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Background

Ò 7ÈÁÔ ÉÓ Ȱ&ÁÃÉÌÉÔÙ .ÁÍÉÎÇ 2ÉÇÈÔÓ 3ÐÏÎÓÏÒÓÈÉÐȱȩ
Ó "transaction in which money or consideration changes hands in order to 

secure the right to name a sports facility" (Thornburg, 2003, p. 2)

Ò A Typical Naming Rights Agreement

Ó Philips Arena
Î Atlanta Hawks (NBA); Thrashers (NHL).

Ó Value: $185 million/ 20 years

Ó Package:
Î A 10,000-square-foot products display area,

Î %ÑÕÉÐ ×ÉÔÈ ÔÈÅ ÃÏÍÐÁÎÙȭÓ ÐÒÏÄÕÃÔÓȟ

Î Premium seating and tickets, 

Î Advertising and signage around the building, 

Î Use the building by schedule,



Naming Rights Sponsorship Today

Ò Became a notable practice of sponsorship in the late 1990s :
Ó To the owner:

Î Constant revenue to meet debt obligations,
Î New and improved stadium equally meaning increase in revenues.

Ó To the sponsor:
Î Efficient communications medium,
Î Positioning the brand within target audiences, etc.

Ò Fast growing value and investment, a global phenomenon:
Ó 44 companies , $1.1 billion in 2006
Ó Citi Field, $400 million/ 20 years.

Ò Limited Opportunities:
Ó Over 70% of the 122 major league franchises sold.



Trends of Naming Rights Sponsorship

Ò The trend would continue to grow and expand into middle-tier 
markets, such as minor league and collegiate sports 
(McCarthy & Irwin, 1998). 

Ò 9schools in the FBS have sold the name of football stadium: 

Ó Jones AT&T Stadium of Texas Tech University , 

Ó Papa John's Cardinal Stadium of the University of Louisville , 

Ó BB&T Field of Wake Forest University , 

Ó Chevy Chase Bank Field at Byrd Stadium of the University of Maryland , 

Ó Movie Gallery Veterans Stadium of Troy University , 

Ó Bright House Networks Stadium of the University of Central Florida , 

Ó InfoCision Stadium of the University of Akron , 

Ó TCF Bank Stadium of the University of Minnesota.

http://texastech.cstv.com/facilities/text-facilities.html
http://louisville.edu/athletics/papajohns/venue.htm
http://wakeforestsports.cstv.com/facilities/wake-groves.html
http://www.umterps.com/facilities/md-byrd-stadium-football.html
http://www.troytrojans.com/ViewArticle.dbml?SPSID=91775&SPID=10371&DB_OEM_ID=17200&ATCLID=941908
http://ucfathletics.cstv.com/facilities/ucf-brighthouse.html
http://www.uakron.edu/stadium/
http://stadium.gophersports.com/


Statement of Problem

Ò Potentially negative side effects in the sponsorship 
venue:
Ó Lost the purity of amateur sport competition,
Ó Over commercialized.

Ò The Ohio State University 

Ó Raised $200 million to upgrade the Ohio Stadium

Ó Corporate names cannot be put on an actual building 

Ó Value City Arena 

Ó Huntington Club

Ó Worthington Industries weight room 

Ò How stakeholders perceive corporate naming deals 
and how they response to these sponsorships?



Statement of Problem

Ò A few of studies have been done to measure sponsorship 
effectiveness in college sports.

Ó Only Kuzma et al. (2003) and Zhang et al. (2005) noticed 
negative effect could happened.

Ò Only Clark et al. (2003) and  Becker-Olsen (2003) tried 
to quantify the effectiveness of naming right sponsorship. 

Ò No similar study examined collegiate naming rights 
sponsorship.



Purpose

Ó 4Ï ÉÎÖÅÓÔÉÇÁÔÅ ÓÔÕÄÅÎÔÓȭ 
Î Beliefs about facility naming rights sponsorship

Î Attitudes toward commercialization

Î Team and stadium identification

Î Perception of financial status

Ó How they affect sponsorship outcomes:
Î Attitudes toward the sponsor, 
Î0ÕÒÃÈÁÓÅ ÉÎÔÅÎÔÉÏÎ ÏÆ ÓÐÏÎÓÏÒȭÓ ÐÒÏÄÕÃÔÓȟ
ÎWillingness to attend sport events.



