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During the late nineties, a considerable amount of literature was produced on nature 

of sponsorship, its objectives and its effects. Unfortunately, sponsorship management did 

not receive as much attention as the other areas as only general guidelines exist on the 

weight to allow to sponsorship promotion, the content of a message promoting a 

sponsorship and the time period necessary to promote a sponsorship. The objective of this 

study is to add to the existing literature on sponsorship management by defining possible 

directions for the execution of sponsorship advertising. The message source and narration 

mode were manipulated to examine effects on attitudes depending on the level of 

involvement of the respondent with the sponsored activity. Four advertisements 

promoting a sponsorship relation were executed, each one using either the sponsor or the 

activity as a source, and either a first person narration mode or a third person narration 
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mode. Results are presented and implications for sponsorship advertising execution are 

also discussed. The study also presents limitations and orientation for future research.  
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CHAPTER 1 
INTRODUCTION 

The support of artists and athletes goes back to the Greek civilizations in the city 

of Athena where rich patrons were supporting financially promising performers. Few 

centuries later, Maecenas, a Roman knight who lived from 68 to 8 before Christ, became 

famous for his protection of artists, poets and scientists. His name will become in the 

French language a synonym of rich person protecting and supporting people of 

knowledge. Little by little other concepts like charity, philanthropy, corporate giving and 

sponsorship made their appearance without a real distinction between them. In modern 

times, Meenaghan (1983) defined sponsorship as an investment in cash or in kind in an 

activity in return for access to the exploitable potential associated with that activity. From 

a relatively limited practice in the late sixties and early seventies, sponsorship has grown 

substantially over the last three decades (Meenaghan 1998). Sponsorship spending 

reached $28 billion worldwide in 2004 (Cornwell et al 2005) which represents an 

increase of 8.1% over 2003, more than 100% over the last ten years and 1300% over the 

last twenty years. North America, the United States and Canada, continue to dominate the 

world sponsorship market with $11.14 billion in 2004 accounting for 39% of sponsorship 

worldwide spending (IEG report 2003). The top five US sponsors are PepsiCo, Anheuser-

Busch, General Motors, Coca-Cola and Nike spending from $160 million to $255 

million. In comparison with the $141.1 billion spent on advertising in 2004 in the U.S. 

market (Deeken 2005), sponsorship expenditures may appear trivial. However, two 

factors can correct this misconception. First, the previous amounts do not include 
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expenditures to ensure proper exploitation of the chosen sponsorship but only 

sponsorship rights. Sponsors leverage their initial investment with a variety of marketing 

tools including advertising, in-store displays, incentives and others. In 1996 for example, 

$5 billion were spent worldwide to promote sponsorship of the 1996 Olympic Games 

(Cornwell and Maignan, 1998). Second, sponsorship annual expenses grow faster than 

advertising and sales promotion since early eighties (Meenaghan 1998).  

Scholars attribute sponsorship growth to corporate disillusion with traditional 

advertising and government restrictions on alcohol and tobacco advertising.  

Scholars and practitioners are increasingly questioning the effectiveness and efficiency of 

media advertising (Quester and Thompson 2001, Meenaghan 2001a, 2001b). Gardner and 

Shuman (1987) suggest that with the expected growth of 15 seconds commercials, 

perceived clutter will undoubtedly worsen and become more and more challenging to 

effective reach and frequency. Clutter combined with the increasing costs of media 

commercials led a practitioner to say “If we continue to pay premium prices for 

advertising of diminished value then we are fools” (Gardner and Shuman, 1987 p.12). 

Meenaghan (1999) opines that technological change in media development, like TiVo, 

has changed media viewing habits (zipping and zapping). In this context, sponsorship is 

seen as a relatively cost effective access to target (Meenaghan 2001a, 2001b) that can cut 

through clutter of traditional advertising channels and cope with changing media viewing 

habits (Gardner and Shuman 1987).  

During the nineties, legal restrictions imposed on tobacco and alcohol advertising 

contributed significantly to sponsorship growth (Tripodi 2001). According to Dolphin 

(2003), the tobacco and alcohol industries use sponsorship for the media coverage of the 
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sponsored activities since they are not allowed to buy media space. The author also thinks 

that the association of the controversial products of these industries with an activity like 

sport or art is likely to improve both corporate and product image.   

 The rapid growth of sponsorship as a marketing practice raised the need to 

understand how this technique really works. The need became more urgent during the last 

ten years as marketers became more accountable for their budgets, particularly the 

promotional ones. Till late nineties, sponsorship activities have attracted little academic 

interest (Cornwell and Maignan 1998), but over the past ten years, there have been clear 

advances in understanding of sponsorship (Walliser 2003). Cornwell and Maignan (1998) 

identified five research streams in sponsorship research namely; nature of sponsorship, 

managerial aspects of sponsorship, measurement of sponsorship effects, strategic use of 

sponsorship and legal and ethical considerations. The first stream of research, nature of 

sponsorship, tried to propose a definition of sponsorship identifying its characteristics and 

its differences from other promotional tools.  Most of the research on this stream was 

published from the eighties till early nineties (Walliser 2003). The second stream of 

research, managerial aspects of sponsorship, tried to identify the corporate motivations 

and objectives, the selection process and the implementation with respect to sponsorship. 

The third stream of research focused on sponsorship communication effectiveness by 

analyzing the intended and unintended effects of sponsorship. The evaluation of 

sponsorship impact is, without doubt, the area where sponsorship research has progressed 

most over the past few years (Walliser 2003). The fourth stream of research, strategic use 

of sponsorship, investigated in equal proportions strategies and counterstrategies in 

sponsorship. Strategies of sponsorship have focused on the integration of sponsorship 
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into the marketing mix and its harmonic use with other promotional tools. On the long 

term, integration provides greater results than a use on an ad-hoc basis (Walliser 2003). 

Counterstrategies studied ambush marketing, a practice used by companies to associate 

their name with an activity without being a sponsor (Cornwell and Maignan 1998). 

Finally, the last stream of research addressed legal constraint and tax implication of 

sponsorship along with issues related to the use of sponsorship to promote products that 

are detrimental to health like alcohol and tobacco. However, this last stream received far 

less attention than the four first ones (Cornwell and Maignan 1998, Walliser 2003).  

  Probably the most recurrent point in research on sponsorship management was 

the necessity to actively promote the initial sponsorship investment with additional 

communication tools to increase sponsorship awareness and effectiveness. The basic 

sponsorship packages – citations, logos and brand names display on arena or logo’s 

appearance with other partners on any communication form – can merely achieve any 

communication objectives unless the relationship between the sponsor and the activity 

was promoted using all the other techniques of the promotional mix like advertising, 

public relations, etc. (Crimmins and Horn 1996, Kinney and MC Daniel 1996, Lardinoit 

and Quester 2001, Meenaghan 1998, 2001a, 2001b, Otker 1988). Nevertheless, 

Meenaghan (1999, 2001a, 2001b) and Otker (1988) make cautionary note to this 

principle, as they recommend promoting the sponsorship relation at the right scale as 

overexploitation generates negative attitudes toward the sponsor. One might expect a 

sensitive subject like sponsorship leverage, on which depends the whole sponsorship 

success, to be thoroughly investigated in literature. Surprisingly, it is not the case. 

Research on how to promote a sponsorship addressed a limited number of questions with 
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a limited number of articles. Indeed, the available literature on the weight of sponsorship 

promotion, the content of the message to be promoted by the promotion, the duration of 

the promotion and the optimization of the promotion is not enough to provide with the 

guidelines needed by practitioners to optimize their sponsorship. Furthermore, the 

execution of the message that will promote a sponsorship relation has not been addressed 

at all.  

 According to Meenaghan (1999, 2001a, 2001b), two factors need to be considered 

when framing an effective sponsorship promotion: The goodwill dimension and the 

intensity of exploitation. Goodwill was found to be the ultimate point of distinction 

between advertising, considered selfish, and sponsorship considered beneficial to the 

activity. However, fans are very sensitive to the sponsor’s behavior and will reward the 

sponsor with goodwill only if this latter shows a real interest in the activity and not just 

an interest motivated by financial gains. In those circumstances sponsors should be 

cautious on the way they implement the promotion of their sponsorships, paying great 

attention to their audience attitudes.  Since fans are emotionally connected with the 

activity being sponsored, a message coming from the sponsored activity is more likely to 

be accepted by fans than a message coming from the sponsor himself. In other words, 

fans might react more positively to message coming from the sponsored activity, a trusted 

source for which they have strong feelings, than a message coming from a company, a for 

profit source that might be interested only in business. Source effects have been studied 

extensively in main stream advertising but not in a sponsorship context. Further, 

narratology theory has showed that different narration modes can have different impacts 

on the audience (Stern 1991, 1993, 1994). For example, the first person narration mode 
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was proven to create more intimacy and trustworthiness than a third person narration 

mode. In the context of a sponsorship relation, where sponsors seek to be part of the 

emotional relationship that exists between the fans and a particular activity, a first person 

narration mode would be more effective in generating an emotional response from fans 

than an impersonal third person narration mode. The objective of this study is to 

investigate source effects and narration mode effects in sponsorship advertising. Since 

sponsorships are used to reach a fan community of a particular activity, the research will 

study effects on fans but also effects on non fans as well.  

 To accomplish this objective, this study will first review the existing literature to 

set a definition for sponsorship as practice, distinguish sponsorship from other 

promotional tools, understand the nature of objectives that motivates the use of 

sponsorship and outline the guidelines to an effective management of a sponsorship 

investment. An analysis of all the elements stated above will help frame the tree 

hypothesis that this study will test: Attitudes in sponsorship advertising can be much 

more improved when the source is not the sponsor, bluntly shouting his support for an 

activity; A better connection will occur with the target audience if the sponsorship 

message uses a first person narration mode, generating improved feelings toward the 

sponsor, his action and his message; The target audience will react differently to a 

sponsorship advertisement according to their level of involvement with the activity 

engaged in the sponsorship. The target audience that is more involved with the sponsored 

activity will develop better attitudes toward the sponsorship and the sponsor if the source 

of the message is not the sponsor but the activity. The experimental of this study will 

develop and measure reactions to four stimuli. Each stimulus will be different by the 
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source of the message (the sponsor or the activity) and the narration mode (first person or 

third person). The involvement with the activity being sponsored will be an internal 

characteristic of each respondent. Finally the study will present the results of the 

respondents’ reaction to each stimulus and discuss implications for execution of 

sponsorship advertisements.  
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CHAPTER 2 
LITERATURE REVIEW 

Nature of Sponsorship 

Definition of Sponsorship 

Despite its development during the last two decades, there is still no rigorous 

agreed on definition for sponsorship. Walliser (2003) suggests that the nature of 

sponsorship and the way it touches other methods of communication is the main reason 

behind this lack of consensus across and within countries. Some scholars even consider 

that any attempt to define sponsorship is “like trying to harpoon a butterfly in a gale” 

(Dolphin 2003, p.176). Yet, an acceptable definition is needed to guide any research as it 

represents “an important prelude to an appropriate level of rigor in empirical studies” 

(Dolphin 2003, p176). Cornwell and Maignan (1998), claim that the lack of an accepted 

definition of sponsorship obstructs the development of theoretical frameworks on which 

significant sponsorship research might be based. Therefore a definition is not only a 

semantic exercise but a base that could help future research move from descriptive to 

explanatory. The definitions suggested have evolved with time according to sponsorship 

development. It seems that there are three categories of definitions each one belonging to 

a decade.   

