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Abstract

This research investigates the prevalence of speldted terms among the
Web sites of the world’s leading companies, thetuf@ Global 500. An

automated process copied about four gigabytesxbfidk data, around 70
million words, from their sites. The subsequentlysia revealed regional
and industry differences in the distribution of dpaelated terms, the popu-
larity of tennis stars and few references to spstess, especially in Asia.
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Introduction

Sports sponsorship seeks favorable publicity foompany and its brands with a target
audience (Bennett, 1999). Increased noise in pridtbroadcast media along with rising
global interest in sports has pushed corporatesspship higher in recent years (Shank,
2002; Terrian, 2002). In Australia, corporate smponsorship doubled from 1996 to
2000, reaching US $420 million. This figure omits additional US $420 million from
the 2000 Sydney Olympics (Lloyd, 2000). Similarthe growth in sports sponsorship,
there has been a corresponding increase in ustngvtirld Wide Web for internal and
external corporate communication (Leichty & Esra2B01).

Researchers continue to study corporate sportssepaitip, but few investigate how
corporate Web sites reinforce this sponsorshipparts in general. This study uses
automated software tools to measure the frequeheparts-related terms among the
Web sites of the world's top companies, the FortGiebal 500. After grouping the
terms into meaningful associations, an exploragmglysis compares usage of these
associations. Highlighting differences among Faet@lobal 500 Web sites by country
and industry give practitioners insights into thdiree presence of sports and give aca-
demics a basis for future research.



Historical Development and Literature Review

Corporate sports sponsorship dates at least tintheyural modern Olympic Games,
Athens in 1896, when companies bought advertigage in the official Olympic pro-
gram (Sandler & Shani, 1993). Regular sponsorsegab in 1912, when Swedish com-
panies acquired the permit to take photographs satidsouvenirs of the Stockholm
Olympic Games (Papandropoulos, 2002). Coca-Colathadirst corporation to buy
official Olympic sampling rights, at the St Morit®28 Winter Games (Stotlar, 1993).

Olympic sponsorship slumbered until the Internalo@lympic Committee (I0C) and
the city of Montreal lost money on the 1976 Sum@ames. The US $30 million defi-
cit spurred the IOC to focus on sponsorship. Twaidis hindered corporate sponsor-
ship for the next summer games though, a US-leddibyand Moscow’s communist
environment. Sponsorship soared in 1984, helpiegLtts Angeles Summer Olympics
earn a US $225 million profit (Shaheeh, 1999; &tot1993).

Twenty years later, as the 2004 Summer Olympiagmet to Athens, sponsorship was
the main source of Olympic funding. As of AugustO30 sponsorship revenues ap-
proached US $500 million (www.athens2004.com). Atlgens 2004 sponsorship pro-
gram offers specific rights and privileges depegdin the category and size of the in-
vestment, such as Shell paying about US $7 miliimbe the official fuel sponsor (Pa-
pandropoulos, 2002).

In addition to the Olympics, athletes across myspdrts benefit from increased corpo-
rate sponsorship. In May 2003, 18-year-old Ameribégh school basketball player
LeBron James signed a seven-year Nike deal ove$@Emillion. This falls short
though, of Nike paying US $100 million to golfergér Woods. Tennis player Venus
Williams has the women’s sponsorship bragging sghtS $40 million with footwear
and apparel maker Reebok (Teather, 2003).

Corporate Sponsorship Objectives

In exchange for sponsoring sports, corporationgexpenefits. For example, one study
shows a temporary boost in a company’s stock pniceediately after announcing sta-
dium naming rights (Clark, Cornwell, & Pruitt, 2002n practice, organizations use
sports and sports stars in their marketing camgaigmeach some or all of the sponsor-
ship objectives summarized in Table 1. While mateedebate the relative importance
of these objectives, Sleight (1989) contends tlasgnal objectives, such as manage-
ment interest in the sport, are the least defemsddson for conducting a sport sponsor-
ship campaign.

