients. This charity was established in 1997 and 
named after the founder Behnam Daheshpour who himself suffered from cancer and passed 
away in the age of 21. 

In 1999 the organization has been formally registered under the number of 
12684 and until now has covered the cost of medicine, curing and many other services to more 
than 7000 patients who suffer cancer. 
 
Today; consider the increasing number of patients, this organization has been provide and 
facilitated hospitals, universities and educational centers. 
These facilities offer the best treatments by professional personnel with low cost and also accept 
different types of insurances. 
This organization is increasing their activities with the goal of supporting cancer patients and 
their families by providing them the wide range of facilities such as medical services, hygienic 
and cultural achievements. 
Moreover, it’s tried to prevent and diagnose early symptoms of getting cancer in the first place. 
In 2011 Behnam Daheshpour charity was succeeded to earn the special spot in ECOSOC (UN 
Economic and social council). 
 

In fact, for adapting with complete and best set of policies, This charity tries in evaluation 
and assessment; furthermore for four years consecutively this organization has achieved their 
international SGS certificate. 
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The Organization mission is attracting help of the benefactors in the direction of providing health 
care, social work, psychology, and cultural services in the international level to cancer patients 
and their families without any restriction in age, gender, nationality, religion, or the type and 
stage of the disease as well as equipping academic hospitals associated with cancer and acquaint 
community with the disease and its socio-economic consequences for cancer patients and the 
prevention and detection of cancer. 
 
Management of Radiation Oncology Department of shohada-e-Tajrish hospital was transferred 
to Behnam Daheshpour Charity Organization due to the presence of the organization from the 
year of 1376 in the hospital, in accordance with article 44 of the Constitution (principle of 
privatization) to increase quality and quantity treatment services like the past with using help of 
benefactors for maintain and promotion of this section through the creation of space, equipment 
and personnel. So the organization has been able to cover a greater spectrum of patients of this 
hospital due to the low tariff of treatments and accepting a variety of insurance and the social 
work. 
 
The organization pays the costs of pharmaceutical and therapeutic and services to those patients 
who treated in other hospitals through referral to the social work of the organization or with 
presence of representatives of social work in other academic medical centers associated with the 
cancer with specific criteria along with other activities of the organization. 
With emphasis on the principles of honesty, accountability and continues progress in the field of 
planning, Behnam Daheshpour Charity thrives to support cancer patients and their families.  do 
this as patients who have access to the latest therapeutic and medicinal facilities, while enjoying 
ease of mind about expenses, can better focus on their treatment, to pursue their regular activities 
and to spend time with their families. 
In this line, among the notable objectives of our organization is assisting academic medical 
centers that focus on cancer. This is as a result of their experienced staffing, acceptance of 
various insurances and their geographical location. 
 
Similarly, our organization has initiated efforts with the aim to promote prevention and early 
detection across the society. With the help of other organizations, this NGO can institutionalize 
this concept so that cancer can be successfully controlled in the country. 
 

For the multilateral assistance to cancer patients and their families and focusing on early 
prevention, diagnosis and treatment, gaining the trust of the society and increasing the public 
engagement in regards to the objectives and operations of our organization is our vision. 

4.3.1. Sponsor Grouping:  
Charities define different levels of sponsorships based on the fund which a firm help the event in 
fundraising. Each level received special kind of service in promotion of Brands size of logo and 
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even the size of booth in the event. Based on the interviews with the directors of both Charities, 
sponsors of both events divided to two different groups as follow (author's compilation): 
 

• Golden Sponsors : 
o Fundraising: Sponsors who support a firm at least 10 Million Tomans   
o Services : 

§  Greatest Boost In entrance Hall 
§  Large logo Icons in banners Posters 
§ Special Movie Ads as s gift from Charity 
§ 10 Daily displaying the Movie Show for participants     

• Regular Sponsors : 
o Fundraising: Sponsors who support a firm  at least 5 Million Tomans  
o Services : 

§  Boost in exhibition hall 
§  Normal logo Icon size in banners Posters 

While Payam Omid, define the sponsorship criteria in two categories as it mentioned above, but 
the Behnam Dahesh pour define three different sponsors which is as follow:  
 
 

• Golden Sponsors : 
o Fundraising: Sponsors who support a firm at least 15 Million Tomans  + 5 

Million promotion products  
o Services : 

§  Greatest Boost In entrance Hall : 30 Square Meter 
§  Large logo Icons in banners Posters, Entrances, Product Bags, Entrance 

Tickets and Event's Radio, Newsletter,  Email campaign  
§ Promotion Stations in the garden  
§ Booklets of photos if participants of their boost.10 Pages  
§ Adding their Brands name to 50'000 Members, as an inviters    

