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Abstract

This thesis deals with sponsoring. The subject is viewed mostly from the point of view of the sponsored party
but also from the point of view of the companies engagingin sponsoring activities. The focus is on sponsoring
in sports. The objective of this thesis was to learn about sponsoringas a concept and how to improve spon-
soring partnerships with division football teams in Finland.

Sponsoring is a marketing asset for sponsors and a way of acquiring resources for the sponsored operations.
It is a co-operative action that requires work and effort from both parties to be successful and effective.
Sponsoring is the biggest source of resources for football teams in Finland especially in division football.

As the sponsoringin division football is the lifeline of many teams it is important to build long lasting and ef-
fective partnerships that benefit both parties involved. Also, the resources in division football are limited so
the companies and teams must make better and more efficient partnerships that reach the companies target
audience and add value to both parties’ operations.

The empirical phase of this thesis involves a study conducted by a football team Mikkelin Palloilijat Ry. The
study was carried out by interviews of the sponsors of Mikkelin Palloilijat Ry. The interviews were conducted
via telephone before the 2020 football season. The objective of the interviews was to learn about the current
partnerships, the companies’ views of sponsoring and through that providing improvement suggestions for
the team.

Based on the information gathered from the interviews with the sponsors and the team representatives it can
be stated that the sponsoring operations could be improved vastly from the viewpoint of both sides of the
partnerships. Sponsors feel they do not possibly get most of the partnershipand it is not conductedin the
most effective way. Many partnerships are closer to charity than actual sponsoring. Improvements could be
made on both sides of the partnership.
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1 INTRODUCTION

This thesis deals with sponsoringin sports and focuses on sponsoringin sports. The goal is to study
sponsoring as a marketing tool and how to improve partnerships in order to make them more bene-
ficial. This study is conducted for Mikkelin Palloilijat Ry. Mikkelin Palloilijat is a football team that
competes in the second highest tier of Finnish football, Ykkénen.

Sports team activities are generally beneficial operations that aim to encourage children and adults
to engage in sports and exercise. Regular practice and competition are characteristics of sports.
Maintaining these operations come with various expenses and these are partially covered by the
state, kiosk sales and voluntary work. Running a football team requires money for many things,
players’ salaries, equipment, transportation for away games, organizing home games and most
teams in Finland do not own training venues and they pay rent for the city that owns them. Football
teams have many ways of acquiring funds and resources to make these things happen and most of

it comes from sponsors.

Sponsoringis a rather new way of executinga company’s marketingcommunication. Becauseit is
such a new concept many companies and sponsored organizationsdo not have the knowledge and
know-how to operate partnerships in the most effective way. Challenges revolve around the compa-
nies lack of effort towards sponsoring and the sponsored organizations lack of resources in terms of
man power and experience in these matters. Still, it is the most important way of acquiring re-
sources and funds to operate so it is worth to study and improve. Sponsorship deals can be seen in
sports events through advertisement seenin the events that a team organizes, such as adverts
placed besides the field in games and company logos printed in the kits the team plays in. Social

media channelsare also a big source to gain audience.

Sponsoring is studied via business literature and internet publications. Sponsoring was studied and
researched in practice by interviewing the sponsors of the Mikkelin Palloilijat football team. After un-
derstanding and learning about sponsoring and the effectivity of its development suggestions and
ideas are shared in the conclusion. The interviews were conducted through phone between February
and April. After understanding the concept and the pros and cons of sponsoring the aim was to im-
prove the sponsoring structure and the decision-making process of sponsoring to improve the part-
nerships of Mikkelin Palloilijat football team.
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2 SPONSORING

Sponsoring can be defined as a cooperation agreement between the sponsor and a separate organi-
zation that is based on tangible and intangible services that go both ways. It is a strategicand com-
mercial investment for both parties involved thatis planned and implemented together and sepa-
rately. Sponsoring works in a way that the company pays with money or other tangible assets for
the right to be associated with the sponsored target and gains visibility and positive image through
mental association with the sponsored targets operations. It is a transactional activity that creates
value for both. It creates measurable value for both organizations’operations. It differs from charity
actions because in sponsoring both gain somethingand in charity only the supported organization

gains financial or other resources. (Valanko 2009, 46.)

Sponsorship involves two main activities a business transaction between a sponsor and sponsored
where the latter receives a fee, and the former obtains theright to be associated with the activity

sponsored and the marketing of the association by the sponsor. (Cornwell & Maignan 1998, 11.)

Sponsoringis a part of marketing communication that aims to influence potential customers needs
and behavior indirectly. Sponsoringis a business partnership where a company offers financial or
other tangible assets for the sponsored organization in exchange for the right to be associated with
the sponsored organization and gain their good brand and raise awareness of the sponsor and
through thatimprove their business operations. (Juholin, 2009, 224-225.)

Sponsoringis an exchange between a company and the sponsored where company gives theirown
resources (usually money, but also other tangible assets) to an event and receives marketing or
other benefits through association with the event. (O'Hagan & Harvey 2000, 205)

MUTUAL BENEFITS AND
OPPORTUNITIES

FIGURE 1. Basic model of sponsoring (Alaja & Forssel 2004, 21.)

Sponsoring has many different definitions but most of them recognize the benefits the sponsoring
company receives are the association and the positive mental images the sponsored operation pro-
jects to the sponsoring company. There are many different sponsoring types hence the many differ-

ent definitions of the concept.
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As sponsoring has many different operating modes and are usually a combination of many different
modes to gain a working package that is molded for the specific partnershipin question. The most
common is that a sponsoring target has one or two principal partners and many “side partners”. The
principal partners are the most important for the sponsored party and should be regarded as such
with them getting more visibility and attention than the others. Principal partners also give the most
assets for the sponsored, usually money. Principal partners should be separated clearly with the
other partners, so the principal partners get the visibility and attention that they pay for. (Valanko,
2009, 49-50.)

