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Abstract
Title: Negative effects of sponsorship – A quantitative study of negative effects of
image transfer through sponsorship in the U.K
Seminar date: 14/06/11
Course: European Business, Undergraduate thesis at C-level, 15 Hp.
Authors: Alexander Runsbech & Daniel Sjölin
Tutor: Thomas Helgesson
Examinator: Ulf Ågerup
Objective: The objective with this thesis is to identify and describe how a sponsoring
company’s image and reputation is affected by negative behaviour by the sponsored
resource and its effects on consumer attitude and buyer behaviour.
Methodology: An abductive approach, with an extensive procedure, which has been
conducted through a quantitative study.
Theoretical frame of reference: In order to gain a better understanding and greater
knowledge of sponsorship and its surrounding concepts, three models has been used
in the thesis; The Sponsorship Portfolio Model, A-ERIC Model and The Image
Creation and Image Transfer Model. In the basis to these three, a new model has been
developed to explain the linkage between negative exposure and negative consumer
attitude changes – The Negative Sponsorship Effects Model (N-SEM).
Results: A quantitative study has been preformed with the help of a questionnaire,
based on 26 questions regarding sponsorship knowledge, attitude changes and buyer
behaviour changes. 12 of the questions have been based on actual case studies
regarding sponsorship incidents.
Analysis: The analysis has been based on the results provided by the quantitative
survey and has been divided into two parts, according to the structure of the survey –
a section analysing the general questions and a section analysing the case study
questions. Both parts have then been linked the newly developed N-SEM to provide a
deeper analysis and understanding of the subject.
Conclusion: The effects of negative exposure, due to an incident involving the
sponsored could result in a transfer of image, which can affect the consumer’s attitude
negatively towards the sponsoring company. However, the negative attitude does not
necessarily imply an alteration in buyer behaviour. The intensity of media exposure
will influence the extent of transferral of associations between sponsored and sponsor,
and subsequently the degree of which attitude could change.
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The following section will firstly describe the background of the topic, illustrating the subject of choice
and the foundation of the thesis. The background is followed by a discussion of the problem and its
possible implications and/or restrictions. The issue formulation states the purpose of the report while
the objective determines the rationale of our studies. The demarcations, central concepts and
disposition determine the structure of the report and explain necessary definitions required for a better
understanding of the subject.

-.-&6")WSU'T*V&
Growing competition and uncertainties in today’s economic climate has made it
increasingly important for companies to target new markets and attract new customers
as well as sustaining their existing ones. It has therefore also become more and more
important for companies to diversify and explore new marketing strategies, according
to the changing appetites of customer taste. Strong brand name and significant brand
equity lays the foundation for a well supported customer base and thus, a potential for
good customer loyalty, which is maybe the most important aspect of any business
today (Cliffe & Motion, 2005:1068). New and efficient marketing tools and strategies
enable unique opportunities for the company to strengthen its brand name and
establish new consumer contacts. A developed understanding for brand awareness and
customer loyalty increases competitive advantages within the company as well as
preserving market representation (Roy & Betinna Cornwell, 2003:393).
Sponsorship is an effective tool to strengthen a company’s brand name and/or its
brand awareness despite its size or familiarity. Companies experience and age often
provide a greater response to brand recognition and brand awareness than traditional
communication tools does. It is therefore increasingly important for companies to
develop new means on how to present its brand equity to its customers which enables
them to experience what the brand represents and how it wants to be perceived.
Sponsoring is an increasing form of marketing, expanding rapidly in the latest few
years, reaching the traditional marketing tools, as advertising and promotions (Roy &
Betinna Cornwell, 2003:337).
Sponsorship allows companies to be exposed to media and the general public in other
fields than its specific target market, and thus exposes itself to new consumers outside
its market segment (Fill, 2006:251). Sponsoring often allows companies to be viewed
and perceived in an angled way, determined by which resource the company chooses
to sponsor and its reasons for its specific choice. By sponsoring a charity event the
company attempts to direct its consumers to view the company as a honourable and
respectable firm with strong moral principles. Therefore, the importance of
sponsorship can be put in to context as it “potentially provides the opportunity for
brands to leverage brand experiences that would not otherwise be possible, by linking
the event experience to the brand”!(Cliffe & Motion, 2005:1069).
It has been of significant relevance to measure the positive impacts of sponsoring and
its importance in strengthening brand image and thus improving customer loyalty.
However, recent events have also shown there have been numerous examples of
negative publicity from a number of different sponsored personalities and that there
are negative effects of sponsoring, which might comprise serious damages to the
company’s image. This thesis will thus concentrate on the effects of negative
1

behaviour from the sponsored resource, which also determines our main motivation
for researching this topic. The subject and its outcome of this thesis should also be of
interest to the public and especially a sponsoring company.
-.:&;U'#$%X&VR,)T,,R'*&
In addition to the increasing competitiveness required and continuous innovation to
attract potential customers, it has become more difficult to sustain loyal customers, as
buyer behaviour has changed. However, by establishing a strong brand management,
sponsorship can allow the company the ability to build brand awareness by
developing the brand image and creating brand loyalty which will provide an
experience for the consumer and ultimately increase the overall financial value of the
company (Cliffe & Motion, 2005:1069).
Sponsorship is an efficient marketing tool, utilised by most large and well-established
companies today. It enables the buyer to connect the company and its brand to a
specific resource, whether it’s a sporting event, celebrity or construction project, and
thus links the sponsoring company to certain characteristics which gives it a
personality.
!

An elementary draw back to sponsorship is the transferral of control required of the
brand name from the sponsoring company to the sponsored resource, and thus an
uncertainty of irrational actions or negative publicity. The image of the company is
now in the hands of an external resource which can only be limited but not restricted
completely. The actions and reactions from the targeted market are based on their
perceptions of the sponsored and its representation of the company.
There have been many recent cases where sponsoring companies have received media
attention due to the actions or behaviour of their sponsored resource, such as Nike and
Tiger Woods (The Guardian, 14 December 2009), Coca Cola and Wayne Rooney
(The Telegraph, 10 June 2010) or Chanel and Kate Moss (The Guardian, 22
September 2005).
There are other negative effects of sponsoring as well but as explained further in the
demarcations section these will not be discussed in this thesis.
-.@&/,,T%&('UXT$"+R'*&
We intend to identify in what direction and to what extent negative publicity affect
consumer behaviour, caused by behaviour or actions of the sponsored and how it
affects the attitude towards the sponsoring company.
We are going to perform a quantitative study, where a questionnaire will be designed,
with general questions concerning the subject as well as actual case studies of
sponsored resources behaviours, in order to determine the effects on individuals’
buyer behaviour and acquire a better understanding of the importance of sponsored
resources influence on the sponsoring company and its associated brand.

2

-.B&2#Y%)+RZ%&
The overall purpose with this study is to define and structure the existing knowledge
and understanding of the subject.
By identifying and describing how a sponsoring company’s image and reputation is
affected by negative behaviour by the sponsored resource, we can examine whether
any negative connections or associations can be transferred to the sponsoring
company and thereby change consumer attitudes towards the company, and if and
how it might affect consumer buyer behaviour.
-.E&3%X"U)"+R'*,&
Sponsoring has other negative effects than the one mentioned in the background
section. However, due to the relevance of our chosen topic we have decided not to
include these in the thesis and will thus focus our attention on the aspect of transferral
of control and associations. Furthermore, the study will be limited to consumers
within the United Kingdom as we will not be capable of contacting consumers outside
the country due to issues of distance and communication. This will possibly limit the
study to a nationalistic perspective, influenced by culture and norms. But given the
large scale of the survey, we are confident that a similar opinion can be translated to
other developed countries with similar cultures and economic backgrounds.
In addition, by limiting ourselves to the view of the consumer we also restrict the
scope of our thesis and therefore, not include the perspective of the companies. This is
done in order to get a better understanding of the consumer perspective without the
influences from a company. Although interesting to compare the two perspectives
against each other it is necessary to first determine the differences and similarities.
Being that previous research of the company perspective has been performed, we find
it encouraging to develop an understanding of the consumers perspective and further
analysis and comparison of the two is an excellent reason for future evolution of the
subject.
Although the subject could be widened further and incorporate various aspects of
sponsorship effects, the scope of this thesis has been narrowed in order to apply to our
specific field of interest which has been supported by the relevant research. The
objective of the thesis is to identify and examine the negative aspects of sponsorship,
which also explains why the positive aspects will not be further analysed.
-.F&5%*+U"$&)'*)%[+,&
It is necessary to define certain terms or concepts within the subject to provide the
reader of a better understanding of the thesis and thus, allow him or her to generate
their own opinions of the topic at issue. Furthermore, some terms may be used
synonymously and are required to be clearly defined in order to be relevant in the
specific context.

3
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“Is an important marketing communications tool that seeks to achieve favourable
publicity for a company and/or its brand with certain target audience via the support
of an activity not directly linked to the company’s normal business” (Cliffe & Motion,
2005:1068).
“A business relationship between a provider of funds, resources or services and an
individual, event or organization which offers in return some rights and association
that may be used for commercial advantage” (Pass et. al, 2005:398).
In relevance to our chosen subject we find it suitable to adopt Cliffe & Motions
definition as it explains the subject in a broader. It also specifies sponsoring as a
supposedly favourable marketing tool for the company.
-.F.:&6U"*V&%\TR+]&
“The total value of a brand as a separable asset – when it is sold, or included on a
balance sheet; a measure of the strength of consumers' attachment to a brand; a
description of the associations and beliefs the consumer has about the brand.” (Wood,
2000:662)
“A set of brand assets and liabilities linked to a brand, its name and symbol, that add
to subtract from the value provided by a product or service to a firm and/or to that
firm’s customers” (Aaker, 1991:15).
When defining brand equity we find it appropriate to comply with Wood’s definition
as it incorporates the consumer attachment to the brand and its associated beliefs,
which are again relevant to our specific subject.
-.F.@&6T]%U&#%^"ZR'TU&
“The purchasing decision of buyers as shaped by their functional and psychological
motivations and needs” (Pass et. al, 2005:57)
”The study of the processes involved when individuals or groups select, purchase, use
or dispose of products, services, ideas or experiences to satisfy needs and desires”
(Solomon et. al, 2006:6).
Solomon’s definition of buyer behaviour mentions the different stages in the decision
making process in order for the consumer to fulfil their needs and achieve satisfaction
of the product or service, which is also the reason for us to utilize it.
-.F.B&0%S"+RZ%&%((%)+,&
When searching for a definition of negative effects we could not find an explanation
that fully satisfied our criteria in relevance to our specific subject. However, the
concept of “negative marketing” has been defined as a controversial marketing
technique where competitors cause offence on other companies in order to appear as
superior. Nevertheless, this concept and its definition do not concern our purpose.

4

Therefore, in order to receive a comprehensive and contextual understanding of the
concept of negative effects in reference to sponsored resource behaviour we have
provided the following definition;
“An action and/or statement which could in any way distort, harm or reduce a
company’s competitive advantages created by the sponsored resource in relation to its
competitors. Furthermore, the negative effect may also disrupt the consumer’s buyer
behaviour, perception, expectations, associations and beliefs of the brand and its
equity, as well as what the company wants to represent” (Runsbech & Sjölin, 2011).
-.J&!^%,R,&VR,[',R+R'*&
Introduction – The opening section is an introduction to the subject and an
explanation to what method will be used to answer the issue formulation. It also
involves objectives with the thesis and central concepts concerning the subject.
Method – Method part explains which method has been used to collect data
(quantitative/qualitative) and how it is executed.
Theory – The theory chapter discusses central theories concerning the subject and
what theories will be used to process the issue.
Results – The information and the data that has been collected with the
quantitative/qualitative method is presented in this part.
Analysis – The collected data is analyzed and will lead to the conclusion of the thesis.
Conclusion and further research – The analyzed data and the theories will be
presented in terms of a conclusion and an answer to the issue formulation specified in
the introduction. Suggestions to further research will also be presented in the chapter.

5
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The following section will describe the starting point of the thesis and the methods used by determining
the structure of the thesis in terms of approach, procedure and implementation. This section also
discusses the credibility, both external and internal, of the study.

:.-&?+"U+R*S&['R*+&
As described in previous section, sponsorship has become increasingly important as a
marketing tool for companies trying to strengthen its brand awareness. Since there has
been a relatively limited amount of previous research done on the subject we find it
even further relevant and motivating for us to perform this study. The limited amount
of preceding research also allows us to subjectively and with a critical and reflective
approach perform our thesis.
:.:&7[[U'")^&
The choice of a suitable approach to a scientific study is of great significance as it
determines the strategy for collecting data and thus influences the final result of the
thesis.
According to Jacobsen (2002:35) there are two different approaches to be considered
when deciding on which approach is most appropriate for our specific subject and
thesis. However, in relevance to our thesis we will examine a third approach as well.
:.:.-&/*VT)+RZ%_&3%VT)+RZ%&'U&7#VT)+RZ%&
An inductive approach suggests that relevant information about the subject is
collected in order to formulate an appropriate theory, which can be systematically
developed and analysed. Put differently, the examiner begins by studying the reality
and thereafter designs a theory, which accord with the research results. The inductive
approach can thus be argued to “shift from empiricism towards theory” in its strategy
and where no previous prerequisites are supposed to affect the result (Jacobsen,
2002:43). However, Jacobsen (2002:43) also argues that a scientific research cannot
be done completely without the influencing expectations of the examiner, as
demarcations of information are done deliberately as well as subconsciously. The
inductive approach is considered to by suitable for a qualitative study (Jacobsen,
2002:43), as it analyses qualitative data to form new theories and conclusions.
Therefore, we also chose to dismiss the inductive approach as the objective of this
thesis is to perform a quantitative study, which requires previous knowledge of the
subject to formulate the survey in order to generate an accurate and representative
result.
The deductive approach, on the other hand, is the opposite of what has been explained
above. A deductive approach enables the examiner to analyse and compare the
collected data towards an already assumed and chosen theory in order to define any
similarities or differences between them (Jacobsen, 2002:44). Therefore, a deductive
approach can be argued to “shift from theory towards empiricism” (Jacobsen,
2002:34), where extensive research on the subject and its theories has been performed
and these expectations are tested against the outcome of reality.

