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ABSTRACT 

Social sponsorship has increased interest both in the academic area and in practice as a 

marketing communication tool to achieve brands’ objectives. Participation in social 

sponsorship enhances a brand’s goodwill and brand equity as well as image. Despite 

growing interest in social sponsorship, few studies have utilised generational cohort and 

self-congruity theory in one study, especially in a social sponsorship context.  

This study explored how generational cohorts’ self-congruity influences sponsorship 

attitude within social sponsorship, particularly in the context of a developing country, 

Malaysia. Three specific questions have been raised: (1) does self-congruity of different 

generational cohorts affect preferences for social sponsorship programmes? (2) Does it 

affect sponsor attitudes and loyalty? (3) To what extent does ethnicity impact generational 

cohorts’ preferences for sponsorship programmes? This study believes that generational 

cohorts have varying degrees of self-congruity, and a brand might consider participating in 

social sponsorship programmes congruent with its target consumers. 

This study applied generational cohort theory as a segmentation technique to identify 

consumers’ characteristics and the segmentation of the consumers. Besides, self-congruity 

theory was used to evolve the degree of consumers’ self-congruity with social sponsorship 

programmes based on generational cohort profiles (e.g. characteristics, preferences, and 

attitudes). Malaysia was chosen as a context for this study because of the country’s ethnic 

diversity, as well as being a plural society where all ethnic groups experience socialisation 

processes separately. 

An experimental method was applied in this study. Among the respondents, there were two 

generational cohorts (Boomers and Generation Y) and two ethnic groups (Malays and 

Chinese). The respondents included current students, alumni, students’ parents or relatives, 

and staff of Malaysian public universities. In total, this study collected 501 useable 

responses among the treatment and control groups.   
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Single and multi-group analysis was applied to analyse the data since this study aimed to 

investigate differences between generational cohorts and ethnic groups with respect to 

attitudes towards sponsorship and brand loyalty. Hence, a combination of analysis methods 

has been employed such as the t-test, ANOVA and Covariance-based Structural Equation 

Modelling (SEM). 

This study found that generational cohort profiles influenced consumers’ responses on 

perceived congruency with a social sponsorship programme (i.e. event, brand and media). 

Findings from the research suggest that consumers held a more favourable attitude towards 

social sponsorship and brand loyalty that was congruent to them. On the other hand, both 

generational cohorts did not statistically differ on their attitudes toward sponsorship for 

international events and brands. In terms of ethnicity, the study found mixed findings on 

social sponsorship preferences and sponsorship attitudes. Interestingly, this study found 

that ethnicity affects Malays and Chinese Gen Y’s attitudes towards sponsorship on both 

brand conditions (i.e. ethnic-based and international) since both ethnic groups perceived 

congruency differently.      

This study contributes to the growing body of research on social sponsorship since it is the 

first study that attempts to utilise Generational Cohort Theory and Self-congruity theory in 

a social sponsorship context and developing country. It also contributes to developing and 

empirically testing models in heterogeneous environments (i.e. across generational cohorts 

and in a multicultural society), especially in a developing country. From a managerial 

perspective, this study allows brands to identify a social sponsorship programme’s 

congruence with its own consumers’ self-congruity. Brands will then be able to implement 

social sponsorship programmes that are congruent with their target consumers and that 

achieve their objectives.  
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CHAPTER 1 INTRODUCTION 

This chapter presents the foundation of this thesis. It commences with a background to 

the study, followed by the research problem, question and objectives. Later on, this 

chapter describes the significant research contributions of this thesis. Finally, it presents 

the structure of the thesis.  
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1.1 Background to the study 

In the past 30 years, there have been increasingly rapid advances in the field of 

sponsorship.  Sponsorship is one of the most rapidly growing areas in marketing (Chien, 

Cornwell, & Pappu, 2011; Meenaghan, 2001a, 2001b, 2013) and is becoming a popular 

marketing communication tool (Cornwell & Maignan, 1998; Cornwell, Roy, & Steinard 

II, 2001; Johnston & Spais, 2015; Lee, Sandler, & Shani, 1997; Mazodier & Rezaee, 

2013; Olson, 2010; Pickton & Broderick, 2005; Ryan & Fahy, 2012). Previously, sports 

sponsorship was the main focus of the sponsorship field (Rifon, Choi, Trimble, & Li, 

2004). Recently, however, sports sponsorship became saturated and brands began to 

shift their sponsorship to social sponsorship and community-based activities (Madill & 

O'Reilly, 2010; Quester, Plewa, Palmer, & Mazodier, 2013).  

Social sponsorship has received increasing interest from both academics and 

practitioners as a marketing communication tool to achieve a sponsor’s or brand’s
1
 

objectives (Becker-Olsen & Simmons, 2002; Fahy, Farrelly, & Quester, 2004; Simmons 

& Becker-Olsen, 2006). Its growth in importance can be translated into increased total 

expenditure on social sponsorship from $816 million in 2002, to $1.62 billion in 2010, 

and $1.85 billion in 2014 (International Event Group, 2012, 2015), especially in 

developed countries (Madill & O'Reilly, 2010). Brands’ involvement in social 

sponsorship enhances their goodwill, image and brand equity (Becker-Olsen & 

Simmons, 2002; Meenaghan, 2001a; Simmons & Becker-Olsen, 2006).  

A number of factors have boosted the importance of social sponsorship: the global 

economic downturn, global climate change, consumer empowerment, new digital 

technologies (e.g. internet, social media) and globalisation (Kotler, Kartajaya, & 

Setiawan, 2010; Randle & Dolnicar, 2011). These factors encourage consumers to be 

more concerned about community-based activities (Randle & Dolnicar, 2011). They 

contribute to current consumer trends which require brands to offer more than just 

products or services (Kotler et al., 2010) and urge brands to participate in socially-

responsible activities (Becker-Olsen, Cudmore, & Hill, 2006; Lacey, Close, & Finney, 

2010).  

                                                 

1
 Sponsors may be firms or brands; this study generally refers to brands (Becker-Olsen & Simmons, 2002). 
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From a brand’s perspective, the current economic situation is causing financial 

difficulties. Budget constraints encourage brands to participate in community-based 

sponsorship rather than using other marketing communication tools (e.g. advertising) 

(Lacey et al., 2010; Quester et al., 2013). Previous studies have reported that consumers 

were willing to switch to and purchase a brand that was involved in charitable causes 

(Smith & Alcorn, 1991; Strahilevitz, 1999; Strahilevitz & Myers, 1998). It can be 

argued that participating in social activities is good as a brand is showing its support to 

the community by sharing its profits and giving back to community activities (Cui, 

Trent, Sullivan, & Matiru, 2003). This contributes toward the fact that brands tend to 

undertake activities related to a community or social activities such as social 

sponsorship.   

Congruence or fit is a vital element in social sponsorship. This current study defines 

conceptual congruence as a strategic match between a brand and an event at the 

organisational level (e.g. corporate values, mission, brand image, target audience, and 

product positioning) (Becker-Olsen & Simmons, 2005; Kuo & Rice, 2015). For 

example, the sports brand Adidas’ sponsorship of the New Zealand All Blacks rugby 

team is considered a high fit since both parties are perceived as being congruent in 

terms of target audience, image, and product category.  

Previous studies have shown that a perceived high conceptual congruence between 

brand and sponsee
2
 contributes to favourable outcomes in social sponsorship (Becker-

Olsen & Hill, 2006; Becker-Olsen & Simmons, 2002, 2005; Kim & Boo, 2011; 

Simmons & Becker-Olsen, 2006). However, other studies have argued that a high 

conceptual congruence between brand and event does not guarantee a positive effect in 

social sponsorship (Lafferty, 2007; Nan & Heo, 2007; Zdravkovic, Magnusson, & 

Stanley, 2010). These studies further suggested that congruence from the consumer’s 

point of view provides a more favourable impact on social sponsorship than conceptual 

congruence between a brand and an event. This is because consumers evaluate based on 

their self-congruity with a brand and an event rather than conceptual congruence. 

                                                 

2
 Refers to a social event, social cause, social program, or event organisation, and it can be a government or non-

profit organisation (Madill & O'Reilly, 2010). This study generally refers to event.  
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Hence, this current study focuses on consumers’ perspective congruence instead of 

conceptual congruence. This study also attempts to utilise two theories (i.e. 

Generational Cohort and Self-Congruity Theory) as the drivers in explaining 

congruence from consumer perspectives. Scant research has employed both theories in 

one study (Gardiner, Grace, & King, 2013), especially in a social sponsorship context.    

As mentioned earlier, there are two theories underpinning this current study: Self-

Congruity and Generational Cohort Theory. Self-image congruence, also known as self-

congruity, is the degree of consumer-perceived congruence between self-concept (e.g. 

actual, ideal, social and ideal social) and the image of a brand, product or sponsorship 

event (Johar & Sirgy, 1991; Kressmann et al., 2006; Sirgy et al., 1997; Sirgy, Lee, 

Johar, & Tidwell, 2008). Consumers perceive high self-congruity with the brand that 

participates in events congruent with their self-concept (Randle & Dolnicar, 2011; Sirgy 

et al., 1997). Moreover, a high self-congruity with events leads to positive outcomes 

such as attitude toward the brand, purchase intention and brand loyalty in a sponsorship 

context (Close, Krishen, & Latour, 2009; Mazodier & Merunka, 2011; Randle & 

Dolnicar, 2011; Sirgy et al., 2008). In terms of media, the digital divide between Digital 

Native and Digital Immigrant generations (Prensky, 2001, 2004) may be useful as an 

indicator of consumers’ self-congruity with digital (e.g. internet, social networking 

sites) or non-digital media (e.g. printed newspaper, television).  

Nevertheless, a brand needs to identify consumer characteristics before becoming 

involved in social sponsorship (Sirgy et al., 2008). This is to ensure that the target 

consumers’ self-congruity is congruent with the social sponsorship programme. 

Therefore, it is crucial for a brand to identify and segment its target consumer 

characteristics, attitudes and preferences before initiating social sponsorship.  

Generational Cohort Theory (GCT) has previously been used to identify and segment 

consumer characteristics.  Previous studies suggested that GCT was more efficient and 

reliable in segmenting consumers than traditional methods such as demographic 

variables and cross-sectional studies (Eastman & Liu, 2012; Loroz & Helgeson, 2013; 

Rentz & Reynolds, 1991; Rentz, Reynolds, & Stout, 1983; Schewe, Noble, & Meredith, 

2000). GCT is defined as a group of individuals who were born in the same period and 

experienced the socialisation of external events (e.g. social, political, economic and 

technological) during their coming of age (Mannheim, 1952; Meredith & Schewe, 1994; 
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Ryder, 1965; Schuman & Scott, 1989). In GCT, external events experienced by 

individuals have an impact on the formation of a generational cohort. Generational 

cohort profiles are homogeneous among the same generational cohort members, 

however, the profile is distinct from other generational cohorts (Motta, Schewe, & 

Rossi, 2002; Schewe & Noble, 2000). Each generational cohort has a unique profile 

(e.g. characteristics, values, attitudes, and preferences) as they have experienced 

different external events. This requires brands to identify significant external events 

encountered by a generational cohort that would affect its profile (Schewe et al., 2000). 

In spite of the heterogeneity of the profile for each generational cohort, only a limited 

number of studies have compared different generational cohort profiles in a social 

sponsorship context (Cui et al., 2003; Laufer, Silvera, McBride, & Schertzer, 2010; 

Pentecost & Andrews, 2010).  

This current study focuses on the developing country context and chooses Malaysia as a 

multi-ethnic country with a diverse cultural background and a plural society (Ridhwan  

Fontaine, Richardson, & Foong, 2002; Jali, 2003; Milner, 1991). Malaysia has unique 

characteristics not only among generational cohorts but also between ethnic groups. As 

a result, this present study investigates how the differences between generational 

cohorts’ profiles in Malaysia influence consumer responses towards social sponsorship.  

Comparisons of ethnic groups are also of interest in this thesis. GCT implies that a 

generational cohort is a unit where members are homogeneous and share a common 

profile (e.g. characteristics, preferences, and attitudes). However, ethnicity may bring 

about variation in generational cohort profiles. This could lead to a different degree of 

self-congruity on social sponsorship. Therefore, this study attempts to identify other 

factors that may influence consumers’ evaluation alongside the generational cohort 

effect (e.g. external events), especially in diverse and heterogeneous consumers.        

1.2 Research problem, question and objectives 

Nowadays, brands face challenging conditions to remain competitive such as current 

consumers' trends and the current global financial crisis (Kotler et al., 2010; 

Meenaghan, 2013; Randle & Dolnicar, 2011). These challenges cause brands to be more 

careful in using marketing budget allocations to reach target consumers. Brands need to 
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choose social sponsorship activities that are in line with their target consumers in order 

to achieve their own objectives.  

In GCT, each generational cohort has a different profile (e.g. characteristics, attitudes, 

and preferences) based on external events that it encountered during its coming of age 

(Meredith & Schewe, 1994; Schewe et al., 2000; Schuman & Scott, 1989). Previous 

studies have indicated the advantages of segmenting consumers using GCT in various 

marketing contexts such as consumer consumption (Eastman & Liu, 2012; Rentz & 

Reynolds, 1991; Rentz et al., 1983), tourism marketing (Gardiner, Grace, & King, 2014; 

Gardiner, King, & Grace, 2013; Pennington-Gray, Fridgen, & Stynes, 2003), buying 

behaviour (Dittmar, 2005; Pentecost & Andrews, 2010), and advertising (Fam, Waller, 

Ong, & Yang, 2008).  

In terms of the charitable context, a number of studies have found that generational 

cohort theory is capable of identifying social sponsorship that are congruent with target 

consumers and lead to favourable outcomes such as purchase intention and loyalty (Cui 

et al., 2003; Hyllegarda, Yana, Oglea, & Attmann, 2011; Lee, Park, Rapert, & Newman, 

2012). The theory enables researchers or practitioners to identify and understand 

consumer profiles and implement social sponsorship programmes congruent with their 

target consumers (Noble & Schewe, 2003; Schewe & Noble, 2000). However, previous 

studies have mainly focused on only one specific generational cohort (Cui et al., 2003; 

Hyllegarda, Yana, Oglea, & Attmann, 2011; Lee et al., 2012; Yavas, Woodbridge, 

Ashill, & Krisjanous, 2007). In spite of the stated advantages of GCT, few studies have 

focused on GCT as a segmentation method in a social sponsorship context, especially in 

comparing different generational cohorts. It can be argued that each generational cohort 

member is homogeneous and shares similar profiles among its members; however, their 

profiles are different from other generational cohorts (Motta et al., 2002; Noble & 

Schewe, 2003). It is useful to understand how different generational cohorts respond to 

social sponsorship (Cui et al., 2003; Laufer et al., 2010; Pentecost & Andrews, 2010).  

Given that each generational cohort has a unique profile that affects its degree of self-

congruity with social sponsorship, there is a need for an investigation of the 

heterogeneity of generational cohorts’ profiles. Therefore, this study focuses on 

comparing generational cohorts’ profiles thereby making a significant contribution to 

social sponsorship knowledge.  
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Meanwhile, consumers’ self-congruity is an important determinant that influences the 

effectiveness of marketing activities. In the sponsorship context, previous studies found 

that perceiving a high self-congruity to an event provided more possibility of obtaining 

favourable outcomes such as purchase intention (Close et al., 2009), consumer 

preferences (Randle & Dolnicar, 2011) and brand loyalty (Mazodier & Merunka, 2011; 

Sirgy et al., 2008). Besides, previous studies focused on event promotion (Close et al., 

2009), volunteerism (Randle & Dolnicar, 2011) and sports sponsorship (Mazodier & 

Merunka, 2011; Sirgy et al., 2008). Despite the advantages of consumers’ self-

congruity, there are limited empirical studies that investigate consumer profiles that 

influence consumers’ self-congruity and how these profiles affect the degree of social 

sponsorship, especially in comparing different generational cohorts. This study 

contributes to new knowledge since it employs Self-Congruity Theory in social 

sponsorship and investigates how the profile heterogeneity of generational cohorts 

influences their self-congruity degree with social sponsorship. Hence, this current study 

aims to address limitations by extending Self-Congruity Theory to a social sponsorship 

context in heterogeneous environments (i.e. generational cohorts).  

Furthermore, this study attempts to utilise both GCT and Self-Congruity Theory in one 

study, and extend these theories in a social sponsorship context. GCT has been widely 

used in marketing, for example in consumer consumption (Eastman & Liu, 2012; Rentz 

& Reynolds, 1991; Rentz et al., 1983), tourism marketing (Gardiner et al., 2014; 

Gardiner et al., 2013; Pennington-Gray et al., 2003), buying behaviour (Dittmar, 2005; 

Pentecost & Andrews, 2010), and advertising (Fam et al., 2008). These studies found 

numerous advantages of using the theory to identify and segment consumers. In terms 

of self-congruity, a number of studies applied the theory to event promotion (Close et 

al., 2009), volunteerism (Randle & Dolnicar, 2011) and sports sponsorship (Mazodier & 

Merunka, 2011; Sirgy et al., 2008), and the studies suggested that self-congruity leads to 

positive outcomes such as brand loyalty, purchase intention and consumers preferences. 

As far as researcher knowledge is concerned, Gardiner, Grace, & King (2013) is the 

only study that has combined both theories, however the study was aimed at 

understanding GCT and generational cohorts’ self-identity. The study aimed to validate 

generational cohorts’ labels and profiles to see whether they were similar with 

consumers’ sense of self-identity. The current study aims to address this limitation by 

utilising both theories in one study, particularly in the social sponsorship context. Lyons 
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and Kuron (2014) argued that most previous studies in GCT mainly focused on 

descriptive findings rather than theoretical underpinning. This current study, however, 

goes beyond validating generational cohort profiles and their self-congruity. It utilises 

both theories to identify and segment generational cohorts’ self-congruity and is 

conceptually tested in social sponsorship in a developing country.  

Several studies have suggested that consumers in developing and collectivistic countries 

are more willing to donate and are more generous in charitable activities than 

consumers in developed and individualistic countries (La Ferle, Kuber, & Edwards, 

2013; Laufer et al., 2010). This provides an opportunity for brands to participate in 

charitable activities particularly in developing countries. However, previous studies in 

developing countries that investigated philanthropy and cause-related marketing (CRM) 

only focused on one generational cohort (Alon, Lattemann, Fetscherin, Li, & Schneider, 

2010; Anuar & Mohamad, 2011, 2012; Ramasamy & Yeung, 2009; Tian, Wang, & 

Yang, 2011). This was a motivation for the current study to examine how social 

sponsorship works in the context of a developing country. It could be argued that social 

sponsorship has become an important marketing communication tool in developed 

countries (Madill & O'Reilly, 2010); however, it has received less attention in 

developing countries (Bal, Quester, & Plewa, 2010). Malaysia was chosen as the 

study’s context since it is one of the developing countries with a multi-ethnic population 

with a diverse cultural background (Westwood & Everett, 1996). This study attempts to 

overcome the limitation by conducting research in Malaysia as a developing country. 

This current study compares generational cohorts’ profiles their influence on the degree 

of self-congruity in social sponsorship, especially in a developing country.   

Previous studies have found that micro socialisation factors (e.g. family, religion, and 

ethnicity) have an impact on generational cohort profiles alongside external events and 

contribute to variation in the profiles of members of a generational cohort (Carlsson & 

Karlsson, 1970; Gardiner et al., 2013; Noble & Schewe, 2003; Petroulas, Brown, & 

Sundin, 2010).  Since this current study is conducted in Malaysia, a multi-ethnic and 

plural society (Ridhwan  Fontaine et al., 2002; Jali, 2003; Westwood & Everett, 1996), 

there is a possibility that micro-socialisation can affect a generational cohort’s profile, 

especially with regard to ethnicity. Despite people experiencing similar external events 
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during their formative years, this current study assumes that ethnicity may influence the 

variation of responses among generational cohorts in social sponsorship. 

In short, this study attempts to address the identified gaps by using GCT to identify and 

segment consumer profiles in social sponsorship within the context of the developing 

multi-ethnic society. This study examines degree of self-congruity as an antecedent of 

generational cohorts in social sponsorship.  

Based on the above discussions, the main research question in this research is: does the 

self-congruity of different generational cohorts influence their preferences, attitude 

towards sponsorship, and brand loyalty in social sponsorship? There are three specific 

research questions guiding this study:  

1. Does the self-congruity of different generational cohorts affect preferences 

toward social sponsorship programmes? 

2. Does the self-congruity of generational cohorts with social sponsorship 

programmes influence attitudes towards sponsorship and brand loyalty? 

3. To what extent does ethnicity impact the preferences of generational cohorts 

towards sponsorship programmes? 

 

Meanwhile, below are three objectives that this study aims to achieve:   

1) To examine the influence of the self-congruity of generational cohorts on 

preferences towards social sponsorship programmes. 

2) To investigate the effect of the self-congruity of generational cohorts’ within 

social sponsorship programmes and its contribution to attitude towards 

sponsorship and brand loyalty, especially in a developing country 

3) To examine whether ethnicity influences generational cohorts within social 

sponsorship. 
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1.3 Research contributions  

This current research has both theoretical and managerial contributions. From a 

theoretical perspective, it contributes to consumer behaviour and marketing literature by 

extending the use of Generational Cohort Theory and Self-Congruity Theory in social 

sponsorship. It also compares different generational cohorts in a developing country. 

Firstly, this study contributes to the development of a conceptual model that consists of 

two theories: GCT and Self-Congruity Theory. The model utilises GCT and Self-

Congruity Theory in one study in the context of social sponsorship. The model is used 

to identify and segment consumers based on generational cohorts’ profiles. Profiles are 

an important indicator in forecasting consumers’ degree of self-congruity with social 

sponsorship. Secondly, the study contributes to social sponsorship literature by focusing 

on Malaysia, a developing rather than a developed country (Madill & O'Reilly, 2010).  

Thirdly, this study contributes to the application of GCT in identifying and segmenting 

consumers profiles (e.g. characteristics, values, and preferences) in a social sponsorship 

context. As mentioned earlier, previous studies have mainly focused on one 

generational cohort (e.g. Cui et al., 2003; Hyllegarda et al., 2011; Lee et al., 2012); 

however, this current study provides a better understanding of the responses of different 

generational cohorts to social sponsorship (i.e. Gen Y and Boomers). This study 

contributes to knowledge since it investigates the heterogeneity of generational cohort 

profiles and their influence on social sponsorship.  

In addition, it allows researchers to test whether the generational cohort, as an 

antecedent of consumers’ self-congruity, influences brand loyalty in social sponsorship. 

This research provides a better understanding of how GCT is used to identify consumer 

profiles, and it also helps researchers or brands to identify the congruence of social 

sponsorship programmes with the self-congruity of generational cohorts. It also 

addresses a possible antecedent of self-congruity (Quester et al., 2013), by proposing 

GCT as an antecedent. 

Finally, this study contributes to existing knowledge in GCT by considering other 

factors, such as ethnicity, that might cause variation in generational cohorts’ profiles. 

This study indicates that ethnicity has an impact on generational cohorts despite being 

in the same group.  
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From a managerial perspective, this study allows brands to identify and segment their 

target consumers. Afterwards, they may find a suitable social sponsorship programme 

congruent with their target consumers and be involved in sponsoring the programme. 

Therefore, brands can implement a social sponsorship programme that is congruent with 

the needs of their target consumers while at the same time achieving the brand’s 

objectives.  

Moreover, it helps charitable organisations to approach brands to participate in 

sponsoring an event or programme. The findings of this study are expected to provide 

an indicator or guidance for brands in engaging in social sponsorship in developing 

countries and in multi-ethnic societies. 

1.4 Structure of the thesis   

This thesis consists of seven chapters. Chapter 1 described an introduction of the thesis 

(e.g. background) including the research questions, objectives, and expected 

contributions of this study.  

Chapter 2 is a detailed review of the literature on social sponsorship, self-congruity, and 

generational cohort theory. This chapter also highlights gaps in the literature. Chapter 3 

develops the proposed conceptual model and hypotheses based on the literature review. 

Chapter 4 outlines the research methodology employed in this study. Chapter 5 

describes the procedures used to analyse the data and findings of the hypotheses testing. 

Chapter 6 provides an in-depth discussion of the study’s findings. Finally, Chapter 7 

presents an overall conclusion that includes the implications, limitations, and potential 

areas of future research. 
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CHAPTER 2 LITERATURE REVIEW 

The main purpose of Chapter 2 is to review the literature relating to: social sponsorship, 

self-congruity and generational cohort theory. As mentioned in the previous chapter, the 

primary objective of this current study is to compare the self-congruity of different 

generational cohorts on a social sponsorship programme. Hence, the focus of the 

literature review is limited and relevant to comparing between generational cohorts. The 

chapter commences with an overview of social sponsorship in developing countries. It 

then discusses consumer congruence in social sponsorship by drawing on literature on 

brand, media and social sponsorship. Finally, the chapter discusses the Generational 

Cohort Theory (GCT) literature.  
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2.1 Social sponsorship Overview 

The term social sponsorship was initially derived from commercial sponsorship (Madill 

& O'Reilly, 2010; Meenaghan, 2001a). The difference is the sponsorship context, 

whether it is a social cause or charitable event instead of another context (e.g. sports, 

arts). There are several definitions of sponsorship, and generally the meaning of 

sponsorship is similar among scholars (Cornwell, 1995). Sponsorship is defined as “a 

cash and/or in-kind fee paid to a property (typically sports, entertainment, non-profit 

event or organisation) in return for access to the exploitable commercial potential 

associated with that property” (International Event Group, 2011). Meenaghan (1991a) 

defined it as “an investment, in cash or in kind, in an activity, person or event (sponsee), 

in return for access to the exploitable commercial potential associated with that activity, 

person or event by the investor (sponsor)”. Cornwell and Maignan (1998) asserted that 

sponsorship involves two activities: (1) an exchange between a sponsor and a sponsee 

whereby the latter receives a fee, and the former obtains the right to associate itself with 

the activity sponsored and (2) the marketing of the association by the sponsor. Hence, 

this current study defines social sponsorship as a relationship between a brand (i.e. 

sponsor or firm) and an event (i.e. a sponsee), whether financial or non-financial in 

nature, that allows the brand to associate and capitalise on sponsorship of the event in 

order to achieve its commercial marketing objectives. 

Social sponsorship has grown in importance and achieved increasing attention among 

academicians and marketers (Fahy et al., 2004). It can be seen especially in developed 

countries (e.g. the United States, Canada and Australia) since brands believe that social 

sponsorship is less saturated than other types of sponsorship (e.g. sport sponsorship) 

(Madill & O'Reilly, 2010). Moreover, the growth in not-for-profit and government 

organisations offering social development programmes contributes to catalysing the 

rapid evolution of social sponsorship (Madill & O'Reilly, 2010). The trend is reflected 

in the amount of total spending on social sponsorship. For example, total social 

sponsorship expenditure was $816 million in 2002, and dramatically increased  to $1.62 

billion in 2010, and $1.85 billion in 2014 (International Event Group, 2012, 2015).  

A number of studies have indicated that brands employed social sponsorship as a 

promotional tool to achieve their marketing objectives (Becker-Olsen & Simmons, 

2002; Simmons & Becker-Olsen, 2006). Surprisingly, Madill and O'Reilly (2010) found 
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that the brand and event have similar objectives, and it helps both parties to be more 

determined in terms of success in social sponsorship. In addition, sponsoring events 

contributed to enhancing favourable outcomes for the brands such as a positive attitude 

towards the brand, brand equity and an enhanced corporate image  (Becker-Olsen & 

Simmons, 2002; Cornwell & Maignan, 1998; Mazodier & Rezaee, 2013; Simmons & 

Becker-Olsen, 2006).  

In respect to consumers’ perspectives, Randle and Dolnicar (2011) pointed out that 

current consumers have increased their awareness of community-based activities, and 

are encouraged to support activities associated with global issues (e.g. economic 

downturn, poverty and climate change). This view was supported by Becker-Olsen et al. 

(2006), whose study found that more than 80% of respondents sought corporate 

involvement in social activities. Several studies have revealed that consumers have 

more positive feelings, such as donation intention, and willingness to switch and 

purchase brands, towards brands involved in event activities or that sponsor an event 

(Smith & Alcorn, 1991; Strahilevitz, 1999; Strahilevitz & Myers, 1998).  

In spite of the growth of social sponsorship development, there is confusion around how 

to distinguish between social sponsorship and other socially responsible activities such 

as cause-related marketing (CRM). Varadarajan and Menon (1988, p. 60) defined CRM 

as “the process of formulating and implementing marketing activities that is 

characterized by an offer from the brand to provide a specified amount to a designated 

cause when customers engage in revenue-providing exchanges that satisfy 

organisational and individual objectives”. Usually brands will determine the size of 

their contribution to a cause or charitable event, and it is transaction-based, i.e. it 

depends on the number of transactions or sales (Cornwell & Coote, 2005; Cui et al., 

2003; Dean, 2003). For example, a brand might agree to donate a dollar for every 

transaction involving its products or services to a selected cause or charitable 

organisation. 

Unlike CRM, a contribution in social sponsorship does not depend on consumers 

purchasing a brand’s products or services since the brands have to pay a sponsorship fee 

to a social or charitable organisation in advance (Cornwell & Coote, 2005). Dean (2002) 

states that social sponsorship requires brands to fix the cash (i.e. donation or right fee) 

or in-kind contribution (e.g. facilities, employee participation and products) to the social 
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or charitable organisation beforehand. He points out that the main objectives in social 

sponsorship are to integrate the brand with an event and to attract stakeholders and earn 

goodwill, as well as to increase the sponsor’s image.  

Despite being part of the corporate social responsibility (CSR) umbrella, there are 

distinctions among the CSR activities (i.e. philanthropy, CRM and social sponsorship) 

in terms of definitions and how the CSR initiatives work (Brennan, Binney, & Brady, 

2012; Lii, Wu, & Ding, 2013). A number of studies have focused on philanthropy and 

CRM especially in developing countries like China (Ramasamy & Yeung, 2009; Tian et 

al., 2011), Brazil (Alon et al., 2010), India (Alon et al., 2010; La Ferle et al., 2013), 

Taiwan (Lii & Lee, 2012; Lii et al., 2013), Indonesia (Bucic, Harris, & Arli, 2012) and 

Malaysia (Anuar & Mohamad, 2011, 2012).  

As pointed out earlier, this section provides an overview of the social sponsorship 

literature that supports this study. As such, it motivates brands to be more involved in 

social sponsorship since both parties (e.g. brands and events) have similar objectives 

(Madill & O'Reilly, 2010). The next section provides a review of social sponsorship in 

developing countries. 

2.1.1 Social sponsorship in developing countries   

The purpose of this section is to review the literature related to charitable activities in 

developing countries. Several studies have investigated charitable causes, comparing 

developed and developing countries. Bucic et al. (2012) explored perceived positive 

attitudes and motivation to engage in CRM activities. The study found differences in the 

purchasing behaviour of Gen Y in Australia and Indonesia. The study indicated that 

Indonesian respondents did not convey actual purchase behaviours even though they 

had favourable responses to the CRM activities as compared to their Australian 

counterparts.  

Laufer et al. (2010) examined how the congruence of charitable messages with the 

cultural background of Gen Y subjects from the U.S. and Mexico affected their 

donation intentions. The study showed that both the U.S. and Mexican respondents 

perceived as more favourable the message that had congruence with their own culture 

rather than the incongruent message. In contrast to Bucic et al. (2012), this study found 



Chapter 2 – Literature review  

 

17  

 

that Mexican samples (developing country) were seen to be more generous in donating 

behaviours than the U.S. samples. Likewise, La Ferle et al. (2013) compared Gen Y 

consumers in the U.S. and India on CRM. The study depicted that the Indian samples 

perceived more favourable responses (e.g. novelty, attitudes towards the campaigns) to 

the CRM campaigns than the American samples. This study suggested that brands could 

capitalise on beneficial responses by participating in charitable activities, especially in 

developing countries.  

In Malaysia, Anuar and Mohamad (2011) investigated the influence that cause 

proximity (i.e. local vs. international) had on consumers’ attitudes towards CRM 

campaigns among Gen Y. They found that most of the respondents had a favourable 

attitude towards the CRM campaigns (i.e. local and international). Nonetheless, there 

were no significant differences between local and international CRM campaigns. 

Moreover, Anuar and Mohamad (2012) investigated the CRM campaign’s influence on 

consumers’ attitudes and purchase intentions. The study suggested that Gen Y 

consumers had a favourable attitude towards the CRM, which led to high purchase 

intention.  

Despite the growing importance of charitable programmes among scholars and 

practitioners, studies on sponsorship provide limited empirical evidence related to 

developing countries (Bal et al., 2010), especially in the Malaysian context (Anuar & 

Mohamad, 2012). The above studies argued that there is potential for brands to be 

involved in charitable programmes in developing countries. The studies found that in 

regards to charitable programmes consumers in developing countries have a more 

favourable responses and greater intention to donate compared to consumers from 

developed countries (La Ferle et al., 2013; Laufer et al., 2010). Besides, there is a lack 

of research that compares different generational cohorts in charitable programmes, 

especially in a developing country. It could be interesting to explore the responses of 

consumers from various generational cohorts to charitable programmes (Laufer et al., 

2010). 

Meanwhile, most of the previous studies have mainly focused on other CSR contexts 

such as CRM and philanthropy rather than social sponsorship.  As mentioned earlier, 

despite all the types of CSR being related to charitable events, it can be argued that the 

definition and how it works may be different for each context. Therefore, this current 
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study aims to address the gap and contribute to the social sponsorship literature in the 

context of developing countries (i.e. Malaysia) by comparing different generational 

cohorts. The next section explores the outcomes of social sponsorship.      

2.1.2 Social sponsorship outcomes  

This section discusses the outcomes of social sponsorship in this study. It starts with a 

review of brand loyalty, and is followed by attitudes towards social sponsorship.    

2.1.2.1 Brand loyalty 

There are two concepts of brand loyalty: attitudinal and behavioural (Chaudhuri & 

Holbrook, 2001; Oliver, 1999). Brand loyalty may be defined as “a deeply held 

commitment to rebuy or patronise a preferred product/service consistently in the future, 

thereby causing repetitive same-brand or same brand-set purchasing, despite situational 

influences and marketing efforts having the potential to cause switching behaviour” 

(Oliver, 1999, p. 34). Chaudhuri and Holbrook (2001) refer to behavioural loyalty as 

consumers’ willingness to repurchase the brand, whereas, attitudinal loyalty is defined 

as how consumers rate the brand value related to them. Meanwhile, Zeithaml, Berry, 

and Parasuraman (1996) describe brand loyalty as being related to consumers’ 

preferences towards a particular brand, devotion to repurchase and support the brand in 

the future. Pickton and Broderick (2005) defined it as “a consumer’s willingness to buy 

other brands of the brand owner (cross-selling strategy) and to buy higher value brands 

(upselling strategy)”. In other words, consumers will be devotes to a specific brand, and 

won’t purchase other brands in a similar product category.  

In a sponsorship context, previous studies mainly focused on attitudinal measures (e.g. 

attitude towards the company or brand, cause, activity), brand image and purchase 

intention (e.g. Chien et al., 2011; Cornwell & Coote, 2005; Grohs & Reisinger, 2014; 

Quester & Thompson, 2001; Woisetschläger & Michaelis, 2012); however, there is a 

lack of testing of behavioural measures as outcomes (Peloza & Shang, 2011), especially 

brand loyalty. In this thesis, brand loyalty refers to consumers’ behaviour and feelings 

towards a brand which sponsors an event (Sirgy et al., 2008).  

To the best of the researcher’s knowledge, only two studies have employed brand 

loyalty as the outcome in the sponsorship context (Mazodier & Merunka, 2011; Sirgy et 
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al., 2008). However, these studies focused on sports sponsorship, and did not compare 

different generational cohorts. This study uses brand loyalty as an outcome variable to 

address the scarcity of empirical research, making a contribution to the social 

sponsorship literature.  

2.1.2.2 Attitude towards social sponsorship  

Generally, attitude is defined as “a response to an antecedent stimulus or attitude object. 

The stimulus may or may not be observable and can best be thought of as an 

independent or exogenous variable. Effect, behaviour, and cognition are three 

hypothetical, unobservable classes of response to that stimulus” (Breckler, 1984, p. 

1191). Meanwhile, attitude towards social sponsorship is an attitudinal measurement 

originating from how consumers measure a brand alliance, where collaboration of more 

than two brands or products occurs in a short or long term period (Rao & Ruekert, 1994; 

Simonin & Ruth, 1998). In terms of the charitable context, cause and brand alliance are 

portrayed as a strategic synergy between a charitable organisation and a brand, and 

could be an in-kind or monetary contribution to support the event (Lafferty, 2009; 

Lafferty & Goldsmith, 2005; Lafferty, Goldsmith, & Hult, 2004). 

According to Simonin and Ruth (1998), if both parties (e.g. a brand and an event) 

involved have a favourable perception of consumers, then the spill-over effect emerging 

from the partnership influences a positive outcome. In contrast, there is a probability of 

a negative effect on the partnership if one of the parties has a negative perception. 

Therefore, brands or events need to ensure that they choose their partnership wisely in 

order to avoid a negative situation. In evaluating the partnership, this current study uses 

the term attitude towards social sponsorship to refer to the consumers' attitudinal 

measures on the sponsorship programme (i.e. event, brand or media). 

Previous studies discovered the predictors of consumers’ attitudes towards social 

sponsorship, especially in a charitable context. For example, a number of studies found 

that consumers’ familiarities (i.e. low or high) with a cause-brand alliance influence 

their attitude towards the alliance (Lafferty & Edmondson, 2009; Lafferty & Goldsmith, 

2005). Zdravkovic et al. (2010) added that consumers’ familiarity with a cause 

influences their attitude towards the sponsorship.  
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Meanwhile, several studies demonstrate that conceptual congruence
3
 between a brand 

and sponsee (either social cause or sports) influences the degree of attitude towards 

sponsorship (Basil & Herr, 2006; Mazodier & Merunka, 2011; Olson, 2010; Simmons 

& Becker-Olsen, 2006). Basil and Herr (2006) revealed that positive consumer 

perceptions of a brand and event yielded a higher sponsorship attitude. The study 

suggested prior perception of a brand and event to be antecedents of a consumer’s 

attitude towards the alliance. Meanwhile, Simmons and Becker-Olsen (2006) found that 

low and high conceptual congruence between a brand and event play an important role 

in determining sponsorship attitude. This notion was supported by Olson (2010) who 

discovered that conceptual congruence is the most important predictor in sponsorship 

attitude, where high congruence triggered a favourable attitude towards sponsorship 

(Mazodier & Quester, 2014).  

With the exception of these studies (Olson, 2010; Simmons & Becker-Olsen, 2006), few 

studies have employed this attitudinal measure in a social sponsorship context, 

especially as a mediator (Olson, 2010). Attitude towards social sponsorship has been 

found to mediate social sponsorship outcomes such as brand equity (Olson, 2010; 

Simmons & Becker-Olsen, 2006). Moreover, previous studies mainly focused on 

conceptual congruence between a brand and an event as a predictor of the sponsorship 

attitude. Therefore, this current study aims to address the gap by employing attitude 

towards sponsorship as a mediator between congruence and loyalty in a social 

sponsorship context. 

2.2 Drivers of attitudes to social sponsorship   

This section discusses drivers of attitudes in social sponsorship. Using Self-Congruity 

Theory as a theoretical underpinning, this section describes consumers’ self-congruity 

with brands, events, and media as a driver for their attitudes.    

                                                 

3
 Fit or congruence can be defined as a strategic match between brands and sponsee in mission, target 

audience, and/or values. 
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2.2.1 Self-congruity overview  

Self-image congruence may be defined as the level of consumers’ perceived or 

evaluated self-concept congruence with the brand, product, store, sponsorship event 

image or personality (Johar & Sirgy, 1991; Kressmann et al., 2006; Sirgy, 1985; Sirgy 

et al., 2008). Self-image congruence is also known as “self-congruity” (Kressmann et 

al., 2006; Sirgy, 1985; Sirgy et al., 1997; Sirgy et al., 2008) and this current study uses 

self-congruity throughout the thesis. There are four types of self-congruity: actual self-

congruity (how the consumer views himself or herself), ideal self-congruity (how the 

consumer wants  to portray him, or herself), social self-congruity (how others perceive 

the consumer), and ideal social self-congruity (how a consumer wants others to see him 

or herself) (Randle & Dolnicar, 2011; Sirgy, 1982; Wang, Yang, & Liu, 2009).  

Self-Congruity Theory is widely used in various marketing contexts such as consumer 

decision making (Aguirre-Rodriguez, Bosnjak, & Sirgy, 2012; Quester, Karunaratna, & 

Goh, 2000), brand (Kressmann et al., 2006), advertising (Xue & Phelps, 2013) and 

tourism marketing (Ahn, Ekinci, & Li, 2013; Boksberger, Dolnicar, Laesser, & Randle, 

2010; Gardiner et al., 2014; Gardiner et al., 2013), and it provides a beneficial impact 

when consumers perceive congruence with a brand (Sirgy et al., 1997). In spite of that, 

the application of Self-Congruity Theory in the sponsorship context is still new 

(Mazodier & Merunka, 2011), particularly in social sponsorship.  

In the sponsorship context, self-congruity refers to how consumers perceive congruence 

between the consumer's self-image and the event (Sirgy et al., 2008), and the brand’s 

involvement in the sponsorship. It suggests that consumers will perceive high self-

congruity when the event and the brand are congruent with their own self-image 

(Randle & Dolnicar, 2011; Sirgy et al., 2008) and as a result they will actively 

participate in the sponsorship programme (Lee et al., 2012).  

There are two types of congruence in social sponsorship. Firstly, sponsorship 

congruence can be categorised as congruence between a brand and an event 

(Prendergast, Poon, & West, 2010). This current study defines conceptual congruence 

as the congruence of both parties at the organisational level (e.g. corporate values, 

mission, brand image, target audience, and product positioning) (Becker-Olsen & 

Simmons, 2005; Kuo & Rice, 2015). Secondly, congruence from a consumer 

perspective is defined as “the sponsoring company's brand, product or service, and its 
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perceived closeness to an event, based on consumers' perceptions and expectations” 

(Jagre, Watson, & Watson, 2001).  

Next, this study reviews the literature regarding congruence in the social sponsorship 

context followed by consumers’ self-congruity with the sponsor (or brand), event and 

media.  

2.2.2 Overview of congruence in social sponsorship  

Congruence or fit in social sponsorship has received attention from academicians and 

practitioners (Olson & Thjømøe, 2011; Prendergast et al., 2010). In terms of conceptual 

congruence, a number of studies have revealed that a high perception of conceptual 

congruence between a brand and event transfers to positive outcomes, whereas low 

perception of congruence reduces the effectiveness of social sponsorship (Becker-Olsen 

& Simmons, 2002; Pracejus & Olsen, 2004; Simmons & Becker-Olsen, 2006).  

Previous studies reported that it is essential for consumers to perceive a high 

congruence between brand and event in social sponsorship to attain positive responses 

(e.g. Becker-Olsen & Hill, 2006; Becker-Olsen & Simmons, 2002; Pracejus & Olsen, 

2004; Quester et al., 2013; Simmons & Becker-Olsen, 2006). For example, Becker-

Olsen and Simmons (2002) conducted a study comparing the relationship between three 

congruence conditions (i.e. high, low, and created congruence). The study found that 

perceived high congruence between the brand and the event increased the sponsor’s 

brand equity compared to the low congruence condition. The study suggested that 

perceived high congruence between the brand and the event will increase brand equity, 

whereas, low congruence relationship between a brand and an event will dilute the 

sponsor’s equity. 

Becker-Olsen and Simmons (2005) supported the above notion, and found that the high 

congruence between brand and event positively influences favourable responses in 

social sponsorship (e.g. brand image, brand credibility, brand feelings, intention to 

support the event). Similarly, Becker-Olsen and Hill (2006) depicted that high 

congruence strengthened brand identity, brand meaning, brand response and brand 

relationship.  
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Simmons and Becker-Olsen (2006) further demonstrated that brand and event 

congruence was a significant predictor in determining social sponsorship effectiveness. 

The study found that high congruence positively affected sponsorship clarity and 

attitude towards the sponsorship, and led to a favourable response on brand equity. On 

the other hand, low congruence relationships engendered less clarity, less favourable 

sponsorship attitude and reduced brand equity. In the same vein, Quester et al. (2013) 

discovered that perceived congruence between a brand and a community-based event 

had a significant influence on sponsorship effectiveness. In short, a perceived high 

congruence relationship will induce a positive impact on social sponsorship, and most 

of the studies suggested that brands need to choose suitable events comparable with 

their characteristics.  

Conversely, a number of authors have reported disagreement and flawed findings in 

conceptual congruence between brand and event. For instance, Lafferty (2007) argued 

that perceived congruence between the brand and the event does not have an impact on 

the attitude towards the brand, or towards brand and purchase intention regardless of the 

degree of corporate credibility. The study suggested that perceived congruity between 

consumers with an event is more important than perceived brand-event congruence. The 

study further argued that consumers are more likely to choose and support events 

organised by brands that have congruity with their own characteristics.  

Similarly, regardless of conceptual congruence conditions (i.e. high or low), Lafferty 

(2009) demonstrated that perceived event and brand congruence did not affect 

consumers’ attitudes and purchase intentions. The study indicated that engaging with an 

important cause from the consumers’ perspective would give more positive outcomes, 

especially for an unfamiliar brand. It is more important to identify an event that is 

relevant to consumers than to have conceptual congruence (i.e. brand-event 

congruence). 

Nan and Heo (2007)’s study showed that there were no significant differences between 

the brand and the event regardless of the conditions of conceptual congruence (e.g. high 

or low) on evoking consumers' attitudes towards a brand or advertising. This study 

suggested that perceived congruence between brand and event only has a positive 

impact if consumers have a high brand consciousness or awareness, whereas there was 

no effect on the low brand consciousness condition.   
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Meanwhile, Zdravkovic et al. (2010) found that when consumers have a greater 

familiarity with the event, perceived congruence between the brand and the event will 

not be applicable to evaluating the social sponsorship relationship. In fact, a greater 

familiarity with the event enhances the effectiveness of congruence on attitude towards 

the brand. Hence, the study asserted that consumer congruity with the event is more 

beneficial in social sponsorship than the brand and the event congruence.  

Recently, Vanhamme, Lindgreen, Reast, and van Popering (2012) discovered that 

congruence between consumers and event attributes have an impact on corporate image. 

The study added that consumers who perceived the event as personally relevant to them 

transferred a more favourable attitude than those who perceived it as less relevant.  

