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ABSTRACT 
Sports sponsorship accounts for the majority of global sponsorship revenue and is a mutually 
beneficial business relationship between two parties - the sponsor and the sponsee. The most 
successful sports sponsorships are based on a good relationship between the sports entity and 
its sponsor, however, the relationship between the sponsor and the sponsee is difficult to 
understand due to the lack of theoretical and managerial implications of the area. Thus, the 
purpose of this thesis is to provide a better understanding of how sport entities and their 
existing sponsors manage their interorganizational relationship. In order to reach the stated 
purpose, research questions are derived focusing on the exchange and the maintenance of the 
sport sponsor relationship. Based on the research questions, an extensive literature review is 
conducted landing in a proposed conceptual framework. A qualitative case study approach is 
used to collect data through semi-structured interviews with two national and two 
international professional sports organizations. The result of the study shows how the existing 
relationship between sports organizations and their sponsors is managed. The most valued 
aspect in a sport sponsorship relationship is to develop a long-term partnership and that the 
parties involved are committed to the relationship and work actively to make it mutually 
beneficial. The sponsors are for the most part included in the activities of the sport entity, 
which posits high-quality communication as an essential tool in maintaining a successful 
relationship. In order to maximize the value generated from the offered benefits, the partners 
must be willing to utilize the full potential in participating in the sport entity’s various 
activities.  
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SAMMANFATTNING 
Sportsponsorskap står för majoriteten av globala sponsorintäkter och är en ömsesidigt 
fördelaktig företagsrelation mellan två parter - sponsorn och den sponsrade verksamheten. De 
mest framgångsrika sponsorskapen är grundade på ett bra förhållande mellan 
sportorganisationen och dess sponsorer. Det anses däremot svårt att förstå ett sådant 
förhållande på grund av brist på implikationer inom teori och ledning. Därav är syftet med 
denna uppsats att ge en djupare förståelse för hur sportorganisationer och deras befintliga 
sponsorer sköter förhållandet gentemot varandra. För att nå det angivna syftet så fokuserar 
forskningsfrågorna på utbytet och upprätthållandet av sportorganisationens och sponsorns 
förhållande. Baserat på de två forskningsfrågorna utformas en utförlig litteraturöversikt som 
sedan landar i ett teoretiskt ramverk. Genom en kvalitativ fallstudie samlas data genom semi-
strukturerade intervjuer med två nationella och två internationella sportorganisationer. 
Studiens resultat visar hur ett förhållande mellan sport organisationer och dess sponsor sköts. 
Den högst värderade aspekten i ett sponsorförhållande är att utveckla ett långsiktigt 
partnerskap och att det berörda parterna är engagerade i förhållandet samt arbetar aktivt för 
att göra det ömsesidigt fördelaktigt. Sponsorerna är för det mesta inkluderade i de aktiviteter 
som en sportorganisation erbjuder och därmed blir en högkvalitativ kommunikation en 
central del i bibehållandet av ett framgångsrikt förhållande. För att maximera det genererade 
värdet från de fördelar som sponsorerna erbjuds måste dess partners också vara villiga att 
delta i sportorganisationens olika aktiviteter.  
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1. INTRODUCTION  
This chapter will present the background of the area of business-to-business market, more 
specifically the relationship within sport sponsorship. First, a background will be presented, 
followed by a problem discussion, which lead up to the overall purpose of the thesis followed 
by the research questions.  

1.1 Background  
The business-to-business (B2B) commerce and transactions are today fairly larger in the 
matter of quantity and money compared to business-to-consumer (Lee & Kwo, 2006) and 
literature within B2B has grown significantly over recent years (Frienda & Johnson, 2015). A 
business can be seen as a group of people working to achieve common goals (Nouwens & 
Bouwman, 1995) and B2B is a type of market condition where one business makes 
transactions with another business (Mossberg & Sundström, 2011). Kok and Uhlaner (2001) 
argue that an organization’s size, technology, culture, strategy and environment are the 
contextual variables that distinguish an organization.  
 
Based on the definition of an organization, Slack and Parent (2006) make their best to 
characterize organizations that are not unitary entities, such as sport entities. They further 
highlight that a sport entity cannot be clearly defined but argue that “A sport organisation is 
a social entity involved in the sport industry: it is goal directed, with a consciously structured 
activity system and a relatively identifiable boundary” (p. 5). As stated, a sport entity is not 
characterized by its size or the profit it makes, nowadays some sport entities continuously 
lose money. Something that differs a sport entity from other entities, such as banks, is direct 
involvement in at least one activity within the sports industry. For example, a sport entity 
may offer sport related products and services. An entity that is not classified as a sport entity 
can still be engaged in sports, but for the most part they are involved as sponsors of the 
phenomenon. (Slack & Parent, 2006) 
 
The sports industry encompasses $410 billion, compared to $213 billion only five years ago 
(Stotlar, 2013) and continues to grow (Chaudhary, Vats & Lata, 2016). According to 
Pedersen, Miloch and Laucella (2007), the sport industry can be defined as “The market in 
which the business and products offered to its buyers are sport related and may be goods, 
services, people, places or ideas” (p. 117). Sport entities have the possibility to achieve 
financial and economic success worldwide (Ratten & Ratten, 2014) and when a business, i.e. 
a sport business, makes transactions with another business the relationship is based on 
commitment and trust (Vosgerau, Anderson & Ross, 2008). According to Olkkonen, 
Tikkanen and Alajoutsijärvi (2000) relationships are essential in structuring, evaluating, and 
understanding the communication occurring between two or more parties. The authors further 
state that sponsorship relationships are believed to have emerged from a type of situational 
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interpersonal communication occurring between interactions with different characteristics. 
(Ibid.)   
 
Every organization must have a financial function with the purpose of raising, managing, and 
budgeting money (Kotler & Levy, 1969). The capacity to influence brand awareness and 
positive brand associations make sport the most popular form of sponsorship (Kelly, Ireland, 
Mangan & Williamson, 2016). Sport sponsorship can be perceived as a B2B relationship 
between a sponsor and a sport entity (Biscaia, Correia, Rosado, Ross & Maroco, 2013). In 
fact, sport sponsorship is a B2B service that is offered from a sport entity (seller) to a sponsor 
(buyer). Moreover, this specific relationship develops between both parties and has 
complicated communication functions (Papastathopoulou, Avlonitis & Indounas, 2001). 
Sponsorship is difficult to define, however, a fairly simple definition that focuses on the 
benefits created by sponsorship was made by Olkkonen (2001) 
  
“In general, sponsorship can be illustrated as a mutually beneficial business relationship 
between two parties being named as sponsors (usually companies) and sponsored (e.g. actors 
in the field of arts, sports, education.)” (p. 311) 
 
As previously mentioned, the sponsor and the sponsee benefit in different ways from a 
sponsorship. Thus, how the existing interorganizational relationship should be managed 
aligns with the fact that sport sponsorship accounts for the majority of global sponsorship 
revenue (Kelly et al., 2016). This makes it an interesting area for further investigation.  

1.2 Problem Discussion 
Sports sponsorships account for as much as 68-84 percent of global sponsorship revenue 
(Kelly et al., 2016) with an estimated worldwide expenditure of  $53 billion in 2013 
(Walraven, Koning, Bijmolt & Los, 2016). It can be argued that the sport entity earns the 
financial as well as the non-financial support needed to improve team quality and other 
managerial aspects of the club. On the other hand, the sponsor obtains the tangible and 
intangible benefits of being associated with the sport entity (Biscaia et al., 2013), which is 
often the sponsor’s main objective (Westberg, Stavros & Wilson, 2008). 
 
The relationship between sponsors and the sponsee is difficult to understand due the lack of 
theoretical and managerial implications of the area (Olkkonen, 2001). Sponsorship as a 
strategy has become increasingly important and involves a certain complexity. This B2B 
relationship is today seen as either a partnership (Westberg, Stavros & Wilson, 2011) or a 
form of strategic alliance (Farrelly & Quester, 2005). In order for a sponsorship alliance to be 
successful, a sponsor is required to make a long-term commitment to the alliance. 
Furthermore, they must also make a long-term investment in enhancing the brand association, 
which in turn increases the exposure of both brands. Thus, if the sponsorship B2B 
relationship is managed effectively, the sport entity brand will create value for both parties. 
(Westberg et al., 2011)   
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Urriolagoitia and Planellas (2007) go more into depth regarding the management of these 
relationships, whereby they draw the conclusion that sponsorship can take a more strategic 
role if the sponsor and sport entity involved are willing to contribute to the growth and 
development of their relationship. Additionally, they also need to establish their expectations 
and communicate them clearly. On the contrary, there is research claiming that a sport 
entity’s failure to fully commit to the relationship could in fact prevent the sponsorship 
relationship from developing into a form of alliance (Farrelly & Quester, 2005a). However, 
research investigating sponsorship as a B2B concept is relatively limited and there is a need 
for further study within the area (Cornwell, 2008; Farrelly & Quester, 2005b), especially 
regarding how these relationships evolve (Olkkonen, 2001). 
 
When engaged in a sponsorship relationship, a breaking of moral or legal code committed by 
one partner may have a negative so-called spillover effect on the other partner, especially if 
the legitimate partner does not address the misdeed committed by the other partner (Votolato 
& Unnava, 2006). Therefore, both the sponsor and the sponsee are closely aligned to one 
another and may be affected by negative deeds committed by the other. This spillover effect 
can be prevented or minimized if both parties are engage in their relationship and manage it 
effectively. (Kahuni, Rowley & Binsardi, 2009).  
 
In order for a sport sponsorship to be successful, it must start by establishing a good 
relationship between the sponsor and the sponsee. Therefore, it is essential that sport entities 
work actively on establishing and maintaining a good relationship and contribute with 
valuable resources to the relationship. (Nufer & Bühler, 2010) Due to the increased usage of 
sponsorship and the complex sponsorship relationship, the management of the existing 
relationship between the sponsor and sponsee is considered an interesting area for further 
investigation. 

1.3 Overall Purpose 
The purpose of this study is to provide a better understanding of how sport entities and their 
existing sponsors manage their interorganizational relationship. In order to reach the stated 
purpose, the following two research questions will be used:  
 
Research Question 1: How can the exchange between the sponsor and the sponsee be 
described?  
 
Research Question 2: How can the maintenance of an existing sports sponsorship relationship 
be described? 
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2. LITERATURE REVIEW 
In chapter two we will identify and analyze the most relevant theories with regards to the 
stated research questions. Lastly we will present the chosen key factors to study for each 
research question in the conceptual framework.  

