
 

 

 

Abstract—It is seen that sport with many different sub-branches 

and categories has become an important branch of industry in terms 

of providing economic gain and creating employment. With the 

growth of the sports industry, the marketing of goods and services 

that are directly or indirectly related to sports has become 

remarkable. Not only the companies that produce sports goods and 

services, but also the companies that produce non-sports goods and 

services try to take part in the sports sector through sponsorship by 

recognizing the impact of sports on people. With the sponsorship of 

sports teams, leagues, federations or organizations, many brands, 

products and businesses become more recognized and increase brand 

value and indirect sales. The aim of this study is to reveal the 

relationship between sports sponsorship and brand value. The 

questionnaire method was used to learn the opinions of the fans and 

to measure the relationship between sports sponsorship and brand 

value. The scales were the Communication Companies Sport 

Sponsorship Scale (Ercan and Özbek, 2017), and the Brand Value 

Scale (Yoo and Donthu, 2001; TaĢkın and KoĢat2016). The 697 data 

sets obtained from the five competitions were subjected to correlation 

and regression analysis. As a result of the statistical analyzes, when 

the relationship between the perspective to the sponsor brand and the 

sub-dimensions of brand value was examined, a weak and positive 

relationship with perceived quality and brand loyalty, and a high and 

positive relationship with brand awareness was found. However, 

there was a very weak and positive relationship between the 

perspective to the sports sponsorship and the perceived quality and 

brand loyalty and a weak and positive relationship with the brand 

awareness. In general, when the whole effect of sport sponsorship to 

the brand value is analyzing, it is seen that it has a moderate and 

positive effect. 
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I. INTRODUCTION 

Sports industry includes sports facilities, sports 

organizations and activities, sports tourism, sports equipment, 

sports technology, sports hardware, e-sports, athlete nutrition, 

athlete health and other relevant areas (Connor and Mazanov, 

2010: 31; Ekmekçi and Dağlı Ekmekçi, 2010:24; Argan and 

Katırcı, 2012:6; Ünal and Ramazanoğlu, 2013: 37;Alkibay, 

2015:196;Tekin and EroğluEskicioğlu, 2015:15). 

As sports has become prevalent, the marketing of goods and 
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services that are directly or indirectly related to sports came 

into view. Not only the companies that produce sports goods 

and services, but also the companies that produce non-sports 

goods and services started to take part in sports marketing by 

recognizing the impact of sports on people (Argan and Katırcı, 

2012:6). 

Sponsorship means covering the necessary resources to be 

able to organize programs and activities through sponsor or 

sponsors. In comprehensive commercial sponsorships, 

intermediary institutions play a huge role in the organization of 

big activities or leagues by throwing together the sponsors 

(Madrill and O’Reilly, 2010: 134). 

Sponsorship is a means of marketing communication which 

allows an enterprise to advertise correctly and effectively and 

create positive image on the target market devoted to the good 

or the brand via an activity or event (Bennet, 1999). 

Sponsorship is seen on the areas such as culture-art, adventure-

travelling, social and sports sponsorships. Among the 

sponsorship areas, sports sponsorship takes the most common 

and popular place (Çoban, 2003:219; Tan andPyun, 2018: 1). 

In real terms, sponsorship agreements have been practiced 

in the last 20 years in Turkey. However, in Europe and US. 

sponsorship has been used as the most effective marketing 

communication tool (GümüĢ and Erdem, 2014: 2).Euroleague 

sponsorship of Turkish Airlines, official sponsorship 

agreements of Tadım, Nesine.com and SEK brands are 

examples of international sports sponsorship. 

With sponsorship, while brands benefit from sports for 

effective branding and increasing market share, at the same 

time main source of income of sports teams, athletes, leagues 

and federations is formed (Tan and Pyun 2018: 1). 

When in sports sponsorship practice, enterprises need to 

choose the most appropriate one according to their own 

purposes and goals (ÇiftçibaĢı, 2017: 41). Sports sponsorship 

is realized as individual athlete sponsorship, sports team 

sponsorship, sports organizations sponsorship, sports 

broadcasting sponsorship, sports facilities sponsorship, sports 

institutions sponsorship. 

Marketing goals of sponsorship placing the good to the 

market, advertising a new good or service, promoting the use 

or sale of the good, encouraging the dealers, supporting 

international marketing and utilizing to new studies and 

making changes in marketing policies. 
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Enterprises provides a competitive advantage by 

differentiating their products through the help of brand, 

moreover they have the chance of giving romanticism and 

personality to their products (Dicle, 2017: 46). 