As mentioned above, research has provided evidence that conceptual congruence 

between a brand and an event does not always lead to favourable outcomes in a social 

sponsorship. Despite brand and event congruence engendering positive responses, 

several studies have discovered the disadvantages of the congruence relationship. Some 

authors have found that the congruence from a consumer’s perspective (e.g. consumer 

familiarity, consciousness and relevance) have more impact on social sponsorship 

responses than just brand-event congruence (e.g. Lafferty, 2009; Nan & Heo, 2007; 

Vanhamme et al., 2012; Zdravkovic et al., 2010). Hence, the current study chooses to 

explore congruence from a consumer perspective in social sponsorship.  

This current study focuses on consumer self-congruity with an event, brand, and media 

rather than a conceptual congruence (Prendergast et al., 2010; Sirgy et al., 2008). The 

term self-congruity in the social sponsorship context entails a consumer’s perception of 

their self-image being congruent with an event, brand and media. Throughout the thesis, 

self-congruity refers to consumers’ perceived congruence with an event, brand and 

media. The next section discusses consumer congruence with a brand, an event, and 

media.   

2.2.3 Consumer and brand congruence  

In terms of consumer and brand congruence, this relationship focuses on how 

consumers perceive the congruence of their profiles (e.g. characteristics, values and 

preferences) with a brand or a brand involved in sponsorship activity. This relationship 
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refers to consumer perceived congruence between their personality and the sponsoring 

brand’s image (Sen & Bhattacharya, 2001; Sirgy et al., 2008). Several studies have 

investigated consumer and brand congruence and have discovered that high consumer 

congruence with the brand influences positive outcomes in a charitable context (e.g. 

Currás-Pérez, Bigné-Alcañiz, & Alvarado-Herrera, 2009; Sen & Bhattacharya, 2001; 

Stokburger-Sauer, Ratneshwar, & Sen, 2012) or other marketing context (e.g. Chebat, 

Sirgy, & St-James, 2006; Huber, Vollhardt, Matthes, & Vogel, 2010; Kressmann et al., 

2006; Sprott, Czellar, & Spangenberg, 2009).  

Sen and Bhattacharya (2001) conducted a study on consumers’ evaluation responses of 

consumer and company congruence. The study found that consumers’ perceived 

congruence with a brand influenced their evaluations and led to a positive evaluation for 

high congruence brands. Gupta and Pirsch (2006) investigated consumers’ identity 

congruence between a brand and event in CRM. The study indicated that consumers’ 

congruence was an important factor to success. It suggested that consumers perceiving 

high congruence triggered a positive attitude and purchase intention toward the brand 

since consumers had a strong congruence with the brand.  

Similarly, Currás-Pérez et al. (2009) extended the use of consumers’ and brands’ 

congruence in a charitable context. The study found that consumers’ congruity with a 

brand was capable of producing a positive attitude towards the brand, as well as 

purchase intention. In the same vein, Tuškej, Golob, and Podnar (2013) found that 

consumers’ value congruity positively influenced their identification with a brand. The 

study demonstrated that consumers’ perceived high brand congruence with their identity 

transferred a positive brand commitment and word-of-mouth.  

As discussed earlier, consumer congruity with a brand or sponsor contributed to 

favourable attitudinal and behavioural outcomes, especially in a charitable context 

(Bhattacharya & Sen, 2003; Currás-Pérez et al., 2009; Gupta & Pirsch, 2006). The 

above studies testified that consumer profiles affected the degree of consumers’ 

perceived congruence with a sponsor. As a result, brands no longer worried about 

contextual congruence (i.e. high or low) between a brand and an event since prior 

studies proved that congruence from a consumer point of view gives more benefit 

(Bigné-Alcañiz, Currás-Pérez, Ruiz-Mafé, & Sanz-Blas, 2011; Kuo & Rice, 2015).  
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Despite the advantages of consumers’ image congruence with a sponsor, there is a call 

for future study to examine relationships between consumers and brand self-congruity 

(Sirgy et al., 2008; Tuškej et al., 2013) especially in the social sponsorship context. In 

the next subsection, this current study explores literature related to consumer 

congruence with an event.  

Self-congruity with a brand  

A number of studies have found that the higher a consumer’s self-congruity with the 

brand, the more the consumer shows a favourable response to the brand (Escalas & 

Bettman, 2005; Kressmann et al., 2006; Sirgy et al., 2008). This section discusses self-

congruity with a brand based on general and specific age-group studies (i.e. generational 

cohort).  

Kressmann et al. (2006)  investigated whether consumers’ self-congruity in general 

affected brand loyalty in the automobile industry. The study showed that self-congruity 

positively affects consumer brand loyalty towards an automobile brand. The study 

suggested that the higher consumers perceived their self-congruity with the brand, the 

greater the tendency for consumers to have a favourable attitude towards brand loyalty. 

Likewise, in a similar industry, Wang et al. (2009) argued that consumers’ self-

congruity on brand, brand personality and product personality played a pivotal role in 

influencing decisions of purchase intention. In the meantime, Chebat et al. (2006) found 

that consumer self-congruity had a positive impact on the perceived image of a mall’s 

quality. They pointed out that a perceived high-quality shopping mall had a significant 

relationship with the level of consumers’ self-congruity. The study further suggested 

that brands should consider the mall's image congruence with the culture and identity of 

the target consumers before incorporating any marketing activities. 

In terms of a specific age group’s perspective (i.e. generational cohorts), several studies 

found that each age group has their own self-congruity with a brand, disregarding any 

incongruent brand. For example, (Escalas & Bettman, 2005) found that Gen Y 

perceived a high brand connection with the brand consistent with their self-image. In 

contrast, the study showed that respondents perceived a low brand connection for 

brands incongruent with their self-image. Gen Y consumers did not feel belonging to 

the brand since the brand was incongruent with their self-image.  
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Sprott et al. (2009) indicated that consumers with a high or a low congruity had an 

impact on consumer response particularly for Gen Y. The study found that respondents 

who had a high congruence with the brand responded with more positive outcomes (e.g. 

favourable attitude and increased brand response). Conversely, respondents have shown 

a tendency to distance themselves from a brand incongruent with their self-image. 

In an analysis of self-congruity among Gen Y in the United States and Korea, Sung and 

Choi (2010) revealed that a high perceived self-congruity with the brand had an 

influence on respondents’ attitudes towards the brand. The study illustrated that 

consumer high self-congruity with the brand elicited a high brand attitude response. In 

contrast, Gen Y respondents from both countries showed that a brand incongruent with 

their self-image contributed to unfavourable attitudes towards the brand.  

Meanwhile, Xue and Phelps (2013) discovered that self-congruity affects brand 

evaluation for Gen Y respondents. Comparing the same product category, the study 

discovered that Gen Y respondents showed a more favourable attitude towards a 

congruent brand than an incongruent brand. Consumers tended to choose the brand that 

had more similarity with their self-image. Hence, it is crucial for brands to ensure that 

their brand has similarity with the target consumers’ self-image in order to compete 

with other brands in the same product category, especially for young consumers (i.e. 

Gen Y). 

As discussed above, consumers' self-congruity with a brand plays a pivotal role as a 

predictor of desirable outcomes (e.g. brand loyalty, brand attitude and purchase 

intention), especially in social sponsorship (Quester et al., 2013). Numerous study 

findings suggested that the greater a consumer’s perceived congruency with a brand, the 

higher the possibility for a positive spillover effect on the brand (Chebat et al., 2006; 

Choi & Rifon, 2012; Escalas & Bettman, 2005; Kressmann et al., 2006; Sirgy, Johar, 

Samli, & Claiborne, 1991; Sirgy et al., 2008; Xue & Phelps, 2013). However, 

consumers have a tendency to avoid incongruent brands and form negative perceptions 

about them (Escalas & Bettman, 2005; Sprott et al., 2009).  

As noted above, it is necessary for brands to identify consumer characteristics in order 

to ensure that the brand’s image is congruent with its consumers’ self-image. This is 

because an incongruent brand leads to a backlash from consumers especially for young 
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generations (i.e. Gen Y) (Escalas & Bettman, 2003; Sprott et al., 2009). It could be 

argued that each generational cohort has its own self-congruity which varies from other 

generational cohorts since they have different generational cohort profiles (e.g. 

characteristics, preferences) (Noble & Schewe, 2003; Schewe & Noble, 2000). In this 

regard, the current study believes that generational cohorts’ profiles play an important 

role in determining the level of consumer-brand congruity.  

On the other hand, despite the advantages of brand self-congruity effecting favourable 

outcomes on brands (e.g. Chebat et al., 2006; Escalas & Bettman, 2005; Huber et al., 

2010), there is limited empirical research focusing on congruity between a brand and 

consumer self-congruity, especially in the social sponsorship context (Sirgy et al., 

2008). It also seems there is limited research comparing generational cohorts in social 

sponsorship (i.e. seems to focus on just one generational cohort or did not specify). 

Hence, the current study intends to fill the gap, and contribute to brand self-congruity 

literature (i.e. brand image and consumers’ self-image) in social sponsorship.  

2.2.4 Consumers and event congruence  

Consumers and event congruence have been widely studied in a sponsorship context, 

namely sports (e.g. Deitz, Myers, & Stafford, 2012; Sirgy et al., 2008), arts (Close et al., 

2009), and social causes (e.g. Gupta & Pirsch, 2006; Lee et al., 2012). Consumer-event 

congruence refers to how consumers believe that a sponsored event has a similar image 

to their personality and evokes higher degrees of event congruence (Sirgy et al., 2008). 

Like consumer-brand congruence, this relationship develops from the consumer’s point 

of view.  

The relationship between consumer-event congruence also has positive responses, 

similar to consumer-sponsor congruence, as long as consumers perceive event 

congruence with themselves. For example, a number of studies have reported that 

consumer congruence with sporting events elicited positive responses such as sponsor 

loyalty (Sirgy et al., 2008), favourable attitudes (Deitz et al., 2012; Gwinner & 

Swanson, 2003) and purchase intention (Lings & Owen, 2007). Hence, this current 

study believes that the congruence between consumers and events might have a similar 

effect to consumer-brand congruence.  
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Regarding consumer-event studies, Gupta and Pirsch (2006) found that high congruence 

influenced positive attitudes and increased purchase intention. In this research, there 

were two studies conducted with two different sample age groups (i.e. study 1: students; 

study 2: people aged 18-74). Interestingly, the findings illustrated that consumer and 

event congruence were only statistically different for study 2, however, not significantly 

different for study 1. It might be argued that study 1 samples are university students, 

and they belong to the same generational cohort (i.e. Gen Y). The consumer-event 

congruence was not significantly different since they shared a similarity in terms of 

event preferences. Conversely, study 2 samples consisted of mixed age groups (aged 

18-74). The study found that that there were significant differences among high and low 

congruence in regard to events. In other words, differences between generational 

cohorts might contribute to consumers’ perceived congruity towards an event.  

Cornwell and Coote (2005) found that the consumer identification with an event played 

a significant role in determining purchase intention. The study found a positive 

relationship between consumers and event identification that lead to purchase intention. 

Meanwhile, Lee et al. (2012) investigated how consumer lifestyles and value 

congruence influenced consumer loyalty in the social responsibility. The study showed 

that consumer values and lifestyle congruity with social responsibility activities 

positively impacted consumer loyalty for the younger generation in South Korea. They 

argued that brands should choose appropriate activities that are congruent with their 

consumers in order to achieve better outcomes.    

Robinson, Irmak, and Jayachandran (2012) compared two types of events selected by a 

brand and consumers to determine consumer-event congruence. The study illustrated 

that consumers have more favourable responses (e.g. support the causes, donate to the 

causes) to the events chosen by them rather than by the brand. Additionally, the study 

revealed that the event’s objectives or goals should be in line with consumer values and 

characteristics in order to achieve positive attitudes and high purchase intention 

especially for Gen Y. Therefore, brands are not only required to choose the event 

preferred by their target consumers, but also need to ensure that the objectives of the 

event are congruent with the consumers’ objectives.  

In brief, brands might consider choosing an event that has a similar self-congruity with 

their target consumers (Gupta & Pirsch, 2006), since consumers have a more favourable 
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evaluation of events congruent with themselves. As such, this current study believes 

that the relationship between consumer-event congruence might have a similar effect to 

consumer-brand congruence does, as long as an event has congruence from a consumer 

perspective. Later, the study elaborates consumer congruence with event according to 

generational cohort theory
4
 (GCT) perspective (the details of generational cohort are 

discussed in the next section).     

Self-congruity with event  

Several studies applied self-congruity theory in sponsorship and it was revealed to have 

a similar impact to other marketing contexts. The first systematic research that used 

Self-Congruity Theory in the sponsorship context was conducted by Sirgy et al. (2008). 

The study evaluated the impact of brand loyalty towards the relationship between 

consumers’ self-congruity with sports events. The study demonstrated that self-

congruity significantly influenced consumers’ brand loyalty towards the sponsoring 

brand. In a similar context, Mazodier and Merunka (2011) analysed how consumer self-

congruity affects brand loyalty. The study indicated that consumer self-congruity was a 

predictor to influencing brand loyalty. The study also added that high self-congruity 

with the event positively affected consumer loyalty. 

In addition, Close et al. (2009) demonstrated that consumer self-congruity to the events 

contributed to positive attitudes towards the promotion, event persuasiveness, as well as 

purchase intention in art sponsorship (e.g. a fashion show event). The study suggested 

that when the respondents perceived that the event was congruent with their own self-

image, they were more likely to respond with a positive attitude towards the event 

which henceforth influenced their purchase decision on the brand’s products.   

In terms of the social sponsorship context, Randle and Dolnicar (2011) investigated how 

volunteers’ self-congruity determined the choice of volunteering organisation. The 

study found that volunteers preferred to choose organisations that transferred image and 

                                                 

4
 Generational cohort refers to people who are born in the same period, experienced similar external events, and lived 

in similar location are inclined to have common profiles (e.g. characteristics, values, and preferences) (Mannheim, 

1952; Meredith & Schewe, 1994; Ryder, 1965; Schuman & Scott, 1989).  
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characteristics congruent to them. Recently, Quester et al. (2013) discovered that 

perceived congruence with a brand’s image improved consumers’ self-congruity 

towards the sponsoring brand. This suggested that sponsoring community-based 

activities might change consumers’ self-congruity with the sponsoring brand. The study 

further suggested that brands might achieve favourable outcomes in sponsorship 

alliance if they identified the antecedent of the consumers’ self-congruity. As discussed 

above, consumer self-congruity with an event has a positive impact not unlike other 

marketing fields.  

Despite self-congruity having a positive influence on consumers’ attitudes towards 

sponsorship associated with brands, there is a scarcity of research that uses Self-

Congruity Theory in the social sponsorship context, especially in comparing different 

generational cohorts. Previous studies did not address generational cohorts’ profiles that 

probably influence the degree of consumer congruity with events (Quester et al., 2013; 

Randle & Dolnicar, 2011), Moreover, Quester et al. (2013) highlighted the need for 

further study the antecedents of self-congruity in social sponsorship.      

Therefore, this current study employs Self-Congruity Theory to explain the relationship 

between different generational cohorts’ profiles on social sponsorship programmes. 

This study believes that perceived generational cohorts’ self-congruity on social 

sponsorship provides similar outcomes as corporate sponsorship. This view is supported 

by Madill and O'Reilly (2010) whereby the study indicated that a brand’s manager 

perceived social sponsorship effect equally to corporate sponsorship. In fact, the study 

added that the brand and event worked together to achieve their social sponsorship 

objectives.  

Although consumer self-congruity has a positive impact in the context of sponsorship, 

there is lack of studies focusing on how the heterogeneity of consumer profiles might 

influence consumer self-congruity. It could be argued that consumers that have different 

profiles may have different degrees of self-congruity with an event. Gen Y (e.g. 

education, poverty, environment) and Boomers (e.g. health, and religion) have their 

event preferences, as the influence of socialisation processes and external events during 

formative years shaped their generational cohorts’ profiles (Cone Inc., 2006; Hyllegarda 

et al., 2011; Loroz, 2006; Loroz & Helgeson, 2013; Meredith, Schewe, & Karlovich, 

2002; Noble, Schewe, & Kuhr, 2004) (see Section 2.3.5). Hence, it would be useful to 
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identify and segment consumers based on their personal characteristics (Sirgy et al., 

2008), and alliance with events that have a high consumer self-congruity.  

2.2.5 Consumers and media congruence  

There are two types of media focus in this current study: new and traditional media. The 

term new media refers to digital media (e.g. websites, social networking sites), whereas, 

traditional media refers to non-digital media (e.g. newspaper, television and radio). The 

difference between both types of media is in terms of user interactivity.  Liu and Shrum 

(2002) proposed three elements to define interactivity in media. Firstly, active control 

(users can control the media by accepting or declining information), secondly, two-way 

communication (online communication between the media and the users), and finally, 

synchronicity (the degree of synchronisation between a user’s input to a communication 

and the response they receive from the communication). All the interactivity elements 

are available only in new or digital media, and cannot be found in traditional or non-

digital media. Taking the above discussion into consideration, this current study uses 

the definition to differentiate between new and traditional media.  

Self-congruity with media   

This section discusses consumers’ profiles (e.g. characteristics, preferences) which 

influence their degree of congruence on a type of media. From the consumer point of 

view, the basis for determining media congruence is derived from Prensky’s (2001) 

digital definition. Prensky (2001)  coined the terms "Digital Native” and “Digital 

Immigrant” to distinguish groups based on their knowledge and capabilities in digital 

technologies (e.g. internet, social networking sites). He defined a Digital Native as “a 

group of people who grow up in the digital world and are fluent with the digital 

language”. Technology influences their profile, especially when it comes to media 

selection and preferences. On the other hand, a Digital Immigrant belongs to the 

generation born before digital technology emerged. These people need time to learn and 

understand digital technology (Prensky, 2001, 2004). Therefore, it is unlikely for both 

generations, Digital Native and Digital Immigrant, to share similar preferences in terms 

of digital technologies since their capabilities and knowledge of the digital technology 

may be different.  
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Based on Prensky’s definition, the digital native generation in this current study refers 

to Gen Y (who were born in 1980 to 1995), whose experience of the emergence of 

digital technology during their formative years could possibly have influenced their 

profile (e.g. values, characteristics, and preferences). Previous generations (e.g. 

Boomers) are more competent and more knowledgeable in digital technologies as 

compared to the Digital Immigrant generation. In contrast to the Digital Native 

generation, the Digital Immigrant generation needs more time to learn about digital 

technologies since the technologies were not available during their childhood. Based on 

the above discussion, it can be argued that both digital generations may have a different 

degree of congruity in terms of digital technologies.  

A number of studies have reported that Gen Y had a higher preference than other 

generational cohorts for digital media such as the internet (e.g. websites) and social 

networking sites (SNS) (e.g. Facebook, MySpace) than non-digital media or traditional 

media (e.g. television, printed newspaper, radio) (Chappuis, Gaffey, & Parvizi, 2011; 

Luck & Mathews, 2010; Moore, 2012; Obal & Kunz, 2013; Reisenwitz & Iyer, 2009; 

Thomas Kilian & Langner, 2012). Gen Y also spent more time using the internet than 

other traditional media (e.g. newspaper, radio, television) (Chan & Fang, 2007), and 

they were deemed to be more competent with digital technologies than older 

generations (Salajan, Schönwetter, & Cleghorn, 2010). In addition, they regularly used 

SNS as a medium of communication (Ellison, Steinfield, & Lampe, 2007; 

Subrahmanyam, Reich, Waechter, & Espinoza, 2008). In contrast, older generations 

relied more on traditional media than digital media as a medium of information and 

purchase decision (Harmon, Webster, & Weyenberg, 1999; Keane & Fam, 2005) since 

they seemed to have  little  trust in the internet as compared to Gen Y (Kilger & Romer, 

2007; Obal & Kunz, 2013).  

Gen Y experienced the emergence of the internet era (i.e. digital technology) during 

their coming of age. This is considered a significant event that could have influenced 

them. Thus, this current study believes that consumers belonging to the Digital Native 

generation (e.g. Gen Y) may have a high degree of congruity with digital media 

compared with Digital Immigrant consumers (e.g. Boomers). 

In addition, brands must select an appropriate form of media that suits the target 

consumers in order to promote or communicate their event since each generational 
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cohort has its own media preferences (Bennett, Sagas, & Dees, 2006b). The use of 

media as a communication channel is important for promoting an event sponsored by a 

brand. Moreover, media has been demonstrated to be an important driver especially in a 

charitable context (Zyglidopoulos, Georgiadis, Carroll, & Siegel, 2012). It is crucial to 

choose the right communication strategies (e.g. new or traditional media) that have 

more congruency with consumers to improve consumers’ perceived congruence on a 

brand (Bridges, Keller, & Sood, 2000), elicit a positive attitude (Rodgers, 2007; Suh, 

Kim, & Suh, 2011) and invoke more intention to purchase or join an event (Jeong & 

Lee, 2013; Poddar, Donthu, & Wei, 2009). As a result, this current study chooses new 

and traditional media as a communication channel for events. 

Previous studies have explored the differences of generational cohort congruity in terms 

of media preferences or sponsorship context (Bennett, Sagas, & Dees, 2006a; Bennett et 

al., 2006b; Sneath, Finney, & Close, 2005; Zyglidopoulos et al., 2012); however, very 

few studies have been conducted on the employed media’s self-congruity in a social 

sponsorship context, especially by differentiating between each generational cohort. 

Recently, Jeong and Lee (2013) examined how Gen Y perceived self-congruity towards 

SNS in events. The study found that Gen Y preferred to use SNS, and showed a high 

intention to join the cause communicated via SNS platforms. The study suggested that 

SNS was an appropriate medium to use, especially in a charitable context. However, the 

study only focused on one generation (i.e. Gen Y), and that might be the reason why 

respondents preferred SNS over non-SNS media. It could be argued that different 

generational cohorts could generate different congruity with media depending on which 

digital generations they belong to (Prensky, 2001). Hence, this current study intends to 

contribute to the literature on how congruity differences among generational cohorts 

affect the choice of media as a communication channel especially in a social 

sponsorship context. 

As mentioned earlier, the digital divide between two digital generations affects the level 

of congruency on digital and non-digital media since Gen Y experienced the emergence 

of the internet era (i.e. digital technology) during their coming of age, and this is 

considered as a significant event that influenced them. Thus, this current study believes 

that consumers belonging to the Digital Native generation (e.g. Gen Y) may have a high 

degree of congruity with new or digital media when compared to Digital Immigrant 
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consumers (e.g. Boomers), while Digital Immigrant or older generational cohorts have 

more self-congruity to non-digital or traditional media such as printed newspaper, 

television, and radio. Next, this study discusses the use of media as an activation 

medium in a sponsorship context.  

Media as activation in social sponsorship 

Originating as a part of sponsorship leverage
5
, activation entails “communications that 

promote the engagement, involvement or participation of the sponsorship audience with 

the sponsor” (Weeks et al., 2008). Activation has been extensively studied and shown to 

be useful in assisting brands in achieving favourable responses (e.g. perceive 

congruence, brand and sponsorship attitude) especially in a sponsorship context (e.g. 

Becker-Olsen & Simmons, 2002; Mazodier & Quester, 2014; Olson & Thjømøe, 2011; 

Thjømøe, Olson, & Brønn, 2002; Zdravkovic et al., 2010).  

Prior studies demonstrated positive responses from a consumer point of view in regard 

to activation. For instance, Olson and Thjømøe (2011) indicated that effective activation 

helped brands to improve more than 30% of an overall congruence fit in sponsorship. In 

the same vein, several studies testified that effective activation contributed to positive 

consumer perceived congruence, involvement and image, as well as brand and 

sponsorship attitudes (Kuo & Rice, 2015; Mazodier & Quester, 2014; Yong Seok, Jin, 

& Sung-Hack, 2012; Zdravkovic et al., 2010). Thus, brands are encouraged to employ 

effective activation initiatives to support and communicate with their sponsorship 

programme since prior studies demonstrated positive responses from a consumer point 

of view.  

In addition, this study utilises media as an activation medium for communicating and 

promoting sponsorship programmes (i.e. brand and event relationship) to their target 

consumers. Thompson and Speed (2007) stated that the benefits of engaging with media 

can reach both attendees and non-attendees for a particular event. It could be argued that 

media seems to be an important tool in promoting and communicating events especially 

                                                 

5 Sponsorship leverage refers to “the act of using collateral marketing communications to exploit the commercial 

potential of the association between a sponsee and a sponsor” (Weeks, Cornwell, & Drennan, 2008)  
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charitable campaigns (Zyglidopoulos et al., 2012). It has been shown that employing 

media in events obtained favourable responses from a consumer perspective such as 

sponsorship congruence (Kuo & Rice, 2015; Yong Seok et al., 2012), purchase 

intention (Lii et al., 2013), donation and involvement intention (Jeong & Lee, 2013). 

Furthermore, brands will increase consumers’ knowledge and awareness of sponsorship 

programmes since they receive the information through media (Cornwell, 2008). By 

taking these points into consideration, this current study chose to employ media as a 

communication tool incorporated into the social sponsorship programme.  

The evidence presented in this section suggests the importance of selecting media that is 

congruent with target consumers. It might be argued that each generation has its own 

media preferences (Bennett et al., 2006b) and choosing suitable media as sponsorship 

activation helps brands to achieve their objectives in social sponsorship.  

2.3 Generational cohort theory  

Generational Cohort Theory (GCT) originated from Mannheim (1952) essay “The 

Problem of Generations”, and attempted to understand the attitude and behaviour of 

youths towards political situations in Germany. Mannheim defines GCT as a group of 

people who experience the same external events
6
 during their late adolescence and 

early adulthood (Mannheim, 1952). 

Several scholars have supported Manheim’s idea of generational cohorts. For instance, 

Ryder (1965) defined a generational cohort as individuals who were born around the 

same period and shared social or historical events during critical developmental periods. 

Schuman and Scott (1989) stated that “the generational character created by the events 

a generational cohort experiences during its youth is assumed to exert an important, 

even decisive, influence on the future attitudes and actions of its members”. They added 

that the events and changes that occurred in the youth period had a greater impact on 

individual memory and remained unchanged. From a consumer perspective, a 

generational cohort is a group of consumers who experienced similar socialisation 

                                                 

6External events such as historical, political, social, economic and technological (D'Amato & Herzfeldt, 2008; 

Mannheim, 1952; Schewe & Meredith, 2004; Schewe & Noble, 2000). 
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periods and external events (e.g. social, economic and political, etc.) when they were 

young adults, and these events affect their values, characteristics, attitudes and 

behaviour,  (Meredith & Schewe, 1994; Meredith, Schewe, & Karlovich, 2002; 

Petroulas et al., 2010; Schewe et al., 2000). These definitions give a clearer idea of the 

generational cohort concept, and how this theory can be used in segmenting consumers.  

Motta et al. (2002) have pointed out that individuals in the same generational cohort are 

homogeneous. However, they are heterogeneous among other generational cohorts. 

Similarly, Schewe and Noble (2000) stated that each generational cohort might have a 

different profile to other generational cohorts based on external events that they 

encountered during their coming of age
7

 period. These events are believed to 

determine the consumer’s values, attitudes and beliefs, and these values can distinguish 

one generational cohort from another. In this regard, each generational cohort member 

shares a similar profile (e.g. values, characteristics and attitudes) which was formed 

based on their experiences during their coming of age.  

In addition, a number of scholars believe that external events have an impact on 

individuals’ values, characteristics, attitudes and behaviours (Gardiner et al., 2014; 

Mannheim, 1952; Motta & Schewe, 2008; Ryder, 1965; Schewe et al., 2013; Schewe & 

Noble, 2000; Schuman & Scott, 1989). Segmenting generational cohorts based on 

external events might be useful to distinguish one generational cohort from another 

(Gardiner et al., 2013; Schewe & Noble, 2000). Thus, it is essential for marketers to 

identify significant events experienced by consumers during their formative years in 

order to understand their values, characteristics and preferences (Noble & Schewe, 

2003; Schuman & Scott, 1989). 

In short, this current study categorises consumers as a group of people who were born at 

the same time, lived in the same location and experienced similar significant events 

during their coming of age (i.e. late adolescence and early adulthood). They experienced 

macro and micro socialisation processes together. The socialisation processes 

influenced and shaped the equivalent values, characteristics, attitudes and preferences 

                                                 

7
 Late adolescence or young adulthood, aged between 17 and 23 (Noble et al., 2004; Schewe et al., 2000) 
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among generational cohort members. Therefore, brands need to identify a generational 

cohort’s features in order to facilitate  consumer segmentation and marketing activities 

(Schewe & Noble, 2000). The next section discusses the factors that contribute to the 

establishment of a generational cohort.   

2.3.1 The factors influencing a generational cohort  

This section discusses two socialisation factors (i.e. macro and micro) that may 

influence the formation of generational cohort profiles. In this regard, this study uses the 

Model of Generational Influences on Consumer Socialisation (Rindfleisch, 1994) to 

explain how both factors influence generational cohort profiles (see figure 2.1).  

Adapted from the Model of Consumer Socialisation (Moschis & Churchill, 1978), the 

model depicts two socialisation factors that may lead to the outcome of socialisation 

processes (e.g. generational cohort profiles): namely, antecedents (e.g. social structure, 

life stage) and socialisation processes factors (e.g. family generation relationship). The 

model proposes that antecedent factors have a direct effect on the formation of 

generational cohort profiles (e.g. characteristics, values and attitudes). The current study 

refers to antecedents in the model as macro socialisation factors since most members of 

a generational cohort experienced similar socialisation processes and this has a direct 

impact on the generational cohort profiles. 

Meanwhile, despite experiencing similar macro socialisation processes, individuals 

might have different profiles compared to other generational cohort members. It could 

be argued that the influence of micro socialisation factors such as family, friends, 

ethnicity and media may cause variance among the profiles of the generational cohort 

members (Rindfleisch, 1994). Hence, the current study refers to socialisation processes 

as a micro socialisation factor that has an indirect effect on the influence of generational 

cohort profiles, alongside macro factors. 

As mentioned earlier,  GCT is a group of individuals, who were born in the same 

period, experienced similar defining moments (e.g. external events), were living in the 

same place during their late adolescence or early adulthood and were inclined to have 

common generational cohort profiles since the defining moments that they experienced 

influenced them (Moschis & Churchill, 1978; Ryder, 1965; Schuman & Scott, 1989). 
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Hence, this current study considers defining moments or external events (e.g. historical, 

political, social and technological) as macro-level socialisation factors; while the 

influence of family, peers, religion and ethnicity are examples of micro-level 

socialisation factors (Noble & Schewe, 2003; Petroulas et al., 2010; Rindfleisch, 1994; 

Schewe & Meredith, 2004; Schewe & Noble, 2000; Schewe et al., 2000; Schuman & 

Scott, 1989). Next, this study discusses macro and micro socialisation factors that 

influence a generational cohort’s profile. 

 
Figure 2.1: Model of generational influences on consumer socialisation (Rindfleisch, 

1994) 

2.3.1.1 External events  

As discussed in the previous section, this current study refers to macro-level 

socialisation as defining moments or external events experienced by a generational 

cohort’s members. A number of scholars have suggested that external events 

experienced by individuals during their formative years (e.g. age 17-23) affect the 

formation of generational cohort profiles (Kritz & Arsenault, 2006; Mannheim, 1952; 

Noble & Schewe, 2003; Ryder, 1965; Schuman & Scott, 1989). Historical events, 

political ideologies, unrest, social turmoil, economic changes and technological 

innovations are examples of defining moments, and may have occurred at international, 

national and local levels (Mannheim, 1952; Noble & Schewe, 2003; Ryder, 1965; 

Schuman & Scott, 1989). At the international level, more than one country will 

experience and be affected by the external events. For example, in World War II, 

Malaysia was affected due to the invasion by the Japanese. In addition, a number of 

countries were affected and involved in World War II such as the US, Great Britain and 
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New Zealand (e.g. Japanese attacks in Southeast Asia and the bombing of Pearl 

Harbour).  

In contrast, countries may have different national-level defining moments since 

only people living in that particular country experienced the events. For instance, 

Malaysia’s Independence Day on 31
st
 of August 1957 was the most remarkable event 

for Malaysians; however, not for other countries (Liu, Lawrence, Ward & Abraham, 

2002). Meanwhile, at the local level, individuals who only lived in a specific area have 

experienced and may be affected by local events rather than national ones. Hence, these 

defining moments may influence a generational cohort profile as well as differentiate 

one generational cohort from another regardless of the levels (Gardiner et al., 2013; 

Petroulas et al., 2010).  

Meanwhile, researchers should consider some factors when identifying defining 

moments that have a direct impact on influencing generational cohort profiles. 

Meredith, Schewe, and Karlovich (2002) suggest identifying external events that give 

directly cause effect to generational cohort members to form a generational cohort. For 

example, Shuman and Scott (1989) found that more than one generational cohort 

recalled World War II and the Vietnam War as the most significant events in the US. 

This study argues that the younger generational cohort probably learned the events 

through media or their family members instead of personally experiencing them since 

both events were famous events and easy for people to recall.  

Similarly, Noble and Schewe (2003) argued that some of the external events are not 

impactful enough to create a generational cohort effect. Their study found that even 

though the external events occurred during the individuals’ coming of age, they were 

not directly involved in the events (e.g. Gulf War, Kosovo War). GCT proposes that 

those individuals who directly experienced the external events during their coming of 

age will have an impact on the formation of generational cohort profiles. Hence, brands 

should categorise generational cohorts carefully and choose external events that directly 

or personally affect the generational cohort since misidentifying the 

external event could lead to a misinterpretation of the consumers’ profiles.  

In addition, unlike the traditional generation segmentation method, a generational 

cohort period is not determined by a length of time (e.g. 20 to 25 years) (Meredith & 
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Schewe, 1994; Motta & Schewe, 2008). It can be shorter or longer than other 

generational cohorts, and does not have a fixed period since it depends on external 

events experienced during the generational cohort’s coming of age (D'Amato & 

Herzfeldt, 2008; Meredith & Schewe, 1994; Meredith, Schewe, & Karlovich, 2002; 

Schewe et al., 2000). For example, the World War II cohort in the US is only six years 

in duration, and the Post War cohort is 18 years (Meredith & Schewe, 1994). In 

contrast, The Post War cohort in Brazil is eight years long, and the next generational 

cohort, “The Optimism” is 12 years (Motta et al., 2002). Therefore, a generational 

cohort’s duration may be varied and it could be different from other generational 

cohorts based on the significant events that they experienced during their formative 

years. 

Several studies discovered that external events have a direct influence on determining of 

a generational cohort’s profile (e.g. values, preferences, attitudes), and this profile 

remains unchanged for a person’s entire life (Motta et al., 2002; Petroulas et al., 2010; 

Rindfleisch, 1994; Schewe & Noble, 2000; Schuman & Scott, 1989). External events 

are capable of creating homogeneity among the generational cohort members, however 

different they are from other generational cohorts (Gardiner et al., 2013; Meredith, 

Schewe, & Karlovich, 2002; Motta et al., 2002; Schuman & Scott, 1989). In this regard, 

each generational cohort member shared similar profiles which were developed based 

on individuals’ experiences during their formative years.  

As such, this current study employs external events as a benchmark for identifying a 

generational cohort. As mentioned earlier, it only selects the external events that have 

had a direct effect on the establishment of generational cohort profiles to avoid 

misinterpretation of the generational cohort. It helps brands to sponsor a social 

sponsorship programme that relates to a generational cohort’s profile. Next, this current 

study discusses the critical period known as the “coming of age” or “formative years” 

mentioned by previous scholars, that has an impact on the formation of a generational 

cohort’s profile.  

Coming of age 

Coming of age or formative years is a crucial period for an individual in the 

establishment of their profiles (e.g. characteristics, preferences, values and attitudes) 
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(Mannheim, 1952; Meredith & Schewe, 1994; Schuman & Scott, 1989). Several 

scholars suggested that an individual’s coming of age occurs from late adolescence and 

early adulthood or during the youth period (Mannheim, 1952; Ryder, 1965; Schuman & 

Scott, 1989). It could be argued that coming of age is a vital period in the development 

of an individual’s profile (e.g. characteristics, attitudes and personal views) (Loroz & 

Helgeson, 2013; Mannheim, 1952; Meredith & Schewe, 1994; Meredith, Schewe, 

Hiam, & Karlovich, 2002)  

Several studies have supported the notion that coming of age is a crucial period in the 

development of an individual’s values. For instance, Schuman and Scott (1989) 

conducted a study on significant events (e.g. national or international events) that 

influenced individuals for the past 50 years. The study demonstrated that the majority of 

significant events recalled by the respondents were from their youth period. For 

example, respondents’ highest recall for World War II was at age 16 to 24 and the 

Vietnam War at age 15 to 27 years. Holbrook and Schindler (1989) investigated how 

the individual’s development of tastes for popular music peaked at a certain age. The 

results showed that the respondents most likely preferred popular music when they were 

aged 23. The study suggests that individuals were inclined to determine 

their popular music during their youth period.  

In addition to the youth period, Holbrook (1993) conducted research on nostalgia 

proneness to determine an individual’s characteristics and preferences. The respondents 

were required to choose their favourite movies. The study found that the older 

respondents tended to choose their favourite movies from their younger years; however, 

young respondents preferred current movies. In supporting the youth period as a crucial 

time for individuals, Marchegiani and Phau (2011) conducted a study to investigate the 

historical nostalgia which occurred between 1960 and 1970 among Gen Y. The study 

found that the historical nostalgia was unlikely to impact the respondents. It might be 

argued that historical nostalgia occurred outside Gen Y’s critical period or formative 

years and they did not personally experience them. The above findings indicate that 

individuals have strong memories of the external events which occurred in their youth 

period (Schuman & Scott, 1989). Hence, this current study believes that the youth 

period is a vital time for individuals to develop their profiles.  



Chapter 2 – Literature review  

 

43  

 

In Generational Cohort Theory (GCT), the consequences of defining moments on 

individuals’ socialisation processes have a greater impact during their youth period 

(Noble et al., 2004). As mentioned earlier, the youth period is a powerful period to 

create individuals’ profiles and the profiles remain unchanged for their entire life (Loroz 

& Helgeson, 2013; Meredith, Schewe, & Karlovich, 2002). Therefore, this current study 

selects 17 to 23 as the coming of age period to identify consumers’ defining moments 

(Schewe & Meredith, 2004; Schewe et al., 2000). This study aims to identify external 

events that occurred during individuals’ coming of age since the period is a vital time in 

shaping consumers’ profiles (Meredith & Schewe, 1994). 

In short, the consumer segmentation in GCT was based on the external events 

encountered by cohort members, and it could be a short or long period depending on the 

events (D'Amato & Herzfeldt, 2008; Meredith & Schewe, 1994; Motta & Schewe, 

2008; Noble & Schewe, 2003). Hence, it is necessary for brands to identify defining 

moments that occurred during consumers’ coming of age since that period is a crucial 

time for the generational cohort to create their profiles (Mannheim, 1952; Meredith & 

Schewe, 1994; Ryder, 1965; Schewe et al., 2000). 

2.3.1.2 Micro-level socialisation  

As discussed earlier, macro-level socialisation is an important determinant of specific 

profiles of a generational cohort; however, micro-level socialisation could contribute to 

a variation in individuals in the same generational cohort (Carlsson & Karlsson, 1970; 

Gardiner et al., 2013; Noble & Schewe, 2003; Petroulas et al., 2010). According to 

Rindfleisch’s model (see Figure 2.1), despite sharing similar external events, micro-

level socialisation processes would have an impact on consumers’ socialisation and 

contribute to the variation of generational cohort members’ profiles (Rindfleisch, 1994). 

Micro-level factors such as family, peer, religion, media and ethnicity are seen as 

an agent that may influence the variation of generational cohort profiles (Noble & 

Schewe, 2003; Rindfleisch, 1994; Shim, Serido, & Barber, 2011).  

A number of studies have reported that micro-level factors have an impact on the 

differences among generational cohort members despite experiencing the external 

events together. Schuman and Scott (1989) demonstrated that gender and ethnic groups 

played a pivotal role in influencing generational cohort effect and collective memory. 
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For example, the study found that the Women's Rights Movement was more likely to be 

mentioned by women than men. In terms of ethnicity, more Black people posited that 

civil rights movements and black assassinations were significant external events than 

Whites.  

Ethnic differences also contribute to the collective memory of a variety of individuals’ 

(Schuman & Scott, 1989). For example, Jewish people were more affected than other 

ethnic groups by the assassination of Yitzhak Rabin, the Prime Minister of Israel  

(Noble et al., 2004). Rindfleisch (1994) pointed out that social class also led to 

differences among generational cohort effects. For instance, despite being in the same 

generational cohort, US Baby Boomer members had different perceptions towards the 

Vietnam War. Baby Boomers who served as soldiers supported the 

government action in Vietnam. On the other hand, upper middle-class people opposed 

the government policy in the Vietnam War.  

In spite of the Racial Riot in 1969 being a memorable event for Malaysians, Liu et al. 

(2002) demonstrated that the respondents’ ranking of the importance of the historical 

event varied among ethnic groups. Hence, the above evidence clearly showed that 

micro-level socialisation processes (e.g. ethnicity, social class) were able to influence a 

generational cohort even though it experienced similar external events. 

Meanwhile, Noble and Schewe (2003) have argued that the impact of external events 

alone is inadequate for creating a distinctive generational cohort effect for an 

individual. They asserted that micro-level socialisation should be taken into account in 

the determination of the generational cohort effect since it has an impact on the 

generational cohort creation. In supporting this notion, Gardiner et al. (2013) found that 

external events alone were not enough to determine generational cohort profiles. The 

study proposed that even though external events were useful for identifying generational 

cohort gaps, micro socialisation processes could be important in influencing 

generational cohort effect.  

As discussed above, the current study believes that different socialisation processes at 

the micro-level provide a different effect among generational cohort members despite 

being in the same generational cohort, especially in a Malaysian context. Malaysia is a 

multicultural country with a diverse ethnic mix (Ridhwan  Fontaine et al., 2002). 
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Therefore, this current study assumes that ethnicity could influence variation in a 

generational cohort’s profiles despite being in the same generational cohort and sharing 

similar external events. In this regard, this current study chooses ethnicity as a micro-

level factor in the individual’s socialisation process.  

In conclusion, the generational cohort members’ ethnicity might influence the degree of 

self-congruity on a social sponsorship in spite of being in the same generational cohort. 

Generational cohort members will probably have different degrees of self-congruity on 

a social sponsorship because of the micro-level socialisation processes experienced by 

them.  

Ethnic Marketing  

As discussed earlier, micro socialisation processes influence generational cohorts’ 

characteristics, values and attitudes along with external events (Gardiner et al., 2013; 

Noble & Schewe, 2003; Petroulas et al., 2010; Rindfleisch, 1994; Schuman & Scott, 

1989). In this regard, the current study chooses ethnicity as a micro socialisation 

process. The study examines the influence of ethnicity on consumers’ self-congruity 

towards a social sponsorship programme in Malaysia.  

Ethnic marketing refers to marketing communication elements (e.g. advertisements, 

sales promotion and sponsorship) that are used by a brand for a targeted ethnic group 

(Holland & Gentry, 1999). The brand embeds its marketing communications that are 

congruent with ethnic elements in order to attract or influence a target ethnic group (e.g. 

language, cultural attributes, spokesperson or brand ambassador, music and art) (de 

Run, 2007; Holland & Gentry, 1999). Hence, ethnic marketing has received growing 

interest among researchers as an important strategy to target specific consumers  (Cui, 

2001).  

Several studies show that the implementation of marketing activities targeted at ethnic 

group yields positive results. Forehand and Deshpande (2001) revealed that despite 

being in the same age group (university students), respondents responded differently 

towards advertisements related to their ethnic groups (e.g. Asian and Caucasian). For 

example, Asian respondents had a higher ethnic identification than Caucasian.  In the 

same vein, Appiah and Liu (2009) illustrated the differences between young Chinese 
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and White respondents towards advertisements; high and low culturally-embedded 

advertisements. The Chinese respondents showed a more favourable attitude to high 

Chinese culturally-embedded advertisements than low culturally-embedded ones in 

contrast to the White respondents.   

Meanwhile, Chattaraman, Rudd, and Lennon (2009) conducted a study comparing 

Hispanic and mainstream product cultures among young Hispanics. The study found 

that the young Hispanic respondents had a more positive attitude towards the product 

related to their culture than to a mainstream product. The study indicated that ethnic 

group (e.g. culture) played an important part in terms of product evaluation. Hence, the 

current study believes that each ethnic group has its preferences in terms of 

advertisements, products and brands.       

As previously mentioned, Malaysia is a country with a multi-ethnic population with a 

diverse cultural background (Westwood & Everett, 1996) and plural society (Ridhwan  

Fontaine et al., 2002). The Malaysian population is diversified in terms of ethnicity, 

religion, language, culture and economic interests despite living in the same country 

(Milner, 1991). Therefore, ethnic groups in Malaysia are not integrated and they 

socialise in different settings, especially older generational cohorts (e.g. the end of 

colonial era, post-independence).   

In respect to the Malaysian context, several studies have addressed targeted and non-

targeted advertisements by comparing ethnic groups (e.g. Malay and Chinese). 

Malaysian consumers responded more favourably to advertisement, brand, and intention 

to purchase for advertisements specifically targeted to their ethnic group compared with 

non-targeted advertisements (Butt & de Run, 2011; Butt & Run, 2012; de Run, 2007). 

These studies indicated that the influence of ethnic groups on consumers’ perception of 

advertisements led consumers to be inclined to react positively towards advertisements 

congruent with their own culture.  

As discussed above, ethnicity seems to be an important factor to take into consideration 

as a micro socialisation process in this current study. Socialisation processes at the 

micro-level will probably provide a different effect among generational cohort members 

even within the same generational cohort (Rindfleisch, 1994). Since Malaysia has a 

multi-ethnic community as well as a plural society (Ridhwan  Fontaine et al., 2002), this 
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current study chooses ethnicity as a micro-level socialisation agent in the individual’s 

socialisation processes  (Schuman & Scott, 1989). 

2.3.2 The need to identify generational cohorts in different countries 

This section discusses why generational cohort profiles (e.g. characteristics, attitudes 

and behaviours) differ from one country to another. As discussed in Section 2.3.1.1, 

there are three levels of external events: international, national and local level. 

Generational cohort effect might differ from one country to another since individuals 

experienced different types of external events, are in different locations and belong to 

different cultures (Schewe et al., 2013). Socialisation processes experienced by 

individuals will probably distinguish their values and characteristics even though they 

share a similar context culture (e.g. western culture), religion and external events 

(Usunier, 1996).  

