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SMALL AND MEDIUM ENTREPRISES SUPPORTING 
THE CLUBS PLAYING IN TAURON BASKET LEAGUE

IN SEASON 2015/2016

A b s t r a c t: This paper aims to identify SMEs supporting basketball clubs in Tauron Basket 
League in Poland during 2015/2016 season, according to the division of the economy by 
PKD-2007. In this study, for the analysis were selected clubs, whose basketball teams reached 
top 5 places in TBL. The results of the research show that basketball teams are sponsored 
by SMEs, whose products or services are in high demand especially among basketball fans  
e.g. producers of food, water and furniture, as well as, restaurants or hotels. The information 
presented in the article maybe useful for new basketball teams in professional leagues, that are in 
the process of acquiring new sponsors.

K e y w o r d s: small and medium enterprises, sports event sponsorship, basketball club, Tauron 
Basket League, basketball team Polski Cukier Toruń.
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INTRODUCTION 

The political changes of the 90’s of the twentieth century, initiated in Poland 
reorganization in the business sphere and in the various sectors of social activi-
ty. These changes did not avoid sport, which is treated as a sector of public and 
social activity of human beings [Panfil, 2015, p. 111]. One of the  consequences 
of these changes was the modification of the objectives and conditions 
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for the development of general sport open to all as well as classified sport. 
Major changes have occurred in the area of sports clubs, which are the basic 

organizational units realizing goals and tasks of a particular sport discipline. As 
a result of these changes, it was necessary to convert a number of sports asso-
ciations into sports clubs operating as business entity. Currently, these are the 
sports clubs with the professional status  acting as joint-stock companies and 
they compete in the professional leagues [Gulak-Lipka, 2016, p. 5]. Thus, the 
sport can and is treated as another branch of the business. Its importance con-
tinues to grow, with an increase in revenue that is generated by all companies 
related to sports. Sports market is constantly evolving and its revenue in 2014 
reached almost 8mld zl1. Positive trends are caused by constantly growing num-
ber of Poles actively spending their free time, the availability of improved recre-
ational infrastructure, better and more affordable range of sports articles and the 
organization of various sports events in our country2. 

For the purpose of this article authors have focused on professional sports 
clubs that in their nature perfectly fit in the Small and Medium Enterprises 
(SME) sector. As a result, a very thorough analysis of professional men’s bas-
ketball clubs in Poland has been conducted. Companies from the SME sector 
sponsoring selected clubs have been examined and the main objective was to 
verify and organize them according to industries they represent.

The top five clubs (according to ranking after 2015/2016 season) of Tauron 
Basket League have been selected for the study. These are: Stelmet BC Zielona 
Góra, Rosa Radom Energa Czarni Slupsk, Anwil Wloclawek, and Polski Cukier 
Torun. The analysis has focused on all of  the official sponsors of selected clubs 
that were listed on the official websites of each club. To obtain clear and easy to 
read results the Classification PKD-2007, which is the basis of economic and so-
cial classifications system has been used. It allowed authors to present the results 
organized into sections of economy according to the PKD-2007. 

Conclusions from the study can successfully help employees and managers 
of other sports clubs, whose responsibilities include the acquisition of new spon-
sors as well as taking care of relationships with current sponsors of the sports 
organization. In addition, the results of the analysis, due to its versatility can be 
successfully used in sports clubs of different sport disciplines.

1 The data comes from the report „Rynek artykułów sportowych w Polsce 2014. Analiza rynku 
i prognozy rozwoju na lata 2014-2016” conducted by a research center PMR Research
2 https://www.wprost.pl/489484/Wzrasta-wartosc-rynku-sportowego-Sprzyja-temu-rosnaca-pop-
ularnosc-zdrowego-trybu-zycia [accessed on: 13.06.2016].
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SPORTS EVENT SPONSORSHIP IN TAURON  
BASKET LEAGUE

Tauron Basket League (abrev. TBL) is the top level men’s basketball league 
in Poland. TBL is a professional league, in which season is divided into two 
phases: basic (regular season) and play-offs. In the 2015/2016 season the highest 
league in Poland counted 17 teams listed on the official TBL website3. 

All of the TBL teams, as professional entities can and should generate their 
own revenue, but they also largely depend on external sources of financing.  
A great support comes from different types of sponsors. However, the intention 
is that  this relationship always gives a two way advantage (two way partnership) 
[Bühler, Nufer, 2010, p. 112]. 

