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Corporations benefit from sponsoring mega sport events by reaching a large audience and using the events’ fame, 
popularity, and other positive attributes in an attempt to transfer them to the corporation’s brand image. For this 
reason, large corporations spend an astronomical amount of money on sport sponsorships. Gwinner and Eaton 
(1999) and Kwon, Ratneshwar, and Kim (2016) identified sport sponsorship caused image transfer from sponsoring 
brands to sport events based on associative-memory models of brand equity (Keller, 1993) and meaning transfer 
theory (McCracken, 1989). In a celebrity endorsement study, Parulekar and Raheja (2006) and Seno and Lukas 
(2007) suggested that as much as celebrities can transfer meaning to a brand the reverse is also possible. We, 
however, argue that the flow of image transfer may depend on relative status (e.g., brand equity) between the 
sponsor and the sponsored event. As such, less-known brands may expect greater image transfer from mega sport 
events. This might encourage Kia Motors to have sponsored Australian Open since 2002 and to extend its 
partnership to 2023 (Tennis Australia, 2018). Meanwhile, well-established brands would not expect a large amount 
of image transfer from a sport event because the images of these brands have been already built up in consumers’ 
minds. Rather, chances are that images transfer from the well-known brand to the sponsored event. In this 
sponsorship, the amount of the image transfer from sponsors to events may be greater than that from events to 
sponsors. Accordingly, we propose the following hypotheses: 
 
H1: Sport event sponsorship will lead to a greater increase in image transfer from a sport event to a sponsoring 
brand when the brand equity of the sponsor is low (versus high). 
H2: Sport event sponsorship will lead to a greater increase in image transfer from a sponsoring brand to a sport 
event when the brand equity of the event is low (versus high). 
 
The study will employ a 2 (level of sport event brand equity: high versus low) × 2 (level of sponsoring brand equity: 
high versus low) between-subject factorial design. Through the MTurk, 160 respondents in the U.S. will participate 
in the online survey. MLB (Major League Baseball) and MiLB (Minor League Baseball) were selected for the sport 
events whose brand equities are high and low, respectively. The homogeneity of the sport type, popularity across the 
United States, and long, storied histories were considered to select the sport events. Toyota and Kia were chosen for 
the sponsoring brands which have high and low brand equities, respectively, based on the Best Global Brands 
Rankings by Interbrand (2017). Pretests will be conducted to identify a set of ten trait adjectives for each sport event 
and sponsoring brand which will be employed to measure the image transfer (dependent variable) based on Gwinner 
and Eaton’s (1999) study. Twenty plausible adjectives for each event and brand will be generated after 100 college 
students will be asked to write three adjectives came up in their minds which properly describes each brand and 
event in Pretest 1. In Pretest 2, fifty participants recruited through MTurk will be asked to evaluate the 
appropriateness of each adjective by using a seven-point bipolar scale (1 = very inappropriate; 7 = very appropriate) 
(Kwon et al., 2016). Thereafter, ten adjectives rated as most appropriate in describing the event and brand will be 
selected for use in the experiment. Participants will be randomly assigned to one of the four conditions. After the 
participants read the instructions, print-ads describing the brand-event sponsorship will be shown. Thereafter, they 
will respond to the items for the dependent (image distance) (Gwinner & Eaton, 1999) and independent (brand 
equity) (Yoo & Donthu, 2001) measures.  
 
A two-way ANCOVA will be used to test the hypotheses, controlling for sport involvement (Shank & Beasley, 
1998), product involvement (Zaichkowsky, 1994), and image-based similarity (Gwinner & Eaton, 1999). We expect 
that sport sponsorship generates a two-way image transfer between sponsors and sponsored events and that the 
image transfer is more pronounced when the brand equity gap between the sponsor and the sponsored event is large 
(versus small). The present study is expected to extend the sport sponsorship literature by understanding how 
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images flow between sponsors and sponsored events. The authors will ensure that the detailed implications of the 
findings, limitations, and directions for future research will be discussed at the conference with the actual experiment 
data.  
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