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Sponsorship is defined as a “ cash and/or in-kind fee paid to a property 

(typically a sports, entertainment, non-profit event or organization) in return 

for access to the exploitable commercial potential associated with that 

property” (International Events Group (IEG) Glossary, 2010). “ Sponsorship 

can be beneficial to companies for many reasons but the two main reasons 

for a firm to enter a sponsorship are: (1) to increase brand awareness, and 

(2) to establish, strengthen, or change brand image” (Cornwell and Maignan 

1998; Crowley 1991; Gwinner 1997; Gwinner and Eaton 1999; Marshall and 

Cook 1992; Meenaghan 1991; Meerabeau et al. 1991). 

Sponsorship is now one of the most significant parts of marketing mix and all

marketers consider it a major factor of a successful marketing campaign. The

most popular medium of sponsorship is sport sponsorship and accounts for 

more than half of all sponsorship spending in UK and US (Thwaites, 1995). In 

UK the estimated value of sponsorship market is £871 million with sport 

sponsorship accounting for 51% of all sponsorship expenditures in 2005, 

broadcast following with 27% and arts with 14% (Mintel, 2006). 
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It is important to label the difference between event sponsorship and event 

marketing. Event sponsorship involves payment from the sponsor’s side in 

contrast to event marketing which refers to staging of an event from a firm 

with or without paying a sponsorship fee (Close et al, 2006). Sponsorship is 

also different from patronage. In patronage the financial support is given 

without any expectation of returns in terms of advertising or publicity, in 

sponsorship the main reason of financial contribution is brand awareness 

(Bennett, 1999). According to Meenaghan (2001) sponsorship is more 

beneficial than advertising for two main reasons: Firstly, consumers can 

develop an intense emotional response toward sponsorship and this leads to 

higher levels of involvement in the event. Moreover, sponsorship is an 

indirect attempt to persuade consumers compared to advertising which is 

direct. Therefore, sponsorship can influence consumer on a subconscious 

level. 

A diagnostic measure, used to make decisions concerning sponsorship and 

advertising is public awareness of sponsorship (Tripodi et al, 2003). As 

Gwinner and Bennett (2008) mention a lot of research was conducted on the 

effects of sponsorship on brand awareness (Cornwell & Coote 2005; Gwinner 

& Swanson, 2003; Madrigal, 2000, 2001; Pham & Johar, 2001; Rifon, Choi, 

Trimble, & Li, 2004), thus, the most recent studies on sponsorship focused 

on other element in order to measure the effectiveness of the sponsored 

events. As the authors state recent studies focus on “ the consumer attitude 

toward sponsorship (McDaniel 1999; Speed & Thompson, 2000; Stipp, 1998),

(Dean, 2002; Gwinner & Eaton, 1999; McDaniel 1999; Rifon et al., 2004; 

Rodgers, 2004; Szykman, Bloom, & Blazing, 2004), goodwill (Meenaghan, 
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1991, 2001), fan involvement (Fisher & Wakefield, 1998; Madrigal, 2001; 

Meenaghan, 2001; Schurr, Wittig, Ruble, & Ellen, 1988; Wann & Branscombe,

1993), image transfer (Gwinner, 1997; Gwinner & Eaton, 1999), and 

behavioral intentions like purchase intent, positive word-of-mouth, and 

actual purchase behavior because of sponsorship (Madrigal, 2001; McDaniel, 

1999)”. Sports sponsorship is the most studied type of sponsorship and the 

majority of studies had shown a positive influence of sponsorship on brand 

recall and recognition, image transfer and purchasing intentions (Kim and 

Choi, 2007). However, no research has conducted on how brand awareness, 

eventâˆ’sponsor fit, attitude toward the sponsors, fan involvement and 

purchasing intention can be effective in a music festival surrounding. All the 

above studies mainly focus on sports events because sports sponsorship is 

more popular than others types of sponsorship (Mintel, 2009). 

According to BBC News the sales of albums dropped by 3. 5% in 2009 to 128.

