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Sport in Society

Exploring the relationship between corporate social 
responsibility and the marketing performance of 
professional sport organisations in South Africa

Talent Moyoa, Brendon Knottb and Rodney Duffetta 
aMarketing Department, cape peninsula University of technology, cape town, South Africa; bSport 
Management Department, cape peninsula University of technology, cape town, South Africa

ABSTRACT
There has been a significant increase in research around Corporate 
Social Responsibility (CSR) in the sport management context and it has 
been argued that CSR outcomes have marketing implications. Despite 
this increase, there is a gap in identifying the influence that CSR initia-
tives have on marketing performance within a professional sport man-
agement context. Moreover, the South African sport industry is rapidly 
professionalising with a need for the application of business manage-
ment practices to the unique sport industry. This study explored the 
relationship between CSR and the marketing performance of selected 
professional sport organisations across South Africa. Six organisations 
were selected, representative of the three major professional sport 
codes in the country, namely cricket, rugby and soccer. Following a 
qualitative research approach, key personnel at the organisations were 
purposefully selected for in-depth interviews. Thematic analysis was 
conducted and the following core themes emerged: marketing objec-
tives; income/revenue growth; marketing share; and CSR initiatives. The 
study proposed a set of criteria to assess the influence of CSR on mar-
keting performance, which included: tickets and sales; brand loyalty; 
brand perception; media coverage; and sponsorship. The study clarifies 
the relationship between CSR and marketing performance in the South 
African professional sport environment and presents policy and prac-
tice-based recommendations based on these findings.

Introduction

While there is adequate evidence to determine that there is a relationship between 
CSR and marketing performance of an organisation, the extent of this relationship 
within a professional sport context and across multiple sport organisations has not 
been explored. This study was designed to explore the relationship between CSR and 
marketing performance for professional sport organisations in South Africa. 
Furthermore, the study proposed criteria that can be used to consider CSR influences 
on the marketing performance of professional sport organisations. To that end, the 
objectives of this study are: to explore the relationship between CSR initiatives and 
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marketing performance among PSOs and to propose criteria that can be used to con-
sider CSR influences on PSO marketing performance.

Professional sport organisations in South Africa

Professional sport organisations have been posited to be businesses like any other (Blair 
1997; Banda and Gultresa 2015; Pohan and Oktavianty 2018) and have unique aspects that 
may require adapted business approaches and management systems (Hoye et al. 2012). For 
example, professional sport organisations have been identified to have a unique social 
influence (Kyle 2010; Nielsen and Llewellyn 2015). This social influence has been postulated 
to be synonymous with the purpose of sport (Munro, Arli, and Rundle-Thiele 2018; 
Svensson, Andersson, and Faulk 2018; François, Bayle, and Gond 2019), thus underlining 
the uniqueness of the sport industry. In light of the professionalization in the sport industry, 
the social relevance of sport has become questionable; however recent discussions propose 
that professional sport organisations can perhaps learn from engaging in CSR activities and 
resultantly retain the purpose of the organisation (Zeimers et al. 2019).

In addition, Vamplew (1988) proposed that professional sport organisations can either 
be profit maximising or utility maximising in their approach to business. However, further 
arguments posit that a purely utility maximising approach (Kesenne 2006) or a purely profit 
maximising management model (Andreff 2001; Andrews and Harrington 2016) would be 
detrimental to the professional sport organisation and so professional sport organisations 
ought to engage both profit maximising and utility maximising management approaches 
(Prinz 2019). As such, it can be assumed that professional sport organisations behave dif-
ferently from other business entities.

Moreover, sport in South Africa is influenced by the unique history of the country 
(Nauright 1997) making the professional sport industry even more unique. In the past, it 
was subjected to a long period of apartheid when there was racial segregation in the country. 
This led to racial inequality, which the country is still trying to resolve now even in the field 
of sport (Jacobs et al. 2019). This means that the sport industry in South Africa has to 
function in this unique and complex environment, and at the same time aspire to maintain 
international standards. To that end sport in South Africa has increasingly become more 
professionalised since the country re-entered international sport in 1992. The nation has 
performed well on an international stage and was the first African Country to successfully 
host the FIFA World Cup in 2010 (Knott, Fyall, and Jones 2016). The rapid professional-
ization of the sport industry has led to an increased amount of business management-related 
research applications in this context.

The development of CSR

While CSR is not a new concept in the business world, it was not taken seriously until the 
1970s (Lydenberg 2005; Epstein 2018). In the 1970s, the business world developed an interest 
in CSR from the ideas of Friedman (1970), which note that a business’ only obligation was 
towards their stakeholders and that they played their part in society by making a profit. 
Friedman (1970) suggested that if a company engaged in CSR activities, then they were 
imposing unfair taxes on their stakeholders by determining how their profit will be used. 
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These ideas were confirmed by businesspeople and academics alike. The discourse on CSR 
shifted in the 1990s towards demonstrating how its adoption by an organisation might be 
linked to the organisation’s marketing outcomes and measurable benefits (Vogel 2005; Lee 
2008; Jamali and Karam 2018; Schreck and Raithel 2018).

