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an event with a sweepstake might however be explained by the weakness of the stimulus. 


While  the  TV  spot  stimulus  can  be  fully  experienced  and  the  licensing/collaboration 
 stimulus can be experienced via visual representations, the event stimulus suffers from the 
 lack of representation.  


It  is  important  to  note  that  no  matter  which  stimulus  was  presented  to  the  focus  groups 
 themes  supporting  the  sponsorship  fit  often  resulted  from  the  name  and  the  product 
 packaging/design,  even  though  this  was  not  the  focus  of  the  stimulus  in  all  three  cases. 


The  fashionable,  feminine  name  Sapphire  (“I  actually  like  the  name….like the  stone,  very 
 expensive”  Appendix  J,  p.163)  and  the  elegant,  dress-like  design  of  the  bottle  (“fits  the 
 black  dress  they  are  wearing” Appendix  I,  p.147)  build  the  connection  of  beer  and  the 
 Fashion Week in the eyes of the participants (Appendix H).   


Results  for  this  research  question  might  be  limited  in  their  representativeness  because 
different groups were presented with different sponsorship activation methods. During the 
focus  groups,  women  in  general  have  found  to  be  more  open-minded  towards  
gender-incongruent  sponsorships  while  men  show more  reservation  (Appendix  I).  This  tendency 
might be rooted in men being socially less accepted to show feminine behavior than vice 
versa (Gentry et al., 1978). For this reason, differences between reactions to the different 
sponsorship activation methods can be a result of group dynamics, gender differences and 
the strength of the stimulus presented. 
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1994).  Gender  perceptions  have  revealed  to  be  part  of  symbolic  meaning  since  the 
 presented ladders express various characteristics of masculinity or femininity with regard 
 to  Bem’s  BSRI  (1974).  In  line  with  McCracken’s  (1986)  model  of  movement  of  meaning, 
 gender perceptions’ meaning is further moved from the culturally constituted world to the 
 individual consumer. Movement of meaning took place in two consecutive steps: first, the 
 existing  meaning  about  brands  and  events  and  second,  the  creation  of  new  meaning 
 through  the  introduction of  fictive, gender-incongruent  sponsorships.  What  people  regard 
 as  masculine  and  as  feminine  is  rooted  in  the  culturally  constituted  world.  Sources  of 
 gender  perceptions  that  have  been  pointed  out  frequently  include  education,  profession 
 and the overall shift from traditional to more modern gender roles.  


Education  is  referring  to  gender  perceptions  that  people  grow  up  with.  It  varies  from 
 statements such as “My father just bought a kitchen appliance. And my mom has a drill” 


(Appendix J, p.155) to describing the man watching TV while the woman is preparing the 
 dinner  as  the“hard  truth  in  a  lot  of  families”  (Appendix  J,  p.150).The  degree  to  which 
 participants have grown up with untraditional gender roles therefore differs. The familiarity 
 with  untraditional  gender  is  found  to  result  in  more  tolerance  incongruent  gender  roles 
 (Fugate  &  Phillips,  2010)  and  could  explain  to  a  certain  degree  why  some  participants 
 might be more open-minded to gender- incongruent sponsorships than others.  


Professions further reflect gender perceptions as men are described to typically engage in 
 jobs  connected  to  engineering,  mechanics,  technology  and  handcraft  while  women  are 
 found to be models, housewives, blogger and recently also business women (Appendix H). 


If products or events are connected to a profession that is marked by a high degree of men 
 (women) performing it, it can impact the gender attached to the product or event, so that 
 Formula  1  connected  to  engineers  and  Black  &  Decker  to  handymen  are  seen  as 
 masculine.  


The shift from traditional to modern gender roles is highlighted in a variety of statements. 


