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       	In sports organizations, the decision-making process of accepting sponsorship agreements is a crucial ethical issue. There are many streams of revenue when it comes to the professional sports industry, among them are broadcasting rights, ticketing, licensing, merchandising, and
sponsorships. Many of these streams are transactional with very few consequences. Sponsorships for sports organizations are an important issue because if an athlete accepts sponsorship from controversial entities, such as tobacco, alcohol, or betting, then the athlete and organization could face the consequence of a tainted reputation and potential backlash from other sponsors and even their fan base. Sports organizations and athletes need to take into account how sponsorships will reflect on the team, and if the relationship is more detrimental than beneficial. The organization has to make the decision that if the organization is receiving money, does it matter where the money comes from? The issue of ethics in sponsorships for sports organizations has been studied before, and it is important to do further research so teams’ management can be aware of potential benefits and downfalls when it comes to accepting sponsorships; preparation could lessen negative effects and prevent damage in sports organizations. This dilemma is real and has played out many times over the decades and especially recently with more people being socially conscious than ever. Sponsorship revenue is instrumental to any team’s success as those dollars go toward recruiting the best players; to turn or walk away from revenue could prove to be devastating for the sports organization.
        	In 2010, the U.S. Olympic Committee signed a multimillion-dollar deal with the company BP. The U.S. Olympic Committee was struggling to find sponsors for their current Olympic cycle; the company BP saved them from their struggle with a deal estimated to be between $10 million and $15 million. Unfortunately for both the U.S. Olympic Committee and 
BP, shortly after the U.S. Olympic Committee and BP made their deal, a BP oil drilling rig exploded and sank in the Gulf of Mexico. This oil spill resulted in the death of eleven workers and became the largest oil spill in history. Olympic athletes were left wondering what the impact of the oil spill would have on the reputation of the Olympics and the athletes’ reputation. Many of the athletes received money from the U.S. Olympic Committee, and some of that money came from the BP sponsorship. If the U.S. Olympic Committee kept its sponsorship with BP then their reputation could potentially be damaged, but if the U.S. Olympic Committee lost its sponsorship with BP then those athletes could lose that money.
        	Sports sponsorships become controversial when involving ethically questionable companies, an example being BP. Sports organizations do not only have to take into account how these sponsorships will be received by the community and fan base, but also the potential impact that these sponsorships will have on the community and fan base. Statistically, the U.S. sports industry pulls a lot of money from sponsorships. According to Statista, sponsorship spending in the United States is up to $16.4 billion dollars a year, while globally it reaches amounts of $65.8 billion dollars.
        	There are many risks that come with sponsorships in sports, even if the sponsor is not controversial. For example, a sponsor could insist that changes be made in a sporting event in exchange for support from that certain sponsor. “Air Canada, a longtime and heavy-spending
corporate partner of National Hockey League (NHL) teams, threatened to withdraw its sponsorships if the NHL did not immediately address the frequency of headshots and resulting injuries” (Crompton, 2014). There are always potential risks when it comes to accepting sponsorships in sports.       
A factor that all sports organizations have to consider when accepting sponsorships, is how their fan base will view the sponsor and their collaboration with the team. “The data were analyzed using ANOVA and MANOVA. Results revealed that sponsor behavior and team response (continuing or terminating the sponsor relationship) was a non-factor in team identification levels; however, bad sponsor behavior and team response had a marked influence on consumers, in particular highly identified fans, attitude toward the sponsor” (Parker, 2007). Fan bases need to also be considered as a source of revenue for teams. Fans buy tickets to games, team merchandise, etc. If the fan base dislikes their team’s sponsor, then fans will be less likely to give money to the team by purchasing tickets to games and purchasing merchandise. Moreover, if sports organizations want to protect their brand, they can take a better approach to marketing. For marketing purposes, sports organizations should know whom their fans are including the factors of location, gender, and buying power. Research shows that sports organizations who have a well-known understanding of their fan base will have a positive attitude shown from their fan base toward their sponsorships.  “A multi-platform approach can be taken and it is highly recommended when investing in sports sponsorship – from banners or billboards at live events, to the sponsorship of certain technical aspects to digital activations such as team newsletters and retargeting on social media, to promotional activities to engage with the target in a direct and more profound way. The benefit of being able to catch potential customers with your branding on various channels increase the likelihood of them purchasing from, and
eventually becoming loyal to, your brand” (Kumar, 2016). Sports organizations that take effective steps to keep a loyal fan base have fewer issues when it comes to accepting sponsorships.
The issue of alcohol and tobacco companies in sports sponsorships continues to be a controversial issue. “The major sponsors of sports are alcohol and tobacco companies. To many people it appears incongruous that sport which exemplifies a healthy, fit, lifestyle should be used as a promotional vehicle for products that appear to be the antithesis of this” (Crompton, 1993). This journal was written over twenty years ago, which shows that the issue of alcohol and tobacco company sponsorships in the sports industry was and continues to be an issue.
	In my opinion, ultimately sponsorships for sports organizations come down to ethics and economics. Each sports organization has to decide for itself if image or finances are more important. I view each sports organization as a unique entity with a unique set of values, also each sports organization has a different fanbase that they cater to. If one sports organization decides that they have the finances and its main focus is the image and reputation of its team, then that specific organization will be more selective with sponsorships and find sponsors that align with its team values. It may be a better idea for sports organizations who are set on high team values and standards to approach companies that don’t have a risk to them (tech
companies, banks, insurance companies, restaurant chains, car dealers), and to stay away from oil companies, betting, alcohol, etc. For another sports organization that needs the finances and has a very loyal fan base, that organization will be less considered with the sponsors’ values and more considered with the potential revenue that the sponsors could bring to their team. 
	The ethics of sponsorships in sports organizations has always been and will continue to be a controversial issue. As more controversies involving sponsorships in the sports world arise, 
more research will be done on these sponsorships to help present the benefits and detriments of these sponsorships. Ethics and morals vary among different sports teams and the correlation to 
team ethics and morals to sponsorships have been proven something difficult to navigate for many sports teams. Sponsorship revenue is critical to sports organizations and these organizations have to decide what sponsorships best represent their team.
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