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Executive Summary 

This thesis is analyzing the commercial market for Danish horseracing, in particular the 

sponsorship opportunities for a weekly race at the racetrack in Charlottenlund called Golden 

Cup. This race is broadcasted in the Nordic countries Denmark, Sweden and Norway.  

As the thesis shows the race can not currently deliver the value for sponsors that they pay for 

in terms of sponsorship exposure. Sports such as association football and handball are 

delivering much lower prices per reached consumer.  

There are however many possibilities for Golden Cup to deliver a much more attractive and 

professional product and for the Racetrack in Charlottenlund to provide sponsors with much 

more attractive opportunities. Prominent amongst these are the naming rights to the racetrack 

which should be worth more than one million DKK annually and large main sponsorship 

deals focusing on many of the sponsorship objectives and not only exposure. Furthermore 

changing the placement of banner advertisement could lead to much increased exposure and 

specific locations, such as behind the studio could lead up to as much as half a million Danish 

kroner in sponsorship value through exposure. 

Delivering a product which is interesting for a sponsor in the long term is important to 

providing value for the sponsor and gaining a serious income foundation for the Danish horse 

racing industry. Academic research shows that sponsorship value is created through long 

term commitments rather than on short term exposure. 

Many steps can be taken to make the sport more interesting both for viewers and sponsors 

and amongst these are; committing to a more youthful approach to the sport in televising, 

embarking on more international cooperation over races, betting and sponsorship, building 

better online platforms for viewing and betting on horseracing along with finding a way 

around the double role Danske Spil are in currently where they also are operating the biggest 

competitor to betting on horseraces in Denmark; Lotto. 

The thesis also presents relevant cases to the industry and outlines a possible sponsorship 

plan for DFDS Seaways if they decide to become main sponsor of Golden Cup. 
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1. Introduction 

This report will explore the Danish market for horseracing, with a primary focus on trotting. 

It will seek to map out the value of the sport to corporate partners and sponsors in an attempt 

to optimize efforts in this area. It will mainly focus on the races taking place on Wednesdays 

at Charlottenlund Travbane (hence referred to as Charlottenlund Racetrack) ‘Golden Cup’. 

The race is broadcasted on Danish tv2sport and online. Furthermore it is broadcasted through 

various channels to Sweden and Norway, and also to lesser extent in Germany and 

Netherlands. 

Danish horseracing is experiencing difficulties. The number one income for horseracing and 

the bread and butter for this industry is the betting on the races. In Denmark all legal betting 

on the races has to be handled by the Danish government’s betting provider Danske Spil. The 

betting is made in betting pools (Beech & Chadwick, 2004, Chap.18) which then is 

apportioned by all the winning tickets. This system gives the possibility of jackpots where by 

a person has the opportunity to win the entire pool which is one of the charms of the betting 

on horses - the dream of winning big. 73% of the pools are paid back to the players whereas 

the rest (27%, see appendix A) are seen as income which then gets divided between the 

racetracks, the dealers, taxes and the Swedish betting firm ATG. What is left after this goes to 

the pool called ‘tipsmidlerne’ (the lottery funds) which is the profit from Danske Spil. These 

monies are then divided up and given back to various sports by the ministry of Culture. 

Under the current contract horseracing gets 8,2% of the funds allocated through the ministry 

of culture and it is expected to be around 76 million DKK annually. However, what the 

betting generates for this pool is somewhere around 45 million. Subsequently the sport gets 

subsidized with around 30 million DKK each year with a new agreement to be negotiated in 

2015 (Troelsen, 2011a) it is expected that this will be changed so that horseracing only 

receives what they produce. 

Horseracing in Denmark is therefore facing an impending predicament. It is necessary for the 

sport to increase their income drastically over coming years, either indirectly by increasing 

betting, generating more revenue through sales on the tracks and through corporate sponsors. 
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When comparing racing in Denmark with other Scandinavian countries, it is clear that they 

have been much better at developing and promoting the sport. This is illustrated through a 

comparison of financial statements, visitors at the tracks, the money involved in betting, both 

the size of the pools and the amount of money the average better uses.  

As it is visible from table 1 Denmark is the lowest performing of the 3 countries both in 

revenue and also when measuring this in comparison to the national lottery. Betting on 

horseracing amounts for 16% of the worth of the lottery in Denmark and with 440% and 66% 

respectively for Sweden and Norway.  It is evident that Sweden’s turnover is around 19 times 

higher than Denmark’s with a population that is only approximately twice the size. 

Using the success of this sport in Sweden is one of the cornerstones of this report. Firstly 

through attracting corporate partners that have commercial interests in both countries,  

preferably all of Scandinavia to boost the value of marketing through horseracing either by 

attaining  more revenue  from or being able to sell good value deals for the corporate partners 

and subsequently building long and sustainable partnerships. 

Defining the market 

This thesis concentrates on different markets for different parts of the report. First and 

foremost the thesis seeks to evaluate the sponsorship potential and value of the Golden Cup 

Races in Denmark and the rest of Scandinavia, with a focus on value generated from 

spectators, tv-viewers and the betters. In this context the thesis almost fully uses a B2C 

market to describe, analyze and evaluate the market value in terms of marketing value for a 

corporate partner. 

Table 1 Betting income in Scandinavia compared to turnover in the national lottery (See appendix C) 

Overview of horseracing betting income in Scandinavia

Denmark 2009 2008 2007 2006 2005

Revenue from betting '000 in DKK 565,509 661,896 636,116 538,193 469,384

Revenue from national lottery 3,602,000 3,871,000 4,075,000 3,997,000 3,751,000

Horseracings worth as percentage of national lottery 16% 17% 16% 13% 13%

Sweden

Revenue from betting '000 In DKK 10,562,344 9,966,690 9,880,776 9,388,852 9,147,677

Revenue from national lottery ´000 in DKK 2,398,433 2,212,785 2,107,890 1,956,375 1,877,288

Horseracings worth as percentage of national lottery 440% 450% 469% 480% 487%

Norway

Revenue from betting '000 in DKK 3,464,775 3,546,018 3,023,195 2,657,124 2,658,080

Revenue from National lottery ´000 in DKK 5,256,317 4,873,427 5,191,479 4,940,559 4,547,305

Horseracings worth as percentage of national lottery 66% 73% 58% 54% 58%
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As the thesis moves on to analyze potential corporate partners it also moves into a B2B 

market and maybe even B2B2C as the horseracing industry seeks to be the mediator between 

two stakeholders of the industry and establish a connection between these. 

Geographically the Danish market will be the main focus and benchmark against the Swedish 

and Norwegian markets to understand the size and development of the sport, betting, 

attendance and economy in terms of understanding the consumer market. Other geographical 

markets will be mentioned as examples but will not be used in analysis and comparison. 

Outlining the problem area 

The thesis will revolve around the Danish and Swedish market for horseracing; with a focus 

on betting and commercial income through advertising and sponsorship. The thesis will 

research and present possible solutions for strategic problems.  

The thesis will mainly revolve around maximizing income and knowledge utilization through 

a weekly Danish horserace broadcasted in Denmark, Sweden and Norway. 

The following research question will be addressed: 

How can the Danish horseracing industry improve and economically optimize the ir 

existing media exposure? 

Sub questions: 

Can the Danish horse racing industry compete with other sports industries in terms of 

economic benefit from sponsorship exposure? 

What opportunities are there for increased internationalization of the sport? 

Delimitations 

In relation to the outlined problem area there are some limitations to what will be researched 

and discussed in this thesis. The most prominent of these is that the thesis will not be going 

into customer/consumer research other than what is already available as secondary data. An 

undertaking of that nature would be too large to fit into a paper here, however it would be 

very interesting to conduct further studies into this. 
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The thesis will otherwise solely focus on the business side of the sport and not try to develop 

the sport itself with, for example ideas to change the length of the races or how they are 

started. What the thesis can do is to look at how the sport is presented for viewers in terms of 

value for sponsors and suggest changes by means of this. 

The thesis main focus will be to improve the Danish market and the problems that its owners 

are experiencing. The other Scandinavian markets are seen both as benchmarks to measure up 

against and cooperate with as well as markets which can be used to infuse extra income into 

the Danish market. This also means that the thesis will not discuss any connection to the 

Swedish and Norwegian market that does not involve the Danish market.  

Problem owner 

This report centres around Hestesportens Finansierings Fond (HFF) which is the leading body 

in the industry. They allocate funds for the tracks and are the governing body that makes sure 

the tracks realizes their commitments. Other than that they also have contact with potential 

business partners for the sport in general and are the body which distributes race days and 

controls the sport. 

This report will focus on sponsorship and largely on how to give sponsorship more worth for 

a potential sponsor. This should however be seen in the light of trying to maximize revenue 

and profit for HFF and not as such for a corporate partner since this report focuses on 

improving the situation for HFF and the tracks. it does however deal with the potential 

sponsor with the mindset that if their involvement is beneficial,  the successful sponsorship 

will mean  corporate partners will probably want to invest in the future and in the long term it 

may in turn  help the organization. Furthermore, some parts of the report will focus on how 

the corporate partner will achieve maximum utility of such sponsorships. 

Scientific Methodology 

The thesis is being written with the interpretive approach (Blumberg, 2005, p.20) which has a 

distinct influence on the conclusions of the thesis. Through the interpretive approach the 

thesis will not be a direct reflection of the truth, but an interpretation hereof. Heisenberg 

(1958) proved in his physics research of the uncertainty problem that it is not possible for the 

researcher to examine atoms without influencing their path. This theory can be applied into 

this thesis as well as it is not possible for the author not to influence the given situation and 
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remain totally objective to the thesis and the problem at hand. The presence of the researcher 

influences the results given, which is why this thesis will only be an interpretation of the truth 

and not the exact, objective and neutral truth. 

These interpretations influence several parts of thesis such as the data gathering process and 

theories applied to management question. 

It is however not only the authors interpretations that influence the results and thereby the 

thesis conclusions. The results are also influenced by the interpretation of the respondents to 

the primary data gathering. The interviews for this thesis have been formed as open ended 

conversations and therefore the questions asked are elusive and might not always be 

answered directly by the interviewee or the interviewee may interpret the questions in another 

way than what was meant by the interviewer. How the questions are interpreted have a direct 

influence on the conclusions drawn in the report and can therefore only be seen as the truth 

through an interpretive approach. 

The interpretation of the language used in the thesis can also be influencing the results of the 

project. The language used creates recognition between the author and the reader of the 

thesis. The recognition between author and reader is only possible to obtain if every term in 

the project is recognized by the reader. An example of this problem is that a red rose is not 

possible to identify by the reader if the term red is not already known in the language.  

The culture and the historical experience of the respondents will also influence the data 

gathering and decrease or increase the objectiveness of the project. Previous experience 

within the examined market or products will influence the opinions towards these in a later 

situation. The subjects can thereby be heavily influenced by on singular experience.  

The cultures of which the subjects originate also have a distinct influence on the outcome of 

an interview. A study of child labor may have very different results when comparison is 

drawn between Denmark and India. The media of the culture can in the same way influence 

the subjects in given situations. The more powerful the media the more the subjects will be 

influenced by the opinions which will influence the answers and therefore the results. 
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The subjects are thereby largely influenced by several factors, which influence their 

interpretation of the world and the truth. The scientific approach will then also be an 

interpretation of truth and not the complete version. 

Validation of Data 

Gathering the correct data is critical to academic reasoning. Sometimes however data can be 

limited, hard or impossible to obtain. Throughout the thesis there have been times where the 

limited data foundation has needed to cover the basis for academic argument and reasoning. 

Through this a comes a higher level of scrutiny when it comes to the analysis and conclusions 

based on these data which in turn leads to a higher deviation from results obtained.  An 

example of this is the measurement of TV-viewers for the Golden Cup races; the hard data 

obtained to this were ratings from Danish Tv2 Sport and the rest were estimates from 

industry experts. This leaves a high level of uncertainty of how many actual viewers there are 

for the program and as such will create a higher deviation in the results of the analysis. 

Furthermore there is information which is not available to the author and as such the author 

can not use this data in academic reasoning. In the case study of NKI Racing Arena Aalborg 

the stakeholders responsible were not willing to divulge actual worth of sponsorship rights 

and as such the academic reasoning related to this is weakened and the deviation from the 

findings in the thesis to the actual truth can deviate.  

Other data, such as the measurement of sponsorship exposure on TV are however very 

reliable with a sample of 7-8% of the entire season having been measured and used as a basis 

for the calculations and through that the data found here becomes very strong and reliable. 

In general it must be acknowledged that at times the author has had limited data available and 

therefore had to make estimates based on the knowledge obtained. This makes up for the data 

that is lacking but is not as strong as hard data and should therefore be regarded as such. It 

should also be noted that the deviation from thesis findings to the actual truth can be 

significant in some instances. 

Structure  

The thesis is built on 3 steps with these being the description, analysis and discussion. In the 

first chapter the problem and market is introduced to the reader and the problem area is 
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outlined and defined along with the delimitations of this thesis. It also explains the scientific 

methodology used in the thesis. 

After this the market/sport the paper revolves around is thoroughly described and a short 

stakeholder analysis is presented to show what is what within the sport and where the power 

presents itself. This is then presented in a table where all stakeholders get a numerical value 

according to their power. The thesis moves on to describe the betting industry and how the 

sport is completely reliant on the income generated through betting and discusses the current 

problems of the having Danske Spil as the owner of the betting company when there is a 

clear conflict of interests. The chapter introduces the concepts of sponsorship and described 

theory related to the concept and furthermore explores the current situation in the Danish 

sponsorship market. Lastly the sponsorship situation for the Golden Cup is examined and 

explained. 

The next chapter seeks to analyze the potential for sponsorship for Golden Cup. Firstly a list 

of areas where sponsorships can be made and exposure gained is listed and described. After 

this the thesis presents and calculates the actual worth of commercial boards for Golden Cup. 

This is presented by first calculating with the price charged by Charlottenlund Racetrack to 

see how much value a sponsor gets for the current price and later, calculations to determine 

how much the commercial boards should be worth are completed. The placement and 

calculation for an alternative commercial board is also presented. 

From here the thesis moves on to analyze the possibilities open to Golden Cup and in what 

way the sponsorship efforts should be focused. In here is presented academic research that 

proves how and if sponsorship is a beneficial business decision and how sponsorship 

generates business performance. 

From here, a name sponsorship of Charlottenlund Racetrack is discussed on background of a 

case study of the racetrack in the Danish city Aalborg, NKI Racing Arena Aalborg. 

Subsequently the thesis touches on the strategic fits for sponsorship and the fit for 

horseracing and then presents companies that are possible candidates for a main sponsorship 

and divides them into groups.  

Hereafter theory about small companies as sponsors are presented and discussed with regards 

to Danish horseracing and whether or not a small company can be a good sponsor in the 
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current market environment. Lastly the chapter discusses partnership marketing and the 

benefits of using it. 

In the penultimate chapter a sponsorship plan is outlined with DFDS Seaways as the case 

company. The marketing plan outlines objectives and target audiences for the sponsorship, it 

describes how the sponsorship should gain exposure and how DFDS Seaways should work 

with sponsorship activation to get maximum utility of the sponsorship. The four P’s for 

DFDS Seaways is shown in regard to the sponsorship and ideas for partnership marketing are 

also presented. Finally the Six-Step effects model is presented and used to show the steps the 

sponsorship has to live through to be a beneficial marketing tool. 

Before the concluding remarks the author presents areas he sees as areas where HFF should 

try to change the sport and develop it further to create more consumer interest. This details 

making the sport more profitable and areas such as the current use of the TV-transmissions 

and the lack of excitement and production value, online options for betting and watching the 

sport, building a European tournament for horseracing and the role Danske spil is playing in 

the sport and how the sport should strive to make the betting into an independent company. 

Finally the conclusion is presented along with validation of data gathered in the report and 

areas where future research has to be made. 
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2. The current state of the market 

Describing the sport 

Horseracing in general is a very old sport and dates back approximately more than 2000 

years. In Denmark horseracing is one of the less visible and smaller sports where sports as 

football and handball are much more widely seen. Horseracing as a sport is very much 

relying on betting for revenue. In Denmark there are currently no entry fees for the normal 

sporting events so the majority of the income has to come through people voluntarily 

spending money at the races, for example on betting, food and beverages. The monopoly 

provider of betting on horseraces in Denmark is called Dantoto which is a product group 

under the Danish national betting company Danske Spil. Dantoto was an independent betting 

company up until 2000 where it was taken over by Danske Spil as part of an agreement 

between the sport and the government at the time.  

The size of horseracing is much smaller in Denmark than it is in many of the countries it is 

often compared with on a regional basis. In Scandinavia the sport has a much broader scope 

in Norway and especially in Sweden where everything is higher in volumes (attendance, 

revenue, gambling and media coverage) with a higher level of sports performance, as will be 

shown later in this report. Using the success of neighboring countries can be integral to 

building a stronger regional economy in a given area.  

The average person interested in horseracing in Denmark and who goes to the track on race 

days is typically male and over 50 years old with average to low average income and 

typically places bets in the races ranging from 100 to 500 kroner. This description of the 

average race goer is derived from observations of the author at the tracks and through 

interview with Lars-Åke Martinsson, CEO at Jägersro racetrack in Malmö (Martinsson, 

2011). When comparing trotting to galloping it is evident that in galloping the crowd in 

general is younger with more female spectators present than at trotting events. The general 

age distribution of the crowd for horseracing is a major issue that needs to be looked into 

sooner rather than later. Sport goers have culturally changed and the oldest generation present 

at the racetrack is very loyal and attends more or less at every raceday. The same cannot be 

said for the younger people at the race meets as they attend less frequently and therefore 
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horseracing needs several young fans to replace the revenue gained by just one older fan 

(Martinsson, 2011). 

Involvement in the sport is a major part of how much money the sport earns of every single 

spectator/participator. In Denmark’s national sport of football there are many devoted fans 

that watch every game and have a wide knowledge of their teams. Horseracing has the 

advantage of being easily able to involve the fans in the sport, making  them a front row 

participant and who can actively shape the sport. HFF’s partner Eventforce (2010) describes 

different levels of fandom as the following: The uninterested, Observers, Fans, Devotees. 

These are very general terms that could be typical of any type of sport, however for 

horseracing I would outline the different type of fandoms as being the uninterested, casual 

better, follower, knowledgeable better, fans/devotees, share horse owner, horse owner. 

Of course these different levels of involvement can be mixed and it is possible to own a 

racehorse without having any real affection for the sport. However  when a football fan wants 

ownership in his club he will often buy some shares in it, though not giving him any real 

power in the club not changing his involvement. As a horse owner things can change 

completely because you are no longer cheering for your bet or your favorite. You are 

cheering for your investment to do well. 

Stakeholder Theory 

The intended analysis of the industry as a whole will involve an identification and analysis of 

all stakeholders to and in the Danish horse racing industry. This will be done through the 

theory presented by Mitchell, Agle & Woods (1997) that presents a ranking system of 

stakeholders made up of 3 different attributes: power, legitimacy and urgency which when 

combined ranks the stakeholders importance and identifies which stakeholders have genuine 

influence through the combined measurement “salience”.  