Several studies have shown that there are differences in generational cohort effect 

among different countries. Schewe and Meredith (2004) investigated the external events 

for generational cohorts comparing three countries (i.e. the US, Brazil, and Russia). The 

study found differences in terms of significant external events cited by the respondents. 

For example, World War II was a remarkable event for the American and Russian 

respondents; however, the event was not powerful enough to influence Brazilian 

respondents. The study suggested that people in both the U.S. and Russia had a direct 

experience with the event. Those affected by the war might have had an unpleasant 

experience and have experienced scarcity in terms of economy, security and freedom. 

Hence, these experiences influenced the U.S. and Russian cohorts and shaped their 

cohort profiles, but were insufficient for creating a generational cohort effect for 

Brazilians.   

Schewe et al. (2013) conducted a study on Gen Y’s values by making a comparison of 

three countries: the U.S, New Zealand, and Sweden. The study found that there was a 

similarity between the U.S. and New Zealand. In contrast, the study found a huge 

difference in term of values between U.S. and Swedish respondents. The study 

suggested that the national cultural differences might contribute to the similarity and 

differences between the U.S. and Swedish respondents. Cultural differences have an 

influence on generational cohort effect even in the same age group. Hence, identifying 
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generational cohort is important since a different country might have a different culture 

and generational cohort effect.  

Fam, Waller, and Erdogan (2004) examined consumers’ attitudes towards controversial 

advertising across six countries (e.g. Turkey, Malaysia, China, Taiwan, Britain, and 

New Zealand). The study found that the respondents had differences in attitude towards 

controversial advertising in spite of sharing the same age group and education level (e.g. 

Gen Y, college students). Hence, the study suggested that generational cohorts’ attitudes 

varied across the countries and other factors (e.g. culture, religion, or socialisation 

processes) could contribute to the generational cohort effect. Moreover, Waller, Fam, 

and Erdogan (2005) discovered that the respondents from Malaysia and Turkey differed 

in terms of perceptions and views on attitudes towards controversial products and 

advertisements. Despite the majority of the population being Muslim, both samples 

perceived advertisements and products differently. For example, Turkish respondents 

perceived gambling and alcohol as highly offensive but this view was contradicted in 

Malaysian samples. It could be argued that Malaysia is a multi-ethnic country and more 

tolerant in order to maintain social and cultural understanding. In Malaysia, advertisers 

are allowed to promote gambling and alcohol in Chinese, English, and Tamil 

newspapers and magazines to cater for the non-Muslim market (Waller & Fam, 2000). 

The study indicated that socialisation processes might influence individuals’ attitudes in 

spite of having the same religion. Individuals who have the same religion, but differ in 

their environment of socialisation (e.g. different country or different external events) 

will probably be distinctly different in their generational cohort profiles.   

The above studies indicated that each country has a unique socialisation process despite 

experiencing  similar external events, socioeconomics, culture, geography, religion, and 

politics (Schewe & Meredith, 2004). As mentioned earlier, consumers should be in the 

same country and experience similar external events during their coming of age in order 

to have a similar generational cohort effect, (Mannheim, 1952; Ryder, 1965; Schuman 

& Scott, 1989). Therefore, identifying generational cohorts’ profiles (e.g. values, 

attitudes, and characteristics) in a particular country is pivotal in consumer 

segmentation. It is useful for brands to understand and develop marketing strategies 

streamlined with their target generational cohort. 
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2.3.3 Generational cohorts in Malaysia  

GCT states that individuals are inclined to be influenced by external events (e.g. 

historical, political, economic, and technological) which occurred during their formative 

years. The external events established generational cohorts’ profiles (e.g. characteristics, 

values, attitudes, and behaviours) (Mannheim, 1952; Meredith & Schewe, 1994; 

Meredith, Schewe, & Karlovich, 2002; Noble & Schewe, 2003). This current study 

identifies the significant external events that occurred in Malaysia, and contributed to 

the establishment of generational cohorts’ profiles during their coming of age (Schewe 

& Meredith, 2004; Schewe et al., 2000).   

This study focuses on Malaysia as a developing country context. Malaysia is a multi-

ethnic country with a diverse cultural background (Westwood & Everett, 1996). It also 

has a heterogeneous and plural society (Ridhwan  Fontaine et al., 2002). Furnivall 

(1948) defined plural society as “characterised by ethnic groups who live under one 

political unit (a country), but are not integrated, while every ethnic group has its 

language, culture, religion, values, thinking, and way of life” (Cited in Jali, 2003, p. 

163).   Moreover, Milner (1991) states that the Malaysian population is diversified by 

ethnicities, religions, languages, cultures, and economic interests despite living in one 

and the same country. In fact, the Malaysian population  is divided by geographic 

separation (e.g. Chinese in towns, Malays in villages), recognition of ethnicity by 

employment (e.g. Malays in agriculture, Chinese in mining), social contact (e.g. ethnic-

based school or education), and culture (Jali, 2003).  

A number of studies have explored generational cohorts in Malaysia (e.g. Choong, Ong, 

& Moschis, 2013; de Run & Ting, 2013; Fon Sim Ong, J. Philip Kitchen, & Jama, 

2008; Moschis & Ong, 2012; Ting & De Run, 2012; Ting & de Run, 2013; Ting, Run, 

& Fam, 2012); nevertheless, there is still a scarcity of research in GCT (Ting & De Run, 

2012), especially in identifying generational cohorts in Malaysia. Recently there were 

studies done to identify generational cohorts in Malaysia (e.g. de Run & Ting, 2013; 

Ting et al., 2012), however, these studies mainly focused on Sarawak, one state in 

Malaysia. Even in the same country, different settings or locations might influence a 

generational cohort effect. Previous studies showed the differences of generational 

cohort effect despite being in the same country (Elliott & Tam, 2014; Fam et al., 2008; 

Lin & Wang, 2010). Therefore, this current study believes that identifying and 



Chapter 2 – Literature review  

 

50  

 

validating generational cohorts’ external events is important to segment consumers, 

especially in Malaysia since this current study aims to conduct the study in the western 

part of Malaysia and not only one state.     

Based on the literature reviews related to Malaysian history and past events (Appendix 

2.1), this current study has identified five generational cohorts in Malaysia (see Table 

2.1). In spite of discovering five generational cohorts in Malaysia; the study only 

focuses on two cohorts: namely, Boomers and Gen Y. The reason the current study 

chose Gen Y is that it has a larger representation in Malaysia’s than the other cohorts 

(Department of Statistics Malaysia, 2010, 2012). Meanwhile, most of the Boomers are 

established in their careers and incomes, and probably hold higher positions in an 

organisation than Gen Y. Thus, it helps brands to engage with a social sponsorship 

programme (e.g. event, brand, and media) congruent with both generational cohorts’ 

profiles. Next, the current study explores generational cohort studies in various 

marketing contexts. 
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Table 2.1: Generational cohorts in Malaysia 

Generational cohort External events Profiles 

1. The end of colonial era 

 Born : 1924 to 1940 

 Coming of age:  1941 to 

1957 

 Current age 74 to 90 

(2014) 

 World War II, Japanese 

occupation 

 Malayan Union  

 The Malaysian emergency 

 The first general election in 

Malaysia 

 The Malaysian 

Independence Day 

 

 Depression, scarcity of 

resources (e.g. food), safety 

and security concern 

 Obedient follower and 

embrace with "command and 

conquer” 

 Independence of spirit and 

more nationalism than other 

cohorts 

2. The post-independent 

cohort 

 Born : 1941 to 1952 

 Coming of age:  1958 to 

1969 

 Current age 62 to 73 

(2014) 

 Confrontation between 

Malaysia, Indonesia and 

Philippines,  

 The formation of Malaysia  

 The separation of Singapore 

from Malaysia 

 Racial Riot in 1969 

 Frustration – the failure of 

economic plans and 

government policy 

 Deprivation/poverty,  

 Scepticism,  

 Communalism/racism,  

 Prejudiced. 

3. Boomers 

 Born : 1953 to 1963 

 Coming of age:  1970 to 

1981 

 Current age 51 to 61 

(2014) 

 New Economic Policy 

(NEP)  

 National Ideology 

 conformity/unity 

 stability 

 economic growth 

 national unity 

 stereotyping 

 discrimination 

 unfair treatment 

4. Generation X  

 Born : 1964 to 1979 

 Coming of age:  1981 to 

1997 

 Current age 35 to 50 

(2014) 

 First national car  

 Privatization policy 

 Vision 2020 

 Look east policy 

 “Lalang” operation 

 Economic bloom 

 Work hard – Japanese and 

Korean work culture 

 Forced to obey the government 

- autocratic  

5. Generation Y 

 Born : 1980 to 1994 

 Coming of age:  1997 

until recent 

 Current age 20 to 34 

(2014) 

 

 

 advent of the Internet  

 Financial crisis 

 Malaysian Deputy Prime 

Minister expelled  

 Reform movement 

 Coalition for Clean and Fair 

Elections (BERSIH) 

demonstration  

 2008 General Election 

 1Malaysia concept    

 Democracy/human right  

 Digital native 

 Educated  

 Ethnic tolerance & accepting 

diversity 

 Freedom  

 Information savvy 

 Knowledgeable society 

 Transparent & integrity 

2.3.4 Generational cohort studies in marketing  

This section discusses generational cohort studies comparing different generational 

cohorts. Several studies found that the generational cohort is a more efficient and 

reliable method for segmenting consumers than traditional methods (e.g. demographic 

variables, cross-sectional) especially in a marketing context (Eastman & Liu, 2012; 

Loroz & Helgeson, 2013; Rentz & Reynolds, 1991; Rentz et al., 1983; Schewe et al., 

2000).  
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For instance, in consumer consumption, Rentz et al. (1983) discovered the influence of 

cohort effect on consumer behaviour. Based on 1979 data, consumers aged 20-29 were 

more frequent drinkers of Coca-Cola. The study found that those generational cohort 

members, who had a high intake of Coca-Cola at a young age still continued a similar 

consumption pattern as they grew older. Hence, the study suggested that consumers 

who preferred the brand during their young adulthood were still loyally consuming the 

brand in the later age.  

Rentz and Reynolds (1991)  conducted a study focusing on coffee consumption in the 

U.S. Based on a cross-sectional analysis, the study anticipated that coffee consumption 

for the younger generation in 1980 might have a similar pattern to the next generation in 

1989. Surprisingly, the actual data revealed that young consumers in 1989 consumed 

less coffee than the previous generation (i.e. 1980). In contrast, despite moving to a later 

age, the study showed that young consumers in 1980 had a similar consumption pattern 

for coffee consumption to their younger age group. The above studies highlighted a 

disadvantage of cross-sectional analysis in determining the sample, since the 

generational cohort members were likely to continue their consumption pattern in their 

later stage. On the other hand, the young generational cohort who replaces the older 

cohort will probably not have the same consumption pattern as the older one.  

Dittmar (2005) showed the differences between generational cohorts in compulsive 

buying among three age groups. The study found that the young respondents had a 

higher degree of compulsive buying behaviour than the older respondents. In addition, 

the young cohort also had a more materialistic value than the older generational cohort. 

Additionally, Pentecost and Andrews (2010) found differences in consumers’ 

purchasing frequency, expenditure, fashion consciousness, attitudes, and impulsive 

buying across four generational cohorts. For instance, Gen Y respondents were reported 

to purchase more frequently than previous generational cohorts.   

Eastman and Liu (2012) noticed differences in status consumption across three 

generational cohorts: Baby Boomers, Generation X, and Generation Y. Gen Y 

respondents had higher status consumption as compared to the two previous 

generational cohorts. The study further indicated that relationships between generational 

cohorts and status consumption were not affected by demographic variables (gender, 
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income, and education). The study postulated that the generational cohort is the most 

useful method for determining the consumer’s consumption. 

In regards to controversial advertising, Fam et al. (2008) discovered  differences in 

levels of offence caused by controversial products among three generational cohorts in 

China (Red Generation, Cultural Revolution Generation, and Gen Y). The older 

respondents showed a high level of offence than younger cohorts when it came to 

attitudes towards controversial products (e.g. sex-related products). The study argued 

that external events experienced by the generational cohort members had an impact on 

their attitudes towards controversial advertising.  

In terms of tourism marketing, Pennington-Gray, Kerstetter, and Warnick (2002) stated 

that generational cohort segmentation was an effective way to determine tourist 

behaviour. The study argued that each generation cohort had different preferences on 

the travelling patterns (e.g. younger cohorts favoured worldwide vacations more than 

the older generation). This study believes that generational cohort analysis is a proven 

method to forecast travellers’ behaviour because characteristics and preferences of 

travellers derive from the experience of external events occurring during their young 

adulthood.   

Pennington-Gray et al. (2003) examined travel behaviour among the four generational 

cohorts (GI Generation, Silent generation, Baby Boomers Generation, and Gen X). The 

study found that there were differences across generational cohorts in terms of travel 

behaviour. Baby Boomers and Gen X were more interested in nature-based tourism than 

older generational cohorts. On the other hand, the Silent cohort favoured a higher 

quality of accommodation more than other generational cohorts. The study argued that 

the Silent cohort experienced an economic boom during their coming of age, and the 

event affected their travel behaviour. The study suggested that brands were required to 

provide products or services that were congruent with target travellers’ preferences. 

Thus, brands needed to understand and identify generational cohort characteristics and 

provide services or products tailored to consumers’ preferences.  

Recently, Gardiner et al. (2013) discovered that external events were a useful method 

for determining generational cohort and creating the “generation gap”. The study argued 

that the external events themselves were insufficient for affecting generational cohort 
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behaviour in travel decision making. This study believes that cohort effect is unique and 

different across the generational cohorts; however, other factors might need to be 

considered in order to determine travel decision making (e.g. micro socialisation).  

In the Malaysian context, a number of studies showed that the differences among 

generational cohort profiles contributed to the differences in the attitudes towards 

advertising, well-being, materialism, consumer preferences, and consumption (e.g. 

Choong et al., 2013; de Run & Ting, 2013; Fon Sim Ong et al., 2008; Moschis & Ong, 

2012; Ting & De Run, 2012; Ting & de Run, 2013; Ting et al., 2012). Hence, the 

current study believes that external events have an impact on Malaysian consumers as 

suggested in the previous studies. 

As discussed above, it may be concluded that there are many reasons (e.g. reliable and 

efficient) to consider segmenting consumers using generational cohort analysis 

(Eastman & Liu, 2012; Loroz & Helgeson, 2013; Rentz & Reynolds, 1991; Rentz et al., 

1983; Schewe et al., 2000). Through GCT, brands can identify consumer profiles based 

on the external events experienced during their coming of age. This is because these 

experiences are useful in the establishment of consumers’ profiles, and will remain 

unchanged through their entire lives (Meredith, Schewe, & Karlovich, 2002; Parment, 

2013; Schewe & Noble, 2000; Schuman & Scott, 1989).  

In spite of the advantages of using generational cohort as a consumer segmentation, 

there is still a lack of study in the use GCT in comparing different generational cohorts 

in a social sponsorship and developing country context (Bal et al., 2010; Laufer et al., 

2010; Pentecost & Andrews, 2010), especially for multi-ethnic countries like Malaysia. 

Segmenting consumers using generational cohort profiles (e.g. characteristics, values) 

enables brands to develop marketing and communication activities that are congruent 

with their target consumers (Noble & Schewe, 2003). In terms of social sponsorship, 

brands might consider associating themselves with events and media congruent with 

their consumers' profiles in order to achieve sponsorship objectives.   

2.3.5 Generational cohort and type of event congruence  

This current study employed GCT to segment its respondents. Briefly, GCT proposed 

that individuals in the same generational cohort have common profiles (e.g. values, 
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characteristics, and preferences) since they experienced similar socialisation processes 

together (e.g. external events) (Mannheim, 1952; Noble & Schewe, 2003; Ryder, 1965) 

(see Section 2.3). Hence, the level of congruence on a type of event may be different 

since each generational cohort has a different profile and is distinct from others.  

Previous studies found that identifying and segmenting consumers’ profiles had a 

positive impact on consumers’ responses in social sponsorship (Cui et al., 2003; 

Hyllegarda et al., 2011; Lee et al., 2012). Yavas, Woodbridge, Ashill, and Krisjanous 

(2007), found Tweeners (aged 10-12) perceived an animal cause more favourably than 

social and humanitarian causes. They suggested that brands should consider sponsoring 

animal causes if their target consumers are Tweeners. Meanwhile, Cui et al. (2003) 

found that Gen Y showed differences in regard to the type of cause. For instance, Gen Y 

consumers had a more positive support of events related to disasters (vs. ongoing 

causes), non-transactional-based (vs. transactional-based), and long-term events (vs. 

short-term). Respondents tended to perceive more purchase intention for brands 

involved in an event that was congruent with them (e.g. disaster, non-transactional 

based).  

Also, Hyllegarda et al. (2011) examined the influences of gender, type of cause, amount 

of charitable support, and message appeal impact on attitudes and purchase intention 

among Gen Y. Likewise, Lii et al. (2013) found that the more Gen Y perceived their 

psychological distance (i.e. social and spatial distance) of social responsibility activities 

related to them, the higher their attitude towards brand and campaign credibility. 

In the meantime, Gen Ys are more socially conscious and environmentally aware, and 

more in favour to events related to social causes, education, poverty, and the 

environment (Cone Inc., 2006; Hyllegarda et al., 2011; Meredith, Schewe, & Karlovich, 

2002). On the other hand, Boomers would likely prefer events associated with health 

and religious causes (Loroz, 2006; Loroz & Helgeson, 2013; Noble et al., 2004). 

Despite that, Reisenwitz and Iyer (2009) found that Gen Y and previous generational 

cohorts have an equivalent degree of volunteerism on social causes. As such, it could be 

useful for sponsors to identify the event and tailor with the event campaign that has a 

high congruence with target consumers to attain positive responses.  
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As discussed above, a number of studies suggested that identifying and segmenting 

consumers based on their characteristics had a positive impact on consumers’ responses 

in social sponsorship (Cui et al., 2003; Hyllegarda et al., 2011; Lee et al., 2012). 

However, most of the studies focused only on one specific generational cohort, namely 

the young generation. There is a need for a study to investigate how older generational 

cohorts respond to events (Cui et al., 2003; Laufer et al., 2010) since the differences in 

generational cohorts’ profiles may affect outcomes. It could be argued that each 

generational cohort has a unique profile, and comparing different generational cohorts 

would foster a better understanding in a social sponsorship context. Hence, the lack of 

studies on the comparison between generational cohorts in a social sponsorship context 

motivates this study to address this limitation.  

2.3.6 Relationship between generational cohort theory and self-congruity in 

social sponsorship  

As discussed earlier, segmenting consumers based on a Generational Cohort theory 

(GCT) approach will likely assist a brand to identify consumers’ self-congruity with an 

event, brand, and media. Section 2.2.1 discusses four types of self-congruity (i.e. actual, 

ideal, social, and ideal social), however, this current study chooses an actual self-

congruity (how the consumer views him or herself) as an evaluation of a social 

sponsorship programme. The main reason to choosing actual self-congruity was the use 

of GCT as a benchmark to identify consumers’ profiles. According to the theory, 

generational cohorts’ profiles were shaped through the experience of the external events 

that occurred during individuals’ coming of age (Howe & Strauss, 2000; Mannheim, 

1952; Meredith & Schewe, 1994; Noble & Schewe, 2003).  

The actual self-congruity is relevant in this study because consumers experienced the 

external events personally and this can have a direct effect on perceptions of self-

congruity (Meredith, Schewe, & Karlovich, 2002). It is therefore crucial to identify the 

generational cohorts’ profiles since the actual self-congruity reflects personal 

experiences and the individual perceives herself or himself in relation to a social 

sponsorship. Based on the discussion, the current study chooses the consumer’s actual 

self-congruity as an evaluation of a social sponsorship.  
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Meanwhile, Sirgy et al. (2008) suggested that brands need to identify consumers’ 

characteristics before becoming involved in sponsorship. Using generational cohorts as 

a basis for segmenting consumers enables brands to choose social sponsorship activities 

congruent with their target consumers. Consequently, brands may be capable of 

identifying the consumer profiles (e.g. characteristics, values, attitudes) that exist in 

generational cohorts. Then brands can engage in the social sponsorship activities 

congruent with the generational cohort’s self-congruity to achieve their sponsorship 

objectives. 

A number of studies employed GCT and self-congruity in one study. For example, 

Carpenter, Moore, Doherty, and Alexander (2012) conducted a study comparing two 

generational cohorts (i.e. Gen Y and Silent Generation) on the acculturation of global 

consumer culture. The study found that there were significant differences between both 

generational cohorts in regards to self-identification with global consumer culture and 

multinational corporations (MNCs). The study indicated that more Gen Y preferred 

global culture and MNC than the older generations. Recently, Gardiner et al. (2013) 

explored the uses of self-congruity theory in the understanding of generational cohorts’ 

identities among Boomers, Gen X, and Gen Y. The study found that self-congruity 

theory was useful for identifying generational cohorts’ profiles, especially those of older 

generational cohort respondents (e.g. Boomers).  

Despite that, the segmentation of consumers using both GCT and self-congruity theory 

in one study is still inadequate (Gardiner et al., 2013), especially in a social sponsorship 

context. Previous studies on GCT mainly focused on descriptive rather than theoretical 

underpinnings (Lyons & Kuron, 2014). In the same vein, Quester et al. (2013) 

suggested conducting research to identify the antecedents of self-congruity, especially 

in social sponsorship. It could be argued that the use of both theories will further extend 

our knowledge of social sponsorship. For example, generational cohort profiles and 

self-congruity are helpful in identifying social sponsorship that are congruent with 

target consumers. Hence, it motivates this current study to conduct a study integrating 

GCT and self-congruity in a social sponsorship context. Moreover, the current study 

attempts to conduct research using GCT and self-congruity theory collectively in order 

to segment consumers, especially in a social sponsorship context. 
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Furthermore, this current study focuses on the differences of how generational cohorts 

perceived their self-congruity, especially in a social sponsorship context. In this regard, 

this study believes that GCT is useful in discovering generational cohort profiles that 

have more congruence with a social sponsorship (i.e. event, brand, and media).  

2.4 Chapter summary 

This chapter has reviewed three main sections in this study. As discussed earlier, this 

study integrates two theories (Self-Congruity and GCT) in a social sponsorship context. 

Based on GCT, this study identified five generational cohorts in Malaysia, and each 

generational cohort has a unique profile (e.g. characteristics, values, and behaviours). 

Self-Congruity Theory is employed to explain the relationship between generational 

cohorts’ profiles and a social sponsorship programme (i.e. event, brand, and media). As 

mentioned earlier, self-congruity is described as the more consumers perceive a social 

sponsorship to be similar to their own profiles, the greater the possibility of exhibiting a 

positive response (e.g. attitudes, loyalty) (Escalas & Bettman, 2005; Sirgy et al., 2008). 

Hence, it could be useful for brands to identify their target generational cohorts’ profiles 

since different generational cohorts have different profiles that may contribute to 

different responses on a social sponsorship.  

Based on the literature on social sponsorship, Self-Congruity Theory and GCT, this 

current study identified a number of gaps that need to be addressed. For instance, this 

current study aims to address the gap in and contribute to the social sponsorship 

literature in the developing countries’ context (i.e. Malaysia) by comparing different 

generational cohorts. In terms of Self-Congruity Theory, this current study intends to 

extend the uses of the theory in social sponsorship. It also aims to address consumers’ 

self-congruity with events and brands by comparing generational cohorts.  

From a GCT perspective, this current study aims to explore the use of GCT in 

comparing different generational cohorts in a social sponsorship and a developing 

country context, especially in a multi-ethnic society. In multi-ethnic societies, ethnicity 

might have an impact on generational cohort profile despite members experiencing 

similar external events. Hence, this study aims to empirically test the influence of 

ethnicity in a social sponsorship context. The next chapter explores the development of 
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a conceptual model and outlines hypotheses based on the literature review presented in 

Chapter 2.   
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CHAPTER 3 CONCEPTUAL MODEL AND 

HYPOTHESIS DEVELOPMENT 

This chapter describes the development of the conceptual model based on the literature 

review discussed in Chapter 2. It begins with a brief overview of the theories 

underpinning this study (i.e. generational cohort theory and self-congruity) and 

develops a conceptual model for social sponsorship (see Figure 3.3). 

Next, this chapter discusses the hypotheses expected to emerge from the conceptual 

model relating to two theories in a social sponsorship context. Firstly, it begins with a 

generational cohort’s congruity with a social sponsorship programme that includes 

event, brand, and media. Secondly, it discusses the level of the generational cohort’s 

congruity with the social sponsorship programme that affects the generational cohort’s 

attitude towards sponsorship and brand loyalty. Later, this chapter explores the 

influence of ethnicity in affecting the social sponsorship programme, attitude towards 

sponsorship and brand loyalty. Finally, it discloses the final conceptual model that was 

tested in this study (see Figure 3.3). 
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3.1 Overview 

As discussed in Chapter 2, the development of hypotheses and conceptual model 

derives from two theories: Generational Cohort Theory (GCT) and Self-Congruity 

Theory. A review of the literature found that there is a lack of empirical studies that 

employ both theories (i.e. GCT and self-congruity) in one study (Gardiner et al., 2013), 

especially in a social sponsorship context, comparing different generational cohorts (Cui 

et al., 2003; Laufer et al., 2010).   

Self-congruity proposes that the more individuals perceive their self-concept 

congruence with brand, product, store, and event image, the higher the possibility of the 

individuals’ self-congruity (Johar & Sirgy, 1991; Kressmann et al., 2006; Sirgy, 1985; 

Sirgy et al., 2008). In Section 2.2.1, four types of self-congruity were discussed: actual, 

ideal, social, ideal social. Nonetheless, this study chooses to employ actual self-

congruity since it reflects the actual personal experience that influences generational 

cohorts’ profiles (Meredith, Schewe, & Karlovich, 2002).  

On the other hand, GCT  argues that a group of people who are born in the same period, 

live in the same location, and experience similar external events during their formative 

years (e.g. 17-23 age) tend to have a common generational cohort profile (e.g. 

characteristics, values, and preferences) (Mannheim, 1952; Ryder, 1965; Schewe & 

Meredith, 2004; Schewe et al., 2000; Schuman & Scott, 1989). GCT is useful  in 

identifying and segmenting consumers’ profiles (e.g. characteristics, values), and  it is 

proven  to be a more efficient and reliable segmentation method  compared to the other 

methods (e.g. demographic, cross-sectional) (Eastman & Liu, 2012; Loroz & Helgeson, 

2013; Rentz & Reynolds, 1991; Rentz et al., 1983). As discussed before, each 

generational cohort has its own profile since the people experienced different external 

events and socialisation processes during their formative years. With regards to a 

generational cohort’s self-congruity, the current study anticipates that Boomers and Gen 

Y will have a different degree of congruity with a social sponsorship programme (e.g. 

event, brand, and media) since both generational cohorts experienced different external 

events that affected their profiles (see Section 2.3.3 and Table 2.1). 

As discussed in an earlier chapter, this study focuses on Malaysia, a developing country 

(see Section 2.3.3), since Malaysia is a country of multi-ethnic people with diverse 
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cultural backgrounds (Westwood & Everett, 1996). As a result, the current study 

assumes that ethnicity plays an important role in determining social sponsorship 

responses among generational cohorts (i.e. Boomers; Gen Y) in Malaysia. The details of 

the proposed hypotheses are discussed in this chapter.  

Social sponsorship programme 

In the social sponsorship context, cooperation between a brand and an event could have 

a positive or negative effect since consumers have their own perception of each party. It 

depends on the consumer's perception of the social sponsorship alliance (i.e. event, 

brand, and type of media). This study uses the term social sponsorship programmes to 

refer to social sponsorship activities that consist of an event, brand or type of media.  

3.2 Generational cohort and event 

Several studies had discovered differences in generational cohort congruity in terms of 

social causes or events. Gupta and Pirsch (2006) discovered some significant 

differences across generational cohorts on event congruence. However, the study 

revealed insignificant differences in the same generational cohort. It could be argued 

that each cohort has its own event preferences that might differ from other generational 

cohorts (Cone Inc., 2006; Hyllegarda et al., 2011; Meredith, Schewe, & Karlovich, 

2002; Yavas et al., 2007). Consumers have more congruence with events that are 

personally relevant to their self-congruity (Grau & Folse, 2007) and consistent with the 

objectives of consumers (Robinson et al., 2012).   

Events proximity or geographical distance could play an important role from a 

consumer’s point of view. The previous studies discussed how cause proximity 

influenced consumers’ perception towards the events. Most of the studies comprised of 

cause support for local vs. non-local settings (e.g. local, national, and international). 

There were mixed findings on consumers’ congruity with cause proximity. A number of 

studies revealed that there were no significant differences between local and non-local 

causes (Anuar & Mohamad, 2011; Cui et al., 2003; La Ferle et al., 2013; Ross, 

Patterson, & Stutts, 1992). 

While some studies show no significant difference, these studies did find differences on 

cause proximity (Grau & Folse, 2007; Kim, Oh, & Thorson, 2014; Lii et al., 2013; 
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Vanhamme et al., 2012). For instance, Grau and Folse (2007) found that the less 

involved respondents were significantly congruent with local events, however, there 

were no statistical differences between local and non-local events for the more involved 

respondents. Vanhamme et al. (2012) claimed that consumers perceive a more positive 

image of cause identification for a local cause, whereas, they perceive a more corporate 

image of an international cause as compared to a local cause. Gen Y in Taiwan showed 

a greater attitude towards national causes as compared to international causes (Lii et al., 

2013). Adult respondents in the U.S. perceived more favourable attitudes towards local 

causes as compared to non-local causes; however, Gen Y perceived no significant 

difference in both causes (Kim et. al., 2014).  

As discussed above, the previous studies have extensively focused on local and non-

local cause proximity. However, there were some recommendations made to investigate 

causes that are more specific, accurate, and closer to the target consumers rather than 

making comparisons between local and non-local causes (Cui et al., 2003; La Ferle et 

al., 2013). As a result, this current study introduces the concept of ethnicity by 

comparing local ethnicity causes and international causes since Malaysia is a multi-

racial country, and each ethnicity has its own uniqueness.  

In Chapter 2, it is mentioned that generational cohort profiles (e.g. characteristics) differ 

among Gen Y and Boomer since both generational cohorts experienced different 

external events. Hence, this might result in both generational cohorts having a different 

degree of congruity on events. The Internet is one of the significant events contributing 

to the Gen Y’s profiles (values) in Malaysia. It can be argued that Gen Y is a Digital 

Native generation as they grew up with the Internet (Prensky, 2001), and were exposed 

to international media (Fam et al., 2008). Gen Y is more concerned  with global issues 

(e.g. poverty, environmental, human rights) since they experienced globalisation (Bucic 

et al., 2012). Tamam, Tien, Idris, and Hamzah (2006)  discovered that Gen Y has a 

higher level of ethnic tolerance, cultural knowledge, ethnic rights, and positive attitudes 

towards inter-ethnic relations than the boomer generation. A greater number of Gen Y 

members receive a higher level of education than the previous generational cohorts 

(Ministry of Higher Education Malaysia, 2007, 2009, 2010). Thus, this could have led 

Gen Y to be more exposed to a multi-ethnic environment as a consequence of a longer 

time with formal education (e.g. kindergarten, school and college or university).   
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On the other hand, Malaysian Boomers experienced a significant external event during 

their coming of age (i.e. the New Economic Plan policy introduced by the Malaysian 

government to reduce economic disparity among ethnicities). As compared to Gen Y, 

Boomers are still concerned about their ethnicity as a result of the policy. Hence, this 

current study assumes that Boomers will have more congruence with respect to ethnic-

based events than Gen Y. For instance, Malays and Chinese would tend to support 

events associated with their ethnicity. Engaging with an ethnic-based event is expected 

to provide a more beneficial impact on the sponsorship programme according to 

Boomers’ point of view. This study refers to social event as “event” throughout the 

thesis. Therefore, considering the above discussion, the study hypothesises: 

H1a: Boomers will have a greater degree of self-congruity with an ethnic-based 

event than Gen Y.   

H1b: Gen Y will have a greater degree of self-congruity with an international event 

than Boomers. 

3.3 Generational cohort and brand 

As mentioned earlier, the study uses the term “brand” to refer to a sponsor or firm who 

sponsored an event (Becker-Olsen & Simmons, 2002). Some studies have found that 

consumers are more likely to choose brands that are congruent with their self-congruity 

as compared to incongruent brands (Chebat et al., 2006; Choi & Rifon, 2012; Escalas & 

Bettman, 2005; Kressmann et al., 2006; Sirgy et al., 1991; Sirgy et al., 2008).  Besides, 

incongruent brands will result in an unfavourable perception from consumers, especially 

for Gen Y (Escalas & Bettman, 2005; Sprott et al., 2009; Xue & Phelps, 2013).  

The previous studies presented dissimilarity among generational cohorts’ preferences. 

In such instances, consumers, especially those from older generational cohorts, had a 

tendency to  favour past nostalgia for events that occurred during their formative age 

(Holbrook, 1993; Holbrook & Schindler, 1989). In terms of  brand, older consumers are 

more likely to have preferences  for brands similar to those they used to use during their 

young adult period and remain attached to those brands (Lambert-Pandraud & Laurent, 

2010). However, young consumers are willing to switch to a new brand (Helm & 

Landschulze, 2011; Lambert-Pandraud & Laurent, 2010). This means that identifying 

brand preferences by those generational cohorts during their formative age is crucial to 
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ensure positive outcomes. Thus, both generational cohorts have different brand 

preferences since they went through different formative ages.  

Gen Y is the generation that embraced  globalisation (Bucic et al., 2012; Carpenter et 

al., 2012), and has more ethnic tolerance (Fam et al., 2004; Tamam et al., 2006) as 

compared to Boomers, since their external events influence their profiles (e.g. 

characteristics, values). Waller et al. (2005) claim that Malaysian Gen Ys  are more 

ethnically tolerant compared to their Turkish counterparts since they live in a multi-

ethnic society and they have more cultural understanding  towards various ethnic 

groups.  

On the other hand, Carpenter et al. (2012) found that Gen Y had a high self-congruity 

with global consumer culture and preferred  a multi-national company as compared to 

the previous generations (e.g. Boomers). Moreover, the majority of young consumers in 

Malaysia had a high preference for  international brands rather than local brands (Teo, 

Mohamad, & Ramayah, 2011). In contrast, some evidence revealed that older 

generations have high religiosity and embrace more local culture than Gen Y (Fam et 

al., 2008; Loroz, 2006; Loroz & Helgeson, 2013). With regard to this, this current study 

expects that both generational cohorts (e.g. Gen Y, Boomers) will have a different 

degree of congruence since the generational cohorts’ profiles influence them. Based on 

this, the following are the proposed hypothesises:  

H2a: Boomers will have a greater degree of self-congruity with an ethnic-based 

brand than Gen Y. 

H2b: Gen Y will have a greater degree of self-congruity with an international 

brand than Boomers. 

3.4 Generational cohort and media  

As previously mentioned in Section 2.2.5, Gen Y is labelled as a Digital Native 

generation as they grew up in the Internet and digital era; however, Boomers  are 

considered Digital Immigrants since they needed to learn about digital technologies 

such as the Internet and interactive media (Prensky, 2001, 2004). Hence, both 

generational cohorts will have different media congruity due to digital knowledge and 

capabilities. 
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In terms of media preferences, digital immigrant generations still rely on traditional 

media (Harmon et al., 1999) and have little trust in the Internet (Kilger & Romer, 2007; 

Obal & Kunz, 2013). In contrast, Gen Y have a higher preference for digital 

technologies (e.g. interactive media, internet) than the previous generational cohorts 

(Chappuis et al., 2011; Luck & Mathews, 2010; Moore, 2012; Obal & Kunz, 2013; 

Reisenwitz & Iyer, 2009; Thomas Kilian & Langner, 2012). It could be argued that Gen 

Y regularly use social-networking sites (SNS) as a communication medium (Ellison et 

al., 2007; Subrahmanyam et al., 2008) and spend more time on the Internet rather than 

with traditional media (Chan & Fang, 2007). Additionally, Jeong and Lee (2013) 

discovered that Gen Y have a higher preference  for SNS especially in events activities. 

In terms of media selection, this current study chooses printed newspaper and Facebook 

to represent both traditional and new media. It is reported that printed newspaper 

contributed to the highest advertising expenditure in Malaysia as compared to other 

media (e.g. Free to Air Television, radio) (Association of Accredited Advertising 

Agents Malaysia, 2011). Meanwhile, Facebook is a popular SNS among youth in 

Malaysia (Malaysian Communications and Multimedia Commission, 2014; Mustaffa et 

al., 2011). Based on the previous discussion, it seems that each generational cohort has 

its own media congruence. Therefore, the following hypotheses are proposed: 

H3a: Boomers will have a greater degree of self-congruity with a newspaper than 

Gen Y. 

H3b: Gen Y will have a greater degree of self-congruity with social media 

(Facebook) than Boomers. 

3.5 Event self-congruity and attitude towards sponsorship  

Consumers’ self-congruity with events plays a vital role in determining favourable 

responses in a sponsorship context. A number of researchers  have reported that the 

relationship between consumers’ self-congruity with an event contributed to favourable 

outcomes (Cornwell & Coote, 2005; Deitz et al., 2012; Gupta & Pirsch, 2006; Lee et al., 

2012; Lings & Owen, 2007; Randle & Dolnicar, 2011; Robinson et al., 2012; Sirgy et 

al., 2008; Vanhamme et al., 2012). Several studies  on consumers’ self-congruity 

showed that higher self-congruity with an event led to higher positive attitudes towards 

sponsorship in various sponsorship contexts such as sport (Mazodier & Merunka, 2011), 
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entertainment (Close et al., 2009), and events (Gupta & Pirsch, 2006; Robinson et al., 

2012). Also, consumers tend to have a positive attitude towards events congruent with 

themselves (Robinson et al., 2012) and  possess a positive attitude towards the alliances 

(Gupta & Pirsch, 2006). Therefore, the general hypothesis is as follows:  

H4: The greater the degree of self-congruity with the event, the more positive the 

attitude towards the sponsorship.  

As mentioned earlier (see Section 3.2), this current study posits that Gen Y will have a 

high self-congruity with international events, while Boomers may have more 

congruence with ethnic-based events. Hence, generational cohorts’ congruity with 

events (i.e. international, ethnic-based) will influence their attitude towards social 

sponsorship. Based on these propositions, it is hypothesised that: 

H4a: The relationship between self-congruity and attitude towards social 

sponsorship for an ethnic-based event will be stronger for Boomers than Gen Y. 

H4b: The relationship between self-congruity and attitude towards social 

sponsorship for an international event will be stronger for Gen Y than Boomers. 

3.6 Brand self-congruity and attitude towards sponsorship   

Consumers’ self-congruity with a brand has influenced favourable attitudes from 

consumers’ points of view (Dalakas & Levin, 2005; Kressmann et al., 2006; Quester et 

al., 2000; Wang et al., 2009). Previous studies found that consumers were more likely to 

choose brands that were congruent with their own self-congruity as compared to 

incongruent brands (Chebat et al., 2006; Choi & Rifon, 2012; Escalas & Bettman, 2005; 

Sirgy et al., 1991; Sirgy et al., 2008). On the other hand, incongruent brands result in 

negative or unfavourable responses, especially for Gen Y (Escalas & Bettman, 2005; 

Sprott et al., 2009; Xue & Phelps, 2013). Hence, below is the general hypothesis: 

H5: The greater the degree of self-congruity with the brand, the more positive the 

attitude towards the sponsorship.  

In section 3.3, Boomers will have a high degree of self-congruity on ethnic-based 

brands since the previous studies stated that the old generational cohort  is more 

attached to local culture and has a high level of religiosity as compared to the young 
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generational cohort (Fam et al., 2008; Loroz, 2006; Loroz & Helgeson, 2013). Hence, 

this current study believes that there is a relationship between generational cohorts’ 

congruity with a brand that contributes to the favourable attitude. Consumers’ self-

congruity would be able to induce a favourable attitude when they possess a high level 

of self-congruity towards a brand participating in a social sponsorship programme. 

Accordingly, sponsor self-congruity may lead to a greater and a more positive 

sponsorship attitude. Taking the above discussion into consideration, it is hypothesised 

that:  

H5a: The relationship between self-congruity and attitude towards social 

sponsorship for an ethnic-based brand will be stronger for Boomers than Gen Y. 

H5b: The relationship between self-congruity and attitude towards social 

sponsorship for an international brand will be stronger for Gen Y than Boomers. 

3.7 Media self-congruity and attitude towards sponsorship   

As discussed in section Section 3.4, Gen Y and Boomers have their different degrees of 

congruity with media. Salajan et al. (2010) revealed the significant difference between 

Gen Y and the old generational cohorts in relation to digital technologies. For instance, 

a number of studies have found that Gen Y devote more time and have higher 

preferences for new media (e.g. Internet, social-networking sites) as compared to 

traditional media (e.g. television, printed newspaper) (Chan & Fang, 2007; Ellison et 

al., 2007; Jeong & Lee, 2013; Subrahmanyam et al., 2008). In contrast, older 

generational cohorts have fewer preferences for using online media (Harmon et al., 

1999).  

A study revealed that the use of Internet-based media (e.g. online newspaper, e-

sponsors) in relation to sponsorship programmes invoked a more favourable attitude 

towards the brand, especially for a congruent brand (Rodgers, 2004, 2007). A number of 

studies found that young consumers believed the relationship between website and 

brand personality with consumers’ self-congruity yielded a favourable attitude towards 

web advertising (Moore, Stammerjohan, & Coulter, 2005; Zhou & Bao, 2002) and 

purchase intention (Poddar et al., 2009). In the same vein, Taylor, Lewin, and Strutton 

(2011)  discovered that consumers’ self-congruity  was an important predictor  for the 
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positive attitude towards social-networking sites’ (SNS) advertising. Gen Y has a more 

favourable attitude towards SNS advertising (Chu, 2011) and  provided positive 

responses  to events (Jeong & Lee, 2013).  

With respect to the above discussion, this study expects a similar effect on attitude 

towards sponsorship since generational cohorts’ media congruence plays an important 

role as the predictor of favourable attitudes (e.g. web ads, brand). Based on the above 

discussion, it can be concluded that the higher consumers associate media congruence 

with their own self-image, the more positive attitude they have towards sponsorship 

partnership. Therefore, it is hypothesised that: 

H6: The greater the degree of self-congruity with the media, the more positive the 

attitude towards the sponsorship.  

H6a: The relationship between self-congruity and attitude towards social 

sponsorship for a newspaper will be stronger for Boomers than Gen Y. 

H6b: The relationship between self-congruity and attitude towards social 

sponsorship for Facebook will be stronger for Gen Y than Boomers. 

3.8 Attitude toward the sponsorship and brand loyalty  

With regard to the charitable context, consumers’ perceived higher attitude towards the 

charitable alliance elicited more positive outcomes (Lafferty & Edmondson, 2009; 

Lafferty et al., 2004; Zdravkovic et al., 2010). It could be argued that when consumers 

perceive the charitable alliances in a more favourable manner, then the possibility of 

positive consequences or effects emerges from the alliances (Lafferty et al., 2004; 

Simonin & Ruth, 1998).  

Besides, several studies claim that the attitude towards sponsorship has a mediating 

effect on antecedents and sponsorship outcomes. For instance, consumers’ perceived 

favourable attitudes towards sponsorship significantly influences a greater brand 

attitude, sponsor or brand equity and brand loyalty (Mazodier & Merunka, 2011; Olson, 

2010; Simmons & Becker-Olsen, 2006). 

Previous studies have found that consumers’ self-congruity functioned as a significant 

determinant of brand loyalty in sponsorship (Lee et al., 2012; Mazodier & Merunka, 
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2011; Sirgy et al., 2008). Nonetheless, more studies are needed to investigate the 

relationship between consumers’ self-congruity and brand loyalty (Mazodier & 

Merunka, 2011), especially by using attitude towards sponsorship as a mediator. 

Therefore, the use of brand loyalty as an outcome in this study is expected to address 

the scarcity and contribute to the social sponsorship literature. In this regard, this current 

study decided to use brand loyalty as an outcome study (see Section 2.1.2.1). 

It is predicted that consumers’ attitudes toward sponsorship will act as a mediator 

between social sponsorship programmes (event self-congruity, brand self-congruity, and 

media self-congruity) and brand loyalty. The generational cohort will have a higher 

degree of brand loyalty towards congruent compared to incongruent social sponsorship 

programmes. Hence, this current study posits that the degree of brand loyalty depends 

on the consumers’ perceived attitude towards the sponsorship. Based on these 

propositions, it is hypothesised that:   

H7: The more positive the attitude towards the sponsorship, the greater the degree 

of brand loyalty. 
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Figure 3.1: Relationship between generational cohorts’ self-congruity towards 

sponsorship attitude and brand loyalty 

3.9 Ethnicity and social sponsorship programmes 

According to GCT, each generational cohort member shares a similar profile since they 

experienced the same external events during their coming of age period. GCT considers 

generational cohort members to be a unit when they share a common profile 

(Mannheim, 1952; Noble & Schewe, 2003; Ryder, 1965; Schuman & Scott, 1989), they 

are also distinct to other generational cohorts (Motta et al., 2002; Schewe & Noble, 

2000). In the previous chapter (see Section 2.3.1.2), it is mentioned that micro 

socialisation factors (e.g. family, ethnicity, religion) have an impact on generational 

cohort profile apart from macro socialisation factors (e.g. external events). With respect 

to this, several researchers argue that there is a discrepancy in a generational cohort’s 

profiles despite experiencing similar external events during the member’s formative 

years (Gardiner et al., 2013; Noble & Schewe, 2003; Valentine & Powers, 2013), 

especially when it comes to different ethnic backgrounds (Pennington-Gray et al., 2002; 

Schuman & Scott, 1989). This current study assumes that micro socialisation factors 

such as family, religion, social class and ethnicity might influence a variation in 

generational cohort members’ profile. 

In multicultural and heterogeneous societies, distinctiveness is an important dimension 

in predicting an individual’s behaviour (McGuire, McGuire, Child, & Fujioka, 1978). 

Distinctiveness can be defined as a group of individuals that have unique characteristics, 

personality and attributes, and generally form a numerical minority from a majority 

population (McGuire, 1984; McGuire et al., 1978; McGuire, McGuire, & Winton, 
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1979). It could be minority in terms of ethnic group, religion, gender or sexual 

orientation (Appiah, 2004; Grier & Deshpandé, 2001; McGuire, 1984; McGuire et al., 

1978; McGuire et al., 1979). Hence, this current study refers to distinctiveness as a 

minority ethnic group, while non-distinctiveness refers to a majority ethnic group. 