In the early eighties, at the beginning of sponsorship research, sponsorship was 

presented as “a provision of assistance”, a kind of “financial support” to an activity, 

sometimes with commercial objectives sometimes not (Meenaghan 1983).  From those 

definitions, no differences exist between sponsorship and patronage, philanthropy or 



9 

 

corporate giving. Furthermore, communication objectives were not taken in consideration 

in these definitions. By the late eighties and during the nineties definitions of sponsorship 

presented the practice as an investment (Gardner and Schumann 1987), a financial act 

(Hansen and Scotwin, 1995) and a business transaction (Dolphin 2003). Introducing 

financial and business dimension in sponsorship definitions was reflecting “the phasing 

out of the donation mentality and its replacement by an economic based partnership” 

(Quester and Thompson 2001, p34). This emphasis on “business transaction” made 

sponsorship appear as a communication activity often cited as: “a form of advertising 

with the same characteristics and principles” (Hastings 1984, p171), a marketing tool 

with the intent of extracting some commercial benefit (Tripodi, 2001), an important part 

of the marketing mix (Meenaghan 1990, Witcher et al, 1991), a form of promotion that 

should be managed on strict commercial lines (Tripodi 2001). At this stage of the 

sponsorship development, the intended exploitation of the association between a sponsor 

and an activity differentiates sponsorship from altruistic corporate donations.  

The last category of definitions, developed just few years ago, emphasized on two 

elements presented to be the minimum agreed on by scholars about sponsorship. These 

two elements have been introduced by Otker as “(1) buying and (2) exploiting an 

association with an event, a team or a group for specific marketing purposes” (Otker 

1988, p.77). Cornwell and Maignan (1998) and Walliser (2003) afterward presented these 

two elements as follow: (1) An exchange between a sponsor and a sponsored whereby the 

latter receives fees and the former obtains the right to associate itself with the activity 

sponsored; (2) An exploitation of the association between the two at the marketing and 

communication level. Often referred as sponsorship linked marketing the implementation 
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of Marketing Communications to build and communicate a sponsorship association are 

an integrate part of sponsorship. 

If scholars have reached an agreement on those two points, others still represent a 

source of divergence. Some scholars consider that support of human cause is part of the 

domain of sponsorship (Gardner and Shuman, 1987), whereas other scholars consider 

that financial support of a philanthropic nature should not be part of sponsorship since the 

company is making a donation without any expectation in return. They argue that 

expectation of commercial returns is what distinguishes sponsorship from patronage, 

corporate giving and philanthropy (Witcher et al 1991). The use of marketing 

communication tools to leverage an association between a sponsor and a sponsored 

activity make the limits between sponsorship and other promotional tools very confusing. 

Walliser (2003) note, after a review of the literature, that how sponsorship is different 

from other promotional tools may be problematic. 

In front of such complexity, some scholars said that it was impossible to reach a 

complete agreement and suggested to stop a never ending academic debate on concurrent 

definitions of sponsorship (Walliser 2003). For the purpose of this research, sponsorship 

will be defined as a marketing technique where a company provides any type of 

assistance to an activity and promotes this relationship in order to achieve marketing 

objectives. If defined this way, there is a need to clarify how sponsorship fits along other 

marketing techniques in the promotional mix. 

Sponsorship in the Promotional Mix 

Given recent growth in the popularity of sponsorship, scholars describe it as “a 

legitimate element of a company’s communication mix” alongside other traditional tools 

(Tripodi, 2001). Meenaghan (1991) suggest that according to sponsorship function, 
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which is achieving marketing and communication objectives, sponsorship fits quite 

naturally within the broader context of the marketing mix alongside advertising, public 

relation, personal selling and sales promotion. Research has focused mainly on how to 

distinguish sponsorship from advertising. Comparison with public relation and sales 

promotion has been less addressed and comparison with personal selling not addressed at 

al. 

The distinction between sponsorship and advertising is rendered harder when 

advertising is used to promote the relationship between the sponsor and the sponsored 

activity. The use of advertising is strongly recommended to obtain unparalleled results 

(Walliser 2003). As a marketing communication tool, sponsorship shares some 

similarities with advertising in that money is invested for commercial purposes 

(Meenaghan 1991). Sponsorship and advertising partly share the same objectives of 

awareness and or image, but deliver the message in different ways. Ad messages are 

generally more direct, explicit and can be more easily controlled (Dolphin 2003). 

Hastings (1984) says that the control marketing has over advertising makes it possible to 

promote much more complex messages where the link between the brands and the 

message can be explicit. This explicit link between the message and the brand or the 

company is not possible in sponsorship, as any message beyond the company’s name will 

be communicated by implication or implicitly. This subtlety on another other hand can 

overcome certain communication barriers and have practically unlimited target selection 

possibilities (Meenaghan 2001a, 2001b). Hastings (1984) also suggests that the difference 

between sponsorship and advertising lies in the difference of their respective targets. The 

author notes that the target of advertising messages can be resumed to viewers and non 
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viewers, whereas sponsorship’s target is composed by participants to the event, spectators 

of the event and media followers of the event. 

Sponsorship and cause related marketing are two techniques that can be confused. 

Cornwell and Maignan (1998) defined the concept of “cause related marketing” as a 

donation for a good cause tied with the purchase of a product or a service. A very good 

example was suggested by Meenaghan (1991) in the campaign ran by American express 

for restoring The Statue of Liberty. Cornwell and Maignan (1998) point out that “cause 

related marketing” is different from sponsorship in that cause related marketing appeals 

to the solidarity of costumers for a worthy cause to boost sales. 

No comparison between sponsorship and public relations exist in literature, 

probably because, differentiating between them is an extremely difficult exercise. Both 

tools have the same objectives “leveraging corporate or brand image”, both can have less 

control on the messages they send than advertising and both have a variety of target 

groups. May be what distinguish these two tools is the way they proceed to reach their 

respective objectives. Indeed, sponsorship uses association with a particular activity, with 

its own personality, to send a set of stimulus to the target market. Public relations are 

more likely to engage in a two way communication with their target audiences than 

sponsorship and will not use a third party to send a set of stimulus. 

Globally no major breakthrough has been achieved regarding the differentiation of 

sponsorship from other communicational and promotional techniques. Agreement exists 

when it comes to the general lines but in some cases it is hard to define the limits 

(Walliser 2003). 

 



13 

 

Objectives of Sponsorship 

Although companies use sponsorship routinely as a part of their promotional 

activities, their objectives tend to be vague (Dolphin 2003). Sponsors’ objectives move 

overtime from vague objectives for companies using sponsorship occasionally or as a 

new tool, to strictly stated objectives for companies that have integrated sponsorship in 

their promotional mix long time ago. Whether clearly stated or not, the objectives of 

sponsorship are as numerous as companies themselves. The nature of sponsorship 

objectives will vary from organization to organization according to the industry where 

they operate, the market they address and the size of the company. Nevertheless the wide 

range of sponsorship objectives can be divided into the two categories of corporate and 

marketing objectives. 

Corporate Objectives of Sponsorship  

Leveraging corporate image is the most cited corporate objective in research on 

sponsorship. Quoting Javalgi et al, Dolphin (2003) defined corporate image as the 

impressions held by some segment of the people on a particular company. One of the 

corporate objectives of sponsorship is then to enhance corporate image among some 

segment of people (Cornwell and Maignan 1998). Other authors expressed that objective 

of image differently: Raising the profile of the corporate brand (Walliser 2003), raising 

corporate reputation (Dolphin 2003), or enhancing corporate stature in the community 

(Quester and Thompson 2001). Sponsorship activities engaged with the objective of 

leveraging corporate image seem to be intended to create an identity and to define the 

company in its broad environment.  

If sponsorship is used to define an identity with a broad environment, it can be used 

also to communicate with closer environment and especially with stakeholders (Dolphin 
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2003). Stakeholders can be defined as “individuals or groups who can affect, or be 

affected by and organization: employees, customers, investors, suppliers, distribution 

channel members, the community, the media, special interest and activist groups, and 

government agencies” (Duncan 2002, p.7). Indeed, sponsorship is used to create goodwill 

among opinion formers (Witcher et al 1991), via perceptions of corporate generosity 

(Dolphin 2003). Sponsorship is also used to boost community involvement, by fulfilling 

company’s societal obligation in a responsible manner, which is an excellent mechanism 

to give back to the community. Sponsorship helps gaining affinity with target markets 

significant to the organization, which publics can be external or internal to the company, 

as sponsorship is also used to boost morale’s staff (Tripodi 2001) or for staff recruitment 

(Cornwell and Maignan 1998). 

Beside these corporate objectives, research has mentioned a second set of 

objectives but at the marketing level. 

Marketing Objectives 

Sponsorship has the ability to contribute to the fulfillment of a broad range of 

objectives at the corporate level, but also at the brand level. Marketing objectives of 

sponsorship are different from corporate ones as they are more clearly stated, generally 

quantified and aimed for a narrower target composed by customers and or prospects. As 

presented earlier, one characteristic that distinguishes sponsorship from advertising is its 

subtlety. Meenaghan (2001a, 2001b) suggests that sponsorship penetrates consumer’s 

perception filters in an indirect way.  Subtlety of sponsorship is an opportunity for 

companies to reach consumers through their heart and minds, but a prerequisite is to 

enhance brand awareness and brand equity. 
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Brand awareness can be defined as “The extent of a brand to be recognizable, to be 

in the purchase consideration set” (Vanden Bergh and Katz 1999, p.154). Sponsorship is 

intended to facilitate brand name recognition by image association (Easton and Mackie 

1998), an association with well received events (Hack et al 1997). Cornwell et al (2001) 

consider that the use of association generates awareness naturally. Beside association, 

sponsorship also generates awareness through media coverage which is sometimes the 

only way to access the media for controversial products ((Meenaghan 1998). Dolphin 

(2003) points out that sponsorship of an international event is capable of increasing 

awareness to key audiences in both local and distant market for multinationals selling 

products around the world.  

Brand equity can be defined as “The net total of all assets and liabilities linked to a 

brand by consumers” (Vanden Bergh and Katz 1999, p.526). Tripodi (2001) notes that 

sponsorship is a brand equity building strategy that enhances brand image over other 

brands. Many scholars think that sponsorship is a way to establish a relationship with 

customers and/or provide them with entertainment (Dolphin 2003). 

At the level of marketing strategy, sponsorship is also used to position a brand on a 

market or alter its image (Meenaghan 1998), to avoid cluttered media in a cost effective 

way or to boost though its effects are not always easy to isolate (Dolphin 2003, Hansen 

and Scotwin 1995). In England, marketing and communication objectives are adopted 

mainly by large corporations, whereas small and midsized businesses in small towns 

view sponsorship as a tool to support their community and establish relationship 

(Cornwell and Maignan 1998).  
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Objectives of sponsorship are very inconsistent among companies and depend 

mainly on how long sponsorship has been used as a marketing tool.  

Measuring Sponsorship Effects 

Scholars have deplored business resistance to measure the effect of their investment 

in sponsorship (Mc Donald 1991). Indeed, during the nineties, little has been done in this 

area, probably because of the small part of sponsorship in the overall marketing budget. 