Firstly is stakeholder power. Power is difficult to define or even quantify, but it is quite easy 

to recognize both in individuals and organizations. Power can be defined as: “the probability 

that one actor within a social relationship would be in a position to carry out his own will 

despite resistance” (Mitchell, Agle & Woods, 1997) Power can have various categorizations, 

for example through physical force or restraint, though financial resources or through 

symbolic resources. 
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Power is however one part of the equation and to use the power in a sensible way a 

stakeholder requires legitimacy. A legitimate claim normally comes from a stakeholder where 

there is a general consensus within the society that this stakeholder has a claim for power 

(with or without having it) and thus is empowered by its peers. This is usually done over time 

where a stakeholder shows they use the power they have in a wise and responsible way. For 

example the federation within horseracing will have a legitimate claim for power because 

they are the ones who ‘own’ the league, however if they do not control and exercise their 

power in a fair and responsible way then their legitimacy will dwindle as other stakeholders 

in the industry will no longer accept their claim for power. 

Finally there is urgency which introduces the aspect of time. Urgency exists when two 

conditions are met; firstly when a relationship or claim is of a time-sensitive matter, and 

secondly when the relationship or claim is important or critical to the stakeholder. (Mitchell, 

Agle & Woods, 1997) Matters for stakeholders can have different levels of time sensitivity 

and therefore some matters must be put before others when deciding which to attend to first 

and foremost to keep stakeholders happy. Stakeholders with more power and legitimacy may 

not have time sensitive matters at hand and can therefore be more content at waiting to stake 

their claim even if they have a better claim than others. Urgency makes the model more 

dynamic as urgency matters will change over time, even more so than power and legitimacy 

matters. 

Stakeholder salience is derived from combining these 3 attributes (Power, Legitimacy & 

Urgency) and gives numerical measurement of how much merit company management 

should give to stakeholder claims.  In this way it will be easier for management to maneuver 

the field of endless stakeholders who all think they have real claim for the attention of 

management to their needs. 

Stakeholders for horse racing in Denmark 

Understanding the composition of stakeholders for the industry will help to understand how it 

operates and why it operates as it does. As in any industry there are conflicts of interests and 

stakeholders that have power and stakeholders with urgent matters. This section will try to 

give an overview of how these work and which are most important and what their objectives 

are. 
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Hestesportens Finansierings Fond 

The leading body in Danish Horseracing. They allocate the funds from the Ministry of 

Culture to the tracks and are in charge of the sport on a strategic level and would therefore 

also be the body negotiating new sponsorship deals for Danish horseracing 

Danske Spil 

Are the monopoly supplier for betting on horseracing and are therefore a very close 

collaborator for the sport. Without the income generated for the sport through the betting 

pools the sport would most likely not exist as anything other than an amateur sport. 

There could be speculation into whether or not it is in Danske Spil’s interest to promote 

betting on horseraces. The betting pools in horseraces are the type of sports betting with the 

highest percentage payout compared to any other sport with income from horseracing to be 

paid back to the sport through the betting funds. Furthermore Danske Spil has Lotto- the 

Danish national lottery which is a competitor to horse racing due to the nature of the game. 

Both work as betting pools, meaning there is a chance to win it all; getting the jackpot. The 

problem for horseracing is that Lotto is more profitable for Danske Spil. It has a minimum 

payout of 45% whereas horseracing has a payout of 73%. The income generated from lotto is 

not earmarked for any particular purpose as it is with horseracing. Therefore as it is Danske 

Spil who are responsible for promoting the games on horseracing there is speculation that 

they would rather have Lotto gain more income than racing. This problem is not present in 

either Sweden or Norway as Swedish ATG and Norwegian RiksToto are both 100% focused 

on horseraces and in that way have no conflict of interest. 

Other betting companies 

The government sanctioned monopoly Danske Spil has on the horseraces makes it illegal for 

other betting companies to offer horseraces as a betting opportunity. This option however, is 

vital for the survival of the sport as you could not expect the same economic return to the 

sport from the other betting suppliers. From a sponsorship perspective however this is a bad 

implication as some of the most lucrative sports sponsorships in other sport disciplines come 

from betting companies. However as no company other than Danske Spil are allowed to offer 

these races there is no incentive or fit between horseraces and other bookmakers. Through 

this the sport loses out on potentially very big clients. It has been seen with many other sports 

that the main sponsors are betting companies who through activation of their sponsorship can 
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promote their games live on air. This is evident with the world series of FIM Speedway now 

airing on Danish channel 3+ with Bet24 as the sponsor showing winner odds prior to each 

race to promote further betting. 

Ministry of Culture 

The ministry is the gatekeeper of the funds allocated through the income of the gambling at 

Danske Spil. Under the current contract the ministry is allocated 66.44% (Danske Spil, 2010, 

Appendix B) of the entire funds from Danske Spil and of this horseracing is allocated 8.2%. 

In 2010 this is budgeted to be 76 mill. DKK plus 16 mill. provision for the betting on the 

tracks adding up to 95 mill DKK. In the budget for the horseracing it is only expected to 

produce a profit of 45 mill. DKK and therefore under the current contract Danish horseracing 

is paid far more than it actually earns. The contract is up for renegotiation in 2015 and if 

these numbers fail to improve then the industry may incur serious cutbacks which could have 

fatal consequences for the sport. 

Government (Legal, Breeding, Betting etc.) 

Government legislation holds a significant power over the horse racing industry. Legislation 

has to be considered in relation to both betting and the breeding of the animals. It is difficult 

for a horse breeder to remain profitable as legislation does not provide ample tax benefits for 

breeders as is seen with this sport in other countries. As you cannot be a categorized as a 

professional horse breeder in the eyes of the legislation this means you cannot deduct 

expenses (F3 Media Group, 2008) and this increases costs for the breeders and lowers 

competitiveness for Danish horses internationally. Betting is also highly regulated and as 

outlined previously there is a legalized monopoly on horserace betting. It therefore remains to 

be seen what  the effects of liberalization would be on the industry. 

Hestesportens Medie Selskab 

Hestesportens Medie Selskab (The horse racing media company) is responsible for all 

outgoing communication and therefore interacts with most of the other stakeholders in the 

organization.  

The Tracks (Local vs. Central leading) 

HFF is the central leading organization which is responsible of improving and promoting the 

entire sport. The tracks are independent entities which are in a state of competition with one 

another similarly to football clubs, however not fiercely driven by this. HFF have introduced 
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the biggest tracks as focus tracks that are subsidized more, thus taking money from the 

smaller tracks. This might create some kind of animosity from the smaller tracks who are hit 

on their livelihood in exchange for the higher quality of other tracks. 

The active, trainers/jockeys 

As racing is a sport with relatively few active jockeys and trainers they as stakeholders gain a 

high negotiating power as there are limited other jockeys/horses to consider when promoting 

a race. 

Volunteers 

Volunteers are passionate about their sport and provide a lot of free labour as it can combine 

fulfillment of their social needs with a love of the sport. The volunteers are happy amateurs 

but it is important that they are satisfied and continue to work and participate. They function 

as both free labour but also enthusiastic ambassadors for the sport. 

Corporate Partners 

There is a fairly low participation from corporate sponsors at present. At the biggest racetrack 

in Denmark, Charlottenlund, the advertising at the finish line is not sold and there are no 

mentionable event sponsors for the Golden cup races. When more partners show interest it 

will be important for the sport to show them results for their efforts and make sure that they 

use their strengths such as hospitality, to their fullest. This means that corporate sponsors are 

not necessary for the survival of the sport in the short term but may be essential in the long 

term. When a comparison is drawn for instance with cycling where the sponsors provide 

almost all of the income for the sport, then corporate partners are not as definitive in 

horseracing.  

Spectators/Fans/Players 

Spectators and fans are important to any sporting industry. Fans are the end users of sports 

products, are the ones who consume sports goods, play on the races and consume food and 

beverages of various kinds at the events.  Without this stakeholder group sport would not 

exist because these are the people the sport caters to. Most importantly, the players/gamblers 

of this stakeholder group are contributing highly to the sport through gambling. 
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Horse owners 

The horse owner’s claim over the sport is very legitimate. It is their livelihood to race their 

horses and they have high demands for prize money, race days, stables, track condition and 

other factors.  

Partners in televising 

Currently the Golden Cup is televised on Danish cable tv (TV2 Sport), Free to air online 

media, in play kiosks and Pit-Stop bars around the country,televised to Sweden and Norway 

in Sportsbars and kiosks, as well as online. Television plays a very big part in the sport and 

the exposure of it. Horseracing is ultimately not one of the most watched sports in Denmark. 

This gives the television partners a sizeable claim over horseracing in Denmark since it can 

be said that the sport needs the tv more than the tv needs the sport, in terms of gaining more 

exposure in the general population. 

Foreign organizations (Trav Og Galopp, Norway and ATG, Sweden) 

The horseracing industry in both Sweden and Norway has over recent performed better than 

Danish horseracing in terms of interest, betting, television and profitability. These markets 

are are regionally close to Denmark and particularly with betting we see that people from 

these countries are interested in betting on the Danish races and that the industries are closely 

connected. Working together with these organizations and using their expertise could help 

boost the Danish industry, both through more foreign investment in Danish races, but also 

through demonstrating the potential that the racing industry has to the Danes.  

Table 2: The most important Stakeholders for the horse racing industry in Denmark 

measured in stakeholder salience   

Values are 1-5 with 1 being the lowest and 5 being the highest. These are combined for a 

score of max 15 for stakeholder salience. 

Stakeholders Power Legitimacy Urgency Salience Stakeholder objectives 

HFF 5 5 5 15 

Definitive 

Balancing funds throughout 

the sport; Design, control 

and develop the sport 

Danske Spil 4 5 5 14 

Definitive 

Income from sportsbetting 

Other betting 

companies 

3 1 4 8 

Dangerous 

Rights to offer gambling on 

Danish horseracing 
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Ministry of 

Culture 

4 5 2 11 

Dominant 

Decides on the funds from 

Danske Spil and how much 

goes to Danish horseracing 

Government 3 3 2 8 

Important 

Legislation for safe 

competition and sport 

structure 

HMS 3 4 3 10 

Important 

Controls flow of information 

internally and externally for 

the sport 

The Tracks 3 5 5 13 

Dangerous 

Seeks maximum support 

from HFF and autonomy for 

management 

Actives 2 4 4 10 

Dangerous 

Want best possible 

environment to perform in 

their sport 

Volunteers 1 2 2 5 

Unimportant 

Madly in love with the sport 

and works for free, 

important to keep them 

happy 

Corporate 

Partners 

2 4 5 11 

Dangerous 

Seeks to fulfill marketing 

objectives and sponsorships 

are  a part of this 

Spectators/ 

fans/players 

2 1 4 7 

Discretionary 

Want a beautiful sport, 

excitement and the chance to 

win the big money 

Horse 

Owners 

3 3 2 8 

Important 

Seeks highest profit possible 

on their investment and good 

conditions for racing 

Foreign 

organizations 

2 2 3 7 

Important 

Would most likely benefit 

from a strong Danish 

market, but not at any cost 

 

Exploring the betting market in Scandinavia 

Sportsbetting comes in three major forms: wagering, bookmaking and betting pools (Beech & 

Chadwick, 2004).  

Wagering is the oldest and simplest form where a wager is made by two parties on the 

outcome of a sporting event. This could be the outcome of a match and also smaller things 

such as who scores the next goal or any other easily measurably event. In bookmaking the 

punter bets against the bookmaker at a price (odds) set by the bookmaker. The price (return 
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on the bet) will be set accordingly to the possibility of the bet coming true. Meaning the 

lower chance of something happening the more the bookmaker will pay out if the punter 

wins. This means the bookmaker takes all kinds of bets and will normally have bets for 

opposite outcomes in ‘the book’. Whether or not a bookmaker makes a profit on an event will 

then be decided on the distribution of the bets and at what odds they are taken. 

The last type of sports betting is the betting pool which is how Dantoto operates the 

horseraces. In the betting pool all bets on a specific race are pooled into one pot. Punters buy 

stakes in their bets and are then added to the pot. In pool betting there is no predetermined 

payout however the payout is decided by how many stakes were right and how many were 

wrong. For example if there are one hundred stakes in a betting pool and twenty of these end 

up winning the  full pool of one hundred will be divided to those twenty meaning a payout of 

five on each stake. If only one stake had won then it would have taken the jackpot and gotten 

the entire betting pool. The betting pools combine odds, betting and lottery in a self-

regulating way. In a horserace there are favorites and outsiders but also horses that do not 

stand a chance of winning. When the bets come in there are naturally more bets on the 

favorites than on the outsiders and the result will be that the calculated possible winnings are 

quite equal to the odds that you would find with a bookmaker and the payout will reflect 

those odds, however if a horse standing no chance ends up winning then the person who bet 

on it might end up winning the whole pool. Winning the jackpot in horseracing does very 

rarely happen on one race. Where it can happen is in a series of races, normally 5 to 7 where 

the punters bet on the outcome of all races on one stake and then has to get all of the winners 

right. Here the payout must be expected to be very high since normally very few get all races 

right and there is the chance of a very small bet winning the entire pool. In pool betting there 

is no risk for the betting intermediate since it is punters playing against other punters. The 

betting provider will simply take a commission of the pool. This means the income from the 

betting pool does not affect how the betting is distributed but simply how much money is put 

into the pools. 

Understanding why gambling is such a huge part of the sport it is important in order to 

understand that all other sports cease to function at a professional level without income from 

gambling. The Danish horseracing industry is highly dependent on the 95 million they get in 

through Tipsmidlerne which comes from the gambling on the races. As touched upon in the 
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introduction, improving the economy and gambling turnover is of the essence because the 

contract with the government is due to be revised and as stated in the introduction: the sport 

generates 45 million DKK but received 76 million. When the contract gets renewed they will 

most likely lose those 30 million monies received, thus leaving the sport in a major financial 

crisis. Finding a solution that will stabilize economic figures both in terms of increasing 

betting and commercial income should help the sport in a situation where their budget has the 

potential to be significantly cut.  

Table 3: Dantoto budget for 2010 (in '000.000 DKK) 

Turnover 560 

Prizes to the players -409 

Gross 151 

Commission – Tracks -16 

Commission – Dealers -24 

Statetax, 11% of Gross -16 

Commission - ATG, 4% of Sweden turnover -15 

Dantoto - Gambling income 80 

Marketing:   

Distribution of materials to dealers -3 

Marketing -5 

Production of Racing Live -20 

Dantoto - Net income 52 

Toteoperations and other costs -7 

Dantoto income before administration 45 

 

In table 4 key figures from the betting industry in Denmark, Norway and Sweden are shown. 

Detailed overview can be found in appendix A. 

Betting on Danish horseraces had a turnover of 565 million DKK in 2009 at Dantoto. With 

the index year being 2005 this puts 2009 in index 120 and falling drastically from the year 

before at 141. The general trend however has been a high growth in the recent past and the 

development looks healthy, not considering the major drop in the last given year. On average 

the Danes spends 102 DKK a year on horseracing and compared to the national lottery it is 

worth 16% of the turnover the lottery produces. Comparison to the lottery is important as it is 

a big competitor for the betting on horseraces and  it also works like a betting pool- a chance 

for the jackpot if you are the only one with a winning ticket. 
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Figure 1 Betting income in Scandinavia (In DKK) 

 

To understand the volume of these numbers the comparison to Sweden and Norway is 

important. In Sweden the turnover for ATG was 10.5 billion DKK; around 19 times higher 

than the Danish turnover. In the index numbers it is evident that the turnover is not evolving 

and has a low but steady increase every year. It is however incredible to see that ATG 

experienced high growth in 2009 whereas Denmark had a marked declined, most likely 

because of the global financial crisis even though it cannot be said for certain without further 

data to consider. In Sweden during this period it is interesting to note that expenditure 

increased amongst consumers. On average the Swedes spend 1130 DKK per year on 

horseracing which is more than 11 times more than what the Danish population spends. It 

also has a significantly higher impact on the country’s GDP - 12 times as much as Denmark. 

Furthermore horseracing is outcompeting the national lottery in Sweden to the extent that it 

fails to register as a competitor to profits; the variation of income i is that horseracing 

produces 440% of  recorded turnover when compared to the national lottery, meaning it is 

more than 4 times as big as the lottery. 
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Figure 2 Average Betting Expenditure in Scandinavia (in DKK) 

 

Norway has a turnover of 3.5 billion DKK on horseracing and real growth with 2009 at index 

130 compared to 2005 with a small decline in 2009, this being minimal in comparison to 

Denmark.. On average the Norwegians spend 721 DKK per person which is 7 times as much 

as what the Danes spend. Furthermore betting on horseraces have around 4.5 times more 

impact on GDP in Norway than in Denmark. Details can be found in appendix C.  
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Table 4: Key figures for betting in Scandinavia (See appendix C) 

Denmark 2009 2008 2007 2006 2005

Revenue from betting '000 In DKK 565,509 661,896 636,116 538,193 469,384

Index 120 141 136 115 100

Horseracings worth as percentage of national lottery 16% 17% 16% 13% 13%

Betting per person 102.61 120.87 116.78 99.17 86.75

Betting/GDP promille 0.0034 0.0038 0.0038 0.0033 0.0030

Sweden

Revenue from betting '000 In DKK 10,562,344 9,966,690 9,880,776 9,388,852 9,147,677

Index 115 109 108 103 100

Horseracings worth as percentage of national lottery 440% 450% 469% 480% 487%

Betting per person 1130.79 1076.74 1075.99 1030.24 1011.04

Betting/GDP promille 0.0411 0.0374 0.0380 0.0383 0.0397

Norway

Revenue from betting '000 in DKK 3,464,775 3,546,018 3,023,195 2,657,124 2,658,080

Index 130 133 114 100 100

Horseracings worth as percentage of national lottery 66% 73% 58% 54% 58%

Betting per person 721.94 748.55 645.83 572.63 577.05

Betting/GDP promille 0.0152 0.0147 0.0139 0.0129 0.0143

Betting per person Sweden over Denmark 1102% 891% 921% 1039% 1166%

Betting per person Norway over Denmark 704% 619% 553% 577% 665%

Impact on GDP Sweden over Denmark 1203% 983% 1012% 1161% 1306%

Impact on GDP Norway over Denmark 446% 388% 371% 390% 471%  

Part conclusion 

Accordingly it is fairly easy to conclude that Denmark is far behind in terms of volume 

compared to the other Scandinavian countries, especially Sweden. The growth rates however 

seem to indicate that there is room for improvement in Denmark but that the industry in 

Denmark is much more at risk when it comes to the general economic conjectures in the 

economy, than in Sweden and Norway. On a further note it seems that out of the three 

countries the Danish betting is the only one to have suffered during the financial crisis; it had 

an unprecedented fall in turnover and the impact on GDP also fell. In Sweden turnover rose 

impressively the same year and the impact on GDP increased significantly, whilst Norway 

experienced a small decline in turnover but an increasing impact on GDP. The Danish racing 

industry furthermore looks to come under pressure soon when they have to renegotiate 

contracts regarding Tipsmidlerne and the 30 million DKK they are receiving above the actual 

betting income. 

