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Abstract - Sponsorship has become an important part of marketing strategies and a major communication tool. As 
sponsorship is a complex and multidimensional phenomenon, multiple variables are used to measure its effectiveness. So far, 
research has shown that sponsorship can be efficiently measured through awareness. One of the most common forms of 
sponsorship is sport sponsorship which includes sponsorship of athletes, teams, sport associations, events and competitions. 
It is of interest to inspect whether consumers remember embedded sponsors’ messages and do they make difference between 
sponsors of competitions and sponsors of teams. To explore the observed issue on a particular sport competition, a 
questionnaire related to the UEFA Champions league sponsors in the season 2016/17 was designed. The presented approach 
and results can be a foundation for further academic research on consumers’ awareness of embedded sponsor messages and 
sponsorship effectiveness. 
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I. INTRODUCTION 
 
Sponsorship can be defined as the provision of 
support in return for specified rights or privileges . 
The provided support ranges from funding and 
investments to organizational assistance and in-kind 
services [2]. A few decades ago sponsorship was seen 
as philanthropy because decisions on sponsorship 
were made based on personal interests of senior 
management [3]. Nowadays, the approach to 
sponsorship has significantly changed. Namely, 
academic and business experts have provided 
evidence that sponsorship plays a role in the process 
of building added value for a brand [4], [5]. Research 
has shown that sponsorship impacts brand awareness 
[6], brand preference [7], and brand attitude [8]. 
Therefore, decision-makers and marketing experts 
have turned from short-term activities to long-term 
strategic partnerships so as to gain effects from 
sponsorship. The notion of mutual return is what 
makes the modern sponsorship apart from other 
forms of corporate support like philanthropy and 
charity [9].  
 
Due to the possible positive effects of sponsorship on 
brand equity, sponsorship expenditures increased 
worldwide from $2 billion in 1984 [10] to a 
staggering $60.1 billion in 2016 [11]. The rationale 
for such an increase can be found by observing 
sponsorship through the exchange theory which is 
"one of the most prominent theoretical perspectives in 
sociology" (Turner, 1986, p.215). Namely, there are 
two parties which are to exchange resources which 
can be physical, financial or intangible [9] and both 
parties must equally value the offered resources. The 
sponsored businesses usually offer publicity, image 
enhancement, product presentation and trial or on-
spot sales. The sponsor company may offer financial 

support, media presence, or expertise. At the same 
time, the sponsor company has to answer two 
questions ‘What’s in it for me?’ and ‘How much will 
it cost me?’ [3]. If both sides value the offered 
resources and find the exchange to be fair, the 
sponsorship will be realized. Therefore, it can be 
concluded that the sponsorship must bring benefits to 
both involved sides. 
 
The question that has been puzzling the marketing 
experts and practitioners is how to measure the 
effectiveness of sponsorship. Namely, there are two 
widely accepted approaches. The first approach is 
based on the results of a single variable. For example, 
media coverage [13], using recall and recognition 
[14], and sales figures [10]. On the other hand, 
measuring sponsorship effectiveness through models 
was proposed. Namely, it is believed that sponsorship 
is a multidimensional concept on which multiple 
factors have effect [15]. For example, the model of 
Gwinner and Swanson(2003) examines how team 
identification effects sponsorship recognition, and Ko 
et al.(2008)analyzed how sport involvement, sponsor 
awareness and corporate image on intention to 
purchase sponsors' products. As it can be observed, 
there are various approaches to measurement of 
sponsorship effectiveness. 
 
The aim of this paper is to explore the recall and 
recognition of embedded sponsorship messages. 
Namely, to explore the effectiveness of embedded 
sponsorship messages,in our case study, we observed 
a specific sports competition, the UEFA Champions 
League and its sponsors in the season 2016/17. More 
details on the UEFA Champions League are to 
follow. The paper is organized as follows: the second 
Section features a brief overview on embedded 
advertising, followed by the introduction to the 
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specific sponsorship regulations of the UEFA 
Champions League. The research results are 
presented and elaborated in Section 4, while the 
concludingremarks and the future directions of the 
study are given in the next chapter. 
 
II. EMBEDDED ADVERTISING 
 
Embedded advertising can be definedas bothproduct 
placement and product integration. Product 
placementis the use of a branded product in a 
production or broadcast,for a fee. Product integration, 
on the other hand, involves incorporatingthe branded 
product into the dialogue or plot of the 
sponsoredprogram[18]. 
 
