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ABSTRACT

Brand extension is considered as a strategy to enhance an organisation’s brand assets. Therefore, 
with a total of R4.8 billion spent on sports sponsorship in South Africa in 2008, the research 
considered whether marathon sponsorship can enable brand extensions. The study involved the 
use of self-administered questionnaires administered among 122 athletes who participated in a 
full marathon in the Cape Peninsula, South Africa, during March 2010 and used by default a 
convenience sampling technique, hence the exploratory nature thereof. Findings, among others, 
suggest that respondents will purchase a new product addition of the brand, which sponsored the 
marathon. The findings should complement marketing practitioners’ strategies, especially brand 
extension strategy, through marathon sponsorship.
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INTRODUCTION 

Sponsorship can be used to transmit brand and corporate messages, which may be combined with 
other communication tools. A sponsor’s survey (cited in Fulvia, 2007: 33) illustrates that the most 
essential factor for sponsorships is building brand equity, while a second essential factor is the 
increase of brand awareness. According to Ansoff’s product/market expansion grid (cited in Keller, 
2008: 490), brand extension strategy may be understood as a company’s new product development 
strategy. The company will develop a new product and the new product will use the company’s 
existing brand or a combination of a new brand and an existing brand (Keller, 2008: 491). Therefore, 
sponsorship may be an important communication tool to launch or develop new or existing brands.

BMI Sport (cited in Rose, 2008: 34) mentions that R4.8 billion was spent on sports sponsorship 
in South Africa in 2008, of which R2.6 billion was direct spending and R2.2 billion was “leveraged 
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spending” for indirect spending such as advertising, promotion, media and so on. South Africa’s 
average annual growth in the sports sponsoring market is more rapid than in North America and 
Europe (Fulvia, 2007: 29). Hence, the focus of this study is to consider whether marathon sponsorship 
can support brand extension as a strategy of brand management.

PROBLEM STATEMENT

The research problem is that it is unknown whether marathon sponsorship can support brand 
extension as a strategy of brand management.

OBJECTIVES

The objectives of this research are to:
 • understand the importance of brand extension as brand management strategy;
 • investigate the value of sports sponsorship as a tool to develop brand extension;
 • disseminate the results to academics and practitioners.

RESEARCH QUESTION

The main research question is: Can marathon sponsorship support brand extension?

Sub-questions

 • What general factors affect the success of brand extension?
 • Which of the general success factors can be supported by marathon events?

LITERATURE REVIEW

The literature review investigated the importance of brand extension as brand management strategy 
and specifically the brand extension success factors, which is an objective of the research.

Brand Extension

The value placed on brand extension is quantified by Simms (2005: 35) who estimates that 82 per 
cent of new product launches are brand extensions. In establishing brand extensions, marketers hope 
to gain access to new customers and markets by building on established brands, namely parent or 
core brands. A parent brand with strong brand equity allows for brand extension. Moreover, most 
companies use an established brand name to promote their new products as their core strategic 
growth plan but do not introduce a new brand name. Brand extensions can be divided into line 
extension and category extension. A line extension may be when a sports drink brand introduces 
a new flavour addition to the existing ready-to-drink line and a category extension may be when a 
sports drink brand introduces a snack bar (Keller, 2008: 491).

Aaker (1991: 209) was one of the initial researchers to investigate brand extension and stated 
that it is a natural strategy for a company to grow its assets. Indeed, the brand name that a company 
has developed is the most marketable and significant asset of several companies. Hence, utilising it 
to launch new product categories is an essential and intelligent strategic growth option. However, 
not all brand names would have positive effects on extensions. As shown in Figure 1, according to 
Aaker’s (1991: 209) original brand extension model, in general, there are five different effects of 
extending a brand name to a new product. 
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Figure 1: Results of extending a brand name
Source: Aaker (1991: 209)

The five effects include the helpful side, as well as the potential damage to a brand name because 
of extensions. Aaker (1991: 209) describes these effects as “the good, more good, the bad, the 
ugly and more ugly”. ‘The good’ relates to when a brand name brings helpful and useful effects 
to the extension, which involves brand associations, quality associations, awareness/presence and 
trial purchase. “More good” refers to when the extension is able to develop the core or parent 
brand. This means that the extension should reinforce the brand’s image, support the brand and 
quality associations as well as provide name recognition and associations to new segments. Whereas 
“the bad” means that the brand name fails to help or does not add value to the extension. In this 
instance the brand extensions motivate negative attribute associations, the extensions confuse the 
name of the brand, the extensions fit the brand poorly, the extension is perceived as poor quality and 
the extension is not supported. “The ugly” effect will damage the key asset of a firm, namely the 
brand name, which, as a consequence, creates undesirable attribute associations, weakening existing 
brand associations, damaging the brand’s perceived quality, or altering existing brand associations. 
Finally, the worst effect and result of extending a brand is a foregone opportunity to create new 
brand equity, which is called “more ugly”.