Exploring sponsoring 

This report is mainly focused on outlining, exploring and exploiting sponsorship possibilities. 

This section will try to give insights to the academic theory surrounding sports sponsorship, 
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the sponsorship market in Denmark in general and the current situation and possibilities for 

the Danish horseracing industry. 

Definitions 

A sponsorship is defined by Otker (1988) as: ‘Buying and exploiting an association with an 

event, team etc. for specific marketing purposes.’ And as Meenaghan (1991b) ‘an investment 

in cash or kind, in an activity, in return for access to the exploitable commercial potential 

associated with that activity’. Tripodi (2001) gives us the following definition:  “The 

provision of assistance by a commercial organisation (sponsor), in cash or kind, to a sports 

property (sponsee), in exchange for the rights to be associated with that sports property for 

the purpose of gaining commercial and economic advantage.” 

What these definitions have in common is that the sponsor buys permission to associate 

themselves with something for a commercial advantage. But what is this advantage really? Is 

sponsorship just another form of advertisement trying to reach a specific group of people? 

Yes and no. Sponsorship reaches a very specific segment which all has interest in the sporting 

event, team, organization etc. that the sponsor is represented through. For this reason it can be 

argued that sponsorship is advertising targeted for a segment with one common trait 

(interested in the sport/club/athlete/event (hence referred to as ‘sports property’) the sponsor 

is associated with). What normal advertising however fails to achieve is creating a ‘feel good’ 

value from that which is being purchased. . It is extremely hard to change the public’s 

perception of your brand or company through normal advertising since people know exactly 

what it is and what you are trying to achieve through normal advertising. However, with 

sponsorship what can happen is that some of the image that the subject has toward the 

sponsee may be projected onto the sponsor. Buying a sponsorship therefore contributes with 

elements that are very valuable and that you would never be able to achieve through 

traditional advertising, such as: Credibility, Imitation, Image transference, Bonding, 

Retention. 

Sponsorship objectives 

For a sponsor it is important to outline very specifically what the objectives for a sponsorship 

are. To measure the effectiveness of a sponsorship you need to know what you are measuring 

as not all marketing activities need to ensure more sales and more profit. Sponsorship 

objectives can be divided into 2 categories: Corporation-related objectives and Product/Brand 
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related objectives (Tripodi, 2001). Sponsorships generally tend to be focusing on improving 

the image and awareness of the sponsor (Tripodi, 2001),(Jeppesen, 2006), but as shown here 

there can be many objectives for a sponsorship: 

Table 5: Sponsorship objectives 

A. Corporation-related Objectives B. Product/Brand-related Objectives 

1. Increase Public Awareness of the 1. Increase Target Market Awareness; 

    Company and its Services; 2. Identify/Build Image within Target 

2. Enhance Company Image;     Market (Positioning); 

3. Alter Public Perception; 3. Increase Sales and Market Share; and 

4. Increase Community Involvement; 4. Block/Pre-empt Competition. 

5. Build Business/Trade Relations and  

    Goodwill; and  

6. Enhance Staff/Employees’ Relations  

    and Motivation. (Tripodi, 2001) 

In general the corporation-related objectives focus on public awareness and perception of the 

company along with using a sponsorship for hospitality for business relations whilst the 

product/brand-related objectives are closer to traditional advertising purposes. Objectives for 

sponsorship should include: 1. Directional marketing variable, 2. Specified target audience, 3. 

Time period, 4. Measurable quantity. Setting up objectives like this is imperative for 

evaluating whether or not the sponsorship gives the expected payout and whether or not to 

continue the sponsorship when a contract is up. If the sponsor does not measure the effect of 

the sponsorship then there will be no proof of whether or not it is working and as such,  

sponsorship will most likely be the first thing to be dismissed if a company needs to cut costs. 

A sponsorship audience is not entirely focused on customers and getting new customers. 

Crowley (1991) proposes 8 different audiences a sponsorship can have and which serves 

different purposes: 

1. Existing customers; 

2. Potential customers; 

3. Suppliers; 

4. Workforce; 

5. General public; 

6. Local community; 

7. Business community/key decision makers; and 

8. Shareholders. 
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These different audiences illustrate how diverse a sponsorship is and what it can do for a 

company if it is managed correctly. First and foremost a sponsorship is a commercial vehicle 

used to create a common identity for the organization which uses the sponsee as a figurehead 

of what the organizations values and goals are. Alternatively it can also be used for the 

business community with hospitality packages as settings for business meetings and the like. 

Activation 

Using and utilizing a sponsorship is the key to making it work. Using activation of the 

sponsorship is key to getting maximum output from it.  Activation is treating the sponsorship 

as a part of the entire marketing strategy and using it as part of the advertising and the general 

communication tools. Many marketeers see sponsorship as a part of advertising and treat it as 

such and therefore do not get full utilization from it. A sponsorship needs to be 

communicated and leveraged with extra marketing around it otherwise it is just a brand name 

on a t-shirt or a logo on a piece of wood and in no way a complete message (Cornwell, 2008). 

In Denmark around 1/3 of resources spent on sponsorships are investment into activation of 

sponsorships where 2/3 of the incurred cost is sponsor fees (Jeppesen, 2006)  

In this it is also important to understand that marketeers have less control over sponsorship 

messages than advertising messages (Tripodi, 2001). This is due to the combination of two 

organizations where the sponsor ‘piggy backs’ on the sponsee and their values, beliefs and 

trademarks. Whatever happens to the sponsee can affect the sponsor immensely and produce 

messages very far from what the sponsor is trying to convey, examples being the doping 

problematic in professional cycling, a sport which ironically is completely dependent on 

sponsors. But mixed signals can also happen through something completely unrelated to the 

sport achievements the sponsee achives. Tiger Woods had a series of complicated affairs with 

prostitutes which led to a lot of turmoil for him where he left golf for a time and his sponsor 

value deteriorated drastically. This had a hugely unexpected outcome for the sponsor Nike 

which uses the phrase ‘Just Do It’ and thus the ridicule resulted in a completely different 

perception of the sponsor message..  

What is important to understand about sponsorships is that companies realize that brands 

need to tell a story to attract audiences (Hester et al., 2009). Furthermore Integrated 

Marketing Communications have become more and more popular during the years and 

currently it is not enough for an organization to simply post a few commercials here and 
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there; all marketing communications have to be coordinated and integrated to make sure the 

brand is built the most effectively and that there are no stray messages coming across to an 

audience. Here sponsorships can play a big part as they can reach straight across your 

organization and give it an identity to follow. This is important as brand identity both 

internally and externally cannot always be easy to grow and control. 

The Danish Sports sponsorship market 

Sponsorship expenditure is growing in Denmark. We have seen a steady upward trend in 

expenditure since the early 2000’s only interrupted by not insignificant fall in 2009 most 

likely due to the worldwide financial crisis. Thus the expenditure on sports sponsorship was 

1,196 million DKK in 2010 which was an increase of 8,3% from 2009 but still lower than the 

record year 2008 (Børsen, 2011). 

Sport sponsorship amounts for 16% of the entire commercial market and it has seen a steady 

increase in recent years. In 2005 sport sponsorships was worth 13%. During the financial 

crisis sponsorship expenditure dropped more than the entire commercial market but has also 

recovered faster and is now at a higher percentage than seen in recent years (Børsen, 2011). 

This most likely means that sponsorships are more affected by general conjectures in the 

economy than other marketing activities. Following this rationale, once confidence returns to 

the financial markets so too will sponsors return to sponsorship strategies. 

Figure 3: Source: (Jeppesen, 2006) 
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The financial crisis has helped to dissolve many so called ‘CEO sponsorships’ which are 

unserious business relations as  these sponsorship deals are only in place because the CEO 

likes a specific sport or club (Børsen, 2011).  

In the Danish market sponsorships are primarily used to enhance the company’s image (as 

shown in the chart). There are however many uses of a sponsorship and most often 

companies use sponsorships to address several objectives.  

In general the Danish market for sports sponsorships exhibits considerable potential.  There 

has been steady growth over a long period of time and with the emergence of new media, 

particularly social sites, sponsorship can use this to access new segments in new ways. 

Golden Cup Sponsorship status 

This report strives to understand what Golden Cup brings to the table to potential sponsors. 

To understand this we need to understand what Golden Cup is and how it fits in with the 

sport in Denmark in general. 

Golden Cup is the weekly race which is staged at Charlottenlund Racetrack (Lunden) every 

Wednesday. Lunden is the racetrack with the highest turnover in Denmark. There are 

currently  8 racetracks in Denmark which have trotting races and in 2008 the entire gambling 

turnover on the tracks was 67 million DKK. Lundens turnover amounts to 26 million which 

makes their part of the entire turnover amount to 39%. The second largest racetrack is in 

Århus which has 12% of the entire turnover (See appendix C for details). Furthermore 

Lunden has 47 racedays per year (2010) whereas the others on average stage 30. This makes 

Lunden by far the biggest racetrack in Denmark. Golden Cup is the normal race day which 

occurs every week. It can in some ways be compared to a normal sports league that has 

weekly competitions leading up to a final. The jockeys compete to be the monthly winner and 

all monthly winners meet in the final in December for the Golden Cup where the winner of 

that final race will win a Gold Bar worth 250.000 DKK. 

The Golden Cup races are run every Wednesday afternoon and are televised live from 16.00 

to 17.30 on Danish channel TV2Sport and are also broadcasted in neighboring countries 

Sweden and Norway. Golden Cup has approximately 22.000 viewers every week. 

What HFF and Lunden can benefit from in terms of sponsorship contact are currently the 

commercials on the track. There are commercials boards around the sides of the track (around 
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the corner leading up to the finish and commercial boards at the finish and at the control 

tower. Furthermore they put sponsor names in the programmes. Currently the commercial 

boards are offered at 37.500 DKK VAT not included. For this Lunden promises a minimum 

of 30 seconds of airtime every race day and to print company name and logo in the 

programme. Here is a list of current offerings: 

Commercial boards in corner: 24 of 3*4 metres sold at 35.000 DKK per board per year 

Commercial boards at finishline: 12 rolling commercials. Shows 4 at the time. 37.500 DKK 

per one per year. (But have never been sold out) 

Race sponsorship: 5.000 DKK per race 

These will get exposure on TV over 47 race days per year. Furthermore there are 7 race days 

in weekends which are not televised and there are also the larger events, the Copenhagen Cup 

and the Derby. 

For the Golden Cup races it is ideal for Lunden and HFF to get a sponsor with business 

related to all the Scandinavian countries and not just to Denmark. This is simply because 

there is a larger fanbase in Scandinavia than what Denmark can muster and therefore 

sponsorship worth will be much higher for a strong Scandinavian business other than just a 

Danish one.  

Just recently Lunden signed a contract with DFDS Seaways to become the lead sponsor of 

the Danish trotting Derby weekend and this contract is intended to be used for activation 

purposes. DFDS Seaways is a strong Nordic brand with a very clear connection between the 

Nordic countries (Ferry transport and cruises) and are planning to use the sponsorship for 

activation through for example, competitions at the track on race day and also for developing 

sports packages for Danes to go to the other Nordic countries for trotting and horseracing and 

vice versa. Through the sponsorship they are planning to market new products specifically 

marketed to the fans and spectators of trotting. 
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3. Sponsorship Analysis 

This chapter aims to outline, analyse and calculate sponsorship potential both in terms of 

what Golden Cup is worth to the industry in sponsor fees and what the sport can help a 

sponsor achieve in terms of sponsorship objectives. 

Golden Cup Sponsorship potential 

In the section called ‘Golden Cup Sponsorship status’ it is outlined what Lunden and HFF are 

currently doing with commercial and sponsorship activity related to Golden Cup. 

The track and organization can control the appearance of all sponsorship activities on the 

track and around the facility, such as in the studio etc. What they do not possess however are 

ownership rights over what sponsors the jockeys/horseowners/horses wear, as these are 

independent from the racetrack. Furthermore HFF will not have any rights for commercials 

on TV. Here the author will compile a series of places, objects and  where it will be possible 

to programme commercial content: 

Track Sponsor 

Charlottenlund Racetrack is an old institution and a landmark in Denmark, is well placed in 

an affluent neighbourhood. It has a lot of activity occurring with 47 race days per year along 

with other activites on the grounds such as events, private parties and the fully functioning 

restaurant. Selling the name of the track/stadium would be possible.  

Event name sponsor 

The possibility of calling Golden Cup something else than Golden cup is definitely a 

possibility. Simply naming it after a company or a brand with ‘Cup’ after it is possible. This 

has been common practice in many sports for a quite some time now. The name sponsor for 

the event would most likely also have to be the main sponsor for Golden Cup. 

Prize sponsor 

The main prize of 250.000 DKK worth of gold is unsponsored. Bringing in a sponsor for the 

prize would be a possibility. The sponsor will be mentioned every time there is talk of the 

prize and in the magazines and webpages where the Cup is explained. 
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Gambling Sponsor 

A gambling sponsor would figure as a sponsor everytime there is anything on screen about 

the odds, pools, bets etc. The most obvious is  of course  to have Danske Spil as the gambling 

sponsor, however  it would be possible to get another sponsor,. The sponsor would for 

example through this arrangement also be able to sponsor ‘bet of the day’ and perhaps 

finance an expert/celebrity betting pool where the winnings go to some kind of charity. In this 

scenario you would have the sponsor be mentioned when there was talk and graphics about 

the proceedings and the experts would be in competition with each other and the final 

winnings would then be doubled by the sponsor. 

Graphics Sponsor 

A graphics sponsor would be visible every time some kind of graphic is put on screen, or 

during a replay. This would fit best if it was the same sponsor as the event name sponsor and 

in that way it would be a specific logo or something made for the particular event that 

incorporates the name of the brand with the sport. 

Race Sponsor 

On a race day there are normally 10 races. These races are normally called race 1-10 in 

Denmark. In Sweden most of these races are called after a sponsor. For example The Danske 

Bank race. If a sponsor sponsors one of the races they are sure to get their name mentioned in 

the programme and by the presenters/commentators 

Clothing Sponsor 

During the show the studio presenters are quite often on screen as is the case with reporters 

interviewing jockeys. Making the presenters wear a sponsored clothing brand or shirts with a 

brand name or logo on them would also be possible. 

Commercial board in the studio 

Having commercial boards in the studio, if only small and vague would also be a possibility. 

They will have a lot of screen time and therefore be worth more for a sponsor. It can however 

seem quite obvious if this is the case. Another possibility is facing the studio out towards the 

track so sponsors will be on tv also during studio time and it will not seem forced or planned. 
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Technical Sponsor 

A technical sponsor can for example be computers. The presenters in the studio will have 

each their own computer and it will be seen through the entire airing. Companies like Apple 

and Sony uses this frequently to get screen time and to be seen as a trendy brand that is used 

by vertical opinion leaders. 

Commercial space at the racetower and on the racetrack side  

There is unutilized space for boards or banners on the tower at the finishline and on the long 

side at the back. These could also be utilized for commercial activity. 

These different ways of showing sponsorships on air are not supposed to all be utilized at 

once as it could result in looking like the tv broadcast is simply one big commercial instead 

of an actual sports event. But these are some ways in which a sponsor can be incorporated 

into the programming to get their name shown. Most likely these are different ways of 

sponsorship exposure that would be combined for the major sponsors for maximizing 

exposure. 

All of these factors are examples of what HFF can offer a sponsor using a sponsorship as 

advertising. What the organization as a whole must understand however is that making 

standard sponsorship packages for corporate partners to buy into are not really an effective 

business anymore as  they must customize sponsorship offerings to meet the needs of their 

client (Miloch, 2006). What one client will want may not be what another one is looking for. 

One might look into expanding their presence on the Danish market and therefore looks for 

increasing awareness and enhancing their image, however another might be interested in the 

entire Scandinavian market but with the focus of selling products mostly related to trotting. 

These sponsors need completely different different approaches to a sponsorship. Where one 

needs to enhance their image and  may need to show some altruism through charity or the 

likes mediated by the event, another might look more for a possibility of handing out samples 

of their products at the events. In any case offering customized packages with means for 

sponsorship activation will lead to higher recall and recognition (Ibid.) and therefore a more 

effective marketing campaign. Of course not all sponsors can have a large activation scheme 

planned in detail with the organization, but the large ones and the ones where there is a 

possibility for a long and fruitful relationship should be treated as such. Furthermore as 
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Marshall (1993) explains leveraging and activating a sponsorship can be used to add elements 

to a marketing campaign that otherwise would never have been achievable. 

Presented in Figure 3 (previous chapter) are the uses of sponsorships for Danish companies 

and this shows that 58% uses their sponsorships for hospitality, meaning for business 

meetings and the like. Historically the horse racing industry has been very good at hospitality 

and still are today. Furthermore the sport in itself is ideal for a business meeting where it is in 

parts serious and in parts fun; every race is three minutes long and in between every race 

there is approximately 20 minutes break. This means the partners can sit and eat and discuss 

and have natural breaks from these ongoings whenever there is a race on. The sport itself 

presents natural pauses in which there is room for doing other things. It is easy to compare to 

for example football that also boasts of their good hospitality. Football is played 2*45 

minutes with a 15 minute break in the middle. This leaves very little natural time for 

mingling and talking about other things than football. 

Analysing sponsorship exposure and net worth 

This section seeks to describe in detail what Golden Cup offers sponsors in terms of 

sponsorship exposure in the existing channels of sponsorship communication. It will describe 

how sponsorship exposure is valued and calculate the concrete value for commercial boards 

on the track per season. 

To do this this the following fomula will be used (Jørgensen, 2011): 

 

For simplicity the formula is hereafter abbreviated for easier usage and better overview: 

The price for 30 seconds exposure per 1.000 viewers: U (Unit cost) 

Price: P 

Exposure time in minutes: E 

Average viewers: V 

This makes the formula look like this: 
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To use this formula we need to know how many viewers the races has on average. It is 

actually a weighted average viewership which means dividing all the viewers there are on a 

specific broadcast into how many minutes of the broadcast they are watching and then using 

them. This means that if one viewer watches for 30 minutes and the programme is 90 minutes 

long then he would count as a 1/3 of a viewer to the full count. Furthermore the formula 

needs to know the full exposure time for the specific commercial content. The way to find 

this is done by simple sampling. 3 broadcasts have been singled out and there 2 different 

locations on the track are measured for how much time they exactly are on screen and this is 

then combined and multiplied up to a full season. Lastly we need to know how much a 

sponsor is usually willing to pay for 30 seconds of exposure per 1.000 viewers.  

Viewers 

Inherently we look at viewers. Golden Cup is broadcasted live in Denmark, Sweden, Norway, 

Germany and The Netherlands. However the distribution in Germany and Holland is very 

small;  50 Commissions in Germany and 20 Commisions in Holland. By Commisions we 

mean shops and café style sports bars like the Danish Pit Stop1 where there races will be 

broadcasted live on a channel which is not possible to get in a normal home. Because the 

distribution is so insignificant in Germany and The Netherlands they will not be counted in 

the viewership. 

In the calculations there will be 3 different viewerships used as basis for the calculations. 