Sports sponsorship is an important source of income for professional sporting 
organizations and an effective marketing tool for companies who wish to reach 
commercial objectives through sports sponsorship. Successful sport sponsorship 
is possible when both sides: sport entity and sponsor work equally hard to main-
tain a good relationship. However it is sports organization’s responsibility to 
make the sponsorship successful and make that relationship last, for example by 
achieving best possible sport results as well as offer and give expected exposure 
of the marketing products of a sponsor as negotiated in the sponsorship contract. 
Moreover, successful sponsorship relationship wouldn’t be possible without key 
factors such as: trust, communication, mutual understanding, cooperation and 
long-term perspective between the two parties [Bühler, Nufer. 2010, p. 112]. 
What is more, G. Masterman [p. 358] noticed that a successful sports event spon-
sorship is one that achieves the objectives of both the sponsor and the event, but 
this is reached via building of a mutual relationship.   

Sports organizations can choose from a wide variety of types and forms of 
sponsorship. Sponsorship, in theory, it is a direct or indirect financing or co-fi-
nancing, expressed in money, products or services performed by a specified enti-
ty (sponsor) for the selected organization (sponsored) which is obligated to fulfill 
the terms of the sponsorship contract [Perz, 2005, p. 314]. 

Sports sponsorship can have three forms: (1) sponsorship of sports personal-
ities (athletes), (2) sponsoring of a club or sports association (3) sponsorship of 
a particular sporting event or a series of such events [Klisiński, 2008a, p. 105]. 
This article focuses on the second form of sponsorship. 
Originally it was patronage that served as type of sponsorship that included 
financing but also solicitude towards a chosen entity (usually cultural organi-

3 Regulations of Competitions Polish Basketball League, Warszawa 2015, (available on: http://www.
plk.pl/internalfiles/fckfiles/file/dokumenty/regulaminy2015/REGULAMIN_ROZGRYWEK_
PLK_2015_2016.pdf)
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zations or artists). However, a key difference was that patron appeared to be  
a philanthropist, benefactor,  a sentimental man, very modest and rich enough, so 
his decisions were not motivated by desire to achieve profit. Initially in Poland 
it was big companies and banks that were allocating large amounts of money 
in different organizations and events, but in return expecting benefits for them-
selves and tax reliefs [Perz, 2005, p. 313].

According to J. Jascyszyn, sponsorship is a communication technique of  
a firm with the market and their clients. It’s considered a very effective form of 
reaching different consumer groups as well as individual clients, by promoting 
particular product or service [Perz, 2005, p. 313]. L. Stecki expands this view 
saying that sponsorship may be expressed in money, products or services, how-
ever in exchange sponsor expects (this should be included in the sponsorship 
contract) that sports organization will carry out activities aimed at strengthen-
ing and increasing the reputation of the company, to increase the degree of its 
popularity in the society and finally to increase its profit. So there is a very clear 
difference between patronage and sponsorship, where patronage implies selfless-
ness, doesn’t seek to gain public exposure or expect any economic effects of the 
relationship. 

Some entrepreneurs who are financially engaged in supporting sports club 
and conducting business activities in that field should not be called sponsors. 
They do not expect the benefits of promoting their business which is possible via 
sponsorship, but seek to commercialize and achieve greater profit resulting from 
current operation of the sports organization. In this case we can talk about some 
sort of investment [Perz, 2005, p. 314]. Amounts of money spent on sport spon-
sorships are significant, however compared with the costs of other promotion 
instruments (mainly advertising) indicates that it is a very profitable investment. 
In the opinion of these companies money spent on club’s activities is not a waste, 
but well thought and planned for-profit investment.

Nowadays, in the era of greater exposure of sporting events in television 
and in the Internet (that has virtually limitless range), this kind of investment 
has even greater value. The growing role and influence of mass media on a so-
ciety creates significant opportunities for sponsorship as a communication tool 
that can efficiently complement advertising and activities in the field of public 
relations. 

