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                    The  individuals  each  holding  an  individual  self-image  are  grouped  together  as  target 
 groups and target audiences for a specific marketing instrument, sponsorships.  


A  sponsorship  is  an  important  instrument  of  the  communication  mix  and  includes  any 
 investment or the like in an activity  in order to get access to the “exploitable commercial 
 potential associated with this activity” (De Pelsmacker et al., 2010, p. 369). A sponsorship 
 offers the opportunity of promoting the interests of a company by tying them to a certain 
 activity. In contrast to advertising, companies have less control about the content and the 
 environment of a sponsorship which in turn makes the message presented to the audience 
 more  indirect  and  implicit  than  within a  controlled  advertising  setting.  However,  research 
 has  shown  that  consumers  have  a  favorable  opinion  of  sponsorships  and  regard 
 sponsorship  as  more  humane  and  caring  than  advertising.  The  more  indirect  messages 
 are also seen as a more subtle form of communication by consumers (O’Reilly & Lafrance 
 Horning, 2013).  


Four  different  types  of  sponsorships  can  be  distinguished:  event-related,  broadcast  or 
 program,  cause-related  (charity)  and  ambush  sponsorship  (De  Pelsmacker  et  al.,  2010). 


Broadcast  sponsoring  deals  with  the  sponsoring  of  a  specific  TV  show  or  movie.  In 
contrast  to  the  more  recent  phenomenon  of  broadcast  sponsoring,  cause-related 
sponsoring might be regarded as the oldest form of sponsoring and describes a company’s 
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support of good causes as part of its communication strategy. The latter is a special form 
 of sponsorship as a company tries to receive the benefits of being an official sponsor of an 
 activity without actually being one and is therefore also called parasitic marketing.  


This  thesis  will  be  focused  on  event-related  sponsorships  and  thereby  on  any  form  of 
 investment in an event as sports, arts, culture or entertainment. It is important to notice that 
 this type of sponsorship does not only include the direct sponsoring of an event, but also 
 another  element  of  the  event  itself  (De  Pelsmacker  et  al.,  2010).  As  an  example,  this 
 means a company can not only sponsor a whole tennis tournament or match, but can also 
 just sponsor a tennis player, a team, a shirt or a tennis ball.  


Furthermore,  next  to  the  official  communication  rights  that  are  given  to  a  company  by 
 signing a sponsorship agreement, companies also engage in sponsorship activation apart 
 from the event. 


2.3.1 Goals of sponsorships 


Since this paper investigates reactions of a target audience to event-related sponsorships, 
 the goals presented are limited to objectives for a general public  and ignores other target 
 groups.  


Compared to mass media advertising, sponsorship engagement offers the opportunity for 
 companies to escape the communication clutter by isolating the brand from its competition 
 and reaching a specific target audience at relatively low cost (De Pelsmacker et al., 2010). 


Sponsorships  in  general  have  two  fundamental  objectives:  awareness  generation  about 
 the  product  or  brand  and  the  promotion  of  a  positive  message  about  it  and  thereby 
 establishing,  strengthening  or  changing  the  current  brand  image  (Mazodier  &  Merunka, 
 2011). Both awareness and image building are often effects that only become visible in the 
 long run and do not immediately affect a sponsor’s performance after the sponsored event 
 has taken place. Consumers also categorize sponsorships as a tool of mainly generating 
 long-term image-related benefits (O’Reilly & Lafrance Horning, 2013).  


Goals are dependent on the event audience and the degree to which the audience consist 
of  prospective  or  established  users  of  the  company’s  product.  Goals  for  awareness 
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building  can  include  increasing  awareness  with  actual  customers  or  with  potential 
 customers,  confirming  market  leadership  or  increasing  new  product  awareness.  Brand 
 image goals are mainly focused on altering perceptions of the brand or identifying a brand 
 with a particular market segment (De Pelsmacker et al., 2010).  


Although more regarded as a secondary goal for a sponsorship, companies expect to gain 
 an  appropriate  return  on  investment  of  their  sponsorship  activity  by  increasing  sales  for 
 existing  products  or  initiating  trial  for  new  products.  Furthermore,  a  sponsorship  can 
 increase market share by isolating the brand from its competition and the communication 
 clutter (De Pelsmacker et al., 2010).  


Since  the  fictive  sponsorship  investigated  within  the  research  part  will  link  a  highly 
 masculine  (feminine)  sponsor  with  a  highly  feminine  (masculine)  sponsee,  it  can  be 
 assumed  that  the  sponsoring  brand  most  likely  will  be  presented  with  non-users  of  the 
 brand.  Goals  for  non-users  consist  of  establishing  category  need  and  generation  brand 
 awareness  (De  Pelsmacker  et  al.,  2010).  However,  if  gender  congruity  is  playing  a  less 
 important role and people integrate both feminine and masculine parts into their selves, it 
 can  of  course  happen  that  a  brand  is  also  talking  to  existing  buyers  and  users.  The 
 company  would  then  also  communicate  with  existing  users  of  the  product  category  and 
 brand  and  thereby  pursue  goals  such  as  of  repeat  purchases  and  brand  loyalty  (De 
 Pelsmacker et al., 2010).  


