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Abstract
 

There has recently been a marked increase in the number of reported cases of 

corruption in international sport.  As such, a growing number of sponsors have taken 

remedial action in order to protect the reputation of their brand.  This study has 

been designed to analyse how sponsors respond to the threat of corruption in sport 

and to identify the contextual factors that influence such a response. Maennig 

(2005) identified two forms of corruption – ‘management corruption’ and 

‘competition corruption’. It is the latter, defined by Gorse & Chadwick (2010) as “any 

illegal, immoral or unethical activity that attempts to deliberately distort the outcome 

of a sporting contest (or an element within the contest) for the personal material gain 

of one or more parties involved in the activity” that provides a focus and context for 

this study and includes such behaviour as doping, tanking, match fixing and spot 

fixing. 

In order to identify how sponsors respond both to the threat of being associated 

with a property affected by this type of behaviour, also referred to as sporting 

transgression in this study, and to analyse instances of actual corruption, a four-

stage research methodology has been employed. A database of cases of sporting 

transgression was created to provide contextual background and further rationale 

for the focus of this study; a series of preliminary interviews were conducted with 

professionals in and around the sponsorship industry to highlight the potential 

implications of corruption for sponsors; and a number of case studies were 

developed, recognising the key stakeholders in sponsorship management. A series of 

in-depth semi-structured interviews were then conducted with multiple 

stakeholders in the sport industry - sponsors, legal professionals with expertise in 

sponsorship and commercial managers in governing bodies of sport. Interviews 

were recorded, transcribed and then analysed using grounded theory coding 

techniques, allowing for key themes to emerge and responses to corruption in sport 

discussed. Analysis of the interview data indicates that sponsors adopt a ‘wait-and-

see’ approach when dealing with the potential impact of corruption, relying on a 

number of factors to decide upon remedial courses of action. These factors have 

been conceptualised and a Sponsor Response to Sporting Transgression, or SRST, 

Model is proposed. 
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Introduction 

1.1 Chapter Overview 

This research explores the implications of corruption in international sport 

for the management of sponsorship programmes.  The purpose of this 

chapter is to examine the contextual background of this study and to 

provide justification for its focus.  The scale and magnitude of the issue of 

corruption in sport is highlighted and the serious nature of its impacts for 

stakeholders, primarily sponsors, in the sport industry is discussed.  The 

theoretical framework and methodological design of this study are detailed 

and research aims and objectives are specified.  The chapter concludes with 

a presentation of the structure of this thesis. 

1.2 Introduction to the Study 

This study will address the central research question: How does corruption 

in sport impact on the management of sport sponsorship programmes? 

Drawing from literature, this study examines the nature of sponsorship in 

the sport industry, focussing on the understanding of sponsorship as a form 

of inter-organisational relationship (Chadwick, 2002; Otker, 1988) rather 

than the previously accepted transactional view (Thwaites, 1994).  The 

management of these inter-organisational relationships is discussed and 

corruption in sport is highlighted as a possible cause of relationship 

breakdown and dissolution.  By examining the roles and opinions of the key 

stakeholders involved in the management of sponsorship agreements, 

namely sponsors, rights holders and legal representatives, this research will 

analyse the potential responses of sponsors to cases of corruption in sport 

committed by athletes and officials in sporting competition (referred to as 

competition corruption (Maennig, 2005)) and the contextual factors that 

influence any response or decision are discussed. 
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Sport has a long history of corruption; ranging from athletes taking 

performance enhancing substances (PEDs) to executives in some of sport’s 

most high profile governing bodies selling votes; from players taking 

payments to lose or perform in a certain way to referees betting on the 

games they were officiating.  The reputations of the athletes or teams 

involved are questioned and the history of sporting achievements tarnished 

by the decision to cheat/  However, the ‘guilty-by-association’ tag can be just 

as damaging for stakeholders, including governing bodies and sponsors. 

''Cyclist Lance Armstrong's doping scandal is causing sponsors to 


question their future in a sport that allows them to reach mass
 

audiences at a moderate price, but risks tainting their brand''
 

Weir (2012) 

The reputation of professional cycling, and the credibility of the sports 

showcase race, the Tour de France, has repeatedly been brought in to 

question by scandals involving the use of PEDs.  As a result of these 

scandals, sponsors have been forced to re-evaluate their involvement in the 

sport, recognising that “ĵĺ įŅįĸĵĺĳƋ İĻļĵĺĳ ĭĸĸıĳĭŀĵĻĺĿ įĭĺ ĵĺĿŀĭĺŀĸŅ ŀĭľĺĵĿĴ ĭ 

ĿļĻĺĿĻľ’Ŀ ľıļŁŀĭŀĵĻĺ” (NBCSports, 2007).  Since 2006, sponsors including 

Deutsche Telekom, Audi, adidas, Nissan, Enovos, Liberty Seguros, Phonak 

and, most recently Rabobank, have all pulled out of the sport, many citing 

the continuing threat of doping scandals as the primary reason for their 

withdrawal.  In light of the USADA investigation that revealed the “most 

sophisticated, professionalised and successful doping programme that sport 

ĴĭĿ ıłıľ Ŀııĺ” (USADA, 2012), based on the activities of US Postal team and, 

in particular, Lance Armstrong, it was anticipated that more sponsors 

would decide to terminate their association with the sport and the teams 

involved in cycling’s high profile races/  However, “ĭ Ĳıĭľıİ ľŁĿĴ ĲĻľ ŀĴı ıńĵŀĿ 

ĮŅ ĿļĻĺĿĻľĿ ĴĭĿ Ĳĭĵĸıİ ŀĻ ĹĭŀıľĵĭĸĵĿı” (Reuters, 2013). 

The Tour de France “provides huge on-the ground audiences (with some 

stages attracting crowds of up to a million people), three weeks of extensive 
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global TV coverage, and a tech-savvy fan base which allows for new media 

ĭĺİ Ļĺĸĵĺı Ĺĭľķıŀĵĺĳ” (Wilson, 2013).  It has also been suggested that 

cycling now represents “ĭ ĹŁįĴ Įıŀŀıľ İıĭĸ ŀĴĭĺ ĻŀĴıľ ĿļĻrts – the doping 

ļľĻĮĸıĹ ĵĺĿŀĵŀŁŀıİ ĭ İĵĿįĻŁĺŀ Ļĺ ŀĴı ļľĵįĵĺĳ” (Reuters, 2013) of a 

sponsorship agreement.  Prior to their withdrawal from cycling in 2006, the 

founder and CEO of Phonak, Andre Rihs, stated that “Ĵı ŃĭĿ ĳĸĭİ ŀĴĭŀ 

doping was an issue in cycling, because it scares off big corporations from 

becoming sponsors, allowing smaller companies like his to afford to be 

ĵĺłĻĸłıİ” (Day, 2006).  Other sponsors, for example BSkyB , have taken a 

firm stance against doping in cycling and have adopted a zero-tolerance 

policy towards the use of PEDs – this has allowed these organisations to 

benefit from the exposure gained by being involved in the sport whilst 

promoting their brands as a ‘honest’ and ‘open’.  This stance has led to some 

in cycling and in the media to suggest that the zero tolerance policy was “ĭ 

įĴĭľĭİı ŀĻ ıĺŀĵįı ĿļĻĺĿĻľĿ” (Slater, 2012) and further investment in to 

teams. 

Sponsors involved in other sports have also been forced to re-evaluate their 

investment as a result of corruption in sport. The Dutch financial services 

provider, ING, immediately terminated their association with the Renault 

team due to the Crashgate scandal that occurred at the 2008 Singapore 

Grand Prix in Formula One, as did fellow major team sponsor Mutua 

Madrilena suggesting that the scandal, whilst not only compromising the 

integrity of the sport and the safety of spectators, marshals and drivers, 

“įĻŁĸİ ĭĲĲıįŀ ŀĴı ĵĹĭĳıƋ ľıļŁŀĭŀĵĻĺ ĭĺİ ĳĻĻİ ĺĭĹı ĻĲ ŀĴı ŀıĭĹ’Ŀ ĿļĻĺĿĻľĿ” 

(Reuters, 2009).  The Pakistan team equipment supplier, BoomBoom, 

severed ties with brand ambassador Mohammed Amir as his involvement in 

the cricket spot-fixing scandal in England in 2010 became clear, stating that 

they couldn’t allow their brand to be “associated with any whiff of corruption 

or suspicion oĲ ĲĻŁĸ ļĸĭŅ” (Telegraph, 2010). 

In other examples or cases of corruption in sport, sponsors have decided to 

remain linked to those punished for this type of corrupt behaviour or have 
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sought to become associated after such a scandal. US technology firm 

Belkin announced their intention to replace Rabobank as the title sponsor 

of a team just prior to the 2013 Tour de France and Emirates Airline 

decided to extend their association with FIFA after feeling satisfied that 

officials were actively addressing issues of corruption within the governing 

body. 

The focus of this research is to analyse how and why sponsors might make 

these decisions to respond in a particular way, what avenues they might 

pursue (for example, remedial action, support) and what factors they take 

in to consideration when making a decision as to a course of action. 

The issue of corruption in sport is becoming an increasingly important and 

controversial one, especially given the level of investment by sponsors, 

media organisations and consumers. By 2015, it is estimated that global 

sports market revenues will be valued at $145.3 billion with sponsorship 

valued at $45.3 billion, accounting for 28.8% of the total sports market 

(PWC, 2011).  As is apparent by the size and value of the sport industry, it 

offers massive potential for revenue generation on a global scale for all 

parties involved.  Television and media exposure, attendance at live games 

and the sale of branded merchandise across international markets has 

ensured that sports, teams and, perhaps most extensively, players have 

worldwide appeal and an ever-growing consumer base. In turn, sport offers 

organisations a platform to enhance corporate image and reputation 

(Erdogan & Kitchen, 1998; Javalgi et al, 1994), build brand equity (Amis et 

al, 1999; Cornwell et al, 2001), develop relationships with key stakeholders 

(Meenaghan, 2001; Santomier, 2008) and enjoy the benefits of positive 

image spillover (Pope et al, 2009; Cliffe & Motion, 2005; Ferrand & Pages, 

1999; McCracken, 1988) through sponsorship agreements.  The 

relationship between a rights holder – an athlete, team, sport or event – and 

sponsor is based on the principle of reciprocity (Buhler & Nufer, 2010) with 

both parties seeking benefit by capitalising on the unique characteristics of 

the sport industry. Whannel (1992) suggests that “ĸĵķı ĻŀĴıľ ĲĻľĹĿ ĻĲ 
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entertainment, sport offers a utopia, a world where everything is simple, 

dramatic and exciting, and euphoria is always a possibility.  Sport entertains, 

but can also frustrate, annoy and depress.  But it is this very uncertainty that 

ĳĵłıĿ ĵŀĿ ŁĺļľıİĵįŀĭĮĸı ĶĻŅĿ ŀĴıĵľ įĴĭľĭįŀıľĵĿŀĵį ĵĺŀıĺĿĵŀŅ” (Mason, 1999:405).  

This uncertainty in sport relies upon the ideal of ceteris paribus or ‘all things 

being equal’ – opponents playing to the best of their ability in order to win a 

sporting contest.  Cheating to win, by using PEDs, or cheating to lose, in the 

case of match fixing and tanking (or points shaving – cheating to win or lose 

by a particular margin) undermines this ideal and, as previously stated, can 

tarnish the reputation of the athletes or teams involved as well as all of 

those stakeholders associated with the guilty party. This association could 

be direct – for example, a sponsor of the athlete or team involved in the 

scandal or the governing body of the sport involved – or indirect – for 

example, a sponsor of a rival team in the same sport. 

1.3 Rationale for this Study 

There have been a number of high profile cases of corruption in sport in 

recent years that highlight the importance, relevance and timeliness of this 

research, from doping in athletics and tanking at the Olympic Games to 

allegations of match fixing in European football and spot fixing in the Indian 

Premier League (IPL) in cricket. 

Furthermore, despite the growth in sport sponsorship literature (Cornwell 

& Maignan, 1998; Walliser, 2003) and the significant body of work in the 

field of corruption, predominantly in business and politics (Treisman, 2000; 

Aidt & Dutta, 2008; Den Nieuwenboer & Kaptein, 2008; Shen & Williamson, 

2005; Getz & Volkema, 2001; Lloyd & Walton, 1999; Paldam, 2002; 

Spinellis, 1996), there is a paucity of academic research in the area of 

corruption in sport and, in particular, the impact of corruption on 

sponsorship programmes.  The work of Wilson, Stavros & Westberg (2008) 

and Hughes & Shank (2005) has sought to discuss the impact of player 

transgression (for example, alcohol or spousal abuse) or scandal on 
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sponsorship programmes but there is little published work on how the 

management of sponsorship programmes is affected by what might be 

described as ‘in-sport’ activities, like doping, match fixing and illegal 

gambling.  

The focus of this study provides an excellent opportunity for the researcher 

to make very clear contributions to both academic theory and management 

practice.  Firstly, by analysing the responses of sponsors to cases of 

corruption in sport, a theoretical decision making model is developed and 

further, by evaluating the contextual factors that influence any response or 

decision made by a sponsor, the proposed model has ‘real-world’ 

applicability.  Secondly, this study evaluates the management of inter-

organisational relationships in the context of corruption in sport, an 

underdeveloped research area, and again, one that represents a key issue in 

stakeholder management in sport.  Thirdly, by beginning to understand the 

managerial implications of corruption in sport, not just for sponsors but 

also for other stakeholders in the sport industry, the researcher can 

establish a strong academic and managerial profile in the field.  This is of 

particular personal and professional importance to the researcher due to 

the deep interest in the research area. 

1.4 Research Aims & Objectives 

In order to answer the central research question - How does corruption in 

sport impact on the management of sport sponsorship programmes? -

and given the aforementioned paucity of academic research in the area, the 

aims of this study are twofold.  First, this study will conceptualise 

corruption in sport and identify key trends in proven cases of this type of 

behaviour or activity.  Second, the responses of sponsors to corruption in 

sport will be analysed and the contextual factors that influence these 

responses examined.  In order to facilitate the analysis of the impact of 

corruption on the management of sponsorship programmes, a number of 
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research objectives have been set, which have informed the methodological 

design of this thesis.  The objectives of this study are: 

	 to construct a database of cases of corruption in international sport, 

detailing athlete(s), official(s) or team(s) involved; type of corrupt 

behaviour or activity conducted; country of origin (of the case); and 

the result (or impact) of the corrupt activity (e.g. ban, fine, warning) 

	 to critically analyse sponsorship, inter-organisational relationship 

(IOR) and corruption literatures, conceptualising key areas of 

investigation and providing a clear contribution to existing 

knowledge 

 to develop an operational definition of corruption in sport, upon 

which this research is based 

 to identify key stakeholders in the management of sponsorship 

agreements 

	 to examine the roles and opinions of these key stakeholders as to 

the impact of corruption in sport on these agreements, by 

conducting semi-structured interviews as a method of data 

collection 

 to identify the potential responses of sponsors to cases of corruption 

 to examine the contextual factors that make influence any response 

or decision made by a sponsor 

 to develop a conceptual model of sponsors’ responses to corruption 

in sport 

	 to explore the managerial implications of corruption in sport for 

sponsors and highlighting the need for further research as to the 

impact on other key stakeholders in the sport industry 

1.5 Overview of Research Design 

This study adopts an exploratory, mixed methods approach to research, 

drawing on the central tenets of grounded theory (Glaser & Strauss, 1967; 

Strauss & Corbin, 1998; Tan, 2010; Goulding, 2002) and moving away from 
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the predominantly positivist nature of research traditionally conducted in 

the area of sport sponsorship.  As previously stated, there is a paucity of 

academic research into corruption in sport and the managerial implications 

of that activity for sponsors, and other stakeholders in the sport industry, 

an approach intent on generating or discovering theory that “ĹĵĳĴŀ Ĵıĸļ 

ıńļĸĭĵĺ ļľĭįŀĵįı Ļľ ļľĻłĵİı ĭ ĲľĭĹıŃĻľķ ĲĻľ ĲŁľŀĴıľ ľıĿıĭľįĴ” (Creswell, 

2007: 63) provides the researcher with the scope to analyse the issue of 

corruption in sport from both a conceptual and practical perspective. 

Theories that are relevant to a particular phenomena or situation are 

allowed to emerge from the data collected through a process of continuous 

comparative analysis (Edwards & Skinner, 2009).  An abductive or iterative 

research strategy, which involves “Ńıĭłĵĺĳ Įĭįķ ĭĺİ ĲĻľŀĴ ĮıŀŃııĺ İĭŀĭ ĭĺİ 

ŀĴıĻľŅ” (Bryman, 2008: 12), grounded theory involves an ongoing, evolving 

process with each stage of the research design influencing the next. 

The methods utilised in this study - including documentary analysis and 

semi-structured interviews - provide a thorough analysis of the impact of 

corruption in international sport on the management of sponsorship 

agreements, and examination of responses of sponsors to this corruption, 

and a detailed understanding of the contextual factors that make influence 

any decision or response. 

In order to meet the aims of this study, the following research design has 

been undertaken (figure 1.1): 

1.5.1 Phase ONE 

The purpose of this phase of the research design was to establish the 

scale and scope of the issue of corruption in sport, thus providing a 

contextual background to study and further justification for its focus. 

To facilitate this, an international documentary analysis has been 

undertaken and a detailed database of cases of corruption in sport 

constructed.  These cases, gathered from reliable sources (including 
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Phase ONE 
Development of a 
in-depth 
database of cases 
of corruption in 
international 
sport, providing 
a statistical 
analysis of the 
prevalence and 
scope of such 
activity 

Phase TWO (n=6) 
A series of preliminary, exploratory interviews 
with professionals in and around the sponsorship 
industry, to gather the opinions of industry 
practitioners and to identify key themes for further 
investigation 

Phase THREE (n=3) 
Case study design and development, to enable in-
and cross-case analysis; case studies will be 
constructed to analyse the responses to corruption 
in sport of stakeholder involved in the 
management of sponsorship programmes, namely 
sponsors, sport lawyers and governing bodies in 
sport 

Phase FOUR (n=15) 
Following a comprehensive analysis of phase two 
of the research process, a series of in-depth 
interviews with stakeholders (sponsors, sport 
lawyers and governing bodies in sport) to identify 
key implications of corruption in sport on the 
management of sponsorship programmes 

Figure 1.1: Methodological design of this study 

National Anti-Doping Organisations (NADO) and international sports 

governing body websites), have been coded into category-sets 

(Guetzkow, 1950) and analysed to allow for the identification of key 

themes and patterns.  These category-sets include the year of 

offence; nationality of the athlete/team involved (in examples where 

athletes have changed residency, it is the nation they represented at 

the time of the offence that is recorded); sport in which the 

athlete/team participates; the banned substance involved in the 

case; the length of the ban or amount of a fine given (or indeed 

whether a public warning was issued); or the number of matches 
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that were affected (in particular reference to match fixing cases). 

The database presented in this study, containing in excess of 2,000 

cases from 2000-2010, illustrates the truly global scale type and 

nature of corruption in sport.  The collection and recording of these 

cases continued throughout the duration of this research in order to 

ensure a comprehensive and up-to-date analysis of corruption in 

sport. 

1.5.2 Phase TWO 

The purpose of this phase of the research design was to identify the 

practical and managerial implications of the issue of corruption in 

sport.  A series of six preliminary, exploratory interviews were 

conducted with professionals in and around the sponsorship 

industry, including sponsorship agency representatives and 

sponsors of sport.  These interviews, based on the principles of 

Critical Incident Technique (CIT) (Flanagan, 1954), were designed to 

gather the initial views of the sponsorship practitioners about the 

nature and potential impact of corruption in sport for the 

management of sponsorship agreements.  Due to the sensitive 

nature of this research area, CIT was utilised in order to be able to 

establish the potential implications or impact of corruption in sport 

in hypothetical situations or cases, ensuring that ethical concerns 

were addressed and that respondents were at ease in discussing 

such an issue.  Analysis was undertaken based on grounded theory 

methodology (Glaser & Strauss, 1967; Breckenridge & Jones, 2009; 

Goulding, 2002), allowing key themes to emerge from the data 

through continuous coding and comparison.  The results of these 

interviews, presented later in this thesis, provided the foundation 

upon which phases three and four of this study were built and 

allowed the researcher the opportunity to develop a greater 

understanding of not only the subject area, but also how this study 

would progress. 
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1.5.3 Phase THREE 

Building on the analysis of findings from phase two, the purpose of 

this phase of the research design was to develop a framework for the 

analysis of data gathered in order to ensure the aims and objectives 

of this study were met and the research question answered.  As such, 

a multiple-embedded case study design was adopted.  Three case 

studies were designed and constructed, allowing for the analysis of 

the roles and opinions of each of the key stakeholders in the 

management of sponsorship agreements - namely sponsors, rights 

holders and legal representatives.  The data presented in each of 

these case studies was gathered and analysed as part of phase four 

of this study. 

1.5.4 Phase FOUR 

The purpose of this phase of the research design was to examine the 

roles and opinions of key stakeholders in the management of 

sponsorship agreements as to the impact of corruption in sport on 

these agreements.  Within each of the three case studies, a series of 

in-depth semi-structured interviews were conducted with a number 

of expert representatives from each stakeholder group (five 

interviews in each case study; 15 in total).  These representatives 

were selected for inclusion in this study, based on the grounded 

theory concept of theoretical sampling where, according to Strauss & 

Corbin (1998), “ĿĭĹļĸĵĺĳ ‘ĵĺłĻĸłıĿ İŁľĵĺĳ ŀĴı ļľĻįıĿĿ’ ĭĿ ĭ ľıĿıĭľįĴıľ 

‘ĹĭńĵĹĵĿıĿ ĻļļĻľŀŁĺĵŀĵıĿ ŀĻ įĻĹļĭľı ıłıĺŀĿƋ ĵĺįĵİıĺŀĿ Ļľ ĴĭļļıĺĵĺĳĿ’” 

(McCallin, 2003: 204).  Where possible, key stakeholders involved in 

the same sport, and thus affected by the same corruption scandal, 

were invited to participate in this research.  The interviews were 

recorded, transcribed and analysed using open, axial and selected 

coding techniques.  Based on this analysis, the potential responses of 
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sponsors to cases of corruption in sport and the contextual factors 

that influence any response or decision are examined. 

1.5.5 Alternative Methodological Considerations 

Whilst the methodological design of this study was seen as the most 

beneficial and practical for the researcher to make a significant 

contribution to knowledge, the possibility of conducting a large-scale 

quantitative analysis of the responses of sponsors to corruption in 

sport, or sporting transgression, was considered.  The researcher 

had access to a substantial resource list of sponsors in the sport 

industry complete with contact details of each responsible 

individual.  However, given the perceived contentious and 

controversial nature of the subject being studied, it was deemed to 

be too high a risk to undertake such a design in order to be able to 

ensure a sufficiently significant sample responded to such a survey. 

This quantitative study would have allowed the researcher to 

triangulate results and also offer greater generalisability of the 

research findings. However, without a more contextual 

understanding of corruption in sport and, more importantly, given 

the focus of this study, the managerial implications of such 

behaviour, it was deemed that a qualitative study would be the more 

suitable option, with a quantitative study offering possibilities for 

future extension. 

1.6 Limitations of this Study 

Due to a controversial nature of the issue of corruption in sport, there are 

two principle limitations of this study.  Firstly, the use of the term 

‘corruption’ has led to difficulty in ensuring a more populous sample - many 

have expressed their concern in talking about corruption, perhaps 

assuming that their involvement in the study indicates involvement in such 

activity/  For this purpose, the term ‘sporting transgression’ has been 
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utilised to describe the types of behaviour being examined in this study. 

The difference between player transgression (behaviour including adultery 

and alcoholism – Wilson et al, 2008) and sporting transgression is 

explained to participants at the beginning of the interviews in Phase Four of 

the research design. 

Secondly, there continues to be high profile cases of corruption that 

warrant academic investigation and could offer further examples and 

insights in this study.  If each new case was included and additional 

stakeholders (for example, different sponsors and/or governing bodies) 

were found, this research would never be completed.  The parameters of 

this study therefore set to include cases of corruption from 2000 until the 

end of 2010. 

1.7 Structure of the Thesis 

Developing from the examination of the contextual background of this 

research, provided in section 1.2, the remaining chapters of this thesis 

review and synthesise three distinct sets of literature; discuss 

methodological considerations for this research; and present and examine 

the findings of this study. 

Chapter Two discusses the theoretical underpinning of this research, 

highlighting key concepts and their relevance to this study.  Three distinct 

sets of literature will be critically reviewed – sponsorship, inter-

organisation relationships and corruption – and synthesized to develop a 

conceptual framework upon which this research will be based, providing 

direction for the data collection phases of this project.  Chapter Three 

presents the methodological considerations for this research, discussing the 

philosophical standpoint of the researcher and providing justification for 

the design of each phases of the data collection process.  Key findings from 

the initial phases of this research are presented and their significance to the 

overall aims of this study is examined. 
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In Chapter Four, the findings of this study are presented, structured in three 

multiple-embedded case studies, each designed to analyse the roles and 

opinions of the key stakeholders in the management of sponsorship 

agreements, namely sponsors, rights holders and legal representatives.  Key 

similarities and differences in the opinions of the stakeholders, as a result of 

in-depth cross-case analysis, are also analysed.  Following this, Chapter Five 

presents the conclusions and recommendations for this study. 

1.8 Conclusion 

Despite the growth in sport sponsorship literature and the significant body 

of work in the field of corruption, predominantly in business and politics, 

the managerial implications of corruption in sport and, in particular, the 

impact of such activity on the management of sponsorship agreements, has 

not received the academic attention it warrants. By adopting a relational 

approach to sponsorship and viewing corruption in sport as a reason for 

possible relationship dissolution, this study makes significant contributions 

to both academic theory and management practice by examining the 

responses of sponsors to corruption in sport and discussing contextual 

factors influencing such responses.  The focus of this study presents the 

opportunity to contribute to both mainstream and sport management and 

marketing literatures, as well as the wider academic understanding of 

corruption. 

The unique focus of this research has already generated academic papers 

(published in the likes of the European Business Review 2009), a 

consultancy report for the Remote Gambling Association and their partners 

(2011), as well as a number of presentations at high profile international 

conferences, including the European Association of Sport Management 

(EASM), the Academy of Marketing, the British Academy of Management 

and the First International Network of Trust researchers (FINT).  It has also 

attracted the attention of international organisations including 
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Transparency International, the International Centre for Sport Security 

(ICSS) and the United Nations. 

This chapter has sought to introduce the contextual background of this 

study and the rationale for its focus.  The aims and objectives of this 

research are presented and methodological design highlighted. The 

following chapter establishes the theoretical foundation upon which this 

study is built by critically reviewing and synthesising sponsorship, IOR and 

corruption literatures. 
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TWO 
Theoretical Background 

2.1 Chapter Overview 

Chapter One of this thesis has discussed the research problem, providing 

contextual background and justification of the need for research.  Building 

on this, the purpose of Chapter Two is to develop a theoretically grounded 

conceptual framework based on a critical review and synthesis of 

sponsorship, inter-organisation relationship and corruption literatures. 

The relevance of each literature for this research is determined and key 

conceptual considerations are highlighted. 

2.2 Sport Sponsorship: An Introduction 

“TĴıľı ĵĿ ĭ ŀľŁŀĴ ŀĻ ĿļĻľŀƋ ĭ ļŁľĵŀŅƋ ĭ İľĭĹĭƋ ĭĺ ĵĺŀıĺĿĵŀŅƋ ĭ 

spirit that makes it irresistible to take part in and 

ĵľľıĿĵĿŀĵĮĸı ŀĻ ŃĭŀįĴ” 

BBC TV (2012) 

In his closing address at the London 2012 Olympic Games, Lord Sebastian 

Coe celebrated the characteristics of sport that entice a now-global 

audience to enjoy the spectacle of sporting competition.  Whannel (1992) 

further suggests that “ĸĵķı ĻŀĴıľ ĲĻľĹĿ ĻĲ ıĺŀıľŀĭĵĺĹıĺŀƋ ĿļĻľŀ ĻĲĲıľĿ ĭ ŁŀĻļĵĭƋ 

a world where everything is simple, dramatic and exciting, and euphoria is 

always a possibility.  Sport entertains, but can also frustrate, annoy and 

depress.  But it is this very uncertainty that gives its unpredictable joys their 

įĴĭľĭįŀıľĵĿŀĵį ĵĺŀıĺĿĵŀŅ” (Mason, 1999:405).  Furthermore, Lagae (2005) 

states that “ĿļĻľŀ ĭľĻŁĿıĿ ĲııĸĵĺĳĿ ŀĴĭŀ ıłıĺ ŀĴı ŃĵĸİıĿŀ Ĺĭľķıŀıľ įĭĺĺĻŀ 

ĿŀĵĹŁĸĭŀı ŃĵŀĴ ĭĺ ĭİłıľŀĵĿıĹıĺŀ” (17).  Aware of the global appeal of sport 

and the relationship between sport and the consumer, companies have 

sought to capitalise on this and have continued to pay millions of pounds to 
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be associated with these sports, teams and players, whilst also recognising 

the power of sports events in reaching target audiences. 

As previously stated, PriceWaterhouseCoopers (2011) estimate that 

sponsorship in the sport industry will be valued at $45.3 billion by 2015, 

accounting for 28.8% of the total sports market. Westerbeek & Smith 

(2003) suggest that the use of sport sponsorship to reach these global 

audiences is logical given that the commercial sport product has the ability 

to “įľĻĿĿ ĮĻľİıľĿ ŃĵŀĴĻŁŀ Ĳĭįĵĺĳ ŀĴı İĵĲĲĵįŁĸŀŅ ĻĲ Ĵĭłĵĺĳ ŀĻ ĭİĶŁĿŀ ŀĻ ĸĻįĭĸ 

ĸĭĺĳŁĭĳı Ļľ įŁĸŀŁľı” (137).  Roy (2005) states that the role of sponsorship 

as a fundamental aspect of an organisation's marketing strategy is of 

greater significance when the firm is operating in a global environment due 

to the significant reach the sport industry provides. Being associated with 

successful teams or athletes or recognised as sponsors of popular sports 

can lead to organisations gaining positive brand equity, with the sports, 

teams or athletes involved in such relationships also benefiting from this 

brand image.  Not only can this prove very lucrative for potential sponsors 

but, also, it inevitably opens many avenues that sports, teams and players 

can exploit, especially for financial gain. Farrelly & Quester (2005) state 

that sponsorship provides organisations the opportunity “ŀĻ ĭįĴĵıłı ĮĻŀĴ 

įĻľļĻľĭŀı ĭĺİ Įľĭĺİ ĵĹĭĳı ĻĮĶıįŀĵłıĿ” (56) whilst Amis et al (1999) suggest 

that it can “Ĵıĸļ įĻĹļĭĺĵıĿ ŀĻ ĿıįŁľı ĭ ļĻĿĵŀĵĻĺ ĻĲ įĻĹļıŀĵŀĵłı ĭİłĭĺŀĭĳı” 

(251). 

Traditionally, sponsorship had been viewed as a philanthropic activity 

where those with an interest or passion in sport, and the wealth to do so, 

sought to take advantage of it by offering what could be viewed as 

charitable donations to support a team, an athlete or an event (Daellenbach 

et al, 2006).  The history of sponsorship in sport stretches back to ancient 

Greece, where the societal elite supported sporting events and athletic 

festivals in a battle for status in that society, and in the Roman era where 

the elite sponsored individual gladiators (an early example of athlete 

endorsement) and fighting tournaments.  Shanklin & Kuzma (1992) 
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describe these gladiatorial competitions as “ĿŀĭŀŁĿ ĮĸĻĻİĮĭŀĴĿ” (60) and that 

“ĮŁĿĵĺıĿĿ įĻĹļıŀĵŀĻľĿ ĴıĭłĵĸŅ ĿŁļļĻľŀıİ įĴĭľĵĻŀ ľĭįĵĺĳ ŀıĭĹĿ” (60).  Some of 

the earliest examples of commercial use of sponsorship in the modern 

sports era were recorded in the official event programme at the 1896 

Olympic Games in Greece (Lagae, 2005).  As a result of the sponsorship-

driven strategy in the organisation of the 1984 Olympic Games in Los 

Angeles, this form of promotional activity gained significant popularity with 

both sporting and non-sporting companies to build brand equity (Tripodi, 

2001). 

2.3 Sponsorship as an Area of Research 

It is recognised that “ĿļĻľŀ ĵĿ ŀĴı ĹĻĿŀ įĻĹĹĻĺ ĿļĻĺĿĻľĿĴĵļ ŀĭľĳıŀ” 

(Arokallio & Tuominen, 2006: 3), accounting for approximately 60% of 

current sponsorship spending (IEG, 2013).  Frederick & Patil (2010) state 

that globalisation has been one of the most significant determinants of 

growth in sponsorship and in the sports industry as a whole.  Wolfe et al 

(1997) further state that the media and corporate sponsors have played a 

huge role in the spread of sport world wide.  This is due in part to its ability 

to reach a large global audience, the extensive media coverage it generates 

and drama associated with the uncertainty of outcome principle.  These 

factors are also identified by Santomier (2008) as key to the accelerated 

growth of sponsorship in the sport industry in recent years.  He further 

suggests that sponsorship is seen more as a “įľıİĵĮĸı ĭĺİ ĵĹļĻľŀĭĺŀ 

dimension of brand marketing because it represents a long-term investment 

in creating dynamic relationships bıŀŃııĺ ĮľĭĺİĿ ĭĺİ įĻĺĿŁĹıľĿ” (26). 

Gardner & Shuman (1986) discuss several factors that indicate that 

sponsorship will continue to grow in importance and impact, suggesting 

that sponsorship as a marketing strategy can aid in the separation of the 

organisation from competitors as well as other companies, thus reducing 

clutter in the mind of consumers, common in the more traditional 

advertising strategies.  Moreover, the means by which sponsorship is 
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leveraged alters depending not only on the characteristics of the sponsored 

property (e.g. location) but also in the media sources available to view and 

participate in sporting competition. 

Sponsorship as an area of focus in academic research has risen to 

prominence in business and in sport literature over the last 30 years. 

Cornwell & Maignan (1998), in their cross-disciplinary review of 

sponsorship literature, identified five research streams in which the focus 

of the reviewed studies could be classified: the nature of sponsorship; 

managerial aspects of sponsorship; the measurement of sponsorship 

effects; the strategic use of sponsorship; and the legal and ethical 

considerations in sponsorship.  A further review conducted by Walliser 

(2003) reduced this number, identifying instead three research themes: 

definitions and forms of sponsorship; management challenges; and 

measurement techniques.  This identification of three research themes is 

supported by Olkkonen & Tuominen (2006).  Questions, however, have 

been raised about the methodological quality of sponsorship research to 

date.  Slack & Amis (2004) argue that, until recently, sport management 

research has been dominated by positivist methodologies, whilst Olkkonen 

et al (2000) suggested that a traditional structuralist perspective is 

adopted, meaning that much of the research in to sponsorship is empirically 

driven and lacks significant development of theory. 

Fullerton & Merz (2008) highlight two levels of integration in sponsorship – 

traditional and sponsorship integration.  The former, traditional 

integration, is where there is no official relationship between the sponsor 

and sponsored property with marketing activity centred on advertisements 

placed in sports magazines or in advertising breaks in television coverage. 

The latter, sponsorship integration, involves the use of a marketing strategy 

designed to capitalise on, or leverage, an official relationship between the 

parties and develop this relationship in the mind of consumers. 
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Crompton (2004) argues that exchange theory, one of the most prominent 

theoretical perspectives in social science research, is the central concept of 

sponsorship, where two or more parties exchange resources of reciprocal 

value.  It is further suggested that both parties involved in a sponsorship 

agreement bring what can be deemed as ‘currency’ to the proverbial table, 

including financial resources, brand awareness and image, and global reach. 

2.3.1 Defining Sponsorship 

Despite sponsorship being a significant component of promotional 

activity in sport for over 2700 years (Schwarz & Hunter, 2008), 

according to Cornwell & Maignan (1998), it had received very little 

academic attention in the years prior to the Olympic Games in 1984. 

Furthermore, the success of the sponsorship-driven approach to 

revenue generation at the Olympics in Los Angeles and the 

continuing development of it as a fundamental part of marketing 

communications strategies has not aided in the development of a 

commonly held definition of sponsorship.  The understanding of 

sponsorship has been further diluted by the use of the term 

‘sponsorship’ to refer to any activity or investment in marketing by a 

party outside of the sport entity.  Most commonly, this may include 

athlete endorsement agreements and naming rights of sports stadia. 

This confusion has contributed to the lack of a common view of the 

constituent parts of sponsorship and has therefore impacted on the 

academic view of sponsorship as a legitimate marketing 

communications strategy.  Since the mid-1980s, many researchers 

have sought to define sponsorship in an attempt to legitimise the 

activity and separate it from other more established promotions 

strategies, like advertising (Cornwell & Maignan, 1998).  Cliffe & 

Motion (2005) suggests that separating sponsorship from the more 

established strategies may prove difficult due to most sponsorship 

research focusing on key themes including recall and recognition 

(Javalgi et al, 1994), image transfer (Cornwell & Maignan, 1998) and 
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corporate branding (Crimmins & Horn, 1996) more commonly 

associated with the analysis of advertising. 

Tripodi (2001) states that a number of sponsorship definitions have 

been proposed varying in breadth and scope (see table 2.1) and have 

therefore contributed to confusion amongst both consumers and 

organisations who might use it as a medium for achieving corporate 

and commercial objectives (Arthur et al, 1998). 

Table 2.1: Defining Sponsorship 

Definition Author(s) (Year) 

“TĴı ļľĻłĵĿĵĻĺ ĻĲ ĭĿĿĵĿŀĭĺįıƋ ıĵŀĴıľ Ĳĵĺĭĺįĵĭĸ Ļľ ĵĺ 

kind, to activity by a commercial organisation for 

the purpose of achieviĺĳ įĻĹĹıľįĵĭĸ ĻĮĶıįŀĵłıĿ” 

Meenaghan (1983: 9) 

“(1) ĮŁŅĵĺĳ ĭĺİ (2)Ƌ ıńļĸĻĵŀĵĺĳ ĭĺ AĿĿĻįĵĭŀĵĻĺ 

with an event, the team, a group, etc, for specific 

Ĺĭľķıŀĵĺĳ (įĻĹĹŁĺĵįĭŀĵĻĺĿ) ļŁľļĻĿıĿ” 

Otker (1988: 77) 

“TĴı ļľĻłĵĿĵĻĺ ĻĲ ľıĿĻŁľįıĿ (ıƎĳƎ ĹĻĺıŅƋ ļıĻļĸıƋ 

equipment) by an organisation directly to an 

event or activity in exchange for a direct 

ĭĿĿĻįĵĭŀĵĻĺ ŀĻ ŀĴı ıłıĺŀ Ļľ ĭįŀĵłĵŀŅ” 

Sandler & Shani (1989: 10) 

“IĺłıĿŀĹıĺŀĿ ĵĺ įĭŁĿıĿ Ļľ ıłıĺŀĿ ŀĻ ĿŁļļĻľŀ 

corporate objectives (e.g. enhance company 

image) or marketing objectives (e.g. increase 

brand awareness), and are usually not made 

through traditional media-ĮŁŅĵĺĳ įĴĭĺĺıĸĿ” 

Gardner & Shuman (1986: 

11); Cornwell (1995:15) 

“A įĻĹĹŁĺĵįĭŀĵĻĺ ĿŀľĭŀıĳŅƋ ĵĺŀıĳľĭŀıİ ŃĵŀĴĵĺ ŀĴı 

set of strategies used by an organisation in 

pursuit of commercial and/or corporate 

objectives, exploiting the right to associate an 

organisation, a brand, a product with another 

organisation, an event or celebrity involving a 

Ferrand & Torrigiani (2005: 

98) 
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įĻĹĹıľįĵĭĸ ŀľĭĺĿĭįŀĵĻĺ ĮıŀŃııĺ ŀĴı ļĭľŀĵıĿ” 

“TĴı ŁĺİıľŃľĵŀĵĺĳ ĻĲ ĭ Ŀļıįĵĭĸ ıłıĺŀ ŀĻ ĿŁļļĻľŀ 

corporate objectives by enhancing corporate 

image, increasing awareness of brands, or directly 

ĿŀĵĹŁĸĭŀĵĺĳ ĿĭĸıĿ ĻĲ ļľĻİŁįŀĿ ĭĺİ ĿıľłĵįıĿ” 

Javalgi et al (1994: 48) 

“A ĮŁĿĵĺıĿĿ ľıĸĭŀĵĻĺĿĴĵļ ĮıŀŃııĺ ĭ ĿļĻľŀĿ team 

and the company in return for rights used for 

įĻĹĹıľįĵĭĸ ĭİłĭĺŀĭĳı” 

Frederick & Patil (2010: 46) 

“A ĮŁĿĵĺıĿĿ-related partnership between sponsor 

and a sponsee based on reciprocity.  The sponsor 

provides financial or non-financial resources 

directly to the sponsee and receives a predefined 

service in return in order to fulfil various 

ĿļĻĺĿĻľĿĴĵļ ĻĮĶıįŀĵłıĿ” 

Buhler & Nufer (2010: 92) 

“A ĲĻľĹ ĻĲ ıńįĴĭĺĳı ĮıŀŃııĺ ĿļĻĺĿĻľ ĭĺİ ŀĴı 

entity it invests in, with both parties seeking to 

achieve their own strategĵį ĳĻĭĸĿ” 

Farrelly & Quester (2005b: 

211) 

“TĴı ļľĻłĵĿĵĻĺ ĻĲ ĭĿĿĵĿŀĭĺįı ĮŅ ĭ įĻĹĹıľįĵĭĸ 

organisation (sponsor), in cash or kind, to a 

sports property (sponsee), in exchange for the 

right to be associated with that sports property 

for the purpose of gaining commercial and 

ıįĻĺĻĹĵį ĭİłĭĺŀĭĳı” 

Tripodi (2001: 96) 

One of the significant omissions from the earlier definitions of 

sponsorship, particularly significant in the context of this research, is 

the apparent failure to recognise the agreement between sponsor 

and sponsored property as a relationship.  It is only in later 

definitions (Buhler & Nufer, 2010; Frederick & Patil, 2010) that the 

terms ‘relationship’ and ‘reciprocity’ appear/  Furthermore, the 

strategic goals of the sports entity involved in a sponsorship 

agreement are largely ignored.  Most definitions view sponsorship as 

a means for the sponsor to achieve their own corporate, strategic or 
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commercial goals, failing to acknowledge that the sponsored 

property also has a set of commercial objectives to achieve.  This is 

reflected by Zyman (2001; in Farrelly & Quester, 2005) who goes so 

far as to argue that the term ‘sponsorship’ tends to suggest a ‘one-

sided relationship’ based on a financial transaction between sponsor 

and rights holder. 

This study adopts the definition of sponsorship provided by Buhler 

& Nufer (2010) in that the relationship between sponsor and 

sponsored entity is a key factor in the management of an agreement 

in light of a corruption scandal. 

Whilst there is a lack of consensus as to a definition of sponsorship, 

each acknowledges the importance of achieving corporate or 

marketing objectives or strategic goals in order to gain commercial, 

economic or competitive advantage.  It is here in the sponsorship 

literature that there does seem to be more shared opinion of what 

these objectives might be. 

The objectives set as a basis for sponsorship programmes typically 

include increasing awareness and visibility of a brand (Cornwell, 

1995; Tripodi, 2001; Walliser, 2003; Olkkonen & Tuominen, 2006), 

enhancing or altering the image of the brand or the organisation 

(Javalgi et al, 1994; Meenaghan, 1983; Amis et al, 1997; Dolphin, 

2003), and increasing corporate sales (Verity, 2002; Desbordes & 

Tribou, 2007; Ferrand et al, 2007).  Erdogan & Kitchen (1998) 

suggest that the primary aim of sponsorship is to create a link 

between the brand of a sponsoring organisation and that of an 

athlete, team, sport or event that is valued by the target audience of 

the organisation.  Identifying these objectives is important for both 

the sponsor and the sponsored property as they provide direction 

for both the choice of sponsorship partner and also the activities 

undertaken to ensure the agreement achieves the desired outcomes 
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for both parties.  However, Javalgi et al (1994) argue that these 

objectives tend to be vague, meaning that the effectiveness of the 

sponsorship strategy may be difficult to establish, and subsequently 

measure.  Ferrand et al (2007) suggest that if organisations are to be 

successful in implementing sponsorship strategies, a combination of 

both commercial and corporate objectives must be set, and 

subsequently achieved.  Moreover, Tripodi (2001) suggests that 

”ĿļĻĺĿĻľĿĴĵļ ĿŁįįıĿĿ ĵĿ İıļıĺİıĺŀ ŁļĻĺ ŃĴıŀĴıľ ĿļĻĺĿĻľĿĴĵļ 

ĻĮĶıįŀĵłıĿ ĭľı ĭįĴĵıłıİ” (95), whilst Parker (1991) states that 

sponsorship “ĿĴĻŁĸİ Įı įĻĺĿĵİıľıİ ĭĸĻĺĳĿĵİı ĻŀĴıľ įĻĹĹŁĺĵįĭŀĵĻĺĿ 

ĹıİĵĭƋ ĵĺ ŀıľĹĿ ĻĲ ĵŀĿ ĭĮĵĸĵŀŅ ŀĻ ĭĺĿŃıľ ŀĴı ĻĮĶıįŀĵłıĿ” (22). 

2.3.2 Image Transfer as an Objective of Sport Sponsorship 

Image, as defined by Ferrand et al (2007: 115), is “ŀĴı Ŀıŀ ĻĲ 

characteristics, beliefs, ideas, and impressions a person holds and 

ĭĿĿĻįĵĭŀıĿ ŃĵŀĴ ŀĴı Įľĭĺİ”, and the transfer of it is acknowledged in 

academic literature to be one of the primary reasons for 

organisations to consider sponsorship as part of any marketing 

communications strategy.  In fact, Tripodi (2001) states that a 

number of studies about sponsorship objectives confirm that brand 

awareness and brand image are the most important to be set, and 

more crucially, achieved. To this end, it is widely accepted that 

sponsorship can provide an incredibly useful platform in order to 

enhance corporate image whilst strengthening the position of the 

brand (Farrelly et al, 2006). A positive image in the eye of the 

consumer takes time to establish.  In the first instance, brand 

awareness is achieved by entering in to a sponsorship agreement. 

Armstrong (1988; in Cornwell et al, 2001) states that, in order to 

achieve objectives concerning brand image, the sponsor needs to 

perceive the relationship as a long-term one or these image-based 

objectives are unlikely to be reached. 
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Amis et al (1997) suggest that an organisation has valuable and non-

imitable sources of competitive advantage in the image and 

reputation of that organisation.  Sponsorship can be utilised as a 

means of promoting and ultimately sustaining this advantage, 

provided that the organisation is associated with a ‘positive’ sports 

property (i.e. does not conduct behaviour that could tarnish this 

image or reputation).  Chadwick (2002) suggests that organisations 

collaborate to compete; in order to secure not only competitive 

advantage but also more tangible benefits (e.g. profit) sought upon 

entering in to such an agreement.  This is particularly important 

given that, according to Ferrand et al (2007), the intention of 

sponsorship is to appropriate the image of the sporting event, team, 

or athlete to the brand, service, or product of that of the sponsor. 

Furthermore, Crimmins & Horn (1996: 12) suggest that sponsorship 

links a “Įľĭĺİ ŀĻ ĭĺ ıłıĺŀ Ļľ ĻľĳĭĺĵĿĭŀĵĻĺ [or an athlete] that the 

ŀĭľĳıŀ ĭŁİĵıĺįı ĭĸľıĭİŅ łĭĸŁıĿ ĴĵĳĴĸŅ” thus enhancing a positive 

image of the brand in the mind of consumers.  Ferrand & Pages 

(1999) state that both sponsors and sponsored properties have 

recognised that “ĵĹĭĳı ĴĭĿ ŀĴı ļĻŃıľ ŀĻ ĵĺĲĸŁıĺįı ŀĴı ĮıĴĭłĵĻŁľ ĻĲ ĭĸĸ 

ŀĴĻĿı ĵĺłĻĸłıİ ĵĺ ĭ ĿļĻľŀĵĺĳ ĻľĳĭĺĵĿĭŀĵĻĺ” (388) and can aid in the 

making of purchase decisions by consumers.  If a brand is associated 

with an athlete or team the target consumer is associated with or is 

passionate about, it is anticipated that they will be more inclined to 

purchase the products of a sponsoring organisation than their 

competitors.  The sponsor ultimately aims to achieve image transfer, 

which, according to Meenaghan (2001), is a much sought-after 

sponsorship objective. This transfer involves the image attributes of 

the sponsored property being associated with the sponsor's brand – 

for example, if an athlete or team is successful, winning medals at 

major sporting events or being champions in national or continental 

leagues, this view of success is transferred to that of the brands or 

organisations associated with them.  When Usain Bolt dominates 

sprinting events at both the Olympic Games and World 
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Championships, it is not only his face that appears on news channels 

and the newspapers; it is also the logo of one of his main sponsors, 

sportswear manufacturer Puma.  As a result, Puma may be viewed 

more favourably in the eyes of consumers, which, in time, could 

result in more tangible results (i.e. an increase in sales).  Ferrand et 

al (2007: 115) state that “ŀĴı ĻĮĶıįŀĵłı ĻĲ ŀĴı ĿļĻĺĿĻľ ĵĿ ŀĻ ĭįĴĵıłı ĭ 

transfer of the favourable attitude towards the sponsored entity to its 

Įľĭĺİ”. 

Despite the importance placed on image, the transfer of that image 

and subsequent brand awareness as objectives of sponsorship, 

Ferrand et al (2007) suggest that in terms of measuring the 

effectiveness of sponsorship is an unstable indicator of success due 

to the fact that the visibility of a sponsor’s brand typically grows 

during the time when the sponsored property is active (e.g. playing 

during a season or tournament) and tends to reduce post-event.  It 

could be argued that a corruption scandal can have a similar kind of 

effect – the visibility of a sponsor’s brand is ‘enhanced’ by a scandal 

as the media publicises such an occurrence and then is curtailed post 

scandal, but the damage might already have been done. 

Arokallio & Tuominen (2006) stress the significance of image in 

sponsorship, stating that “ĵn essence, the sponsor wants to juxtapose 

ŀĴı ĭŀĴĸıŀı’Ŀ ĵĹĭĳı ŃĵŀĴ ŀĴı ĿļĻĺĿĻľ’Ŀ ĵĹĭĳı ĵĺ ŀĴı ĹĵĺİĿ ĻĲ 

įĻĺĿŁĹıľĿ” (5).  However, despite the understanding that the 

transfer of image is a vital part of sponsorship, Buhler & Nufer 

(2010) state that one of the most significant disadvantages of 

sponsorship in the sport industry is image transfer – importantly, 

given the context of this research, a negative image can be 

transferred from the sponsored property to the sponsor just as a 

positive one can.  The brand image of the sponsor becomes damaged 

as a result. 
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It is also important to note that it is not just the sponsors who are 

concerned with enhancing corporate or brand image.  Kahuni et al 

(2009) suggest that sports organisations are increasingly focussing 

on their image, recognising that value is created.  Wolfe et al (1997) 

further argue that “ŀĴı ŀŃĵĺ ĵĺĲĸŁıĺįıĿ ĻĲ įĻĹĹıľįĵĭĸ ĿļĻĺĿĻľ ĭĺİ 

media have forced sports bodies to become more market and 

įĻĹĹıľįĵĭĸĸŅ Ļľĵıĺŀıİ” (55).  Sponsorship is perceived by both 

parties as means of enhancing image and thus both are exposed to 

the risks associated with this form of marketing strategy. 

2.3.3 The Risk of Sponsorship 

Despite the continuing growth in academic literature in the area of 

sponsorship, O’Reilly & Foster (2008) argue that little attention has 

been given to the risks associated with such a strategy. They suggest 

that the “ļĻŀıĺŀĵĭĸ ľıŃĭľİĿ ĹŁĿŀ Įı įĻĺĿĵİıľıİ ŀĻ Įı łıľŅ ĴĵĳĴƋ Ļľ ŀĴĭŀ 

the sponsor may underestimate the level of risk as they frame their 

thinkĵĺĳ ĭľĻŁĺİ ŀĴı ļĻĿĿĵĮĸı ĮıĺıĲĵŀĿ” (51) when considering 

entering into a sponsorship agreement with a property in the sport 

industry. 

The value of sponsorship for the sponsoring organisation is highly 

intangible in that much of the return on investment is targeted at 

brand image, awareness and recall, at least in the short term.  The 

financial return may come a lot later, if at all, and is dependent on 

considerable investment in activation and leveraging strategies.  The 

sport entity, on the other hand, receives substantial revenue (e.g. 

rights fees) at the beginning of the agreement (Farrelly et al, 2006).  

If income generation is of primary focus for the sports property, this 

kind of agreement would satisfy that objective and allow other 

objectives to be funded.  For the sponsor, given the vast investment 

required to enter in to a sponsorship agreement with a sports 

property and then the continued spending in the promotion and 
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leverage of such an agreement, it becomes imperative that 

consideration is given to the inherent risks of sponsorship as a 

strategy.  Moreover, marketing mix variables are determined by 

marketing managers in the belief that they are controllable 

(Meenaghan, 1983).  It is clear in the sport industry that this is not 

always the case. Many of the situations that may arise that could 

detract from achieving sponsorship objectives are out of the control 

of the sponsoring organisation, including team or athlete 

performance and on- and/or off-field transgressions.  This is further 

supported by Copeland et al (1996), who suggest that the risks 

associated with sport sponsorship include the quality of the event or 

athletes the organisation has chosen to associate with (e.g. how 

successful they are in terms of attendance (events) or performance 

(athletes)), the potential for a reduced or lower than anticipated 

return on investment, and scandal involving athletes.  In addition, 

Walliser (2003) states that “ľĵĿķ ĵĿ įĻĺĿĵİıľıİ ĭĺ ĵĺŀľĵĺĿĵį ĭŀŀľĵĮŁŀı ĻĲ 

sponsorship due to the non-predictability of the outcome and/or 

İĵĲĲŁĿĵĻĺ ĻĲ ŀĴı ıłıĺŀ” (3).  In spite of risk being an intrinsic attribute 

of sponsorship, Arokallio & Tuominen (2006) state that “ŀĴıĿı ľĵĿķĿ 

must be taken into account in drawing up specific clauses in a 

ĿļĻĺĿĻľĿĴĵļ įĻĺŀľĭįŀ” (6). 

Hughes & Shank (2005) state that very little is known about the 

impact sporting transgression can have on the brand of a sponsor 

although it is clear that negative image transfer could occur. 

Cornwell (2008) states that the brand image of a sponsor would 

appear on the apparel of the athletes, time clocks, etc, which embeds 

the brand in the mind of the consumer as being associated with a 

team or athlete.  In the event of an act of sporting transgression, this 

brand image would then appear on the jersey of a guilty athlete, thus 

tarnishing the image of that brand.  In addition, Pope et al (2009) 

suggest that there is a growing body of evidence supporting the idea 

that negative information about a sponsored property or brand has a 
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more substantial effect on the formation of attitude by consumers 

and other stakeholders in the sport industry than positive 

information (e.g. Skowronski & Carlston, 1989; Herr et al, 1991).  

Cunningham et al (2009) suggest that the issues or problems of the 

sponsored entity in sport are reflected on an organisation that 

sponsors them. 

The trust and credibility of sporting competition is brought in to 

disrepute by transgressive behaviour.  These same attributes – trust 

and credibility – are identified as key components of the image of a 

brand (Crompton, 2004), which are completely undermined by 

being associated with athletes or officials who cheat.  In a study 

investigating examples of negative image spillover and the 

conditions under which this might occur, Votolato & Unnava (2006) 

highlight the difference between morality and competency 

information about the image of the brand organisation.  The former 

refers to information about the ethics or principles of a person or 

company, whilst the latter refers to that of an organisation's ability 

to deliver what they say they will.  In sport, morality information 

could refer to the behaviour of an athlete in using PEDs (and the 

‘unethical’ decision-making process of the athlete to choose to 

cheat), whereas the ability of the governing body, or the lack thereof, 

to deliver a ‘clean sport’ displaying what could be perceived as a lack 

of competence. 

The issue of control is inherent in sponsorship because, as 

previously stated, “ŀĴı ĿļĻĺĿĻľ įĭĺĺĻŀ įĻĺŀľĻĸ ŀĴı ĭįŀĵĻĺĿ ĻĲ ŀĴı 

players, administrators and ĲĭĺĿ” (Connor & Mazanov, 2010: 213).  

Amis et al (1999: 255) suggest that “ŃĴıĺ ıĺŀıľĵĺĳ ĵĺ ŀĻ ĭĺ 

agreement, the sponsoring firm cannot be sure how exactly the athlete, 

team or event will perform and/or be perceived by those to whom the 

sponsor is trying ŀĻ ĭļļıĭĸ”.  With this lack of control comes the need 

to be able to manage the implications or impact of a scandal and, 
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without a clear appreciation of what the risks of sponsorship might 

be, this can be detrimental to the brand of the sponsor.  Accordingly, 

O’Reilly & Foster (2008) suggest that there is a vast array of risks 

that are inherent to sponsorship that are beyond the reach of control 

by the sponsoring organisation (see figure 2.1), the extent to which 

these risks can impact on the image or brand of an organisation is 

dependent on a number of factors, including the severity of each 

case, the frequency of occurrence and the nature of the relationship 

between sponsor and property.  For example, Amis et al (1999) state 

that a doping offence can have severe consequences for sponsors 

who are closely associated with the sports property.  They also 

suggest that the time it takes the sponsor to recover from such a 

transgression is impossible to predict.  The image and reputation of 

the sponsor, and indeed that of the sports property, can be 

irreparably damaged by such activity.  Hall (1992) states that 

reputation “ŀĭķıĿ ŀĵĹı ŀĻ įľıĭŀıƋ ĵŀ įĭĺĺĻŀ Įı ĮĻŁĳĴŀƋ ĭĺİ ĵŀ įĭĺ Įı 

İĭĹĭĳıİ ıĭĿĵĸŅ” (143) and this, therefore, represents a crucial risk of 

sponsorship in that the reputation of either property could be 

damaged by behaviour or activity outside of their control.  Stoldt et 

al (2006; in Shilbury & Rowe, 2010) emphasize the importance of 

reputation management in contributing to the production of tangible 

benefits, which, as previously stated, can be tarnished by a 

transgression. 

O’Reilly & Foster (2008) suggest that the risks for sponsors could 

have either financial (e.g. loss of investment) or promotional (e.g. 

negative publicity) consequences or a combination of both.  They 

further state that risk dimensions, as presented in figure 2.1, are not 

mutually exclusive so could occur simultaneously.  The behaviours 

relevant to this study that present risk for sponsorship agreements 

are presented in italics in figure 2.1. 
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  31Figure 2.1. Dimensions of Risk in Sponsorship (taken from O’Reilly & Foster (2008. 49)) 
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This model highlights some key issues in the potential management 

strategies employed by both sponsors and sports entities to deal 

with this risk/  O’Reilly & Foster (2008) include time as an influencer 

of risk – this could refer to the length of time the governing body of a 

sport takes to investigate a case of sporting transgression or the 

length of punishment.  It could also describe the stage at which the 

sponsorship agreement is at the time of risk (i.e. pre-contract, 

negotiation, implementation).  Also, the status of the sponsee is an 

important factor in the context of this research – if it is a ‘star player’ 

that becomes embroiled in a scandal, it may have more of an impact 

on the sponsor’s image than if a team player or lesser-known talent 

is involved.  In order to mitigate the potential impact of a scandal, it 

therefore becomes imperative that the sponsor and sponsored 

property work closely to manage risk. 

As previously stated, the value in sponsorship is highly intangible. 

As a result, Farrelly et al (2006) suggest that sponsorship takes on 

an increased strategic importance, leading to the “ĿŁĮĿıĽŁıĺŀ 

ıĹıľĳıĺįı ĻĲ ĹĻľı įĻĹļĸıń ĿļĻĺĿĻľ/ĿļĻľŀĿ ıĺŀĵŀŅ ľıĸĭŀĵĻĺĿĴĵļĿ” 

(1017). 

2.4 Sponsorship as a Relationship 

Traditionally, sponsorship has been viewed as a transaction between two 

parties where the terms and conditions of the transaction are contractually 

agreed (Thwaites, 1994; Buhler & Nufer, 2010).  Sponsorship activity 

surrounding sporting events like the Olympic Games, where sponsors pay 

to be associated with an event that takes place every four years, may be 

considered as examples of this type of agreement.  Furthermore, Farrelly et 

al (2008) suggest that the relationship between sponsor and sponsored 

property represents a unilateral arrangement where a sponsor pays for the 

right to have their reputation linked to that of the sports entity, and as a 

result, assumes the risk and responsibility for ensuring that corporate 
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and/or commercial objectives are achieved through this promotional 

medium.  Copeland et al (1996) also suggest that sponsorship represents 

exchange relationships between sport organisers, corporations and other 

intermediaries.  Chadwick (2002), however, argues that this transactional 

view of sponsorship is now being challenged by the emergence of a more 

relational approach to sponsorship and thus sponsorship management. 

Relationship marketing, which emerged from service and industrial 

marketing literatures (Gronroos, 1994), has been applied to sponsorship as 

a process of reciprocity and the achievement of mutually beneficial goals. 

This relational perspective is also adopted by Arokallio & Tuominen (2006) 

who argue that it is a very underdeveloped area of focus in academic 

research that requires greater attention.  Shilbury & Rowe (2010) further 

suggest that relationship management resource in the field of sport is 

limited, whilst Farrelly et al (2008) argue that the relationship between 

sponsor and sponsee (e.g. team, athlete, sport, event) has been largely 

ignored in academic literature.  Moreover, Farrelly et al (2003) suggest that 

there have been very few attempts to discuss sponsorship in the context of 

the relationship marketing paradigm, arguing that the “ĭĸĸĵĭĺįı ĮıŀŃııĺ 

sponsors and sponsored properties clearly reflects the type of long-term 

business to business relationship from which the relationship marketing 

ļĭľĭİĵĳĹĿ ĴĭĿ ıłĻĸłıİ” (129).  This is partly due to the assumption of 

Farrelly & Quester (2005b) who suggest that few academic researchers 

have acknowledged or even recognised the sponsorship relationship as a 

fundamental example of a business-to-business one. 

In order to begin to understand the relationship between sponsor and 

sponsee, Urriolagoita & Planellas (2007) propose the Sponsorship 

Relationship Lifecycle (see figure 2.2) combining the relational view of an 

organisation by Dyer & Singh (1998) and the alliance development process 

theories that formed part of the research by Das & Teng (2002). 
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Figure 2.2: The Sponsorship Relationship Lifecycle (taken from Urriolagoitia & 

Planellas, 2007: 160) 

In Stage 1, the formation stage, the terms and conditions of the agreement 

are negotiated and subsequently “łĵĭ ĿļĻĺĿĻľĿĴĵļ association, a transfer of 

image values from the sponsored property to the sponsoring brand occurs” 

(Urriolagoita & Planellas, 2007: 161).  Stage 2, the operation stage, involves 

the implementation of the agreed course of action in order to achieve 

sponsorship objectives and finally, Stage 3, the outcome stage where “ĭ 

unique and valuable synergy crystallises, as the combination of 

įĻĹļĸıĹıĺŀĭľŅ ľıĿĻŁľįıĿ ĭįĴĵıłıĿ ĭ ĴĵĳĴ İıĳľıı ĻĲ įĻĹļĸıńĵŀŅ” (Urriolagoita 

& Planellas, 2007: 164).  At each transition point, from one stage to the next, 

there is the possibility of relationship termination that will be determined 

by the manner of activity in each stage.  Urriolagoita & Planellas (2007) 

state that, throughout a relationship, “ľıįıĺŀ ıĹļĵľĵįĭĸ ľıĿıĭľįĴ ĴĭĿ ĺĻŀıİ 

conflicts, misunderstandings anİ ľıĺıĳĻŀĵĭŀĵĻĺĿ ĭľı ĵĺıłĵŀĭĮĸı” (162).  

Depending on the stage of the lifecycle that a relationship is at is expected 

to be a significant factor in any decision made in response to a scandal and 

the cost of a particular course of action will vary. 
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As the understanding of sponsorship has migrated from the transactional 

view to a more relational perspective, and thus is referred to as a form of 

inter-organisational relationship, researchers have sought to highlight the 

key components of such a relationship and the contingencies upon which 

these relationships are based.  Oliver (1990) identifies six critical 

components of the formation of relationships, including reciprocity, 

stability and legitimacy.  Whilst it is acknowledged that these components 

are vital to the creation of relationships in business, they are also key in the 

long-term success of any given relationship.  As is discussed in section 2.4.2, 

the lack of reciprocity between partners and the instability caused by a 

corruption scandal can be severely damaging to a relationship between 

sponsor and sponsored entity.  Moreover, Earle & Groome (2009) argue 

that the term ‘official sponsor’ may eventually become obsolete with 

organisations preferring to be referred to as ‘official partners’ or ‘official 

supporters’/ 

Whilst the primary focus of relationship literature has been on that 

between buyer and seller, inter-organisational relationships have also 

received attention in business and management journals, with Barringer & 

Harrison (2000) suggesting that the literature about inter-organisational 

relationships is ‘huge’/ Alajoutsijarvi et al (2000) suggested that there had 

been relatively limited focus on long-term relationships between and within 

stakeholder groups in the mainstream marketing literature, meaning that 

the understanding of the relationship between sponsors and sponsored 

entities was in its infancy. However, in the last decade, there has been an 

increasing number of studies conducted investigating the sponsorship 

relationship in sport. 

Despite the attention given to the buyer-seller relationship, Bagozzi (1995; 

in Gronhaug et al, 1999) suggests that emerging relationship marketing 

literature fails “ŀĻ įĻĺįıļŀŁĭĸĵĿı ŃĴĭŀ ĭ Ĺĭľķıŀĵĺĳ ľıĸĭŀĵĻĺĿĴĵļ ĵĿ” (176). 

Moreover, Gronhaug et al (1999) argues that the concept of a relationship is 

left undefined, particularly in business management studies.  Golicic et al 
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(2003) state that the “ĵĺįĻĺĿĵĿŀıĺįŅ ĵĺ ŀĴı İıĲĵĺĵŀĵĻĺĿ ĭĺİ ŁĿı ĻĲ ľıĸĭŀĵĻĺĿĴĵļ 

terms has created problems for the interpretation and replication of research 

ĲĵĺİĵĺĳĿ” (58) and further suggest that whilst different types of 

relationships have been analysed and discussed in academic literature, little 

consensus about the terminology used to categorise or describe them exist. 

This item has been removed due to third party copyright. The unabridged version of the thesis can be viewed at the 
Lanchester Library, Coventry University.

Figure 2.3: The Relational Exchanges in Relationship Marketing (Adapted from 

Morgan & Hunt, 1994: 21) 

For the purposes of this research, the definition provided by Oliver (1990: 

241) will be utilised in that a relationship in the context of a marketing 

arrangement is “the relatively enduring transactions, flows, and linkages that 

occur among or between an organisation and one or more organisations in its 

environment”.  In particular, it is the long term sponsorship relationship that 

could be perceived as having the most benefit for sponsors of sporting 

organisations, aiding in image transfer, brand awareness and other 

intangible benefits of this type of agreement that would translate in to more 

tangible success. 
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The Relational Exchanges in Relationship Marketing model (Morgan & 

Hunt, 1994), pictured in figure 2.3, displays the more traditionally held 

view of business-to-business and business-to-consumer relationships. 

Given the emergence of this relational view of sponsorship, it is the opinion 

of the author of this study that a further classification, or category, of 

relationship can be added to this model – that of strategic partnerships, to 

include a relationship based on a sponsorship agreement. 

Taking the focal firm to be a sporting organisation, each of the partner 

organisations become stakeholders in the focal firm.  Harrison & St John 

(1996) argue that the greater the involvement of a stakeholder in to that 

relationship, the more successful that relationship will be for both parties. 

It is clear that this involvement is key to the success of a sponsorship 

relationship in achieving the corporate and/or commercial objectives of 

both the sponsor and sponsee.  Also, whilst there is little empirical evidence 

supporting more proactive stakeholder management practices, Harrison & 

St John (1996: 49) suggest that it “ĵĿ ĿĵĹļĸŅ ŀĴı ľĵĳĴŀ ŀĴĵĺĳ ŀĻ İĻ”. 