As a result, marketers today remain unsure of how sponsorship works despite its rapid 

growth (Cornwell et al. 2005). However, under pressure from shareholders, marketers 

started seeking accountability in all their expenses, especially their marketing 

communications expenditures (Meenaghan 1998). Therefore the last six years have seen a 

growing interest among scholars and marketers to quantify sponsorship investment and 

measure its effects (Dolphin 2003). Walliser (2003) even suggests that evaluation of 

sponsorship impact is without any doubt the area where sponsorship research has 

progressed most over the past few years. Before presenting effects of sponsorship, there 

is a need to understand the measurement process. 

The Measurement Process of Sponsorship Effects 

Lardinoit and Quester (2001) think that measuring sponsorship effectiveness is 

made difficult by the fact that sponsors have sought to leverage their efforts with 

simultaneous investments in supporting communication activities. To understand 

sponsorship effects, Dolphin (2003) –quoting Irwin and Asimakopoulos- suggested 

taking in consideration the sponsorship process.  Sponsorship process includes the 

following steps: (1) Review of marketing objectives, (2) prioritization of specific 

objectives, (3) identify evaluation criteria, (4) screen proposals, (5) implement and 

control. The control step should be done in accordance with all the other steps of the 
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process especially the marketing objectives that led to the choice of the activity to be 

sponsored. Setting objectives and evaluation criteria to any marketing activity from the 

outset will make easier the evaluation of this activity. Moreover, Meenaghan (1998) 

opines that the measurement process is greatly facilitated if undertaken at several key 

stages. Therefore a company should determine its present position on the variables 

sponsorship is supposed to leverage before engaging in the sponsorship activity. Interim 

tracking may be necessary in order to detect movement on the chosen variables. Finally 

evaluation must take place when sponsorship is completed to determine performance 

against stated objectives.  

 Sponsorship Effects 

Hansen and Scotwin (1995), suggest that the association between the company or 

product and the activity being sponsored is important for the kind of effects that can be 

obtained. Effects of sponsorship will vary depending on how close is the association 

between the sponsor and the sponsored activity. Effects may be discussed at the 

following levels: Exposure, attention, cognition and behavior.  

Exposure  

The level of media coverage as a result of sponsorship involvement is frequently 

used by sponsors as an indicator of performance. Such evaluation consists of measuring 

the duration of TV coverage, monitored radio coverage and extend of press coverage in 

terms of single column inches. However this measure alone does not evaluate 

effectiveness of exposure gained as it can be compared to the level of advertising time or 

space bought to air an ad not to its impact (Meenaghan 1991). This raises a question on 

the popularity of this measure to evaluate sponsorship effectiveness. Hastings (1984) 

suggests that because sponsorship is seen as a form of advertising, exposure and media 
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coverage comes naturally in mind to measure its effectiveness. Meenaghan (1998) think 

that sponsorship has become the main promotional tool for controversial products and 

their only key to access the media. Therefore quite naturally media coverage and 

exposure will represent an important effect to measure sponsorship effectiveness, if not 

the most important. Meenaghan (1991) justify the wide use of this method to measure 

sponsorship effectiveness by its simplicity and practicability despite its lack of 

consistency.  

Attention  

Sponsorship, as well as advertising can generate attention in terms of brand and 

company awareness. This must be measured in terms of recall or recognition and changes 

in the same (Hansen and Scotwin 1995). A large majority of studies measuring effects of 

sponsorship have chosen awareness as an independent variable. These studies have 

focused either on general awareness of sponsor in the public’s mind or awareness levels 

of sponsorship associated with specific events and activities (Meenaghan 1998, Walliser 

2003). Their findings suggest that awareness and recall are influenced by a large number 

of factors that can be summed up as follow:  

Pairing sponsorship with other marketing communications tools like media 

sponsorship (Lardinoit and Quester 2001) or advertising (Quester and Thompson 2001) 

yield increased communications score. Some scholars even consider sponsorship as 

ineffective without “sponsorship linked marketing” as defined earlier (Walliser 2003). 

Recall has been found to increase as a function of duration of exposure to sponsors, 

message length and design, involvement with the sponsored activity, socio demographic 

variables and previous brand awareness (Crimmins and Horn 1997, Meenaghan 2001a, 

2001b). As an example for duration of exposure, research has shown that brand recall 
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increases from a basic level during an event and fall back again into its original level a 

few week after the event.  

Attitude  

Research has outlined attitude toward sponsorship as practice in general besides 

attitude toward a specific sponsorship activity. 

Attitudes toward sponsorship: Walliser (2003) notes that acceptance of sponsorship 

will vary according to the sponsorship area, the activity sponsored and the industry. It is 

believed that sponsors are more easily accepted in association with sporting event than 

with arts and social causes. When it comes to social causes, sponsors are accepted more 

easily if people believe them to have genuine interest in the issue (Meenaghan 1999, 

2001a, 2001b). In a survey conducted by Marshall (1992), results showed that 

sponsorship is considered to be done for commercial purposes by 70% of respondents, 

but that sponsors are considered as good corporate citizens who are giving back while 

advertising their name. However public opinion varies from country to country as 29% of 

the Spanish have improved opinion about sponsors in comparison with only 9% of 

French. This means that, according to the country, sponsorship perception as a practice 

will be less likely to positively influence consumer perception than a specific sponsorship 

(Walliser 2003). 

Attitudes toward specific sponsorship: On that question, literature suggest that a 

good symbiosis between the sponsor and the activity will have a positive effect on the 

sponsor’s image a weak link between the two might affect it negatively. Image transfer 

was found to be influenced by two factors: (1) the number of common perceptions of the 

sponsor and the activity and (2) the attitude toward the association of the sponsor and the 
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activity. Here again image effects are shown to be only temporary and depend greatly on 

the marketing communications associated with sponsorship (Crimmins and Horn 1996). 

Behavior  

Research has also considered consumer behavior or purchase as a dependant 

variable of sponsorship. Sales effectiveness is highly problematic to measure because of 

the following reasons: Simultaneous use of variety of communications, carry over effect 

of previous marketing communications, uncontrollable variables in the business 

environment (Cornwell and Maignan 1998, Walliser 2003). Even if sponsorship effect on 

sales is difficult to isolate, some marketers point to sales results as sponsorship effects. At 

another level, research has shown that respondents to surveys declare themselves more 

likely to buy sponsor products, declarations which were strongly correlated with 

frequency of attendance to the event and level of education. However, this intentions are 

not observed as a real behavior, as sponsoring companies do not have necessarily higher 

sales.  

Studies of sponsorship effectiveness have yielded inconsistent results because of 

methodological weaknesses and lack of control (Cornwell and Maignan 1998). Mc 

Donald (1991) recommends using more accurate measures of sponsorship attitude effects 

by creating scales that measures concepts like friendliness, goodness and closeness to 

community. These measures would be more likely to appreciate sponsorship’s perception 

among a larger population than sponsor’s customers only.  

Theoretical Framework of Sponsorship: 

Much of the research conducted on sponsorship was empirically driven and shows 

a serious lack of theory development (Cornwell and Maignan 1998). Actually, scholars 

have posited some theoretical processes, but none of them did a direct investigation of a 
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process per se (Cornwell 2005). As a result, there is a large battery of possible 

frameworks, but no certitude on how individuals process sponsorship information 

(Cornwell and Maignan 1998). An understanding of how sponsorship stimulus is 

processed by fans and consumers in general will help identify the variables that have an 

impact on consumers’ response. Great attention will be accorded to these variables in any 

sponsorship implementation to insure its success. 

Frameworks Based on Low Processing 

Generally sponsorship messages are limited to brand or company names and this 

may cause mere exposure effect (Hansen and Scottwin 1995). Mere exposure theory 

suggests that repeated exposure to a stimulus can engender familiarity, which, through a 

low involvement processing, can turns to liking and preference (Hoyer and McInnis 2003 

p.159). Cornwell (2005) considers that the mere exposure model might play an important 

role in sponsorship processing since most of the sponsorship stimuli rely on peripheral 

cues. Crimmins and Horn considered that sponsorship was making consumers use their 

“elementary human calculus a process as unconscious as digestion” (Crimmins and Horn 

1996, p. 12). The calculus was first described by Heider in 1946 when he introduced the 

balance theory. Balance theory argues that individuals continually seek to put their 

beliefs in balance. Thus, when a highly valued object is linked with a lowly valued one, 

consumer will have to lower the value of one or raise the value of the other to keep their 

belief in balance. In terms of sponsorship, consumers will tend to raise the value of the 

sponsor if it is linked to an activity valuable to them (Cornwell 2005). 

Frameworks Based on High Processing  

 Other research explored sponsorship theoretical frameworks from a high 

processing perspective. This category of research considered that congruence or matching 
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between the sponsor and the event or activity was enhancing storage in memory and 

retrieval of information (Cornwell 2005). Congruence theory suggests that the storage in 

memory and retrieval of information are influenced by prior expectations. Therefore 

people best remember information that is congruent with prior expectations (Cornwell 

and Maignan 1998).  In other words, consumer will be more likely to store and remember 

information influenced by similarity or relatedness, such as a running event sponsored by 

a running shoe.  Another category of scholars go beyond simple pairing of event and 

sponsor from a functional perspective, running event and shoes, by advocating a pairing 

in terms of images. Unrelated sponsor and event, Oil Company and the Olympic Games, 

can be paired if both are portrayed as striving for excellence. Referred to as Articulation 

theory, research in this area considers the overlap in existing images and meanings 

between sponsor and event (Cornwell 2005). A similar approach considering image 

effects is the meaning transfer theory developed my McCracken (1989). Originally 

developed to understand the effect of celebrity endorsements, this theory posits that the 

event’s attributes transfer to the sponsor through the sponsorship process. Many examples 

were cited in the literature to explain how transfer theory applies to sponsorship. IVECO 

trucks were perceived in the U.S. market as weak European vehicles. Through their 

sponsorship of heavyweight boxing, the company was able to change the image of its 

trucks to strong vehicles by associating with a macho activity. Similarly, Gillette the 

American company became less American in the British consumers’ mind with its 

involvement with cricket (Meenaghan 1991). 
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Hansen and Scotwin (1995) suggest that all possible theoretical formulations do not 

necessarily rule out but, rather complement each other in an attempt to understand how 

sponsorship works. A thought also share by Cornwell (2005). 

Leveraging a Sponsorship 

Sponsorship was presented earlier to be a composition of two elements, 1) buying 

and 2) exploiting an association with an event, team, group etc (Cornwell and Maignan 

1998, Meenaghan 1991, Otter 1988 , Walliser 2003). This second element of the 

definition, “exploiting a sponsorship association”, has been used by scholars under 

different appellations: exploitation, sponsorship linked marketing and leverage. Otker 

(1998) defined the exploitation of a sponsorship association as “the potentiation of a 

sponsorship relation by using other marketing and communication activities”. Cornwell 

et al (2001) described sponsorship linked marketing as “the orchestration and 

implementation of marketing activities for the purpose of building and communicating an 

association to a sponsorship”, and presented “leverage” as the use of advertising and 

promotion to support the sponsorship. Cornwell et al (2005) have also used the 

appellation collateral communication to refer to activate or leverage a sponsorship 

relation between a brand and a property. For the purpose of this study the appellation 

exploitation of sponsorship will be avoided as the word exploitation carries a negative 

connotation of abuse. This study is trying to find optimal levels of “exploitation” and so 

the appellation “leverage” will be used in stead. Meenaghan (1991, p.43) defined 

leverage as “the additional effort, largely promotional, which must be invested by the 

sponsor in order to properly exploit the opportunity exploit the opportunity provided”. 

