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Executive Summary 

 

In order to persuade the ever more advertising-hostile consumer, companies have to be 

creative in their marketing strategy. In order to create value for their business many 

companies have in recent years engaged in sports sponsorship for different objectives. Sport 

sponsorship is gaining market share in the overall marketing spending, but there is not always 

an obvious thread or match between the identities of sponsor and property. Sponsorships are 

signed from different approaches, but for academic and analytical reasons the focus of the 

thesis is narrowed down to strategic sponsorships. The thesis thus establishes an overview of 

the potential of sport sponsorship taking into considerations persuasion strategies for different 

types of brands.  

A typology of brands is conducted using parameters as consumer involvement in the brand 

and the underlying buying motive. These dimensions acknowledge the difference in consumer 

behaviour and hierarchy of effect for various brands leading to different approaches for 

companies’ persuasion strategies. 

The thesis furthermore acknowledges that the main potential within sports sponsorship should 

be measured through brand equity. Brand equity is the ascribed intangible value that a brand 

holds in consumers’ mindset, and is argued to be what determines consumers’ preference for 

a specific brand in a purchase situation. Companies strive to reach brand awareness and 

loyalty via interaction and relationships with consumers. This thesis reflects upon the 

possibilities of building strong brands through sponsorship.  

However, it will never be possible to conclude any definite and universal knowledge within 

this field. Therefore this thesis should be regarded as a request for an ongoing creation of 

knowledge within the field.  

The main purpose of the thesis is to outline the potential of strategic sport sponsorship as 

means of communication parameter for different types of brands. As sponsorship offers 

potential in many directions a breakdown of the different communication scenarios is 

performed using consumers level of activity in the sponsorship and sponsors’ presence in the 

communication as the two parameters. When consumers are active the emotional response 

increases while the level of relations increases when sponsor is present.  

 

The thesis should be regarded as a guideline for companies who wish to engage in sport 

sponsorship, as this thesis will provide an overview of what types of brands are suitable for 

different types of communication scenarios in a sport sponsorship.  



	   1	  

Table of Content ............................................................................................................................. 1 

Overview of illustrations and models ....................................................................................... 5 

1.Introduction ........................................................................................................................... 6 

1.1. Problem statement: ............................................................................................................. 8 

1.2. Readers Guide: .................................................................................................................... 8 

1.2.1. Structure of the thesis ............................................................................................... 8 

1.3. Work questions: ................................................................................................................... 9 

1.4. Framing the theoretical foundation of the thesis .............................................................. 9 

1.5. Meta-theoretical considerations ....................................................................................... 10 

1.5.1. Positivism ............................................................................................................... 10 

1.5.2. Logic Positivism ..................................................................................................... 10 

1.5.3. Critical Rationalism ................................................................................................ 11 

1.5.4. Paradigms and scientific revolutions  ..................................................................... 12 

1.5.5. Social constructivism and consumer behaviour ..................................................... 14 

1.6. Methodology ....................................................................................................................... 16 

1.6.1. The documentary method ....................................................................................... 16 

1.6.2. The questioning method ......................................................................................... 16 

1.7. Reliability and validity ...................................................................................................... 18 

1.7.1. Promovator – Sponsorship consultant Thomas Beirholm: ..................................... 18 

1.7.2. MEC Access – Vice President Kasper Petersen ..................................................... 19 

1.7.3. Initiative Universal Media – Key Account Manager Sophie Lose ........................ 19 

1.8. Purpose of master thesis ................................................................................................... 20 

1.9. Delimitation ........................................................................................................................ 20 

1.10. Critical review of applied theory and empirical data .................................................. 21 

2.Brand Equity ....................................................................................................................... 23 

2.1. Determining a definition of brand equity ........................................................................ 24 

3. What is sponsorship ........................................................................................................... 26 

3.1. Determining a definition of sponsorship ......................................................................... 26 

3.2. The DNA of sponsorship ................................................................................................... 28 

3.3. Sponsorship approaches ................................................................................................... 28 

3.3.1. The Passionate approach ........................................................................................ 29 

3.3.2. The Opportunistic approach ................................................................................... 29 

3.3.3. Pre-emptive approach ............................................................................................. 30 



	   2	  

3.3.4. The Charity approach ............................................................................................. 30 

3.3.5. The Strategic approach ........................................................................................... 30 

3.3.6. Summary to sponsorship approaches ..................................................................... 32 

4.The power of sponsorship ................................................................................................... 33 

4.1. The property vs. the sponsor ............................................................................................ 33 

4.2.  Development and Marketing trends ……………………………………..…………….32  

4.3. Sponsorship trends in Denmark ...................................................................................... 35 

4.4. Is sponsorship advertising? .............................................................................................. 36 

4.5. Value and opportunity costs ............................................................................................. 38 

4.6. Return on investment ........................................................................................................ 39 

4.7. The element of exposure ................................................................................................... 40 

4.8. Influence from external elements ..................................................................................... 40 

4.9. Potential noise in the communication scenario ............................................................... 41 

4.10. Summary to the power of sponsorship .................................................................... 42 

5.Consumer psychology and Brand Management .............................................................. 45 

5.1. Brand building ................................................................................................................... 45 

5.2. Building a strong brand .................................................................................................... 46 

5.3. Brand equity ...................................................................................................................... 48 

5.4. Brand-building blocks ....................................................................................................... 49 

5.4.1. Brand Salience ........................................................................................................ 49 

5.4.2. Brand Meaning ....................................................................................................... 50 

5.4.3. Brand Responses .................................................................................................... 53 

5.4.4. Brand Relationships ............................................................................................... 54 

5.4.5. Brand Resonance .................................................................................................... 54 

5.5. Brand management ........................................................................................................... 55 

5.6. The emotional value of consumer psychology ................................................................ 55 

5.6.1. Summary to brand management and consumer psychology .................................. 56 

5.7. Means-End chain ............................................................................................................... 59 

5.7.1. Summary to Means-End chain theory .................................................................... 61 

6.Hierarchy of effect ............................................................................................................... 62 

6.1. Hierarchy of effect ............................................................................................................. 62 

6.2. AIDA ................................................................................................................................... 63 

6.3. Elaboration Likelihood Model ......................................................................................... 64 

     6.4. Informational and Transformational buying motives ……………………………66 



	   3	  

6.5. Rossiter-Percy grid ............................................................................................................ 67 

6.6. Strength of argument vs. repetition as persuasion ......................................................... 68 

6.7. How consumer attention determines hierarchy of effect ............................................... 69 

6.8. Central & Peripheral processing in terms of hierarchy of effect .................................. 70 

7.  Sponsorship as communication ........................................................................................ 73 

7.1. Sponsorship as mass communication .............................................................................. 73 

7.2. Sponsorship as high or low involvement communication .............................................. 74 

7.3. Emotional association between the sport and the sponsor ............................................ 75 

7.3.1. Summary to sponsorship as communication .......................................................... 76 

8. Communication scenarios within a sponsorship setup ................................................... 78 

9.Active – Present communication scenario ........................................................................ 80 

9.1. Definition of Active - Present communication ................................................................ 81 

9.2. What does Active - Present communication offer? ........................................................ 81 

9.3. What can Active - Present communication do for a brand? ......................................... 81 

9.4. Contact price for Active – Present communication ....................................................... 82 

9.5. B2B vs. B2C potential for Active - Present communication .......................................... 83 

9.5.1. Summary of Active – Present communication ....................................................... 84 

9.6. What types of brands can benefit from Active – Present communication? ................. 85 

9.6.1. High vs. low involvement brands ........................................................................... 85 

9.6.2. Informational vs. Transformational buying motives .............................................. 86 

9.7. Building brand equity through Active – Present communication ................................ 86 

10.Active – Not Present communication scenario ............................................................... 89 

10.1. Definition of Active – Not Present communication ...................................................... 89 

10.2. What does Active – Not Present communication offer? .............................................. 90 

10.3. What can Active – Not Present communication do for a brand? ............................... 92 

10.4. Contact price for Active – Not Present communication .............................................. 93 

10.5. B2B vs. B2C potential for Active – Not Present communication ................................ 94 

10.5.1. Summary of Active – Not Present communication .............................................. 95 

10.6. What type of brands can benefit from Active – Not Present communication? ......... 96 

10.6.1. High vs. low involvement brands ......................................................................... 96 

10.6.2. Informational vs. Transformational buying motives ............................................ 97 

10.7. Building brand equity through Active – Not Present communication ....................... 97 

11.Passive - Present communication scenario .................................................................... 100 



	   4	  

11.1. Definition of Passive - Present communication .......................................................... 100 

11.2. What does Passive – Present communication offer? .................................................. 101 

11.3. What does Passive - Present communication offer for a brand? .............................. 102 

11.4. Contact price for Passive – Present communication .................................................. 103 

11.5. B2B vs. B2C potential for Passive – Present communication .................................... 104 

11.5.1. Summary of Passive – Present communication ................................................. 104 

11.6.1. High vs. low involvement brands ....................................................................... 105 

11.6.2. Informational vs. Transformational buying motives .......................................... 106 

11.7. Building brand equity through Passive – Present communication ........................... 106 

12.Passive – Not Present communication scenario ............................................................ 108 

12.1. Definition of Passive – Not Present communication ................................................... 108 

12.2. What does Passive – Not Present communication offer? ........................................... 109 

12.3. What can Passive – Not Present communication do for a brand? ............................ 110 

12.4. Contact price for Passive – Not Present communication ........................................... 111 

12.5. B2B vs. B2C potential for Passive – Not Present communication ............................ 112 

12.5.1. Summary of Passive - Not Present communication ........................................... 112 

12.6. What types of brands can benefit from Passive – Not Present communication? .... 113 

12.6.1. High vs. low involvement brands ....................................................................... 113 

12.6.2. Informational vs. Transformational buying motives .......................................... 113 

12.7. Building brand equity through Passive – Not Present communication ................... 114 

13.Conclusion ........................................................................................................................ 117 

14.Reflections ........................................................................................................................ 122 

15.Bibliography .................................................................................................................... 124 

  



	   5	  

Overview of illustrations and models 

 

Illustrations:  

1.  Test – Failure methodology by Popper ………………………………………       12 

2.  Paradigms and scientific revolution by Kuhn ………………………………..       14 

3.  DNA of sponsorship approach by Ferrand …………………………………...       28  

3.1.DNA – Strategic sponsorship approach ……………………………………     32 

4.  Development in marketing spending in Denmark by Promovator ……………      34  

5.  Active – Present sponsorship communication scenario ………………………      80 

6. Active – Not Present sponsorship communication scenario …………………..      89 

8. Passive – Present sponsorship communication scenario ………………………     100 

9.  Passive – Not Present sponsorship communication scenario …………………..    108 

   

Models: 

1. Customer Based-Brand Equity by Keller ………………………………………     47 

2. Brand-building-blocks by Keller ……………………………………………….     49 

3. AIDA …………………………………………………………………………...     63 

3.1. AIDA refined by Blyth ……………………………………………………..    64 

4. Elaboration Likelihood Model by Petty and Cacioppo ………………………..…  65 

5. Rossiter-Percy grid ………………………………………………………………   67 

6. Central and Peripheral processing by Petty and Cacioppo ………………………   71 

7. The Activation Matrix by Sverre Riis Christensen …………...............................   78 

 

 



	   6	  

1.Introduction 
Today consumers are complicated and independent. Consumer guards are up as the number of 

communication channels to reach the consumer increase, and as result, the hostility towards 

advertising messages, among the average consumers, is growing. 

Due to the reality of this, companies around the world are continuously forced to come up 

with ways to affect the desired target group. Neuro-marketing and low attention advertising 

are among the new strategies designed to achieve maximum result of a campaign. However, 

the marketing concept under the scope is not new state-of-the-art technology designed by 

professors or psychologist, but an old concept that requires re-design in both its perceptual 

and applicable form from a company perspective. The concept is strategic sponsorship within 

the sports industry, and this thesis has emphasis on the various communication scenarios that 

sport sponsorships have to offer and the unique possibilities that this type of marketing 

provides. 

 

The field of sponsorships within sport is massive. Our interest is drawn by companies 

applying sponsorship as a strategic marketing and communication tool, which is why this 

thesis will hold the viewpoint upon sponsorship process from the sponsor in question rather 

than the property sponsored.  

 

For decades and maybe even centuries companies have been sponsoring. Initially because 

they had the resources to financially assist artists, athletes etc., but over time sponsorship has 

developed into a strategic tool that companies use for self-promotion, hence marketing and 

communication activities. Today, many companies are engaged in sponsoring in some way. 

However, only few companies utilize the potential that sports sponsorship offers in terms of 

persuasive communication, and are therefore incapable of achieving maximum success and 

return on the sponsorship investment.  
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Sport sponsorship has a massive potential, but altogether it seems as if a majority of 

companies do not know why they sponsor, and how they should go about it even though they 

might have the best intentions.  

 While experts on sports economy and sports sponsorship and other marketers, point out the 

potential of sports sponsorship, we find it interesting to cast light upon whether sponsorships 

within sport are suitable for all types of companies and brands, and if not, why and how so.  

 

Sponsorship, and sports sponsorship in particular, is a rapidly increasing industry where more 

and more consultancy agencies specialise in guiding companies in their attempt to optimise 

their sponsorship strategy in general. However, sport sponsorships at even the highest-level 

are worth millions and still manage to confuse the consumer and often make no sense. E.g. 

the match or fit between the sponsor and the property in question seems unexplainable, the 

poor exploitation and activation of a sponsorship fails to appear, and the return on investment 

often seems to be of little or no interest to sponsor.  

 

In an ever-growing industry it makes us wonder what lies behind and beneath the 

establishment of some sponsorships that to us, appears as an obvious misfit between sponsor 

and property just as the choice of communication scenario for some brands is of some 

surprise. The disbelief of this scenario being an integrated and strategic choice from the 

sponsors view, make us keen to conduct an in-dept study of the possibilities that sponsorship 

within sport has to offer.  

 

With the above-mentioned in mind, the aim of the thesis is to analyse to what extent various 

types of industries, companies and brands successfully can apply sports sponsorship as an 

integrated part of their strategic marketing and communication plan. The purpose of the 

analysis is to provide an overview of communication scenarios within sport sponsorship, and 

cast light upon the various setups that sponsorships provide within consumer behaviour and 

brand equity. The analysis is based upon well-grounded research within the academic material 

available within this field – which is arguably limited although it is a fast growing industry. 

However, combined with empirical data we believe the outcome of this thesis to be 

academically founded, yet applicable for companies looking to invest in strategic sport 

sponsorships.   
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1.1. Problem statement:  

 

1.2. Readers Guide: 

 

1.2.1. Structure of the thesis 

The thesis will first present the theoretical background for the models used, followed by some 

considerations on the scientific implications of using these theories and what limitations this 

school of thought presents. Having thus presented our meta-theoretical considerations, we 

will briefly outline the specific methods used to identify our research questions, and the 

structure we will use to analyse the empirical data gathered. On this background we will be 

able to analyse the existing data, including our own interview. By adapting the theoretical 

models already introduced, we will be able to outline a structured and comprehensive 

overview of the various communication scenarios to companies considering the sports 

sponsorship market as a venue for their strategic communication. Finally we can conclude on 

our problem, and state on a solid foundation, when and how to apply sponsorships as means 

of communication the most efficient for type of brand.  

 

The structure within this thesis is divided into tree main parts. Initially an outlay of the 

possibilities that sport sponsorship provides as well in the essence of communication, as the 

purpose of part one is to discuss the conventional act of the consumer and their behaviour in 

this setting. How consumers respond to communication messages projected from companies 

toward them in a strategic marketing activity, and how they respond to brand awareness in 

general. With that said, it is important to lay out the concepts of how to frame the theoretical 

concept of brand management and consumer behaviour. Part two will therefore primarily 

focus upon the consumer. This initial part of the thesis is justified on the background of the 

following:  

 

 

 

What potential does sport sponsorship offer as strategic communication channel 

for different types of brands in various sponsorship scenarios?  
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1.3. Work questions: 
 

 

 

 

 

 

Part three engages in the various types of communication scenarios, and how the consumers 

adapt to projected communication, well knowing it is strategic marketing. Both are elements 

that a company need to take into serious consideration before getting involved in sports 

sponsorship, bearing in mind the discoveries uncovered in part two, of how consumers react 

to projected communication messages. The analysis is build upon, and consists on the basis of 

the following work questions:  

 

 

 

 

 

 

 

At completion of the questions stated above, a clear vision should reflect which 

considerations a company should evaluate before getting involved in sport sponsorship, and 

utilizing sponsorship as a part of the combined marketing and communication strategy. 

As well as this thesis intend to reflect upon the benefits and possibilities that sport 

sponsorship affiliates, it should be notable that sport sponsorship is not necessarily the most 

efficient marketing tool for all types of companies and marketing aims. For this reason it 

should be disregarded as a strategy, which this thesis also should clearly reflect. 

 

1.4. Framing the theoretical foundation of the thesis 

The central argument of the theoretical mapping is that in order to optimize the utilization of 

strategic sport sponsorships, an understanding and implementation of the consumer behaviour 

and mindset, is vital in the strategic initiatives initiated by a company. It is therefore crucial to 

understand the unknown uncertainty factors within the emergence of the human mindset. The 

What makes sports sponsorship unique compared to other strategic marketing 

tools? 

Which emotional value streams are evoked when consumers engage in brands? 

	  

What does sport sponsorship offer as means of strategic communication? 

 

How to distinguish brands for sport sponsorship potential? 
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unknown factors are conceptualised as the motivation for taking in the projected 

communication message, conscious as unconscious, in the mindset of the consumer. Thereby 

resulting in the strategic choice made by the company, within sports sponsorship, being 

successful and meeting the objectives originally set out.  

 

1.5. Meta-theoretical considerations 

1.5.1. Positivism:  

French philosopher Auguste Comte (1798-1857), founder of the positivistic approach, claims 

that science should be based on the positive, meaning actual facts and not statements from 

legends and myths. Thus all statements, written and spoken, has to be measurable according 

to scales, being rational and palpable (Litteraturhåndbogen; 2004:188) 

The positivistic approach within science is known to be inductive, thus no empiric truth can 

be claimed to be complete as the premonition is set to be inductive, leaving room for 

concluding, with great probability, based on a certain number of observations and sense 

impression, thereby deducting the adapted theory (Fuglsang & Olsen; 2005:56). 

Through the 19th century Auguste Comte’s theory transferred into what we today, in the 21st 

century, would consider and refer to as logic positivism.  

 

1.5.2. Logic Positivism:  

The logic positivists hold that scientific knowledge is build upon conducted experience as 

well as logic thinking. The principle of logic positivism emerged in the early 1920’s by a 

group of scientists and philosophers often referred to as the ‘Vienna Circle’, lead by Moritz 

Schlick (1882-1936) (Gilje & Grimen; 2002:52). They apply the principle of verification to 

separate the scientific knowledge from pseudo-scientific knowledge. The principle of 

verification states the following: 

 

“There exists no philosophy above, beyond or parallel to the various elements of this one 

empirical science” (Fuglsang & Olsen; 2005:59). 

 

Knowledge can only be scientific if it – in principle – is possible to verify! 
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Thereby, the positivists cling to the statement that scientific knowledge is knowledge that can 

be determined by eternal truths parameters, whereas pseudo-science knowledge is knowledge 

that cannot be determined by eternal truth factors. This means that if it is possible to state 

whether anything is true or not, it qualifies as scientific knowledge (Holst et al; 2010).  

The positivistic scientific approach, which claims that all well-founded knowledge is build 

upon conducted experiences, has met massive objections from critics. Mainly, the objections 

are related to the statement that an observation always is based upon the person whom 

observes the phenomenon. Thereby it is not to be counted as an eternal truth but subjectively, 

relative to the person who conducted the observation, which leaves it as not being a 100 per 

cent eternal truth in an objective manner (Fuglsang & Olsen; 2005:60). 

 

1.5.3. Critical Rationalism: 

Founder of the critical rationalism, Karl Popper (1902-1994) born in Vienna, is one of the 

most well known philosophers within science of our time, and has had a tremendous influence 

on scientist within all spectres of science.  

Popper had a critical approach towards the logical positivism, and opposed against the, for the 

time, totalitarian and irrational ideologies. The core of his philosophy merely states that 

human acknowledgement is never to be final or concluded as sure, as no scientific theory is 

sacred and beyond any criticism. Interpreted and so-called “scientific truths” are only to be 

considered guesswork, and by way of experiment hypotheses, and must be made object for 

rational criticism and hard-to-pass tests. He believes that the only way to reach scientific truth 

is to eliminate erroneous theories (Gilje & Grimen; 2002:74). 

 

Popper is a prominent opponent to positivism and uses the term critical, as he believes that 

new theories can only be developed and applicable if looked upon in a critical aspect within 

scientific academics. He deliberately uses the term rationalist, as he believes that theories 

should be based on rational thinking – resulting in deductive argumentation.  

According to Popper, critical sense making is the human act to falsify a hypothesis, and 

thereby a prerequisite for the human to apply the test-failure methodology for developing new 

theories.  

As proclaimed author of the hypothetic-deductive methodology, it is important to note that 

the test-failure method is a tool for developing new theories, whereas the hypothetic-

deductive methodology is applicable in its use of the single scientific methodology.  
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This means a scientific approach to make prerequisite assumptions about the universe and not 

a theoretical approach to explain a specific given phenomenon (Gilje & Grimen; 2002:85). 

  

Poppers theory within test-failure methodology is illustrated by the following figure:  

 

 

 

 

 

 

Illustration 1 – Test – Failure methodology by Popper 

 

According to Popper, what is most prominent within science is to find satisfactory 

explanation, whether of naturalistic scientific origin or within the scale of social science. 

Thus, the more tests to prove falsification of a hypothesis, the better the theory applied. As it 

is always possible to apply falsification to a scientific theory, a theory can never be concluded 

as true but only as being to-be-falsified-theory.  

With this said, it means that development within the scientific sphere is not a cumulative 

process – where scientific knowledge is building up, as theories are falsified just as 

continuously as they are developed. Popper claims to state that science is making scientific 

progress, as it continuously proves better ways to explain scientific and complex problems 

through falsification.  

Hence, claiming that one theory within science comes closer to eternal truth than others. 

Contrary to the positivistic approach, Popper as a critical rationalist, do not believe that 

science unconditionally equals eternal truth, but believes that he has an idea that it does (Gilje 

& Grimen; 2002:90).  

 

1.5.4. Paradigms and scientific revolutions – Thomas Kuhn  

There has been a change in the perception of scientific work. There seems to be a consensus 

that great scientific revolutions are no longer about taking facts and observations to a higher 

and more complex level, but to develop new theoretical framework for comprehending and 

understanding science. These new frameworks of comprehension lead to a pattern of 

expectations with the scientists, thus they discover ways of seeing and understanding from 

Falsification = Refutation of theory à Acknowledgement of new problem 

à Arise of new audacious hypothesis. 

Failed trial of falsification à New test of falsification à etc. 
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another platform. What is now to be perceived as scientific truths, problems and explanations 

are now dependant on which frameworks of comprehension are in question. Scientific 

revolutions lead to underlying changes in the perception of reality, and eternal truths within 

the mindset of the scientist, as a revolution result in another view on what is familiar, hence 

gained a new aspect and scheme of things that is not compliant with the existing (Gilje & 

Grimen; 2002:98).   

 

The American theoretical physicist, Thomas Kuhn (1922-1996) argues that scientists do not 

act from collected hard scientific data and apply a theory, but that they initially had a pre-

requisite empirical idea of the outcome and a preconceived idea of the end-result. Then a 

fitted theory was applied, as there exist no hard facts because all facts are premonition and 

lead by theories. He claims that science is not able to develop if applying a positivistic or 

Poppers critical rationalism approach (Gilje & Grimen; 2002:99).  

 

Kuhn states that supporters of different paradigms hold different approaches to the fact of 

eternal truth, and hence the differences in perception does not come to an agreement as they 

are not comparable – also referred to as incommensurable (Thuren; 1992:73).  

 

Kuhn argues that there exist two types of scientific activity – normatively science and 

revolution. The initial scientific activity takes place within a specific structure or frame, 

which Kuhn originally referred to as a paradigm, and the latter, the revolution, consists in 

replacing one paradigm with another (Fuglsang & Olsen; 2005:101).  

Kuhn has been the centre for much criticism due to his use of the term ‘paradigm’, but what is 

interesting in regards to this thesis, and science in general, is which value Kuhn puts into the 

interpretation of ‘paradigm’. This has to be seen in light of the framework set out for 

philosophy of life, not articulated to its fullest, partly not consciously perceived by the 

members of the scientific community, and finally leading for the conduction of the science 

(Opus Cit.) 
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Kuhn’s theory within paradigms and scientific revolutions is illustrated by the following 

figure: 

                           

Illustration 2 – Paradigms and scientific revolution by Kuhn 

 

The subject matter of the thesis is studied through the premises of what Fuglsang & Olsen 

identifies as the complex idealisms (Fuglsang & Olsen; 2005:37).  

These idealisms share an interpretive and constructivist perspective of social science and 

include the meta-theoretical directions; hermeneutic and social constructivism.  

 

1.5.5. Social constructivism and consumer behaviour  

This master thesis holds a humanistic social scientific approach towards the consumer, and 

the understanding of the behaviour of the consumer, as we believe the consumer to be an 

independent and thinking being, who makes decisions and choices based on the experiences 

which already exist within the individual.  

