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While the investigated feminine brand, KitchenAid, is likely to achieve sponsorship fit with 
 its  masculine  sponsoring  partner,  Formula  1,  the  masculine  brand,  Black  &  Decker 
 struggles  profoundly  to  be  connected  to  its  feminine  sponsoring  partner,  The  Fashion 
 Week. This observation presents a contrast to the assumption that feminine brands have a 
 harder time in attracting men to use feminine products than vice versa due to the  higher 
 social  acceptance  of  women  showing  masculine  behavior  than  men  showing  feminine 
 behavior (Gentry et al., 1978).  


To  understand  why  or  why  not  a  sponsorship  fit  is  assumed  to  take  place  for  the  fictive 
 sponsorships,  it  is  important  to  understand what  is  motivating  the  participants’  reactions. 


The  themes  mentioned  for  a  possible  sponsorship  fit  have  revealed  that  gender 
perceptions  are  frequently  taken  into  account  when  talking  about  gender-incongruent 
sponsorships. Within the next part of the analysis a deeper look at the mentioned gender 
perceptions  is  taken  in  order  to  understand  the  meaning  of  gender  perceptions  in  the 
context of the investigated incongruent sponsorships.  
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point  out  that  they “have  other  priorities”  (Appendix  H,  p.126)  than  spending  time  in  the 
 kitchen. Moreover, it is pointed out that there is “this modern man who is cooking – that’s a 
 trend” (Appendix J, p.153) which shows the social acceptance of men that cook. Men are 
 further interested in technology and like to own machines, so that “maybe more women are 
 cooking, but still men might like the idea of having a machine like this at home” (Appendix  
 J, p.153).  


Meaning is then moved further by rituals. Participants mentioned that they imagine using 
 KitchenAid together with their partners which underlines the tendency to see the products 
 as made for men and women (Appendix I) Furthermore, exchange rituals play an important 
 role  as  men  think  about  buying  a  KitchenAid  as  a  gift  for  their  mothers  or  girlfriends 
 (Appendix H) One participating woman however also mentioned that her boyfriend would 
 highly  appreciate  a  KitchenAid  as  a  gift.  People  also  like  to  own  KitchenAid  in  order  to 
 present it to others (Appendix I). For this reason, possession rituals take place as well.  


(Movement of meaning KitchenAid & Formula 1) 
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Formula  1  has  been  classified  as  highly  masculine  during  the  pre-test.  This  notion  is 
 fortified within the focus groups. For the participants Formula 1 is “a totally men-dominated 
 area” (Appendix H, p.121) due to the dominance of males in the execution of the event: all 
 drivers  are  men  and  nearly  all  engineers  and  managers  as  well.  Professions  in  the 
 Formula  1  business  seem  to  be  connected  to  men,  and  participants  report  that  male 
 friends of them are mechanics, engineers or study technical engineering  (Appendix H). In 
 contrast,  in  a  Formula  1  context,  women’s  role  is  limited  to  “always  being  the  sluts” 


(Appendix J, p.147).  


The  meaning  is  passed  on  via  advertisements  presenting  men  and  masculine  products 
 and  creating  a  world  where  only  men  are  connected  to  Formula  1.  Women  and  female 
 products are described to be missing at Formula 1  (Appendix I) so that no connection of 
 feminine products and Formula 1 is established.   


The meaning is then further moved on via grooming rituals (watching Formula 1 together 
 with  other  males  and  admiring  masculine  sport  idols)  and  possession  rituals  (caring  for 
 cars,  knowledge  about  Formula  1).  Grooming  rituals  are  furthermore  often  highly 
 connected  to  other  very  masculine  product  categories  as  beer  and  cigarettes  (Fugate  & 


Phillips, 2010). 


