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SPORT CONSUMPTION AMONG WOMEN VS. BRAND
RECOGNITION OF OFFICIAL SPONSORS DURING
UEFA EURO 2012

Numerous studies prove that consumer confusiontadfficial sponsors and ambushers
recognition depend on spectator involvement inatsgvent, but there is a deficit of litera-
ture available on the subject of women as fansréfbee, the authors made an attempt to
verify how event involvement in the UEFA Euro 20ihBluenced the recognition of both
sponsors’ and ambushers’ brands among female Téessurvey comprised a representa-
tive random sample of 523 Polish women above tlecdd 5 years. In order to verify the
sport involvement among women respondents weredagitestions about the quantity and
intensity of the matches watched. Polish women slioligh interest in 2012 UEFA Euro-
pean Championship. More than 20% of them declaradttiey had watched more than 11
matches. However, only approx. 30% of the womentifled official sponsors’ brands. It
is also worth to add that those who were more weabland belonged to heavy viewers and
moderate viewers recognised sponsors’ brands mettérihat the other groups. This study
proves that women are interested in football amy tire quite engaged fans. Therefore au-
thors claim that adequate information and medieeaye should be sent towards them. It
might be a suggestion for designers and plannepsashotional campaigns to make an at-
tempt to reach female audience with a clear message
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1. INTRODUCTION

Consumption of sport can be studied in many dinessia key aspect raised in this
study is aspect of sport consumption as spectétimndance among women. The gender
differences in sport consumption are quite strafibile in the literature, there is interest
in the participation of women in spdft, there is not a vast amount of literature avadiabl
on the subject of women participating in sports tredfactors for their engaging. There is
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also no research about the women level of involveraad interest in watching the sport
event. That aspects are crucial because researdh@rsthat the biggest influence on a
consumer recognition of a sponsor’s brand is thergxo which consumers are commit-
ted to a sport event, as well as their attentionu$ on, and interest in a given spéft
Also Pitkowska and GoctowsRaesearch proves that respondents who were more in-
volved in the sport event performed better whemtifigng the official sponsors. The
results they obtained provide strong evidence gpattators’ sports involvement plays an
important role in predicting their awareness ofrgmy.Such active information can result
in better understanding of and differentiation amaifficial sponsors and ambush mar-
keters, increasing women consumers’ ability to escreut nonsponsoring comparfest

is important because nowadays the issue of ambuasketing is an area of increasing
interest of researchers of sports sponsorshife Igt known about what determines the
correct recognition of the sponsor or a mistaketffier ambush. And there is no research
about women ability to recognition of sponsors amsbushers. The literature has long
pointed out that ambush marketer misidentificattmecurs when consumers incorrectly
believe that an ambush marketer that does notiafficsupport an event is an official
sponsor of that evelit These activities are so popular as it may rdsuoih the fact that

an average fan is not able to distinguish offisjabnsors from companies passing them-
selves off as officials. Numerous authors stres$ #udressees of sport events confuse
sponsors with ambushers, what has negative effectactors of recognisability of offi-
cial sponsor¥1314 To gain in effectiveness, sponsors address niagkattions to specif-

ic target groups in which the consumers not onlgress interest in a particular sport
discipline but also watch news about, show commitnie, and identify with the watched
sporting everif. Therefore, we see that there is need to seeifvbmen are interested
and involved in football sport events. Are theytanget group of sponsors and ambushers
brands? It is crucial factor in determining sposb{r effectiveness and needs to be tested
in depth.
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It can be assumed that women involvement in a spamt consists of, above all else,
either watching sport programs or direct partiggratin an event in which consumers
show a high level of concentration and interesis Tasults in them noticing sport event
sponsors. Therefore, the authors made an attemptderstand the factors that may lead
to misidentification of official sponsors and torify how event involvement in the UEFA
Euro 2012 influenced the recognition of both spesisand ambushers’ brands among
female fans.

