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INTRODUCTION SRH

BACKGROUND

Enhancement of sports sponsorship is one of the major strategic functions of Hong Kong Sports
Development Board (SDB)." In 1993, SDB had conducted a sports sponsorship survey among 400
private companies. A foliow-up survey was done on those respondents with sports sponsorship
experience in 1994. This project is another extension survey which aims at understanding the
reasons for the non-participation or no interest of companies from sports sponsorship.

OBJECTIVES

1. To pursue a follow-up survey subsequent to the Phase I Sports Sponsorship Survey.

2. To understand the reasons for refraining from sponsorship/sports sponsorship.

3. To find out thetr usual promotion channels and the reasons for using them.

4, To determine the motivation for future sports sponsorship.

5 To establish relationships and build up a broader contact network with commercial firms

which have no sports sponsorship experience.

Sports Sponsorships Survey Phase 3 | Page 1
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METHOD_OLOGY SRH

TARGET RESPONDENT & SAMPLE SIZE

50 companies which claimed that they were not sports sponsors and not interested in sponsoring

sports 1n the phase 1 of the Sport Sponsorship Survey conducted in 1993 were invited for
interviews. |

SAMPLING METHOD

Contact information of potential respondents were provided by Hong Kong Sports Development
Board. Potential respondents were prioritized and those with higher priority were approached first
and then the ones with lower priority.

DATA COLLECTION

In-depth face-to-face interviews were conducted with focus on qualitative information

From 18 January to 9 February, 1996, 50 interviews were successfully completed with the target
respondents (17 from the top-priority while the other 33 from the second-priority list).
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RECOMMENDATIONS , SRH

r

Sports Sponsorship Is Not A Commonly Used But Effective Marketing
Communication Channel

Although sponsorship is considered an effective means to reach a wide range of audience, it is not
considered an appropriate channel to target customers/market segments with well-defined
characteristics. As a result, sports sponsorship is a minor marketing communication channel for
companies with well-defined customer segments. Rather, it will be regarded as more useful for
companies which aim to reach the whole market and for building corporate image among the
general public.

However it should be emphasized that the effectiveness of sports sponsorship in achieving the
planned objectives is high. More than 50% of sports sponsors claimed that it is very or quite

ettective in achieving marketing objectives.

As claimed by respondents, sports sponsorship is very effective or quite effective to

Incidence rate No. of
(%) companies

e enhance corporate imége 71 \)
e 1ncrease brand awareness 29 2
e enhance customer/staff relations 29 2
e gain advertising and ‘media coverage 29 2
e create opportunitics for  product

sampling and demonstration 14 1

Not any marketing objective (e.g. sales generation) could be effectively achieved through sports
sponsorship. Potential sponsors should be educated on the strength of sports sponsorships in
attaining marketing goals. The strengths are :

1. image enhancement,
2. 1ncrease awareness of company, and
3. product promotion.

Barriers To Sponsor:Sports

Regardless of the business nature of the potential sponsor, it is absolutely convincing to sponsor
sports events or activities to enhance corporate image, increase brand awareness, enhance
customer/staft relations and gain advertising and media coverage. To increase the usage of sports
sponsorships as marketing communication channel, it would be useful for potential sponsors to
have more information on how their marketing/business objectives could be achieved by

sponsoring sports. The above mentioned strengths of sports sponsorship should be promoted and
publicized.

Sports Sponsorships Survey Phase 3 Page 3



RECOMMENDATIONS SRH

Role of SDB

=

Based on the survey findings, a few recommendations would be made for the consideration of
Sports Development Board (SDB). One of the main roles of Sports Development Board was to
source sponsorship for various national sports associations (NSA’s). There were two issues which
aftect whether those potential sponsors will start sports sponsorship, continue to sponsor sports in
the future and keep long-term relationship with NSA’s.

1. acceptance of the invitation of the sports sponsorship
2. satisfaction of the sports sponsorship in achieving their marketing goals

To tackle these 1ssues, efforts should be put in the following areas:

L. Matching right potential sponsors with events/activities

Relevancy of event/activity and the business nature of the potential sponsors was a critical
determining factor besides cost. Right matching is crucial, otherwise resources used in
approaching . those potential sponsors will be wasted. In the process of matching,
consideration should be given to the sponsors’ budgets, as well as the target audience that
the sponsors want to target.

I1. Packaging the events/activities to be sponsored

From the perspective of potential sponsors, every invitation of sports sponsorship means
extra work load to them since resources have to be allocated to process the invitation. To
facilitate the evaluation process, clear and precise information about the sports events, e.g.
nature and objective of event/activity, timing of the event/activity, profile of
participants/spectators/audience, should be prepared for their quick reference. The strength
of sports sponsorship over other marketing communication channels should be clearly
addressed. Personal presentation is recommended to enable potential sponsors to raise any
1ssues they are concerned with.

III.  Educating potential sponsors on the strength of sports sponsorship

The satisfaction level with sports sponsorship as a marketing communication tool is
relatively low compared to other forms of sponsorships or marketing communication
channels. It might be due to the mismatch of sponsors’ marketing objectives and the types
of marketing communication tools chosen. Hence consumer educations in the types of
marketing objectives that sport sponsorship can achieve should be conducted.