2.1 Exchange theory 
As a result of industrialization, advanced travel and communication technology were 
invented. The new high technology solutions helped spreading news regarding sport and 
events through radio, newspaper and television. This heightened the interest to undertake 
sponsorship initiatives (McCarvill & Copeland, 1994). According to McCarvill and Copeland 
(1994), a high level of involvement characterizes sport and due to such involvement, an 
interest in advertising may increase which in turn supports sponsorship initiatives. Aligned 
with this, sport entities have a great opportunity to differentiate themselves from competitors 
through sponsorship. (McCarvill & Copeland, 1994) 
 
As stated earlier, sponsorship is based on a B2B relationship where an exchange of resources 
that benefit both partners occurs. Usually, a sponsor supports someone or something 
financially and expects something in return, but the exchange must be valued equally by both 
partners. (McCarvill & Copeland, 1994) “Sponsorship represents an exchange relationship” 
(McCarvill & Copeland, 1994, p. 5) and therefore it can be connected to exchange theory. 
Exchange theory is based on a two-way relationship where an exchange of resources takes 
place. The relationship consists of commitment and expectations on one another and the 
exchange is motivated when both parties believe they can gain and provide each other with 
valuable resources. The result of the exchange flows back into the relationship and updates 
the expectations. (Huang & Knight, 2017) The exchange process is complex and constantly 
changes, something that previous research has failed to capture. This theory is based on the 
original tenets and more modern psychologically tenets regarding the exchange process, 
which is organized after three basic principles: rationality, marginal utility, and fair exchange. 
(McCarvill & Copeland, 1994) 

2.1.1 Exchange and Rationality 
Every week organizations can receive multiple sponsorship requests. The organization 
chooses their partners after the one who promises the most valued rewards and offers the 
greatest probability of delivering those rewards. “Rationality is characterized by action 
directed toward specified goals or rewards” (McCarvill & Copeland, 1994, p. 105) and 
exists in all discussions of exchange. (McCarvill & Copeland, 1994) Rationality is concerned 
with relationship and reward as well as past actions. This can also be understood as the 
partners involved in an exchange evaluate the sponsorship in terms of past experience, which 
is supported in more recent literature (McCarvill & Copeland, 1994). If a sponsor is satisfied 
with previous sponsorship relationships, for example if the sponsors have received increased 
media exposure or increased product sales, they will be more likely to respond in a positive 
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manner when requested to sponsor a new sport entity. It is stated that decision-makers 
concentrate their attention on indications that are originated from past success such as media 
coverage and sales when assessing new potential sponsorship initiatives and therefore, 
reliability is a key to successful partnership. (McCarvill & Copeland, 1994) 

2.1.2 Exchange and Marginal Utility 
It is stated that the relationship between the access to rewards and the values assigned to them 
is referred to as marginal utility. It is argued that if an organization has received rewards in 
the recent past from others, the less valuable any future activity becomes, something that can 
have implications for both parties within a sponsorship. Also, if new sponsorship 
opportunities are made available, the value placed on sponsorship opportunity will decrease. 
It is also argued that if an exchange involves the same resources repeatedly, the value of 
those resources may decrease, i.e. a sponsee who received equipment for an event may seek 
other forms of assistance that can benefit once the equipment has been used. The sponsee has 
then received maximum satisfaction from the exchange of resources and avoided the pitfalls 
of satiation. The rewards that are used must alter to meet the changes that occur in an 
organization. This can be defined as “customization” and requires that both partners need to 
have multiple types of assistance and rewards that are accessible and ready to be used to meet 
the changes and demands from their respective partners. (McCarvill & Copeland, 1994) 

2.1.3 Exchange and Fairness 
The resources and rewards involved in an exchange need to be distributed fairly for both 
partners since it is more likely that both partners will continue an exchange if this is done 
properly. In an exchange, relationship fairness can be judged after the level of expected 
rewards compared to the actual reward outcome. It is of high importance that the expected 
rewards are determent to be able to fulfill a fair exchange (McCarvill & Copeland, 1994).  
 
Fair exchange can be based on rules and norms. Two general types of norms are of high 
importance: equality and equity. First, norms regarding equality account for the outcomes of 
the exchange and that it should be distributed equally, regardless of the level of input. This 
norm is useful when both partners work toward the same goal and are engaged in long and 
cooperative relationships. (McCarvill & Copeland, 1994) The second norm is based on the 
opposite judgement and suggests that the outcome of an exchange should be distributed based 
on both partners’ contributions and inputs, something that is preferable by partners who make 
large contributions and dominate the sponsorship. Within the area of equity norms, fairness in 
the distribution of the outcome within an exchange is judged in terms of proportionally and 
can be perceived as satisfied when the distribution of rewards are based on the input of each 
partner. (McCarvill & Copeland, 1994) 
 
Further, to reach fairness in an exchange relationship within sponsorship, power imbalance 
needs to be taken into consideration. Power imbalance refers to when one partner is 
dependent on the other partner or when one partner has advantage over the other. There are 
several existing strategies to find balance between the two partners and they are all primarily 
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focused on expanding reward alternatives and reducing reward values. If a reward that is 
favorable for a sponsee, for example if funding is not available, other types of rewards can be 
used but will still arrive with the same result for both partners. Further, partners within 
sponsorship can use contingency plans that suggest alternatives that will lead to the desired 
outcome. (McCarvill & Copeland, 1994) 

2.2 The Commitment-Trust Theory 
Morgan and Hunt (1994) theorize that in order to be successful in relationship marketing, 
both commitment and trust must be present. Relationship marketing in sports concerns the 
“establishment and maintenance of positive, enduring, and mutually beneficial relations 
between professional sporting organizations and their stakeholders” (Nufer & Bühler, 2010, 
p. 158) Morgan and Hunt (1994) claim that commitment and trust are central in relationship 
marketing due to the fact that they encourage marketers to pay attention to the preservation of 
relationship investments by working hand in hand with their exchange partners. Moreover, 
commitment and trust foster long-term benefits over the otherwise more attractive short-term 
options of remaining in an existing partnership. Lastly, commitment and trust also encourage 
marketers to pursue high-risk actions since they do not believe that opportunistic behavior 
from their partners will occur. Thus, according to Morgan and Hunt (1994), the combination 
of commitment and trust in a relationship fosters efficiency, productivity, and effectiveness. 
To summarize, commitment and trust correlate with cooperative behaviors that, in turn, make 
relationship marketing a success. (Morgan & Hunt, 1994) 

2.2.1 Relationship Commitment 
Morgan and Hunt (1994) define relationship commitment as “an exchange partner believing 
that an ongoing relationship with another is so important as to warrant maximum efforts at 
maintaining it.” (p. 23) In other words, they are claiming that the parties involved are 
committed and that there is a desire to work on the relationship to make sure it lasts.  
  
Furthermore, Morgan and Hunt (1994) state that the concept of relationship commitment is 
key when it comes to relationship marketing. There is a common theme evolving from 
previous research on relationships. When commitment is present in a relationship it will 
generate valuable outcomes for the exchange partners, which is why the parties involved 
identify commitment as key in such a relationship. In other words, commitment leads to 
valuable outcomes, which in turn leads to a wish to develop and maintain the relationship. 
Based on this, the authors theorize that all the exchanges between the parties in a relationship 
evolve around commitment (Morgan & Hunt, 1994).  

2.2.2 Trust 
According to Morgan and Hunt (1994), trust is believed to exist in a relationship when there 
is mutual confidence in the respective party’s reliability and integrity. This conceptualization 
corresponds to that of Moorman, Deshpande, and Zaltman’s (1993) definition: “Trust is 
defined as a willingness to rely on an exchange partner in whom one has confidence.” (p. 23) 
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These definitions are in turn derived from Rotter’s (1967) view on trust, which suggests that 
trust occurs when one individual relies on the word of another. Confidence is central in trust 
and the literature states that generated confidence shows that the parties involved are in fact 
reliable and have integrity, otherwise there would be no trust in the relationship. (Morgan & 
Hunt, 1994) Just like relationship commitment, trust is also associated with positive outcomes 
(Anderson & Narus, 1990). Anderson and Naurus (1990) suggest that trust is when one party 
is believed to do something for another party that will generate positive outcomes. Morgan 
and Hunt (1994) agree and state that they also believe that such positive outcomes will be the 
result when two parties show confidence and rely on one another.  

2.2.3 Precursors of Relationship Commitment and Trust 
Throughout the years, various theories and empirical research have been developed on 
relationship commitment, and not too long ago research concerning commitment and trust in 
marketing started to be developed. Morgan and Hunt (1994) have derived five key 
influencers of relationship commitment and trust. According to the authors, relationship 
termination costs along with relationship benefits affect the level of commitment in a B2B 
relationship. Moreover, shared values affect both commitment and trust, while 
communication and opportunistic behavior affect the level of trust in the same relationship. 
(Morgan & Hunt, 1994) These five precursors of relationship commitment and trust will be 
discussed further below.  
 
Relationship termination costs 
Depending on how high the relationship termination costs are, one party may be more or less 
interested in maintaining a relationship. If the party were to lose a fair amount of resources if 
the relationship were terminated, and no alternative partners were to be found, they would 
become more committed to make the current relationship last. On the other hand, a party 
involved in a relationship is more likely to explore other options of partnerships if the 
termination costs of a current relationship are believed to be relatively low. If a relationship is 
terminated, the terminated party will be forced to find another partner, which results in so-
called switching costs and, through switching costs, to dependence. The expected termination 
costs of a relationship thus make the ongoing relationship more important through the eyes of 
the buyer and lead to an increased commitment. (Morgan & Hunt, 1994)   
 
Relationship benefits 
Firms often use partnerships to increase their competitive advantage in a marketplace. Thus, 
the firms must select their partners based on what resources provided from a potential partner 
could add value to their own products and services. Naturally, firms tend to value those 
partners that deliver the best benefits over the others, which makes relationship benefits a 
contributing factor to commitment. Put simply, the firms will be more committed to a 
relationship in which the partner provides them with the most superior benefits. (Morgan & 
Hunt, 1994)  
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Shared values 
Shared values is the only variable that Morgan and Hunt (1994) say contributes to both the 
level of commitment and the level of trust in a relationship. The concept concerns to what 
extent the parties in a relationship have similar image and organizational manners, for 
instance what is right and what is wrong according to them. Dwyer, Schurr, and Oh (1987) 
confirm this part of the theory by stating that shared values do indeed increase the level of 
commitment and trust. Drawing on previous research, Morgan and Hunt (1994) state that 
when partners in a relationship share values, they will be more committed to one another.  
  
Communication 
Morgan and Hunt (1994) consider communication to be a major influencer on trust in a 
relationship. Communication involves information sharing that can be either formal or 
informal. Moreover, the information sharing between the firms should be meaningful and 
timely. (Anderson & Narus, 1990) If the communication is timely, it will have a greater 
positive impact on trust and could even prevent misdeeds by including information regarding 
expectations Morgan & Hunt, 1994). When it comes to communication, Morgan and Hunt 
(1994) state that it is tested at a specific point in time, which in their model results in 
commitment being influenced by a partner’s experiences from past communications. If these 
past communications from another party have been of satisfaction, it will lead to an increase 
in trust in the ongoing exchange relationship. (Ibid.) 
 
Opportunistic behavior 
The concept of opportunistic behavior may be somewhat more difficult to grasp. In 
transaction cost analysis theory, it is defined as “self-interest seeking with guile” 
(Williamson, 1975, p. 6). Based on this definition, opportunistic behavior has a negative 
impact on trust in a relationship since it directly violates expected behaviors and policies 
(Morgan & Hunt, 1994). Morgan and Hunt (1994) thus state that when one party in a 
relationship is believed to be engaging in opportunistic behavior, the level of trust will 
decrease. Since the partners no longer believe that they can trust each other, the relationship 
commitment will also decrease as a result. (Ibid.) 

