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L everaging sponsor ship to achieve consumer relationship objectives through the creation of

‘marketing spaces’

Abstract

This paper explores the emergence of sponsorship-linkedsea® a strategy to leverage relational

outcomes through sponsorship investment. The growing soborship-linked events reinforces

the need to understand the potential of such leverage stsatigis the findings contribute to the

body of literature on effective sponsorship practidesdings from semi-structured interviews with

Sponsorship and Marketing Managers suggest a shiftingati@mamong sponsors towards the

pursuit of relational objectives. The privileged access to enesiafforded through sponsorship

allows sponsors to manufacture opportunities to cietiteacy with customers through sponsorship-

linked events in relaxed, comfortable environments; thussspship-linked events are positioned as

a rich environment to add value to consumer-brand interscand achieve relational objectives.

Hosting specifically designed events affords sponsorsaaased modicum of control over

consumer-brand experiences in sponsorship environments ehnisetby a lack of control over

sponsored property actions. However, this control may beewoyg social media technologies,

which facilitate consumer-consumer communication around spdigdirsked events.Social media,

however, is proposed as a useful tool to elicit consumer feedbackssiddrthe misalignment

between current sponsorship evaluation practices and erheegional objectives revealed in the

empirical findings. Therefore, successfudlgivating the sponsorship-linked marketing space

demands an integrated and strategic approach.
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Introduction

Sponsorship has matured rapidly over recent decades. This had ersitiation where

organisations must adopt wider and more integrated seatagfully exploit their sponsorship
investment. The exploitation, or activation, of the sponsorshpeachieved through various
strategies. An emergent strategy in this respect is the er@dtinany and varied events as
purposeful vehicles through which to leverage the sponsorshigse Tdomprise a variety of, what are
labelled, marketing (or experiential) event platforms (Ghew 2010; Wood, 2009) ranging from
themed parties, to more intimate conferences and seminars.sf@uorship-linked events are
employed by both B2B, for example GE’s Olympic-themed business events (General Electric, 2008),

and B2C brands, for example, the Cadbury’s Spots v Stripes Race Season tour events (Spotsvstripes,



2011). The domain of event sponsorship represents an area whielsdiged much academic
scrutiny (Chanavatt al 2010; Ashillet al 2001; Quester and Farrelly, 1998); however the adoption
of sponsorship-linked marketing events as a leverage stratagyeimergent and under-researched
area. As the use of sponsorship-linked marketing events ingrsasthere is a contingent need to
interpret their relative worth and evaluate relevant maregewplications, which is an overarching

emphasis of this paper.

An exploratory approach is adopted, with the paper explicithyray to explore how sponsorship-
linked events can be used as a leverage tool to achieve relativo@ines, such as building
relationships with consumers (Dolphin, 2003) and building blayalty (Levin, Beasley and
Gamble, 2004). Underpinning this is the notion that the event shiailgesitive consequence for
the consumer and therefore value is created with the cusb@moeming better off in some respect
(Gronroos and Ravald, 2011). Through the use of semi-structieedéms with Marketing and
Sponsorship Managers in UK-based national and multinativgahisations across a range of
industries and sponsorship settings, this paper explooes a@managerial perspective, the rationale
for using sponsorship-linked marketing everitslight of the pressing realisation of the value and
importance of sponsorship leverage (Cornwell, Weeks and Roy, 200%)aftes contributes to the
growing body of literature on effective sponsorship prastare thus can inform both practical
sponsorship strategies and further empirical academic resaatheharea of optimising sponsorship
effectiveness in a marketing environment characterised bift frehn a transactional to a relational
orientation. This paper, specifically, will (1) outline theuma of relational objectives pursed by
sponsors; (2) appraise the design and delivery approacheeedy sponsors in the creation and
management of sponsorship-linked events; and (3) briefly exstiné practices of sponsors in

evaluating sponsorgtlinked events against their relational objectives.

