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1. Introduction 

1.1 Research problem and overall contribution 

1.1.1 Research background 

The past decades have seen companies increasingly target consumers through 

indirect forms of marketing, such as product placement, social media 

marketing, and particularly sponsorship (Cornwell, 2014; 2019). As consumers 

often seek to avoid commercial stimuli (Milosavljevic & Cerf, 2008), 

traditional forms of marketing like TV advertising have become less and less 

effective as an instrument for companies to reach their audiences. Therefore, 

companies instead look to embed their brands in enjoyable contexts like TV 

shows, video games, or sport events. As a result, worldwide spending on 

sponsorship has risen to $ 62.8 billion in 2017, with sport sponsorship 

accounting for around 70 % of the total sponsorship expenditures in North 

America (International Events Group, 2018). Along with the expenditures 

dedicated to sponsorship managers are under increasing pressure to justify 

these considerable investments by providing data on the effectiveness of 

sponsorship (Jensen & Cobbs, 2014). However, measuring sponsorship returns 

is a complicated task and remains one of the greatest challenges in sponsorship 

research (Crompton, 2004; Meenaghan & O’Sullivan, 2013; O’Reilly & 

Madill, 2009). 

Unlike for example, TV ads, indirect marketing instruments have a 

limited capability to communicate complex advertising messages (Cornwell, 

2008). Instead, they are designed to influence consumers’ brand attitudes and 

preferences through incidental brand exposure without disrupting the pleasant 

experience that the brands are embedded in (Meenaghan & O’Sullivan, 2013). 

To describe this purpose of sponsorship as a marketing tool for companies, 

Cornwell (1995; 2008) coined the term “sponsorship-linked marketing” which 

is defined as “the orchestration and implementation of marketing activities for 

the purpose of building and communicating an association to a sponsorship” 

(Cornwell, 1995, p. 15). For example, during a sport event, sponsors may 

present their messages to live spectators or viewers watching TV broadcasts on 

signage surrounding the field or on athletes’ clothing. Through this peripheral 
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presentation of brands sponsorship-linked marketing can tap into consumers’ 

emotional experience and provoke an automatic processing of the brand 

messages presented (Herrmann, Corneille, Derbaix, Kacha, & Walliser, 2014). 

While this allows sponsorship-linked marketing to overcome critical 

communication barriers in an information-overloaded attention economy, the 

underlying communication process is significantly different from traditional 

marketing communication (Cornwell, 2014; Meenaghan & O’Sullivan, 2013), 

and findings from the general marketing literature cannot be simply applied in 

these contexts. 

Consequently, along with the increased use of sponsorship as a marketing 

tool, researchers have discovered sponsorship as a relevant field of study, and 

the body of knowledge on sponsorship-related topics continues to grow fast 

(Cornwell 2014; 2019; Cornwell & Maignan, 1998; Walliser, 2003). One 

major line of research has focused on audience response and attempts to 

understand how sponsorship information is processed in the minds of 

consumers (see Kim, Lee, Magnusen, & Kim, 2015 for a meta-analytic 

review). Numerous studies have examined how sponsorship-linked marketing 

can contribute to cognitive outcomes like sponsor brand recall (e.g., Breuer & 

Rumpf, 2012; Cornwell & Relyea, 2000; Johar & Pham, 1999; Olson & 

Thjømøe, 2009; 2011; Pope & Voges, 1997; Wakefield, Becker-Olsen, & 

Cornwell, 2007), to brand image-related outcomes like sponsor brand 

preference, personality, or attitude (e.g., Becker-Olsen & Simmons, 2002; 

Donahay & Rosenberger, 2007; Gwinner & Eaton, 1999; Gwinner, Larson, & 

Swanson, 2009; Olson & Thjømøe, 2003), and to conative outcomes like 

behavioral intentions or consumer behavior (e.g., Dees, Bennett & Villegas, 

2008; Olson & Thjømøe, 2009, Rumpf & Breuer, 2018). 

Remarkably though, the majority of research on sponsorship effects has 

examined sponsor-sponsee-dyads. Despite calls for more research on the 

potential effects of concurrent sponsorship by more than one brand (e.g., 

Carrillat, Harris, & Lafferty, 2010; Cornwell, Weeks, & Roy, 2005), the vast 

majority of studies to date have focused on the effects of a sponsee on a single 

sponsor brand, while ignoring the potential interplay between concurrent 

sponsors. 
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In practice, however, sport events are rarely sponsored exclusively by just 

one brand. Instead, in the context of sport events, consumers are typically 

exposed to multiple brand messages from several sponsoring brands at the 

same time (Groza, Cobbs, & Schaefers, 2012; Ruth & Simonin, 2003; 2006). 

In these concurrent sponsorship environments, the logos of sponsoring brands 

are simultaneously presented to consumers, often through side-by-side signage 

or information relayed by media about the event and its sponsors (Ruth & 

Simonin, 2003; 2006). For example, seven official FIFA (Fédération 

Internationale de Football Association) partners were featured prominently 

during the 2018 FIFA World Cup (Fédération Internationale de Football 

Association [FIFA], 2018) and 14 different companies are included in the “Top 

Olympic Partner Programme” of the International Olympic Committee 

(International Olympic Committee [IOC], 2020). 

Compared to single-sponsor settings in which consumers are exposed to 

messages from only one sponsor, environments which involve multiple 

concurrent sponsors are significantly more complex. In a single-sponsor 

setting, the effectiveness of a sponsorship is essentially determined by the 

characteristics of the sponsor and of the sponsee. Meanwhile, the indirect 

nature of sponsorship-linked marketing may have important implications for 

the analysis of concurrent sponsorship environments and the influence of 

simultaneously presented brands on sponsorship outcomes.Sponsor messages 

that are embedded into, for example, the live broadcast of a sport event, are 

presented incidentally to consumers. Therefore, they typically only receive a 

small share of consumers' attention, as viewers will mostly pay attention to the 

event action (d'Ydewalle & Tasmin, 1993). From the perspective of a sponsor 

brand, the presence of concurrent sponsors could further divert viewers' 

attention away from their own signage, which would in turn result in a lower 

chance for an accurate sponsor recall (Breuer & Rumpf, 2012). As a result, 

concurrently visible sponsors could be considered a threat to the effectiveness 

of the brand’s sponsorship. 

Under certain circumstances, however, brands could also benefit from 

concurrent sponsors. For example, if the visual properties of the concurrent 

sponsors’ signage accentuate a sponsor’s logo, they could make it “pop out” to 
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viewers, thus increasing its capacity to attract their visual attention. Because 

attention to brand information is necessary for the creation and strengthening 

of brand associations in consumers' minds (Keller, 1993), the presence and the 

characteristics of concurrent sponsors may have important implications for any 

further processing of brand messages. 

One central tenet of sponsorship-linked marketing is that the incidental 

exposure of brands at, for example, an event can bring about a transfer of 

favorable brand associations and positive emotions from the sponsored 

property toward the brand (Cornwell, 2014; Gwinner & Eaton, 1999). Similar 

to the sponsor brand becoming associated with the event, the concurrent 

presence of multiple sponsors may also lead to the creation of links between 

these brands in consumers’ minds. Therefore, just like elements of the event 

image may spill over to the sponsor brands, concurrent sponsorship 

environments could also allow for intra-brand effects, such as a transfer of 

associations and feelings among the different sponsor brands in the mind of the 

consumers. In other words, it appears possible that a brand’s image or 

consumers’ emotional reactions toward the brand could very well rub off on a 

concurrent sponsor. The presence of controversial brands as concurrent 

sponsors may therefore have negative effects on a sponsor brand (Cornwell et 

al., 2005), but the presence of concurrent sponsors could also be beneficial 

through a transfer of favorable image attributes between concurrently visible 

brands, or effects on consumer preferences for the sponsor brand. Such intra-

brand effects would have important implications for the effectiveness of 

sponsorship-linked marketing in brand building and arguably complicate the 

ex-ante assessment of sponsorship outcomes. 

In the literature related to sponsorship-linked marketing, the presence of 

multiple concurrent sponsors has most often been examined with regard to its 

effect on sponsor identification (e.g., McAlister, Kelly, Humphreys, & 

Cornwell, 2012; Wakefield et al., 2007; Wakefield & Bennett, 2010; Walraven, 

Bijmolt, & Koning, 2014), the evaluation of the sponsored event (Ruth & 

Simonin, 2003; 2006), or attention for sponsor signage (Breuer & Rumpf, 

2012; 2015). To date, there are only a few studies that have considered image 

transfer effects between concurrent sponsors (e.g., Carrillat et al., 2010; 
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Carrillat, Solomon, & d'Astous, 2015; Cobbs, Groza, & Rich, 2015; Gross & 

Wiedmann, 2015). While these studies provide an important foundation for 

understanding image spillover effects between concurrent sponsors, their 

designs barely reflect the indirect nature of sponsorship-linked marketing. 

