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ABSTRACT 

Corporate sponsorship, particularly of sporting events, has been 

predicted to grow rapidly as advertisers and marketers seek new ways to 

build image and awareness and to avoid the competitive clutter and 

audience fragmentation of traditional media. Accountability for the value 

of sports sponsorship has become an important aspect to both the sponsor 

and the sporting event. 

A content analysis was used to examine the incidental television 

coverage of sports sponsors during live television broadcasts of a sample of 

major league baseball games from June 15 to August 12, 1994. This study 

analyzed the data in an objective and quantitative manner, to examine 

information about the communication content of sports sponsorships. 

The study also provided a detailed description of sponsorship stadium 

signage to determine any similarities and/or differences in the sponsors 

between the American and National League and the divisions of West, 

Central and East. 
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CHAPTER I 

INTRODUCTION 

Background 

Corporate sports sponsorship has developed into a major form of 

promotional activity, while world corporate sponsorship expenditure has 

increased dramatically over the last three years (Meenaghan, 1991). 

Sponsorship is becoming increasingly used as part of the integrated 

marketing communication mix (Marshall & Cook, 1992). 

In 1987, the United States had the largest proportion of world 

advertising and promotional expenditures in sponsorship (45.1 percent) 

(Meenaghan, 1991). Corporate sponsorship, particularly of sporting 

events, is predicted to grow rapidly as advertisers and marketers seek new 

ways to build image and awareness and to avoid the competitive clutter 

and audience fragmentation of traditional media (Shank1in & Kuzma, 

1992). 

Broadcast television networks are paying more attention to leisure 

activities, while cable stations, such as ESPN, TBS and TNN, air a greater 

variety of sports. Major events are also being offered on a pay-per-view 

basis, which creates additional opportunities for sponsors to get their 

names before the American public (Haislip, 1991). Companies are finding 

that associating their names with sports and other events allows them to 

reach millions of prospective customers pursuing leisure (Shanklin & 

Kuzma, 1992). 
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Historically, United States corporations have chosen televised sports 

events to advertise their products, images and ideas (Trinter, 1985). 

Television is believed to be the most effective medium in this respect and 

companies often opt for sports with the best media coverage (Marshall & 

Cook, 1992). The top rated corporate sports sponsored events include: 

auto racing, golf, tennis, basketball and football (Marketing News, 1994). 

According to Special Events Reports, an industry newsletter, in 1987 

more than 3,400 United States companies would spend $1.35 billion to 

sponsor sporting events, (O'Neal, Finch, Hamilton & Hammonds, 1987). 

William Shanklin states, "sporting events get the lion's share of all 

sponsorships, between 75% and 80% of the over $3 billion in corporate 

event support spending will go to sporting events, compared to $500 

million in 1982" (Shanklin & Kuzma, 1992, p. 58 ). 

A drive to maximize the value of sponsorships is catching up with the 

spending explosion that occurred in the 1980s and early 1990s (Barr, 

1993). In 1991, American corporations spent $6.2 billion on or in 

connection with sporting events and another $3.45 billion on sponsorships 

(Smither, 1991). Because companies are using sports sponsorship as a 

marketing strategy, one may suggest that it is a proven way to advertise 

and promote a company's image. Sponsors are looking to organizers to 

prove the sponsorships' value with solid research (Hume, 1992). 

However, very little systematic research has been conducted to provide 

value for sport sponsorships, which makes this a fertile field for research. 

Sport sponsorship is a growing area in sports advertising and marketing 

IDJX. 
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Purpose of the Study 

The purpose of this study is to examine the incidental television 

coverage that is given to sports sponsors of home team baseball parks and 

to determine any similarities and/or differences in the sponsors between 

the American and National League and the divisions of West, Central and 

East. 

This study used content analysis to analyze the data in an objective 

and quantitative manner, to examine information about the 

communication content of sports sponsorships. Furthermore, this study 

provides a detailed description of sponsorship stadium signage during 

Major League baseball games. 
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CHAPTER II 

REVIEW OF THE LITERATURE 

Background 

The rapid growth of sports sponsorship has been attributed to several 

factors. Abratt, Clayton and Pitt found that sponsorship has been a 

flexible promotion tool which can be used in many forms and for many 

activities (1987). Companies have been seeking new outlets to avoid the 

increasing clutter and media fragmentation of traditional advertising and 

promotion programs (Shanklin & Kuzma, 1992). Corporate sponsorship 

of sporting events has become a new rival for traditional advertising 

dollars and appears ready to take its place as a competitor in sports 

marketing (Beerman, 1986). 

Sporting events have been a natural area for sponsorship because it 

appeals to all classes and has a mass audience (Abratt, Clayton, & Pitt, 

1987). The image associated with sports also makes it a popular target for 

sponsors. It has been seen as a healthy, character-building activity, 

important in the development of an individual in our competitive society 

(Abratt, Clayton, & Pitt, 1987). 

The boom in sports marketing has come at a time when rating and 

advertising revenues are sagging for television broadcasts (O'Neal, Finch, 

Hamilton, & Hammonds, 1987). Companies have found that associating 

their names with sports and other events has provided them with an 

opportunity to reach millions of prospective customers pursuing leisure 

activities (Shanklin & Kuzma, 1992). Companies have been aiming to get 
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more "bang for their buck" by sponsoring the event rather than buying 30 

seconds of air time during a sports show (O'Neal et al., 1987). 

Corporations have become interested in going beyond media buys in 

identifying themselves with sports. They have found how to extend the 

value of their sports activity over a longer period of time by purchasing 

two months or two years versus 30 seconds (Fitch, 1986a). 

Public awareness has been communicated via sponsorship messages 

and mass exposure has been the end result. By establishing contact with 

the eyes of potential customers, companies have found a key to success in 

sports sponsorship (Haislip, 1991). Many marketers like the soft sell of 

sports sponsorship. Sports marketing associates the company or product 

with something the prospect likes, instead of trying to persuade a 

customer through a standard sales pitch (O'Neal, et al., 1987). 

Sports sponsorship has been used as a method for communicating the 

message of the sponsor to the target market (Abratt, Clayton, & Pitt, 

1987). Sports, more importantly, have been nonpolitical and have no 

economic or language barrier (Moore, 1985 ). 

Over the past 15 years, corporate sponsorship has grown from 

virtually none to hundreds of corporations financially involved in both 

amateur and professional sports events (Murphy, 1987). Everything from 

the big three professional sports--football, baseball and basketball to off

beat events such as beach volleyball and fat-tire bike racing have found 

eager marketers ready to spend significant amounts of money for an 

identifiable link (Walley, 1987). Despite the tremendous increase in 

sports sponsorship, it will continue to grow in two areas: sponsorship of 
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new sports and creative packaging and use of existing sports (Fitch, 

1986a). 

In an August 1987 cover story, Business Week exclaimed, "Nothing 

Sells Like Sports." According to the article: 

Advertisers are aiming to get more bang for their bucks by 
sponsoring the event itself rather than by just buying 30 seconds of 
air time during a sports show .... Sports marketers are interested in 
creating stable, long-term marketing equities -- the sort of image 
building that comes from linking up with a popular sport in the 
consumer's mind .... Many marketers like sponsorship because it is 
a soft sell. Instead of trying to persuade a customer through a 
standard sales pitch, sports marketing associates the product with 
something the customer likes. (pp. 48-50) 

Definition of Sports Sponsorship 

Sports sponsorship has been defined several ways in the literature: 

1. A sponsor makes a contribution in cash or in kind, which 
may or may not include services and expertise to an 
activity, which is in some measure a leisure pursuit, either 
in sport or within the broad definition of the arts. (Marshall 

& Cook, 1992, p. 307). 

2. Sponsorship can be regarded as the provision of assistance 
either financial or in kind to an activity by a commercial 
organization for the purpose of achieving commercial 

objectives. (Meenaghan, 1991, p. 9). 

3. Organizational sponsorship provides financial or material 

support for events and activities, which are not directly a 

part of normal business, but from which commercial 
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benefits are derived by association. (Witcher, Craigen, 
Culligan & Harvey, 1991, p.14). 

Corporate Sports Sponsorship 

Alan Friedman, editor of the Team Marketing Report monthly 

newsletter and the second edition of the Sports Sponsor Factbook, 

reported that Coca-Cola has been the leading sports sponsor with 17 

multi-brand sponsorships, followed by Budweiser, Gatorade and USAir 

(Marketing News, 1994). Since 1983, corporate sponsorship of sporting 

events has increased fourfold and the numbers continue to grow (O'Neal et 

al., 1987). 

One example is the sponsorship of motor sports, which is being used 

as an advertising tool to build public awareness through sponsorship 

messages. A conscious awareness of products through subliminal high

speed sight messages or suggestive rapid exposure, 30 to 40 times in short 

periods, has proven to be a progressive way of gaining public attention 

(Haislip, 1991). 

More than 100 corporations have promoted their brands to middle

class fans at NASCAR races. The value of a corporate logo on a car has 

been surprisingly high, according to the trade publication Sponsors 

Report. The total exposure time for sponsors ofNASCAR races and cars 

has equaled $219 mi11ion in paid advertisements (Kate, 1992). Racing 

fans have been a dedicated bunch: On average they attend three races a 

year and drive about 228 miles to get to each race, according to Kate 

(1992). 
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Winston Cup races each year have been televised nationally and a 

record 2.4 million households watched the First Union 400 at North 

Wilkesboro, NC, on ESPN in 1992 (Kate, 1992). The decals of 

contingency sponsors have been seen by on-site and television spectators, 

not only with each lap a car makes but also during pit stops and hopefully 

the winner's circle (Haislip, 1991). Dave Nagle, spokesman for the sports 

network ESPN, which televises 16 races a year says, "They pay attention 

to advertising and buy the sponsors' products" (Kate, 1992, 

p. 42). 

The Toyota Grand Prix of Long Beach has been another attraction of 

major sponsorships. Thirty companies have participated as sponsors in 

this annual event. Television coverage enhanced the event with live 

coverage on ABC and ESPN, plus international broadcasts generating $26 

million in publicity for a mere fraction of that number (Marketing News, 

1992). 

A survey conducted by Advertising Age found that one-third of 1,253 

adults said they would be inclined to purchase a brand or product simply 

because the manufacturer sponsored or supplied products to the Olympics 

(Bagli, 1987). 

Companies have sponsored beach volleyball events in hopes that the 

sports' image will attract a broad audience. Increased visibility has been 

driving the growth of sponsorship in beach volleyball. ESPN has covered 

the Bud Light events and NBC has covered the Association ofVolleyball 

Professionals/Miller Lite Tour (Waldrop, 1994). In all aspects of sports 
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sponsorship, media coverage has played an important role in attracting 

sponsors. 