Brand value with the consumer-based perspective is defined 

as when both have the same marketing stimulus and product 

features, consumers react differently to a focus brand and a 

generic product (Yoo and Donthu, 2001: 1). Especially sports 

sponsorships provide advantage in creating brand value as a 

result of the effects of emotions and being exposed to intensive 

visual (Davies et al., 2006: 33). 

Aaker (1992) explains brand value (brand equity concept) 

with five factors. However, those brand value factors are 

related highly and complete one another. 

1- Brand Loyalty 

2- Brand Name Awareness 

3- Perceived brand quality 

4- Brand associations 

5- Other proprietary brand assets 

Impacts of sport sponsorships are such impacts to develop 

positive attitude; brand placing and creating brand reputation 

in the mind of the target market, creating brand/good name 

awareness, creating or developing brand image, increasing 

sales and improving social relationships (Drennan and 

Cornwell, 2004: 1124; Masterman, 2007: 3; BaĢar, 2018: 

171).  

Thanks to sponsorships the attitude on the organizations 

symbolizing entertainment and positive effect will be 

conveyed to the brands. However, for the bond to be strong, 

sponsorships need to be for a long time. It is seen that 

consumers perceiving rapport between the sponsor and the 

organization think positively about sponsorship for the 

organization. Thus, brand image transfer and awareness of 

sponsor enterprise increases, and positive attitude is exhibited 

towards the sponsor brand. Brand name awareness and 

reputation of the sponsor brand that has high level of positive 

attitude should increase as its consumers have more 

information (Donald and Cornwell, 2003: 378-381).  

II.  THE PURPOSE, IMPORTANCE, METHOD OF THE RESEARCH 

AND CHOICE OF THE PARTICIPANTS 

This research aims to determine how strong sports 

sponsorship can influence brand value. As basketball catches 

many people’s fancy in Turkey and it has a high rating, 

sponsorship of the name sponsor of Turkish basketball league 

is chosen as the field to study. 

According to a research conducted for the 2017-2018 

season, the number of spectator attendance was determined as 

542.735 in Tahincioğlu Basketball Super League. In the 

second half of 2018-2019 season, we went to the determined 

Basketball Super League competitions and conducted 

questionnaire to volunteer fans. It is seen that the collected 895 

data set is between 99% confidence interval and 5% error 

margin and can represent the universe. 

As the questionnaire form, two dimensions of  

“Communication Companies Sports Sponsorship Scale” of 

which validity and reliability tests were done by Ercan and 

Özbek in 2017 and “Brand Value Scale” developed by 

Yooand Donthu (2001), validity and reliability tested by 

TaĢkın and KoĢat (2016). 

Research hypothesis is “H1: There is a relationship between 

the viewpoint of the Basketball fans for sports sponsorship and 

the sub dimensions of brand value of the sponsor enterprise”. 

With the 332 data collected from the first two competitions to 

test the functionality of the questions added to the scales, 

statistically analyzed as the pilot scheme (Teijlingen and 

Hunley,2001:1). The questionnaire was finalized by checking 

the functionality of the items on the scale in sub dimensions 

and item reliability. Main conduct was performed with the 42-

item questionnaire. 

Bartlett test and Kaiser-Meyer-Olkin (KMO) are the tests 

that are mostly used to check if the data is appropriate for the 

factor analysis, before conducting it. (Bozkır, 2005: 18). While 

conducting explanatory factor analysis, KMO (Kaiser-Meyer-

Olkin).70 and more is okay, between .08- .09 is perfect for 

Sample Qualification Test and for the data to be appropriate 

for factor analysis Barlett Sphericity Test should be 

statistically significant (Field, 2009: 647; YaĢlıoğlu, 2017: 75-

76). KMO of Sport Sponsorship scale is .000, significance 

level .924 and KMO of brand value scale is.000 significance 

level. 932. With these figures, scales are evaluated as valid. 

Reliability of Sports sponsorship scale α=.923, reliability of 

the subdimension viewpoint for sponsorship is α=.857, 

reliability of the subdimension viewpoint for the sponsor brand 

is α=.801’dir. The reliability of the Brand value scale is 

α=.916, brand name awareness subdimension is α=.765, brand 

loyalty subdimension is α=.798 and perceived quality 

subdimension is α=.816. In accordance with the results, the 

reliability of both questionnaires and subdimensions is high in 

reflecting the present state.  