Factors that Influence Successful Brand Extension

The perceived quality of the core product can influence evaluation of the extension product; hence, 
the extension fit should be considered. According to Aaker and Keller’s (1990: 28) findings, 
perceived quality of the core brand’s original context is important for evaluation of the extension, 
as long as there is a correlation between the original and the extension product class. This was 
found by Völckner and Sattler (2006: 18) to still hold as the authors report that the parent brand and 
extension fit is the most essential driver of brand extension success. Other factors that also support 
successful extension include “marketing support, parent-brand conviction, retailer acceptance, and  
parent-brand experience”. Brand extension is reciprocal as the extension brand can also benefit the 
parent brand’s image (Balachander & Ghose, 2003: 4). Aaker and Keller (1990: 38) introduced 
the founding argument that the more similarities the parent and extension category have, the more 
chance for brand extensions’ success. Furthermore, Tauber (cited in Aaker, 1991: 211) concludes 
in a comprehensive study that seven popular fit approaches to brand extension were found after 
researching 276 brand extensions. These fit approaches are “same product with a different appearance; 
distinctive taste/ingredient/component; companion product; customer franchise; expertise; benefit/
attribute/feature and designer or ethnic image”. The seven fit approaches provide a framework of 
finding either a related and similar, or different fit between the original and extension product.
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There are three features of the core brand that will probably influence the evaluation of the brand 
extension. According to research findings of Aaker and Keller (1990: 29), perceived quality of the 
core brand will affect a consumer’s evaluation of the brand extension. Perceived fit level between 
the core brand and the category, as well as association of the core brand, can be another two features, 
which affect consumers’ evaluation of brand extension. Aaker and Keller (1990: 29) found that 
the higher the quality perceptions of the core brand, the more favourable the attitudes will be from 
consumers towards the extension brand. Also, a brand that has a higher perceived quality has a wider 
space to implement brand extension than one that has poor perceived quality (Aaker & Keller, 1992: 
37). Patro and Jaiswal’s (2003: 70) research supports this and shows that both quality and fit have a 
strong direct effect on brand extension.

Moreover, higher levels of marketing support in terms of advertising lead to higher levels of 
perceived fit (Klink & Smith, 2001). Nevertheless, Smith (1992: 12) and Smith and Park (1992: 298) 
proved that it is more important to implement the marketing promotion strategy to the extension 
product, rather than to the core brand and product. When brand extensions are brought to market, 
marketing communication plays a key role in attracting attention to the brand (O’Guinn, Allen 
& Semenik, 2006: 24). With regards to brand equity management strategies, brand extension can 
usually help to develop brand awareness, as well as reinforce brand associations. In addition, event 
sponsorship, publicity and symbol exposure can all improve awareness. Also, a long-term orientation 
positively influences brand extension success (Henseler, Horváth, Sarstedt & Zimmermann, 2010: 12)

Sports Sponsorship

Smith and Taylor (2004: 488) imply that there are two levels for sponsorship objectives, namely 
corporate and product-related. In general, the communication objectives of the two levels are: providing 
information to create brand awareness; changing perceptions of the corporate, product or brand to 
enhance attitudes; influencing intentions; and increasing or stabilising demand (Masterman, 2007: 
33). In addition, according to Masterman (2007: 65), sponsorships can also develop internal relations 
and competitive advantage. Not only can sponsorship become a team-building activity, but it can also 
provide a chance for an employee’s family and community to become involved in the event. Competitive 
advantage can be gained by prohibiting competitors to take any advantage of the sponsorship.

According to a sponsor’s survey (cited in Fulvia, 2007: 33), findings showed that the most 
important factor for sponsorships is brand equity building (81%), while other main objectives, which 
were also considered as essential by respondents, include brand awareness (74%); driving sales 
(54%); stakeholder relationship management (39%) and motivating employees (37%). Moreover, 
compared with advertising, sponsorship can be cost-effective in terms of reaching a particular 
audience. Sponsorship is able to access specific types of audiences, which is probably difficult to 
reach via other marketing communication. Hence, sponsorship has developed integrated and cost-
effective communication (Smith & Taylor, 2004: 485).