For  different  areas,  the  shift  has  reached  different  stages:  while  in  Formula  1  very 
traditional  gender  roles  can  be  observed  (women:  paddock  girls,  men:  sportsmen), 
KitchenAid  is  described  as  being  aligned  with  more  modern  gender  roles  depicting  the 
woman as both housewife and business woman, and the modern man as socially accepted 
to cook. To understand why sponsorship fit takes place, one however has to differentiate 
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between gender roles represented by the category surrounding the brand or by the brand 
 itself.  While  tools  are  accepted  for  women  due  to  the  development  of  the  independent 
 women who stands on her own feet, Black & Decker’s product do not reflect the possible 
 extension  of  the  target  market  to  women.  Black  &  Decker’s  products  are  expected  to 
 become  “smaller”  and  “pinkish”  (Appendix  H,  p.130)  to  match  women’s  gender  identity. 


KitchenAid  faces  not  only  a  category  where  cooking  and  owning  kitchen  appliances  has 
 become accepted for men (Appendix H), but also offers a product that is able to match a 
 man’s gender identity due to its innovative technology and car-like design.  


With  regard  to  gender-incongruent  sponsorships,  KitchenAid  in  this  manner  succeeds  in 
 adapting  its  products  to  the  masculine  Formula  1  event  while  Black  &  Decker  failed  to 
 connect  to  the  perceived  feminine  Fashion  Week  event  (Appendix  H).  Adjusting  the 
 product  of  a  brand  to  the  sponsee  is  however  noted  to  be  a  determinant  factor  for  the 
 achievement of sponsorship fit due to the observed influence of a sponsee’s image on the 
 sponsor’s  image.  A  sponsee  can  increase  the  perceived  strength  of  characteristics  of  a 
 brand, but only with existing characteristics of the brand that are similar to characteristics 
 of the event. Within gender-incongruent sponsorships this means that a feminine sponsor 
 needs  masculine  characteristics  that  can  increase  their  perceived  strength  through  a 
 masculine sponsor and vice versa.  


Sponsorship  activation  is  described  as  able  to  communicate  sponsorship  fit  at  least  to 
 some extent. This is in line with the findings of Coppetti et al. (2009) that an articulation of 
 incongruent-sponsorships can lead to an “associative link between an event’s schema and 
 a brand’s schema when the two do not share a natural link” (p.30).  


While KitchenAid and Formula 1 are perceived to achieve sponsorship fit, Black & Decker’ 


s struggles  to be successfully connected to The Fashion Week. This finding works against 
the  assumption  that  feminine  brands  have  a  harder  time  attracting  men  than  vice  versa 
due  to  the  lesser  societal  support  of  men  engaging  in  feminine  behavior  (Gentry  et  al., 
1978).  Although  Black  &  Decker  lacks  feminine  features  that  are  needed  to  reach 
sponsorship  fit,  the  difficulties  of  connecting  brand  and  event  can  also  be  caused  by 
Fashion  Week’s  proximity  to  the  fashion  system.  The  fashion  system  is  part  of 
McCracken’s (1986) model and responsible for the creation of new meaning. People might 
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need  time  to  understand  and  adapt  to  these  emerging  new  roles.  The  contradicting  and 
 rather extreme notions about the Fashion Week (“disappearance of masculinity (…..) and to 
 some  party  femininity”  Appendix  H,  p.129)  can  further  arise  from  the  paradoxes  of  the 
 modernist consumption that are manifested in fashion and reveal that ‘‘changes in fashion 
 styles not only represent reaction against what went before; they may be self-contradictory 
 too’’ (Wilson, 1985, p.5). For this reason, the difficulties Black & Decker is facing might be 
 rooted  in  its  complete  lack  of  feminine  characteristics  and  the  ambiguity  of  mentioned 
 perceptions  about  The  Fashion  Week.  No  general  reason  why  a masculine  brand  would 
 have more difficulties attracting females than vice versa is however observed.  


By  rituals  people  integrate  gendered  products  into  their  selves.  Exchange  rituals  are  the 
 most frequently mentioned rituals with regard to gender perceptions.  As gift are integrated 
 in self-images, people tend to choose gifts that they like to see integrated in the self-image 
 of the gift receiver (McCracken, 1986). KitchenAid is reported as a possible gift for mothers 
 and  girlfriends  (Appendix  J)  but  also  for  boyfriends  (Appendix  H).  KitchenAid  seems 
 therefore to be accepted as part of the self-image for men and women. Men can imagine 
 putting a Black & Decker drill on their wish list for Christmas and women think about a drill 
 as a gift for their boyfriends. Women are not mentioned as receivers of a drill as a gift. This 
 might mean that even though women are accepted to own one, a drill is not is a desired 
 part of a woman’s self.  