Firstly there will be only Danish viewership, then Danish and Swedish and finally viewership 

for all three; Denmark, Sweden and Norway. The distribution in Denmark is by far the most 

extensive and the only one which reaches home TV’s. It is broadcasted by Danish TV2 Sport 

which reaches 1.4 million Danish households furthermore it is broadcasted on Canal+ which 

is premium pay tv. Finally Danske Spil distributes it as well; online, available to all that has a 

free online account (Currently 600.000) and at 220 Commissions around the country. 

The average viewership at Tv2 Sport is counted at 3.389 and then through the other 

distribution channels it has been estimated in collaboration with Rolf Laugesen of Danske 

                                                 
1
 http://www.cafepitstop.dk 

http://www.cafepitstop.dk/
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Spil (Laugesen, 2011) to be 1.500 on average. That gives Golden Cup 5.389 viewers on 

average in Denmark. 

In Sweden there is no distribution on household tv channels but ATG has an extensive 

network of web-tv and Commissions. ATG has 30.000 payment subscribers to their Web-tv 

and 2.000 Commissions where it is shown. There is no final count viewership in Sweden but 

Per Carlsson (2011), Head of Production on Kanal 75 estimates that there will on average be 

5 at each commission and 2.000 following online. This makes the estimate for Sweden 

12.000 on average. 

Finally there is the Norwegian distribution which is very similar to that of Sweden, but on a 

smaller scale. Norsk Riks Toto has Web TV and Vidar Steder, the Daily Manager of Equus 

Information and Media estimates that 25% of their online subscribers follow, thus 

amountingto 2.000. Furthermore he expects there to be 5-10 watching at each commission 

which they have 550 of, so between 2.200-4.400. He goes on to conclude that he would 

estimate there to be around 5.000 watching on average. 

See table 6 for the figures and appendix D for detailed overview. 

Table 6: Average Viewers for Golden Cup 2011 

Denmark 5,389 

Sweden 12,000 

Norway 5,000 

Total 22,389 

 

Measuring exposure time 

For sponsors to get their value worth their message has to be displayed when the programme 

is running. In order to get the best possible indication of how much value sponsors get from 

the commercials we need to measure how much airtime every single sponsor gets. To do this 

3 random programmes from this year’s Golden Cup races have been selected; the races are 

from 20th of April, 18th of May and 1st of June, all 2011. Each of these races are 90 minutes 

long and through the whole 270 minutes which will be the sample of the full years 4320 

minutes Golden Cup racing. This means the sample size ends up being 6.25% of the full 

season, I deem this to be a fair sample which will get a correct picture of the exposure gained 

for sponsors, but I will also concede that a larger sample would have made an even better 
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picture, so it can be argued that the real number of exposure minutes can deviate from that 

found from the sample. 

The sample told us that the commercial at the finishline (shown in picture 1) got these 

exposure results (measured in minutes (meaning not counting seconds but 100s of a minute): 

1st race: 1.20 minutes. 2nd race: 1.32 minutes. 3rd race: 1.25 minutes. This gives an average 

exposure time of 1.26 minutes ((1.2+1.32+1.25)/3). To find out the exposure for the whole 

season we multiply it by number of racedays in the season which is 47: 47*1.26= 59.22 

minutes.  

 

The same must be done for the commercial board located in the turn (shown in picture 2): 1st 

race: 1.17 minutes. 2nd race: 0.72 minutes. 3rd race: 0.93 minutes. On average: 0.94 minutes. 

This means that in a full season exposure time will be 44.18 minutes.  

Picture 1. Commercial Board in Turn. Source: Race 1st of June 2011 
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These are the numbers that will be calculated with in the formula but there were some 

uncertainties when checking the exposure times which should be addressed. It seems like in 

general that the sponsors in the start and finish of the turn get more exposure time than in the 

middle where this was measured. Furthermore there was an anomaly in the first race 

regarding the turn where the camera stayed fixed on the advertisement for 20 seconds and 

this did not happen in any other of the races. Usually the commercial gets shown in 2 second 

gaps as the race passes them. Another reason for the sponsor messages not being on air for a 

long periods during the programme is that more than half of the programme is studio reports 

and interview where there are no sponsor messages visible at all. Furthermore of the 4 boards 

at the finish line, the one closest towards it gets more airtime than the other 3 because the 

camera stops and focuses on the finish line of the race. 

The cost for 30 seconds of airtime per 1,000 viewers (unit) 

Because we want to calculate how much a commercial on the track should be worth it means 

that we actually have 2 unknown factors- the price per unit and the full price for a season. 

How this will be calculated for is that these will be done with a range of unit prices and put 

into a table. Through this it is easy to see how much potential sponsors could pay. What also 

influence the unit price are other variables such as weather and visibility. In the calculations it 

is not taken into account how much of the screen an advertisement fills and of course the 

Picture 2 Commercial Board at Finishline. Source: Race 1st of June 2011 
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bigger an advertisement looks and the more visible it is the more it will be worth. There are a 

lot of unknown factors the calculation does not take into account and that are why a table 

with different unit prices will be made to get the best overview of what advertising through 

Golden Cup is worth. 

To understand what the unit cost should be for horseracing it needs to be compared to other 

sports and what amount of income they get for their commercials. In handball and football a 

normal banner commercial will usually have a price of 2-6 DKK for 30 seconds of exposure 

to 1,000 viewers, and if it is sponsorship on jerseys, rotating or LED commercials then it will 

usually be a price around 10-20. In personal valuation of what unit cost commercials in 

horseracing might have the author estimates that 10 DKK in unit cost is around the maximum 

that would be able to be charged. The commercials are generally bigger when shown on TV 

than they are in football and handball and on rare occasions one commercial can fill up more 

or less the entire screen, however none of the commercials are more than just a static 

commercial so therefore they would not get as much attention as an LED commercial would.  

Determining exposure value for current in programme commercials for Golden Cup  

First of all we will try to calculate what the current price is for 30 seconds of exposure per 

1,000 viewers (hence called ‘per unit’) is worth. First we calculate the commercial boards at 

the finish line with all of the different markets: 

Price: 37,500; Viewers: 22,389; Exposure time in minutes: I: 59.22 

 

 

 

And the same is done for the advertising in the turn: 

Price: 35,000; Viewers: 22,389; Exposure time in minutes: I: 44.18 
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As you can see from the table 7 where the calculations are done the contact prices if a 

company only is interested in a Danish client then the current prices are extremely high at 

58.75 and 73.50 DKK for the turn and the finish line. And if a sponsor counts all of 

Scandinavia they still seem to be a very high contact price for only a board commercial. 

Table 7: Current Unit price 

 Finish line Turn 

Denmark DKK 

58.75 

DKK 

73.50 
Denmark & Sweden DKK 

18.21 

DKK 

22.78 
All of Scandinavia DKK 

14.14 

DKK 

17.69 

These figures demonstrate the unit cost Golden Cup is currently charging their sponsors and 

thus the value provided. What must be taken into consideration when buying/selling one of 

these boards is that there is also the Copenhagen Cup and the Derby weekend to consider. 

These are two big events that although are not part of Golden Cup they are still held at 

Charlottenlund Racetrack and they will also get much more exposure for a spectator on the 

track than one who is watching on tv. However what can be determined from these 

calculations is that even though a sponsor is a Scandinavia wide sponsor, these boards are 

still overpriced. 

Calculating actual worth of sponsor advertising at Lunden 

In the previous calculations the unknown factor was the unit price. In calculating actual worth 

of the advertising the unknown will be the season price and the variables will be average 

viewers; so as to get different contact prices for the different target country groups: Denmark, 

Denmark & Sweden, and all of Scandinavia. The other variable will be the unit price so as to 

have something to negotiate from. Knowing what the contact price is for a specific amount 

will put more power behind arguments of why a sponsor should pay a higher sponsorfee etc. 

The contact price will vary from 4-20 DKK with 2 DKK intervals meaning 4-6-8-…-18-20. 

And the viewership for the three country categories is: Denmark: 5.389, Denmark & Sweden: 

17.389, and all of Scandinavia: 22.389. 

To find the full season price as the unknown the equation has to be rearranged so that ‘Price’ 

stands alone.  

The original equation: 
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Is rearranged to: 

 

A calculation in this new formula is done for the advertisement at the finish line with a unit 

cost of 10 and for all the Scandinavian countries: 

 

 

Using the rearranged formula, it is possible to calculate all possible values for a sponsor 

advertisement at this event, which is shown in the tables 8 and 9 hereunder. 

Table 8: Value for advertisement at finish line 

Unit 

cost 

Denmark Denmark & Sweden All of Scandinavia 

4 DKK 2,553 DKK 8,238 DKK 10,607 

6 DKK 3,830 DKK 12,357 DKK 15,911 

8 DKK 5,106 DKK 16,476 DKK 21,214 

10 DKK 6,383 DKK 20,596 DKK 26,518 

12 DKK 7,659 DKK 24,715 DKK 31,821 

14 DKK 8,936 DKK 28,834 DKK 37,125 

16 DKK 10,212 DKK 32,953 DKK 42,428 

18 DKK 11,489 DKK 37,072 DKK 47,732 

20 DKK 12,765 DKK 41,191 DKK 53,035 

 

Table 9: Value for advertisement in turn 

Unit cost Denmark Denmark & Sweden All of Scandinavia 

4 DKK 1,905 DKK 6,146 DKK 7,913 

6 DKK 2,857 DKK 9,219 DKK 11,870 

8 DKK 3,809 DKK 12,292 DKK 15,826 

10 DKK 4,762 DKK 15,365 DKK 19,783 

12 DKK 5,714 DKK 18,438 DKK 23,740 

14 DKK 6,666 DKK 21,511 DKK 27,696 

16 DKK 7,619 DKK 24,584 DKK 31,653 

18 DKK 8,571 DKK 27,657 DKK 35,609 

20 DKK 9,523 DKK 30,730 DKK 39,566 
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There is much that is visible from these tables. First of all; it would not be viable at all for a 

sponsor with interests purely in the Danish market to sponsor. This is because with the 

extremely high unit price of 20 DKK they would only get value worth for 10,000 DKK whilst 

paying 3-4 times that amount as things stand. When following the calculations the first 

thought must be that trotting is not worth the value that is determined as it stands right now. 

However there can be several possible explanations why these values are lower than the 

actual prices charged. First of all it is important to know that all of the commercial boards in 

the turn are sold at a higher price, however not all of the boards at the finish line are currently 

occupied. The boards in the turn are bigger and static so sponsors might believe they get 

more money’s worth on the turns than at the finish line even though the boards at the finish 

line are better placed and have more tv airtime. It could also simply be a sign of good 

salesmanship if the marketing staff at Charlottenlund can get more money for advertisement 

than what it is actually worth, however this creates the problem that if in the long term they 

are looking for main sponsors to bring in lots of money. Those sponsors will definitely look 

into what value they get for their sponsor fee, more so than a small sponsor with only one 

commercial worth 35,000 DKK. Furthermore as mentioned earlier there are lots of 

irregularities of what a sponsor actually gets when obtaining a commercial at the track for a 

full season. The 47 race weeks in Golden Cup are all scheduled to appear on tv, but if other 

more important sports are going on they will not get airtime, which will hurt the value of the 

advertisement. Furthermore there are 2 big race days in Copenhagen Cup and the derby 

weekend where 6,000 and 10,000 spectators (Kaas, 2011) are at the track and all see the 

commercials for a very long time which should add to their value. 

Because of all these irregularities the calculated value of having commercials at the track 

should be seen as a very clear guideline but in no way the full picture. 

Notes on the reviewed broadcasts 

First of all I will discuss the placements of the commercials and how they get airtime on tv. 

The boards at the finish line work well because they also get airtime on the replay and 

therefore are in the frame both in the race and in the replay. If there is room then extending or 

moving them closer to the finish line would be a very good option as the camera would fixate 

on them for longer. The best location is the tower as it is very visible because it is tall, the 

commercials are on top of each other and it is also placed right at the finish line. The 

commercial boards are however used to advertise for Pit Stop, the chain of cafés owned by 
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Danske Spil and there is one of those at the track. Most likely these boards should go to a 

main sponsor next season as these are the most visible boards on the track. One of the big 

problems with the sponsorship at Lunden is that its advertisements simply do not get enough 

airtime and therefore deteriorate in value. The only time the commercials get airtime is when 

the horses are warming up and when the race is on. For more than half of the programme the 

two presenters in the studios are doing interviews and during those times there are no sponsor 

messages at all. If they put a banner behind the studio on the grass, then they would get 

roughly 25 minutes airtime per programme which would lead to this formula (for all of 

Scandinavia and once again calculating with a unit price of 10): 

 

We do however need to consider the fact that the studio is not necessarily broadcasted in the 

other countries and they might have their own studio playing whenever the Danish studio is 

on. So this theory leads to the same equation but now with average viewers worth only the 

Danish segment of 5,389: 

 

 

 

As is evident by this calculation, there are completely different numbers in value, simply 

because there is so much more airtime. As such a banner would not seem out of place at all if 

it was occupied by a main sponsor of Golden Cup as an example. There is however also 

substantial worth for the Danish association in keeping the entire broadcast the same in all 

countries since they can gain much advertising income if banner is also visible to the Swedes 

and Norwegians. 

Another thing to note when seeing these programmes is that there is not a lot of entertainment 

tv in the broadcast. Sports are sources of entertainment and should be seen as such, but it 

seems like trotting in Denmark takes itself very seriously and focuses 100% on the sport and 

mostly as the sport being for the gamblers. There are only middle aged men in the broadcast 

which makes it seem quite boring from time to time when the only focus is on the sport and is 

rarely entertaining.  In Norway for example they have young attractive female presenters who 
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used to ride themselves and therefore know and have much to offer about the sport. See 

Norwegian RiksTotos annual report for details on these (RiksToto, 2009). To make the sport 

more presentable to the younger generations who are familiar with what other sports can 

offer, it could be said that a generation change is needed in the production team for Golden 

Cup, making it more presentable and more exciting. This is not simply a way of saying ‘sex 

sells’ because as such the sport does not need it however as it stands right now the 

programme is so fundamentally unsexy that it portrays a negative image to the sport. There is 

so much potential for what horseracing should and could be associated with in the general 

population- speed, power, excitement, beautiful animals, etc. The reality though is that both 

the audience, those active in the sport, and the organization seems of an average age that is 

much higher than that of other popular sports in the world and this makes the sport utterly 

unsexy for the younger generation. 

Part Conclusion 

Danish horseracing can offer many types of exposure for sponsors that they are not currently 

utilizing, and in using all the options available would better lead to offerings for sponsors 

when customizing sponsorship deals. 

When measuring value for exposure the calculations show that Golden Cup and 

Charlottenlund Racetrack are charging more for sponsorship than they can actually deliver 

and that they cannot compete in unit prices with for example handball and football. 

Alternative placement of commercials however might help them increase the sponsorship 

exposure drastically as exemplified by the calculation of placing a commercial behind the 

studio. 
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4. Analyzing sponsorship possibilities 

After evaluating what Charlottenlund Racetrack is currently doing related to the Golden Cup 

races this chapter will try to outline the possibilities the Cup will have for attracting sponsors, 

keeping them and providing as much value as possible. This chapter will also try to explain 

how sponsorships provide value for the sponsor and how they are best served using this 

value. 

As has already been stated; sponsorships have the ability to reach across a company’s 

marketing plan and pull this together to create affinities with customers that cannot be 

achieved through traditional advertising channels.  

What sponsorships achieve is to set themselves apart from other types of advertising 

messages – Consumers today are bombarded with messages from companies trying to sell 

them things and trying to create an affinity between the brand and the consumer. No matter 

where consumers go they are bombarded with advertising messages from companies, be it on 

the bus, at work, in school, on tv, online or in papers and magazines, and even at the public 

urinal. Creating a connection between a Private Corporation (sponsor) and a sporting 

property (sponsee) will have consumers seeing the company in a different light. Consumers 

care about sports and actively seek information about sports, be it discussing them in bars,  at 

work and at the track. Through this consumers become so much more open to advertising 

messages, because it is related to something that they love. As stated by Roberts (2008) 

“Passion for sports links people, creating communities of interest which are of huge value to 

marketers. If you can appeal to people through their passion you can deliver messages which 

will not simply be heeded, they may actually be welcomed”. In relation to this, it is important 

that a sponsorship looks like it wants to try and help the consumers and not directly think of 

sales. A so-called ‘ego’ sponsor will soon start to be seen as just another advertisement and 

lose the special benefits a sponsor has. Sponsors should rather seek to be an emphatic sponsor 

and try to improve the experience for the consumer around the sport, whether it is at the track 

or at home or otherwise. If a sponsor tries to enhance the sports experience chances are that 

customers will reward them in the long run (Bierholm, 2010). 
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Sponsorship impact on business performance 

Does sponsorship generate business performance 

Sponsorship effects have traditionally been hard to measure, and still are. Advanced 

marketing measurement models such as Marketing Mix Modeling approach does not take 

sponsorship investment into account and through that are not measured as well as other 

marketing activities (Jensen et al., 2011). This is a problem because as businesses grow more 

and become more professional in their approach to marketing, knowing that their investments 

are paying off becomes essential to both initial and reinvestment in these activities.  

Jensen et al. (2011) provides us with a study into sponsorship investment compared to 

business performances of 51 of the largest brands in the world.  The study shows the link 

between sponsorship investment and business performance is that the higher the sponsorship 

investment of the company was, the more they on average outperformed the other companies.  

The study measured the companies on four key performance indicators:  total revenue, net 

income, earnings per share and stock price change. All these indicators were measured over a 

5 year period. As a group the companies who invested at least $15 million annually 

outperformed the 500 companies in the S&P 500 Index on 3 of the 4 performance indicators: 

Net income, earnings per share and stock price change. They did however have a slightly 

lower average rate of growth in total revenue than the S&P 500 index. Furthermore 14 super 

sponsors were identified and here the same tendencies were found, they outperformed the 

S&P 500 index on all indicators but total revenue. And furthermore they outperformed the 

companies that had below average investments in sponsorship on all for indicators (Jensen et 

al., 2011). 

What is left for interpretation is whether or not there is a causal link between investment in 

sponsorship or if there are other factors involved. After cross referencing with interbrands list 

of World’s top 35 brands in 2009 the authors seem to believe that the companies investing 

highly in sponsorship might be outperforming the market because they already have a very 

high brand value (Jensen et al., 2011). The authors seem to think that the achievements in 

branding and business should be seen over time. Many of these companies are already 

amongst the biggest brands in the world and therefore already have very high brand value. So 

their investment into sponsorship should be seen as a recognition that these companies needs 

to keep investing into and nurturing their brand to keep their position. Furthermore they are 
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able to invest in the in marketing tactics that are on the lower end of the purchasing funnel, 

whereas newer and not so well established brands have to focus much more on traditional 

branding. 

What we can learn from this is that the best performing companies in the world are investing 

heavily in sponsorship,. The top 3 brands on interbrands list (2009) Coca Cola, IBM, and 

Microsoft invested around 30% of their entire measured media spending in sponsorships 

(Jensen et al., 2011). As these are recognised as the strongest brands in the world and are 

consistently outperforming the market tells us that sponsorship deals are a very good way of 

building brand value and that if used right, will add value to the company. 