6

Criticism has been put forward by Jacobsen (2002:35) that the deductive approach
might neglect or ignore important data due to the subconscious preceding
expectations of the examiner. Therefore, the examiner might restrict or limit the
amount of data as he or she only searches for data which supports his or hers
predetermined expectations of what is relevant. As already mentioned, the deductive
approach requires extensive research of the topic to be performed in order to create a
foundation, on which the study will rely on, and a relevant and accordingly
appropriate model on which the analysis could be performed and compared to. Since
there is no previous model of the subject we will not be able to analyze our results
against one, and can therefore not compare the results with the theory, which the
deductive approach requires.
However, to design and execute a questionnaire, it will require a certain degree of
knowledge and understanding of the subject, which contradicts the theory of the
inductive approach to perform the study completely without any previous knowledge
of the subject. Therefore, neither a deductive or inductive approach is completely
suitable for our study.
The abductive approach on the other hand combines the inductive approach with the
deductive to overcome the issue of formulating a quantitative study, which requires
knowledge of the subject, but without an appropriate existing model to base the
analysis on. The abductive approach can be defined as the “type of reasoning whereby
one seeks to explain relevant evidence by beginning with some commonly well known
facts that are already accepted and then working towards an explanation”
(Businessdictionary.com). Due to the lack of an existing model to compare the results
of our study with, but enough previous research and theory to formulate our own
model we have gone from theory to model to empiricism.
The theory, which act as a foundation for developing our model and provide a base
for the questionnaire to be designed upon, will be presented in the theoretical
framework section further on.
Our intention is to examine and analyze our results against our developed model, not
against previous models (which does not exist), which further confirm the choice of
an abductive theory, and thus obtain a higher degree of relevance appropriate to our
specific objective.
We also realise the criticism put forward and will thus proactively avoid the problem
by formulating an objective questionnaire which allows the respondent to answer as
freely as possibly with multiple alternatives in order to elude external expectations to
influence.
&
:.@&;U')%VTU%&
When determining which method of how to collect relevant data will be used, the
main aspect is to match the method to the objective. The method will later affect the
whole structure and consequently the result of the research. Before deciding on which
collection method will be used, an appropriate strategy must be determined;
extensive- or intensive strategy. Furthermore, there are two primary approaches to
data collecting, quantitative and qualitative, which also needs to be evaluated and
contrasted towards the objective of the thesis to reach the ultimate result.
7
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Jacobsen (2002:102) discusses the importance of deciding between an intensive or
extensive approach and their consequent effects on the data collecting strategy. An
intensive approach concentrates on limited and more exclusive cases to obtain a
deeper and a more thorough understanding of a situation or phenomena. On the
contrary, an extensive approach focuses on a larger quantity of the general public to
develop a better understanding of the general opinion or view of a specific issue
(Jacobsen, 2002:103).
Our thesis will take an extensive approach due to the limited pervious studies
performed regarding the subject. Although there exist specific incidents within the
subject, which could be of interest to analyze to larger extent, the importance of a
broader knowledge of the subject is of greater significance for our specific objective,
which is also why we have chosen to continue with an extensive approach.
:.@.:&GT"$R+"+RZ%&'U&GT"*+R+"+RZ%&
The qualitative method is concentrated on personal in-depth interviews and other nonnumeric data collecting-methods. Yoshikawa (et. al, 2008:344) defines qualitative
data collecting as, “non-numeric representations of the world—words, texts,
narratives, pictures, and/or observations”. The importance of numerous interviews is
generally not a concern, although fewer interviews could generate an incorrect or
misleading outcome, which is one of the main issues with a qualitative method. When
looking at Yoshikawa’s definition and comparing it to the objective of the thesis, it
appears as it would be simpler to research a subject with a qualitative method if there
are none, or minimal, previous studies conducted within the subject. However,
although limited, some studies have been published within the area and it would thus
appear more appropriate for us to conduct a quantitative study.
Due to the subject and the objective of our thesis a quantitative method is more
appropriate, as the objective of the thesis is to the get a broader perspective of the
subject and to gain knowledge within the specific area of the issue. Our ambition is to
quantify the study in an attempt to state a general opinion. Furthermore, surveys and
questionnaires are normally used to acquire a numerical result, which later can be
analyzed to obtain a final result in a quantitative method (Yoshikawa et. al,
2008:345). Critique towards quantitative methods have been put forward, suggesting
concerns regarding the difficulty of statistical data management and processing,
which constitute the major part of the analysis (Hussy & Hussy, 1997:12 & 55).
Although our experience and knowledge within this particular area is limited, we are
confident that we possess the knowledge required to conduct an accurate analysis.
Jacobsen (2002:149) states that quantitative methods are preferred when conducting
research on a developed subject in purpose to gain a broader and clearer knowledge
concerning the subject after undertaking other forms of research. Because of the large
number of respondents, compared to a qualitative method, a general opinion regarding
the issue can possibly be formed after the analyzing process, due to the quantity of the
data and information which has been collected. Our choice of process will be to
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conduct a survey study, which would fulfill our initial objective and purpose of a
quantitative study.
The preference of performing a quantitative study to our specific thesis came as a
natural choice to us due to the nature of the objective and the desire to gain broader
knowledge of the subject in order to state a general view of the issue. A survey study
enables us to achieve the numerous responses we seek, contrary to the limited and
specific answers generated from interviews and qualitative methods, which helps us
identify the concerns and issues related to the subject in a bigger perspective.
&
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The following section will further describe the execution of the research and explain
the methods used for collecting data. The selection of appropriate sources and
gathering of information from primary and secondary data will influence the study
and its results, and is thus of great importance to the overall relevancy of the thesis.
The intention is to collect systematised information, which can be standardised and
analysed (Jacobsen, 2002:281).
&
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The selection of appropriate data sources requires a calculated and well reflected
planning process to be considered in order to determine which units will be part of the
research and which will not. Due to the objective of our study and the use of an
abductive approach with a quantitative strategy our selection will primarily be limited
by three demarcations; geography, time and other variables (Jacobsen, 2002:338). In
relevance to our thesis these will be translated into the students of University of
Lincoln, United Kingdom, which are above 18 years of age and, to a certain extent,
with an awareness of the given examples, which will allow them to provide accurate
responses. We will not have a specific gender or occupational restriction as we
assume that all of our responders also are consumers. Our intention is to gather
enough respondents to enable us to give a correct representation of a larger majority
of the general public. Jacobsen (2002:349) suggests that a range between 400 and 600
units is appropriate when conducting studies at a scientific level.
However, in relevance to this c-level thesis, we feel that a range between 150 and 200
units will allow us to both give a precise representativeness of the population as well
as be able to process the information in a sensible manner.
The selection of respondents and information given will determine the information
received and thus direct the result of study. The selection should thus reflect the
choice of respondents in order to achieve the study’s objective (Jacobsen, 2002:332333).
Furthermore, the specific examples of negative behaviour from a sponsored resource
will have to be relevant, topical and understandable for the respondent to be able to
give a determined, accurate and truthful answer. It is also important for the examples
to contain a high degree of representativeness, which allows us to generalise our
findings to a larger group of similar examples. The examples will also have to be
recent incidents in order to perform an up to date analysis, which complies with
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current buyer behaviour trends. Therefore we have chosen the examples of Nike and
Tiger Woods, Coca Cola and Wayne Rooney and Chanel and Kate Moss. All three of
these cases have received substantial amounts of media exposure to be considered as
well-aware incidents. They are also relatively recent events, none more than six years
ago, which also contributes to the relevance of the cases.
The nature of a quantitative study requires an accurate scheduling and time allocation
will limit our selection as sorting and analysing data will require a substantial amount
of time.
&
:.B.:&5'$$%)+R'*&'(&V"+"&
Our purpose is to examine the concept of sponsoring, and its effects, from a
consumer’s perspective. The findings of the study will be based on a quantitative
survey to provide an extensive and descriptive understanding of the subject. Due to
the nature of a quantitative approach, it is necessary to specify central concepts before
the empirical analysis can be performed, which has been done in previous sections
(Jacobsen, 2002:281). According to Hussey & Hussey (1997:149) sources of data can
be divided into two different categories; primary and secondary data. Information will
be collected from primary sources through surveys as well as secondary sources to
strengthen the overall authenticity of the thesis. Therefore, we have chosen to conduct
our secondary data research prior to the design of the questionnaire to enable us to
have enough knowledge of the subject in order to formulate relevant questions.
&
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“Secondary data is data which already exists, such as books, documents and films”
(Hussey & Hussey, 1997:149-150). However, currently, Internet and electronic
journals and articles will provide equally important sources of secondary data.
To support the questionnaire, which will collect our primary data, secondary data will
be collected and utilized. By using external sources of data, information, which we
might not be able to collect or find ourselves, can be used in order to increase the
overall validity of the thesis. Secondary data is often accumulated in order to provide
a foundation for the subject as well as a starting point for the gathering of primary
data. Furthermore, secondary data will enable the examiner to compare the results
from the primary data by placing the findings in a context and thus increase the
credibility of the study. The collected data will also enable the examiner to test the
existing theory, or theories, to determine its validity in areas where previous research
has already been prepared and confirmed (Saunders et. al, 2007:259).
Secondary data is easier to acquire than primary data, and thus often more cost
effective. It also allows the examiner to pay additional focus to interpretation and
analysis of primary data by spending less time on collecting it (Saunders et. al,
2007:259).
However, it is important to recognise that the information collected by independent
examiners might not be directly relevant to our specific topic as the data has been
collected for a different purpose and thus not adapted to the specific study (Saunders
et. al, 2007:260).
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Scientific journals, articles, books, and Internet pages together with our models,
which are provided by existing theories in the subject, will constitute our secondary
data. However, we want to emphasize that our personal interpretations and
translations have been made where necessary and the scientific reports will be limited
to the databases we have access to.
&
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Primary data consists of information that has not been collected in previous studies
and is usually collected by the examiner in relevance to the specific subject. Primary
data can be collected through numerous methods, through interviews, observation or
questionnaires, with the common characteristic of explaining or describing a subject
that has not been studied before (Jacobsen, 2002:152). The different methods of
collecting primary data are thus modified to the specific phenomenon, and differ in
that sense from other data. Put differently, primary data is collected from the primary
source to obtain an accurate view of the subject and achieve a correct and justifiable
analysis and conclusion (Jacobsen, 2002:152).
In relevance to the chosen subject and its specified objective, data will be collected
through a questionnaire, which will be answered by consumers specified after the
criteria described in the previous section.
The findings gathered to structure our thesis will compose our primary data.
&
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As with all research collected from various sources it is important to recognise that
much of the previous data might be biased by the examiners in relevance to their
specific study. Furthermore, “the significance of your research and what you find out
will inevitably be judged in relation to other people’s research and their findings”
(Saunders et. al, 2007:55).
It is therefore essential to examine the collected data effectively in order to
confidently utilize the information. This can be done by assuring ourselves that the
literature relates clearly to our objective, that relevant and significant theories are
recognised and that the information is current. It is equally important to collect a
representative sample of literature, which can be controlled and confirmed against
each other (Saunders et. al, 2007:59).
By utilising databases that are scientifically valid and thus only contains articles,
journals and other references, which are provided by academic researchers we can
ensure the overall validity of the thesis. Databases that will provide the necessary
information for this thesis include Business Source Complete, Emerald Fulltext,
Datamonitor 360, Economic and Social Data Service (ESDS), ABI Inform, Google
Scholar, Factiva, Research Starters – Business and Wiley Online Library, which has
been accessed through the University of Lincoln portal. Furthermore, books and
newspaper articles has as also been provided by the University of Lincoln library.
To obtain relevant information the choice of search words and key concepts is of high
significance. Words which have been used in our search for relevant data include
“sponsorship”, “sponsorship effects”, “buyer behaviour changers”, “sponsorship
11

models”, “sponsorship cases”, “marketing sponsorship”, “sports sponsorship”, “brand
equity”, “marketing communication”, “marketing channels”, “marketing tools” and
“brand image and sponsorship”.
Out of the different search results we got from the performed searches, sources were
filtered based on relevance, publishing date and overall source validity.
&
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In a scientific thesis the findings must achieve two main criteria, reliability and
validity. The two factors measure the scientific proof and solidity of the thesis and its
content. The general principle is to gain a high reliability and validity by minimizing
the problems and doubts surrounding the two areas (Jacobsen, 2002:21-22).
&
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The reliability of the thesis concerns the credibility of the findings and the conclusion.
A study with high reliability will enable a replication of the same study which will
conclude a similar result (Hussey & Hussey, 1997:57). Easterby-Smith (et. al, 2002
cited in Saunders et. al, 2007:149) has established three demands to measure the
reliability of a scientific thesis –
•
•
•

Will the measures yield the same results on other occasions?
Will similar observations be reached by other observers?
Is there transparency in how sense was made from the raw data?

