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ABSTRACT

Thisstudyaimstofindoutwhetheracompany’sculturalsponsorshipactivitiescontributetoimproving
theconsumers’attitudetowardthecompany’sproductads.Todoso,theresearchersadoptedthree
intermediatefactorssuchascorporateimage,self-brandcongruity,andself-monitoring.Thisstudy
found that consumer attitude toward cultural sponsorship significantly affects corporate image.
Self-brandcongruitysignificantlymediatesbetweenattitudetowardculturalsponsorshipandthe
company’sproductadattitudemeasuredfortwotypesofads:image-basedadandproduct-basedad.
Thisstudyalsofoundthatself-monitoringwithculturalsponsorshipactivitiessignificantlymoderate
betweenself-brandcongruityandadattitude.Thefindingthatnotonlythecorporateimagebutthe
attitudetowardculturalsponsorshipcontributedtoapositiveadattitudethroughbrandcongruity
shedssignificantstrategicinsightsforbrandmanagement.
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INTRODUCTION

AccordingtotheKotleretal.(2010),Marketing1.0wasthe“product-centricera,”wheremarketers
appealedtotheircustomers’minds;Marketing2.0wasthe“customer-centricera,”wheremarketers
appealedtotheemotionsoftheircustomers;andMarketing3.0isthe“values-drivenera,”where
marketersseektointeractmorestronglywiththeircustomers.Marketing3.0isacollaborative,cultural,
andspiritualmarketingapproachwhichplacesculturalissuesattheheartofabusinessmodelfora
company.Asmaterialwealthincreases,peopletendtoplacerelativelyhighervalueonculturalor
socialawarenessassomethingthatenhancestheirself-worth,companiesareactivelyusingculture
marketingtosatisfyconsumers’needsforculturalproductsorsociallyresponsiblecompanies.

Culturemarketingreferstoanewcorporatestrategythatbasicallyincorporatescultureasatool
forboostingthecompany’sorproduct’sbrandimagestodistinguishitfromconventionalmethods
ofmarketingcommunications.ParkandKim(2010)defineculturemarketingas“allmanagement
activities thatcompaniesororganizationsperforminconnectionwithcultureandart toenhance
emotionalandculturalvaluesofcustomers”.As today’sconsumers’needsforculture-embedded
productsincrease,companiesneedtocorrectlyunderstandthepotentialimpactofthistrendfroma
socio-culturalperspective.Today’scorporateimageenhancementstrategiesreflectthischangeby
makingeffortstocreateconsensusamongconsumersaboutnewculturalcodesdesignedtoraisethe
consumers’awarenessaboutcultureasausefulcommunicationtool.

Therearesomenotabledifferencesinconceptualaswellaspracticalperspectivesbetweenculture
marketingandconventionalmarketing.First,fromtheproductviewpoint,conventionalmarketing
stressesbenefitsandfunctionsoftheproducts,whileculturemarketingemphasizescorporateimage
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oremotions.Withregardtopricing,conventionalmarketingresortstorationalpricingordiscounts,
whereasculturemarketingleviesculturalpremiumontheirproducts.Further,culturemarketingdoesn’t
confineitselftophysicalstores,asitfocusesoncreatingnewculturalvaluebyproliferatingacultural
sphereinsideandoutsidethestores.Also,theculturemarketingachievesbranddifferentiationthrough
culturaleventsordirectconsumerexperiences,notasmuchthroughmessage-basedcommunication
strategiesrelyingonmediaadsorwordofmouth(Shim,2002).

Culturemarketingreferstoanapproachinwhichcompaniesmakeuseofculturestrategicallyand
systematicallytoachievetheirmarketinggoals.Therangeofculturemarketingvariesfromcorporate
culturalprogramstosupportartisticactivitiestomarketingactivitiesthatinfuseculturalimagesinto
theproductsandservicesasameansofadvertisingorpromotion(e.g.,Lee&Shin,2005).

