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Abstract 

Ambush marketing has recently become a large problem for event owners and official sponsors. 

One of the main focuses, in the field of ambush marketing, has been about consumers' attitudes 

towards ambush marketing. However, the research field has a gap in what affects consumers’ 

attitudes. The purpose of this thesis is to explain the causal effect between consumers’ culture 

factors and their attitudes towards ambush marketing. This thesis uses a conceptual model that 

is based on theories in national culture, marketing and psychology. This thesis uses a positive, 

deductive approach with an explanatory research design. The quantitative method is a survey 

that is handed out to Swedish students and exchange students from China.    

Analyses show that consumers' culture has a significant correlation to their attitudes towards 

ambush marketing. Consumers in cultures with high power distance and/or collectivism, have 

a significant stronger negative attitude towards ambush marketing, compared to consumers who 

have low power distance and/or individualism. 

The theoretical implications in this thesis fill the gap about what causal effect culture factors 

have on consumers’ attitudes towards ambush marketing. This thesis has also contributed to the 

more controversial belief, that the consumers’ do not have such negative attitude towards 

ambush marketing. The findings will be of managerial use for event owners who are taking 

actions against the ambush companies. 

Limitation of this study is that theory on the cultural factors is only based on one theoretical 

framework, Hofstede’s cultural dimensions.  
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1. Introduction 

In this first chapter a background of the phenomenon of ambush marketing is followed by the 

problem statement, which includes the gap in previous research on what affects consumers’ 

attitudes towards ambush marketing. The problem statement results in a purpose. Finally the 

research question is presented and an outline. 

1.1 Background 
Major events like FIFA World Cup and the Olympic Games have generated an attractive 

marketing opportunity for companies to enhance more brand awareness through sponsorship. 

Sponsorship is an extremely flexible marketing tool that provides access to a range of publicity 

for companies. In terms of companies’ image improvement and awareness creation, 

sponsorship has become a more vital component when trying to accomplish primary marketing 

communication objectives (Meenaghan, 1998).  

On a global basis, the scale of increased investment in sponsorship is confirmed by the 

acknowledgement that the sponsorship market has experienced a significant development from 

$2 billion in 1984 to $16.47 billion in 1996 (Chadwick & Burton, 2011). In 2012 the total sports 

sponsorship market had an expected value of nearly $40 billion. According to 

PriceWaterhouseCoopers (PWC), the market was predicted to increase to around $45 billion by 

2015 (Statista, 2016). 

Prior to Olympic events, the International Olympic Committee (IOC) constantly works to 

acquire new sponsor signings. However, one of their missions, where they put a lot of recourses, 

is to protect existing sponsors from marketing, surrounding the event, that are made by 

companies that are not official sponsors. This type of marketing, by non-official sponsors, is 

called 'ambush marketing' (Costa, 2016). 

The concept of ambush marketing was introduced in the 1980s and has developed in correlation 

with the expansion of sponsorship, advancements in technological and the increasing financial 

value of sports marketing (Chadwick & Burton, 2011). Ambush marketing is when companies 

want to relate themselves with an event and obtain the associated benefits it would convey, 

without compensating event owners with the required charge (Meenaghan, 1998; Shani & 

Sandler, 1998). The intention of ambush companies is to trick consumers to believe that they 

are official sponsors of an event and thereby stealing attention from rightful sponsors. Likewise, 

such an endeavor allows ambush companies to be associated with major events without any 
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licensed rights. In turn, ambushers can obtain the same benefits, for example, brand awareness, 

as official sponsors (Meenaghan, 1998). 

Nowadays, event owners and companies have greater knowledge of the occurrence of ambush 

marketing attacks during events. As a consequence of ambush marketing, companies have 

acquired a more cynical perception towards sponsorships. This has led to skepticism in the 

value of sponsorship contracts among official sponsors (Balfour, 2008). "Events like the 

Olympics and the World Cup are hugely expensive to put on, so they need big-money sponsors 

and this in turn means that the organizers must protect aggressively against ambush marketing," 

states academic property barrister Phillip Johnson, University of London (Kelly, 2010).  

A vivid example of an event that struggles with ambush attacks is the Olympic Games. 

Companies like McDonald’s, Coca-Cola and Lenovo spent large amounts of financial resources 

on sponsorship rights during the Olympic Games in Beijing 2008 (Rein, 2008). Statistics show 

that Lenovo spent $80-100 million to be the official sponsor of the Olympic Games in 2008. 

McDonald’s and Coca-Cola together spent $850 million on sponsorship rights in Turin 2006 

and Beijing 2008, yet up to 60 percent of the Chinese consumers assumed that Pepsi was the 

official sponsor of the Games in Beijing (Rein, 2008).  

Another vivid example is the FIFA World Cup. To protect the event from ambush attempts, 

Fédération Internationale de Football Association (FIFA) tries to limit exposures of brands that 

are not official sponsors of the event. FIFA expelled the company Beats By Dre at the World 

Cup arenas in 2014, because it was a rival brand for one of their official sponsors, the company 

Sony. Bran Quarles (an executive vice president at Revolution, a Chicago-based sports 

marketing firm) states, "It certainly seems that the brands using ambush or guerrilla tactics have 

been the ones receiving more attention around this World Cup" (Briggs, 2014).  

1.2. Problem Statement 

Due to the large amount of resources that are invested by event owners to fight against ambush 

attacks, it is of high importance, for event owners, that their defense strategies are efficient. 

Research shows that the effectiveness of marketing- or defense strategies, to change the 

consumers’ attitudes and beliefs, depends on the understanding on what factors that influence 

consumers’ attitudes (Arora, 2007). Therefore, if event owners understand what affects the 

consumers’ attitudes towards ambush marketing, they can create a more efficient defense 

strategies that would lead to a higher degree of change in attitudes among the consumers. If 

more consumers will have a negative attitude towards ambush marketing, fewer companies 
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would dare to do the ambush attempts since it then can harm the company brand (Shani & 

Sandler, 1998).  

Individuals’ attitudes towards marketing activities are important both in a theoretical and in a 

managerial perspective. Research shows that consumers’ attitudes towards marketing activities 

affect their reaction towards these activities. Knowledge of consumers’ attitudes can help 

develop strategies for companies and develop regulations by governments to protect 

consumers’ activities. Previous research has studied consumers’ overall attitudes toward 

marketing as well as specific marketing activities such as deceptive advertising and ambush 

marketing (Chan & Cui, 2002).  

Most of the literature about ambush marketing is aimed at the success or failure of the marketing 

strategy in terms of a high recall or perception. During the last decade, several studies have 

been conducted on what consumers’ attitudes are towards the phenomenon of ambush 

marketing. However, limited research has been made that studies what impacts consumers’ 

attitudes towards ambush companies. This is a critical knowledge for event owners if they are 

to handle ambush companies (Mazodier et al., 2012). 

Disclosure of ambush marketing is commonly categorized as bad publicity (PR) by researchers, 

but there are significant differences. Possible outcomes of ambush marketing disclosure by 

consumers are quite different from possible outcomes of bad publicity. Since negative publicity 

contain negative information about a company regardless of other companies’ doing. 

Ambushers on the other hand, seek to “attack” specific targets, like official sponsors, with their 

activities. Unlike negative publicity, ambush marketing is created by competitors of official 

sponsors, which objectives are to gain a specific attention at the expense of other companies. 

Also, disclosure of ambush marketing does nothing other than restore the misleading belief that 

the ambusher is officially connected to the event, in the purpose to sponsors. Due to these 

differences it is important to study disclosures as they should not be generalize it with bad PR 

(Mazodier et al., 2012). 

Research related to the area of consumers’ attitudes towards ambush marketing shows that 

people have mixed feelings towards that type of marketing strategy (Dickson, Naylor, & Phelps, 

2015). Some consumers think that ambush marketing is unethical, unfair and annoying. 

However, an extensive group of people are not of this opinion (Shani & Sandler, 1998; Séguin 

et al., 2005; Dickson, et al., 2015).  
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On the one hand, people have a strong negative attitude towards marketing strategy, which aims 

to mislead the consumer. On the other hand, same research also shows that people do not have 

those strongly negative attitudes towards ambush marketing. These indifferences have caused 

questions of what creates peoples’ attitudes towards ambush marketing (Séguin et al., 2005). 

However, there is lack of research that studies what affects peoples’ attitudes towards ambush 

marketing (Mazodier et al., 2012).  

Research has been conducted in different countries as United States, Canada and Great Britain 

(Dickson et al., 2015). Despite that these studies have been made in different countries, these 

countries still share similar national culture values (Hofstede, Hofstede, & Minkov, Cultures 

and Organizations: Software of the Mind, 1991). 

Due to globalization, there is a strong interest in consumers’ attitude towards marketing 

activities in a cross-cultural comparison (Barksdale et al., 1982; Chan et al., 1990). The 

economic development in countries has been viewed as an important factor affecting 

consumers’ attitudes. Some researcher consider that consumers in less developed economies 

have less experience with marketing campaigns, than consumers in developed economies, and 

therefore have a more positive attitude towards marketing campaigns. Several researchers in 

this studied area confirm such proposal (Chan & Cui, 2002).  

Even though several studies show that the degree of economic development affects the 

consumers’ attitudes, these findings have been inconsistent. Furthermore, numerous studies 

have found other factors that affect consumers’ attitudes to a higher degree than the economic 

development. One key factor that shows a higher correlation with consumers’ attitudes than the 

economic development is the cultural factors (Chan et al.,1990; Cui et al., 2008). Therefore, to 

understand consumers’ attitudes, it is necessary to understand what affect these attitudes and 

because sponsoring is a global phenomenon, it is important to understand the cultural 

differences. 

However, the gap in previous research on what affects consumers’ attitudes towards ambush 

marketing, creats a diffused understanding of what builds up their attitudes towards the 

marketing strategy (Mazodier et al., 2012). The cultural factor shows, in previous research, to 

have a great cause on consumers’ attitudes (Vitell et al., 1993). Therefore, it would be of 

relevance to see if cultural factors affect consumers’ attitudes towards ambush marketing.  
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1.3. Research Purpose  

The purpose of this thesis is to explain the causal effect between consumers’ culture factors and 

their attitudes towards ambush marketing.   

1.4. Research Question 
To what extent is there a difference in consumers’ attitudes towards ambush marketing 

depending on their cultural factors? 

1.5. Outline 
This thesis consists of six chapters. In the first chapter a background of ambush marketing and 

sponsorship is presented, as well as the problem statement concerning consumers’ attitudes 

towards ambush marketing. This sets the ground for the research purpose and research question. 

The first section finishes with an outline of the thesis. In the second chapter, the adopted 

research philosophy, approach and design are presented, followed by the chosen method and 

theory. 

Furthermore, the third chapter presents a literature review that includes sponsorship, misleading 

marketing, and the phenomenon of ambush marketing. Later on, a review on disclosure of 

ambush marketing and influencing variables is presented, as well as definitions of consumers’ 

attitudes, culture and well-established cultural differences theories. In the end of this section a 

conceptual model is created and six hypotheses are formulated.  

In the fourth chapter the empirical method is presented, as well as the research design and 

survey strategy is discussed followed by time horizon, data collection with primary, sample 

selection, operationalization, data analysis, reliability, validity and generalizability. This is 

followed by the fifth chapter whereas the results from the statistical analysis are presented, the 

empirical data is analysed and the hypotheses tested.  

Finally, in the sixth chapter, a discussion and the conclusions are presented, as well as the 

practical implications of the study. The thesis ends with suggestions for future research as well 

as the limitations of the study. 
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2. Method 

This chapter of the thesis presents the methods used in the study. Within this chapter a 

positivistic research philosophy is presented, as well as a presentation of a deductive research 

approach, and a choice of theory that will explain the causal effect between consumer’s culture 

and their attitudes towards ambush marketing. The choice of methodology is presented in the 

end whereas the study uses quantitative data collection with hypotheses. 

2.1. Research Philosophy 
Research philosophy is often categorized as positivism, interpretivist and realism. In a 

positivistic perspective, the researcher has an approach to the study that is similar to the natural 

science. It is important that the observation is objective and does not contain any subjectivity. 

To do so, the researcher creates hypotheses that are mathematically constructed and from the 

result of it, the researcher creates a law-like generalization (Bryman & Bell, 2001). In an 

interpretivist perspective, researchers view the world as a complex matter, and believe that it 

cannot be simplified by mathematical terms. Research in an interpretivist perspective aims to 

instead create a deeper understanding in specific cases. From a realism perspective, researcher 

sees that the reality in the world is what the individual observe through it senses. A realism 

perspective does also have a scientific approach that is similar to the positivistic perspective, to 

understand what influences and constrain people’s views (Saunders et al., 2009).  

A positivistic approach underlies this thesis because it aims to explain the causal effect between 

cultural factors and consumers’ attitudes towards ambush marketing. This thesis will try to 

observe the reality in an objective way. To do so, hypotheses will be constructed by established 

theories and be mathematical constructed. To remove subjectivity from the observation, a 

survey will be created to collect the empirical data and the survey will have statements that the 

respondents will answer on how much they agree with the statements by using a numeric scale.   