Finally sponsorship is an instrument supporting other measures like adver-
tising, public relations, but also marketing and sales promotion. It should be 
remembered that despite the fact that sponsorship is a very effective form of 
promotion it rarely brings immediate results for the company. Only a long- term 
policy of sponsoring and skillful use of this fact by the company in their actions 
can bring the intended results [Araźny, 2005, p. 109].
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The strategies of clubs towards sponsors should be considered through the 
prism of the major offers prepared to sponsors. Due to this criterion there can be 
distinguished four form of strategies. The first strategy focuses on the provision 
of advertising services to the sponsor and the second is aimed at building a brand 
sponsor. Third strategy is combination of the first and the second, and the fourth 
includes strategic alliances with sponsors [Pawlak, Smoleń, 2015, p. 422].

Sports clubs generate revenue from different sources, mainly from transfers 
of athletes, selling the rights for television and radio broadcast, advertising, tick-
ets sales, payments from sponsors, subsidies, business activity of the club (e.g. 
selling parking tickets and merchandising products) and other incomes. The size 
of each form of revenue varies in each organization, depending on its capabilities 
and what they are focused on. 

Undoubtedly, sponsorship is one of the highest sources of financing for the 
sports club. Depending on the organization, sports discipline and the league sup-
port coming from sponsors can range from 58 to 87% of total clubs revenue 
[Perz, 2005, p. 339]. This does not include benefits of barter agreements, e.g. 
medical examination, cleaning facilities and benefits in a form of sports equip-
ment for athletes (clothes, shoes, etc.). Those figures prove that support coming 
from the pocket of a sponsor is crucial for the existence of any sports club. Clubs 
with such significant impacts of sponsors have very comfortable conditions for 
daily operations. They most likely do not have any external or internal debt in 
the form of arrears in payments to players and other club employees [Perz, 2005, 
p. 338]. 

Depending on the type of involvement and partly on the financial terms, 
we can recognize different types of sponsorship, e.g. strategic, titular, technical, 
supporting, etc. We can distinguish three major types of sponsorship depending 
on a nature of benefits that sports club receives:

•	 financial- support from the sponsor comes in form of cash (sponsor with 
the highest financial contribution are often called strategic or titular),

•	 material- support from the sponsor comes in form of all kinds of tangible 
goods, e.g. equipment, 

•	 service- when the sponsor provides some services instead of cash, e.g. 
technical support or sound and lights during the events, transportation 
(technical sponsor), insurance,  etc. [Sznajder, 2012, p. 244].

In practice, sports clubs use a mix of sponsorship types and rather depend on  
a large number of different sponsors since the needs of a professional sports club 
are big.
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ANALYSIS OF SMALL AND MEDIUM ENTERPRISES SUPPORTING 
OF BASKETBALL CLUBS IN TAURON BASKET CLUBS IN TAURON 

BASKET LEAGUE  
IN POLAND IN SEASON 2015/2016

In this study, for the analysis were selected the clubs, whose basketball 
teams reached the highest five places in TBL in 2015/2016 season. These were 
the following teams (in order): Stelmet BC Zielona Góra, Rosa Radom, Energa 
Czarni Słupsk, Anwil Włocławek and Polski Cukier Toruń. Above mentioned  
5 clubs were sponsored exactly by total of 249 enterprises from different sectors 
of the economy. In order to classify these companies by sectors The Polish 
Classification of Activities 2007 (abrev. in polish PKD-2007) has been used. 

The classification PKD-2007 is the basis of economic and social classifications 
system. It is fully methodological, conceptual in the scope and its coding 
system is coherent and comparable with the classification used in European 
Union – NACE (fr. Nomenclature statistique des Activités économiques dans 
la Communauté Européenne) and used in international dimension – ISIC 
(International Standard Industrial Classification of All Economic Activities). The 
PKD-2007 is hierarchically systematized division of the 21 of social-economic 
activities (sections from A to U) that are carried out by units. 

In this study all the enterprises, which were  the sponsors of the top 5 clubs 
playing in TBL in season 2015/2016, were classified according to the PKD-2007 
(tables no. from 1 to 4). Only three sections were not included in the tables, 
i.e. section A: agricultur, forestry, hunting and fishing, section T: activities of 
households as employers; households producing goods and providing services 
for their own needs and section U: extraterritorial organizations and bodies. 
This is due to the fact, that among all 249 analysed enterprises there none that 
belonged to section A, T or U.

