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The purpose of this paper is to study the impact of sponsorship on the marketing strategy of 
 an  insurance  company.  Moreover,  the  overall  goal  is  to  determine  if  sponsorship  could 
 become  an  alternative  to  traditional  marketing  tools.  Indeed,  the  insurance  industry  is 
 currently a very competitive market and companies are facing major issues of differentiation.  


The  theoretical  part  consists  of  three  chapters  that  investigate  what  is  the  concept  of 
 sponsorship in a sport context, what is an integrated marketing strategy and how companies 
 measure  business  performances  and  by  extension  sponsorship  effectiveness.  The  empirical 
 part is based on qualitative and quantitative research methods. The data collection consisted 
 of semi-structured interviews with sponsorship managers and consumers’ surveys. Secondary 
 data were also collected in order to better understand the phenomenon.  


The  results  of  the  study  indicate  that  sponsorship  is  a  powerful  tool  when  implemented 
 successfully  but  needs  to  be  aligned  with  corporate  goals  and  marketing  objectives. 


Accordingly, many insurance companies, not to say all of them, are present in the sponsorship 
market, but they all have different strategies and different brand image.  
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I.  INTRODUCTION 


Setting  a  marketing  strategy  is  very  important  from  a  long-term  point  of  view  because 
 companies define their global objectives and plan actions to reach them. Indeed, promotional 
 tools are one of the main issues that need to be dealt with. In some sectors, sponsorship can be 
 a very powerful method to promote a company. Thus, this thesis will mainly be focused on 
 sponsorship.  The  aim  is  to  find  out  how  insurance  companies  use  sponsorship,  how  it  is 
 related to marketing and how consumers are impacted by those kinds of strategies. In order to 
 better  understand  strategic  decisions,  the  business  perspective  appeared  to  be  the  most 
 relevant  to  explore  this  topic.  Nevertheless,  we  will  also  provide  some  insights  about  how 
 sponsorship is perceived by consumers in order to determine if strategies are effective.  


The  following  part  of  the  thesis  will  provide  an overall  introduction  to  the  topic.  First,  the 
 background of the study will be investigated. Then, the objectives of the study, the research 
 questions  and  the  theoretical  framework  will  be  introduced.  The  next  subpart  will  provide 
 some definitions of the key terms of the paper in order for the reader to better understand the 
 important notions related to the topic. Thereafter, the methodology will be briefly developed, 
 and the overall structure of the study will be explained.  


I. 1.  Background of the research 


Marketing strategies have been studied deeply in the last decades (Noble and Mokwa, 1999; 


Kotler,  2003;  Doyle  and  Stern,  2009)  as  sponsorship  (Meenaghan,  1991;  Cornwell  1995; 


Cornwell  and  Maignan,  1998).  However,  those  scholars  offer  a  broad  perspective  and  little 
 researches have been made from a business perspective. Why do insurance companies choose 
 sponsorship? How do they integrate it into their strategies? What do they expect from it? How 
 do they define if the objectives have been reached? This study aims to fill this research gap by 
 investigating the strategies of insurance companies regarding sponsorship. We will investigate 
 why and how it is implemented and we will assess the sponsorship’s consequences on firms. 


It will provide a deeper understanding of sponsorship in a specific context and will contribute 
to the future academic studies.  



(9)I. 1. 1.  An overview of the insurance sector in France 


In order to understand the aim of the thesis, it is necessary to provide readers with information 
 about the current context, the main characteristics of the insurance industry in France and the 
 issues it is facing. 


“Insurance is a promise based on trust that has been developed in response to the universal 
 need for security and protection, aiming at managing uncertainty”. It allows people to build a 
 more secure future since the insurer is required to compensate the eventual damage occurred 
 to the insured. (Generali, 2019).  


The insurance industry is very strong in France and companies fall into different categories. 


As  shown  in  Figure  1,  there  are  mutualists,  direct  insurers,  generalist  groups  and  health 
 insurers.  There are a lot of offers on the market and many companies who try to gain market 
 shares.  According  to  the  French  Assurance  Federation  (FFA),  France  is  the  second  largest 
 insurance  market  in Europe  after  the  United  Kingdom.  Indeed,  French  residents  are  legally 
 required  to  subscribe  different  types  of  insurances  including  health  assurance,  home 
 insurance, vehicles insurance and third-party liability insurance. (Expatica.com, 2019). There 
 are  many  types  of  insurance  agreements  but  all of  them  rest  on  one  key  principle  which  is 
 ensuring future economic stability and security (Generali, 2019).  


Sources: Dolist.com (2019) 


Figure 1: Landscape of French the insurance industry 



(10)In 2017, the gross volume of the French insurance industry was 242 billion euros. The market 
 is dominated by fifteen companies who generate the larger part of the sales revenue: Crédit 
 Agricole Assurances, Axa and CNP Assurances slightly dominate the sector with about 10% 


of the market shares each. Figure 2 clearly illustrates the power of market leaders as they own 
 81,60%  of  the  total  market  share.  There  are  many  actors  on  the  French  market  and  the 
 competition is quite fierce.  


However,  those  companies  have  different  strategies  and  different  ways  to  function,  thus  it 
 appears to be interesting to better understand what is implemented in this sector in order to 
 stand  out  from  the  competition.  Hence,  people  have  a  negative  perception  of  insurance 
 companies and it is a real challenge for the whole industry to feel closer to consumers.   


Sources: KPMG, the “’Argus de l’Assurance” and the companies quoted. 


Figure 2: Market share of the insurance groups in France in 2017 (in %) 


During  the  last  few  years,  the  insurance  sector  went  through  several  changes  including  the 
 implementation  of  new  financial  reforms,  the  evolution  of  communication  and  information 
 technologies  and  the  globalization  of  financial  services  (Epetimehin,  2011).  Therefore,  it 
 impacted the market structure, the performance of the industry and the distribution channels. 


The competition is getting very aggressive in the sector, thus weaker competitors are forced 
 out if they cannot adapt to the changing trends (Mehr, 1969). On the one hand, more and more 
 people  deal  with  agent  middlemen  and  brokers  and  on  the  other  hand,  the  technological 


Crédit Agricole Assurances; 10,71%


Axa; 10,68%


CNP; 9,39%


Covéa; 6,04%


Allianz; 5,51%


BNP Paribas Cardif; 5,20%


Generali; 4,99%


Natixis Assurances; 


4,64%


Groupama; 4,58%


Société générale 
 Insurance; 4,27%


ACM; 3,95%


AG2R La Mondiale; 3,66%


Vyv; 2,77%


Aviva; 2,67%


Macif; 2,54%


Other companies; 


18,40%


Market share of the main actors of the insurance sector in France (% of the 
market in value)   



(11)revolution has brought new types of insurance like smart contracts and connected insurance 
 contracts  (Atlas-mag.net,  2018).  Moreover,  the  implementation  of  new  tools  as  Electronic 
 Data Processing (EDP) has materially changed the nature of the channels of distribution.  