History of sponsoring

Sponsoring has been around since the gladiators in the ancient Rome. Gladiators were sponsored by
the emperors in hopes to gain popularity among common folk. So, the roots of sponsoring are deep

in the history of marketing. Coca-Cola was an Olympic sponsor already in the 1928 Olympics. (Alaja,
Forssell 2004, 11.)

Modern sponsoring started in the USA in the 1960s and has since spread to everywherein the
world. It started when commercial programs were developed and endorsed by companies. The
Americans are the pioneers behind the development of sponsoringinto whatit is nowadays. Spon-
soring increased rapidly in between the 1970s and 1980s. Reasons for this rapid growth were be-
cause sponsoring was seen as this new innovative way of marketingand everyone wanted to be
part of it. Companies were afraid that if they do not hop on the trend they get squashed by the
competition. (Valanko 2009, 31-33.)

Sponsoring has been done in Finland since the 1960s in individual and team sports. In 2019 accord-
ing to sponsoring indicator over 60% of funds used in sports operations were gathered from spon-
sors. In total 162 million euros were used to sponsor sport activities whichis 4,5% more thanin
2018. Although, sponsoring has increased recently in Finland other Scandinavian countries such as
in Sweden and Norway sponsoring is used more effectively and more diversely. (Sponsor Insight 14-
2-2020.)

During this growth period the partnership deals had a strong resemblance to charity as many com-
panies did not receive any additional value from their support for events and organizations. Spon-
soring now is a very useful and effective way to market a company. Challenges for sponsoring now
are standing out because the constantinformation flow caused by the technological advancesand
social media. (Alaja, Forssell, 2004, 12.)

Sponsoring targets
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Sponsoring targets are usually divided in to three categories sports, culture, and others. In Finland
the sponsoring has seen growth in recent years. In 2018 companies in Finland used 248 million eu-
ros on sponsoring, with 155 million euros (62,5%) going to sports. In 2019 the results were similar
with total of 260 million euros (+4,8%) used in sponsoring and with 162 million euros (62%) of it
going to sports. When comparing the years 2018 and 2019 the trend can be seen that sponsoringin
sports has seen steady growth both years 4,0% (2018) and 4,5% (2019). (FIGURE 2) Sport is easily
the most popular sponsoring target in Finland and its popularity is based on long traditions and
know-how. The most interesting and the most popular team sports in Finland are Ice Hockey and
Football. (Sponsor Insight 17-3-2020.) Sponsoring on other fields than sports saw a decrease in
2018 butin 2019 both cultural and other sponsored targets saw a raise. Sports organizations are
also known as the most active on seeking sponsors and more likely to take the initiative when start-
ing a partnership discussion. (Alaja, Forssell 2004, 96.)

Euros used in sponsoring in Finland (Millions)
180
160
140
120
100
80
60
40
20

2018 2019

B Sports ® Culture = Other

FIGURE 2. Money used in sponsoringin Finland (Data from sponsoring Indicator Finland 2020)

2.3 Goals of sponsoring

Sponsoring as a bare concept is a marketing decision of a company to increase their recognizability
and get better brand image by paying a certain operation for the right to be associated with them.
This means that they get the good publicity that the sponsored organization has, and this improves
the sponsoring company’s brand image and reaches potential customers. As said sponsoring must
give both parties involved something as if that is not the case it is not seen as sponsoring rather
than charity. (Valanko, 2009, 40-47.)

2.4  Problems and obstacles in partnerships

Sponsoring partnerships face many obstacles to overcome in creating mutually beneficial partner-
ships. From the sponsoring company’s point of view the problems tend to revolve around not having
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enough knowledge in sponsoring and think they know more than they really do. Thisis because the
companies do not clearly know the strengths of their sponsored operations and do not know how to
use them efficiently. (Valanko, 2009, 94.) Also, many companies do not realize that when they ac-
quire a partnership, they are only getting the right to be called a sponsor and not a ready promo-
tional campaign. The sponsoringis only a part of a broader marketing plan which the partnership
must be suitable for. (Shank, 2002, 404-405.) Partnershipsare a two-way street where both get
something, and companies often mistake sponsoring with financial support or charity. Many spon-
soring activities are not planned thoroughly and neglected when planninga company’s promotional
strategy. If the decision to start sponsoring somethingis seen as a charitable action the partnership
tends to be very one-sided as the company does not seek to gain much from the sponsor. This
makes the sponsored party less likely to try to improve the partnership as they have got what they
wanted and needed which was the money or other resources to run their operations. This creates
dysfunctional partnerships and steer the whole deal further away from it being a sponsoring activity.
It is hard to improve a relationship that the other party does not understand or have that much in-
terestin.

2.5 Sponsoringin sports

Most of the sport organizations in Finland cannot operate without external funding, especially in the
lower divisions Most of the money needed to run the organizations comes from sponsors. Gaining
and keeping sponsors faces many challenges and obstacles with many teams having limited re-
sources to improve their partnerships. (Roivas, 2020.) Football is a team sport and there are over
140 000 registered players in Finland and approximately 500 000 Finns are associated with football
weekly. (Sponsor Insight 17-3-2020.)