2.3 Conceptual Framework 
This far throughout the literature review we have identified and analyzed the most suitable 
studies and theories that we will be relying on in order to solve the stated research questions. 
In this section we will conceptualize the research questions by explaining, either graphically 
or narratively, the most central aspects that will be studied. The chosen frameworks will 
include the key factors for each research question as well as the interrelationships between 
them. Lastly, the conceptual framework establishes what information that needs to be 
collected and analyzed (Miles, Huberman & Saldaña, 2014). 
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2.3.1 Research Question one: The exchange between the sponsor and 
sponsee 
As discussed earlier in the literature review, McCarvill and Copeland (1994) state that 
sponsorship is based in a B2B relationship within which an exchange of resources that benefit 
both parties occurs. The authors further claim that sponsorship represents an exchange 
relationship. Thus, the concept correlates with exchange theory, which concerns the exchange 
process between the sponsor and the sponsee and is based on the key factors rationality, 
marginal utility, and fair exchange. We will be relying on this study and analyze these factors 
in order to map out and describe the exchange between the sponsor and the sponsored sport 
entity. (McCarvill & Copeland, 1994) 
  
Rationality 
Rationality concerns actions taken to reach specific goals or rewards and exists in every 
aspect of exchange. This factor will be analyzed in order to determine the current effect of 
past actions in the existing relationship between the sponsor and sponsee. (McCarvill & 
Copeland, 1994) 
  
Marginal Utility 
The marginal utility in sponsorship exchange correlates with the level of value derived from 
the sponsorship relationship. The utility is affected negatively by a decrease in value that may 
occur in the exchange if the rewards for committing to the sponsorship relationship are not 
altered to meet changes that occur in the respective organizations. Thus, this factor will be 
analyzed in order to determine the types of assistance and rewards provided by the sport 
entity that are accessible and ready to use to meet the changes and demand from their 
sponsors. (McCarvill & Copeland, 1994) 
  
Fairness 
It is more likely that partners in a sponsorship relationship will continue an exchange if the 
resources and rewards are distributed fairly among them. The fairness in the exchange is 
judged by the level of expected rewards in relation to the actual outcome of the reward. The 
purpose of analyzing this factor is to determine the current level of fairness in the sponsorship 
relationship exchange. (McCarvill & Copeland, 1994) 

2.3.2 Research Question two: Maintaining a relationship 
For research question two we will be relying on the commitment-trust theory of relationship 
marketing conducted by Morgan and Hunt (1994). According to Google Scholar (2017), the 
study has been cited 21270 times and therefore plays a key role in relationship theory. Based 
on decades of theory and empirical research on commitment and trust, the authors identified 
the five major precursors presented earlier in the literature section of this chapter. 
Commitment and trust combined create efficiency, productivity, and effectiveness and 
correlate directly with cooperative behaviors that are essential in being successful in 
relationship marketing (Morgan & Hunt, 1994). This study will support research question two 
in the sense of contributing with theoretical factors needed to reach a certain level of 
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commitment and trust and, if approached properly, maintain a sponsorship relationship. The 
factors that will be analyzed for this are the following:  
   
Relationship termination cost 
If the one party in a relationship would lose a fair amount of resources if the relationship was 
terminated, and no alternative partners are to be found, they would become more committed 
to make the ongoing relationship last. (Morgan & Hunt, 1994) This variable will be analyzed 
in order to determine the level of commitment generated by expected termination costs of a 
sponsorship.  
 
Relationship benefits 
A firm will be more committed to a relationship in which their partner provides them with the 
most superior benefits. (Morgan & Hunt, 1994) Thus, this factor will also be analyzed in 
order to determine a certain level of commitment generated by the benefits the sport entity 
provides their sponsors.  
 
Shared values 
Dwyer, Schurr, and Oh (1987) as well as Morgan and Hunt (1994) state that shared values 
increase the level of commitment and trust. This variable will be used to analyze to what 
extent the sport entity believes they share the values of their sponsors and thus also the 
generated relationship commitment and trust.  
 
Communication 
Morgan and Hunt (1994) state commitment is influenced by a partner’s experiences from past 
communications. If these past communications from another party have been of high quality, 
it will lead to an increase in trust in the ongoing exchange relationship (Ibid). The quality and 
experiences from communications in past sponsorships as well as communication patterns in 
ongoing sponsorships will be analyzed in order to determine the level of trust generated in the 
existing sponsorship.  
 
Opportunistic behavior 
Opportunistic behavior has a negative impact on trust in a relationship since it directly 
violates expected behaviors and policies (Morgan & Hunt, 1994). Morgan and Hunt (1994) 
thus state that when one party in a relationship is believed to be engaging in opportunistic 
behavior, the level of trust will decrease. This variable will be analyzed in order to determine 
any negative influences on trust in a sponsorship. 
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3. METHODOLOGY 
In this chapter, the research method used for this thesis will be discussed and described. The 
research purpose, research approach, research strategy, and data collection as well as 
sample selection, data analysis, and validity and reliability are discussed. The outline of the 
thesis is visualized in Figure 1 below.  
 

 
 Figure 1: Outline of Chapter Three 

3.1 Research Purpose 
According to Saunders, Lewis and Thornhill (2007), the purpose of a research can either be 
exploratory, descriptive or explanatory. The three stated research purposes can be used in 
combination with each other. The exploratory research method is designed to discover what 
is happening now and let investigators “look around”. The aim is to measure the phenomena 
in a new light, which can be considered useful when investigators want to provide 
clarification and a deeper understanding to the problem. Investigators who use exploratory 
research must be prepared and willing to change research directions if new data and insight 
arise. Additionally, within exploratory research, the area of investigation starts off broad and 
progressively narrows down as the research develops. (Saunders et al., 2007) 
 
Explanatory research approach is suitable to use when investigators study a situation or a 
problem where the aim is to explain a relationship or find patterns between variables 
(Saunders et al., 2007).  
 
Last, with regards to descriptive research, Miles and Huberman (1994) define description as 
“making complicated things understandable by reducing them to their component parts” (p. 
90). Within descriptive research there already exists knowledge about the problem area and 
researchers want to find answers to the existing theory. Also, descriptive research is useful 
when the purpose of the study is to describe a situation or an event. To do so, investigators 
need to have a clear picture of the phenomena on which the data will be collected from. 
(Saunders et al., 2007) A descriptive study can be directly linked to explanatory or 
exploratory research methods due to changes that can come into existence in the stated 
problem (Ibid.). 
 
The purpose of this study is to provide a better understanding of how sport entities and their 
existing sponsors manage their interorganizational relationship and, therefore, this study will 
be both descriptive and exploratory since a descriptive study is useful when the purpose of a 
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study is to describe a situation or an event, which is done in this thesis. Previous research and 
theories were also used to get a better understanding of the area. The study also has a 
exploratory research approach since the overall purpose of this thesis is to provide a better 
understanding of how sport entities and their existing sponsors manage their 
interorganizational relationship, something that explanatory research focus on.  

3.2 Research Approach 
Qualitative research is concentrated to words while quantitative research is concentrated to 
numbers (Bryman & Bell, 2013). For a qualitative research approach, the words collected are 
based on interviews, observations, and documents (Miles et al., 2014). This research 
approach is useful when the aim is to provide a deeper understanding (Bryman & Bell, 2013) 
and is considered flexible because investigators have the possibility to correct given 
formulations and weaknesses (Saunders et al., 2007). Another feature of qualitative data is 
that the data is usually collected over a certain period of time, which makes the data powerful 
for studying any processes (Ibid.).   
 
The purpose of this study is to provide a better understanding of how sport entities and their 
existing sponsors manage their interorganizational relationship. Qualitative data is useful 
when the aim is to provide a deeper understanding and insight of something because it is 
expressed in words and therefore qualitative research approach will be used for this study. 
Aligned with the stated purpose of this study, the two research questions are framed in a way 
where the answers will provide a deeper understanding of the phenomena.. Last, the data will 
be collected over a certain period of time due to the time limit of this course. Due to the 
definitions above qualitative research approach is suitable to use for this thesis. 

3.3 Research Strategy  
The stated research questions, the amount of time, resources, and objectives are all examples 
of factors that will have an impact on the choice of research strategy (Saunders et al., 2007) 
There are several strategies that can be used, i.e. experiment, case study, survey, history and 
archival analysis as seen in Table 1 below (Yin, 2003). 
 
Table 1: Relevant Situations for Different Research Strategies 

Strategy Form of Research 
Question 

Requires Control of 
Behavioral Events? 

Focuses on 
Contemporary Events 

Experiment How, why? Yes Yes 

Survey Who, what, where, how 
many, how much? 

No Yes 

Archival 
Analysis 

Who, what, where, how 
many, how much? 

No Yes/No 

History How, why? No No 

Case Study How, why? No Yes 
Source: Yin, 2003 p. 6 
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As mentioned previously, the research purpose of this study is to provide a better 
understanding of how sport entities and their existing sponsors manage their 
interorganizational relationship. According to Saunders et al., (2007), a case study is the most 
suitable research strategy when investigators are interested in gaining a deeper understanding. 
Additionally, a case study provides answers to the questions ‘why?’ as well as ‘how?’ and 
‘what?’. Both research questions are formulated in “how”-form and therefore a case study is 
the most suitable strategy to use to be able to answer our research questions as well as reach 
the overall purpose of this study.  

3.4 Data Collection  
There are two types of data, primary and secondary data. Primary data is data collected 
directly by a person for a specific research project with a stated purpose in mind while 
secondary data is data that has already been collected by other researchers who have a 
different overall purpose for their study (Eriksson & Wiedersheim-Paul, 1997).  
 
According to Yin (2003) there are six sources of evidence that are most common to use when 
using case studies. The six sources are; documentation, interviews, direct observation, 
archival records, participant-observation and physical artifacts (Ibid.). All sources come with 
strengths and weaknesses as stated in Table 2 below.  
 