In  the  same  manner  as  with  KitchenAid  and  Formula  1,  the  movement  of  meaning  for 
 Black & Decker and The Fashion Week will now be investigated. Perceptions participants 
 hold  towards  Black  &  Decker  are  further  impacted  by  gender  perceptions.  Not  only  the 
 brand, but also technology and tools are categorized as masculine (Daechun & Sanghoon, 
 2007).  A  drilling  machine  is  further  described  as  equipment  for  a  masculine  profession, 
 handymen  (Appendix  I).  Gender  perceptions  are  in  this  manner  again  rooted  in 
 professions.  


In  addition,  the  emerging  trend  of  Do-it-yourself  moves  meaning  via  the  fashion  system 
and makes tools trendier than before  (Appendix  H).  The products of  Black & Decker are 
however reported to “not be glamorous, not decorating” (Appendix J, p.154) and not sexy 
(Appendix I, p.144).  
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Additionally, men are described to live by the motto “we are men, we can do that on our 
 own”  (Appendix  H,  p.125).  Independence  as  a  typical  masculine  item  according  to  the 
 BRSI (1974) is however also becoming an attribute connected to young women who like to 
 stand  on  their  own  feet.  Women  see  a  need  in  owning  a  drilling  machine,  however  they 
 point out to “have no clue about drills and would always trust (…) their dads” when buying 
 one  (Appendix  H, p.126).  Untraditional  gender  roles  in  general  become  more  normal, so 
 one participating woman pointed out that her mother is more interested in drilling machines 
 than her father and that her father however likes cooking and kitchen appliances more than 
 her mother (Appendix J).  


The meaning is further moved through rituals and most frequently exchange rituals as men 
 often receive tools as gifts and even point out that a drilling machine is on their wish list for 
 Christmas (Appendix I).  


The Fashion Week represents the most contradicting themes of all the events and brands 
 investigated. Even though, the event itself is classified as feminine, within the focus group 


(Movement of meaning Black&Decker & Fashion Week) 
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the  event  has  shown  the  blurring  of  gender  roles  more  than  any  other  investigated 
 example. It has been revealed that “masculinity has disappeared from fashion” (Appendix 
 H, p.129) and to some extent femininity as well (Appendix H, p.129). Men are not seen as 
 very  masculine  within  fashion  nowadays  and  many  men  that  are  really  into  fashion  are 
 assumed to be gay (Appendix I). Nevertheless, it is also pointed out that men are accepted 
 to  be  interested  in  fashion  and  that  fashion  plays  a  more  important  role  nowadays  than 
 some years ago (Appendix J). Femininity has to some part disappeared or changed due to 
 fashion as women nowadays wear men’s clothes as pants or checkered shirts  (Appendix 
 H).  Professions  again  reported  to  shape  our  gender  perceptions  as  women  are  typical 
 overtaking the model role within the fashion business, but the model job is marked by the 
 notion that “a person is just a sleeve” (Appendix J, p.150). The majority of designers are 
 however men according to the participants (Appendix I).  


Movement  of  meaning  is  realized  via  the  fashion  system  itself  and  the  Fashion  Week  is 
 deeply connected to the creation of new gender roles and linking of non-linked elements 
 like  the  notion  that  “masculinity  has  disappeared”  (Appendix  H,  p.129)  or  women  wear 
 men’s  clothes  (Appendix  H).  Moreover,  the  fashion  system  even “dictate(s)  us  how  we 
 should dress, how we should look like to be beautiful” (Appendix J, p. 151).


Rituals that move the meaning to the individual self are grooming rituals of dressing up and 
 thereby becoming somebody else (Belk, 1988). Possession rituals of owning and wearing 
 certain fashion items make people feel that they belong to a certain “group with people that 
 like to able to afford that luxury stuff”” (Appendix I, p.140).  


Within  a  second  step,  gender  perceptions  impact  reactions  to  gender-incongruent 
 sponsorships  also  by  influencing  the  creation  of  new  meaning.  A  gender-incongruent 
 sponsorship  that  is  introduced  creates  new  meaning  through  advertisement  because  it 
 brings  together  two  elements  (a  brand and event)  that  have not  been  connected  before. 