How does sponsorship generate business performance 

We have looked into whether or not investing in sponsorship on average actually generates 

higher business performance. However it is a wholly different perspective when considering  

how sponsorships generate business performance. How should a company go about investing 

in sponsorship and what is it about a sponsorship that makes the public buy the company’s 

products? First of all it is important to state that not all businesses are alike and there is no 

single formula as to what works best for all companies (Zinger & O’Reilly, 2010). 

A study by Ko et al. (2008) seeks to explain the relationship between consumer involvement 

in sports, brand awareness, corporate image and purchase intentions.  

First of all consumer involvement in sports are defined as such: “the perceived interest in and 

personal importance of sports to an individual” (Shank & Beasley, 1998, p. 436). So 

consumer involvement is the level of fandom an individual has in a particular sport, for 

example ranging from casual supporter to devotee. 

Secondly we have brand awareness which is defined by Keller (1993) as: “brand recall and 

recognition performance by consumers”. Brand recall is the consumer’s ability to recall 

specific sponsorship messages unassisted whereas recognition is assisted. 

And lastly there is corporate image, which is defined as “the impressions of a particular 

company held by some segment of the public” (Johnson & Zinkhan, 1990, p.347). Corporate 

image is also sometimes referred to as brand image and can be perceived as such.  In this case 

it would be the same thing as corporate image as it relates to whatever sponsor there is of a 

sports event which could both be the  brand or the corporation behind it. 
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The conducted study (Ko et al., 2008) showed that there was a positive correlation between 

the level of involvement to the sport to all other measurements, meaning that the more 

involved the consumer was in the sport, the higher awareness, image and purchase intention 

he also had towards the sponsor. It furthermore showed that with the higher level of 

awareness came the higher the influence it had on corporate image. Likewise for corporate 

image to purchase intention. Where there was no direct positive influence was from brand 

awareness to purchase intention. 

What this study shows is that first and foremost the more interested in a sport the sports 

spectator is, the more influential the sports sponsorship will be on that person. It secondly 

showed that brand awareness led to a better corporate image which in turn led to increased 

purchase intention. Findings suggest that sponsors should activate their sponsorship and 

leverage it into consumer involvement, thus creating a strong authentic connection to the 

brand. Brand awareness will help raise image, but brand awareness in itself should not as 

such be the objective. This research shows that sponsors who are looking for fast results 

through lots of exposure in sports may get disappointed. Long term sponsorship deals are 

suggested as the best practice because it is through the building of the brand in the consumers 

mind that the increased sales will come from. The study furthermore concluded that the more 

involved consumers were in the sport, the less they noticed irrelevant sponsor messages, for 

instance at soccer matches. These findings go hand in hand with already presented data such 

as: sponsors should be empathic and try to enhance the experience for the consumer 

(Beirholm, 2010), sponsorships should provide a complete message, not just a logo or brand 

name (Cornwell, 2008) and awareness can be achieved almost immediately, but brand 

preference takes time to build (Tripodi, 2001). 

Studying how sponsorship influences brand equity is also important. Brand equity is defined 

by Aaker (1996, p. 78) as being: ‘a set of assets and liabilities linked to a brand’s name and 

symbols that adds to or subtracts from the value provided by a product or service to a firm 

and/or that firm’s customers. The major asset categories are: brand name awareness, brand 

loyalty, perceived quality, and brand associations.’ 

Brand awareness refers to the strength of a brand’s presence in the consumer’s mind. As 

stated earlier; it is measured through brand recall and recognition 



Thomas Rune Jensen  CBS  

Side 51 af 101 

 

Brand loyalty is the degree to which the consumer prefers your brand over a similar brand 

and is very important as it provides predictable sales and profit streams. 

Perceived quality is a very important brand association. This refers to how consumers 

perceive the quality of the brand and does not need to have any connection with proven 

physical qualities 

Brand associations are that which consumers make with a brand are integral to its strength. 

These associations might include product attributes, a celebrity spokesperson or a particular 

symbol (Aaker, 1996). 

Research conducted by Henseler et al. (2007) shows that sponsorship has a positive effect on 

brand equity and can improve all major asset categories.  Furthermore Rodgers (2003) states 

that a sponsor that is relevant to the cause will lead to more positive consumer evaluations of 

the sponsor. This was also analyzed in the study and this showed that consumers believed that 

strategic fit between sponsor and sponsee was important. That was however not the 

perception of the managers which believed that lack of strategic fit could easily be made up 

by leveraging more investment into the sponsorship.  

All of these findings should be seen as positive indicators for horse racing in Denmark. As 

shown in the calculations of advertising prices for Golden Cup, it demonstrates that the sport 

could not provide that value in exposure for what they are charging for this exposure. It then 

becomes a question of whether sponsors wish to have a sponsor strategy focusing on short 

term turnover or long term commitments or with few but large sponsorship deals with 

sponsors who try to leverage their sponsorships through activation. The sport itself has a long 

history of corporate hospitality and how the sport works (with many breaks and high action 

levels when racing) are perfect for business meetings and such (Mårtenson, 2011);(Troelsen, 

2011b). The sport also has spectators with extremely high involvement.  This also stems from 

the betting culture that if you study the sport a lot then you will have an advantage since you 

know more than the other players you are up against on average. High involvement means, 

according to Ko et al. (2008), that sponsorship should be more effective than in sporting 

events with lower consumer involvement. 
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Selling the name of Charlottenlund Racetrack 

A significant shift in sports sponsorship over recent years is that many stadiums, venues and 

tracks have started selling the naming rights of their venue to external partners/sponsors. For 

instance take Danish football stadiums such as TRE-FOR Park and MCH Arena. In Danish 

horseracing we have already had such naming rights sold as well – The racetrack in Odense is 

called Royal Canin Arena, the sponsor being a company selling food for pets. And in Aalborg 

the racetrack is called NKI Racing Arena Aalborg and sponsored by the company NKI which 

is a large, local industrial contractor. 

Case: NKI Racing Arena 

To understand how we should go about selling the name of Charlottenlund Racetrack to an 

external partner the case of NKI Racing Arena has been identified and we will look at how 

they went about getting a naming sponsor in Aalborg. This section is constructed on the basis 

of an interview with Michael Korfitsen, CEO at NKI Racing Arena (Korfitsen, 2011). 

A local company called NKI is the name sponsor of the racetrack in Aalborg. The contract 

they have signed commits the partners from 1st of September 2010 to 2013The idea of 

introducing a name sponsor for the arena was the idea of the racing tracks board. They 

wanted a partner and at the same time they wanted to change the name as they wanted to 

incorporate the word ‘Racing’ into the name. This was because they wanted to signal that 

there could be other activities going on at the track other than just horseracing. The 

connection was made to NKI through a normal sponsor sales meeting and after several 

meetings they agreed to a 3 year deal worth a 7-digit figure over the entire period (the 

partners did not want to disclose the exact amount here). No significant people in the NKI 

organization were fans of horseracing before the sponsorship, however the CEO’s brother 

was interested in galloping. 

At the racetrack they have divided sponsors into Gold, Silver and Bronze sponsors according 

to how much their deals are worth. They build up sponsorship deals through a concept of 

building blocks where they, in co-operation with the sponsor choose what kind of exposure 

they will receive. 
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At Aalborg racetrack they have 36 race days per year, two of which are classified as big race 

days. Many of the races are televised as livestreaming on danskespil.dk but not on  any other 

channels such as Tv2 Sport. 

NKI is an industrial contractor which deals with things like: Sewer service, normal 

contracting jobs, tv-inspections, cleaning of tanks (septic tanks, for instance), industrial 

service etc. They are a foundation business of the local business environment. . The contract 

was signed because of the variety of people coming to the track and the local media exposure 

that such a sponsorship can garner. 

NKI receives several things as part of their sponsorship: The name, the NKI brand is on all 

marketing materials (official clothing, pens, posters etc..),  naming right for some of the big 

race days, full page advertising in the racing programme as well as logo on webpage and 

tickets for VIP Events. 

The sponsors have not set any specific goals for the sponsorship, only that they want to use it 

for exposure in the local market and media and for hospitality events. They do however 

expect to raise their brand awareness through it. 

To evaluate the effectiveness of the sponsorship the CEO is often at the track for hospitality 

events and they also try to follow up on the exposure in local media. 

In sponsorship activation NKI uses the track for business meeting and are there roughly 12-

14 times in a season. Furthermore NKI has a large Christmas function at the track for all of 

their major clients where the company also explains what they do for horseracing etc.. 

(This section is constructed as a retelling of an interview and is not the necessarily the view 

of the author) 

The race track in Aalborg has been very successful in attracting this sponsor and the 

arrangement has the potential to be a profitable deal for them. There are however some 

discrepancies that need to be addressed.  Firstly, NKI have set no specific goals for their 

sponsorship which makes it impossible for them to determine the success of the sponsorship 

other than what their gut feeling is. Objectives should be set to hold up a company to what 

they wish to accomplish and to measure if the sponsorship has had the desired effect. As 

mentioned earlier objectives for sponsorship should include: 1. Directional marketing 
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variable, 2. Specified target audience, 3. Time period, 4. Measurable quantity (Tripodi, 2001). 

At best NKI lives up to the first part of the objective in that they want to increase brand 

awareness.  

The problem with this is not considerable when the business is doing well as some of the 

success will most likely be attributed to the sponsorship, whether this is accurate or not. 

However if the business starts to fail and they enter a period with decreasing sales and lower 

profits then a sponsorship will most likely be one of the things to be cut from their budget, 

simply because the sponsorship situation has no measurable means of proving its legitimacy 

and effectiveness for the business. Secondly, NKI’s sponsorship activation seems to be 

virtually non-existent. If what they seek is higher brand awareness they should be sure to 

hand out flyers with special offers at the track, put ads in the local papers detailing the 

company and the sponsorship, arrange competitions etc.. These kinds of things should be 

done to leverage the sponsorship and create synergy effects. 

When considering this sponsorship there are many indicators which suggest this arrangement 

should be  extremely positive. The racetrack at Aalborg is smaller than Charlottenlund in 

almost every aspect with fewer races, fewer spectators, and less media exposure with 

Charlottenlunds races are televised on tv and in Sweden and Norway. Furthermore the 

location of the racetrack is in a very affluent part of Denmark which gives the local 

community a lot of spending power. An estimate based on the value of the NKI sponsorship 

would be between 1-2 million DKK per year for Charlottenlund Racetrack. This financial 

requirement is critical when considering the betting income and a possible downgrading of 

the resources acquired through Tipsmidlerne at around 30 million DKK annually. 

Furthermore Charlottenlund have two brand names to sell. They have the name of the 

racetrack as discussed, but also have the Golden Cup which could be sold to a potential 

sponsor (or the same). The best parallel to Golden Cup in other Danish sports must be 

Superligaen, the best Danish football league. For many years this league has had sponsors 

and is currently sponsored by the Scandinavian Airlines (SAS).   

A sponsor for Golden Cup must be a sponsor which has or wants a strong presence in  

Scandinavian markets or at least in Denmark and Sweden, because as mentioned previously 
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there is a larger market for Golden Cup when Scandinavia is taken into account, compared to 

only Denmark. 

Sponsor types and fit 

This leads us to the next section, in here I will discuss what different types of sponsors 

Golden Cup should look for, mostly related to size and geographical reach but also related to 

fit as discussed by Henseler et al. (2007). What it is important to realize is that even though 

there are a lot of international viewers it is quite hard for a sponsor to use sponsorship 

activation in the rest of the Nordic countries through a sponsorship like this, so activation 

efforts will most likely be kept in Denmark.  Another important consideration when  

discussing sponsors is that many companies have a policy not to be associated with gambling, 

meaning that there may be some companies who could create a perfect fit as a sponsor but 

will fail to be useful due to their policies (Mårtenson, 2011) 

The focus here is going to be mainly on Danish and Swedish companies, but also attention to 

a presence in Norway. The potential sponsors will be divided into 3 types: Large 

Scandinavian companies, Danish companies with interests in Scandinavia, and Scandinavian 

companies with interests in Denmark.  

Large Scandinavian companies 

The first group consists of the companies that are equally present in the Scandinavian 

countries and as such should be the best fit simply because the sponsorship should be equally 

effective in all countries and therefore get the highest return on the sponsorship investment. 

Volvo could be a very interesting partner. They are a Swedish Car manufacturer, but have a 

very large presence in the entire Nordic market. Car producers in general have excellent 

potential for a sponsorship. It is easy to get make a connection to racing with speed, power 

and excitement and furthermore it would not require many new customer relationships to for 

the sponsorship to be effective as they sell products with high profit margin. They also have 

many activation possibilities. They could for example sponsor the main (spectator) prize 

instead of a Gold bar and the prize (a car) could be physically on location on race days and 

getting airtime on tv etc. 

Scandinavian Airlines already have sponsor commitments in the countries and through the 

nature of being a Scandinavian Airline, have many routes flying in and out of Scandinavia. 
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Activation of the sponsorship could also be used as could be seen with competitions with 

sporting travels as a prize.  

Telia is also very interesting potential sponsor. They are already sponsors of horseracing in 

Sweden with commitments at Jägersro racetrack. They are large in all of Scandinavia and 

have a good fit with a consumer product where income per customer is high. They could also 

possibly work with Danske Spil and ATG in developing apps for betting on horseracing and 

leveraging smartphone gambling into the sponsorship. There are also possibilities for a wide 

array of activation activities, for example competitions, related advertising and special offers. 

XL-Byg, a large chain of hardware store might also have a reason to sponsor. Although they 

are no longer very present in TV commercials compared to years past, they are most likely 

looking for building brand preference and image over awareness now, and therefore a 

sponsorship deal could be useful for them. They are also already present on Jägersro. 

Lastly there is Arla. Arla is one of the biggest dairy producers in the world and a 

Scandinavian entity. Furthermore Arla have just ended their sponsorship of the Danish 

national football team andmay have capital available for a new sponsorship arrangement. . 

Having Arla as a main sponsor could be very beneficial to the image of the sport. There is 

however one limitation as Arla may be reluctant to be connected to gambling as much of their 

marketing efforts is also directed towards children.  

Statoil are already hugely present in all of the countries and may be looking for an edge in 

the competition against other fuel companies. As they all have the same product a good way 

to do this is through emotional ties which is one of the things sponsorships can deliver. 

Red Bull is not a Scandinavian company, but is present on all of the markets. The reason 

why Red Bull should be taken into consideration is that they invest heavily in sponsorship 

and mostly in young vibrant sports which have given the brand a similar appeal. It is 

questionable whether or not Red Bull would want to go into a sponsorship deal with Danish 

horseracing, but getting them would be a major scoop and would help energize the sport and 

give it a much younger appeal just through the value of the brand. 

Danish companies with interests on Sweden 

The second group focuses on companies that are primarily Danish but are also present in the 

other Scandinavian countries or are trying to penetrate these markets. 
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Danske Bank were formerly called Skånes Provinsbank in Sweden but have now changed to 

the Danish name. Danske Bank already had some sponsorship commitments in Swedish 

horseracing and are most likely looking to build their brand in Sweden. Sponsorsing a Danish 

sport event with many Swedish spectators can do just that as the Swedish consumers might 

come to realise how big Danske Bank is and through it create both awareness and image for 

the bank. Danske Bank recently took over the sponsorship of the Danish national team in 

football so it is questionable how much capital they have for other sponsorships at the 

moment. 

Harboe is a Danish brewery mainly focused on beer and softdrinks with their products being 

on the cheap end of the scale. Most often Harboe does not have the financial muscle or brand 

equity to compete with Carlsberg for sponsorship deals, but Danish horseracing might be a 

good fit and it will provide them with a solid base in all of Scandinavia from where they will 

most likely be able to expand from. 

European Travel Insurance is at the end of their sponsorship of Danish tennis star Caroline 

Wozniacki and they will not have the financial muscle to maintain her. They will probably be 

looking for something a lot smaller but with wider possibilities of activation. 

Other Scandinavian companies with interests in Denmark 

Lastly we focus on companies from Scandinavian countries other than Denmark which have 

or could have interests in the Danish market as well as their own. This could for example be 

companies that want to be associated with horseracing in Sweden but think it is too expensive 

due to the sport being much larger, and is therefore seeking activity through Denmark to 

ambush the Swedish market.  

SEB is one of Sweden’s largest banks and they are involved in horseracing in Sweden, 

however in Denmark the bank is present but mostly focuses on private banking for affluent 

customers. They already have a width sponsorship of Danish tennis and adding horseracing to 

it might not be a bad idea. Fans of horseracing in Denmark are usually not amongst the most 

affluent in Denmark but the location of the track is ideal for exposure in an affluent 

environment. 

ElitFönster/Inwido could be another idea. They are Sweden’s largest manufacturer of 

windows with a sales office in both Denmark and Norway. Getting a better foothold in 
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Denmark through sponsorship might help them get an advantage over competitors on the 

Danish market while still getting sponsorship exposure in their other markets. 

Bravida is a large installation company present in all markets and they work on both B2B 

and B2C, this means they can easily use the exposure of a sponsorship to work on consumer 

objectives whilst using the hospitality side of the sport for their B2B segment.  

The companies listed should be seen as inspiration to what type of companies Danish 

horseracing can get as sponsors, and the companies listed are mainly seen as sponsors that 

can go in and be the large sponsor of the sport through name sponsorship of the track, Golden 

Cup or other large sponsorship deals. Smaller companies should also be welcomed, and 

potentially if they would like to do a large deal, these are very important to focus on. The 

reason for not mentioning the large beer brands, credit card institutions etc. is that they 

predominantly look for international sponsorships where they can leverage and activate the 

sponsorships locally. An idea to get these megasponsors in will however be presented in the 

final parts of the report. 

Small company sponsors 

Discussing the small sponsors is important, both because they represent a significant 

percentage of sponsorship income and they rarely measure ROI or any other key figures 

related to the sponsorship. A stated in relation to the case of NKI Arena, if you do not 

measure effectiveness of your sponsorship then you are only evaluating from a gut feeling. 

That gut feeling may be right or it might be wrong, but you will never know without 

evaluation of the activity.  
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What figure 4 shows us is the development/involvement of the sponsor into the sponsorship 

going from patronage to fully functioning sponsorship and the development of sponsorship 

objectives. It is also crossed to customer response with the well-known AIDA model. What 

the model generally shows is what type of objectives a sponsor has compared to the sponsors 

involvement and investment and what the appropriate consumer response should be. This 

model gives a very good overview of how to form sponsorship objectives and how to 

measure them. If a sponsor finds themselves in the left side of the model then they should 

measure changes in brand awareness, whereas if they are they on the right side of the model 

then measurement into increased sales amongst the target audience would be ideal.  

Zinger & O’Reilly (2010) also have some interesting points as to what is critical for a small 

business sponsor:  

• The sponsorship must promise identifiable benefits for both contributing parties (the 

personal interests of the CEO cannot supersede business considerations). 

• Given the ever-present threat of ambush marketing, it is important that there be provisions 

designed to thwart potential competitors. 

• It is important that the sports manager avoids the temptation to over-estimate the value of 

the sponsorship package. 