Respondents were typically informed explicitly about concurrent sponsorship 

setups through forced-exposure designs which involved, for example, 

brochures containing sponsorship information. This may result in a lack of 

external validity as it does not recreate the typical, embedded brand exposure 

and peripheral processing which is characteristic for sponsorship-linked 

marketing. 

To summarize, although the simultaneous exposure to multiple brands 

could have significant implications for consumers’ processing of sponsorship 

messages, knowledge regarding the interplay of multiple concurrent sponsors 

associated with the same property is very limited. That is the starting point for 

this thesis which attempts to contribute to the sponsorship literature by 

answering the question of how the properties of concurrent sponsors influence 

consumer-focused sponsorship outcomes. 

1.1.2 Contribution 

This thesis aims to close a gap in the literature on sponsorship-linked 

marketing effects by empirically examining how concurrent sponsorship 

environments could influence consumer-focused outcomes of event 

sponsorship in terms of (1) viewer attention, (2) sponsor brand image transfer, 

and (3) sponsor brand-related feelings. Chapters 2 to 4 have been published as 

scientific papers in peer-reviewed journals. Each of these chapters seeks to 

contribute to the current body of knowledge by focusing on a different outcome 

and the respective level of sponsor information processing. Chapter 2 examines 

how the visual properties of concurrent sponsors influence visual attention to 

sponsor signage. Chapters 3 and 4 relate to the further processing of sponsor 

information by focusing on a spillover of brand associations (chapter 3) and the 

influence of concurrent sponsors on emotional brand response and brand 

attitude (chapter 4). 



1. Introduction 

6 

 

The thesis at hand further seeks to fill a void in the research on 

concurrent sponsor information processing by creating study designs which 

involve close-to-realistic sponsorship exposure. Multiple researchers have 

called for studies that create more natural exposure environments and allow for 

the immersive experience that sport events typically offer (Breuer & Rumpf, 

2012; Carrillat et al., 2015; Gross & Wiedmann, 2015). Therefore, all three 

studies included in this thesis employ novel incidental exposure designs and 

extend the use of manipulated stimuli in sponsorship research by introducing a 

variety of new stimuli which let participants allocate their attention freely. 

Instead of the brochures used to communicate sponsorship information in 

previous studies, event sponsor information was digitally edited in different 

stimuli such as images (chapters 2 and 4), video clips (chapter 3), or press 

articles (chapter 4). These designs offer greater validity by adequately 

reflecting the often peripheral nature of sponsor brand messages in the context 

of a sport event, the limited amount of information provided on sponsor 

signage, and the minimal attention consumers typically devote to it. 

1.1.3 Structure 

The remainder of this thesis is structured in the following manner: The next 

section presents an overview of the relevant theoretical foundations for 

consumer-based effects of sponsorship. The customer-based brand equity 

model is introduced. Further, an overview of existing research related to the 

main research question is provided and discussed, the gaps in the existing 

literature are highlighted, and the overall aim of the study is broken down into 

three specific research questions. The introduction concludes with a brief 

summary of the three papers included in this dissertation.  

The three sections thereafter represent the main body of the thesis at 

hand. Chapter 2 presents an experimental analysis of the influence that 

concurrent sponsors have on viewers’ attention for sponsor signage. Chapter 3 

applies an experimental approach to examine spillover effects of brand 

personality traits and brand attitudes between concurrent sponsors in a close-to-

realistic setting. Chapter 4 presents an analysis of the link between the feelings 

related to a sponsor and its co-sponsors, as well as their association with brand 
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attitudes. The thesis closes with chapter 5, which provides a conclusion and an 

outlook on avenues for future research. 

1.2 Theoretical background and literature review 

1.2.1 Consumer-focused effects of concurrent sponsorship 

Much of the research on consumer-focused outcomes of sponsorship builds on 

the associative memory model, which describes memory as a set of stored 

pieces of information – so called nodes – which are connected by links of 

varying strength (Anderson, 1983). Activation of a node can spread through the 

network if it exceeds a certain threshold level, so that memory encoded in 

linked nodes is recalled. The stronger the links between nodes are, the quicker 

this spreading activation occurs (Keller, 1993). 

Applied to the context of branding, brand associations can be regarded as 

a set of linked nodes which are activated as soon as the consumer thinks about 

the brand, with stronger associations being more easily recalled (Keller, 1993). 

However, this network of associations is not static. Brand associations in 

consumers’ minds can be created or strengthened through brand experience 

(Gwinner et al., 2009), for example through product usage, but also through 

exposure to sponsor signage of the brand during a sport event. 

This view is closely linked to the concept of customer-based brand equity 

(CBBE), as discussed in the marketing literature by Keller (1993; 2001; 2009). 

Keller (2009) defines customer-based brand equity as “the differential effect 

that consumer knowledge about a brand has on their response to marketing for 

that brand” (p. 142). A high level of brand equity is linked to numerous 

advantages for the company, such as enhanced consumer loyalty or the ability 

to charge a price premium for their products or services (Keller, 2003). 

According to this definition, brand equity is fundamentally defined by the 

brand knowledge in consumers’ minds, which is created through marketing 

programs and activities (Keller, 2009). 

The customer-based brand equity model describes brand awareness and 

brand image as the two fundamental components in the creation of brand 

knowledge (Keller, 1993). In the terms of the associative network memory 

model (Anderson, 1983) generating brand awareness represents the creation of 
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a node in consumer memory which represents the brand. The creation of brand 

awareness, as represented by consumers’ ability to recall the brand, is the first 

in a series of successive steps that build on each other toward the creation of 

brand equity (Keller, 1993; 2001; 2009). Importantly, brand awareness 

provides the foundation for the development of brand equity, because it is 

crucial for the formation and strength of the associations with the brand, which 

in their entirety make up the brand image (Keller, 2001). 

Brand image encompasses the entirety of consumers’ perceptions and 

preferences related to the brand (Keller, 2009). Creating strong, favorable, and 

unique brand associations contributes to more favorable brand responses, 

which ultimately results in greater loyalty and attitudinal attachment in 

consumers (Keller, 1993; 2001). Brand associations, for example personality 

traits which consumers associate with the brand, are represented by nodes in 

the brand network. These associations can be influenced when the brand is 

linked with, for example, a celebrity through an endorsement, or with a sport 

event via a sponsorship, as the associations linked to the celebrity or event in 

consumers’ minds are transferred to the brand (Gwinner & Eaton, 1999). In 

Keller’s terms, the sum of associations linked to a brand is also referred to as 

brand meaning, consistent with McCracken’s (1989) model of brand meaning 

and how it can transfer during the celebrity endorsement process. Based on a 

fitting brand meaning, favorable brand responses can be elicited, such as 

positive judgments and feelings, which ultimately influence consumer behavior 

in favor of the brand (Keller, 2001). 

Keller (2001) distinguishes two routes to brand building, with the 

creation of favorable performance perceptions and subsequent positive 

product-related judgments reflecting a rational route toward positive brand 

resonance. In contrast, the establishing of suitable brand imagery and resulting 

positive feelings in Keller’s terms represents the emotional route. The 

sponsorship literature has provided strong evidence that sponsorship-linked 

marketing, through its influence on consumers’ awareness, image, and liking of 

brands, has the capability to exert a significant influence on customer-based 

brand equity, particularly via the emotional route to brand building (e.g., 

Cornwell et al., 2005; Cornwell, 2014). 
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To date, the role of concurrent sponsors has been widely disregarded in 

sponsorship literature, although it appears plausible that it could impact the 

consumer-focused outcomes of event sponsorship in three ways: First, the 

presence of concurrent sponsors and their visual characteristics may affect the 

amount of viewers’ visual attention a brand’s sponsor signage captures. 

Second, the brand imagery associated with a sponsor brand may be influenced 

by the concurrent presentation of multiple sponsors. Third, the feelings a 

sponsor brand evokes in consumers may have an impact on the feelings 

associated with concurrent sponsors. 

1.2.2 Visual attention 

Visual attention to sponsor brands represents a crucial prerequisite for further 

processing of the brands’ messages (e.g., Lardinoit & Derbaix, 2001; Lardinoit 

& Quester, 2001). After all, before consumers can process, store, and later 

retrieve sponsorship information, it first needs to be perceived. Signage that 

bears the sponsor’s message but fails to draw the audience’s attention does not 

have the capability to create brand awareness in viewers’ minds or influence 

consumers’ future behavior (Breuer & Rumpf, 2012; Lardinoit & Derbaix, 

2001; Lardinoit & Quester, 2001). 