Previous studies (Walters and Chadwick 2009; Hamil, Walters, and Watson 2010; Arendt 
and Brettel 2010; Spaaij and Westerbeek 2010; Trendafiova, Ziakas, and Sparvero 2017; 
Jamali and Karam 2018; Schreck and Raithel 2018; Burnett 2021; Millington et al. 2019) 
have shown that professional sport organisations gained benefits from their CSR engage-
ment, which appeared to have marketing implications. Similarly, in an exploratory, sin-
gle-case study of a South African football association, Moyo, Davies, and Joubert (2015) 
identified a positive relationship between CSR activities and the marketing performance 
of the organisation. They identified marketing related benefits that a single professional 
sport organisation gained from its CSR engagement, but did not address the influence of 
CSR on the organisation’s marketing performance.

Furthermore, studies conducted elsewhere also found a positive relationship between 
CSR and marketing performance. Spaaij and Westerbeek (2010) and Hamil, Walters, and 
Watson (2010) also proposed a positive relationship between CSR activities and marketing 
performance. After investigating the influence that CSR activities have on corporate identity, 
image and firm performance, Arendt and Brettel (2010); Jamali and Karam (2018); and 
Schreck and Raithel (2018) concurred that CSR had an important influence on marketing 
performance, since it facilitated brand attractiveness and increased competitive advantage 
for the organisation. In one of the earlier studies, Burke and Logsdon (1996) documented 
the benefits of strategic CSR to include: customer loyalty; public relations; marketing advan-
tage; and new product or graphic market opportunities. Similarly, Walters and Chadwick 
(2009) identified brand building and reputation management as strategic benefits of what 
they termed ‘corporate citizenship’, which suggested a relationship between CSR and aspects 
of marketing performance.

CSR incorporated into professional sport business

Roy and Graeff (2003) determined how the engagement of sport organisations in CSR 
affected consumer perceptions of the organisation and concluded that CSR engagement 
could enhance the image of the sport organisation and serve to differentiate the organisation 
from competitors. This premise was reinforced by the findings presented by Hamil, Walters, 
and Watson (2010) in their investigation of FC Barcelona and its CSR engagement. Further 
arguments presented by Moyo, Davies, and Joubert (2015) and Davies and Moyo (2017) 
provide evidence of this premise. The benefits identified for the organisations in these 
studies appeared to have marketing implications, which included: an improved brand image; 
an organisation differentiation; and improved fan loyalty, among others.

Breitbarth and Harris (2008) designed a model to show the role of CSR in football busi-
ness and concluded that CSR can create significant benefits for the sport and governing 
organisations. Additionally, Bradish and Cronin (2009) and Fifka and Jaeger (2018) made 
the point that CSR should be regarded as one of the most important components of con-
temporary sport management theory and practice. They propose that the nature of CSR 
makes it the best tool to manage internal and external concerns, and that no other man-
agement tool can match its effectiveness in this regard. These studies conclude CSR to be 
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a business practice, which provides goodwill to the community, as well as addressing social 
issues and at the same time maintaining sound business strategies. However, these authors 
identified CSR strictly as a sport business management tool and did not relate it to sport 
marketing specifically. However, it is clear that the marketing implications of CSR cannot 
be ignored, so this study posits that CSR should be considered as a marketing strategy.

CSR performance

Researchers agree that there is a need to assess CSR performance as it has a bearing on the 
performance of the organisation (Benn and Bolton 2011). To that end, models, matrices or 
systems have been proposed to assess CSR performance. Martin (2002) undertook to explain 
the intrinsic worth of CSR for businesses and designed a virtue matrix to determine the 
value of CSR engagements for companies. Breitbarth, Hovemann, and Walzel (2011) pro-
posed a rating index system along with a CSR performance scorecard to assess CSR per-
formance for football clubs. The system uses two separate rankings for internal and external 
benchmarking which can be used for regular CSR performance assessments.

This model allows for regular CSR performance assessments and provides a sport-specific 
way to assess CSR performance, which might be adaptable for other professional sports 
(Breitbarth, Hovemann, and Walzel 2011). However, the model only assesses the value of 
CSR in professional football and does not consider the link of CSR to marketing perfor-
mance. The model is nonetheless a starting point to understanding the value of CSR in 
professional football, which is structured in a way that any professional organisation can 
adapt and use it to assess the value of its CSR activities. However, there would be a need for 
standard ratings to be set up before the scorecard can be used.

