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1.0 Background and Basic Knowledge
Sponsorship through brand endorsement has been an emerging field in marketing and advertisement business of the modern world. With increasing interest of larger sum of public in different kinds of sports and games, marketing agencies are coming up with the idea of giving products the face of different kinds of celebrities from TV, movie industry as well as from favorite sportsmen of region. This dissertation will seek to explore the impact of shirt sponsorship on the brand awareness of Glamorgan County Cricket Club’s supporters. One particular area it will look into is the T20 format, a fairly new format in the context of the game, because it is the most watched and most followed by fans. Branding through sports have been used in the advertisement business for a fairly long period now. Big companies endorse athletes, sportsmen for launching their products and increasing brand awareness. Different types of brand awareness campaigns are launched through TV commercials, Billboard holdings etc. which include football, cricket, hockey and other sports’ celebrities. The reason for such endorsements are that the fans of these celebrities want to associate themselves with their favorite cricketer, football player etc. and thus so start to follow the products that such celebrities are endorsing. Apart from brand endorsements of other sorts, shirt sponsorship is another form of big brand endorsements that are fairly common in all sorts of sports but is most effective in football and cricket. Already it has been observed that marketing through cricket has been an effective way of promoting different international and regional brands. We would like to analyze the effect of brand awareness through shirt sponsorship in the Glamorgan County Cricket in Twenty20 cricket. Glamorgan is one of the oldest county cricket clubs in UK. Before moving forward, let’s first discuss Twenty20cricket, Glamorgan CCC and the basic concept of sponsorship. In the next chapters we will review the relevant literature to our topic, our research question, methodology, result and then we will move to conclusions.














1.1 Twenty20 Cricket
Twenty20 cricket, often abbreviated to T20, is the shorter version of limited overs cricket and was introduced to increase the game’s popularity, particularly with the younger generation; due to declining crowds and reduced sponsorships. One of the main reason to introduce the shorter version of cricket is to encourage the spectators to enjoy the shorter version of sports and to keep the time span of the game similar to other popular sports of the era (like football, hockey etc.)(Daily Mail, 2008). T20 cricket was officially started by the England and Wales Cricket Board (ECB) in June 2003. The first inter-county competition match took place at the Rose Bowl, near Southampton, when Hampshire Hawks took on Sussex Sharks in the Twenty20 Cup (Brown, 2016). The first match took place on 13th June 2003 and Hampshire won the match by five runs after a tough nail-biting competition. This competition was relatively successful in terms of attracting crowds and serving its purpose of fast-paced and exciting cricket, with Surrey Lions claiming the title for the county cricket tournament. The success carried on into the second season; when Lord’s held the first T20 match in 2004, around 27,500 spectators turned up to watch, which was the highest attendance at the ground for a county cricket game (excluding a one-day final) since 1953 (Weaver, 2009).
T20 cricket was successful in increasing the brand awareness as it attracted bigger crowds than first-class competition. Bigger crowd always mean better chances for brand awareness and bigger investments by the companies to market their products. With the increasing interest of people in T20 cricket, more and more sponsors got their interest in different formats of Twenty20 cricket. A big proof for the said are many cricket leagues started by different cricket boards internationally, for e.g. BCCI started Indian Premier League (IPL), Bangladesh Cricket Board started Bangladesh Premier League (BPL) and Pakistan Cricket Board initiated Pakistan Super League (PSL). Apart from county cricket and different local leagues by cricket boards, the first T20 cricket world cup took place in Johannesburg in September 2007. The first Twenty20 cricket world cup was won by India, where they beat Pakistan in a sizzling world cup final. With the increase in more bilateral series between different countries of cricketing world, Twenty20 cricket has now become the most entertaining form of cricket with big number of Twenty20 cricket fans from around the globe.








1.2 Glamorgan County Cricket Club (GCCC)
Glamorgan CCC was founded in 1888. It is one of eighteen first-class county clubs in England and Wales’ domestic circuit, and the only Welsh first-class cricket club. Glamorgan has won both County Championship and Pro40 three times each. The club plays its home games at Sophia Gardens, which became a Test cricket venue in 2009 when it hosted an Ashes match between England and Australia. Since the club’s commercial partnership is with SWALEC – suppliers and distributors of electricity – Sophia Gardens is known as The SSE SWALEC, or simply ‘SWALEC Stadium’ (Hignell). Glamorgan CCC is dedicated to ‘not just cricket’, but also to understand its position in the community and the club’s environmental impact. According to the Sustainability Report of the SSE SWALEC (Cynnal Cymru, 2015), the club has adopted the “Well-being of Future Generations (Wales) Act that seeks to achieve a globally significant set of national goals that would make Wales one of the most sustainable societies in the world”. On reviewing the report, it is clear that progress is being made, for example carbon footprint has been reduced. Glamorgan also works with clubs and schools to grow the grassroots of the game through the development of innovative schemes that are delivered by professional players and their special community team. For their efforts, the club received the ECB ‘Best Community Scheme’ award in 2015 (Glamorgan Cricket). Glamorgan’s T20 shirt is currently sponsored by MiPost, Aston Martin, SA Group, SPTS Technologies and Gray Nicolls (Glamorgan Cricket, 2017). The couple of main sponsors are explained below in more detail. 
1.2.1 MiPost
MiPost is a postal solutions company and is a part of McLays, a privately owned company with a history tracing back to 200 years. MiPost was launched by McLays in 2011 as a specialist area of post-related services (Glamorgan Cricket). MiPost delivers innovative postal solutions to companies of all sizes. It claims that online production processes combined with postal sortation allows companies to save costs and gain environmental benefits (MiPost). 
These cost-saving opportunities could be in the form of:
  Hybrid Mail - the ability to send printed letters directly from PC 
 Downstream Access (DSA) - sortation of post before it goes to the Royal Mail for final delivery, offering cost reductions in postage.
 Personal Customer Relationship. 
Clays believes that the best way to work is through personal, face to face relationships and not through a website or call centre (Clays). MiPost has been one of the main shirt sponsor at the Glamorgan CCC since May 2014 (Glamorgan Cricket, 2014).
1.2.2 Aston Martin
Glamorgan CCC’s most recent sponsor (joined in 2017) is the well-known manufacturer of luxury cars, Aston Martin (Glamorgan Cricket, 2017). Since transforming the super hangar facility at the St Athan site in the Vale of Glamorgan, Aston Martin has indirectly created over 1000 jobs for suppliers and local businesses, as well as directly creating 750 new jobs at the plant (Dickins, 2016).
1.3 Objectives
 1) To analyze and evaluate the importance of sponsorship and brand awareness in the sports industry. 
2) To assess the extent of the public/supporters awareness of the sponsors of Glamorgan CCC. 
3) To make recommendations to GCCC on the continued use of shirt sponsorship.
 
















