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Abstract

The Laos national baseball team is one of Asia's youngest and fastest-rising programs, reaching its highest-ever
WBSC world ranking of 47th in 2025 with the youngest squad at that year's Southeast Asian Games. Its progress,
however, rests on a fragile financial base of volunteer effort, Korean missionary support, and limited public
funding, and the Lao Baseball Federation has openly called for investment in training, equipment, facilities,
nutrition, and international competition. This paper proposes a sustainable private-sector sponsorship model
designed to convert that fragile base into a durable one. Grounded in the literature on sports sponsorship, corporate
social responsibility (CSR), and environmental, social and governance (ESG) strategy—where recent studies show
that sponsor participation in ESG activities measurably strengthens brand image, reputation, and purchase
intention—the model reframes sponsorship as a two-way value exchange rather than charity. It comprises three
components: a CSR/ESG value-exchange framework that aligns sponsor motives with team needs; a four-level
tiered sponsorship structure spanning a title/naming partner, official partners, in-kind official suppliers, and
community and diaspora micro-sponsors; and a transparent governance and fund-flow mechanism with annual
impact and ESG reporting. A three-phase, five-year roadmap, an evaluation framework, and a risk analysis are
provided. The model is offered as an actionable blueprint for the federation and as a transferable template for
emerging baseball nations.
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1.

Introduction

In just over a decade, baseball in Laos has grown from a single team of teenagers organized by Korean
volunteers into a national program that reached a best-ever WBSC world ranking of 47th in 2025. At
the 33rd Southeast Asian (SEA) Games that year, Laos fielded the tournament's youngest squad—an
average age of about 22—and, for the first time, drew on overseas Lao-American players, defeating
Vietnam and Malaysia along the way. The trajectory is genuinely promising. Yet it is built on a
precarious financial foundation: volunteer labor, support from Korean missionary and community
initiatives, and limited, unpredictable public money. The Lao Baseball Federation has itself appealed
for additional support for training, equipment, facilities, nutrition, and international competition—the



very inputs on which continued progress depends.

This funding fragility is not unique to Laos. Across Southeast Asia, sports programs rely heavily on
government budgets that are limited and unpredictable, making sustained athlete development difficult.
The central question this paper addresses is therefore practical: how can the Laos national baseball team
secure stable, growing, and self-sustaining financial support from the private sector? We answer it by
proposing a sponsorship model that treats corporate involvement not as one-off charity but as a
structured, mutually beneficial partnership aligned with companies' CSR and ESG strategies. The paper
reviews the relevant evidence, sets out a conceptual value-exchange framework, specifies a tiered
sponsorship structure and a transparent governance mechanism, and provides a roadmap, evaluation
framework, and risk analysis.

2. Background and Rationale

2.1 The Team and Its Funding Gap

The team's competitive profile and funding needs together define the opportunity. It is young, improving,
and visible, but under-resourced; its needs are concrete and fundable. Table 1 summarizes the current
situation and the gaps a sponsorship model must close.

Dimension Current situation Gap to close

Competitive WBSC rank 47 (best ever); youngest SEA Games squad Sustain trajectory toward regional

status competitiveness

Funding base Volunteer effort, Korean missionary/community support, Diversify to stable private-sector

limited public funds revenue

Stated needs Training, equipment, facilities, nutrition, int'l competition Predictable multi-year financing for each

Talent pipeline Strong youth base; first diaspora players in 2025 Funded academy & diaspora
engagement

Governance Federation-led, informal Transparent fund with sponsor reporting

Table 1. Current situation and funding gaps for the Laos national baseball team.

2.2 Sponsorship, CSR, and ESG

Modern sponsorship theory frames the sponsor—property relationship as an exchange in which a
company receives marketing and reputational value in return for its support. Recent research sharpens
this by linking sponsorship to CSR and ESG strategy: leveraging a sponsorship with CSR activities
both communicates a company's sustainable practices and improves sponsorship outcomes, and 'CSR-
sponsorship fit—the perceived match between sponsor and cause—strengthens those outcomes.
Empirically, sponsor participation in ESG activities significantly enhances brand image and reputation,
with long-lasting effects, and shapes consumers' purchase intentions through sponsor attitudes, sponsor
image, and positive electronic word-of-mouth (eWOM). For a sponsor, supporting a young, sympathetic

national team in an emerging country is an unusually clean ESG and CSR narrative.