2.2. Research Approach  
Research can be approached in a deductive and in an inductive way. To have a deductive 

approach means that the researcher develops hypotheses that are based on existing theories. To 

confirm the hypotheses, they are tested by data that are collected within the observation 

(Bryman & Bell, 2011). It is important to have well defined terms which create a clearer 

understanding and reduces misconceptions or confusions. In order to do a generalization by the 

use of quantitative measures, it is also important to use large data samples so that the 
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generalization becomes reliable. It is also important that there are many existing theories and 

literature in the field since the approach is based on the existing theories (Saunders et al., 2009) 

When using an inductive approach, the researcher starts with data collection. After data is 

collected, the researcher will create tentative hypotheses and theories. Another comparison to 

the deductive approach is in the analyzing process. When using an inductive approach the 

researcher do not have to concern as much regarding generalization. An inductive approach 

neither has to be concern about the previous theories in the field, since the approach is not based 

on it (Saunders et al., 2009).  

This thesis will develop hypotheses from existing theories that later on are tested quantitatively. 

Since the hypotheses are based on existing theories, this thesis will use a deductive approach to 

answer the research question.  

2.3. Choice of Theory 
This thesis aims to explain the causal effect between consumer’s national culture and their 

attitudes towards ambush marketing. It will first introduce existing studies and theories about 

ambush marketing, consumer’s attitudes and national culture to create an understanding for the 

reader about the field. These theories will then be integrated in a conceptual model that will be 

used to see if consumer’s cultural factors affect their attitudes towards ambush marketing.  

To define consumers' national cultures and explain the effect of these, Hofstede’s cultural 

dimensions model will be used. To explain what affect people's attitudes, a combination of 

theories on cognitive response, central and peripheral route, and research in attitudes towards 

ambush marketing will be used.  

2.4. Choice of Methodology 
The choice of methodology is between quantitative and qualitative data collection. Qualitative 

data collection is commonly used when the aim of the research is to understand a phenomenon 

in a social reality. However, qualitative data is often criticized to be too subjective and it is hard 

to generalize results since it is hard to replicate. Quantitative data collection is used when the 

research tries to verify mathematically constructed hypotheses. When using a quantitative data 

collection, it is easier to replicate the research method but it requires clear and well-defined 

concepts (Bryman & Bell, 2001). Since this thesis will create mathematically constructed 

hypotheses, a quantitative method is best suited for this study. 

  



Fredriksson & Rosenborg (2016) 

8 
 

3. Literature Review 

Within this chapter, a literature review on sponsorship, misleading marketing, and the 

phenomenon of ambush marketing are described, as well as disclosure of ambush marketing 

and influencing variables. Later on, definitions of consumers’ attitudes, culture and a well-

established cultural differences theory is presented. Finally, a conceptual model and the six 

hypotheses are presented. 

3.1. Sponsorship  

Sponsorship is defined as a marketing activity in form of investments into events in order to 

reach company objectives (Gardner & Shuman, 1987). Sponsorship objectives are often 

increased brand awareness, profit and improved brand image. It is also commonly used to 

establish commitment, goodwill and enhanced community relations (Farrelly & Quester, 2003; 

Zdravkovic & Till, 2012).  

The major benefit of sponsorship is that it can be more efficient than other types of marketing 

communication strategies, since sponsorship can create both consumer appeal and  

ate the values of the sponsored entity to the sponsor. Moreover, sponsorship can also go beyond 

cultural and geographical limitations. It is effective at targeting different audiences, and can 

help to create relations with local businesses and political communities (Amoako et al., 2012). 

From a restricted activity use, sponsorship started to increasingly expand over the last decades.  

According to Mintel (1997), the trend of sponsorship is confirmed by the fact that sponsorship 

investments in the marketplace made a significant growth during the 90s (Mintel, 1997). The 

current trends in sponsorship include tight control of the contractual rights of the agreement and 

long-term sponsorship activities. Within a sponsorship agreement, the sponsor may acquire a 

variety of privileges including event title or category rights, promotions, rights to make use of 

the word “official”, signage rights and rights to specific designated symbols and logos 

(McKelvey & Grady, 2008). The majority of the studies about sponsorship have a tendency to 

focus on measurement of financial efficiency in sponsorship activities (Gwinner, 1997; Pope et 

al., 2009). 

With increasing importance of assuring good relationships with pressing stakeholder groups, 

the scale of sponsorship becomes wider (Ferrell & Ferrell, 2008). Studies shows that 
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consumers’ dedication to a company includes an individual approval of the organization and 

loyalty towards it, as well as interest in what the organization does (Donavan et al., 2004). 

While arts, sports and other events create the chance for a sponsor to attain commercial 

objectives, most events can provide multiple opportunities for sponsor associations. These 

opportunities can arise from the circumstance that large events like the FIFA World Cup and 

Olympic Games are too expensive for some sponsors and therefore the event owners must 

suggest different rightful sponsor packages. In turn, this will create different qualities of sponsor 

relationships, chronologically in terms of official sponsor, marketing partners, and official soft 

drink supplier etcetera (Meenaghan, 1998) 

An additional reason for multiple sponsorship opportunities is all privileges that come with an 

event are hardly ever the property of one solitary event owner. Apart from the general event, 

broadcast sponsorship coverage of events, individual athletes and individual sport teams own 

rights that are independent and are accessible for sale to sponsors. Supplementary prospects for 

relations with an event are created through merchandise licensees and organizers selling trips 

and tickets to different events (Meenaghan, 1998).  

An increasingly common occurrence in the marketing field of sponsorship is misleading 

advertising. Nowadays, it is uncertain to what degree consumers gain knowledge about what 

brands are rightfully associated with an event through legitimate sponsorship and what brands 

are not (Koenigstorfer & Groeppel-Klein, 2012).  

3.2. Misleading Marketing  

Misleading marketing has its focal point when it comes to the issue of honesty in marketing. 

Researchers, Aaker (1974); Preston and Richards (1986); and Barone and Miniard (1999), have 

examined how and when marketing can be assumed to be misleading for consumers. The 

researchers conclude that ambiguity originates from marketing which differs from the truth and 

will have an influence on consumer behavior (Mazodier et al., 2012).  

There is a variety of definitions when it comes to misleading marketing. Gardner and Leonard 

(1989), argue that these descriptions rely on three general elements: consumers bring their own 

knowledge, viewpoint and attitudes; the marketing stimuli interrelate with consumer 

knowledge, viewpoint, and attitudes; and those perceptions that occur from the interaction 

between consumers and marketing are the foundation of the misleading context (Mazodier et 

al., 2012). 
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Moreover, according to Olson and Dover (1978) and Shimp (1979), misleading marketing can 

either be implicit or explicit. Marketing that basically propose a benefit from a product/service 

such that consumers shape a belief about this benefit from the message is called an implicit 

message (Johar, 1995). Marketing that includes a false statement is called an explicit message 

(Mazodier et al., 2012). 

A sponsoring brand which is, by the consumer, mistakenly assumed to be a sponsor cannot be 

charged being an ambush marketer. To be an ambusher and practicing ambush marketing, a 

clear intention is required to tempt a false belief in consumer receptiveness, which in turn works 

in opposition to the actual sponsor and the event organizers (Mazodier et al., 2012). The 

message from ambush companies is clear, since ambushers intend to generate perceptions of a 

legitimate association through a more indirect way. On behalf of companies, ambush marketing 

involves a clear purpose to persuade an artificial belief for consumers that it is a sponsor and 

contributes to the event (Mazodier et al., 2012).  

3.3. The Phenomenon of Ambush Marketing 

The practice whereby another company’s brand imposes upon consumer attention connected to 

an event, and in that way draw the public attention towards their brand and away from the 

righteous sponsor, is known as ambush marketing (Schmitz, 2005), or even as parasite 

marketing (Payne, 1998). The phenomenon of ambush marketing is explained in McKelvey 

(1994); Curl & Durham (1995); Shani & Sandler (1998) as the action by a company that seeks 

to relate itself with an event without paying the binding cost to the owner of the event. In this 

manner, the rightful sponsor is ambushed by the other company in terms of giving the intuition 

to consumers that they are the actual sponsor. Graham (1997) argues that ambush companies 

have become more and more crafty and stealthy in the arrangement and implementation of their 

activities. 

The major incentives of ambush marketing are to assure associations with major events without 

the large-scale payments that come with legitimate and official sponsorship. In turn, the 

ambusher accesses main benefits that official rights brings, certainly when it comes attaining 

brand image objectives and consumer awareness at minor costs (Shani & Sandler, 1998). 

According to Payne (1993), by denying the legitimate and official sponsor as its role as sponsor, 

the effect will be that the rightful sponsor may obtain sizably reduced benefit from its event 

involvement than what was expected (Payne, 1993). In addition, it certainly creates consumer 
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confusion as the ambusher also intends to abstract goodwill, which is the expected response to 

the support of an activity of which the consumer agrees to approve (Meenaghan, 1998).  

Numerous of the original occasions of ambush marketing rose as opportunistic competitors 

sought to use the absence of contract control within major sporting events, and newscasters and 

licensees surrounding it (Meenaghan, 1998). However, several of the initial occasions that were 

considered ambush marketing before, have come to be accepted as legitimate sponsorship, 

mainly when it comes to contributions to team squads and/or players (Meenaghan, 1998). 

Despite the many researchers who condemn ambush marketing, others claim that it is basically 

a manifestation of aggressive strategies within a very competitive marketing environment 

(O’Sullivan & Murphy, 1998). Hoek & Gendall (2002) argue that there is a great ambiguity 

that surrounds the perception of ambush marketing and that most discussions around it include 

what are questionably known as common competitive practices, which there is nothing 

unethical about (Hoek & Gendall, 2002). To provide a clearer view of what might count as 

ambush marketing, prior research in the area has tried to outline and point out different ambush 

marketing strategies and tactics (Chadwick & Burton, 2011). 

3.3.1. Types of Ambush Marketing 

Large events are able to offer a great diversity of marketing opportunities, which offer a great 

environment for ambush marketing. In both legal and ethical aspects, observations of 

ambushing practice suggest a range of activities that differ in degree of restrictions. In 

Meenaghan (1998) five methods of ambush marketing techniques are described. These are 

sponsor the media coverage of the event, sponsor a subcategory within the event and exploit 

this investment aggressively, make a sponsorship-related contribution to the “players pool” , 

engage in advertising that coincides with the sponsored event and further types are named 

miscellaneous ambushing strategies, which includes various highly creative strategies to relate 

themselves with the events (Meenaghan, 1998). 

However, Meenaghan (1998) reflects an early perspective of ambush marketing. Therefore, an 

updated and extended categorization is recommended, which is reflecting on adjustments in 

ambush marketing tactics over time (Chadwick & Burton, 2011). As a result, two other methods 

were added, thematic advertising and implied illusion, and accidental ambushing (Crompton, 

2004). 
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Mutually, Meenaghan (1998) and Crompton (2004) claim that ambush marketing is mainly 

found where it is perfectly legal, which results in a decreased value of the investment made to 

acquire official involvement with an event (Séguin et al., 2005). 

Chadwick & Burton (2011) recommend a more updated description of typology. This typology 

creates a distinctive perspective on different objectives, implications of ambush activities, 

themes and tactics used by ambushers. It also creates a critical examination of the link between 

ambush companies and official sponsor. The eleven types of ambushing activities reflect a 

wide-ranging understanding of the objectives of ambushers than formerly recommended but is 

also emphasizing on the confusion in identifying what defines ambush marketing (Chadwick & 

Burton, 2011).  

There are three main classifications: associative, direct and incidental. Firstly, there are six 

associative ambush marketing types. These are values, insurgent, sponsor-self, associative, 

distractive, and parallel properties (Chadwick & Burton, 2011). Different types of associative 

ambush marketing are listed in table 3.1.1.  

Table 3.1.1., Typology of Ambush Marketing 

(Based on: Chadwick & Burton, The Evolving Sophistication of Ambush Marketing: A Typology of Strategies, p. 

716, 2011) 

                     Associative Ambush Marketing 
Ambush Type Activity 

Values Make use of an event’s central theme without 

legitimate rights. 

Insurgent Irregular and aggressive marketing activities in the 

surroundings of an event. 

Sponsor-self A rightful sponsor extends its relationship above and 

beyond the appointed sponsorship agreement. 

Associative Use of imagery or terminology without legitimate 

rights. 

Distractive Presence of non-sponsor in the surroundings of an 

event without legitimate rights. 

Parallel properties Constructing a new event that runs during the same 

time as the ambush target. 
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Secondly, there are three types of direct ambush marketing. These are coattail, predatory, and 

property infringement (Chadwick & Burton, 2011). Definitions of the different types of direct 

ambush marketing are listed below in table 3.1.2.  

Table 3.1.2., Typology of Ambush Marketing, direct 

(Based on: Chadwick & Burton, The Evolving Sophistication of Ambush Marketing: A Typology of Strategies, p. 

