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understand the impact of the German cultural on the formation of gender perceptions and 
 the  reactions  to  sponsorships  where  a  masculine  (feminine)  brand  engages  in  the 
 sponsoring of an event that has traditionally a female (male) target.  


3.3 RESEARCH EXECUTION 
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assumed  to  be  connected  to  male  product  categories  (cars,  sports, 
 internet/computer/technology,  toys/games),  to  female  product  categories  (clothing, 
 personal  care  &  beauty,  jewelry,  accessories)  and  also  to  neutral  product  categories 
 (entertainment, food). As a first step, in a face-to-face, one-on-one conversation with five 
 women and five men, the researcher is asking the participants to name events that fit the 
 different  product  categories  like  sport  or  fashion.  The  participating  women  and  men  are 
 Germans  between  20  and  30  years  old  that  live  in  Berlin  and  have  studied  or  are  still 
 studying.  In  this  way, the  researcher  wants  to  make  sure  that  the participants  reveal  the 
 same  demographics  as  the  people  who  will  later  be  recruited  for  the  focus  groups  and 
 therefore will also mention events that are known by the sample.  


In  a  second  step,  a  group  of  thirty  people-15  women  and  15  men-  filled  out  a 
 questionnaire. The questionnaire will contain the list of the ten most frequently mentioned 
 events during the one-on-one conversations and instructs the participants to indicate their 
 perceptions  of  masculinity  and  femininity  of  the  events  presented.  Aligned  with  the 
 research of Fugate & Phillips (2010), masculinity and femininity of each event is measured 
 on two separate scales (0 signifies not at all masculine (feminine) while 3 signifies highly 
 masculine (feminine)). The usage of two separate scales for the rating of masculinity and 
 femininity  rather  than  treating  masculinity  and  femininity  as  opposite  ends  of  one 
 continuum has been extensively used in studies about product gender perceptions (Fugate 


&  Philipps,  2010)  and  more  general  studies  about  gender  identity  (Milner  &  Fodness, 
 1996).  Respondents  should  in  this  manner  be  prevented  from  getting  the  feeling  that 
 femininity and masculinity are mutually exclusive and should be motivated to think about 
 both dimensions independently.  


Next to investigating events, the pre-test is also used to find out whether brands are also 
classified with regard to gender. As brands belong to certain product categories due to the 
type  of  products  they  are  selling,  it  is  assumed  that  people  classify  brands  in  the  same 
manner  as  products  and  product  categories.  Taking  into  account  previous  research,  it is 
further assumed that a brand offering products from a perceived feminine product category 
is also perceived as feminine while a brand offering products from a perceived masculine 
product  category  is  also  perceived  as  masculine.  The  alternative  hypothesis  therefore 
assumes  a  statistically  significant  difference  between  the  perceived  masculinity  and 
femininity of brands while the null hypothesis assumes no significant difference.  
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H0: There is no statistically significant difference between the perceived masculinity and femininity of brands. 


HA: There is a statistically significant difference between the perceived masculinity and femininity of brands. 


In the  same  manner as  for  events,  one-on-one  conversations  are used  to find out  which 
 brands  are  frequently  mentioned  for  certain  industries.  The  ten  most  frequently  named 
 brands for feminine and masculine product categories were then taken to be investigated 
 with regard to gender perceptions within the questionnaire.   


3.3.2 Focus Group Design 


In  general,  the  focus  groups  will  follow  a  less  structured  approach  as  this  approach  will 
 lead  to  finding  out  what  is  of  greatest  interest  for  the  participants  and  what  they  stress 
 within  the  discussion  (Morgan,  1997).  In  this  manner,  it  should  be  further  achieved  that 
 people  feel  free  in  emotionally  reacting  and  pointing  out  their  personal  thoughts  about 
 gender  perceptions  and  other  elements  at  stake.  The  moderator  should  only  intervene 
 when participants are talking off-topic, so people might even forget about the presence of 
 the moderator. A less structured approach will also prevent the moderator of unconsciously 
 biasing participants due to his pre-existing knowledge about the investigated topic (Sim, J., 
 1998).  However,  unstructured  approaches  have  the  disadvantage  of  making  comparison 
 between groups difficult (Morgan,  1997).  This  applies also to the research at hand as a 
 comparison between a men-only, a women-only and a mixed group is part of the research 
 scope.  A funnel approach is introduced to overcome these shortcomings and to combine a 
 less  structured  focus  group  discussion  with  some  consistency  between  groups  to  make 
 comparisons possible. Within a funnel approach groups start in a less structured manner 
 by enabling free discussion and then move toward a more structured discussion of specific 
 questions in the end (Bystedt et al., 2003). This focus group design makes sure that it is 
 revealed what is important for participants, but also that it is covered what is important for 
 the researcher.  