9 million, this was the fifth year in a row that sales of album have fallen. On 

the other side, music digital downloading increased (BBC News, 2010). 

Therefore, the music industry should determine other methods in order to 

increase its profits. Music festivals and concerts are becoming a major 

source of income for artists and generally the music industry (Campaign, 

2008). This is a great opportunity for brands to sponsor music event. 

According to Mintel (2008)” the total number of concert goers is forecast to 

continue rising to 2013, but at a much slower rate that over the last five 

years: just under 25 million people are forecast to attend a concert in one of 

the major categories in 2013, compared with an estimated 23 million in 2008

and 17 million in 2003.” 
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Furthermore, a research commissioned from Target Media (executed from 

Eyebal) shows that “ many different sectors choose to associate with music 

festivals, but those with the most potential for success are alcoholic drinks, 

with 75% of festival goers spotting booze ads at festivals and 77% believing 

alcohol brand advertising would work best at festivals. Fashion brand 

advertising has been spotted by 36% of those attending festivals and 41% 

believe this kind of advertising would work best in a festival environment.” 

(cited in Roberts, 2009). According to a research made on sponsorship of 

music festivals, brand sponsorship has an impact on brand recall, awareness 

and attitude towards the brand (Rowley and Williams, 2008). 

Although sponsorship of music festival from alcoholic drinks looks very 

promising as a marketing communication tool health issues can impede this 

process. According to Campaign (2009) “ the government’s health 

committee will recommend changes to advertising codes to prevent alcohol 

companies sponsoring music or sports events if a proportion of the audience 

would be too young to buy alcohol.” On the other hand, a research made 

from “ The Cardiff Business School, published by the International Journal of 

Sports Marketing & Sponsorship, found that there are no significant 

statistical correlations between sports sponsorship awareness and attitudes 

to alcohol use among underage drinkers.” (cited in Parson, 2010). 

This study aims to provide a better understanding of brand sponsorship on 

music events. The main purpose of the research is to investigate how 

sponsorship in music festivals can influence the beliefs and attitudes of the 

participants. Through the analysis of the impact of music sponsorship on 

consumer’s perception of brands it will be easier for firms to target their 
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customers more efficiently. Music concerts and festivals that use alcoholic 

drinks as sponsors will be investigated in order to examine the behavior of 

the consumers. The research will focus on alcoholic drinks (Tuborg beer) 

because alcohol brands are the most common sponsors of music events. 

The objectives of this research are: 

Examine the levels of brand awareness in music festivals 

Investigate the level of fan involvement of music festival participants 

Determine the congruence between music festivals and alcoholic drinks as 

perceived from the consumers 

Examine the attitude of participants toward the sponsors of music festivals 

Investigate if attitude towards the sponsor, fan involvement and sponsor / 

event fit influence the buying intentions of music event participants 

The first chapter will provide the academic background of sponsorship 

especially in sports events because most previous studies are related to 

sports. However, the variables that were used from previous researchers in 

order to measure different aspects of sponsorship effectiveness will be 

adapted to our study on music events. Variables such as brand awareness, 

fan involvement, sponsor and event congruence, attitude towards the 

sponsor and purchasing intention will be explained at this stage of the 

research. Every variable will be defined and the results from previous studies

will be presented. In this way, we will determine our objectives and define 

the measurement that will be used throughout the report. 
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In the second chapter the methodology will be presented. Due to the scope 

of our research and based on previous studies only quantitative research will

be conducted. The collection of the data will be based on questionnaires. 

Questionnaires will be distributed in a popular music festival (Latitude 

Festival 2010) in order to test the impact of sponsorship in music events. 

Research instruments and data collection method will be part of this chapter 

as well as the way that our survey was conducted. 

In the next chapter, the results of the entire research will be presented. SPSS

will be used in order to analyze the collected data and to evaluate the level 

of significance of our results. Descriptive statistics as well as correlation and 

regression analysis will be conducted in order to check the validity of our 

results. Tables and graphs will also be concluded in this part of the study. 

In the last chapter, the conclusions will be drawn and compared to the 

results of previous studies. The conclusions will be used as a guide in order 

to advise marketing managers in their future marketing campaigns. 

