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1 Brand Alliance Strategy Matrix

Long term

Brand Extentions Co-branding

Dual Bundling

Time Horizon

Product-bundling

Co-advertising

Co-promotion

Short term
High
OPEX and CAPEX required
OPEX Operational Expenditure( )
CAPEX Capital Expenditure( )

Time Horizon

Helming et al. 2008 p.371.
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The determinants of image transfer in sponsorship

1. Introduction

Today, the scale of sponsorship as business activity becomes larger and larger.
The range of sponsored objects becomes wide steadily. While sports remain the most
important areas, social and environmental sponsorship have gained in importance
(Waliser, 2003). According to IEG Sponsorship Report (2007), global expenditures on
sponsorship in 2007 hit 33.7 billion dollars, an 11.7 percent increase over 2006 (cf.

Figure 1).
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Figure 1 Annual Growth of Advertising, Sales Promotion and Sponsorship

On the research side, sponsorship was defined as “the provision of assistance
either financial or in-kind to an activity (e.g., sport, musical event, festival, fair, or

within the broad definition of the Arts) by a commercial organization for the purpose of



achieving commercial objectives.” (Meenaghan, 1983, p.9). Sponsors can get large
benefit through sponsorship (e.g., build brand awareness or extend brand image). Both
advertising and sponsorship have same purpose, but they send messages to people in
different ways. Messages of the advertising are confrontive, clear and easy to control. In
other hand, sponsorship can get past the barrier of communication (Erdogan and
Kitchen, 1998). Accordingly, marketers are given many ways of communications, and
business enterprises can strengthen their brand awareness and brand image through
sponsorship.

Several studies have been made on sponsorship and image transfer is
investigated in conjunction with awareness and / or purchase objectives (Walliser, 2003).
Image transfer means the transfer of such associations to a sponsor from sponsored
event. Keller (1993) has suggested that when a brand becomes associated with the event,
some of the associations linked with the event may become linked in memory with the
brand. In this respect, the term “image transfer effect” is broadly used in the studies
(Gwinner, 1997; Smith, 2004; Grohs and Reisinger, 2005; Lee, Song, and Tingting,
2008). Meenaghan (2001) has suggested that the image which transfers to a sponsor
from a sponsored event depends on the category of the event (cf. Figure 2). The aim of
image transfer is to evoke positive feelings and attitudes toward the sponsor by closely
linking the sponsor to an event the recipient values highly (Grohs and Reisinger, 2004).

Sponsors sort out the appropriate event, and transfer desirable image to own brand from



the event. However, there are few examinations of image transfer. So, we need to

demonstrate the determinants of image transfer.

Transferred Value

Category Sophisticated Recipient
Elite
High-Brow Discriminating R
Arts Up-Market Sponsor
Serious
Pretentious

Y
A

Young
Accessible

Friendly
Mass Arts Current

Y
Y

Sponsor

Innovative
Commercial

Figure 2 Image Values Derived from Various Categories of Sponsorship

The first scholar to pay attention to the determinants of image transfer was
Gwinner (1997). Gwinner has suggested that there are 3 determinants of event image
and 4 determinants of image transfer (cf. Figure 3). However, this model wasn’t born
out. On the other hand, Grohs, Wagner, and Vsetecka (2004) tried to bear out the
determinants of image transfer through empirical analysis. They have suggested that
sponsor image before event, sponsor awareness and event image affect on image
transfer. Grohs and Reisinger (2005) have suggested that fitness between an event and a
sponsor and event involvement affect on image transfer. Gwinner and Eaton (2005) and

Donahay and Rosenberger (2007) have suggested that similarity between event and



sponsor affect on image transfer. Lastly, Lee, Song, and Tingting (2008) have suggested

that event exposure and event quality affect on image transfer.

Event Type

- Sports related

+ Music related

- Festival / fair related

+ Fine arts related

» Professional meeting /
trade show related

Event Characteristics Event Image Transfer Brand

. : ran
Event s.1ze > Image R > Image

+ Professional status

+ Event history

- Event venue

+ Promotional appearance - -
Moderating Variables
Individual Factors + Degree of similarity
+ Number of meanings - Level of sponsorship
« Strength of meanings + Event frequency
+ Past history * Product involvement

Figure 3 A Model of Image Creation and Image Transfer in Event Sponsorship

However, these researches have two problems. First, there has been no study
that tries to focus on non-sport events. In this regard, researchers have suggested that
they needed to expand their subjects of researches (Grohs and Reisinger, 2005). Quester
and Thompson (2001) have suggested that sponsorship activity depends on the subject
of sponsorship and the method. However, there is no research focuses on the difference
of image transfer. Second, Few studies indeed have been done to demonstrate the

determinants of image transfer. In this regard, Grohs, et al (2007) have suggested that



they need to construct the model includes all determinants of image transfer. Because of
these problems, it is significant to correct defect and carry on the study of image
transfer.

