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[bookmark: _Toc513642917]Abstract
This study was created as part of an Undergraduate Bachelor degree and researched the awareness of the shirt sleeve sponsorship at Swansea City AFC, an area which has had little academic research.
In today’s evolving football market, Premier League football club are utilising their ability and right to obtain more sponsors in a sport dictated by money. Popular in South America, shirt sleeve sponsorship deals in addition to a club’s main sponsor can bring an influx of investment and cash as well as open new opportunities for fans and the club. This study focuses on Swansea City AFC and their sponsorship deal for the 2017/18 with Barracuda Networks, looking at the purpose of the company and the awareness the public of the sponsor.
Through comprehensive secondary research in a review format of the literature as well as undertaking our own primary research through the use of online surveys, this research is able to provide knowledgeable feedback and results presented in a professional and theoretical manner. 
Having analysed primary findings as well as all relative theory and data researched and conducted throughout this study, a conclusion is presented to finalise the research as well as provide appropriate recommendations based on further studying this field as well as further improving the awareness of the sponsor, Barracuda Networks, to the general public and fans of Swansea City AFC.

[bookmark: _Toc513642918]Chapter 1 - Introduction
[bookmark: _Toc513642919]1.1 History of Sponsorships in Sports
Over the years, many companies have increasingly increased their attention towards sponsorship deals in their marketing strategies and viewed it as a key aspect for the success of their business. Sports sponsorships are beneficial due to their massive viewership and due to their honest reputation as opposed to other forms or marketing. With that said, sponsorship deals for companies become a key focus for investment and growth (Alzubaid et al 2013, p. 1).
Starting throughout the 1960’s and 1970’s, sponsorships origins involve mostly donation-based agreements involving philanthropic deals with the organisation. Relative sporting bodies, friends and families of the organisation, former players and volunteers approached sporting organisations seeking financial support “appealed to the corporate spirit of community service and good will”. Due to the philanthropic view, the sports organisation would ideally seek a CEO who had a personal interest in the sport itself allowing donations to secure good seats at events or games as well as corporate boxes within the stadium (Morgan and Summers 2005, p. 220). Prior to the 1984 Olympic Games, which was the first sporting event to include formal sponsorships, sponsorship was simply another means of advertising specific to the event to attract the attention of attendees in the stadium and viewers watching at home. It wasn’t until the Olympic Games that sponsorships separated themselves from the idea of simply being a form of advertising and started focusing on improving a brands equity by establishing relationships and partnerships with known and reputable brands (Jensen 2015, p.37). The ideology of creating partnerships and forming relationships is further exemplified by Grohs et al who state that the two key objectives of a sponsorship are to simply enhance brand awareness and brand image to increase sales (2004). 


[bookmark: _Toc513642920]1.2 Swansea City AFC and Football Sponsorship
Football, or soccer, is one of the world’s most popular and renowned sports with clubs attracting fans in the thousands weekly and millions watching on broadcast. A continuously rapid growing business involving “considerable amounts of money” (Naidenova et al, 2016) allows for companies to increase their public and brand image through sponsorship deals. The Premier League has a claim as one of the oldest football leagues across the globe with its television coverage playing a huge role in enticing and keeping loyal fans of the sport on a weekly basis, both locally and foreign (Puri et al 2016), exemplifies the increased attention by businesses to promote themselves. For a football club such as Swansea City AFC, sponsorships regarding the team shirts, stadium naming rights and other related ventures provide “crucial revenue” for the parties involved (Kelly et al, 2016). 
[bookmark: _Toc513642921]1.3 Research Question, Hypothesis or Aim
The main questions this study will be looking into are:
· Are Swansea City AFC fans aware of the clubs’ new sleeve sponsor?
· The fans who are aware, are they familiar with the company who sponsor Swansea City AFC? Background, products, brand, etc.
[bookmark: _Toc513642922]1.4 Research Aims
The overall aim of this study is to determine the public awareness of the sleeve sponsor at Swansea City AFC as well is the companies purpose regarding the sponsorship deal and the club involved. Concluding with the importance of said sponsorship deal and the value of the perception and understanding the Swansea City AFC community have with this sponsor.
[bookmark: _Toc513642923]1.5 Research Objectives
To achieve the aim previously mentioned, I will be using the following objectives throughout this study:
1. Gathering information on current sponsorship deals and sponsors.
Reviewing existing literature and information on sponsorship deals, specifically the new sleeve sponsorships, within the premier league, allowing for analysis and comparison with the current sleeve sponsorship of Swansea City AFC.
1. To gather and analyse data based on primary findings and data gathering, based on the awareness of the Swansea City AFC sleeve sponsor.
This will be done primarily by using surveys for the public. By gathering data from a wide range, allowing for unbiased and general views rather than a niche. Surveys are more applicable than other forms of data gathering due to their, quick and concise questioning, as well as the small number of questions that will need to be asked.
1. Investigate gathered data and literature and make appropriate recommendations based on findings.
With the findings from the current literature and data gathered through primary research, we will be able to analyse trends in public knowledge, the awareness of the Swansea City AFC sleeve sponsorship and the purpose and importance of said sleeve sponsorship; allowing for suitable recommendations.
[bookmark: _Toc513642924]1.6 The Proposed Research Rationale
Sleeve sponsorships for football clubs have been utilised globally specifically with football clubs in South America who have showed multiple shirt sponsors for years. This Premier League season marks the first in history where Premier League clubs have declared sleeve sponsorships of their own with Swansea City AFC declaring Silicon Valley based Barracuda networks as their sponsor for the current Premier League season back in June (SwanseaCity, 2017). It became a popular trend after Manchester City declared Korean company Nexen Tire as their sleeve sponsorship in March of this year (ManCity, 2017) and several Premier League clubs followed in the months after.
Despite their popularity in California and Asia and Barracuda Networks boasting an impressive revenue figure of $114,067,000 (NASDAQ, 2017), themselves and Nexen Tire are examples of companies relatively unknown to an average UK based football fan, allowing for an in-depth study on the awareness and purpose of these businesses in relation to followers of the sport, specifically with the local communities in Swansea with Swansea City AFC.
[bookmark: _Toc513642925]1.7 Literature Review/Contextual Analysis
Sponsorships have become a vital part of a sports team, specifically a football club, to remain financially secure and competitive within their respective leagues. The importance of sponsorships and new sleeve sponsorship deals have grown significantly due to the increase in revenue and money involved in the global football market within today’s economy. Football clubs can become differentiated and unique to their competition due to the appeal and recognisability of their sponsors to the point where it becomes a defining characteristic of that club. E.g. Arsenal Football Club and Emirates.
Due to its current popular and topical trend, sleeve sponsorships have become a talking point throughout the football industry, specifically due to the incredible sums of money it brings to the already wealthy Premier League, with revenues rising 9% in the previous season (Wilson, 2017). Due to the growth in sponsorship deals and the high surge of popularity for the Premier League on a global basis, it’s important for football clubs such as Swansea City to make correct decisions in choosing businesses to promote and bring appropriate levels of awareness towards them. Bolton Wanderers received backlash from fans in 2013 due to the company QuickQuid being their primary sponsor with similar repercussions surrounding Newcastle United the year prior with Wonga loans (Murray, 2013). It’s of the upmost importance that football clubs choose appropriate companies with ethical purposes as their sponsors whilst generating the correct amount of public awareness towards these businesses.
Mintel (2002) states that the total value of sponsorships within the United Kingdom hit almost £849 million in 2000. Regarding this total, it’s specified that approximately 50% of this figure was devoted to sports sponsorships with a heavy emphasis on football with "exposure to high-profile television coverage driving most of the money to a few selected sectors like football" (Mintel, 2000). The growth and importance of football sponsorships today is exemplified further, with 50% of £849 million being the figure in the early 2000s compared to the €1.5 billion generated by English Premier League clubs in today’s market as indicated in the 2017 annual report for football clubs across the globe (Deloitte and Touche, 2017).
There are numerous definitions regarding sponsors and sponsorships. The table below simply conveys a few of these definitions with one specifically applicable to sports, applying theory to that market: 
	Sponsor; “A person or organization that pays for or contributes to the costs involved in staging a sporting or artistic event in return for advertising.”
	(Oxford Dictionary, 2017)

	Sports sponsorship; “a cash or in kind deal under which a sponsor pays a sponsorship fee to a sports entity (athlete, league, team, event) to support overall organizational objectives and promotional strategies”
	Sports Marketing: A Strategic Perspective (Shank and Lyberger, 1999).

