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This paper reviews the common motives and major
impacts of sports sponsorships undertaken by sponsoring
organisations. Following a systematic review of 72
relevant articles, seven key motives for engaging in
sports sponsorship were identified. Marketing, customer
retention, and brand equity emerged as the most frequently
studied, while the sponsorship of emerging sports
associations for brand promotion was the least examined.
Regarding impacts on employees, findings from 28 articles
indicated that high retention and brand identification were
the most researched topics, with no studies addressing
potential negative effects. The study contributes to the
existing literature by highlighting overlooked motives and
effects of sports sponsorships. We recommend that future
research focuses on the less-studied motives and investigates
potential negative impacts on employees within sponsoring
organisations.
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INTRODUCTION
Sports sponsorship is an age-old strategy applied by the cor-
porate sector to achieve various objectives. In the 19th centu-
ry, it was sponsorship by Evangelos Zappas that paved the
way for the modern Olympic Games to be held in Greece (Kis-
soudi, 2005). Some objectives of sponsorship inevitably influ-
ence the behaviour of the employees of sponsoring compa-
nies. Corporate sponsorship affects the attitudes and perfor-
mance of such employees on different levels and in different
ways (Khan & Stanton, 2010). The main focus of the study is
examining the impact of companies' sports sponsorship on
their employees. These impacts can be independent or an off-
shoot of the firms' sponsorship objectives. The review article
hence also compares any possible impact on employees vis-à-
-vis the company's objectives while sponsoring sports.

Since sponsorship brings multiple benefits, companies
pursue a variety of motives under the guise of sports spon-
sorship. While most of these motives are explicit, some are im-
plicit. Sponsorship not only helps to put sporting events in
the spotlight, but is also a source of considerable revenue and
customer trust. It entails a symbiotic relationship where the
sports industry receives financial support and the sponsoring
company increases its brand awareness, which influences the
attitude held by employees (internal audience) of the spon-
soring companies. Brand promotion and customer loyalty, along
with economic gains, are the obvious goals a company seeks
to achieve with its sponsorship efforts (Cheong et al., 2019).
By achieving the objective of such mega brand awareness and
customer retention, the internal audience of the sponsoring
firm is bound to become influenced.

Another important objective pursued by sports sponsor-
ship is the sponsoring company's compliance with CSR (cor-
porate social responsibility). Despite the diversity of emerging
roles in an organisation's political, social and economic per-
spectives (Lindgreen & Swaen, 2010), the CSR approach mainly
focuses on the strategy of sports sponsorship for establishing
a quick and effective connection with the brand's customers
since it is viewed as soft and sceptic-free marketing of the brand
(Cornwell et al., 2005). A further focus of the approach is to
influence employees' attitudes towards their employer and the
level of their job performance (Plewa & Quester, 2011).

Some organisations pursue motives that are not appar-
ent in their explicit sports sponsorship agenda. Such hidden
goals can be important for understanding the relationship be-
tween organisational goals concerning sports sponsorship and
its impact on the employees of the company doing the spon-390



soring. Even though we have informally learned that some
companies sell their name to the organisers of sporting events
in order to increase the event's value, few studies address this
fact. Another (unofficial) motive (of the sponsoring company)
is to develop long-term business relationships with co-spon-
soring organisations. All of these hidden motives are believed
to influence employee perceptions of the employer/manager.
However, even fewer studies focus exclusively on a compa-
ny's implicit sponsorship motives and the associated impact
on employees, creating the need for a more recent investiga-
tion of this topic.

A company that is popular with the public increases the
social prestige of its employees and thus their job satisfaction,
with such public popularity being easily achieved by spon-
soring sporting events. Efforts to advertise to external con-
sumers create results for internal branding (Hofer & Grohs,
2018). Sponsor-related internal marketing is also an important
impact of sports sponsorship on the sponsoring company's
internal audience (employees) and is linked to other motives
pursued by that company.

