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Measuring Sponsorship Return on Investment (ROI) for
Sponsors in the field of sport in Egypt

Dr/ Ahmed Fathy Husain Alafandi

Background:

Over the last two
decades sport sponsorships
have matured to play a
dominant role in  many
organizations’ promotional
mix. Conversely, many sport
organizations,  sport event
managers, leagues and even
individual athl_etes see lavish
corporate spending as the most
viable, if not the only, path to
profitability (20). The unique
role sport sponsorship plays for
sport  marketers is also
evidenced by many researchers
(1; 20; 3). However, while
from the perspective of the
recipient, sponsorship
acquisition is a strategic tool
with immediate implications
for the organization’s (or
events, leagues, etc.) bottom
line, from the perspective of
the sponsor, sponsorships have
mostly been considered as one
tactical component among
others in the company’s larger
integrated marketing
communications strategy (13;
14).

In addition, corporations
have  become increasingly
sophisticated consumers  of
sport sponsorships, demanding
from their partners to develop
more complete sponsorship
packages (5; 9). Based on the
sponsor’s designation of the
target market, event
sponsorships, for example,
may incorporate traditional
communication vehicles such
as mass advertising,
promotions, point-of-purchase
merchandising,  cross-selling
opportunities, and  public
relations as well as non-
traditional Internet-based
techniques, including online
games and  event-specific
communities (4; 6). Hence,
unless marketers of sport
sponsorships continuously add
value to their product, they will
see their share in the corporate
communication budget dwindle
in the future.

As the content of
sponsorship packages changes,
so does the need for measuring
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effectiveness (5). Yet, in
comparison to modern data-
driven direct, one-on-one, and
relationship marketing
techniques, sponsorship
represents a crude marketing
tool  because return on
investment is  notoriously
difficult to measure (13). Even
a seemingly simple task such
as comparing brand awareness
between sport fans and non-
fans poses myriad problems
(8). Linking sport sponsorship
dollars to product sales is
infinitely more complicated.
But as companies feel the
pressure to justify large
sponsorship  investments to
employees, investors, clients,
and trade partners, proof that
brand equity and financial
objectives are being achieved
is needed (15). Clients
increasingly demand evidence
that links fungible deliverables
like sales volume and stock
price more or less directly to
their  investment in the
sponsorship (16).
Accountability is the key and
recipients must therefore do
whatever they can to support
clients in their effort to justify
the sponsorship (11)

The challenge for sport
marketers is to represent their
sport organizations to potential

sponsors and to sell their assets
in an increasingly competitive
global marketplace is
tremendous. Two relatively
new forces add additional
layers of complexity to the
business of sport sponsorship:
the Internet2 and what has
been called the globalization of
markets (10; 17; 16).

To succeed in this brave
new world of global e-
business, sport marketers must
understand what threats the
Internet poses to sport e-
sponsoring and what
opportunities may open up
with this new medium. Hence,
before integrating the Internet
into a sport sponsorship
package for a global market,
marketers need to be able to
judge whether the personality
of the sponsor’s brand aligns
well with the Internet and if the
Internet fits with the target
audience (17).

In addition, marketers
need to understand how to
coordinate an online strategy
with an offline strategy and
whether the objective of using
the Internet for sponsorship
purposes is the creation of
brand awareness, exploration,
or commitment (21). Beyond
such conventional questions
about the medium, marketers
of global sport sponsorship
packages must be sensitized to
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its unique characteristics, in
particular  its  ability to
aggregate global consumers
and to create the conditions of
possibility for intimate
consumer relationships (18).
Sponsors of various sporting
events are struggling to seize
the opportunity to provide
statistics demonstrating that
sponsorship is not a frivolous
expense, but a means to
generate business. Business
owners continually invest in a
suite of marketing services that
provide value for their clients.
One of those key services is
sponsorship research and ROI
measurement.