Limitation of the study as well as ideas for future research will be concluded 

in this part. 

Brand awareness 
This study will investigate how sponsorship in music festivals can influence 

the beliefs and attitudes of the participants; hence all types of branding 

should be defined. Brands can influence consumers in many different ways. 

According to De Chernatony and McDonald (2003) “ brand awareness 

reflects the salience of a brand and facilitates consumers’ abilities to identify

the brand with a specific product category”. ” Brand awareness consists of 
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brand recognition and brand recall” (Keller, 1993, Keller 2001). “ Recall is 

the ability to name (typically unprompted) the brands involved in a given 

sponsorship.” On the other hand, “ Brand recognition develops the notion of 

knowledge by adding the ability to recognize the product category of the 

brands involved” (Smith, 2004). For instance everybody knows that AIG is 

the sponsor of Manchester United but fewer people recognize that AIG is an 

insurance company. In addition, “ brand image reflects the consumers’ 

perception of a brand’s characteristics and can be gauged by associations 

they hold in their memory” (De Chernatony and McDonald, 2003). 

According to Keller (2001) ” positive perception of the brand is likely to affect

the cognitive (eg brand recognition, awareness and recall), affective (eg 

liking or preference for the brand) and conative (eg intention to buy, brand 

purchase and loyalty) dimensions of consumer behavior and create strong 

brands which yield marketing advantages, such as lower vulnerability to 

competitive actions or market crises, the ability to earn higher margins and 

increased marketing communication effectiveness”. In addition, Güçlü Sözer 

and Vardar support this statement on their journal. According to the authors 

“ the positive effect of sponsorship is mainly on the cognitive dimensions of 

brand equity. Cognitive dimensions of brand equity, which are brand 

awareness and perceived quality, represent lower levels of consumer-brand 

relations”. 

The main reason for brands to sponsor events is increased brand awareness 

and improved brand image (Gwinner and Eaton, 1999). Moreover, 

sponsorship is the main medium for art festivals to raise money (Hume et al.,

2007). According to Alexandris et al (2008) “ potential sponsors who target 
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events with young and more educated spectators might have an easier task 

in sponsorship promotion and in achieving sponsorship objectives, than 

sponsors who target events with older and less educated spectators, who are

probably less informed about sponsorship issues. These spectators need 

more focused marketing approaches in sponsorship promotion, if awareness 

is to be achieved.” Therefore, sponsorship of music festivals can be more 

effective on reaching the sponsorship objectives due to the target audience 

of music festivals. The audience of rock/indie festivals is mainly male 

between 16-34 and their social status is ABC1 (Mintel, 2008). 

The first stage of sponsorship benefits is awareness, without it, the sponsors 

cannot meet their subsequent objectives such as image enhancement, 

positive behavioral intentions and increased sales (Crompton, 2004). The 

actual use of the product in the sponsorship event is of major importance for 

the awareness of both the product and the brand. In events that sponsors 

provided a specific souvenir item and allowed product sampling the recall 

and recognition levels of the sponsor were higher (Miloch and Lambrecht, 

2006). “ The mean recognition rates for these sponsors were twice as high 

compared to those sponsors that did not activate their sponsorships” (Miloch

and Lambrecht, 2006). 

It is also interesting enough that the recall levels change during the event. 

Before and during the event the recall levels of the sponsor are relatively 

high but after the event they fall again in the initial levels, the 

communication effort of the sponsor is what determines the effectiveness 

and the duration of the sponsorship awareness (Walliser, 2003). Moreover, 

Grohs et al (2004) support that people who are aware of the sponsor before 
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the event, they are more aware after it. Brand equity of sponsor plays a 

major role in the fit that consumers perceive between the sponsor and the 

event. Even if the events sponsored are identical, high brand equity sponsors

are perceived more congruent than low brand equity ones (Roy and 

Cornwell, 2003). 

