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SURVEY YIELDS POSITIVE RESULTS FOR THE NWBA REGARDING CORPORATE SPONSORSHIPS

This study examines the importance of 
corporate sponsorship related to the financial 
needs of the wheelchair basketball association 
(NWBA) and identifies people’s attitudes 
towards sponsorship within the sport. 
Wheelchair basketball is one of the most 
popular sports among people with disabilities 
and is becoming a major interest sport and 
entertainment option. Although the NWBA is 
growing, it faces challenges in the areas of 
marketing, finance, and administration. 
Greater efforts are needed to expand current 
revenues and corporate sponsorship is an area 
that the NWBA must address in order to solve 
these issues. Sponsorship could become a 
major source of funding in which 
organizations such as the National Wheelchair 
Basketball Association will be able to continue 
to provide quality programming. The 
information obtained in the proposed study 
will yield information on how sponsors could 
further market their products to wheelchair 
athletes and fans, and create synergy between 
the sponsor and the event/organization.
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INTRODUCTION

SAMPLE

Annual Household Income Level

High School or 

Less, 16.90%

2 year Degree or 

some College, 

20.90%

Undergraduate 

Degree, 29.90%

Graduate Degree 

or higher, 32.20%

$75,000 and 
Over, 
40.50% $25-49,999, 

19.90%

$50-74,999, 
18.80%

$25,000 and 
under, 20.80%

Respondents were obtained at a NWBA 
tournament (n = 360). Participants included 
athletes (29.1%), team staff (21.6%), 
family/friends (37.0%), and basketball fans 
(12.3%). The average age of the respondents 
was 35.7 years with 53.6% being male.  The 
average number of years respondents had 
been involved with wheelchair basketball 
was 7.7. The level of wheelchair basketball 
respondents were involved with included the  
Junior Division (53.7%), Intercollegiate 
Division (19.8%), and Adult Division (26.6%). 
Additional demographics are provided 
below.
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SIGNIFICANT FINDINGS REGARDING

PARTICIPATION ROLES IN THE NWBA SIGNIFICANT FINDINGS REGARDING SPECIFIC LEVELS OF WHEELCHAIR BASKETBALL

SIGNIFICANT FINDINGS REGARDING

GENDER

Using ANOVA to investigate statistically significant relationships based on league level the respondents was most associated with provides some 
interesting findings. Results suggest that those associated with the junior division are most likely to purchase goods and services from sponsors of 
wheelchair basketball. It also shows that the junior division has a more positive impression of firms that sponsor athletic events in general as well as 
athletic events with athletes having physical disabilities. Over all, those respondents associated with the junior division were the most likely to think 
that wheelchair basketball should have corporate sponsors. Although having sponsors was viewed positively in all levels of wheelchair basketball. 
Adult division based respondents were most likely to feel that companies that sponsor wheelchair basketball would advantage of athletes with 
physical disabilities. 

Education: 
- People with two years or some college identify the most with 
wheelchair basketball
-People with two years or some college are most likely to think that 
wheelchair basketball should have corporate sponsors
-People at the high school level are most likely to have only positive 
things to say about wheelchair basketball. 
-People with graduate degrees are the least likely to say that they 
have only positive things to say about wheelchair basketball.
-People with graduate degrees are the least identified with 
wheelchair basketball. 

Income Levels:
-People with the lowest level of income are more likely to say that 
they have only positive things to say about wheelchair basketball.
-People with the lowest level of income are more likely to have a bad 
impression of firms that sponsor athletic events with athletes with 
physical disabilities.

Other Significant Findings:
-As age increases, the more likely a person is to purchase goods and 
services from the sponsor of wheelchair basketball. 
-As identification with wheelchair basketball increases, the more 
likely the person is to purchase goods and services from the sponsor 
of wheelchair basketball. 

Overall, results suggest that adult female basketball fans affiliated 
with the junior division have the highest impression of corporate 
sponsors and are most likely to purchase goods and services from 
them.  Across the board , corporate sponsorship was viewed 
positively among all groups. These findings show that sponsors 
should target all groups, but especially focus on the adult female 
basketball fans. Athletes were found to have the worst impression of 
firms that sponsor athletic events with athletes with physical 
disabilities, while the junior division had a significantly higher 
impression of these firms than other groups. If corporate sponsors 
want to target athletes, they should start with the junior division. 
The adult division is most likely to think they are being taken 
advantage of by sponsors.  It is important for firms to be cautious in 
developing their NWBA sponsorships to make sure they are 
providing benefits to the league in a manner that is not negatively 
perceived as being manipulative. 

OTHER GENERAL FINDINGS RESULTS/RECOMMENDATIONS

This graph displays that athletes rate firms lowest 
that sponsor athletic events with athletes with 
physical disabilities (p < .05). It was found that 
impressions of firms who sponsor athletic events 
with athletes with disabilities were viewed more 
positively than firms that sponsor athletic events in 
general. Relationships were searched for between 
participation roles in the NWBA and if certain groups 
were more likely to purchase goods and services 
from the sponsor of wheelchair basketball, if they feel 
that wheelchair basketball should have corporate 
sponsors, and if companies that sponsor wheelchair 
basketball take advantage of athletes with 
disabilities. No  significant relationships  were  found 
between the groups on these variables using ANOVA 
with Duncan’s post-hoc analysis. 

Across the board, females were found to be more 
supportive of corporate sponsors. The graph above 
suggests that women have a more positive 
impression of firms that sponsor athletic events with 
athletes with physical disabilities and are more likely 
to purchase goods and services from these sponsors.  
Although females have a generally higher impression 
of corporate sponsors, both genders are generally 
supportive of corporate sponsorship for the NWBA .