2. RESEARCH CONTEXT

This study concerns football's UEFA European Chamghip in Poland. The Cham-
pionship is one of the largest sporting eventh@world and is held every four years. In
2012, the event proved to be very popular with spasiand ambush marketers because it
was the first such major sport event held in Céiatnd Eastern Europe.

Moreover, the Championship’s prestige attractedrgel television viewership in Po-
land and abroad. The majority of Polish consumeated live broadcasts of the match-
es on television. Telewizja Polska, the officiashbroadcaster of the UEFA Euro 2012,
noting record audience ratings when covering gnmagches. A total of 14.7 million peo-
ple watched a live broadcast of a Poland-Russiahmat three public television channels
— TVP1, TVP Sport, and TVP HE At its peak, Polish audience ratings reached3i5.2
million. In comparison, UEFA measured audiencengstiof 299 million during the live
broadcast of the Final in which Spain beat ItalKiav. This rating is 62 million higher
than during the live broadcast of an Austria-Switred match during the UEFA Euro
2008.

The UEFA sponsorship program for the UEFA Euro 2b&8an in 2009 by signing
the initial sponsorship agreement. UEFA'’s globalrgor program consists of EUROTOP
partners, UEFA European Football Championship (EYR@»nsors, and national spon-
sors. Some partners signed agreements coveringeROTOP cycles, which cover
additional national team final rounds until the esfd2017, including the UEFA Euro
2016. The EUROTOP category included: Adidas, Cook(Hyundai-Kia, McDonalds,
Sharp. Other Euro sponsors included: Canon, Cagsk@astrol, Continental and Orange
and national ones: Bank Pekao SA, MasterCard aitdeglel.

3. METHODOLOGY

Data collection procedure

A survey was conducted from 19 July to 23 July 2(i®days after the final match of
UEFA Euro 2012) by means of Computer Assisted Peddoiterviews. The survey com-
prised a representative random sample of 523 Pul@hen above the age of 15 years.
The respondents were contacted personally andtselémom a personal identification
number frame run by the Department of the Statetr@eRegister and Computer Net-
works of the Ministry of the Interior and Adminiation.

Stratification included nine macroregions and sediffierent classes of town sizes. As
a result of crossing the macroregions with thesgasof town size, 55 strata were ob-

18 TVP (2012, April 3) Rekordowe wyniki ogtlainasci UEFA EURO 2012Record-breaking viewership during
the UEFA Euro 2012], http://www.tvp.pl/o-tvp/centneprasowe/komunikaty-prasowe/rekordowe-
wynikiogladalnosci-uefa-euro-2012/7779718.
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tained, out of which 170 municipalities were drawiese formed the basis on which
addresses were drawn. Municipalities were drawi @&ifprobability proportional to the
number of their residents aged 15 years and ofteindependent drawing of addresses
was held from among 170 municipalities.

Six face-to-face interviews were conducted in eatthe municipalities drawn. The
selection of respondents was carried out usingKilsé grid, which ensures that every
family member in the household drawn had the samamae of being interviewed. After
entering a residence, the interviewer noted the leeswithin the household (aged 15
years and older) starting from the oldest person.

For the purpose of creating homogenous groups n§wuoers based on behavioral
variables, i.e., the quantity and intensity of tHeFA Euro 2012 matches watched, hierar-
chical clustering adopting the Euclidean metric wasducted. The clusters with anoma-
lies (n=2) and no data (n = 139) were discardebdleTa presents the characteristics of the
study population which was subject to further agisly

Table 1. Characteristics of the examined population

Entire population

Factors examined (N = 382)
Age n %
15-29 113 29.5
30-39 67 17.5
40-49 63 16.5
50-59 71 18.5
> 60 69 18.0
Education
elementary 71 18.5
basic vocational 83 21.6
secondary 173 45.2
higher 56 14.7
Place of residence
rural area 145 38.1
town or city up to 20,000 residents 45 11.9
city 21,0006-50,000 residents 48 12.6
city 51,000-99,000 residents 35 9.3
city 101,008-199,000 residents 37 9.8
city 200,000500,000 residents 35 9.0
city 500,000 residents 36 9.4
Household net monthly income per capita
<. PLN 1,499.99 51 13.3
PLN 1,500-2,499.99 74 19.4
PLN 2,500-3,499.99 108 28.3
= PLN 3,500.00 149 39.0

Source: own study.