    
• Silver Sponsors  : 

o Fundraising: Sponsors who support a firm at least 10 Million Tomans  
o Services : 

§  Boost in exhibition hall 18 Square Meter. 
§ Priority in locating the boost  
§ Normal size logo Icons in banners Posters, Entrances, Entrance Tickets, 

Email campaign and, Newsletter  
§ Booklets of photos if participants of their boost. 5 Pages  

 
• Regular Sponsors  : 
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o Fundraising: Sponsors who support a firm at least 7 Million Tomans  
o Services : 

§  Boost in exhibition hall 12 Square Meter. 
§ No choice for locating the boost  
§ Normal size logo Icons in banners Posters, Email campaign 

 
 Regular sponsors are mostly SME while the golden sponsors are holding are the companies 
which got the greatest Brands in both national and international sector, Like LG in international 
Brands and Mihan and Kaleh in national Brands.  
For SME definition, different countries use different parameters to determine the definition of 
the SME based on different items like the number of people who are working in a firm. Also 
turnover of a firm is another important factor. But the main idea is to consider the number of 
employees, the size of fixed investment, and the nature of the business and sector (Ibid).  
 
 

4.4     What are the criteria’s that sponsors consider providing support for non-
profit service charities?  
In this section, how both event's sponsors fared will be analyzed based on the conceptual 
framework regarding factors affecting supporting a event. Based on the chapter two, the 
literatures mentioned the factors affecting the sponsorships of event. Some of them was based on 
the rules of the country and some are just the factor of the events individual.   
 

4.5.Within case analysis of Payam Omid Charity event 
Payam Omid is Persian charity which is involved in supporting underprivileged in charge of the 
family with children. Foundation in 2003 and also is registered in The Ministry of Interior of the 
Islamic Republic of Iran in 2006. ( Payamomid official website) 
 
Brief about the exact event's which Payam Omid had and the questions of this study was based 
with this event. The information of the 14th public charity event of the Payam omid is stated as 
following:  
 

• Name: 14th Public event of the Payam Omid 
• Date: 27 Nov– 29th November 2014 
• Place: Talash cultural and sports complex 
• Number of volunteers involved in this project: 126 Volunteers  
• Number of participants in this event (Total for 3 days): 11 500 Participants based on 

entrance ticket sale. 
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From the inception in 1997, Payam Omid has provided basic necessities to child's demand and 
their families living in hardship, enhancing the quality of life for their respective families. Table 
no 3 will explain items which was the factors of sponsors of Golden Brands in sponsorship of an 
event, based on the Authors interview.  
 
The factors of Golden Sponsors  Details  
Advertisement & Branding -  
Social Responsibility and Public Beneficiaries  • The rule to donate the percentage of 

their annual revenue to charities  
Charity and Charitable Act • Charity event location 

• Special target market 
• Helping the cause of the charity 
• Participation in a Charitable Act 

Table 3 - The factors of Golden Sponsors of Payam Omid 
 
As it mentioned before, Golden and regular Sponsors support an event in different levels, and 
also they will get different service as a sponsors of an event. Mr.Iranmanesh as the fundraiser 
manager of the Payam Omid, believed that factors of being sponsor of a charity are not the same 
for both of these groups. Brands they do not look at these types of activities for promotion or 
marketing while the other regular sponsors, and mostly Startups don’t have the same interest. ( 
Author's interview, 2015). Table below will state the factors which are important for regular 
sponsors in Payam Omid manager's point of view.  
 
The factors of Regular Sponsors  Details  
Branding and Advertisement • Reaching costumers by companies 

without go-between  
• Attaching the Brand with a charitable 

act  
• Promotion 
• Using Charity Organizations potential 

advertisement channel 
• Product lunching  

Social Responsibility and Public Beneficiaries  -  
Charity and Charitable Act • Charity event location 

• Participant segment 
 

Table 4 - Factors of Regular Sponsors Payam Omid – Authors Compilation  
 

4.6. Within case analysis of Behnam Daheshpour   
 

Based on the previous parts Behnam Daheshpour charity is a nongovernmental and non-‐
profitable organization based on people donation and has more than 4000 registered volunteers 
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and 500 Active Volunteers whom are always been supportive to cancer patients across Iran. The 
main objective of this organization is to support and help cancer patients. This charity was 
established in 1997, named after the founder Behnam Daheshpour who himself suffered from 
cancer and passed away in the age of 21. Since now has covered the cost of medicine, curing and 
many other services to more than 8000 patients who suffer cancer.  
Holding Fundraising events are one of the main sources of donation and fund in this charity. 
According to our interview with Mr. Shahram Delgeram Nejad that he is the Executive Manager 
for this event the following event is Behnam Daheshpour organization last event, which the main 
aim of this event was to raise money for starting the build a Bunker for high Energy 
Radiosurgery System. The information about the last event which is the main case is stated as 
following :  
 