The field of sponsorship
ROl has matured to help
companies save money and
build  business, something
CEOs and shareholders all
demand, so why aren't more
companies investing in
consulting and research
information to help optimize
the ROI of their sponsorships?
Review of literature:
Henseler, J, Wilson, B and
Westberg, K (2011) examined
how sponsors perceive the
impact of different elements of
a sponsorship package on
brand equity. An empirical
study using an online survey
was conducted among key
managers involved in
sponsoring football clubs in the
Netherlands. They developed a
formative measure of

sponsorship, termed the Sport
Sponsorship Index, and linked
this measure with brand equity.
Results indicated that the
various facets of a sport
sponsorship package, such as
exposure of the brand and
coverage of the sport, are
perceived by sponsors to
contribute differently to the
impact on brand equity. Within
sponsorship negotiation, these
findings assist all parties in
understanding  the relative
importance of the elements of a
sponsorship in fulfilling brand-
related objectives. By
constructing and validating an
adequate scale of the key
components incorporated into a
sponsorship ~ package, we
provide sport administrators
with item level diagnostics
which can contribute to
improving their sponsorship
offering. (8)

Kim, J. W. (2010) investigated
the  relationship  between
sports-related event
sponsorship and stock market
valuation and identifies factors
that influence the financial
rewards of sponsorship using
World Cup and PGA tour
sponsorship data. In particular,
relationship  between sports
sponsorship  with  financial
performance is examined in
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terms of sponsorship fit, event
characteristics, and  brand
equity. Event study results
show that sponsorship for
World Cup and PGA is
positively related to abnormal
stock returns for sponsors but
not every sponsor enjoys
significantly positive
cumulative abnormal returns.
Regression analysis indicates
that unexpectedly brand equity
and U.S. country of origin is
negatively  associated  with
financial performance.
However, U.S. sponsors with
top brand value boost their
abnormal stock return. Product
fit enhances short-term
financial performance but the
significant impact of event type
on financial outcome was not
observed. (11)

By investigating the
personality congruence
between brands and sporting
events, Lee, H. S., & Cho, C.
H. (2009) explored which
brands and sporting events fit
together best. The results of
this survey, which included
373 student-subjects, showed
that the pairing of “sincerity”
brands and “diligence”
sporting events yielded the best
brand-event personality fit and
sponsorship effectiveness.
Through structural-relationship

testing, this study confirmed
that the personality congruence
between a sponsoring brand
and a sporting event was the
most  significant  attitude

predictor toward the
sponsoring brand. (12)

Cunningham, S.,
Cornwell, T. B., & Coote, L.
V. (2009) described a
corporate identity sponsorship
policy link and offered
empirical support for it via a
mixed method research design.
Content analysis of 146
Fortune 500 companies’ online
sponsorship ~ policies  and
mission statements was
followed by cluster, factor and
multinomial regression
techniques. Results showed
that corporate identity, as
reflected in mission statements,
matters to sponsorship policy.
Specifically, companies
emphasizing financial success
in their mission statements
prefer to sponsor individual
athletes, education, the
environment and health-related
activities. Alternatively,
companies  stressing  the
importance  of  employees
demonstrate a propensity to
sponsor team sports,
entertainment, religious,
community, charity and
business related activities. (2)
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Using the  Psychological
Continuum Model (PCM) as
the theoretical framework,
Filo, K., Funk, D., & O’Brien,
D. (2010) examined the factors
that contribute to participants’
perceptions of event sponsors.
The influence of this image of
event sponsors on behavioral
outcomes among participants is
also investigated. A post-event
questionnaire was administered
to participants in a sport event
(N = 672) to investigate the
relationships among motives,
sponsor image, event
attachment, purchase intent,
and future participation intent.
Results reveal that recreation
and charity motives contribute
to event attachment, while
charity motives and event
attachment  contribute  to
sponsor image. Significantly,
sponsor image and attachment
contributed to purchase intent
for event sponsors’ products.
Finally, sponsor image did not
influence future participation
intent, while event attachment
did. The results illustrated the
discrete roles that sponsor
image and attachment play in
sport consumption activities.
(7)
Research Importance:

This research is very
important for sponsors and

sponsees as  well, the
importance of sponsorship ROI
research for sponsors is to
make better strategic
sponsorship decisions and also
to achieve sales, financial and
non-financial targets, as well as
to negotiate rights acquisition
fees and set activation budgets,
moreover, it is crucial to
deliver long-term brand equity
and value.