In 1992, Anheuser-Busch (A-B) paid between $8 mi11ion and $10 

million to renew its exclusive beer sponsorship position on 

SportsChannels' regional cable network for two years. Under the 

agreement, A-B received eight-second opening and closing billboards, 

three minutes of commercials and drop-ins for brands including 

Budweiser, Bud Light, Michelob, Busch and O'Doul's during each game 

broadcast (Peterson, 1992). 

Companies once made decisions for sponsorship based on only the 

"macho" sports (football, basketball and hockey). However, with the 

growing popularity of sports such as figure skating, companies have been 

taking a more practical business approach (Kanner, 1993). In 1993, the 

United States Figure Skating Association quickly assembled sponsorship 

packages. These packages increased the opportunity to name an event for 

the sponsor, provide air-time for advertising spots, include signage around 

the rink's perimeter and issue reserved tickets (Kanner, 1993). 

According to United States Figure Skating Association sponsor Clear 

Choice mouthwash, "Skating competitions get good television ratings, so 

sponsors feel that people see the ads and signs and hopefully they 

remember them" (Kanner, 1993, p.32). Campbell Soup has concentrated 

marketing efforts into the sport of figure skating. They believe that the 

sport provides a natural link with the soup's warming properties and 

nutrition benefits (Hanis, 1991). 
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The National Hockey League has been growing in popularity with 

game attendance up more than 20% (Zbar, 1994). Recently, the league 

wanted to expand visibility through sponsorships because of the increased 

exposure on cable and television networks (Zbar, 1994). Alka-Seltzer 

Plus, Anheuser-Busch, McDonald's Corporation and Coca-Cola have been 

among the major sponsors for hockey. 

' Of all professional sports, professional baseball in 1985 had the 

most people attending at least one game and even more watching on 

television (Fitch a, 1986). In 1986, Baltimore's Camden Yards and 

Chicago's Comiskey Park were the newest, most advertiser-friendly 

baseball stadiums in the United States. According to Winski, 

"Everywhere the fan looks--at left field and right field walls, behind the 

foul line, on the scoreboard, in stadium hallways --are ads of all shapes, 

sizes and media" (1992, p. S-2). 

· Baseball's American League began experimenting in 1993 with 

electronic billboard advertisements behind home plate, where the 

incidental television coverage was its greatest (Light & Tilsner, 1993). 

Kent Atherton, director of Group W Sports Marketing, says, "The center 

field camera angle represents 7 5 percent of the feed, and it is a long, 

static, fixed camera angle" (Schmuckler, 1993, p. 4). 

• Home plate advertising has been prime real estate and has been 

considered to be the best place in a ball park to sell on television. Signage 

at the ball parks has been placed for television and not for the fans, most 

of whom cannot see them (Sandmoir, 1994). Rotating signs have been the 

current practice in some American League parks. The signs at Yankee 
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Stadium flip every half inning; however, at other sites such as basketball 

arenas, the signs have rotated at regular intervals (Sandmoir, 1994). 

In a cover story in April 1994, Advertising Age's headline read, 

"Welcome to Opening Day #125 -Baseball Teams Pack Their Parks With 

Signs." According to Liesse (1994): 

· While scoreboards and outfield signs are integrated into game 
play, the lineup of on-field advertising is rapidly expanding to include 
signs behind home plate, logos painted atop dugouts and sponsor 
messages on tarp covers .... On-field placement is helping sponsors 
integrate their messages into one of the most emotional, intimate 
relationships: the sports fan watching his team play .... [Sponsor 
signs are now appearing] using rotating signs behind home plate ... 
and behind first and third base .... For smaller-market teams, 
signage designed for the television cameras offers the most value .... 
Advertisers are not just buying the [home park fans] but buying the 
opportunity to have their products advertised all over. (pp. 1,6) 

For the Boston Red Sox, a rotating sign has been placed behind first 

base to conveniently catch close plays (Liesse, 1994). The San Francisco 

Giants painted two eight-by-sixteen Gap signs on the outfield walls, so 

when announcers talk about superstars hitting one "into the gap," they 

really mean it. 

,. For the future, at least two regional cable sports networks have 

considered the purchase of new technology which has the capability of 

imposing signage onto stadium walls and floors during live television 

broadcasts (BUrgi, 1994). The effect of this technology has been that it is 

able to create signs where there are none. Group W Sports broke new 

ground in 1994 when it finalized the deal with Princeton Electronic 

Billboards, the makers of the "virtual signage" technology (Jensen, 

1994b ). The virtual signage would be used to place ad messages on the 
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wall behind home plate. Southwest Airlines has signed on as the first 

advertiser to experiment with the virtual signage system in the 1994 

season (Jensen, 1994c). 

However, corporate involvement in sports extends far beyond paid 

advertising to corporate underwriting and sponsorship of sports teams 

and/or events, corporate sports entertainment and the use of athletes as 

corporate spokes-persons (Trinter, 1985). Big spending companies may 

buy a title sponsorship, the right to name the event after themselves--the 

Coors International Bicycle Classic or the Sunkist Fiesta Bowl, for 

example. Professional team sports such as baseball, football and 

basketball have not permitted title sponsorships (O'Neal et al., 1987). 

Sponsorship Rationale 

In 1986, network advertisement revenues from sports shows 

increased only slightly, which resulted in the networks willingness to 

guarantee sponsors exposure in return for advertisement buys (O'Neal et 

al., 1987). Corporations disenchanted with the high costs and sagging 

television ratings of sports have been going beyond the 30-second spot and 

directly sponsoring events, teams and entire leagues to promote their 

products (Lowenstein & Lancaster, 1986). Sponsoring companies of 

sporting events have found the financial returns on their investments to 

be very high (Witcher et al., 1991). 

Over any other television programming, United States corporations 

have chosen televised sports events to market their products, images and 

ideas (Trinter, 1985). Large national sporting occasions have attracted 
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intensive media coverage and sponsoring companies hope to see their 

brand on television (Witcher et al., 1991). 

When sporting events have been televised, the sponsoring companies' 

logos have been situated all over the arena and stadium to the extent that 

it is next to impossible for the camera to avoid showing them at least once 

during the game (Beerman, 1986). In the Detroit Tiger home ball park, 

two rotating signs have been place behind home plate and more in left and 

right field. Detroit also has signs on the grandstand facades, which have 

been picked up in television shots of home runs and fly balls (Schmuckler, 

1993) 

~ Signs and billboards behind home plate and in various areas of the 

stadium have offered advertisers a "zap-proof' environment (Schmuckler, 

1993). Sponsors for the Detroit Tigers home park can expect to pay about 

$1,800 for an average six-minute segment on the new electronic 

billboards, compared to $5,000 for a 30-second local television spot (Light 

& Tilsner, 1993). At Yankee Stadium, sponsors have paid approximately 

$100,000 for advertisements over the course of the season that have been 

seen over and over during a game, in a fixed, easy-to-read position 

(Sandmoir, 1994). In 1993, Group W Sports was selling a half inning for 

$35,000 with an estimated 37 million impressions per season 

(Schmuckler, 1993). 

According to Ray Benton, president of ProServ, a Washington-based 

sports marketing company, "Reiterating sponsorship is a good tool to 

target market segments in the face of rising media costs. A $500,000 
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investment in sports sponsorship buys a company a lot of visibility" 

(Fitch, 1986a, p. S1). 

Buying title sponsorships has helped advertisers avoid the clutter of 

30-second spots (Harris, 1991). For example, during the college bowl 

season of 1989-1990, television viewers were able to watch post-season 

classics such as the Mazda Gator Bowl, the Mobil Cotton Bowl and the 

Federal Express Orange Bowl. In return for title sponsorship in the 1987 

John Hancock Bowl and a giant logo at the 50-yard line, the insurer paid 

$500,000 in rights fees for the college football bowl and $350,000 for one

quarter of the ad time (Harris, 1991). 

Automakers have used sports sponsorships to help build brand 

awareness and loyalty among consumers (Jensen, 1994d). According to 

Jensen (1994d): 

Sponsoring National Association of Stock Car Auto Racing 
events can be even more valuable. Ford Motor Co.'s sponsorship of 
the NASCAR races and cars earned the automaker over seven hours 
of exposure and mentions in 70 airings of 30 NASCAR races [ in 
1993]. That translates into nearly $21 million in media time. One 
thing that's different about this sport is that sponsors are very 
important to the financial underpinnings of the sport. . . Fans 
recognize that the sport is brought to them by these sponsors, and 
they appreciate that. (p. S-30) 

Professional golf has also attracted big-name sponsors. In 1993, 

Cadillac had over 57 minutes of on-screen presence and 123 verbal 

mentions in 21 final round national broadcasts of golf tournaments 

(Jensen , 1994d). Based on the average cost of a 30-second spot, this 

translates into a media value of nearly one million dollars. 
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Home Ball Park Rationale 

t On the other hand, home team ball parks have seen a great 

advantage in providing time and space for sports sponsors. Sports have 

been a form of recreation and entertainment for some time and corporate 

sponsorship and marketing have become part of its economic base (Fitch, 

1986a). Corporate sponsorship has provided a great deal of financial 

incentives to the home ball parks. According to Joseph Winski, "Some 

[baseball] teams now get about a third of their revenue from sponsors" 

(1992, p.S2) In stadium signage has been controlled locally; therefore, 

they have directly benefited from sponsorships (Jensen, 1994b). 

-. The Brewers and the Tigers, who have used the new electronic 

billboards in their stadiums, expect $1.5 million in extra revenue (Light & 

Tilsner, 1993). This has been important to home ball parks during a time 

of rising player salaries and in some markets declining gate receipts. In 

1993, the Detroit Tigers began selling season long packages, with three 

minute messages (Schmuckler, 1993). Yankee Stadium in January 1994 

confirmed that it would sell 20-foot sections of the fence behind home plate 

for up to $100,000 each, which would raise about $2 million in extra 

revenue for the stadium (Sandmoir, 1994). 

~ The Yankees followed the Brewers and the Tigers by selling the area 

behind home plate like a billboard, which is similar to the way hockey 

teams sell advertisers the sideboards in the rink and basketball sells 

advertisers courtside boards (Sandmoir, 1994 ). 

.. On average, American and National League ball parks have received 

approximately $100,000 for each stadium sponsor signage. However, the 
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rate for each sponsor has been determined by the location of the signage 

and market size (McNeill, 1994). The rules for stadium signage have 

been set by each individual ball park. The Ballpark in Arlington has 

reserved the right to omit sponsors such as the state lottery, tobacco and 

hard liquor, although some ball parks may feel differently (McNeill, 

1994). 