2.0 Literature Review 
This chapter focuses mainly on researching and gathering all the relevant information about this dissertation. Literature review starts with a research interest survey (Machi & McEvoy, 2016). Starting from understanding the basic concepts of marketing, direct marketing, moving on to sponsorship, and then sponsorship in games and sports in general. And then ultimately narrow it down to the importance of sponsorship in cricket before eventually working on the problem at hand. Once we acquaint ourselves with the basic knowledge, we can only then move to the next step of devising a methodology for the project. Literature review in general helps us understand the background and importance of problem/issue at hand on which a researcher is investigating. A good literature review will allow us to find out the best possible solution for the problems that we are dealing with. 

2.1 Marketing 
The concept of marketing is as old as the business world itself. The word marketing is derived from “market” which means a place where you sell your goods/services. Hence the word marketing can be said as the way or art of selling your goods/services where people with similar goods/services are also selling. Before we go to some of the most interesting definitions of marketing, we can say that marketing is a way through which the seller differentiates its product from other sellers. 
The marketing concept is a philosophy that encourages the industries to analyze the customer’s need and accordingly come up with a solution that is better and unique than the competition. According to Smith (1998), the producers main concern should be that they keep in regard the customer needs first before their own. This concept was adopted openly and widely about 200 years later. The main questions in marketing are: What does the customer want? How to keep the customer content? And will we be able to develop the product while there is still demand for it? Any company or industry have a specific dedicated department; the marketing department, whose main objective is to find answers to these questions and keep an eye on requirements of the consumers. 
As per Dr. Philip Kotlar of Philip Kotlar Group, marketing is defined as the mix of art and technology (science) to explore the needs of the potential customers and telling them about the solution which can fulfil their needs and desires. Marketing is a process through which agencies, companies and organizations portray their image to the costumers or potential customers (Cohen, 2011). 
According to Julie Barile- Vice president of E-commerce market, Fairway Market, marketing is a process through which the companies engage themselves with the customers and build their image, their product loyalty and brand sincerity with the customers. With the advent of digital marketing, the improvement in competition has now made marketing not only an art but a science as well where you need to know about your customer more than they probably know about themselves (Cohen, 2011). 
For the success of any product marketing plays a key role in it. For instance when introducing a new product which may not be needed that much by the customer but just for the sake of sales and profits, different companies introduce creative marketing campaigns which not only lead to the increasing demand of the product but also increase the customer database, all of this is possible just because of the proper and right marketing. Similarly, if there is a product launched according to customer needs, but it lacks the proper marketing campaign, the product will fail and hence result in a deficit of a company’s revenue. Therefore, focusing on marketing alongside the quality of products and customer needs is very essential and a key factor in running a successful business (Bashford, 2017).
Marketing can be characterized into two types; 1) Direct marketing 2) Indirect marketing.
Our focus for this research is direct marketing but before going into that let’s have a look at indirect marketing. 

2.1.1 Indirect Marketing
Indirect marketing is when a company is not in direct contact with its consumers, like seeing a post on social media or reading about the event in a newspaper regarding a company or workshops. Although indirect marketing strategy helps to increase the customer base by attracting the potential customers, but since it highly relies on content generation and creativity, it can be expensive in that regard (Bhasin, 2017).  

2.1.2 Direct Marketing
In 1967, Lester Wunderman was the first person who introduced the term “direct marketing”. Direct marketing as the name suggests is the way in which businesses have a direct contact with the customers, like we see options such as “Click to subscribe” or “Call this toll-free number” etc.  Direct marketing can be done via two main channels: physical channels or digital channels. Digital channels are like email, SMS, telemarketing whereas physical channels include mails, setting up a booth or door to door approach.
Direct marketing provides a business with the opportunity to have direct contact with its customers and build relationship with new or potential customers. It also helps in increasing the sales as via digital marketing the business can stay in contact with its existing customer, as well as get in touch with its old customers and tell them about the new products. Similarly, through physical marketing the business can attract new clients, like for example setting up a stall at a university or school with some creative outlook which will attract more clients (Schneider, 2018). 
Direct marketing allows a business to measure the success of its product quickly and easily, and it also allows more control and can be optimized easily. According to Schneider (2018), direct marketing safeguards the brand awareness.






2.2 Sponsorship
Sponsorship is a tool used by an organization to provide resources, funds or services to a club, in return for some rights and association with the club that may be used to help the organization commercially. The International Chamber of Commerce (1992) has defined sponsorship as “every communication action where a sponsor engages contractually to support financially (or other) in order to associate in a positive way its image, identity, brands, products or services to the event, activity, organization or person it supports”. (Beech & Chadwick, 2007, p. 270) Sponsorship could be in the form of a logo on a cricket shirt, signs at a stadium, or simply free advertising in the newsletter. To understand the concept of sponsorship you need to know why we need sponsorship, and why we need a sponsor to fund our cause. People know about sports brands because they watch sports, and they’re aware of which sponsors are funding their team by watching their respective advertisements during play. This way brands can target people with a specific background. 
People watching morning shows are different in category. Ads for people are specific for their genre. Ads are also area specific like flight have foods and drinks. Food and beverage companies will sponsor them, Bill board in heavy traffic area or work area is one of the best example of sponsors. A formal definition of sponsorship is: Sponsorship is a form of affinity marketing that provides certain rights and benefits to the buyer or “sponsor” (apm, 2018). It is usually in conjunction with a property, venue, personality, or event. Most often the sponsors may use the images and logo of the partner and call themselves an official sponsor of the property. 
Sponsorship is particularly effective when the sponsor and the property have similar goals, values and vision. Properly activated this affiliation casts a “halo” or conveys certain characteristics to the sponsor as a result of the strong recognition or fan base of the property. Sponsorship is much more than an outfield sign at a baseball park or a logo on a racecar. Sponsorship provides business access, connections, hospitality, affinity, audience access, and helps to shape public perception in a way that can be hard to achieve using your own marketing and branding efforts alone. Sponsors and properties working together can create a broader reach and shared objectives, multiplying the resources they have and leveraging the combined power of the relationship. Sponsorship is much more than advertising. Well-conceived sponsorships include an investment in activation. Activation is a term that is used to describe the specific ways in which the sponsored properties assets will be utilized. This could include physical space and interaction with fans or followers, direct contact via email or direct mail, special features and offers to brand customers, hospitality, entertainment and many other forms of engagement. 
Sponsorship is as effective in a B to B application as a B to C application. Many municipalities have addressed their funding issues by selling naming rights for parks and buildings, train stations and more. The real key is to find an organic linkage. One that makes sense to the public. Initially most sponsorships were endemic, like tires and tools for race teams (Weil, 2017). But as time has gone on the industry has learned that certain fans have loyalty to sponsors of the sport, community or a cause that they care about. That is how we wind up with M&M’s on a race car and pink ribbons on a can of soup. In my experience the real key to success with sponsorship is finding the insights that connect consumers and businesses. The time, the place, the feeling that connects them and creates preference, recognition, learning and buying. When it works, we all get it. Sometimes we don’t get it because we aren’t the target. Other times it is off the mark. It is like making a delicious meal; most people can tell if it looks nice and tastes good. But, making the recipe, knowing the ingredients and the proper preparation is something that takes experience and a willingness to develop the insights that separate your deal from the crowd.
Sponsorship is the most popular tool of marketing and has advanced so immensely over the last decade that according to Tripodi (2001), sponsorship is the element with the largest development in comparison to the other communication tools. The main purpose of a sponsorship is to earn cooperate benefit. It is a great way to enhance brand awareness which helps in increasing customer base and eventually the brand loyalty. According to Fortunato (2013), sport sponsorship is so demanding because it is so powerful in brand awareness and the exposure during the game, no matter if fans are watching it in the ground or through their TV.