Table 1. Objectives of Corporate Sponsorship CagmsaiPope, 1998)



Corporate Objectives Marketing Objectives Media Objectives Personal Objectives

Public Awareness Business Relations Generate Viigibi Management Interest
Corporate Image Reach Target Market Generate Ryblic

Public Perception Brand Positioning Enhance Ad Cagip

Community Involvement  Increase Sales Avoid Clutter

Financial Relations Sampling Target Specificity

Client Entertainment
Government Relations
Employee Relations
Competition
Shareholder Wealth

Sports researchers also differ on the benefitsogbarate sponsorship (Pope, 1998).
Some researchers argue that sponsorships shoutdsecsales (Abratt, Clayton, & Pitt,
1987), while others argue for enhancing a compamgage, product or brand (Arm-

strong, 1988; Javalgi, Traylor, Gross, & Lampme&in4).

From a sponsorship perspective, sports and spiarts gppeal to an international audi-
ence. Unlike competing entertainment such as cinemmusic, international sports
have standards and etiquette that transcend dulteligious and linguistic barriers.

Modern Sports Marketing

Shank (2002) defines sports marketing as applyirgketing principles to products

through association with sports. Estimates on tbbaj value of sports marketing de-
pend upon the variables included, such as sporipersimd revenue, but Shank esti-
mates world sports marketing at approximately US0$8illion in 2002. Thanks to the

Internet, sports marketing takes an increasingbpal perspective (Mullin, Hardy, &

Sutton, 2000; Pope, Forrest, & Murphy, 1996; Sunsm2003).

The Atlanta Games of 1996 were the first to embiaternet technology, and subse-
guent Olympics have continued this practice. Aexample, the entire official Web site
for the Athens Games (www.athens2004.com) is ablailan Greek, English and

French, illustrating modern sports marketing teghas and the importance of multilin-
gual content to reach an international audience.

The Internet gives teams, leagues, fans and comsuamigvo-way communication plat-
form, independent of time and location. For examiple US-based National Basketball
Association (NBA) invited online fans, regardledstieeir country, to select the 1996
All-Star team. In addition to English, the NBA prded French, Spanish and Italian
versions of the Web site (www.nba.com). This miifigual initiative helps explain
why one third of NBA’s Web traffic during the Allt& selection originated outside the
United States (Mullin et al., 2000).

While one expects large sports organizations sscthe@ Olympics, NBA and the Na-
tional Football League (www.nfl.com) to establisrelVsites, research has neglected
investigating the prevalence of sports-related seomtheir Web sites.



Objectives

This study investigates the use of sporting relédechs on the Web sites of large multi-
national corporations. Three research questiordeghie data collection:

1. How prevalent are sports-related terms (sportstlamehames of sports stars)
among the Web sites of leading global companies?

2. Are there industry differences in the frequencgpdrts-related terms on the
Web sites of leading global companies?

3. Are there regional differences in the frequencgmdrts-related terms on the
Web sites of leading global companies?

Methodology

To investigate the prevalence of sports-relatemhdéesn the Web sites of major corpora-
tions, this research studied the Web sites in 608 2dition of the Fortune Global 500
(www.fortune.com). Researchers have used Forturgakiae’s rankings of the world’s
leading companies in disciplines such as busindgssse(Morf, Schumacher, & Vitell,
1999; Reicher, Webb, & Thomas, 2000; Weaver, Tievi Cochran, 1999), health
care (Montenegro-Tores, Engelhardt, Thamer, & Asaer 2001), quality management
(Baker, DeTienne, & Smart, 1998; Lawler Ill, Mohma Ledford Jr., 1992), and in-
ternational business (Gabba, Pan, & Ungson, 2(&2dies have also investigated the
Web sites of Fortune-ranked companies from persm@scincluding content (Perry &
Bodkin, 2000), marketing (Palmer & Griffith, 1998)lobal usage patterns (McManis,
Ryker, & Cox, 2001), customer relationship managen{®omano Jr., 2002-3), and
email use (Leichty & Esrock, 2001).

Sports and Sports Stars

Given the international focus of this study, theljpninary list of sports stemmed from
those recognized by the IOC (www.olympic.org). Doehe preponderance of US com-
panies in the Global 500 and English content inrdmaining Web sites, popular US
sports, general sports-related terms and populantssjin English-speaking countries
such as cricket and rugby augmented the list offfplg sports. Finally, given the ex-
ploratory nature of this study, the researcheredddfew terms related to leisure (see
Appendix).

The list of sports stars stemmed from the Laureuml#VSports Awards (www.lau-
reus.com). This annual event honors the world's bpsrtsmen and -women across
sports and countries. This research used the nafmE3l athletes nominated between
2000 and 2003 for the following six individual Laus categories: Sportsman of the
Year, Sportswoman of the Year, Newcomer of the YE@ameback of the Year, Sports-
person of the Year with a Disability, and AlternatiSportsperson of the Year.