To help interpret the contribution and dynamics of spongmtstked events the paper draws upon
the marketing space framework (Crowther, 2010) in the examinatisponsorship leverage

strategies. Underpinning the framework, shown in Figure 1, igrtlerlying notion of ‘marketing



space' (Crowther, 2010). This depicts the event as a unique playsic@mporal space which can be
perceived as ‘time out of time” (Getz, 2007), a fusion, for the attendee, of the sacred and profane
(Belk, Sherry, and Wallendorf, 1989), rich in relational opportunity. éueat space is thus
conceptualised as a transient reality where an organisatioesdogether physically, and in a
planned manner, with a gathering of existing and futuremssts, clients, and wider stakeholders;
palpably dissimilar to other communication approaches. Tdrergh the case of sponsorship-linked
events, the sponsorship enables this congregation to ocdlitatfag proximity and intimacy

between an organisation and its consumers. Implicit in thérendiscussion is that given the
imperative for organisations to engage with consumers ( Géraned Ravald, 2011), the creation of
this space is apposite, permitting opportunity for a cocreafienlue (Vargo and Lusch, 2008)
between the participating actors, focal organisation to consinealso consumer to consumer
(Harris and Baron, 2004). Furthermore, the event based stratetiyliyghanscends the physical
event and is inclusive of pre and post event communication, tddps augmented space in Figure 1.
The event strategy should thus be infused by the strategis@sbip objectives and carefully

integrated with wider marketing activities and customer egpee management.

[Insert Figure 1 about here]

While cocreation (Vargo and Lusch, 2008) and the associatedvpasititional outcomes, implied
above, underpin the rationale for sponsorship/linked eventsstcod@on (Plé and Caceres, 2010)
lurks as a possible outcome. Realising the opportunity implideeindtion of marketing space
impinges upon many factors, not least the event planningelivéry. The marketing space
framework depicts the contingent relationship betweertkat experience of participants and the
underlying objectives, design, delivery, and evaluation on thep#re focal organisation. Given
that an event is inherently experiential, it is useful to peecsiat the event space is choreographed
by many interrelated experiential design features (RmaeGilmore, 1998; Zomerdijk and Voss,
2010), including setting, servicescape, theme and consumablesi¢@ef007). The design needs to

be purposeful to achieve relational outcomes and more holigticabrate with the wider



sponsorship strategy. Given the experiential nature of e\ahéspects of the process have the

potential to enhance or diminish the relational outcomesi{tbes, 2010).

Sponsor ship leverage

Recent years have seen considerable growth in sponsorship exgenadiith IEG reporting global
sponsorship expenditure of $46.6 billion in 2010 (Reuters, 2011)y @asvth in sponsorship was
driven partly by clutter in the domain of advertising (Roy anch@efl, 2004) but the sponsorship
marketplace itself is now becoming increasingly cluttered (Meamad998). Therefore, there is a
need for sponsors to be able to cut through the 'noise' toamdangage with consumers and other
stakeholders. As such, sponsors must go beyond mere sighagenSRidtly 2003) and

strategically and creatively leverage their investment.

Brand awareness (Verity, 2002) and brand image benefits (Royand/€ll, 1999) are still
frequently cited objectives of sponsorship. However, in liitke wider shifts in marketing
orientations towards a relational paradigm (Gronroos, 1994JiuBkReid (2003) advocates a move
to what she terms ‘last generation sponsorship’, where the focus is not on what brands can get out of
sponsorship but on what they can offer their customers thrspgnsorship, consistent with the tenet
of doing things for and with customers (Vargo and Lusch, 2004 viév is in line with the
emerging interest in viewing sponsorship from a relationaktwork perspective (Olkkonen,
Tukkanen and Alajoutsijarvi, 2000) rather than as a one-way cainations medium. As such,
sponsorship is increasingly being used to achieve objectiymslding connections with customers
(Farrelly, Quester and Burton, 2006), creating customer con@rsgiumar, 1997) and logically as
a form of customer consultation (Haeckel, 1999). These objeaarebe realised through the

creation of sponsorship-linked brand experiences (Donlan, 201%)jstent with events.

To date, there has been little academic research exploring thetiofsponsorship on creating,

building, and sustaining customer relationships. Gdaed (2003) examined the use of sponsorship



to move B2B customers through the relationship life cycle;dvewthe focus of this study was very
much concerned with sales as a direct outcome of businessrrstaps. A study of NASCAR fans
in the USA by Levin, Beasley and Gamble (2004) found greater togalty towards NASCAR
sponsors among fans of the sport, but this study did nenéxo examining the relationships built
between sponsors and fans through the sponsorship arrartgerherefore, this paper provides a

more focussed examination of the nature of relationattbgs being pursed by sponsors.

Meenaghan (1991:8) refers to sponsorship as a ‘mute, non-verbal medium’, which needs to be
effectively leveraged (Cornwell, 1995) in order to maximiselitity to achieve a range of marketing
objectives. The lack of success of much previous sponsorship has been blamed on sponsors’ failure to
support and integrate their sponsorships with appropriatetesitvg, PR and other promotional
activities (Erdogan and Kitchen, 1998). Davies and Tsiantas’ (2008) Optimal Leveraging Activity
model recommends a relationship-oriented approach foritmgifvement brands, targeting customer
retention through customer contact and PR activities. Theameztsponsorship-linked events is an
effective means by which sponsorship can be leveraged to ecgagiemers on a behavioural level
(Whelan and Wohlfeil, 2006); this strategy, for example, was employgabo effect by Vodafone
New Zealand through the creation of brand experiences aroundlitg sponsorship (Cliffe and

Motion, 2005).