Even  though  the  conceptualized  model  of  McCracken  (1986)  and  Gwinner  has  been 
 applicable for understanding gender perceptions’ role in the context for gender-incongruent 
 sponsorships,  evaluation  of  sponsorships  only  by  sponsorship  fit  should  be  revised. 


Participants mention that they believe that especially a missing sponsorship fit can lead to 
 the generation of high brand awareness because the “combination of fashion and drills is 
 so absurd, that I will remember it when I am in the store” (Appendix J, p.158). Additionally, 
 intention to buy is also highlighted as an important theme. Participants point out that they 
 might buy a product of KitchenAid or Black & Decker for themselves or as a gift for others 
 (Appendix  H).  Even  though  they  might  not  see  the  product  as  matching  the  sponsoring 
 partner or their self, they see it as matching the self of others.  


Moreover,  theory  of  learning  should  be  included  in  the  model.  Participants  point  out  the 
time needed to get familiar with a certain idea and mention that “first people are skeptical, 
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but  they  get  used  to  stuff  as  we  got  used  to  women  drinking  beer  and  drinking  beer  at 
 fashion  shows”  (Appendix  I,  p.146).  Already  during  the  focus  groups  one  can  observe  a 
 learning  process.  While  the  first  reactions  to  gender-incongruent  sponsorships  is  often 
 marked by a certain degree of skepticism (“I think creative management failed”, Appendix 
 I, p.142) in the end of the focus groups participants point out that “it works better this way, 
 Kitchen Aid and F1 and Black & Decker and the Fashion Week than the other way round” 


(Appendix H, p.135). For this reason, they actually like the incongruent sponsorships better 
 than the traditional sponsorships that are seen as too obvious and too much reflecting 
 old-fashioned gender roles (Appendix H).  


(Revised model of gender perceptions role in gender-incongruent sponsorships) 


6. CONCLUSION & MANAGERIAL IMPLICATIONS 


For companies it is of great importance to understand gender perceptions because gender 
perceptions  impact  people’s  reactions  to  gender-incongruent  sponsorships  through  their 
impact  on  symbolic  meaning  (McCracken,  1986).  In  general,  the  creation  of  new gender 
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roles as well as the blurring and mixing up of traditional gender roles presents companies 
 with the possibility of target group extensions.  


As  people  do  not  watch  an  event  only  because  of  a  sponsor  and  therefore  
 gender-incongruent sponsorships are not perceived to be able to change perceptions of an event 
 to become more positive and to increase the interest of people in the event (Appendix H), 
 the  investigated  sponsorships’  targets  will  be  limited  to  the  existing  target  group  of  the 
 event.  The  target  audience  is  thereby  marked  at  a  domain-specific  level  by  gender 
 perceptions:  KitchenAid  and  Black  &  Decker  are  primary  talking  to  a  gender  who  has 
 traditionally  struggled  to  use  the  product  category  (Kotler  &  Keller,  2012).  The 
 communication  goal  therefore  should  be  the  establishment  of  category  need  and 
 presenting  the  new  target  with  reasons  to  start  buying  the  product  category  (Percy  & 


Rosenbaum-Elliott, 2012).  


However, companies should only engage in gender-incongruent sponsorships if they offer 
 a product that possesses product attributes that match the new target group’s gender. If a 
 feminine  brand  wants  to  be  appealing  for  men,  the  focus  groups  revealed  that  it  needs 
 attributes perceived as masculine and vice versa (Appendix J). While KitchenAid has been 
 successfully  connected  to  masculine  items  within  the  focus  groups,  Black  &  Decker  has 
 not  revealed  any  feminine  association  (Appendix  H).  Feminine  companies  that  want  to 
 expand their targets and reach men should focus on a masculine design (car-like design) 
 and functional features, while masculine companies should offer a feminine design (handy, 
 smaller,  female  colors,  stylish).  Design  elements  are  the  most  frequently  mentioned 
 element  within  the  focus  groups  and  with  regard  to  the  themes  derived  from  the  focus 
 group play an important role in establishing a products’ gender. Also in the case of Beck’s 
 and The New York Fashion Week product design played a fundamental role in connecting 
 sponsor and sponsee by showing the feminine, fashionable side of beer. Managers should 
 therefore place high emphasis on creating a product design that bridges the gap between 
 the two genders and represents masculinity or femininity respectively to the target.  Design 
 which  is  neither  classified as  masculine  nor feminine  (Bem,  1974)  in  this  manner  shows 
 how a gender-neutral concept becomes a sign for masculinity or femininity respectively.  