Other relevant models include: the CSR performance scorecard (Kremer and Walzel 
2011); the corporate social performance model (Wartick and Cochran 1985); and the 
three-dimensional conceptual model of corporate social performance (Carroll 1979). These 
models all assess the outcome or the performance of the CSR programme itself. Meanwhile, 
Latif et al. recently proposed that CSR performance can be assessed from a customer per-
spective. They proposed a scale that identified five dimensions, which can be used in CSR 
performance measures: developmental responsibilities of CSR; ethical responsibilities and 
considerations; relationship-building between the company and the consumers; respon-
siveness; and information-sharing responsibilities.

Additionally, Bahurmoz (2019) proposed the use of the Analytic Hierarchy Process 
(AHP) to assess CSR, which provided an index to assess CSR. The model proposed that 
government institutions can use this to rank companies, based on their CSR practices. 
However, the index was designed for companies in a Saudi Arabian environment and adjust-
ments may be required to adapt the model to different environments. These are significant 
contributions to research on CSR, but do not identify a relationship between CSR and the 
marketing performance of professional sport organisations. Therefore, none of these models 
were designed to assess the influence of CSR on marketing performance for a professional 
sport organisation. It is unclear that even the model adapted for professional sport organ-
isations (viz. Breitbarth, Hovemann, and Walzel 2011) would be suitable in the South 
African sporting context because it was designed for sport organisations in Europe. The 
model does not take the unique South African environment into consideration and might 
require adjustments if it were applied to the South African context.
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CSR and marketing performance

Morgan, Clark, and Gooner (2002) suggested that marketing performance is a dynamic 
and multi-dimensional process of assessing the positional advantage of a corporation due 
to its strategic marketing activities. Meanwhile, Gao (2010) defined marketing performance 
as ‘the effectiveness and efficiency of an organisation’s marketing activities with regard to 
market-related goals, such as revenues, growth and market share’. These two definitions for 
marketing performance are very similar and emphasise that marketing performance can 
only be assessed through an analysis or evaluation of an organisation’s marketing activities. 
Marketing performance can be concluded to be concerned with marketplace awareness and 
customer reactions and was seen to have an influence on the organisational performance 
of the company. On the other hand, Ambler, Kokkinaki, and Puntoni (2004) revealed that 
metrics of marketing performance can only be determined according to the goals set up 
for the marketing initiative in question. The current study accepts that marketing perfor-
mance is the evaluation of the outcomes of an organisation’s marketing activities and based 
on their marketing objectives.

While Benn and Bolton (2011) postulated that it is difficult to quantify social mea-
sures, which were not observed in monetary value or in quantities upon data collection. 
Weber (2008) suggested five key indicators for CSR performance: monetary brand 
value; customer attraction and retention; reputation; employer attractiveness; and 
employee motivation and retention. Vogel (2005) and Lee (2008) concluded that the 
discussion on CSR had shifted towards showing the link between CSR activities and 
measurable benefits for the organisation. Kurucz, Colbert, and Wheeler (2008) discuss 
the rationale for CSR in business and propose that CSR has the capacity to reduce 
costs and risks and build competitive advantage for an organisation, while building 
synergy between the organisation and its environment, and creating social capital. 
This premise is reinforced by Moyo, Davies, and Joubert (2015) and Wood (1991), but 
Wood (1991) added an increase in employee motivation. Walters and Chadwick (2009) 
and Eveland, Critchfield, and Rynarzewska (2018) found that through CSR activities, 
a ‘community trust model of governance’ can be created between a community and a 
professional sport organisation. A model that highlighted six strategic benefits was 
proposed by Walters and Chadwick (2009): the removal of community and commercial 
tensions; reputation management; brand building; local authority partnership; com-
mercial partnership; and player identification.

Burke and Logsdon (1996) further suggested that professional sport organisations 
could strategically select programmes and activities that complement their organisa-
tion’s objectives, thus engaging in strategic CSR. They highlight benefits of strategic 
CSR that include: customer loyalty, future purchasers; productivity gains from 
increased employee loyalty and morale; public relations and marketing advantage; 
new product or graphic market opportunities; and being first to market, or leadership 
benefits, and an edge in meeting emergency needs. The benefits identified are all 
discernible in marketing performance measures. To a certain extent, sport organisa-
tions can be perceived to have developed a socially responsible orientation through 
the application of CSR, although this is mostly in utilitarian terms. Djaballah, Hautbois, 
and Desbordes (2017) further suggested that sponsors of professional sport organisa-
tions could strategically involve themselves in the organisations’ CSR activities. Servaes 
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and Tamayo (2013); Lins, Servaes, and Tamayo (2017); and Kim et al. (2018) hypoth-
esised that engaging in CSR activities facilitated positive perceptions towards an organ-
isation, which is deemed to have an influence on the performance of the organisation 
on the stock market. The influence can be positive if the consumers are aware of the 
company’s activities. Additionally, Liu et al. (2019) proposed that sport organisations 
can successfully use their CSR initiatives to leverage their marketing expenses. The 
arguments presented above show that there is a relationship between CSR and mar-
keting performance.