Moreover,  laddering  is  used  as an interviewing  technique  during  the  focus groups.  Even 
though  often  described  as  an  in-depth  interview  technique,  it  will  be  applied  to  a  focus 
group  setting  within  this  study.  Essentially,  laddering  defines  a  systematic  exploration  of 
the links that exist between attributes of a product or service on one hand and emotional 
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and functional benefits on the other hand (Weiss, 1994). Attributes can range from physical 
 characteristics over direct benefits and higher order benefits to value. When investigating 
 the sponsorships, two separate ladders will need to be explored: one ladder dealing with 
 attributes  and  benefits  of  the  sponsor’s  product  category  and  one  ladder  dealing  with 
 attributes and benefits of the sponsee. Laddering in this sense makes it easier to compare 
 participant’s  beliefs  about  the  masculine  (feminine)  sponsor  and  feminine  (masculine) 
 sponsee. Furthermore, the role of gender perceptions can be analyzed by listening to the 
 motivation and reasons participants mention when talking about why they use (do not use) 
 a product or why they are interested (not interested) in an event.  


Within  this  study,  the  soft  laddering  approach  is  used,  meaning  that  the  natural  flow  of 
 conversation  is  being  constrained  as  little  as  possible  and  ladders  will  be  constructed 
 afterwards (Jonas & Beckman, 1998). A hard laddering method does not seem applicable 
 as  responses  become  more  abstract  by  forcing  people  to  move  from  more  physical 
 attributes to higher order values. In addition, Jonas & Beckmann (1998) found out that hard 
 laddering  often  leads  to  participants  being  positive  about  the  topic  investigated  as  they 
 often  only  need  to  point  out  whether  something  is  important  and  not  why  while  soft 
 laddering  covers  both  positive  and  negative  aspects  and  in  this  manner  is  assumed  to 
 cover gender perceptions in a sponsorship context in more detail.  


Combined with a funnel approach, it might first be investigated whether laddering is taking 
 place  in  a  free  discussion,  so  that  participants  mention  different  attributes  and  the 
 impacting  benefits  by  themselves  (Morgan,  1997).  If  participants  do  not  come  with  this 
 topic  freely,  within  the  more  structured  part  of  the  focus  group  the  moderator  will  ask 
 questions to explore links between attributes and benefits. 


The  focus  of  the  study  will  not  be  revealed  to  participants,  they  will  only  know  that  the 
discussion will focus on brand and event perception. In this manner, it shall be prevented 
that  people  already  take  a  possible  connection  between  the  brands  and  events  via  a 
sponsorship  into  account  which  could  impact  their  perceptions.  Moreover,  a  fictive 
sponsorship  will  be  used  since  existing  sponsorships  could  bias  participants  because 
knowledge  about  existing  sponsorships  could  lead  to  familiarity  with  these  sponsorships 
and result in higher likings and a higher amount of linkages between sponsor and sponsee 
due to the familiarity-liking relationship (Rindfleisch & Inman, 1998).  


47 


3.3.3 Focus Group Procedure 


First,  it  will  be  focused  on  laddering  for  the  event  by  asking  participants  to  present  their 
 chosen  pictures  about  Formula  1  (the  most  masculine  event  of  the  pre-test)  and  The 
 Fashion Week (the most feminine event of the pre-test) and explaining the chosen pictures 
 to  the  others.  This  is  followed  by  shifting  the  discussion  to  the  sponsoring  companies, 
 KitchenAid  (the  most  feminine  brand  of  the  pre-test)  and  Black&Decker  (the  most 
 masculine  brand  of  the  pre-test)  and  talking  about  participants’  knowledge  and  prior 
 experiences  with  the  product  category  and  their  feelings  when  buying  and  using  the 
 product  category.  In  a  third  step,  the  fictive  sponsorship  is  introduced.  It  is  decided  to 
 introduce the sponsorship after talking with participants about their perceptions of product 
 categories and events in a non-sponsorship context. Thereby, it is aimed at learning about 
 the perceptions apart from the sponsorship context  before investigating their perceptions 
 within  a  sponsorship  context  to  be  able  to  make  a  comparison.  To  investigate  different 
 sponsorship activation channels, the real-life example of a Beck’s (a perceived masculine 
 brand)  sponsoring  The  Fashion  Week  (a  perceived  feminine  event)  will  be  introduced. 


Different  methods  of  activation  will  be  presented  and  reactions  to  the  different  activation 
 methods will be compared in order to consult companies which methods might be the most 
 suitable in reaching sponsorship fit and thereby success.  