• Name: Behanam Daheshpour Noruz Event 
• Date: 25th February 2014 – 28th February 2014 
• Place: Talash cultural and sports complex 
• Number of volunteers involved in this project: 159 Volunteers  
• Number of participants in this event (Total for 4 days): 14 000 Participants based on 

entrance ticket sale. 
The Sponsors of this event are divided to 3 categories that are A (Gold), B (Silver) and C 
(bronze). The dividing factors for these Sponsors are mainly the size of their booth and the 
different advertisement services that was given by the organizer of this event. 
  
Category A (Gold) Sponsors are mainly big companies that are the leaders in their industry and 
according to Mr. Delgeram Nejad one of the main reason that they choose this category is that 
they want to have bigger and better located booth in the event in order to be seen at the first sight 
of the participants main entrance. In this category they had 7 Sponsors. More than half of these 
sponsors were category B or C in Behnam Daheshpour previous events. 
 
The factors of Sponsors category A (Gold) Details  
Tax regulations • Tax deduction 
Branding and Advertisement • Attaching the Brand with a charitable 

act  
• Promotion 
• Using Charity Organizations potential 

advertisement channel 
• Product lunching  
• Having bigger booth and better location 

in the event.   
Social Responsibility and Public Beneficiaries         -  
Charity and Charitable Act • Charity event location 

• Participant segment 
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• Events can be targeted for a especial 
target market  

• Helping the cause of the charity 
• Participation in a Charitable Act 

Table 5 factor of golden Sponsors of Behnam Dahehspour 
Category B (Silver) Sponsors are also big companies and according to Mr. Delgeram Nejad there 
are 4 Sponsors in this category for this event. The main difference between Category B and 
Category A are mainly promotional and advertisement services that was given by the event 
organizer.  
 
The factors of Sponsors Category B (Silver) Details  
Branding and Advertisement • Attaching the Brand with a charitable 

act  
• Promotion 
• Using Charity Organizations potential 

advertisement channel 
 

Social Responsibility and Public Beneficiaries  - 
Charity and Charitable Act • Charity event location 

• Participant segment 
• Events can be targeted for a especial 

target market  
• Participation in a Charitable Act 

Table 6 Factors of Silver Sponsor Behnam Daheshpor 
Category C (Bronze) Sponsors are the most chosen category by the companies for this event that 
according to the organizer of the event was the basic sponsorship, in this category there were 14 
Sponsors. Mr. Delgeram Nejad explained that participation in this event was the main factor for 
these sponsors and mainly this category are the sponsors that they only had single booths in past 
events and for this event they choose to be a sponsor and use the basic promotional options in 
this event for their brand and company. 
 
 
  
Factors of 
Sponsorship 

Details  Payam 
Omid 
Golden 
Sponsor 

Payam 
Omid 
Regular 
Sponsor  

Behna
m 
Dahesh
pour 
Gold 
Sponsor 

Behnam 
Daheshpour 
Silver 
Sponsor 

Behnam 
Daheshp
our 
regular 
Sponsor 

 
 
 
 

Reaching costumers by 
companies without go-
between  

- X - - X 

Attaching the Brand - X X X X 
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Branding 
and 
Advertise
ment  

with a charitable Act  
Promotion - X X X X 
Using Charity 
Organizations potential 
advertisement channel 

- X X X X 

Product lunching - X X - X 

Social 
Responsib
ility  

Organizations objective X X - - - 

Charity 
Organizati
on 

Charity event location 
  

X X X X X 

Participant segment 
  

- X X X X 

Events can be targeted 
for a especial target 
market  
  

X - X X X 

Helping the cause of 
the charity 
 

X - X - X 

Participation in a 
Charitable Act 

X - X X X 

Table 7 Cross-Case analysis 
 

4.7. What is the decision process of a sponsor to support a non-profit charities 
event? 
 
 
 Cross-case analysis is a qualitative research method that facilitates the comparison of 
similarities and difference in the events, activities, and processes and all units of analyses in case 
studies.1)  In this paper, cross-case analysis has been proposed as a mechanism for mining 
existing case studies so that knowledge from cases can be put into service for broader purposes 
of analyzing research question. To mobilize case knowledge across two mentioned cases 
domains and across communities, this novel database is developed. The following database 
represents a workspace to perform cross-case analysis and a workspace where expertise can flow 
in systematic and unexpected ways through the representation, transfer and mobilization of case 
studies. 
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5. Chapter five: Conclusion & Implications  
 

5.1.Introduction:  
This chapter aims at providing an overall conclusion regarding what was founded in this 
research.  The conclusions in this chapter dedicated based on the data which is collected in 
interviews in the previous chapter. The conclusions will overall both questions and both cases 
trying to state clear status about the information which was collected about the research 
questions. It will be followed with implication and suggestion for future research. 
  