Effectiveness of Sports Sponsorship 

Corporate sponsors and other marketers traveling the increasingly 

popular sports promotion avenue have been demanding to know what they 

get for their money and whether they pay to be official sponsors or merely 

to put their logo on site (Cortez, 1992). The charge that event promoters 

have been weak on research backing the value of sponsorships has 

plagued the industry for years. Furthermore, the increasing interest in 

targeted markets has put even more pressure for organizers to provide 

research about sponsorship (Hume, 1992). 

In the article, "Methods of Keeping Score for Advertisers" (Fitch, 

1986b ), Lesa Ukman, executive-editor of Special Events Reports states: 

It is naive to judge an event's success by comparing media 
exposure to the cost of placing a spot ... You can't say the fact that a 
corporate name appears 20 times has the same amount of 
effectiveness as a television commercial because you can't control the 
message the way you do in a television spot. (p. S-22) 

Sponsorship, like many other parts of the marketing mix, faces 

growing pressure for accountability (Shanklin & Kuzma, 1992). 

According to Doma, "The home plate camera angle is seen about sixty 
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minutes every game, but differs among networks which produce several 

camera angles that show home plate less often" (Sandmoir, 1994, p.B13) 

The most important aspect to advertisers has been the ability of their 

audiences to remember their messages. 

In 1993, Dorna U.S.A. conducted a survey to examine the ability of 

their television audience to recall the advertisers messages. According to 

Do rna, 49 percent of the respondents were able to recall at least one in

park sponsor, which was equal to the amount of respondents who recalled 

one television advertiser. Furthermore, the study found that viewers had 

a better recall of the advertisers paying for in-park signage than their 

recall for television spots (Sandmoir, 1994). 

Meenaghan (1991) measured the communication effectiveness of 

Cornhill Insurance by examining the effectiveness of their sponsorship 

signage every six months in their United Kingdom market. The research 

sought to establish: (I) unprompted name awareness; (2) prompted name 

awareness; (3) unprompted awareness of Cornhill as a sports' sponsor; ( 4) 

prompted awareness ofCornhill as a sports' sponsor; and (5) attitudes 

toward sponsorship. The results of four six-month research studies 

indicated unprompted name awareness increased from two to sixteen 

percent (Meenaghan, 1991). 

Alan Friedman, editor of Team Marketing Report, says: 

Sports will continue to be a viable marketing tool for corporate 
marketers. Professional sports, with its high visibility ensured 
because of new network television deals, will continue to be attractive 
to marketers looking to reach the demographic group that sport fans 
represent ... [But] accountability will be the buzzword for sports 
sponsorship and sports marketing in the 1990s. Sports teams and 
event promoters will be under increased pressure to develop an 
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accepted method for measuring sponsorship value. (Marketing News, 
1994, p. 2) 

Marshall and Cook (1992) examined the role of sponsorship and some 

of the reasons which underlie company involvement. They concluded that 

sponsorship allows companies to access specific target audiences and 

enhance their corporate image but the reasons for their involvement were 

fairly limited. Therefore, the authors felt that this suggests a bit of 

uncertainty about the role of sponsorship (Marshall & Cook, 1992). 

In 1991, Meenaghan examined the role of sponsorship in the 

marketing communications mix. He concluded that the driving forces 

behind the dramatic growth of sponsorship's development were: 

1. Government policies on tobacco and alcohol, 
2. Escalating cost of advertising media, 
3. The proven ability of sponsorship, 
4. New opportunities due to increased leisure activities, 
5. Greater media coverage of sponsored events, 
6. Inefficiencies in traditional media. (pp. 37-38) 

·:- From his survey, Meenaghan also concluded the bases for measuring 

the effectiveness of sponsorship as: (1) measuring the level of media 

coverage/exposure gained; (2) measuring the communications effectiveness 

of sponsorship involvement; 3) measuring the sales effectiveness of 

sponsorship; (4) monitoring guest feedback; and (5) cost-benefit analysis 

(1991). 

Theoretical Perspective 

For the purpose of this study, several theoretical bases have been 

used to explain the importance of sports sponsorship and its incidental 
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coverage at home ball parks. According to a January 1991 article in the 

International Journal of Advertising: 

Much of advertising works through image association. Long 
after exposure to it an audience is more likely to remember the image 
of an advertisement than its factual content. The impression left 
with the target audience is a feeling of what the product is about, 
rather than what it will do. Sponsorship works in this way through 
associations. The connotations of an image, which a sponsored sport 
activity has, are transferred to or mixed up with feelings consumers 
have about the sponsoring organization and its brands and it will 
influence their purchasing behavior. (Witcher et al., p. 13) 

Mood has been described by some authors as an attitude toward the 

situation (Cohen, 1988; Rothschild, 1987) or the "feeling states that are 

subjectively perceived by people" (Gardner, 1985). Gardner (1985) found 

that research in psychology indicates that mood states are an important 

influence on behavior, judgment and recall. In the article the author 

states that, "positive moods appear to enhance the likelihood that a host of 

behaviors may be performed" (p.284). 

Furthermore, "some positive moods appear to increase the likelihood 

of performance of behaviors with expected positive associations and to 

decrease the likelihood of performance of behaviors that lead to negative 

outcomes" (Gardner, 1985, p. 283). At the time of exposure, mood may 

affect what information is recalled by using the retrieval of mood 

congruent items (Bower, Monteiro, & Gilligan, 1981). 

Advertising repetition research has found that repetition may have a 

positive effect and influence attitude accessibility (Berger & Mitchell, 

1989). Repeating a message may be a good idea for several reasons. First, 

not all audience members will be watching at the same time. Repeating 
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the message has enable the advertiser to reach a greater portion of its 

targeted audience. Another advantage has been that it might remind the 

audience of a source for a message from a highly credible source. 

Repeating a message might also help the learning of attitudes and 

emotional meanings for words and might help the audience remember the 

message itself (Severin & Tankard, 1992). 

Too much repetition can also have some negative effects. Repeated 

exposure to an ad may influence the other non-evaluative dimensions of 

attitude and may increase attitude confidence (Berger & Mitchell, 1989). 

One theoretical account of repetition effects has been the two-factor theory 

by Berlyne, based on the idea that the affect of a repeated stimulus is 

determined by two factors: positive habituation and tedium. Habituation 

results from a reduction in the uncertainty and conflict, which initially 

results form the stimulus. Tedium has been caused by boredom, satiation 

and decreased learning (Anand & Stemthal, 1990). Anand and Stemthal 

found the initial stimulus exposure has greater impact on habituation and 

therefore produces an increased liking whereas later exposures have a 

more pronounced effect on tedium, which results in disliking (1990). 

Another area discussed has been the idea of hearing versus seeing. 

In a study conducted in 1993, Bryce and Yalch examined picture 

superiority effect. The findings of their study support the idea of picture 

superiority effect that unexpectedly did not decline when the number of 

exposures increased from one to two and three to four. Little research has 

explored the effects of single channel processing. However, evidence has 

been established that with static presentations, pictorial information 
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tends to be more memorable than written verbal information (Bryce & 

Yalch, 1993). 

Summary 

In summary, the previous literature regarding sports sponsorship has 

supported the notion that sponsorship has played an important role in the 

marketing-communications mix for both sponsors and home team ball 

parks. However, there has been little systematic evidence about the 

incidental television coverage that has been actually received by the sport 

sponsors. Previous studies have not provided adequate information about 

the sponsors as well as the kind of incidental television coverage they 

receive. However, in all previous research (O'Neal et al., 1987; 

Meenaghan, 1991; Marshall, 1992; Cortez, 1992), media coverage has been 

listed as one of the important factors in determining the value of sports 

sponsorship. 

This study has been designed to focus on the incidental television 

coverage received by corporate sports sponsors during live coverage of the 

professional American and National League baseball teams home ball 

parks. 

Research Questions 

The following research questions have been developed considering 

previous research and documentation concerning sports sponsorship. 

The questions have been formulated to accomplish the purpose of the 

study to (1) examine the incidental television coverage received by 

sponsors; (2) determining the type of sponsor for major league baseball; 
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(3) providing a description of the sponsor; (4) determining the position of 

single sponsors at the ball park, including size; (5) identifying the number 

of appearances in full and clear view for each sponsor; and ( 6) measuring 

the length of time each sponsor appeared during the broadcast. 

In 1986, Baltimore's Camden Yards and Chicago's Comiskey Park 

were the newest, most advertiser-friendly baseball stadiums in the 

United States. According to Joseph Winski (1992), a student of 

advertising states, "Everywhere the fan looks--at left field and right field 

walls, behind the foul line, on the scoreboard, in stadium hallways --are 

ads of all shapes, sizes and media" (1992, p. S-2). 

Baseball's American League began experimenting in 1993 with 

electronic billboard advertisements behind home plate, where the 

incidental television coverage was its greatest (Light & Tilsner, 1993). 

Kent Atherton, director of Group W Sports Marketing, says, "The center 

field camera angle represents 7 5 percent of the feed, and it is a long, 

static, fixed camera angle" (Schmuckler, 1993, p. 4). 

Home plate advertising has become prime real estate and has been 

considered to be the best place in a ball park to sell on television. Signage 

has been placed in the park to be viewed on television and not for the fans 

(Sandmoir, 1994). Rotating signs have been the current practice in some 

American League Parks. The signs at Yankee Stadium have flipped every 

half inning; however, at other sites such as basketball arenas the signs 

rotate at regular intervals (Sandmoir, 1994). 
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In a cover story in April1994, Advertising Age's headline read, 

''Welcome to Opening Day #125 -Baseball Teams Pack Their Parks With 

Signs." According to Liesse (1994): 

While scoreboards and outfield signs are integrated into game 
play, the lineup of on-field advertising is rapidly expanding to include 
signs behind home plate, logos painted atop dugouts and sponsor 
messages on tarp covers .... On-field placement is helping sponsors 
integrate their messages into one of the most emotional, intimate 
relationships: the sports fan watching his team play. (pp. 1,6) 

Sponsorship, like many other parts of the marketing mix, have faced 

growing pressure for accountability (Shanklin & Kuzma, 1992). 

According to Doma, "The home plate camera angle is seen about sixty 

minutes every game, but differs among networks which produce several 

camera angles that show home plate less often" (Sandmoir, 1994, p. B13). 

