CONTENT/TEACHING OUTLINE

COMPETENCY:
6.00
Examine sponsorships pertaining to the sports and entertainment industry.

OBJECTIVE:

6.01
Explain the concept of sponsorships.



A. Describe sponsor, sponsee and sponsorships.

1. A sponsor is a business, person or organization that finances a sports or entertainment entity.

2. A sponsee is the entity (event, sport, athlete, entertainer or venue) that receives money or product from the sponsor.

3. Sponsorship is the financing of a sports or entertainment entity by a business in return for recognition affiliation.

a. Involves money, products or services.

b. Involves a marketing exchange.  The sponsor benefits by receiving the right to associate with the sports or entertainment entity, which receives either monetary support or product supplied by the sponsor.

c. Occurs with any sport or entertainment entity.

d. May involve the donation of items other than money.  In-kind sponsorship involves the donation of a product such as t-shirts or technical support .

e. Takes many forms:

i. Teams (Charlotte Bobcats).

ii. Governing bodies (International Olympic Committee).

iii. Athletes, amateur and/or professional (Michael Jordan).

iv. Facilities (Alltel Pavilion at Walnut Creek).

v. Event (Triathlon).

vi. Sport, major and/or minor (MLB).

vii. Leagues (Bowling).

f. Factors used to determine what to sponsor include:

i. Increase in product sales.

ii. Compatibility between the sponsor and the event; image of the event and the sponsor must match or the right target market will not be reached.

iii. Association or “tie-in” with retailers both current and potential must be consistent.  Example:  Powerade is considering being the presenting sponsor of the local YMCA 5K road race.   One of the determining factors is exclusivity of beverage sales at the local YMCA. 

iv. Potential media coverage and recognition available.  Example:  Availability of signage around the track at a national meet or around the racetrack.

v. Exclusivity of competitors as stated in the sponsorship agreement.  Exclusivity is when the company is guaranteed to be the only sponsor in a particular category that is linked with the event or venue.  Divisions of the sponsoring company may also be ensured exclusivity.  Exclusive sponsors are usually entitled to use logos or slogans associated with the event.  It is better for the sponsor to have a broad exclusivity category since more competitors could be eliminated from becoming sponsors.  

g. Can have several different types or levels depending on what is included in each sponsorship package. 

i. Title sponsorship is the major sponsorship of an event.  All publications or references to the event will include the title sponsors name.  Examples:  The Continental Tire Bowl or The Toyota Gator Bowl.
ii. Presenting sponsorship occurs when a sponsor chooses not to pay the fee for a major sponsorship, but is willing to sponsor part of an event.  Example:  The Chevrolet Player of the Game.
B. Explain the history and growth of sponsorship.

1. In Roman times, the gladiators and chariot drivers would wear colors representing specific merchants.  

2. During the 17th & 18th centuries, pubs in England sponsored horse races.

3. In the mid 1800s local companies sponsored the Harvard & Yale rowing teams.

4. MLB was the first major league sport sponsored by corporations.

5. Since the 1970s, sponsorship has grown because tobacco ads were banned from the airways.  Today these restrictions continue to be applied.  Example:  RJ Reynolds was no longer allowed to advertise a popular brand of cigarettes after a ban on tobacco ads, so they focused their advertising efforts on NASCAR sponsorship.
6. Corporate sponsors financed the 1984 Olympics in Los Angeles.  The number of official sponsors was limited to 30 and ensured category exclusivity.

7. Increase in sponsorship spending can be attributed to:

a. Athletes used as walking advertisements, wearing corporate logos or names on their uniforms.

b. Ease of targeting a specific market.

c. Increased costs of advertising.

d. Lifestyle sports and leisure activities such as snowboarding.

e. Live programming of sporting events.

f. New media including satellite television and sport specific channels.

g. Nontraditional sporting activities specific to certain age categories, such as the X-games.

h. Overcrowding of advertising including both print and broadcast.

i. Taxpayers not willing to increase the amount paid for sports, so sports companies have turned to corporations for sponsorship.

C. Identify the three integral parts of the event triangle.

1. The event triangle consists of the audience, entity, and sponsor.

2. The parts of the event triangle are interdependent and operate with and because of each other.

a. The audience is the potential target market.  If there is no audience, there is no need for businesses to spend money to sponsor the entity.

b. The entity needs the sponsor because of financial assistance.  If there is no event, there is no audience and no need for a sponsor.

c. Sponsors need the entity for public recognition.  Without a sponsor, it is difficult to finance the entity.