2.2.1 Theory of Sponsorship
The theory of sponsorship is an ancient one. It dates back to the 19th century. The most common and the focus of this research is the corporate sponsorship whose earliest stages were when there was a media boom. These corporate sponsors used to put their title on the shows which helped in the flourishing of radio and television. But there was a setback as these name giving led to the increase in commercials or advertisements and eventually the corporate scholarships faced a downfall. However that is not it as these sponsorships rose again to its former glory in late 1980’s through sports, especially in the college games (Murdock, 2017), so we see that sports are the main cause of sponsorships climbing back up to be the most important tool in the marketing world. After late 1980’s there has been a constant growth in the popularity of sponsorship and by the start of 2000’s it had become a necessary part of a business empire.  

The basic theory of sponsorship was to increase your profits by paying someone else to do the marketing for you. 

2.2.2 Benefits
The reason for the sudden boost in the sponsorship concept is because it tends to have a lot of benefits. For a start, any business that sponsors any event or occasion has only one goal in mind, and that is to increase the brand awareness which goes without saying. Most of the time the new businesses tend to sponsor events, but sometimes well-established brands may need to sponsor in order to get their customer base back (Crook, 2013). One of the most common example of this is when 7up started sponsoring music festivals to reach a new younger audience. This sponsoring of music festivals led them to increase their sales by attracting new customers. 

Sometimes a brand/business starts sponsoring when they have a new product as they think what better way to market their new product than to sponsor an event and keep their brand logo up front along with the new product. Another benefit is free advertisement through media since whichever event or occasion a business is sponsoring it will be broadcasted to the world in some way. It will put the business in spotlight and on top of people’s mind (Crook, 2013).

Furthermore, every business has some social responsibility, and they tend to fulfil this responsibility by joining them with a nonprofit cause. Whenever a business sponsors a non-profit cause, it creates an emotional bond with its customers showing them their business does care which results in enhanced brand appeal and brand loyalty (Bashford, 2017).
2.2.3 Types
The type of sponsors can be categorized into two ways; firstly the type according to the nature of sponsor and the second is the place on the item according to the amount of sponsorship a company is offering (McQuerrey, 2018).
Accordingly to the nature of sponsor these are following categorizes;
1- Financial Sponsors: In this type the sponsors give money to the sponsee in order to gain few benefits like logo placement, brand awareness and promotion.
2- In-kind Sponsors: They differ from the financial sponsors in terms of what they give to the event, these sponsors provide the event with their own product
3- Media Sponsors: These sponsors tend to broadcast the event, and in return they demand some form of benefits at the event like free pass or the display of their tagline or logo. Also they are simultaneously promoting their company and the event. One must be careful in selecting the media sponsor and see if the media sponsor is targeting the same audience as the one you intend.
4- Location Sponsors: They play an important part as without any location sponsors there will be no location or place for the event to take place. For example, a ballroom offered by a hotel to arrange an event will in turn be beneficial for the hotel as the customers will increase and hence the sales will rise.
5- Labor Sponsor: It is a type of in-kind sponsor but the product of this sponsor is their labor and time.
6- Ticketing Sponsors: This fraction helps in sales of the event venue by setting up booths and stalls at the targeted audience vicinity. But this category seems to have deteriorated with the passage of time as online ticketing has taken its place.

Fig. 1: Glamorgan T20 shirt
[image: Image result for glamorgan t20 shirt 2017]










Source: (Bicknell, 2017)
Now according to amount of sponsorship, these are the following categories:
1- Title/ (Main) Sponsor: As the name suggests it sponsors the title and will dominate most of the event like in case of car racing, the title sponsor will cover most areas on the car and have the benefit of the maximum marketing. Glamorgan CC’s main sponsor is the MiPost and it is displayed on the front of the shirt.
2- Presenting Sponsor: Presenting sponsor is somewhat similar to the title sponsor but with a few lesser benefits, as these sponsors have the logos in a prominent position. Also they inspire the color scheme of the event, like a bank presenting a cricket tournament with a logo in shades of green will influence the sponsee in a way that the company’s logo as well as the color scheme is adopted in website making or in the event itself. Perhaps that is why Glamorgan’s shirt has blue colour because Natwest sponsors them.
3- Official Sponsor: It has a relatively small contribution than the previous two. 
4- Information Sponsor: This covers the media coverage and PR, and the contribution is less in comparison.




 














2.2.4 Sports Sponsorship 
Sports is something most of us are passionate about. It is a source of entertainment for all age groups, whether they like extreme sports like sky diving, skiing or something mild like chess championship or tennis. Every one of us has a favorite sport, a favorite team or a favorite sport's personality. Sports is something for which, if there is an upcoming event or match, people tend to adjust their schedules accordingly so they don't miss it whether they attend it by being at the event or through broadcast. 
Sponsors are eventually people as well and are most probably fans of some sport, and they see the potential of sponsorship in sports and hence opening up a flood load of opportunities for them. It is quite clever though, to see the potential in something people are passionate about and using it to their advantage. 
Investing in sports sponsorships is quite the clever investment. This is the branch which will not disappoint or lead to a loss. It is such a vast area with so much potential in every field. Any business has the option to invest in one or more of the potential fields since each one of them will turn the investment into revenue. Many businesses are viewing sports as a medium through which they approach their targeted audience (Bashford, 2017). 
According to Foster et al. (2016, p. 270), “sports sponsorship involves a third party (called the sponsor) investing in activities that promote its brand through associating with a sports property (called the sponsee), and using that association to access, ideally in a compelling way, stakeholders of the sports property”. Corporations hunt for sponsorship opportunities to increase awareness in targeted markets and to enhance their image, market share and sales (Beech & Chadwick, 2007). Sponsorship is believed to be effective when stakeholders associated with the sponsee enhance the brand, finances or the stature of the sponsor in a more economical way. Sports sponsorship is a vital part of marketing. It comprises of two parties, a sponsor (any business or company) and a sponsee (a sports club or any other event). Both of these parties enter this partnership with their own best interest; a sponsor is looking for brand awareness along with customer loyalty and a sponsee is looking for financial resources. 