Towards a conceptual framework

The discussion above showed that there is a relationship between CSR and the marketing 
performance of professional sport organisations. To better understand this relationship, a 
conceptual framework of this relationship is proposed below. Chahal and Sharma (2006) 
proposed a conceptual framework for CSR, which highlights its implications for the organ-
isation. The study identified five measures in their proposed conceptual framework that 
conceptualises the relationship between CSR and marketing performance, viz. organisation 
culture, human resources, product services, regulatory environment and social development 
activities. This model is relevant to proving that there is a relationship between CSR and 
marketing performance. However, the argument proposed by the current study questions 
the influence that CSR has on marketing performance, especially since Chahal and Sharma 
(2006) framework does not answer this question. The conceptual framework proposed by 
Chahal and Sharma (2006) and the ideas it proposed informed the development of the 
current study’s conceptual framework.

Chahal and Sharma (2006) raised the question: Can CSR be considered as a marketing 
tool? The arguments presented above provide convincing evidence that CSR can be con-
sidered as a marketing action, which means that CSR can be incorporated into the marketing 
value chain (Grønholdt and Martensen 2006). The marketing value chain shows that there 
is a relationship between CSR and marketing performance. Yim et al. (2019) also presented 
a conceptual framework that showed a relationship between CSR and corporate financial 
performance. The study emphasised that the marketing capability of a corporation affects 
CSR, which influences its reputation and in turn affects its financial performance. This 
confirms that CSR has a direct influence on an organisation’s reputation, which can be 
argued to be the organisation’s brand image, thus strengthening the notion that CSR is a 
marketing strategy.

Breitbarth, Hovemann, and Walzel (2011) identified four dimensions of CSR:

• The instrumental approach, which focuses on achieving economic objectives through 
social activities (e.g. cause-related marketing, strategic investment in a competitive 
context);

• The political approach, which focuses on the responsible use of business power in the 
political arena (e.g. corporate citizenship);

• The integrative approach, which focuses on the integration of social demands (e.g. stake-
holder management, issues management); and

• The ethical approach, which focuses on the right thing to do (e.g. the “common good”).
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The dimension that most applies to this study is the instrumental approach, because 
more organisations have begun to use CSR strategically, and are moving away from using 
CSR as a means to fulfil their legal obligations (Duffy 2016). Martin (2002) hypothesised 
that companies engaged in CSR activities for intrinsic or instrumental reasons, which can 
also be identified as implicit and explicit CSR (François, Bayle, and Gond 2019). The study 
further explains that intrinsic involvement occurs when a company engages in CSR activities 
with the objective of serving the interests of the community, i.e. simply doing good. The 
instrumental involvement transpires when the organisational activities are not only serving 
the community, but also presenting benefits to the shareholders of the company. This sug-
gests that organisations engage in CSR activities with specific objectives, which also implies 
that cause-related marketing is a form of CSR.

A modified marketing performance value chain can be derived from the aforementioned 
discussion, which is shown in Figure 1.

The modified marketing value chain shows the different elements in each step. A com-
bination of the marketing value chain and the conceptual framework, proposed by Chahal 
and Sharma (2006), was used to design the conceptual framework that this study used to 
represent the relationship between CSR and marketing performance (with CSR being con-
sidered a sport marketing strategy). The proposed conceptual framework for this study is 
depicted by Figure 2.

This proposed conceptual framework is developed from the literature reviewed and 
shows that the five elements suggested by Chahal and Sharma (2006) are necessary for a 
professional sport organisation to effectively implement social marketing and CRM activ-
ities. Literature revealed that CRM and social marketing are tools that organisations use to 
achieve CSR (O’Malley and Tynan 2003), thus supporting the concepts presented by Yim 
et al. (2019). Hence, CRM and social marketing incorporation into the marketing value 
chain is the marketing action that this study will consider. The conceptual framework 
highlights the important elements and the steps in the marketing value chain to assess 
marketing performance.

Chahal and Sharma (2006) only proposed a few indicators of marketing performance, 
where this conceptual framework proposes an all-encompassing approach towards mar-
keting performance indicators. This conceptual framework also uses units of measure pro-
posed by Rust et al. (2004) and Ambler, Kokkinaki, and Puntoni (2004), to assess the 
marketing performance of a professional sport organisation. The derivation of the proposed 
conceptual model was derived from a wide range of literature, which makes it applicable 
to a broad spectrum of sport environments.