The list of the independent impacts of a company's
sports sponsorship on its employees is long. General effects
include job satisfaction, employee retention, a change in how
the employer is perceived, and general performance improve-
ment (Hall, 2007). Employee engagement and their perception
of both the employer and the company are improved through
company sports sponsorship (Batt et al., 2021). Even though
studies were conducted in past decades on the negative impacts
on employees' cognitive abilities, newer studies regarding this
aspect are missing. Recent studies have also not examined the
development of relationships between employees of different
sponsoring organisations. Anxiety, sociophobia, feeling that
the work is stressful etc. are possible negative effects on the
employees of the sponsoring company.

Although many studies explore companies' motives for
sponsoring sports and the impact on their employees, few spe-
cifically address the relationship between these motives and
the effects on employees within sponsoring companies. The
implicit motives of companies and negative impacts of sports
sponsorship on employees also have yet to be studied in de-
tail. This lack of research results in an incomplete understand-
ing of how sports sponsorship leads to key outcomes (Corn-
well & Kwon, 2020), highlighting the need for further robust
research to fill this gap. Against this background, an up-to-date
study that provides a systematic literature review to deter-
mine which motives behind sponsorship are prevalent, how
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they affect employees, and what is still missing in this regard
is appropriate. The purpose of this comprehensive literature
review is to identify the common areas of focus and research
gaps, with the goal of proposing new avenues for examining
the impact of sports sponsorship on a sponsoring company's
employees.

RESEARCH DESIGN
For the systematic reviewpresentedhere,wedidnotusePRISMA
(preferred reporting items for systematic review and meta-
-analysis), given that it has been argued (Mishra & Mishra,
2023) that PRISMA is most suitable for reviewing articles re-
porting clinical studies due to its rigid structure focused on
the reproducible quality of evidence for patient care and
treatment. We followed the methodology developed by Du-
rach et al. (2017), since it is more appropriate for our context.
The flexibility of this approach, with its focus on managerial
and operational insights, and adaptability to the time-sensi-
tive and dynamic nature of corporate environments, were the
key strengths considered. Regardless of the area of study, six
steps (developing the research question, establishing inclu-
sion/exclusion criteria – based on the required characteristics
of primary studies, assembling the relevant literature, extract-
ing the relevant literature, synthesising the information ob-
tained, presenting the results/findings) are commonly fol-
lowed by researchers while conducting an effective systematic
literature review (Durach et al., 2017).

Step 1. Development of the research questions. Following a syste-
matic review of the literature, this study seeks to find answers
to three research questions:

(1) What are the common motives of organisations to engage in
sports sponsorship?

(2) What are the biggest impacts of sports sponsorship on the
employees of the sponsoring organisation?

(3) What is the possible relationship between the two motives of
sports sponsorship and their impacts on the sponsoring organi-
sation's employees?

Step 2. Inclusion/exclusion criteria. Before reviewing the litera-
ture, the inclusion criteria were aligned with the above three
research questions. Peer-reviewed articles from journals apply-
ing high academic standards were selected to ensure the va-
lidity of the data (Durach et al., 2017). Therefore, we used Web
of Science (WoS) journals that exclude ethically questionable/392
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biased publishers, and all conference papers, book chapters
and abstracts were excluded from the review framework (Corn-
well & Kwon, 2020). The timeframe of the publications spanned
20 years (2003–2022) in order to obtain the largest possible
number of relevant articles. A detailed list of inclusion and
exclusion criteria can be found in Table 1.

Inclusion criteria Exclusion criteria

In quantitative research, for RQ2, the sample Research published based on poor evidence
size should equal or be above 25 individuals was excluded

Year of publication should not be before 2003 Research published as a poster presentation

The crux of the publication should match Publications with very short (less than 5
the key words of our research paper pages) content

The variables of the published article and Articles published in journals not mentioned in
our study should match the Thomson Reuters Master Journal Li

To be published by internationally Where the focus of the publication lies beyond
acceptable publishers the theme of the current study

Having a complete conceptual background Publications written in languages other than
of hypothesis and methodology English

Step 3. Compilation of relevant literature to establish the baseline sample.
In this third step, following the guide (Durach et al., 2017), we
searched for articles with different key terms, e.g., "corporate
motives for sports sponsorship", "drivers of sports sponsorship
by corporate sector" and "impact of sports sponsorship on cor-
porate employees", which yielded 119 articles.