IEG Group’s data (cited in Lesego, 2005: 22) shows that R192 billion was spent on sponsorship 
in 2004 globally. Of this, America spent at least 40 per cent of the amount, Europe 28 per cent, 
while 19 per cent was spent in the Pacific regions, 8 per cent in Central and South America, and 5 
per cent was spent in other regions, including South Africa. Nevertheless, from 2005 to 2006 South 
Africa’s average growth in the sports sponsoring market was 18 per cent, while North America’s 
and Europe’s growth were 10.5 per cent and 10.9 per cent, respectively. In addition, BMI Sport’s 
data (cited in University of Pretoria, 2009: 37) indicates that in 2007, R3 065 million was spent on 
sports sponsorship in South Africa.

Fulvia (2006: 33) states that smaller niche sports (such as road running and mountain biking) 
hold potential value. In terms of the smaller niche sports market, Smith (cited in Fulvia, 2006: 33) 
states that: “it has particular value for challenger brands that are entering the market that need to 
create awareness quickly”. Fulvia also believes that although some of the niche sports have not 
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been explored extensively by sponsors, these opportunities hold a potential for growth in the sports 
sponsorship market. According to the race diary of Runner’s World (2009), approximately 850 
marathons were held in South Africa during 2009.

Impact of Sponsorship on Brand Equity

Sponsorship is able to achieve brand awareness and brand awareness can be developed by creating 
brand associations. However, the challenge is to identify suitable associations that strengthen the 
required image of a brand (Duncan, 2008: 613). Although sports sponsorship is able to attract 
and involve customers and other stakeholders, those who participate are probably merely a small 
percentage of a brand’s target audience. Therefore, the company should involve more potential and 
actual audiences by creating interesting elements that will attract media, thus implementing brand 
publicity, as well. “Sponsorships both differentiate and add value to brands” (Duncan 2008: 613). 
For instance, by sponsoring Orlando Pirates Adidas adds value to its brand by being associated 
with a team that won three trophies in a single season. This strengthens one of Adidas’s core brand 
associations, namely performance (Adidas, 2011). 

Brand extension strategy can follow a “new products within existing markets” development 
strategy or a “new products within new markets” development strategy. The development of new 
products within existing target markets is understood as a product development strategy. The strategy 
aims to introduce and sell new products to loyal consumers and consumers that have strong core 
brand awareness (Masterman, 2007: 202). The development of new products within new markets 
strategy may be a difficult and riskier strategy, because not only may fierce competition exist in new 
markets but several difficulties also present themselves for new product development and growth.

Roy and Cornwell (2003: 386) prove that, in the same event, sponsors that have high equity 
brands obtain more perceived congruence than sponsors that have low brand equity. As a result, 
the company that has high brand equity may find it easier to improve brand awareness and image 
via sponsoring a sport event because it can gain a better perceived fit with the sponsorship activity 
even without several marketing communications. In addition, consumer response indicates that both 
the sponsor’s and the event’s information is “accessed from memory and the new information is 
compared with the schema”, which is explained as a mental structure that stores, organisers and 
guides experiences (Roy & Graeff, 2003: 360). Hence, it is essential to investigate attitudes towards 
brands from a consumer perspective. 

Roy and Graeff (2003: 370) assert that there is a positive relationship between the perceived fit of 
a sponsoring brand and an event. Hence, sponsoring events can be an effective way for companies 
to promote their products and services when there are better perceived linkages between a sponsor 
and an event. Additionally, according to Mullin, Hardy and Sutton (2000: 261), both large and small 
companies’ marketing executives found that “linking their messages to leisure pursuits conveys 
these messages immediately and credibly”. A reason for this is that it reaches its target consumers 
through their lifestyles, namely the persuasive environment. Therefore, it is essential to explore 
association of the company/product with the event. “By establishing a link with an event, a company 
shares the credibility of the event itself while delivering its message to a consumer who is apt to be 
relaxed and thus more receptive”. Therefore, use of advertising, sales promotion, public relations 
and other communication tools, which enhance the perceived fit between the event and sponsoring 
brands, is a significant marketing campaign that creates awareness among consumers and the firm’s 
sponsorship (Roy & Graeff, 2003: 371).