2.4.1 Managing the Sponsorship Relationship 

Given the growing recognition of sponsorship being a true business-

to-business relationship, the management of such relationships 

becomes of critical importance.  It is expected that both sponsor and 

sponsee enter in to these agreements with a set of objectives in mind 

and require the cooperation and commitment of each other in order 

to meet them.  Despite this, Barringer & Harrison (2000) suggest 

that much of the literature about inter-organisational relationships – 

of which sponsorship is a form – focuses on the formation of these 

arrangements whilst “łıľŅ ĸĵŀŀĸı ľıĿıĭľįĴ ĴĭĿ Įııĺ İıłĻŀıİ ŀĻ ĴĻŃ 

inter-oľĳĭĺĵĿĭŀĵĻĺĭĸ ľıĸĭŀĵĻĺĿĴĵļĿ ĭľı Ĺĭĺĭĳıİ” (396).  They further 

suggest that “ŀĴı ĲľĭĳĹıĺŀıİ ĺĭŀŁľı ĻĲ ŀĴı ĸĵŀıľĭŀŁľı ľıĲĸıįŀĿ ŀĴı 

multi-faceted nature of inter-organisational relationship formation, 
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which often involves a mixture of motives, intentions, and ĻĮĶıįŀĵłıĿ” 

(369). 

Farrelly et al (2006) suggest that, as the sports entity or sponsored 

property has developed a more strategic focus on brand image and 

awareness, it becomes an assumed component of a relationship that 

sponsors expect their partners to play a more active role in the 

promotion of the relationship, thus contributing more value to the 

sponsorship that goes beyond “ŀĴı Ĺıľı ļľĻłĵĿĵĻĺ ĻĲ ĭįįıĿĿ ŀĻ 

ĵĺŀıĸĸıįŀŁĭĸ ļľĻļıľŀŅ ĭĺİ ıńļĻĿŁľı ŀĴľĻŁĳĴ Ĺıİĵĭ” (1019).  It is the 

contention here that the focus of activity by the sponsored entity 

would move from exposure through the media to protection from it 

in light of a corruption scandal. 

Buhler & Nufer (2010) identify five essential factors for what would 

be deemed as successful sponsorship relationships: trust; mutual 

understanding; long-term perspective; communication; and 

cooperation.  The extent to which each of these factors impacts on 

the success of a relationship will depend upon the circumstances 

faced by the parties involved in any relationship and how the impact 

of these circumstances are managed.  Moreover, Walter et al (2003; 

in Farrelly & Quester, 2005b) identify three key constructs that are 

central to the quality of relationships: trust, commitment and 

satisfaction. Each of these constructs have received extensive 

attention in academic literature and each is undermined by a 

transgressive act by a sponsored property or by someone they 

represent.  Commitment is defined by Farrelly & Quester (2005b) as 

“ĭ ŃĵĸĸĵĺĳĺıĿĿ ĻĲ ŀĴı ļĭľŀĵıĿ ĵĺ ŀĴı ĿļĻnsorship relationship to make 

short-term investments in an effort to realise long-term benefits from 

ŀĴı ľıĸĭŀĵĻĺĿĴĵļ” (212) and provides the perceived security of long-

term strategic intent. For both parties to demonstrate this 

commitment takes resources to leverage the agreement, effective 

communication and management throughout the relationship.  This 
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is of particular relevance given the context of this study.  Fiske & 

Taylor (1984; in Hocutt, 1998) suggest that while commitment to 

and in a relationship is important, it becomes difficult to measure 

that commitment until the relationship is terminated (e.g. the longer 

the relationship prior to termination, the greater the amount of 

commitment shown by each partner).  Moreover, the level of 

commitment provides indications as to the strength of the 

relationship and how strong the propensity to leave that relationship 

is (Hocutt, 1998) – the stronger the relationship, the lesser the intent 

to leave. 

Trust, one of the central tenets of a business and thus a sponsorship 

relationship is defined by Rousseau et al (1998) as “ĭ ļĿŅįĴĻĸĻĳĵįĭĸ 

orientation comprising the intention to accept vulnerability based 

upon the positive expectations of the intentions, or behaviour of the 

ĻŀĴıľ ļĭľŀŅ ĵĺ ŀĴı ĿļĻĺĿĻľĿĴĵļ İŅĭİ” (395) and by Moorman et al 

(1992) as “ĭ ŃĵĸĸĵĺĳĺıĿĿ ŀĻ ľıĸŅ Ļĺ ĭĺ ıńįĴĭĺĳı ļĭľŀĺıľ ĵĺ ŃĴĻĹ Ļĺı 

ĴĭĿ įĻĺĲĵİıĺįı” (315).  Farrelly & Quester (2005b: 212) state that 

“įıĹıĺŀĵĺĳ ŀľŁĿŀ ĵĺ ŀĴı ĿļĻĺĿĻľĿĴĵļ ıńįĴĭĺĳı ĵĿ įľĵŀĵįĭĸ ĵĺ ŀĴĭŀ ĵŀ ĹĭŅ 

precondition the exchanĳı ĻĲ ĿıĺĿĵŀĵłı ĵĺĲĻľĹĭŀĵĻĺ”.  Whilst their 

focus is on the formulation of sponsorship objectives, it could also be 

the case that this level of trust is vital in the management of the 

relationship between sponsor and sponsored property.  This is 

discussed further in section 2.4.2.  Whilst it is important that the 

concept of trust is discussed as a central tenet of a relationship, it 

does not form the primary focus of this study, but may be a 

contributory factor in a sponsors’ decision making process and thus 

warrants inclusion here.  The same is also true of the concepts of 

satisfaction and commitment. 

Satisfaction is another of the key components of a sponsorship 

relationship and is based on the relational fulfilment of any 

sponsorship agreement through both economic and non-economic 
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means.  These means represent the tangible and intangible benefits 

of undertaking this kind of marketing strategy and, given the context 

of this research, non-economic satisfaction is of primary importance. 

For example, if a sponsor is satisfied with the manner in which the 

sports entity deals with a scandal, then the relationship between the 

two remains intact and trust between the parties might strengthen. 

Despite the recognition of satisfaction as a key requirement of a 

sponsorship relationship, Farrelly et al (2008) suggest that 

“ĿĭŀĵĿĲĭįŀĵĻĺ ĴĭĿ ľıĹĭĵĺıİ ŁĺİıĲĵĺıİ ĭĺİ ŁĺĹıĭĿŁľıİ” (53) in the 

sponsorship literature but acknowledge it to be “ŀĴı ĹĻĿŀ ĵĹļĻľŀĭĺŀ 

goal for major sport properties seeking long-term sponsorship 

relationships is to foster non-ıįĻĺĻĹĵį ĿĭŀĵĿĲĭįŀĵĻĺ” (59). 

It then becomes imperative that there is a strong working 

relationship between both parties in a sponsorship relationship 

(Aguillar-Manjarraz et al, 1997).  Fundamentally, a long-term 

relationship between sponsor and sponsee allows for the 

development of what Cornwell et al (2006) deem unique outcomes 

of that relationship that are difficult for competitors to replicate. 

Moreover, Amis et al (1999) suggest that these unique outcomes are 

a source of differentiation that, in turn, enhances competitive 

advantage. 

2.4.2 Breakdown & Dissolution of Sponsorship Relationships 

“TĴı ŀľŁı ĿŀĭŀŁĿ ĻĲ ĭ ľıĸĭŀĵĻĺĿĴĵļ ĵĿ ıłĵİıĺŀ ĻĺĸŅ Łĺİıľ 

įĻĺİĵŀĵĻĺĿ ĻĲ ľĵĿķ ĭĺİ ļıľĵĸ” 

Aaker et al (2004: 2) 

As previously highlighted, inter-organisational relationships have 

been a significant area of interest for academics in recent years. 

However, Gronhaug et al (1999) argue that very little attention has 

been paid, in particular, to the decline or termination of 

40 



 
 

 

  

 

 

 

 

 

 

 

 

 

 

  

   

 

  

 

 

 

    

 

relationships in marketing literature.  As a result, Gassenheimer et al 

(1999) suggests that there is limited understanding about the factors 

that contribute to this decline.  This view is supported by Pressey & 

Mathews (2003) who state that dissolution of relationships remains 

largely neglected in management and, in particular, marketing 

literature.  They further argue that the understanding of dissolution 

is vital in order to balance literature in both functional and 

dysfunctional interactions and relationships between business-to-

business partners.  Farrelly (2010) agrees with this stance, 

suggesting that very little attention has been paid to the reasons why 

and instances when business-to-business relationships fail.  This 

lack of focus or interest in this area needs to be addressed given the 

apparent inevitability of some kind of transgression over the course 

of a long-term relationship (Aaker et al, 2004).  As previously stated, 

long-term relationships allow for the development of sources of 

competitive advantage, and thus warrant the substantial investment 

in the initial agreement and subsequent leveraging of the 

partnership. 

Suggesting that in cooperative relationships “ŀĵĹı ļľĻĹĻŀıĿ 

įĻĺŀĵĺŁĵŀŅ” (106), Ring & Van de Ven (1994) identify four reasons for 

the dissolution of these relationships, one of which is the conditions 

for violations of trust. As previously highlighted, trust is a key 

component of a sponsorship relationship and it is the contention 

here that an act of sporting transgression (and the subsequent 

management of that transgression) represents a violation of that 

trust.  A violation brings in to question the integrity of a partner 

(Morgan & Hunt, 1994) which, in turn, weakens trust and 

commitment in that relationship.  In such circumstances, 

Alajoutsijarvi et al (2000) suggests that the “İĵĿĿĻĸŁŀĵĻĺ ĻĲ ĿĻĹı 

relationships įĭĺ ıłıĺ Įı ĮıĺıĲĵįĵĭĸ ĭĺİ İıĿĵľĭĮĸı” (1271) 
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Farrelly & Quester (2003) suggest that trust on its own does not 

provide commercial justification to sponsors to renew any 

sponsorship agreement whilst Lagae (2005) further suggests that an 

agreement between sponsor and sponsored property may be 

terminated for a number of factors, including the achieving of 

objectives, the brand strategy of the sponsor has changed, and, of 

particular importance given the context of this research, if the 

sponsored property is no longer deemed trustworthy.  Tahtinen & 

Halinen-Kaila (1997) identify a seven-stage process in ending 

business-to-business relationships – assessment; decision making; 

dyadic communication; network communication; disengagement; 

aftermath; and restoration.  The speed at which this process is 

undertaken or occurs is entirely dependent on the nature of the 

trigger event (Gardial et al, 1996) that stimulates some kind of 

response.  Also, a factor in this process is the notion of a ‘zone of 

tolerance’, how much a stakeholder will accept in terms of variance 

in norms and values.  Schurr et al (2008) suggest that “ŀĻĸıľĭĺįı ņĻĺı 

differences explain why one actor [or stakeholder in this context] 

perceives positive outcomes from an interaction episode [or trigger 

event] ŃĴĵĸı ŀĴı ĻŀĴıľ ļıľįıĵłıĿ ĺıĳĭŀĵłı ĻŁŀįĻĹıĿ” (882).  This is 

particularly important given the context of this research.  As 

discussed in section 1.2, sponsors have responded in different ways 

to cases of sporting transgression, ranging from support of the 

‘guilty’ athlete or team to the withdrawal from a sponsorship 

agreement.  Given the perceived ability of sport to reach a global 

audience and provide a platform to enhance brand image, it could be 

argued that the zone of tolerance for sponsors in sport is somewhat 

wider than it might otherwise have been the case and will also vary 

between sponsors. 

One of the most influential models to explain the process of 

relationship dissolution is proposed by Duck (1982), who suggests a 

four stage process (see figure 2.4). 
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Figure 2.4: Relationship Dissolution Model proposed by Duck (1982) 

1. One party privately evaluates his/her dissatisfaction with other party 

2. Evaluation of costs of continuation over benefits of leaving 

3. Parties negotiate un-bonding 

4. Social and psychological recovery from break up 

As with the seven-stage process identified by Tahtinen & Halinen-

Kaila (1997), the speed at which this process occurs is entirely 

dependent on the contextual features of each case.  Moreover, 

Olkkonen et al (2000) suggest that context, and the understanding of 

it, is much needed in sponsorship research. 

In considering their sponsorship portfolio, Farrelly & Quester (2003) 

suggest that whether the sponsor perceives that the rights holder or 

sponsored property has provided value to their brand and aided in 

the achievement of any commercial and/or corporate objectives is 

key to the decision to renew or extend any sponsorship agreement. 

This value becomes difficult to measure given the apparent issues in 

evaluating the impact of a strategy based on intangible factors. 

Blalock & Wilken (1979; in Copeland et al, 1996) argue that 

exchange relationships will be dissolved if one or both of the parties 

involved in that relationship view the achievement of objectives as 

more likely in a partnership with another organisation or without a 

partner at all.  In addition, Chadwick (2002) suggests that there may 

be more attractive options available elsewhere.  It is suggested by 

Farrelly et al (2008) that the decision to renew a sponsorship 

agreement (or potentially choose not to terminate in light of a case 

of sporting transgression) is based on achieving non-economic 

satisfaction in the relationship (i.e. intangible benefits) and economic 

satisfaction as a result (i.e. tangible benefits). 
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Westberg et al (2011) suggest that both the brand of the sport 

organisation and the sponsor can be negatively affected by a scandal 

involving athletes or officials and, as a consequence, the relationship 

between both parties is also negatively affected and the likelihood of 

achieving non-economic satisfaction is diminished. 

Olkkonen & Tuominen (2006) discuss the phase of a relationship 

called fading, where a relationship is weakened in some way, either 

temporarily or on a permanent basis.  Just as a trigger event can lead 

to the immediate termination of a sponsorship agreement (e/g/ ING’s 

decision to withdraw from their sponsorship agreement with 

Renault as a direct result of the Crashgate scandal in Formula One), 

they can also cause this fading.  Edvardsson et al (2002; in Olkkonen 

& Tuominen, 2006) identify three types of triggers – situational 

triggers (e.g. a change in financial status); influential triggers (e.g. 

actions of competitors); and reactional triggers (e.g. a change in 

service quality).  This last category of trigger could also include the 

actions of a governing body in order to manage a corruption scandal 

in sport. 

According to Zajac & Olsen (1993), “ĺıĵŀĴıľ ļĭľŀĺıľ ĵn an inter-

organisational strategy [in this context, a sponsorship relationship] 

wishes the relationship to be terminated prematurely due to one 

ļĭľŀĺıľ’Ŀ İĵĿĿĭŀĵĿĲĭįŀĵĻĺ ŃĵŀĴ ŀĴı ľıĸĭŀĵĻĺĿĴĵļ” (134).  The ability to 

recognise or identify the symptoms of a deteriorating relationship 

enables those parties involved to prepare for the conclusion of that 

relationship “ŃĵŀĴ ĹĵĺĵĹĭĸ İĭĹĭĳı ŀĻ ıĵŀĴıľ Įľĭĺİ” (135).  This is 

based on a more longitudinal decline in relations between the two 

parties. However, an act of sporting transgression by an athlete, 

team or official represents what Gardial et al (1996) describe as a 

trigger event (see section 2.6); this event may cause a sponsorship 

relationship to be terminated.  In fact, Buhler & Nufer (2010) go so 

far as to suggest that “ĻłıľĭĸĸƋ ĵŀ ĵĿ ŀĴı ĿļĻľŀ ıĺŀĵŀŅ’Ŀ ľıĿļĻĺĿĵĮĵĸĵŀŅ ŀĻ 
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Ĺĭķı ŀĴı ĿļĻĺĿĻľĿĴĵļ ĭ ĿŁįįıĿĿ” (112).  Ultimately, it is an act of 

sporting transgression, or corruption, by someone representing the 

sporting body that can cause such irreparable damage to a 

sponsorship relationship.  Farrelly et al (2003) suggest that 

“ĿļĻĺĿĻľĿ ĭľı ŀĴı ľıĸĭŀĵĻĺĿĴĵļ ļĭľŀĺıľĿ ŀŅļĵįĭĸĸŅ ŀľŅĵĺĳ ŀĻ ĹĭńĵĹĵĿı 

the return achieved through sponsorship-ľıĸĭŀıİ ĭįŀĵłĵŀĵıĿ” (133).  So, 

whilst the sponsor is apparently more active in the pursuit of return 

on investment, whether they actually achieve it is reliant on the 

sponsored property.  The steps the sport entity takes in order to 

manage a case of sporting transgression and the actions taken to 

limit its impact on the sponsor’s brand become crucial. 

2.5 Corruption in Sport 

“TĴı ĴŁĳı ĿŁĹĿ ĻĲ ĹĻĺıŅ ĵĺ ĿļĻľŀ ŀĻİĭŅƋ ĲľĻĹ ĲĻĻŀĮĭĸĸıľĿ’ 

transfer fees to fiercely contested sponsorship contracts, 

the buying and selling of sports teams and the construction 

of stadiums, present numerous opportunities not only for 

ĸŁįľĭŀĵłı ĮŁĿĵĺıĿĿ İıĭĸĿ ĮŁŀ ĭĸĿĻ ĲĻľ įĻľľŁļŀĵĻĺ” 

Kochan & Goodyear (2011: 128) 

Sport has long had a history of corruption; ranging from athletes taking 

performance enhancing substances (PEDs) to executives in some of sport’s 

most high profile governing bodies selling votes; from players taking 

payments to lose or perform in a certain way to referees betting on the 

games they were officiating. 

“IĲ ŅĻŁ įĭĺ’ŀ Ńĵĺ ĲĭĵľĸŅƋ ŅĻŁ İĻĺ’ŀ İıĿıľłı ŀĻ Ńĵĺ” 

Steele Bishop (1983: in Pickering, 2002: 282) 

Names once synonymous with sporting excellence and achievement, 

including Marion Jones, Juventus Football Club, Hansie Cronje and, most 

recently, Lance Armstrong, are part of a history tarnished by corruption. 
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Each reached the pinnacle of their respective sports only to fall from grace 

for using PEDs, fixing matches or selling information to gamblers and fixers. 

With cases recorded as early as 388BC when Eupolos of Thessalia won a 

gold medal in a fighting tournament at the Olympic Games by bribing three 

of his opponents including the reigning Olympic champion Phormion of 

Halikarnassos (Maennig, 2005), corruption in sport is by no means a new 

phenomenon/  In 1919, the result of Major League Baseball’s World Series 

was fixed by gamblers who paid players of the Chicago White Sox, who 

became known as the Chicago Black Sox as a result of the scandal, to lose 

the series after the owner of the team reneged on bonus payments. 

Canadian sprinter Ben Johnson all but destroyed his career in 1988, failing a 

drugs test after breaking the world record in the 100 metre final at the 

Olympic Games in Seoul, Korea.  Of the eight finalists in this blue-riband 

race, that became known as the ‘dirtiest race in history’ (Moore, 2012-

Mackay 2003), six of them faced accusations during and after their careers 

of using PEDs, failed drugs tests or were banned from the sport for 

supplying illegal substances to other athletes/ More recently, ‘Crashgate’ in 

Formula One, Bloodgate in rugby and the spot fixing scandal involving three 

members of the Pakistan cricket team have ensured that sport has moved 

from the back pages of the newspapers to the front. 

“TĴıľı įĭĺ Įı ĺĻ ĿļĻľŀ ŁĺĸıĿĿ ŀĴıľı ĵĿ ĭ įĴĭĺįı ĻĲ 

ıĵŀĴıľ łĵįŀĻľŅ Ļľ İıĲıĭŀ” 

Westerbeek & Smith (2003: 52) 

One of the fundamental principles of sport is the uncertainty of outcome. 

This uncertainty in sport relies upon the ideal of ceteris paribus or ‘all things 

being equal’ – opponents playing to the best of their ability in order to win a 

sporting contest. Without this uncertainty, Ferrand et al (2007) argue that 

“ŀĴı ĵĺŀıľıĿŀ [in] and emotion [of a sporting contest] vanish if the result is 

ĲĻľıĿııĭĮĸı” (14). 
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Developing from Neale’s (1964) Louis-Schmelling-Paradox, with a 

foundation of Rottenberg’s (1956) theory of competitive balance, the 

uncertainty of outcome hypothesis is based on the principle that the more 

unpredictable the result of a sporting competition is, the greater the 

demand will be for that competition (Alavy et al, 2006).  Andreff (2006) 

suggests that “ŀĴı Łĺįıľtainty of outcome in sports has an impact on the 

uncertainty of income drawn from fans, TV viewers, sponsors, patrons and 

ĹŁĺĵįĵļĭĸĵŀĵıĿ” (1).  In recent times, there have been examples in sport of 

dominance by a team or athlete – for example, Formula One was dominated 

by Michael Schumacher in the 1990s; the New York Yankees were dominant 

in baseball from the mid-1930s for almost 20 years, which saw them win 12 

World Series titles in 13 attempts; and Manchester United have had a grip 

on the Premier League in the UK since its inception in 1993.  In fact, in work 

analysing the dominance of the New York Yankees, Neale (1964) argued 

that the team's prayer would be ‘oh Lord, make as good, but not that good’/ 

Research suggests, however, that this predictability, or a perceived lack of 

competitive balance, will lead to spectators losing interest in the 

competition (Szymanski, 2001) and, as a result, revenue generation through 

media coverage and sponsorship will also decline in these sports as there is 

no target audience to promote the products to if nobody is watching. 

Cairns et al (1986, in Czarnitzki & Stadtmann, 2002) distinguish between 

three different types of outcome uncertainty – the uncertainty of match 

outcome, the uncertainty of seasonal outcome and the uncertainty of 

championship outcome – with the substantial difference between the three 

being time.  In the first, attention is focused on the outcome of a single 

match where attendance will be higher if the probability of either a home 

team or away team victory is equal, thus leading to higher tension.  The 

second is concerned with the number of teams competing to win a seasonal 

league competition – the greater the number of teams involved, the less 

predictable the end of the season will be therefore the league becomes 

more attractive to fans.  The third type of outcome uncertainty refers to the 

long-term dominance of a league competition by one team.  It is anticipated 
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that the longer the perceived domination continues, the less appealing the 

team will become to not only rival teams and their fans, but also their own. 

This differentiation between the types of uncertainty of outcome has led to 

differing opinions as to which are the most interesting or relevant in 

sporting competition.  Peel & Thomas (1997) suggest that the uncertainty of 

individual matches is the most interesting variable, whereas Janssens & 

Kesenne (1987) argue that the avoidance of long-term championship 

domination is key in determining stakeholder involvement in sport. Whilst 

these views are of relevance to the debate about outcome uncertainty, the 

issue here is that it is the unpredictability in sport, and the associated 

emotions that attract sports fans, which makes it such an attractive 

proposition for other stakeholders in the industry as a means of targeting 

audiences.  It therefore becomes imperative that ceteris paribus is 

maintained. 

Moreover, events such as the Olympic Games present new arenas for this 

debate.  Baimbridge (1998) argues that spectators would prefer to see 

national success at this type of global event as opposed to close races or 

matches, the tenet of the uncertainty of outcome hypothesis.  A dominance 

of a small number of nations, however, then contributes to the same 

spectators losing interest in the event.  It then becomes a delicate balancing 

act between national success and at least a semblance of competitive 

balance. 

Much of the research into the uncertainty of outcome hypothesis has 

focused on major sports leagues, including Major League Baseball (MLB) 

and the National Football League (NFL) in the USA (Knowles et al, 1992; 

Paul & Weinbach, 2007) and on football (Forrest & Simmons, 2002) and 

rugby (Peel & Thomas, 1997) in the UK.  Sports leagues in North America 

have sought to ensure a measure of competitive balance through the use of 

salary caps, revenue sharing agreements between teams, and a reverse 

order draft.  In a study investigating competitive balance in the National 

Football League, Paul & Weinbach (2007) state that “ĲĭĺĿ ĭļļıĭľıİ ŀĻ ıĺĶĻŅ 
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the possibiliŀŅ ŀĴĭŀ ĭĺŅ ŀıĭĹ įĭĺ Ńĵĺ Ļĺ ‘ĭĺŅ ĳĵłıĺ SĭŀŁľİĭŅ’ ĭĺİ ŀĴĭŀ ıĭįĴ 

team in the league is believed to have a legitimate chance to win the Super 

BĻŃĸ” (200). 

Whilst the importance of uncertainty of outcome is obvious in both sport 

management and sport economics literature, corruption in sport 

undermines this. Both betting and non-betting related match fixing removes 

this unpredictability, or uncertainty, of the outcome of the sporting 

competition.  It could also be suggested that the use of PEDs by athletes 

does the same, but perhaps in a more subtle way.  Even the measures put in 

place by leagues in North America to try and ensure a level of competitive 

balance have in turn contributed to the development of a form of match 

fixing, known as tanking, designed to take advantage of the strategies (an 

analysis of the different types of corruption, or sporting transgression, in 

sport is presented in section 3.3).  

2.5.1 Corruption as an Area of Research 

“CĻľľŁļŀĵĻĺ ĵĿ ĸĵķı ĭ İĵĿıĭĿı ļĭĺİıĹĵįƎ  Iŀ ĵĿ ĭ ļľĻĮĸıĹ ĵĺ
	

every couĺŀľŅƋ ĭĺİ ıĿļıįĵĭĸĸŅ ļľıłĭĸıĺŀ ĭĺİ İĭĹĭĳĵĺĳ ĵĺ ĭ ĲıŃ”
	

Klitgaard (2000: 2) 

It is clear that corruption is not a new phenomenon (Tanzi, 1998), 

with examples of bribery, fraud and other corrupt activity stretching 

back thousands of years.  Despite this prevalence, Campos et al 

(1999) suggests that “ĿįĴĻĸĭľĸŅ įĻĺįıľĺ Ļłıľ įĻľľŁļŀĵĻĺ ļľıİĭŀıĿ ŀĴı 

emergence of corruption as a highly controversial issue among 

ļľĭįŀĵŀĵĻĺıľĿ” (1060).  They further argue that a significant level of 

ambivalence among many policy makers as to the real impact of 

corruption.  Furthermore, whilst there is a commonly held view as to 

the negative impact of corruption in both academia and in the media, 

there seems to be much debate regarding how and why this type of 

behaviour manifests in organisations, political systems, and 
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industries across the world.  Johnston (2005) suggests that whilst 

the interest in corruption has grown significantly in recent years, 

“ĿŁľļľĵĿĵĺĳĸŅ ĸĵŀŀĸı ĻĲ ŀĴı ľıĿŁĸŀĵĺĳ ľıĿıĭľįĴ ĴĭĿ Įııĺ ĮľĻĭİĸŅ ĭĺİ 

systematically coĹļĭľĭŀĵłı” (4). Much of the research conducted has 

been cross-sectional, meaning that statistical models are applied 

across many countries to measure corruption and the impact 

thereof, whilst ignoring the contextual environment in which the 

corrupt behaviour occurs. Kayes (2006) argues that “ĻľĳĭĺĵĿĭŀĵĻĺ 

scholars lack an integrated descriptive framework that adequately 

considers the social and psychological dynamics of organisational 

įĻľľŁļŀĵĻĺ” (51).  Many of the more descriptive case studies that 

have been conducted tend to “ĻłıľĿŀĭŀı įĻĺŀľĭĿŀĿ ĭĺİ ŁĺĵĽŁıĺıĿĿ” 

(Johnston, 2005: 4) leading to a call for a research programme 

combining both strategies in the study of corruption, further 

supported by Leys (1965) who suggests that “ŀĴı ĿŅĿŀıĹĭŀĵį 

investigation ĻĲ įĻľľŁļŀĵĻĺ ĵĿ ĻłıľİŁı” (59).  Ashforth et al (2008) 

argue that, due to the lack of cross-disciplinary work, there is a 

limited understanding of corruption, further suggesting that the 

current fragmented approach to research has led to substantial 

overlapping. In a later analysis of academic research in the field of 

corruption, Pinto et al (2008) state that, if viewed as a whole, the 

literature is “ľĵĲı ŃĵŀĴ ĵĺįĻĺĿĵĿŀıĺįĵıĿ ĭĺİ ĵĺįĻĺįĸŁĿĵłı ıĹļĵľĵįĭĸ 

ľıĿŁĸŀĿ” (685).  Given that, according to Kayes (2006), no industry, 

organisation or country is immune from corruption, this perceived 

lack of consistency and real understanding as to the impact of 

corrupt behaviour is a concern for policy makers. This difficulty is 

clear when considering that the “ĿŀŁİŅ ĻĲ corruption faces the initial 

challenge that the term corruption has many meanings, legal, 

ĸĵĺĳŁĵĿŀĵįƋ ĭĺİ ĹĻľĭĸ” (Noonan, 1984; in Chaikin, 2008: 270).  Shleifer 

& Vishny (1993) state the economic studies of corruption are 

limited, whilst Collins et al (2009) argue that research of corruption 

spans many disciplines and due to this, explanations of the extent of 

corruption are based on a wide set of variables and standpoints. 
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This has led to “İĵłıľĿı ĭĺİ ĻĲŀıĺ įĻĺĲŁĿĵĺĳ İıĲĵĺĵŀĵĻĺĿ ĻĲ įĻľľŁļŀĵĻĺ” 

(Kayes, 2006: 51) and reflects the debate as to the behaviours that 

actually constitute corruption. 

One of the fundamental issues in defining corruption is the 

understanding that behaviour deemed corrupt needs to deviate from 

normal duties or to be seen as violating rules. However, there are 

massive cultural deviations in what is deemed ‘proper’ or ‘accepted’ 

behaviour. Davis & Ruhe (2003) state that “įĻľľŁļŀĵĻĺƋ ĭĿ ŃĵŀĴ ĹĭĺŅ 

ethical concepts, is very difficult to define in a universally acceptable 

ĲĭĿĴĵĻĺ” (277). Behaviours deemed immoral or unethical in one 

country may be viewed as being the norm in another, leading to 

issues in not only defining what the term ‘corruption’ actually 

means, but also in the measurement of this type of behaviour and 

perhaps more importantly the management of it.  Collins et al (2009) 

state that “ĭŀ ĸıĭĿŀ ŀĴľıı ķıŅ ĵĿĿŁıĿ įĻĺĲĻŁĺİ ŀĴı ĿŀŁİŅ ĻĲ įĻľľŁļŀĵĻĺƌ ĵŀ 

ĵĿ İĵĲĲĵįŁĸŀ ŀĻ İıĲĵĺıƋ İĵĲĲĵįŁĸŀ ŀĻ ĻĮĿıľłıƋ ĭĺİ İĵĲĲĵįŁĸŀ ŀĻ ĹıĭĿŁľı” (90).  

Jain (2001) further states that “ĴĻŃ įĻľľŁļŀĵĻĺ is defined actually 

ends up determining ŃĴĭŀ ĳıŀĿ ĹıĭĿŁľıİ ĭĺİ ĹĻİıĸĸıİ” (73). 

Philp (2002) suggests that definitions of corruption (see table 2.2), 

particularly when discussing political corruption, broadly fit in to 

three main streams – public-interest centred (where the interests of 

the public are adversely affected by the corrupt act); public-office 

centred (e.g. Nye, 1967); and market-centred, where the corrupt act 

is viewed as ‘income maximising’/  This market-centred theme is the 

most applicable to the study of competition corruption in sport in 

that athletes and officials appear to undertake forms of this 

behaviour in order to maximise personal revenue streams. 
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Table 2.2: Defining Corruption 

Definition Author(s) (Year) 

“TĴı ĭĮŁĿı of public roles or resources for private 

ĮıĺıĲĵŀ” 

Johnston (2005: 12) 

“BıĴĭłĵĻŁľ ŃĴĵįĴ İıłĵĭŀıĿ ĲľĻĹ ŀĴı ĲĻľĹĭĸ İŁŀĵıĿ 

of a public role because of private regarding 

(family, close private clique), pecuniary or status 

gains, or violates rules against the exercise of 

certain types of private-ľıĳĭľİĵĺĳ ĵĺĲĸŁıĺįı” 

Nye (1967: 966) 

“Aĺ ĭįŀ İĻĺı ŃĵŀĴ ŀĴı ĵĺŀıĺŀ ŀĻ ĳĵłı ĿĻĹı 

advantage inconsistent with official duty and the 

ľĵĳĴŀĿ ĻĲ ĻŀĴıľĿ” 

Collins et al (2009: 90) 

“TĴı ļŁľĿŁĵŀ ĻĲ ĵĺİĵłĵİŁĭĸ ĵĺŀıľıĿŀĿ ĮŅ Ļĺı Ļľ 

more organisational actors through the 

intentional misdirection of organisational 

resources or perversion of organisational 

ľĻŁŀĵĺıĿ” 

Lange (2008: 710) 

“TĴı ĭĮŁĿı ĻĲ ļŁĮĸĵį ļĻŃıľ ĲĻľ ļľĵłĭŀı ĮıĺıĲĵŀ” World Bank (1998) 

“TĴı ĹĵĿŁĿı ĻĲ ļŁĮĸĵį ĻĲĲĵįı ĲĻľ ļľĵłĭŀı ĳĭĵĺ” Treisman (2000: 399) 

“TĴı ĹĵĿŁĿı ĻĲ ĭŁŀĴĻľĵŀŅ ĲĻľ ļıľĿĻĺĭĸƋ ĿŁĮŁĺĵŀ 

ĭĺİ/Ļľ ĻľĳĭĺĵĿĭŀĵĻĺĭĸ ĳĭĵĺ” 

Ashforth & Anand (2003, in 

den Nieuwenboer & Kaptein, 

2008: 134) 

“TĴı ŁĿı ĻĲ ıĺŀľŁĿŀıİ ļĻŃıľ ĲĻľ ļľĵłĭŀı ĳĭĵĺ” Transparency International 

“TĴı ĹĵĿŁĿı ĻĲ ĭĺ Ļľĳanisational position or 

authority for personal or organisational (or sub-

unit) gain, where misuse in turn refers to 

İıļĭľŀŁľıĿ ĲľĻĹ ĭįįıļŀıİ ĿĻįĵıŀĭĸ ĺĻľĹĿ ” 

Anand et al (2005: 10) 

“TĴı ĵĸĸĵįĵŀ ŁĿı ĻĲ Ļĺı’Ŀ ļĻĿĵŀĵĻĺ Ļľ ļĻŃıľ ĲĻľ 

perceived personal or collective gain” 

Ashforth et al (2008: 671) 

“TĴı ĹĵĿŁĿı ĻĲ ĭŁŀĴĻľĵŀŅ ĲĻľ ĻľĳĭĺĵĿĭŀĵĻĺĭĸ ĳĭĵĺ 

and conduct punishable by criminal, civil or 

ľıĳŁĸĭŀĻľŅ ĸĭŃ” 

Pfarrer et al (2008: 730) 
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Whilst these definitions appear to be relatively consistent in their 

use of terminology, each fails to acknowledge the extent to which 

this behaviour needs to occur to be considered corrupt.  Culturally, 

this will be varied, but also across organisations and within 

industries, the activities seen as corrupt by one individual or group 

of individuals may not be seen in the same way by others.  Park 

(2003) suggests that “ĲĵĳĴŀĵĺĳ ĭĳĭĵĺĿŀ įĻľľŁļŀĵĻĺ ĵĿ ĺĻŀ ĭĺ ıĭĿŅ ŀĭĿķ 

because [it] ĵĿ ĭ łıľŅ įĻĹļĸıń ĭĺİ ĵĺŀıľŀŃĵĺıİ ĿĻįĵĭĸ ļĴıĺĻĹıĺĻĺ” 

(29). 

Johnston (1996) identifies two strands in defining corruption in 

academic literature.  The first, the behavioural aspects of corruption 

(Nye, 1967; Van Klaveren, 1989; Heidenheimer & Johnston, 2007), 

refers to the characteristics of the more commonly referred to 

definitions regarding the misuse of public office or powers for 

private gain.  The second strand, the principal-agent-client 

relationships (Rose-Ackerman, 1978; Klitgaard, 1988), first 

introduced by Becker & Stigler (1978; in Bac, 1998) focuses on the 

interactions between each of the parties involved in corrupt act. 

Pinto et al (2008) suggests, however, that “įĻľľŁļŀ ĮıĴĭłĵĻŁľ ĮŅ 

individuals, has not been studied as explicitly and extensively in the 

ĹĭĺĭĳıĹıĺŀ ĸĵŀıľĭŀŁľı” (687), and much of the understanding about 

principal-agent relationships is based on ethical decision-making 

and anti-social behaviour research.  Both of these strands can be 

applied in the process of defining corruption in sport.  The 

characteristics of the first strand identified by Johnston (1996) are 

applicable when investigating the behaviour of sporting officials and 

those involved in the governance of sport.  The awarding of the 

Winter Olympics to Salt Lake City, held in 2004, provides an example 

of this ‘misuse of authority’, in this case by a bidding committee, for 

‘organisational gain’/  The obvious benefits of hosting such an event, 

and the esteem in which the winning bid committee is held, 
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potentially far outweigh any negative consequence of pursuing a 

more questionable course of action.  This type of behaviour 

constitutes what Maennig (2005) labels as ‘management corruption’ 

– non-sporting decisions made by sporting officials and governing 

bodies – and whilst this strand can be applied to this type of 

corruption, it is not relevant when examining corrupt behaviour 

committed by athletes, or those with responsibility for the outcome 

of a sporting contest, described by Maennig (2005) as ‘competition 

corruption’/  It is the contention here that the relationship between 

the gambler, the fixer and the athlete or one between the supplier or 

manufacturer of PEDs, the coach and the athlete, integral to cases of 

match fixing and doping in sport, are clear examples of the principal-

agent-client relationship. 

Ashforth et al (2008) state that existing literature tends to be divided 

between two main foci – the micro view of corruption (i.e. behaviour 

of the individual or ‘bad apple’) as opposed to the macro view where 

organisation, industry or national levels of analysis prevail (i/e/ ‘bad 

barrels’ rather than a ‘bad apple’)/  Again, this distinction can be 

applied to the debate surrounding corruption in sport in that the 

former includes more individual behaviours constituting what can 

be classified as competition corruption activities whilst the latter is 

more applicable to management corruption. 

In addition to the inconsistency in definition, there also appears to 

be much debate regarding the different types or classifications of 

corruption.  For example, in a study of the judiciary, Buscaglia 

(2001) found that there are two types of corruption – administrative 

and operational.  Jain (2001) identified three different types in 

politics – ‘grand’ corruption, where the political elite exploit power 

to make economic policies; bureaucratic corruption, also known as 

petty corruption, referring to the acts of bureaucrats in their 

interactions with superiors or the general public; and legislative 
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corruption, concerning the use of influence over voting patterns. 

Argandona (2003) discusses private-to-private corruption, involving 

managers or employees undertaking acts or exercising power 

beyond that of their normal roles and responsibilities.  This might 

involve such behaviours as bribery, nepotism, facilitation payments, 

or extortion.  Eicher (2009) suggests that one of the ways in which 

corruption may be differentiated is by using the terms private 

corruption (behaviour by those responsible for the interests of 

stakeholders) and public corruption (behaviour by a member of the 

public services or a tax payers interaction with that employee that 

may be called into question), whereas the Organisation on Economic 

Co-operation & Development (OECD) distinguish between active and 

passive corruption (i.e. someone paying a bribe or the person 

receives one).  Transparency International (in Eicher, 2009) identify 

four types of corruption by motive – ‘according to rule’ corruption, 

namely the payment of facilitation monies, behaviour inside the law 

but questionable- ‘against the rule’ corruption, behaviour to 

circumvent laws or regulations- ‘functional corruption’, actions to 

benefit the organisation- and ‘dysfunctional corruption’, actions to 

the detriment of the organisation.  Eicher (2009) states that “ŀĴı 

basic idea is that some corrupt acts are part of management strategy 

to enhance profits and some are to enhance personal power and 

ŃıĭĸŀĴ” (4).  Bac (1998) highlights the differences between internal 

and external corruption.  Internal corruption refers to “ĭ ĲĻľĹ ĻĲ 

collusion transforming the organisation into an internal market of 

systemised sharing of cĻľľŁļŀ ļľĻįııİĿ” (102), whereas external 

corruption is “ĭĺ ĵĺİĵłĵİŁĭĸƋ ĵĿĻĸĭŀıİ ĭįŀ ĻĲ įĻľľŁļŀĵĻĺ ŀĴĭŀ ĻįįŁľĿ ĵĺ 

the transaction between the client and the street-ĸıłıĸ ĮŁľıĭŁįľĭŀ” 

(102).  Most of these differing perspectives that assist in the 

development of a typology of corruption can be applied to 

management corruption in sport.  In terms of competition 

corruption, Bac’s (1998) definition of the behaviour involved in 
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external corruption and the OECD view of active and passive 

corruption appear most applicable. 

It is important to note, however, that in some circumstances, it may 

be in the public interest that corruption occurs. Furthermore, Leys 

(1965) argues that it is “ĺĭŀŁľĭĸƋ ĮŁŀ ŃľĻĺĳ ŀĻ ĭĿĿŁĹı ŀĴĭŀ ŀĴı ľıĿŁĸŀĿ 

of corruption are always both bad and ĵĹļĻľŀĭĺŀ” (65). 

2.5.2 Perspectives of Corruption 

Despite the growing interest in corruption as an area of academic 

focus, Getz & Volkema (2001) suggest that both the antecedents and 

outcomes of corruption must be better understood, further stressing 

the conceptual nature (rather than empirical) of research to date 

(Klitgaard, 1988; Shleifer & Vishny, 1993).  In analysing the potential 

causes of corruption, Mauro (1993) focuses on the relationship 

between corruption and levels of investment, suggesting that lower 

levels of investment in society, whether in for example employment 

conditions or in wider society, will encourage individuals to seek 

alternative rent seeking or income generation opportunities. 

Further, both Paldam (2002) and Treisman (2000) “İĻįŁĹıĺt an 

equally strong correlation between corruption and a lack of economic 

ĲľııİĻĹ” (Aidt & Dutta, 2008: 336).  Argandona (2001) suggests a 

number of preconditions that characterise the existence of 

corruption, including power or influence and private benefit, and 

that corruption tends to occur when those in positions of power or 

responsibility failed to perform a duty or law or commitment to act, 

whether this commitment is explicit or implicit. 

Among the numerous apparent antecedents of corruption (see table 

2.3), perhaps the factor that has had the greatest impact on these 

causes, and the subsequent perceived increase in corrupt behaviour, 

is globalisation.  According to Kochan & Goodyear (2011), 
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globalisation “ĴĭĿ ıĺĴĭĺįıİ ŀĴı Ŀįĭĸı ĭĺİ Ŀļııİ ĻĲ ĮŁĿĵĺıĿĿ activity 

ĮıŅĻĺİ ŀĴı įĭļĭįĵŀŅ ĻĲ ľıĳŁĸĭŀĻľĿ ŀĻ ıĺĿŁľı ĭįįĻŁĺŀĭĮĵĸĵŀŅ” (19). 

Furthermore, Getz & Volkema (2001) suggest that “ĮľĵĮıľŅ ĭĺİ 

corruption are thought to be an unavoidable part of international 

ĮŁĿĵĺıĿĿ” (7).  Access to international markets and customers within 

them, particularly in to less developed economies, is one such 

example of when the payment of bribes to government officials can 

be of great benefit to an organisation (Tanzi, 1998).  Aidt & Dutta 

(2008) argue that excessive regulation controlling or limiting market 

entry can lead to the greater threat of corruption as these potentially 

lucrative markets offer such benefit to international organisations. 

Limiting market entry can also lead to lower levels of competition as 

organisations may be deterred from trying to access or enter these 

markets through perceived corrupt means. This lower level of 

competition may be sustained as it is argued by Rose-Ackerman 

(2002) that corruption can reduce competitiveness, thus leading to 

greater levels of profitability.  Due to this, the belief that a bribe or 

questionable payment would achieve such access would not exist if 

the environment or culture of corruption was not already there. 

Furthermore, Tanzi (1998) suggests that these payments, or bribes, 

can be disguised as gifts or payments-in-kind meaning that 

regulation and measurement becomes more problematic for policy 

makers and international governments.  This growth in international 

trade has had a subsequent effect on economic change, especially in 

those economies in transition.  It is argued that, due to globalisation, 

many economies have had to transition a lot faster than would 

otherwise have been the case, meaning that any activity or 

behaviour that has facilitated this speed of transition has become 

acceptable. 

“TĴı ŃĻľĸİŃĵİı Ŀļľıĭİ ĻĲ įĻľľŁļŀĵĻĺ ĴĭĿ Įııĺ ľıįĻĳĺĵĿıİ ĭĿ 

Ļĺı ĻĲ ŀĴı İĭľķıľ ĿĵİıĿ ĻĲ ĳĸĻĮĭĸĵĿĭŀĵĻĺ” 

Park (2003: 29) 
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Table 2.3: Antecedents of Corruption 

Author (Date) Antecedent 

Kraay & Van Rijickheghem (1995); 

Haque & Sahay (1996) 

Low income (search for alternative 

sources of income, even illegal) 

Swamy, Knack, Lee & Azfar (1999); 

Venerisris & Supta (1986)*; 

Gupta (1990)*; 

Inequitable distribution 

Webster & Charap (1993); 

Novitzky, Novitzky & Stone (1995) 

Tax policy 

Pritchett & Sethi (1994)* Tariff 

Mauro (1997) Price controls 

Clements, Hugounenq & Schwartz 

(1995)* 

Government subsidies 

Levine & Renelt (1992) Multiple exchange rate systems and 

control 

Rose-Ackerman (1997) Attempt to seek personal gain by delaying 

or harassing people by an arbitrary 

application/interpretation of law 

Alesina & Perotti (1996) Socio-political instability, creating 

uncertainty in society 

Tanzi (1998); 

Gray (1997)*; 

Sanjian (1994)* 

Weak legal system, particularly in many 

developing countries 

Tanzi (1998); 

Klimo (1997)*; 

Rauch & Evans (2000)* 

Poor quality of government officials 

Zhao, Kim & Du (2003) Negative relationship between level of 

corruption and inward foreign direct 

investment 

Shleifer & Vishny (1993) Degree of heterogeneity in a society 

(ethnicity and language) positively 

correlated to degree of corruption 
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Vitell, Nwachukwu & Barnes 

(1993)* 

Used Hofstede’s cultural dimensions 

Lesnik & Blanc (1990) ‘Scarcity is the father of corruption’ 

Staw & Szwajkowsky (1975) People will do whatever it takes, including 

illegal activity, to do what it takes to 

survive 

(* in Park,2003) 

Moreover, Argandona (2003) argues that corrupt behaviour causes 

other moral problems including setting negative examples for other 

members of society and, importantly given the context of this study, 

“ĸıĭİĵĺĳ ĵĺĶŁĿŀĵįı ĭĳĭĵĺĿŀ ĻŀĴıľ ļıĻļĸı Ļľ įĻĹļĭĺĵıĿ” (257).  The 

impact of corruption in sport on stakeholders in the sport industry is 

one such example. 

“WĴĭŀ ĵĿ ļıľĴĭļĿ ĹĻĿŀ ļŁņņĸĵĺĳ ĭĮĻŁŀ įĻľľŁļŀĵĻĺ ĵĿ 

that it persists and flourishes even where it is universally 

İıįľĵıİ” 

Collins et al (2009: 89) 

According to Tanzi (1998), there are both direct and indirect causes 

of corruption; the indirect causes are of particular importance given 

the context of this study and vital to the understanding of 

competition corruption in sport.  Tanzi (1998) suggests that the 

quality of and the examples set by leadership are among these 

indirect causes of corruption – it is clear that, in sport, leadership 

and governance has lead to examples of both management and 

competition corruption.  The doping scandals in cycling are one such 

example – the manner in which the governing body, the UCI, has 

dealt with the use of PEDs in the sport may have been perpetuated 

by the sport’s leaders/  Further, the existence of institutional controls 

are also considered an indirect cause of corruption, largely reflecting 

“ŀĴı ĭŀŀĵŀŁİı ĻĲ ŀĴı ļĻĸĵŀĵįĭĸ ĮĻİŅ [or in this context, a sport’s 
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governing body] ŀĻŃĭľİ ŀĴĵĿ ļľĻĮĸıĹ” (Tanzi, 1998: 575) of corrupt 

behaviour.  The greater the acknowledgement of corruption as a 

threat to an institution, either political or otherwise, the greater the 

number of mechanisms in place to manage this threat.  The 

transparency of these mechanisms as well as rules and laws is also 

vital – “ŀĴı ĸĭįķ ĻĲ ŀľĭĺĿļĭľıĺįŅ ĵĺ ľŁĸıĿƋ ĸĭŃĿƋ ĭĺİ ļľĻįıĿĿıĿ įľıĭŀıĿ ĭ 

Ĳıľŀĵĸı ĳľĻŁĺİ ĲĻľ įĻľľŁļŀĵĻĺ” (Tanzi, 1998: 575).  In sport, there 

appears to be a lack of transparency despite organisations such as 

the World Anti-Doping Agency (WADA) being established to try and 

regulate corrupt behaviour, in this case the use of PEDs.  In 

particular, although WADA is charged with the testing for the use of 

PEDs and punishing those caught, the penalties or sanctions imposed 

for such offences vary by sport, by nation and by substance (Gorse & 

Chadwick, 2010).  Moreover, Tanzi (1998) argues that “ľıĸĭŀĵłıĸŅ ĲıŃ 

people are punished for acts of corruption, in spite of the extent of the 

ļĴıĺĻĹıĺĻĺ” (574).  This definitely appears to be the case in sport, 

with drug manufacturers perceived to be one step ahead of testers 

and many cases of match fixing going unnoticed, and therefore 

unpunished, by officials.  The final suggested indirect cause of 

corruption, according to Tanzi (1998) is the level of wages paid to 

public sector workers.  This again can be clearly applied to the sport 

industry.  There is such a wage disparity, for example in football, 

between leagues across Europe that, in certain circumstances, 

players from lower-paid leagues (e.g. from across Eastern Europe) 

may seek opportunities to supplement their earnings, just as public 

sector workers may also choose to do.  Moreover, in sport, choosing 

to pursue more questionable activity may lead to other incentives, 

including bonuses and sponsorship agreements.  Athletes may have 

a desire to be the best in their sport or win gold medals – Schweitzer 

et al (2004) suggest that “ļıĻļĸı ŃĵŀĴ ŁĺĹıŀ ĳĻĭĸĿ Ńıľı ĹĻľı ĸĵķıĸŅ ŀĻ 

ıĺĳĭĳı ĵĺ ŁĺıŀĴĵįĭĸ ĮıĴĭłĵĻŁľ” (422). 
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Den Nieuwenboer & Kaptein (2008) recognise that within an 

organisation three downward spirals of corruption can exist or 

occur/  Using the principles of Cressey’s (1953) trust violation 

theory, the first spiral – the ‘spiral of diverging norms’ – suggests 

that those individuals involved in corrupt behaviour might justify 

their activity by refusing to accept it as their own doing and will 

blame others.  Moreover, Rose-Ackerman (2002) suggests that the 

attribution of blame may also occur at organisational level, when 

both national and international firms “ĶŁĿŀĵĲŅ ŀĴıĵľ Įehaviour as a 

means to their greater goal of the creation of economic value and as a 

necessary, if unpleasant, response to the weakness and venality of 

ĳĻłıľĺĹıĺŀĿ” (1891).  Anand et al (2005) discuss rationalisation 

tactics, how an employee may view their ethical behaviour as not 

breaking ethical ‘rules’ or values, arguing that because no one is 

harmed, the act is not corrupt or that the violated party deserved 

what occurred (see figure 2.5). 

Figure 2.5: Facilitating Rationalisation/Socialisation in Organisations (taken from 

Anand et al, 2005: 10) 

This item has been removed due to third party copyright. The unabridged version of the thesis can be viewed at the 
Lanchester Library, Coventry University.
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“BıįĭŁĿı ĵĺłĻĸłıİ ıĹļĸĻŅııĿ İĻ ĺĻŀ Ŀıı ŀĴıĹĿıĸłıĿ ĭĿ 

corrupt, it often takes a strong shock – such as public 

exposure – ŀĻ ĿļŁľ ľıįĻĳĺĵŀĵĻĺ ĻĲ ŀĴı ĺııİ ĲĻľ įĴĭĺĳı” (20) 

The ‘social weighting’ factor in this model is based on the idea that
	

people outside the organisation have ‘no right’ to criticise the 


behaviour within that organisation, suggesting that others may be 


guilty of far greater violations.  The social cocoon provides an
 

environment in which this can occur – a micro culture is created
 

where the norms of that group may be very different from those 


valued by society.
 

The second spiral in Den Nieuwenboer & Kaptein (2008)’s work – 

the ‘spiral of pressures’ – suggests that “Ĵĵgh pressures on 

ļıľĲĻľĹĭĺįıǥ ĿıİŁįı ļıĻļĸı ŀĻ ıĺĳĭĳı ĵĺ ĭĺŅ ŀŅļı ĻĲ įĻľľŁļŀĵĻĺ ŀĴĭŀ 

ĵĺįľıĭĿıĿ Ļĺı’Ŀ ļıľĲĻľĹĭĺįı” (Den Nieuwenboer & Kaptein, 

2008:138).  For example, in business, the pressure to achieve profit 

margins, sales figures, and market share percentages puts a great 

deal of stress on both employees and management. In order to 

justify these pressures, organisations will offer incentives to 

employees, that these employees tend to respond to (Buscaglia, 

2001; Eicher, 2009).  This level of achievement then becomes 

accepted; individuals may even feel that in order to maintain this 

level of achievement, they may have to break or continue to break 

the rules.  The argument then becomes that by “ļıľĲĻľĹĵĺĳ Ńıĸĸ 

through corruption will automatically increase the threat to identity, 

starting a self-perpetuating spiral of increasing pressures to commit 

įĻľľŁļŀĵĻĺ” (138).  Moreover, new employees in an organisation will 

be exposed to this type of behaviour and come to view it as the 

prevailing norm.  The third spiral – the ‘spiral of opportunity’ – 

suggests that “ŀĴı ľĵĿķ ĻĲ ĳıŀŀĵĺĳ įĭŁĳĴŀ ĭĺİ/Ļľ ļŁĺĵĿĴıİ ĵĿ ĿŁįĴ ŀĴĭŀ 

ĵŀ İĻıĿ ĺĻŀ İıŀıľ (ļĻŀıĺŀĵĭĸ) ļıľļıŀľĭŀĻľĿ” (139).  Moreover, Buscaglia 
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(2001) suggests that “įĻľľŁļŀ ĭįŀĵłĵŀĵıĿ ĻįįŁľ ĵĲ ŀĴı Ĺĭľĳĵĺĭĸ ľıŀŁľĺĿ 

from crime exceed the marginal returns from legal occupation by more 

ŀĴĭĺ ŀĴı ıńļıįŀıİ łĭĸŁı ĻĲ ŀĴı ļıĺĭĸŀŅ” (234).  If managers in an 

organisation are failing to recognise or punish those involved in any 

corrupt activity, or are involved in that corrupt activity themselves, 

there then becomes no reason for that behaviour to stop. 

Each of these spirals can be applied in this study of corruption in 

sport, providing potential explanation as to why athletes or officials 

may choose to cheat.  Players involved in the match fixing scandal of 

the 1919 baseball World Series, known as the Chicago Black Sox, 

accepted money from gamblers to fix the result of matches played.  It 

later was discovered that the owner of the team had promised 

substantial bonuses to the players that had failed to materialise – 

players cited this as their reason for their behaviour, a clear example 

of the first spiral in Den Nieuwenboer & Kaptein’s (2008) theory, the 

‘spiral of diverging norms’ and the concept of ‘denial of victim’ 

(Anand et al, 2005).  The second spiral – the ‘spiral of pressures’ – 

has particular significance in the analysis of corruption in sport. 

Being at the pinnacle of their sport or at the very least being 

successful in it provides athletes with a wealth of opportunities, both 

on and off the field of play.  If an athlete attains all of this success, but 

has used PEDs to achieve it, the issue then becomes the measures 

they have to take in order to maintain this level.  The athlete may 

have to continue to use the substances to maintain their status, and 

thus begin a ‘self-perpetuating spiral of pressures’/  The examples 

used to illustrate the first two spirals in Den Nieuwenboer & 

Kaptein’s (2008) theory are examples of competition corruption 

(Maennig, 2005).  The third – the ‘spiral of opportunity’ – may be 

applied to examples where the management of sporting 

organisations are failing to recognise, acknowledge or deal with 

corrupt activity within the sports, thus providing athletes within 

those sports the opportunity to cheat. Den Nieuwenboer & Kaptein 
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(2008) state that “ŀĴı ĹĻľı įĻľľŁļŀĵĻĺ ĴĭĿ Įııĺ ŀĻĸıľĭŀıİ ĭĺİ ĵĿ 

ļľĻŀĻŀŅļĵįĭĸƋ ŀĴı ĳľıĭŀıľ ŀĴı İĵĲĲĵįŁĸŀŅ ŀĻ ļŁĺĵĿĴ ĵŀ” (139).  It could be 

argued that this refers to Major League Baseball’s current struggles 

ridding the sport of the culture of steroid use that has permeated 

baseball since the 1970s. 

Crittenden et al (2009) argue that a much bigger issue facing society 

is when a cheating culture is allowed to develop and become 

ingrained in that society – when people become tolerant of cheating 

behaviour; believing that cheating is needed to achieve goals; and 

the perception that everyone else is cheating is the pervading 

attitude.  Moreover, Davis & Ruhe (2003) state that “ĭĺ ĻľĳĭĺĵĿĭŀĵĻĺ 

that perceives a country is corrupt, or has a reputation for corruption, 

Ńĵĸĸ ĮıĴĭłı ĭįįĻľİĵĺĳ ŀĻ ŀĴĭŀ ļıľįıļŀĵĻĺ” (280).  Again, the recent 

doping scandals in cycling provide a possible example of this opinion 

– the argument that ‘everyone else is cheating so I should too’ 

becomes the norm in the sport and becomes difficult to manage 

unless, of course, management are complicit or ignorant to that 

behaviour. 

The globalisation of the sport industry has led to a process of 

commercialisation, meaning that the potential for revenue 

generation is massive for stakeholders, including sponsors, 

governing bodies, athletes and officials.  This potential has led to 

many athletes and officials choosing to commit corrupt acts in order 

to take advantage of these growing revenue sources, in the form of 

sponsorship and endorsement deals, appearance fees and media 

rights. 

2.5.3 Defining Corruption in Sport 

To fully appreciate corruption as a phenomenon, the behaviour that 

constitutes corruption and the potential implications of such activity, 
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an appropriate definition needs to be devised.  In its simplest form, 

corruption is defined as “İĵĿĴĻĺıĿŀ Ļľ ĵĸĸıĳĭĸ ĮıĴĭłĵĻŁľ” (Collins 

English Dictionary).  

As previously highlighted, Maennig (2005) identifies two types of 

corruption in sport - management corruption, non-sporting 

decisions made by sporting officials and governing bodies; and 

competition corruption, activity of athletes, or those with the 

responsibility for the outcome of a sporting contest (e.g. umpires or 

referees).  It is this second type of corruption in sport that is of 

particular interest in this research, and therefore provides its focus 

moving forward. 

In the limited published research about corruption in sport, there is 

a lack of consensus about what behaviour constitutes it.  Sociologists 

Hughes & Coakley (1991) suggest that corrupt behaviour in sport 

occurs when athletes overconform to the sport ethic – by being a 

success on the track or field of play, the individual is seen as an 

‘athlete’ by teammates, competitors, spectators and wider society/ 

The athlete may decide to use PEDs as a means of achieving this and, 

because they may view their behaviour as, in some way, assisting 

their team to be more successful, therefore do not view their 

behaviour as deviant.  In fact, “ŀĴľĻŁĳĴ ļĻĿĵŀĵłı İıłĵĭĺįı ļıĻple do 

harmful things to themselves and perhaps others while motivated by a 

sense of duty and honour” (Hughes & Coakley, 1991. 311)/  On the 

other hand, Maennig (2005) argues that “įĻľľŁļŀĵĻĺ ĹĭŅ ŀĭķı ŀĴı 

form of behaviour by athletes who refrain from achieving the level of 

performance normally required in the sport in question to win the 

competition and instead intentionally permit others to win, or 

behaviour by sporting officials who consciously perform their allocated 

tasks in a manner at variance with the objectives and moral values of 

the relevant club, association, competitive sports in general and/or 

ĿĻįĵıŀŅ ĭŀ ĸĭľĳı” (189). 
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It is obvious that these two definitions of corruption in sport are at 

odds – if an athlete is overconforming to the sport ethic, to be seen as 

an athlete, surely they would not then undertake any behaviour that 

would allow a competitor to win.  In addition, Maennig (2005) does 

not acknowledge doping as a form of corruption, arguing that 

corrupt activity involves behaviour that prevents an athlete from 

performing to the best of their ability, whereas the use of PEDs leads 

to what he calls a ‘super-performance’ by an athlete and is an activity 

undertaken by that individual athlete.  This view of doping being an 

individual activity raises questions given that it does involve others, 

including any member of the team around the athlete (e.g. coaches, 

teammates, team officials).  For example, the systematic doping of 

athletes in East Germany in the 1970s and 1980s, the BALCO 

scandal, the steroid culture in baseball in the 1990s and the US 

Postal doping scandal in cycling all represent cases where the 

athletes were not alone in their corrupt behaviour. 

Also bringing both definitions into question is the lack of 

consideration given to the exchange of financial reward or benefit 

between the parties involved.  Senior (2006) offers a classification of 

corruption, arguing that five conditions have to be met 

simultaneously for corruption to occur.  This classification is useful 

in the development of a useful definition of corruption in sport.  It is 

suggested that “ŃĴıĺ ĭ įĻľľŁļŀıľ (1) covertly gives (2) a favour to a 

corruptee or to a nominee to influence (3) actions(s) that (4) benefit 

the corruptor or a nominee, and for which the corruptee has (5) 

authority” (27).  According to this classification, there has to be 

benefit to at least one person in the arrangement, whether it be 

tangible (e.g. a sponsorship or endorsement deal, appearance fees) 

or intangible.  Gorse & Chadwick (2010), in discussing Maennig’s 

(2005) omission of doping as a form of corruption, argue that if 

“İĻļĵĺĳ įĭŁĿıĿ Ļĺı Ļľ ĹĻľı ļĭľŀĵıĿ ŀĻ ľıįıĵłı ĹĻĺıŅ ŀĴĭŀ ŀĴıŅ ŃĻŁĸİ 
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ĻŀĴıľŃĵĿı ĺĻŀ Ĵĭłı ľıįıĵłıİƋ ŀĴıĺ ĿŁľıĸŅ ĵŀ ĵĿ ĭ įĻľľŁļŀ ĮıĴĭłĵĻŁľ” 

(42). 

Given the paucity of academic research into corruption in sport, the 

subsequent lack of a suitable definition and the concerns regarding 

existing definitions raised here, this research proposes a new 

definition of corruption in sport: 

Corruption in sport involves any illegal, immoral or 

unethical activity that attempts to deliberately distort the 

outcome of a sporting contest, or an element within that 

contest, for the personal material gain of one or more 

parties involved in that activity 

Whilst an organisational analysis of corruption in management 

literature is underexplored (Pinto et al, 2008), it is understood that 

the structure of an organisation can, and often does, facilitate 

corruption, as does the focus or orientation of that company.  For 

example, according to Pinto et al (2008), if an organisation is results 

orientated and develops an incentive system to reward positive 

results, this may in turn lead to corrupt behaviour by employees, and 

is therefore an internal antecedent of corruption.  The decision for 

the low performers would be whether or not to commit corrupt acts 

in order to replace any incentive payments that they would have 

earned as a high performer, whereas if a high performer isn't given 

the compensation they expected or were promised, they may also 

choose a more questionable course of action.  It can be argued that 

the action to replace compensation promised for the delivered high-

performance is one that was taken by the players of the Chicago 

White Sox in 1919.  The environment in which an organisation 

competes is also a source of pressure, and external antecedent of 

corruption.  Pinto et al (2008) argue that it can become costly for an 

organisation not to commit corrupt acts in an environment that 
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accepts and even expects it.  Again, in the sport industry, the culture 

of doping in professional cycling in the 1990s is a clear example of 

the pressure to compete and be successful in that environment in 

order to satisfy the interests of stakeholders, leading to the need to 

use PEDs.  Ashforth et al (2008) state that “įĻľľŁļŀĵĻĺ įĭĺ Įı 

attributed to competitive pressures, acceptance of corrupt behaviour 

in some cultures, and complex bureaucracies that provide the 

opportunity to demand bribes, along with little likelihood of being 

įĭŁĳĴŀ ĭĺİ ļŁĺĵĿĴıİ” (674). 

The probability of getting caught is dependent on, in part, the 

effectiveness of the legal system in the country in which the corrupt 

act occurs.  It could be argued that this same premise applies to 

industries, particularly the sport industry.  The likelihood of an 

athlete or official being caught and sanctioned is entirely dependent 

on the adequacy and competence of the sports governing body and 

the initiatives in place to monitor such behaviour.  Treisman (2000) 

suggests that a social stigma is attached to those committing acts 

that could be deemed corrupt if they are exposed or found guilty “ŀĻ 

a degree that depends upon the prevailing norms and expectations 

ŃĵŀĴĵĺ ŀĴı įŁĸŀŁľı” (404) and, despite this stigma, Rose-Ackerman 

(2002) states that “ŀĴı ľĵĿķ ĻĲ ĮĻŀĴ ĵĸĸegal sanctions and reputational 

İĭĹĭĳı ĭľı ĶŁİĳıİ ĸĻŃ ıĺĻŁĳĴ ŀĻ ĶŁĿŀĵĲŅ ļĭŅĻĲĲĿ” (1891) or bribes, 

meaning that regardless of these norms, corrupt behaviour is seen as 

beneficial to those committing it. 

The criminalisation of behaviour deemed corrupt provides a 

delineation between legitimate and illegitimate business activity 

(Chaikin, 2008).  In sport, the World Anti-Doping Agency (WADA), 

established in 1999 to protect the integrity of clean sport, has 

developed rules and regulations that provide a hypothetical line 

between those clean athletes and those who decide to cheat through 

the use of the PEDs, and punishes those who do cheat through a 
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range of sanctions.  Although not criminalisation by its strictest 

definition, this approach does provide a very clear indication to 

athletes as to the expectations or demands placed upon them by 

those governing sport. However, even with this global presence, the 

implementation of the sanctions across sports and between nations 

varies considerably.  Just as “ŀĴı ıįĻnomic rationale of anti-

corruption law is to protect companies from unfair competition in 

both national and international markets” (Chaikin, 2008. 271), so too 

is the role of WADA in protecting not only the integrity of sporting 

competition, but also the interests of stakeholders. 

Argandona (2001) states that “įĻľľŁļŀĵĻĺ ĵĿ ŁĿŁĭĸĸŅ ĭ ĿŅĹļŀĻĹ ĻĲ 

ĹĭĶĻľ ĹĭĺĭĳıĹıĺŀ İıĲĵįĵıĺįĵıĿ” (170).  Again, there are examples in 

sport where corruption is facilitated by apparent deficiencies in the 

governance of a particular sport or international governing body. 

Jennings (2006) uncovered extensive corruption in FIFA, the 

international governing body of football, which permeated from the 

pinnacle of the organisation, having previously highlighted 

questionable activity in the International Olympic Committee (IOC).  

Moreover, the apparent inability of the leadership of the UCI to deal 

with doping in cycling again highlights the deficiencies of 

management in the sport and the incompetence in dealing with these 

threats to the integrity of sporting competition.  These threats can 

have severe detrimental effects on stakeholders in the sport industry 

that need to be managed. 

2.6 Managing the Impact of Corruption in Sport on Sponsorship 

“TĴı ŁĺļľıİĵįŀĭĮĸı ĭĺİ įĭļľĵįĵĻŁĿ ĺĭŀŁľı ĻĲ Ŀport can 

ļŁŀ ĿļĻľŀĵĺĳ ĻľĳĭĺĵĿĭŀĵĻĺĿ ĭĺİ ĿļĻĺĿĻľĿĴĵļ ĮľĭĺİĿ ĵĺ ĭ Įĭİ ĸĵĳĴŀ” 

Lagae (2005: 102) 
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As previously discussed, the brands, and the image of those brands, of both 

the sponsor and the sports entity are central to the success of a sponsorship 

relationship (Westberg et al, 2011).  If one of these brands becomes 

tarnished in any way, then this negative image spills over, or transfers, to 

that of an associated brand and as such “ĭĺŅ ĭįŀĵĻĺ ŃĴĵįĴ įĻŁĸİ İĭĹĭĳı ŀĴı 

brand of the sport entity or sponsor has the potential to act as a degenerative 

ıļĵĿĻİı ŃĵŀĴĵĺ ŀĴı Ļłıľĭĸĸ ľıĸĭŀĵĻĺĿĴĵļ” (Westberg et al, 2011: 603).  A 

degenerative episode is defined by Schurr (2007: 165) as “ĭĺ ıļĵĿĻİı Ĵĭłĵĺĳ 

ĭ ĺıĳĭŀĵłı ıĲĲıįŀ Ļĺ ĭ ľıĸĭŀĵĻĺĿĴĵļ’Ŀ Ŀŀĭŀı ĮŅ İıįľıĭĿĵĺĳ įĻ-operation, trust, 

ĹŁŀŁĭĸ ŁĺİıľĿŀĭĺİĵĺĳ ĭĺİ ĶĻĵĺŀ ĮıĺıĲĵŀĿ”. 