Managers should further place high emphasis on sponsorship activation because it is able 
to  communicate  sponsorship  fit  at  least  to  some  extent  by  pointing  out  associative  links 
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between  sponsor  and  sponsee  (Coppetti  et  al.,  2009).  Product  packing  and  design  as 
 mentioned above seems to have the highest potential in building a bridge between the two 
 elements. Although product design has not been a specific element investigated within the 
 focus groups, the majority of statements supporting a sponsorship fit between Beck’s and 
 The  New  York  Fashion  Week  evolve  around  visuals.  This  finding  is  in  line  with  Percy  & 


Rosenbaum-Elliott’s  notion  that  “brand  attitude  in  many  cases  relies  heavily  upon  visual 
 components”  (p.234).  Another  important  factor  is  the  naming  of  the  product.  Sapphire 
 appears to be feminine (Appendix J) while Beck’s has reported to be masculine (Appendix 
 H).  By  introducing  a  new  product  within  a  gender-incongruent  sponsorship,  companies 
 have the possibility  to  present  the  new  target  with features  of  a  product  that  match their 
 gender  even  though  the  overall  umbrella  brand  previously  did  not.  However,  existing 
 consumers can be harmed by product extensions and engagements in sponsorships that 
 do  not  match  the  gender  of  the  traditional  target  group  (Appendix  J).  Companies  must 
 carefully select who to target to not masculinize or feminize the brand image to an extent 
 where the existing target cannot identify with it anymore.   


As  gender  perceptions  are  a  central  concept  to  someone’s  self  (Appendix  H),  marketing 
 and  communication  strategy  of  a  firm  should  therefore  always  be  aligned  with  existing 
 gender roles. Whether more traditional or more modern gender roles are relevant depends 
 on  a  company’s  product  category,  the  brand  image  and  in  case  of  an  engagement  in  a 
 sponsorship  the  event  image.  While  in  some  areas  gender  roles  are  marked  by  very 
 modernist  conceptions  (e.g.  KitchenAid),  other  areas  are  still  inseparably  connected  to 
 traditional roles (e.g. Formula 1). Companies are supposed to prevent presenting targets 
 with non-matching genders roles which could result in wrong portrayals of genders no one 
 identifies with (Appendix I). A marketing and communication strategy should always reflect 
 gender  roles  accepted  by  the  target  as  the  target  needs  to  understand  the  genderized 
 meaning the good is carrying in order to use it as a signal. A signal of symbolic meaning is 
 only  useful  if  “others  (…)  understand  the  signal  emanating  from  consuming something” 


(Dolfsma, 2007). People then are assured that “they are what they buy”.   
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7. LIMITATIONS & DIRECTIONS FOR FURTHER RESEARCH 


Even  though  the  choice  of  a  qualitative  research  has  been  a  controllable  decision  of 
 research  delimitation,  subjectivity  cannot  be  totally  diminished.  The  inclusion  of  a 
 quantitative pre-test to investigate if any scientific significance for the research focus exists 
 should have minimized subjectivity. However, results from the focus groups should always 
 be seen as one possible view on findings (Rindfleisch & Inman, 1998). Qualitative research 
 is in general characterized by interpretivsm and the acceptance different interpretations of 
 reality (Biemans, 2003).   