Utility of marketing events

Prior to examining the interrelationship between spsisp and events, and its efficacy for
achieving relational outcomes, it is useful to consider thieeveind utility of marketing evenger se
Planned events provide marketing practitioners with a versatijagement platform (Ramaswamy,
2011) that is highly relevant to the contemporary marketing emvieat. The inherent qualities of
events, such as relational (Gronroos, 1990), participativeyévand Lusch, 2004), and experiential
(Parsons and Maclaren,®0) mean they provide an apposite weapon in the modern marketer’s quest

to build deeper and more meaningful relationships with coesst The intimacy and interactivity in



the event space and the voluntary and active involvemeneatiatts further augments the relational
virtue of events, promoting a participative and collaboratigerience. Unequivocally , this
discussion juxtapositions events with more traditionahsprship leverage strategies where the
recipient is less active, or even inactive, in the communicatmreps (Duncan and Moriarty, 1998).
The above points combine to suggest that events offer the Sgopddehager something different

vis a vis other, and more traditional, communication platforms.

Marketing events and sponsor ship

When adopting events as a leverage strategy, Sponsorship Maaagimdulged with a rich and
diverse selection of marketing event platforms (Crowther, 20&@od (2009) offers a more
extensive typology of what Wood and Masterman (2007) ternriexgial marketing events. This
includes less renowned forms such as created events, foplexé@spoke sponsorship-linked events
such as @s Scrum in the Park, which leveraged its sponsorship of England Rugby. These platforms
are demonstrated in Figure 2 belolach event type, or marketing event platform (Crowther, 2010)
has a distinct charm and challengeigtending itself to the achievement of specific outcomes, and
combinations of outcomes; therefore, the selection of the eient platform(s) impinges upon the

specifics of the sponsorship strategy and the characteristits pétticipant consumers.

[Insert Figure 2 about here]

Sponsorship is usefully viewed as a hook (Sleight, 1989) arounth wtiier marketing
communications activities can be hung. Similarly it can beestgd that the profile, access, and
credibility afforded through sponsorship provides a gayetwabugh which to cultivate and augment
relationships with existing and desired customers, clientsyatet stakeholders (Hartland, Skinner
and Griffiths, 2005). Marketing events constitute a fittingisle through which to realise that

opportunity, for example, they can be seen to particularlytleemiselves to the achievement of



relational objectives with key accounts, given their perssedland experiential makeup (Hartland,

Skinner and Griffiths, 2005).

An endemic concern for sponsors is that the use of spoisassh brand, or customer relationship-
building tool, carries inherent risk. Directly connecting yoanidrwith another concedes some
control over transferred or shared brand associations as spansatependent on the actions of
sponsored properties (Meenaghan, 1991, Westberg, Stavros and, 2088 The increasing use
being made of sponsorship-linked events (Donlan, 2010)rjopefully seen in this context, as
sponsors seek to leverage their associations whilst asserting a afegpagol over the
communication of their brand to future and existing consumers. @&¥and Ravald (2011) talk of
the importance of brands finding a way into the customer’s arena for value creation, therefore, the
privileged access to consumers afforded through sponsorkivs aponsors to manufacture
opportunities to create intimacy with customers through spdripeisked events in environments
where the consumers feel comfortable. The use of events in thisewdgsca marketing space within
which sponsorship objectives can be achieved with an irettemedicum of control over the

experience of consumers.

An increasingly relevant topic for consideration, within the atomrdext, is the proliferation of

social media technologies such as Twitter, Facebook and Flickr, andghkcation and influence in
the context of events. Social networking technology facilitabé®mly organisation-consumer and
consumer-organisation communication around an event, but also corumemer communication
(Chu and Kim, 2011), over which event organisers have lesser controldMamg Faulds, 2009).
Notably the relational impact of the event reaches beyandttisical attendees. Thus, while the
creation of sponsorship-linked events allows sponsors éegmadicum of control over the physical
event experience, that control can be eroded by the goestgmmer-consumer communication which
has been facilitated by social networking technologies, whiclbeampdated in real-time, for
example, by event attendees tweeting whilst at an eventieVy, it is possible for event organisers

to attempt to facilitate these consumer-consumer interadtipiproviding a platform for the



interactions (Mangold and Faulds, 2009), for example, the cneattia Twitter hashtag for
conference delegates to use when tweeting about the event, acemhipaa giant screen displaying

the corresponding Twitter feed at a conference.