Whenever we go to a sports event, the first thing we tend to notice or rather forced to notice is the cluster of brand logos everywhere. The reason we are bombarded with the logos is that the companies want to be visible to the audience, in order to attract more customers and provide themselves with a competitive edge. Since the audience in presence associates with one of the two or more teams playing, they will notice the brand logos jacketing their preferred team and will be inclined to buy the product of that brand. This way different companies increase their market share by leveraging audience loyalty to the team and attracting the competitor’s customer base. 





2.2.5 Shirt Sponsorship  
As discussed earlier that the first thing an audience takes into account when they walk into a sports event or watch it through a televised channel is the brand logos which are supporting their favorite team, and in some cases favoring against their team. This opposite support will definitely shift the customers to consider the companies sporting their favorite team. Because like it or not when it comes to favorite team or favorite brand, a customer will always choose the preferred team (apm, 2018). During sports sponsorship the company’s logos with the favorite team can be seen in different forms. They are everywhere on the sports gear like bats, knee pads, head gear or even on the wickets. They can be seen on their stands outside the field boundary, and the most prominent is their apparel like their shoes, trousers and shirts.
In this section we will focus on the shirt sponsorship. In most sports, shirt sponsorship has become a big marketing strategy. It is a key factor since the others like stands and sports gear is where the audience does not pay much attention to. But the shirts are something the audience is constantly looking at throughout the game. This undivided attention is used by the companies as a leverage to gain visibility, increase the customer base and loyalty. To show a shirt is sponsored, it could have a message, name, logo or emblem of the company that has sponsored it. Any relevance of the main sponsor is likely to be either on the front or the back of the shirt, so it can easily be seen. The more the sponsorship the more visible the company’s or brand’s logo will be, like when we see football teams such as F.C Barcelona or Real Madrid, the companies pay millions of dollar every year to stay as main sponsors of the shirt. This shirt sponsorship is so profiting that the shirt itself houses about five to six types of sponsors (Miller, 2017). 

For a shirt sponsor, the title sponsor will cover either the majority of the shirt or is printed most prominently as compared to the other sponsors, hence providing a competitive edge to the sponsor. They can have access to the players as well and can use them for the promotion of their own products. Brand ambassadors are a major type of such sponsors. Similarly presenting sponsors are the second important sponsor as they influence the color themes of the event or in this case the shirts. The different media coverage of logos on shirts around the arms or shoulders that are smaller in size as compared to the title sponsors are called the information sponsors. 
This shows the importance of shirt sponsoring that no matter what the size of your sponsorship is or what size the logo is on shirt, the shirt will host your logo and increase your brand awareness, customer base and market share in the respective departments.








2.2.6 The Link between Sponsorship and Brand Awareness  
According to Foster et al. (2016) the purpose of sponsorship is to build brand awareness, increase sales, motivate employees, improve community relations and increase brand loyalty.   
Sponsorship allows the company to gain publicity and increase brand recognition among consumers and other marketing targets. In major sports events, for example in cricket or football World Cup, there is a media coverage which is watched by millions of viewers around the globe. Through this coverage, sponsorships can increase the sales for companies from existing consumers as well as attract new ones (Foster, O'Reilly, & Davila, 2016).  
Beech and Chadwick (2007) believe that companies don’t always look to sponsor just famous people or teams, as they are also concerned with transferring their positive values on the company’s image. “Sponsorship cannot totally change a company’s image, but if an association is relevant, the company will be able to transfer the positive values of the team into the consumer’s mind” (Beech & Chadwick, 2007, p. 273). For example, if a company is concerned with protecting the environment, such as MiPost, it might have a positive impact on consumers as they’re like to recycle more.       
Brand awareness is another key factor in success of a business and its link with sponsorship will provide just that boost it needs to achieve the success. While offering sponsorship to the events the companies have different targets in mind to achieve. Brand awareness is one of them. When a company sponsors a tournament or championship it is essentially opening door to great opportunities. By sponsoring a company is letting people know about its existence or about the product or in some cases both. Sponsorship is a great platform to introduce a new product because the potential of new customers coming in is very high and it also provides an edge to the companies over its rivals. This way the company can stimulate its sales and enhance the profits. Brand awareness will lead to a promotion of positive image of the company, and it can also be useful in correcting the company’s image in the eyes of the customers. That is to rebuild itself in the eyes of customers and hence to get their customers back. This leads to building good relationship between the company and the customers and also between the company and its employees. Since by sponsoring and increasing brand awareness, there will be more room for opportunities for the employees, they will have a new challenge to face, a new objective to achieve, and this will keep the employees excited and result in the better performance of the company (Crook, 2013).
Brand awareness may lead to new employment opportunities as well, as we know that the unemployment rate has increased over the past few years and people are always in search of new employment options. Since this sponsorship will result in increased sales, the company will be looking for recruitment to fulfil this demand. They will want to employ more people in the marketing department to innovate and come up with unique ideas to hold their customer base along with analyzing their needs and demands, so they do not flee or get bored after using just one or few products or services (Cohen, 2011).
Similarly, brand awareness through sponsorship will result in improving goodwill among the community and the company, as in some small towns companies view sponsorship as a way to improve the community’s condition. Therefore brand awareness largely will provide a gateway for a bucket load of benefits to the company itself (Higgins, 2017). So essentially when sponsoring a game, a tournament or a championship, the company is aiding its own success which is fundamentally the goal for any business; that is to succeed. This sponsorship will help them to not only to be successful in their respective field but also to thrive, increase its sales and profits exponentially. This may also allow them the opportunity to explore new fields and expanding the business.





















