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 EXECUTIVE SUMMARY 


People  attach  symbolic  meaning  to  goods  they  consume  and  thereby  send  symbolic 
 signals  to  others  by  the  choice  of  their  products.  Gender  perceptions  are  part  of  the 
 symbolic  meaning  for  consumer  goods  and  are  challenged  by  different  social 
 developments. First, gender-incongruent shopping behavior takes place and leads to men 
 increasingly  engage  in  the  consumption  of  feminine  products  and  vice  versa.  Second,  a 
 variety  of  new  manifestations  of  gender  has  developed  and  existing  gender  roles  are 
 transformed.  In the meantime, people however still unambiguously classify products with 
 regard to their traditional genders. The contradiction of these developments challenges the 
 validity of existing symbolic signals for consumption.  


Emerging  gender-incongruent  sponsorships  reveal  a  case  where  contradicting  gender 
 perceptions  come  into  play  and  a  perceived  masculine  (feminine)  sponsor  needs  to  be 
 linked to a feminine (masculine) sponsee in order to reach sponsorship fit.  


A quantitative pre-test shows that people attach gender to events in the same manner than 
 to  products  and  also  stick  to  traditional  gender  perceptions  during  the  classification.  By 
 introducing  people  to  fictive  examples  of  gender-incongruent  sponsorships  within  the 
 qualitative research part it is revealed that perceived sponsorship fit between a perceived 
 masculine  (feminine)  sponsor  and  a  perceived  feminine  (masculine)  sponsee  can  exist. 


The perceived fit is however found to be connected to the ability of a feminine (masculine) 
sponsor  to  adjust  its  brand  image  to  the  image  of  the  masculine  (feminine)  sponsee.  In 
addition, the gender roles marking the environment of brand and product category on one 
hand  and  the  event  on  the  other  hand  need  to  be  aligned  to  create  associative  links 
between  sponsor  and  sponsee  in  the  mind  of  people.  Sponsees  can  positively  impact  a 
brand’s  image  and  strengthen  existing  characteristics  of  the  brand  image  in  case  of 
perceived  sponsorship  fit.  Gender  perceptions  within  the  context  of  gender-incongruent 
sponsorships  are  frequently  evolving  around  education,  profession  and  the  ongoing  shift 
from traditional to modern gender roles. Sponsorship activation is further noted to increase 
the  associative  links  people  find  between  sponsor  and  sponsee.  In  this  manner, 
engagement  in  gender-incongruent  sponsorships  can  present  companies  with  a  valid 
strategic possibility to extent its existing target and include a gender that has traditionally 
struggled to use the products of the brand. 
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 1. INTRODUCTION 


1.1 PROBLEM DEFINITION 


“You  are  what  you  buy“  (Todd,  2011)  -  This  sentence  puts  in  a  nutshell  what  the 
 postmodern  consumption  world  is  all  about:  While  the  functional  value  of  products  only 
 makes  an  appearance  as  a  supporting  actor  nowadays,  the  symbolic  value  has  entered 
 the stage. Consumers nowadays engage in symbolic consumption by judging a product’s 
 value by its ability to act as a symbolic signal transmitting social meaning to others (Witt, 
 2010). Hence, by the choice of a product people present who  they are and to whom they 
 belong (Todd, 2011). Consumption nowadays is therefore also often described as symbolic 
 consumption,  “the  form  of  consumer  behavior  least  dependent  on  (…)  product 
 characteristics”  (Witt, 2010,  p.18).  Whether consciously or  unconsciously  –  whether  it’s a 
 version  of  a  self  only  for  yourself  or  for  others:  It  nearly  seems  impossible  nowadays  to 
 consume without creating a self at the same time (Belk, 1988).  


What  do  we  consume?  Research  has  shown  that  men  increasingly  spend  money  on 
 personal  care  products  (Sturrock  &  Pioch,  1998),  that  younger  men  more  frequently  go 
 shopping for clothing even without a female companion (Portolese Dias, 2003) and that the 
 men  jewelry  market  has  doubled  between  2007  and  2010  despite  the  overall  recession 
 (Time  Magazine,  2010),  Personal  care  products,  clothing  and  jewelry  are  however  still 
 classified  as  feminine  products  (Daechun  &  Sanghoon,  2006;  Fugate  &  Phillips,  2010). 


Women buy more than half of all new cars in the U.S. market (Forbes, 2010), they engage 
 in higher consumptions of alcohol (Lyons & Willott, 2008) and female participants’ rates in 
 sports have reached a peak level (Townson, 1997). Cars, alcoholic drinks and sports are 
 nevertheless categorized to be masculine (Daechun & Sanghoon, 2006; Fugate & Phillips, 
 2010). The aforementioned examples demonstrate that both men and women have started 
 to consume products that traditionally only were part of the other gender’s self. While there 
 is an increase in men buying female products and vice versa, interestingly, when it comes 
 to  classifying product categories  recently  the product  categories  still  have  been  linked  to 
 the gender of their traditional users (Daechun & Sanghoon, 2006; Fugate& Phillips, 2010). 


With regard to the creation of a self, in this manner, individuals incorporate a product into 
themselves  that  does  not  match  their  gender  identity.  Since  people  aim  for  cognitive 
consistency  including  gender-congruent  information  and  therefore  engage  in  resolving  of 
inconsistent information  (Festinger, 1957),  men starting the day off with a facial  cleanser 
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and  women  driving  around  in  a  SUV  with  500  hp,  seem  to  be  a  conflict  to  their  gender 
 identity that needs to be understood.  


Understanding this  conflict  should  not  only  be  in  the  interest of  social  studies,  but  in  the 
 interest of consumer goods companies as it impacts their possible target group (Milner & 


Fodness, 1996). Gender perceptions describe the tendency that people attach a gender to 
 an  item.  In  a  business  context  this  includes  products,  product  categories  or  brands.  The 
 existence  of  gender  perceptions  in  a  business  context  leads  to  “products  that  must  be 
 positioned with respect to gender” (Milner & Fodness, 1996, p.40) and thereby influences 
 the establishment of a brand’s target group by making gender a key variable of the target 
 selection  process.  Taking  gender  perceptions  into  account  can  help  companies  to 
 approach  the  right  target  group  with  the  right  communication  strategy.  For  this  reason, 
 understanding  gender  perceptions  cannot  only  be  seen  as  crucial  to  marketing  and 
 communications, but also to the overall performance of a company.  


To understand the role of gender perceptions in businesses, this paper will take a look at a 
situation  where  gender  perceptions  are  assumed  to  come  intensively  into  play,  namely 
event-related  sponsoring.  Event-related  sponsoring  can  be  defined  as  the  investment  of 
money  or  the  like  in  an  event  or  an  element  of  the  event  (e.g.  a  team)  in  order  to  get 
access  to  the  “exploitable  commercial  potential  associated  with  this  activity”  (De 
Pelsmacker et al., 2010, p. 369). Within event-related sponsoring, a sponsoring company 
whose product  category  has  been  classified  to be  masculine  (feminine)  might  engage in 
the sponsoring of an event  that traditionally has been targeting women (men).  Assuming 
that people might not only “genderize” product categories and thereby the sponsor of the 
event, but also “genderize” the sponsee - the event itself- companies are facing a situation 
where  the  target  does  not  only  generally  deal  with  gender  perceptions,  but  where 
conflicting gender perceptions might need to be resolved. The notion that sponsorship fit- 
the fit between image of the sponsoring brand and the sponsored event- is a key factor in 
determining  the  success  of  a  sponsorship  engagement  (Speed  &  Thompson,  2000) 
underlines  the  importance  of  a  resolution  of  conflicting  gender  perceptions  for  a 
sponsorship to pay off in the end.  
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Taking the factors mentioned above into account, this paper will focus on investigating the 
 role of  gender perceptions in event-related sponsoring and will point  out how companies 
 can profit from these findings.  