U Sports Sponsorships Survey Phase 3 Page 4




RECOMMENDATIONS SRH

Near-term Actions

Matching potential sponsors with sports

events
o [dentify the target companies which may be potential
SpONSOrs

2

e Identify the objectives the potential sponsors want to
achieve through sponsorships

2

. Matching sports events to sponsors’ objectives and
budget

.

Promoting sports events to potential sponsors

e Prepare concise and attractive promotion materials on
-2vents to be presented to potential sponsors

v

Follow-up action

e C(Constant follow-up with potential and current
sponsors on changing marketing objectives

Long-term Actions °

Consumer education on the benefits
ﬁ of sponsorships over other marketing

communication channels

4

Constant tracking on the changing perception
of the public and the sponsors towards
event sponsorships

D
L
u
n
U
U_.
L
[
[
[
U
L
i
i
U

Sports Sponsorships Survey Phase 3 Page 5




.

U

KEY FINDINGS

1. INCIDENCE OF CHANGED BUSINESS NATURE IN THE

LAST THREE YEARS

No change of business nature was reported in the fifty interviewed companies.

2. MARKET POTENTIAL OF SPORTS SPONSORSHIP

SRH

2.1 Incidence of marketing budget allocated to sports sponsorship from

1993 to 1995

Although those companies reported in the phase 1 of the survey that they were not sport
sponsors and not interested in sports sponsorship, some of them did allocate marketing
budget to sport sponsorship between 1993 and 1995.

e Overall speaking, 10% of respondents claimed that marketing budget of their companies
had been allocated to sponsor sports activities.
e From the findings, 1t indicated that as the company size increases, the incidence rate of
sports sponsorshij increases t0o.

Relationship between the company size and the incidence rate of sports sponsorship

Company size Incidence rate of sports No. of

(no. of employee) sponsorships (%) companies | Base

<= 100 0 0 24

101-500 6 1 18

501-1000 33 1 3

1000+ 60 3 5
Sports Sponsorships Survey Phase 3 Page 6



KEY FINDINGS SRH

Incidence rate of marketing budget allocated to
sports sponsorships

nar -

| _. 60
3
U . 0 6 |
<=100 101-500 501-1000 1000+
(Base=24) (Base=18) (Base=3) (Base=5)
Company Size (no. of employee)
I
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Reasons for not allocating marketing budget to sports sponsorship

45 companies, out the total of 50, did not allocate any marketing budget to sports
sponsorship mainly due to the following reasons.

e Budget allocation was the critical factor. 31% of those companies have not allocated
marketing budget for sports sponsorship claimed that no marketing budget for sports
sponsorship was planned.

 Among these 45 companies, 31% of respondents claimed that no marketing budget was
planned for sports sponsorship because their target market could not be reached through
sports sponsorship.

e Among those 45 companies, 24% of them claimed that they had not received any
mvitation of sports sponsorship between 1993 and 1995.

2.3 Frequency of sports sponsorship

From 1993 to 1995, 5 companies (i.e. 10% of all respondents) has sponsored sports
activities. Among these 5 sports sponsors, the number of events sponsored varied a lot. One
of them sponsored 30 events in the past three years(1993-95). On average, the 5 companies
sponsored 9.6 events in the past three years.

m
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U 2.4 Sports events sponsored
From the findings, it was indicated that tennis was the most common sport event being
u sponsored. Two of those five sport sponsors allocated marketing budget to support tennis.
_ The tfollowing table summarized the sports events sponsored by those 5 companies in the
past three years.
U No. of events company sponsored
- 1995 1994 1993
Tennis 2 2 2
E Table Tennis 2 :. 1
i Squash 1 ] 1
ﬂ Ice Hockey 1 ] 0
Football I 1
Basketball I 1
Rugby | 1 1
3 Water Skiing | 1 1 ]
U Fishing 1 1 ]
Base: All those 5 companies allocated marketing budget to sports sponsorship from
| 1993 to 1995
Within the sample, more and more companies sponsored sports from 1993 to 1995. Three of
them had sponsored the same events and activities from 1993 to 1995.
No. of companies sponsored sports
! 1995 S
1994 4
1993 3
E Base: All those 5 companies allocated marketing budget to sports sponsorship from
| 1993 to 1995
D Sports Sponsorships Survey Phase 3 Page 9
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Type of support provided for sports sponsorship

Cash was the most common support provided. All 5 of respondents which sponsored sports
events provided monetary support.

Company product was also the common support provided. 40% of sports sponsors provided
company products as sponsorship.

It was found that companies might provide both cash and other supports (e.g. company
products, services or equipment) at the same time,

Combination of supports % No. of companies
Cash only 60 3
Cash and company products and services 20 1
Cash and company products and equipment | 20 1 1

Base: All those 5 companies allocated marketing budget to sports sponsorship from
1993 to 1995

—
Sports Sponsorships Survey Phase 3 Page 10
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INVITATION FOR SPORTS SPONSORSHIPS

“w
[

Incidence of company being approached for sports sponsorship during
the past 12 months

Only 26% of all respondents had been approached for sports sponsorship during the past 12
months.

For those 13 companies which had been approached, on average, 4.8 invitations were
recelved for each company.

3.2 Type of sport events inviting sponsor

Tenms was the most frequent sport event which asked for sponsorship in the past 12
months. Among those companies which had been approached, 46% received the invitation
for sponsoring tezinis.

