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Consumers’ level of involvement with sponsors’ product along with fan identification was examined. It was assumed that sponsorship

would be more effective for low involvement products among highly identified fans. The result showed that only fan identification

was an influencing factor on sponsorship effects, but not product involvement.
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Cindy Lee, West Virginia University, USA

Boyun Woo, Endicott College, USA

The growth of corporate sponsorship has been phenomenal throughout the world for the past two decades. For example, in the U.S., 
corporate investment in sponsorship has increased from $850 million to $12.1 billion between 1985 and 2005 (IEG, 2005). In addition, 
the areas of sponsorship have been diversified including art, social cause, sports, and entertainment tour. Yet, among the different areas of 
sponsorship, sports has been one of the most popular venues because of its abilities to attract public interest and reach almost all classes in 
a more subtle way. Therefore, marketers increasingly view sports sponsorship as an alternative to traditional marketing communications 
making corporate sponsorship as one of the fastest growing types of marketing communications (Roy & Cornwell, 2003). 

As the amount of money spent on sponsorship increases and as the needs to justify the money spent on sponsorship increases, there 
is more interest in measuring sponsorship effects and its influencing factors. Although many influencing factors on sponsorship effects 
have been studied (e.g., congruency between sponsors and sponsored events/products, fan identification toward sponsored entities, terms 
of sponsorship contract, and brand dominance in market), consumers’ product involvement with sponsors’ products has not been studied 
much. This is surprising considering the fact that product involvement is a critical factor in explaining various consumer behaviors 
(e.g., attitude change, decision making). Therefore, this study attempts to see whether consumers’ involvement with sponsors’ products 
influences sponsorship effects. In addition, fan identification was included as a variable because much literature (Branscomb & Wann, 
1993; Trail, Anderson, & Fink, 2000) attests that fan identification is an essential component which makes sponsorship effects possible. 

Product involvement refers to the degree to which an individual is involved with a given product on a regular basis (Zaichkowsky, 
1985). Products can be classified as high- or low-involvement depending on factors such as price, importance to self, the level of risk 
involved in the product’s purchase, frequency of purchase, and durability (Dholakia, 1997). There are many companies with different 
ranges of products that sponsor sport teams, and consumers have various levels of involvement with sponsoring companies’ products. For 
example, sponsorship companies includes Buick(automobile), Coke(soft drink), Geico(insurance) and Campbell(soup). In fact, changing 
attitudes or behaviors toward high involvement products is harder than low involvement products, because consumers are involved very 
much in information gathering, decision making, and information processing for high involvement products. This notion is supported by 
Meenaghan (2001) who assumed that influence of sponsorship for high-involvement products would not be great. Elaboration Likelihood 
Model (Petty, Cacioppo, & Schumann 1983) and the Consumer Decision Process model (Blackwell, Miniard, & Engel, 2001) provide 
theoretical background of this phenomenon.

Fan identification makes it possible for sports sponsors to achieve their marketing objectives. The influence of fan identification on 
sponsorship can be explained by three mechanisms: mere exposure effects, extension of goodwill, and/or social identity/group norms. In 
essence, fans’ responses to sponsors are influenced by their identification level and sponsorship effects tend to be more evident among 
highly identified fans compared to casual fans. 

The objectives of corporate sponsorship varies from increasing sales, generating and raising awareness, reaching new target 
markets, to enhancing corporate image, and sponsorship effects have been measured in terms of increased awareness (i.e., recall and 
recognition), attitude change, and increases in sales. In this study, consumers’ attitudes and purchase intention toward product were 
measured. An experiment study format was adopted to control any external factors such as promotion, advertising, or any other marketing 
communication activities.

Six potential product categories were selected as sponsor products. Using Zaichkowsky’s Product Involvement Inventory (PII), the 
level of involvement toward each product category was measured. Top two (i.e., auto insurance and athletic shoes) and bottom two (soft 
drink and soup) product categories were selected, and t- test was conducted and confirmed that there is a significant difference between 
high (M= 26.71, t(39)= 38.29) and low (M= 14.28, t(39)=14.05) product categories at the p< .001 level. Next, a brief advertisement/
description was developed for each product and a pilot test was conducted with 40 students. Participants’ attitude and intention to purchase 
were measured after they read the description of each product. Then, participants’ level of team identification with a professional football 
team in the region was measured. Lastly, participants were told that the brands were actually the sponsors of this team and asked to 
rerate their attitude and purchase intention to see whether there are any changes due to this newly revealed association between the 
brands and the sponsored team. 

A series of MANOVA was conducted for each high and low involvement product with independent variable of fan identification 
and dependent variables of changed attitudes and changed purchase intention. The results showed that there was a significant difference 
between highly identified and lowly identified groups. Highly identified fans evaluated sponsoring brands more favorably and showed 
more willingness to purchase the products than those people with low level of fan identification after they were told that the brands were 
sponsors (Auto insurance, F(2,37)=4.29, p <.05; Athletic shoes, F(2,37)=7.47, p<.05; Soft drink, F(2,37)=5.76, p<.05; Soup F(2,37)=6.38, 
p<.05). However, there were no significant differences found between high and low involvement products. 