3. Sponsorship is an ongoing partnership.

D. Summarize the objectives of sponsorships.

1. Companies sponsor entities because sponsorships:

a. Help businesses to reach their target market, which enables companies to maintain their current customer base, as well as reach new markets.

b. Increase sales.
c. Increase market share.

d. Inform potential customers about their product, as well as strengthen their relationship with current customers.

e. Enhance overall goals and objectives.

f. Give sponsors the right to partner with the sports or entertainment entity. 

g. Provide a way for businesses to introduce new products or boost the current product line.

h. Increase public awareness or alter the public’s perception of a company or product, therefore enhancing the company image.

i. Prevent direct competition through exclusivity.

j. Allow for re-positioning of a company’s current product line.

k. Match target markets with consumer’s lifestyles to reach specific market segments (psychographics).

l. Provide networking opportunities to entertain clients and show appreciation to employees.

m. Allow more exposure and visibility of a company and their products.

n. Enable businesses to promote goodwill, become involved in the community and be socially responsible.
2. Entities utilize sponsors for:

a. Financial support of an event is represented by actual cash sponsorship dollars.
b. In-kind support or sponsorship is occurs when a company does not finance a sports or entertainment event with actual cash sponsorship.  A company will provide products, equipment, or services in return for their affiliation with the sports or entertainment entity.  In-kind support of an event is also called barter sponsorship.
c. Companies might choose to combine financial and in-kind sponsorship.
3. The audience benefits from sponsorships through:

a. Lower ticket prices.

b. Exposure to new products.

c. Free samples and give-aways.

d. Non-evasive advertising.
Teacher Resources
Activity 1

Global Activity - Using www.newspapers.com have students select the website of a foreign newspaper.  Many foreign newspapers have English translation available, but using newspapers from Australia, England, the Caribbean and Ireland may prove easier if time is limited. Other useful sites include:

· www.belgiumpost.com
· www.andalucia.com
· www.bratach.co.uk
Using the sports and entertainment links on these newspaper websites, have students find examples of sponsorships in a foreign country.  Have them select a specific entertainment or sporting event and write a report or create a PowerPoint presentation addressing:

1. Differences and similarities compared with sponsorships in the United States
2. Target market of the event

3. Marketing strategies exhibited by the selected event

Activity 2
As a continuation of the above activity, have students explore the websites of sponsors to determine target markets, differences and/or similarities with marketing strategies, etc.  For example, Vodafone, a British communications company, is a very visible sponsor for various events including soccer and formula one racing.  Have students write a report/create a PowerPoint presentation on a visible sponsor.

Activity 3

Collect multiple copies of the sports and entertainment sections of local newspapers.  Distribute the sections and have students search for events and their sponsors.  Have students analyze the target market of each event and the target markets of the sponsors.  Are they an appropriate “fit”?   Have students offer their suggestions on other possible sponsors for these events.  

Activity 4
Divide the class in two groups and assign each to develop an argument supporting one side of the alcohol and tobacco company sponsorship controversy.  Have students research on the Internet for information to support their argument

Activity 5
Using a TV guide, assign televised specific sporting or entertainment events to students.  It is best to limit to network televised events because of cable availability in student homes.  (For lengthy events, assigning 30 consecutive minute viewing times works well.) Have students maintain a list of sponsors while watching the assigned event.  Students should then analyze each sponsor paying attention to product/service categories and exclusivity.  Attention should be paid to signage at the televised event, also.  Then have students offer their suggestions on other sponsors that could be an appropriate fit for their assigned event.  Were there any instances of ambush marketing, or any other unusual promotions?


Activity 6
As a variation of the above activity, assign or let students choose a sponsor and maintain a count of impressions.  FYI—NASCAR races provide an opportunity to view multiple sponsors.  Analyze the marketing activities of the selected sponsor using the sponsor’s website, and industry journals including:

· www.adage.com
· www.si.com
· www.businessweek.com
· www.sportsnews.com
· www.variety.com

Other Resources:

6.01 PowerPoint Presentation
Please see the Local Performance Opportunities section on pages 8-9 of this guide.  If you are using the CD, this document is located in the folder titled “Local Performance Opportunities.”
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History & Growth of Sponsorship (Continued)

		MLB – first major league sport sponsored by corporations

		1970s – change in sponsorship because of ban of tobacco and alcohol ads
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Event Triangle





Audience: the potential market

Entity: needs the sponsor for financial assistance

Sponsors: need the entity for public recognition

Sponsorship is an ongoing partnership.
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How the audience benefits from sponsorships
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Sponsorship (continued)
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Sponsor
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Sponsee

		The entity (event, sport, athlete, entertainer, or venue) that receives money for product from the sponsor.
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6.01 Explain the concept of sponsorship.