”Which impact do gender perceptions have on gender-incongruent? And how can 
 companies use these insights to successfully engage in these sponsorships?” 


1.2 PROBLEM RELEVANCE 


With  regard  to  “genderization”  of  product  categories,  prior  research  has  investigated  the 
 classification  of  product  categories  into  genders  (Fugate  &  Phillips,  2010;  Daechun  & 


Sanghoon, 2006), but little attention has been drawn to the consequences for a brand to be 
 perceived  as  masculine  or  feminine.  Investigating  sponsorships  where  a  perceived 
 masculine  (feminine)  sponsor  engages  in  the  sponsorship  of  a  perceived  feminine 
 (masculine) event  will reveal how people perceive these brands and how to successfully 
 define a marketing communication strategy for them.  


Sponsorships have become a fundamental instrument of marketing communications. The 
 awareness and possibility for a company to engage in  an event-related sponsorship is at 
 an  all-time  high  since  leisure  events  have  become  highly  important  in  today’s  society 
 (Gwinner,  1997).  Investments  in  promotional  sponsoring  are  rapidly  growing.  In  the  year 
 2013,  a  sum  of  $53.3  billion  has  been  spent  on  sponsorships  by  companies  (O’Reilly  & 


Lafrance Horning, 2013). This means an increase of 75% compared to spending in 2005. 


Further, the higher involvement of top management in sponsorships further underlines the 
 notion of growing sponsorship importance (De Pelsmacker et al., 2010).  


With  the  increased  importance  of  sponsorships  as  a  marketing  communication  tool,  it 
 becomes  also  more  crucial  for  a  company  to  understand  the  target  audience  of  the 
 sponsorship  as  well  as  choosing  the  right  communication  strategy  and  sponsorship 
 activation  to  achieve  sponsorship  fit.  These  components  influence  the  success  of  the 
 sponsorship engagement for a company, namely the realization of sponsorship goals  like 
 brand  awareness,  brand  recognition  or  brand  recall,  establishment,  changing  or 
 strengthening of the brand image and  return on the sponsorship investment (Mazodier & 


Merunka, 2012). 
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For a sponsorship to become successful and reach higher sponsor recall and recognition 
 accuracy, sponsorship fit must take place (Speed & Thompson, 2000). A great amount of 
 prior  research  has  examined  fit-related  sponsorships  and  has  investigated  a  variety  of 
 components including (1) sponsor recall (Cornwell et al., 2006; Olson & Thjømsøe, 2011; 


Simmons & Becker-Olsen, 2006), (2) emotions toward the event (Martensen et al., 2007), 
 (3)  attitude  towards  the  sponsorship  (Olson,  2010;  Simmons  &  Becker-Olsen,  2006),  (4) 
 attitude towards the sponsor (Olson & Thjømsøe, 2011; Simmons & Becker-Olsen, 2006; 


Speed, & Thompson, 2000), (5) event characteristics (Gwinner, 1997) and (6) basis for fit 
 perceptions  (Olson  &  Thjømsøe,  2011).  However,  a  possible  influence  of  gender 
 perceptions  on  sponsorship  fit  and  emotional  reactions  to  sponsorships  has  been 
 neglected  by  research  so  far.  Not  only  possible  linkages  and  image  transfer  between 
 sponsor and sponsee is of great importance for a sponsoring company, but also the impact 
 of  the  event’s  image  on  the  brand  image  (Gwinner,  1997).  For  a  perceived  masculine 
 (feminine)  company,  it  is  crucial  to  know  whether  sponsoring  a  perceived  feminine 
 (masculine) event alters existing brand perceptions. Perceptions that people have towards 
 a brand have an influence on the possible target group and the positioning of the brand. 


Understanding  emotional  reactions  to  event-related  sponsorships  could  not  only  give 
 insights into the role of gender perceptions with regard to sponsorships, but also in general 
 to reactions to gender-incongruent information. This in turn might help to understand why 
 people buy and use products that seem not to match their gender identity.  


Sponsorship implementation or sponsorship leveraging, exploitation or activation has been 
discussed  in  various  academic  papers.  Many  researchers  agree  on  the  notion  that 
sponsorship activation is highly important for the maximization of return on investment for a 
company  (Olson  &  Thjømsøe,  2009).  By  engaging  in  sponsorship  activation  companies 
can  achieve  higher  benefits  by  creating  linkages  between  sponsoring  brand  and  a 
sponsored  event  (Gwinner  &  Eaton,  1999;  Meenaghan,  1991)  and  thereby  enhance  an 
image  transfer  and  sponsorship  fit.  Despite  the  known  importance  of  sponsorship 
activation,  the  concept  has  barely  been  investigated  in  sponsorship  examples  where 
linkages between sponsor and sponsee are not obvious, but rather difficult to image as in 
the  case  of  a  perceived  masculine  (feminine)  brand  sponsoring  a  perceived  feminine 
(masculine)  event.  Coppetti  et  al.  (2009)  have  however  found  that  an  articulation  of 
incongruent sponsorships leads to increase in perceived linkages between the event and 
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the  brand.  The  general  lack  of  investigation  of  sponsorship  activation  for  incongruent 
 sponsorships  seems  however  paradox  as  sponsorship  activation  can  be  assumed  to  be 
 even more critical than in cases where sponsor and sponsee enjoy a natural fit since the 
 unobvious  linkage  between  brand  and  event  must  be  explained  via  communication. 


Furthermore,  different  sponsorship  activation  channels  should  be  compared  to  find  out 
 which  of  them  has  the  highest  potential  to  successfully  communicate  this  linkage. 


Perceived  masculine  (feminine)  companies  engaging  in  a  sponsorship  of  a  perceived 
 feminine  (masculine)  event  can  thereby  be  informed  in  which  channels  to  invest  their 
 sponsoring budget in order to most likely achieve sponsorship fit.  


Nowadays,  ongoing  social  developments  impact  people’s  perception  of  masculinity  and 
 femininity. The blurring of gender roles – although it has already been reported in the last 
 centuries  -  can  still  be  regarded  as  a  recent  social  phenomenon  due  to  its  continuous 
 changes  and  re-definitions  (Palan,  2001).  New  gender  identities  such  as  ‘Tomboys’  and 


‘metrosexual’  men  appear  that  question  the  “sex=gender”-  equation.  The  term  ‘Tomboy’ 


has been introduced and describes women engaging in masculine behavior. The term has 
 further become an accepted and even celebrated gender identity in recent years and has 
 achieved recognition in the fashion world as a new gender role model (Skerski, 2011). The 
 more recent emergence of the ‘metrosexual’ man – replacing the term “sissy” that has been 
 previously used to describe men behaving like women (or boys behaving like girls) made 
 men,  showing  girlish  behavior,  more  socially  accepted  and  even  highly  fashionable. 


Current findings about gender perceptions and gender roles can therefore not be regarded 
 as stable concepts  that  -once being  investigated-  can be taken for granted.  Rather, they 
 should  be  understood  as  a  dynamic  concept  that  needs  to  be  steadily  revised  as  new 
 social phenomena come into play and change the prior attitude people have held.  


It might also be of further interest to compare reactions to sponsorships where a perceived 
feminine  brand  sponsors  a  perceived  masculine  event  with  reactions  to  sponsorships 
where  a  perceived  masculine  brand  sponsors  a  perceived  feminine  event.  Stuteville’s 
(1971) research revealed that  it is easier for masculine products to attract female buyers 
than  the  reverse  situation,  therefore  it  can  be  assumed  that  different  reactions  among 
gender take place This can be explained by the social tendency to label boys who act like 
girls as ‘sissies’, but girls  who behave like boys as ‘tomboys’.  However, in the meantime 
the social phenomenon of the ‘metrosexual’ man has occurred and might have made boys 



(9)8 


behaving  like  girls  more  socially  acceptable.  Nevertheless,  the  degree  to  which  gender-
 incongruent  behavior  is  accepted  is  essential  for  establishing  a  target  audience  and 
 choosing  a  communication  strategy  by  taking  into  account  whether  women  (men)  still 
 struggle using a product category or whether they already use it.  