Ethnic targeted marketing has received much attention as a marketing strategy (Cui, 

2001) and employs ethnic marketing cues (e.g. spokesperson, advertisements) targeted 

to consumers’ ethnic backgrounds (Holland & Gentry, 1999). Previous studies related to 

ethnic marketing used cultural cues such as spokesperson (e.g. Holland & Gentry, 1999; 

Lenoir, Puntoni, Reed Ii, & Verlegh, 2013; Whittler, 1989), advertisements (e.g. Appiah 

& Liu, 2009; Butt & de Run, 2011; Forehand & Deshpande, 2001; Karande, 2005; 

Khan, Lee, & Lockshin, 2015), website (e.g. Appiah, 2004; Bartikowski, Taieb, & 

Chandon, 2016; Li & Kalyanaraman, 2012), scenario and news (Appiah, Knobloch-

Westerwick, & Alter, 2013; Johnson & Grier, 2013) to accommodate targeted ethnic 

groups. A number of studies compared numerical minority and majority ethnic groups, 

for instance, Asian and White American (Appiah & Liu, 2009; Forehand & Deshpande, 

2001), Asian and White New Zealand (Martin, Lee, & Yang, 2004), Black and White 

American (Appiah et al., 2013; Grier & Brumbaugh, 1999; Grier, Brumbaugh, & 

Thornton, 2006), Black and White South Africa (Grier & Deshpandé, 2001; Johnson & 

Grier, 2013), and Hispanic and White American (Deshpandé & Stayman, 1994; Sierra, 

Hyman, & Torres, 2009).  

Previous studies found minority ethnic groups were more ethnically salient (Appiah, 

2004; Deshpandé & Stayman, 1994; Grier & Deshpandé, 2001) and concerned more 

about their ethnic group than a majority group (Appiah et al., 2013). Minority groups 

also responded more positively and favourably towards ethnic marketing cues (e.g. 

advertisements, spokesperson) targeted to their ethnic group than to a majority group 

(Appiah & Liu, 2009; Grier & Brumbaugh, 1999; Grier et al., 2006; Grier & 

Deshpandé, 2001; Martin et al., 2004); however, this was not the case for majority 

groups (Grier et al., 2006). These findings are in line with the distinctiveness 

proposition where  distinctive groups are more salient and attached to their groups as 

compared to non-distinctive ones (McGuire et al., 1978). Therefore, there are 

possibilities for differences in evaluation and decision making in terms of ethnic-

targeted marketing between numerical minority and majority ethnic groups.  
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As discussed earlier (see Section 2.3.3), Malaysia is a multi-ethnic country with a 

population of diverse cultural backgrounds (Westwood & Everett, 1996) and a plural 

society (Ridhwan  Fontaine et al., 2002). The ethnic groups in Malaysia are not 

integrated and they socialise in different settings such as religion, language, ethnic 

groups and economic interest despite living in the same country (Milner, 1991). In 

terms of population, Malays are the numerical majority at 50.1% of the population. 

Chinese consist of 22.6% (Department of Statistics Malaysia, 2010). This study 

describes the Chinese as a distinctive group since they are a minority ethnic group 

compared to Malays (i.e. a majority and non-distinctive). Hence, Malays and Chinese 

Malaysians might have different profiles although they are classified in the same 

generational cohort. 

The aim of this section is to investigate the influence of ethnicity in a generational 

cohort. Despite GCT proposing that individuals in the same generational cohort have a 

common profile since they experienced the same external events, this current study 

argues that ethnicity might influence its members have different perceptions of social 

sponsorship programmes. Therefore, it should be tested in order to clarify this 

assumption. 

As shown in previous studies, numerical minority ethnic groups tend to have a more 

favourable attitude towards ethnic marketing targeted to their ethnic groups as 

compared to numerical majority ethnic group. Experiencing similar external events 

during their coming of age, Chinese respondents might have a different evaluation of 

targeted ethnic marketing as compared to Malays. Based on the above discussion, this 

current study assumes that Chinese respondents will have a greater degree of self-

congruity with ethnic-based events and brands as compared to Malays since they are the 

numerical minority ethnic group. Moreover, they will show a more favourable attitude 

and brand loyalty towards ethnic-based events and brands than Malays. This current 

study proposes that Chinese as a minority ethnic group have more ethnically salient and 

will show a more favourable attitude towards social sponsorship programmes that 

accommodate their ethnic group as compared to Malays.  

This present study tests hypotheses on events and brands since both have manipulations 

related to ethnicity as compared to the media (e.g. ethnic-based and international events 

and brands). With respect to the above discussion, this study posits that, as a numerical 
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minority ethnic group, Chinese Boomers and Gen Y will have more self-congruity 

towards ethnic-based social sponsorship programmes than Malays Boomers and Gen Y 

(a majority ethnic group). Therefore, it is proposed that:     

H8a: As a minority ethnic group, Chinese (Boomers and Gen Y) will have a 

greater degree of self-congruity with an ethnic-based event than Malays (Boomers 

and Gen Y). 

H8b: As a minority ethnic group, Chinese (Boomers and Gen Y) will have a 

greater degree of self-congruity with an ethnic-based brand than Malays (Boomers 

and Gen Y). 

H8c: The relationship between self-congruity and attitude towards social 

sponsorship for an ethnic-based event will be stronger for Chinese (Boomers and 

Gen Y) than Malays (Boomers and Gen Y). 

H8d: The relationship between self-congruity and attitude towards social 

sponsorship for an ethnic-based brand will be stronger for Chinese (Boomers and 

Gen Y) than Malays (Boomers and Gen Y). 

In contrast, the distinctive traits might influence Chinese respondents in evaluating 

international events and brands. As a numerical minority ethnic group, Chinese 

respondents might have a low degree of self-congruity with international events and 

brands as compared to Malay since they are of more salience and concern to their ethnic 

group. Hence, the following hypotheses are proposed:  

H9a: Malays (Boomers and Gen Y) will have a greater degree of self-congruity 

with an international event than Chinese (Boomers and Gen Y). 

H9b: Malays (Boomers and Gen Y) will have a greater degree of self-congruity 

with an international brand than Chinese (Boomers and Gen Y). 

H9c: The relationship between self-congruity and attitude towards social 

sponsorship for an international event will be stronger for Malay (Boomers and 

Gen Y) than Chinese (Boomers and Gen Y). 
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H9d: The relationship between self-congruity and attitude towards social 

sponsorship for an international brand will be stronger for Malay (Boomers and 

Gen Y) than Chinese (Boomers and Gen Y). 

 
Figure 3.2: Relationship between ethnicity and social sponsorship programmes 

3.10 Conceptual model  

This chapter discusses the development of a conceptual model and suggests the 

expected hypotheses proposed in this study. The conceptual model was initially 

developed based on GCT and Self-Congruity Theory. Based on the previous discussion, 

the final conceptual model has been established (see figure 3.3). According to the 

model, both generational cohorts (i.e. Boomers, Gen Y) have their different degrees of 

self-congruity with social sponsorship programmes that include events, brands, and 

media. It is proposed that the higher the generational cohorts perceive their self-

congruity as congruent with the social sponsorship programme, the more positive 

attitude they have towards the sponsorship. Moreover, it hypothesised that the attitude 

towards sponsorship varies among two generational cohorts since they have different 

profiles. Next, the study assumes that the more positive the attitude towards 

sponsorship, the greater the degree of brand loyalty. Finally, the study explores the 

influence of ethnicity on the social sponsorship context following a similar conceptual 

model. 
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Figure 3.3: Conceptual model of generational cohorts’ congruity in social sponsorship 

3.11 Chapter summary  

This chapter discussed the proposed conceptual model that mainly focuses on 

generational cohorts’ profiles that influence a generational cohort’s degree of congruity 

in a social sponsorship context. Based on the model, the study hypothesised the 

relationship between generational cohorts’ self-congruity and social sponsorship 

programmes that can generate positive or negative attitude towards sponsorship as well 

as brand loyalty. Next, the study will test the model in the methodology chapter.   
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CHAPTER 4 RESEARCH METHODOLOGY 

This study has three objectives. First, it examines whether the impact of generational 

cohorts’ congruity towards social sponsorship programmes (e.g. events, brands, and 

media) varies across different generational cohorts. Second, it tests whether generational 

cohorts’ congruity with social sponsorship programmes may lead to positive feelings 

towards social sponsorship and brand loyalty. Finally, this study examines whether 

ethnicity influences generational cohorts in their attitudes towards social sponsorship. 

As discussed in the previous section, a conceptual model has been established to guide 

this current study. This chapter discusses the appropriate method to employ in achieving 

the study’s objectives. 

This chapter consists of seven sections including: research paradigm, research method 

and technique, preliminary study, main study (i.e. experimental study), questionnaire 

development, sample size, and ethical considerations.   
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4.1 Research paradigm  

A research paradigm may be defined as the researcher's beliefs and assumptions about 

their views on a particular phenomenon (Guba & Lincoln, 1994). Burns and Burns 

(2008) use the term “research paradigm” to refer to “a particular way of viewing the 

world, a framework of assumptions that reflects a shared set of philosophical beliefs 

about the world which places strict guidelines and principles on how research should be 

conducted” (Burns & Burns, 2008, p. 13). The research paradigm serves as a guideline 

for researchers to conduct research (Crotty, 1998). Hence, there is no absolute paradigm 

to use in the research, nor one paradigm that is superior to others (Creswell, 2009; 

Crotty, 1998; Guba & Lincoln, 1994).  

There are three main research paradigms; positivism, interpretivism, and critical 

research (Burns & Burns, 2008; Cavana, Delahaye, & Sekeran, 2001). Each paradigm 

has its advantages and disadvantages (Burns & Burns, 2008; Cavana et al., 2001); 

however, determining the research paradigm depends solely on the nature and purpose 

of the study as well as the researcher's point of view (Creswell, 2009; Crotty, 1998).   

The positivism paradigm has been widely used in social science research (Guba & 

Lincoln, 1994); moreover, most of the studies in business and commerce are usually 

conducted in the quantitative scientific research method that is often associated with the 

positivism paradigm (Burns & Burns, 2008; Crotty, 1998). In terms of the sponsorship 

context, a number of studies have applied positivism paradigm quantitative research 

methods in conducting research (e.g. surveys or experiments) (e.g. Becker-Olsen & 

Simmons, 2002; Cornwell & Coote, 2005; Gupta & Pirsch, 2006; Mazodier & 

Merunka, 2011; Pappu & Cornwell, 2014; Quester et al., 2013; Robinson et al., 2012; 

Simmons & Becker-Olsen, 2006; Sirgy et al., 2008) .  

Positivist researchers hold objectivism as their epistemology. In objectivism, 

researchers measure the subject objectively and make an effort to separate themselves 

from the research subject in order to guarantee the truth and authenticity of the data 

(Burns & Burns, 2008; Cavana et al., 2001). In positivism, researchers believe in the 

scientific method and follow systematic research procedures. Studies using the 

positivism paradigm employ scientific processes (e.g. rigorous, linear and rigid), and 

use scientific theories to form hypotheses (Burns & Burns, 2008; Cavana et al., 2001; 

Guba & Lincoln, 1994).  
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This study uses deductive reasoning to formulate predictions – a similar approach to the 

positivism paradigm. As discussed in Chapter 2, this study applies Generational Cohort 

Theory (GCT) and Self-Congruity Theory as a theoretical underpinning to make 

predictions on social sponsorship. Both theories were used as a basis for hypotheses 

development and were subsequently tested in this study. For instance, this study aimed 

to examine the influence of generational cohorts’ profiles (e.g. characteristics, attitudes 

and preferences) on social sponsorship programmes (e.g. event, brand, and type of 

media). Based on the GCT and Self-Congruity theories, it was predicted that each 

generational cohort’s profiles have an impact on the level of that generational cohort’s 

congruity with a social sponsorship programme. Additionally, the theories proposed that 

high or low levels of congruity influence the positive feelings towards social 

sponsorship and brand loyalty. Based on the above discussion, the current study 

believes that positivism is the ideal paradigm to be applied in conducting the research. It 

is also a suitable paradigm because it involves cause and effect predictions (e.g. 

generational cohorts’ profiles influence brand loyalty) (Guba & Lincoln, 1994; Sekaran 

& Bougie, 2010).  

4.2 Research method and technique  

As mentioned in the previous section, the positivism paradigm is often associated with 

quantitative methods (e.g. surveys or experiments) in conducting research (Burns & 

Burns, 2008; Crotty, 1998). Creswell (2009) added that the quantitative method is 

appropriate for a study that involves the testing of theories and variables. Also, it can 

empirically test and confirm hypotheses derived from theory (Guba & Lincoln, 2005). 

Since the study focuses on how generational cohort characteristics influence an 

individual's preferences towards social sponsorship programmes, the quantitative 

method was employed. 

Research questions, objectives and directions were important factors in determining the 

appropriate method used for the study (Creswell, 2009). This study intends to compare 

the influence of two generational cohorts (i.e. Gen Y and Boomers) on social 

sponsorship programmes (e.g. events, brands, media). To the best of the researcher’s 

knowledge, only three studies exist on generational cohorts in Malaysia (de Run & 

Ting, 2013; Ting & De Run, 2012; Ting et al., 2012). However, these studies only focus 

on external events in one particular state in Malaysia (i.e. Sarawak). Since there is a lack 
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of studies determining generational cohorts in Malaysia (Ting et al., 2012) it is 

necessary to validate and confirm the external events that classify generational cohorts 

in the country (Noble & Schewe, 2003; Reisenwitz & Iyer, 2007). Hence, this study 

intends to address this limitation by conducting a generational cohort study in a 

developing country, specifically Malaysia. 

With regard to validating a generational cohort’s external events, this current study 

conducts a preliminary study on two generational cohorts, Boomers and Gen Y. As 

discussed in Section 2.3.3, both generational cohorts were chosen based on the greater 

number of population (i.e. Gen Y) and being established in careers (i.e. Boomers). After 

establishing the external events for each generational cohort, the present study continues 

to the experimental study (i.e. the main study). The main study examines the responses 

and perceptions of the two generational cohorts on the manipulations of social 

sponsorship programmes. The study anticipates that a generational cohort may develop 

a favourable attitude towards a social sponsorship programme when the two have a high 

degree of congruence. Conversely, when the two are incongruent could trigger a less 

favourable attitude in a generational cohort. Hence, this study conducted a survey for 

the preliminary study and an experiment for the main study. The next section discusses 

the preliminary study in regard to identifying and reconfirming the external events 

before moving to the main experimental study.   

4.3 Preliminary study  

The preliminary study has three subsections. The purpose of this study was to verify and 

reconfirm the external events for five generational cohorts in Malaysia (see Table 2.1). 

As discussed in Section 2.3.3, the external events were identified based on the literature, 

and the present study requires empirical testing to ensure the accuracy of the events.  

4.3.1 Sampling and data collection  

As mentioned in Chapter 2, this current study uses GCT as a basis to identify and 

segment consumers. In GCT, members of a generational cohort tend to share common 

profiles (e.g. characteristics, preferences, behaviours) since they experienced similar 

external events (e.g. historical, political, social, and economic events) during their 
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formative years (i.e. age 17-23) (Mannheim, 1952; Noble & Schewe, 2003; Schewe et 

al., 2000).  

Based on the literature (see Section 2.3.3), this study has identified five potential 

generational cohorts in Malaysia (see Table 2.1); however, it ultimately chooses only 

two of these: Gen Y and Boomers. Gen Y has a greater number of members in Malaysia 

(Department of Statistics Malaysia, 2010, 2012).  While most Boomers are mature 

consumers and are established in their careers (Gardiner et al., 2013). Since the age 

difference between Boomers and Gen Y is like that between a parent and child 

(Gardiner et al., 2013; Parment, 2013), it motivates this current study to investigate the 

differences between these generational cohorts.   

Despite the generational cohorts in Malaysia already having been identified, the current 

study believes in the need to validate and reconfirm the external events to avoid 

misinterpreting the generational cohorts. Moreover, generational cohort study in 

Malaysia is still inadequate (Ting & De Run, 2012), especially in the western part of 

Malaysia. Therefore, it was deemed necessary to validate and reconfirm the external 

events by conducting a main study using empirical evaluation rather than relying on the 

literature (Noble & Schewe, 2003; Reisenwitz & Iyer, 2007).  

The study’s respondents consisted of alumni, staff and current students of major 

universities in Malaysia, and their involvement was voluntary. They were asked to 

answer a questionnaire. Then, the study applied a snowball sampling technique and 

asked respondents to distribute the questionnaire to their family members, relatives and 

friends. The snowball technique has the advantages of allowing the researcher to reach 

difficult target respondents (e.g. Boomers), and to increase sample size. Additionally, it 

is more cost and time efficient when it come to recruiting respondents (Baltar & Brunet, 

2012; Malhotra, Agarwal, & Peterson, 1996; Tuškej et al., 2013).  

At the end of the questionnaire, the respondents were asked whether they were 

interested in participating in the future study. In order to ensure anonymity, the 

researcher provided a separate detachable form that allowed respondents to provide 

their contact details.  



Chapter 4 – Research methodology 

 

 

84 
 

4.3.2 Questionnaire of the preliminary study 

As discussed earlier, the aim of this preliminary study was to validate and reconfirm the 

external events for both Boomers and Gen Y cohorts. The generational cohorts in 

Malaysia were identified based on literature reviews of Malaysian history and past 

events (see Section 2.3.3).  

The scale was originally adapted from Schuman and Scott (1989) and Noble and 

Schewe (2003). As seen in Table 2.1, the respondents received a list of the external 

events obtained from the literature. They were required to choose up to ten external 

events that were personally important to them (e.g. Please choose up to TEN (10) of the 

following historical events that are the most important to you). Then, they were 

requested to assign a value from 1 to 10 in order to indicate the importance of the 

external events (1= the most important event; 2 = second-most important; 10 = the least 

important event). In addition, the respondents were also asked to list additional external 

events that were not included in the external events list, but were personally important 

to them whether in national or international events.  

An additional question was also included to check if the respondent lived in Malaysia 

during their coming of age (e.g. did you live in Malaysia when you were 17 to 23 years 

old) and the respondent was required to respond “yes” or “no”. Only respondents who 

had lived in Malaysia during their coming of age were considered in this study. This is 

because other respondents would not have experienced the external events directly and 

as such, the events would not have affected their profiles (e.g. values, characteristics, 

and attitudes) (Noble & Schewe, 2003). Hence, this study could avoid bias among the 

respondents and confirm that the respondents did indeed experience the external events 

personally.  

As a result of this process, the findings on the external events assigned to both 

generational cohorts should be reliable enough to support or confirm the previous 

events identified in the literature review. It might be argued that this current study not 

only relies on the literature, but was empirically validated and confirmed for both Gen 

Y and Boomers.  
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4.3.3 Preliminary study results  

A total of 370 respondents participated in the first study to validate the external events. 

The study found that Boomers (n=111) frequently referred to the Racial Riot of 1969, 

the establishment of the New Economic Policy (NEP), the formation of the National 

Ideology, the Japanese Red Army hijacking the AIA building, and the “Memali” 

incident as their influential external events.  

Interestingly, the Racial Riot 1969 event was the most cited event for Boomers even 

though they did not experience the event during their coming of age period. As 

explained earlier, coming of age (e.g. age 17-23) is a crucial period for individuals to 

establish their profiles (Meredith & Schewe, 1994; Noble & Schewe, 2003; Schuman & 

Scott, 1989) and these profiles remain unchanged for entire lives (Motta et al., 2002; 

Schewe & Noble, 2000). In the case of the Racial Riot, it did not impact the Boomers’ 

profiles since the event occurred outside the coming of age period (Meredith, Schewe, 

& Karlovich, 2002; Schewe & Noble, 2000; Schuman & Scott, 1989). It could be 

argued that the event was one of the significant events for Malaysia and occurred in the 

previous generational cohort. Boomers might have learned of the event from their 

family members, friends, education or media instead of experiencing it personally since 

it was a well-known event (Schuman & Scott, 1989). Hence, this current study does not 

include the Racial Riot as one of the external events for Boomers.     

Meanwhile, Gen Y (n=259) frequently cited influential external events such as the 

BERSIH demonstration, “Ops Daulat”, the emergence of the Internet in Malaysia, the 

tsunami in Aceh, the Financial Crisis 1998, and the expulsion of Deputy Prime 

Minister, Anwar Ibrahim, (see Appendix 4.1). Besides, the 2013 General Election was 

frequently deemed as an influential external event suggested by respondents, especially 

for Gen Y. As seen in Table 4.1, this study revised the external events for Boomers and 

Gen Y according to the preliminary findings.  
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Table 4.1: The finalised external events      

Generational cohort External events 

Boomers 

 Born : 1953 to 1963 

 Coming of age:  1970 to 1981 

 Current age 51 to 61 (2014) 

 

 The establishment of the New Economic 

Policy (NEP)  

 Formation of the National Ideology (after 

13th May) 

 Japanese Red Army hijacked AIA building 

in Kuala Lumpur 

 “Memali” incident 

Gen Y 

 Born : 1980 to 1994 

 Coming of age:  1997 until 

recent 

 Current age 20 to 34 (2014) 

 

 

 Coalition for Clean and Fair Elections 

(BERSIH) demonstration  

 “Ops Daulat” in Lahad Datu 

 The emergence of the Internet in Malaysia 

 Tsunami in Aceh 

 1998 financial crisis  

 The expulsion of Deputy Prime Minister, 

Anwar Ibrahim 

 2008 General Election 

 1Malaysia concept
8
    

 Reform movement 

 2013 General Election 

4.4 Main study - Experimental research  

In the main study, an experimental research technique was chosen over a survey. This 

technique enabled the researcher to control the study's environment and any interference 

from external influences that could affect the results of the study (Cornwell & Maignan, 

1998; Guba & Lincoln, 1994; Quester & Thompson, 2001). This method is well-

controlled and useful for providing a better understanding of social sponsorship 

programme stimuli as compared to a survey method (Cornwell, Weeks, & Roy, 2005; 

Quester & Thompson, 2001; Speed & Thompson, 2000).  

Respondents were given a stimulus in the form of an advertisement and a brief scenario 

prior to answering the questionnaire. This reduced the respondents’ uncertainty in 

answering the questions. They were required to give their responses based on the social 

sponsorship programme manipulation (i.e. the event, the brand and the type of media) 

                                                 

8 1Malaysia is a concept to edify unity among multi-racial Malaysian citizens, based on a number of significant 

values which should be practised by all Malaysians. 
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provided in the stimulus. There were two types of media used in the advertisement; 

newspaper and Facebook, which respondents were informed of in the scenario. Thus, 

the respondents had a clear view of the questions and the specific social sponsorship 

programme that this current study was referring to. In this regard, the experimental 

technique is an ideal technique based on the needs of the study. 

Experimental research reduces outside influences (e.g. nuisance), is easily controlled 

and is more focused on a given subject during the study. The respondents could provide 

a response based on a given stimulus (e.g. events, brands, and media). In line with this 

study’s objectives, the experimental method allowed a comparison with different 

conditions that were manipulated in terms of the sponsorship programmes.  

Therefore, the respondents had a clear idea of the social sponsorship programme that the 

study referred to since they were given a stimulus and a scenario at the beginning of the 

study. This was helpful to reduce the uncertainty of the respondents on the subject of 

the study. As a result, the findings of this study are more efficient and accurate since the 

respondents were informed in advance about the nature and subject of the study. 

4.4.1 Pre-test 1 

The purpose of pre-test 1 was to identify an event that is important for Boomers and 

Gen Y prior to proceeding to the main study. Based on the literature (see Section 2.3.5), 

there were four events available for respondents to select related to both generational 

cohorts: a child poverty event, a health event (e.g. involving cancer, kidney, heart etc.), 

environment-related event (e.g. recycling, climate change), and religious event (e.g. 

taking place in mosque, church etc.) (Cone Inc., 2006; Cui et al., 2003; Hyllegard, Paff 

Ogle, Yan, & Attmann, 2010; Hyllegarda et al., 2011).  

In regard to event selection, this current study adopted a scale from Robinson et al. 

(2012), and, as previously reported, the Cronbach’s alpha value was .75. The 

respondents were asked how important the events were to them. They ranked four 

events using a 7-point Likert-type scale with the anchors “not at all important” and 

“extremely important”.  

A total of 66 respondents consisting of Boomers and Gen Y participated in pre-test 1. 

The results showed that Boomers had a higher mean score on the health event (M=6.16) 
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as compared to Gen Y (M=5.74; p=.799). In contrast, Gen Y had a higher mean score 

on the environmental event (M=5.12) than Boomers (M=5.03; p=.198). As a result, this 

current study decided to choose the child poverty event to accommodate both 

generational cohorts since the level of the mean was considered high for Boomers 

(M=6.13) and for Gen Y (M=5.94; t=-.907; p=.121). 

In terms of product category, previous studies suggested that soft drinks, mineral water, 

and retail stores were three relevant product categories for Boomers and Gen Y (Harris 

& Edelman, 2006; Jeong, Paek, & Lee, 2013; Parment, 2013).  This current study 

adapted a single-item scale from Robinson et al. (2012) and Jeong et al. (2013), using 7-

point semantic differential items such as unimportant/important; not relevant/relevant; 

not familiar/familiar. The respondents were asked to indicate their responses towards 

the product categories. 

The study found that both Boomers and Gen Y showed a higher mean on the mineral 

water (Gen Y, M=6.56; Boomers, M=6.33, t=1.580, p=.660) than on soft drinks (Gen Y, 

M=4.80; Boomers, M=4.60, t=1.309, p=.303) and grocery stores (Gen Y, M=5.40; 

Boomers, M=5.84, t=-2.11, p=.467). Hence, the main study employed child poverty as 

an event and mineral water as a product category.   

4.4.2 Pre- test 2  

Pre-test 2 was intended to clarify the photo or visual used in a manipulation of event 

and the selection of a brand name. The advertisements were created based on 

manipulations in this study. It was consisted of ethnic-based and international events 

and brands, and types of media (i.e. newspaper; Facebook). As mentioned earlier, 

newspaper and Facebook are the types of media employed in the advertisements. 

Pretesting was only necessary for the clarity of the events on the advertisement since the 

study was clearly explained in a scenario that involved a brand owner and type of media 

(see Appendix 1b). This study ensured that the photo on the advertisement represented 

the child poverty event for each type of event (e.g. ethnic-based Malays and Chinese, 

and international).  

In the first stage, ten respondents were given three advertisement designs for each event 

(e.g. Malays, Chinese, and international). They were asked to pick one of the 
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advertisements for each event that was identical to Malays, Chinese or international 

child poverty events. In the next stage, the study conducted another pre-test based on 

the findings from first stage.  

At this stage, the aim of the pre-test was to validate the advertisement to see whether it 

reflected each event (e.g. Malays, Chinese, and international child poverty events). A 

sample of 53 respondents from Boomers (n=27) and Gen Y (n=26) were recruited. The 

respondents were given three A4-size advertisements of child poverty events (e.g. 

Malays, Chinese, and international events). A seven-point Likert-type scale ranging 

from 1 (strongly disagree) to 7 (strongly agree) was used (Whittler, 1989). The 

respondents were required to respond and identify the advertisements according to the 

events. 

In the study, both generational cohorts managed to correctly identify all three 

advertisements according to the child poverty events; Malays (Gen Y, M=6.27, Boomer, 

M=6.19, t=.601, p=.283), Chinese (Gen Y, M=6.31, Boomers, M= 6.30, t=.082, 

p=.311), International (Gen Y, M=5.92, Boomers, M=6.07, t=-1.644, p=.413). As 

such, this study suggests that all the advertisements were clearly identifiable with 

Malays, Chinese and international child poverty and will be used in the main study.  

Pre-test 1 indicated that mineral water was the preferred product category for 

respondents. There were three fictitious mineral water brands available for respondents 

to choose from in order to establish the brand name (e.g. fresh mineral water, pure 

mineral water, and H2O mineral water). The pre-test aimed to avoid the brand used in 

the main study with a similar name to an existing mineral water brand. In respect to 

scale, a single item of seven-point Likert-type scale (with the anchors with 1=strongly 

disagree to 7=strongly agree) was used adapted from Chien (2009). The respondents 

were asked to indicate whether the brand names were similar to an existing mineral 

water brand (e.g. “the brand name is similar to an existing brand name”).  

The results indicated that Pure Mineral Water (Gen Y, M= 3.15; Boomers, M=4.15, t=-

2.501, p=.748) was rated as a lower degree of mean than the other two brands (Fresh; 

Gen Y, M=4.65; Boomers, M=3.63, t=3.178, p=.063) and H2O (Gen Y, M=5.27, 

Boomers, M=5.30, t=-.101, p=.114). The results found that all brands were not seen as 

being significantly different between the two generational cohorts. As a result, this 
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current study could have chosen any of brands since there were no significant 

differences in regards to brand names. Ultimately, Pure Mineral Water was chosen as a 

brand since the mean value was lower than other brand names. It could be argued that 

the objective of this pre-test was to avoid a similar brand name to existing brands. The 

lower mean value indicated that respondents were not familiar with the brand name or 

that the brand name was not from the existing brand. Therefore, Pure Mineral Water 

will be used as the brand name for the main study. Next, the main experimental study is 

discussed.   

4.4.3 Main study – experimental study 

A lab experiment or lab setting is one of the techniques used in an experiment. Using 

this technique, respondents were invited to a lab or classroom for conducting the 

experiment. The lab experiment had a high internal validity and was easy to control 

compared to an outside lab experiment (Mutz, 2011; Sekaran & Bougie, 2010; 

Zikmund, Ward, Lowe, Winzar, & Babin, 2011). However, a lab setting experiment has 

disadvantages in terms of generalisability and external validity (Burnett & Dune, 1986; 

Zikmund et al., 2011). Students are traditionally a favourite subject in the lab setting 

experiment since they are easy to reach compared to non-students (Mutz, 2011). It could 

be fruitful if a study were to employ non-students as respondents. That study’s findings 

might be different from one using student respondents (Fam et al., 2004). This is 

because non-student respondents represent an actual consumer, and the findings could 

increase the external validity (Burnett & Dune, 1986).  

As discussed earlier, this study aims to compare the two generational cohorts (Gen Y 

and Boomers). It was difficult to gather the respondents in a lab due to availability and 

time constraints, especially for Boomers (i.e. non-students). Moreover, Boomers are 

often hard to reach and have a low response rate compared to the student samples (i.e. 

Gen Y) (Powers & Valentine, 2009). For instance, Boomer respondents might have 

other commitments such as a career, work or family that could hinder their involvement 

in the study. Besides, conducting an experiment in the lab might incur a financial cost 

and be time-consuming and so discourage respondents from participating in the study 

(Mutz, 2011; Sekaran & Bougie, 2010). As pointed out above, this current study 

decided to conduct an outside-lab experiment.   
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A number of studies have conducted an outside lab experiment especially in the 

sponsorship context (Close et al., 2009; Jeong et al., 2013; Mazodier & Merunka, 2011). 

It seems that this method provides a more natural setting and convenient environment 

for respondents (Sekaran & Bougie, 2010). Additionally, Andrews, Luo, Fang, and 

Aspara (2014) suggested that conducting a field experiment gives an opportunity for 

researchers to reach genuine consumers as compared to a lab experiment. With this in 

mind, this study employed an outside laboratory experiment. Next, this current study 

discusses the study administration using pen-and-pencil and online tests.  

4.4.4 Study administration - Online vs. pen-and-pencil  

As mentioned above, this study employs an outside-lab setting experiment. The study 

was administered through pen-and-pencil and online formats. Pen-and-pencil is a 

traditional technique of administration and relies on a paper-based questionnaire. 

Respondents usually receive a questionnaire on paper-based format. Pen-and-pencil and 

online formats have advantages and disadvantages. For instance, the online format is 

more cost effective, easy to administer, and reaches a larger number of people than pen-

and-pencil questionnaires (Mutz, 2011; Sekaran & Bougie, 2010). The online format 

has become an emerging and popular format among researchers (Bugbee, 1996; Hair, 

Black, Babin, & Anderson, 2010; Meade, Michels, & Lautenschlager, 2007). 

Conversely, the disadvantages of online tests include a low response rate (Shih & Xitao 

Fan, 2008) and can discourage respondents from participating if they are not internet 

savvy or have less accessibility to the Internet. This is especially true of older 

generations (Lee, Soutar, Daly, & Louviere, 2011) such as the Boomers.   

Despite this, there are a number of factors that researchers need to consider before 

deciding to choose the appropriate medium of administration. For instance, researchers 

are required to consider the availability of an Internet connection or accessibility, 

respondents’ knowledge about technology and the feasibility of extracting meaningful 

or appropriate results (Lee et al., 2011). Once again, determining the type of 

administration to be used depends on the objectives, the nature of the study and the 

respondents themselves.  

Prensky (2001) coined the terms Digital Native and Digital Immigrant to describe 

individuals with differing digital technology capability (e.g. Internet, social networking 
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sites). For example, Gen Ys are known as Digital Natives as they grew up in the digital 

era and most of them are technology savvy. On the other hand, Boomers are labelled as 

Digital Immigrants since they needed to learn about a new technology such as the 

Internet, interactive or social media and digital technology. Therefore, researchers might 

consider respondents’ capability in dealing with digital devices since it may influence 

the findings of the study (Loges & Jung, 2001; Meade et al., 2007). The above digital 

definition proposed that both groups have different preferences, familiarity and 

capability when it comes to pen-and-pencil and online formats.  

With two generational cohorts, this study had to employ careful consideration in 

selecting the appropriate administration format so as to obtain a good response without 

affecting the findings. In terms of the digital divide, the current study believes that 

providing both pen-and-pencil and online questionnaires would be an ideal format to 

cater to different age groups, as well as preferences. Moreover, Gen Y might prefer an 

online format while pen-and-pencil may be more suitable for Boomers (Shih & Xitao 

Fan, 2008). As a result, Gen Y was assigned an online format, whereas, Boomers 

received the pen-and-pencil questionnaire.  

A number of studies have employed both pen-and-pencil and online formats (Bugbee, 

1996; Cole, Bedeian, & Feild, 2006; De Beuckelaer & Lievens, 2009; Meade et al., 

2007; Wolf, Hattrup, & Mueller, 2011). The previous literature found that both types of 

administration had equivalent scores or results across formats (Bugbee, 1996; Cole et 

al., 2006; De Beuckelaer & Lievens, 2009; Wolf et al., 2011). However, the literature 

recommends conducting a measurement invariance to compare both formats in order to 

confirm and validate the equivalence of scales (Bugbee, 1996; Meade et al., 2007). 

As a result, this current study conducted multi-group confirmatory factor analysis 

(MGCFA) to assess measurement invariance across the formats. The analysis was 

performed simultaneously with the MGCFA of generational cohorts since this study 

assigned the format of administration according to generational cohorts: Gen Y for 

online, Boomer for pen-and-pencil. The results indicated that this study achieved 

measurement invariance across the formats (see Table 5.11, 5.12; Appendix 5.7-5.8).     
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4.4.5 Experimental design and stimuli  

The current study employed 2 generational cohorts (Boomers vs. Gen Y) x 2 events 

(ethnic-based vs. international) x 2 brands (ethnic-based vs international) x 2 media 

(newspaper vs. Facebook), and a between-subject factorial design. The between-subject 

design allowed each participant to view only one manipulation.  This setting prevents 

respondents from having a learning effect elicited by exposure to a multiple-

manipulation experiment (Creswell, 2009). 

A total of 16 cells for experimental manipulations plus two control cells were used in 

this study (e.g. nine cells for each generational cohort). In the control groups, 

respondents received an advertisement with no manipulations of event, brand or media. 

This study aims to achieve the recommended sample size for an experimental study of 

20 respondents, as suggested by Hair et al. (2010). Table 4.2 depicts the details of the 

experimental design.  

The respondents were randomly assigned to the experiment manipulations and this 

technique is known as a true experiment (Creswell, 2009). The respondents received an 

online or paper-based stimulus (e.g. an advertisement and a scenario) that consisted of a 

fictitious social sponsorship programme (see Appendix 1). The manipulations in the 

advertisement included an event, a brand, and type of media (i.e. newspaper or 

Facebook).  
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Table 4.2: Experimental design     

 

4.4.6 Stimuli     

As stated in the previous section, the study used fictitious events and brands instead of 

existing ones. The fictitious ones were able to avoid drawing on respondents’ prior 

perceptions and creating a compounding effect on a social sponsorship programme (e.g. 

event, brand) (Appiah & Liu, 2009; Lii et al., 2013; Sung, Choi, & Tinkham, 2012). 

Hence, the originality of findings based on a particular manipulation or condition 

without any influence or nuisance from outside is assured (e.g. experience of existing 

events or brands). 

The manipulation of this study was induced from the generational cohort’s congruence 

with an event, a brand and media. The events, brands and media were manipulated, and 

randomly assigned to the respondents. As seen in Table 4.2, there were two types of 

each experimental dimension regarding events (e.g. ethnic-based and international), 

brands (e.g. ethnic-based and international) and media (e.g. newspaper and Facebook). 

The stimulus was randomly allocated to the respondents including a manipulated 

advertisement and a brief scenario (see Appendix 1). The scenario worked like an 

explanation regarding the advertisement, and the respondent was required to answer the 
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questionnaire based on the given advertisement and the scenario. Based on the 

advertisement and the scenario given, the respondents were asked about their level of 

self-congruity with the event, the brand, and the type of media. As a result, this current 

study anticipates discovering how the manipulations have an impact on the dependent 

variables (Sekaran & Bougie, 2010), which are respondents’ attitudes towards 

sponsorship programme and brand loyalty. 

4.4.7 Sampling and data collection  

This current study chooses a developing country as the context since social sponsorship 

has received less attention there than in developed countries (Bal et al., 2010). By 

conducting a study in a developing country, it will contribute to knowledge as well as 

literature on social sponsorship. It can provide a better understanding of consumers’ 

responses towards social sponsorship, especially in developing country context.  

Malaysia was chosen as it is a developing country with a clear multi-ethnic society with 

a diverse background (Fontaine & Richardson, 2003; Milner, 1991). Despite being from 

the same country, each ethnic group socialises differently in terms of geography (e.g. 

villages, towns), type of employment (e.g. agriculture, mining), social contact, and 

culture (Jali, 2003). Fontaine et al., (2002) found that Malaysia is a heterogeneous 

country and each ethnic group differs significantly in terms of culture and values. 

Additionally, Malaysia has experienced conflict among ethnic groups (i.e. the Racial 

Riot) that may have impacted on integration and unity. This is an interesting line of 

enquiry as the current study uses GCT as a theory to identify and segment consumers. 

GCT implies that members of each generational cohort share common profiles since 

they experienced similar external events during their coming of age. However, profiles 

will vary within a generational cohort because of ethnic differences. Each ethnic group 

may respond differently to the external events that occurred during their coming of age 

despite being in the same generational cohort.   

This study focuses on the two main ethnic groups: Malays and Chinese. Malays 

contribute 50.1% of the population, while Chinese contribute 22.6% (Department of 

Statistics Malaysia, 2010, 2012). Even though Malays are the largest ethnic group in 

Malaysia, they are of a lower socioeconomic group and are less wealthy than the 

Chinese. The Chinese however have more purchasing power since they are wealthier 
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and largely control the economy despite being in a minority ethnic group. These 

differences make for interesting comparisons.  

As previously pointed out, this study aims to investigate the differences between two 

generational cohorts and to compare their attitudes toward social sponsorship 

programmes. There were two generational cohorts identified in this study: Gen Y and 

Boomers. Gen Y (who were born between 1980-1995) were selected because a majority 

of the Malaysian population belongs to this group (Department of Statistics Malaysia, 

2010, 2012). They also represent future Malaysian consumers. Malaysian Boomers 

were born during 1953-1963 and most of them have an income, are established in their 

careers and probably hold a high position in an organisation. They are represented as 

real consumers, easily generalised in the real world and could increase external validity 

more than younger samples (Sekaran & Bougie, 2010).  

Due to time and financial constraints, this study was conducted at major public 

universities in Malaysia. The respondents consisted of current students, alumni, 

students’ relatives and staff of the universities. Each individual has an equal opportunity 

to participate in this study. However, this current study focuses on two generational 

cohorts (i.e. Boomers; Gen Y) and two ethnic groups (i.e. Malays; Chinese).  

The questionnaire was distributed with the assistance of the university’s registrar, 

student associations, lecturers, and the alumni department. In addition, as discussed in 

section 4.3.1, the respondents were asked in the preliminary study whether they would 

like to participate in the next study. The researcher contacted the respondents who 

agreed to participate in the next study. The respondents were briefed that the 

participation in this study was anonymous and voluntary.   

4.4.8 Procedures  

Boomers consisted of university staff, alumni and respondents who had expressed an 

interest in the preliminary study (see Section 4.3.1). As discussed in Section 4.4.4, this 

study employed a pen-and-pencil administered format for Boomers. The respondents 

were selected from a name list given by the university registrar, alumni department, and 

the preliminary study’s list. Respondents were invited to participate in the study via 
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email, telephone or face-to-face. The researcher assigned the questionnaire once the 

respondents had agreed to join the study. 

In regard to time and financial constraints, experiment questionnaires were distributed 

to respondents who were on campus or near to campus. Respondents were grouped 

according their time availability and location (e.g. offices, library) without specifying 

the number of respondents for each session. All the respondents were randomly 

assigned to one of the nine experimental conditions including the control group (see 

Section 4.4.3 and Table 4.2). A brief greeting and explanation of the study was given 

before questionnaires were distributed to respondents.  

Respondents received a questionnaire including an information sheet regarding the 

purpose of the study. They were asked to view the advertisement and read the scenario 

carefully before answering the experimental questions. The respondents completed a 

questionnaire based on the advertisement and the scenario given (Appendix 1) and they 

were advised not to write down their names or any other information related to their 

identity on the answer.  

Each respondent received only one experimental manipulation, and they answered 

based on the advertisement they saw and the scenario. After completing the 

questionnaire, they were asked to put it in a covered box provided by the researcher. 

With this method, the anonymity of the respondents participating in the study could be 

ensured. As a token of appreciation, each respondent received a shopping voucher. 

Moreover, since this current study was on a voluntary basis, respondents were permitted 

to stop and withdraw from the experiment at any time.  

For Gen Y, an online experiment was created via Qualtrics, an online survey tool. 

Several methods were used to distribute the online experiment. For example, the 

researcher sought assistance from university lecturers and student associations to share 

the link to the online experiment with their students via the university’s course 

management websites, student email, and the student association’s Facebook page. The 

online experiment was only directed at undergraduate students since this study focuses 

on Gen Y as a sample. The respondents were randomly assigned to one of the nine 

experimental manipulations using Qualtrics’ randomisation system. As discussed 

earlier, this study aimed to obtain an equal number of respondents according to ethnicity 



Chapter 4 – Research methodology 

 

 

98 
 

(e.g. 15 respondents for each ethnic group). The questionnaire had been set up so that if 

the target sample size was reached for each ethnic group, the respondents were 

automatically redirected to another experimental manipulation.  

The respondents were required to click the provided link that automatically directed 

them to the experimental questionnaire page. It was compulsory for respondents to 

answer the screening question prior to continuing to the main experiment. Since this 

study focuses on two ethnic groups (e.g. Malays and Chinese), the respondents’ ethnic 

background was identified prior to their proceeding to the main experiment.  

The respondents automatically proceeded to the main experiment if they belonged to 

one of the targeted ethnic groups. In contrast, the questionnaire directed them to the end 

of the experiment if the respondents did not belong to either of the ethnic groups. 

Hence, the study ensured that the respondents were from the specific generational 

cohorts and ethnicity required for the study.  

Respondents were given an information sheet including a manipulation of the 

advertisement, and a scenario consisting of an event, a brand and one type of media 

(e.g. newspaper or Facebook). Similar to the pen-and-pencil format, they were advised 

to view the advertisement and read the scenario carefully before clicking ‘next’ to 

answer the questionnaire. They were asked to complete a questionnaire based on the 

advertisement. Respondents had been informed that participation in the study was 

anonymous and voluntary. In addition, they had the option not to complete the 

questionnaire and quit the experiment at any time. 

After completing the experimental session, respondents were directed to a separate page 

from the main experiment and invited to participate in a prize draw. An option to 

participate or to withdraw from the draw was also provided. As discussed earlier, to 

protect the anonymity of respondents, designs for the experimental questionnaire and 

the draw were separated. Therefore, the researcher did not have an opportunity to 

identify respondent identities.   

4.5 Questionnaire development  

This section discusses the development of the questionnaire and measurement scales 

employed in the study. The study manipulated social sponsorship programmes (i.e. 
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events, brands, or types of media) and then recorded respondent’s responses towards the 

advertisement given. The term “social sponsorship programme” refers to social 

sponsorship activities that consist of events, brands or type of media. For the treatment 

group, the respondents viewed one advertisement with a manipulation of event and 

brand (e.g. ethnic-based and international). In terms of media, newspaper and Facebook 

were used as media manipulations. The treatment group viewed an advertisement which 

was shown as being from either a newspaper or Facebook as the manipulation. 

Meanwhile, there was no manipulation involved for the control group respondents (see 

Appendix 1a).  

The following section discusses the scales used to measure the responses to the 

manipulation (see Table 4.3). It consists of five subsections: the development of the 

generational cohort self-congruity scale (e.g. event, brand, and media), attitude towards 

sponsorship and brand loyalty scale, follow by check questions and expert evaluation.  

4.5.1 Generational cohorts self-congruity 

As discussed in Section 2.2.1, there are four types of self-congruity (e.g. actual, ideal, 

social, ideal social). However, this current study decides to choose an actual self-

congruity over the other self-congruity types since the generational cohort’s profiles 

(e.g. characterises, values, and attitudes) are influenced by the real experience of 

external events (Meredith, Schewe, & Karlovich, 2002).  

Event congruity 

Event congruity was assessed as an individual’s self-congruity with an event. The 

original scale, which was developed and used by Sirgy et al. (1997), was used to 

measure an individual’s self-image congruence with their brand preferences. Recently, 

Sirgy et al. (2008) adopted the scale into a sponsorship context, specifically in sports 

sponsorship. The items were used to measure a spectator’s congruity with a sports 

sponsorship event (e.g. NASCAR). The study found that the scale was highly reliable at 

.98 (Cronbach’s alpha). Additionally, the reliability of the scale was also confirmed in 

other studies, for example, in a sports sponsorship (Mazodier & Merunka, 2011) and 

promotional sponsorship event (Close et al., 2009) with Cronbach’s alpha above .83.  
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Hence, the study adapted the self-congruity scale measured in a social sponsorship 

context. The scale has three items which were measured using a 7-point Likert-type 

scale ranging from 1 (strongly disagree) to 7 (strongly agree) similar to Close et al.’s 

(2009) study.  