	Sponsorship; “Financial support given by a sponsor”
	(Collins Dictionary, 2017)



By analysing these definitions, it’s clear to see that the application of sponsorship roles differ in football to other markets. While companies and businesses can sponsor events and shows, with football, companies tend to operate in a fashion which involves them being displayed on a team’s shirt (with continents like South America displaying several sponsors on their shirts) or stadium for brand awareness and public image.


[bookmark: _Toc513642926]1.8 Proposed Research Methodology
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[bookmark: _Toc513642858]Figure 1. Saunders' Research Onion
Research is defined by Saunders et al (2007) as “something that people undertake in order to find things out in a systematic way, thereby increasing their knowledge”. The Research Onion, as displayed above, was also created by Saunders which shows the methodology involved in research consists of numerous layers and variations of data gathering.
[bookmark: _Toc513642927]1.9 Philosophy
Research philosophy, which forms the outside layer of the research onion, is explained as the method research that “will underpin your research strategy and the methods you choose as part of that strategy” (Saunders et al, 2009). These initial steps of research allow for development but applicable findings to further study while progression continues through the research onion.


[bookmark: _Toc513642928]1.10 Approach
The research approach is whether your own research will be deductive, in which you develop theories and hypothesis which results in designing strategy to test said hypothesis, or the inductive method in which you will collect data and findings then base theory on the results of these findings (Saunders et al, 2009). This particular study will involve an inductive approach to its research, revolving around gathering information and forming theory using the analysis from the data.
[bookmark: _Toc513642929]1.11 Strategy
The general purpose of research strategy is to choose applicable methods to best help the research answer its overlying questions and meet its necessary objectives (Saunders et al 2009). This particular study will primarily use desk research and surveys to gather the information required. 
This study will conduct a survey spreading across a wide variety of local people within the Swansea area, asking questions about the awareness of Swansea City AFC’s new sleeve sponsor for the current Premier League season. The questions will revolve around if they are aware Swansea City AFC has a sleeve sponsor, if they’re aware of the name, if they’re aware of what the business does in terms of its services offered or products sold and how they feel about the addition of sleeve sponsors to the Premier League. The sample this study will look at will be approximately 100 people over the age of 18 with a varied interest in football and Swansea City AFC. Surveys “allow the collection of a large amount of data from a sizeable population in a highly economical way. Often obtained by using a questionnaire administered to a sample, these data are standardised, allowing easy comparison” (Saunders et al, 2009).
[bookmark: _Toc513642930]1.12 Choice
The objectives mentioned prior will be achieved using the following methods:
· Objective 1: Desk Research.
· Objective 2: Survey.
· Objective 3: Desk Research, comparing data.
[bookmark: _Toc513642931]1.13 Time Horizon
Saunders et al (2009) refer to the two variations of time horizon as a “snapshot”, taken at a particular time (cross-sectional) or “diary” (longitudinal). Cross-sectional involves data being gathered at one specific time whereas longitudinal has data being gathered across a period of time in which perception and answers may change. This study will be cross-sectional due to the topical and current behaviour of the study and time constraints.
[bookmark: _Toc513642932]1.14 Research Plan
Resources required:
· Access to a computer with Word, for processing dissertation and data.
· Microsoft Excel to perform analysis on survey results.
· Internet access to for initial findings and data on current Premier League and Swansea City AFC data. Sponsorships, finances, etc.