Gathering Web Content

Since the 1700s and across myriad media, schadaes ised content analysis to deduce
a medium’s subject matter (Krippendorf, 1980). Tlnaywe applied this technique to
Web sites in general (McMillan, 2000; Scharl, 206§ sports Web sites in particular
(Pope et al.,, 1996). Web sites reflect industrndseand competitive strategies, but



methodological problems of objectivity and relidilhinder content analysis of Web
sites (McMillan, 2000) and textual data (RourkedArson, Garrison, & Archer, 2001).

Human coding, common on Fortune Web site studiesicfity & Esrock, 2001;
McManis et al., 2001; Palmer & Griffith, 1998; Pe& Bodkin, 2000), is time consum-
ing, suffers from reliability issues and usuallyabzes just the home page rather than
the whole Web site (McMillan, 2000). Automating tteding process (Bauer & Scharl,
2000; Scharl, 2000; Thelwall, 2002) helps addréss ltmitation, quickly and reliably
processing large samples of Web sites.

Mirroring entire sites of major corporations, howgus resource-intensive. As informa-

tion towards the top of a Web site reflects comrase, most content analyses use just
the site's home page (McMillan, 2000). Based oreggpces from past research (Bauer
& Scharl, 2000; Scharl & Bauer, 2004; Scharl, Rifila& Bauer, 2003), this study used

a limit of 10 megabytes to help manage availabbeage space and compare sites of
heterogeneous size, but is by no means limitetlisoparameter. A robot started at the
home page and then followed a site's hierarchtcattsire until amassing 10 megabytes
of text. A site's markup code and embedded sogipided the mirroring process to cap-

ture documents and build a hierarchical documeset tr

The robot then wrote the textual content into oingle text file for further processing.
The size of this file can never reach or exceedithié of ten megabytes, as the robot
removes all the tags and scripts from the origgedlof documents. As a rule of thumb,
ten megabytes of markup code result in about tlréige megabytes of plain text.

Due to changes in the Fortune Global 500 sinceutdication, mergers for example,

this April 2003 study began with 493 of the 500 pamies. The robot could not process
77 Web sites for several reasons such as littluagxnformation, inaccessibility, and

parsing difficulties for technical reasons (e.gplefs or complex scripting elements).
Mirroring the remaining 416 sites yielded almostirfgigabytes of textual Web data,
representing more than 270,000 documents with idbmivords.

Over two out of five (43%) of the remaining 41Gesirepresented US companies. Most
other companies had their headquarters in Eurdds)®r Asia (24%). The predomi-
nant industry in these 416 sites was finance asurance (24%), followed by resources
(9%) and food/beverage/tobacco (8%). Each of theneing sites belonged to one of
the following industries: automotive, electronieagrgy, engineering, information tech-
nology, media, pharmaceuticals, paper/freightjlrgedecommunications, travel, and
wholesale.

Analyzing Web-based Corpora

Corpora are collections of recorded content usediéscriptive analysis. This research
investigated and visualized regularities in theramagd text by applying and extending
methods from corpus linguistics and textual stags{Biber, Conrad, & Reppen, 1998;
Lebart, Salem, & Berry, 1998; McEnery & Wilson, 200

Quantitative textual analysis of Web documents s&itates three steps in order to yield
a machine-readable representation (Lebart et@38)1 The first steponvertshypertext
documents into plain text. The second ssegmentghe textual chain into minimal
units by removing coding ambiguities such as puatatn marks, the case of letters,
hyphens, or points in abbreviations. The third siggntification groups identical units
and counts their occurrences — i.e., creating aenitory of words. This exhaustive in-



dex uses decreasing frequency of occurrence gwithary sorting criterion and lexico-
graphic order as the secondary criterion.

Our perception of language relies on the recogmiibwords as units. Aligning gram-
mar and vocabulary, words are the primary unieafdal meaning (Sinclair, 2004). De-
spite a lack of contextual information, researchess word frequencies to analyze both
traditional (Leech, Rayson, & Wilson, 2001; McEn&yWilson, 2001) and electronic
(Meyer, Grabowski, Han, Mantzouranis, & Moses, 2088harl & Bauer, 2004) cor-
pora. For Web content analyses of large documelt¢ctions (Sinclair, 1991) from
multiple sources (Barnbrook, 1996), word frequeseire particularly useful.

