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Abstract 

Today sponsorship is commonly associated with sport, as it is a public arena with a lot of 

attention and a general possession of positive emotion. Meanwhile being to some extent a 

bloated business, there is a certain visibility to sport clubs, players and stadiums that does 

not seem to fade. Tendencies of people and entities seem to head for, or as reminders to 

care more for society and the environment once again, and thus Corporate Social 

Responsibility has risen over the last decade. Therefore the purpose of this thesis has been 

to understand, how the interplay between the sports sponsorship selection process and CSR 

is, regarded to an entity’s sponsorship arrangement, and to examine which factors play a 

larger role for the sponsoree choice. Furthermore what the CSR motivation is, and if entities 

see any perceived value through CSR. Methodologically the study has had a qualitative 

orientation, with semi-structured interviews conducted with the football club of Örebro, ÖSK 

Fotboll and several of their partners, to cover the perspectives of different entities, as well 

as that of both sponsor and sponsoree. The results show that the interviewed entities do not 

view CSR as a necessary part of which they should include in their selection process yet, 

albeit almost unanimously express an awareness of such issue, and that there is a present 

reflection of mind-set, that to various extent has already begun, as entities start to develop 

strategies in the course of their operations. Concluding it seems that entities use CSR mostly 

for economical reasons. It may even go as far that entities will be figuratively forced to 

involve in CSR sooner or later, or otherwise risk running into competitive disadvantage, and 

thus it is likely that it will see a larger role in future negotiations regarded to sponsorship, 

perhaps for mutual engagement or even in the capacity of outsourcing. 
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Chapter 1 - Introduction 

1.1 Introduction and Demarcation 

As of today, sponsorship is omnipresent in daily life, and people may encounter it almost 

everywhere and it is big business. When looking into sport arenas, it may even give the 

impression that it increases. Something sponsorship does according to Meenaghan, 

McLoughlin and McCormack (2013), as it has seen major continuous growth over the last 

few decades, up until the hit of the financial crisis in 2007. Followed by an aftermath where 

it instead, to a larger extent, became viewed as something wasteful and excessive, and that 

its value instead was publicly questioned by politicians and the media. Meenaghan et al 

(2013) say that its growth did recover and even though it may seem like the expenditure is 

turning away from sports, it still was the dominant category by the time of their reporting. 

Even if the dominance from certain products and service categories may have been 

challenged by other emerging and growing categories, such as the online gaming/gambling 

and further globalization of sponsorship activities. The matter of sports sponsorship being 

selected by entities from all different fields as their first pick can even be seen discussed in 

traditional media, e.g. as reported by the Telegraphs’ Cave and Miller (2016) late August, 

when presenting three examples of the transformative power of sports sponsorship and the 

growth in brand awareness and the affinity it can lead to for entities. Pointing towards good 

reasoning for entities and their marketing possibilities through collaborations as such. 

Consequently this means that many entities use sponsorships, and sport entities are looking 

for sponsors (Bühler, Hefferman and Hewson, 2007). Especially present for people, as 

mentioned, sponsorship is represented in sports (Sponsorship Spending Report, 2015) and 

opens up as a big marketing communication tool for entities in this area, well-illustrated in 

the way that every open spot within arenas is filled with sponsor’s logos (Zengel, 2014). 

There is research about the effectiveness of sports sponsorship for these entities, and 

research about fan loyalty, which mainly is sought to understand the reaction of spectators 

related to sponsors (Bakhshandeh and Ghofrani, 2012; Biscaia, Correia, Ross and Rosado, 

2014; Delaney, McManus and Lamminmaki, 2016; Donlan , 2013; Donlan, 2014; Kim, Lee, 

Magnusen and Kim, 2015; Zengel, 2014), but there is another angle in this thematic area, 

which has surfaced lot more in recent years.  

Because of the interest and involvement towards sports sponsorship by all these various 

entities, sports sponsorship selection is a growing issue, and there is the interest from 

managers about having some criteria to make the right choices (Aguilar-Manjarrez, Thwaites 

and Maule, 1997). Different entities are looking for different sets of characteristics the 

sponsoree should possess (Fullerton, 2010) and typical characteristics are, for example, 

media coverage, the audience size and costs for the sponsorship (Greenhalgh, 2010). By 

looking for different sets, entities use different patterns to evaluate sponsorship 



 
3 

 

opportunities according to researchers like Copeland, Frisby and McCarville (1996), Kuzma, 

Shanklin and McCally (1993) and Lough and Irwin (2001). Irwin, Sutton and McCarthy (2008) 

and Brassington and Pettit (2000) bring up concepts, but none of them really absorbs a 

certain issue, one which has grown and grown over the last two decades, namely Corporate 

Social Responsibility (CSR henceforth) (Golob, Lah and Jančič, 2008; Kolb, 2014), which is 

partially a big part of sponsorship arrangements today (Schmidtpeter, 2014). Although there 

seems to be a lack of research about the connection between sports sponsorship selection 

and CSR, despite the evolvement of CSR. 

The hot issue of CSR is still something in a “state of emergence” according to Crane, 

McWilliams, Matten, Moon and Siegel (2008, p. 7), and its development is prominent. As the 

world’s society and the attitudes of its population dynamically is moving forward, different 

topics come into light at different times, whose importance can surface over time, as it is 

with the case of CSR (Himmelstein, 1997). Meenaghan et al (2013) refer to the European 

Sponsorship Association (ESA), with their study from 2009 and the PWC report from 2010 

where it points towards a regime that is more regulatory and with a focus on investment 

responsibilities. Keller (2014) states the junction of sports sponsorship and CSR is a logical 

consequence, because involved entities can care about and solve current social issues on a 

shared platform. So the aspect of CSR in sports sponsorship selection could be an important 

factor in the decision-making.  

There is quite a bit of existing research concerning CSR, although not quite in relation to 

sponsorship, and especially not extensive with sports sponsorship (Idowu, 2005; 

Schmidtpeter, 2014; Smith and Westerbeek, 2007; Walters and Tacon, 2011). Sport teams 

and other entities can be viewed as existing in comparable positions, as they are in global or 

at least national competition with their competitors, and thus in a public focus. As CSR 

activities have become a much bigger thing for entities overall in the recent past, and for 

them to be acting in accordance (Kolb, 2014), there might be connections with the demand 

from stakeholders which Jones, Parker and Bos (2005) speak of, that certain ethical 

standards must be held, such as CSR. Albeit there is also the highlighted problem of 

widespread public cynicism, concerning the view of ethical codes as being drained in the 

fashion of marketing ploys. Although if propositions such as that of Cortsen (2014), who 

expresses the occurrence of an interrelationship between sports branding, sports 

sponsorship and strategic CSR. As well as Tsiotsou (2011) who says that a sponsor’s CSR 

activities can affect a sports entity and have a certain impact on the club’s overall 

environment, by creating a certain kind of value. The potential contribution of CSR to the 

sports sponsorship selection process seems barely explored yet. 

1.2 Research Purpose 

The purpose of this thesis is, as CSR as a concept, which may exist on both sides of a 

sponsor-/partnership, by the sponsoring entity as well as the sponsoree, to investigate if it is 
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of interest for involved entities to create value through CSR, and how the sports sponsorship 

selection process is influenced by this.  

1.3 Research Question 

 How does the interplay between Sports Sponsorship Selection and CSR in a 

sponsorship arrangement influence the selection decision-making? 

o What characteristics do sponsors see as relevant related to sponsorship? 

o How is CSR motivated in the sponsorship arrangement? 

o What value emerges out of the connection of CSR - Involved entities? 

1.4 Summary 

This chapter has drawn up an introduction to the topic of the thesis, including demarcations 

to existing research. After the stated research purpose, chapter 1 ends with a presentation 

of the research question. Further background information will be presented in chapter 2. 

Followed by chapter 3, which will give the theoretical framework for the research question 

and the fourth chapter will show the methodology used. 

Chapter 2 - Background 

2.1 Introduction to the chapter 

This chapter will help the reader to understand more about the working of the sponsorship 

environment, with information about sponsorship and sports sponsorship, as well as how 

CSR finds its place there. It will show the high standing of sponsorship, which is a reason why 

the sports sponsorship selection is not just a simple one to make. 

2.2 The History of Sponsorship and Background 

Cornwell (1995) mentions that the occurrence of sponsorship already existed in the period 

before Christ, in Greece and Rome, where most athletes were supported by people from the 

richer part of the population, and with the motive of improving their own social standing, 

meaning that there was no other demand for compensation. This type of sponsorship by 

individuals was common through all the centuries up till the twentieth century by rulers and 

army commanders in most cases, and later on also by church representatives (Cornwell, 

1995). It was more of a patronage than how we see the existence of sponsorship today. A 

distinction of the different types of sponsorship will be shown in chapter 2.3. In the 1970s 

sponsors began expressing expectations of tangible returns as motivation of sponsoring, 



 
5 

 

sport events and sports entities. What they received in exchange was the presence through 

the sponsored entity (Jiffer and Roos, 1999). Over the decades, sponsorship and sports 

sponsorship has undergone many developments to reach the point where it is today, as 

almost every public event and sports entities are sponsored (Dolphin, 2003), something 

which also will be explained more specified in chapter 2.3. 

Over years there is a growth of global sponsorship spending and if prognoses are to be 

trusted, this development will continue according to the Sponsorship Spending Report 

(2015). This can be seen in the following figure, which is illustrating the consistent growth 

over past ten years. 

 

Figure 1 in 2.2:  Global Sponsorship from 2007 to 2017 (in billion U.S. dollars) 
Source:  Adapted from www.statista.com  

Herrmanns (1997) and Amis, Pant and Slack (1997) define sponsoring of today as a 

contribution of financial services, performances and/or services by a company, called 

sponsor, to an individual, to a group of persons or an entity, or an organisation respectively 

institution, called sponsoree, from the social environment of the entity. The achievement is 

against the granting of rights for the communicative use of persons respectively entities 

and/or activities of the sponsor on the foundation of a contractual agreement. The essence 

is thus that sponsoring is based on certain rights and obligations by both parties as well as 

taking care of the principle of performance and consideration on the basis of contracts 

(Bruhn, 2003), along with reaching own business goals.  

http://www.statista.com/
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According to Thjømøe, Olson and Brønn (2002), these business goals, like corporate goals 

and marketing efforts, seem to be the driving force behind the involvement in sponsorship 

and also weighs in on the sponsorship choice (Copeland et al, 1996; Kuzma et al, 1993; 

Lough and Irwin, 2001). Entities are mainly getting involved in sponsorship with the aim of 

increasing sales, brand awareness and to match their competition (Thjømøe et al, 2002). 

Daellenbach, Davies and Ashill (2006) add that sponsorship can be seen in the context of a 

resource dependency perspective, where it helps the sponsor to draw attention to a 

sponsored entity. The sponsoree can offer reputation, image, brand equity, legitimacy and 

act like a mediator between the current and the potential market for a sponsoring entity 

(Daellenbach et al, 2006). 

To initiate the progress of the development of a sponsorship and to negotiate a deal with a 

potential sponsoree, Daellenbach et al (2006) say there are four stages of sponsorships. At 

first, an idea of sponsorship emergence, which the entity wants to realise and the process of 

realisation is the start. Followed by the stage, where the sponsorship idea grows and where 

common effort, belief and commitment are added to the process. Thirdly, the agreement 

with a sponsorship partner is formalized and begins to develop, after there must have been 

a selection process, at best case it matches the entity’s requirements. Lastly there is the 

question about commitment. After the expiry of a sponsorship phase both partners may 

decide to renegotiate a deal, including using resources more efficient, or part ways for the 

future. 

Since there are sponsorship deals between so many entities, the assumption would be that 

there must be a variety of advantages originating. Sponsorship is used a lot, and it is dating 

decades back with the purpose of gaining competitive advantage by differentiating from 

competitors (Cornwell, Nickell and Wesley, 2011) and Amis et al (1997) determine that there 

is a need for four preconditions to gain this advantage, namely heterogeneity, imperfect 

imitation, imperfect mobility and limits for competitors. There needs to be a connection 

between the sponsor and the sponsored entity to build credibility towards the consumer, 

and above that brand equity, the monetary value of a brand consisting of material and non-

material values, can be created and furthermore the perceived value of a brand can be 

raised (Amis, Slack and Berrett, 1999; Wang, Cheng, Purwanto and Eremurti, 2011). 

Jiffer and Roos (1999), McDonald (1991) and Taranto (1998) list various advantages, why 

sponsorship is so popular. They say that involved actors want to create a connection 

between the entity and the sponsored entity and by relating to sports sponsorship they can 

avoid media mess better, because sport entities addresses the consumer in a more direct 

and entertaining way. Benefits are the awareness that the entity can generate through the 

sponsoree, by exploiting exclusive rights of the sponsoree, some impressions from the 

sponsor which cannot really go by the consumer, e.g. because of the presence in a football 

stadium in comparison to TV advertising. 
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2.3 Sports Sponsorship Background 

The most dominant form of sponsorship now is sports sponsorship, as about two-thirds of 

sponsoring spending are directed into sport (Olson, 2010), and sponsored entities are often 

sports entities, as there is a good chance that these entities aim to raise their brand value 

through sports sponsorship, that the identification of fans with their team also can transfer 

to the sponsor (Wang et al, 2011). The high involvement of fans is another aspect why sports 

entities are the most sponsored organisations, because it can affect almost every relevant 

sponsorship component, such as awareness and purchase intention (Alexandris, Tsaousi and 

James, 2007; Yong, Kyoungtae, Claussen and Tae, 2008). As a consequence of this fact, 

sponsorship should be used as a long-term investment according to Amis et al (1999). 

To reach further out, sports sponsorship is a very wide expression, as mentioned by Hesse 

and Möller-Hergt (2006), and it is usually defined in a new way when new research regarding 

to the topic is conducted. It is often because of intentions to delimit it from similar concepts 

like patronage and donations. One characteristic of patronage is that the patron does not 

receive any direct business benefits out of their support. The patron then supports a club 

without expecting compensation in return, but rather to gain social reputation, more in the 

sense of sponsoring as it began, and was common, especially during the first millennium. 

Patronage can contain private individuals or entities, although if entities appear as patrons 

the case is a bit different. The engagement is most likely not out of selfless purposes, even if 

that may be the claim. Since there are things such as tax advantages to be gained, which 

make the case appear less generous than before, and therefore probably would like to keep 

it from public awareness (Zengel, 2014). 

In similarity to patronage are donations, where entities may gather donations by claiming to 

be addressing social responsibility, for instance by onwards giving it to sports entities 

(Wagner, 1994). In such case it is likely not only out of pure kindness from the side of the 

entities either. As with patronage, there are tax advantages to be gained from donations as 

well. Typically there are no contracts concerning donations, meaning that there is no 

contractual right for corporations to obtain compensations either (Zengel, 2014). 

Patronage and donations will not be interpreted as “real sports sponsorship”, since as 

mentioned in chapter 2.2, that the sponsor gives something to the sponsoree and receives a 

granting of rights for commercial use (Bruhn, 2003), and that the sponsor receives the 

opportunity to target and reach a mass audience (Ferrier, Waite and Harrison, 2013). The 

difference to patronage and donations from an entity’s view is the objective. Good will is the 

main aspect for patronage and donations, whereas for sports sponsorship there is a wider 

aspect, from profit maximization, to CSR purposes and/or a professed altruistic motivation 

(Zengel, 2014). 

Sports sponsorship became a true communication tool in the 1980’s when becoming 

professional during the process of publicity expansion. It was viewed as a component of the 
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marketing mix, having the potential to improve the corporate image both national and 

internationally (Cousens and Slack, 1996). In the 1990’s sports sponsorship became part of 

most sports, and the sponsorees themselves tried to professionalise sports sponsorship in 

order to benefit from the advantages. The original aim of sponsors to use sports sponsorship 

was to demonstrate social awareness as well as marketing. To increase consumer demand, 

to introduce the public to new products, to penetrate new markets, and to leverage their 

key publics and stakeholders, making a case for their legitimacy and improve the corporate 

culture, meaning that there have been and are multiple aspects. (Cousens and Slack, 1996). 