Table 2: Six Sources of Evidence: Strengths and Weaknesses 

Sources of Evidence Strengths Weaknesses 
Documentation • 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 

 

• Rettrievability – can be low  
• Biased selectivity, if 

collection is incomplete 
• Reporting bias – reflects 

(unknown) bias of author 
• Access – may be deliberately 

blocked 

Archival Records • [Same as above for 
documentation] 

• Precise and quantitative 
 

• [Same as above for 
documentation] 

• Accessibility due to privacy 

Interviews • Targeted – focuses directly 
on case study topic 

• Insightful – provides 
perceived causal inferences 

• Bias due to poorly 
constructed questions 

• Response bias 
• Inaccurate due to poor recall 
• Reflexivity – interviewee 

gives what interviewer wants 
to hear 

Direct Observations • Reality – covers events in 
real time 

• Contextual – covers context 
of events 

• Time-consuming 
• Selectivity – unless broad 

coverage 
• Reflexivity – event may 
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proceed differently because it 
is being observed 

• Cost – hours needed by 
human observers 

Participant 
Observations 

• [Same as above for direct 
observations] 

• Insightful into interpersonal 
behavior and motives 

• [Same as above for direct 
observations] 

• Bias due to investigator’s 
manipulaiton of events 

Physical Artifacts  • Insightful into cultural 
features 

• Insightful into technical 
operations 

• Selectivity 
• Availability 

Source: Yin, 2003 p. 86 
 
To be able to answer our research questions and reach our overall purpose we will collect 
primary data through interviews since interviews focuses directly on the case study topic and 
it provides a good insight for us. The weaknesses of interviews are presented in Table 2 
conducted by Yin (2003). In general, interviews are considered flexible and therefore this 
method has become the most common and attractive to use in qualitative research. 
Furthermore, there are two major types of interviews; semi-structured and unstructured 
interviews. An unstructured interview contains of only a few questions and the questions are 
supposed to be open so that the respondents have the possibility to answer freely. Sometimes, 
if a respondent takes the liberty of answering freely, as few as one question can be asked. 
Meanwhile a semi-structured interview is when the interviewer has multiple topics that need 
to be covered. Just as in an unstructured interview the respondents in a semi-structured 
interview have much space to reply. Lastly, in a semi-structured interview more questions 
can be added by the interviewer throughout the interview if needed. (Bryman & Bell, 2013) 
 
For this thesis, semi-structured interviews will be used since the aim is to cover a few 
different topics, something that needs to be done to be able to answer our research questions 
and reach our overall purpose. Semi-structured interviews was chosen because it let us ask 
more questions if needed and by giving the respondent the ability answer freely we believe 
that we will learn more about the area and we may find new aspects and information that can 
benefit our thesis. The interview guide used is available as an appendix in both English and 
Swedish. The interviews will be conducted by both researchers and to make sure that no data 
gets neglected, all interviews will be recorded, which all respondents will be aware of.  

3.5 Sample Selection  
The research purpose of this study is to provide a better understanding of how sport entities 
and their existing sponsors manage their interorganizational relationship. To reach the overall 
purpose and answer our research questions we will frame our sample selection to sport 
entities whose business is sponsored by one or multiple companies. This type of sample 
selection is called non-probability sampling, meaning that the researcher has the freedom to 
select the cases best suited to answer the research questions. It is also considered suitable 
when researchers are working with very small samples such as in case study research 
(Saunders et al., 2007). 
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We have decided to interview four organizations in total, two within Sweden and two located 
in Norway. The interviews in Sweden will be conducted face-to-face while the interviews in 
Norway will be conducted using Skype. The two sport entities located in Sweden are Football 
club IFK Luleå and Basketball club Luleå Basket. Abroad we will interview two Norwegian 
hockey clubs, Storhamar Hockey and Frisk Asker Hockey. We believe that by interviewing 
teams that are involved in different types sport and also sport teams that are of different sizes 
will give us a better and deeper understanding of the relationship between a sponsee and a 
sponsor. Due to the fact that both teams in Norway are hockey teams will help us to draw 
overall conclusions regarding our stated topics, which can be compared with the data 
collected from the other cases.  Also by interviewing organizations that are involved in 
different types of sport provides us with the possibility to draw conclusions about the 
relationship between the sponsee and the sponsor within different sport types.  
 
We believe that by interviewing four different sport entities which the actual sports varies, 
two in Sweden and two in Norway, we will be able to collect data that gives us the overview 
we need to provide a deeper understanding of the relationships between a sponsee and their 
sponsors.   
 
The four objects for the interviews are Daniel Kalén, Sports Director at IFK Luelå, Ann-
Louise Larsson and Sara Stark, Sales Representative and Head of Sport and Event at Luleå 
Basketball, Patrik Bäärnhielm, coach and Sponsorship Manager at Storhamar Hockey and 
lastly, Pål-Morten Grande, Chairman at Frisk Asker Hockey. The respondents are all in 
involved in sponsorship functions at their particular sport entity and therefore we believe that 
they are suitable to answer the interview questions. The reason for choosing IFK Luleå, Luleå 
Basketball, Storhamar Hockey and Frisk Asker Hockey as case-study objects is because they 
are all well-known elite teams within their respective sport and we believe they represent 
good examples of sport sponsorship relationship. Due to the limited amount of time, we 
chose two local sport entities located in Luleå, Sweden.  

3.6 Data Analysis  
After the interviews are completed and all the empirical data has been collected, the next step 
is to analyze it. The aim is to find answers to the research questions. According to Yin 
(2003), the process of analyzing empirical data consists of examining, categorizing and 
tabulating or otherwise recombining the qualitative evidence. According to Miles and 
Huberman (1994), case study data can be analyzed by using either a with-in case analysis, an 
analysis that is in-depth focused on a single case or cross-case analysis where similarities and 
differences across cases are examined. Further, Miles and Huberman (1994) present a process 
based on three concurrent flows of activity. The three stages are:  
 
Data reduction: The purpose of this stage is to organize the data so that researchers are able to 
draw conclusions. This stage contains processes of selecting, focusing, simplifying, 
abstracting and transforming the collected data. (Miles & Huberman, 1994) 
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Data Display: “A display is an organized, compressed assembly of information that permits 
conclusion drawing and action” (Miles & Huberman, 1994, p. 11). As mentioned, in this 
stage the reduced data will be displayed and organized so that researchers can easily draw 
conclusions. (Ibid.) 
 
Conclusion drawing and verification: In the last stage the researcher of the collected data 
needs to decide what the meaning of the data is. It is either nothing regularities, explanations, 
causal flows, patterns, possible configurations and propositions. (Miles & Huberman, 1994) 
 
For this thesis, with-in case analysis, more specifically the three-stage process presented 
above, will be used when analyzing the collected data. The empirical findings will be 
compared with the concepts brought up in the conceptual framework in chapter two.   

3.7 Validity and Reliability  
Validity involves an evaluation of whether the conclusions generated from a study are true 
(Bryman & Bell, 2013). Yin (2003) present the following four tests that are used to judge the 
quality of any research: 
 
Construct validity: ”Establishing correct operational measures for the concept being 
studied” (Yin, 2003, p. 34).  There are three types of tactics, the first one is to use multiple 
sources of evidence, second, researchers need to establish chains of evidence and the third 
one is to have key informants review draft case study. (Yin, 2003) 
 
Internal validity: Internal validity needs to be considered if researchers use explanatory or 
causal research (Yin, 2003) and since we will be using a descriptive and exploratory 
approaches, this test has no relevance for us.  
 
External validity: This test examines if the results of the research are being generalized. 
There are two types of tactics, the first one is to use theory in single-case studies and the 
second tactic is to use replication logic in multiple case studies. (Yin, 2003) Since the 
collected data will come from four different cases we will be able to examine the findings 
where similarities and differences can be found. The results found from each case will be 
compared to the other cases and with the theory presented in the literature review. By doing 
this, the external validity will be strengthen.   
 
Reliability: Reliability concerns the question of whether the result from an investigation will 
be the same if the study would be done again (Bryman & Bell, 2013) There are two types of 
tactics, the first one is to use a case study protocol and the second is to develop case study 
databases (Yin, 2003).  
 
In this thesis four interviews will be conducted and our supervisor Arash Kordestani, assistant 
professor within the Department of Business Administration, Technology and Social Science 
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will review our questions before the interview in order to increase the construct validity. 
Also, to increase the construct validity the respondents at IFK Luleå, Luleå Basketball, 
Storhamar Hockey and Frisk Asker Hockey are the people who we found most suitable to 
answer our questions at respective organizations.    
 
The questions will be sent to our respondents a few days in advance to minimize 
misunderstandings and to give them the possibility to prepare if needed. All interviews will 
be in Swedish since both researchers and the three respondents native language is Swedish 
and the last respondent speaks the language fluently. To guarantee that no data will be 
misunderstood and lost, all interviews will be recorded using a smartphone.  
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4. EMPIRICAL DATA 
In this chapter, the collected data from the interviews will be presented. The data collected 
from every case will be presented separately. The data concerning exchange theory will be 
presented first for each case followed by the data regarding the commitment-trust theory for 
each case.  

4.1 Case 1, IFK Luleå  
IFK Luleå is a Football Club located in Luleå, Sweden. The club was founded on September 
20, 1900. Today their first team consists of 21 players and three coaches who compete in 
Division 1, which is two levels below the National League (Allsvenskan). While the players 
and coaches somewhat count as employees, the club has four full-time and one part-time 
employees working at the chancery. Today the club has around 400 active members including 
men and women from all ages playing on various levels. The annual turnover is 
approximately SEK 6 million and today the club has around 250-300 sponsors.  
 
The respondent for IFK Luleå was Daniel Kalén. Mr. Kalén is the Sports Director of the club. 
As a Sports Director at IFK Luleå, the work assignments vary. In general, Mr. Kalén is 
responsible for the overseeing of the entire athletic department of the organization. He has 
been working for the club for three years and has a good insight in all organizational 
activities.  

4.1.1 IFK Luleå and Sponsorship Relationship 
Mr. Kalén believes that all of the 250-300 sponsors have different objectives with the 
sponsorship. The majority of the club’s sponsors are local-based firms and some are active 
nationally. Many of the sponsors have been involved in sponsoring the club for a long period 
of time and have a genuine interest in the club itself. Most of their existing sponsors are 
interested in the soft values, referring to the fact that their sponsors have an interest in 
supporting youth activities and thereby contributing to the public welfare. Since the club has 
a large amount of sponsors, he believes that their sponsors also see a benefit in the possibility 
of getting in touch with their large business network.  
 
Mr. Kalén believes that a sponsor that has been engaged in sponsorship relationship before 
has a clear picture of what works for them and what does not. In the town of Luleå, football is 
the third most popular sport to sponsor after ice hockey and basketball. The capacity, 
advertisement, and media exposure that IFK Luleå’s sponsors receive through their 
sponsorships are much appreciated. Additionally, IFK Luleå also has an integration project 
for newly-arrived refugees, which many sponsors are interested in supporting and being 
associated with. 
  
The resources obtained from the sponsorship agreements vary. They range from different 
types of products to advertisement, but in most cases the club receives monetary resources 
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from their sponsors. Due to the fact that the club used to be financially unstable, they are 
interested in any support they can get to be able to get back on their feet. Mr. Kalén hopes 
that the club can provide their sponsors with even more output (i.e. increased soft values, 
media coverage, and sales) in the future. Of course, if the football team does extraordinarily 
well during upcoming seasons, this too will improve the overall sponsorship experience. 
  
According to Mr. Kalén, the sponsors usually have higher expectations on the club than what 
the club has on the sponsors. The actions needed to reach the goals and rewards in a 
sponsorship agreement are usually based on a well-established communication where both 
parties openly share their actions and results. IFK Luleå is constantly working on improving 
their relationship to their sponsors. Throughout last year the club invited their sponsors to 
lunch meetings to show them their appreciation and to give the sponsors the possibility to 
network with each other, which has been highly appreciated by everyone involved.   

4.1.2 IFK Luleå and Maintenance 
Due to their financial situation, Mr. Kalén believes that even if the termination cost were 
high, the club would not turn down any new or terminate any existing sponsorship deals. If a 
relationship with a sponsor is considered unsuccessful, the club would still be committed to 
the relationship and try to work it out.  
 