This study used a plain-text corpus, as annotatguboca are less readily updated or ex-
panded and therefore difficult to handle when auwttically analyzing dynamic Web
resources. Moreover, word-based and category-lgs@aches such as corpus annota-
tion and tagging address different questions amehofeinforce each other. “A reluc-
tance, on theoretical grounds, to use categorasalready exist in linguistics has led to
a word-based practice of corpus investigation, tvlwicturn has led to a revised theory
of what language is like” (Hunston, 2002, p93).

A sample as culturally heterogeneous as the Fo@lakal 500 necessitates identifying

the language(s) used. Several techniques tacldasthie, usually based on trigrams and
common short words (Hull & Grefenstette, 1996) gfams compare a document’s fre-

quency of three-letter sequences with a partidalaguage’s distribution of these same
three-letter sequences. Similarly, common shortd&@uch as determiners, conjunc-
tions and prepositions help divine a language. Bogthods produce similar results for

chunks of text larger than ten words (Grefenstd®95), so this research used the com-
putationally lighter short-word technique to cl&gsiontent within each Web site.

The 416 sites’ use of English dwarfed content i fother West European languages.
English content was 11 times more prevalent thamdtr, 16 times more common than
German, and used 33 times more often than Spamidtal@n. After detecting the
document languages, statistical tests analyze@rdiites by region and by industry
among the corporations' use of sports-related temtbeir sites.

Results

The initial analysis revealed difficulty interpnegi some terms. The ambiguous words
golf andmarathon for example, also showed up as a Volkswagen cateirand an oil
company. Terms such asgalth, swimming, climbingr runningalso had several mean-
ings, popular in colloquial non-sporting phraseshsas ‘climbing the corporate ladder’.
Although the purpose of this study was to examiow borporations relate to sports on
their Web sites, these ambiguities highlight thevasive role of sports.

After eliminating ambiguous terms, the most poptgam — appearing on 70% of sites —
wassport or sports hereinafter referred to aport(s) The termolympic(s)appeared on
one third of the sites, but only 1% of the sitaggfcorporations) included the term
paralympics Selecting the most popular sport proved diffidue to ambiguous use of
the termsfootball and soccerin different countriesFootball was on 29% of the sites
compared tcsoccerat 21%.Baseball(21%) andbasketball(20%) closely followed in
popularity.

Just 11 corporate sites included the tesport(s) marketing- most frequently men-
tioned by the Web site of the Massachusetts Mdtifallnsurance Company, followed
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by Hyundai Motor, Hyundai, Anheuser Bush, McDonal8amsung Electronics, United
Parcel Service, Pepsi Cola, News Corporation anmtk Bd America.

Of those industries with at least five corporatidhe automotive sector led in using the
termssport(s). The results of a one-way ANOVA test showed sigaificdifferences
across industries in the use of the teport(s) F(27, 388) = 2.915, p<.000but no
differences in the use ofympic(s) F(27, 388) = 0.453, p=.992.

Regional Web Coverage of Sports

To investigate sporting term usage rather thanrtgadports-related products, the next
analysis ignored retail companies that sell sporsiucts, such as Wal-Mart or Kmart.
Similarly, Marriott featured recreational mountdiiking and golfing, while Berkshire
Hathaway promoted a work environment ‘better thaMirig or fishing’. The analysis
also ignored companies with less than ten percegligh content, and eight companies
not based in Europe, North America or Asia.

Of the remaining 292 companies, over half (54%)enmased in North America, 32% in
Europe and 14% in Asia. One out of five (23%) com@s was in finance and insur-
ance, followed by companies in food, beverage,dob#10%) and resources (9%).