Culturemarketinghasbeencategorizeddifferentlybyseveralresearches(Kim,2006;Shim2002).
Shim(2002)suggestedthatculturemarketingconsistsoffourdifferentcategoriessuchascultural
sponsorship,synthesis,spirit,andstyle.Itisalsodividedintofourcategories:culturalsponsorship,
communication,investment,andbrands(Kim,2006).Sincethetypesofculturemarketingcarriedout
bycompaniesvariesdependingonthecharacteristicsandsizeofthecompany,thereisnocommon
consensusonthisclassification.However,culturalsponsorshipmaybeconsideredoneofthemost
importantareasofculturemarketingsinceculturalsponsorshipiseasilyassociatedwithcompanies
fulfilling their societal responsibility, which renders it a very effective tool to promote positive
corporateimage.

Sponsorshipisdefinedas“acashorin-kindfeepaidtoaproperty([apropertyrightsholder]
typicallyinsports,arts,entertainment,orcauses)inreturnforaccesstotheexploitablecommercial
potential of that property” (IEG, 2018). Sponsorship of sports, the arts, cultures, causes, and
entertainmenthasappearedasasignificantcomponentofbrandandadvertisingstrategy(e.g.,Cliffe
&Motion,2005).Sponsorshipcanbeamajorcontributortoincreasingbrandawarenessorpreferences
(McDonald,1991)andcanbeapersuasivevehicletoincreasecorporatevalueandcredibilityby
providingfinancialsupportforcertainbusinesses(Alreck&Settle,1999).Afterall,sponsorship
notonlyeffectivelycommunicatesthecompanyorbrandthroughcommunication,butalsoprovides
cluestodifferentiateitfromthecompetition(Hasting,1984).Despitetheslowdownonbusiness
activitiescausedbytheglobaldownturnineconomy,sponsorshipexpenditureworldwidetopped
$65billionUSD(IEG,2018).Inaddition,forevery$1investedinsponsorshiprights,$2.20isspent
onsponsorship-relatedadvertisingandpromotion(IEG,2016).

Culturalsponsorshipmaybeconsideredoneofthemostimportantareasofculturemarketing
sinceculturalsponsorshipiseasilyassociatedwithcompaniesfulfillingtheirsocietalresponsibility,
whichrendersitaveryeffectivetooltopromotepositivecorporateimage.Priorsponsorshipresearch
hasmainlyfocusedonsportssponsorshipandithasbecomethebenchmarkforstudiesonmanagement
ofsponsorship.Thisishardlysurprisingbecausesportssponsorshiphasbeenpredominantsofar,but
thereisescalatinginterestinsponsorshipinculturalcontexts,whichmakeitaripeareaofempirical
investigation.Culturalsponsorshipenjoysaconsiderablylowerpublicprofileandasmallershare
ofthesponsorshipinvestment(Cornwell,2019).Recently,culturalsponsorshipisoneofthemost
interestingmarketingdevelopments,asithasbridgedverydistinctkindsofsocietalareas,namely
thoserelatedtocompanyandtheartsandculture.Itisobviousthatinvestmentsinculturalsponsorship
willincreaseasaresultofthegrowingsaturationofsportspropertiesandtheever-increasingcosts
ofbiggersportingactivities(Cornwell,2019).

Despitethisincreasingattentiontotheimportanceofculturalsponsorship,previousstudieson
thistopicstillseemlacking.Previousresearchhasmostlyapproachedthetopicfromtheviewpoint
of consumer attitudes toward and the perception of cultural sponsorship. It is, however, very
difficulttofindstudiesonculturalsponsorshipthathaveinvestigateditsimpactoncorporateimage
directlyandtheeffectivenessofcommunicationtoollikeadvertising.Inthisstudy,theresearchers
aimtoinvestigatetheeffectofcorporateculturalsponsorshiponenhancingcorporateimageand
communicationeffectiveness.Specifically,thegoalofthisresearchistoexaminewhethercultural
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