Figure 1. the extended cSr – marketing value chain.Source: Adapted from Davies (2000); Grønholdt 
and Martensen (2006); Breitbarth, Hovemann, and Walzel (2011).
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Research methodology

This study embraced the interpretivism research philosophy, which was selected due to the 
nature of the constructs that were investigated. The concepts of CSR and marketing per-
formance are largely influenced by human perception and the reality under investigation 
could not be separated from the researcher (Henning, van Rensburg, and Smit 2004; 
Edwards and Skinner 2009). This study sought to explore the influence that CSR had on 
marketing performance of a set of professional sport organisations in South Africa. As such, 
it aimed to capture meanings and qualities that were not quantifiable in order to identify a 
set of criteria that can be used to consider the influence of CSR on sport marketing 
performance.

While qualitative research lacks the concise, objective and precise approach of a quan-
titative approach, a quantitative approach fails to draw out the information that comes from 
the experience, beliefs and perceptions of individuals involved in the phenomena investi-
gated (Edwards and Skinner 2009; Lynch 2010). As stated above, the study aimed to bring 
about an understanding of the relationship between CSR and marketing performance, while 
quantitative research would have produced precise evidence of the type of relationship, it 
would not have explained the underlying factors.

The study was designed to obtain rich data from the perceptions and experiences from 
professional managers within sport organisations in South Africa. The population of this 
study was identified as professional sport organisations in South Africa; however, a sample 
group was identified from the population to ensure that the study was feasible. The focus 
of the study was the three most professional of the sport codes in South Africa, as identified 

Figure 2. the conceptual framework of cSr and marketing performance.
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by the White Paper on Sport and Recreation for South Africa (The Department of Sport 
and Recreation South Africa 2012), namely: soccer (football); cricket; and rugby. To further 
reduce the sample size, a set of criteria was developed to identify the professional sport 
organisations that would participate in the study. The selected professional sport organi-
sations were mandated to fit the following criteria: the primary product of the organisation 
is sport; the organisation is a registered professional company; engages in CSR initiatives; 
and participates in at least one major tournament within the sport code. Based on these 
criteria, six professional sport organisations, which were representative of the three iden-
tified sport codes, were selected for this study. The different sporting code teams that were 
selected included: the Sharks and the Stormers (rugby); the Cape Cobras and the Highveld 
Lions (cricket); and Ajax Cape Town FC and SuperSport United FC (soccer).

Key individuals were purposefully selected within these organisations via the key infor-
mant technique, which is a technique where the participants were chosen based on specific 
knowledge and experience (Gratton and Jones 2010). A total of ten key individuals were 
interviewed. The key informants were selected because they were directly involved in the 
CSR initiatives of the professional sport organisations. The number of interviews was viable 
based on arguments presented by Cresswell (2014) and Gratton and Jones (2010) who 
claimed that a sample size between 5 and 25 was suitable for qualitative research. Interviews 
were conducted until a point of saturation was reached, which occurs when further inter-
views yield no new knowledge (Gratton and Jones 2010), thus a total of ten face-to-face 
in-depth interviews were conducted.

An interview guide was designed based on the research objectives and questions of the 
study. The interview questions comprised of a breakdown of the main research questions 
and were designed to achieve the research objectives. The questions were sub-divided into 
three sections, namely: ‘Introduction and Screening’; ‘Corporate Social Responsibility’; and 
‘Influence of CSR Activities on Marketing Performance’. The ‘Introduction and Screening’ 
section consisted of questions that were used to make sure that the interviewee was com-
fortable and at ease with the interviewer in order to gain as much information from the 
interviewee as possible. The questions were also used to ensure that the organisation did 
indeed engage in CSR activities and to determine that the interviewee had sufficient knowl-
edge to make a contribution to the study. The second section was established to determine 
the objectives of the organisation’s engagement in CSR; factors that affect CSR; and to 
establish a definition of CSR that was acknowledged by the organisation. The third and 
final section focused on the influence of CSR on marketing performance. The questions 
were set to establish the link between CSR and marketing and, consequently, to identify the 
influence of CSR on marketing performance as perceived by the professional sport organ-
isations in the sample group.

The interviews were recorded with the permission of the interviewees, after which the 
recorded interviews were transcribed verbatim. The respondents were assigned a pseud-
onym and will be referred to as respondent 1-10 (R1-R10) for the remainder of the paper. 
The data was coded using ATLAS.ti coding software. A total of 64 codes were created using 
ATLAS.ti and these codes were then grouped into four code families, namely: aims and 
objectives; CSR; and CSR performance; marketing and marketing performance and the 
influence of CSR on marketing performance. These families were representative of the 
research objectives and were aligned to the research questions and the interview guide. The 
coded data was then analysed using an inductive discourse, and the data was used together 



10 T. MOYO ET AL.

with literature to draw conclusions in order to propose a set of criteria, which could be used 
to design a tool that considered the influence of CSR on sport marketing performance.