“TĴı ĮıĴĭłĵĻŁľ ĻĲ ŀĴı ĿļĻĺĿĻľıİ ŀıĭĹ Ļĺ ĭĺİ ĻĲĲ ŀĴı
	

Ĳĵıĸİ ĹĵĳĴŀ ĭĲĲıįŀ ŀĴı ĿļĻĺĿĻľ’Ŀ ĵĹĭĳı ĭĺİƋ ĲĻľ ıńĭĹļĸıƋ İĻļĵĺĳ
	

Ļľ ĮľĵĮıľŅ ĿįĭĺİĭĸĿ įĻŁĸİ ŀĭľĺĵĿĴ ŀĴı Įľĭĺİ ĵĹĭĳı”
	

Lagae (2005: 21) 

The work of Westberg et al (2008; 2011) evaluates the impact of what they 

call ‘player transgression’ on the relationship between sponsor and 

sponsored property – this includes such behaviour as alcoholism, sexual 

assault, murder, speeding and adultery.  Transgression is defined by Aaker 

et al (2004; in Westberg et al, 2008: 126) as “ĭ łĵĻĸĭŀĵĻĺ ĻĲ ŀĴı ĵĹļĸĵįĵŀ Ļľ 

ıńļĸĵįĵŀ ľŁĸıĿ ĳŁĵİĵĺĳ ľıĸĭŀĵĻĺĿĴĵļ ļıľĲĻľĹĭĺįı ĭĺİ ıłĭĸŁĭŀĵĻĺ” and is widely 

acknowledged in the relationship marketing literature as an act that can 

threaten the viability and long-term future of a relationship (Hocutt, 1998; 

Tahtinen & Havila, 2004).  A transgressive act is described as a form of 

trigger event (Gardial et al, 1996), an event that stimulates or forces 

interaction between both parties in a business-to-business or business-to-

consumer relationship; in this context the sponsor and the sponsored entity 

in a sponsorship agreement.  It is the contention here that what has been 

defined as ‘sporting transgression’ in this study (or corruption in sport) can 

also be classed as a degenerative episode, or trigger event, and as such, the 

relationship between sponsor and sponsored property could be affected in 

a similar way.  The issue for sponsors then becomes the management of 
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that relationship.  It is also important to note that whilst there is a growing 

literature on the impact of player transgression on the sponsorship 

relationship, and the potential responses of sponsors to this type of 

transgression, a focus on sporting transgression (or corruption) has yet to 

materialise.  Connor & Mazanov (2010) state that sport and scandal are 

synonymous and, in their study of player transgression, explore the fact 

that scandal can be considered inevitable in sport and, as such, can be 

‘planned for’ and contingency plans can be in place.  It could be argued that 

behaviour which constitutes player transgression is expected by athletes, 

just as with other members of society.  However, sporting transgression is 

more difficult to predict and plan for.  As previously discussed in section 

2.5.3, there are a number of organisations (like the World Anti-Doping 

Agency, the International Centre for Sport Security (ICSS) and SportAccord) 

that have been established to tackle the issue of sporting transgression 

whilst governing bodies are developing anti-corruption and anti-doping 

enforcement strategies.  There is still very little known about the impact of 

such behaviour on sponsors and other stakeholders in the sport industry. 

Given the context of this research, the definition of transgression provided 

by Coombs (1995; in Pfarrer et al, 2008: 730) – a “įĻľľŁļŀ Ļľ ŁĺıŀĴĵįĭĸ ĭįŀ 

ĮŅ ĭĺ ĻľĳĭĺĵĿĭŀĵĻĺ ŀĴĭŀ ļĸĭįıĿ ĵŀĿ ĿŀĭķıĴĻĸİıľĿ ĭŀ ľĵĿķ” – provides an 

interesting dimension to the understanding of this area of study. 

Hughes & Shank (2005), in their study analysing the effects of scandals in 

sport on the consumer, found that, due to the status of professional athletes, 

any scandal “Ńĵĸĸ Įı ļıľįıĵłıİ ĭĿ ĹĻľı ĿįĭĺİĭĸĻŁĿ ŀĴĭĺ ĵĲ ŀĴı ĿĭĹı ŀĴĵĺĳ Ļľ 

ıłıĺŀ ĻįįŁľľıİ ĭŀ ŀĴı ĭĹĭŀıŁľ ĸıłıĸ” (212).  Moreover, the extent to which 

the integrity of the sport in which the transgression occurred is affected will 

determine whether it is considered a scandal or otherwise.  Scandalous or 

not, they further argue that the processes or strategies used by sponsors to 

manage the risk of a scandal occurring are not considered formal or 

rigorous compared to more traditional standards of risk management. 

Even more significantly, perhaps, is the issue of due diligence – in their 

study, Hughes & Shank (2005) found that some sponsors rely on their 
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“ĴŁĹĭĺ ľıĿĻŁľįı İıļĭľŀĹıĺŀĿ Ļľ ŀĴıĵľ ĭİłıľŀĵĿĵĺĳ ĭĳıĺįĵıĿ ŀĻ įĻĺİŁįŀ 

ľıĸıłĭĺŀ įĴıįķĿ ĵĺŀĻ ĭŀĴĸıŀıĿ’ ĮĭįķĳľĻŁĺİĿ ĮıĲĻľı ıĺŀıľĵĺĳ ĵĺŀĻ ĭĳľııĹıĺŀĿ 

ŃĵŀĴ ŀĴıĹ ĭĿ ĿļĻĺĿĻľĿ” (215).  This is particularly concerning given the fact 

that “Ĳĵrms engaging in sport sponsorship need a clear understanding of the 

ıńŀıĺŀ ĻĲ ľĵĿķ ĭĿĿĻįĵĭŀıİ ŃĵŀĴ ŀĴĵĿ ĵĺłıĿŀĹıĺŀ” (Wilson et al, 2010: 22).  

Without a clear understanding of the strategic fit of sponsorship as a 

component of a marketing communications strategy, it is not immediately 

apparent that this outsourcing of due diligence (beyond those responsible 

for sponsorship agreements) is problematic. 

O’Reilly & Foster (2008) develop a framework to evaluate sponsorship 

opportunities for high-risk sponsees; firstly, the negotiation phase where 

sponsors could insist on a code of conduct for athletes that becomes 

standard across all of their sponsorship agreements and where the 

consequences of high risk behaviour for the sport entity (i.e. what 

ramifications are there or courses of action available to sponsors).  

Secondly, the tactics that could be utilised post-contract (or post-

agreement) include consistent punishment for what is deemed 

inappropriate behaviour and training and support services for athletes and 

officials.  This second phase is particularly risky for sponsors in that, just as 

they don’t have any control over the behaviour of athletes, they cannot 

control the sport’s mechanisms for dealing with these issues – they rely on 

sport to self-regulate, which, as has been seen in cases like the UCI’s 

handling of doping in cycling, doesn’t always occur/ Furthermore, Earle & 

Groome (2009) state that sponsorship agreements can include morality or 

disrepute clauses, giving sponsors the right to terminate contracts where 

the behaviour or activities conducted by the rights holder, or an individual 

for which they are deemed responsible (e.g. an athlete or official), that 

causes or may cause what they call reputational damage.  The contention 

here is to question the definition of reputational damage – how it is 

measured, what components of the business need to be affected (e.g. sales, 

image, etc) and by how much – but also to establish the parameters of it – 
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who decides the extent of reputational damage before a course of action 

becomes available. 

There are a number of other factors that might influence a sponsor’s 

decision making process when faced with a scandal, as discussed by Amis et 

al (1999), as previously highlighted, in their work evaluating the 

consequences of scandal for a sponsor.  Again, it is important to point out 

that much of the research conducted in this area concentrates on player 

transgression and not examples of sporting transgression.  The responses of 

sponsors to the latter form of transgression may be similar and the factors 

that influence these responses likewise, however, until this study, no 

attempt has been made to analyse it. 

The action taken by other sponsors may impact on the decisions made by 

an organisation.  Berrett & Slack (1999) suggest that the actions of 

competitors in an organisation’s environment will impact on the 

formulation and implementation of a strategy.  It may be the case that a 

sponsor is waiting so long as to see what other sponsors do (or what action 

they may take) that irreparable damage to the sponsor’s brand may have 

occurred.  The opportunity may exist to act first – to gain perceived first-

mover advantage – but this decision would necessitate the sponsor being 

fully aware of the implications of any decision that may be made.   Hughes & 

Shank (2005) suggest that the length and perceived stability of a 

relationship between sponsor and sports property is a source of confidence 

in any decision to continue with any such agreement post-scandal. 

Ultimately, any investment in sponsorship should be based on an informed 

decision about the trustworthiness, compatibility and commitment of the 

sports property (Amis et al, 1997).  One of the means available to the sports 

property to demonstrate this commitment is to deal effectively with the 

transgression, either through punishment or sanction or training and 

support.  Aaker et al (2004) state that the strength of the relationship 

between sponsor and sports property can be irreparably damaged by 

transgression and argue that “the response to the transgression, and not the 
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ŀľĭĺĿĳľıĿĿĵĻĺ ĵŀĿıĸĲ” (1) will be of critical significance in the continuing 

arrangement between the two parties/  In sport, the speed and ‘quality’ of a 

response by, for example a governing body in the event of a doping scandal, 

is vital to sponsorship relationships continuing. Pfarrer et al (2008) 

propose the Stage Model of Reintegration discussing the process by which 

an organisation will address a case of corruption.  Although the research by 

Pfarrer et al (2008) is not focussed on the sport industry, it has clear 

relevance and applicability to this study.  The model includes four stages – 

first, the discovery of the transgression followed by explanation (or the 

acceptance of responsibility; stage two); stage three involved the serving of 

penance or punishment; and then a stage of rehabilitation.  The speed at 

which the transgressor or guilty party goes through this reintegration 

process is dependent on a series of moderating factors – the prominence of 

the transgressor and the transgression; the heterogeneity of the 

stakeholder and whether the transgressor is a repeat offender. 

In the event of a scandal involving player transgression (as previously 

stated, behaviour such as alcoholism, sexual assault, murder, speeding and 

adultery), Westberg et al (2008) propose a model displaying the process the 

sponsor will undertake in order to decide upon an appropriate course of 

action and the factors they might take in to consideration (see figure 2.6).  

The model, stemming from Gardial et al’s (1996) Trigger Event Model, 

“ĵĸĸŁĿŀľĭŀıĿ ŀĴĭŀ ĭ ĿļĻĺĿĻľĿ’ ľıĭįŀĵĻĺ ŀĻ ĭ ŀľĭĺĿĳľıĿĿĵĻĺ ĵĿ ĸĵķıĸŅ ŀĻ Įı 

dependent upon a number of factors, including the nature of the incident, the 

ĿļĻĺĿĻľĿ’ ŀŅļı ĻĲ ĮŁĿĵĺıĿĿ ĭĺİ ŀĴı ıńĵĿŀĵĺĳ ľıĸĭŀĵĻĺĿĴĵļ ĮıŀŃııĺ ŀĴı ļĭľŀĵıĿ” 

(130)/  The sponsors’ business is of particular relevance to the analysis of 

responses to player transgression.  If an athlete is announced to be an 

alcoholic or is arrested for driving under the influences of alcohol and an 

alcoholic brand is associated with that athlete or the team, event or sport, it 

does not represent the most appropriate sponsorship relationship to 

continue and thus portrays a negative image of that brand in the eyes of 

consumers. 
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Figure 2.6: Player transgression and sponsor response model (taken from 

Westberg et al, 2008: 130) 

This item has been removed due to third party copyright. The unabridged version of the thesis can be viewed at the 
Lanchester Library, Coventry University.

“A ĺıĳĭŀĵłı ĿļĻĺĿĻľĿĴĵļ ĻŁŀįĻĹı įĭĺ Ĵĭłı İĭĹĭĳĵĺĳ Įľĭĺİ 

consequences for the sponsor over and above the lost 

ĵĺłıĿŀĹıĺŀ” 

O’Reilly & Foster (2008. 46) 

In deciding upon a course of action in response to a scandal, sponsors may 

refer to the legal protection they have as part of a sponsorship contract, a 

view held by Arokallio & Tuominen (2006).  Santomier (2008) suggests that 

a more sophisticated approach to sponsorship leads to the construction of 

performance-related clauses in contracts between sponsors and the 

sponsored property/  One of the respondents in Hughes & Shank’s (2005) 

investigation in to consumers’ affiliations with sponsors’ brands affected by 

scandal stated that unless future sponsorship agreements contained 

behaviour or performance clauses in them, they would not be entering in to 
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an agreement with an individual athlete again.  Hughes & Shank (2005) 

further argue that sponsors should take a more active role in the process of 

trying to prevent athletes or teams from engaging in illegal and/or 

unethical behaviour that could protect both the integrity of sporting 

competition and the brands of the parties involved in a sponsorship 

relationship. 

2.7 Conclusion 

The popularity of sponsorship as both a component of the marketing 

communications mix for organisations seeking to exploit the benefits of 

being associated with a sports property and as an area of focus in academic 

research is evident as is the wide scope of academic research into the area 

of corruption.  However, there remains a very limited understanding as to 

the manifestation of corruption in the sport industry and the subsequent 

impact that sporting transgression (or corruption in sport) can have on the 

sponsor.  There is also an acknowledged need for the contextual 

development of research in to the area of corruption, and an area that this 

study aims to begin to address. 

The extant literature in the field of sponsorship is primarily based upon 

quantitative data analysis, as is the case in corruption research.  Without a 

shift to a more qualitative methodological focus, the necessary development 

of contextual understanding in these areas will not occur.  There has been 

an attempt to understand the impact of what has been defined as player 

transgression (e.g. alcoholism, adultery) on the management of business-to-

business and sponsorship relationships (Westberg et al, 2011, 2008; Wilson 

et al, 2010, 2008), but to date, sporting transgression remains an 

unexplored area in this context. 

The purpose of this chapter has been to critically review existing research 

in the fields of sponsorship, inter-organisational relationships, and 

corruption in an effort to synthesise the literature in order to build a 
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conceptual framework upon which this study is based, and subsequently 

provide direction for the data collection phases of this study.  This critical 

review has identified key gaps in understanding that this study aims to 

address.  The understanding of sponsorship as a type of inter-

organisational relationship is a growing field of research, however, very 

little exists about the antecedents of relationship breakdown in the field of 

sponsorship.  This chapter has sought to identify corruption in sport as a 

significant factor in this dissolution process.  Moreover, given the paucity of 

academic research into the area of corruption in sport, this chapter has 

opposed a new definition of corruption in sport – any illegal, immoral or 

unethical activity that attempts to deliberately distort the outcome of a 

sporting contest, or an element within that contest, for the personal material 

gain of one or more parties involved in that activity – upon which this study 

is built. 

In developing a better understanding of corruption in sport and, in 

particular, the impact of such behaviour on the management of sponsorship 

programmes, this study represents an important development in the fields 

of both sporting transgression and sports marketing.  It also identifies 

further areas of exploration necessary to fully understand and appreciate 

the impact of sporting transgression on not just sponsors but all 

stakeholders in the sports industry, primarily due to the fact that the 

response of one stakeholder to a case of sporting transgression will impact 

on the response of another. 

This research is based on the argument that corruption in sport can provide 

a conduit for the breakdown or dissolution of a sponsorship relationship. 

When a case of corruption in sport, defined as any illegal, immoral or 

unethical activity that attempts to deliberately distort the outcome of a 

sporting contest, or an element within that contest, for the personal material 

gain of one or more parties involved in that activity, occurs, sponsors have to 

be in a position to recognise the potential implications of such behaviour for 

them and their brand and have strategies in place to be able to protect their 
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interests and the image of their brand.  This study is designed to evaluate if 

this is indeed the case, as well as the factors that might influence any 

decision they might make as a result.  The findings of this study are 

presented in chapter FOUR. 

The following chapter presents the philosophical and methodological 

considerations of this study and key findings from the preliminary phases 

of the research process are discussed. 
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THREE 
Research Design 

3.1 Chapter Overview 

In Chapter Two, after a critical review of sponsorship, relationship and 

corruption literatures, a conceptual framework has been developed upon 

which this research is based.  Chapter Three presents the methodological 

approaches utilised in this study and provides a rationale for data collection 

and analysis methods used, whilst highlighting the philosophical stance of 

the researcher.  Ethical considerations for this research are discussed and 

key initial findings from preliminary phases of the research process are 

offered. 

3.2 Research Philosophy & Design 

In recent years, as previously noted, there has been increasing focus in 

academia on the study of sponsorship as an integral component of 

marketing communications in sport.  Despite this, there is a paucity of 

academic literature examining the managerial implications of corruption in 

sport and particularly its impact on sport sponsorship.  As such, this study 

has been designed to begin to address this obvious gap in knowledge by 

answering the question – how does corruption in sport impact on the 

management of sport sponsorship programmes? Adopting a grounded 

theory methodological approach, and by constructing three multiple-

embedded case studies, this research analyses the responses of sponsors to 

cases of competition corruption in sport and the contextual factors that 

influence any decision or response to a given behaviour. 

3.2.1 The Nomothetic-Idiographic ‘Divide’ 

The methodological design employed in any study reflects a series of 

philosophical decisions that are made, subsequently determining the 
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research methods to be utilised in order to meet the aims and 

objectives set.  Each approach, or philosophical stance, has its 

supporters and detractors with some debating the lack of contextual 

understanding in quantitative methodology, whilst the validity and 

generalisability of qualitative data is questioned.  Partington (2000) 

states that much of the research conducted in marketing and 

management in recent years has been somewhat dominated by a 

more deductive, theory-testing research methodology.   Drawing 

from the positivist research philosophy, nomothetic principles are 

based on the aim to “ĵİıĺŀĵĲŅ patterns of behaviour across a 

ļĻļŁĸĭŀĵĻĺ ĻĲ ĵĺİĵłĵİŁĭĸĿ ľĭŀĴıľ ŀĴĭĺ ĲĻľ ĭĺŅ ĳĵłıĺ ĵĺİĵłĵİŁĭĸ” 

(Connor et al, 2009: 2) and where the explanation of causal 

relationships is based on the generation of quantitative data from 

the ‘etic’ perspective (i/e/ that of the ‘outsider’ (Hennink et al, 2011))/ 

The deductive approach to research begins with a hypothesis and 

that hypothesis is then tested through the collection and analysis of 

quantitative data, thus leading to the approval (or indeed dismissal) 

of the hypothesis.  Kalof et al (2008) describes this type of research 

as confirmatory, in that a study is designed to prove a theory to be 

true.  There is also, however, the growing recognition that the use of 

more inductive, or idiographic, research methods “ŀĴĭŀ ĭĵĹ ŀĻ 

identify patterns of behaviour within the person across a population of 

experiences or situations” (Connor et al, 2009. 2) adds significant 

value to research in this area as it allows for the development of 

contextual understanding as data is gathered from the ‘emic’ 

perspective (i/e/ the ‘insider’), representing a more interpretivist 

research philosophy.  The use of an inductive approach gives the 

researcher the opportunity to collect empirical data and develop 

“ĸarger ĳıĺıľĭĸĵĿĭŀĵĻĺĿ ĭĺİ ŀĴıĻľıŀĵįĭĸ ĵĺĿĵĳĴŀĿ ĲľĻĹ ŀĴı İĭŀĭ” (Kalof 

et al, 2008: 17).  This becomes particularly important in areas of 

study that have received little attention in the past, meaning that the 

development of theory is lacking. 
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Table 3.1: Differences between deductive and inductive research approaches 

DEDUCTIVE Approach 
(Nomothetic methods) 

INDUCTIVE Approach 
(Idiographic methods) 

Positivist approach, based on scientific 
principles 

Interpretivist approach, gaining the 
views and opinions of those attached to 
cases 

Moving from theory to data Moving from data to theory 
development 

Collection of quantitative data Collection of qualitative data 
Samples selected (and of sufficient 
size) in order to be able to generalise 
findings to wide population 

Less focussed on the need to generalise 
to a wider population – contextual 
understanding is key 

Highly structured More flexible structure to allow for 
adaptation to research as it progresses 

Goal to develop general laws and 
principles 

Aim to understand a single event in a 
particular  time or place 

Yields ‘between-person’ patterns 
(Connor et al, 2009) 

Yields “’ŃĵŀĴĵĺ-person-patterns, each 
ŁĺĵĽŁı ŀĻ Ļĺı ĵĺİĵłĵİŁĭĸ” (Connor et al, 
2009: 3) 

Gill & Johnson (1997) suggest that the decision between these two 

approaches should be a relatively straightforward task for the 

researcher.  However, the decisions made directly impact on the 

aims of the study, the data collection and analysis methods to be 

utilised and ultimately must reflect the philosophical stance of the 

researcher (Saunders et al, 2000).  Rarely does research in social 

sciences, and in particular business and management, fall in to either 

the positivist or interpretivist paradigms, but more often is a 

combination of the two. 

Weed (2005) identifies three different types of research synthesis; 

the systematic review of literature, meta-analysis, where similar 

studies in terms of design are contrasted, and meta-interpretation. 

This third type of synthesis is of particular relevance to this study as 

well as the use of grounded theory as a methodological approach. 

Weed (2005) suggests that meta-interpretation “İĻıĿ ĺĻŀ ŁĿı ŀĴı 

primary data collected through interviews and observations as the 

‘ľĭŃ İĭŀĭ’ ĲĻľ ĿŅĺŀĴıĿĵĿƎ  IĺĿŀıĭİ ĵŀ ŁĿıĿ ŀĴı ĵĺŀıľļľıŀĭŀĵĻĺĿ ĻĲ ŀĴı İĭŀĭ” 

(81), drawing on many of the principles of grounded theory. 
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Research undertaking this type of approach relies upon the 

interpretation of data to develop theory and contribute to 

knowledge and understanding. 

3.2.2 Grounded Theory as a Methodological Approach 

“GľĻŁĺİıİ ŀĴıĻľŅ ĵĿ ĻĲ ĽŁĭĸĵŀĭŀĵłı ľıĿıĭľįĴ İıĿĵĳĺƋ ĵĺ ŃĴĵįĴ ŀĴı 

inquirer generates a general explanation (a theory) of a process, 

ĭįŀĵĻĺƋ Ļľ ĵĺŀıľĭįŀĵĻĺ ĿĴĭļıİ ĮŅ ŀĴı łĵıŃĿ ĻĲ ĭ ĸĭľĳı ĺŁĹĮıľ ĻĲ ļĭľŀĵįĵļĭĺŀĿ” 

Creswell (2007: 63) 

With its foundations in symbolic interactionism (Goulding, 2002; 

Tan, 2010), the proponents of grounded theory, Glaser & Strauss 

(1967) “Ŀıŀ ĻŁŀ ŀĻ İıłıĸĻļ ĭ ĹĻľı İıĲĵĺıİ ĭĺİ ĿŅĿŀıĹĭŀĵį ļľĻįıİŁľı 

ĲĻľ įĻĸĸıįŀĵĺĳ ĭĺİ ĭĺĭĸŅĿĵĺĳ ĽŁĭĸĵŀĭŀĵłı İĭŀĭ” (Goulding, 2002: 40).  

Furthermore, the use of the term ‘grounded theory’ to describe this 

research process reflects “ŀĴı ĿĻŁľįı ĻĲ ŀĴı İıłıĸĻļıİ ŀĴıĻľŅ ŃĴĵįĴ ĵĿ 

ultimately grounded in the behaviour, words and actions of those 

Łĺİıľ ĿŀŁİŅ” (Goulding, 2002: 40).  Tan (2010) suggests that this 

approach to grounding theory in data opposes the general tenets of 

quantitative research which aims to verify, or confirm, theory 

through the testing of hypotheses. Heath & Cowley (2004) further 

state that fundamental to grounded theory is the belief that 

knowledge “ĹĭŅ Įı ĵĺįľıĭĿıİ ĮŅ ĳıĺıľĭŀĵĺĳ ĺıŃ ŀĴıĻľĵıĿ ľĭŀĴıľ ŀĴĭĺ 

ĭĺĭĸŅĿĵĺĳ İĭŀĭ ŃĵŀĴĵĺ ıńĵĿŀĵĺĳ ĻĺıĿ” (142). 

Taber (2000) acknowledges the role of grounded theory in 

developing research and states that “ľıĿıĭľįĴ ŀĻ ĳıĺıľĭŀı ĳľĻŁĺİed 

theory deliberately avoids initially defining the research focus too 

ŀĵĳĴŀĸŅ” (473).  Subsequently, the developed theory could be tested 

using more deductive, or nomothetic, research methods. 
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The use of grounded theory suggests an iterative research process 

(Fendt & Sachs, 2008), where data is collected and analysed 

simultaneously through the means of constant comparison, ensuring 

that the data gathered provides the opportunity to “įĸĭľĵĲŅ ıĹıľĳĵĺĳ 

ŀĴıĻľıŀĵįĭĸ įĻĺįıļŀĿ” (McCallin, 2003: 204).  Becker (1993) further 

suggests that a study based on a grounded theory methodological 

approach should conceptualise the relationships between generated 

concepts and categories (in the data) and needs to “ıńļĸĭĵĺ ŃĴĭŀ ĵĿ 

actually happening in practical life at a particular time, rather than 

İıĿįľĵĮĵĺĳ ŃĴĭŀ ĿĴĻŁĸİ Įı ĳĻĵĺĳ Ļĺ” (McCallin, 2003: 203).  

Furthermore, Suddaby (2006; in Tan, 2010) suggests that the 

discovery of causal relationships between relevant actors, and 

indeed interactions between them, and the development of theory 

based on this discovery is vital to any study utilising this approach. 

The actors are chosen, or sampled, based on the ability of the 

researcher to “ĹĭńĵĹĵĿı ĻļļĻľŀŁĺĵŀĵıĿ ŀĻ įĻĹļĭľı ıłıĺŀĿƋ ĵĺįĵİıĺŀĿ Ļľ 

ĴĭļļıĺĵĺĳĿ” (McCallin, 2003: 204). This process, known as 

theoretical sampling, is “ĭĺ ĭįŀĵłı ĭĺİ ĻĺĳĻĵĺĳ ļľĻįıĿĿ ŀĴĭŀ įĻĺŀľĻĸĿ 

ĭĺİ İĵľıįŀĿ İĭŀĭ įĻĸĸıįŀĵĻĺ ĭĺİ ĭĺĭĸŅĿĵĿ” that is “ļĵłĻŀĭĸ ĵĺ ‘ĮŁĵĸİĵĺĳ Łļ 

ŀĴıĻľıŀĵįĭĸ ĵĺĿĵĳĴŀĿ’” (Breckenridge & Jones, 2009: 114) and provides 

the researcher with insight and direction to guide further data 

collection and analysis.  The conceptualisation of findings is key -

this contextual understanding of each instance, individual or case is 

lacking in studies based on quantitative data – and is what makes 

grounded theory an appropriate methodological approach to utilise 

in this study.  Partington (2000) suggests that grounded theory “ĴĭĿ 

Ŀııĺ ľıĸĭŀĵłıĸŅ ĸĵŀŀĸı ļľĻİŁįŀĵłı İĵĿįŁĿĿĵĻĺ ĵĺ ĹĭĺĭĳıĹıĺŀ ĸĵŀıľĭŀŁľı” 

(92) although it is apparent that this is beginning to change. 

Moreover, Denscombe (2003) states that grounded theory is of 

particular use when a study aims to explore new territory whilst 

Goulding (1999) further suggests that a new or developing research 

area that does not have a substantial and empirically based 

literature provides an ideal environment to use this approach.  It is 
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clear from the literature (presented in chapter two) that the area of 

corruption in sport, and in particular the managerial implications of 

corruption for stakeholders in the sport industry, lacks substantial 

literature and very little empirical research has been conducted. 

3.2.3 Research Design 

This study is designed based on a number of key factors that have 

been considered.  Firstly, given the aforementioned paucity of 

academic literature, the desire to enhance both academic and 

practical understanding about both corruption in sport as well as its 

impact on the management of sponsorship programmes is reflected 

in the aims and objectives of this study (section 1.4) and its 

exploratory nature in design.  Secondly, the study is informed by the 

views and opinions of professionals in and around the sponsorship 

industry (Phase TWO of the methodology), ensuring the relevance 

and applicability of the findings of this research to practitioners in 

the field of sport management.  Thirdly, by undertaking a study that 

incorporates a grounded theory methodological approach, a process 

of theoretical sampling was utilised in order to conduct a rich, 

contextual analysis that is relevant to both academia and 

management.  A more prescriptive methodological process would 

restrict or constrain this flexibility or reflexivity, a tenet of a 

grounded theory approach. This reflexivity “ĭĵĹĿ ŀĻ ĵĺĿļĵľı ĭ 

dynamic, flexible way of working with empirical material and to 

ıĿįĭļı ĭ ĿĵĹļĸı ŀĴıĻľŅ/ĹıŀĴĻİ İĵłĵİı” (Alvesson, 2011: 111).  

Therefore, a more dynamic approach has been undertaken (see 

figure 3.1), where data is collected and analysed continuously 

throughout the research process allowing the study to evolve.  Each 

stage of the methodology informs the next, meaning that the study 

presented is logical in its approach and the findings of this study are 

grounded in theory. 
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This study employs a multi-phase research process designed to 

investigate corruption in sport and sponsorship management at a 

theoretical level and practically analyse the impact of corruption in 

sport on the management of these sponsorship programmes.  As 

such, the methodology employed in this study incorporates both 

quantitative and qualitative data collection methods, with a primary 

Phase ONE 
Development of a 
in-depth 
database of cases 
of corruption in 
international 
sport, providing 
a statistical 
analysis of the 
prevalence and 
scope of such 
activity 

Phase TWO (n=6) 
A series of preliminary, exploratory interviews 
with professionals in and around the sponsorship 
industry, to gather the opinions of industry 
practitioners and to identify key themes for further 
investigation 

Phase THREE (n=3) 
Case study design and development, to enable in-
and cross-case analysis; case studies will be 
constructed to analyse the responses to corruption 
in sport of stakeholder involved in the 
management of sponsorship programmes, namely 
sponsors, sport lawyers and governing bodies in 
sport 

Phase FOUR (n=15) 
Following a comprehensive analysis of phase two 
of the research process, a series of in-depth 
interviews with stakeholders (sponsors, sport 
lawyers and governing bodies in sport) to identify 
key implications of corruption in sport on the 
management of sponsorship programmes 

Figure 3.1: Methodological design of this study 

focus on the latter – documentary analysis facilitating the 

quantitative analysis of the prevalence of corruption in sport as an 

issue, supporting the rationale for the focus of this study.  Semi-

structured interviews were conducted with professionals in and 
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around the sponsorship industry (Phase TWO) and with the key 

stakeholders in the management of sponsorship programmes 

(sponsors, governing bodies and sports lawyers – Phase FOUR) in 

order to analyse the potential responses of sponsors to cases of 

corruption in sport committed by athletes and officials in sporting 

competition (referred to as competition corruption (Maennig, 

2005)) and the contextual factors that influence any decision or 

response to that behaviour. This approach offers greater validity 

and reliability, a common criticism of studies that utilise qualitative 

research methods. 

Angen (2000) suggests that “ļľĻļĻĺıĺŀs of positivist quantitative 

research regularly imply that qualitative, especially interpretivist, 

approaches to human inquiry are so rife with threats to validity that 

ŀĴıŅ ĭľı ĻĲ ĺĻ ĿįĵıĺŀĵĲĵį łĭĸŁı” (378).  Furthermore, the rigorous 

adherence to the rules of quantitative methodological rules 

increases the validity of such research; qualitative enquiry is based 

on the interpretation of findings by researchers and can are 

perceived to lack in academic vigour. However, Kvale (2007) argues 

that research based on a qualitative methodology has become a key 

component of social science research. Moss (1994; in Angen, 2000) 

further suggests that the collection of qualitative data is “ļľıİĵįĭŀıİ 

Ļĺ ŀĴı İıĿĵľı ĲĻľ ĭ İııļıľ ŁĺİıľĿŀĭĺİĵĺĳ” (385) of the human 

experience of any given context. Moreover, despite the concerns 

regarding the generalisability of research findings in utilising such 

an approach, it can be suggested that given, firstly, the nature of the 

issue being investigated in this study and, secondly, the 

aforementioned paucity of academic literature in the field of 

corruption in sport and its impact on the management of 

sponsorship programmes, qualitative data collection methods are 

the most appropriate to gain a clear contextual understanding of the 

issue. As assumed by an exploratory methodological design, the 

findings of such a study are not necessarily meant to be generalised 
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to a wider population but instead provide a deeper contextual 

understanding of the issues at hand. Ultimately, according to Angen 

(2000: 385), “ŁĺİıľĿŀĭĺİĵĺĳ įĭĺĺĻŀ Įı Ŀıļĭľĭŀıİ ĲľĻĹ įĻĺŀıńŀ”. 

3.3 Phase ONE: Construction of a Database of Corruption in International 

Sport1 

3.3.1 Categorising Data 

Whilst this study is primarily based on the collection and analysis of 

qualitative data, the contextual background of this research relies 

upon an extensive quantitative analysis of cases of competition 

corruption in international sport.  These cases have been coded 

using a process of manifest coding (Kalof et al, 2008), a quantitative 

strategy where the number of occurrences of a particular behaviour 

(or word) are counted.  Moreover, Guetzkow (1950) suggests that 

this coding involves “ŀŃĻ ĻļıľĭŀĵĻĺĿƋ ŀĴĭŀ ĻĲ Ŀıļĭľĭŀĵĺĳ ŀĴı 

qualitative material into units, and that of establishing category sets 

ĵĺŀĻ ŃĴĵįĴ ŀĴı ŁĺĵŀĵĿıİ Ĺĭŀıľĵĭĸ ĹĭŅ Įı įĸĭĿĿĵĲĵıİ” (47).  Category sets 

are, according to Guetzkow (1950), like ‘pigeon holes’ into which 

these units may be placed or classified and may lead to the 

development of sieve codes, a means of separating key units of 

information.  The size of these units is dependent upon the way in 

which material is to be coded has been gathered and also the nature 

in which the developing category sets is to be used as a means of 

data classification.  Also important in this process is the parameters 

of each category set - for example, in the context of this research, 

match fixing as a type of competition corruption could have been 

treated as one unit or item.  However, to ensure a much wider 

understanding of the contextual background of this study, some of 

1 Part of this section exists in publication (Gorse, S. & Chadwick, S. (2011) The Prevalence of Corruption in International Sport 

– A Statistical Analysis, Consultancy Report for the Remote Gambling Association, available from: 

http://www.rga.eu.com/data/files/Press2/corruption_report.pdf) 
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the different types of match fixing have been included as separate 

units and have been analysed accordingly. 

Competition corruption, as it has been defined in this study (see 

section 2.5.3), includes the following types of behaviour that seek to 

deliberately distort the outcome of a sporting contest or an element 

within that contest: 

 Doping (including the use of PEDs, blood doping, gene doping 

and other anti-doping rule violations (ADRV)) 

 Betting related match fixing (including points shaving) 

 Non-betting related match fixing (including tanking) 

 Betting related spot or bracket fixing 

 Non-betting related spot or bracket fixing (for example, 

bounty payments) 

 Misuse of inside information (including spying) 

A database of 2,089 proven cases of corruption were collated and 

coded into category-sets (Guetzkow, 1950) to identify key themes 

and patterns of corruption in sport.  This coding enabled the 

researcher to record the year in which the incident occurred (where 

the incident spanned for more than one year, the earliest date from 

which the corrupt activity began was recorded), country of origin 

(home country of the athlete, team or official involved in the corrupt 

behaviour), type of sport, name of the athlete, team or official 

involved, type of corruption and outcome of the activity (punishment 

or details of outside influences) of each case from the year 2000 up 

to and including 2010 (see table 3.2).  Statistical analysis was then 

carried out to determine prevalence of each type of corruption and 

to identify any themes or trends in the data. 
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YEAR COUNTRY ATHLETE(S) 
INVOLVED 

SPORT TYPE OF 
CORRUPTION 

IMPACT 

2008 Ukraine Lyudmila 
Blonska 

Athletics Doping – 
steroids 

Stripped of heptathlon silver medal after testing positive for 
methyltestosterone 
Having served a two year ban previously after testing positive for 
stanozolol 
Banned for life by IAAF 

2001 Russia Olga Yegorova Athletics Doping Couldn’t ban her due to improper testing procedures 
Won 5,000m at World Athletics Championships in Edmonton (booed 
by crowd) 
Sovietsky Sport Newspaper – ‘The Golden Girl of Russia’ 
Paula Radcliffe staged protest – banner reading ‘EPO Cheats Out’ 

1992 East 
Germany 

Katrin Krabbe Athletics Doping Banned for 1 year by the German Athletics Federation (DLV) testing 
positive for clenbuterol; further 2 year ban imposed by IAAF 
Had won the 100m and 200m double at World Athletics 
Championships in Tokyo in 1991 
Sued IAAF claiming that their ban was illegal (tested positive for 
clenbuterol months before IAAF placed product on banned list) 
Out-of-court settlement of £378,850 + 4% interest for the period 
from 1994 
Became a united Germany heroine before doping scandal ruined her 
brief career 

2004 China Li Yongbo 
(coach) 

Badminton Match fixing Admitted fixing one of the women’s singles semi-finals at 2004 
Olympic Games between Zhou Mi and Zhang Ning 
Zhang won gold as planned and defended her title in Beijing 
Zhou quit the Chinese team and no represents Hong Kong 
(Many have suggested that Chinese coaches have been fixing 
matches for years) 

1987 Italy Giovanni 
Evangelisti 

Athletics Result fixing Angry that Evangelisti had been denied a top three position at an 
event five months earlier in the USA, officials at the long jump pit 
were ordered to make sure the Italian jumper won a medal 
After a fifth round jump by Evangelisti (followed immediately by a 
medal ceremony), officials managed to add a number of centimetres 
to his jump (to 8.38m) to ensure he won a bronze medal, beating 
American Larry Myricks into fourth 
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YEAR COUNTRY ATHLETE(S) 
INVOLVED 

SPORT TYPE OF 
CORRUPTION 

IMPACT 

1919 United States 
of America 

Chicago White 
Sox 

Baseball Match fixing Four of the team were found to have fixed games in the 1919 World 
Series making sure they would lose for a bonus from gamblers 
Became known as the Chicago Black Sox 

1989 United States 
of America 

Pete Rose Baseball Illegal Gambling Given a lifetime ban from the sport as a result of his gambling 
activity on professional sports, including baseball 
Discussions still go on about this as some fans believe Rose should 
be inducted into the Baseball Hall of Fame for his on-field 
performances 

2008 United States 
of America 

Tim Donaghy Basketball Illegal Gambling Donaghy, a veteran NBA referee, started a 15-month prison 
sentence in September 2008 after pleading guilty to 13 felony 
charges relating to transmitting wagering tips and wire fraud 
He also admitted betting on NBA games – no evidence as yet to 
suggest he bet on the games he officiated 

2000 South Africa Hansie Cronje Cricket Match fixing Sacked as South African captain when allegations were made about 
Cronje accepting money from an Indian bookmaker (Ajay Gupta) 
Gupta admitted paying Cronje £28,000 on the third day of a test to 
ensure a South African loss and for future information 
Allegations that Cronje had accepted more than £82,000 to supply 
information about matches 
Cronje died in an aeroplane accident in 2002 

2006 United States 
of America 

Floyd Landis Cycling Doping Failed drugs test after providing ‘A’ and ‘B’ samples with elevated 
levels of testosterone 
Victory in Tour de France in 2006 not recognised by organisers 
Phonak (the Swiss-based team) fired Landis as captain/rider 
Provided samples during 17th Stage of race with an 11:1 ratio (far in 
excess of 4:1 limit) 

2007 Kazakhstan Alexandre 
Vinokourov 

Cycling Doping Forced to withdraw from 2007 Tour de France race after he and the 
rest of the Astana team tested positive for a banned blood 
transfusion 
Was tested after the 13th Stage of the race that he had just won; was 
a pre-race favourite 

Table 3.2: Sample of Database 
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Cases were also analysed according to geographical location, and 

grouped into North America, Europe, South America, Asia (including 

the Middle East, Far East and Australia) and Africa.  This study has 

not sought to consider the number of individual sporting events (or 

games) affected within each of the cases that have been identified 

and assessed or the number of people involved in each instance of 

proven corruption, due to the difficulty in obtaining sufficiently 

robust information.  However, it is noted that for all of the issues 

assessed in this research, each case can relate to an adverse impact 

on more than one sporting event or contest before the issue is 

identified and addressed.  Detailed information is not however 

readily available in many cases and this breakdown has therefore 

been confined to a statistical analysis of the number of known and 

proven cases (including known and proven conspiracy to corrupt) 

rather than individual sporting events or contests corrupted.  It 

should also be noted that these statistics are correct as of 31 August 

2011 and as such they are subject to amendment if, as in doping, 

further investigations identify as yet unknown illegal substances, or 

the on-going match-fixing investigations in to cases from 2000 to 

2010 reach a conclusion. Evidence is taken from a variety of sources 

and all reasonable efforts have been made to establish whether a 

case is betting or non-betting related.  All match-fixing cases have 

been presumed to be non-betting related unless reliable evidence 

shows otherwise. Any instances of corruption occurring during 

2011 have not been included in this report as sufficient evidence 

may not yet be available to properly verify these cases and because 

the scope of the brief called for completed calendar years to allow a 

consistent and complete analysis of the available data. It is 

important to note that the database is not an exhaustive list of cases 

of corruption in sport and should not be regarded as complete. 

Given the time constraints in this research, it was deemed 

appropriate that a ‘cut-off’ point was established to ensure that the 

researcher did not become embedded in the development of this 
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database – it has been designed, or the purposes of this study, as a 

mechanism to illustrate the rationale for the focus of this research 

(as discussed in section 1.3) and the international scale of the 

problem at hand. 

3.3.2 Data Analysis 

This research has analysed the following types of corruption: match-

fixing (betting related), match-fixing (non-betting related), misuse of 

inside information (for betting purposes), and doping.  Detailed 

statistics regarding the prevalence of these corrupt activities in 

sport, with a particular focus on match-fixing, based on this research 

and data collected, are presented below. 

Whilst the results of this analysis have been presented based on a 

time period of 2000-2010, the analysis and coding of this secondary 

data (upon which the database is constructed) was ongoing 

throughout the duration of this study in order to ensure as 

comprehensive analysis as is possible.  Given the nature of the data 

being collected in this phase, in some instances, it has proved 

problematic to build a complete picture of the extent or prevalence 

of corruption in sport. For example, some sports, like football, do 

not release the names of the players who have failed drugs tests 

whereas others do not provide information regarding the substances 

that an athlete has tested positive for.  This means that incomplete 

cases would have been recorded on the database, limiting the overall 

usefulness of it as a resource – only those cases where full details 

were released have been included in the analysis.  There are also 

examples of past use of PEDs being announced during this time 

period – where possible, these cases have been included where the 

information allows. 
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3.3.3 Results 

Of the 2,089 cases of corruption in sport recorded on the database, 

95.64% are doping cases, where athletes have used substances 

banned by the World Anti-Doping Agency (WADA).  The remaining 

4.36% is split: betting related match-fixing (1.58%), non-betting 

related match-fixing (1.15%) and the misuse of inside information 

(1.63%).  Match fixing, betting and non-betting related, therefore 

accounts for 2.73% of cases; betting related match-fixing and the 

misuse of inside information accounts for 3.21% of cases. 

Figure 3.2: Corruption in International Sport (2000-2010) 

Figure 1 - Corruption in International Sport (2000-2010)

Doping - 1998 cases

Match Fixing (Betting-Related) -
33 cases

Match Fixing (Non Betting-
Related) - 24 cases

Inside Information - 34 cases

It is important to note that there are other the types of corruption 

that affect the sport industry, from bribery to vote rigging and 

financial management.  All of these can undermine the integrity of 

sport, just as match fixing and doping can.  However, many of these 

cases can be hard to substantiate. Many sports keep investigations, 

or indeed the lack of investigations, within the sport or governing 

body – much of what is reported in the media is conjecture and 

allegation, making inclusion in this type of research project very 

difficult to justify.  All cases analysed in this study are proven cases: 

in doping, athletes have failed a drugs test and have been given a ban 

or public warning from their governing body; in match fixing cases, a 

judicial judgement and/or a judgement by the sport’s governing 

body has determined that corruption has taken place. 
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The use of performance-enhancing substances and other banned 

drugs has long been an issue in sport.  Cases dating back to the early 

1900s exist, with athletes and coaches trying to gain the smallest (or, 

in some cases, the largest) advantage over their rivals.  In the 1900s, 

doping was usually confined to sports involving animals, particularly 

horse racing, although there are recorded instances of the use of 

performance-enhancing substances by athletes at the 1904 

Olympics.  Indeed, there are reports of special diets and herbal 

‘concoctions’ used by sportspeople when Eupolos of Thessalia was 

bribing opponents in Ancient Greece. 

Instances of doping have been collected from across sports and from 

across the world. As previously discussed, cases have been recorded 

from five geographic locations – North America, South America, 

Europe, Africa and Asia (including the Middle East, Far East and 

Australia). This research contains 1,998 cases of doping compiled 

from a range of reliable data sources.  Any variations with other data 

sources are likely to be due to: a) a stricter definition of sport used in 

this report, which does not include dance or orienteering, for 

example; and b) there remain instances where information is not 

released by certain sports governing bodies, meaning that there is 

insufficient information for such cases to be safely recorded. 

Figure 3.3: Doping Cases in International Sport (2000-2010) 

Figure 2 - Doping Cases in International Sport

North America (597 cases)

Europe (933 cases)

Africa (137 cases)

South America (169 cases)

Asia (162 cases)
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It is clear from this figure (figure 3.3) that the majority of doping 

cases analysed have occurred in Europe and North America, 

representing 76.57% (1530 cases) of the total number of cases 

(1998 cases) between them.  This may be because testing for 

performance-enhancing drugs (PEDs) is more rigorous, and 

therefore more effective, in these parts of the world or it may be 

because the financial rewards for winning are far greater in these 

nations, meaning that there is more pressure on athletes to perform 

at the highest possible level. 

There is also evidence to support the opinion that there is great 

disparity between different sports and the prevalence of doping.  

Table 3.3 provides an annual breakdown of doping cases by sport 

between 2000 and 2010. The sports of cycling, American sports and 

athletics contribute more than 80% (1698 cases) of the total number 

of cases recorded and there are clear trends in this data. The 

adoption of a more rigorous drug testing policy in baseball in North 

America in 2005 and 2006, and then the release of the Mitchell 

Report in 2007, has lead to a marked increase in frequency of failed 

drugs tests in the American sports category, reaching an apparent 

peak in 2005 as testing procedures were developed across the sport. 

Positive tests in power sports (e.g. weightlifting) seem to coincide 

with Olympic Games competitions, where the pressure to succeed is 

greater. The BALCO Scandal in 2003 impacted on the number of 

failed drugs tests in sport in its aftermath, as tests were developed to 

screen for new and improved substances that had previously gone 

undetected, including tetrahydrogestrinone (THG), also known as 

‘The Clear’/ 
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Table 3.3: Doping Cases by Sport (2000-2010) 

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 TOTAL 

American 
Sports 

5 5 9 6 8 108 45 52 83 89 90 500 

Animal 
Sports 

- - - - 1 - - 5 1 1 1 9 

Athletics 17 30 10 109 98 274* 86 88 96 95 68 971 

Combat 
Sports 

6 - 5 2 8 3 7 16 8 5 7 67 

Cricket - 1 - 1 - 2 2 - - - - 6 

Cycling 6 9 14 7 28 20 44 32 28 15 24 227 

Football - 3 2 6 4 5 3 4 - 1 - 28 

Motor 
Sports 

1 - 1 - - - 3 - - - 1 6 

Other 1 2 1 - 1 1 3 - 6 1 - 16 

Power 
Sports 

11 2 - - 7 - 3 1 17 1 - 42 

Racquet 
Sports 

- 2 1 - 1 6 3 3 - 3 3 22 

Rugby - - 3 2 - 2 5 4 - 2 3 21 

Water 
Sports 

6 2 1 5 2 7 3 3 3 3 2 37 

Winter 
Sports 

- 9 6 1 - 2 7 9 2 7 3 46 

TOTAL 53 65 53 139 158 430* 214 217 244 223 202 1998 
* Includes 167 cases of doping in East Germany that were confirmed through German courts in 2005 

There is also a vast difference between the occurrences of these 

cases in different locations. Figure 3.4 demonstrates the number of 

doping cases by location between 2000 and 2010.  From this, it is 

further evident that 2005 represents a peak in failed drugs tests 

(based on the cases recorded and analysed as part of this research), 

with only the Asian nations recording a slight drop in positive 

results. 
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Figure 3 - Doping Cases by Geographic Area (2000-2010)
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Figure 3.4: Doping Cases by Geographic Area (2000-2010) 

Figure 3.5 further highlights these geographic differences in positive 

drugs test by sport, thus providing a different perspective to the 

issue of doping in sport than Table 2 and Figure 3.  It is obvious to 

state that North America is most affected by doping in American 

sports (i.e. baseball, American football, basketball and ice hockey) 

and that cycling cases would be more prevalent in Europe. 

The extent of disparity between this data across locations is the 

astounding factor here, particularly in the sport of athletics.  The vast 

majority of American sport cases in North America are from 

baseball, not surprising given the rather lenient attitude Major 

League Baseball has taken to the use of PEDs in the sport in recent 

years. 
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Figure 3.5: Doping Cases by Sport: A Comparison (2000-2010) 

What is surprising, however, is the high prevalence of doping cases 

in minor league baseball, particularly those competing in the 

Dominican and Venezuelan Summer Leagues, compared to Major 

League players.  The media has reported the fall of the big names in 

Major League Baseball – Alex Rodriguez, Roger Clemens, Mark 

McGwire to name a few – however, the majority of failed drugs tests 

come from the ‘farm’ system of the sport (teams that serve as 

training centres for many of the sport’s next stars or rehabilitation 

teams for injured players).  There are a number of explanations as to 

why this might be the case including the fact that testing is more 

stringent in the Major Leagues so players may choose not to use 

banned substances or perhaps the education of players as to the 

dangers of using PEDs does not occur until they move up through the 

system and end up on the bench at a Major League game. 

Proven cases of match-fixing in international sport, i.e. where a 

judicial judgement and/or a judgement by the sport’s governing 

body has determined that corruption has taken place, or where the 
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match-fixing has been admitted by a participating party and there is 

sufficiently robust evidence to support that claim, have been collated 

and analysed. 

Cases have been recorded by the date (or earliest date in cases 

involving multiple years) when the proven instance of match-fixing 

occurred rather than by the date of any judgment (which can be 

some years later) as a more accurate reflection of the prevalence of 

this activity in any given year during 2000-2010.  As a result, some 

cases, such as Cronje’s lifetime match-fixing ban imposed in 2000, 

are not included in the list as the activity was deemed to have begun 

pre-2000 (1996 in this case).  This has led to the exclusion of high-

profile international cricket cases which predominantly took place in 

the 1990s, although the judgments and bans imposed may have 

taken place after 2000. 

As with the analysis of doping in sport, data has been recorded by 

case (e.g. Calciopoli or the UEFA investigations into match fixing in 

football that have occurred in the last two or three years), from five 

general geographic locations – North America, South America, 

Europe, Africa and Asia – and then have been sub-divided by the 

type of match-fixing involved (betting-related and non-betting 

related).  

Figure 3.6: Match Fixing Cases in International Sport (2000-2010) 

Figure 5 - Match Fixing Cases in International Sport

North America (4 cases)

Europe (30 cases)

Africa (2 cases)

South America (2 cases)

Asia (19 cases)
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Figure 3.6 displays match-fixing cases in international sport by 

geographical area, with Europe, again, demonstrating the greatest 

number of incidences. Despite some of the most infamous cases 

occurring in North America, like the 1919 Chicago White Sox Scandal 

in baseball, only 7.02% of cases over the last eleven years have 

happened there.  Asia has been affected significantly over the same 

time period, with major scandals affecting the sports of football and 

sumo wrestling. 

Figure 3.7, which displays match-fixing cases in international sport 

by geographical area, identifies obvious issues in match-fixing in 

international sport.  Europe (52.63%) and Asia (33.33%) account for 

85.96% of match-fixing cases recorded in this research. This 

highlights some key concerns for not only the betting industry but 

also for the governing bodies of international sport.  It is widely 

reported by some in the media that a substantial number of cases of 

match-fixing in Europe are being instigated by betting syndicates 

based in Asia 

There is much debate about match-fixing in international sport and 

the potential impact of each case, with many contributors to the 

debate failing to recognise the different types of match-fixing that 

may occur.  As previously discussed, two main types (betting and 

non-betting related) have been analysed.  Whilst recognising the 

importance of betting-related and non-betting related match fixing, 

the authors felt it was important to also include cases of betting 

based on the misuse of inside information in this report as, 

ultimately, the betting industry loses money from this activity, just 

as in cases of match fixing.  Betting related match-fixing and the 

misuse of inside information for betting purposes have also, 

therefore, been separately assessed.  Figure 3.8 demonstrates the 

prevalence of these types of known match-fixing. 
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Figure 6 - Match Fixing Cases by Geographical Area (2000-2010)

0

1

2

3

4

5

6

7

N
u

m
b

e
r 

o
f 

C
a

se
s

North America

Europe

South America

Asia

Africa

North America 1 0 1 0 0 1 1 0 0 0 0

Europe 0 1 0 4 6 2 2 0 4 5 6

South America 0 0 0 0 0 1 0 0 0 1 0

Asia 1 0 0 1 2 2 2 1 3 3 4

Africa 0 0 1 0 1 0 0 0 0 0 0

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Figure 3.7: Match Fixing Cases by Geographical Area (2000-2010) 

This data has implications for the licensed betting industry in that 

groups of individuals are actively trying to influence the results of 

sporting contests for material gain (i.e. to defraud licensed betting 

operators).  The statistics show that 57.89% of known proven 

match-fixing cases in sport analysed for this research are betting-

related cases, whilst 42.11% of cases analysed are non-betting 

related match-fixing. 

It should, however, be noted that that licensed betting operators 

have sophisticated integrity mechanisms designed to detect 

irregular betting patterns linked to betting related match-fixing and 

to advise sports and regulatory bodies accordingly so that suitable 

action can be taken.  No such mechanism exists to identify non-

betting related match-fixing and so the figures in that area may be 

less accurate.  In addition, whilst a smaller number of known non-

101 



 
 

 

 

  

 

 

 

 

    

 

 

 

 

 

betting related match-fixing is apparent, there are some particularly 

high level instances recorded in sports like Formula One and in the 

Figure 3.8: Match Fixing by Type (2000-2010) 
Figure 7 - Match Fixing by Type (2000-2010)
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highest competitive level of Italian football.  The reason behind such 

activity is again most likely financial in that the rewards for a 

particular result are considerable.  For example, ensuring promotion 

or qualification for major sporting competitions is reportedly worth 

tens of millions of Euros (UEFA distributed some €950m to teams 

participating in the 2009/2010 Champions League and Europa 

League competitions), and equally, significant losses ensue from 

relegation. 
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Building on the previous figure, figure 3.9 provides a breakdown of 

European countries that have been affected by match-fixing between 

2000 and 2010, whilst highlighting the type of match fixing involved. 
Figure 8 - Match Fixing by Country in Europe (2000-2010)
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Figure 3.9: Match Fixing by Country in Europe (2000-2010) 

The majority of cases (70%) that occurred in Europe over the given 

time period were in football (see figure 3.10). 

Whilst it is of obvious importance to identify the types of sports 

being affected by match-fixing, it is also key to note at which level of 

sport these cases are affecting. 

It should be noted that instances of betting related match-fixing have 

been recorded in the highest level of competitive sport in the past 

(for example, the Totonero affair in Italy in 1980, that involved Serie 

A and B clubs).  Indeed, Serie A was the focus of betting related 

match-fixing in 2000 (at the time of writing, the 2010 incident 
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Figure 3.10: Match Fixing in Europe by Sport (2000-2010) Figure 9 - Match Fixing in Europe By Sport
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relates to a Serie B team) and non-betting in 2005/06 (Calciopoli).  

However, the majority of the betting related cases of match-fixing 

that have occurred in Europe during 2000-2010 have primarily 

affected what could be deemed as ‘lower quality’ sports and leagues/ 

It may be that the material rewards involved, increasing media 

attention and security around Premiership footballers, for example, 

make it extremely difficult to influence Premiership players and 

officials.  However, from the evidence, it appears that lower level 

leagues may be easier to access.  Indeed, lower divisions in Germany 

(and thus a ‘lower quality’ league) have been influenced by 

gamblers; the case of referee Robert Hoyzer and the Croatian betting 

syndicate he worked for being one of the most known and recent 

examples.  Most of the matches being investigated by UEFA in recent 

years, although many occurring in the Champions League 

competition, involved teams playing in these types of leagues and 

competitions. 

Interestingly, the recent case of betting related match-fixing in 

Korean football, where the state-run gambling agency was targeted 

by corrupters, appears to be a prime example of the impact of 

104 



 
 

 

  

 

 

 

 

 

  

 

 

 

  

 

   

  

   

  

 

 

  

material rewards on players’ actions in ‘lower quality’ competitions/ 

In this example, K-league players were in some cases reportedly 

earning less than half of the national average income. 

Although the Calciopoli scandal in Italian football (Serie A) in 2006 

involved some of the biggest names in the sport (Juventus, AC Milan, 

Lazio, Fiorentina and Reggiana), matches were not fixed for betting 

purposes, and are thus a case of non-betting related match-fixing. 

Indeed, whilst it may be statistically more prevalent during 2000-

2010, it should not be assumed that all match-fixing is betting 

related, nor that non-betting related match-fixing is, like other forms 

of corruption, a new phenomenon (for example Bernard Tapie and 

the Marseille match-fixing affair in 1993).  As stated earlier, there is 

no clear form of detection system akin to WADA or the sophisticated 

technological integrity systems employed by European licensed 

betting operators to identify non-betting related match-fixing. 

In addition to betting related match-fixing, there have been cases of 

betting by athletes or officials misusing ‘inside information’ to make 

substantial profits from betting operators and their consumers.  As 

such, the author felt that it was important to provide a short analysis 

of all betting related cases in sport that affect the integrity of the 

events and the products offered by betting operators.  Given the 

context of this research, cases of betting based on the misuse of 

‘inside information’ have also therefore been collected/ An example 

of a betting case based on the misuse of ‘inside information’ would 

be the case in rugby league in 2004 when St Helens players Sean 

Long and Martin Gleeson placed bets on their opponents to win an 

upcoming contest between the two teams, knowing that a weakened 

St Helens team would be competing in the match.  In Europe, there 

have been two cases (both in the United Kingdom) where players, 

who were not playing in a particular match for their teams, knew 

team information (e.g. injuries and team sheets) to bet on their 
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teams to lose – this would not be classed as match-fixing as there is 

no evidence that they unfairly influenced the outcome of the 

sporting contest, however, they were able to undermine the integrity 

of the betting product by using their inside knowledge. Figure 3.11 

demonstrates the prevalence of cases of betting related match-fixing 

and the misuse of ‘inside information’, both of which undermine the 

integrity of the sport and betting industries. 

Figure 3.11: Betting Related Cases in Sport (2000-2010) 
Figure 10 - Betting Related Cases in Sport (2000-2010)
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Betting related incidents (match-fixing and the misuse of inside 

information) account for 67 cases in the analysed time period (2000-

2010) with 50.75% of these cases involving the misuse of inside 

information, whilst match-fixing for betting purposes accounted for 

49.25% of this total.  These cases involved players, owners, coaches 

and officials from across a range of sports and geographical 
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locations. Figure 3.12 displays betting related incidents by 

geographical area. 

Europe (52.24%) and Asia (28.36%) account for 80.6% of betting 

related (match-fixing and the misuse of inside information) cases 

recorded in this research.  It is also clear from the data collected that 

this type of activity is more prevalent in some sports more than 

others. Football and horse racing account for the majority of betting 

cases, with other sports such as tennis and rugby league (in the UK 

and Australia) also prominent. 

Figure 3.12: Attempts to Defraud Betting Operators by Geographical Area (2000-
2010) 

Figure 11 - Attempts to Defraud Betting Operators by Geographical Area 

(2000-2010)
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Figure 3.13 provides a breakdown of European countries that have 

been affected by attempts to defraud betting operators between 

2000 and 2010, whilst highlighting the type of activity involved. 
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Figure 3.13: European Cases of Attempts to Defraud Betting Operators by Country 
(2000-2010)
 Figure 12 - European Cases of Attempts to Defraud Betting Operators 

by Country (2000-2010)
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Of these European cases (35), 68.57% of cases occurred in football 

(40%) and horse racing (28.57%).  Within these figures, 17 cases 

were recorded in Europe, where inside information is misused to 

attempt to defraud betting operators.  Horse racing (6) and tennis 

(6) account for 70.58% of these examples (see figure 3.14). 

It is clear from the analysis of the database that corruption in sport, 

in all of its forms, poses a significant threat to the sport industry and 

the stakeholders within it.  Different sports are affected by different 

types of corruption in a number of countries, with most, if not all, 

being affected particulary by the use of PEDs at some point in 

sporting history.  The issue then becomes how these stakeholders 

are affected by corruption in sport, how they manage the impact of 

any corrupt activity on their own interests or investments and what 

decisions or responses they may make about their involvement in 

the sport industry. 
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Figure 3.14: European Cases of Attempts to Defraud Betting Operators by Sport 
(2000-2010) 

Figure 13 - European Cases of Attempts to Defraud Betting Operators 

by Sport (2000-2010)
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3.4 Phase TWO: Preliminary Interviews with Sponsorship Professionals 

Following the initial development and analysis of the database detailing 

cases of corruption in international sport, a second phase of the study was 

designed in order to gather perspectives as to the managerial implications 

of such activity for stakeholders in the sponsorship relationship.  As 

discussed as part of the database analysis, the prevalence of corruption in 

sport is significant in many sports and in many countries.  A series of semi-

structured interviews with professionals in and around the sponsorship 

industry were conducted with the aim of exploring the views and opinions 

of these professionals so as to more significantly provide an analysis and 

understanding useful to both academia and sport management 

practitioners in the field. 

Semi-structured interviews in social science research is becoming a widely 

accepted data collection technique in social science research (Gratton & 

Jones, 2004; Saunders at al, 2000; Bryman & Bell, 2003) as it allows the 

researcher to explore theoretical concepts in the existing literature and 
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examine the relevance and applicability of those concepts to ‘real-world’ 

scenarios or situations.  In sponsorship literature, the use of semi-

structured interviews has become a key aspect of data collection (Amis et 

al, 1997; Wilson et al, 2008).  However, in the field of corruption, it has been 

widely suggested that a more contextual analysis of the issue is vital to the 

understanding of the antecedents and consequences of corrupt behaviour 

(Johnson, 2005; Kayes, 2006; Pinto et al, 2008) thus highlighting the need 

for a more qualitative-based study.  This type of interview is often “ĮĭĿıİ Ļĺ 

the knowledge of, and/or the assumption that, the respondents have had a 

ļĭľŀĵįŁĸĭľ ıńļıľĵıĺįı ŀĴıŅ įĭĺ ıĸĭĮĻľĭŀı ŁļĻĺ” (Edwards & Skinner, 2009: 

107) and provides them with the opportunity to offer data “from their own 

ļıľĿļıįŀĵłı” (Gratton & Jones, 2004: 142), key when conducting idiographic, 

or inductive, research. The flexibility of this approach gives the researcher 

the opportunity to “ľı-evaluate or re-design both the content and process of 

the interłĵıŃ ļľĻĳľĭĹĹıƋ ŀĴŁĿ ıĿŀĭĮĸĵĿĴĵĺĳ įĻĺŀıĺŀ łĭĸĵİĵŀŅ” (Edwards & 

Skinner, 2009: 109) and responds to the answers given by the respondent 

by allowing for further questioning and embellishment.  The aim of the each 

interview is to gather rich, detailed answers to the questions asked 

(Bryman, 2008). 

As such, Saunders et al (2000: 243) suggest that: 

“ĵĺ ĿıĹĵ-structured interviews, the researcher will have a
 

list of themes and questions to be covered, although these may vary
 

from interview to interview.  This means that you may omit some
 

questions in particular interviews, given the specific organisational
 

context which is encountered in relation to the research topic.  The
 

order of questions may also be varied, depending on the flow of 


the conversation.
 

On the other hand, additional questions may be required to explore
 

your research question and objectives given the nature of 


events within particular organisations.  The nature of the
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questions and the ensuing discussion mean the data will 

be recorded by note taking, or perhaps by tape recording 

ŀĴı įĻĺłıľĿĭŀĵĻĺ” 

In grounded theory methodology, the most commonly utilised, and 

according to Goulding (2002) the most realistic, type of interview is a semi-

structured one.  As previously stated, the potential to generate rich and 

detailed accounts of an individual's experience is a central tenet of 

grounded theory and, as such, an interview should be “ĲĸıńĵĮĸı ıĺĻŁĳĴ ŀĻ 

allow the discussion to lead into areas which may not have been considered 

prior to the inŀıľłĵıŃƋ ĮŁŀ ŃĴĵįĴ ĹĭŅ Įı ļĻŀıĺŀĵĭĸĸŅ ľıĸıłĭĺŀ ŀĻ ŀĴı ĿŀŁİŅ” 

(Goulding, 2002: 59). In order to generate such insight, Critical Incident 

Technique (CIT), as developed by Flanagan (1954), was identified as the 

primary means of data collection within these semi-structured interviews. 

Schurr (2007) suggests that CIT is relevant in the study of interaction 

episodes in business relationships – in this instance, the relationship 

between stakeholders in the management of sponsorship programmes – 

and argues that the fundamental idea of CIT is to “ĵİıĺŀĵĲŅ ŀĴı ıłıĺŀĿ ŀĴĭŀ 

įĻŁĸİ įĭŁĿı ĭĺ ıĲĲıįŀĵłı Ļľ ĭĺ ĵĺıĲĲıįŀĵłı ĻŁŀįĻĹı” (167).  Moreover, the use 

of CIT has emerged as commonplace in studies based on a grounded theory 

approach in that it allows for the examination of research phenomena that 

have yet to be explored. 

3.4.1 Using Critical Incident Technique in Interview Design 

CIT, first developed for use in healthcare research and in particular 

psychology, requires respondents to talk to the researcher about 

issues relevant to a study and not necessarily answer a series of set 

questions.  In utilising CIT as a means of data collection, the 

researcher asks the respondent to detail personal views, opinions 

and in some cases experiences of a particular phenomena (Anderson 

& Nilsson, 1964; Wong & Sohal, 2003) that then forms the basis of 

informed inference by the researcher in to that phenomena.  This 
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inference is then subject to validation through further analysis 

(Bitner et al, 1990; Callan, 1998).  This is of particular importance 

given the potential bias that could be introduced by using this 

method in that the researcher is relying on respondent accounts of 

their experiences that may be tainted by outside influence or simply 

by the passage of time. Memories of recent incidents or experiences 

are much easier to recall thus meaning that a more longitudinal 

focus may be difficult to achieve or key information will be missed. 

Also, the questions asked and the analysis of the data collected are 

potential sources of bias – by conducting this preliminary phase of 

interviews with professionals in and around the sponsorship 

industry ensures that the schedule developed for later stages of data 

collection (phase FOUR) are based on not only the themes identified 

by the researcher in this earlier phase but also grounded in both 

theory and the views and opinions of these respondents. 

One of the most significant benefits of using CIT is the usefulness of 

the technique in discussing issues where the cause or severity of an 

event or incident is not known, again key in the context of this study. 

Due to the lack of empirical and contextual research in this area of 

study, the use of a technique that ascribes to the concept of ‘tabula 

rasa’ – a clean slate – that is identified as crucial in the use of a 

grounded theory approach is of obvious advantage (Glaser & Strauss, 

1967). 

3.4.2 Sampling Considerations 

In order to ensure the value of this phase of the study, as previously 

highlighted, theoretical sampling – a key tenet of grounded theory – 

has been utilised throughout the interview phases of this research. 