For the study, in order to find sufficient information about sponsors of 
selected basketball clubs the authors used Internet resources. On the websites 
of every basketball clubs there is a bookmark called “sponsors” or “partners”, 
which includes the names and logos of all the sponsors of the sport teams. Based 
on online resources tables from 1 to 4 were created followed with the summary 
presented in figure 1. Exactly 249 enterprises supporting the best five basketball 
clubs in TBL during 2015/2016 season were set in order according to the division 
of the economy by the PKD-2007 (one enterprise put in one section from B to 
S). Names of enterprises in tables are consistent with the order on the club’s 
websites,  e.g. the most important sponsor is located in the top of “sponsors” 
bookmark and has the first place in prepared table. What is important, in the 
study analyzed both financial sponsors, as well as, enterprises that provide 
alternate forms of support for clubs, e.g. services, tangible assets.
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The greatest number of sponsors among analysed basketball clubs from TBL 
in season 2015/2016 are supporting  Stelmet BC Zielona Góra – 74 enterprises. 
On the second place was Rosa Radom (63) and next Anwil Włocławek (43), 
Polski Cukier Toruń (37) and Energa Czarni Słupsk (32 sponsors). It is worth 
mentioning that number of sponsors can be directly related to the number of 
seasons that particular club was competing in the highest league of Poland. For 
instance, team Polski Cukier Toruń that has just concluded their second season 
in TBL has fewer sponsors than Rosa Radom (6 years in TBL).
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In first step of analysis, the authors have listed all sponsors supporting 5 best 
basketball teams in TBL according to division by the PKD-2007. The most nu-
merous branch of business turned out to be section G – wholesale and retail trade, 
repair of motor vehicles, for example Inrermarche, Brickomarche, Spalding and 
Neuca S.A.. Among 249 studied sponsors, almost every fifth sponsor (exactly 48 
enterprises) was classified in section G. Many  enterprises from section G support-
ed teams Stelmet BC Zielona Góra (18 sponsors) and Rosa Radom (12 sponsors). 

The second the most frequent business activity of basketball sponsors was 
manufacturing – section C. At the moment of the analysis Rosa Radom had 15 
manufacturing companies, which supported their basketball team. In turn Stelmet 
BC Zielona Góra and Anwil Włocławek had 11 and 8 sponsors respectively from 
section C. On the next place was section D – production and supply of electricity, 
gas, steam, hot water and air conditioning supply. In this sector, 10 sponsors had 
Stelmet BC Zielona Góra, 6 had Rosa Radom, 4 Energa Czarni Słupsk, 3 Anwil 
Włocławek and only one Polski Cukier Toruń. Section I – accommodation and 
food service, is also noteworthy. The most, 6 enterprises from section I had Stel-
met BC Zielona Góra, then 5 Energa Czarni Słupsk. Exactly 4 enterprises, which 
support teams Anwil Włocławek, Energa Czarni Słupsk and Polski Cukier Toruń, 
conducted business related with accomodation and food services. 

After analysis of tables from 1 to 4, it is evident that basketball teams are spon-
sored by a lot of enterprises associated with production and supply of electricity, 
gas, steam and also from section C (manufacturing), section F (construction) and 
section G (wholesale and retail trade, repair of motor vehicles). These are large 
enterprises, which give money for development of basketball in the city, where 
they run their business. But in this study the main focus is on small and medium 
enterprises, which provide not only financial but very often alternate forms of 
support (services or barter). It should be noted that basketball teams are sponsored 
by SMEs, which produce or provide services that are in great demand also among 
basketball fans. Some of the SME sponsors are the enterprises from the same 
sections of the PKD-2007 as mentioned above big companies. For example some 
local  producers of food, water and furniture, as well as, restaurants and hotels. All 
analyzed basketball clubs also cooperate with car dealers, medical centers, print-
ing houses and IT companies.