Significance of Study

Ò The potential of facility naming rights sponsorship 
in college sports can be enormous:
Ó Corporations are looking for new avenues of sponsorships;

Ó Athletics departments are anxious for financial supports.

Ò Findings of study would help to: 
Ó Improve the understanding of the mechanism and function of 

facility naming rights sponsorship,

Ó Maximize the value of this sponsorship form,

Ó Avoid negative consequences.



Review of Literature

Ò Financial Situations of Intercollegiate Athletics

Ò Mechanism of Naming Rights

Ò Controversies in Stadium Naming Rights Sponsorship 

Ó Commercialization in College Sports

Ó Issues in Corporate Naming Rights Sponsorship

Ò Studying Sponsorship Effectiveness



Financial Situations of Intercollegiate Athletics

Ò In the 2006 fiscal year, the FBS:
Ó Only 19 programs generated revenues more than expenses,
Ó 84%  reported budget deficit,
Ó The average net deficit was approximately $8.9 million.

Ò Factors that significantly increased financial demands:
Ó Facility expansion projects,
Ó Compliance of title IX, 
Ó Winning pressures from alumni.

Ò These financial needs have forced athletic directors to 
look for more corporate sponsorship.
Ó Sales of facility naming rights.



Mechanism of Naming Rights

Ò Collegiate sport facilities frequently named after major donors:
Ó No commercial activities involved, 
Ó One-time giving, 
Ó The name is perpetual.

Ò Becoming an option for athletic programs in financial 
difficulties:
Ó The Rutgers University are seeking corporate naming rights 

partner to fill the $30 million budget shortage for a stadium 
expansion project. 

Ò There will be a dramatic change in collegiate naming rights 
sponsorship over the next ten years (Wolf, 2007).



Controversies in Naming Rights Sponsorship 

Ò Commercialization in College Sports
Ó The source of the cheating and financial scandals

Î Pursue for more profit to fuel the pursuit of more victories;

Î Academic scandals within athletic departments become commonplace; 

Î Nike and Adidas were found trying to influence high school prospects to 
attend universities of which they sponsored. 

Ò Issues about stadium naming rights sponsorship:

Ó Financial and ethical challenges happened to corporate naming 
rights partners and sport organizations.              (Chen & Stone, 2002) 

Ó Community members usually have strong emotional attachment 
for commemorative names.                                    (Boyd, 2000)

Î Invesco Field at Mile High, $120 million/20 years

Î $ÅÎÖÅÒ ÒÅÓÉÄÅÎÔÓ ÃÏÎÔÉÎÕÅÄ ÔÏ ÃÁÌÌ ÔÈÅ ÆÁÃÉÌÉÔÙ Ȭ-ÉÌÅ (ÉÇÈ 3ÔÁÄÉÕÍȭ

Ó Connections among students and stadium could be stronger.



Theoretical Foundation

Ò The Theory of Planned Behavior (Ajzen, 1985)

Ó Behaviors are made from an ordered process composed of 
belief, attitude, and behavior intentions. 

Ò Madrigal (2001) applied the planned-behavior 
conceptualization to explain how consumers response to 
sponsorship activities. 

Ó Attitude toward an object is a function of beliefs about it;

Ó Attitude influence behavior intentions; 

Ó Sponsorship outcomes  are considerably contributed by 
ÃÏÎÓÕÍÅÒÓȭ ÂÅÌÉÅÆÓ ÁÂÏÕÔ ÔÈÅ ÁÄÖÁÎÔÁÇÅÓ ÁÎÄ ÄÉÓÁÄÖÁÎÔÁÇÅÓ ÏÆ 
the sponsorship. 



Beliefs about Sponsorship

Ò Beliefs (Fishbein & Ajzen, 1975):

Ó The evaluative responses about the attitude object, such as 
thoughts or ideas.

Ò In a naming rights sponsorship, an individual may:

Ó Believe the corporate money is an important revenue for building a strong 
program:

Î Associates the sponsor with a favorable attribute. 

Ó Think that the corporate naming leads to over commercialization:

Î Associate the sponsor with a disfavor attribute. 