2.3.2 Sponsorship Fit 


Sponsorship fit describes the notion to which a sponsoring brand and the sponsored event 
are  matched  in  people’s  perception  and  is  a  key  factor  in  determining  a  sponsorships 
success and the achievement  of  sponsorship goals.  It goes hand in hand with an image 
transfer reached when sponsoring brand and sponsored event are matched, meaning that 
people  create  cognitive  linkages  between  the  brand  and  the  event.  Gwinner  (1997)  has 
established  a  framework  for  the  image  creation  and  image  transfer  of  event-related 
sponsoring that provides a useful overview about all fundamental aspects being involved in 
the functionality of an event sponsorship (Table 6). Event type, event characteristics and 
individual factors thereby impact the image of the event. The image transfer between event 
and brand is then moderated by degree of similarity, level of sponsorship, event frequency 
and product involvement. 
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This  paper  will  introduce  a  new  moderating  variable  and  will  investigate  the  impact  of 
 gender perceptions on image transfer  between the event image that is closely connected 
 to  masculinity  (femininity)  and  the  brand  image  that  has  been  associated  with  femininity 
 (masculinity). Gender perceptions are entering sponsorships through the target audience 
 holding gender perceptions derived from the culturally constituted world and moved to the 
 individual consumer.  


Sponsorship  fit  is  dependent  on  perceived  similarity  between  sponsoring  company  and 
 sponsored  event 
 (Gwinner,  1997). 


When  a  sponsor’s 
 product  is  used  by 
 participants  during 
 the  event,  functional 
 similarity  is  taking 
 place.  However, 
 similarity can also be 
 reached  by  similarity 
 in perceived image of 
 the  brand  and  the 
 event.  Sponsor-event 
 similarity  (functional 
 or image based) will have a positive impact on image transfer by saving the relationship in 
 the  consumer’s  memory  (Gwinner,  1997).Moreover,  perceived  fit  between  the  event  and 
 the brand can also lead to increase brand loyalty since it has a positive impact on brand 
 affect- mediated through attitude toward the sponsorship- and on brand trust which in turn 
 result in higher brand loyalty.  


The perceived similarity of brand and event image can be explained by schema theory.  A 
 schema describes the cognitive structure that people have stored in their memory and that 
 further  represents  information  about  specific  objects  and  concepts  and  the  interrelations 
 between  attributes  of  these  (Fiske  &  Linville,  1980;  Brewer  &  Nakamur,  1984).    People 
 assess  the  stored  information  when  being  exposed  to  a  sponsorship  and  compared  the 
 schema of the brand with the schema of the event in order to judge the appropriateness or 


Gender perceptions


(Table 6 Model of sponsorship fit by Gwinner, 1997) 
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also the inappropriateness of the presented sponsorship (McDaniel, 1999; Roy & Cornwell, 
 2003). Discovering a congruency between event and brand schema then might also lead 
 to  cognitive  satisfaction  due  to  the  carry-over  effect  between  brand  and  event  image 
 (Meyers-Levy& Tybout, 1989; Meyers-Levy et al., 1994). 


From a traditional point of view, sponsorships where sponsor and sponsee are associated 
 with  opposing  genders  are  assumed  to  have  difficulties  achieving  a  sponsorship  fit 
 between event and brand since they do not enjoy a natural fit (Gwinner, 1997). However, 
 sponsorship  fit  has  been  established  as  a  key  factor  in  determining  the  success  of  a 
 sponsorship:  it  is  therefore  important  for  perceived  masculine  (feminine)  brands 
 sponsoring  a  perceived  feminine  (masculine)  event  to  know  whether  linkages  between 
 brand  and  event  are  created  in  the  mind  of  consumers,  so  that  an  image  transfer  takes 
 place and the sponsorship can be regarded as a profitable investment.  


R5: To which extent can sponsorship fit be achieved if a perceived masculine (feminine) 
 brand sponsors a perceived feminine (masculine) event? 


2.3.3 How a sponsorship works 


Next  to  sponsorship  fit,  the effectiveness  of a  sponsorship  is  often  dependent  merely  on 
the exposure effect, meaning whether or how often people are exposed to the sponsorship 
message.  Increased  exposure  to  a  brand  leads  to  higher  familiarity  with  the  brand  and 
results  in  a  preference  for  the  brand  in  the  long  run  (Rindfleisch  &  Inman,  1998).  In  this 
manner, an effective sponsorship places the brand in the evoked set or choice set of the 
consumer. Exposure is further not only connected to direct exposure during the event, but 
to  exposure  to  the  event  via  different  media  channels  before,  during  or  after  the  event 
(Grohs et al., 2004). Therefore, companies are interested in receiving high media coverage 
for their sponsorships to increase the likelihood that the target is exposed to the company’s 
message.  Furthermore,  companies  engage  in  sponsorship  activation  to  increase  the 
probability that people are exposed to the sponsorship and to communicate the message 
with  the  help  of  different  media  to  further  reach  more  people  which  might  have  different 
preferences for media.  
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The functionality of a sponsorship is moreover impacted by the attitude of the audience. A 
 person  that  is  highly  involved  with  the  event  being  sponsored  is  expected  to  show  a 
 stronger  carry-over  effect  –  a  stronger  image  transfer-  between  the  sponsor  and  the 
 sponsee.  Sponsorships  in  general  are  also  best  remembered  if  the  information  given 
 through  the  sponsorship  message  is  congruent  with  people’s  prior  expectations  (De 
 Pelsmacker et al., 2010). Sponsorships are therefore better recalled if the expectations of 
 the target group are consistent with the sponsorship.  