31% of respondents were approached for sponsoring golf and rally.

The following table summarized the incidence rate of invitation for sponsoring sports

events.
Incidence rate
of invitation for sponsorship, %
Tennis 46
Golf | 31
Rally | 31
| Table Tennis | 23
Rugby 23
Football 15
Volley Ball 15

Base: All those companies approached for sponsoring sports events during the
past 12 months (13)

Sports Sponsorships Survey Phase 3 Page 11
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Incidence rate of invitation for sponsorship

oy 46

31 31
23 23
15 15

Rally Table Rugby Football Volley |
Tennis Ball '

Tennis

3.3 Success rate of invitation

On average, 4.8 invitations were received by those 13 companies and the number of
invitation leading to sponsorship was 2.8.

Success rate of invitation = i—g x100%

=58.3%

Sports Sponsorships Survey Phase 3 Page 12



-

]

i

KEY FINDINGS

SRH

4 OBJECTIVES TO BE ACHIEVED THROUGH SPONSORING SPORT

From the survey findings, sports sponsorship was used to achieve several objectives at the

same time.

e The most common objective to be achieved through sports sponsorship was to enhance

corporate image (77%).

e 46% of respondents supposed to increase brand awareness by sponsoring sports.
* To generate sales was the least common objective (8%)

Objectives fo be achieved through sports sponsorship

Company Size
<=100 | 101-500 | 1000+

To enhance corporate image 77% 80 60 100
To increase brand awareness 46% 60 40 33
To enhance customer/staff relations [ 38% 20 1 20 100
To gain advertisiilg and media | 38% 40 | 40 33
coverage

To create opportunities for product 15% 20 20 0

sampling and demonstration

To generate sales 8% 20 0 0
None 8% | 20 0 | 0

Base: All those companies approached for sponsoring sports events during the

past 12 months (13)

Sports Sponsorships Survey Phase 3
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77

"

Objectives to be achieved through sports sponsorships

46

%%

a—

33

38

15

Sports Sponsorships Survey Phase 3

To enhance To increase To enhance To gain To create To None
corporate brand customer/  advertising opportunities generate
image - awareness  staff and media  for products  sales
relations sampling and
demonstration
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>  EFFECTIVENESS OF SPORTS SPONSORSHIP IN ACHIEVING
OBJECTIVES

Out of those 13 companies which were approached for sports sponsorships during the last
12 months, none of them rated sports sponsorship as “not so effective” or “very ineffective”.

54% rated that sports sponsorship was “very e

iy

ective” or “quite effective” in achieving the

planned objectives.

Effectiveness

No. of companies

Very effective

2

Quite effective

S0-50

Not so effective

Very ineffective

Refused

Base: All those companies approached for sponsoring sports events during the
past 12 months (13)

£

£

£

£
o/
'} I
s

3

4

i

Claimed effectiveness of sports sponsorship
in achieving objectives

----------------------------

38 38

Very
effective

Quite So-so Notso Yery Refused |
effective effective ineffective

N

8 of those 13 approached companies claimed that they will continue sponsoring sports
activities while the other 5 companies would temporarily not consider sponsoring sports

activities.

m
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Among those companies approached for sponsoring sports events during the past 12
months, they percetved that sports sponsorship is an very/quite effective means to achieve

the following market objectives:-

demonstration

% { No. of companies
Enhance corporate image 71 J
Increase brand aﬁareness 29 2
Enhance customer/staff relation 29 2
Gain advertising and media coverage 29 2
Create opportunities for product sampling and | 14 1

Base: All those companies approached for sponsoring sports events during the past 12
months and rated sports sponsorship is very/quite effective to achieve marketing goals

(7)

ee———— P ————————————————— = ————————————————————— e ———————————————————————————— R
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USAGE RATE OF MARKETING COMMUNICATION CHANNELS
IN 1995

&

Based on the survéy findings, it was found that multiple channels were used as marketing

communication channel. There were two major marketing communication channels used by
the respondents.

e About 66% of re‘Spondents used advertising for marketing communication. And among
those companies, more than half (56.2%) of the marketing budget was allocated to
advertising while the rest was allocated to the others.

s Public relations activity was another popular marketing communication channel. 56% of
respondents claimed that they used it. On average, for those who used public relations
activity, they allocated 50.4% of marketing budget to it.

Regarding sponsorship, it was not commonly used for marketing purpose. Moreover the
percentage of marketing budget allocated was comparatively low.

Usage rate and marketing budget allocation of different marketing communication channels

Usage rate, % Average budget allocation, %
Base: All Base: all those who used the
respondents (50) particular channel
Advertising i 66 56.2
Public Relations Activities 56 50.4
Promotional Activities 38 36.7
Sponsorship 36 27.5
Others 6 53.3
Sports Sponsorships Survey Phase 3 Page 17
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Among those 18 companies which used sponsorship to communicate with the market, they
sponsored different activities.

Charitable activity was the one most respondents (14 companies) sponsored while only 5 of
those 18 companies sponsored sport activities.

Usage rate and sponsorship budget allocation of different sponsorships

Average budget allocation, %
No. of company
sponsoring Base: all those who sponsored
the particular activity
Charitable activities 14 79.0
Academic activities 7 47.3
Sport S 54.3
Cultural activities 4 40.7
Others 1 50.0
Sports Sponsorships Survey Phase 3 Page 18
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7.