Facing those new challenges, companies have to adapt to the fast-evolving environment and 
 find out new ways to differentiate themselves from competitors. One solution that came out is 
 trying  to  modify  their  brand  image  by  using  new  promotional  tools  and  especially 
 sponsorship.   


I. 1. 2.  A brief introduction to sponsorship 


Companies  use  a  lot  of  promotional  tools  such  as  advertising,  public  relations,  sales 
 promotion and personal selling to raise awareness (Edwardlowe.org, n.d.). People who live in 
 a  city  are  exposed  to  four  to  ten  thousand  ad  messages  a  day  (Simpson,  2017)  including 
 billboards, brand labels, print ads or digital ads. Hence, managers need to find solutions to get 
 the company noticed. One tool that is really interesting for the insurance sector appears to be 
 sponsorship because it is attractive and offers huge opportunities. Figure 3 shows that global 
 sponsorship  including  sports,  entertainment,  causes,  arts,  festivals,  fairs  and  annual  events, 
 associations  and  membership,  keeps  growing  year  by  year.  In  2017,  a  total  of  16,7  billion 
 U.S. dollars (€14,9 billion) was spent on sponsorship in Europe (Statista, 2019a).  


Source: IEG Briefing (Statista 2019a) 


Figure 3: Growth in global sponsorship spending by region (in billion U.S. dollars)  



(12)There are numerous benefits of sponsorship for a brand as it raises brand awareness, creates 
 positive  public  relations,  builds  brand  positioning  through  associative  imagery  and  creates 
 internal emotional commitment to the brand (Businesscasestudies.co.uk, n.d.). Those aspects 
 are essential for insurance companies and one field that is even more interesting for them is 
 sport. In France sport sponsorship represents 2,03 billion euros spending (Sporsora, 2018). It 
 offers a massive visibility since it gathers millions of people in front of their television and 
 can  be  less  expensive  than  traditional  advertising.  Thus,  companies  always  look  for  new 
 sponsorship deals.  


Moreover, sport is deeply anchored in the French daily life. About 28 million French people 
 practice  a  physical  activity  at  least  once  a  week  which  represent  42%  of  the  population 
 (Sporsora, 2018). Sport carries strong values as it promotes solidarity, respect and hard work. 


It can easily be related to the insurance industry because practicing a sport involves a risk of 
 accident. Thus, in terms of brand image it can be very interesting for insurers to sponsor sport. 


Indeed, many insurers have decided to invest in sport as Groupama (sailing), AG2R (cycling), 
 Allianz (Olympic Games) and Generali (horse-riding).  


From  an  external  point  of  view,  the  link  between  insurance  and  sport  sponsorship  is  quite 
 logic but the question is: what are the strategic reasons behind those partnerships? The next 
 part will present the objectives of this paper and the research questions we will investigate.  


I. 2.  Objectives et research question 
 I. 2. 1.  Objectives 


Generali sponsors some sport events, some sport federations and has implemented a program 
called “Responsible Sport”. Through this program, sport entities receive a label if they take 
initiatives in one of those fields: providing sport accessibility for all, encouraging diversity, 
improving  health  and  well-being,  implementing  eco-responsible  measures,  pushing  for 
education  and  insertion  and  promoting  fair  play  and  citizenship.  This  observation  is  the 
starting  point  of  the  thesis.  Indeed,  it  occurred  to  me  that  sponsorship  is  important  for 
insurance  companies  but  also  for  the  sport  industry.  Therefore,  the  aim  of  this  paper  is  to 
investigate sponsorship practices within the insurance sector and precisely how it is linked to 
firms’  marketing  strategy  and  firms’  performances.  Those  elements  are  closely  related  as 



(13)sponsorship  is  one  promotional  tool.  Promotional  tools  are  part  of  the  marketing  strategy. 


Marketing  strategy  impacts  consumers  perceptions  and  consumers  influence  firms’ 


performances.  This study will contribute to our understanding of sponsorship as a strategic 
 tool in gaining customers’ interest.   


First,  the  paper  aims  to  define  what  is  sponsorship,  how  it  works  and  explain  why  it  has 
 gained such interest especially in France. Secondly, we will investigate why and how firms 
 implement integrated marketing strategies and which role sponsorship plays in this context. 


Then, we will provide information about the measurement tools that have been developed to 
 assess marketing performances and the effectiveness of sponsorship. In the end, the empirical 
 research  will  contribute  to  define  if  sponsorship  is  a  relevant  alternative  to  the  other 
 traditional promotional tools and if companies should rely on it to raise awareness. 


I. 2. 2.  Research questions 


Despite the managers’ growing interest for new marketing strategies, it appears that very few 
 authors recently focused on the link between the integration of sponsorship as a promotional 
 tool into the marketing strategy and its effect on customers. Indeed, there is a huge gap in the 
 literature concerning the impact of sponsorship in the insurance industry.  


This study will focus on the use of sponsorship in the insurance industry. Therefore, in order 
 to comply with the objectives exposed in the previous section, the main research question is: 


To what extent sponsorship can impact the marketing strategy of an insurance company in 
 France? 


In addition to the main research question, the supportive sub-questions are: 


SQ1: What is sponsorship and why it has gained the interest of insurance companies? 


SQ2: How do companies integrate sponsorship into their marketing strategy? 


SQ3: What do companies expect from sponsorship?  


SQ4: How to measure the impact of sponsorship?  



(14)I. 3.  Theoretical framework 


The theoretical framework of this study, illustrated in Figure 4, encompasses the presentation 
 of  the  insurance  industry,  the  concept  of  sponsorship,  its  integration  into  the  marketing 
 strategy of a firm and its outcomes. It emphasizes the changes that operate in the insurance 
 industry and the new ways implemented to differentiate one brand from others. 


Indeed, the review of the existing literature and theories will contribute to better understand 
 the role of sponsorship, its characteristics and its outcomes. Thus, it will contribute to answer 
 the main research question. 


Figure 4: Theoretical framework 


I. 4.  Definition and delimitations 
 I. 4. 1.  Key words 


Sponsorship:  


Sponsorship is “an exchange between a sponsor and a sponsee whereby the latter receives a 
 fee (or value) and the former obtains the right to associate itself with the activity sponsored” 


(Cornwell and Maignan, 1998). It is a powerful form of consumer persuasion (Crimmins & 


Horn, 1996). 