The focus groups have been executed in English which is not the native language for the 
 participating  Germans.  The  tendency  that  participants  are  limited  in  their  verbal 
 expressions has however been tried to eliminated by the choice of Germans which classify 
 themselves as fluent English speakers. Moreover, a translation from German to English by 
 the  researcher  would  have  increase  the  subjectivity  of  the  research  and  decrease  the 
 generalizability  (Polit  &  Beck,  2010).  Nevertheless,  a  future  research  could  use  native 
 speakers in order to investigate whether their reported emotions might be more elaborated.  


The  presence  of  the  female  moderator  might  have  impacted  the  group  dynamics, 
 especially the investigated focus group of only men as behavior changes due to status and 
 relational  context  (Grant,  2011).  Men  might  feel  less  comfortable  expressing  emotions 
 when a woman is present and less intimacy might occur. However, it has been decided to 
 not  use  a  male  moderator  as  this  would  have  further  decrease  the  comparability  across 
 groups due to the involvement of different moderators (Morgan, 1997).  


While  this  research  deliberately  has  been  limited  to  German  people,  it  will  be  of  further 
 interest whether the findings of this research are applicable to people from other countries. 


Germany  as  a  rather  masculine  country  is  assumed  to  value  masculine  values  like 
 achievement  and  ambition  (Hofstede,  2014)  more  than  feminine  countries.  Investigating 
 participants from a highly feminine country like Sweden or Norway could lead to different 
 reactions to gender-incongruent sponsorships due to different gender perceptions.  


Countries with highest masculinity score  Countries with highest femininity score 


1.  Slovakia (100)  1-  Sweden (5) 


2.  Japan (95)  2-  Norway (8) 


3.  Hungary (88)  3-  Latvia (9) 


80 


4.  Albania (80)  4-  Sri Lanka (10), Iceland (10) 


5.  Austria (79)  5-  The Netherlands (14) 


6.  Venezuela (73)  6-  Cape Verde(15) 


7.  Switzerland (70), Italy (70)  7-  Denmark (16) 


8.  Mexico (69)  8-  Lithuania (19), Slovenia (19) 


9.  Ireland (68)  9-  Angola (20) 


10. United Kingdom (66), Germany (66), China (66)  10- Costa Rica (21) 
 (Table 7 Feminine vs. Masculine countries: Information taken from Hofstede) 


Older  people  could  be  another  interesting  field  of  study  as  they  hold  a  different  view  on 
 gender  and  are  less  open-minded  towards  new  gender  roles  than  their  younger 
 counterparts  (Pompper,  2010)  They  however  represent  a  high  share  of  a  country’s 
 population  and  a  growing  target  market.  In  2009,  about  20%  of  the  German  population 
 have been older than 65 and this share is expect to increase (Federal Statistical Office of 
 Germany,  2011).  As  gender  perceptions  are  central  to  someone’s  self-image  and  the 
 resulting  product  choices  (Belk,  1988),  in  order  to  target  older  people  successfully 
 companies are supposed to understand their gender perceptions.  


The  research  revealed  that  the  buying  motivation  for  KitchenAid  is  rather  positive  since 
 social  approval  (“oh  nice,  a  KitchenAid,  Appendix  I,  p.140)  and  sensory  gratification 
 (“Kitchen Aid is more a toy”, Appendix J, p.155) are mentioned as reasons to buy. Black & 


Decker’s  products  are  more  connected  to  a  negative  buying  motivation  of  solving  a 
 problem  (Appendix  H).  Different  motivations  need  different  communication  strategies  as 
 negatively motivated buying decisions call for information while positively motivated buying 
 motivations  are  best  transmitted  via  mood  creation  (Percy  &  Rosenbaum-Elliott,  2012). 


Future research could investigate whether different buying motivations can lead to different 
 reactions  to  gender-incongruent  sponsorships.  Moreover,  degree  of  involvement  can  be 
 taken  into  account  as  high  involvement  situations  might  make  people  more  skeptical 
 towards  gender-incongruent  sponsorships  due  to  the  perceived  risk  involved  (Percy  & 


Rosenbaum-Elliott, 2012).  