 

5.2.Conclusion:  
 
By analyzing Table VI and according to interviews both with Payam Omid Charity Foundation 
and Behnam Daheshpour Charity Organization the result is that Generally for attracting 
companies to be a Sponsor of a charity event the location of the event is the most important part 
of their decision making. For Gold Sponsors the Special target markets of the participants and 
donors of the charity event is very important for both charity events. 
Other important point for companies that choose to be a gold sponsor is helping the cause of 
charity organizations, in both cases for companies that choose to be gold sponsors, the cause of 
the charity is highly important and as both Charity Organizations mentioned this class sponsors 
are highly loyal to the Charity Organization and its events. Third and also very important factor 
for Gold Sponsors is to participate in a charitable act. 
 

In the first look, it is implied that although all factors were not selected for one specific 
group of sponsors, but it seems that finally the whole types of sponsors at the end choose the 
mentioned factors of sponsorship. The factors which was proved by the scholar paper and 
academic journals will approved by the charities organizations. When cross case analysis table 
has been viewed at the first glance, it seems that the relevant factors of one specific group like 
Branding and Marketing were in the priorities of SME, while the famous brands and 
international recognized companies do not have the same interest in the mentioned factor while 
they want invest in a public event like that.  
  
 
For Silver Sponsors only one of the Charity Organizations has this option in their event for 
companies, from the Table VI it can be said that in general using the Charity event in order of 



 

39 
 

advertisement, branding and promotion is the main reason that companies choose this category 
and mainly these companies will choose category A sponsors in the next Charity event. Also 
participation in a Charity event and charitable act is important in their decision-making. 
 
For regular or bronze sponsors tax deduction and tax exemption are important for both cases. 
According to Iranian National Tax Administration (INTA) those companies that officially donate 
to registered Charity organization subjected to Tax deduction and in some cases tax exemption 
by providing official receipt to financial auditor from INTA. This option is very important for 
especially new sponsors that are not familiar with the Charity Organization or with their cause to 
firstly decide to join the event. With this regulation from INTA, Iranian government is propelling 
the companies in order to participate more in charitable act. 
 
Advertisement, promotion and branding are also very important factors in decision making 
process for Bronze category sponsors in both cases, which companies could easily reach their 
high value target in these kind of events. Participants or in other words the potential participants 
of these kinds of events are commonly from middle to upper social class, reaching this target 
market is very easy for companies in charity events. Although these factors were not selected by 
the golden sponsors but it seems that all the SME sponsors select this factor as the significant 
factor of sponsorships.  
 

5.3. Future Research:  
 

This research was just study of a charities point of view about the company’s interest to 
support an event. The next research would be suggested the same research questions to see the 
companies point of view when they face an event opportunity. This is a linked questions between 
both the event organizers, and the sponsors and these results would just the brief review about 
the event organizers point of view.  
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6. Appendix: 

Interview Guide:  
1- Please specify the sponsor’s types of your charity. How many groups of sponsors defined 

in your organizations?  
2- Describe the sponsors groups, in both the services they will received and the type of 

support they will offer?  
3- Please select the factors which is important for each sponsors group in your point of view 

Factors of 
Sponsorship 

Details  Status 

 
 
 
 
Branding and 
Advertisement  

Reaching costumers by 
companies without go-
between  

YES  □ 
NO   □ 
 

Attaching the Brand with 
a charitable Act  

YES  □ 
NO   □ 

Promotion YES  □ 
NO   □ 

Using Charity 
Organizations potential 
advertisement channel 

YES  □ 
NO   □ 
 

Product lunching YES  □ 
NO   □ 

Social 
Responsibility  

Organizations objective YES  □ 
NO   □ 
 

Charity 
Organization 

Charity event location 
  

YES  □ 
NO   □ 
 

Participant segment YES  □ 
NO   □ 
 

Events can be targeted 
for a especial target 
market  
  

YES  □ 
NO   □ 
 

Helping the cause of the 
charity 
 

YES  □ 
NO   □ 
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Participation in a 
Charitable Act 

YES  □ 
NO   □ 

 
 