Findings and discussion

This section discusses the findings of the study in the context of the literature reviewed. 
The section is structured to address the two main aims of the paper, which begins with the 
relationship between CSR and marketing performance.

Objective 1: the relationship between CSR and marketing performance

Four key themes emerged from the analysis that aided the explanation of the relationship 
between CSR and marketing performance for a professional sport organisation, which 
included: marketing objectives; income/revenue growth; market share; and CSR 
initiatives.

Marketing objectives
Da Silva and Casas (2017) proposed that marketing objectives for professional sport organ-
isations are the basis of what will be done, and they can be considered as a guide to the 
performance of the organisation. This idea emphasises the importance of marketing objec-
tives for sport organisations. Four main points of marketing objectives are identified as: 
expanding participation; encouraging public interest in sport; ensuring financial capability; 
and increasing the members of the organisation (Shilbury 2009). The marketing objectives 
identified in the findings include: to attract attendance; to attract and retain sponsors; to 
build and strengthen relationships between the club and various stakeholders like the sup-
porters, the community and sponsors; to uphold and maintain the brand image; to create 
brand awareness; and to be the strongest brand in South Africa.

The findings showed that many of the marketing objectives of the professional sport 
organisation were concerned with brand image as well as relationships with the consumers. 
Interestingly, one of the respondents identified CSR as part of their marketing objectives, 
arguing that CSR was a main strategy in upholding and maintaining their brand image.

This suggested that CSR may have implications for the image of the organisation. 
Additionally, another respondent gave the impression that CSR can be seen as a strategy to 
differentiate the brand of the organisation from its competitors.

This finding is very significant, as it confirms the finding of Hamil, Walters and Watson 
(2010) who conducted research on Barcelona FC and concluded that their CSR activities 
could be seen as a strategy that differentiates the brand from its competitors. Similarly, 
Moyo, Davies, and Joubert (2015) found that Ajax Cape Town FC was a unique brand 
because of the CSR activities that they implemented.

Income/revenue growth and market share
Marketers have an obligation to report the performance of the marketing strategies (Gao 
2010; Kim et al. 2018; Munro, Arli, and Rundle-Thiele 2018). To this effect then, this study 
sought to identify the elements of marketing that were important to assess marketing 
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performance. The findings identified five marketing outcomes, which were: how many 
sponsors can be attracted and existing sponsors retained; number of clicks and views on 
social media and users on websites; attendance and media coverage; ticket sales and sale of 
merchandise; and amateur teams and their success.

There are nine factors identified in the literature discussion, which must be taken into 
consideration when looking at marketing performance (Morgan, Clark, and Gooner 2002; 
Rust et al. 2004; Gao 2010; Kim et al. 2018; Munro, Arli, and Rundle-Thiele 2018). These 
factors were linked to the marketing value chain proposed by Grønholdt and Martensen 
(2006). Table 1 below highlights how the findings are linked to the marketing value chain.

CSR initiatives
The respondents were asked about ongoing CSR initiatives they responded by identifying 
examples of their organisations’ CSR initiatives. The initiatives are all ongoing and have no 
definitive timeframe, which are summarised in Table 2.

Objective 2: Criteria that can be used to consider the influence of CSR on marketing 
performance

Form the analysis, five distinct criteria emerged as indicators of the influence of CSR on 
marketing performance.

Tickets and sales, Brand loyalty, Brand perception, media coverage and sponsorship
Literature showed that professional sport organisations that engaged in CSR achieved 
outcomes that appeared to have marketing implications. Studies by Roy and Graeff 
(2003); Hamil, Walters, and Watson (2010); and Moyo, Davies, and Joubert (2015) 
identified that some of the outcomes of CSR activities. These studies present compel-
ling arguments that infer that engaging in CSR activities produced outcomes are related 
to marketing performance (Vogel 2005; Lee 2008; Jamali and Karam 2018; Schreck 
and Raithel 2018).

Table 1. the link between marketing performance factors and the value chain.