Next to investments in sponsorships that are at an all-time high, also the importance of the 
 symbolic  meaning  of  products  is  reported  to  have  reached  its  peak  (Todd,  2011).In  the 
 postmodern  consumption  world  our  purchases  are  even  described  as  “a  language  that 
 creates a sense of who we are” (Todd, 2011, p.1) and thereby our consumption reflects our 
 innermost desires and is caught up with the production of self. Therefore, people pay high 
 attention  to  the  products  they  buy  and  carefully  choose  the  appropriate  products  that 
 match  their  self-image  and  represent  their  actual  or  ideal  self  (McCracken,  1986).  As 
 people  further  have  a  preference  for  cognitive  consistency  and  gender  congruent 
 information  (Orth  &  Holancova,  2004),  understanding  why  people  buy  or  do  not  buy  a 
 certain product might also mean understanding gender perceptions.   


As prior research has only revealed that people classify product categories with regard to 
 gender and it is only assumed that people classify brands and events in the same manner, 
 in a first step this paper will focus on generating an answer to the following questions: 


  Do people classify brands with regard to gender? 


  Do people classify events with regard to gender? 


If the assumption of people classifying brands and events is proven to be true, this paper 
 will take will aim at answering the following questions: 


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


  Which impact does sponsoring a perceived masculine (feminine) event have on the 
 perceptions of the sponsor’s brand image?  


  Which  impact  does  a  perceived  masculine  (feminine)  sponsor  have  on  the 
perceptions of an event’s image?  
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  To  which  extent  can  reactions  to  sponsorships  where  a  perceived  masculine 
 (feminine) brand sponsors a perceived feminine (masculine) event be explained by 
 gender perceptions? 


  To  which  extent  do  reactions  to  a  perceived  masculine  brand  sponsoring  a 
 perceived  feminine  event  differ  from  reactions  to  a  perceived  feminine  brand 
 sponsoring a perceived masculine event? 


  To  which  extent  does  sponsorship  activation  have  an  impact  on  perceived 
 sponsorship  fit  of  sponsorships  where  sponsor  and  sponsee  traditionally  are 
 perceived to have opposing genders? 


1.3 EXAMPLES OF SPONSORSHIPS 


The  examples  mentioned  only  represent  a  limited  selection  of  gender-incongruent 
 sponsorships  that  have  been  found  studying  major  events  covered  in  the  media.  The 
 existence of  gender-incongruent  sponsorships for well-known events however underlines 
 the importance of the research problem.  


When looking at brands within a feminine product category sponsoring events for men, it 
 becomes evident that the majority of sponsorships takes place in the area of sports. This is 
 not  surprising  as  68%  of  sponsoring  budgets  is  invested  in  sport  events  (Mazodier  & 


Merunka,  2011).  Masculine  brands  sponsoring  events  for  women  are  mainly  evolving 
 around  fashion  events.  Moreover,  when  event-related  sponsorships  were  studied,  more 
 feminine brands engaging in sponsorships of events for men were found than vice versa.  


Feminine brands sponsoring events for men 


SPONSORED EVENT  SPONSORING ACTIVITY  SPONSORING COMPANY 


FIFA World Cup 2014 (soccer)  Official world cup 2014 sponsor  Johnson & Johnson (personal 
 care/ female hygiene) 
 Olympic Games 2014 Sochi 


(sports) 


Official sponsor  Procter & Gamble (personal care, 
 cleaning) 


Super Bowl (Football)  Official sponsor  Procter & Gamble (personal care, 
 cleaning) 


Formula 1 (motorsports)  Official sponsor Red Bull Infiniti  Pepe Jeans (clothing) 
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Formula 1 (motorsport)  Official sponsor Nico Rosberg  Thomas Sabo (jewelry) 
 European Poker Tour 


(gaming) 


Official sponsor  Shamballa Jewels (jewelry) 


DHL German Ice Hockey 
 League (ice hockey) 


Jersey sponsor and naming 
 partner of Thomas Sabo Ice 


Tigers Nürnberg 


Thomas Sabo (jewelry) 


Premier league (soccer)  Jersey sponsor West Ham 
 United 


Dr. Martens (shoes) 


Bundesliga (soccer)  Jersey sponsor 1.FC Nürnberg  NKD (clothing) 
 DTM (motorsport)  Team sponsor Mercedes Benz  Thomas Sabo (jewelry) 
 Shelby American NASCAR 


Sprint Cup series (motorsport)  


Team sponsor TRB  Kim Kardashian Fragrance/ 


Sephora (perfumes, personal care) 
 Senior PGA (Golf)  Official sponsor  KitchenAid (home appliance) 
 (Examples of feminine brands sponsoring events for men) 


Masculine brands sponsoring events for women 


SPONSORED EVENT  SPONSORING ACTIVITY  SPONSORING COMPANY 


Fashion Week e.g. New York, 
 Berlin & Tokyo (fashion) 


Official sponsor and naming 
 partner 


Mercedes Benz (cars) 


London Fashion Week 
 (fashion) 


Official sponsors  Vodafone (telecommunications), 
 American Express (financial 


service), Lavazza (coffee), 
 Samsung (consumer electronics) 
 Vogue Fashion’s Night Out 


(fashion) 


Official sponsor  Lavazza (coffee), Mastercard 
 (Financial services) 
 Fashion Week e.g. Sydney & 


Tokyo (fashion) 


Official sponsor  Peroni (beer) 


New York Fashion Week   Official sponsor  Beck’s Sapphire (beer) 
 (Examples of masculine brands sponsoring events for women) 


1.4 DELIMITATION OF RESEARCH PROBLEM 


Before moving to the literature review, within this part of the paper the defined problem will 
be delimitated. In contrast to the limitations of the research, which are shortcomings that 
cannot  be  controlled  and  place  restrictions  on  the  methodologies  and  findings  of  the 
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research  study,  delimitating  factors  are  controllable  and  describe  boundaries  for  the 
 research  study  that  have  been  set  before-hand  (Shipman,  1988).  Limitations  will  be 
 elaborated at the end of the paper. Within this part, it will be explained which boundaries 
 have been chosen and why. 


1.4.1 Delimitation of research method 


As this paper aims at understanding the socio-cognitive meaning of gender perceptions in 
 a  sponsorship  context,  a  qualitative  approach  is  applicable  to  realize  a  probing  of  the 
 research focus. While quantitative research’s goal is scientific acceptance and the creation 
 of a truth by verifying observations and hypotheses (positivism), qualitative research’s goal 
 is  the  exploratory  understanding  of  new  perspectives  (interpretivism).  In  this  paper  the 
 exploration  of  a  new  phenomenon  -  gender  perceptions  in  a  sponsorship  context-  is 
 supposed to lead to a better understanding of the problem at hand and to defining the key 
 issues  and  key  variables.  A  quantitative  research  might  be  limited  in  covering  the 
 deepness of emotions observed due to its focus on measuring phenomena in numbers. In 
 addition, quantitative research generates objective findings (Smaling, 1992), but this paper 
 emphasis subjectivity and is interested in revealing people’s personal stories about gender 
 perceptions in a gender-incongruent sponsorship context in order to infer the meaning and 
 reasoning behind these stories.  This  concept  is  called constructionism and goes  hand in 
 hand  with  the  characteristic  of  interpretivism  that  there  is  no  objective  reality  (Williams, 
 2000). A highly personal concept such as gender perceptions that is central to the core of 
 the self- image is assumed to vary between individuals; thus, people do not hold identical 
 gender perceptions. Subjective perceptions should not be objectivize as they will lose their 
 explanatory  character  needed  to  understand  consumer  behavior  in  the  context  of  a 
 perceived masculine (feminine) brand sponsoring a perceived feminine (masculine) event. 