Data analysis procedure
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The statistics were calculated using the IBM® SP3R&tistics version 21 program.
The hierarchical clustering method using Eucliddestance method with average linkage
method was adopted. The chi-square test of indeyeedwas performed for consumers
to verify statistically significant differences leten the measures of brand awareness of
official sponsors and ambushers. The P-value #drssical significance is .05.

4. SPORT CONSUMPTION OF POLISH WOMEN DURING UEFA EURO 2012

In order to verify the sport consumption among wanaeiring the UEFA Euro re-
spondents were asked questions about the quantityngensity of the matches watched.
As for quantity the respondents were asked: The2 20EFA European Championship
was co-hosted by Poland and Ukraine in June. Havewatched any Euro 2012 match-
es? If so, how many did you see? The question dhtarisity was posed as: Please think
about the matches you watched within the 2012 UERFfopean Championship. Did you
watch them entirely or only fragments?

Polish women showed high interest in 2012 UEFA Baem Championship. More
than 20% of them declared that they had watchee ttan 11 matches (Table 2). Among
those who declared watching the matches on TV yeattird (32.4%) declared they had
always watched the entire or a large part of a matc

We conducted a hierarchical clustering that adopt&diclidean metric in order to di-
vide the population into homogeneous groups acagrth two psychographic variables:
the quantity and intensity of the matches watckeda result, we obtained five groups of
the UEFA Euro 2012 consumers, regarding involventetite event: 1) heavy viewers (n
= 44; 11.6%), 2) moderate viewers (n = 36; 9.5%)light viewers (n = 80; 21.0%), 4)
very light viewers (n = 156; 40.8%), and 5) nonwees (n = 65;17.1%). Table 2 presents
the frequency of answers concerning quantity anensity of matches watched within
five cluster groups.

Table 2. Quantity and intensity of matches watath@dng UEFA EURO 2012 within female cluster

groups
Psychographic Total | Heavy Moderate Light Very light Non-
variables viewers  viewers viewers  viewers viewers
(n=44) (n=36) (n=80) (n=156) (n=65)
% % % % % % —

Quantity of watched ° ° ° ° ° x* = 439.9,
matches p<0.000:

<5 56.3 - - 53.1 69.9 97.0

6-10 22.7 - - 46.9 30.1 3.0

11-20 12.0 48.9 66.7 - - -

>20 9.1 51.1 33.3 - - -
Intensity of watched »=1766.7,
matches p<0.000:
always watched the 32.4 100.0 - 100.0
entire or a large part
of a match
usually watched the 25.1 - 54.1 - 48.7 -
entire or a large part
of a match
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sometimes watched 25.3 - 45.9 - 51.3 -
the entire or a large
part of a match and
sometimes only

fragments

usually watched 151 | - - - - 87.9
only fragments

always watched 2.1 - - - - 12.1

only fragments

Source: own study.

5. BRAND RECOGNITION OF OFFICIAL SPONSORS AND AMBUSH MAR-
KETERS DURING THE UEFA EURO 2012 AMONG VARIOUS GROU PS OF
FEMALE SPORT CONSUMERS

In testing the brand recognition of official sporsand ambush marketers during the
UEFA Euro 2012, we adopted basic marketing comnatiuin criteria measuring the
extent to which a brand is recalled by consumegs, ineasuring brand awareness in the
researched population: Top of Mind (TOMA), Unaidé&tBA) and Aided Brand Aware-
ness (ABA). In this paper authors provide only TOM#etrics which presents the per-
centage of consumers who spontaneously name afispai@nd first. The respondents
were asked: Do you know what brand/ company wasffigial sponsor of UEFA Euro
2012? Please name all the sponsors who come tawiodr