Value chain element
Marketing factors that complement 

the element
elements of marketing performance 

that are identified from findings

Marketing actions Adaptiveness number of clicks and views on social 
media and users on websitesMarketing assets

Mental consumer results customer impact Amateur teams and their success
ticket sales and sale of merchandise

Behavioural consumer results Marketing efficiency Attendance and media coverage
Market impact ticket sales and sale of merchandise

Market results Market productivity Attendance and media coverage
impact on the value of the company How many sponsors can be attracted 

and existing sponsors retained
Financial results Marketing effectiveness ticket sales and sale of merchandise

Financial impact How many sponsors can be attracted 
and existing sponsors retained

Source: Adapted from Morgan, clark, and Gooner (2002); rust et al. (2004); Gao (2010); and Authors’ findings.
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The findings of this study largely concur with these notions, as the respondents explained that 
there were benefits for the organisations from their CSR engagements. They put forward that 
engaging in CSR had an influence on the exposure of their brand, ticket sales, sales of brand-related 
goods, and as opportunities to gain sponsorships. One respondent said:

Definitely, apart from influencing change, and the satisfaction of making a difference, it’s the 
exposure of our brand to a larger audience, having our brand involved in making a change is a 
big benefit for us.

Another respondent revealed:

I think it works both ways. Do we get anything back, well, absolutely at the very top of that tri-
angle it’s getting people to support you, people to buy tickets, buy your jersey, watching the team 
on TV driving your TV viewership and that is where you get your sponsorships as well. That is 
what makes your commercial value.

Another proposed that CSR is about brand enhancement when he stated:

CSR is your brand enhancement; it is also a PR exercise. These are the elements of marketing at 
the end of the day so there is a link.

Table 3 below shows the relationship between the outcomes identified by the respondents 
and the outcomes of CSR identified in literature by Walters and Chadwick (2009) and Chang 
et al. (2017).

Table 3. Key marketing outcomes.
Key marketing outcomes identified: example of this from respondents:

Brand building increased brand recognition of the brand by consumers
Future purchasers increase in the number of fans
customer Loyalty increased fan loyalty
reputation management An improved brand image
creating and maintaining commercial partnerships More opportunities to leverage sponsorships

Table 2. A summary of professional sport organisations cSr activities in South Africa.
Ajax cape | 
town Fc

Supersport 
United Fc

Highveld Lions 
cricket club

cell c Sharks 
rugby club

cape cobras 
cricket club

DHL Stormers rugby 
club

Schools 
community 
scheme 
programme

Leamogetswe 
safety home 
(adopted)

Hubs and 
regional 
performance 
centre (rpc) 
system

Feeding the 
homeless

Mini cricket Hubs programme

Ajax ct Fc kick 
and learn 
soccer samba

Soccer schools 
tournaments 
in Atteridge

Bursaries for the 
youth

Volunteering at 
homeless 
shelters

Spirited cricket coaching in schools

the street sweep 
programme

cancer pink 
drive

Mini cricket 
programme

Save the rhinos 
movement

Small donations 
to hospitals

craven week

Holiday soccer 
coaching 
clinics

Atteridge youth 
Lekgotla 
(AyoLe)

club cricket coaching clinics team volunteer 
programme 
to clinics

community clubs

project 5000 HiV awareness 
programmes

Highveld Lions 
sleep-out

Development 
programmes

Special 
celebrations 
like Mandela 
day and 
youth month

Bursaries for 
underprivileged 
talented youth

initiative reduce 
crime

rebuilding old 
age homes

Momentum 
eKasi 
challenge

referee training
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These findings support the work of Walters and Chadwick (2009) and Chang et al. (2017), 
thus providing evidence to support the argument that CSR is a marketing strategy, as the 
outcomes of CSR engagement for the organisation are shown to be strongly related to 
marketing outcomes for professional sport organisations.

Measuring CSR performance
The respondents were asked if there were post-implementation assessments or analysis that 
were conducted on the outcomes of their CSR activities. While the professional sport organ-
isations asserted that they assessed the outcomes of their CSR initiatives, it was apparent 
that there were no standard metrics or criteria that were used to assess CSR outcomes for 
the professional sport organisations. The assessment systems discussed by the respondents 
can be postulated to be either quantifiable or non-quantifiable. The unifying factor for the 
identified assessments of CSR outcomes is that they are based on the objectives of their 
CSR activities. It is remarkable to note that none of the assessment approaches discussed 
in the literature review (e.g. Carroll 1979; Wartick and Cochran 1985; Martin 2002; 
Breitbarth, Hovemann, and Walzel 2011; Kremer and Walzel 2011; Cho, Lee, and Park 2012) 
were mentioned by the respondents. While none of the respondents make use of an assess-
ment tool, they indicated that assessment of success was still being done, but through more 
qualitative assessments of influences and tangible changes both affecting their organisation 
and the CSR beneficiaries, as revealed in the following responses:

You can measure it through the social gains to the community; through commercial benefits; 
through athletes that come up through the levels.

We don’t really have an assessment, but our assessment is a physical one, you know when you 
[look] for example at “Leamogetswe”. You manage to give money to them and you see them get 
a hundred beds and they never had that before. At the soccer schools, we look at having a tour-
nament every Friday, and out of them you can scout one or two to go to the academy. That’s when 
you look at your achievement.