Through examining and fulfilling each question in a thorough way, we are confident
that the result and the conclusion will reach a high reliability. By conducting a
quantitative collecting method on a large number of the general public the yield result
will be representative for the remaining public, thus the same result will be probable
for other occasions with similar respondent. Via a clear and open discussion
throughout the whole analysis we hope to fulfill a complete transparency, which will
benefit the entire research process and most of all the result of the study.
The collecting method is the most critical stage in the process, where any error in this
step will create consequences throughout the remaining research and analysis stages.
Using a rigorously designed survey, by not asking leading questions and not affecting
the respondent in any positive or negative way, we are confident that the survey will
generate an equivalent result.
&
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The validity measures if the study really researches the intended objective or if the
result of the research is caused by other elements (Saunders et. al, 2007:150). There
are generally two different types of validity, the internal and the external (Jacobsen,
2002:21). The internal validity concerns the research and intention of the research,
while the external concerns other factors that might mislead the study. There are a
number of different reasons to why research might be misleading or conclude wrong
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facts. Robson (2002 cited in Saunders et. al, 2007:150) have listed a number of
reasons to why research might show incorrect or misleading results. For instance the
awareness of the research could affect the respondent, or extreme external effects at
the time of the research could also affect the result. The respondents have not been
informed about the intention of the research in advance and have thus not developed
any preconceived opinions regarding the study. There have neither been any extreme
external effects at the time, which might have influenced the results.
Conducting research within a subject such as sponsoring is rather neutral and would
probably not be affected by external factors or respondent’s awareness of the
research, compared to a more morally related subject or issue which might be more
sensitive to such implications. By choosing the respondents with a randomized
method, the validity of the study also increases. Furthermore, since actual case studies
has been included in the research the respondents will be able to relate to actual
incidents, and not just reply to general questions, which will further increase the
validity of the study.
&
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This section will determine and explain the theory and models used to provide the framework for our
thesis. However, as mentioned in previous sections, there is no adequate and satisfactorily appropriate
model, which suits the purpose and objective of this thesis to examine the negative effects of
sponsorship. Therefore, the existing theory and models will merely act as a foundation for the
development of the “Negative Sponsorship Effects Model” (N-SEM). The framework theory and models
supporting the development of the N-SEM model will first be introduced and explained, while the
model itself and the motives and rationale for the choice of supporting theory in each specific part will
be explained further on.

&
@.-&!^%&?['*,'U,^R[&;'U+('$R'&>'V%$&
The theory behind sponsorship can best be described by Cliffe & Motions
(2005:1074, fig. 2) model of a sponsorship portfolio. However, to fully explain the
structure of the model, the links between the components and the connection to
consumer buyer behaviour, it has been altered to cohere with the overall structure of
the thesis. The different parts of the model will be further described in the following
section, whilst an in dept explanation of sponsorship itself will be provided further on.!
!

Figure 1. Sponsorship Portfolio Model (Cliffe & Motion, 2005, modified version).&

&
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As shown in the model, the primary objective for sponsorship is to increase the
overall brand equity of the company, which in turn can be divided further into a set of
subcategories.
Aaker (2008:157) argues that the concept of brand equity involves the set of assets
and liabilities linked to the brand. These include the three subcategories visualized in
the model as well as an additional aspect of brand associations (mentioned further
down). Sponsorship, like most marketing communication tools, seeks to increase the
overall familiarity of the organization and thus improve the brand equity through a
positive increase in its underlying categories.
Brand equity can be helpful to determine the consumer’s perceptions of the
appropriateness of an event and a brand being matched through sponsorship (Roy &
Bettina Cornwall, 2003:377-378). The brand equity can thus be argued to monitor the
reactions of the consumers in accordance to which specific targets the companies will
chose to sponsor. Whether the match will be successful or not will be reproduced in
the consumer’s behaviour and affect the brand equity of the company. Therefore, it is
of great importance for the company to examine any changes in brand equity when
managing their sponsorships.
&
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The brands image can be closely related to its identity or personality and contains a
set of personal characteristics that differs in a unique way compared to other
companies’ images. The brand identity determine the associations the company
strives to create or maintain to reach their aspired brand image, and can thus be
argued to control the direction and purpose of the brand, and indirectly the company
(Aaker, 2008:168). According to Aaker (2008:169-170) there are three steps when
determining what constructs a company’s brand identity;
1. What the brand stands for and its desired associations.
2. The core identity.
3. The brand essence.
When considering different sponsorship alternatives, the brand identity can directly
impact on the choice of activity or event to be undertaken. Furthermore, a company
with a well defined and clear brand personality is more likely to be recognised and
remembered through sponsorship than companies without. Therefore, the identity,
which determines the image, is also reflected in the sponsored resource which will act
as an external asset to be associated with the overall brand personality.
&
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By increasing brand awareness it is possible for companies to enhance its brand
equity by providing familiarity, presence, commitment and attributes which enables
consumers to develop perception and recognition of the company (Aaker, 2008:158).
The perception and recognition will then enable the company to determine the
effectiveness of the sponsorship, by measuring its communication with its target
audience (Roy & Bettina Cornwall, 2003:379).
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According to Aaker (2008:159) brand awareness is maybe the most important aspect
within brand equity as it provides a durable and sustainable competitive advantage
which is difficult to remove. Furthermore, sponsorship allows companies to build
brand presence and increase the brand awareness by providing an additional
alternative to the already cluttered mass media channel options.
@.-.-.@&6U"*V&=`[%UR%*)%&O&<']"$+]&
The benefits of strong brand loyalty are numerous and the effects will determine the
results of a successful sponsor relationship. A large and satisfied existing customer
base will provide a positive foundation, on which the company will be able to develop
its brand equity through sponsorship. An already established base of loyal customers
will not only reduce the total marketing cost, but the individual cost for sponsorship
as it will act as an reassurance to new potential customers as a proof of satisfaction
and good experiences (Aaker, 2008:159-160). In that sense, it can be argued that a
well established customer base also acts as an encouragement for the sponsored
resource to increase its own image.
Furthermore, a product or service may be imitated or duplicated by competitors, but
attracting an existing brands customer base is challenging and might prove costly.
According to Aaker (2008:159) there are a couple of factors contributing to the
customers’ resistance to switch brands, such as habits, preference or switching costs.
Engaging in sponsorship, the brand can be further promoted and brand loyalty can be
increased, by adding an additional experience dimension to the consumer.
&
@.-.-.B&6U"*V&7,,')R"+R'*,&
Some scholars argue that a fourth dimension should be included in the model, and
taken into consideration when calculating the overall value of a company’s brand
equity. The brand associations are the attributes, benefits and information directly or
indirectly linked the consumers’ memory to the brand, and are thus basis for the brand
loyalty as they provide positive (or negative) emotions through experiences as well as
reflect the strategic position of the brand (Aaker, 2008:161).
Strong brand associations enable the brand to develop a good relationship to the
product category and allow companies to more efficiently seek sponsorship
alternatives, which can be connected to the brands image. Sponsorships are especially
effective as brand building tools as they leverage secondary brand associations which
link the brand to an external entity, such as a celebrity or sports event (cited in Roy &
Bettina Cornwall, 2003:379 from Keller, 1998).
&
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Goodwill reflects the overall value of an intangible asset, such as a strong brand
name, and can thus be created to increase the value of the sponsorship portfolio by
providing important hospitality to the company’s stakeholders. Therefore, goodwill
can also be seen as necessary when developing successful brand equity (Cliffe &
Motion, 2005:1071 & 1074).
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Companies involved in sponsoring of social or environmental causes tend to
accumulate more goodwill, and thus higher brand equity, by displaying a certain
degree of corporate responsibility (Cliffe & Motion, 2005:1074).
McDonald (1991:34) argues that sponsorship enables a customer value to be made
practicable by supporting a specific resource and thus creates goodwill. However, this
type of goodwill might also affect the company negatively if the social aspect of
sponsorship is not considered and the customer believes that its sponsored value is
only another marketing tool to the company. This might be the case of companies
who only provide support to successful teams or events, and ignore less prosperous
teams, which might need the financial help more (McDonald, 1991:34 & 36).
Goodwill consists of the positive associations a customer has for a company with the
intention of the associations being strong enough to infuse confidence and assurance
in the target audience. Sponsoring companies may therefore want to build their image
through the goodwill from the sponsored resource or its perception from the audience
through their linked associations to it. It can therefore be argued that sponsoring
creates prestige to the company via the positive associations, or goodwill, of the
sponsored.
@.-.@&6T]%U&#%^"ZR'TU&
Buyer behaviour or consumer behaviour is a central and important concept due to its
essential impact on a company’s overall performance and strategic decisions. By
outlining and understanding costumer’s behaviour, informed decisions which are
beneficial for the company can be made (Fill, 2006:57). The definition of buyer
behaviour, as described earlier, is ”the study of the processes involved when
individuals or groups select, purchase, use or dispose of products, services, ideas or
experiences to satisfy needs and desires” (Solomon et. al, 2006:6). The different
stages are managed accordingly depending on which one the consumer is currently in.
Companies can focus its marketing and communications strategies differently
depending on costumer maturity, while costumers who are in the start-up phase might
need more advertising and costumers in the end-phase might encouragement for a
second purchase.
The first two stages are the most crucial as companies can have large influence in
these phases, given the right marketing strategy and communication model is used at
the right time. The AIDA (Attention, Interest, Desire, Action) model is a hierarchy-ofeffects model, which is used to persuade consumers to act in a certain way (Colley,
1961 cited in Fill, 2006:130). The AIDA model is a recognized model, which can be
used to influence consumers purchasing behaviour. Different strategies can be
adapted to the different phases in order to fulfil the end purpose, to drive the costumer
to the final phase in the hierarchy – the action/purchase-phase. The AIDA model can
be used to identify the different phases in the decision-making process, which gives a
better understanding of costumer’s behaviour.
All the different parts of the sponsorship portfolio model – brand equity, brand
image/personality & identity, brand experience/loyalty, brand associations and
goodwill have the same purpose, which is to influence the buyer behaviour in positive
way. Strategic marketing actions, which are concerned with sponsorship and the
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different areas within the sponsorship portfolio, affects how a brand or a brand name
is perceived, which ultimately will lead to an change in buyer behaviour.
There are two different types of objectives for sponsorship; one primary and one
secondary (Fill, 2006:252). The primary objective is to create awareness, develop
costumer loyalty and to improve brand and/or organisational image, whereas all of
these parts are connected to the brand equity and goodwill stage in the sponsorship
portfolio model. The secondary objective is more concentrated around attracting new
costumers and motivating collaborators, which ultimately affect the decision making
and thus the buyer behaviour. Both primary and secondary objectives need to be
regarded in order for a sponsorship to be successful (Fill, 2006:252).
&
&
&
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Using sponsoring as a marketing strategy and as a communication tool is a good way
to get exposure in order to create an image or to gain recognition for a product (Kotler
et. al, 2005:795). Researching the benefits and understanding the process of
sponsoring is an essential part to gain better knowledge and understanding of the
motives behind sponsoring. The basic motive and main benefit for a sponsor to start a
sponsor relationship is to gain exposure of the brand and brand name, and the
advantage of being associated with the specific team or athlete (Smith, 2008:192).
There are clearly several other motives for a sponsor enter a sponsorship, and they
will be investigated further more later on. The motives for the sponsored, on the other
hand, are mostly related to financial benefits and goods from the sponsor (Smith,
2008:192). In order to analyse the benefits and what motivates sponsors to sponsor,
the A-ERIC model has been developed, and will be discussed further in next section. &
&
&
Jiffer & Roos (1999:36) have designed a model, which aids the decision when
deciding for or against sponsoring, namely the A-ERIC model. The model is divided
into four different sections, which examines the Association, Exposure, Relationship
and the Intergraded Communication aspects of sponsoring. All these four parts are
highly necessary to perform an in depth analysis and thus generate information about
the different motivators which drives a company to invest in sponsoring.
Sponsoring
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Figure 2. The A-ERIC Model (Jiffer & Roos, 1999).
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The association part is argued to be the most important aspect of sponsoring
according to Jiffer & Roos (1999:58). By associating itself with a sports team or a
sports personality, benefits such as positive responses and emotional connections
between the brand and enthusiastic supporters can be drawn (Jiffer & Roos, 1999:37).
Spill over-effects from success on the team or personality’s behalf gives the sponsor
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positive exposure, which derives from positive association with a successful
performance. Positive brand recognition and brand awareness is a key factor when
creating an image (Kotler, et al, 2005:795). Therefore, it is very important to engage
in partnerships with successful teams and personality’s to gain as much positive
exposure and association as possible.
However, there is always a risk with exposure and association, whereas how the
exposure is created is a very important and critical factor. Jiffer & Roos (1999:58)
discuss how different exposure can affect the association with the brand through
different times, both good and bad. Poor performance from a team or decline in
popularity might effect the association between the team or personality and the brand,
which could affect the brand image (Jiffer & Roos, 1999:37). Positive and negative
attitude-tendencies can be seen in different sports over time, e.g. Tour de France
suffered a major setback in 2007 after several of the main sponsors (Adidas, T-Mobile
and Audi) resign there sponsorships due to positive drug test from numerous
contestants (Bühler & Nufer, 2010:102-103). Incidents such as this effect not only the
general attitude towards the sport but also the sponsorship contracts and the
company’s brand image.
@.:.:&=`[',TU%&&
Exposure refers to the importance of the brand or brand name being shown in
connection to the sports team or the personality, e.g. logo typing, arena commercial,
clothing or other visuals (Jiffer & Roos, 1999:59). Being visible is one fundamental
motive for sponsoring as it raises attention and awareness of the brand in a certain
context, which the brand wants to be associated with and related to (Day, 2009:105).
The exposing frequently occurs through different media such as Television,
Magazines and different events surrounding the sponsored. Sponsors need to be
original and creative in order to gain as much exposure as possible during the limited
time which the brand is shown in the different media channels (Jiffer & Roos,
1999:38). The connection between exposure and the popularity or results of the
sponsored is positively correlated, which means that a popular sports team or
personality will get more exposure in media, which leads to more exposure for the
sponsoring company (Jiffer & Roos, 1999:67).
@.:.@&1%$"+R'*,^R[&&
Relationships within sponsoring are an undervalued part, which could bring several
positive features to the sponsor. The relationship between the sponsor and the
sponsored resource could offer different benefits in connection to events, e.g. special
seats, which the sponsor could use for meeting their costumers or initiate new
relationships (Jiffer & Roos, 1999:39-40 & 59).
Furthermore, other more concealed benefits could be the relationship and the
connection to other sponsors of the sponsored. Different sponsors of the same
sponsorship could be associated to each other by being noticed in a related context
and therefore gain benefit from one another through the association (Jiffer & Roos,
1999:39-40).
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Intergraded communication is a method that companies use to enhance the
experiences of the sponsorship. Integrating the sponsorship into other areas of the
marketing plan, such as TV commercials, ads, magazines, etc., offers a sense of
entirety which gives the costumer a clearer and more unified image of the
organisation (Jiffer & Roos, 1999:59). A solid image of an organisation gives a strong
appearance, which helps to provide a complete and consistent message about what the
organisation stands for. The integration concept could include more areas of the
promotional mix, such as personal selling, sales promotions, direct marketing, etc
(Kotler, et al., 2005:726-727).
&
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The advantages and disadvantages of sponsorship occur mainly due to the
associations linked to the image of the sponsored resource. To all intents and
purposes, the transfer of positive image can explain the reason of sponsorship, where
the effects of such can be described in McCracken’s model of image transfer (cited in
Gwinner, 2007:148 fig. 2).
As indicated in the model, image transfer is dependent on various internal and
external factors and the strength of its transfer might be moderated by additional
factors. Sponsorship allows consumers to create an appreciation of the companies’
values and beliefs through the associations of the selected sponsored (Gwinner,
1997:147-148).
Sponsorship type:
- Sports related
- Music related
- Arts & culture
related
Characteristics:
- Size
- Professional status
- History
- Event venue
- Promotional
appearance
Individual factors:
- Number of meanings
- Strength of meanings

