CORPORATE SPORTS SPONSORSHIP: A COMPARISON
BETWEEN PUBLIC AND PRIVATE SPONSORS IN MALAYSIA

RADZLIYANA BINTI RADZUWAN

T

BACHELOR OF SPORT MANAGEMENT (HONS)
FACULTY OF SPORT SCIENCE AND RECREATION
UNIVERSITY TECHNOLOGY MARA
2002



ACKNOWLEDGEMENT

First and foremost, I would like to acknowledge my advisors and everybody in the
Faculty of Sport Science and Recreation, University Technology MARA who enabled me
to complete my final project.

My special thanks go to Dr. Kwame Ampofo-Boateng for being my advisor
especially in terms of assisting with the writing of the last two chapters: which were the
data interpretations which required me to apply the Statistical Package for Social Science
(SPSS) method, and the recommendations and conclusions.

In addition, I thank Dr. Stephen R. McDanial at University of Maryland, College
Park for his brilliant ideas and comments on my research topic and the procedure to be
used in order to produce a good research paper.

I also take this opportunity to thank Dr. Abdul Wahab Dato’ Kosai at University
Kebangsaan Malaysia (UKM) for being one of my outside advisors and whose support
and advice made the completion of my final project; Corporate Sports Sponsorship: A
Comparison between Public and Private Sponsors in Malaysia possible.

Last but not least, I would like to express my thanks to the following for their
contribution to this research project, my beloved parents, brothers, sisters, friends and all
those who contributed to the successful completion of the research.

Thank you.

RADZLIYANA BINTI RADZUWAN SEPTEMBER 14, 2002
144 Jalan Raja Abdullah

Kampung Baru 50300
Kuala Lumpur

i



TABLE OF CONTENTS

ACKNOWLEDGEMENT
TABLE OF CONTENTS
LIST OF TABLES
ABSTARCT

CHAPTERS

1.

INTRODUCTION

1.1 Background and Scope of Study
1.2 Problem Statement

1.3 The Objectives

1.4 Significance of Study

1.5 The Hypotheses

1.6 Limitations

1.7 Definitions of Terms

LITERATURE REVIEW

2.1 Introduction

2.2 Reasons for Entering into Corporate Sports Sponsorship Program

2.3 Sports Sponsorship

2.4 The Corporate Sports Sponsorship Policy and Strategy

2.5 Public Corporate Involvement in Sports Sponsorship

2.6 Private Corporate Involvement in Sports Sponsorship

2.7 Benefits Offered to Those Corporate Companies as They Enter
into Sports Sponsorship Program

2.8 Problem in Corporate Sports Sponsorship

RESEARCH METHODOLOGY AND DESIGN
3.1 The Data Collection (Primary and Secondary)
3.1.1 Collecting Primary Data: Survey Instrument (Questionnaire)

3.2 Sampling Techniques
3.2.1 Participanis

PAGE

il
1it

vi

L= R R T

18
18
27
33
38
39

40
48

56
56
60
60



ABSTRACT

Sponsorship has become a major source of funding for special and on-going
sporting events. As a result, sports organization managers may question the return they
receive on their investment in such events. Manager may find that potential sponsors are
reluctant to invest in sporting activities (McCarville, Flood & Froats, 1998). The present
research addresses the issue of sports sponsorship management including: (a) the nature
of the company’s sponsorship program, the duration of the sponsorship planning process
and benefits offered in sports sponsorship program; (b) the objectives behind corporate
sports sponsorship; (c) the nature of corporate sponsor’s current sponsorship evaluation
practices both in the importance of the evaluation techniques in sports sponsorship and
frequency of the use of the evaluation techniques in sports sponsorship; and (d) the
sponsees and audience analysis. Hundred participants with 50 each from public and
private companies were used. Each participant completed a questionnaire specially
developed for the research, The questionnaire covered important aspects of the nature of
the company’s sponsorship program, such as, the duration of sponsorship planning
process and benefits offered in sports sponsorship program. The results from the
questionnaire were collated and Statistical Package for Social Science (SPSS) was used
for the statistical analyses. Overall, the results showed those companies, and in particular
private companies viewed sports sponsorship seriously. This is not surprising because
sport sponsorship is growing in popularity and value in financial terms with sport
organizations and corporations entering into partnerships with each other, by agreeing to
help one another to achieve their objectives (Parkhouse, 2001).



Corporate Sports Sponsorship: A Comparison Between Public and Private Sponsors in Malaysia

1. INTRODUCTION
1.1 Background and Scope of Study

Since, sponsorship has become one of the most essential and
applicable investment methods in today’s business, it has proven that with
a proper and appropriate sponsoring company deal with a pood sports
organization could bring an excellent result in terms of achieving both
companies goals (Ball, 1993).

Subsequently, the element of the promotional mix that is linked
with sports marketing to the greatest degree is sponsorship. In addition, a
sponsorship is an investment in a sports entity including athlete, league,
team and event to support overall organizational goals, marketing
objectives and promotional objectives as well (Shank, 2002). Sports
sponsorships are growing in popularity as a promotional tool for sports
and non-sports products (Ball, 1993).

Corporate sports sponsorship involves both public and private
corporate sponsors not only in Malaysia but also throughout the world
(Ukman, 2001). However, the nature of the similarities and/or differences
between public and private corporate sports sponsorship in Malaysia is yet
to be explored. Hence, the presents research. It is the aim of the present
research to examine the exact nature of public and private corporate sports
sponsorship. The characteristics of each of the corporate sports sponsor in
Malaysia will be examined. It will be done by analyzing their terms and

requirements as they enter into sport sponsorship contracts.