Step 4. Extraction of relevant literature. Following the inclusion/
exclusion criteria, the sample was reduced to 72 journal arti-
cles (in step 3) from 119. Among these 72 articles, 44 dealt with
the motives of sponsorship and 28 with the impacts of spon-
sorship on the employees of sponsoring companies. To keep the
count simple, articles that addressed both RQs were only con-
sidered for one RQ based on the main topic of their research.

Step 5. Synthesis of the information obtained. A synthesis of the
information obtained was created in relation to each research
objective, and the primary motives and types of impact were
carefully categorised. While synthesising the data, we attempt-
ed to establish a relationship between a company's motives
and the impact they may have on its internal audiences. It was
assumed that a single motive may have many types of impact
on employees.

DRU[. ISTRA@. ZAGREB
GOD. 33 (2024), BR. 3,
STR. 389-410

MLAKAR, M. ET AL.:
FROM CORPORATE...

393

� TABLE 1
Inclusion and
exclusion criteria for
selecting studies on
corporate sponsorship
and its effects on
employees of the
sponsoring company



Step 6. Presentation of the results. The final step of the chosen
research design is to present the results obtained and then
discuss the findings. This step also helps to point out future
areas for studies to fill the research gap by exploring the miss-
ing points concerning the general objectives of sports spon-
sorship as well as the prevailing effects on the internal audi-
ence of the sponsoring organisations.

RESULTS AND DISCUSSION

Generally prevailing motives for sports sponsoring (RQ1)
During the research, we categorised some of the main goals
of sports sponsorship. The majority of the studies mentioned
marketing as the leading objective, followed by customer sat-
isfaction and brand equity. There were seven motives in total
(Figure 1). No study examined the informally mentioned mo-
tive that companies sponsor sporting events only to build long-
-term business relationships with other sponsoring organisa-
tions. This motive is thus not included in the figure.

Another motive – the sale of brand names to small (ama-
teur) sports organisations – was not directly investigated in
any article reviewed. However, some articles reported indirect-
ly on these two objectives, which led us to consider how this
research gap could be filled. The general findings for each listed
objective are presented below under relevant sub-headings.394
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(1) Marketing
The aim behind sports sponsorship is to market the sponsor-
ing company in order to boost its sales (Miragaia et al., 2017).
Brand awareness in social networks and the media is a con-
cern of a company behind sports sponsorship (Rupp et al.,
2006). Some companies are guided by patriotism when decid-
ing to sponsor events or teams, albeit their true goal is mar-
keting to increase customer reach (Sudolska et al., 2020). Some
companies sponsor sports to compensate for their negative
impression in society. It has been observed that sponsored ath-
letes are used successfully in corporate marketing (Penttinen
& Lehtimäki, 2022). A study (Koronios et al., 2021) examining
the strategic motivations for industry sports sponsorship finds
that they impact informal marketing tools and purchase in-
tent concerning the sponsored brand. The most frequently ob-
served motives in an empirical study were "market", followed
by "society", "clan" and "bonding" (Slåtten et al., 2017). Sports
sponsorship is seen as an effective business strategy as it cre-
ates new platforms for marketing to event audiences (Maldo-
nado-Erazo et al., 2019). Companies use sporting events as a
medium to market their brand to the fans of a given sport
(Grohs et al., 2004).