In recent years, IFK Luleå has been offering their sponsors benefits to strengthen the 
relationships, which have been highly appreciated. According to Mr. Kalén, the benefits that 
the club provides their sponsors with used to be somewhat standardized, but lately the club 
has been focusing on customizing the benefits to fit each sponsor’s interest. Due to the 
customized benefits, the sponsors’ commitments have improved noticeably. Furthermore, Mr. 
Kalén appreciates when the sponsors themselves show commitment and engage in the 
relationship. According to him, committed sponsors can help attract new sponsors to the club.  
 
In maintaining the relationship to their existing sponsors the person at the IFK Luleå who 
signed the sponsorship contract is also the one in charge of the communication. IFK Luleå 
sends out the usual newsletter to their sponsors. Besides that, IFK Luleå and their sponsors 
only communicate occasionally when needed, which has been working well according to Mr. 
Kalén. In the near future he wishes the club to become a better provider to the sponsors with 
information on what exactly their resources have been used for. To have a successful and 
lasting relationship to your partners, Mr. Kalén believes that the contracts between the two 
must be clear for everyone involved. IFK Luleå has never encountered opportunistic behavior 
from their sponsors, but if it were to happen Mr. Kalén believes that clear and simple 
contracts is the key solution to prevent it. 

4.2 Case 2, Luleå Basket 
Luleå Basket was founded in 1978 and is one of the largest female basketball organization in 
Sweden. The team recently won the league for the fourth consecutive year and they have 
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finished second five times in the Swedish Basketball Championships. This season, the club 
reached an all-time high of 1610 spectators during one game, which is the highest amount in 
Sweden within women’s basketball. Today, Luleå Basket consists of four full-time 
employees and one volunteer, along with 12 players. The majority of the players are Swedish, 
but on the team there are also players from the United States, the Netherlands, and 
Macedonia. Luleå Basket works on building partnerships rather than having sponsors that are 
not actively engaged in their organization and they currently have about 250-300 partners. At 
Luleå Basket they never say that their partners support them or donate money to the 
organization. It comes down to two professional organizations entering a partnership from 
which both parties will benefit equally.  
  
The respondents at Luleå Basket were Ann-Louise Larsson who is the Sales Representative at 
the club and Sara Stark who is the Head of Sport and Event at Luleå Basketball. Sara is also 
in charge of the communication at the club. 

4.2.1 Luleå Basket and Sponsorship Relationship Both Ms. Larsson and Ms. Stark believe that one of many reasons why their partners have 
chosen to contribute with resources to Luleå Basket is because it is important for companies 
and equality to invest not only in men’s sports activities, but also in women’s. Moreover, 
Luleå Basket is a well-established brand and they get just as much media exposure as the 
men’s team. The partners see the opportunity to network and do business with other partners. 
Some partners have also chosen to join Luleå Basket due to their interest in basketball. 
 
Ms. Larsson and Ms. Stark do not believe that their partners’ potential experiences from past 
partnerships have affected their decision to enter a partnership with Luleå basket. One factor 
that may have had an impact on the their decision to join Luleå Basket is that they nowadays 
try to be more aware of equality.  
 
Ms. Larsson and Ms. Stark believe that the accesses to the business network as well as media 
exposure are the most appreciated benefits among their partners. The resources provided in 
return to Luleå Basket consist of a range of various services and products. The goal with the 
partnerships is that everyone is satisfied with the exchange and that both parties have 
respective brand’s best interest at heart.  
 
Ms. Larsson and Ms. Stark say that there is some thought behind their choice of partners in 
terms of what they contribute with to the organization. For example, they do not spend a lot 
of time trying to find a resource that they already have enough of. They further state that the 
250-300 partners they have today already cover most of their basic needs, but that they also 
do not believe that they could have too many partners.  
 
The balance between the resources offered and obtained by Luleå Basket is fairly equal 
according to Ms. Larsson and Ms. Stark. Very few partners have left Luleå Basket, and they 
never leave due to the fact that they did not appreciate the partnership with Luleå Basket. Ms. 
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Larsson and Ms. Stark explain that the club evaluates the partnerships every year and after 
the evaluation they can apply improved changes if needed.  

4.2.2 Luleå Basket and Maintenance  
Luleå Basket as an organization has actually experienced partnerships, which they have not 
been fully satisfied with. In such an event, Luleå Basket would choose not to continue their 
relationship to this particular partner.. Having a partnership that works for both parties 
involved is key in Luleå Basket’s partnership activities.  
 
At Luleå Basket, there is always an ongoing product-development process in which they 
constantly improve the products offered to their partners. The process involves the evaluation 
of existing partnership once a year where they sit down and discuss what has been working 
for both parties and what needs improvement. They usually add aspects to their products in 
order to improve them and thereby secure the quality.  
 
When it comes to their partnerships, Luleå Basket values a win-win relationship and the fact 
that the partners both see and utilize the full potential in the club as well as in their network. 
If they do so, they will maximize their partnership experience with the club and increase the 
possibility of meeting new customers and thus doing business. Just as the partners choose to 
join Luleå Basket due to similar values, Luleå Basket also makes sure that their partners in 
fact do have reasonable values. In other words, Luleå Basket would not enter into a 
partnership with an organization with immoral values even if offered a large amount of 
money. For Luleå Basket the choice of partners is not always linked to the amount of money 
the organization would receive, it is more important that both partners share the same values. 
 
With regard to the communication between Luleå Basket and their partners, they get in touch 
with their partners through phone, email, visits to the partners’ offices, partner meetings at 
the arena, etc. Ms. Larsson says that they make sure to hold partner meetings not only at the 
arena, but they also let the partners host some of the meetings to which they invite the other 
partners. Since Luleå Basket is a fairly small organization in terms of full-time employees, 
everyone at the office can handle the communication to any of their partners.  
 
According to Ms. Stark and Ms. Larsson, they deal with opportunistic behavior immediately 
as it occurs by informing the partner of what is included in their particular agreement. They 
have experienced such behavior in the past and they make sure to inform the players to 
always refer to the people in charge of the communication is a partner were to reach out to 
one of them. The communication must be handled by the right people at Luleå Basket.  

4.3 Case 3, Storhamar Hockey  
Storhamar Hockey is located about 150 kilometers from Oslo, the capital of Norway. The 
club is considered one of the largest hockey clubs in the country and the men’s senior team 
plays in the national hockey league. Today Storhamar Hockey consists of two full-time 
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employees and one part-time. Along with this, there are a total of 25 people involved in the 
hockey activities including players and coaches. Storhamar Hockey works on building 
partnerships rather than having sponsors that are not actively engaged in their organization 
and today they have about 170 partners. The club experienced some financial instability in 
previous years until a couple of organizations decided to contribute to the club with financial 
support. Ever since, the club has been successful both financially and on the ice. Last year the 
club performed well in the national hockey league and their partnerships generated a total of 
NOK 11 million from partnerships. Today, the club attracts around 4500 spectators to each 
home game.  
 
The respondent at Storhamar Hockey was Patrik Bäärnhielm, coach and Partnership Manager 
at Storhamar Hockey. 

4.3.1 Storhamar Hockey and Sponsorship Relationship   
Patrik Bäärnhielm believes that ice hockey as a sport is growing in Norway and it is 
becoming increasingly popular to watch and exercise. The fact that club is located not far 
from Oslo and, on top of that, is one of the biggest hockey clubs in the country are valid 
reasons to why their partners have decided to join their specific club.  
 
Mr. Bräänhielm believes that a partner’s experience from previous sponsorship relationships 
can have a major impact on the decision-making process when choosing a new sponsee. 
Experiences from a less successful partnership may result in the potential partner choosing 
not to continue supporting sports clubs and/or other activities. 
 
Mr. Bräänhielm believes that the most appreciated benefit they offer their partners is being a 
part of the “Storhamar Hockey Family”. He further believes that the ability to enjoy watching 
a hockey game with other partners has been highly appreciated among their many partners 
since this gives them the opportunity to network with one another.  
 
By ensuring that they have a clear budget showing what the club is aiming for will make 
everyone within the organization aware of the current situation as well as the goals. The club 
also holds weekly meetings to coordinate everything that is happening and checks the current 
status of sales. Storhamar Hockey is trying to consistently provide their partners with 
information on current events within the club. Mr. Bräänhielm does not wish their partners to 
feel as if they are only needed when new agreements are about to be signed. In fact, he firmly 
believes in the matter of making their partners feel noticed and appreciated at all times.  
 
The services they reveive include, but are not limited to, transportation, clothes, prints, and 
equipment. If the club lacks some valuable services they try to find a sponsor that can cover 
these since they believe that it is important to have partners that cover as many aspects of 
their activities as possible. According to Mr. Bäärnhielm, it is important that the partners are 
satisfied with the partnership. Nowadays the value that the exchange generates is more or less 
equal for both parties. Mr. Bäärnhielm further states that the expectations the club has had on 
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their partners has been fulfilled, and that he also wishes some partners to be a bit more active 
in order for them to increase their value.. 

4.3.2 Storhamar Hockey and Maintenance  
At Storhamar Hockey, the sponsorship agreements usually last one or two years, which 
enables the agreement to terminate itself in a short amount of time if it is believed to be 
unsuccessful. However, according to Mr. Bäärnhielm, they would go far in keeping a sponsor 
that would be expensive to loose, even though they may not be completely satisfied with the 
relationship. Unfortunately, Storhamar is currently not in the financial state of being able to 
turn down sponsorship offers. 
  
The benefits offered to the sponsors have not always been the same. Mr. Bäärnhielm says that 
they are always trying to improve their partnership experiences. Storhamar Hockey makes 
sure to maintain and upgrade the VIP facilities in the arena. Furthermore, Mr. Bräämhielm 
wishes to obtain a permit to serve alcohol at the arena. In the process of obtaining the permit 
and upgrading the arena, Storhamar Hockey invites their partners to discuss how much they 
would be willing to pay for the added value and how they wish to use the final product. Put 
simply, Storhamar Hockey ensures that their partners get to contribute to the development of 
the club. 
  
According to Mr. Bräänhielm, they value an active partnership where both parties experience 
a mutually beneficial relationship to one another. They wish to convey the feeling of wanting 
to stay a committed partner to Storhamar Hockey forever. Mr. Bräänhielm believes that their 
partners share the same values and although there are bound to be some different meanings 
every now and then when managing 170 sponsors, he is very satisfied with their partnerships. 
  
As mentioned before, the people at Storhamar Hockey make sure to visit their partners on a 
regular basis. There is always one person in charge of the communication from each 
organization, sometimes even two when the manager signs the deal and then puts the 
marketing manager in charge of the actual communication. Additionally when it comes to 
communication, their Marketing Director writes their partners emails before every game, 
providing information on what will be going on in the VIP section during the game etc. They 
also get together with their partners about once a month, or eight times per season. According 
to Mr. Bräänhielm, they usually have a very solid communication with their partners and it is 
important to the club that their partners feel appreciated.  
 