ADVANTAGES AND LIMITATIONS OF DIFFERENT MARKETING
COMMUNICATION CHANNELS

Respondents were asked to provide opinions on the advantages and limitations of different
marketing communication channels. From the table below, it indicated that different
marketing communication channels have different perceived advantages over others. But
still some channels have the same strength. Hence, for those companies which are currently
using these channels, substitution or switching could be considered. For example, if the
marketing objective is to enhance image of company, the perceived effectiveness of both
sponsoring cultural activities and sponsoring charitable activities were more or less the
same. Either sponsoring cultural or charitable activities is appropriate for achieve the goal.
By the same token, companies sponsoring cultural activities could switch to sponsoring
sports activities instead. The perceived effectiveness does not varied significantly.

Basically, awareness of company could be increased by the all four listed marketing
communication channels (i.e. advertising, promotional activity, public relation activity and
sponsorship) while better image could be resulted through sponsorships (including
sponsoring charitabi=, academic, cultural and sports activities).

Through sponsorships, 30% of respondents claimed that company image would be enhanced
while 24% claimed that awareness of company could be increased.

For those who had sponsorship experiences, they claimed advantages of sports sponsorship
were the same as general sponsorships.

Perceived advantages of particular marketing communication channel

Advertising | Promotional | Public Sponsor
activity relation | -ship
activity
Charitable | Academic | Cultural | Sports
activity activity activity activity
(50) (50) (50 {60 |08 | (18) (18) (50)
increase  awareness  of | 26% 20% 2(% 24% 22% 17% 14%
company
wider reach of customers - | 24%
generate more business 24%
more direct focus on target 28%
market/segments
image enhancement 20% 30% 37% 22% 33% 30%
support community 21%
train potential recruits 39%
promote products 14%

%
Sports Sponsorships Survey Phase 3
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SRH

The greatest limitation or disadvantage of the four main marketing communication channels

was cost.

Limited reach of customers was another major limitation of the four channels except

sponsorship.

The second most important disadvantage of sponsorships was the difficulty in measuring the

effectiveness.

Different sponsorship had different disadvantages:-

Perceived limitations of particular marketing communication channel

Advertising | Promotional | Public | Sﬁunsm-
activity relation | ship
activity
Charitable | Academic | Cultural | Sports
' activity activity activity activity

(30} (30) (50) (50) (18) (18) (18) (30)
costly 30% 24% 32% 26% 28% 17% 22%
unable to reach target | 14% 10% | 18%
market segment
difficult to measure result 10%
not able to ensure students | 11%
will join the industry
no or not much benefit to 11%
company
not relevant to company 11%
restricted by company 10%
policy/ business nature
Sports Sponsorships Survey Phase 3 Page 20
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DETERMINING FACTOR OF SPORTS SPONSORSHIP

Positive Factors Contributing to Sponsorships

Numerous determining factors were claimed by respondents. There were 6 factors with
incidence rate above 10%. They were listed in the following table.

34% of all respondents claimed that cost was their main concern in determining whether to
sponsor sports events. If it was not costly, they would consider to sponsor.

The second most important factor was the event/activity to be sponsored itself. 28% of
respondents mentioned that they will consider to sponsor if the sponsored event was related

to their business nature.

Factors Incidence rate (%) | No. of companies
Not costly 34 17
Related to business nature 28 14
Contribute to the society 10 S
Promote compaﬁy 1mage 10 d
Company policy, management agreement | 10 5
Relationship with organizing parties 10 5

Base: All respondents{30)

Negative Factors Discouraging Sponsorship

Also there were numerous factors reported by respondents, however their opinions were

quite different. So the incidence rate of most factors were very low. The two factors with
incidence rate of imore than 10% were shown below.

The budget of sponsorship and whether the event/activity is itself related to the business
nature were determining factors. If the invitation was turned down, it is mainly due to the
budget of the company and the relevancy of event/activity and the company.

Factors Incidence rate (%) No. of companies
Budget constraint 42 21
Event/activity was not related to business 32 16
nature |
Base: All respondents{50)
Sports Sponsorships Survey Phase 3 Page 21
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ASSESSMENT CRITERIA OF A MARKETING COMMUNICATION
CHANNEL

To assess the effectiveness of a marketing communication channel, 10 criteria were claimed
by respondents.

Most respondents(52%) claimed that increased sales volume/figure or customer base was
their assessment criteria.

General customer response to their marketing action was another major assessment criteria
(30%).

For those relatively less common assessment criteria, please refer to the following table in
which all those 10 criteria were listed.

Incidence
rate (%)
Increased sales volume or figure/customer base 52
Customer IeSpotse 30
U Improved awareness/recognition/image of company product 16
Increased number of customer enquiry 10
| Research ﬁﬁdings 8
Coverage of target market | 2
. Directness of communication with customer ) 2
Display products appropriately 2
Cost .' 2
Exposure to target 2

Base : All respondents (50)

E Sports Sponsorships Survey Phase 3 Page 22
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10. SATISFACTION LEVEL OF VARIOUS MARKETING

COMMUNICATION CHANNELS

Respondents were asked how much they were satisfied by the marketing communication
channels they used. The satisfaction level of different marketing communication were
ranked in descending order of satisfaction and listed below. The lower the score, the higher
the satisfaction is. Score 1 was very satisfied, score 7 was very dissatisfied and score 4 was

the mid-point between two extremes.

