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Brand Value Congruence moderates the relationship between sponsorship strategies and 

fan engagement.
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Sponsorship Activation Strategies →

Fan Engagement →

Congruence (Moderator) →





sponsorship activation in women9s football.

•

• An initial question asks, <Have you ever watched, read about, or otherwise 

Bundesliga (Germany9s top level women9s football league)?= If 

<Not familiar at all=, the participant is directed to the end of the survey and excluded 

•

• (a) DFB (German Football Association) personnel involved in women9s 
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•

synergy with brand values, and insights into the success factors of women9s football 
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the participant's geographical location, is either a $25/€25 Amazon gif

•

•

•



▪ <Beiersdorf is a 

community initiatives.=

•

•

; Cronbach α ~0.85.



•

• Beiersdorf9s involvement in women9s football aligns with the league9s identity.

•

• Beiersdorf9s sponsorship supports genuine initiatives, not just marketing.

; Cronbach α ~0.87.

•

•

•

•

•

; Cronbach α ~0.90.

•

•

• Beiersdorf9s sponsorship of the Frauen

•

•

; Cronbach α ~0.90.
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Cronbach α
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item scales. This will be assessed using Cronbach's alpha, where a threshold of ≥0.7 
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coefficient (e.g., TS_D: β = 
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•

correlation with SBBE (e.g., IC_D → SBBE: β = 0.3703, p < .001). 

• significant (e.g., IV_D → 

FanEng → CBBE: β = 0.1124, p = .1016). 

•

• TS_D: β = 0.212, p = .210; CRI_D: β = 

–



•

engagement and β, with a p

•

indicated by the calculated SBBE value of β = 1.1884 and the associated p

While BVC showed a consistent and significant correlation with fan engagement (β ≈ 0.5

between IC_D and BVC on SBBE (β = 1.1884, p = .004), suggesting that congruence may play 

• The IC_D → Fan Engagement → SBBE relationship is demonstrated by the following 

statistical findings: β = 0.3703, p < .001. 

•



•

significant impact on CBBE: β = .0029, BootCI [

•

Engagement → SBBE. The resulting coefficient of determination (R²) was .1927, and 
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engagement (β ≈ 0.53
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Thank you for participating in this survey, which is part of my Master9s Thesis at Católica 

win a $25/€25 Amazon gift card 

(Germany9s top level women9s football league)?



What do you believe Beiersdorf9s primary goal is in sponsoring the Frauen

Promote social responsibility and support women9s football growth (Cause
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What do you believe Beiersdorf9s primary goal is in sponsoring the Frauen

Promote social responsibility and support women9s football growth (Cause



Beiersdorf9s 



Control For this question, please select 8Somewhat agree9.





Beiersdorf9s 

women9s 

with the league9s 

Beiersdorf9s 

What would be your perception of a potential Beiersdorf9s sponsorship with the Frauen



Do you have any additional thoughts about a potential Beiersdorf9s sponsorship or the 

Less than €1,000  (1) 
€1,000 3 €1,999  (2) 
€2,000 3 €2,999  (3) 
€3,000 3 €3,999  (4) 
€4,000 3 €4,999  (5) 
€5,000 3 €5,999  (6) 
€6,000 or more  (7) 

▼

☐
☐



☐
☐
☐
☐
☐

What trends do you see shaping the future of sponsorships in women9s football?

☐
☐
☐
☐
☐

Bundesliga9s brand 

What steps do you take to ensure that sponsors align with the league9s values?

Bundesliga compare to men9s 

What trends do you see in women9s football sponsorship over the next five years?



From your experience, which factors are most important to sponsors in women9s 

☐
☐
☐
☐
☐
☐

sponsorship in women9s football evolved over the last 5 years?
What are the key differences in sponsorship strategies between men9s and women9s 

Which industries or brands have been the most successful in activating women9s 

What sponsorship activation strategies tend to work best in women9s sports?
brand alignment for women9s football?

How do agencies typically measure sponsorship ROI in women9s football?

What are the biggest challenges brands face when sponsoring women9s football?

What trends do you predict for women9s football sponsorship over the next decade?

Less than €1,000
€1,000 €1,999
€2,000 €2,999
€3,000 €3,999
€4,000 €4,999
€5,000 €5,999
€6,000 or 





















3 Moderation (Stimulus × BVC → Brand Equity)
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3 Mediation (Stimulus → Fan Engagement → Brand Equity)
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3 Moderated Mediation (Stimulus × BVC → Fan Engagement → Brand Equity)
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