715, 2011) 

                                   Direct Ambush Marketing 

Ambush Type Activity 

Coattail Non-sponsor that is related to an event through 

rightful associations. 

Predatory Intentional ambushing of an opponent to increase 

market share and to mislead consumers. 

Property Infringement Intended use of an event’s legitimate rights. 

 

Lastly, there are the two incidental shapes of ambush marketing. These are saturation and 

unintentional (Chadwick & Burton, 2011). Definitions of the different types of associative 

ambush marketing are listed below in table 3.1.3  

Table 3.1.3., Typology of Ambush Marketing, incidental 

(Based on: Chadwick & Burton, The Evolving Sophistication of Ambush Marketing: A Typology of Strategies, p. 

717, 2011) 

                     Incidental Ambush Marketing 

Ambush Type Activity 

Saturation Tactical enhance in marketing communications during 

an event. 

Unintentional False consumer recognition based on earlier 

involvement. 

 

Definitional issues of ambush marketing generate difficulties in measuring and understanding 

consumers’ attitudes (Dickson et al., 2015). Using strategies to combat ambush marketing is a 

progress worthy of greater exploration, whereas identifying earlier ambush marketing tactics 

has increased consciousness of the risk of ambush marketing. A result of this, possible counter-

ambush attempts have been developed. The constant misunderstanding concerning what 

ambush marketing constitutes and how to deal with it has highlighted the requirement to better 

review which campaigns lawfully threaten sponsorship (Dickson et al., 2015).  
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3.4. Attitudes - In the mind of the consumers 

To understand how ambush marketing works and how disclosure of ambush marketing will 

affect the consumer’s attitudes, one must look at how creation of attitudes works in the mind of 

the consumer (Pitt et al., 2010). An attitude is a tendency to respond positively or negatively to 

an item, individual, organization, or happening (Ajzen, 2005). Most of researchers agree that 

the distinctive feature of attitudes is its evaluative nature (Bem, 1972).  

One commonly used definition is the one of Allport (1935, p. 810) who define attitudes as "a 

mental and neural state of readiness, organized through experience, exerting a directive and 

dynamic influence upon the individual's response to all objects and situations with which it is 

related". 

Attitudes are hypothetically constructed, which means that it is unapproachable by direct 

observation and must be concluded from quantifiable reply. Considering this, the replies have 

to return positive or negative estimates of the attitude object. To simplify, it is common to 

classify attitude related replies into different sub-groups (Allport, 1935).  

Today’s’ psychologists share the idea that individuals’ have a “three-part mind” that control 

how individuals think, feel and do (Ajzen, 2005). These three different types of classification 

are most commonly known as cognition (thinking), affect (feelings), and behavioral (actions) 

(Allport, 1935).  

3.4.1. Cognition, Affect and Behavioral 

A cognitive response occurs when individuals process intelligence about the attitude object, 

which then forms an opinion towards the object (Eagly & Chaiken, 1993). Cognitive replies of 

a verbal nature are expressions of belief that connect the attitude object to specific 

characteristics or attributes (Ajzen, 2005). Examples of this can be a belief that ambush 

marketing, in an event, is only aimed to mislead the consumers. This can further lead on to 

similar activities that are related to ambush marketing can inherit this negative attitude (Shani 

& Sandler, 1998).  

An affective factor is interfered by emotional experiences or preferences towards the attitude 

of the object. Positive factors (e.g. happiness) as negative factors (e.g. rage) can come from 

positive or negative influence experiences with service or product characteristics. Individuals 

which have positive affect reaction from a product or a service are likely to create a more 

positive attitude towards the object than if the consumers have had a negative affect reaction 

(Kwon & Vogt, 2010). Some researcher argues that attitudes do not occur before the actual 
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consumption or experience of the product or service. They argue that the attitude is created with 

emotional components, e.g. anger favor, satisfaction, which will reflect the individual behavior 

(Czepiel & Rosenberg, 1977). 

Behavioral factors are actions that individuals’ show in relation to the attitude objects (Eagly & 

Chaiken, 1993). Researchers believe that attitudes are imitations from past behavior that are 

formed by direct or indirect experiences (Eagly & Chaiken, 1993). The level of involvement is 

usually being observed and is seen as an important perception to explain the individuals’ 

participation in activities and their action with appreciation to the attitude object (Eagly & 

Chaiken, 1993). According to Ajzen (2005), high involvement in an activity is correlated to a 

strong attitude towards the attitude object.  

It is also argued that the attitude formation and attitude change can be classified in another 

dimension than just the cognitive, affective and behavioral dimension. If the cognitive, affective 

and behavioral dimension measures the way attitudes are formed, the other dimension is the 

level of elaboration of a message.  

3.4.2 Central and Peripheral Route 

Researchers suggest that attitude changes by consumers can be caused by different routes of 

influences. These different routes are called the central route and the peripheral route. The 

differences in these routes are the amount of thoughtful information preceded and demanded of 

individual subjects (Bhattacherjee & Sanford, 2006).  

The central route requires a consumer to think critically about an issue-related argument in a 

message and analyze comparative qualities and importance of those arguments prior to develop 

an informed judgment about the target behavior (Bhattacherjee & Sanford, 2006). The 

peripheral route uses less cognitive work and relies on cues (indications) regarding the target 

behavior rather than on the quality of arguments, in attitude formation. The central route 

requires a deeper understanding of existing arguments, and a mixture of several and sometimes 

conflicting arguments into an overall evaluative judgment. The peripheral route requires subject 

associations with outstanding positive or negative cues related to the attitude object (Petty et 

al., 1981).  

Attitude changes through the central route are often more stable, lasting and predictive since 

they are based on careful and thoughtful reflections of relevant arguments (Petty & Cacioppo, 

1986). The peripheral cues tend to be less determined and predictive of long-term behaviors 

(Petty et al., 1981).  
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If the message should take the central route or peripheral route depends on motivation and 

ability to elaborate the message. If the communicated message is of relevance, for the 

consumers, they are more likely to use the necessary cognitive effort to analyze its information 

content. Factors that affect which route individuals’ process messages are how involved or how 

relevant they believe the messages are. If the marketing campaign contains something that the 

individuals are involved in, they would be more motivated to use the central route. If this 

process generates a negative attitude, it would be a stronger and longer lasting negative attitude 

than if they would process it through the peripheral route (Bhattacherjee & Sanford, 2006). For 

example, if the consumers have high involvement in the message, they are more likely to 

carefully consider the quality of arguments presented instead of relying on different types of 

cues from the message. The level of involvement will therefore change the underlying beliefs, 

which can be grounded in such as culture (Bhattacherjee & Sanford, 2006).   

3.5. Disclosure of Ambush Marketing 
Disclosure of ambush marketing occurs when event owners’ tries to restore the misled belief of 

which the official sponsors are. It is common that they make a public announcement that there 

has been an ambush attack at the event by an ambush company and that they communicate who 

the official sponsors are (Mazodier et al., 2012).  

Studies about disclosure of ambush marketing argue that the revelation of the practice affects 

consumers’ attitudes towards ambush marketing. Research has found that during disclosure of 

an ambush attack, some consumer finds ambush companies to work in an unethical way and 

that they feel that they have been misled (Dickson et al., 2015). Some consumers also think that 

ambush marketing is an unfair marketing strategy because official sponsors contribute to 

something good, such as the event can take place, and the ambush companies just intrude the 

spotlight and do not contribute to anything good. Other consumers find the ambush attacks 

annoying and argue that they divert attention away from the event (Shani & Sandler, 1998). 

The negative effects of the disclosure have also shown to have a negative effect on the ambush 

company’s brand (Treisman & Gelade, 1980). It has also been shown that disclosure of ambush 

marketing can have a negative effect on not just ambush companies, but can also be spread to 

other companies. A more frequent use of ambush disclosure has proved to be a source of 

irritation to shown to create an irritation at the consumer both with respect to official sponsors 

and ambush companies (Mazodier et al., 2012).   
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Other studies about disclosure of ambush marketing show that some consumers are not affected 

by disclosures of ambush attacks. These consumers argue that it is common marketing practise 

and if the ambush companies do not take the change to create awareness of themselves, some 

other companies will take that chance (Dickson et al., 2015). Some consumers who are not 

affected by the disclosure of ambush attacks think that the main goal of all companies should 

be to create profit for their shareholders. If companies do not take every chance they have to do 

so, they are ruled out (O'Sullivan & Murphy, 1998).  

Factors that have been shown to have an impact on consumers’ attitudes after disclosure of an 

ambush attempt are what their attitudes are towards sponsorship and how involved consumers 

are in the event (Mazodier et al., 2012). 

3.5.1. Attitudes towards Sponsorship 
Consumers’ attitudes towards ambush marketing have been found to be affected by what 

attitude consumers have towards sponsorship (Shani & Sandler, 1998). It shows that consumers 

who have a positive attitude towards sponsorship will be affected more negatively after 

disclosure of an ambush attack, than consumers with a negative attitude towards sponsorship 

(Mazodier et al., 2012). 

The correlation between consumers’ attitudes towards sponsorship and ambush marketing is 

explained by researchers as consumers who feel like it is just “business as usually” and majority 

of the companies are already doing it. Consumers who are positive towards sponsorship see 

sponsorship as a “win-win” outcome for all stakeholders and that the ambush companies 

damage that positive outcome (Dickson et al., 2015).   

3.5.2. Involvement in the Event 
Involvement in the event is shown to have an impact on the disclosure of ambush marketing. It 

shows that the higher consumer involvement in an event, the higher chance there is for those 

consumers to be misled by misleading activities, since a higher involvement leads to greater 

exposure of the event. This in turn leads to a negative moderating effect, on disclosure of 

ambush marketing, and would led to a negative attitude towards ambush marketing (Mazodier 

et al., 2012). 

Another explanation of the correlation between involvement in the event and attitude towards 

ambush marketing is loyalty (Dickson et al., 2015). Since, consumers who are involved in 

events are often supporters to a specific team or company. If another company is intruding the 

event, this can have negative consequences not just to the event owners, but also to the specific 
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team that the consumer supports. Therefore, those consumers will have negative attitude 

towards the ambush company during disclosure of the attack (Mazodier et al., 2012).   

The level of physical involvement has been shown to affect consumers’ attitudes. Since, 

consumers who attend an event are shown to not be aware of an attack. Consumers who follow 

an event from a television are usually more aware of an attack and are more likely to be affected 

of it. The reason for this is that ambush companies want to reach as many consumers as possible 

and to do this they are trying to steal the attention of the broadcast and not the audience at the 

event (Dickson et al, 2015). 

3.6. Culture 

Numerous of cross-countries studies have found differences between nations in consumer 

attitudes towards marketing (Barksdale et al., 1982; Chan et al., 1990). Much of the cross-

countries studies, about consumers’ attitudes towards marketing, have gone from study 

differences in countries economic development to instead study the differences in culture. The 

reason for this is that results from previous research show a much stronger connection between 

differences in culture and consumers attitudes towards marketing (Chan et al.,1990; Cui et al., 

2008).  

There are several definitions of culture and are usually defined in a complex matter. At its 

widest, culture is defined as “… taken in its broad, ethnographic sense, is that complex whole 

which includes knowledge, belief, art, morals, law, custom, and any other capabilities and 

habits acquired by man as a member of society” (Taylor, 1958, p. 1). A more constricted 

definition of culture is made by Geertz (1973, p. 89) who defines culture as “… an historically 

transmitted pattern of meanings embodied in symbols, a system of inherited conceptions 

expressed in symbolic forms by means of which men communicate, perpetuate, and develop 

their knowledge about and attitudes towards life”. 

One view of culture is the national culture, where culture is divided up in terms of countries or 

nations. Research shows that national culture plays an important role in consumers’ perceived 

beliefs and value has big influences on creating the consumers attitudes (Oyserman & Lee, 

2008). Cultural psychologists argue that individuals with differences in national culture have 

different perceptions, experience and how they processes information (Bond & Leung, 2009). 

Therefore, this thesis refers to national culture when the term culture is used. 

Culture indicates that individuals from the same country have a specific culture and therefore 

share specific values and beliefs. Culture creates a simplified view of a specific culture and has 
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been criticized to create a stereotyped image. However, research shows that even if there are 

varieties of values and belief on an individual level in a country, the majority of individuals of 

one specific country shares similar values and belief (Hofstede et al., 1991). Countries that have 

minor cultural differences are usually companied into clusters to make generalizations of them 

easier (Silverthorne, 2005).  

The globalization affects different cultures in the world since countries’ borders are becoming 

less clear and the distance between individuals, which are occupied on different locations 

around the world, are getting mentally closer. One common belief is that the cultures are getting 

more identical and integrate with one and other towards a more global culture. Even though this 

may be true, there are still clear differences between cultures (Cui et al., 2008). 