Therefore, in order to be effective, sponsor signage needs to be perceived 

among the large amount of concurrently visible information consumers 

perceive when they attend a sport event or watch a sport broadcast. This 

includes the sporting action itself, but also concurrently visible sponsor 

messages. The amount of information consumers are faced with greatly 

exceeds the capacity they are able to process. 

The attention mechanism helps protect the visual system from 

information overload by processing a subset of visible objects (Palmer, 2002). 

In terms of the spotlight metaphor, the attentional focus is directed on selected 

objects in the visual field which are processed more efficiently than objects 

outside this spotlight of attention (e.g., LaBerge, 1983). Once an object has 

been processed, the attentional focus shifts to the next one (Palmer, 2002). 

Therefore, applied to sponsorship, sport viewers’ attentional resources are 

limited and, faced with such a cluttered environment, consumers frequently try 
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to avoid commercial messages (Milosavljevic & Cerf, 2008). Consequently, 

viewers watching sport broadcasts in particular were found to pay attention to 

just a small share of visible sponsorship information (Breuer & Rumpf; 2012; 

2015; d’Ydewalle & Tasmin, 1993). 

Breuer and Rumpf (2012; 2015) observed that a greater number of 

simultaneously visible sponsors reduces viewer attention for any individual 

brand. Meanwhile, they found that attention for a sponsor logo is a significant 

determinant of consumers’ ability to recall the respective brand from memory. 

These findings are consistent with research which showed that brand recall for 

logos on hockey jerseys was reduced for shirts with higher levels of advertising 

intensity (Mikhalitchenko, Tootelian, & Mikhailitchenko, 2012). Following 

this view, sponsors should prefer an environment of greater exclusivity for 

their signage to avoid distractions from their brand messages. If a sport 

environment is cluttered with a large number of sponsor logos, this means that 

each individual logo needs to compete for viewers' limited attentional 

capacities with the concurrently visible brands. Consequently, concurrent 

sponsors could be seen as a threat to a sponsoring brand, as they might draw 

viewers' attention away from the brand's signage. 

Previous research further revealed that viewer attention for sponsor 

signage is in large parts determined by its optical features. For example viewer 

attention can be increased through larger brand logos (Breuer & Rumpf, 2012), 

by using brighter colors, and through or some types of animated signage 

(Breuer & Rumpf, 2015). However, aside from the number of logos, previous 

studies did not consider the visual properties of concurrent sponsors and how 

they may influence the amount of attention a sponsor attracts. 

The two-component framework of attention (Itti & Koch, 2000; Treisman 

& Gelade, 1980) can be used to explain how the visual properties of concurrent 

sponsors can determine visual attention for sponsor signage. According to the 

two-component framework of attention, objects in the viewers’ field of vision 

can be processed in two different ways. They either receive visual attention 

through a top-down mechanism, which can be deliberately controlled by the 

viewer, with the result that only the most relevant information is selected to be 

consciously processed. Alternatively, objects can attract attention automatically 
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through a bottom-up mechanism which requires little to no cognitive resources 

and draws viewer attention towards the most salient objects in the field of 

vision (Parkhurst, Law, & Niebur, 2002; Pieters & Wedel, 2004). 

It appears unlikely that sponsor signage will be able to attract sport 

viewers’ top-down attention, which can be expected to be directed at the 

sporting action. Instead, the visual attention signage attracts will primarily be 

determined by its capability to draw viewers’ salience-based attention (Breuer 

& Rumpf, 2012). The allocation of this salience-based attention occurs very 

rapidly and whether an object in the visual field is attended is fundamentally 

determined by its visual properties, for example its color, intensity, or 

orientation in space (Itti & Koch, 2000). Based on all visual features, a saliency 

map is created in the viewer’s mind. The most salient object in the visual scene 

ultimately receives all visual attention, whereas less salient objects are 

disregarded (Itti & Koch, 2000; Peters, Iyer, Itti, & Koch, 2005). 

Notably, whether or not an object in the visual field draws viewers’ 

attention does not depend on its absolute visual features, but on the 

surrounding visual scene and the context it is embedded in (Nothdurft, 2000). 

A very different object in a field of otherwise similar objects appears to ‘pop 

out’ to the viewer’s eye, such as a single circle surrounded by triangles, and 

automatically draws attention to itself (Palmer, 2002). The saliency of that 

object increases further with greater levels of feature contrast, and vice versa. 

Importantly, the color contrast of a target relative to the surrounding objects is 

among the properties which determine its saliency (Nothdurft, 1993; 2000). 

Applied to sport event sponsorship, Breuer and Rumpf (2015) observed 

that color contrast can impact viewer attention for sponsor signage. Using eye-

tracking, they found that greater levels of color contrast between signage and 

the sport surroundings such as the playing field resulted in greater attention for 

the sponsor signage (Breuer & Rumpf, 2015).  

In the context of concurrent event sponsorship, it appears plausible that 

the visual features of adjacent sponsor signage could have a similar effect, as 

sponsor logos are typically surrounded by concurrent sponsors’ signage, for 

example on adjacent perimeter boards. Their saliency could therefore be 

increased or decreased based on the color contrast created by the 
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simultaneously visible sponsors. For example, a green sponsor brand could be 

more salient if it was placed next to red signage than if it was placed next to 

signage of the same color. In other words, the concurrent sponsor signage color 

may affect the amount of viewer attention each of the two sponsors receives. 

To summarize, it appears plausible that concurrently visible sponsor 

signage affects the effectiveness of sponsorship-linked marketing through its 

influence on viewers’ attention for sponsor signage. Nevertheless, the question 

of how the visual properties of concurrent sponsors’ logos affect the amount of 

attention sponsor signage can capture has not been examined so far. This leads 

to the formulation of Research Question 1: 

RQ1: How is viewer attention for sponsor signage affected by the visual 

characteristics of concurrent sponsor signage? 

1.2.3 Brand associations 

Sponsorship-linked marketing has the potential to contribute to brand images 

as it allows companies to associate themselves with a property, which results in 

an image transfer from the sponsored property towards the sponsor brand 

(Gwinner & Eaton, 1999). In terms of the customer-based brand equity model, 

a sponsored athlete or event represents a potential source of brand associations 

for its sponsor. The associations linked to the sponsored property in consumers' 

minds can be linked with the sponsoring brand so that the property image 

essentially spills over toward the sponsor brand (Gwinner & Eaton, 1999). This 

view is consistent with the concept of meaning transfer in celebrity 

endorsement as proposed by McCracken (1989). According to McCracken, 

consumers ascribe a certain ‘meaning’ to celebrities based on their perception 

of the celebrities’ images. In the endorsement process, this meaning is 

transferred from the celebrity towards the endorsed product (McCracken, 

1989). In sponsorship research, the meaning transfer model has been used to 

explain image spillover effects from sponsored properties towards the sponsor 

brands (e.g., Gwinner & Eaton, 1999; Gwinner et al., 2009). 

In the context of concurrent sponsorship, consumers are faced with a 

number of different, simultaneously visible sponsor brands. In such an 

environment, consumers’ associations with a sponsor brand – or meaning, in 
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the terms of McCracken – may represent a further source of image associations 

for concurrent sponsor brands, in addition to the image of the sponsored 

property (e.g., Carrillat et al., 2010; Carrillat et al., 2015; Gross & Wiedmann, 

2015). In the terms of the associative network model, the simultaneous 

perception of, for example, two sponsors could result in the formation of links 

between the nodes which represent the associations with either sponsor brand 

in consumers' minds. As a result, sponsors could be expected to experience an 

image spillover from their concurrent sponsors towards their own brand. 

This notion has received substantial attention in other areas of marketing 

research, for example the literature related to brand alliances (e.g., Park, Jun, & 

Shocker, 1996; Rao & Ruekert, 1994; Rao, Qu, & Ruekert, 1999; Simonin & 

Ruth, 1998; Washburn, Till, & Priluck, 2004), co-branding (e.g., Shocker, 

1995; Walchli, 2007; Washburn, Till, & Priluck, 2000), or advertising alliances 

(e.g., Samu, Krishnan, & Smith, 1999). In these environments, where brands 

are engaged in deliberate cooperative marketing activities or create cobranded 

products, consumers frequently make inferences regarding products and their 

attributes based on cues such as the brand equity of component brands (e.g., 

Washburn et al., 2004). 

