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Abstract: This study delves into the intricate dynamics of sponsorship strategies, media exposures, and event
organizer practices within the Malaysian events industry. Employing a quantitative research approach, the
research sampled 110 corporate sponsor representatives, utilizing a structured questionnaire to collect data.
Analysis, carried out using Statistical Packages for Social Science Version 26.0 (SPSS Version 26.0),
incorporated both descriptive and inferential methods. The findings illuminate a significant positive
relationship between sponsorship strategies and media exposure with event success, accompanied by a
noteworthy negative relationship between event organizer practices and event success. These results
underscore the pivotal role of sponsorship and media exposure in influencing successful events, providing
valuable insights for corporate sponsors and event organizers alike. Importantly, the study emphasizes the
need for organizations to reassess their sponsorship approaches, fostering successful events by fortifying
policies and aligning mutual objectives. As the events landscape continues to evolve, this research contributes
to the broader discourse, guiding industry practitioners in optimizing strategies for sustainable success in the
dynamic Malaysian events industry.
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1. Introduction and Background

Sponsorship is the most important element in marketing communications for every type of company and
organization among other types of marketing communications (Azmil et al. 2023). The intricate web that ties
between corporate aspirations, event organizers' strategic goals, and the ever-changing event industry is the
symbiotic relationship between sponsorship and event success. Po-Lin et al. 2021 stated team performance
and sports fandom significantly influenced sports fans' connection to the sponsor brand, with higher fandom
leading to a stronger connection after the success of their favorite team. The analysis of sponsorship advantages
becomes especially important in the context of Malaysia, where the events sector is still growing and delivering
a wide range of services. The events sector in Malaysia is still growing and delivering a wide range of services.
The business event industry has experienced significant growth and continues to outpace tourism, contributing
to the financial gain of the host community (Khairiah, Ismail 2022). A lens through which to examine the
strategic interactions between sponsors and event organizers is provided by an understanding of the reasons
why businesses invest in event sponsorship, such as the search for opportunities, the application of market
growth strategies, and the development of brand awareness.

Event tourism in Malaysia has the potential to boost economic growth, increase international tourist arrivals,
and create job opportunities. The collaboration between Dirigo Events Sdn. Bhd. and Kuala Lumpur Marathon
is one striking illustration from the Malaysian events sector. Leading Standard Chartered wanted to make the
most of the Kuala Lumpur Marathon, which is an annual event that draws a wide range of attendees and a lot
of media coverage. Through the strategic alignment of their sponsorship with particular elements of KL
Marathon such as media exposures, Standard Chartered was able to greatly enhance their brand visibility and
make a substantial contribution to the event's overall success. This case study provides a concrete example of
how sponsorship—especially in the form of media exposure—can significantly increase the significance and
success of events in the Malaysian environment. The role of the media is essential to create visibility of this
partnership and achieve set sponsorship aims (Noor et al, 2022).

Furthermore, the academic exploration of sponsorship benefits in the Malaysian events industry is not only
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pertinent but also essential for businesses seeking to maximize their sponsorship budgets and event
coordinators seeking effective means of attracting sponsors. Previous research has highlighted the importance
of media attention as a critical component of sponsor-event success. For instance, Noor et al. (2022) found in
their study that traditional and social media outlets played a significant role in informing businesses about
sponsorship opportunities and connecting with the public, both of which enhanced the event's success.
Through the usage of media, sponsors were able to ensure visibility and exposure to their target audience by
generating branding and publicity. To make sponsorship decisions, sponsors and sponsored properties needed
to maintain a strong connection, which was greatly enhanced by media interaction. Additionally, media plays a
crucial role in promoting sponsor-sponsored properties, which helps businesses create value and cultivate
relationships. All things considered, the media provided a forum for interaction, promotion, and
communication that aided in the development of relationships and increased the success of sponsorship
programs. Event-sponsor suitability has a positive effect on Brand Image, according to the research conducted
at Jazz music events in Traffic Surabaya (Azmil et al. 2023).