As seen in the previous studies, this study confirmed that fan identification is an important factor in sponsorship effects. However, 
the current study failed to show the role of product involvement in sponsorship. This may be due to the fact that fictitious brands were 
used in the study. It seems that fictitious brands made it hard for the participants to actually evaluate each brand in purchase situation. 
Therefore, further study with actual sponsors will be needed with combination of qualitative methods. However, controlling other external 
factors in the market could be challenging with real brands. 
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Extended Abstract
As the nostalgia boom in the popular culture continues to expand in its depth and scope, nostalgic themes are frequently seen in 

advertising campaigns as well (Crain 2003; Goulding 2001; Muehling and Sprott 2004; Naughton and Vlasic 1998; Stern 1992). A growing 
number of marketers (e.g., Ford, Mars, PepsiCo, and GE) often connect or pair their brands with words, pictures, scenes, or music in their 
promotions by portraying a by-gone era to evoke nostalgia among viewers (Bussey 2008; Naughton and Vlasic 1998; Vranica 2009). 

Even though the use of nostalgia as a promotional tool is on the rise, research on the topic–especially nostalgia in an advertising 
context–remains scarce, and the effectiveness of such marketing practice is not well understood (Bussey 2008; Crain 2003; Muehling 
and Sprott 2004; Stern 1992). Some research has found that nostalgic cues are capable of triggering positive thoughts in consumers 
and may result in positive attitude toward the advertised brand (Muehling and Sprott 2004). Nevertheless, others have viewed the use 
of nostalgia ads as a minefield (Bussey 2008; Crain 2003), noting that although nostalgia may be a useful approach for advertising, it 
has the likelihood of potentially alienating consumers and may even cause boomerang effects if nostalgic appeals are not accurately 
matched with target consumers. 

Though previous research has demonstrated that nostalgia advertising can evoke positive thoughts and emotions in viewers and 
can subsequently enhance persuasion, few studies have examined the role of viewers’ characteristics on the effectiveness of nostalgia 
advertising. In the literature, researchers have long hinted that consumers’ characteristics play an important role in understanding 
individuals’ nostalgic experience. For example, Baker and Kennedy (1994) proposed that individuals’ responses to nostalgia would vary 
by gender and personal life experience. Holbrook (1993) proposed and empirically demonstrated that consumers could be segmented 
by their nostalgia proneness (i.e., individuals’ susceptibility and tendency to feel nostalgic). Extending this line of research to nostalgia 
advertising, it seems reasonable to expect there are important individual differences in how consumers will respond to nostalgia advertising, 
i.e., other individual characteristics may moderate the persuasiveness of nostalgia advertising. 

One individual characteristic that bears consideration is consumers’ affective state. A considerable body of research has shown 
the impact of consumers’ affective state on the advertising persuasion process (see Cohen, Pham, and Andrade (2008) for a review). In 
addition, consumers’ affective state can usefully be differentiated by time frame, e.g., feelings at the present moment, chronic feelings 
during the past few days, and chronic feelings during the past few weeks and beyond (Watson, Clark, and Tellegen 1988). In our 
opinion, consumers’ chronic affect is especially important for nostalgia advertising since it is expected to influence viewers by evoking 
memories of the past, thereby, activating positive emotional resonance. In general, the more positive the emotional resonance, the more 
effective is the nostalgia advertising in influencing ad and brand attitudes. It is our contention, however, that the efficacy of nostalgia 
advertising at evoking positive emotional resonance depends on both the ad itself and on the viewer’s affective state (i.e., is the viewer’s 
general state of mind one that would be considered positive?). Holding the nostalgia advertising constant, we expect that the higher the 
viewers’ chronic positive affective state, the more positive emotional resonance will be evoked and subsequently the more persuasive 
the nostalgia advertising will be. 

Thus, we expect the persuasiveness of nostalgia advertising to be moderated by viewers’ affective state, specifically, viewers’ 
chronic positive affect. For viewers who are high on chronic positive affect, nostalgia ads will work together with affective state (i.e., an 
additive effect) and subsequently arouse more positive emotional resonance in viewers, which in turn should boost nostalgia advertising 
persuasiveness. For viewers who are low on chronic positive affect, nostalgia ads are expected to mismatch with viewers’ affective state 
and, as a result, are expected to be less effective at arousing positive emotional resonance and be persuasive.

In the preliminary research reported here, one hundred thirty-seven undergraduate students (54.7% male, ranging in age from 18 
to 25) participated in a two-factor between subject factorial experiment for course credits: 2 (Ad appeal: nostalgia ad vs. control) x 2 
(viewers’ chronic positive affect: high vs. low). Participants’ chronic positive affect was measured using the positive affect sub-scale 
of the PANAS Scale, which measures the extent to which participants perceived they had experienced positive affect during the past 
few weeks (Watson, Clark, and Tellegen 1988). Consumer researchers have widely adopted and relied heavily on the scale in consumer 