What makes the embedded advertising stand out from 
the regular advertising messages is that the 
advertising message is embedded in a particular 
content. Therefore, there is no persuasive tone of the 
message which may turn potential buyers away. Also, 
the content in which the advertisement or sponsorship 
message is embedded gives additional credibility to 
the product or service [18]. Also, research has shown 
that the recall and recognition levels may benefit 
from the content in which the advertising message 
has been embedded [19]. For these reasons, the 
interest and use of embedded advertising is 
escalating. The question which is slowly but surely 
gaining attention is the embedded advertising and it 
efficiency.Namely, stakeholders need feedback 
information on their large investments in embedded 
advertising. Usual conducted tests to measure the 
effectiveness of embedded advertisement are unaided 
recall, partly aided recall and aided recall 
(recognition)[20], [21]. 
 
The results on the efficiency of embedded marketing 
have been inconsistent. Some authors have shown 
that peripheral logos, brands, and messages cannot be 
remembered due to distraction of the primary content 
[22], while others have proven the opposite [17], 
[23], [24]. 
 
III. UEFA CHAMPIONS LEAGUE 
 
The UEFA Champions League is an annual European 
football competition which gathers top-division 
European clubs. It is believed to be one of the most 
prestigious football tournaments in the world besides 
the World Cup and the most prestigious club 
competition in European football. For these reasons, 
it became of the tournaments with the highest TV 
ratings. Namely, the final match of the UEFA 
Champions League in the season 2012/13 attracted 
360 million TV viewers [25]. For this research, it is 
valuable to point out why the sponsorship in the 
UEFA Champions League stands out. First, the 
UEFA Champions League management has the 
“more is less” approach to sponsorship. Therefore, 

they did not choose many sponsors. The primary 
sponsors of the UEFA Champions League in the 
season 2016/17 were: Gazprom, Heineken, 
MasterCard, Nissan, PepsiCo (with brands 
Pepsi/Pepsi Max, Gatorade, and Lay’s/Walkers), 
Sony (with brands PlayStation and Xperia), and 
UniCredit. The secondary sponsor which also 
supplied the official match ball and referee kit is 
Adidas. As there is not too many sponsors, the 
viewers and the spectators will remember their 
sponsorship messages with more ease [26]. Second, 
there are strict rules regarding the places where the 
sponsors can display their sponsorship messages. The 
messages can be displayed during commercial break, 
between the two halfs of the match, on the stadium 
premises, and on the video-displays around the field. 
Also, the player kits are allowed two have only two 
sponsors visible – the main club sponsor and the 
company which produces the kit. These strict rules do 
not allow ambush marketing. 
 
One more reason the UEFA Champions League is 
attractive for the sponsors is its duration. Namely, the 
tournament last from September, when the group 
states take place, to early June, when the final is 
played. During one season, there is more than 100 
matches played. This allows repeated exposure which 
is shown to have positive impact on sponsorship 
recall and recognition [27]. 

 
IV. RESULTS AND DISCUSSION 
 
The presented research was conducted online from 
March 13th until May 13th 2017. The survey 
consisted of questions regarding two areas: 
Demographic information, and Awareness measured 
through unaided recall, partially aided recall, and 
aided recall. 
 
After conducting the survey, we had 357 male 
respondents who make 80.4% of the sample, and 87 
female respondents who make 19.6%. Disproportion 
in the gender of the respondents was expected, as 
football is generally, preferred by males. The average 
age of the respondent is 24.31 with the standard 
deviation of 0.277. This indicates that the survey 
covered young, student population. Respondents most 
commonly reside in the capital, Belgrade (46.2%). 
Two other regions from which a noticeable part of the 
respondents came from are the Northern region 
(20.9%) and the Western region (11.5%) of Serbia. 
When it comes to the highest completed degree, 
56.3% of the respondents completed high school 
meaning that we covered the young, urban, student 
population. 
 
4.1. Test of unaided recall 
In the test of recall, the respondents were asked to 
name the brands whose embedded messages they 
remember from the broadcast. Figure1 shows the 
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frequency of the named sponsors of the UEFA 
Champions League. The average value of the named 
brands which actually are sponsors of the UEFA 
Champions League 1.541 with a standard deviation of 
1.577. Most of the respondents did not mention any 
sponsor or did not mention a brand which is really a 
sponsor of the UEFA Champions League, 161 of 
them. 36.3%. On the contrary, 19.8% of respondents 
named one true sponsor. If the respondents listed a 
true sponsor, it was most commonly Heineken (19 
cases, 21.59%), then Adidas (18 cases, 20.45%), and 
Sony brands (15 cases, 17.05%), while other brands 
were named in less cases. 
 