 

The positivistic ontology is, contrary to that of social constructivism, based upon the notion 

that reality consists of an objectified essence, which exists independently of our recognition 

of it. Within the constructivist approach there exist a broad spectre of interpretive traditions, 

theories and methods. However, these perspectives share the core value that understanding 

and interpretation is the basis of all knowledge and thereby prior to explanation (Højberg; 

2005:309). In other words, meaning is created and changed through a process of 

interpretation.  

It is a deliberate choice not to emphasise a specific tradition or method within this meta-

theoretical paradigm. The disadvantage of this broad foundation is that the meta-theoretical 

considerations can, to some extent seem random. However, the purpose of this choice is, first 

of all, to create room for a broad framework of understanding the relevant theoretical input 

presented in the initial part of the thesis. 

 

 

Preparadigmatic phase → Paradigm 1: Normative scientific period → critical 

period and scientific revolutions → Paradigm 2: New scientific timeframe  
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The complex idealisms stand in contrast to e.g. the positivistic, realistic and naturalistic 

approach, where the assumption of a ‘real world’ that the researchers can display, is 

consistent (Esterberg; 2002:13-14).  

Within constructivism it is important to distinguish between its theory of knowledge, 

epistemology, and its ontological notion of reality. The difference between these perspectives 

is, that while the epistemology states that reality is determined by the social context, the more 

radical ontological perspective states that reality in itself is determined by our 

acknowledgement of it, and that it only appears for us if, and when, we acknowledge it 

(Højberg; 2004:353).  

 

The subject matter of this thesis is exactly the construction of different interpretations of 

reality, so far as it is possible for a company to shape the perception of its brands by 

consumers. Through various sponsorship campaigns and marketing initiatives companies will 

seek to influence and, to some degree, model the way consumers respond to projected 

communication messages. Conversely, consumer adaptation to marketing strategies will in 

return affect the future activities conducted by the companies, and thus resulting in a 

continuous interaction between the two parties. Since we adapt this particular method of 

interpretation of different meanings within a circular process it can be argued that our 

approach falls within the hermeneutic branch of science.  

 

The empirical data collected from experts within the field of communication scenarios and 

sponsorship, is based upon qualitative interviews, holding a clear social constructivist 

approach - also implicating the methodological hermeneutic concept of interpretation as a 

method to reach true realisation. Due to this, we will approach the correlation of the consumer 

as an individual, and the company through the eyes of the epistemology approach of the 

hermeneutic circle, based on the idea that reality is determined by the social context.  

Throughout the thesis it is reflected upon this coherence between the consumer as the 

receiver, and the sponsoring company as the sender of the projected communication message. 

The choice of this interpretive and constructivist perspective, as an underlying premise, is first 

of all made upon an acknowledgement of the social world as subject to constant interpretation 

and change. A consequence of this approach is that it is impossible to determine any universal 

and definite knowledge; we will however only be able to capture a specific moment in time, 

based on the combined interpreted reality grounded on the social world of the researcher and 

informants.  
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1.6. Methodology 

An important aspect of the research design is the method for collecting data. Andersen (2002: 

62-72) differentiates between three data collection approaches, i.e. the documentary method, 

the observing method and the questioning method. These can be combined in different ways 

to complement any research design. This thesis has applied the documentary and questioning 

methods. The following is based on Andersen. 

 

1.6.1. The documentary method 

This method is based on the indirect study of a phenomenon, e.g. through the use of 

secondary data. Secondary data has been collected for another purpose than the current, but 

may still provide useful knowledge. A major drawback of this type of data is that it is fixed 

and cannot be influenced, as it already exists. The documentary method is very useful, as it is 

cheaper and less time-demanding than other methods. 

 

Within this thesis, the documentary method has played an important role. An extensive 

academic literature review was conducted in the beginning of the writing process, and assisted 

in narrowing and defining the research question. We have aimed at developing a broad 

knowledge about sport sponsorship, the communication scenario relating to this, combined 

with already existing knowledge and research of brand management and consumer behaviour. 

Besides secondary data from external sources, the Internet has been used as a documentary 

method to find information relating to this, along with previous thesis works on similar topics, 

blogs and subscribed newsletters from professional sources.  

 

1.6.2. The questioning method 

The questioning method basically consists of asking questions, either in writing or verbally. 

Generally, questions are asked to obtain knowledge about the respondent and their habits, 

attitudes, opinions, and experiences. The questioning method can generally take two different 

shapes, the quantitative survey and the qualitative interview. 

Due to the purpose of this thesis being exploratory and explanatory, and the fact that a 

hermeneutic paradigm is the researchers’ foundation, it was relevant to apply a qualitative 

questioning method. The qualitative method is superior in gaining in-depth knowledge of the 

respondent’s thinking and reasoning patterns (Kvale; 1997:130).  
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Within this thesis we have made the deliberate choice to apply qualitative research theory in 

the process of collecting our empirical data. The qualitative research builds upon 

interpretation and understanding of a given subject – within this thesis, the qualitative type of 

study will primarily consist of quotes from experts within the specific field of topic, collected 

through in-dept interviews or by the use of case studies. The collected qualitative data is 

accumulated by applied theory of Steinar Kvale.  

 

The research theory (Kvale; 1997:129) consist of open questions which leaves room for many 

directions within the reply opportunity, and thereby opens up for a large sphere of flexibility, 

as it takes place in a scenario of open room dialogue and interaction between one or more 

people. This type of research can be difficult to manage, even in a setup of semi-structured or 

completely open communication scenario, as it leaves room for several different ways of 

interpretation of the reply given on specific questions.  

By choosing a qualitative research strategy, it is thereby given that the scientific approach is a 

fixed set-up within the social, and thus the humanistic science – the hermeneutical approach 

within the science.  

 

The humanistic approach can be illustrated by the following: 

 

“Hermeneutic approach: meaning interpretation and interpretation is the human tool to 

comprehend meaningful empirical data. Meaningful empiricism can be perceived as an act 

where the fact of acting consist in an act towards some or something”   

Holst et al; 2010 

 

The methodological choices made throughout the thesis have been very well thought out, and 

great reflections have been made in accordance with the deliberate choice of selected 

interviews. As mentioned above, it has been decided to adapt to the qualitative approach in 

regards to collecting empirical data.  

 

The focus of the thesis is communication within sport sponsorship and utilization in a 

strategic manner, which should reflect upon the experts within their field that have provided 

empirical data. As the thesis holds sports sponsorship as means of communication as its 

focus, a deliberate choice has been made to conduct interviews with experts representing 

different roles of expertise within their field; marketing, communication, sport and 
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sponsorships. However, all experts are highly involved with sports sponsorship; on a national 

as well as an international basis. 

 

It is acknowledged that by obtaining a qualitative research strategy it is thereby given, that the 

information given is to be considered inductive. It is also acknowledged, that because the 

information is of empirical status, it is not to be concluded that the responses obtained reflect 

eternal truth as it is based on experienced knowledge and not statistical hard data, and can 

therefore not be considered as a 100 per cent reflection of global reality (Thuren; 2004:50). 

 

1.7. Reliability and validity 

Within qualitative research conduction it is of great importance to recognise the issue of 

verification of knowledge. Due to the fact that reliability is based on whether the data is 

conducted methodologically correct (Thuren; 2004:21). Another researcher should be able to 

come to the same conclusions if the same questioning method is applied – in this case, the 

qualitative research interview. 

The findings are indisputably valid if the researcher has maintained focus in the execution of 

the research, and exclusively examined the topic set out for and nothing more (Opus Cit.). 

It can be argued, that reliability can never be high in qualitative research as it will always be 

impossible to obtain exactly the same empirical data once more in another interview. 

However, in this thesis the empirical data is to be considered of high reliability, due to the fact 

that all the statements made by the experts in the interviews support the same point of view – 

seen from different perspectives. 

 

Below, an outlining of the experts within their field, with whom interviews have been 

conducted, as well as an academic reasoning for the selection of these specific experts.  

 

1.7.1. Promovator – Sponsorship consultant Thomas Beirholm: 

Promovator is the leading consultancy company within sponsorship and properties in 

Denmark. They hold their expertise within three major parts of sponsoring i.e. corporate 

social responsibility, arts and culture and finally sports. Due to the fact that Promovator is 

leading within their field of expertise in Denmark, Promovator host an annual Sponsor 

Academy for which people who are involved in sponsorships through their line of work, can 

get a certified degree within management of sponsorships. Promovator is also the creator of 
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several reports reflecting the trends within sponsorships and is part of an international 

network. There should be no doubt that Promovator is leading within the sponsorship industry 

in Denmark. International company Aegis Media owns Promovator. 

 

Academic reasoning: Within this thesis Promovator holds the expertise knowledge and 

experience within securing a fit between sponsor and property as well as overall financial 

considerations before obtaining a sponsorship of any kind.  

 

1.7.2. MEC Access – Vice President Kasper Petersen 

MEC is a global advertising and marketing agency that holds expertise within seven diverse 

areas of marketing and communication. MEC Access focuses primarily on sports but also 

work on other platforms within the creative industries. MEC Access is a genuine full-service 

proposition, from consultancy and strategic planning through to rights management, PR and 

with the significant size, this international company holds enormous resources and experience 

within their field. International company Media Edge CIA owns MEC Access.  

 

Academic reasoning: Within this thesis MEC Access is to be considered the experts within 

creative ideas of how to activate the sponsorship in the best possible way and ensuring that 

the clients get the most value from the sponsored property. MEC Access holds the role as the 

more creative partner of the experts interviewed.  

 

1.7.3. Initiative Universal Media (IUM) – Key Account Manager Sophie Lose 

IUM is an international and leading advertising agency with a division in Copenhagen. IUM 

holds a large portfolio of both international and national clients, and holds expertise within 

market analysis, events, sampling and marketing within mobile and interactive directions.  

 

Academic reasoning: With the acceptance that IUM holds some of the largest clients in 

Denmark, and thereby manages large-sized marketing budgets, we find it interesting why they 

do not see sponsorship within sport as an option to offer their clients. The result is that they 

are of the opinion that sponsorship are too costly compared to the return on investment, and 

believe that they can utilize the budgets more efficiently and effective by using other and 

more traditional marketing channels. In this thesis IUM therefore holds the role as being 

against sponsorships – in general, not just within sports.  
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1.8. Purpose of master thesis 

The purpose of this thesis is characterised by being mainly explorative and explanatory. 

Explorative research has the main purpose of examining and studying phenomena or aspects 

that there only exists little knowledge about (Andersen; 2002:24). Based on a comprehensive 

review of the existing literature, it became apparent that there only exists very little 

knowledge about strategic communication within sport sponsorship that are not case oriented 

and based upon billion dollar international sponsorships, and the need for an explorative study 

arose. The first two work-questions to the main research question are related to exploring and 

understanding the consumer behaviour within projected communication setups and sport 

sponsorships.  

 

Explanatory research tries to explain causalities and consequences. This will often be done 

with the purpose of making generalisations (Andersen; 2002:27). The thesis’ findings of the 

explorative research are used as the starting point for the explanatory research where different 

aspects of communication scenarios within sport sponsorship are analysed, interpreted and 

explained.  

The third work-question is linked to the explanatory aspects of this thesis. The explanatory 

parts of the thesis also have some normative characteristics, as normative research goes a step 

further and tries to make relevant recommendations for actions and solutions within a sport 

sponsorship setup for various types of brands etc. (Andersen; 2002:28).  

 

This thesis aims to cast light upon the potential types of communication that a sport 

sponsorship holds for different types of brands, based on the explorative and explanatory 

parts, and this takes a somewhat more normative character. 

 

1.9. Delimitation  

It is important to outline that the thesis will not cover any in-depth financial calculations 

relating to any type of sport sponsorship. This is a deliberate choice made, as focus will solely 

be on strategic founded sponsorships, referring to sponsorships that hold a sustainable return 

on investment, and is an integrated part of sponsor’s overall marketing and communication 

strategy. As this thesis is not case oriented but constructed upon generalisations within 

applied theory and empirical data, opportunities to activate sponsorships via traditional 

marketing and communication channels will not be covered  
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in-depth but means of importance will be illustrated. The opportunities that a sport 

sponsorship has to offer in terms of communication are merely dependent on the terms of 

contract between sponsor and the property in question.  

The uniqueness of any sponsorship is the opportunity, and the purchased right to exploit the 

property; – how sponsor incorporates property in the marketing and communication strategies 

is individual for the companies. However, it is arguably guided by the width and depth of the 

agreed contractual relations. As argued, the commercial utilization of a property is individual, 

just as the contractual issues. For this reason, this thesis will not cover the legal aspects of this 

part of a sponsorship and the opportunities or limitations this provides from a 

communicational point of view.  

 

We do acknowledge that from an international perspective companies, just as consumers, 

have different behavioural patterns in relation to projected communication messages, due to 

cultural background, just as level of technological progression, differences and challenges 

holds a unique role (Antonides & Van Raaij; 1998, preface). However, an overall decision 

have been made in relation to the thesis; it is build upon grounds of means to relate to culture 

and understanding for Western hemispheres. Models are applicable for the Western 

hemispheres, and are an outcome of our applied scientific approach regarding how we adapt 

to the constructivist view. As a result hereof all empirical data is collected from Danish 

sources only. However, the selected information sources all hold knowledge of international 

relations as well as work in international business environments.  

 

	  

1.10. Critical review of applied theory and empirical data 

	  
Throughout the research for this thesis, a deliberate choice was conducted to be specific in our 

choice of theory applied. However, this thesis is limited in scope, since this research is a 

combination of multiple theoretical research streams.  The different research streams coming 

together are sponsorship, consumer behavior, brand building, means-end, hierarchy of effect 

and communication. Due to extent restrictions, limitations to the evaluation of every research 

stream have to some degree been applied as an act of necessity. Nevertheless, we believe that 

every stream has been applied and evaluated in enough depth to provide a good understanding 

of the interesting aspects this thesis contains.  
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Another aspect is that there is lack of literature regarding this research angle, hence literature 

relating to aspects relating to the subject have been applied to match the problem statement. 

 

It can be difficult to determine whether the validity is high in qualitative interviews. Flick 

(2002) suggests that a main issue for interview validity is “whether the interviewee was given 

any cause to consciously or unconsciously construct a specific, i.e. biased, version of his or 

her experiences which does not or does not only correspond with his or her views in a limited 

way” (Flick; 2002:223). It was a high priority not to ask leading or ambiguous questions and 

to ask for elaborations if a statement was unclear. 

 

It is expected that strategic communication via sponsorship will evolve, and its effective 

usage will increase in the coming years, hence there is still research to be done within the 

field. This thesis has only contributed with a small fraction, and many aspects are yet to arise 

before they can be examined. 

 

  



	   23	  

2.Brand Equity 

Within any company, hence any marketing or communication activities, the overall aim 

should be to increase brand equity as an absolute minimum. From a communicative point of 

view it entails widening of the knowledge and thereby existence of the brand in question, and 

from a marketing perspective to push the brand from being known to consumers, to 

consumers purchasing the brand and be loyal towards the brand. It can be argued that brand 

equity is the core value of any brand DNA.  

  

When discussing brand equity, it can be argued that there exist three different perceptions of 

the term. The two below mentioned relate to a company’s tangible assets as well as the 

intangible values.  

Tangible brand equity relates to a company’s values according to books and financial 

statements, incl. channel relationships and patens etc. However, this perception of brand 

equity relates to the company behind the brand and not the brand itself, which reflects that 

such type of brand equity is perceived from the company’s point of view (Collier; 2006:71-

86). We do not apply brand equity in this perspective within this thesis.  

 

Intangible brand equity also relates to a company’s values according to books and financial 

statements, but includes the concept of the intangible asset - goodwill.  

Just as argued above, the intangible perception of brand equity, including the indefinable 

aspect of goodwill, refers to the company’s point of view. Both of the above perceptions of 

brand equity can be argued to state the value of the company behind the brand, and not the 

brand in question. Thereby brand equity plays an important role in the eyes of stakeholders 

due to the fact that stakeholders have a financial interest in the company’s share value.  

 

All in all, the intangible value can be argued to hold the value that the company holding the 

brand could be acquisitioned for, with the buyer paying more than the listed value of the 



	   24	  

tangible assets as goodwill represents the intangible value of reputation, customer database 

etc. (Opus Cit.). 

 

However, it can be argued that there exists a third perception of brand equity.  This type of 

brand equity is of an intangible character and relates to the perspective of the consumer’s 

mindset in connection- or relation to the brand. This differs in more than the obvious manner; 

the brand being the centre of the essence of brand equity and not the company holding the 

brand, hence the difference in perspective.  

 

This third perception of brand equity can be argued to relate to brand awareness to a certain 

extent. Awareness refers to the strength of the brand’s presence in the consumer’s mindset 

(Aaker; 2002:10). In a sense that brand awareness refers to the value the brand holds in the 

individual consumer’s mindset; conscious as subconscious on an everyday basis. With this 

said, it is necessary to point out that within this thesis the term brand equity relates to a 

combination of emotional value towards the brand within loyalty, awareness, associations and 

quality-comprehensions (Hollensen; 2004: 468).   

 

2.1. Determining a definition of brand equity 

 

Brand Equity is the value of a brand, resulting from brand awareness, brand loyalty, 

perceived quality, associations with the brand, and the brand schema.  

    Antonides & Van Raaij 

 

The argued third perception and the above definition is how brand equity should be perceived 

within this thesis, and can be argued to consist of the emotional value that consumers 

associate with the brand. It also relates to how much time and thought the brand take up in the 

mindset of the individual consumer, and if the consumer in question acts upon those the 

emotional values and thus conducts a purchase. With this said, a brand can hold a high level 

of brand equity towards the individual consumer, although the consumer in question have yet 

to prove their loyalty to the brand through an actual purchase. 

 

To measure and argue the above in relation to brand equity, a deliberate decision has been 

made to utilize Keller’s Consumer Brand Building-Block Equity model as a way of means.  



	   25	  

In relations to this thesis, the essence of the above stated definition of brand equity will 

function as a way of means to argue if the type of brand in question will benefit from the 

communication scenario set-up of the specific type of strategic sport sponsorship, along with 

other means of pre-defined theories and models applied for this purpose. Any decisions made 

from a strategic point of view, from any type of company, should always be measured against 

the intangible value of brand equity. According to Zyman, an increase in brand equity is not 

sufficient unless it amounts to consumers purchasing the brand more often at a higher price 

(Zyman; 2002:146). 
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3. What is sponsorship? 

3.1. Determining a definition of sponsorship 

Sponsorship is a relatively recent tool within marketing and communication. The term 

sponsorship has existed for decades, where companies and organisations have donated money 

to a specific event, just to ensure the execution. In terms of utilizing sponsorship in a strategic 

manner within marketing, sponsorship is to be considered a relatively new tool, and can be 

described as an area of marketing in which basic principles are still being laid down. 

Consequently, the term sponsorship has a wide currency, and a commonly accepted definition 

of the concept does not exist. However, the existence of a commercially relevant purpose, as 

one of the key factors that separates sponsorship from other forms of corporate giving, is 

pointed out in most definitions. 

 

“Sponsorship is a business method for communication  

and marketing, which in the long and short term has the aim 

 of strengthening the sponsor’s position and increasing sales”  

Promovator – Jiffer & Roos; 1999 

 

The above definition is found to be too narrow to be applicable for the understanding of what 

sponsorship is, since sponsorship can be effective as a communication and marketing tool in 

many more ways than within strengthening the sponsor’s position and increasing sales. 

 

“Sponsorship can be regarded as the provision of assistance  

either financial or in kind to an activity by a commercial organisation for the 

purpose of achieving commercial objectives”. 

Promovator - Meenaghan; 1993 
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The above definition is more adequate for the thesis as it focuses upon sponsorships from a 

broader perspective. Sponsorship is a more complex setup than the above, so even though the 

definition is more adequate, it is not found to be precise enough. 

 

“The sponsorship should benefit all parties, property and the sponsor involved - 

leading to a result that can be compared to pre-defined goals” 

                       Promovator – Jiffer & Roos; 1999 

 

The above definition is considered to be flexible, thus more appropriate, and the definition 

that comes closest to an understanding of what sponsorship is and should be perceived as. It 

reflects an understanding of co-operation between the parties, and is applied because it is 

sufficiently broad enough to encompass a variety of activities sponsored and motives pursued. 

The interpretation of sponsorship is based on the companies’ objectives, thereby choosing a 

commercial and strategic perspective.  

 

The definition can be criticized on the basis that it limits sponsorship to the activities of 

commerce for commercial ends. However, it is probably an adequate description of the nature 

of sponsorship with commercial and strategic objectives. Furthermore, the use of the word 

property, expresses the special character of sponsorship (Hansen & Scotwin; 1995:173).  

Thus, for the purpose of the thesis, the definition is appropriate as it contains the element of 

exploitation of a property and implies clear objectives, which the sponsorship is meant to 

accomplish if managed correctly.  

 

Active sport sponsorship has many strategic aspects as it reaches far beyond communication. 

Sport sponsorship is, due to its specific feature, capable of developing into a strategic 

competitive tool, as it is able to influence different levels of a company’s strategy. 

Consequently, sponsorship is only in a narrow sense buying of an association - a property, 

with a further simple communications channel with the possibility of transferring a slogan or 

logo. Sponsorship, in the wider sense, includes buying and exploiting a property. Thereby the 

subject of pre-set objectives plays an important role in the desired outcome of a sponsorship.  
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3.2. The DNA of sponsorship  

Within the complex setup of a sponsorship, there exist inter-dependent activities that all are 

depending on the interaction that a sponsorship should provide, as a set-up, in order to be 

considered successful. The model below illustrates this inter-dependent relationship between 

the sponsor, property and the targeted group. All of the three parameters should be in-sync.  

 
Illustration 3 - DNA of Sponsorship by Ferrand 

3.3. Sponsorship approaches  

When companies decide to get involved in sponsorship of any sort, there is many ways of 

approaching this. Most important is the fact that, any company need to decide if the desired 

outcome of the sponsorship plays an important role for the future strategy of the company or 

not. According to Alain Ferrand, sponsorship can be approached in five different ways, - the 

passionate approach, the opportunistic approach, the pre-emptive approach, the charity 

approach and the strategic approach. 

  

The following paragraph will focus on the different types of sponsorship approaches. By the 

end of the paragraph it should be clear that a sponsorship can not be considered successful if 

the three above mentioned parameters within the model, are not strategically integrated.  

However, with this said it is recognised that there are national, as well as international 

sponsorships that do not follow any of these patterns or theory.  

Passion 

Property Sponsor 

Transaction 

         Integration 
(emotional association) 

Target Group 

Interaction 
(relations) 



	   29	  

Some of these sponsorships are to be considered very successful, without any logic behind, 

but just hit a lucky strike. However, as the thesis’ main focus is strategic sponsorships, it will 

not include any of these lucky strike sport sponsorships as cases etc.  

 

3.3.1. The Passionate approach 

The passionate approach is by far the most risky from a company point of view, as it is often 

seen as a personal interest from the top management of a company, and is therefore mainly 

conducted to satisfy personal interest or a small group of decision-makers. This is typically 

not in line with any communication plan or marketing objectives of the company, and thereby 

often confuses the consumer as the brand sponsoring might have no relevance for the property 

sponsored, and be out of tone with other marketing activities executed. A sponsorship of this 

type has no match between property and company, and is often referred to as ‘management 

sponsorship’.  

 

3.3.2. The Opportunistic approach 

The opportunistic approach is also considered risky, in terms of it being considered a not well 

thought of sponsorship, and is determined of two people, where one person suggests a 

sponsorship to the other. The latter mentioned is in control of a marketing budget, and without 

looking into other opportunities and a desired return on the investment, accepts the offer.  

 

According to Kevin Roberts (2007) failing to examine incoming proposals carefully might 

one day lead to loosing out on an opportunity, which would have been a huge benefit to the 

company or brand.   

 

The property approaches sponsor. Often sponsor has not gone through the required and 

desired processes of screening for optimal sponsorships in order to secure the investment, and 

that the desired objectives are met. Again, as mentioned in regards to the passionate approach, 

there is no driving force for the companies to get involved in these two types of sponsorship 

as it is not an agreement made with strategic considerations, hence not securing return on 

investment and is solely to be considered a transaction.  
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3.3.3. Pre-emptive approach 

Some companies might find themselves in a situation where it is necessary to obtain a 

sponsorship for strategic reasons, and at the same time knowing that the investment is not 

secure from an investment point of view. The sponsorship is solely obtained to prevent a 

competitive company to sponsor the property in question, and thereby create a competitive 

advantage. The sponsorship is intangible and thereby not a direct beneficial asset for the 

company, but regarded more as creating a marketing obstacle and future sales hassle for 

competing companies. The sponsorship is therefore not securing a sustainable return on 

investment unless activated, which is not the intention with a sponsorship obtained for pre-

emptive reasons.    

	  

3.3.4. The Charity approach 

 The charity approach differs from the already mentioned approaches, as it is often seen in 

local regions where companies sponsor either with financial resources, facilities or equipment 

etc. The charity approach is not considered to be a sponsorship, as it is not coherent with the 

pre-defined definition of sponsorship. Instead the charity approach is considered as a goodwill 

donation. The charity approach differs from the previous mentioned approaches in more than 

one way, since it typically does not figure in any marketing budgets. Furthermore, it is mainly 

a relatively minor financial post and is considered a return to the community and assist in 

maintaining goodwill for the brand or company. The company has no expectations of gaining 

any return on their investment but purely in sustaining the image locally. 

 

It is arguably not a bad idea from a company perspective, to give or donate back to the local 

community, to secure some form of goodwill in means of brand equity, but it is difficult to 

measure if any business or revenue has been generated as a direct result of this specific action.  