Brand congruity 

In contradiction to the event congruity scale, the brand congruity scale measured an 

individual’s congruity with a brand that sponsored an event. Hence, the other scales 

developed by Sirgy et al. (1997) have been used. The original scale was used to measure 

an individual’s self-image congruence with a brand preference. The scale emphasised an 

individual’s response by comparing two different brands (e.g. a focal and a referent 

brand). The original scale is considered a good scale since the Cronbach’s alpha was 

.82.  

All four items were adapted from the original scale, and used a 7-point Likert-type scale 

(Chebat et al., 2006). The scale anchored at 1 (strongly disagree) and 7 (strongly agree). 

The study manipulated brand types (e.g. ethnic-based and international brands) who 

engaged with an event and measured participants’ responses about the brand (e.g. 

People who drink [brand name] have more similarity with me compared to other 

brands). As a result, the study anticipated that the scale might reveal the type of brand 

that respondents preferred in terms of sponsoring an event.    

Media congruity  

The media congruity scale intended to measure an individual’s preferences on the type 

of media used in promoting an event (e.g. printed newspaper or Facebook). This scale 

focused on comparing two types of media; printed newspaper and Facebook. The study 

used a similar scale to the brand congruity scale and adapted the scale and changed to 

the type of media instead of a brand’s name. For example, one of the items used in this 

scale; “I am very much like a typical person who prefers to use “Facebook” rather than 

a printed newspaper”. This study changed the word of a brand to Facebook (as a focal 

media) and a printed newspaper (as a referent media). There were four items and this 

scale also used a 7-point Likert-type scale with anchors ranging from 1 (strongly 

disagree) to 7 (strongly agree). 
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Table 4.3: Event, brand, and media congruity scales 

 

4.5.2 Attitude towards sponsorship 

The scale for measuring attitude towards sponsorship was taken from Simmons and 

Becker-Olsen (2006). The scale was assessed by measuring the overall attitude of 

respondents in a partnership or collaboration in a social sponsorship programme (e.g. an 

event and a brand). The items in the study demonstrated a high reliability at .97 

(Cronbach’s alpha). Recent studies have used the scale (e.g. Mazodier & Merunka, 

2011; Olson, 2010; Olson & Thjømøe, 2011) and showed a strong reliability at .91 and 

above.  

Respondents were asked to rate their attitude towards the overall social sponsorship 

programme based on the advertisement given. As seen in Table 4.4, the current study 

adapted three semantic differential items (Negative/positive; Unfavourable/favourable; 

Bad/good) and used a seven-point scale.  
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Table 4.4: Attitude towards social sponsorship scale 

Item wording  Scale type Anchor points 

With reference to the [brand name] sponsoring [event] in 

the advertisement, please evaluate your attitude towards 

the overall sponsorship programme.  

SD (7-point) Negative/positive 

SD (7-point) Unfavourable/favourable 

SD (7-point) Bad/good 

Note: Semantic differential (SD)  

4.5.3 Brand loyalty 

Brand loyalty is a scale to measure respondent’s behavioural intention on brands that 

sponsored an event. The brand loyalty scale was adapted from Zeithaml et al. (1996) 

and was originally used to measure the influence of service quality on company loyalty 

(see Table 4.5). The Cronbach’s alpha for the scale range from .93 to .94 (across four 

companies). There were five items in the scale and they were measured using a 7-point 

Likert-type scale ranging from 1 (not at all likely) and 7 (extremely likely).  

Table 4.5: Brand loyalty scale   
Item wording  Scale type Anchor points 

1. I would say positive things about [brand name] to 

other people.  
7-point Likert 

not at all likely /  

extremely likely  

2. I would recommend [brand name] to my friends.  
7-point Likert 

not at all likely /  

extremely likely  

3. I would encourage friends and relatives to buy [brand 

name].  
7-point Likert 

not at all likely /  

extremely likely  

4. I would consider [brand name] as my first choice to 

buy mineral water.  
7-point Likert 

not at all likely /  

extremely likely  

5. I would buy more [brand name] in the next few years.  
7-point Likert 

not at all likely /  

extremely likely  

4.5.4 Check question 

The purpose of the check question was to avoid bias among respondents. In 

generational cohort theory, individual’s values, characteristics, and attitudes develop 

from their experiences through external events (Noble & Schewe, 2003; Schuman & 

Scott, 1989). Therefore, it is important to identify respondents who experienced the 

external events.  For this purpose, a check question to ask whether the respondent 
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resided in Malaysia during their coming of age (e.g. Did you live in Malaysia when you 

were 17 to 23 years old?, and a yes or no scale) was included. If the respondent’s 

answer was no, they would be excluded from the data since they had not experienced 

the external events directly thus the event could not be reflected in their values, 

characteristics, and attitudes (Noble & Schewe, 2003). As a result, this study could 

avoid bias among the respondents and confirm that the respondents experienced the 

external events personally. 

4.5.5 Expert evaluation and back translation  

The expert evaluation involved obtaining comments from research experts on the items 

intended to measure each research construct, the overall wordings and the structure of 

the research questionnaire (Hair et al., 2010; Sekaran & Bougie, 2010). Three academic 

staff members reviewed and rated the questionnaire. The questionnaire was altered 

according to the comments and feedback. Next, the questionnaire was translated from 

English to Malaysian.    

The scales were originally adapted from a western context culture and were in English. 

Since the study was conducted in Malaysia, it was necessary to conduct a back 

translation in order to fit in with the Malaysian context (Brislin, 1970; Sinaiko & 

Brislin, 1973). As recommended, the procedures for back translation started with 

translating the original English questionnaire into the target language, Malaysian, and 

retranslating from Malaysian back to English. After that, the translated questionnaire 

was compared with the original questionnaire to check on any inconsistencies in terms 

of the questionnaire’s scales and meaning.  

Bilingual experts or translators produced the translations (Sinaiko & Brislin, 1973). A 

total of four translators were recruited to conduct back translation. Specifically, two 

translators were required to translate the questionnaire from English to Malaysian, and 

another two translators converted the Malaysian version back to English. All translators 

were English lecturers or coordinators in a Malaysian university and fluent in both 

languages. The advantage was that the translators knew about the Malaysian context 

and easily chose appropriate words in the questionnaire’s scales without losing the 

original meaning. It was important to ensure cultural relevance and equivalence of the 

items rather than their similarity with the English scales (Hulin, 1987). 
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In the next step, two English native speakers were required to validate and check any 

discrepancies in the questionnaire by comparing the original questionnaire with the 

newly translated questionnaire. Then the questionnaire was revised the based on the 

comments and feedback.  

The final version of the questionnaire was given to two university members to be 

checked and validated before being distributed to the respondents of the study. As a 

result, this study believes that the questionnaire was reliable not only from an expert 

point of view, but also in terms of cultural context (e.g. meaning, context, and easily to 

understand).    

4.6 Sample size in the study 

As discussed in an earlier section (see Section 4.4.5), there were a total of 16 cells 

(groups) for experimental manipulations and two cells for control groups in this study. 

The experiment employed a between-subjects factorial design regarding 2 generational 

cohorts (Boomers vs. Generation Y) x 2 events (ethnic-based vs. international) x 2 

brands (ethnic-based vs. international) x 2 types of media (newspaper vs. Facebook). 

This study aimed to collect 20 respondents per cell (320 for treatment groups and 40 for 

control groups), following the recommended number of samples per cell (Hair et al., 

2010).  

Statistical power is important in SEM analysis since it able to distinguish between good 

and poor models (Hair et al., 2010; McQuitty, 2004). A number of determinant factors 

influenced the statistical power (e.g. effect size, bias, number of dependent variables), 

and sample size is one of those factors (Hair et al., 2010; McQuitty, 2004; Wolf, 

Harrington, Clark, & Miller, 2013). Therefore, it is important to identify a minimum 

sample size in order to achieve an adequate statistical power of analysis in SEM.  

In terms of sample size, there are various rules-of-thumb for determining a minimum 

sample size. For instance, a conventional rule-of-thumb for sample size for SEM 

analysis is 200 (e.g. Hair et al., 2010; Kline, 2011). Hoelter (1983) suggested that a 

sample size of 200 or more is adequate to analyse a model. Barrett (2007) urged that 

journals should reject any article that has less than 200 respondents. These studies 

indicated that a minimum sample size of 200 was required to analyse in SEM.  
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Recently, Westland (2010) conducted a meta-analysis study regarding sample sizes in 

five main Management Information Systems (MIS) and e-commerce journals (e.g. MIS 

Quarterly, Management Science, Decision Sciences, Information Systems Research and 

Journal of MIS). The study analysed the articles published in the journals between 1989 

and 2007. Surprisingly, the study found that 80% of the findings were generated from 

insufficient sample sizes. Similarly, Shook, Ketchen, Hult, and Kacmar (2004) 

discovered most of the previous studies used inadequate sample sizes (e.g. below 200 

samples); however, they managed to receive significant findings.  

A number of studies supported this proposition. Fan, Thompson, and Wang (1999) 

believe that a minimum of 100 respondents is sufficient to analyse in SEM. The study 

argues that there are no significant differences in sample sizes of 100 or 1000. Iacobucci 

(2010) recently supported the argument and suggested that a sample size of 50 to 100 is 

enough for SEM analysis.  

Another rule-of-thumb for a minimum sample size is based on a ratio of sample size to 

number of indicators. Previous studies suggested ratios such as 2:1, 3:1, 5:1 and 10:1 as 

an indicator for a minimum sample size (Bagozzi & Yi, 2012; Bentler & Chou, 1987; 

Kline, 2011). However, this current study decided to choose the 5:1 ratio as a guideline 

to determine a minimum sample size since previous studies indicated that the ratio is 

sufficient for the minimum sample size. For instance, Nevitt and Hancock (2004) 

suggested that a minimum sample ratio of 5:1 is sufficient in SEM analysis. The study 

found that the rejection rates for Type I error were reduced when the sample sizes 

increased from ratio a 1:1 or 2:1 to a 5:1 ratio. The study found that a sample of 5:1 is 

enough to generate an adequate statistical power in SEM analysis. Likewise, Bentler 

and Chou (1987) also recommended the ratio of 5:1 for the minimum sample size. 

Furthermore, several studies stated that smaller (e.g. invalid model) and larger sample 

sizes (more than 400) could affect statistical power and results (e.g. invalid model, 

generalisability, over fitting and over sensitive tests) (Bagozzi & Yi, 2012; Hair et al., 

2010). As a result, this current study employed a sample size to number of indicators 

ratio as 5:1 as the rule-of-thumb to determine the minimum sample size since it is 

adequate for statistical power. 
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4.7 Ethical Considerations 

This study received approval from the Human Ethics Committee (HEC) of the School 

of Marketing and International Business at Victoria University of Wellington. The study 

complied with the guidelines of the HEC in undertaking this research. The respondents 

were clearly informed that the research was voluntary, all responses were anonymous, 

and they had the option to withdraw from the study at any time. 

4.8 Chapter summary  

This chapter reviewed the suitable research paradigm and method used in this study. It 

also discussed preliminary studies, pre-tests and the main study (i.e. experimental 

study). The next chapter will discuss the data analysis technique and the results of the 

study. 
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CHAPTER 5 DATA ANALYSIS AND RESULTS 

This chapter covers data analysis procedures and the findings of the experimental study 

based on the hypotheses testing. This chapter consists of an explanation of the data 

analysis technique, preliminary data analysis, confirmatory data analysis, single-group 

or overall analysis, and multi-group analysis.  
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5.1 Data analysis technique   

As discussed earlier, the data was derived from two sources of administration formats: 

online and pen-and-pencil. The online data was extracted from Qualtrics online software 

into Statistical Package for Social Science (SPSS). Meanwhile, pen-and-pencil data was 

collected, and the returned questionnaires were coded into SPSS. After that, both sets of 

data were merged and analysed simultaneously. The study begins with a preliminary 

analysis consisting of descriptive statistics, missing data, outliers, normality of data, and 

common method variance test. The SPSS software has been used to analyse the 

preliminary analysis data.   

As discussed previously, this current study aims to test differences between the effect of 

two generational cohorts (i.e. Boomers and Gen Y) and two ethnicities (i.e. Malays and 

Chinese) on attitude towards social sponsorship as well as brand loyalty. Hence, this 

study initially used a single-group analysis referring to an overall group. The data 

consisted of the combination of both generational cohorts. Meanwhile, multi-group 

analysis refers to the data dividing into different groups (i.e. Boomers and Gen Y; 

Malays and Chinese). Combinations of analysis methods such as t-test, Analysis of 

Variance (ANOVA) and Covariance-based Structural Equation Model (SEM) were 

conducted to cater to the study’s purposes. In terms of analysis, statistical analysis 

software, SPSS, was used for the t-test and ANOVA, while AMOS was used for SEM 

analysis.  

In single-group analysis, the procedures started with the single-group Confirmatory 

Factor Analysis (CFA). CFA is mainly used to assist with the confirmation and 

validation of research constructs (Byrne, 2010). This current study discusses two 

important stages in assessing CFA: firstly, Goodness-of-Fit (GOF) for a measurement 

model, followed by construct validity and reliability tests (e.g. convergent and 

discriminant validity). After the measurement model achieved a good fit and construct 

validity, the study then conducted a single-group causal or structure model analysis. 

This analysis provides overall findings of the study based on both generational cohorts. 

However, a multi-group analysis is an ideal analysis for gathering information about the 

influence of different generational cohorts on social sponsorship programmes.  

This current study examines a multi-group analysis of different generational cohorts’ 

perspectives on social sponsorship programmes (e.g. events, brands and type of media), 
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followed by an ethnic group comparison. In this regard, a t-test analysis was conducted 

to compare Boomers and Gen Y congruity with social sponsorship programmes. 

Additionally, ANOVA analysis was employed to compare four groups: generational 

cohorts (e.g. Boomers, Gen Y) and ethnic groups (e.g. Malays, Chinese). This is 

because the current study intends to discover the influence of ethnicity in determining 

the degree of a generational cohort’s congruity with social sponsorship programmes 

despite being in the same generational cohort (see Section 2.3.1.2).  

In terms of SEM analysis, this current study aims to analyse the impact of congruence 

on attitudes towards sponsorship and brand loyalty as well as multi-group analysis. This 

current study conducted Multi-group Confirmatory Factor Analysis (MGCFA) to 

compare the measurement invariance across groups; firstly, generational cohorts (e.g. 

Boomer; Gen Y), then by ethnic groups (e.g. Malay Boomers; Chinese Boomers; Malay 

Gen Y; Chinese Gen Y). It then proceeded to the multi-group structural analysis to 

make a comparison between different groups after MGCFA satisfied and achieved the 

cut-off (see Section 5.3.1; Table 5.3). The details of the analyses (e.g. procedures and 

results) will be discussed in a later part of this chapter (see Section 5.6). 

5.2 Preliminary Data Analysis  

This section discusses preliminary data analysis such as response rate and completeness, 

respondents’ profiles, missing data, outliers, normality tests, and common method 

variance.  

5.2.1 Response rate and completeness  

The data collection process took place from May 5
th 

to July 10
th

, 2013. A total of 16 

cells (groups) for treatment groups and two for control groups were used in this study 

(see Section 4.4.5 for details). The experiment employed 2 generational cohorts 

(Boomers vs. Generation Y) x 2 events (ethnic-based vs. international) x 2 brands 

(ethnic-based vs. international) x 2 media (newspaper vs. Facebook) between-subjects 

factorial design.  

As discussed in the previous chapter (see Section 4.4.4), respondents received either an 

online or pen-and-pencil questionnaire. The questionnaire included a fictitious social 

sponsorship advertisement and a scenario describing an event, a brand and a type of 
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media. The respondents were asked to rate their level of self-congruity with the event, 

the brand, and the media on the advertisement. The dependent variables in this current 

study were respondents’ attitudes towards the social sponsorship and brand loyalty.  

This study aimed to collect at least 20 respondents per cell (Hair et al., 2010): 320 for 

treatment groups and 40 for control groups. In total, the study collected 451 useable 

responses from the treatment groups and 50 respondents for the control groups across 

both generational cohorts. The study obtained a minimum of 25 respondents per cell, 

higher than the intended sample size of 20 respondents (see Section 4.4.5 and Table 

4.2).  

As mentioned in Section 4.4.5, this study had 16 treatment groups consisting of two 

generational cohorts (e.g. Boomer and Gen Y). It combined all treatment groups 

together instead of splitting them according to each group. The current study created 

dummy-coded variables as an indication for treatment groups. For instance, generational 

cohorts were re-coded as “0” for Gen Y and “1” for Boomers, while treatment 

manipulations were re-coded as “0” for ethnic-based and “1” for international events. 

The details of the dummy-coded variables are discussed in a later part of this thesis (see 

Section 5.5.1 and 5.6.1).  

As discussed earlier, this current study employs SEM as a technique to analyse the data. 

Unlike first generation statistical methods (e.g. exploratory analysis, multiple 

regression), SEM has the ability to analyse more than two relationships simultaneously 

(Byrne, 2010; Shook et al., 2004), including mediation tests (Bagozzi & Yi, 2012). It 

can integrate both observed and unobserved variables as outcome variables (Byrne, 

2010; Kline, 2011). SEM is also capable of assessing or correcting for measurement 

error since it provides explicit estimates of error variance parameters (Byrne, 2010).   

There are two types of SEM techniques: partial least squares (PLS) and covariance-

based SEM. Both techniques have advantages and disadvantages, and it depends on the 

research’s direction to determine the most suitable analysis technique (Hair et al., 2010). 

A number of reasons contributed to the covariance-based SEM technique being more 

suitable for this study. Firstly, this current study is directed more at theoretical 

confirmation (e.g. theory testing and development) rather than at exploration or 

prediction research (Anderson & Gerbing, 1988; Hair et al., 2010; Kline, 2011). 
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Secondly, the covariance-based SEM technique allows a researcher to empirically test a 

theoretical model (i.e. the measurement and the structural model) simultaneously (Hair 

et al., 2010). Thirdly, reflective indicators were used to measure latent variables in this 

current study. Chin (1998) suggested that PLS analysis is more useful for formative 

indicators; however, covariance-based SEM is more appropriate for reflective indicators 

(Chin, 1998). One of the advantages of PLS is that it can analyse smaller sample sizes 

(Hair et al., 2010). However, this current study has obtained a large enough sample size 

to generate adequate statistical power analysis using covariance-based SEM (Bentler & 

Chou, 1987; Nevitt & Hancock, 2004). Finally, the experimental design applied in this 

current study meant it was suitable to use the covariance-based SEM analysis technique 

as it allows for comparisons between groups (i.e. Boomers and Gen Y; Malays and 

Chinese) and allows the researcher to estimate group differences based on the study’s 

hypotheses (Bagozzi & Yi, 2012; Kline, 2011). Thus, covariance-based SEM was a 

more suitable analysis technique for this current study.  

Next, the requirement of sample size in SEM analysis is explored. The study analysed 

the data set of 451 respondents for the overall model, and more than 110 samples per 

group for the multi-group analysis. Hence, it met the minimum sample size requirement 

in order to provide adequate statistical power in SEM analysis  (Bentler & Chou, 1987; 

Nevitt & Hancock, 2004).    

5.2.2 Respondent profiles  

Table 5.1 illustrates the respondent profiles in this current study. The respondents 

consisted of two generational cohorts (e.g. Boomers; Gen Y) and two ethnic groups 

(e.g. Malay; Chinese) since the purpose of this study was to examine the differences 

between generational cohorts and ethnic groups on social sponsorship programmes. All 

of the respondents were screened prior to the study by being asked a check question to 

ensure that they resided in Malaysia during their coming of age (see Section 4.5.4). 

As a result, Generation Y comprised 50.8% and Boomers 49.2%. The majority of Gen 

Y was aged 20 to 22 (38.4%), whereas Boomers were aged 50 to 55 years old (33.5%). 

In terms of ethnic groups, the Malays contributed 51%, while the Chinese were 49%. 

These figures were considered well-distributed samples across the groups.   
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This study had more female respondents (56.5%) as compared to male (43.5%). When 

asked about education, most of the respondents had attained at least secondary school 

education. Most of the participants had a diploma or first degree (61.9%), followed by 

secondary school (29.7%), and postgraduate (8.4%) (see Table 5.1). 

Table 5.1: Respondent characteristics     
Demographic  Frequency Percentage (%) 

Age 
  

20-22 173 38.4 

23-25 49 10.9 

26-28 7 1.6 

50-55 151 33.5 

56-60 71 15.7 

Generational cohort groups 
  

Generation Y (aged 20-28) 229 50.8 

Boomers (aged 50-60)  222 49.2 

Ethnic group 
  

Malay 230 51 

Chinese 221 49 

Gender 
  

Male 196 43.5 

Female 255 56.5 

Education 
  

Secondary school 134 29.7 

Diploma/First degree 279 61.9 

Master degree & above  38 8.4 

5.2.3 Missing data 

Participation in this study was voluntary and respondents were allowed to remove 

themselves from the experiment if they wanted to do so. Data with in excess of 10% of 

missing values were deleted from the sample (Hair et al., 2010). Hence, a total sample 

of 29 for treatment cells and 10 for control cells were deleted from the sample due to 

incomplete answers, and the missing values considered as untreatable. All in all, the 

study had no issues with the data entry as well as missing values and proceeded to the 

next analysis.   
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5.2.4 Outliers 

Outliers refer to an unusual response by respondents, whether the value is extremely 

high or low and inconsistent from other respondents (Hair et al., 2010).  It is important 

to identify the outliers before analysing the data since they could have an impact on the 

future statistical data analysis.  

There are various suggestions regarding the maximum of standard score values (Z-

scores). For instance, some scholars suggest that the threshold of Z-scores should be 

below 3.0 (Kline, 2011) or 4.0 (Hair et al., 2010). The current study found none of the 

respondent’s Z-scores values to be greater than 2.5. Thus, the result indicates that there 

were no outlier issues in this study and all the responses fell within the expected range. 

5.2.5 Normality (Skewness & Kurtosis) 

Normality of the data is essential, and the researcher should perform the tests before 

proceeding to multivariate analyses especially in SEM (Byrne, 2010; Hair et al., 2010). 

This current study conducted two normality tests, namely, skewness and kurtosis. 

Skewness relates to equal balance of the distribution and could exhibit positive or 

negative skew (Hair et al., 2010; Kline, 2011). Kurtosis refers to the peakedness and 

flatness of the distribution (Byrne, 2010; Hair et al., 2010).   

In assessing the normality of data, the acceptable skewness and kurtosis index should be 

within ±2 (Burns & Burns, 2008; Cameron, 2004). The table depicts that the data were 

normally distributed and lie within the recommended range (see Appendix 5.1).  

5.2.6 Common Method Variance 

This current study conducted common method variance (CMV) to deal with variance 

from the method of measurement rather than the construct measures represented 

(Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). Podsakoff et al. (2003) suggested 

conducting CMV because it has a more serious influence, especially in behavioural 

research. CMV is useful for assessing whether variance is shared with other variables in 

the factor analysis (Hair et al., 2010), since CMV has an impact on the relationship 

between independent and dependent variables (Podsakoff et al., 2003).   
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Thus, this current study conducted CMV testing using Harman’s single factor analysis 

and un-rotated factor analysis (Podsakoff & Organ, 1986). As a guideline, the majority 

of the variance should be less than 50% with more than one factor extracted (Podsakoff 

et al., 2003). 

As seen in Table 5.2, the study discovered four factors of Eigenvalues greater than 1 

extracted, and the highest variance was 43.79%. As such, the result suggests that CMV 

did not have an issue in the current study.  

Table 5.2: Harman's single factor test  

  Extraction Sums of Squared Loadings 

Component Total % of Variance Cumulative % 

1 8.733 43.791 43.791 

2 2.801 13.625 57.416 

3 1.596 6.767 64.183 

4 1.076 3.787 67.970 

5.3 Confirmatory Factor Analysis model 

After passing all the preliminary data analysis, this current study conducted 

Confirmatory Factor Analysis (CFA). CFA is an important analysis to conduct before 

assessing a structural model. CFA is useful for ensuring the reliability of each item and 

reflect with the construct, to test a theoretical construct as well as provide confirmatory 

assessment for the measurement theory (Byrne, 2010; Hair et al., 2010).  

There are three indicators in assessments to measure the model fit in CFA; firstly, 

Goodness-of-Fit (GOF) indices followed by construct validity and reliability tests (e.g. 

convergent and discriminant validity). Hence, this study conducted CFA before moving 

to the structural model in order to establish the observed variables for each latent 

variable in the measurement model. 

5.3.1 Goodness-of-Fit in assessing measurement model  

Goodness-of-Fit (GOF) provides a guideline for the hypothesis testing decision (i.e. 

whether to accept or reject) based on a good or poor model fit (Fan et al., 1999). A 

number of GOF indices are available to assess model fit. The Chi-square (X²) statistic is 

one of the important indexes for determining model fit (Fornell & Larcker, 1981; Hair 
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et al., 2010). The X² statistic is useful to assesses the difference between the actual 

sample covariance and the covariance matrix reproduced (Fan et al., 1999).  However, 

the effectiveness of the X² statistic as an indicator to assess model fit is arguable since it 

has a problem with non-normal data and is sensitive to sample size (Bagozzi & Yi, 

2012; Byrne, 2010; Cheung & Rensvold, 2002; Fan et al., 1999; Hair et al., 2010; Kline, 

2011).  

Besides, there are other types of GOF indices that are recommended for examining 

model fit such as absolute fit and incremental fit (Hair et al., 2010). This current study 

employed GOF indices to examine model fit as recommended by Bagozzi and Yi 

(2012) such as Root Mean Square Error of Approximation (RMSEA), Standardised 

Root Mean Residual (SRMR), Comparative Fit Index (CFI) and NNFI (non-normed fit 

index; also known as the TLI, Tucker and Lewis index). Other scholars have suggested 

using CMIN/df (X²/df) as an additional assessment for model fit to overcome the 

disadvantages of the X² statistic (Bagozzi & Yi, 2012; Byrne, 2010; Kline, 2011). For 

the X²/df, a value smaller than 2 indicates a good model fit; meanwhile, a value less than 

3 is an acceptable model fit (Hu & Bentler, 1999; Kline, 2011). 

For the absolute fit, RMSEA is effective in measuring whether a poor or good model fit 

has been achieved. It measures the difference between the observed covariance matrix 

and model-implied covariance matrix per degree of freedom (Chen, 2007). At 90% of 

the suggested confidence interval (CI), RMSEA values range from zero to 1.0. Kline 

(2011) stated that the nearer the RMSEA value is to zero the better the fit. There are 

three types of indicators of model fit in RMSEA: good model fit (< 0.5), acceptable fit 

(.05 to .08), and mediocre fit (.08 to .10) (Byrne, 2010; Hair et al., 2010; Kline, 2011).  

Similar to RMSEA, a lower value of SRMR means a better model fit. SRMR is 

practicable to compare the average standardised residual across models (Hair et al., 

2010). An SRMR value less than .05 indicates a good fit and less than 1.0 is considered 

an acceptable fit (Byrne, 2010; Hair et al., 2010; Kline, 2011).  

In terms of the incremental fit index, the CFI index has been used to compare the 

estimated model fit to the baseline model in order to identify whether the model fit is 

better than the baseline model (Kline, 2011). Hair et al. (2010) recommended a value 

higher than .90 as the threshold of CFI. Meanwhile, Non-Normed Fit Index (NNFI) or 
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Tucker and Lewis Index (TLI) measures the differences between the fitted model and 

the null model. A value greater than .90 indicates a good fit (Hu & Bentler, 1999).   

As discussed above, this current study used RMSEA, SRMR, CFI and NNFI/TLI as a 

GOF indices to asses model fit (Bagozzi & Yi, 2012) as well as normed chi-square 

(X²/df). Below is the summary of recommended cut-offs for GOF used in this current 

study (Table 5.3). 

Table 5.3: Goodness-of-Fit Indices and Acceptable Thresholds   
Fit Indices Acceptable Threshold Levels 

Normed  Chi-Square 

(χ²/dƒ) 

˂ 2 (good fit); ˂ 3 (acceptable fit) (Hu & Bentler, 1999; Kline, 2011) 

Absolute Fit   

 SRMR ˂ .05 (good fit); ˂ 1.0 (acceptable fit) (Hair et al., 2010)  

RMSEA ˂ .05 (good fit); .05 – .08 (acceptable fit); .08 – .10 (mediocre fit) 

(Byrne, 2010; Hair et al., 2010; Kline, 2011)
 
 

Incremental Fit   

CFI >.90 (Hair et al., 2010) 

NNFI/TLI >.90 (Byrne, 2010; Kline, 2011)  

5.3.2 Assessing measurement model validity and reliability  

The previous section discussed the assessment of model fit based on the GOF 

indicators.  This section explores the measurement procedures for assessing model 

reliability. These include construct validity and reliability tests. 

5.3.2.1 Path estimates and square multiple correlation 

Path estimates or path loading is an indication to measure the association between items 

and constructs, and higher loadings indicate that the items are more closely related to 

the constructs (Hair et al., 2010).  Even though item loadings above .50 are considered 

acceptable (Hair et al., 2010), the ideal path loadings are greater than .70 (Bagozzi & 

Yi, 2012; Hair et al., 2010). Besides, all loadings are not only required to be above the 

recommended cut-off, but should also meet a significance level (Hair et al., 2010).   

Meanwhile, square multiple correlations (R²) refer to “values representing the extent to 

which a measured variable’s variance is explained by a latent factor” (Hair et al., 2010). 

Hair et al. (2010) suggested that the R² value should be greater than .50 in order to 

explain how the item measures match with the construct. The next section discusses 

construct validity and reliability assessments in the measurement model.  
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5.3.2.2 Construct validity and reliability 

Construct validity tests are important for ensuring that a scale of measures is consistent 

with an intended construct  (Hair et al., 2010). It is important to achieve construct 

validity and reliability assessments before moving to the structural model (Fornell & 

Larcker, 1981). This current study focuses on two ways to assess the validity of 

constructs: convergent and discriminant validity. 

Convergent validity 

The objective of convergent validity is to measure whether the degree of indicators 

converges in the same construct. High correlations indicate that the indicators measure 

the right construct (Hair et al., 2010; Kline, 2011). There are three tests that need to be 

fulfilled to achieve the validity of the construct: factor loading and communality, 

Average Variance Extracted (AVE), and construct reliability.  

Factor loadings can be defined as items loaded to a latent construct and the item 

loadings indicate the variance extracted for the items (Hair et al., 2010; Kline, 2011). 

The recommended threshold for factor loadings should be greater than .50; however, 

factor loadings of .70 and above are more ideal (Bagozzi & Yi, 2012; Hair et al., 2010). 

In terms of communality, each item measure should be more than .50 of the variance in 

order to achieve communality (Chin, 1998; Hair et al., 2010).  

Hair et al. (2010) defines Average Variance Extracted (AVE) as “a summary measure of 

convergence among a set of items representing a latent construct. It is the average 

percentage of variation explained (variance extracted) among the items of a construct” 

(Hair et al., 2010, p. 661). It is helpful to identify that the amount of variance extracted 

represents the said construct measure as compared to measurement error (Fornell & 

Larcker, 1981; Hair et al., 2010). In order to achieve convergent validity, the proposed 

AVE value should be greater than .50 (Fornell & Larcker, 1981) and below is the 

equation formula to calculate the AVE: 

 

Note:  Σ=denotes a sum; λi= the standardised loading on λ; Var= denotes variance; εi=measurement error of λi 

AVE  = 

 

Σλi
2
 

 

Σλi
2
 + Σ Var (i) 
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The construct reliability test is useful in checking whether each item is consistent within 

a specific construct. It is useful for ensuring that each item has internal consistency and 

reflects the latent variable (Hair et al., 2010). The recommended cut-off of the C.R. 

value is higher than .70 which is considered as adequate convergence or internal 

consistency (Hair et al., 2010). The construct reliability was calculated using Fornell 

and Larcker (1981)’s formula as below:  

CR  = 

 

(Σλi)
2
 

 

(Σλi)
2
 + Σ Var (i) 

 

Discriminant validity 

The main objective of a discriminant validity test is to ensure that each construct is 

different from other constructs, and a low correlation between constructs indicates that 

discriminant validity exists (Hair et al., 2010; Kline, 2011). Moreover, each item 

measured should represent only one construct (Hair et al., 2010). There are two methods 

to measure discriminant validity (Hair et al., 2010). First, the square correlation between 

any two constructs should be less than .75 (Grewal, Cote, & Baumgartner, 2004). The 

second method is to compare the squared correlation between two constructs with their 

AVE (Fornell & Larcker, 1981). Hair et al. (2010) added that the squared correlation 

must be lower than the variance extracted to achieve discriminant validity. In short, 

discriminant validity is an important assessment to identify whether the construct used 

in this current study is distinguishable from others. 

5.4 Single-group or overall measurement analysis  

As mentioned earlier, this current study has single-group analysis (i.e. overall 

respondents) and multi-group analysis (i.e. comparing different generational cohorts and 

ethnic groups). This section discusses the single-group analysis of overall respondents 

commencing with an initial measurement model followed by a finalising measurement 

model after assessing CFA and other assessments (e.g. convergent validity, discriminant 

validity).  
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5.4.1 Initial single-group measurement model CFA 

As discussed in the previous section, there are several fit indices for determining the 

Goodness-of-Fit (GOF) of a model. This study reported the X²/df indicator along with 

other GOF indices such as the SRMR, RMSEA, CFI, and TLI. Table 5.3 shows GOF 

indices and the acceptable threshold as guidelines in this study.  

The initial analysis of the measurement model and the model achieved an acceptable fit 

for X²/df value (2.815) and RMSEA (.064), while other indices met the recommended 

threshold (SRMR=.040, CFI=.962, TLI =.954).  

As mentioned earlier (see Section 5.3.2.2), factor loading, communality, AVE, and 

construct reliability are the assessments of convergent validity. All factor loadings were 

above .60 except for item REVT_2 (.56) (see Appendix 5.5). In terms of the 

communality scores, the results indicated that the only item below .50 was REVT_2 

(.315).  

Next, this current study calculates the construct reliability (CR) and the AVE value 

based on the equation proposed by Fornell and Larcker (1981). Using the formula, 

researchers can calculate manually or use computer software (e.g. Excel software). This 

current study used the Stats Tools Package provided by Gaskin (2012) to calculate the 

CR and AVE. This tool offers computerised calculation and avoids human error. The 

result indicates that the CR values were greater than .70 and AVE value more than .50 

(see Appendix 5.5).  

Based on the results, this current study had an issue with convergent validity (i.e. 

communality and low factor loading). It seems like the REVT_2 has a problem with the 

communality of the construct since the item has less than 50% of the underlying latent 

variable (Chin, 1998). It was suggested that the communality value should be greater 

than .50 to explain the item measures’ match with the construct, and when a value is 

less than .50 it is recommended that it be removed (Chin, 1998; Hair et al., 2010). In 

addition, the factor loading for REVT_2 was less than .60. Wolf et al, (2013) have 

stated that lower factor loadings contribute to statistical power analysis problems and 

required larger sample sizes. The low factor loading implies that the REVT_2 item was 

weakly associated with the constructs (Hair et al., 2010), and the factor loading should 

be at least .60 and above (Chin, 1998). 
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A number of factors need to be considered before deleting the item. The item has a 

problem with internal consistency since the communality of the item did not meet the 

minimum criteria. This study employed reflective constructs, where the internal and 

external validity are important. For instance, the items must have internal consistency 

(i.e. convergent validity) in order to ensure that all items measure the same construct 

(Hair et al., 2010). Previous studies suggested removing the item that did not achieve 

the recommended threshold for communality (>.50) and the a factor loading of less than 

.60 (Chin, 1998; Krisjanous, Richard, & Gazley, 2014). 

This study reviewed the REVT_2 item to ensure that no theoretical and face validity 

implications were involved. The communality and factor loadings could be lower than 

other items because this item was reverse coded. The respondents may have overlooked 

the item since it was in the opposite direction (reverse coded). The item also appeared to 

be an outlier because all other items exhibited a communality level above .50 and factor 

loadings greater than .70. As a result, this study decided to remove the REVT_2 item 

from the model since it had convergent validity issues. Removing the item did not affect 

the face validity of the construct as well as the theoretical information in the study. 

5.4.2 Final single-group measurement model 

The final model shows that the X²/df value was an acceptable fit (2.937). Meanwhile, 

the other GOF indices have achieved the recommended threshold (χ2=367.162, df=125, 

p<.001, SRMR=0.037; TLI=0.955; CFI=0.964, RMSEA=0.066). Next, this current 

study discusses convergent and discriminant validity assessments. 

As discussed earlier, the REVT_2 item was removed from the model. Table 5.4 shows 

that all factor loadings and communality were greater than recommended values 

(Bagozzi & Yi, 2012; Hair et al., 2010) (Appendix 5.3). Meanwhile, the construct 

reliabilities had increased, ranging from .88 to .93 (see Table 5.4). These results suggest 

that there is no issue with the constructs’ reliability since all constructs are above .70 

(Hair et al., 2010). As shown in Table 5.4, the AVE values are greater than .50 (Fornell 

& Larcker, 1981). Hence, this study did not have a problem with convergent validity 

since all of the constructs achieved the criteria accordingly. In terms of discriminant 

validity, Table 5.5 shows that all the correlations are less than the corresponding square 
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root of the AVEs. As such, the results indicated that the convergent and discriminant 

validity was supported in this study.  

Table 5.4: Re-specification model after deleted item REVT_2 

 

The model had no issues with the path loadings because all the item loadings were 

greater than .70 (Bagozzi & Yi, 2012; Hair et al., 2010) and critical ratio values were 

greater than 1.96 (Byrne, 2010). Moreover, the standardised residual outcomes show 

that the residual values are less than 2.58 (Byrne, 2010) (see Appendix 5.4). According 

to the results, this model seems to achieve the path loadings and standardised residuals 

criteria. In addition, the final model has no issues with other indicators (e.g. path 

estimates, standardised residuals, and modification indices) and all items loaded 

significantly at p<0.001. The results of the other indicators are presented in Table 5.6.  
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Table 5.5: Discriminant validity  

  Att_Spon Event Brand Media Loyalty 

AVE 0.78 0.79 0.69 0.77 0.70 

Att_Spon 0.884 

    Event 0.685 0.886 

   Brand 0.509 0.621 0.830 

  Media 0.304 0.273 0.342 0.878 

 Loyalty 0.722 0.692 0.688 0.303 0.834 
Square root of AVEs in the diagonals. 

All correlations are less than the corresponding square root of the AVEs. 

Implied correlations for each construct in the model in the lower half of the table 

 

Table 5.6: Final measurement model items, Loadings, and significance values 
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5.4.3 Manipulation check  

This section discusses manipulation tests between the control and treatment groups. The 

aim of this test was to check if event and brand manipulation were successful. The 

respondents in the treatment group saw an advertisement with the event or brand as a 

manipulation. There was no manipulation involved for the control group.  

An independent samples t-test was employed to compare between the treatment and 

control group in regards to event and brand manipulations. Results confirmed that the 

event manipulation had been successful with the mean score for the treatment group 

(M=5.32) being significantly higher than the control group (M=4.65, t=-2.887, p=.021).  

Similarly, the finding shows that the treatment group (M=4.65) had a higher mean score 

than the control group (M=3.38) for the brand manipulation (t=-4.355, p=.019). 

Therefore, this study indicated that event and brand manipulation were successful. 

5.5 Hypotheses testing 

This section outlines the findings from the testing of the hypothesised relationship 

between social sponsorship programmes that affect a generational cohort’s attitude 

towards social sponsorship and brand loyalty. Next, it looks at the multi-group analysis 

of the different generational cohorts (e.g. Gen Y and Boomers) and ethnicity (e.g. 

Malays and Chinese). The findings of this part describe the impact of generational 

cohort and ethnicity on attitude towards the social sponsorship and brand loyalty.   

This section has two parts. First, it addresses research questions one and two: 1) Does 

the self-congruity of different generational cohorts affect preferences toward social 

sponsorship programmes? 2) does the self-congruity of generational cohorts with social 

sponsorship programmes influence attitudes towards sponsorship and brand loyalty? As 

discussed earlier, this current study performed an independent sample t-test and SEM to 

analyse the overall and multi-group analysis data. 

The second part of this section discussed research question 3: To what extent does 

ethnicity impact generational cohorts’ preferences towards sponsorship programmes? In 

order to achieve the objectives, ANOVA and SEM were employed as the methods of 

analysis. SPSS was used to analysis the data.   
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5.5.1 T-test analysis (H1a, b; H2a, b; H3a, b) 

This section attempts to answer the first research question: Does the self-congruity of 

different generational cohorts affect preferences towards social sponsorship 

programmes? An independent samples t-test was employed to compare Gen Y and 

Boomers attitudes towards social sponsorship programmes that consisted of an event 

(e.g. ethnic-based; international), a brand (e.g. ethnic-based; international), and media 

(newspaper; Facebook). The objectives of this analysis were to examine whether there 

were any significant differences in the degree of congruence across generational cohorts 

towards events, brands, and media.  

Before conducting the analysis, this current study split the groups based on the 

manipulations rather than putting all of them together. Dummy-coded variables were 

created to distinguish the manipulations received by the generational cohorts. For 

instance, the data was coded based on generational cohorts (Gen Y=0; Boomers=1), and 

manipulations such as events (0=ethnic-based; 1=international), brands (0=ethnic-

based; 1=international), and media (0=newspaper; 1=Facebook). Hence, the data were 

extracted and analysed based on the dummy-coded variables in comparison across the 

generational cohorts.  

As seen in Table 5.7, there were significant differences at p<0.05 between the two 

generational cohorts (e.g. Gen Y and Boomers) on the degree of events congruity 

(ethnic-based, t=2.35, p=.020; international, t=6.33, p=.000), brands (ethnic-based, t= -

3.11, p=.002; international, t=2.06, p=.041), and media (newspaper, t=-13.44, p=.000; 

Facebook, t=14.68 , p=.000 ). It was hypothesised that Boomers would have a higher 

degree of congruity than Gen Y towards ethnic-based events, brands and newspapers. 

Conversely, Gen Y would have a higher degree of congruity on international events, 

brands, and Facebook.  

The finding indicates that Boomers had a high degree of congruity with ethnic-based 

events (M=4.66) and ethnic-based brands (M=4.42) as compared to Gen Y. In contrast, 

Gen Y had a greater mean on the international events (M=5.03) and international brands 

(M=4.16) than Boomers. In terms of media, Gen Y had a higher degree of congruity 

with Facebook (M=5.50) than Boomers (M=3.49) who preferred a newspaper (M=5.25) 

(see Table 5.7). Hence, H1 (a; b), H2 (a; b), and H3 (a; b) were supported in this study.  
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Table 5.7: t-test analysis     

Variables Generations Mean 
Std. 

Deviation 
t-value Sig. 

Event (EVT)      

Ethnic-based 
Gen Y 4.22 2.549 -2.35 .020 

Boomers 4.66 3.010   

International 
Gen Y 5.03 2.293 6.33 .000 

Boomers 4.00 2.637   

Brand (FIR)      

Ethnic-based 
Gen Y  3.88 4.653 -3.11 .002 

Boomers 4.42 5.691   

International 
Gen Y  4.16 4.741 2.06 .041 

Boomers 3.85 4.262   

Media (MED)      

Newspaper 
Gen Y  3.55 4.603 -13.44 .000 

Boomers 5.25 2.825   

Facebook 
Gen Y  5.50 3.103 14.68 .000 

Boomers 3.49 4.801   

**p<0.05; ***p<0.001 

5.5.2 Single-group structural model (H4, H5, H6, H7) 

This section discusses the results of the single-group structural model or causal model 

(used interchangeably). Similar to the measurement model, the fit of the single-group 

structural model was assessed according to model fit indices. The model needs to meet 

the GOF model fit requirements for RMSEA, SRMR, TLI, and CFI indices before 

proceeding to the structural model (Bagozzi & Yi, 2012; Byrne, 2010; Hair et al., 2010; 

Hu & Bentler, 1999; Kline, 2011) (see Table 5.3).   

Table 5.8 illustrates that the single-group model revealed mixed results of model fit.  

The model achieved acceptable or good fit (SRMR=.784, TLI=.937, CFI=.947,, 

RMSEA=.078); except for X²/df value(3.755). This current study proceeds to the 

structural model despite the X²/df value being above the recommended threshold (>3.0). 

Bagozzi and Yi (2012) have suggested that SRMR, TLI, CFI and RMSEA are generally 

acceptable GOF indices in assessing model fit.  
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Table 5.8: Comparison of paths in structural model   

Paths 
 

Standardised 

coefficients 
C.R. P-value 

EVT       ATS .59 10.392 *** 

FIR     ATS   .15 2.808 ** 

MED      ATS  .10 2.524 ** 

ATS       LOY .76 16.449 *** 

*** p< .001; ** p< .05 

As shown in Figure 5.1, the results of the analysis show that all the paths were 

positively significant since the critical ratio (CR) values were greater than 1.96. The 

paths between events (β=.59, CR=10.392. p<.001), brands (β=.15, CR=2.808, p<.05), 

and media (β=.10, CR=2.524, p<.05) positively influenced attitudes towards social 

sponsorship, and explain the 54% variance. Therefore, these results support H4, H5, and 

H6 since greater self-congruity with the event, brand, and media significantly 

influenced a positive attitude towards social sponsorship.  

Meanwhile, the relationship between the attitude towards social sponsorship and brand 

loyalty was positively significant (β=.76, CR=16.449, p<.001) with 57% variance in 

brand loyalty. This result indicates that respondents’ attitudes towards social 

sponsorship did influence their brand loyalty degree, hence H7 was supported. The next 

section discusses the mediator effect on the single-group analysis.      
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Figure 5.1: single group structural model    

5.5.3 Mediator analysis 

This section discusses the effect of attitude towards social sponsorship (ATS) as a 

mediator between exogenous variables (e.g. event, brand and media congruity) and 

brand loyalty (see Figure 3.4). In testing for mediation effect, Baron and Kenny 

(1986)’s approach is commonly used to estimate the paths (Hayes, 2009; Preacher & 

Hayes, 2004; Xinshu Zhao, Jr, & Qimei Chen, 2010). However, the efficiency and 

accuracy of this approach in determining the mediation effect is questionable, especially 

for small sample sizes (Preacher & Hayes, 2004, 2008). With this regard, bootstrapping 

is an alternative approach to mediation testing to manage the sample size problem, as 

well as more rigorous analysis (Hayes, 2009; Preacher & Hayes, 2004, 2008; 

Xinshu Zhao et al., 2010).  

