
2018 Sport Marketing Association Conference (SMA XVI) 

Dallas, TX October 24-26, 2018 

  

 

The Green Sponsorship Category: Brand Awareness and the Role of Personal Environmental Status on 
Effectiveness 
 
Beth Cianfrone, Georgia State University 
Timothy Kellison, Georgia State University 
 
Wednesday, October 24, 2018 25-minute oral presentation 
3:30-3:55 PM, Ballroom D2 (including questions) 
 
The Green Sponsorship Category: Brand Awareness and the Role of Personal Environmental Status on 
Effectiveness 
 
In 2017, sport sponsorships reached $16.26 billion in North America and common sponsorship categories of 
apparel, automobile, beverage, and insurance topped the list (ESP, 2017). With the increase in sustainability and 
environmental focus by sport organizations, the sustainability or green sponsorship category, including energy, waste 
management, and supply chain companies, is gaining traction (“What is the next?”, 2017). A team’s partnership with 
sustainability or environmentally focused corporate sponsors could provide opportunity to generate additional 
revenue to alleviate costs associated with sustainable efforts. Teams may align with local or national sustainable or 
energy related corporations. Additionally, non-sustainability companies are partnering with teams on green initiatives 
or promotions. The effectiveness of the green or sustainability sponsorships has yet to be explored.  
 
While sustainability companies may sponsor a sport organization for a myriad of reasons, an often-desired benefit of 
sponsorships is consumer brand awareness. Brand awareness is used by sport organizations and researchers to 
measure effectiveness of sponsorships (Kim, Lee, Magnusen, & Kim, 2015). Scholars frequently assess the role of 
awareness as an initial step in sponsorship models because the cognitive outcome may influence the affective or 
conative responses (e.g., Cornwell, Weeks, & Roy, 2005; Kim et al., 2015). With respect to sustainability and 
consumer behavior, Trail and McCullough (2017) also posit that awareness is the initial stage of their Sustainability 
Campaign Pathway. Further, sponsorship researchers show team identification, involvement, or other personal 
attributes may influence sponsorship awareness (e.g., Gwinner & Swanson, 2003; Madrigal, 2001). In this case, an 
individual’s personal disposition towards environment may influence the awareness of sponsors. As such, our study 
focused on sport consumers’ brand awareness and personal environmentalist level to provide an initial examination 
of sponsors in the green category.  
Because of the rapid interest of sustainability in sport, sponsorships by environment or energy related corporations 
could be a growth area for organizations trying to improve their commitment to sustainability efforts. However, 
there is a mixed review of sustainable efforts, which may make teams hesitant to adopt, promote, or partner with 
energy or environmental sponsorships. The lack of research showcasing consumer awareness may prevent green 
companies from sponsoring sport organizations (Kellison & Hong, 2015; Kellison & Kim, 2014). Therefore, the 
purpose of this study is to determine sport consumers’ awareness levels of sponsors in the green (sustainability) 
category in comparison to non-green sponsors and awareness based on respondents’ self-identified environmental 
disposition 
. 
Method 
 
As part of a larger study with a National Football League team, we explored season ticket holders’ brand awareness 
of sponsorships via a 20-item sponsorship recognition scale. The respondents were prompted to correctly identify 
team sponsors from a list, with “yes”, “no”, “not sure” responses, similar to past brand recognition studies 
(Cianfrone & Zhang, 2013). For the purpose of this study, the green sponsor category was identified as the official 
team sponsors from environment and energy related companies. At the time of study, the team had nine official 
sponsors- three green brands (two energy companies and one aluminum/recycling company) and seven non-green 
brands (two alcoholic beverages, insurance, soft drink, store, and airline). To limit guessing, the survey included 11 
dummy variables, five in the green category and six in the non-green category (Cianfrone & Zhang, 2008). To assess 
environmental status, we asked a single original item, “I consider myself an active environmentalist” with four 
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possible responses. As season ticket holders, team identification was expectedly high and not needed as a covariate. 
 
Analysis and Results 
 
The survey was emailed to 3,424 season ticket holders and we received a total of 1,657 usable responses. Overall 
category recognition rates were considerably high for both green (M = 59.26%) and non-green brands (M = 
65.68%). Four non-green official sponsors were recognized by more than half of the respondents at 93.4%, 80.4%, 
75.4%, and 71.0%, respectively. Two official green sponsors were correctly identified by 75.8% and 53.0% of the 
respondents, with the third identified by 49.0%. In both the green and non-green category, one dummy brand had 
more than half the respondents convinced it was a sponsor. Season ticket holders reported low awareness rates of 
the other dummy brands (less than 25%), further indicating the fans were knowledgeable about the team sponsors.  
 
Two composite sponsorship awareness scores were created for each participant, one for environment related 
sponsors and one for non-environment sponsors. Participants were grouped by their self-identified environmentalist 
level: active environmentalists (n = 132), passive environmentalists (n = 730), not an environmentalist (n = 736), 
and unclassified, who ‘did not want to answer this question’ (n = 59). Active environmentalists correctly identified 
57.1% of the green sponsors and 63.1% of the non-green sponsors; passive environmentalists correctly identified 
61.6% of the green sponsors and 67.9% of the non-green sponsors; non-environmentalists correctly identified 
57.6% of the green sponsors and 64.5% of the non-green sponsors, and those unclassified reported 55.4% of green 
sponsors and 65.7% of non-green sponsors.   
 
We conducted MANOVA to determine the effect of personal environmental disposition on awareness of green and 
non-green sponsors. Because of varying group sizes, Levene’s test for homogeneity was examined. Using Wilks’ 
statistic, there was a statistically significant effect of environmental disposition on sponsorship awareness, Λ = .98, 
F(6, 3304), 3.24, p = .004. However, the amount of variance explained was minimal (partial η2 = .006) indicating 
small and not meaningful differences. Post hoc tests revealed passive environmentalists’ recognition of non-green 
sponsors differed from non-environmentalists (p = .025) and the unclassified individuals (p = .006).  
 
Discussion 
 
Our initial examination of green category sponsors found they were recognized by season ticket holders at high 
rates, comparable to the non-green category sponsors. Sport organizations may encourage companies from the 
green category, such as energy, waste management, water, supply chain companies, to consider sponsoring to receive 
the awareness benefits that non-green companies typically garner from sponsorships. The lack of strong differences 
among personal environmental dispositions and brand awareness is also promising for green companies in that 
brand awareness is not limited only to those who are environmentalists. Limitations and future research will be 
discussed. 
 