 

 

 

 

 

 

 

 

20th LISBON International Conference on Marketing, Economics & Interdisciplinary Studies (MEIS-19) Oct. 16-18 2019 Lisbon (Portugal)

https://doi.org/10.17758/EIRAI7.DIR1019412 27



 

 

A. Demographic Findings of the Participants 

TABLE I. DEMOGRAPHIC DATA OF THE PARTICIPANTS AND THEIR KNOWLEDGE ABOUT THE TAHINCIOĞLU ENTERPRISE 

 Qualities f %  Qualities f % 
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TABLE II. KOLMOGOROV-SMIRNOV AND SHAPHIRO-WILK TEST RESULTS OF SUBDIMENSIONS 

 Kolmogorov-Smirnov(a) Shapiro-Wilk 

 Statistic df Sig. Statistic df Sig. 

View Point for Sport 

Sponsorship 
,114 697 ,000 ,923 697 ,000 

View Point for the Sponsor 

Brand 
,077 697 ,000 ,958 697 ,000 

Perceived Brand Quality ,078 697 ,000 ,981 697 ,000 

Brand Name Awareness ,104 697 ,000 ,964 697 ,000 

Brand Loyalty ,075 697 ,000 ,981 697 ,000 

 

a  Lilliefors Significance Correction 

For nonparametric data which are not distributed normally, 

Spearman Correlation is used (Eymen, 2017: 87). In addition, 

Regression analysis is also conducted. 

 

B.  Correlation Analysis Related with Research Variables 

In correlation analysis the direction and severity of the 

relationship between two variables is calculated. Correlation 

coefficient is between–1 and +1. The symbol indicates the 

direction of the relationship. (Eymen, 2007: 99-100; Field, 

2009: 167-179). Correlation analysis is conducted to find if 

there is a relationship between the factors that belongs to two 

scales used in the research and if there is a relation; to find the 

direction and severity of this relation. Spearman Correlation 

coefficient was not made use of because the data did not 

scatter normally (Kalaycı, 2017:117). 

TABLE III. RELATION ANALYSIS BETWEEN SPORTS SPONSORSHIP SCALE AND THE SUBDIMENSIONS OF BRAND VALUE SCALE 

Variables 
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Viewpoint for 

Sport 

Sponsorship 

Spearman’s rho Correlation 1     

Sig. (2-tailed) ,000     

N 697     

View point for 

the Sponsor 

brand 

Spearman’s rho Correlation ,661(**) 1    

Sig. (2-tailed) ,000 ,000    

N 697 697    

Perceived 

Brand Quality 

Spearman’s rho Correlation ,165(**) ,451(**) 1   

Sig. (2-tailed) ,000 ,000 ,000   

N 912 912 912   

Brand Name 

Awareness 

Spearman’s rho Correlation ,492(**) ,783(**) ,572(**) 1  

Sig. (2-tailed) ,000 ,000 ,000 ,000  

N 912 912 697 912  
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Brand Loyalty 

Spearman’s rho Correlation ,244(**) ,484(**) ,716(**) 
,730(**

) 
1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 

N 912 912 912 912 912 

**  CORRELATION IS SIGNIFICANT AT THE 0.01 LEVEL (2-TAILED). 

 

Between the viewpoint for the sponsor brand subdimension 

and the perceived quality and brand loyalty subdimensions 

(p<0,01)  of brand value sale there is a low and positive 

relationship (,451 and ,484)  in terms of significancy, with 

brand name awareness subdimension (p<0,01) there is a high 

and positive relationship (,783) in terms of significany. 

Besides there is a very low relationship (,165 and ,244) in 

terms of significancy, between viewpoint for the sponsorship 

subdimension and the subdimensions perceived quality and 

brand loyalty (p<0,01), and with brand name awareness 

subdimension there is low level (,492) and positive 

relationship. In accordance with the results, H1 hypothesis is 

accepted. According to the results, the positive increase in 

viewpoint for the sports sponsor brand causes a significant 

positive increase in the subdimensions of brand value. 

Especially the positive change in the viewpoint for the sports 

sponsorship brand causes a high and positive increase in the 

brand name awareness. 