 

3.3.5. The Strategic approach 

Last, but most important, is the strategic approach, which differ from the already mentioned 

approaches above, as the objectives of the sponsorship is already outlined before the 

systematic search, and the approach for a suitable property takes its beginning. The strategic 

sponsorship is usually very well thought of, where investment have been made in time, and 

effort of resources in scouting the sponsor market for the most optimal property match, which 

will meet pre-defined requirements and objectives.  
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A strategic approach involves not just the company’s strategy within marketing, but requires a 

synergy between communication strategies, marketing and projection of global image and 

other marketing activities. The cause for this is, that a sponsorship is not optimal if standing 

alone as a single marketing activity (Interview; Promovator).  

With this in mind, it is arguably relatively safe to say that large scale sponsorships, which 

often is strategic and long-term oriented, pays off as they remain in the consumers’ mindset, 

even when a new sponsor buys in to the property.  

 

Within strategic sponsorships it is often seen that companies create their own event to 

sponsor, to break the mould, to stand out as innovative and gain the advantages that follows 

from being first movers. As the DNA have illustrated in the above-mentioned five different 

sponsorship approaches, incl. the charity approach, none of the approaches qualify for any 

inter-dependent relationship between the three parties. Ensuring, illustration 3.1., relating to 

sponsorship DNA illustrates that only the strategic approach qualifies to integrate a 

relationship between sponsor, property and the desired target group.  

The relationship between sponsor and target group should strengthen the company’s brand 

equity as a minimum, and meet pre-set objectives as a result of the interaction, just as the 

property becomes integrated in the sponsors marketing and communication strategy.  

 

The relationship between property and the target group can be narrowed down to the target 

group having a passion for the specific property – the property being an individual, team or 

event.  
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Illustration 3.1. - DNA the strategic approach by Ferrand 

 

3.3.6. Summary to sponsorship approaches 

As the above paragraph illustrates, a company should not engage in sponsorship unless the 

inter-dependent relationship between all three parties is in sync as well as contributing to 

increased brand equity. Otherwise, the sponsorship will not be considered a strategic 

investment in regards to securing a high return on investment. However, it can be argued that 

brands that are to be considered of a more commodity/necessity character, and often carry a 

low degree of involvement for the consumer, often compete on price and carry no emotional 

value – these brands will therefore not benefit in the most effective manner in accordance to 

sports sponsorship. This is the case even though the marketing- and communication spending 

is applied in a strategic manner. There might be one or more other brands in the marked that 

hold greater brand equity than others, but due to nature of the brand being of the commodity 

type, it can be argued that there is little or no involvement in the brand. Brands of this 

character would prove to benefit more from efficient and more traditional marketing- and 

communication channels instead of engaging in sports sponsorship (Heath; 2005) (Interview; 

Promovator). 
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4.The power of sponsorship 
4.1. The property vs. the sponsor 

The set definition of sponsorship within this thesis, does not explicitly explain the two-sided 

nature of sponsorship – on the one side the property or organisation being sponsored, and on 

the other side the communication relating to this. Sponsorship is an investment in an activity, 

property or event, in return for access to the exploitable commercial potential associated to 

the property in question.  

 

Essentially, a sponsor has purchased two things. Primarily, the potential exposure which the 

activity, property or event has in terms of audience - secondly, the image associated with the 

specific activity, property or event, in terms of how it is being perceived by consumers.  

From a strategic standpoint, it is vital to gain enhanced brand equity from the association with 

the purchased property. Therefore it is argued, that in order to benefit from a sponsorship, the 

property must hold a similar or even stronger image than the sponsoring company. Should the 

sponsoring brand be superior to the property, measured in brand equity, the rub-off effect 

from the sponsorship will in many cases not be substantial enough to cover the investment of 

the sponsorship.  

Thus, the gain is most significant and beneficial for the weaker brand of the involved parties, 

sponsor and property (Interview; IUM). 
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4.2. Development and marketing trends 

Within the marketing doctrine, which in many aspects can be considered a traditional industry 

where the tools, or channels, have not expanded over a long period of time, with the exception 

of the arise of the internet, and where the creative, or arguable the core element of marketing 

exists solely by the utilization of the possibilities that these channels offer in a commercial 

manner.  

 

 

 
      Illustration 4 - Development in marketing spending by Promovator, Denmark 

 

As the figure above illustrates, only advertising through the internet has had a positive 

development in spending within resent years, and the more traditional channels have had a 

noticeable negative tendency, including sport sponsorships.  

A reason for the negative development in the numbers, between the years 2008-2009, is 

arguably caused by the international financial crisis. Consequently, resulting in massive 

international layoffs, cutback on investments and a reduction in marketing spending and 

activities.  

However, according to both Promovator and MEC, the downward tendency within sport 

sponsorship is solely caused by termination of mid-sized and smaller sponsorships, as well as 

sponsorships that are not to be considered strategic or long-term in a manner where the cost of 

determining the sponsorship would exceed the potential outcome of keeping it.  

Millions in DKK  2003 2004 2005 2006 2007 2008 2009 
%-
change 

Daily newspapers 2.647 2.584 3.139 3.493 3.229 2.735 2.065 -24,5 
Weekly newspapers - Regional & local 2.061 2.159 2.323 2.467 2.704 2.554 2.143 -16,1 
Magazines, Journals & Reviews 1.434 1.505 1.616 1.804 1.871 1.849 1.336 -27,7 
Annual Publications 1.181 1.176 945 911 873 829 624 -24,7 
Posters, Traffic & Outdoor 345 375 383 405 473 516 491 -8,7 
TV 1.927 2.125 2.254 2.471 2.516 2.431 2.059 -15,3 
Radio 216 211 289 279 285 250 217 -13,2 
Cinema 55 51 57 55 56 56 53 -5,3 
Internet 486 582 742 1.794 2.502 2.926 3.030 3,6 
Advertising expenditure - Total turnover  10.352 10.768 11.748 13.679 14.509 14.146 12.018 -15,0 
Other commercial & advertising activities            
Door-to-door printed distribution 2.210 2.413 2.588 3.003 3.131 3.090 2.884 -6,7 
Direct Mails 1.844 1.913 2.032 1.816 1.276 1.759 1.488 -15,4 
Other types of print 2.241 1.941 1.847 1.479 2.070 1.856 1.695 -8,6 
Sport sponsorships 824 973 1.060 1.136 1.182 1.258 1.104 -12,3 
Other advertising commodities 408 427 471 515 553 624 547 -12,3 
Total spendings within Other commercial & 
advertising activities 7.527 7.667 7.998 7.952 8.212 8.587 7.718 -10,1 
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Hence the development in the industry, it is more important than ever to deliver the desired 

message that the buying company requires, and for less money as budgets have decreased by 

an average of 20 per cent. Moreover, consumers are demanding more creative and spot-on 

advertising in order for them to go for the projected message (Interview; IUM), (Dubois; 

2000:289). 

 

With the expansion of the internet as the most resent marketing and advertising channel, and 

the technological development where consumers are being accessed/exposed through 

international television- and radio channels, smart phones etc., marketing executives have 

become more creative in their attempt to affect the consumer. This development opens up for 

new possibilities where e.g. sport sponsorships have excelled from previously, as 

communication and channels of activating the sponsorships have increased in numbers and 

level of geographical orientation (Interview; Promovator).  

One element that has made a significant impact within the advertising and marketing industry, 

and is considered key, is the involvement of the consumer in any marketing activity 

(Interview; MEC).  

  

One of the primary aims of marketing is to create a positive image of a brand. This is 

achieved in a variety of ways. One of the most tried and trusted is to forge a mental 

association with a clean and healthy activity. Sport fits the bill! 

 Shaw; 1993; 33 

 

4.3. Sponsorship trends in Denmark 

As covered in paragraph 4.2. relating to development and marketing trends in Denmark, it 

was noted that there was a general downward tendency in marketing spending, and that online 

marketing was the only activity which increased. With that in mind, the following paragraph 

will outline the tendencies within sponsorship trends in Denmark for the year 2009.  

According to Sponsortrends09, provided by Promovator, 15,6 per cent of the accumulated 

media/marketing spending is used for sponsorship and marks a total of 1.104 billion DDK. 

The numbers in illustration 4 regarding development and marketing trends reflected a 

decrease in overall sponsorship spending, which is arguably caused by the international 

financial crisis.  
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Analysis conducted by Promovator reflect that 41 per cent of companies involved in 

sponsorship will not make any adjustments in the size of their investment.  

Conversely, 24 per cent have reported an upcoming decrease in investments regarding 

sponsorships, and 18 per cent reported a forthcoming significant decrease in spending. These 

numbers support statements by Promovator and MEC, that sponsorship investments that 

decrease or are being terminated are sponsorships that are not founded on a strategic 

background or generating a sufficient return on investment. With the downward tendencies 

covered, it is also important to mention that 18 per cent of companies involved in sponsorship 

plan to increase their sponsorship investments by 2010.  

It can thereby be concluded that a total of 59 per cent plans to increase or maintain their 

current sponsorship investment. On the basis of the above, it can therefore be concluded that 

sponsorships that are founded on a strategic basis, and are successful, will either hold their 

current level or grow in value.  

According to marketing reports based on PIMS (“Profit Impact of Marketing Strategy”) 

database, a study conducted by Centre for Research and Development show that companies 

who increased their advertising spending during a recessionary period gained half to a full 

market point coming out of recession. Companies who cut their marketing budgets and 

activities only gained two-tenths of a share point (Keller; 1998:221). 

According to SponsorTrends09, sponsorship as a tool of advertising is the consumers 

preferred choice within marketing and advertising. 

 

4.4. Is sponsorship advertising? 

Sports sponsorship has a number of advantages to the concept, and in terms of persuading the 

consumers, the potential is massive. Compared to other types of advertising, sponsorship has 

the advantage that it is anchored in people’s centre of interest (Ferrand; 2006:76).  

Promovator holds the following explanation to why sponsorship has an advantage compared 

to other types of advertising, in relation to attention and persuasion: 

 “All types of marketing and advertising hold their own unique strengths, but what gives 

sponsorship the vote from consumers is the sponsorships’ involvement in the consumers’ 

everyday life. Sponsorship is the only marketing parameter that enables consumers to live out 

their passions! Consumers prefer companies that engage in their passion for sport instead of 

companies that solely communicates through traditional channels. However, these channels 

are necessary for sponsors to activate the sponsorships” (SponsorTrends09). 
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 MEC share the view on consumers’ ability to appreciate sponsorship in a way not possible 

within traditional advertising. Consumers seem to acknowledge the companies’ role in 

providing the entertainment and passion for sports they wish to engage in. Meenaghan has 

compared sponsorship to other types of advertising using four crucial factors, when dealing 

with persuasion (SponsorTrends09). 

 

 

 

 

 

 

 

 

Zyman argues that consumers are fully conscious of the reality, that sponsorship is in fact 

pure advertising. Scotwin confirms the theory from personal studies. However, consumers 

still react more positively towards sponsorship communication than to other types of 

advertising. Scotwin thereby supports both MEC and Meeneghan’s theory that sponsorship 

generates positive associations for the company. Furthermore, Scotwin proved that consumers 

had better recall and recognition of ads they had seen during programmes or shows they 

assessed positive.  

Due to this fact, targeting consumers through sports sponsorship in situations expected to 

enjoy positive assessments create better recall and recognition (Scotwin; 1993:150). The high 

level of recall also constitutes great potential for long-term effect even beyond the expiration 

of sponsorship (Shank; 2002:330-333). The theory relating to consumers’ attitude towards, 

and processing of, the projected communication messages will be elaborated on in paragraph 

6.1. 

As a strategy of persuasive communication, sponsorship is therefore likely to influence a 

number of variables in the cognitive process (Ferrand; 2006:76). The underlying 

communication scenarios within sponsorships and an in depth analysis of these will be 

described and analysed in chapter 8. 

 

Goodwill – A sponsorship is beneficial whereas advertising is selfish 

Focus – indirect with sponsorship and direct/forceful with advertising 

Intent to persuade – sponsorship is disguised and advertising is overt 

Defence mechanisms – low state of alertness with sponsorship and high state of 
alertness with advertising. 
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4.5. Value and opportunity costs 

The value of a major sponsorship within sports is often high. However, the price of the 

sponsorship is merely the beginning of the costs. In order to optimise the sponsorship and 

fully exploit the potential that a sponsorship carries, experts as a rule of thumb estimate that 

the total spending adds up to 2-3 times that amount when activating the sponsorship 

(Interview; Promovator & MEC). Large scaled and international platform sponsorships often 

take up a large part of the total marketing budget, as the activation of the sponsorship needs to 

be internationally founded.  

A sponsorship strategy therefore often requires implementation in all other marketing 

activities, in order to ensure that the sponsorship is legitimate and the property purchased is 

fully exploited.  

 

 If a company is not capable of utilizing a sponsorship and the image or attributes that comes 

with being associated with it, it can be argued that the money spend on the sponsorship 

investment has been wasted and that another strategy should have been implemented instead – 

increasing the budgets within the traditional advertising channels, which are the same 

channels through which a potential sponsorship would have been activated.  

According to John A. Meenaghan, sponsorship can be summed up as - a sponsorship in its 

pure understanding, consists of signing a contract and transferring an agreed amount of 

money to the property for buying a right to exploit. This action is sponsorship in its core 

understanding, and has nothing to do with advertising or communication (SponsorTrends09) 

(Interview; Promovator).  

 

“Sports rights and sponsorships are communication platforms. No more no less!”  

Troels Troelsen, Copenhagen Business School 

 

The marketing activities that support a sponsorship e.g. banners at stadiums, slogan, logo on 

shirts etc. – all activities dealing with awareness in a mass communication scenario is 

advertising in its essence, just as further actions of activating the sponsorship through the 

property is. The purchase of the sponsorship permits a company to actively utilize these 

channels, and advertise as an ‘activation’ of the sponsorship according to John A. Meenaghan 

(SponsorTrends09).  

With this said, it should be clear that a sponsorship can never stand alone without supporting 

marketing activities (Interview; MEC & Promovator). 
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4.6. Return on investment 

A sponsorship has to be specific in its form and objectives; fit the overall strategy that has 

been outlined, has to have clear measurable elements, in order to calculate if the performance 

indicators of the sponsorship have been met. If the desired return on investment is 

improvement in percentage of market share in a certain geographical area, it should be 

reflected by increased sales, which makes it measurable in a tangible manner. However, 

measuring intangibles as increase in brand equity proves to be more difficult due to the 

illusive nature of intangibility. With that mentioned it is vital, in order to ensure success, that 

the strategy set out is realistic, achievable as well as relevant and in synergy with the 

directions set out.  

 

Lastly, in order to measure if the sponsorship has been successful in its form, it is necessary to 

set up time specific milestones, in which it is possible to keep track of the desired progress. 

Depending on whether the brand in question is a B2B vs. B2C brand or high- or low 

involvement, the specific timeline will wary. 

Within the field of sponsorship it is difficult to measure how much is gained directly through 

the sponsorship, and what is achieved from other activities supporting the sponsorship. As a 

consequence, companies often choose to deselect sponsorship in the marketing mix 

(Interview; IUM).  

 

“It is difficult to measure the direct effect of a sponsorship on a day-to-day basis.” 

Camilla Thomsen, Director of Sponsorships, Toms Denmark 

 

Prior to engaging in sponsorship, objectives should be outlined and financial calculations 

made in order to ensure, that sponsorship will yield a profit – either tangible or intangible 

(Zyman; 2002:152). 

 

As argued, it is difficult to measure the direct effect of sponsorship over a limited period of 

time, and where sponsor needs to track the progress made towards pre-set objectives. Such 

process makes sponsor capable of validating if the property in question has been able to carry 

the investment made, in terms of return on investment, or if this specific opportunity cost 

could have been spent otherwise. Sponsor has to consider whether property has the attributes 

that sponsor wants to have associated with the brand.  
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Sponsor has to consider if property is worth the cost, or if the amount spent on property could 

have met the outlined objectives more efficiently through other channels  

(Zyman; 2002:151-252).  

 

4.7. The element of exposure 

When a company decides to engage in sponsorship, it is vital that the company set the 

objectives for the desired outcome. If deciding to sponsor a property within a niche sport, the 

sponsor will often be dominant within the field and thereby receive a dominant position as a 

marketer. Hence the reality of niche, communication noise from other sponsors is doubtful. 

Proportional to the degree of niche is the exposure; the more niche a sport, the less exposure. 

Whereas sponsoring a property within a wider field, the chances of communication noise 

from other sponsors, is coherent with the popularity of the property. But, as argued prior, the 

more popular the sport, the higher odds there will be exposure from media, the more sponsors 

the sport will attract and thereby create more communication noise for the individual sponsor 

(Interview; MEC & Promovator). As stated in the paragraph 1.9. delimitation, this thesis will 

not entail any calculations in regards to TRP or further exposure through media. 

	  

 4.8. Influence from external elements 

A sponsorship is affecting the image of companies, preferably in a positive way, but external 

elements could affect the image in a less desirable manner, all depending on the specific 

athlete, team or event being the property. In a situation where the property, in question, steps 

out of the desired role model, the sponsoring company holds no influence on controlling their 

image, and is left with damage control – it is questionable if this adds positively to brand 

equity. A sponsorship should be perceived as a positive activity with the attributes, which a 

company seeks to be associated with. Although, it can change within the hour and drag the 

image down faster than a company have time to respond (Keller; 1998:299). The level of 

uncertainty from external elements varies from sport to sport, as well as it depends on the type 

of sponsorship and property. As covered prior, a sport sponsorship creates enhanced recall, 

and has long-term effect due to intangible brand associations. Thus, different uncontrollable 

external elements can have an irreversible effect on a brand. 

 

 The high level of recall and long-term effect poses a possible disadvantage to a sponsor 

engaging in a new sponsorship. Reality is, that there is a potential risk of consumers 
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associating the sponsored property with a previous sponsor. The longer the previous sponsor 

held the sponsorship, the greater the risk of consumers still associating the property with the 

previous sponsor. Hence, the sponsorship increases in value proportionally with the time 

engaged in their sponsorship. In some cases these properties are better left untouched 

(Interview; Promovator). 

 

While a sponsorship is perceived as an alternative, and creative, means of marketing, suitable 

for differentiating from competitors, consumers are becoming increasingly used to 

sponsorships. A sponsorship has become the rule more than the exception. It leaves 

companies in a situation where it is obliged to be creative in the sponsorship strategy to get 

the desired attention. 

 

A company might find a suitable match between them and a specific property. The company 

already sponsoring the property might have an image that the potential new sponsor is not 

interested in being associated with or having rubbed-off on their image. According to MEC 

and Promovator it is not unusual that it takes several years for consumers to embrace a new 

sponsor. This scenario benefits the former sponsor, and will require a great effort from the 

new sponsor before consumers no longer associate the property with the previous sponsor.  

 

4.9. Potential noise in the communication scenario 

Image identity, or the fact that a sponsorship has its own personality and perception in the 

public mind, how the viewer perceives the match of the sponsorship between sponsor and 

property, is a general condition in sponsorship choice, according to Promovator. The 

intangible rub-off or spill-over effect that a sponsorship has in the public mind, is to a certain 

extent an unknown factor according to game theory, but established in marketing theory. 

When a company decides to either get involved in an exclusive or co-operation sponsorship, 

there will evidently be pros and cons connected to the decision (Interview; Promovator).  

 
If co-sponsorship is entered between two, or several other parties upon the same property, 

there is an element of uncertainty, as one or more of the other companies could risk receiving 

negative press e.g. in regards to a matter, which is not directly linked to the sponsorship. 

Potentially, it could result in images published in the press where the company’s name or logo 

might figure, without being involved in the external matter, but where the people not 
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following the story, only see the logo negatively portrayed. It is a potential explosive x-factor 

that a sponsor needs to outweigh, before a sponsorship is entered (Interview; Promovator).  

It is important for any sponsorship to secure a match between brand and property. If a sponsor 

holds more than one property, actions should be taken to reduce confusion or dilution for the 

consumers by ensuring that the property is not linked to a number of other brands or 

overexposed. If that is the case, it tends to make consumers resist the property and thereby the 

brand. Some consumers feel that sponsorship of an overexposed property, and the amount of 

money paid for the specific property with commercials etc., adds an unnecessary cost to the 

price of the brand (Keller; 1998:299). 

 

From a communicative standpoint, a sponsorship should only be entered if consumers notice, 

remember and interpret the projected communication message of the sponsor in a positive 

manner. In order to maximise the opportunity for brand equity to enhance and secure rub-off 

between brands, an intelligent and strategic match between sponsor and property is desirable 

(Interview; Promovator).  

	  

4.10. Summary to the power of sponsorship 

As stated in the above paragraphs, it is vital for any company to consider certain aspects of 

sponsorship before entering in it.  

In order to increase brand equity, a company should be very careful in selecting the right 

property to sponsor. Preferably, property should be superior to sponsor in terms of image, in 

order to ensure the maximum positive rub-off effect and thus gain the before-mentioned brand 

equity. 

Furthermore, it is of great importance for sponsor to assess what marketing channels are the 

most beneficial to utilise, in order to secure that consumers are reached in the most effective 

manner – and simultaneously deliver the communication message as economically sufficient 

as possible.  

An important advantage to sponsorship is the possibility to affect consumers through their 

personal interests. It is argued that consumers are fully aware that sponsorship is in fact 

advertising. Nevertheless, consumers react more positively towards a sponsor due to positive 

associations, which enables sponsor to achieve better recall of the projected communication 

message. 
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It should be noted that there is great value in a major sport sponsorship, but that it requires 

implementation in all sponsor’s marketing activities in order to be sufficiently exploited. 

Additionally, sponsor should be able to measure the effect of the sponsorship, and thus 

closely monitor whether the strategy set out has fulfilled the expectations in terms of 

intangible parameters as well as tangible parameters such as return on investment etc. Sponsor 

also needs to take into consideration the type of sport in which property engages; the greater a 

niche the sport is, the lower interference from other sponsors. Adversely, if the sport is not 

considered a niche, sponsor will most likely have to compete for consumers’ attention with 

other sponsors. However, if the sport is mainstream, sponsor will gain greater media 

exposure. 

Furthermore, sponsor should be aware that external elements influence the image of sponsor’s 

company – preferably in a positive manner, but can also have a damaging effect on brand 

equity. Such a scenario occurs if property steps out of the anticipated role. In such case, 

consumers’ associations towards property could turn negative, which reflects back on 

sponsor, who’s brand could suffer irreversibly. Another external factor, which sponsor should 

consider is property’s former sponsors. Depending on the length of the past sponsorship, 

consumers may still associate the property with the previous sponsor due to the fact that recall 

is proportional with length of sponsorship. It might be better to leave certain long-time 

sponsored properties well alone. Otherwise, it could be the former sponsor, who continues to 

benefit from the associations relating to the property. 

Finally, sponsor must consider the pros and cons of entering into sponsorship in co-operation 

with another sponsor. If doing so, sponsor might experience a damaging effect due to 

potential negative associations relating to the other sponsor in the mindset of consumers. A 

sponsor could also engage in sponsorship with multiple properties, and then it is vital to 

ensure a minimum of confusion for consumers. Otherwise, consumers tend to oppose the 

property and thus sponsor, which could have a negative effect on sponsor’s return on 

investment. 

Taking all the above factors into consideration, sponsor should be able to secure the optimal 

match between themselves and property, and sufficiently capitalise on the power of 

sponsorship. A sponsorship should thus increase sponsor’s opportunities to gain brand equity 

through positive associations and rub-off as well as being of a strategic character. 

 

Sports sponsorship offers a type of advertising that receives approval from consumers. The 

above paragraphs cover a number of strengths to the concept of sponsorship, where the 
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weaknesses seem to be merely pitfalls that, through the right strategy, can be overcome. 

However, there are a number of threats and weaknesses that, so far, indicate that sports 

sponsorship may not be suitable in all situations, for all companies and types of brands.  

In chapter 8 the communication scenario will be examined and an assessment of the 

effectiveness of sport sponsorship as persuasive communication will be conducted. Hence to 

determine to what extent sport sponsorship can be used as means of communication.  

As mentioned prior, a sponsorship has no potential to increase in value and company brand 

equity, unless managed correct and effective towards the targeted audience. The following 

chapter will look into how a company should manage their brand in order to ensure a positive 

and consistent growth in brand equity, as brand management plays a significant role within 

the frames of sport sponsorship. By the end of the following chapter it should be clear that 

brand management and strategic sponsorship are inter-dependent.  
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5.Consumer psychology and Brand Management 

5.1. Brand building 

When exploring sponsorships, discussing strategies and how to utilize sponsorship most 

effectively and hence gain the most, it is tempting to simply sign the currently biggest and 

most popular property, without any strategic considerations. Often such a sponsorship is 

entered without any sense of securing a match between property and brand, and a sense of the 

fact that popularity is momentary in most cases; what is popular one day might be the 

opposite the next day. As the thesis aims to illustrate, getting involved in the sponsor market 

within sports requires a lot of considerations in more than the already covered, strategic 

manner.  

 

 A sponsor should conduct the proper in-depth research, as well as invest the time needed to 

develop a proper strategy. If failing to do so, sponsor will not be able to benefit from a 

sponsorship on a long-term basis. Analysis show that longstanding sponsorships, which are 

planned strategically well from the company’s side grows in the consumers’ mindset. Thus, 

increasing in value, both in tangible value of the specific sponsorship but also in intangible 

value i.e. brand equity. The most important feature in all marketing activities and 

communication is to ensure a positive contribution to brand equity (Keller; 1998:219). 