Ò "ÅÌÉÅÆÓ ÃÏÎÓÔÒÕÃÔ ÏÎÅȭÓ ÁÔÔÉÔÕÄÅ ÔÏ×ÁÒÄ ÔÈÅ ÓÐÏÎÓÏÒȡ 

Ó When perceived importance of positive beliefs is greater than negative 
beliefs, he/she would have more positive attitude toward the sponsor. 



Belief ðAttitude - Behavior intentions

hierarchy model

Beliefs about 
Naming Right 
Sponsorship

Attitude toward 
Sponsor

Purchase Intention of 
Sponsorôs Products

Hypotheses 1:  #ÏÌÌÅÇÅ ÓÔÕÄÅÎÔÓȭ ÂÅÌÉÅÆÓ ÁÂÏÕÔ ÎÁÍÉÎÇ ÒÉÇÈÔÓ ÓÐÏÎÓÏÒÓÈÉÐ 
would be positively related to their attitude toward 
sponsor, and purchase intention.

Hypotheses 6:  #ÏÌÌÅÇÅ ÓÔÕÄÅÎÔÓȭ ÁÔÔÉÔÕÄÅ ÔÏ×ÁÒÄ ÓÐÏÎÓÏÒ ×ÏÕÌÄ ÂÅ 
positively related to their purchase intention.



Attitude towards Commercialization

Ò #ÏÎÓÕÍÅÒÓȭ ÁÔÔÉÔÕÄÅÓ ÔÏ×ÁÒÄÓ ÃÏÍÍÅÒÃÉÁÌÉÚÁÔÉÏÎ ÁÆÆÅÃÔ ÔÈÅÉÒ 
attitudes toward events and sponsors (Lee et al., 1997).

Ò Excessive commercial activities can cause negative image 
transfer (Zhang et al., 2005).

Ò :ÈÁÎÇ ÅÔ ÁÌȢ ɉςππυɊ ÅØÁÍÉÎÅÄ ÔÈÅ ÅÆÆÅÃÔÓ ÏÆ ÃÏÌÌÅÇÅ ÓÔÕÄÅÎÔÓȭ 
attitudes toward commercialization and the influence on their 
ÐÕÒÃÈÁÓÉÎÇ ÉÎÔÅÎÔÉÏÎÓ ÏÆ ÓÐÏÎÓÏÒȭÓ ÐÒÏÄÕÃÔÓ. 

Ó Attitudes toward commercialization positively explained 12% of  
purchasing intentions. 

Ó Further studies need to examine different types of sponsorship 
and also address concerns related to amateurism.



Beliefs about Naming 
Right Sponsorship

Attitude toward 
Commercialization

Attitude toward 
Sponsor

Purchase Intention of 
Sponsorôs Products

Hypotheses 2:  #ÏÌÌÅÇÅ ÓÔÕÄÅÎÔÓȭ ÁÔÔÉÔÕÄÅ ÔÏ×ÁÒÄ ÃÏÍÍÅÒÃÉÁÌÉÚÁÔÉÏÎ ×ÏÕÌÄ 
be  positively related to their attitude toward sponsor, and 
purchase intention.



Psychological Attachment

Ò Sponsors communicate with target audiences 
through the vehicle of sport instead of direct 
communication. 

Ó Raises the importance of the psychological 
attachment between consumer and the sport venue
(Zhang et al., 2005). 

Ò When fans have stronger attachment, the effect of  
balance tendency on the change of their attitude 
toward sponsors would be strengthened (Dalakas & 
Levin, 2005).



Team Identification

Ò /ÎÅȭÓ ÌÅÖÅÌ ÏÆ ÁÔÔÁÃÈÍÅÎÔ ÔÏ Á ÐÁÒÔÉÃÕÌÁÒ ÓÐÏÒÔ ÔÅÁÍ (Wann & 

Barnscombe, 1993). 

Ò Team identification is positively related to: 

Ó Attitude toward a sponsor, 

Ó Behaviors toward a sponsor, 

Ó Satisfaction with a sponsor.                        (Gwinner & Swanson, 2003)

Ò Fans with stronger team identification are more likely to:

Ó Attend games  (Zhang et al., 2001),

Ó Purchase licensed team merchandise (Trail, et al., 2003),

Ó 0ÕÒÃÈÁÓÅ ÓÐÏÎÓÏÒÓȭ ÐÒÏÄÕÃÔÓ (Madrigal, 2001),



Stadium Identification

Ò The object with which fans identify could be extended from a 
team to a stadium. 