Alan Friedman, editor of Team Marketing Report, says: 

Sports will continue to be a viable marketing tool for corporate 
marketers. Professional sports with its high visibility ensured 
because of new network television deals, will continue to be attractive 
to marketers looking to reach the demographic group that sport fans 
represent .... [But] accountability will be the buzzword for sports 
sponsorship and sports marketing in the 1990's. Sports teams and 
event promoters will be under increased pressure to develop an 
accepted method for measuring sponsorship value. (p. 2) 

The charge that event promoters have been weak on research backing 

the value of sponsorships has plagued the industry for years. 

Furthermore, the increasing interest in targeted markets has put even 

more pressure for organizers to provide research about sponsorship 

(Hume, 1992). 
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RQl: 

RQ2: 

RQ3: 

What is the incidental television coverage received by 
sports sponsors during live televised major league baseball 
games at home team ball parks in the categories of type of 
sponsor, market location, description, number of words, 
phone number, position and total length of coverage? 

What are the differences and/or similarities 
between signage sponsors in each of the home ball parks in 
the categories of type of sponsor, market location, 
description, number of words, phone number, position and 
total length of coverage? 

What are the differences and/or similarities between the 
West, Central and East divisions in the American and 
National League home ball parks in the categories of type of 
sponsor, market location, description, number of words, 
phone number, position and total length of coverage? 

24 



CHAPTER ill 

l'dETHOD 

This study addresses the incidental television coverage of sports 

sponsors during live television broadcasts of a sample of major league 

baseball games from June 15 to August 12, 1994. A content analysis for 

this study was used because it is a method of studying and analyzing 

communication in a systematic, objective and quantitative manner for the 

purpose of measuring variables (Kerlinger, 1986). A purposive sample of 

major league home ball parks was chosen to provide the data for the 

content analysis to learn more about the incidental television coverage of 

sponsors at home ball parks. 

The purposive sample was selected by using the Lubbock (TX), Dallas 

and Houston Cable Guides that provided dates and times for the 

broadcasts of major league baseball games. ESPN (24 Hour Sports 

Channel), WWOR, HSE (Home Sports Entertainment), WGN (Chicago 

Superstation), TBS (Atlanta Superstation), and ABC, CBS, NBC and 

KTVT (local Dallas station) broadcast a majority of the games. Recording 

of the ball games began on July 15 and continued through August 11, 

which was the start of the 1994 baseball strike. On August 12, games in 

24 of the 28 home ball parks had been recorded. 

For the purpose of this study, each game was recorded for exactly 

three hours. Time selection was based on the average length of a major 

league baseball game and to provide an equal frame of time for each game. 

Baseball games are not based on time limits. In all, 84 hours of major 
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league baseball games were recorded (including the time taken up by 

commercials and announcements, which were not coded). However, only 

two hours of programming were used for the coding process; because after 

careful review of the tapes, it was found that several of the recorded 

games did not last three hours. By using two hours of tape, the researcher 

insured that each sponsor had the same time frame to appear on the 

television screen. In addition, a three-hour segment of the All-Star game 

was recorded to use in pre-testing the coding instrument. 

The unit of analysis for this study is incidental coverage of sports 

sponsor signage at home team baseball parks. Corporate sports sponsors, 

for the purpose of this study, were defined as any type of billboard or sign, 

which appeared as a permanent fixture at the ball park, which included 

all rotating signage and electronic billboards. Excluded were any banners 

or signs that appeared only for the broadcast of the game, verbal 

mentions, on-screen sponsors and aerial sponsors. For the description of 

sponsor category, logo was defined using the New Merriam-Webster 

Dictionary as follows: an identifying symbol (as for advertising) (1989). 

A trademark was defined as initials, words or symbols that identify one 

particular product or line of products from a single source (Bovee & 

Arens, 1989). Company name or trade name was considered to be the 

name under which a company does business; in some instances trade 

name and logo or trademark may be identical (1989). 

Categories for analysis were constructed to be mutually exclusive and 

exhaustive. Based on the research questions, the author developed 

categories for coding that provided adequate information to answer each 
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research question. The categories included: name of team and stadium, 

league, division, broadcast station, sponsor name, type of sponsor, 

sponsor's market location, description of sponsor, number of words on 

sign, phone number, position of sponsor, number of appearances, view, 

speed and length of coverage. A categorical and nominal quantification 

system was used to count the frequency of signage displayed on the screen 

in each home ball park. 

The author and three other coders conducted the pre-test. The 

coders were selected based upon their familiarity and knowledge of major 

league baseball. Careful training and instructions were provided and 

discussed with each coder before the coding process began. A pre-test was 

conducted using a two-hour clip of the All-Star game to measure inter

coder reliability and to determine any problems with the coding sheet. 

Inter-coder reliability for the pre-test, using Holsti's formula was 

calculated to be 94% (Wimmer & Dominick, 1992). 

After reviewing the pre-test instrument, the author made minor 

changes to the coding sheet to accommodate extra elements in the 

categories of type of sponsor and description of sponsor. Also, changes 

were made to provide categories for the name of the team and stadium 

and the channel or broadcast station used to air the game. Finally, more 

descriptive examples and definitions were provided in the instructions to 

help coders identify the type of information they were required to code. 

For the final study, the author and one other coder viewed the games 

and coded the data. Only two of the four coders were used in the final 

study because of a conflict of schedules with the other two coders. Each 
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coder independently examined the 24 tapes and coded the information 

needed for each category. After all data was collected, the Holsti inter

coder reliability was calculated to be 97% (Wimmer & Dominick, 1991). 

28 



CHAPTER IV 

RESULTS 

Data were collected for the purpose of this study using 24 of the 28 

major league baseball parks. In all19,888 pieces of information were 

coded. Intercoder-reliability was calculated by using Holsti's formula for 

determining the reliability of nominal data in terms of percentage of 

agreement. Reliability between the coders was found to be 97% between 

the two coders for the final study. 

The disagreement between the coders was found primarily in the 

category of length of coverage, due to using a stopwatch to record the time. 

In this case, the researcher used coder one's data, which was believed to 

be more accurate. Descriptive statistics such as percentages, means and 

modes were used to calculate data and interpret results. 

Research Question One 

Question one examined the incidental television coverage sports 

sponsors received in the National and American Leagues during live 

televised major league baseball games regarding type of sponsor, market 

location, description of sponsor, number of words on signage, phone 

number, position, view, type of play, type of shot and total coverage. Data 

were analyzed by combining data from both the American and National 

League games. 
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League Totals 

Seventy-six different sponsors appeared on stadium signage in the 24 

major league baseball parks used in this study. In the category of type of 

sponsor, elements were categorized into three major subdivisions 

consisting of manufacturers, retailers and services. The total number of 

visible sponsor signage in the 24 ball parks was 1,243. 

As shown in Table 4.1, league totals were provided for categories in 

the type of sponsor and separated into individual frequencies and 

percentages. A majority of the sponsors tended to represent 

manufacturers, retailers and services, which targeted the male audience. 

Retailers of hardware and home improvement products were shown most 

frequently with 208 separate appearances (17%). One hundred thirty

eight of the sponsor signage were categorized as the manufacturer of 

alcoholic beverages category (11 %). Manufacturers of drink beverages 

were the third most frequently shown product with 129 occurrences (10% ), 

followed by self-promotion (N=124, 10%), manufacturer-athletic wear 

(N=102, 8%) and services-fast food (N=84, 7%). Services-banking 

insurance sponsors appeared 57 times (5%), while manufacturer

automobiles occurred 54 times (4%) and services-airline 47 times (4%). 

The remaining categories comprised only 24% (N=300) of the league totals 

in the type of sponsor category. 

Table 4.2 groups the league totals in major categories of retailers, 

manufacturers, services and other. Signage of manufacturers accounted 

for the greatest number of occurrences with 529 sponsors ( 43% ), followed 

by retailers (N=296, 24%), services (N=254, 20%) and other (N=164, 13%). 
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In the category of the sponsor's market location (Table 4.3), 88% of 

the sponsors were national manufacturers, retailers, services or products 

(N=1,097) and non-national signage comprised 12% of the total (N=146). 

The analysis of data for the sponsor description revealed 13 distinct 

categories into which each sponsor was identified. Table 4.4 (league 

totals) lists the categories, numbers and percentages for each of the 

elements. Twenty-nine percent of the sponsors appeared with a logo or 

trademark and the company name (N=357), followed closely by company 

name only (N=342, 28%). Slogan and company name only occurred in 20% 

(N=253) of the total number, while 12% of the sponsors appeared with a 

logo or trademark, slogan and company name (N=149). Six percent of the 

sponsors were presented with a product name only (N=73), and 2% 

appeared with a slogan and product name (N=31). 

To complement the finding that a majority of sponsors use a logo or 

trademark with a company name or company name only, 36% of sponsor 

signage appeared with only two words (N=446) and 21% with one word 

only (not counting logo) (N=265) as seen in Table 4.5. Sponsor signage 

with three or more words made up 29% of the total (N=368) and the 

remaining 1% appeared with no words at all (N=13). 

In Table 4.6, 14% (N=169) of the sponsors included a phone number 

where consumers could order catalogs or call for more information. The 

remaining 86% of sponsors chose to display their logo, slogan or company 

name only (N=1074). 

Table 4. 7 illustrates the percentage of occurrences of the position of 

sponsor signage (league totals) at the major league ball parks. The 
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distribution analysis indicated that 60% of all sponsor signage appeared 

directly behind the batter (N=742). Signage located to the side of the 

batter appeared 193 times (16%), left field fence (N=74, 6%) and right field 

fence (N=62, 5%). All other positions made up only 18% of the total, which 

included the center field fence, fence between home and first, third and 

home, left of the batter, the left, center and right field st8nds and the area 

around the scoreboard. 

In the category of total amount of coverage received by corporate 

sports sponsors during the course of the study resulted in a total of 2 

hours, 43 minutes and 24 seconds of incidental television coverage. The 

median time was calculated to be approximately three seconds for each 

appearance. The least amount of coverage was found to be two seconds, 

while the longest coverage was 46 seconds as seen in Table 4.8. 

Other findings indicated that of the 1,243 appearances, 95% 

(N=1182) were in clear full view and only 5% (61) were partial views, 

categorized by operational definitions. In addition, 95% of sponsor 

appearances occurred during regular live-play (N=117 4), 5% re-play in 

slow motion (N=64) and only .4% during re-play (N=5). Ninety-six percent 

of the incidental coverage resulted in the camera shot being fairly 

stationary (N=1197) and only 4% were moving or panning (N=46). 

National League 

Sponsor signage for the National League represented 36 (N=385, 

31 %) of the total 76 sponsors in the major league baseball parks. 