On the other hand, for
properties and rights holders
too, there are important
benefits from sponsorship ROI
measurement and evaluation
research such as justifying
healthy rights fees in order to
have better understanding and
work with brand sponsors, also
to expand the pool of brands
who can use sponsorship
effectively, as well as to make
better strategic sponsorship
decisions in order to renew
sponsorship partnerships
successfully. Generally,
properties that can show they
deliver for brands will continue
to be successful attracting
sponsors.

Aim:

The current research
aims to identify and analyze
the sponsorship return on
investment ROI for sponsors in
the field of sport in Egypt
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through the eyes of those who
invest in the Egyptian sport
property (sponsors) and those
that are hold the brand and
sponsorship  (sponsees) and
also those who used to play a

mediating role (sport
marketing agencies) which
impacting the sport

sponsorship in  Egypt to
encourage them to spend more
money and increase their
sponsorship
programs/activities toward
Egyptian sport.

Research Questions:

To achieve the research
aim, the research poses the
following four questions:

1. Do sponsorship
activities/programs create more
sales/revenues for sponsors in
the field of sport?

2. Do sponsorship
activities/programs  improve
Brand loyalty/ Brand image/
Customer  satisfaction  with
existing customers?

3. What is the overall
financial ROI for sponsors in
the field of sport?

4. How do sponsorship
activities/programs impact the
overall ROI for sponsors in the
field of sport?

Methods:

Approach:

The researcher used the
descriptive (survey) approach
as it is suitable for the purposes
of this research.

Participants:

The research community

included board members and
marketing personnel of two
sports clubs (Al-Ahly and Al-
Zamalek) and four Egyptian
sports federations (Football —
Basketball — Tennis and
Table Tennis) in addition
marketing personnel of five
sponsoring companies
(Vodafone Egypt — Etisalat
Egypt — Pepsi — Juhaina —
Ceramica  Cleopatra) as
official sponsors of sports
activities. (n=90)
The main research sample
(n=30) was randomly selected
including (20) board members
and marketing personnel of
sports clubs and federations in
addition to (10) marketing
personnel representing
sponsors. This makes the final
number of research sample
(30) persons. Another (12)
persons from the same research
community and outside the
main sample were included as
a pilot sample for validating
the research tool (appendix 3).
Data Collection Tool:

For the purposes of this
research, the researcher
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developed the Return on
Investment Questionnaire
(ROI-Q). The questionnaire
included (3) axes with (6)
items under each axis. To
develop the questionnaire, the
researcher reviewed related
literature on the topic of
sponsorship and investment (1,
5,7,8,9, 10, 11) and presented
the axes to a group of experts

in sports administration (n=7)
(annex 1). After that, the
researcher developed a draft of
items for the questionnaire and
presented it to experts (n=7) to
identify their opinions about
the questionnaire. Tables (1)
and (2) show experts’ opinions
about the axes and items of the
questionnaire.

Table (1)
experts opinions about the axes of the ROI-Q questionnaire (n=7)
Axes Agree Disagree Relgtive _Relative
Role of
sponsorship  in
V| increasing
sponsors’
revenues. VYo oo e v e 4 Yo vs
Role of
sponsorship  in
Y | improving  the
brand of
sponsors Vil Yoo oo v e e v Yo vs
Role of
sponsorship  in
increasing
v customers’
satisfaction
towards
sponsors’
products Vi Yoo oo e v v % Yoo oo

Table (1) indicates that the agreement percentage of experts
about the axes of ROI-Q questionnaire was (100%).
Table (2)
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experts opinions about the items of the ROI-Q questionnaire

(n=7)
Irst Axis Second Axis Third Axis
Agreement Agreement Agreement
S percentage S percentage S percentage
% % %
) Ao V) A Ao VY K Ao V)
Y \~~_~~ q /\0.\/\ \RY% \~~_~~
Y veve \K) Ao V) YA Ao V)
g YA oV N EAE] Y4 YA oV
° VY YRR Y. You on
1 VY Yoo v YY) Ao V)
N V¢ EAS! YY Yeu oo
8 \o Yoo o

Table (2) indicates that
the agreement percentages of
experts about the items of ROI-
Q questionnaire ranged
between (14.29%) and (100%).
All items below (71.43%) were
excluded from the
questionnaire.