There is no exact resampling size in analysing the indirect effect using bootstrapping 

(Preacher & Hayes, 2008). Previous studies suggested that the resampling size for 

bootstrapping could be from 1000 to 5000 (Hayes, 2009; Krisjanous et al., 2014; 

Preacher & Hayes, 2004, 2008; Xinshu Zhao et al., 2010). Therefore, this study decided 

to use 1000 as resampling size with 95% confidence interval as suggested by Preacher 

and Hayes (2004).  
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Next, this study discusses direct effect followed by indirect effect. The results indicated 

that the direct path between event (EVT) (β = 0.184, p = 0.003, BCCI=0.049 – 0.308) 

and brand (FIR) (β = 0.364, p = 0.001, BCCI=0.281 – 0.461) to brand loyalty (LOY) 

were significant at p<.05. However, the direct path between media (MED) and brand 

loyalty (LOY) was not significant (β = 0.004, p = 0.941, BCCI=-0.068 – 0.076). 

The bootstrapping procedure was used to examine the total indirect effect between event 

(EVT), brand (FIR) and media (MED) and brand loyalty (LOY) through attitude 

towards social sponsorship (ATS) as a mediator. As seen in Table 5.9, the bootstrap 

results found that EVT (β = 0.302, p = 0.002) had a significant indirect effect on LOY. 

Similarly, the indirect effect for FIR (β = 0.072, p = 0.016); and MED (β = 0.055, p = 

0.005) also had a significant indirect effect on LOY.  

In general, all the relationships were positively significant in this study (R
2
, ATS= .49, 

LOY=.68). However, the purpose of the study was to make a comparison of how a 

generational cohort’s congruity with a social sponsorship programme (e.g. event, brand, 

and type of media) influences its attitude towards social sponsorship and brand loyalty. 

Hence, the study conducted further analysis. The next section discusses multi-group 

invariance analysis to compare different generational cohorts as well as ethnicity. 

Table 5.9: Indirect effect (BS=1000, BCCI=95%) 

Effect Estimates  

Standard 

error Sig. BCCI (95%) 

Indirect Effect 

    EVT ATSLOY 0.302 0.049 0.002 0.168 - 0.363 

FIRATSLOY 0.072 0.039 0.016 0.009 - 0.116 

MEDATSLOY 0.055 0.028 0.005 0.014 - 0.083 
 **p<0.05; ***p<0.001 BS=Bootstrapping; BCCI=bias-corrected confidence interval 

5.6 Multi-group analysis  

The previous section discussed the findings of single-group analysis, where all 

respondents were analysed together. However, the current study aims to compare 

different generational cohorts (i.e. Gen Y; Boomers) and ethnic groups (i.e. Malays; 

Chinese) on social sponsorship programmes (e.g. event, brand, and media). It was 

hypothesised that each generational cohort had their own preferences towards social 
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sponsorship programmes that may influence attitude towards sponsorship and brand 

loyalty (see Chapter 3). In this regard, this study conducted multi-group analysis to 

compare different groups (e.g. generational cohorts; ethnic groups) on social 

sponsorship programmes, attitude towards sponsorship, and brand loyalty. This section 

starts with multi-group analysis for generational cohorts and then follows with ethnic 

groups.  

5.6.1 Multi-group invariance analysis  

Similar to single-group analysis, this measurement model was assessed before moving 

to the structural model. Following the dummy-coded variables created during the t-test 

analysis, the multi-group analysis intends to answer the second research question of this 

study: Does the self-congruity of generational cohorts with social sponsorship 

programmes influence their attitudes towards social sponsorship and brand loyalty.  

It was hypothesised that the level of generational cohorts’ (e.g. Boomers; Gen Y) self-

congruity with events (e.g. ethnic-based; international), brands (e.g. ethnic-based; 

international), and media (e.g. newspaper; Facebook) had a positive influence on the 

attitude towards social sponsorship.  Moreover, the more generational cohorts’ 

perceived a positive attitude towards social sponsorship, the higher the degree of brand 

loyalty (see Chapter 3).   

As discussed in the previous section, this current study intends to compare the attitudes 

of two generational cohorts (Gen Y and Boomers) towards social sponsorship and brand 

loyalty. It was important to ensure that all the constructs and factor structures in the 

study had a similar meaning and measured consistently across the generational cohorts 

since this study involved comparing groups (Byrne, 2010; Hair et al., 2010; Jöreskog, 

1971; Kline, 2011; Meade & Lautenschlager, 2004). Researchers are encouraged to 

perform multi-group invariance analysis if their study involves ethnicity, gender, study 

administration (e.g. online vs. pen-and-pencil) or age group differences (Byrne, 2010; 

Chen, 2008; Kline, 2011; Meade et al., 2007). As such, this current study conducted 

multi-group invariance analysis. 

Several studies have suggested conducting MGCFA to ensure measurement scales’ 

equivalence across groups in studies pertaining to age, cultural or ethnic groups and 
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where there are differences in the way a study is administered (Byrne, 2010; Chen, 

2008; Kline, 2011; Meade et al., 2007).  

Section 4.4.4 highlighted previous studies that have advised conducting MGCFA to 

check the measurement invariance across two formats (Bugbee, 1996; Meade et al., 

2007). This current study only required one MGCFA for generational cohorts since it 

assigned the online (e.g. Gen Y), and pen-and-pencil (e.g. Boomers) tests to the 

different generational cohorts. The MGCFA analysis conducted in the study covers the 

online and pen-and-pencil formats. This current study proceeds to the multi-group 

structural analysis to make a comparison between different groups after MGCFA 

satisfied and has achieved the cut-off (see Section 5.3.1; Table 5.3). The details of the 

analyses (e.g. procedures and results) will be discussed in a later part of this chapter. 

Before conducting the multi-group analysis in SEM, this current study followed the 

previous procedures in splintering the data and creating dummy-coded variables (e.g. 

Generational cohorts, Gen Y=0, Boomers=1; events, 0=ethnic-based, 1=international) 

(see Section 5.5.1). Therefore, it helped to compare the attitude towards social 

sponsorship and brand loyalty across generational cohorts instead of analysing them 

together. 

Similar to single-group analysis, there are two stages in a multi-group analysis. First, it 

is necessary to establish the measurement model (CFA) and follow with a structural 

model to compare the path differences across groups. Some scholars refer to 

measurement model invariance as Multi-sample Confirmatory Factor Analysis (Hair et 

al., 2010; Kline, 2011), or Multi-group Confirmatory Factor Analysis (Byrne, 2010; 

Cheung & Rensvold, 2002; Cole et al., 2006; Jöreskog, 1971). Both have the same 

meaning; however, this study uses Multigroup Confirmatory Factor Analysis (MGCFA) 

to refer to the measurement analysis for invariance.  

In MGCFA, there is a series of procedures to follow before proceeding to the structural 

model analysis: configural, metric (factor loading), scalar or intercept, and residual 

invariance (Byrne, 2010; Chen, 2007; Cheung & Rensvold, 2002; Hair et al., 2010). 

Chi-square differences (∆X²) are a common method of determining the model fit 

(Jöreskog, 1971). The objective of MGCFA is to compare the ∆X² of the configural 

model with the metric, scalar, and residual models across two different groups. 
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However, this approach has received criticism for effectiveness and the practicality of 

∆X² in the testing of model invariance (Byrne, 2010; Cheung & Rensvold, 2002; Cole et 

al., 2006).  

Several researchers have proposed using the other GOF indices to assess the invariance 

in MGCFA. For example, Cheung and Rensvold (2002) suggested ∆CFI, ∆Gamma hat, 

and ∆McDonald’s NCI as indices to measure GOF. Meanwhile, Steenkamp and 

Baumgartner (1998) recommended the ∆RMSEA, ∆CAIC, ∆CFI, and ∆TLI indices for 

detecting the group differences.  

Chen (2007) suggests ∆RMSEA, ∆SRMR, and ∆CFI as GOF indices in comparing 

MGCFA. That study stated that the proposed GOF indices are a better measurement and 

are more sensitive to factor covariance (SRMR) and factor loading misspecification 

(CFI, RMSEA) than other GOF indices. Moreover, the study provides the cut-off for 

GOF indices for sample sizes below 300 (see Table 5.10). Sass, Schmitt, and Marsh 

(2014) agreed that the GOF indices suggested by Chen (2007) are the most effective 

indices to determine MGCFA alongside ∆X². In this regard, this current study follows 

Chen’s recommendation on GOF indices for two reasons: GOF indices are better than 

other indices and the sample size of this study was less than 300 for the multi-group 

analysis. 

After MGCFA had achieved the invariance criteria, the study proceeded to the structural 

model. The purposes of this analysis are to identify the latent mean of the constructs and 

the path estimation differences of both generational cohorts. The findings of the study 

may reveal whether and/or how the differences of a generational cohort’s congruity with 

an event, brand and type of media have an impact on attitude towards sponsorship and 

brand loyalty. In this regard, the multi-group analysis will suggest more fruitful findings 

than a single-group analysis.  
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Table 5.10: Multi-group Goodness-of-Fit Cut-Off 
Factor loading:  

Intercept/residual 
 ∆CFI         ≥ -0.005 ∆CFI ≤ -0.005 

∆RMSEA  ≤ 0.010 ∆RMSEA ≤ 0.010 

∆SRMR    ≤ 0.025 ∆SRMR ≤ 0.005 

Note: N ≤ 300  

5.7 Procedures of Multi-group Confirmatory Factor Analysis   

As mentioned earlier, this current study needs to conduct multi-group analysis since it 

intends to seek differences across the generational cohorts. This current study analyses 

the model simultaneously to compare the results for different groups instead of 

analysing the model separately (e.g. single-group). The multi-group analysis allows the 

model to run simultaneously and obtain more accurate results after combining different 

groups (Byrne, 2010). A discussion of the procedures of MGCFA and which measures 

of invariance must be achieved is given below.  

Configural invariance  

A configural model is an essential model in MGCFA (Chen, 2008; Cheung & Rensvold, 

2002; Kline, 2011). It is important to ensure that the model measures the same number 

of latent factors for each group (Chen, 2007). In order to indicate the correct configural 

model, the cumulative of X² and df for each group has a similar amount to the configural 

model (Byrne, 2010). To analyse the configural model, all parameters need to be freely 

estimated for each group (Byrne, 2010; Kline, 2011). The configural model is useful as 

a baseline model to compare with metric, scalar, and residual models. Similarly with 

single-group, the model fit of the configural model needs to comply with all GOF 

indices before proceeding to next model.  

Metric invariance  

Metric invariance is useful for measuring factor loadings of the model where they are 

equivalent across groups (Cheung & Rensvold, 2002) and all the factor loadings need to 

be constrained equally. After running the analysis, the metric model needs to be 

compared with the configural model based on the recommended GOF indices (Chen, 

2007). Metric invariance is an important test in MGCFA (Cheung & Rensvold, 2002; 

Schmitt & Kuljanin, 2008). This model should achieve full or at least partial invariance 
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before proceeding to the next assessments (Byrne, Shavelson, & Muthén, 1989; Hair et 

al., 2010; Steenkamp & Baumgartner, 1998).     

Scalar and residual invariance  

Scalar and residual invariance are used to test the invariance for intercepts and residual 

levels across the groups. Byrne (2010) suggested manual and automatic methods to 

analyse the scalar and residual model in AMOS. As a metric model, partial invariance is 

considered adequate for both models even though it is difficult to achieve invariance 

especially in the residual model (Chen, 2007). Meanwhile, Hair et al. (2010) suggested 

that achieving partial scalar invariance is sufficient for measurement invariance.  

Based on the above discussion, the metric and scalar models are important measures of 

invariance before continuing on to the next assessment. After satisfying MGCFA 

assessments (e.g. obtain at least partial invariance for the metric and scalar models), the 

study examines latent mean comparison and the structural model.  

The next section discusses MGCFA for social sponsorship programmes (e.g. events, 

brands, and media) and is followed by a structural model. The sample was extracted 

from re-coded variables created in Section 5.5.1. This is to ensure that the result of this 

study represents each manipulation (e.g. events: ethnic-based; international). Therefore, 

there are three sets of MGCFA (e.g. events, brands, media) since this study divided the 

sample based on the manipulations groups. Finally, the study explains the comparison 

of latent mean and path estimation differences across the generational cohorts.   

5.7.1 Events - ethnic-based and international (H4a, 4b) 

As discussed in the previous section, the assessment was conducted according to 

suggested procedures in MGCFA (Byrne, 2010; Chen, 2007; Cheung & Rensvold, 

2002; Hair et al., 2010). It is important for MGCFA to achieve full or at least partial 

invariance before proceeding to the structural model (Byrne et al., 1989; Hair et al., 

2010; Steenkamp & Baumgartner, 1998). However, metric model invariance is a crucial 

part that this study needs to address before moving to other invariance testing (Hair et 

al., 2010). This section outline begins with MGCFA for an ethnic-based and 

international event and continues to latent mean and causal model differences for both 

events.  
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Ethnic-based event 

In the ethnic-based event, this study first estimated the configural model. This model 

was known as the baseline model to compare with other models. As recommended by 

Byrne (2010), it is advisable that the configural model show a good model fit similar to 

the GOF indices threshold for single group analyses (see Table 5.3).  

The result shows that the model achieved a good fit (chi-square 393.303(250) = 1.573; 

CFI = .956; RMSEA=.051; SRMR=.058). Next, the metric model was tested and 

compared with the baseline model (see Table 5.11).  

The metric model achieved model invariance (∆CFI=.006; ∆RMSEA=-.002; ∆SRMR=-

.013) as it complied with GOF indices guidelines for the factor loading changes (see 

Table 5.10). As mentioned earlier, metric invariance is an important assessment before 

continuing to the next models (Hair et al., 2010). Based on the result, the metric model 

achieved full invariance for both generational cohorts since all GOF changes were 

supported.  

Meanwhile, the scalar model revealed that the model met the changes of GOF indices 

for ∆RMSEA (-.001) and ∆SRMR (-.050); however, not for ∆CFI (.007). Chen (2007) 

recommended that the changes of GOF indices are ∆CFI ≤ -.005, ∆RMSEA ≤ .005, and 

∆SRMR≤ .010 for the scalar and residual. Similarly, the residual model achieved partial 

invariance (∆RMSEA= -.007, ∆SRMR=.-060, ∆CFI=.023). Based on the results, the 

scalar and residual models have achieved partial invariance since some of the indices 

supported the model invariance criteria. The partial invariance for the scalar model is 

sufficient for this study to proceed to next stage (Byrne et al., 1989; Hair et al., 2010; 

Steenkamp & Baumgartner, 1998).  

Table 5.11: Goodness-of-Fit for ethnic-based event (Boomers and Gen Y) 

Model  X²/df CFI ∆CFI RMSEA ∆RMSEA SRMR ∆SRMR 

1. Configural invariance 1.573 0.956   0.051   0.058   

2. Metric invariance   1.605 0.950 0.006 0.053 -0.002 0.071 -0.013 

3. Scalar invariance 1.598 0.949 0.007 0.052 -0.001 0.109 -0.050 

4. Residual invariance 1.737 0.933 0.023 0.058 -0.007 0.118 -0.060 
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International event 

This study discusses the testing of MGCFA for an international event. The model fit 

indicators for the configural model suggested that the model fitted the data well (chi-

square 516.747(250) = 2.067; CFI = .924; RMSEA=.068; SRMR=.049) (see Table 

5.12). The baseline model was established, and then this study compared the metric, 

scalar, and residual models. 

The metric model describes that the changes of the indices values for CFI (.004), 

RMSEA (.000), and SRMR (-.003) supported the invariance of this model. The metric 

model has achieved full invariance.  

The scalar and residual models met the threshold for ∆RMSEA (.000; .001) and 

∆SRMR (-.024, -.024), however did not meet the recommended cut-off for ∆CFI (.007, 

.010). The results suggested that both models supported the partial invariance and were 

eligible for the next steps.  

Table 5.12: Goodness-of-Fit for international event (Boomers and Gen Y) 

Model  X²/df CFI ∆CFI RMSEA ∆RMSEA SRMR ∆SRMR 

1. Configural invariance 2.067 0.924   0.068   0.049   

2.  Metric invariance   2.042 0.920 0.004 0.068 0.000 0.052 -0.003 

3. Scalar invariance 2.045 0.917 0.007 0.068 0.000 0.073 -0.024 

4. Residual invariance 2.017 0.914 0.010 0.067 0.001 0.073 -0.024 

Latent mean differences 

After both ethnic-based and international events met MGFA invariance, this study 

continued to latent mean differences and the structural model. In analysing the latent 

mean differences, this assessment required the choice of one of the groups as a 

reference group. The reference group needed to assign any values (e.g. zero) and freely 

estimate the other groups (Byrne, 2010). As such, Gen Y was chosen as a reference 

group and was fixed to zero value. Meanwhile, this study chose “mn” as a label for 

Boomers. Table 5.13 shows the latent mean differences between Gen Y and Boomers 

on the ethnic-based and international event. Byrne (2010) suggested that critical ratio 

(CR) values greater than 1.96 were evidence that the latent means of both groups were 

significantly different. The results indicate that they were statistically significantly 

different for both ethnic-based (p=.020) and international (p=.000) events across the 
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generational cohorts. The results explain that Boomers (CR = 2.331) have a higher 

preference for the ethnic-based event than Gen Y. In contrast, the international event 

had a negative value with a CR value of -6.286. As discussed earlier, Gen Y had been 

chosen as a reference group and the negative value indicated the CR value for Gen Y. 

Therefore, Gen Y perceived a higher preference towards the international event than 

Boomers. This is consistent with the t-test analysis conducted earlier (see Section 5.5.1).  

Table 5.13: latent mean differences (ethnic-based and international events)  

Constructs  

  

Ethnic-based International 

Estimates C.R. P-value Estimates C.R. P-value 

EVT .460 2.331 .020 -1.032 -6.286 *** 

ATS  -.203 -1.817 .069 -.782 -6.449 *** 

LOY -.080 -.789 .430 -.613 -5.273 *** 

Note: CR>1.96 indicates significant difference; *** p< .001; ** p< .05 

Ethnic-based and international events structural group comparison (H4a; H4b) 

As seen in Table 5.16, Boomers and Gen Y have a medium and large effect size 

regardless of events (ethnic-based or international) (Cohen, 1988). However, the 

objective of this section was to identify whether both generational cohorts differ in 

terms of events (i.e. ethnic-based; international).  

This current study uses z-score values to test the difference between generational 

cohorts. Based on z-score value, the findings reveal that Boomers and Gen Y were 

statistically significantly different for EVTATS (ethnic-based event) at the p<0.10 (z-

score= 1.904) (see Table 5.16). Boomers (β=.68, R
2
, ATS= .77) had stronger path 

coefficients compared to Gen Y (β=.52, R
2
, ATS= .30). Thus, this indicates that H4a 

was supported since Boomers had a stronger attitude towards social sponsorship related 

to the ethnic-based event than Gen Y. 

Meanwhile, H4b hypothesised that Gen Y has a stronger attitude towards the social 

sponsorship than Boomers in regard to the international event. The z-score value 

showed that there was no significant difference between Gen Y (β=.57; R
2
, ATS= .53) 

and Boomers (β=.39; R
2
, ATS= .71) for EVTATS (international event) (z-score= -

1.485). Therefore, H4b is not supported because both generational cohorts’ paths were 

not statistically different for the international event.  
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5.7.2 Brands – ethnic-based and international (H5a, H5b) 

MGCFA for ethnic-based and international brands were tested in a similar way to the 

MGCFA for the event. This current study underwent configural, metric, scalar, and 

residual procedures for both ethnic-based and international brand samples.  

The configural model shows that the model fitted well according to GOF indices for the 

ethnic-based brand (X
2=

449.27(250) = 1.797; CFI = .944; RMSEA=.060; SRMR=.057). 

Given the findings of the metric model, partial invariance was an adequate requirement 

to proceed to the next model assessment (Byrne et al., 1989; Hair et al., 2010; 

Steenkamp & Baumgartner, 1998). Meanwhile, the results of the scalar and residual 

models only achieved partial invariance (see Appendix 5.7).  

Next, MGCFA for the international brands was tested. This study found that the 

configural model achieved a good fit (chi-square 448.327(250); X²/df 1.793; CFI = .938; 

RMSEA=.059; SRMR=.059). The metric model demonstrated full invariance since all 

GOF values supported the threshold differences (∆X²(13)= 30.222; ∆CFI = .005; 

∆RMSEA=.001; ∆SRMR=.001). Based on Appendix 5.8, the findings explain that both 

the scalar and residual models were considered as partial invariance and this study met 

the requirements of MGCFA and continued to the latent mean and path estimates 

differences.   

Latent mean differences 

The procedure for the latent mean differences followed the previous section as Gen Y 

had been chosen as a reference group. The findings indicate that the ethnic-based 

(p=.002) and international brands (p=.026) showed significant differences at the p< .05 

level between Gen Y and Boomers as CR>1.96 (see Table 5.14). As hypothesised, 

Boomers had a greater preference towards the ethnic-based brands (C.R. = 3.098). 

Conversely, the study found that Gen Y had a higher degree of congruity with the 

international brands than the Boomers did (C.R. = -2.221). 
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Table 5.14: latent mean differences (ethnic and international brands)  

Constructs  

  

Ethnic-based International 

Estimates C.R. P-value Estimates C.R. P-value 

FIR .552 3.098 .002 -.308 -2.221 .026 

ATS  -.406 -3.370 *** -.594 -4.996 *** 

LOY -.136 -1.172 .241 -.526 -5.071 *** 

Note: CR>1.96 indicates significant different; ***p< .001; ** p< .05; * p< .10 

Ethnic-based and international brands group comparison (H5a, H5b) 

As compared to the differences in path coefficients across the groups, Table 5.16 

illustrates that both generational cohorts were significantly different on FIRATS for 

the ethnic-based brands at p<0.10 (z-score=1.785). The results found that Boomers 

(β=.39; R
2
,
 
ATS= .71) had a stronger path relationship between FIRATS for the 

ethnic-based brands as compared to Gen Y (β=.14; R
2
,
 
ATS= .31). Thus, H5a is 

supported. 

Interestingly, Gen Y (β=.01; R
2
, ATS= .53) and Boomers (β=.21; R

2
, ATS= .73) did not 

significantly differ between the FIRATS for the international brands (z-score=1.396). 

Thus, H5b was not supported since Gen Y did not show a stronger attitude towards the 

sponsorship for the international brand than Boomers. This interesting finding will be 

discussed further in the discussion chapter; especially given that Boomers had a greater 

effect size than Gen Y for the international brand. 

5.7.3 Media – newspaper and Facebook (H6a, H6b) 

The final multi-group analyses for generational cohorts were the type of media (e.g. 

newspaper and Facebook). The configural model for newspaper suggests that the model 

has a good fit (chi-square 376.434 (250) = 1.506; CFI = .959; RMSEA=.047; 

SRMR=.054). This study found that the metric model had achieved full invariance for 

all GOF. Meanwhile, the scalar and residual models achieved some of the GOF indices; 

hence, the models were considered as having partial invariance (see Appendix 5.9).  

In terms of Facebook, the configural model indicated that the model fitted well since the 

GOF indices complied with the threshold (chi-square 536.607(250) = 2.146; CFI = .908; 

RMSEA=.073; SRMR=.071). Partial invariance was achieved for the three models 
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(metric, scalar and residual) and was sufficient to continue to the next steps (see 

Appendix 5.10).  

Latent mean differences 

Table 5.15 illustrates the latent mean differences for media as the treatment conditions 

across two groups. The results showed that there were significant differences across the 

groups on newspaper and Facebook as the form of media (p<0.001). Supporting the 

results of the t-test analysis, Boomers had a higher latent mean for the newspaper (C.R. 

= 13.106), while Gen Y had more preferences towards Facebook (C.R. = -13.565).  

Table 5.15: latent mean differences newspaper and Facebook  

Constructs  

  

Newspaper Facebook 

Estimates C.R. P-value Estimates C.R. P-value 

MED 1.794 13.106 *** -2.132 -13.565 *** 

ATS  -.305 -2.747 .006 -.693 -5.445 *** 

LOY -.207 -2.094 .036 -.484 -3.994 *** 

Note: CR>1.96 indicates significant difference; *** p-value < .001; ** p-value < .05; * p-value < .10 

Newspaper and Facebook group comparison  

The causal path between MEDATS was statistically different for newspaper at the 

p<.10 level (Boomers, β=19; Gen Y, β=.08, z-score= 1.828), however, it did not differ 

significantly for Facebook (Boomers, β=.00; Gen Y, β=.12, z-score=-0.951) (see Table 

5.16). The explained variances for newspaper on ATS and LOY constructs are: Gen Y, 

ATS=.43; Boomers, ATS=.69). Meanwhile, the explained variances for Facebook are 

Gen Y (ATS=.37) and Boomers (ATS=.80). Thus, H6a was supported; in contrast, H6b 

was not supported.  

In summary, the objective of this section was to test the difference between generational 

cohorts on their attitude towards social sponsorship. As discussed above, H4a, H5a and 

H6a are supported. However, H4b, H5b and H6b are not supported.  
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Table 5.16: Generational cohorts’ comparison (events, brands and media) on attitude 

towards social sponsorship       

 

  Paths  

Gen Y Boomers 

 

 

Standardised 

coefficients 

Standardised 

coefficients 

z-score 

Event 

Ethnic EVTATS .52 .68 1.904* 

International EVTATS .57 .39 -1.485 

Brand 

Ethnic FIRATS .14 .39 1.785* 

International FIRATS .01 .21 1.396 

Media 

Newspaper MED ATS .08 .19 1.828* 

Facebook MED ATS .12 .00 -0.951 

Note: z-score significantly different between two generational cohorts at *** p< .001; ** p< .05; * p< .10 

5.7.4 Attitudes towards sponsorship and brand loyalty (Additional analysis) 

As noted previously there was a significant relationship between attitudes towards 

sponsorship and brand loyalty (see Section 5.5.2), meaning that H7 was supported. 

While not specifically hypothesised, differences were explored between the generational 

cohorts for the attitude and brand loyalty relationship.    

Interestingly, the results show that both generational cohorts have a similar degree of 

brand loyalty regardless of conditions and despite different generational cohort profiles. 

As seen in Table 5.17, the paths between ATSLOY did not statistically differ for both 

ethnic-based (Gen Y, β=.58; Boomers, β=.80) and international events (Gen Y, β=.74; 

Boomers, β=.87). Likewise, the paths between ATS  LOY showed positive 

relationships for both generational cohorts regardless of media conditions 

(newspaper=Gen Y, β=.68; Boomers, β=.79; Facebook=Gen Y, β=.61; Boomers, β=.88) 

(see Table 5.18); however, they did not statistically differ between the two generational 

cohorts. In terms of the brand conditions, the causal relationship between ATSLOY 

showed no significant difference between Gen Y and Boomers. Both generational 

cohorts perceived a positive attitude towards brand loyalty with Boomers (β=.85 and 

β=.80) and Gen Y (β=.61 and β=.71) with both brand conditions. The findings suggest 
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that attitudes towards social sponsorship positively influence brand loyalty for both 

generational cohorts. These findings will be discussed in depth in the next chapter. 

Table 5.17: Generational cohorts’ comparison between attitude towards social 

sponsorship and brand loyalty (events, brands and media)     

 

  Paths  

Gen Y Boomers 
 

 

Standardised 
coefficients 

Standardised 
coefficients z-score 

Event 

Ethnic ATS  LOY .58 .80 -0.090 

International ATS  LOY .74 .87 0.902 

Brand 

Ethnic ATS  LOY .61 .85 -0.094 

International ATS  LOY .71 .80 0.534 

Media 

Newspaper ATS  LOY .68 .79 0.413 

Facebook ATS  LOY .61 .88 0.226 

Note: z-score significantly different between two generational cohorts at *** p< .001; ** p< .05; * p< .10 

5.8 Multi-group analysis for ethnicity and generational cohorts  

The previous section discussed multi-group analysis comparing two generational 

cohorts: Gen Y and Boomers. This section addresses the third research question: Does 

ethnicity impact generational cohorts’ preferences toward sponsorship programmes? In 

order to answer this research question, this study employed two types of analysis: 

firstly, ANOVA, followed by SEM.  

ANOVA analysis attempts to investigate whether ethnicity has an impact on the degree 

of a generational congruity with an event and brand. Then, SEM analysis was applied to 

identify the influence of ethnicity on generational cohorts’ attitudes towards 

sponsorship and brand loyalty. 

Similar to the t-test analysis (see Section 5.5.1), grouped variables were created before 

conducting the analysis. This current study divided the respondents into four groups 

according to two generational cohorts (e.g. Gen Y; Boomers) and two ethnicities (e.g. 

Malays; Chinese). The data were re-coded to represent both generational cohorts and 

ethnicities (e.g. Malay Gen Y =1, Chinese Gen Y =2, Malay Boomers =3, Chinese 

Boomers =4).  
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In addition, the treatment conditions for event and brand were re-coded similar to the t-

test analysis (events: ethnic-based=0, international=1; brands: ethnic-based=0, 

international=1). As such, it could be worth knowing how ethnicity influenced the 

generational cohort’s preferences on both ethnic-based and international conditions 

despite being in the same generational cohort. Next, the re-coded data was applied for 

both ANOVA and SEM analysis.  

5.8.1 Analysis of Variance (H8a, b, H9a, b)   

This section aimed to examine whether ethnicity has an impact on generational cohort’s 

congruity with social sponsorship programmes and attitudes towards sponsorship and 

brand loyalty. As discussed in Section 2.3.1.2, despite being in the same generational 

cohort, ethnicity might influence the variation in the degree od self-congruity with 

social sponsorship programmes (i.e. event, brand). Hence, ANOVA was used to 

compare the level of congruence across the four groups (i.e., Gen Y Malays; Boomers 

Malays; Gen Y Chinese; Boomers Chinese) towards events (e.g. ethnic-based; 

international) and brands (e.g. ethnic-based; international) as the dependent variables. 

One-way between-groups analyses of variance (ANOVA) were conducted to examine 

the influence of ethnicity in determining the degree of self-congruity towards events and 

brands (e.g. ethnic-based and international). As mentioned earlier, the respondents were 

divided into four groups based on their generational cohorts and ethnicities. As 

illustrated in Table 5.18, the results showed significant difference at the p<.05 in the 

level of congruence on ethnic-based events across the four groups: F (3,217) =4.750, 

p=.003).  

As mentioned earlier, the objective of this section was to investigate whether ethnicity 

had an impact on variation of self-congruity within generational cohort members. It was 

hypothesised that Chinese Gen Y and Boomers have a greater degree of self-congruity 

with an ethnic-based event and brand as compared to Malay Gen Y and Boomers. Thus, 

this study conducted a post-hoc analysis to discover the difference in self-congruity 

within generational cohort members with events and brands.  

The post-hoc analysis was conducted using Tukey HSD. The results found that there 

was no significant statistical difference (p=.443) between Malay Gen Y (M=4.41) and 
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Chinese Gen Y (M=4.03). Similarly, no significant differences were found between 

Malay Boomers (M=4.34) and Chinese Boomers (M=5.00) for ethnic-based events 

(p=.061). Thus, H8a is not supported.   

In terms of ethnic-based brands, the results indicated that there was a significant 

difference among the four groups in regard to levels of congruence at p<.05 (F (3, 220) 

=3.93, p=.009). Boomers had a higher mean than Gen Y regardless of ethnicity. 

Meanwhile, the post-hoc test revealed that there were no significant differences within 

generational cohort members for Gen Y (Malays, M=4.04; Chinese, M=3.70, p=.485) 

and Boomers (Malays, M=4.38; Chinese, M=4.46, p=.988). Chinese Boomers had a 

higher mean than Malay Boomers on ethnic-based brands; however, it did not 

statistically differ between the two ethnic groups. Therefore, H8b is not supported. 

Next, this study discusses the influence of ethnic groups on international events and 

brands. H9a and H9b hypothesised that Malay Gen Y and Boomers have a greater 

degree of self-congruity with the international events and brands than Chinese Gen Y 

and Boomers. Generally, the mean difference was significant at the p<.05 level across 

four groups for the international events: F (3, 226) =15.62, p =.000). The post-hoc 

analysis found that Malay Gen Y (M=5.29) were significantly different from Malay 

Boomers (M=3.96, p=.000) and Chinese Boomers (M=4.03, p=.000). Similarly, 

Chinese Gen Y (M=4.73) were significantly different from both Boomers (Malays, 

p=.008, Chinese, p=.016). However, the differences were not statistically significant 

within both ethnic groups for Malay and Chinese in the same generational cohort (Gen 

Y, p=.071; Boomers, p=.990). Thus, H9a is not supported because both ethnic groups 

did not significantly differ on international events within the generational cohort.  

In the same vein, there were no statistically significant differences for international 

brands in regard to ethnic groups. The post-hoc analysis discovered that both Boomers 

(Malays, M=3.71; Chinese, M=3.97, p=.593) showed no significant difference on 

international brand. Besides, Malay Gen Y (M=4.28) did not statistically differ from 

Chinese Gen Y (M=4.03, p=.641) despite Chinese Gen Y having a lower mean than 

Malay Gen Y. The results suggest that H9b is not supported since ethnicity did not 

statistically differ influence both generational cohorts’ self-congruity degree for 

international brands.  
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Table 5.18: ANOVA analysis for four groups           
Generations Gen Y  Gen Y Boomers Boomers F-Value Sig. 

 
Malay Chinese  Malay Chinese   

Event (EVT)          

Ethnic-based  4.41  4.03  4.34  5.00  4.75 .003 

International  5.29  4.73  3.96  4.03  15.62 .000 

Brand (FIR)       

Ethnic-based  4.04  3.70  4.38  4.46  3.93 .009 

International 4.28  4.03  3.71  3.97  2.40 .068 

Note: Mean value; p>.001; p>.05 

5.8.2 Multi-group analysis on ethnicity (H8c, 89c)  

In the previous section, ANOVA analysis was employed to compare the congruence 

level of the four groups (i.e., Malay Gen Y; Chinese Gen Y; Malay Boomers; Chinese 

Boomers) towards events and brands (e.g. ethnic-based; international). This section 

attempts to investigate how the degree of congruity on the social sponsorship 

programme influenced the attitudes towards social sponsorship and brand loyalty 

among the groups.      

As discussed earlier, multi-group analysis testing in SEM consists of MGCFA and 

structural model analysis. The model fit of ethnicity’s MGCFA was assessed in the 

same way (i.e. configural, metric, scalar, and residual model) as the generational 

cohort’s MGCFA (see Section 5.7). In the MGCFA assessment, the metric model is 

important for invariance (Cheung & Rensvold, 2002; Schmitt & Kuljanin, 2008), and 

the model should achieve full or at least partial invariance before proceeding to the 

scalar and residual models (Byrne et al., 1989; Hair et al., 2010; Steenkamp & 

Baumgartner, 1998). Meanwhile, the scalar model should at least achieve partial 

invariance before continuing to the latent mean and structural model (Hair et al., 2010).   

This study assessed MGCFA for events and brands (i.e. ethnic based and international). 

The results indicated that MGCFA achieved either full or partial invariance for metric 

and scalar models (see Appendix 5.11, 5.12, 5.13, 5.14). All the MGCFA complied with 

the recommended threshold proposed by Chen (2007) (see Table 5.10). As a result, this 

study continues to the structural model to compare between ethnic groups.   
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This section starts by considering latent mean differences, before moving on to the 

causal model. As discussed earlier, one of the groups needed to be set as a reference 

group and this study fixed Malay Gen Y (GM) and Malay Boomers (BM) as reference 

groups.  

In terms of the latent mean of the ethnic-based event, the results indicated that there 

were no significant differences between both ethnic groups for Gen Y. Malay Gen Y 

(GM) and Chinese Gen Y (GC) did not statistically differ for latent mean of ethnic-

based events (CR=-1.603, p=.109). In contrast, the study found that the latent mean 

difference for Malay Boomers (BM) and Chinese Boomers (BC) were statistically 

different at p<0.05 since the critical ratio (CR) value was greater than 1.96, BC had a 

higher preference on the ethnic-based events than BM (CR=2.343). In contrast with the 

ethnic-based events, the latent mean for both Gen Y samples significantly differed at the 

0.001 level and GM perceived a higher level of congruence with the international events 

than GC (CR=-2.651). However, Boomers were not significantly different between 

ethnic groups for the international events since the CR value was less than 1.96 

(CR=.560). Next, the causal model of ethnic-based and international events is discussed. 

Table 5.19 shows the causal model of ethnic-based and international events on attitude 

towards social sponsorship. The z-score value showed that Gen Y was not statistically 

different on EVTATS for ethnic-based events (GM, β=.36, R
2
, ATS= .24; GC β=.55, 

R
2
, ATS= .32, z-score= .547). Likewise, both groups of Boomers also showed no 

significant difference on EVTATS (BM, β=.77, R
2
, ATS=.83; BC β=.69, R

2
, ATS= 

.70, z-score= -0.912). Thus, H8c is not supported. 

Meanwhile, the z-score revealed that the path between international event and attitude 

towards social sponsorship was significantly different for Boomers at p<.10. Malay 

Boomers (β=.54, R
2
, ATS=.69) had a more positive attitude towards social sponsorship 

than Chinese Boomers for the international event condition (β=.22, R
2
, ATS=.73). In 

contrast with Boomers, both Gen Y’s ethnic groups did not statistically differ on 

EVTATS (GM, β=.44, R
2
, ATS=.61; GC, β=.71, R

2
, ATS=.47, z-score=0.847). It was 

hypothesised Malays have a more positive attitude towards social sponsorship for 

international events. Nevertheless, only Boomers were supported since Malays Boomers 

had a greater attitude towards social sponsorship than Chinese Boomers. Thus, H9c is 

partially supported.  
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Table 5.19: Ethnicity comparison for ethnic-based and international events (H8c, H9c) 

  Paths  

Gen Y  

Malays 

Gen Y 

Chinese 

 
Boomers 

Malays 

Boomers 

Chinese 

 

Standardised 

coefficients 

Standardised 

coefficients z-score 
Standardised 

coefficients 

Standardised 

coefficients z-score 

Ethnic 
EVTATS .36 .55 0.547 .77 .69 -0.912 

International 
EVTATS .44 .71 0.847 .54 .22 

-

1.717* 

Note: z-score significantly different between two generational cohorts at *** p< .001; ** p< .05; * p< .10 

5.8.3 Ethnic-based and international brands (H8d, H9d) 

Similar to the previous section, this section starts with the latent mean difference for 

ethnic-based and international brands, and is followed by causal models. No statistical 

difference was found in the latent mean for both generational cohorts and ethnic groups 

since CR were less than 1.96 (Gen Y CR=-1.819 and Boomers CR=.168). In the same 

vein, the latent mean for international brand explains that Malays and Chinese were not 

significantly different for both generational cohorts since the CR values were less than 

1.96, the acceptable threshold. The result shows that Malays and Chinese were not 

different from the generational cohort for the international brand. Malay Gen Y 

perceived a high preference for international brands compared to Gen Y Chinese (CR=-

.1057). In contrast, Chinese Boomers had a higher latent mean on international brands 

than Malay Boomers (CR=1.346). Next, the causal model for the ethnic-based brands is 

examined.  

Table 5.20 shows that the path of ethnic-based brands and attitude towards social 

sponsorship (FIRATS) for Malays (β=.35, R
2
, ATS= .24) and Chinese Gen Y (β=.01, 

R
2
, ATS=.33) was significantly different at p< .10 (z-score=-1.666). Malay Gen Y had a 

stronger FIRATS path for ethnic-based brands than Chinese Gen Y. However, both 

Malays (β=.49, R
2
, ATS=.82) and Chinese Boomers (β=.34, R

2
, ATS=.57) were not 

statistically different for the ethnic-based brands (z-score=-1.078). It was hypothesised 

that Chinese would have a greater degree of FIRATS for ethnic-based brands than 

Malays. The findings indicate that H8d is not supported despite both of Gen Y’s ethnic 

groups being significantly different on FIRATS. 
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Lastly, the study conducted a multi-group analysis for international brands. The 

difference in FIRATS paths illustrated in Table 5.20 indicated that Gen Y (z-

score=2.484) and Boomers (z-score=2.876) were statistically different on the 

international brands condition across ethnic groups at p< .05. As hypothesised, Malay 

Gen Y (β=.27, R
2
, ATS=.57) had a higher path relationship between FIRATS than 

Chinese Gen Y (β= -.44, R
2
, ATS=.64) for international brands. On the other hand, 

Chinese Boomers (β=.47, R
2
, ATS=.81) had a greater FIRATS path as compared to 

Malay Boomers (β= -.14, R
2
, ATS=.79). Thus, H9d is partially supported.  

Table 5.20: Ethnicity comparison for ethnic-based and international brands (H8d, H9d) 

  Paths  

Malay  

Gen Y 

Chinese 

Gen Y 

 
Malay 

Boomers  

Chinese 

Boomers 

 

Standardised 

coefficients 

Standardised 

coefficients z-score 
Standardised 

coefficients 

Standardised 

coefficients z-score 

Ethnic 
FIRATS .35 .01 -1.666* .49 .34 -1.078 

International 
FIRATS .27 -.44 

-

2.484** -.14 .47 2.876** 

Note: z-score significantly different between two generational cohorts at *** p< .001; ** p< .05; * p< .10 

5.8.4 Ethnicity and brand loyalty (Additional analysis) 

Similar to Section 5.7.4, this current study conducted an additional analysis between 

attitude towards sponsorship and brand loyalty in regard to ethnic groups. As discussed 

earlier, the relationship between ATSLOY is supported (H7).  

Generally, the results found that all ethnic groups perceived a positive brand loyalty for 

all conditions (i.e. events and brands) (Table 5.21). The z-score discovered that the only 

statistically significant difference between ATSLOY was international brand for Gen 

Y at p< .001. However, the rest of relationship did not statically differ across ethnic 

groups.   
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Table 5.21: Ethnicity comparison on brand loyalty (events and brands) 

 

  Paths  

Malay 

Gen Y  

Chinese 

Gen Y 

 Malay 

Boomers  

Chinese 

Boomers  

 

 

Standardised 

coefficients 

Standardised 

coefficients z-score 
Standardised 

coefficients 

Standardised 

coefficients 

z-

score 

Event 

Ethnic 
ATS  LOY 0.64 0.51 -1.499 0.84 0.75 -0.903 

International 
ATS  LOY 0.75 0.67 -0.699 0.89 0.84 0.457 

Brand 

Ethnic 
ATS  LOY 0.61 0.56 0.093 0.87 0.82 -1.093 

International 
ATS  LOY 0.77 0.68 -2.672*** 0.83 0.77 1.141 

Note: z-score significantly different between two generational cohorts at *** p< .001; ** p< .05; * p< .10 

In summary, the objective of this section was to examine whether ethnicity affects the 

congruity of generational cohorts with social sponsorship. It was hypothesised that 

Malays and Chinese have a different self-congruity with social sponsorship programmes 

(i.e. ethnic-based and international events; ethnic-based and international brand) even if 

they belonged to the same generational cohort (i.e. Gen Y; Boomers). The results 

indicated that there were no statistically significant differences across ethnic groups for 

both generational cohorts. Hence, H8a, b and H9a, b are not supported. 

In terms of the relationship between generational cohort congruity and attitude towards 

social sponsorship, it was hypothesised that Chinese have a greater degree of 

congruence with an ethnic-based event and brand. On the other hand, Malays have a 

higher EVTATS for the international event and brand. H8c is not supported since the 

results did not find significant difference between ethnic groups for the ethnic-based 

event. However, H9c is partially supported since the only significant difference was 

between Malays and Chinese Boomers for the international event. Malay Boomers had 

a greater EVTATS path for international events than Chinese Boomers.     

Meanwhile, H8d is not supported even though Gen Y was statistically different for the 

ethnic-based brand path. Malay Gen Y had a stronger FIRATS for ethnic-based 

brands as compared to Chinese Gen Y. Finally, H9d is partially supported in that Malay 

Gen Y had a higher FIRATS than Chinese Gen Y for international brands.  
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5.9 Conclusion 

This chapter described single and multi-group data analysis procedures such as 

preliminary data analysis, confirmatory data analysis, and structural models. The results 

suggest that four out of nine hypotheses were fully supported (H1, H2, H3, and H7), 

while H4, H5, and H6 were partially supported. H8 and H9 had mixed results since 

some of the sub-hypotheses were partially supported or not supported. Table 5.24 is a 

summary of hypotheses testing. 

Interestingly, the study found that both generational cohorts showed a positive attitude 

on brand loyalty regardless of conditions, whether more or less congruent with their 

self-congruity. This gives an indication for researchers or marketers to be involved more 

in social sponsorship. The next chapter discusses the study’s findings in more detail.  
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Table 5.22: Summary of Hypotheses Testing  

 Hypotheses Supported 

H1a Boomers will have a greater degree of self-congruity with an ethnic-based event than Gen Y.  Supported 

H1b Gen Y will have a greater degree of self-congruity with an international event than Boomers.  Supported 

H2a Boomers will have a greater degree of self-congruity with an ethnic-based brand than Gen Y.  Supported 

H2b Gen Y will have a greater degree of self-congruity with an international brand than Boomers.  Supported  

H3a Boomers will have a greater degree of self-congruity with a newspaper than Gen Y.  Supported 

H3b Gen Y will have a greater degree of self-congruity with Facebook than Boomers.  Supported  

H4 The greater the degree of self-congruity with the event, the more positive the attitude towards 

the sponsorship. 

Supported 

H4a The relationship between self-congruity and attitude towards social sponsorship for an ethnic-

based event will be stronger for Boomers than Gen Y. 

Supported 

H4b The relationship between self-congruity and attitude towards social sponsorship for an 

international event will be stronger for Gen Y than Boomers. 

Not 

supported  

H5 The greater the degree of self-congruity with the brand, the more positive the attitude towards 

the sponsorship. 

Supported  

H5a The relationship between self-congruity and attitude towards social sponsorship for an ethnic-

based brand will be stronger for Boomers than Gen Y. 

Supported 

H5b The relationship between self-congruity and attitude towards social sponsorship for an 

international brand will be stronger for Gen Y than Boomers. 

Not 

supported 

H6 The greater the degree of self-congruity with the media, the more positive the attitude 

towards the sponsorship. 

Supported 

H6a The relationship between self-congruity and attitude towards social sponsorship for a 

newspaper will be stronger for Boomers than Gen Y. 

Supported 

H6b The relationship between self-congruity and attitude towards social sponsorship for Facebook 

will be stronger for Gen Y than Boomers. 