Introduction:  Opening  questions  are  asked  to  make  participants  feel  connected  and  get 
 them acquainted (Krueger, 1998). Further, they are used to encourage that everybody is 
 already  talking  from  the  beginning  and  feels  included  in  the  discussion.  Attitudes  and 
 opinions are avoided in this stage since this most probably will lead to people realizing that 
 they are different instead of getting the feeling of being alike. Factual information is often 
 left out from the opening question as they might work against the creation of a community 
 feeling  (the  goal  of  an  opening  question),  however  in  situations  where  the  moderator 
 knows with “great confidence that all respondents give similar answers” (Krueger, R.A., p. 


24) it is very useful to include these information in the question to show participants that 
 they have something in common.  


As  it  will  be  known  ahead  that  all  participants  will  be  German,  are  between  20-30  years 
 old, live in Berlin and work or study there, this  information is intentionally included in the 
 opening  question.  Gender,  age,  nationality  and  education  (job)  are  further  the  only 


Gender perceptions
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demographic variables that will be recorded. These demographics are important to assure 
 the homogeneous set-up of the focus group (young Germans with a university education). 


Further, these demographics are later used to explain and understand the findings of the 
 focus  groups  as  it  is  assumed  that  age  (younger  people  with  higher  acceptance  of  new 
 gender  identities),  gender  (higher  social  acceptance  for  women  showing  masculine 
 behavior  than  the  other  way  round)  and  nationality  (Hofstede’s  cultural  dimensions: 


Germany as highly masculine culture) might impact these findings. Gender is also needed 
 for comparing across groups, setting up a men only, a female only and a mixed group to 
 investigate possible differences based on the focus group design.  


Perceptions  about  events:  Participants  are  asked  before-hand  to  hand-in  two  pictures 
 representing the Formula 1 Championship and The Fashion Week for them. All information 
 given in preparation for the discussion helps develop tacit knowledge of participants. The 
 moderator  however  needs  to  pay  attention  that  all  advance  communication  ensures 


“uniformity, consistency, and sufficient generality regarding the purposes of the discussion” 


(Krueger,  1998,  p.  38).  When  asking  participants  to  prepare  the  pictures,  all  participants 
 need  to  receive  the  exact  same  information.  Participants  therefore  all  know  about  the 
 events and have had time to inform themselves in case they have lacked any information 
 about the events investigated.  


Artwork like pictures are a very powerful tool for self-expression, meaning that participants 
are  enable  to  express  their  innermost  feelings  and  contextual  experiences  by  picking 
pictures that represent these (Hays et al., 2009). The presentation of the pictures is chosen 
as a starting activity for the focus group as it helps overcoming the problem of verbalizing 
perceptions – especially in the beginning of a group setting when people only start getting 
to know each other. Due to the fact that gender perceptions are a highly personal topic that 
is  central  to  the  self-image,  getting  to  the  core  of  people’s  feeling  by  expressing 
experiences,  attitudes  and  feelings  in  pictures  is  assumed  to  help  the  researcher  to 
understand how gender perceptions are presented in the context of an event and whether 
the pictures  chosen already incorporate gender perceptions.  Hays et  al.  (2009) point out 
that  this  method  leads  to  expressions  of  feelings  and  experiences  “with  a  depth  and 
creativity  that  may  surpass  verbal  descriptions”  (p.297)  and  in  this  manner  might  turn 
unconsciously held thoughts into conscious statements. 
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The handing-in of the pictures before the focus groups and the presentation of the chosen 
 pictures  to  the  others  are  initiated  in  order  to  familiarize  participants  with  the  topic  and 
 already motivate participants to build and speak out their personal opinion about the event 
 without  being  biased  by  the  opinion  of  others.  The  pictures  help  in  this  manner  to 
 overcome “group think” (Grant, 2011).  


Within this part, the research is aiming at understanding what attributes of an event matter 
 for participants and the reasons why these features matter. It is focused on learning which 
 features  of  the  events  are  emphasized  by  participants  on  their  own  and  which  features 
 might need to be specifically asked about. Gender perceptions are also integrated in this 
 part by stimulating people to think about a person that likes the events investigated.  


Perceptions  about brands:  For the  focus  groups  Kitchen  Aid  and Black  &  Decker  will  be 
 investigated which are assumed to be well-known brands. However, the possibility that a 
 participant does not know about the brands still exists. The moderator therefore needs to 
 make sure that all participants are sufficiently informed about the brands before starting the 
 discussion.  The  part  of  the  focus  group  dealing  with  perceptions  about  the  brands 
 investigated  will  have  a  very  similar  design  as  the  part  dealing  with  perceptions  of  the 
 event. This makes perceptions about brands and events later more easily comparable.  