Literature revealed a shared belief that leverage plays an important role in the 

performances of sponsorship programs (Cornwell et al 2005, Crimmins and Horn 1996, 
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Kinney and Mc Daniel 1996, Lardinoit and Quester 2001, Meenaghan 1998, Otker 1988). 

Cornwell and Maignan even consider even that “the marketing communication value of 

sponsorship is null unless the sponsor actively promotes the relationship established with 

the organizer of a special event or activity” (Cornwell and Maignan 1998, p.11). The 

present section will try to answer why leverage plays such an important role in the 

success of a sponsorship program, how to leverage a sponsorship relation according to 

existing literature and the areas not yet covered by this latter. From that point the chapter 

will introduce the research question of this study. 

Why Leverage a Sponsorship Relation? 

For the purpose of this study we defined sponsorship as a marketing tool used to 

achieve marketing objectives either at the corporate or the brand level. Therefore, as any 

other marketing tool, sponsorship should 1) reach consumers, 2) impact the target market 

3) while considering the environment. 

Reach of consumers 

 From a rational marketing perspective, sponsorship can only be justified by 

amortizing the costs of sponsorship rights across the expected impact on a large number 

of consumers (Crimmins and Horn 1996). After analyzing 87 sponsorships in selected 

industries, Javalgi et al found that primary objectives of sponsor were consumer 

objectives. The main reason presented by managers was: “A sponsorship worth a million 

of dollars primarily because it can have an impact on millions of consumers” (Crimmins 

and Horn 1996, p.11). However, most sponsorship contracts include no more than two 

boards around a soccer stadium, the name of a company at the feet of a poster and a VIP 

party and Otker (1988) points out that it is hardly realistic to expect such elements of 

sponsorship to have an influence on awareness or image of a company. Brands fail to link 
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their name to the sponsored event or organization because they do not commit their own 

marketing dollars to communicate the link (Crimmins and Horn 1996). Therefore the first 

reason to leverage a sponsorship seems to be forging a link between the sponsor and the 

sponsored activity in consumer’s mind to make him aware of the sponsorship relation. 

Scholars consider that one of the elements that contribute the most to sponsorship success 

is visibility of the sponsor (Otker 1988, Stipp and Schiavone 1996) as it makes an 

association better known to the target group (Otker 1988). A brand should then take 

responsibility for communicating about its sponsorship to consumers and if the brand 

cannot afford that, then the bran cannot afford sponsorship at all (Crimmins and Horn 

1996). Stipp and Schiavone (1996) even say that sponsorship is an investment that 

requires an investment. 

 Impacting the target market 

Mere exposure to a brand may create awareness, but awareness alone may not 

capture a unique position in consumer’s minds (Cornwell et al 2005). Otker (1988) insists 

that recall or awareness of stadium boards are not in any way an objective of sponsorship. 

Measuring visibility/awareness will then leave the question of message about the brand 

and its impact on consumer unanswered: “Is being seen in an arena communicate a 

message about a brand different than being seen in the side of building somewhere” 

(Crimmins and Horn 1996, p. 12). Further sponsorship does not carry with it a 

meaningful communication component (Cornwell et al 2001). The poor content of the 

sponsorship message combined with a lack of control leave consumers to draw their own 

conclusions from a logo appearing on a poster or in an arena (Meenaghan 2001). 

Therefore, leveraging a sponsorship is undoubtedly a way to increase visibility, but it 

represents also a way to have some control over the message the sponsor wants to send 
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by connecting his brand to an event or organization. More control over the messages 

would improve clarity of the message, strengthen memory links and facilitate affect 

transfer: 

Crimmins and Horn (1996) insist that sponsors who were able to translate 

recognition of their sponsorship into improved brand perceptions were those who made 

the conclusion to be drawn from the sponsorship very clear to their target in the message 

of their sponsorship leverage. Cornwell et al (2005) suggests that the nature of leveraging 

activities is central to the communication effects achieved by sponsorship as creative 

leverage can not only establish a link between the sponsor and the activity in consumer’s 

mind, but also create stronger trace in memory. Thus an effective leverage drain the 

activity values onto the brand (Meenaghan 1999), resulting in a positive affect transfer 

from the event to the sponsoring brand (Kinney and McDaniel 1996), a sort of “halo 

effect” that benefits the sponsor insofar as the initial attitudes to the event were favorable 

(Stipp and Schiavone 1996). 

Considering the environment 

 Similarly to media advertising, sponsorship has become a cluttered and 

competitive promotional vehicle (Kinney and McDaniel 1996). Therefore, leveraging a 

sponsorship is not only important to its overall effectiveness but also a way to reduce 

confusion that arises from clutter (Cornwell et al, 2000) and block ambushers 

(Meenaghan 1996).  

Clutter. The term clutter was originally coined to reflect the crowding of 

commercials allowed in a commercial break. The application of this concept to an event 

spectator experience is appropriate both in stadiums and for the televised audience. 
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Sufficient visibility has proven to be necessary to reduce negative effects of clutter on 

individuals’ recall and recognition of sponsorship stimuli (Cornwell et al 2005).  

Ambush marketing. The concept of ambush marketing is defined in literature as a 

“planned campaign by an organization to associate itself indirectly with an event in order 

to gain at least some of the recognition and benefit that are associated with being an 

official sponsor” (Sandler and Shani 1989, p.9). By engaging in promotions and 

advertising, that associate their names indirectly with the event, ambushers confuse the 

buying public as to which company really holds sponsorship rights. Ambushers then 

fulfill: Brand awareness and brand image which are objectives available only to sponsors; 

generate goodwill which is consumers’ natural reaction to support for an activity they are 

involved with; and lessen considerably sponsors’ benefits (Meenaghan 1996, Sandler and 

Shani 1989). Meenaghan distinguishes three types of ambush strategies; sponsorship of 

the broadcast of the event, sponsorship of subcategories within the event (such as specific 

team), or development of specific promotion that coincide with the event. As companies’ 

environment grows more and more competitive, marketers will use any opportunity that 

can help them take a lead (Kotler 1997). This idea is clearly stated in the following 

citation from Jerry C. Welsh former head of worldwide marketing at American Express: 

“There is a weak minded view that competitors have a moral obligation to step back and 

allow an official sponsor to reap all the benefits from a special event. They have not only 

the right but an obligation to shareholders to take advantage of such events” (Meenaghan 

1996, p.109). Official sponsors have to expect actions from their competitors and take 

appropriate strategies accordingly whenever they engage in a sponsorship relation. 

Research interest is split almost evenly between sponsorship strategies and counter 
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strategies (ambushing) (Walliser 2003), which gives an idea on the importance of the 

question. Ambushing is a natural reaction in a competitive market, a reaction familiar to 

experienced and expert sponsors. Therefore it is their responsibility to come through loud 

and clear to say they are sponsors as there is considerable research to support the belief 

that proper sponsorship exploitation minimizes the effects of ambushing (Meenaghan 

1996). Therefore to achieve any benefit from being a sponsor it is necessary for a 

company to heavily advertise the fact that they are official sponsors. Buying the right to 

be an official sponsors is only a license to spend more money (Sandler and Shani 1989).  

How to Leverage a Sponsorship? 

Current research has provided with information on the weight of leverage, the 

nature of leverage, the timing of leverage, the message content, and the scale of leverage. 

The weight of leverage  

The industry norm in order to ensure adequate exploitation of a sponsorship is to 

match dollar for dollar the leveraging expenditures with the cost of sponsorship property 

rights (Kinney and McDaniel 1996, Meenaghan 1991, 1996, 1998). However this 

commonly agreed on norm has never been supported by any empirical evidence. It was 

only in 2001 that Quester and Thompson provided evidence to support this norm. The 

authors compared how three different companies of the same sponsorship opportunity 

achieved their objectives to a various extent depending on the weight of their leveraging 

investment. The company that leveraged its initial investment by a corollary budget was 

able to achieve more both in awareness and image change than the companies who 

invested less than their initial investment (Quester and Thompson 2001). 
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The message 

 Leveraging a sponsorship is necessary to create awareness of the sponsorship, and 

to have some sort of control over the content of the message instead of a mere exposure 

to the sponsor’s logo. Crimmins and Horn (1996) think that to translate recognition of 

sponsorship into improved brand perceptions, sponsors need to make the meaning of the 

sponsorship clear. In other words, the message carried by sponsorship leverage should 

emphasize the conclusion that the target market has to draw. Consumer will not work to 

understand what the sponsor is trying to tell them, they should be told how to interpret 

the connection between the brand and the activity. This effort is necessary even if the link 

between the sponsor and the activity is clear and especially if it is not.  

Duration of leverage  

The perceptions created by a controlled message of sponsorship leverage are 

perishable. No matter how strong these perceptions can be, if not supported and defended 

over time they will fade (Crimmins and Horn, 1998). The period for potential impact is 

far larger than the period immediately surrounding an event as fans are impressed by 

sponsors long before the event. Thus many contemporary event marketers leverage their 

sponsorship investment before during and after an event (Kinney and McDaniel 1996). 

Crimmins and Horn (1998) recommend extending the duration of sponsorship leverage as 

much as possible to avoid wasting any potential opportunity to make an impact on the 

target market.  

 Leveraging sponsorship at the right scale  

Sponsorship without leverage is nearly always suboptimal but leverage must be 

done at the right scale, not too little and not too much (Otker, 1988). Leveraging at the 

right scale is a concept that includes the weight of leverage and salience of the sponsor. 
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Salience can be defined as the characteristic of an element that stands out from the larger 

context in which it is placed because it is bright, big, complex, moving or prominent in its 

environment (Hoyer & McInnis 2003, p188). Meenaghan (2001a, 2001b) notes that 

consumers are sensitive to the potential for sponsor abuse. They consider that the 

sponsored activity does not provide the sponsor with an unfettered opportunity for 

publicity. Consumers in general and those highly involved with the sponsored activity in 

particular are very likely to develop negative attitudes toward the sponsors in case of 

excessive leverage, resulting in a lessened Sponsor’s goodwill/gratitude. Moreover, 

consumers’ tolerance to leverage varies considerably according to the nature of the 

sponsored activity. While sport and mass arts permit the greatest level of leverage 

without giving offense, social and environmental causes are only capable of limited 

exploitation without causing consumer anxiety and reactance (Meenaghan, 1999, 2001a, 

2001b). Thus, in pursuing image benefits, managers need to carefully select the activity 

and be aware that the manner with which they leverage their sponsorship will have image 

consequences and will determine sponsorship effectiveness (Meenaghan 1999). 

Limits of Literature on Sponsorship Leverage 

Scholars highly recommend leveraging a sponsorship to increase its chances of 

success. Surprisingly, this area of sponsorship management received very little attention. 