Higher recall and recognition levels can be achieved when people are 

interested on the event (Miloch and Lambrecht, 2006). This means that when

the participants are more involved with the event higher brand awareness 

can be achieved for the sponsor. According to the results from a survey 

conducted from Vale et al (2009) the level of investment is related to the 

level of awareness. Consequently, the sponsors that invest more in the 

sponsorship were more evoked. “ The results also suggest that sponsorship 

when considered in isolation from other complementary communicative 

policies positively affects the awareness of the sponsoring brands through 

exposure” (Vale et al, 2009). 

The relationship between exposure and recall is generally positive and not 

an inverted U as many researchers supposed (Zajonc, 1968 ; Bennett, 1999).

Therefore, a repeated exposure to stimuli (e. g. the logo of the sponsor) will 

lead to a more favorable opinion towards the stimulus (Bennett, 1999). If the

spectator frequently visits the area of sponsorship (e. g. a football stadium) it

is more likely to be aware of the sponsor’s perimeter posters (Bennett, 

1999). However, consumers get confused about the official sponsor of the 

event (Grohs, 2004). Ambush marketing can be the reason for the 

misunderstanding of the official sponsor. It is common in sponsored events 

brands that are not the official sponsor and do not have a direct connection 
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to the event to try to exploit the commercial opportunities that appear 

(Burton and Chadwick, 2009). In order to predict sponsor recall many 

parameters of sponsorship should be determined. According to Grohs et al 

(2004) sponsor-property fit, event involvement and exposure are the main 

factors to be considered. 

According to the research of Boshoff and Gerber (2007) both brand recall 

and brand recognition of the sponsor of the event increased significantly but 

brand recall and brand recognition of non sponsor did not increase at all. 

Therefore, sponsorship has a positive direct impact on brand awareness of 

the sponsor. Although, field-sponsorship stimuli as well as television-

sponsorship stimuli are effective as far as memorization is concerned, they 

are not equally effective (Lardinoit and Derbaix, 2001). According to the 

research of Lardinoit and Derbaix (2001) television-sponsorship stimuli 

influence both unaided recall and recognition; on the other hand, field 

sponsorship can lead to a superficial memory trace in the mind of the 

consumer. 

Fan Involvement 
According to Meenaghan (2001) “ fan involvement refers specifically to the 

extent to which consumers identify with, and are motivated by, their 

engagement and affiliation with particular leisure activities”. “ Enduring 

involvement corresponds to a kind of genuine enthusiasm, a strong and solid

interest that comes from the relevance of an object or subject for the 

individual” ( Lardinoit and Derbaix, 2001). On the other hand, team 

identification is “ spectator’s perceived connectedness to a team and its 

performance” and “ represents the final mechanism of fan attachment” 
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(Smith et al, 2008). Consequently, fan involvement is used to measure the 

attachment of an individual towards a social or leisure activity and team 

identification to measure attachment towards a team. 

Individual that are more involved towards an activity, they are capable to 

comprehend the values of the event and to associate these values to the 

sponsor of the event (Meenaghan, 2001). Fans who attend football matches 

in order to support their team they share the same norms and images with 

other fans and their involvement to the whole event generates positive 

feeling towards the group of fans (Bennett, 1999). According to Lardinoit and

Derbaix (2001) it is of major importance for the success of sponsorship to 

reach high levels of involvement because involvement attracts the 

consumers to watch the sponsored event, for longer periods of time and 

more frequently. The authors also mention that involvement leads to 

extensive exposure to the sponsor’s message. Purchasing intention can also 

change when the attendant is highly involved in the activity (Meenaghan, 

2001). 

Fan involvement has an impact on brand awareness and brand image of the 

sponsor. As Pitts and Slattery (2004) state highly committed viewers and 

individuals who are more aware of the event it is more likely to recognize the

sponsor compared to less committed spectators. This also supported from 

the research of Lascu et al (1995) which was based on golf fans. According to

the finding high involved golf fan were more likely to remember the name of 

the sponsor. In addition, the greater the interest of the participant for the 

event, the greater the sympathy toward the sponsor and this lead to more 

positive image for the sponsor (Alexandris et al, 2007; D’Astous and Bitz, 
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1995). This is also supported from Close et al (2006) survey: “ An event 

attendee who is more active in the area of the event (e. g., sports) is more 

likely to appreciate a sponsor’s community involvement.” According to 

Alexandris et al (2007) highly involved attendants of basketball were more 

likely to engage in positive word-of-mouth. 