 
Fig.1. Number of true sponsors recalled in the test of unaided 

recall 
 
Next, we did an analysis of all brands that the 
respondents named as sponsors. For a more 
transparent display of the results, the listed brands are 
grouped into several categories, also, the brands listed 
very few times and the brands which do not fallin 
created categories are not listed. For the category 
automobiles, the respondents named a large number 
of automobile companies, even 13. The named 
companies are Audi, Chevrolet, Hyundai, Jeep, Kia, 
Mercedes, Nissan, Opel, Peugeot, Suzuki, Toyota, 
Renault, and Ford. The Ford Company was listed 32 
times, which means that 9.8% of the respondents 
indicated it as sponsors. On the other hand, the true 
sponsor, the company Nissan as a sponsor was 
marked by 7.9% of respondents. The previous multi-
year sponsor of the UEFA Champions League is still 
better positioned in subconscious of the respondents. 
 
For the category alcoholic beverages, the results show 
that the respondents named a small number of brands, 
only three. Heineken was listed 176 times, which 
means that 53.7% of the respondents who named a 
sponsor listed him as sponsor. On the other hand, 
other companies (Amstel and Carlsberg) were not 
listed in a significant percentage. Interestingly, the 
previous long-standing sponsor of the UEFA 
Champions League, Amstel, was listed only 5 times. 
This means that the new sponsor is better positioned 
in the minds of the respondents. 
 

Respondents also named airlines as sponsors whose 
commercial messages they saw during the matches. 
Fly Emirates was listed as high as 84 times, while 
Qatar Airways was listed 27 times. These airlines are 
sponsors of major European clubs: Real Madrid (Fly 
Emirates), Barcelona (Qatar Airways), and 
Manchester City (Etihad Airways). This is result 
indicates that respondents, in addition to noticing and 
remembering advertisements around the field and in 
the opening spike, remember the logos of club’s 
sponsors whose logo is on the player's playing kit. 
 
Regarding the category of sports equipment, 
respondents again listed a large number of 
companies, seven of them. The listed companies are 
Joma, Lotto, Nike, Puma, Under Armour, Adidas, 
and New Balance. Sponsor Adidas was listed 72 
times, while his first competitor, Nike, was listed 63 
times. One of the possible reasons why the 
respondents remembered such a large number of 
companies is because thelogos of sports equipment 
manufacturers are allowed on the players' jerseys. 
 
When it comes to the category electronic devices 
category, theresults indicate that the respondents 
listed several brands, a total of eight (Huawei, 
Philips, Samsung, Sharp, Sony, PlayStation, Beko, 
and Xiaomi). The brands of company Sony were 
listed 142 times, which means that 33.3% of the 
respondents listed them as a sponsoring company. On 
the other hand, other companies, other than Samsung, 
were not listed in a significant percentage. For the 
next category, the oil company Gazprom is 
convincingly most often cited compared to Lukoil 
and Castrol. As for the category bank and payment 
Card, the sponsors Mastercard and UniCredit are 
most convincingly mentioned, which means they are 
stored in the minds of the respondents. The last 
category is contained brands of different categories 
which were named more than 10 times. Betting sites 
(Bet365 and Bwin), UNICEF, as well as the real 
sponsor of the UEFA Champions League Pepsi found 
their place in this group. 
 
Based on the results of the unaided recall, it can be 
concluded that the respondents without any help were 
remembered by sponsors from the category electronic 
devices, payment cards, oil companies, sports 
equipment, banking, alcoholic beverages and non-
alcoholic beverages. However, when it comes to the 
category automobiles, the most commonly referred is 
the previous sponsor. For the snacks category, the 
number of recalls was very small, less than 10. 
 