SPONSOR

Image Transfer

IMAGE

BRAND
IMAGE

Moderating Variables:
- Degree of similarity
- Level of sponsorship
- Event frequency
- Product involvement

Figure 3. Image Creation and Image Transfer Model (McCracken cited in Gwinner, 2007, modified version).
!
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Cliffe & Motion (2005:1071) argues that sponsorship provides a platform from which
companies can develop strategies of customer value and loyalty through intrinsic or
extrinsic benefits, which enable them to experience the brand and develop emotions
attached to their experiences. Sponsorship allows companies to identify and target
audiences outside their primary markets by linking a brand to an event or individual,
which might be of interest to consumers.
&
Due to the objective of this thesis, the individual parts of the image creation and
image transfer model will not be explained in depth as it is merely the connection and
transfer of image between the sponsored and sponsor and its desired associations
which will be further analysed and used as support in the development of the new
model.
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As mentioned earlier, the advantages of sponsorship are numerous and have been
subject of multiple research topics by well-established authors and professors of
marketing. We have therefore chosen only to include their main findings in our paper
and would like to refer to their extensional work for a more in dept explanation of the
subject. The objective for this particular thesis is to analyse and discuss the negative
effects, which will also be identified in this section.
Richelieu and Lopez (2008:227) mention the increasing importance of brand
associations and the significance of a meaningful congruence between the sponsor
and sponsored. By associating the external resource to the brand, the specific and
individual associations related to the sponsored also become linked to the brand, as
well as the attitude of consumers towards the sponsor itself (Gwinner, 1997:146-147).
By increasing the overall consumer attention and associations to the brand,
sponsorship also allows companies to avoid the clutter existing in mass media (Roy &
Bettina Cornwall, 2003:377).&
Event-related sponsorship, which includes aspects of sponsorship, related to sports,
arts, culture or social sponsorship, such as charity events can be linked to CalderónMartínez (et. al, 2005:80) view of commercial sponsorship. De Pelsmacker (et. al,
2010:381) continues by arguing that these types of sponsorship not only improves the
image of the company and its products or services but increases the overall awareness
of existing and potential customers. Supporting sports events has always been the
most popular form of sponsorship as it usually allows the company to reach a global
audience, increasing its effectiveness and providing consumers outside the company’s
target market. By sponsoring a sports event or team a company enables themselves to
build an association to their product or service brand and at the same time share the
brand experience with consumers.
Day (2009:105) verifies the previous argument by examining the case of Nike and
Adidas, which both attempt to receive exclusive links through image association of
different events or individuals with specific characteristics that are congruent to their
own brand images.
The added dimension of association and “experiencing the brand” provided by
sponsorship is an additional advantage to companies overall marketing efforts. It
allows the company to gain publicity by external media coverage as well as reaching
global audiences outside their target market which they would not otherwise have
been able to reach (Kotler et. al, 2005:783 & Adcock et. al, 2001:341).
&
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The external associations attached to the sponsored resource are mentioned earlier as
one of the biggest advantages of sponsorship. However, the transfer of these
associations and the limited amount of control might possibly also be the biggest risks
for a sponsoring company (Dolphin, 2003:176). Richelieu & Lopez (2008:228) argues
that a strong and unique image is necessary for the sponsoring company to capitalise
on its investments, if managed effectively and with an appropriate amount of control.
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Even worse than sponsorship relations without well defined images and a natural
connection between them would be if the sponsoring company or the sponsored
resource is subject to negative associations. These could include companies, events or
individuals associated to tobacco or alcohol related products, which have potential
negative social effects and are thus considered ethically and morally wrong (Dolphin,
2003:180 & McDonald, 1991:37). Actions, as well as incidents of the sponsored, such
as private affairs or doping allegations, will also cause damaging effects through
image transfers and associations to the sponsoring company (Nufer, 2009:241-242).
Particularly the unpredictable and changing environment of sports forces athletes to
push medical and ethical boundaries to the edge of what is accepted (Lagae,
2005:102) The passion and emotions involved in sports increases the level of
uncertainty and unpredictability as it often requires rapid and improvised decisions to
be made on the basis of feelings instead of an analytical approach of what is
considered to be the best alternative, thus damaging the image of the sponsored and
ultimately affecting the image of the sponsoring company negatively (Lagae,
2005:102).
The limited amount of information amplifies the level of uncertainty and decreases
the level of control over the incident, as it becomes more difficult to obtain. Media
often enlarges and highlights any incident or negative action, further impeding on the
control and management of the situation, making it even more vulnerable as well as
erasing the line between facts and rumours (Lagae, 2005:105).
The probability of receiving positive publicity through media is much smaller than the
probability of negative publicity, as chocking or scandalous news receives a higher
degree of attention and thus better viewer ratings. It can thus be suggested that a part
of a company’s image is determined by media and that media affects how that image
changes based upon their reports, articles or news segments (Argenti, 1994 cited in
Renkema & Hoeken, 1998:522). Negative publicity through media spreads very
quickly through various communication channels to any potential or existing
consumer or stakeholder, further damaging the desired effects of sponsorship (Lagae,
2005:102).
Furthermore, the media coverage, relationship and interactions between sponsor and
sponsored as well as the extent and reactions of the targeted audience are all
particularly difficult areas to predict which consequently increases the risks of
sponsorship (Adcock et, al. 2001:342).
A study performed by Renkema & Hoeken (1998:529) concludes that even though it
is difficult to estimate the damage of negative publicity, they have established that
consumers might not remember the specific incident in itself but feel a slight
repulsiveness towards the company and a gut feeling that reminds them that there had
been an issue concerning the company which is reflected into a negative judgement of
the company (Renkema & Hoeken, 1998:532).
&
When supporting an individual by sponsorship, it is of significant importance to select
an appropriate representative in accordance to the values, image and objective of the
company. Conflict might occur if the company and sponsored do not share the same
vision or if a mutual understanding and good communication has failed to develop.
The effects of the individuals’ actions in his or her personal or professional life might
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affect the sponsoring company in a negative way due to unfavourable media attention
or poor performance (De Pelsmacker et. al, 2010:381). In addition, some sports such
as “bull fighting, camel wrestling and dwarf throwing, are unfit for global brand
sponsorship because they are culturally unacceptable in a number of countries” (De
Pelsmacker et. al, 2010:381).
&
Finally, management of discontinuing a sponsor relationship is crucial as it may
“erase any positive effects created by the sponsored if situation is handled badly and
attracts negative publicity” (Adcock et. al, 2001:342).
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The Negative Sponsorship Effects Model (N-SEM) has been developed in order to
describe the effects of sponsorship arising from negative exposure. The model
explains the effects of sponsoring and the side effects of negative exposure on
costumer attitudes and buyer behaviour.
The model has been designed with the support from existing, relevant models and
theories regarding sponsorship, consumer attitudes and buyer behaviour. Selected
parts from the A-ERIC, Sponsorship Portfolio Model and Image Creation and Image
Transfer Model have laid the foundation for the development of the new model.
Relevant theories regarding advantages and disadvantages have also been used to
support the model.
The model is divided into four different parts, where each part contribute to a better
understanding of what sponsorship can generate in form of exposure, risk and
especially negative publicity which can lead to attitude and buyer behaviour changes.
All three supporting main models and their contribution to the N-SEM will be
explained in the following sections.

Figure 4. The Negative Sponsorship Effects Model (Runsbech & Sjolin, 2011).
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Jiffer & Roos’s (1999:59) second step in their A-ERIC model explains how exposure
refers to the importance of the brand or brand name being shown in connection to the
sports team or the personality. Day (2009:105) suggests that the visibility factor is one
of the major fundamental motives for sponsoring, as it raises attention and awareness
of the brand in a certain context. Jiffer & Roos (1999:67) also mentions the positive
correlation between exposure and the popularity or results of the sponsored. However,
exposure also accounts for negative publicity which sponsoring companies are
exposed to during incidents and crisis situations.
The first step of the N-SEM model refers to such negative exposure and publicity
which companies are associated with via the actions and behaviour of the sponsored.
Publicity and exposure of this kind could transfer over and connect the sponsor to the
specific incident or action of the sponsored. This aspect will be discussed further in
the next step of the model.
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Jiffer & Roos (1999:37 & 58) also include the aspect of association and image
transfer in their A-ERIC model, which will constitute a part of the theoretical
foundation for the second step of the N-SEM. Spill over-effects from success of the
team or personality gives the sponsor positive exposure, which associates the
sponsored with the sponsor. Poor performance or bad publicity can also affect the
relationship, which can lead to negative associations and image transfer from the
sponsored to the sponsor. McCracken’s (cited in Gwinner, 2007:148 fig. 2) model of
Image Creation and Image Transfer mentions associations and image transfers
between sponsored objects and sponsoring companies, and how the objective of
sponsorship is to transfer a positive image between the partners involved in the
sponsoring relationship. Positive image transfer is the main objective, but the negative
image transfer can be a consequence of bad publicity or exposure. Nufer (2009:241242) is one of the few scholars who mentions setbacks with sponsorship in the form
of actions or incidents of the sponsored, such as private affairs or doping allegations,
which can damage and affect the image transfers and associations to the sponsoring
company.
The second step in the N-SEM considers the risk of negative image transfer from the
sponsored objects actions or incident. Most scholars discuss the positive factors of
image transfers from sponsored objects to the sponsor but very few discuss the
drawbacks and the risks attached to negative image transfers. Because of the risks
involved, sponsors need to be very careful with who or what they sponsor and what
they might be associated with in the future (De Pelsmacker et. al, 2010:381). In worst
case the actions or incidents will reflect badly on the sponsor and thereby change the
costumer’s view and the attitude towards the sponsoring company. The next step of
the N-SEM will discuss this issue.
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The possible attitude change section of the N-SEM considers the consequences of
harmful image transfer from a sponsored object to a sponsoring company, which
would affect the consumers’ attitude negatively. The risk of attitude change could be
considered to be high because of all media and publicity an action or an incident
related to the sponsored receives compared to how much publicity and exposure a
sponsor receives normally. Media often enlarges and highlights any incident or
negative action, further impeding on the control and management of the situation,
making it even more vulnerable as well as erasing the line between facts and rumours
(Lagae, 2005:105). Renkema & Hoeken (1998:532) has researched negative publicity
and argues that consumers might not remember the specific incident in itself but feel a
slight repulsiveness towards the company and a gut feeling that reminds them that
there had been an issue concerning the company, which is reflected into a negative
judgement of the company.
The purpose of the thesis is to study possible consumer attitude changes as a result of
bad publicity in direct connection to sponsorship. The expectation of the thesis and
the study is to expand the knowledge about changes in costumer attitudes towards
companies involved in sponsorship. As previous research has show, scholars strongly
suggest that negative media attention and negative exposure can affect costumer
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attitudes. By providing further research on the subject, a deeper understanding and
knowledge can be developed.
Change in consumers’ attitudes, as a consequence of negative publicity and image
transfer due to sponsorship associations, could result in change in buyer behaviour,
which is the next step of the N-SEM framework.
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The final phase of the N-SEM is concerned with buyer behaviour which, conferring to
previous research, is affected by costumer attitude. According to the Sponsorship
Portfolio Model by Cliffe & Motions (2005:1074, fig. 2), all actions concerning
sponsorship and sponsorship activities are directly or indirectly linked to affect buyer
behaviour in a positive way by gaining new costumers or reinsuring old costumers.
Solomon (et. al, 2006:6) defines buyer behaviour as “the study of the processes
involved when individuals or groups select, purchase, use or dispose of products,
services, ideas or experiences to satisfy needs and desires”. Solomon describes buyer
behaviour as a process, which means that there are several different steps involved
before the purchase itself. Models, such as the AIDA-model, have been developed by
scholars such as Colley (Colley, 1961 cited in Fill, 2006:130) to simplify the process
involved in consumer buying-process.
Marketing actions, such as sponsorship, is the companies’ way of altering the
consumers’ process in a way suited to their aspirations. The altering process is very
sensitive and can affect consumers both positively, which pushes them closer to a
purchase, and negatively which pushes them further away from a purchase. The risk
of sponsorship is negative exposure, which can lead to negative image transfer, which
in turn could change consumers attitude towards the company and therefore alter their
buying behaviour process in a negative way.
The purpose of the N-SEM is to establish the possible connection of sponsored
actions or involvement in incidents which exposes the sponsor to negative publicity
and which will lead to change in consumers’ attitude and result in altered buyer
behaviour. This study is conducted in order to confirm the assumed correlation above.