This article seeks to enhance the larger discussion on event sponsorship and its impact on attaining success in
Malaysia's dynamic events industry. It accomplishes this by thoroughly examining real-world instances and
incorporating ideas from earlier research.

2. Literature Review

Sponsorship Strategies: Although sponsorship strategies have been thoroughly studied in various situations,
the focus of event sponsorship has primarily been on large-scale events and sports-related activities, resulting
in a lack of research on sponsorship in the context of business events (Li, 2022). Mega-events and sports
sponsorships frequently attract attention because of their worldwide popularity, intense media attention, and
substantial economic consequences. These studies have explored the complexities of partnerships, analyzing
how sponsors utilize these events to increase brand exposure, target specific demographics, and accomplish
strategic marketing goals. However, business events, such as exhibitions, have the potential to bring economic
effects and cultural diversity to destinations, making sponsorship in this context important (Koronios et al.,
2021). Different types of sponsorships have been identified in business events, including cash/financial
sponsorship, networking events sponsorship, digital sponsorship, and outdoor advertising sponsorship (Li,
2022).

In contrast, sponsorship research has focused less on business events, which include conferences, trade
exhibitions, and corporate meetings. This omission is remarkable considering the distinct dynamics and goals
connected with corporate gatherings, which frequently focus on the sharing of information, networking, and
professional growth. Comprehending sponsorship tactics within the framework of business events is vital for
sponsors and event organizers alike, as these collaborations may greatly affect brand positioning, industry
sway, and overall event triumph.

By broadening the scope of sponsorship research to encompass corporate events, one might discover unique
difficulties, possibilities, and effective tactics within this field. By closing this divide, academics and experts in
the field may contribute to a more thorough comprehension of the dynamics of sponsorship, promoting ideas
that can be utilized to improve the success of a wider range of events. Sponsorship strategies represent the
carefully crafted plans and approaches that companies employ to establish meaningful partnerships with
events, aligning their brand with specific activities to achieve strategic objectives. In the realm of event
sponsorship, strategies play an important role in determining the success and impact of the sponsorship
engagement. These strategies often encompass various elements, including financial considerations, brand
alignment, activation plans, and the identification of target audiences. In the field of sports sponsorship,
research has focused on narrow strategic goals, but there is a need to explore sponsorship's viability for wider
strategic aims and contexts (Dombrowski, 2015).

H1: There is a significant relationship between sponsorship strategies and event success.

Media Exposure: Media exposure in sponsorship is a key factor in influencing consumers' responses to social

media advertisements (Saleh et al. 2023). In the context of event sponsorship, the effectiveness of social media
advertising is intricately tied to how the sponsorship arrangement is disclosed and the nature of the content
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shared post-event. The study suggests that employing different types of disclosure and post-event content can
be strategic in mitigating negative reactions and enhancing the overall impact of social media ads associated
with event sponsorship (Shugqair et al. 2023).

In the context of event sponsorship on social media, a clear paid partnership disclosure helps manage
persuasion resistance by offering transparency about the commercial nature of the content, potentially
fostering a more positive reception from consumers (Saleh et al. 2023).

Post-event content becomes equally critical. The nature and tone of the content shared after the event can
influence how consumers perceive the brand and the sponsored event (Nguyen, Dinh, Toan. 2022). Engaging
and authentic post-event content that resonates with the audience and aligns with the event's objectives can
contribute to a more positive overall response. Additionally, the study by Sreejesh et al. showed that spectators’
cognitive and emotional responses towards both the events and the sponsoring brands play a key role in the
formation of hedonic-utilitarian value judgments, which in turn predict consumers' purchase intention towards
the brand (Xue, 2022).

In essence, by implementing a paid partnership disclosure and crafting compelling post-event content,
sponsors and event organizers can enhance transparency, trust, and resonance, thereby optimizing the impact
of their social media advertising efforts in the context of event sponsorship. These findings suggest that the
content shared after the event, including the messaging and communication strategies employed, can shape
consumers' perceptions of the brand and the event, ultimately influencing their attitudes and behaviors
towards both (Zulgarnain, Igbal & Muneer, 2023)

H2: There is a significant relationship between media exposure and event success.