[bookmark: _Toc513642933]Chapter 2 - Literature Review
[bookmark: _Toc513642934]2.1 Definition of Sponsorship
Due to the various methods of available sponsorships, sponsorship itself is extremely difficult to define in a singular manner. However, the original method of a sponsorship agreement was simply seen as an act of charity or generosity. The philanthropist sponsor donated a sum of money and the receiver of the funding would simply carry out normal everyday activity (Colucci, 2010). Colucci (2010) also states that regardless of the difficulty in defining sponsorships have lost the notion of any philanthropic advertising objective.
Mullin et al (2007, p. 315) defines sponsorship as ‘the acquisition of rights to affiliate or directly associate with a product or event for the purpose of deriving benefits related to that affiliation or association. The sponsor then uses this relationship to achieve its promotional objectives or to facilitate and support its broader marketing objectives’. 
O’Leary et al (2004) believe that sponsorship is an investment in an activity, in cash or kind. In return, the sponsor receives access to commercial potential within said activity.
Jefkins and Yadin (2000) define sponsorship as “the giving of monetary or other support to a beneficiary in order to make its activities financially viable”. They also state that these giving of monetary value or other support can be for “altruistic reasons” but claim the sponsorship is to gain advertising, marketing advantage or public relations. Jefkins and Yadin (2000) mention that the support could consist of money or perhaps prizes or gifts and the beneficiary could be a specific individual or an entire organisation. They also mention similar opinions to Colucci (2010) by saying that although a sponsor may wish to be purely philanthropic, the object in the modern era is usually commercial.
Lagae describes sponsorship as ‘’a business agreement between two parties. The sponsor provides money, goods, services or know-how. In exchange, the sponsored party (individual, event or organisation) offers rights and associations that the sponsor utilizes commercially’’ (p. 35).
Shilbury et al (1998) further exemplify the above definition by stating that a sponsorship is simply a deal between a sponsor and a beneficiary, which offers association and rights that can or may be used for further competitive advantage.
[bookmark: _Toc513642935]2.2 Definition of Sports Sponsorship
Sports sponsorship is known as the allocation of a company’s resources with the long-term goal to be achieving organisational and marketing objectives (Slack and Bentz, 1996) and is thus defined as strategic activity (Otker, 1988). The long-term goals for a company can be achieved by sponsoring a stadium, event, team or club amongst many others. 
McCarville and Copeland (1994) state that various public, private sector and not-for-profit organisations are constantly seeking new and innovative means of generating funds for their business and that sports sponsorship and offer propositions are a highly profitable and promising source of continued revenue. 
Shank (2009) defines sports sponsorship as ‘’investing in a sports entity (athlete, league, team or event) to support the overall organisational objectives, marketing and promotional strategies’’ (p.324).
[bookmark: _Toc513642936]2.3 Types of Sponsorship
McCabe (2009) tell us that there are four main forms of sponsorship that are used. These are:
1. Sports sponsorship
Sports sponsorship is the most popular and current leader in the sponsorship market due mostly to the vast coverage it attracts (Fill, 2006). Fill (2006) states the following reasons for the success of sports sponsorship.
· The ability to attract large audiences, importantly through media.
· Provides a simplistic measure of segmentation. This segmentation allows a sponsor to reach many people with similar characteristics and traits.
· Visibility opportunities for the sponsor are high during popular sporting events.
1. Programme sponsorship
Programme sponsorship is defined as programme that has had its costs met by a sponsor with a view to promoting its own or another’s name, product or service (ITC, 2000).  Yeshin (2006) states that TV show sponsoring is widely seen as an effective way to change perceptions of a brand or to raise awareness for the sponsor and can maximise the impact of a brands existing advertising by increasing the brands presence.
1. Arts sponsorship
Art sponsorship was a philanthropic exercise for businesses to give something back to their communities. It was a means of developing a company’s image and was used heavily by tobacco companies in order to reach their intended audience. It was viewed as a cheaper and more civilised alternative to sport sponsorship (Fill, 2006). 
1. Events sponsorship
Mau et al (n.d.) defines event sponsorship as the “provision of assistance either financial or in-kind to an activity (e.g. sport, musical event) by a commercial organization for the purpose of achieving commercial objectives”. Gwinner and Eaton (1999) state that event sponsorship follows a similar pattern to that of celebrity endorsements, allowing consumers to associate the event and brand as they would a celebrity.
McCabe (2009) also states that “sponsorship generally takes the form of broadcast (such as television or radio programmes) or events (such as sports, music, cultural events)” (p. 245).
[bookmark: _Toc513642937]2.4 Reasons and Objectives for Sponsorship
The ideology of creating partnerships and forming relationships is exemplified by Grohs et al who state that the two key objectives of a sponsorship are to simply enhance brand awareness and brand image to increase sales (2004). 
Growing competition and future uncertainty in the economic climate has made it is important for companies to continue targeting new markets and attract new customers as well as understanding and keeping their existing base. It has also become imperative for companies to explore new and innovating marketing strategies to impress and entice customers to their product in an ever-changing environment (Runsbech and Sjolin, 2014).
From the view of the brand that is sponsoring, as mentioned prior, investing in sponsorships can affect a firms financial standing (Elberse & Verleun, 2012), brand loyalty from customers (Levin et al, 2004), brand awareness; which we will specifically be analysing throughout this study (Levin et al, 2001) and an organisations brand image (Gwinner and Eaton, 1999). Key elements of the benefits of sports sponsorships are illustrated throughout multiple sources and various scholars which indicate a general perception and agreeance on the importance of sponsorship deals for brands.
A popular sponsor can continue to add increased value by, for example, becoming the primary advertiser for the sport and creating global brand exposure. In the long-term, this added benefit may be of a higher value than the direct monetary value that the sponsorship deal had initially planned for. To add to this, successful sponsorship deals require dedication and commitment from both sides. Where the sponsor is to continue providing financial support and monetary resources for the sports organisation, as well as “management time and support leverage activity”, the sports organisation is to provide service, structure and systems to ensure the sponsor receives quality value (SportsNZ, 2012).
Objectives of Sponsorship – Dolphin (2003)
Dolphin (2003) states that a companies or sponsors objectives will vary from one industry to another and suggests numerous objectives which may applicable in a general sense.
1. Improve company image
Dolphin (2003) indicates that sponsorships may have a positive impact on the company by influencing the perception of a specific company or brand held by a specific portion of a market.
1. Improve sales
The increase in brand awareness and the improvement of the company’s image will in turn help stimulate sales, Dolphin (2003) states. 
1. Enhance employee motivation
Dolphin (2003) mentions that an elevation of a brand or companies image through sponsorship may have a positive effect on the employees of the company. 
1. Build new relationships
Sponsorships allow for a company and their chosen brand to build new relationships not only with themselves but with their customers, Dolphin (2003) says. A fan of a football club may purchase goods relating to their football clubs chosen sponsor.
1. Create goodwill
The creation of goodwill may also be a possibility according to Dolphin (2003). Going forward, the company’s reputation may be perceived differently depending on its sponsor and a reputable sponsor will benefit the company in the long term.
1. Change the public perception
Dolphin (2003) mentions that simply being associated with an already upstanding or reputable company is enough to alter the public’s perception of a corporation.
1. Reputation
Corporate reputation is of the upmost importance for numerous corporations and is often heavily focussed on states Dolphin (2003). Sponsorship can enhance a company’s image by giving back to communities in which the business operates.
1. General brand awareness
According to Dolphin (2003), brand awareness occurs naturally through sponsorship. This will raise the standing of the company/brand in the public eye and thus increase its general value of the perception of its value.
Objectives of Sponsorship – Jobber (2007)
According to Jobber (2007), there are five key objectives which result in a sponsorship deal being agreed between two companies. Creating new promotional opportunities, improving relationships, displaying positive brand and company associations, creating new entertainment opportunities, and gaining media viewing/publicity.
1. Creating new promotional opportunities
Sponsoring clubs, business or events is an opportune way for businesses to promote their brands or logo as well as their products, whatever they may be. Clothing lines or shoes which display the company’s image will reach a wider audience due to the sponsor and the public will retain that image when purchasing goods at a later date.
1. Improving relationships
Social and public responsibility and perception is why organisations involve themselves in sponsorship agreements with reputable, responsible brands. Choosing a charity as their sponsor will create a positive and caring image around the company and improve their public image greatly.
1. Displaying positive brand and company associations
A company associating itself with a large event, football club, etc. will hopefully create a positive image around that company and thus, their products. As an example, if a company sponsors a football club and the football club wins greatly, the positive nature of the result may come across in the company’s brand.
1. Creating new entertainment opportunities