Sports sponsorship targets have a few common characteristics. Usually, sports gain a lot of publicity
and through that it can offer wide range of visibility for the sponsors. Sports are very popular and
easily associated with healthy lifestyle and wellbeing so the common attitudes towards sports are
usually positive. (Alaja, Forssell 2004, 96.) Sponsoring in sports has many different targets to spon-
sor. A company can sponsor a certain athlete, a team, or an event. Companies use the association
through the sponsored entity in different ways. For example, the sporting apparel and equipment
manufacturer adidas sponsors sports in every mentioned way. They sponsor individual athletes such
as footballer Lionel Messi who is one of the most well-known athletesin the world. They pay millions
of euros for him to wear adidas gear in matches and use his face in their advertisements. (Nelson,
2017.) Adidas also sponsor teams such as Real Madrid who have a net worth of 4.26 billion $.
Adidas provides the team all their used apparel which includes kits and training gear. So adidas is
always associated with Real Madrid and adidas logos can be seen all over their training ground and
their stadium Santiago Bernabeu. (Khan, 2019.) Adidas also sponsors sports events such as the
FIFA World Cup which is the most followed sporting event over half of the global population
watched some kind of official broadcast of the last World Cup in 2018. (FIFA, 2018.) Adidas is a big
scale example of sports sponsorship programs. Many companies sponsor many different operations

in the field of sport. Adidas has a big brand and uses a lot of money on their marketingand a big
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part of that is sponsoring. Sponsoring works in the same way in every scenario only the effective-
ness and the level of financial input differs from each individual case. The more visibility you receive
the more you must pay for the sponsorship deal. Therefore, Adidas must pay millions of dollars for

the right to associated with top level athletes and competitions.

The Sports industry exists to satisfy the needs of three different types of consumers: spectators,
participants, and sponsors. (Shank, 2002, 11.) Without spectators the sport industry does not work
as they are what brings in money for the operations of all three of them. If a sports event does not
have any spectators, the participants cannot get paid and no sponsor wants to be associated with a
sports organization without any audience. When sponsoring sports, you must be aware of the na-
ture of the sport and what kind of audience you will reach through that specific sport. Sports fans
must be analyzed as potential customers and how their buying behavior is affected by the team’s
sponsors. When sponsor and a team work together in order to improve the experience for attending
a team organized event such as a game can the sponsor and the team obtain revenues and new
customers depending on the success of the event. A successful teamis an attractive product, and
the marketing possibilities can be affected by the team'’s success. For example, if a team is playing
badly are the fans more likely to stay at home and not attend the matches therefore the team loses
revenue from tickets and merchandise not sold and the sponsor loses audience for their advertise-
ment in the event. On the other hand, if a team is thriving and the games packed full the team
gains more revenue and the sponsor gets a positive image when they are associated with a success-
ful organization and the mental association works in the mind of the fan. Although the advertise-
ment in the events such as games are not the only way of being associated with a team it plays a

big part when creating mental images for the potential customer.
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CREATING WORKING PARTNERSHIPS

3.1

3.2

Sponsor selection

Sponsoring should not be confused with charity as charity is not a business partnership as it does
not aim for publicity and association even though it can have positive impacts for the company that
engages in charitable actions. Charity does not aim for publicity as it is meant to help the charity
target without expecting anything back. This is the main difference between sponsoring and charity.
Sponsoring requires the counter transaction for the financial or other assets received from the spon-
sor. (Valanko, 2009, 54.)

After understanding the concept of sponsoring companies must make tailored solutions that fit their
business field and customer base as sponsoringis a strategic decision that must add value for both
and must be regarded as such. So, when conducting a partnership must companies consider all as-
pects of the partnership. Is this partnership going to add value to my operations, do I want my busi-
ness or product to be associated with this kind of operations and do I reach my target audience

through this partnership?

The company must have a clear idea of what they want to achieve when sponsoring something. Ef-
fective sponsoring must follow a few principles, so it works in a best possible way and reaches the
desired target audience. The company and the sponsored organization must share similar values, so
the mental images and positive influences gained from the sponsored organizations operations work
the best. The company must also consider if the sponsored party has big enough audience and

brand that it gets the amount of exposure that it hopes to gain. (Valanko, 2009, 75-81.)

From the sponsored party’s point of view the aim is to acquire as many resources as possible in or-

der to be successful. The value of any sponsorship deal is subject to the following aspects:

- How much coverage does the sponsored party receive in the media (newspapers, TV, internet,
social media)?

- Who usually attend the events (matches)?

- What, in particular does the sponsor gain by associating with this event?

All these questions must be answered in order to find the right sponsors for this particular partner-

ship in question. (Bladen, Kennel, Abson, Wilde, 2018, 174-175.)

Planning and executing

Before pitching the idea of sponsoringto a company it is vital to have a clear sponsorship plan. The
way sponsoring works is different in every partnership deal as the marketing possibilities, audience
and used marketing channels are different in every organization. You cannot get the same kind of
exposure in sponsoring an art gallery and a football tournament. The way of accessing the positive

mental images offered by the sponsored organization must be tailored to the specific organization
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for the partnership to be beneficial and effective in order to get into the minds of possible custom-
ers. Also, partnership deals can be executedin a way creates direct sales for the sponsor, for exam-
ple if a football team were sponsored by a brewery, they could sell their products directly in their
games and other events. Such as KuPS does in their Veikkausliiga games. (KuPS, partners, 2020.)

3.3 Maintaining partnerships

Key to a long-lasting partnershipis to maintain the relationship between the sponsor and the spon-
sored. The biggest responsibility of this falls to the sponsored organization, as they have received
for example money and they need to hold their end of the agreement. Sponsors must be kept con-
tented and all business communication must be of good taste between the sponsor and the organi-
zation. Communication plays a crucial role in this part of the partnership as well because the easier
and effortless the communication between the parties is the easier it is to shareideas and give feed-
back either good or bad. (De Pelsmacker, Geuens, Van Den Bergh, 2018, 486.)