Moreover, since marketers would have a hard time defining the right market segment and 
 creating  a  marketing  campaign  without  knowing  what  drives  consumers,  understanding 
 consumer behavior by qualitative research can be essential for a company’s business.  


In  more  detail,  the  qualitative  research  in  this  paper  will  follow  an  “in  vivo  approach”. 


Qualitative research is often described as an inductive process, pointing out that theory is 
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derived  from  the  meaning  of  behavior  or  thoughts  being  investigated.  Induction  also 
 includes that a research is designed without using pre-existing theory because this could 
 lead to being predetermined and being “biased” when observing people (Thomas, 2006). 


However,  not  including  pre-existing  theory  can  lead  to  a  lack  of  research  focus  and  a 
 repetition of already existing studies. Therefore, it is important to find a balance between 
 taking  existing  literature  into  account  and  investigating  people’s  behavior  and  thoughts 
 without being too re-determined. Andersen and Kragh (2010) have introduced two different 
 approaches explaining how pre-existing literature can be used within a qualitative research 
 setting (Table 1).  


 (Table 1 by Andersen & Kragh, 2010) 


According  to  the  in  vivo  approach,  in  this  paper  meaning  of  an  overall  theoretical 
framework – a combination of models by McCracken (1986) and Gwinner (1997) - is taken 
as a point of departure. It will however be continued to “scan, select and discard theoretical 
perspectives”  (Andersen  &  Kragh,  2010,  p.52)  when  the  theoretical  framework  is 
confronted  with  empirical  data  from  the  qualitative  research.  This  process  will  lead  to 
integrating  existing  theories  with  observations  in  order  to  create  new  perspectives  and 
theories. Even though qualitative research is normally marked by an exploratory research 
purpose, following an “in vivo approach” can lead to combining exploratory elements with 
explanatory elements by taking an existing theoretical framework as a point of departure 
and aiming at studying the nature of the relationships within this framework. Nevertheless, 
as  the  theoretical  framework  is  only  a  point  of  departure  and  key  variables  might  be 
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discovered  and  added  during  the  research  process,  the  main  purpose  of  the  research 
 remains exploratory. 


Despite  the  focus  on  qualitative  research,  the  pre-test  will  be  quantitative  and  will 
 investigate whether people classify brands and events with regard to gender. The pre-test 
 will provide an objective fundament for the main research and will ensure that the research 
 focuses on a problem that has statistical  significance  (Bowerman, 2009).  The findings of 
 the  pre-test  will  be  integrated  in  the  theoretical  framework  that  will  be  used  during  the 
 research and underlines the notion that an “in vivo approach” is applicable.  


1.4.2 Delimitation of research focus 


Various academic papers have dealt with gender perceptions or sponsorships. This paper 
 however  will  focus  on  the  integration  of  the  two  concepts  with  the  help  of  the  model  of 


“movement of meaning” by McCracken (1986) and the model of sponsorship fit by Gwinner 
 (1997).  Thereby  other  literature  providing  valuable  views  on  gender  perceptions  and  the 
 sponsorship context are ignored. However, as there is no existing literature about gender 
 perceptions within a sponsorship context the combination of these two models is assumed 
 to generate a theoretical frame that covers key factors in the relationship between the two 
 concepts.  Furthermore,  the  integrated  model  is  only  seen  as  a  starting  point  for  the 
 research and other models or concepts might be added during the process of the research 
 in order to achieve a fuller picture of the elements involved and to enable the researcher to 
 explain the role of gender perceptions in a sponsorship context in more detail.  


The  delimitation  in  the  research  focus  is  needed  to  create  a  theoretical  framework  as  a 
point of departure in line with the “in vivo approach” and to better organize data that will be 
generated.  Nevertheless,  the  research  focus  itself  will  not  be  delimitated  as  qualitative 
research is aiming at discovering research foci and should never be too predetermined in 
what to study and should rather be led by the observations during the research. 
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1.4.3 Delimitation of research population 


The population of the study will be restricted to young people. This delimitation has been 
 chosen  as  young  men  have  been  proven  to  be  more  open-minded  towards  new  social 
 developments  as  the  emergence  of  the  ‘metrosexual”  man  than  their  older  counterparts 
 (Pompper,  2010).  Older  counterparts  might  be  aware  of  the  existence  of  these  new 
 tendencies; however, they do not see their self-image influenced by these tensions. They 
 see  their  self-image  as  already  complete  and  do  not  look  for  new  parts  to  integrate 
 (Pompper, 2010). Young men find ‘metrosexual’ behavior more acceptable while they still 
 see  ‘metrosexuality’  as  a  challenge  to  masculinity  (Pompper,  2010).  This  underlines  the 
 notion that older and younger men hold different gender perceptions. Focusing on young 
 men is applicable as they are assumed to possess the most up-to-date gender perceptions 
 incorporating  new  social  phenomena  and  further  having  a  self-image  that  is  most  likely 
 impacted  by  these  gender  perceptions  (Pompper,  2010).  It  is  further  assumed  that  the 
 same is  true  for  young  women  compared  to  their  older  counterparts,  so  that  they  will  be 
 included in the study population next to young men in order to compare perceptions across 
 genders. Moreover, research  has also shown that  people show higher tolerances for the 
 lack of product-gender-congruence if they have been exposed to untraditional sex roles at 
 home  or  modern  sex  role  perceptions  in  general  (Fugate  &  Phillips,  2010).  These 
 characteristics are most likely to be found in young men and women growing up in times of 
 gender roles’ blurring. Therefore, it can be assumed that the younger generation might be 
 more  open-minded  towards  situations  where  gender  perceptions  are  not  congruent  and 
 might  even  have  succeeded  in  integrating  non  gender-congruent  information  into  their 
 selves and still achieving cognitive consistency.  


In  addition,  the  study  population  will  be  delimitated  to  Germans.  Investigating  emotional 
reaction  is  assumed  to  be  more  representative  if  all  participants  share  the  same  cultural 
background. Germany will be the focus of the study as it represents not only the European 
country with the highest population and thereby the highest amount of possible consumers, 
but also the country with the highest investments in sponsorships (De Pelsmacker et al., 
2010).  Germany  can  be  seen  as  a  key  market  for  companies  engaging  in  sponsorships 
and understanding German consumers therefore should be regarded as a priority.  
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 2. LITERATURE REVIEW 


Within  this  part  of  the  paper  the  existing  literature  about  sponsorships  and  gender 
 perceptions will be reviewed and a theoretical framework will be established that will act as 
 a  point  of  departure  for  the  research.  A  conceptual,  integrated  model  of  gender 
 perceptions’ role in the context of gender-incongruent sponsorships will be introduced that 
 integrates  parts  of  different  existing  models  and  will  point  out  how  meaning  of  gender 
 perceptions is moved. However, before the model will be presented, a deeper look will be 
 taken at gender perceptions, the central element of the study.  


2.1 GENDER PERCEPTIONS 


While  people  barely  face  problems  dividing  people  into  men  and  women  based  on  their 
 sex,  defining  gender  more  often  gives  people  a  hard  time  to  (Muehlenhard  &  Peterson, 
 2011).  While  sex  basically  refers  to  the  biological  classification  into  women  and  men, 
 gender can be regarded as a socio-cognitive construct based on people’s belief of what is 
 masculine  and  what  is  feminine  (Milner  &  Fodness,  1996).  Consequently,  gender 
 perceptions  describe  beliefs  or  perceptions  that  people  hold  towards  masculinity  and 
 femininity and that lead to attaching a gender to an item. The perceptions are shaped by 
 the culture that surrounds people which in turn builds the context for the development of 
 socio-cognitive meaning (McCracken, 1986). To understand gender perceptions therefore 
 also means understanding the culture where the meanings derived from.  