As far as TOMA is concerned statistically signifitaifferences in brand recognition
were observedy? = 207.4, p<0.05). However it results from theyMemw response rate in
“other” category (1.5%); (Table 3). There were natistical differences in TOMA be-
tween sponsors (32.0%) and ambushers (32.6%)etts® be emphasized, however, that
such a high TOMA rate in the case of sponsors (82:1@sults from a high percentage of
consumers who named a brand belonging to EUROT@&ya@y (26.8%). The brand
recognition rate was much lower for sponsors whiormged to the categories of EURO
sponsors and national sponsors. A high percentafgenale consumers could not think of
any sponsoring brand. One-third of women (34.0 %@)rebt know or did not remember
who the official sponsor of the event was.

Table 3. Brand recognition rate of businesses rgnpimmotional campaigns during the UEFA
Euro 2012 according to TOMA metric (%) among women

Subject Total Heavy Moderate Light Very light  Non-
viewers  viewers viewers viewers viewers
(n=44) (n=36) (n=80) (n=156) (n=65)
Any sponsorship 32.0 43.2* 36.1 38.3 30.5 17.2
category
EUROTOP 26.8 31.8 33.3 33.3 25.3 14.1
EURO sponsors 4.1 114 2.8 3.7 3.9 1.6
National sponsors 1.1 - - 1.2 13 1.6
Ambushers 32.6 20.5 30.6 321 36.4 32.8
Other 15 4.5 - 25 0.6 -
Don’t know/don't 34.0 31.8 33.3 27.2 325 50.0

remember

* statistically different p<0.05 heavy viewers vsry light and non-viewers
Source: own study.
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The results of a chi-square test of independenosodstrated that the affiliation to a
group influences brand recognition of UEFA Euro 20dfficial sponsors 2 = 8.2,
p<.05). The highest TOMA rate was observed in ttwug of heavy viewers (43.2%). It
was much higher than in the other groups: veryt igbwers §2 = 4.4, p<0.01) and non-
viewers 2 = 6.1, p<0.01). When analysing each group, a deaxn tendency can be
observed: the lower the number of the watched neatdine lower the percentage of peo-
ple who recalled a brand of the official sponsofiist. In the group of non-viewers, one
in five respondents (17.2 %) correctly identifigeb tofficial sponsor. The same rule ap-
plies to a test of brand awareness in each spdripocategory (EUROTOP and EURO
sponsors) in which the TOMA metric was adopted .fasas national sponsors the rates
are very ow and may be observed only between hgint; light and non-viewers.

An inverse relationship exists in the case of peogho had to identify the ambush mar-
keters. In the group of heavy viewers, the TOMAeraf ambushers was the highest
among very light viewers 36.4 % and non-viewers — 32.8%. A half of the n@wer
respondents did not know or did not remember amypdbrconnected with the analyzed
event.

6. IMPLICATIONS OF THE STUDY AND COCLUSIONS

Farrell et all” say that women are increasingly becoming vested ¢d men's sport
especially footballThe results of this study confirm this hypothesswomen performed
well as spectators — only 17% of them declaredttiey had not watched any match dur-
ing UEAFA Euro 2012 in Poland. It also turns owtthmong female spectators, most of
them showed high interest in the event as they heat@lways or usually watched the
entire or a large part of a match. However, onlgrag. 30% of the women identified
official sponsors’ brands without a mistake. lalso worth to add that brand testing rates
depend on the involvement and interest of specatothe match. Those who were more
engaged and belonged to heavy viewers and modeiateers recognised sponsors’
brands much better that the other groups. And erother hand, they indicated less fre-
quently ambushers’ brands. Obtained results condittner studies available in the subject
literature. Sandler and Sh&hiKo et al*® oraz Kinney et ai° state that consumer confu-
sion about the official sponsors and ambushersribpe spectator involvement in a sport
event and that reflects their interest in the evdrith, as a consequence, helps the specta-
tors notice and remember the sponsors of an event.

