ABSTRACT
The majority of ambush marketing research focuses on sponsor versus non-sponsor (ambush marketer) recall/recognition. While recall and recognition are helpful measuring the confusion ambush marketing generates, measures of purchase intentions provide a more accurate picture of the consumer behavior related to both sponsorship and ambush marketing. Additionally, previous research has demonstrated that highly identified fans have higher levels of sponsor related purchase intentions or are more likely to purchase sponsors products. This study examines the effectiveness of ambush marketing through a new lens by investigating the effectiveness of official sponsor designations in MLB, while operationalizing the effect of ambush marketing and the potential influence of team identification. 
INTRODUCTION
According to the International Events Group (IEG) (2009) sport sponsorship spending has increased significantly every year during the past decade, but growth has slowed significantly in recent years. Sponsorship is an industry in turmoil and the recent worldwide economic crisis has many teams and sport properties worried about the loss of future sponsor revenue (SBJ, 2009). For instance, the banking and financial sectors, which are the fourth largest sponsorship spenders, accounting for approximately 9% of all sponsor sales, are failing at record rates and may not be able to continue their current sponsorship contracts. Additionally, it is important to note that approximately 38% of all long-term sport facility naming rights deals are by financial institutions (Lefton & Mickle, 2009). Accordingly, spending on Return on Investment (ROI) and Return on Objective (ROO) sponsorship market research may be increasing at a substantial rate and the importance of successful sponsor activation has been noted by sport practitioners (Show, 2009). Major League Baseball (MLB) marketers and executives are especially concerned about the loss of potential sponsorship revenue since MLB will be the first major sport to complete an entire sales season in the recent recession (SBJ, 2009). 
In addition to the loss of sponsorship revenues due to economic concerns, sport marketers often worry about the potential negative effects of ambush marketing. Spending a significant amount of money on an official sponsorship association, may not protect corporations from the potentially negative effects of ambush marketing. A significant amount of time and resources may also need to be dedicated to ambush marketing protection and sponsor activation (Meenaghan, 1996). Ambush marketing may be defined as an unofficial sponsor’s attempt to misrepresent itself as an official sponsor and gain some of the benefits associated with sponsorship (Sandler & Shani, 1989). Ambush marketing activities are often very similar to the activities associated with official sponsorship (Etorre, 1993). 
Consequently, fans may have trouble understanding the difference between ambush marketing and official sponsorship. For example, a company selling peanuts may set-up a vendor stand outside of a professional baseball stadium and overstate its association with the team by using images of baseball players on the packaging and putting the suggestive phrase “Baseball is not the same without (insert brand name) peanuts” on the front of the bag (Ettorre, 1993). Despite significant advances in ambush marketing protection, recent evidence suggests that ambush marketing incidents may be increasing internationally among both fans and non-consumers (Madden, 2007).  
Researchers have acknowledged the effectiveness of ambush marketing in terms of confusing consumers and gaining some of the benefits of official sponsors at a significantly lower cost (Lyberger & McCarthy, 2001; Sandler & Shani, 1989). This study expands the knowledge base by investigating the effect this confusion may have on consumer behavior related to official sponsorship. Additionally, the potential influence of team identification, which has been found to moderate the relationship between sponsorship and consumer behavior, was also investigated (Cornwell & Coote, 2005; Gwinner & Swanson, 2003). Therefore, the purpose of this study was to examine the effectiveness of official sponsor designations in MLB, while operationalizing the effect of ambush marketing and the potential influence of team identification. 
Ambush Marketing