An analysis of literature limits in this area will provide a base to introduce the research 

question of this work.  Concerning the weight of leverage, Quester and Thompson (2001) 

provided evidence of a positive relationship between the weight of leverage and 

sponsorship effectiveness. However, the authors did not estimate the ratio that would 

optimize the sponsorship investment. Does a larger leveraging amount would be more 

effective, or is there a wear out effect that occurs from a certain weight (Quester and 
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Thompson, 2001)? Sponsors spend sometimes three to for times their initial investment 

to leverage a sponsorship and literature did not provide any evidence on the optimal 

weight of sponsorship leverage. Considering the growing trend of rationalizing marketing 

expenses this question should have received more attention. The nature of activities to be 

implemented to leverage a sponsorship is also an area where literature is inexistent. 

Scholars do think that sponsorship leverage can be achieved through a variety of 

marketing communication tools like advertising, sweepstakes, venue signage and on site 

sampling (Cornwell 2005, Kinney & McDaniel 1996, Lardinoit and Quester 2001), and 

that these communications tools should be integrated into to the existing marketing 

communication plan (Otker 1988). However, except Lardinoit and Quester (2001) who 

analyzed the interaction effects of on site boards with television spots, literature is 

inexistent on the respective contribution of each marketing communication tool and their 

interaction on the effectiveness of sponsorship leverage. Finally, the execution of 

advertising messages did not receive any attention as a research question. Elements such 

as the source of the message, salience of the sponsor and the sponsored activity have not 

been investigated at all from a sponsorship perspective. This research project seeks to 

analyze some considerations in the execution of advertisements leveraging a sponsorship 

relation. 

Hypothesis Development 

Using Lasswell’s communication model, Stern (1994) suggested a model specific 

to advertising by stating its components in marketing terms. Sender, message and source 

were transformed to sponsor, advertisement and consumers (sponsor must be understood 

as sponsor of the message not sponsor of an activity). More than a semantic exercise the 

components in Stern’s model are multidimensional constructs able to “capture the 
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interactivity of communicative intercourse between advertisers and consumers” (Stern 

1994, p.5). In this model, the sponsor is composed by the advertiser (the company paying 

for the advertisement), the author (the copywriter in the creative team) and the persona 

(the communicator within the advertisement). The message was defined as a discourse 

that can take three different forms derived from drama research: autobiography, 

narration, and lecture. Finally, consumers were defined as a construct of implied 

consumer, sponsorial consumer and actual consumer. 

 

 

 

 

 

 

 

Figure 2-1.  Stern’s advertising model of communication 

The source has received great attention in advertising research. Source credibility 

and source identification were found to be crucial elements in the persuasion process 

(Wilson and Sherell 1993). A source was considered credible when her statements are 

considered valid and truthful and thus worthy of consideration. Identification with the 

source is more likely to occur if recipients consider the source similar or likeable 

(attractive). Unfortunately, copy research did not extend its investigations to sponsorship 

leveraging advertisements which context is really different from the one of traditional 

advertisements. Meenaghan (2001) even suggests a different model of communication 

including the sponsored activity as an element as an integral part in the process, sending 
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and receiving stimulus. Based on Meenaghan’s model we suggest the following model of 

communication for sponsorship: 

 

 

 

 

 

 

 

 

 

Figure 2-2.  Meenaghan’s sponsorship model 

Literature has shown that sponsors achieve image objectives by associating their 

corporate/product brand name with an activity. These objectives are more likely to be 

achieved if the sponsor communicates to consumers the conclusions they need to draw 

from the sponsorship relation. However, “Copy can be the voice of the advertiser, 

boasting about its merits in bald, or copy can be the voice of a friend, a trusted adviser” 

(Burton 1999). A not-for-profit spokesperson was proven to be more persuasive in 

addressing consumers (source). Its credibility was, however, diminished when perceived 

as with financial motivation (Wiener and Mowen, 1986). Stern (1993) suggests that a 

spokesperson, even a celebrity, is a crafted “Persona” to convey a certain a number of 

values in an advertisement to persuade consumers. The real person is always different 

from the persona he/she plays in the advertisement. The risks that the spokesperson might 

be different in real life than in advertising or that he/she could be financially motivated 
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do not exist with the sponsored activity as a message source. As Meenaghan’s model 

shows, the activity is an integral part of the communication model. Copy writers will not 

have to craft it any differently to make it meaningful to the advertising message since it 

already possesses meanings that attract fans and that the sponsor is interested to transfer 

to the corporate/product brand image. Further, the activity had received a sort of support 

(financial or other) but it had delivered to the sponsor association rights and to the fans 

one or a series of events. The spokesperson in an advertisement does not deliver anything 

to the consumers as a real person. Therefore, the first hypothesis of this study is: 

H1: In sponsorship advertising, the sponsored activity as a source of the message 
will generate more positive attitudes than the sponsor as a source of the message. 

 
The message in an advertisement leveraging a sponsorship relation should make 

clear statements about the conclusions consumers should make from the sponsorship 

relation (Crimmins and Horn, 1996). But to make the message effective, the creative staff 

needs to choose the right way to present their argument as the way a message is shaped 

can have consequences on the effects of the content of message. From narratology theory 

and techniques of story telling Stern (1991) identified three forms of presenters – the first 

person narrator, the third person narrator and the absent narrator – each one with a 

particular effect on the message. The first person narrator gives a story about himself 

(autobiography). Using an “emotional appeal”, this type of presenter “expresses personal 

values feelings and attitudes.” His use of “I” or “We” creates intimacy and establishes 

personal relationship with the audience. Considered a credible presenter, he is seen as 

revealing the company’s soul rather trying to persuade.   The use of “We” can even 

generate greater consumer attitude since it can be seen a bond between the company as a 

whole (workers, executives etc) and society at large (not only consumers). His 
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weaknesses are that he can appear as concentrating on himself lacking knowledge about 

the others, which might get boring. The third person narrator gives a story about someone 

else calling characters by their names or he/she/it (narration).  Different from the first 

person narrator, the third person narrator gives factual information about products, 

companies or users not himself. His opinion is considered trustful since he is not 

personally involved in the story. One of his weaknesses is that he might be too 

knowledgeable for an outsider not really involved in the story. Finally, the absent 

presenter is a narration mode where characters interact with each others without any one 

to present them. The message is conveyed through a dialogue between the characters 

(drama). This narration form can make consumers assimilate to the characters and their 

situation. However, when it does not succeed, consumers might end up confused, unable 

to draw conclusions about the advertising message. Since sponsorship’s objective is to 

associate one company’s or product name with an activity with which consumers have 

emotional bounds, it seems that using an emotional appeal will generate a better attitude 

toward the message and the brand than a factual appeal. Therefore, the second hypothesis 

of this study is: 

H2: In sponsorship advertisement a first person narration mode will generate more 
positive attitudes than a third person narration mode.  

Unfortunately, the absent narrator will not be considered in this study given the 

difficulty to find and manipulate an advertisement leveraging a sponsorship relation by 

featuring an interaction between two or more characters.  

If McCracken’s mean transfer theory is applied to sponsorship, it might be seen as 

a way to translate an emotional relationship between fans and an activity to a similar 

relationship between fans and a corporate/product brand name. The concept of fan 
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involvement was defined as “the extent to which consumers identify with, and are 

motivated by, their engagement and affiliation with particular leisure activities. Fan 

involvement can help to explain the very different reactions of consumers to individual 

sponsorships as compared to advertisements” (Meenaghan 2001a, 2001b). Given the 

strong interest fans have about their leisure activity, it can be assumed their attitudes 

toward a message about message related to their activity will be much more improved 

than non fans of that activity. The third hypothesis of this study will be: 

H3: Sponsorship advertising will generate more positive attitudes toward the 
sponsorship, attitudes toward the ad and attitudes the brand among consumers that 
are highly involved with the sponsored activity (fans) than consumers that are not 
involved with the sponsored activity (non fans). 

Meenaghan (2001a, 2001b) insists that promoting a sponsorship relation needs 

careful attention since consumers that are highly involved with the sponsored activity, are 

sensitive to any sponsor abuse. If consumers highly involved with the sponsored activity 

consider the sponsorship as beneficial the sponsor will be rewarded with goodwill, and if 

they consider the sponsorship to be overexploiting they will sanction the sponsors with 

negative attitudes. Given the emotional relationship between the highly involved 

consumers and the sponsored activity, the source and narration mode might have a 

different effects on them than consumers non involved with the sponsored activity.   

H4: Consumers that are highly involved with the sponsored activity will 
 develop more  positive attitudes than consumers that are not involved with 
 the sponsored activity if the sponsored activity is the source of the  sponsorship 
advertising. 

 H5: Consumers that are highly involved with the sponsored activity will 
 develop more  positive attitudes than consumers who are not involved with 
 the sponsored activity if sponsorship advertising uses a first person narration 
 mode.  
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CHAPTER 3 
METHODOLOGY 

To answer the research questions stated earlier, an experimental was conducted. 

Using a 2x2x2 factorial design (Sponsor/Sponsored activity as source, First/Third person 

narration mode and High/Low involvement the sponsored activity) the experiment 

evaluates consumers’ attitudes toward the sponsorship relation, the sponsorship 

advertising and the sponsor  

Measurements 

Independent Variables 

Source in the print ad 

  Sponsor 

  Sponsored activity 

Narration mode 

  First person narrator 

  Third person narrator 

Involvement with the sponsored activity 

 (Measured within group difference) 

  High 

  Low   

Involvement was measured using the enduring involvement scale developed by 

Zaichkowski (1985) commonly referred to as “Personal Involvement Inventory”. The 

original scale counts 20 items measured on 7 seven points, but Lichenstein and 
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colleagues (1988) used only 11 of them. These same 11 even items were used in this 

study. 

Table 3-1.  Enduring involvement – Personal inventory involvement 
 

 

 

 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Dependant Variables 

  Attitude toward the sponsorship. 

  Attitude toward the ad. 

  Attitude toward the sponsors. 

Attitude toward the sponsorship 

Attitude toward the sponsorship was measured using a scale measuring attitude 

toward the act developed by Maheswaran and Meyers Levy (1990). The 7 point scale is 

composed by 4 items including statements and bipolar adjectives. 

  

Name of object 

1.  Important 1 2 3 4 5 6  7 Unimportant 

2. Of no concern 1 2 3 4 5 6 7 Of concern to me 

3. Irrelevant 1 2 3 4 5 6 7 Relevant 
 
4. Means a lot        Means nothing 
 to me   1 2 3 4 5 6 7 to me 
 
5. Valuable 1 2 3 4 5 6 7 Worthless 
 
6. Beneficial 1 2 3 4 5 6 7 Not beneficial 
 
7. Matters         Doesn’t matter  
 to me  1 2 3 4 5 6 7 to me 
  
8. Boring  1 2 3 4 5 6 7 Interesting 
 
9. Unexciting  1 2 3 4 5 6 7 Exciting 
 
10. Appealing 1 2 3 4 5 6 7 Unappealing 
 
11. Essential 1 2 3 4 5 6 7 Nonessential 
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Table 3-2.  Attitude toward the act 
     
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Attitude toward the sponsorship message 

Attitude toward the ad was measured using a 14 item, Likert like 5 point scale. 

Table 3-3.  Attitude toward the ad 
 

 

 

 

  
 
 
 

Attitude toward the sponsor 

Attitude toward the brand was measured using a 7 points scale composed by 9 

bipolar items. The scale was developed by La Tour and Rotfeld in 1997.   