Percentages for each individual type of sponsor appear in Table 4.1. In 
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the National league 25% (N=97) ofthe sponsors were manufacturers of 

beverages, 18% (N=68) manufacturers of alcoholic beverages, 13% (N=48) 

from retailers of hardware or home improvement products and 7% from 

manufacturer of athletic wear (N =27). 

In the National League, (Table 4.3) 96% (N=362) of the sponsor 

signage was from a national market location, while only 4% (N=17) were 

from non-national (local) markets. 

The analysis of data in the sponsor description category resulted in 

12 separate types of sponsor signage, which appears in Table 4.4. Twenty

nine percent (N=110) of the National League signage appeared with only a 

company name, 21% (N=80) with a logo or trademark and company name, 

14% (N=54) with a slogan and company name, 12% (N=44) with product 

name only and 11% (N=42) occurred with a logo or trademark, slogan and 

company name. The remaining 12% (N=55) of the signage appeared in the 

categories of service name only (N=3), slogan and product name (N=31), 

slogan only (N=1), picture of product (N=6), product name and picture of 

product (N=4) and company name/logo and picture (N=3). 

Table 4.5 illustrates the number of words appearing on sponsor 

signage. Thirty-two percent (N=122) of the sponsor signage appeared with 

only two words, followed closely by one word with 29% (N = 110 ). Only 3% 

(N=13) contained zero words, while the remaining 36% (N=140) appeared 

with three or more words. In addition, none of the sponsor signage 

appeared with a phone number (Table 4.6). 

Table 4. 7 indicates the percentages and numbers for the position of 

the sponsor signage at the ball parks in the National League. A majority 
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of the signage appeared to the side of the batter (N=193, 50%). The 

remaining positions that received an incidental amount of television 

coverage include the left field fence (N=35, 9%), right field fence (N=39, 

10%), center field fence (N=21, 5%) and behind first base (stationary) 

(N=30, 8%). 

The total amount of coverage received by sponsors in the National 

league totaled 35 minutes and 41 seconds. Eighty-six percent of the 

coverage was in clear, full view (N=326), while only 14% (N=53) were 

partial. Almost all of the coverage (N =342, 90%) was during live play, 8% 

(N=32) during re-plays in slow-motion and the rest .001% (N=5) in regular 

re-play. Finally, 91% (N=344) of the shots were stationary, while only 9% 

(N=35) were panning. 

American League 

The American League ball parks stadium signage represented 53 of 

the 76 ball park sponsors. Table 4.1 provides a list of the type of sponsor 

by the percentage and frequency of each category. Although manufactures 

as a group made up the greatest percentage of incidental occurrences, 

retailers of hardware and home improvement products appeared the most 

with 19% (N=160) occurrences. Self-promotion appeared the second most 

with 14% (N=124) followed closely by fast food services with 9% (N=79). 

Manufacturer of athletic wear appeared in 9% (N =7 5 ), services

banking/insurance (N=53, 6%), manufacturer-automobiles (N=51, 6%) and 

services-radiotrV/news (N=39, 5%). 
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The American League's sponsor market location category (Table 4.3) 

resulted in 85% (N=735) being national companies or products and only 

15% (N=129) non-national. 

Data from the description of sponsor message resulted in only seven 

of the categories being utilized, as shown in Table 4.4. American League 

ball park signage tended to most often appear with a logo and company 

name 32% (N=277), only a company name 27% (N=232) of the time, 

followed by slogan and company with 23% (N=199). The category of 

logo/trademark/slogan and company name represented 12% (N=107) of the 

total, with the remaining categories of product name only (N=29), slogan 

and service name (N=3), and product and company name (N=17) making 

up 37%. 

Like the National League sponsors, the American League also tended 

to use only two words (Table 4.5) on their stadium signage which made up 

32% (N=122) of the total, followed by one word with 29% (N=110). The 

remaining 39% appeared with three or more words. The use of phone 

numbers was also higher compared to zero in the National League (Table 

4.6). Twenty percent (N=169) of the appearances included some type of 

phone number, while 80% (N=695) did not. 

Table 4. 7 shows the percentage and frequency of the sponsor position 

at American League ball parks. Eighty-six percent (N =7 42) of the 

incidental coverage came from the position of directly behind the batter. 

The remaining 15% was made up of the left field fence (N=39), right field 

fence (N=23) and behind first base (N=17), the stands and around the 

scoreboard. 
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The total amount of coverage received by the American League 

sponsors was 2 hours, 7 minutes, 43 seconds. The least amount of 

coverage was found to be two seconds and the most 46 seconds by any one 

appearance as shown in Table 4.8. Other findings indicated that 99% 

(N=856) of the coverage was in clear, full view and only 1% (N=8) was 

partial. Ninety-six percent (N=832) occurred during live-play and four 

percent (N=32) appeared during re-plays in slow motion. In the category 

of type of shot, 99% (N =853) were stationary pictures, while only 1% 

(N=11) were panning or moving. 

Research Question Two 

Question two examined the differences and/or similarities between 

the American and National Leagues in the categories of type of sponsor, 

market location, description of sponsor, number of words on signage, 

phone number and length of coverage. Data was analyzed by separating 

the data from the American and National Leagues and examining the 

results separately. 

Table 4.2 groups the types of sponsor category into four categories of 

retailer, manufactures, services and other. The category of type of sponsor 

in the National League resulted in 57% (N=221) of sponsor signage to be 

from manufacturers, 23% (N=87) from retailers, 18% (N=70) from services 

and the remaining 2% (N=7) from government services. 

In the American League the manufacturing sponsors represented 

36% (N =308) of the sponsors appearing as incidental coverage during the 

games. Retailers occurred in 24% (N=209) of the signage, services 21% 
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(N=184) and the categories of self-promotion, association, state lottery and 

"don't know" made up 18% (N=157). 

Contingency table analyses revealed statistical significance between 

the categories of type of sponsor and the team's league (x2=91.02, p=.01, 

df 3). Significant differences were found between the American and 

National Leagues when the types of sponsors were broken down into the 

above groupings. In the American League 209 (24%) appearances were 

made by retailers, while only 87 (23%) appeared in the National League. 

American League services occurred 184 (21%) times and in the National 

League only 70 (18%) times. Also, in the other category 157 (18%) 

appeared in the American, while only 7 (2%) occurred in the National 

League. 

Table 4.10 presents the percent frequency for the most commonly 

used descriptor for ball park stadium signage in the National and 

American League. In the National League the company name only was 

the most commonly used signage (N=110, 32%) followed by logo and 

company name (N=80, 22%), slogan and company name (N=54, 21 %), 

product name only (N=44, 60%) and logo/slogan and company name 

(N=42, 28%). However in the American League the most commonly used 

descriptor was logo and company name (N=277, 78%), followed by 

company name only (N=232, 68%), slogan and company name (N=199, 

79%), logo/slogan and company name (N=107, 72%) and product name 

only (N=29, 40%). Contingency table analysis revealed statistical 

significance between the categories of league and sponsor description 

(x2=51.44, p=.Ol, df 4). The frequency difference is significant between 
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the American and N ationalleagues in the categories of logo and company 

name, company name only, slogan/ company name and logo/slogan and 

company name. 

The results of the remaining categories were found to be very similar 

in both the American and National leagues based upon the frequency and 

percentage distribution. 

Research Question Three 

The third and final research question combined the National and 

American Leagues and examined the similarities and/or differences 

between the West, Central and East divisions of major league baseball in 

the categories of type of sponsor, market location, description of sponsor, 

number of words on signage, phone number, position and total length of 

coverage. 

As shown in Table 4.10, sponsor signage in the West accounted for 24 

individual sponsors making up 26% (N=324) ofthe total1,243 

appearances made. The Central division ball parks represented 36 

sponsors (N=565, 46%) as well as 36 in the East (N=354, 28%). 

The second category of type of sponsor found that the East contained 

the largest amount of sponsors in the categories of manufacturers with 

47% (N=165), followed by other 21% (N=76), retailers 19% (N=68) and 

services 13% (N=45). The same held true for the Central division with 

42% (N=236) in the manufacturers category; however, retailers held 26% 

(N=147), services 23% (N=132) and the other category 9% (N=50). The 
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West was also similar, manufacturers appeared in 40% (N=128) of the 

signage, retailers 25% (N=81), services 24% (N=77) and other 11% (N=38). 

Contingency table analysis found there to be significant differences in 

frequency between the Central and East-West divisions (x2=43.10, p=.Ol, 

df 6). Significant differences were found in the categories of retailer, 

manufacturer and services as shown in Table 4.6. 

The market location for the sponsors in the East were mostly 

national with 87% (N=310) and 42% (N=44) non-national. In the Central 

division 98% (N=552) were national and only 2% (N=13) non-national. 

Finally, in the West 73% (N=235) were national companies or products 

and 27% (N=89) were non-national. 

Analysis of data in the category of the description of sponsor 

identification found there to be only slight differences in the way sponsors 

presented their message. In the East, 29% (N=104) of the sponsor signage 

appeared with the company name only, as well as the West with 49% 

(N=159). However, in the Central division the ball park signage tended to 

appear most often with a logo or trademark and company name 46% 

(N =25 7) of the time. The second type of presentation technique in the 

East was with a logo/trademark, slogan and company name (N=82, 23%). 

The Central division sponsors used a slogan and company name 23% 

(N=130) along with the West 21% (N=67). 

In all three divisions, the sponsors used between two and three words 

most often. In 28% (N=99) of the ball park signage appearances, the 

sponsors in the East used three words, followed by one with 26% (N=91) 

and two 25% (N=88). Two words were used in 45% (N=253) of the 
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appearances followed by six words (N=140, 25%) in the Central division. 
In the West, two words were also normally used 32% (N=105), followed 
closely by three (N =25, 8%) and four (N =26, 8%) words. 

The sponsors use of phone numbers were also similar in the three 
divisions. In the East, 20% (N=70) used phone numbers and 80% (N=284) 
did not. The same was true for the Central division with only 10% (N=56) 
using numbers and 13% (N=43) in the West. 

In all three divisions the most number of incidental views by the 
television camera was made when the sponsor name appeared directly 
behind the batter. In the East 58% (N=207), Central 51% (N=288) and 
West 76% (N=247), sponsors behind the batter received the most 

television coverage. 

Analysis of the viewing category found that a full view was most 

often provided in all three divisions--East 95% (N=335), Central 94% 
(N=529) and West 98% (N=318). The type of play category also revealed 
similar findings with the East sponsors appearing live 89% (N=315), 

Central 96% (N=542) and West 98% (N=317). 
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Table 4.1 

Type of sponsor (percent frequency) description of stadium signage for the 
National and American League ball parks. 