(2) Brand equity
Brand image and brand equity are directly related to a brand's
sports sponsorship (Bibby, 2009). A study that looked at the
role of fit and sports sponsorship concluded that a significant
relationship exists between the latter and brand equity (Hen-
seler et al., 2007). After examining managers' views on brand
equity, a unique study concluded that managers largely rely
on sports sponsorship to achieve their company's goals, with
brand equity featuring at the top of the list (Henseler et al.,
2011). The constructs of a sponsor's brand equity are fully
achieved through sports sponsorship (Cliffe & Motion, 2005;
Lindgreen et al., 2010).

(3) Customer retention and satisfaction
Customer satisfaction is a key concern of a company's sports
sponsorship and was investigated in one study (Wagner et al.,
2019). A more recent study found a direct link between sports
sponsorship and customer loyalty to the sponsoring brand
(Schönberner et al., 2021). To fill this gap, a study (Cornwell,
2019) was performed to show the actual benefits of sponsor-
ship as a platform for customer loyalty for both sponsors and
sponsored parties. A brand can be perceived to be altruistic
when an individual's knowledge of the sport is linked to the
sponsoring brand (Gwinner, 2005). Chinese and Korean com-
panies also achieve customer loyalty and engagement via
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sports sponsorship (Liu et al., 2015). Companies that engage
in sports sponsorship pursue various goals, with one of the
most important being to increase sales (Ameri & Bashiri, 2010).
Nowadays, sports sponsorship is a high-value means of com-
munication between the sponsoring brand and its customers
(Dolphin, 2003). Companies invest in sports sponsorship to
improve their business results by increasing customer satis-
faction (Jensen & Hsu, 2011).

(4) Compliance with CSR
It is essential for companies to ensure CSR (Vaaland et al., 2008)
as the number of socially conscious buyers in markets grows
(Brooks, 2013). Since CSR holds an important role in a com-
pany's image in the market, companies are making efforts to pro-
vide for CSR, and sports sponsorship is an important step in
this respect (Plewa et al., 2016). In order to maximise benefits,
participant trust and purchase intention (Berger et al., 2007),
companies engage in CSR by sponsoring sporting events
(Plewa & Quester, 2011). CSR is the guiding factor for sports
sponsorship initiatives (Cortsen & Marketing, 2014). In order
to portray the brand's image as socially responsible, companies
sponsor sports as part of CSR (Demirel & Sponsorship, 2020).

(5) Compliance with policy
Many organisations make sports sponsorship an important
part of their policy. A study (Vance et al., 2016) reviewed the
literature to determine the influence of corporate policy on
sports sponsorship and the choice of sponsorship types (e.g.,
refreshment, entertainment/music). The goal of aligning cor-
porate culture with existing policy prompted management to
sponsor sports (Guiso et al., 2015). There are a few other studies
that mention "corporate policy compliance in sports sponsor-
ship" as the primary objective for corporate sports sponsor-
ship (Hall, 2007; Daellenbach et al., 2013; Johnston & Paulsen,
2014).

(6) Business relationship
Companies prefer B2B (business-to-business) relationships over
B2C (business-to-customer) ones, citing the long-term advan-
tages that B2B has over competitors in the post-sponsorship
market (Jensen & Cornwell, 2021). Another study finds the
same B2B motive underlying sports sponsorship, but with the
ultimate goal of brand marketing to customers (Clark et al.,
2003). Some companies sponsor sports to build business rela-
tionships with the ultimate goal of improving profit opportu-
nities (Weller et al., 2019). In research on sponsorship net-
works, companies sponsor sports to improve business rela-396
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tionships with other network members (Wagner et al., 2017).
B2B relationships exist between sponsoring organisations and
sports companies, with these relationships being characterised
by trust and commitment from sponsors (Farrelly & Quester,
2005).
(7) Selling brand names to amateur sports organisations
According to the extensive review of the literature, no study
conducted between 2003 and 2022 examined the benefits for
companies of selling a brand name to small sporting events.
Still, there is one study that looks at corporate profits arising
from sponsoring amateur sports organisations (Seguin et al.,
2005). All the motives for sports sponsorship studied, with num-
bers and references to the articles, may be found in Table 2.