A company’s association with a higher tier of individual or brand may allow them to further escalate their own image. If celebrities or other highly regarded people in their respective fields participate in an event associated with a company, the outcome of that pairing will be a positive one. Higher level employees may also be benefited by this due to monetary rewards if celebrities or icons are allured to their event.
1. Gaining media viewing/publicity
Sponsorships are a wonderful way to reach a massive audience as quickly as possible and many of that audience may become customers due to media coverage and popularity. An example of this would be Adidas sponsoring the 2014 world cup which had billions of viewers over its timeframe (Forbes, 2014).
Objectives of Sponsorship – Mullin et al 2007
Mullin et al (2007) claim that there is no solitary company objective to the process about which sponsor to choose or whether or not to sponsor at all. Mullin et al (2007) state the following objectives as imperative to the sponsorship and marketing process, many of which follow similar patterns to the objectives shown by other authors.
1. The generation of media benefits.
1. Stimulating sales to achieve sales objectives.
1. To show a corporation’s unique product technology, features or advantages over other products within the market.
1. Creating further advantage over the company’s competitors through brand association, unique design or exclusivity.
1. Gaining unique opportunities through entertainment or hospitality factors.
1. For the company to secure rights to naming or entitlement.
1. Building goodwill amongst decision makers.
1. Involvement in the company with the local community or community in which they operate.
1. To create a strong identity within the company’s market segment.
1. To change or strengthen a company’s public image or perception.
1. To further increase public awareness of the company and/or its products.
Objectives of Sponsorship – Cornwell and Maignan 1998
A survey conducted in the 90s asked companies in New Zealand to were asked to declare their objectives based on sponsorship, in order from most important to least important. Cornwell and Maignan (1998) stated although results varied from company to company, improving goodwill and enhancing a company’s image were objectively the dominant types of objectives companies hoped to see from their sponsorship deals. Cornwell and Maignan (1998) also specified that smaller sized companies hoped to use their sponsorships as a tool to improve and support their local communities and further improve community relations.
1. Improve goodwill
1. Enhance company image
1. Increasing awareness
1. Improve profitability 
1. Management interest
1. Staff recruitment
Objectives of Sponsorship – Amis et al 1999
Amis et al (1999) claim that a sponsorships outcome should correspond with the image that the sponsor is trying to produce. By which case, any sponsorship deal undertaken should result in a superior image that differentiates itself from the company’s competitors. Amis et al (1999) also state that sponsorship, if approached correctly, can develop into a competitive advantage for the future. 
Amis et al (1999) use the example of Nike incorporating basketball player Michael Jordan into their sponsorship deal to promote their company. This was to achieve a level of “pride” within the company and to promote a relevant type of culture, providing clear motives and direction for the company and to announce said motives and directions to its consumers, employees and competitors. The hope was for this direction to be a motivator for employees and associates of Nike in order to boost company morale, which, could become competitive advantage in itself (Amis et all, 1999).
Amis et al (1999) discusses the following as imperative when a firm enters a sponsorship deal.
1. Changing or enhancing a brands image or reputation.
Image and reputation are something a company can secure in order to obtain competitive advantage. They also state that sponsorship in this regard is an effective tool to either change or improve a company’s brand image or reputation (Amis et al 1999). 
1. Increasing the public’s awareness of a company’s brand or products.
Amis et al (1999) claim that perhaps the most common objective for a firm entering a sponsorship deal is for the company to increase the public awareness of either the company, the products they sell or a specific brand.
Objectives of Sponsorship – Andreff and Szymanski (2006)
Andreff and Szymanski (2006) state that there are two diverse types of objectives a business can look at when entering a sponsorship deal. These are described as direct and indirect. 
1. Direct objectives
The sponsor will expect to see change in the behaviour of existing customers and/or potential future customers.
1. Indirect objectives
Primarily for increased brand awareness and visibility towards the brand and its products, engaging with a specific market segment and an increase in reputation or enhancement of its image.
Sponsorship deals also highly benefit the sporting team or company associated with the organisation also. As mentioned previously, working with respectable brands can help improve brand image but the financial gain for sporting teams in which money to purchase players or improve their venues is of the upmost importance. In 2016, the NBA (National Basketball Association) allowed teams to wear shirt sponsorships for the first time in the 2017/18 season (BBC, 2016). With this deal came financial prosperity for clubs which allowed for sponsorship deals to be set up for each of them. The LA Lakers are estimated to receive more than $30 million under a three-year deal with Wish (Ganguli, 2017) and the Cleveland Cavaliers are to receive $10 million annually due to their new partnership with Goodyear Tires (Cleveland, 2017). 
[bookmark: _Toc513642938]2.5 Advantages and Disadvantages of Sponsorship
Advantages
1. The promotional aspect allows a company to easily reach a mass number of people simply through sponsorship, allowing companies to adjust their aims and objectives directly through analysing customers changing wants (Jobber, 2007).
1. Satisfying their customers allows the company to creatively manage their marketing mix, thus having a competitive edge in the market (Jobber, 2007).
The general results agreed by Mullin et al (2007), Dolphin (2003) and Jobber (2007) are
1. Improving the company image
1. Stimulating sales
1. Enhancing employee motivation throughout the company
1. Building new relationships between sponsors and beneficiaries
1. Creating goodwill throughout the industry
1. Changing the public’s perception of the company and/or its brand
1. Improving or building upon a corporation’s reputation
1. Generating general brand awareness
Disadvantages
Runsbech and Sjolin (2014) indicate that there are numerous examples of negative publicity brought upon sponsors.
1.  The behaviour or actions of their beneficiaries, particularly individual personalities. The behaviours and actions of these personalities can have a serious lasting negative image of the company and its brand. 
1. Runsbech and Sjolin (2014) also state that sustaining loyal customers has become more and more difficult due to buyer’s behaviour changing over time. 
Kitchen and Pelsmacker also state key disadvantages associated with sponsorship as listed below.
1. Sponsorship must be reinforced by other marketing areas
1. Sponsorship requires a large budget 
1. Less flexible due to the inability to not show off products or go into detail 
1. Some events are overly sponsored, and sponsors may become ineffective
1. Effectiveness of sponsorships are difficult to evaluate
Other negative effects can be directly correlated to sporting teams or events. A large investment given by a sponsor can mean they can dictate behaviours and patterns for the beneficiary, as the beneficiary may not succeed without the sponsors funding. An example of this would be Nike investing $160 million into the Brazil national team over five years which allowed Nike to decide where, when and whom the national team played twice a year (Berrett, 1993). Another notable example would be Air Canada threatening to withdraw its NHL sponsorships if the NHL did not address the frequency of “head-shots” and resulting injuries caused (Beiferheld, 2011). In Air Canada’s case, it would be considered that their threatening to withdraw NHL sponsors could be associated with their company image and were acting out of understanding for the general good and not just self-interest.
[bookmark: _Toc513642939]2.6 Evaluation of Sponsorship
With Colucci (2010) understanding that the philanthropic view towards sponsorship is long gone and expressing the growing desire for commercially based sponsorship deals growing, indicated further by Shilbury et al (1998) and Jefkins and Yadin (2010), who show the that the growing, capitalist, first world requires commercial based sponsors which benefit both the beneficiary and the sponsor themselves. The benefits can come in forms of return for the sponsor such as brand awareness, changes in public perception, creating relationships as well as the other forms mentioned above. For the beneficiary, they receive funding usually in the form of capital investment which can highly benefit their objectives going forward. Football teams can purchase players, charity events can receive more funding for events, etc. 
While the goals and objectives to be achieved through sponsorship can easily be declared, the determination that these goals can be achieved through sponsorship is notably more of a challenge. A new sponsorship deal can be set up between two parties and the everchanging attitude of customer buying behaviour can deem it unnecessary within a short frame of time. Although it is hard to deny the positive outcome reaching a wider spectrum of an audience can bring, debating the efficiency and cost can be easier to evaluate, positively or negatively, depending on the outcome.
Notable advantages come in the form of the monetary gain for the beneficiary and the brand awareness for the sponsor. These allow opportunities with both parties moving forward and can increase their media viewing and publicity through creating strong relationships together. Long term investments such as Nike and Manchester United, as detailed above, can be a fantastic approach to long-term relationship building between the two parties. 
The negatives are also in play with sponsorship deals for both parties. If a sponsor is directly related to a personality, the sponsor can be heavily impacted and affected by the personalities behaviours or actions and thus change the perception of the company in the public eye. Furthermore, sponsors who have a large investment into a beneficiary may dictate the beneficiary’s behaviour due to the reliance on the sponsors funding as well as the negative impact placed on the beneficiary without the sponsor. 
With numerous benefits and negatives, as well as a large focus on investment and cost, it’s important for corporations to include sponsorship into their marketing strategy and approach it as a key focus to pick the right brand, event, company or industry to choose as their respective sponsor or beneficiary.