3.0 Research Method  
3.1 Research Onion  
[image: ]
                                                                               Figure 1
Source: (Saunders, et al., 2007)

According to Rajasekar et al. (2013, p. 2), “research is a logical and systematic search for new and useful information on a particular topic”. This research is being carried out to extend our understanding into the topic of shirt sponsorship and supporters/brand awareness.  
The positivism philosophy will be used for the online questionnaire. Positivism contends there are single true answers to questions which can be found by carefully applying scientific procedures, such as experiments, statistics and qualitative results, to reveal a truth about the way society operates and functions (Crossman, 2017).   
A deductive approach will be used, with the aim to test a theory. This involves “developing a hypothesis (or hypotheses) based on existing theory, and then designing a research strategy to test the hypothesis” (Wilson, 2010, p. 7). The outcome of this will be a confirmation or modification of the theory.  
A survey strategy will be used. The essence of survey approach can be explained as “questioning individuals on a topic or topics and then describing their responses” (Jackson, 2011, p. 17). These questions will be asked via Survey Monkey – an online web form used to design questionnaires.  
The choice used will be mono-method. “A mono-method study uses only one type of method, one quantitative or one qualitative. In general, in a quantitative study, the data is in numerical form and this information will be analyzed using quantitative data analysis techniques”. (Azorín & Cameron, 2010, p. 96)
A cross-sectional time horizon will be used. This method of research provides us with a ‘snapshot’ of a situation in time. (Brady & Johnston, 2008)

3.2 Research Question
Do logos of sponsor companies on Twenty20 shirts of Glamorgan CCC enhance their brand recognition?

3.3 Hypothesis Formulation 
To predict the result of the study, null and alternative hypothesis are formulated from derived research question. According to Andy (2009), the prediction which tells there is an effect present in the study is called as alternative hypothesis and denoted as H1. The other hypothesis which is opposite of alternative hypothesis says that there is no effect present in the study is called as null hypothesis and denoted as H0 (p. 27). For the research question of this study, following hypothesis are formulated: 

H0: Logos on T20 shirt benefits sponsors in their brand recognition among fans of Glamorgan CCC

H1: Logos on T20 shirt does not benefits sponsors in their brand recognition among fans of Glamorgan CCC

3.4 Selecting Relevant Variables
To test hypothesis formulated in previous section, this study needed variables i.e. dependent and independent. Dependent variable is an effect of something whereas Independent variable is the cause of the effect (dependent variable). Identified variables from the research questions are as follows:

Dependent variable: Brand recognition 
Research question is to check if logos of sponsor companies on Twenty20 shirts of Glamorgan CCC enhance their brand recognition. Therefore, brand recognition has been checked in this study.

Independent Variable: Sponsors on the T20 shirts 

Research question is to check if logos of sponsor companies on Twenty20 shirts of Glamorgan CCC enhance their brand recognition. Therefore, sponsors’ logos on T20 shirt are the cause of the brand recognition which has to be checked in this study. 

3.5 Type of Study
This study is a survey based research. Survey research is defined as "the gathering of data from a sample of people through their answers to questions"  (Jane et al., 2012, p.25). Survey research is a type of field study that comprises collection of data from a sample of components (in this study Glamorgan CCC fans) drawn from a well-defined population (in this study, residents of UK) through the usage of a questionnaire  (Penny, et al., 2013). Data has been gotten from people and gatherings using review look into for a considerable length of time  (Julie, 2015).
 
This study explored has verifiably included substantial populace based information gathering. The basic role of this sort of study looked into was to get data portraying qualities of an expansive example of people of intrigue quite rapidly.

Questionnaire used in this research for collection of data contains nineteen questions in total (see Appendix). Questions are related to fan demographics, fan’s understanding of sponsor’s logos on T20 shirt, fan’s favorite brands, fans favorite teams, the impact of sponsor companies’ logos on T20 shirts of their favorite and competitor teams etc.

3.6 Analysis of Data 
The questionnaires allowed the collection of quantitative data which is then analyzed. To produce questionnaires, an online website – Survey Monkey – was used. The website made it easier to collect data for this research. By using the website, questionnaire was easily spread to fans of the Glamorgan CCC. Collected data is analyzed through computerized tool – SPSS. This tool is used to analyze data in tabular and graphical way. Computer generated results are more validated than the manual results. SPSS is a tool used to analyze a large number of data at a time with valid and accurate results. SPSS is used in statistical tool used in social science studies for analyzing and comparing results.

3.7 Resources and Programs 
The study used various resources required to complete research such as the Internet, Google Scholar, books, reports, academic journals and the university library as well as online library. After the development of questionnaires using Survey Monkey, social media i.e. Facebook was used to issue those questionnaires to collect the required data. To complete this research, social media helped in collecting the required data. 


3.8 Questionnaires
Questionnaires comprise of a progression of questions to gather data from respondents. Questionnaires are conducted in order to gather large size of information in a short period of time. Questionnaires are thought of a kind of written interview. (Saul, 2018).
An online survey strategy will be used in the form of questionnaires that will be created as web forms; and database software will be used to store the answers. Web based questionnaires are resourceful and time efficient method for performing large studies (Jane et al., 2015).

3.8.1 Pros of Online Questionnaires  
One advantage of an online questionnaires is that members of the sample group can remain anonymous. The respondents input their own data, and it is stored electronically and automatically. It is also efficient for a large sample of people because the questionnaires contain same set of questions.  
Another advantage is that surveys are much cheaper than most of the other primary data collection methods, i.e. interviews, because there are drastically lower overheads when collecting data using surveys (Denscombe, 2014).
Online questionnaires are also convenient for respondents as they can sit the questionnaire according to their schedule and at their own pace.    

3.8.2 Drawbacks of Online Questionnaires  
A disadvantage of this method of data collection is that there may be limited respondent availability and sampling. For example, certain populations are less likely to have internet access and want to respond to online questionnaires. Therefore it may become difficult to collect data to ensure greater depth for the research.  
Another disadvantage of online questionnaires is dishonesty as respondents may not answer all questions truthfully. This can happen for a variety of reasons, including attempts to protect privacy and respondents social desirability bias. To stop dishonesty, respondents can be assured that their privacy is valued, and that personal identification is prevented (Debois, 2016).

3.9 Sampling  
A purposive sampling will be used in the questionnaires. A purposive sampling method is used where the researcher decides to question a certain population within the business/club because of their knowledge and position. According to Crossman (2017) “this type of sampling can be very useful in situations when you need to reach a targeted sample quickly, and where sampling for proportionality is not the main concern”.  
The population chosen for the questionnaires is the supporters of Glamorgan CCC, as they are the most likely to be aware of clubs sponsors. Glamorgan has a fan base of approximately 25,000 supporters, therefore random sampling will be chosen for the research.   
3.10 Sample Size 
In accordance with the research methods chosen, it is best to go with a sample size of between
90-150 participants.    

3.11 Validity  
“Validity is the extent to which the research findings accurately represent what is really happening in the situation” (Anon.). For the study to be valid, the questionnaire should be asking the right questions to the right people, in order to produce reliable results. To keep in mind the validity of data, questionnaires were sent to the fans of GCC club. Fans of GCC were requested to fill in the form in their own leisure time so that data they provide is not biased. Convenience sampling made the data accurate and valid. Fans filled questionnaire at their own ease and answered each question with their own understanding and interest.