These findings raise the question of whether similar effects can be expected 

under the peculiar circumstances that are characteristic for indirect marketing 

environments like event sponsorship. While Groza et al. (2012) showed that 

there is a dynamic portfolio effect on perceptions of the sponsored 

organization’s brand equity, evidence supporting spillover effects between 

concurrent sponsors is very limited. Examining overall brand equity, Cobbs et 

al. (2015) found that consumers appear to use co-sponsor brand equity as a cue 

when asked to evaluate sponsor brand equity. In other words, they assigned 

greater levels of brand equity to a sponsor brand if it was presented 

concurrently with a high equity brand, and vice versa.  

Furthermore, a few notable studies have examined whether brand 

associations that are linked to a sponsor in consumers’ minds may spill over 

toward concurrent sponsors (Carrillat et al., 2010; Carrillat et al., 2015; Gross 

& Wiedmann, 2015). Carrillat et al. (2010) found that concurrent sponsorships 

of brands that are both familiar either result in an image transfer or in a contrast 
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of images, depending on the similarity of the underlying brand concepts. An 

image transfer occurs if the concurrent sponsors’ brand concepts are similar, 

whereas the images are contrasted if the sponsors have dissimilar brand 

concepts. Gross and Wiedmann (2015) found evidence for a direct transfer of 

brand personality traits, as well as for a carryover of attitudes between two 

brands that concurrently sponsor a sport event. They showed that this image 

transfer is moderated by the level of familiarity with the target sponsor brand, 

as well as perceived congruity between the sponsor brand images. The 

underlying process was examined by Carrillat et al. (2015), who found that 

image transfer effects in concurrent sponsorship occur due to ad hoc 

stereotypic processing, meaning that a stereotype is construed based on the 

images associated with the concurrent sponsoring brands. According to the 

authors, this stereotyping process does not serve an evaluative function but a 

cognitive one. This means that the process is valence-neutral and, depending 

on the images initially associated the sponsor brands involved, could result in 

both beneficial and detrimental spillover effects. 

Although these studies offer important insights into the interrelations 

between concurrent sponsors, they only represent a first step toward a better 

understanding of concurrent sponsorship and have some important limitations 

that need to be considered. For example, Cobbs et al. (2015) assessed image 

transfer holistically through an overall assessment of brand equity, and 

Carrillat et al. (2010) used a measure of image congruency. However, image 

spillover effects could involve different elements of brand knowledge, such as 

discrete personality traits or general attitudinal evaluations. Brand knowledge 

is created sequentially (Keller, 1993), therefore, there may be differences 

between transfer processes involving personality traits compared to attitudes. 

Further, Carrillat et al. (2010), Gross and Wiedmann (2015), and Carrillat 

et al. (2015) all used experimental research designs built around forced-

exposure settings, although such settings arguably lack resemblance to the way 

consumers perceive sponsor messages surrounding a real sponsorship property. 

After all, the very idea behind indirect forms of marketing such as event 

sponsorship is that they allow marketers to reach consumers by embedding 

their brand in pleasant experiences, such as sports, arts, or entertainment 
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(Cornwell, 2014). That way, consumers are incidentally exposed to the brand 

without interrupting the experience, which ideally results in a change in their 

attitudes and preferences regarding the sponsoring brands (Meenaghan & 

O'Sullivan, 2013). While viewers’ attention during, for example, a sport 

telecast will be mostly devoted to the sporting action rather than commercial 

messages (Breuer & Rumpf, 2012; d'Ydewalle & Tasmin, 1993), forced-

exposure situations may lead consumers to devote considerably more attention 

to the sponsor messages. As a result, the findings of these studies employing 

forced-exposure designs may lack external validity. 

To summarize, although concurrent visibility of multiple sponsors is 

ubiquitous in practice, much remains to be learned about the influence that the 

brand associations related to concurrent sponsors have on sponsor brand image. 

Importantly, the concurrent visibility of sponsor brands could impact their 

capability to create brand equity by developing a distinct and unique brand 

image through sponsorship-linked marketing. This notion is addressed by 

Research Question 2: 

RQ2: How does concurrent sponsorship influence the brand associations held 

in consumers’ minds? 

1.2.4 Brand response 

Following the customer-based brand equity model, once a favorable meaning 

associated with a brand has been established, this can elicit positive responses 

in consumers, such as positive judgments and feelings toward the brand 

(Keller, 2009). In Keller’s (2001) terms, this favorable brand response provides 

the foundation for brand resonance, which includes consumer loyalty and 

active engagement with the brand. In this view, the affective element of brand 

response is represented by the brand-related feelings which reflect both the 

valence and the strength of consumers’ emotional response (Keller, 2001). 

Brand feelings contribute to the creation of brand equity through what 

Keller (2009) calls the emotional route to brand building. For example, 

findings from advertising research showed that favorable feelings toward a 

brand are an important determinant of brand attitudes (e.g., Yoo & MacInnis, 

2005). Therefore, indirect forms of marketing communication like sponsorship 
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appear especially suitable to contribute to brand equity by appealing to 

consumers’ emotions. Compared to traditional advertising, sponsor messages 

provide very little or no additional product-related information. Sponsor 

signage in the environment of a sport event, for example, typically only shows 

the brand logo or brand name of the sponsor. Thereby, sponsors seek to 

persuade consumers indirectly through incidental brand exposure in an 

appealing context which elicits favorable emotions (Cornwell, 2014). 

However, an overview of the indirect marketing literature to date shows that 

most studies have focused on analyzing and explaining consumers' cognitive 

processing of the brands involved (e.g., de Gregorio & Sung, 2010; Gwinner et 

al., 2009; Nelson, 2002; Wakefield et al., 2007). Although it is undeniably of 

great importance to understand the cognitive mechanisms behind sponsorship, 

the affective reaction towards sponsor messages also needs to be considered. 

Recently, Rumpf and Breuer (2018) showed that attention to sponsor 

messages influenced how consumers felt about the sponsors’ brands, which 

ultimately affected their decision making processes in favor of the sponsor 

brands. This effect can be explained through an emotional shortcut or heuristic, 

which is created through feelings triggered by contextual stimuli, for example, 

a sport broadcast, and consumers relying on their feelings in decision making 

situations. Such heuristics may affect consumers' decision-making, because 

consumers appear to use the feelings they perceive as a sign of liking or 

satisfaction, whereas unpleasant feelings are regarded as a sign of disliking or 

dissatisfaction (Pham, 2004). Following this "how-do-I-feel-about-it?"-

heuristic, consumers will rely on their feelings as a source of information in the 

evaluation of different choice options and prefer the option that evokes the 

more pleasant feelings (Schwarz & Clore, 1983). Importantly, this mechanism 

neither reflects the automatic processing of the feelings found, for example, in 

affect transfer, nor the creation of feeling-consistent cognitions associated with 

the source of the feelings (Pham, 2004). The notion that consumers refer to 

their feelings as an additional source of information has become popular as the 

“feeling-as-information” theory (e.g., Schwarz, 1990; 2012). Interestingly, 

consumers appear to be more sensitive to their feelings than to where these 

feelings come from, and, as a result, tend to overlook that the target of their 
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feelings may not be the source of the feelings, but some other incidental factor 

(Hasford, Hardesty, & Kidwell, 2015). 

In the field of indirect marketing, contextual stimuli like feelings play a 

central role. After all, one of the biggest strengths of sponsorship is that 

consumers can be exposed to brands in a context which they perceive as 

pleasant and that elicits positive feelings. Following the tenets of the feelings-

as-information theory, consumers may unknowingly link the pleasant feelings 

they perceive when watching a sports broadcast with a sponsor brand they are 

exposed to at the same time, although it is not the source of the feelings. 

Nevertheless, the brand may benefit from the creation of a mental shortcut 

through the "how-do-I-feel-about-it?"-heuristic (e.g. "I feel good about this 

brand, it must be a good choice"), as the likelihood that the brand is selected 

increases. 

While Rumpf and Breuer’s (2018) findings are in line with previous 

research (e.g., Cho, Lee, Yoon, & Rhodes, 2011; Hickman, 2015), the role of 

concurrent sponsors as contextual stimuli was not considered in their study. 

However, it appears plausible that consumers’ brand- related feelings may also 

be affected by concurrently perceived sponsor brands. Through the concurrent 

perception of multiple brands as sponsors of an event, the positive or negative 

feelings one brand evokes in consumers may lead them to create a mental 

shortcut and rely on those feelings when evaluating a concurrent sponsor 

brand. Therefore, much like the sponsored property itself, concurrent sponsors 

may provide a new reference frame since they may serve as contextual stimuli. 