Strauss & Corbin (1998) describe theoretical sampling as “ĭ ĹıĭĺĿ 

to maximise opportunities to discover variations among concepts and 

to densify categories in terms of their proļıľŀĵıĿ ĭĺİ İĵĹıĺĿĵĻĺĿ” 
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(201) whilst Breckenridge & Jones (2009) suggest that theoretical 

sampling is “ĵĺŀıľŀŃĵĺıİ ĵĺıńŀľĵįĭĮĸŅ ŃĵŀĴ ŀĴı ĭĮĿŀľĭįŀĵĻĺ ĻĲ 

description into theory and is crucial to discovering and refining 

categories and their properties and suggesting relationships between 

įĻĺįıļŀĿ” (122).  Moreover, the sound application of theoretical 

sampling has been endorsed as the most significant means by which 

to achieve the full potential of a study adopting a grounded theory 

approach. The selection of participants, or respondents, will change 

as the theoretical needs of the study develop over time.  This is 

reliant on the use of constant comparison, another of the key issues 

in grounded theory.  Tan (2010) states that “ŀĴı ľıĿıĭľįĴıľ ĺııİĿ ŀĻ 

continually move back and forth between data collection, coding and 

categorising, refining and interconnecting, through additional data 

įĻĸĸıįŀĵĻĺ Łĺŀĵĸ Ĵı/ĿĴı ľıĭįĴıĿ ŀĴıĻľıŀĵįĭĸ ĿĭŀŁľĭŀĵĻĺ” (106), a view 

supported by Fendt & Sachs (2008). It may be assumed that by 

achieving theoretical saturation a researcher has gathered all of the 

possible data and therefore ‘knows everything’/  This, however, is 

not the case.  Breckenridge & Jones (2009) suggest that theoretical 

saturation need not signal complete coverage, but rather indicates a 

process of the systematic focusing and narrowing of data collection 

in the service of the development of theory. In its simplest form, 

theoretical sampling allows the researcher the flexibility to target 

particular respondents to ensure the data collected provides the 

rich, contextual dialogue that a grounded theory approach demands. 

Again, this is key in a study that is aiming to begin to address the 

paucity of academic literature in the field of corruption in sport and 

its impact on the management of sponsorship programmes. 

Given the highly controversial nature of the area of study and the 

limited extant literature, the targeting of potential respondents was 

crucial in the undertaking of this research.  The need to ensure that 

the study in its entirety contributed to and extended current 

understanding led to the use of purposive sampling where, 
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according to Bryman (2008), “the researcher samples on the basis of 

wanting to interview people who are relevant to the research 

ĽŁıĿŀĵĻĺ” (458) and is defined by Breckenridge & Jones (2009) as the 

selection of participants with shared knowledge or experience of the 

area identified by the researcher as of primary interest. 

Respondents were targeted based on their knowledge and 

experience of the sponsorship industry, with the aim of contributing 

to the development of later phases of the research process involved 

in this study. More specifically, by exploring the views and opinions 

of these professionals, the interviews begin to build a contextual 

understanding of the implications of corruption in sport for the 

management of sponsorship programmes.  Even so far as the 

development and proposition of a new definition of corruption in 

sport, as presented in section 2.5.3, the interviews conducted in this 

phase of the research process ensure that the study is grounded in 

the practicality of managing sponsorship programmes.  The ongoing 

analysis of the database of cases of corruption in sport, although not 

an exhaustive representation of the number of cases of corrupt 

behaviour that occur in sport, indicated that stakeholders within the 

sport industry should be aware of the implications of that behaviour 

due to the sheer number of instances collated.  These preliminary 

interviews provided the opportunity to speak to professionals 

working in sponsorship to try to ascertain whether these 

implications were acknowledged, understood, considered and to a 

certain extent, measured.  The reality of the situation may be that 

sponsors have absolutely no appreciation as to the prevalence of this 

kind of behaviour by those responsible for the outcome of a sporting 

contest.  This in itself could be incredibly detrimental to the success 

of a sponsorship agreement if a sponsor isn't aware of one of the 

most fundamental risks of being associated with athletes, teams, 

sports or events.  Again, these preliminary interviews allowed the 

researcher to begin to formulate an understanding of the issues 

facing sponsors in the sport industry, whilst ensuring that the 
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interview schedule designed for the later phase of this research 

(phase FOUR) asked the most important and most relevant 

questions in order to not only meet the aims and objectives of this 

study and to subsequently answer the research question set, but also 

to ensure the practical applicability of the research findings. 

In total, six preliminary interviews were conducted, with 

representatives from sponsors, marketing agencies and sponsorship 

management associations (see table 3.4 for a breakdown of 

interview respondents and their role in sponsorship) included. In an 

effort to ensure significant contributions to the later phase of the 

research process, data collection continued until the possibility of 

gaining new insight was exhausted and the continued recruitment of 

participants offered minimal return. 

3.4.3 Data Collection & Analysis 

In designing the interview schedule for this phase of the research, 

four key issues were identified that warranted the focus of 

discussion with respondents.  The critical review and synthesis of 

academic literature in the area of corruption and the much smaller 

extant literature in corruption in sport, led to the development of a 

new definition of behaviour that constitutes the focus of this study 

(presented in section 2.5.3).  The first key issue identified for 

analysis in these preliminary interviews was both the practicality of 

this new definition and if the respondents even viewed it as a viable 

means by which to describe this type of behaviour.  Second, the issue 

of whether those working in the sponsorship industry were aware of 

the prevalence or frequency of this type of behaviour in sporting 

competition or indeed the threats posed by this type of behaviour 

warranted investigation. Third, the nature of sponsorship, whether 

transactional or relational in definition, and the benefits thereof, as 

well as the reasons for entering into such type of arrangement, were 
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deemed fundamental to the understanding of sponsorship as an 

issue.  The perceived impact of corruption in sport on sponsorship, 

the fourth key issue to be investigated, was crucial given the context 

of this study.  This final issue is of particular importance – if the 

respondents in this phase of the research process, given their 

knowledge of and experience in the sponsorship industry, did not 

recognise this potential impact as important in the understanding of 

sponsorship, then the future direction of this study may have been 

placed in doubt. 

Questions included ‘What kind of threat, if any, do you think 

corruption in sport poses to the sport industry?’ and ‘What would 

you do if you were a sponsor of sport and the athlete/team (both on-

and off-field teams) you were associated with became embroiled in a 

corruption scandal?’ to gather the opinions and experiences of 

respondents as to the prevalence of corruption in sport and the 

implications of such behaviour for sponsors. 

Table 3.4: Phase TWO Respondents 

Respondent Role in the Sponsorship Industry 

PR1 Chairperson of Sponsorship Association 

PR2 CEO of Sponsorship Consultancy 

PR3 Owner, Marketing Research and Publishing Company 

PR4 VP, Sponsorship Consultancy 

PR5 Vice-Chairman, Sponsorship Consultancy 

PR6 Marketing Director, International Sponsor 

Also created were a number of follow up questions (or prompts) 

specific to the expertise of each respondent to ensure the collection 

of significant and relevant data (see appendix B for a complete 

interview schedule, including follow up questions and prompts). 

Kvale (2007) identifies these follow-up questions as ‘second 

questions’, where the “ĵĺŀıľłĵıŃıľ ĺııİs to learn to listen to what you 
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Ŀĭĵİ ĭĺİ ĴĻŃ ĵŀ ĵĿ Ŀĭĵİ” (63) to ensure that clarification is sought 

when required from the respondent and vital information is 

gathered, whereas Hennink et al (2011) suggest the term ‘topical 

probes’ as a tool in interviews to remind the interviewer of the 

purpose of the question, etc.  These probes may not be used in each 

interview; it is dependent on the information shared by the 

interviewee and whether these probes or second questions are 

deemed necessary. 

Interviews were conducted between July and November 2009, and 

ranged between 30 and 60 minutes in duration.  Conducted over the 

telephone, these interviews were recorded, with the appropriate 

approval gained from each respondent, transcribed and analysed 

using the recommended dynamic and fluid coding procedure 

(Strauss & Corbin, 1998), in grounded theory of open, axial, and 

selective coding. The researcher supplemented this analysis through 

the use of memos during the data collection phase that aided in the 

development of these codes. These preliminary interviews were 

analysed without the use of any specialist software allowing for the 

researcher to reconcile the data collected with the memos taken 

during the interview process and to recognise key codes in this data 

earlier in the process of analysis. It became imperative that the 

researcher undertook this coding process soon after the interviews 

had taken place to ensure key data, content and/or intonation was 

not lost. These codes were enhanced through the process of inter-

coder reliability. 

Primarily due to the international focus of such a study and the 

potentially contentious nature of one of the central issues of this 

research, that of corruption in sport, it was deemed most beneficial 

to conduct these interviews via the telephone. This afforded the 

researcher the opportunity to target respondents outside of the 

geographical area of the United Kingdom, thus reflecting the 
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international size and scope of the sport industry.  Moreover, this 

type of communication mechanism is recognised to reduce the 

potential bias that may influence any study as a result of using 

interviews as a method of data collection. According to Neuman 

(2000:273), “ŀĴı ĭļļıĭľĭĺįıƋ ŀĻĺı ĻĲ łĻĵįıƋ ĽŁıĿŀĵĻĺ ŃĻľİĵĺĳƋ and so 

ĲĻľŀĴ ĻĲ ŀĴı ĵĺŀıľłĵıŃıľ ĹĭŅ ĭĲĲıįŀ ŀĴı ľıĿļĻĺİıĺŀ”, thus potentially 

impacting upon the answers given. The respondent may alter their 

answers to questions based on what they assume the interviewer 

would like to hear or may react to the intricacies of human 

interaction.  The utilisation of telephone interviews, therefore, 

enabled the researcher to gain more significant access to 

respondents and ensured open conversations. 

Upon the completion of each interview, the recording was 

transcribed and each respondent given an alphanumeric label in 

order to ensure the anonymity of respondents in the presentation of 

findings.  In this phase of the research process, each respondent was 

given the designation ‘PR’ (preliminary respondent) and then 

numbered 1 to 6 – these alphanumeric labels can be seen in table 

3.4. After transcription, the data collected was analysed, or coded, to 

begin to develop a greater understanding of the identified issues, to 

build a series of codes that future data collected can be included and 

to ensure that the next interview enhanced the findings of the 

previous one. 

A code is identified by Saldana (2009) as “ĹĻĿŀ ĻĲŀıĺ ĭ ŃĻľİ Ļľ ĿĴĻľŀ 

phrase that symbolically assigns a summative, salient, essence-

capturing, and/or evocative attribute for a portion of language-based 

Ļľ łĵĿŁĭĸ İĭŀĭ” (3). It is here that the debate about both inductive 

and deductive research approaches being important components of 

one study utilising a grounded theory methodological design is 

supported.  In the first instance, the researcher approaches the 

coding of data with a set of codes in mind, originating from the topics 
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or issues in the interview guides, thus representing deductive codes. 

Inductive codes then come directly from the analysis of the data 

(Hennink et al, 2011). The manual coding of the data gathered from 

these preliminary interviews involved the use of a multilevel 

grounded theory coding procedure. The first, open coding, identified 

statements relating to the research question and, in conjunction with 

the findings of the review and synthesis of relevant literature 

(chapter two) and the analysis of the database of cases of corruption 

in sport (section 3.3), and organised these statements under 

appropriate codes.  The second stage of coding, axial coding, involves 

the reframing of these codes based on a clearer understanding of the 

data being analysed.  By re-reading the qualitative data in light of 

these identified codes, the researcher seeks to strengthen and refine 

the concepts observed (Gibbs, 2008) leading to the potential 

clustering of these codes by recognising relationships between them, 

leading to categorisation of these concepts. Saunders et al (2000) 

state that in the process of axial coding “ĭĿ ľıĸĭŀĵĻĺĿĴĵļĿ ĮıŀŃııĺ 

categories are recognised, they are rearranged into a hierarchical 

ĲĻľĹ ŃĵŀĴ ŀĴı ıĹıľĳıĺįı ĻĲ ĿŁĮįĭŀıĳĻľĵıĿ” (398), further suggesting 

that this process gives the researcher the opportunity to begin to 

explore and explain phenomena in context.  Goulding (2001: 26) 

states that “concepts are a progression from merely describing what is 

happening in the data to explaining the relationship between and 

ĭįľĻĿĿ ĵĺįĵİıĺŀĿ”. 

The final stage, selective coding, is “ĵĺŀıĺİıİ ŀĻ ĵİıĺŀĵĲŅ Ļĺı ĻĲ ŀĴıĿı 

principal categories, which becomes known as the central or core 

category, in order to relate other categories to this with the intention 

ĻĲ ĵĺŀıĳľĭŀĵĺĳ ŀĴı ľıĿıĭľįĴ ĭĺİ İıłıĸĻļĵĺĳ ĭ ĳľĻŁĺİıİ ŀĴıĻľŅ” 

(Strauss & Corbin, 1998; in Saunders et al, 2000: 398).  The 

emphasis in this stage is the recognition and development of 

relationships between principal categories, acknowledging their 

importance to the development of theory. 
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3.4.4 Findings 

Fundamental to this study is the development of a definition of 

corruption in sport that encompasses all of the behaviours 

recognised by Maennig (2005) as forms of competition corruption as 

well as the addition of doping to this characterization.  As previously 

discussed, Maennig (2005) does not acknowledge doping as a form 

of corruption, arguing that corrupt activity involves behaviour that 

prevents an athlete from performing to the best of their ability, 

whereas the use of PEDs leads to what he calls a ‘super-performance’ 

by an athlete and is an activity undertaken by that individual athlete. 

In developing the definition presented in section 2.5.3, whilst 

agreeing with Maennig’s (2005) distinction between competition 

and management corruption in sport, the researcher saw the 

omission of doping as a form of competition corruption as 

unfounded.  The difference between cheating to lose (e.g. match 

fixing) and cheating to win (i.e. the use of PEDs) is acknowledged, 

however it is the suggestion that because no money changes hands 

doping is not a form of corruption is difficult to reconcile.  Unless 

athletes are developing their own substances, then the argument 

here is that the athlete, or indeed a coach on their behalf (either with 

or without their knowledge), is purchasing these substances from 

laboratories or suppliers meaning that there is an exchange of funds. 

Moreover, if an athlete is using PEDs and is successful on the 

international sporting stage, they might attract greater sponsorship 

and endorsement revenue and greater appearance fees, thus further 

supporting the argument that money does in fact change hands.  The 

reason why this discussion as to the inclusion of doping in a 

definition of corruption in sport is presented here in this study is the 

fact that these preliminary interviews gave the researcher the 

opportunity to establish if this view is held by others. 
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Interestingly, when asked the question ‘is there any type of 

‘behaviour’ or ‘activity’ in sport that you would call corruption?’, 

respondents acknowledged doping, match fixing and associated 

behaviours as deviant but when using the term ‘corruption’ they 

tended to highlight those activities more traditionally seen as 

corrupt in wider research and media.  These activities included such 

that would fall within the parameters of definitions of corruption 

including ‘the misuse of private authority for personal gain’ and 

involving primarily the misuse of funds.  For example, PR4 suggested 

that ”ŀĴı ĹĵĿ-selling, or misrepresentation of sponsorship rights and 

ĮıĺıĲĵŀĿ” constituted corruption in sport. 

PR5	 “YĻŁ įĭĺ ŀĭķı ĭ ĺĭľľĻŃ İıĲĵĺĵŀĵĻĺ ĻĲ įĻľľŁļŀĵĻĺƋ Ļľ a very 

ĮľĻĭİ İıĲĵĺĵŀĵĻĺ ĻĲ įĻľľŁļŀĵĻĺǥ ĵĺ a narrow definition of 

corruption for me would be around, what I would call 

fraudulent behaviour such match fixing or misappropriation of 

funds so very much focused on the commercial elements of 

ĿļĻľŀǥ a broader definition could include on pitch behaviour, 

ŀĴı ŁĿı ĻĲ PEDĿ ĭĺİ ĿĻ Ļĺ” 

PR3	 “Iŀ ĵĺĲĸŁıĺįıĿ ŀĴı ĻŁŀįĻĹı ĻĲ ĭ ĿļĻľŀĵĺĳ ıłıĺŀ ŀĴľĻŁĳĴ ĺĻĺ-

ĿļĻľŀĵĺĳ ĹıĭĺĿ” 

PR6	 “TĴı ļľĵĺįĵļĸı ĻĲ ĿļĻľŀ ĵĿ ŀĴĭŀ ĵŀ ĵĿ ĭ Ĳĭĵľ ĭĺİ ıłıĺ įĻĺŀıĿŀ” 

Respondents were asked to provide what they would consider to be 

an appropriate definition of corruption in sport in order to ascertain 

whether the analysis and interpretation of extant literature 

conducted by the researcher had led to the development of such a 

definition.  It also allowed the researcher to confirm the parameters 

of a newly proposed definition ensuring it included all possible types 

of what had been defined by Maennig (2005) as competition 

corruption. 
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PR5	 “CĻľľŁļŀĵĻĺ ĵĺ ĿļĻľŀ ĵĿ ĭĺŅ ĭįŀĵłĵŀŅ ŀĴĭŀ ŁĺİıľĹĵĺıĿ ŀĴı 

financial stability and interferes with the normal financial 

transactions, both directly and indirectly associated with the 

ĿļĻľŀ ĵĺ ĽŁıĿŀĵĻĺ” 

PR1	 “CĻľľŁļŀĵĻĺ ĵĺ ĿļĻľŀ ĵĿ ĭĺŅŀĴĵĺĳ ŀĴĭŀ ĵĿ ŀĭķĵĺĳ ĭŃĭŅ ĲľĻĹ ŀĴı 

fairness and the straightforwardness of sport that is detracting 

from its image, and indeed the reality that sport is man's 

ĭįĴĵıłıĹıĺŀ” 

PR6	 “CĻľľŁļŀĵĻĺ ĵĺ ĿļĻľŀ ĵĿ ŀĴı ĵĸĸıĳĭĸ ĵĺĲĸŁıĺįĵĺĳ ŀĴı ĻŁŀįĻĹı ĻĲ ĭĺ 

ĵĺİĵłĵİŁĭĸ ĿļĻľŀ Ļľ ıłıĺŀ” 

PR2	 “FĻľ Ĺı įĻľľŁļŀĵĻĺ ĴĭĿ ŀĻ ĵĺłĻĸłı ŀĴı ĿĻľŀ ĻĲ İıŀıľĹĵĺĭŀĵĻĺ ĻĲ 

an outcome that isn't governed by the normal rules of the game 

ĭĿ ĭ ľıĿŁĸŀ ĻĲ Ĳĵĺĭĺįĵĭĸ ĵĺİŁįıĹıĺŀƋ Ļĺı ŃĭŅ Ļľ ĭĺĻŀĴıľ” 

PR6	 “I think the use of PED is should absolutely be seen as 

corruption and the use of social drugs just stupid, like everyone 

else” 

Whilst it is clear from the data presented in section 3.3 that 

corruption in sport affects a high number of sports, the majority of 

respondents in this phase of the research did not see it as an 

important issue in international sport management. 

PR2	 “I İĻĺ’ŀ ķĺĻŃ ĴĻw much of an issue these things are” 

PR1	 “I'Ĺ ĺĻŀ ĿĻ ĿŁľı ĵŀ ĵĿ ĿŁįĴ ĭĺ ĵĿĿŁıƋ ĭĺİ I İĻĺ'ŀ ŀĴĵĺķ I ŃĻŁĸİ 

İıĿįľĵĮı ĵŀ ĭĿ ĭĺ ĵĿĿŁı” 

PR6	 “I ŀĴĵĺķ ŀĴı ŀĴľıĭŀ ļĻĿıİ ĮŅ įĻľľŁļŀĵĻĺ ĵĺ ĿļĻľŀ ĭŀ ŀĴı ĹĻĹıĺŀ 

ĵĿ ĲĭĵľĸŅ ĿĹĭĸĸ” 
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PR5	 “Iŀ ļĻĿıĿ ŀĴı ĿĭĹı ķĵĺİ ĻĲ ŀĴľıĭŀƋ as it would do in any other 

ĵĺİŁĿŀľŅ” 

PR2	 “I İĻĺ'ŀ ķĺĻŃ ŀĴĭŀ ĵŀ İĻıĿ ļľıĿıĺŀ ĭ ŀĴľıĭŀ ŀĻ the sport 

ĵĺİŁĿŀľŅǥ ŀĴı ĵĺİŁĿŀľŅ ĵĿ ĸıĭľĺĵĺĳ ŀĻ İıĭĸ ŃĵŀĴ ĵŀƎƎƎ ŀĴı ļŁĮĸĵį 

are much more tolerant of corruption in sport than, for 

ĵĺĿŀĭĺįıƋ įĻľľŁļŀĵĻĺ ĵĺ ĮŁĿĵĺıĿĿ ǥ so I don't see it as a threat to 

Įı ĴĻĺıĿŀ” 

It could be argued that these views are worrying, especially given the 

level of investment that sponsors are now ploughing in to the sport 

industry.  It could also be the case that these professionals did not 

truly appreciate the scope of the problem – if these responses had 

been gathered in the later stages of this study, it would have 

questioned the aim of this research in the first place. 

The pressures for victory in sport and the associated financial 

reward of being successful means that, to a certain extent, athletes 

may be forced in to a position where cheating is seen as the only 

means by which to succeed. 

PR3	 “TĴıľı ĵĿ įıľŀĭĵĺĸŅ ĭ ĸĻŀ ĹĻľı ĹĻĺıŅ ĭŀ Ŀŀĭķı ŀĴĭĺ ıłıľ ĮıĲĻľıǥ 

therefore, there is a pressure on the athlete” 

PR5	 “I ŀĴĵĺķ ŀĴı ŀıĹļŀĭŀĵĻĺ ĵĿ ĳľıĭŀıľ ĮıįĭŁĿı ŀĴı ļĻŀıĺŀĵĭĸ ŁļĿĵİı 

ĻĲ ĳıŀŀĵĺĳ ĭŃĭŅ ŃĵŀĴ ĵŀ ĵĿ ĿĻ ĹŁįĴ Įĵĳĳıľ” 

Respondents also discussed the potential motives for organisations 

to target a global audience through the prism of sport sponsorship, 

suggesting that the reach and popularity of sport provides access to 

individuals who may otherwise be difficult to reach.  Also, the 

importance of a relationship between sponsor and rights holders 
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was highlighted, suggesting that in the real world of sponsorship 

management sponsorship had moved away from the previously held 

view of a transaction between partners (Thwaites, 1994).  

PR3	 “SļĻĺĿĻľĿĴĵļ ļľĻłĵİıĿ ĭ ļĸĭŀĲĻľĹ ĲĻľ ŀĴı ĿļĻĺĿĻľ ŀĻ İĻ ĭ ŃĴĻĸı 

range of activities, depending on what their objectĵłıĿ ĭľı” 

PR1	 “I ŀĴĵĺķ ŀĴıľı ĵĿ łıľŅ ĸĵŀŀĸı ĿļĻĺĿĻľĿĴĵļ ŀĴĭŀ ĳĻıĿ Ļĺ ĺĻŃ ŀĴĭŀ ĵĿ 

ĶŁĿŀ ŀľĭĺĿĭįŀĵĻĺĭĸ” 

PR5	 “I Įıĸĵıłı ĿļĻĺĿĻľĿĴĵļ ĵĿ łıľŅ ĹŁįĴ ĭ ľıĸĭŀĵĻĺĿĴĵļ ĮŁĵĸİĵĺĳ 

ļľĻįıĿĿ ĭĺİ ŀĴı İŅĺĭĹĵį ľıĸĭŀĵĻĺĿĴĵļ ĮŁĵĸİĵĺĳ ļľĻįıĿĿ” 

PR6	 “I ŀĴĵĺķ ŀĴı ĹĻĿŀ ĵĹļĻľŀĭĺŀ Įenefit in sponsorship terms is 

ĭĿĿĻįĵĭŀĵĻĺǥ SĻ ŀĴı łĭĸŁı ĻĲ ĭ ļĭľŀĵįŁĸĭľ ŀıĭĹ ĵĺİĵłĵİŁĭĸ Ļľ 

ĿļĻľŀ ĵĿ łıľŅ ĹŁįĴ ļĭľŀ ĻĲ ŀĴı ľıĸĭŀĵĻĺĿĴĵļ ŃĵŀĴ ŀĴı ĿļĻĺĿĻľ” 

PR2	 “I İĻĺ'ŀ ŀĴĵĺķ ŅĻŁ įĭĺ ļĻĿĿĵĮĸŅ ĿĭŅ ĿļĻĺĿĻľĿĴĵļ ĵĿ ŀľĭĺĿĭįŀĵĻĺĭĸ” 

PR1	 “SļĻĺĿĻľĿ ĵĺłıĿŀ ĵĺ ĿļĻľŀ because it represents some ideals that 

ŀĴıŅ Ńĭĺŀ ŀĻ ĭĿĿĻįĵĭŀı ŀĴıĵľ ĮľĭĺİĿ ŃĵŀĴ” 

Despite these views that corruption may not be an issue in sport, 

respondents did indicate that if a sponsor was affected by a case of 

this type of behaviour, the level of impact would vary depending on 

the individual characteristics of the case, a theme reflected later on 

in this study. 

PR3	 “YĻŁ ľıĭĸĸŅ İĻ Ĵĭłı ŀĻ ĶŁİĳı Ļĺ ĭĺ ĵĺİĵłĵİŁĭĸ ĮĭĿĵĿǥ a case-by-

case basis” 
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PR5	 “Iŀ Ńĵĸĸ Ĵĭłı ĭ ĺıĳĭŀĵłı ĵĹļĭįŀ Ļĺ ŀĴı łĭľĵĻŁĿ ĻŀĴıľ ļĭľties 

directly involved in sport and may have a knock-on effect 

ĵĺİĵľıįŀĸŅ ŀĻ ĻŀĴıľ ļĭľŀĵıĿ ĸĵķı ĿļĻĺĿĻľĿ” 

PR3	 “Iŀ İıļıĺİĿ Ļĺ ŀĴı ĸıłıĸ ĻĲ įĻľľŁļŀĵĻĺ ĭĺİ ŀĴı ıńŀıĺŀ ĵĺ ŀıľĹĿ ĻĲ 

ŀĴı ĺŁĹĮıľ ĻĲ ļıĻļĸı ĵĺłĻĸłıİ” 

PR2	 “Iŀ ŃĻŁĸİ İıļıĺİ łıľŅ ĹŁįĴ Ļĺ ŃĴĭŀ ŀĴı Ŀįĭĺİĭĸ ŃĭĿ” 

PR6	 “TĴı ľıĿļĻĺĿı ĻĲ ŀĴı ĿļĻĺĿĻľ Ńĵĸĸ łıľŅ ĹŁįĴ İıļıĺİ Ļĺ ŀĴı 

ĵĺİĵłĵİŁĭĸ įĭĿı” 

Respondents were also asked to discuss the role of the media in 

heightening the awareness of and potential impact of corruption in 

sport, with some suggesting that “ŀhe media plays a huge role in 

amplifying any type of corruption and occasionally amplifies it way 

ĮıŅĻĺİ ŀĴı ĭįŀŁĭĸ ľıĸĭŀĵłı Ŀĵņı ĻĲ ŀĴı ĹĵĿİıĹıĭĺĻŁľ” (PR5).  This 

represents a significant issue for not only sponsors but also rights 

holders – with the media looking for “ĳĻĻİ įĻļŅ ŀĴĭŀ ĿıĸĸĿ 

ĺıŃĿļĭļıľĿ” (PR5), any scandal, case or management decision by 

those responsible for the governance of sport is magnified, meaning 

that there is absolutely no place to hide. 

PR6	 “TĴıľı ĴĭĿ ŀĻ Įı ĭ ĹĭĶĻľ ĲĻįŁĿ Ļĺ ŀĴı Ĺĭĺagement of this type 

of behaviour by rights holders to ensure that it is treated 

seriously and controlled ĮıĲĻľı ĵŀ ĵĿ ĭĸĸĻŃıİ ŀĻ ĳıŀ ĻŁŀ ĻĲ Ĵĭĺİ” 

PR1	 “TĴıľı Ĵĭłı Įııĺ ĹĻľı ĵĺĿŀĭĺįıĿ ĻĲ įĻľľŁļŀĵĻĺ ĵĺ ĿļĻľŀƋ ŃĴĵįĴ 

of course is concerning, but I think there is been quite a lot of 

ŃĻľķ İĻĺı ŀĻ ļľıłıĺŀ ĵŀ Ŀļľıĭİĵĺĳ ĭĺŅĹĻľı” 

Crucially, some respondents highlighted that, in some circumstances, 

governing bodies may be reluctant to deal with the threats posed by 

corruption in sport.  This is primarily due to the financial status of 
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sport and the benefits of large audiences, which in turn lead to 

greater television rights deals and sponsorship agreements, which 

again increases the audience size.  This perpetuating cycle of growth 

can be completely undermined by corruption in sport, yet there is 

still an element of reticence acknowledged by respondents. 

PR3 “TĴı ŃĭŅ ĵĺ ŃĴĵįĴ ŀĴı ĳĻłıľĺĵĺĳ ĮĻİŅ İıĭĸŀ ŃĵŀĴ CľĭĿĴĳĭŀı 

could indicate that if there is a bit of money or power at stake 

ŀĴıĺ ŀĴı ĭľĳŁĹıĺŀ įĻŁĸİ Įı ŀĴĭŀ ‘Ńı ĭľe not going to come 

down to hard on corruption because it could cause us to lose 

Ļĺı ĻĲ ŀĴı ŀĻļ ŀıĭĹĿǥ’ WĴıľı ĴĭĿ ŀĴı ĵĺŀıĳľĵŀŅ ĻĲ FĻľĹŁĸĭ Oĺı 

ĳĻĺı ĭĲŀıľ ŀĴĭŀ?” 

These preliminary interviews highlighted some of the key issues that 

this study needed to address, particularly in terms of establishing 

the impact of corruption in sport for sponsors and attempting to 

address the apparent ‘it depends’ mentality/  The construction of the 

definition of corruption in sport, presented in section 2.5.3, upon 

which this study is based, has been corroborated by respondents in 

this phase of the research process and the key issue of the inclusion 

of doping as a form of sporting transgression has also been agreed. 

In order to further address the aims and objectives of this study, the 

remaining phases of this research process will seek to evaluate these 

issues in more detail. 

3.5 Phase THREE: Case Study Design 

“TĴı ľıĿŁĸŀĿ ĻĲ ĭ ĽŁĭĸĵŀĭŀĵłı ľıĿıĭľįĴ ĿŀŁİŅ ĭľı ĹĻĿŀ 

effectively presented within a rich narrative, sometimes 

referred ŀĻ ĭĿ ĭ įĭĿı ĿŀŁİŅ” 

Maykut & Morehouse (1994: 47) 
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It is accepted in academic literature that case studies provide the field of 

management with some of its most groundbreaking insights (Gibbert & 

Ruigrok, 2010) and are of particular use in the development of contextual 

understanding.  Dooley (2002: 335) states that “įĭĿı ĿŀŁİŅ ľıĿıĭľįĴ 

emphasizes detailed contextual analysis of a limited number of events or 

įĻĺİĵŀĵĻĺĿ ĭĺİ ŀĴıĵľ ľıĸĭŀĵĻĺĿĴĵļĿ” whilst Gibbert et al (2008) suggest that “ĭ 

key difference with other research methods is that case studies seek to study 

ļĴıĺĻĹıĺĭ ĵĺ ŀĴıĵľ įĻĺŀıńŀĿƋ ľĭŀĴıľ ŀĴĭĺ ĵĺİıļıĺİıĺŀ ĻĲ įĻĺŀıńŀ” (1466). 

Importantly, given both the context of this study and the philosophical 

decisions that have been made directing the methodological design of this 

research, Edwards & Skinner (2009) state that “ŀĴı įĭĿı ĿŀŁİŅ ĵĿ ĭ ĲľıĽŁıĺŀĸŅ 

used research and reporting tool of the sport management researcher, and 

ĳľĻŁĺİıİ ŀĴıĻľŅ ŃĻľķĿ ŀĻ ıĺĴĭĺįı ŀĴı ĿŀľıĺĳŀĴĿ ĻĲ ŀĴı įĭĿı ĿŀŁİŅ” (346). 

These strengths include the “ĳıĺıľĭŀĵĻĺ ĻĲ ĭĺ ĵĺŀıĺĿĵłıƋ İıŀĭĵĸıİ ıńĭĹĵĺĭŀĵĻĺ 

ĻĲ ĭ įĭĿı” (Bryman, 2008: 53) instance, or event. Gratton & Jones (2004) 

suggest that the use of a case study research design is based upon the 

argument that “ŁĺİıľĿŀĭĺİĵĺĳ ĴŁĹĭĺ ĭįŀĵłĵŀy requires analysis of both its 

development over time, and the environment and context within which the 

ĭįŀĵłĵŀŅ ĻįįŁľĿ” (97).  In a research area that is recognised to be limited at 

best, employing a methodology that incorporates case studies can only 

bring value to the anticipated findings of the study.  This view is supported 

by Siggelkow (2007) who suggests that “ĵĲ ĻĺĸŅ ĸĵĹĵŀıİ ŀĴıĻľıŀĵįĭĸ 

knowledge exists concerning a particular phenomenon, an inductive research 

strategy that lets theory emerge from the data can be a valuable starting 

ļĻĵĺŀ” (21).  

The decision to employ a case study design in this research is based on the 

desire to create or advance the conceptualisation and operationalisations of 

a theory (Dooley, 2002).  This, as a component of a grounded theory 

approach, ensures that the developed theory will be grounded in data and 

operationalised in such a way to provide a rich and detailed contextual 

background. 
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Gilgun (1994) suggests that “įĭĿı ĿŀŁİĵıĿ ĭľı ĵİĵĻĳľĭļĴĵįƋ Ĺıĭĺĵĺĳ ĭ Ŀĵĺĳĸı 

unit is studied, multiple variables are investigated, and generalising is 

ĭĺĭĸŅŀĵį ľĭŀĴıľ ŀĴĭĺ ĿŀĭŀĵĿŀĵįĭĸ ĭĺİ ļľĻĮĭĮĵĸĵĿŀĵį” (372), or, in other words, 

based on what is probably true.  Although it is argued by critics of case 

study design that the findings of such research lacks generalisability beyond 

the parameters of a given study, Edwards & Skinner (2009) argue that 

generalisation to a wider population is not the primary aim of this type of 

research design but “ŀĴı įĭĿı ĿŀŁİŅ ĹĭŅ Ĵĭłı ĭļļĸĵįĭĮĵĸĵŀŅ ŀĻ ĻŀĴıľ cases or 

ļıľĿĻĺĿ ĵĺ ĿĵĹĵĸĭľ ĿĵŀŁĭŀĵĻĺĿ Ļľ ĿļĻľŀĿ ĻľĳĭĺĵĿĭŀĵĻĺĿ” (214) and, therefore, 

“ĲĵĺİĵĺĳĿ ıńŀľĭįŀıİ ĲľĻĹ ĭ Ŀĵĺĳĸı įĭĿı ĭľı ŀıĿŀıİ for their fit with other cases 

ĭĺİ ŃĵŀĴ ļĭŀŀıľĺĿ ļľıİĵįŀıİ ĮŅ ŀĴıĻľŅ Ļľ ŃĵŀĴ ļľıłĵĻŁĿ ľıĿıĭľįĴ ĭĺİ ŀĴıĻľŅ” 

(Gilgun, 1994: 372).  This process of what could be seen as constant 

comparison is the basis for analytic generalisation whereby a researcher 

attempts to link findings from one case to a theory.  In a study utilising a 

case study design, within the parameters of grounded theory, attempts to 

use these case studies as the foundation upon which theory development 

occurs. Gibbert & Ruigrok (2010) recognise that, in academic research, 

theories developed from a case study research design are among the most 

impactful in the academic community, and whilst critics often question the 

academic rigour of case studies, “ŀĴı ıłĵİıĺįı ĲľĻĹ ĹŁĸŀĵļĸı įĭĿıĿ ĵĿ ĻĲŀıĺ 

considered more compelling, and the overall study is therefore regarded as 

Įıĵĺĳ ĹĻľı ľĻĮŁĿŀ” (Herriot & Firestone, 1983; in Yin, 2009: 53). Thacher 

(2006) suggests that case study research is “ĭ įıĺŀľĭĸ ļĭľŀ ĻĲ ĿĻįĵĭĸ Ŀįĵıĺįı 

analysis and its contributions to causal explanations and interpretive 

ŁĺİıľĿŀĭĺİĵĺĳ ĭľı Ńıĸĸ ķĺĻŃĺ” (1669). 

3.5.1 Validity in Case Study Design 

“CĭĿe study research, like all other forms of research, 

must be concerned with issues such as methodological 

ľĵĳĻľƋ łĭĸĵİĵŀŅ ĭĺİ ľıĸĵĭĮĵĸĵŀŅ” 

Dooley (2002: 338) 
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There are three types of validity that have to be considered in any 

research project – construct validity which refers to “ŀĴı ıńŀıĺŀ ŀĻ 

ŃĴĵįĴ ĭ ļľĻįıİŁľı ĸıĭİĿ ŀĻ ĭĺ ĭįįŁľĭŀı ĻĮĿıľłĭŀĵĻĺ ĻĲ ľıĭĸĵŀŅ” 

(Gibbert & Ruigrok, 2010: 712); internal validity, referring to the 

recognition of causal relationships between variables and the 

discovered results; and external validity, also known as 

generalisability.  The extent to which each is measured within a 

study can determine the academic value of the research to the field. 

Construct validity is achieved through the use of two main 

strategies; firstly, by triangulation, which has a number of forms.  

According to Denzin (1970; in Flick, 2007), there are four main types 

of triangulation method – data triangulation, where the researcher 

uses different sources of data; investigator triangulation, where a 

number of researchers take part in a study to reveal and 

subsequently minimise the bias that may be introduced by one 

researcher; theory triangulation, where different theories utilised to 

explain the same phenomenon; and methodological triangulation. 

This view is not without its critics however.  Fielding & Fielding 

(1986; in Flick, 2007: 46) suggest that “ŀĴıľı ĵĿ ĭ įĭĿı ĲĻľ 

triangulation, but not the one Denzin makes.  We should combine 

theories and methods carefully and purposefully with the intention of 

adding threats or depth to our analysis, but not for the purpose of 

ļŁľĿŁĵĺĳ ‘ĻĮĶıįŀĵłı’ ŀľŁŀĴ”.  Flick (2007) then argues that whilst 

triangulation still contributes to the grounding of data, the 

researcher should be more focused on the comprehensiveness of the 

issues that are being studied.  The second strategy suggested to 

achieve construct validity is the explicit detail of the data collection 

process is undertaken in a study which allows for replication.  The 

purpose of this chapter of this study is to describe and justify each 

phase of the methodological design, allowing not only for the process 

to be scrutinised, but also if desired the replication of the study. 
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By ensuring the incorporation and analysis of all data collected, the 

researcher aims to achieve internal validity.  Through the use of 

constant comparison, another of the central tenets of grounded 

theory, the researcher should avoid what Silverman (2005; in 

Gibbert & Ruigrok, 2010) refers to as ‘anecdotalism’, a few well 

chosen examples designed to illustrate a particular point.  It is also 

important to incorporate the analysis of what might be deemed 

deviant cases that do not necessarily fit within a proposed 

theoretical framework.  Within a grounded theory approach, 

however, these deviant cases shouldn't necessarily exist because 

their results would have been incorporated into the proposed 

theoretical framework as, by utilising the constant comparative 

method, further cases would have been sought to evaluate the extent 

to which one particular case may be the exception to the norm. 

The final source of validity that is important in academia is that of 

external validity, also known as generalisability.  As previously 

discussed, the perceived lack of generalisability of studies employing 

a qualitative research methodology is a widely held criticism outside 

of social sciences.  Over time, however, this view is beginning to 

change as researchers distinguish between two forms of 

generalisability.  Firstly, the more traditionally held view of 

statistical generalisation refers to generalisation from data or 

observations about a given population.  The second form of 

generalisation, which is particularly relevant in this study, analytic 

generalisation, the process of generalising from empirical 

observations to theory, as opposed to a wider population.  This 

development of theory, grounded in both the extant literature and 

the analysis of data collected throughout the research process, 

assures this form of generalisability. 

It is important to note, however, that these forms of validity do not 

happen in isolation and a researcher cannot claim validity of a 
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research project if all three types of validity are not achieved. 

Gibbert & Ruigrok (2010) suggest that without construct and 

internal validity, external validity cannot be achieved. Gibbert et al 

(2008) further state that “ŀĴıľı ĵĿ ĭ ĴĵıľĭľįĴĵįĭĸ ľıĸĭŀĵĻĺĿĴĵļ ĻĲ 

łĭĸĵİĵŀŅ ŀŅļıĿƋ ŃĵŀĴ įĻĺĿŀľŁįŀ ĭĺİ ĵĺŀıľĺĭĸ łĭĸĵİĵŀŅ ĭįŀĵĺĳ ĭĿ ‘įĻĺİĵŀĵĻ 

Ŀĵĺı ĽŁĭ ĺĻĺ’ (or a prerequisite) ĲĻľ ıńŀıľĺĭĸ łĭĸĵİĵŀŅ” (1468). 

The reliability of the research project is also a key concern for 

researchers.  The transparency of the research process, which 

subsequently allows for replication of the process, increases this 

reliability. 

“RıĸĵĭĮĵĸĵŀŅ įĭĺ Įı ĭİİľıĿĿıİ ĮŅ ŁĿĵĺĳ ĿŀĭĺİĭľİĵĿıİ ĹıŀĴods
 

for taking down field notes and transcribing interviews and
 

ĮŅ Ĵĭłĵĺĳ ļııľĿ ľıłĵıŃ ŀĴı İĭŀĭ ĭĺĭĸŅĿĵĿ” 

Angen (2000: 382) 

In this study, this process of data collection and analysis has been 

detailed, including the recording and transcription of both the 

preliminary and final stage semi-structured interviews as well as the 

inter-coder reliability checks that have been conducted. 

3.5.2 Multiple-Embedded Case Studies 

In a multiple case design, cases must be carefully selected so that it 

allows for either literal replication within the study, where each case 

may predict similar results, or theoretical replication, where findings 

contrast.  This selection process is an example of theoretical 

sampling in grounded theory, where the goal is to “įĴĻĻĿı įĭĿıĿ 

which are likely to replicate or extend the emerging ŀĴıĻľŅ” 

(Eisenhardt, 1989: 537). 
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This study is based on a multiple case design as proposed by Yin 

(2009) in that if all cases develop as they might have been predicted, 

there is what Yin (2009) describes as ‘compelling support’ provided 

for an initial set of propositions.  These propositions may be 

represented as the initial codes recognised by the researcher in the 

preliminary stages of qualitative data analysis.  The aim of these case 

studies is to fully understand the roles of particular stakeholders in 

the management of sponsorship agreements in the context of cases 

of sporting transgression.  Whilst the case studies are not being 

utilised to describe or analyse a particular scenario, the use of CIT 

allows for hypothetical scenarios to be discussed and the responses 

to those hypothetical scenarios contextualised.  They provide 

structure to data collection and analysis and, within the parameters 

of each case study (i.e. the sponsor’s perspective, the governing body 

or rights holder perspective, and the sports lawyer perspective of 

sporting transgression), semi-structured interviews, as described in 

phase FOUR of this study, provide the means by which to examine 

the decision-making process of the sponsor and the contextual 

factors that will consider in light of sporting transgression.  A case 

study design has been utilised in order to compare the responses of 

one particular group of stakeholders within one case study and then 

subsequently a cross case analysis was conducted to compare each 

stakeholder’s response with others in the sponsorship relationship. 

Gilgun (1994) states that “Ńıĸĸ-described case studies can be an 

effective means of communicating information and a rich source of 

hypotheses for other practice ĿĵŀŁĭŀĵĻĺĿ” (374) and further argues 

that “ķĺĻŃĸıİĳı ĻĲ ļľıłĭĸıĺįı ĭĺİ ļľĻĮĭĮĵĸĵŀŅƋ ĭĿ Ńıĸĸ ĭĿƋ 

understanding situations in depth and understanding stages in 

ļľĻįıĿĿıĿƋ ĭĸĸ įĻĺŀľĵĮŁŀı ŀĻ ļľĭįŀĵįı ķĺĻŃĸıİĳı” (373).  These views 

are important given the context of this study and the lack of both 

academic and practical understanding of sporting transgression and 

its impact on the management of sponsorship programmes. 
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Three case studies were designed and constructed, allowing for the 

analysis of the roles and opinions of each of the key stakeholders in 

the management of sponsorship agreements – namely sponsors, 

rights holders and sports lawyers – before comparing and 

contrasting findings across stakeholder groups.  It was initially 

thought that a number of multiple-embedded case studies could be 

designed to allow for the analysis of sport- or case of transgression-

specific responses of sponsors to these acts of sporting 

transgression.  However, given the constraints of this research, 

primarily the issue of the sensitivity of the research area, it was 

decided to adopt a wider, more general approach to gathering data, 

utilising the CIT method, focussing on the opinions of groups of 

stakeholders whose roles and relationships within the sport 

industry intersect on a number of occasions and in a number of 

situations. Moreover, it is important to note that a number of other 

stakeholders could have been included in this analysis, allowing for 

the construction of further stakeholder case studies.  However, given 

the number of stakeholders who could be seen as having a vested 

interested in the impact of sporting transgression, including events’ 

organisers (e.g. the Tour de France), the media and fans, the size and 

scope of this research would have become unmanageable. The 

selection of governing bodies as a stakeholder group in this study 

could be debated – however, it is the opinion of the researcher that 

fundamental to a response by a sponsor to a case of sporting 

transgression (and ultimately the overall focus of this study) is both 

the manner in which the governing body manages the relationship 

between themselves and the sponsor in light of sporting 

transgression and the policies in place in order to investigate and 

subsequently punish any guilty party, thus potentially protecting the 

image and reputation of both the sport and the sponsor. The 

researcher recognises the importance of analysing the responses of 

these additional stakeholder groups but felt that the parameters of 
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this study would have been far too great to make a valuable 

contribution to knowledge. This research represents the first in a 

number of stages to fully understand the impact of this type of 

behaviour by athletes and officials on stakeholder groups in the 

sport industry. 

Rights Holders 
(Governing Bodies)

Sponsors

Sports Lawyers

Figure 3.15: Multiple-case study design 

Within each of these case studies, a series of semi-structured 

interviews were conducted, as discussed in section 3.6 with the 

results presented in chapter FOUR of this study. 

3.6 Phase FOUR: In-Depth Interviews 

Based on the common view held by respondents in the preliminary 

interview phase of this study that sponsorship represents a relationship 

between rights holder and sponsoring organisation, it was decided that this 
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relational view would extend to this later phase of research.  The 

relationship dimension in the management of sponsorship programmes in 

light of a corruption scandal is of importance given the fact that sponsors 

may respond in a particular way to a scandal based on the actions of other 

stakeholders involved in that relationship.  Moreover, the sponsor is reliant 

upon at the very least these stakeholders for information about the scandal 

and how that scandal is being managed.  If the information is not 

forthcoming from a particular stakeholder, this could represent the 

beginning of the breakdown of the relationship between these stakeholders, 

with trust becoming an issue. 

Interviews are recognised as a useful means to gather data regarding 

concepts that might otherwise be difficult to measure and provide much 

richer data from a considerably smaller sample that would be the case in 

quantitative studies (Gratton & Jones, 2004).  Moreover, in an explanatory 

study, Saunders et al (2000) suggest that semi-structured interviews, as 

employed in this phase of the research process, can explain the 

relationships between variables, thus giving the researcher the opportunity 

to recognise the impact of these variables on the management of 

sponsorship programmes. 

3.6.1 Interview Schedule Design 

Building upon the recognition of the key stakeholders in a 

sponsorship relationship, namely sponsors, rights holders and legal 

representatives, and the subsequent development of three case 

studies, discussed in section 3.5, a final stage of data collection 

consisting of semi-structured interviews with representatives of 

each of these key stakeholder groups was undertaken.  These 

interviews were designed with the aim of gaining a deeper 

understanding of the management of the sponsorship relationship 

when cases of sporting transgression occurred, leading to the 

conceptualisation of sponsor responses to this type of behaviour. 
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Drawing on the findings of phase TWO, this phase of the research 

process was conducted in order to operationalise corruption in 

sport, to discover the very practical means by which the impact of 

such behaviour is managed in the sport industry and to examine the 

implications of it for sponsors and sponsorship agreements. 

Whilst the possibility of conducting a large-scale quantitative 

analysis of the responses of sponsors to corruption in sport, or 

sporting transgression, was considered, the contentious and 

controversial nature of the subject being studied was deemed to be 

too high to be able to ensure a sufficiently significant sample 

responded to such a survey.  This quantitative study would have 

allowed the researcher to triangulate findings and also offer greater 

generalisability of the research findings, however, given the 

aforementioned paucity of academic research in this area and the 

recognised need for a greater contextualisation of corruption and its 

manifestation in sport, interviews were deemed to be the most 

appropriate means by which to contribute to this contextual 

understanding and to realise the aims and objectives of this study. 

Sandelowski (1996; in Angen, 2000: 388) states that “ĵĺŀıľļľıŀĵłı 

research, because it is not divorced from real-life contexts, is perhaps 

Įıŀŀıľ ĿĵŀŁĭŀıİ ŀĻ ĵĺĲĻľĹ ļľĭįŀĵįı ĵĺ ĹĻĿŀ ĽŁĭĸĵŀĭŀĵłı ĭļļľĻĭįĴıĿ”. 

The decision to utilise a qualitative research methodology was based 

on a number of key concerns.  The logistical constraints of achieving 

a statistically significant sample, particularly when considering that 

the majority of sports in the majority of countries have been affected 

by sporting transgression in some way, would have incurred 

substantial financial costs.  An international survey instrument 

would have had to have been designed and communicated with 

thousands of sponsors, rights holders and lawyers in order to ensure 

the findings of the study were representative. This would then have 

led to considerable difficulties in terms of language.  It could also be 
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argued that, based on previous research in to corruption, there 

would also be a significant cultural issues, particularly in terms of 

the acceptability of certain types of behaviour, to take into account 

which is beyond the parameters of this study. 

Issues of generalisability of the research findings have been 

discussed in section 3.5, and whilst questions about the reliability 

and replication of qualitative research remain (Neuman, 2000; 

Saunders et al, 2000), Gratton & Jones (2004) suggest that “ŀĴı ĺııİ 

to understand the underlying experiences, feelings and emotions 

related to behaviour has been acknowledged in recent years, and as a 

consequence, qualitative research is taking on an increasing 

ĵĹļĻľŀĭĺįı ŃĵŀĴĵĺ ĿļĻľŀĿ ĿŀŁİĵıĿ” (23).  In addition, Marshall & 

Rossman (in Saunders et al, 2000: 251) argue that “Ļĺı ľıĿļĻĺĿı ŀĻ 

the issue of reliability is that findings from using non-standardised 

research methods are not necessarily intended to be repeatable since 

they reflect reality at the time they were collected, in a situation which 

ĹĭŅ Įı ĿŁĮĶıįŀ ŀĻ įĴĭĺĳı”. 

This study has adopted the principles of grounded theory which 

“ıĺĭĮĸıĿ ŀĴı ĿļĻľŀ Ĺĭĺĭĳement researcher to go beyond mere 

description or statistical analysis of the phenomena, to describe the 

ĴĻŃ ĭĺİ ŃĴŅƋ ĭĺİ ĿĵŀŁĭŀıİ ŀĴı ļĴıĺĻĹıĺĭ ŃĵŀĴĵĺ ĿļıįĵĲĵį įĻĺŀıńŀĿ” 

(Edwards & Skinner, 2009: 345).  As such, the use of semi-structured 

interviews as a way of gathering the views and opinions of key 

informants from each of the stakeholder groups previously 

identified provides the opportunity to understand the ‘how and why’ 

of corruption in sport and in particular, the impact it has on the 

management of sponsorship programmes.  The contextual analysis is 

crucial in the study, as it determines the decision-making process a 

sponsor might undertake in light of a scandal. 
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In order to ensure that a true understanding and appreciation of the 

potential responses of sponsors to sporting transgression, as in 

phase TWO of this study, Critical Incident Technique (CIT) was again 

utilised.  This enabled respondents to describe the how and why of 

the phenomenon of sporting transgression, the impact that corrupt 

behaviour can have on the management of sponsorship programmes 

and the potential responses of sponsors in what could be 

hypothetical situations.  Whilst rights holders were targeted to try to 

gather the views and opinions of those that have been affected by 

sporting transgression, this use of CIT meant that individuals within 

those governing bodies could draw on the experience of colleagues 

or situations that they may be aware of even if they haven't 

physically dealt with the scenario or scandal themselves. 

3.6.2 Sampling 

As previously discussed, the issue of corruption in sport is a 

contentious one and this had to be considered in devising a sampling 

procedure.  Gaining access to participants who may have been 

willing to discuss the issue could prove problematic, further 

complicated by the fact that sponsorship research appears to be an 

area that companies are reluctant to take part in (Chadwick, 2004).  

The competitiveness of the sponsorship market in itself is a reason 

why sponsors may wish to keep their practices private or 

confidential and, in addition, because of the media focus and interest 

in the area of corruption in sport, both rights holders and sponsors 

may feel that in commenting on such an issue may be commercially 

sensitive. 

Due to the international impact of sporting transgression, a global 

audience sport attracts and the global sponsors who become 

involved in the sport industry, a sample representing this 

international nature of sponsorship was sought.  Despite the 
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numerous concerns regarding access to respondents, potential 

language barriers and the associated costs that may be incurred, an 

international analysis of the impact of corruption in sport on the 

management of sponsorship programmes was deemed necessary, 

particularly due to the international focus of the database of cases of 

corruption that was developed throughout this research process. 

Therefore, with these concerns in mind, the grounded theory tenet of 

theoretical sampling, and in particular, convenience sampling was 

employed. 

This mode of sampling ensured access to targeted respondents in 

each of the stakeholder groups that would provide a contextual 

understanding of the issues under investigation.  In the first instance, 

sponsors and rights holders that have been affected by cases of 

sporting transgression were contacted to ensure that the developing 

theory was grounded not only in the extant literature, but also in the 

reality of international sport and sponsorship management.  It is 

acknowledged that a more random sampling method may have 

proven to be more representative of the sponsorship industry in its 

entirety, however, with the process of analytical generalisation in 

mind, which “ĵĺłĻĸłıĿ ĭ ľıĭĿĻĺıİ ĶŁİĳıĹıĺŀ ĭĮĻŁŀ ŀĴe extent to which 

the findings from one study can be used as a guide to what might occur 

ĵĺ ĭĺĻŀĴıľ ĿĵŀŁĭŀĵĻĺ” (Kvale, 2007: 127), it was decided that those 

respondents offering a greater conceptual understanding and 

experience of sporting transgression would be of more value to the 

overall research findings. 

In each of the stakeholder groups, respondents were targeted based 

on the prevalence of corruption in a particular sport or, in the case of 

sponsors, in a sport that they were associated with and, where 

possible, those that had been significantly affected by sporting 

transgression.  For example, given the time at which the interviews 

were conducted, the pursuit of rights holders and sponsors of the 
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sport of cycling was seen as vital to the success of the study.  The 

inclusion of sports lawyers in the study may not seem an obvious 

choice, however, in light of the fact that the study sought to analyse 

the potential responses of sponsors to sporting transgression, and 

these responses would primarily be based on recursive action that 

would be highlighted in a sponsorship agreement between sponsor 

and rights holder, it was felt that their views and opinions were also 

crucial in the understanding of this process. 

Five interviews were conducted in each case study (see table 3.5 for 

a breakdown of interview respondents). Those targeted included 

sponsors involved in global sports, and rights holders of national and 

international organisations, again reflecting the international scale 

and scope of the sport industry. It was also important to ensure that 

those interviewed were involved in sports that had previously 

experienced examples of such behaviour, or in the case of sports 

lawyers, had experience in negotiating sponsorship agreements, that 

provided the contextual background to the questions asked 

throughout.  This was deemed the most appropriate manner to 

gather this data as although discussions were facilitated through the 

use of CIT, respondents could draw on actual individual or 

organisational experience when discussing the issues at hand. New 

contacts were established and existing contacts within the 

supervisory team were utilised.  This in itself proved problematic 

due to the nature of the research issue.  Existing contacts were, in 

some cases, aware of the study prior to any discussion about 

participating in the research project and were reticent to take part. 

The newer contacts that were established proved more willing to 

participate – this is perhaps due to the wording used when 

discussing their participation.  It has previously been acknowledged 

that the use of the word ‘corruption’ to describe the behaviour that is 

the focus of this research proved an issue for some of those 

individuals who were targeted; even the title of the project caused 
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some concern/  Due to this, the phrase ‘sporting transgression’ was 

used to describe the same behaviour, but seemed far more 

acceptable to those potential respondents.  The new contacts were 

approached using the latter terminology. 

Table 3.5: Phase FOUR Respondents 

Respondent Role in the Sponsorship Relationship 

RSP1 Senior Sponsorship Manager, Sponsor 

RSP2 Chairman, Sponsor 

RSP3 Sponsorship Executive, Sponsor 

RSP4 Chief Insight Officer, Sponsor 

RSP5 Managing Director, Sponsor 

RGB1 Commercial Director, Governing Body 

RGB2 Marketing Manager, Governing Body 

RGB3 Commercial Partnership Manager, Governing Body 

RGB4 Sponsorship Manager, Governing Body 

RGB5 Head of Executive Programmes, Governing Body 

RSL1 Sports Lawyer 

RSL2 Sports Lawyer 

RSL3 Sports Lawyer 

RSL4 Sports Lawyer 

RSL5 Sports Lawyer 

3.6.3 Data Collection & Analysis 

Drawing on the themes identified and key issues raised in the 

analysis of data collected in phases ONE and TWO of this research 

process, semi-structured interviews were constructively designed to 

explore the knowledge of sporting transgression and its potential 

impact in the sport industry, the understanding of the implications of 

such behaviour and the management practices that may be 

undertaken by sponsors, in particular in light of such a scandal. 

141 



 
 

 

 

   

 

 

 

 

 

  

  

 

 

 

 

 

 

 

   

    

  

 

  

   

 

 

 

  

Questions were designed to gather the views and opinions of three 

sets of stakeholders within the sponsorship relationship – namely 

sponsors, rights holders (in this case, governing bodies, and 

therefore those responsible for managing sporting discretion within 

a particular sport) and sports lawyers – as to the potential responses 

of sponsors to sporting transgression and the contextual factors that 

might influence such decisions.  A total of 27 questions were 

designed, some of which were specific to each stakeholder (see 

appendix C for the interview schedule designed for this phase of the 

study, including prompts).  Five of the questions were asked to all 

respondents in order to gather opinions as to sporting transgression 

in general before moving on to more stakeholder-specific 

questioning. 

Kvale (1996; in Bryman & Bell, 2003) has suggested that nine 

different kinds of questions may be used in an interview, including 

introductory, follow-up (e/g/ ‘based on your experience, can you give 

an example?), probing (asking for clarification or further 

explanation), direct (questions requiring yes or no answers) and 

interpreting (e.g. asking questions in a different way to ensure full 

understanding for the interviewer) questions. A combination of 

these questions were utilised in each interview – the extent to which 

each type of question was used varied slightly depending on the 

interview and the answers given by the respondent.  The researcher 

had an interview schedule available to them, however, in some 

circumstances, as discussed by Goulding (2002), and important in 

the use of a grounded theory methodology, the discussion was 

allowed “ŀĻ ĸıĭİ ĵĺŀĻ ĭľıĭĿ ŃĴĵįĴ ĹĭŅ ĺĻŀ Ĵĭłı Įııĺ įĻĺĿĵİıľıİ ļľĵĻľ 

ŀĻ ŀĴı ĵĺŀıľłĵıŃƋ ĮŁŀ ŃĴĵįĴ ĹĭŅ Įı ļĻŀıĺŀĵĭĸĸŅ ľıĸıłĭĺŀ ŀĻ ŀĴı ĿŀŁİŅ” 

(59). 

Interviews were conducted over the course of ten months, between 

March and November 2012.  Due to the contentious nature of the 
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research topic, it took considerable time in attracting participants, 

meaning that this process was slightly more drawn out than was 

initially anticipated.  Confidentiality and anonymity were assured 

that all participants in writing upon initial contact, and then 

reiterated when arranging interviews and then once more at the 

beginning of the interview itself.  Healey & Rawlinson (1994) 

suggested that assuring confidentiality improved the perceived 

trustworthiness of the interviewer, and thus encouraged a more 

open and honest discussion during an interview. 

In total, 15 interviews were conducted, five with each type of 

stakeholder involved in the sponsorship relationship, and ranged in 

duration between 30 and 50 minutes.  The length of these interviews 

was determined by the experience each stakeholder had in the 

management of sporting transgression and/or the implications of it, 

the knowledge each respondent might have regarding sporting 

transgression itself and also the availability of each participant.  As 

in phase TWO, face-to-face interviews were considered as a means of 

collecting this data, however, it was again deemed unrealistic in the 

pursuit of an international sample; therefore, telephone interviews 

were arranged.  Each respondent was asked if the recording of the 

interview was acceptable to them, to which all of them consented 

and whilst these interviews were recorded, the researcher took 

extensive notes in the form of memos as per grounded theory 

methodology to not only supplement the analysis of these 

interviews, but also as indicators to further questions.  As previously 

discussed, semi-structured interviews provide flexibility in the 

interview process as “ĽŁıĿŀions that are not included in the guide (the 

interview schedule) may be asked as the interviewer picks up on 

ŀĴĵĺĳĿ Ŀĭĵİ ĮŅ ĵĺŀıľłĵıŃııĿ” (Bryman, 2008: 438). 

The coding and analysis procedures utilised in phase TWO of this 

study (set out in section 3.4), were again employed in order to 
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ensure both a consistent approach of analysis throughout the study 

and also to develop a grounded theory that contributes to knowledge 

in both academia and practical sport management.  Based on the 

extant literature, initial codes were developed by the researcher 

without a prior understanding of the data collected, thus grounding 

the findings of any study in that literature.  Following this, a further 

three-stage coding procedure was undertaken – open, axial and 

selective coding (as per grounded theory) where codes were 

identified, reduced and conceptualised.  This analysis was key in the 

understanding of the relationships between these codes and, 

therefore, the relationships between contextual factors that 

influence the decision-making process of sponsors in response to 

cases of sporting transgression.  Initial coding by the researcher 

uncovered four basic codes upon which the analysis was to be based, 

and, subsequently, as the coding procedure continued, a further two 

codes were identified, thus leading to a recoding of the data 

collected.  In order to ensure that the research would achieve its 

aims and objectives, and therefore answer the research question set, 

a process of inter-coder analysis was conducted.  A second 

researcher independent of the project examined a sample of the 

transcripts of the interviews as well as the codes identified by the 

researcher to evaluate their effectiveness in recording the content of 

the interviews, leading to a more conceptual understanding of the 

issues at hand.  It was in this process that one of the two further 

codes were identified, leading to existing codes being restructured 

through a recoding process. 

As in phase TWO, each respondent was given an alphanumeric 

designation depending on the stakeholder group they represented 

and then numbered 1 to 5.  Respondents representing sponsors 

were given the designation ‘RSP’ (respondent sponsor)- those 

representing governing bodies ‘RGB’ (respondent governing body)-
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and those representing sports lawyers ‘RSL’ (respondent sports 

lawyer) – these alphanumeric labels can be seen in table 3.5. 

This analysis led to the discovery of six core issues relating to the 

decision-making process of sponsors in response to sporting 

transgression – the nature of the transgression; the management of 

the transgression; the relationship between stakeholders in 

sponsorship agreements; the role or impact of the media; the risk of 

sponsorship as a marketing publication strategy; and the contractual 

obligations the sponsorship agreement contains with regards to 

potential remedial action.  Each of these issues play a significant role 

in how a sponsor is going to respond if a property they are 

associated with become involved in a scandal or case of sporting 

transgression. As a result of this analysis, the Sponsor Response to 

Sporting Transgression (SRST) Model was developed to display this 

decision-making process, the factors that influence it (based on the 

six core issues identified) and the potential responses a sponsor may 

choose to use in light of sporting transgression. 

3.7 Methodological Considerations 

This chapter has provided a detailed discussion of the methodological 

approach utilised in this study and the underlying philosophical 

considerations taken in the process of research design.  The study, the first 

of its kind to examine the impact of sporting transgression in this way, has 

been designed to begin to develop a better understanding as to these 

implications for a single group of stakeholders in the sport industry, namely 

sponsors, by analysing the roles and opinions of the key stakeholders 

involved in the management of sponsorship agreements, the potential 

responses of sponsors to cases of corruption in sport committed by athletes 

and officials in sporting competition and the contextual factors that 

influence any response or decision.  The methodology presented represents 

a multistage approach to the study of sponsorship management in the 
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context of sporting transgression that draws upon the central tenets of a 

grounded theory methodology in order to address the central research 

question: How does corruption in sport impact on the management of 

sport sponsorship programmes? 

The methodological design of this study has evolved to develop a rich 

analysis of the issue of study that links the relatively limited academic 

understanding of sporting transgression with the reality of managing such 

behaviour and the implications of it in the practical management processes 

in sport.  Phase ONE of this study – the construction of an extensive 

database of cases of sporting transgression – displays, firstly, the 

prevalence of such behaviour in sport and, secondly highlights the rationale 

for the focus of this study and the importance of understanding the 

implications of sporting transgression for stakeholders, with a primary 

focus on sponsors.  Phase TWO involved a series of preliminary, semi-

structured interviews with professionals in and around the sponsorship 

industry to ensure that later stages of data collection were driven by the 

practical realities of sport management and that a true understanding of the 

implications of this behaviour would be gained.  Three case studies were 

subsequently developed (phase THREE), using the multiple embedded case 

study design to examine the roles and opinions of each of the key 

stakeholders in the sponsorship relationship – namely sponsors, rights 

holders and sports lawyers.  Within these case studies, a series of semi-

structured interviews, phase FOUR of the research process, were conducted 

with representatives of each of the stakeholder groups. 

As discussed in chapter TWO of this study, the extant literature, particularly 

in the field of corruption, identifies a significant lack of contextual 

understanding in the field. The methodology undertaken in this study aims 

to begin to address this issue, and, whilst the contextual findings of this 

study might not be considered generalisable, the model presented as a 

result of the data collection and analysis process can be used in analysing 

146 



 
 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

how sponsors might respond to other cases of sporting transgression in 

different sports, in different countries, in different situations. 

The findings of this research, and the implications of them, are presented in 

chapter FOUR. 
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FOUR 
Research Findings 

4.1 Chapter Overview 

This chapter presents and examines the main findings of this study. 

Drawing from the analysis of semi-structured interviews conducted with 

key stakeholders in the management of sponsorship programmes, namely 

sponsors, rights holders and legal representatives, this chapter analyses the 

potential responses of sponsors to cases of sporting transgression and the 

contextual factors that influence any response or decision are discussed, 

leading to the development of a conceptual model that explains this 

decision making process. 

4.2 Case Study ONE: The Sponsor’s Perspective2 

As presented in section 3.3, there are a number of different types of 

corruption in sport, sporting transgression that seeks to deliberately distort 

the outcome of a sporting contest or an element within that contest, which 

may occur.  It is also clear that different sports are affected by different 

types of corruption to varying degrees, whilst there are also geographic 

differences in prevalence.  For sponsors, this may mean that they might not 

be aware of the severity of the issue because they might be involved in a 

sport that is not particularly affected by it or the majority of the business 

may be conducted in countries where this type of behaviour is not as 

prevalent as in others. Perhaps even simpler would be the view that 

sponsors don't understand or appreciate this type of behaviour by athletes 

or officials responsible for the outcome of a sporting contest or believe that 

the implications of such behaviour extends to them.  Also, a key issue is the 

reasons why a sponsor may choose to use sport as a means of achieving 

their marketing, and more specifically sponsorship, objectives. 

2 For a full transcript of interview RSP5, please refer to Appendix D 
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RSP5	 “Over the last 10 to 15 years sport has grown in a huge way” 

RSP4	 ”I ŀĴĵĺķ ŀĴı ŁĿı ĻĲ ĿļĻľŀ ĿļĻĺĿĻľĿĴĵļ ĴĭĿ ĳľĻŃĺ ĹĭĿĿĵłıĸŅ ĵĺ ŀĴı ĸĭĿŀ 10 

ŅıĭľĿ ĲĻľ ĮĻŀĴ Įĵĳĳıľ ĮľĭĺİĿ ĭĺİ ĿĹĭĸĸıľ ĮľĭĺİĿ” 

RSP2	 “YĻŁ ĶŁĿŀ ĳĻŀ ŀĻ ŀŁľĺ Ļĺ ŀĴı ŀıĸıłĵĿĵĻĺǥ ŅĻŁ’łı ĶŁĿŀ ĳĻŀ ŀĻ ĸĻĻķ ĭŀ ŀĴı 

amount of money that is in sport, you just got to look at where it's 

money is coming from to understand it is such a great vehicle for 

brands and businesses to either align themselves or to use in other 

ŃĭŅĿƋ ĿŁįĴ ĭĿ ıĺŀıľŀĭĵĺĹıĺŀǥ ĵŀ'Ŀ ĴŁĳı” 

RSP3	 “SļĻĺĿĻľĿĴĵļ ĵĺ ĿļĻľŀ ĵĿ ĮıįĻĹĵĺĳ ĹŁįĴ ĹĻľı ĻĲ ŀĴı marketing mix as 

a means of increasing brand awareness and is much more cost 

ıĲĲıįŀĵłı ŀĴĭĺ ĿĻĹı ĻĲ ŀĴı ĹĻľı ŀľĭİĵŀĵĻĺĭĸ ĿŀľĭŀıĳĵıĿ” 

As previously discussed, Tripodi (2001) states that brand awareness and 

brand image are the most important objectives to be set, and more crucially, 

achieved. Sponsors become involved in sport in order to take advantage of 

the benefits of that association or relationship between sports brands and 

that of their own organisation or product. The choice of sports 

organisations to be involved with is entirely dependent on the values of that 

organisation and the associated benefits of global reach and audience the 

relationship brings. Sponsorship can provide an incredibly useful platform 

in order to enhance corporate image whilst strengthening the position of 

the brand (Farrelly et al, 2006). 

