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8. Please indicate the extent to which you will use each additional marketing 
activity to promote your sponsorship. Where 1 is Definitely Not; 2 is 
Rarely; 3 is uncertain; 4 is occasionally and 5 is Definitely. 

8.1 Print media (e.g . newspaper, magazines, posters , 1 2 3 4 5 
fliers) 

8.2 Television 1 2 3 4 5 
8.3 Radio 1 2 3 4 5 
8.4 Personal sellinq (e.q. direct presentation) 1 2 3 4 5 
8.5 Sales promotions (e.g. couponing, contests, 1 2 3 4 5 

premiums, sampling, point-of-purchase 
materials\ 

8.6 Direct marketing (e.g. database marketing, 1 2 3 4 5 
telemarketinq) 

8.7 Public Relations (e.g. news story, editorial or an 1 2 3 4 5 
announcement) 

8.8 Interactive media (e.a. the internet\ 1 2 3 4 5 

I Section C: Objectives and Criteria -) 

9. During the sponsorship selection process, specific objectives can be set 
by the sponsoring business. The business will seek to achieve its 
objectives through the selected sponsorship. These objectives are 
grouped into six broad categories; please answer each statement as 
accurately as possible. Where 1 is very likely; 2 is unlikely; 3 is not 
certain; 4 is likely and 5 is Very likely. 

Group categories for objectives 
9.1. BROAD CORPORATE OBJECTIVES 
9.1.1. To attain positive public relations 1 2 3 4 5 
9.1 .2. To alter public perceptions 1 2 3 4 5 
9.1 .3. To enhance the business' imaqe 1 2 3 4 5 
9.1.4. To enhance the business' involvement in the 1 2 3 4 5 

community (social responsibility) 
9.1.5. To improve relations with intermediaries 1 2 3 4 5 
9.1.6. To enhance employee morale 1 2 3 4 5 
9.1.7. To enhance employee relations 
9.1.8. To enhance stakeholder relationships 1 2 3 4 5 
9 .1 . 9. To cut throuah advertisina clutter 1 2 3 4 5 
9.1.10. To overcome advertisina restrictions (e.a. such as 1 2 3 4 5 

3 

for cigarettes) 
9.1 .11. To assist in staff recruitment 1 2 3 4 5 
9.1.12. To gain a competitive advantage through 1 2 3 4 5 

exclusivity 
9.1.13. To connect the business to a successful team or 1 2 3 4 5 

event 
9.2. PRODUCT/BRAND/SERVICE-RELATED 

OBJECTIVES 
9 .2.1. To explore new market seqments 1 2 3 4 5 
9.2.2. To reach niche segments(to target specific corporate 1 2 3 4 5 

audiences) 
9.2.3. TG launch a new product/brand/service, and use the 1 2 3 4 5 

sponsorship in the Process to introduce it. 
9.2.4. To integrate an existing product/brand/service with 1 2 3 4 5 

the sponsorship 
9.2.5. To increase brand/product awareness in your target 1 2 3 4 5 

markets 
9.2.6. To influence consumer attitudes within the target 1 2 3 4 5 

market 
9.2.7. To build an image within the target market 1 2 3 4 5 

(positioning) 
9.2.8. To increase your market share 1 2 3 4 5 
9.2.9. To increase distribution opportunities (selling the 1 2 3 4 5 

product/brand/service at the event) 
9.2.10. Increase the brand's visibility in the marketplace 1 2 3 4 5 
9.2.11. To strenathen brand oreference 1 2 3 4 5 
9.3. SALES OBJECTIVES 
9.3.1. ro facilitate sales-force prospectina onnortunities 1 2 3 4 5 
9.3.2. To gain new customers 1 2 3 4 5 
9.3.3. To aid sales promotion 1 2 3 4 5 
9.3.4. To strenathen relationships with current customers 1 2 3 4 5 
9.3.5. To increase short-run sales 1 2 3 4 5 
9.3.6. To increase Iona-run sales 1 2 3 4 5 
9.4. MEDIA COVERAGE OBJECTIVES 
9.4.1. To aet ore-event media coveraae 1 2 3 4 5 
9.4.2. To aet media coveraae durina the event 1 2 3 4 5 
9.4.3. To aet post-event media coveraae 1 2 3 4 5 
9.4.4. To aet coveraae in a diverse ranoe of media 1 2 3 4 5 
9.4.5. To increase overall publicity 1 2 3 4 5 
9.5. GUEST HOSPITALITY OBJECTIVES 
9.5.1 . To aet entertainment facilities 1 2 3 4 5 
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