Proving that women are interested in football, Hrat fans are involved match means
that they are the target group od all companies wish to carry out marketing cam-
paigns before, during and after sport events, thigse related to football. Therefore, ade-
guate information and media coverage should bete®mtrds them. It might be a sugges-

7 A. Farrell, J.S. Fink, S. Fieldgyomen's Sport Spectatorship: An Exploration of Bémfluence “Journal of
Sport Management” 2011/25, p. 1201.

18 D.M. Sandler, D. ShaniQlympic Sponsorship vs. ‘Ambush’ Marketing: Whos@ae Gold? ,Journal of
Advertising Research” 29/4 (1989), p. 9-14.

19Y.J. Ko, K. Kim, C.L. Claussen, T.H. KinThe effects of sport involvement, sponsor awaremesgsorporate
image on intention to purchase sponsors’ produtitgernational Journal of Sports Marketing ancbSgor-
ship” 9/2 (2008), p. 794.

20|, Kinney, S.R. McDaniel, L. Degari®emographic and psychographic variables predictN®ySCAR spon-
sor brand recall “International Journal of Sports Marketing andSgorship” 9/3 (2008), p. 16279.
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tion for designers and planners of promotional caigns to make an attempt to reach
female audience with a clear message. It seemsthelass that thy seem to be neglected
by sponsors and other companies engaged in spett, exainly in masculine sports such
as football.

There is a strong deficit concerning brand recagmitiuring sport events focusing of
women which makes impossible for authors to complaee results directly. The limita-
tion of this study is definitely no answer to theegtion - why women despite watching
the entire or most of the match are not able tdilémsly identify brand sponsors of the
event? Solving this issue need further in-deptarinéws and analysis in a more qualita-
tive manner.
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KONSUMPCJA SPORTOWA WSROD KOBIET A ROZPOZNANIE MARKI
OFICJALNYCH SPONSOROW PODCZAS UEFA EURO 2012

W literaturze przedmiotu potwierdzona zaangzowanie kibicow ma wptyw na wy-
niki rozpoznawalnéci sponsoréw i ambush marketeréw. Natomiast wyieaodczuwalny
jest deficyt prac naukowych dotygz/ch zaangaowania kobiet jako fanéw widowisk spor-
towych. Z tego wzgidu autorki podijty probe zbadania, jak zaangawanie kobiet w wyda-
rzenie sportowe UEFA EURO 2012 wplywa na rozpoznamageek oficjalnych sponsorow
imprezy oraz przedabiorstw stosujcych ambush marketing. Badanie saroyee przepro-
wadzono na reprezentatywnej prébie 523 Polek w wigbwyzej 15. rokuzycia. W celu
identyfikacji kobiet lgdacych kibicami badanego wydarzenia zadano pytanigcdgce
liczby oraz intensywnii oglagdanych meczéw. Polki, jak wynika z przeprowadzongoh-
liz, okazaly znaczne zainteresowanie pitkarskinstraostwami Europy. Ponad 20% kobiet
zadeklarowatoze obejrzato ponad 11 meczéw. Jedmakylko 30% Polek poprawnie zi-
dentyfikowato marki oficjalnych sponsoréw. Badan&walifikowane do grupyheavy vie-
wers orazmoderate viewergnacznie lepiej rozpoznaly marki sponsoréw w parémiu z
innymi grupami. Badanie to dowodze kobiety g kibicami pitkarskich wydarae sporto-
wych orazze g zaangaowanymi fankami. Autorki sugergjzatem, aby przekazy promo-
cyjne marek sponsorgych daa imprez sportove byly adresowane tak do tej grupy
docelowej. Wyniki tych badamog; by¢ sugesti dla projektantow kampanii reklamowych
dotyczcy podicia préby dotarcia deenskiej publiczndéci wydarzé sportowych.

Stowa kluczowe rozpoznawaln& marki, sponsoring, ambush marketing, pitkarma
kobiety
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