• Exclusivity is critical to the sponsoring company. (Zinger & O’Reilly, 2010, p.291) 

Figure 4. Source: Zinger & O'Reilly, 2010 
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Therefore for a small enterprise to enter into a business deal with a sports property 

exclusivity, price is extremely important. What Danish horseracing needs to consider is that if 

they agree to a sponsorship with one party then they should also agree not to have any 

relations to a competitor of that sponsor and do their utmost to prevent ambush marketing. 

What Zinger & O’Reilly (2010) also states is that most small businesses do not have the 

financial capabilities, are not geared for a full-functioning sponsorship and cannot receive the 

perceived benefits from such a venture. Most small businesses dealing with sponsorship do 

this in a philanthropical nature and see it as a way of giving back to the community without 

hurting the bottom line. Most often the only small businesses that can be perceived as able to 

use large sponsorship deals are companies with high growth potential and high organizational 

complexity.  

What this explains is that smaller companies are not geared for large sponsorship and if they 

are then the want exclusivity. For Charlottenlund Racetrack and Golden Cup a small business 

sponsor does not seem like the right solution to fill their sponsorship need. 

Partnership Marketing 

Danish horseracing should seriously consider looking into partnership marketing when 

looking for new sponsors. Partnership marketing is when two or more complementary brands 

conduct joint marketing campaigns (Craggs & Davenport, 2002). The outcome should be 

greater results for lower costs for the individual companies. Partnership marketing usually 

works because a brand in lifestyle, fashion leisure, cars etc. fit together with a sports brand 

for marketing purposes because it gives the commercial brand a pool of potential customers 

to target. That the brands complement each other is critical to the partnership’s success (ibid.) 

Craggs & Davenport (2002) also present the benefits of partnership marketing in a ranked, 

but close, succession: 1. Improved brand image and awareness, 2. Enhanced customer 

loyalty, 3. Better return on campaign investment, 4. Reduced campaign costs. As it is visible 

here the brand considerations are more important in general for partnership marketing than 

the financial benefits hereof. Two or more brands being able to delve into each other’s brand 

equity and customer base should give them both a boost. Why partnership marketing should 

be so crucial for Danish horseracing is first and foremost, the financial benefits. The sport is 

under a lot of pressure economically and is therefore limited in their marketing efforts. 

Working together with a large sponsor would make the sport better able to market themselves 
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on a much larger scale than they are currently doing. The most obvious partner for them in 

this regard is of course Danske Spil who is controlling the betting on horseraces. There are 

many perceived benefits for horseracing and for Danske Spil to market themselves together 

on a large scale, but Danske Spil have shown time and time again that they would much 

rather market horseracing’s biggest competitor on the bettingfront, Lotto (and rightly so, 

since the earnings in Lotto are far greater for Danske Spil). Therefore HFF and 

Charlottenlund need to look at their current and future sponsors to delve into this kind of 

partnership. A sponsor would most likely have an interest in doing partnership marketing as 

they would want the sport to grow as big as it can possibly get. 

Part conclusion 

This chapter has been focusing on how to address sponsorship, what to do, what not do to and 

how to do it. 

It is a proven thing that sponsorships can work even though we sometimes can be a bit 

baffled that they do, it is however not a complete science so sometimes things do go wrong in 

sponsorship.  

It is important to know that when dealing with sponsorships, brand awareness in itself is fine 

but this should not be an ultimate goal for sponsorship success. It is the changes in brand 

image that have a greater effect on purchase intention on the consumer’s part.  To build brand 

image takes time and therefore to have sponsorships that work for the sponsor, Danish 

horseracing and Golden Cup should encourage these to sign long term deals and actively use 

the sponsorship to improve brand image for the target audience as research suggests that this 

should lead to better results in the long term. 

Furthermore trying to get a small company as a main sponsor is not a reliable long term 

solution, thus Golden Cup should aim at getting a larger sponsor if they want a long term 

sponsorship deal and aim to get one that will go into a partnership marketing arrangement 

with them. 
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5. Making a sponsorship plan 

This chapter will focus on connecting all of the findings from the report and using these 

within a sponsorship plan. The chapter will also suggest ideas for sponsorship objectives, 

target audiences and how to use sponsorship activation. The chapter will focus on DFDS 

Seaways as a case company. DFDS Seaways have already shown interest in Danish 

horseracing with their sponsorship of the Danish Trotting Derby and is therefore seen as a 

possible business partner for the future. 

Sports sponsorships are increasing in Denmark at present (Børsen, 2011) and as such there 

should be a good possibility for Golden Cup to get a sponsor. What Golden Cup must also 

realize is that whilst the prices for the mega sponsorships are going up with these being 

attached to the biggests sports with most spectators, such as football champions league, the 

Olympics etc., the rest of the sports market is still under pressure. This means that Golden 

Cup will need to accept their role as a sport that is currently not one to make the most 

demands and must take what it can get in the short term and try to build for better things in 

the long term (Gillis, 2009). For sponsors however the current situation after the global 

financial crisis should be seen as an opportunity. Sports are leisure brands and come under 

pressure when people lose the money they would otherwise spend on fun things – also 

evident in horse racing where betting revenues went from 662 million DKK in 2008 to 566 

million DKK in 2009 after several years of growth (See appendix C). This means from a 

sponsor’s point of view, what should be aimed for is to sign long term contracts now when 

the sponsee is under financial pressure (Gillis, 2009).  

DFDS Seaways 

DFDS Seaways is a company that engages in passenger transport by sea. Transport is 

however merely the shell as the ships they operate are mini-cruise ships with restaurants, 

bars, cinemas and casinos. These operate in Scandinavia with a route from Copenhagen to 

Oslo, and operate several other routes in northern Europe and the Baltic Sea. This makes 

them a major player on the Scandinavian market which is good if they want maximum 

potential out of sponsoring Golden Cup. 

The sponsorship deal DFDS Seaways have currently signed with Charlottenlund Racetrack 

makes them a main sponsor of the derby weekend. The current deal is worth 200,000 DKK 
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with a possibility of an extension to next year worth 500,000 DKK (Troelsen, 2011d) if 

everything goes according to plan. The sponsorship has come to pass as a business decision 

and no one in the management of DFDS Seaways has any particular connection to the sport.  

The sponsorship has been formed as a way of communicating the opening of a new casino, 

Bell Casino, on their ships. It is believed that communicating it at horseraces will give a high 

percentage of respondents to the sponsorship. Furthermore, DFDS Seaways will try to 

facilitate special package deals where they will be sending people from different 

Scandinavian countries to other countries to watch horseracing. 

At the derby DFDS Seaways had a very large presence and did a lot of on-site sponsorship 

activation. Announcements on the speaker, handing out of merchandise, girls in maritime 

uniforms helping with prizes and such, and a mini casino where prospective customers could 

try blackjack for free and enter a competition. This information is gathered through 

observation. 

In this chapter DFDS Seaways will be used as the case company for Golden Cup, outlining a 

sponsorship plan for them and discussing the different choices they will have to make and 

why these should be done. 

Setting objectives 

As presented it is imperative that businesses set objectives for their sponsorships, 

otherwisethey will have no chance to measure them and no way of knowing if the 

sponsorship is successful or not (Tripodi, 2001);(Fry, 2008). What DFDS Seaways is 

ultimately trying to achieve is to get more people on their ships and people into their casino. 

They are trying to obtain gains from the sponsorship by making special offers/packages to see 

horseracing in other Scandinavian countries and by promoting their casinos. 

To track the effectiveness of this, DFDS Seaways need to measure on their key 

parameters/objectives both before, during and after a sponsorship period to know where they 

are coming from, in what direction they are headed and where they end up (Fry, 2008). 

DFDS should furthermore stick to setting up and measuring a maximum 4-5 goals, otherwise 

it simply becomes too complicated and expensive to measure for them. 
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Table 10: Sponsorship objectives 

A. Corporation-related Objectives B. Product/Brand-related Objectives 

1. Increase Public Awareness of the 1. Increase Target Market Awareness; 

    Company and its Services; 2. Identify/Build Image within Target 

2. Enhance Company Image;     Market (Positioning); 

3. Alter Public Perception; 3. Increase Sales and Market Share; and 

4. Increase Community Involvement; 4. Block/Pre-empt Competition. 

5. Build Business/Trade Relations and  

    Goodwill; and  

6. Enhance Staff/Employees’ Relations  

    and Motivation. (Tripodi, 2001) 

As seen above are Tripodi’s (2001) suggested objectives for sponsorships. As with any other 

marketing activity the ultimate goal for DFDS Seaways will be to get more sales, however 

they will try to achieve this by increasing awareness about the casino and building their 

image as a company through being an emphatic sponsor of horseracing in Denmark. Last but 

not least they seek to use the track as a place to maintain and entertain business relations. 

As mentioned earlier; objectives for sponsorship should include: 1. Directional marketing 

variable, 2. Specified target audience, 3. Time period, 4. Measurable quantity. (Tripodi, 

2001).  

Table 11: Objectives for the sponsorship of Golden Cup by DFDS Seaways 

Marketing variable Target audience Time period Quantity 

Awareness of the 

casinos on the ships 

Spectators following 

Danish horseracing 

minimum 2 times per 

year 

3 years Up 50 % 

Brand preference Same 3 years Up 25% 

Sales of trips Same 3 years Up 15% 

(Sub-objective) 

Turnover in casinos 

All customers 3 years Up 10% per 

passenger 

Contracts from 

business meetings 

Key decision makers 1 year 4 contracts per year 

 

These are targets set up for DFDS Seaways to strive for over a three year period (Since the 

author does not have insight into the business of DFDS Seaways these objectives should be 

seen as starting points and not the final objectives for the organization). As already discussed 

at length in the report, the general consensus in the academic world is that sponsorship works 

best on the long term, especially when it comes to improving image and purchase intention. 

Furthermore as is shown from the calculations of exposure value, a sponsor would get more 
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out of investing in handball or football, but here they are able to become a dominant sponsor 

who gives more opportunities in terms of activation and other promotional activit ies. 

There could be many other objectives outlined and many other areas that improve through a 

sponsorship, but as mentioned earlier setting up too many objectives to measure on can 

makes it costly and complicated.  

Looking at why awareness of the casinos is important comes down to strategic fit. The fit of 

DFDS Seaways to Golden Cup can be seen as good in some areas whereas in others, virtually 

non-existent.  Travelling with DFDS is not as such a complementary good to watching 

horseraces and as such is not a good fit. What however makes it a good fit is the audiences 

that consist of Danish, Swedish and Norwegians and as such this gives them access to 

customer groups in all countries. Furthermore DFDS Seaways can through new offerings to 

customers act as the binding party between different Scandinavian tracks for spectators and 

therefore become a powerful player for the industry. The last part is also in essence, the most 

important as the hypothesis is that people who love horseracing also love to gamble on the 

horses. Providing a casino on board the mini-cruise will be an integral part of indulging a 

person on vacation, when gambling is their leisure activity, so they should then be prone to 

want to gamble on their vacation. Therefore the casino should be seen as a deciding factor for 

people who want to use the mini-cruise, at least in the target audiences addressed in horse 

racing. 

We know through the study of Ko et al. (2008) that it is through enhanced brand image that 

more sales derive.  Therefore increasing the image/preference of/for DFDS Seaways is 

critical to sponsorship success and increasing sales. 

Increasing sales would be expected to be the end goal for such a sponsorship and that 

objective will here be measured through increase in sales to the target audience and an 

increase in turnover in the casino per passenger. 

Lastly the sponsorship should also be used for hospitality and keeping key decision makers 

happy. As described the sport is ideal for business meetings because there is such a natural 

flow with time for both discussion and for sport. The goal of landing a certain number of 

business contracts through hospitality per year is mostly so that there is a measurable quantity 

to it. Much of the hospitality in itself is to show off the business and the sponsorship whilst 
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meeting with people in places other than in offices and restaurants, but in keeping an 

objective that will also make sure that the management remembers to use the hospitality 

events actively. 

Target Audience 

The target audiences have already been set in the objectives but not thoroughly discussed. 

The target audiences for a sponsorship are amongst the ones outlined by Crowley (1991): 

1. Existing customers; 

2. Potential customers; 

3. Suppliers; 

4. Workforce; 

5. General public; 

6. Local community; 

7. Business community/key decision makers; and 

8. Shareholders. 

One thing that is certain is that Golden Cup races are currently not big enough to make any 

major shifts amongst the general population. Golden Cup has 22,000 viewers weekly in all of 

Scandinavia - a number that will not move sales on a countrywide scale outside of specific 

demographics. That is also the reason behind focusing on consumers who have been exposed 

to only the sponsorship, meaning current fans or spectators for Golden Cup, whether this is at 

the track or in front of a tv. It is amongst that segment that the success of the sponsorship will 

be measured. 

Furthermore when looking at the target group for the turnover at the casino, there we are 

looking for a more general trend amongst the customers. This will include measuring how 

much turnover the casino makes per passenger now and over the next 3 years and will also 

give an indication of whether or not the sponsorship are drawing in more people who like to 

gamble. 

Finally we should be focusing on key decision makers in the business community for 

hospitality. . Hospitality can of course also be used for suppliers and for the company’s own 

workforce both as a bonus and incentive to keep work moral high.  
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Sponsorships in general if done right should touch upon most of the target audiences, but 

there will always be some that are more important than others. For DFDS it should be the 

ones already outlined here in this section. 

Sponsorship exposure 

Having decided the objective and target audience for the sponsorship leads to outlining how 

the sponsorship should unfold and present itself to the customer. This is primarily done 

through the exposure of the sponsorship and the activation efforts the company puts into the 

sponsorship. As was proven earlier when calculating the value of the exposure of commercial 

boards on the track, having a few small boards around the track is simply not enough. A main 

sponsor needs to be visible and present throughout the entire broadcast.  

First of all the name Golden Cup has to be sponsored so in the future it could be named 

‘DFDS Seaways Cup’, as an example. Having the name sponsorship will lead to much 

exposure both directly and indirectly. First of all a logo with DFDS Seaways incorporated 

will be designed and shown repeatedly, secondly the presenter will mention DFDS many 

times during a broadcast. It will also bring a lot attention through mentions in the horseracing 

media. 

Secondly exposure on the track is needed and mostly the commercials at the finish line as 

they are the most prominent positions on the track and will be shown in replays of the finish 

etc.. The newly introduced sponsorship board behind the studio should also be DFDS. This 

goes along with logo and a few pages for commercials in the race programme. Furthermore 

there should be exposure on the webpage that directly links to DFDS Seaways new products 

and offerings and all official clothing and merchandise from Golden Cup has to bear the new 

‘DFDS Seaways Cup’ logo. 

Other things that should be well used in the broadcast is that there should be a segment once 

per  race day related to the sponsor. This would preferably be just before the biggest race 

where they present some statistics/odds or other things which is presented by DFDS Seaways 

–for example DFDS Seaways betting tip of the day. 

One of the most difficult things in a sponsorship is to create an affinity to the sport that feels 

genuine and real. A way to do this is for DFDS to generate some tv content which is specific 

to the sport and the horses and to make the production air this during the broadcast. This 
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could be sponsoring a segment or a small documentary about the sport where it is shown how 

DFDS Seaways helps/can help. The reasoning behind why this should be quite easy to 

achieve is also one of the drawbacks of the sport: the tv production of the races is very 

boring, nothing really happens in between races except for talk about the previous and next 

race and through that it can feel extremely tedious. 

So to sum up: 

 Name sponsorship 

 Brand incorporated in logo 

 Mentioning by presenter 

 Commercial boards at the 

finishline and in the studio 

 Exposure in race programme 

 Exposure on webpage 

 Logo on all official clothing 

 Original TV content 

 Sponsored TV segment 

These are the exposure related things that have to be done related to the sponsorship. What 

the exposure needs to focus on is a 60/40 distribution on the brand (with products) and the 

casino. The brand has to be the driving force because as a company DFDS Seaways will want 

more visitors on the ships. This works together with the idea of luring people onto the ships 

with the presence of the casino and the ultimate goal to go attending horseracing in another 

Scandinavian country. 

Activating the sponsorship 

This report has talked a lot about sponsorship activation and that virtually all sources, 

academic (Tripodi, 2001); (Miloch, 2006);(Zinger & O’Reilly, 2010);(Ko et al., 2008) and 

non (Bierholm, 2010) emphasize that that activating the sponsorship is integral to 

sponsorship success. Furthermore digital activation is more and more popular as it is much 

easier to track the effect of this and therefore prove the value of the sponsorship. 

What DFDS Seaways have already achieved at the Danish Derby proves their willingness to 

activate the sponsorship. Setting up a mini-casino with blackjack trials and prizes on the line 

is exactly the sort of activation that will create the awareness around the sponsorship that is 

intended. 

In this part of the chapter several ideas of sponsorship activation will be presented. 
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First of all DFDS Seaways need to keep their presence on the track. They are the main 

sponsor of the race and should therefore be present at the races (some or most) and have 

activities focused on the sponsor. An idea could be to have a casino night 3-4 times during 

the year where they bring in the theme of their boat casino and calls it the same and simply 

folds out a casino at the racetrack. Of course there are some legal issues to consider and if 

they are not able to get a legal permit for doing casino gambling business temporarily on the 

premises then simply use it for trial and awareness and help educate the customers in casino. 

During this there should be a call to action; this could be done through a competition focused 

on the one of the games presented or simply through a flyer with a special offer.. 

At the bigger events such as the Derby days and Copenhagen Cup (considering they also 

have some or main rights for these events) there should be lots of activity in handing out 

merchandise and flyers so that the sponsorship receives maximum exposure on these days. At 

the same time Golden Cup should be promoted at these days to move visitors for the big race 

days to the normal Golden Cup race days. 

Competitions are a good way of getting feedback from consumers and to notice how much 

attention there is among you sponsorship. It furthermore makes the consumer actively 

acknowledge the presence of it and through that gain momentum. DFDS should endeavour in 

having competitions running throughout the season, firstly as sponsor of the main 

competition of Golden Cup, a seasonal where the first price will be equal to the current one – 

a gold bar worth 100,000 DKK. This will of course be heavily promoted through in-

programme promotion, and the race programme, online both classic and social media and in 

different betting and horse magazines. Furthermore they should sponsor weekly/monthly 

prizes focusing on their product offerings, such as a trip to see a big trotting Race in Oslo, or 

something like that. They should use both online replies (“go to this website to participate”) 

and through mobile phone. The reasoning is that this gives a very good basis for tracking the 

sponsorship and they will know exactly how many are participating in the competitions and 

can use this to evaluate the sponsorship. This becomes a part of the digital activation 

discussed by Bierholm (2010) and Santomier (2008) 

Lastly a good idea could be to have the presenters tell about good offers that DFDS Seaways 

have for horse-racing enthusiasts. And to have the consumers get involved in this and to get a 

good return at the same time, they should provide the consumers with a phone number to text 
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to receive an offer from DFDS Seaways (could be a discount voucher/coupon) if the EU 

legislation legalizing this in Denmark comes through, or simply just information on how to 

book that specific trip or similar ones. Once again digital activation is key to the sponsorship 

simply because the measuring possibilities are so great. 

A general note to all these activation ideas presented: DFDS Seaways have to remain a 

sponsor that tries to be an authentic part of the sport, tries to make it better and tries to help 

the consumers have a better experience with the sport. As stated throughout this report, a 

large sponsorship deal pays off in the long term through increasing brand equity, a shift in the 

mind of the consumer over time and not through short term advertising efforts. 