RESEARCH DESIGN AND METHODOLOGY

Overall, a positivistic and theory testing research approach with a cross-sectional research strategy 
was employed for the study. Keeping the objectives of the study in mind, a two-pronged research 
design was opted for, namely a pilot study, which was followed by a self-completion sample survey. 
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Design and Sample

The pilot study sought to validate the questionnaire as well as the intended interviewing procedure 
to be followed for the main sample survey. In this regard a similar marathon, which was held two 
weeks prior to the main event, acted as a pilot study. In total 47 questionnaires were received and 
processed. No changes were deemed necessary for the measuring instrument and the research 
procedure was accepted unconditionally. 

Given the homogenous population under consideration, meaning all targeted respondents were 
marathon athletes, a self-administrated intercept in-person drop-off sample survey was decided upon 
for the sample survey (Chisnall, 2001: 154 and Zikmund & Babin, 2010: 224). The key advantages 
relating to this type of survey include, among others, the overall reduced costs, the respondent’s 
control relating to the completion of the survey, the anonymity of the respondent and the absence of 
interviewer bias (Zikmund, Babin, Carr & Griffon, 2010: 220). 

Given the limited time and financial resources available, a hundred completed questionnaires 
were deemed to be sufficient. In order to achieve this intended target, the researchers were guided by 
Chisnall (2001: 154) who indicates that the response rate of self-administrated sample surveys were 
estimated to be between 64 to 89 per cent. Thus by accepting the worst case scenario, a hundred and 
fifty questionnaires were distributed amongst participants of the marathon while registering the day 
before the event. This was done from the registration area where most athletes queue for their running 
registration and number collection for the next day’s race. The location was, therefore, convenient for 
the researchers, who requested the queuing athletes to complete the questionnaire. Given the availability 
of athletes during registration for the event and the fact that questionnaires were handed out by field staff 
to the very first 150 marathon athletes, the sampling technique resembled more of a convenience sample 
rather than being a simple random sample, hence the exploratory nature of the study. 

In total, 122 athletes who enrolled for the full marathon (42.2km) completed the questionnaires. 
This represented a response rate of 81.3% which is in line with Chisnall’s (2001: 154) estimations. 
Being at the higher end of the response scale can be attributed to the near perfect incidence rate 
of athletes registering for the event. More so, the physical presence of field staff handing out and 
collecting completed questionnaires, the covering letter attached to each questionnaire, as well as a 
prize on offer for completing the questionnaire added to the high response rate. 

Measuring Instrument

Given the control of the respondent when completing the questionnaire (listed as a key advantage 
earlier), it is to be noted that the potential for error is high as there exists no opportunity to monitor 
or interact with the respondent during the course of the interview. Not only can respondents omit or 
misinterpret questions, but they may even refuse participation (Burns & Bush, 2002: 244  - 245). Thus, 
in order to counteract this key drawback, a short and simplified questionnaire was administered. 

The questionnaire contained 17 questions of both a nominal and interval nature. The nominal data 
was used to determine certain classifications by means of closed-ended questions and the interval 
questions, i.e. the five point Likert scale were used to measure the more complex aspects of brand 
and brand recognition (McDaniel & Gates, 2001: 302). 

The choice of using a Likert scale was mainly driven by the various issues to be tested. Thus, 
instead of using unstructured or open-ended questions to attain respondents’ opinion or position 
on branding, a more comparative vehicle was sought. The Likert scale proved to be advantageous 
in this regard for its flexibility, economy and ease of completion. The flexible scaling technique 
allows for qualitative in-depth statements to be reduced to short and focused statements, which are 
then rated by respondents. It allows for appropriate usage of vocabulary whether it be sophisticated, 
technical or simply straightforward. It furthermore takes much less time to complete, process and 
collate the data. And finally, the battery of items can easily be composed especially as the brand 
issues have been identified beforehand from the literature review (Alreck & Settle, 1995: 116–118).
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The questionnaire was divided in two interrelated yet logical sections. See the attached 
questionnaire in Appendix A in this regard.

FINDINGS

As all questions in section A of the measuring instrument related to the most recent/last marathon 
participated in (excluding the current marathon), it is to be noted that the results therefore do not 
reflect the brand perceptions of marathon runners for a singular event, but depicts brand perceptions 
of a range of similar events participated in.