C.  Regression Analysis Related with Research Variables 

Regression and Correlation analyses are conducted to 

determine the form, direction and severity of the relationship 

between variables. With correlationan alysisit is seen that three 

is a relationship between variables. Regression analysis is used 

to estimate how much of the Dependent variable (DV) is 

explained by one or more Independent variable (IV) (Field, 

2009: 198; Küçüksille, 2017: 199). Descriptiveness coefficient 

(R2) is the most common measurement way of goodness of fit 

of linear model. 

To this end, Regression analysis results related with the 

effect of sport sponsor brand (Tahincioğlu Realty enterprise) 

viewpoint subdimension on brand name awareness are 

displayed on (1. Regression model)Table4. And Table5. 

TABLE IV DESCRIPTIVENESS COEFFICIENT FOR 1. REGRESSION MODEL 

Model R R
2
 Adjusted R Square 

Standard Error of the 

Estimate 

 

1 ,792(a) ,627 ,626 ,48821  

Model Sum of 

Squares 

Df. Mean Square F Sig 

1 Regression 
278,337 1 278,337 

1167,77

1 
,000(a) 

 Residual 165,653 695 ,238  

 Total 443,990 696   

a: Independent Variable: Viewpoint for Sport Sponsor b: Dependent Variable: Brand Name Awareness 

It is seen that 62,7% of the change in brand name awareness 

is explained by view point for sport sponsor brand. F value of 

the model is set as 1167,77 and p value as ,000. P<α 

(,000<0,05) thus, model is statistically significant. 
TABLE V. REGRESSION ANALYSIS RESULTS FOR THE 1. MODEL 

Model 

 

Unstandardized 

Coefficients 

Standardized

Coefficients t 

 
Sig. 

 β St. Error Beta 

1 (Constant) ,387 ,099  3,912 ,000 

 Viewpoint for 

Sponsor Brand 
,844 ,025 ,792 34,173 ,000 

  

Beta (β) coefficient expresses Regression coefficient used 

for regressione quation and significancy level of these (Eymen, 

2007: 95).  Thus, it can be said that while other variables are 

fixed (sig. ,000 level of significance), a unit of change in the 

subdimension of viewpoint for sport sponsor brand makes a 

positive impact of 0,84 on brand name awareness. 

Regression analysis results related with the Viewpoint for 

Sport sponsor brand (Tahincioğlu Realty enterprise) 

subdimension on brand loyalty are displayed below on the (2. 

Regression model)Table 6. And Table 7. 
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TABLE VI. DESCRIPTIVENESS COEFFICIENT MODEL FOR 2. REGRESSION MODEL 

Model R R
2
 

Adjusted R 

Square 

Standard Error of the 

Estimate 

2 ,486(a) ,236 ,235 ,79374 

Model Sum of 

Squares 

Df. Mean Square F Sig 

2 Regression 135,101 1 135,101 214,440 ,000(a) 

 Residual 437,863 695 ,630  

 Total 572,964 696  

a: Independent Variable: Viewpoint for Sport Sponsorship b: Dependent Variable: BrandLoyalty 

It is seen that 23,6% of the total change of brand loyalty is 

explained by viewpoint for sports sponsor brand. F value of 

the mode is set as 214,44 and p ,000. P<α (0,000<0,05) thus, 

model is statistically significant. 
TABLE VII. REGRESSION ANALYSIS RESULTS FOR 2. MODEL 

Model 

 

Unstandardized 

Coefficients 

Standardized

Coefficients T Sig. 

 β St. Error Beta 

2 (Constant) ,994 ,161  6,182 ,000 

 Viewpoint for 

Sponsor Brand 
,588 ,040 ,486 14,644 ,000 

 

Interpreting the Beta (β) coefficient, it can be said that a unit 

of increase in viewpoint for sports sponsorship brand will 

make a 0,58 positive impact on brand loyalty while other 

variables ae fixed (sig. ,000 level of significance). 

Regression Analysis results related with the impact of the 

subdimension of viewpoint for sports sponsor brand 

(Tahincioğlu Realty enterprise) on perceived quality are (3. 

Regression model) displayed onTable8. andTable9. 
TABLE VIII. DESCRIPTIVENESS COEFFICIENT FOR 3. REGRESSION MODEL 

Model R R
2
 

Adjusted R 

Square 

Standard Error of the 

Estimate 

3 ,475(a) ,226 ,225 ,80785 

Model Sum of 

squares 

Df. Mean Square F Sig. 