!
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The following section will provide the results from the study that has been performed through our
quantitative survey. The first part explains the research structure, which includes issues such as
questionnaire design, choice of the questions and testing of the questionnaire. The second part explains
each example case for a more profound knowledge regarding the cases. The last part presents the
survey answers from the general questions and the case-study questions.

&
&
B.-&!^%&U%,%"U)^&,+UT)+TU%&&
The following section will describe the structure of the research, by explaining the
design of the questionnaire and the different case studies used as examples in the
study.
B.-.-&3%,RS*&'(&\T%,+R'**"RU%&
The design of the questionnaire had to be thoroughly thought through in order to
receive the desired responses relevant to our objectives. The choice of questions and
response options will determine the answers of the respondent and thus outline the
direction of the results of the study. This section will further explain the
argumentation behind the choice of questions, the different response alternatives and
the changes and improvements made to the questionnaire during the process.
As mentioned earlier, the intention of the thesis is to generalize the results and make
them applicable to a larger general public. A quantitative approach, unlike a
qualitative, enables us to do so, through performing a large-scale survey conducted
via a questionnaire. The primary data (see definition in method section) will thus be
collected through a questionnaire. However, according to Jacobsen (2002:318) there
are several issues, which have to be recognised and made aware of, such as how the
questionnaire has been designed might influence the respondents in their answers.
The final version of the questionnaire will be attached as appendix 1.
&
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According to Jacobsen (2002:287) it is necessary to make a distinction between the
formulating of the questions and the design of response choices. The importance of
formulating the questions, which will compose the questionnaire, will undoubtedly be
demonstrated when analyzing the results. All the questions have been formulated to
align with the objective of the thesis in order to receive the relevant responses
required to test our issue formulation.
In order to be able to formulate relevant and correct questions a pre study has been
performed where secondary data has been gathered to act as a foundation for the
questionnaire. The models and theories described in the theoretical framework section
have enabled us to gain enough knowledge of the subject to formulate questions
which we can support with scientific data and thus feel confident to be relevant and
correct. Since the purpose of this thesis is to identify and analyse the effects of
negative publicity on consumer buyer behaviour, the questions had also been designed
and formulated to match and answer these objectives.
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The questions have been designed to be as neutral as possible to minimize any
external influences on the respondent when reading the question. We have also
limited the amount of questions which only allows the respondent to choose between
yes and no alternatives, as these types of questions are often considered to be leading
in the sense that the respondent might interpret the question objectively or
subconsciously feel a stronger tendency to one of the alternatives (Jacobsen,
2002:304).
The questionnaire has been divided into two parts, whereas the first part composes of
general questions concerning the subject itself and the second part states questions
related to the specific case studies mentioned above. In two of the three case-study
questions the same questions and response alternatives have been used to test the two
cases against each other. However, due to the nature of the third case study, different
questions have been developed to analyze these results individually.
There were 13 general questions, 11 case related questions and two questions
regarding age and sex, which makes the total number of questions in the questionnaire
26 questions.
&
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When designing the different response alternatives it is important to minimize the
potential influences these might have upon the respondents. Although open answers
might be a good way to receive uninfluenced answers, developed entirely by the
respondents on the basis of their own understanding of the subject and question, they
might also be the biggest single cause of blank answers. The respondent might not be
able to prepare original answers to the questions due to a number of different reasons,
such as time-limitations, lack of relevant knowledge or an insufficient interest in the
study. It might thus diminish the frequency of responses and jeopardize the overall
validity of the study. An additional negative aspect to the open answer alternative is
that many different type of answers will be difficult to categories and group together
and thus harder to analyze the results. Due to these reasons we have chosen not to
include any open answer alternatives in our questionnaire and instead given multiplechoice alternatives to the questions, where appropriate.
However, when measuring attitudes it is appropriate to use a floating scale. As a yes
or no alternative might prove that there is (or is not) a change in attitude they fail to
identify in which direction the attitude has changed. By allowing the respondents to
chose between five degrees of change (on a Likert scale), ranging from very
positively affected to very negatively affected, we are able to not only identify if the
change in attitude has occurred but also in which direction and to what extent.
According to Jacobsen (2002:296) more than five alternatives would make it difficult
for the respondents to distinguish the actual value of each number and therefore make
it harder to answer accurately. Five alternatives enables the respondents to provide a
more exact answer, which in turn affects the scientific value of the study in a more
credible way. However, less than five options can be argued to compromise the
overall objective of the question.
Furthermore, we have allowed the respondents to state their exact age, as we believe
that this is not a sensitive issue in relevance to the individual or the subject itself. In
some cases, respondents are reluctant to give their exact age and feel more
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comfortable if certain age categories are grouped together, depending on the issues
asked in the questionnaire. However, by allowing them to state their exact age we can
thus categorize the groups subsequently as well as identifying differences or
similarities in specific ages.
&
B.-.-.@&!%,+%V&"S"R*,+&+%,+&SU'T[&
In order to ensure that the final version of the questionnaire was fully comprehensible
and adequately structured to fulfil its purpose of gathering responses which match our
objective, it has been tested against a test group (Jacobsen, 2002:309). The test group
was composed of ten randomly selected individuals who all completed the
questionnaire and were encouraged to comment on any errors, confusions, issues or
other aspects which could be further improved, modified or deleted. By doing so, the
questionnaire was re-drafted twice before we were fully confident about the quality
and the overall satisfaction was improved. Changes such as re-formulating certain
complicated sentences, specifying and defining key concepts and stating response
instructions were all issues which were enhanced as an outcome of the feedback
received. The test group also allowed us a first insight in what the results could look
like to ensure us that our questions were relevant and aligned with the objective of the
thesis. Finally, the test group also made us aware of the possible reduction in
responses due to conscious decisions to avoid or leave out a response if not monitored
sufficiently.
&
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A further explanation of each individual case will be presented, in order to gain a
better understanding of why the particular cases has been used as a base for our case
questions in our survey. Each case has a specific connection to sponsorship and offers
a distinctive attribute from one another, such as varieties in product classes and in
price range. The sponsor’s decision, in whether to terminate or continue the contract,
also varies from each individual case.
&
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During 2009 Tiger Woods and Nike continued their golf- and sportswear sponsorship
although other sponsors terminated their relationships with Tiger Woods due to his
alleged unfaithfulness. This is one of the most well known examples of how a brand’s
reputation can be negatively affected by the actions and behaviour of its sponsored
resource. After claims from media about alleged infidelity and Tiger Woods having
extramarital affairs the pressure increased on both Woods himself and Nike, which
had been associated with him through sponsorship since 1996, for at the time a
record-breaking sum of 40 million dollar (The Guardian, 14 December 2009).
However, Nike decided that they had invested too much in Woods to terminate the
relationship and controversially stood by him while other sponsoring companies such
as Accenture immediately terminated their contracts. (BBC Sport, 19 February 2010)
Other sponsors, such as the consumer products company Proctor & Gamble and the
men’s personal care company Gillette did not terminate their contracts but decided to
limit their exposure of Woods in their future marketing-campaigns (The Guardian, 14
December 2009).
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The Tiger Woods and Nike-case is particular interesting because of Nike’s decision to
continue their partnership with Tiger Woods even after the alleged unfaithfulness.
This is the only case within our study where a company have decided to remain with
the sponsored source, and the study can thus compare and indicate if consumers
attitude towards the brand and the company has changed if the sponsor continues their
contract with the sponsored or if the results are the same as if they would have
decided to terminate the contract.
Because of Nike’s wide range of products within all different product-classes it can be
difficult to make and exact comparison between the different cases. The main
outcome from the study is to detect changes in attitude towards the brand, regardless
of the type of product and product-class.
&
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2011 Coca Cola ended their sponsorship contract with Wayne Rooney due to his
unfortunate choice of words during a Manchester United football game (DN, 7 April
2011). This type of incident was not the first one from Rooney’s side, a similar
incident happened after an England international football game during the World Cup
in 2010 (The Telegraph, 10 June 2010). Coca Cola ended the sponsorship-contract
due to foul off-pitch performance in 2011, but Coca Cola had already considered
ending the contract as early as in 2005 when incidents involving prostitutes and
family affairs gained attention. Coca Colas top senior figures in the United States
explained their disgust over the English footballer’s behaviour off the pitch but no
further action was taken towards Rooney in 2005. Nike and EA Sports, who also
sponsors Rooney, have not taken any actions because of Rooney’s off-pitch behaviour
and are still using him in their advertising campaigns (The Telegraph, 7 April 2011).
This case is interesting to study because of two main reasons, the termination of the
sponsor contract and the products-class of the product Coca Cola is retailing. The
study might show a difference in consumer attitude towards the Coca Cola brand
depending on Coca Colas management of the incident, in contrast to Nike’s
management of the Tiger Woods incident.
Comparing Coca Cola costumer attitudes with Nike costumer attitudes is not the ideal
match because of the difference in products and product-classes, but it could still be
an indication of how crisis management could affect consumer attitudes. Coca Cola’s
fast-moving consumer goods compared to Nike’s consumer goods could cause
difficulties in the comparison and should not be compared on a product level, but
rather on a management level.
&
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Chanel, and several other fashion brands, terminated their sponsorship contract with
Kate Moss 2005 after a drug related incident in a nightclub, which attracted great
media attention (The Guardian, 22 September 2005). H&M cancelled their whole
advertising campaign with Moss after the drug use had been revealed and numerous
other large brands followed their lead. A police investigation was opened and Moss
was interviewed for intelligence purposes, but it never led to an arrest although
abusing class A drugs are seen as a serious offence. Moss later admitted to having
personal problems, and addressed her drug abuse by checking herself in to a clinic to
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take care of here drug problem. Moss claimed to be drug free after the stay at the
clinic (The Guardian, 22 September 2005). Even though Moss took care of her
personal issues and drug problem, Chanel never resigned her as a sponsored top
model.
The Chanel-case is different in several different ways to both the Nike-case and the
Coca Cola-case. The products and product-classes are on completely different levels
and the incident is of a different kind compared to both of the other cases. Because of
the differences, this case cannot be compared to the other cases, but looked at
individually.
The interesting element to study at in this particular case is how an incident of a
completely different magnitude, compared to the other two cases, can affect costumer
attitudes towards a high-fashion brand in the high involvement product-class.
&
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The process of which and how the respondents were chosen is equally important to
ensure the overall academic integrity of the thesis. The questionnaire was performed
at the University of Lincoln, where 170 third year students, ranging between an
average of 20 to 25 years old, were instructed to perform the survey online in a
controlled environment under supervision and monitoring. The group, which
performed the survey, were equally divided into male and females, all part of the
Business & Law faculty, and without any previous knowledge of what the survey
subject was. The students were all selected randomly and all respondents were
anonymous throughout the process.
&
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Out of the 170 students, 152 or 89,4% completed the survey, which means that 18 did
not finish the entire survey. Due to the small number of unfinished questionnaires we
believe that this will not affect the result of the study. However, it is interesting to
identify the reasons by which the decisions not to complete the survey were made.
Due to the relative homogenous group of respondents, with same prerequisites and no
external distractions, it is difficult to explain the thought behind their decisions.
Possible reasons could include a lack of interest to complete the survey, insufficient
relevant knowledge, language difficulties or misunderstanding of the stated questions.
However, as mentioned earlier, due to the high number of respondents and the limited
differences in the answering group we strongly believe that the overall credibility of
the study has not been compromised despite the few individuals who did not complete
the survey.
Due to the relatively homogenous group of respondents it is complicated to determine
if the result can be generalized to a broader population. Although we can argue that
the results are representative for a broader general public with the same conditions,
the results might not be applicable to countries, regions, societies, groups or
individuals with different prerequisites than the ones given our respondent group.
However, we are confident that our study can be applied to numerous cases were
conditions are similar. The limited spread in dissimilar answers also further ensure us
that the result is stable, and that the probable result would be the same even with a
response rate of 100 %. The findings will be discussed further on.
It might also be argued that the high number of completed questionnaires is a
consequence of the monitoring of the respondents. However, we would like to stress
that our presence was solely to supervise the process and explain the purpose of it. We
did not in any way interact or in any other way influence the respondents to
compromise their answers. It is important to recognise that the respondents might
have felt an increased pressure to complete the questionnaire, due to our physical
presence, and thus answered certain questions on the basis of an effort to assist rather
than their own actual opinion. However, once again, we would like to stress that we
prior to the survey start, encouraged the respondents to answer truthfully and
individually.
&

34

B.@&1%,%"U)^&AR*VR*S,&O&?+"+R,+R),&
The following section will present the collected data in an easily comprehensive
manner, accompanied by relevant charts to further illustrate the statistics of the
survey. This section will thus only demonstrate the findings and be shortly explained.
An analysis of the data will be provided in a later section. The numbers provided in
brackets are the number of responding individuals.
A summary of the questionnaire has been prepared in an online service, specially
designed to assemble survey statistics, and will be attached as a pdf file as appendix 2.
&
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As mentioned previously, the questionnaire had been divided into two sections (see
appendix 1), whereas the first part questioned the general knowledge, awareness,
attitudes and effects of sponsorship on buyer behaviour, the sponsoring company or
the sponsored.
Out of the respondents who were given the questionnaire, all 170 of them answered
the two first questions:
1. Are you aware of any sponsorship between a company and a personality, team,
event or other?
2. Have you ever heard of an incident which might have affected the relationship
between sponsor and sponsored?
In the first question, 88,2% (150) of the respondents were aware of a sponsor
relationship and out of these 81,2% (138) had also heard of an incident between the
sponsor and sponsored (question 2). Furthermore, almost half of these, 46,5% (72),
reacted negatively as an initial response to the news (question 3).