According to Wann & Branscombe, (1995) an individual can feel more secure

and strengthen its self esteem by belonging to a group. They also mention 

that a person emphasize on the positive aspects of the group and try to 

avoid any negative associations. The above behavior strengthens their 

identity as team members (Madrigal, 2001). Loyal and dedicated fans of a 

team or an event (as described from the research) were much more likely to 

purchase or consider purchasing from sponsors of the event than those who 

were not as avid supporters of the team or the event (Dees et al, 2008; 

Fisher and Wakefield, 1998; Madrigal 2000; Schurr et al, 1988; Smith et al, 

2008; Wann and Branscombe, 1993). Moreover, highly identified sports fans 

are also more likely to be aware of the sponsor and to form a positive 

attitude (Gwinner and Swanson, 2003; Madrigal, 2001). Highly identified fans

also attend games (Fisher & Wakefield, 1998; Schurr et al, 1988, Smith et al, 

2008), spend more on tickets and products, and remain loyal (Smith et al, 

2008). 

The development of an emotional relationship between the consumer and 

the social activity can also be a result of an effective sponsorship 

(Meenaghan, 2001). It is interesting, that fan involvement did not have the 

same impact as other variables as attitude toward the sponsor and goodwill. 
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According to Dees et al (2008) attitude toward sponsor and goodwill have 

greater impact than fan involvement on purchasing intentions. 

In order to understand the behavior of attendants of performing arts it is 

very useful to determine the relationship between subscription and 

involvement and the relationship between the quality of the event and the 

purchasing intentions of the attendants (Hume et al, 2007). 

Sponsor and event fit 
It is of major importance for the success of an event the consumer 

perception of congruence between the event and the sponsor, accordingly “ 

sponsor brands need to be close to the event participants and try to 

communicate with them during the event”( Güçlü Sözer and Vardar, 2009). “

In image sponsoring, the sponsoring company attempts to identify itself or 

one or more of its products with the positive images of the event held by the 

event’s consumers (spectators, viewers)” (Ferrand and Pages, 1996). 

Therefore, the sponsor should consider how the image of its brand can be 

congruent to the image of the event. 

Gwinner and Eaton (1999) in their study about sponsorship and image 

transfer found that if consumers perceive similarities between the event and 

the sponsor’s brand the image transfer was enhanced. This statement was 

also supported from a latter research made from Gwinner et al (2009) on 

team identification and event sponsorship. Speed and Thomson research 

(2000) found that a good fit between event and sponsor can have a positive 

influence on attitude toward the sponsor and in the intention of using the 

sponsor’s product. “ An example of good ‘ category-level’ fit would be a 
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sports clothing company sponsoring tennis. If there is ‘ category-fit’ 

consumers next consider fit at the level of the brand, Adidas, for example is 

a global sportswear brand that would fit with a top-level tennis brand such as

Wimbledon”(Gwinner and Eaton, 2009). 

In order to determine the influence of sponsorship we should take into 

account similarities. There two types of similarities according to Gwinner 

(1997): 

Functional similarity occurs when the participants of an event use the 

product of the sponsor and image related similarity occurs when the image 

of brand and event are interrelated. An example of the above theory is given

by Donald and Cornwell (2003),” Mountain Dew has successfully developed 

brand associations of “ over the edge” and “ extreme” by sponsoring sports 

such as skateboarding and snowboarding that have similar associations 

attached to them”. 

Brand knowledge is also a factor that it should be considered when we 

evaluate sponsorship techniques. High levels of brand knowledge can lead to

brand cohesiveness and make the individual able to find a fit between the 

brand and the event (Gwinner and Bennett, 2008). If the participant of an 

event is aware of the sponsoring brand (brand knowledge) he can easier 

conceptualize the similarity between the brand and the event. In addition, it 

is crucial to take into consideration sponsor-property fit, event involvement 

and exposure when we want to predict sponsor recall (Grohs et al, 2004). 