(15)Marketing Strategy: 


A firm’s marketing strategy is referred as an “organization’s integrated pattern of decisions 
 that specify its crucial choices” (Varadarajan, 2010). Those decisions concerns relationships 
 with key stakeholders, offerings, resource allocation and timing (Sudharshan, 1995) but also 
 marketing  activities  and  resources  that  enable  the  firm  to  reach  specific  objectives 
 (Varadarajan, 2010). More broadly, it refers to the development of the right combination the 
 extended  marketing  mix  or  “7  Ps’  defined  by  Booms  and  Bitner  (1981):  Product,  Place, 
 Promotion, Price, People, Process and Physical evidence.  


Integrated Marketing Communications (IMC):  


IMC has been defined by Philip Kotler as “a way of looking at the whole marketing process 
 from the viewpoint of the customer” (2003). Thus, it consists in coordinating all promotional 
 activities  –  media  advertising,  sales  promotion,  personal  selling,  public  relations,  direct 
 marketing  and  other  forms  of  promotion  –  to  produce  a  consistent  and  customer  focused 
 message (Gitman and McDaniel, 2008). This cross-functional process is also used to control 
 the messages sent to stakeholders, thus it helps to manage profitable relationships (Duncan, 
 2002).  


Brand awareness: 


Brand awareness refers to the fact of whether a brand name comes to mind when consumers 
 think  about  a  particular  product  category  (Shimp  and  Andrews,  2013).  It  encompasses  two 
 dimensions: brand recall which is the consumers’ ability to retrieve the brand from memory 
 when  given  a  cue  and  brand  recognition  performance  which  is  the  consumers’  ability  to 
 correctly identifies the brand as having prior knowledge of it (Keller, 1993).   


Brand image:  


It  refers  to  the  “perceptions  about  a  brand  as  reflected  by  the  brand  associations  held  in 
 consumer memory” (Keller, 1993). It can also be defined as “the total set of expectations and 
 intangible values which are created in the customer’s mind by all marketing communications 
 a customer is exposed to” (Pickton and Broderick, 2005). 


I. 4. 2.  Delimitations 


This research will focus on the French market since the insurance industry is well developed 
and quite competitive. Moreover, it is compulsory for French people to subscribe to different 



(16)types of insurance (Expatica.com, 2019).  This geographical orientation will enable us to get a 
 precise picture of the insurers’ practices in France. Therefore, interviews and surveys will be 
 conducted in French and addressed to French people only.  


We will focus on men and women from the generation Y commonly called Millennials. They 
 are born between 1980 and 2000, have a deep knowledge in modern technologies and expect 
 immediate  access  to  information  (Young  and  Hinesly,  2012).  Millennials  value  experiences 
 have very high expectations concerning the quality of the service they receive (Serafimovikj 
 et al., 2017) and seek to bond with brands (Gobé, 2001). Insurance firms are currently trying 
 to  reach  this  new  generation  with  new  strategies and  this  will  be  discussed  in  the  literature 
 review.  


The  thesis  will  discuss  the  marketing  strategy’s  development,  but  the  study  will  only  cover 
 one  of  the  4  P’s  being  the  promotion  part.  Accordingly,  this  step  is  crucial  to  develop  the 
 brand image of a company. Therefore place, price and product (or service) are secondary in 
 this  research.  The  research  will  be  limited  to  the  insurance  groups’  strategies  and  will  not  
 concern  brokers  or  independent  agents  because  challenges  might  be  different  for  those 
 entities.   


I. 5.  Research methodology


In this section, we will give a brief overview of the research methodology applied along this 
 study.  Primary  and  secondary  data  will  be  collected  in  order  to  find  out  to  what  extent 
 sponsorship  is  implemented  in  insurance  companies’  marketing  strategies.  In order  to  get  a 
 complete  overview  of  what  is  happening  in  the  sector,  both  qualitative  and  quantitative 
 research  methods  will  be  used.  First,  the  aim  is  to  collect  qualitative  data  through  semi-
 conducted interview. This will provide insights about the sector’s practices. Then, one survey 
 will  be  conducted  in  order  to  better  understand  customers’  opinions  and  perceptions  about 
 sponsorship and its use in our society.   


The research will follow and inductive reasoning, defined as “the intensive examination of a 
strategically selected number of cases so as to empirically establish the causes of a specific 
phenomenon”.  (Johnson,  2004)  but  it  will  also  use  an  exploratory  approach  by  determining 
what is happening, seeking new insights and asking new questions (Robson, 2002). 



(17)Firstly, the literature review aims to find relevant data to the issue being investigated in order 
 to  provide  a  summary  of  the  works  previously  done  (Fink,  2013).  This  theoretical  review, 
 based on secondary data, will help the reader to better understand the concepts of sponsorship 
 and brand image as well as the challenge they represent for companies. It will also provide 
 more  information  about  the  implementation  of  sponsorship,  its  outcomes  and  the 
 measurement of its effectiveness. Hence, the aim is to show that traditional marketing tools 
 needs to be associated with new promotional methods. 


Secondly,  the  empirical  research  will  lie  on  primary  data  collected  through  interviews  and 
 surveys. On the one hand interviews will be conducted to gather valid and reliable data that 
 are  relevant  to  the  research  question  (Saunders  et  al.,  2009).  Indeed,  the  semi-structured 
 interviews  addressed  to  managers  and  people  working  in  the  insurance  sector  will  bring 
 qualitative  information  about  the  firms’  marketing  strategies  and  how  they  implement 
 sponsorship. On the other hand, a survey will be diffused on the Internet to better understand 
 sponsorship’s  impact  on  consumers.  The  multiple-choice  questions  will  enable  to  collect 
 valuable data about the impact of sponsorship on brand image.  


I. 6.  Structure of the study 


Figure 5: Structure of the study 


As figure 5 shows, the study will be structured in five different parts.  


Chapter one introduces the research topic. It presents the structure of the insurance industry 
 and sponsorship as a new critical tool to raise brand awareness. Then, it develops the research 
 objectives of the thesis with its delimitations and defines the key concepts that will be used.  


Chapter two reviews the past literature in order to acquire a strong academic knowledge about 
 sponsorship  and  to  answer  the  sub  questions  1,  2  and  3.  It  is  divided  in  three  sections: 


definition of sponsorship concept, marketing strategy and measurement of outcomes. The first 
 part will give a better understanding of what is sponsorship and how it has evolved. We will 
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(18)also focus on the sport context and its benefits for companies. Then the literature review will 
 give  more  insights  about  how  to  develop  an  integrated  marketing  strategy  and  how  to  use 
 sponsorship  in  this  context.  We  will  see  how  it  can  be  implemented  and  adapted  to  the 
 audience in order to differentiate the company. Finally, we will present different methods that 
 can be used to assess marketing performances and to evaluate the impact of sponsorship on 
 consumers.  