The preliminary version
of ROI-Q questionnaire

included (22) items distributed

on (3) axes. After consulting
experts, this number was
reduced to (18) items
distributed on (3) axes. Table
(3) shows the preliminary
number of items, final number
of items and numbers of
excluded items according to
experts’ opinions.

Table (3)
preliminary number of items, final number of items and numbers
of excluded items for ROI-Q questionnaire

Numbers Numbers

Aves | TElMINAMY | Eycluded | of | Modified | of | Final
items items excluded items modified of items
items items
|s \4 \ ¢ . . ht
Xis A Y YooV . . 1
Thir
Y d v ) K . . it
axis
Total Yy ¢ ¢ . . YA

Table (3) indicates that the
preliminary version of ROI-Q

questionnaire included (22)
items distributed on (3) axes.
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After consulting experts, this
number was reduced to (18)
items distributed on (3) axes (6
items each).

Validity and Reliability of
ROI-Q Questionnaire:

After reaching the final
version of the ROI-Q
questionnaire, the researcher
applied the final version to a
pilot sample (n=12) from the
same research community and
outside the main sample to
calculate its validity and
reliability.

Validity:

To calculate validity, the
researcher  calculated  the
internal consistency of the
questionnaire through
calculating the correlation
coefficient between each item
and its axis, each item and the
total score of the questionnaire
and each axis and the total
score of the questionnaire.
Tables (4) and (5) show these
calculations.

Table (4)

Correlation Coefficients between each item and its axis and each
item and the total score of the ROI-Q questionnaire (n=12)

First Axis Second Axis Third Axis

Item Item Item Item Item Item

S | with | with | S | with with S with with
axis | total axis total axis total

\ C A AN LY | AY C ) ‘Y NER <Ay
Y o AY o AY A AN « YA V¢ < Ay A4
Y Y CAY |4 Ay AT Yo « AT < AY
¢ o A A4 Yo « AY o AY V1 < Ay AT
o ../\‘i ~_/\2 AR ~./\V ~.‘1Y ARY% \/\V ~_/\°
1 « AY o AT VY VY o AE YA o AA <Ay
R table value on 0.05 = 0.57 questionnaire as (R) calculated
Table (4) indicates values exceeded its table
statistically significant values on P<0.05. This
correlations between each item indicates that the ROI-Q
and its axis and each item and questionnaire has a high

the total

score

of

the

internal consistency.

The International conference Sport and Helth
Science in Alexandria




—| 226

Table (5)
Correlation coefficient between each axis and the total score of
the ROI-Q questionnaire (n=12)

s Axes R

y | Role of sponsorship in increasing sponsors’ . AA
revenues.
v | Role of sponsorship in improving the brand . qy
of sponsors '
Role of sponsorship increasing
¥ | customers’ satisfaction towards sponsors’ <4
products
R table value on 0.05 = 0.57
Table (5) indicates To calculate the ROI-Q
statistically significant questionnaire reliability, the

correlations between each axis
and the total score of the ROI-
Q questionnaire as (R)
calculated values exceeded its
table values on P<0.05. This
indicates that the ROI-Q
questionnaire has a high
internal consistency.
Reliability:

research used test/retest
procedure on a pilot sample of
(12) persons from the same
research ~ community  and
outside the main sample. Table
(6) shows correlation
coefficients between test and
retest of the ROI-Q
questionnaire items.