3.12 Resources and Programs  
The study will require various resources such as the Internet, Google Scholar, books, reports, academic journals and the university library as well as online library.  
After the development of questionnaires using Survey Monkey, Facebook was used to issue those questionnaires.   

3.13 Ethical Considerations  
It is important to remind the participants that their identity will be anonymous when taking the questionnaire. As previously mentioned, confidentiality is likely to bring about honest answers from participants. Therefore the questionnaires were dealt with strictest confidence.     Participants who were also fans of Glamorgan CCC T-20 cricket club remained anonymous. They filled questionnaire at their own places and without disclosing their identity. To ensure that they really are the fans, questions in questionnaire are very much related to the game and the sponsors. Therefore, these questions can only be answered by a fan.
To keep these things in consideration, participants were not asked to tell their name or even accurate age. It was asked in a range to take the idea in which participant belonged to.






4.0 Analysis of Data  
The questionnaires will allow the collection of quantitative data which will then be analyzed. To produce questionnaires, an online website – Survey Monkey – will be used, which will make it easier to collect data. The data produced will be stored in tables, and graphs will be used to compare and find patterns in the results.    
4.1. Overview
For this survey based study, appropriate data was collected through a questionnaire containing nineteen questions. One type of data, for this study, that was collected is quantitative data. The collected data was then tabulated and statistical tests were conducted. The results of collected data were used to analyze the results.
This chapter includes detailed description of the collected data and how it was analyzed to get the results for performed survey based study.

4.2. Quantitative Data
This survey based study collected quantitative data. Quantitative data is numerical data which is collected through questionnaires, tests (e.g. Pre&Post-test) and surveys etc. This research collected quantitative data through a questionnaire (see Appendix).

4.3 Collected Data
The data collected is then categorized in the following way to make it easier to analyze and then conclude/ deduce the relative results.

4.3.1 Questionnaire
This study questionnaire has nineteen questions which cover different aspects of fans of Glamorgan CCC club. Questions from fans asked about their demographic, how they see themselves as a fan, how many times they watch cricket matches etc.




5.0 Results and Conclusion 
5.1 Introduction
In this section we will discuss the findings of our research. This section will discuss the impact of shirt sponsorship on the fan base of Glamorgan Country Cricket Club. It will also entail how the fans sees the brands supporting their preferred team and the influence it will have on the sponsor’s customer base. This section will enlighten us about the link sponsorships have on brand awareness. After that we will move on to few limitations of this research and finally to some recommendations for the purpose of future research. 

 5.2 Graphical Results
 5.2.1 Gender

[image: ]
Figure 2
Figure 2 shows that 69% of respondents were male and 29% of fans among 93 respondents were female. This data shows that fans of Glamorgan CCC cricket club are both - male and female. Female showed their interest in Glamorgan CCC T-20 cricket. 




5.2.2 Age
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Figure 3
Figure 3 shows fan following age that was also the sample for this survey based research. This data shows that Glamorgan has fans from different age range. Questionnaire allowed fans of age 10 till 50 plus. After analyzing the data with the help of tool, it is found that Glamorgan CCC has a huge amount of fan following of different age range in both genders.




5.2.3 Occupation
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Figure 4
Questionnaire asked fans if they are student or professional. Figure 4 shows 53% of fans are students among 93 respondents. This data shows that Glamorgan has more students’ followers than professionals. Students are watching and enjoying T20 matches more than the professional.










5.2.4. How many times do you watch T-20 Glamorgan CCC cricket matches?
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Figure 5
Figure 5 shows that Glamorgan CCC cricket matches are being seen by different numbers of viewers at different times. The highest percentage is ranging from 11 to 20. T20 cricket matches by Glamorgan CCC and that is 34%.





5.2.5 What kind of audience are you? Please tick the sentence that describes you.
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Figure 6
Figure 6 shows that most of the fans like to watch Glamorgan CCC T-20 cricket matches at home and then the other highest number of fans goes to watch match regularly. This question checks if the respondent is actually a fan who watches T20 matches and follow Glamorgan County Cricket Club.





5.2.6 How do you recall your team? Which of following factors help you identify?
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Figure 7
To know how well Glamorgan’s fan follows cricket sponsors, question in figure 7 was asked. After analyzing data, it is revealed that fans remember their favorite team by brand logo on their shirts. This shows that brand name has great impact on T-shirts of players. This also shows that fans give full attention to the shirts of the cricket players.


5.2.7 What are the most significant brands to you?
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Figure 8
According to (Yang & Ha, 2014) brand awareness is how fan easily recognize the sponsor. This brand awareness is directly connected to brand recall and recognition. Figure 8 shows which significant brands fans remember by their logo on the jersey of Glamorgan CCC team. Options in the question were the brands that sponsor Glamorgan CCC T-20 cricket matches. Fans answered Aston Martin at maximum. This result showed most of the fans remember sponsors logos and the brand names – written on jersey of players of Glamorgan CCC – written on jersey of players of Glamorgan CCC -20 cricket teams.

5.2.8 Does sport sponsorship affect you in general positively?
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Figure 9
Figure 9 shows how much sport sponsorship affect fans following in general positivity. Result of this question shows that the 35% fans are positively affected by sport sponsors. Sponsorship has great positive impact on fans. This is great sign for the sponsors of sports. Sponsors who are spending a good amount on sponsorship get a good response at the end. Fans that are following Glamorgan CCC T20 cricket are being positively impacted by the brand and the sponsors of their favorite team.

5.2.9 Do you general neglect brands due to sponsor certain team?
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Figure 10
Figure 10 shows how fans are responding to sponsors when they sponsor certain team. Result shows that 35% of the fans have agreed that they neglect sponsors because they sponsor certain team. They follow their own favorite team’s sponsors. While 19% fans remained neutral to this statement.

5.2.10 Do you feel positive attracted by brands due to sponsor your favorite team?
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Figure 11
Figure 11 shows that fans of Glamorgan CCC T20 cricket are more inclined to their favorite team’s sponsors than other. 38% are strongly agreed with the question that they feel positively attracted by brands due to sponsor their favorite team. While only 3.2% fans have disagreed this statement.

5.2.11 Do you neglect brands due to sponsor competitor’s team?
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Figure 12
Figure 12 shows results of a question to check fan’s negligence to the sponsors of their competitors. 21% have agreed to this statement that they neglect their competitors’ sponsors. They are more towards their favorite team’s sponsors and neglect competitor’s sponsors. No matter if the sponsors’ brand is good enough they go with their favorite team’s sponsors.