The four P’s in DFDS Seaways Sponsorship  

To wrap up what DFDS Seaways should do with the sponsorship, the sponsorship deal and 

the activities herein is presented in the 4 P’s (Product, Price, Promotion, Place) as presented 

by Tripodi (2001). 

Product 

DFDS Seaways will offer new product deals as a part of the sponsorship. This will make 

them the intermediary for Scandinavian customers who want to see horse racing in other 

Scandinavian countries and get a small trip out of it. Therefore package deals will be offered 

with mini-cruise and land transport to destination, entry to the horserace and return trip. 

Furthermore Casino’s are opening on the ships and they are an integral part of luring 

customers in. 

Price 

Wherever possible DFDS Seaways will offer lower prices through the exclusivity of their 

sponsorship both to gain customers awareness and more importantly to get customer 

preference through trial. 

Promotion 

The communication mix will thoroughly be used to promote the sponsorship.  Sales 

Promotion, Advertising, and Direct marketing will be used along with other kinds of digital 

activation to promote the sponsorship. 
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Place 

Having the track, Charlottenlund Racetrack as the base of Golden Cup and the television 

broadcast will naturally shift where the products are being promoted and open up for new 

sales channels with the customers of horseracing. 

Partnership Marketing 

Outlining a plan for partnership marketing should be integral to Danish horseracing. As 

discussed in the previous chapter partnership marketing is when two or more organizations 

team up and do promotional activities together, mostly advertising. Normally you see the 

sponsoring brand using the sports property to promote and use the already established market 

to market to. One of the trials for Danish horseracing at present is to expand its fan base as 

they currently do not have enough spectators, viewers and fans to successfully pursue 

partnership marketing. Furthermore we see Danish horseracing today as being financially 

restricted so not only do they not have the financial muscle to heavily promote themselves 

but because of this they can not gain more interest in the public and in the press. Therefore 

Danish horseracing should team up with DFDS Seaways and do partnership advertising. It is 

a great fit for both parties. Danish horseracing are looking for more awareness in the market 

place and through that more viewers and spectators. DFDS Seaways are looking to sell travel 

deals to the other Scandinavian countries with horseracing as a driver. Combining those two 

should be easy enough. 

The theory of this ideal (Craggs & Davenport, 2002) explains that the reasons for doing 

partnership marketing are brand considerations and economic advantages. For this 

partnership it would mostly be the economic advantages that will be drawn upon, simply 

because Danish horseracing does not have anything real to offer to the partnership in terms of 

fans/viewers/spectators and are mostly looking for a cheaper way to advertise. For DFDS 

Seaways it will however be a consideration whether or not it will be profitable for them to 

enter into such a partnership when there are no genuine brand advantages for them on a larger 

scale of advertising the partnership. Where partnership marketing for them would be 

beneficial is where the current customers already can also be reached. 
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The Six-Step Effects Sequence 

The Six-Step Effects Sequence is used to understand and build a sponsorship agreement. The 

model was first introduced by Percy & Rossiter (1997), but the version used in this report is 

that of Tripodi (2001) were its use and focus is on Sponsorship. 

In the model is seen six steps, the effects happening is seen in the boxes and the levels at 

which they operate is seen in the next to the boxes: 

  

Step 1 is the exposure of the sponsorship. In order for a sponsorship to have any effect, 

potential customers must first be exposed to it for example via the media or an event. In Step 

2 the potential buyers will then process the information given which leads to immediate 

responses such as attention and learning. In step 3 the immediate responses should then be 

formed into permanent responses. The effects of the communication should determine the 

brand position in the customer’s mind through brand awareness and brand image. In step 4 

the potential buyer should most likely purchase the brand because of what the sponsoring 

Figure 5. The Six-Step Effects Sequence. Source: Tripodi, 2001 
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action has attributed to the brand value of the product or company. Step 5 lets the company 

gain extra sales and market share through the individual consumer’s decision to buy the 

product and through this also enhanced brand equity which in turn should lead to step 6 

which is an increase in profits through increased sales and higher brand equity 

Exposure 

The sponsorship will be exposed in Denmark, Sweden and Norway through TV, Online 

Streaming and attendance at the stadium. On average Golden Cup has a viewership of 22,389 

per live airing 5,389 in Denmark, 12,000 in Sweden and 5,000 in Norway). With their 47 

races per year this gives Golden Cup an exposure of just above 1 million non-unique viewers 

per year. In unique viewers an estimated guess is 75,000 per year (Expected 5% new unique 

viewers per race). On the primary webpage for Danish horseracing (travoggalop.dk) there 

have over a 2 month period (1/2-2011-1/4-2011) been 40,785 unique visitors to the webpage. 

This is the exposure DFDS Seaways can expect to get for their sponsorship along with race 

magazines etc..  

Processing 

In analyzing the viewers’ process and the sponsorship information given, this should lead to 

immediate responses such as attention and learning. For DFDS Seaways the objectives here 

are precisely to get attention and learning. They wish to let the consumers know that they 

have offerings to transport them elsewhere and that there are casinos on the mini-cruises. In 

processing it is important to have as much awareness as possible. 

Communication effects and brand positioning 

Here DFDS Seaways will be looking for the long term effects – positioning and brand image. 

The immediate responses should be turned into permanent responses and here the consumers 

should develop a positive relationship to DFDS which will position them higher than other 

means of transportation in Scandinavia because they are involved in the sport the consumer 

likes. Furthermore a positive link should be created between DFDS Seaways travel and the 

casino on board and the use of it. 

Target audience action 
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After the consumers have processed the sponsorship information and created positive 

relations to the brand it should develop into a situation where the consumer actually tries or 

buys the brand over competitor’s offers because of the position and brand value created by 

the sponsorship.  

Sales or market share and brand equity 

Through the target market action it should be evident that sales are going up and that the 

market share within the target market is increasing. Through the increased position in the 

consumers mind it should also be possible to see that brand equity is improving and the 

improved brand equity will in turn lead to: 

Profit 

Increase in brand equity should lead to higher price elasticity and therefore produce higher 

profits per customer in the long term. Furthermore the increased sales and market share 

should also lead to increased profits. 

These six-steps should not be expected to happen overnight- it is a long-term commitment to 

change the positioning in the consumers mind and therefore improve brand image and equity. 

Therefore DFDS Seaways should not expect that major changes in consumption and brand 

value will happen in a few months or a single season. 



6. Moving Danish horseracing forward 

This chapter is focused on changes the author thinks there should be made within the horse 

racing industry to make it more attractive for a wider audience. There are several issues on where 

Danish horseracing could and should improve as well as striving for a higher standard of 

intercontinental cooperation to make the sport more attractive both to viewers and betters. 

TV-Transmission of Golden Cup 

When watching Golden Cup it can often  be hard to distinguish whether we are in fact watching 

sports or a very sophisticated way of drawing lottery numbers. The case simply is that most of 

the transmission is focused on the better and horse more so than the actual sport. This also means 

that a person who has no money on the line on the races will most likely be completely 

indifferent to the sport and turn it off, even if they like racing and horses. Horseracing has 

historically been one of the few sports in which gambling was allowed and that is why it gained 

high betting figures in its early days. Nowadays the better is able to wager on all sports and this 

means that horseracing no longer has a monopolistic advantage in the marketplace.  When 

considering TV coverage it seems that the sport has decided that spectators can only be betters 

and as such only cater to this. Many racing sports have however successfully managed to be a 

sport and much more than a center of betting. Take for example Motorcycle speedway. It is 

similar in nature to horseracing but the sport has managed to be a sport and much more than just 

a betting opportunity. Trotting at present in Denmark seems to be experiencing an identity crisis 

where it does not want to give up focusing on the gambling as it is the industry’s bread and 

butter, but in doing this the sport is actually killing itself because it no longer has mass appeal. 

The sport needs to make a decision on whether or not to focus on being a sport or being a betting 

window. When other sports are considered, they produce massive incomes from selling rights to 

show betting opportunities while the sport is on. This does not happen for Danish horseracing as 

Danske Spil has a monopoly on the betting and through this, horseracing have direct interest in 

high betting incomes through Danske Spil. In order to help this sport in the long run it is 

important to consider changes to massive coverage on betting development, odds, chances and 

payments and focusing more on building this sport.  Right now the sports telecast have 3 phases: 

Studio talk, warm-up with commentator and race. Every sport should focus on the athletes, on 
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their ups and downs and their personalities, making preproduced segments where there are 

interviews with the trainers, looking back over the horse’s previous races as well as making the 

driver’s achievements a priority.  Furthermore Golden Cup is a race of driver more than a race of 

horses since it is the drivers that win the big prize in the end. Making segments about the driver 

and trying to get people invested in them will also lead to a higher affinity with the sport. All of 

the changes made to the telecast should focus on getting people more invested in the sport 

without detracting from the gambling, and making entertainment and other reasons to follow the 

sport. This leads to the next point, the presenters. Having two men, one well over 50 years of age 

and with a questionable wardrobe, host the show only adds to the sport’s identity crises. All of 

the major players in the sport say is that they would like a younger crowd to come in and who 

want to rejuvenate the sport. The only solution is 

to do it, starting with the presenters. There are 

plenty of young, talented and attractive people in 

and around the sport who could have a job like 

this. Look at what the Norwegian telecasters have 

in the studio; young beautiful women who have 

lifelong experience with the sport. This is a 

valuable option to pursue if the sport wants to be 

rejuvenated and draw in a younger crowd. 

The transmissions should also try to divide the 

sport itself and betting on the sport so that the 

crowd can see that this sport is not only interesting 

because there is a chance to win money. There is 

still a need to be realistic and keep the betting increasing as this is integral to the sports income 

structure. Therefore a suggestion could be to let the studio focus on the sport and then have a 

second guy standing in another studio where they would talk to him about the betting 

development and tips. This studio could also be heavily decorated with Danske Spil logos.. This 

addition would separate the betting from the sport and at the same time give Danske Spil some 

additional exposure. 

Picture 3 Norwegian TV-host Benedikte Kvåle 

(RiksToto, 2009) 
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These changes are some ideas for the producers and the sport in general to work with. The most 

important thing is that the sport realizes that the transmissions simply need to change into a 

younger more vibrant looking program with a need to higher focus on the sport. This is critical 

for the future in order to keep horseracing interesting and increase crowds and viewers.  The 

sport also needs to remember that becoming less dependent on revenues generated through 

betting is also important and is achieved with more spectators and better sponsorship deals. 

Building an online platform for watching and betting 

Big strides are already being made in making horseracing available online for all to see. What I 

am advocating for however is an interactive online solution where the viewer from one window 

can choose from live-feeds from several racecourses at the same time, plus a channel that mixes 

all the current races going on into one feed. Along with this in the same window has to be a 

betting console, simply built in for ‘live-betting’.  The betting should be instant and the winnings 

should be shown instantly so that the player can continue with a new balance right away. Think 

of a slot machine, as soon as there are any winnings the machine tells you that you have won and 

what your new credit is and when you are done the payment is received. 

The idea of having such an online interactive viewing feature, as opposed to the current with 

only a live feed and betting in a separate window is to maximize betting expenditure per person. 

The consumer will see it as a fantastic and easy feature where they can go and not have to juggle 

through different windows and scroll through several menus etc.. This leaves for time for 

enjoying the sport and more time for actually deciding on what to bet on the sport. 

This idea should be seen as one for future development and maybe even an idea that could be 

developed through a technical sponsorship of the sport which in future can be optimized by the 

sponsor for further income. 

Champions League for European horseracing 

One of the big problems for Danish horseracing from a spectator point of view is that is very 

hard to form any allegiances with horses or drivers if there is no money on the line. In Denmark 

there is still talks of the once great racing horse Tarok which had a career on the international 

scene, but no horse since has lived up to this in either in media attention or results. When Danish 
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horseracing does not perform on the international scene then spectator’s allegiances are shattered 

amongst national interests and there is no real consensus in who to cheer for or why. This is 

where international competition comes in- international competitions where horses and drivers 

from the different countries qualify for the big European races and compete at a higher level with 

more money on the line, more prestige and better events. This is what a future goal for the sport 

should be; a champions league for European horseracing. To understand how to build such a 

competition and why it could be favourable for all countries involved a case study of the 

Champions League in football is provided: 

UEFA Champions League case study 

This case study is based off Holt’s (2007) study of the UEFA Champions League and his 

findings herein.  

Competition between the strongest football clubs in Europe has been happening since the 1950’s. 

It was called ‘The Champions Cup’ for many years but in 1992 the competition between the best 

clubs in Europe was changed into the Champions League, a competition that consists of both 

league and knock-out structure and around which they wanted to build a new brand with huge 

possibilities in both sporting and commercial aspects.  

The main reason for changing the competition was that UEFA wanted to centralize commercial 

aspects such as branding and sponsorships. The idea was that to have a centralized governing of 

commercial aspects would lead to synergy effects that the clubs would not have been able to 

create individually. UEFA made a strategy that would override the club’s sponsors on the 

stadiums for the competition and introduce the competitions sponsors (currently 6) as the sole 

sponsors (except for jersey sponsors). The market for such a competition was much larger than 

anything there is anywhere else in Europe and by making sure sponsors would only gain access 

through the UEFA and would have extremely high exclusivity, the sponsor income gained was 

very high. The UEFA wanted to optimize revenues instead of maximizing them by making sure 

that the sport was a widely available as possible and not on pay-per-view channels and such 

simply to build the brand of Champions League and get maximum commercial potential out of it.  
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The clubs of course lose their own ability to sell sponsorships and market themselves for the 

biggest football tournament in Europe, but what UEFA did was simply to put all the money 

earned, subtract whatever costs UEFA has in organizing, planning and distributing Champions 

League and then pay out the rest to the clubs depending on their success in the tournament and 

the league they represent. The leagues/countries with a high base of supporters and revenue (e.g. 

England, Spain) will get more income than clubs from smaller countries and leagues (e.g. 

Denmark, Belgium) because they generate more viewers and revenue for the tournament. 

Champions League, because of a cluttered market place  only allows 6 main sponsors who then 

get intense and exclusive coverage all over the competition, and this is evident at in the 04-05 

season, the revenues from sponsorship amounted up to CHF 177 million. 

The approach has been very successful in terms of marketing value for the sponsors. Product 

recall amongst sampled consumers is high. 20.75% were able to recall all four (at that time there 

were four main sponsors) main sponsors unprompted. 

UEFA consistently work to keep the branding of champions league at heart. The long term-

branding of the tournament consists of three key elements: the champions league anthem, the 

house colours and the star-ball symbol.  The brand identity that UEFA wishes to create has to be 

focused around ‘prestige’ and ‘heritage’. 

The current sponsors of the UEFA Champions League are: Sony Playstation, Mastercard, 

Heineken, Ford and Vodafone and the sponsors are all focused on a long term branding strategy. 

After the first 12 seasons of Champions League, in 2004 the average length of sponsorship had 

been 10 years. 

Building a Tournament on European scale for trotting is the general idea. Because whilst the 

sport is big in some countries it is small in others and there is not a lot of inter-country 

competition occurring.  Building a competition for all of Europe will not only strengthen the 

sport, but also provide a solid base for income for all the countries involved. 

The gamblers go where there is  the most money to be had and the idea of a continental 

competition is that all countries play into one large betting pool. This means that the betting pool 
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compared to normal trotting races will be astronomical. The participating countries will then get 

paid commission depending on how much money they have put into the pot and therefore no 

national association loses any income through the big races, but the players might be willing to 

invest more and therefore the pools should get larger than they would be in the individual 

countries, a form of the synergy effect. 

Depending on the size of the sport in each country the biggest contributors to the competition 

should have the most races. For instance if there was one Champions League race monthly, then 

the big nations France, Sweden, Germany and Italy will have one race each per season and then 

the rest of the participating countries will have to qualify to host a race through financial and 

sporting contribution over the previous year. The betting pool will either be held by the country 

hosting the event or by a new international organization in charge of hosting and controlling the 

events. Logistics can present a problem given that horses, jockeys and trainers will have to travel 

over longer distances to participate in races. It is however not a big problem since there will be 

relatively few of these race days and race participant necessarily does not need to come from 

countries far away. 

Secondly just as in the UEFA Champions League, the branding and commercial control of the 

tournament would be held by a governing entity in the sport across the nations. This will mean 

the centralizing of sponsorships so that sponsors have a much larger market with much higher 

exclusivity. This will make the sport more interesting for the larger brands and therefore should 

generate much more sponsorship income than the nations could do individually. Having a large 

international competition will also generate much more press and media attention than the races 

currently do. 

Lastly comes the element which has been discussed previously in this section: the affiliations. 

Because this would be a continental competition and drivers and horses from the individual 

countries would qualify and compete against drivers and horses from other countries it will be 

much easier to find a horse to cheer for without having money on the race. This will create a 

much wider interest and through that revenues for sponsors and income at the tracks should 

increase. 
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It will however most likely be very hard to develop such a tournament because of all the 

individual interests from the different countries that also need to look out for and protect their 

national sport. The benefits from such a tournament however are large and present for all to see. 

Detachment from Danske Spil 

This scenario is highly unlikely since a decision to recreate Dantoto as a separate entity would be 

a policital decision and not one that the sport would be able to make themselves, it is however 

evident that Danske Spil have no incentives of really pushing the sport forward in terms of 

marketing and gaming development simply because the product groups are fighting each other 

within the Danske Spil portfolio. The largest competitor to horseracing, the national lottery Lotto 

is also a product from Danske spil and as presented in the report the gross income from Lotto is 

much higher than that of horseracing and the costs of maintaining it is near none compared to 

horseracing. A fair conclusion to draw from this is that Danske Spil on a strategic level has no 

interest in promoting horse racing and therefore horseracing in Denmark is caught in a deadlock 

it cannot get out of. Compared to the other Nordic countries the national lottery has less 

comparative income and horseracing higher as can be seen on in table 4. In the other Nordic 

countries it is also separate companies that control the different products, which creates a fairer 

and equal competition. HFF should do whatever is in their power to try and remove Dantoto 

from the Danske Spil portfolio or at least get it to be a separate entity with own direction and 

board. Doing this however must be seen as highly unlikely due to the political situation revolving 

around the betting on the sport. 
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7. Conclusion 

Danish horseracing is facing serious economic issues in the coming years with the renegotiation 

of allocation of Tipsmidlerne in 2015. In the current situation Danish horseracing is subsidized 

with approximately 30 million DKK per year and this may be reconsidered under a new contract. 

The reality is that horse racing in Denmark is facing is an outlook of losing 30 million DKK 

annually. Because of this the sport should look into strengthening the revenue stream with 

income through other channels to protect themselves from being too dependent on the betting 

which currently and historically has been the biggest income account in horseracing. 

Furthermore they must also try and increase betting income so that in 2015 there is a situation 

where the new contract won’t take as much money away from them. As can be seen from the 

development in betting over the years there is actually strong growth so it should be possible to 

increase revenues up to an acceptable level but at the same time it has shown that the Danish 

betting market suffered greatly during the global financial crisis. 