Table (6)
correlation coefficients between test and retest of the ROI-Q
guestionnaire (n=12)

First Axis “ Third Axis

S R S R S R

\ NER Y v A4 Y| A
Y VAT A KX YE | AV
v CAS q KX Yo | «Ad
¢ ~_/\/\ Yo _/\0 ‘1 ~,‘W
° NER V) Y W . A,
1 AV 'Y A YA « A9

R table value on 0.05 = 0.57
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Table (6) shows
statistically significant
correlation coefficients

between test and retest of the
ROI-Q questionnaire items as
(R) calculated values ranged
between (0.84) and (0.93) and
this exceeds its table value.

In addition, the
researcher calculated
Cronbach’s Alpha for the three
axes of the ROI_Q
questionnaire as shown in
tables (7) and (8).

Table (7) : Cronbach’s Alpha for the three axes of the ROI_Q

guestionnaire gnzlzz

Cronbach's Alpha
RS

S Axes Cronbach's Alpha

y | Role of sponsorship in increasing . A9
sponsors’ revenues. )

y | Role of sponsorship in improving the 4.
brand of sponsors '
Role of sponsorship in increasing

¥ | customers’ satisfaction towards < AA
sponsors’ products

Table (8)

Cronbach’s AlBha for the ROI Q guestionnaire (n=12)
S Correlation coefficient

) | ROIQ

The values shown in
tables (7) and (8) indicate that
the questionnaire is highly
reliable.

Pilot Study:

The researcher applied
the final version of the ROI-Q
guestionnaire to a pilot sample
(n=12) from 1-9-2012 to 7-9-
2012 to fulfill the following
objectives:

. . q Y
1. Calculate the validity
and reliability ~ of  the

questionnaire

2. Identify any difficulties

for the main application

3. Calculate the duration of

answering the questionnaire
Results indicated that

the ROI-Q questionnaire is

valid and reliable. There no

difficulties identified as

participants understood the

Science in Alexandria

The International conference Sport and Helth




228

items easily. Time needed for
answering the questionnaire
was (30) minutes.

Main application:

The researcher applied
the final version of the ROI-Q
questionnaire on the main
sample (n=30) from 8-9-2012
to 28-9-2012. Each participant
received a copy of the
questionnaire at his/her

workplace. All participants
were asked to answer frankly
all the questions through
choosing the best answer as
their opinion. After
application, the researcher
corrected the questionnaire

according a three-point likert

scale as yes = 3, somehow = 2
and no = 1. Data was tabulated
for statistical treatment.
Statistical treatment:

The researcher used
SPSS software to calculate the
following: frequency -
percentage - relative

importance — relative weight —
CHI? — correlation coefficient —
Cronbach’s Alpha.

Results:

Concerning the first axis
“Role of sponsorship in
increasing sponsors’
revenues”, table (9) shows the
frequency, percentage, relative
importance, relative weight and
CHI?of participants’ opinions.

Table (9): frequency, percentage, relative importance, relative
weight and CHI? of participants’ opinions for the first axis “Role
of sponsorship in increasing sponsors’ revenues” (n=30)

Yes Somehow No Relative Relative
S|ltem | E % E|l % |E]| % weight | Importance | CHI?
Y Y Y1 | Aty IR R AT q0 01 ra.Y.
¥ v T 9. You vs Tees
£ ¢ YA aryy | ¥ Y e AN Y YA EA A
° ° YA e e Y ¥R RY [ Y [ vy v A £ VY A
i 1 Yol vy [ ¥ [ Yo oo [V ] YYFYFY VY AY )Y YO A

CHI? table value on 0.05 = 5.99

Table (9) indicates that
the relative weight values
ranged between (73) for item
(6) and (90) for item (3), while
relative  importance  values
ranged between (81.11) for
item (6) and (100) for item (3).

CHI? values ranged between
(12.80) and (60) and were all
above its table value (5.99) on
P<0.05.