When  investigating  the  themes  derived  from  the  fictive  sponsorships  and  their  possible 
 sponsorship  fits,  one  actually  ends  up  with  themes  that  reveal  the  existing  conflict  of 
 traditional and modern gender roles.  


KitchenAid is dealing with the conflict of women that traditionally are seen as housewives 
while nowadays they have become business women who insist to “not (be) one of these 
silly  housewives”  (Appendix  H,  p.129).  Men  traditionally  have  been  classified  as 
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breadwinners who care for their families by going to work and earning money (Appendix I). 


Today, a modern man likes to cook (Appendix J) and is accepted to cook.  


(Gender perceptions' role in the sponsorship of KitchenAid & Formula 1) 


Formula 1 is characterized by very traditional gender roles that are kept alive. Men are the 
 main actors in the “men-dominated area” (Appendix H, p.121) of Formula 1 as all drivers 
 and  the  majority  of  engineers,  mechanics  and  officials  are  men.  Women  are  limited  to 
 make  an  appearance  as  paddock  girls  and  are  described  to  be  limited  to  their  physics 
 (Appendix J).   


Despite the presence of very traditional gender roles at Formula 1 sponsorship fit can be 
 achieved  because  all  conflicts  with  regard  to  gender  perceptions  are  solved.  KitchenAid 
 itself represents a resolution and adapts its products perfectly to new gender roles: it offers 
 women who have less time a time-saving kitchen tool and men a kitchen tool that is not a 


‘threat to masculinity’ (Appendix J, p.156) but supports the notion of the modern, cooking 
men.  Furthermore,  the  sponsorship  appears  to  work  in  the  eyes  of  the  participants 
because the sponsor, KitchenAid, is able to adjust its products to the event and reflects the 
existing gender perceptions about Formula 1 within the products: it offers men a masculine 
product, a high-end technology with functional feature and a car-like design (Appendix H). 
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Moving to Black & Decker and its fictive sponsorship engagement with The Fashion Week, 
 the contradicting gender perceptions cannot be resolved in the opinion of the participants 
 and a sponsorship fit is not achieved (Appendix I)  


(Gender perceptions' role in the sponsorship of Black&Decker & Fashion Week) 


Black  &  Decker  is  confronted  with  the  movement  from  women  traditionally  being 
 dependent  on  men  to  women  that “stand  for  independence  and  (…)  can  do  something 
 alone  at  home”  (Appendix  H,  p.130).  Men  are  however  still  characterized  with  the 
 traditional gender perceptions that men are handymen and have a do-it-yourself mentality 
 as  a  sign  of  their  masculinity  (“We  are  men,  we  can  do  that  on  our  own”,  Appendix  H, 
 p.125).  So,  both  men  and  women  are  perceived  to  be  independent  today  and  stand  on 
 their own feet.  


The  Fashion  Week  deals  with  the  transformation  of  strong,  tall  men  into  non-masculine 
 men  with  physics  that  do  not  represent  traditional  masculinity.  Participants  mention  that 


“masculinity  has  disappeared  from  fashion”  (Appendix  H,  p.129).  Women  have  in  turn 
 become masculinized and are wearing more and more items that traditionally have been 
 characterized as masculine items (Appendix H).   


Conflicting  gender  perceptions  lead  to  the  incompatibility  of  sponsor  and  sponsee.  The 
traditional  image  of  a  powerful  man  that  is  presented  by  Black  &  Decker  cannot  be  
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found  in  The  Fashion  Week’s  portrayal  of  a  modern  man  that  is  lacking  any  masculine 
physics  (Appendix  I).  The  modern  image of  the  independent  woman  actually  could  have 
been  aligned  with  the  masculinized  portrayal  of  women  in  fashion,  however  this  new 
gender  role  is  not  accepted  by  the  participants.  Participating  women  neither  want  to  be 
limited to being a housewife nor to being a masculinized woman (Appendix H) pictured as 
a “half-naked  woman having a  drilling  machine in her hand  saying  ‘drill-me’  (Appendix  I, 
p.144).  
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