The first large scale case of ambush marketing took place during the 1984 Olympic Games in Los Angeles, California. Fuji was the official film sponsor of the Olympic Games, but competitor Kodak, the non-sponsor or ambusher, purchased television advertising rights and also sponsored one of the Olympic teams U.S.A Track and Field (USATF). Kodak spent a significant amount of time and resources exploiting these relationships and utilized the slogan “official film” sponsor of ABC, the Olympic broadcast partner, and USATF. Frustrated with this episode, Fuji did not renew its international Olympic sponsorship and chose to participate in an aggressive ambush marketing operation during the next Olympic Games in 1988 (Crow & Hoek, 2003). Since this initial case of ambush marketing, ambush marketers have become increasingly creative and instances of ambush marketing seem to be on the rise (Madden, 2007). 
Despite the potential negative consequences of ambush marketing, minimal empirical research exists in this area and the majority of research has not addressed the influence of ambush marketing on consumer behavior (McDaniel & Kinney, 1998; Moorman & Greenwell, 2005; Sandler & Shani, 1989; Shani & Sandler, 1998). The majority of previous ambush marketing research has focused on measuring the confusion generated by ambush marketers. Researchers have rarely investigated ambush marketing as an effective alternative to official sponsorship, in terms of positive consumer behavior, i.e. increased sales or purchase intentions (Lyberger & McCarthy, 2001; McDaniel & Kinney, 1998). Researchers believe ambush marketing may negatively impact the value of official sponsorship and this study further investigates this finding in MLB, where sponsorship revenues may be already decreasing (SBJ, 2009).
Team Identification

In order to sell tickets and other sport products, sport marketers often segment fans based on their amount of identification or interest in their favorite team. These levels of identification have also been found to significantly impact fan’s reaction to sponsorship and potentially ambush marketing (Pham, 1992). Howard (1995) surveyed National Association of Stock Car Racing (NASCAR) fans and discovered they were often highly identified with specific drivers and the sport itself. Furthermore, 72% indicated they purchased products of sponsoring companies on a regular basis. Highly identified fans have been found to be more likely to attend sports events and purchase sponsor’s products than fans with low levels of identification (Howard, 1995; Cornwell & Coote, 2005). Therefore, it is important to take identification level into account when investigating the effectiveness of official sponsorship and ambush marketing.
Hypotheses
This study examines the effectiveness of official sponsor designations and ambush marketing activities on consumer behavior in MLB. This was accomplished by operationalizing the confusion generated by ambush marketing and the influence of fan identification (Gwinner & Swanson, 2003; Moorman & Greenwell, 2005). How effective is official sponsorship? Ambush marketing? Does the confusion generated by ambush marketing influence fans with varying levels of interest in the team differently? 
Based on previous literature the following hypotheses were formed: 
H1: Marketing activity (official league sponsor, official team sponsor, and non-sponsor) will significantly influence purchase intentions.   
H2: Team identification will significantly influence purchase intentions
H3: There will be a significant interaction between team identification and marketing activity on purchase intentions.

RESEARCH METHOD
A quasi-experimental research design was employed by the researchers to collect data and operationalize the confusion generated by ambush marketing activities. A paper and pencil survey containing modified versions of the Moorman & Greenwell (2005) scenarios, team identification, sponsor recognition, and fan demographic information was distributed to MLB fans. Data were collected at three, mid-season MLB home games for a team in a major, Midwestern U.S. city. The team studied was a moderately successful team competing in the American League of MLB. MLB fans were chosen since previous researchers have seldom examined the effects of ambush marketing on this group of sports fans. Additionally, due the minimal level of ambush marketing protection by MLB, the researchers felt this sample would provide interesting results (Lindeman, 2006). 
Data were collected immediately outside the venue by trained researchers (the investigators and sport management graduate students). The researcher’s distributed surveys where sponsor signs were not visible so fans could not simply look at sponsor signage when they completed the recognition section of the survey (sponsor recognition items were used to provide the team with practical information). In order to meet the demands of an experimental design the surveys were coded and each participant only received one treatment (i.e. a scenario about a league sponsor, official sponsor, or non-sponsor). This resulted in almost an equal number of respondents in each group. For example, a relatively equal number of males and females were surveyed. This was accomplished by distributing surveys printed on different color papers for males and females. Approximately 700 fans were approached to complete the survey, with 378 out of the 700 potential participants agreeing to complete the survey. This represented a 54% response rate. However, only 364 surveys were usable since some were incomplete or completed incorrectly. 

Analysis
Demographic data were analyzed with descriptive statistics. The results of the descriptive analysis are included in Table 1. In order to address the two hypotheses a 3(identification) X 3(marketing activity) factorial ANOVA tested for significant differences among purchase intention means. There was a significant effect of identification on the purchase intentions of respondents, F(2,351) = 85.47, p < .01. There was also a significant effect of marketing activity on the purchase intentions of participants, F(2,351) = 6.39, p < .01. However, there was no significant interaction between identification and marketing activity on purchase intentions, F(4,351) = 1.74, p = 0.140. Thus, Hypotheses one and two were accepted and three was rejected. Further results of this analysis are included in Table 2.  