According to Becker-Olsen and Simmons (2002) participant who are exposed

to sponsorships with low fit “ generated less favorable thoughts, formed a 
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less favorable attitude toward the sponsorship, saw the firm’s positioning as 

less clear, and engendered less favorable affective and behavioral responses

to the firm”. If there is a relationship between the product and the event 

consumers can easier recognize the sponsoring brand than if there is no 

relationship (Pham & Johar, 2001). Therefore, it is more effective in 

awareness terms if a guitar manufacturer sponsor a music event than a sport

event. 

There is a connection gap (lack of congruence) between the event and the 

sponsor if the event is over commercialized (Gwinner and Bennett, 2008). 

According to the authors this is due to the feeling of exploitation that that 

participant develops toward over commercialized brands. This is also 

supported from Speed and Thomson (2000) who state that “ the positive 

association found between perceived sincerity and response to sponsorship 

suggests that consumers do not perceive sponsorship to be just another 

form of commercial activity but are sensitive to the potential philanthropic 

dimension that a sponsorship may have” 

The way the congruence or “ fit” between the conditioned and unconditioned

stimuli is perceived from the individuals influence the conditioned response 

(Speed and Thomson, 2000). The consumer response is stronger when there 

is a fit between the sponsor and the sponsored event (Crinmiins and Horn 

1996; Otker and Hayes 1987; Speed and Thomson, 2000; Stipp and 

Schiavone 1996;). Therefore, the fit between the sponsor and the sponsored 

event is of major importance for the success of event. In addition, the 

combination of personal liking from the consumer’s side and a good fit 
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between the event and the sponsor will lead to a more positive respond 

toward the sponsor of the event (Speed and Thomson, 2000). 

According to Roy (2000) student that perceived that there was a high level of

congruence between the brand and the sport event transfer this positive 

association to the corporate image of sponsor. He also mentions that the 

attitude of the students toward the sponsor; due to the fit between 

brand/event, was also positive. Positive cognitive and affective responses 

from the consumer are the result of fit between the event and the sponsor 

(Koo et al, 2006). Fit is also important in order for the brand to reach its 

target market and instigate the affective associations (McDaniel, 1999) 

Attitude towards the sponsor 
One of the major objectives of sponsorship is the development of positive 

attitude and feeling toward the sponsor of the event (Gwinner & Swanson, 

2003; Harvey, 2001). According to Lee and Sandler (2007) the effectiveness 

of sponsorship in terms of reaching the desired objectives is related to the 

different attitudes that consumer have towards different events. 

Attitude is “ a psychological tendency that is expressed by evaluating a 

particular entity with some degree of favor or disfavor” (Eagly and Chaiken, 

1993). Therefore, the attitude toward the sponsor can be either positive or 

negative. The positive attitude toward the sponsor can be the result of 

favorable beliefs about the benefits of corporate sponsorship (Madrigal, 

2001). If the corporate sponsorship is perceived as important from people 

their attitude is more positive toward the sponsor of the event (Madrigal, 

2001). 
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According to Mason (2005) “ attitudes are comprised of enduring cognitive 

(beliefs), affective (evaluative emotional attachments) and behavior 

tendencies towards an object “. He also mentions that sponsorship influence 

the affective components of attitude and generate positive link between the 

event and the sponsor’s brand. 

Attitude toward an object is based on the beliefs that the individual has 

about that object and the behavioral intentions toward the object are 

determined from the attitude of the individual (Fishbein and Ajzen, 1975). 

Therefore, “ attitude toward the brand is a relatively enduring, 

unidimensional summary evaluation of the brand that presumably energizes 

behavior” (Spears and Singh, 2004). 