[bookmark: _Toc513642940]Chapter 3 - Research Methodology
This portion of the paper will allow the researcher to discuss the various methods used or could be used to conduct the research as well as how effectively these methods have been implemented. The methods of research used are chosen to most efficiently collect data regarding the overlying aims and objectives and the focus of the study revolving around the awareness of the sleeve sponsorship at Swansea City AFC. To meet the aim of the research, the following objectives will be met;
1) Gathering information on current sponsorship deals and sponsors.
2) To gather and analyse data based on primary findings and data gathering, based on the awareness of the Swansea City AFC sleeve sponsor.
3) Investigate gathered data and literature and make appropriate recommendations based on findings.
This chapter will not prioritise focus on the objectives above but how the objectives will be met through the chosen research methodology. This will be done through showing how the research will be used to collect data, how this research will be created and utilised and the analytic aftermath of collected data.
[bookmark: _Toc513642941]3.1 Definition of Research
Thomas and Nelson (1996) define research as a way of solving problems through systematic and careful means. Collis and Hussey (2014) define research with similarity claiming that it’s “a systematic and methodical process of inquiry and investigation with a view to increasing knowledge” with Ariola (2006) further stating that the rationale for research revolves around finding further explanations, looking for verifiable truth and making discoveries. Furthermore, research is split into two specific types; primary and secondary with Glass (1976, p.3) defining primary as “the original analysis of data in a research study” and secondary as “the re-analysis of data for the purpose of answering the original research question with better statistical techniques or answering new questions with old data”.
The methods used to collect data can be split into two categories known as qualitative and quantitative. “Qualitative research is empirical research where the data are not in the form of numbers” (Punch, 1998, p. 4) and is multimethod, involving an interpretive approach to its research material (Denzin and Lincoln, 1994). Quantitative research on the other hand is described as explaining research through collecting numerical data that is then analysed mathematically usually through the use of statistics (Aliaga and Gunderson, 2002).
[bookmark: _Toc513642942]3.2 Research Paradigm
Positivism 
Positivism involves the research being viewed objectively and can be carried out without interfering with the data being researched (Levin, 1988) and that there is a single objective reality to any research being undertaken regardless of the researchers’ perspective (Hudson and Ozanne, 1988). Guba and Lincoln (1994) state a similar opinion of a positivist approach saying that positivism specifically revolves around the assumption of objective reality. The idea of the approach is that predictions can be formed on the previously viewed and the relevant relationships with the topic, objectively. In the context of this research, this would be relevant towards the general public in Swansea and their approach towards football and Swansea City AFC and the awareness of the sleeve sponsorship based on their relationship, strong or weak, with the sport and club. The rationale for this method of research revolves around the key element mentioned above, specifically analysing the relationship between interest in the sport and the awareness of the sleeve sponsor as well as allowing the research to be undertaken in an objective manner in which the researcher does not interfere with the participants responses. Thus, allowing for organic and realistic responses.
[bookmark: _Toc513642943]3.3 Research Method
Online Questionnaire
The chosen method for this research will be a survey, more specifically an online questionnaire. A questionnaire can be defined as a data collection method consistent of a series of questions for gathering information from respondents (Awabi, 2013). An online questionnaire is further defined as a “questionnaire that resides on the Internet, executes on a web server, and that respondents access via a standard Web browser” (Presser et al, 2004. p.362). The reasons for this choice are that online questionnaires allow for accurate answers from the participants which can be transferred into data that is easy to quantify and analyse, allowing for graphs and charts to be made breaking up answers into their own categories, ease of access and quickly completed for participants and straight forward to access once they are completed.
[bookmark: _Toc513642944]3.4 Advantages of Online Questionnaires
Fricker (2012) states the following as advantages to using online questionnaires as opposed to other research methods; online questionnaires are faster than other forms of research methods, regarding the delivery time, online surveys can reach participants faster than a survey sent through the mail. Online questionnaires are cheaper to create and manage than other methods of research, at least on a small scale therefore the cost for sending an online questionnaire out via email is cheaper than sending printed copies through the mail.
Mathiyazhagan and Nandan (2010) share similar views as Fricker regarding advantages of online questionnaires but specify more advantages. First mentioned is the faster time frame in which data is collected. As mentioned above, the time spent sending out the online questionnaire is much faster than other methods, as well as time spent retrieving the data. 
Secondly, online questionnaires are a relatively inexpensive method of collecting data. As stated prior, online questionnaires are relatively cost effective when small in scale and can cost very little to produce and collect the questionnaires and data, respectively (Mathiyazhagan and Nandan, 2010). 
Thirdly, more accurate survey data can be received. Due to the nature of the research method, data is usually accurate. Participants will simply fill in boxes or provide short, honest answers due to the anonymous aspect of the questionnaire (Mathiyazhagan and Nandan, 2010). 
Next mentioned is the ability to access to a wide range of participants. With access to the internet, a questionnaire can be sent out and accessed by anyone with appropriate access, globally (Mathiyazhagan and Nandan, 2010).
Mathiyazhagan and Nandan (2010) states that surveys and questionnaires are viewed as more ethical. With being able to answer questionnaires anonymously, participants are less inclined to feel pressure to provide common or more accepted answers. Interviewers or focus group leaders may apply this unwanted pressure onto the participants.
Online questionnaires are the only known method where generalised information can be gathered from almost any population or demographic. Questionnaires allow the researcher to break down answers into demographics or populations, giving generalised feedback that is easy to manage (Mathiyazhagan and Nandan, 2010).
[bookmark: _Toc513642945]3.5 Disadvantages of Online Questionnaires
As well as the advantages stated, Fricker (2012) also states the following disadvantages to using online based questionnaires.
First mentioned is the coverage error. “Today, the general population coverage for Internet-based surveys still lags significantly behind the coverage achievable using conventional survey methods” (p.357). Fricker (2012) implies here that while the Internet population is strong, covering a larger group of the population would be more accurate with other survey methods.
Fricker (2012) also states that there is no evidence to prove shorter fielding period. The overall response time from participants regarding online questionnaires is usually slower or non-existent compared to other research methods, which follows onto to the next disadvantage.
Lastly, Fricker (2012) says that response rates for online questionnaires are usually poor. Participants throughout the time of the Internet noticeably do not respond well to electronic or online surveys and prefer other methods of research.
Mathiyazhagan and Nandan (2010) specify their own disadvantages to online questionnaires, also. Mathiyazhagan and Nandan (2010) firstly state that data may be superficial. Without the ability to question participants further, the data may be shallow with no opportunity to develop further. Mathiyazhagan and Nandan (2010) continue by saying that individual respondents cannot have their data collected as a group. Although an individual may belong to a specific demographic, their opinions are individual and cannot always be grouped together.
Next, it’s stated that direction of own perception and judgement can be a key factor in judging data and that the researchers’ perception on the data may ultimately affect the outcome of the research (Mathiyazhagan and Nandan, 2010).
Lastly, Mathiyazhagan and Nandan (2010) claim that online questionnaires lack the ability to be dynamic. Online questionnaires are usually short and closed question with little room to develop longwinded opinions, thus being one dimensional.
[bookmark: _Toc513642946]3.6 Rejected Methods
Interviews
A method originally looked at was conducting research-based interviews with people in Swansea to find information based on their awareness of the football club and the sleeve sponsor. Interviews have many advantages over other forms of research gathering methods such as a high return rate due to the face to face interactions, the ability to ewer incomplete answers, involve reality to gain more truthful answers, a controlled environment to ask questions in a specific fashion and interviews are relatively flexible (Alshenqeeti, 2014). This method was eventually rejected to the disadvantages outweighing the advantages, most specifically the time-consuming aspect and that interviews are most suited for a small-scale study. Interviews also have the ability to impose subconscious bias and inconsistencies through the duration (Alshenqeeti, 2014).
Focus Groups
Another potential research method was to utilise focus groups by questioning a group of football and non-football fans simultaneously, gaining answers from both sets at once. Some advantages of focus groups are it is easier to conduct than other methods, it generates opportunity to gather data from group conversation, low cost and the speed in which data is gathered once the focus group is taken place is quick. Much as interviews, this method was primarily rejected due to the typical size of a focus group as it was judged that the sample size needed to be larger. Other disadvantages include the inability to decipher whether or not an opinion is formed individually or as a group, the effort and time taken to form focus groups, the atmosphere may feel forced and unnatural and the interviewer usually has more success with training (Krueger, 1994. Morgan, 1988).
[bookmark: _Toc513642947]3.7 Sample Method and Size
The technique of sampling this research will use is known is the purposive sampling technique. Gathering data is a crucial part of the research, as data is meant to give the researcher a clear and knowledgeable understanding of the theory (Bernard, 2002). The purposive sampling method is deciding the choice of participants because of the attributes they possess. It is a non-random method that doesn’t require theories or a specific number of participants. The researcher decides what is needed and what is imperative to be known and utilises participants who will give answers based on their insight, knowledge or understanding of the matter (Bernard, 2002). Due to the nature of this research, the purposive sampling method will allow the researcher to view data based on participants who are involved in some capacity with football and Swansea City FC. These participants will give responses based on their knowledge of the football club which will correlate with their awareness of the sleeve sponsorship.
Burgess (2003) says that the population, in terms of sampling, is the members of a demographic the researcher is interested in. A sample is then defined as a portion of that population that is “usually chosen because to access all members of the population is prohibitive in time, money and other resources” (p.4). Due to this information relevant to the study, this research will sample a population size of 100 participants. Using SurveyMonkey’s sample size calculator and Niles (2006) calculation for margin of error, the calculator gave us a recommended sample size of 97, it gave us this result by taking into consideration Swansea’s population, confidence level and margin of error on the responses. This calculation deems 100 respondents a satisfactory number to analyse. This sample size allows the researcher to gather data from participants who have varying levels of knowledge on the subject, which in turn will give a varied set of data to view when the research has been completed. 
[bookmark: _Toc513642948]3.8 Questionnaire Design
The aim of this questionnaire is to explore the awareness the public have on the sleeve sponsorship at Swansea City Football Club, therefore the questionnaire must look at the issue at hand with individual questions and base its focus around that one specific question at a time. Burgess (2003) states that “a key link needs to be established between the research aims and the individual questions via the research issues. Issues and questions can be determined through a combined process of exploring the literature and thinking creatively” (p.6).
Questionnaires are usually split into two categories when questioning participants. These are open-ended and close-ended questions, both with their own advantages and disadvantages. Close-ended questions limit the participant to a specific answer or more offered by the researcher, while open-ended questions allow the participant to respond freely and state their own opinion (Foddy, 1993). Reja et al (2003) state that open-ended questions give the benefit of participants potentially providing answers spontaneously, a true reflection of how they feel, thus avoiding bias given by the researcher. Reja et al (2003) specify a strong disadvantage with open ended questions stating that they result in higher non-responses than close-ended questions. Copeland (2017) claims that close-ended questions can be beneficial to a researcher due to their ability to be answered easily and quickly as well as the shorter timeframe to analyse and compare the data. Copeland (2017) further states disadvantages by claiming that the close-ended questions may result in participants not answering truthfully due to their ideal answer not being available and that questions can sometimes be misinterpreted.
Using the information above, it is best suited for this online questionnaire if the research follows primarily closed questions for the respondent’s answers and the research will also utilise ratings questions to understand the respondents on a scale. Open ended questions will be used when appropriate, following off closed questions for the respondent to state their opinion on a matter.
[bookmark: _Toc513642949]3.9 Reliability and Validity
LeCompte (1982) states that it is imperative for research to strive for authentic and reliable results which demonstrate credibility in the findings. This research method is designed for credibility and accuracy and thus, reliable in nature. LeCompte (1982) says that reliability is the extent that surveys can be replicated and “it requires that a researcher using the same methods can obtain the same results as those of a prior study” (p.35). With this research using an online questionnaire, it designed with ease of access in mind and access to the same if not similar demographic and population of the initial study if this study is to be replicated in the future.
Heale and Twycross (2015) say that validity is the accuracy in which a concept is measured during research, ensuring the data collected is an accurate representation of the population is a priority in this particular research. Jansen et al (2007) discuss the validity of online questionnaires being at risk due to the temptation and simple nature of altering the survey between time periods, especially if multiple waves of data are to be collected. The researcher can take their time during these ‘waves’ to alter their questionnaire design. Regarding validity for questionnaires, it is stated that the more participants across multiple platforms that take part, the more accurate the corresponding data will be. A higher respondent figure ensures that there is a general thinking across the population that represents the common opinion and not just a small amount of people stating their opinion for the rest (Phelan and Julie, 2006).
[bookmark: _Toc513642950]3.10 Limitations
A main concern with this research is the audience not having access or not choosing to use the internet. Despite the clear growth in internet use, there is still a relatively substantial portion of the public who do not use it, therefore with this research the opinions of these people will not be discovered using online questionnaires (Kaye and Johnson, 1999). If the research was to be carried out again, sending questionnaires via mail may be an alternative to reach these members of the public. This would allow the researcher to compare findings between internet and non-internet users for extended research. Another potential limitation is the sample size of this particular research being 100 which is a small percentage of the individuals who this research is targeted at which may make results not reflect the opinion of the masses correctly. With this limitation in mind, the researcher has made sure that the sample size, though small, is sufficient enough regarding the collection of data and the accuracy of that data. Using online questionnaires will also allow the survey to reach very different members of the public allowing for a varied opinion across the sample size.
[bookmark: _Toc513642951]3.11 Sending the Questionnaire to Respondents
The online questionnaire was available to the general public through Google Surveys and posted on various social media platforms on the 27th March 2018 and was kept open for completion until 50 participants had completed the survey.