Demographic Profile

The sample showed that there was nearly three times the number of males compared to females 
(74.6% vs 25.4%). Also, 43.4 per cent of respondents were between 18 to 40 years old; about 36 per 
cent were between the age of 41 to 50 years; while approximately 20 per cent of respondents were 
50 years of age and older. Furthermore, the greater part of athletes (42%), belong to the diploma/
degree education category, while the postgraduate diploma/degree category comprised 31 per cent. 
Moreover, the total percentage of both lower than Grade 12 and Grade 12 (Matric) was approximately 
26 per cent of the total athletes. The sample also revealed that the majority of respondents placed 
themselves into three key occupations, namely: managerial/executive; professional (medical/law); 
and engineering/technical, which comprised 63 per cent of the total number of respondents. English 
was the main home language, comprising more than 50 per cent of the total full marathon athletes. 
In comparison, Afrikaans was the second majority home language, with approximately 41 per cent 
of the total number of respondents. And finally the mean value of the athletes’ running years was 
estimated at 10.8 years and about 23 per cent of athletes have been participating in marathon events 
for 16 years and longer. Thus, most of the athletes have gained sufficient experience in respect of 
marathon events, which would render their opinions as representative.

The demographic profile of the respondents provides insight into the typical marathon athlete, 
which should guide branding strategy. The findings of this study indicate that as far as marathon 
sponsorship is concerned branding strategy should be targeted at males (about 75%), the two age 
groups of 18 to 40 and 41 to 50 years (combined about 79%), the educated (about 73%) occupying 
managerial/executive, professional and engineering/technical positions (about 63%), who speak 
English and Afrikaans (about 91%) and are experienced athletes. The demographic profile informs 
academics and practitioners of the value of the marathon participants as target group.

Attitudes towards Marathon Sponsorships and Brand Extensions

The majority of respondents (75.3%) reported that a qualified marathon enhances the sponsor’s 
brand image and 70.7 per cent considered it good to have the same sponsor sponsoring a marathon 
continuously. Also 73.4 per cent noted that the sponsor’s brand was visible at the previous event 
and 69.8 per cent thought that sponsoring the marathon enhanced awareness of the sponsor’s brand/
product. In contrast less than half of respondents (47.5%) were of the opinion that a sponsor that has 
high media coverage is essential for their participation in a marathon. Brand recall of the sponsor’s 
brand of the most recent marathon participated in (excluding current marathon) was 67.9 per cent. 
Moreover, as far as quality is concerned, 65.8 per cent of the athletes regarded sponsoring the 
marathon as enhancing the perception of the quality of the sponsor’s brand/product. In addition 62.4 
per cent will recommend the sponsor’s brand/product to friends or family and those who indicated 
that there was a good fit/relatedness between the sponsor’s brand/product and the marathon 
accounted for 61.5%. Finally those that felt that the experience of the marathon will influence their 
decision to buy a new product addition to the brand that sponsored the marathon was 55.5% and 55.8  
per cent indicated that a new product addition of the brand that sponsored the most recent/ last 
marathon will be bought. 
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The respondents’ attitude towards marathon sponsorship and brand extension indicates the value 
of a marathon as a tool to develop brand extension. The majority of respondents indicated that a 
qualified marathon enhances the sponsor’s brand image, sponsoring the marathon enhanced brand 
awareness and recall, perceived quality of the sponsor’s brand was enhanced, and a that a brand 
extension of the sponsor’s brand will be bought. 

DISCUSSION

The research supported Fulvia (2007: 33) who mentions that sponsorship can be used to transmit 
brand and corporate messages, as 61.5% of respondents reported a good relationship between the 
sponsor’s brand/product and the marathon. Aaker and Keller’s (1990: 28), however, reiterate that 
there should be a correlation between the original and the extension product class. Through this 
fit brand messages are communicated to participants. Health associations could be transmitted 
when a brand like Flora sponsors a marathon and energy replacement/performance when Energade 
sponsors a marathon. Additionally, according to Mullin, Hardy and Sutton (2000: 261), both large 
and small companies’ marketing executives found that “linking their messages to leisure pursuits 
conveys these messages immediately and credibly”. A reason is that it reaches its target consumers 
through their lifestyles, which is a persuasive environment. It is essential to explore association of 
the company/product with the event. “By establishing a link with an event, a company shares the 
credibility of the event itself while delivering its message to a consumer who is apt to be relaxed and 
thus more receptive” (Mullin, Hardy & Sutton, 2000: 261). A marathon may thus be a favourable 
environment to introduce a brand extension, because consumers may be more receptive to additions 
of the sponsor at the marathon.