RSP1	 ”A ĿļĻĺĿĻľ ŁĿŁĭĸĸŅ ĳıŀĿ ĵĺłĻĸłıİ ŃĵŀĴ ĭ ĿļĻľŀ ĮıįĭŁĿı ŀĴĭŀ ĿļĻľŀ ĵĿ 

ľĵĳĴŀ ĲĻľ ŀĴıĹ” 

RSP4	 ”Wı ĭĸľıĭİŅ Ĵĭłı ĳĸĻĮĭĸ ľıĭįĴƋ ĮŁŀ Ńı ŁĿı ĿļĻĺĿĻľĿĴĵļ ŀĻ ľıĵĺĲĻľįı ĻŁľ 

relevance to our custoĹıľĿ ĭĺİ ĭĸĿĻ ĲĻľ ļĻĿĵŀĵłı ĵĹĭĳı ĲĻľ ĻŁľ Įľĭĺİ” 
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Ultimately, as one respondent suggested, “being involved in sport in an 

ĵĺŀıĸĸĵĳıĺŀ ŃĭŅ įĴĭĺĳıĿ ļıľĿļıįŀĵłıĿ ĻĲ ŀĴı Įľĭĺİ” (RSP5). 

A positive image of a brand (of both the sponsor and rights holder, or 

sporting organisation) in the eye of the consumer takes time to establish 

and there are a number of factors that can impact upon this positive image, 

one of which is sporting transgression.  The views and opinions of sponsors 

about the impact sporting transgression can and does have on the 

management of sponsorship programmes are discussed. 

4.2.1 The Nature of the Transgression 

As is apparent from the preliminary interviews, there seems to be 

confusion as to the potential impact of sporting transgression on the 

management of sponsorship programmes, but perhaps more 

alarmingly, on the sport industry as a whole.  Respondents in this 

phase of the research process, however, had a greater level of 

understanding as to transgression in sport but sometimes struggled 

to separate sporting transgression (behaviours like doping and 

match fixing) from what Wilson et al (2008) identify as player 

transgression.  Often, athletes guilty of behaviours that would be 

classed as player transgression, including Tiger Woods, were 

highlighted in their responses to the questions asked – they did 

however distinguish between the two by suggesting that sporting 

transgression includes any behaviour that compromises “ŀĴı ļŁľĵŀŅ 

ĻĲ ĿļĻľŀ” (RSP1). 

This study proposes a new definition of sporting transgression – any 

illegal, immoral or unethical activity that attempts to deliberately 

distort the outcome of a sporting contest, or an element within that 

contest, for the personal material gain of one or more parties involved 

in that activity – and includes such behaviour as doping, betting and 

non-betting related match fixing, and spot fixing.  How these 
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behaviours manifest themselves in a particular sport impact upon 

the response of a sponsor to that behaviour.  This, primarily, is due 

to the frequency in which the transgressive behaviour occurs in a 

particular sport.  For example, the sport of athletics has a significant 

problem or issue with the use of PEDs and has done for a significant 

period of time, the most infamous of these cases involving Canadian 

sprinter Ben Johnson and his failed drugs test after winning the 

Olympic gold medal at the Olympics in Seoul, Korea in 1988.  Match 

fixing (or, in the context of this sport, race or event fixing) has 

occurred but by no means on the same level as doping.  On the other 

hand, football is far more susceptible to match fixing and to a certain 

degree spot fixing than it is to doping – or at least that's what the 

viewing public are led to believe.  Positive drugs tests in football are 

often unreported, meaning that a true measurement of the issue in 

the sport is virtually impossible to conduct.  However, these 

discrepancies in the prevalence of particular types of sporting 

transgression in different sports present challenges for sponsors, in 

terms of managing the potential impact of that behaviour on them 

and their brand. 

RSP1	 ”Iŀ İıļıĺİĿ Ļĺ ŃĴĭŀ ŀĴı ŀľĭĺĿĳľıĿĿĵĻĺ ĵĿ ĭĺİ ĴĻŃ ĿıľĵĻŁĿ ĵŀ ĵĿ 

ĭĺİ ŃĴıľı ĵŀ ĴĭļļıĺĿǥ ŀĴıľı ĭľı ĿĻ ĹĭĺŅ łĭľĵĭĮĸıĿ” 

RSP1	 “Iŀ İıļıĺİĿ Ļĺ ŀĴı Ŀįĭĸı ĵĿǥ ĭĺİ ĭŀ ŃĴĭŀ ĸıłıĸ ĭŀ ŃĴĵįĴ ŀĴı 

ŀľĭĺĿĳľıĿĿĵĻĺ ŀĭķıĿ ļĸĭįı” 

RSP2	 ”NĭŀŁľĭĸĸŅƋ İıļıĺİĵĺĳ Ļĺ ŀĴı ĺĭŀŁľı ĻĲ ŀĴı ŀľĭĺĿĳľıĿĿĵĻĺ ĭĺİ 

how that impacts on what we call the true spirit of 

įĻĹļıŀĵŀĵĻĺǥ” 

RSP5	 ”Iŀ ŃĻŁĸİ İıļıĺİ Ļĺ ŀĴı ĿļĻľŀ ĵŀĿıĸĲ” 
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There is also the opinion presented by one respondent, who 

suggested that “ŀľĭĺĿĳľıĿĿĵĻĺ ĵĿ ŀľĭĺĿĳľıĿĿĵĻĺǥ ĿļĻľŀ ĵĿ ĭĮĻŁŀ ļĸĭŅĵĺĳ 

ĮŅ ŀĴı ľŁĸıĿǥ ŃĴıĺ ļıĻļĸı İĻĺ'ŀƋ ĵŀ İĻıĿĺ'ŀ Ĺĭŀŀıľ ŃĴĭŀ ŅĻŁ'łı İĻĺıƋ 

ŅĻŁ Ĵĭłı įĴıĭŀıİ” (RSP3).  On the whole, however, there are a 

number of variables that would be taken into account regarding the 

transgression before responding in any way. Their reaction 

becomes dependent on the nature of the transgression – the type of 

transgression, the severity of the transgression, the amount of media 

coverage that the transgression attracts, the level at which the 

transgression takes place, the prevalence of that type of 

transgression in the sport and also the athlete who has committed 

the transgressive act. 

Another important factor identified by respondents is the manner in 

which other stakeholders, in particular fans, respond to a case of 

sporting transgression.  Ultimately, the primary goal of sponsorship 

is gaining access to target audiences.  Sport offers organisations the 

opportunity to do this in a more cost-effective way than the more 

traditional marketing activities (Lagae, 2005).  If sporting 

transgression leads the consumer to question the integrity of the 

sporting competition, and thus reduce their involvement or 

engagement with the sport, it has a potentially substantial knock-on 

effect to the level of involvement or engagement these consumers 

will have with the sponsors of the sporting organisations. 

RSP3	 ”I ŀĴĵĺķ ŀĴı łĭĸŁıĿ ĻĲ Ĳĭĵľ ļĸĭŅ ĭĺİ ĵĺŀıĳľĵŀŅ ĭľı ĵĹļĭįŀıİ ĵĺ ŀĴı 

minds of consumers and this is a longer-ŀıľĹ ĵĹļĭįŀ” 

RSP2	 ”A ĽŁıĿŀĵĻĺ ĻĲ İıĳľııĿ ĻĲ ĿıļĭľĭŀĵĻĺ ĭŀ ĭĺŅ Ŀŀĭĳı ŃĴıĺ ŀĴı 

discolouration of the sport occurs, there will be a flow on 

ıĲĲıįŀǥ ĲıŃıľ ļıĻļĸı Ŀııĵĺĳ ĿļĻĺĿĻľıİ ĭĿĿıŀĿƋ ĲıŃıľ ļıĻļĸı 

seeing the Įľĭĺİǥ” 
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An interesting theme that became apparent in the data analysis was 

the level of expectation regarding the behaviour of athletes in 

particular sports.  For example, it was suggested by one respondent 

that “įĻĺĿŁĹıľĿ Ĵĭłı ĭ Ŀıŀ ĻĲ ıńļıįŀĭŀĵĻĺĿ ĭľĻŁĺİ ĲĻĻŀĮĭĸĸƋ ŃĴĵįĴ ĭľı 

not as high or less noble, then they would be around, say the Olympics 

ĿĻ ŅĻŁ Ĵĭłı ĹĻľı ĸııŃĭŅ ĵĺ ŀĴı ĮıĴĭłĵĻŁľ ĻĲ ĿļĻľŀĵĺĳ ĿŀĭľĿ” (RSP4). 

This suggests that whilst the sponsor may view a particular type of 

transgression as particularly damaging, if it happens in a sport that 

is viewed as being less noble or reputable, they may not act in the 

same way as if it occurred in a different sport.  The credibility of 

sport is tarnished as a result of this kind of scandal, with all 

stakeholders questioning the fair play and integrity of sporting 

competition. 

RSP5	 ”IĲ İľŁĳĿ Ńıľı ľĵĲıƋ ĸĵķı ĵĺ įŅįĸĵĺĳ, it can destroy the credibility 

ĻĲ ŀĴı ĿļĻľŀ” 

When discussing the use of PEDs in sport, respondents all referenced 

the current state of the sport of cycling.  The release of the USADA 

report in October 2012 that investigated doping in the US Postal 

team in the 1990s and 2000s, and in particular, the role of Lance 

Armstrong, has highlighted the potential damage this kind of scandal 

could do.  Professional cycling, whilst popular during the Tour de 

France and the Olympic Games, does not attract the same level of 

media coverage and sponsorship investment than some of the more 

globally commercial sports, like football. 

RSP1	 ”IĲ ĭ ĸıĿĿ ļĻļŁĸĭľ ĿļĻľŀ ĵĿ ĭĲĲıįŀıİ ĮŅ ĭ Ŀįĭĺİĭĸ ŀĴı ĿļĻĺĿĻľ 

would still be affected” 

However, the intense media attention the sport received as a result 

of the USADA report meant that the reputation of not only the sport, 

but all those associated with it was tarnished. 
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RSP1	 ”Reputationally, so if you're linked to some kind of 

transgression, depending on what it is obviously so, if you are 

someone who uses drugs and you get caught and you sponsor 

them ŀĴıĺ ŅĻŁ ĸĻĻķ Įĭİ” 

Whilst the initial media coverage of the doping crisis in cycling was 

indeed intense, other events occurred that diverted the media's 

attention away from the scandal.  The Tour de France in 2013 

brought these issues back into the media spotlight – Team Sky rider, 

Chris Froome, who won the race, was constantly plagued by 

questions about his own performances and whether they were being 

enhanced through the use of PEDs.  This level of media scrutiny 

impacts upon the nature of any transgression and subsequently the 

potential responses to that transgression by stakeholders.  The 

length of time the scandal remains in the spotlight is therefore key – 

when the focus of attention is likely to fade, and therefore the impact 

of the transgression on the brand of the sponsor. 

RSP3	 ”I ŀĴĵĺķ ĵŀ ĴĭĿ ĭ ĿĴĻľŀ-term impact by bringing the sport into 

İĵĿľıļŁŀı ĭĺİ ŀĴıĺ ĶŁĿŀ ĹĻłı Ļĺ” 

RSP1	 ”Iŀ'Ŀ all about shock factor when considering the type of 

ŀľĭĺĿĳľıĿĿĵĻĺ” 

RSP5	 “I think at the end of the day it is very much an individual 

discussion on the seriousness of the transgression does it affect 

the reputation of the individual or the sport for the next two, 

three, 10 years?” 

RSP5	 “WĴĭŀ ŀĴı ŀľĭĺĿĳľıĿĿĵĻĺ ĵĿƋ ŃĴıĺ ŅĻŁ ŀĴĵĺķ ĵŀ ĵĿ ĳĻĵĺĳ ŀĻ Ĳĭİı 

and how it might reflect on the brand of the sponsor” 
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The athletes or officials involved in this type of behaviour are also a 

key consideration for sponsors when discussing the nature of the 

transgression in sport. For example, the fact that it was seven-time 

Tour de France winner Lance Armstrong at the centre of the 

investigation into the US Postal cycling team no doubt significantly 

affected the attention the case received.  If it had been a less 

successful or less well-known athlete involved in the scandal, it can 

only be assumed that the impact of the case would have been 

substantially lessened. The number of people involved in the 

transgressive behaviour would also be taken into consideration. 

RSP3	 ”Iŀ ĭĸĿĻ İıļıĺİĿ Ļĺ ŃĴıŀĴıľ ĵŀ'Ŀ ĭ ŀıĭĹ Ļľ ĵĺİĵłĵİŁĭĸ ĭŀĴĸıŀı 

ĵĺłĻĸłıİ” 

RSP3	 ”Iŀ ĵĿ ĭĺ ĵĺİĵłĵİŁĭĸ ŃĴĻ ĵĿ Įıĵĺĳ įľĵŀĵįĵĿıİƋ ĺĻŀ ŀĴı ŃĴĻĸı ŀıĭĹǥ 

if it was the whole team involved then it would be completely 

differıĺŀ” 

Whilst there is the recognition that this type of behaviour isn't likely 

to disappear from sport with one respondent suggesting that “I ŀĴĵĺķ 

ŀĴıľı Ńĵĸĸ ĭĸŃĭŅĿ Įı İľŁĳ ŀĭķĵĺĳ ĭŀ ŀĴı OĸŅĹļĵįĿ” (RSP5), there is the 

opportunity for the sponsor to enhance brand image in the eyes of 

the target audience by responding to the scandal in what is deemed 

an appropriate way. What constitutes an ‘appropriate response’ 

becomes entirely dependent on how a sponsor makes sense of the 

scandal they are faced with. 

RSP4	 “IĲ ĭ ŀľĭĺĿĳľıĿĿĵĻĺ ĵĿ ĿĻ Ŀıłıľı ŀĴı ĿļĻĺĿĻľ įĭĺ ĭŀŀĭĵĺ ļĻĿĵŀĵłı 

brand image by saying that you don't want to be associated 

ŃĵŀĴ ŀĴĭŀ ļıľĿĻĺ” 

This becomes dependent on whether the case of sporting 

transgression is managed in a way deemed efficient and effective by 
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the sponsor, the impact on the brand of the sponsor (which takes 

time to establish), the amount of attention the case receives in the 

national and international media and also the risk associated with 

making a particular decision.  One such risk was highlighted by one 

respondent, who stated that “ŅĻŁ ŃĻŁĸİ ĸĵķı ŀĻ ŀĴĵĺķ ŀĴĭŀ ĿļĻľŀĵĺĳ 

transgression would have a big effect, but sport always seems to 

ĮĻŁĺįı Įĭįķ” (RSP5).  The question then becomes whether the 

sponsor is prepared to deal with or manage the short-term impact of 

a case with the attitude that one respondent articulated in saying 

“ŀĴĵĿ ĵĿ ĳĻĵĺĳ ŀĻ ĴŁľŀ” (RSP2) in order to continue to benefit from the 

association , or relationship, in the long-term. 

RSP3	 ”BŅ ĿŀĭķıĴĻĸİıľ ĿĴĻŃĵĺĳ įĻĹĹĵŀĹıĺt to the sport these things 

ĶŁĿŀ ĳıŀ ĲĻľĳĻŀŀıĺ” 

4.2.2	 The Management of the Transgression 

The prevention, reporting and management mechanisms of a 

sporting organisation are crucial in their response both to the threat 

of and actual cases of sporting transgression.  In this instance, the 

governing body at both national and international levels needs to be 

seen as proactive in dealing with the issue. 

RSP2	 ”I Įıĸĵıłı ŀĴĭŀ ŀĴı ĳĻłıľĺĵĺĳ ĮĻİŅ ĴĭĿ ĭĺ ĻĮĸĵĳĭŀĵĻĺ ĭ İŁŀŅ ŀĻ 

set standards for the health and well-Įıĵĺĳ ĻĲ ŀĴı ĿļĻľŀ” 

RSP2	 ”I ŀĴĵĺķ ŀĴı ĳĻłıľĺĵĺĳ ĮĻİŅ ĵĿ ŀĴıľı ĲĻľ ĭ ľıĭĿĻĺƋ ĭĺİ ĭľı ŀĴıľı 

ŀĻ ĸıĭİ” 

The integrity of the sport is the responsibility of those who govern it, 

according to respondents in this study.  In maintaining this integrity, 

the governing body should be aiming to protect the reputation of 

stakeholders. 
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RSP5	 ”I ŀĴĵĺķ ĭĸĸ ĿļĻĺĿĻľĿ Ńĵĸĸ Ŀıı ĵŀ ĭĿ ŀĴı ľıĿļĻĺĿĵĮĵĸĵŀŅ ĻĲ ŀĴı ľĵĳĴŀĿ 

holder to manage transgression” 

RSP4	 “Iŀ ĵĿ ĭĮĿĻĸŁŀıĸŅ ŀĴı ľıĿļĻĺĿĵĮĵĸĵŀŅ ĻĲ ŀĴı ĳĻłıľĺĵĺĳ ĮĻİŅ ŀĻ 

manage traĺĿĳľıĿĿĵĻĺ” 

RSP1	 ”I ŀĴĵĺķ ĵĿ ŀĴı ľıĿļĻĺĿĵĮĵĸĵŀŅ ĻĲ ŀĴı ĿļĻľŀ ŀĻ ŀľŅ ŀĻ ĲĻľıĿıı ĭĺŅ 

ĿĵŀŁĭŀĵĻĺ ĭĺİ ŀĻ ļľĻŀıįŀ ŀĴı ĿļĻĺĿĻľĿ” 

RSP2	 “HŅļĻŀĴıŀĵįĭĸĸŅ Ńı ĿļĻĺĿĻľ ĭ įŅįĸĵĺĳ ŀıĭĹ ĭĺİ ĵŀ įĻĹıĿ ĻŁŀ 

ŀĴĭŀ Ļĺı ĻĲ ŀĴıĹ ĴĭĿ İĻļıİǥ ŀĴĭŀ'Ŀ ĺĻŀ ĭĺ ĵĿĿŁı ĲĻľ Ĺıǥ ŃĴĭŀ 

is an iĿĿŁı ĵĿ ĴĻŃ ĵŀ İıĭĸŀ ŃĵŀĴ” 

The recent doping scandal to engulf cycling has led to stakeholders 

in the sport industry, including sponsors, to question if all governing 

bodies are in fact capable of protecting the integrity of a sport, and 

thus the reputation of the stakeholders, and whether in fact, in some 

cases, these governing bodies are complicit in or facilitate sporting 

transgression.  The UCI has been severely tarnished by allegations of 

allowing doping culture to become systemic in the sport of cycling, 

and as a result, stakeholders have taken a stand to try and address 

this view. Sponsors have been part of this process of what could be 

deemed a revolution in the sport. 

RSP2	 ”Wı Ĵĭłı ıłıľŅ ľĵĳĴŀ ŀĻ ıńļıįŀ ŀĴı ĳĻłıľĺĵĺĳ ĮĻİŅ ŀĻ ĳĻłıľĺ 

the way it shoŁĸİƋ ĭĺİ ŃĴıĺ ŀĴıŅ İĻĺ'ŀǥ I ŀĴĵĺķ ĭĺŅ 

stakeholder should have the right to voice their concerns and 

İĻ ĿĻĹıŀĴĵĺĳ ĭĮĻŁŀ ĵŀ” 

This stance of sponsors in the sport of cycling is far from being the 

norm.  The majority of sponsors who participated in this research 

suggest that the sponsor would not and should not get involved in 
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the management of sporting transgression.  They suggest that, by 

doing so, they become even more closely associated with that 

transgression, and thus are impacted to a greater degree. 

RSP4 “Iŀ ŃĻŁĸİ Įı ŁĺŃĵĿı ĲĻľ ĿļĻĺĿĻľĿ ŀĻ ĳıŀ ĵĺłĻĸłıİ ĵĺ ŀĴı 

management of transgressions because you don't want to be 

associated with the downside” 

RSP4 ”TĴı ĮıĿŀ ŀĴĵĺĳ ĭĮĻŁŀ ŀĴĵĿ ĵĿ ŀĴı ĭĮĵĸĵŀŅ ŀĻ İĵĿĭĿĿĻįĵĭŀıĿ ŅĻŁľĿıĸĲ 

and to be involved in the management of transgression takes 

ŀĴĵĿ ĭĮĵĸĵŀŅ ĭŃĭŅ” 

RSP5 “MĻĿŀ ĿļĻĺĿĻľĿ İĻĺ’ŀ Ńĭĺŀ ŀĻ ĳıŀ ĵĺłĻĸłıİ ĵĺ Įĭİ ĺıŃĿ” 

During these discussions about the management of sporting 

transgression, respondents highlighted that governing bodies need 

to manage the threats posed by such behaviour and some suggested 

that in some cases, these governing bodies may be part of the 

problem.  They were asked if they thought sponsors were also 

responsible, at least in a small part, for the prevalence of sporting 

transgression in sport. This question was predicated with the case 

of British sprinter Dwain Chambers, who failed a drugs test in 2003 

and was subsequently banned for two years.  In his autobiography, 

he discussed this failed test and provided detail about one of his 

sponsorship agreements with the sportswear manufacturer, adidas. 

Within his contract with the brand, he had a performance clause that 

stated that he had to remain in the top three sprinters in the world in 

order to continue to receive his sponsorship payments.  At a time 

when the use of PEDs was quite prevalent in sprinting, his argument 

centred on the point of ‘what else could I do if everyone else I was 

competing against was also using the substances?’/ 
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RSP5	 “Iĺ ŀĴı ļľĻĲıĿĿĵĻĺĭĸ ĿļĻľŀĿ ŃĻľĸİ ŀĴıľı ĵĿ ĭ ĸĻŀ ĹĻľı money and 

ŅĻŁ’łı ĳĻŀ ŀĻ ĭįĴĵıłı ŀĻ ĳıŀ ŀĴĭŀ ĹĻĺıŅ” 

Whilst respondents appeared to be understanding of the situation, 

they were very quick to point out that sponsors are in no way 

responsible for sporting transgression. 

RSP3	 “Iŀ ĵĿ ŀĻŀĭĸĸŅ ŀĴı ľıĿļĻĺĿĵĮĵlity of the rights holder to manage 

ŀĴıĿı ŀľĭĺĿĳľıĿĿĵĻĺĿǥ I ŀĴĵĺķ ĿļĻĺĿĻľĿ Ĵĭłı ŀĻ ĸĻĻķ ĭĲŀıľ 

ŀĴıĹĿıĸłıĿ” 

RSP5	 “I ŀĴĵĺķ ĭ ĿļĻĺĿĻľ Ńĵĸĸ ĿĭŅ ‘I’Ĺ ıĲĲıįŀĵłıĸŅ Ĺĭķĵĺĳ ĭ įĻĹĹıľįĵĭĸ 

ŀľĭĺĿĭįŀĵĻĺ ŃĵŀĴ ĭ ļĭľŀĺıľ ŀĴĭŀ’Ŀ ĲĻľ ŀĴı ĮıĺıĲĵŀ ĻĲ ĹŅ Įľĭĺİǥ 

it is not for me ŀĻ Ĳĵń ĴĵĿ Ļľ ĸĵĲı Ļľ ŀĻ Ĳĵń ĭ ĿļĻľŀǥ the governing 

ĮĻİĵıĿ Ĵĭłı ŀĻ İĻ ŀĴĭŀ” 

Sponsors also recognise that if a sporting organisation cannot 

manage both the number of cases of sporting transgression in that 

sport and the subsequent impact of them, the brand of the sporting 

organisation is tarnished.  One respondent suggested that this 

should be of more concern to the governing body than protecting the 

brands of sponsors, arguing that sponsors should have the ability to 

look after themselves.  If the image or reputation of the governing 

body is damaged, there is the subsequent impact on the future 

attractiveness of the sport as a sponsorship property that needs to 

be considered. 

The response of the governing body to the transgression may cause 

more damage to the brand of a sponsor than the initial transgressive 

act. 
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RSP2	 “BıĿĵİıĿ ŀĴı ļľĵĹĭľŅ ľıĿŁĸŀ ĻĲ İĻļĵĺĳ ŀĴıľı ĵĿ ĭĸĿĻ ĭ ĿıįĻĺİĭľŅ 

issue where there is an impact on sponsors from the responses, 

ľıĭįŀĵĻĺĿ ĭĺİ ĹĭĺĭĳıĹıĺŀ ĻĲ ŀĴı ĳĻłıľĺĵĺĳ ĮĻİĵıĿ” 

Again, drawing on the example of the UCI, the discovery of systemic 

doping in the sport was damaging enough, but the longitudinal 

management of the issue potentially caused even more damage and 

led to sponsors (or at least one sponsor, in particular) driving the 

need for change. 

RSP2	 “Wı ľıĭĸĸŅ Ńĭĺŀ ŀĻ Įı ĮıĴĵĺİ įŅįĸĵĺĳ Ńı ĸĻłı įŅįĸĵĺĳƋ Ńı Ĵĭłı ĭ 

bıĸĵıĲ ĭĿ ŀĻ ŃĴĭŀ įŅįĸĵĺĳ ĵĿǥ ĭĺİ if the global body can't share 

that and can't act like it, without just meaningless words, then 

Ńı ŃĻŁĸİ Ĵĭłı ŀĻ ľıĭĿĿıĿĿ ĻŁľ ļĻĿĵŀĵĻĺ” 

4.2.3	 The Relationships between Stakeholders 

Over time, the view of sponsorship has changed. The understanding 

of sponsorship as a form of inter-organisational relationship 

(Chadwick, 2002; Otker, 1988) has replaced the previously accepted 

transactional view (Thwaites, 1994). Sponsors acknowledge the 

importance of this relationship between themselves and the rights 

holder and suggest that the success of sponsorship as a means of 

achieving their own marketing objectives, as well as those of the 

rights holder, is down to the ability of both parties working together 

to achieve them. 

RSP5	 “WĴĭŀ ĮıĺıĲĵŀ İĻ Ńı ĳıŀ ĲľĻĹ ŀĴĵĿ ľıĸĭŀĵĻĺĿĴĵļ? WĴĭŀ ĵĿ ŀĴı 

potential damage that could be done to either the benefit of 

ŀĴĭŀ ľıĸĭŀĵĻĺĿĴĵļ Ļľ ŀĻ ĻŁľ Įľĭĺİǥ ŀĻ ĻŁľ ľıļŁŀĭŀĵĻĺ?” 

The strength and stability of this relationship is tested if a case of 

sporting transgression arises.  The length of the relationship 
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between the two parties is of vital importance when considering the 

association between the brands of the sponsor and rights holder in 

the mind of sports consumers.  The longer the relationship, the more 

closely associated the brands are (Ring & Van de Ven, 1994) thus 

meaning that if a scandal was to occur the links between the two 

parties would be difficult to break without having to take the most 

drastic of action in ending the relationship and withdrawing from 

the sponsorship agreement. 

RSP1	 ”IĲ ŅĻŁ Ĵĭłı Ĵĭİ ĭ ĸĻĺĳ-standing relationship with the sport 

and it turns out that sporting transgression has been going on 

for years and years and years then it is more potentially 

damaging than being new into a sport, and then it's exposed, it 

įĭĺ Įı ıĭĿĵıľ ŀĻ Ŀıļĭľĭŀı ĲľĻĹ” 

RSP3	 “IĲ ŅĻŁ'łı Įııĺ ĭĿĿĻįĵĭŀıİ ĲĻľ ĭ ĸĻĺĳ ŀĵĹı ĭĺİ ĵĲ ĵŀ ŃĭĿ Ŀııĺ ĭĿ ĭ 

one-off incident, and you still have quite a way to go in your 

sponsorship agreement, you would look to discuss and 

negotiate commercial decisions with the rights holder rather 

than cutting everything as we entered the sport to effectively 

reach a new audience” 

Sponsors are drawn to sport because of its ability to give access to a 

global target audience – it might be expected that the decision to 

withdraw is the last possible resort the sponsor would want to 

consider.  It then becomes absolutely crucial that the relationship 

between the two parties is managed effectively to the benefit of both 

parties. 

RSP1	 “YĻŁ Ĵĭłı ŀĻ Ĺĭķı ľıĭĸĸŅ ľıĭĸĸŅ ĿŁľı ŀĴĭŀ ŅĻŁ Ńıľı ľĵĳĴŀ ĮıĲĻľı 

Ĺĭķĵĺĳ ĭ İıįĵĿĵĻĺ ŀĻ ļŁĸĸ ĻŁŀ ĭĺİ Įľıĭķĵĺĳ ŀĴĭŀ ľıĸĭŀĵĻĺĿĴĵļ” 
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Upon entering into a sponsorship agreement with the rights holder, 

the sponsor will be looking for not only those opportunities that best 

suits the brand values of the sponsoring organisation, but also the 

possibility of building a long-term relationship that is beneficial for 

both parties. 

RSP2 “YĻŁ Ńĭĺŀ ŀo do your homework and understand who you are 

İıĭĸĵĺĳ ŃĵŀĴ ŀĴı ĮıĿŀ ŅĻŁ įĭĺ” 

In order to do this, the sponsor may look at the history of the sport, 

to see if there is a history of sporting transgression, but more 

importantly will be evaluating how the governing body has dealt 

with these issues.  This will begin the process of building trust 

between partners that the interests of both will be protected for the 

duration of such an agreement.  Interestingly, however, respondents 

suggested that sponsors do not really want to consider sporting 

transgression as an issue when building this type of relationship 

because, as one respondent stated “ĹĻĿŀ įĻĹļĭĺĵıĿ ĭĿĿŁĹı ŀĴıŅ ĭľı 

going into a sponsorship for the right reasons with the right partners 

and therefore they İĻĺ’ŀ ľıĭĸĸŅ ŀĴĵĺķ ĭĮĻŁŀ ĵŀ Łĺŀĵĸ ĿĻĹıŀĴĵĺĳ ĴĭļļıĺĿ” 

(RSP5).  This view was supported by another, who suggested that 

“ŃĴıĺ ŅĻŁ ĳĻ ĵĺŀĻ ĭ ľıĸĭŀĵĻĺĿĴĵļ ĸĵķı ŀĴĭŀƋ ŅĻŁ İĻĺ'ŀ ĺıįıĿĿĭľĵĸŅ Ńĭĺŀ 

ŀĻ įĻĺĿĵİıľ ŀĴĭŀ ŀĴĵĿ ĹĵĳĴŀ Ĵĭļļıĺ” (RSP1). 

Respondents discussed at length how the relationship between a 

rights holder and sponsor should, in theory, be managed in light of a 

scandal and what steps the rights holder should take in order to 

protect the interests of their sponsors.  This is of course assuming 

that the governing body wants to protect the interests of their 

sponsors.  It was suggested that “ŀĴı ĿļĻĺĿĻľ İĻıĿ ĹĻľı ŀo protect 

their interests than ĳĻłıľĺĵĺĳ ĮĻİĵıĿ İĻ” (RSP3) – this is particularly 

alarming given the fact that the impact of sporting transgression on a 

sponsor is outside of their control.  It is the responsibility of the 

governing body, as highlighted in previous responses, to manage or 
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control the behaviour of the athletes within the sport and sponsors 

have suggested that they want no part of this responsibility.  It 

becomes imperative that the sponsor is satisfied with the response 

of the governing body to that transgression and will act accordingly. 

RSP5	 “DıįĵĿĵłı ĭįŀĵĻĺ ĮŅ ŀĴı ĳĻłıľĺĵĺĳ ĮĻİŅ ĭĸĸĻŃĿ ŀĴı ĿļĻĺĿĻľ ŀĻ 

say ‘yes this guy has completely screwed up but actually the 

people who are making the decisions have taken action so 

Ńı’ľı ĵĺ ĵŀ ĲĻľ ŀĴı ĸĻĺĳ ŀıľĹ’” 

RSP1	 “UĸŀĵĹĭŀıĸŅƋ ĵŀ'Ŀ İĻŃĺ ŀĻ ŀĴı ĳĻłıľĺĵĺĳ ĮĻİŅ ŀĻ Ŀıŀ ŀĴıĵľ ĻŃĺ 

regulations around things and how they protect against things 

like thĭŀ” 

If the governing body takes what is deemed to be inappropriate or 

ineffective action, the sponsor may be forced to respond in a 

particular way.  It then becomes apparent that the relationship 

between sponsor and rights holder, in this case the governing body, 

can be damaged and the trust between partners has broken. 

RSP2	 “Wı Ĵĭłı Ŀĭĵİ Ńı İĻĺ'ŀ Ńĭĺŀ ŀĻ ŃĵŀĴİľĭŃ from the agreement 

but depending on how the governing body responds and reacts 

but iŀ įĻŁĸİ ıĺİ Łļ ĲĻľįĵĺĳ ŁĿ ŀĻ ŃĵŀĴİľĭŃ” 

Communication between partners in a sponsorship relationship is 

crucial to the management of this type of scandal.  Respondents 

discussed how this communication process might work and their 

expectations of the information they will receive.  It is imperative to 

note that it is not just the quality of the information that is important 

in this communication process, but also the speed at which this 

information is shared. 
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RSP3	 “Wı ŃĻŁĸİ Įı ĵĺ įĻĺŀĭįŀ ŃĵŀĴ ŀĴı ľĵĳĴŀĿ ĴĻĸİıľǥ ŀĴı ĳĻłıľĺĵĺĳ 

ĮĻİŅǥ ŀĻ Ĳĵĺİ ĻŁŀ ıńĭįŀĸŅ ŃĴĭŀ ĳĻĵĺĳ Ļĺ” 

RSP1	 “TĴı ĹĻĿŀ ĵĹļĻľŀĭĺŀ ŀĴĵĺĳ ĲĻľ ĭ ĳĻłıľĺĵĺĳ ĮĻİŅ ĵĿ ŀĻ Ĺĭķı ĿŁľı 

stakeholders, including sponsors are aware of the situation as 

ĿĻĻĺ ĭĿ ļĻĿĿĵĮĸıǥ ĭĺİ ŀĴı ŀľŁŀĴ ĮıĴĵĺİ ĵŀ” 

RSP1	 “TĴı įĻĹĹŁĺĵįĭŀĵĻĺ ŀıĭĹ ĭŀ ŀĴı ĳĻłıľĺĵĺĳ ĮĻİŅ Ńĵĸĸ ŀıĸıļĴĻĺı 

and e-mail sponsors explaining the situation and give sponsors 

the opportunity to ask any questions and read the press release 

ļľĵĻľ ŀĻ ŀĴı Ĺıİĵĭ ľıįıĵłĵĺĳ ĵŀ” 

4.2.4	 The Role of the Media 

The media can be the most influential and important tool in 

promoting sport, athletes, teams and events and also the brands of 

sponsors that are associated with them.  Just as quickly as these 

brands can be built or athletes seen as heroes, they can be destroyed 

by negative publicity around the world.  This should be of primary 

concern in dealing with sporting transgression. 

RSP2	 “IĲ ŀĴı ĿļĻľŀ ĵĿ İıĿĵľĭĮĸı ĭĺİ ŃĭĺŀĿ ŀĻ Įı ŃĭŀįĴıİ ĵŀ'ĸĸ Įı 

watchedǥ the more people watch it, the greater demand there 

is then the bigger the amount of money will be discussed 

whether it's in the context of telıłĵĿĵĻĺ Ļľ ĭļļıĭľĭĺįıǥ Ļľ 

ļĸĭŅĵĺĳ ĲııĿ Ļľ ŃĴĭŀıłıľ ĵŀ ĵĿ” 

There is a saying – ‘today's news is tomorrow's chip wrapper’ – a 

reference to when fish and chips was wrapped in newspaper. The 

headlines about sporting transgression fill the front and back pages 

of newspapers around the world but are recycled the following day. 

RSP5	 “IĿ ĵŀ ĿĻĹıŀĴĵĺĳ ŀĴĭŀ ĵĿ ĵĺ ŀĴı ĺıŃĿ ŀĻİĭŅ ĭĺİ ĳĻĺı ŀĻĹĻľľĻŃ?” 
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Over time, however, the sources by which news is accessed has 

grown massively as has the influence of these new media streams. 

Social media, in particular, provides instant access to coverage of the 

latest stories from across the sporting world, meaning that news of 

sporting transgression spreads quickly and without boundaries. 

RSP1	 “SĻįĵĭĸ Ĺıİĵĭ ĹıĭĺĿ ŀĴĭŀ ĺıŃĿ ĻĲ ŀhe scandal can spread even 
ĲĭĿŀıľ” 

RSP1	 “A Ŀįĭĺİĭĸ ĵĺ ĭ ĿļĻľŀ ĸĵķı ĲĻĻŀĮĭĸĸ ŃĻŁĸİ Ŀļľıĭİ ĸĵķı ŃĵĸİĲĵľı İŁı 

ŀĻ ŀĴı ļĻļŁĸĭľĵŀŅ ĻĲ ĵŀ” 

Due to the popularity of sports like football in Europe and Asia, 

baseball in North America and cricket in places like South Africa, 

Australia and the subcontinent, the media will want to be in a 

position to report the stories. 

RSP2	 “TĴı Ĺıİĵĭ ĿĴĻŁĸİ ĿŁľľĻŁĺİ ĵŀǥ ŀĴı Ĺıİĵĭ ĿĴĻŁĸİ Įı İĻĵĺĳ 

their job and getting it ĻŁŀ” 

It is acknowledged by respondents that both the governing body, or 

rights holder, and the sponsor have to communicate with the media 

as well as between themselves in order to ensure a consistent and 

appropriate message is shared with the other stakeholders in the 

sport industry, particularly fans. 

RSP1	 “FĵľĿt step would be a noncommittal purposely vague 

statement released to the media to ensure stakeholders that 

ŅĻŁ ĭľı ĺĻŀ ĵĳĺĻľĵĺĳ ŀĴı Ŀįĭĺİĭĸ ĭĺİ ĭľı ĭİİľıĿĿĵĺĳ ĵŀ” 

RSP4	 “AĿ ĭ ĹĭĶĻľ Įľĭĺİ ĿĻĹıŀĵĹıĿ ĵŀ'Ŀ Įıŀŀıľ ŀĻ ĶŁĿŀ ĿŀĭŅ ĽŁĵıŀ Ļĺ 

ŀĴıĿı ŀĴĵĺĳĿ” 
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RSP5	 ”AĿ ĸĻĺĳ ĭĿ Ńı Ĵĭłı ĭ ļĸĭĺ B PR ĹıĿĿĭĳı ŀĴıĺ Ńı’ľı ĻķĭŅ” 

Despite the best efforts of all concerned, however, there may well be 

cases that occur that simply grab the attention of the media, and as a 

result, become a focus for a significant period of time.  The majority 

of respondents acknowledged this to be a significant problem, 

particularly as the media would “Įı ĸĻĻķĵĺĳ ĲĻľ ĭ İĵĲĲıľıĺŀ ĭĺĳĸı ıłıľŅ 

İĭŅ” (RSP5) in order to keep readers or listeners interested in the 

story.  This could then lead to a continuous cycle of publicity and 

negative coverage that will impact both parties in the relationship. 

RSP2	 “TĴı Ĺıİĵĭ ĭľı ĻĺĸŅ Ńľĵŀĵĺĳ ŀĴı ĿŀĻľŅ ĻĲ ŀĴı ĺĵĳĴŀĹĭľı ŀĴĭŀ ĵĿ 

going on it compounds issues and naturally, it has an influence 

Ļľ ĵĹļĭįŀ Ļĺ JĻı PŁĮĸĵį” 

RSP5	 “TĴı Ĺıİĵĭ įĭĺ ķııļ ŀĴĵĺĳĿ ĳĻĵĺĳǥ ĵŀ İıļıĺİĿ Ļĺ ŃĴĻ ŀĴı 

ļıľĿĻĺ ĵĿ ĭĺİ ŃĴĭŀ ĿļĻľŀ ĵŀ ĵĿ” 

The status of the sport of the individuals involved is also a key factor 

in the attention given to the case by the media. For example, the 

sport of football would attract extraordinary amounts of coverage. 

In the beginning, this coverage would have been a primary reason 

for a sponsor wanting to get involved in the sport because of the 

access gained to the target audience. 

RSP1	 “WĵŀĴ ĭ Įĵĳĳıľ İıĭĸƋ ŅĻŁ ĳıŀ ĹĻľı ıńļĻĿŁľıǥ ĭ Įĵĳĳıľ ľĵĳĴŀ 
ļĭįķĭĳı” 

However, when the reputation of the sport is tarnished and millions 

of people are reminded of that damage by association, this then 

reflects on the image and status of the brand of the sponsor.  By 

affecting or bringing the integrity of sporting competition in to 

disrepute, fans and other stakeholders of sport begin to question 
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every event, match or game.  Even those that attract very little or no 

media coverage are still questioned, meaning that the brand of the 

sponsor is still associated with these events. 

RSP1	 “IĲ ĿĻĹıŀĴĵĺĳ ĴĭļļıĺĿ ĻĲĲ ŀĴı ŀľĭįķ ĭĺİ ĵŀ'Ŀ ĺĻŀ ĲĵĸĹıİƋ ŀĴıĺ ĵŀ 

doesn't matter how much a sponsor pays, they are still linked to 

ŀĴı ĿļĻľŀ” 

All of the respondents viewed the influence of the media as a key 

component in the decision-making process when considering a 

course of action in light of a scandal.  However, one respondent 

offered a perspective that perhaps could be seen as a slightly 

controversial one given the data presented in this case study.  It was 

suggested that despite the reason why the sponsor's brand was in 

the press, the fact that it was in the press was seen as a benefit.  Of 

course, this benefit is greater if the sponsored brand is appearing on 

a shirt of an athlete or team involved in the sport affected by the 

scandal, and not the guilty party but given the association between 

the transgression, the story in the press and the sponsor’s brand, the 

question then becomes how this visual representation impacts upon 

the opinions of the target audience. 

RSP3	 “TĴı Ĺıİĵĭ ŀĭĸķĵĺĳ ĭĮĻŁŀ ĭĺ ĭŀĴĸıŀı ŃĴĻ ĵĿ ĳŁĵĸŀŅ ĻĲ ĹĭŀįĴ 

fixing with your brand on a shirt will have an immediate and 

short-ŀıľĹ ĵĹļĭįŀ” 

RSP3	 “Iĺ ĭ ŃĭŅ, scandal affecting the sport we sponsor increases the 

coverage of our brand so by not being tainted it actually 

ĮĻĻĿŀıİ ĻŁľ ĭŃĭľıĺıĿĿ ĲĵĳŁľıĿ” 

RSP3	 “Iŀ ĮĻĻĿŀıİ ŀĴı ĻļļĻľŀŁĺĵŀŅ ĲĻľ ļıĻļĸı ŀĻ Ŀıı ĻŁľ ĮľĭĺİƋ ĿĻ ĵŀ 

actually proved beneficial for us” 
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Ultimately, however, “the media play whatever role they want to 

play” (RSP5), another aspect of the management of sporting 

transgression that is beyond the control of the sponsor and 

represents another risk of using sport sponsorship as a means of 

achieving marketing objectives. 

4.2.5 The Risk of Sponsorship 

There is overwhelming evidence to support the notion that sporting 

transgression is a serious and significant issue in the sport industry. 

The data presented earlier in this study, as well as the formation of 

organisations such as WADA and SportAccord, indicate that sports 

are affected by different types of transgression to different extents 

whilst there is also significant disparity between nations.  It can 

therefore be argued that at some point in time, a sport will be 

affected by sporting transgression, and as such all of the 

stakeholders involved in that sport will also be affected.  These 

stakeholders, as previously discussed, include governing bodies, 

fans, the media, and, of particular importance given the context of 

this study, sponsors. 

With cases dating back thousands of years, the behaviour of athletes 

and officials has continually brought into question the integrity of 

sport.  By investing in relationships with sporting organisations, 

sponsors are potentially opening themselves up for a ‘guilty by 

association’ image to develop/  Positive image transfer is one of the 

primary objectives in entering in to such relationships (Pope et al, 

2009; Cliffe & Motion, 2005; Ferrand & Pages, 1999; McCracken, 

1988) but, as previously discussed, this image transfer could be 

negative depending on the behaviour of those that the rights holder, 

or sporting organisation, are responsible for.  As organisations are 

seeking opportunities to utilise the sponsorship as a fundamental 

component of their marketing communications mix and are 
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investing substantial resources into these sponsorship agreements, 

it therefore becomes imperative that a sponsor appreciates and 

understands the potential implications of being associated with an 

athlete who cheats, or commits sporting transgressive acts, 

regardless of the closeness of that relationship.  For example, the 

Crashgate scandal in Formula One, led to the immediate withdrawal 

of Renault’s title sponsor ING/  As the title sponsor, ING were very 

closely associated with the guilty team and work directly implicated 

in that scandal.  Other teams in the sport, however, also rely on 

revenue generated through sponsorship agreements and whilst 

those sponsors were not directly associated or implicated in the 

scandal, they are still associated with the sport of Formula One. 

Despite the relatively distant relationship these other sponsors may 

have had with the Renault team, there is still a tenuous relationship. 

RSP5 “AĹ I ĭ ļľĵĹĭľŅ Įľĭĺİ ĿļĻĺĿĻľ Ĺıĭĺĵĺĳ ŀĴĭŀ I ĭĹ ĿĻ ĸĵĺķıİ ŀĻ 

the sport that it reflects on me or am I a secondary brand 

sponsor so I can fly below the radar for twelve months and see 

ŃĴĭŀ ĴĭļļıĺĿ?” 

As highlighted in figure 2.1 (see page 30), there are many sources of 

risk that might impact upon sponsorship inherent in the sport 

industry.  Cases of sporting transgression, the reporting of such 

behaviour and the management of these transgressive acts represent 

risks that are beyond the control of the sponsoring organisation.  In 

some instances, the sponsor will be aware of the history of 

transgression in a particular sport and, according to one respondent, 

the sponsor will “ĳĻ ĵĺŀĻ ŀĴĭŀ ĭĳľııĹıĺŀ ŃĵŀĴ ŅĻŁľ ıŅıĿ Ńĵİı ĻļıĺƋ 

ĭĺİ ĵŀ ĵĿ įĻĺĿĵİıľıİ ĭĿ ļĭľŀ ĻĲ ŀĴı ĺıĳĻŀĵĭŀıİ ŀıľĹĿ” (RSP1) whilst 

another states that “ĿļĻĺĿĻľĿĴĵļ ĵĿ ĭ Ŀŀľĭŀıĳĵį İıįĵĿĵĻĺ ĭĺİ Ŀŀľĭŀıĳĵį 

consequences eńĵĿŀ” (RSP4). 
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RSP2	 “TĴıľı ĭľı ŀĵĹıĿ ŃĴıĺ ŅĻŁ ĳĻ ĵĺŀĻ ĿŀŁĲĲ ŀĴĵĺķĵĺĳ ŀĴĭŀ ŀĴĵĿ ĹĵĳĴŀ 

įĭľľŅ ĹĻľı ľĵĿķ ŀĴĭĺ ĻŀĴıľĿ” 

This is not to suggest that the risks associated with sporting 

transgression are acceptable, but the simple fact is that cases of 

sporting transgression do occur in sport where athletes or officials 

will be tempted to distort the outcome of a sporting contest, for their 

own personal material gain.  As sponsors of sport, “Ļĺı ĻĲ ŀĴı ľĵĿķĿ 

you are taking in associating yourself with a sport or a particular 

ĿļĻľŀĵĺĳ ļıľĿĻĺĭĸĵŀŅ ĵĿ ŀĴı ĺıĳĭŀĵłıĿ ŀĴĭŀ įĻĹı ŃĵŀĴ ĵŀ” (RSP4), 

however, “ĭĿ ĸĻĺĳ ĭĿ ĮŁĿĵĺıĿĿ Ŀıı łĭĸŁı ĲĻľ ĹĻĺıŅƋ ŀĴıŅ Ńĵĸĸ įĻĺŀĵĺŁı 

ŀĻ ĿļĻĺĿĻľ ĿļĻľŀ” (RSP1). 

The nature of the transgression, as discussed in section 4.2.1, 

impacts upon the level of risk a sponsor is exposed to.  Whether it is 

an individual athlete found to have used PEDs, a sport that has been 

systemically poisoned by doping, an official who seeks to manipulate 

the outcome of a sporting contest, or a team who collectively distort 

a score, the impact that the case has on the brand of the sponsor will 

vary. 

RSP4	 “Iŀ ŃĻŁĸİ Įı ŁĺŃĵĿı ĲĻľ ĴĵĳĴıľ ĿļĻĺĿĻľĿĴĵļ łĭĸŁıĿ ŀĻ Įı ŃĵŀĴ 

ĵĺİĵłĵİŁĭĸ ĭŀĴĸıŀı ľĭŀĴıľ ŀĴĭĺ ĿļĻľŀ ĮıįĭŁĿı ĻĲ ŀĴı ľĵĿķ” 

RSP4	 “TĴıľı ĵĿ ĹŁįĴ ĸıĿĿ ľĵĿķ ĭĿĿĻįĵĭŀıİ ŃĵŀĴ being involved in the 

ĿļĻľŀ ĭĿ ĭ ŃĴĻĸı” 

RSP5	 “IĲ I ĿļĻĺĿĻľ ĭ ŀıĭĹ ĭĺİ ĭĺ ĵĺİĵłĵİŁĭĸ ĵĿ ĵĹļĸĵįĭŀıİ I įĭĺ ĶŁĿŀ 

use someone elseǥ if the whole team is implicated then ŅĻŁ’İ 

probably pull the sponsorship because it just leaves a bad taste 

ĲĻľ ŀĴı ĿļĻľŀ” 
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RSP1	 “IĲ ŀĴı įĭĿı ĻļıĺĿ ŀĴı İĻĻľ ĭĺİ ŀĴıľı ĵĿ ĭ ŃĴĻĸı ĸĻŀ ĻĲ ĻŀĴıľ 

things going on obviously it is going to look a lot worse and the 

ĿļĻĺĿĻľ Ńĵĸĸ ĺĻŀ Ńĭĺŀ ŀĻ Įı ĭĿĿĻįĵĭŀıİ ŃĵŀĴ” 

The risks of being associated with a case of sporting transgression 

can have significant consequences for a sponsor’s brand/  These 

consequences can be both tangible, in the form of monetary terms 

(e.g. loss in sales, financial cost of remedial action) and intangible, as 

in the impact on brand image and reputation. 

RSP5	 “YĻŁ'łı ĳĻŀ to assume that the reputational cost would be of a 

financial detriment to your sponsorship at some point in the 

ĲŁŀŁľı” 

RSP1	 “IĲ ŅĻŁ Ĵĭłı Įııĺ ĭĿĿĻįĵĭŀıİ ŃĵŀĴ ĿĻĹıŀĴĵĺĳ Ļĺ ĭ ĿıľĵĻŁĿ ĸıłıĸƋ 

your reputation is damaged, which impacts on sales and can 

affect your bottom line, the direct opposite of return on 

ĵĺłıĿŀĹıĺŀ” 

Enhancing the image of a brand or an organisation, as previously 

discussed, is one of the primary reasons for entering into this type of 

relationship in the first place.  Anything that detracts or damages 

this image can be extremely detrimental to the sponsoring 

organisation. 

The way in which the brand is seen by consumers and other 

stakeholders in the sporting industry is of particular importance for 

one respondent, who suggested that the impact of sporting 

transgression not only affects the reputation of the sporting 

organisation and the sponsor but also themselves as an individual. 

Despite the aforementioned belief that sponsors will not want to be 

involved in any mechanism to ‘clean up’ sport, one sponsor has taken 

a very active role in trying to address the issue. 
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RSP2	 “IĲ I İĵİĺ'ŀ İĻ ĭĺŅŀĴĵĺĳ ĭĮĻŁŀ ĵŀ ŀĴıľı ĵĿ ĺĻ İĻŁĮŀ ĵĺ ĹŅ Ĺĵĺİ 

that we would have been held up as hypocritical and then there 

would be a flow on effect on my reputatioĺ” 

It is clear that for this respondent the more common and obvious 

response to sporting transgression (i.e. to disassociate from the 

scandal) does not fit with the values of the brand, the organisation 

and the people who work there.  They even suggest that they would 

still seek opportunities to associate themselves with athletes who 

have transgressed in the past, as long as they “ľıļıĺŀıİƋ Ńıľı Ŀııķĵĺĳ 

redemption, not just making the right noises, but behaving in the right 

ŃĭŅĿƋ ĭĮĿĻĸŁŀıĸŅǥ Ńı Ńĭĺŀ ŀĻ ıĺĳĭĳı” (RSP2). They would obviously 

run the risk of the athlete ‘re-transgressing’ or committing the same 

or a similar offence again, but it is a clear example of where the 

benefits of being associated with or being part of the sport industry 

outweigh any of these potential risks associated with this 

association. 

RSP4	 “OŀĴıľ ĿļĻĺĿĻľĿ ĹĭŅ Ĵĭłı ĹĻľı ŀĻ ĳĭĵĺ ĮŅ Ŀļıĭķĵĺĳ ĻŁŀ ĭĺİ 

ŀĴıŅ İĻ” 

RSP5	 “Iŀ'Ŀ ľıĭĸĸŅ ľıļŁŀĭŀĵĻĺĭĸ įĻĿŀĿ łıľĿŁĿ ĮıĺıĲĵŀ” 

It could be assumed that the higher the level of investment in 

sponsorship programme, the greater the level of risk the sponsor is 

exposed to.  Some of the respondents suggest that this is indeed the 

case and argue that sponsors who invest more substantial amounts 

in sponsorship have a greater level of engagement with that sporting 

organisation, and subsequently leverage their association more 

heavily.  This then strengthens the brand association between 

sponsor and rights holder in the mind of the consumer – the decision 

as to a course of action or response to a case of sporting 
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transgression becomes even more difficult.  It may well be the case 

that the financial and reputational cost of withdrawing from the 

agreement presents greater risk to the sponsor than continuing to 

associate with the athlete or team who have committed the 

transgressive act, but do not draw attention to themselves in doing 

so. 

RSP5 “TĴıľı ĵĿ ĭĺ ĭľĳŁĹıĺŀ ĮıŀŃııĺ ŀĴı ĹĻľĭĸ Ŀŀĭĺįı ĻĲ ĿŁļļĻľŀĵĺĳ 

or dropping an athlete and the financial consequences of doing 

ĵŀ” 

RSP5 “PľĻłĵİıİ ŀĴĭŀ ŀĴı Ĺıİĵĭ ĭĺİ įŁĿŀĻĹıľĿ İĻĺ’ŀ ĳıŀ ļŁŀ ĻĲĲ ŀĴı 

sport by the transgression then lets just ride it out because from 

ĭ Įľĭĺİ Ļľ Ĳĵĺĭĺįĵĭĸ ļĻĵĺŀ ĻĲ łĵıŃ ĵŀĿ ŃĻľķĵĺĳ” 

RSP3 “IĲ ĭ Ŀįĭĺİĭĸ İĻıĿ ĻįįŁľ ĭŀ ĸıĭĿŀ ŅĻŁľ Įľĭĺİ ĵĿ ĳıŀŀĵĺĳ ĻŁŀ ŀĴıľı 

a lot and then it depends on how much the general public 

identifies your brand to be similar to the team or the 

ĵĺİĵłĵİŁĭĸ” 

The idea of first-mover advantage for sponsors responding to 

scandal in sport has been highlighted earlier in this research, a 

response based on a full understanding of the implications of any 

decision made and of the contextual factors that influence that 

decision.  There is also the case that, in responding to a scandal, a 

sponsor could experience first-mover disadvantage – where the 

sponsor perhaps makes the decision to withdraw from a 

sponsorship agreement before the full details of a particular case are 

revealed only for the issue to be less scandalous than first thought or 

where a sponsor publicly supports an athlete or team accused of 

using PEDs or fixing a match then to discover that this accusation 

was based on fact. 
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RSP3	 “I ŀĴĵĺķ ĻĲ ŅĻŁ ŃĻŁĸİ Įı ŀĻ ĿĭŅ ŀĴĭŀ ĵŀ ĵĿ ŁĺĲĻľŀŁĺĭŀıƎ Wı İĻĺ'ŀ 

know all of the facts and to try to disassociate ourselves from 

any investigation or critique until there was a bit secure a 

result of judĳıĹıĺŀ” 

Smaller brands, who perhaps do not invest to the same level as some 

of the bigger brands in sport but proportionally their investment is 

perhaps more significant, also face a number of risks as a result of 

sporting transgression. 

RSP4	 “AĸĿĻ ķıŅ ĵs the ability to manage the impact of the 

ŀľĭĺĿĳľıĿĿĵĻĺǥ ĿĻĹıŀĴĵĺĳ ŀĴĭŀ ĿĹĭĸĸıľ ĮľĭĺİĿ ĹĭŅ ĺĻŀ Ĵĭłı 

ıńļıľĵıĺįı ĵĺ” 

RSP3	 “YĻŁ'łı İĻĺı ŀĴı İıĭĸ ĲĻľ ĭ ľıĭĿĻĺǥ ŀĴı ĵĹļĭįŀ ĻĲ ŀĴı Ŀįĭĺİĭĸ 

İĻıĿĺ'ŀ İıļıĺİ Ļĺ ŀĴı łĭĸŁı ĻĲ ĵĺłıĿŀĹıĺŀ” 

RSP4	 “SĹĭĸĸıľ ĮľĭĺİĿ ĹĵĳĴŀ Ĵĭve different objectives, and therefore 

ŃĻŁĸİ ľıĿļĻĺİ İĵĲĲıľıĺŀĸŅ” 

As previously stated, one of the respondents suggested that “if I 

sponsor a team and an individual is implicated I can just use someone 

elsı” (RSP5).  A smaller brand may not have the financial capability 

to do this, as opposed to an organisation like Nike, who can divert 

attention to other sponsored properties in the event of transgressive 

behaviour.  On the other hand, it is been acknowledged that in the 

sport of cycling, the cost of sponsorship has been restricted because 

of cases of sporting transgression, meaning that smaller brands have 

been able to take advantage of these costs and become involved in 

the sport industry.  Ultimately, sport still offers sponsors access to 

the global audiences they desire and, as suggested by one 

respondent, sporting transgression is “ĺĻŀ ĳĻĵĺĳ ŀĻ ķĵĸĸ ĭ Įľĭĺİ” 

(RSP4).  This may be perceived as a relatively naive view given that 
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sponsors are taking the decision to avoid becoming associated with 

certain sports because of their history, but will actively seek 

opportunities elsewhere. 

RSP2	 “SĵĳĺĵĲĵįĭĺŀ ĺŁĹĮıľĿ ĻĲ ĿļĻĺĿĻľĿ ŃĴĻ ĭľı ĺĻŀ ıĺŀıľĵĺĳ ĵĺŀĻ ŀĴı 

sport (cycling) because of the appearance of the effect of 

doping in the sport and how it's not a clean sportǥ ĴĻŃ ĵŀ ĵĿ not 

ĭĺ ĴĻĺĻŁľĭĮĸı ĿļĻľŀǥ ĴĻŃ ĵĿ ĺĻŀ ĭĺ ĭİĹĵľĭĮĸı ĿļĻľŀ” 

When ING withdrew their support from the Renault Formula One 

team, it was not because they didn't value sport as a means of 

reaching the target audience.  In the days after Crashgate, the Dutch 

bank announced a multi-year investment into the New York 

Marathon.  Granted this association would not give them the 

worldwide publicity that they enjoyed as a sponsor of Formula One, 

but it did give them access to thousands of athletes and spectators 

on a more face-to-face basis and, thus presented a lower level of risk. 

It would be of interest to see how they would react if one of the more 

successful athletes in the event failed a drugs test.  In the sport of 

athletics, a failed test would not be out of the ordinary. 

RSP1	 “IĲ ĿĻĹıŀĴĵĺĳ ĴĭļļıĺĿ ŀĴĭŀ ĵĿ ĻŁŀ ĻĲ ŀĴı ĻľİĵĺĭľŅƋ ŀĴıĺ ĵĹļĭįŀ 

will be greater than something that people consider to happen 

ĭĸĸ ŀĴı ŀĵĹı” 

RSP1	 “GĻĵĺĳ ĵĺŀĻ ĭ ĿļĻľŀ ĸĵķı ŀĴĭŀ (įŅįĸĵĺĳ) ŃĴıľı ŅĻŁ ķĺĻŃ ĵŀ'Ŀ 

common practice you go into it knowing and probably already 

Ĵĭłĵĺĳ ĭ ļĸĭĺ ľıĭİŅ ĭŀ Ĵĭĺİ ĲĻľ łĭľĵĻŁĿ ĿįıĺĭľĵĻĿ” 

RSP3	 “IĲ it is an isolated incident then our response might be 

İĵĲĲıľıĺŀ” 
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RSP3	 “IĲ ĵŀ ŃĭĿ ĭ ľı-occurring theme, you probably wouldn't be 

looking at them as a sponsorshĵļ ĻļļĻľŀŁĺĵŀŅ ĭĺŅŃĭŅ” 

RSP1	 “YĻŁ Ĵĭłı ĭ ľıĭįŀĵłı ļĸĭĺ ľıĭİŅƋ ĮŁŀ ĵĲ ŅĻŁ Ĵĭłıĺ'ŀ ĭĺİ 

something happens out of the blue, or one a much larger scale 

than you seen beforeǥ it would give you course to re-examine if 

the situation is one you want to be associateİ ŃĵŀĴ” 

Another interesting dimension to this debate is performance of an 

athlete.  As demonstrated in the case of Dwain Chambers, there is a 

risk for sponsors demanding success of the athletes that they 

‘support’/  Likewise, there is also the issue of sponsoring less 

successful athletes or smaller teams.  If a sponsor is seeking global 

recognition for their brand, they wouldn't necessarily be associating 

themselves with these less successful athletes – however, one of the 

respondents highlighted an interesting point in suggesting: 

RSP5	 “IĲ ŀĴı ĭŀĴĸıŀı Ŀĭĵİ ŀĴıŅ Ńıľı ĳĻĵĺĳ ŀĻ Įı ĺŁĹĮıľ Ŀĵń ĵĺ ŀĴı 

ŃĻľĸİ ĭĺİ įĸıĭĺ ŃĻŁĸİ ĭĺ ĻľĳĭĺĵĿĭŀĵĻĺ ĿļĻĺĿĻľ ŀĴıĹ?” 

The initial response to this question may be that a sponsor wouldn't 

be associated with them because they couldn't guarantee the kind of 

exposure the athlete will get as a result of sporting success.  But 

what this proposition does present is the opportunity to do what one 

respondent called “ŀĴı ľĵĳĴŀ ŀĴĵĺĳ” (RSP5). 

RSP5	 “Iŀ İıļıĺİĿ ŃĴŅ ŅĻŁ ĭľı ĿļĻĺĿĻľĵĺĳ ŀĴıĹ, are you sponsoring 

them because they are the best in the world or top three in the 

world or a highly performing athlete whose other 

įĴĭľĭįŀıľĵĿŀĵįĿ ĭļļıĭĸ ŀĻ ŅĻŁľ Įľĭĺİ?” 

There is also the risk in choosing a course of action.  This is of 

particular importance given the fact that impact on a brand is, firstly, 
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very difficult to measure and, secondly, may take time to become 

apparent. 

RSP3	 “Wı’İ Ĵĭłı ŀĻ İĻ ĿĻĹı ļľĵĹĭľŅ ľıĿıĭľįĴ ŀĻ Ŀıı ĵĲ ĻŁľ Įľĭĺİ Ļľ 

ľıļŁŀĭŀĵĻĺ Ĵĭİ Įııĺ ŀĭľĺĵĿĴıİ” 

If this primary data collection and analysis suggested that the brand 

or reputation of the sponsor had indeed been tarnished, the sponsor 

has to decide whether to remain associated with the transgressor or 

in a worst-case scenario withdraw their sponsorship. 

RSP1	 “Dıļıĺİĵĺĳ Ļĺ the sponsor's business, sales or the impact on 

the bottom line might not be considered before choosing a 

įĻŁľĿı ĻĲ ĭįŀĵĻĺ” 

RSP2	 “Wı ĺııİ ŀĻ ŁĺİıľĿŀĭĺİ ŀĴı įĻĹĹıľįĵĭĸ ĵĹļĭįŀ ĻĲ ŃĵŀĴİľĭŃĵĺĳ 

money to understand that there is a chunk of business that we 

won't Įı Ńľĵŀĵĺĳ ĺıńŀ Ņıĭľ Ļľ ŀĴı Ņıĭľ ĭĲŀıľǥ ŀĴĭŀ ĵĿ ĶŁĿŀ 

ľıĭĸĵŀŅ” 

Ultimately, however, “ĵŀ ĵĿ ĽŁĵŀı İĵĲĲĵįŁĸŀ ŀĻ ļľĻłı ŀĴı ĵĹļĭįŀ ĻĲ ŀĴı 

ŀľĭĺĿĳľıĿĿĵĻĺ Ļĺ ŅĻŁľ Įľĭĺİ” (RSP3). 

RSP3	 “I ŀĴĵĺķ ŀĴĵĿ ļľĻĻĲ ĴĭĿ ŀĻ Įı ĵĺ ĹĻĺıŀĭľŅ ŀıľĹĿ ŀĻ Ĺĭķı ĿŁľı 

monetary restitŁŀĵĻĺ ĵĿ ĿıįŁľıİ” 

It is therefore crucial that the sponsorship agreement includes 

measures or mechanisms that protect the interests of both parties 

involved in the sponsorship relationship. 

RSP5	 “Iŀ İıļıĺİĿ Ļĺ ŀĴı ĿŀľŁįŀŁľı ĻĲ ŀĴı ĿļĻĺĿĻľĿĴĵļ ĴĻŃ ĿļıįĵĲĵc it is 

ĭĺİ ŃĴĭŀ ŅĻŁ Ńĭĺŀ ŀĻ ĳıŀ ĻŁŀ ĻĲ ĵŀ” 
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4.2.6 Contractual Obligations 

Upon entering into a sponsorship agreement with a sporting 

organisation, the sponsor will sign a contract where the terms and 

conditions of a new relationship would be established. It is here that 

the sponsor will be looking to protect their investment and interests 

from anything that could detract from the benefits of entering into 

such a relationship.  These protection mechanisms will vary from 

contract to contract based on a number of factors, including the 

athlete, team, sport or event that the sponsor is seeking to associate 

with, the size of the investment, and the remedial action available to 

the sponsor should the need arise. 

The extent to which the sponsor is aware of the nature of these 

protection mechanisms is again dependent on their prior experience 

in sponsorship and the knowledge of those responsible for 

negotiating the contract in the first place.  As previously stated, 

sponsors do more to protect their own interests than the governing 

body would do so it becomes crucial that the sponsor ensures that 

this is indeed the case. 

RSP1 “YĻŁ ļľĻŀıįŀ ĭĳĭĵĺĿŀ ŀĴı ŃĻľĿŀ-įĭĿı ĿįıĺĭľĵĻ” 

The sponsorship contract provides the first real opportunity to 

legitimise the relationship and also the expectations of each party 

going into that relationship.  Some sponsors may take this 

opportunity to ensure that the rights holder is clearly informed 

about the brand values of the sponsor – this may then be important 

in the case of, for example, sporting transgression, but also if a 

sponsor becomes embroiled in a scandal that may tarnish the 

reputation of the organisations they are associated with. 
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RSP2	 “TĴı ļľıĭĹĮĸı ŀĻ ŀĴı ĿļĻĺĿĻľĿĴĵļ įĻĺŀľĭįŀ ĵĿ ĻŁľ ĹĭĺĵĲıĿŀĻ ĭĺİ 

it sets out our brand valueĿ” 

Prior to the negotiation phase of the contract, it might be expected 

that the sponsor would have undertaken a form of due diligence, in 

that they would investigate the history of, in this context, sporting 

transgression to be able to evaluate whether the relationship is even 

worth entering in to in the first place. 