 

Just as professionals within sports have a clear vision of where they strive to be, sponsors 

should have the same vision. Arguably, it is difficult to hold a sustainable vision of where it is 

desirable to be as a company, in terms of brand positioning, if the company does not know its 

position now, what the company is and who its customers are. The power of a brand lies in 

what accumulated knowledge consumers have regarding the brand; learned, felt, seen and 

heard about the brand over time. The goal in obtaining a strong brand is to ensure that 

consumers have the desired experiences with the brand, and that service and marketing 

activities are linked to the intended thoughts, feelings, images, benefits, perceptions, opinions 
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etc. for consumers, (Keller; 2001:3). These intangible associations are what constitute brand 

equity. 

In terms of brand equity and sponsorship, the focus lies upon intangible brand extension and 

exposure; the right exposure and the exposure that makes sense to consumers.  

 

5.2. Building a strong brand  

Regardless of business, it is of great importance to, internally, know the company’s identity. 

Companies often have large plaques with vision and mission statements as reminders. 

However, markets and whole industries change rapidly, and it is therefore of great importance 

to continuously manage the company from within – knowing who you are, what you are and 

where you are moving. Keller argues, that without knowing and managing a company’s 

current situation properly, the company will not be able to advance and develop its business. 

In order to manage such process, Keller has developed a model: the Customer-Based Brand 

Equity (Keller; 2003), in the following referred to as the CBBE model. The CBBE will assist 

in the illustration of the importance of building a strong brand through accumulation of brand 

equity.  

 

The model was build with three objectives in mind. Be logical, well integrated and grounded - 

reflect state-of-the-art thinking about brand, academic as well as with industry points of view. 

Be versatile and applicable to all types of brands and industries and to be comprehensive and 

cover both depth and width – assist marketers in a strategic direction.  

 

 



	   47	  

 
Model 1 – Customer-Based Brand Equity by Keller 

 

Keller’s definition of how an inter-dependent relationship between sponsorship and securing 

of brand equity interact with the CBBE model is:  

 

“Important to know who you are, what you are, who your customers are and what kind of 

relationship you have with them – in order for you to successfully utilize the benefits that a 

sponsorship can provide if managed correct.” 

 

The remaining part of the chapter will illustrate means of accumulating brand equity when 

applied to strategic sports sponsorship, and how Keller’s CBBE model is an integrated tool 

for this strategy. 

 

 

 

 

 

 

 

 

 Meaning cannot be 

established unless Identity has 

been created; Responses 

cannot occur unless the right 

Meaning has been developed; 

and a Relationship cannot be 

forged unless the proper 

Response has been elicited. 

(Keller; 2001:5)	  
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5.3. Brand equity 

The CBBE model is build using four steps – all measurable and depending on the completion 

and success of the previous sequence, in order for advancement to the next step. Such 

procedure makes it a durable process for companies to accomplish the objectives set out.  

 

Ensure Identification of brand is in consumer’s mindset; establish Brand Meaning in 

consumer’s mindset using tangible and intangible associations through sponsorship. Elicit 

customer response to Brand Identity and Meaning – convert Brand Response to intense loyal 

relationships between customers and brand.” 

 

In more specific terms, Keller has set up a framework of emotional feedback loop, where 

consumers hold the role of receivers and sponsor holds the role as sender, in order to simplify 

the communication process and interaction between the two parties. The following points 

arise in the consumers’ mindset when being exposed to tangible as well as intangible stimuli 

from a sponsor: brand identity – who are you?; brand meaning – what are you?; brand 

response – what about you? and brand relationship – what about you and me? (Opus Cit.) 

 

The above symbolises, that the four steps have no meaning or effect if every step is not 

carried out, and measured according to pre-set objectives. As the following paragraphs will 

reflect, it is not all brands that possess the qualities that conduct consumer brand resonance, or 

the desire to obtain that level. This depends on type of brand, level of involvement, B2B or 

B2C combined with level of price and complexity in the communication scenario.  
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5.4. Brand-building blocks 

 

 
 

          Model 2 – Brand-building-blocks by Keller       

To achieve the intense and desired active relationship with consumers, it is necessary to reach 

the top of the pyramid, brand resonance. It is debatable whether brand resonance equals 

“brand religion”, or if “brand religion”, in fact, is a superior dimension. Thus, if it is relevant 

for all brands to become religions, hence the above.  

The following paragraphs will strive towards illustrating the values of each split-set of the 

CBBE, in order for a company to increase brand equity in the mindset of consumers – and 

how it can be linked to sport sponsorships. 

 

5.4.1. Brand Salience  

The terminology brand salience is important when discussing building strong brands, as it 

refers to aspects of brand awareness. It relates to more than consumers knowing the 

company’s brand name and having seen it on display, but also living the brand, where brand 

name, logo, symbol etc. is linked to a certain association in consumers mindset and memory 

(Opus Cit.). Brand salience forms the associations in the consumers’ mindset that influences 

the image and gives the brand meaning.  

 

Brand salience therefore influences whether the consumers’ needs are being met, and 

meaning, if consumers know which of their needs the brand is designed to satisfy. Brand 

salience thereby plays an important role in potential consumption opportunities and the 

hierarchy of effect. Thus, it can be argued that a new and unknown brand to consumers, will 

be placed within the brand salience block as a starter. In order to move the brand up and 

increase brand equity within Keller’s CBBE, the brand has to hold emotional value in the 

In order to generate more understandable 

concepts from the above four points, it is 

necessary to involve a more complicated 

process, in order to make it more 

manageable; a six-split pyramid, brand-

building blocks.  
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consumers’ mindset. Initially, a company need to create relations between consumers and the 

brand – regardless of type of brand or degree of involvement. 

 

Within brand awareness, Keller operates with two sub-dimensions - depth and breadth. Depth, 

how easily consumers can recall or recognise the brand; and breadth refers to a range of 

purchase and consumption situations in which the brand comes to mind. A highly salient 

brand possesses depth and breadth, meaning that consumers conduct purchases, and always 

think of the brand in a variety of settings in which the brand could be employed or consumed.  

 

In relation to sport sponsorships this means, that a sponsorship could prove difficult to 

manage for a new and unknown brand, and might not be the best go-to-market strategy within 

awareness before sufficient brand equity have been established. Breadth is often neglected by 

market leaders, but is of great importance. The key issue is not if consumers can recall the 

brand but instead: what do they think of it, when do they think of it and how easily and how 

often do they think of it.  

A sponsorship opens up for the two above-mentioned parameters within brand salience, as an 

upcoming and not yet widely known brand has great potential for creating a link to 

consumers’ mindset. Again, it is vital to point out that sponsorship cannot stand on its own as 

a single activity, and a new and relatively unknown brand therefore needs to hold an increased 

push-through strategy via the more traditional channels. This needs to be affected 

simultaneously with the sponsorship, hence create a more sustainable and coherent go-to-

market strategy – shower vs. waterfall approach (Hollensen; 2004:233). The shower- and 

waterfall strategy is typically applied as export-strategies, but can function as domestic go-to-

market strategies as well (Opus Cit.). 

 

5.4.2. Brand Meaning 

In order for consumers to live and feel a relationship with a brand, a strong brand salience is 

not sufficient or adequate, as the brand needs to be deeper embedded in the consumers’ 

mindset. Brand meaning equals strong, favourable and unique brand associations between 

consumer and brand – which can be established through a sport sponsorship where the 

property in question, secures the positive brand association to sponsor. Property is the link 

between brand and consumer that affiliates the response to meaning – what are you, as 

covered in the introduction to the paragraph relating to brand equity.  
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Brand meaning consists of two dimensions; brand performance and brand imagery. Both, 

where the brand holds an image and possesses characteristics that give consumers a reason to 

have the brand in their mindset i.e. the positive association with property, which provide for a 

brand extension. The difference between the two dimensions is how the consumer reacts to 

the stimuli of the brand and the awareness that surround the brand. To ensure increased brand 

performance and loyalty through increased brand equity, consumer expectations must be met 

at all times – preferably surpassed. Brand imagery relates to how consumers think of the 

brand abstractly, rather than what the consumers think the brand actually does in a functional 

manner – meaning the intangible values linked to the brand.  

The extrinsic properties of the brand meet the consumers’ psychological or social needs. 

Consumers may believe that a brand is used by numerous people, and therefore view the 

brand as popular or market leader or even idealize the believed users.  

 

Some genres of sports are perceived as more expensive to outlive and perhaps even more 

elitist than others. A sponsorship of such an event or athlete, as a property, will undoubtedly 

create an association to the brand as being elitist and high-end, and it only being for the 

specific target group who has interest in the specific sport and of no relevance to people of 

other demographics.  Brands may take on emotions and values, like people, where the 

expectation is that the stronger and more powerful a personality a brand is, the easier and 

more interested the consumer is in forming a relationship (Smith et al; 2003:22).  

 

The following, relating to brand personalities, is conducted on the basis of the research and 

studies by Jennifer Aaker in 1996 -1997, and is applicable for this thesis as her study reflects 

the most scientific and academic approach. When a brand possesses a personality it 

differentiates from other brands. It can be argued that it is the element of personality factor, 

which ensures increase in brand equity. The fact that a brand has features of a personality 

makes consumers relate to it, in a way that they do not necessarily do to other brands. The 

personality factor is to be considered as the brand’s DNA or uniqueness, which is what makes 

it so distinct. According to Bauer et al, 2001, (Smith et al; 2003:24).  

 

Brand personalities are perceived as an extension or synergy of the personalities of 

consumers, associating with the brand, seen in relation to consumers’ own characteristics. 

More importantly, indirectly more product-related to the attributes of logo, style, 
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communication etiquette and brand name. Just as brands have a personality, they often also 

have a history, meaning the brand might hold associations to its past or events in its history. It 

often involves personal experiences from consumers, specific episodes, or experiences from 

friends, family or others. Needless to mention, that it takes an aggressive effort to change a 

negative history into a positive association.  

 

 The three bottom parts of the brand-building-blocks in the pyramid have been covered in the 

above. The following paragraph will cover the two parts, consumer judgements and consumer 

feelings, Keller uses for building a strong brand; identity, meaning, responses and 

relationships, the above chapters have now covered the two initial steps, identity and 

meaning. Key points for these two parts are: 

 

 

 

 

 

 

 

“It does not matter how unique a brand association is unless customers evaluate the 

association favourably, and it does not matter how desirable a brand association is unless it 

is sufficiently strong so that consumers actually recall it and link it to the brand. Ad totem 

that not all strong associations are favourable and not all favourable associations are 

unique”                                         

                             Keller;2003 

  

The ensuring paragraphs will aim at illustrating the two final and important parts, responses 

and relationships. 

  

Strength – how strongly is the brand identified with a brand association?  

Favourability – how important or valuable is the brand association to consumers?  

Uniqueness – how distinctively is the brand identified with the brand association?  
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5.4.3. Brand Responses 

Brand responses refer to whether consumers respond to the brand association with their 

“head” or their “heart”, meaning if it is rational or emotional response the consumer carries 

out. The elements consumer judgement and consumer feelings can therefore be said to refer to 

the consumers’ thoughts or feelings in regard to the brand. Although both “head” and “heart” 

responses are of great importance, what is primary is that the brand response is of positive 

character, and that the consumers are accessible. Consumers make decisions every day, 

judging brands by aligning their opinion and associations from performance and imagery, 

thus their personal judgement of the brand. An important and ground-breaking element of 

judgement by consumers is brand consideration. Unless a brand is relevant, in the eyes of the 

consumer, or they hold a latency of the brand, which would potentially amount to a purchase, 

brand considerations is insufficient, providing no elicit or favourable attitudes towards brand 

equity. If the consumer does not hold a personal interest in the brand, or find it meaningful to 

purchase at a given time, the brand will never be embraced closely. Brand considerations are 

thereby considered a crucial filter within building brand equity. It can be argued that 

depending on the effort invested into building the brand image, as it ranges as the most vital 

factor, it could potentially convince the consumer from having a negative or neutral brand 

association to hold a positive brand association, and thereby an increased brand equity. 

Consumer judgement and brand superiority - in means of consumers deciding between 

brands, one brand will always be superior; the brand decided upon. Arguably the choice for 

the brand in question can be said to have been decided upon due to superior quality in its 

execution or due to increased brand equity.  

 

Brand feelings are the emotional response and reaction toward the brand. Depending on the 

situation or the scenario the consumer is in, those feelings can be neutral or negative. From a 

sponsor’s perspective within sport sponsorship, the aim is to secure that the feelings evoked 

are positive, and thereby creates and secures a positive brand feeling. Feelings and emotions 

relating to a brand, and the scenario the brand have been projected in, are often very intense 

feelings as; warmth, fun and excitement that often increase in intensity over a short period of 

time, and typically externally exposed, in one way or another. Others are to be considered 

private and introvert feelings that endure in intensity over a longer period of time, as security, 

social approval and self-respect. Within sports it is often the initial feelings that are evoked, 

due to excitement of property, event or activity in question. 
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5.4.4. Brand Relationships 

Brand relationship is the narrow top of the CBBE pyramid. If a sponsor has successfully 

excelled with the brand in the already illustrated steps of the model, an intense and valuable 

relationship with consumers should be established; a working relationship, benefitting both 

sponsor and consumers. The power of brand equity reaps in the value and understanding of 

consumers’ tangible experiences as well as emotions of the brand. The strongest brand, hence 

the mere brand equity, is the brand where consumers are so attached and passionate that they 

take on a role as brand evangelists or ambassadors and “brand” the brand. Brand relationship 

covers two extra dimensions; intensity and activity. Intensity refers to the level of strength 

within sense of community, as elaborated upon above, and active achievement; how deep is 

the loyalty towards the brand. Activity relates to the level of frequency of purchase and level 

of average purchase.  

 

5.4.5. Brand Resonance 

Brand resonance refers to the natural relationship where both consumers and sponsor hold a 

feeling of being in sync through the brand, covering the depth of, or intensity of the 

psychological relationship and loyalty. Aspects of resonance are behavioural loyalty, and 

attitudinal attachment. Respectively; refers to how often a purchase is made, and the level of 

investment. The latter refers to consumers’ attachment and feeling or how they express they 

love the brand, view it as one of their favourite possessions or a feeling of a pleasure they 

look forward to.  

 

Just as there exists a sense of community between consumers sharing a social affiliation with 

a specific brand, the same scenario is in place within a group of people supporting a property; 

a feeling of unity. It is thereby possible for sponsor to connect through a sense of community, 

to a much smaller and perhaps more specific target group of consumers. The most difficult 

element to achieve within brand resonance is doubted active achievement, which relates to 

when consumers are willing to invest time, money, energy and other resources towards the 

brand. Active achievement is when consumers become ambassadors or brand evangelist, 

communicating the brand to others and thereby strengthening the ties to the brand. 
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5.5. Brand management 

The above covers a run-through of Keller’s CBBE model.  It states the necessity for sponsor 

to know the current situation before it is possible to move a brand in a desired direction. 

Furthermore, the CBBE states the importance of knowing the consumers and process of 

hierarchy of effect, in order to obtain a strong relationship with sponsor. However, it should 

be recognized that it is virtually impossible for consumers to experience and hold an intense, 

active, vibrant and loyal relationship with all brands they purchase or get exposed to.  

 

5.6. The emotional value of consumer psychology 

Brands that can be categorised as low involvement, do not necessarily neglect the brand to be 

of a lower standard than others, and similar products or brands. It solely relates to the degree 

of involvement carried out by consumers in the purchase situation, and the risk the brand 

carries for the consumer. It being of either; sociological, cultural, psychological or ideological 

context - also referred to as the pleasure dimension (Ellwood; 2002:165) or of a financial 

character.  

 

As briefly covered above, Ellwood has defined the pleasure dimension, which split the 

dimension scheme into four sections; ideological, psychological, sociological and cultural 

factors. These dimensions constitute the consumers’ emotional output in relation to brand, 

hence elements of risk or beliefs that sponsor must seek to either please by confirming the 

belief and tie emotional bonds with consumer via sense of unity, or minimize and ideally 

overturn through persuasion.  

The ideological brand pleasure dimension relates to the highest level of consumers’ 

interpersonal values such as demographics. These values are often deeply rooted in the 

individual and might prove difficult to change as they are an integrated set of values and often 

have been held for a lifetime (Ellwood; 2002:163-181). Psychological brand pleasure 

dimension derive from the feeling of personal achievement and accomplishment that a brand, 

as an association, can create for consumers. Within this dimension of psychological pleasure, 

emotions relating to personal satisfaction, achievement and mental stimulation is in focus. 

This kind of pleasure is highly personal as it satisfies the need for consumer individualisation.  

Sociological brand pleasure dimension will ascend as consumers receive personal satisfaction 

from group association and recognition through exposure of brand. This type of pleasure will 
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satisfy consumers’ personal need for socialisation and belonging, and thereby holds a strong 

character in the creation of group identity.  

 

Cultural brand pleasure dimension arise through the exposure of brands that are leading 

within their field and have been successful in creating an element of cult association. For 

consumers the brand thereby provides a rub-off effect of feeling cult identity status. The 

sponsoring company should support the creation of pleasure for consumers’ as it is linked to 

values and emotions. Thus brand equity holds a crucial role in this process. 

 

5.6.1. Summary to brand management and consumer psychology  

Consumers seek to fulfil intangible needs through consumption of brands, which coincide 

with certain values that reflect the personality of the individual in question. When consumers 

develop and express their identity through the exposure of a brand, they look for a match 

between their own identity and the identity of the brand. Thus, the association with the brand 

and the personality of the consumer exposing the brand, is creating an association for other 

consumers being exposed to this connection (Ellwood; 2002:163-181). According to Aaker, a 

brand’s identity is unique and consists of associations that represent the brand’s DNA and 

value set (Aaker; 2002:68).  

As covered, a brand’s identity consists of two dimensions; the core identity and the extended 

identity. The core identity is what constitutes a brand’s unique DNA, and remains constant 

regardless of time and change in markets. The extended identity is build by the intangible 

value-set, which as covered prior, consist of value of logo, slogan and value of goodwill etc., 

which makes the brand’s identity complete (Opus Cit.).  

Whether a brand is considered either high or low involvement, it can be argued that it relates 

to the level of risk involved, in regards to emotional value of the brand in question, for the 

consumer. The greater the risk and considerations, the greater emotional value - which 

thereby determines whether or not the brand carries high or low involvement to the individual 

consumer. Some brands might hold a great emotional value, and thereby considerations in 

relation to risk to some consumers, whereas to others, not. A high emotional value brand 

holding high brand equity would often prove difficult to persuade consumers to purchase on a 

trial basis, if the financial risk is also considerably high.  
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Whereas a brand that carries high brand resonance, hence high emotional value and brand 

equity as well, but with a considerably low financial risk, might prove easier to tempt 

consumers to purchase on a trial basis.  

However, brands that carry high emotional value and brand equity as well as high 

involvement might be elicit for an exclusive group of consumers. Such brands often produce 

horizontal brand extensions in order to appeal to a larger scale of consumers, thereby 

increasing the emotional value of the core brand. With the above in mind, it can be argued 

that one of the most essential risks in relation to emotional brand value, is financial risk. It is 

often this type of risk that determines if a brand carries high or low emotional value hence 

level of involvement.  

 

Although risk can be of psychological character, what is essential for any marketing 

department is to establish whether consumers perceive any risks in purchase of the brand. If 

so, it should have a direct impact on the content of the type of sponsorship; the higher the 

level of emotional value, the more important the level of information or actual 

communication scenario becomes.   

 

 

 

 

 

There exist numerous types of brands that can be classified into groups by e.g. level of 

involvement that would fit into different levels of Keller’s CBBE model. However, not all 

brands need to hold a position within brand resonance, as the brand might not carry the 

attributes or level of involvement required -– hence, the prior mentioned brands within the 

field of commodities that hold no emotional attachment. In order to get a true and deep brand 

resonance, all steps need to be in-tune and synchronised in order for consumers to display a 

high level of loyalty. Thus, actively share their experiences regarding the brand with other 

consumers and extrinsic project their passion. Consumers must think, feel and act when 

exposed to any potential scenario involving the brand. If a brand manages to reach the level of 

brand resonance, the optimal level of brand relationship, the ultimate power of brand equity 

has been established.  

With the above-mentioned, it should be clear that not all types of brands have the same 

possibilities, or desires to hold strong brand resonance. It is undoubtedly difficult to build a 

Higher risk (social, cultural, financial etc.) → higher level of emotional value →  

greater opportunity to reach brand resonance → increased brand equity  
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strong brand equity, no matter if the brand is high or low involvement. The sponsor holding 

the brand must make a decision of what the strategy behind the brand is, and what type of 

image and relationship the company wish to establish and hold with consumers.  

 

Once a brand resonance relationship has been established between brand and consumer, it is 

no longer an aim to drive consumers to the top of Kellers CBBE model, holding the highest 

level of brand equity, but to maintain the relationship through involvement and interaction. 

However, with this said, it is vital to state that there are brands that have been categorised to 

be of low emotional value, following no reasoning- holding such strong brand equity that it is 

beyond any listed theoretical grounded research.  

It can be argued, that brands which hold opportunities to lie at the top of the triangle and 

holds brand resonance, are older and more established brands that also hold a significant high 

level of emotional value, compared to new brands with less emotional value attached. These 

latter mentioned brands will find it difficult to advance in brand equity according to Kellers 

CBBE model until emotional associations have been evoked and established in consumers’ 

mindset.   
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5.7. Means-End chain  

In order to understand the reasoning behind consumers purchasing a certain brand, means-end 

chain theory can be integrated as a strategic tool. Means-end chain theory can be applied 

within many spectres of any company, as it reflects a chain of directed consequences based on 

actions taken upon a desired outcome.   

 

The basic means-end chain (Reynolds & Olson; 2001; 13): 

  

 

 

 

 

When consumers decide to acquire a brand, the purchase is considered to be due to an 

anticipation of a consequence. Such a consequence can be ranked alongside a specific need 

being met, when purchasing the brand. The consequences of the purchase is related to the 

brand’s attributes; the attributes constitutes The Means to an End, the end being the 

consumers’ desired, and preferably fulfilled, values or goals connected to the purchase 

(Reynolds & Olson; 2001:3-24). 

 

Means-End-Chain: Personal values are the Ends that people seek.  
Means are the things that people use to reach those ends. 

 

As stated in paragraph 5.3. it is crucial for sponsor to assess how brand equity can advance in 

Keller’s CBBE model. One method of assessment, is applying means-end chain theory. Doing 

so enables sponsor to obtain elaborated knowledge regarding consumers’ incentives when 

conducting a purchase of a specific brand (Opus Cit.).  

Thus, sponsor is provided with a strategic tool in the screening process for a suitable property, 

in order to ensure that the property sponsored will appeal largely to consumers. 

The attributes that the property hold are of importance to consumers, as consumers preferably 

purchase a brand based on obtaining desired consequences as emotions, social acceptance etc. 

– all intangible emotions. Thus, the decision-making process is based on problem solving as a 

main priority for consumers, due to the fact that consumers have a perceived association in 

connection to the before mentioned consequences, values or goals (Opus Cit.). 

Attributes	  →	  Consequences	  →	  Values	  
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 In effect, sponsor should primarily focus on engaging in sponsorship with a property, which 

evokes positive associations in consumers’ mindset, in terms of consumers’ consequences, 

values or goals being met. Worth mentioning, is the fact that such consequences, values or 

goals often are linked to personal desires, goals or life values each consumer is aspiring to 

attain (Opus Cit.). Hence, the necessity for sponsor to engage in sponsorship with a property, 

which not only evokes positive associations for consumers, but also appeals to consumers’ 

personal desires, goals or life values.  

 

In regards to the above, as well as sponsorship, it is relevant to utilise a more complex means-

end chain; a four-level means-end chain (Reynolds & Olson; 2001:14). 

 

 

 

 

 

In the four-level means-end chain, personal relevance is the primary factor for consumers 

when purchasing a brand. It can be functional consequences (tangible) where consumers 

search for an immediate solution to an immediate problem. Furthermore, it can be 

psychosocial consequences (intangible) where consumers desire an emotional solution or 

social acceptance (Opus Cit.). As the four-level means-end chain illustrates, all four levels are 

inter-related. Hence, each attribute is only personally relevant if connected to a desirable 

functional consequence and psychosocial consequence, and constitutes the foundation for 

consumers’ assessment of whether the brand holds positive or negative value for the 

consumer in question (Opus Cit.). Thus, such factors are highly important for sponsor to 

consider when deciding for property, in order to secure a sustainable match. However, it is 

important for sponsor to keep in mind, that if consumers do not have a functional experience 

with the brand, no functional consequences or psychosocial consequences will be obtained 

and thus, be rendered irrelevant (Reynolds & Olson; 2001:15). Hence, a scenario where the 

brand is rendered irrelevant, is avoided by engaging the consumers in functional experiences 

with the brand, which in turn is, arguably, rather achievable in terms of sponsorship of 

property.  

If sponsor is to be successful in the entered sponsorship with any property, it is of great 

importance that sponsor acknowledges the importance of the associations, consumers 

experience when encountering the brand, in order to establish which property is the most 

Attributes → Functional Consequences → Psychosocial Consequences → 

Values or Goals	  
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suitable for the brand. Thus, means-end chain becomes a valuable strategic marketing tool, as 

sponsor can utilise means-end chain theory to gain relevant insight into consumers’ mindset 

regarding brand associations. Thereby sponsor can improve existing marketing and 

communication strategies to be increasingly more focused on the associations the brand evoke 

in the mindset of consumers, and through such strategies influence consumers in a positive 

manner (Reynolds & Olson; 2001:18). 