Enhance Perceived Quality

The higher the perceived quality of the parent brand the more favourable the attitudes from consumers 
towards the extension brand (Keller & Aaker, 1990: 29). The research found that almost two thirds 
of all respondents were of the opinion that sponsoring a marathon enhances the perceived quality of 
the sponsor’s brand/product. Therefore, sponsoring a marathon should support the introduction of 
a brand extension.

Enhance Athletes’ Awareness of the Sponsor’s Brand/Product

Fulvia (2007: 33) also mentions that the main aims of sponsorships are building brand equity and 
increasing brand awareness. Of the participants, 67.9 per cent could recall the sponsor’s brand of 
the most recent marathon they participated in and sponsoring the marathon increased the awareness 
of the sponsor’s brand for 69.8 per cent of respondents. According to Duffy (2003: 50) sponsorship 
provides consumers with a real and honest environment in which to experience a product or brand, 
while traditional advertising campaigns are more concerned with creating fictitious associations. 
Hence, sponsorship is an effective means to enhance consumers’ awareness of a brand/product.

Cost Effectiveness

Brand managers should consider marathon sponsorship because the study showed significant 
benefits in terms of recall (67.9%), awareness (69.8%), enhancement of quality associations (65.8%) 
and recommendations to friends and/or family (62.4%). The low importance of media coverage may 
be linked to the next point of discussion, which is the recommendation that a marathon should be 
rendered a qualified marathon. In doing so information about the marathon would be communicated 
to athletes via racing diaries, racing clubs and so on, lessening the need for high media coverage 
and reducing media spend for the sponsor. This reinforces Smith and Taylor’s (2004: 485) view 
that compared with advertising; sponsorship can be cost-effective in terms of reaching a particular 
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audience. The relatively lower cost of marathon sponsorship may make funds available for other 
forms of marketing, like promotions, which can support brand extension.

Render Marathon Qualified

The highest rating for the survey was recorded regarding rendering a marathon a qualified marathon. 
Three out of four respondents (75.3%) were of the opinion that rendering a marathon a qualified 
marathon would enhance the sponsor’s brand image. A qualified marathon in South Africa probably 
means more formal and serious running for athletes who have participated in various marathons. 
Hence, a qualified marathon expresses a more reliable and professional image and experience for 
both athletes and spectators, which provide a significant link with a sponsor’s product and brand, and 
hence enhances the sponsor’s image. The association between a qualified marathon and a sponsor 
is able to express a high perceived quality of the sponsor’s product for athletes and audiences. 
Furthermore, according to Aaker (1991: 213), perceived quality of a brand name is a key factor, 
which influences the success of its extension. Therefore, because a marathon can improve a brand’s 
perceived quality, it should support brand extension.

Visibility

A majority of the athletes indicated that the sponsor’s brand was visible at the previous marathon 
(73.4). This is probably due to the less cluttered communication space at a marathon where only 
a limited number of brands are competing for attention. This offers an ideal environment, which 
affords a brand extension the “space” to be introduced.

Continuous Sponsorship

Respondents believed that it would also be positive if the same sponsor sponsored a marathon 
continuously (70.7%). One advantage of this is that it would enhance athletes’ awareness of the 
sponsor’s brand and product through repetition, which should support successful brand extension.

Experience Marketing

Sponsorship as a specific type of communication can create experiences that appeal to additional 
dimensions and all senses, which encourage fan participation, which renders the event’s experiences 
memorable (Mullin, Hardy & Sutton, 2000: 262). According to Duffy (2003: 6), beyond the functional 
attributes of products, brand experiences should provide consumers with positive experiences, which 
realise their desires, expectations and aspirations. Hence, sponsorship may become an important 
link between sponsors/brands, consumers and their emotional attributes. Hence a marathon should 
be an ideal platform for a sports drink to introduce, for example, an energy bar brand extension 
because consumers will be receptive to the experience.

Managerial Implications

Sponsoring a marathon as a vehicle for brand extension should be considered by marketers. Not 
only does it augment the image of the brand, but it also provides for high brand recall. At the same 
time it enhances the perception of the quality of the sponsor’s brand/product and feeds word-of-
mouth marketing efforts with the majority of athletes recommending the sponsor’s brand to others. 
Furthermore, as seen in the study, the profile of a marathon is very event-specific and should be 
regarded as a niche market to the overall consumer profile of the brand. 