2.3 Sport-for-Development Funding and ASEAN Market Entry

Two further bodies of evidence make the private sector a realistic funder. First, sport-for-development
practice in emerging nations has, since traditional donor flows slowed, shifted toward diversified
revenue and corporate partnerships—exemplified by programs such as Right to Play, backed by global
brands including Adidas and Samsung. Second, ASEAN—over 660 million consumers across ten



nations—has become a target for brands that use sports partnerships as a tool for market entry and
emotional brand-building, a pattern already established in ASEAN football. A Lao baseball partnership
offers Korean and regional companies a low-cost, high-goodwill entry point into a fast-growing market,
combining CSR/ESG value with genuine commercial positioning.

3. Conceptual Framework: A CSR/ESG Value-Exchange

The model's foundation is a reframing: sustainable sponsorship is a two-way value exchange, not charity
(Figure 1). Sponsors provide funding, in-kind equipment, and coaching or management expertise; in
return, the team and federation deliver brand exposure, a credible CSR/ESG and Sustainable
Development Goal (SDG) story, privileged access to the ASEAN and Lao markets, and positive word-
of-mouth among fans and the diaspora. Charity is fragile because it depends on goodwill that can lapse;
an exchange is durable because each party has a continuing interest in renewing it. Designing every
element of the model to keep both sides of this exchange visible and measurable is what makes the
funding sustainable.

Figure 1. CSR/ESG Value-Exchange Model

Funding - in-kind equipment -
coaching & expertise

PRIVATE-SECTOR LAOS NATIONAL

SPONSORS BASEBALL TEAM

(Korean & ASEAN & FEDERATION
companies, diaspora) N

Brand exposure - CSR/ESG & SDG story -
ASEAN market access ' positive eWOM

A sustainable sponsorship is a two-way value exchange, not charity.

Figure 1. The CSR/ESG value-exchange model underpinning the proposal.

4. The Proposed Sponsorship Model

4.1 A Tiered Sponsorship Structure

To match different sponsor capacities and motives, support is organized as a four-level pyramid (Figure
2), from a few large partners at the top to many small contributors at the base. The structure spreads
risk—no single withdrawal is fatal—and creates an upgrade path as the program grows. Table 2 details
each tier, the type of contribution, the rights and benefits offered, and the target sponsor. Monetary
bands are illustrative and should be calibrated to the Lao market.



Figure 2. Tiered Sponsorship Structure (illustrative)

ITLE / NAMING PARTNER

1 lead partner — naming rights, top visibility

any, smaller

OFFICIAL SUPPLIERS (in-kind)

equipment - travel - nutrition - apparel

fewer, larger

COMMUNITY & DIASPORA MICRO-SPONSORS

crowdfunding - Lac-American donors - local SMEs

Figure 2. Four-level tiered sponsorship structure.

content rights

Tier Contribution Rights & benefits Target sponsor
(illustrative)

Title / Naming Cash, multi-year Team/stadium naming rights, top logo 1 anchor corporation

partner (lead) placement, exclusive ESG story (Korean/ASEAN)

Official partners Cash, annual Category exclusivity, jersey/venue branding, 3-5 mid-large firms

Official suppliers In-kind Equipment, travel, nutrition, apparel; Sporting-goods, airline, F&B
'Official Supplier' status brands

Community & Micro / crowdfunding Recognition, fan community, naming of small Lao-American donors, local

diaspora assets SMEs, fans

Table 2. Sponsorship tiers, contributions, benefits, and target sponsors.

4.2 CSR/ESG and SDG Alignment
The model's distinctive selling point is that supporting the team lets sponsors deliver against all three

ESG pillars and several UN Sustainable Development Goals simultaneously (Table 3). This alignment

is what converts a sports donation into a reportable ESG activity that, as the evidence shows, strengthens

brand value—giving sponsors a concrete, audited reason to commit and renew.

ESG pillar How the team delivers it Aligned Sponsor benefit
SDG
Social Youth development, education, health, diaspora SDG 3,4, 10 Strong CSR narrative, goodwill,
inclusion eWOM
Governance Transparent fund, independent oversight, reporting SDG 16, 17 Credibility, low reputational risk
Environmental Green-stadium & sustainable-operations SDG 11, 13 Demonstrable environmental action
commitments

Table 3. Mapping the team to ESG pillars and Sustainable Development Goals.