 

5.7.1. Summary to Means-End chain theory  

The previous paragraphs have provided an overview of means-end chain theory and Keller’s 

CBBE model within brand equity. Means-end chain theory can be applied as a useful tool, 

which can reveal consumers’ motivations and underlying cognitive behavior within intangible 

brand equity of sport sponsorship.  

Hence the above, consumers are searching for a match between their own identity and the 

brand’s identity. The most important aspect of brand identity is the intangible value set. The 

brand identity is, as argued, influenced by brand personality, and an important aspect of brand 

personality is brand association. A brand will offer a value scheme of intangibles to 

consumers, i.e. both core brand in accordance to brand identity, as well as extended identity 

through emotional related values achieved through brand exposure.  

This is firmly connected to means-end chain theory as it presumes a similar means-end 

relationship between brand attributes and value-set.  
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6.Hierarchy of effect            
The above chapter has covered why brand equity and means-end chain theory are such 

important factors when discussing how to utilize strategic marketing tools in a beneficial way. 

The CBBE model by Keller has illustrated and covered how a strong brand is build and 

maintained and which factors, tangible as well as intangible, that makes a brand strong in 

consumers’ mindset. Hence brand equity, a brand that consumers live and feel a loyal 

relationship with, thus emotional value. A later paragraph will illustrate why this is such an 

important factor when discussing strategic sports sponsorships. 

With the above covered aspects of branding, the following paragraph will cover the aspects of 

hierarchy of effect.  

Hierarchy of effect relates to how consumers respond to communication messages projected 

in a strategic marketing set-up, conscious as subconscious. Furthermore, the following 

paragraph will function as an analysis of sponsorship as persuasive communication. The 

thesis will draw upon various theorists and models, in order to gather as much valid 

information as possible to apply to sponsorship, in an attempt to assess the potential of 

sponsorship as strategic communication. 

 

6.1. Hierarchy of effect 

Acknowledging consumers’ decision-making process is crucial in order to target these as 

precise and appropriate as possible, both in terms of communication message and choice of 

media. Hierarchy of effect models are the traditional marketing communicational theory 

elaborated through a model, which serves the purpose of illuminating the overall process 

consumers goes through in relation to conducting a purchase. There exist numerous hierarchy 
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of effect models, thus the basic process consists of exposure, attention, preference and action, 

hence a cognitive, affective and a behavioural level (Scotwin; 1993:42). This process is most 

accurate for high-involvement brands. For low involvement brands, the order may well 

change, as preference and action will often switch places. As argued prior in relation to level 

of emotional value, brands that hold little or no emotional value to consumers are often less 

expensive as there is little or no risk connected to conducting a trial basis purchase of the 

brand in question, even though there is no preference (Berg-marketing; 2010). In the 

following paragraphs, different hierarchy of effect models will be drawn upon.  

 6.2. AIDA 

The best-known hierarchy of effect model is probably AIDA, in which the process is 

narrowed down to four marketing objectives: awareness, interest, desire and action (See 

Model 3 below).  

Model 3 – AIDA 

AIDA was developed on the assumption, that brand communication is able to influence what 

is essentially a rational decision, and that advertising that receives the highest level of 

attention, as well as communicates a strong motivating message, is the most effective (Heath; 

2005). This however, is not the case and a purchasing process does not necessarily include 

cognition or other rational processing by consumers in order to create a desire or conviction. 

The lack of focus on persuasion, conviction and subconscious behaviour within the AIDA 

model has resulted in critique. Jim Blythe refined the AIDA as a contemporary hierarchy of 

effect model to encompass three extra dimensions.  

 

 

 

Attention	   Interest	   Desire	   Action	  
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Below, Blythe’s version of the hierarchy of effect: 

 

Model 3.1. – Refined AIDA by Blythe: 1999      

Blythe has included a branding dimension, and the model now offers greater variation to the 

persuasion aspect. With Blythe’s breakdown of the cognition and the rational thinking of 

consumers, Blythe manages to take into consideration several steps, which makes the model 

more applicable. According to Heath, the strength of the model is, that it casts light upon the 

areas where consumers are irrational, and where emotions play a major part in the persuasion 

process. Heath (2005) emphasises the fact that emotions are a powerful and important 

communication tool for companies when trying to penetrate the guards of the consumer. 

	  

6.3. Elaboration Likelihood Model 

The Elaboration Likelihood Model by Petty & Cacioppo (1986) is designed to illustrate the 

information processing for the consumer, and is the most established and influential of its 

kind. The model has later been adapted by the advertising industry, and therefore a common 

name is now Elaboration Likelihood Advertising Model. However, within this thesis, the 

model applied is the Elaboration Likelihood Model (ELM). 

The ELM involves two types of information processing by consumers i.e. central and the 

peripheral. The central processing is similar to, and could be compared to, the mindset of the 

earlier hierarchy of effect models. The peripheral processing is dissimilar, as information is 

received and stored more or less unprocessed in the mindset of consumers. Due to this, 

elements have to be found in terms of recall and recognition of the advertisement, rather than 

in terms of brand recall and rational thinking regarding the brand.  

When subconsciously stored information is evoked in a purchasing situation, and linked to an 

advertising communication message, it may well change or influence the purchasing 

behaviour (Grønholdt et al; 2006:215). 

Brand	  
Ignorance	   Awareness	   Knowledge	   Liking	   Preference	   Conviction	   Purchase	  
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       Model 4 - The Elaboration Likelihood Model by Petty & Cacioppo 

The ELM illustrates the two information processes i.e. central and peripheral. According to 

Petty and Cacioppo, central processing is:  

“based on the thoughtful considerations of arguments central to the issue, whereas the 

peripheral processing is based on affective associations or simple inferences tied to 

peripheral cues in the persuasion context” 

                Grønholdt et al; 2006:215-216                

The information processes are approached differently. Central processing relates to brand, 

attributes and image associated with the brand, whereas peripheral processing relates to the 

actual advertisement; the consumer subconsciously connects the advertisement to the brand. 

The brand is not linked to any brand information other than the advertisement (Grønholdt et 

al; 2006: 216-220).  

Thus, the effects are different whether attempting to persuade consumers through central or 

peripheral processing. As outcome, changes in attitude are more continuous when consumers 

process information via central processing. Peripheral processing requires continuous 

reminders to consumers, through repetition of advertisements. Thus, creating the 

subconscious preference that leads consumers to conduct a purchase (Scotwin; 1993:102-103) 
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From a marketing point of view the time of length between reminders can be measured 

through recency1, which this thesis will not cover in details. Petty and Cacioppo describes 

advantages of the attitude changes via the central processing as: 

“Attitude changes via the central process appear to be more persistent, resistant and 

predictive of behaviour than changes induced via peripheral processing.” 

Grønholt et al; 2006:216  

Central processing transpires due to high level of consumer involvement, and if the purpose 

of the advertisement is to generate a change in consumer behaviour. Peripheral processing 

occurs when consumers have little or no involvement in the brand. There can however still be 

established loyalty and preference, even though consumers are not highly involved in the 

brand. Such loyalty must be established through a strategy designed to target consumers with 

little interest in informational communication messages, but merely emotional value and 

cognitive attributes (Scotwin; 1993:100) (Ehrenberg; 1997). In these situations loyalty is 

however often habitual-related. However, increased loyalty and preference will often lead to 

more central processing (Heath; 2005).   

 

As elaborated on prior in paragraph 3.3.6., it can prove challenging to persuade consumers to 

change behavioural pattern in regards to certain type of brand. Neither processing is superior 

to the other, but as argued, companies should know their type of brand and consumers’ 

behavioural patterns (Greenwald & Leavitt; 1985).  

 

6.4. Informational and Transformational motivation 

According to Rossiter-Percy, motivation is divided into two categories, i.e. transformational 

and informational. Transformational motivation, also referred to as positive motivation, hence 

consumers’ purchases are positively originated. Thus, purchases conducted via 

transformational motivation are often brands that consumers believe will improve their 

quality of life, and not purchases conducted on a direct need-basis. Brands purchased based 

on informational motives, also referred to as negative motives, are brands that consumers 

believe will provide a solution to a problem. In this context, negative merely relates to the fact 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1	  Recency – a term implying the length of time for ending a marketing campaign until the beginning 
of the next in order to keep sales at the desired level, without decreasing. 	  
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that the purchase is negatively orientated, as it should provide consumers with a solution to a 

problem or a very basic need. The importance of comprehending buying motives and level of 

involvement is elaborated upon in the following. 

 

6.5. Rossiter-Percy grid 

The Rossiter-Percy grid illustrates four types of purchase scenarios, and is described as: 

“A management tool that reminds us of the important distinction between recognition and 

recall awareness and helps relate the two fundamental characteristics of behaviour, 

involvement and motivation, in a way that helps direct brand attitude strategy” 

 

                   Model 5 – Rossiter-Percy grid by Percy et al; 2001 

 

6.5.1. Dividing brands into four categories 

The Rossiter-Percy grid lays the foundation for dividing all brands into four categories; most 

important being the differentiation between high and low involvement processing. Both 

Rossiter-Percy and the ELM, though through different terms i.e. central and peripheral 

processing, acknowledge this division. Furthermore, the difference between informational and 

transformational buying motives has been integrated in the Rossiter-Percy grid. Such division 

is applicable when analysing the different types of communication scenarios, which a sport 

sponsorship offers. 
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When involvement is low and motivation is negative, companies must be aware that 

consumers are looking to be convinced and to solve a problem or satisfy a basic human need 

involving no risk in conduction of purchase. Thus, the key to persuasion is information, and 

must be of a simple character, as consumers hold little involvement in the brand - hence the 

communication message. 

 

When involvement is high and motivation is negative, consumers must be persuaded by 

information in the communication message. However, benefits must not be exaggerated, as it 

potentially can damage the brand’s credibility (Percy et al; 2001:145-156). As involvement is 

high, the purchase carries a risk. 

 

When involvement is low and motivation is positive companies must persuade through 

emotional authenticity, beliefs and feelings, as consumers are convinced through narrative 

associations in the communication message. As involvement is low and carries no risk and 

motivation is positive, a purchase is conducted based upon emotional attributes. Thus, 

information can have a negative impact (Percy et al; 2001:145).  

 

When involvement is high and motivation is positive companies must persuade through 

emotional authenticity creating beliefs and feelings. It is nearly identical to when involvement 

is low as stated above. As involvement and risks are greater, the level of information is 

typically increased. However, consumers are not persuaded via information, but by emotions 

(Opus Cit.) (Heath; 2005).  

 

6.6. Strength of argument vs. repetition as persuasion 

Robert Heath holds a theory on how to adapt the marketing plan according to level of 

involvement. However, Heath applies the central and peripheral process as parameters rather 

than motivation. He argues, that when advertising for a brand, which is expected to apply 

central processing, repetitions is of less importance. Thereby not implying, that repetition and 

awareness is invaluable, but of less importance than with peripheral processing. Central 

processing involves cognition where emphasis lays upon information rather than liking of the 

narrative associations. The level of information projected in a communication message can 

lead to preference, persuasion and amount into a purchase. The strength of the central 

processing is the possibility of creating loyalty and preference towards a brand that is more 
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persistent and sustainable (Heath; 2005). As consumer involvement is high, consumers will 

have spent more time and effort in absorbing and processing the information, leading to an 

increased level of hostility and rejection of competing brands (Scotwin; 1993:100). 

Brands where consumers are not expected to invest a high level of involvement should put 

emphasis into persuading through repetition. A communication message must be easily 

recalled in the purchasing situation, and liking of the advertisement constitutes the primary 

aim (Grønholdt et al; 2006:220). Repetition creates a subconscious awareness for consumers, 

and if stimulated at the right time might lead to a purchase (Opus Cit.). This theory is 

consistent with Rossiter-Percy’s theory as well as supported by Keller’s dimensions within 

brand salience regarding depth and breath; when, where and how do consumers think of a 

brand as well as what prompts this recall. 

An advertisement delivering a strong argument, hence level of information, requires a high 

level of involvement by consumers. Contrary, a scenario where consumers are less involved, 

mere repetition proves to be more efficient (Scotwin; 1993:118). 

Companies can either provide arguments through a renowned vertical opinion leader 

delivering credible information, or through creation of emotional attachment to the brand or 

figure in the advertisement. The emotional brand association is thus appropriate for 

transformational brands in the Rossiter-Percy grid. 

 

6.7. How consumer attention determines hierarchy of effect 

Robert Heath developed the Low Involvement Processing model (LIP), to describe the three 

types of elaboration processing consumers’ manoeuvres through when exposed to 

communication messages (Heath; 2001:79). The ‘explicit processing’, also known as active 

processing, occurs when consumers’ processing is based on rational thinking and information. 

Such process equals high involvement and informational motivation in the Rossiter-Percy 

grid. Heath elaborates on how such process occurs when attention towards the communication 

message is high. The ‘automatic processing’, which is similar to the peripheral processing in 

the ELM and low involvement in the Rossiter-Percy grid. Thirdly, there is ‘shallow 

processing’, which refers to a split between explicit and automatic processing. Both explicit- 

and automatic processing occurs when there is low attention towards the communication 

message (Heath; 2001:75-79).  
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Thus, it can be stated that when attention towards the communication message is high, 

persuasion must transpire via the central process. However, when attention towards the 

communication message is low, persuasion must transpire through peripheral processing. 

Heath’s LIP theory is well established, and he argues that,  

Information processed and stored, primarily subconsciously, in situations with low level of 

attention towards the communication message, is easier to recall, and only needs mere 

repetition. Consumers will subconsciously create positive associations towards the brand if 

liking of the advertisement occurs. 

According to Heath, persuasion is more suitable when attention as well as involvement is low, 

and transpires as consumers subconsciously process information. As consumers rarely hold a 

high involvement in communication messages, explicit processing occurs more seldom than 

automatic processing (Heath; 2001:76-79). 

Even though most communication messages occur at a low attention processing level, 

companies should attempt to increase consumers’ attention and involvement (Plessis; 

2005:188-192) (Interview; Promovator). Heath partially supports that sustainable preference 

and loyalty is created through central processing, and shares the opinion that high 

involvement and attention i.e. central processing is desirable, but acknowledges that it often is 

unachievable (Heath; 2005): 

“It is important to stress that getting attention is not a waste of time. Attention is valuable for 

brand information processing. The problem is, that it is not always possible to get people to 

pay attention”. 

                      Heath: 2005  

6.8. Central & Peripheral processing in terms of hierarchy of effect  

The model below illustrates how central processing includes elaboration and evaluation of the 

communication message, prior to a purchase. Regarding peripheral processing, consumers 

will conduct a purchase prior to forming an opinion of the information provided or brand, as 

peripheral processing does not entail any cognition or rational processing of the 

communication message. Through post trial purchase both preference and loyalty can be 
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established, depending on experience and attitude changes (Ehrenberg; 1997). As covered 

prior, central processing is equivalent to high involvement, whereas peripheral processing 

equals low involvement processing according to the Rossiter-Percy grid, which the model 

below depicts as well as characteristics of the central and peripheral process in the purchase 

situation. 

 

 

   Model 6 – Central and Peripheral processing by Petty and Cacioppo 

 

Central processing illustrates how consumers follow a behavioural pattern described as    

Learn-Feel-Do, often relating to high involvement brands that in addition carry a high level of 

risk. The peripheral processing follows a behavioural pattern defined as Learn-Do-Feel, 

where emotional, story-based and often subconscious factors influence a purchase, merely 

relating to low-involvement brands (Heath; 2005), (Grønholdt et al; 2006:215-230). 

Hence prior paragraphs relating to brand equity, Keller’s CBBE dimensions and level of 

emotional value, it can be argued that brands following the peripheral process are more likely 

to be purchased on a trial-basis, as involvement and risk is low. As stated, consumers are 

willing to conduct a trial purchase of a different brand, as involvement is low, although 

loyalty might prove to be high.  

However, brands carrying such low level of risk might prove to hold a great level of 

emotional value, and thereby relate to consumers subconsciously. Thus, the brand holds 

Central	  Processing	  

Learn	  (cognition)	  

Feel	  (Attitude	  changes)	  	  

Do	  (Behaviour	  change)	  

Information	   Peripheral	  Processing	  

Learn	  (Ad	  awareness)	  

Do	  (Behaviour	  change)	  

Feel	  (Attitude	  changes)	  
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substantial brand equity in the mindset of consumers. Low involvement is proved, as 

temptation to trial of similar brands is tested by elements of marketing mixes, and a 

behavioural change is conducted. As risk is low, a behavioural change becomes reality the 

moment a brand is purchased outside the habitual driven process.  

Contrary to the above, high involvement brands, carrying increased risk, hence hesitations or 

considerations by consumers, follow a pattern of central processing. Brands of this character 

often qualify as transformational according to Rossiter-Percy, thus the level of involvement 

and level of information provided to persuade consumers. Even though brand equity is high in 

the mindset of consumers, execution of a trial purchase within this scenario is less likely to 

occur, even though the brand might hold great emotional value. Hence, the level of risk 

associated with a purchase.    
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7.  Sponsorship as communication 

It is vital to analyse and determine the value of different communication messages. According 

to Heath (2005) the communication message and the attention of the desired recipients is 

regarded as low involvement communication. Despite this, consumers prove more positive 

towards communication via sponsorship than via traditional channels (McDonald; 1991:31-

38) (Scotwin; 1993:83-84). As covered prior, there exist a correlation between the level of 

involvement in the communication message and consumers’ behavioural purchase pattern. 

However, it can be argued that the level of involvement merely offers different challenges and 

opportunities (Heath; 2005), (Percy et al; 2001:142-148). Such information can be utilised to 

determine characteristics of communication regarding strategic sport sponsorship. Thus, it is 

of great interest to analyse the various types of communication, which a sport sponsorship has 

to offer in relation to different types of brands.  

The ensuing paragraphs will present, and briefly touch upon the interaction when applying 

communication theory to mass communication via sport sponsorship. However, a more 

comprehensive analysis of mass communication will be covered in the following chapter 11 

relating to Passive – Not Present communication scenario within a sponsorship.  

7.1. Sponsorship as mass communication  

The following paragraph will cover the potential sport sponsorship has to offer as means of 

communication platform, conducted upon theory elaborated upon prior. Due to the scarce 

supply of theory on sponsorship as strategic communication, sponsorship in the following 

paragraphs will only refer to the actual advertisement or communication between sponsor as 

sender and consumers as receivers. More specifically, communication via sponsorship 

exposure through t-shirts, banners, stadium names, logos etc. constitutes mass 

communication. Various types of other communication scenarios via sport sponsorships will 

be elaborated upon in the ensuing chapter 8. 
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7.2. Sponsorship as high or low involvement communication 

Whether sponsorship is high- or low involvement communication, is of great importance in 

the sense that some brands are suitable for promotion via settings where recipients are highly 

involved in the communication (Percy et al; 2001:145-154). The following paragraph will 

thus analyse sponsorship as communication, hence findings will be applied via theories 

covered prior in order to determine the potential of a mass communicative sports sponsorship. 

As a rule, sponsor’s communication message is of secondary interest to recipients, and thus 

can be categorised as low involvement communication. Concurrently, the property being 

sponsored can be categorised as the primary interest (Scotwin; 1993:115).  

 “A sponsorship is not the main communication message for consumers’. That is the sport, 

and the sponsor is secondary. The sponsorship communication is merely uninteresting 

background elements“ 

           Scotwin; 1993:48 

Per Hagstedt argues that sponsorship is low involvement communication, and considers 

sponsorship as communication with vast engagement from recipients. Within low 

involvement communication it is the actual attention, which allegedly has the potential of 

affecting the behaviour and where names, symbols and logo on outfits and signs have 

iteration effects (Scotwin; 1993:47). Hagstedt supports Scotwin, and stresses that 

communication messages from sponsor is an uninteresting part of the background for where 

the actual involvement and interest of the recipient lies. Hagstedt points out, that the quality 

of the communication message of a sponsorship is different from that of other types of 

advertising, which will be elaborated upon in the following paragraphs. (Scotwin; 1993:44). 

However, Hagstedt’s theory only applies to mass communication scenarios such as logo, 

signs, shirts etc.  

Just as Hagstedt, Greenwald and Leavitt have concluded that low involvement 

communication, such as sports sponsorships, only leads to decision-making and action based 

on reflex and habitual related purchases (Scotwin; 1993:119). Greenwald and Leavitt 

describes how each repetition of communication messages will lead to a decrease in recipient 

attention, and information will subsequently be stored gradually more subconsciously. 

Communication messages with a high level of involvement from consumers will achieve full 
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attention, and be processed from logical thinking and factual knowledge, which will lead to 

actions based on conscious decision-making (Opus. Cit). Heaths LIP model is coherent with 

Greenwald and Leavitt’s theory, where consumers’ attention and involvement in the exposure 

situations influences the elaboration process.  

Heath’s explicit learning thus deals with the primary communication, whereas the automatic 

processing revolves around secondary communication messages. In addition, and as argued 

prior, a scenario where communication messages holds little involvement from consumers, 

companies should adapt a strategy of repetition over argument and information.  

  

7.3. Emotional association between the sport and the sponsor 

Determining that sponsorship is low involvement communication presents some limitations to 

the potential a sponsorship carries as a mean of communication and marketing tool. As Heath 

has argued, low involvement communication messages in some scenarios hold an advantage 

over primary communication, as a subconscious absorption of the message. Liking of the 

sponsor communication, vertical opinion leader, property etc. should secure a positive rub off 

on the brand (Heath; 2005).  

In general, consumers think highly of sports and the entailing events, players, teams etc. 

Hence, consumers are in a positive state of mind, and thus a positive association should be 

created, and eventually also a subconscious preference for sponsor’s brand. According to 

empirical data from sponsorship experts it is only reasonable to conclude that consumers’ 

state of mind is more positive and hence more receptive to communication and thus 

subconscious processing of sponsor, than it is the case when consumers are unwillingly being 

projected to communication. In such case, a negative association is likely to influence 

consumers’ perception of sponsoring brand (Interview; Promovator). 

While sport sponsorship holds great potential for transferring consumers’ positive association 

of the activity to sponsor, it also poses a threat, as the image of sponsor’s brand is at stake. 

The brand will be associated with property of the sponsorship, and thus the match between 

the two parties should be carefully thought out as covered in paragraph 4.1. (Ferrand; 

2006:76). 
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The fact that sports thrills and arouses consumers is beyond discussion. Hence, this arousal 

may also be considered a threat to the communication message. Studies reflect that if 

excitement of the crowds exceeds a certain level, attention to communication messages 

decreases accordingly, which as secondary communication, already is very low. Thus, 

sponsors seem to be balancing a double-edged sword, where they must evoke positive 

feelings and excitement among consumers, and simultaneously avoid emotional over-

excitement, which blocks the conscious or subconscious absorption of the communication. It 

is a difficult task, as it is not easy to predict the excitement of e.g. a football match.  

There are always uncertainties concerning the outcome of an activity on the specific day in 

question, when it comes to secondary communication. Hence, low attention from recipients, 

and thus it is desirable to create as much attention as possible through more traditional 

channels to support the sponsorship (Heath; 2005).  

 

7.3.1. Summary to sponsorship as communication 

Mass communication in the shape of sport sponsorship, as analysed above, is limited to 

secondary communication messages being projected towards consumers.  

As consumers’ attention is focused upon the primary object, the sport - and reason for their 

presence i.e., the attention towards the projected communication message is low. Consumers 

should then be persuaded via peripheral processing, and thus repetition or mere exposure 

should be decided upon over information in the communication message.  

Brands purchased through the peripheral processing of Learn-Do-Feel pattern are therefore 

most likely to persuade via such type of sponsorship, given the small risk connected to a trial 

purchase as brand, as argued prior, is low involvement.  

According to the Rossiter-Percy grid, high involvement brands may also benefit from this 

type of mass communication via a sponsorship. Via the emotional association to property, 

high involvement brands can also benefit from mass communication sponsorship, when the 

motivation is transformational. The reason for this, is that within a sponsorship the emotional 

association between brand and property has great potential given the fact that consumers have 

a more positive attitude towards the primary activity i.e. rewards the sponsor for making it 

possible for them to live out a personal interest.  
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However, a high involvement brand, holding status of being informational, carrying great risk 

can, if resonance is achieved according to Keller, hence the brand holds high emotional value 

as well as brand equity, still benefit from a sponsorship within mass communication. Hence, 

the brand is well established in the mindset of consumers, and therefore easily recalled. The 

emotional association and rub-off of the property in question can therefore benefit a brand of 

this character. It can be argued, that the stronger the brand equity of a brand, even though high 

involvement and elicit, if well established in the mindset of consumers, can promptly be 

recalled by mere associations.  

 

However, should the primary activity fail to arouse recipients’ attention, all projected sponsor 

communication is rendered redundant as recipients attention thus would lie elsewhere than on 

property or the activity. 

 

Importantly though, the association between sponsor and property can evolve in a negative 

manner. As mentioned, sponsor holds no control over the extracurricular activity of property 

and other external influences property might be subjected to i.e. negative media attention. As 

a result, sponsor might experience the irreversible damaging effects stemming from negative 

associations, which can prompt a devastating effect on a brand’s emotional value and brand 

equity.  