The rise of CSR to show social awareness and values seems to potentially have become more 

of a reason to move towards sports sponsorship. During the millennium saturation occurred, 

and since sport entities today depend on sponsors, it means that the market of becoming a 

sponsor is not anymore contested, and that the impulse often has to come from the sports 

entity to reach out for first negotiations (Zengel, 2014). 

Seeing sports sponsorship as not coming out of generosity, but something for profitable 

reasons, management of entities mostly may regard sports sponsorship as a partial or even 

central component of integrated communication. Considering the different target groups an 

entity may have, it can sometimes be noticed as part of the strategic branding as Bacher and 

Krüger (2002), and Zengel (2014) talk about. Admittedly sponsors acknowledge that there is 

no real direct measurement to evaluate the effects of sponsoring, except on-site 

merchandising, couponing and in-store promotions, and e.g. that they cannot really explain 

improved results of certain marketing activities (Copeland et al, 1996). Many global brands 

include sports sponsorship in their strategic marketing communication with the aim to 

create stronger relationships between their brand and the consumers (Biscaia et al, 2014). It 

has even reached the level where sport and entities are inextricably connected and one 

cannot survive without the other one anymore (Roy, 2005). It is also used by combining it 

with other communication tools that are at disposal, becoming even more intertwined in the 

purpose of utilizing to the fullest. Sectors such as public relations, media advertising, sales 

promotion, direct marketing, internal communication, multi-media communication, event 

marketing, trade fairs and exhibitions as well as personal communication (Zengel, 2014). This 

concept is referred to by Zengel (2014) as Corporate Identity. For this reason the sponsors 

have the chance to position their brand by differentiating themselves from other brands and 

reach targeted markets through sustainable relationships with their consumers, and 

hopefully increase sales (Biscaia et al, 2014). The sponsors may also reach out to potential 

consumers and their targeted groups in a non-commercial situation or even reach persons, 

who normally would be hard to access (Gross, 1991).  

Positioning a brand often goes along with positive emotions, which if associated with sport, 

can enhance the sponsoring brand. For example, the visitors of sport events may seem to be 

more relaxed and naturally open-minded whilst participating in the event, which is why 

sponsors recognised that spectators are more exposed to promotional messages under 

advantageous conditions because of enthusiasm, excitement and enjoyment (Ferrier et al, 
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2013). These emotions, with endogenous and exogenous factors, are the reason for the still 

growing significance of sports sponsorship. The endogenous ones are addressing consumers 

in non-commercial situations, a demand for a purposeful and credible communication, 

development to a bidirectional communication item and avoidance of communication 

barriers. When social changes in the society occurs, the same does happen with leveraged 

exogenous factors. For example, the increase of free time, the grown interest of media, the 

drawback of public sector financial support and the social political role of companies, that 

changes people’s life style. (Walliser, 1995) 

Another reason for the increasing importance of sports sponsorship, as Drees (1992) 

explains is the connection between sports, media and economy. Media needs sports as a 

show element, whereas sports need the economy for financial support and the economy 

wants attention through the media, where they engage financially, meaning that there is a 

kind of cycle. Bruhn (2003, p. 13) calls this interrelationship the “Magical Triangle of Sports 

Sponsoring”. This interrelationship between sponsor and sponsored entity, can lead to 

image creation due to the sponsoree’s own values and image, something which e.g. can be 

shaped through CSR. Followed by an image transfer, the brand image of the sponsor can be 

influenced (Gwinner, 1997). This is according to Meenaghan and Shipley (1999), because a 

sponsor’s brand name, logo and other marks are being associated with the sponsored team 

by the spectators, and therefore the sports entity image is transferred to the sponsor image. 

Professional sport organisations are also part of the social and economic entirety, as profit-

oriented entities are and have consequently corresponding social responsibility, too. This 

means that they often are connected to a registered association and may be committed to 

certain CSR related activities due to law. Sport has an enormous public and media attention 

and is a platform for activities, discussions and emotions for a lot of people. This results in an 

exemplary function and ends in having an impact on communication messages (Keller, 

2014). 

“Sport has the power to change the world!” says Kolb (2014, p. 103), a citation originally 

made in 2000 by Nelson Mandela. Something which could be agreed upon, or at least seen 

as, that sport has the possibility and resources to change and improve it a little bit. As with 

entities, it is also expected from sport clubs to make a positive social contribution and 

entities can use sport to convert their CSR operations, meaning that there is a chance for 

both sides to contribute to society. Specialized agencies for CSR operations in sport have 

risen since the 1980s, something which presses on the importance of said issue (Kolb, 2014). 

Challenges emerge today, which are climate change, education, health, global poverty, 

racism, refugee movement, integration, rising violence, obesity, but on the other side 

hunger, et cetera. Naturally, sport and entities cannot solve all these issues and problems on 

their own, but they can certainly aid. Traditional values of sport are fairness, team spirit and 

movement (PWC’s sport survey, 2016), so it seems predestined to be a part of the solution, 
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and for an actor connected to the sport of football not only to be a role model at the field, 

but in society. 

CSR as a concept has its roots back in the 1950s (Godfrey, 2009), but has become more 

frequently used in later years by various kinds of actors, entities as well as sports entities. 

The connection between sport and philanthropy has existed before, but the work with CSR 

has intensified it a lot more (Kolb, 2014). The social, ecological and economical challenges 

such as demography, resource scarcity and the financial crisis show that companies play a 

big role in today’s society. Also international organizations or unions like OECD or the EU 

give instructions how to implement responsible management (EU, 2017; OECD, 2017) and 

the EU defines CSR as the responsibility of entities for their impact on the society (EU, 2017). 

To meet these expectations, they should use a strategy which integrates social, ecological, 

ethical, human rights and consumer issues in collaboration with the stakeholders into the 

entity’s operations (Schmidtpeter, 2014). As professional sport keep evolving towards big 

business, CSR is an opportunity to reach back to the teams’ original fan bases in order not to 

separated too much. 

Chapter 3 – Theoretical Framework 

3.1 Introduction to the Chapter 

To examine the research questions properly, certain keywords and key topics have to be 

defined exactly, to understand how CSR is working and to give a foundation for the 

examination of the research question. In this chapter past literature and theories will be 

cited and presented, about sports sponsorship selection process and CSR. This chapter aims 

to aid to understand and present the construction of how the mentioned terms works 

independently to one of another. The chapter ends with the theoretical framework being 

presented in the way it will be used later for the analysis. 

3.2 Sports Sponsorship Selection Process 

The sponsorship choice is an important part of the whole sponsorship involvement like 

Brassington and Pettit (2000) demonstrate, as not every sport entity makes sense for a 

certain entity to sponsor, and also not the other way around. Especially when collaboration 

with CSR is the reason for involving in sponsorship. Entities sometimes receive dozens of 

sponsorship proposals from sport entities (McCook, Turco and Riley, 1997), although there 

has been a slight change in recent years. Therefore certain criteria must be drawn up to 

frame the decision-making and selection process based on essential conditions (Brassington 

and Pettitt, 2000), and Mueller and Roberts (2008) add that every sponsorship object has its 

own different set of characteristics, which need to be sorted out and evaluated by the 
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sponsor. Irwin et al (2008) brings up a concept with basic standard factors to screen 

sponsorship opportunities, such as the demographics of a sport entity’s supporters or the 

existing hospitality conditions, which can be relatively easily measured. Also Copeland et al 

(1996), Kuzma et al (1993), and Lough and Irwin (2001) are following this up  by presenting 

criteria’s for evaluating the sponsorship choice, which determinants go in the same direction 

like Irwin et al (2008), e.g. with increasing short-term sales and long-term revenues. 

Brassington and Pettitt (2000) brings up a frame with less tangible, softer factors, which are 

not really measurable, more of that an entity has to determine them. So entities should use 

at least a kind of a selection process for their partners, or call on characteristics that a 

partner should have or offer. Brassington and Pettitt’s concept seems more valuable, as 

entities today tries to be on the same page with their sponsorees, because consumers start 

to look more into it, as well as matching partners (Plewa and Quester, 2011), and also 

Greenhalgh (2010) adds that sponsorship selection cannot be based only on hard factors. 

According to Brassington and Pettitt (2000) there are five foremost important criteria, an 

entity should go through. Compatibility is a very important aspect, the whole sponsorship 

should match with sponsor’s promotional objectives (Grohs and Reisinger, 2005). 

Brassington and Pettitt (2000) recommend that management of sponsorship organisations 

should decide rationally, be on the same page with the entity’s perspective, and not be 

driven by personal interests or preferences for a certain sport, et cetera. Uniqueness and 

exclusivity is the desired goal of a sponsor, but it is difficult to reach it every time. Especially 

big sports entities or large international events are very much in demand, as they have a 

wide media reach (Mueller and Roberts, 2008), so it could be better to sponsor a whole 

major league, as an entity thereby can be the unique sponsor. Potential spin-off promotion 

and marketing opportunities could be combined with further advertising along the current 

sponsorship and thus maximize its impact. Relevance is necessary, as the chosen 

sponsorship and the target audience must fit and the partners should have similar attributes. 

The length of impact is also a factor, because one-off events do not generate as much effect 

like brand awareness as a long-term sponsorship like sponsoring a sports entity or multiple 

events (Brassington and Pettit, 2000). 

By following these guidelines, Shank (1999) ensures that there is a much better chance to 

find a fitting sports entity to sponsor. This goes along with answering questions about 

tangible factors, regarding the sponsorship, like if the sponsorship offers the right 

positioning, if it provides a link to the brand image, and if it targets the right audience or if 

there is a way to involve employees in the sponsorship (Shank, 1999). 

3.3 Corporate Social Responsibility (CSR)  

Today part of an entity’s task is also to care about the environment, human rights, 

sustainable development and social issues, or to society in general (Idowu, 2005). CSR is 

seen as a very wide field and an elastic term (Mohr, Webb and Harris, 2001)) and over 40 
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definitions are known in literature (Dahlsrud, 2008). This thesis connects with following 

definition, as it includes the value aspect. Entities have the obligation towards society, or 

more specifically the entity’s stakeholders (Smith, 2003) to use their core competences to 

bring into line the sustainability requirements of ecologic, social and economic with the entity 

interests (Schmidtpeter, 2014). Schmidtpeter (2014) also comes up with the description of 

CSR that it should be seen as forward-looking innovation and value creation management 

and not as a kind of renunciation and self-restriction anymore. Therefore there is a need to 

develop a proactive and opportunity-oriented CSR perspective. Menon and Kahn (2003) go 

on with that CSR as the associations reflecting their brand’s character from the point of view 

of their social obligations. By addressing these obligations, entities normally increase the 

awareness and/or create funds for a social cause, so the sponsor’s CSR activities will be more 

perceived (Menon and Kahn, 2003).  

In this context Arvidsson (2010) brings up that CSR is viewed as an avoidance of destroying 

established value, not as a value-creating tool, because the clearness of the economic 

impact to stakeholders seemed hard to grasp for the entities (Arvidsson, 2010). So it seems 

that entities are often not aware about the value-creating opportunities. Taylor (2014) 

makes connections and mentions that one aspect of an impact is that entities seem to be 

forced to develop and communicate a CSR strategy as a response to the increasing demand 

from the consumers to show social responsibility. Larger stakeholder groups with high CSR 

expectations can have an impact and force an entity to a certain manner (Taylor, 2014). 

CSR is an opportunity for entities and sport entities to remind themselves of their self-

imposed values and to show commitment as well as concern about disadvantaged people 

and social issues, something which seem to be the opportunity to improve the quality of 

lives (Kolb, 2014). As CSR is sometimes seen as the antithesis to capitalism, it is the perfect 

equivalent that corporations reflect themselves about their social responsibility. Acting 

responsibly today means that entities have to follow laws, industry standards and 

international agreements (Corporate Governance and Compliance). Furthermore they have 

to take on social, ecological and economical responsibility in their core business (Sustainable 

Management) and also social commitment beyond their core business. It is also their duty to 

form own market conditions through sectoral agreements or responsible lobbying 

(Schmidtpeter, 2014). Earlier it was only represented in the sections of manufacturing and 

service, but this has changed and now also includes health care, education, culture and sport 

(Godfrey, 2009). Another opportunity that arises for entities through CSR is that they can 

mark off their products, their brand or the sports club from others (Network, 2012).  

According to Schmidtpeter (2014) the most important thing about CSR is the sustainable 

structure of entities’ own business model as well as the takeover of economic, social and 

ecological sustainability of their own actions. It is necessary for the sustainability of every 

entity to accept this responsibility in the market. Meanwhile it is proved that business 

processes have positive and negative impacts on their social environment. That is why it is 
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the entity’s duty to reflect over the effects in the internal as well as in the external 

correlation. Certainly, profit-oriented entities, and sport entities alike do not necessarily use 

CSR only for the sake of being friendly to people. As critics may say, that CSR is pure public 

relation and for gaining competitive advantage, which may be partly true. Although when 

entities use a real strategy to imply CSR into their daily operations, it cannot be only because 

of public relation reasons. It would be too much effort otherwise.  

3.3.1 Motives for CSR 

Carroll (1991, 2004) has drawn up the pyramid of CSR, which predicates that an entity’s 

social responsibility includes taking care about the economic, legal, ethical and philanthropic 

expectations a society has of an organisation. Figure 2 displays the structure of what is 

responsible for the motivation to implement CSR in a company.  

 

Figure 2 in 3.3.1: The Pyramid of Corporate Social Responsibility 
Source:   Adapted from Carroll (1991) 

On the first stage, there is the economic level. Jones (1995) indicates that different types of 

corporate social responsibility performances attempt to attain entity/stakeholder 

relationships and ideally should have a positive impact on the entity’s balance sheet. To gain 

trust an entity needs to create a reputation, which cannot only be done through advertising, 

but also need credible behaviour, which people do not find as superficial (Jones, 1995). 

Customer surveys have found that people’s purchasing decisions were positively influenced 

by an entity’s CSR reputation, something which leverages the decision making (Smith, 2003). 

Stakeholders may want to have partners who behave responsible towards the society, as 
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they are connected to an entity’s brand, their image and reputation, therefore a CSR 

strategy can establish consistency for partnerships and at the same time retain media 

pressure, which can directly influence sales according to Smith (2003). On the other hand, 

CSR certainly causes additional costs, which could cause an entity to perhaps think twice and 

evaluate if CSR performances make sense, meaning there are two factors of the economic 

level. 

Another aspect of Carroll’s pyramid is the legal level. Regulations of the government, which 

could be considered as a stakeholder, that forces an entity to be active in a CSR context. 

Entities have to follow the law, otherwise they come in conflict with it, which at worst can 

lead to business abandonment (Zadek, 2004). As there are no international standards for 

CSR as of yet, there remain differences between continents and nations, meaning that less 

developed countries cannot force entities to act responsibly as their legal system is often not 

as good as and not as strong as developed like in democracies (DeTienne and Lewis, 2005). 

The ethical motivation comes from what behaviour is expected of the entity by stakeholders, 

and it is about the ethical environment a company is involved with (Carroll, 1991). For 

example working standards are set, which have to be in line with the public’s perception. 

Entities have the feeling that changes or addressing to issues, are ethically necessary, 

although not mandatory, because issues of the ethical level are not legally required (Zadek, 

2004). 

Last is the philanthropic stage, which is very similar to the ethical level, as it also concerns 

the desired aspects of stakeholders, but not the expected ones (Carroll, 1991). It is more 

about doing the right thing and entities serving people, not only by behaving appropriate 

(Smith, 2003). 

When discussing stakeholders in this thesis, it is meant to refer to stakeholder groups 

investors, community/government and to smaller part consumers, for the case if they have 

been mentioned by the interviewees, since the interviewees are entities and a section of the 

community. 