Similar to the pleasant feelings evoked in consumers by the sponsored 

property, the feelings linked to concurrent sponsors could affect consumers' 

response towards a sponsor brand, but this notion has been virtually ignored in 

the sponsorship literature. Therefore, this scenario is addressed by Research 

Question 3: 

RQ3: How are consumers’ feelings toward sponsor brands affected by 

concurrent sponsors? 
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1.3 Outline and contribution of each chapter 

1.3.1 Study 1: Determinants of viewer attention in concurrent event 

sponsorship 

The first study (chapter 2) included in this thesis presents an experimental 

analysis of the influence that concurrent sponsors have on viewer attention 

towards sponsor signage at sport events. It answers RQ 1 by examining factors 

that determine the attention-gaining capacity of sponsor signage and adding the 

optical features of concurrent sponsor logos to the determinants of viewer 

attention. Using an experimental design, data on viewers’ gaze duration 

directed at sponsor brand logos were collected through an eye-tracking study  

(n = 92) complemented by questionnaire data on consumer-related 

determinants of attention. 

Study 1 extends the body of knowledge by revealing the importance of 

color contrast effects based on concurrent sponsor signage, in addition to the 

role of consumer-related factors like viewers’ brand familiarity and sport 

involvement in attention allocation. The study is the first to show that the 

effectiveness of a sponsor signage as a communication instrument could vary, 

depending on the visual features of the surrounding signage. 

1.3.2 Study 2: The company you keep: Brand image transfer in 

concurrent event sponsorship 

The second study (Chapter 3) examines image transfer effects involving brand 

associations and brand attitudes between concurrent sponsors, giving answer to 

RQ 2. Adopting an experimental approach, participants (n = 561) were shown 

video treatments with systematically manipulated sponsor pairings. Each 

version included a fictitious focal sponsor and one out of 26 real co-sponsors, 

depending on the treatment. Data on brand personality and attitudes were 

collected both before and after the treatment and analyzed using structural 

equation modeling. The results demonstrate both direct and indirect spillover 

effects between the concurrent sponsors. 

The study addresses two particular shortcomings persisting in previous 

research (e.g., Carrillat et al., 2010; Carrillat et al., 2015; Cobbs et al., 2015; 

Gross & Wiedmann, 2015). First, the study includes data on different levels of 
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brand knowledge related to a large number of different sponsor brands. 

Second, the study design allows for a more realistic perception and processing 

of sponsor brand information. 

1.3.3 Study 3: Brand-related feelings and sponsor attitude formation 

The third study (chapter 4) included in this thesis examines the influence of 

concurrent sponsorship on brand-related emotions, thereby answering RQ 3. 

Different press releases in which sponsorship information had been 

systematically manipulated were presented to participants (n = 216). Data on 

participants’ feelings and attitudes toward the brands were assessed through a 

questionnaire and analyzed using structural equation modeling. 

The results confirm the assumption that brand-related feelings are 

important determinants of brand attitudes. Further, in addition to event-related 

feelings, feelings related to concurrent sponsors contribute to brand feelings 

and brand attitudes through several direct and indirect pathways. This is the 

first study to consider the relationship between feelings and brand attitudes in a 

sponsorship context and the first to analyze the parallel influence of the 

sponsored property and concurrent sponsors on sponsor brand response. 

  



1. Introduction 

20 

 

1.4 References 

Anderson, J. R. (1983). A spreading activation theory of memory. Journal of 

Verbal Learning and Verbal Behaviour, 22(3), 261-95. 

Becker-Olsen, K., & Simmons, C. J. (2002). When do social sponsorships 

enhance or dilute equity? Fit, message source, and the persistence of 

effects. In S. M. Broniarczyk, & K. Nakamoto (Eds.), NA - Advances in 

Consumer Research Volume 29, (pp. 287-289). Valdosta, GA: Association 

for Consumer Research. 

Breuer, C., & Rumpf. C. (2012). The viewer’s reception and processing of 

sponsorship information in sport telecasts. Journal of Sport Management, 

26(6), 521-31. 

Breuer, C. & Rumpf. C. (2015). The impact of color and animation on sports 

viewers’ attention to televised sponsorship signage. Journal of Sport 

Management, 29(2), 170-83. 

Carrillat, F. A., Harris, E. G., & Lafferty, B. A. (2010). Fortuitous brand image 

transfer. Journal of Advertising, 39(2), 109-23. 

Carrillat, F. A., Solomon, P. J. & d'Astous, A. (2015). Brand stereotyping and 

image transfer in concurrent sponsorships. Journal of Advertising, 44(4), 

300-14. 

Cho, S., Lee, M., Yoon, T., & Rhodes, C. (2011). An analysis of the Olympic 

sponsorship effect on consumer brand choice in the carbonated soft drink 

market using household scanner data. International Journal of Sport 

Finance, 6(4), 335-53. 

Cobbs, J., Groza, M. D., & Rich, G. (2015). Brand spillover effects within a 

sponsor portfolio: The interaction of image congruence and portfolio size. 

Marketing Management Journal, 25(2), 107-22. 

Cornwell, T. B. & Maignan, I. (1998). An international review of sponsorship 

research. Journal of Advertising, 27(1), 1-21. 

Cornwell, T. B., & Relyea, G. E. (2000). Understanding long-term effects of 

sports sponsorship: role of experience, involvement, enthusiasm and 



1. Introduction 

21 

 

clutter. International Journal of Sports Marketing and Sponsorship, 2(2), 

39-55. 

Cornwell, T. B. (1995). Sponsorship-linked marketing development. Sport 

Marketing Quarterly, 4(4), 13-24. 

Cornwell, T. B. (2008). State of the art and science in sponsorship-linked 

marketing. Journal of Advertising, 37(3), 41-55. 

Cornwell, T. B. (2014). Sponsorship in marketing: Effective communication 

through sports, arts and events. London: Routledge. 

Cornwell, T. B. (2019). Less “sponsorship as advertising” and more 

sponsorship-linked marketing as authentic engagement. Journal of 

Advertising, 48(1), 49-60. 

Cornwell, T. B., Weeks, C. S., & Roy, D. P. (2005). Sponsorship-linked 

marketing: Opening the black box. Journal of Advertising, 34(2), 21-42.  

Crompton, J. L. (2004). Conceptualization and alternate operationalization of 

the measurement of sponsorship effectiveness in sport. Leisure Studies, 

23(3), 267-81. 

de Gregorio, F., & Sung, Y. (2010). Understanding attitudes toward and 

behaviors in response to product placement. Journal of Advertising, 39(1), 

83-96. 

Dees, W., Bennet, G., & Villegas, J. (2008). Measuring the effectiveness of 

sponsorship of an elite intercollegiate football program. Sport Marketing 

Quarterly, 17(2), 79-89. 

Donahay, B., & Rosenberger, P. J. (2007). Using brand personality to measure 

the effectiveness of image transfer in Formula One racing. Marketing 

Bulletin, 18(1), 1-15. 

d’Ydewalle, G., & Tasmin, F. (1993). On the visual processing and memory of 

incidental information: Advertising panels in soccer games. In D. Brogan, 

A. Gale, & K. Carr (Eds.), Visual Search 2 (pp. 401-408). Bristol, PA: 

Taylor & Francis. 



1. Introduction 

22 

 

FIFA. (2018). FIFA partners. Retrieved July, 23, 2018 from 

https://de.fifa.com/worldcup/organisation/partners/. 

Gross, P., & Wiedmann, K.-P. (2015). The vigor of a disregarded ally in 

sponsorship: brand image transfer effects arising from a cosponsor. 

Psychology & Marketing, 32(11), 1079-1097. 

Groza, M. D., Cobbs, J., & Schaefers, T. (2012). Managing a sponsored brand: 

The importance of sponsorship portfolio congruence. International 

Journal of Advertising, 31(1), 63-84. 

Gwinner, K. P., & Eaton, J. (1999). Building brand image through event 

sponsorship: The role of image transfer. Journal of Advertising, 28(4), 47-

57. 

Gwinner, K. P., Larson, B. V., & Swanson, S. R. (2009). Image transfer in 

corporate event sponsorship: Assessing the impact of team identification 

and event-sponsor Fit. International Journal of Management and 

Marketing Research, 2(1), 1-15. 

Hasford, J., Hardesty, D. M., & Kidwell, B. (2015). More than a feeling: 

Emotional contagion effects in persuasive communication. Journal of 

Marketing Research, 52(6), 836-847. 

Herrmann, J.-L., Corneille, O., Derbaix, C., Kacha, M., & Walliser, B. (2014). 

Implicit sponsorship effects for a prominent brand. European Journal of 

Marketing, 48(3/4), 785-804. 