Given this, a fit between sponsor and property is vital. Although it can be argued that risk 

varies depending on type of sponsorship. Such risk varies from sponsorship of individual 

athletes to team sports, as well as static sponsorship communication such as banners and signs 

etc. versus personified sponsorship communication via logo on shirts etc. 

According to Rossiter – Percy, low involvement brands exist where in-depth information is 

required. Thus, informational motivation, where the brand is required to solve a given 

problem. 
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8. Communication scenarios within a sponsorship setup 

Previous chapters served the purpose of applying sponsorship to appropriate communication 

models and theories. Application of the theory to sports sponsorship communication is very 

much limited to mass communication potential within sponsorship for the mere reason, that 

communication and hierarchy of effect models primarily deals with exposure and consumer 

behaviour from a mass-communication perspective. In order to provide a greater analysis of 

the potential of sport sponsorship as a communication parameter, a further breakdown of 

sponsorship is necessary. 

 

In the following chapter, communication scenarios via sport sponsorship are divided into four 

main spectres based on consumers’ level of involvement - active/passive participation - and 

sponsors’ presence - present/not-present.  

 

 

 
Model 7 – The Activation Matrix by Sverre Riis Christensen 
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Active or passive participation describes consumers’ role and attention in the sponsor 

message. If there is active participation, sponsors communication message is the primary 

character. When consumers are passive, sponsors communication message is merely of 

secondary character; hence attention is focused upon the activity in question and any 

sponsorship communication fade to background noise. 

 

Present or not-present participation relates to the sponsor physical presence at the 

communication scenario. When sponsor is present; feedback, dialog and interaction is 

possible as both parties; sponsor and consumer, are present. In a scenario where sponsor is not 

present, the interaction between the parties render impossible as communication is reduced to 

one-way projected from sponsor, hence the communication will prove to hold a long period of 

time for response and feedback, if any. The reality of sponsors’ presence plays a major part in 

persuasion of consumers in regards to different types of brands. 

 

An assessment of each communication scenario will be reflected upon in order to determine 

the underlying potential of sponsorship as strategic communication parameter within the 

given scenario. 

 

Rounding off each of the four types of communication, a profile of the different potentials 

will be given. As covered above, applying different models and theories, hence integrating 

these to the sport sponsorship analysis conducted, it should be possible to provide a narrow 

and specific justification on the potential different types of sports sponsorship communication 

offers to various types of brands.  

 

The above aims to provide the reader with an overview of sport sponsorship as a means of 

communication tool, thus reasons to get involved in sports sponsorship, and in other cases, 

why not to get involved, hence type of brand and which strategy the company in question 

have decided upon. 

 

It is important to state that in relation to sponsorship, the following paragraphs all relate to 

large-scale national sponsorships in a broader sense, in order to secure a coherency between 

pre-set objective and comprehension of the reader.  
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9.Active – Present communication scenario  

 
Illustration 5: Active – Present spectre of The Activation Matrix  

 
 
The active - present spectre represents the communication scenario with sponsor, as sender, 

being present, and receiver – the consumer, holding a role as active, as elaborated upon in 

relation to the matrix. The combination of the two factors, within a sponsorship set-up, 

provides unique opportunities for companies that have a need to communicate a more 

complex communication message, or a specific other need where interaction is required.  

The active – present spectre provides several opportunities, of which focus upon hospitality 

within the sponsorship scenario has been selected, as it is believed, according to the empirical 

data within this thesis, to be the primary activity this spectre provides. According to 

Promovator, 65 per cent of Danish sponsorships are activated through hospitality, with the 

main purpose of creating strong relations through professional networks. With this in mind, 

studies conducted by Promovator (SponsorTrends 09) reflects, that 88 per cent of companies 

engaged in sponsorships are utilizing the benefits that the active - present spectre represents, 

where sponsor is physically represented on site. These figures support our decision to focus 

upon hospitality within this spectre of the total matrix.  
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9.1. Definition of Active - Present communication 

Within the communication scenario active – present, sponsor has the advantage of 

personalising the brand via actual presence. Thus, sponsor has an option to enforce an 

atmosphere surrounding the brand, which would otherwise not have been possible through 

other spectres of the matrix. The communication scenario is called upon to be primary, as 

consumer’s main purpose ideally should be sponsor’s communication, and not the sport, as 

the activity should only be a means to create an experience and nothing more. The consumer 

is thereby, arguably, highly involved in the communication scenario, as sponsor holds their 

attention as primary focus.  

 

9.2. What does Active - Present communication offer? 

Hospitality offers many shapes and different possibilities in type of activity within 

sponsorship, and most important, the consumer is active in the communication. This unique 

set-up provides great opportunities for sponsor to deliver a more complex message in relation 

to the brand, which might have been difficult to state otherwise. As the communication is of 

primary character, both parties are involved in the inter-action. Thereby, the communication 

scenario is contributing to building counterpart relations; hence increase emotional 

associations upon brand personality. Thus, evoking associations towards property, as it is the 

sponsorship of property that have provided for the opportunity for interaction. Such scenario 

is only realistic due to the active - present activity, which hospitality provides.  

Hence the above, hospitality provides unique opportunities to create a network with a specific 

area or industry, where it otherwise would prove difficult to communicate a complex 

message.  

The fact that sponsor has made it possible for consumers to enter the given activity 

furthermore increases the goodwill attached to the sponsorship. According to theory and 

studies in prior chapters, consumers approve of this type of advertising and communication 

compared to the more traditional channels. Sponsor delivers an opportunity for consumer to 

attend and participate in an activity, which the person is interested in.  

 

9.3. What can Active - Present communication do for a brand? 

Hospitality activities within active – present communication adds increased focus upon the 

property sponsored, from consumers’ point of view, just as the link or association between 

property and sponsor calls upon enhanced attention. As argued prior in relation to sponsorship 
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and match, the image and value placed upon the property and activity, should reflect the 

image and value of the brand and vice versa. Within a hospitality set-up, physical 

surroundings, as well as emotional values, projects a powerful image of values associated to 

the brand, and whether these hold any similarity to the property, hence the power of value. 

Activities within hospitality offer many possibilities.  The more exclusive the activity in size 

and accessibility, the more attractive it is to attend, as it fulfils the objectives for a VIP 

activity. The smaller and more exclusive an activity is, the more VIP character it holds. Thus, 

consumer feels unique, and the activity is reflected to hold the same qualities of uniqueness, 

just as the brand should reflect this. A potential risk within a hospitality scenario is, that 

consumers’ expectations to activity are not being met by sponsor’s engagement in property. 

What is sought to be a unique experience, and tightening a strong connection to brand value, 

might result in the opposite effect.  

Hospitality thereby provides opportunities for creation of associations, emotions and 

increased value, just as the brand is being personified in the mindset of consumer by the 

presence of sponsor. According to Jennifer Aakers theory, elaborated upon prior, it is the 

personal characteristics associated to the brand in the mindset of consumers that differentiate 

the brand and make consumers relate to it. 

 Hospitality activities hold opportunities for sponsor, besides professional networking, but 

also to change beliefs and perception of brand in consumers’ mindset, hence increase 

emotional value and brand equity according to Keller’s CBBE model. Hospitality can 

arguably be a way of means to move a brand from salience with deep and broad awareness, 

towards resonance with intense and active relationships.  

Within the scenario of active – present, sponsor to a certain extend, control to direct the 

emotions as sender of the communication, seek to evoke from receivers. However, this is 

arguably only the case in a scenario, where there is direct interaction within the activity.   

 

9.4. Contact price for Active – Present communication 

Hospitality activities must be of a certain exclusive character in order to draw attention and 

desire from consumers, just as consumer is desired to hold a high emotional involvement in 

the brand, in order for sponsor to evoke emotions and associations.  

As mentioned earlier, the more exclusive and unique (VIP) an activity is, the fewer the 

number of attendees, and consumers are likely to have been exclusively selected for the 

activity. The reality of complexity in such a set-up is, that price of contact per consumer 
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predictably is very high. With the high level of price per contact, sponsor is in a position, 

where it is vital to have a level of certainty that the individual investment made, into every 

point of contact, will carry its own weight in return on investment. The above is crucial in 

order for sponsor to conclude a successful hospitality activity. With that said, VIP activities 

within sponsorships hold a level of uncertainty, in regards to defining what is exclusive and 

VIP. What one group of consumers might perceive as being VIP, might not meet the 

expectations of being VIP for others, hence level of exclusiveness or lack of interest in 

activity.  

 

In regards to large national sponsorships in Denmark, it might prove to be more than a 

challenge to conduct a sports VIP activity, from a sponsor perspective, that signals VIP to 

international recipients as consumers. Due to the size of the country and the sport 

arrangements facilitated and executed within scale and offer- international business 

associations might hold a mere exclusive level of VIP within activities relating to sport 

sponsorship.   

 

9.5. B2B vs. B2C potential for Active - Present communication  

Due to the high price per contact, hospitality activities that hold VIP and elusive 

exclusiveness, often only apply to a limited group of clients within the B2B segment.  

It can be presumed that the higher the price of contact, alignment of level of involvement in 

brand from consumers’ perspective, is observed. From sponsor’s perspective, a calculation of 

risk is needed to secure that the initial investment is made on the right grounds. As a result 

hereof, it is necessary to compile a return on investment in order to ensure that the hospitality 

scenario carries its own weight, and is successful from a strategic point of view. Within the 

set-up of hospitality activities, the brand is thereby arguably the primary focus from sponsors’ 

perspective, just as the communication scenario is primary to consumers and the feedback 

loop is kept as short as possible.  

 

The reality of active – present makes it possible for sponsor to enhance the emotions 

surrounding a brand, and provide the brand with attributes that would otherwise have been 

difficult to align without sponsor being present. It can also be argued, that the higher level of 

involvement, emotional value and brand equity a brand carries, the exclusiveness of the VIP 

activity or experience needs to be in correlation with return on investment potentially made. 
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With this said, it can be difficult for sponsor to measure if and when the investment initially 

made have been carried out successfully. The cause for this is the fact that a hospitality 

activity regarding a high involvement brand holds a longer period of time in regards to 

processing, as it usually is coherent with level of risk. Sponsor therefore needs to apply risk 

calculations, in which a return on investment is made for the hospitality activity. A longer 

period of time for processing is hence needed before an activity can be referred to as 

successful, than other brands carrying a lower level of involvement, hence emotional value 

and perhaps perceived risk.  

 

In relation to B2C, hospitality also offers unique opportunities. However, it is important to 

state that the individual brand needs to carry a certain value, in both level of price and 

emotional value creation, in order to be sustainable from sponsor’s perspective, in relation to 

return on investment.  

 

9.5.1. Summary of Active – Present communication 

The most significant benefit, within hospitality activities of active – present, is that the 

activity provides sponsor with the opportunity to interact with consumer where the 

communication is primary, hence consumer is highly involved in the brand. The feelings of 

exclusiveness should preferably be transferrable as brand association connecting emotions to 

the brand. Within this type of communication scenario, the sponsor holds great potential to 

personify the brand, interact with new, as well as existing consumers, and enforce emotional 

values towards the brand, which would otherwise have been difficult to embed.  

As covered in relation to Keller, “it does not matter how unique a brand association is unless 

consumers evaluate the association favourably. It does not matter how desirable a brand 

association is unless it is sufficiently strong so consumers can actually recall it and link it to 

the brand”. 

 

Active – present communication carries a high value per contact, not just price per contact. As 

a result hereof, the activity is targeted at a very specific group of consumers who hold a 

position to secure the initial investment made through return on investment, it being both B2B 

and B2C. However, the two parties both hold individual strengths. Due to screening and 

exclusive selection of consumers applicable to attend a hospitality activity with sponsor, 
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resulting in a high price of contact, the active – present spectre is mainly attractive in relation 

to B2B activities.  

 

9.6. What types of brands can benefit from Active – Present communication? 

As an outlay of active – present communication has been conducted above, the ensuing 

paragraphs will cover which types of brands potentially can benefit from this type of 

communication. The Rossiter-Percy grid will lay the foundation for the typological division 

of brands, differentiating between high or low involvement and informational or 

transformational motivation. 

 

9.6.1. High vs. low involvement brands 

In relation to brands being either of high or low involvement, the scenario of active – present 

communication merely applies to brands that require the communication to be of primary 

characteristic i.e. brands that holds a complexity, which consumers hold some level of 

consideration toward. As covered prior, these considerations relate to risk, and can relate to 

level of price, social acceptance or be driven by selfish motives. This perceived risk towards a 

purchase, sponsor must persuade and overcome through information and the short loop of 

feedback that active – present communication offers. As the communication scenario is of 

primary interest for consumers, active – present communication offers potential towards B2B 

for the mere reason that price of brand in most cases will be the overall perceived risk when 

dealing B2B. As covered prior, communication via sponsorship only provides the opportunity 

to communicate an actual message and emotional associations.  

However, through hospitality i.e. active – present communication activities, the potential 

complexity in a communication interaction can be communicated, associations created and 

transfer the emotions of the brand towards consumer.  

 

As communication scenario, an active – present sponsorship holds a high contact price, hence 

often appeals to high involvement brands where a personal act of persuasion is required.  

The return on investment should be carefully thought through, and, when dealing B2C, 

chances are that the contact price is too high for the investment to be profitable, unless the 

brand being marketed holds a high value and a significant profit for sponsor. 
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9.6.2. Informational vs. Transformational buying motives 

Within active – present communication, as a way of means in relation to buying motives, it 

can be argued that in a B2B perspective, it is primarily relating to negative oriented 

processing and thereby informational motivation. The person conducting the purchase should, 

ideally, never act upon personal stimuli, emotions and desire but from the perspective of B2B. 

In this case, any purchase should always be an asset to companies, and hold characteristics of 

being informational. Keeping a hospitality scenario in mind, and as mentioned above, these 

settings are usually exclusive; hence sponsor only has an exclusive group of consumers to 

focus upon, all highly involved in the communication. The interaction and short loop of 

feedback between the sponsor and consumer, is the primary- and core factor within such a 

spectre.  

 

The informational buying motive provides a solution to a problem, but bearing in mind the 

emotions an active – present hospitality activity is capable of transferring, there exist a 

possibility that motivation can be transformational, in a situation where the consumer is 

convinced to conduct a purchase through persuasion, by emotions and associations of activity 

evoked. With this in mind, a B2C scenario has the potential to hold both informational and 

transformational buying motives, depending on type of brand. 

 

9.7. Building brand equity through Active – Present communication 

The fact that both parties are present, and regards communication as being the primary 

element, provides sponsor with an opportunity to personify the brand. Active – present 

communication excels in evoking emotions, and reflects that the branding effect is superior 

and strong in relation to association between property and brand. 

 

By applying personifying characteristics to a brand, it enables the brand to shift positions 

within Keller’s CBBE model. Sponsor holds no control over the perception, consumers’ holds 

towards the brand. However, the set-up of active – present provides sponsor with 

opportunities to create associations and emotions, which are transferable to the brand and 

thereby adapted by receiver. However, by applying Keller’s CBBE theory to the active – 

present communication spectre, it can be argued that all types of brands can benefit from this 

type of communication, in terms of increasing brand equity. Hence, and most importantly, in 

order to justify the sponsorship, it should be conducted upon strategic considerations, well 
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integrated across the company’s overall strategy, carry a brand that require a high level of 

involvement in communication as it might be of a complex character. The brand must hold a 

value that justifies the investment made in the sponsorship, just as the price per individual 

contact, as receiver should be able to match the expected level of business conducted upon the 

interaction, which the active – present scenario has facilitated.  

As previously covered, Keller’s CBBE model is build upon the focus of four levels of 

interaction: brand identity - who are you?, brand meaning - what are you?, brand response - 

what about you? and brand relationship - what about you and me?  

Meaning cannot be established unless identity has been created; responses cannot occur 

unless the right meaning has been developed; and a relationship cannot be forged unless the 

proper response has been elicited. 

The active – present spectre provides the possibility for intense interaction with a limited 

targeted group of consumers, with the possibilities of associations from property and activity 

towards brand. It can be argued, that relationship building within Keller’s dimension is the 

core element of an active – present communication scenario, as it facilitates a set-up of 

interaction, and thereby personification projection towards brand attributes. The emotions, the 

consumer holds towards the brand, can progress further in Keller’s CBBE model as both 

identity and meaning have been established, due to the already high level of involvement, 

hence brand equity and interaction between the parties.  

 

The set-up active – present communication provides an interaction towards building strong 

relationships through presence and response from sponsor, and thereby enables possibilities 

for change in attitude and beliefs towards intense relationships, with the brand being the 

primary focus of the interaction.  

 

According to above chapters and paragraphs, active – present communication offers great 

potential for: B2B, brands that require primary communication, brands that hold emotional 

value and might be of a complex character. Thereby, demanding additional information and 

typically follow a Learn-Feel-Do pattern recognised from the central processing in the ELM, 

equivalent to high involvement according to the Rossiter-Percy grid, and marketing brands 

where interaction via a short feedback loop between sponsor and receiver is required. 
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According to the Rossiter-Percy grid, brands belonging to the high involvement and 

informational spectres are most likely to benefit from active - present communication, bearing 

in mind that most brands from a B2B perspective also can benefit from this communication, 

with little regard to where the brand traditionally would be placed in the grid.  
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10.Active – Not Present communication scenario  

 
 

Illustration 6: Active – Not Present spectre of The Activation Matrix  
 

 

10.1. Definition of Active – Not Present communication 

This spectre of the matrix is recognised by consumers being active, and sponsor not being 

present within the communication scenario. The consumers within such type of 

communication hold a high degree of involvement in the activity or event, as it constitutes the 

primary focus. Thereby, sponsor becomes of secondary importance. In the following, this 

type of communication scenario where consumer encounters sponsor is referred to as an 

activity. However, with that argued, it is sponsor who provides for the activity to be 

effectuated. This set-up places the communication scenario in a more complex position, as 

sponsor does not hold any interaction with consumers, besides providing the activity.  

The communication is of primary character. However, it is debatable if sponsor captures the 

full attention of the consumers, due to the fact that the consumers are not selected via a 

specific demographic. This is contrary to the active – present communication scenario where 

sponsor carefully has selected the relevant consumers. 
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The following paragraphs aim to cast light upon implications as well as the unique 

opportunities such a set-up facilitates. The communication scenario is, as argued, called upon 

to be of primary character. However, the main purpose for consumers is ideally the activity; 

hence, level of involvement is high. Sponsor is not providing any primary message, but upon 

recall a less complex message, via means of impersonal communication towards consumers 

of uncertain familiarity, as no selection has been conducted prior to the activity. The activity 

enables a scenario, where consumers ideally should develop emotions and associations 

towards sponsor’s brand. It is the presence of consumers themselves, combined with physical 

as well as emotional attributes provided by sponsor for the activity, which creates the actual 

activity. Hence, the association that provides a brand with attributes and meaning in the 

broader sense.  

 

Emotions and associations are what create the value of the communication scenario, as there 

is no primary communication from sponsor beside logistics of the facilities, but the audience 

whom create the activity. 

 

The ensuing paragraphs will elaborate upon to what extend the communication scenario of 

active – not present can benefit sponsor and brand. Further, to which brands this type of 

communication scenario appeals, as there is no primary communication message from 

sponsor, but consumers who creates the activity, hence the emotions and associations relating 

to this. 

 

10.2. What does Active – Not Present communication offer? 

Characteristics of the active – not present spectre of the matrix are active consumers; hence 

sponsor’s communication message or activity is the primary element, while sponsor is not 

present. This quite unique set-up might relate to activities of physical character, e.g. a type of 

activity where it is the activity itself, which is of primary focus in the eyes of consumers. In a 

scenario of this character, consumers can be referred to as attendees, receivers and recipients, 

besides holding the role as consumers, as we refer to them.  

As sponsor is not present at the activity, sponsor has no control of the communication 

scenario, even though it is sponsor’s communication message that supposedly is of primary 

character to consumers. The reality of such a communication setup reflects the difficulty in 

projecting anything besides a simple communication message, via sponsors name, logo etc. or 
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perhaps name of the specific event or activity. Static means of communication such as banner, 

sign and logo i.e. or free hand-outs, activities relating to impersonal mass communication, can 

be called upon to support the activity. In the case of free hand-outs, sponsor has an 

opportunity to project a communication message of a more complex character. However, this 

action requires calculation of successful percentage of feedback, as communication of this 

character is of secondary importance to consumers. Besides this scenario, sponsor holds no 

possibility to communicate a message of more complex character, but simply rely upon recall 

of emotions in a purchase situation.  

 

Consumers entered the activity with a primary purpose, not necessarily being sponsor’s 

communication message, although the fact that consumers are active should reflect the fact 

that sponsor’s communication should be of primary interest. As sponsor is not present, the 

possibility to apply personality characteristics towards the brand does not exist. The main 

strength within this set-up is the activity, the sense of ownership and belonging that 

consumers hold, which evokes a feeling of high emotional value. It can be argued that 

consumers are the essence of the activity, and that the activity only exists due to the 

participation of consumers.  

 

Keeping the above in mind, interest in the brand has been established, as consumers would 

otherwise not take the time to be active in the communication scenario, entailing great 

potential for positive emotions evolving towards sponsor and brand. Emotions increase in 

frequency and strength when involvement and user-activity is high. The value of sponsor’s 

presence, and thereby possibility to interact, is of secondary importance, as emotions will be 

created towards the primary communication i.e. the activity, and function as an extension of 

brand values.  

The emotional value toward the brand is to be associated with the level of emotions created 

via a sense of belonging and ownership in the activity.   

 

There is, however, great potential for a brand being associated with an activity surrounded by 

a great deal of emotions created primarily by consumers, and where sponsor is not present. It 

can be argued, that an activity of such character not necessarily requires a high level of 

frequency in execution. The active – not present spectre offers communications, which hold 

great potential within capabilities of building relations, due to the strength of the level of 

emotional involvement by consumers. It can be argued to what level the strength of the 
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emotional attachment only applies to consumers participating in the activity, or if the 

emotions evoked, to a certain extend, can be transferred to consumes’ personal network as 

well. The sponsor thereby holds a large group of consumers’, who then take on the role of 

ambassadors for the activity and brand. The emotions evoked are characterised by being 

trustworthy to a level, which sponsor would otherwise never be able to reach, as sponsor is 

not included in the primary and exclusive private network.  

 

10.3. What can Active – Not Present communication do for a brand?  

As previously argued, in relation to sponsorship and match, the image and emotional value 

laired upon an activity, should simultaneously reflect the image and value of the brand and 

vice versa. It can be argued, that the only option sponsor has to activate any stimuli towards 

consumers, is the set-up of the physical surroundings at the activity. The combination of 

sponsors’ choice of set-up and the emotional involvement of consumers provides the active – 

not present spectre with unique opportunities for building a sustainable relationship between 

sponsor and consumers.  

 

In order for sponsor to attract consumers to an activity, sponsor needs to hold a brand that to 

some level is familiar, as well as appealing to a large sphere of consumers, without 

demographic limitations due to the fact that sponsor’s brand is primary focus.  

In a situation where a brand is new to consumers, the scenario of active – not present is still 

attractive for sponsor. However, an increased effort within activation of the sponsorship 

should be enforced through channels of mass communication, in order to deliver a message of 

awareness towards the brand. Still, the mass communication channels do not provide the 

opportunity for receivers, to relate to the brand on an emotional level but only upon recall and 

recognition.  

 

However, it is debatable if a new and unknown brand to consumers will benefit from the 

active – not present communication scenario. It might be argued that if the activity is 

attractive enough, consumers will still be drawn to attend, not paying attention to whom 

sponsors the activity, although it should be of primary interest. With that argued, a counter 

argument would be, that if sponsor’s brand is of no interest as well as unknown to consumers, 

who do not know if sponsor’s brand is of their interest, a brand that applies to them etc., it 

will be difficult to build strong emotional relations between sponsor and consumers. 
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Will sponsor gain anything from this activity, as sponsor will not be present and able to 

provide any additional information relating to brand or interact with consumers, who at this 

stage, hold no familiarity to the brand.  

 

Sponsor have provided for the opportunity of the activity being executed. This, combined 

with consumers being active within the communication scenario, enables for a mere 

emotional response from consumers towards sponsors brand, as consumers are ideally in a 

positive state of mind as a result of sponsor facilitating the activity.  

The reality of consumers being active within the activity, just as keeping a positive state-of-

mind provides unique opportunities to increased emotional attachment between consumer and 

sponsor, hence sustaining brand equity. 

 

10.4. Contact price for Active – Not Present communication 

Contact price within this type of communication spectre depends on size of activity, in 

number of consumers etc., and can thereby hold quite an interval. It can be stated, that if the 

activity is relatively new and only hold a smaller group of consumers, the contact price per 

individual is assumable higher than an activity, which holds a more established level, and 

therefore perhaps is more well-known and holds a larger number of consumers.  

As argued above, due to the level of emotions involved in an activity of this nature, 

consumers function as brand ambassadors, within their private network, for the activity and 

thereby brand. These brand ambassadors attract new consumers via personal networks, who 

then become equally involved in activity and brand. Due to the reality of this, the contact 

price decreases per execution of activity, while increases in number of consumers. The effort 

that sponsor puts into activity should keep the same level, if no changes, in regards to the 

physical scope of the activity, have been implemented. However, if sponsor decides to 

execute an activity simultaneously across a nation, and not just on one location, the contact 

price will increase, as new set-ups in physical surroundings are required.  Sponsors brand 

must hold a value that justifies the investment made in the sponsorship, just as price per 

individual contact. Consumers should be able to match the expected level of business 

conducted upon the activity within the active – not present scenario.  