3.3.2 CSR related to Sport and Sports Sponsorship 

Over roughly the past ten years analysing the relationship between sport and CSR has begun. 

Reasoning is that sport has increasingly become a bigger integrated part of society, and 

especially sport entities have developed a big influence in society (Walters and Tacon, 2011). 

What makes sport unique related to CSR is that sport is able to address people’s emotions 

and by that stakeholders build a stronger connection to a sports entity and thus rather 

choose them for CSR activities (Walters and Tacon, 2011).  

Since sport has such a high public and media presence, it may seem predestined for 

documentation of CSR activities occurring by both parties, sport clubs as well as the other 

entities. Natural values of sport like solidarity, tolerance and fairness strengthen this role as 
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well as its health and learning function. The combining of sports sponsorship and CSR 

therefore makes sense, as well as the aspect that potential sponsors can solve problems 

within the social environment (Keller, 2014). According to Eberle, Berens and Li (2013) 

stakeholders identify themselves stronger with another entity, if its CSR message is known as 

more interactive, thus the communication of a sports entity about covering this topic is 

notably recognised. Interactivity itself is a good tool to reach a consensus with the 

stakeholders that the entities address to the reasonable issues and not accidentally 

unreasonable causes, which would probably be sentenced immediately by their stakeholders 

(Eberle et al, 2013). Eberle et al (2013) add that identification of the stakeholders with the 

entity engages them to spread positive word-of-mouth, resulting in a positive impact for the 

entity’s reputation, and also conveying credible messages. 

Contemplated individually, CSR can help entities to get competitive advantage through 

addressing social or ecological issues, and sports sponsorship can help entities to sharpen 

their perception by consumers (Plewa and Quester, 2011). In the last decade researchers 

started to examine the connection between CSR and sports sponsorship more and indeed 

explored a correlation. For example Babiak and Wolfe (2006) and Walker and Kent (2007) 

examined this connection in the National Football League (NFL) in the United States, with 

the result that CSR influences spectators, e.g. by getting a positive view about the entity and 

building brand loyalty. Smith and Westerbeek (2007) outlined what CSR can contribute to 

people’s perception of social acting of involved entities. Farrelly and Greyser (2006) even 

claim that entities intentionally use sports sponsorship to engage in CSR and hence improve 

the CSR perception of their consumers. Although there is some research looking into the 

connection between CSR and sports sponsorship, the field is still not that explored, 

considering how many people and stakeholders are involved in sport business (Plewa and 

Quester, 2011). 

There is still some discussion going on, if CSR can create value according to Jonikas (2014), 

especially how entities perceive it. Plewa and Quester (2011) made a frame on which basis 

value creation through CSR can be explored. They bring up consumer perception of CSR and 

Margolis, Elfenbein and Walsh (2007) and Yoon, Gurhan-Canli and Schwarz (2006) add that 

entities receive at least small competitive advantages through CSR involvement. Luo and 

Bhattacharya (2006) also claim that customer satisfaction can be impacted by CSR. Siltaoja 

(2006) also states that reputation by consumers can give entities a competitive boost. This 

raises the question, how entities perceive the influence of CSR and if there is some value 

created for their business in their view. It adds to the study of Chen and Lee (2017), who 

claim that the interplay of CSR and the value for an entity is not entirely linear and that it is 

rarely only, either positive or negative. 
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3.4 Analytical Model 

After an extensive presentation of references, the frame from which the analysis will 

proceed needs to be processed. It evolves from the previous subchapters 3.2 and 3.3, and in 

pursuit of the research question. This framework will be the foundation for the data 

collection and the data analysis, as the connection between the sports sponsorship selection 

process and CSR previously barely has been explored. 

The criteria drawn up by Brassington and Pettitt (2000) will be the base regarding to 

characteristics of interest that guideline entities, and are used when trying to find a 

matching sponsor partner. 

 Compatibility with partner 

 Uniqueness and Exclusivity 

 Spin-off promotion and Marketing opportunities 

 Relevance 

 Length of Impact 

Based on these criteria the data of the interviews can be examined to see what 

characteristics that the sponsors view as relevant related to their sponsorship. 

To ascertain which motives are driving entities to engage in CSR or to act with partners in 

this field, further evaluation will be oriented to the pyramid of corporate social responsibility 

by Carroll (1991), and the four motives which drive entities to take part in CSR. Carroll (1991) 

has a certain order of the four motives, but in this thesis the motives will be treated equally, 

as it remains to be seen if the interviewees make differences here and see one or more of 

these responsibilities more valuable than the other. So following in no particular order: 

 Ethical Responsibility 

 Legal Responsibility 

 Economic Responsibility 

 Philanthropic Responsibility 

By embedding the data of the interviews into these categories, it should provide information 

about how CSR engagement is motivated for the interviewed entities, if it at all is motivated. 

The information concerning the question about what value, either social or economical, 

would emerge out of the connection between CSR and involved entities will be addressed 

with the view of the interviewed entities about the impact of CSR. Namely if they see any 

influence of CSR on the consumers’ perception or for the entity’s reputation and if there is a 

certain correlation. 

Following model sums up the whole connection of each individual segment and shows how 

the research questions are linked up in the end. The left wing addresses which 
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characteristics are seen by entities as relevant related to their sponsorship. Those relevant 

characteristics lead or contribute to a selection of a sponsoree. The right wing concerns to 

the question what the motivation for CSR engagement is for the entities. If there is any 

motivation for CSR engagement, the question arises if and what value entities can see in it. 

In concluding it can be examined, if there exists interplay between sports sponsorship 

selection and CSR according to the interviewees. 

 

 

 

Chapter 4 – Methodology 

4.1 Introduction to the Chapter 

In the previous chapter a theoretical framing of referencing studies and conceptualization 

was presented, as well as tied to the research question of the study. In this chapter it has 

meant to cover the research methodology, which has been used whilst conducting the 

thesis. 

4.2 Research Approach 

As the purpose of this study is to try and understand in which ways the interplay between 

sponsorship selection and CSR is viewed when it comes to decision-making within 

sponsoring, from the perspective of certain actors within partnerships. The aim is to make 

sense over a situation where there is no influence from the researchers and through 

Compatibility 

Uniqueness 

Relevance 

Length of Impact 

Spin-off Promotion 

Relevant 
Characteristics 

CSR 
Motivation 

Ethical 
Responsibility 

 

Reponsibilit

y 

Legal 
Responsibility 

 

Reponsibilit

y 

Economical 
Responsibility 

 

Reponsibilit

y 

Philanthropic 
Responsibility 

 

Reponsibilit

y 

 

Interplay 
Sports 

Sponsorship 

Selection 

Entity 

CSR 

Value 



 
18 

 

understanding “how” and “why” this contemporary phenomenon exists. This is where a case 

study is the preferred method according to Yin (2014), who says that the interview is one of 

the most important sources when conducting a case study. This is because it resembles a 

guided, fluid conversation rather than a rigid inquiry, which is why we decided upon this 

approach of method for this case as well. 

Depending on its purpose, Saunders, Lewis and Thornhill (2016) say that interviews may vary 

from being standardised, structural and formal to informal and unstructured. From a very 

step to step perspective, and collecting quantifiable data in one end to the flexible and free 

spoken end of “in-depth interviews” in the other, where no predetermined questions are 

prepared. In between is the “semi-structured” interview, which was decided upon to be 

used in this study, and it is a mix of the previously mentioned two. It has the advantages that 

the interviewers can make certain to gather the intended information, as well as still leaving 

room for follow-up questions and allow the interviewee to respond and answer in their own 

way, as well as wandering into relatable areas which was perhaps not considered at first. It 

means that the interviewers aim to use the best from both, the structured and the 

unstructured style, and therefore is hopefully able to receive additional information as 

expressed by Holloway (1997). 

According to Bryman (2007) a striking finding to emerge out of his interviews, with 

prominent researchers, is how little philosophical issues lie in the selection of research 

methods, and that to a larger extent shows of a formal text book description rather than 

reflecting the thoughts of the researchers about their practices. Bryman (2007) also says that 

a possible reason for this is the normative view of the research process which has been 

provided through the account of textbooks, implying a rational outlining how research is to 

be conducted with a flow from the research question. The semi-structured interview is “non-

standardised” and used to collect qualitative research data (Saunders et al, 2016), and would 

therefore be difficult to conduct fully in accordance to a textbook even though certain 

framing may be done in that manner. Although it naturally shares similarities since, 

according to Mason (2002) interviews are probably the most commonly used method for 

gathering empirical data when it comes to qualitative research, and that the term 

“qualitative interviewing” even is used when referring to in-depth, semi-structured or 

loosely structured forms of interviewing.  

The semi-structured interview style, which was chosen, is often the source of a research’s 

sole data, perhaps because of tradition and the way it thereby has been advised in textbooks 

for this certain kind of studies. Perhaps also because it offers a certain kind of flexibility, 

albeit preventing to stray off topic, since they are generally organised around predetermined 

open-ended questions with the interviewee(s), then ensued by follow-up questions 

emerging from the dialogue (DiCicco-Bloom and Crabtree, 2006). A group interview is said to 

allow a wider arrange of experiences to be presented, but because of its public nature it 

could prevent delving deeply enough into an individual’s experience as an individual in-
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depth interview would allow (DiCicco-Bloom and Crabtree, 2006). A problem which should 

not occur, since the interviews are conducted through meetings with one respondent at a 

time. 

4.3 Data Collection Method 

4.3.1 Primary Data 

We decided to follow the four core features of which Mason (2002) says, despite the 

variation of tradition and in styles of the qualitative or semi-structured interviews are to be 

found in common: 1) the interviews were conducted face-to-face, which should not be a 

must, but possibly eased the matter of doing it in the manner of an interactional exchange 

dialogue.  2) The building of rapport and the order of questions; the style of the interview 

was aimed for a quite informal form of a discussion or conversation rather than that of 

formal questions and answers. 3) Which possibly would be the outcome from a sequenced 

script of questions, but rather had themes and topics to cover and start a fluid and flexible 

discussion that allowed for unexpected themes to be explored. 4) Finally through a dyadic 

process, the interviewers had to ensure that relevant contexts were brought back into focus, 

if a different track was explored. 

So not to miss interesting details from the interview the most common way is to record 

those with a tape-recorder, and we used two recorders  to make sure that a high quality of 

the tape-recordings were maintained, which would aid to avoid later difficulties in the 

research process, as suggested by DiCicco-Bloom and Crabtree (2006). As Bryman and Bell 

(2013) discuss, too much of focus as researchers could be lost on the conversation by taking 

notes, a distraction from the interview resulting in missed gathering opportunities, and that 

the recording also allows to go back to the interview for the analysis later on. Other 

distractions which could be avoided and also improve the recording quality is the 

surroundings and technological equipment, if there is excessive background noises, the 

placement of the recorder, weak batteries or other factors that could influence the quality 

(DiCicco-Bloom and Crabtree, 2006). The interviews were therefore conducted in quiet 

meeting places, conference rooms or offices with the interviewees, who had agreed for the 

interviews to be record, as well as being aware of the research’s purpose in accordance to 

Esomar (2014). 

DiCicco-Bloom and Crabtree (2006) say that it is by connecting many “truths”, that research 

by interviews contributes with knowledge of human experience, which is why it was sought 

for interview partners of different sizes, and from different sectors. A middle road could be 

advised to take, by appearing professional and generally knowledgeable, albeit less 

knowledgeable than the expert of the particular topic, the interviewee. Since it also was not 

wished that the interviewee leaves information out, because of assumption of the 

interviewer knowing, as Leech (2002) points out, otherwise there can be a risk. This could 
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negatively impact the wishes for the interviewee to receive a serious and constructive 

impression as well as giving fully developed answers. Therefore it was important to keep the 

interviewee talking, something which could be done by repeating explanations or restating 

what had been said, whilst keeping in mind to ask for use and not necessarily meaning 

(Spradley, 1979). In the thesis’ case it could also be seen whilst double-checking of language, 

since the interviews were conducted in English with native Swedish speakers. A method 

which possibly could come closer to the core of what the interviewees wished to express, by 

a usage of less descriptive words, or it could be a risk of a slight language barrier resulting in 

a defensive stance because of the second language matter, or not being descriptive enough. 

It was not deemed to be a problem since the possibility to express themselves, if felt needed 

in Swedish was possible, and at times utilized. This could be seen more of an exchange of 

words, and therefore show both interest and understanding of what the interviewee is 

expressing, as well as also providing the chance to correct misunderstandings (Leech, 2002). 

It is best to summarise what has been said in the words of the interviewee, to avoid 

reinterpreting what has been said, something what was tried to do, so not to cause the 

interviewees to feel that words were put in their mouths, since it would only work against 

the rapport that we would try to build. It was important for us to develop a positive rapport 

with the interviewee quickly, since it was wished to develop a positive relationship, which 

according to DiCicco-Bloom and Crabtree (2006) allows for more in-depth answers in the 

interviews. Since it was not known if the interviewee ever had been part of an academic 

study before, even less one conducted in a foreign tongue. They could possibly feel nervous, 

and it would be best according to Leech (2002) to avoid language and questions that could 

be interpreted as threatening. Rapport refers to the harmonious relationship between the 

interviewer and the interviewee, it is when there has been a basic sense of trust developed, 

and it allows according to Spradley (1979) for a freer flow of information. Without it even 

the most, well-phrased questions may only lead to uninformative, flat answers (Leech, 

2002). Spradley (1979) talks about four steps of building rapport (“apprehension, 

exploration, cooperation and participation”) that has to be worked through when trying to 

get people to open up about themselves. If the study is presented and followed up in a 

professional and ethical way the first three steps should be covered sufficiently and since the 

information discussed is not of personal character, and therefore less threatening, the need 

of a developed fourth step could be seen as excessive and could possibly even work against 

us by producing an angled view. 

4.3.2  Interview Process 

Since it is important to make the interviewee feel at ease, the interviews began by reminding 

them of the cause of the appointment. It was explained the project once again through a 

one-minute version, by describing the topic of interest and the types of questions that would 

follow, without giving any indication of though where it would lead before going into the 

questions of the topic. By explaining what would be done in, as it was understood, a 
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trustworthy manner. It could be felt in many of the cases an initial frostiness of scepticism 

melt. The use of the English language for the interviews may perhaps rather have given it an 

additional touch of professionalism, since it often is the language of use in business on 

higher levels. Leech (2002) also says that in an interview, both what you already know and 

what you want to know is important. What you want to know will determine which 

questions you will ask, and what you already know will determine the way you ask them. To 

gain the rapport, it had to be kept in mind, the importance of both the question-order and 

the way the questions were phrased, since it may be better if the questions were to move 

from more nonthreatening ones towards the more threatening, which could be interpreted 

as such, along with the strengthening of the rapport. It was not believed that the questions 

had a too sensitive character, albeit the order were considered since some possibly fitted 

best to be postponed until the middle or towards the end of the interview, but not for the 

ending as suggested by Leech (2002). Instead the end was, as it has begun with a more 

general perspective, and offered for the possibility to share if there was something that the 

interviewee felt had been missed on the subject at the end. 

Corbin and Morse (2003) say that novice interviewers often are awkward, and feel 

discomforted by silences and pauses, and therefore would inject with more comments and 

questions than necessary. So it was important to keep in mind not to make anything seem 

weird, or give any indication of questioning the interviewee, as in “no normal person would 

think twice to answer the question”. In some cases a prompt is well fitting, and in other 

cases it is better just to ask and be quiet. To give the respondent time and answer, because it 

is not only the interviewer that feel the silence, most people will try to fill it, and there will 

be an answer to the question (Leech, 2002). Some participants are more cooperative then 

others, not that the others necessarily withholds important information, but perhaps 

because the relevant question were not asked at first (Corbin and Morse, 2003). This is 

because of that following up with more questions phrased in the fashion of "When would 

you do that?" or "What would you use that for?", were asked instead of "What do you mean 

by that?", since it is better questions for building rapport according to Leech (2002). 