We are interested in your attitudes about the information provided to you and about 
For each of the following questions, please indicate how you feel by circling the one number on each of these 
scales that best represents the way you feel about it. 
 
  1. How useful do you feel it would be to take a ……….? 
 
Not at all useful 1 2 3 4 5 6  7 Extremely useful 
 
   
  2. Would you say your overall opinion about the………… is? 
 
Extremely unfavorable 1 2 3 4 5 6 7 Favorable 
 
   
  3. Would you say the…………..is: 
 
An extremely          An extremely 
bad idea   1 2 3 4 5 6 7 good idea 
 
   
  4. Would say that regularly taking the………… is: 
 
Means a lot to me  1 2 3 4 5 6 7       Means nothing to me 

Please tell us how well you think each of the words listed below describes the ad you have just seen by 
putting a number to the right of the word. Here we are interested in your thoughts about the ad, not the brand 
or product class. If you think the word describes the ad extremely well, put a 5; very well, put a 4; fairly well, 
put a three; not very well, put a 2; not at all well, put a 1.  
 

1. Believeable 
2. For me 
3. Informative 
4. Interesting 
5. Irritating 
6. Meaningful to me 
7. Phony 

 

8. Ridiculous 
9. Terrible 
10. Valuable 
11. Worth remembering 
12. Liked the ad 
13. Enjoyed the ad 
14. Found ad to be good 
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Table 3-4.  Attitude toward the brand 
 

 
 
 
 
 
 
 
 
 
 
 

Pre Test 

To determine the sponsor and the activity that was used in the treatment stimuli a 

pre-test was conducted to evaluate: 

Perceptions of three potential sponsors. 

 Involvement with three sport activities.  

Using the measurements described earlier, a sample of college students (n=64) 

were asked about their perceptions of three brands: Adidas, McDonald’s and Gillette, and 

about their personal involvement with three sports: Soccer, Football and Basketball. 

Results have shown that attitudes toward McDonald’s and involvement with Soccer 

presented a more normal distribution of cases across variables’ values. Indeed, Adidas 

and Gillette had strong positive image among a majority of cases and Football and Soccer 

had either cases that were strongly involved or cases not involved at all.    

Table 3-5.  Pre test results for brands 
 Adidas McDonald’s Gillette 

Mean 5.40 4.23 5.32 
Standard Deviation 0.86 1.09 0.87 

N 64 64 64 
 

 

No, definitely not  1 2 3 4 5 6 7 Yes, definitely 

 

1. High quality      
2. Unsatisfactory 
3. Appealing 
4. Inferior 
5. Interesting 

6. Desirable 
7. Good 
8. Useful 
9. Distinctive 
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Table 3.6: Pre test results for sports 

 Soccer Football Basketball 
Mean 3.43 4.70 5.04 

Standard Deviation 1.57 1.54 1.37 
N 64 64 64 

 

Development of Stimuli 

Based on the pre test results, McDonald’s was retained as a sponsor and Soccer as a 

sponsored activity. Four colored print ads were then developed featuring a sponsorship 

relation between McDonald’s and the Federation International of Football Association 

(FIFA) for the Soccer World Cup in Germany this summer. The four ads were having the 

following specificities: 

First print advertisement: McDonald’s is the source of the message using a first 

person narration mode through its president Michael Roberts (Appendix 2). 

Second print advertisement: FIFA is the source of the message using a first person 

narration mode through its president Joseph Blatter (Appendix 3). 

Third print advertisement: McDonald’s is the source using a third person narration 

(Appendix 4). 

Fourth print advertisement: FIFA is the sponsor using a third person narration 

mode. 

Experimental Procedure 

A booklet was produced containing one type of the four colored print 

advertisements presented earlier along with two other actual print advertisements. One of 

them for Kool, a tobacco brand, was run by the magazine Sports Illustrated and the 

second for L’Oreal was run by the magazine Vogue.  The booklet was organized as 

follow: (1) Informed consent, (2) Global presentation of the study’s objectives 
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(3)Presentation of one print advertisement, (4) Identification of the brand, 

(5)Identification of the medium where the print advertisement was taken from. The 

presentation for the McDonald’s print advertisements pretended that the ad was run by 

the magazine Sports Illustrated. 

Questions about the print advertisement, 2 pages of questions for each print 

advertisement. The questions for the three print advertisements where made as much 

similar as possible.  

Print advertisement 2 and questions. 

Print advertisement 3 and questions. 

The order of the three print advertisements and the nature of each treatment were 

randomly determined for each booklet. 

Participants 

A total of 229 college students where asked to participate in the study for extra 

credits. Students were told that the study is about perceptions of advertising in general 

with no other specification. They were then handed the booklets and asked to read the 

instructions, look at the advertisements and answer the questions on class. Students had 

all the time necessary to complete the questions with the possibility to go back to the 

advertisements if considered necessary. The involvement with soccer mean score for all 

respondents was (m=3.59). Respondents with a mean score larger than (m=3.59) were 

classified as high involvement consumers. Respondents with mean score smaller than 

(m=3.59) were classified as low involvement consumers. 
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Table 3-7.  Sample size 
 
 

 
 
 
 
 

 

Level of Involvement 
Narration mode Source High 

Involvement 
Low 

Involvement 
Total 

Sponsor 31 22 First person Activity 25 35 108 

Sponsor 29 26 Third person Activity 28 27 115 

Total 113 110 223 
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CHAPTER 4 
RESULTS 

A multiple analysis of variance (MANOVA) was conducted to identify the effects 

of source, narration mode and involvement on the three constructs that measure attitude. 

MANOVA is usually used to analyze the effects of many categorical independent 

variables on many interrelated continuously measured variables.  

 

• H1: In sponsorship advertising, the sponsored activity as a source of the message 
will generate more positive attitudes than the sponsor as a source of the message. 

Table 4-1.  Main effect of source. 
Dependent 
Variables 

Sum of 
squares Df Mean square F Sig. 

Attitude toward  
the sponsorship 3.61 1 3.61 2.13 0.14 

Attitude toward  
the advertisement 1.59 1 1.59 2.65 0.11 

Attitude toward  
the sponsor 0.98 1 0.98 0.64 0.42 

 

Table 4-2.  Means by type of source. 

 

Dependent 
Variables Source Mean Standard Deviation N 

Sponsor 4.97 0.54 104 
Activity 4.73 0.66 114 Attitude toward 

the sponsorship Total 4.85 0.61 218 
Sponsor 3.32 0.76 104 
Activity 3.16 0.79 114 Attitude toward 

the advertisement Total 3.24 0.78 218 
Sponsor 4.16 1.27 104 
Activity 4.28 1.22 114 Attitude toward 

the sponsor Total 4.23 1.24 218 

Wilks’ Lambda=.98, F=1.8, Hypothesis df=3, Error df=208,000, Sig=.15
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Differences in means are not statistically significant which make it impossible to 

conclude that the message source had any effect on all three types of attitudes. Thus, H1 

was not supported. 

 

• H2: In sponsorship advertisement a first person narration mode will generate more 
positive attitudes than a third person narration mode.  

Table 4-3.  Main effect of narration mode. 
Dependent 
Variables 

Sum of 
squares Df Mean square F Sig. 

Attitude toward  
the sponsorship 8.19 1 8.19 4.83* 0.03 

Attitude toward  
the advertisment 2.14 1 2.14 3.57 0.06 

Attitude toward  
the sponsor 8.48 1 8.48 5.57* 0.02 

 

Table 4-4.  Means by narration mode. 
Dependent 
Variables Source Mean Standard Deviation N 

First person 5.04 1.18 110 
Third person 4.66 1.20 108 Attitude toward 

the sponsorship Total 4.85 1.31 218 
First person 3.33 0.72 110 
Third person 3.14 0.82 108 Attitude toward 

the advertisement Total 3.24 0.78 218 
First person 4.42 1.24 110 
Third person 4.03 1.22 108 Attitude toward 

the sponsor Total 4.23 1.24 218 
 

 

The first person narration mode generates better attitudes toward the sponsorship 

and attitudes toward the sponsor than the third person narration mode with respective 

means of (m=5.04 compared to m=4.66) and (m=4.42 compared to 4.03). Means for 

attitude toward the sponsorship and attitude toward the sponsor are statistically 

significant at a 95% confidence level. Mean differences for attitude toward the 

advertisement were not statistically significant. H2 was partially supported. 

Wilks’ Lambda=.97, F=2.52, Hypothesis df=3, Error df=208,000, Sig=.06

*p<0.05 
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• H3: Sponsorship advertising will generate more positive attitudes among 
consumers that are highly involved with the sponsored activity (fans) than 
consumers that are not involved with the sponsored activity (non fans). 

Table 4-5.  Main effect of involvement. 
Dependent 
Variables 

Sum of 
squares Df Mean square F Sig. 

Attitude toward  
the sponsorship 1.33 1 1.33 0.79 0.38 

Attitude toward  
the advertisment 0.10 1 0.10 0.17 0.68 

Attitude toward  
the sponsor 1.40 1 1.40 0.92 0.34 

 

Table 4-6.  Means by level of involvement. 

 

 

Differences in means for low and high involvement are not statistically significant. 

It was impossible to conclude that involvement with sponsored activity had any effect on 

attitudes. H3 was not supported. 

• H4: Consumers that are highly involved with the sponsored activity will develop 
more positive attitudes than consumers who are not involved with the sponsored 
activity if sponsorship advertising uses a first person narration mode.  

Table 4-7.  Interaction effect of involvement and narration mode. 
Dependent 
Variables 

Sum of 
squares Df Mean square F Sig. 

Attitude toward  
the sponsorship 0.00 1 0.00 0.00 0.98 

Attitude toward  
the advertisment 0.15 1 0.15 0.25 0.62 

Attitude toward  
the sponsor 3.49 1 3.49 2.29 0.13 

 

Dependent 
Variables Source Mean Standard Deviation N 

Low involvement 4.77 1.18 110 
High involvement 4.92 1.43 108 Attitude toward 

the sponsorship Total 4.85 1.31 218 
Low involvement 3.22 0.66 110 
High involvement 3.26 0.88 108 Attitude toward 

the advertisement Total 3.24 0.78 218 
Low involvement 4.30 1.18 110 
High involvement 4.15 1.31 108 Attitude toward 

the sponsor Total 4.23 1.24 218 

Wilks’ Lambda=.99, F=.90, Hypothesis df=3, Error df=208,000, Sig=.44
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Table 4-8.  Means by involvement and narration mode. 
Dependent 
Variables Involvement Narration 

Mode Mean Standard 
Deviation N 

First person 4.97 1.13 54 Low 
involvement Third person 4.58 1.20 56 

First person 5.10 1.23 56 High 
involvement Third person 4.73 1.61 52 

Attitude toward 
the sponsorship 

Total 4.85 1.31 218 
First person 3.30 0.61 54 Low 

involvement Third person 3.14 0.70 56 
First person 3.37 0.82 56 High 

involvement Third person 3.14 0.94 52 

Attitude toward 
the advertisement 

Total 3.24 0.76 218 
First person 4.63 1.26 54 Low 

involvement Third person 3.98 1.00 56 
First person 4.23 1.20 56 High 

involvement Third person 4.07 1.43 52 

Attitude toward 
the sponsor 

Total 4.23 1.24 218 
 

 

Differences in means are not statistically significant. Conclusions regarding 

interaction of effects of narration mode and involvement with the sponsored activity 

cannot be drawn. H4 was not supported.  