Type of Sponsor National American League Totals 
N o/o N % N % 

Retailer-Hardware 48 12 160 19 208 17 
Mfg.-Alcohol 68 18 70 8 138 11 
Mfg.- Beverage 97 25 32 4 129 10 
Self-Promotion 124 14 124 10 
Mfg. -Athletic Wear 27 7 75 9 102 8 
Services-Fast Food 5 1 79 9 84 7 
Services-Banking/Ins. 4 1 53 6 57 5 
Mfg.-Automobiles 3 1 51 6 54 4 
Services-Airline 41 11 6 1 47 4 
Services- 1 0 39 5 40 3 
RadiotrV /News 
Mfg.-Food/Snack Foods 2 1 28 3 30 2 
Retailer-Dept. Store 15 4 13 2 28 2 
Retailer-Food 4 1 23 3 27 2 
Mfg.-Electronics 24 3 24 2 
Association 22 3 22 2 
Services-Telephone 12 3 4 0 16 1 
Mfg.-House Products 3 1 13 2 16 1 
Mfg.-Tobacco 10 3 4 0 14 1 
Retailer-Auto Parts 13 2 13 1 
Mfg.-Jewelry 8 2 4 0 12 1 
Don't Know 10 1 10 1 
Retailer-Clothing 9 2 9 1 
Mfg. -Clothing/Beauty 7 1 7 1 
Government Service 7 2 7 1 
Retailer-Drug/Beauty 6 2 6 1 
Services-Restaurant 5 1 5 0 
Services-Rental 2 1 3 0 5 0 
Agency 
Retailer-Office 5 1 5 0 
Supplies 

3 0 Mfg. -Gasoline 3 0 
State Lottery 1 0 1 0 

Total 385 100 858 100 1,243 100 
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Table 4.2 

Type of sponsor (percent frequency) for manufacturer, service, retail and 
other groupings of stadium signage in the National and American League 

ball parks. 

Type of Sponsor National 
N o/o 

Retailer 87 23 

Manufacturer 221 57 

Services 70 18 

Other 7 2 

Total 385 100 

x2=91.02, p=.Ol, df=3 

Table 4.3 

American 
N o/o 

209 24 

308 36 

184 21 

157 18 

858 100 

League Totals 
N % 

296 24 

529 43 

254 20 

164 13 

1,243 100 

Market location (percent frequency) description for the American and 
National League ball park sponsors. 

Market Location 

National 
Non-National 
Total 

National 
N % 

362 
23 

385 

94 
6 

100 

42 

American 
N % 

735 
123 
858 

86 
14 

100 

League Totals 
N % 

1,097 
146 

1,234 

88 
12 

100 



Table 4.4 

Description of sponsor (percent frequency) for the National and American 
League ball park stadium signage. 

Description of Sponsor National American League Totals 
N o/o N o/o N o/o 

Logo and Company 80 21 277 32 357 29 
Name 

Company Name Only 110 29 232 27 342 28 

Slogan and Company 54 14 199 23 253 20 
Name 

Logo, Slogan and 42 11 107 12 149 12 
Company N arne 

Product N arne Only 44 12 29 3 73 6 

Slogan and Product 31 8 31 2 
Name Only 

Product N arne and 17 2 17 1 
Company N arne 

Picture Of Product 6 2 6 1 
Only 

Slogan and Service 1 0 3 0 4 0 

Name Only 

Product N arne and 4 1 4 0 

Picture of Product 

Service N arne Only 3 1 3 0 

Company Name, Logo 3 1 3 0 

and Picture 

Slogan Only 1 0 1 0 

Total 385 100 858 100 1,243 100 
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Table 4.5 

Number of words (percent frequency) description of stadium signage for 
the National and American League. 

Number of Words National American League Totals 
N o/o N % N o/o 

Zero 13 3 13 1 
One 110 29 155 18 265 21 
Two 122 32 324 38 446 36 
Three 25 6 126 15 151 12 
Four 35 9· 27 3 62 5 
Five 3 1 3 
Six 46 12 175 20 221 18 
Seven 31 8 18 2 49 4 
Eight 19 2 19 2 
Nine 14 2 14 1 
Total 385 100 858 100 1,243 100 

Table 4.6 

Phone number (percent frequency) appearances for the National and 
American League ball park stadium signage. 

Phone Number on 
Sign age 

Yes 
No 
Total 

National 

N % 

0 
385 
385 

0 
100 
100 

44 

American 

N % 

169 
689 
858 

20 
80 

100 

League Totals 

N % 

169 
1,074 
1,243 

14 
86 

100 



Table 4.7 

Position of sponsor signage (percent frequency) at the National and 
American League ball parks. 

Position of Sponsor National American League Totals 
N o/o N o/o N o/o 

Behind the Batter 742 86 742 60 
Side of the Batter 193 50 193 16 
Left Field Fence 35 9 39 5 74 6 
Right Field Fence 39 10 23 3 62 5 
Behind First Base (S) 30 8 6 1 36 3 
Center Field Fence 21 5 4 1 25 2 
Behind First Base ( R) 17 2 17 1 
Left Field-Lower Deck 12 3 5 1 17 1 
Right Field-Lower 15 4 2 0 17 1 

Deck 
Behind Third Base (S) 11 3 11 1 

Below the Scoreboard 3 1 8 1 11 1 

Fence-Home and First 6 2 3 0 9 1 

Right of the 1 0 7 1 8 1 

Scoreboard 
Left of the Scoreboard 6 2 6 0 

Fence-Third and Home 2 1 1 0 3 0 

Above the Scoreboard 2 1 1 0 3 0 

Center Field-Upper 2 1 2 0 

Deck 
Far Left of the 2 1 2 0 

Scoreboard 
Left Field-Upper Deck 2 1 2 0 

Left Field-Middle Deck 2 1 2 0 

Center Field-Lower 1 0 1 0 

Deck 

Total 385 100 858 100 1,243 100 

Note: S=Stationary 
R=Rotating 
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Table 4.8 

Total incidental coverage (percent frequency) description for the National 
and American League ball parks. 

Incidental Coverage in National American League Totals 
Seconds N o/o N o/o N o/o 

Two 97 25 81 9 178 14 
Three 87 23 115 13 202 16 
Four 55 14 141 16 196 16 
Five 37 10 72 8 109 9 
Six 21 5 87 10 108 9 
Seven 14 4 36 4 50 4 
Eight 5 1 76 9 81 7 
Nine 7 2 30 3 37 3 
Ten 12 3 56 7 68 5 
Eleven 4 1 12 1 16 1 

Twelve 5 1 27 3 32 3 

Thirteen 3 1 5 1 8 1 

Fourteen 4 1 21 2 25 2 

Fifteen 5 1 10 1 15 1 

Sixteen 7 2 14 2 21 2 

Seventeen 3 1 3 0 6 0 

Eighteen 3 1 12 1 15 1 

Nineteen 1 0 3 0 4 0 

Twenty 5 1 12 1 17 1 

Twenty-one 2 1 7 1 9 1 

Twenty-two 2 0 2 0 

Twenty-three 1 0 1 0 2 0 

Twenty-four 4 1 11 1 15 1 

Twenty-five 1 0 1 0 

Twenty-six 4 0 4 0 

Twenty-seven 5 1 5 0 

Twenty-eight 4 1 4 0 

Twenty-nine 1 0 1 0 

Thirty 4 1 4 0 

Thirty-one 1 0 1 0 

Thirty-four 1 0 0 1 0 

Forty 2 0 2 0 

Forty-one 1 0 1 0 

Forty-four 1 0 1 0 

Forty-five 1 0 1 0 

Forty-six 1 0 0 1 0 

Total 385 100 858 100 1,243 100 
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Table 4.9 
Most commonly used descriptor (percent frequency) for ball park stadium 

signage in the National and American League. 

League Logo and Company Slogan Logo, Product 
n Company Name and Slogan Name 
% Name Only Company and Only 

Name Company 
Name Total 

National 
N 80 110 54 42 44 330/385 
% 22 32 21 28 60 86 

American 
N 277 232 199 107 29 844/858 
0'r 78 68 79 72 40 98 

League 
Totals 

N 357 342 253 149 73 1174/1243 
Total 100% 100% 100% 1009r 100% 94% 

x2=51.44, p=.01, df=4 
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Table 4.10 

Type of sponsor (percent frequency) for manufacturer, service, retail and 
other groupings of stadium signage in the East, West and Central 

Divisions. 

Type of Sponsor East West Central 
N o/o N o/o N % 

Retailer 68 19 81 25 147 26 

Manufacturer 165 47 128 40 236 42 

Services 45 13 77 24 132 23 

Other 76 21 38 11 50 9 

Total 354 100 324 100 565 100 

x2=43.10, p=.Ol, df=6 
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CHAPTERV 

DISCUSSION 

The current study focuses on a preliminary investigation of 

permanent baseball stadium signage, while examining the communication 

content of sports sponsorships using descriptive statistics. As noted 

earlier, most of the previous research on sports sponsorship has focused on 

the motivations for sponsorship activity. This research extends the 

current literature by applying content analysis to examine the incidental 

television coverage that is given to sports sponsors of home team ball 

parks and to provide a descriptive analysis of the types of sports sponsors. 

Descriptive analysis of the findings suggest that sports sponsorships 

play an important role in advertising effectiveness based upon the 

frequency and distribution of the sponsorship signage in major league 

home team ball parks. When sporting events are televised, the sponsoring 

companies name, logos and slogans are seen all over the stadium to the 

extent that it is next to impossible for the camera to avoid showing them 

at least once during the course of the game. The findings suggest that on 

average each sponsor in the American and N ationalleagues receives 

approximately seven seconds each time the camera angle focuses on a 

particular area of the ball park. It must be noted; however, the average 

would be slightly lower in the N ationalleague because signage is not 

allowed to appear directly behind the batter as in the American league. 

From a theoretical perspective, Severin and Tankard (1992) found 

that an increase in repetition tends to help the learning of attitudes and 
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emotional meanings of words and might help the audience remember the 

message itself. An increase in recall; therefore may result in impulse 

buying of those products sponsored. 

The results of this study suggest that 86% of signage appears 

directly behind the batter in the American league and 50% to the side of 

the batter in the National league. Schmuckler (1993) suggests that the 

center-field camera angle represents seventy-five percent of the feed, 

which is a long, static, fixed camera angle. Signage repetition play an 

important role in this position because the sponsor signage is constantly 

changing and may appear five to ten times during the course of the game, 

depending on how may sponsors the signage can accommodate. 