Hickman, T. M. (2015). The impact of fan identification, purchase intentions, 

and sponsorship awareness on sponsors’ share of wallet. Sport Marketing 

Quarterly, 24(3), 170-182. 

International Events Group. (2018). IEG sponsorship report: signs point to 

healthy sponsorship spending in 2018. Retrieved July, 23, 2018, from 

http://www.sponsorship.com/Report/2018/01/08/Signs-Point-To-Healthy-

Sponsorship-Spending-In-201.aspx. 

IOC. (2018). The Olympic partner programme. Retrieved July, 23, 2018, from 

https://www.olympic.org/sponsors/. 



1. Introduction 

23 

 

Itti, L., & Koch, C. (2000). A saliency-based search mechanism for overt and 

covert shifts of visual attention. Vision Research, 40(10), 1489-1506. 

Jensen, J. A., & Cobbs, J. B. (2014). Predicting return on investment in sport 

sponsorship: Modeling brand exposure, price, and ROI in Formula One 

automotive competition. Journal of Advertising Research, 54(4), 435-447. 

Johar, G. V., & Pham, M. T. (1999). Relatedness, prominence, and 

constructive sponsor identification. Journal of Marketing Research, 36(3), 

299-312. 

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-

based brand equity. Journal of Marketing, 57(1), 1-22. 

Keller, K. L. (2001). Building customer-based brand equity: A blueprint for 

creating strong brands. Marketing Management 10, 15-19. 

Keller, K. L. (2009). Building strong brands in a modern marketing 

communications environment. Journal of Marketing Communications, 

15(2–3), 139-155. 

Kim, Y., Lee, H. W., Magnusen, M. J., & Kim, M. (2015). Factors influencing 

sponsorship effectiveness: a meta-analytic review and research synthesis. 

Journal of Sport Management, 29(4), 408-425. 

LaBerge, D. (1983). Spatial extent of attention to letters and words. Journal of 

Experimental Psychology. Human Perception and Performance, 9(3), 371-

379. 

Lardinoit, T., & Derbaix, C. (2001). Sponsorship and recall of sponsors. 

Psychology and Marketing, 18(2), 167-190. 

Lardinoit, T., & Quester, P. G. (2001). Attitudinal effects of combined 

sponsorship and sponsor’s prominence on basketball in Europe. Journal of 

Advertising Research, 41(1), 48-59. 

McAlister, A. R., Kelly, S. J., Humphreys, M. S., & Cornwell, T. B. (2012). 

Change in a Sponsorship alliance and the communication implications of 

spontaneous recovery. Journal of Advertising, 41(2), 5-16. 



1. Introduction 

24 

 

McCracken, G. (1989). Who is the celebrity endorser? Cultural foundations of 

the endorsement process. Journal of Consumer Research, 16(3), 310-321. 

Meenaghan, T., & O’Sullivan, P. (2013). Metrics in sponsorship research - Is 

credibility an issue?. Psychology & Marketing, 30(5), 408-416. 

Mikhailitchenko, A. G., Tootelian, D. H., & Mikhalitchenko, G. N. (2012). 

Exploring Saturation levels for sponsorship logos on professional sports 

shirts: A cross-cultural study. International Journal of Sports Marketing 

and Sponsorship, 13(4), 267-281. 

Milosavljevic, M., & Cerf, M. (2008). First attention then intention - Insights 

from computational neuroscience of vision. International Journal of 

Advertising, 27(3), 381-98. 

Nelson, M. R. (2002). Recall of brand placements in computer/video games. 

Journal of Advertising Research, 42(2), 80-92. 

Nothdurft, H.-C. (1993). The role of features in preattentive vision: comparison 

of orientation, motion, and color cues. Vision Research, 33(14), 1937-

1958. 

Nothdurft, H.-C. (2000). Salience from feature contrast: additivity across 

dimensions. Vision Research, 40(10), 1183-1201. 

O’Reilly, N., & Madill, J. (2009). Methods and metrics in sponsorship 

evaluation. Journal of Sponsorship, 2(3), 215-230. 

Olson, E. L., & Thjømøe, H. M. (2003). The effects of peripheral exposure to 

information on brand preference. European Journal of Marketing, 37(1/2), 

243-255. 

Olson, E. L., & Thjømøe, H. M. (2009). Sponsorship effect metric: Assessing 

the financial value of sponsoring by comparisons to television advertising. 

Journal of the Academy of Marketing Science, 37(4), 504-515. 

Olson, E. L., & Thjømøe, H. M (2011). Explaining and articulating the fit 

construct in sponsorship. Journal of Advertising, 40(1), 57-40. 

Palmer, S. E. (2002), Vision science: Photons to phenomenology, 3rd ed. 

Cambridge: MIT Press. 



1. Introduction 

25 

 

Park, C. W., Jun, S. Y., & Shocker, A. D. (1996). Composite branding 

alliances: An investigation of extension and feedback effects. Journal of 

Marketing Research, 33(4), 453-466. 

Parkhurst, D., Law, K., & Niebur, E. (2002). Modeling the role of salience in 

the allocation of overt visual attention. Vision Research, 42(1), 107-123. 

Peters, R. J., Iyer, A., Itti, L., & Koch, C. (2005). Components of bottom-up 

gaze allocation in natural images. Vision Research, 45(18), 2397-2416. 

Pham, M. T. (2004). The logic of feeling. Journal of Consumer Psychology, 

14(4), 360-369. 

Pieters, R., & Wedel, M. (2004). Attention capture and transfer in advertising: 

Brand, pictorial, and text-size effects. Journal of Marketing, 68(2), 36-50. 

Pope, N., & Voges, K. (1997). An exploration of sponsorship awareness by 

product category and message location in televised sporting events. Cyber-

Journal of Sport Marketing, 1(1), 16-27. 

Rao, A. R., & Ruekert, R. W. (1994). Brand alliances as signals of product 

quality. Sloan Management Review, 36(1), 87-97. 

Rao, A. R., Qu, L., & Ruekert, R. W. (1999). Signaling unobservable product 

quality through a brand ally. Journal of Marketing Research, 36(2), 258-

268. 

Rumpf, C., & Breuer, C. (2018). Focus on brand choice: assessing the 

behavioral response to sponsorship-linked communication. Journal of 

Sport Management, 32(6), 531-541. 

Ruth, J. A., & Simonin, B. L. (2003). ‘Brought to you by brand A and brand 

B’: Investigating multiple sponsors’ influence on consumers’ attitudes 

toward sponsored events. Journal of Advertising, 32(3), 19-30. 

Ruth, J. A., & Simonin, B. L. (2006). The power of numbers: Investigating the 

impact of event roster size in consumer response to sponsorship. Journal 

of Advertising, 35(4), 7-20. 

Samu, S., Krishnan, H. S., & Smith, R. E. (1999). Using advertising alliances 

for new product introduction: Interactions between product 



1. Introduction 

26 

 

complementarity and promotional strategies. Journal of Marketing, 63(1), 

57-74. 

Schwarz, N., & Clore, G. L. (1983). Mood, misattribution, and judgments of 

well-being - Informative and directive functions of affective states. 

Journal of Personality and Social Psychology, 45(3), 513-523. 

Schwarz, N. (1990). Feelings as information: Informational and motivational 

functions of affective states. In: R. M. Sorrentino, & E. T. Higgins (Eds.), 

Handbook of motivation and cognition, Vol. 2 (pp. 521-561). New York, 

NY: Guilford. 

Schwarz, N. (2012). Feelings-as-information theory. In P. A. M. Van Lange, A. 

Kruglanski, & E. T. Higgins (Eds.), Handbook of theories of social 

psychology (pp. 289-308). Thousand Oaks, CA: Sage. 

Shocker, A. D. (1995). Positive and negative effects of brand extension and co-

branding. In F. R. Kardes, & M. Sujan (Eds.), Advances in consumer 

research, Vol. 22 (pp. 432-434). Provo, UT: Association for Consumer 

Research. 

Simonin, B. L., & Ruth, J. A. (1998). Is a company known by the company it 

keeps? Assessing the spillover effects of brand alliances on consumer 

brand attitudes. Journal of Marketing Research, 35(1), 30-42. 

Treisman, A. M., & Gelade, G. (1980). A feature-integration theory of 

attention. Cognitive Psychology, 12(1), 97-136. 

Wakefield, K. L., & Bennett, G. (2010). Affective intensity and sponsor 

identification. Journal of Advertising, 39(3), 99-111. 

Wakefield, K. L., Becker-Olsen, K., & Cornwell, T. B. (2007). I spy a sponsor. 

Journal of Advertising, 36(4), 61-74. 