4.2. Test of partially aided recall 
In this test the respondents were asked to name the 
sponsors from certain categories. The results of 
partially aided recall for the category electronic 
devices show that the highest percentage of 
respondents, 18.47% said that Sony is a sponsor of 
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the UEFA Champions League. However, 12.84% of 
respondents stated that PlayStation is the sponsor, 
which is also correct. This means that 31.31% of 
respondents listed the correct sponsor of this 
category. The companies, which were mentioned in a 
higher percentage, are Samsung (12.16%) and Beko 
(5.18%). Namely, both companies are present in the 
world of sports sponsorship. Samsung has a highly 
developed sponsorship as it sponsored a large number 
of Olympic committees, football associations, rugby 
associations, and the Olympic and Paralympic Games 
[28]. 
The results of partially aided recall for the category 
automobilesshow that the largest percentage of 
respondents, 17.79% named Nissan as the sponsor of 
the UEFA Champions League. Bearing in mind the 
fact that Nissan is a sponsor of the UEFA Champions 
League since 2015, this is a very good result. The 
company that was listed in a higher percentage was 
Ford (15.09%). Such a result was expected. 
When it comes to the category credit cards, 51.13% 
of respondents said that MasterCard is the sponsor of 
the UEFA Champions League. Having in mind that 
MasterCard is the sponsor of the UEFA Champions 
League since 1996, it can be concluded that the fans 
and spectators very well connected the company and 
the competition. The respondents very well 
remembered the sponsor from the category oil 
companies. Namely, 50.00% of them named 
Gazprom as the sponsoring company. Other oil 
companies have been listed less than 10 times. 
 
The results for the category sports equipment are 
interesting. Namely, the respondents very often 
referred to several companies as sponsors. Overall, 
the largest percentage of respondents, 48.20% said 
that Adidas is the sponsor of the UEFA Champions 
League. Bearing in mind the fact that Adidas is a 
sponsor of the UEFA Champions League for almost 
15 years, this is in a way an expected result. 
However, the sports equipment company that the 
respondents very often also referred is Nike, as much 
as 40.77% of them. Nike has highly developed sport 
sponsorship as it is the official sponsor of a number 
of European football clubs (for example, football 
clubs Barcelona, Chelsea, Manchester City, Paris 
Saint-Germain, Roma). As its logo is visible on the 
jerseys of players of the above-mentioned clubs, it is 
likely that the respondents, for that reason, believed 
that Nike is the sponsor of the UEFA Champions 
League. 
 
When it comes to the banking services a large 
number of respondents, up to 300 (67.57%), did not 
list any sponsors of this category. The respondents 
which had an answer listed 13 banks. The highest 
percentage of respondents, 21.85% said that 
UniCredit Bank is a sponsor of the UEFA Champions 
League. Bearing in mind the fact that UniCredit is a 

sponsor of the UEFA Champions League since 2009, 
this is not a desired result. 
The results of partially aided recall for the category 
alcoholic beverages showed that 51.13% of the 
respondents stated that Heineken is a sponsor of the 
UEFA Champions League. Bearing in mind the fact 
that the Heineken International Heineken brand is a 
sponsor of the UEFA Champions League since 2006, 
this is a good result. The same company previously 
advertised the Amstel brand in the period from 1994 
to 2005. Interestingly, only 1.58% of respondents 
listed Amstel as sponsors, although it was 11 years a 
sponsor. Heineken International has decided to 
advertise the Amstel brand within the UEFA Europa 
League. It turned out that respondents make the 
difference between the sponsors of the competition. 
After Heineken, the first next brand that the 
respondents often referred to was Carlsberg. 
Carlsberg has been sponsoring Liverpool Football 
Club for many years and sponsoring the European 
Football Championship since 1988, so it is possible 
that the respondents connected the brand with 
football. 
 
The results in the next category, non-alcoholic 
beverages, are valuable as it is the first category in 
which other brand, not the sponsor, was listed as a 
sponsor of the competition. Namely, 19.14% of 
respondents stated that Coca-Cola is a sponsor, while 
the real sponsor, PepsiCo was listed only by 9.01% of 
the respondents. Although PepsiCo is a sponsor for 
only two years, it is expected that in the coming years 
the percentage of recognition will be higher. It takes 
several years for the company to position itself in 
consumer awareness [24]. 
 
Finally, in the category snacks, the respondents 
reported Chipsy as the sponsor in 12.16% of cases. 
PepsiCo has its brands Lay's and Walker's which it 
has the right to advertise. However, as in Serbia it 
does not sell those brands, it sells the brand Chipsy, 
which has the right to advertise in the advertising 
blocks.  
 
When it comes to the analysis of the categories by the 
percentage of the respondents which did not answer 
the categories snacks (79.65%) and banking services 
(67.57%) stand out. On the other side, only 22.07% 
of respondents did not list a single sports equipment 
company. 
 