2.3.4 Sponsorship activation 


Sponsorship  activation  describes  all  investment  taking  place  within  a  sponsorship  that 
 move beyond the fee that a company has to pay for being an official sponsor of an event 
 (O’Reilly  &  Lafrance  Horning,  2013).  The  activation  is  further  often  connected  to  
 value-adding, creative efforts that aim at maximizing the effects of the sponsorship engagement. 


Most  researchers  agree  that  benefits  of  a  sponsorship  can  only  be  fully  reached  with 
 sponsorship  activation.  Hoping  that  the  target  might  be  exposed  to  the  sponsorship 
 message during the event seems risky and might often end in sponsorship messages not 
 being processed and therefore becoming meaningless.  


While ‘non-activational’ efforts within a sponsorship often deal with passive processing of 
 the sponsorship audience e.g. the mentioning of the sponsoring name during the event or 
 an on-site signage, ‘activational’ efforts often require the audience to become more active, 
 e.g. by participating in a sweepstake or contest (O’Reilly & Lafrance Horning, 2013). The 
 creative design of sponsorship activations helps brands to break through the promotional 
 clutter and stand-out from the competition by communicating with the target audience in a 
 more direct, meaningful way. However, to differentiate from the competition and to achieve 
 a competitive advantage by engaging in a sponsorship, the sponsorship activation must be 
 unique and difficult to be copied by competitors.  


According  to  O’Reilly  and  Lafrance  Horning  (2013),  the  most  common  forms  of 
sponsorship activation include traditional advertising (77%), public relations (76%), internal 
communications  (72%),  as  well  as  online  promotions  (66%),  hospitality  (63%),  direct 
marketing (55%), on-site sampling (52%) and sales promotion (51%).  
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Differences  have  also  been  found  with  regard  to  high  vs.  low  involvement  product 
 categories: While high involvement brands spend more on activation and realize multiple 
 activities  in  order  to  achieve  awareness,  differentiation  and  long-term  consumer 
 relationships, low involvement brands are more focused on generating trials and therefore 
 have  a  preference  for  product  integration,  point-of-sale  promotions  and  distribution 
 (O’Reilly & Lafrance Horning, 2013). 


When  investigating  sponsorships  where  the  sponsor  is  perceived  to  be  masculine 
 (feminine) while the event itself reveal a rather feminine (masculine) perception, it can be 
 assumed that the sponsorship activation is of high importance as it will be responsible for 
 communicating  the  link  between  the  sponsor’s  brand  image  and  the  sponsee’s  event 
 image which most probably will not be obvious at first sight (Gwinner, 1997). Prior research 
 has even shown that an articulation- as it  is done within sponsorship activation-  leads to 


“improved evaluations of a sponsorship, more favorable brand attitudes and an increased 
 image  transfer”  (Coppetti  et  al.,  2009).  Moreover,  articulation  can  serve  to  establish 
 associative links between the event and the brand image if a natural link is not given.  


Three different activation methods will be investigated throughout the research part.  


A TV advertisement is chosen as one of the activation methods to analyze because prior 
 research has shown that the communication effectiveness is twice as high for TV ads as a 
 multi-stimulus  channel  than  for  single-stimulus  channels  like  print  or  radio  (Grass  & 


Wallace,  1974)  A  sponsorship  message-  especially  one  with  conflicting  gender 
 information- is therefore assumed to be more easily transmitted via TV.  


Moreover,  sponsorship  activation  will  be investigated  by  licensing or  collaborating  with a 
 third party. As a sponsorship’s success is dependent on sponsorship fit and the perceived 
 similarity  between  the  sponsor’s  brand  image  and  the  sponsored event  image  (Gwinner, 
 1997),  it  can  be  assumed  that  including  a  licensing  partner  which  aligns  the  perceived 
 masculine (feminine) sponsor with the perceived feminine (masculine) sponsee might help 
 people to link these two.  


The third activation method that will be studied is sweepstakes. Sweepstakes are included 
in the investigation as they present a method of audience participation.  Prior research has 
shown  that an  improvement in evaluations of  incongruent  sponsorships can be achieved 
via  audience  participation  (Coppetti  et  al.,  2009).  Positive  experiences  generated  by 
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interacting with the sponsoring brand can lead to more favorable responses to incongruent 
 sponsorships.  


R6: To which extent does sponsorship activation have an impact on perceived sponsorship 
 fit if a perceived masculine (feminine) brand sponsors a perceived feminine (masculine) 


event? 


R6a: via TV advertising 
 R6b: via licensing  


R6c: via offsite event/sweepstake 
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