3.6.1. Hofstede’s Cultural Dimensions 

Hofstede et al. (1991) has built up a model, which is called Hofstede’s Cultural Dimensions, 

where he has identified four different dimensions that consistently differentiate between 

cultural values in various countries. Although Hofstede’s model can be viewed as simplistic 

and not explain every possible reason for cultural differences, it is still a very common used 

model when studying cultural factors that can affect consumers attitudes in marketing and 

ambush marketing. The model has also been built out with a fifth dimension as well that is 

called long-term orientation, but studies show that the other dimensions influence the long-term 

orientation and it is hard to measure (Hur et al., 2015). Therefore, this thesis focuses on the 

original Hofstede’s cultural dimensions when building the conceptual model.  

There are other national models, e.g. Trompenaar’s seven dimension of culture, Kluckhollm 

and Stodtbeck’s cultural dimension, which are further developed of the Hofstede’s model. 

These models usually tries to less generalize the culture, compared to Hofstede’s models, by 

using more dimensions than Hofstede’s model to create a more precise view of the culture. 

However, many researchers are critical of these models because they believe that these models 

works best when study a European country and not well suited when study other countries 

outside Europe. It is also argued that these research models have too few data samples collected 

and are too poorly matched to viable (Hofstede, 1996). Hofstede’s model shows to have a high 

validity and trustworthiness as indicated by strong factor analyzed results (Shane, 1992). 

Therefore, this thesis will just use the Hofstede’s cultural dimension model when studying and 

comparing individuals’ culture.  
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The first dimension is individualism versus collectivism. In Individualistic countries, 

individuals look after themselves and societies have loose ties among their members. 

Collectivist countries have a tighter bound to its members and place a greater value on collective 

importance. Examples of countries with a high individualism are United States, United 

Kingdom, and Netherlands. Examples of countries that have a strong collectivism are Ecuador, 

Taiwan, and Thailand (Hofstede et al., 1991). The accepted business practice in an 

individualistic culture is that business process should go fast and that relationship is not that 

important. Business practice in a collectivistic culture is that the process should take time and 

relationships are very important. Since ambush marketing is considered to be one fast 

happening and creates negative attitudes among the event owners and official sponsors, a 

collectivistic culture should have a negative effect on consumers’ attitude towards ambush 

marketing.  

H1: A collectivistic culture will have a negative impact on consumers’ attitudes towards 

ambush marketing.   

The second dimension is high versus low power distance. Countries with a high power distance 

accept that a few members have the main power and make decisions for all the others members. 

These societies have a higher tolerance that power and wealth are distributed unequally in the 

society. Countries with low power distance encourage likeness between their members and 

want a democratic form of membership. Examples of countries with high power distance are 

Malaysia, Mexico, and China. Examples of countries with low power distance are Austria, 

Denmark and Sweden (Hofstede et al., 1991). In high power-distance cultures, every company 

has it rightful place in the social hierarchy. Smaller companies can be viewed as less worth and 

should not compete against larger companies. Most of the times it is smaller companies, in 

terms of financial capital, in relation to the official sponsors that ambush events (Ellis et al., 

2011). Individuals with high power distance should be more negative towards ambush 

marketing compare to consumers with low power distance.  

H2:  High power distance will have a negative impact on consumers’ attitudes towards 

ambush marketing. 

The third dimension is high versus low uncertainty avoidance and is about risk taking and how 

the society handles an unknown future. Countries with high uncertainty avoidance have 

members who are less willing to take risks and want to follow rules by the society or of other 

members around. Countries with high uncertainty avoidance are Greece, Portugal, and Japan. 
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Examples of countries with low uncertainty avoidance are Singapore, Sweden and The United 

Kingdom. Individuals with high uncertainty avoidance think there is a need for rules and 

formality in business practice (Hofstede et al., 1991). Since ambush companies do not follow 

event owners’ restrictions, individuals with high uncertainty avoidance should have a negative 

attitude towards ambush marketing.  

H3: High uncertainty avoidance will have a negative impact on consumers’ attitudes towards 

ambush marketing. 

The fourth dimension is masculine versus feminine values. Countries with masculine values 

place great value on physical possessions and capital. They also tend to seek success and high 

performance. Countries with feminine values place a greater value on carrying and helping 

others, preserving the environment, quality of life and not draw attention to oneself. Examples 

of countries with masculine values are Japan, Austria and China. Countries with femininity are 

Sweden, Norway and Costa Rica. Individuals from a masculine culture believe that 

achievements are very important to reach and they should reach it no matter the obstacles. 

Individuals from a feminine culture value carrying for others rather than the achievement 

(Hofstede et al., 1991). Since one of the main goals of ambush marketing is to take attention 

from the official sponsors and not carrying about event owners and sponsors, individuals from 

a feminine culture should have a negative attitude towards ambush marketing.  

H4: A feminine culture will have a negative impact on consumers’ attitudes towards ambush 

marketing. 

Even though similar cultures share similar values and beliefs, it is still shown that they perceive 

marketing messages differently. One of the reasons for this is that each individual process 

information differently, as in the central and the peripheral route and therefore can individuals' 

attitudes varies in each culture. Another reason for the differences within cultures is in what 

information and belief the individuals have towards an object, as in the cognitive stage (Mooij, 

2010).  

3.7. Conceptual Model and Summarizing Hypotheses 

3.7.1. Developing a conceptual model 
Review of research on attitudes towards ambush marketing, cultural factors, and the correlation 

between them is linked together into the development of a conceptual model. The dependent 

variable is the attitudes towards ambush marketing and the independent variables are the 
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cultural factors. Along with the moderating variables, involvement in the event and attitudes 

towards sponsorship, the ground is set for several hypotheses.  

Ambush marketing is perceived correctly by the public once they are aware of the difference 

between sponsors and ambush marketers, the model builds on that ambush marketing disclosure 

has been experienced. Implicitly, previous research implies that disclosure of ambush 

marketing activities negatively influence the attitudes towards ambush marketing by consumers 

(Mazodier et al., 2012). In the model (see figure 3.7.1) the influence of cultural factors on 

attitudes towards ambush marketing is shown, as well as how variables' involvement in the 

event and attitudes towards sponsorship affect the outcome. 

Since individuals in same cultures have shown to process marketing messages differently, 

moderating variables are created. One factor that influences the differences between individuals 

in same cultures depends on what cognitive responses they have towards the object (Mooij, 

2010). Attitudes towards sponsorship is considered to be a moderating variable since cognitive 

responses are expressions of beliefs toward an object that are related to a specific characteristic, 

and sponsorship has been shown to share similar characteristic as ambush marketing. The 

hypothesis for the moderating variable, attitudes towards sponsorship will be as following: 

H5: The negative impact of consumers’ cultural factors on attitudes towards ambush 

marketing, increases with a positive attitudes towards sponsorship. 

Another factor that influences the differences between individuals in same cultures is on how 

motivated they are to elaborate the message. This factor affects how motivated they are, to 

elaborate the message and how related the marketing message is to them, or how involved they 

are in the message (Mooij, 2010). Therefore will the hypothesis for the moderating variable, 

involvement in the event, be as following: 

H6: The negative impact of consumers' cultural factors on attitudes towards ambush 

marketing, increases with the consumer involvement in the event. 
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3.7.2. Summary of the Hypotheses 

H1: A collectivistic culture will have a negative correlation to consumers’ attitudes towards 

ambush marketing.   

H2: High power distance will have a negative correlation to consumers’ attitudes towards 

ambush marketing.   

H3: High uncertainty avoidance will have a negative correlation to consumers’ attitudes 

towards ambush marketing. 

H4: A feminine culture will have a negative correlation to consumers’ attitudes towards 

ambush marketing. 

H5: The negative correlation of consumers’ cultural factors to attitudes towards ambush 

marketing, increases with a positive attitudes towards sponsorship. 

H6: The negative correlation of consumers' cultural factors to attitudes towards ambush 

marketing, increases with the consumer involvement in the event. 
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4. Empirical Methods  

Following is a presentation of the empirical methods. An explanatory research design, which 

is used to explain the correlation between variables, is followed by data collection whereas 

primary data is used. Later on, a survey strategy is presented as this thesis will collect 

quantitative data. A cross-sectional study was selected within the time horizon, followed by 

arguments for a non-probability strategy and convenience sampling. This chapter ends with an 

operationalization that displays the variables, data analysis, reliability, validity and 

generalizability. 

4.1. Research Design  
This thesis aims to explain the causal effect between consumers’ cultural factors and their 

attitudes towards ambush marketing. Therefore was an explanatory research design suitable for 

this thesis. The research design is a framework that is created to seek answers to research 

questions. An explanatory design is often used to explain correlations between variables 

(Bryman & Bell, 2001).  

Other common types of research designs are exploratory and descriptive. An exploratory design 

is used to ascertain nature of a problem and to enhance the understanding of that particular 

problem. A descriptive design is more commonly used when research aims to disclose a profile 

of events, people or situations (Saunders et al., 2009).  

The reason for the use of an explanatory research design was that it would explain the 

relationship between variables, such as culture factors and attitudes towards ambush marketing 

(Saunders et al., 2009). 

4.2. Data collection 
The causal effect this thesis studied, between culture and consumers' attitudes towards ambush 

marketing, has not been previously studied. Therefore, this thesis main data source was primary 

data. Primary data are new data that are being collected in the research (Bryman & Bell, 2001). 

4.3. Research Strategy  
This thesis collected quantitative data and a survey strategy was best suited for this type of data 

collection. The reason for the choice of a survey strategy was that it allows research to collect 

quantitative data that can be analyzed and used to suggest possible reasons for particular 

relationships between variables and to produce models of these relationships (Bryman & Bell, 

2001).  
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The research strategy is commonly based on a choice between quantitative and qualitative data 

collecting (Bryman & Bell, 2001). The two most common research strategies studied are 

experiment and survey, when it comes to the causal effect between independent variables and 

a dependent variable are (Bryman & Bell, 2001). Surveys are usually associated with a 

deductive approach and are commonly used to answer “who”, “what”, “where”, “how much”, 

and “how many” questions. Experiments are often used in exploratory and explanatory research 

when ‘why’ and ‘how’ questions are being answered.  

Another reason for the choice of a survey strategy is due to time constraints of this thesis. Even 

though analyses of results from a survey are time consuming, after data are collected, the 

researcher will be able to work independently and is therefore less time consuming than using 

a qualitative analyses. When use of another type of research strategy, the study progress is 

sometimes postponed by the dependency on others for information. A survey is therefore a 

suitable strategy to restrict this risk of delays (Saunders et al., 2009).  

4.4. Time Horizon 

Since this thesis aims to explain the causal effect between consumers’ cultural factors and their 

attitudes towards ambush marketing, and because it was studied over a specific time, a cross-

sectional study was selected.   

A cross-sectional study is used when a phenomenon is studied over a specific time and is often 

used in survey strategies and its strength is to explain how different factors are related to each 

other. The opposite of a cross-sectional study is a longitudinal study. A longitudinal study is 

when research studies a phenomenon over a time period and its strength is to see changes or 

developments in a phenomenon (Bryman & Bell, 2001). Due to time constraints, a longitudinal 

study was not suited for this thesis.    

4.5. Population and Sample Selection 
This thesis did not have the possibility to collect data from an entire population. According to 

Saunders et al. (2009), this is not necessary in most cases since data from samples have even 

show to present a more useful result than data collected from an entire population. This thesis 

did not collect data from an entire population because it was be too impractical, costly and time-

consuming (Saunders et al., 2009).  

The population in this thesis was students at Kristianstad University and instead of collecting 

data from the entire population, non-probability sampling was used. Students are usually used 
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as sample selection when it comes to study consumers since they are real life consumer. 

Kristianstad University was chosen due to a well-established contact network. 

Non-probability sampling is when the samples are chosen in a process that does not give all 

individuals in the population equal chances of being selected. The opposite of non-probability 

sampling is probability sampling and is when research makes inferences of a sample about a 

population to answer the research question. The samples in a probability sampling are chosen 

statistically and demand that any individual can be included in the sample (Saunders et al., 

2009). This was not possible within this thesis and therefore was a non-probability sampling 

method chosen.  

One of the non-probability strategies is convenience sampling and is when the researcher 

haphazardly selects those individuals that are most convenient to reach for the sample (Saunders 

et al., 2009). This strategy was chosen due to limited resources and time restriction. 

The chosen sample of the population was at Kristianstad University. To increase the 

possibilities to collect data from different cultures, the data were collected from both Swedish 

students and exchange students from China. Research has shown significant differences in 

cultural values between Sweden and China and by the choice of individuals from these countries 

(Vitell et al., 1993), greater differences in cultural values would be found between the samples. 

There were limitations when it came to the collection of data from the exchange students from 

China since there were just a limited number of the students at Kristianstad University. With 

the time limitation and limited exchange students from China, it was possible to collect data 

from 51 exchange students from China. Statisticians have shown that a sample size of at least 

30 or more for each category is a good rule of thumb when it comes to the choice of sample 

size. The choice of respondents, when it came to the exchange students from China, was based 

on which students who had class at Kristianstad University at the time of data collection.  