The primary objective of this study is to demonstrate the determinants of image
transfer in event sponsorship. The secondary objective of it is to clarify differences of

image transfer between among many events.

2. Literature Review and Hypotheses Development
Brand Image

In order to understand image transfer, we have to understand about brand
image. To quote Keller (1993, p.3), brand image is defined as “perceptions about a
brand as reflected by the brand associations held in consumer memory.” Brand image
affects the differentiation of the services and products from competitors, so many
business enterprises try to make the own brand image (Meenaghan, 1983). Regarding
brand image, Keller has suggested that favorability, strength, and uniqueness of brand

associations are the dimensions distinguishing brand image (cf. Figure 2).
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Figure 4 Dimensions of Brand Knowledge

I focus on this suggestion to develop hypotheses. Image transfer on
sponsorship would be regard as the effect that associations of sponsored activity tack on
associations of sponsors through sponsorship and change sponsor image in consumer’s
mind. Consumers recognizing an event and its sponsor may have three brand
associations about the sponsor, rebuilt its brand image in his memory and drive image
transfer. Thus, the following hypotheses are proposed to examine the empirical
adequacy of my model.

H;: Favorability of sponsor associations has positive effects on strength of image
transfer.

H,: Strength of sponsor associations has positive effects on strength of image transfer.

Hs: Uniqueness of sponsor associations has positive effects on strength of image

transfer.



Determinants of Image Transfer
Event exposure

Lee, Song, and Tingting (2008) have suggested that event exposure was a
determinant of image transfer. The more attendants watch an event, the more attendants
may see its sponsor many times. Therefore, it is quite likely that they connect an event
with its sponsor strongly in their minds and drive image transfer then. Further, Zajonic
and Markus (1982) have suggested that people have positive attitudes when they make
contact with an object many times. This phenomenon called “mere exposure”. Therefore,
if attendants were aware of an event many times, it is likely that they have favorability
toward it and its sponsor which sponsors it because of mere exposure. Thus, the
following hypotheses are proposed to examine the empirical adequacy of my model.
H,: Event exposure has positive effects on strength of sponsor associations.

Hs: Event exposure has positive effects on favorability of sponsor associations.

Event Involvement

Grohs and Reisinger (2005) have suggested that event involvement was a
determinant of image transfer. The more attendants feel enthusiastic about an event, the
more attendants may become aware of its sponsor and drive image transfer. In this

regard, Lardinoit and Derbaix (2001) have suggested that the more involvemented the



attendants, the higher the recognitions scores. Further, Lee at al. (2008) took attitude
toward events as a determinant of image transfer. Regarding to attitude, Heidi (2007)
has constructed the model using balance theory proposed by Heider (1958). Heidi has
suggested that if a team was loved by its fan and relationship between it and its sponsor
IS positive, its sponsor was loved by its fan, too. Therefore, attendants may have
favorability toward to its sponsor, if relationship between the sponsor and sponsored
event is positive. Thus, the following hypotheses are proposed to examine the empirical
adequacy of my model.

He: Event involvement has positive effects on strength of sponsor associations.

H-: Event involvement has positive effects on favorability of sponsor associations.

Event Quality

Lee, et al. (2008) have suggested that event quality was a determinant of image
transfer. The higher quality event stands out in attendant’s memory strongly than lower
quality event. In this respect, Gwinner (1997) has suggested that professional status of
participant would influence event image. Therefore, attendants have positive attitude
toward the high quality event and its sponsor which sponsors it and have unique
associations of its sponsor. Thus, the following hypotheses are proposed to examine the
empirical adequacy of my model.

Hsg: Event quality has positive effects on favorability of sponsor associations.



Ho: Event quality has positive effects on uniqueness of sponsor associations.

Sponsor exposure
Grohs and Reisinger (2004) have suggested that sponsorship exposure was a
determinant of image transfer. Sponsorship exposure becomes larger through
promotions in stadium, and more attendants may be aware of the sponsor strongly. The
standard finding in learning theory is that message learning grows with additional
exposures (Grohs and Reisinger, 2004). Further, “mere exposure” can be applied not
only sponsored event, but also the sponsor itself. That is to say, repeated sponsorship
exposure may affect attendants and they have favorability to the sponsor. Thus, the
following hypotheses are proposed to examine the empirical adequacy of my model.
Hio: Sponsor exposure has positive effects on reaction the strength of sponsor
associations.
Hi:: Sponsor exposure has positive effects on reaction the favorability of sponsor

associations.

Sponsor prominence
Gwinner (1997) has suggested that level of sponsorship is a determinant of
image transfer. There are many types of sponsorships, and the sponsor which sponsors

the event more than other sponsors can take rights (e.g., better banner location).