Walchli, S. B. (2007). The effects of between-partner congruity on consumer 

evaluation of co-branded products. Psychology & Marketing, 24(11), 947-

973. 

Walliser, B. (2003). An international review of sponsorship research: extension 

and update. International Journal of Advertising, 22(1), 5-40. 



1. Introduction 

27 

 

Walraven, M., Bijmolt, T .H. A. & Koning, R. H. (2014). Dynamic effects of 

sponsoring: How sponsorship awareness develops over time. Journal of 

Advertising, 43(2), 142-154. 

Washburn, J. H., Till, B. D., & Priluck, R. (2000). Co-branding: brand equity 

and trial effects. Journal of Consumer Marketing, 17(7), 591-604. 

Washburn, J. H., Till, B. D., & Priluck, R. (2004). Brand alliance and 

customer-based brand-equity effects. Psychology & Marketing, 21(7), 487-

508. 

Yoo, C., & MacInnis, D. (2005). The brand attitude formation process of 

emotional and informational ads. Journal of Business Research, 58(10), 

1397-1406. 

 



2. Determinants of viewer attention in concurrent event sponsorship 

28 

 

2. Determinants of viewer attention in concurrent 

event sponsorship 

 

This chapter has been published as: 

Boronczyk, F., Rumpf, C., & Breuer, C. (2018). Determinants of viewer 

attention in concurrent event sponsorship. International Journal of Sports 

Marketing and Sponsorship, 19(1), 11-24. https://doi.org/10.1108/IJSMS-09-

2016-0063 

 

Abstract 

Purpose – The purpose of this paper is to examine the impact of exposure-

related and consumer-related factors on the return of sponsorship investment 

through their influence on viewers’ attention for sponsor signage. 

Design/methodology/approach – Data were collected through an 

experimental study (n = 92) involving eye-tracking and a questionnaire, and 

were analyzed using regression analysis. Findings – The results show that 

viewers’ attention for sponsor signage is affected by the signage color of 

concurrent sponsors, as well as viewers’ brand familiarity, and sport 

involvement. In particular, the findings reveal that viewers’ attention for 

sponsor signage increases with greater color contrast between concurrently 

visible sponsor signage. Further, signage receives more attention if viewers are 

familiar with the brand and less involved with the sponsored event. Given that 

attention is an important prerequisite for further processing of sponsorship 

information, these findings have important implications for managers seeking 

to evaluate the return on their sponsorship investment. Practical implications 

– When assessing the return on a sponsorship investment, marketers should 

consider the characteristics of surrounding sponsor signage and the audience 

with regard to their impact on viewers’ attention for their own signage. Ideally, 

marketers should attempt to create a greater color contrast between their own 

signage and its surroundings in order to maximize viewer attention. 

Originality/value – This paper provides valuable information on the 
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importance of concurrently visible sponsor signage and audience 

characteristics for the return on investment of sponsorships through their 

impact on viewers’ attention. 

Keywords: Sponsorship, Eye-tracking, Attention, Color effects, Concurrent 

sponsorship, Experimental research 
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3. The company you keep: Brand image transfer in 

concurrent event sponsorship 

 

This chapter has been published as: 

Boronczyk, F., & Breuer, C. (2019). The company you keep: brand image 

transfer in concurrent event sponsorship. Journal of Business Research (in 

press). https://doi.org/10.1016/j.jbusres.2019.03.022 

 

Abstract 

Despite the ubiquity of concurrent sponsorship situations in practice, the 

interplay of simultaneously visible sponsors has received very little attention in 

the literature to date. Although the presence of concurrently visible brands is 

often seen as a threat to sponsors as they compete for consumers' attention, 

under certain conditions, brands may also stand to profit from their cosponsors. 

By using manipulated video treatments, this laboratory experiment is the first 

to recreate an incidental brand exposure environment typical for sponsorship. 

This allowed for natural perception and processing of sponsor brand 

information. The results provide evidence of a direct transfer of both brand 

attitudes and brand personality traits between concurrent event sponsors. 

Additionally, an indirect image transfer of personality traits via a mediated 

route through the image of the sponsored event could be observed. 
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4. Brand-related feelings and sponsor attitude 

formation 

 

This chapter has been published as: 

Boronczyk, F. & Breuer, C. (2020). Brand-Related Feelings and Sponsor 

Attitude Formation. International Journal of Sports Marketing and 

Sponsorship, 21(3), 513-526. https://doi.org/10.1108/IJSMS-11-2019-0118 

 

Abstract 

Purpose: This study examines how brand attitude formation with respect to 

sport event sponsors is affected by feelings related to the sponsor brand, the 

sponsored event, and concurrent sponsors. Design/methodology/approach: 

Using systematically manipulated press releases, 216 sport-interested 

participants were presented with different sponsorships of a major sport event. 

Sponsor information was systematically manipulated both within the stimulus 

text and the accompanying photo, which contained clearly visible sponsor 

signage. Participants’ brand-related feelings and attitudes toward the stimulus 

brands were assessed through an online questionnaire following the treatment 

and analyzed using structural equation modeling. Findings: The results show 

that sponsor brand-related feelings represent an important step in the creation 

of brand attitudes. Sponsor brand attitudes are further revealed to be in part 

determined by event- and co-sponsor-related feelings through several indirect 

pathways.  Practical Implications: The findings presented in this study 

suggest that managers who seek to create favorable brand responses need to 

consider the feelings associated with their brands, the event, and concurrent 

sponsors. Brands may experience both beneficial and detrimental effects, 

depending on whether the feelings involved are positive or negative.  

Originality: To date, no research has investigated the relationships between 

brand-related feelings and brand attitudes in event sponsorship while 

accounting for the influence of the sponsored event and concurrent sponsors. 
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Therefore, this study contributes to a better understanding of the role of 

feelings in sponsor brand attitude formation. 

Keywords: Feelings, Brand Attitudes, Concurrent Sponsorship, Event 

Sponsorship 
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5. Conclusion and outlook 

5.1 Summary of key findings 

The main research question of this thesis relates to the role of concurrent 

sponsors in sponsorship-linked marketing and their effects on consumer-

focused sponsorship outcomes. The review of the literature reveals that 

previous research on the influence of concurrent sponsors and their properties 

is limited, and has some methodological shortcomings. The underlying thesis 

addresses this gap and the findings presented in chapters two, three, and four 

provide empirical evidence which offers several new insights. 

In the case of attention for sponsor signage, a direct influence of the visual 

properties of concurrently visible sponsors’ signage on the effectiveness of 

visual sponsorship messages is revealed. Attention is an essential step in the 

processing of a brand message (e.g., Lardinoit & Derbaix, 2001; Lardinoit & 

Quester, 2001), as it allows the creation of strengthening of brand associations 

in consumers’ minds (Keller, 2001). Through their influence on viewer 

attention for sponsor signage, and subsequently brand awareness, concurrent 

sponsors can impact the creation of customer-based brand equity through 

sponsorship-linked marketing. With regard to brand knowledge, brand attitudes 

and personality traits are demonstrated to transfer between concurrent 

sponsors. It is well established that the image of the sponsored property can 

transfer onto officially associated sponsor brands (e.g., Gwinner & Eaton, 

1999; Gwinner et al., 2009). Such brand knowledge represents a crucial 

building block of customer-based brand equity, as suitable brand imagery 

associated with the brand will elicit positive brand responses, which in turn 

lead to favorable consumer behavior (Keller, 1993; 2001). In addition to 

associations linked to the sponsored property, concurrent sponsors’ brands 

appear to represent additional sources of image associations which, even in the 

absence of a formally articulated association, can spill over towards sponsor 

brands in consumers’ minds. Brand personality traits are further revealed to 

transfer between concurrent sponsors via an indirect pathway, mediated by the 

image of the sponsored event. Besides this transfer of brand meaning, the 

feelings related to concurrent sponsors are also shown to exert a significant 

influence on sponsor brand-related feelings. Favorable brand response, 
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reflected by strong, positive feelings toward concurrent sponsors, provides the 

foundation for positive sponsor brand attitudes. In addition to feelings spilling 

over between concurrent sponsors, concurrent sponsors also impact brand 

attitude through several indirect pathways. In Keller’s (2001) terms, this will 

lead to superior brand resonance, which includes greater consumer loyalty and 

active engagement with the brand. 