RSP4	 “TľĭĺĿĳľıĿĿĵĻĺ ĵĿ Ļĺı ĻĲ ŀĴı ĲĵľĿŀ ŀĴĵĺĳĿ Ńı Ŀŀĭľŀ ŀĭĸķĵĺĳ ĭĮĻŁŀ 

when considering personalities and is usually the thing that 

ĿŀııľĿ ŁĿ ĭŃĭŅ ĲľĻĹ ŀĴıĹ” 

RSP3	 “IĲ ĿĻĹıŀĴĵĺĳ Ĵĭļļıĺıİ ŀĴat would question the integrity of the 

sponsor this would be taken into consideration when agreeing 

ŀĴı įĻĺŀľĭįŀ” 

If this process of due diligence takes place and the sponsor is aware 

of these types of risks, then the contract will be negotiated.  Within 

that contract, the protection mechanisms in place would detail the 

possible courses of action available to the sponsor should the 

reputation or brand image of that sponsor be damaged. 

RSP2	 “CĻĺŀľĭįŀ įĸĭŁĿıĿ ļŁŀ ŀĴıĿı ĳŁŅĿ Ļĺ ĺĻŀĵįı ŀĴĭŀ ĵĲ ŅĻŁ ŀľĭĺĿĳľıĿĿ 

to the point where it is serious enough for us to terminate then 

you need to understand the implications and consequences of 

ŀĴĵĿ ĭįŀ” 

RSP3	 “I’İ ĸĻĻķ ĭŀ ŀĴı įĻĺŀľĭįŀ ĿŀľĭĵĳĴŀĭŃĭŅ ĵĲ ŀĴı ĿļĻĺĿĻľıİ ļľĻļıľŀŅ 

became involved in a scandal to see what recourse I Ĵĭłı” 

RSP1	 “IĲ ĭ Ŀįĭĺİĭĸ ĸıĭİĿ ŀĻ ĭ ĹĭĿĿĵłı įĴĭĺĳı ĵĺ ŀĴı ľıŀŁľĺ Ļĺ 

investment you're getting on that property then you simply go 
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and reassess the terms of the contract and pull out if it came to 

ĵŀ” 

These protection mechanisms are of vital importance in any 

contract, but the issue then becomes when they are enforced. 

Respondents have already acknowledged that “ĵŀ ĵĿ ĽŁĵŀı İĵĲĲĵįŁĸŀ ŀĻ 

ļľĻłı ŀĴı ĵĹļĭįŀ ĻĲ ŀĴı ŀľĭĺĿĳľıĿĿĵĻĺ Ļĺ ŅĻŁľ Įľĭĺİ” (RSP3). 

Moreover, it has also been suggested by respondents that “ĵŀ'Ŀ ĺĻŀ 

ĭĸŃĭŅĿ ļĻĿĿĵĮĸı ŀĻ ļľıİıĲĵĺı ıłıľŅŀĴĵĺĳ” (RSP2).  Without a definitive 

list of behaviours that could lead to the reputation or brand image of 

the sponsor being tarnished and without an agreed ‘tipping point’ in 

terms of the amount of impact that behaviour might have, it means 

that the interpretation of reputational damage is entirely subjective 

and is a serious course of friction between parties in the 

relationship. 

RSP4	 “TĴı įĻĺŀľĭįŀ ĳĵłıĿ ŁĿ ŀĴı ĭĮĵĸĵŀŅ ŀĻ ĵĺĿĵĿŀ Ļĺ įıľŀĭĵĺ ŀĴĵĺĳĿ 

should we seı ŀĴı ĺııİ ŀĻ” 

RSP1	 “UĿŁĭĸĸŅ ŀĴı ĿļĻĺĿĻľ İĵįŀĭŀıĿ ŀĴı ļĻĵĺŀ ĭŀ ŃĴĵįĴ ŀĴı įĸĭŁĿıĿ 

įĻĹĵĺĳ ŀĻ ĭĲĲıįŀ” 

RSP2	 “SĻĹıĮĻİŅ ĭŀ ĿĻĹı ļĻĵĺŀ ĴĭĿ ĳĻŀ ŀĻ Ĵĭłı ŀĴı Ĳĵĺĭĸ ĿĭŅ” 

RSP3	 “Wı’İ ĸĻĻķ ĭŀ ŀĴı ıńĭįŀ extent to which we thought how much 

damage had been done to our brand by association and see 

ŃĴĭŀ ľıĹıİĵıĿ Ńı Ĵĭİ” 

The respondents discussed the extent to which sporting 

transgression is considered before entering into a sponsorship 

contract, when they are negotiating the terms and conditions of the 

contract, and even when discussing the options for recourse the 

sponsor would have. 
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RSP5	 “Wı Ĵĭłıĺ’ŀ Įııĺ ĭĿ ļľıĿįľĵļŀĵłı ĭĿ ŀĴĭŀ ŀĻ ĵĺįĸŁİı ĿļĻľŀĵĺĳ 

ŀľĭĺĿĳľıĿĿĵĻĺ ĭĿ ļĭľŀ ĻĲ ĿļĻĺĿĻľĿĴĵļ įĻĺŀľĭįŀĿ” 

RSP4	 “TĴı ŃĭŅ ŅĻŁ Ŀıŀ ŀĴı įĻĺŀľĭįŀ ĻŁŀ ľıĲĸıįŀĿ ŃĴıľı ŅĻŁ įĻĺĿĵİıľ 

the risk to lie” 

One respondent even suggested that “ĵĲ ŅĻŁ İĵİ ĳıŀ ĭĿ ļľıĿįľĵļŀĵłı ĭĿ 

ŀĴĭŀ ŀĻ ĵĺįĸŁİı ŀĴı Tıĺ CĻĹĹĭĺİĹıĺŀĿ ŅĻŁ ļľĻĮĭĮĸŅ ŃĻŁĸİĺ’ŀ ĿļĻĺĿĻľ 

ĭĺŅ ĭŀĴĸıŀı ĵĺ ŀĴı ŃĻľĸİ” (RSP5). 

This is not to suggest that the sponsor is trying to control the 

behaviour of an athlete or punish those who transgress; what they 

are trying to do is mitigate the risk of being associated with an 

athlete who may choose to cheat or an official who may manipulate 

the result of a sporting contest.  In some circumstances, however, 

“ĭĳľııĹıĺŀĿ ŃĵŀĴ ĵĺİĵłĵİŁĭĸĿ ĹĭŅ ĳĵłı ĿļĻĺĿĻľĿ ĹĻľı ĻĲ ŀĴı 

ľıĿļĻĺĿĵĮĵĸĵŀŅ ĲĻľ ŀĴı ĮıĴĭłĵĻŁľ ĮŅ ĭĺ ĭŀĴĸıŀı” (RSP3).  It could be 

argued that the level of responsibility would ‘vary’ depending on the 

nature of the transgressive act that has been committed and the 

amount of interest in that transgression. 

RSP4	 “Iŀ įĭĺ Ĺĭķı ŅĻŁ ĸĻĻķ ľĵİĵįŁĸĻŁĿ ŃĴĵįĴ ĵĿ ŃĴŅ ŅĻŁ Ĵĭłı ŀĻ Įı 

very, łıľŅ įĭľıĲŁĸ ŃĴıĺ ŅĻŁ ĳıŀ ĵĺłĻĸłıİ ĵĺ ĿļĻĺĿĻľĿĴĵļ” 

It is here, in particular, that the understanding of not only the history 

of transgression in the sport in which the sponsor is supporting, but 

also how that transgression, should it continue, can impact upon the 

brand of the sponsor becomes even more of an issue.  As suggested 

above, it appears as though the vast majority of sponsors will not be 

prescriptive in the types of behaviours that would cause these 

protection mechanisms the coming to affect.  However, one 

respondent stated that “Ńı ĭľı ĿļıįĵĲĵį ĭĮĻŁŀ İľŁĳĿ ĵĺ įĻĺŀľĭįŀĿ” 
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(RSP2).  This response could have been predicted given this 

sponsor’s views on sporting transgression and its impact on the 

management of sponsorship programmes.  It may, however, reflect 

how these other sponsors should be considering sporting 

transgression in the contracts. 

4.2.7 Case Study Summary 

What is apparent at this point is that, for the most part, sponsors do 

not want to consider sporting transgression as an issue, and 

therefore do not seem to view specific clauses within contracts to 

protect themselves if they are associated with a particular scandal as 

vital.  Due to the high number of variables in terms of the nature of 

the actual transgression itself (e.g. the severity and frequency of the 

transgression, the sport in which the transgression occurs, the 

amount of media coverage the scandal attracts), many of the 

respondents in this case study used the phrase ‘it depends’ when 

discussing how they would react and what courses of action they 

may consider.  For sponsors, it appears as though the relationship 

between themselves and the rights holder is of critical importance in 

both the management of the transgression and the potential impact 

that transgression could have on the brand image and reputation of 

that sponsor. 

4.3 Case Study TWO: The Governing Body’s Perspective 

Governing bodies form the control mechanisms in sport.  They are 

responsible for, among other things, the enforcement of rules and 

regulations, the oversight of labour relations and protection of the integrity 

of the sport at all levels. 
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RGB1	 “TĴı ŃĴĻĸı ĮĭĿĵĿ ĻĲ ĿļĻľŀĵĺĳ įĻĹļıŀĵŀĵĻĺ is that it is done within the 

ľŁĸıĿǥ ĵŀ ĵĿ įľŁįĵĭĸ ŀĴĭŀ įĻĹļıŀĵŀĻľĿ įĻĹļıŀı ŃĵŀĴĵĺ ŀĴıĿı ľŁĸıĿ Ļľ ŀĴı 

whole basis of sport falls ĭļĭľŀ” 

RGB5	 “Oĺı ĻĲ ŀĴı ĮĵĳĳıĿŀ ĭĿĿıŀĿ ĻĲ ĿļĻľŀ ĵĿ ŀĴı ŁĺįıľŀĭĵĺŀŅ ĻĲ ĻŁŀįĻĹı ĭĺİ 

once you start interfering with that, you lose one of the great assets of 

ŀĴı ĳĭĹıǥ ŃĵŀĴĻŁŀ ŀĴĵĿƋ ĿļĻľŀ ĸĻĿıĿ ĵŀĿ łĭĸŁı ĵĺ ŀĴı ļŁľĵŀŅ ĿıĺĿı ĭĺİ ĵĺ 

ŀĴı įĻĹĹıľįĵĭĸ ĿıĺĿı” 

Beyond the impact of sporting transgression on the brand or reputation of 

the sponsor, which is the focus of this study, the governing body would 

acknowledge wider impact on all stakeholders in the sport industry. 

RGB3	 “I ŀĴĵĺķ ĵŀ ĴĭĿ ĭĺ ıĺĻľĹĻŁĿ ĵĹļĭįŀ ĭįľĻĿĿ ŀĴı ĮĻĭľİ ľıĭĸĸŅǥ 

everything from the fans and the people that watch it, they lose faith in 

ĵŀ ĭĺİ ĸĻĿı ĵĺŀıľıĿŀ ĵĺ ĵŀǥ ĻĮviously these players or participants in 

sport are looked at as gods by a great deal of high interest sports fans , 

and if they are not playing by the rules fans are going to lose faith in 

ŀĴĭŀǥ ŀĴıŅ ĭľı ĳĻĵĺĳ ŀĻ Įı ĸıĿĿ Ńĵĸĸĵĺĳ ŀĻ ŃĭŀįĴ ĭĺİ ŀĴĭŀ ĵĹļĭįŀĿ 

tıĸıłĵĿĵĻĺ ĭŁİĵıĺįıĿǥ ĵĲ ŀıĸıłĵĿĵĻĺ ĭŁİĵıĺįıĿ ĳĻ İĻŃĺ ŀĴĭŀ ĵĹļĭįŀĿ Ļĺ 

ŀĴı łĭĸŁı ĻĲ ŀĴı ļľĻļıľŀŅǥ ŀĴı value of the property as a result impacts 

on sponsorsǥ the exposure that they get and then the sponsors are 

Ńĵĸĸĵĺĳ ŀĻ ļĭŅ ĸıĿĿǥ ŀĴĭŀ ĹıĭĺĿ ĸıĿĿ ĹĻĺıŅ ĵĺŀĻ the sports, and that 

means less money into the grass roots of the sport to get more people 

playing then has an impact on childhood obesity if you want to take it 

İĻŃĺ ŀĻ ŀĴı łıľŅ įĻľı ĻĲ ĳıŀŀĵĺĳ ļıĻļĸı ĭįŀĵłı ĭĳĭĵĺǥ ĿĻ ĵŀ ĴĭĿ ĭĺ 

overriding impact on the imĭĳı ĻĲ ŀĴı ĿļĻľŀ ĭĿ ĭ ŃĴĻĸı” 

Ultimately, “ŀĴı ĵĹļĭįŀ Ļĺ ŀĴı ĿļĻľŀ ĵĺİŁĿŀľŅ ĭĿ ĭ ŃĴĻĸı ŁĺĲĻľŀŁĺĭŀıĸŅƋ ĵŀ'Ŀ 

ĺıłıľ ĳĻĵĺĳ ŀĻ Įı ĭ ļĻĿĵŀĵłı Ļĺı” (RGB3) and cases of sporting transgression 

“įĻĹļĸıŀıĸŅ İıłĭĸŁı ĿļĻľŀ” (RGB1). 
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RGB1	 “MĻĿŀ ļıĻļĸı ĭįįıļŀ ŀĴĭŀ ŀĴıľı are transgressions of a limited nature 

in most sports because people are playing at the edge of competitive 

ĸĵĲı” 

RGB1	 “IĲ ŀĴı ļŁĮĸĵį ĭľı ĸıĿĿ įĻĺĲĵİıĺŀ ĵĺ ŀĴı ļŁľĵŀŅ ĻĲ ĭ ĿļĻľŀĵĺĳ įĻĹļıŀĵŀĵĻĺƋ 

then they are less likely to want to fund you and support spoľŀ” 

This may well be the case but when there is such a discrepancy in the 

number of cases of transgression and indeed the types of these 

transgressions, the actual nature of each case needs to be understood and 

analysed by stakeholders with a vested interest in that sport. 

Perhaps alarmingly, no matter how realistic the statement might be, one 

respondent suggested that a governing body or a sponsor may take the 

attitude of “Ńı įĭĺ’ŀ ĹĻĺĵŀĻľ ıłıľŅ Ŀĵĺĳĸı ĭŀĴĸıŀı ĭĸĸ ĻĲ ŀĴı ŀĵĹı” (RGB1) and 

that a small number of positive tests at an event may be considered as “ĭ 

Ŀĵĳĺ ĻĲ ĿŁįįıĿĿ ĭŀ ŀĴı ŀĻŁľĺĭĹıĺŀ” (RGB1) 

4.3.1	 The Nature of the Transgression 

Sports are affected by different types of sporting transgression, to 

varying degrees.  Sports such as cycling, baseball and athletics have 

histories severely tainted by the use of PEDs , whereas football, 

cricket and basketball (particularly in North America) are affected 

more so by the different forms of match fixing, including spot fixing 

and points shaving. 

RGB3	 “BıĴĭłĵĻŁľ ĵĿ ŀĻĸıľĭŀıİ İĵĲĲıľıĺŀĸŅ ĵĺ İĵĲĲıľıĺŀ ĿļĻľŀĿ” 

RGB1	 “I ŀĴĵĺķ ŅĻŁ ŃĻŁĸİ ĸĻĻķ ĭŀ ĿļĻľŀĿ įĻĹļĭľĭŀĵłıĸŅ” 
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Because of the prevalence of transgression in sports, the perception 

of that sport will also differ and expectations of the behaviour of 

athletes within those sports will vary. 

RGB3	 “IŀĿ ĭĸĿĻ İıļıĺİıĺŀ Ļĺ ŀĴı ĺĭŀŁľı ĻĲ ŀĴı ĿļĻľŀǥ ĲĻľ ıńĭĹļĸıƋ 

people look at cricket as it should be a shining beacon of how 

ĿļĻľŀ ĵĿ įĻĺİŁįŀıİǥ ĵŀ’Ŀ ĭ ĳıĺŀĸıĹĭĺ’Ŀ ĿļĻľŀǥ ĿĻ ŃĴıĺ 

transgressions happen within a sport like cricket it’s almost 

ĲľĻŃĺıİ ŁļĻĺ ĹĻľı ŀĴĭĺ ĵĲ ĭ ĿļĻľŀ ĸĵķı ĲĻĻŀĮĭĸĸ ĵĿ ĭĲĲıįŀıİ” 

RGB4	 “AĸĿĻ ŀĴı Ŀĵņı ĻĲ ŀĴı ĿļĻľŀ ĹĭŀŀıľĿǥ ĵĲ ĿĻĹıŀĴĵĺĳ ĴĭļļıĺĿ ĵĺ 

football, it just has much more reach than taekwondo or 

ŃıĵĳĴŀĸĵĲŀĵĺĳǥ ĿĻ ĵŀ ĵĿ ĻĮłĵĻŁĿĸŅ ĳĻĵĺĳ ŀĻ Ĵĭłı a bigger impact 

Ļĺ ŀĴı Įľĭĺİ” 

RGB4	 ”Iĺ įŅįĸĵĺĳ ĭĺİ ĭŀĴĸıŀĵįĿƋ ŀĴıľı ĴĭĿ Įııĺ ĭ ĴĵĿŀĻľŅ ĻĲ İĻļĵĺĳ ĿĻ ĵĲ 

there is a scandal in doping in cycling or athletics it is slightly 

ıĭĿĵıľ İıĭĸŀ ŃĵŀĴǥ ĮŁŀ ĵĲ ĵŀ’Ŀ ĭ İĵĲĲıľıĺŀ ĿļĻľŀƋ ĵŀ įĻŁĸİ Įı ŀĴı 

first major scandaĸ ĭĺİ ıłıľŅĻĺı ĵĿ ıĹĮľĻĵĸıİ ĵĺ ĵŀ” 

RGB5	 “Iĺ ĻŁľ ĿļĻľŀƋ įĻľľŁļŀĵĻĺ ĴĭĿ Įııĺ ĭ ĿĵĳĺĵĲĵįĭĺŀ ĲıĭŀŁľı ĲĻľ Ļłıľ 

ĭ İıįĭİıǥ” 

RGB5	 “I ŀĴĵĺķ ŀĴı Įĵĳĳıľ ŀĴı ĿļĻľŀƋ ŀĴı ĹĻľı ĮŁĸĸıŀ ļľĻĻĲ ĵŀ ĵĿǥ ŀĴıľı 

is sufficient interest in cricket that if a scandal breaks, it may 

not have a significant or visible impact on the commercial 

ĿŀĭŀŁĿ ĻĲ ŀĴı ĿļĻľŀ” 

During the discussions with these respondents, the actual nature of 

the transgression (i.e. the type of transgression, the frequency or the 

level at which the transgression occurred) was not really highlighted 

as key in this discussion.  The views expressed by respondents 

acknowledged that the “ľıļŁŀĭŀĵĻĺ ĻĲ ĭŀĴĸıŀıĿǥ ĻĲ ĳĻłıľĺĵĺĳ ĮĻİĵıĿƋ 
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įĻĭįĴıĿƋ ŀĻŁľĺĭĹıĺŀ ĻľĳĭĺĵĿıľĿƋ ıŀį ĭľı ĭĲĲıįŀıİ” (RGB1) and even 

more “ĵĲ ŀĴı ľıļŁŀĭŀĵĻĺ of the sport is tarnished, everyone is tarnished 

ŃĵŀĴ ŀĴı ĿĭĹı ĮľŁĿĴ” (RGB3).  One of the respondents suggested that 

a case of sporting transgression was “ĿĻĹıŀĴĵĺĳ Ńı İľıĭİ Ĵıľı ĭŀ ŀĴı 

ĳĻłıľĺĵĺĳ ĮĻİŅǥ ŀĴĭŀ ĿĻĹıŀĴĵĺĳ ĴĭļļıĺĿ ĭľĻŁĺİ Ļĺı ĻĲ ĻŁľ ĴŁĳı 

competiŀĵĻĺĿ” (RGB2).  

RSP2	 “AĿ ĭ ĳĻłıľĺĵĺĳ ĮĻİŅ ĻĲ 53 įĻŁĺŀľĵıĿƋ ŀĴĵĺĳĿ ĸĵķı ŃĴĭŀ 

happened in the Turkish league and Italian league are just a 

İĵĿĭĿŀıľ ĲĻľ ŁĿ ĭĺİ ĭĲĲıįŀ ŀĴı įĻľı łĭĸŁıĿ ĻĲ ŀĴı ĿļĻľŀ” 

However, the collective impression gained throughout this phase of 

data collection from governing bodies is that there is an inevitability 

of transgression in sport0 

RGB1	 “PıĻļĸı įĴıĭŀ ĵĺ ĵĺłıľŀıİ įĻĹĹĭĿ ĵĺ ĿļĻľŀĵĺĳ ıłıĺŀĿ ĭĸĸ ŀĴı 

ŀĵĹı” 

RGB4	 “IĲ ŅĻŁ įĴĻĻĿı ŀĻ ŀľĭĺĿĳľıĿĿƋ ĵŀ’Ŀ İĻŃĺ ŀĻ ŀĴı ĵĺİĵłĵİŁĭĸ ĭĺİ ŀĴı 

ŀıĭĹ” 

And, despite this view0 

RGB3	 “I ŀĴĵĺķ ĿļĻľŀ ĵĿ ĻĲŀıĺ ĸĻĻķıİ ĭŀ ĭĿ ĭ ļľıŀŀŅ ĿĭĲı Įıŀ” 

4.3.2	 The Management of the Transgression 

If a scandal or case of sporting transgression occurs, in the first 

instance, the governing body would be responsible for the 

management of the transgression – the investigation, the sanction 

and the communication both within the organisation and with 

stakeholders, including sponsors and the media.  How this 

communication occurs within the governing body is of crucial 
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importance, as it won't be the investigative team who communicate 

with the sponsors – the commercial department will do that and “ŀĴı 

commercial team at a governing body needs to be people that the 

ĿļĻĺĿĻľ įĭĺ ŀľŁĿŀ” (RGB2) 

RGB3	 “IĲ ĿĻĹıŀĴĵĺĳ ĸĵķı ŀĴĭŀ ĻįįŁľĿǥ just be informed of the results 

the outcome, the punishment whatever it might be prior to 

going public, and if necessary we would then advise our 

ļĭľŀĺıľĿ ĭĿ ŀĻ ĿĻĹıŀĴĵĺĳ ŀĴĭŀ Ĵĭļļıĺıİ” 

RGB3	 “MŁįĴ ĭŀŀıĺŀĵĻĺ ĵĿ ļĭĵİ ŀĻ ĴĻŃ ŀĴı ĳĻłıľĺĵĺĳ ĮĻİŅ ĹĭĺĭĳıĿ ĭ 

scandal to protect the reputation of the game that they 

(sponsors) Ĵĭİ ĵĺłıĿŀıİ ĿĻ ĴıĭłĵĸŅ ĵĺ” 

This is of particular importance given the fact that sporting 

transgression “ĴĭĿ ĵĹļĸĵįĭŀĵĻĺĿ ĲĻľ įĻĹĹıľįĵĭĸ ľıłıĺŁı ĿŀľıĭĹĿƋ 

ĵĺįĸŁİĵĺĳ ĿļĻĺĿĻľĿĴĵļ ĭĺİ Ĺıİĵĭ ĲŁĺİĵĺĳ” (RGB1). 

As such, governing bodies in sport have a number of rules, 

procedures or policies in place in order to ensure a consistent 

approach to the management of sporting transgression.  The World 

Anti-Doping Agency (WADA) provides further direction in the 

management of the use of PEDs in a particular sport, particularly in 

terms of testing, analysis and sanction. 

RGB1	 “MĻĿŀ ĳĻłıľĺĵĺĳ ĮĻİĵıĿ Ńĵĸĸ Ĵĭłı įĸıĭľ ľŁĸıĿ Ŀıŀ ĻŁŀ ĭĺİ Ńĵĸĸ 

have clear procedures to deal with potential transgressions, 

involving lawyers if nıįıĿĿĭľŅ” 

RGB5	 “Wı Ĵĭłı ĭĺ ĭĺŀĵ-doping code in place and an anti-corruption 

code in place that cover players, officials and members of team 

ĿŀĭĲĲǥ” 
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RGB5	 “Wı ĭľı WADA įĻĹļĸĵĭĺŀ ĮŁŀ Ńı İĻĺ’ŀ ŀıĿŀ ĻŁľ ĭŀĴĸıŀıĿ ĭĿ 

ĻĲŀıĺ ĭĿ ŀĴıŅ İĻ ĵĺ ĻŀĴıľ ĿļĻľŀĿǥ Ńı ĭľı ĸĭĳging behind when it 

įĻĹıĿ ŀĻ ŀĴĵĿ ŀŅļı ĻĲ ĿļĻľŀĵĺĳ ŀľĭĺĿĳľıĿĿĵĻĺ” 

One of the roles of governing bodies in sport is to encourage the 

grassroots level of sporting competition.  It therefore is 

acknowledged by respondents that the management of sporting 

transgression at the elite level of sport is vital to ensure that young 

athletes are not tainted or encouraged to pursue this same type of 

transgressive behaviour. 

RGB5	 “YĻŁ ıĺįĻŁľĭĳı ŀĴı ĺıńŀ ĳıĺıľĭŀĵĻĺ ĻĲ įĴıĭŀĿ ĵĲ ĵŀ ĵĿ ĺĻŀ 

ıĲĲıįŀĵłıĸŅ ľıĳŁĸĭŀıİ ĺĻŃǥ ĵĲ you are a young player coming in 

to the sport, if there is a culture that tolerates any part of that, 

ŀĴĵĿ įŁĸŀŁľı ĵĿ ļĭĿĿıİ Ļĺ” 

RGB4	 “Wı’łı Įııĺ łıľŅ ļľĻĭįŀĵłı ĭĿ ıłıľŅ OĸŅĹļĵį ĿļĻľŀ ĵĺ ŀĴı UK 

ĴĭĿ Ĵĭİ ŀĻ Įıǥ“ 

Governing bodies will approach this responsibility in very different 

ways – some would seek to improve education programmes targeted 

at young athletes, whilst others would impose stricter penalties.  One 

respondent detailed how their governing body had taken somewhat 

more of a ‘controlling’ approach – they established their own 

professional team, with the help of sponsors. 

RGB4	 “BŅ ıĿŀĭĮĸĵĿĴĵĺĳ ĻŁľ ĻŃĺ ŀıĭĹ Ńı ķĺıŃ ŀĴĭŀ ŅĻŁĺĳ Ļľ ĶŁĺĵĻľ 

athletes that we have developed are not being exposed to any 

ĺıĳĭŀĵłı ĵĺĲĸŁıĺįıĿ” 

RGB4	 “Eńļıľĵıĺįı ĵĿ ķıŅ ĵĺ İıĭĸĵĺĳ ŃĵŀĴ ŀĴıĿı ŀľĭĺĿĳľıĿĿĵĻĺĿ” 
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The nature in which a governing body manages sporting 

transgression is of particular importance when considering the 

commercial future of the sport. 

RGB1	 “IĲ ŅĻŁ ĳıŀ ŀĴı ĵĺŀıĳľĵŀŅ ĻĲ ŀĴı ĿļĻľŀ ľĵĳĴŀƋ ĿļĻĺĿĻľĿ Ńĵĸĸ įĻĹı ŀĻ 

yĻŁľ ĿļĻľŀ” 

RGB4	 “IĲ ŅĻŁ ĭľı Ĵĵŀ ŃĵŀĴ ĭ ŀľĭĺĿĳľıĿĿĵĻĺƋ ŅĻŁ ĶŁĿŀ ĸĻĿı ŀĴĭŀ 

reputation and momentum that you might have gained after a 

ĿŁįįıĿĿĲŁĸ ıłıĺŀ” 

There are also lessons to be learned from other governing bodies in 

the sport industry, especially if it becomes apparent that the strategy 

being employed by that governing body, or indeed the lack of a 

strategy, is not particularly effective.  Although this effectiveness 

would be difficult to reliably measure, other stakeholders will soon 

voice their dissatisfaction with the situation in the sport when it 

comes to sporting transgression. 

RGB3	 “YĻŁ ĭĸĹĻĿŀ ĸıĭľĺ ĲľĻĹ ĻŀĴıľ ĿļĻľŀĿ’ ĹĵĿŀĭķıĿ ĹĻľı ŀĴĭĺ 

ĭĺŅŀĴĵĺĳ” 

For example, many governing bodies, particularly those with a 

higher frequency of cases of sporting transgression, will be 

evaluating the activity of the UCI over the last twelve months with 

the guarantee that they will not be basing their own actions on that 

of the governing body of cycling. 

There are lots of other opportunities that sponsors may deem just as 

beneficial to their brand, or even more beneficial, and any decision 

may come down to how the governing body reacts to such behaviour 

and also how the governing body works with their stakeholders to 

mitigate the impact of sporting transgression.  One respondent 
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suggested that their governing body would be “łıľŅ ķııĺ ŀĻ ĳıŀ ŀĴı 

ĹıĿĿĭĳı ĻŁŀǥ ŀĻ İĵĿĭĿĿĻįĵĭŀı ĻŁľĿıĸłıĿǥ” (RGB4).   

RGB2	 “Oĺı ĻĲ ŀĴı įĻľı łĭĸŁıĿ ĻĲ ŀĴĵĿ ĳĻłıľĺĵĺĳ ĮĻİŅ ĵĿ ĻļıĺĺıĿĿǥ 

ŀľĭĺĿļĭľıĺįŅ ĵĺ ĻŁľ įĻĺłıľĿĭŀĵĻĺĿ” 

4.3.3	 The Relationships between Stakeholders 

The relationships the governing bodies establish with stakeholders 

in the sport industry, including sponsors, are vital to the long-term 

sustainability of a particular sport.  In recent years, there have been 

examples of the mismanagement and even facilitation of sporting 

transgression in the wider sport (like in the case of the UCI) and 

cases where those responsible for the management of the sport have 

used this responsibility for ‘personal material gain’ (e/g/ the links 

between FIFA and the sports marketing agency ISL).  Just as the 

behaviour of athletes or teams can tarnish the reputation of the 

stakeholders associated with a particular sport, so can the behaviour 

of the sports governing body in dealing with the transgression or 

indeed committing it themselves. 

The key factor in managing the relationship between stakeholders, 

emphasized by the majority of respondents in this case study, is 

communication – ensuring that stakeholders are informed and 

subsequently kept up to date as the case or scandal unfolds is 

deemed vital by those in governing bodies.  Whilst the focus of this 

study is on how the relationship between governing body and 

sponsor, and the subsequent management of a transgression, 

impacts upon a response of a sponsor to that transgression, it is 

interesting to note that governing bodies will also seek to 

communicate with the media – and through that medium, the fans of 

the sport. 
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RGB3	 “Iŀ’s just about telling them what is going on and when it is 

going to be rectified” 

RGB3	 “Iŀ’s just a case of managing and maintaining relationships 

ŃĵŀĴ ĻŁľ ļľıĿĿǥ ŃĵŀĴ ĻŁľ ĿļĻĺĿĻľĿǥ ĿĻ ŀĴĭŀ ŀĴıŅ ķĺĻŃ ŀĴĭŀ 

ŀĴıŅ įĭĺ ŀľŁĿŀ ŃĴĭŀ Ńı ĿĭŅ ŃĴıĺ Ńı ĿĭŅ ĵŀ” 

RGB2	 “IĲ ĵŀ ĵĿ ĿĻĹıŀĴĵĺĳ Ńı ŀĴĵĺķ ĹĵĳĴŀ ĵĹļĵĺĳı ŀĴı ĿļĻĺĿĻľĿ ŀĴıĺ ŅıĿ 

we would go to tĴıĹ ļľĭįŀĵįĭĸĸŅ ĭĺİ ŀıĸĸ ŀĴıĹ Ńı’ľı İĻĵĺĳ 

ĿĻĹıŀĴĵĺĳ ĭĺİ ŀĴĭŀ Ńı’İ ĸĵķı ŅĻŁ ŀĻ Įı ĭŃĭľı ĻĲ ĵŀ ĭĺİ ŃĴĭŀ 

ĭľı ŅĻŁľ ĲııĸĵĺĳĿ Ļĺ ĵŀǥ ŀĴıĺ ŅĻŁ ŃĻŁĸİ İĻ ĿŀĭķıĴĻĸİıľ 

ĺıĳĻŀĵĭŀĵĻĺĿ ĭĺİ ĿļĻĺĿĻľĿ ŃĻŁĸİ Įı ĭ ļĭľŀ ĻĲ ŀĴĭŀǥ ŅĻŁ’łı ĳĻŀ 

a personal relationship aspect that sĴĻŁĸİĺ’ŀ Įı ĵĳĺĻľıİ Ĵıľı” 

RGB4	 “DŁľĵĺĳ ŀĴı Lĭĺįı AľĹĿŀľĻĺĳ Ŀįĭĺİĭĸ Ńı İĵİĺ’ŀ ķĺĻŃ 

ıłıľŅŀĴĵĺĳ ŀĴĭŀ ŃĭĿ įĻĹĵĺĳ ĻŁŀ Łĺŀĵĸ ĵŀ İĵİǥ Ńı Ńıľı Ĳııİĵĺĳ ĵĺ 

to our sponsors and partners and other stakeholders our 

ĴĵĿŀĻľŅ ĿĻ ŀĴĭŀ ĵĲ ŀĴıŅ Ńıľı ĽŁıĿŀĵĻĺıİǥ ĮıįĭŁĿı ŀĴıy become 

ıńŀıĺĿĵĻĺĿ ĻĲ ŅĻŁǥ ŀĴıŅ įĭĺ ļľĻłĵİı ľıĸıłĭĺŀ ĵĺĲĻľĹĭŀĵĻĺ ĭĮĻŁŀ 

ĳĻłıľĺĵĺĳ ĮĻİŅ ŀıĿŀĵĺĳ ĭĺİ ĻŀĴıľ ļĻĸĵįĵıĿǥ” 

RGB2	 “Wı İĻ Ĵĭłı įĻĺłıľĿĭŀĵĻĺĿ ŃĵŀĴ ĻŁľ ĿļĻĺĿĻľĿ ŀĻ ĭİİľıĿĿ ‘ŃĴĭŀ 

ĵĲ’ ĿĻĹıŀĴĵĺĳ ĴĭļļıĺĿ” 

The means used to communicate with sponsors varies between 

governing bodies – there does not seem to be a standard approach or 

time at which this communication would occur.  One respondent in 

particular highlighted the vital role communication plays in this 

relationship and discussed the processes in place within the 

organisation to ensure that the governing body is “Ļĺ ŀĴı Įĭĸĸ ŃĵŀĴ 

ŅĻŁľ įĻĹĹŁĺĵįĭŀĵĻĺ ĭĺİ ĵŀĿ ĳĻŀ ŀĻ įĻĹı ĲľĻĹ ŀĴı ľĵĳĴŀ ļıľĿĻĺ” 

(RGB3). 
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RGB3	 “Iŀ ķĵĺİ ĻĲ İıļıĺİĿ Ļĺ ŃĴĭŀ ŀĴı ĿĵŀŁĭŀĵĻĺ ĵĿ ĮŁŀ, on the whole, if 

we know that there is an issue ongoing that is going to affect 

the team and how the team is perceived by outsiders, the 

Commercial Director would decide how we were going to 

įĻĹĹŁĺĵįĭŀı ŀĴĭŀ ŀĻ ļĭľŀĺıľĿ” 

RGB3	 “We communicate via an email usually with partners who are 

ľıĸıłĭĺŀǥ ŀĴĭŀ ĵŀ ĵĿ ĳĻĵĺĳ ŀĻ ĭĲĲıįŀǥ ĭĺİ ĶŁĿŀ ĿĭŅ ŀĴĵĿ ĵĿ ŀĴı ĵĿĿŁı 

ŀĴĵĿ ĵĿ ŃĴĭŀ ĵĿ Įıĵĺĳ İĻĺı ŀĻ ľıįŀĵĲŅ ĵŀ ĭĺİ Ńı ŃĻĺ’ŀ Įı 

įĻĹĹıĺŀĵĺĳ Ļĺ ĵŀ ĵĺ ŀĴı ļľıĿĿ ĭĺİ Ńı’İ ĭļļľıįĵĭŀı ĵŀ ĵĲ ŅĻŁ 

İĵİĺ’ŀ ıĵŀĴıľ ĵĲ ŅĻŁ ĭľı įĻĺŀĭįŀıİǥ ĭĺİ Ńı’ĸĸ ķııļ ŅĻŁ ļĻĿŀıİ ĭĿ 

ŀĻ ŀĴı ĻŁŀįĻĹı” 

Most of the respondents deemed communication to be the most 

important facilitator in the relationship between sponsor and rights 

holder.  However, one of the respondents completely disagreed with 

this view suggesting that “įĻĹĹŁĺĵįĭŀĵĺĳ ŃĵŀĴ ĿļĻĺĿĻľĿ ŃĻŁĸİ ĺĻŀ be 

ĭ įĻĺĿĵİıľĭŀĵĻĺ ĲĻľ ŀĴı ĳĻłıľĺĵĺĳ ĮĻİŅǥ ŀĴıĵľ ĵĺŀıľıĿŀ ĵĿ ŀĻ ĲĻĸĸĻŃ ŀĴı 

ľŁĸıĿ ŀĻ ļľĻŀıįŀ ŀĴı ĵĺŀıĳľĵŀŅ ĻĲ ŀĴı ĿļĻľŀ” (RGB1) and further suggests 

that “ĳĻłıľĺĵĺĳ ĮĻİĵıĿ ŃĻŁĸİ ĮľĻĭİĸŅ ŀĭķı ĵĺ ŀĻ ĭįįĻŁĺŀ ŀĴı 

reputation of the sport and the impact on sponsorship at a very macro 

ĸıłıĸ” (RGB1). 

This is an interesting stance to take given the fact that for a lot of 

sports, sponsorship revenue is crucial to the long-term sustainability 

of those sports.  Also, from a marketing perspective, sponsors 

wanting to be associated with the brand of the governing body can 

do more for the governing body than just immediate revenue 

generation.  It was acknowledged by respondents that the sponsor is 

an important factor in both the promotion of the brand of the athlete, 

team, sport or event to which they are associated and also in the 

deliverance of communications messages to external stakeholders. 
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RGB4	 “SļĻĺĿĻľĿ ĮıįĻĹı ĭĺ ıńŀıĺĿĵĻĺ ĻĲ ŅĻŁľ łĻĵįıǥ “ 

The governing body also relies upon the sponsor to leverage the 

association and have an extensive portfolio of activation activities 

planned.  It is at this point that sponsorship can be clearly identified 

as a relationship between sponsor and rights holder.  In order to 

ensure its success, both parties have to invest both time and financial 

resources in to the management of that relationship. 

RGB3	 “UĺĸıĿĿ ŅĻŁ İĻ ĿĻĹıŀĴĵĺĳ ŃĵŀĴ ŅĻŁľ ĿļĻĺĿĻľĿĴĵļ ĵŀ ĴĭĿ ĺĻ łĭĸŁı 

ĲĻľ ŁĿ ĭĿ ŀĴı ľĵĳĴŀĿ ĴĻĸİıľ ĭĺİ ŀĴı ĿļĻĺĿĻľ ŀĴıĹĿıĸłıĿ” 

RGB4	 “Iŀ ĵĿ ĭĮĻŁŀ ľıĸĭŀĵĻĺĿĴĵļĿǥ ļıĻļĸı ĳĻ ŀĴľĻŁĳĴ Ĵĭľİ ŀĵĹıĿǥ ĵŀ 

can be turned in to a positive when you can be seen to be 

ĿŁļļĻľŀĵĺĳ ĭŀĴĸıŀıĿ ŀĴľĻŁĳĴ ĭ Ĵĭľİ ŀĵĹıǥ ĭĸŀĴĻŁĳĴ ŀĴıľı ĹĭŅ 

be a difference in supporting someone with alcoholism than the 

ŁĿı ĻĲ ļıľĲĻľĹĭĺįı ıĺĴĭĺįĵĺĳ İľŁĳĿ” 

RGB3	 “YĻŁ įĭĺ Ĺĭĵĺŀĭĵĺ ĭ ľıĸĭŀĵĻĺĿĴĵp even through rocky areas and 

transgressions by players and team management as long as you 

ĭľı ĴĻĺıĿŀ ĭĺİ Ļļıĺ ĭĮĻŁŀ ĵŀ” 

Trust has been identified as one of the fundamental components of a 

business to business relationship, of which sponsorship is an 

example.  Governing bodies acknowledge the importance of trust in 

managing both the sponsorship agreement and sporting 

transgression.  Also recognised is the fact that by not managing these 

issues in an appropriate and timely manner, questions of credibility 

were likely to be raised by the sponsor, who, as a result, begins to 

doubt the ability of the governing body to protect the interests of 

both parties.  The strength of the relationship and the amount of 

trust each party has in the other is therefore crucial in the 

management of the sponsorship programme. 
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RGB4	 “TľŁĿŀ ĭĺİ ľıļŁŀĭŀĵĻĺ ĵĿ ļľĻĮĭĮĸŅ ŀĴı ķıŅ ĭĿļıįŀĿ ĵĺ ŀĴı 

ľıĸĭŀĵĻĺĿĴĵļ ĮıŀŃııĺ ĳĻłıľĺĵĺĳ ĮĻİŅ ĭĺİ ĿļĻĺĿĻľ” 

RGB3	 “Iŀ ĵĿ ĳĻĵĺĳ ŀĻ Ĵĭłı ĭ ĺıĳĭŀĵłı ĵĹļĭįŀ Ļĺ ŅĻŁľ ŃĻľķĵĺĳ 

relationship with your sponsors ĵĲ ŀĴıŅ’ľı ĺĻŀ Įıĸĵıłĵĺĳ Ļľ ĺĻŀǥ 

trusting in what you are doing and how you are managing the 

game and managing players or teams then there is certainly 

ĳĻĵĺĳ ŀĻ Įı ĭĺ ıĸıĹıĺŀ ĻĲ İĵĿĮıĸĵıĲ ŀĴĭŀ ŀĴıŅ’ľı ĵĺłıĿŀĵĺĳ ĵĺ ĭ 

ĳĭĹı ŀĴĭŀ Įıĵĺĳ ĸĻĻķıİ ĭĲŀıľ” 

There also needs to be an acceptance of responsibility from both 

sides that the need to conduct themselves in such a way that doesn't 

detract from the relationship or by bringing either brand into 

disrepute.  One of the respondents felt that this was a really 

important aspect of the sponsorship relationship and suggested that 

“ĵĲ Ńı (ŀĴı ĳĻłıľĺĵĺĳ ĮĻİŅ) ĭľı ĲĻŁĺİ ŀĻ Įı ĺıĳĸĵĳıĺŀ ĵĺ ĭĺŅ ŃĭŅ Ńı’łı 

ĸıŀ ŀĴıĹ (ŀĴı ĿļĻĺĿĻľ) İĻŃĺǥ ĵŀ’Ŀ ĭĿ ĿĵĹļĸı ĭĿ ŀĴĭŀ” (RGB4). 

However, another respondent seemed to suggest that to a certain 

extent, it didn't really matter how the relationship was managed, or 

what decision the sponsor would make because there would be 

plenty of other options available to the governing body to replace the 

income generated from a particular agreement if a sponsor decided 

to withdraw.  They went on to suggest that, in spite of transgression, 

sport represents a cost-effective way of reaching target audience and 

that organisations want to be associated with sport despite these 

issues, provided there were affected mechanisms in place to manage 

the potential threat of transgression, in order to achieve their 

marketing targets or objectives. 

RGB5	 “BıįĭŁĿı ĻĲ ŀĴı ĳĸĻĮĭĸ ĺĭŀŁľı ĻĲ ĻŁľ ĿļĻľŀ Ńı Ĵĭłı ĳľıĭŀ 

įĻĹļıŀĵŀĵĻĺ ĲĻľ ĿļĻĺĿĻľĿĴĵļǥ ĮŁŀ ĸĵĺķıİ ŀĻ ŀĴĭŀ Ńı ĭĸĿĻ Ĵĭłı 
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good mechanisms available to try and manage the threat of 

corruption in our sport and so are offering these sponsors 

ĿĻĹıŀĴĵĺĳ ŀĴıŅ įĭĺ Įıĸĵıłı ĵĺ ĭĺİ ĮıĺıĲĵŀ ĲľĻĹ” 

4.3.4	 The Role of the Media 

For all stakeholders, the media play a very important role in the 

sport industry.  Teams and athletes develop status or identity in the 

media, awareness of the sponsor's brand can be increased and the 

potential inadequacies of governing body strategies to manage 

sporting transgression can be highlighted.  The level of interest the 

media might have in a particular sport or in a particular case of 

transgression would depend on the audience reach that the sport 

has.  Consistent with previous discussions presented in this case 

study, respondents drew on the example of the sport of football, 

suggesting that “ŀĴı ĴĵĳĴıľ ŀĴı ĸıłıĸ ĻĲ ĭŁİĵıĺįı ľıĭįĴƋ ŀĴı ĳľıĭŀıľ ŀĴı 

ĵĺŀıľıĿŀ ĲľĻĹ ŀĴı Ĺıİĵĭ” (RGB3), and therefore “ĴĭĿ ĭ ĴŁĳı ĵĹļĭįŀ Ļĺ 

ĴĻŃ ĹŁįĴ ŀĴı ĿļĻľŀĵĺĳ ŀľĭĺĿĳľıĿĿĵĻĺ ĭĲĲıįŀĿ ŀĴı ĿļĻľŀ” (RGB3). 

RGB1	 “YĻŁ įĭĺ’ŀ ļľıİĵįŀ ŀĴı ľıĭction of the media particularly and 

ĿļıįŀĭŀĻľĿǥ łĵıŃıľĿǥ įĻĺĿŁĹıľĿǥ ĿĻĹı ĹĵĳĴŀ ĸĭŁĳĴ ĵŀ ĻĲĲ ĭĺİ 

ŀĴıľıĲĻľı ĵŀĿ ĺĻŀ ĭĺ ĵĿĿŁı ĿĻ ŅĻŁ įĭĺ’ŀ ĻĮĶıįŀĵłıĸŅ Ŀıŀ ŀĴı ľŁĸıĿ” 

RGB4	 “IĲ ŅĻŁ ĸĻĻķ ĭŀ ĭĺŅ ľıİ ŀĻļƋ ŀĴıľı ĵĿ ļľĻĮĭĮĸŅ ĺĵĺı ļĭĳıĿ ĻĲ ĿļĻľŀ 

and about seven of them are football so if there is a scandal in 

ŀĴı ĿļĻľŀ ĵŀ ĵĿ ĳĻĵĺĳ ŀĻ ĳıŀ ĹĻľı įĻłıľĭĳı ŀĴĭĺ ĭĺŅŀĴĵĺĳ ıĸĿıǥ 

ĵŀ įĻĹıĿ İĻŃĺ ŀĻ ŀĴı ŃıĵĳĴŀ ĻĲ įĻłıľĭĳı” 

RGB4	 “TĴı ľĻĸı ĻĲ ŀĴı Ĺıİĵĭ ĵĿ ĹĻľı ĿļĻľŀ-ĿļıįĵĲĵį” 

For governing bodies, the reporting of the transgression itself 

potentially develops in to an issue.  The impact this coverage might 

have on the sponsor's brand is considered, which is one of the 
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reasons why these sporting organisations recognise the 

aforementioned importance of communication in the management of 

these transgressions, but does not appear to be critical.  As well as 

having relationships with their sponsors, the governing bodies 

actively seek good working relationships with those in the media to 

ensure that the stories published, based on fact rather than fiction. 

RGB3	 “IĲ ĿĻĹıŀĴĵĺĳ ĳĻıĿ ŀĻ ŀĴı ļľıĿĿ Ļĺ ŀĴı ŃĴĻĸı Ńı Ĵĭłı ĿŁįĴ ĭ 

good relationship with the press that they would contact us to 

łıľĵĲŅ ŃĴĭŀ ŀĴıŅ Ĵĭİ Ĵıĭľİ” 

Despite the attempt to build these relationships with the media, 

governing bodies recognise the fact that they do play a part in the 

longevity of particular scandal. 

RGB3	 “IĲ ŀĴıľı ĵĿ ĺĻŀĴĵĺĳ ĳĻĵĺĳ Ļĺ ĵĺ ŀĴı ļľıĿĿ ĵŀ įĭĺ ĮĸĻŃ Łļ ĵĺ ŀĻ 

ĿĻĹıŀĴĵĺĳ ĹĻľı ŀĴĭĺ ĵŀ ĺııİĿ ŀĻ Įı” 

This impact can only serve to increase awareness of a guilty athlete 

or team but also promote the association between the sponsor and 

the transgressor, potentially increasing the risk of entering into a 

sponsorship agreement. 

4.3.5	 The Risk of Sponsorship 

To varying degrees, the respondents from governing bodies 

acknowledge the risks for a sponsor in being associated with a 

sporting organisation, and also recognise their role in mitigating the 

risk in terms of effective management and communication with 

sponsoring organisations.  They appreciate the fact that sponsors 

may not want to be associated with the sport where transgression 

occurs – one stated that “ĺĻ Ļĺı ŃĭĺŀĿ ŀĻ Įı ĭĿĿĻįĵĭŀıİ ŃĵŀĴ 
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ŀľĭĺĿĳľıĿĿĵĻĺǥ” (RGB4), suggesting that it's not just sponsors that 

want this threat to sporting integrity to exist. 

RGB4	 “SļĻĺĿĻľĿ İĻĺ’ŀ įĻĹı ĵĺ ŀĻ ĿļĻľŀ ŀĻ Ĵĭłı ŀĴıĵľ ľıļŁŀĭŀĵĻĺ 

ĿŁĸĸĵıİǥ ŀĴıŅ įĻĹı ĵĺ ŀĻ ĵŀ ŀĻ Ĵĭłı ŀĴıĵľ ľıļŁŀĭŀĵĻĺ ıĺĴĭĺįıİ” 

RGB5	 “PıĻļĸı ĿļĻĺĿĻľ ĿļĻľŀ ĮıįĭŁĿı ŀĴıŅ įĭĺ ĳıŀ ĭ ľıŀŁľĺ ĲľĻĹ 

ĿļĻľŀǥ ĭĺİ ŅĻŁ ĳıŀ ŀĴĭŀ ľıŀŁľĺ ĮıįĭŁĿı ŀĴıľı ĵĿ ĭĺ ĭŁİĵıĺįıǥ ĵĲ 

there is no public interest in the product then there is no 

įĻĹĹıľįĵĭĸ ĵĺŀıľıĿŀ ĵĺ ĭ ļľĻļıľŀŅ” 

RGB3	 “SĻĹıŀĴĵĺĳ Įľĵĺĳs the reputation into dispute then obviously 

the image that sport is going to be damaged, and thus makes it 

a less appealing proposition for investĻľĿǥ ĿļĻĺĿĻľĿǥ 

ļĭľŀĺıľĿ” 

Again, one of the respondents offered a slightly different perspective, 

stating that for some sponsors, being associated with a more risky 

sport, or sporting personality fits in to the strategy for the brand. 

RGB1	 “OĲ įĻŁľĿı ŀĴıľe are some brands that operate at the edge that 

Ńĭĺŀ ĭ ľĭŀĴıľ ĸıŀ’Ŀ ĿĭŅ risky edgy brand image that are 

prepared to sponsor controversial athletes in order to get that 

ķĵĺİ ĻĲ ıńļĻĿŁľıǥ I’Ĺ ĺĻŀ ĿĭŅĵĺĳ ŀĴĭŀ ŀĴıŅ ŃĻŁĸİ ĭįŀĵłıĸŅ ŃĵĿĴ 

for specific transgressions but they might want someone who is 

ĭĳĳľıĿĿĵłı Ļľ ıİĳŅ ĵĺ Ļľİıľ ŀĻ ļľĻĳľıĿĿ ŀĴıĵľ Įľĭĺİ” 

One such example is Nike who, despite extensive media coverage, 

stood by the golfer, Tiger Woods.  Although the type of transgression 

committed does not fit within the parameters of this study, the case 

serves as an excellent example of how the benefits of being 

associated with these sporting personalities and far outweigh the 

costs or risks. 
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The proximity of the brand of the sponsor to the athlete or team that 

committed the transgressive act is recognised as a key factor in 

managing the risk of being associated with the transgressor. 

RGB3	 “TĴı įĸĻĿıľ ŀĴıŅ ĭľı ŀĻ ŀĴı ĭįŀĵĻĺƋ ŀĴı ĹĻľı ŀĴıŅ ĭľı ĳĻĵĺĳ ŀĻ Įı 

ĵĹļĸĵįĭŀıİ ĵĺ ŀĴı ĵĿĿŁı” 

There are a plethora of examples in sporting history of athletes who 

have been incredibly successful in their sports, including the likes of 

Lance Armstrong, Marion Jones and Hansie Cronje, only to have 

these legacies destroyed by transgression.  In times of success, 

sponsors may bask in the glory of being associated with these 

athletes but, as one respondent identified, “ĵĲ ĭ ĿļĻĺĿĻľ ĵĿ ĿļĻĺĿĻľĵĺĳ 

an athlete who cheats or takes drugs, or does some other type of 

transgression, then they are associated with that in the same way that 

they are ĭĿĿĻįĵĭŀıİ ŃĵŀĴ ĿŁįįıĿĿ ĭĺİ įĻĹļıŀĵŀĵłı ıńįıĸĸıĺįı” (RGB1). 

The history of transgression in a particular sport or event is an 

important factor in the decision-making process of sponsors when 

considering where they may want to invest, again indicating why the 

management of transgression by governing bodies is important for 

all stakeholders involved. 

RGB1	 “IĲ ŅĻŁ Ńıľı ĭ ĺıŃ Įľĭĺİ ĸĻĻķĵĺĳ ŀĻ ĿļĻĺĿĻľ ĭ ŀĻŁľĺĭĹıĺŀ ŅĻŁ 

would consider different sports and compare them and how the 

profile of the sport matches yoŁľ Ĺĭľķıŀĵĺĳ ĻĮĶıįŀĵłıĿ” 

RGB1	 “IĲ ŀĴıľı ŃĭĿ ĭ Ļĺı-off case in the tournament the implications 

for a tournament sponsor are non-ıńĵĿŀıĺŀǥ IĲ ŀĴıľı ĭľı ĸĻŀĿ 

and lots of transgressions is within that tournament, then 

maybe there would be some reputational damage to the 

ŀĻŁľĺĭĹıĺŀ ĿļĻĺĿĻľ” 
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RGB2	 “I ŀĴĵĺķ ŀĴı ĿļĻĺĿĻľ ĸĻĻķĿ ĵĺ ŀĻ ŀĴı ĴĵĿŀĻľŅ ĻĲ ŀĴı ĿļĻľŀƋ ŀĴı 

culture of the country, the culture of the sporting body, the 

culture of the sport itself, the values of the sport itself and the 

potential for something ĸĵķı ŀĴĭŀ Ĵĭļļıĺĵĺĳǥ ŀĴıŅ ĭľı ŀĴı ķıŅ 

things they look at before they make a decision about 

ĿļĻĺĿĻľĿĴĵļ” 

RGB1	 “YĻŁ ŃĻŁĸİ ĭĸĿĻ ĺııİ ŀĻ ıłĭĸŁĭŀı ĵĲ ļľıłĵĻŁĿ ĵĺįĭľĺĭŀĵĻĺĿ ĻĲ ĭĺ 

event had had a history of transgression, what might the risks 

be of a positive tıĿŀ Ļľ ĭ ŀľĭĺĿĳľıĿĿĵĻĺ ĭŀ ŀĴĵĿ ıłıĺŀ?” 

Governing bodies also recognise that there are differing levels of 

risk, depending on, firstly, the type of sponsorship agreement (e.g., 

individual or personal sponsorship, event sponsorship, or 

sponsorship of the sports governing body) and, secondly, the level of 

investment the sponsor makes in both the agreement itself and 

subsequent activation activities. 

RGB1	 “IĲ ĭ ŀľĭĺĿĳľıĿĿĵĻĺ ŀĭķıĿ ļĸĭįı ĵŀ įĭĺ ĭĲĲıįŀ ŀĴı ĿļĻĺĿĻľ ĵĺ ĭ 

number of ways, depending on the type of sponsorship 

ĭĳľııĹıĺŀ ĵĺ ļĸĭįı” 

RGB1	 “PıľĿĻĺĭĸ ĿļĻĺĿĻľĿĴĵļ ĵĿ ŀĴı ĹĻĿŀ ľĵĿķŅ” 

RGB1	 “TĴı ĸıłıĸ ĻĲ ĵĹļĭįŀ ĵĿ ĭĸĸ ľıĸĭŀĵłı ŀĻ ŀĴı ĭĹĻŁĺŀ ĻĲ ĵĺłıĿŀĹıĺŀ” 

RGB1	 “BľĻĭİĸŅƋ ŀĴı Įĵĳĳıľ ŀĴı ıłıĺŀƋ ŀĴı Įĵĳĳıľ ŀĴı ľĵĿķ” 

RGB4	 “TĴı ĭĹĻŁĺŀ ŅĻŁ ĭįŀĵłĭŀı ĿĴĻŁĸİ Įı ļľĻļĻľtionate to the 

ĵĺłıĿŀĹıĺŀǥ” 
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In taking time to make a decision as to how to respond to a case of 

sporting transgression, sponsors “ĭľı ĭĿĿıĿĿĵĺĳ ŀĴı Įľĭĺİ ĵĹļĭįŀǥ ĿĻ 

ŅĻŁ’ĸĸ Ŀĵŀ ĭĺİ Ŀıı ĴĻŃ ŀĴı ļŁĮĸĵį ľıĿļĻĺİ ŀĻ ŀĴı įĭĿı” (RGB4) 

There will become a point, however, when the relationship between 

the rights holder and sponsor is damaged to such an extent that 

sponsors will question their association with sporting organisations 

and athletes – the risk may simply be too great. 

RGB3	 “I ŀĴĵĺķ ĿļĻĺĿĻľĿ ŃĻŁĸİ łıľŅ much lose faith in what they are 

ĵĺłıĿŀĵĺĳ ĵĺ ĭĺİ ĿŀĻļ ıĺĳĭĳĵĺĳ ŃĵŀĴ ĵŀ” 

RGB4	 “SļĻĺĿĻľĿ Ńĵĸĸ Ĵĭłı ĽŁĵŀı įĸıĭľ ĻĮĶıįŀĵłıĿ ĭĿ ŀĻ ŃĴĭŀ ŀĴıŅ ĭľı 

ŀľŅĵĺĳ ŀĻ ĭįĴĵıłı ĭĺİ ĵĲ ŀĴıŅ įĭĺ’ŀ ĭįĴĵıłı ŀĴĻĿı ĮıįĭŁĿı ĻĲ 

ŀľĭĺĿĳľıĿĿĵĻĺ ĵĺ ŀĴı ıĺİ ĵŀ ĹıĭĺĿ ŀĴıŅ ĳĻ ıĸĿıŃĴıľıǥ” 

The impact of sporting transgression on the brand of the sponsor 

can occur in the immediate aftermath of the case and, depending on 

media coverage and consumer response, could last for the long-term. 

RGB3	 “Iŀ ĵĹĹıİĵĭŀıĸŅ ĵĹļĭįŀĿ Ļĺ ŀĴı ĿļĻĺĿĻľĿ ĮıįĭŁĿı they have 

ĻĮłĵĻŁĿĸŅ ĮĻŁĳĴŀ ĵĺ ĳĻĻİ ĲĭĵŀĴ ŀĴıĵľ ľĵĳĴŀĿ ĭĺİ ŀĴıŅ’ľı ĵĺĿŀĭĺŀĸŅ 

not as meaningful as they were when they first invested in 

ŀĴıĹ” 

One of the respondents seemed to suggest that, in some cases, 

sporting transgression could be used as an excuse by the sponsor to 

take a particular course of action. 

RGB5	 “Wı’ľı ĭĸĸ ĳľıĭŀ ľıłĵĿĵĻĺĵĿŀĿ ĭĺİ Ńı’ľı ĭĸĸ ĳľıĭŀ ĿŀĻľŅŀıĸĸıľĿ ĿĻ 

ĵŀ’Ŀ łıľŅ ıĭĿŅ ŀĻ ĭŀŀľĵĮŁŀı ĭ ĮŁĿĵĺıĿĿ İıįĵĿĵĻĺ ŀĻ ĭ Ŀıŀ ĻĲ 

circumstances when there are often a range of factors that 

could influenįı ŀĴĭŀ ĮŁĿĵĺıĿĿ İıįĵĿĵĻĺ” 
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For example, it might be the case that, although the economic 

downturn that has occurred globally over the last three years may be 

the primary reason for sponsors seeking to divert funds away from 

sponsorship, it could be that sporting transgression is the ‘reason’ 

given to stakeholders and publicised in the media.  This gives the 

sponsor an opportunity to further enhance their brand in the eyes of 

consumers, in particular by withdrawing their support and taking a 

stance against the transgressive behaviour, for example, the use of 

PEDs in sport. 

There are also potentially massive ramifications of sponsors 

withdrawing from agreements with sporting events and governing 

bodies. 

RGB3	 “Iŀ ĭĲĲıįŀĿ ŁĿ ĭ ľĵĳĴŀĿ ĴĻĸİıľ ĮıįĭŁĿı ĵĲ ĭ ĹŁĸŀĵ-million pound 

ĿļĻĺĿĻľ ĿŁİİıĺĸŅ ĿĭŅĿ ŀĴıŅ İĻĺ’ŀ Įıĸĵıłı ĵĺ ŁĿ ĭĺŅĹĻľı ĭĺİ 

ŃĭĸķĿ ĭŃĭŅ ŀĴıĺ ŀĴĭŀ ĴĭĿ ĭ ĴŁĳı ĵĹļĭįŀ Ļĺ ŁĿ” 

What becomes clear is that sponsorship, and the risks presented to 

the sponsorship by sporting transgression, are not solely the 

concern of the sponsor.  There are risks for rights holders, in this 

case governing bodies, which further enforce the need to manage 

sporting transgression.  How both parties in a sponsorship 

agreement go about protecting their interests and mitigating these 

risks is established in the contract between sponsor and rights 

holder, where the terms and conditions of the relationship are 

defined. 

4.3.6	 Contractual Obligations 

It is in discussing the contents of a contract that the respondents 

representing governing bodies displayed the greatest level of 
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disagreement.  All acknowledged the importance of the contract in 

protecting the interests of both parties, however, the extent to which 

sporting transgression is considered when entering in to such an 

agreement and the design of protection mechanisms (or clauses) 

varied significantly.  This in itself presents issues for sponsors – if 

they are associated with lots of different sports, or governing bodies, 

and the contracts vary between the agreements, the opportunity to 

portray a consistent message about sporting transgression is 

diminished.  For example, if a sponsor is associated with athletics, 

cycling, football in Europe and rugby league in Australia, all of which 

have significant problems with sporting transgression that have 

been reported extensively in the global media over the last twelve 

months, how a sponsor reacts to each situation in each sport and the 

protection mechanisms in place in each contract would vary 

meaning that each decision is context-dependent.  Based on the data 

gathered in this case study, the governing bodies, on the whole, do 

not seem to proactively do anything to help ease this confusion. 

RGB1	 “I ŀĴĵĺķ ŀľĭĺĿĳľıĿĿĵĻĺ ĵĿ İıĲĵĺĵŀıĸŅ įĻĺĿĵİıľıİ ĭĺİ ĹĻľı ĿĻ ŃĴıĺ 

ıĺŀıľĵĺĳ ĵĺŀĻ ĭ ļıľĿĻĺĭĸ ĿļĻĺĿĻľĿĴĵļ” 

RGB3	 “I İĻĺ’ŀ ŀĴĵĺķ ĿļĻľŀĵĺĳ ŀľĭĺĿĳľıĿĿĵĻĺ ĵĿ įĻĺĿĵİıľıİ ĮıįĭŁĿı I 

ŀĴĵĺķ ŅĻŁ’ľı ĳĻĵĺĳ ŀĻ Ĵĭłı ľĵĿķ ĵĺ ŃĴĭŀıłıľ ŅĻŁ ĵĺłıĿŀ ĵĺ” 

RGB4	 “Iŀ’Ŀ ĺĻŀ ĿĻĹıŀĴĵĺĳ Ńı ŃĻŁĸİ ŀĭĸķ ĭĮĻŁŀ ĮıįĭŁĿı ĵŀĿ ĺĻŀ 

ĿĻĹıŀĴĵĺĳ Ńı Ŀıı ĭĿ ĭĺ ĵĿĿŁı” 

RGB1	 “IĲ ŅĻŁ ĭľı ıĺŀıľĵĺĳ ĭ ŀĻŁľĺĭĹınt sponsorship yes, it would be 

ĭ ĿĹĭĸĸ įĻĺĿĵİıľĭŀĵĻĺ” 

In analysing the history of transgression in a particular sport, 

respondents suggest that sponsors should do this and be fully aware 

of the risks of getting involved in sport.  Moreover, they state that 
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only of the sponsor asks or brings the topic up in contract 

negotiations will they discuss the issue. 

RGB1	 “DŁı İĵĸĵĳıĺįı ŃĻŁĸİ ĿŁĳĳıĿŀ ŀĴĭŀ ĿļĻĺĿĻľĿ ĭĺİ ŀĴıĵľ ĭĳıĺŀĿƋ ĵŀ 

often their agents would spend a lot more time working out the 

risks and maybe doing some background checks of individuals 

if it was a high-łĭĸŁı ļıľĿĻĺĭĸ ĿļĻĺĿĻľĿĴĵļǥ IĲ ĵŀ'Ŀ ĭ ĿĹĭĸĸ-scale 

ĿļĻĺĿĻľĿĴĵļƋ ĸıĿĿ ĿĻ” 

RGB5	 “TĴı ĿļĻĺĿĻľ ĿĴĻŁĸİ Įı ĭŃĭľı ĻĲ ŀĴı ĴĵĿŀĻľŅ ĻĲ ŀľĭĺĿĳľıĿĿĵĻĺ ĵĺ 

ĭ ĿļĻľŀǥ ŀĴĭŀ ĵĿ ļĭľŀ ĻĲ ŀĴıĵľ İŁı İĵĸĵĳıĺįıǥ” 

RGB4	 “I ŀĴĵĺķ ĵĲ ŅĻŁ’ľı ĭĿķıİ ĭĮĻŁŀ ŀľĭĺĿĳľıĿĿĵĻĺ ŀĴıĺ Ĳĭĵľ ıĺĻŁĳĴǥ ĵĲ 

Ńı’ľı ĭĿķıİƋ Ńı įĭĺ ĿĴĻŃ ļıĻļĸı ļĻĸĵįĵıĿǥ” 

RGB3	 “TĴı įĻĺŀľĭįŀĿ I’łı Įııĺ ĵĺłĻĸłıİ ĵĺ ĵŀĿ ĺĻŀ ĿĻĹıŀĴĵĺĳ ŀĴıŅ’łı 

(ĿļĻĺĿĻľĿ) Įııĺ ĭŃĭľı ĻĲǥ ŀĴıŅ ĭľı ĹĻľı įĻĺįıľĺıİ ŃĴıĺ 

potentially games were goĵĺĳ ŀĻ ĳıŀ įĭĺįıĸĸıİǥ ŀĴĭŀ’Ŀ ŃĴıĺ ĵŀ 

ĮıįĻĹıĿ ĭ Įĵĳ ĵĿĿŁı” 

The contract between the parties might include performance, 

morality or behaviour clauses or indeed a combination of them.  The 

extent to which they are included and how much detail they give, 

from the perspective of the governing body, is dependent on the 

extent of understanding the sponsor has as to the threat of sporting 

transgression, the size of the contract and the specificity of the 

contract itself. 

RGB2	 “I ŀĴĵĺķ ĸıĳĭĸĸŅ ŃĵŀĴĵĺ ŀĴı įĻĺŀľĭįŀ they may have clauses to 

ļľĻŀıįŀ ŀĴıĹĿıĸłıĿ” 

RGB2	 “Wı İĻ ļŁŀ ŀĴıĿı įĸĭŁĿıĿ ĵĺ ŀĻ ĿĻĹı ĻĲ ĻŁľ Įĵĳĳıľ įĻĺŀľĭįŀĿ ĮŁŀ 

ĺĻŀ ĵĺ ĻŁľ ĿĹĭĸĸıľ ĻĺıĿ” 
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RGB3	 “TĴıľı ĭľı įĻĺŀľĭįŀŁĭĸ įĸĭŁĿıĿ ĵĺ ŀĴıľı ŀĴĭŀ ĿĭŅ ŀĴĭŀ ŀĴı Įľĭĺİ 

of the sport and thus the sponsor will not be brought in to 

disrepute by manner of ill-ĹĭĺĭĳıĹıĺŀ Ļľ ĮŅ ĹĵĿİıĹıĭĺĻŁľĿ” 

Respondents indicated that, in reality, the clauses in sponsorship 

agreements that act as protection mechanisms are vague, and in 

most cases, are deliberately so.  Whilst one respondent stated that all 

of their sponsorship agreements have “įĸĭŁĿıĿ ĵĺ ŀĴıľı ľıĳĭľİĵĺĳ 

ŀľĭĺĿĳľıĿĿĵĻĺ” (RGB4), the enforcement or activation of these clauses 

is difficult/  These clauses tend to include phrases like ‘reputational 

damage’ which is incredibly difficult to quantify. 