4.3. Test of aided recall 
In this test, respondents were asked to select the 
brand they though was the sponsor of the UEFA 
Champions League from the list of brands. Table 1 
lists the original sponsors and their analogue versions. 
Analogue versions are defined by the authors, 
whereas, when choosing an analogue brand, the color 
of the logo (Heineken and Tuborg - green, UniCredit 
and ProCredit - red) was taken into account, previous 
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sponsors from a certain category (Nissan and Ford - 
category automobiles) as well as first competitors in a 
specific market. 
 

Table 1: UEFA Champions League Sponsors and their 
analogue versions 

Sponsor Analogue version 

Adidas Nike 

Gazprom Chevron 

Heineken Tuborg 

MasterCard Maestro 

Sony PlayStation Xbox 

Sony Xperia Honor 

UniCredit ProCredit 

Nissan Ford 

Pepsi Coca-Cola 

Lay’s Pringles 
 
The test was defined as a multiple-choice. The 
number of selected brands varied from none to 10 
brands. Figure 2 presents the number of true sponsors 
that the respondents recalled with aid. Most of them 
managed to select six sponsors (23.9%), while 19.6% 
of respondents selected five true sponsors. 
 

 
Fig.2. Number of true sponsors recalled in the test of aided 

recall 
 
As expected, the respondents marked as sponsors the 
brands which were sponsors for a number of years. 
Namely, 11.1% of all responses goes to Heineken, 
while the alternative brand Tuborg makes 2.2%. The 
same applies to the payment card category, where 
11.2% of answers was given to MasterCard. It is 
interesting to note that the percentages given to 
Adidas and Nike are very similar, 9.3% and 6.3%. 
This means that the respondents very often interfere 
with this brand when it comes to sponsorship. 
Furthermore, Gazprom has a high degree of 
recognition because it is designated as a sponsor 335 
times. Sony brands have been chosen 375 times, 
which is also a good result. It is very interesting that 
UniCredit has never been designated as a sponsor, 
while its analogue version has been marked 114 

times. Regarding the category automobiles and the 
brands Nissan and Ford are listed almost the same 
number of times. From here it is concluded that the 
old sponsor of this category is still present in the 
awareness of the respondents. Furthermore, for the 
category of soft drinks, the analogue version, the 
Coca-Cola brand, has been listed as a sponsor more 
than Pepsi. 
 
In the end, the average valuesof the results of all three 
tests related to recognition were compared. As 
expected, on average, the least number of true named 
sponsors was in the test of unaided recall, 1.541. The 
number of brands that the respondents recognized 
increased in the test of partially aided recall (2.950), 
while on average the most accurately listed sponsors 
were in the test of assisted recall, 4.581. A 
statistically significant difference was found between 
the test of recall and the test of partially aided recall (t 
= -10.177, p <0.001), as well as between the test of 
recall and the test of aided recall (t = -23.044, p 
<0.001). Also, the test of aided recall test gave better 
results than the test of partially aided recall (t = -
10.232, p <0.001). 
 
CONCLUSIONS 
 
Embedded advertising has slowly, but surely, started 
to attract the attention of marketing experts and 
academia. The question we aimed to answer in this 
paper is do viewers of a particular sport competition 
remember the sponsors’ messages which are 
embedded in the match or game. To provide some 
answers we conducted an online survey on the UEFA 
Champions League in the season 2016/17 and its 
sponsors. To measure the recall of the sponsors’ 
messages we used standard tests: test of unaided 
recall, test of partially aided recall, and test of aided 
recall. 
 
The analysis of the brands that the respondents listed 
indicates that the multi-year sponsors are very well 
positioned in the awareness of the respondents, while 
the same does not account for the newer sponsors. It 
is also interesting to note that besides the logo of the 
sponsors, respondents also remembered the large 
number of logos appearing on the players' jerseys. 
These were mainly brands of large airlines that are 
the main sponsors of famous European football clubs. 
They also listed the sponsors of big football and sport 
competitions. This is an important result as it 
indicates that viewers do remember a lot of sponsors, 
but they do not try to link the sponsors and the 
competitions or football clubs. 
 
We hope that the conducted research for exploring 
the recall and recognition of embedded 
advertisements of sponsors willact as motivation for 
further research on the topic of measurement of 
sponsorship effectiveness. 
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