Ò Fans that are highly identified with the tradition of a stadium, 
including its existing name, would be more likely to generate or 
strengthen negative attitudes towards  naming rights sponsor. 

Ò Low identification fans are expected to evaluate the corporate 
naming rights sponsorship more neutrally. 

Ò Using a stadium as a marketing medium is the major component 
of corporate naming rights sponsorship. 



Beliefs about Naming 
Right Sponsorship

Stadium Identification

Team Identification

Attitude toward 
Commercialization

Attitude toward 
Sponsor

Purchase Intention of 
Sponsorôs Products

Hypotheses 3:  #ÏÌÌÅÇÅ ÓÔÕÄÅÎÔÓȭ ÔÅÁÍ ÉÄÅÎÔÉÆÉÃÁÔÉÏÎ ×ÏÕÌÄ ÂÅ ÐÏÓÉÔÉÖÅÌÙ ÒÅÌÁÔÅÄ 
to their attitude toward sponsor, and purchase intention. 

Hypotheses 4:  #ÏÌÌÅÇÅ ÓÔÕÄÅÎÔÓȭ ÓÔÁÄÉÕÍ ÉÄÅÎÔÉÆÉÃÁÔÉÏÎ ×ÏÕÌÄ ÂÅ ÎÅÇÁÔÉÖÅÌÙ 
related to their attitude toward sponsor, and purchase intention.



Perception of Financial Status

Ò When all the factors are considered, corporate sponsorship may 
be viewed as acceptable compromise (Shelton, 2006).

Ò When people are convinced that corporate support is essential 
to making a stadium a reality, athletic programs are able to 
overcome most of the resistance (Wolf,2007).

Ò Corporate sponsorship would be easier to be embraced by those 
fans who perceive their favorite athletic programs are facing 
financial shortage. 

Ò Conversely, fans who perceive an athletic program is making 
profit may not consider the corporate naming rights 
sponsorship necessary. 



Beliefs about Naming 
Right Sponsorship

Stadium Identification

Team Identification

Attitude toward 
Commercialization

Perception of 
Financial Status

Attitude toward 
Sponsor

Purchase Intention of 
Sponsorôs Products

Hypotheses 5:  #ÏÌÌÅÇÅ ÓÔÕÄÅÎÔÓȭ ÐÅÒÃÅÐÔÉÏÎ ÏÆ ÆÉÎÁÎÃÉÁÌ ÓÔÁÔÕÓ ×ÏÕÌÄ ÂÅ ÐÏÓÉÔÉÖÅÌÙ 
related to their attitude toward sponsor, and purchase intention.



Sponsorship Effectiveness Factors

Ò Measuring sponsorship effectiveness has become the 
major concern among researchers and administrators 
(Cianfrone & Zhang, 2006)

Ò 3ÐÏÎÓÏÒÓÈÉÐ ÂÅÎÅÆÉÔÓ ÉÎ ,ÁÖÉÄÇÅ ÁÎÄ 3ÔÅÉÎÅÒȭÓ (ÉÅÒÁÒÃÈÙ 
of Effects Model (1961): 

Ó Cognition: such as awareness about the product, 

Ó Affect : including attitude and feelings, 

Ó Conation : motivation and desire for consumption, 

Ó Behavioral outcomes : such as actual purchase of the 
product. 



Theoretical Model--Relationships of Beliefs, Attitudes, Psychological 

attachments, and Sponsorship Effectiveness

Beliefs about Naming 
Right Sponsorship

Stadium Identification

Team Identification

Attitude toward 
Commercialization

Perception of 
Financial Status

Attitude toward 
Sponsor

Purchase Intention of 
Sponsorôs Product

Willing to Attend 
Sporting Events



Research Hypotheses

Hypotheses 1:  #ÏÌÌÅÇÅ ÓÔÕÄÅÎÔÓȭ ÂÅÌÉÅÆÓ ÁÂÏÕÔ ÎÁÍÉÎÇ ÒÉÇÈÔÓ ÓÐÏÎÓÏÒÓÈÉÐ ×ÏÕÌÄ 
be positively related to their attitude toward sponsor, purchase 
intention, and willing to attend games.