5.2.12 Usually I link the image of sponsor brand with the sponsored sport event.

[image: ]
Figure 13
Figure 13 explains result how fans of Glamorgan CCC link the image of sponsor brand with the sponsored sport event. It shows that 41% fans link sponsors brand image with the sponsored event. They have strongly agreed with the statement.

5.2.13 Based on the following categories, please name the company sponsors Glamorgan CCC, if you don’t remember choose other.
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Figure 14
Figure 14 shows the result of fan’s remembrance of sponsors’ categories. Sponsorship of companies for brand awareness on jersey of Glamorgan CCC teams has been working hard to reach out to maximum people. This question was asked to check if fans remember what they see while watching T20 cricket matches of Glamorgan CCC cricket.

5.2.14 The sponsor of the sport event helps to improve the sport system.

[image: ]
Figure 15
How much sponsor helpful to improve sport system is been asked by the fans through this question. Figure 15 explains what fans of Glamorgan CCC feels about this. 40% of fans believe that sponsors of the sport event are improving the sport system. Not only brand awareness but sport system has been improved by this sponsorship.








5.2.15 When sport event got loss or scandal, sponsor brand will affected by this bad image.
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Figure 16
31% of fans believe that any scandal or loss of sport affects the image of sponsors. Figure 16 shows the complete result what fans of Glamorgan CCC thinks about this statement. Results prove that only 14% of fans believe that any scandal or loss of sport doesn’t affect the image of sponsors.

5.2.16 Sport sponsorship contributes to successful brand for the event sponsor.
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Figure 17
Figure 17 shows that 44% of fans agree with the statement that the sport sponsorship contributes a lot in successful brand awareness. 6.4% participants have said that they are strongly disagreeing with the statement. The difference in this ratio clearly states that that sport sponsorship highly contributes to successful brand for the event sponsor.










5.2.17 Sponsor of sports event raises the level of their brand goodwill.
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Figure 18
Figure 18 shows that 35% of fans agree with sponsors’ contribution in the event affects brand goodwill. Fans follow their teams’ sponsors and this increases goodwill of brands.

5.2.18 Sponsor of sports event contributes to increase the media impact.
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Figure 19
In this era of technology, media impact is very important. 41% of fans agreed with the statement that sponsor of sport contribute to increase the media impact. While only 5% of fans strongly disagree with this statement.


5.2.19 Sponsor of sports event contributes to increase the budget of sports clubs and communities.
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Figure 20
Figure 20 shows the answer of the question that sponsors of sport event do contribute to increase the budget of sports club and communities. While only 4% of fans disagree with this statement. This concludes that sponsors of sport event have a great impact on the fans, clubs and communities.


5.3 Conclusion
After analyzing the data it is concluded that null hypothesis is failed to reject. This shows that sponsorship on T20 cricket shirts has great impact on brand awareness. This gives brands a good way to reach maximum people. People remember names and products of the brand while watching and enjoying Glamorgan CCC T20 cricket matches. Fans of Glamorgan purchase and use products they see on their favorite teams’ T20 cricket jersey. This does not onlyboost up the sale of the products, but expands to a broader reach of people. Fans love to use products which their favorite team use or even just put logo on their T-20 jersey.

Results have shown that there is great impact of shirt sponsorship on awareness of brand. Sponsors' logos let fans of Glamorgan CCC to know about brands. Fans of Glamorgan CCC T-20 cricket get awareness and understanding of brands while watching and enjoying match. They follow their favorite team's sponsors. They not only like to buy their favorite team's sponsored brands but recommend to others. They keep their favorite team's sponsors at high priority.

Glamorgan CCC T-20 cricket fans have shown a positive attitude towards the Glamorgan T-20 matches and sponsors related to them. They at some level remember sponsors and they have positive attitude towards these sponsor's brands.

Results have also shown that Glamorgan CCC T-20 cricket fans dislike competitor's sponsors. They have shown how they respond to sponsors to their favorite team and the competitor's. 

Another question was to know if brands are disliked due to certain reasons. Its result showed that fans agree with this statement. People are disliking and rejecting certain brands due to certain reasons. Reasons included competitors’ rivalry, any bad event, and any mishap between two players or teams.











5.4 Limitations
Although we have been able to conduct a successful research there were still some restrains and limitations to this. Which we would like to overcome and stated in the recommendation section.
Below we list some of these limitations.
1-The main hurdle in our research was lack of time.
2- The sample size considered was small.
3-Due to not being able to travel we failed to cover different areas with high GCCC fan followers.
4-Although this research was successful in depicting the influence of sponsors on respondents, it was limited to only one type of sport.
5-Respondents are likely to have different reactions toward different sports.
6-Due to the limitations discussed in 4 and 5 it is obvious that this research cannot be generalized to any kind of sport or the fan-base.
















5.4 Recommendations
Considering the fact that Glamorgan County Cricket Club have a vast fan following and from this research we understand that the shirt sponsorship has a positive influence on the brand awareness and customer base. Keeping in view the results, conclusions and the limitations discussed it will be safe to offer a few recommendations which will help in understanding more about the link between increased product sales and the sponsors. 
The research is done through the primary method, it would be recommended that now they extend the research through different methods like moving forward with a secondary method, like conducting interviews with the participants.
Another recommendation is to conduct this research on a larger scale with a larger time frame considering the fact that this research topic is a vast field and it would be beneficial to magnify this to a larger crowd.
Seeing as how successful this research has been it is recommended to take it to the next level, travel to different areas with GCCC fans and analyzing whether a sponsor’s objectives remain the same with the region or would they change.
This can be done for different kind of sponsorships, as in this study we discuss the shirt sponsorship. We can extend this into other forms of sponsorships like in other sports gear, i.e. helmets, pads etc.
Along with that this research can be done for different sponsors and find the impact on different factors, like in this research we discuss the influence of sponsors on brand awareness.
This research can be expanded into different sports as well figuring out the motives behind the different sponsorship.