Figure 5.!Sponsorship awareness chart (Runsbech & Sjölin, 2011).

Figure 6. Incident recognition chart (Runsbech &
Sjölin, 2011).!
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The fourth question, “Did your attitude towards the sponsored individual, team or
event change in any way after the incident? “, shows that more than half of the
respondents (53,5% or 84 individuals) attitudes towards the sponsored individual had
changed. The chart bellow also illustrates in what way and to what extent it had
changed (question 5).

Figure 7.!Attitude change towards sponsored (Runsbech & Sjölin, 2011).

As shown in above 54,0% (61) of the respondents said that their attitudes towards the
sponsored individual had changed negatively. 29,2% (33) did not believe that their
attitudes had changed at all and remained neutral while 13,3% (15) said that their
attitude towards the sponsored had become very negatively affected because of the
incident.
Question six is similar to the fourth question but seeks to determine if the attitude
towards the sponsoring company had changed after the incident. According to 70,5%
(110) it had not, which also explains why 83 individuals chose not to answer the
follow-up question, examining in what way it had changed, and 44,8% of those who
did answer it said it had been a neutral change. However, 31,0% (27) said that their
attitude had changed negatively and 8,0% (7) said it had changed very negatively.

Figure 8. Attitude change towards sponsoring company (Runsbech & Sjölin, 2011).
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Question eight illustrated a similar result as question six, where only 40,5% (62)
believe that the reaction of the sponsoring company and the way the incident was
managed changed their attitude towards the company. Therefore, the responses in
what way the attitude had changed are limited to the yes answers in previous
questions and that the respondents whom had answered no, either experienced neutral
change or did not answer at all (question 9).
Out of the 40,5% that had experienced change in attitude due to the way the incident
had been managed, 40,2% of those had been negatively affected while 16,3% had
experienced a positive change of attitude towards the company.
Consequently, 75,5% (117) also did not believe that the management of the incident
affected their buyer behaviour. However, 21,3% (33) answered that they tried to
substitute the sponsoring company’s products (question 10).
Question 11 and 12 are linked together to determine the change of perception of the
sponsoring company. Almost half of the respondents (48,1% or 75 individuals) said
that they have had previous perceptions or thoughts connected to the sponsoring
company. Those perceptions where distributed as following:

Figure 9.!Perceptions of sponsoring company (Runsbech & Sjölin, 2011).

The different alternatives the respondent had to choose from are based on our
understanding of the most common perceptions of companies. The last question (13)
establishes if these perceptions has changed since the incident and in what way.
71,4% (100) said that there had been none (or neutral) change, whereas 17,9% (25)
said it had been negative and 5,0% (7) said it had been very negative.
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The case studies have been divided in to three separate sections, one for every case,
with 3-4 questions concerning each. The questions have been considering attitudes
towards the brands, buyer-behaviour changes and attitudes regarding the incidents.
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When asked if people agreed to Nike’s decision to continue the sponsorship with
Tiger Woods 34,6% (53) respondents had a neutral opinion about it, while 39,9% (61)
agreed or strongly agreed to Nike’s decision to continue their contract. Only 25,4%
(39) of the respondents disagreed or strongly disagreed with Nike’s decision.

Figure 10. Extent of agreement with Nike (Runsbech & Sjölin, 2011).

Comparing the consumer attitudes towards Nike before and after the incidents shows
a change from a good association towards the brand to a neutral association towards
the brand. Before the incident 62,1% (95) of all respondents had a good or very good
association with Nike, compared to after the incident where 60,1% (92) had a neutral,
bad or very bad association towards the brand.

Figure 11. Attitudes towards Nike before incident
(Runsbech & Sjölin, 2011)

Figure 12. Attitudes towards Nike after incident
(Runsbech & Sjölin, 2011)
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Although the attitude towards the brand had changed, as shown above, when asked if
the buyer behavior had changed, 85% (130) answered No, not at all. Not even 1%,
only 0,7% (1), said that they stopped buying Nike’s product’s completely.

Figure 13. Change in buyer behaviour towards Nike products (Runsbech & Sjölin, 2011).
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The respondents were asked if they agreed with Coca Cola’s decision to terminate the
sponsorship contract with Wayne Rooney, 37,9% (58) answered neutral and 28,8%
(44) agreed with Coca Cola’s decision.

Figure 14. Extent of agreement with Coca Cola (Runsbech & Sjölin, 2011).
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The respondent’s attitude towards Coca Cola after the incident with Wayne Rooney
was 60,8% (93) neutral and 21,6% (33) good. These numbers can be compared to the
attitudes towards Coca Cola before the incident, which was 54,9 (84) neutral and
31,4% (48) good.

Figure 15. Attitudes towards Coca Cola after incident (Runsbech & Sjölin, 2011).

95,4% (146) out of all respondents answered that they had not changed their buying
behavior of Coca Cola products because of the incident concerning Wayne Rooney,
as shown in the diagram below.

&
Figure 16. Change in buyer behaviour towards Coca Colas products (Runsbech & Sjölin, 2011).

40

B.@.:.@&5^"*%$&"*V&8"+%&>',,&
When asked how the respondent’s believe the image towards the fashion brand has
changed after the incident with Kate Moss almost 50% (47,7% or 73 individuals)
answered no change at all. 35,3% (54) believed that the brand had been negatively
affected by the incident.

Figure 17. Affect on Chanels image after incident (Runsbech & Sjölin, 2011).

The respondents where then asked if they believed the buyer behaviour of a fashion
brand, such as Chanel could be affected buy an incident like the Kate Moss scandal.
As many as 62,7% (96) of all respondents believed that it could affect buyer
behaviour.

Figure 18. Belief of change in buyer behaviour towards Chanel products (Runsbech & Sjölin, 2011).
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Out of the 62,7%, which believed that the buyer behaviour could change, 54,2% (65)
of them believed it would affect the buyer behaviour in a negative way. Only 10,8%
(13) believed that the buyer behaviour would be affected in a positive way.

Figure 19. Direction of change in buyer behaviour towards Chanel products (Runsbech & Sjölin, 2011).
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This section will provide the analytical part of the thesis, which has been based on the results provided
by the quantitative survey. The first part discusses limitations with the survey answers, which might
affect the outcome of the analysis. The second part of this section has again been divided into two
different parts, according to the layout of the questionnaire – analysis of general questions and
analysis of the case study questions. Both parts have then been linked to the N-SEM to provide a
deeper analysis and understanding of the subject.

!
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Time passed and different recollections of the incidents are factors that need to be
taken into the calculation when analysing the results. The questions concerning
attitude towards the company before and after the specific incidents in the different
cases have been asked at a given moment in time, subsequently to the incidents.
The given answers will thus depend on the respondent’s present recollection of the
past incidents, and might therefore alter the answer depending of their individual
remembrance and associations of each specific case. The respondents might therefore
not either be able to give a completely neutral and unaffected answer, as the incidents
has already occurred and might have influenced their attitudes subconsciously.
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This section intend to analyse the first set of questions (question 1 to 13) in order to
determine the importance of sponsorship and the effects on the sponsoring company,
in terms of attitudes and perception of the company’s image and reputation, through
the actions of the sponsored individual, team or event.
The first question was aimed towards determining the overall importance of
sponsorship and its effectiveness as a brand recognition tool. The results clearly
shows that a vast majority of the respondents are aware of a relationship between a
sponsor and sponsoring company, which demonstrates that sponsorship is a effective
and easy identifiable marketing tool for a company to promote itself and its associated
brand and image. Since 150 out of a 170 respondents (88,2%) were aware of a
sponsor relationship it can be made quite clear how a company can, through
additional media coverage and enabling the customers to experience the brand, gain
increased attention by the impact of associating itself with an external resource.
The second question aimed to identify whether or not customers have heard of an
incident between the sponsor and sponsoring company. Once again, the majority of
respondents, which were aware of a sponsor relationship, had also heard of an
incident involving the company and its sponsored individual, team or event. This
gives us an indication that although sponsorship achieves gaining attention and
awareness, it will not filter out bad publicity according to the company’s preference,
but the publicity will contain both good and bad aspects of the relationship. The
results also cohere with the argument of Argenti (1994, cited in Renkema & Hoeken,
1998:522), which implies that the probability of receiving negative publicity through
media is higher than the probability of receiving positive publicity.
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However, as the third question was designed to examine, there is a certain degree of
risk attached to transferring a company’s associations to an external individual or
event, as it requires a reduction in control over the company’s brand and image. This
is further elaborated by Lagae (2005:105), who claims that media often highlights
and/or enlarges a negative incident, which also might ignite rumours about the
sponsor relationship. Almost half of the respondents (46,9%), which had heard of an
incident, had reacted negatively initially, while only one fifth (21,3%) had reacted
positively. This could also give further proof to Renkema & Hoeken’s (1998:532)
argument that even the incident in itself can be forgotten, the reaction and initial
feeling towards the company is harder to eradicate. There is also a substantial risk that
the incident, if being negative, might wipe out any previously gained positive effects.
The first three questions demonstrate the consumer’s awareness of sponsorship and its
effectiveness but more importantly, shows that incidents within the relationship or by
one of the parts will affect the other. Particularly question three demonstrates that
consumers are more likely to react negatively towards an incident than positively, and
to some degree also implies that negative reactions towards an incident are more
likely to be remembered. The next section will further analyze if and how these
reactions affect the attitudes towards the sponsored as well as the sponsor, and if any
changes in perception towards either of them had occurred.
Question four and five are interlinked in the sense that question four examines
whether or not the consumer had experienced any change in attitude towards the
sponsored individual, team or event due to the incident, whereas question five
analyses in what way. Here the results point in the direction of a link between a
change in attitude and changing negatively. More than half of the respondents
(53,5%) said that they have experienced a change in attitude and most of them had
also changed their attitudes negatively towards the sponsored. There were also
respondents who answered that their attitude had change very negatively due to the
incident, while none had experienced a very positive change in attitude. Those who
had not experienced any change in attitude consequently skipped this question or
answered that they had been neutral towards the incident.
The negative change towards the sponsor can be explained by Nufer (2009:241-242)
who, as previously mentioned, suggest that actions and incidents of the sponsored will
through bad publicity cause damaging effects, which might also transfer to its
associations with the sponsoring company.
Question six and seven are as well interlinked but aims to analyse if and how any
changes in attitude towards the sponsoring company have occurred. Surprisingly, only
29,5% had experienced a change in attitudes towards the sponsoring company –
compared to the 53,5% that had experienced change in previous question.
The difference between changes in attitude towards the sponsored and the sponsoring
company, where many experienced a negative change in attitude toward the
sponsored but less or neutral change in attitude towards the sponsoring company,
indicates that the incident which causes the change in attitude is most likely to be
caused by the sponsored individual, team or event itself and exposes the sponsoring
company for potential risks, rather than the other way around where a sponsoring
company creates negative publicity, which could possibly affect the sponsored. This