Gender perceptions can change over time due to new social developments that have an 
 influence  on  cultural  meaning  (Skerski,  2011)  and  for  this  reason  need  to  be  seen  as  a 
 dynamic  rather  than  a  stable  construct.  Furthermore,  gender  perceptions  are  highly 
 individual and subjective, and one can assume that no two persons are sharing the same 
 gender perceptions.  


Gender perceptions can but do not necessarily need to be in line with biological sex: a man 
can possess many masculine traits as well as a woman can possess many feminine traits- 
however they do not have to (Muehlenhard. & Peterson, 2011). While you might always be 
perceived as a man or woman respectively, you do not necessarily need to be perceived 
as  highly  masculine  or  feminine.  Nevertheless,  sex and  gender  are  often  interlinked and 
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people  tend  to  connect  men  with  masculine  traits  and  women  with  feminine  traits 
 (Muehlenhard  &  Peterson,  2011).  Further,  each  gender  strives  for  a  perception  of  their 
 selves that matches gender perceptions to achieve cognitive consistency (Festinger, 1957; 


Belk, 1988).  


2.1.1 Masculinity and Femininity 


When masculinity is described, it  is often linked to dominance, rationality, independence, 
 activity, the absence of emotions and business (Ross-smith & Kronberger, 2004). Further, 
 physical strength and sports are seen as rather masculine elements (Kidd, B., 2013). Table 
 2 presents the Bem Sex Role Inventory (Bem, 1974; identified as BSRI) which is used to 
 measure gender role perceptions and mentions twenty different character traits to describe 
 masculinity  or  femininity  respectively.  Thereby  the  BSRI  connects  masculinity  among 
 others  to  leadership,  aggressiveness,  ambition,  analytical  skills,  assertiveness, 
 competitiveness,  individuality,  self-reliance,  easy  decision-making  and  the  willingness  to 
 take a stand and to take risks.  


Femininity  is  more  often  described  with  regard  to  compliance,  nurturing,  emotions  and 
 caring for  home and  children  (Connell,  R.W.,  1987). Physical  concern  is  also  a feminine 
 trait  since  women  place  higher  importance  on  their  physical  appearance  than  men  do. 


Within  the BSRI  (1974),  femininity  is  expressed among others  by  sympathy,  tenderness, 
 the  usage  of  soft  language,  loyalty,  empathy  (sensitive  to  the  need  of  others),  shyness, 
 affection, loving children and easily being flattered.  


Even  though  the  BSRI  has  been  established  some  centuries  ago,  a  more  recent 
investigation of the feminine and masculine traits used reveal that the BSRI is still valid and 
meaningful  (Holt  &  Ellis,  1998).  All  masculine  and  all  but  two  feminine  character  traits 
mentioned  by  Bem  (1974)  have  been  rated  as  being  more  desirable  for  men  or  women 
respectively and in this manner underline that the BSRI still has significant relevance when 
classifying masculinity and femininity nowadays.  
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Table 2: Items of the Masculinity, Femininity & Social Desirability Scale of the BSRI by Bem (1974) 


The  emergence  of  new  gender  identities  as  ‘tomboys’  and  ‘metrosexual’  men  represent 
 role models where masculinity and femininity are combined, but in line with the reassessed 
 validity  of  the  BSRI  these  new  gender  roles  do  not  change  the  notion  that  traditional 
 characteristics  of  masculinity  and  femininity  are  still  unambiguously  a  sign  for  only 
 masculinity  or  femininity  and  not  for  both  (Feiereisen  et  al.,  2009).  Even  men  who  have 
 already adopted ‘metrosexual’ standards still do not want to be seen as effeminate. People 
 possessing  a  combination  of  both  masculine  and  feminine  traits  are  called  androgynous 
 (Fugate & Phillips, 2010).  


2.1.2 Gender perceptions’ movement of meaning 


Gender perceptions are part of the symbolic meanings that people attach to products by 
categorizing  products  as  masculine  or  feminine.  The  integration  of  McCracken’s  (1986) 
model of the movement of symbolic meaning and Gwinner’s (1997) model of sponsorship 
fit points out how gender perceptions’ are created and moved and how sponsorships are 
affected by these gender perceptions (Table 3).Different models have been reviewed and 
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evaluated based on their ability to describe gender perceptions’ role in a context of gender-
 incongruent sponsorships before a combination of McCracken and Gwinner is taken as the 
 most suitable model for explaining the research problem at hand. 


First,  symbolic  meaning  resides  in  the  culturally  constituted  world  and  needs  to  be 
 transferred to the individual consumer by consumer goods (McCracken, 1986). In the case 
 of gender perceptions this would mean that perceived masculine or feminine products are 
 brought  to  the  market.  The  consumer  is  then  integrating  the  meaning  into  his  self  by 
 deciding  to  buy  and  use  a  perceived  masculine  or  feminine  product.  This  decision  is 
 however  influenced  by  people’s  preference  for  gender  congruence  and  cognitive 
 consistency 
 (Festinger, 
 1957).  The 
 consumer  at 
 this  stage  is 
 further  not 
 only  seen  as 
 an  individual 
 consumer, but 
 also as part of 
 a  possible 
 target  group 
 for  an  event-
 related  


(Table 3 integrating models of McCracken, 1986 & Gwinner, 1997) 


sponsorship.  The  target  group  of  an  event-related  sponsorship  is thereby  shaped  by  the 
 individual  gender  perceptions  that  people  have  derived  from  the  constituted  world  and 
 which have been transferred via consumer goods to their self-image.  


The  way  a  sponsorship  is  perceived  is  then  also  dependent  on  people’s  gender 
perceptions as they judge a possible fit between sponsoring brand and sponsored event 
based  on  their  existing  perceptions.  Moreover,  a  sponsorship  can  also  create  new 
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meaning by bringing together two components – a brand and an event- that have not been 
 linked  before  and  in  this  manner  can  adjust  the  meaning  of  the  brand  or  the  event 
 respectively which could then be integrated into the self of consumers (McCracken, 1986). 


This possible new meaning creation will be investigated in the research.    


The integrated model of McCracken (1986) and Gwinner (1997) shows why understanding 
 gender  perceptions  is  not  only  important  for  social  studies,  but  also  for  marketing  and 
 communications,  as  we  need  to  understand  how  gender  perceptions  are  created  and 
 moved in order to understand how they impact the possible target audience of an event, 
 influence their brand and event image and their resulting intentions to buy, and how these 
 perceptions can even be altered by sponsorship engagements.  


The different elements of the model will now be discussed in more detail.  


2.1.3 Symbolic meaning of goods 


One  underlying  notion  of  McCracken’s  model  of  movement  of  meaning  is  the  symbolic 
 meaning  that  people  attach  to  goods.  While  earlier  classifications  have  described  the 
 consumer as an instinct-driven animal or a rationalist computer, nowadays we have arrived 
 at  the notion to either define the consumer as an emotional tourist or as a tribe member 
 depending on whether we  aim at understanding the consumer as an individual  who only 
 follows his own feelings or as a collectivist who acts within a group and is influenced by the 
 symbolic meanings that reside within this setting (Østergaard & Jantzen, 2000).  


With  regard  to  these  new  perspectives  on  consumer  research,  in  order  to  understand 
 consumer behavior, one has to understand the meaning attached to products by people. 


People do not simply possess products; they regard possessions as a part of themselves 
(Belk, 1988). This phenomenon can occur consciously or unconsciously: some consumer 
are  aware  of  the  relationship  between  their  possessions  and  their  self-image  and  might 
intentionally choose a product for its impact on their self-image while others are not aware 
of the importance of possessions for themselves. Possessions cover different categories of 
things  that  we  define  as  part  of  ourselves  and  reach  from  possessions  that  physically 
belong  to  us  like  body  parts  over  more  abstract  concepts  as  our  ideas  and  thoughts  to 
materialistic possession like consumer goods (Belk, 1988). 
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For the purpose of this paper, the research on how possessions can impact our self-image 
 will  be  limited  to  consumer  goods  (all  sponsoring  companies  investigated  are  consumer 
 good  companies)  and  to  the  more  abstract  concept  of  experiences  generated  by  events 
 that can also become a part of a self.  