Base Mean score of
i safisfaction

Public relations activities 28 2.7
Advertising 33 2.9
Promotional activities 19 3.0
Sponsorship . 19 3.6

- academic¢ activities 7 2.5

- cultural sciivities 4 2.7

- charitable activities 14 2.9

- sports activities 5 3.5

* 1.0 = Very satisfied, 7.0 = Very dissatisfted

From the survey ﬁndings, the satisfaction levels of all marketing communication channels

were in the positive range (i.e. score 1 to 4) of the 7-point scale of

satisfaction level.

It was found that the satisfaction level of public relations activities(2.7) was highest while
that on sponsorship(3.6) was lowest among the four major marketing communication.

For different kinds of sponsorship, the satisfaction levels were di

ferent. The satisfaction in

sponsoring academic activities(2.5) was highest and that in sponsoring sports(3.5) was

lowest.

Sports Sponsorships Survey Phase 3
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PREFERENCES ON SPORTS ACTIVITIES AND SPORTS EVENTS

Among those 5 companies who were approached in the past 12 months and claimed they

would not continue to sponsor sports activities, all of them claimed that it would be a
temporary decision only.

All those 5 compﬁnics who had sponsored sport between 1993 and 1995 and those who
were approached 1n the past 12 months and decided not to sponsor sport events temporarily
were asked their preference on sports activities and sports events.

Most respondents were interested in sponsoring competition and tournaments(70%) and
teams(40%). 20% of respondents have no specific arca of interest in sports activities to

SpOnNSor.
Preference
rate (%)
Competitions & tournaments 70
Teams 40
Promotional activities 30
Individual athletes 10
Local training & _lﬂevelopment programs 10
No specific area of interest 20

Base : All those 5 companies had sponsored sports between 93 & 95 or those 5

who were approached in the past 12 months and decided not to continue
sponsoring sports events temporarily(10)

m
m
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Referring to sports events, 60% of respondents were interested in sponsoring tennis. the
preference rate on tennis was significantly high. 30% of respondents claimed that they did
not have any specific area of interest in sports events to sponsor.

Preference
rate (%)
Tennis 60
Football 20
Golf - 20
Badminton 10
Squash . . 10
Basketball . 10
[J Water-skiing 10
Fishing 10
No specific area of interest 30

Base : All those company had sponsored sports between 93 &
95 or temporarily will not continue sponsoring sports events (10)

Sports Sponsorships Survey Phase 3 Page 25
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12 SPORTS SPONSORSHIP ADVISORY SERVICE (SSAS)
12.1 Awareness of SSAS
Among all 50 respondents, the awareness level of the Sports Sponsorship Advisory Service
was low (26%) although 25 respondents had been interviewed in 1993,
12.2 Channel of Awareness
TV was the major channel from which respondents knew the SSAS. 31% of respondents
knew SSAS from TV.
Channel of awafeness %
TV 31
Newspaper - 23
Friends or relatives 23
Sport Development Board (SDB) staff 135
Other internal department 15
Booklet from SDB 8
National sport association 8
Base : All those who heard of SSAS (13)
12.3 Usage of SSAS
Among those who have heard of SSAS (13 respondents), only 4 companies (31% of those
who know SSAS) used the service. However it should be noticed that all 4 users of the
service claimed the service was helpful.
For those who have not used SSAS, it was mainly because they were not interested in
sponsoring sports. They have no need to consider issues about sponsoring sports as well as
using SSAS. Another reason was that they did not know well about the situation in Hong
Kong and the Sports Development Board.
Sports Sponsorships Survey Phase 3 Page 26
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12.4 Future expectation on SSAS and sports events/activities to be sponsored

Those 4 users of SSAS expected SDB to

1. help identifying suitable sports to sponsor
2. provide more marketing supports
3. be informed if any special campaign was available

And the events/activities to be sponsored should be mass appealing and affordable.

12.5 Further information

42% of respondents preferred to have further information of SSAS. The incidence rate of

preferring for further information was listed although analyses based on marketing budget
could not be made due to the small base.

Marketing budget Base Incidence rate of preferring No. of
SJurther information(%) companies

None 6 17 ]
’ 0.5M or below 13 31 | 4
0.51M - 1M | 5 4() 2
1.01M - 5M 10 70 7
| 25M or above ) 2 - 50 |
Refused/Don’t know 14 43 6

B Sports Sponsorships Survey Phase 3 Page 27
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SURVEY RESEARCH HONGKONG LTD EDIT CARD NO............ e .(101)
JOB NO. 50670......... (102-105)
TEL. NO. :2880-3388 (DAY TIME) CODE Q'NAIRE NO ........... (106-109)
2880-3393 (NIGHT TIME) INT. NO.................... (110-113)
CHECK ADD. FODE ............. (114-117)
50670 SP_ORTS SPONSORSHIP SURVEY
Name of Respondent : Tel No ;
Title of Respondent _
Name of Company :
Address : Address Code : _
Date of Interview : Interviewer No :
Time Started : Time Ended -
INTRODUCTION

Good morning/afternoon, I am

. an interviewer from Survey Research Hongkong Ltd.