The collected data from the Swedish students were easier to collect because there was not the 

same limitation in number of students as there were with the Chinese exchange students. A 

sample size of 80 Swedish students was chosen since it meet the minimum requirement of 30 

students and it was not much larger than the number of the exchange students from China. The 

choice of respondents, when it came to the Swedish students, was based on which students who 

had class at Kristianstad University at the time of data collection. The total sample size was 

therefore 131 students at Kristianstad University which stands for 2.5 percent of the total 

population (Högskolan Kristianstad, 2016).  
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4.6. Operationalization 
Since this thesis used a deductive approach, it was important that its concepts were 

operationalized so it enabled realities to be measured quantitatively. To create high reliability 

and validity in this thesis, all variables were defined and measured by established statements. 

The survey in this thesis used different statements that measured each variable. 

To measure consumers’ attitudes towards ambush marketing and their cultural values in the 

survey, a seven point Likert scale was used to reflect the respondents’ feelings towards the 

object. Statements were presented in the survey and the respondents chose with help of the 

numeric scale on how much they agreed with the statements. The reason for this choice of rating 

scale was that the recommended rating scale usually is between five and ten points. It is also 

recommended that only each extreme value should be labeled (Saunders et al., 2009). 

Therefore, only the extreme values, in this survey, were labeled. The extremes were labeled 

'strongly disagree' (point one) and 'strongly agree' (point seven).  

4.6.1. Dependent Variable 

The dependent variable in this thesis was attitudes, which are referred to as consumers’ attitudes 

towards ambush marketing. Previous research (McKelvey et al., 2012; Dickson et al., 2015), 

that have used consumers’ attitudes towards ambush marketing as a dependent variable, have 

based their survey on Shani and Sandler (1998) to measure  this dependent variable. Since it is 

a well-tested and established questionnaire, this thesis used the same statements to measure 

consumers’ attitudes towards ambush marketing.  

The survey statements, which are based on Shani and Sandler (1998), have a focus on the 

Olympic Games. A focus, as the Olympic Games, can concretize and help the respondents to 

decide how well they agree with the statements. This survey kept the Olympic Games focus, 

since the Olympic Games are well-known events around the world, and have been commonly 

used in research about ambush marketing.  

The statements for measuring consumers’ attitudes towards ambush marketing are: 

- The practice of association with the Olympic Games without being an Official Sponsor 

is unethical. 

- It is not fair for companies to associate themselves with the Olympic Games without 

being Official Sponsors. 

- Non-Sponsor should not lead consumers to believe that they are Official Sponsors of 

the Olympic Games. 
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- I am annoyed by companies trying to associate themselves with the Olympic Games 

without being Official Sponsors. 

The respondents used a seven point Likert scale to respond on how much they agreed to each 

statement. The respondents that chose an average (of the attitudes statements) below a value of 

3.5 were viewed to have a positive attitude towards ambush marketing. The respondents who 

had an average (of the attitudes statements) above a value of 4.5 were viewed to have a negative 

attitude towards ambush marketing. Respondents who chose a value between 3.5 and 4.5 were 

viewed as neutral and were removed from the statistical testing. The reason for this was that the 

neutral option can be viewed as an “easy option” for the respondents to take when it was unsure 

and could therefore not be measured (Allen & Seaman, 2007).  

4.6.2. Moderating Variables  

Since individuals in same cultures have shown to process marketing messages differently, it 

was important to control this effect with help of moderating variables. Factors that affect the 

process are; how related the marketing message is to the individual, or how involved they are 

to the message. To measure this, statements from Shani and Sandler (1998) were used to 

measure the respondents’ attitudes towards sponsorship and the involvement in the Olympic 

Games.  

Another influence on the differences between individuals in the same culture, is what cognitive 

response they have towards the object 

The statements were: 

- Sponsorships in the Olympic Games are a waste of money. 

- Sponsorships in the Olympic Games are disturbing the event. 

- I usually follow the Olympic Games. 

- The Olympic Games interesting me a lot.  

The respondents who had an average (of the sponsorships/involvement statements) below a 

value of 3.5 were viewed to have a positive attitude towards sponsorship/low involvement in 

the event. The respondents who had an average (of the sponsorships/involvements statements) 

above 4.5 were considered to have a negative attitude towards sponsorship/high involvement 

in the event. The respondents who had an average between 3.5 and 4.5 were removed.  

4.6.3. Independent Variables 

The independent variables in this thesis are the cultural factors. Some of the previous research 

(Kale & Barnes, 1992;Paul et al., 2006;Paek et al., 2011;) that have based their research on 
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Hofstede’s cultural dimensions have generalized individuals from one country to one particular 

culture. Since this generalization usually are criticized and this thesis used a small sample of 

the population, this thesis measured each individuals’ culture factors to categorize them 

depending on these measures and not based on what their home countries were (Yoo et al., 

2011).  

The statements in the survey were based on Yoo et al., (2011), that studied how to measure 

Hofstede’s cultural dimensions. Yoo et al., (2011) questionnaire are based on 26 statements, 

which measure Hofstede’s cultural dimensions as, power distance, uncertainty avoidance, 

collectivism, long-term orientation and masculinity. Since the survey of this thesis also used 

other statements, there was a risk that the survey would be too long if all statements from Yoo 

et al., (2011) were used. Since all the statements by Yoo et al., (2011) have been tested and 

accepted, a randomly selection of three statements for each dimension were used.  

The statements for measuring the power distance were: 

- People in higher positions should make most decisions without consulting people in 

lower positions. 

- People in higher positions should not delegate important task to people in lower 

positions. 

- People in higher positions should not ask the opinions of people in lower positions too 

frequently. 

The respondents who received an average below 3.5 were considered to have low power 

distance and the respondents who received an average above 4.5 were considered to have high 

power distance. The respondents who received an average between 3.5 and 4.5 were removed.  

The statements for measuring uncertainty avoidance were: 

- It is important to have instructions spelled out in detail so that I always know what to 

do. 

- It is important to closely follow instructions and procedures. 

- Standardize work procedures are helpful. 

The respondents who received an average below 3.5 were considered to have low uncertainty 

avoidance and the respondents who received an average above 4.5 were considered to have high 

uncertainty avoidance. The respondents who received an average between 3.5 and 4.5 were 

removed.  
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The statements for measuring collectivism were: 

- Individuals should sacrifice self-interest for the group. 

- Group welfare is more important than individual rewards. 

- Group loyalty should be encouraged even if individuals’ goals suffer.  

The respondents who received an average below 3.5 were considered to be individualistic and 

the respondents who received an average above 4.5 were considered to be collectivistic. The 

respondents who received an average between 3.5 and 4.5 were removed.  

The statements for measuring masculinity were: 

- Men usually solve problems with logical analysis; women usually solve problems with 

intuition. 

- Solving difficult problems usually requires an active, forcible approach, which is typical 

of men.  

- It is more important for men to have professional career than it is for women.  

The respondents who received an average below 3.5 were considered to be feminine and the 

respondents who received an average above 4.5 were considered to be masculine. The 

respondents who received an average between 3.5 and 4.5 were removed.  

4.6.4. Background Variables 

Background variables were set to present the gender diversity, age span and nationality 

differences amongst the respondents. These variables were not in focus in this thesis, but were 

still of relevance in the results since too low of variety can limit the conclusion that was made 

from the results (Saunders et al., 2009).  

4.7. Data Analysis  

Firstly, a compilation of the survey was made in Excel and to analyze the data, the statistical 

computer program SPSS was used. A Cronbach's Alpha test was used to assert the internal 

reliability of the data. 

The value of Cronbach's Alpha rose if answers from different questions correlated with each 

other (Saunders et al., 2009). For comparing groups, values of 0.7 to 0.8 are regarded as 

satisfactory (Saunders et al., 2009). However, the lowest acceptable value is 0.6 (Loewenthal, 

2001). Internal consistency refers to how well different parts of a test measure the same 

underlying concept (Bryman & Bell, 2001). Therefore, the Cronbach’s Alpha test was used to 
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measure the consistency of responses across the seven sub-groups of this survey to ensure that 

these statements, to a significant extent, corresponded.  

Secondly, an assessment of the normality of the data were asserted by a Kolmogorov-Smirnov 

test to see whether the data were normally distributed or not, since normal data are a basic 

assumption in parametric testing (Saunders et al., 2009). It was made by using the respondents 

mean score, which were calculated to group the respondents into different categories. The 

Kolmogorov-Smirnov test was used to analyze whether the values varied significantly from the 

sample. A non-significant result, p-value above 0.05, indicates normality, while a significant 

result, p-value below 0.05, indicates non-normality (Saunders et al., 2009).   

Thirdly, the variables were descriptively calculated to present the results of the respondents 

between nationality, gender and culture.  

Fourthly, the Mann-Whitney U test was used to find significant relationships between the 

variables. The Mann-Whitney U test is used to verify if the probability for two independent 

samples or groups are different (Saunders et al., 2009). It is also used to treat ordinal data and 

was therefore most suited. 

This research used the Mann-Whitney U test to analyze if the independent variables would have 

a causal effect on the dependent variable. Since this test only utilize two variables at a time, it 

looks for causal effects between consumers’ attitudes and one of the cultural factors 

masculinity, collectivism, power distance or uncertainty avoidance independently. In this way 

the test would analyze the hypotheses one to four, whether they were supported or not. If 

research was designed to compare two groups with each other, and a two sample t-test cannot 

be used, this is a useful method. Therefore, if the probability of any disparity between the two 

groups occurring by chance alone is low, it would be characterized by a p-value less than 0.05. 

This is termed statistically significant. The statistical significance was considered supported if 

p < 0.05 (Lane et al., 2006). 

Fifthly, a multiple linear regression was used to assert the moderating variables together with 

the independent variables, to see if they modified the result. The moderating variables, 

involvement in the event and attitudes towards sponsorships, were tested both independently 

and jointly, and were considered supported if the statistical significance is p < 0.05. 

Additionally, the regression was used to see if the cultural factors, jointly, have a casual effect 

on attitudes towards ambush marketing (Saunders et al., 2009).  
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Finally, the background variables were tested to see if there were any differences in attitudes 

towards ambush marketing between nationality and gender. This was of interest in case to find 

any general similarities or diversities amongst the variables. 

4.8. Reliability 
Research reliability refers to what extent the research collection methods or analysis procedures 

will result in consistent findings. Research reliability is determent on the measures and if it will 

return the same results, if it has been made in another time, if the respondents are able to answer 

consistently, and if there is a transparency in the study (Saunders et al., 2009).  

To create a stable measure, research can collect data in different occasions (Saunders et al., 

2009). Due to the lack of time, this thesis did not have that opportunity and can therefore not 

assure that the measure would be the same if it was made in another time. Since this thesis 

collects quantitative data, inter-observer consistency was low and the transparencies in how 

sense was made from the raw data were made with an informative empirical method.  

This thesis has also analyzed the internal consistency for each statement to increase the 

reliability. This was made by a Cronbach’s Alpha test that measured how well different 

statements measured the same concepts.  

4.9. Validity 
To find out if the findings from the collected data were what they seemed to be, validity of a 

study is measured. There are four different types of validity, measurement validity, internal 

validity, external validity, and ecological validity Bryman and Bell (2001).  Validity is 

measured to find if research has chose the right factor to measure and measure what it really 

want to measure. Internal validity reflects on how conclusions can be drawn from relationships 

between variables. On the other hand, external validity reflects how well the results can be 

generalized  (Bryman & Bell, 2001). 

To create high validity, this thesis used well tested and accepted statements from previous 

research to measure each variable. To create a high internal validity, a Mann-Whitney U test 

and a multiple regression test with control variables were used. To create high external validity, 

an accepted sample size to draw conclusions from the results was used. 

4.10. Generalizability 
Generalizability is referred to if the research findings are just as applicable to other research 

findings (Saunders et al., 2009). Since, this research used a deductive approach, generalizability 

was possible as long as an accepted sample size of each cultural dimension was collected. The 
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generalizations of the results in this thesis are limited. However, the sample selection was based 

on students at Kristianstad University. Therefore, was the generalization in this thesis of 

consumers’ attitudes towards ambush marketing only referred to as the Students at Kristianstad 

University.  
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5. Analysis 
In this chapter the outcomes of the survey are presented. First, the descriptive statistics of the 

respondents, and the dependent, independent and control variables are presented. The 

variables are tested for internal reliability through a Cronbach's Alpha test and tested for 

normality through a Kolmogorov-Smirnov test. Finally, analyses are done through a Mann-

Whitney U test, as well through a linear regression test. This section ends with a summary of 

the results. The analyses will cover attitudes towards ambush marketing in general. 

Additionally, it will investigate differences in attitudes between Swedish and Chinese students, 

as well as between males and females. 

 

5.1. Descriptive Statistics 

5.1.1. Respondents 

The survey was handed out in three different classes at Kristianstad University. One of the 

classes contained of all the 80 Swedish students in this test. The 51 exchange students from 

China came from the other two classes and count for 38.9 percent of the total respondent’s rates 

while the Swedish students count for 61.1 percent. The survey was handed out during the 

classes. All students answered, so the number of responses was 131 (100%). 