Evaluating of the successfulness of the partnership should be done often to see if the partnershipis
beneficial for parties. If the partnershipis lopsided and only other gets any kind of improvements
the whole partnership should be re-evaluated and improved to meet the previously assessed bene-
fits that made the partnership happen in the first place. Regularly evaluating the partnership saves
money for the sponsoring company as they can improve the partnership or cut it off if it is not giv-
ing the company the benefits of associating with the sponsored organization as it is supposed to.
(Bladen et al. 2018, 179.)
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4 CASE: MIKKELIN PALLOILIJAT

Following chapter will introduce Mikkelin Palloilijat(=MP) a football team that competes in Ykkénen
the second highest division in Finnish football. Their organization, operations, and marketing meth-
ods.

Mikkelin Palloilijat is a football team from Mikkeli Finland. The team was founded in 1929. At the
start the team participatedin bandy and ice hockey. Football was included in 1930. Nowadays foot-
ball is the only sport that Mikkelin Palloilijat participates in. Ice hockey became an individual e ntity
that carries the name of Jukuritin 1970. Bandy separated itself from MP in 1977 and is known as
Kampparit now. They both play in the top divisions of their respective sport. Mikkeli currently has
two football teams: MP and Mikkelin Pallo-Kissat that play in the division below Kakkonen. (Mikkelin
Palloilijat Ry. 2020.)

MP has youth teams from U7: s to U20: s. They participate in tournamentsand local leagues. MP
also has their traditional football camp in the summer that has been held for decades thatis very
popular. It offers youngboys and girls the opportunity to get in to football and sports. (Mikkelin Pal-
loilijat Ry. 2020.)

MP also takes part in other operations such as organizes events. Last year they had a small festival
to celebrate the 90" anniversary of the organization. The festival was in the Mikkeli marketplace in
the center of the city. It hosted few Finnish artists and bands such as Eppu Normaali and the male
artist of the year 2019 Lauri Tahka. The event was popular and received good feedback from visi-
tors. (Roivas, 2020.)

MP: s athletic performance has stayed rather the same in the last decade. The team has been in the
Ykkoénen and Kakkonen the whole decade. As the development has not been fast and managers
have changed many times in the recent year’s MP has shown promise in the last 3 years perfor-
mance wise. Last season the team went undefeated until the last game of the season where they
had already clinched promotion. In the offseason MP did some personnel change as their head
coach for two years Janne Wilkman left to work in England for the Aston Villa organization and was
replaced by Juha Pasoja. MP has also added quality in their squad and kept hold of their past per-
formers from last season. The team looks ready for the promotion and there is an excitement for
the coming season. The upcoming season is a challenge in the higher division but, MP seems to be
up for it as the results in the Finnish Cup has shown where they have gotten good results against
good teams. Of course, the challengeis big as promotions are always difficult for the promoted
teams, but MP is in a good place right now and staying up and solidifying their place in Ykk&nen is

entirely possible and somewhat likely. (Roivas, 2020.)

The men’s first team only has one full-time employee who handles a lot of different jobs and must
take care of many things in the day-to-day operations. Lack of staff is due to havingto little re-

sources to employ more full-time staff. This is partly compensated with the members of the board
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being very activein running the football club and they are very passionate about the team and the

team’s success. (Roivas, 2020.)

Mikkelin Palloilijat strengths base on a strong foundation and popularity in the area of Southern-
Savo. They have traditions and are popular in their operating area. Mikkeli is a football city and au-
dience for MP games is very big for a city of 50 000 inhabitants. Teamis competitive whichin-
creases interest towards them. Season is played in the summer when there is not much competition
for live sports eventin the area so, people are likely to come to games because there is no alterna-
tive of competitive sports of same level as Mikkelin Pallokissat plays in the division below. Most of
MP’s biggest sponsors have been working with the team for many years and can be trustedon.
Also, the team board members are very passionate about the team and investin it very much both
money and other resources. The board members have a lot of connections locally that help MP gain

sponsors and opportunities to get funds. (Roivas, 2020.)

Weaknesses revolve around not having enough full-time staff to do all aspects of the organization
effectively, reason for this is not having enough money to employ more full-time employees and the
current staff gets their hands full on keeping the current operations working and possibilities to de-
velop the operations are limited. Also, the current staff lacks the know-how on certain aspects of
runninga football club, such as marketing and social media management. These all could be out-
sourced but due to lack of resources they are done inside the house. Biggest weaknessin the spon-
soring of MP is the lack of dialogue between sponsoring companies and the team staff to get the
most out of the partnership. This is because of the companies lack interest in developing the pro-
cess and the team not having enough people to work on maintaining and developing sponsoring
projects. The absence of communication between the parties is the biggest obstacle in having effec-
tive and working partnerships. A problem with getting new partnerships is that Mikkeli has a big ice
hockey team Jukurit and it also seeks for sponsors in the same area as MP. This creates a competi-
tion for the sponsors and Jukurit having a bigger audience as ice hockey is bigger in Finland has the
advantage in this competition. Also, the financial support from the city of Mikkeliis bigger for Jukurit
than it is for MP. (City of Mikkeli, 2019.) Even though seasons are played in different times the small
and medium sized companies might not have enough funds to sponsor both teams and might prefer

the one over the other.

Due to it being a summer when an international football tournament is being held interest towards
football is on the rise and it is more likely that casual fans attend matches. Also, football in Finland
in general is enjoying more interest than in years due to the men’s national team qualifying for the
EURO 2020 tournament held in Europe and more Finnish footballers doing good in big leagues. Also,
additional marketing opportunities will surface as local businesses want to hop on the hype around
football in the summer and want to be associated with football due to it having much interest during

an international tournament. (Outi Salonen, Taloustutkimus 2020.)
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And as always, a team is just as interesting as the performance on the field is if the team plays en-
tertaining football and gets results the whole organization is more appealing and will gain attention
that provides possibilities for teams marketing and sponsors gain publicity. Opportunities liealsoin
the summer vacationers who come to Mikkeli as it is a city near the Lake Saimaa which is a large
tourist attraction, and many people have summer houses and cottages there. Successful past sea-
son increases interest and attracts better players which increases fans and spectators’ interest. Due
to the promotion to higher division games are broadcasted in Elisa Viihde streaming service so view-
ers have more possibilities to see the games and sponsors get more publicity as the games can be
viewed anywhere. This a big strength from a marketing point of view as the viewershipincreases
drastically and it opens new marketing possibilities for the team and sponsors.