Hutchinson and Alba (1991) have suggested that multiple sponsors for a given event
lessens the probability that a particular brand will be associated with the event, due to
the additional stimuli each consumer must attend to and recall. Therefore, attendants
may aware of prominence sponsor strongly and perceive it more uniqueness than other
sponsors. Thus, the following hypotheses are proposed to examine the empirical
adequacy of my model.

Hi,: Sponsor prominence has positive effects on strength of sponsor associations.

Hai3: Sponsor prominence has positive effects on uniqueness of sponsor associations.

Fit between Event and Sponsor

Grohs and Reisinger (2004) and Gwinner (1997) have suggested that fit
between sponsorship and event is a determinant of image transfer. The event and its
sponsor fit well, and attendants may acknowledge the sponsor without feeling
uncomfortable, enhance associations and drive image transfer. | want to use “match-up
hypothesis”, to establish this vision. To quote Kamins (1990, p.5), in general suggests
that the message conveyed by the image of the celebrity and the image of the product
should converge in effective advertisements, implies a need for congruence between
product image and celebrity image on an attractiveness basis. Moreover, Kahle and
Homer (1985) have suggested that the match-up hypothesis would predict a positive
impact upon a product and advertisement evaluations when a celebrity’s physical

10



attractiveness is congruent with the presence and degree to which the product advertised
enhance attractiveness. “Endorser” has been used synonymously with “event” by
Gwinner, “celebrity” in this hypothesis can be used synonymously with “event”, too.
Therefore, match-up hypothesis confirm the hypothesis which fit between event and
sponsorship is a determinant of image transfer. Thus, the following hypotheses are
proposed to examine the empirical adequacy of my model.

Hi4: Fit between the event and its sponsor has positive effects on reaction the strength
of sponsor associations.

Finally hypotheses mentioned above are summarized in Figure 5.

3. Methodology

Structural equation modeling (SEM) was used to analyze the proposed model
since SEM fits the analysis of casual relationship representing psychological process of
attendants in events. Generally, SEM is suitable for analyzing the hypothesized
relationship among latent variables and confirmatory factors. SEM needs multi scale for
each construct. We developed three scales for each construct. Questions about each
construct were implemented on a seven point Likert scale with 1=strongly disagree and

7=strongly agree.
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Factorl: Website reliability, quality, and trustworthy 1 Incompatibility Channel Unreliability
| felt the checkout required too much personal information. 0.73
| felt the checkout process was too complicated. 0.79
The checkout process was confusing. 0.86
| felt the sites were unstable. 0.91
| felt the sites were unreliable. 0.86
It took too long to download necessary product information (slow load times). 0.62
| felt shopping prices were too high. 0.59
Factor2: Comparison shopping/more information needed 1 Procedural Risk  Incompatibility
| wanted to get a better idea of prices charged at different websites. 0.63
| wanted to get a better idea of prices charged at physical retail stores. 0.82
I wanted to conduct comparison shopping or browsing. 0.81
| felt | would find the products in retail stores at similar or even lower prices. 0.71
| was concerned that the products could not be held, felt or tried on as those in physical retail stores. 0.52
I was concerned that it would be difficult to return the products if not satisfied after purchasing. 0.77
Factor3: Need consent/advice Social Risk
| needed to get other people to agree on the choice. 0.87
| wanted to get someone else’s help in making the decision. 0.90
| needed to check with someone else before making a choice. 0.88
Factor4: Online security/privacy 1 Privacy Infringement
I did not feel secure about online credit card transaction. 0.80
| was concerned that the companies would misuse the personal information | provided. 052
I was concerned about secure delivery of the products. 0.54
Factor5: Avoid regrets/uncertain needs 1 Uncertain Need
| wanted to avoid any regrets over having made the wrong decision. 0.75
I was reluctant to actually spend the money, even though | had the money to buy the item. 0.62
Other things had higher priority at that time. 0.59
Factor6: Can't afford/better not purchase now 1 Financial Risk
| couldn't afford to make the purchase at that time. 0.75
I thought making wrong decision would be more costly than not making or delaying decisions. 0.78
Factor7: Negative past experience 1 Negative Past Experiences
| am overall dissatisfied with the products | have purchased online. 0.89
My overall online shopping experiences are unsatisfactory. 0.72
Factor8: Psychological risks 1 Psychological Risk
I had made poor purchase decisions in the past. 0.55
| thought a better product might be introduced soon. 0.72
Factor9: Social risks 1 Social Risk
I wanted to select a product which would make other people think highly of me. 0.73
Factor10: Time pressure 1 Time Pressure
| was too busy to devote time to the purchase decisions. 0.84
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7 Cox and Snell R2  Nagelkerke R2
3
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10 3
Z 95%
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-0.420 0.359

-0.031 0.199 -0.150

7 2004
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