Due to difficulties in interpreting term occurrescand the low frequency of some ex-
pressions, the analysis grouped terms sudoeserwith football andrugby,andcanoe-

ing with kayakingandrowing. To ensure comparability across Web sites, théysisa
used term frequencies relative to the total nunolbevords contained in the corpus. To
increase the stability of results, the analysi®igd terms that appeared on less than ten
Web sites. Figure 1 shows the regional distributbisports terms, presented as a per-
centage of the global number of occurrences inidiga particular sport. North Ameri-
can companies made up over half the sample, anat @ne out of seven companies
was Asian. Had there been no regional differencesports, the results should have re-
flected this distribution. This was not the case.
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Figure 1. Regional Distribution of the Top 20 Sport

The termsbasketball, nascarskiing, athleticshockey, skatingice skating, figure skat-
ing), golf (pga, Ipga) softball, and mountain bikinghowed a North American bias.
Formula one, tennis, boxirendwindsurfinghad a stronger European presence. Finally,
the Asian sites had a proportionally greater us¢heftermsfootball (rugby league,
rugby union and soccelBaseball, cricket, scuba divirndbadminton

Web Coverage of Sports by Industry

Web content represents multidimensional data wotimany variables that an orthogo-
nal visual structure is often insufficient. Subdivig a problem or computationally re-

ducing the dimensionality leads to results thatfaster to interpret, convey more in-

formation, and cause fewer interpretive problemebgrt et al., 1998). Correspondence
analysis, for example, identifies lower-dimensioapproximations of the original data

and portrays general patterns without the neegécify a priori assumptions (Blasius,

1994; Van der Heijden, Mooijart, & Takane, 1994).

The perceptual map of Figure 2 reports the Web remeeof sports by industry, based
on term frequencies relative to the total numbewofds contained in the corpus. It
represents the rows and columns of a contingerudg ta a joint plot (Hair, Anderson,
Tatham, & Black, 1998). The square markers reptetben Top 10 sports; the round
markers denote the position of a particular industrthe computationally created two-
dimensional space.



The vertical axis suggests a distinction betweelividual sportfformula one, nascar)
and team sportéasketball, volleyball, baseballlhe horizontal axis is more ambigu-
ous. Participating sports targeting white-collaerasts such aennisandskiing domi-
nate the right part of the diagram and are mostlaopwith the travel and tourism in-
dustry. Besides sponsorship, travel and tourismpaomnes often include tennis and ski-
ing in their offerings (e.g. holiday packages, hdeeilities, location close to well-
known skiing regions), which helps explain the gdgiroximity. As expectedpyascar
andformula oneare the preferred sports of the automotive ingu3ingether with foot-
ball, they tend to be spectator sports that offgreal to blue-collar interests.
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Figure 2. Perceptual Map Contrasting the Top 10tSpaith the Fortune Global 500 Industries

Web Coverage of Renowned Athletes

Of the initial list of 131 sports stars, only 28nmezs appeared on the 416 Global 500
Web sites. Two of the biggest sports stars in retieres, Michael Jordanand Tiger
Woodstopped the list, each appearing on 11 sifgger Woodsarns 10% of his annual
income from tournament play and 90% from corpoeatdorsements (Roberts, 2002).
Athletic apparel maker Nike's choice of baskethalMéchael Jordanto lead their en-
dorsement campaign in the mid 1980’s probably sdakedcompany (Hatfield, 2003).
Jordan’s sustained on-court success and publicahgmsures he remains one of the
highest profile athletes in the world today, evéaraetirement (Anonymous, 2003).

Formula One driveMichael Schumachewas third with eight references, and Brazilian
footballerRonaldowas fourth with six references. Reflecting theioagl appeal of cy-
cling, fifth-placed American cyclidtance Armstrongppeared three times on European
sites and only twice on US sites. Three or momsgientioned the following athletes:
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Marion Jones, Serena Williams, Kelly Clark, Jen8arton, Janica Kosteliand David
Hall.

On an aggregate level, the names of athletes inkéhkports appeared. Seven of the 28
names on corporate Web sites were tennis playeeswere golfers, four were track and
field stars, three were auto racers, two playeddtbsll, and two were wheelchair ath-
letes. The remaining sports — cycling, soccer, $rw@anding, skateboarding, downhill
skiing and American football — appeared just orRerhaps surprisinglyRonaldowas
the only representative of the self-labeled “Wds@me” soccer.

Regionally, the results showed a marked imbala@eer a quarter of the North Ameri-
can and European corporate Web sites mentionedssgtars, compared to only 4% in
the Asian region. This may reflect the individualisollectivism dimension differences
between Western cultures that tend to promote thée@ements of the individual and
Asian cultures where individuals subordinate the@eds to those of the group
(Hofstede, 1980)The percentages for Australian and Mid/South Aosrisites men-

tioning sports stars were larger, albeit from all@naase of corporations.