There are obvious potential benefits from the use of these toalsdasponsorship-linked events, not
least of which is in evaluation (Poynter, 2008) of the event &xpey. The proliferation of social
networking tools places heightened pressure on marketersitusepéll areas of the event experience
in order to reduce the potential for negative e-word-of-maMiGM) and tap into the benefits of
positive eWOM. Delivering a positive sponsorship-linked evepeggnce becomes more important
in such a climate, especially given that the effect of eWOM &es found to be greater for negativ
eWOM than for positive eWOM, particularly in the case of exgperé goods (Park and Lee, 2009).
Therefore the growth in consumer-consumer communication apdtéatial to impact upon the
event experience have only added to the already growingathgefor sponsors to evaluate
sponsorship-linked events in terms of their contribution téeaiig stated objectives. As such, the
paper will briefly explore the current practices of sponsoevaluating sponsorship-linked events

against their relational objectives

The above discussion and review of literature has demonstratede¢hégwirtue of events as a
sponsorship leverage strategy. It also provides an insighthiatorocess for realising the efficacy of
marketing events for the Sponsorship Manager. In line with thel steteof the paper to explore
how sponsorship-linked events can be used as a tool to leveragerspgnto achieve relational
outcomes, the marketing space framework, with its sectionsgtatiobjectives, design, delivery
and evaluation, is used as a structure for the results andsiliscesction. The following section will
outline the methodology employed, before moving on to a dissussifindings from empirical

research with Marketing and Sponsorship Managers.

M ethodology



In line with the exploratory nature of the study, a qualitatdethodology was employed, making use
of semi-structured interviews with marketing and spongorsfactitioners. The aim of this study is
to examine the use of events as a sponsorship leverage sttagegfore interviews with sponsorship
practitioners allow us to explore the rationale for usimagketing events from a managerial
perspective. Further research empirically testing the ingddbese leverage strategies is advocated;
however, it is critical to explore the practitioner perspesti rationales and objectives prior to

assessing the success of leverage strategies from a coparspactive.

Respondent sample

Telephone and face to face interviews were conducted witBgensorship or Marketing Managers
(or equivalent) in UK-based companies actively engaged in sgaotsorship. Respondents were
purposively sampled based on the company’s involvement in sports sponsorship, with the final

sample size determined by availability and willingnessike part in the research. The quotes
included in the discussion below were selected based on thet ithagtoffer in exemplifying the use
of sponsorship-linked marketing events across a rangsaobership contexts. While there is some
imbalance in the contributions of individual respondents baseeosetected quotes, the discussion
is informed by the wider issues raised by all interviewees sponsoring firms represent a broad
range of B2B and B2C markets, including telecommunications, travahdial services and
professional services. At the time of interviewing, all of tremls were involved in sponsoring elite-
level sport, including events, teams and individual athletiés,amvell-known national or

international profile.

Interview structure and analysis

As all sponsors operate in different sponsorship settindypetuct/service industries, there are

considerable differences between brands in terms of ol@saind activation tactics. Therefore, a

semi-structured interview format was deemed most apprepniarder to capture the differing



sponsorship-linked realities in the words of the practitotleemselves. The interviews covered a
range of sponsorship-related topics, including those of obgscéind leverage activities reported in
this paper. The interviews lasted between 25 and 45 minutesrehtdot a semi-structured format
to allow for further probing on specific questions as dictatethé nature and direction of the
interview content. There are obvious limitations to seniesitired interviews, notably that they can
pre-structure the direction of enquiry within the frameedérence of the interviewer, rather than that
of the interviewee (Jones, 2004). However, given that themdspts were selected in their
professional capacity, the aim of the research was to igepitnsorship practices by organisations,
rather than the specific viewpoints of individuals (Flick, 2002). édloeless, consideration must be
given to this limitation when interpreting findings; tuet research is advocated, using less structured
interviewing techniques, particularly with event attendeefllp explore the interactive, relational

capacity of sponsorship-linked events.