Leech (2002) believes there is a single best question for semi-structured interviews, one 

which can take up to half of her interviews, and it is what Spradley (1979) calls a “grand 

tour” question. It is something that was used as a way to early on get the interviewee to talk, 

since these questions ask respondents to verbally give a tour of something they know well, 

such as a more general introduction to who they are, and what they do.  

By talking about certain acts or situations, it is a similar way as with the grand tour, just more 

focused, and specified towards the subject, it is “example questions” (Spradley, 1979). Such 

as examples of CSR-activities conducted, on which was a special focus. Although 

hypothetical questions sometimes may be easier for the interviewee to answer than direct 

language questions (Leech, 2002), since it may help the respondent into the mind-set of 

speaking to another expert.  
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As important as the questions are themselves, knowing when to just quietly wait and give 

smaller acknowledgement through prompts to what is being said can be important for 

developed answers. For semi-structured interviews prompts do two things, they keep people 

talking and help to proceed after flat responses (Leech, 2002). The interview protocol 

included numerous planned prompts, based on what was wanted to be able to code from 

the questions, and make sure that the responses had covered the necessary points. 

Although all possible scenarios where a prompt could be applied cannot possibly be noted 

and brought as questions. Meaning that the most instinctive type of prompt, the informal 

prompt, does not have to be more than a noise of interest indication (Leech, 2002), and was 

the most commonly used one. This was used to build the rapport in a more flexible way, 

with the intention of making the interviewee clarify further and preventing them from 

defensive agreement. 

Researchers may determine the interview’s structure and the agenda through the questions, 

but the participant, the interviewee is the one controlling the amount of information 

provided through the responses (Corbin and Morse, 2003). So one of the most important 

reminders when asking the questions was simply to give the interviewees room to talk, and 

if they got off-topic, letting them finish and then bring them back to the issue of interest 

without trying to control the flow too much, since it according to Leech (2002) may lead to 

missing unexpected points of interest. 

4.3.3 Selection of interviewees  

It began by consulting the MD of ÖSK Fotboll concerning partners who could be of interest 

for the study, asking for sponsors who were of a varied character and size, who otherwise 

would be found active in different markets. Actors who potentially could have a varied 

involvement in the partnership network, CSR activities, and attitude towards such work. A 

potential problem with this is that the suggested sponsors could be presenting an angled 

view, presumably of ÖSK’s liking, although on another note they would be knowledgeable on 

the subject when not randomly selected. Not all suggested partners considered themselves 

to have time for participation, and thereby the decision was to directly make contact with 

other sponsors who possibly could fit the remaining gaps, to further widen the respondent 

selection. In the end half of the partner interviews were conducted after the consulting with 

ÖSK and half directly, in compensation. 
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Örebro Sportklubb 
 

 Simon Åström 
2017-03-22 
42 Min 

Chosen because of its position as a major sports actor in Örebro city, with its many 
sponsors they are not in the position as many smaller clubs. As well as having a lot of 
sponsors, or partners they describe themselves as having followed the development of the 
city of Örebro and its population since 1908. With whom they have a long and strong 
relationship with, which they have had through generations of players and supporters. 
That the long history, spanning over the time of two world wars, and either way the wind 
blows they are standing together. That football today, as the world’s largest sports 
movement is ‘community, belonging and the energy needed to create a better and warmer 
places to live’. (oskfotboll, 2017) As one of the bigger actors, who sees themselves as being 
involved in both sports and society, who also are engaged in a large network with 
partners, Örebro Sportklubb is an interesting actor to originate the study of the CSR’s part 
of sponsoring from. 

Örebro Kommun 
 

A large organisation 
Local strategy 
Referred to by ÖSK 

Alf Lindblad 
2017-03-23 
27 Min 

As a key-partner, the municipality of Örebro is first of all an interesting partner in the 
sense that compare to the others, they are not a company. It is a large organisation with 
about 12 000 employees working to manage society, like communities in Sweden does, 
with elderly care, infrastructure, education of younger people, with culture, leisure and so 
on. They have a long history when it comes to the sponsorship, it may very well stretch 
back to ÖSK’s beginning. It is today based on a policy decided upon by the council of 
Örebro Kommun, and discussed between both parties whilst sitting down. 

McDonald’s 
 

A medium sized company 
Local strategy 
Referred to by ÖSK 

Magnus Pojen 
2017-03-28 
32 Min 

As a part of one the world’s largest restaurant chains, the McDonald’s franchise in Örebro 
follows the strategy of its owner, and it has been in the same family since it was first 
opened in 1984. The franchise has expanded and since 2002 there are now four 
restaurants, with around 230 employees, which about 70 are full-time. The MD expresses 
that he is an operator with a philosophy to “give back” 1.5 percent of the volume to the 
town, and different teams in Örebro, out of which ÖSK is the oldest, a sponsorship going 
on about 22 years. 

Reklamproffsen 
 

A small company 
Local strategy 
Contacted directly 

Anders Sjöberg 
2017-04-05 
42 Min 

A smaller company with its 11 employees, albeit being a large local actor, working in 
advertisement with many of the actors within the partnership network, including ÖSK 
themselves. Having been a sponsor of ÖSK for about nine years, as well as increasing their 
share in later years. 

Toyota 
 

A large company 
Global Strategy 
Referred to by ÖSK 

Curt Gruvaeus 
2017-04-06 
26 Min 

An older sponsor, possibly from around the time the store opened, as it did as the first 
Toyota store in Sweden. Toyota Örebro is a part of a multinational corporation 
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characterised by its size, as one of the largest car companies in the world and its 
worldwide presence, as well as strategically acting in order of their parent company in 
Japan. 

Swedbank 
 

A large company 
National strategy 
Contacted directly 

Ola Drehmer 
2017-04-21 
38 Min 

A larger company mainly present with its offices all over Sweden, as well as in the Baltic 
states. With its roots in “people’s movements” and a long history of social engagement, 
saying that they have a history, reaching past the last 150 years, of taking social 
responsibility where they act through the work of separate institutions, whose work 
mainly surrounds CSR. Showing local engagement, the office in Örebro believes to have 
been a sponsor of ÖSK Fotboll since their origin as well. 

Nethouse 
 

A medium sized company 
Local strategy 
Contacted directly 

Fredrik Stenman 
2017-04-25 
25 Min 
(Requested the questions in 
advance) 

A medium sized company, that after a recent merger about a year ago, now are present in 
four cities around Sweden, with its largest office being the headquarter and located in 
Örebro. With a local support approach Nethouse has been a sponsor of ÖSK somewhere 
between 10-15 years. 

4.3.4  Secondary Data 

To compliment the insight of ÖSK’s CSR strategy from the interviews, ÖSK shared the 

content of their documented strategy and its three main aspects. Albeit not being overly 

explicit in detail, its coverage contained what could be viewed at their website and then 

some. 

4.4 Data Analysis 

After each conducted interview, the interview was firstly transcribed word for word, to ease 

the analysis work by enabling to go back to what exactly had been said. Successively 

following the interviews, an analysis by each researcher were made as well as an integrated 

one, by discussing each other’s take on what had been said. This was a part of continuous 

iterative process so not to miss important paragraphs caused of the phrasing. To establish 

that there had to be made an understanding of the content sentences were condensed. 

Granheim and Lundman (2003) write that sentences have to be condensed, which means 

being able to retell a subparagraph with fewer words without losing the essence of the 

sentence. Granheim and Lundman (2003) say that when condensation is made, also an 

interpretation should be made to identify what the writer really intends to convey, in the 
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condensed text emanate from an abstract process to be able to interpret the text on a 

higher logical level.  

The collected data could, according to Corbin and Strauss (1990), be analysed by being 

categorised. This means, according to Granheim and Lundman (2003) that the condensed 

text shall be classified into categories and subcategories. At this stage, the theme is 

determined. Furthermore sentence patterns are identified and condensed to then be 

created into codes for each of these texts. The encoding must according to Granheim and 

Lundman (2003) further be created into subcategories where no code is be able to belong to 

more nor less than one category. 

To read out of the analysis model, in 3.4, the categorisations were made from Brassington 

and Pettitt (2000) criteria’s to find relevant characteristics for the sport sponsorship 

selection process, and Carroll (2004) to find motives for CSR. The findings were then 

analysed in comparison, entities by entities. 

4.5  Quality standards 

4.6.1  Validity 

 Especially challenging for case studies is construct validity, and criticism is faced towards the 

“subjectivity” upheld by the researchers, and that the researcher fails in establishing a set of 

measure. Since it aims to identify the accuracy of the operational measurements, and how 

well they reflect the studied concepts (Yin, 2014). According to Yin (2014) there are two 

steps that need to be fulfilled for the test of construct validity, and it is by defining specified 

concepts to the case study and its original objectives, and by identifying operational 

measures with which earlier published studies’ results match. Yin (2014) also presents three 

tactics that are available to increase the construct validity in a case study. By having multiple 

sources of evidence, and having more than one interviewee expressing themselves in 

accordance. By establishing a “chain of evidence”, from the asked questions, the collected 

data, to the analysis and the drawn conclusion. By having the draft of the case study report 

reviewed by the interviewee. 

Internal validity is mainly used when trying to explain a cause-effect of a relationship, and its 

strength within a case study, by seeking conditions that are believed to lead to other 

conditions, as distinguished from spurious relationships. Since the aim of this study is not of 

an explanatory character its use is not noteworthy. (Yin, 2014) 

Regardless of the research method used, the external validity tests if the findings are 

analytically generalised to other situations beyond the case study. Meaning that more 

studies have to be conducted in the same way, adapting replication logic, so a theory can be 

tested in similar surroundings, and if the collected empirical data corresponds, there is 

external validity and the results can be generalized to more surroundings. (Yin, 2014) 
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4.6.2  Reliability 

The objective is that the studies procedure is replicable for following researchers, and allows 

them to conduct the same case study at a later point, on the same case over again. These 

latter investigations should be arriving at the same findings and conclusions, which aim is to 

reach reliability through minimising biases and errors in the study. The general approach for 

this objective is the documentation, to make as many steps of the process as clear as 

possible, from the protocol, to the data collection, and the analysis. (Yin, 2014) 

4.6  Summary 

This chapter has presented how the interviewees were selected, and what was where 

certain attention needed to be paid, both in regard to the research purpose. It has described 

the proceedings of the interviews, and with the interviewing approach. In upcoming chapter 

the empirical data resulted from the interviews as well as the documented strategy will be 

presented. 

Chapter 5 – Empirical Data 

5.1 Introduction to the Chapter 

In the following chapter the empirical data is presented, which was collected through several 

interviews and documented notes. As sports sponsorship has two sides with the sports club 

and their sponsors, firstly presented from the club, ÖSK Fotboll followed by some of their 

sponsors. At the beginning of each interviewee chapter, there is a short introduction about 

the entity from the interviewees themselves and then the interview questions are summed 

up to main categories in this chapter, to answer the research questions in chapter 7 based 

on chapter 6. As a start, there is shown secondary data of ÖSK Fotboll. 

5.2 ÖSK’s CSR Strategy  

Firstly ÖSK Fotboll declares it as a matter to be an active part of society, since there are so 

many people in the region who supports them, and that they therefore should be giving 

back as well. This social responsibility's foundation is within what ÖSK themselves find being 

their strengths, to act as good role models, inspire for good things and work with leadership, 

and the goal is through this to contribute for a better everyday life for children and young 

people. 

Finding themselves being a part of the biggest sport in Sweden, with its possibility to connect 

people, regardless of background. ÖSK expresses that elite football's grandstands may 

gather the most people of different backgrounds, which can be seen at their games, where 

people from all corners of the world can be found. Although, perhaps their most important 
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role in society is, if they can inspire young people to pick up sport, because one of the most 

important phenomenon’s is to build health, comradeship and lessen youth exclusion. 

Even if that is the main thing, ÖSK wishes to go beyond it, because social responsibility is an 

important part of their identity. ÖSK has therefore developed a CSR-strategy, with three 

main tracks: 

- Ongoing activities to meet children and youth at schools, youth centres, football schools, 

the hospital etc. with the purpose of expressing the importance of being good role models, 

to inspire and show that anything is possible, and to develop interest and inspiration for 

football and sports in general. 

- Arena Örebro: is a program together with KIF Örebro, who plays in the top women’s 

league, to work in city areas who are troubled with a higher degree of alienation. Together 

with organisations, key persons and the youth in these areas various activities together with 

the attendance of players are planned, such as playing football, games, having talks, and go 

on excursions - either to ÖSK games or elsewhere. 

- #1 Örebro: is an aim to have players visit every school glass in grade 6-9 around Örebro, to 

either hold a physical education class or an inspirational lecture. The focus is "health, 

comradeship, and the importance of being good role models". And that is followed by 

inviting the pupils to visit a game, as well as being involved in different activities, such as a 

"tifo-competition".  

5.3 Interview ÖSK Football 

5.3.1 Background ÖSK Football 

The football club ÖSK Fotboll was established in 1908 and thus has over 100 years of team 

history. ÖSK is established as a top league club in the Swedish premier division since almost 

50 years and in the eyes of the Swedish Football Association ÖSK Fotboll is seen as one of 

the top clubs and also as one of the most experienced clubs in Sweden. In recent years ÖSK 

Fotboll has not won a lot of titels, but this is the next step, which is eyed. Simon Åström is 

the president and head of ÖSK Footboll. 

In the city of Örebro, ÖSK Fotboll is in general one of the most-known brands. It is a big force 

in the whole region and has represented the city for over 100 years, and has quite a big 

status, Åström explains that they try to meet the expectations by “creating better societies 

and being role models to young people” (Simon Åström, ÖSK Fotboll). Dating back 20-30 

years ago, the club has developed from having an idealistic approach to big business of 

today, with revenues around 65 million SEK. Around 60 people are working full-time for ÖSK, 

supported by a lot of part-time workers and people who work on other preferences then 

their own. During a game it is around 250 people who are working for ÖSK Fotboll, most of 

them voluntarily. 



 
28 

 

5.3.2 Parameters of Sponsoring Partners and Activities  

Åström states that he wants ÖSK’s sponsors not only to be sponsors, which only offers 

money and a no-care-attitude, which was more common 30 years ago. He wants them to 

care about ÖSK Fotboll and ÖSK tries to give them some benefit back in return for their 

support, and “have that back in some kind of business value” (Åström). He calls its sponsors 

partners as sponsor would be the old definition for only giving money companies. Basically it 

is the same, but Åström likes it more to call them partners as they get something back. He 

wants his partners “to engage in the club” (Åström) and that they help to develop the club. 

But in general the only demand is that a partner accepts the values ÖSK stands for. And of 

course, illegal actions or sending out non-welcome atmosphere should not be part of the 

partner. ÖSK claims for themselves to be open for everyone, what the number of over 600 

partners confirms, who are found at different “partner-levels”, albeit with only a few as the 

main ones, like Puma the official kit-supplier.  

A big plus what ÖSK can offer is networking between all the partners. So the partners can 

“find business opportunities” (Åström) through networking and “they can have a return on 

that investment of more than 100 percent” (Åström) by closing new deals. Other benefits 

are that the partners can exploit ÖSK’s brand, which means they are associated with a big 

Swedish club, they can be seen in the stadium by more than 100.000 people a year, and they 

can be seen through television broadcasting in whole Sweden. Furthermore they can 

represent themselves in the stadium as they can bring clients and partners to matches. 

Åström explains that mostly ÖSK reaches out to potential new partners, which is 

strengthened by the fact that ÖSK has three full-time employees for selling sponsorships to 

companies. The already existing partners have also an effect like a “very good ambassador” 

(Åström) through word-of-mouth advertising to their partners, and so could bring them also 

to ÖSK. 