Respondents indicated that their experience of the marathon influences their decision to buy a new 
product addition of the brand that sponsored the marathon, which has implications as it suggests that 
the sponsor of a marathon should be intimately involved in the organisation of the event. 

Finally, in the instance where marathons are used to support a brand extension strategy, a long-
term commitment to the sponsorship is imperative.
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Limitations and Future Research

The study investigated the effectiveness of marathon sponsorship as an enabler of brand extension; 
hence there is a limitation that the results may be marathon specific, which may not be representative 
of all marathon sponsorships. Even though acceptable as sampling design, the non-probability 
convenience sample may have the problem that the sample may be biased, because not all possible 
respondents have a chance of selection. Future research that validates factors of brand extension 
success in other marathons using stratified probability sampling and different locations would be 
beneficial.

CONCLUSION

Aaker (1991: 213) states that the first step for consumers to accept a new product is not only to 
develop awareness of the brand name, but also to associate the name with the product category. In 
this case, how to increase consumers’ awareness of a brand and product becomes the first problem 
of brand extension. Hence, this study aimed to research whether marathon sponsorship is able to be 
a communication tool, which enhances consumers’ awareness of brand extension. In addition, it is 
expensive to create awareness of a new product’s name and to associate the name with a product 
category. Thus, this study researched whether marathon sponsorship can achieve brand extension 
effectively.

The study found that, as a local event, marathon sponsorship is an effective marketing 
communication tool for sponsors to use as means to communicate with its target consumers in order 
to increase their awareness of the sponsor’s brand and product. According to D’Allesandro (cited in 
Keller, 2008: 263), the best events are either big in scope such as the FIFA World Cup, Olympics, 
or local such as city marathons and university rugby competitions. 

Also, according to Keller (2008: 263), the amount of sponsorship expenditure is normally two to 
three times less than the budget used for related marketing activities. Hence, marathon sponsorship 
is cost-effective and more economical compared to other marketing communication campaigns. 
In addition, this research discovered that most of the marathon athletes found that the marathon 
sponsorship enhanced their awareness of the sponsor’s brand and product. According to Duffy 
(2003: 46), sports sponsorship is mainly effective to impel awareness of a brand launch or re-
launch. Therefore, marathon sponsorship can be used as a marketing communication tool as means 
to achieve effective and successful brand extension.
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APPENDIX A: Research questionnaire

SECTION A

The questions below concern the most recent/last  
marathon you participated in before today’s marathon 
(excluding today’s marathon).
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1. I can recall the sponsor’s brand of the most recent marathon  
 I participated in (excluding this marathon). 

1–1 –2 –3 –4 –5

2. The sponsor’s brand was visible at the previous event. 2–1 –2 –3 –4 –5

3. It is good to have the same sponsor sponsoring a marathon 
 continuously.

3–1 –2 –3 –4 –5

4. Sponsoring the marathon enhanced my awareness of the 
 sponsor’s brand/product.

4–1 –2 –3 –4 –5

5. Sponsoring the marathon enhanced my perception of the 
 quality of the sponsor’s brand/product.

5–1 –2 –3 –4 –5

6. A qualified marathon enhances the sponsor’s brand image. 6–1 –2 –3 –4 –5

7. A good fit/relatedness between the sponsor’s brand/product 
 and the marathon is very important.

7–1 –2 –3 –4 –5

8. A sponsor with high media coverage is essential for me to 
 participate in a marathon.

8–1 –2 –3 –4 –5

9. I will buy a new product addition of the brand which 
 sponsored the marathon.

9–1 –2 –3 –4 –5

10. My experience of the marathon will influence my decision to 
 buying a new product addition of the brand which sponsored 
 the marathon.

10–1 –2 –3 –4 –5

11. I will tell my friends/family about the sponsor’s brand/product. 11–1 –2 –3 –4 –5

SECTION B

12. For how many years have you been running?  years

13. Gender Male  Female 

14. Age 18 – 40  41 – 50  50+ 

15. Education Lower than Grade 12  Matric 
Diploma, degree  Post-graduate 

16. Occupation Professional (med, law, etc.) 
Managerial, executive  Adminstrative, clerical 
Engineering, technical  Maketing, sales 
Skilled craft or trade  Semi-skilled occupation 
Other, specify: 

17. Home language Xhosa  English  
Afrikaans  Other specify: 

Thank you for your co-operation!