No. of
Motives articles References

Marketing 9 (Miragaia et al., 2017; Rupp et al., 2006; Sudolska et al., 2020;
Penttinen & Lehtimäki, 2022; Koronios et al., 2021; Slåtten et
al., 2017; Maldonado-Erazo et al., 2019; Grohs et al., 2004;
Close et al., 2006)

Brand equity 8 (Keller et al., 2011; Cornwell & Coote, 2005; Bibby, 2009;
Henseler et al., 2007; Henseler et al., 2011; Cliffe & Motion,
2005; Lindgreen et al., 2010; Tsordia et al., 2018)

Customers' retention 8 (Wagner et al., 2019; Schönberner et al., 2021; Cornwell, 2019;
and satisfaction Gwinner, 2005; Liu et al., 2015; Ameri & Bashiri, 2010; Dolphin,

2003; Jensen & Hsu, 2011)

Compliance with CSR 7 (Brooks, 2013; Plewa et al., 2016; Plewa & Quester, 2011;
Berger et al., 2007; Cortsen & Marketing, 2014; Demirel &
Sponsorship, 2020; Vaaland et al., 2008)

Compliance with policy 6 (Vance et al., 2016; Guiso et al., 2015; Daellenbach et al., 2013;
Hall, 2007; Johnston & Paulsen, 2014; West et al., 2014)

Business relationship 5 (Jensen & Cornwell, 2021; Clark et al., 2003; Weller et al., 2019;
Wagner et al., 2017; Farrelly & Quester, 2005)

Selling a brand name 1 (Seguin et al., 2005)
to amateur organisations

Impacts of sponsorship on the employees
of the sponsoring companies (RQ2)

The review of the literature on how sponsorship affects the
employees of the sponsoring company revealed that some
types of impact are quite common in many studies, while oth-
ers have hardly been studied. In total, seven types of impact
were classified according to the number of articles reporting
on them, with the details being shown in Figure 2.
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(1) Improvement in performance
Employees of a company engaging in sports sponsorship re-
port positive indicators of better overall performance in vari-
ous aspects of work-related tasks and tend to collaborate with
their teammates (Zarei et al., 2019). Employees participating
in a sports sponsorship often establish a sense of teamwork
amongst colleagues, which eventually leads to improved col-
laboration in the organisation. Although less studied, the impact
of a company's sports sponsorship on the performance of its
internal employees is very evident (Edwards, 2016). Through
sports sponsorship, companies can improve the performance
and engagement of their employees (Farrelly et al., 2012). Im-
proved employee performance is one of the direct effects of
corporate sports sponsorship (Hickman et al., 2005). A study
(Khan & Stanton, 2010) which examined the relationship be-
tween sponsorship activities and the impact on employees con-
cluded that employees develop better attitudes to improve
their performance for their sponsor. Another study (Hofer &
Grohs, 2018) established the same impact on employees. Via
sports sponsorship, a positive organisational environment is
generated, which enhances the performance of its internal
audience.

(2) High employee retention rate
More recent studies challenge the traditional relationship be-
tween employees and companies and stress that employee
engagement contributes to better company performance. To398
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increase brand awareness, companies engage in internal mar-
keting to their employees since they play an important role in
the success of a brand (Papasolomou & Vrontis, 2006), and
retaining these employees is key to success. Employer brand-
ing is achieved through sports sponsorship and becomes a so-
lid source for attracting and retaining employees (Karjaluoto
et al., 2019). Sports sponsorship of a company (engaged in
CSR) and the rate of internal employee retention are positi-
vely related (Ali et al., 2010). One study (Demirel et al., 2018)
successfully developed and tested a model that reveals a pos-
itive relationship between factors such as team selection, spon-
sorship activities and level of employee retention, as well as
an increase in the productivity of sponsoring companies via
employee sponsorship. One of these factors is also examined
in another study, which concludes that team selection for sports
sponsorship strongly influences employee commitment to
the company (Hickman et al., 2005). Sports-related communi-
cation with internal employees leads to employee satisfac-
tion, cohesion and, ultimately, retention (Farrelly & Greyser,
2007; Meenaghan et al., 2013). In a nutshell, sports sponsorship
creates an environment of productive performances, new team
building, better career mobilities, rewards, and social prestige
for the internal employees of the firm sponsoring sports.