44

also indicates that the probability of negative changes in attitudes is higher between
associations transferred from the sponsored to the sponsor than vice versa.
The results therefore agree with Dolphin’s (2003:176) argument that the limited
amount of control of the transferred associations between a sponsored and sponsor
involves a high degree of risk for the sponsoring company.
Question eight, nine and ten examines whether the management of the incident by the
sponsoring company affects the buyer behaviour of the consumer, and if so, in what
way.
The result indicates that there seems to be little, but some, impact on how the
sponsoring company manages the incident, whether it caused by the sponsored
individual, team or event or even by themselves. 40,5% of the respondents said that
how the incident had been managed had affected their attitude towards the company
and out of these approximately half had experience a negative change in attitude.
Only a small part had experienced any positive change in attitude, while the majority
had not experienced any change at all or consequently, experienced a neutral change.
This could indicate that the consumer is aware of the personal responsibility of the
sponsored individual, team or event towards the company and thus does not feel that
the sponsoring companies associations represent the incident or action occurred. It can
also imply that it does not necessarily matter how the incident in itself is managed as
the incident is external to the company and should thus be considered as a separate
entity, where associations through sponsoring or in other forms does not apply.
Furthermore, it could indicate that companies have done such well jobs in managing
the situations that the consumers has not even recognized that actions actually had
been taken to mitigate the incidents.
The N-SEM provides a framework to explain the possible steps of consumer attitude
changes towards a company due to negative exposure in relation to sponsorship. In
accordance to the first step in the N-SEM, which describes negative exposure and the
consequences it can cause for a company, the first questions of the study shows that
negative publicity and exposure often has an negative effect on costumers, but it does
not specify how or what the consequences these effects will have.
The second step of the N-SEM is linked to image transfer between the sponsored
object and the sponsor, which according to the model, can be a consequence of
negative exposure in relation to the sponsorship. The degree of image transfer can be
seen in the attitude change (step three) of the N-SEM, where a major change in
attitude suggests a high image transfer between the sponsored object and the sponsor,
while a small or no change in attitude suggests a low image transfer.
The third step of the N-SEM regards possible attitude changes. Questions six shows a
slight change in attitude towards the sponsor, which suggests that an image transfer
between the sponsored object and the sponsor has occurred, according to Renkema &
Hoeken’s (1998:532) previous assumptions about image transfer. The study also
suggests that a company’s crisis management surrounding an incident does not
influence costumers’ attitude towards the company.
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As a consequence of negative changes in consumer attitude, a negative change in
buyer behaviour could possibly be anticipated according to the N-SEM. The study
reveals some degree of change in buyer behaviour, which could be predicted from the
change in attitude demonstrated in previous question.
The N-SEM is developed to predict expected changes from the consumers, when a
company is involved in sponsorship contracts affected by negative exposure, such as
incidents or actions from the sponsored objects. As shown from the study, the
sponsorships negative exposure has influenced the costumers’ attitudes negatively and
as a consequence the buyer behaviour have been slightly altered. This demonstrates
the feasibility of the N-SEM and the linkage between the different steps in the model.
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The intention with this section is to further examine and analyse the case study
questions (question 14 to 24). The case study questions will help when analysing
specific buyer behaviour and specific attitude changes in connection to a certain case.
They will also be linked to the Negative Sponsorship-effect Model (N-SEM) and its
four different steps, to provide a further depth in the analysis.
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The first part of the case study regards the sponsor relationship between Nike and
Tiger Woods. The objective of the first question was to examine the general opinion
about Nike’s decision to proceed with the sponsorship of Tiger Woods despite the
incident. In this case there was no apparent opinion regarding the lasting contract.
Most of the respondents (34,6%) were neutral to the decision, which could indicate
that the incident did not influence the general opinion at all or the incident was not
extreme enough to have any influence. It could also imply that the general public did
not know about the incident or that the interest was low in this particular case.
Question 15 and 16 are linked and shows respondents attitude before and after the
described incident. Before the incident 45,1% of the respondents had a positive
attitude and 35,3 % had a neutral attitude towards Nike as a company. The following
question, which asked about the attitude towards Nike after the incident revealed that
only 28,8% of the respondents still had a good attitude and 44,4% now had a neutral.
This indicates a slight attitude change, which could be explained by the fact that Nike
decided to proceed with the contract.
Question 17 reflects the answers in question 16, which concerns the issue of changes
in buyer behaviour of Nike products. The slight change in attitude can barely be seen
to affect the buying behaviour of Nike products, where 85% of all respondents still
purchases Nike products. This implies that the incident with Tiger Woods have had
none or only slight effect on Nike’s sales. This could be explained by either good
crisis management from Nike’s behalf or that the incident did not have any impact on
Nike’s costumer base.
Linked to the first stage of the N-SEM, the exposure surrounding the Nike and Tiger
Woods case was substantially large in media since it involved the world’s best golf
player (at the time being) and one of the worlds largest sports companies. Regarding
46

the negative publicity aspect, the survey tends to display a limited negative exposure
for Nike. The fact that Nike continued their sponsorship-contract with Tiger Woods
has had little effect on the respondents. This would imply that the second step in the
N-SEM, regarding negative image transfer, would be limited, which would also imply
limited effects in the following steps.
The third and fourth step of N-SEM regards attitude changes and possible changes in
buyer behaviour. The survey shows a small attitude change from the respondents,
which had been anticipated due to the limited image transfer described in step two of
the N-SEM. This can further be confirmed by the last question, which shows a very
low change in buyer behaviour from the respondents as a result of the limited change
in attitude. The small changes in attitude and buyer behaviour can possibly be
explained by smart crisis management from Nike or low interest in the incident, or
other reasons, which the survey did not examine.
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The second case study concerns the sponsor relationship between Coca Cola and
Wayne Rooney, which recently ended due to an incident. The objective with this
particular case was to find differences in how consumer’s attitude changes when
companies decide to terminate sponsorship contracts while others might decide to
continue them, as the case of Nike and Tiger Woods.
Most respondents did not have any strong opinion, positive or negative, regarding the
termination of the sponsorship contract. The neutral response could indicate, as in the
Nike and Tiger Woods case, low interest from the general public’s point of view or
low awareness. It could also be a matter of association and exposure. If the link
between the sponsored and the sponsor are not clear enough, the consumers do not
connect them and the incident does not show any effect, positive or negative, at all.
The following two questions (question 19 and 20) are concerned with attitudes
towards Coca Cola before and after the incident. In this case the numbers are a bit
unclear. Before the incident 54,9% of the respondents had a neutral attitude and
31,4% had a good attitude. After the incident the neutral attitude has increased to
60,8% but the good attitude had decreased to 21,6%. The increase in the neutral
attitude and decrease in good attitude could possibly be explained by respondents
moving from good to neutral, which would indicate a slight negative attitude change
due to the negative response to the contract termination between Coca Cola and
Rooney. It could also be a matter of time and recollection, which was mentioned in
the beginning.
The last question in relevance to this case was about buyer behaviour, which the
attitude in the previous question should be an indicator of according to the N-SEM.
But when asked if the respondents had changed their purchasing behaviour due to the
incident, 95,4% of them answered no, although there had been a slight negative
movement in the attitude towards Coca Cola. This could be because of the type of
product type (fast-moving consumer goods) or it could also indicate that the consumer
attitude does not affect consumer-buying behaviour (although this would need far
more detailed research to confirm).
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Earlier in the analysis the findings and arguments of Renkema & Hoeken (1998:532)
have been presented, as they argue that incidents can be forgotten but initial opinions
regarding companies can be harder to eliminate. But this particular case (much like
the Nike and Tiger Woods case) reveals different findings, where incidents have hade
almost no effect at all on buyer behaviour.
Analysing the Coca Cola and Wayne Rooney case with the N-SEM can provide a
deeper understanding of the particular case. The negative exposure has been relatively
low, compared to the Nike and Tiger Woods-case (reasons mentioned above). This
initial stage in the N-SEM provides a direction of further development in the analysis.
The next section of questions concerns attitudes and buyer behaviour and gives a
puzzling set of answers, which shows a change in consumer attitude from positive to
negative. This would also imply a change in the buyer behaviour, according to NSEM, but the survey shows an opposite answer. 95,4% of the respondents had not
changed their buyer behaviour, which does not comply with the apparent attitude
change. As mentioned above, this could be because of the product category or
because of the strong brand.
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The Chanel and Kate Moss incident is distinct on many different levels compared to
the other two cases. First, the goods/products Chanel provides is a high-class fashion
brand, which on some levels might be defined as a high-involvement product.
Second, the incident with Kate Moss is very different from both Tiger Woods and
Wayne Rooney because of the scale of the crime and the reprisals it could have
caused. Because of these specific reasons, the last part of the case study questions has
been formulated in a more suitable way to match our respondents.
The first question (question 22) regards supposed attitude changes towards Chanel. In
this case most respondents believe that there would be no change (47,7%), while
35,3% believed that an incident like this could affect the attitude negatively. These
figures alone do not give much information, more then what the respondents believes.
But in relation to the next question (question 23), which concerns buyer behaviour, it
can give some indications about consumer beliefs and behaviour. 62,7% of the
respondents believed that buyer behaviour could be affected by incidents like this and
54,2% believe that the effect would be negative (question 24). This in contrast to the
earlier case questions, which indicated no affect on buyer behaviour after incidents,
could indicate that high-status or high involvement products/goods are more likely to
be affected by incidents of this kind (this needs further and deeper research to
confirm).
Because of the very specific context of this case, the results might disagree with the
other research of the survey. The first question regarding attitude change implies a
slightly negative change or no change at all, which according to the N-SEM would
suggest a small or no change in the buyer behaviour, which in this case is not true.
Most respondents believe in a negative alteration in buyer behaviour, which follows
the predicted pattern of negative attitude changes in the N-SEM. Since this is a
thought believe according to the respondents the answers in this particular case could
be questioned, or requires to be extensively analysed in a further survey or study.
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The last part of the case study contradicts previous answers that were given in the
general questions (question 6), which concerned attitudes towards companies
involved in sponsorship incidents in general. This is why more research is needed to
gain a clearer view of the issues regarding attitudes and buyer behaviour in relation to
sponsorship and incidents.
Like mentioned earlier, Lagae (2005:105), claims that media often emphasizes and/or
increase a negative incident, which could be a major reason for consumer attitudes
and buyer behaviour to change. Negative media exposure could be argued to be in
positive correlation with negative consumer attitudes (this requires extensive
analytical tests to prove) whereas the greater scale of the incident generates an
increase in negative media exposure, and thus affects the consumer’s attitude towards
the concerned brand.
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The final section of the thesis will conclude and discuss the findings of the research and summarize the
connections that can be drawn from the analysis. The conclusion will also identify areas not analysed
in this specific study and can thus be subject to further research.

F.-&3R,)T,,R'*&
The objective of this thesis was to identify and describe how a sponsoring company’s
image and reputation can be affected by negative behaviour by the sponsored
resource. From the results of the study we can examine whether any negative
connections or associations can be transferred to the sponsoring company and thereby
change consumer attitudes towards the company, and if and how it might affect
consumer buyer behaviour.
In order to achieve the objective, a new model has been developed from different
aspects of already established and acknowledged models in the field of sponsorship.
The Sponsorship portfolio model, A-ERIC model and the Image creation and image
transfer model has been used as a foundation for the development of the Negative
Sponsorship Effects Model (N-SEM).
The N-SEM has been used to analyse and compare the results of the performed
quantitative study with the assumptions and theoretical underpinnings of the different
steps in the model. The first step of the model determines the intensity and extent of
negative exposure facing the sponsoring company, due to negative behaviour by the
sponsored. The following steps of the model are dependent of the outcome of the
negative exposure, how the associations are transferred and its effects on customer
attitude and buyer behaviour.
According to each individual step of the model, the results provide different
indications, which both comply and diverge from the preconceived understandings of
the subject.
The results shows a clear indication that sponsoring relationships are exposed to
media attention and observed by the general public. Therefore, a high awareness of
sponsoring relationships and related incidents can be concluded. Furthermore, the
likelihood of negative exposure seems to be far greater than the probability of positive
exposure, as the results indicate a greater remembrance of incidents, which is more
likely to cause negative associations than positive ones. The results therefore coincide
with the first step of the N-SEM, which argues that negative exposure results in
negative associations.
The second step of the N-SEM suggests that negative exposure creates negative
associations, which increases the risk of image transfers from the sponsored resource
to the sponsoring company. However, the results demonstrate that only a slight
transferral of associations from the sponsored to the sponsor occurs, as the feelings
towards the sponsoring company remain relatively neutral despite the incident. The
second step of the N-SEM provides an explanation to if, and how, any changes in
consumer attitude towards the sponsoring company might emerge due to its
associations, which might transfer from the sponsored, due to negative exposure.
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These potential changes in attitude are sought to be identified and described in the
third step of the N-SEM. The results gives an indication towards a limited change in
attitude, and that the potential changes towards a negative attitude is substantial
enough to be considered as a potential risk for the company. The possible changes in
negative attitude are also more likely to have a bigger impact on the sponsoring
company as image transfer more often shift from sponsored to sponsor than vice
versa, and that there is a bigger risk involved for the sponsor as it usually is the
sponsored who is subject to negative publicity due to incident exposure.
Finally, the forth step of the N-SEM strives to determine whether or not the negative
attitude change, due to image transfer from negative exposure, affects the buyer
behaviour of the customer, and if so, in what direction. According to the results of the
research, only a very limited change in buyer behaviour can be shown as a result of
the change in attitude. Despite the slight change in buyer behaviour, the results tend to
show a negative change rather than positive, which once again, should be taken into
consideration by the sponsoring company when facing sponsorship related issues.
The decision to include both general questions and case specific questions reveals that
the change in attitude, which consequently affects change in buyer behaviour, are
generally greater when put in association with a context, which the case questions
provide. The media exposure of the incident determines the extent of image transfer
and thus, subsequently the degree of possible change in attitude of the consumer and
the potential alteration in buyer behaviour.
The N-SEM provides a framework for identifying the steps and interdependencies of
the different aspects involved in a sponsoring relationship, which has been exposed to
negative publicity through the actions or behaviour of the sponsored. However, it
should be clarified that the N-SEM only provides a basic interpretation of the concept
and a starting point for future development.
Further research of the area is required to provide an extensive understanding of the
topic. The following section will highlight some possible areas of research, which can
be conducted in further studies.
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As mentioned continuously throughout the thesis, there are many aspects involved
with sponsorship and the effects of negative publicity. This thesis has been limited to
a national scope and with a focus on consumer attitude changes. Therefore, a similar
study might be conducted in a different country, with different respondents to
evaluate if any differences can be identified due to the specific characteristics of the
context. Furthermore, a similar study could be conducted with the perspective of
companies instead of consumers or even by analysing the responses of possible
sponsored individuals. It could also be interesting to research different type of
sponsoring relationships and analyse different product categories. Conclusively, a
research could be performed in order to determine if there are any differences in
attitude changes between product-based companies involved in sponsorships or
service-based companies.
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Sponsorship effects
1. Questionnaire
This questionnaire has been design to increase knowledge about sponsor relationships and effects of the sponsored
behaviour on the sponsoring company. The questionnaire will analyse the responses of individual experiences and
their familiarity to given examples taken from reality. The questionnaire will be part of our thesis which finalises our
bachelor in European Business.
Please tick the appropriate box. Only tick one choice if other has not been stated. Also, please pay attention to the
difference in “Sponsor” i.e the sponsoring company and “Sponsored” i.e the team, event or individual being sponsored.