Table 2. Regional Distribution of Sites MentioniRgnowned Athletes

Regions Corporations Occurrences Percentage
N. America 178 46 26%
Europe 127 33 26%
Asia 100 4 4%
Australia 5 2 40%
Mid/S. America 5 4 80%
Totals 415 89 21%

With the Soccer World Cup held in Japan and Nortineld in 2002, and the surge in
popularity of Chinese basketball star Yao Ming iarth America, it would seem that

Asian corporate Web sites reflect growing corposgtensorship of sports. Little use of
sports star names on these Web sites, howeveradats this view. Despite a tradition

of corporate-sponsored teams since the 1950s,rtis¢goe of corporate sports sponsor-
ship in Japan results from efforts to cut costight of the economic recession (Teru-
kazu, 2001). In other Asian countries, it is ofgovernments that push the sports
agenda, not the private sector (Granitsas, 2002).

Conclusion and Future Research

Sponsorship literature is often normative, sugggstiest practices in sponsorship man-
agement (Olkkonen, 2001). This paper adds a pagitvdimension by investigating the
textual content on 416 Web sites. In contrastdditional analysis with human coders,
this method considers the dynamic nature of thelédlide Web by collecting the data
within hours, thereby improving the comparabilifyresults.

The method complements but does not replace qunaditapproaches. This study adds
an important dimension to the analysis of Web cagerby gathering and analyzing
more than 270,000 documents, a text corpus implesitanalyze manually — ignoring
the methodological issues of inter- and intracadbability.

Seventy percent of Fortune Global 500 companiegiorerdsport(s)on their sites. As
just one in three sites mentioned the Olympics,esoompanies may sponsor the Olym-
pics but fail to promote their sponsorship throtiggir Web sites. These results indicate
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rich sponsorship opportunities for the Internatlo@ympic Committee and suggest
addressing large transnational organizations thatad yet sponsor the Olympics.

The findings also showed geographic and indusffgrdinces in the presence of sports-
related terms. These results give sports marketsights into current trends. Softball
could be an untapped market outside of North Amaefiar example, while windsurfing
could be a North American opportunity. Alternatiyethis lack of geographic represen-
tation could signal an unpopular sport. Marketeas add these Web-based results to
their own information in order to improve the ewation of opportunities.

While this research provides a snapshot of thenergresence of sports and sports stars
with the world's leading corporation, future resbashould add a theoretical perspec-
tive. Diffusion of Innovations (Rogers, 1995) iseopossible avenue for exploring the
adoption of information technology. Organizatioriteln adopt innovations due to fash-
ion and fad rather than for strategic purposesdAbmson & Rosenkopf, 1993), such as
corporate Web sites that fail to reinforce sporéskating sponsorship.

Research has shown that organizational factors ascize, industry and management
relate to the effective implementation of new taabgies (Fichman, 2000; Fichman &
Kemerer, 1999), including Web sites (Murphy, OlaBghegg, & Frey, 2003). Qualita-
tive studies could analyze corporate strategy enotie hand, and marketing and spon-
sorship that correspond to this strategy on therdiand.

Future research would benefit from longitudinalds#s of changes in Fortune Global
500 Web sites’ use of sports-related terms. Théysisashould coincide with events
such as the Soccer World Cup or the Olympic Gamesxamine fluctuations during
major global championships. For studies using $igetiS terms such as the Super
Bowl, Southeastern Conference (SEC) or NCAA, theur 1000 is a better database
as it contains twice the number of corporationsl, amly those in the US.

Two limitations of this study are the 10 megabyteraning limit, and the reliance on
term frequencies. While the limit ensures compditgbit also means ignoring content
of larger sites. Statistics based on frequencigésof@onsider the usage context of a par-
ticular term. Therefore, future research shouldegplore and compare alternative set-
tings for the crawling agent and (ii) determine sieenantic orientation of a site towards
specific concepts.

One method to compute the semantic orientationgasuring the strength of a term’s
association with a set of positive words (takenmfra tagged dictionary), minus the
strength of its association with a set of negatiseds (Scharl et al., 2003), or multi-

word units of meaning (Danielsson, 2004). Yet #vad of Web content only partially

determines its semantic orientation. Future exterssof the current system architecture
should therefore employ shallow parsing (Hammer@shorne, Armstrong, & Daele-

mans, 2002) to process syntactic and semantic antibg and capture meaning-

making processes at levels beyond lexis.