Chapter three will present the research design of the study and will justify the methods used to 
 answer the main research question.  


Chapter four will disclose the main findings of this study. 


Chapter five will conclude the study, present the limitations and will propose some leads for 
 further researches. 


  



II.  LITTERATURE REVIEW 


II. 1.  The concept of sponsorship in the sport context 


II. 1. 1.  What is sponsorship?  


Sponsorship is a very broad term that encompasses different dimensions. Several definitions 
 can  be  found  in  the  literature,  but  it  seems  difficult  for  researchers  to  reach  complete 
 agreement on a single one (Walliser, 2003). In this section, we will provide the readers with 
 an understandable definition of sponsorship and answer to the first sub question.   


Sponsorship is an exchange between a sponsor and a sponsee (Cornwell and Maignan, 1998) 
but from a business perspective it can also be seen as “as an investment, in cash or in kind, in 
an activity, in return for access to the exploitable commercial potential associated with that 
activity” (Meenaghan, 1991). Both definitions are important since it enlightens the strategic 
but also the human side of sponsorship.  



(19)II. 1. 1. a.  How does it work?  


In this study, we will differentiate sponsorship from patronage which can be defined as the 
 support given to a cause for the general interest without expecting any direct compensations 
 (Culture.gouv.fr, 2019). Partners can also be confused with sponsors but there are different. 


Indeed, those companies support events without any financial contribution.  


Source : Claisse, Y (2013), Les contrats de sponsoring des collectivités territoriales, Contrats Publics 
 Juillet 2013  


Figure 6: The mechanism of sponsorship 


As shown in figure 6, sponsorship concerns two types of actors. On the one hand, sponsors 
 give material or financial support. It can be companies, regional governments, associations, 
 institutions  or  natural  persons.  They  may  have  different  roles.  Financial  sponsors  will  give 
 money to their partner, media sponsors will secure the advertising part and in-kind sponsors 
 will provide goods or services (Kramer, 2019). On the other hand, the sponsees that are also 
 called properties are the sponsored event, cause, or sports team. (Madrigal, 2001). The latter 
 contribute to the sponsor’s communication and help it to achieve its objectives. Hence, media 
 are  a  main  issue  for  sponsorship.  They  broadcast  the  different  events  and/or  provide 
 information. Three types of media are used in sport: the broadcast sport media as the different 
 channel  specialized  in  sport,  the  autonomous  media  as  the  sport  press  and  magazines  as 


“L’équipe”  in  France  and  finally  the  communication  media  as  the  mobile  phone  and  the 
websites (Namata, 2007). Here, the final goal is to reach the public which will be discuss in 
the part II. 2. 3.  



(20)Not all sponsorships are the same, and there are multiple types of sponsorships businesses can 
 pursue  (Kramer,  2019).  One  of  them  that  is  more  and  more  popular  in  France  is  title 
 sponsorship which consists in associating a sponsor’s name with a building, project, or event 
 by  including  the  sponsor’s  name  in  the  title  of  the  item  being  named  (Ashley  and  O’Hara, 
 2001). The first title right sponsorship has been conducted by MMA in 2007 and the interest 
 of  insurance  companies  kept  growing  for  this  type  of  sponsorship  as  Matmut,  Allianz  and 
 Groupama  named  their  own  stadium  in  2011,  2012  and  2017.  However, the  French  market 
 with only twelve sponsored venues is still weak compared to the United States or Germany. 


The study conducted by the French Ministry for Sport in 2018 shows that those sponsorships 
 can  be  beneficial  for  firms  in  terms  of  image  and  revenues. Indeed,  the  media  value  of  the 
 sponsoring  of  the  Groupama  Stadium  and  the  Allianz  Riviera  Stadium  Groupama  has  been 
 evaluated at 500000 euros in ten day for the former and 7,3 million euro for the season 2016-
 2017 for the latter. Other types of sponsors in the sport environment include official sponsors 
 that give about 20% of all funds and technical sponsors who pay for goods and services. The 
 type  of  sponsorship  is  closely  related  to  the  objectives  of  the  company  and  to  its  choice 
 concerning the direction it wants to take.  


II. 1. 1. b.  Determinants and dimensions of sponsorship 


Three  determinants  that  shape  an  entity’s  view  of  sponsorship  are  scale,  focus  and 
 geographical  region  (Cornwell,  2014).  Sponsorships  are  first  defined  by  scale.  Small-scale 
 sponsorships  allow  companies  to  be  close  to  local  communities  and  to  appear  as  authentic 
 whereas  large  corporate  sponsorships  are  mainly  focus  on  media  coverage  and  high-profile 
 events. Another determinant is the focus. Properties may have limited appeal and will interest 
 a  narrow range  of  sponsors,  thus  those  sponsee  will  become  dependent  on  them.  However, 
 those  contracts  offer  the  sponsors  the  access  to  niche  audience  which  can  attract  many 
 companies. Finally, sponsorship is defined by the regional collectivity as it influences the way 
 a  sponsor  is  perceived  by  the  audience.  Indeed,  some  brands  are  strongly  connected  to  a 
 specific  area  and  will  be  more  easily  accepted  as  a  sponsor.  Therefore,  when  choosing  to 
 sponsor a property, companies needs to consider those determinants in order to shape the deal 
 that fits its objectives.   


According to Zhang et al. (2017), sponsorship encompasses three dimensions: level, duration 
and  congruence.  First,  it  appears  that  corporate  executives  break  sponsorship  into  different 



(21)levels  depending  on  the firm’s  goals  and  budget.  This  is tightly related  to  the  visibility  the 
 sponsee will get: the more an organization invest in a sponsorship, the more the sponsorship 
 will make sense and be visible. However, sponsorship also relies on the involvement of the 
 sponsor and the sponsee. Duration is the second dimension of sponsorship as longer duration 
 will  contribute  to  consolidate  the  link  between  the  sponsor  and  the  sponsee.  A  repeated 
 exposure  will  help  people  to  associate  both  entities,  hence  they  will  recall  the  brand  more 
 easily.    Last  but  not  least,  congruence  is  critical.  Defined  as  the  “fit  between  sponsor  and 
 sponsored  cause”  (Woisetschläger  and  Michaelis,  2012),  it  clearly  impacts  the  sponsorship 
 success. Usually, corporations choose to associate their brand with people or events that share 
 similarities and/or values as it will make the relationship relevant to the consumer. Hence, it 
 can influence attitude towards the sponsor and its brand image. The balance theory applied to 
 sponsorship shows that consumers who have a negative toward the brand may start to like it if 
 the brand is sponsoring an event that they like (Cornwell, 2014).  