There is no question that the Danish market is the weak link when it comes to trotting in 

Scandinavia- Denmark has lower turnover, less spectators and the quality of horses is also low. 

When looking at the betting a Swedish person on average spends 11 times as much as a Dane 

betting on horseraces annually. Furthermore for Danish races the money in the betting pools are 

also primarily from Sweden and there are more viewers for the Danish races from Sweden than 

from Denmark. Therefore Sweden is a hugely important market when looking into commercial 

exploitation of the Golden Cup races.  

The current prices taken for advertising at Charlottenlund racetrack are also far too high when 

looking purely at the exposure they provide for sponsors. In terms of pure exposure value Danish 

horseracing is not able to compete with sports such as handball and football and even less if the 

sponsorship is solely focused on the Danish market. Calculations into exposure value have 

shown that the commercials simply are overpriced when solely looking at exposure value. 

Moreover for there to be incentive to invest in such a commercial, a company would most likely 

have interests in all the 3 Nordic countries and most of the current smaller sponsors are only 

present in the local community. 
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At the track there are however many ways in which to improve conditions for more sponsorship 

income. First of all placing a sponsor banner behind the studio will give a sponsor exponentially 

more exposure than any of the other current advertising opportunities and could be worth up to 

500,000 DKK per season. Secondly there is a great opportunity for sponsorship income if the 

name of the racetrack is sponsored. Looking at the racing arena in Aalborg and what they earn 

through a sponsorship meant that for the local market there would be money above 1 million 

DKK to be made per season in selling the naming rights of the racetrack. These are all examples 

of ways of how exposure for sponsors is not currently being maximized.  

Because Danish horseracing simply cannot compete with short term exposure and the prices vs. 

exposure from other sport industries it is important that they look elsewhere in their sponsorship 

efforts. Long term deals with chances of high exclusivity, activation and hospitality needs are 

what Danish horse racing and Golden Cup should put their efforts into selling and maintaining. 

The reviewed literature points in the same direction and that it is the sponsors who have been 

present on the long term, that have invested the needed resources into the sponsorship and who 

who have gained most from sponsorship deals. Furthermore literature has also shown that the 

real strength of sponsorship is when the sponsorship manages to improve brand image and not 

only brand awareness. This also requires long term commitment whereas awareness comes 

almost immediately. What type of sponsor horseracing is able to get is mostly irrelevant as what 

is most important is a long term commitment. Golden Cup must however stress that the product 

they represent is a Scandinavian one and that a sponsor will only get maximum effect if they are 

present in Denmark, Norway and Sweden. 

The additional income gained from increased sponsorship activities such as name sponsoring of 

Charlottenlund Racetrack, main sponsorship of Golden Cup and optimized placement of 

advertising on the track should increase income by several million DKK per year. In the short 

term this income must be reinvested into marketing the sport as presently the sporting culture of 

horseracing is too low when compared to the ambitions of the sport. By using the extra income, 

in the coming years when the sport is not pressured by lower income through tipsmidlerne, they 

may create enough awareness around the sport to increase the interest. Increasing interest in the 

sport will lead to more viewers and more betting which in turn will lead to better sponsorship 
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deals which all in turn should lead to higher revenues and higher profit which will be needed to 

withstand an annual loss in income of 30 million DKK from 2015-2016. Much of the marketing 

initiatives should be done in partnership marketing with the main sponsor as to get synergy 

effects between the sport and the sponsor and economic benefits of marketing together with a 

partner. 

Such a partner could be DFDS Seaways as they have already shown significant interest in the 

sport through their sponsorship of the Danish Trotting Derby as can be seen through the 

presented discussion in the thesis. They represent a good platform for promoting new products 

and for gaining synergy effects between horseracing and their casinos on the ships. 

What Danish horseracing also needs to consider in the long term removal of the entity from 

Danske spil as there are clear conflicts of interest. As long as Danske Spil is also in charge of 

horseracing’s closest gambling competitor Lotto, betting on horseracing can not hope to be 

maximized. Furthermore there should be a higher focus on improving television broadcasts and 

promotion of the sport as sport and not only for gambling. Trying to attract a younger audience 

through a more youthful production philosophy and with younger presenters is also favourable. 

Lastly Danish horseracing should work and lobby for building a continental competition in 

trotting as the benefits here would be numerous, both economical, sporting and exposure wise.  

Future Studies 

It is imperative that Danish horseracing studies the demographics of their consumers so they 

have a clear picture of who they are currently servicing and the trends they are facing.Such a 

study would need to be very thorough because they also need to find out who the international 

viewers of the Danish races. As part of this they also need to research the public’s perception of 

the sport as the authors current hypothesis is that the general public have a skewed  picture of 

what the sport is and represents, and that the sport in the general public has a very negative 

image. 

Danish horseracing furthermore needs to start tracking and understanding the viewership of 

Golden Cup. Presently the most thorough study into the viewership of Golden Cup is made in 

this report and many of the numbers are estimates simply because the numbers are not measured. 
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Currently the only viewer numbers measured are the viewers on TV2 Sport whereas the viewers 

watching in the different bars and gambling booths are not measured but only estimated. 

Furthermore in Denmark, Sweden and Norway the races are available online. When online it is 

very easy to track how many are watching these races at any given minute as all data is logged 

and therefore all associations should be able to give a clear picture of how many online viewers 

there are. It is however currently not possible to get any figures from any of the countries in 

terms of online viewership, once again only estimates. 
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Appendix C – Key figures for betting in Scandinavia 

Denmark (In DKK) 2009 2008 2007 2006 2005

Revenue from betting '000 565,509 661,896 636,116 538,193 469,384

Index 120 141 136 115 100

Population '000 5,511 5,476 5,447 5,427 5,411

GDP '000,000 1,656,108 1,740,843 1,695,264 1,631,659 1,545,257

Revenue from national lottery (Introduced 1989) 3,602,000 3,871,000 4,075,000 3,997,000 3,751,000

Horseracings worth as percentage of national lottery 16% 17% 16% 13% 13%

Betting per person 102.61 120.87 116.78 99.17 86.75

Betting/GDP promille 0.0034 0.0038 0.0038 0.0033 0.0030

Sweden

Revenue from betting '000 In SEK (ATG established 1974) 12,687,500 11,972,000 11,868,800 11,277,900 10,988,200

Revenue from betting '000 In DKK (ATG established 1974) 10,562,344 9,966,690 9,880,776 9,388,852 9,147,677

Index 115 109 108 103 100

Population 9,340,682 9,256,347 9,182,927 9,113,257 9,047,752

GDP '000,000 in SEK 3,089,181 3,204,320 3,126,018 2,944,480 2,769,375

GDP '000,000 in DKK 2,571,743 2,667,596 2,602,410 2,451,280 2,305,505

Revenue from national lottery '000 In SEK (Game introduced 1980) 2,881,000 2,658,000 2,532,000 2,350,000 2,255,000

Revenue from national lottery ´000 in DKK (Game introduced 1980) 2,398,433 2,212,785 2,107,890 1,956,375 1,877,288

Horseracings worth as percentage of national lottery 440% 450% 469% 480% 487%

Betting per person 1130.79 1076.74 1075.99 1030.24 1011.04

Betting/GDP promille 0.0411 0.0374 0.0380 0.0383 0.0397

Norway

Revenue from betting '000 in NOK 3,625,000 3,710,000 3,163,000 2,780,000 2,781,000

Revenue from betting '000 in DKK 3,464,775 3,546,018 3,023,195 2,657,124 2,658,080

Index 130 133 114 100 100

Population 4,799,252 4,737,171 4,681,134 4,640,219 4,606,363

GDP '000,000 in NOK 2,380,851 2,516,800 2,271,607 2,159,573 1,945,716

GDP '000,000 in DKK 2,275,617 2,405,557 2,171,202 2,064,120 1,859,715

Revenue from national lottery ´000 in NOK 5,499,390 5,098,794 5,431,554 5,169,030 4,757,590

Revenue from National lottery ´000 in DKK 5,256,317 4,873,427 5,191,479 4,940,559 4,547,305

Horseracings worth as percentage of national lottery 66% 73% 58% 54% 58%

Betting per person 721.94 748.55 645.83 572.63 577.05

Betting/GDP promille 0.0152 0.0147 0.0139 0.0129 0.0143

Comparison

Betting per person Sweden over Denmark 1102% 891% 921% 1039% 1166%

Betting per person Norway over Denmark 704% 619% 553% 577% 665%

Impact on GDP Sweden over Denmark 1203% 983% 1012% 1161% 1306%

Impact on GDP Norway over Denmark 446% 388% 371% 390% 471%

Calculations are percentages Sweden and Norway are performing higher than Denmark on the given measurement. Eg. 1102% in betting per

person shows that the average Swede bets for 11 times the amount of money a dane does

Notes

Population DK from: Danish Statistics: Befolkning og Valg- Befolkning 1.jan (i 1000) 1988-2009

GDP DK from: Statistikbanken - Nationalregnskab, betalings- og kapitalbalance - BNP 1988-2009

Population from SWE: Statistics Sweden - Befolkning - Folkmängden i riket efter civilstånd och kön. År 1968-2010

GDP SWE from: Statistics Sweden - Nationalräkenskaper - BNP från användningssidan (ENS95), försörjningsbalans efter användning. År 1993-2008

GDP NOR from: Statistics Norway - Nasjonalregnskap og utenrikshandel - Nasjonnalregnskab - Bruttonasjonalprodukt, løpende priser - 1988-2009

Population NOR from: Statistics Norway - Befolkning - Befolkningsendringer - Folkemengde - Hele landet - 1988-2009

Lotto Denmark - Annual Report 2009-2007

Lotto Sweden - Annual Report 2010

Norwegian numbers are for Lotto and Viking Lotto, same as danish numbers are for Lotto and Onsdags Lotto

Exchangerates measured at valutakurser.dk on 13.05.2011

Key ratios for betting and television viewing on the Danish, Swedish and Norwegian markets
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Appendix D – Income of tracks and race days 
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Appendix E - Viewing figures for Golden Cup 2011 

         
         

 
Counted At the track Estimated Total 

 
Potential 

  Denmark 3,389 500 1,500 5,389 
 

2,171,000 
 

 

        
 

Sweden 
  

12,000 12,000 
 

100,000 
 

 

        
 

Norway 
  

5,000 5,000 
 

10,800 
 

 

         Total 3,389 500 18,500 22,389 
    

         Estimate for Denmark own estimate as no information is available through Danske Spil and Canal+ 
Estimate for Sweden estimate by Per Carlsson Head of Production on Swedish Kanal 

75 
  Estimate for Norway estimate by Vidar Steder General Manager of 

Equus 
     

Exposure in Denmark 

Tv2Sport, Canal+, Danske Spil Racing Live, 220 Commisions  
 
Exposure in Sweden 

ATG Live Web TV, 2000 Commisions 
 

Exposure in Norway 
Riks Toto Direkte, 550 Commisions 
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Appendix F – List of interviews 

Troels Troelsen, Commercial Director of HFF. 

March 12th 2011 

Interview where the basics of Horseracing in Denmark was discussed and information about 

Golden Cup and the scope and wishes for the event were discussed. Discussed sponsors and what 

is done for them currently and where the Danish horseracing industry needs improving. The 

dilemma of getting money in through betting and that the agreement would be revisited in 2015 

was discussed and the implications 

March 15th 2011 

Interview regarding the research question and formulation hereof. Through the course of the 

meeting Troels Troelsen provided a lot of written information which have later been used as 

basis for the assignment. 

May 16th 2011 

Short interview where pricing on sports commercials were discussed. Troels Troelsen provides 

the contact for Steen Leth Jørgensen at The Business Development Agency. Furthermore 

provides contact to Lars-Åke Mårtensson, CEO at Jägersro Derby track. 

August 15th 2011 

The sponsorship by DFDS Seaways is discussed. The contract is revealed to be worth 200,000 

DKK this year with a possibility for a 500,000 DKK extension if things go well. 

Lars-Åke Mårtensson, CEO at Jägersro Racetrack, July 12th 2011 

Specified in Appendix G 

Nikolai Kaas, Marketing Manager at Charlottenlund Racetrack, May 2nd 2011 
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Discussed current activities Charlottenlund Racetrack are doing with corporate partners, prices 

and estimates of attendance. Furthermore told about quantity and location of advertising boards 

and the efforts being taken to attract sponsors 

Steen Leth Jørgensen, Co-Owner and Partner in The Business Development Agency, July 

19th 2011 

Provided the author with a formula to calculate value of sponsorship exposure. Furthermore told 

that the average unitprice in football and handball for a normal banner advertisement is around 2-

6 DKK. The price for advertisement on jerseys, rotating commercials and rotating commercials 

have an average unit price of 10-20 DKK. 

Vidar Steder, Daily Manager of Equus Informasjon og Media in Norway, May 13th 2011 

Vidar Steder estimated that on average 5,000 norwegians are watching the Golden Cup races 

online and in the commissions every Wednesday. 

Per Carlsson, Head of Production at Kanal 75 in Sweden, May 12th 2011 

Per Carlsson estimated that around 2,000 are watching Golden Cup on ATG’s live racing 

channel online. He furthermore estimates that around 10,000 are following every time in the 

commissions all over Sweden 

Michael Korfitsen, CEO at NKI Racing Arena in Aalborg, September 6th 2011 

Specified in Appendix H 

Rolf Laugesen, Manager of Dantoto, Danske Spil, May 10th 2011 

Estimates for the online viewership on Dantoto Racing live were estimated to be around 1,500 

persons every week.  
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Appendix G – Interview with Lars Åke Mårtensson 

Interview with Lars-Åke Mårtensson at Jägersro Racetrack on the 12th of July 2011 

 

1. Tell about the history of horseracing in Sweden and why you think it have become so 

much more popular here than in Denmark 

It all started with the introduction of ATG in 1972 which was introduced to control the 

gambling on the races all over Sweden. They made betting on horseraces accessible to 

the public outside of the racetrack first of in postoffices around the country. This made it 

easy accessible which made a larger betting pool and created more interest. There is 

furthermore a lot of television coverage which also increases awareness and interest. 

The management in ATG has been good and they have promoted a clean sport with no 

Mafioso tendencies or doping, so if people lose on the races they do not feel cheated. 

ATG have also promoted the best horses as Swedens own so the Swedes will cheer for 

them in international races and so on. 

2. Can you describe the average spectator/fan/gambler for the horseracing industry here in 

Sweden? 

The average person is male and over 50 years old. We have seen an aging of the 

spectators and are definitely missing the younger generation. And even when a younger 

fan comes in then it cannot add up to the person we lose of the older generation. The 

younger generation are in much more of a hurry and it seems like they do not have the 

time to come to every raceday as many and many of the older generation does. The 

spectators for the Saturday V75 races are a bit different. They are in general a bit younger 

than they are for the normal races and there are more female attendees than usual. We 

much prefer the composition of guests at the big racedays, of course because there are 

more but they have a lower average age and more equally divided between male and 

female. 

For the gallop races the crowd is also younger than the normal trotting days and also has 

more female spectators.  
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Using the gallop races to attract more people to the sport may seem viable but there are 

major obstacles, mostly cultural. Gallop have historically been seen as an upper-class 

event where trotting is more for the working class man and changing that perception will 

still take generations. 

3. How many televised races does Jägersro have each year? 

Around 60 of 10 individual races each time. The Tuesday races are paired with another 

racetrack and then shown live on internet tv and the ATG racing channel. Every night 

Swedish TV4 shows a highlight reel of the races of the day 

Horse racing in Sweden is televised like this: Tuesdays – V65 or V6 at Jägersro 

      Wednesdays – V64 at Solvalla 

      Thursdays – V65 or V6 at Gothenburg 

      Satudays – V75 

At Jägersro we had around 3,000 spectators for a normal race back in 1996, that number 

have fallen steadily over the recent years and now around 1000 visit us every raceday. 

The V75 races are much bigger with up around 10,000 and the biggest race of the years is 

Åbergs V75 in July which will attract 18,000 spectators. 

4. Can you roundup the situation of the Racetrack sponsors and commercial partners? 

The banner commercials on the outside of the track are in general 12X4 meters and for 

one season we charge 60,000 SEK per each. The ones on the finish line are smaller, but 

closer to the camera and are more in focus so they cost 100.000 SEK and the rest of the 

banners are generally sold for 50.000-60.000 SEK. 

In the recent years it have become harder and harder to sell them. Jägersro sell around 

half of them themselves and the rest is sold by a company called FM Reklam. In recent 

years we have not been able to increase the price each season as they used to, so the 

prices have remained steady. 

One thing that is a massive seller though is company tables for 6 at what is called 

Revenue Club. Each season a corporate partner can buy a table in this very fine 

establishment for 110.000 SEK and get a banner on the track with it. It has been very 

popular and easy to sell the best investment the track has made for many years. 
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Appendix H – Interview with Michael Korfitsen 

Telephone interview with Michael Korfitsen, CEO of NKI Racing Arena 6th of September 2011 

 

How did the sponsorship come to happen? 

Getting a naming partner for the track was an objective the board set out 

The track was previously called Aalborg Væddeløbsbane – But we wanted to change it. We first 

of all wanted the word Racing in the name, because it was more dynamic, and left an opening for 

doing more and other things than just horseracing/trotting. 

The sponsorship should be seen as positive corporation where both parties gain something from 

it. 

NKI is an industrial contractor which deals with things like: Sewer service, normal contracting 

jobs, tv-inspections, cleaning of tanks (septic tanks, for instance), industrial service and so on. 

The contract is from 1st September 2010-2013 

The sponsor signed with us because of the wide variety of people coming at the track, and the 

fact that it can generate a lot of exposure in local media. Having a solid broad foundation in the 

local area was important 

What NKI gets through the sponsorship deal is: The name, the NKI brand is on all materials with 

the name on it (official clothing, pens, posters and so on.),  naming right for some of the big race 

days, full page advertising in the racing programme, logo on webpage and tickets for VIP 

Events. 

None of the parties wish to disclose the full  financial part of the contract but we can say that it is 

a 7-digit number for the whole period. 

Does the sponsor have an interest in horseracing? 

Not before the sponsorship came to pass, but he does have a brother who was into it before 
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What objectives does NKI have for the sponsorship? 

No concrete goals as such. They want to use it for exposure in the local market and media and 

for hospitality events. They do want to have higher brand awareness, but no specific goals for it. 

How does the sponsor evaluate the sponsorships effectiveness? 

He is often at the track himself, and besides from that they try to follow up on media exposure. 

What sort of activation of the sponsorship does he use? 

Has a large Christmas function for all the major clients every year where he networks and tells 

about the sponsorship and so on 

He uses the racetrack actively for meetings with clients and such. There are 36 race days per year 

and they have probably used it 12-14 times this year. 

What do you as a track do to get sponsorship deals? 

We divide our partners into Gold, Silver and Bronze partners according to how much money 

they spend on the contracts. We draw up individual contracts depending on what the partner 

wants and needs. A sort of building block system where the partners choose what they want to 

build. 

To get the deals we arrange meetings with companies and talk to them about their needs. On 

average we need visits to 10 different companies to get 1 sponsorship contract. We can definitely 

feel that there is a competitive market out there to get the companies sponsorship money. 

 

 