* 1. Are you aware of any sponsorship between a company and a personality, team,
event or other?
j
k
l
m
n

j
k
l
m
n

Yes

No

* 2. Have you ever heard of an incident which might have affected the relationship
between sponsor and sponsored?
j
k
l
m
n

j
k
l
m
n

Yes

No

3. In what way would you best describe your initial reaction to the incident? (Please
tick all appropriate answers)
c
d
e
f
g

Neutral

c
d
e
f
g

Negative

c
d
e
f
g

Positive

c
d
e
f
g

Sceptic

c
d
e
f
g

Surprised

Other (please specify)

4. Did your attitude towards the sponsored individual, team or event change in any
way after the incident?
j
k
l
m
n

j
k
l
m
n

Yes

No

5. If so, in what way?
Very negatively

Negatively

Neutral

Positively

Very positively

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

Attitude

6. Did your attitude towards the sponsoring company change in any way after the
incident?
j
k
l
m
n

j
k
l
m
n

Yes

No

7. If so, in what way?
Attitude

Very negatively

Negatively

Neutral

Positively

Very positively

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

Sponsorship effects
8. Do you believe that the reaction of the sponsoring company and the way the
incident was managed changed your attitude towards the company?
j
k
l
m
n

j
k
l
m
n

Yes

No

9. If so, in what way?
Attitude

Very negatively

Negatively

Neutral

Positively

Very positively

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

10. Do you believe that the management of the incident affected your buyer
behaviour?
j
k
l
m
n

I stopped buying their products

j
k
l
m
n

I tried to substitute their products

j
k
l
m
n

I switched to other brands completely

j
k
l
m
n

No, not at all

11. Did you have any previous perceptions/thoughts connected to the sponsoring
company?
j
k
l
m
n

j
k
l
m
n

Yes

No

12. If yes, which ones? (Please tick all appropriate answers)
c
d
e
f
g

Respect

c
d
e
f
g

Extreme

c
d
e
f
g

Honour

c
d
e
f
g

Quality

c
d
e
f
g

Integrity

c
d
e
f
g

Status

c
d
e
f
g

Passion

c
d
e
f
g

Youthful

c
d
e
f
g

Value

c
d
e
f
g

Energy

13. In what way has your previous perceptions/thoughts of the sponsoring company
changed due to the incident?
Change

Very negatively

Negatively

Neutral

Positively

Very positively

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

Sponsorship effects
2. Examples
The following questions will be based on actual examples taken from reality. The examples will be shortly described
followed by questions related to them.
In 2008 Tiger Woods and Nike continued their golf- and sportswear sponsorship although other sponsors terminated their sponsor
relationships with Tiger Woods due to his alleged unfaithfulness.

* 1. To what extent do you agree with Nike’s decision to continue their relationship
with Tiger Woods?
Opinion

Strongly disagree

Disagree

Neutral

Agree

Strongly agree

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

* 2. What was your attitude towards Nike’s desired associations before the incident
involving Tiger Woods?
Attitude

Very bad

Bad

Neural

Good

Very good

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

* 3. What was your attitude towards Nike’s desired associations after the incident
involving Tiger Woods?
Attitude

Very bad

Bad

Neutral

Good

Very good

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

* 4. Did your buyer behaviour change in any way after the Tiger Woods incident in
terms of Nike’s products?
j
k
l
m
n

Yes, I stopped buying their products

j
k
l
m
n

Yes, I tried to substitute their products when possible

j
k
l
m
n

Yes, I switched to other brands completely

j
k
l
m
n

Yes, it made me think twice before purchasing a product from that brand

j
k
l
m
n

No, not at all

2010 Coca Cola discontinued the sponsorship contract with Wayne Rooney due to his unfortunate choice of word during a Manchester
United football game.

* 5. To what extent do you agree with Coca Cola’s decision to terminate their
relationship with Wayne Rooney?
Opinion

Strongly disagree

Disagree

Neutral

Agree

Strongly agree

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

* 6. What was your attitude towards Coca Cola’s desired associations before the
incident involving Wayne Rooney?
Attitude

Very bad

Bad

Neutral

Good

Very good

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

* 7. What was your attitude towards Coca Cola’s desired associations after the
incident involving Wayne Rooney?
Attitude

Very bad

Bad

Neutral

Good

Very good

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

Sponsorship effects

* 8. Did your buyer behaviour change in any way after the Wayne Rooney incident in
terms of Coca Cola’s products?
j
k
l
m
n

Yes, I stopped buying their products

j
k
l
m
n

Yes, I tried to substitute their products when possib

j
k
l
m
n

Yes, I switched to other brands completely

j
k
l
m
n

Yes, it made me think twice before purchasing a product from that brand

j
k
l
m
n

No, not at all

Chanel terminated the sponsorship contract with Kate Moss 2005 after alleged drug use, which attracted great media attention.

* 9. How do you believe Chanel´s image has been affected after the incident by being
associated with Kate Moss?
Very negatively

Negatively

Neutral

Positively

Very positively

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

Affect

* 10. To the best of your knowledge, do you believe that buyer behaviour of such a
high status brand can be affected by such incidents?
j
k
l
m
n

j
k
l
m
n

Yes

No

11. If so, in what way?
Affect

Very negatively

Negatively

Neutral

Positively

Very positively

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n

j
k
l
m
n
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3.

* 1. Sex?
j
k
l
m
n

Male

j
k
l
m
n

Female

* 2. Age?
Years
Thank you for your participation!

6

Sponsorship effects

1. Are you aware of any sponsorship between a company and a personality, team, event or other?
Response

Response

Percent

Count

Yes

88,2%

150

No

11,8%

20

answered question

170

skipped question

0

2. Have you ever heard of an incident which might have affected the relationship between sponsor and
sponsored?
Response

Response

Percent

Count

Yes

81,2%

138

No

18,8%

32

answered question

170

skipped question

0

1 of 11

3. In what way would you best describe your initial reaction to the incident? (Please tick all appropriate answers)
Response

Response

Percent

Count

Neutral

34,2%

53

Negative

46,5%

72

Positive

21,3%

33

Sceptic

11,0%

17

Surprised

16,8%

26

Other (please specify)

1

answered question

155

skipped question

15

4. Did your attitude towards the sponsored individual, team or event change in any way after the incident?
Response

Response

Percent

Count

Yes

53,5%

84

No

46,5%

73

answered question

157

skipped question

13

5. If so, in what way?
Very
negatively

Attitude

13,3% (15)

Negatively

54,0% (61)

2 of 11

Neutral

29,2%
(33)

Positively

3,5% (4)

Very

Rating

Response

positively

Average

Count

0,0% (0)

2,23

113

answered question

113

skipped question

57

6. Did your attitude towards the sponsoring company change in any way after the incident?
Response

Response

Percent

Count

Yes

29,5%

46

No

70,5%

110

answered question

156

skipped question

14

7. If so, in what way?
Very
negatively

Attitude

8,0% (7)

Negatively

31,0% (27)

Neutral

Positively

44,8%

13,8%

(39)

(12)

Very

Rating

Response

positively

Average

Count

2,3% (2)

2,71

87

answered question

87

skipped question

83

8. Do you believe that the reaction of the sponsoring company and the way the incident was managed changed
your attitude towards the company?
Response

Response

Percent

Count

Yes

40,5%

62

No

59,5%

91

answered question

153

skipped question

17

3 of 11

9. If so, in what way?
Very
negatively

Attitude

2,2% (2)

Negatively

40,2% (37)

Neutral

Positively

38,0%

16,3%

(35)

(15)

Very

Rating

Response

positively

Average

Count

3,3% (3)

2,78

92

answered question

92

skipped question

78

10. Do you believe that the management of the incident affected your buyer behaviour?
Response

Response

Percent

Count

I stopped buying their products

1,9%

3

I tried to substitute their products

21,3%

33

1,3%

2

75,5%

117

answered question

155

skipped question

15

I switched to other brands
completely
No, not at all

11. Did you have any previous perceptions/thoughts connected to the sponsoring company?
Response

Response

Percent

Count

Yes

48,1%

75

No

51,9%

81

answered question

156

skipped question

14

4 of 11

12. If yes, which ones? (Please tick all appropriate answers)
Response

Response

Percent

Count

Respect

38,3%

31

Honour

9,9%

8

Integrity

23,5%

19

Passion

19,8%

16

Value

46,9%

38

Extreme

4,9%

4

Quality

69,1%

56

Status

35,8%

29

Youthful

12,3%

10

Energy

21,0%

17

answered question

81

skipped question

89

13. In what way has your previous perceptions/thoughts of the sponsoring company changed due to the
incident?
Very
negatively

Change

5,0% (7)

Negatively

17,9% (25)

5 of 11

Neutral

71,4%
(100)

Positively

5,7% (8)

Very

Rating

Response

positively

Average

Count

0,0% (0)

2,78

140

answered question

140

skipped question

30

14. To what extent do you agree with Nike’s decision to continue their relationship with Tiger Woods?
Strongly
disagree

Opinion

7,8% (12)

Strongly

Rating

Response

agree

Average

Count

Disagree

Neutral

Agree

17,6%

34,6%

28,8%

11,1%

(27)

(53)

(44)

(17)

3,18

153

answered question

153

skipped question

17

15. What was your attitude towards Nike’s desired associations before the incident involving Tiger Woods?

Attitude

Very bad

Bad

0,0% (0)

2,6% (4)

Very

Rating

Response

good

Average

Count

Neural

Good

35,3%

45,1%

17,0%

(54)

(69)

(26)

3,76

153

answered question

153

skipped question

17

16. What was your attitude towards Nike’s desired associations after the incident involving Tiger Woods?

Very bad

Attitude

2,0% (3)

Very

Rating

Response

good

Average

Count

Bad

Neutral

Good

13,7%

44,4%

28,8%

11,1%

(21)

(68)

(44)

(17)

6 of 11

3,33

153

answered question

153

skipped question

17

17. Did your buyer behaviour change in any way after the Tiger Woods incident in terms of Nike’s products?

Yes, I stopped buying their

Response

Response

Percent

Count

0,7%

1

3,9%

6

0,7%

1

9,8%

15

85,0%

130

answered question

153

skipped question

17

products
Yes, I tried to substitute their
products when possible
Yes, I switched to other brands
completely
Yes, it made me think twice before
purchasing a product from that
brand
No, not at all

18. To what extent do you agree with Coca Cola’s decision to terminate their relationship with Wayne Rooney?
Strongly
disagree

Opinion

6,5% (10)

Disagree

Neutral

Agree

20,9%

37,9%

28,8%

(32)

(58)

(44)

7 of 11

Strongly

Rating

Response

agree

Average

Count

5,9% (9)

3,07

153

answered question

153

skipped question

17

19. What was your attitude towards Coca Cola’s desired associations before the incident involving Wayne
Rooney?

Attitude

Very bad

Bad

2,6% (4)

2,0% (3)

Neutral

Good

54,9%

31,4%

(84)

(48)

Very

Rating

Response

good

Average

Count

9,2% (14)

3,42

153

answered question

153

skipped question

17

20. What was your attitude towards Coca Cola’s desired associations after the incident involving Wayne Rooney?

Attitude

Very bad

Bad

2,6% (4)

6,5% (10)

Neutral

Good

60,8%

21,6%

(93)

(33)

8 of 11

Very

Rating

Response

good

Average

Count

8,5% (13)

3,27

153

answered question

153

skipped question

17

21. Did your buyer behaviour change in any way after the Wayne Rooney incident in terms of Coca Cola’s
products?
Response

Response

Percent

Count

Yes, I stopped buying their

0,0%

0

2,0%

3

0,7%

1

2,0%

3

95,4%

146

answered question

153

skipped question

17

products
Yes, I tried to substitute their
products when possib
Yes, I switched to other brands
completely
Yes, it made me think twice before
purchasing a product from that
brand
No, not at all

22. How do you believe Chanel´s image has been affected after the incident by being associated with Kate Moss?
Very
negatively

Affect

3,3% (5)

Negatively

35,3% (54)

9 of 11

Neutral

47,7%
(73)

Positively

9,8% (15)

Very

Rating

Response

positively

Average

Count

3,9% (6)

2,76

153

answered question

153

skipped question

17

23. To the best of your knowledge, do you believe that buyer behaviour of such a high status brand can be
affected by such incidents?
Response

Response

Percent

Count

Yes

62,7%

96

No

37,3%

57

answered question

153

skipped question

17

24. If so, in what way?
Very
negatively

Affect

9,2% (11)

Negatively

Neutral

Positively

24,2%

10,8%

(29)

(13)

54,2% (65)

Very

Rating

Response

positively

Average

Count

1,7% (2)

2,42

120

answered question

120

skipped question

50

25. Sex?
Response

Response

Percent

Count

Male

48,0%

73

Female

52,0%

79

answered question

152

skipped question

18

10 of 11

26. Age?

Years

11 of 11

1

2

3

4

5

6

0,0%

0,0%

0,0%

0,0%

0,0%

0,0%

(0)

(0)

(0)

(0)

(0)

(0)

0,0%