The articulation of those three dimensions are part of a broader science, known as marketing. 


Indeed, companies intend to answer the consumers’ needs and nowadays sponsorship appears 
 as one tool that can be used to do so.  


II. 1. 2.  From  a  philanthropic  giving  to  a  business-oriented 
 marketing activity 


Sponsorship  has  not  always  been  used  as  a  marketing  tool,  indeed  it  has  moved  from  a 
philanthropic orientation to a market driven one (Cornwell, 1995). Sponsorship took different 
forms  over  times  and  has  been  evolving  a  lot  (Elevent.co,  2017).  Some  aspects  of  what 
sponsorship  is  today  can  be  traced  back  to  the  Greek  and  Roman  civilization  (Meenaghan, 
1991). Indeed, around 46 BC, Julius Caesar started to sponsor gladiators’ combats for its own 
entertainment and to show its power (Coleman, 2011). It became a true sport meeting for all 
the Romans. Thus, the first form of sponsorship was born: the tournaments were advertised on 
the  walls  of  the  city  and  flyers  with  the  names  of  the  organizer  (the  sponsor)  and  the 
gladiators  were  distributed  in  order  to  promote  the  event  (Jacobelli,  2003).  Historically, 
patrons  and  donors  did  not  have  commercial  objectives  in  their  support  (Cornwell,  1995), 
they  were  more  likely  looking  for  creating  strong  relationships  with  a  company  and  the 
population  through  social  causes.  Then,  sponsors  began  to  look  to  improve  their  brand 
awareness and to associate themselves with attractive events (Baux, 1991). 



(22)In the early twentieth century companies focused on advertising and sales promotions, but it 
 became more and more expensive and people started to lose interest in those types of media 
 (Cornwell, 1995). Managers had a philanthropic view of sponsorship as it was perceived as a 
 gift.  The  main  focus  was  to  develop  goodwill  and  there  were  no  formal  selection  criteria 
 (Cornwell,  2014).  In  France,  sport  sponsoring  appeared  in  1881  when  Michelin  began  to 
 support the cyclist Charles Terron (Selectra, 2019). Since then, the growth of sponsorship’s 
 investments has been huge and companies began to perceive it as a marketing tool. 


T. Bettina Cornwell (2014) describes five distinct stages in which sponsorship is thought to 
 have  a  dominant  approach.  The  first  one,  described  above  was  the  philanthropic  approach. 


Thereafter, in the 1980-90’s, executives had a market-centered approach and saw sponsorship 
 as  an  investment.  In  the  early  1990’s,  managers  started  to  adopt  a  consumer-centered 
 approach as they were trying to understand consumers’ mindsets. At the end of the decade, 
 they adopted a strategic resource approach and began to consider sponsorship as a source of 
 competitive  advantage.  Today,  companies  have  developed  a  relationship  and  networks 
 approach  which  focuses  on  interactions  between  the  sponsor  and  the  sponsee  but  also  with 
 their whole network.  


Indeed,  sponsorship  isn’t  just  a  philanthropic  activity  anymore  and firms  began  to  expect  a 
 return  on  investment  and  to  build  real  interactivity.  Nowadays,  every  deal  needs  to  be  cost 
 effective and the benefits are carefully balanced with the costs.  Sponsorship which was the 
 end in itself became a means to an end. Thus, it is considered like a strategic activity as it is 
 used  to  achieve  business  objectives  and  also  because  sponsorship  helps  to  align  an 
 organization with the pressures and demands of its environment (Slack and Bentz, 1996).  


Table  1  shows  different  objectives  that  companies  try  to  achieve  through  sponsorship.  In 
practice,  all  companies  pursue  those  goals,  nevertheless  they  may  prioritize  some  of  them 
depending on their global strategy. Managers also set more sophisticated goals on a longer-
term perspective that we will discuss this in part II.2.3.   



(23)Objectives of sponsorship 


•  Corporate/brand image enhancement 


•  Direct on-site sales 


•  Increased awareness levels 


•  Reaching specific target market 


•  Develop/build client relationship 


•  Gain media exposure 


•  Increase employee morale  


•  Trade/hospitality objectives 


•  Product/service demonstration 
 platform 


Source: Cornwell T. (2014), Sponsorship in Marketing  
 Table 1: The basic objectives of sponsorship 


The new perception of sponsorship needed to be related to the environment and the cultural 
 habits of the population. Therefore, companies started to focus on the sport context and it has 
 become a huge business that offers many opportunities.  


II. 1. 3.  A strategic orientation: the sport context 


Alfred  Chandler  defined  strategy  as  “the  determination  of  the  basic  long-term  goals  and 
 objectives  of  an  enterprise,  and  the  adoption  of  courses  of  action  and  the  allocation  of 
 resources for carrying out these goals” (1962). As seen in the latest section, sponsorship has 
 become  a  tool  for  generating  revenues.  Thus,  companies  select  carefully  their  sponsees 
 according  to  their  objectives.  Considering  the  history  between  sponsorship  and  sport,  it  is 
 quite natural for companies to choose this sector as their “playing field”.  


II. 1. 3. a.  An extensive media coverage 


Teddy Pessot, director of TP consulting declared that “associating a logo to big sport events 
 aimed at creating a connection with the brand” (CB News, 2018). If sport has always been 
 present  in  the  French  people  life  it  has  soared  with  the  invention  of  the  television  and  the 
 computer. As shown in Figure 7, more and more sport programs are broadcast on television. 


In 2000, 50846 hours of sport were broadcast, and this number quadrupled in sixteen years. 


Moreover, the number of French channels broadcasting sport went from seven in 1995 to 37 
in 2016 (CSA, 2017). Those evolutions show that sport is gaining more importance in French 
people’s life. Thus, it became very interesting for companies to invest in this field.  