(3) Impacts on cognitive skills
The quality and quantity of sponsorship have been found to be
strongly related to employees' brand image. Employees' brand
knowledge, engagement and commitment along with their
cognitive activity (decision-making, grasping trends, general
understanding) are increased by cultivating internal market-
ing parameters (Morhart et al., 2009; Löhndorf & Diaman-
topoulos, 2014; Ngo et al., 2019). Through sports sponsorship,
brands change the personal behaviour of their employees to-
wards the brand and thereby make them fitter (Zepf, 2008).
Other common cognitive skills of employees, which become
influenced by the sports sponsorship of their employers, are
conflict resolution, communication on the inter-organisation-
al level, critical thinking, and management of time and stress.
Although less studied, the cognitive skills of employees hold
potential to be affected in depth, both positively and nega-
tively.

(4) Altered perception of the employer organisation
The way employees perceive their employer or company is ex-
tremely important for the company's success. Sports sponsor-
ship by the employer changes the sponsoring company's image
in the minds of employees (Ployhart, 2006; Theurer et al., 2018).
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Involving employees in event-related sports sponsorship ac-
tivities changed their perception of goodwill towards the em-
ployer (Inoue et al., 2016). Another study (Schönberner et al.,
2021) concluded that sports sponsorship influences the orga-
nisation's image, especially the internal audience (employ-
ees). When a company sponsors a sports event, it adds to its
image by demonstrating compliance with CSR, and changes
the perception held by its employees towards it. Having found
a productive work environment, social recognition and align-
ment with personal values, the employees of sports sponsoring
firms tend to develop a better perception of their employer
firms.

(5) Brand identification by SLIM
Sponsorship-Linked-Internal-Marketing (SLIM) is another
emerging strategy of an organisation behind its sports spon-
sorship. SLIM is analysed in an article (Batt et al., 2021) as a
strong source of employee identification with the brand. Em-
ployees' involvement in sponsorship activities makes the em-
ployer's brand more vivid to them (Farrelly et al., 2012). Internal
brand communication improves employees' knowledge and
understanding of the brand and is positively linked to their
comprehensive understanding of their employer company (Pie-
hler et al., 2016). In general, we can state that there are enough
data on "brand identification" as an impact of SLIM on the em-
ployees of sponsoring companies (Cornwell & Kwon, 2020).
SLIM invokes a deeper connection between employees and
the brand, resulting in greater brand identification amongst
employees. By setting channels of direct communication with
employees, SLIM keeps employees informed and engaged with
sponsorship activities.

(6) Interpersonal relationships
with employees of co-sponsoring organisations
A review paper identified a study on the interaction between
the audience and the staff of event organisers as well as spon-
soring organisations (Coppetti et al., 2009). Similarly, spon-
sorship can affect the interaction between the managers/staff
of co-sponsoring organisations. Unfortunately, in this syste-
matic review no study was found that identified this type of
impact on employees. However, there are common assump-
tions about the positive impacts of co-sponsoring initiatives
on the interpersonal relations of employees from different or-
ganisations. Once developed, these interpersonal relationships
not only ensure the success of the co-sponsored initiatives,
but also establish longer-lasting connections among the em-
ployees of co-sponsoring organisations.400
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(7) Negative impacts
One study (Richards et al., 2005) shows that a company's spon-
sorship activities (if it is a type of fundraising or manipula-
tion) can produce a negative impact on its employees by re-
vealing negative employer intentions or by having no impact
at all. The possible negative impacts of sports sponsorship can
create feelings of resentment or alienation among those em-
ployees who lack an interest in sports. Some employees may
perceive this activity as a source of distraction from their main
work. Many employees may find the pressure to participate
in sponsorship activities to be burdensome.