Event Organizer Practices: Effective event organizer practices in managing event sponsorship play a crucial
role in fostering successful partnerships and optimizing the benefits for both sponsors and the event itself.
Aligning event objectives with the goals and values of potential sponsors is crucial for enhancing the
attractiveness of the sponsorship opportunity. Understanding sponsors' marketing objectives and aligning
them with the event's mission and target audience can help create a mutually beneficial partnership. This can
be achieved by identifying the types of sponsorships that are suitable for the event, such as cash/financial
sponsorship, networking events sponsorship, digital sponsorship, and outdoor advertising sponsorship (Guo,
2023).

Sponsorship packages can be customized to meet the diverse needs and budgets of potential sponsors, allowing
them to choose elements that align with their marketing goals and target demographics. This customization
enables sponsors to have greater control over their investment and ensures that they are reaching their desired
audience effectively (Baarman et al. 2020).

Maintaining transparent communication throughout the sponsorship process is crucial for building trust with
sponsors and avoiding misunderstandings. It is important to clearly articulate the benefits, expectations, and
deliverables in sponsorship agreements (Holloway, 2024). This helps sponsors understand what they can
expect from the partnership and ensures that both parties are on the same page. Transparent communication
also allows for effective evaluation of the transparency of software development life cycle (SDLC) products and
processes, leading to improved communication, software maintainability, and stakeholders' productivity
(Ofem, Isong, & Lugayizi, 2022).

H3: There is a significant relationship between event organizer practices and event success.
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Figure 1: Conceptual Framework

Figure 1: Conceptual Framework
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3. Research Methodology

The research design employed in this study is descriptive, clarification, and correlational, focusing on corporate
sponsor representatives with a total of 110 respondents. The correlational method encompasses three
independent variables: sponsorship strategies, media exposure, and event organizer practices. Non-probability
sampling was utilized to select participants, emphasizing a pragmatic approach for exploring the relationships
between the identified variables. The survey approach was adopted as the primary method for data collection,
employing a structured questionnaire comprising five sections (Sections A, B, C, D, and E) and containing a total
of 56 questions.

4. Results and Discussion

Profile of Respondents: The demographic analysis of the respondents reveals a gender distribution where
60.8% are male, and 39.2% are female. In terms of age distribution, the age group with the highest
representation is 30 - 35 years old, constituting 30% of the respondents. The educational backgrounds of the
respondents vary, with 35.1% holding a degree, 25.9% possessing a diploma, and 18.4% with an SPM
qualification. Additionally, 9.3% have a PhD qualification, and 11.3% hold a Master's degree.

Regarding professional experience, a significant proportion of respondents (27.9%) have 5 - 7 years of service,
followed by 20.4% with 8 - 11 years of experience, and 16.6% with 1 - 3 years of service. Moreover, 27.5% have
11 - 15 years of experience, and 7.6% have more than 15 years of service in their respective organizations.

Within the organizational structure, a majority (82.3%) of respondents work under a female immediate
supervisor, while 17.7% report to a male immediate supervisor. These demographic insights provide a
foundational understanding of the profile of the study participants, setting the stage for a more nuanced
analysis of the research findings related to sponsorship strategies, media exposure, and event organizer
practices in the corporate context.

Descriptive Statistics, Cronbach Alpha, and Pearson Correlation of All Study Variables: The analysis reveals a
robust correlation between media exposure and event success, as indicated by a correlation coefficient (r)
(r=0.513, p<0.000). This statistically significant finding underscores a substantial positive relationship
between media exposure and the success of corporate-sponsored events. The higher the level of media
exposure associated with an event, the more pronounced the positive impact on its overall success.