 

• H5: Consumers that are highly involved with the sponsored activity will develop 
more  positive attitudes than consumers that are not involved with the sponsored 
activity if the sponsored activity is the source of the sponsorship advertising.  

Table 4-9.  Interaction effect of involvement and source. 
Dependent 
Variables 

Sum of 
squares df Mean square F Sig. 

Attitude toward  
the sponsorship 0.15 1 0.15 0.09 0.76 

Attitude toward  
the advertisment 0.51 1 0.51 0.85 0.36 

Attitude toward  
the sponsor 1.35 1 1.35 0.89 0.35 

 

 

 

 

Wilks’ Lambda=.98, F=1.17, Hypothesis df=3, Error df=208,000, Sig=.32
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Table 4-10.  Means by involvement and source. 

 

Differences in means are not statistically significant. Conclusions regarding 

interaction of effects of source and involvement with the sponsored activity cannot be 

drawn. H5 was not supported.  

• Extra Findings: Interaction effect between source, narration mode and level of 
involvement. 

Table 4-11.  Interaction effect of source, narration mode and involvement. 
Dependent 
Variables 

Sum of 
squares df Mean square F Sig. 

Attitude toward  
the sponsorship 0.86 1 0.86 0.51 0.48 

Attitude toward  
the advertisment 0.21 1 0.21 0.35 0.55 

Attitude toward  
the sponsor 0.52 1 0.52 0.34 0.56 

 

Dependent 
Variables Involvement Source Mean Standard 

Deviation N 

Sponsor 4.88 1.13 57 Low 
involvement Activity 4.65 1.22 53 

Sponsor 5.08 1.29 47 High 
involvement Activity 4.80 1.53 61 

Attitude toward 
the sponsorship 

Total 4.85 1.31 218 
Sponsor 3.35 0.59 57 Low 

involvement Activity 3.08 0.70 53 
Sponsor 3.29 0.92 47 High 

involvement Activity 3.23 0.86 61 

Attitude toward 
the advertisement 

Total 3.24 0.76 218 
Sponsor 4.17 1.21 57 Low 

involvement Activity 4.44 1.13 53 
Sponsor 4.16 1.35 47 High 

involvement Activity 4.15 1.29 61 

Attitude toward 
the sponsor 

Total 4.23 1.24 218 

Wilks’ Lambda=.98, F=1.24, Hypothesis df=3, Error df=208,000, Sig=.30
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Table 4-12.  Means by source, narration mode and involvement. 

Dependent 
Variables Involvement Narration 

Mode Source Mean Standard 
Deviation N 

Sponsor 4.93 1.21 29 First 
person Activity 5.01 1.05 25 

Sponsor 4.83 1.06 28 
Low 

Involvement Third 
person Activity 4.34 1.29 28 

Sponsor 5.27 1.03 22 First 
person Activity 4.99 1.35 34 

Sponsor 4.91 1.48 25 
High 

involvement Third 
person Activity 4.56 1.73 27 

Attitude toward 
the sponsorship 

Total 4.85 1.31 218 
Sponsor 3.42 .54 29 First 

person Activity 3.16 0.66 25 
Sponsor 3.29 0.64 28 

Low 
Involvement Third 

person Activity 3.00 0.75 28 
Sponsor 3.48 0.70 22 First 

person Activity 3.29 0.89 34 
Sponsor 3.12 1.07 25 

High 
Involvement Third 

person Activity 3.15 0.83 27 

Attitude  
toward the 

advertisement 

Total 3.23 0.76 218 
Sponsor 4.52 1.32 29 First 

person Activity 4.75 1.20 25 
Sponsor 3.81 0.98 28 

Low 
involvement Third 

person Activity 4.16 1.00 28 
Sponsor 4.16 1.42 22 First 

person Activity 4.27 1.05 34 
Sponsor 4.16 1.42 25 

High 
involvement Third 

person Activity 4.00 1.54 27 

Attitude toward 
the sponsor 

Total 4.23 1.24 218 
Wilks’ Lambda=.99, F=.47, Hypothesis df=3, Error df=208,000, Sig=.70 
 

Differences in means are not statistically significant. Conclusions regarding 

interaction of effects of source, narration mode and involvement with the sponsored 

activity cannot be drawn. 
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CHAPTER 5 
DISCUSSION AND CONCLUSION  

The purpose of this study was to analyze the effects on consumers’ attitudes of 

source and narration mode manipulations in a context of sponsorship advertising 

considering both fan and non fans of the sponsored activity.  

Hypothesis 1  

In sponsorship advertising, the sponsored activity as a source of the message will 

generate more positive attitudes than the sponsor as a source of the message. Literature 

presents enough evidence about the diminished credibility of a financially motivated 

source (Weiner and Mowen 1986). Based on that and on the presence of a not for profit 

entity in the Meenaghan communication model for sponsorship (Meenaghan 2001a) this 

study hypothesized that the sponsored activity would generate better attitudes than the 

sponsor if used as the source of the sponsorship advertising message. There was indeed a 

difference in attitudes between groups, but the obtained results cannot be generalized to a 

larger population.  The study used the area of sport as the sponsored activity as sport 

sponsorship is considered as a benchmark for all other forms of sponsorship (Quester and 

Thompson 2001). Probably, the heavy use of advertising and promotions techniques in 

the area of sport sponsorship made respondents insensitive to the differences between the 

messages of this study, especially that sponsorship advertisements are more likely to 

feature the sponsors as a source of the message. Another possible explanation could be 

the message similarity between the two sources. The message was framed identically for 

the sponsor as a source and the sponsored activity as a source and the only differences 
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were the signature and the logos’ places. It is possible that respondents were expecting a 

different form and style of communication or even content from each source which made 

them less sensitive to any possible effect.  

Hypothesis 2 

In sponsorship advertisement a first person narration mode will generate more 

positive attitudes than a third person narration mode. Stern (1991) suggests that the first 

person narration mode is more likely to create intimacy with the audience and establishes 

a personal relationship with them based on an emotional appeal by expressing personal 

values and feelings. It was hypothesized that this form of narration mode would be more 

appropriate to sponsorship advertising since the sponsorship model was built on an 

emotional relationship between the fans and the activity that sponsor was trying to 

transfer to his brand name. The first person narration mode generated better attitudes 

toward the sponsorship and attitudes toward the sponsor than the third person narration 

mode. It seems that developing positive attitudes toward the sponsorship and the sponsor 

is linked to the identification of the source. Indeed, using a first person narration mode 

lessens ambiguity on who is making the claim, thus generating more improved attitudes. 

Further, the first person narration appears to create the required intimacy that facilitates 

the creation of bonds between the source of the sponsorship advertisement message and 

the target audience. Conclusions on effects of the source on attitudes toward the 

sponsorship advertisement cannot be drawn from this study. However, this can be 

explained by the fact that the creative concept and its execution did not appeal to 

respondents. A more creative concept with a better execution would have certainly 

generated improved attitudes toward the advertisement with a first person narration 

mode. H2 was partially supported. 
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Hypothesis 3  

Sponsorship advertising will generate more positive attitudes among consumers 

that are highly involved with the sponsored activity (fans) than consumers that are not 

involved with the sponsored activity (non fans). Meenaghan (2001a, 2001b) posits that 

involvement is what distinguishes consumers’ reaction to sponsorship from their reaction 

to advertising. Advertising is considered selfish because it does not benefit anything else 

than the company or the brand. Sponsorship is seen as beneficial for the activity and the 

community involved with this activity. Therefore the study hypothesized that consumers 

highly involved with the sponsored activity will have better attitudes than consumers not 

involved with the sponsored activity. Conclusions about the effect of involvement on 

attitudes cannot be drawn from the results this study. A possible explanation would be 

that the scale used to measure involvement did not probably capture real involvement 

levels but merely interest levels. Thus, respondents that were classified as highly 

involved were not really passionate about the activity, but only persons with some 

interest on soccer or who do not mind having information about soccer. Therefore these 

respondents’ reactions to a message related to their supposed favorite activity were not 

consistent with the reactions expected from highly involved fans and made H3 not 

supported. A more accurate instrument to measure involvement with a sporting activity 

would have probably generated different results, but this instrument was not developed 

yet. This question is further discussed in suggestions for future research 

Hypothesis 4  

Consumers that are highly involved with the sponsored activity will develop more 

positive attitudes than consumers who are not involved with the sponsored activity if 

sponsorship advertising uses a first person narration mode. Given the emotional 
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relationship that exists between fans and their favorite activity, this study hypothesized 

that consumers highly involved with an activity (fans) will develop better attitudes 

toward a sponsorship advertisement using a first person narration mode. The effects of a 

first person narration mode that are intimacy and personal relation and emotional appeal 

were believed to have more effects on consumers highly involved with the sponsored 

activity than that those who are not.  Again because the study could not capture real 

levels of involvement of respondents, their attitudes resulting from the combined effect of 

involvement and narration mode cannot be used in global conclusions. H4 was not 

supported. 

Hypothesis 5 

Consumers that are highly involved with the sponsored activity will develop more 

positive attitudes than consumers that are not involved with the sponsored activity if the 

sponsored activity is the source of the sponsorship advertising. Meenghan has suggested 

that fans reward the sponsor with goodwill when they feel there is a respect and a concern 

for the sponsored activity, and that they develop negative attitudes when they consider 

the sponsor is simply using the activity to achieve financial objective (Meenaghan 2001a, 

2001b). Based on this study hypothesized that a sponsorship advertisement will generate 

better attitudes among consumer highly involved with sponsored activity if this latter is 

the source of the message instead of the sponsor. H5 was not supported because the levels 

of involvement with the sponsored activity were not properly captured by the 

measurement used in the study.  

 Implications 

Though most of the hypotheses of this study were not supported, some guidelines 

can still be suggested for the execution of sponsorship advertising. First always use a first 
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person narration mode, because it generates better attitudes. Literature suggests that a 

first person mode creates intimacy and establishes a personal relationship between the 

source and its audience by using an emotional appeal, and that a third person narration 

mode gives an objective opinion about a situation the source is external to, thus appearing 

as a trusted adviser for the audience  (Stern 1994). Consumers react better to a first 

person narration mode than a third person narration mode because they perceive 

sponsorship is more than simple advertising where objectivity might be a central issue. 

Sponsorship implies a certain interest and care for the sponsored activity or gratefulness 

for the sponsor and these cannot be better expressed by a third party. Second, it is 

absolutely necessary to identify the levels of involvement of the target audience with the 

sponsored activity, to determine precisely the strategy to adopt. The different treatments 

used in the study did not produce significant effects because there was no real difference 

between groups. Sponsorship advertising will be more effective if involvement levels 

with the sponsored activity were measured more accurately. Finally, it is advised to copy 

test the type of source to use whether the target audience is highly involved with the 

sponsored activity or not. Indeed, though the results were not consistent, this study has 

suggested that using the sponsored activity as source might work as a peripheral cue 

generating better attitudes and enhancing the sponsor’s image among consumers not 

involved with sponsored activity, which is something that was not expected. 