In order to allow respondents to provide full and accurateenss outline questions and topics for
consideration were circulated prior to the interviews. The merpbthe pre-circulated questions was
to act as a prompt to allow respondents to reflect on theirsgpship strategies and tactics in advance
of the interview, rather than acting as a fixed list ofsfjoes to be answered in a specific order or
manner. An example of the outline interview prompts is pravidéppendix 1. Interviewing
experts, as is the case in this study, often results in respsrudfaming a more guarded or corporate
response (Odendahl and Shaw, 2002), which may be heightened bgticigcalitline questions in
advance, as this allows respondents to consider their sesporore carefully than if questions were
asked spontaneously. However, the prior circulation of questionsegaested by several
respondents and, as such, was deemed necessary to elicit coogevatiinterviewees. Interviews
were recorded and transcribed verbatim; transcripts werectedjto thematic analysis using NVivo

2.0.

Resultsand discussion



Sponsorship objectives

The specific notion of achieving relational objectives throtinghcultivation of event spaces is
endorsed by several Sponsorship Managers, with one claimingytimta sponsorship standpoint
you have many more opportunities in terms of really interacting with people’, (Interviewee 2) while
another reported that ‘we want to use that great access to talk to pespdeto convert them...to [our
brand’] (Interviewee 3). Long seen as a tool suitable primarihaébieving objectives of awareness
and image benefits, respondents reported an increasing acknowledgement of sponsorship’s ability to
affect ‘brand affinity’ (Interviewee 3) and ‘drive further loyalty’ (Interviewee 1). The use of events as
a sponsorship leverage strategy facilitates such objectivestoytadly and participatively engaging
customers and allowing brands to ‘/link] up with the passions in people’s lives’ (Interviewee 3).

Thus, sponsorship-linked events can be a meafaktelop existing relationships and to help

facilitate new relationships’ (Interviewee 4). As such, the opportunities afforded to sperikrough
the creation of sponsorship-linked events allow them tdreatto both new and existing customers,
and also wider facilitators and stakeholders. While many othectigig, which can be considered to
be more closely aligned with a transactional paradigm, Weoeeapressed, for examplicreased
brand awarenesg¢interviewee 5), the findings from this research indicatettiet is a shift towards
an acknowledgement of the role sponsorship can play inihieelational objectives, particularly

when an event-based leverage strategy is adopted.

Decisions about the design and delivery of an event should bepimual by explicit event
objectives, which are in turn informed by the wider sponsorshdtegy; as expressed by Interviewee
1: ‘it will be an integrated part of everything we do.” Therefore the experience facilitated for the
attendee is inextricably linked to the strategic spongoidjectives and integrated with other forms
of communication. A key question is how objectives can be achibr@agh creative and purposeful
design of the marketing spaces. The creation of marketing spracesl a particular sponsorship
through the development of brand-specific events is not accideatas rather a planned leverage

strategy. As Interviewee 6 advocatéau need to think through your event format and design'



order to best achieve your objectives. Brands need to thesefle appropriate event platforms and
designs to best achieve their specific objectives and events ffeunfused with strategic intent and

not ad hoc operational convenience.

Creating marketing spaces: design stage

A pivotal decision in the event design process is to select whétit platform to utilise, determined
by the nature of the consumer and the specific outcomes requiregstgknary example, particularly
in the case of sports sponsorship, is the adoption of hogpéaénts. The attractiveness of hospitality
is widely reported and was echoed by several sponsors inutlis particularly in terms of B2B
brands. Notably, however, the interviews suggested a chargidgciape with evidence of a shift in
the corporate climate, indicating a possible move away frerpriedominance of hospitality as the
primary sponsorship activation tool. Interviewee 7 talked about ‘overt hospitality and entertainment
being a thing of the past in influencing business to business buyers.” He even went so far as to
suggest that, “hospitality invitations | accepted 10 years ago ldqurobablyget me a warning or
even the sack if | accepted them rioWWhe protocol has become that many corporate organisations
would insist on you formally declaring your interest if you werattend a sponsorship event at the

behest of a supplier.

The above emphasises the need for Sponsorship Managers to rctivesfdé range of options in
deciding which event platform(s) to adopt; the implication béwag platforms with a less overt focus
upon hospitality and entertainment, such as learning, recogratidncharitable events, are
increasingly relevant. Each of these would still includergainment and hospitality; however they

would be perceived as secondary to more laudable outcomes.