It is interesting enough that even when the sponsorship awareness of the 

sponsored event is low, spectators of the event developed positive attitude 

toward sponsorship in general (Alexandris et al, 2008). According to 

Alexandris et al (2008) the sponsorship campaign should not over 

commercialize the event in order to maintain the positive feelings of the 

participants toward the sponsor. As already mention over commercialization 

has also a negative impact on the consumer’s perception of event/sponsor fit

(Gwinner and Bennett, 2008). According to the authors this is due to the 

feeling of exploitation that that participant develops toward over 

commercialized brands. 

Attitude toward the sponsor is important in order to predict the purchasing 

intention of attendants (Alexandris et al, 2007; Lee et al, 1997; Speed and 

Thomson, 2000). In addition, sport activity involvement, and beliefs about 

https://assignbuster.com/role-and-purpose-of-sponsorship/



Role and purpose of sponsorship – Paper Example Page 19

sponsorship play an important role on the prediction of sponsorship 

outcomes such as image, word of mouth, and purchase intentions 

(Alexandris et al, 2007). “ Positive attitudes toward a sponsor have further 

been positively associated with favorable perceptions and intentions to 

purchase a sponsor’s product “(Speed and Thompson, 2000). Brand image of

the sponsor can also be improved from repeat attendance of the event 

(Lacey et al, 2007). 

Purchasing intention 
“ Purchase intentions are an individual’s conscious plan to make an effort to 

purchase a brand» (Spears & Singh, 2004). Consumer’s purchase intention is

based on two main influences: first, a positive attitude towards the brand; 

and second, brand familiarity, which is obtained from brand exposure and 

prior use (Pope and Voges, 2000). The enhanced company and brand 

awareness that sponsorship can cause is only a part of its effectiveness. 

According to Smith et al (2008) sponsorship can also create the desirability 

to the attendants of the event to buy the sponsored products. This is also 

supported from previous researches on consumer purchasing intentions 

(Faircloth, Capella and Alford, 2001; Koo et al 2006; Lee et al., 1997; 

Madrigal, 2001; Meenaghan, 2001; Terry and Hogg, 1996). It is also 

interesting that congruency between sponsor and event is influenced from 

brand equity. As Roy and Cornwell (2003) mentioned sponsors with high 

brand equity sponsors are perceived from participants of the events as more 

congruent than those with low brand equity. 

The link between personal attitude toward an object and the actual behavior 

is called behavioral intention (Fishbein and Ajzen, 1975). Therefore, when we
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want to predict the influence of sponsorship, attitude toward the sponsor is 

of major importance. Speed and Thomson (2000) state that positive attitudes

toward the sponsor can motivate the participant to purchase the sponsor’s 

product. This occurs because generally consumer’s positive attitude towards 

the brand will lead to purchase intention before the actual purchase of the 

brand (Spears and Singh, 2004). However, celebrity advertisement may not 

be as effective as sponsorship. According to the experimental study of Tripp 

et al (1994) when celebrity advertisement increases the intention of 

consumer to purchase the product decreases. 

Three variables that lead to higher purchase intentions according to Smith et

al (2004) are: 

“ Team support 

Sponsor receptiveness (openness to further information, interest in learning 

more about the sponsor and knowledge of the sponsor’s business) 

Sponsor integrity (is a composite measure of respondents’ views about the 

relationship between the sponsor and the sponsored sporting team) “ 

Some interesting finding from the research of Smith et al (2004) is that the 

purchase intentions are positively influenced from sponsorship if the 

participants are passionate supporters of the sport team or the event. In 

support to the above statement, Spears and Singh (2004) mention that avid 

supporters (loyal and dedicated fans) and those who hold positive views of 

the corporate sponsors it’s more likely to buy the sponsor’s product than non

fans. On the contrary, the frequent match attendance did not have an impact
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on purchase intentions (Smith et al, 2004). According to Dees et al (2008) 

the pleasant atmosphere of an event is what influences the consumer to 

purchase the product of the sponsor. During the event the marketing 

message is introduced to the consumer. Therefore, the consumer will buy 

the product of the sponsor in order to experience the same feeling that he 

had during the event. 

According to the research conducted from MacDonald and Sharp (2000) on 

consume 
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