5.3.3 Own Perceived View of CSR and CSR related to Sponsorship 

President Åström points out that CSR is one of their top priorities and “have a well-

established strategy” (Åström), as ÖSK has four strategic focuses. One focus is the sport and 

the second one is economy. The third focus is on the people who are interested in ÖSK 

Fotboll like supporters, partners and business partners. Fourth pillar is building the brand 

ÖSK through working in the society, “so brand building and society working through CSR is 

one of our four focus areas in our strategy” (Åström), when it comes to sponsorship. One of 

ÖSK’s main goals is to play in a full stadium in front of a big audience. But Åström realises 

that filling the stadium means they have to be a bigger part of the society in Örebro and 

make spectators liking the club, what can be accomplished with CSR and Åström sees CSR as 

“the most important way” (Åström) for it. And all players have written in their contracts that 

they have to be available for doing and involving in CSR work. 
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It is not important for ÖSK that every partner is involved in CSR activities, but to “have a 

couple of partners” (Åström), who are really involved regarding to this topic, is very 

important. Many stakeholders expect ÖSK to be involved in CSR, but as ÖSK is not as big as 

some companies, its scope of action is limited and so they “need partner who can help us 

with that” (Åström). ÖSK can offer the platform with its media exposure and its players, 

what companies cannot bring in. Summed up, ÖSK brings in the resources and the partners 

bring in CSR investment.  

ÖSK’s best commodity are the players and they “try to find cooperations” (Åström) to bring 

them in, and “as soon as ÖSK and our players are involved, then it gets attention” (Åström), 

because if companies do it alone the media doesn’t write about it, so a collaboration with 

ÖSK is here very interesting for companies. That is why they “don’t have to go out on the 

market and try to find CSR partner” (Åström), because it is coming “more from the 

companies” (Åström) and CSR “gets more common in our negotiations and we have also 

begun to commercialize on our CSR businesses” (Åström). From partners like Örebro 

Kommun they have received wishes for them to be more involved, especially in schools, 

expectations which comes more frequently. 

If there are CSR activities during a game day, they are normally done together with ÖSK and 

a partner, nothing only by a partner and Åström states that “almost every stakeholder has 

expectations on us” (Åström) regarding to CSR. 

5.3.4 How does CSR affect the social/economic value of an entity? 

Åström is convinced that CSR “has a massive impact and [...] building a brand has a lot, a lot, 

a lot to do with emotions” (Åström). And as almost all of today’s companies are professional, 

have good products and service, so with that they cannot really differ from the other ones. A 

lot goes along with emotions and also when it comes to a football club. I.a. through CSR 

work football can bring together with different backgrounds and with different financial 

situations, and then people connect that with ÖSK, so Åström thinks “in that way CSR is 

really important” (Åström). 

5.4 Interview with Örebro Kommun 

5.4.1 Background Örebro Kommun 

The municipality of Örebro has about 12,000 employees working with a lot of different 

things, as all communities in Sweden does, says Alf Lindblad, a coordinator of Örebro 

Kommun, such as elderly care, infrastructure, streets, water, the education of younger 

people up until the ages 18-19, as well as culture and leisure.  
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5.4.2 Parameters of Sponsorship Activities 

Reasons behind the long relationships with different sport teams in Örebro are seen as an 

investment in raising people’s interest and attitude towards the city, says Lindblad who 

works with social events and marketing. He believes that Örebro Kommun has been 

sponsoring ÖSK since their start, and that there is a long history with various relationships, 

especially with ÖSK. Lindblad says that it results in a good reputation for the city, which 

influences tourists when deciding where to visit during summer, and that it effects the 

decisions of entities or people, where to be moving if they can chose, and that some decide 

upon Örebro because it is a nice city, a picture which ÖSK assists in painting. There are a lot 

of people, not only in Sweden but in rest of Europe as well that are interested in football, 

and they will know about Örebro as a city because of ÖSK having been in such a relevant 

position for a long time, making the city important for the sport. Producing good results lead 

to bigger exposure, therefore the most important thing for Örebro Kommun in their 

sponsorship according to Lindblad, is to ease ÖSK’s conditions to win, and stay higher up in 

the league table.  

5.4.3 Own Perceived View of CSR and CSR related to Sponsorship 

Örebro Kommun is a big organisation and it can therefore be difficult to know if a view 

saturates the whole organisation, but there is a wish to be seen as working with the same 

things as they want the rest of the city to be working with according to Alf Lindblad, such as 

the environment, health and so on. A lot of decisions, such as what is to be purchased have 

to be done so in accordance to European Union rules. Lindblad says that examples of 

environmentally mindful decisions taken in accordance to such can be seen for example 

through the chosen vegetarian meals for parties or the electrical cars used by Örebro 

Kommun. Stakeholders do not really show a demand in the sense of asking what is being 

done about certain situations. 

Lindblad says that it is of importance to Örebro Kommun that ÖSK are involved in CSR, and 

that it is something they are working at together, as well as actively discussing the role ÖSK 

could adopt when it comes down to being role models in society, especially for young people 

in Örebro. Something he says is done through projects such as one which they began in 

Vivalla last autumn, where the region of Örebro, together with teams such as ÖSK and KIF 

Örebro. With the bigger teams, there is according to Lindblad demands which Örebro 

Kommun wishes to discuss “all the time”, something which they themselves sees as 

something they have got to do, because they do it together with other partners as well. At 

least Lindblad believes it is rather common. The demands could be set like “you will not 

receive any money if you do not do this or this” (Alf Lindblad, Örebro Kommun), but Lindblad 

believes that they have to do it on their terms, so they give, a varying sum of money, around 

1.7 million SEK a year to “do things that they are good at, and develop” (Lindblad), and 

perhaps this will be done together with Örebro Kommun.  
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Sponsoring is a word which Lindblad usually do not like, because it talks about a “one way” 

(Lindblad), and with ÖSK they refer to each other as partners. So the new policy would 

therefore talk more about a collaboration and specific goals, something Simon Åström 

brought up, too, that it could be expected, in a meeting the day before the interview, “that it 

has changed from only giving money” (Lindblad).  

Lindblad has seen the development during his seven years of sponsorship discussion with 

ÖSK, going from only expecting to have some signs erected, to discussing the football team’s 

place in society, something which he believes they both benefit from. Together it is not that 

many bigger activities that they do together, but rather smaller such as role models for 

youngsters, and promoting alternative ways of transport to and from the matches.  

5.4.4 How does CSR affect the social/economic value of an entity? 

Örebro Kommun does a wide variety of things to make people aware of Örebro as a city. A 

lot of money is put into “cultural things” (Lindblad) such as the chamber orchestra, Svenska 

Kammarorkestern, the music festival, Live at Heart.The day after the interview Lindblad says 

that there will be a “party” in the square outside the town hall, giving an opportunity for 

people to come and meet some of the local politicians, as well as listening to some music 

and getting some lighter snack. These are all activities which Lindblad believes to strengthen 

the brand of Örebro city, and that it shows through “being, apart from the big cities, the 

fastest growing city in Sweden” (Lindblad). 

Lindblad believes “that CSR gets more and more important for every year because people 

talk a lot about what responsibility an organisation take in society” (Lindblad), and if a sports 

team, like ÖSK are looking for a lot of partners, and a lot of spectators to come to the 

matches it is rather important, although “the most important thing for ÖSK is that they play 

good football” (Lindblad). He believes that “they have to do both things, in their own way, 

and in accordance to their prerequisites” (Lindblad).  

5.5 Interview with McDonald’s 

5.5.1 Background McDonald’s 

The first store of the franchise in Örebro was opened in 1984 and it was store number 16 in 

Sweden at this time. The mother of current owner Magnus Pojen established it and she was 

the first female franchisee in Europe. Since 1989 Pojen has been working full-time in their 

restaurants, and later they consistently opened more restaurants in Örebro, in 1992, 1995 

and 2002. In 1999 he took over the ownership of the franchise in Örebro from his mother, as 

he finally got the license he needed for that. It is still a kind of a family business, as his wife 

and three children are working in the restaurants. 
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Compared to Sweden it is an average sized franchise and it has 230 employees, out of which 

70 are full-time workers. 

5.5.2 Parameters of Sponsorship Activities 

Pojen represents the opinion that “the people who buy food at McDonald’s in Örebro, [...] 

get something back” (Magnus Pojen, McDonald’s Örebro). Besides ÖSK Fotboll, Örebro 

Hockey and the KIF ladies are also sponsored. Since 1995, as they opened their restaurant in 

Mariaberg, McDonald’s Örebro is sponsoring ÖSK Fotboll. Pojen explains that his goal is to 

spend 1,5 % of his turnover to sponsoring activities, which is around 1,5 million SEK.  

“I would like to get something back” (Pojen) is the reason, why he calls it a partnership 

between ÖSK Fotboll and McDonald’s, as sponsorship does not seem to be the right 

expression anymore. He likes that “we meet other sponsors and talk about how this town is 

going to be better” (Pojen), so the big network is the benefit. He also likes “to be in the 

process and [...] show my M” (Pojen), while he is a partner of ÖSK and working together in 

some projects like they do in Vivalla, a district in the outskirts of Örebro. Another benefit he 

mentions is that he can show people in the stadium through signs that he is sponsoring ÖSK 

Fotboll. Another example is the “ÖSK Målet menu”, which they offer in their restaurants. For 

each sold menu, McDonald’s gives 2 SEK to the youth department of ÖSK Fotboll, which is 

also shown at the stadium. 

5.5.3 Own Perceived View of CSR and CSR related to Sponsorship 

For Pojen it is “very important” (Pojen) that a partner is involved in CSR and states that 

already back in 1955, when Ray Kroc opened the first McDonald’s restaurant, the founder 

wanted to give something back to the society and implied it as a philosophy into McDonald’s 

values. Pojen gives examples like that people in USA do not have insurance normally, and as 

a hurricane destroyed a lot of houses a few years ago in Florida, McDonald’s stepped up and 

helped the people. 

As he is in the board of “City Örebro”, Pojen works a lot in the area of crime commitment, 

“because I care about things, I care about people who have nothing else to live” (Pojen). 

McDonald’s Örebro itself does not have a strategy for CSR, it is more like if someone asks, “I 

think about it, and if it’s a good thing, I give them the money right away” (Pojen), so it is an 

owner’s decision. 

The CSR collaboration with ÖSK Fotboll grew over the last years, as it was not really existent 

ten years ago. The Vivalla project was started two years ago, but McDonald’s originally 

started to engage there already five years ago. “Vivalla project and the two crowns for the 

ÖSK youth are the two activities I do” (Pojen) with ÖSK Fotboll. Pojen explains that he does 

not think that his costumers expect CSR activities from McDonald’s Örebro, as no one ever 

talked to him about it. When there are meetings with ÖSK Fotboll, they talk sometimes 
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about what they are doing in the CSR field, and so Pojen is aware about the progress in this 

field. Related to CSR he adds that “if you start once, it’s very hard to stop” (Pojen), so 

consistent authenticity is needed. 

5.5.4 How does CSR affect the social/economic value of an entity? 

In Pojen’s opinion “people in Sweden, they expect to be a good company” (Pojen), and if 

companies do not do it, they will have difficult to survive on the market and will have 

problems in a few years. So it definitely affects an entity. He also thinks that there is a 

correlation for McDonald’s Örebro that they engage in CSR, otherwise their standing would 

be worse in Örebro. 

5.6 Interview with Reklamproffsen 

5.6.1 Background Reklamproffsen 

An entity of eleven people, which began its business in year 2000, and has since been 

working with advertisement. Mainly selling personalised gifts for companies to be giving 

away in promotional purpose, for example during trade shows. The design of the 

personalised products are chosen by the customer out of different package deals of product 

suggestion from Reklamproffsen. They view themselves as offering a lighter but fairly broad 

marketing service by “not only selling pens, but for the customers to also get ideas” (Anders 

Sjöberg, Reklamproffsen) as Anders Sjöberg, one of the owners of Reklamproffsen expresses 

it. ÖSK, which is also a customer of them, travels with sponsors to a different country each 

year, last year it was Prague with the idea “the sun in Prague”, and so the gifts were 

sunglasses and bags. This year it was Hamburg, and the gifts were anti-stress reliever balls, 

power banks, and bags with the ÖSK-logo on it. 

5.6.2 Parameters of Sponsorship Activities 

Two out of the four owners of Reklamproffsen love football, and therefore wishes to 

sponsor ÖSK, but Sjöberg says that the reason to sponsor ÖSK Fotboll is about business, the 

network which they are offered a part of through the sponsoring. Many of who already are 

customers of Reklamproffsen, but they also wants to find new customers this way, and that 

is why they are a part of two different levels within the sponsorship network, to 

communicate with companies of prospect. Sjöberg says that this is “a big reason, but there is 

a lot of heart too” (Sjöberg), meaning that they find the sponsoring to be good business but 

that they are perhaps giving more than necessary, because they wish to support on a 

personal level. 

This is according to Sjöberg the reason why they initiated the sponsorship nine years ago, 

because they wanted to do it before, and he was a part of this entity out of his love for 

football, but also as an investment because it would be a good arena to network for new 
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customers, as well as maintaining their relationship with existing customers by inviting them 

to their lounge in the arena, giving them a more exclusive feel. To Sjöberg the term “partner 

is perhaps being a little closer, and sponsoring sounds a lot like it is only about money” 

(Sjöberg), but in the end it is the same. 

Brand awareness is another reason for Reklamproffsen to sponsor ÖSK according to Sjöberg, 

they want to show their logotype, to spread the brand to more people, and not only their 

existing customers. It is good if younger people know Reklamproffsen before they grow up 

and start their own businesses.   

  

5.6.3 Own Perceived View of CSR and CSR related to Sponsorship 

Reklamproffsen are not actively a part of CSR activities themselves, but it is something which 

they keep back in their mind. Although they have according to Sjöberg discussed joining a 

project, last at a meeting a few months earlier, but decided not to, albeit the motive was 

never to attract any attention to themselves, more of a philanthropic thing, “to give back 

because the company is going well” (Sjöberg). From their smaller customers there are no 

demands or expectations for any work of such kind, from bigger customers there are usually 

demands for different certifications, such as environmentally cautious ones, something that 

their products fulfil because they have decided on such suppliers. As they have made an 

active decision to build a long lasting relationship with a bigger and orderly supplier with 

quality products at a slightly higher cost. They develop package deals with clusters of 

entities, who Sjöberg believes around 80 percent to be certified in some ways. Although 

Sjöberg expects there to be a change in the next ten to fifteen years, that together with a 

new generation there will also come new demands on the product qualities, but as of today 

many basically just look at the price tag. 

Today there are, together with the change to the new MD, Simon Åström, goals were 

implemented to give the club more transparency, not only to the partners but to all people. 

Sjöberg believes CSR is important, especially for Åström, who believes this can make people 

back the club, and that there are demands for CSR from big corporations, as well as 

attracting supporters to join the journey towards sports results. Sjöberg thinks “ that they 

will win through it, to get all the people on the boat” (Sjöberg), but if that is the answer he is 

not sure, although he believes that “they are on the right way (Sjöberg)”. 

The new openness, such as with the players visiting schools in Vivalla and Oxhagen to 

interact in a way they did not do before is good, and not only in more troubled schools, but 

all over the city.  
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5.6.4 How does CSR affect the social/economic value of an entity? 

 “ÖSK Fotboll is a very strong brand, maybe the strongest in town” (Sjöberg), and Sjöberg 

believes that there is nothing negative about being connected to them at the moment, the 

association is good for their own brand since ÖSK is now well managed, with a lot of “soft 

values” (Sjöberg) such as certificates. It is good for the brand that Reklamproffsen customers 

also see them in another context than only business according to Sjöberg. 