Not 

supported 

H7 The more positive the attitude towards the sponsorship, the greater the degree of brand 

loyalty  

Supported 

H8a As a minority ethnic group, Chinese (Boomers and Gen Y) will have a greater degree of self-

congruity with an ethnic-based event than Malays (Boomers and Gen Y). 

Not 

supported  

H8b As a minority ethnic group, Chinese (Boomers and Gen Y) will have a greater degree of self-

congruity with an ethnic-based brand than Malays (Boomers and Gen Y). 

Not 

supported 

H8c The relationship between self-congruity and attitude towards social sponsorship for an ethnic-

based event will be stronger for Chinese (Boomers and Gen Y) than Malays (Boomers and 

Gen Y). 

Not 

supported 

H8d The relationship between self-congruity and attitude towards social sponsorship for an ethnic-

based brand will be stronger for Chinese (Boomers and Gen Y) than Malays (Boomers and 

Gen Y). 

Not 

supported 

H9a Malays (Boomers and Gen Y) will have a greater degree of self-congruity with an 

international event than Chinese (Boomers and Gen Y). 

Not 

supported 

H9b Malays (Boomers and Gen Y) will have a greater degree of self-congruity with an 

international brand than Chinese (Boomers and Gen Y). 

Not 

supported 

H9c The relationship between self-congruity and attitude towards social sponsorship for an 

international event will be stronger for Malays (Boomers and Gen Y) than Chinese (Boomers 

and Gen Y). 

Partially 

supported 

H9d The relationship between self-congruity and attitude towards social sponsorship for an 

international brand will be stronger for Malays (Boomers and Gen Y) than Chinese (Boomers 

and Gen Y). 

Partially 

supported 
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CHAPTER 6 DISCUSSION  

Chapter 6 has four sections. The first section discusses the results of the generational 

cohorts’ self-congruity with events, brands, and types of media. Then it discusses 

generational cohorts’ self-congruity that affects their attitude towards sponsorship. The 

third section mainly describes the findings around attitudes towards sponsorship that 

influence brand loyalty. The final section discusses the findings around ethnicity that 

had an impact on social sponsorship. 
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6.1 Generational cohorts and self-congruity (event, brand, and types of media) 

This section describes the findings regarding the impact of generational cohorts on 

social sponsorship programmes’ congruity that consists of events, brands, and types of 

media. As mentioned in the previous chapter, the aim of this analysis was to identify 

events, brands, and types of media that exhibited a high self-congruity among 

generational cohorts. Previous studies suggested that the generational cohorts’ profiles 

were distinct since each generational cohort experienced different defining moments 

(e.g. historical events, social turmoil, economic changes, and technological innovation) 

during their coming of age (e.g. aged 17-23) (Kritz & Arsenault, 2006; Mannheim, 

1952; Noble & Schewe, 2003; Ryder, 1965; Schuman & Scott, 1989). Hence, this 

current study expected that both Gen Y and Boomers might have a different self-

congruity with events, brands, and types of media. The results revealed that hypotheses 

H1, H2 and H3 were supported for generational cohorts and their effect on self-congruity 

with the event, brand and media. The next section discusses the details of the findings. 

6.1.1 Generational cohorts’ congruity with events and brands (H1a, b, H2a, b) 

This study’s results show that both Gen Y and Boomers have a different degree of self-

congruity with events and brands. As predicted, Boomers had high self-congruity with 

respect to events and brands related to ethnicity, while Gen Y showed a high congruity 

with international events and brands, meaning H1a, H1b, H2a and H2b were supported. 

As mentioned in the literature review, defining moments experienced by individuals 

during their formative years influence their generational cohort profiles (e.g. 

characteristics, preferences, and attitude) (Mannheim, 1952; Noble & Schewe, 2003; 

Ryder, 1965).  

These findings further support the idea of generational cohort profiles as being able to 

contribute to the differences in self-congruity degrees among generational cohorts. 

Boomer respondents perceived a high congruity with ethnic-based events and brands as 

compared to Gen Y. This finding suggests that Boomer respondents have a higher 

preference for events with close proximity (i.e. ethnic-based) than with distant 

proximity events (i.e. international). It can be argued that they experienced significant 

events during their formative years that might have influenced them to perceive a higher 

degree of congruity with ethnic-based events and brands than Gen Y.  
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External events (e.g. NEP Policy) shaped Boomers’ profiles so that they became more 

ethnocentric and sceptical of other ethnic groups than Gen Y. They tend to feel that they 

are discriminated against and receive unfair treatment by other groups whether socially 

or economically. This suggests that Boomers seem to feel that ethnicity-related issues 

were important and relevant in influencing their self-congruity. 

On the other hand, a number of reasons have been suggested as to why Gen Y preferred 

international events and brands over ethnic-based ones. The defining moments may 

have had an impact in determining Gen Y’s profile. The results showed that Gen Y 

respondents perceived more congruence with respect to international events than with 

ethnic-based events. Gen Y experienced significant events (e.g. the internet era, 

1Malaysia concept
9
, and Tsunami in Aceh) that translated to their being more educated, 

ethnic tolerant, technology savvy, and concerned about democracy and human rights 

(see Section 2.3.3).  

One of the possible reasons is that the defining moments probably influence Gen Y 

respondents to embrace more ethnic tolerance than Boomers. Besides, since they 

experienced globalisation (Bucic et al., 2012), Gen Y may be more familiar with 

international charity-related events. They are also likely to gather information from the 

Internet and social networking sites (SNS) that encourages them to be more involved in 

events or community work. These facts support the findings that Gen Y is more 

concerned about international events than ethnic-based events.  

With regard to brands, Gen Y were exposed to digital technologies (e.g. Internet, SNS) 

that made them more technology savvy and able to access information without any 

boundaries. It can be argued that the Internet exposed them to international media (Fam 

et al., 2008). Hence, it was likely that they would embrace globalisation and have more 

congruence with international brands than with ethnic-based brands (Bucic et al., 2012; 

Carpenter et al., 2012; Teo et al., 2011). Therefore, it is perhaps not surprising that Gen 

Y had a high congruity with international brands as compared to ethnic-based brands 

since the external events in their lives shaped their profiles. The findings thus manage to 

                                                 

9
 The 1Malaysia is a concept to edify unity among the multi-racial Malaysian citizens, based on a number of 

significant values which should be practised by all Malaysians. 
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confirm that international brands are more likely than ethnic-based brands to encounter 

congruence with Gen Y.  

The evidence above suggests that events and brands related to ethnic groups are more 

likely to be in congruence with Boomer consumers. Meanwhile, Gen Y seems to be 

more in congruence with international events and brands. Besides, the generational 

cohorts’ profiles further help to establish their self-congruity since both generational 

cohorts demonstrated differences in relation to events and brands. This supports the 

proposition of Grau and Folse (2007) who claim that consumers will perceive more 

congruence with respect to events or brands that are personally relevant to their self-

congruity.   

6.1.2 Generational cohorts with types of media (H3a, b) 

H3a posits that Boomers have a higher self-congruity with printed newspaper, while, 

H3b hypothesised that Gen Y has a greater degree with Facebook. As expected, 

Boomers are more likely to show a high self-congruity with regard to printed newspaper 

(i.e. non-digital media), whereas, Gen Y has more congruity with respect to Facebook 

(i.e. digital media). This result suggests that both generational cohorts have a different 

degree of self-congruity based on the types of media (e.g. digital and non-digital media). 

This result has extended the previous findings which indicated that Gen Y preferred 

digital media to non-digital, while Boomers favoured non-digital media (e.g. Chappuis 

et al., 2011; Harmon et al., 1999; Keane & Fam, 2005; Moore, 2012; Obal & Kunz, 

2013).  

A plausible explanation for this is that  Gen Y is a Digital Native generation who grew 

up with  digital technologies (e.g. Internet, SNS) and is fluent with digital language as 

compared to the Digital Immigrant generation (e.g. Boomers) (Prensky, 2001, 2004). 

With regard to external events, Malaysian Gen Y experienced the emerging growth of 

the Internet as their defining moment. Gen Y exposed to the Internet and different types 

of social media.  

It can be speculated that external events (e.g. the emergence of the Internet) had an 

impact on the generational cohort’s congruity, especially on media preferences. For 

instance, Gen Y might feel more congruent with Facebook since it is a digital 
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technology, unlike printed newspapers. Gen Y is more likely to prefer digital 

technologies as media of communication than Boomers since they grew up in the digital 

age. In contrast, Boomers will probably experience difficulty in adapting to digital 

technologies since they do not belong to the Digital Native generation. Hence, this 

might be the reason that Boomers associate a greater self-congruity with printed 

newspapers than Facebook. This finding suggests that the choice of media is important 

in social sponsorship, especially when catering to different generational cohorts. It can 

therefore be argued that social sponsorship programmes will get more attention from 

consumers if the media is congruent with the target consumers. 

In short, these results suggest that ethnic-based events and brands, as well as non-digital 

media (e.g. newspapers) will probably be an ideal social sponsorship programme 

combination if marketers target Boomers. Conversely, this current study believes that 

international events, brands and digital media (e.g. Facebook) are more likely to be a 

suitable combination for Gen Y consumers. One of the main findings of this study is the 

discovery that GCT influences consumer self-congruity. The results found that external 

events experienced by consumers affected generational cohorts’ degree of self-

congruity with events, brands, and media. The point is that generational cohort profiles 

are distinct from other generational cohorts since each of them experienced different 

external events. This suggests that consumer segmentation based on a generational 

cohort profile may be useful for identifying consumers’ self-congruity, especially in 

social sponsorship programmes. Besides, these findings provide further evidence that 

generational cohorts’ profiles will possibly help to establish their self-congruity with 

events, brands and types of media. Therefore, GCT seems to be the predictor for 

identifying consumers’ self-congruity that leads to events, brands, and media 

congruence among the generational cohort. 

6.2 Generational cohorts’ congruity and attitudes towards social sponsorship  

This section aims to discuss the influence of generational cohorts’ congruity on attitude 

towards social sponsorship (H4, H5, and H6). The previous section provided some 

insights regarding generational cohorts’ profiles being able to influence the self-

congruity degree in relation to events, brands and media. It was hypothesised that 

generational cohorts’ congruity with events, brands and media has an impact on 

attitudes towards social sponsorship. Next, this current study presents an in-depth 
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discussion of the results of generational cohorts’ congruity and their attitudes towards 

sponsorship.  

6.2.1 Event congruity and attitudes towards the social sponsorship (EVTATS)   

The results indicate that respondents have a greater degree of self-congruity with event 

lead to positive attitude towards the social sponsorship. This finding suggests that 

respondents with a high self-congruity with an event develop a favourable attitude 

towards the social sponsorship. This supports hypothesis H4.   

As mentioned earlier, the objective of study was to explore the differences of ATS 

between Boomer and Gen Y generational cohorts in regard to ethnic-based and 

international events. The results discovered that ethnic-based events are more congruent 

with Boomers, while Gen Y possesses a high congruity with international events. H4a 

and H4b hypothesise that Boomers and Gen Y have different attitudes towards social 

sponsorship for ethnic-based and international events. The findings show that Boomers 

have a stronger attitude towards the social sponsorship with ethnic-based events than 

Gen Y (i.e. supporting H4a). As discussed in Section 6.1.1, ethnic-based events seem to 

be more congruent with Boomers than Gen Y. This might be the reason why Boomers 

perceive a greater attitude towards the social sponsorship with ethnic-based events than 

Gen Y. One interpretation is that the partnership between ethnic-based events is more 

congruent with Boomers’ points of view. As a result, it transfers a greater attitude 

towards the sponsorships as compared to Gen Y. However, Gen Y may feel that ethnic-

based events are less relevant and are not intended to target them since the events are 

less congruent with them. This indicates a reason why the effect of congruence on 

attitude for Gen Y is less for the sponsorships involved. The findings suggest that 

Boomers might believe that ethnic-based events are more congruent with them, thus 

transferring a favourable attitude towards the sponsorship. Being consistent with the 

literature, the findings suggest that consumers’ congruence with events plays an 

important role in determining a favourable or non-favourable attitude (Gupta & Pirsch, 

2006; Robinson et al., 2012). It has been argued that Boomers might feel that the ethnic-

based events are relevant to their self-congruity, so it affects their attitude towards the 

social sponsorship. This result confirms that Boomers’ self-congruity with the ethnic-

based events leads to more positive feelings towards the social sponsorship.  



Chapter 6 - Discussion 

 

 

157 
 

Meanwhile, H4b posits that the attitude towards the social sponsorship for Gen Y is 

stronger than Boomers for international events. Despite Gen Y having a higher ATS 

than Boomers, it is somewhat surprising that both generational cohorts did not differ 

statistically on ATS. Thus, H4b is not supported.  

Interestingly, this study suggests that both generational cohorts possess positive ATS 

regardless whether the event is ethnic-based or international. The positive results imply 

that both generational cohorts feel that the child poverty cause is more important to 

them without necessarily being concerned about the conditions (i.e. congruent or 

incongruent). This could be possibly explained that in spite of an event being less 

congruent with consumers; it is unlikely for them to respond to the event negatively.  

This finding is in line with Gupta and Pirsch (2006) who claim that the nature of the 

event itself (i.e. child poverty) will probably contribute to a positive attitude in 

consumers. Consumers might feel more socially responsible to the event despite its 

irrelevance to their self-congruity.  

These findings overall indicate that both generational cohorts have a positive ATS even 

though having varying levels of self-congruity with event (i.e. high or low). This study 

still believes that a generational cohort’s self-congruity is important as the relationship 

is stronger, particularly for Boomers and ethnic-based conditions. However, that is not 

the case for international events.  

Based on the finding (H4), consumers are more concerned about events than congruity 

level as long as they can contribute to charitable activities. The results suggest that a 

less congruent event can achieve a positive attitude even though the level of the attitude 

is slightly lower than a high congruency event. The finding is similar to Lafferty (2007) 

who argued that consumers’ respond a positive attitude despite being incongruent with 

an event or brand. This study shows a good indication for a charitable organisation to 

convince brands of these findings and encourage them to be more involved in social 

sponsorship. The findings also provide an alternative for brands to be involved in a less 

congruent event if they can’t collaborate with a high congruent event since consumers 

are more likely to have a positive attitude despite less congruency.  
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6.2.2 Brand congruity and attitudes towards the social sponsorship (FIRATS) 

H5 posits that generational cohorts’ congruity with a brand influences their attitude 

towards social sponsorship (H5). In general, the results of this study support the 

hypothesis since the relationship between generational cohorts’ congruity with the 

brand significantly influences the attitude towards the social sponsorship. For the 

overall respondents, this study discovers a positive relationship between generational 

cohorts’ congruity with the brand and ATS.    

In terms of multi-group comparison between Boomers and Gen Y, H5a states that 

Boomers are assumed to have a stronger ATS with ethnic-based brands (H5a), whereas, 

Gen Y has a higher ATS with international brands (H5b). As predicted, this finding 

suggests that Boomers have a more favourable attitude towards sponsorship than Gen Y 

for ethnic-based brands. Interestingly, Boomers and Gen Y did not differ statistically in 

terms of their attitude towards social sponsorship with international brands. The 

findings, however, are contradictory to the generational cohort self-congruity results 

discussed earlier (see Section 6.1.1), where Gen Y had a high self-congruity with 

international brands and Boomers had a high self-congruity with ethnic-based brands. 

There are several possible explanations for this result. Firstly, the findings showed that 

Gen Y had a less favourable attitude towards the social sponsorship on ethnic-based 

brands; however it was not significantly different on the international brands condition. 

In spite of Gen Y being hypothesised to be more congruent with international brands, 

the results of this study suggest that they do not possess a more favourable attitude 

towards social sponsorship, especially related to international brands. It can be 

speculated that Gen Y respondents are more likely to be concerned about the motive of 

the collaboration between a brand and an event. It is possible that they are more 

sceptical towards a brand’s motive to sponsor an event. They might feel that the brand 

involved in social sponsorship aims to obtain some benefits (e.g. reputation, branding) 

rather than just for an altruistic motive (e.g. socially responsible) (Dean, 2003; Webb & 

Mohr, 1998). 

In addition, previous studies have indicated that Gen Y consumers were difficult to 

influenced and reach compared to other generational cohorts (Debevec, Schewe, 

Madden, & Diamond, 2013; Gardiner et al., 2013; Hyllegarda et al., 2011). Gen Y were 

also viewed as being more knowledgeable consumers than previous generational 
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cohorts. Having been exposed to the digital media (e.g. Internet, SNS), they have 

become information savvy. They tend to read and access third party information such as 

forums, consumer feedback and discussions on brands rather than relying on marketing 

activities conducted by brands (e.g. advertisements). Therefore, it is more difficult for 

brands to influence Gen Y than Boomers. 

It is somewhat surprising that despite Boomers showing a more favourable attitude 

towards social sponsorship provided by ethnic-based brands, Gen Y respondents still 

demonstrate a positive attitude towards ethnic-based brands compared to international 

brands. However, this result has not previously been described. It is inconsistent with 

the literature that posits that Gen Y demonstrate an unfavourable attitude towards 

brands which are incongruent with their self-congruity (Escalas & Bettman, 2005; 

Sprott et al., 2009; Xue & Phelps, 2013). This finding further suggests that, despite 

embracing global culture, Gen Y had a more positive attitude towards sponsorship 

associated with ethnic-based brands than with international brands. The path estimate 

between ethnic-based and international brands showed that Gen Y was stronger for 

ethnic-based than international brands. 

In addition, the types of the brands might play a pivotal role in determining the attitude 

towards the sponsorship. One possible explanation for the inconsistency between this 

study’s findings and those of the previous studies is that the current study offers two 

types of brands: ethnic-based and international brands. As predicted, Gen Y seems to be 

less congruent with ethnic-based brands since they are more ethnic tolerant than 

Boomers. However, Gen Y perceived the ethnic-based brands with a more positive 

attitude than international brands. The findings of this study suggest that it is unlikely 

for Gen Y to show a favourable attitude to international brands,. It can therefore be 

assumed that Gen Y believe that the 1Malaysia concept is one of the external events 

experienced by Gen Y and that it could have influenced them to be more concerned 

about national brands rather than foreign brands. Hence, this study suggests that 

exposure to external events might have led Gen Y to be more likely to have a more 

favourable attitude towards sponsorship by national brands. 

Similarly, Gen Y respondents may have more nationalism and naturally prefer local 

products than international ones. This notion is corroborated by Tamam (2010)’s 

finding, which suggests that Gen Y is more likely to be concerned about national 
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agendas than racial ones. However, the absence of national brands in this study allows 

Gen Y to prefer ethnic-based brands instead of international brands. It can thus be 

suggested that a comparison between ethnic-based and national brands will probably 

give a different result. They may more incline towards national than international 

brands. In future investigations, it might be possible to investigate ethnic-based and 

national brands that participate in social sponsorship.   

6.2.3 Media congruity and attitudes towards social sponsorship (MEDATS) 

The general hypothesis for H6 posits that generational cohorts’ congruity with media 

significantly influences ATS. H6 is supported since the finding is that generational 

cohorts’ congruity with media positively influences ATS. Next, the present study 

compared two types of media used in promoting social sponsorship programmes (i.e. 

newspaper and Facebook).  

Overall, the findings showed that greater media congruence leads to more positive 

attitudes, supporting hypothesis H6a. More specifically, the finding shows that Boomers 

have a higher favourable attitude towards the sponsorship of social sponsorship 

programmes communicated or promoted via newspapers. Meanwhile, H6b posits that 

the relationship between self-congruity and attitude towards sponsorship for Facebook 

will be stronger for Gen Y than Boomers. However, the results show that both 

generational cohorts did not significantly differ on Facebook, hence, H6b is not 

supported. 

This finding suggests that generational cohort congruity tends to have an impact on 

consumers’ attitudes towards the types of media used in social sponsorship. Despite 

previous studies suggesting that both generational cohorts had their media preferences 

that may influence a favourable or non-favourable attitude (e.g. Chappuis et al., 2011; 

Harmon et al., 1999; Keane & Fam, 2005; Moore, 2012; Obal & Kunz, 2013), the result 

shows that it is only applicable for a congruence relationship between Boomers and 

printed newspaper.  

As discussed in the earlier section (see Section 6.1.2), Gen Y had more self-congruity 

with Facebook as compared to printed newspapers. However, this did not translate into 

their attitude towards the sponsorship in regards to the Facebook condition. A number 
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of reasons have been advanced as to why Gen Y’s congruence with Facebook did not 

differ statistically and had a stronger sponsorship attitude than Boomers. Firstly, 

Facebook may not be the main social media among Gen Y respondents. Nowadays, 

social media diversity is causing Gen Y to focus more on other social media platforms 

than Facebook (e.g. Instagram, Twitter). Another reason is, Gen Y respondents may be 

concerned about the privacy issues that Facebook has recently been embroiled in. There 

are a number of cases related to Facebook privacy breaches that could affect users’ 

perceptions of Facebook. Moreover, Gen Y seems to prefer targeted and specific social 

media such as Whatsapp, Viber, WeChat, and Snapchat. Hence, this may be the reason 

why Gen Y did not show a high degree of attitude towards the sponsorship with 

Facebook. 

Surprisingly, the path estimates for both types of media were lower than the other two 

constructs (i.e. event; brand). It can be speculated that respondents may be more 

concerned about evaluating an event than media. Media are only a vehicle in promoting 

social sponsorship; however, a respondent may feel that it is not part of the partnership. 

Besides, this study measures an overall attitude towards the sponsorship that consists of 

a combination of constructs and not a single construct.  

It seems that respondents’ emphasis was heavier on the two dominant constructs: events 

and brands. Both are more important and have an impact on respondents’ evaluation in 

social sponsorship. These results suggest that media may be less important than the 

other two constructs in determining the social sponsorship effect. It is likely that media 

was not related to evaluating social sponsorship programmes and had less effect than 

events and brands. Therefore, this study suggests that events and brands are the main 

constructs that influence generational cohort attitudes towards sponsorship rather than 

media.    

In summary, all the hypotheses and predictions for Boomers are supported (H4a, H5a, 

H6a) while those for Gen Y are not (H4b, H5b and H6b). This finding is in line with 

(Gardiner et al., 2013) who discovered that Boomers are easier to reach and more 

predictable in their profiles than Gen Y. Interestingly, the effect of congruence on 

attitude was stronger, especially for ethnic-based conditions than for international 

events and brands. Boomers showed stronger attitudes towards sponsorship for both 

ethnic-based conditions (i.e. event; brand). This suggests that Boomer respondents are 
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more likely to be influenced by ethnic-related events and brands as compared to Gen Y. 

This could be a good indicator especially for Boomers as target consumers.  

 

Figure 6.1: Relationship between generational cohorts’ congruity and attitudes towards 

social sponsorship. 

6.3 Attitudes towards social sponsorship and brand loyalty (ATSLOY) 

As mentioned in the literature review, consumers demonstrated a favourable attitude 

towards sponsorship that elicits a greater brand loyalty and equity (Mazodier & 

Merunka, 2011; Olson, 2010; Simmons & Becker-Olsen, 2006).  

Overall the findings showed that more positive attitudes lead to greater loyalty 

consistent with existing literature (Mazodier & Merunka, 2011; Olson, 2010; Simmons 

& Becker-Olsen, 2006), meaning that H7 is supported. Interestingly, the results show 

that there was no significant difference between Boomers and Gen Y in terms of brand 

loyalty. This finding indicates that both generational cohorts perceive a positive attitude 

which leads towards brand loyalty regardless of the conditions involved (e.g. more or 

less congruent). Besides, this study reveals that less congruent social sponsorship 

conditions still obtain positive brand loyalty indirectly through attitude. Ethnic-based or 
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international brands that provide social sponsorship are more likely to transfer positive 

brand loyalty.  

There are several possible explanations for this result. Firstly, social sponsorship as a 

context will probably influence the findings since current consumers are more aware of 

community-based activities and events (Randle & Dolnicar, 2011). Despite some 

consumers’ being sceptical about a brand’s motives, this study’s respondents might feel 

that this is one of the initiatives for the brand to share the brand’s profit and to give it 

back to the community. This finding suggests that a brand which is involved in a social 

sponsorship programme is more likely to demonstrate an altruistic value than brands in 

other sponsorship contexts. Consumers seem to believe that a brand which provides 

social sponsorship is involved directly in helping the community. This notion is 

supported by Meenaghan and Shipley (1999), who found that consumers believed that a 

brand that participated in social sponsorship had less exploitation as compared to other 

commercial sponsorships such as sports and the arts. As a consequence, consumers tend 

to show their support to the brand and yield positive responses.  

These findings imply that this is an opportunity for a brand to collaborate in social 

sponsorship. This is because a collaboration with a social sponsorship programme will 

probably generate a positive image (e.g. admiration, concern, and caring) from  a 

consumer perspective (Meenaghan & Shipley, 1999). Moreover, it is also possible that 

consumers will show some support to the brand so that it may continue to collaborate 

and sponsor other charitable activities in the future. These results support the previous 

findings that revealed that consumers were more likely to return goodwill and show a 

willingness to switch to and purchase brands that sponsored charitable causes as 

compared to non-sponsored brands (Meenaghan & Shipley, 1999; Smith & Alcorn, 

1991; Strahilevitz, 1999; Strahilevitz & Myers, 1998).  

With regard to social sponsorship’s benefits, it is apparent that this finding suggests that 

social sponsoring would likely produce positive outcomes regardless of congruence, 

especially on brand loyalty. These findings suggest that charitable organisations might 

have an opportunity to approach and encourage their potential sponsors to collaborate in 

social sponsorship programmes. Previous research mainly focused on consumers’ 

congruity (i.e. less or more) with social sponsorship that had an impact on either 

positive or negative outcomes. If consumers feel that their self-congruity is congruent 
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with social sponsorship, there is a possibility for them to produce a favourable outcome. 

In contrast, less congruent social sponsorship will be unlikely to result in a favourable 

outcome. The finding helps a brand to be more involved without being worried about 

any negative outcomes (i.e. brand loyalty) as a result of the less congruent relationship 

in social sponsorship. This finding corroborates the ideas of Kim et al. (2014) and 

Lafferty (2007), who suggested that participation in social sponsorship can improve 

consumers’ perception towards a brand regardless of the level of their congruence. It 

can therefore be assumed that consumers are more likely to evaluate the social 

sponsorship itself and might feel more socially responsible without thinking about their 

own self-congruity. 

Secondly, culture could affect the discrepancy of the findings. The literature relating to 

self-congruity suggests that consumers who perceive a high self-congruity with a brand 

or a sponsorship will transfer a favourable outcome (Escalas & Bettman, 2005; Randle 

& Dolnicar, 2011; Sirgy et al., 1997; Sirgy et al., 2008). This might suggest that social 

sponsorship that is more congruent with consumers is more likely to obtain high brand 

loyalty. However, the findings of the current study partially support the results of 

previous research. The study’s results show that both generational cohorts ultimately 

demonstrate positive brand loyalty for all social sponsorship conditions.  

Even though less congruent relationships still transferred a positive outcome, the result 

showed that congruent relationships engendered a more favourable outcome especially 

for Boomers and sponsorship attitude (e.g. ethnic-based events and brands). Hence, a 

generational cohort’s congruence relationship is still important, but not all the time (e.g. 

international events and brands conditions).  

This could be explained by the respondents of the study who are from Malaysia, and 

who embraced an eastern and collectivistic cultural country. This is logical since most 

countries with collectivistic cultures are more concerned about society and community. 

These findings are consistent with the finding of Escalas and Bettman (2005), which 

suggest that individualistic culture respondents show a more negative perception 

towards brands incongruent with their self-concept than collectivistic respondents.  

In addition, the respondents of this present study are more likely to consider the 

community even though the social sponsorship is less congruent with their self-
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congruity. It is possible that the respondents are more concerned about helping others 

than about their self-congruity. Individualistic cultural consumers may embrace the self-

congruity concept more than collectivistic cultural consumers (Sung & Choi, 2010). 

This finding implies that collectivist cultural consumers may feel that supporting events 

is a priority for them. This result supports the previous research that suggests 

collectivist cultural consumers show more willingness to donate and a more favourable 

attitude towards donation-based promotions as compared to individualistic cultural 

consumers (Laufer et al., 2010; Winterich & Barone, 2011). This suggests that 

respondents perceive positive brand loyalty regardless of their self-congruity levels.  

 

 

Figure 6.2: Relationship between attitude towards the social sponsorship and brand 

loyalty 

6.4 Ethnicity and social sponsorship   

This section discusses the effects of ethnicity in influencing generational cohort 

members in terms of social sponsorship programmes (i.e. events, brands) and attitude 

towards social sponsorship (H8, H9). Generational cohort theory (GCT) suggests that 

each generational cohort shares common profiles (e.g. characteristics, values, and 

attitudes) among generational cohort members developed by the external events that 

individuals experienced during their coming of age (Mannheim, 1952; Noble & 

Schewe, 2003; Ryder, 1965). Hence, an individual has similar profiles to other 

generational cohort members and the profiles will be distinct compared to other 

generational cohorts. However, it could be argued that ethnicity might have an impact 

on generational cohorts’ profiles especially in multicultural societies.  
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This study hypothesised that the more distinctive group (i.e. numerical minority, 

Chinese) has greater congruence and shows a greater attitude towards social 

sponsorship with ethnic-based events and brands than the more non-distinctive group 

(i.e. numerical majority, Malays). In contrast, Malays are hypothesised have more 

congruence with international events and brands as well as higher ATS than Chinese. 

Next, the results are discussed in detail. 

6.4.1 Ethnicities’ congruity with events and brands (H8a, b, H9a, b) 

Generational cohort members, Malays or Chinese, did not statistically differ in regards 

to self-congruity with events and brands. Both ethnic groups responded in a similar 

fashion. The results conform to GCT’s point of view, where generational cohort 

members share common profiles and will respond similarly to events and brands that 

are congruent with them despite being from different ethnic groups (i.e. Malays, 

Chinese) (Motta et al., 2002; Schewe & Noble, 2000).  Thus, H8 (a, b) and H9 (a, b) 

were not supported. For these hypotheses, the findings did not find ethnicity to have an 

impact on responses among a generational cohort member. As a result, GCT plays an 

important role in identifying events and brands congruent with generational cohorts at 

this stage.  

6.4.2 Ethnicities and attitudes towards social sponsorship (ethnic-based and 

international events) – H8c, H9c 

H8c posits that Chinese Gen Y and Boomers have a greater ATS with ethnic-based 

events since Chinese are the more distinctive group as compared to Malays. However, 

the hypothesis is not supported since Chinese and Malays were not statistically different 

across generational cohorts. The results show that Chinese Gen Y had a higher 

EVTATS than Gen Y Malays; however, it did not differ significantly between both 

groups. One possible reason is that Malay and Chinese Gen Y are the digital native 

generation (Prensky, 2001), and have been exposed to digital media. This leads them to 

be more ethnically tolerant than previous generational cohorts (Tamam et al., 2006), 

since they are experienced with globalisation (Bucic et al., 2012) and international 

media (Fam et al., 2008). That might be the reason why Gen Y did not exhibit a 

different attitude towards social sponsorship for ethnic-based events.  
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Moreover, this finding implies that distinctive theory may not influence Chinese in their 

evaluation of ethnic-based events, especially for Boomers since both ethnic groups had 

a large effect size (Cohen, 1988). The different relationship between EVTATS only 

occurred between generational cohorts (i.e. Boomers and Gen Y) rather than within 

ethnic groups (i.e. Malays and Chinese Gen Y; Malays and Chinese Boomers). For 

instance, H4a found that Boomers and Gen Y are statistically different across groups in 

regards to ethnic-based events. It could be argued that Boomers in Malaysia 

experienced external events such as the New Economic Policy that might contribute to 

them being be more concerned with ethnic-based events. The policy aimed to reduce 

economic disparity among ethnic groups and to eradicate poverty (Ahmed, Mahajar, & 

Alon, 2005; Embong, 1996); however, it only focused on one particular ethnic group. It 

also created a negative perception among other ethnic groups (Ahmed et al., 2005; Lee, 

1988). According to GCT, generational cohort profiles were shaped by the external 

events experienced by the generational cohort member, and each member tends to share 

a common profile (e.g. Noble & Schewe, 2003; Ryder, 1965; Schewe et al., 2000). It 

might be a possible reason why Malay and Chinese Boomers are not different when it 

comes to ethnic-based events. Hence, both Malay and Chinese Boomers will respond 

positively regardless whether they belong to a minority or majority ethnic groups.  

Meanwhile, H9c states that Malays Gen Y and Boomer have a greater ATS on 

international events than Chinese Gen Y and Boomers. The results of this study indicate 

that Malay and Chinese Gen Y do not significantly differ in the relationship between 

EVTATS. In contrast, Boomers are statistically different between both ethnic groups, 

whereas Malay Boomers had a higher ATS than Chinese Boomers. This finding 

somewhat supported the hypothesis since Chinese Boomers as a minority ethnic group 

might have less concern for international events than a majority ethnic group (i.e. 

Malays Boomers) (Appiah, 2004; Appiah et al., 2013; McGuire et al., 1978). As a 

result, both Malay and Chinese Boomers responded differently on attitude towards 

social sponsorship in regards to international events.  
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6.4.3 Ethnicities and attitude towards social sponsorship (ethnic-based and 

international brands) - H8d, 9d 

Interestingly, the results of this study indicate mixed findings for both ethnic groups 

(i.e. Malays and Chinese) pertaining to attitude towards social sponsorship with brands. 

H8d posits that Chinese Gen Y and Boomers have a greater ATS with ethnic-based 

brands than Malays. Similar to H8c, the results show those Boomers did not statistically 

differ for ethnic-based brands. On the other hand, Malay and Chinese Gen Y were 

statistically different on ATS for ethnic-based brands.  

Previous researchers found that distinctive groups (i.e. minority ethnic group) were 

more salient, attached and concerned with their ethnic group (Appiah, 2004; Appiah et 

al., 2013; Deshpandé & Stayman, 1994; Grier & Deshpandé, 2001; McGuire et al., 

1978), and responded more positively to ethnic cues than majority ethnic groups 

(Appiah & Liu, 2009; Grier & Brumbaugh, 1999; Grier et al., 2006; Martin et al., 

2004). Interestingly, this finding contradicted the hypothesis which suggests Chinese 

Gen Y should have a higher ATS than Malay Gen Y for ethnic-based brands. This 

suggests that despite Malay Gen Y being a numerical majority ethnic group, they 

perceived a higher attitude towards social sponsorship related to ethnic-based brands. It 

could be argued that Malays are less socioeconomic and less wealthy than Chinese. For 

instance, at 20% of the total population, Chinese in Malaysia are a minority ethnic 

group. However, they are wealthier and contribute more to the Malaysian economy than 

the majority group, Malays.  

Besides, being a majority ethnic group with lower socioeconomic status as compared to 

other ethnic groups might put some pressure on Malays. This suggests that they are 

more likely to be concerned and attached to ethnic-based brands than Chinese. These 

factors might contribute to Gen Y Malays having a higher ATS with ethnic-based 

brands. Similar to Grier & Deshpandé’s (2001) findings, despite being a majority ethnic 

group, Blacks in South Africa still preferred marketing cues associated with their ethnic 

group since they had less socioeconomic as compared to the minority (i.e. White). 

Hence, there are number of factors that need to be considered (e.g. socioeconomic) 

instead of distinctive factors when it comes to the developing country context.  
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In terms of GCT, despite being from the same generational cohorts, respondents had 

different attitudes towards social sponsorship on ethnic-based and international brands. 

This finding suggests that ethnicity have an impact on a variation of decision making 

among a generational cohort members. It also suggests that a number of factors that 

need to be considered in determining generational cohort profiles, especially in 

multicultural context.     

H9d posits that Malays Gen Y and Boomers) have a greater ATS with international 

brands than Chinese Gen Y and Boomers. This study discovered a few interesting 

findings. Firstly, the results reveal that both Malays and Chinese Boomers show a 

statistical difference regarding international brands. The findings demonstrate that the 

relationship between FIRATS is stronger for Chinese than Malay Boomers at p<.05. 

This suggests that ethnicity has an impact on international brands for Boomers. It can be 

argued that Boomer respondents experienced the National Economic Policy (NEP) as a 

defining moment that affected their profiles (e.g. characteristics, attitudes and 

preferences). As mentioned earlier, (see Section 6.1.1), the introduction of NEP had 

received a negative perception from Malaysians since the policy seemed to focus only 

on one particular ethnic group (i.e. Malays). The implementation policy encouraged 

Malays to be more involved in businesses and the government expected at least 30% of 

corporate equity to be owned by Malays (see Appendix 2.1). This is a plausible reason 

why the Chinese Boomer respondents exhibited a more favourable ATS concerning 

international brands.  

Chinese Boomers are more likely to favour foreign brands rather than local brands. 

They probably have family ties in foreign countries other than Malaysia. This finding 

further suggests that Chinese Boomers will probably look for an alternative rather just a 

local brand; hence, they opt for an international brand as a preferred brand. 

It seems that Boomers of a different ethnicity have a different perception in terms of 

international events (H9c) and brands despite being in the same generational cohort. 

Boomers exhibited a statistically different attitude towards social sponsorship that is 

related to international events and brands. This would suggest that ethnicity has played 

a pivotal role in the variations of Boomers with regard to international conditions (i.e. 

event and brand). It can be concluded that the impact of ethnicity on Boomers is greater 

on international rather than ethnic-based conditions. This finding adds to the literature 
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that micro socialisation processes (e.g. ethnicity) are more likely to influence an 

individual’s self-congruity and induce variations of generational cohort profiles despite 

experiencing similar external events (Gardiner et al., 2013; Noble & Schewe, 2003; 

Valentine & Powers, 2013). However, this study suggests that generational cohort 

profiles still play an important role in differentiating generational cohorts (e.g. Boomers 

and Gen Y), especially for Boomers since they show a more positive attitude for both 

ethnic-based events and brands than Gen Y.  

Surprisingly, the findings show that Gen Y respondents are significantly different for 

both brand conditions (i.e. ethnic-based and international) in their attitude towards 

sponsorship. This study’s results demonstrate that both ethnic groups are different with 

regard to their sponsorship attitude. This study shows that Malay Gen Y’s have a higher 

sponsorship attitude than Chinese Gen Ys for both ethnic-based and international 

brands. What is surprising is that Chinese Gen Ys have more negative attitudes towards 

international brands that are involved in social sponsorships. This finding however, is 

contradictory to previous research findings which suggested that Gen Y exhibited a 

more favourable response concerning international brands (Carpenter et al., 2012; Teo 

et al., 2011). A number of reasons have been advanced as to why Chinese Gen Y had a 

more negative sponsorship attitude for brand conditions, specifically international 

brands.  

One of the possible reasons is that Gen Y Chinese may be more sceptical than Malays 

with regard to a brand’s motive when it participates in social sponsorship. It can, 

therefore, it can be argued that a majority of Chinese are involved in businesses as 

entrepreneurs and Gen Y Chinese may have more knowledge and be more familiar with 

the business environment. They probably know the brand’s motive in sponsoring an 

event and may feel that the brand has other agendas than altruistic ones, especially for 

international brands. Similarly, Webb and Mohr (1998) concluded that being sceptical 

about the motive of a brand sponsoring an event might contribute to a less favourable 

response from consumers. Therefore, Chinese Gen Y demonstrated a less favourable 

sponsorship attitude towards brand conditions as compared to Malay Gen Y. 

Besides, it can be speculated that the absence of national-type brands in this study may 

explain why Chinese Gen Y demonstrated a less favourable attitude towards the brands. 

Both types of brands (i.e. ethnic-based and international) might not be relevant enough 
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to Chinese Gen Y. It could be argued that Chinese Gen Y assimilated to the national 

culture and showed more ethnic tolerance than Malay Gen Y. This could have led to the 

current findings (i.e. less favourable towards ethnic-based and international brands). 

One possible future research topic may be to investigate ethnic-based, national, and 

international brands sponsoring a social sponsorship. We can thus suggest that if a 

national-type brand was available in the present study, it would probably have 

contributed to different findings.  

This study suggests that despite being in the same generational cohort, ethnicity is likely 

to have an impact on Gen Y since each ethnic group evaluates their attitude towards 

sponsorship for brands differently. These results can be interpreted as Gen Y’s 

evaluation towards a brand which sponsoring an event being inconsistent with 

Generational Cohort Theory for both groups. It could possibly be argued that some Gen 

Y respondents under the age of 28 may have experienced external events recently (see 

Table 5.1). It is not surprising that Gen Y probably shows a variation among members 

in the impact of the external events but this is still not embedded in their profile. This 

suggests that Gen Y seems to be more difficult to identify and segment since factors 

other than the generational cohort factor may need to be considered. Thus, the finding 

helps to confirm that  Gen Y may lack generational cohort identification (Gardiner et 

al., 2013) and be a less homogeneous generation (Debevec et al., 2013; Valentine & 

Powers, 2013) as compared to previous generational cohorts. 

In addition, this study discovers that all four groups (Malay and Chinese Boomers; 

Malay and Chinese Gen Y) exhibit a positive attitude towards sponsorship regardless of 

event conditions. This finding attests that events can be potential marketing activities 

that could possibly involve brands to achieve favourable outcomes. In spite of diverse 

generational cohorts and ethnic backgrounds, this finding suggests that respondents 

have a similarity in relation to event evaluations.  

In terms of brand loyalty, the results show that all respondents are more likely to 

perceive positive brand loyalty for all conditions (i.e. events; brands). It is clearly 

evident that social sponsorship invokes consumers to have a favourable attitude even 

though they are of different ethnic groups. This finding gives an important indication 

that consumers have a positive brand loyalty towards brands that are involved in social 

sponsorships, especially in the context of a developing a country. This study confirms 
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Kim et al.’s (2014) finding which revealed that a brand involved in social sponsorship 

would be more likely to improve its image and engender a favourable outcome. Once 

again, the above evidence suggests that social sponsorship is the main factor that 

influences consumers to have positive brand loyalty. The finding suggests a strong 

indication for brands to participate in social sponsorship. 

In brief, this finding partially supports the notion that ethnicity may affect generational 

cohort evaluation in social sponsorship since some of the relationships support the 

hypotheses. Hence, this suggests that ethnicity may have an impact on a variation of 

generational cohort profiles especially in a heterogeneous and multi-ethnic context.  

6.5 Conclusion 

This chapter describes the details of the main findings of this present study. Overall, 

both Boomers and Gen Y have their preferences in terms of events, brands, and types of 

media. However, when it comes to brand loyalty, Boomers are more likely to perceive a 

high degree of loyalty as compared to Gen Y, regardless of social sponsorship 

conditions. This would suggest that social sponsorship itself contributes to a positive 

response from both generational cohorts despite a degree of sponsorship attitude. 

Moreover, ethnicity partially contributes to the discrepancies in generational cohorts’ 

profiles and this should be treated carefully.  

The next chapter discusses the conclusions, implications, contributions, and future 

directions that can be drawn from this research. 
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CHAPTER 7 CONCLUSIONS, LIMITATIONS AND 

FUTURE DIRECTIONS 

This chapter discusses the contributions, limitations, future directions, and conclusions 

of this thesis. The section covers theoretical, methodological, and managerial 

contributions. The chapter then continues with the limitations and future directions of 

this study.  In a final reflection, this chapter discusses the research objectives that 

guided the thesis.   
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7.1 Theoretical contributions  

This section presents the contributions of this thesis. It commences with theoretical 

contributions, followed by methodological contributions. Finally, it discusses 

managerial contributions from the perspective of marketers and charitable organisations.  

1) Developing a conceptual model of social sponsorship  

Previous scholars have discovered the advantages of using Generational Cohort Theory 

(GCT ) in consumer consumption (Eastman & Liu, 2012; Rentz & Reynolds, 1991; 

Rentz et al., 1983), tourism marketing (Gardiner et al., 2014; Gardiner et al., 2013; 

Pennington-Gray et al., 2003), buying behaviour (Dittmar, 2005; Pentecost & Andrews, 

2010), and advertising (Fam et al., 2008). Meanwhile, a few studies have found that 

self-congruity theory is useful as a predictor in event promotion (Close et al., 2009), 

volunteerism (Randle & Dolnicar, 2011) and sports sponsorship (Mazodier & Merunka, 

2011; Sirgy et al., 2008). Despite the advantages of GCT and self-congruity theory in 

marketing activities, there is a lack of studies that apply both theories in one study 

(Gardiner et al., 2013), especially in a social sponsorship context. This is important 

given that belonging to a generational cohort and perceptions of self-congruity are 

closely intertwined. It could be argued that previous studies that employed GCT only 

focused on descriptive findings rather than theoretical underpinning (Lyons & Kuron, 

2014). Hence, this current study addresses this limitation by employing both theories.    

This present study provides a conceptual model that utilises both GCT and self-

congruity theory, and extends the theories into a social sponsorship context. The 

conceptual model is useful for identifying and segmenting consumers by using GCT; 

meanwhile, self-congruity theory in this model is used as a mechanism to determine the 

degree of consumers’ self-congruity with social sponsorship programmes. The model 

contributes to existing social sponsorship knowledge by using generational cohort 

profiles and their congruity as indicators in identifying social sponsorship programmes 

that are congruent with target consumers. Thus, it is useful to identify consumers from 

diverse backgrounds prior to choosing an appropriate social sponsorship programme 

that may lead to favourable outcomes. This study represents the first attempt to utilise 

GCT and self-congruity theory specifically in a social sponsorship context. 
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In addition, this model proposed GCT as an antecedent of self-congruity in social 

sponsorship. This study addressed the limitation of self-congruity’s antecedents 

(Quester et al., 2013) by using GCT to identify and segment consumer profiles. This 

study believed that external events experienced by consumers may affect the formation 

of generational cohort profiles (e.g. characteristics, attitudes, preferences). These 

profiles contribute to individuals’ actual self-congruity since they personally 

experienced the external events during their coming of age. The study found that the 

model was capable of predicting generational cohort profiles that influenced the degree 

of consumers’ actual self-congruity with social sponsorship programmes, especially for 

events and brands.  

2) Comparing the heterogeneity of consumers in social sponsorship   

In terms of the charitable context, several studies have employed GCT in an attempt to 

understand Gen Y (Cui et al., 2003; Hyllegarda et al., 2011; Lii et al., 2013) and 

Tweeners (Yavas et al., 2007). However, those studies only focused on one specific 

generational cohort. A generational cohort profile is distinct among generational 

cohorts, however, shares a common profiles (e.g. characteristics, attitudes, and 

preferences) within its members since they experienced similar external events during 

their coming of age period (Motta et al., 2002; Noble & Schewe, 2003). Thus, it could 

be argued that each generational cohort has a unique profile that affects the degree of 

self-congruity with social sponsorship. 