3 Regression 132,358 1 132,358 202,808 ,000(a) 

 Residual 453,576 695 ,653  

 Total 585,934 696  

a: Independent Variable: Viewpoint for Sports Sponsorship b: Dependent Variable: Perceived quality 

  

It displays that 22,6% of total change of perceived quality is 

explained by viewpoint for sports sponsor brand.  F value of 

the model is set as 202,80 and p ,000. P<α (0,000<0,05) thus, 

model is statistically significant. 

TABLE IX. REGRESSION ANALYSIS RESULTS FOR 3. MODEL 

Model 

 

Unstandardized 

Coefficients 

Standardized

Coefficients t 

 
Sig. 

 β St. Error Beta 

3 (Constant) ,895 ,164  5,473 ,000 

 View point for 

Sponsor Brand 
,582 ,041 ,475 14,241 ,000 

 

Interpreting the Beta (β) coefficient, it can be said that a unit 

of change in viewpoint for sports sponsor brand will have a 

0,58 positive impact on perceived quality (sig. ,000 level of 

significance). 
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Fig. 1. Relationship Diagram between General Viewpoint for Sports Sponsorship and Brand Value 

 

Regression analysis results related with general sports 

sponsorship and its impact on brand value are displayed on (4. 

Regression model) Table10. and Table11. 

TABLE X. DESCRIPTIVENESS COEFFICIENT FOR 4. REGRESSION MODEL 

Model R R
2
 

Adjusted R 

Square 

Standard Error of the 

Estimate 

4 ,572(a) ,327 ,326 ,53880 

Model Sum of 

Squares 

Df. Mean Square F Sig. 

4 Regression 98,131 1 98,131 338,033 ,000(a) 

 Residual 201,759 695 ,290  

 Total 299,890 696  

a: Independent Variable: Sports Sponsorship b: Dependent Variable: Brand Value 

 

It is seen that 32,7% of the total change in brand value is 

explained by viewpoint for sports sponsorship. F value of the 

model is set as 338,03 and p ,000. P<α (0,000<0,05) thus, 

model is statistically significant. 

 
TABLE XI. REGRESSION ANALYSIS RESULTS FOR 4. MODEL 

Model 

 

Unstandardized 

Coefficients 

Standardized

Coefficients t 

 
Sig. 

 Β St. Error Beta 

4 (Constant) 2,409 ,091  26,492 ,000 

 View point for 

Sponsorship and 

Sponsor Brand 

,480 ,026 ,572 18,386 ,000 

a: Independent Variable: Sports Sponsorship  b: Dependent Variable: Brand Value 

 

 

It can be said that a unit change in viewpoint for sports 

sponsorship can make a 0,48 positive impact on brand value. 

III. DISCUSSION AND RESULT  

Analyzing the relationship between viewpoint for the 

sponsor brand and dimensions of brand value, there is a 

medium and positive relationship. According to this result, as 

viewpoint of the fans for sports sponsorship increases 

positively, brand name awareness increases at high level and 

medium increase is observed in the brand perceived quality. 

Regression model analysis results show that viewpoint for 

the sponsor brand explains 62,7%of total change of the 

sponsor brand name awareness, 23,6% of total change of 

brand loyalty and 22,6% of perceived quality. Besides 

analyzing the significance level of Regression coefficient used 

for β coefficient Regressione quation, it is confirmed that a 

unit of change in viewpoint for the sponsor brand 

subdimension has a 0.84 unit of positive influence on brand 

name awareness,0.58 unit on brand loyalty and 0.58 on 

perceived quality. 

In the Regression model results where the relationship 

between overview for sports sponsorship and brand value is 

shown, it is seen that 32,7% of the total change in brand value 

is explained by the general viewpoint for the sport 

sponsorship. Besides analyzing the significance level of 

Regression coefficient used in β coefficient Regressione 

quation, it is seen that a unit of change in general viewpoint for 

the sport sponsorship has 0.48 unit of effect on brand value. 

Considering the results of the study, it is seen that sport 

sponsorship is highly related with brand name awareness, 

brand loyalty and especially perceived quality. Thus, that 

choosing the appropriate sport sponsorship in accordance with 

the goals and the target market will increase the expected 

impact should be considered and choices should be made more 

carefully with detailed actions. 
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