First, I'd ike to thank you for agreeing to participate in this survey. As I indicated during our telephone
conversation a few day ago, SRH is conducting this survey on behalf of the Hong Kong Sports Development
Board. In 1993, you (your company) participated in a survey conducted by the University of Hong Kong on
behalf of the Hong Kong Sports Development Board. Today, we would like to have a more tn-depth

interview with you regarding sports sponsorship.

COMPANY INFORMATION

S1  As the information provided in 1993, the business nature of your company was...... (READ OUT)

() Manufacturing
D Please specify product
(D230

2 Whole sales

Please specify product
(22)(r234(nY

Retail
Please specify product
(25 )12
Banks & other financial
institutions
Insurance

P. 1

0

L-J{d::}(fﬂ\ﬂmﬂﬁ.

Real Estate

Business Services
Electricity, Gas & Water
Restaurants & Hotels
Transport & related services
Storage

Communication Services
Construction -

Others
Please specify

D3 )




o 2 0 0

T €T

52  Did the business nature of your company change in the last two years?

ISKIP TO Q1] No

[ASK THOSE WHO ASKED “YES” IN S2]

S3  What 1s the current business nature?

1{(732) [:I Manufactunng 6 Real Estate
Please specify product 7 Business Services
(3)(38(36) 8 Electricity, Gas & Water
2 Whole sales 9 [ 1  Restaurants & Hotels
|: Please specify product 0 Transport & related services
BO(BNG38) X Storage
3 D Retail [ (062) Communication Services
Please specify product 2 [ Construction
(D180 ( 1) 3 Others
4 | Banks & other financial Please specify
institutions - (Y ()

5 ‘ | Insurance
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MAIN QUESTIONNAIRE

Qla Have your company allocated any marketing budget to sports sponsorship from 1993 to 19957

[SKIPTO Q2]  YeS ..o 1 (g

[ASK-Q1b, THEN SKIP TO Q7] NO..coooei, TSR 2

Qlb Can you tell me the reason(s)? Any other? (MA)

(wYe Y
123103) ¢}

__usoxsn( )
(153)-(155 )

(154} ~455)

 a—

Q2 How many sports events did you sponsor between 1993 and 19957

times

(86) (/5])

Q3 What kind of sports events did your company sponsored in 19957 (Please record in detail) (MA)

P
(408
(X7

(/6% -1¢5)
(146-14T)

Q4 What kind of sports events did your company sponsor in 19947 (Please record in detail) (MA)

VK16
X2 ()
2203 0%
(174 ~175)
(/76-177)

Q5 What about 1n 19937 (Please record in detail) (MA)

/WA P(~)
(23042 ( )
@2)68()

(224 ~215)
(226-22])

w



Eb;l—.\-'—l-—J

Q6 What kind of support does your company usually provide for sports sponsorship?

Money.....cooooee O G029
Company produet.................. 02 1230)(23;
SeIVICE .o 03 (2320232
Others (Piease specify) (234)(235
(236)(23}
(238) (139

[ASK ALL]

Q7 Has your company ever been approached for sponsoring sports events during the past 12 months?

[SKIP TO Q14] No...ooooovorerenn, et 2

Q8 How many times has your company been approached during the past 12 months?

times

(241) (242) (343)

Q9 What kind of sport activities were they? (MA)

(A us) ()
YN )
2 ()
(250-251)

{ 252-263)

Q10 How many events did you sponsor through this kind of invitations?

times

(25%) (255) (s6)

QI1 In general, what are the objectives you want to achieve by sponsoring sport? (MA)

To enhance corporate image..01 (§))-258
To increase brand awareness . 02 (359240
To generate sales................... 03

. (26/~2¢2
To create opportunities for
product sampling &
demonstration ................. 04 (263-2¢
To enhance customer/staff
- relations ......co.occveiiiinnnne 05 (265~24€
To gain advertising & media
COVErage ...........cooveennnnn.. 06 (24 / —248
Other {please specify)
fo%?-—)?a)
(277372
(2)3 —27%)
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Q12a Generally speaking, in achieving your objectives, how effective do you think sports sponsoréhip 157

(SA)
Very effective........................ I &9
Quite effective...................... 2
SO=S0 cirerie e 3
——  Notsoeffective..................... 4

[ASK THOSE WHO ASK CODE “4” OR “5” IN QI2a]

Q12bWhy do you consider sports sponsorship 1s “Not so effective” or “Very ineffective” in achieving your

objectives?
—BNRa()
B21)22( ¢)
___23H()
(225-234)
(32)-3>8
Q13aWill your company continue sponsoring sports events? 773>8)
[SKTP TO Q14a]  YES oo, e
NO. e 2
[ASK THOSE WHO ANSWER CODE “2” IN Q13a]
Q13bls it a temporary decision?
(SKIP TO Ql4a] Temporary ......ccoooeeeiineieennnnnn, 1 (9
Permanent ............................ 2
Q13cWhy did you say that?
SHBY( )
BB X38( )
@5)23)( )
(43/-338)
(39 -340)



[ASK ALL] [SHOW CARD)]

Q14a Which marketing communication channels did your company use in 19957

Advertising
Promotional Activities (eg. product sampling, sales)
Public Relations Activities (eg. press conference, exhibition)