No. of
Impacts articles References

Improvement in performance 6 (Edwards, 2016; Farrelly & Greyser, 2007; Hick-
man et al., 2005; Hofer & Grohs, 2018; Khan &
Stanton, 2010; Zarei Mahmoudabadi et al., 2019)

High employee retention rate 6 (Papasolomou & Vrontis, 2006; Karjaluoto et al.,
2019; Demirel et al., 2018; Meenaghan et al., 2013;
Walraven et al., 2012; Ali et al., 2010)

Impact on cognitive skills 6 (Morhart et al., 2009; Ngo et al., 2019; Piehler,
2018; Löhndorf & Diamantopoulos, 2014; King &
Grace, 2008; Zepf, 2008)

Altered perception of the 4 (Ployhart, 2006; Theurer et al., 2018; Inoue et al.,
employer organisation 2016; Schönberner et al., 2021)

Brand identification by SLIM 4 (Batt et al., 2021; Farrelly et al., 2012; Piehler et al.,
2016; Cornwell & Kwon, 2020)

Interpersonal relationship 1 (Coppetti et al., 2009)
with employees of co-spon-
soring organisations

Negative impacts 1 (Richards et al., 2005)

Assumed connection between the motives
of companies and possible impacts on their employees

It appears from the two sub-results above that there may be a
strong relationship between the objective of corporate sports
sponsorship and its impact on the professional behaviour of
their employees. Some correlations are derived and summa-
rised in Table 4. The marketing and brand equity motives in-
crease identification with the brand, which serves the SLIM
cause on a broader level and influences employee perform-
ance on an individual level. In addition, these two motives can
cause high employee retention. The impact on cognitive skills
is most likely to be influenced by 5 of the 7 motives for sports
sponsorship by an organisation.
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Serial
number Objectives Associated impacts on employees

1 Marketing i. SLIM
ii. improved employee performance
iii. altered perception of the sponsoring organisation
iv. impact on cognitive skills

2 Brand equity i. high employee retention rate
ii. improved employee performance
iii. impact on cognitive skills

3 Customers' retention i. SLIM
and satisfaction ii. high employee retention rate

iii. altered perception of the sponsoring organisation
iv. impact on cognitive skills

4 Compliance with CSR i. altered perception of the sponsoring organisation
ii. SLIM
iii. improved employee performance

5 Compliance with policy No possible impact on employees

6 Business relationship Negative impacts

7 Selling a brand name to an i. negative impacts at large
amateur organisation ii. impact on cognitive skills

8 Development of a business i. negative impacts
relationship with a co-spon- ii. interpersonal relationship with employees
soring organisation of co-sponsoring organisations

iii. altered perception of the sponsoring
organisation

iv. impact on cognitive skills

Some studies have determined the impact of a compa-
ny's motives on its employees. Our hypothesis about the im-
pact of marketing on improving the employees' cognitive and
personal skills is consistent with the findings of other studies.
A company's motive for sponsorship is clearly brand equity,
although it also influences employee performance and en-
sures employee retention.

Interestingly, the two least studied motives (selling the
brand name to amateur sporting events and developing long-
-term relationships with other sponsors) hold the potential to
produce a major negative impact on employees. These two mo-
tives can have the exact opposite effect of what CSR has on
employees' perceptions of their employer. Cognitive abilities
can be disrupted. Interpersonal relationships between co-spon-
sors' employees inevitably develop and may not always be
beneficial to the employer in question. This gap in the litera-
ture opens up a field for future research.402
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DISCUSSION
The data from empirical and original research show that a rel-
atively large amount of research has considered the corporate
motives for sports sponsorship and the impact of sponsorship
on the sponsoring companies' employees. Most of these studied
motives include marketing, customer retention, brand equity,
corporate social responsibility, and compliance with other
corporate policies. This study identified a lack of research on
two possible motives: first, that a company sells its name to
increase the popularity of an amateur sports organisation or
event and, second, that it builds long-term relationships with
concurrent sponsoring organisations.