Aligned with earlier discussion relating to its unpredictai@ture, Interviewee 2 highlighted the risks
associated with sponsorship, particularly of athletdsei get injured or for some other reason are

unable to play at a scheduled event. Equally, sponsorghigscasks in terms of negative image



transfer to sponsors in case of athlete/team/organisatisytessions or poor performances. These
elements of the sponsorship relationship are largely @utsithe control of the sponsor; therefore it
is incumbent upon sponsors to leverage their sponsorshipay avkich affords them maximum
control over at least part of the consumer’s sponsorship experience. Events allow brands to talk to
consumers in a conducive environment and thus open up the pissifol greater consumer-brand
interactions. In the words of Interviewee 1:
‘[Sponsorship allows us to talk to consumers] that wouldn't necessarily engage with [the
brand]. [The sponsored event] gives us permistidalk to these individuals about
something that they're engaged and passionate about.’
Thus, sponsorship-linked events can provide a catalyst for brahdkltoonversations with
consumers in a comfortable and more controlled environmeetevthe sponsoring organisation has

an increased modicum of control over the event experience.

By creating an event around the sponsored property, sponaarosaly facilitate the interactions
that consumers have with their brands. As Interviewee 3 expresded we do is we put on great
experiences.” This simple statement sums up the power of sponsorship-linked éwehat they
offer the opportunity for brands to be creative in enhancing trtagpeexperience through
interactions with the brand. One risk in employing such taaaselebrity meet and greets is that
sponsorship-linked events become attractive to relationshipitxp, who take all available
advantages from relationship offers without demonstrdtiagd loyalty (Piercy, 2009). Therefore,
the centrality of the brand in the event design becomesatriWell-executed sponsorship-linked
events not only allow opportunities for showcasing prtaland services but also afford brands the
opportunity to experientially showcase their brand ethos iayawhich adds value to the overall
experience of attending the wider sponsored event:

‘[The sponsorship-linked event] really demonstrates who we are as a brand...[The sponsored

event] gives us an opportunity to demonstrate what{product] is, what our [staff] are like

and get people to experience the [brand] experiasce fantastic event that they'll really

enjoy. (Interviewee 1)



The ability of sponsorship to facilitate the creation of bespaduketing spaces thus allows brands
the opportunity to achieve relational outcomes, and spaltjfiexercise control over elements of the
brand messages received. The delivery stage is critical to the sucapgsuént-based strategy as it
is here where consumers truly interact with and experience the. bfderefore, a good event-based

sponsorship leverage design must be underpinned by creatipeddicent event delivery.

Creating marketing spaces: delivery stage

Event experience is determined by a range of tangible andjibta factors that expose the attendee
to the brand. The core components of the event such as vatereggiament, catering, and speakers
are persuasive, but peripheral aspects are also telling. 1©ng 8teme that emerged from the
interviews was that in the context of creating sponsorshkedi marketing spaces, a key to successful
delivery is to tap into fan (attendee) passions (interestg)ylier to create an experience that money
cannot buy. There is considerable evidence from the bradldsléd in this study of the use of events
to leverage sponsorship activities, in the form of roadshowshyrtours, fan days and exclusive
parties. Such events provide sponsors with the opportunity tateagiewee 6 express&gmin
intimacy with customer[s]'engaging with them in an interactive fashion, providing an é&pes that
cannot easily or possibly be replicated. Such an approach ipliethin the case of one sponsor,
which makes extensive use of events to leverage its sports sp@pstosireat success:
‘we...provide priority experiencel[s] if they're..stomers. So...customers who turn up...can
get access to a... branded marquee and you get a free pie and a free pint in there. You get the
chance to have a Q&A with [team] players after rteetch...it's a kind of a VIP area
for...customers and hundreds or even thousand®sétcustomers can go through and
experience that and touch and engage with the biraadd around our [sport] property...
So...customers going to [sponsored event/venu¢lgedlmuch more than just a [promotion-

linked] ticket...they can get that little bit exttiaat would make you feel extra special and then



of course there's a huge amount for...engaginglpeord keeping people with the brand

because they feel valued and loved and rewarded for their loyalty.” (Interviewee 3)

The creation of sponsorship-linked events for this brand revaheesd existing customers, with the
aim of using the sponsorship to elevate the spectatorierpe. Therefore, such events, by
augmenting the initial sports event experience, can be asedttire brand loyalty. However, such
creative event executions can also achieve customer acoudifiectives by creatin@rand envy’
(Interviewee 3) among non-customers who do not gain access @ttt event experience. The
unigue and perishable character of events is persuasivie nespect, with event elements being
crafted so as to create desire and a feeling of exclusivitg.chillenge is of course manifest, as a
number of the interviewees emphasised, if you are going to delpeysical event you have to get it

right, provide ‘great experiencefinterviewee 3) antexceed expectation@hterviewee 6).