5.7 Interview with Toyota 

5.7.1 Background Toyota 

Toyota Örebro has been in business since 1971, and are thereby the oldest Toyota dealer in 

Sweden. They have forty employees and had a turnover of 240 million SEK in 2016, and Curt 

Graveus is director of the location in Örebro. Every year Toyota Örebro sells about 550 new 

and used cars, so 1100 in total. Compared to Sweden, Toyota Örebro’s turnover ranks at 

number five or six, and set themselves an ambitious goal, namely to have a market share in 

the region of Örebro which is twenty percent higher than the average market share of 

Toyota in Sweden. 

5.7.2 Parameters of Sponsorship Activities 

The sponsorship with ÖSK Fotboll started probably forty years ago and Gruvaeus explains 

that “we have always been a sponsor to ÖSK” (Curt Gruvaeus, Toyota Örebro). He sees it 

more as a partnership, because “it’s a two-way use of cooperation” (Gruvaeus), and 

sponsorship is more about giving only money. In his opinion ÖSK does good things and has a 

positive atmosphere around it and so “we would like to be connected to that and that’s the 

main reason” (Gruvaeus).  

Another reason is that Toyota Örebro gets the chance to meet other business people and 

sponsors through the network ÖSK can offer. And as a big company Gruvaeus feels “we have 

the responsibility to be a partner of the society” (Gruvaeus), as they are a part of Örebro. 

5.7.3 Own Perceived View of CSR and CSR related to Sponsorship 

For Graveus it is positive if a partner is involved in CSR, “not essential, but positive” 

(Gruvaeus). Toyota sees an ecological responsibility related to CSR and tries to set a focus on 

hybrid cars and hybrid-electrical cars. Toyota Örebro also engages socially in Örebro, as they 

sponsor the Salvation Army and support them to help homeless people.  

Graveus knows what ÖSK Fotboll is doing the CSR field and trusts ÖSK Fotboll that they know 

“how to handle that” (Gruvaeus). He thinks that some stakeholders expect CSR activities 

form companies or clubs, but it depends how you define CSR and that “it’s quite 

complicated” (Gruvaeus). 
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5.7.4 How does CSR affect the social/economic value of an entity? 

Graveus explains that it is impossible to say you invest to say and you get that much money 

back. He thinks more “that it’s a responsibility” to engage there (Graveus), as when someone 

reached a certain level of wealth and power should give something without reckoning to get 

it back, but anyways “it’s positive” (Graveus) in the eyes of customers. 

5.8 Interview with Swedbank 

5.8.1 Background Swedbank 

The constellation of Swedbank as it is today, origins in the union of two large savings banks 

in 1997, and the savings bank in Örebro’s history reaches back over 150 years. Having 

relationships with customers from generations to generations, and so it is common that the 

children become customers of the same bank as their parents according to Ola Drehmer, the 

manager of Swedbank in Örebro. 

Today there are around 50 employees working at Swedbank in Örebro, at four different 

departments, “private, corporate, affluent, and common bank services” (Ola Drehmer, 

Swedbank), with about 80,000 customers, including around 7,000 which are entities. A large 

quantity of the customers resides in Örebro, but there are also others, often younger 

people, who move to other parts of the country who stay customers at the Örebro 

Swedbank office. 

5.8.2 Parameters of Sponsorship Activities 

The number one thing when it comes to sponsoring, according to Drehmer is that 

“Swedbank wants to be a part of other strong brands” (Drehmer). If the brand is not strong, 

or it has things that are not of their liking, which does not agree with Swedbank’s values, 

then they would not be sponsoring. Sponsorship is to Drehmer “something smaller” 

(Drehmer) than a partnership, although “there is a grey zone [...] what a partnership is, and 

what a sponsorship is” (Drehmer), and that the relationship with ÖSK is a partnership 

because “it is like two people sitting in the same boat, and wants to go in the same 

direction” (Drehmer). 

ÖSK is a strong brand in Örebro, and the sponsoring of them, which Drehmer believes has 

occurred since their founding, it is also a way to be a part of a more or less likeminded 

network. Although the important part according to Drehmer is, that there are so many 

partners with different backgrounds, and not necessarily to be one with any exclusive rights, 

something which they are not since there is a lot of other banks in the network as well. Then 

there are many different organisations, such as churches, sports and even banking which has 

originated from popular movement (Folkrörelse), something that Drehmer says is another 
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reason why football is something they wish to be a part of, because it is “a good activity with 

the same kind of roots as Swedbank” (Drehmer). 

Drehmer says that they have decided not to pay extra to have their brand posted that much 

around the arena because they get exposure from sponsoring more heavily in other cities as 

well as the national team. On the other hand has the “Stiftelse”, the foundation which is 

very generous towards culture, sports, et cetera, and pitched in with a lot of money back 

when the arena was rebuilt, for its completion, and thereby a large area of the third floor is 

named after Swedbank. 

5.8.3 Own Perceived View of CSR and CSR related to Sponsorship 

Drehmer says, “I think that is a little bit of our DNA, we have done that for 150 years, or so, 

CSR is really important for Swedbank” (Drehmer). It is the main purpose of the foundation, 

to work with CSR, and the whole country is covered through the work of eleven foundations. 

Swedbank Örebro does not have a strategy of their own, there is more of a general strategy 

for Swedbank as a whole, mainly exercised by the foundations. 

According to Drehmer there is a general demand for CSR, and that Swedbank encourages 

ÖSK to do more CSR, but when approached with the suggestion of a collaborative activity 

they were a little disappointed, because of lacking preparation behind the suggested idea 

from Lagardère (Lagardère Sports is responsible for ÖSK's sponsorship and rights sales). 

Mainly since it basically would be the same as something Swedbank already were practicing. 

Drehmer questions:, “why should we go in with this amount, when we are already doing 

that” (Drehmer) and suggests ÖSK that “they must be really careful so they do not disturb 

those who are already there, and listen more to the networks who are already there, and 

perhaps just join them” (Drehmer). After discussing with Åström, Drehmer found him to be a 

little reluctant on the matter, as if they had jumped in on something they were not ready 

for, and adding that something for the future for ÖSK could be to learn a thing or two from 

Swedbank about CSR activities. 

On the trip to Hamburg with the sponsor-network there were a non-profit organisation 

(NGO) working with integration of immigrants that ÖSK worked together with, which was a 

case where “ÖSK took part of something which was already working” (Drehmer), something 

which they should continue on. Drehmer believes this could also be, because of his 

perspective, and because Swedbank has been working this way for a very long time 

compared to others in the network, but emphasises that he likes what players are doing. “I 

think that’s really good, where they take part of society in a way, as role models” (Drehmer). 

5.8.4 How does CSR affect the social/economic value of an entity? 

Since Drehmer finds CSR to be a core value for Swedbank, it is really important and will 

become even more so in the future. He says, “I hope the consumers are sort of voting with 
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their money, going to banks with the values that they like or buying products that is more 

value oriented, or CSR could be a big thing due to values” (Drehmer). 

The purpose of the organisations, like the earlier mentioned NGO, is CSR, and good 

examples where ÖSK can show partners what is important to them. It is also quite nice that, 

since they do not have that kind of organisation, and perhaps not that much experience 

either, that they go to an organisation that has already does that. 

There is a risk for NGO’s that a lot of money goes towards administration and such according 

to Drehmer, and when a commercial company gets involved in CSR it perhaps does not feel 

very trustworthy, since “why should they do that, just because they like CSR and they sort of 

do not get any profit from it” (Drehmer). 

For partners it is good to be related to strong brands, and for ÖSK from Drehmer’s view “it 

sort of started from the people, you did something to activate, do life a little bit better, to do 

something together, that was football in the beginning, I hope and I think it’s important that 

football not only get commercialized” (Drehmer), that it is important to contribute in society 

according to Drehmer, especially for those whose brand origins from it. 

5.9 Interview with Nethouse 

5.9.1 Background Nethouse 

Nethouse was founded in 1998 in Örebro and has today three more offices in other cities, 

Linköping, Borlänge and Stockholm. With 95 employees Örebro office is the biggest one, as 

well as the headquarters, with administration and IT departments included. CEO Fredrik 

Stenman can be seen as a role model within the company for making a career with 

Nethouse, as he started as a consulter and finally becoming the CEO of the headquarter. 

Since May 1st , 2017, all four locations are united under one ownership. The main 

competence of Nethouse is management and IT consulting, and in best case a combination 

of both. Normally it works like that, that a client hires for a certain period a consulter of 

Nethouse, and then this consulter will work only in the project of the client. Nethouse claims 

for itself that it has a strong focus on their employees, so that they enjoy, develop and get 

the right type of missions, because the people are the core of the company. 

5.9.2 Parameters of Sponsorship Activities 

According to Stenman there are several reasons why Nethouse sponsors ÖSK Fotboll. One is 

the connection “to business network and influential people here in the region” (Fredrik 

Stenman, Nethouse). The other thing is that Nethouse wants to support something that “is 

valuable for the city” (Stenman) and that fits also with their marketing strategy of being a 

“local hero” (Stenman), to do things where Nethouse is located. Their credo is “to make a 

difference where we can make a difference” (Stenman).  
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The sponsorship with ÖSK exists since sometime between 10 to 15 years, although Stenman 

calls the connection to ÖSK somewhere in-between sponsorship and partnership. He 

explains that “many want financing called partnership” (Stenman), but in reality it is often 

sponsorship. For calling it partnership it would need to get back real value, and the sports 

club has to work really active to give something back. He admits paradoxically that ÖSK “are 

pretty good in the partnership thing” (Stenman) though. He knows that ÖSK is advertising 

actively with their business network to potential sponsors. 

Stenman describes the business network ÖSK can offer as “an arena to work on” (Stenman), 

as at the end a company has to work by itself to get something out of it. It resulted that 

Nethouse got several projects through this network, which they never would have without 

ÖSK. He adds that ÖSK’s job is “to get right people to right places and get them in an open-

minded mood” (Stenman). 

5.9.3 Own Perceived View of CSR and CSR related to Sponsorship 

For Stenman “it’s extra value” (Stenman), if a partner is involved in CSR, but not an essential 

argument for joining a partner. He describes Nethouse’s own perceived view of CSR mainly 

with the ‘local hero’ slogan by doing things where they are. They engage at the university 

and for Kvinnohuset. Moreover they try to spread money and not only sponsoring sports. 

CSR is part of the discussions with ÖSK Fotboll and Nethouse gets regularly information 

about it at network meetings and ÖSK helps “the city to develop” (Stenman). Stenman 

knows that ÖSK is going out to schools and hospitals, and players practicing with youth 

teams. 

“It’s pretty much an obligation to do” (Stenman) CSR as a bigger company, as their 

stakeholders expect it. Just as he expects it from ÖSK, otherwise they should get worse 

reputation and adds that “they hire market value” (Stenman) with CSR. 

5.9.4 How does CSR affect the social/economic value of an entity? 

Stenman thinks that entity does good things and if it has a lasting effect, it is positive for the 

brand, so “it’s a clear correlation” (Stenman, Nethouse). 

5.10 Summary 

In this chapter, all the statements origins from the interviewees, as well as the documents 

and have been summarised and ordered. In the next chapter the empirical data from 

chapter 5 will be analysed by adapting the analytical model of chapter 3, as well as also 

analyse the statements in general. 
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Chapter 6 –Analysis 

6.1 Introduction to the Chapter 

In this chapter the empirical data which was presented in chapter 5 will be analysed with the 

theoretical framework, and analytical model of chapter 3. Furthermore all the information 

and statements made by the interviewees will be considered and used for the analysis, as 

well as the secondary data. 

6.2 Key Statements  

Following table shows in summary the stance of the different entities, expressed concerning 

certain key topics. 

 
 
Interviewees 

Main Reason for 
Sponsorship 

Partnership or 
Sponsorship? 

Begin of 
Connection to 

ÖSK? 

CSR Attitude Opinion or View  
CSR - ÖSK 

ÖSK Fotboll 

 Engaging for 
the club 

 Accepting ÖSK’s 
values 
 

 Partnership  CSR is a 
Top 
Priority 

 Have well-
established 
Strategy 
for CSR 

 Building 
Brand ÖSK 
through 
CSR 

 CSR work 
fixed in 
players’ 
Contracts 

 Not every 
Partner 
has to be 
involved in 
CSR 

 Stakeholders 
expect ÖSK to 
be involved in 
CSR 

 ÖSK can offer 
CSR platform 

 Best 
Commodity are 
the Players 

 Begin to 
Commercialise 
CSR Business 

 

Örebro 
Kommun 

 Present the City 
Örebro to the 
People 

 Partnership 
 

 Since a few 
decades 

 ÖSK’s CSR 
Involve-
ment is 
important 

 CSR is 
always 
discussed 

 Örebro 
Kommun wants 
ÖSK to be 
involved in CSR 

 Players should 
be Role Models 
in Society 

McDonald’s  Network  Partnership  Very  Aware what 
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 Development of 
Örebro 

 Advertisement 
 

 

 Since 1995 

important 
that a 
Partner is 
CSR 
involved 

 Actively 
involved in 
CSR for 
City 
Örebro 

 If started 
once with 
CSR, hard 
to stop 
again 

ÖSK is doing 

 Collaborate 
with ÖSK in 
some Projects 

Reklam-
proffsen 

 Network 

 Personal 
Interest 

 Brand 
Awareness 

 More like a 
Partnership 
 

 Since 2008 

 Not active 
in CSR 

 Big Corpo-
rations 
want CSR 

 ÖSK can win 
reputation 
through CSR 

Toyota 

 Connection to a 
good brand 

 Network 

 Partnership 
 

 Since early 
seventies 

 Positive if a 
Partner is 
CSR 
involved 

 Trust ÖSK to 
handle CSR 
Activities 
rightly 

SwedBank 

 Connection to 
other strong 
Brands 

 Network 

 ÖSK’s 
Connection 
with other 
organisations 

 Partnership 
 

 Since early 
20th century 

 Strong 
Work with 
CSR 

 Since 150 
Years 
CSR a Main 
Purpose 
for 
Swedbank 

 Act actively 
in CSR 

 ÖSK seemed 
unprepared for 
CSR 

 Could do more 

 Like 
Involvement of 
Players 

Nethouse 

 Network 

 Being a good 
citizen to 
Örebro 

 Between 
Partnership 
and 
Sponsorship 
 

 Since circa 
2005 

 CSR is 
Extra Value 

 Spread 
money to 
different 
places 

 CSR is 
obligatory 
for Bigger 
Entities 

 ÖSK helps city 
to develop 

 Hire Market 
Value through 
CSR 

 Good what ÖSK 
is doing 
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6.3 Sports Sponsorship Selection Process 

As pointed out in chapter 3.2 Brassington and Pettitt (2000) bring up several possible 

characteristics how to select entities for sports sponsorship and the basis for the framework 

of chapter 3.4. Which examines, if the interviewed entities view it in accordance, and 

beyond that, what their main reason are for their choice of a sports sponsorship with ÖSK 

Fotboll. 

To forestall a perception of the interviewees: All interviewed entities except Nethouse see 

the connection with ÖSK Fotboll completely or mainly as a partnership, instead of a pure 

sponsorship, although ÖSK and Swedbank admit that both expressions are often used 

similarly. They see it as a two-way connection where both involved partners put resources 

into the relationship and both parties get something out of it and also expect to get 

something in return. Although Nethouse also describes it like that, they see themselves in 

between a sponsorship and a partnership, because they think for a partnership there should 

come back more real value by a sports club. 

Compatibility is an important aspect of Brassington and Pettitt’s (2000) listing and ÖSK 

Fotboll says that it is very important that partners have and accept the values ÖSK stands 

for, and at the same time are good ambassadors for new potential contacts. Örebro 

Kommun sees a conformity that ÖSK’s good reputation transfers to the community, which is 

similar to McDonald’s Örebro’s approach that they can work together in CSR related projects 

and thus fit for involved parties. Same goes with Toyota Örebro who feel obliged to be part 

of the society, what is compatible with ÖSK, and the ÖSK itself and its work is seen valuable 

for the city in the eyes of Nethouse. Being a good citizen is Nethouse’s credo, which fits with 

ÖSK and their view. This is the reason why they see ÖSK as a compatible match. Swedbank 

and Reklamproffsen do not really mention a reason related to compatibility.  