[bookmark: _Toc513642952]Chapter 4 - Analysis of Results
This research chapter explores the understanding and awareness of Swansea City AFC’s shirt sleeve sponsorship through the data gathered through the online survey. This information is primary data and gathered using Google Survey with all information being obtained from respondents. 
This research was carried out to find connections in demographic and awareness of the sleeve sponsor and this chapter of data findings will allow us to compare and contrast information from respondents to awareness of sponsorship.
Although the initial number discussed was to receive 100 responses from participants, the online survey received half of that at 50. After analysing the data, this number was deemed sufficient and was appropriate to carry out findings.
[bookmark: _Toc513642953]4.1 Findings
The results of the online survey can be split into three separate categories.
Personal characteristics and demographic.
	Age, gender, income, etc.
Attendance at Swansea City AFC football games.
	Home game attendance, away game attendance, ownership of season ticket.
Shirt sleeve sponsorship awareness.
	Awareness of sponsorship existing, awareness of who the sponsor is and what they do as a business.


[bookmark: _Toc513642954]4.2 Personal Characteristics and Demographic
Age
[bookmark: _Toc513642859]Figure 2. Age of survey respondents
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The age of respondents widely varied with almost two thirds of participants in the survey being aged 18 to 24 and 25 to 34 year olds as the second largest group but still behind 18 to 24 by a comfortable number. According to the Office of National Statistics, 98.9% of people aged 16 to 44 use the internet actively (2017) so the data found through the shirt sleeve sponsorship survey corresponds with that finding, seeing that 86% of respondents were of that age demographic. 
In addition to these similarities, some irregularities occurred when analysing the age demographic of survey respondents compared to the average of fans of football in the UK, with Mander and McGrath stating that the largest age category of football fans is 25 to 34 year olds, followed by 35 to 44 year old and 18 to 24 year olds coming in at third largest (2015). Providing comparable results, the Premier League released statistical information indicating that the average age of a premier fan attending matches is 41 years old (2015). The information provided by the Premier League (2015) states that this number is lower than previous years showing the average age of fans is decreasing as the seasons go on.