The diversity of event platforms available to brands as a spirigdeverage strategy affords
opportunities not only to consumer brands but also B2B spoaseking to achieve relational
objectives. The creation of a ‘client event where ‘athletes come along and talk to...clients abouttwha
it is that [the brand] is doing to make a differeh@nterviewee 4) allows B2B brands to engage in
conversations with customers in terms of how a particular sponsorship can add value to the brand’s
product/service offerings. For example, a speech by a protdtidate at such an event can spark
‘conversation between [the btd’s] people and the clients and they can talk about a specific piece of
work [being done for the sponsored event] thatglibe relevant to that clienfinterviewee 4). As
with B2C brands, sponsorship-linked events create an oppgrfanB2B brands to talk to clients in
different contexts, more relaxed and intimate environmentghich they feel comfortable.
Therefore, once again it is the combination of interactive experdeand adding value to customers

that positions events, in a variety of guises, as an opportonsaghip leverage approach.

A cited sponsorship objective of one of the brands in the study was to create ‘talkability’(Interviewee

8), thus the use of social media to create virtual sponsorsikipdlievents meshes perfectly with such



goals. Increasingly, it is evident that sponsors are turpimgrtds social media platforms to leverage
their sponsorship as their target markets become avid users. In the words of Interviewee 3, ‘they re
online and they re engaging with their friends in these environmerits This has the impact of

building communities with the brand at the heart of the process.giwth of eWOM facilitated by
social media can also give both physical and virtual spongeliskied events a lifespan beyond the
actual duration of the event, also reinforcing and extending the ‘brand envy/(Interviewee 3) created
through the events themselves. The potential negative impfisaif eWOM need to be balanced
with the positive consequence. Linking with the statements atagle by Interviewees 1 and 3,
while brands will lose some control as a result of such techmsloidfie imperative is to infuse the

event with positive brand values and deliver value-addingreqces which will delight attendees.

Creating marketing spaces: evaluation stage

For events to be established as a recognised sponsorship lestesitegy it is necessary to evaluate
the outcomes with a coherent link back to the originally staltgectives. Therefore, there is an
imperative for sponsors to develop evaluation tools which efédgttap, in the context of this paper,
into relational variables. Evidence from the sponsors indalvehis study indicated that evaluation
is still an underdeveloped area, with Interviewee 6 statirtgifficulty of measurement is actually an
impediment to the adoption of events. Reflecting thakthee real and obvious costs associated with
staging events, it is much more difficult to quantify the vakiegd. Interviewee 3 elaborates
further:

‘we don’t do enough evaluation and I'd love to do more but it’s often a product of time and
budget...We probably should do more...I think it’s a hugely important aspect of what you do
because especially in the current climate where you 're very accountable for how you re
spending your marketing dollar, everyone’s checking return on investment and your

sponsorship is incredibly important.’



There is therefore an appreciation among sponsors of the impohthe evaluation stage, but
evidence from the interviews suggests that most brands are ewglinir sponsorship via brand
trackers, which can provide insight into lower order objestinfeawareness and image enhancement
but which are limited in their ability to assess relatiopstévelopment because of their largely

guantitative nature.

One interviewee revealed that the brand undertakes qualitatieeaiese events, looking at
‘awareness and affinity and what they thought oftvent along with whether the event would
‘increase [customer] preference towards [the bragidierviewee 3). Given the pursuit of relational
objectives, such evaluation methods are advocated in order ®geeply into the impact of
sponsorship-linked events on consumers. There is incgessipe, as with the event delivery stage,
to use new technologies including social media at the evattustiage. For example, sites such as
Twitter and Facebook can be used by sponsors to elicitinea|¢ost-effective feedback on the event.
Interviewee 6 reflected how increasingbgople live their lives on line’ thus facilitating a method of
assessing eWOM. The area of evaluation appears to still lag behind tiebgectfes, design and
delivery in terms of the holistic management of sponsorshied events. Current evaluation
practices are often misaligned with the emergent reldtabjectives. Notably an effectively
integrated social media strategy around the event may proviogantunity to capture feedback and

feedforward in the context of relational outcomes.

Limitationsand areas for future research

This exploratory study draws on data from interviews withSponsorship/Marketing Managers in
UK-based organisations. Therefore, a limitation of the study iethvely small sample size.

While efforts were made to ensure that participants septed a range of both product/brand
categories and sponsored properties, given the diverse nhgpensorship, care should be exercised
when generalising from the findings. This research exploedgh of events as a sponsorship

leverage strategy in the UK; therefore given the differencdseinise and development of



sponsorship in other markets, no claim is made of generiitizdeyond the UK context.

Consequently, further investigations into the use of everlevasage strategies are advocated.