Appendices: 
Questionnaire
Twenty20 shirt sponsorship of Glamorgan CCC in terms of Brand Recognition
* Required

Q 1. Gender *
· Male
· Female

Q 2. Age *
· 10 - 20
· 21 - 30
· 31 - 40
· 41 - 50
· Other:
· 

Q 3. Occupation *
· Student
· Professional

Q 4. How many times do you watch T-20 Glamorgan County Cricket Club Cricket matches? *
· 0 - 10 times
· 11 - 20 times
· 31 - 40 times
· 41 - 50 times
· More than 50 times
Q 5. What kind of audience are you? Please tick the sentence that describes you. *
· I watch cricket at home on television alone
· I watch cricket at home on television but not alone
· I watch cricket at public place alone
· I watch cricket at public place but not alone
· I go to see the game regularly alone
· I go to see the game regularly but not alone
Q 6. How do you recall your team? Which of following factors help you identify? *
· Color of the Kit
· Brand name
· Notoriety of the sponsor
· Size of the sponsor
· Place of the sponsor

Q 7. What are the most significant brands to you? *
· MiPost
· Aston Martin
· SA Groups
· SPTS technologies
· Gray Nicolls
· Discover Leaks

Q 8. Does sport sponsorship affect you in general positively? *
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree

Q 9. Do you in general neglect brands due to sponsor certain team? *
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree

Q 10. Do you feel positive attracted by brands due to sponsor your favorite team? *
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree



Q 11. Do you neglect brands due to sponsor competitor’s team? *
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree

Q 12. Usually I link the image of sponsor brand with the sponsored sport event *
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree

Q 13. Based on the following categories, please name the company sponsors Glamorgan CCC. If you don't remember choose 'other' *
· Technology
· Alcoholic
· Non-alcoholic
· Bank
· Food
· Sports
· Car
· Other:
· 

Q 14. The sponsor of the sport event helps to improve the sport system *
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree

Q 15. When sport event got loss or scandal, sponsor brand will affected by this bad image *
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree

Q 16.Sport sponsorship contributes to successful brand for the event sponsor *
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree

Q 17. Sponsor of Sports event raises the level of their brand goodwill *
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree

Q 18. Sponsor of Sports event contributes to increase the media impact *
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree

Q 19. Sponsor of Sports event contributes to increase the budget of sports clubs and communities *
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree
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	No

	B

	Os byddwch, sut byddwch yn sicrhau cydsyniad gwybodus?
	If yes, how will you secure informed consent?

	
	

	Rhowch eglurhad / Please explain: Data from surveys will be stored on Survey Monkey.



	Cynhwyswch gopi o’r ffurflen gydsynio os ydych yn defnyddio un.
	Please include a copy of the consent form if you are using one.

	
	
	
	
	
	




	ADRAN 4
	SECTION 4  

	CEFNOGWYD /APPROVED
	
	NIS CEFNOGWYD/ 
NOT SUPPORTED
	

	Datganiad
Mae'r wybodaeth a gynhwysir yma yn gywir, hyd eithaf fy ngwybodaeth a’m cred.   Rwyf wedi ceisio dynodi unrhyw risgiau a phroblemau sy’n gysylltiedig â’r prosiect / ymchwil neu gynhyrchiad ac rwyf yn cydnabod f’ymrwymiadau innau a hawliau’r cyfranogwyr. 
	Declaration 
The information contained herein is, to the best of my knowledge and belief, accurate.  I have attempted to identify any risks and issues related to the project/research or production and acknowledge my obligations and the rights of the participants.

	
	

	Llofnodau  
Dylai'r ffurflen hon gael ei chwblhau a'i llofnodi gan y myfyriwr a'r Cydlynydd y prosiect /Twitor 

	Signatures
This form should be completed and signed by the student and the Module tutor/Programme Co-ordinator.

	

	Myfyriwr / Student
A. Rahimi
	                                                                                 
	Dyddiad: / Date:
    27/11/2017

	
	
	

	Cydlynydd y prosiect /Twitor 
Project co-ordinator / Tutor

	
	                                                                                                                 Dyddiad: / Date:
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	Cyfranogwr Rhif Adnabod: 
Participant Identification Number:
	

	
CWESTIYNAU CYFWELIAD SAMPL 

	
SAMPLE INTERVIEW QUESTIONS 


	TEITL Y PROSIECT: / PROJECT TITLE:





	1


	

	2


	

	3


	

	4


	

	5


	

	6


	

	7


	

	8


	

	9


	

	10


	




	ENW A CHYFEIRIAD YR YMCHWILYDD
	NAME & ADDRESS OF RESEARCHER
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	Cyfranogwr Rhif Adnabod: 
Participant Identification Number:
	

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
SAMPLE PARTICIPANT INFORMATION SHEET


	TEITL Y PROSIECT: / PROJECT TITLE:






Dear Participant: 

My name is Abdullah Rahimi and I am studying in the School of Business at UWTSD.

I would like to invite you to participate in my research project. This project will provide an analysis into the shirt sponsorship, and the brand awareness of Glamorgan CCCs supporters. I believe your opinions will be extremely helpful to me. 

Through your participation in the questionnaire, I hope to ascertain and meet the objectives of my project.

All questionnaires will be kept strictly confidential to the researchers involved and at NO time will individual questionnaires be released to the general public. This gives you a chance to express your views on your programme a confidential and anonymous forum and still be able to make a difference. Your participation in this study is completely voluntary so you can withdraw from the questionnaire at any stage. 

My questionnaire should take about 15 minutes to complete, but there is no time constraint. There are also no right or wrong answers. Attached to this letter is a consent form. 
I understand that your time is at a premium but your opinions are very valuable to me. 

After careful and precise analysis of the data obtained from this questionnaire, I will be happy to provide you with a copy of the findings at your request. The results of this questionnaire will hopefully enhance my understanding of relationship between sponsors and brand awareness amongst Glamorgan’s supporters, and data will be stored on portable pen drive. The results of the research will be fed back to UWTSD.

I thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience. 


	ENW A CHYFEIRIAD YR YMCHWILYDD
	NAME & ADDRESS OF RESEARCHER
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How many times do you watch T-20 Glamorgan County Cricket Club Cricket
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What kind of audience are you? Please tick the sentence that describes you.
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How do you recall your team? Which of following factors help you identify?
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What are the most significant brands to you?
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Does sport sponsorship affect you in general positively?
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Do you in general neglect brands due to sponsor certain team? *
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Do you feel positive attracted by brands due to sponsor your favourite team?

Ansvered 93 Siippes: 0

Neither sgree. -
e l

swongy
g

0% 0% 2% % A% S% G0N 0% B0%  S0%T00%

ANSWER CHOICES ~ responses -
~ strongly agree EZ ®
- g sa7% 2
~ Neither agree nor isagres 15055 "
~ Disagree 230 +
~ Swongly dissgree 3239 s

ToTAL £




image13.png
Do you neglect brands due to sponsor competitors team?
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Usually I'link the image of sponsor brand with the sponsored sport event
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Based on the following categories, please name the company sponsors

Glamorgan CCC. If you don't remember choose ‘other’.
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The sponsor of the sport event helps to improve the sport system
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When sport event got loss or scandal, sponsor brand will affected by this bad
image
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Sport sponsorship contributes to successful brand for the event sponsor
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Sponsor of Sports event raises the level of their brand goodwill
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Sponsor of Sports event contributes to increase the media impact
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Sponsor of Sports event contributes to increase the budget of sports clubs
and communities
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