Gender
[bookmark: _Toc513642860]Figure 3. Gender of survey participants
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While the percentage of male to female participants is relatively close, 27 (54%) of the respondents to the survey were in fact female. Statista (2017) indicate that within Europe, more men use the internet than women with 82.9% of men using internet regularly compared to 76.3% of women. With this data, it’s clear to see the difference between men and women actively using the internet is a relatively small amount although does not explain the contrasting results in male to female participants within the sponsorship survey.
To explain the findings found within this survey, Vermeren (2015) conducted a study which shows that 74% of internet users use social media with 76% in women and 72% in men. Due the sponsorship survey being available to the public through social media sites, the information found through Vermeren’s research shows data explaining why more women may have participated in this survey than men.
While looking at women’s opinion on football related topics, Riley (2016) explains that female supporters make up approximately 25% of fans in attendance of football games and women’s football itself “has also seen a sharp rise in attendances and TV coverage”, indicating a growth in interest of the sport for women. Zimmermann (2016) also states similar findings by stating that throughout the year, the percentage of men to women who say they follow football was 67% to 33%, a very comparable result to the previously mentioned 25%. 
Income
[bookmark: _Toc513642861]Figure 4. Yearly income of survey participants
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Based on the responses from participants, the majority at 54% earn under £20,000 with 32% earning £10,000 to £20,000 and 22% earning less than £10,000. Regarding income, Dobre-Laza (2006) claims the sport of football has a working class identity which follows the theme found in the sponsorship survey that football fans tend to be involved in the working class and therefore earn a working class income. With match ticket prices rising with football earning more and more money every season, working class fans may be “priced out” of the games (BBC, 2013) which will result in sponsorship deals being mostly unseen by a huge portion of the population.


Occupation
[bookmark: _Toc513642862]Figure 5. Occupation of survey participants
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[bookmark: _Toc513642842]Table 1. Occupation of survey participants
	Occupation
	Number of respondents

	Full time employment
	27

	Part time employment
	9

	Full time student
	10

	Part time student 
	3

	Other 
	6


This particular question allowed for multiple choices to cater to those who may be in both education and employment.
To coincide with the information found in the BBC article (2013), the majority of respondents who took an interest in this survey in full time employment makes sense due to the cost of being regular football fan and the price of attending games. These people in full time employment may also be more likely to purchase products shown to them through sponsorships due to disposable income.

[bookmark: _Toc513642955]4.3 Game Attendance and Viewership
Home Game Attendance
[bookmark: _Toc513642863]Figure 6. Home game attendance of survey participants
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From the findings obtained during the sponsorship survey, out of 50 participants, 27 say they never attend Swansea City AFC home games. With an estimated 23 million football fans in the UK to which 52% of those attend live games in some capacity (Zimmermann, 2016), the majority of respondents never attending a Swansea City home game complies with this information due to the huge amount of population who do not enjoy football enough to attend matches.
Out of the 50 respondents, only 7 attend every home game meaning that the shirt sleeve sponsorship only actively reaches 14% of people on a regular basis with more sporadic attendees may not notice the sponsor at all.


Away Game Attendance
[bookmark: _Toc513642864]Figure 7. Away game attendance of survey participants
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Unsurprisingly, even more respondents say to never attend away games than home games and not one participant responded to say they attend every away game. This information may coincide with the findings above dictating the cost and monetary problems that come with being a regular football fan, with travel costs and the price of tickets increasing (BBC, 2013). Despite this, Swansea City AFC average high away attendances in the premier league with involvement in a seasonal average of 40,283 (WorldFootball, 2018) indicating the high quantity of away fans they take to even the largest stadiums around the UK.


Season Ticket Holders
[bookmark: _Toc513642865]Figure 8. Survey participants who are season ticket holders
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Continuing the theme of participants not actively attending many games, it comes as no surprise to find that 8 of the 50 respondents own season tickets. However, this figure for season ticket owners is quite comparable to the number of season ticket purchases within the Swansea City area. The population of Swansea being recorded at 239,000 (Swansea Council, 2011) and Swansea City AFC having reportedly sold 15,000 season tickets (TalkSPORT, 2017), leaves the percentage of season ticker holders in Swansea at 15.9%, extremely comparable to the figure found in the sponsorship survey.


Viewing Games at Recreational Locations
[bookmark: _Toc513642866]Figure 9. Survey participants viewing games at recreational locations
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Following the trend set in earlier findings, a relatively substantial portion of respondents don’t watch Swansea City AFC games at all with 15 of the 50 responses. However, football fans are known to watch games from home and other recreational places with 44% of fans watching at home through a TV or laptop (Mander and McGrath, 2015). The trend of 70% of people choosing to watch Swansea City games at home or other recreational places may coincide with the information found earlier about more expensive travel and increasing ticket prices. Perhaps these fans would attend games more regularly if the costs were not so high.


[bookmark: _Toc513642956]4.4 Awareness of Swansea City Sponsor and Purpose
Awareness of Shirt Sleeve Sponsor
[bookmark: _Toc513642867]Figure 10. Survey participants awareness of shirt sleeve sponsor
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Out of the 50 respondents, 31 had no knowledge of Swansea City AFC having a shirt sleeve sponsor whereas 19 were aware of its existence. Due to the theme found throughout this research of many of the respondents not watching Swansea City games in any capacity, it is perhaps unsurprising that many were not aware of the sponsor. With Letou, a sports gaming website and online casino (Letou, 2018), being the football clubs main sponsor therefore displayed on the front of the shirt, it will attract more attention to a sporadic viewer, thus a shirt sleeve sponsorship may be more difficult to recognise. 
“The sponsor awareness refers to a customer ability to identify the brand, the brand recognition, remember the past exposure, brand recall. The sponsor awareness has effective the target audiences who must be known to exist of the brand” (Biscaia, 2013). This quote details the importance of brand awareness and the understanding and awareness of the sponsorships existence itself. With 70% of respondents watching Swansea City games sometimes and only 38% of respondents having an awareness of a shirt sleeve sponsorship, perhaps the salience of the company isn’t being increased as much as was hoped.
Awareness of Shirt Sleeve Sponsors Name
[bookmark: _Toc513642868]Figure 11. Survey participants awareness of shirt sleeve sponsors name
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As shown above, 32% of respondents were correct in choosing Barracuda Networks as the sponsor, 16 out of the 50 participants. This number is relatively low in terms of brand recognition and awareness of the sponsor but remains higher than the other choices for the respondents. 
Awareness of a brand is the initial starting point for any company reaching out to customers (Koniewski, 2012) and with over half of the population partaking in sporting events (Humphreys and Ruseski, 2009) it’s important for companies such as Barracuda Networks to choose the best possible outcome regarding advertising and sponsorship to increase the awareness of the brand. 
A more positive outlook on this may be the connection between the respondents who were aware of the shirt sleeve sponsorship existing and the respondents who knew the shirt sleeve sponsor was Barracuda Networks. 38% of respondents were aware that Swansea City AFC had a shirt sleeve sponsor for the 17/18 Premier League season and 32% of respondents were aware that the sponsor was Barracuda Networks, a sizable portion of the initial 38%.