4.3 Governance and Fund-Flow

Sustainable funding requires the trust that only transparent governance can earn. The model channels

all tiers of support into a dedicated sponsorship fund or trust with independent oversight, which allocates

resources across the federation's stated priorities—youth academy and coaching, equipment and

facilities, athlete salaries and nutrition, and international competition (Figure 3). Critically, the fund

closes the loop with annual impact and financial reporting back to sponsors, giving them the ROI

evidence and ESG disclosure they need. This accountability is not overhead; it is the mechanism that




makes sponsors willing to commit larger sums and to renew.

Figure 3. Governance and Fund-Flow Model
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Figure 3. Governance and fund-flow model with a sponsor reporting loop.

5. Implementation Roadmap

The model is designed to be built in sequence over roughly five years (Figure 4). Phase 1 establishes

the fund and its governance and secures an anchor commitment plus in-kind suppliers—the credibility

base. Phase 2 adds official partners, launches diaspora crowdfunding, and directs new revenue into a

youth academy. Phase 3 introduces naming rights and aims for a self-sustaining sponsorship portfolio

that supports genuine regional competitiveness. Each phase produces the evidence and visibility needed

to unlock the next, so momentum compounds.

Figure 4. Three-Phase Implementation Roadmap

PHASE 1 (0-12 mo)

Establish fund & governance;
sign anchor + in-kind
suppliers

PHASE 2 (1-3 yr)

Add official partners; launch
diaspora crowdfunding;
fund youth academy

PHASE 3 (3-5 yr)

Naming rights; self-sustaining
portfolio; regional
competitiveness

Figure 4. Three-phase, five-year implementation roadmap.

6. Evaluation Framework

Because the model promises measurable value to both sides, its success can be tracked. Table 4 proposes

indicators spanning financial sustainability, sponsor value, and on-field and developmental outcomes.

Reporting these annually serves a double purpose: it manages the program and it supplies sponsors with

the ESG and ROI evidence the model depends on.

Objective Indicator

Measure

Financial sustainability Revenue diversification

Number of active sponsors; % of budget from private sector

Sponsor value Brand & ESG return

Media value, impressions, sponsor satisfaction & renewal rate

Development Pipeline strength

Academy enrollment; youth players promoted to national team

Performance Competitiveness

WBSC ranking; SEA Games / EABC results




Objective Indicator Measure

Governance Transparency On-time audited reports; oversight in place

Table 4. Evaluation framework: objectives, indicators, and measures.

7. Risks and Mitigations

A credible proposal names its risks (Table 5). The most serious is over-dependence on a single anchor
sponsor; the tiered structure and diaspora base deliberately diversify against it. Governance and
reputational risks are managed by the independent fund and transparent reporting that are already central
to the design. Market risk—weak sponsor demand in a small economy—is mitigated by foregrounding
the ASEAN market-entry and ESG value that make the partnership commercially rational rather than

purely philanthropic.
Risk Mitigation
Over-reliance on one anchor sponsor Tiered structure + broad diaspora/community base diversify revenue
Weak sponsor demand in a small market Lead with ASEAN market-entry & ESG value, not charity appeal
Fund mismanagement / reputational risk Independent trust, audited accounts, annual public reporting
Sponsor churn / non-renewal Demonstrate ROI & ESG impact; multi-year contracts; upgrade path
Diaspora engagement fades Sustained fan community, recognition, storytelling, events

Table 5. Key risks and mitigations.

8. Conclusion

The Laos national baseball team has demonstrated, in barely a decade, what passion and modest support
can achieve. Turning that achievement into sustainable growth requires moving beyond fragile, charity-
based funding toward a structured private-sector model. This paper has proposed such a model: a
CSR/ESG value-exchange framework that makes sponsorship mutually beneficial, a four-tier structure
that diversifies and scales support, an SDG-aligned value proposition that converts donations into
reportable ESG activity, and a transparent governance mechanism that earns the trust on which renewal
depends—delivered through a phased five-year roadmap with explicit evaluation and risk management.
For Korean and ASEAN companies, the model offers a low-cost, high-goodwill platform for CSR, ESG,
and market entry; for Laos, it offers a path from a promising young team to a durable regional contender.
The framework is also transferable: any emerging baseball nation facing the same funding fragility
could adapt it. Future work should pilot the model with the federation, calibrate the monetary tiers to

the Lao market, and empirically test sponsor response and athlete-development outcomes.
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