 

The total gender diversity of the respondents is fairly distributed as 44.3 percent of the 

respondents are males and 55.7 percent of the respondents are females (see table 5.2). 26 

exchange students (36%) and 47 Swedish students (64%) are females.  

 

Since the respondents are students at Kristianstad University, the age of the respondents are 

quite similar and relatively low with a mean of 22 years and a standard deviation of 4 years (see 

table 5.3). Analysis with the age as a variable is not made, due to low age variation in the 

Table 5.1. Nationality

Frequency Percent

China 51 38,9

Sweden 80 61,1

Total 131 100

Table 5.2. Gender

Frequency Percent

Males 58 44,3

Females 73 55,7

Total 131 100
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sample. However, it is important to be aware of the small age differences between the 

respondents further on in the analyses since it limits the span to draw conclusions.  

 

5.1.2. Dependent Variable 
The dependent variable in this research is consumers’ attitudes towards ambush marketing. To 

measure the dependent variable, four statements (Q1-Q4) are stated in the survey. All the 

respondents answered all the statements about ambush marketing. Statement three (Q3) 

received the highest mean of 5.53 and statement four (Q4) received the lowest mean of 3.47 

(see appendix 2). The result of the Cronbach’s alpha test is 0.558 (see appendix 3) which is 

below 0.6, and is therefore not an accepted value of internal consistency. 

In a further analysis with an item-total statistics table for the Cronbach’s alpha value, statement 

three (Q3) is considered to aggravate the internal consistency (see appendix 3). To improve the 

internal consistency, a choice is made to remove statement three from the analysis. By doing 

so, the Cronbach’s Alpha value will become 0.603, which is above 0.6, and is an accepted value 

of internal consistency (Loewenthal, 2001). The Kolmogorov-Smirnov test has a p-value of 

0.041 (see appendix 4), which is below 0.05, and is therefore not considered to be normally 

distributed.  

56 respondents (43%) have a positive attitude towards ambush marketing and 34 respondents 

(26%) have a negative attitude towards ambush marketing. The rest of the 41 respondents (31%) 

have a neutral attitude towards ambush marketing (see table 5.4).  

 

12 exchange students (44% within the nationality) from China and 44 students (70% within the 

nationality) from Sweden have a positive attitude towards ambush marketing (see table 5.5). It 

also shows that 26 males (68% within the gender) and 30 females (58% within the gender) have 

a positive attitude towards ambush marketing. 

N Minimum Maximum Mean
Std. 

Deviation

Age 131 18 52 22,34 3,984

Table 5.3. Respondents age

Frequency Percent
Valid 

Percent

Cumulative 

Percent

Positive 56 43 62 62

Negative 34 26 38 100

Total 90 69 100

Missing 41 31

Total 131 100

Table 5.4. Attitudes towards Ambush Marketing
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5.1.3. Independent Variables  

The independent variables are the cultural factors which are categorized as power distance, 

uncertainty avoidance, collectivism and masculinity. 

Power Distance 

Statement nine, ten and eleven measure the level of power distance of the respondents. None of 

the statements (Q9-Q11) stand out in any particular way and the mean score between the 

statements are between 2.68 and 2.85 with a standard deviation between 1.585 and 1.632 (see 

appendix 2).  

The Cronbach’s Alpha value for statements nine to eleven is 0.807 (see appendix 3), which is 

a high value. The Kolmogorov-Smirnov test on the statements about power distance gives a p-

value of 0.000 (see appendix 4). 

99 respondents (76%) are considered to have low power distance and 16 respondents (12%) are 

considered to have high power distance (see table 5.6). 28 (65% within the nationality) 

exchange students from China and 71 (99% within the nationality) Swedish students are 

considered to have low power distance. 38 of these respondents (79% within the gender) were 

males and 61 (91% within the gender) were females (see table 5.7). 

 

 

China Sweden Total

Count 12 44 56

% within Nationality 44% 70% 62%

Count 15 19 34

% within Nationality 56% 30% 38%

Total Count 27 63 90

Males Females Total

Positive Count 26 30 56

% within Gender 68% 58% 62%

Negative Count 12 22 34

% within Gender 32% 42% 38%

Total Count 38 52 90

Table 5.5. Attitudes towards Ambush Marketing between 

Nationalities, Gender

Positive

Negative

Frequency Percent
Valid 

Percent

Cumulative 

Percent

Low Power 

Distance
99 76 86 86

High Power 

Distance
16 12 14 100

Total 115 88 100

Missing 16 12

Total 131 100

Table 5.6. Power Distance
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Uncertainty Avoidance 

Statement 12, 13 and 14 measure the level of uncertainty avoidance of the respondents. The 

statement that received the highest mean is statement 13 with a mean of 4.82 and a standard 

deviation of 1.31 (see appendix 2). The statement that receives the lowest mean is statement 12, 

which has a mean of 4.3 and a standard deviation of 1.543. 

The Cronbach’s Alpha value for statements 12 to 14 is 0.668 (see appendix 3), which is an 

acceptable value. The Kolmogorov-Smirnov test for the means of statements 12 to 14 gives a 

p-value of 0.000 (see appendix 4). 

65 respondents (49%) are considered to have high uncertainty avoidance and 18 respondents 

(14%) are considered to have low uncertainty avoidance (see table 5.8). 8 (22% within the 

nationality) exchange students from China and 10 (22% within the nationality) students from 

Sweden are considered to have low uncertainty avoidance. Five respondents are males (13% 

within the gender) and 13 are females (29% within the gender) (see table 5.9).  

 

China Sweden Total

Count 28 71 99

% within Nationality 65% 99% 86%

Count 15 1 16

% within Nationality 35% 1% 14%

Total Count 43 72 115

Males Females Total

Count 38 61 99

% within Gender 79% 91% 86%

Count 10 6 16

% within Gender 21% 9% 14%

Total Count 48 67 115

Low Power 

Distance

High Power 

Distance

Table 5.7. Power Distance * Nationality, Gender

Low Power 

Distance

High Power 

Distance

Frequency Percent
Valid 

Percent

Cumulative 

Percent

Low Uncertainty Avoidance 18 14 22 22

High Uncertainty Avoidance 65 49 78 100

Total 83 63 100

Missing 48 37

Total 131 100

Table. 5.8. Uncertainty Avoidance
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Collectivism 

Statements 15 to 17 measure the level of collectivism of the respondents. Statements 16 and 17 

receive the highest scores with a mean of 4.37 and 4.35, with a standard deviation of 1.566 and 

1.534 (see appendix 2). Statement 15 receives the lowest score with a mean of 4.11 and a 

standard deviation of 1.53. 

Statements 15 to 17 receive a Cronbach’s Alpha value of 0.764 (see appendix 3), which is a 

fairly high value. The Kolmogorov-Smirnov test gives a p-value of 0,029 (see appendix 4).  

36 respondents (28%) are considered to be individualistic and 57 respondents (44%) are 

considered to be collectivistic (see table 5.10). 11 (31% within the nationality) exchange 

students from China and 25 (43% within the nationality) students from Sweden are considered 

to have an individualistic culture. 14 (29% within the gender) of these respondents are males 

and 22 (50% within the gender) are females (see table 5.11). 

 

China Sweden Total

Count 8 10 18

% within Nationality 22% 22% 22%

Count 29 36 65

% within Nationality 78% 78% 78%

Total Count 37 46 83

Males Females Total

Count 5 13 18

% within Gender 13% 29% 22%

Count 33 32 65

% within Gender 87% 71% 78%

Total Count 38 45 83

High Uncertainty 

Avoidance

Table 5.9. Uncertainty Avoidance * Nationality, Gender

Low Uncertainty 

Avoidance

High Uncertainty 

Avoidance

Low Uncertainty 

Avoidance

Frequency Percent
Valid 

Percent

Cumulative 

Percent

Individualism 36 28 39 39

Collectivism 57 44 61 100

Total 93 71 100

Missing 38 29

Total 131 100

Table. 5.10. Collectivism
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Masculinity 

Statements 18 to 20 measure the level of masculinity of the respondents. Statement 18 receives 

the highest score with a mean of 3.34 and a standard deviation of 2.041 (see appendix 2). 

Statement 19 receives the lowest score with a mean of 2.89 and a standard deviation of 1.975. 

Statements 18 to 20 receive a Cronbach’s Alpha value of 0.861 (see appendix 3), which is 

viewed as a high value. The Kolmogorov-Smirnov test of the means from statements 18 to 20 

gives a p-value of 0,000 (see appendix 4).  

83 respondents (63%) are considered to be feminine and 29 (22% ) are considered to be 

masculine. 21 (51% within the nationality) exchange students from China and 62 (87% within 

the nationality) students from Sweden are considered to be feminine and of these respondents, 

24 (53% within the gender) are males and 59 (88% within the gender) are females.  

 

China Sweden Total

Count 11 25 36

% within Nationality 31% 43% 39%

Count 24 33 57

% within Nationality 69% 57% 61%

Total Count 35 58 93

Males Females Total

Count 14 22 36

% within Gender 29% 50% 39%

Count 35 22 57

% within Gender 71% 50% 61%

Total 49 44 93

Table 5.11. Collectivism * Nationality, Gender

Individualism

Collectivism

Individualism

Collectivism

Frequency Percent
Valid 

Percent

Cumulative 

Percent

Femininity 83 63 74 74

Masculinity 29 22 26 100

Total 112 86 100

Missing 19 15

Total 131 100

Table 5.12. Masculinity
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5.1.4. Moderating Variables 

Attitudes towards sponsorship and event involvement are the moderating variables in this 

research. 

Attitudes towards Sponsorship 

Statements five to six measure the respondents’ attitudes towards sponsorship. Statements six 

receives the highest score with a mean of 2.82 and standard deviation of 1.537 (see appendix 

2). Statement five receives the lowest score with a mean of 2.39 and a standard deviation of 

1.465. 

Statements five to six receive a Cronbach’s Alpha value of 0.718 (see appendix 3), which is a 

fairly high value. The Kolmogorov-Smirnov test for the mean of statements five to six gives a 

p-value of 0.000 (see appendix 4).  

100 respondents (76%) are considered to have a positive attitude towards sponsorship while 10 

(8%) of the respondents are considered to have a negative attitude towards sponsorship (see 

table 5.13). 32 (80% within the nationality) exchange students and 68 (97% within the 

nationality) Swedish students are considered to have a positive attitude towards sponsorship 

and of these respondents, 38 (86% within the gender) are males and 62 (94% within the gender) 

are females.  

 

Table 5.13. Masculinity * Nationality, Gender

China Sweden Total

Count 21 62 83

% within Nationality 51% 87% 74%

Count 20 9 29

% within Nationality 49% 13% 26%

Total Count 41 71 112

Males Females Total

Count 24 59 83

% within Gender 53% 88% 74%

Count 21 8 29

% within Gender 47% 12% 26%

Total Count 45 67 112

Femininity

Masculinity

Femininity

Masculinity

Frequency Percent
Valid 

Percent

Cumulative 

Percent

Positive 100 76 91 91

Negative 10 8 9 100

Total 110 84 100

Missing 21 16

Total 131 100

Table. 5.13. Attitude towards Sponsorship
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Involvement in the Event 

Statements seven and eight measure the respondents’ involvement in an event, in this survey 

the statements are focused on the Olympic Games. Statement eight receives the highest score 

with a mean of 4.36 and a standard deviation of 2,094 (see appendix 2). Statement 7 receives 

the lowest score with a mean of 4.18 and a standard deviation of 2.056. 

Statements seven and eight receive a Cronbach’s Alpha value of 0.957 (see appendix 3), which 

is very high value. Kolmogorov-Smirnov test for the mean of statements seven and eight, gives 

a p-value of 0.000 (see appendix 4). 

48 respondents (37%) are considered to have a low involvement and 61 respondents (47%) are 

considered to have a high involvement. 13 (30% within the nationality) exchange students and 

35 (53% within the nationality) Swedish students are considered to have a low involvement and 

14 (30%) of these respondents are males and 34 (55% within the gender) are females (see table 

5.16 within the gender).  

 

China Sweden Total

Count 32 68 100

% within Nationality 80% 97% 91%

Count 8 2 10

% within Nationality 20% 3% 9%

Total Count 40 70 110

Males Females Total

Count 38 62 100

% within Gender 86% 94% 91%

Count 6 4 10

% within Gender 14% 6% 9%

Total Count 44 66 110

Positive Attitude 

Towards Sponsorship

Negative Attitude 

Towards Sponsorship

Table 5.14. Attitude towards Sponsorship * Nationality, Gender

Positive Attitude 

Towards Sponsorship

Negative Attitude 

Towards Sponsorship

Frequency Percent
Valid 

Percent

Cumulative 

Percent

Low Involvement 48 37 44 44

High Involvement 61 47 56 100

Total 109 83 100

Missing 22 17

Total 131 100

Table. 5.15. Involvement
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5.2. Mann-Whitney U Test 
To analyze differences between two groups it is common to use an independent-sample T-test 

or a Mann-Whitney U test. Since all the variables in previous analyses have shown not to be 

normally distributed, the Mann-Whitney U test is chosen to analyze the differences in attitudes 

towards ambush marketing between different cultural groups. The analyses of the culture are 

based on their cultural characteristic and not their national culture. To assert higher precision, 

each cultural factor is divided into groups that are homogeneous with respect to the survey. 