The high involvement within the activity, and the emotional value towards the brand, 

indicates that the scenario of active – not present is a unique strategy within communication, 
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and the reality of the low contact price, reaching large numbers of consumers, makes it a 

desirable strategy within a sponsorship.   

With such a scenario in place, an activity of this character should ensure a sufficient and 

positive return on investment. By applying this in a successful manner, it is a reality that 

sponsor have reached a large group of consumers, for a minor contact price while securing the 

initial investment. 

 

10.5. B2B vs. B2C potential for Active – Not Present communication  

In addition to return on investment, as mentioned above, this type of communication brings 

different potentials to B2B and B2C sponsors. This spectre of the matrix deals with an active 

audience, hence consumers, who are highly involved in the activity, which hold a fairly low 

contact price. However, it is important to note that sponsor has no control over consumers’ 

private and exclusive networks. Thereby sponsor holds no demographic information 

regarding the large group of consumers who are present at the activity. 

The emotional involvement in the activity and brand is difficult to apply to B2B, as the 

activity holds no direct communication message, and sponsor is not present to persuade 

through further information. Although the communication is supposedly primary, this 

scenario makes it difficult to push B2B relations, as such involvement in activity will prove 

hard to justify.  

As sponsor holds no control of the demographic characteristics of consumers, the activity is 

mainly attractive for a larger and more diverse audience of consumers within B2C, where 

brand awareness is in focus. B2B should be aimed in a more narrow and specific sense, in 

order for B2B consumers to find the activity attractive and applicable to invest time in. With 

this said, it can be argued that in order for any activity to hold any interest in terms of B2B, 

the contact price often holds a higher level, as it must be aimed more precise than within this 

scenario. Hence as argued in the spectre of active – present communication, calculations 

should be conducted upon expected business prospects and profit per contact, as any activity 

should be able to carry its own weight, as return on investment should be secured. Sponsor 

needs to direct focus towards a more precise demographical group, and call upon a higher 

contact price, as the target group most likely will be of a smaller nature. It will prove difficult 

for B2B consumers to hold a high involvement in activity and brand, although the 

communication is primary.  
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Without sponsor being present at the activity to interact with B2B consumers, sponsor is 

incapable of establishing personal relations and personifying the brand. 

 

Hence, it can be argued, that although the communication scenario within active – not present 

is suitable for both B2B and B2C, B2C will hold the most benefit and therefore be more 

applicable for this type of communication.  

 

10.5.1. Summary of Active – Not Present communication 

Through the scenario of active – not present it should now be clear, that emotional brand 

association hold great value within this spectre of the matrix. Consumers participate actively 

in the communication scenario and activity, which is of primary character, although sponsor 

is not present. The reality of sponsor not being present entails that any communication 

message should not hold any complexity, and must be of a simple character, as no interaction 

or dialogue is possible within this set-up. As a result of this, the communication scenario 

holds qualities of being impersonal mass communication to a certain level, although 

communication is primary and emotional response is high. Sponsor holds no option to 

manage the selection of consumer demographics. Thus, sponsor receives no applicable 

information in regards to emotional feedback, and is rendered incapable of tracking the 

demographic information from attending consumers. Contact price is of a lower level, and it 

can be argued that sponsor’s brand must be of a character, which applies to a larger number of 

consumers, not depending on demographics or level of risk associated with the brand. This 

makes the active – not present spectre within communication most attractive for B2C brands. 

  

The communication scenario within active – not present holds a unique opportunity for 

emotions to be evoked, and transferred to the brand as a brand extension, if the set-up is 

managed correctly. The intensity of these emotions will allow consumers to subconsciously 

function as ambassadors for the brand, within their private network, and thus increasing the 

brand awareness and image. The contact price will not increase, despite future increase in 

number of consumers attending the activity.   
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10.6. What type of brands can benefit from Active – Not Present communication? 

Based on the above paragraphs, the following part will discuss what types of brands can 

benefit from active – not present communication, based on theory elaborated upon prior 

within this thesis. 

 

10.6.1. High vs. low involvement brands 

Within the active – not present communication scenario, brands that will prove to benefit the 

most from this type of exposure are brands, which are familiar to consumers and not 

depending on considerations in relation to risk in any way, but brands that apply to all 

consumers. This type of communication scenario will often prove more efficient for brands 

with low involvement characteristics according to the Rossiter-Percy grid, be applicable for 

large numbers of consumers with no specific demographics and not be exclusive for a specific 

group. High involvement brands, following a central processing pattern, being more 

expensive with greater level of consideration relating to risk, and thus are less accessible to a 

mass spectre of consumers. Active – not present is, to a certain extent, mass communication, 

hence size of activity, and should therefore be used for targeting the masses in order to 

maintain a low contact price.  

 

Brands of a complex character will not benefit from this type of communication scenario due 

to the fact that sponsor is not present, and therefore will not have any opportunity to persuade 

through interaction with consumers. In other words, the communication scenario is lacking 

the important loop of feedback, which makes the first-impression association between 

sponsor and activity crucial in the attempt to effect consumers’ emotional associations 

towards the brand. With the above paragraph in mind, it can be concluded that the scenario 

would excel the most for B2C brands, and not be as suitable for B2B. On the basis of the 

above, it can be stated that brands that will benefit from this spectre of the communication 

matrix are brands of low involvement, following the peripheral processing pattern according 

to ELM, and applying to B2C. Furthermore, brands should be familiar and apply to 

consumers, as the feedback loop does not allow any information besides the emotional 

association with the activity. A communication scenario as active – not present may not prove 

to be efficient for an unknown brand regardless of being high- or low involvement as it can be 

argued that ‘you only know what you know’. As consumers do not know the brand; brand 

identity - who are you?; brand meaning – what are you?; brand response – what about you? 
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and brand relationship – what about you and me? As sponsor is not present, consumers will 

have no opportunity to make an inquiry in regards to these important questions, just as 

sponsor will not be present to provide and persuade.  

 

10.6.2. Informational vs. Transformational buying motives 

As communication is primary, without the important element of feedback, a sponsor within 

the active – not present scenario struggles to deliver a complex communication message, and 

thus struggles to persuade consumers through information. Therefore, emphasis is on 

emotional value associated with the activity. The emotional potential is often greatest when 

consumers’ buying motive is transformational, and the emotional authenticity is more 

important than persuasion through information and complex communication messages.  

However, an essential strength within this type of communication scenario is the consumers 

who hold a position as brand ambassadors, and project the emotional associations and values 

of the brand towards their private and exclusive network. Although, it can be argued that it to 

a certain extend holds no importance if consumers buying motive is informational or 

transformational within the active – not present spectre, as the information regarding the 

activity and brand is provided by a reliable source, the ambassadors. 

 

Nevertheless, according to the Rossiter-Percy grid, the emotional association between sponsor 

and activity offers great potential for brands purchased from a transformational buying 

motive, and for low involvement brands where there is a low degree of complexity in the 

communication message leading to persuasion.  

 

10.7. Building brand equity through Active – Not Present communication  

It has been stated, that the level of emotional value and association from activity toward brand 

is what carries the uniqueness and possibilities as its strength within the active – not present 

communication. It can thereby be stated that the focus of this spectre is the possibility to 

create emotions and feelings, which can be transferred to sponsors brand for long-term 

associations. Consumers will function as ambassadors, and with the above in mind, it is 

arguably of secondary importance, which pattern consumers follow in relation to a purchase 

situation. Whether it is of relevance to high or low involvement brands, or according to the 

ELM whether consumers follow the central or peripheral processing, is of less importance as 
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the emotional investment consumers hold towards the brand and activity is of primary 

character.  

 

On the basis of the above, it can be argued that the accumulated emotions constitute a sense of 

community among consumers who participate in an activity. It is the emotion created by the 

sense of community that consumers project as brand ambassadors towards private and 

exclusive network. Arguably, the network absorbs the projected emotional associations as it 

originates from a personal, and thereby reliable, source within their network. It is beyond 

argument that any sponsor will find it difficult to project such reliable communication 

message without an ambassador as ‘shadow’. 

 

As argued prior in paragraph 5.4.5., in relation to brand equity and Keller’s CBBE model, 

brand resonance is the highest level of intangible brand equity any brand can reach. It 

involves intense and loyal relationships with consumers, who project their passion for the 

brand as ambassadors. It can be argued whether an activity can reach the same level of loyalty 

from consumers, due to the fact that it often is a scheduled psychical activity being executed 

and attractive to attend - not because of the specific sponsor but due to its content.  

Consumers hold no control of when to expose their affection for sponsors brand via an 

activity, but must stimulate their desire by purchase. It is thereby debatable whether 

consumers hold the same level of emotional value and loyalty towards an activity as they do 

towards a brand. Further, it can be debated whether an activity is capable of functioning as an 

emotional rub-off for a brand, in order for consumers to become ‘true brand’ ambassadors, or 

if consumers in reality function as ‘activity ‘ambassadors of the actual activity as the primary 

element, and thus refer to sponsor of the activity without the emotional attachment to the 

activity itself. 

The activity needs, to some extent, to reflect the values of the brand in order to contain any 

meaning for consumers. Within Keller’s CBBE model, brand meaning is outlined as follows: 

 

Strength – How strongly is the brand identified with associations of the activity? 

Favourability – To what extent is the brand association valuable to consumers? 

Uniqueness – How distinctively is the brand identified with the association? 
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If consumers are to become ‘true’ brand ambassadors, an emotional attachment to the activity 

is vital to establish. Furthermore, it is of great importance for sponsor to ensure a high rate of 

recency of the activity in order to remain prominent in the mindset of consumers, and thus 

establishing the before-mentioned emotional attachment with consumer.  

 

According to the Rossiter-Percy grid, brands belonging to the low involvement and 

transformational spectre are most likely to benefit from active - not present communication. 

Sponsor’s brand should appeal to a large group of consumers without demographic 

considerations contain a minimum of risk and be of familiar status to consumers in order for 

them to be active.  

Although it is debateable when an activity is attractive and desirable enough for consumers to 

attend, as it support desired personal stimuli where consumers will become active 

nevertheless any familiarity of the brand beforehand. In any scenario, sponsor needs to uphold 

the recourses spend by attracting consumers to the activity, and in order to reach consumers 

that do not necessarily hold any familiarity- where and how to reach these.   
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11.Passive - Present communication scenario  

 
 

Illustration 7: Passive – Present spectre of The Activation Matrix  
 

 
The passive – present spectre is referred to as personal mass communication. Communication 

within this spectre aims for large numbers of consumers, but can also include one-on-one 

dialogue. Contrary to this, mass communication is to be considered a monologue due to the 

fact that information in such case only takes place from sponsor to consumer. Thus, there is 

no communicative interaction between sponsor and consumer. The ensuing paragraphs will 

elaborate on both exposure and awareness, but more importantly increased emphasis on the 

all-important feedback from consumers, enabled by sponsor’s presence. 

 

11.1. Definition of Passive - Present communication 

This spectre of the matrix is recognised by passive consumers, and sponsor being present 

within the communication scenario. The targeted consumers in this type of communication 

scenario, have little or no involvement in sponsor’s communication message, as it is the 

actual activity, which holds consumers’ interest. Thus, sponsor’s communication message 
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becomes of secondary interest, which indicates that it is less likely that sponsor will succeed 

in obtaining consumers’ full attention despite their presence. Due to the nature of sponsor 

being of secondary interest to consumers, the emotional response towards the brand is 

arguably relatively low, as the activity is the primary focus. The ensuing paragraph describes, 

what impact this communication scenario has on sponsors’ ability to deliver a communication 

message via the spectre where consumers are passive and sponsor present.  

 

11.2. What does Passive – Present communication offer? 

Characterising the passive – present spectre of the matrix as a secondary communication 

message entails sponsors’ incapability to deliver a complex communication message. 

Consumers enter the activity with a primary purpose, which is not sponsor’s communication 

message. However, as sponsor is present, an increase in chances to deliver more information 

is to be expected, if sponsor is capable of evoking an interest in the minds of consumers 

present. Still, consumers attend for a different primary purpose than sponsor’s communication 

message. Thus, it is likely that sponsor will lose consumers’ attention, as soon as the 

projected communication message becomes too complex or fail to entice consumers. Trying 

to sway consumers’ attention, from their primary focus towards sponsor’s communication 

message, can have an opposite effect and lead to irritation, reduction of goodwill and instead 

damage sponsor’s brand. 

 

Sponsor being present offers potential of interaction and dialogue with consumers and ideally 

personifying of the brand. By increasing consumers’ involvement and interest in the brand, 

sponsor can exploit consumers’ interest immediately, thus enabling a higher level of 

involvement. Furthermore, sponsor can immediately evaluate on interest, and adjust the 

communication message, depending on consumer feedback, increasing chances for 

persuasion. 

 

The fact that consumers are passive implies a lack of emotional associations being created 

surrounding sponsor’s brand. Emotions are stronger when involvement and user-activity is 

high. Sponsor’s communication message is of secondary interest and thus, emotional 

associations will be projected towards the primary interest, which is the activity, i.e. property. 

However, potential lies in being associated with a certain property and the underlying 

consumer emotions, which will be elaborated on in the following paragraphs.  
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11.3. What does Passive - Present communication offer for a brand? 

Regarding creation of intangible brand equity through sport sponsorship, involvement of 

consumers is essential. The more involved and active consumers are, the more emotional 

associations will be generated in relation to the brand. The passive – present communication 

scenario does not involve consumers in the actual communication message, nor is sponsor’s 

communication message of primary interest to consumers. Therefore, it is unrealistic to 

achieve strong emotional associations for consumers, and thus achieve a very strong branding 

effect from a sponsorship of this type.  

However, it is possible to project some associations through such type of sponsorship, merely 

depending on the association between property or activity’s attributes and brand. It can be 

argued that the possibility of managing the emotional association within the communication 

scenario between sponsor and consumers are in the hands of third party i.e. the property.  

 

With sponsors brand being of less importance to consumers, theoretically, sponsors will 

struggle to establish a brand image through this type of communication scenario. Thus, there 

are limitations to the level of intangible brand equity that can be established in the mindset of 

consumers according to Keller’s CBBE model, as covered prior without consumer 

involvement and emotional associations, which fails to be evoked in this type of 

communication scenario. The branding opportunities within a passive – present sponsorship is 

in many ways, reduced to retaining the brand position. 

 

Sponsor being present, facilitates the possibility of keeping a level of control regarding the 

projected communication. Thus, sponsor arguably have some option to lower the risk of 

negative associations damaging the brand in a scenario gone unforeseen wrong. In terms of 

branding, this is important, as the brand is associated with the activity. Had sponsor not been 

present, there would exist no opportunity to manage the damage of consumers attending the 

activity. The association between property and sponsor’s brand works both positively and 

negatively. 

 

What favours this type of communication, are the mere overall sponsorship strengths. Prior it 

was proven, that consumers prefer brands that allow them to live out a desire or interest. At 

the same time, consumers have better recall of communications, which they have been 

exposed to when in a positive state-of-mind.  
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The passive – present communication scenario thus holds a number of advantages, keeping in 

mind it being personal mass communication, with the additional upside that sponsor is 

present. 

 

11.4. Contact price for Passive – Present communication 

The contact price with this type of communication is variable. However, it is a very important 

element in the assessment of passive – present communication as a strategic communication 

scenario. When determining whether an investment is viable, further analysis of contact price 

is crucial.  

 

It is desirable to create consumer involvement, and building strong brand equity in the 

mindset of consumers. However, it can prove to be nearly impossible depending on sponsor’s 

type of brand, and might prove unnecessary in relation to promoting the brand. Altogether, it 

is important for sponsor to assess whether trying to create such involvement is viable, or 

whether another marketing strategy would prove to be more efficient. 

 

Passive – present communication is, in general, dealing with mass communication though in a 

more personal form. Sponsor has the opportunity, arguably only to a certain extent, to 

personifying the brand in the mindset of consumers at the activity, either by a happening or 

providing for additional information, hence sponsor’s presence. However, this type of 

communication scenario is aimed towards larger and non-determined groups of consumers, 

which beyond any doubt makes it impersonal and with a low contact price.  

 

As the projected communication message often targets a large number of consumers and hold 

no demographic information in regards to consumers, contact price will thus be fairly low. 

Being present allows sponsor to adjust the communication message, and improve the 

interaction as a result of feedback, sponsor receives from consumers, which can prove very 

valuable. However, adjusting the communication message according to feedback from 

consumers is undoubtedly rather expensive. A balance has to be encountered between level of 

resources sponsor utilises in persuading consumers, via adjusting the communication, and 

return on investment such communication contact can generate. 
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11.5. B2B vs. B2C potential for Passive – Present communication 

In addition to return on investment as mentioned above, this type of communication scenario 

possesses different potentials to B2B and B2C brands. In this spectre of the matrix, regarding 

passive consumers to who sponsor holds no demographic data of, low involvement in the 

projected communication message and often a fairly low contact price. Thus, it seems to be 

more suitable for targeting B2C than B2B. However, the fact that sponsor is present means, 

that to a certain extent, passive – present communication can be utilised in relation to B2B. 

This however, is more beneficial within a rather exclusive activity, as covered in active – 

present in relation to hospitality, with increased interaction between sponsor and consumers. 

Even then, it can prove challenging due to the fact that sponsor’s communication message is 

of secondary interest to consumers. Such interaction may create negative attention when 

trying to revert consumers’ attention from the primary focus, the activity or property. 

 

In relation to B2B, involvement will often be high, and thus sponsor has the opportunity to 

deliver strong arguments and more complex communication, preferably through interaction. 

For such purpose, a secondary communication message is unsuitable. Furthermore, a strength 

within this type of communication scenario is the low contact price. In relation to B2B, a 

relatively high contact price can be allowed, as persuasion of consumers often will generate a 

higher financial income. This makes the passive – present spectre mainly appropriate for 

B2C. 

 

11.5.1. Summary of Passive – Present communication  

There are limitations to branding potential within passive – present communication. 

Consumers are less likely to invest the necessary involvement in the communication message, 

which is vital in order to evoke emotional associations towards sponsor’s brand, which causes 

limitations regarding an increase in brand equity. However, this type of personal mass 

communication can potentially target large numbers of consumers at once. With sponsor 

being present, it is possible to deliver communication messages with informational content, 

even though it is of secondary interest. An advantage of passive – present communication is 

the possibility for sponsor to adjust the communication message corresponding to consumers’ 

feedback, received through interaction.  
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Passive communication is suitable for B2C, as it will be complicated to deliver complex 

communication required to convince B2B, taking into consideration the secondary attention 

and the scarce possibility for interaction. 

 

11.6. What types of brands can benefit from Passive - Present communication?	  

Based on this knowledge, the following paragraph will discuss which types of brands could 

benefit from passive – present communication.  

11.6.1. High vs. low involvement brands 

As the communication is of secondary interest, it can be argued that sponsor should be able to 

persuade without any complex communication. For a sponsorship within this type of 

communication scenario to be efficient, it can be argued that repetitions are required in order 

for it to be called upon as successful. As it is the case with mass communication, this appeals 

mainly to brands benefitting from the peripheral processing, or according to the Rossiter-

Percy grid low involvement brands, where consumers display low involvement in the 

purchase situations. Thus, consumers often follow a pattern of Learn-Do-Feel. The more risk 

i.e. level of involvement associated to a purchase of the brand, the more information 

consumers require in order to be persuaded. It is important to state, that such information also 

can be of emotional character. With passive – present communication, the lack of consumer 

involvement in the communication limits sponsor’s chances of triggering emotions amounting 

into purchases, which require high involvement. This is due to risk connected to the purchase, 

even though sponsor is present at the activity. As covered prior, risk is often related to 

financial considerations connected to price i.e.  

On basis of the above, it can be stated that a sponsorship within the passive – present spectre 

mainly apply to less expensive brands, appealing to a larger group of consumers with no 

demographic limitations.   

 

In contrast to regular mass communication, passive – not present, in the following paragraph, 

sponsors’ presence, to a certain extent, enables informational and more complex messages to 

reach consumers. If sponsor succeeds in reverting consumers’ focus from the primary 

message to sponsor’s communication message, the initial cognition and persuasion required 

to sell brands with high consumer involvement, can be created. Contact price will increase, 

and sponsor should only accept this if sales generate a substantial return on investment. 

Hence, more high-priced brands may also benefit from this type of sponsorship.  
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In such case, sponsor would benefit from conducting a hospitality activity where sponsor’s 

communication message is primary. 

  

By applying the passive – present communication to the Rossiter-Percy grid and the ELM, the 

main potential lies within marketing less expensive brands that require little informational 

convincing, and often follows the pattern of Learn-Do-Feel. Furthermore, for marketing low 

involvement brands where repetition is appropriate as a mean of persuasion, and for 

marketing brands where a certain level of information processing is required, given the fact 

that a purchase equals for the extra resources spent on getting the consumers’ attention, i.e. 

brands expensive enough to be worth a higher contact price. 

 

11.6.2. Informational vs. Transformational buying motives 

Passive – present is a secondary communication message for consumers. Thus, sponsor can 

experience difficulty to attract the required level of consumer attention, in order to deliver a 

complex communication message. Consumers purchasing from a negative i.e. informational 

buying motive need to be entirely convinced that the brand will provide a solution to their 

experienced problem. Such passive communication does not enable sponsor to deliver 

sufficient information to consumers. Thus, sponsor fails to convince consumers who purchase 

based on informational buying motives. Instead, brand value and emotional associations, 

which drive the transformational buying motives to a certain extend, can be achieved.  

Thus, according to the Rossiter-Percy grid, the potential within this type of communication 

lay within marketing brands purchased from a positive, transformational buying motive i.e. 

purchased as a personal gratification more than a necessity. Furthermore, for marketing 

brands where sponsor does not need the consumers to be convinced prior to conducting a 

purchase, but where the purchase subsequently will lead to persuasion, and a change in 

attitude or beliefs, as a result of the trial.  

 

11.7. Building brand equity through Passive – Present communication 

Being able to deliver an informative communication message, as a result of sponsor being 

present, makes it possible for a new brand to utilise this type of communication scenario. 

However, the message is still of secondary importance to consumers, which makes it difficult 

to evoke the feelings and emotional associations required to increase brand equity. The fact 

that this type of communication fails to evoke emotional associations, implies that the 
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branding effect is less effective and reduced to the association between property and brand. 

The association between brand and property holds potential of being influential, but in order 

to be so, it must manage to evoke feelings and emotional associations among consumers. 

However, that is not the case in this scenario, as consumers are passive and without much 

involvement in the reception of sponsor’s communication message. The choice of property is, 

in all situations, crucial if sponsor is to benefit from any association between the two.  

 

The aim within brand communication is to increase brand equity, and change consumers’ 

attitude and beliefs and thus, higher consumer involvement is required, which subsequently 

holds potential of leading to emotions being evoked. 

 

As concluded prior, passive – present communication offers the most potential for low 

involvement brands purchased based on emotional persuasion i.e. transformational buying 

motives, rather than complex messages i.e. informational buying motives. These are brands, 

where recall, repetition and liking of the advertisement are vital. Less important is the 

branding effect and the brand values.  

 

According to the Rossiter-Percy grid, brands belonging to the low involvement and 

transformational spectre, are most likely to benefit from passive – present communication. 

Furthermore, it offers potential to high involvement brands, purchased from a negative buying 

motive. However, in this situation sponsor is required to spend extra resources on attracting 

consumers’ attention, and must ensure a sufficient return on investment. Thus, it will be 

advisable to engage in an active – present sponsorship instead, where consumers’ attention is 

directed towards sponsor’s communication message, and where interaction i.e. persuasion 

facilities can be established without having to compete for consumers’ attention.  
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12.Passive – Not Present communication scenario  

 
Illustration 8: Passive – Not Present spectre of The Activation Matrix  

 
 

The vast majority of theory on sports sponsorship is based on mass communication e.g. signs, 

logos, stadium names, shirts etc., as it is often the foundation of a large-scale strategic 

sponsorship. Furthermore, all communication models rely upon mere awareness or exposure, 

which is necessary for any consumer processing to start. Thus, the passive – not present 

spectre as communication scenario is often what is perceived as sports sponsorship in its core. 

With that in mind and the previous analysis in paragraph 7.1. of sponsorship as mass 

communication, parallels can be drawn to the ensuring paragraphs which supports the prior, 

however covered in details. 

 

12.1. Definition of Passive – Not Present communication 

Passive – not present communication is defined by consumers being passive, hence 

communication is of secondary interest, and sponsor not being present at the communication 

scenario. The lack of sponsors’ presence means that the loop of feedback is not existing, and 
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any immediate adaptation of sponsors projected communication message is not possible. 

Sponsor will not be able to pick upon any verbal feedback, as there is no interaction between 

the parties, or any emotional response.  

 

12.2. What does Passive – Not Present communication offer? 

This type of communication is incapable of delivering any complex information, as it 

resembles communication of secondary importance. Sponsor is not present, and can thus not 

receive immediate feedback from consumers to adjust the communication message 

accordingly. Thus, there will be no interaction. This type of communication scenario, as it 

resembles a monologue, fails to fit the criteria of communication. It can be argued that the 

emotional association between property and sponsor’s brand versus consumers’ response is 

what constitutes the actual communication within a mass communicational sports 

sponsorship. 

 

Consumers hold little or no interest in sponsor’s communication message, and the 

involvement is accordingly low. As a certain level of involvement is required for a sponsor to 

build a relationship with consumers, it is arguably difficult to establish on this basis. In 

addition, emotional associations in relation to the brand also seem unrealistic, because any 

emotional associations consumers may have, will be directed toward the primary interest i.e. 

the property.    