The findings of this study suggest that sponsors assume the general 

public would recognize their company name, logo or slogan, which makes 

sponsorship more of a retentive reinforcement to advertisers, unlike 

expenditures in commercials and other marketing events. This is 

concluded from the data analysis for the categories of description of 

sponsor and number of words. The results indicate a majority of the 

sponsors appeared with the company name only or name/logo and one to 

two words. 

At the same time it appears that sport sponsors of major league 

baseball tend to be male oriented companies and products, although 

women may also be affected by such sponsorships. The findings further 

suggest that retailers of hardware, manufacturers of alcohol, beverages, 

ticket-promotion and manufacturer of athletic wear were the most 

commonly used descriptors of stadium sponsors. 
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Other analyses found there only to be a few significant differences 

between the American and N ationalleague in the type of sponsors used 

and the amount of coverage they received during the course of the game. 

These differences occurred between the description of the sponsor, type of 

sponsor and position of the sponsor at the home team ball parks. 

However, these differences may be attributed to the fact that only the 

American league allows sponsor signage directly behind the batter. 

Sponsor signage appearing behind the batter is capable of having a 

long, static camera angle; therefore, sponsors have the opportunity to 

provide their company name as well as a logo. Results in the number of 

words category showed that the American league signage appeared with 

three or more words a majority of the time, while in the National league 

the sponsors usually occurred with only two words. 

These findings tend to suggest that the incidental television coverage 

of home ball park stadium signage in both the National and American 

leagues is similar, with the exception of the above mentioned differences. 

Although the American league sponsors appeared more often (858 

compared to 385) due to the signage behind the batter, the actual number 

of individual sponsors were similar with the National having 36 and the 

American 40. 

Research question number three examined the sponsor signage in the 

East, West and Central divisions. The findings reveal many similarities 

between the divisions except in the category of national versus non

national market locations. While the Central and East were very similar 

with a majority of the sponsors being national, the West had the highest 

51 



percentage of non-national sponsoring companies. The results suggest that 

West division home ball park advertises are more likely to be local, non

national companies. 

The following five major conclusions about sponsorship and ball park 

stadium signage can be drawn from the results: 

1. Sports sponsorship of major league baseball stadium signage 

provides a popular way for advertisers to promote their products 

and companies due to the amount of incidental coverage received 

during televised games. 

2. A majority of the sponsors are manufacturers, which applies the 

reinforcement idea to advertising messages. The sponsors assume 

the general public is aware and would recognize the company name, 

logo or trademark; therefore, it is unnecessary for them to provide 

detailed information on the stadium signage. 

3. The location of sponsor signage is best observed when it appears 

where there is the possibility of a long, static camera angle. The 

results reveal this position to be directly behind or to the side of the 

batter and the left and right field fences. 

4. The length of coverage for each sponsors in this study varies from two 

to 46 seconds, which depends greatly upon the position of the signage 

at the ball park. Those appearing behind or to the side of the batter 
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received the longest amount of coverage, while those signs appearing 

in less viewed areas like around the scoreboard or in the stands. 

5. Repetition plays an important role when examining ball park 

stadium signage. A single sponsor may appear from 2 to 70 times 

during the course of the game. Recall theories tell us that an 

increase in exposure tends to increase recall, which could possibly 

result in impulse buying of the products sponsored. 

It should be noted that these conclusions effectively describe what 

type of coverage is received by sports sponsors of ball park stadi urn 

signage and provides a skeletal description of the sponsor themselves 

based upon the categorical system set up for coding. They do not answer 

questions of cause and effect, which plays a significant role when 

examining advertising effectiveness. However, it provides information 

about the communication content of sports sponsorship. 

Value ofthe Study 

The present study investigated the communication content of home 

ball park stadium signage of advertisers and corporate sports sponsors. 

Although the data is used primarily for descriptive information, it 

provides information about how future sponsor signage can be better used 

to meet the needs of the sponsors as well as the home ball parks. It can 

also be used to determine the location best for sponsor signage while 

53 



providing accountability by presenting the type of coverage received by 

each sponsor. 

Furthermore, the instrument used for coding can be adapted to other 

sports such as hockey, soccer, basketball, volleyball and ice skating. It 

would be interesting to examine sports sponsorship across several 

televised sporting events to determine the differences between the 

coverage and types of sponsors of each sport. 

Limitations of the Study 

This research is limited along several dimensions, including the 

number of major league home ball parks recorded. Of the 28 ball parks in 

the American and National Leagues, only 24 were recorded due to the 

1994 baseball strike that took place on August 12. Extreme effort was 

made to finish taping before the impending strike; however, the lack of 

televised games in some areas of the country resulted in 12 ball parks 

from the National League and 12 from the American League. 

Furthermore, the focus of this study was based solely on the 

descriptive analysis of the coverage of sports sponsors in a two-hour 

taping of the major league ball parks. It would be more informative to 

tape three to four games in each ball park to provide more realistic 

coverage of the sports sponsors stadium signage. Although the scope of 

this research is limited it provides a basis for future investigation. 

Clearly, additional research is necessary to explore a variety of other areas 

including cause and effect, audience involvement levels, sponsorship 

effectiveness, consumer involvement and audience recall. 
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APPENDIX A: CODING INSTRUCTIONS SHEET 

INSTRUCTIONS: 
PAGES ONE-TWO The first two pages consist of four categories. 

The~e categories provide information about the team, ball park and the 
station broadcasting the game. 
IMPORTANT: Once you have completely answered pages one and two, 
you may set them aside for the remainder of coding. 

PAGES THREE-FNE For the purpose of this study we are only 
concerned with those sponsors who appear as permanent fixtures at the 
ball parks being examined. This includes all sponsor signage in the 
television viewing area, which can be seen in clear, full or partial view at 
the stadium. It excludes all sponsors that receive verbal mentions or 
which appear as graphics on the television screen. 

During viewing you may pause, rewind and start the tape as much 
as needed. Once the sponsor appears for the first time you may want to 
pause the tape to determine all relevant information for the categories. 

Sponsor Name 
List only the sponsor name in this category. For example: If the sign 

says, "Miller Genuine Draft", you would list the sponsor as "Miller" or 
"Always Coca-Cola" the sponsor name would be "Coca-Cola". 

Type of Sponsor 
Categories are provided in the areas of manufacturer, wholesaler, 

retailer, services, self-promotion and other. For example, "Toyota" would 
be placed in the "Mfg.-Automobiles" category, "Gap" would be placed in the 
"Retailer-Clothing" category and "Aetna" in the"Services 
Banking/Insurance" category. 

The "Self-Promotion" category is for advertisements of home ball park 
ticket information or team paraphernalia. 

Market Location 
This category provides information about the market of the 

sponsoring companies. For example, Gatorade, Miller and Ford are all 
national companies, while KCBD Radio or Miller's Jewelry would fall into 
the non-national category. 

Description 
Examine sponsor signage closely and choose only one category. All 

should be represented. However, if the sponsor is not represented mark 
"other" and list. 
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Number of Words 
Include sponsor name and slogan if any in the counting process. For 

example, "Miller Genuine Draft" would be counted as three words. 
Exclude pictures, logos, phone numbers etc. in the counting of number of 
words. In the. case of some signs, exclude repeated words or logos across 
the board, whtch are normally used in the rotating boards where the 
batter blocks a portion of the advertisement. 

Phone Number 
If the advertisement appears with a phone number of any type for 

catalog or ticket information etc., mark Yes. If a phone number does not 
appear, mark No. 

Position of Sponsor Signage at the Ball Park 
Determine the position of the sponsor at the ball park and mark a 

check (only one) in the correct category. You may need to rewind the tape 
to determine the exact location of the sponsor. If a category does not exist, 
mark a check in the "other" and list. 

IMPORTANT: Code only those sponsors a viewer would be able to see 
and read. For example, if the camera is moving with the runner and the 
sign is in the background only briefly (one second or less), then disregard 
that sponsor. 

If on the first appearance of the sponsor you are unable to read a 
portion of the advertisement, due to part of it being unfocused or only a 
portion was shown, skip categories Six-Ten. Answer Categories Eleven
Fifteen only. Complete Categories Six-Ten when the information becomes 
available to you. If it does not, leave these categories blank. 

Repeat sponsors who appear in different areas of the ball park will be 
coded separately. For example, code separately if the same sponsor 
appears behind both to the left and the right of the batter. 
REMINDER: Repeated words, logos etc. on the same sign are counted as 
only one sponsor appearance. 

PAGES/X 

COLUMN ONE 
Provides the number of appearance for each sponsor. 

COLUMN TWO 
When the sponsor appears, circle (F) if the camera provided a full 

clear view of the sponsor signage. Circle a (P) if it was only partial, but 
you were still able to determine which sponsor it was. (Partial coverage 
could be defined as only a portion of the advertisement being shown or 
only a portion of the sign was in focus. 
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COLUMN THREE 
Circle (L) if the sponsor signage appears during regular live-play, (R) 

if during a replay in regular motion and circle (S) if they appear during a 
replay in slow-motion. 

COLUMN FOUR 
After each appearance record the amount of time the sponsor signage 

appeared on the screen. Begin timing at first sight of the signage and end 
when it is no longer in clear view. 