Hypotheses 2:  #ÏÌÌÅÇÅ ÓÔÕÄÅÎÔÓȭ ÁÔÔÉÔÕÄÅ ÔÏ×ÁÒÄ ÃÏÍÍÅÒÃÉÁÌÉÚÁÔÉÏÎ ×ÏÕÌÄ ÂÅ  
positively related to their attitude toward sponsor, purchase 
intention, and willing to attend games.

Hypotheses 3:  #ÏÌÌÅÇÅ ÓÔÕÄÅÎÔÓȭ ÔÅÁÍ ÉÄÅÎÔÉÆÉÃÁÔÉÏÎ ×ÏÕÌÄ ÂÅ ÐÏÓÉÔÉÖÅÌÙ ÒÅÌÁÔÅÄ 
to their attitude toward sponsor, purchase intention, and willing 
to attend games. 

Hypotheses 4:  #ÏÌÌÅÇÅ ÓÔÕÄÅÎÔÓȭ ÓÔÁÄÉÕÍ ÉÄÅÎÔÉÆÉÃÁÔÉÏÎ ×ÏÕÌÄ ÂÅ ÎÅÇÁÔÉÖÅÌÙ 
related to their attitude toward sponsor, purchase intention, and 
willing to attend games.

Hypotheses 5:  #ÏÌÌÅÇÅ ÓÔÕÄÅÎÔÓȭ ÐÅÒÃÅÐÔÉÏÎ ÏÆ ÆÉÎÁÎÃÉÁÌ ÓÔÁÔÕÓ ×ÏÕÌÄ ÂÅ 
positively related to their attitude toward sponsor, purchase 
intention, and willing to attend games.

Hypotheses 6:  #ÏÌÌÅÇÅ ÓÔÕÄÅÎÔÓȭ ÁÔÔÉÔÕÄÅ ÔÏ×ÁÒÄ ÓÐÏÎÓÏÒ ×ÏÕÌÄ ÂÅ ÐÏÓÉÔÉÖÅÌÙ 
related to their purchase intention.



Method

Ò Participants

Ó Students attending a FBS university in Florida (N = 548)

Ó 310 males (56.6%), 238 females (43.4%)

Ó Age

Î 54% 18-21, 28.1% 22-25, 11.9% 26-30, and 6% 31 years or older

Ó 77 different academic majors

Î 0.9 % freshman, 14.2% sophomore, 23% junior, 33.9% senior, and 
27.7% graduate or professional school

Ó Ethnicity 

Î 48.7% Caucasian, 13.9% Hispanic, 20.8% Asian, 10.9% African-
American, 0.2% American Indian, 5.3% mixed ethnicity or other



Ò Instrument

Ó A fictional naming rights sponsorship deal:
Î Info Tech Stadium,  50 million/10 years

Ó Questionnaire: 

(a) Beliefs about Facility Naming Rights,  (b) Attitude toward Commercialization,  

(c) Team Identification,  (d) Stadium Identification,  (e) Perception of Financial Status,

ɉÆɊ !ÔÔÉÔÕÄÅ ÔÏ×ÁÒÄ 3ÐÏÎÓÏÒȟ ɉÇɊ 0ÕÒÃÈÁÓÅ )ÎÔÅÎÔÉÏÎ ÏÆ 3ÐÏÎÓÏÒȭÓ 0ÒÏÄÕÃÔÓȟ  

(h) Willingness to Attend Sporting Events.

Ó Demographic variables section

Ó Manipulation confirmation question

Ò Procedures
Ó Approved by the IRB for the Protection of Human Participants

Ó On-side survey took place on the campus

Ò Data Analyses:
Ó Procedures in SPSS (SPSS, 2008) were carried out to conduct data analyses. 



Result

Ò Descriptive Statistics

Factors Min Max M  SD Ŭ 

Beliefs about Naming Rights Sponsorship (BFN) 5 35 18.77 5.57 .73

Attitude toward Commercialization (ATC) 5 33 17.98 5.70 .74

Team Identification (TID) 5 35 23.40 7.74 .90

Stadium Identification (SID) 5 35 28.89 6.76 .91

Perception of Financial Status (PFS) 5 35 18.07 5.55 .82

Attitude toward Naming Rights Sponsor (ATS) 5 29 15.14 5.71 .82

Purchase Intentions of Sponsorôs Products (PIP) 4 27 11.72 5.39 .92

Willingnessto Attend Sporting Events (WAS) 5 35 26.60 7.07 .90