(24)Source: Estimations CSA 2017  


Figure 7: The evolution of sport broadcasting time since 2000 (in hours) 


Furthermore, new generations are more connected and have a better digital culture which also 
 represent  new  opportunities  for  companies.  In  2019,  the  French  agency  Only  Sports  & 


Passions disclosed the results of its study conducted with Kantar « Sport & Millennials: what 
 winning mix? ». First, it stated that sport is the only passion in common with millennials and 
 people  aged  between  35  and  64  years  old.  It  appeals  different  generations,  and  the  former 
 developed a stronger interest for sport as 50% of millennials watch live sport on television, 
 42% of them consult sport media and 36% attended sport events the last five years whereas 
 those numbers are respectively 46%, 36% and 25% for people aged between 35 and 64 years 
 old.  The  growing  interest  for  sport is  a  huge  opportunity  for  brands  to  obtain  visibility  and 
 exposure. Investing in sport is a new way to reach the younger audiences. When media cover 
 events,  they  might  show  the  company  logo  or  quote  the  sponsor’s  names  and  the  publicity 
 generated  might  not  be  possible  with  another  promotional  tool.  Thus,  sponsoring  events, 
 athletes or facilities becomes a strategic choice for companies (Friedman, 2019) 


II. 1. 3. b.  Sport as a cultural norm in France   


Governmental  studies  have  shown  that  sport  teaches  people  several  values  as  equity,  team 
 spirit, equality, discipline, inclusion, tenacity and respect. Thus, it helps people to develop the 
 soft skills needed to become a responsible citizen (Unesco.org, 2019). According to Business 
 France (2017) who quoted the French government Sports Economy Observatory, 46% of 15 
 to 29 years old say they enjoy regular physical activity. Sport is more and more integrated in 
 people’s life.   
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(25)Firstly, the government is trying to encourage people to practice sport as often as possible to 
 prevent people from obesity and chronical diseases (diabetes, heart disease, mood disorders as 
 bipolarity and depression, Parkinson disease). Sport is more used in the medical sector than 
 before and new measures are implemented to cure people without having to take medicine. 


The  “Medical  Prescription  of  Sport”  (“Sport-santé  sur  Ordonnance”)  enables  doctors  to 
 prescribe  sport  to  the  patients  suffering  from  chronical  diseases  (Connexionfrance.com, 
 2012). It has been tried out in 2012 and began to be effective in the whole territory in 2017. 


Françoise  Gatel  and  François  Cormier-Bouligeon  published  an  official  report  (2019)  that 
 stated that 1500 persons were using this dispositive which is still weak considering that about 
 twenty  million  people  suffer  of  chronical  diseases  in  France  but  quite  encouraging  for  the 
 future.  


Furthermore, well-being at work is a main issue in France and many companies try to develop 
 sport programs in the workplace as it meets important economic, health and social issues. On 
 the  one  hand,  it  is  used  as  a  management tool  to  develop  employees’  skills.  It  is  beneficial 
 from a group perspective as it can strengthen team spirit and exchange between employees, 
 but it is also positive from an individual point of view since it can help employees develop 
 their  sense  of  responsibility.  Thus,  it  encourages  the  professional  development  of  each 
 employee. On the other hand, other benefits can be observed for both the employee and the 
 employer. The study revealed that regular workplace sport can reduce absenteeism, improve 
 employee commitment, quality of work and enthusiasm. Employees feel better at work and 
 employers  notice  financial  benefits  as  they  reduce  health  costs  and  improve  their  return  on 
 investment. (French Sports and National Olympic Committee, 2013).  


France  is  seen  as  a  nation  of  sportspeople  (French  Ministry  for  Sport,  2017)  Hence, 
 companies try to associate themselves with sport in order to connect with people. Gary Tribou 
 (2011) identified five fundamental values that interest sponsors in sport:   


-  The  value  of  fair  competition  meaning  that  every  competition  is  supposed  to  be 
 fundamentally even-handed and without any privileges.  


- The value of sportive brotherhood developed during a collective effort 
 - The value of amateurism associated with altruistic efforts 


- The value of performance synonymous of surpassing yourself and the competitors 
- The value of adventure and risk 



(26)Banks  and  insurance  companies  are  the  more  dynamic  in  sport  sponsoring  with  about  70 
 million euros of investment each year. As sport is tightly connected to risks and accidents, it 
 is quite legitimate for those types of companies to focus on the sport industry (Foulon, 2013).  


In  the  end,  sport  is  a  cultural  phenomenon  in France,  but  it  is  also  strategic  for  companies 
 since  it  is  a  trending  market  that  keeps  evolving.  Companies  might  see  in  sport  a  secured 
 investment.  


II. 1. 3. c.  A trending market and upcoming opportunities  


The sport market in France has been quite resistant to the economic crisis. In ten years, it has 
 experienced  an  uninterrupted  growth  (Business  France,  2017).  The  selling  of  sport  sport-
 related goods and services (equipment, material, accessories and services) has been estimated 
 to €11.3 billion in 2017, that is a growth of 2,9% compared to 2016. France is positioned as 
 the second biggest market in Europe.  


Sport  is  lucrative  business  in  France  as  the  French  Ministry  for  Sport  announced  that  “the 
 total annual spending on sport nationwide is in excess of €38.1 billion, or around 2% of GDP 
 for  2017”  (2017).  Another  source  of  revenue  is  the  sports  rights  market.  In  2016,  it  was 
 estimated  to  be  worth €1.45  billion  (Sporsora,  2018).  This  business  is  quite  seasonal  and 
 depends on the events programmed.  Indeed, the summer Olympic Games, the Football World 
 Cup and the European Football Cup generates a lot of revenues. The worldwide sports events 
 market including ticketing, media and marketing revenues for major sport has been estimated 
 at €45  billion  in  2009  (Collignon  et  al.,  2011). During  the  Rio  Olympic  Games,  about  150 
 athletes  were  sponsored  by  some  sixty  French  companies  (Business  France,  2017),  this 
 represents a huge opportunity for companies as sponsoring properties can generate publicity 
 and visibility.  


The  interest  of  insurance  companies  for  sport  events  has  been  recently  confirmed  with  the 
new sponsorship agreement concluded between the International Olympic Committee (IOC) 
and Allianz. The latter became a Worldwide Olympic Partner and declared in its press release, 
that  both  partners  wanted  to  “use  the  power  of  sport  to  connect  with  new  audiences”  and 
engage  with  the  next  generations  (Allianz.com,  2018).  Another insurance  company,  MAIF, 
became an official partner of the Paris 2024 Olympic Games. According to a study conducted 



(27)by  Emmanuel  Frattali  for  the  magazine  Sponsoring.fr  (2019),  60%  of  the  people  that 
 participated to the survey think that the Olympic Games will have a positive impact on the 
 companies  that  partnered  the  event.,  hence,  it  is  important  for  companies  to  associate 
 themselves with big events.  