61 



APPENDIX B: BALL PARK SIGNAGE 

CODING SHEET 

(1) Name ofTeam and Stadium 

NATIONAL LEAGUE (EAST) 
__ (1) Atlanta Braves (Fulton County Stadium) 
__ (2) Montreal Expos (Olympic Stadium) 
__ (3) Philadelphia Phillies (Veterans Stadium) 
__ (4) Florida Marlins* 
__ (5) New York Mets (Shea Stadium) 

NATIONAL LEAGUE (CENTRAL) 
__ (6) Cincinnati Reds (Riverfront Stadium) 
__ (7) Houston Astros (Astrodome) 
__ (8) St. Louis Cardinals (Busch Stadium) 
__ (9) Pittsburgh Pirates (Three Rivers Stadium) 
__ (10) Chicago Cubs (Wrigley Field) 

NATIONAL LEAGUE (WEST) 
__ (11) Los Angeles Dodgers (Dodger Stadium) 
__ (12) Colorado Rockies (Mile High Stadium) 
__ (13) San Francisco Giants (Candlestick Park) 
__ (14) San Diego Padres* 

AMERICAN LEAGUE (EAST) 
__ (15) New York Yankees (Yankee Stadium) 
__ (16) Baltimore Orioles* 
__ ( 17) Boston Red Sox* 
__ (18) Detroit Tigers (Tiger Stadium) 
__ (19) Toronto Blue Jays (Skydome) 

AMERICAN LEAGUE (CENTRAL) 
__ (20) Chicago White Sox (Comisky Park) 
__ (21) Cleveland Indians (Jacobs Field) 
__ (22) Minnesota Twins (H.H.H. Metrodome) 
__ (23) Kansas City Royals (Kauffman Stadium) 
--(24) Milwaukee Brewers (County Stadium) 

AMERICAN LEAGUE (WEST) 

--(25) Texas Rangers (The BallPark in Arlington) 
__ (26) Seattle Mariners (Kingdome) 
__ (27) California Angels (Anaheim Stadium) 

(28) Oakland A's (Oakland Coliseum) --* Ball parks missing from data collection. 
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(2) League 
__ (1) National 
__ (2) American 

( 4) Broadcast Station 
__ (l)ABC 
__ (2)CBS 
__ (3)NBC 
__ (4)KTVT 
__ (5)ESPN 
__ (6)HSE 
__ (7)WWOR 
__ (S)WGN 
__ (9)TBS 
_(lO)KAN 
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(3) Division 
__ (l)East 
__ (2) Central 
__ (3)West 



APPENDIXC: CORPORATESPONSORS 

(7) Sponsor Name 

__ (1)AAA 
__ (2) Ace Hardware 
__ (3) America West Airlines 
__ (4) Armitron 
__ (5)Avis 
__ (6)Bell 
__ (7) Boston Chicken 
__ (8) Briggs & Statton 
__ (9)Brutt 
__ (10) Budget Chopper 
__ (11) Bud Light 
__ (12) Budweiser 
__ (13) Builders Square 
__ (14) Busch 

--(15) Canadian 
--(16) Champs 
__ (17) Chemical 
__ (18) Chevron 

--(19) Chicago Tribune 

--(20) Coca-Cola 

--(21) Continental 

--(22) Convienient Food Mart 

--(23) Coors Light 

--(24) Dairy Queen 

--(25) Diet Coke 

--(26) Dollar Bank 
__ (27) Eagle Chips 
__ (28) Eddie Bauer 

(29) Express Mail 
--(30) Farmers Insurance Group 
__ (31)Ford 
__ (32)Gap 
__ (33)GTE 

--(34) Harley Davidson 
(35) Hill's 

--(36) Hitachi 
(37) Hooter's 

--(38) Jensen/Pioneer 
(39) KFRC Oldies 

--(40) Labatt Draft 
(41) Lite Beer 

--(42) Little Ceasar 
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__ (43) Macy's 
__ (44) Mariners 
__ (45) Marlboro 
__ (46) MBNAAmerica 
__ (47) Metro Cell Security 
__ (48) Metro 25 Tire 
__ (49) Minute Maid 
__ (50) Nintendo 
__ (51) Northwest Mutual Life 
__ (52) Office Depot 
__ (53) Ohio Lottery 
__ (54) Pepsi 
__ (55) Pizza Hut 
__ (56) Prudential 
__ (57) Revco 
__ (58) Royal Oaks Charcoal 
__ (59) Scotts 
__ (60) Sears 
__ (61) The Second City 
__ (62) Sherwin Williams 
__ (63) SportsChannel 
__ (64) Sprite 
__ (65) Starbucks Coffee 
__ (66) Starter 
__ (67) Stop n Shop 
__ (68) Target 
__ ( 69) Thorn Apple Valley 
__ (70) Tom Thumb 
__ (71) US Grand prix 
__ (72) WDVE Rock 
__ (73) The Wellness Plan 
__ (74) WPIX TV 11 
__ (75) Yankees 
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APPENDIX D: SPONSOR SIGNAGE INFORMATION 

(8) Type Of Sponsor 
__ (1) Manufacturer-Food/Snack Foods 
__ (2) Manufacturer-Beverage 
__ (3) Manufacturer-Alcohol Beverage 
__ (4) Manufacturer-Tobacco 
__ (5) Manufacturer-Household Products 
__ (6) Manufacturer-Electronics 
__ (7) Manufacturer-Automobiles 
__ (8) Manufacturer-Clothing 
__ (9) Manufacturer-Athletic Wear 
__ (10) Manufacturer-Gasoline 
__ (11) Manufacturer-Jewelry 
__ (12) Manufacturer-Other (List) _____ _ 

__ (13) Wholesaler 

__ ( 14) Retailer-Clothing 
__ (15) Retailer-Athletic Wear 
__ (16) Retailer-Jewelry 
__ ( 17) Retailer-Electronic Equipment 
__ (18) Retailer-Food 
__ (19) Retailer-Office Supplies 
__ (20) Retailer-Hardware/Home Improvement 
__ (21) Retailer-Other (List) ________ _ 

__ (22) Services-Restaurant 
__ (23) Services-Fast Food 
__ (24) Services-Professional (Lawyer, Doctor, etc.) 
__ (25) Services-Banking/Insurance 
__ (26) Services-Airline 
__ (27) Services-Rental Agencies 
__ (28) Services-Telephone 
__ (29) Services-Radiotrelevision/N ewspaper 
__ (30) Services-Other (List). ________ _ 

__ (31) Self-Promotion 
__ (32) Government Service 
__ (33) Association 

__ (34) Other (List) ___________ _ 
__ (35) Don't Know 
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(9) Sponsor's Market Location 
( 1) National 

__ (2) Non-National 
__ (3) Don't Know 

(10) Description of Sponsor 
__ (1) Company or Corporation Name Only 
__ (2) Product Name Only 
__ (3) Service Name Only 
__ (4) Company or Corporation and Product Name 

__ (5) Slogan and Company or Corporation Name Only 
__ (6) Slogan and Product Name Only 
__ (7) Slogan and Service Name Only 
__ (8) Slogan and Company/Corporation Name and Product Name 
__ (9) Slogan Only 

__ (10) Logo or Trademark Only 
__ (11) Logo or Trademark and Company Name or Corporation 
__ (12) Logo or Trademark and Product Name 
__ (13) Logo or Trademark and Service Name 
__ (14) Logo or Trademark and Company/Corporation Name and 

Product N arne 

__ (15) Logo or Trademark and Slogan Only 

__ (16) Picture of Product Only 
__ (17) Company or Corporation Name and Picture of Product 
__ (18) Product Name and Picture of Product 
__ (19) Service Name and Picture of Product 

__ (20) Company or Corporation Name and Logo or Trademark and 
Picture 

__ (21) Product Name and Logo or Trademark and Picture 
__ (22) Service Name and Logo or Trademark and Picture 

__ (23) Logotrrademark and Slogan and Company Name 
__ (24) Product Name and Company Name 

__ (25) Other (List) ______________ _ 
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(11) Number of Words on Sign 
__ (1) Zero (7) Six 
__ (2) One (8) Seven 
__ (3) Two (9) Eight 
__ (4) Three (10) Nine 
__ (5) Four (11) Ten 
__ (6) Five (12) Eleven or More 

(12) Includes Phone Number 
__ (1)Yes 
__ (2)No 

(13) Position of Sponsor Signage at Ball Park 
__ (1) Left Field Fence 
__ (2) Center Field Fence 
__ (3) Right Field Fence 
__ (4) Fence Between Home Plate and First Base 
__ (5) Fence Between Third Plate and Home Plate 

__ (6) Directly Behind the Batter (Rotating) 
__ (7) Directly Behind the Batter (Stationary) 
__ (8) Behind the Left of the Batter 

(9) Behind the Right of the Batter 

__ (10) Behind First Base (Stationary) 
__ (11) Behind First Base (Rotating) 
__ (12) Behind Third Base (Stationary) 
__ (13) Behind Third Base (Rotating) 

__ (14) Left Field Stands Upper Deck 
__ (15) Left Field Stands Middle Deck 
__ (16) Left Field Stands Lower Deck 

__ (17) Center Field Stands Upper Deck 
__ (18) Center Field Stands Middle Deck 
__ (19) Center Field Stands Lower Deck 

__ (20) Right Field Stands Upper Deck 
__ (21) Right Field Stands Middle Deck 
__ (22) Right Field Stands Lower Deck 

__ (23) Appears on Marquee of the Main Scoreboard 
__ (24) To the Immediate Left of the Scoreboard 
__ (25) To the Far Left of the Scoreboard 
__ (26) To the Immediate Right of the Scoreboard 
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__ (27) To the Far Right of the Scoreboard 
__ (28) Above the Scoreboard 
__ (29) Below the Scoreboard 
__ (30) Above the Pressbox 
__ (31) Below the Pressbox 
__ (32) Aerial Sponsor 
__ (33) Atop Dugout 
__ (34) On Tarp Covers 
__ (35) Foul Line Area Adjacent to Left Field 
__ (36) Foul Line Area Adjacent to Right Field 
__ (37) Other (List) _____________ _ 
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Name of Sponsor ___________ _ 

(14) COLUMN ONE Number of Appearances By Each Sponsor 

(15) COLUMN TWO Full or Partial View 
Circle the (F) for Full View (1) or (P) for Partial View (2). 

(16) COLUMN THREE Live Play, Re-Play or Re-Play Slow Motion 
Circle the (L) in the third column for live play (1), (R) for replay (2) or (S) 
for replay in slow-motion (3). 

(17) COLUMN FOUR Length of Time Sponsor Appears 
Record time, according to the stopwatch in the fourth column provided. 

(NOTE: The numbers that appear above are for the purpose of computer 
analysis and are not part of the coding process). 

(14) (15) (16) (17) (14) (15) (16) (17) 
Number of Full or Live-Play, Length of Number of Full or Live-Play, Length of 

Appear- Partial Re-Play or Appear- Appear- Partial Re-Play or Appear-
ance View S Re-Play ance ance View S Re-Play ance 
(1) ForP LRS (21) ForP LRS 
(2) ForP LRS (22) ForP LRS 
(3) ForP LRS (23) ForP L R S 
(4) F orP LRS (24) F orP LRS 
(5) ForP LRS (25) ForP LRS 
(6) ForP LRS (26) ForP LRS 
(7) ForP LRS (27) ForP LRS 
(8) ForP LRS (28) ForP LRS 
(9) ForP LRS (29) ForP LRS 

(10) ForP LRS (30) ForP LRS 
(11) ForP LRS (31) ForP LRS 
(12) F orP LRS (32) ForP LRS 
(13) F orP LRS (33) ForP LRS 
(14) ForP LRS (34) ForP LRS 
(15) ForP LRS (35) ForP LRS 
(16) ForP LRS (36) ForP LRS 
(17) F orP LRS (37) ForP LRS 
(18) F orP LRS (38) F orP LRS 
(19) ForP LRS (39) F orP LRS 
(20) F orP LRS (40) ForP LRS 
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