This result aligns with the understanding that effective media exposure, encompassing various channels and
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promotional strategies, contributes significantly to enhancing the visibility, reach, and engagement of an event.
Such positive correlations are crucial insights for corporate sponsors and event organizers, emphasizing the
pivotal role that media exposure plays in optimizing the outcomes and achievements of sponsored events
within a corporate setting. Further detailed analyses and interpretations of these results will provide a
comprehensive understanding of the dynamics between media exposure, sponsorship strategies, and event
organizer practices in the context of corporate-sponsored events. The 3rd Asia Pacific State of the Art Events
Research Conference

The analysis indicates a positively significant relationship between sponsorship strategies and event success,
with a correlation coefficient (r) of 0.462 and a p-value less than 0.000. This result underscores the existence
of a meaningful correlation between the strategic approaches taken by corporate sponsors and the overall
success achieved by the sponsored events.

The positive correlation suggests that a well-thought-out and effectively implemented sponsorship strategy
tends to contribute positively to the success of the associated events. Successful sponsorship strategies may
involve careful selection of sponsorship elements, strategic partnerships, and innovative activation plans.
These findings offer valuable insights for corporate sponsors, emphasizing the importance of deliberate and
well-planned sponsorship strategies in achieving favorable outcomes for the sponsored events.

Further exploration of the nuances within sponsorship strategies and their specific impact on distinct aspects
of event success will provide a more comprehensive understanding of the dynamics at play in the corporate-
sponsored events landscape. The examination of the relationship between event organizer practices and event
success reveals a significant and negatively correlated association. The correlation coefficient (r) of -0.350, with
a p-value less than 0.000, suggests a notable negative correlation between the effectiveness of event organizer
practices and the overall success of corporate-sponsored events.

This negative correlation implies that when event organizer practices are not well-executed or practiced, there
is a tendency for a decrease in event success, and conversely, effective and well-implemented event organizer
practices are associated with higher levels of event success. In essence, the findings highlight the crucial role of
adept event planning, coordination, and execution in achieving positive outcomes for sponsored events within
the corporate context.

Understanding the negative correlation prompts further investigation into specific event organizer practices
that may hinder or enhance event success. This nuanced exploration will provide valuable insights for event
organizers and sponsors alike, enabling them to refine strategies and practices for optimal results in future
corporate-sponsored events.

Multiple Regression Analysis - Coefficients: The R-squared value, representing the proportion of variance
in the dependent variable (event success) explained by the independent variables (sponsorship strategies,
media exposure, and event organizer practices), is calculated as 0.330. This result indicates that approximately
33% of the variability in event success can be attributed to the studied independent variables.

Conversely, the remaining 67% of the variance in event success is not accounted for by the examined
sponsorship strategies, media exposure, and event organizer practices. This suggests that there are other
factors or variables, not explicitly considered in this study, that significantly contribute to the variation in event
success. Identifying and understanding these unexplored factors could provide additional insights into the
complexities of corporate-sponsored events and offer avenues for further research and strategic adjustments.

The R-squared value serves as a valuable metric to gauge the explanatory power of the studied independent
variables. While the explored factors contribute meaningfully to event success, acknowledging the presence of
unexplored variables highlights the multifaceted nature of corporate-

sponsored events and encourages a comprehensive approach to future investigations and event planning
strategies.

H1: There is a significant relationship between sponsorship strategies and event success.

The above-mentioned hypothesis predicts a relationship between the variables, which indicates that
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sponsorship strategies can affect the event's success. The previous study proved that sponsorship strategies
play a crucial role in the success of events. Research has shown that event sponsorship can enhance brand
image, cover costs for event organizers, and improve the financial status of the event (Li et al. 2022).

The findings of the research provide statistical evidence supporting Hypothesis 1 (H1). The p-value associated
with sponsorship strategies is reported as 0.027, which is below the commonly used significance threshold of
0.05. This implies that the relationship between sponsorship strategies and event success is deemed
statistically significant.

Furthermore, the regression coefficient () for sponsorship strategies is 0.264, and the t-value is 2.245. The
positive sign of the coefficient indicates a positive relationship, and the t-value being greater than 2 suggests
that the relationship is not likely due to random chance.

In practical terms, this means that as the value of sponsorship strategies increases, there is a corresponding
increase in the success rate of the event. This positive association underscores the importance of deliberate
and effective sponsorship strategies in contributing to the overall success of corporate-sponsored events. The
findings provide actionable insights for event organizers and corporate sponsors, emphasizing the need for
strategic planning and execution of sponsorship initiatives to optimize event outcomes.