When a product choice is taking place, consumers compare their own self-concept with the 
 product-user  image  of  a  product  they  want  to  buy  (Gover  &  Schoormans,  2005)  or  the 
 image of the audience of an event that they want to attend or become interested in. Since 
 people  are  generally  motivated  by  self-consistency,  they  will  prefer  products  where  they 
 can  identify  with  the  people  that  are  thought  to  use  the  product  or  thought  to  attend  the 
 event  (Festinger,  1957).  With  regard  to  gender  perceptions  this  implies  that  masculine 
 people are looking for products or events with a perceived masculine target audience while 
 feminine persons will be interested in products or events with a perceived feminine target 
 audience.  


When looking at the self-image of people that plays an important role in which product to 
 choose, four different types of self are distinguished by McCracken (1986): 


(1) Actual self (deﬁned as how people see themselves). 


(2) Ideal self (deﬁned as how people would like to see themselves). 


(3) Actual-social self (deﬁned as how people believe they are seen by signiﬁcant others). 


(4) Ideal-social self (deﬁned as how people would like to be seen by signiﬁcant others) 
 With regard to gender perceptions this means there are four different types of selves that 
 may vary in their degree of masculinity and femininity, so that e.g. your ideal self is more 
 masculine (feminine) than your actual self or vice versa.  


The notion of different types of selves goes hand in hand with Belk’s (1988) observation 
 that  a  person  does  not  only  hold  one  level  of  self,  but  multiple  levels  of  self.  Everybody 
 carries  around  different  levels  of  himself  based  on  importance  and  environment. 


Importance describes the notion that people classify their levels with regard to centrality for 
themselves:  some levels  can be categorized as core levels  of self  while others might be 
more  distant  and  less  relevant  concept  to  self.  Moreover,  people  do  not  only  exist  as 
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individuals,  but  also  as  collectivist  and  need  different  levels  of  self  for  different  group 
 settings and situations (Belk, 1988). 


Depending  on  which  product  or  event  people  want  to  buy  or  attend  and  in  which 
 environment the product or event is “consumed”, it might change which self-image has the 
 highest  impact  on  the  decision  to  buy  or  attend.  In  different  situations  and  for  different 
 types of products or events people might vary in the degree to which being perceived as 
 masculine (feminine) is important to them. e.g. publicly consumed products or events might 
 call for another self  than privately consumed products or events (Bearden. & Etzel, 1982).  


According to Belk (1988), possessions can extend our self-image in three different ways: 


by  mastering  and  controlling  them,  by  creating  it  either  materialistic  or  abstract  and  by 
 knowing  them.  All  three  processes  of  self-extension  share  an  intentional  and  active 
 involvement  by  people.  A  perceived  masculine  (feminine)  product  or  event  could  in  this 
 manner extend ourselves by either having a high knowledge about the product or event, by 
 having  created  the  product  or  event  itself  or  an  experience  connected  to  the  product  or 
 event, or by having the needed skills to master the product or actively control the product 
 or event. 


2.1.4 Movement of meaning 


Products’  significance  for  consumers 
 moves  far  beyond  utilitarian  and 
 commercial  motives  (McCracken,  1986). 


Consumers often buy products because of 
 their  ability  to  carry  culturally-embedded 
 meaning  which  moves  from  the  culturally 
 constituted  world  through  consumer 
 goods  and  rituals  to  the  individual 
 consumer  itself.  In  the  following  this 
 process  will  be  discussed  in  more  detail 
 by using the table of Mc Cracken (Table 4; 


1986).  


 (Table 4 Movement of meaning by McCracken, 1986) 
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At  first,  cultural  meaning  resides  only  in  the  culturally  constituted  world.  For  a  meaning 
 transfer to be achieved, the meaning must move first from the culturally constituted world 
 to  consumer  goods  (McCracken,  1986).  This  meaning  transfer  can  either  be  realized  by 
 advertising  or  by  the  fashion  system.  Within  an  advertisement  meaning  from  a  culturally 
 constituted world can be brought together with a specific product and thereby the meaning 
 is passed on to the product. With regard to the fashion system, movement of meaning is 
 reached  by  creating  new  styles  of  products  and  connecting  them  with  existing  cultural 
 categories or principles or by reshaping existing cultural principles via opinion leaders, so 
 that new cultural principles are invented.  


In  order  to  move the cultural  meaning  onwards  to  the  individual  consumers,  rituals  must 
 take  place.  According  to  McCracken  (1986),  one  distinguishes  four  different  types  of 
 rituals: Exchange rituals where people choose and buy a product for another person and 
 hand  it  over as  a  gift, possession  rituals  dealing  with time  that  is  spent  on  products  that 
 people  already  own  and  can  include  very  obvious  acts  as  cleaning  and  presenting  the 
 products, but also more hidden acts as reflecting and showing, grooming rituals describing 
 the act of putting effort into products and ‘make them live’ in order to transfer their meaning 
 to  you  and  divestment  rituals  realized  to  get  rid  of  the  meaning  associated  with  the 
 previous  owner  or  to  erase  your  own  associations  when  a  product  shall  be  passed  on 
 (McCracken, 1986).  


With  regard  to  gender  perceptions,  meaning  can  be  moved  in  both  possible  ways.  New 
 types of gender identities like ‘tomboys’ or ‘metrosexual men’ have already moved from the 
 culturally constituted world to consumer goods via the fashion system and have started to 
 reshape  cultural  principles  by  blurring  the  former  very  strict  gender  roles  via  opinion 
 leaders  as  ‘tomboy’  Gwen  Stefani  (Jerski,  2011)  or  the  ‘metrosexual’  David  Beckham 
 (Vincent, J., Hill, J.B., Lee, J.W., 2009 ). The movement of meaning resulted in consumer 
 goods  incorporating  a  new  gender  identity,  e.g.  nail  polish  only  for  men  (ManGlaze)  or 
 women having their own Harley Davidson collection.  


However  movement  via  advertising  -  namely  the  bringing  together  of  a  rather  feminine 
 (masculine) good with the meaning of gender identities from the culturally constituted world 
 –  is  possible  for  moving  the  meaning  of  gender  perceptions  as  well  (McCracken,  1986).  


Meaning  could  also  be  moved  by  presenting  a  rather  feminine  (masculine)  good  in  a 
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masculine (feminine) advertising setting and perceptions of people about products change 
 as  a  result.  The  same  movement  of  meaning  could  also  apply  to  a  sponsorship 
 engagement and presenting a masculine (feminine) good in the context of an event with a 
 traditional  feminine  (masculine)  target  audience.  By  buying  and  possessing  a  good  that 
 traditionally  belongs  to  the  other  gender,  people  move  the  meaning,  so  in  the  end  it  is 
 located inside of them (Belk, 1988).  


2.1.5 Gendered products 


Not  only  persons  have  a  gender,  but 
 research has also shown that products 
 have a gender. The gender of a certain 
 product is normally classified with little 
 ambiguity.  Gendered  products  can  be 
 seen  as  the  result  of  culturally-
 embedded  meanings  about  genders 
 that  moved  meaning  to  the  individual 
 consumer by consumer goods.  


Typical  masculine  products  include 
 automobiles,  consumer  electronics, 
 alcoholic  beverages  (especially  beer), 
 insurance and financial services as well 
 as  games,  sports  apparel  and 
 equipment (Daechun & Sanghoon, 2007). Wine and digital cameras can be regarded as an 
 exemption  since  Fugate  and  Phillips  (2010)  have  classified  them  as  feminine  products 
 (Table 4). Wine and cameras in this manner have made the shift from being perceived as 
 masculine  earlier  to  being  perceived  as  feminine  nowadays  (Milner  &  Fodness,  1996, 
 Fugate  &  Phillips,  2010).    Athletic  shoes  and  cars  are  still  characterized  as  clearly 
 masculine products despite current attempts to target both genders.  