Limitations 

The advertisements used as a vehicle for the treatments were not executed by 

professional designers. Compared with the other print advertisements presented in the 

booklet on the item “phony” the treatment executions scored on average (m=3.77) 

compared to (m=2.67) for the Kool advertisement and (m=3.78) for the L’Oreal one. 
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However, if respondents did not notice the advertisement was not real, they globally 

reacted to it the same whether they were involved with soccer or not. The advertisement 

did not talk to soccer fans differently from non soccer fans which made attitudes toward 

the advertisement less than average and quite similar on both sides. Concerning the 

executions, there is also a need to mention a little difference in the logos. The treatments 

where the sponsor was the source of the message used the McDonald logo as a sponsor 

and the Germany World Cup 2006 logo as the sponsored activity, whereas the treatments 

where the sponsored activity was the source used the FIFA logo and the McDonald’s 

logo. This is a limitation since awareness and familiarity with Germany World Cup 2006 

and FIFA logos might be different among respondents.   

The study used the Personal Involvement Inventory scale developed by 

Zaichkowski to measure sport involvement. While to scale is global enough to measure a 

complex concept as sport involvement it fails to identify the different types of 

involvements a respondent can have with a sport. A respondent can be an active player of 

soccer with no interest of the soccer industry and relations with sponsors and another can 

be very involved with soccer as industry without setting a foot in a soccer field etc. Both 

of these examples represent a certain type of involvement that could generate different 

attitudes toward sponsorship advertising. Unfortunately this study could not examine the 

differences between different natures of involvement and their effects. This limit is more 

exacerbated if we consider the nature of respondents. Respondents were approached in 

classes from the College of Journalism and Communication where females are more 

present than males. Indeed 70% of respondents were females and it is difficult to imagine 

females having the same nature of involvement with soccer as men.  
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Future research 

Future research on sponsorship will give more accurate results if they use a 

measurement that can differentiate between the different natures of involvement. General 

involvement scales cannot accurately measure the different natures of involvement in a 

sponsorship relation. Further, this study used involvement with a sport at the category 

level, which means involvement with soccer as sport and not a particular team. 

Meenaghan (2001b) suggests that fan involvement is more important for an individual 

activity than a whole category. In other words nature and level of involvement will 

change considerably if the study has used a particular soccer team like the U.S soccer 

team or Real Madrid. In the area of arts it will be the sponsorship of a particular 

orchestra, concert or artist instead of a foundation, an NGO or something similar. Future 

research must consider this difference of involvement fans can have with a specific 

activity and its impact on their attitudes. This study has used sport sponsorship because 

scholars consider it as a benchmark for other forms of sponsorship (Quester and 

Thompson 2001, Witcher et al 1991). However, there is evidence in literature that 

consumers’ tolerance to sponsorship varies depending on the nature of the sponsored 

activity. The sport industry has become a reference in sponsorship and consumers seem 

to accept the degree of exploitation that is associated with it. Popular arts to a lesser 

extent than sport are also easily associated with sponsors and sponsorship advertising but 

it is not the case of fine arts as many consumers do not tolerate the same form of 

exploitation that are used in popular arts or sports (Meenaghan 1999).  Future research 

can also address this area by investigating the difference in attitudes generated by the 

same manipulations of this study in fine arts and popular arts. Finally, the discussion 

section raised another interesting area for future research. It appeared that fans of an 
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activity reacted less positively than non fans to a message where the sponsored activity 

(with which fans are involved) probably because they considered the message to be 

commercial advertising. Future research can investigate the criteria that make a target 

audience consider a message as advertising. Applied to sponsorship, the answers to this 

question can improve execution of advertisements targeting highly involved fans. 
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APPENDIX A 
INFORMED CONSENT 

Please read this consent document carefully before you decide to participate in this study. 
 
Purpose of the research study:  
The purpose of this study is to: 

- Examine attitudes toward advertising. 
 
 
Time required:  
15 minutes  
 
 
Benefits:  
1 extra credit. 
 

 
Confidentiality:  
Questionnaires are anonymous and there will no way to identify your answers.  
 
 
Voluntary participation:  
Your participation in this study is completely voluntary. There is no penalty for not 
participating.  
 
 
Right to withdraw from the study:  
You have the right to withdraw from the study at anytime without consequence.  
 
 
Whom to contact if you have questions about the study 
Jorge Villegas.          Ziad Ghanimi 
Assistant Professor         Master’s Student 
College of Journalism & Communication           College of Journalism & Communication 
jvillegas@jou.ufl.edu          353-328-1457  
 

 
Whom to contact about your rights as a research participant in the study:  

UFIRB Office, 
Box 112250, 

University of Florida, Gainesville, FL 
32611-2250; 
ph 392-0433. 
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Agreement:  
I have read the procedure described above. I voluntarily agree to participate in the 
procedure.  
 
Participant: ________________________________________Date:_________________  
 
Principal Investigator: ______________________________   Date: _________________  
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APPENDIX B 
UFRIB PROTOCOL 

Title of Project:  
 
Advertising a Sponsorship Relation: Effects of Message Source, Narration Mode and 
Involvement on Attitude Toward the  Sponsorship, Attitude Toward the Ad and Attitude 
Toward the Brand. 
 
This study is a part of a thesis that will be presented to the faculty of the graduate school 
of The University of Florida in partial fulfillment of the requirements for the degree of 
Master’s in Advertising. 
 
 
Principal investigator:  
 
Ziad Ghanimi 
Master’s Student – College of Journalism & Communication 
Department of Advertising 
UFID: 6944-1594 
Phone: 352-328-1457 
e-mail: ghanimi@ufl.edu 
 
 
Supervisor:  
 
Jorge Villegas 
Assistant Professor – College of Journalism and Communication 
Department of Advertising 
Phone: (352) 392-5059 
e-mail: jvillegas@jou.ufl.edu 
 
 
Dates of proposal research:   
 
As soon as approved till May 30, 2006. 
 
 
Source of funding:    
 
None. 
 

mailto:ghanimi@ufl.edu
mailto:jvillegas@jou.ufl.edu
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Scientific purpose:   
 
The objective is to determine if consumers will have better attitudes toward a sponsor if: 

- The message is coming from the sponsor himself or the sponsored activity. 
- The narration is first person (I or we) or a third person (He, She).  

 
 
Research methodology:   
 
Post exposure survey: 

There will be four groups of participants and each one will be shown a different 
sponsorship ad. The four ads will globally look the same - featuring McDonald’s and 
the soccer worldcup but with the following differences: 

- Two ads will be presented as coming from McDonald’s: 
o One will use a first person narration mode.  
o The second will use a third person narration mode. 

- Two ads will be presented as coming from FIFA (Federation of International 
Football Association) 

o One of these ads will use a first person narration. 
o The second one will use a third person narration mode . 

Participants will then be asked questions on their attitude toward the sponsorship, the 
ad and the brand. The questionnaire should take 15 minutes to complete 

 
Measurements: 

The following scales will be used to collect participants’ attitudes: 
- Attitude toward the act (Marketing Scales Handbook: A Compilation of 

Multi-Item measures Volume II, Bruner & Hensel, American Marketing 
Association, 1992, p.57). 

- Attitude toward the product/brand (Marketing Scales Handbook: A 
Compilation of Multi-Item measures Volume II, Bruner & Hensel, American 
Marketing Association, 1992, p.77). 

- Attitude toward the product/brand (hedonic) (Marketing Scales Handbook: A 
Compilation of Multi-Item measures Volume II, Bruner & Hensel, American 
Marketing Association, 1992, p.79). 

- Attitude toward the brand (Marketing Scales Handbook: A Compilation of 
Multi-Item measures Volume III, Bruner & Hensel, American Marketing 
Association, 1992, p.90). 

- Attitude toward the brand (Marketing Scales Handbook: A Compilation of 
Multi-Item measures Volume III, Bruner & Hensel, American Marketing 
Association, 1992, p.67). 

- Attitude toward the brand (Marketing Scales Handbook: A Compilation of 
Multi-Item measures Volume III, Bruner & Hensel, American Marketing 
Association, 1992, p.77). 

- The Personal Involvement Inventory (Zaichkowski, 1985) ((Marketing 
Scales Handbook: A Compilation of Multi-Item measures Volume II, Bruner 
& Hensel, American Marketing Association, 1992, p.370). 
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- Attitude toward the ad (Marketing Scales Handbook: A Compilation of 
Multi-Item measures Volume II, Bruner & Hensel, American Marketing 
Association, 1992, p.777). 

- Attitude toward the ad (believability) (Marketing Scales Handbook: A 
Compilation of Multi-Item measures Volume II, Bruner & Hensel, American 
Marketing Association, 1992, p.779). 

- Attitude toward the ad (evaluation judgments) (Marketing Scales Handbook: 
A Compilation of Multi-Item measures Volume II, Bruner & Hensel, 
American Marketing Association, 1992, p.793). 

- Attitude toward the ad (affective component) (Marketing Scales Handbook: 
A Compilation of Multi-Item measures Volume III, Bruner & Hensel, 
American Marketing Association, 1992, p.713). 

- Attitude toward the ad (overal) (Marketing Scales Handbook: A Compilation 
of Multi-Item measures Volume III, Bruner & Hensel, American Marketing 
Association, 1992, p.727). 

- Credibility of the source (Marketing Scales Handbook: A Compilation of 
Multi-Item measures Volume II, Bruner & Hensel, American Marketing 
Association, 1992, p.846). 

 
 
Potential benefit and anticipated risks:  
 

This study will increase knowledge about message source effects and narration mode 
in sponsorship, an area where research is still very limited. The results will provide 
creatives in advertising agencies with guidelines to execute sponsorship ads.  
There is absolutely no possible risk in the process, the ads will be taken from 
renowned sports magazines, they will be modified using copy used in everyday ads. 
Further, the questions contained in the measurements presented in the previous 
section are just common opinion questions.  Finally, questionnaires are anonymous 
and there will not be any possibility to link a particular answer to a particular 
student. 

  
 
 
 
Recruitment of participants and compensation: 
 
 Research participants will be approximately 300 students aged 18 and over, who will 

be recruited from the college of Journalism and Communication of The University of 
Florida. They will participate in the research for 1 extra credit. The classes and their 
instructors are: 

- ADV 3000, Dr. Morton. 
- ADV 3001, Dr. Morton. 
- ADV 3203, Dr. Goodman. 
- ADV 3502, Dr. Sutherland. 
- ADV 4101, Dr Duke. 
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- ADV 4300, Dr Cho. 
- ADV 4800, Dr Duke, Dr Morris and Dr Villegas. 

The principal investigator is not the instructor or a teacher assistant in any of the 
classes from which participant will be recruited.  

 
 
The informed consent process:  
 

Participants will be informed of the subject of the survey and then reminded of their 
freedom to participate or not. The informed consent (2 first pages of the 
questionnaire) will be presented as in the first page of the questionnaire (10 last 
pages of the questionnaire) before any other question and participants will be asked 
to read it carefully.  

     
 
 
 
Supervisor:          Administrator: 
      
Jorge Villegas          Ziad Ghanimi 
Assistant Professor         Master’s Student 
College of Journalism & Communication      College of Journalism & Communication 
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PRINT ADS 
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