Table 1.

Demographic Makeup of Respondents

Characteristic

Category


Frequency

Percent

Age


18-25



29


8.2









26-35



79


22.4









36-45



91


25.8

46-55



82


23.2

56-65



46


13.0

66-older


26


7.4




Total



353


100.0

Income


under $20,000


25


7.1









$20,000-$39,000

60


17.0




$40,000-$59,999

57


16.2




$60,000-$79,999

67


19.0




$80,000-$99,999

54


15.3




$100,000 and over

89


25.3




Total



352


100.0

Gender


Male



183


50.3





Female



181


49.7




Total



364


100.0

Ethnicity

African-American

0


0.0




Caucasian


343


95.0




Hispanic


2


.6




Asian



5


1.4




Native American

10


2.8




Other



1


.3




Total



361


100.0

Attendance

0-5 games


173


49.7









6-11 



84


24.1




12-17 



53


15.2




18-23 



24


6.9




24 or more games

14


4.0




Total



348


100.0

Games Watched
0-5 games


104


29.7






6-11 



87


24.9




12-17 



49


14.0




18-23 



56


16.0




24 or more games

54


15.4




Total



350


100.0

Table 2.

Analysis of Variance for Identification by Marketing Activity

Source




df

F

η²

p





Between Subjects

Identification (ID)


2

85.477

.328

.000


Marketing Activity (MA)

2

6.392

.035

.002

ID x MA



4

1.742

.019

.140

Error




351



As a follow up to the factorial ANOVA, a Tukey HSD post hoc test demonstrated that purchase intentions of moderately and highly loyal fans were significantly higher than casual fans (all mean differences were significant at p < .001). The largest significant difference in purchase intentions was between the casual fans and the highly loyal fans, with highly loyal fans demonstrating they would purchase sponsors’/ambushers’ products at significantly higher rates than casual fans. A second Tukey HSD post hoc test illustrated that the major difference in purchase intentions was between the official team sponsorship group and the ambush marketing group (p < .05). Overall, respondents indicated they would be interested in purchasing ambush marketers’ products at a significantly higher rate than team sponsors’ products. 
DISCUSSION AND FUTURE RESEARCH
The significant main effect of identification confirmed previous research that highly identified fans were more likely to purchase sponsors’ products than casual fans (Cornwell & Coote, 2005; Gwinner & Swanson, 2003). The significant main effect of marketing activity pointed out that fans had higher levels of purchase intentions when exposed to ambush marketing than when exposed to team sponsorship. In other words, in terms of purchase intentions ambush marketing was more effective than official team sponsorship. This is a very important and unique finding that contrasts previous literature. This may indicate that official sponsorship is not as effective as the previous literature has demonstrated when ambush marketing is present.  

Since highly loyal fans indicated they would purchase sponsors/ambushers’ products at an overall higher level than casual fans, marketers should continue to target specific sales related promotions on the highly identified fans. Additionally, ambush marketers may want to focus their efforts in a similar manner and try to influence highly identified fans. The finding that highly identified fans indicated they would purchase ambusher products at a higher rate than sponsor products perhaps indicates that fans do not fully understand the rights associated with sponsorship. In order to protect sponsors against the negative effects of ambush marketing, sport marketers need to consider this finding and try to educate fans further about sponsorship rights. The major finding of this study was that highly identified MLB fans may be more likely to be fooled by ambush marketers and potentially purchase their products due to a perceived association with the team.   

Future research needs to focus on measuring the consumer of behavior of fans exposed to multiple types of ambush marketing in different settings. Additionally, researchers might want to examine actual purchase behavior as a method of ambush marketing effectiveness rather than purchase intentions. Finally, more studies operationalizing the confusion generated by ambush marketing are needed to demonstrate the actual effects of ambush marketing. For example, a researcher may want to have fans watch short videos of actual ambush marketing activities/official sponsorship activities and measure their consumer behavior related to these activities. 
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