Analyzing the popularity of corporate Web sitestiinalude a large proportion of sport-
ing terms with a positive semantic orientation nhgghlight the importance of sports
sponsorship for successful online strategies. Doesise of sports-related terms influ-
ence a Web site? Future research should comparts-sfph Web sites and sites poor in
the use of sports-related terms by studying aggutbwards corporate Web sites and
consumer beliefs such as awareness, trustworthiaesthetic appeal, community inter-
est and entertainment.
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Appendix — List of Sports-Related Terms

Sports terms, single word: aquatics, archery, athletics, badminton, basebabBketball, biathlon, bicy-
cling, bmx, bobsleigh, boxing, canoe, celebritymbling, crew, cricket, curling, cycling, diving, essage,
epée, equestrian, fencing, fitness, football, frdad, golf, gymnastics, handball, hockey, judordta,
kayak, kitesurfing, lacrosse, luge, marathon, meytding, nascar, olympic, olympics, paralympicsyfo
ing, running, sabre, sailing, scuba, shooting, etk@arding, skating, skating, skiing, slalom, socseft-
ball, spectators, sponsorship, sport, sports, wtadsurfing, swimming, taekwondo, tennis, triathlgal-
leyball, walking, waterskiing, weightlifting, windsfing, wrestling.

Sports terms, multiple word: australian rules football, beach volleyball, boaalding, collegiate foot-
ball, cross country skiing, downhill skiing, fieltbckey, figure skating, formula 1, formula one,rgta
prix, grand slalom, horse racing, ice dancing,hioekey, ice skating, indy car, modern pentathlootam
cycle racing, mountain biking, professional footbahythmic gymnastics, road racing, roller blading
roller skating, rugby league, rugby union, sail tofirdg, ski jumping, slalom skiing, snow boardingpgs
marketing, street luge, super g, super-g, syncheashswimming, synchronized swimming, table tennis,
track and field, track cycling, trick skiing, wakmarding, water polo, water skiing, whitbred rouhe
world, winston cup, world cup.

Sports stars: hank aaron, andre agassi, troy aikman, muhamnigteidii andreasen, lance armstrong,
aaron baddely, layne beachley, david beckham, taliedte, ole einar bjoerndalen, bonnie blair, terry
bradshaw, kobe bryant, bob burnquist, jenson but@mifer capriati, anne-caroline chausson, kelly
clark, kim clijsters, derrick coleman, earle conrsirea cowart, tara dakides, john daly, lindsaydpert,
inge de bruijn, stacy dragila, heike dreschlernpjelway, ludmila engqvist, brett favre, juan cafiessero,
george foreman, brian frasure, cathy freeman, geitl, pierre-luc gagnon, sergio garcia, steven girra
steffi graf, maurice greene, wayne gretzky, kefffeyrj david hall, mia hamm, daniela hantuchovay#on
harding, tony hawk, justine henin, beatrice hesantghill, martina hinges, mat hoffman, evanderyhol
field, mike horn, tara ipinski, michael irvin, goravanisevic, magic johnson, marion jones, miclagel
dan, tanja kari, davo karnicar, nancy kerriganicgrkostelic, janica kostelic, anna kournikova, imailbe
kwan, bernhard langer, vinny lauwers, brett leerian@mieux, lennox lewis, hermann maier, dan m@rin
michael milton, yao ming, joe montana, juan pablontoya, david nalbrandian, joe namath, shaquille
o’neal, shaun palmer, travis pastrana, lee pearsoberto pelizzari, chantal petitclerc, scottiepap,
dean potter, paula radcliffe, steve redgrave, etep#o, jerry rice, cal ripken, andy roddick, denrod-
man, ronaldo, wayne rooney, pete rose, marat gadite, sampras, louise sauvage, gerd schonfelddr, pa
schulte, michael schumacher, beat schwarzenbadficanseles, o.j. simpson, emmitt smith, annikarsore
stam, john stamstad, daryl strawberry, picabo stmeartin strel, gabriela szabo, michael teubenm, ia
thorpe, dara torres, mike tyson, joachim uytdehafigeziska van almsick, pieter van den hoogenband,
esther vergeer, kurt warner, karrie webb, sereflaami, venus williams, tiger woods, kristi yamagic
steve young.
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