In this systematic study of the impact of sports sponsor-
ship on the sponsoring organisation's employees, we estab-
lished that improved performance, good employee retention,
and improved employee cognitive skills were the most studied
impacts. However, the negative (and mitigation) effects on em-
ployees' cognition have not even begun to be studied. For ex-
ample, companies might leverage sports sponsorships to im-
prove employee engagement, performance and cognitive skills
by reducing potential negative effects like stress.

Our research extends the current body of knowledge by
exposing overlooked motives and effects of sports sponsorship
and proposing a more comprehensive approach to under-
standing its impact on both companies and their employees.
We hope the presented review will motivate more primary
and applied research to address these understudied pheno-
mena, with the aim to investigate companies' implicit motives
for sponsoring sporting events and their effects (independent
of or related to the motives) on their employees.

The study findings imply that corporate sports sponsor-
ship has untapped potential for influencing employee behav-
iour and they also highlight key gaps in the research on less
studied motives, negative impacts on employees, and the
implicit benefits for companies. The relatively modest volume
of literature suggests that while we understand some positive
impacts, much remains unexplored, calling for further compre-
hensive research to capture the full spectrum of sports spon-
sorship.

Our primary recommendation is to conduct a compre-
hensive study on the impact of sponsorship on the cognition
of the sponsoring company's employees. Such a study would
help us understand how the employees of a sports sponsor
perceive the different levels of stress, excitement, new deci-
sions and people they must deal with, changes in monoto-
nous work routines, stress, anxiety, stressful new responsibil-
ities and the area of new learning. The second recommenda-
tion is to conduct a study on the change in workers' percep-403



tions of the company's sports sponsorship after knowing the
cause of the sponsorship. While some studies conclude that
companies gain legitimacy via sports sponsorship, no study
shows the fiscal benefits a company can gain by selling its name
as a sponsor to add to the prestige of a sporting event. Finally,
it is recommended to investigate the impact of certain mo-
tives of sports sponsorship on employees' professional behav-
iour by doing more original, longitudinal studies examining
employee behaviour in companies pursuing sports sponsor-
ships.
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Od korporativnih motiva do utjecaja
sportskoga sponzoriranja na
zaposlenike: sustavni pregled
Marko MLAKAR, Tomaž ČATER, Robert KAŠE
Fakultet ekonomije i poslovanja, Sveučilište u Ljubljani, Ljubljana,
Slovenija

Ovaj rad daje pregled uobičajenih motiva i glavnih učinaka
sportskih sponzorstava koje poduzimaju sponzorske
organizacije. Sustavnim pregledom 72 relevantna članka
identificirano je sedam ključnih motiva za bavljenje sportskim
sponzoriranjem. Marketing, zadržavanje kupaca i vrijednost
robne marke najčešće su proučavani, dok je sponzorstvo
novih sportskih udruga za promociju robne marke najmanje
ispitivano. Što se tiče utjecaja na zaposlenike, nalazi iz 28
članaka pokazali su da su visoki stupanj zadržavanja i
identifikacija brenda teme koje su se najviše istraživale, dok
se ni jedna studija nije bavila mogućim negativnim učincima.
Rad pridonosi postojećoj literaturi, ističući zanemarene
motive i učinke sportskih sponzoriranja. Preporučujemo da
se buduća istraživanja usredotoče na manje proučavane
motive i da istražuju potencijalne negativne utjecaje na
zaposlenike unutar sponzorskih organizacija.

Ključne riječi: sportsko sponzoriranje, motivi, utjecaj na
zaposlenike, marketing, zadržavanje zaposlenika
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