Threats Having a bad season for the team is a major threat that decreases interest and revenue as people
might not want to come and see a losing team. As the audience decreases so does the sponsoring
company's interest towards sponsoring the team. Also, some small threats towards Finnish footballs
visibility in total comes from the fact that the EURO 2020 is played at the same time and it might
steal viewers that prefer the highest level of football instead of local football when given the choice.
COVID-19 also affects every field of business and sports are not safe from the effects of the virus
outbreak. The football season is postponed until further notice and this is a big problem even
though it was the right thing to do in this situation. Many companies are losing profits and are in
financial trouble and might see sponsoring as an extra cost that should be cut in order to stay in
business. (Roivas, 2020.)

SWOT Chart

Strenghts Weaknesses
- History - Lack of resources
- Popularity in area - Understaffed
- Best football team in the area - Competition for sponsors with other sports
- Locally connected board members
Opportunities Threats
- New marketing channels because of pro- - Popularity depending on results
motion - Must compete with EURO 2020 for viewers if games
- Football hype in Finland (EURO 2020, at the same time
Pukki) - COVID-19 (Restricted spectators)

FIGURE 3. SWOT Analysis of MP:s marketing situtation (Jarvinen)
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Marketingin division football in Finland

When it comes to a football teams marketing possibility the visibility factor must be addressed
through critical evaluation. As the division MP plays is not the highest in Finland it creates certain
problems as the visibility is smaller than in the top division Veikkausliiga and it makes challenges for
the teams competingin the lower tiers to attract big sponsors as they might be skeptical about what
kind of exposure their association would get. Football in general is not the most spectators attract-
ing team sport and football teams must also compete with other sports for sponsors. Ice hockey is
the most popular sports in Finland as Finland has a tradition of being a big ice hockey country with
many of the sports best players coming from Finland. On the other hand, the seasons in football
and ice hockey are played in different times so local sports people can attend both and teams don’t
lose visitors in their games because the games were at the same time. An-other problem that foot-
ball and other sports teams face in Finland is the small population and scarcity of people. It is im-
possible to have over 5000 spectators on average in games if the population of the city is under 150
000 as thereis not enough people. Also, in the summer many people have their vacations, so they
are not present, and many events are being held in the summer, so they take a part of the viewers
on certain games. (Ainoa Mittari, 2019.)

Teams marketing usually focuses on local visibility as the competition is not global and it does not
seek global visibility as, it is not cost-effective. Marketing in division football is mostly local adverts
in local papers and other local advertising channels. Not many teams have national advertisements
and usually they focus on local visibility. Also, sponsors are gathered from companies operating in
the team’s area. (Roivas, 2020.)

Most teams use social media as one of their marketing channels. If used properly this can be an ef-
fective tool and can boost visibility and promotional value. After viewing the social media handles
only, the biggest teams use them in an effective manner. This is due to them having more resources
to use them better. Many teams have social media handles that are poorly managed and lack a clear

plan.

With Mikkelin Palloilijat the case of audienceis in a good state compared to competitors in similar
situations. In 2018 Mikkelin Palloilijat competed in Kakkonen the third highest division in Finnish
football. When analyzing statistics MP was the team with the most audience throughoutthe season
with an average audience of 1212. MP had easily the most audience as second on the list was JaPS
with an audience average of 590. MP has an audience that can compete with the teamsin the
higher division as their average would have been 4th on the list of Ykkénen which they were pro-
moted for the following season. This is not a fluke as MP has had over 1000 people in games for 5
years straight and audience is expected to rise as MP were promoted and the team is more interest-
ing and attractingthan last year. MP had the 41st biggest audience average on the list of all team
sports across Finland. For a team that plays in the third tier of its sport is impressive and the mar-
keting possibilities and potential are big. (Ainoa Mittari 2019.)

Professional sport teams cannot operate without external funding and be competitive. Especially in

Finland the teams cannot survive with their own income which comes from their sales (ticketsand
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merchandise) and governmental funding that comes from the Ministry of Education and Culture.
Which MP did not receive this year due to the city declaring that it will only grant funds for teams
competing in the highest division. So, the teams must rely on external funding thatis mainly from
sponsors. MPs funds for the season come mostly from sponsors about 66% of the money comes
from sponsors and the rest comes from the team'’s own sales of tickets, season ticketsand team
merchandise such as scarves, hats and shirts. Also newly opened online store has boosted sales
slightly. (Roivas, 2020.)

Current status when it comes to sponsoringis that MP has a lot of attention from sponsors, but the
effectivity is damaged by the lack of full-time staff and the sponsors activity towards the sponsoring
operations and marketing possibilities that MP provides them with the sponsorship. Many companies
see the sponsoring as a charity-based action and do not even look for publicity and other benefits
that the partnership with the team would provide them. Companies do not take the full advantage
they get for paying to be associated with the best football team in the area.

“Biggest problem with the sponsors is the fact that there s too little dialogue between the company
and the team representatives to develop the partnership and to and development ideas are not
shared.” (Roivas, 2020.)

Biggest problems are lack of communication between sponsors and the team and the lack of full-
time staff for the team as the team only has one full-time employee for the men’s team. (Roivas,
2020.)
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5 RESEARCH MATERIAL AND METHODS

This chapter will go through the chosen research method and the reasoning behind choosing this
method. In the end the results are presented and discussed. Also, the reliability and validity of this

research is evaluated.