It can to be concluded that there is a gap when it comes to systematically assessing CSR 
performance among professional sport organisations in South Africa. Despite this assess-
ment, the responses identified elements that indicate the success of CSR initiatives. These 
indicators were compared to the performance metrics proposed by Weber (2008). From 
the responses, it appears that increased sponsorships, social media and increased media 
coverage relate mostly to ‘monetary brand value’ and ‘reputation’ indicators. However, none 
of the respondents indicated any success indicators that assessed ‘customer attraction and 
retention’; “employer attractiveness; or ‘employee motivation and retention’. It should be 
noted that this was specifically asked in the interviews though. However, importantly, this 
paper proposes that ‘sport performance’ should be added to this list as an indicator of suc-
cessful CSR performance for professional sport organisations.

Conclusion

This study presented an insight into CSR in the professional sport industry in South Africa. 
Evidence presented in this study led to the following conclusions: First, professional sport 
organisations in South Africa are aware or their social responsibility and they engage in 
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Figure 3. A set of criteria that can be used to assess the influence of cSr on marketing performance. 

CSR. The professional organisations also appear to be aware of the benefits that they can 
gain from engaging in CSR activities; however, it was shown that there is a lack of tools to 
assess CSR performance. Secondly, elements of CSR performance were identified that can 
be used to create rankings that can be used to adapt assessment models like the rating system 
(Breitbarth, Hovemann, and Walzel 2011) to a South African context, which will enable 
professional sport organisations to assess their CSR performance.

The main objective of this study was to propose a set of criteria that can be used to assess 
the influence of CSR on marketing performance for professional sport organisations. Based 
on the responses from the professional sport organisations in this study, CSR is regarded 
as or closely aligned with marketing strategy. As such, CSR performance has strategic mar-
keting implications. The findings indicated a direct, overlapping relationship between CSR 
and perceived marketing performance. The findings further revealed a link between the 
metrics, which can be used to assess CSR performance and the elements of CSR performance 
identified in the findings. The findings also highlighted that CSR can be considered a 
marketing strategy, and CSR outcomes were conclusively shown to be related to the mar-
keting performance of professional sport organisations. Considering the arguments pre-
sented from the findings, as well as the literature reviewed, this study proposes a set of 
criteria to assess the influence of CSR on the marketing performance of professional sport 
organisations in Figure 3.

Contributions to literature and practice

This study has made contributions to CSR and sport marketing literature by developing a 
case for CSR, which can be considered as a marketing strategy. The study identified two 
marketing concepts, namely CRM and SM, which can be used as tools to achieve CSR. 
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Moreover, arguments were presented, which identified that CSR outcomes have significant 
implications in terms of the marketing performance of professional sport organisations. A 
further exploration of the relationship between CSR initiatives and marketing performance 
led to a conceptual framework to posit how CSR relates to the marketing performance of 
professional sport organisations. The study also makes contributions to practice by pro-
posing a set of criteria that professionals can use to justify their engagement in CSR. The 
set of criteria proposed can be used to create a tool or system, which can be used to assess 
the influence that CSR initiatives have on the marketing performance of professional sport 
organisations. The study focussed on professional sport organisations, but the proposed 
set of criteria can be adapted to professional sport organisations globally, because there is 
sufficient literature to support the conclusions of this study.

Limitations and recommendations

This study was limited to professional sport organisations in the three most commercial-
ised sport codes in South Africa. The less commercialised sport codes like hockey, tennis 
and netball were not included in this study due to time constraints and accessibility. 
Future studies are recommended to investigate a wider range of sport codes. It is recom-
mended that future research should also examine factors that drive CSR in South Africa, 
as this is one area that was not considered because the motivations for the professional 
sport organisations to engage in CSR were not the focus of this study. Professional sport 
organisations should take a more strategic approach to CSR to gain maximise the return 
on their investment on CSR activities. They need to be able to establish measurable 
objectives in order to be able to assess CSR performance and to manage the marketing 
strategy to improve their organisational performance. This study concluded that there 
was a lack of tools and systems in practice for organisations to assess their CSR perfor-
mance. The study identified tools such as the virtue matrix (Martin 2002) and the rating 
index (Breitbarth, Hovemann, and Walzel 2011) as tools that could potentially be adapted 
to assess CSR performance in a South African context (as they we not designed for sport 
organisations in a South African environment). Future research could build on the tools 
to identify how sport governing bodies could use these to create standard rating system 
for professional sport organisations in South Africa in order to assess CSR performance. 
This study identified a lack of tools to assess the influence of CSR initiatives on marketing 
performance, and as already mentioned, there was a lack of studies to investigate this 
phenomenon. Future studies should consider a quantitative approach to develop and test 
a tool, while using the set of criteria to assess the influence of CSR on marketing proposed 
in this study.
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