Since, if the groups are equal among themselves, a lower variance is then received within each 

group (Saunders et al., 2009). 

5.2.1. Collectivism 

The respondents who are considered to have an individualistic culture receive a mean rank of 

29.21 and the respondents, who are considered to have a collectivistic culture, receive a mean 

rank of 30.24 in the Mann-Whitney U test. This shows that the respondents in this sample, who 

are considered to have low collectivism, have a more positive attitude towards ambush 

marketing, than the respondents who are considered to have high collectivism.   

Hypothesis 1 in this thesis is that a collectivistic culture will have a negative impact on 

consumers’ attitudes towards ambush marketing'. The Mann-Whitney U test that is made to see 

if a collectivistic culture will have a negative impact on consumer’s attitudes towards ambush 

marketing, shows a p-value of 0.019 (see appendix 5). Since the p-value is below 0.05, it is 

statistically significant that a collectivistic culture has a negative impact on consumers’ attitudes 

towards ambush marketing.  

Hypothesis 1: Supported 

China Sweden Total

Count 13 35 48

% within Nationality 30% 53% 44%

Count 30 31 61

% within Nationality 70% 47% 56%

Total Count 43 66 109

Males Females Total

Count 14 34 48

% within Gender 30% 55% 44%

Count 33 28 61

% within Gender 70% 45% 56%

Total Count 47 62 109

Low Involvement

High Involvement

Table 5.16. Involvement * Nationality, Gender

Low Involvement

High Involvement
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5.2.2 Power Distance 

The respondents who are considered to have low power distance receive a mean rank of 38.83 

and the respondents who are considered to have high power distance receive a mean rank of 

57.08 in the Mann Whitney U test. This shows that the respondents with a low power distance, 

in this sample, have a more positive attitude towards ambush marketing than the respondents 

with high power distance.  

Hypothesis 2 in this thesis is that high power distance will have a negative impact on 

consumers’ attitudes towards ambush marketing. The Mann-Whitney U test, that is made to see 

if high power distance has a negative impact on consumers’ attitudes towards ambush 

marketing, gives a p-value of 0.007 (see appendix 5). Therefore, it is statistically significant 

that high power distance has a negative impact on consumers’ attitudes towards ambush 

marketing. 

Hypothesis 2: Supported 

5.2.3 Uncertainty Avoidance  

The respondents who are considered to have low uncertainty avoidance receive a mean rank of 

27.81 and the respondents who are considered to have high uncertainty avoidance receive a 

mean rank of 33.47. This shows that the respondents who have low uncertainty avoidance have 

a more positive attitude towards ambush marketing compared to the respondents who have high 

uncertainty avoidance.  

Hypothesis 3 in this thesis is that high uncertainty avoidance will have a negative impact on 

consumers’ attitudes towards ambush marketing. The Mann-Whitney U test, that is made to see 

if high uncertainty avoidance have negative impact on consumers’ attitudes towards ambush 

marketing, gives a p-value of 0.422 (see appendix 5). Since the p-value is above 0.05, it is not 

statistically significant that high uncertainty avoidance has a negative impact on consumers’ 

attitudes towards ambush marketing.  

Hypothesis 3: Not Supported 

5.2.4. Masculinity 

The respondents who are considered to have a feminine culture receive a mean rank of 37.47 

and the respondents who are considered to have a masculine culture receive a mean rank of 

43.68. This shows that the respondents who have a feminine culture are more positive towards 

ambush marketing than the respondents who have a masculine culture.   
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Hypothesis 4 in this thesis is that a feminine culture will have a negative impact on consumers’ 

attitudes towards ambush marketing. However, since the mean rank, in the Mann Whitney U 

test about masculinity, shows that the respondents, with a feminine culture, have a more positive 

attitude towards ambush marketing, hypothesis 4 is not supported in this thesis. The Mann 

Whitney U test is instead made to analyze if feminine culture has a positive impact on 

consumers’ attitudes towards ambush marketing and gives a p-value of 0.145 (see appendix 5). 

Since this p-value is above 0.05 it is not statistically significant that a feminine culture has a 

positive impact on consumers’ attitude towards ambush marketing.  

Hypothesis 4: Not Supported 

5.2.5. Nationality 
Another variable that shows a significant difference in correlation to attitudes towards ambush 

marketing is nationality. The Mann-Whitney U test, between the respondents’ nationality and 

their attitudes towards ambush marketing, shows a statistical significant difference between 

the exchange students from China and the Swedish students (see appendix 5). It shows that 

the Swedish students are more positive towards ambush marketing compared to the exchange 

students from China.  

5.3. Multiple Linear Regression 
A multiple linear regression is made to analyze the cultural factors together, to see if culture 

has a correlation to attitudes towards ambush marketing and to analyze if the moderating 

variables have a moderating effect on the cultural variable.  

5.3.1. Culture  

The multiple linear regression, which is used to see if culture affects consumers’ attitudes 

towards ambush marketing, shows a p-value of 0.019 and a 17.1 percent of variance accounted 

by its linear relation to culture (see appendix 6). Therefore, it is considered to be statistical 

significant and that cultural factors affects attitudes towards ambush marketing. .   

The analyses of the cultural variables, which is shown in the Mann-Whitney U test to be 

significant, the regression model becomes significant with a p-value of 0.001(see appendix 6). 

However, the collectivistic variable shows a p-value of 0.463 and is considered to have a low 

effect on the regression model. The power distance variable shows a p-value of 0.001 that is 

considered to have a high effect on the regression model. Due to these circumstances, it is not 

considered to be a well-suited regression model. Despite that it shows a p-value of 0.001, it is 

just the power distance variable that shows an effect on attitudes towards ambush marketing.  
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5.3.2. Moderating Variables 

Hypothesis 5 is that the negative impact of consumers’ cultural factors on attitudes towards 

ambush marketing increases with a positive attitude towards sponsorship. Hypothesis 6 is that 

the negative impact of consumers' cultural factors on attitudes towards ambush marketing 

increases with consumer involvement in the event. These hypotheses are tested by 

implementing the moderating variables into the multiple regression. The moderating variables 

both receive a p-value above 0.05 (see appendix 6). Therefore, there is no statistical significance 

for hypothesis five and six and are therefore not supported.  

Hypothesis 5: Not Supported 

Hypothesis 6: Not Supported 

However, both moderating variables receive a p-value below 0.05, when testing them as 

independent variables instead of moderating variables in a Mann Whitney U test (see appendix 

5). Therefore are the variables, involvement in the event and attitudes towards sponsorship, 

better suited as independent variables for attitudes and not as moderating variables for culture. 

Since the moderating variables are better suited as independent variables, another regression 

test is made that uses the cultural factors as moderating variables. All of the cultural variables 

receive a p-value above 0.05 and are therefore not considered to have a moderating effect on 

the variables involvement in the event and attitudes towards sponsorship.   

5.4. Summary 
To test the hypotheses in this research a Mann-Whitney U test and a multiple linear regression 

are chosen. This is suitable since the model consists of several independent and moderating 

variables that need to be tested both independently and simultaneously. Table 5.17. sums up the 

findings and shows if the hypotheses are supported or not. 

 

Even though most hypotheses are not supported, many of the findings are of meaning and 

should be of interest. To analyze the hypotheses one to four, a Mann-Whitney U test is made to 

see if each cultural factor has a causal effect on attitudes towards ambush marketing. To analyze 

Hypothesis 1: Supported

Hypothesis 2: Supported

Hypothesis 3: Not Supported

Hypothesis 4: Not Supported

Hypothesis 5: Not Supported

Hypothesis 6: Not Supported

Attitudes towards Sponsorship

Involvement in the Event

Table 5.17. Summary of the Analysis

Collectivism

Power distance

Uncertainty Avoidance 

Masculinity
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hypotheses five and six, a multiple linear regression is made to see if each moderating variable 

has a moderating effect on culture.  
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6. Discussion 
In this final chapter the research question is interpreted, as well as the conceptual model is 

reviewed. This is followed by a summary of the thesis and its findings. Later on, a critical review 

and suggestions for future research is presented.  

6.1. Summary of the Thesis, its Findings and Non-findings 
The aim of this thesis is to answer the research question that follows: 

To what extent is there a difference in consumer's attitudes towards ambush marketing 

depending on their cultural factors?  

To answer the research question, established theories in the field of marketing, culture and 

psychology are presented that result into six hypotheses. A conceptual model is created to test 

the hypotheses. The independent variables (culture factors) are based on Hofstede's cultural 

dimensions and the dependent variable (attitudes towards ambush marketing) is based on Shani 

& Sandler (1998). The moderating variables (involvement and attitudes towards sponsorship) 

are based on a combination of theories on cognitive response, central and peripheral route, and 

Shani & Sandler (1998). The moderating variables are established to analyze if they have a 

moderating effect on culture.    

To test the hypotheses and the conceptual model, a number of analyses are made. To analyze 

the hypotheses one to four, a Mann-Whitney U test is made to see if each cultural factor has a 

causal effect on attitudes towards ambush marketing. To analyze hypotheses five and six, a 

multiple linear regression is made to see if each moderating variable has a moderating effect on 

culture. 

The analyses show that the Swedish students have a significant stronger positive attitude 

towards ambush marketing, compared to the exchange students from China. Differences in 

attitudes between nationalities are common and are often explained by differences in 

perceptions, experience and how the information is processed (Bond & Leung, 2009). The 

economic development in countries has been discussed to affect consumers’ perceptions and 

experience (Chan & Cui, 2002). However, consumers' cultures are shown to have a stronger 

correlation to consumers’ attitudes, compared to the economic development (Chan et al., 1990). 

Research also shows that the majority of individuals in one country share similar cultural 

values. Therefore, the differences in attitudes towards ambush marketing, between the Swedish 

students and the exchange students from China, are considered to be due to their culture.  
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The analyses also show that consumers' cultural factors have a significant correlation to their 

attitudes towards ambush marketing. Consumers who are considered to have high power 

distance and/or collectivism, have a significant stronger negative attitude towards ambush 

marketing, compared to consumers who have low power distance and/or individualism. These 

findings go hand in hand with previous research (Vitell et al., 1993), which shows that national 

cultural factors have a causal effect on consumers' attitudes. An explanation for this is that 

individuals, with a collectivistic culture, emphases a higher value of business relationships 

compared to individuals from an individualistic culture (Hofstede et al., 1991). They also 

consider that business practices should take its time and effort (Hur et al., 2015). Individuals 

from cultures with high power distance think that every company has its rightful place in the 

social hierarchy. However, ambush marketing is viewed to be one fast happening that destroys 

relationships rather than creating them (Shani & Sandler, 1998), and that it is often made by 

companies that are of smaller financial size in relation to the official sponsors (Ellis et al., 

2011). Therefore will individuals from cultures with high power distance and/or collectivism 

have a more negative attitude towards ambush marketing than individuals from cultures with 

low power distance and/or individualism. 

Individuals from a masculine culture are viewed, in this thesis, to have a more positive attitude 

towards ambush marketing. However, the respondents that are considered to be masculine have 

a more negative attitude towards ambush marketing compared to the respondents who are 

considered to be feminine. Yet, the differences are not significant and a conclusion of this 

cannot be made.   

Consumers’ involvement and their attitudes towards sponsorship do not have a moderating 

effect on culture. However, the analyses show that consumers’ involvement and attitudes 

towards sponsorship have a correlation to their attitudes towards ambush marketing. Instead of 

consider attitudes towards sponsorship as a cognitive response that will have a moderating 

effect on culture (Mooij, 2010), it can be viewed to have a correlation to their attitudes towards 

ambush marketing. An explanation for this can be that the consumers, who have a positive 

attitude towards sponsorship, see it as a win-win situation for the stakeholders and ambush 

activities damage that positive outcome (Dickson et al., 2015). Instead of consider involvement 

as a motivational factor to elaborate the marketing message that will have a moderating effect 

on culture (Mooij, 2010), it can also be viewed to have a correlation to attitudes towards ambush 

marketing. This can be explain by loyalty, that the more involved consumers are towards the 
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event, the more loyal they are towards it and will generate a more negative attitude towards the 

activities that will disrupt the event (Mazodier et al., 2012).  

43 percent of the respondents have a positive attitude towards ambush marketing, 26 percent 

are negative and 31 percent are considered to have a neutral attitude. This shows that the most 

common attitude towards ambush marketing, amongst the respondents, is positive. This do not 

follow the general belief that consumers' have a negative attitude towards ambush marketing 

(Shani & Sandler, 1998). Even though this is the general opinion, there is research that suggests 

that consumers' have a mixed opinion about ambush marketing and are more positive to it than 

the previous literature presents. One of the reasons for the positive attitude towards ambush 

marketing is that consumers' see it as "business as usual” (Dickson et al., 2015).   