Typical  female  products  consist  of  personal  care  and  beauty  items,  clothing,  jewelry, 
 accessories, cleaning items and home appliances (Daechun & Sanghoon, 2007; Fugate & 


 (Table 5 Gender Classifications of products by Fugate & 


Phillips, 2010) 
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Phillips,  2010).    .  The  classification  of  products  as  feminine  or  masculine  in  line  with 
 traditional gender roles could be a hint that new gender identities have not yet successfully 
 moved meaning from the culturally constituted world to the individual customer. However, 
 the  shift  of  wine  and  digital  cameras  from  masculine  to  feminine  is  a  proof  that  new 
 meanings can be transferred from the constituted world to the individual consumer.  


While Fugate & Phillips  (2010) and Milner & Fodness (1996) base their classification on 
 products into masculine and feminine of perceptions of participants of their study, Daechun 


& Sanghoon (2007) calculate a ratio of female vs. masculine persons appearing in ads to 
 find  out  which  product  categories  are  seen  as  rather  masculine  or  feminine.  For  this 
 reason, Fugate & Phillips (2010) in a first step do not reveal why products are perceived as 
 masculine  and  feminine,  but  Daechun  &  Sanghoon  (2007)  already  incorporate  a  way  of 
 movement  of  meaning  in  their  study  by  showing  that  ads  shape  our  perceptions  of  a 
 product’s gender.   


In addition, men and women also tend to prefer buying products that match their gender 
 identity. While men buy more instrumental and leisure items expressing independence and 
 activity,  women  buy  more  symbolic  and  self-expressive  goods  linked  to  appearance  and 
 emotional  aspects  of  self  (Dittmar  et  al.,  1995).  The  tendency  of  men  and  women 
 preferring  to  buy  products  that  match  their  gender  identity  underlines  the  importance  of 
 understanding  gender  perceptions  within  a  marketing  and  communication  context  as 
 without understanding consumer behavior consumer might not consume your product.  


2.1.6 Gender Congruity Theory 


Gender  identity  congruity  describes  the  extent  to  which  “correspondence  is  achieved 
between the configuration of a gender portrayal in an advertisement and the configuration 
specified by a consumer’s schema or beliefs”  (Orth & Holancova, 2004). The principle of 
cognitive  consistency  further  expresses  that  individuals  value  harmony  among  their  own 
feelings,  thoughts  and  behavior  and  are  willing  to  put  effort  in  maintaining  consistency 
between  these  elements  (Osgood  &  Tannenbaum,  1955).  Despite  cross-gender  social 
behavior  and  a  blurring  of  previous  strict  gender  roles,  people  still  tend  to  categorize 
products by gender and tend to buy products that are congruent with their gender (Milner & 
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Fodness, 1996; Fugate & Phillips, 2010). People even show more extreme preference for 
 cognitive consistency and feel psychologically uncomfortable when using a product that is 
 not made for their gender. However, recent research has also revealed that the need for 
 gender congruent information has decreased if people grow up with parents in untraditional 
 sex roles and when in general people are aware of modern sex roles.  


Due  to  the  presence  of  very  clear  gender  perceptions  –personality  traits  that 
 unambiguously  are  associated  with  masculinity  and  femininity-    a  perceived  masculine 
 (feminine) brand sponsoring a perceived feminine (masculine) event is assumed to present 
 people  with  conflicting  information  that  will  need  to  be  resolved  to  achieve  cognitive 
 consistency.  


R1: To which extent can emotional reactions to sponsorships where a perceived masculine 
 (feminine) brand sponsors a perceived feminine (masculine) event be explained by gender 


perceptions? 


The  importance  of  buying  products  congruent  with  your  own  gender  might  vary  across 
 individuals and differences between men and women might occur due to the higher social 
 acceptance  of  women  buying  masculine  products  than  men  buying  feminine  products 
 (Gentry et al., 1978). Within a recent study, men have also shown a higher need for gender 
 congruency  than  women  (Fugate  &  Philipps,  2010).  Furthermore,  women  are 
 characterized  by  a  lower  elaboration  threshold  and  therefore  tend  to  engage  in  detailed 
 processing  more  readily  than  men  (Meyers-Levy  &  Maheswaran,  1991).  As  women  are 
 assumed  to  think  more  readily  about  potential  relationships  between  sponsor  and 
 sponsee,  they  might  be  also  more  likely  to  establish  relationships  between  incongruent 
 sponsors and sponsees.  


By sponsoring an event that is perceived to be masculine (feminine), a company perceived 
 to be masculine (feminine) presents its products  among others to a gender that  formerly 
 did not use its products and might still struggle to use them due to social perceptions about 
 gender identities.  


R2: To which extent do reactions to a perceived masculine brand sponsoring a perceived 
 feminine event differ from reactions to a perceived feminine brand sponsoring a perceived 


masculine event? 
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The  preference  for  cognitive  consistency  also  leads  to  people’s  preference  for 
 advertisements that express a gender identity congruent to their own. Furthermore, gender 
 identity  congruity  found  in  advertisements  can  even  elicit  positive  responses  to  the 
 advertising efforts of a company and can increase purchase intentions (Hong & Zinkhan, 
 1995) and liking of the brand (Dolich, 1969). Since gender identity is a crucial dimension of 
 one’s self-concept, it is further likely  that an increase in the amount  of gender-congruent 
 information  presented  in  an  advertisement  will  result  in  a  facilitation  of  processing  this 
 information (Worth et al., 1992).  


Companies  perceived  to  be  masculine  (feminine)  and  sponsoring  a  perceived  feminine 
 (masculine)  event  must  therefore  really  carefully  choose  which  information  to  use  within 
 their  sponsorship  communication  and  activation  in  order  to  not  confuse  people  with 
 information that is not congruent to their gender identity.  


2.2 SELECTING A TARGET GROUP 


After having taken into account what gender perceptions are, how their meaning is moved 
 from  the  culturally  constituted  world  to  the  individual  consumer  and  how  they  impact 
 cognitive  consistency,  now  gender  perceptions’  role  in  the  process  of  segmenting-
 targeting-positioning  (STP)  is  discussed  (De  Pelsmacker  et  al.,  2010).  Consciously  or 
 unconsciously,  marketers  often  apply  gender  as  the  first  segmentation  variable  when 
 defining  the  target  audience  of  a  brand  (Milner  &  Fodness,  1996).  With  regard  to 
 demographics of a target audience, gender and sex are further often used interchangeably 
 despite their difference in meaning.  


As  a  first  step,  during  market  segmentation  consumers  are  divided  into  homogeneous 
groups  that  share  the  same  needs  (De  Pelsmacker  et  al.,  2010).  Market  segmentation 
uses different variables to define these homogenous groups. Variables can be categorized 
as  objective  or  inferred:  objective  segmentation  variables  describe  variables  that  can  be 
measured  objectively  and  in  a  straightforward  manner;  inferred  variables  have  to  be 
defined  before  people  can be  classified  into  groups.  Gender  is  regarded  as  an  objective 
variable  that  belongs  to  demographics.  Demographics  are  frequently  used  as  they  are 
relatively easy to measure and further correlate with other variable like consumer needs. 
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Sex and gender are  often  used  interchangeably  as  segmentation variables,  however  the 
 two  terms  describe  two  different  concepts:  while  sex  only  refers  to  a  biological 
 categorization into men and women, gender describes masculine and feminine personality 
 traits  (Muehlenhard.  &  Peterson,  2011).  For  this  reason  sex  can  be  classified  as  an 
 objective variable while “gender” can be regarded as an inferred variable that needs to be 
 clarified before people can be segmented based on it (De Pelsmacker et al., 2010). Once 
 clarified,  the  variable  “gender”  might  however  lead  to  a  generation  of  more  homogenous 
 market  segments  than  the  variable  “sex”  since  it  takes  into  account  a  more  detailed 
 differentiation  between  what  is  seen  as  “masculine”  and  “feminine”.  Gender  perceptions 
 play an important role for market segmentation because they impact how gender is defined 
 (Milner  &  Fodness,  1996)  and  are  a  dynamic  concept  that  needs  to  be  continuously 
 revised  due  to  ongoing  social  developments.  To  create  homogenous  market  segments 
 with  regard  to  gender,  one  needs  to  understand  gender  perceptions’  influence  on  the 
 definition of “gender” as a segmentation variable. Investigating reactions to sponsorships 
 where  a  masculine  (feminine)  brand  sponsors  an  event  that  is  perceived  as  feminine 
 (masculine) will give insights into how to define the inferred variable of “gender” in order to 
 find the right target segment to focus on.  