There is also a need to build upon this research with a closematamiof the use of different event
platforms to achieve a diverse range of objectives. Similadilding upon the research presented in
this paper, which looks at marketing events as a sponsorshipde strategy from the managerial
perspective, there is a need to empirically explore tleetfeness of marketing spaces as a leverage

strategy from a consumer perspective.

Conclusion

This paper has explored the potential of sponsorship-liekedts to achieve relational objectives,
identifying the importance of taking a holistic approach &itttegration of these events into wider
sponsorship strategy, and specifically their design, delivery\aaidagion. The interviews with
sponsorship and marketing practitioners suggested anghiftientation among sponsors towards the
pursuit of relational objectives such as customer relatiprisvelopment and building brand loyalty,

alongside some of the more traditional, transactional-odesgensorship objectives.

One advantage in the adoption of sponsorship-linked marketirgs as a leverage strategy, is that it
permits the sponsor an increased modicum of control ovepttseimer experience, which is prized

in a sponsorship reality where, for example, uncertainty assogi#tedn-pitch results and
team/player behaviour increases unpredictability. It is evitienthhe approaches to sponsorship-
linked event design and delivery vary in scale and natuveekeatsponsors, although the interviews
revealed a collective understanding among practitioners of the amperof creating positive and
meaningful event experiences as a prerequisite to faogjtaew and enhanced relationships.
However, the degree of control that sponsors have over spapslimged events is eroded to a
certain degree by the proliferation of social media technegogvhich facilitate instant consumer-

consumer communication about sponsors and events. Importhaistiystant communication



potential further reinforces the imperative to create suparlakperiences to minimise the potential
for negative eWOM. There is evidence from this study that there remaiagree of misalignment
between evaluation practices and objectives around sponsorslhiisabjectives shift towards a
more relational orientation. It is here, again, where thefsecial media technologies can help
sSponsors in measuring consumer event experiences inmeaditd also in extending the eWOM

around an event well beyond its physical duration.

The findings from this study indicate that events offer mamgebts to sponsors in seeking to achieve
relational objectives, and they thus represent a valuable tda ievterage armoury of sponsoring
brands. Through the access to desirable properties affordedhtspaigsorship, brands can
manufacture opportunities to create a marketing space withroens to facilitate intimacy and
interaction, creating event experiences that add value and theipummdng a more lasting

relationship with the organisation. Sponsorship-linked evienis provide Sponsorship and
Marketing Managers with an appealing tool that through careful plgramd integration can sustain
and enhance relationships by creatfisggice’ in which value can be created. The experiential,
participative, and targeted qualities of events afford a rtingkspace that is rich in potential,
however, as the paper has demonstrated, successfully realisipgtérigal, or activating the

marketing space, demands an integrated and strategic approach.
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Appendix 1 - Outline Interview Schedule

1. What sponsorships are [brand] currently involved in? (selechtst high profile/appropriate

for further probing)

2. Why have you chosen to use sponsorship over other communicationgs2hicl

3. How long has the current sponsorship deal been going?

4. How long is the deal in total?

5. Why did you select this particular sponsorship?

6. What choice criteria were used in selecting this sponsorship?

7. Who is the primary target market you are trying to reach thrthig sponsorship?

8. What are your objectives for the sponsorship of [property]?

a. (ifimage-related: What images did you want to be transferiafiat images are

being transferred? How do you know this?)

9. When were the sponsorship objectives set?

10. Are you achieving your stated objectives?

11. How often are the objectives reviewed/re-evaluated?



12. Who is responsible for setting the sponsorship objectives?

13. What benefits does [brand] get from this sponsorship?

14. What benefits are offered to your consumers through yourguahtip with [property]?

15. What support activities do you use to exploit/‘communicate gpansorship?

16. How closely do you cooperate with the rights holder, e.g. joint ptiors, meetings, updates,

evaluation?

17. What role does sponsorship play in the wider communicatiomsfinig strategy of [brand]?

18. How do you evaluate the success of your sponsorships?

19. What measures do you use to measure sponsorship effectiveness?

20. Who is responsible for sponsorship evaluation (brand, rigditer, agency)?

21. What support, if any, do you get from [property] in terms of evalna

22. Do you see sponsorship as playing a long-term role in tmencmications/brand strategy of

[brand]?

Figure 1: Marketing Space Model



marketing space model

Events are one element of any organisations integrated marketing communications strategy, therefore
preceding this model is a strategic decision to activate marketing events to achieve specific objectives.
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Figure 2: Marketing Event Platforms
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