6.2. Practical Implications 
The findings in this thesis will be of managerial use for event owners who are taking actions 

against the ambush companies. By having a deeper understanding about what causal effect 

cultural factors have on the consumers’ attitudes towards ambush marketing, more efficient 

actions to prevent the ambush attacks can be done. A more efficient defense strategy will lead 

to a more negative attitude towards ambush marketing amongst the consumers' and fewer 

companies will dare to execute the attacks since it can damage the companies' brands.  

6.3. Theoretical Implications 
Previous research has studied what attitude consumers’ have towards ambush marketing and 

done this in different national contexts and between industries. Limited research has been done, 

about what affects consumers’ attitudes towards ambush marketing. Even though there has been 

research within different national contexts, this research has been done in different nationalities 

that share similar cultural values. This thesis has contributed to the research field, about ambush 

marketing, by filling the gap about what causal effect cultural factors have on consumers’ 

attitudes towards ambush marketing. 

This thesis has also contributed to the more controversial belief, that consumers’ do not have 

such negative attitude towards ambush marketing, since the most common attitude amongst the 

respondents is positive.  

6.4. Limitations  
The major limitation of this study is that only two nationalities are studied. This thesis only 

study Swedish students and exchange students from China. The empirical data is only collected 
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in one location from where the respondents are selected, which limit the generalization that can 

be made from the results of the sample. 

A critical reflection of this study is that the sample is selected by convenience sampling due to 

time restriction and limited resources. Convenience sampling does not make it possible for any 

individual to be included in the sample and therefore will the generalization of the population 

be limited. Whilst convenience sampling must be treated with caution, the low cost and ease of 

use makes it the preferred option in this thesis.  

This study only consists of students who comprehend the English language. This undermines 

the ability to make generalizations of the studied sample to the population. This might have an 

effect on the results from the survey.  

A disadvantage with the use of the survey is that this thesis will not be able to go deeper into 

the answers. The use of surveys does not often allow flexibility for the respondents and misses 

the degree of response in comparison with, namely an oral interview or focus groups, since the 

respondents often need to develop their responses (Bryman & Bell, 2001). A possibility to 

overcome this problem is to have a response field for comments. The comment field will 

provide important information during an investigation, and can offer insightful opinions. 

However, this tends to be more time consuming for the respondents and could lead to avoidance, 

and is therefore not used. 

Moreover, the theory on the cultural factors is only based on one theoretical framework, 

Hofstede’s cultural dimensions. To broaden the cultural perspective, a variety of theoretical 

frameworks could have been used to create more reliable results.  

6.5. Future Research  
This thesis could have benefited from the use of different research strategies. To conduct 

interviews or focus groups prior to the creation of the survey, might have led to a deeper 

understanding of ambush marketing and prepare them before the survey. This is not made in 

this study due to time constrains, but the use of different research strategies could have led to 

other results of interest.  

This study could also have benefited from the construction of experiments that could have 

provided a greater insight into the causal effect of cultures on attitudes by demonstrating what 

outcome occurs when a particular factor is operated. In this way it could be possible to study 

consumer attitudes towards ambush marketing both before and after it occurs. Additionally, the 

use of experiments could have utilized the moderating effect of how involved the consumers 
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are in the event by conducting experiments during an actual event. In this way it could be easier 

to measure the extent of involvement by consumer in a more accurate way and thereby access 

more reliable results.   

Since the moderating variables are not shown to have a moderating effect on the outcome, this 

research and future research can benefit from the use of other moderating variables to see if it 

could have a moderating effect on culture.    

Further possibility for the research to be tested cross-national is to see if there are significant 

differences between countries when it comes to attitudes towards ambush marketing. A wider 

spawn of nationalities can be use in this research to possibly gain a greater variety in the results. 

Moreover, all the respondents of the survey are students. In order to obtain another view of 

ambush marketing, different results could have existed if the respondents had job experience.  

Also, it would be of interest to perform this research in a similar study after the Olympic Games 

2016 or the UEFA European Football Championship 2016, since the respondents may be more 

observant after the survey.  

Finally, this thesis could gain benefits from the use of concrete ambushing companies and 

consumers attitudes toward these companies’ brands. In this way the study could have obtain a 

more tangible analysis.  
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Appendices  
Appendix 1 - Survey 
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Appendix 2 - Descriptive statistics 
 

 

 

 

 

 

N Minimum Maximum Mean
Std. 

Deviation

Q1 131 1 7 3,69 1,589

Q2 131 1 7 4,11 1,618

Q3 131 1 7 5,53 1,448

Q4 131 1 7 3,47 1,751

Valid N 

(listwise)
131

Attitudes Towards Ambush Marketing

N Minimum Maximum Mean
Std. 

Deviation

Q9 131 1 7 2,84 1,568

Q10 131 1 7 2,85 1,632

Q11 131 1 7 2,68 1,585

Valid N 

(listwise)
131

Power distance

N Minimum Maximum Mean
Std. 

Deviation

Q12 131 1 7 4,3 1,543

Q13 131 2 7 4,82 1,31

Q14 131 1 7 4,74 1,232

Valid N 

(listwise)
131

Uncertainty avoidance

N Minimum Maximum Mean
Std. 

Deviation

Q15 131 1 7 4,11 1,53

Q16 131 1 7 4,37 1,566

Q17 131 1 7 4,35 1,534

Valid N 

(listwise)
131

Collectivism

N Minimum Maximum Mean
Std. 

Deviation

Q18 131 1 7 3,34 2,041

Q19 131 1 7 2,89 1,975

Q20 131 1 7 2,63 1,95

Valid N 

(listwise)
131

Masculinity
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N Minimum Maximum Mean
Std. 

Deviation

Q5 131 1 7 2,39 1,465

Q6 131 1 7 2,82 1,537

Valid N 

(listwise)
131

Attitudes towards sponsorship

N Minimum Maximum Mean
Std. 

Deviation

Q7 131 1 7 4,18 2,056

Q8 131 1 7 4,36 2,094

Valid N 

(listwise)
131

Involvement 
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Appendix 3 - Cronbach’s Alpha test 

 

 

 

 

 

 

 

 

  

Cronbach's Alpha
Cronbach's Alpha Based on 

Standardized Items
N of Items

0,558 0,552 4

Reliability for Q1-Q4

Scale Mean if 

Item Deleted

Scale Variance 

if Item Deleted

Corrected Item-

Total Correlation

Squared Multiple 

Correlation

Cronbach's Alpha 

if Item Deleted

Q1 13,11 11,333 0,361 0,296 0,47

Q2 12,69 9,845 0,517 0,344 0,329

Q3 11,27 13,736 0,175 0,065 0,603

Q4 13,33 10,822 0,332 0,12 0,496

Item-Total Statistics for Q1-Q4

Cronbach's Alpha
Cronbach's Alpha Based on 

Standardized Items
N of Items

0,807 0,807 3

Reliability for Q9-Q11

Cronbach's Alpha
Cronbach's Alpha Based on 

Standardized Items
N of Items

0,668 0,674 3

Reliability for Q12-Q14

Cronbach's Alpha
Cronbach's Alpha Based on 

Standardized Items
N of Items

0,764 0,764 3

Reliability for Q15-Q17

Cronbach's Alpha
Cronbach's Alpha Based on 

Standardized Items
N of Items

0,86 0,861 3

Reliability for Q18-Q20

Cronbach's Alpha
Cronbach's Alpha Based on 

Standardized Items
N of Items

0,718 0,718 2

Reliability for Q5-Q6

Cronbach's Alpha
Cronbach's Alpha Based on 

Standardized Items
N of Items

0,957 0,957 2

Reliability for Q7-Q8
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Appendix 4 – Kolmogorov-Smirnov Test 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Statistic df Sig.

0,08 131 0,041

Kolmogorov-Smirnov test for attitudes towards ambush 

marketing

Statistic df Sig.

0,128 131 0,000

Kolmogorov-Smirnov Test for power distance

Statistic df Sig.

0,111 131 0,000

Kolmogorov-Smirnov Test for uncertainty avoidance

Statistic df Sig.

0,082 131 0,029

Kolmogorov-Smirnov Test for collectivism

Statistic df Sig.

0,157 131 0,000

Kolmogorov-Smirnov Test for masculinity

Statistic df Sig.

0,173 131 0,000

Kolmogorov-Smirnov Test for attitudes towards 

sponsorship

Statistic df Sig.

0,116 131 0,000

Kolmogorov-Smirnov Test for involvement
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Appendix 5 – Mann Whitney U Test 
 

 

 

 

 

 

 

Mann-Whitney U - Collectivism

Attitudes towards 

Ambush 

Marketing

Mann-Whitney U 347,5

Z -2,077

Asymp. Sig. (1-tailed) 0,019

Attitudes towards 

Ambush 

Marketing

Mann-Whitney U 233

Z -2,47

Asymp. Sig. (1-tailed) 0,007

Mann-Whitney U - Power Distance

Attitudes towards 

Ambush 

Marketing

Mann-Whitney U 304

Z -0,197

Asymp. Sig. (1-tailed) 0,422

Mann-Whitney U - Uncertainty Avoidance

Attitudes towards 

Ambush 

Marketing

Mann-Whitney U 462

Z -1,059

Asymp. Sig. (1-tailed) 0,145

Mann-Whitney U - Masculinity

Attitudes towards 

Ambush 

Marketing

Mann-Whitney U 167

Z -2,338

Asymp. Sig. (1-tailed) 0,010

Mann-Whitney U - Attitudes towards 

Sponsorhip

Attitudes towards 

Ambush 

Marketing

Mann-Whitney U 431

Z -2,717

Asymp. Sig. (1-tailed) 0,004

Mann-Whitney U - Involvement
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Attitudes towards 

Ambush 

Marketing

Mann-Whitney U 1413,500

Z -2,970

Asymp. Sig. (2-tailed) 0,003

Mann-Whitney U - Nationality
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Appendix 6 – Multiple Linear Regression  

 

 

 

 

  

Correlations Attitudes towars Ambush Marketing * Culture

Attitudes 

towards 

Ambush 

Marketing

Collectivism
Power 

Distance

Uncertainty 

Avoidance
Masculinity

Attitudes towards 

Ambush Marketing
1

Collectivism 0,164 1

Power Distance 0,484 0,308 1

Uncertainty Avoidance 0,138 0,419 0,083 1

Masculinity 0,322 0,216 0,71 0,012 1

R R Square
Adjusted R 

Square

Std. Error of 

the Estimate

0,495 0,245 0,171 1,26623

Model Summary Attitudes towards Ambush Marketing * Culture

ANOVA Attitudes towards Ambush Marketing * Cultue

Sum of 

Squares
df Mean Square F Sig.

Regression 21,345 4 5,336 3,328 0,019

Residual 65,737 41 1,603

Total 87,082 45

B Std. Error Beta t Sig.

Attitudes towards 

Ambush Marketing
3,059 0,537 5,702 0

Collectivism -0,092 0,46 -0,031 -0,2 0,843

Power Distance 1,59 0,619 0,508 2,568 0,014

Uncertainty Avoidance 0,447 0,613 0,109 0,729 0,47

Masculinity -0,094 0,558 -0,033 -0,169 0,867

Coefficients Attitudes towards Ambush Marketing * Culture
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Correlations Attitudes towars Ambush Marketing * Culture + moderating variables

Attitudes 

towards 

Ambush 

Marketing

Collectivism
Power 

Distance

Uncertainty 

Avoidance
Masculinity

Attitudes 

towards 

Sponsorship

Attitudes towards 

Ambush Marketing
1 0,071 0,478 0,129 0,3 0,434

Collectivism 0,071 1 0,234 0,436 0,266 0,167

Power Distance 0,478 0,234 1 0,051 0,79 0,545

Uncertainty 

Avoidance
0,129 0,436 0,051 1 0,075 0

Masculinity 0,3 0,266 0,79 0,075 1 0,494

Attitudes towards 

Sponsorship
0,434 0,167 0,545 0 0,494 1

Involvement 0,26 0,218 0,459 0,429 0,506 0,073

R R Square
Adjusted R 

Square

Std. Error 

of the 

Estimate

0,573 0,328 0,167 1,142237

Model Summary Attitudes towards Ambush Marketing * 

Culture + moderating variables

ANOVA Attitudes towards Ambush Marketing * Cultue + moderating variables

Sum of 

Squares
df

Mean 

Square
F Sig.

Regression 24,339 6 4,056 2,034 0,099

Residual 49,87 25 1,995

Total 74,208 31

B Std. Error Beta t Sig.

Attitudes towards 

Ambush Marketing
2,971 0,737 4,031 0

Collectivism -0,336 0,67 -0,096 -0,502 0,62

Power Distance 1,63 0,942 0,496 1,731 0,096

Uncertainty 

Avoidance
0,508 0,953 0,11 0,533 0,599

Masculinity -0,963 0,92 -0,3 -1,047 0,305

Attitudes towards 

Sponsorship
1,12 0,726 0,318 1,542 0,136

Involvement 0,414 0,697 0,135 0,595 0,557

Coefficients Attitudes towards Ambush Marketing * Culture + moderating variables



 

  
 

 