It happens sometimes that the partners would like to use some of the players in their 
marketing activities. If this partner displays a player wearing their product without having 
appointed that with Storhamar Hockey, there will be a breach of contract. At such occasions, 
they pick up the phone and call their partner to explain the fact that they stepped out of 
bounds with this particular activity. Mr. Bräänhielm says that they expect the same kind of 
treatment from their partners if they were to step out of bounds. With solid communication 
and clear, detailed written agreements, such incidents may be prevented.  
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4.4 Case 4, Frisk Asker Hockey  
Frisk Asker is, and always have been, a multi-sports club and is considered to be one of the 
pioneers in Norway’s hockey operations. Ice hockey was added to the list of sports at the club 
in 1935, and their men’s senior team plays in the national hockey league. Today Frisk Asker 
Hockey consists of two full-time employees along with 35 people involved in their ice 
hockey activities, such as players, coaches, and equipment managers. They also have around 
100 sponsors that support the organization and make their sports activities a reality. 
Depending on how it is calculated, Frisk Asker’s turnover reaches NOK 13 million with pure 
revenue. If services and other add-ons are included, the turnover reaches NOK 17 million. 
Lastly, if all of the season tickets to the junior players and surrounding municipalities are 
added to the revenue, they reach an amount of NOK 18 million. The respondent at Frisk 
Asker Hockey was Pål-Morten Grande, until now has been a member of the board. Mr. 
Grande has had this position for five years and his main area of responsibility is sponsorship 
management.  

4.4.1 Frisk Asker Hockey and Sponsorship Relationship  
Pål-Morten Grande, member of the board at Frisk Asker Hockey, believes that the reasons 
why their sponsors have chosen to sponsor their organization are the sponsors aim to increase 
sales as well as the access to new customers through Frisk Asker’s business network. In fact, 
Frisk Asker Hockey provides their sponsors with three things; (1) access to their business 
network and thus increase in sales, (2) media exposure, and (3) hospitality, which includes 
VIP booths, tickets, dinner at the arena etc. The distribution between the three benefits is 
somewhat equal, making it 1/3 for each activity. 
  
According to Mr. Grande, the organization receives financial support as well as cars, clothes, 
sports attires, food, hotel stays, and more or less everything needed to keep the organization 
going in return. When they are going to keep a sponsor, they examine the possibility of 
expanding their partnership with the purpose of seeing whether the sponsor is willing to 
support them with additional resources. In return to the expanded range of resources provided 
by the sponsor, Frisk Asker Hockey may, for example, give the sponsor category exclusivity. 
This means that the sponsor now has the right to be the only company within its product or 
service category sponsoring Frisk Asker Hockey. 
 
If the balance between the resources offered and obtained by Frisk Asker Hockey is fairly 
equal is hard to say according to Mr. Grande. Mr. Grande says that they spend a significant 
amount of time evaluating what they believe the sponsors value in their relationship. In other 
words, they try to put themselves in the sponsors’ shoes in order to provide them with the 
best value. In regards to Frisk Asker Hockey’s goals with their existing partnerships, their 
aim is to make their sponsors feel like they are gaining more from the relationship than the 
stated goal in the sponsorship agreement. 
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Mr. Grande has not directly discussed the matter of whether experiences from previous 
sponsorship relationships have affected their sponsors’ current relationship to their 
organization. However, he states that about 5-10% of their current sponsors have experience 
from previous sponsorship relationships. 50-60% have either supported the Frisk Asker 
organization from the very beginning or decided to support them due to family ties.  

4.4.2 Frisk Asker Hockey and Maintenance 
As previously mentioned, the reality of Frisk Asker Hockey is that it is not a big enough 
sports club and, therefore, Mr. Grande says that they will try to maintain a sponsorship 
relationship as long as it generates some benefits. They have tried to seek more cooperation 
from some of their sponsors, however these efforts have in a varying degree been successful. 
According to Mr. Grande, the sports club plans on contacting alternative sponsors within the 
same categories when their current agreements with these parties expire, but they do not 
terminate any agreement while it is still in effect. 
  
In order to provide their sponsors with the most suitable and appreciated benefits, they 
evaluate the agreements every six months in order to improve their sponsorships. The way 
that sponsorship agreements are built within hockey has changed in the recent years. The 
sport is becoming more popular and is now being broadcasted on television. Moreover, local 
players that have been playing in Sweden and the United States are now returning to the club. 
The media exposure has increased, which enables Frisk Asker Hockey to increase their 
sponsorship revenue. 
  
What Mr. Grande wishes the most in terms of sponsorship, is to have a cooperation 
agreement where they can discuss with their sponsors the well-being of the organization and 
how they could further protect it as well as how the organization could utilize the sponsors’ 
products and services. Frisk Asker Hockey has sponsorship managers that throw events for 
their sponsors during every game. They have about 4-6 happenings a month for their 
sponsors, which add up to about 50 each year. In addition to meeting their sponsors at these 
events, they also keep in touch through e-mail and telephone. The continuous communication 
is said to be very important in maintaining their sponsorship relationship. 
 
At Frisk Asker Hockey, they keep the possibility of opportunistic behavior in mind, but do 
not work proactively to prevent it. At the unfortunate occasion at which such behavior may 
occur, Mr. Grande explains that they would discuss the matter with their sponsor 
immediately. 
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5. DATA ANALYSIS 
In this chapter the empirical data presented in the previous chapter will be analyzed based 
upon the conceptual framework conducted in chapter two. The data is analyzed using a with-
in case analysis whereby the data is structured according to data reduction, data display, and 
lastly conclusion drawing and verification.  

5.1 Research Question 1: How can the exchange between the 
sponsor and the sponsee be described? 
Research question one is based on McCarvill and Copeland (1994) where they present the 
exchange theory in relation to sponsorship relationship. Exchange theory is based on a two-
way relationship where an exchange of resources takes place. This theory is based on the 
original tenets and more modern psychological tenets regarding the exchange process and is 
organized after three basic principles: Rationality, marginal utility, and fair exchange. 
(McCarvill & Copeland, 1994) The three principles and how well they correspond with the 
stated theory is presented in Table 3 below, followed by a more detailed analysis. 
  
Table 3: Data Display for Research Question one 

Exchange 
Theory 

IFK Luleå Luleå Basket Storhamar 
Hockey 

Frisk Asker 
Hockey 

Rationality The factor is 
considered in the 
relationship 

The factor is 
considered to 
some extent in 
the relationship 

The factor is 
considered in the 
relationship 

The factor is 
considered to 
some extent in 
the relationship 

Marginal Utility The factor is 
considered to 
some extent in 
the relationship 

The factor is 
considered in the 
relationship 

The factor is 
considered in the 
relationship 

The factor is 
considered to 
some extent in 
the relationship 

Fairness The factor is not 
considered in the 
relationship 

The factor is 
considered in the 
relationship 

The factor is 
considered in the 
relationship 

The factor is 
considered to 
some extent in 
the relationship 

 
5.1.1 Exchange and Rationality 
Rationality concerns actions taken to reach specific goals or rewards and exists in every 
aspect of exchange. This factor is analyzed in order to determine the current effect of past 
actions in the existing relationship between the sponsor and sponsee. (McCarvill & Copeland, 
1994) Three out of four participants believed that their sponsors’ experiences from previous 
sponsorship relationships have affected their current choice of sponsee to some extent, which 
is supported by the exchange theory presented by McCarvill and Copeland (1994). According 
to McCarvill and Copeland (1994) rationality concerns the relationship and rewards and 
states that decision-makers concentrate their attention on indications that are originated from 
past success such as media coverage and sales, which is supported by three out of four 
respondents. In addition to increased sales and media exposure, all respondents indicated that 
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the most appreciated benefit by the sponsors is the access to their specific business network. 
Lastly, Rationality is characterized by actions directed toward specified goals or rewards 
(McCarvill & Copeland, 1994) and our data shows that the actions taken to reach the sport 
entity’s goals or rewards in a sponsorship relationship varied between the respondents. Two 
respondents considered the main goal to be that partners are satisfied with the exchange and 
that the sponsors receive what they expect or even more. The other two respondents believed 
that a clear budget and well-established communication are the actions needed to reach the 
goals and rewards in a sponsorship agreement. After what stated above, reliability is a key to 
successful partnership. (McCarvill & Copeland, 1994) 

5.1.2 Exchange and Marginal Utility 
It is stated that the relationship between access to rewards and the values assigned to them is 
referred to as marginal utility. The utility is affected negatively by a decrease in value that 
may occur in the exchange if the rewards for committing to the sponsorship relationship are 
not altered to meet changes that occur in the respective organizations. (McCarvill & 
Copeland, 1994) The resources obtained varied between the organizations but they all 
worked to obtain resources to fulfill their organizations basic needs, such as equipment, 
advertising and print that are usually provided in “standard” partnerships. The rewards that 
are used must alter to meet the changes that occur in an organization. This can be defined as 
“customization” and requires that both partners need to have multiple types of assistance and 
rewards. (McCarvill & Copeland, 1994) One respondent had both “standard” partnerships 
and so-called barter partnerships were the parties involved exchange services with one 
another, which also makes the sponsee a customer with certain demands. Beyond the 
contribution of equipment, advertising and print, all of our respondents received monetary 
resources, which was the most essential resource.  
  
McCarvill and Copeland (1994) argued that if an exchange involves the same resources 
repeatedly, the value of those resources might decrease which means that the sponsee have 
received maximum satiation from the exchange of resources. Our data shows that this is not 
always the case for every sport entity. All four respondents seek partners to fulfill their basic 
needs and if some needs are not covered two of our respondents seek new sponsors. Further, 
one try to get a hold of an old sponsor to cover this need while one is interested in any 
support the sport entity can get. One respondent also agreed with the fact that there are some 
thoughts behind the choice of partners in terms of what they contribute with. As mentioned, 
all of our respondents have multiple types of assistance and rewards. According to McCarvill 
and Copeland (1994) partners need to have multiple types of assistance and rewards that are 
accessible and ready to use to meet the changes and demands from their respective partners. 

5.1.3 Exchange and Fairness 
According to McCarvill and Copeland (1994) it is more likely that partners in a sponsorship 
relationship will continue an exchange if the resources and rewards are fairly distributed 
among them. The fairness in the exchange is judged by the level of expected rewards in 
relation to the actual outcome of the reward, which can also be described as equality norm. 
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(McCarvill & Copeland, 1994) The purpose of analyzing this factor is to determine the 
current level of fairness in the sponsorship relationship exchange. Our data regarding 
distribution of resources varied between our respondents. According to two of the 
respondents the resources and rewards are fairly distributed among the two parties while one 
respondent hope that the club can provide their sponsors with more output in the future to 
pursue a more equal sponsorship relationship and the last respondent was not sure if the 
resources offered and obtained was equal. According to McCarvill and Copeland (1994) the 
norms regarding equality is useful when both partners work toward the same goal and are 
engaged in long and cooperative relationships.  
  