In the same manner as with the events above,  within this part, the research is aiming at 
 understanding what attributes of a brand matter for participants and the reasons why these 
 features  matter.  Furthermore,  it  is  focused  on  learning  which  features  of  the  brand  are 
 emphasizes by participants on their own and which features might need to be specifically 
 asked about. Gender perceptions are also integrated in this part by stimulating people to 
 think about a person that likes the brands investigated.  


Perceptions  about  sponsorship:  The  moderator  introduces  the  fictive  sponsorship  at  this 
 point in time and also explains the participants that the focus group is actually investigating 
 sponsorship which needed to be kept secret in the beginning to not bias the participants.  


The pictures are again used within this part of the focus group because it is assumed that 
the visualization of events and brands helps people to better see differences and linkages 
between  the  fictive  sponsor  and  sponsee  and  further  enables  them  to  articulate  these 
(Hays  et al.,  2009).  In addition, communicating linkages is crucial for sponsorship fit and 
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learning which possible linkages people see generates insights for the communication of a 
 sponsorship. Companies could thereby profit from the visualizations and the explanations 
 of the participants about possible linkages and differences.  


The real-life example is picked to investigate sponsorship activation methods.  Due to the 
 low awareness of the sponsorship in Germany, participants are assumed to be presented 
 with the sponsorship for the first time during the focus group. Their reactions are for this 
 reason not biased by prior familiarity with the sponsorship and minimize therefore biases 
 caused by the familiarity-liking-relationship (Rindfleisch &Inman, 1998).   


Wrapping up & Summary: Ending questions help researchers to understand where to put 
 emphasis  on  while  analyzing  the  data  collected  and  brings  closure  to  the  discussion 
 (Krueger,  1998).  An  “all-things-  considered  question”  (Krueger,  1998,  p.  28)  is  asked  to 
 give participants the chance to reflect on what is the most important to them. What is most 
 important to participants might be also of great importance for the analysis as people might 
 have stated many different things during the focus group discussion, but when answering 
 this  question  they  rate  which  of  the  many  things  said  matters  the  most.  A  summary 
 question asking for the adequacy of the summary given by the moderator is crucial for the 
 understanding of the discussion and the following analysis as it ensures that the moderator 
 has a right comprehension of what was said by the participants and what matters the most 
 for the participants (Krueger, 1998).  


In  addition,  a  final  question  is  asking  participants  to  add  any  missing  elements  that  the 
 discussion  did  not  touch  before-hand.  In  this  manner  it  is  made  sure  that  nothing  of 
 importance  to  the  participants  remains  unsaid.  A  trial  was  initiated  with  two  volunteers 
 (sharing  the  demographics  of  the  focus  group  participants)  in  order  to  test  the  question 
 guide.  Findings  (Appendix  B)  were  incorporated  in  the  revised  version  of  the  question 
 guide.  


3.3.5 Analysis of results 


Coding is used to analyze qualitative data by helping the researcher to organize transcripts 
and discover patterns in the transcribed text elements. Findings with regard to the defined 
research  questions  will  then  be  derived  from  these  patterns.  When  analyzing  qualitative 
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data  with  the  help  of  the  coding  method,  it  is  important  to  bear  in  mind  that  the  way  of 
 interpreting text elements  within this  paper might  only be one way of  seeing the findings 
 (Auerbach & Silverstein, 2003). 


The  first  step  within  the  coding  process  is  called relevant  text  (Auerbach  &  Silverstein, 
 2003). While bearing the research questions in mind, the text is scanned for all passages 
 that are important to answer the questions while the rest was discarded. In a second step 
 repeating ideas were taken from the relevant text. Different participants often mention the 
 same ideas, and therefore one can assume that frequently mentioned ideas are in some 
 way central to the topic investigated. Repeating ideas can both exist within a focus group 
 and  across  focus  groups.  Repeating  ideas  that  occur  across  groups  underline  the 
 importance and prove that repetitions of ideas within a group are not only a result of group 
 dynamics  (Auerbach  &  Silverstein,  2003),  but  of  perceived  importance  of  the  idea  for 
 participants. Ideas that have been mentioned repeatedly are then grouped together under 
 themes as different ideas are often found to have something in common. This process is 
 followed  by  organizing  themes as  larger,  more  abstract  ideas and thereby  put  them  in a 
 theoretical  context.  The  classified  theoretical  constructs  can  then  by  compared  to  the 
 theoretical framework that was established earlier in the literature review part of this paper. 


In a last step, a theoretical narrative is created that integrates all theoretical constructs and 
builds  a  bridge  between  researchers’  concerns  (the  research  questions)  and  the 
participants’ subjective stories (Auerbach & Silverstein, 2003).  
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