H2: There is a significant relationship between media exposure and event success.

A relationship was found between media exposure and event success. The results are consistent with the
previous studies showing the correlation between media exposure and event success. Media exposure plays a
significant role in the success of events. It has been found that media exposure of corporate social
irresponsibility (CSI) events negatively impacts firm performances, leading to reputation damage and
additional costs for regulatory compliance and reputation rebuilding (Ye, Li, & Pei, 2024).

Based on the findings of this research, the p-value of media exposure is 0.229 which implies that the
relationship of this variable is significant with the event success ( = 0.220, t = 2.215, p = 0.029). Therefore, H2
is supported implying that there is a significant relationship between media exposure and event success, which
means that as the value of media exposure increases, the event success rate will increase.

H3: There is a significant negative relationship between event organizer practices and event success.

The research findings indicate a statistically significant relationship between event organizer practices and
event success, as evidenced by a p-value of 0.029, which is below the conventional significance threshold of
0.05. This supports Hypothesis 3 (H3). The 3rd Asia Pacific State of the Art Events Research Conference

The regression coefficient () associated with event organizer practices is reported as -0.220, with a t-value of
-2.215. The negative sign of the coefficient suggests a negative relationship, and the t-value being greater than
2 implies that the relationship is not likely due to random chance.

Practically, this implies that as the value of event organizer practices increases, there is a corresponding
decrease in the success rate of the event, and vice versa. The negative relationship indicates that ineffective or
poorly executed event organizer practices may contribute to a decline in event success. A study by Jeff,
Wrathall,, Effie, Steriopoulos. (2022) successful event management hinges on the ability to predict and monitor
event costs and revenues. Inadequate preparation, poor coordination, and budgeting errors can result in
financial challenges, potentially turning expected profits into losses and causing cash flow issues. This
underscores the critical significance of meticulous planning and coordination in event organization to maintain
financial health and overall success.

5. Recommendations
In summary, this study delved into the complex dynamics between sponsorship strategies, media exposure,

event organizer practices, and their collective impact on event success. The findings of the research collectively
conclude that these factors indeed play important roles in determining the success rate of an event.
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Positive Impact of Sponsorship Strategies and Media Exposure: The study affirms a positive and significant
relationship between sponsorship strategies, media exposure, and event success. Successful sponsorship
strategies and effective media exposure contribute positively to the overall success of corporate-sponsored
events.

Negative Impact of Event Organizer Practices: Contrarily, event organizer practices exhibit a negative and
significant relationship with event success. This emphasizes the critical importance of adept event planning,
coordination, and execution in achieving positive outcomes for sponsored events.

Sponsorship strategies as the Most Influential Factor: The research highlights media exposure as the most
influential factor among the studied variables, showing a positive and significant impact on event success. This
underscores the need for strategic media engagement in optimizing the success of corporate-sponsored events.
Importantly, all hypotheses posited in the study are accepted, reinforcing the robustness of the relationships
identified and substantiated through statistical analysis.

Conclusion

In conclusion, this study not only advances our understanding of the nuanced relationships within the realm of
corporate-sponsored events but also provides actionable insights for stakeholders. Acknowledging the
significance of sponsorship strategies, media exposure, and event organizer practices is imperative for those
involved in event planning, sponsorship decisions, and marketing strategies. As the events landscape continues
to evolve, the findings of this study offer practical guidance for optimizing approaches to ensure successful
outcomes in the dynamic and competitive space of corporate-sponsored events.

Future research in the realm of corporate-sponsored events can build upon the insights gained from this study,
exploring additional dimensions and addressing potential gaps in the existing literature. Investigate the
contextual nuances that may influence the relationships between sponsorship strategies, media exposure,
event organizer practices, and event success. Consider specific industry contexts, cultural variations, or types
of events to uncover unique dynamics. The 3rd Asia Pacific State of the Art Events Research Conference.
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