5.1 Research method

The chosen method for this research was qualitative research method as the purpose of this study
was not to gain numerical data but to understand and interpret the ways behind companies spon-
soring effectivity and the decision-making process behind their sponsoring activitiesand eventually
provide developmentideas.

Interview enables to dive deeper into the answers provided by the interviewees and allows to clarify
the information gained. Interviewing also provides descriptive examples that help to clearly under-
standthe researchedtopic. (Hirsjarvi & Hurme 2001, 35-36.)

Quantitative research method is not as suitable for this phenomenon in question as statistics and
numerical data would not allow for follow up questions for the subjects and this would provide insuf-

ficient information needed for this research.

Interviewees were selected from Mikkelin Palloilijat sponsors. The 12 selected sponsors were both
long time partners of the team and recently partnered companies. Companies chosen for this re-
search were all small and medium sized companies and few bigger ones that have their own branch
in Mikkeli or Southern-Savo area. Company names are not mentioned to make sure the information
is authentic andto have the interview subjects as open as possible about their sponsoring activities.
The idea of the interviewswas to study the companies sponsoring operations and the decision mak-
ing behind the process of sponsoring a football team and their involvement in sponsoringin general.
Also, it was important to see how different companies evaluate and monitor their sponsoring opera-
tions. Goal was to see what the companies think of sponsoringin general and what they feel could

be improved in their current sponsoring operations.

Interviews were conducted via telephone between March and April 2020. Interviews took on aver-
age 10-20 minutes. All interviews were recorded, and additional notes were also written. Interviews
were planned to be made face to face but the COVID-19 outbreak forced them to be done through
telephone.

The first part of the questions focuses on whatkind of requirements the companies have for their
sponsoring deals. What are their goals and objectives when engagingin sponsoring partnerships?
This part gives insight on what companies want from the sponsored party and how they view the
sponsoring in general. If the company has little requirements for sponsored operation you can as-
sume that the company does not put time into sponsoring and possibly see it as a charitable action.
The second part aims to acquire information about how the company manages their current spon-

sorship deals. These questions focus more on how the current partnerships are put into action and if
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the company sees the current partnerships as effective or not. Questionslook to see if the compa-
nies are up to speed and active in the decision-making process with the sponsored party.

The final part of the questions emphasizes on the interview subjects’ future regarding sponsoring, to
find out if the companies are looking to increase their involvement in sponsoring or do, they look to

decrease theirinvolvement.

5.2 Interview Resultsand Findings.

The sponsors motives to engage in sponsoring activities were rather similar in all cases. Most im-
portant thing according to 80% of the interview subjects was to increase the company awarenessin
the local area. So, the sponsoring targets must be local organizations. With many stating that even
though the competition might be nationwide but as most of the business comes from the local area
and that is the most important area to focus on when gaining attention and company aw areness
from consumers. Also, one requirement that almost two thirds of the interviewed companies see as
a must when conducting a partnership agreement was that a certain sum of the financial input that
the company offers must go into the youth and children’s activities. Few interviewees choose their
partnerships entirely based on their personal interests. These kinds of partnerships were usually
with the smaller companies.

One constant theme of the interviews was the fact that the companies look for local visibility which
makes sense since most of the companies are small and medium sized companies and the nation-
wide visibility might not increase their sales or improve their business as much as getting local
recognition and raised awareness of the company in the area. Many companies know that the
league that MP for example plays is a nationwide league and they might get some nationwide expo-
sure, but most said thatis not something they need or look for in sponsoring deals. “All publicity is
good publicity, but it is not something we see as an important factor for us” said one company’s
marketing coordinator when asked about whether they look for nationwide exposure.

When asking how the companies look for sponsoring opportunities the common answer was that
they do not. Most of the companies do not look for sponsoring opportunities because the organiza-
tions that need sponsoring get in touch with the companies themselves. This is common with sports
teams as they are far more likely to take theinitiative to start the discussion about a partnership.
Only one company said that they had offered to sponsor somethingin the past, and this was for a
music eventin the area they wanted to be part of.

Surprisingly, something that most of the companies emphasized strongly was that a part of the
money the company invests in the teams should go to the youth and kids' activities. Thisis a way to
ensure the good brand image that the company gains from associating with the team even if the
men’s team is not doing good. Also, many companies see this as their responsibility to improve pub-
lic health. Associating with improving children’s sporting opportunities is a very effective way of

gaining positive brand image within the public for the companies.
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Many companies only sponsor sport teams. Only the biggest companies had sponsored cultural ac-
tivities such as local music events. Most interview subjects stated that the reason that most of their
sponsoring revolves around sports is because the teams are more likely to get in contact and more
straight forward with the partnership discussions. A big reason behind mostly sponsoring sports was
the fact that they usually are the easiest to start and many companies had a long-lasting partner-
ship with the team. Also, most companies felt that the sport teams were an easy way to gain local

recognizability and brand awareness.

Interviewees said that they know what they get when they invest a certain sum of money and are
aware of all the exposure, they get from the team but, not one company had any kind of evaluation
systemon how the sponsoring operations improve their business. Most of the companies only look
that they get what the partnership deal promises them, but not at all if it is workingor notin in-
creasing their brand awareness in the area or anything else. Also, the companies do not take full
advantage of the association with the team they pay for. The teams offer companies the possibility
to sponsor a certain player of the team and in exchange they get their logo on the specific players
shirtand the right to use them in their own marketing. Only one company had used a player in their
marketing that they paid for according to the executive director of MP Mika Roivas. Other were sat-
isfied with the logo in the players shirt.