As mentioned earlier, the fairness of an exchange relationship can be judged after the level of 
expected rewards compared to the actual reward outcome. It is of great importance that the 
expected rewards are determent to be able to fulfill a fair exchange. (McCarvill & Copeland, 
1994) The data supports that when an organization entering a sponsorship relationship they 
have certain expectations on their partners. According to one respondent, the sponsors usually 
have higher expectations on the club and on the outcome than what the club has on the 
sponsor. Another respondent believed that the expectations the club has on their partners has 
been fulfilled but further believed that some partners could be a bit more active in order for 
them to increase the outcome and to fulfill a fair exchange. According to McCarvill and 
Copeland (1994), resources and rewards involved in an exchange need to be distributed fairly 
for both partners because it is more likely that both partners will continue an exchange if this 
is done properly. 

5.2 Research Question 2: How can the maintenance of an 
existing sports sponsorship relationship be described? 
Based on decades of theory and empirical research on commitment and trust, Morgan and 
Hunt (1994) identified the five major precursors to relationship commitment and trust, 
presented earlier in the theory section of this chapter. The authors further state that 
commitment and trust combined create efficiency, productivity, and effectiveness. This study 
will support research question two in the sense of contributing with theoretical factors needed 
to reach a certain level of commitment and trust and, if approached properly, maintain a 
sponsorship relationship. The extent to which the data is supported by the chosen theory is 
presented in Table 4 on the following page. 
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Table 4: Data Display for Research Question two 

Commitment-
Trust Theory 

IFK Luleå Luleå Basket Storhamar 
Hockey 

Frisk Asker 
Hockey 

Termination Cost Commitment & 
trust are 
generated from 
this variable 

Commitment & 
trust are 
generated to 
some extent from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

Relationship 
Benefits 

Commitment & 
trust are 
generated from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

Shared Values Commitment & 
trust are 
generated from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

Communication Commitment & 
trust are 
generated to 
some extent from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

Opportunistic 
Behavior 

Commitment & 
trust are 
generated from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

Commitment & 
trust are 
generated from 
this variable 

 
 
Relationship Termination Cost 
Whether a relationship is expensive to terminate or not affects the relationship commitment. 
According to Morgan and Hunt (1994), the commitment to a relationship increases if the 
termination costs are high. An ongoing relationship is considered important if the expected 
termination costs are high, which in turn generates commitment to the relationship. (Morgan 
& Hunt, 1994) In three out of four cases the respondents admitted that a high termination cost 
would lead to added efforts in trying to maintain this specific sponsorship relationship. These 
respondents simply cannot afford to terminate sponsorships as long as they generate some 
benefits. The fourth respondent stated that money to them does not necessarily have to be 
everything. They would not enter into a sponsorship where the sponsor’s values and morals 
could be questioned and are far off from their own. Moreover, they would also terminate an 
unsuccessful sponsorship deal. All respondents added to this factor themselves saying that 
they would never terminate an agreement mid-season or as long as the agreement is valid. 
This would instead happen during the evaluation process after the agreement itself has 
expired.  
 
A party involved in a relationship is more likely to explore other options of partnerships if the 
termination costs of a current relationship are believed to be relatively low. If a relationship is 
terminated, the terminated party will be forced to find another partner. (Morgan & Hunt, 
1994) The data shows that three out of four respondents would be more committed to the 
sponsorship relationship if they were to lose a significant amount of resources by terminating 
it, which corresponds with the theory explained above. It was noticed that the current 
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financial position of the sports entities might be one reason to an increase in commitment. In 
some cases even the values and morals of a specific sponsor brand may sometimes determine 
whether or not to enter into or keep a sponsorship deal. The expected termination costs of a 
relationship thus make the ongoing relationship more important through the eyes of the buyer 
and lead to an increased commitment. (Morgan & Hunt, 1994)   
 
Relationship Benefits 
Companies are interested in products and services that add value to their own organization. In 
other words, they seek out the partner that will deliver the most superior benefits and these 
are the kind of partners that companies will be committed to in terms of establishing, 
developing, and maintaining relationships. (Morgan & Hunt, 1994) The data suggests that all 
four respondents continuously evaluate and develop the benefits offered to their sponsors 
with the intention to improve the relationship and thus retain the sponsors. They further 
involve their sponsors in the evaluations to make the benefits as appreciated as possible. All 
respondents are certain that the evaluation and improvement of the benefits lead to an 
increased commitment and wish to remain their sponsors. This is supported in Morgan and 
Hunt’s (1994) theory on relationship commitment and trust, which states that better benefits 
foster commitment from the company’s point of view. Firms often use partnerships to 
increase their competitive advantage in a marketplace. Thus, the firms must select their 
partners based on what resources provided from a potential partner could add value to their 
own products and services (Morgan & Hunt, 1994), which is shown in the data.  
 
Shared Values 
Morgan and Hunt (1994) state that shared values between the parties in a relationship directly 
influences both relationship commitment and trust. The more alike the both parties’ values 
are, the more committed they become and the more they trust in one another in the 
relationship. (Morgan & Hunt, 1994) The respondents mostly value a win-win relationship or 
a so-called partnership instead of a simple sponsorship in which the sponsor is not involved 
in their organization and activities. Most respondents wish that their sponsors would become 
even more active. The data suggests that the sponsors would gain a greater deal from the 
partnership if they would utilize the benefits to their full potential. Apart from a win-win 
relationship, the existing sponsors are believed to share the same relational values as the 
sponsee. The concept concerns to what extent the parties in a relationship have similar image 
and organizational manners, for instance what is right and what is wrong according to them. 
(Morgan & Hunt, 1994) The data shows that there was one respondent who is very careful 
when it comes to what brands they choose to associate themselves with. The image of a 
potential sponsor’s brand must to a large extent correspond with the image of their sport 
entity. According to theory, the fact that the respondents highlight the importance of having 
somewhat shared values in a sponsorship indicates that there is a contribution to the 
development of commitment and trust. (Morgan & Hunt, 1994) 
 
Communication 
Morgan and Hunt (1994) suggest that communication fosters trust in the sense of being a 
valuable tool in resolving potential conflicts as well as ensuring both parties’ expectations. 
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They further state that past communication patterns from previous business relationships will 
result in increased trust if this communication has been managed frequently and with high 
quality. The data suggests that all four respondents believe that the communication with their 
sponsors is essential in maintaining a good relationship. Moreover, the respondents all have 
well-established communication channels and routines and make sure that their sponsors are 
involved in their respective organizations. If the communication is timely, it will have a 
greater positive impact on trust and could even prevent misdeeds by including information 
regarding expectations (Morgan & Hunt, 1994). With regard to the communication 
experiences from previous sponsorship relationship, the data states to some extent that it does 
indeed influence the sponsors’ future sponsorship involvement, which is supported in the 
theory. If these communications from another party have been of satisfaction, it will lead to 
an increase in trust in the ongoing exchange relationship (Morgan & Hunt, 1994). 
 
Opportunistic Behavior 
According to Morgan and Hunt (1994) opportunistic behavior has a negative connection to 
trust. Thus, if a party engages in opportunistic behavior, this will result in decreased trust. If 
partners in a business relationship believe that they can no longer trust each other, the 
relationship commitment will also decrease (Morgan & Hunt, 1994). The collected data 
shows that such behavior is not tolerated amongst the respondents. If it occurs, it will be 
handled directly and discussed with the parties involved. In return, the respondents also wish 
that their sponsors will let them know if they happen to break a part of the agreement. 
Opportunistic behavior has a negative impact on trust in a relationship since it directly 
violates expected behaviors and policies (Morgan & Hunt, 1994). The data further suggests 
that clear and detailed agreements can minimize the risk of opportunistic behavior. In some 
cases, the respondents could agree to be involved in activities outside of the agreement. 
However, the matter must in that case be discussed with the person in charge of the 
communication and sponsorship agreement.  
 
Since the data suggests that a sport entity sees opportunistic behavior as something that 
would have a negative impact on their relationship to their sponsors, the conclusion can be 
drawn that such behavior does indeed decrease both trust and thus also commitment. 
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6. CONCLUSIONS AND DISCUSSION 
This study has provided a better understanding of how sports organizations and their existing 
sponsors manage their interorganizational relationship. Sport entities can have hundreds of 
sponsors, or partners, which makes the management of their relationship essential. As the 
more professional sport entities are trying to move away from establishing pure sponsorship 
relationship and instead focus on creating sustainable partnerships, these developed 
sponsorship relationships require commitment from both parties in order to be equally 
beneficial. In this chapter research question one and two will be answered. The findings for 
research question one will be presented followed by those for research question two. The 
overall purpose will then be discussed and in the end, implications for theory and 
management as well as suggestions for future research will be presented.  

6.1 How can the exchange between the sponsor and the 
sponsee be described?  
In the theory chapter the exchange theory by McCarvill and Copeland (1994) was presented. 
The exchange theory is organized after three basic principles. All three principles have been 
tested against our empirical data, which have been collected from interviews. The collected 
data has proved that the three stated principles within exchange theory also exist within a 
sponsorship relationship and are of help when describing the exchange between a sponsor 
and a sponsee. 
  
As the data presented in chapter four suggested, rationality, marginal utility, and fair 
exchange are all essential principles when describing the exchange. An evaluation of the 
findings shows that the goals and rewards varied, but mainly the sponsees’ goal is to make 
both partners satisfied with the exchange. The partners that the sponsee chooses to enter into 
a partnership with is essential for the club and the findings show that sponsors’ experiences 
from previous sponsorship relationships may have affected their current choice of sponsee to 
some extent. Sponsors that have been engaged in sponsorship relationships before have 
experience in what works for them and what does not, which could influence their choice of 
sponsee.  
 
The benefits received from the sponsee in a well-functioned sponsorship relationship varied 
and our findings show that media exposure and increased sales are appreciated by the 
sponsors, however, the most essential benefit received from the sport entity was the access to 
their business network. Most resources are obtained to cover the basic needs of the sport 
entity. If a need is not covered, some sport entities try to find new sponsors to cover this, but 
this is not the case for every club. The most essential resource to receive is monetary 
resources. In some cases, however, money does not necessarily have to be everything for a 
sport entity. These clubs would not enter into a relationship with sponsors who do not share 
the same values and image as the club, no matter the amount of money involved.  
 



 33 

If the rewards and outcome are properly distributed it is more likely that the partners in a 
sponsorship relationship will continue their exchange. The findings show that in most cases 
the rewards and outcomes are equal among partners but they also show that some sport 
entities hope to provide their sponsors with more output in the future to fulfill a more equal 
sponsorship relationship. When entering a sponsorship both partners have expectations on 
one another, which is supported in exchange theory. In some cases the sponsor has higher 
expectations on the sport entity than what the sport entity has on the sponsor and in some 
cases the sponsor could be more active to reach a more equal relationship. Lastly, in some 
cases sport entities’ expectations are completely fulfilled. 

6.2 How can the maintenance of a existing sports sponsorship 
relationship be described? 
In order to answer this research question we implemented theory on relationship commitment 
and trust. These presences of these variables in B2B relationships have been stated in the 
theory chapter to lead to efficiency, productivity, and effectiveness and thus make the 
relationship successful. The precursors of relationship commitment and trust, consisting of 
relationship termination cost, relationship benefits, communication, shared values, and 
opportunistic behavior, have been analyzed in sports sponsorship relationship to provide the 
following description of how the maintenance of such a relationship can be described. 
 