Sport  events  has  become  an  unavoidable  sector  for  the  insurance  sector  as  it  generates 
 visibility,  revenues  and  promote  fundamental  values.  Hence,  sponsorship  has  been 
 implemented  in  many  companies  as  a  new  form  of  communication.  Of  course,  there  are 
 different scales of sponsorship and different way to integrate it in a firm’s strategy depending 
 on different factors that we will discuss in the following section.  


II. 2.  An integrated marketing strategy  


Companies  try  to  exploit  new  communication  and  technological  tools  in  order  to  stand  out 
 from their competitors. The executive director of Sponsorship Research international, Adrian 
 Hitchen,  pointed  out  that  firms  are  increasingly  looking  for  more  integrated  ways  to  fit 
 sponsorship  into  their  overall  marketing  strategy  (Amis,  1999)  as  it  is  regarded  as  an 
 important  marketing  tool  by  most  marketing  executives  (Shimp  and  Andrews,  2013).  What 
 does  companies  consider  when  establishing  their  marketing  strategy?  How  does  companies 
 use  sponsorship  and  why?  How  to  integrate  sponsorship  in  the  company’s  strategy?  In  this 
 part,  we  will  explore  the  different  promotional  tools  used  by  marketers  and  disclose  the 
 different existing theories that explain how to integrate sponsorship into an overall strategy.  


II. 2. 1.  The combination of promotional tools within the strategy 
Promotion is one of the “Four Ps” of the marketing mix and has a crucial role in determining 
profitability  and  market  success  (Rowley,  1998).  Defined  as  “the  aspect  of  marketing  that 
involves  delivery  of  company,  brand  or  product  messages  to  target  customers”  it  includes 
different traditional tools but also digital ones that contribute different way to reach customers 
and  achieve  communication  objectives  (Kokemuller,  2019).  Since,  the  marketing  strategy 
defines target markets and direction within the overall corporate strategy (Jackson, 2013), the 
combination  of  promotional  tools  is  key  to  promote  the  brand  and  products.  Advertising, 
Public  Relations,  sponsorship,  direct  marketing,  sales  promotions,  exhibitions  and  trade 



(28)shows,  relationship  marketing  can  be  used  to  complement  each  other  and  strengthen  the 
 overall impact of a campaign (Pickton and Broderick, 2005). 


II. 2. 1 a.  The promotional mix and its evolution 


Historically, traditional  mass-media  advertising  has  always  been  used  and  is  one  prominent 
 tool  for  marketing  (Kokemuller,  2019).  Advertising  refers  to  “paid  non-personal 
 communication  from  an  identified  sponsor  using  mass  media  to  persuade  or  influence  an 
 audience”  (Wells  et  al.,  1992).  This  includes  television,  radio,  cinema,  press,  posters  and 
 direct mail. However, this way to promote brands and product has become quite costly and 
 sometimes  ineffective.  The  development  of  new  technologies  has  resulted  in  the 
 fragmentation of media and markets, and the empowerment of consumers (Rust and Oliver, 
 1994).  Therefore,  new  communication  channels  have  risen  to  create  awareness  and  convey 
 brand associations (Joachimsthaler and Aaker, 1997).  


Kokemuller  listed  the  different  alternative  tools  used  in  the  promotional  strategy  of  a 
 company  (2019).  The  Internet  and  mobile  technology  have  transformed  the  way  companies 
 communicate and enabled the use of digital and interactive promotional tools. Thanks to this 
 evolution, marketers can reach consumers directly through email marketing, social media and 
 mobile applications. The use of online marketing is also very useful for companies, since it 
 enables  them  to  track  users  and  identify  their  habits  and  desires,  thus  it  becomes  easier  to 
 target  their  promotional  activities  and  adapt  the content  according  to  their  audience.  Public 
 relations are also very useful to promote brands as it enables companies to be visible through 
 media  exposure.  Salesperson  and  influencers  are  the  more  direct  promotional  tools.  The 
 former  engages  customers  using  assertive  selling  techniques  and  the  latter  are  prominent 
 people who favor the products of the companies.  


The  promotions  mix  has  evolved  as  the  marketing  mix  and  can  today  be  seen  as  the 


“partnermix”.  T.  Bettina  Cornwell  (2014)  defined  as  “the  selecting  and  combining  of 
relationships  across  the  network  of  entities  in  an  organization’s  environment  to  forward 
strategic  goals”.  This  new  way  of  thinking  relies  on  a  partner-based  point  of  view  that 
consider  the  contextual  realities  and  the  inter-organizational  relationship.  Naturally,  this 
vision  can  be  applied  to  sponsorship  since  when  dealing  a  sponsorship  contract  companies 
need to consider the existing relationship of the individual athletes with their own sponsors. 



(29)Thus, companies need to implement a selective strategy based on their objectives and goals to 
 focus on the best deals possible.  


II. 2. 1 b.  A unified and consistent mix  


Sponsorships  can  be  considered  as  a  marketing  communications  medium  since  it  is  closely 
 linked to other marketing activities that are used to influence customers and strategic partners 
 (Pickton and Broderick, 2005). Companies see it as a new form of communication that can be 
 used  to  promote  or  sell  products  but  also  as  a  strategic  means  that  can  enhance  corporate 
 reputation  (Jackson,  2013).  However,  sponsorship  alone  might  not  be  that  effective  and  it 
 needs  to  be  part  of  a  whole  strategy.  As  the  vice  president  of  Nielsen  Sport,  Nigel  Geach, 
 stated in 1998, successful sponsorship requires a “total marketing package”.  


Cornwell proposed a sponsorship development model (1995) that encompasses the different 
 dimensions that needs to be considered when assessing the potential of a deal. First, the future 
 sponsor needs to analyze the situation by assessing the market, the competition but also the 
 characteristics  of  the  specific  sponsorship.  Then,  it  needs  to  define  its  corporate  but  also 
 marketing objectives in order to determine the target market (see part II. 2. 2). As sponsorship 
 plays a dominant role in the marketing mix decisions it is crucial to look at the effects on the 
 product,  price,  place  and  promotion.  Indeed,  it  might  influence  the  decisions  of  product 
 offering as licensed products have become an integral part of sponsorship-linked marketing, 
 but  also  the  decisions  regarding  product  and  service  distribution,  especially  the  location, 
 timing and magnitude of product demand.  


Sponsorship investments begin with a promotion mix decision as managers need to determine 
how to use sponsorship and to divide the budget between sponsorship, advertising, personal 
selling, sales promotion and publicity (Cornwell, 1995). This is why promotional tools need 
to be integrated into a unified whole and work in synergy in order to create opportunities that 
will  improve  the  effectiveness  of  the  total  marketing  communications  effort  and  to  have  a 
greater  impact  on  consumer.  Thus,  companies  try  to  implement  Integrated  Marketing 
Communication  (IMC)  defined  as  “the  process  of  integrating  all  the  elements  of  the 
promotional  mix”  (Pickton  and  Broderick,  2005).  Figure  8  shows  that  there  are  several 
elements  to  consider  when  establishing  a  marketing  and  communication  strategy  and  it  is 
important to notice that some elements of the promotional mix can be used in different ways. 