RGB1	 “Iŀ ĵĿ İĵĲĲĵįŁĸŀ ŀĻ İľĭŃ Łļ ŀĴĻĿı įĸĭŁĿıĿ įĻĺįıľĺĵĺĳ ľıļŁŀĭŀĵĻĺĭĸ 

İĭĹĭĳıǥ ĵŀ’Ŀ ĭĺ ĭľıĭ ĻĲ İıĮĭŀı ŃĵŀĴĵĺ ŀĴı ĵĺİŁĿŀľŅ ĭĿ ŀĻ ĴĻŃ 

ıńŀıĺĿĵłı ŀĴıŅ ĭľıƋ ĴĻŃ ĻĮĶıįŀĵłı ŀĴıŅ įĭĺ Įıǥ” 

RGB1	 “SĻĹı ĿļĻĺĿĻľĿ Ńĵĸĸ ĵĺĿĵĿŀ Ļĺ ŃĴĭŀ ĭľı ķĺĻŃĺ ĭĿ morality 

clauses whereby they have a get out if under what is a quite 

difficult subjective test the individual concerned transgresses 

and crosses ĿĻĹı ĹĻľĭĸ ĸĵĺı” 

RGB4	 “TĴıľı ĭľı ľıļŁŀĭŀĵĻĺĭĸ İĭĹĭĳı įĸĭŁĿıĿ Ļĺ ĮĻŀĴ ĿĵİıĿǥ ĹĻĿŀ ĻĲ 

our clauses are based on if the organisation is found to be at 

ĲĭŁĸŀǥ ŀĴı ĭįŀĵĻĺĿ ĻĲ ĭĺ ĵĺİĵłĵİŁĭĸ İĻĺ’ŀ ľıļľıĿıĺŀ ŀĴı 

organisation as a whole and its very difficult to be looking after 

ļıĻļĸı 24/7ǥ” 

Subsequently, due to the lack of definitive measures in these clauses, 

the responsibility of deciding or judging when these clauses are 

enforced tends to be that of the sponsor. 
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RGB2	 “WĴĭŀ ŀıĺİĿ ŀĻ Ĵĭļļıĺ ĵĿ ŀĴı ĿļĻĺĿĻľ ĹĭķıĿ ŀĴı İıįĵĿĵĻĺ 

ĿĻĸıĸŅǥ ŀĴıŅ Ĺĭķı ŀĴı ĶŁİĳıĹıĺŀ įĭĸĸ ĭĿ ŀĻ ŃĴıŀĴıľ ŀĴıŅ Ĵĭłı 

to exercise the options available ŀĻ ŀĴıĹ ĵĺ ŀĴı įĻĺŀľĭįŀ” 

RG2	 “TĴı ĵĹļĭįŀ ĻĲ ŀĴı ŀľĭĺĿĳľıĿĿĵĻĺ ĵĿ ŀľĭĺĿĲıľľıİ ŀĻ ŀĴı ĿļĻĺĿĻľǥ 

they will make a decision as to whether it is big enough to move 

away from they may work through it with you and then get to 

the end of their contract and quietly exit or they may do 

something more drastic like withdraw immediately to show 

ŀĴĭŀ ŀĴıŅ İĻĺ’ŀ Įıĸĵıłı ĵĺ ĵŀ ĭĺİ İĻĺ’ŀ Ńĭĺŀ ĵŀ ŀĻ ľıĲĸıįŀ Ļĺ ŀĴıĵľ 

Įľĭĺİ łĭĸŁıĿ” 

The construction of these clauses is dependent upon the process of 

negotiation and the types of mechanisms each party decide are 

necessary.  Respondents identified the fact that, depending on the 

type of sponsorship, these clauses may vary. 

RGB1	 “Protection mechanisms are much more likely in individual 

ĿļĻĺĿĻľĿĴĵļĿ” 

RGB1	 “I ŀĴĵĺķ ĵŀ’Ŀ ŁĺĸĵķıĸŅ ŀĴĭt there would be other than what I 

ŃĻŁĸİ įĭĸĸ ľĭŀĴıľ ĳıĺıľĭĸ įĸĭŁĿıĿǥ ĹŁįĴ ĹĻľı ĸĵķıĸŅ ŀĻ Ĵĭłı 

ĳıŀ ĻŁŀ įĸĭŁĿıĿ ĵĺ ĵĺİĵłĵİŁĭĸ įĻĺŀľĭįŀĿ” 

The specificity of these clauses in dealing with the impact of sporting 

transgression and the subsequent courses of action available to the 

sponsor in response to that case is limited at best.  According to 

respondents, behaviours, such as doping or match fixing do not tend 

to be part of these clauses – the clauses tend to be more general than 

that. 

RGB3	 “I İĻĺ’ŀ ŀĴĵĺķ Ńı would ever put in a performance or conduct 

įĸĭŁĿı ĵĺ ĿŁįĴ ĭ ľĭŃ Ĺĭĺĺıľǥ ĵƎıƎ ĵĲ ĭ ļĸĭŅıľ İĻıĿĺ’ŀ įĻĺİŁįŀ 
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ŀĴıĹĿıĸłıĿ ĵĺ ŀĴı ľĵĳĴŀ ŃĭŅ ŅĻŁ ĳıŀ ĴĭĸĲ ĻĲ ŅĻŁľ Ĳıı Įĭįķǥ ŀĴĭŀ 

ŃĻŁĸİ ĺıłıľ Ĵĭļļıĺ” 

RGB4	 “Wı Ĵĭłı ĺıłıľ Įııĺ ĵĺ ĭ ĿĵŀŁĭŀĵĻĺ ŃĴıľı Ńı Ĵĭłı Įııĺ ĭĿķıİ 

to have anything on an individual basis because sponsors come 

ŀĻ ŁĿ ĭĿ ĭ ĿļĻĺĿĻľ ĻĲ ŀĴı ĻľĳĭĺĵĿĭŀĵĻĺ” 

RGB2	 “TĴıĿı įĸĭŁĿıĿ ĭľı ĺĻŀ ļľĻĹĵĺıĺŀ ĭĺİ ĭľı ĹĻľı ĳıĺıľĭĸ ŀĴĭĺ 

ĮıĿļĻķı” 

RGB5	 “Wı’łı ĺĻŀ Ĵĭİ ĿļĻĺĿĻľĿ įĻĹĵĺĳ ŀĻ ŁĿ ĭĿķĵĺĳ ĲĻľ ĿļıįĵĲĵį 

clauses regarding doping or corruption in the contracts we 

Ĵĭłı ŃĵŀĴ ŀĴıĹ” 

Interestingly, one respondent discussed how the actions taken by 

one sponsor in light of sporting transgression may actually be 

beneficial to other sponsors, in the same sport.  This point was 

raised in relation to a discussion about direct and indirect 

sponsorship agreements – for example, in the case of Crashgate, ING 

withdrew from their agreement with Renault, and subsequently 

represent what might be classed as a direct sponsor, and 

organisation directly implicated by the case or scandal.  An indirect 

sponsor, one involved in the same sport in which the scandal 

occurred not but associated with the guilty party, would be an 

organisation such as Santander. 

RGB4	 “I ŀĴĵĺķ ĵŀĿ ĵĺŀıľıĿŀĵĺĳ ĴĻŃ ĿĻĹı ļıĻļĸı Ĺĭĺĭĳı ĵŀǥ ŀĴıľı ĵĿ 

probably examples where direct sponsors will go to ground or 

even pull out depending on if there has been a breach of 

contract and an indirect sponsor might think well actually 

Ńı’łı ĳĻŀ ĹĻľı ŀıľľĵŀĻľŅ ŀĻ ĳĻ ŀĻ ĺĻŃǥ ŀĴıľı ĵĿ ĹĻľı space to 

ĭįŀĵłĭŀı ĭĺİ ĴĵĳĴĸĵĳĴŀ ŀĴĭŀ ŀĴı ŀıĭĹ Ļľ ŀĴı ĵĺİĵłĵİŁĭĸ Ńı’ľı 

ĵĺłĻĸłıİ ŃĵŀĴ ĵĿ ŃĴĵŀıľ ŀĴĭĺ ŃĴĵŀı” 
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RGB4 “Iŀ įĭĺ Įı ŁĿıİ ĭĿ ĭĺ ĻļļĻľŀŁĺĵŀŅ ĭĿ Ńıĸĸ ĭĿ ĭ ŀĴľıĭŀ” 

4.3.7 Case Study Summary 

Despite the recognised importance of the relationship between 

sponsor and rights holder, in this case the governing body, the extent 

to which the governing body proactively manages this relationship 

varies considerably.  Communication was noted as a key component 

of this relationship; however, there are significant differences in the 

approach of governing bodies to the management of information in 

light of a case of sporting transgression.  Most would seek to 

converse with a sponsor as early as is possible, provided they have 

information to share.  This open and honest communication is 

designed to maintain a level of trust between the organisations, an 

important factor in the longevity of a sponsorship relationship. 

The nature of a particular transgression does not seem to be of 

concern for governing bodies – for them, the management of 

sporting transgression in general is of greater importance and of 

greater significance in terms of the relationship between themselves 

and sponsors. 

Ultimately, the governing bodies recognise that “ŀĴıľı ŃĻŁĸİ Įı ĭ 

number of factors that would contribute to a decision to not to renew 

Ļľ ŃĵŀĴİľĭŃ ĲľĻĹ ĭ ĿļĻĺĿĻľĿĴĵļ” (RGB5) – how these factors 

manifest themselves is in the hands of the sponsor. 

4.4 Case Study THREE: The Sport Lawyer’s Perspective 

Although not responsible for the management of sporting transgression or 

indeed the working relationship between sponsor and rights holder, sports 

lawyers play a pivotal role in the foundation of that relationship – the 
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contract – and also guide the development of the protection mechanisms 

that a sponsor draws upon in the event of sporting transgression. 

Sports lawyers recognise the issues presented by sporting transgression 

and the potential impacts of it for both sponsors and rights holders. 

RSL2	 “Iŀ ŁĺİıľĹĵĺıĿ ŀĴı ļŁĮĸĵį'Ŀ ĲĭĵŀĴ ĵĺ ĿļĻľt and my view is that it 

İıłĭĸŁıĿ ĵŀ ŀĻ ĭ įıľŀĭĵĺ ıńŀıĺŀ” 

RSL3	 “WĴĭŀıłıľ ĿļĻĺĿĻľĿ ĿĭŅ ŀĴıŅ ĭľı ĳıŀŀĵĺĳ ĵĺłĻĸłıİ ĵĺ ĿļĻľŀ ŀĻ ĸĻĻķ 

ĳĻĻİǥ ĭĿ ĿĻĻĺ ĭĿ ŀĴıŅ ĿŀĻļļıİ ĸĻĻķĵĺĳ ĳĻĻİƋ ŀĴıŅ'ľı ĵĺ ŀľĻŁĮĸı” 

RSL3	 “NĻ ĿļĻĺĿĻľ ŃĭĺŀĿ ŀĻ ĿļĻĺĿĻľ ĭ İĵľŀŅ ĭŀĴĸıŀı” 

They also acknowledge that this awareness of the impacts of sporting 

transgression on both partners in a sponsorship relationship hasn’t 

manifested in to a clear understanding of how to manage and mitigate those 

impacts. 

RSL1	 “I ŀĴĵĺķ ļĻŀıĺŀĵĭĸĸŅ ŀĴı ĵĹļĭįŀ ĵĿ ĴŁĳe and I think it is a largely 

ŁĺıńļĸĻľıİ Ĳĵıĸİ” 

RSL1	 “SļĻľŀĵĺĳ ĭĺİ įĻĹĹıľįĵĭĸ ĮĻİĵıĿ ĭľı Ŀŀĵĸĸ ĸıĭľĺĵĺĳ ŀĻ ľıĭįŀ 

ĭļļľĻļľĵĭŀıĸŅ ŀĻ ŀľĭĺĿĳľıĿĿĵĻĺ ŃĴıĺ ŀĴıŅ İĻ ĻįįŁľ” 

A considerable part of this ‘appropriate reaction’ is the sponsorship 

agreement between the two organisations in the first place and sports 

lawyers play a hugely significant role in the development of these contracts, 

which is the primary reason for their inclusion in this study.  After all, “ĺĻ 

Ļĺı ĸĵķıĿ įĴıĭŀĵĺĳƋ İĻ ŀĴıŅ?” (RSL2). 
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4.3.1	 The Nature of the Transgression 

Like sponsors, sports lawyers have a much greater appreciation of 

the different types of transgression, sporting or otherwise, along 

with the severity of the transgression, the amount of media coverage 

that transgression attracts, the level at which the transgression takes 

place, the prevalence of that type of transgression in the sport and 

also the athlete who has committed the transgressive act. 

RSL4	 “EĭįĴ ĿļĻľŀ ĵĿ İĵĲĲıľıĺŀ” 

RSL2	 “TĴıľı ĭľı įıľŀĭĵĺ ĿļĻľŀĿ ŀĴĭŀ ĭľı ĸıĿĿ likely to be involved in 

Ŀįĭĺİĭĸ” 

RSL3	 “TĴıľı ĵĿ ĺĻ İĻŁĮŀ ŀĴĭŀ įıľŀĭĵĺ ĿļĻľŀĿ įĭľľŅ ĭ Įĵŀ ĻĲ ĭ ŃĴĵĲĲ ĻĲ 

ľĵĿķ ĭĮĻŁŀ ŀĴıĹ” 

However, being aware of the types of transgression only leads to 

greater questioning as to the impact of such behaviour on sport as an 

industry.  It is acknowledged by the respondents in this case study 

that the impact is dependent on a number of factors. 

RSL1	 “TĴıľı Ńĵĸĸ Įı ĭ İĵĲĲıľıĺįı ĵĺ ĵĹļĭįŀ İıļıĺİĵĺĳ Ļĺ ŃĴıŀĴıľ ĵŀ ĵĿ 

ĭ ŀıĭĹ Ļľ ĵĺİĵłĵİŁĭĸ ĿļĻľŀ” 

RSL2	 “IĲ ŀĴıľı ĵĿ ĭ Ŀįĭĺİĭĸ ŀĴıľı is impact regardless of the sport 

ĵĺłĻĸłıİ” 

RSL2	 “Iŀ İĻıĿ İıļıĺİ ŃĴĭŀ ĴĭļļıĺĿ Ļĺ ĭ įĭĿı-by-įĭĿı ĮĭĿĵĿ” 

One of these factors is the expectations consumers have of sports 

stars.  For example, one respondent suggested that “ĿļĻľŀĿ Ĵĭłı 

different moral leveĸĿ Ļľ łĭĸŁıǥ ĭ ĿļĻľŀ ĸĵķı ĲĻĻŀĮĭĸĸ İĻıĿĺ’ŀ Ĵĭłı ĭ 
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particularly high moral value whereas a sport like golf has a very high 

ĹĻľĭĸ łĭĸŁı” (RSL4).  Due to these expectations, “ļıĻļĸı ĹĵĳĴŀ ĿŃĵŀįĴ 

off or not attend certain events if they think there is such a level of 

ŀľĭĺĿĳľıĿĿĵĻĺ ŀĴĭŀ ŀĴıŅ İĻĺ'ŀ ŀĴĵĺķ ŀĴıŅ ĭľı Ŀııĵĺĳ ĭ ĳıĺŁĵĺı įĻĺŀıĿŀ” 

(RSL2). 

Moreover, another respondent stated that “I ŀĴĵĺķ ĲĭĺĿ ĿĴĻŁĸİ Įı ŀĴı 

principle stakeholder in the mind of governing bodies but 

unfortunately as we see all the time thiĿ ĵĿ ĺĻŀ ŀĴı įĭĿı” (RSL5).  For 

sponsors, the impact of sporting transgression on consumers is 

obviously of importance for sponsors given the target audiences 

sponsors are trying to access by entering in to such agreements with 

rights holders in sport 

RSL2	 “FĻľ ĿļĻĺĿĻľĿƋ ĿļĻľŀĵĺĳ ŀľĭĺĿĳľıĿĿĵĻĺ ļľĻĮĭĮĸŅ ĹĭķıĿ ĿļĻľŀ ĭ 

ĸıĿĿ ĭŀŀľĭįŀĵłı ļľĻļĻĿĵŀĵĻĺ ĲĻľ ŀĴıĹ” 

Respondents highlighted the cases of sporting transgression in the 

sport of cycling to illustrate the problems facing sponsors and how 

the nature of a transgression can impact upon any decision that any 

stakeholder of sport might make. 

RSL2	 “IĲ ŅĻŁ'ľı ĿļĻĺĿĻľĵĺĳ a įŅįĸĵĺĳ ŀıĭĹ ĭĺİ ĵŀ’Ŀ ĵĺĿŀĵŀŁŀĵĻĺĭĸĵĿıİ 

İĻļĵĺĳ ŃĵŀĴĵĺ ŀĴĭŀ ŀıĭĹƋ ŀĴıĺ ĻĮłĵĻŁĿĸŅ ŀĴĭŀ ĭ ĹĭĶĻľ ĵĿĿŁıǥ IĲ 

it's one rider from one team I think there is less damage to your 

association with that team, although there may still be some 

İĭĹĭĳı” 

RSL4	 “CŅįĸĵĺĳ įĭĺĺĻŀ ľĵİ ĵŀĿıĸĲ ĻĲ ŀĴı ľıļŁŀĭŀĵĻĺ ĻĲ İĻļĵĺĳ ĭĺİ ĭ 

sponsor would consider that to be an important issue for 

ŀĴıĹǥ ĮŁŀ I ŀĴĵĺķ ŀĴĵĿ ľıļľıĿıĺŀĿ ŀĴı ıńŀľıĹıƋ ĺĻŀ ŀĴı ĺĻľĹǥ 

most sponsors will look at the current situation in the sport 

ľıĳĭľİĵĺĳ ŀľĭĺĿĳľıĿĿĵĻĺ” 
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RSL5	 “I ŀĴĵĺķ įŅįĸĵĺĳ ĵĿ ĳĻĵĺĳ ŀĻ ĿŀľŁĳĳĸı ŀĻ ĹĻłı ĻĺƋ ıĿļıįĵĭĸĸŅ ĲľĻĹ 

ĭ ļıľįıļŀĵĻĺ ļĻĵĺŀ ĻĲ łĵıŃ” 

It was also acknowledged that there is a varying level of 

understating as to the various types of sporting transgression 

beyond the common terms of ‘doping’ and ‘match fixing’/  As 

identified in section 3.3, there are a number of different types of 

sporting transgression, including betting related match fixing, points 

shaving, tanking and match fixing for non-betting purposes. 

RSL5	 “I İĻĺ’ŀ ŀĴĵĺķ ļıĻļĸı ĲŁĸĸŅ ĭļļľıįĵĭŀıİ ŀĴı İĵĲĲıľıĺŀ ŀŅļıĿ ĻĲ 

match fixing prior to the badminton scandal at the Olympics in 

2012” 

This in itself presents many issues in the management of 

sponsorship programmes, particularly from the contractual 

perspective. 

4.3.2	 The Management of the Transgression 

According to respondents, the responsibility of managing the 

implications of sporting transgression falls with governing bodies in 

sport.  However, the capability of these governing bodies to protect 

the interests of not just sponsors but all stakeholders in the sport 

industry was queried and even doubted.  There are a plethora of 

examples in sport where governing bodies have proved inept or 

reluctant to deal with sporting transgression within the sport. For 

example, the UCI's handling of doping in the sport of cycling has 

dominated discussion in recent months and became the primary 

issue in the most recent presidential elections. Major League 

Baseball has been very slow in dealing with the prolific use of PEDs 

within the sport whilst the Football Association in England has 
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recently been criticised for ‘inaction’ after suspicious betting 

patterns were discovered surrounding matches in the lower leagues 

of English football - in one case, more money was wagered on a 

Billericay Town match, who play in the Ryman League, than was 

placed on a match involving FC Barcelona.  This apparent ineptitude 

in dealing with sporting transgression led respondents to discuss the 

role sponsors may have to play in order to address the issue of 

sporting transgression. 

RSL3	 “TĴıľı ĵĿ ĺĻ İĻŁĮŀ ŀĴĭŀ ĿĸĻļļŅ ĳĻłıľĺĭĺįı Ńĵĸĸ ĭĺĺĻŅ ĿļĻĺĿĻľĿ” 

RSL5	 “I ŀĴĵĺķ ĿļĻĺĿĻľĿ Ńĵĸĸ ĵĺıłĵŀĭĮĸŅ Įı ŀĴı ĻĺıĿ ŀĻ İľĵłı įĴange 

ĮıįĭŁĿı I İĻĺ’ŀ ŀĴĵĺķ ŀĴı ĳĻłıľĺĵĺĳ ĮĻİĵıĿ Ńĭĺŀ ŀĻ Ĳĭįı Łļ ŀĻ ĵŀ” 

RSL5	 “SļĻĺĿĻľĿ įĭĺ ļŁŀ ļľıĿĿŁľı Ļĺ ĳĻłıľĺĵĺĳ ĮĻİĵıĿ ĭĺİ ŀıĭĹĿ ŀĻ 

ĭįŀ ĵĺ ĭĺ ĭļļľĻļľĵĭŀı ŃĭŅ” 

RSL5	 “TĴıľı ĵĿ ĭ ĸĭįķ ĻĲ ŀľĭĺĿļĭľıĺįŅ ĵĺ ĿĻĹı ĻĲ ŀĴı ĳĻłıľĺĵĺĳ 

ĮĻİĵıĿǥ ĮŁŀ ĵĺ ĿĻĹı ĿļĻľŀĿƋ there is a lack of funding to be able 

ŀĻ Ĺĭĺĭĳı ĿļĻľŀĵĺĳ ŀľĭĺĿĳľıĿĿĵĻĺ ĭĺİ ŀĴı ĵĹļĸĵįĭŀĵĻĺĿ ĻĲ ĵŀ” 

4.3.3	 The Relationships between Stakeholders 

Due to the potential perceived lack of ability in dealing with sporting 

transgression, the relationship between sponsor and rights holder 

may become strained. This would impact upon how a scandal might 

be managed and also the extent to which the scandal would impact 

upon both parties. 

Respondents suggested that it would be the sponsor and rights 

holder that deal with the immediate aftermath of a scandal, thus 

meaning that the relationship between these two parties should be 

based on trust and credibility. 
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RSL1	 “LĭŃŅıľĿ ŃĻŁĸİĺ’ŀ ŀıĺİ ŀĻ ĳıŀ ĵĺłĻĸłıİ ĵĲ ĭ Ŀįĭĺİĭĸ ŃĭĿ ŀĻ 

Įľıĭķǥ ĵŀ ŀıĺİĿ ŀĻ Įı įĻĹĹıľįĵĭĸ ļıĻļĸı ŀĻ įĻmmercial people 

looking at how to mitigate the damage and how to protect the 

Įľĭĺİ” 

However, the internal policies and mechanisms in place to protect 

the interests of stakeholders, or indeed a lack of them, may be such 

that the relationship is adversely affected and disagreements will 

occur about the extent of impact on each party. 

RSL3	 “TĴı ŀıĭĹ ŃĻŁĸİ ĭľĳŁıƋ ĵĲ Ńı'łı ĳĻŀ Ļĺı Įĭİ ĭļļĸıƋ ŀĴıĺƋ ŀĴĭŀ 

shouldn't mean we lose our whole commercial deal on that 

ĮĭĿĵĿǥ SļĻĺĿĻľĿ ĹĭŅ ĸĻĻķ ĭŀ ĵŀ ĭĺİ ĿĭŅ ŀĴĭŀ ŅĻŁ ĿĴĻŁld have 

internal policing mechanisms and if you're tainted we want to 

ĳıŀ ĻŁŀ” 

4.3.4	 The Role of the Media 

Respondents in this case study were quick to acknowledge the role 

the media plays in the reporting and impact of sporting 

transgression.  It was even suggested that the media enjoy cases of 

sporting transgression, as it leads to significant benefits for media 

organisations, particularly in relation to sales. 

RSL1	 “TĴı Ĺıİĵĭ Ńĭĺŀ ıŅıĮĭĸĸĿ ĭĺİ ŀĴı ĹĻľı įĻĺŀľĻłıľĿŅ ŀĴıľı ĵĿƋ 

the more eyeballs there arı” 

RSL2	 “I ŀĴĵĺķ ŀĴı Ĺıİĵĭ ĸĻłı ĵŀƋ İĻĺ’ŀ ŀĴıŅǥ ĲľĻĹ ŀĴı Ĺıİĵĭ 

perspective, I think the more transgressions there are, the 

Įıŀŀıľ ĲĻľ ŀĴıĹ ĮıįĭŁĿı ĵŀ įľıĭŀıĿ Įıŀŀıľ ĺıŃĿ ĲĻľ ŀĴıĹ” 
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The global audience a sport attracts, or the reach that the sport has, 

is a key factor in the amount of coverage a case of sporting 

transgression may receive.  For example, there are some sports, like 

baseball, that have significant issues surrounding the use of PEDs 

and the reporting of these cases in North America can lead to 

substantial impact on other stakeholders of the sport.  However, 

although sports consumers outside of North America may have 

limited understanding of the sport and the history of sporting 

transgression within it, it could be argued that the level of attention 

in the media the sport receives outside of this geographic region is 

limited.  Cricket on the other hand, will not been reported 

extensively in North America, meaning that whilst cases like the 

Pakistan spot fixing scandal was popular in the media in cricket 

playing nations, the reach of the sport beyond that at this stage is 

relatively limited.  A sport like football has a massive global audience 

and fan base which equates to extensive international media 

coverage.  If a scandal involving sporting transgression occurs in 

football, eventually everyone around the world would know about it. 

This extensive media coverage would have significant impact on 

those associated with the sport, and primarily on sponsors. 

RSL1	 “TĴı ĳľıĭŀıľ ŀĴı Ĺıİĵĭ ıńļĻĿŁľı ŀĴĭŀ ıxists around a 

particular sport, yes you could argue there is a correlation 

ĮıŀŃııĺ ŀĴı ĭĹĻŁĺŀ ĻĲ ĵĹļĭįŀ Ļĺ ĭ įĻĹĹıľįĵĭĸ ĿļĻĺĿĻľǥ ĮŁŀ 

ŀĴĵĿ įĻľľıĸĭŀĵĻĺ ĹĭŅ Įı ĹĵĺĵĹĭĸ ĭĺİ ĵĿĺ’ŀ įĻĺĿĵĿŀıĺŀ” 

As a result, journalists begin to question sponsors after their motives 

in being associated with athletes or teams that are involved in such 

cases of sporting transgression.  This exponentially put pressure on 

the sponsor to make a statement or take what could be perceived as 

more drastic action, like withdrawal from a sponsorship agreement. 
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RSL5 “BıįĭŁĿı ĻĲ ŀĴı Ĺıİĵĭ įĻłıľĭĳı ĭĿĿĻįĵĭŀıİ ŃĵŀĴ ŀĴıĿı įĭĿıĿƋ ŀĴı 

finger is pointed straight away at sponsors to ask whether they 

want to be associated with it... more pressure is put on 

companies involved in sport and companies are a lot more 

ĿıĺĿĵŀĵłı ŀĴĭĺ ŀĴıŅ ŁĿıİ ŀĻ Įı” 

It could be suggested that the speed at which, firstly, the media 

reports the stories and, secondly, consumers have access to the story 

has been significantly impacted by the development of the Internet 

and, more recently, the phenomenon of social media. 

RSL5 “TĴı ĭİłıĺŀ ĻĲ ĿĻįĵĭĸ Ĺıİĵĭ ĴĭĿ Ĺıĭĺŀ ŀĴĭŀ ľıļĻľŀĿ ĻĲ 

transgression spread round the world so much faster and is far 

ĹĻľı İĵĲĲĵįŁĸŀ ŀĻ Ĺĭĺĭĳı” 

Due to the impact that media reporting can have on a case and the 

sponsor's response to that case, it becomes more difficult for an 

organisation to ignore what is occurring with the athletes or teams 

they are associated with or within the wider sport of which they are 

a part.  One respondent suggested that “ĮıįĭŁĿı of the media focus, 

ĿļĻĺĿĻľĿ įĭĺ’ŀ ĮľŁĿĴ ŀĴıĿı ĵĿĿŁıĿ Łĺİıľ ŀĴı įĭľļıŀ ĭĺŅ ĹĻľı” (RSL5). 

It was also suggested that it isn't necessarily the act of sporting 

transgression that represents the most significant issue for sponsors. 

RSL3 “WĴĭŀ İĭĹĭĳıĿ ŀĴı ĿļĻĺĿĻľ ĵĿ ŀĴı ľıļĻľŀĵĺĳ ĻĲ ŀĴı įĭĿı” 

This again highlights the importance of the media to the sport 

industry and the role they play in the integrity and credibility of the 

sport.  Respondents highlighted the fact that, due to this perceived 

‘power’ of the media, sponsors will need a very clear public relations 

strategy available to them, just in case they are affected by this type 

of scandal. 
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RSL3	 “PıĻļĸı ĿĭŅ ŀĴĭŀ ŀĴıľı ĵĿ ĺĻ ĿŁįĴ ŀĴĵĺĳ ĭĿ Įĭİ ļŁĮĸĵįĵŀŅƋ ĮŁŀ 

ŀĴıľı ĵĿ” 

RSL3	 “Iŀ'Ŀ ĵĹļĻľŀĭĺŀ ŀĴĭŀ ŀĴı ĸĭŃŅıľ Ńorks with the sponsor to 

ensure no message goes out to the media that may prove 

ļľıĶŁİĵįĵĭĸ ĵĺ įĻŁľŀ” 

RSL5 “IĲ ĭ ĿŀĻľŅ ĮľıĭķĿ ĵĺ ŀĴı Ĺıİĵĭ ĲĵľĿŀƋ ĵŀ ļŁŀĿ ĮĻŀĴ ŀĴı ľĵĳĴŀĿ 

holder and the sponsor on the back foot and prevents you from 

being able to react proĭįŀĵłıĸŅ” 

Dealing with the media, therefore, has to become part of a sponsor 

strategy in responding to a case of sporting transgression.  This was 

recognised as particularly important by respondents who suggested 

that sporting transgression “Ńĵĸĸ įĻĺŀĵĺŁı to hit the headlines and I 

ŀĴĵĺķ ĿļĻĺĿĻľĿ Ńĵĸĸ ĮıįĻĹı ĹĻľı ĿĭłłŅ” (RSL4). 

Moreover, due to this amplified focus of the media on what could be 

called the dark side of sport, one respondent suggested that “ıłıĺ 

cases in British tiddlywinks would get coverĭĳı ĺĻŃ!” (RSL5).  This 

increasing interest of the media, in sporting transgression 

represents one of the most significant risks in entering into a 

sponsorship agreement. 

4.3.5	 The Risk of Sponsorship 

Sport as a medium of marketing activity is of huge benefit to 

organisations seeking to gain access to their target market but, on 

occasion, the decision made by a sponsoring organisation is 

sometimes an emotional one whereby those in positions of within 

these organisations are fans of a particular sport or sporting 
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personality.  As such, the risks of being associated with sporting 

organisations or athletes are not necessarily considered. 

RSL3	 “BľĭĺİĿ ĿĻĹıŀĵĹıĿ ĳıŀ ĭ Įĵŀ ĳĵİİŅ ĭĮĻŁŀ Įıĵĺĳ ĭĿĿĻįĵĭŀıİ Ļľ 

involved with some sports stars and might not necessarily see 

ŀĴıĹ ĭĿ ĭ ļĻŀıĺŀĵĭĸ ŀľĭĺĿĳľıĿĿĻľǥ LĭŃŅıľĿ Ĵĭłı ŀĻ Įľĵĺĳ ŀĴıĹ 

ĵĺ ĭĺİ ıĺĿŁľı ŀĴıĵľ ĵĺŀıľıĿŀĿ ĭľı ļľĻŀıįŀıİ” 

However, there are some key issues that need to be considered.  The 

amount of investment in both the initial agreement and subsequent 

activation or leveraging activities, the proximity of the sponsor’s 

brand to that of a guilty athlete or team and the nature of the 

industry in which the sponsor is based may all increase the level of 

risk a sponsor is exposed to as a result of sporting transgression. 

RSL2	 “UĿŁĭĸĸŅ ĵĲ ŀĴıľı ĵĿ ĭ ĴĵĳĴıľ ĵĺłıĿŀĹıĺŀƋ ŀĴıĺ ŀĴıľı ĵĿ ĭ ĴĵĳĴıľ 

ĭįŀĵłĭŀĵĻĺ Ŀļıĺİǥ ŀĴı ĹĻľı ŀĴĭŀ ĵĿ ĻŁŀ ŀĴıľı ĵĺ ŀĴı ļŁĮĸĵį 

domain (leveraging activities), the greater your association is 

and the bigger the impact of the transgression is going to Įı” 

RSL4	 “TĴı ĳľıĭŀıľ ŀĴı ĸıłıľĭĳı Ļľ ĭįŀĵłĭŀĵĻĺƋ ŀĴı ĳľıĭŀıľ ŀĴı 

ĭĿĿĻįĵĭŀĵĻĺ ĮıŀŃııĺ Įľĭĺİ ĭĺİ ľĵĳĴŀĿ ĴĻĸİıľ” 

RSL1	 “TĴı ľıļŁŀĭŀĵĻĺ ĻĲ ĭ ĿļĻĺĿĻľ’Ŀ ĵĺİŁĿŀľŅ ĹĭŅ Įı Ĳĭľ ĹĻľı 

ĿıĺĿĵŀĵłı ŀĻ ŀĴıĿı ŀľĭĺĿĳľıĿĿĵĻĺĿ” 

There is also the argument that “ĵŀ’Ŀ ĹĻľı ŀo do with the size of the 

brand and the reputation of the brand than the amount they spend on 

ĭ ļĭľŀĵįŁĸĭľ ĿļĻľŀ” (RSL1), suggesting that regardless of the size of 

the investment, an sponsoring organisation will still be impacted as a 

result of sporting transgression.  However, another respondent 

argued that whilst the reputation of the sponsoring organisation 
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would be damaged by association with a guilty athlete, larger 

investments represented far more of a risk. 

RSL3	 “IĲ ĵŀ'Ŀ ĭ ĿĹĭĸĸ įĻĹļĭĺŅ ŀĴĭŀ įĭĺ Ļĺly afford a five figure 

ĿļĻĺĿĻľĿĴĵļƋ ŀĴıĺ ŀĴĭŀ'Ŀ ĭ Įĵĳ İıĭĸ ĲĻľ ŀĴıĹǥ ĵĲ ĵŀ'Ŀ ĭ ĹŁĸŀĵ-

ĹĵĸĸĵĻĺ ļĻŁĺİ ĿļĻĺĿĻľĿĴĵļƋ ŀĴıĺ ŀĴıľı ĵĿ ĭ ĸĻŀ ĹĻľı ĭŀ Ŀŀĭķı” 

The type of association with a rights holder also impacts upon the 

amount of risk a sponsoring organisation is exposed to. 

RSL2	 “WĴıĺ ŀĴı ĿļĻĺĿĻľ ĵĿ İĵľıįŀĸŅ ĭĿĿĻįĵĭŀıİ ŃĵŀĴ ŀĴı ĳŁĵĸŀŅ ļĭľŀŅƋ ĵŀ 

is more of a tangible impact than for those involved in the 

Ńĵİıľ ĿļĻľŀ” 

RSL2	 “Iĺ ĭ ĿļĻľŀ ĸĵķı įŅįĸĵĺĳƋ ŀĴıľı ĹĭŅ Įı ĹĻľı ĻĲ ĭĺ ĵĹļĭįŀ Ļĺ ŀĴı 

sponsors of the Tour de France, rather than the sponsors of a 

team within the event because the event is more known, rather 

ŀĴĭĺ ŀĴı ĭįŀŁĭĸ ŀıĭĹ” 

RSL2	 “IĲ ĿĻĹıŀĴĵĺĳ Ĵĭļļıĺıİ ĭŀ ĭ ĲĻĻŀĮĭĸĸ įĸŁĮ (ĵĺ Eĺĳĸĭĺİ)Ƌ I İĻĺ'ŀ 

think Barclays as the league sponsor would experience the 

same kind of impact aĿ ŀĴı ĿĴĵľŀ ĿļĻĺĿĻľ” 

If an organisation enters in to an agreement with an individual 

athlete, the amount of risk they might be exposed could be 

considered greater than if they associated with the team in which a 

star athlete played.  Associating with a particular athlete may be the 

means by which the sponsor wants to gain access to their target 

market but, due to the fact that the brand of the sponsor then 

becomes almost synonymous with the athlete, if the athlete 

transgresses, the impact is far greater than if one player in a team of 

thirty or forty athletes transgressed in the same way. 
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RSL2	 “A Įľĭĺİ ĵĿ ĹĻľı įĸĻĿıĸŅ ĵİıĺŀĵĲĵıİ ŃĵŀĴ ĭĺ ĭŀĴĸıŀı ĭĺİ ĭĺ 

ĭŀĴĸıŀı’Ŀ ĭįŀĵłĵŀĵıĿƋ ŀĴĭĺ ŀĴıŅ ĭľı ŃĵŀĴ ŀĴı įĻĹļıŀĵŀĵĻĺ ĵĺ ŃĴĵįĴ 

ŀĴıŅ įĻĹļıŀıǥ SĻ ĵĲ ŅĻu take Nike and Lance Armstrong, that is 

a very close association whereas Nike and Manchester United... 

if a Manchester United player does something wrong, Nike is 

ļľıŀŀŅ İĵĿŀĭĺŀ ĲľĻĹ ŀĴĭŀ” 

Despite these issues, respondents suggested that sponsors are far 

more aware of the risks of associating with rights holders in sport 

than they were in the recent past and pointed out that, for the most, 

they accept this risk as the benefits are just too great. 

RSL1	 “MĻĿŀ įĻĹĹıľįĵĭĸ ĻľĳĭĺĵĿĭŀĵĻĺĿ ļľĻĮĭĮĸŅ ŀĭķı ŀĴı łĵıw, 

consciously or subconsciously, that transgression is one of the 

ľĵĿķĿ ĻĲ ĳıŀŀĵĺĳ ĵĺłĻĸłıİ ĵĺ ĿļĻľŀ” 

RSL1	 “YĻŁ ŀĭķı ŀĴı ĮıĺıĲĵŀ ĮŁŀ ŅĻŁ ĭĸĿĻ ŀĭķı ŀĴı ĮŁľİıĺ” 

RSL4	 “SļĻĺĿĻľĿ ĹĭŅ Ĳııĸ ŀĴĭŀ ĿļĻľŀĵĺĳ ŀľĭĺĿĳľıĿĿĵĻĺ ĵĿ ļĭľŀ ĻĲ ĿļĻľŀ 

and therefore is a known ľĵĿķ” 

RSL4	 “MĻĿŀ ĿļĻĺĿĻľĿ ĳĻ ĵĺ ŀĻ ĭĺ ĭĳľııĹıĺŀ ŃĵŀĴ ŀĴıĵľ ıŅıĿ Ńĵİı Ļļıĺ 

ĭĿ ŀĻ ŀĴı ļĻŀıĺŀĵĭĸ ľĵĿķĿ” 

The respondents in this case study also acknowledged the role the 

sports consumer plays in the amount of risk a sponsor is exposed to 

in cases of sporting transgression.  The response of consumers to 

this type of behaviour may be taken in to consideration by sponsors 

in assessing the impact of transgression on their brand.  One 

respondent suggested that “ŀĴı ĵĹļĭįŀ ĲĻľ ĭ ĿļĻĺĿĻľ Ńĵĸĸ İıļıĺİ Ļĺ 

the response ĻĲ ŀĴı įĻĺĿŁĹıľǥ Ńĵĸĸ ŀĴıŅ ĭįŀ ŃĵŀĴ ŀĴıĵľ Ĳııŀ Ļľ ŃĵŀĴ 

ŀĴıĵľ ļŁľĿı? Oľ Ńĵĸĸ ŀĴıŅ ĺĻŀ įĭľı?” (RSL4).  It could be argued that if 

the consumer doesn’t care, the sponsor doesn’t necessarily have to 
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react as the consumer will still continue to watch sport and therefore 

are exposed to their brands. 

There is also the contention that a brand may benefit from 

transgression in some way.  One respondent suggested that “ĵĲ ŀĴı 

person you sponsor is a bit of a bad boy and they transgress, you might 

ĸĵķı ŀĴĭŀǥ ŀĴĭŀ ĹĵĳĴŀ Įı ļĭľŀ ĻĲ ŀĴı ĭŀŀľĭįŀĵĻĺ” (RSL2).  It would be 

debatable if this was the view of sponsors regarding sporting 

transgression but there is clearly evidence to suggest that some 

brands will continue to support an athlete guilty of player 

transgression.  For example, again, although beyond the parameters 

of this study, Nike was keen to maintain the relationship they had 

with Tiger Woods despite his off-course behaviour (player 

transgression) but turned away from Lance Armstrong in light of 

doping offences (sporting transgression). 

Ultimately, there was the acknowledgment of all respondents in this 

case study that “ĭĸĸ ĿļĻĺĿĻľĿ ĺııİ ŀĻ Įı ĭŃĭľı ĻĲ ŀĴı ľĵĿķĿ ĭĿĿĻįĵĭŀıİ 

ıĵŀĴıľ ĭĿ İĵľıįŀ Ļľ ĵĺİĵľıįŀ ĿļĻĺĿĻľĿ” (RSL1). 

As a result of behaviour by a sponsored property, there is the risk 

that the brand of the sponsor becomes tarnished or damaged in 

some way. 

RSL1 “TĴı ĿļĻĺĿĻľ ĹĭŅ ļıľįıĵłı ŀĴıĵľ Įľĭĺİ ĹĭŅ Įı ŀĭľĺĵĿĴıİ ĮŅ ŀĴı 

association and will seek to extricate themselves from sports or 

institutions where transgľıĿĿĵĻĺĿ ĹĭŅ ĻįįŁľ” 

RSL2 “IĲ ŀĴıľı ĭľı ĵĿĿŁıĿ ŃĵŀĴ ŀĴı ľĵĳĴŀĿ ĴĻĸİıľ ĵĺ ŀıľĹĿ ĻĲ 

transgressions, than sponsors might think that it devalues what 

ŀĴıŅ ĭľı ĮŁŅĵĺĳ ĵĺŀĻ” 
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The extent to which a sponsor will seek to rectify or mitigate this 

threat to their brand is entirely dependent on the mechanisms 

available to them in a sponsorship agreement. 

4.3.6	 Contractual Obligations 

In acknowledging the risks of sponsorship as a component of the 

marketing communications strategy of the organisation, a sponsor 

will want to protect their interests and have legal options available 

to them should some kind of transgression affect them and their 

brand.  It is here in particular that the views and opinions of sports 

lawyers are of critical importance to this study.  Ultimately, whether 

representing the rights holder or the sponsor in a negotiation, the 

sports lawyer will map out protection mechanisms often in the form 

of morality, behaviour or performance clauses and ensure that 

should these clauses be breached, appropriate action is then taken. 

On the whole, respondents stated that “ŀľĭĺĿĳľıĿĿĵĻĺ ĵĿ ĮıįĻĹĵĺĳ ĭ 

ĹĻľı ĵĹļĻľŀĭĺŀ ĵĿĿŁı ĵĺ ĿļĻĺĿĻľĿĴĵļ ĭĳľııĹıĺŀĿ” (RSL2) 

RSL5	 “Fĵłı Ļľ ŀıĺ ŅıĭľĿ ĭĳĻƋ I İĻĺ’ŀ ŀĴĵĺķ ĿļĻľŀĵĺĳ ŀľĭĺĿĳľıĿĿĵĻĺ ŃĭĿ 

considered as part of sponsorship negotĵĭŀĵĻĺĿǥ ĭĿ ĭ ľıĿŁĸŀƋ 

there are probably lots of sponsors who have had their fingers 

ĮŁľĺıİ” 

In entering into a sponsorship agreement it is anticipated that “ŀĴı 

Įľĭĺİ Ńĵĸĸ ŀľŅ ŀĻ ļľĻŀıįŀ ŀĴıĹĿıĸłıĿ” (RSL2) from any kind of 

behaviour that would tarnish or damage the reputation of those 

associated with a particular athlete or team that had committed 

transgressive behaviour.  Respondents were keen to point out that, 

for the most part, the brand would have some understanding as to 

the history of sporting transgression within a sport in which they 
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were seeking to be associated, but alarmingly, this does not always 

seem to be the case. 

RSL2	 “YĻŁ ŃĻŁĸİ Ĵĭłı ŀĴĻŁĳĴŀ ŀĴĭŀ ĹĻĿŀ ĮľĭĺİĿ ŃĻŁĸİ İĻ ŀĴıĵľ 

ĴĻĹıŃĻľķǥ Oľ ŀĴıŅ ĿĴĻŁĸİ Įı İĻĵĺĳ ŀĴıĵľ ĴĻĹıŃĻľķ ĭĺŅŃĭŅ” 

RSL1	 “Sponsors should be looking to safeguard the reputation and 

value of their brand so you should go about the process of 

investigating the history of transgression in the sport very 

ĿįĵıĺŀĵĲĵįĭĸĸŅ ĮŁŀ I’Ĺ ĺĻŀ ĿŁľı ŀĴĵĿ ĴĭļļıĺĿ” 

RSL1	 “TĴı İıįĵĿĵĻĺ ŀĻ ıĺŀıľ ĵĺ to a sponsorship agreement may be 

personally-driven or emotionally-driven and that will prevent 

any of the rigorous scientific analysis that might ordinarily take 

ļĸĭįı” 

Unfortunately, in the case of sporting transgression, “ĵŀ İĻıĿĺ'ŀ 

matter how much homework you do, things can always happen 

ĭĺŅŃĭŅ” (RSL2). 

Despite gaining an understanding or appreciation of the history of 

sporting transgression within a particular sport, it appears difficult 

to include or list the types of behaviours that will cause the sponsor 

to re-evaluate their position in a sponsorship agreement. 

RSL1	 “Iŀ’Ŀ łıľŅ İĵĲĲĵįŁĸŀ ŀĻ ļľıİĵįŀ ŀĴı ľĭĺĳı ĻĲ ŀľĭĺĿĳľıĿĿĵĻĺĿ ŀĴĭŀ 

ĹĵĳĴŀ ĻįįŁľ ĿĻ I Ĵĭłıĺ’ŀ įĻĹı ĭįľĻĿĿ ŀĴĵĿ ŀŅļı ĻĲ įĸĭŁĿı łıľŅ 

ĻĲŀıĺ” 

RSL3	 “Iĺ ŀĴı ļĭĿŀ ĿļĻĺĿĻľĿĴĵļ įĻĺŀľĭįŀĿ ĵĺįĸŁİıİ a list of behaviours 

ŀĴĭŀ ĭŀĴĸıŀı įĻŁĸİ ĺĻŀ İĻǥ Ńı ĿŀĻļļıİ İĻĵĺĳ ŀĴĭŀ ĵĺ 1996/97 

because it was just too difficult to predict what people could 

İĻǥ” 
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RSL4	 “OĲŀıĺ ŅĻŁ Ńĵĸĸ Ĵĭłı ĭ İıĲĵĺĵŀĵĻĺ ĻĲ ŃĴĭŀ ĵĿ įĻĺĿĵİıľıİ ŀĻ Įı ĭ 

transgression or an unacceptable traĺĿĳľıĿĿĵĻĺǥ “ 

This is understandable given the prevalence of certain types of 

sporting transgression, in certain sports, in certain parts of the 

world.  Unless the sponsor or indeed the sports lawyer acting for the 

sponsor has a clear grasp of the prevalence and frequency of 

sporting transgression and the different types of transgressive 

behaviour in sport, a definitive list would be very difficult to build. 

There is also the case that within these types of transgressive 

behaviour, there are degrees of seriousness.  For example, WADA 

recognise varying ‘degrees’ of anti-doping violations that depend on 

the substance that the athlete tests positive for and also how 

complicit the athlete was in using the substance.  The case of British 

skier Alain Baxter is of relevance here – in the run-up to a Winter 

Olympic Games, Baxter purchased a branded eucalyptus inhaler to 

help with a cold he was suffering from.  Upon arrival in the United 

States of America for the Winter Olympics, he purchased what he 

thought was the same branded inhaler only to fail a drugs test after 

winning a bronze medal in his event.  Despite the fact that the 

inhaler was made by the same company, the ingredients within the 

product was slightly different and the US version led to the failed 

test. This is a clear example of inadvertent use of banned 

substances.  The same cannot be said of athletes like Ben Johnson or 

Mark McGwire, who admitted to use of PEDs. As such, the question 

becomes whether a sponsor would use the same remedial action in 

both circumstances.  There is the argument that “ĵĺĿŀıĭİ ĻĲ ĵĿĻĸĭŀĵĺĳ 

specific incidents and getting bogged down in scenarios that may or 

ĹĭŅ ĺĻŀ Ĵĭļļıĺ ĭĺİ ŀĴĵĺĳĿ įĻŁĸİ Ĳĭĸĸ ŀĴľĻŁĳĴ ŀĴı ĺıŀ ĭĺŅŃĭŅǥ ŀĴı 

key is the development of a robust clause that covers you in every 

ıłıĺŀŁĭĸĵŀŅ” (RSL3) 
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RSL3	 “YĻŁ İĻĺ'ŀ ľĭĵĿı ŅĻŁľ ŀıľĹĵĺĭŀĵĻĺ ľĵĳĴŀĿ ĭĿ ĵĲ ĿĻĹıĻĺı ĴĭĿ 

taken drugs you phrase it as if someone has committed a 

İĻļĵĺĳ ĻĲĲıĺįı” 

Respondents suggested that there would or should be a difference in 

the sponsor's response dependent upon the type of agreement and 

who that agreement was with. 

RSL3	 “IĲ ĭĺ ĵĺİĵłĵİŁĭĸ ĵĿ ĲĻŁĺİ ŀĻ Ĵĭłı įĴıĭŀıİƋ ĻŁŀǥ IĲ ŀıĭĹ ĵĿ ĲĻŁĺİ 

ŀĻ Ĵĭłı įĴıĭŀıİƋ İĻ ŅĻŁ ĺııİ ĭ ‘ĳľĻŁļ įĴıĭŀ’ ĸĵķı ŀĴı 1919 

White Sox or a goalkeeper paid to let a goal go through his 

ĸıĳĿǥ SĴĻŁĸİ ŀĴĭŀ ĭĲĲıįŀ ŀĴı ŀıĭĹ?” 

RSL4	 “MĻľĭĸ įĸĭŁĿıĿ ŀıĺİ ŀĻ Įı ĵĺįĸŁİıİ ĹĻľı ĵĺ ĵĺİĵłĵİŁĭĸ 

įĻĺŀľĭįŀĿ” 

Another consideration in both the development of the sponsorship 

agreements and the subsequent response to sporting transgression 

should it arise is the nature of the sponsor's business. 

RSL4	 “CĸĭŁĿıĿ ŃĻŁĸİ İıļıĺİ Ļĺ ŃĴĻ Ļľ ŃĴĭŀ ŀĴı ĿļĻĺĿĻľ ŃĭĿ 

ĿļĻĺĿĻľĵĺĳ” 

RSL4	 “EłıľŅ ĿļĻĺĿĻľ ĵĿ İĵĲĲıľıĺŀǥ ŀĴıŅ ĭĸĸ Ĵĭłı İĵĲĲıľıĺŀ łĵıŃĿǥ 

some sponsors will be far more concerned about transgression 

depending on the nature of the business they are in and will 

Ńĭĺŀ ļľĻŀıįŀĵĺĳ ĭįįĻľİĵĺĳĸŅ” 

RSL3	 “BľĭĺİĿ ĸĵķı ĵĺĿŁľĭĺįı ĭĺİ Įĭĺķĵĺĳ ĭľı łıľŅ ķııĺ ŀĻ İıĿĵĳĺ 

contracts that protects their integrity, so any kind of 

transgression there and they are going to get very jumļŅ” 
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RSL2	 “TĴı Įĵĳĳıľ ŀĴı ĵĺłıĿŀĹıĺŀ ĲĻľ ŅĻŁľ įĻĹļĭĺŅƋ ŀĴı ĹĻľı ĸĵķıĸŅ 

ŅĻŁ ĭľı ĳĻĵĺĳ ŀĻ Ńĭĺŀ ŀĻ ļľĻŀıįŀ ŅĻŁľĿıĸĲ ĹĻľı” 

The key factor in the drawing up of the sponsorship agreements 

from the perspective of the sponsor is that of reputational damage. 

This, however, is an incredibly subjective issue, and therefore 

difficult to quantify. 

RSL1	 “SŁĮĶıįŀĵłı įĸĭŁĿıĿ įĭŁĿı ĵĿĿŁıĿ ĮıŀŃııĺ ļĭľŀĵıĿ” 

RSL2	 “Gıĺıľĭĸ įĸĭŁĿıĿ ŀıĺİ ŀĻ ĵĺįĸŁİı ŃĻľİĵĺĳ ĿŁįĴ ĭĿ ĭĺ ĵĺįĵİıĺŀ 

occurring that damages the reputation of or devalues the 

ľıĸĭŀĵĻĺĿĴĵļ ĮıŀŃııĺ ŀĴı Įľĭĺİ ĭĺİ ľĵĳĴŀĿ ĴĻĸİıľ” 

RSL2	 “FľĻĹ ĭ ĿļĻĺĿĻľ’Ŀ ļıľĿļıįŀĵłıƋ ŅĻŁ'İ ŀľŅ ĭĺİ İľĭĲŀ ĵŀ ĭĿ ĸĻĻĿıĸŅ 

ĭĿ ļĻĿĿĵĮĸıǥ ŀĴıŅ ĹĭŅ Įı ĹĻľı ĿļıįĵĲĵį ŀĻ ĵĺįĸŁİı ĭ İĻļĵĺĳ 

łĵĻĸĭŀĵĻĺ Ļľ įľĵĹĵĺĭĸ ĻĲĲıĺįı” 

RSL2	 “IĲ ŅĻŁ ĭľı ĭįŀĵĺĳ ĲĻľ ĭ ĿļĻĺĿĻľ, you wouldn't want to have to 

try and prove that as a result of the individual's reputation 

being tarnished has then caused a prejudicial effect on your 

reputation, so you have to tie to the reputation of the rights 

ĴĻĸİıľ Įıĵĺĳ ŀĭľĺĵĿĴıİ” 

RSL4	 “TĴı ĿļĻĺsor wants to ensure that it is protected from 

ŀľĭĺĿĳľıĿĿĵĻĺĿ ŀĴĭŀ ĵŀ ĲııĸĿ Ńĵĸĸ Ĵĭłı ĭĺ ĭİłıľĿı ĵĹļĭįŀ Ļĺ ĵŀǥ 

ĮŁŀ ŀĴĵĿ ĵĿ ĭ łıľŅ ĿŁĮĶıįŀĵłı ĿŀĭŀıĹıĺŀ” 

RSL2	 “TĴı ŃĭŅ ŀĴıĿı įĸĭŁĿıĿ ĭľı İľĭĲŀıİ ĵĿ ŀĴĭŀ ľıļŁŀĭŀĵĻĺĭĸ İĭĹĭĳı 

ĵĿ ĹıĭĿŁľıİ ĵĺ ŀĴı ĿļĻĺĿĻľ’Ŀ ĻļĵĺĵĻĺǥ IĲ ŅĻŁ ĭľı ĭ ľĵĳĴŀĿ ĴĻĸİıľƋ 

you'll want to push back on that and move it into a more 

ĻĮĶıįŀĵłı İıŀıľĹĵĺĭŀĵĻĺ ľĭŀĴıľ ŀĴĭĺ ĭ ĿŁĮĶıįŀĵłı Ļĺı” 
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The protection mechanisms put in place within these contracts can 

vary dramatically, particularly when establishing the types of 

remedial action that may be utilised by a sponsor in the event of 

reputational damage and determining the point at which any course 

of action would be deemed appropriate. 

RSL2	 “SļĻĺĿĻľĿ ŀľŅ ĭĺİ ĵĺĿıľŀ įĻĺŀľĭįŀŁĭĸ ļľĻłĵĿĵĻĺĿ ŃĴĵįĴ ĳĵłı 

them protection in the event of one of these incidents occurring 

ĵĺ ŀĴľıı Ĺĭĵĺ ĭľıĭĿǥ Oĺı ĻĲ ŀĴıĹ Ńĵĸĸ Įı ŀĴı ľĵĳĴŀ ŀĻ 

termination, so if something so bad happens that they think will 

devalue the relationship and they want to disassociate with the 

rights holderƋ ŀĴıŅ ĹĭŅ Ńĭĺŀ ŀĻ ŀıľĹĵĺĭŀı ŀĴı ĭĳľııĹıĺŀǥ 

AĺĻŀĴıľ ĻļŀĵĻĺ ŃĻŁĸİ Įı ŀĻ ŀľŅ ŀĻ Ĵĭłı Ĳĵĺĭĺįĵĭĸ ĵĹļĸĵįĭŀĵĻĺĿǥ 

If something happens to devalue their investment, they may try 

ŀĻ ľıİŁįı ŀĴı ĭĹĻŁĺŀ ĻĲ ĲŁŀŁľı ļĭŅĹıĺŀĿǥ TĴĵľİĸŅƋ ŀĴıŅ ĹĭŅ 

try to get involved and manage the crisis if something was to 

Ĵĭļļıĺ ŀĻ ĸĵĹĵŀ İĭĹĭĳı” 

RSL3	 “TĴı ķıŅ ŀĴĵĺĳ ĲĻľ ĿļĻĺĿĻľĿ ĵĿ ŀĻ Ĵĭłı ŀĴı ĭĮĵĸĵŀŅ ŀĻ ļŁĸĸ ĻŁŀ ĵĲ 

ŀĴıŅ Ńĭĺŀ ŀĻ” 

RSL4	 “TĴıľı ĭľı ĭ ĺŁĹĮıľ ĻĲ İĵĲĲıľıĺŀ ľıĹıİĵıĿ ĵĺįĸŁİĵĺĳ 

termination, compensation, the power to decide what happens 

ŀĻ ŀĴı ŀľĭĺĿĳľıĿĿĻľǥ ĭĸŀĴĻŁĳĴ ĹĻĿŀ ĿļĻľŀĵĺĳ ĻľĳĭĺĵĿĭŀĵĻĺĿ 

ŃĻĺ’ŀ ĭĸĸĻŃ ŀĴı ĸĭŀŀıľǥ ĵĺ ŀıľĹĿ ĻĲ įĻĹļıĺĿĭŀĵĻĺƋ ĵŀ ĹĵĳĴŀ ĺĻŀ 

Įı ĭ įĻĺłıľĿĭŀĵĻĺ ĭĮĻŁŀ ľıĹŁĺıľĭŀĵĻĺǥ ĵŀ ĹĭŅ Įı ĳľıĭŀıľ 

ľĵĳĴŀĿǥ” 

RSL3	 “WĴĭŀ ĴĭļļıĺĿ ŀĴıĿı İĭŅĿ ĵĿ ŀĴĭŀ ŅĻŁ Ĵĭłı ĭ ĳıĺıľĭĸ įĭŀįĴ all 

behaviour clause that aims to roll in not just transgression in 

the form of cheating but transgression in the form of bad 

ĮıĴĭłĵĻŁľǥ AĺŅŀĴĵĺĳ ŀĴĭŀ ŃĻŁĸİ ľıĲĸıįŀ ĮĭİĸŅ Ļĺ ŀĴı ĵĺİĵłĵİŁĭĸ 

Ļľ Ļĺ ŀĴı ĿļĻĺĿĻľ” 
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RSL4	 “Aĺ ıńĭĹļĸı ĻĲ ĭ įĸĭŁĿı ĹĵĳĴŀ Įı ŀĴı ‘ŀĴľıı ĿŀľĵķıĿ ĭĺİ ŅĻŁ’ľı 

ĻŁŀ’ ľŁĸı ĵĺ ŀıľĹĿ ĻĲ ŀľĭĺĿĳľıĿĿĵĻĺ” 

RSL3	 “TĴı ľĵĳĴŀ ŀĻ ŀıľĹĵĺĭŀĵĻĺ ŃĻŁĸİ ĭľĵĿı ĵĺ ŀĴı ĳıĺıľĭĸ Ĺĭŀıľĵĭĸ 

breach and what that does is gives a grade of seriousness of 

ŀľĭĺĿĳľıĿĿĵĻĺ” 

As was suggested by number of these respondents, one potential 

course of action available to the sponsor is some kind of investment 

return, a refund of a particular value. One respondent, however, 

argued that this course of action should be treated as a last resort 

when discussing the return of funds.  It was suggested that “ĵĲ ĭ 

sponsor tries to get money back after transgression, you're effectively 

ļŁŀŀĵĺĳ ĭ ļľĵįı Ļĺ įĴıĭŀĵĺĳ” (RSL3).  Given that most transgressions 

of this nature are based on the pursuit of personal gain (i.e. financial 

reward), as per the definition of sporting transgression upon which 

this study is based, it could be argued that a price has already been 

put on cheating – a sponsor may just be looking for a refund, 

particularly relevant when talking about a sponsor rewarding a 

sponsored property as a result of sporting success. 

It becomes clear that the partner with the power or control in this 

situation will make the decision as to when these protection 

mechanisms can be used and given that the sponsor is the one 

investing in the sport, it is understood that it is their decision. 

RSL3	 “TĴı ķıŅ ĵĿ ŀĻ ĳıŀ įĻĺŀľĻĸǥ TĻ Įı ĵĺ ĭ ļĻĿĵŀĵĻĺ ĻĲ İıįĵİĵĺĳ ĵĲ 

ĿĻĹıŀĴĵĺĳ ĴĭļļıĺĿ ĭĺİ ŅĻŁ’ľı ŀĴı ĿļĻĺĿĻľ ŅĻŁ Ĵĭłı ĭ ĲŁĸĸ 

ĹıĺŁ ĻĲ ľıĹıİĵıĿ ľĭĺĳĵĺĳ ĲľĻĹ ĵĳĺĻľĵĺĳ ĵŀ ŀĻ ŀıľĹĵĺĭŀĵĻĺ” 

RSL4	 “I ŀĴĵĺķ ŀĴı ĿļĻĺĿĻľ Ńĵll always try to take control of the 

ĿĵŀŁĭŀĵĻĺ ĭĺİ ĺıĳĻŀĵĭŀĵĻĺĿǥ ŀĴıŅ ĹĭŅ ĿĭŅ ĿĻĹıŀĴĵĺĳ ĸĵķı ‘Ńı 
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will decide whether there has been some adverse impact on our 

Įľĭĺİ’” 

Another issue to note is that, in the opinion of one respondent, 

“ĹĭĺŅ ĳĻłıľĺĵĺĳ ĮĻİĵıĿ İĻĺ’ŀ Ĵĭłı ŀĴı įĭļĭĮĵĸĵŀŅ ŀĻ İľĭĲŀ ĿŀľĻĺĳ 

ĿļĻĺĿĻľĿĴĵļ ĭĳľııĹıĺŀĿ ŃĴĵįĴ įĭĺ ĸıĭłı ĭ ĿļĻĺĿĻľ ıńļĻĿıİ” (RSL5), 

meaning that the sponsor has to take control in light of a scandal or 

the interests may not be protected. 

The ability to build a sponsorship agreement to best suit the needs 

or requirements of either party is dependent on the bargaining 

power each of those parties bring to the negotiating table and, in 

most instances, is due to the amount of information available in any 

discussion and the value of the agreement being considered. 

RSL3	 “YĻŁ ĺııİ ŀĻ ļŁĿĴ ĭĿ ĭ ĿļĻĺĿĻľ ŀĻ ıĺĿŁľı ŀĴıĿı ŀŅļıĿ ĻĲ įĸĭŁĿıĿ 

ĳĻ ĵĺ” 

RSL4	 “EłıľŅ ĿļĻĺĿĻľ ŀľĵıĿ ŀĻ ĳıŀ ĭ ĹĻľĭĸĵŀŅ įĸĭŁĿı ĵĺ ĮŁŀ ĵŀ ĵĿ ĺĻŀ 

ĭĸŃĭŅĿ ŀĴı įĭĿıǥ ĿĻĹı ĿļĻĺĿĻľĿ ĹĭŅ Įı ĿĻ ķııĺ ŀĻ İĻ ŀĴı İıĭĸ 

that their bargainiĺĳ ļĻŃıľ ĵĿ İĵĸŁŀıİǥ” 

RSL2	 “TĴıĿı ŀŅļıĿ ĻĲ įĸĭŁĿıĿ ĭľı ĺĻŀ ĵĺ ıłıľŅ ŀŅļı ĻĲ ĿļĻĺĿĻľĿĴĵļ 

ĭĳľııĹıĺŀǥ Iŀ İıļıĺİĿ Ļĺ ŀĴı Įĭľĳĭĵĺĵĺĳ ļĻĿĵŀĵĻĺ ĻĲ ŀĴı 

ļĭľŀĵıĿ ĭĺİ ĴĻŃ ĹŁįĴ ŀĴıŅ ĭľı Ńĵĸĸĵĺĳ ŀĻ ĭįįıļŀ ŀĴıĹǥ BŁŀ 

they do seem to be becoming more prevalent due to recent 

ĿįĭĺİĭĸĿƋ ĿļĻĺĿĻľĿ ĿııĹ ŀĻ Įı ŀĴĵĺķĵĺĳ ĭĮĻŁŀ ŀĴıĹ ĺĻŃ” 

RSL4	 “TĴıľı ĵĿ ĺĻ Ŀŀĭĺİĭľİ ŃĻľİĵĺĳ ĵĺ ŀĴıĿı ŀŅļıĿ ĻĲ įĸĭŁĿıĿǥ ĭĸĸ 

clauses are different and are dependent on the bargaining 

ļĻŃıľ ĻĲ ĮĻŀĴ ĿĵİıĿǥ” 
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RSL5	 “Dıļıĺİĵĺĳ Ļĺ ĴĻŃ ļĻŃıľĲŁĸ ŀĴı ĿļĻĺĿĻľ ĵĿ Ńĵll impact on how 

ĿļıįĵĲĵį ŀĴı įĻĺŀľĭįŀ Ńĵĸĸ Įı” 

RSL1	 “IĲ ŅĻŁ ĭľı ĭ įĻĹĹıľįĵĭĸ ĿļĻĺĿĻľ ŅĻŁ Ńĭĺŀ ŀĴĻĿı įĸĭŁĿıĿ 

included but I think your ability to negotiate them in is far 

ĹĻľı İĵĲĲĵįŁĸŀ” 

It may be the case that if a particular sport is severely affected by 

transgression the sponsorship agreements will subsequently have 

more direct clauses within them that protect the interests of the 

sponsor's in light of this heightened risk. 

RSL5	 “SĻĹı ĻĲ ŀĴıĹ Ńĵĸĸ Įı ĿļıįĵĲĵį ĳıŀ ĻŁŀ įĸĭŁĿıĿǥ ĿĻ ŀĴıľı Ńĵĸĸ Įı 

a clause that says should there be a major doping scandal we 

įĭĺ ľıļŁİĵĭŀı ŀĴı įĻĺŀľĭįŀ ŃĵŀĴ ĵĹĹıİĵĭŀı ıĲĲıįŀ” 

RSL5	 “SļĻĺĿĻľĿ ĹĭŅ ŀĭķı ĭ ĸĵĳĴŀıľ ŀĻŁįĴ ŃĵŀĴ įŅįĸĵĺĳ ĮıįĭŁĿı ĻĲ ŀĴı 

ĴĵĿŀĻľŅ ĻĲ ĿļĻľŀĵĺĳ ŀľĭĺĿĳľıĿĿĵĻĺ” 

RSL2	 “A Ńıĸĸ ĭİłĵĿıİ ĿļĻĺĿĻľ ĸĻĻķĵĺĳ ŀĻ ıĺŀıľ ĭĺ agreement in 

cycling would be looking to protect themselves more than in 

ĻŀĴıľ ĿļĻľŀĿ ŃĵŀĴĻŁŀ ĿŁįĴ ĭ ĴĵĿŀĻľŅ ĻĲ ŀľĭĺĿĳľıĿĿĵĻĺ” 

Despite the examples given of the types of clauses that might be 

included in a sponsorship agreement and the types of remedial 

action that sponsors may have available to them, respondents also 

pointed out that these kind of protection mechanisms are not in 

every sponsorship agreement. 