90% of the interviewees said that they have a meeting with the sponsored team only once a year
just before the season. Most of the companies are just happy with the company logo on the shirt or
on the gameday flier offered to every spectatorin the games. Only a small number of companies
use MP or other their sponsored team in their own marketingeven though it might be a good idea.
MP has stated that if a company sponsors a certain player, they can use the player freely in their

own marketing. So far this has not been popular amongst the companies.

It was clear that many companies did not have a clear understanding on what sponsoring means
and their sponsoring activities were close to charity and they were satisfied with that. This might be
a common trait in sponsoring in division football. This causes problems in creating effective and mu-
tually beneficial partnerships and the development of the partnerships. The problem is based on the
fact that small and medium sized companies do not have the resources or the know-how to build
effective sponsoring deals and some don‘t even see sponsoring as a marketing tool but a financial
support to local organizations. So many companies have sponsoring deals going on for many years

that are closer to charity than sponsoring.

The biggest take away from the interviews was the fact that most of the partnerships are very ele-
mentary and they do not tick all the boxes of sponsoring. Many companies interviewed do not have
a clear plan for the sponsoringand see it as a supporting rather than a business decision as spon-
soring is. As many sponsors are gained through the connections and relationships of the board
members the partnerships tend to be one-sided as the companies give money or other resources

and do not see the return of the investment asimportant as they should. When the partnership deal
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is one-sided, and the companies do not put in the time or effort to improve the partnership the de-
velopment is slow and, in some cases, nonexistent. This puts all the responsibility to the sponsored
party as the development ideas only come from them. Even with the companies that have a clear
plan and vision on what they aim to gain from sponsoring the team the dialogue is too little if the

company and the team have a development meeting once a year.

The common misconception of seeing sponsoring as a charitable support for local activitiesis a bad
thing for both parties involved. This creates a situation where development is hard as there are no
expectations from the sponsoring and if there are no expectations the sponsored organization is not
compelled to improve themselves and therefore the criteria for it to be sponsoring are not met. This
misconception is due to most sponsors in division football being small or medium sized companies

and their limited resources and know-how on marketing communication.

Also, something that most of the companies emphasized strongly was that a part of the money the
company invests in the teams should go to the youth and kids’ activities. This is a way to ensure the
good brand image that the company gains from associating with the team even if the men’s team is
not doing good. Also, many companies see this as their responsibility to improve citizens health. As-
sociating with improving children’s sporting opportunities is a very effective way of gaining positive

brand image within the public for the companies.
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6 CONCLUSION AND FURTHER DEVELOPMENT

The starting point of this research was the researcher’s personal interest in the topic. The goal was
to produce usable information in improving MPs organization following their promotion. Sponsoring
in more detail. This research provided with useful information and development suggestions for the
team to use. As the researcher is close to the organization studied it was essential to knowingly rec-
ognize this and think objectively to create unbiased data and solutions.

Interviews had to be conducted via telephone and this made some information harder to gain as
face-to-face interviews would have been more thorough. The number of interview subjects was also
rather low, so the credibility of the research suffers a bit but still the results are directive.

The aim of the research was to understand sponsoring and through that improve the currentand
future partnerships of MP football team. After interviewing the sponsors and analyzing the answers
must MP improve their own actions to add value for the sponsors’input. The most important find-
ings were the fact that sponsors are ratherlazy and do not put much effort into maintainingand
developing the partnerships. This puts the team more responsible for developing the relationship as
the companies can survive without the football club, but the club cannot properly function without
the financial input of the sponsoring companies. Interviews show that local visibility is more im-
portant for companies than nationwide visibility. The interviews also indicated that companies more
often than not do not see the sponsoring as a business decision rather than feel like it is just sup-
porting your local activities and gaining positive association as by product. This misconception is
problem for developing the partnerships because if the companies see sponsoring as charity thereis
no motivation to improve the partnership.

For improving the sponsoring partnerships MP must develop their own operations to a higher level
as they seek to become a bigger team in the future. The aim for the team is to get resources for
their own activities from sponsoringso it is vital for the team to develop and maintain good relation-
ships with the sponsoring companies. Also, with good partnerships they might gain new spon sors
when other companies see the value the sponsoring grants the sponsoring companies.

First thingto address to improve their partnerships MP must improve their own organization. As
they were promoted, they must improve in every aspect as a football team. This comes down to the
basic definition of sponsoringas it is a business action that involves two separate organizations that
benefit from each other. MP must make sure their own organization to has a good brand, reputation
and a fanbase that a sponsoring company wants to be associated with. Having limited resources this
might be challenging but with a few adjustments the team can improve their organization cost effi-
ciently. Improving the whole organization from a marketing point of view is key in adding value for
the partnerships and gaining resources from the sponsors. Improving the things that sponsors feel
important and what they feel would add value to the partnership must be taken into consideration,
but the team also has to keep in mind their primary goal which is to improve the football club and
not only exist for the sake of sponsoring companies. Improvements must benefit both the sponsors
that help the team to operate and add value to the company’s investmentsin the team.
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Team should improve their marketing on the internet and social media as thatis a big channelto
reach fans and possible customers for the sponsors. Juniors need to be emphasized more as the
sponsors want to be associated with them as it gives good brand image for them. Still as the spon-
sors want to support the youth thefirst team is the main source of income for the whole football
club that makes the junior teams able to exist.