As a next step, it needs to be decided which and how many market segments to focus on 
 (De  Pelsmacker  et  al.,  2010).  To  select  the  right  target  size  and  growth  of  segments, 
 structural attractiveness of a segment, objectives and budgets of the company and stability 
 of market segments should be evaluated. As a company that is perceived to be masculine 
 (feminine), sponsoring an event that is perceived as feminine (masculine) can be regarded 
 as  a  target  group  expansion  because  groups  of  people  that  might  traditionally  have 
 struggled to use the company’s product category are now included in the target audience 
 (De  Pelsmacker  et  al.,  2010)..With  regard  to  targeting  strategy,  these  sponsoring 
 companies might follow a product specialization strategy and concentrate to sell a product 
 to  different  markets  segments  –  as  men  and  women.  The  sponsorship  engagement 
 however could also be an attempt to achieve full market coverage as the company might 
 try  to  target  all  customer  groups  by  including  a  gender  as  a  new  market  segment  that 
 traditionally has been ignored. 


Gender  perceptions  also  impact  the  last  stage  of  the  Segmenting-Targeting-Positioning 
process  as  the  perceptions  people  hold  towards  gender  also  apply  to  perceptions  about 
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product  categories  and  thereby  brands  as  shown  by  prior  research  about  gendered 
 product  (Fugate  &  Phillips,  2010).  Sponsoring  an  event  that  traditionally  has  been  only 
 targeting women or men respectively can impact the brand image and make perceptions 
 about  the  brand  more  masculine  or  feminine  (Gwinner,  1997).  The  sponsorship 
 engagement  can  even  be  seen  as  a  re-positioning  if  the  brand  is  trying  to  enter  a  new 
 target  market  by  changing the perception  about  the  brand  (De  Pelsmacker  et  al.,  2010). 


Gender  perceptions  can  also  have  an  impact  on  positioning  by  product  attributes  and 
 benefits  since  the  importance  of  these  attributes  and  benefits  might  vary  due  to  gender 
 perceptions.  Furthermore,  investing  in  a  sponsorship  in  order  to  attract  a  gender  that 
 previously has not been the typical target group of your product can also have an impact 
 on  positioning  by  product  user:  if  a  product  has  been  previously  associated  with  only 
 women (men), the sponsorship engagement might change the notion.  


How  perceptions  about  a  masculine  (feminine)  brand  that  sponsors  an  event  that  is 
 perceived  to  be  feminine  (masculine)  change  will  be  investigated  during  the  research  of 
 this  paper.  For  a  company,  it  might  be  crucial  to  know  which impact  gender  perceptions 
 have  on  the  process  of  Segmenting-Targeting-Positioning  in  order  to  choose  the  right 
 target  group  and  to  avoid  confusing  positioning,  meaning  that  communication  efforts  are 
 seen as inconsistent and conflicting information is presented to consumer.  


2.2.1 Communication target audience 


Compared to market segmentation and target groups, the communication target audience 
 is  defining  a  narrower  group  of  people  that  will  react  to  marketing  and  communication 
 efforts  in  the  same  manner.  Even  though  at  the  general  level  the  audience  might  share 
 demographic  characteristics  like  gender  or  can  be  classified  by  lifestyle  variables 
 describing their interest in a specific event (Kotler & Keller, 2012), people sharing gender 
 and  an  interest  into  an  event  still  might  differ  fundamentally  at  the  domain-  and  brand-
 specific level. Gender perceptions are assumed to have a high impact on these levels of 
 the segmentation process for the target audience (Milner & Fodness, 1996).  


At the domain-specific level target audience groups are classified based on characteristics 
about  a  certain  product  or  product  category  (Kotler  &  Keller,  2012).  Gender  perceptions 
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might  heavily  influence  the  readiness  of  people  to  use  and  buy  a  product  category  and 
 therefore  also  the  stage  of  the  DAGMAR  model  where  people  find  themselves.  The 
 DAGMAR  model  presents  communication  objectives  in  a  sequence,  and  establishing 
 category need is the very first step of the process (De Pelsmacker et al., 2010). When a 
 masculine  (feminine)  brand  sponsors  an  event  with  a  traditional  feminine  (masculine) 
 target, the company primary talks to a new target - to a gender that is traditionally not using 
 the  brand  and  the  product  category  in  general.  With  regard  to  the  DAGMAR  model 
 communication goals for men and women are assumed to differ within gender-incongruent 
 sponsorships  due  to  the  brand’s  product  category.  It  can  be  assumed  that  one  gender 
 might  already  have  a  favorable  image  about  the  product  category  since  it  matches  their 
 gender identity while the other gender is more critical towards the product category since it 
 does not traditionally match their gender identity (Percy & Rosenbaum-Elliott, 2012). As a 
 result,  for  one  gender  the  communication  goal  might  be  the  establishment  of  category 
 need (first goal within the DAGMAR model) while the goal for the other gender might be of 
 a higher order, e.g. brand awareness, brand attitude or even brand loyalty.  


At  the  brand-specific  level,  one  gender  has  traditionally  struggled  with  buying  and  using 
 the  brand  while  the  other  gender  regards  it  as  gender-matching  to  use  the  brand  (De 
 Pelsmacker et al., 2010). Perceptions about the brand might therefore be more favorable 
 for the gender that has always used the product category and the brand. The gender that 
 only recently started using the product category and the brand might still face some identity 
 problems when consuming the brand and might therefore have a less favorable image of 
 the  brand.  Research  within  this  paper  will  reveal  gender  perception’s  impact  on  attitude 
 towards product  category  and  brand,  and  will  point  out  which  communication  goal  is  the 
 most appropriate to focus on.  


The definition of both target group and target audience is assumed to be dependent on the 
impact of the event image on the brand image (Gwinner, 1997). A favorable change in the 
brand  image  due  to  the  sponsee  can  attract  more  customers  from  the  event  target 
audience  while  a  negative  change  in  the  brand  image  can  dispel  both  existing  and 
potential  customers.  A  sponsorship  can  however  not  only  affect  a brand  image,  but  also 
the image of the event itself. The more people have a favorable image of the event and are 
engaged with event, the broader the possible target group and audience. The engagement 
of  a  perceived  masculine  (feminine)  sponsor  for  a  perceived  feminine  (masculine)  event 
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can however result in a change in the perceived image of the event and might even lead to 
 attract  or  dispel  new  targets  because  of  the  sponsor.  High  identified  fans  of  an  event  in 
 general  show  higher  values  for  sponsorship  recognition,  sponsorship  satisfaction  and 
 sponsor patronage (Gwinner, & Swanson, 2003) as they transfer their positive image of the 
 event to the brand.  


R3: Which impact does sponsoring a perceived masculine (feminine) event have on the 
 perceptions of the brand image of a perceived feminine (masculine) sponsor? 


R4: Which impact does a perceived masculine (feminine) sponsor have on the perceptions 
 of a perceived feminine (masculine) event image? 


2.3 SPONSORSHIPS 


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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