Concerning the second
axis “Role of sponsorship in
improving the brand of
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sponsors”, table (10) shows the importance, relative weight and
frequency, percentage, relative CHI? of participants’ opinions.
Table (10): frequency, percentage, relative importance, relative
weight and CHI? of participants’ opinions for the second axis
“Role of sponsorship in improving the brand of sponsors” (n=30)

Yes Somehow No Relative Relative
Siitem| F| % |F] % |F|] % | weight | Importance | CHI?
YT N JYALAYYY Y | Ay [ o] oo | AN | AYNA | £AA.
Y A [YA[AYFY [ Y [ 33y [+ «.o AN AV VA EA A
Y1 & [ YA|aryr | Y | 2y [« «.. AN AV VA EA A
i \. Y\ V~.~~ . .." q Y""' VY /\."' YY‘V.
s W [N [ Ve o [ ARV | Fry A AN AQ CNER
T Y [ Yo [AYYY [ £ [AYFY [V | ¥V A ar vy Yiv.

CHI? table value on 0.05 = 5.99

Table (10) indicates that
the relative weight values
ranged between (77) for item
(4) and (88) for items (1, 2 and
3), while relative importance
values ranged between (80) for
item (4) and (97.78) for items
(1, 2 and 3). CHI* values
ranged between (20.60) and

(48.80) and were all above its
table value (5.99) on P<0.05.
Concerning the third
axis “Role of sponsorship in
increasing customers’
satisfaction towards sponsors’
products”, table (11) shows the
frequency, percentage, relative
importance, relative weight and
CHI2 of participants’ opinions

Table (11): frequency, percentage, relative importance, relative
weight and CHI2 of participants’ opinions for the third axis “Role
of sponsorship in increasing customers’ satisfaction towards

sponsors’ products” (n=30)
Yes Somehow No Relative Relative
S|ltem| F % F % F % weight | Importance CHI?
) VWOl YA [ ar Yy | Y ALY AN Y YA A AN
Y e [ YA]aryy | v T [ e AA v YA A A
Yl vyo [yafaryy [y [rrry |y ]| ¥y VA AT Y 1Y
¢ K VU [eryy | A [Yyiav ] N Y. YY YA o1,
o[ YW [ yi]eryy Yiay [ 1 V. YY YA o .
1 YA Y [y v v Yoo |y YA AT Y YA

CHI? table value on 0.05 = 5.99
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Table (11) indicates that
the relative weight values
ranged between (70) for items
(4 and 5) and (88) for items (1
and 2), while relative
importance  values  ranged
between (77.78) for item (4
and 5) and (97.78) for items (1
and 2). CHI*> values ranged
between (5.60) and (48.80) and
were all above its table value
(5.99) on P<0.05.

Discussion:

Concerning the first axis
“Role of sponsorship in
increasing sponsors’
revenues”, table (9) shows that
the relative weight values
ranged between (73) for item
(6) and (90) for item (3), while
relative  importance  values
ranged between (81.11) for
item (6) and (100) for item (3).
CHI? values ranged between
(12.80) and (60) and were all
above its table value (5.99) on
P<0.05.

From these results, the
researcher thinks that the most
important motive of sponsors
to confirm sponsorship deals is
the tax cuts they enjoy due to
these deals. In addition,
sponsors gain clear investment
revenues and promote their
goods well through such deals.
Furthermore, sponsorship deals
improve sales and decrease

stagnant goods while
marginally improving retail
sales.

This is consistent with

Cornwell et al (2001), Farrelly
et al (2006), Filo et al (2010)
and Henseler (2011) who
indicated that  investment
bonus like tax cuts may help
encouraging  investors  to
involve in sponsorship deals in
the field of sport. (1, 5, 7 and
8)
In addition, Kim (2010), Long
et al (2004) and Mullin et al
(2000) indicated that sponsors
and investors seek to improve
their sales through giving their
goods a prominent place in the
media coverage as this policy
improves their return on
investment clearly. (11, 13 and
16)

Tsiotsou, R., &
Alexandris (2009) and Stotlar
(1999) indicated that
sponsorship campaigns work
effectively on improving the
return on investment through
promoting  stagnant goods,
improving sales and increasing
brand announcement.