Uniqueness and exclusivity is another aspect of Brassington and Pettitt (2000), but very 

difficult to reach with a club like ÖSK Fotboll, as they have over 600 partners, and 

consequently ÖSK cannot guarantee this to their partners. In the reverse, none of the 

interviewees demand this exclusiveness or see it as a deciding factor for a partnership with 

ÖSK. The sponsorship with a whole major league or a sports event would perhaps make 

more sense, if the desire is unique appearance. 

Another criterion for sports sponsorship is often to get potential spin-off promotion and the 

chance for new marketing opportunities. A point which was mentioned correspondingly by 

most of the interviewees. Toyota and Swedbank specifically point out that the connection 

with a strong brand is a reason for the partnership with ÖSK, and hope for spin-off impact, 

that people connect their companies with the positive feeling they experience through ÖSK. 

Örebro Kommun and McDonald’s Örebro like the fact that they can use the partnership with 

ÖSK for advertisement. Örebro Kommun tries to raise the citizens’ interest and attitude 

towards the city, and Örebro Kommun can appear on a bigger stage with ÖSK Fotboll. 
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Important for McDonald’s Örebro is that they can be present in the stadium and though use 

the partnership with ÖSK as a platform. Reklamproffsen mentions that brand awareness is a 

reason for them, which goes kind of in the same direction as Örebro Kommun’s and 

McDonald’s Örebro’s advertisement statement and also being connected to a strong brand. 

It is a goal of Reklamproffsen to spread their brand to more new potential customers, also 

with regard to the future, if new entities arise. Nethouse does not mention a reason 

specifically related to spin-off promotion and marketing opportunities. 

A match between the chosen sports sponsorship entity and the targeted audience is another 

aspect, which Brassington and Pettitt (2000) bring up. In their opinion, companies choose 

sponsorees, because of relevance between the “triangle”; the company, sponsoree and 

target audience. In reality, the interviewed entities do not back it up. Not one of the 

interviewees mentions that the potential audience was a decisive factor for the partnership. 

On the contrary, advertisement and spectators were not really a relevant criterion for them, 

aside from Örebro Kommun and McDonald’s Örebro, which promise an advertisement 

advantage of the partnership. 

None of the interviewees expressed something specifically about the importance of the 

length of the sponsorship and thus impact. But as the entities are often partners of ÖSK 

Fotboll since many years, it seems that it is not an unimportant aspect for them and it seems 

that there is appreciation for the consistency with ÖSK. Toyota Örebro, Swedbank and 

Örebro Kommun are connected to Örebro since at least a few decades and McDonald’s 

Örebro since 1995. Relatively new established companies Nethouse (1998) and 

Reklamproffsen (2000) are naturally partner since only circa 10 to 15 years. 

When it comes to the ultimate reason, why the interviewees engage with ÖSK Fotboll, it 

strikes the eye that the access to the business network ÖSK can offer, is mentioned by 

almost every entity, with exception of Örebro Kommun and Toyota Örebro. In a way it sort 

of goes in the same direction as of spin-off promotion. ÖSK also points out that they want to 

give some business value back in the partnerships and offer a platform for business 

opportunities. Like Reklamproffsen and Nethouse state, it gives them the chance of access to 

new potential business partners and customers, and McDonald’s Örebro likes to get in 

contact with other sponsors in general. Örebro Kommun as an institution of public service 

does not have the same interest in commercial business networking, and Toyota Örebro 

does not view the network as a key to sell more cars in the region. 

What ÖSK Fotboll mentions moreover as a desire is that they want their partners engaging 

for the club, but according to the interviewees it seems questionable that it is seen in a 

mutual way, none except McDonald’s Örebro specifically adds something about engaging 

with ÖSK beyond the common partnership patterns, and Swedbank about declining such 

engagement in lack of preparations. Reklamproffsen also brings up a very personal reason 

for their partnership with ÖSK, and a will to engage but has not been able to motivate 
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themelves to, even though, as said, most of their owners love football, which was a big 

reason to connect with ÖSK Fotboll to begin with. 

6.4 CSR 

As presented in chapter 3.3, the width when it comes to the meaning behind CSR can be 

enormous, and the definitions are many, but basing from a more general sense as Carroll 

(2004) does in his pyramid of corporate social responsibility. Where there is the 

“requirements, expectations and desires”, that involves the four levels of being, “profitable, 

obeying the law, being ethical and being a good global corporate citizen”, which is a part of 

the basis of the framework in chapter 3.4. 

When the interviewees discuss CSR, it is commonly referred to in a way as put by Nethouse, 

something of extra value, that it is not necessarily about fulfilling requirements as such, but 

about expectations that come in addition to the regular field of work. ÖSK find themselves 

having such expectations on them, that “almost every stakeholder has expectations on us” 

(Simon Åström, ÖSK Fotboll), and to be “creating better societies and being role models to 

young people”. Reklamproffsen who is not considering themselves to at the moment be 

actively doing work in CSR, but when they did, they were in line with something more 

“philanthropic”, “to give back because the company is going well” (Anders Sjöberg, 

Reklamproffsen). 

Although for Carroll (2004) the philanthropic responsibility is mainly for those who strive to 

be a good global corporate citizen, and perhaps not a smaller mainly local actor. The global 

actor of Toyota Örebro, expressed that there are expectations on clubs and companies 

regarding CSR activities, but that it is complicated and depends on how it is defined. 

Reklamproffsen, Toyota Örebro and McDonald’s Örebro express a view of CSR as to be 

something positive but not essential in their perspective, nor to their business when 

referring to be taking an ethically active role in society, socially and ecologically. They say 

that their stakeholders do not really hold such expectations on them, and neither do they on 

others. Nethouse on the other hand, is the only one who proclaims CSR of being more 

towards a requirement, when expressing that “it is pretty much an obligation to do” (Fredrik 

Stenman, Nethouse)  

Nethouse says that there are expectations on them from their stakeholders, in the same way 

as they have expectations on ÖSK. Örebro Kommun has no clear expectations of method and 

results of CSR activities, on the matter the expressed belief is, that there is trust that the club 

will find the best solution of what kind of CSR action to pursue by themselves, but like 

Nethouse they also actively discuss ÖSK’s role in society. As Nethouse put it, to be a local 

hero, and “help the city develop”. If expected, then perhaps not as clearly expressed by 

Swedbank when they rather put it as “encouraging” ÖSK to do more than expecting since 

they are seen to be coming short as of yet.  
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These expectations on the CSR work from ÖSK is all related to the ethical responsibility step 

of Carroll (2004) by being a socially active actor in society, by being role models in society 

and especially for young people in Örebro. More recently Örebro Kommun has also raised 

for discussion regarding the way visitors travel to and from their games, advancing the 

expectations with an addition of environmentally ethical responsibility, with CSR questions 

which they themselves has got on the table. 

Swedbank says that CSR is really important and will become even more so in the future, and 

both McDonald’s and Reklamproffsen, despite not having much of a strategy towards CSR at 

the time, a belief that its importance will only increase over time. To the extent that entities 

which do not will have problems, even to have difficulties of survival. Which goes in line with 

what Örebro Kommun expresses about “that CSR gets more and more important for every 

year because people talk a lot about what responsibility an organisation take in society” (Alf 

Lindblad, Örebro Kommun). This is believed to strengthen the brand of Örebro city, even 

though “the most important thing for ÖSK is that they play good football” (Lindblad). 

Nethouse expresses belief of it having positive, lasting effect for the brand, and ÖSK is 

considered to have an already strong brand. Maybe even the strongest in the city according 

to Reklamproffsen, which at the moment cannot see anything negative about being 

associated with them, and that the brand awareness which it brings is a big reason for the 

partnership. As ÖSK explains it, CSR work through football can bring different people 

together and integrate, neither depending on background nor financial situations, and 

influences emotions which has a lot to do with building a brand. 

The discussion of a stable brand may have legal factors in it, to be law abiding and profitable, 

but it is expressed more in an economically responsible way. Ethical behaviour is considered 

desired or even expected by some, but for an entity as such is required to produce certain 

results to stay afloat. This is when Swedbank expresses a problem, since there is a risk for 

NGO’s to be questioned of having a lot of money going towards administration and such, 

then it most likely feels even less trustworthy when a commercial company tackles CSR 

work, “Why should they do that, just because they like CSR and they sort of do not get any 

profit from it” (Ola Drehmer, Swedbank). 

6.5 Interviewees’ Perception of Emerged Value for their Entity  

As illustrated in 3.3.2, several authors brings up theories about the influence potential for 

emerging value, which an entity can get through CSR, in fact consumer perception of CSR 

and the reputation of an entity gained through CSR engagement. Margolis et al (2007) and 

Yoon et al (2006) believes that CSR at least can create a small competitive advantage. If the 

views of the interviewed entities connect to these previous researches, remains to be seen. 

ÖSK Fotboll is convinced that building a brand is heavily impacted by emotions, and they 

therefore try engaging in CSR to reach people of Örebro and to develop a positive 
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environment, because CSR influences emotions in its opinion. So the perception of their 

supporters about CSR and ÖSK improves and consequently ÖSK gains economical value, if 

e.g. more spectators are going to the games, and social value through improving their 

reputation. ÖSK also attempts to gain competitive advantage through CSR, competing with 

other sport entities in the region. 

Örebro Kommun expects to gain some social value through CSR activities, as they want to 

strengthen the reputation and brand of Örebro. They think that the citizens are more and 

more aware of CSR and want the city to engage for their citizens in a responsible way. Hence 

the perception of CSR by the citizens exists and Örebro Kommun needs to address to this, 

also in a competitive way with other cities in Sweden, to make Örebro attractive for new 

people and entities. In this CSR creates social value for Örebro Kommun. Economical value is 

not of the same interest as for other entities, which has to do with Örebro Kommun being 

acivil service, and thereby a non-profit entity. 

As people in Sweden expect an entity to act in a responsible way towards the society, 

McDonald’s Örebro thinks that value can be created through CSR. They are sure that their 

reputation in Örebro would be much worse without any such activities, and social value is 

created through the consumer perception of CSR. This also comes out of the economical 

value, since a better reputation will lead to more visiting consumers, and hopefully 

influences them to choose McDonald’s Örebro over their competitors. McDonald’s Örebro is 

sure that entities will have problems to survive on the market in the future without CSR 

engagement. 

Toyota Örebro only expresses that it is impossible to determine if and how much value that 

can be created by being involved in CSR. Even if it is seen as no use to try to measure it, they 

say that it is something consumers see in a positive manner, if an entity is active in CSR it 

leads to a better reputation. 

Swedbank is hoping that consumers will recognise the value creation, when entities are 

engaging in CSR, and thus gaining the little extra competitive advantage. This would create 

economical value for the entities, sparked by the consumers’ perception of CSR in the end. 

There is believes that it will become an even more important issue, and an opportunity to 

create value through CSR in the future, to convince potential consumers and to gain 

reputation, so there is clearly an influence through CSR on the consumers. 

Reklamproffsen does not provide much of a clear opinion or view as in what value could 

emerge through CSR engagement on their part, or for an entity as they have not in deeper 

thought considered it themselves. They do have more of a general positive sense towards it 

though, and in the eyes of Nethouse there is a clear correlation between a brand and the 

involvement in CSR. Which would mean economical value. 
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6.6 Summary 

This chapter has firstly presented key factors of relation to the following analysis of the 

empirical data. The upcoming chapter will present the answers to the research question of 

1.3, supplemented with findings and conclusions based on the analysed data of this chapter. 

 

Chapter 7 – Findings and Conclusion 

7.1 Introduction to the chapter 

In this chapter the analysed empirical data of chapter 6 is discussed from the perspective of 

the analytical model of 3.4, to step by step answer the research questions, with the main 

research question in 7.5, followed by a conclusion. 

7.2 Relevant Characteristics for Sponsors related to Sponsorship 

The first sub research questions deals with the characteristics of which sponsors view as 

relevant to their sponsorship. Out of the analysed interviews it can be concluded that it is 

perhaps not the reasons which may be seen as typical, and that could be expected from a 

more traditional sponsoring purpose, such as publicly being presented to potential 

customers in the stadium through advertisement is not proclaimed as a reason. It could be 

questioned if the interviewed entities wished to play down this trait, perhaps something that 

is done on principle as to present an image where these kinds of traits are not expressed to 

be of an important aspect for the interviewed entities, as they were only mentioned in 

smaller dimensions. When implementing the characteristics by Brassington and Pettitt 

(2000), the targeted audience, the spectators, is the least interesting one for the 

interviewees according to them. It does not seem that important anymore in today’s sports 

sponsorship environment just to get in contact with the spectators.  Swedbank also clarifies 

that they did not want to pay the extra money to show their logo in the stadium, that it is 

not priority number one anymore.  Entities want and need more to get out of a partnership 

than pure eye contact, certainly a reason why almost all interviewees referred to their 

connection to ÖSK as a partnership. Because they expect more than only having the chance 

to show off their logos in the stadium and on websites. So it can be retained that targeted 

audience is not considered relevant as a deciding characteristic for the selection for partners 

of ÖSK Fotboll. 

Uniqueness and exclusivity also does not give the impression to be a determining factor for 

the interviewed entities decision of a partnership with ÖSK. This could be transferable to 

sports sponsorship in general, as sports entities, at least the big professional ones, have 

many partners and it is therefore almost impossible to grant any uniqueness or 

exclusiveness, except to a few ones, like e.g. ÖSK has one kit supplier with Puma and no 
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other sportswear entity is partner of them. With its 600 partners, ÖSK Fotboll certainly is an 

example with very much supporting, and it goes without saying that they cannot grant to 

everyone exclusive rights. Consequently none of the interviewees mentioned it as a deciding 

aspect for their selection, whether small local entity like Reklamproffsen or big global entity 

like Toyota Örebro. If unique rights are the requirement, it would be advisable for an entity 

to look for a partnership, where they can be the only partner or one of a few partners, like a 

whole major league, like Mueller and Roberts (2008) propose. 

The length of impact was not mentioned by any of the interviewed entities, but it is 

predestined that a long-term relationship makes the most sense to reach goals and to 

establish a development. All interviewees stated that they have been partners of ÖSK Fotboll 

for at least around 10 years, most of them for a much longer time. This confirms that entities 

are not looking for short-term success, but rather are looking for consistent partners to 

reach their goals together with. ÖSK Fotboll is considered a partner known for consistent 

work over the years, which has been an influence for many, of the selection as a partner for 

sponsorship. 

A pervading issue that was brought up through the interviews, by both sides, was the 

relevance of the compatibility between the entity and the sponsoree. There is a clear 

understanding from all involved entities within the partnership, that values which the other 

partner stands for has to be accepted, or else the connection would be difficult to make 

sense of. Most of the interviewed entities expressed that engagement in society and to 

create a good reputation was of importance, something that could be achieved if both 

parties were compatible with each other. In fairness, the given impression was that many 

entities still take it very lightly to completely live what they pretend to be. Only if it became 

clear that if one of the involved entities would have had differed too much from their own 

view and values, a partnership would not have been an option. Meaning that the valuing of 

being a good citizen was important for all concerned parties and led to compatibility, and 

one reason for selection. 

Of Brassington and Pettitt’s characteristics, spin-off promotion and marketing opportunities 

is one, which affects the selection of the sponsorship most according to the interviewees. 

Entities seeks to build connection with other partners, especially those who already holds 

strong brands, so they thereby will be linked to pre-existing good work. This was mentioned 

by a couple of interviewees, as they think the consumers and spectators recognise this 

connection and transfer a positive imagery to them. It is something that Swedbank has 

offered ÖSK Fotboll, too, to join up and running CSR activities of theirs. Although ÖSK has 

expressed a will to rather start than to accede to existing movements, perhaps to establish 

its own profile and recognition value, and to bring other entities to join ÖSK.  Interviewed 

entities also expressed that the general awareness received by having ÖSK playing more or 

less over all of Sweden and having the games shown on TV is to their liking. To the 

interviewed entities it made sense to be partners with ÖSK, because they believe that there 
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is profit to be made with assistance from pre-existing conditions and spin-off effects. That it 

is easier to jump on something that is working, instead of establishing something new from 

the ground. 