For a more thorough analysis the authors selected Polski Cukier Toruń. Data 
show that, this team achieved 5th place in TBL and has smaller number of spon-
sors (37 enterprises) than average of another analyzed teams e.g. 50 sponsors. 
Therefore, the analysis of sponsors from competitive teams should help Polski 
Cukier Toruń recognize which gain new sponsors could they gain and indicate 
which branches of business should be searched. So, Stelmet BC Zielona Góra or 
Rosa Radom are considered as benchmarks. For instance the analysis show that, 
Polski Cukier Toruń in group of sponsors lacks enterprises from:
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•	 section D, e.g. production and supply of electricity, gas, steam, 
•	 section F, which contains companies related with construction. 
These companies are large and not the subject of this analysis. But when 

we consider only small and medium enterprises in context of potential spon-
sors of basketball of Polski Cukier Toruń, this team should find sponsors among 
developing companies. These enterprises can provide services of renting apart-
ments for basketball players, what can substantially reduce housing cost of the 
team. Analyzed team should also collaborate with more number of hotels. It is 
worth noting, that basketball club have to pay for accommodation of  referees 
and commissioner of the game. It means that accommodations in form of barter 
provided by hotels can reduce organizational cost of sports club. Another group 
of sponsors, which Polski Cukier Toruń does not have, are supermarkets and 
commercial centers. Shopping malls are excellent places for promotional cam-
paigns e.g. information about basketball games. In this situation clients of com-
mercial centre can become the new basketball fans. Polski Cukier Toruń should 
also cooperate with travel agencies and tourist information. These enterprises 
can inform tourist about matches. Every basketball club like Polski Cukier Toruń 
should also collaborate in form of barter with security agency, law office, pro-
ducer of supplements, pharmacy and courier company. All these enterprises can 
reduce operational costs of the club. In return basketball club, for all the barter 
forms of sponsoring mentioned above can offer advertising packages containing 
different form of promotion, not only during matches, but also on a daily basis 
in social media. What is interesting, only Polski Cukier Toruń among its partners 
has five organizations  from education sector, while other clubs have one or none. 
It can be concluded that the club from Toruń is focused on providing educational 
attractions during their matches for basketball fans.

CONCLUSION

This paper maybe a valuable source of knowledge about sponsoring in sports 
market. As a most valuable source of financing of a sports club sponsors are en-
couraged by chance to increase the degree of perception of the company name, 
improved approach to the firm or brand, higher chance to get access to TV expo-
sure. As fans or ordinary consumers of sports people are usually aware of the big 
sponsors who are considered strategic (due to the amounts of money contributed 
to the club) or title sponsors (name of the company is part of the teams name). 
What is less known and obvious is the fact that sports clubs currently more rely 
on a support of many small and medium enterprises and this study proves that. 

The information presented in the article maybe useful for new basketball 
teams in professional leagues that are trying to find new sponsors. What is im-
portant, sponsor not only gives money for the development of sports team, but 
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also can ensure alternative forms of support in form of goods or services. All 
products or services, which are handed on by sponsors and are directly related 
with activities of sports club are cause of reducing operational costs of sports team 
and organization of games (e.g. accommodation for referees, athlete nourishment, 
medical services, sports equipment). Hence, this kind of sponsoring is equally 
important like financial support. Additionally enterprises from SMEs much more 
frequently give own products than money. This research shows that sponsors of 
basketball teams from SMEs run a business in following sections: wholesale and 
retail trade, manufacturing, accommodation and food service, constructions.
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MAŁE I ŚREDNIE PRZEDSIĘBIORSTWA WSPIERAJĄCE 
KLUBY RYWALIZUJĄCE W TAURON BASKET LIDZE  

W SEZONIE 2015/2016

Zarys treści: Celem artykułu jest zidentyfikowanie jakie MŚP wspierają kluby koszykówki  
w Tauron Basket Lidze w Polsce w czasie sezonu 2015/2016, zgodnie z Polską Klasyfikacji Dzia-
łalności (PKD 2007). W tym artykule, do analizy wybrano kluby, których drużyny zajęły pierwsze 
pięć miejsce w TBL. Rezultaty badania pokazują, że kluby koszykówki są sponsorowane przez 
MŚP, któRych produkty lub usługi są mocno pożądane wśród kibiców koszykówki np.: producen-
ci żywności, wody i mebli a także restauracje i hotele. Informacje zaprezentowane w niniejszym 
artykule mogą być przydatne dla nowych klubów koszykówki w profesjonalnej lidze, które są 
w trakcie pozyskiwania nowych sponsorów.

 
Słowa kluczowe: małe i średnie przedsiębiorstwa, wydarzenia sportowe, sponsoring, klub koszy-
kówki, Tauron Basket Liga, klub koszykówki Polski Cukier Toruń.