Sponsorship (eg. sports or charity sponsorship)

Others (Please specify)

Y S e, 1 ()312)

No. 2 (348- 24>
YES oot 1 @) 348)
NO. e 2 (%F-250)
YeS oo I @51)-35:)

NO e e 2 (253-35U)
Y €S ettt 1 )-356)
NO. oot 2 (X)-358)
YeS v, et 1 &H236)

NO 2 (361-342)

Q14bCan you tell me what percentage of the whole marketing budget 1s é.l]ocated to each of the marketing
communication channel you have just mentioned? (READ OUT ALL MARKETING

COMMUNICATION CHANNELS CODE “1” IN Ql4a)

Advertising Yo
(%3) Gt (D)
Promotional Activities | %
) XD )
Public Relations
Activities _ %
365y Gy BH)
Sponsorship %
Rh) QR BN
Others (Please specify) )
| | L
Q) 6K G
1 0 | 0 |%
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[ASK THOSE WHO ANSWERED CODE “1” OF ITEM “SPONSORSHIP” IN Q14a]

Q1i4cRegarding the marketing budget of sponsorship, what is the percentage allocated to ..... { HQ)

Charttable Activities %o
(Wws) Ww¥) (o)
Academic Activities %
(L)  (2) @3)
Cultural Activities § %
(@) (gl (L46)
Sporis Activities ] %
w)) (pf) @7
Others (Please specify)
%
W) (g3 (@)
i 0 0 %

[ASK ALL] [ROTATE Q15-Q19]

Q15 In your opinion, what are the advantages of “Advertising” as a marketing communication channel?

EIKBI(~)

238

B )

How about the disadvantages or imitations? Any others?

(6354t} (£41-44))

__(@YH)( )

UsyUi)( )

P.7

@ ()
(165 -GS )
(KT ¢ )
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[ASK ALL]

Q16 In your opinion, what are the advantages of “Promotional activities” as a marketing communication

channel? (WA )

(©3sH(—)
ZH (10,
@HEDH ()
(US§ - U6o) (U gl 0620

How about the disadvantages or limitations? Any others? (HH\

___4BuUne )
@) (4H( ~)
__upm()
(469~ /o)
(471 —4]2)

[ASK ALL)

Q17 In your opinion, what are the advantages of “Public Relations Activities” as a marketing communication
channel? |

GEHSH( )
___®o}Sn ()
E259(7)
(524 525D (524-527)

How about the disadvantages or limitations? Any others?

GEHEN( )
X BN( )
& }EB8)()
(534~ 535 (536537

ASK ALL]

Q18 In your opinion, what are the advantages of “Sponsorship™ as a marketing communication channel?

XS )
8)54)( )

G )6RN )
(54)(S45)
(§%6)(547)

How about the disadvantages or limitations? Any others”

EROGHN( )
S5o)EN( )

652)E3)( )
(554> (555)
(55€)(357 )

PN



. [ASK THOSE WHO ANSWERED “YES” IN ITEMS “OTHERS” IN Q14a

Q19

Q20

Q21

(INTERVIEWER, PLEASE SPECIFY : )]

.

In your optnion, what are the advantages of “(READ OUT THE ANSWER IN ITEM “OTHER” IN
Q14a) as a marketing communication channel? |

EHEH(-)

(56)SEN(~)

__&)Ea)( )

(64 -565) (566 -56])
How about the disadvantages or limitations? Any others?

_ 6N )

GG )
67)ER)()
(SR-525)(574-5TD)

[ASK THOSE WHO HAVE SPONSORSHIP BUDGET IN Q14a] [ROTATE Q20-Q23]

In your opinion, what are the advantages of “sponsoring charitable activities” as a marketing
communication channel?

€GN )
E0)EN(7)
GE3( )
(62%-635)(6-¢>7)

How about the disadvantages or imitations? Any others?

G8H6H()
E)E()
©2)E3)( )
(63%-635) (636-63])

[ASK THOSE WHO HAVE SPONSORSHIP BUDGET IN Q14a]

In your opinion, what are the advantages of “sponsoring academic activities” as a marketing
communication channel?

EReNH(-)
. Gho)(e( )
___6(R( )

(60% 645D (BkE 447 )

How about the disadvantages or limitations”? Any others?

@P)eN( )
&s0)(é81) ()
€52)E83)()
(654~ ¢55)
(£5€-¢57 )




T

[ASK THOSE WHO HAVE SPONSORSHIP BUDGET IN Q14a]

Q22 In your opinion, what are the advantages of “sponsoring cultural activities” as a marketing

communication channel?

GEHTH )
Copes( )
__&)e)( )

(664 -4,65) (666-66 [ D

How about the disadvantages or limitations? Any others?

__EHEN()
___6REN(-)
__(ERB) )
(¢ E)S)
[ASK ALL] (676)(671)

23 In vour opinion. what are the advantaces of “sponsoring sports activities” as a marketine
Y p , g P g sp g
communication channel?

@HINC )
(Bo@2D( )

__ @@y )
(720725)

How about the disadvantages or limitations? Any others? (726)(727)

@HEHC )
(B)(BN( )
(2)(3)( )
(735-73¢ )

[ASK ALL]
Q24 In general, what are the determining factors ot deciding whether to sponsor or not?