However, the association between sponsor and property does offer potential for creating a 

subconscious preference for the brand. If sponsor manages to achieve a rub-off-effect, due to 

the emotional associations between consumers and property, the brand can benefit from 

consumers’ positive associations and emotional interaction with the property.  

The true strengths lay in the emotional perspective, where consumers subconsciously are 

persuaded through a high number of repetitions. Mass communication is targeting a large 

number of consumers, and is characterised by high frequency of repetition, as a consequence 

of a low level of information processing created in a passive communication scenario without 

possibility of feedback. A positive perception of the primary object, the property, should 

ideally entail a positive perception of the secondary focus, sponsors’ brand. Sports arouse and 

thrill large groups of people at a time. Thus, sponsorships within sport often hold a high level 

of goodwill for their choice of the individual sport, a goodwill that sponsors should benefit 

from. 
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12.3. What can Passive – Not Present communication do for a brand? 

From a branding perspective, there are limitations to what this communication spectre offers. 

As previously covered, there should be emotional associations to property in order to 

strengthen sponsor’s brand. According to Keller, the less identity and meaning the brand 

holds in consumers’ mindset, the less involvement they hold in sponsor’s communication 

message. Arguably, the less likely it is, that it is possible to evoke emotional associations and 

hence strengthen brand equity. 

 

As sponsor is not present in the communication scenario, any interaction, additional 

information or elaboration of the communication message towards consumers, who seek or 

require this in order to be persuaded to a trial purchase, is not possible. Initial awareness- and 

knowledge of the brand’s function is thus required for consumers to process and store any 

communication message. The projected communication may be stored subconsciously, and 

should lead to a purchase if triggered in the right situation forced by recall.  

 

It has been stated in paragraph 7.3. that a positive emotional association of a property can 

influence consumers to develop positive impressions of sponsor. Furthermore, it was 

determined that the stronger emotional association a brand possesses in the mindset of 

consumers, the better recall in a purchase situation, hence Keller’s dimensions of breath and 

depth within brand awareness.  

Therefore, a passive – not present sport sponsorship should primarily benefit from recall of 

either brand or advertisement, which as previously stated, appeals to brands purchased via the 

peripheral processing in the ELM i.e. low involvement brands. 

 

It has been stated that emotions are not sufficiently evoked to increase brand equity in a 

scenario where involvement is low thus communication from sponsor is of secondary 

importance. This however, may not be entirely true.  

To a certain extent brands will be able to achieve an emotional rub-off effect from property. 

Within sports, consumer feelings and emotions can be very strong, and so can the affiliation 

with the property. Though there is a correlation between consumer involvement and the 

strength of the branding effect, sponsorship within mass communication, if used 

appropriately, can create brand feelings and emotions. It will however only be in connection 

with the property, and not the specific brand, thus the effect may cease to exist, should the 

sponsorship of the given property be terminated.  
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Furthermore, as covered prior in paragraph 4.3., empirical data reflects how consumers hold a 

preference towards companies who hold sponsorships compared to other and more traditional 

types of marketing. However, as also covered prior, a sponsorship should never stand alone as 

a single marketing activity, but should be activated through traditional marketing and 

communication channels in order to be the most effective.  

 

Furthermore, duration of sponsorship holds an effect of intangible character in the mindset of 

consumers, as the emotional value of sponsor’s brand, arguably contribute to increased brand 

equity. If the association to brand is strong enough, sponsor may benefit from the association 

post expiration of the sponsorship, just as a new sponsor may struggle to be recognised as 

such, and obtain the emotional associations connected to property. This intangible noise is an 

element of risk, sponsor has to acknowledge, especially as sponsor is not present, and there is 

no dialog or immediate loop of feedback within this type of communication scenario. 

 

12.4. Contact price for Passive – Not Present communication 

As covered prior, passive – not present sponsorship communication is aimed towards larger 

groups of consumers with no demographic specifications of sponsors’ preference. The contact 

price is therefor arguably low and it should be clear that level of contact price is a clear 

strength in relation to passive – not present sport sponsorship communication. Along with the 

low level of information provided, comes the potential of targeting a large number of 

consumers at once.  

 

The passive – not present communication spectre constitutes secondary communication to 

consumers, and it is not possible to create a loop of instant feedback, as sponsor is not 

present. From a communicative perspective, this type of sponsorship communication does 

typically not appear attractive. However, due to the low contact price and the association 

between sponsor and property, it appeals to a large scale of brands, and can be very effective 

as means of communication.  

This type of sponsorship, i.e. shirts, logos, banners, signs, stadium names etc., are what 

usually is perceived as sponsorship by consumers. 
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12.5. B2B vs. B2C potential for Passive – Not Present communication 

While passive – not present sponsorship, as mass communication, has the potential of 

reaching a large number of consumers; this type of communication is deprived of any chance 

of delivering a communication message containing informative content to consumers – 

besides emotional recall. Therefore, passive – not present communication is most suitable 

when only little or no involvement is required from consumers. Dealing with B2B requires 

mere information and a shorter feedback-loop, unobtainable through this communication 

scenario, although most B2B brands will undoubtedly benefit to some extend from a large-

scale mass communication sponsorship. However, though the overall contact price is low, 

targeting key consumers through mass communication is rather costly, and there will likely be 

more efficient media channels or sponsorships designed for such a purpose. Thus, passive – 

not present sponsorships is more efficient for B2C purposes. 

 

12.5.1. Summary of Passive - Not Present communication 

The association with a property, of which consumers think positively, will often result in a 

more positive perception of sponsor. When that occurs, it leads to a higher level of recall. For 

brands applying to peripheral processing, recall is very important. With an aim for recall, 

which can lead to purchases, this type of communication, combined with a high level of 

repetition is a very strong way of communicating. Branding potential is, due to the limited 

possibility, reduced to the association or rub-off effect from property. The lack of presence by 

sponsor, and hence the non-existing opportunity for additional information regarding the 

brand, means that this type of communication within a sponsorship strategy mainly applies to 

brands who holds a high level of recognition. The emotions surrounding property can, and 

often do, have some sort of associational rub-off effect on sponsor’s brand. However, the 

emotions are attached to property and not sponsor. Sponsor must exploit the branding 

potential i.e. the associations between brand and property. Otherwise, it is likely that the 

sponsorship platform is redundant, as the return on investment is not sustainable within the 

sponsorship, but the effort should have been put into more traditional communication 

channels. Additionally, if sponsor must pull extra resources in activation of the sponsorship, 

contact price will increase and risks are that the cost of the sponsorship exceeds return on 

investment. 
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12.6. What types of brands can benefit from Passive – Not Present communication? 

As stated prior, passive – not present sponsorship is mass communication and a secondary 

communication message. Thus, there is little or no consumer involvement in the actual 

sponsorship communication scenario. Having concluded that sponsorship is a secondary 

communication message, it facilitates a suggestion to the potential, that sports sponsorship as 

a strategic communication parameter, has to offer based on the various theories.  

 

12.6.1. High vs. low involvement brands 

With low involvement purchases carrying only minor risk, entailing that consumers do not 

have to be persuaded in order to purchase the brand. Consumers merely have to be intrigued 

or in some way tempted. However, according to hierarchy-of-effect models, consumers will 

be more likely to place trial before actual change in attitude and beliefs, which indicates a 

willingness to try the brand and let the experience lead to the more sustainable persuasion, 

hence the peripheral processing of Learn-Do-Feel.  

 

As passive – not present sponsorship does not allow sponsor to deliver information in the 

communication message, the strengths of this type of communication scenario lay in 

sponsoring low involvement brands through peripheral processing. Furthermore, a 

sponsorship within this spectre of the communication scenario apply to brands, which already 

have managed to persuade consumers, and therefore do not have to deliver any complex 

message nor is any additional information in relation to brand required. 

 

12.6.2. Informational vs. Transformational buying motives 

Rossiter-Percy grid distinguishes between two types of buying motives. Informational and 

transformational buying motives which represent a negative and a positive motive. A negative 

or informational buying motive provides consumers with a solution to a problem. Therefore, 

consumers require some informational persuasion in order to be convinced. Hence, when 

marketing brands, which are being purchased from an informational buying motive, the brand 

should utilise media that allows the brand to provide information. Reversibly with 

transformational buying motive, emotional authenticity is key for consumers, and no complex 

information is required to persuade. When purchasing this type of brand the brand does not 

need to convince consumers completely, the brand just needs to evoke a desire in terms of 

beliefs and attitudes through the property or the exposure gained via sponsorship. 
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Understandably, there has to be some persuasion, but it does not lay in information and brand 

attributes, but instead in what consumers believe will be gained from the purchase, i.e. beliefs 

surrounding the image of the brand. Furthermore, the level of necessary persuasion before a 

purchase increases alongside the risk connected to it.    

 

Therefore passive – not present sponsorship is suited for marketing brands purchased from a 

transformational buying motive. Furthermore, passive – not present is suitable for marketing 

brands where the brand does not have to persuade consumers entirely before the actual trial 

purchase, and finally for well-known and established brands. 

 

12.7. Building brand equity through Passive – Not Present communication 

As mentioned above in regards to sponsorship as mass communication, in relation to 

promoting brand through banners, logos and print on shirts etc., it should be noted, with 

referral to the CBBE model by Keller, that all brands can benefit from exposure. However, 

with the above covered, just as the models and theories in relation to mass communication 

covered, it should be clear, that the stronger the brand, or more established and well-known 

the brand is in the consumer mindset – prior referred to as emotional value, the less effort 

sponsor needs to invest in activating the sponsorship through additional sponsorship activities 

and advertising through more traditional marketing- and communication channels.  

With the above in mind, there exist a significant difference in the perception of sponsor’s 

message being communicated only via logo, as only brands already acknowledged and 

holding a high level of familiarity by consumers, will trigger a need or desire through this 

simple action of recall.  

With that mentioned, it should be clear, in accordance with low involvement processing and a 

transformational buying motivation, that only low involvement brands, in which consumers 

already acknowledges the function and qualities, can benefit from a mass communication 

perspective.  However, it can be argued, that brands of high involvement and complexity, 

carrying great risk of i.e. financial character and only being applicable for a small group of 

consumers with demographic boundaries, will still benefit from passive – not present 

communication. Hence the high level of brand equity sponsors brand holds, a simple recall of 

brand awareness can be achieved via exposure of logo on signs, banners, flag or shirts etc.  
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The distinction between the various types of brands and their placement within Keller’s 

CBBE model, is that within brand salience, brands can be found, which typically are low 

involvement carrying little or no emotional value. Not necessarily strong brands but familiar 

to consumers without being deeply embedded in their mindset. These brands are usually not 

required to deliver complex information via communication, as the brand is low involvement 

and thereby calls upon repetition and recall to trigger a purchase.  

 

It is not necessarily relevant for all types of brands to be located in the top of Keller’s CBBE 

model, brand resonance, as some brands do not claim to hold the values and beliefs that such 

position requires. Thus, sponsorship does not leverage the potential of achieving brand 

resonance through the type of sponsorship in question i.e. mass communication.   

 

Stronger and more established brands are often based at the top level of Keller’s CBBE 

model, holding the values and beliefs of this position, just as these brands often can be 

qualified as high involvement, carrying great emotional value and often require mere 

information in order to persuade. These brands will often be superior to competitive brands in 

relation to risk qua high involvement and emotional value. As argued in relation to strength of 

brand equity, brands of this character can benefit from a passive – not present sponsorship, 

just as the above-mentioned low involvement brands, however with different objectives in 

mind.  

In general it can be argued that brands, which are already integrated in consumers’ mindset, 

where consumers know the brand’s history, heritage, function and image, a banner or logo is 

sufficient for consumers to subconsciously absorb sponsor’s communication of brand. Thus, it 

should be evident that the stronger the brand, hence brand equity, the less effort to evoke 

awareness in consumers’ mindset, and trigger a purchase - regardless of secondary 

sponsorship communication scenario.  

As the brand is already familiar to consumers, any exposure via sponsorship will contribute to 

an increase in brand equity.  

 

Mass communication such as banners, logos and print do not possess qualities to create 

feelings or superiority for a brand, unless those emotions were already evoked by consumers’ 

knowledge of the brand prior to exposure. As illustrated within the above covered 

communications scenarios; within sponsorship strategies there exist several options to achieve 

brand communication and exposure, which all have their individual forces. It has been argued 
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that the more complexity a brand holds, the higher level of involvement in communication is 

required.  

 

Brands carrying low involvement seldom hold the same level of emotional value compared to 

brands carrying a high level of involvement brands. Although, and as argued prior- low 

involvement brands might hold great emotional value but as a result of the significant low risk 

connected to a purchase, consumers are willing to conduct upon a trial of a competing brand 

within the same category if persuaded via emotional response.   

 

However, as reflected upon throughout this thesis, feelings are evoked through choice of 

property, whereas there should be a connection between property and brand, where the image 

or qualities of the property has a rub-off effect on the brand. Hence, it has be reflected upon 

that a strong brand should always seek properties, which hold the same qualities and position 

within their field as sponsor in his’ in order to secure a strategic rub-off effect, which should 

reflect strength of the brand.  
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13.Conclusion 

Sports sponsorship has the great advantage over other types of advertising that it is anchored 

in people’s centre of interest. Sport thrills, entertains and creates an arousal among spectators, 

who understand that sponsor is providing them with a unique chance of living out their 

interest or passion. Therefore, sponsorship receives a high level of goodwill from consumers, 

who consider sponsorship to be beneficial, whereas other types of advertising are selfish. 

Consumers are aware that sponsorship is still advertising. However, as level of recall 

increases when consumers are in a positive state-of-mind, sponsorship does hold the great 

potential of creating associations to property, which can lead to a conscious or subconscious 

preference i.e. a competitive advantage for the brand. Still, this does not mean that all brands 

should engage in sports sponsorship without considering the opportunity costs. A sponsorship 

is often very expensive, while different pitfalls constitute a serious risk for both brand 

financials.  Depending on the type of sponsorship chosen, such risks do however vary in 

importance.  

 

Brand communication is projected towards consumers, even when they do not realise that 

they are being exposed to communication.   

When consumers decide to conduct a purchase of a brand, by either desire or need, it has been 

analysed which conscious as unconscious processes consumers go through, just as what 

stimuli is required in order to trigger a purchase. Merely, all brands have associations related 

to them. It is these associations that consumers react from when deciding upon brands. 

Sponsorships aim at evoking and transferring these positive associations of property towards 

brand. Brands look to engage consumers in relationships, where communication and 

interaction amount into intense and loyal relationships. Even though the emotional association 

to a brand is evoked through sponsorship of property, it is the strength in brand intensity that 

carries the value for sponsor. It was proven that in order for consumers to invest emotional 

value upon a brand, the brand must hold an identity for consumers to know, provide meaning 

within design and function, response as brand has been embedded amounting to relationship 
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where consumers become loyal ambassadors. It has been stated that in order for consumers to 

hold an intense and loyal relationship with a brand, the brand must hold the highest level of 

brand equity, brand resonance. It was also proven that not all brands require, or hold the 

desire, to reach brand resonance within Keller’s dimensions in the CBBE model.  

It was argued that what constitutes strong, favourable and unique brand associations between 

consumer and brand, contributing to increased brand equity, is sponsor’s choice of property.   

 

Sports sponsorship consists of different communication scenarios. Each potential scenario or 

sponsorship offers different potential in terms of communication. In this thesis the 

communication scenarios that derive from sports sponsorship was divided into four categories 

based on the consumers’ active or passive participation and the sponsor’s presence in the 

scenario.  

 

When consumers are active in the communication scenario, sponsor’s message is of primary 

interest. This holds many advantages. Consumers are likely to take up a higher involvement 

in the message, which enables sponsor to deliver a more complex message. Furthermore, the 

active participation means that the emotional response towards sponsor is higher, and 

therefore brands may find great potential in increasing brand equity among consumers. 

Sponsor can increase the potential for persuasion by being present at the event, and thus 

shorten the loop of feedback by entering a dialog with consumers. Sponsor’s presence 

increases value of the contact, but also contact price, making this type of sponsorship 

expensive and mainly relevant for key account management, brands where a sale generates 

substantial turnover to account for the high contact price, and B2B relations.  

 

When consumers are passive in the communication, sponsor’s message is of secondary 

interest to consumers, indicating that consumers are unlikely to process a mere complex 

communication, reducing the level of information in the message to a minimum. The 

information in the communication is reduced to the emotional association between sponsor 

and property. Moreover, sponsor has an opportunity to shorten the loop of feedback and 

increase the potential of persuasion by being present. Thus, more complex messages can be 

delivered, necessary to break down consumer hesitations when risks are higher. Sponsor 

should evaluate whether a higher level of involvement in the brand is desirable, taken the 

increased price of contact into consideration, or whether low involvement processing is 

sufficient.  
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Not all brands hold the potential of high consumer involvement, and those brands often could 

apply their budget on mere repetition, boosting recall hence aiming to persuade consumers to 

become involved. Therefore, prior to analysis of which brands could benefit from each 

sponsorship communication scenario, a division of brands was thoroughly conducted.  

 

It became evident that the most essential division of brandss was the central and peripheral 

processing in the Elaboration Likelihood Model by Petty and Cacioppo. Nevertheless, a more 

varied picture of brands was desirable in order to give a more qualified analysis of the 

potential of various sports sponsorships for different types of brands. Therefore, the Rossiter-

Percy grid was drawn upon. The Rossiter–Percy grid refers to the central and peripheral 

processing as high and low involvement brands, and furthermore the extra dimension of 

transformational and informational brands is included. Each brand faces different challenges 

when persuading consumers, and therefore it is important for companies to determine what 

type of brand sponsor hold in order to be able to target consumers most efficiently. According 

to the various hierarchies of effect and communications theories it can be said that; 

 

A high involvement brand purchased from a transformational buying motive has great 

potential within sports sponsorship in relations to brand equity. The association between 

sponsor and property constitutes a communication message i.e. the information. For a 

transformational brand, persuasion is likely to occur through liking of the advertisement i.e. 

property and emotions. These emotions are very much present within sports sponsorships, and 

though they are primarily directed towards the sport or event, it is possible to increase brand 

equity through a rub-off of the associational emotions between consumer and property, even 

at a mass communicational level. There is a correlation between brand equity and the required 

activation of the sponsorship. If the brand is unknown to consumers, there is not enough 

knowledge of the brand to create meaning and feelings. This must be overcome through brand 

information, which requires extra resources to be spent on activating the sponsorship. As the 

involvement and thus the risks are high, consumers are likely to require extra information 

before a purchase, even though brand equity is high. Thus, the brand must primarily use the 

sponsorship to create emotions, beliefs and attitudes around the brand to evoke a desire, 

which eventually should amount into a purchase. Finally, hospitality is appropriate for this 

type of brand.  There is a high contact price connected to hospitality, but brands of this type 

are also expected to be brands carrying a financial risk.  
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A high involvement brand purchased from an informational buying motive will only find 

little potential within sport sponsorship. As consumers are looking to solve a problem, they 

must be entirely convinced through information that the brand will meet their demands i.e. 

solve their problem. Therefore, choosing a sponsorship where sponsor is present and where 

interaction with potential consumers is possible is crucial for persuasion. In order to deliver 

what is, due to the high involvement, often a more complex and explanatory message, the 

consumer’s attention should be directed towards sponsor. This indicates that hospitality is the 

preferable sponsorship communication for this type of brand. Brand equity can be increased 

through mass communication, but it is unlikely that it will lead to a purchase for high 

involvement brands, where mere information is required. The emotional association towards 

property is less important when consumers need to be persuaded through processing, where 

information and rational thinking lays the foundation. For this type of brand, a mass 

communication sports sponsorship would require a large activation campaign, and it is likely 

that the actual property investment could have been omitted.  

 

A low involvement brand purchased from a transformational buying motive is suited for 

several aspects of sports sponsorship, however especially mass communication fits the bill as 

the emotions created within sports often leads to better recall. This type of brand is purchased 

based on emotions over information, and for this sport sponsorship holds an advantage over 

other types of adverting. Emotions are not as strong as when consumers are passive, but the 

correct property can evoke emotions strong enough to increase brand equity. Hospitality 

should only be applied within key account management or B2B, as the contact price for such 

communication scenario exceeds the potential turnover connected to persuasion and sales for 

an individual consumer. 

 

A low involvement brand purchased from an informational buying motive is unlikely to 

achieve major success within sports sponsorship. In comparison to transformational brands 

with low involvement, this type of brand does not enjoy the same effect of the emotional 

association with the sport, unless the match between brand and property is unique. 

Furthermore, informational brands are likely to require more information and involvement, 

but for low involvement brands this is difficult to achieve and often rendered redundant. 

However, as a positive state-of-mind results in better recall, and this type of brand to a certain 

extent is purchased from low involvement processing, Learn-Do-Feel, a trial can be triggered 

though the required information is purely emotional. It was proven that this type of brand 
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should focus on repetition and recall, which can be created through mass communication 

sponsorship. However, though this type of sponsorship often holds a low level of contact 

price and the gain from emotional association to property is limited, a mass communication 

sponsorship is often expensive. This type of brand could arguably reach a higher return on 

investment through other types of mass communication outside sponsorship where sponsor’s 

communication message is of primary interest to consumers. 

 

It is clear that transformational brands benefit the most from sports sponsorship, as it can both 

increase brand equity through emotions and achieve better recall. Whereas transformational 

brands can benefit from all sponsorship communication scenarios, informational brands are 

limited primarily to scenarios where sponsor is present. There is potential in the emotional 

association, but not to the same extent as transformational brands, which are primarily 

purchased on preferences obtained trough emotions.  

 

The most common division of brands was initially high and low involvement brands or 

central and peripheral, but within sponsorships it is evident that the distinguishing between 

informational and transformation brands is more crucial. 

 

For a brand to engage in sport sponsorship, it must be able to utilize and benefit from the 

association to property. If that is not possible, the sponsorship investment could likely be 

spent more efficiently through other marketing channels. Thus, sponsorship is no parameter 

for success, but reaching the target consumers most effectively is. Therefore, the specific 

aspects of a sponsorship, which a sponsor is interested in utilising, should be purchased 

separately so sponsor only applies the desirable platforms and type of communications, which 

specifically suits the brand in the most efficient manner.  

 
As proven throughout the thesis, a sport sponsorship can be very effective as means of 

communication tool. However, it was also reflected upon that consumers in the shape of 

individuals can be unpredictable in ways of behaviour and reaction to stimuli, and that any 

marketing and communication effort always carry a risk of external x-factors.   
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14.Reflections 

Reflection on process and sport sponsorship 

At the beginning of this thesis an amazement over certain sponsorships laid the foundation for 

an analysis of sports sponsorship and its potential for certain brands in relations to different 

sponsorship scenarios. After a thorough analysis of the field of sponsorship communication 

these amazements have not been answered or undermined, but contrary enhanced. According 

to the analysis of sponsorship numerous companies defy the underlying communication 

theories choosing marketing campaigns that both in message and choice of platform 

contradict the potential of sponsorship pointed out by theorists and experts within the field. 

As large parts of the thesis revolve around traditional communicational theories the 

amazements furthermore stretches beyond sponsorship and to more traditional marketing such 

as TV.   

 

Throughout the work on this thesis, we have encountered amazements from our personal just 

as professional network to how sponsorship is utilized in companies. To what extend these so-

called sponsorships are merely for the enjoyment of members of management’ personal 

pleasure, and not strategically integrated and part of the company’s overall strategy.  

 Sponsors’ seem to fail to understand that more often than not they should only purchase what 

is required to meet their demands instead of buying into everything surrounding the core 

sponsorship in order to get to their initial requirements. Most companies within sponsorship 

apply hospitality as means of activation. However, in many cases it seems apparent that the 

company should have just purchased hospitality facilities and rejected the idea of calling 

themselves a sponsor. 

 

An important understanding on that even though a sponsorship seems a good idea there is 

often a reason why a different choice of strategic investment leads to a higher return on 

investment. 
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A sports sponsorship is often a major investment, which we were aware of from the beginning 

of the thesis. The typology of brands and the analysis of what types of communications 

scenarios can come from sponsorships made us realise that not many brands can benefit from 

all types of communication. Often exploitation of the property through many channels and 

towards different target groups can be necessary in order for sponsor to carry the investment. 

The lack of potential within certain communication scenarios gives us an understanding of 

why large companies and brands, which many would expect to sponsor chooses not to, and 

finally leaves us with amazements towards other brands who theoretically should not sponsor, 

but do.  

 

On the subject of exposure and awareness a company engaging in a sponsorship is balancing 

a double-edged sword. While searching for an appropriate property-match to benefit from the 

associations created, a sponsor must also create awareness through a somewhat effect-of-

surprise. A perfect match risks not being noticed as the consumers expected the brand to 

sponsor, while a sponsorship, which through surprise manages to create the desired 

awareness, fails to benefit from the emotional associations between brand and property. We 

find this paradox to be of a very interesting character and lean towards the conclusion that this 

paradox is the reason for some of the sponsorships, which defy the theoretical foundations.  

 

One have to realise that as long as the theories are depending on consumer behaviour and 

emotions, theories should not be regarded as the outright truth, but merely a set of guidelines 

that increase chances of success. With that in mind there will always be sponsors and brands 

that defy all theory and succeed in both communication and in building brand equity through 

sport sponsorship.  

 

In a financial crisis, we expect more of the unsustainable sponsorships to disappear whereas 

the sponsorships that remain are those strategically implemented as an overall part of 

sponsors’ marketing and communication strategy.  
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