For the aforementioned reasons, other evaluation factors for sponsorship success should 
be  taken  into  account.  Next  to  sponsorship  fit,  brand  awareness  and  intentions  to  buy 
should be investigated. A quantitative research might be applicable to investigate 
cause-and  effect  relationships  between  different  evaluation  methods  cause-and  the  impact  of  
gender-incongruent sponsorships on a firm’s performance (Polit & Beck, 2010). 
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 10. APPENDIX 


APPENDIX A: EXTRACT OF QUESTIONNAIRE FOR PRE-TEST 


APPENDIX B: QUESTION GUIDE FOCUS GROUPS 


Activity  Time  End-time 


1.  INTRODUCTION & WARM-UP 


  Moderator introduction 


  Purpose of research: Study of brand and event 
 perceptions  


  Explain MRS code of conduct, anonymity etc. 


  Explanation of audio recording 


  Need for honesty (no right or wrong answers) 


  Opening question: Tell us who you are, how old 
 you are, where you live, what you do for a living 
 and what you enjoy doing when you’re not doing 
 this  


5  5 
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 2.  EVENTS 


  Give every participant time to independently create a 
 collage about the Formula 1 Championship and The New 
 York Fashion Week with the pictures handed in 
 before-hand + words  


  Introductory Question: Can you explain your collage 
 about the Formula 1 Championship (New York Fashion 
 Week) to the group? What made you choose the 
 selected pictures and words? (R1) (R4) 


  Imagine a situation where you visit a Formula 1 Grand Prix 
 / a New York Fashion Week Show, what comes to your 
 mind? (R1) 


  How do you feel when imagining visiting the Formula 1 
 Championship (New York Fashion Week)? What is causing 
 you to feel this way? (R1) 


  If you think about your friends, what do you think your 
 friends would say about the Formula 1 Championship 
 (New York Fashion Week)? 


  Think about someone (a friend, a relative….) who really 
 likes the Formula 1 Championship (New York Fashion 
 Week), what would he/she like about the event? (ask 
 them to write down the person) Who would that person be 
 (your father/mother/sister/brother/ girlfriend/boyfriend)? 


And why not you father/mother/ sister/brother/ 


girlfriend/boyfriend?  (R1) (R2) 


  Do you think that gender plays a role why people like 
 (don’t like) the event? What is motivating you to think so? 


(R1) 


15 
 15 


20 
 35 


3.  BRANDS  


  Moderator asks participants whether they know Kitchen 
 Aid and Black & Decker and clarifies any questions  
 Introductory Question: When you hear Kitchen Aid (Black 


& Decker) what comes to your mind?  Give every 


participant a piece of paper and ask them to write down 


20  55 
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three things coming to his mind and to explain these things 
 to the other participants  (R4) 


  Did you already use/buy Kitchen Aid (Black & Decker)? 


What is motivating you to use(not use) the brand?  


(R1) (R4) 


  Can you tell us about a situation when you used Kitchen 
 Aid (Black & Decker)? If you never used Kitchen Aid (Black 


& Decker), imagine a situation where you use Kitchen Aid 
 (Black & Decker), how do you feel when (imagining) 
 using/buying Kitchen Aid (Black & Decker)? What is 
 causing you to feel this way?  


(R1) 


  If you think about your friends, what do you think your 
 friends would say about Kitchen Aid (Black & Decker)?  


  Think about someone who really likes the brand, who 
 would that person be? (Ask to write it down) what would 
 he/she like about the brand? And why not your 


mother/father/brother/ sister…..? (R1) (R2) 


   Do you think that gender plays a role why people like 
 (don’t like) the brand? What is motivating you to think so?  


(R1) 
   


4.  FICTIVE SPONSORSHIP  


The moderator is introducing the participants to the fictive 
 sponsorship of Kitchen Aid sponsoring the Formula 1 


Championship and Black & Decker sponsoring the New York 
 Fashion Week.  


Participants get the collages of the Formula 1 Championship and 
 The New York Fashion Week from the beginning, as well as an 
 image of the products of Kitchen Aid and Black & Decker.  


Give each participant time to reflect on the collage and to 
 decide whether to include the pictures in the collage or not. 


Further, ask them to write down pro’s and con’s for the 
 sponsorship.  


  Please present us your updated collage and explain the 
 others your thoughts about Kitchen Aid sponsoring the 
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