This current study contributes to the existing social sponsorship literature by comparing 

different generational cohorts (i.e. Boomers and Gen Y). It is useful to identify social 

sponsorship that has a high congruence with target consumers in order to attain positive 

responses. This study sheds new light by investigating the heterogeneity of generational 

cohorts’ profiles with social sponsorship. The generational cohorts’ degree of self-

congruity may affect their evaluation and responses in social sponsorship.  

This study also contributes to self-congruity theory since consumers’ congruity affects 

the attitude towards social sponsorship especially for ethnic related events and brands. 

This study suggests that the heterogeneity of consumer profiles (e.g. characteristics, 

attitudes and preferences) may lead to different results or responses in social 

sponsorship. In particular, this present study extends GCT by examining heterogeneous 

consumers in a charitable context. These findings contribute to consumer behaviour and 
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strategic marketing communication literature by using GCT in identifying and 

segmenting consumers especially in social sponsorship. 

3) Ethnicity causes variation in generational cohort profiles  

This study provides more insight on the distinctiveness of ethnicity, especially in a 

social sponsorship context. The theory proposed that the numerical minority ethnic 

group (i.e. distinctive group) is more ethnically salient and has a more favourable 

attitude towards ethnically related affairs than majority ethnic groups (Appiah, 2004; 

Appiah et al., 2013; Appiah & Liu, 2009; Deshpandé & Stayman, 1994; Grier & 

Brumbaugh, 1999; Grier et al., 2006; Grier & Deshpandé, 2001; Martin et al., 2004; 

McGuire et al., 1978). This study suggests that the distinctive effects are more evident 

in developed countries than developing countries. It could be argued that the other 

factors (e.g. socioeconomic status) that influence the majority ethnic group are more 

ethnically salient than those that influence the minority ethnic group. For instance, some 

of the hypotheses did not follow the proposition of distinctiveness since Malay Gen Y 

had a more positive attitude towards social sponsorship related to ethnic-based brands 

as compared to Chinese Gen Y.  

GCT assumes that individuals who were born in the same period, lived in the same 

location and experienced similar external events during their coming of age tend to 

share a similar profile (Mannheim, 1952; Meredith & Schewe, 1994; Ryder, 1965; 

Schuman & Scott, 1989). In this current study, external events experienced by 

individuals are defined as a macro-level socialisation factors that influence the 

formation of generational cohort profiles (Moschis & Churchill, 1978; Rindfleisch, 

1994; Ryder, 1965). Nonetheless, micro-level socialisation factors (e.g. family, social 

class, ethnicity) may contribute to a variation in generational cohort profiles among a 

cohort’s members (Carlsson & Karlsson, 1970; Gardiner et al., 2013; Noble & Schewe, 

2003; Rindfleisch, 1994). This study contributes to the current literature on GCT and 

social sponsorship, especially when targeting multi-ethnic consumers. This study argues 

that there is no guarantee that a generational cohort will share a similar degree of self-

congruity in terms of its attitude towards social sponsorship. The result indicates that 

Malays and Chinese differ on attitude towards social sponsorship in regards to 

international brands. This study suggests that ethnicity influences variation in 

generational cohort profiles despite members having experienced similar external events 
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(i.e. macro-level socialisation), especially when dealing with heterogeneous and multi-

ethnic consumers. As a result, ethnicity might need to be considered as one of the 

factors that contribute to variation in generational cohort members. 

This thesis also provides an indicator towards managing consumers with multi-ethnic 

backgrounds, especially in a social sponsorship context. This suggests that conducting a 

study in a multi-ethnic setting may be more complicated than researchers expected and 

needs to take further considerations into account. This study suggests that macro-level 

socialisation (e.g. external events) may be useful for identifying and segmenting 

consumers at a general or at a macro level; nonetheless, more care might be needed in 

generalising and making assumptions that all members in a generational cohort share a 

common profile and respond to similar patterns since micro-level socialisation may 

interfere with this.  

4) Social sponsorship in a developing country 

This present study makes several noteworthy contributions to the social sponsorship 

literature especially in a developing country. A number of studies were conducted on 

charitable research in developing countries (e.g. China, India, Malaysia, and Indonesia); 

however, these studies focused on philanthropy and cause-related marketing (CRM) 

(Alon et al., 2010; Anuar & Mohamad, 2011, 2012; Ramasamy & Yeung, 2009; Tian et 

al., 2011) rather than social sponsorship. Despite being part of corporate social 

responsibility (CSR), social sponsorship’s definition and how it works is different from 

other CSR activities (e.g. philanthropy, CRM) (Brennan et al., 2012; Lii et al., 2013). 

Besides, less attention has been paid to sponsorship in developing countries as 

compared to developed countries (Bal et al., 2010; Madill & O'Reilly, 2010). Past 

research not having conducted empirical studies on social sponsorship in a developing 

country context, encouraged this present study to address the limitation.  

Meanwhile, the previous studies (Alon et al., 2010; Anuar & Mohamad, 2011, 2012; 

Ramasamy & Yeung, 2009; Tian et al., 2011) focused on one group or general 

respondents without segmenting them. It could be argued that generational cohorts’ 

profiles influence consumers’ evaluations of social sponsorship. The present study 

extends our knowledge of social sponsorship as well as the charitable context by 

comparing generational cohorts in a developing country. As mentioned earlier, each 

generational cohort may have different degree of self-congruity with social sponsorship. 
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The current study’s findings add to a growing body of literature by providing empirical 

evidence of social sponsorship especially comparing different generational cohorts in a 

developing country context.     

The present study’s findings add empirical evidence of CSR activities in a developing 

country, particularly in social sponsorship. Past studies have found that consumers in 

developing countries showed more positive and favourable attitudes towards charitable 

causes (e.g. more generous and intention to donate) as compared to consumers in 

developed countries, especially from the collectivistic cultural context (e.g. India, 

Mexico) (La Ferle et al., 2013; Laufer et al., 2010). This current study contributes 

additional evidence with respect to a developing country and collectivistic cultural 

consumers especially in a social sponsorship context. This present study shows that both 

generational cohorts (i.e. Boomers; Gen Y) perceived a positive attitude towards 

sponsorship regardless of event conditions (e.g. congruent or incongruent). There are 

two possible scenarios that may contribute to the findings. Firstly, in line with 

collectivistic cultural values, the respondents are more concerned about others and 

willing to help the community even though the events are less congruent to them. 

Secondly, it is common in a collectivistic culture to avoid expressing negative feelings 

or disagreement overtly. This may contribute to a positive attitude towards sponsorship 

in spite of a less congruent event.  

7.2 Methodological contributions  

Previous studies were concerned with generalisations of the study (Burnett & Dune, 

1986; La Ferle et al., 2013), especially in their experimental design since most of the 

studies employed students as their subjects (Jeong et al., 2013; Lii et al., 2013; Mutz, 

2011). This current study overcomes this limitation by recruiting samples from both 

students and non-students. It focuses on two different age groups, namely, Boomers and 

Gen Y. Boomers are mostly working adults and mature consumers (Gardiner et al., 

2013), while all Gen Y samples in this study were university students. These findings 

provide empirical evidence in terms of generalisability since they constitute current and 

future consumers. Hence, it is useful as an indicator to apply marketing communication 

activities in line with consumers’ self-congruity especially in a social sponsorship 

context.  
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Moreover, this current study is the first study to use multi-group invariance analysis in 

comparing generational cohorts, especially in a social sponsorship context.    

7.3 Managerial implications  

This section describes two managerial implications in this study. First, it discusses 

implications from a brand perspective, and then follows by discussions implications for 

charitable organisations. 

7.3.1 Implications for brands  

This study provides a few contributions to assist marketing practitioners to discover the 

potential that exists in social sponsorship. Most of the previous studies mainly focused 

on other types of CSR activities (e.g. philanthropy or CRM) (Alon et al., 2010; Anuar & 

Mohamad, 2011, 2012; Ramasamy & Yeung, 2009; Tian et al., 2011). This study sheds 

some light on how brands can actively participate in social sponsorship activity, 

especially in developing countries. The study’s findings discover favourable outcomes 

for brands (e.g. sponsorship attitude and loyalty). brands may consider involving 

themselves in social sponsorship since this study suggests the benefits of doing so. 

Every brand is looking for events that have a high congruency with its target consumers. 

Brands need to compete with other industry players that have similar target consumers 

to sponsor an event. Even though event congruency is a main concern in this current 

study, brands can still sponsor an event that is less congruent with their target 

consumers. The study proposes an alternative way for brands to become involved in 

social sponsorship. It found that a less congruent event contributes to favourable 

responses (e.g. sponsorship attitude, loyalty), especially for Boomers. The findings may 

be useful for brands who are targeting Boomers as their consumers to participate in 

social sponsorship.  It might be argued that consumers may be more focused or 

concerned with events involved by brands. Besides, they might perceive brands who 

sponsor an event as being altruistic rather than looking for commercial value. 

Participating in a charitable activity like social sponsorship may influence consumers to 

put their self-congruity aside since they place more emphasis on activities that 

contribute to community or social responsibility over individual objectives. 

One of the possible reasons that can be speculated is, this study focuses on collectivistic 

consumers that are more concerned about others or the community. It suggests that 
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brands may need to capitalise on advantages by participating in social sponsorship, 

especially targeting consumers in a similar cultural context. Moreover, the current 

economic scenario (e.g. financial situation, economic downturn) and a tight marketing 

budget may also contribute to brands finding marketing activities that better fit their 

needs. Therefore, participating in social sponsorship seems to be an alternative 

marketing communication activity for brands to achieve their marketing objectives.   

This study suggests that more emphasis should be placed on identifying and segmenting 

target consumers before participating in any marketing activities (e.g. social 

sponsorship), particularly with heterogeneous consumers. Using GCT as a basis for 

segmenting heterogeneous consumers will likely generate more positive outcomes than 

conventional segmentation methods (e.g. demographic variables). It suggests that 

brands should be targeting their target consumers based on generational cohort profile 

and their self-congruity rather than segmenting them by using a conventional 

segmentation method. For instance, brands should be involved in an ethnic-based event 

rather than international-based if their target consumers are Boomers.  

It also provides an indicator for brand to implement social sponsorship programme 

congruence with target consumers. The samples in this study were of two different age 

groups, and so represent current and future consumers. It may be useful for brands as 

indicators to apply marketing communication activities in line with their consumers’ 

self-congruity, especially in social sponsorship. Hence, brands can implement suitable 

marketing communication activities that are congruent with target consumers to better 

their marketing objectives. 

This study also provides some insights for brands to understand what they should 

expect, especially from multi-ethnic consumers. This is more complicated than other 

consumer contexts. Brands should consider a number of factors alongside generational 

cohort factors such as ethnicity.  

7.3.2 Implications for charitable organisations  

In terms of a charitable organisation, the findings are useful as an indicator for charity 

organisations to approach potential brands about participating in social sponsorship 

programmes. It found positive and favourable outcomes for brands engaging in social 

sponsorship.  It provides an opportunity for charitable organisations to be more 
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proactive in seeking potential sponsors to collaborate in their programmes. It is not 

restricted to brands with similar target audiences to charitable organisations since this 

study found that less congruent events also have a favourable impact on brands. Hence, 

it could be a benchmark for brands to get more involved in social sponsorship 

regardless of event congruence with their target consumers. Moreover, sponsorship 

contribution from brands is useful for charity organisations to continue their 

programmes and initiate other programmes related to community or social 

responsibility.    

7.4 Limitations and suggestions for future research  

The generalisability of these findings is subject to certain limitations. For instance, this 

study was conducted in a developing country setting. Although there is limited research 

on social sponsorship, this study only focuses on a single country, which is Malaysia. It 

might be argued that other developing countries might have different generational 

cohorts’ profiles since individuals have undergone different macro (e.g. external events) 

and micro socialisation (e.g. ethnicity). The profiles affect generational cohorts’ self-

congruity and that could lead to different responses on social sponsorship. This could be 

overcome by comparing other developing countries to ensure that socialisation 

processes (i.e. macro and micro) influence generational cohorts’ evaluations across the 

country. It would be interesting to assess the effect by comparing collectivistic and 

individualistic cultures. A comparison study between both contexts may be needed to 

determine whether cultural differences affect consumer evaluations of events.  

In addition, this current study’s samples consisted of two ethnic groups in Malaysia: 

Malays and Chinese. Both ethnic groups contribute to a large population in Malaysia, so 

it could also be interesting to include minority ethnic groups and examine their 

perception towards social sponsorship programmes. 

In terms of respondent selection, most Boomer samples in the experimental study 

worked at universities, and only a few of them were not working in a university (see 

Section 4.4.8). Boomer respondents were selected from employer lists provided by the 

universities’ registrar offices. Therefore, most of them were above average income and 

established in their careers. However, it would be more interesting to recruit other 

Boomer samples, working in different industries (e.g. private sector or blue-collar) since 
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their evaluation of social sponsorship might be different from the current study’s 

samples. Similarly, all Gen Y samples were university students, studying at tertiary 

level, and most of them were below the age of 25. The results may have been different 

if the study had included other Gen Y samples such Gen Y members in the workforce 

with lower levels of education. Further research might explore Gen Y samples aged 

above 25, working, and more mature consumers than existing Gen Y samples.  

Another limitation of this research is that attitude towards the sponsorship was 

measured based on an overall attitude rather than a specific attitude (e.g. attitude 

towards event, attitude towards brand). In other words, respondents evaluated their 

attitude towards the sponsorship by looking into three elements (i.e. events, brands, and 

media) in this model. This could be the reason why this study’s results demonstrated 

that less congruent social sponsorship programmes still conveyed a favourable attitude 

towards sponsorship. Respondents might be confused and have a tendency to mix the 

three elements in evaluating their attitudes towards sponsorship since this study 

combined an overall attitude. Therefore, the study’s findings need to be interpreted 

cautiously since it is still uncertain which constructs contributed to influencing 

respondents to transfer favourable results. In order to overcome the problem, it is 

suggested that further research needs to be done to determine which constructs (i.e. 

event, brand, and media) are more influential on a generational cohort’s evaluation. The 

evaluation of attitude towards sponsorship should be measured by each construct before 

an overall attitude. Hence, it will give more insight in terms of which constructs are 

more powerful in influencing decision making among generational cohorts in social 

sponsorship programmes.    

A potential limitation of this study is that it involved only a single event (i.e. child 

poverty). The findings demonstrated that respondents still perceived a favourable 

outcome towards a less congruent social sponsorship programme. It suggests that 

consumers are reluctant to express a negative feeling to events related to child poverty. 

The nature of the event might influence consumers’ positive feelings towards the cause 

despite its low congruency (Gupta & Pirsch, 2006). In order to eliminate this 

assumption, it would be interesting to compare the child poverty cause with other events 

such as environmental causes (e.g. climate change) and health causes (e.g. cancer, 

diabetes). Hence, it could be useful as an indicator to determine an event that gives 

more positive outcomes by comparing events. 
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The current study is limited as it compares two types of events and brands (i.e. ethnic-

based and international). It might be argued that the findings of this current study could 

be different if it had included a national type of event and brand. The study’s findings 

discovered that international events and brands did not statistically differ among 

generational cohorts, especially on sponsorship attitude and loyalty. Hence, more 

interesting findings could be produced if this study included a national-type event and 

brand to ensure each generational cohort’s congruity with events and brands. 

7.5 Conclusion  

This study provides a model that utilises GCT and self-congruity, and extends the 

model to the social sponsorship context. This model is useful for understanding the 

heterogeneity of consumers’ backgrounds (e.g. generational cohorts, ethnicity) and the 

degree of consumers’ self-congruity with social sponsorship, particularly in a 

developing country. An experimental study was employed, and the respondents 

consisted of two generational cohorts (i.e. Boomers, Gen Y) and ethnic groups (i.e. 

Malays, Chinese). The data were analysed using t-test, ANOVA and SEM.  

This study has three main findings that relate to the study’s objectives. Firstly, the study 

found that both generational cohorts have different degrees of self-congruity with social 

sponsorship programmes. Based on generational cohort theory’s assumptions, each 

cohort may have a different profile that led to different self-congruity towards social 

sponsorship programmes (i.e. events, brands and types of media). The results 

demonstrated that Boomers were more congruent with ethnic-based events, brands and 

printed newspapers. Conversely, Gen Y had a high congruency with international 

events, brands and Facebook. This study suggests that generational cohorts’ profiles 

(e.g. characteristics, preferences, and attitudes) formed by external events affects their 

self-congruity that transfers to their preferences on social sponsorship programmes (i.e. 

events, brands and types of media).  

Secondly, it was hypothesised that generational cohorts’ self-congruity with social 

sponsorship programmes may influence their evaluation on attitude towards sponsorship 

related to events (i.e. ethnic-based; international), brands (i.e. ethnic-based; 

international), and types of media (i.e. newspaper; Facebook). The results show that 

Boomers’ hypotheses supported that the generational cohort’s self-congruity with social 
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sponsorship programmes lead to a greater degree of sponsorship attitudes. Boomers had 

a higher attitude towards social sponsorship with ethnic-based events, brands, and 

newspaper. In contrast, the results suggest that the hypotheses for Gen Y were not 

supported since both generational cohorts did not statistically differ on attitude towards 

social sponsorship with international events, brands and Facebook. In terms of brand 

loyalty, the result indicates that a greater attitude towards social sponsorship positively 

influences brand loyalty. Both generational cohorts show a high degree of brand loyalty 

regardless of social sponsorship conditions. This finding suggests that generational 

cohorts’ self-congruity has more influence on attitude towards social sponsorship for 

Boomers rather than Gen Y. 

Finally, this study argues that factors such as ethnicity affect a variety of individuals in 

the same cohort. This current study found a mix of results on the effect of ethnicity 

when evaluating social sponsorship. The results demonstrated that ethnicity influenced 

Boomers’ attitudes towards social sponsorship with international events and brands 

more than ethnic related events and brands. Surprisingly, Gen Y’s attitudes towards 

social sponsorship for both brand conditions (i.e. ethnic-based and international) were 

statistically different among ethnic groups (i.e. Malays, Chinese). This suggests that 

ethnicity influenced Gen Y’s evaluation especially for brands (i.e. ethnic-based and 

international).  

This study suggests that ethnicity may influence generational cohorts’ evaluations, 

especially towards sponsorship attitudes (e.g. international events and brands for 

Boomers). Micro socialisation processes (i.e. ethnicity) have an impact on the variation 

of generational cohorts’ evaluation on social sponsorship despite being in the same 

cohort. Hence, researchers and marketers need to take into consideration the micro 

socialisation processes that exist in their target consumers, especially for in multi-ethnic 

contexts.   
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APPENDICES 

Appendix 1: 

a) Examples of advertisements 

Newspaper Advertisement  
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Facebook Advertisement  
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Control group 
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i) Printed version (English) 
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j) Printed version (Malay) 

  



Appendices 

  

 

223 
 

  



Appendices 

  

 

224 
 

  



Appendices 

  

 

225 
 

  



Appendices 

  

 

226 
 

  



Appendices 

  

 

227 
 

  



Appendices 

  

 

228 
 

  



Appendices 

  

 

229 
 

  



Appendices 

  

 

230 
 

k) Cover email – online version (Malay and English) 

  



Appendices 

  

 

231 
 

Appendix 2.1: Generational cohort in Malaysia 

The end of Colonial era cohort  

The end of the colonial era is the first cohort in Malaysia. This generational cohort’s 

members are individuals who were born between 1924 and 1940, and their current ages 

are between 71 and 87 years. Their coming of age period was 1941 to 1957.  

World War II in Malaysia commenced in December 1941 when Japanese troops 

attacked and invaded Malaysia, at the same time as attacking Pearl Harbour (Ryan, 

1967). As a result, the British were forced to withdraw and leave Malaysia. Japanese 

occupied Malaysia from 1941 until 1945 (Jali, 2003, p. 28). Malaysians experienced  

great hardship where food was scarce, imports were non-existent, the currency became 

worthless and worst of all, the Japanese military regime was brutal (Ryan, 1967, p. 

206). In addition, there was an increase in the unemployment rate and low wages, 

conscription of labour, and scarcity of food (Hoong, 2003, p. 64). 

Thereafter, Malaysians also experienced the "Malaysian emergency" during the 

influence of communism in South East Asian countries. To prevent and control the 

influence of communist ideology, especially to the Chinese, the British provided a "new 

village" for Chinese between the years 1948 to 1955 (Ryan, 1967). The losses in this 

emergency were $150 to $200 million. That was a significant impact on the economy 

and socially to the people of Malaysia. 

After the Japanese withdrew from Malaysia, the British returned and proposed a 

"Malayan Union" as a new constitution in Malaysia (Ryan, 1967). However, this 

proposal was opposed by Malaysians, especially the Malays, and the anti-Malayan 

Union movement used newspapers as a medium to disseminate information as well as to 

gather support from Malaysians. As a result, the British were unable to proceed with the 

Malayan Union since they failed to gain support from the people of Malaysia.  

There was a rise of nationalist spirit to achieve independence among Malaysians, 

especially after the end of the "Malayan Union" agenda in 1948 (Ryan, 1967). At this 

time, newspapers were once again seen as an extremely influential medium for 

disseminating news about independence and influencing people on the importance of 

independence (Ryan, 1967). In 1955, the first general election was held in Malaysia 
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which was a starting point on the independence process in the country (Hoong, 2003, p. 

286; Jali, 2003, p. 40). The British granted independence to Malaysia on August 31, 

1957. 

This generational cohort which experienced these external events of World War II, the 

Malaysian emergency and the communist threat, had developed characteristics such as 

depression, scarcity, safety and security concerns. In addition, most of the cohort 

members joined the security forces or the movement against colonialism. Therefore, 

these cohort members were characterised as obedient followers and embraced with 

"command and conquer". This cohort had more independence and nationalist spirit than 

other cohorts. 

Post-independence cohort  

The post-independence cohort members are those who were born between 1941 and 

1952. Their current age is 59 to 70 years old. Coming of age for this cohort occurred 

from 1958 until 1969, after Malaysia gained independence from the British in 1957. 

In 16 September 1963, the British merged Peninsular Malaysia (Malaya) with 

Singapore, and East Malaysia (Sarawak and Sabah) to become Malaysia. The intention 

was to prevent Singapore from becoming a communist country since the majority of the 

population in Singapore was Chinese (Ryan, 1967). The formation of Malaysia led to 

disagreement and political confrontation between Malaysia, Indonesia and the 

Philippines. The culmination of this crisis was when Indonesia invaded Sarawak and 

Sabah in April 1963 (Jali, 2003, p. 58), a confrontation which ended in 1966 (Ryan, 

1967). However, Singapore separated from Malaysia and formed a republic in 1965 

because of disagreement and conflict between the People's Action Party (PAP), under 

Lee Kuan Yew and other Malaysian counterparts (Liu et al., 2002). 

In economic terms, the Malaysian government practiced a laissez-faire system from the 

time it gained  independence in 1957 until 1969 (Embong, 1996) and this policy was the 

reason for the failure of Malays to enhance their economy. Economic differences 

between the races remain a significant problem in Malaysia. According to (Embong, 

1996), the laissez-faire system could not address the historical problem of the "Malay 

dilemma", but it increased the Malay sense of insecurity and political vulnerability. In 

this regards, Malaysians was frustrated with the government due to its failure to 
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overcome the economic and social problems and for allowing the political situation to 

become unstable (Zawawi, 2004). 

In 1969, the Alliance Coalition Party (current ruling government) suffered the worst 

defeat in a general election since Malaysian independence, especially in urban areas 

(Zawawi, 2004). A parade was held by the Democratic Action Party (DAP), one of the 

opposition parties, to celebrate their victory after the election. However, government 

supporters were not happy and caused a racial riot on May 13, 1969 (Zawawi, 2004). 

Saleh, Mustaffa, and Shaffie (1994) argued that three factors triggered this tragedy: 

political, economic, and social factors. The racial riot in 1969 was an event that most 

Malaysians  remember, and it was the most serious racial riot in the history of modern 

Malaysia (Comber, 1983, p. 126). 

This cohort had experienced the confrontation between Malaysia, Indonesia and the 

Philippines, the formation of Malaysia (Malaya merging with Singapore, Sabah and 

Sarawak to become Malaysia), the separation of Singapore from Malaysia, laissez-faire 

economic policy and the racial riot in 1969. These external events have shaped the 

characteristics and values of cohort members. The formation of Malaysia with 

Singapore provided mixed feelings among Malaysians, especially the Malays. One of 

the reasons was Singapore had a large number of Chinese, and this affected the political 

landscape in Malaysia. Thus, these events contributed to instability and political 

vulnerability characteristics among the cohort’s members. 

In addition, high poverty and unemployment also caused people not to favour the 

government. In fact, the laissez-faire system employed by the government failed to 

improve the economy of Malaysia, especially for Malays. This made Malays continue 

to be poor and created huge economic disparity between ethnics in Malaysia. Therefore, 

frustration with government economic strategy, poverty, and deprivation were the 

characteristics that influenced the cohort members. Jali (2003) argued that the diversity 

of origins, cultures, languages, and religions were the main problems to unite the people 

of Malaysia. As a result, communalism or racism among the cohort’s members 

engendered the racial riot between the Malays and the Chinese in 1969. 
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Boomers cohort 

After the racial riot in 1969, the Malaysian government made some changes in order to 

maintain unity and inter-ethnic relationships in Malaysia. The post-racial riot cohort is 

individuals who were born from 1953 to 1963, and came of age from 1970 until 1981. 

The current age for this cohort in 2011 is 48 and 58. The New Economic Policy (NEP) 

and National Ideology are external events that influenced this generational cohort. The 

government wanted to improve relationships among the ethnics and maintain unity as 

well as to reduce the economic gaps which were the main factors that caused the racial 

riot in Malaysia.  

The objectives of the NEP were poverty eradication among Malaysians, restructuring 

Malaysian society, and reducing economic disparity among ethnics (Ahmed et al., 2005; 

Embong, 1996). Despite that, the NEP was intended to create  Malay entrepreneurial 

and professional classes (Embong, 1996), equitable distribution to promote national 

unity and maintain political stability (Abdullah, 1997). The Malaysian government 

aimed to increase corporate equity owned by Malays up to 30% from 3% in 1970 

(Ahmed et al., 2005; Kamarudin & Ramli, 1990).  

In addition, the government introduced the National Ideology in 1971 to improve the 

relationship and  harmony between  ethnics in Malaysia (Jali, 2003, p. 184). This 

ideology was a string to the racial riot in Malaysia in 1969. The National ideology was 

expected to encourage a sense of unity among the multi-ethnic population, and lead to 

nationhood in Malaysia (Abdullah, 1997). 

The post-racial riot cohort had experienced less external events as compared to previous 

generational cohorts. In this period, the government took initiatives to improve national 

unity after the racial riot. The introduction of the NEP and the National ideology are 

two significant events for this generational cohort. The economy was better than the 

previous cohort and there were more job opportunities. This was an effort by the 

government to reduce the economic disparity and enhance racial integration. This 

generational cohort embraced with national unity and maintained political stability 

(Abdullah, 1997). However, the NEP only focused on Malays and created a negative 

impression from other ethnics. The NEP policy was seen  to discriminate and provide 

unfair treatment to other ethnics and ignore their rights (Ahmed et al., 2005; R. L. M. 

Lee, 1988). 
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Generation X cohort 

The Generation X cohort are individuals who were born between 1964 and 1979, and 

the current age in 2011 is between 32 and 47. Their coming of age began in 1981 and 

ended in 1997. The Malaysian government had launched a number of government 

policies including The Look East Policy, Privatisation Policy and National 

Development Policy (Rahman, Moen, & Wel, 2004). In the early 1990s, Malaysia had 

introduced the National Development Policy (NDP) to replace the NEP policy in order 

to catalyse Malaysia to achieve the status of a developed country  (Siddiquee, 2002).  

In line with the NDP policy, the Malaysian government introduced "Vision 2020". The 

government planned for Malaysia to become a fully industrialised and modern nation as 

well to transform it into a developed nation (Jali, 2003, p. 213; Siddiquee, 2002). 

Furthermore, the introduction of the "Look East Policy" made the government 

administration more disciplined, dedicated, and hardworking in order to achieve its goal  

of Malaysia becoming a developed country (Mauzy & Milne, 1983). This policy 

emulated the Japanese and Korean working culture and intended to follow the 

achievements of both these countries in economic domination (Rahman et al., 2004). 

The joint venture between Malaysian and Japanese companies succeeded in producing 

Malaysia’s first national car known as the “Proton Saga”.  

The privatization policy was an attempt to reduce the government’s involvement in the 

economy and society as well as to reduce the financial and administrative burden 

(Siddiquee, 2002). In this regards, the government downsized the public sector by  

changing employees from public sector to private sector employees (Embong, 1996). 

Rahman et al. (2004) argued that privatisation was intended to enable Malays to 

participate actively in the private sector because the government had required at least 

30% of Malays’ equity in all private entities. The privatisation enabled the increasing of 

Malays in professional, technical and managerial sectors (Embong, 1996). This policy 

encouraged Malays economically but it rather focused on a particular ethnic group (i.e. 

Malays). Hence, other ethnics in the nation perceived the policy differently and did not 

find favour with the government mission and its objectives to help out the Malays.   

Generational X cohort experienced rapid economic growth (Mehmet, 1982), and got 

more job opportunities than the previous cohort. Meanwhile, the middle class group 

increased significantly (e.g. 11.2% in 1990 to 13% in 1995, and expected to reach 
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15.3% in 2000), and this generational cohort’s members received a higher household 

income (e.g. RM505 10  in 1976, RM2,007 in 1995) as compared to the older 

generational cohorts (Embong, 1996). 

On the other hand, the Malaysian government had taken several approaches to maintain 

stability in Malaysia such as the Internal Security Act (ISA), the Sedition Act, the 

Official Secrets Act (OSA) and the Printing Presses and Publications Act (Omar & 

Pandian, 2006). According to Crouch (1992), Malaysia had applied a "neither 

democratic nor autocratic" approach in government administration (Cited in Teik, 2002, 

p. 61). Malaysia is a democratic country; however, there are a number of acts used to 

prevent Malaysians from embracing a democracy in Malaysia. The acts are seen to 

protect the government and restrict freedom of speech among Malaysians.  

In 1987, the government implemented the "Lalang Operation" to detain more than a 

hundred activists especially in opposition parties against the government and suspended 

publishing permits for three national mainstream newspapers (Nain & Kim, 2004, p. 

255). Meanwhile, the use of the acts (e.g. ISA) received criticism because the 

government had the right to detain individuals without trial  and this act is seen as being 

against human rights (Mauzy & Milne, 1983). Singh (2000) argued that the ISA was an 

important mechanism for political repression and protection of the government. 

These government policies and actions received criticism from the Malaysian people; 

however, they needed to take a cautious approach otherwise the government would take 

drastic action against them (Rahman et al., 2004). The Generation X cohort experienced 

an autocratic government during their coming of age and were forced to obey or comply 

with government action (Funston, 2000). 

Generation Y cohort 

Generation Y comprises individuals who were born between 1980 and 1994, with their 

coming of age starting in 1997 until the present. The Internet advent is a significant 

event that influenced this generation, known as the Gen Y cohort (Meredith, Schewe, & 

                                                 

10
 Malaysia currency (RM) 
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Karlovich, 2002, p. 277). The Malaysian government established the Multimedia Super 

Corridor (MSC) and the National IT Agenda (NITA) as steps to transform Malaysia into 

a developed nation by equipping Malaysia with  information and communication 

technology (ICT) facilities to achieve Mission 2020 (The National IT Council Malaysia, 

2011). This was the beginning of the information age and the Internet advent and 

Malaysia’s attempt to encounter the globalisation era and a borderless society. Gen Y is 

a generation that embraced the Internet and digital technology. This generation grew up 

in the Internet era and is also known as "Digital Native" (Prensky, 2001). 

Gen Y experienced the Asian financial crisis occurring in mid-1997 until 1998 (Abidin, 

1999) when Malaysian’s Gross Domestic Product (GDP) decreased sharply to -7.36% 

(1998) as compared to 10% in 1997 (Ping & Yean, 2007), and the Malaysian currency 

fell from RM2.52/$1 U.S.D. (1997) to RM4.50/$1 U.S.D in 1998 ( Tourres, 2003, cited 

in Ping & Yean, 2007). 

The Malaysian government employed a number of strategies to overcome this crisis 

such as implementing currency controls in September 1998 (Abidin, 1999; World Trade 

Organization, 2001), the imposition of capital controls ( Tourres, 2003, cited in Ping & 

Yean, 2007), and consolidation of financial institutions (Abidin, 1999). As a result, 

Malaysia managed to recover from the financial crisis and recorded a GDP growth of 

6.1% in 1999 and 8.3% in 2000 (World Trade Organization, 2001). 

Furthermore, simultaneously with the financial crisis in 1997, this generation 

experienced a leadership and internal political crisis during their coming of age. This 

crisis occurred between Mahathir (i.e. the then Prime Minister) and his Deputy Prime 

Minister, Anwar Ibrahim (Anwar). The culmination of this crisis was the removal of 

Anwar as Malaysian Deputy Prime Minister by Mahathir in 1998 (Ganesan, 2004; Ping 

& Yean, 2007; Teik, 2002). Anwar was also removed from The United Malays National 

Organisation (UMNO), the biggest political party in Malaysia (Teik, 2002). 

“Reform movement” is another defining moment that influenced Gen Y. After Anwar’s 

dismissal, people protested against the government and were involved in street 

demonstrations (Ping & Yean, 2007). This indicated that people had lost their faith in 

the government (Singh, 2000) and Anwar's dismissal resulted in political turmoil in 

Malaysia (Ahmad, 1999). 
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After the reform movement, a number of demonstrations or peaceful protests were held 

in Malaysia. For example, the Coalition for Clean and Fair Elections (BERSIH) is the 

largest street demonstration and had an impact on the Malaysian political landscape. In 

2007, a BERSIH protest was held to demand more honest and fair elections in 

Malaysia. This protest had an effect on the ruling government especially for the general 

election 2008 and was marked as a “political tsunami in Malaysia (Hamayotsu, 2010).  

So Gen Y experienced the political transformation towards desire for a democratic 

country (Singh, 2000) and against the autocratic government. It can be argued that this 

generation is more vocal and will demonstrate their dissatisfaction more overtly than the 

previous generation ( Pereira, 1999, cited in Ahmad, 1999). These characteristics are 

related to the Internet since this cohort was exposed to media or information freedom as 

well as external media (Fam et al., 2008). 

In Malaysia, educational achievement is crucial for social class mobility and social 

transformation (Embong, 1996). Improving living standards and the economy has a 

strong relationship with the level of education. As compared to previous generational 

cohorts, Gen Y members attained tertiary education either at university or college more 

than previous generational cohorts. For instance, the total number of entrants in tertiary 

education was about 2.9 million students from 2002 until 2010 (Ministry of Higher 

Education Malaysia, 2007, 2009, 2010). 

In addition, education is one of the important processes of socialization especially in 

Malaysia. It can be argued that Malaysia is a multi-ethnic and plural country; hence, 

education is seen as a socialisation process to improve racial integration and ethnic 

tolerance. Jali (2003, p. 239) stated that the increasing numbers of people who have an 

education were part of an effort to improve the economy, reduce the rate of poverty and 

foster unity among the ethnics. This generational cohort was exposed to a multi-ethnic 

environment and integrates together via education. They experienced a longer education 

process from school to higher learning education than the previous generational cohorts. 
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Appendix 4.1: Preliminary study results  

Generational cohort External events Frequency 

Boomers (n=111) 

 Born : 1953 and 

1963 

 Coming of age:  

1970 to 1981 

 Current age 50 and 

60 (2013) 

Racial riot 1969 79.3% 

The establishment of the New Economic Policy 

(NEP) 
72.1% 

Formation of the National Ideology (after 13th 

May) 
67.6% 

Japanese Red Army hijacked AIA building in 

Kuala Lumpur 
55.9% 

 “Memali” incident (1985) 53.2% 

 Anwar Ibrahim expelled as Deputy Prime 

Minister 
42.3% 

 First national car (Proton) 41.4% 

 The Independence Day 1957 37.8% 

 Tunku Abdul Rahman resigned as Prime 

Minister 
36% 

 Tsunami in Aceh 36% 

 Parliament was suspended in 1969 and 1971 33.3% 

Gen Y (n=259) 

 Born : 1980 and 

1994 

 Coming of age:  

1997 until recent 

 Current age 19 and 

33 (2013) 
 

BERSIH demonstration 69.1% 

Ops Daulat in Lahad Datu 69.1% 

The emergence of Internet in Malaysia 59.1% 

Tsunami in Aceh 57.1% 

Financial crisis 1998 56% 

Anwar Ibrahim expelled as Deputy Prime Minister 55.6% 

 The Independence Day 1957 54.4% 
 1 Malaysia concept 54.1% 
 

2008 general election  53.3% 

 Vision 2020 45.2% 
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Appendix 5.1: Skewness and Kurtosis  

 
Items Mean 

Std. 

Deviation 
Skewness Kurtosis 

  Self-Congruity 
    

EVT_1 Event Congruity 1 4.45 1.493 -0.442 -0.459 

REVT_2 Event Congruity 2 4.24 1.333 -0.17 -0.346 

EVET_3 Event Congruity 2 4.51 1.407 -0.331 -0.387 

FIR_1 Brand Congruity 1 4.22 1.383 -0.299 -0.454 

FIR_2 Brand Congruity 2 3.89 1.387 -0.264 -0.636 

FIR_3 Brand Congruity 3 4.08 1.431 -0.136 -0.504 

FIR_4 Brand Congruity 4 4.12 1.439 -0.167 -0.408 

MED_1 Media Congruity 1 4.44 1.525 -0.424 -0.743 

MED_2 Media Congruity 2 4.54 1.382 -0.583 -0.131 

MED_3 Media Congruity 3 4.46 1.588 -0.339 -0.805 

MED_4 Media Congruity 4 4.29 1.453 -0.411 -0.61 

  Attitude 
    

ATS_1 Attitude Toward Sponsorship_1 5.26 1.083 -0.613 0.356 

ATS_2 Attitude Toward Sponsorship_2 5.28 1.109 -0.554 0.175 

ATS_3 Attitude Toward Sponsorship_3 5.33 1.093 -0.633 0.403 

  Brand Loyalty 
    

LOY_1 Loyalty _1 5.13 1.022 -0.558 1.055 

LOY_2 Loyalty _2 4.88 1.163 -0.587 0.632 

LOY_3 Loyalty _3 4.85 1.132 -0.592 0.694 

LOY_4 Loyalty _4 4.77 1.212 -0.464 0.145 

LOY_5 Loyalty _5 4.66 1.254 -0.434 0.172 
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Appendix 5.2: Initial single group measurement model (before deleted REVT_2) 

 

  

Brand 



Appendices 

  

 

242 
 

Appendix 5.3: Final single group measurement model 

 

Brand 
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Appendix 5.4: Residual Covariances  

 
LOY_1 LOY_2 LOY_3 LOY_4 LOY_5 ATS_1 ATS_2 ATS_3 MED_1 MED_2 MED_3 MED_4 FIR_1 FIR_2 FIR_3 FIR_4 EVT_1 EVT_3 

LOY_1 .000 
                 

LOY_2 .072 .000 
                

LOY_3 -.005 .030 .000 
               

LOY_4 -.048 -.047 -.013 .000 
              

LOY_5 -.077 -.056 -.006 .146 .000 
             

ATS_1 .150 .084 .098 .114 .116 .000 
            

ATS_2 .014 -.041 -.071 .002 -.014 -.013 .000 
           

ATS_3 .075 -.038 -.056 -.030 -.002 -.023 .015 .000 
          

MED_1 -.004 -.023 .026 -.059 -.031 .080 .020 -.058 .000 
         

MED_2 .051 .098 .072 .030 -.031 .046 .046 -.031 .032 .000 
        

MED_3 .024 -.014 .026 -.112 -.052 .027 -.024 -.087 .008 -.047 .000 
       

MED_4 .001 .051 .032 -.025 -.034 .071 .067 -.057 -.021 .008 .015 .000 
      

FIR_1 -.042 .036 .028 -.046 .085 .172 -.013 .040 .064 .060 -.009 -.037 .000 
     

FIR_2 -.030 -.039 -.082 -.019 .020 .094 -.067 -.045 .051 .218 -.059 .002 .025 .000 
    

FIR_3 -.062 -.030 -.026 -.059 .074 .082 -.081 -.015 .048 .112 .030 .011 -.003 -.013 .000 
   

FIR_4 -.040 .029 -.002 -.021 .138 .147 -.027 .009 -.110 .087 -.121 -.028 -.028 .027 .009 .000 
  

EVT_1 -.030 .003 .006 -.004 .021 .095 -.025 -.011 -.045 -.103 -.085 -.034 .107 -.163 .017 -.033 .000 
 

EVT_3 .070 .006 -.017 -.069 .006 .124 -.029 -.026 .061 .054 .006 .083 .063 -.103 .016 -.016 .000 .000 
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Appendix 5.5: Original model – factor loadings, communality, AVE, and CR 

  Items 

Factor 

loading Com* AVE CR 

Self-Congruity        

 

Event Congruity 

EVT_1 0.88 0.780 0.63 0.83 

REVT_2 0.56 0.315  

 EVET_3 0.89 0.793  

 

Brand Congruity 

FIR_1 0.83 0.686 0.69 0.90 

FIR_2 0.73 0.528  

 FIR_3 0.88 0.781  

 FIR_4 0.87 0.759  

 

Media Congruity 

MED_1 0.90 0.816 0.77 0.93 

MED_2 0.78 0.608  

 MED_3 0.91 0.829  

 MED_4 0.91 0.828  

 Attitude 

   

 

 

Attitude toward 

Sponsorship  

ATS_1 0.82 0.666 0.78 0.91 

ATS_2 0.93 0.861  

 ATS_3 0.90 0.817  

 Brand Loyalty 

   

 

 

Brand Loyalty 

LOY_1 0.78 0.585 0.68 0.91 

LOY_2 0.88 0.768  

 LOY_3 0.86 0.765  

 LOY_4 0.80 0.602  

 LOY_5 0.84 0.675  

 *Com=communality; CR=construct reliability 
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Appendix 5.7: Goodness-of-Fit for ethnic-based brands (Boomers and Gen Y) 

Model  X²/df CFI ∆CFI RMSEA ∆RMSEA SRMR ∆SRMR 

1. Configural invariance 1.797 0.944   0.060   0.057   

2. Metric invariance   1.843 0.937 0.007 0.062 0.002 0.062 0.004 

3. Scalar invariance 1.806 0.937 0.007 0.060 0.000 0.094 0.037 

4. Residual invariance 1.963 0.919 0.025 0.066 0.006 0.105 0.047 

Appendix 5.8: Goodness-of-Fit for international brands (Boomers and Gen Y) 

Model  X²/df CFI ∆CFI RMSEA ∆RMSEA SRMR ∆SRMR 

1. Configural invariance 1.793 0.938   0.059   0.059   

2. Metric invariance   1.820 0.933 0.005 0.060 0.001 0.061 0.001 

3. Scalar invariance 1.785 0.932 0.006 0.059 0.000 0.069 0.010 

4. Residual invariance 1.824 0.924 0.014 0.061 0.002 0.070 0.011 

Appendix 5.9: Goodness-of-Fit for newspaper (Boomers and Gen Y) 

Model  X²/df CFI ∆CFI RMSEA ∆RMSEA SRMR ∆SRMR 

1. Configural invariance 1.506 0.959   0.047   0.054   

2. Metric invariance   1.539 0.954 0.005 0.048 0.001 0.052 0.002 

3. Scalar invariance 1.652 0.941 0.018 0.053 0.006 0.073 0.018 

4. Residual invariance 1.778 0.925 0.034 0.058 0.011 0.075 0.021 

Appendix 5.10: Goodness-of-Fit for Facebook (Boomers and Gen Y) 

Model  X²/df CFI ∆CFI RMSEA ∆RMSEA SRMR ∆SRMR 

1. Configural invariance 2.146 0.908   0.073   0.071   

2. Metric invariance   2.169 0.901 0.007 0.074 0.001 0.070 0.001 

3. Scalar invariance 2.207 0.892 0.016 0.075 0.002 0.112 0.041 

4. Residual invariance 2.310 0.875 0.033 0.078 0.005 0.114 0.043 
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Appendix 5.11: Goodness-of-Fit for ethnic-based events (Ethnic groups) 

Model  X²/df CFI ∆CFI RMSEA ∆RMSEA SRMR ∆SRMR 

1. Configural invariance 1.646 0.905   0.055   0.085   

2. Metric invariance   1.662 0.895 -0.010 0.055 0.000 0.087 0.002 

3. Scalar invariance 1.664 0.886 -0.019 0.055 0.000 0.169 0.083 

4. Residual invariance 1.720 0.865 -0.040 0.058 0.003 0.176 0.091 

Appendix 5.12: Goodness-of-Fit for international events (Ethnic groups) 

Model  X²/df CFI ∆CFI RMSEA ∆RMSEA SRMR ∆SRMR 

1. Configural invariance 1.872 0.881 
 

0.062 
 

0.058 

 2. Metric invariance   1.834 0.877 -0.004 0.061 -0.001 0.059 0.001 

3. Scalar invariance 1.797 0.873 -0.008 0.059 -0.003 0.075 0.017 

4. Residual invariance 1.787 0.863 -0.018 0.059 -0.003 0.076 0.018 

Appendix 5.13: Goodness-of-Fit for ethnic-based brands (Ethnic groups) 

Model  X²/df CFI ∆CFI RMSEA ∆RMSEA SRMR ∆SRMR 

1. Configural invariance 1.783 0.894 
 

0.060 
 

0.067 

 2. Metric invariance   1.772 0.888 -0.006 0.059 -0.001 0.074 -0.008 

3. Scalar invariance 1.731 0.885 -0.009 0.058 -0.002 0.152 -0.086 

4. Residual invariance 1.812 0.860 -0.034 0.061 0.001 0.159 -0.093 

Appendix 5.14: Goodness-of-Fit for international brands (Ethnic groups) 

Model  X²/df CFI ∆CFI RMSEA ∆RMSEA SRMR ∆SRMR 

1. Configural invariance 1.719 0.895 
 

0.057 
 

0.060 

 2. Metric invariance   1.743 0.883 -0.012 0.058 0.001 0.064 0.004 

3. Scalar invariance 1.762 0.870 -0.025 0.058 0.001 0.082 0.022 

4. Residual invariance 1.806 0.850 -0.045 0.060 0.003 0.086 0.026 
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