Awareness of the Purpose of the Shirt Sleeve Sponsor
Figure 2.11 Survey participants awareness of shirt sleeve sponsors purpose
[image: ]
Whereas the question above which discussed the awareness of the company’s name received a high amount of correct responses when compared to the number of respondents who were aware of the sponsors existence, the number of respondents who were correctly able to identify the purpose of Barracuda Networks was lower, with only 16% giving the answer cloud storage protection. This is shown through their own website as “Barracuda Networks offers industry-leading network security products for data storage & disaster recovery, content security, and networking & application delivery” (Barracuda Networks, 2000). 
[bookmark: _Toc513642869]Figure 12. Open choice question
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To coincide with the above question, the sponsorship survey asked participants to describe what they believed their chosen company did in their own words. With 36 responses to this question and only 6 correct responses involving Barracuda Networks shows the low correct response rate regarding the awareness of the shirt sleeve sponsors purpose and the general awareness of the shirt sleeve sponsor.
[bookmark: _Toc513642843]Table 2. Open choice question responses
	Open choice question responses
	Number of Respondents

	Correctly stated Barracuda Networks purpose
	6

	Gambling or betting company
	4

	Mobile network company
	4

	Other
	18

	Wasn’t aware
	4




[bookmark: _Toc513642957]Chapter 5 - Conclusions and Recommendations
This study was conducted in order to evaluate the awareness of the shirt sleeve sponsor at Swansea City AFC, Barracuda Networks by surveying members of the public and using the respondent’s data to gain knowledge and understanding of the awareness the public has on this matter. This chapter of the research will summarise the overall findings of the research undertaken, reaching conclusions for the objective questions. This chapter will also provide appropriate recommendations based on the findings after the fact and recommendations for carrying out similar research on this topic going forward.
[bookmark: _Toc513642958]5.1 Conclusion
Objective 1) Gathering information on current sponsorship deals and sponsors.
Having required information on sponsors and sponsorship deals before the research was undertaken, the researcher gathered a comprehensive review of current literature in order to analyse existing information on the topic. Definitions on sponsors and sponsorship were looked at firstly to pinpoint definitions to different aspects of sponsorships and also to compare the opinions of various academics in the field.
Looking at previous uses of sponsorship deals in various areas such as sports, programme, arts and events, the researcher was able to find various usages of sponsorship deals in numerous different environments to detail the possible outcomes and understanding what to look for when undertaking their own research on the topic.
The researcher studied the various reasons and objectives for sponsorship, as in why companies would partake in such dealings. The researcher analysed the work of academics in the field to compare and contrast their work and opinions to detail a comprehensive list of several pieces of writing. The academics analysed were Dolphin (2003), Jobber (2007), Mullin et al (2007), Comwell and Maignan (1998), Amis et al (1999) and Andreff and Szymanski (2006). Using the research and findings of these academics, the researcher was able to find common themes and also analyse differences in the research to understand how objectives would differ throughout different industries.
The next section of the chapter was analysing advantages and disadvantages of sponsorship, working through various academics once more and comparing the different benefits and drawbacks they provided to create a list detailing them individually. This section of also provided examples for when both sponsorship deals were at advantages for the company and also disadvantages.
Lastly, the researcher created an evaluation of this chapter, detailing the overall themes of the chapter in precise paragraphs and utilising common themes found throughout the research to create recommendations draw conclusions to create a basis to study the field further.
Objective 2) To gather and analyse data based on primary findings and data gathering, based on the awareness of the Swansea City AFC sleeve sponsor.
To complete this objective, the researcher created an online questionnaire to work as a survey to gather non biased data and general views from a wide spectrum regarding the awareness of the Swansea City AFC sleeve sponsor. 
The survey was split up into three sections; the demographic of the respondents, how often they attend Swansea City AFC matches and their personal awareness of the sleeve sponsor at the club. Using these three sections, the researcher could break down information on respondents as a whole to find correlations and differences to compare and analyse. 
The demographic questions were general questions asked to find out basic information about respondents such as: what your age is, what is your gender, what is your occupation and what is your yearly income, just to find out the bare minimum about as many respondents as possible. 
The following questions centred around attendance at Swansea City AFC, home and away, as well as how often the respondent watched Swansea City AFC games from home or other places of recreation. These questions included: how often do you attend Swansea City AFC home games, how often do you attend Swansea City AFC away games, are you a season ticket holder and how often do you watch Swansea City AFC games from home or other recreational places.
As mentioned prior, the last section provided questions for insight into the public’s awareness of sleeve sponsorships at Swansea City AFC prior to this survey and their understanding of it as it stood. These questions were: awareness of Swansea City AFC’s shirt sleeve sponsorship prior to the survey, awareness of the name of the sponsor, awareness of the purpose of the company and lastly for the respondent to describe what the company does in their own words.
[bookmark: _Toc513642959]5.2 Recommendations
Objective 3) Investigate gathered data and literature and make appropriate recommendations based on findings.
The final objective of the research was to use the data and literature found throughout the study and make appropriate recommendations based on those findings. These recommendations can be found below.
Recommendations for Future Research on this Topic
The primary research that was completed for this study was an online questionnaire or survey which surveyed 50 participants regarding their awareness and understanding of the shirt sleeve sponsor at Swansea City AFC. Originally, the researcher had anticipated and planned for 100 respondents but unfortunately due to time restraints the survey was closed to the public at 50. With hindsight and understanding the necessary amount of time required for appropriate responses from the public, the researcher would leave more time available between sending the survey out and waiting for participants to reply in order to create a wider and more varied demographic in the respondents.
Due to the nature of this study, specifically looking at Swansea City AFC, and the availability of the survey to everyone because of its accessibility on the internet, the researcher would recommend having surveys completed within the region of interest, e.g. Swansea City for Swansea City AFC. Using this method, the research could perhaps survey 100 or more participants all with a direct association with Swansea City or the football club, giving more accurate results.
The research could also look at various football clubs and their respective shirt sleeve sponsors in the premier league to find any correlations and differences between the clubs and if their fan bases have more awareness of their existence and purpose depending on the size and popularity of the club and/or sponsor.
Recommendations for the Awareness of Swansea City AFC’s Shirt Sleeve Sponsor
Based on their primary research undertook during this study, the outcome of the findings was that the general public that partook in the survey were not aware that Swansea City AFC had a shirt sleeve sponsorship and weren’t extremely aware of the company who sponsors them and their purpose. Although, the majority of the participants who knew of the shirt sleeve sponsor were aware of who the company were.
For the awareness of this sponsor to become more apparent to the general public and fans of the club, perhaps something simple such as increasing the size of the logo on the shirt would be a wise choice. Swansea City AFC could potentially look at investing further into their marketing department with the help of Barracuda Networks in order to generate awareness and publicity for the sponsor. Due to the modern day aspect of Barracuda Networks operations, cloud storage and IT protection, fans and the public could be made aware of the benefits to this company and be shown why they should care about it and why it would be important to them.
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