The partnership connection was expressed by most of the entities, as the most important 

factor that is regained through the relationship with ÖSK is the business network access. 

Even Örebro Kommun, who as a non-profit entity still found value through the insight of the 

social section and a common channel with influential actors within the city. Some of the 

other interviewed entities wished for additional return through the partnership, by 

networking to open up new opportunities and fields to expand their work et cetera, 

something which ÖSK Fotboll also specifically pointed out to be of their offering for partners, 

the possibility to gain additional business value. Those opportunities do not arise in a short 

time, this is something, which grows over long-term, as the networking needs some time to 

develop. A reason why the entities look for consistent partners with who they can 

collaborate with for a long time, which hints that the length of impact is in involved into the 

selection process. Word-to-mouth communication develops through the business network, 

but is also something which needs time, which Reklamproffsen and Nethouse confirmed. 

Albeit the gained access to the business network appears to be the most important aspect 

for the interviewees, for their selection of ÖSK Fotboll. 

Summarised, of the relevant characteristics mentioned by Brassington and Pettitt (2000), in 

this case has been identified as length of impact, compatibility, spin-off promotion and 

marketing opportunities. Whereas targeted audience, uniqueness and exclusiveness do not 

appear to have a strong impact or none in the selection of the sports sponsorship, as stated 

by the interviewed entities. Besides the characteristics seen in the model, the business 

network is the most important characteristic when it comes to the decision of selecting ÖSK 

Fotboll as a partner. An aspect, which possibly was not current for Brassington and Pettitt 

(2000), as they drew up their frame over 15 years ago, and there has been development of 

sport more into that of a business in more recent years. It can be noted that their frame is 

not completely up-to-date anymore, as the sport business is fast moving forward. 

7.3 CSR motivated in Sponsorship 

The second sub research question deals with the motivation of CSR behind the sponsorship 

arrangement. From the analysed interviews there are two out of Carroll’s (1991) four 

motives that are clearly present, the economic responsibility and ethical responsibility. Only 

half of the interviewed sponsoring entities expressed real expectations of CSR work from 

ÖSK and a shown interest in its procedure, and only one, Nethouse expressed it to the 

extent of an obligation in the sense which Carroll (2004) talks about, or else that they will be 

losing market value as Schmidtpeter (2014) discusses. Although it does not seem that it 

would be economically devastating in the sense that it would risk ÖSK to be losing their 

sponsors at this point in time without work of such kind. At least it would not have been 
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before entering it. Now when presently involved, it may be as McDonald’s Örebro expressed 

it, that CSR is something, which if you have once engaged in it is hard to quit, presumably 

there would be hard to defend when questioned by stakeholders of why one is quitting 

taking social responsibility. 

Since only one out of the sponsors referred by ÖSK, which was Örebro Kommun the 

municipal actor, had clear expectations, it can be questioned if ÖSK’s perception of 

expectations are misguided, in regard to convince entities to support them. Either these 

partners are not as willing to share their perception of the matter or perhaps the discussion 

of the matter between partners has not evolved much as of yet. The two partners with the 

most to say about the importance of CSR work were instead contacted directly without the 

consultancy of ÖSK, Swedbank and Nethouse. If there is a lack in communication or interest 

of involving others, this could be why Swedbank expresses a view on ÖSK's conducted CSR 

work as good to the core with its players, but overall being quite premature. Instead they 

could develop by either supporting another organisation whose main objective is CSR, or to 

join pre-existing projects where there are possibilities to learn from others, such as 

Swedbank, and by doing so, also not interrupting others through competing actions. It may 

possibly be, in a way as discussed by Taylor (2010) that there are and have been 

expectations from some of their larger stakeholders to work in accordance. Meaning that 

they would have felt a need to rush into a new strategy in a manner as discussed by Taylor 

(2014), although this is no indication from the general perception of what have been said in 

the conducted interviews. 

The entities who find themselves receiving expectations from their own stakeholders, does 

in turn have expectations on others, such as ÖSK. Although as proclaimed by McDonald’s 

and Reklamproffsen, that they expect a change of the influence and valuing of CSR will have 

in a not too distant future on their own business, which if so then possibly would sequent 

increase their expectations. It is possible that the discussion has been held in a speculative 

future tense, and that it as of today actually more has to do with a self-reminder for many of 

the entities, of their own position in a way which Kolb (2014) talks about, to feel good about 

their work rather than to actually promote something.  

Although ÖSK does admit that much of their CSR engagement is driven by a wish to attract 

more people that will watch and support them at their games. It is an indicator that 

economic responsibility is in the foreground for entities, when it comes to CSR involvement, 

but at the same time there is realisation that the way to be a part of society, may be to more 

strongly address social responsibility, too. Playing towards the emotions of people, entities 

need to gain and convince the hearts of people to attract them for their brand. 

All entities discuss brand strength and the value of being a part of the network as a central 

aspect of the partnership. Westerbeek (2007) mentions the great amount of people that can 

be reached through the enormous medial range of sport, and Eberle et al (2013), who adds 

about the stakeholders with who the entity engages, can spread positive word-of-mouth, 
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resulting in a positive impact for the company’s reputation, and also conveying credible 

messages. Which seem to be factors known to these entities, as well as what Plewa and 

Quester (2011) proclaims about entities being able to get competitive advantage through 

addressing social or ecological issues, as these two are the ones which seem to directly come 

to mind whilst the interviewee’s relate to CSR. Plewa and Quester (2011) also express that 

sport sponsorship can aid entities to sharpen their perception of customers, which is need if 

faced with questionable attitudes mentioned by Swedbank that could occur against any, but 

especially towards value creating entities, who seeks to indulge in CSR. 

Summarised, the economic responsibility and ethical responsibility appears to be identified 

as important aspects of engagement by half of the interviewees, as well as something which 

will be by most. There is expectations that values will change and so will the impact of CSR 

work and its influence while building a brand. 

7.4 Value emerging of Connection CSR – Involved Entities 

The third sub research question which relates to answer the main research question is what 

value can emerge through the connection between CSR and the involved entities. The 

general statement to be extracted from the interviews is that almost all view CSR as a 

necessary part of business. A view which is in relation with previous studies by authors such 

as Margolis et al (2007), Yoon et al (2006), Plewa and Quester (2011) and Siltaoja (2006). The 

transfer of positive emotions by consumers to the entity was mentioned several times, 

especially ÖSK Fotboll sees this as “the way” to build and sharpen themselves as a brand in 

the eyes of the people of the region of Örebro. Which certainly would be considered a wise 

move, if it is as said, that society becomes more and more aware of CSR and expect entities 

to act responsible in their doing, and would thereby be a good opportunity to differentiate 

themselves to competing entities. ÖSK Fotboll admits that the use of CSR is a part of the 

business section, and thereby knowingly offer other entities to collaborate in CSR 

engagement with them, and thus a platform for CSR. 

The interviewed entities do not specifically use CSR to gain neither social nor economical 

value, it is more in a general sense, covering both. Through creating social value, normally 

automatically the reputation for an entity by the people and consumer increases, a 

development Siltaoja (2006) also states. Consequently then, one may feel rather more 

attracted by those entities and buy their products/services or in a sport club’s case, visit 

their games. Logically this would then lead to economical value. It is justified in this context 

to question, to what degree engagement in CSR is really authentic, when the goal of entities 

is to create value for themselves in the end, ethical and philanthropic reasons without the 

expectations to gain value in return do not seem to be the driving force. Rather they are the 

way to reach the economical value. 

To gain this trust, an entity needs to obtain a certain reputation according Jones (1995), with 

credible behaviour, in a non-superficial way, and as there is a need for understanding, and a 
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deep knowledge and integrity for CSR to be assumed according to Kolb (2014). It would be 

wise to indulge in credible CSR work with previously active actors in the field. The influence 

of integration and connection between people of different backgrounds, as well as the 

positive influence of emotions that ÖSK find themselves having, can be related to the 

interactiveness, which Eberle, Berens and Li (2013) find stakeholders find themselves to 

identify stronger with. In contrast to its CSR message, thus the communication through a 

sports entity could have a positive impact on the matter.  

Summarised, it appears that the goal behind involving CSR is mainly out of economical 

reasons, at least for profit-oriented entities. For civil services like Örebro Kommun, it is 

perhaps naturally a different case, as they are not looking to gain profit with their doing. CSR 

engagement has an impact on the consumer’s view about an entity according to the 

interviewees, which goes along with the previous research about this connection of CSR and 

entities. It also seems that entities start to realise a need to pick up actions within the field 

of CSR, so to stay competitive in the future, although a few ones, like Toyota Örebro are still 

opposing. 

7.5 Interplay between Sports Sponsorship Selection and CSR 

The main research question has aimed to examine the interplay between CSR and the sports 

sponsorship selection, and how it affects the sponsorship decision-making within a 

sponsorship arrangement. Albeit none of the interviewed entities specifically mentioned CSR 

as a reason behind the decision of engaging in a partnership with ÖSK Fotboll, or that they 

would choose a partner because of it. This is a matter which cannot be ignored, as on the 

other hand most entities have pronouncedly recognised CSR’s involvement as an 

opportunity to potentially gain additional value for their business. Since the work of CSR by 

ÖSK had not yet begun when neither of the interviewed entities started sponsoring, it means 

that social work of such kind’s absence does not come as a surprise for their first 

engagement, albeit it may change for future negotiation. Another reason would be that at 

the time it was not considered much of a partnership either, but rather as a sponsorship as it 

still is documented as by Örebro Kommun. With its development into a partnership further 

mutual involvement and anticipation has ensued, and it can be said that there is an 

approbation and support for the CSR engagement of their partner, ÖSK, albeit not being the 

major reason of involvement. Even if it as of today may look more as seizing an opportunity, 

in accordance to what could be considered motto of: “if it already exists, why not jump on it 

and/or benefit from it”. 

Even if CSR was not mentioned specifically as a reason for the partnership of these partners, 

there is an observed change in values and expectations, and at least one partner expresses 

that it goes along with their selection characteristic compatibility. None would reject, if a 

potential sponsoree is acting or wants to act responsible towards the society. Beyond that it 

could be filtered of the interviews that the entities are mostly aware regarding the topic of 
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CSR, and hold the belief that they will see an upcoming growth of its importance during 

forthcoming years, and have therefore considered it for future selection processes. 

Realistically, they may have to, because otherwise, as some interviewees mentioned, there 

could be danger of market survival to be met. Something which could occur very quickly, as 

an entity can encounter trouble created because of today’s fast moving pace, and especially 

regarding image, the perception may quickly change.  

The agreement over an foreseeable future where this issue will have to be addressed would 

lead to many entities who then may stand alone and try to build something up from the 

ground, as ÖSK does today. There appears to be many partners that, albeit being aware of it, 

having decided against it, as it has not yet been considered a needed part of their own 

operations. Entities like Toyota Örebro, who rely on strategies from their global 

headquarters in another country, may face a slower adaptability if their stakeholders’ 

expectations or demands were to change in such order. Even partners such as McDonald’s 

Örebro or Reklamproffsen, who have more control over their own strategy, may face the 

same problem, consequences and perhaps advices as those who are there today, e.g. ÖSK. 

For this there would have to be a necessary change in mind-set, and to be aware of slightly 

bigger picture, that aside from the standard components like promotion activities, number 

of consumers, brand awareness, success which will also most likely will be linked to the 

involvement in CSR for future development.  

Referred to the value of which entities believe that they can gain through CSR, then mainly 

economical value, sooner or later it is conceivable that CSR engagement will be established 

and considered strongly, when it comes to sports sponsorship selection. Even possibly only 

to keep up the appearance towards consumers, in the end many selections will likely 

eventually be driven by the CSR field if such value’s influence continues to develop in 

accordance. 

Summarised, as a whole considered, there was no officially mentioned interplay by the 

interviewed entities between the sports sponsorship selection process and CSR. Albeit 

between the lines, most entities express an awareness of, and recognise the meaning of CSR, 

as well as viewing it as a forthcoming growing issue. Because of the wish of involving more 

actors by ÖSK, as well as an interest from other entities, it looks like the selection processes 

may shift towards picking up the topic of CSR, maybe even as a mandatory condition for a 

sponsoree.  

7.6 Conclusion 

To conclude regarding the interplay between sports sponsorship selection and CSR in a 

sponsorship arrangement influence the sponsorship decision-making, there is no official 

interplay to be seen as of today. Although there exists a general sense between most entities 

that a change on the matter are to be expected, and that the topic of CSR work very likely 

could become a condition for entities in the future of becoming partners. The main objective 



 
54 

 

for such engagement would for most sponsoring entities be economical reasoning, as most 

are profit-oriented in their nature. If the rise of CSR expectations continues in accordance, it 

will also become a necessity. As the perception of CSR by consumers is an important factor 

for the entities, a credible transfer to develop value for their business will have to be 

imposed. Meaning that there will be need to have their consumers recognise and be 

convinced that the CSR involvement is implemented voluntarily, and not targeted solemnly 

for profit reasons. The values which were identified as length of impact, compatibility, spin-

off promotion and marketing opportunities would be the characteristics that most 

sponsoring entities would find valuable by engaging in a CSR oriented partnership, in 

addition to the business network that is found as the main desirability today. 

7.7  Discussion 

As ÖSK Fotboll today finds themselves with the task of trying to build new projects from the 

ground, and having many partners who are unsure of getting involved, one could wonder, as 

expressed by other as well, if tweaking its objective towards pre-existing work of others as a 

springboard perhaps would be advisable. Then in due time, together with its present 

intentions, support from other entities and with experience, there would be potential to 

gradually develop into a strong platform for CSR. The friendly and integrating arena of sport, 

and perhaps football in particular, one could fancy to bring a more neutral, less profit 

oriented image that in turn would bring less scepticism. As well as the locally strong brand, 

as a sports club, which once has originated “from the people”, to bring a certain 

trustworthiness. This could then potentially have developed in time for the rise of other 

entities, existing as well as new potential partners, need for CSR. Actors who at this point in 

time will be looking to kick something off without having to start from scratch, and instead 

to find a pre-existing base. When at a strong enough stance without further new input, it 

could possibly lead to an outsourcing scenario of CSR, where entities join a partnership for 

the sake of satisfying their CSR expectations.  

For further studies it could be of interest to look at a comparison between major sports 

clubs or organisations, which hold partnerships with many sponsors, and smaller 

clubs/organisations who have trouble recruiting sponsors. If there are characteristically 

differences which sponsors find, and if anticipation of CSR could assist smaller organisations 

to build similar attraction. Another factor which could be of interest, especially as matters 

develop, is to interview partners who have just recently has joined the network in more 

financially stable times, as well as newer businesses who potentially are looking to enter the 

world of sponsoring.  
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Appendix 

Interview Guide 

1. General introduction 

2. Reasons for sponsorship with ÖSK? 

/What are characteristics which a sponsor should have? 

3. Who initiated the sponsorship? 

4. Partnership – what do you get out of it? 

5. Is there a difference between partnership & sponsorship? 

6. Is it important that the partner is actively involved in CSR? 

7. What does CSR mean for the company/club/county? 

8. Was CSR a part of the negotiations of the sponsorship/partnership? 

9. What CSR activities do you perform/are involved in? 

10. Does the Company/County perform CSR activities through/together with ÖSK? 

/Does ÖSK allow their sponsors/partners to do CSR activities, for example during a game 

day? 

11. Do stakeholders have a demand for CSR? 

12. What is the company’s view on ÖSK & CSR?  

13. How does CSR affect the brand/company/county?  

 