Based on the data collected it was discovered that high relationship termination costs would 
lead to a sport entity’s added efforts in trying to maintain this specific sponsorship 
relationship. Moreover, the current financial position was found to influence the additional 
degree of commitment generated to some extent. Not all sport entities would be able to afford 
to terminate unsuccessful sponsorships as long as they generate some benefits. It was also 
discovered that money is not always everything for a sport entity when deciding upon a 
sponsor. Instead it is sometimes of greater importance that the sponsor’s values and morals 
align with those of the sport entity. If an existing sponsorship relationship is considered 
unsuccessful and does not generate enough benefits to the sport entity, the sport entity will 
terminate it. However, such an agreement would never be terminated mid-season or as long 
as the agreement is valid. This would instead happen during the evaluation process after the 
agreement itself has expired. The sponsorship agreements and benefits offered to the 
sponsors are continuously being evaluated and developed with the intention to improve the 
relationship and thus retain the sponsors. The sport entities make sure to involve their 
sponsors in the evaluation processes to make the benefits as suitable and appreciated as 
possible. 
 
The data suggested that a win-win relationship or a so-called partnership instead of a simple 
sponsorship in which the sponsor is not involved in their organization and activities is most 
valued in such a relationship. The sponsors would gain the most out of a partnership if they 
were to utilize the offered benefits to their full potential. Apart from a win-win relationship 
the existing sponsors are believed to share the same relational values as the sponsee and it 
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was discovered that for some sports entities are very careful when it comes to what brands 
they choose to associate themselves with. The image of a potential sponsor’s brand must to a 
large extent correspond with the image of these sport entities.  
 
Opportunistic behavior is not tolerated in a sponsorship relationship. It was discovered that if 
it occurs, it will be handled directly and discussed with the parties involved. The sport entities 
expect the same response from their sponsors if they happen to break a part of the agreement. 
The data further suggested that clear and detailed agreements could minimize the risk of 
opportunistic behavior. Although in some cases, the parties involved in such an agreement 
will agree to participate in activities outside of the agreement. The matter must in that case be 
discussed with the person in charge of the communication and sponsorship agreement. A 
sport entity’s communication with their sponsors was found to be essential in maintaining a 
good relationship. This includes having well-established communication channels and 
routines and make sure that their sponsors are involved in their respective sports organization. 

6.3 Implications for Theory  
The purpose of this study is to provide a better understanding of how sport entities and their 
existing sponsors manage their interorganizational relationship. There is a significant amount 
of existing literature and theory in the area of sponsorship. The chosen theories used in this 
thesis have been used to gain a deeper understanding of the area and have led to a base for the 
conceptual framework. To reach the purpose, a combination of descriptive and exploratory 
approaches was used and two stated research questions were formulated. The two questions 
focus on how the exchange between the sponsor and the sponsee can be described as well as 
how the maintenance of this relationship can be described. The data were collected through 
interviews and then compared to theory to provide a better understanding and to draw 
conclusions of how sport entities and their existing sponsors manage their interorganizational 
relationship. Most of the theory used corresponded with the data collected from the four 
interviews, however there are some differences. The literature did not cover the aspect of the 
sponsors’ access to the sponsees’ business networks, which was considered to be highly 
appreciated by sponsors. 
  
As mentioned before there is a wide supply of literature regarding sponsorship and 
sponsorship connected to sport but there is a limited supply of literature regarding 
sponsorship relationship and even more limited is the supply regarding sport sponsorship 
relationship.  

6.4 Implications for Management  
The main suggestion is that both parties involved in a partnership are committed to the 
relationship and actively work on making it mutually beneficial. The partners must be 
included in the activities of the sport entity, which posits high-quality communication as an 
essential tool in maintaining a relationship. In order to maximize the value generated from the 
offered benefits, the partners must be willing to utilize the full potential in participating in the 



 35 

sport entity’s various activities. The sport entity provides the partner with access to their 
business network. However, the partners need to make an effort to utilize it.  
 
It is of great importance to provide the partners with superior benefits in order to retain them. 
Thus, it is further suggested that the sport entities continuously evaluate and develop existing 
partnership agreements in order to improve these benefits and thus ensure a long-term 
partnership. The evaluation should also include the sport entity’s obtained resources from 
their partners in order to strategically determine what to look for in the next partnership. 

6.5 Limitations and Suggestions for Future Research 
This thesis only includes four cases and two countries, which limits the purpose of the thesis 
in terms of lack of data in describing the management of a sport sponsorship relationship. As 
mentioned earlier, professional sport entities prefer partnerships over sponsorships and the 
thesis lack research on partnership relationship. Furthermore, only one out of four cases 
included an all-women’s sport entity and thereby exclude a possibility of analyzing 
differences in sponsorship relationships between men’s and women’s sports organizations.  
 
The area of sponsorship has a wide supply of literature and has been studied for a significant 
period of time. The concept of sponsorship has grown significantly in recent years and the 
sports industry stands for the majority of sponsor-related agreements. Throughout the 
conduction of this thesis we came across some topics that this thesis did not cover. Below are 
some of the aspects that we believe would be interesting for further research.  
 
● The majority of the literature used in this study is based on the area of sponsorship but 

throughout the data collection it was noticed that most respondents did not view them 
as sponsors and would avoid referring to them as such. Instead they see them as 
business partners where the reward and outcome should be distributed equally. This 
could be of interest when conducting studies on sponsorship relationship in the future.   

 
● This study is based on four cases from two different countries (Sweden and Norway). 

It would be interesting to see research focusing on the comparison between how 
sponsorship relationships are managed in different countries.   

 
● In this study only one female sports organization was included in the data collection. 

There is a possibility for future research regarding the sponsoring entity’s approach to 
female versus male sports organizations if more cases are included for the data 
collection.  

 
● This study covers sponsorship relationship within sport, but it would be interesting if 

a study was conducted to focus on sponsorship relationship within another industry.  
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● During the data collection of this study, the importance of being associated with a 
suitable brand image was encountered. Thus, the impact of brand image on 
sponsorship relationships is considered an interesting area for further research. 
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APPENDICES 
 
APPENDIX 1: INTERVIEW GUIDE, ENGLISH 
 
General Information and background 
Name of the sport entity: 
Number of employees at the company: 
Field of business:  
Amount of sponsors:  
Turnover of the sport entity:  
Name of the respondents:  
Position of the respondents: 
 
Research Question 1: How can the exchange between the sponsor and the sponsee be 
described?  
 
Rationality 
 
Why have your sponsors decided to sponsor your specific organization? 
 
How do you think that your sponsors’ experiences from previous sponsorship relationships 
have affected their current choice of sponsee? 
 
What benefits from sponsoring your organization is most appreciated by your sponsors? (i.e. 
increased sales, media coverage, etc.) 
 
What actions do you take to reach your goals or rewards in a sponsorship? 
 
Marginal Utility  
 
What types of resources do your organization receive from your sponsors?  
 
Do you organization have certain preferences when it comes to the selection of sponsors? 
 
Fairness 
 
Do you believe that what you get out of a sponsorship relationship equals what you offer your 
sponsors? In other words, is the value that the exchange generates the same for both partners? 
 
Logically speaking, both partners have certain expectations when entering a sponsorship. Do 
you believe that your sponsors have fulfilled your expectations? Why/Why not? 
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Other: 
 
Do you have anything to add concerning the exchange between your organization and your 
sponsors? 
 
Research Question 2: How can the maintenance of a sports sponsorship relationship be 
described? 
 
Relationship termination cost 
 
If the relationship is not successful and the relationship termination cost is high, will you still 
be committed to the relationship? 
 
Relationship benefits 
 
Throughout the years, have you always offered your sponsors the same benefits, such as VIP 
lounges or media coverage, or have you added/changed/removed benefits in order to improve 
the sponsorship experience?       
 
If so - do you believe that your sponsors’ commitment have improved?  
 
Shared values 
 
What does your organization value in a sponsorship relationship?  
 
Do you as a sports organization believe that you and your sponsors share the same values in 
your relationship? 
 
Communication 
 
How is the communication with your sponsors managed? (i.e. is check off´s done over the 
phone/face to face? how often do speak to one another? Is there someone in charge for this at 
the respective organizations? 
 
How important do you believe this communication to be in maintaining your relationship 
with your sponsors?  
 
Opportunistic behavior 
 
What approaches does your organization use to prevent opportunistic behavior?  
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APPENDIX 2: INTERVIEW GUIDE, SWEDISH 
 
Generell information och bakgrund: 
Sportorganisation:  
Antal anställda: 
Verksamhetsområde: 
Antal sponsorer:   
Omsättning: 
Respondentens namn:  
Respondentens titel:   
 
Research Question 1: How can the exchange between the sponsor and the sponsee be 
described?  
 
Rationality 
 
1. Varför har era sponsorer valt att sponsra just er verksamhet?  
 
2. Hur tror ni att era sponsorers erfarenheter från tidigare sponsorförhållanden har påverkat 
deras nuvarande val av organisation att sponsra? 
 
3. Vilka fördelar av att sponsra er är mest uppskattade av era sponsorer? (t.ex. ökad 
försäljning, exponering i media osv.)  
 
4. Hur går ni tillväga för att nå era mål med sponsorskapen? 
 
Marginal Utility  
 
5. Vilka typer av resurser får er organisation av era sponsorer? 
 
6. Har er organisation specifika preferenser när det kommer till val av sponsor?  
 
Fairness 
 
7. Upplever ni att det ni får ut av sponsorskapet stämmer överens med det som ni erbjuder era 
sponsorer? Med andra ord, är värdet som utbytet genererar lika för båda parter? 
 
8. Logiskt sett så har man vissa förväntningar på varandra när man ingår i ett sponsorskap. 
Anser ni att era sponsorer har levt upp till era förväntningar? Varför/varför inte? 
 
Övrigt:  
 
9. Har ni något att tillägga gällande utbytet mellan er och era sponsorer? 
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Research Question 2: How can the maintenance of a sports sponsorship relationship be 
described?  
 
Relationship termination cost 
 
1. Om förhållandet inte anses framgångsrikt och kostnaderna att avsluta förhållandet är höga, 
kommer ni fortfarande att satsa på förhållandet? 
 
Relationship benefits 
 
2. Har ni alltid erbjudit era sponsorer samma förmåner, såsom VIP-bås eller 
mediauppmärksamhet, eller har ni tagit bort/lagt till/ändrat några fördelar för att förbättra?           
 
Om ja - Anser ni att era sponsorers engagemang till ert förhållande har förbättrats? 
 
Shared values 
 
4. Vad värdesätter ni i ett sponsorförhållande? 
 
5. Anser ni som sportorganisation att ni och era sponsorer delar samma värderingar i ert 
förhållande? 
 
Communication 
 
6. Hur sköts kommunikationen gentemot era sponsorer? (t.ex. sker avstämning via 
telefon/face to face, hur ofta talas ni vid? finns det en ansvarig hos båda parter?) 
 
7. Hur viktigt anser ni att denna kommunikation är för upprätthållandet av förhållandet 
mellan er och era sponsorer? 
 
Opportunistic behavior 
 
8. Hur går ni tillväga för att förhindra opportunistiskt beteende?  
 