Factors for “to sponsor™:

E@EN( )
BN )
@2 )

(HeD(Pg) (7 4D(74¢ )

Factors for “not to sponsor”

(DN )
PNT5( )
@57 )

(75ICT5E) { 755)( 75¢)

Q25 Generally speaking, what are the criteria you use to assess the effectiveness of a marketing
communication channel?

BHH( )
(BN7éo)( )
¢ 9 )

(762 - 762
P10 (76 - 75




[SHOW CARD]

Q26 How satisfied are your company with the various marketing communication channels used?

Very B Very
satistied | unsatisfied
1 2 3 4 5 6 7
AdVertiSing ......ccoooeveeieeeeieneneen L (766) 2 3 4 5 6 7
Promotional Activities ............ | (767) 2 3 4 5 6 7
Public Relations Activities....... - ler¢8) | 2 3 4 5 6 7
Sponsorship ... I (7%9) 2 3 4 5 6 7
Charity Sponsorship ....ccco.c..... | (770) 2 3 4 5 6 7
Academic Sponsorship ........... L (77) 2 3 4 5 6 7
Cultural Sponsorship ............... 1 (772) 2 5 4 5 6 7
Sport Sponsorship .................. 1¢773) 2 3 4 5 6 7
Others (please specify) ............ eI 2 3 4 5 6 7
(715-776)

[Q27a, b, ASK THOSE WHO ANSWERED “YES™ IN Q1a OR ANSWERED “TEMPORARY”
IN Q13b] -

Q27a If possible, which of the following sports activities will your company prefer to sponsor most?

[READ OUT THE ANSWERS]
Competitions &

tournaments ...........oeeeen, 16
Individual athietes ................ 2
TAMS it 3

Local training & develop-
ment programmes, (e.g.
training course, award
scheme, efC.) ....ooeveerinnen, 4
Promotional activities (e.g.
sports festival,
fun day, etc.) ................... 5
Others (please specify)

(128-179)

[DON'T READ OUT]} No specific area of interest ... 1 @)

Q27b Which sports are your company interested in sponsoring?

llllllllllllllllllllllllllllllllllll

Squash ......ooooveeieiinis, 5
Basketball .............ccoeiiiiiinin 6

Others (please specify) |
(QI?— g;z,a)

No specific area of interest ... 1 @ (&>

Q0L
= 9
{0
-1
w 1o

Pl

C




o

 won B N wew,

)

[INTERVIEWERS PLEASE DISTRIBUTE THE SSAS BROCHURE IF THE RESPONDENT
DOES NOT HAVE A COPY OF IT]

Q28 Have you ever heard of “Sports Sponsorship Advisory Service™ of the Hong Kong Sports
Development Board?

JCONTINUE] Yes .cooccoviini.. s I @)

ISKIPTO Q34]  NO oo 2 ()

[ASK THOSE WHO ANSWERED “YES” IN Q28]

Q29 Through what channel did you hear about the Service?

@3B )
_ B )
_@nNEH( )

(57 -%30) (831 -£32)

Q30 Have you ever used the Service?
ISKIP TO Q32]  Yes oo, 1 (B -

ICONTINUE]  NO oo 2

Q31 Why haven’t you used the Service?

(@Bp@2)( )
G36)@N -)
GNEN(-)
(§eo-84/)
(842 -842)

[ASK THOSE WHO ANSWERED “YES” IN Q30]

Q32 Do you find the Service useful in helping you to understand or deciding future sports sponsorship?

Q33 What kind of assistance do you expect the Hong Kong Sports Development Board’s Sports
Sponsorship Advisory Service will provide for you in the future?

&) )
&neg( )
QD (ea( )

(51 -852)
(§53-85¢)

P12
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[ASK ALL}

Q34 Would you like to receive more information about this Service?

Lastly, I would like to ask a few questions about your company.

Q35 How many full-time employees are currently working in your company in Hong Kong?

A

(56 )

(8s/)

(858)

@sP)

Q36 For the year 1996, roughly what percentage of your company’s marketing budget will be allocated to:-

[READ OUT]

Advertising ... I (849 %
(%63 ) (§53) (86x)

Promotional Activities .......cc.oovvean... 2 %
e WD &P

Public Relations Activities................. 3 %
(#69) (8 /0) &7 )

Sponsorship ..........cccooeeiie, 4 | %
& G &)

Others (please specify) @00 i _ %
@) € @77

Total : 100% | 0 0 | %

P13
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[SHOW CARD]

Q36b Would you mind telling me your company’s marketing budget for 19967 Rough figure is oKay.

0.5 million or befow............... 1 @5
OS50l -1million ..................... 2
F.O1L -5 mithons .................. 3
501 -10mllions .................. 4
10.01 - 25 millions ................ 5
Above 25 millions ................. 6
Refused to answer ................ 7

Q37 Can you tell me which department in your company is responsible for sport sponsorship and who is the
person-in-charge?

Department : | (‘?@(?fﬂ( )
Staft name : ,_(F}O)(ﬁf)( )
Title : B)(B( )

Q38 Would you mind if we give your company information to the Hong Kong Sports Development Board
for following up your requirement?

* If you have a problem with this, we will keep your company information in strict confidence .

THANK YOU FOR YOUR COOPERATION

P14
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