(30)For example, sponsorship can be used for public relations but sometimes it can also be related 
 to advertising. Those elements are complementary and articulated in order for the company to 
 have  a  consistent  mix  that  answer  to  its  objectives.  A  successful  integrated  marketing 
 communication mix enables companies to achieve different benefits such as creative integrity, 
 operational  efficiency,  consistent  messages,  cost  savings,  unbiased  marketing 
 recommendations,  high-caliber  consistent  service,  better  use  of  media,  easier  working 
 relations, greater marketing precision and greater agency accountability (Linton and Morley, 
 1995).  


Source: Pickton, D. and Broderick, A. (2005). Integrated marketing communications. 
 Figure 8: The Integrated Marketing Communications (IMC) Mix Model 


Unifying  the  whole  strategy  behind  a  sponsorship  investment  is  crucial  and  marketing 
 decisions need to be consistent with corporate objectives. But sponsorships cannot work on 
 their own and it is essential to leverage and activate in order for them to succeed. The next 
 part will cover why and how to do it.  


II. 2. 1 c.  Leveraging a sponsorship deal 


Sponsorship  leveraging  is  “the  use  of  collateral  and  sponsorship-linked  marketing 
communications  and  activities  –  advertising,  promotion,  public  relations,  social  media, 



(31)sampling,  direct  marketing,  internal  marketing,  hospitality,  online  and  business-to-business 
 communications  –  to  develop  the  marketing  potential  of  the  association  between  a  sponsee 
 and  sponsor”  (Cornwell,  2014).  In  other  words,  leveraging  is  related  to  the  marketing 
 communications  collateral  to  the  sponsorship  investment.  It  can  be  distinguished  from 
 activation  that  encompasses  communications  that  promote  the  audience’s  engagement  with 
 the  sponsor  (Weeks  et  al.  2008).  Most  companies  leverage  sponsorships  with  additional 
 expenses  for  three  main  reasons.  Firstly,  leveraging  sponsorship  enables  companies  to  tell 
 their  own  brand  story  thanks  to  the  assistance  of  their  partners  who  seek  to  maintain  long-
 term  relationships.  Secondly,  sponsors  who  actively  leverage  their  role  with  meaningful 
 marketing  will  maximize  their  investment.  This  requires  additional  material  and  financial 
 resources, but it will diminish the risk of being ambushed. Consequently, leveraging can be 
 used  to  protect  the  brand  from  competitors  (Farrelly  et  al.  2006).  Finally,  it  offers  the 
 company  opportunities  to  be  visible  and  to  communicate  messages  as  sponsorship  deals 
 present opportunities to expose the logo and display various signage.  


Cornwell identified different types of spending linked to sponsorship that could be considered 
 as leveraging such as social media, technology and hospitality.  


Social  media  defined  as  “a  group  of  Internet-based  applications  that  allow  the  creation  and 
 exchange of users’ generated content” (Kaplan and Haenlein, 2010) are part of people’s daily 
 life and rise up new challenges. According to a study led by Statista (2018a), more and more 
 people  use  social  media  in  France  as  fifty-six  percent  of  respondents  reported  using  social 
 media during 2016 against thirty-six percent in 2010. Furthermore, the phenomenon is even 
 more  important  among  younger  people.  Indeed,  ninety-four  percent  of  respondents  aged 
 between  18-  and  24-year-old  and  eighty-two  percent  of  people  aged  between  25-  and  39-
 years-old declared to use social media. This innovative hybrid element of the promotion mix 
 changed  the  way  companies  address  their  audience.  As  a  traditional  tool,  it  firms  to 
 communicate with customers but as a nontraditional tool, customers are able to talk directly to 
 one  another  (Mangold  and  Faulds,  2009).  Considering  those  elements,  companies  have 
 focused  their  efforts  on  the  development  of  social  media  in  order  to  promote  their  brand, 
 events,  products  and  to  leverage  their  sponsorship  deals.  This  can  be  achieved  through 
 different  forms  of  social  media  as  paid  media,  owned  media  being  the  organization’s-
 controlled media network and earned media being unpaid and not controlled (Cornwell 2014). 


The  latter,  which  encompasses  word-of-mouth,  is  the  most  interesting  for  sponsors  as  it  is 



(32)powerful, viral and costless. However, the social amplification that results from social media 
 can  be  risky  and  needs  to  be  controlled  carefully  to  avoid  scandals.  Technology-based 
 leveraging is more and more developed, which is in line with the digital trends. Accordingly, 
 mobile  applications  are  developed  for  big  events  and  it  enables  companies  to  interact 
 instantaneously  with  the  participants.  Last  but  not  least,  hospitality  is  an  important  way  to 
 leverage  a  sponsorship.  The  hosting  of  business  guest  enables  companies  to  build  business 
 activities and/or relationships with a selection of attendees. It will help people to remember 
 the name of the brand and it can enhance their experience. Therefore, entertaining clients and 
 stakeholder needs to be part of the marketing strategy of the company when implementing a 
 sponsorship deal.  


The leverage ratio is “the amount spent on leveraging relative to the amount spent to engage 
 in the sponsorship” (Cornwell, 2014). The ideal goal is the 1:1 ratio in order for a sponsorship 
 to be exploited at its full potential, meaning that for every dollar spent in a sponsorship deal, 
 the same amount should be spent on leveraging. In reality, the leverage ratios depend on the 
 amount  of  the  contract,  the  means  of  communication  considered  as  leveraging,  the  brand 
 equities of the sponsor and the sponsee, the duration of the relationship and the objectives of 
 the sponsorship.   


However, the combination of promotional tools depends on the objectives of the company and 
 on the audience which is addressed. In order to reach potential customers, sponsors need to 
 adapt their strategy to their target.  


II. 2. 2.  Audience and strategy  


As  Steve  Sleight  (1989)  pointed  out,  sponsorship  is  really  efficient  because  it  allows  a 
particular  audience  to  be  targeted  with  a  specific  message.  Therefore,  it  can  be  used  to 
influence  strategic  partners,  employees,  government  representatives  but  also  customers 
(Pickton and Broderick, 2005). In this part we will explore the different audience at which a 
sponsorship can be targeted, how to reach them then, we will focus on the millennials.  
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