RSL1	 “YĻŁ įĭĺ ĮŁĵĸİ ļľĻŀıįŀĵĻĺ ĹıįĴĭĺĵĿĹĿ ĵĺ ŀĻ įĻĹĹıľįĵĭĸ 

įĻĺŀľĭįŀĿ ĮŁŀ I’Ĺ ĺĻŀ ıĺŀĵľıĸŅ ĿŁľı ŀĴĵĿ ĭĸŃĭŅĿ ĴĭļļıĺĿ” 
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RSL1	 “Iŀ ĵĿ ľıĸĭŀĵłıĸŅ ľĭľı ĭĺİ Ĳĭľ ĲľĻĹ ĭ ĲŁĺİĭĹıĺŀĭĸ ļĭľŀ ĻĲ 

ĿļĻĺĿĻľĿĴĵļ ĭĳľııĹıĺŀĿ” 

One of the more interesting discussions that occurred as part of the 

construction of this case study was the role played by the sports 

lawyer in the negotiation of these contracts.  Whilst respondents 

pointed out what these clauses should include and the type of 

remedial action that should be available to the sponsor in light of 

sporting transgression, the extent to which they ensure these clauses 

are as clear and as manageable as possible is entirely dependent on 

whom they are representing in any discussion. 

RSL2	 “IĲ Ńı Ńıľı ĭįŀĵĺĳ ĲĻľ ĭ ĮľĭĺİƋ Ńı ŃĻŁĸİ ŀľŅ ĭĺİ ĵĺĿıľŀ ĿŁįĴ 

clauses, but if we were working for a governing body or rights 

holder, we would try to remove or water down these clauses as 

ĹŁįĴ ĭĿ ļĻĿĿĵĮĸı” 

RSL3	 “IĲ I ĭĹ ĭįŀĵĺĳ ĲĻľ ŀĴı ĿļĻĺĿĻľ I ĮŁĵĸİ ĵĺ ĭ łıľŅ ľĻĮŁĿŀ 

reputation clause and I build in an expressed determination if 

that clause is breached, regardless of the breach (major or 

minoľ)ǥ IĲ ĿĻĹıĻĺı ļŁŀ ŀĴĭŀ ŀĻ Ĺı ĭĺİ I ŃĭĿ ĭįŀĵĺĳ ĲĻľ ŀĴı 

athlete, for instance, what I would say is that I'm not going to 

give you an automatic right to termination because there 

might be a small transgression they shouldn't really lose him 

the whole contracŀ” 

RSL5	 “IĲ I ŃĭĿ ľıļľıĿıĺŀĵĺĳ ĭ ĳĻłıľĺĵĺĳ ĮĻİŅ Ļľ ĭ ĿļĻľŀ I ŃĻŁĸİ Įı 

looking to push back on that and go for more of a negligible 

tarnishing of brand idea which is a bit more woolly around the 

ıİĳıĿ” 

Also, it was suggested that if the sports lawyer is representing the 

governing body in negotiations and the sponsor does not introduce 
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sporting transgression as an issue to be discussed, they would advise 

the governing body not talk about it.  This again illustrates the 

importance of the sponsor being aware that sporting transgression 

can be an issue in the sport and that the very presence of such 

behaviour can impact on the reputation of their brand. 

RSL5	 “A ĸĻŀ ĻĲ ĳĻłıľĺĵĺĳ ĮĻİĵıĿ ŃĻĺ’ŀ Įľĵĺĳ ĿļĻľŀĵĺĳ ŀľĭĺĿĳľıĿĿĵĻĺ 

Łļ ĵĺ įĻĺŀľĭįŀ ĺıĳĻŀĵĭŀĵĻĺĿ” 

RSL4	 “I ŀĴĵnk sporting transgression is very much on the brand 

Ĺĭĺĭĳıľ Ļľ įĻĹĹıľįĵĭĸ İĵľıįŀĻľ’Ŀ Ĺĵĺİ ĭĺİ ĸĭŃŅıľĿ Ńĵĸĸ 

definitely bring it up, especially if they are acting for the 

ĿļĻĺĿĻľǥ ĮŁŀ ĵĲ ŅĻŁ ĭľı ĭįŀĵĺĳ ĲĻľ ŀĴı ĭŀĴĸıŀı Ļľ ŀĴı ŀıĭĹ ĵŀ’Ŀ 

not something you want in there as it gives the other side a 

ŀľĵĳĳıľ ŀĻ ıĵŀĴıľ ŀıľĹĵĺĭŀı ŀĴı įĻĺŀľĭįŀ Ļľ įĸĭĵĹ įĻĹļıĺĿĭŀĵĻĺ” 

RSL2	 “SļĻĺĿĻľĿ Ĵĭłı ĮıįĻĹı ĹĻľı ĭŃĭľı ĻĲ ŀľĭĺĿĳľıĿĿĵĻĺ ĭĺİ Ńĵĸĸ 

ŀľŅ ŀĻ ļľĻŀıįŀ ŀĴıĹĿıĸłıĿǥ IĲ Ńı’ľı ĭįŀĵĺĳ ĲĻľ ĭ ĿļĻĺĿĻľ ŀĴıĺ 

definitely, we would discusĿ ŀľĭĺĿĳľıĿĿĵĻĺĿ ĵĺ ŀĴı ĿļĻľŀǥ IĲ 

Ńı’ľı ĭįŀĵĺĳ ĲĻľ ŀĴı ľĵĳĴŀĿ ĴĻĸİıľƋ ŀĴıĺ ĺĻǥ IĲ ŀĴı ĿļĻĺĿĻľ 

İĻıĿĺ'ŀ ľĭĵĿı ĵŀƋ ŀĴıĺ ĵŀ'Ŀ ĺĻŀ ĿĻĹıŀĴĵĺĳ ŅĻŁ ŃĻŁĸİ Įľĵĺĳ Łļ” 

Respondents were asked to describe the role that they would have in 

dealing with the immediate aftermath of a case of sporting 

transgression.  It was recognized that “ĲĻľ ĸĭŃŅıľĿƋ Ļĺįı ŀĴı 

agreement is signed, that's the end of their involvement unless 

ĿĻĹıŀĴĵĺĳ ĴĭļļıĺĿ” (RSL2).  If they were contacted or approached in 

light of a scandal, the extent of their participation in any discussion 

would, again, depend on a number of factors, including the nature of 

the transgression and who they were representing. 

RSL2	 “IĲ ĭ ĸĭŃŅıľ ĵĿ ĵĺłĻĸłıİ ĵŀ ĵĿ ĮıįĭŁĿı ĭ ĿļĻĺĿĻľ ĴĭĿ ļĴĻĺıİ Łļ 

saying this has happened, we want to get out of the agreement, 
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what is our contractual position?... In the same way the rights 

holder may phone saying that we've had the sponsor on the 

ļĴĻĺı ĿĭŅĵĺĳ ŀĴıŅ Ńĭĺŀ ŀĻ ĳıŀ ĻŁŀ ĻĲ ŀĴı ĭĳľııĹıĺŀǥ Cĭĺ ŀĴıŅ 

terminate? What is the contractual positĵĻĺ?” 

RSL4	 “LĭŃŅıľĿ Ńĵĸĸ ĭĸŃĭŅĿ Įı ĭĿķıİ ĲĻľ ĻŁľ łĵıŃ Ļľ ĵĺŀıľļľıŀĭŀĵĻĺ ĭĿ 

ŀĻ ĴĻŃ ĭ ĿĵŀŁĭŀĵĻĺ ĵĹļĭįŀĿ Ļĺ ŀĴı įĻĺŀľĭįŀǥ Ńı ŃĻŁĸİ ĳĵłı ĻŁľ 

initial feelings and then the commercial people in each 

ĻľĳĭĺĵĿĭŀĵĻĺ İĵĿįŁĿĿ ĭ įĻŁľĿı ĻĲ ĭįŀĵĻĺ” 

RSL5	 “TĴı ĸĭŃŅıľ’Ŀ role in the aftermath of a scandal is a damage 

ĸĵĹĵŀĭŀĵĻĺ Ļĺı ĮĭĿıİ Ļĺ įľĵĿĵĿ ĹĭĺĭĳıĹıĺŀ” 

Despite the fact that respondents acknowledged the difficulty in 

defining what types of behaviour would constitute sporting 

transgression in a contractual agreement, it was suggested that this 

type of behaviour would be easier to insert in to a contract than 

player transgression would be.  Moreover, and crucially, given the 

context of this research, one respondent argued that sponsors are 

more concerned with behaviours, including alcoholism, adultery and 

violence, than they are with behaviours that bring the reputation and 

credibility of sporting competition into disrepute.  This view is 

particularly interesting in light of early discussions about why 

sponsors get involved in the sport industry and want to be 

associated with athletes or teams within it. 

RSL3	 “TĴı ľıļŁŀĭŀĵĻĺĭĸ ıĸıĹıĺŀ (ļĸĭŅıľ ŀľĭĺĿĳľıĿĿĵĻĺ) ĵĿ ŀĴı Ļĺı 

that most sponsors are concerned about and the one that is 

ĹĻĿŀ İĵĲĲĵįŁĸŀ ŀĻ ļĵĺ İĻŃĺǥ IĲ ĭ įĭĿı ĻĲ ĿļĻrting transgression is 

ļľĻłıĺƋ ŀĴĭŀ ĵĿ ļľıŀŀŅ ıĭĿŅ ŀĻ ĮŁĵĸİ ĵĺŀĻ ĭ įĻĺŀľĭįŀ” 
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Fundamental to the role of the sports lawyer in the development of a 

sponsorship agreement is to ensure that the interests of whoever 

they are representing a protected. 

RSL3	 “Iŀ'Ŀ ĭĸĸ ĭĮĻŁŀ ĭľĹĵĺĳ ŅĻŁľ Ŀĵİı ŃĵŀĴ ŀĴı ĮıĿŀ ŃıĭļĻĺĿǥ Iŀ'Ŀ 

about having the ability to open the door and shows the 

ĮĭĿıĮĭĸĸ Įĭŀ ŃĵŀĴĻŁŀ Ĵĭłĵĺĳ ŀĻ ŁĿı ĵŀ” 

The increasing frequency in which these types of cases of sporting 

transgression occur, or at least reported in the media, “ĭĺŅ ĿĭłłŅ 

sponsor will be making sure sporting transgression is protected 

ĭĳĭĵĺĿŀ ĵĺ ĭĺŅ įĻĺŀľĭįŀǥ ĮŁŀ ĹĭĺŅ İĻĺ’ŀ” (RSL5).  The argument then 

becomes that these clauses with more specific detail within them are 

going to have to become more of a fundamental part of sponsorship 

agreements. 

RSL5	 “I İĻĺ’ŀ ŀĴĵĺķ ĿļĻľŀĿ įĭĺ ļľıłıĺŀ ŀĴıĿı ŀŅļıĿ ĻĲ įĸĭŁĿıĿ 

ĭĺŅĹĻľıǥƎ HĻŃ ĹĭĺŅ ĿļĻľŀĿ įĭĺ ĿĭŅ ŀĴĭŀ ŀĴıŅ ĭľı įĸıĭĺ? TĴıŅ 

įĭĺ’ŀ!” 

4.4.7	 Case Study Summary 

The respondents in this case study have provided interesting detail 

regarding, in particular, the protection mechanisms available to 

sponsors in light of sporting transgression, but also have detailed the 

difficulty in both enforcing such mechanisms and in designing them 

in the first place.  Due to their ‘outsider’ perspective of the 

sponsorship relationship and potentially from the wider sport 

industry, some of these respondents have provided very honest 

impressions as to how sporting transgression can impact upon the 

sponsor and, in particular, the role those responsible for the 

governance of sporting organisations play in what could be deemed 

as worsening this impact.  With the responsibility for managing 
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sporting transgression, the sports lawyers interviewed recognise the 

importance of the governing body in protecting the interests of key 

stakeholders and question whether this is actually the case. 

In discussing the extent to which protection mechanisms appear in 

the sponsorship contracts, sports lawyers appeared to suggest that 

morality or behaviour clauses are far from the norm in these 

agreements.  Also vital to the understanding of this is the fact that 

whether these clauses appear (and to what extent they protect the 

interests of the sponsor) is not only dependent on the bargaining 

power of both parties, but also on whom the sports lawyer is 

representing.  If the sponsor is represented, then their interests will 

be a prime importance; if it is the governing body, these protection 

mechanisms may not be as extensive as otherwise might have been 

the case. 

The level of engagement with those they represent as a result of a 

case of sporting transgression would depend on the number of 

contextual factors highlighted previously in this study. 

4.5	 Managerial Implications of Sporting Transgression in the Sponsorship 

Relationship 

The case studies presented have highlighted some key issues in the 

management of sponsorship programmes when affected by a case or cases 

of sporting transgression.  What is clear from the analysis of the data 

collected is that sponsors face a serious dilemma as to the best course of 

action if they are associated with an athlete, team, event, or sport that is 

proven guilty of (or admits to) sporting transgression and there are a 

considerable number of variables that would impact upon any decision they 

make.  Perhaps the most concerning aspect to the analysis of these variables 

is the fact that, overall, there is no real consensus of opinion between 

stakeholders as to how sponsorship agreements should be managed in light 
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of a transgressive act, the potential courses of action available to the 

sponsor if they are affected by such cases and the factors that would 

influence any decision made. 

Organisations enter in to sponsorship agreements with rights holders in the 

sport industry to benefit from that association in a number of ways.  These 

benefits include access to a greater market or audience and, in conjunction 

with that access, positive image spill over (Amis et al, 1997; Crimmins & 

Horn, 1996; Meenaghan, 2001).  Common elements or values in the brands 

of both the sponsor and rights holder were recognised as important factors 

in choosing with whom sponsors want to be associated.  All of the 

respondents identified both access to target markets and the association of 

the organisation's brand to that of the sponsored entity or property as key 

reasons for entering into a sponsorship agreement. 

This was not disputed, but there was a greater disparity in acknowledging 

the impact sporting transgression can have on the sponsor’s brand, with 

some respondents suggesting that a sponsor may not be too disappointed if 

they are associated with an athlete guilty of some kind of transgression.  It 

could be argued that this is more the case when discussing player 

transgression (e.g. alcoholism or adultery), as opposed to somebody who is 

guilty of attempting to distort the outcome of a sporting contest, for their 

own personal material gain.  As discussed previously, there are examples of 

where sponsors have continued to support athletes guilty of player 

transgression and the same sponsors have withdrawn from sponsorship 

agreements with those guilty of sporting transgression.  This represents 

one of the most significant issues in this study – the nature of the 

transgression itself. 

Sponsors appear to operate with an ‘it depends’ mentality in dealing with 

the potential implications or impact of sporting transgression on the brand. 

The severity of the transgression, its frequency in the sport or the frequency 

the sponsored property is committing that transgressive act (i.e. repeat 
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offenders), the media interest in the case, the sport affected by the scandal 

and the level at which the scandal occurred (i.e. a major global competition 

as opposed to a less popular or commercialised sport or a lower league 

competition), the cost of withdrawing from a sponsorship agreement both 

in terms of the financial cost and the costs to the image of the brand, the 

level of investment, the length of the relationship with the rights holder, all 

of these factors impact upon the decision that would be made by a sponsor 

in light of the scandal.  This then makes a standardised approach to sporting 

transgression impossible. 

One of the key components of this ‘it depends’ mentality is how much a 

sponsor is willing to tolerate in conjunction with the risks associated in 

making the wrong decision.  The extent to which the sponsor perceives each 

of the aforementioned variables to exist will differ depending on the 

contextual factors of each case therefore the concept of the zone of 

tolerance is an important concept in this decision-making process.  As 

Schurr et al (2008) suggested, “ŀĻĸıľĭĺįı ņĻĺı İĵĲĲıľıĺįıĿ ıńļĸĭĵĺ ŃĴŅ Ļĺı 

actor [or stakeholder in this context] perceives positive outcomes from an 

interaction episode [or trigger event] while the other perceives negative 

ĻŁŀįĻĹıĿ” (882).  Accordingly, a sponsor's level of tolerance is anticipated 

to be different across cases of sporting transgression, but also one case 

could lead to a number of different responses from sponsors associated 

with that single case.  For example, sponsors in the sport of cycling have 

taken very different courses of action in light of the US Postal investigation 

in 2012.  Some have withdrawn from the sport completely, including 

Rabobank; others have adopted a very clear zero tolerance policy to the use 

of PEDs in cycling; a small number have taken a very strong stance in trying 

to force or drive change in the governance of the sport; whilst others have 

taken advantage of this scandal to enter into a sport whose signature race 

was going to have a significantly larger profile in 2013 than it was in 

previous years because of the US Postal investigation and the subsequent 

impact that investigation is going to have had on the value of sponsorship 

agreements.  This further illustrates that not every sponsor is going to react 
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in the same way and that the zone of tolerance of each of these sponsors is 

significantly different. 

Interestingly, the concept of the zone of tolerance can also be applied in a 

slightly different way in the context of this study.  It was discussed by 

respondents across the case studies that there is a different level of 

expectation as to the behaviour of sports people within certain sports. 

Therefore, it could be argued that there is a zone of tolerance that exists 

within sport, and sports that are deemed to have lower morals, like football 

(as identified by respondents) may be more accepting of certain types of 

behaviour that in other sports will be punished.  An example of this could be 

the use of PEDs.  Very rarely are cases of failed drugs tests reported in 

football and, given the fact that substances like cocaine, cannabis, and even 

caffeine appear on WADA’s Prohibited List, it would seem unlikely that 

football is a clean sport.  In a sport like athletics, if an athlete tests positive 

for cannabis, they would be punished in some way.  It could also be 

suggested that there are differences in the zone of tolerance between 

sporting nations.  What is deemed acceptable behaviour in one country 

would be classed as corruption in another – this may be more applicable to 

what Maennig (2005) classes as management corruption, corrupt 

behaviour by those responsible for the governance of sport, but in sporting 

transgression, the rules and regulations governing the management of such 

behaviour varies significantly between nations.  Finally, the zone of 

tolerance of consumers may vary between sports and, as cases of sporting 

transgression occur in a sport, the fans may react in a certain way based on 

how accepting they are of certain types of behaviour, further confusing the 

decision-making process of sponsors. 

As previously stated, the commonly held view of sponsorship is that 

organisations are looking for a cost-effective way of communicating with 

their target market and sport provides a mechanism to do this.  The 

decisions of sponsors to remain associated with athletes, sports or teams 

who commit sporting transgression may impact upon the attractiveness of 
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the brand but the question then becomes whether the sponsor should 

remain associated with those rights holders because the benefits of doing so 

far outweigh the costs. Ultimately, it could be suggested that this decision is 

dependent upon how the consumers respond to particular cases of sporting 

transgression.  The consumer probably won't explicitly state whether they 

find a transgressive act acceptable or not; however, if the consumer 

continues to attend sporting events or engages with sport in some way, this 

may indicate that the behaviour of a particular sports person won't affect 

their view of them, the sport, or those were associated with it. 

Nevertheless, the sponsor may not be in a position to wait for this stance to 

become apparent.  In the case of cycling, the findings of the US Postal 

investigation were announced in October 2012 and highlighted the 

systemic doping culture in the sport and, in particular, in professional 

cycling at races, including the Tour de France. Sponsors, both existing and 

those new to the sport, had to base their decisions on an event whose next 

incarnation was eight months away - they had no real way of knowing the 

impact the investigation had had on the potential behaviour of consumers 

until the start of the race in June 2013.  There was a risk associated with 

leaving the sport (e.g. what if consumers didn't really care or had expected 

the findings to be what they were and was still going to attend the race 

anyway?) and there was a risk in staying (e.g. what if the race route was 

empty?  What if there was no audience?). 

As well as the possible responses of consumers to sporting transgression, it 

was acknowledged by the majority of respondents that the responses of 

other stakeholders in the sport industry were an important consideration in 

the decision-making process of the sponsor. 

The role of the governing body in managing sporting transgression was 

highlighted as a key issue by both sponsors and sports lawyers, with some 

questioning the ability of those responsible for the governance of sport to 

manage the behaviour of their own athletes.  Again, sport is littered with 
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cases where governing bodies have been almost complicit in transgressive 

behaviour, particularly in the use of PEDs. 

In recent years, FIFA, the IOC, the UCI and Major League Baseball, have all 

been accused of facilitating or being complicit in cases of sporting 

transgression.  Trust is acknowledged by respondents as a key issue in a 

sponsorship relationship and these kinds of allegations severely damage 

trust between the rights holder and sponsor.  It is important to consider 

that, just as sponsors have a zone of tolerance, so do governing bodies.  As 

was indicated by a number of respondents in Case Study TWO, having a 

small number of failed tests at a sporting event might be used as an 

indication as to the success of both the education and management of 

sporting transgression and also the testing procedures.  There appeared to 

be almost a sense of inevitability in the way respondents were discussing 

the prevalence of sporting transgression, as if those responsible for the 

governance of sport expected this kind of behaviour to occur. This view 

appears to support the contention of Connor & Mazanov (2010) who state 

that sport and scandal are synonymous and, in their study of player 

transgression, explore the fact that scandal can be considered inevitable in 

sport and, as such, can be ‘planned for’ and contingency plans can be in 

place. Sports lawyers also questioned whether the governing bodies were 

basically fit for purpose in managing the threats posed by sporting 

transgression and even went so far to suggest that if sport wants to 

eradicate this type of behaviour, any initiative would have to be led by 

sponsors.  However, respondents representing sponsors suggested that in 

no way would this happen – sponsors would not go looking for this kind of 

attention given the fact that this attention would lead to a greater 

association between the brand of the sponsor and the case of sporting 

transgression.  This again represents one of the most significant issues in 

managing the threat sporting transgression poses to the sport industry.  It 

appears as though all stakeholders interviewed as part of this research, 

acknowledge its existence and would suggest that regardless of the efforts 

of organisations such as WADA to try and rid sport of this kind of behaviour, 
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the benefits just outweigh the costs.  The benefits of being associated with 

any kind of sporting organisation, regardless of the history of sporting 

transgression of that organisation, the athletes it contains, or by the wider 

sport of which the organisation is part far outweigh the costs of taking 

action, whether that be in the form of withdrawing, seeking some kind of 

renegotiated terms or taking a stance against sporting transgression in the 

sport and, ultimately, trying to make change.  There is also the argument 

that the benefits of committing transgressive behaviour, again, far outweigh 

the costs of getting caught.  This view is in clear agreement with Den 

Nieuwenboer & Kaptein (2008)’s concept of the ‘spiral of opportunity’, 

which suggests that “ŀĴı ľĵĿķ ĻĲ ĳıŀŀĵĺĳ įĭŁĳĴŀ ĭĺİ/Ļľ ļŁĺĵĿĴıİ ĵĿ ĿŁįĴ ŀĴĭŀ ĵŀ 

İĻıĿ ĺĻŀ İıŀıľ (ļĻŀıĺŀĵĭĸ) ļıľļıŀľĭŀĻľĿ” (139).  

One of the greatest risks of sporting transgression that was identified by 

respondents is the role of the media in the reporting of such behaviour. 

Whilst some respondents suggested that stories of sporting transgression 

were ‘here today and gone tomorrow’, there is clear evidence to suggest 

that the media plays a significant role in the impact of sporting 

transgression on all stakeholders, including sponsors, governing bodies 

and, importantly, consumers.  The media represent the information source 

for consumers and if these reporting mechanisms are flawed in any way 

whatsoever (whether it be through the publishing of rumour or speculation 

or quite simply blowing the scenario completely out of proportion), this 

then has a significant knock-on effect to the image of the sponsor.  In 

discussing the importance of the relationship between sponsor and rights 

holder, some respondents discussed the importance of a relationship 

between the rights holder and the media as a stakeholder in the sports 

industry.  This tended to mitigate the risk of false information entering the 

public domain, which could have potentially massive implications for both 

sponsors and governing bodies. 

There was also recognition of the impact of social media is having in the 

reporting of sporting transgression and the wider sport industry.  Networks 
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like Twitter and Weibo mean that news of sporting transgression 

transcends international boundaries very quickly, thus highlighting the 

need for a public relations exercise to begin almost as soon as transgression 

becomes apparent to minimise the damage to the brand.  Communication 

was identified as a key component here, in order to mitigate these risks. 

Respondents agreed that the worst-case scenario would be commercial 

partners (i.e. sponsors) finding out about a case of sporting transgression 

that directly affects them from the media.  This in itself breeds doubt in the 

relationship between stakeholders and can substantially impact upon the 

decision a sponsor might make in light of the case of sporting transgression. 

Here again, there is an opportunity to draw on the concept of the zone of 

tolerance.  The media may report cases of sporting transgression based on 

their own zone of tolerance and, as such, force this view on consumers.  For 

example, the intense media scrutiny surrounding the performance of Team 

Sky cyclist Chris Froome during the 2013 Tour de France could have led 

consumers to believe that his success (he won the 2013 race) was down to 

the use of PEDs.  This attention in conjunction with the history of sporting 

transgression in the sport might have had a significant impact on 

consumers, in terms of their attendance at the race or their intention to 

watch television coverage, which, in turn, impacts upon the amount of 

television coverage available.  A more limited amount of coverage means 

that the cost of being associated with the event for sponsors would be 

considerably higher given the limited exposure, the sponsor would enjoy or 

sponsors would be of the opinion that, due to this limited exposure, being 

involved in the sport would not be cost-effective, thus impacting revenue 

generation for the sport as a whole. 

Perhaps the most significant discussion that occurred with each set of 

stakeholder respondents was about protection mechanisms that sponsors 

would have at their disposal response to a case of sporting transgression. 

As previously discussed, Santomier (2008) suggests that a more 

sophisticated approach to sponsorship leads to the construction of 
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performance-related clauses in contracts between sponsors and the 

sponsored property.  Despite this view, the findings of this study suggest 

that, firstly, these types of mechanisms (in the form of morality, behaviour, 

or performance clauses) do not appear in every sponsorship agreement 

and, secondly, they do not seem to be especially specific.  This would 

suggest that at the time of agreeing the contract, the sponsor would leave 

the negotiating table thinking that there interests are protected. But, if they 

are implicated by or associated with a case of sporting transgression, the 

extent to which these protection mechanisms will allow them to take the 

action that they best see fit is far more challenging.  On the whole, it appears 

that these clauses do not specifically mention behaviours that would 

constitute sporting transgression, although one or two respondents 

suggested that, in certain sports, these were becoming more regular in their 

appearance within these contracts (primarily sports, like cycling, that have 

a significant history of sporting transgression).  The most interesting 

elements of this discussion involved the role the sports lawyer plays in the 

negotiation of these contracts.  Representatives involved in this study of the 

stakeholder group were incredibly knowledgeable about the protection 

mechanisms that should be in place for sponsors in case of any type of 

transgression.  However, if these clauses were included in a sponsorship 

contract would be entirely dependent on who the sports lawyer is 

representing.  Whilst they recognise the need for remedial action for 

sponsors if they feel that their reputation or brand has been tarnished or 

damaged in any way, if they are representing the governing body, these 

clauses are far from specific in stating the type of action available and how 

this damage would be measured.  Also, they recognise the importance of 

understanding the prevalence of sporting transgression in a particular 

sport in order to best evaluate the risks associated with entering in to and 

agreement within it.  Again, depending on who they are representing, the 

extent to which this is discussed will vary. 

Much of the understanding about how a sponsor might react or respond to 

sporting transgression, which is limited at best, is based upon work 
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analysing the impact of player transgression on the management of 

sponsorship programmes.  Much of the discussion with respondents 

strayed in to this type of behaviour and was used as a reference point for 

some of the contextual discussion.  This again presents an interesting area 

of analysis to evaluate whether stakeholders in the sport industry are more 

aware of player transgression and the potential impacts of it due to the ‘real 

world’ nature of the behaviour/  A regular member of the public would not 

be involved in a match fixing scandal, for example, but may become 

embroiled in adultery or be affected by alcoholism in some way. The ability 

to relate to that type of behaviour may cause more significant issues for 

sponsors as opposed to a type of transgression that people just can’t relate 

to in the same way. 

The player transgression and sponsor response model (Westberg et al, 

2008), presented in figure 2.6, highlights some of the key issues in deciding 

how a sponsor could or should respond to a case of player transgression. 

As reiterated throughout this study, this is different from sporting 

transgression in that the latter is concerned with behaviour that seeks to 

distort the outcome of a sporting contest.  Whilst this model is useful in 

identifying the factors that influence any decision, it fails to explain the 

extent of that influence and how these factors are based on the 

interpretation of a sponsor at any given time.  Moreover, the model seems 

to suggest a somewhat one-way relationship between the variables 

presented which just would not be the case/  For example, the ‘Global Image 

of the Sport’ is going to impact upon the ‘level or zone of tolerance’ of the 

sponsor – the greater the status of the sport affected by the scandal, 

perhaps the wider the zone of tolerance due to the benefits of association. 

The model does not display any of their inter-variable relationships. 

As such, this research proposes the Sponsor Response to Sporting 

Transgression, or SRST, Model (see Figure 4.1). 

243 



 
 

 

  
 

  

  

 

 

  

 

  

  

 

 

 

 

 

 

 

 

 

 

 

 

4.6 The Sponsor Response to Sporting Transgression (SRST) Model 

Building on the findings of this study, it is clear that the ‘wait-and-see’ or ‘it 

depends’ approach of sponsors in responding to cases of sporting 

transgression involving those to which they are associated is based on the 

contextual background of each case.  Whether it is the use of PEDs or one of 

the other various types of competition corruption (see section 3.3), a 

proven case of transgressive behaviour (or corruption) acts as a trigger 

event (Gardial et al, 1996), a critical activity or event that forces interaction 

between sponsorship partners.  How and when this interaction takes place, 

and the subsequent course of action the sponsor decides is the most 

appropriate to protect the integrity of the brand and/or organisation, in 

their view, depends on the analysis of eight identified contextual factors in 

each case.  The extent to which each of these factors impacts on any 

decision a sponsor might make is case-specific – a strategy that may have 

been successful in one case may not be effective in another.  In order to 

represent the decision-making process of sponsors, and factors that 

influence it, the Sponsor Response to Sporting Transgression, or SRST, 

Model is proposed (see Figure 4.1). 

The SRST Model allows for a pictorial representation of the extent to which 

these eight contextual factors impact upon the decision-making process of a 

sponsor in response to a case of sporting transgression. 

Sporting transgression is any act by an athlete or official that falls within the 

parameters of the definition of corruption in sport provided by Gorse & 

Chadwick (2010) upon which this research is based.  This could include 

such activities as doping, betting related or non-betting related match 

fixing, tanking or accepting bounty payments (see section 3.3).  

In each case of sporting transgression, a sponsor will consider eight 

contextual factors before deciding upon a course of action: 

244 



 
 

 

 

 

Figure 4.1: The Sponsor Response to Sporting Transgression Model 
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The severity of the case is a key contextual factor in that if the case is 

deemed severe by not only the sponsor but also by other stakeholders in 

the sport industry, it will impact on any sponsorship decision made.  This 

view of severity then influences some of the other contextual factors 

highlighted in figure 4.1.  The frequency of such activity is also an 

important aspect of how the case may be viewed.  For example, if the case 

is deemed severe, but is an infrequent occurrence in the sport (e.g. the 

Crashgate scandal in Formula One), it is anticipated that a sponsor would 

take a very different approach in response, as opposed to frequent severe 

cases of sporting transgression affecting a particular sport (e.g. the US 

Postal doping scandal in cycling). 

The profile of the sport affected by a scandal or case of sporting 

transgression is also important for sponsors when considering a course of 

action.  If a doping or match fixing scandal was to erupt in the United 

Kingdom in a sport such as handball or in Germany in a sport like cricket, 

it could be argued that the impact of such a case is rather more limited 

than if a similar scandal was to occur in sports like football across Europe, 

or baseball in North America.  The level of consumer interest differs 

across these sports, as does media coverage and, as a result, sponsors may 

not invest to such an extent in these lower profile sports as they would do 

otherwise.  Linked to this is the level of competition at which the scandal 

occurs.  Sponsors pay vast amounts of money to be associated with major 

sporting events, high-profile teams and athletes, and leading sports 

leagues around the world in order to capitalise on the global audiences 

they attract.  Again, if a case of sporting transgression was proven at one 

of these sporting events or involving high-profile athletes, the potential 

interest of the media, and thus consumers, is much greater than that of 

smaller teams, smaller events or lower leagues.  For example, there have 

been a small number of match fixing allegations targeted at lower division 

football teams in the United Kingdom that have garnered very little media 

exposure, compared to the vast coverage of Calciopoli and other match 

fixing scandals that have tarnished the reputation of Serie A, one of 
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Europe's most high-profile football leagues. As previously discussed, 

Hughes & Shank (2005) found that, due to the status of professional 

athletes, any scandal “Ńĵĸĸ Įı ļıľįıĵłıİ ĭĿ ĹĻľı ĿįĭĺİĭĸĻŁĿ ŀĴĭĺ ĵĲ ŀĴı ĿĭĹı 

ŀĴĵĺĳ Ļľ ıłıĺŀ ĻįįŁľľıİ ĭŀ ŀĴı ĭĹĭŀıŁľ ĸıłıĸ” (212) – the contention here is 

that the same could be said of sporting transgression at different league 

or competition levels across sports. 

The inter-organisational relationship between sponsor and rights 

holder is also of key consideration.  The length of the association, which 

results in the extent to which the brands of the two organisations are 

linked in the mind of consumers, the trust between the partners and the 

manner in which the rights holder has managed both the transgression 

and the relationship with the sponsor in light of the transgression will 

impact upon the decision the sponsor will make. As discussed previously, 

communication is of critical importance, particularly in light of the media 

interest that might surround the case.  A sponsor will not want to be in the 

position of hearing about a case of sporting transgression from journalists 

without, firstly, having heard from the rights holder in some manner. 

Moreover, the level of media attention will also impact the negative image 

spill over that may occur to the sponsor’s brand – if a scandal is 

continuously reported over a lengthy period of time and the brand of a 

sponsoring organisation is pictured on the shirt of the guilty athlete, then 

the more the brand is associated with the transgressive act in the eyes of 

the target audience. 

A sponsor must also consider the cost of any decision made – not just 

financial cost but also in terms of reputation. The reputation of the brand 

may have irrevocably damaged by being associated with a case of sporting 

transgression and, therefore, the cost of remaining in that agreement 

becomes of issue.  On the other hand, in certain circumstances, it could be 

the case that a sponsor attracts more favourable attention for supporting 

an athlete who is guilty of transgression or for remaining involved in a 

sport and driving change. 
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The manner in which the governing body has managed a particular case 

of sporting transgression and any subsequent sanctions given to those 

proven guilty is another of the factors that need to be considered.  As 

identified earlier in this study, the ability of a governing body to manage 

sporting transgression within the sport is of crucial importance to any 

response a sponsor will make in light of a case.  One of the means by 

which a governing body can demonstrate this ability is to ensure that the 

guilty party is punished for the transgressive act.  For example, those 

guilty of ADRVs (anti-doping rule violations) tend to be sanctioned based 

on the WADA Code, however, between sports and nations, the consistency 

in sanctioning guilty athletes varies considerably. 

The final factor to be considered is brand image; the impact the 

transgression may have on the sponsor’s brand/  It is this factor in 

particular that causes the greatest issue for all parties involved in the 

sponsorship relationship as this impact is incredibly difficult to quantify. 

So much so that in sponsorship agreements, as previously discussed in 

section 4.3.6, the definition of impact is left as loose or as “ŃĻĻĸĸŅ” (RSL5) 

as possible. One of the components of brand equity is brand image, 

already highlighted as a key reason for entering in to sponsorship 

agreements in the first place.  As discussed previously, Arokallio & 

Tuominen (2006) stress the significance of image in sponsorship, stating 

that “ĵĺ ıĿĿıĺįıƋ ŀĴı ĿļĻĺĿĻľ ŃĭĺŀĿ ŀĻ ĶŁńŀĭļĻĿı ŀĴı ĭŀĴĸıŀı’Ŀ ĵĹĭĳı ŃĵŀĴ ŀĴı 

ĿļĻĺĿĻľ’Ŀ ĵĹĭĳı ĵĺ ŀĴı ĹĵĺİĿ ĻĲ įĻĺĿŁĹıľĿ” (5).  If this image is tarnished 

by sporting transgression, it is going to impact upon the brand equity of 

the organisation. 

However, the impact on brand image will not be immediately apparent.  It 

may take time for all of the other factors to materialise.  For example, 

there is no indication as a case of sporting transgression becomes 

apparent how long it will remain as an issue of focus for the media. 

Whilst some of the respondents in the case studies suggested that they 
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believed the media coverage to be ‘here, now and gone tomorrow’, this 

may not be the reality of the situation.  Also, it may take time for an 

investigation in to a particular case to be conducted, thus sanctions may 

be given months after the initial transgression.  For example, cyclist 

Alberto Contador failed a drugs test in July 2010, testing positive for the 

banned substance clenbuterol.  However, because of legal challenges 

against, firstly, the failed test and, secondly, the mere suggestion of a ban 

that may be have been given, the sanction, a two-year suspension, was not 

announced until February 2012.  Although a temporal analysis was not 

part of this study, this then means that a definitive time period available 

for a sponsor to make a decision is difficult to predict.  As such, a 

‘Decision Horizon’ forms an important part of the SRST Model and the 

time at which each sponsor will make a decision as to their response to 

sporting transgression is entirely dependent on the interpretation of the 

eight identified contextual factors.  Due to the importance of the decision, 

it is vital that the sponsor understands the extent to which each of the 

contextual factors impact upon not only the sport to which they are 

associated but also their own brand or reputation. Once the decision 

horizon has been reached, only then should a sponsor consider a course of 

remedial action. 

Based on the discussions regarding the contractual structure of 

sponsorship agreements, the sponsor will have a number of actions 

available to them as highlighted in figure 4.1, provided of course the 

contract has been written in such a way to protect their interests in a 

number of potential scenarios. 

4.6.1 Hypothetical Application of the SRST Model 

Many of the respondents interviewed as part of this study 

described the current state of cycling to illustrate or provide 

contextual detail to their responses to the questions asked.  As 

such, the first examples of the hypothetical application of the SRST 
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model that have been conducted are based on the sport of cycling 

and concern one particular case – the aftermath of the US Postal 

investigation conducted by USADA in to the systemic use of PEDs 

in the sport and in particular the role and behaviour of Lance 

Armstrong in that doping culture.  The sheer scope of doping in the 

sport during the time period under investigation would lead to the 

case being deemed most severe and is represented on each 

example of the model as such/  Despite the sport’s popularity in 

mainland Europe and in certain parts of North America the sport 

of cycling does not attract the same global audience that a sport 

like football enjoys, with interest in cycling reaching its global peak 

during the Olympic Games.  The level  at which the use of PEDs, or 

the transgression, occurred is at the very pinnacle of the sport of 

cycling and centred around Lance Armstrong’s seven consecutive 

Tour de France victories between 1999 and 2005.  This, again, is 

illustrated as such on the model. 

The media interest in the sport soared as a result of the scandal 

and reporting of the case continued for months after the initial 

release of the report so, again, this is depicted on the model as 

being the most extensive it could be/  The UCI’s handling of both 

the report and the subsequent punishments or sanctions given to 

those involved in the scandal to a certain extent heightened the 

media interest in the scandal given the fact that, on the most part, 
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Figure 4.2: Hypothetical Application of the SRST Model – Cycling Sponsor (1) 
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Figure 4.3: Hypothetical Application of the SRST Model – Cycling Sponsor (2) 
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their handling was seen as totally inept.  Whilst Lance Armstrong 

received a lifetime ban from cycling and from all other sports that 

have signed up to the WADA code as requested by USADA, the US 

Anti-Doping Agency, the remaining members of his team who 

testified against him as part of the US Postal investigation only 

received six month suspensions.  Given the fact that the vast 

majority of his former teammates had retired from the sport, the 

six month ban meant relatively little.  It could be suggested that the 

sanctions were not as effective as they could have and therefore 

represented a lower requirement for consideration by sponsors. 

The remaining factors on the model – the inter-organisational 

relationship, the cost of any decision and brand equity – are more 

subjective for each sponsor and this is where in particular the 

model would be applied in different ways by different sponsoring 

organisations. 

These hypothetical applications pictorially represent how these 

remaining factors could be interpreted by sponsors and how they 

might impact upon any decision made.  They further demonstrate 

how sponsors may choose varying courses of action in response to 

sporting transgression depending upon how these factors 

influence any decision. For example, figure 4.2, the hypothetical 

application of the SRST model to cycling sponsor (1) shows how 

the strength of the relationship between sponsor and rights 

holder, the cost of any decision made, the acceptability or the lack 

thereof, of the governing bodies response to a particular case of 

sporting transgression and the potential impact on the sponsors 

brand equity may influence a particular decision.  In light of the 

interpretation of these contextual factors, the sponsor chose to 

remain in the sport and take a stance – they have driven a change 

process that is slowly coming to fruition. This hypothetical 

application might reflect the decision-making process of Skins, the 

sponsor who, as a result of the UCI’s handling of the doping culture 
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in the sport of cycling, chose to influence the future of the 

governance of the sport. On the other hand, figure 4.3, the 

hypothetical application of the SRST model to cycling sponsor (2) 

shows how a slightly different interpretation of these remaining 

factors leads to a completely different course of action.  As a result 

of the US Postal investigation, this sponsor decided to withdraw 

from the sport. This hypothetical application might reflect the 

decision-making process of Rabobank, the team sponsor who 

withdrew from the sport soon after the USADA report was 

released. 

The key to the use of the SRST model is the interpretation of each 

of these contextual factors.  As previously highlighted, the zone of 

tolerance within each of these factors will differ between sponsors 

and therefore their decisions in response to these types of scandals 

involving sporting transgression will also vary significantly. 
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Figure 4.4: Hypothetical Application of the SRST Model – Cycling Sponsor (3) 
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This case offers a new perspective on the newly proposed model, 

further indicating the confusion of sponsors in response to 

sporting transgression.  Figure 4.4, the hypothetical application of 

the SRST model to cycling sponsor (3), shows how the 

interpretation of these contextual factors could lead to a sponsor 

wanting to enter the sport that has been affected by a case of 

sporting transgression and take a stance against it.  In this 

example, cycling sponsor (3) took advantage of cycling sponsor 

(2)’s decision to withdraw from the sport and, as a result, was able 

to enter the sport for significantly less investment than would 

otherwise have been expected and, because the relationship 

between the brand of the sponsor and the brand of the Tour de 

France had not been properly established, if the risk had not been 

worthwhile (and the sponsor would not have been aware of this 

until after the 2013 race), the association between brands would 

not have been sufficiently established in the minds of consumers, 

thus potentially reducing the impact on the brand equity of the 

sponsor.  However, due to the very strong anti-doping message the 

sponsor promoted as it entered the sport, have there then been a 

number of failed drugs tests during the 2013 race, this would have 

led to significant damage to the sponsor's brand equity.  They 

would have been forced to re-evaluate their position and adopt a 

new course of action based on the SRST model.  As yet, there have 

been no high profile failed tests from the Tour de France in 2013 

and the newly sponsored team performed incredibly well.  It could 

therefore be argued that the risk the sponsor took in associating 

with the sport of cycling in the aftermath of the US Postal 

investigation has most certainly paid off.  This may not always be 

the case. This hypothetical application might reflect the decision-

making process of new team sponsor, Belkin. 
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FIVE 
Conclusions & Recommendations 

5.1 Chapter Overview 

This chapter presents the conclusions of this study, highlighting the 

professional and academic contributions of the research.  The 

applicability of the study’s findings is highlighted and the importance of 

further study in the area of sporting transgression is discussed.  The 

chapter concludes with the identification of a serious of recommendations 

for both sponsorship professionals and wider academia. 

5.2 Research Conclusions 

Corruption in sport, or sporting transgression, represents a significant 

challenge to the management and development of sport sponsorship and 

the wider sport industry.  The increasing popularity of sport as a means of 

reaching a target global audience, which currently shows no sign of 

abating, highlights the importance of managing the threat posed by this 

type of behaviour.  Given the prevalence of sporting transgression and the 

increasing media interest in this type of behaviour, it is vital that sponsors 

are aware of the potential impact that this issue can have on the image 

and reputation of the brands.  Sport has a long history tarnished by 

activities by athletes or officials that seek to deliberately distort the 

outcome of the sporting competition for the personal and material gain of 

those involved (Gorse & Chadwick, 2010).  In this context, this research 

begins to address the managerial implications of sporting transgression 

for sponsors and analyses the relationship between the key stakeholders 

in the sponsorship relationship, namely sponsors, rights holders, and 

sports lawyers, in an effort to understand the contextual factors that 

impact upon the decision-making process of the sponsor in response to a 

case of sporting transgression. 
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Based on a newly proposed definition of sporting transgression – any 

illegal, immoral or unethical activity that attempts to deliberately distort 

the outcome of a sporting contest, or an element within that contest, for the 

personal material gain of one or more parties involved in that activity – this 

study has attempted to explore the impact of such behaviour on 

organisations who employ a sponsorship strategy and answer the central 

research question: How does corruption in sport impact on the 

management of sport sponsorship programmes? 

The focus of this research has been to analyse how and why sponsors 

might  respond to sporting transgression in a particular way, what 

avenues they might pursue (for example, remedial action, support) and 

what factors they take in to consideration when making a decision as to a 

course of action.  As such, in examining the impact of sporting 

transgression on the management of sponsorship programmes, this 

research has sought to conceptualise the key issues of sporting 

transgression and the impact of such behaviour on those associated with 

sport.  This analysis provides a new understanding of the threats faced by 

sponsors in light of this behaviour as well as identifying the roles for the 

impacts of other stakeholders (e.g. rights holders, the media) in the 

process of responding to these threats.  In order to address the existing 

limitations in both corruption and sponsorship literatures, this study has 

sought to develop a contextual understanding that is vital in an area of 

academic research that has yet to receive the attention it warrants. 

Moreover, in adopting a grounded theory methodological approach, the 

enhancement of both academic and practical understanding about these 

central issues was of primary significance. 

In order to identify how sponsors respond both to the threat of being 

associated with a property that might become associated with corrupt 

activity, and to analyse instances of actual corruption, a four-phase 

research methodology was undertaken. This study adopts a mixed 

methods approach to research, drawing on grounded theory (Glaser & 
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Strauss, 1967; Strauss & Corbin, 1998; Tan, 2010; Goulding, 2002) and 

moving away from the predominantly positivist nature of research 

previously conducted in the area of sport sponsorship. An extensive 

database was created, currently containing in excess of 2,000 cases of 

corruption in international sport; a series of preliminary interviews were 

conducted with professionals in and around the sponsorship industry to 

highlight the potential implications of corruption for sponsors; and a 

number of case studies were developed, recognising the key stakeholders 

in sponsorship management. A series of in-depth semi-structured 

interviews were then conducted with multiple stakeholders in the sport 

industry - sponsors, legal professionals with expertise in sponsorship and 

commercial managers in governing bodies of sport. Interviews were 

recorded, transcribed and then analysed using grounded theory coding 

techniques, allowing for key themes to emerge and responses to 

corruption in sport discussed. 

Analysis of the interview data indicates that sponsors adopt an ‘it 

depends’ or a ‘wait-and-see’ approach when dealing with the potential 

impact of corruption, relying on a number of factors to decide upon 

remedial courses of action.  These factors include: how closely related the 

transgression is to a sponsor’s business or target market- the severity of 

the transgression; the extent of media coverage that transgression 

attracts; the level at which the transgression occurs (i.e. Olympics or 

World Cup as opposed to regional or national championships); and how a 

sport’s governing and/or legislative body deal with the scandal/  It is also 

apparent that, while morality and/or behaviour causes are included in 

sponsorship agreements between sponsor and rights holder, they are by 

no means specific to the severity of the transgression or indeed the 

potential course of action.  Withdrawing from sponsorship agreements 

can cost sponsors both financially and in terms of brand equity – any 

action they take must be carefully considered. 
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As a result of this analysis and in order to represent the decision-making 

process of sponsors, and factors that influence it, the Sponsor Response to 

Sporting Transgression, or SRST, Model has been proposed 

The SRST Model represents the first attempt to analyse the impact 

corruption in sport has on the decision-making process of sponsors in 

light of sporting transgression.  The implications are such that a sponsor 

can utilise this model to evaluate the extent of the impact these factors 

might have, however, as with the aforementioned subjective 

measurement of damage in contractual agreements, the implementation 

of this model is again entirely dependent on each individual case of 

sporting transgression. This is not unexpected – given the contextual 

nature of sporting transgression, as acknowledged by all respondents in 

this study, the case-by-case subjective view of impact is going to occur. 

SO, whilst the model is useful in analysing these case-specific contextual 

details, it will still not give the sponsor the opportunity to develop a one-

size-fits-all strategy for dealing with sporting transgression and its impact 

on the image and reputation of their brand. 

5.3 Contribution to Knowledge 

Whilst there is extensive literature in the fields of sponsorship (Cornwell 

& Maignan, 1998; Walliser, 2003) and corruption, predominantly in the 

fields of business and politics (Treisman, 2000; Aidt & Dutta, 2008; Den 

Nieuwenboer & Kaptein, 2008; Shen & Williamson, 2005; Getz & Volkema, 

2001; Lloyd & Walton, 1999; Paldam, 2002; Spinellis, 1996), there is a 

paucity of academic research in the area of corruption in sport and, in 

particular, the impact of corruption on sponsorship programmes. 

Throughout the corruption literature, there have been significant 

attempts to identify the antecedents and manifestations of corruption in 

these fields, whereas issues of measurement and contextual 

understanding have been highlighted as problematic.  As such, this 

research, in the first instance, has sought to apply this broader theory to 
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the field of sport management to explain, in particular, the manifestations 

of corruption in sport (Den Nieuwenboer & Kaptein, 2008; Senior, 2006; 

Anand et al, 2005).  Another dynamic that was considered in this study 

was the area of relationship dissolution in sport and corruption in sport 

as a possible explanation for the breakdown of sponsorship relationships. 

However, it is in the analysis of the potential responses of sponsors to 

cases of corruption in sport committed by athletes and/or officials in 

sporting competition (referred to as competition corruption (Maennig, 

2005)) and the contextual factors that influence any response or decision 

that this research makes its most significant contribution to both 

academic and management understanding. In recognising the contextual 

factors that impact on the decision-making process of sponsors in light of 

a case (or indeed cases) of sporting transgression, and the development of 

a conceptual model that pictorially represents these factors, the Sponsor 

Response to Sporting Transgression (SRST) Model, this research has 

sought to provide a level of contextual understanding that is missing in 

the wider corruption literature and, more significantly, to begin to 

address the paucity of academic research in the field of corruption in 

sport.  Primarily, however, it is in the field of sponsorship management 

that this research adds significant value to current understanding.  As yet, 

the sponsorship relationship is a relatively underdeveloped area of 

academic research and, even more so, the causes of relationship 

breakdown.  It is the contention here that corruption in sport represents 

such an antecedent and with the effective management of the identified 

contextual factors that will influence a response of a sponsor to sporting 

transgression, by those stakeholders responsible for those factors (e.g. the 

practical management of incidents of sporting transgression and the 

associated sanctions given to guilty athletes are the responsibility of the 

sport’s governing body), the long-term association between sponsorship 

partners can be secured and the continued benefits of that association can 

be exploited. 
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Moreover, this study represents the first attempt to evaluate the 

managerial implications of corruption in sport, with a focus on sponsors 

and the sponsorship relationship between a sponsoring organisation and 

rights holder or property.  Much of the extant literature in the field of 

corruption in sport focuses on the economics of the issue, primarily the 

principle foundation of sport, uncertainty of outcome (e.g. Cairns et al, 

1986; Peel & Thomas, 1997; Janssens & Kesenne, 1987), and how this 

principle affects the television audience for sport.  Until now, there has 

been little attempt to answer the ‘so what?’ question – for example, if the 

level of uncertainty of outcome is significantly reduced by corrupt 

behaviour by the athletes or officials involved in a particular game which 

has an impact on the size and scope of the television audience, what does 

that mean from a business perspective for the many stakeholders in the 

sport industry?  By introducing the Sponsor Response to Sporting 

Transgression (SRST) model, this study begins to address this issue and 

answer the posed ‘so what?’ question/  Sponsors need to be aware of the 

implications of being associated with an athlete or official, or indeed the 

team or sport in t=which a guilty athlete competes, who cheats for the 

purpose of personal material gain, whether this be in the form of 

sponsorship and endorsement revenue, a higher draft pick for the next 

season or winning a bet,  The SRST model provides them with a 

mechanism for analysing a given situation, allowing them to acknowledge 

and measure the eight relevant factors that need to be considered in order 

to take an appropriate course of action.  Given that no sponsor will 

measure these factors to the same extent (as can be seen in the 

hypothetical application of the SRST model presented in section 4.6.1), 

each chosen course of action will be different, again illustrated by the 

hypothetical application presented in section 4.6.1.  It is this applicability 

of the SRST model that once again highlights the contribution of this 

research to both academia and practitioners. 
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5.4 Future Directions 

The primary aim of this study has been to understand the impact of 

corruption in sport on sponsorship programmes and to analyse how the 

process of sponsorship management is impacted by such behaviour.  By 

examining the potential responses of sponsors to this type of 

transgressive behaviour and the factors that influence such a response, 

this research has facilitated the development of a rich and detailed 

contextual understanding of sponsorship management within the 

parameters of corruption in sport.  In developing the Sponsor Response to 

Sporting Transgression (SRST) Model, the findings of this study have very 

clear and practical applicability for sponsorship management in the sport 

industry. 

However, the impact of sporting transgression on the behaviour of 

consumers in the sport industry will have significant implications for the 

responses of sponsors to sporting transgression, so much so, that it could 

lead to the addition of a ninth contextual factor to the SRST Model.  It may 

well be the case that if consumers are not concerned as to the extent of 

corruption in sport and how it might be undermining the concept of fair 

play, then this will have significant impact on the decision making process 

of sponsors.  This analysis of consumer understanding of sporting 

transgression represents an important and logical extension of this 

research project. 

Another interesting extension of this study is the analysis of media 

reporting of cases of corruption in sport and its impact on sponsor and 

consumer responses to transgressive behaviour.  In analysing the use of 

lexicon and other factors including the page numbers on which these 

report appear or the number of retweets of particular stories on Twitter, 

the influence of the media on the understanding of the intricacies of 

corruption in sport could be examined.  As a result of this understanding, 

other stakeholders will respond accordingly. 
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Existing areas of academic study also offer a multitude of opportunities to 

establish this study and the researcher as an internationally renowned 

expert in the field of the managerial implications of corruption of sport. 

Two particular areas of interest are stakeholder management and the 

change agency literature.  It might be suggested that, for example, the 

USADA investigation in to the use of performance enhancing substances 

in the Tour de France during the prolific career of Lance Armstrong may 

indeed serve as an external agent for change that could be incredibly 

beneficial for the UCI, cycling’s governing body.  Moreover, an 

investigation based on the premise of stakeholder management – the 

interpretation of both the internal and external environments of an 

organisation and influencing the responses or actions of stakeholders in 

that environment – would provide a multi-level analysis of the 

relationships between these stakeholder groups in the sport industry and 

how corruption in sport is interpreted, both at the time of the scandal and 

also subsequently based on the actions of all stakeholders involved. 

There are two primary limitations that have become apparent during the 

data analysis phase of this study.  Firstly, there is a very clear cultural 

aspect to this area of study that warrants academic attention – behaviours 

acceptable in one country may not be in another, thus highlighting 

another aspect of sponsorship management that can be analysed using 

the concept of the zone of tolerance. Moreover, one of the key questions 

that could be targeted at the SRST Model would be to ask about the length 

of time it would take a sponsor to make a particular decision (in terms of 

a subjective analysis of the contextual factors leading to an appropriate 

response).  Whilst temporal considerations were beyond the parameters 

of this study, a longitudinal analysis of sponsor responses to corruption in 

sport would be of significant value to the research area. 
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APPENDIX B 
Phase TWO Interview Schedule 

The purpose of my research is to investigate the impact of corruption in sport on 
sponsorship programmes.  The main aims of my project are to identify strategies 
sponsors may choose to employ if their properties were to become involved in a 
corruption scandal and to determine if these strategies utilised would vary 
depending on whether the tangible or intangible value of the sponsorship 
programme is affected. 

I would like to talk to you as an expert/practitioner in the field of 
sponsorship/corruption (delete as appropriate) and feel that your insights are 
important in this area of research. 

This interview forms part of a research project the Centre for the International 
Business of Sport is currently undertaking, and should take approximately 30 
minutes. 

Would it be acceptable for me to record this interview? (If not: Start writing) 

I realise this information may be sensitive. May I assure you that the contents of 
our discussion will be kept strictly confidential, and the recording and 
transcripts will be destroyed following analysis. 

Coventry University has a very strict code of ethics.  All interviews conducted in 
this research project will comply with this code. 

If you would like any further information about this project, please do not 
hesitate to ask at the end of the interview. 

Likewise, if you have any concerns or questions throughout the interview, please 
do not hesitate to ask. 

Once I have completed this stage of my research, I will provide you with a short 
summary of findings. 

1.	 Is there any type of ‘behaviour’ or ‘activity’ in sport that you would call 
corruption? (DEFINITION) 

 What would these behaviours be? 
 Why do you think these behaviours constitute corruption? 

2.	 How would you define corruption in sport? (DEFINITION) 
3.	 What kind of threat, if any, do you think corruption in sport poses to the 

sport industry? (CONTEXT) 
4.	 Why do you think corruption in sport has become such an issue? 

(CONTEXT) 
5.	 What kind of impact, if any, do you think corruption could have on the 

financial status of sport, particularly in terms of revenue generation from 
sponsorship? (CONTEXT) 
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6.	 How do you view sponsorship – as a relationship between sponsor and 
sponsee or transactional? (MODEL) 

7.	 What do you think are the tangible benefits of sponsorship? (MODEL) 
(PROMPTS – sales, revenue, profit, etc)
 

 What do you think are the intangible benefits?
 
(PROMPTS – brand image, awareness, quality, etc)
 

8.	 What would you do if you were a sponsor of sport and the athlete/team 
(both on- and off-field teams) you were associated with became 
embroiled in a corruption scandal? (MODEL) 

 What action(s) would you take?
 
 What other options might you consider?
 
(PROMPTS - Sponsor Withdrawal, Renegotiation, Mitigation,
 
Change of Strategy, Consolidation)
 

9.	 As a sponsor, do you think you would react differently depending on the 
type of behaviour or corruption involved? (MODEL)
 

 Why?
 
10.	 As a sponsor, do you think you would react differently depending on 

sponsorship investment? (MODEL) 
(PROMPTS – Contract Value, Length of Relationship) 

 Why? 
11.	 Are there instances when this happened to your company? (MODEL) 

 What were the outcomes? 

Thank you for agreeing to participate in this interview. 

The tape of the interview will now be transcribed, after which it will be erased. 

This transcription will subsequently be analysed, and then shredded. 

At no stage will any details of this interview go beyond my PhD Director, Simon 
Chadwick or myself. 

If you are interested, following the data collection stage I intend to produce a 
general summary of the interviews and the important themes that emerge. 

Would you like to receive a copy of this summary? 
Yes	 No 

Finally, would you be OK with myself or another member of CIBS contacting you 
in the future as a follow-up to this interview? 
Yes	 No 

-Thank you very much for your time-
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APPENDIX C 
Phase FOUR Interview Schedule 

The aim of this research is to investigate the potential impact of sporting 
transgression on sponsorship agreements, by analysing the responses of 
sponsors to this type of behaviour (or potential responses) and to what extent 
sporting transgression is addressed by sponsors both prior to and during a 
sponsorship agreement with an athlete, team, league, event or sport. 

For the purposes of this research, sporting transgression is defined as “any 
activity by an athlete or sporting official that has direct impact on the results of a 
sporting contest (or an element within the contest) for the personal material gain 
or one or more parties involved” (give examples).  This is different from player 
transgression which might include activities such as alcoholism or adultery. 

I am talking to you as an expert/practitioner in the field of sponsorship and feel 
that your insights are important in this area of research. 

This interview forms part of a research project the Centre for the International 
Business of Sport is currently undertaking and should take up to an hour. 

Unless you have any objections, I am going to start recording now. 

I realise this information may be sensitive.  May I therefore assure you that the 
contents of our discussion will be kept strictly confidential and the recording and 
transcripts destroyed following analysis. 

Coventry University has a strict code of ethics.  All interviews conducted as part 
of this research project will comply with this code.  If you would like to see a 
copy of this code, I will arrange for one to be sent to you. 

If you would like any further information about this project, please do not 
hesitate to ask at the end of the interview. 

Likewise, if you have any concerns or questions throughout the interview, please 
do not hesitate to ask. 

Once I have completed this stage of my research, I will provide you with a short 
summary of findings. 

RED – SPONSORS 
BLUE – LAWYERS 

GREEN – NGBs/Sports Organisations 
BLACK - ALL 
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1. To what extent do you think sport has become popular with 
organisations as part of the marketing communications mix? 
(PROMPTS – access to target market(s); global audience; quality of sports 
product reflecting on brand; brand equity; etc) 
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2.	 Are there any factors that could or do adversely affect or undermine 
this popularity? 

	 What are they? 
(PROMPTS – increase in cost of sponsorship; reduction in 
audience; player transgression; sporting transgression; lack of 
uncertainty of outcome (define); over-exposure; etc) 
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3. In general, what do you think are the implications of sporting 

transgression for the sport industry?
 
(Sport industry meaning every stakeholder within sport – i.e. teams, 

athletes, owners, governing bodies, fans, media, sponsors, etc, etc)
 
(PROMPTS – loss of media revenue; loss of sponsorship revenue; damage 

to credibility of sport; loss of audience; scepticism of media and audience; 

negative brand equity (sports brand); etc)
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4.	 To what extent might sponsors be affected by sporting 
transgression? 

	 In what ways? 
(PROMPTS – brand equity; loss of sales; negative association in 
mind of consumer; brand recall; etc) 
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5. To what extent might the impact depend on: 
	 Sport? 

(PROMPTS - media coverage; audience; number of other 
sponsors; etc) 

	 Type of sponsorship (direct or indirect)? 
Direct sponsorship meaning those sponsors directly associated with the athlete or team 
involved in the sporting transgression behaviour 
Indirect sponsorship meaning those sponsors involved in the sport concerned, 
sponsoring a league in which the offending team or athlete competes in or the sponsor 
of a rival team or athlete 

(PROMPTS – brand logo on equipment of accused or guilty 
athletes as opposed to seen on competition; etc) 

	 Value of investment 
(PROMPTS – higher value of agreement = greater impact on 
brand?; etc) 
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6. As a sponsor, what might you do IF one of the properties you sponsor 
was accused or found guilty of sporting transgression? 
Properties meaning the athlete, team, league, event or sport involved 
(PROMPTS – withdraw immediately; withdraw at end of contract; 
renegotiate- ‘wait and see’ impact then decide- ignore- support- etc) 
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7. What factors might you take in to consideration when deciding on 
this course of action? 
(PROMPTS – media coverage of sport; media coverage of scandal; impact 
on sales; consumer recall; negative brand equity; severity of 
transgression; frequency of transgression; likely reoccurrence; value of 
agreement; length of association; success of team/athlete; perceived risk 
of choice of action; etc) 
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8. What might the implications be of this decision? 
(PROMPTS – loss of investment; loss of brand equity; perceived lack of 
loyalty to property; consumer confusion; positive impression in media; 
increase of brand equity due to action; might force change; etc) 
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9. Are there any other options you might consider? 
(PROMPTS - withdraw immediately; withdraw at end of contract; 
renegotiate- ‘wait and see’ impact then decide- ignore- support- etc) 

	 What might the implications be of this different option? 
(PROMPTS – loss of investment; loss of brand equity; 
perceived lack of loyalty to property; consumer confusion; 
positive impression in media; increase of brand equity due to 
action; might force change; etc) 

This will be much easier to ask in the context of the conversation - for example, if 
the sponsor answered ‘withdrawal at the end of the contract’ for the previous 
questions, I want to find out if they would consider immediate withdrawal, ignore 
or renegotiate, etc. 
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10.	 Might you react differently depending on the type of sporting 
transgression (e.g. match fixing as opposed to doping in football)? 

The aim of this question is to find out if sponsors would react differently if their 
sponsored properties were accused or found guilty of sporting transgression that 
was not as prevalent in their particular sport. 

It is clear form the database that match fixing (or spot fixing) is more prevalent in 
cricket than doping – would a sponsor react differently if a player was found to 
have failed a drugs test as opposed to spot fixing in the sport? 

11.	 Why might you choose to act in this way? 
(PROMPTS – media coverage of sport; media coverage of scandal; impact 
on sales; consumer recall; negative brand equity; severity of 
transgression; frequency of transgression; likely reoccurrence; value of 
agreement; length of association; success of team/athlete; perceived risk 
of choice of action; etc) 
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12.	 What might you do if sporting transgression indirectly affected you 
as a sponsor (e.g. you sponsor one team and another team in the 
same league or competition is accused or found guilty of sporting 
transgression – sponsors of other teams in Formula 1 after 
Crashgate)? 
(PROMPTS – withdraw immediately; withdraw at end of contract; 
renegotiate- ‘wait and see’ impact then decide- ignore; support; etc) 
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13. What factors might you take in to consideration before deciding on 
this course of action? 
(PROMPTS – media coverage of sport; media coverage of scandal; impact 
on sales; consumer recall; negative brand equity; severity of 
transgression; frequency of transgression; likely reoccurrence; value of 
agreement; length of association; success of team/athlete; perceived risk 
of choice of action; etc) 
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14. What factors might influence your decision as to how quickly to act? 
(PROMPTS – dependent on answers to questions 7 and 13) 
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15.	 To what extent is sporting transgression considered as an issue 
before entering in to a sponsorship agreement? 
(PROMPTS – is it something that is actively investigated or considered 
before entering in to a deal?; prevalence; strategies for dealing 
with/punishing transgressive behaviour in the sport; discussions with 
sports properties in negotiations; etc) 
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16.	 What protection mechanisms are put in place, if any, in case of 
sporting transgression? 
(PROMPTS – performance clauses- behaviour clauses- ‘get out’ clauses-
etc) 
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17. Are morality or performance clauses a fundamental part of every 
sponsorship agreement? 

 How are they worded? 

 Do they vary to protect against different types of sporting 
transgression? 

 Are they standard or do they vary depending on 
sport/level of investment/history of transgression? 
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18.	 Is the type of sponsorship taken in to consideration when discussing 
morality clauses in agreements? 
(PROMPTS – indirect or direct sponsorship) 

 If yes, how might clauses differ? 

 If no, why not? 

 Do you think that they should differ? 
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19. Who decides on the ‘extent’ of the transgression? 
(PROMPTS – who decides on severity- how far does each side ‘go’ to 
protect their interests; etc) 

20. Do you agree with properties as to how severe the transgression has 
to be for the protection mechanisms to come in to effect? 
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21. What role do lawyers play in the management of sponsorship 
agreements if a scandal breaks?? 

	 Do you wait to be contacted by a sponsor or do you contact 
them first? 
Why? 
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22. If a scandal breaks, how is this usually managed?  Do governing 
bodies contact sponsors? Or lawyers? 

 How should it be managed? 
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23. What role do governing bodies play in the management of a scandal 
of this nature? 
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24. How might the relationship between sponsor and governing body be 
affected by transgressive behaviour? 

 To what extent is it important that the sponsor is kept up-
to-date with the governing body’s actions in dealing with a
 
scandal?
 
(PROMPTS – do they even need to be consulted?)
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25. Have sponsors become more aware of sporting transgression in the 
negotiation of sponsorship agreements?
 

 In what ways?
 

26. Has it become more difficult to attract sponsors to sport because of 
the publicity surrounding sporting transgression? 
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27. To what extent do sponsors see it as being the responsibility of the 
property to manage or handle transgression issues? 
(PROMPTS – anti-transgression strategies in sport devised by governing 
bodies; how much input could/should sponsors have in managing 
transgression; etc) 
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!ny other comments you would like to make about this issue///////.. 
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(Read verbatim) 

Thank you for agreeing to participate in this interview.
 

The tape of the interview will now be transcribed, after which it will be erased.
 

This transcription will subsequently be analysed, and then shredded.
 

At no stage will any details of this interview go beyond my PhD Director, Simon 

Chadwick or myself.
 

If you are interested, following the data collection stage I intend to produce a 

general summary of the interviews and the important themes that emerge. 

Would you like to receive a copy of this summary? 

Yes No 

Finally, would you be OK for myself or another member of CIBS contacting you in 

the future as a follow-up to this interview? 

Yes No 

-Thank you very much for your time-
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APPENDIX D 
Phase FOUR Interview Transcript 

RECORDING BEGINS 

This interview has been removed due to commercial sensitivity. The unabridged 
version of the thesis can be viewed at the Lanchester Library, Coventry University.
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