Concerning the second
axis “Role of sponsorship in
improving the brand of
sponsors”, table (10) shows
that the relative weight values
ranged between (77) for item
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(4) and (88) for items (1, 2 and
3), while relative importance
values ranged between (80) for
item (4) and (97.78) for items
(1, 2 and 3). CHI* values
ranged between (20.60) and
(48.80) and were all above its
table value (5.99) on P<0.05.
The researcher thinks
that working on  brand
improvement is very important
for investors to increase their
revenues. These efforts should
be consistent with the policies
developed by investors to
improve  their  investment
return. One of the most
powerful tools in doing so is
sponsorship campaigns.
Results indicated that
sponsorship campaigns
reactivate the brand name of a
sponsor, help spreading this
brand name and improve sales
greatly.  Furthermore  such
sponsorship campaigns
improve the value of brand
names through stabilizing, and
even increasing, sales rates.
Irwin et al (1994), John
Rowady (2010) and Kim
(2010) indicated that
improving the brand name of
the product is very beneficial
for improving its revenues.
When a sponsorship campaign
is conducted effectively it
provides positive effects as it

facilitates the sales of products
directly related to the sponsor’s
brand name. These sales
improve the sales rates which
in turn improve the value of the
brand name. (9, 10 and 11)

Lee & Cho (2009),
Mullin et al (2000) and
Olkkonen (2001) also indicated
that successful  sponsorship
campaigns really improve the
sponsor’s brand name through
spreading it and improving its
value. The return on
investment in this case is
clearly increasing as the main
outcome measure, which is the
increased sales rate, improves
markedly (12, 16 and 17)

Concerning the third
axis “Role of sponsorship in
increasing customers’
satisfaction towards sponsors’
products”, table (11) shows
that the relative weight values
ranged between (70) for items
(4 and 5) and (88) for items (1
and 2), while relative
importance  values  ranged
between (77.78) for item (4
and 5) and (97.78) for items (1
and 2). CHI* values ranged
between (5.60) and (48.80) and
were all above its table value

(5.99) on P<0.05.

The researcher thinks
that the main objective of
sponsorship campaigns is to
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increase current customers’
satisfaction about the product.
In addition, successful
sponsorship campaigns work
on increasing the number of
potentials customers as this
will increase the return on
investment. This needs specific
efforts on measuring
customers’ satisfaction rates
about the products and the
campaigns themselves.

Cunningham et al
(2009), Farrelly et al (2003 a &
b) and Farrelly et al (2005)
indicated that the brand image
is improved greatly through
sponsorship campaigns and
this improvement leads to
increasing  the  customers’
satisfaction and the number of
potential customers. (2, 3, 4
and 6)

Pressey & Mathews
(2003) and  Seguin  and
O’Reilly (2007) indicated that
measuring customers’
satisfaction about the
sponsorship campaign is of
major importance as the
campaign performance affects
its outcomes greatly. In
addition, they agreed that
increasing the current
customers’ satisfaction level
may increase the number of
potential customers in the near
future. They also think that
sponsorship campaigns work
on improving the brand names
of sponsors in the eyes of
customers (18 and 19).

Conclusions:

In the light of this
research  aim, questions,
methodology and results, the
researcher managed to
conclude the following:

1. The most important
benefits of sponsorship
campaigns for investors are tax
cuts, improving sales,
decreasing stagnant goods and
improving brand names.

2. Successful  sponsorship
campaigns improve sales of
products related to the
sponsorship campaign

3. Successful  sponsorship
campaigns improve the brand
name value of the sponsor.

4, Successful  sponsorship
campaigns improve the image
of products in the eyes of
customers

5. Successful  sponsorship
campaigns improve customers’
satisfaction levels about the
products.

6. Successful  sponsorship
campaigns improve the number
of potential customers

7. Successful  sponsorship
campaigns have clear return on
investment for sponsors and
investors.

Recommendations:

According to this

research results and
conclusions, the researcher
recommends the following:
1. Sponsors and investors
should be informed about the
benefits sponsorship
campaigns in improving the
return on investment.
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2. Effectiveness of
sponsorship campaigns should
be measured and modified
periodically.

3. It is very important to
measure the customers’
satisfaction about the products
included in sponsorship

campaigns.

4. It is very important to
measure the customers’
satisfaction about the
performance of sponsorship
campaigns
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