Internet and social media are an important channel to be activein today’s marketing. Thisis a
cheap way to improve the teams marketing as the resources are limited also, it is a way to reach
more people than just the people that come to watch the games. Social media and other internet
services are coming more and more important as the crowd is only about 1400 in a game for MP
and due to recent restrictions in attendance amounts because of the COVID-19. Thisis a good hum-
ber for a team that plays in Ykkdnen, but the idea is to attract more viewers and through that more
possible sponsors and money to improve the team. MP has social media presence in Facebook, In-
stagram and most recently Twitter. It is important to have them, but they must be properly man-
aged for them to be beneficial and to avoid making silly mistakes that could possibly lead to losing
sponsors and fans. All the social media channels should follow the same marketing plan and should
be managed by the same person or team. Planning beforehand for social media posts should be
done to maximize the exposure they get. Posts should follow the same theme and be of good qual-
ity. Currently the social media channels are run by different people and they do not havea clear
plan, or they do not follow the exact same theme. A potential guidelineis provided in the appendix
3. To increase the benefit for the sponsoring companies the partners should be brought up in their
social media posts. Possible way to do this wouldbe havingthe players use the sponsoring compa-
nies’ services in their posts. For example, if the team has a sponsor that provides products or ser-
vices that the team uses such as gyms, lunch places, physiotherapy clinics or other obvious services

for athletes they could be easily included in their posts.

Keeping current sponsors and developing their partnerships should be an important thing to look
after. It is easier to improve the current sponsor partnerships than to acquire new sponsors, espe-
cially now when the small and medium sized companies are taking a big hit due to the COVID-19
outbreak. Partnerships cannot be improved without dialogue between the team and the sponsoring
companies. Most companies have only one clear development meeting in a year with the team rep-
resentatives. I feel that this is something that could be an aspect to improve. Depending on the re-
lationship with the team and the sponsor they should increase the number of meetings or lower the
barrier for dialogue, so the improvementideas do not get left unheard. Of course, the team knows
better the opportunities and places to improve but it would be important for the sponsor to also give
their ideas and when the dialogue is fluent without interruptions the improvements are easier to put
into action. As what the team can do to improve this is to take contact with the sponsors more fre-
quently and let the sponsors know that they are open for ideas from their side as well. Team cannot
force companies to be more activein the sponsoring development. Only way to improve is to im-
prove their own operations with the resources they have. By making the team more known and

more professional the sponsors automatically get more out of the association with the team.
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As many sponsors sought for local visibility the team should emphasize their local presence and their
good reputation in the area. Small and medium sized companies saw that local recognizability and
brand awareness was more important than nationwide visibility. This is an aspect that MP can use in
their marketing by focusing on showing the public that local companies are supporting themand not
only put the logos in their advertisement but indicating somehow that the sponsors are local busi-
nesses. Tailored solutions for each sponsor should be planned to get the best result. Development
meetings and planning is crucial to get the best possible partnership. This benefits both the most
when the partnershipis tailored to the needs of both parties. In best case scenario this could create
an idea that the whole area is behind MP and it might make other local businesses more likely to get
involved with the team.

As theinterviews pointed out the companies saw the support for juniors as a thing of high im-
portance and wanted to be a part of the junior teams’ actions. MP could use the juniors in their per-
sonal marketing more. This would amplify the fact that MP cares about their junior teams and looks
after them. This could be done by increasing the publications and social media posts thatinclude
junior teams’ events, so the public knows about the youth tournaments and games. This could in-
crease the attendancein the children’s events and would give a one more place to give sponsors
more visibility and give the sponsors their desired association with junior’s actions.

The matchdays should be also evaluated as they are the main events for the football team. Every-
thingis done to ensure that everything goes well during the match days. The eventis a window that
showcasesthe whole team organization, and it is where the mental images and people’s opinions
about the club are made. So, it should go without a saying that everything should go smoothly, and
visitors should enjoy themselves, even if the team does not get the result. As the seasoniis in the
summer and most of MP:s home games are on Sundays MP should test the attendance rates if some
of theirgames were to be held on Saturdays. This would give them a clear idea on if the games are
more beneficial to be held on certain days.
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APPENDIX 1: INTERVIEW STRUCTURE

Basics
Name of company and number of employees

Name of interviewee and your position in the company

Criteria for sponsorship targets
How do you decide what operations to sponsor?

What do you look for when conducting a sponsorship deal?
What are your motivations to sponsor something?
Is sponsoring budgeted yearly?

Do you aim for local visibility or aim for bigger area of visibility?

Current sponsorships
What operations are you currently sponsoring? How long have you sponsored them?

Do you sponsor other operations than sports?

Are you happy with the current way of things in your sponsor deals? Do you think you get the value
for money?

Are you aware of all the exposure your company gets through the sponsoring?

What do you expect when sponsoring sports? Are the goals set beforehand?

Is the progress monitored somehow?

Are development ideas shared with each other?

Is the sponsor used in the most effective way? If not how?

Future plans
Does your company seek new sponsorship targets actively?

Is your company looking to increase, decrease or keep the level of sponsorshipsthe same?
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APPENDIX 2: SOCIAL MEDIA GUIDELINES FOR MP

General rules on social media for the social media manager:

Refrain from publishing posts and comments about other clubs, players, referees, or other controversial
subjects.

Identify all copyrighted and borrowed materials with proper citations and links. Give credit to the original
published author when using quotations, ideas, videos, or photos of someone else.

Avoid publishing personal opinions and ideas in teams’ channels.

Guidelines for increasing interaction and presence in social media:

Plan posts beforehand. Evaluate timing of posts to get the most followers to see the posts. At whattime is
the follower base most likely to be active in the social media channelin question to gain maximum viewer-
ship.

Post frequently to stay relevant. Frequent post increase people’s knowledge on whatis going on with the
team and makes them feel like they know what is always going on with the team.

Decide on a theme that s followed in all the teams posts across all channels. Same colors, fonts, and art-
work. This makes it easier to recognize the teams posts and associate them with other marketing as well.
Post only quality content that works with the theme selected. Plan on what you want to publish so you are
not in a rush to create quality content. Consider on acquiringa proper camera for photos and videos.

Use players a lot, followers and fans are interested in the players so posting about them is a no-brainer.
Even with the first team players being the main attraction use youth team players and their eventsin so-

cial media to show that MP is more than just the first team.