Overall, the evidence presented in this thesis demonstrates that concurrent 

sponsorship influences the brand building process and the creation of brand 

equity through sponsorship-linked marketing in important ways. For marketing 

managers, these findings can provide guidance when anticipating and 

measuring the effects of their sponsorship investments. While the creation of 

brand equity may be the main objective for most companies engaging in 

sponsorships (Crompton, 2004), the strategies they follow and the short-term 

goals they pursue may vary. Managers seeking to increase awareness for their 

brand through event sponsorship will need to consider the impact that 

concurrently visible signage will have on the capability of their own signage to 

capture viewer attention. Besides considering well-known factors such as the 

number of simultaneously visible sponsor messages, managers have to bear in 

mind that the visual characteristics of surrounding brand logos can both 

increase viewer attention for their own brand and distract from it. In practice, 

this could be especially relevant, given the advent of digital LED board and 

virtual sponsor signage which give marketers the tools to easily modify the 

visual appearance of their brand and adjust it to its surroundings. For example, 

the concurrent visibility of FIFA sponsors Coca Cola and Wanda Group on 

adjacent LED boards during games of the 2018 World Cup created a greater 

level of color contrast than Coca Cola being presented alongside Budweiser 

would have. Ceteris paribus, concurrent exposure of their similarly colored red 

and white logos would have resulted in lower levels of viewer attention 

compared to the presentation next to the blue and white logo of Wanda Group. 

However, even in such an unfavorable pairing, either brand could have 

increased viewer attention by switching to, for example, predominantly white 

signage. 
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Companies that are less concerned with increasing awareness through event 

sponsorship than with enhancing their brand image need to consider the images 

of potential co-sponsors when entering new or evaluating existing partnerships. 

Due to the spillover of brand associations and feelings, concurrent visibility 

alongside other brands could have detrimental effects for their brand. 

Generally, companies may seek to avoid properties which entail controversial 

co-sponsors such as gambling companies, brands with a generally poor image, 

or simply brands with a set of associations that would dilute the desired image. 

Meanwhile, brand managers could not only seek to capitalize on the brand 

meaning or feelings associated with the sponsored event, but also on those 

linked to their co-sponsors. By deliberately associating their brand with an 

event that is concurrently sponsored by brands which are linked to, for example 

the desired personality traits they seek, they can take advantage of the spillover 

effects that concurrent sponsorship provokes. Similarly, managers can produce 

the desired effect on their brand by seeking out events with concurrent 

sponsors that are associated with positive attitudes in consumers’ minds or 

elicit strong, favorable feelings. Going beyond the exploitation of such 

incidental co-sponsorships, brands with mutually desirable attributes could 

leverage concurrent sponsorship effects to their advantage by forming 

sponsorship alliances. In such a deliberate arrangement the brands involved 

could coordinate their sponsorship activities, for example to optimize inter-

brand spillover effects, or to modify signage design to maximize attention for 

each brands’ signage during broadcasts. 

5.2 Contribution  

The thesis contributes to the body of knowledge on sponsorship-linked 

marketing in several ways. First, this thesis represents the first systematic 

analysis and discussion of the different routes via which concurrent sponsors 

determine the consumer-focused outcomes of event sponsorship, a topic that 

has previously been widely disregarded in the sponsorship literature. To assess 

the influence that concurrent sponsors have across different levels of 

consumer-focused outcomes, the thesis builds on the customer-based brand 

equity model and the associative memory model. It further draws on theories 

related to vision science and social psychology which have not previously been 
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applied to the peculiar environment of concurrent sport event sponsorship, and 

thus lays the foundation for future inquiry in this field.  

Additionally to this, this thesis is the first to provide empirical evidence for 

the influence the visual properties of concurrent sponsors and the emotional 

reaction co-sponsor brands evoke have on consumers’ processing of sponsor 

messages. It further adds to the existing literature on brand spillover effects in 

concurrent sponsorship as it reexamines brand meaning transfer by means of a 

systematically selected set of co-sponsors which offers a wide variety in brand 

images. Through the managerial implications of the findings, this thesis further 

offers a significant contribution for practitioners engaged in sponsorship-linked 

marketing as it enables them to base their decisions on empirical evidence.  

Third, the studies included in this thesis use novel experimental setups built 

around close-to-realistic sponsorship exposure. All study designs sought to 

recreate authentic sponsorship information environments in order to provide 

greater validity. By being the first to introduce realistically manipulated stimuli 

which imitate the typical characteristics of real concurrent sponsorship 

exposure in the context of a sport event, the thesis also offers a methodological 

contribution. 

5.3 Limitations and areas for future research 

The thesis at hand reveals several avenues for future research in this field. 

First, the research presented here is limited to simple pairings of one focal 

sponsor and a co-sponsor. However, in practice, more complex environments 

with larger numbers of concurrently visible sponsors are very common. Future 

studies could therefore attempt to replicate the current findings in more 

complex settings with more than just two concurrent event sponsors. Next, the 

impact of concurrent sponsorship on non-consumer outcomes could be 

examined. For example, future studies might look at the relationship between 

the presence and characteristics of concurrent sponsors and the effectiveness of 

sponsorship as an instrument for internal marketing or other outcomes which 

are not included in Cornwell et al.’s (2005) model of consumer-focused 

sponsorship-linked marketing. 
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Finally, the emotional experience of attending or watching live sport events 

should be considered as a potential determinant of consumer-focused 

sponsorship outcomes by future studies. The intensity and valence of the 

feelings consumers experience could impact the allocation of their attention, 

their capacity for cognitive processing of sponsor messages, or their response 

and subsequent attitudes to the brands they are exposed to in the context of the 

event. Therefore, future studies should employ live broadcasts of sport events 

as stimuli to capture the value of viewers’ emotional experience and to increase 

the external validity of the findings.  
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Abstract 

Although concurrent sponsorship situations are ubiquitous in practice, the 

interplay of simultaneously visible sponsors has received very little attention in 

the literature on sponsorship-linked marketing to date. Environments in which 

consumers are exposed to messages from more than one sponsor are 

significantly more complex than simple sponsor-sponsee dyads. While to date 

the presence of concurrently visible sponsors has typically been seen as a threat 

to sponsoring brands that could divert consumers’ attention under certain 

conditions, sponsors may also stand to profit from the incidental exposure of 

co-sponsors.  

This dissertation seeks to contribute to the literature on the effects of 

concurrent sponsorship environments by providing a comprehensive analysis 

of the effects on consumer-focused sponsorship outcomes. Chapter 2 examines 

how the visual properties of concurrent sponsors influence visual attention to 

sponsor signage. The results indicate that the effectiveness of visual 

sponsorship messages is directly influenced by the visual properties of 

concurrently visible sponsors’ signage. Greater levels of visual contrast 

increase viewer attention for sponsor signage. Chapters 3 and 4 focus on the 

further processing of sponsor information. The findings provide evidence for a 

direct influence of concurrent sponsors on the sponsor through a spillover of 

brand associations, brand-related feelings, and brand attitude. 
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Kurzfassung 

Während das parallele Auftreten mehrerer Sponsoren in der Praxis 

allgegenwärtig ist, haben die Wechselwirkungen zwischen gleichzeitig 

sichtbaren Sponsoren in der Sponsoringforschung bislang nur wenig Beachtung 

erfahren. Umgebungen in welchen Konsumenten mit Botschaften von 

mehreren Sponsoren konfrontiert werden sind ungleich komplexer als einfache 

Sponsor-Sponsee-Partnerschaften. Während die Gegenwart gleichzeitig 

sichtbarer Sponsoren bislang vornehmlich als Bedrohung für weitere Marken 

betrachtet wurde, da sie von deren Botschaften ablenken könnten, könnten 

Sponsoren unter gewissen Umständen auch von der gleichzeitigen Sichtbarkeit 

von Co-Sponsoren profitieren. 

Durch eine ausführliche Untersuchung der Auswirkungen gleichzeitiger 

Sponsorings auf konsumentenbezogene Effekte von Sponsoring strebt diese 

Dissertation einen Beitrag zur Sponsoringliteratur an. Kapitel 2 untersucht die 

Auswirkungen der visuellen Eigenschaften paralleler Sponsorenbotschaften auf 

die visuelle Aufmerksamkeit für Sponsorenlogos. Die Ergebnisse weisen auf 

einen direkten Einfluss der visuellen Gestaltung auf die Effektivität visueller 

Sponsorenbotschaften hin, wobei ein stärkerer visueller Kontrast die 

Aufmerksamkeit der Zuschauer für Sponsorenlogos erhöht. 

Kapitel 3 und 4 befassen sich mit der weiteren Verarbeitung von 

Sponsorenbotschaften. Die Ergebnisse belegen einen direkten Einfluss 

gleichzeitiger Sponsoren auf eine Marke durch einen Transfer von 

Markenassoziationen, markenbezogenen Gefühlen und Markeneinstellungen. 


