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ABSTRACT 
 

A Content Analysis of The Media Framing of Naming Rights on Corporate 
Sponsorship 

 
 Douglas Scott Lovell 

 
 

This paper addresses the relationship between corporate sponsorship and naming 
rights concerning sporting venues.  It is hypothesized that corporations are more 
positively framed in the media when granted naming rights of major sporting 
venues.  The literature review establishes the history of corporate sponsorship (as 
related to sports), naming rights, reviews the effects of advertising, and cites 
examples of previous and current examples of this type of relationship.   Manifest 
content analysis was utilized to examine media coverage in the Pittsburgh Post 
Gazette newspaper of articles concerning naming rights of Heinz Field and PNC 
Park.  Results indicated more intense as well as more positive media coverage 
during the naming rights process for each corporation.   
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Introduction 
 

 Alex Nieroth, managing director of Clarion Performance Properties states, “Corporations 

are the new power brokers in sports.”1  Collegiate and professional sports have gone through 

dramatic changes in recent years due to increasing costs.  Sports franchises across the nation are 

trying to find new methods to become financially independent.  It is not merely an option to seek 

outside financial assistance, it has become a necessity.  Professional and collegiate sports are 

both facing the same financial challenges.  Corporate sponsorships are becoming the norm for 

athletic programs trying to fulfill their financial obligations.  In fact, as early as 1996, estimated 

sponsorship expenditures reached $13.4 billion worldwide.2  These sponsorships form a unique 

reciprocal relationship between the corporate sponsor and the collegiate/professional program.  A 

more recent example of corporate sponsorship is NASCAR racing.  According to Hillary 

Cassidy, “Seventeen of the top twenty highest-attended sporting events in the U.S. in 2002 were 

NASCAR events.  And all those consumers are extremely brand-loyal, with NASCAR research 

showing its fans are three times more likely to try and purchase a sponsor’s product.”3  This 

relationship can be extremely beneficial in that each party benefits financially (corporations, 

athletic teams, advertisers, and consumers).   

                                                 
1 Ron Donoho, “Corporations Flex Muscles In Sports Marketing,” Sales & Marketing Management 147 
(March 1995): 14. 
 
2 Bettina T. Cornwell; Isabell Maignan, “An International Review Of Sponsorship Research,” Journal of 
Advertising 27, no. 1 (1998): 1. 
 
3 Hillary Cassidy, “Space For Rent,” Brandweek 44, no. 2 (2003): 31. 
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 One of the benefits to the corporation is that they now have a very unique niche in the 

sports market with this new form of advertising exposure.  Consumers of the game are now 

being bombarded with advertising campaigns that cater to the corporate sponsor of that particular 

athletic event.  In a study conducted by Stotlar and Johnson, “between 62 and 77 percent of 

attendees ‘noted advertising’ at sporting events.”4  This is an example of how the messages being 

sent by corporate sponsors are reaching the target audience at these sporting events. In audience 

reach alone, this percentage is extremely high. In another study, researchers Cuneen and Hannan 

observed, “that sponsors who actually had products/services available at the event were 

recognized with much greater frequency.”5  In other words, a large amount of attendees of 

sporting events are likely to recognize or recall some form of advertising.  In theory, sponsors 

hope that patrons will purchase items relating to the corporate sponsor involved.  This is exactly 

what type of response advertisers and corporations are searching for when trying to get 

consumers to recall or recognize their products or services.   

 The relationship also yields multiple benefits for the sporting franchise.  The athletic 

program will often receive many financial benefits.  These include: television coverage, media 

coverage (magazine, newspaper, internet, marketing apparel, radio) and a much broader form of 

advertising name exposure. This also affects the reputation and public relations aspects of the 

                                                 
4 D.K. Stotler, D.A. Johnson, “Assessing The Impact and Effectiveness of Stadium Advertising On Sport 
Spectators At Division I Institutions,” Journal of Sport Management 2, no.2 (1989): 100. 
 
5 J. Cuneen, M.J. Hannan, “Intermediate Measures and Recognition Testing of Sponsorship at an LPGA 
Tournament,” Sport Marketing Quarterly 2, no 1. (1993): 14. 
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corporation, advertiser, and the athletic team. The sporting team becomes associated with the 

identity of the corporate sponsor.   

 It is important to more fully understand the relationship between corporate sponsorship 

and athletic events.  As Cornwell and Maignan state, “academic research on sponsorship as a 

promotional tool has been sparse.”6  Questions can be asked as to the effectiveness of advertising 

techniques and to what types of association’s consumers make between advertisements and 

products. According to Cornwell and Maignan, “corporate sponsorship of sports, arts, and 

cultural events has increased dramatically over the past decade.”7 This is a trend that is sure to 

continue.  Overall, the rapid development of  the relationship between corporate sponsorship and 

advertising has made researchers realize that this topic is still in the early phases of development.     

Understanding the dynamics of this relationship will better inform both the corporations and 

sports franchises of the most cost-effective manner of advertising. 

Research Question 

  Are corporations positively framed in the media when granted naming rights at major 

sporting venues? 

 

 

 

                                                 
6 Bettina Cornwell, Isabell Maignan, “An International Review Of Sponsorship Research,” Journal of 
Advertising 27, no. 1. (1998): 18. 
 
7 Ibid. 
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Literature Review 

 
 For purposes of this literature review, the definition of corporate sponsorship is congruent 

with that of Gardner and Shuman.  According to these researchers, “sponsorship may be defined 

as investments in causes or events to support corporate objectives (for example, by enhancing 

corporate image) or marketing objectives (such as brand awareness).”8  Howard Schlossberg, a 

sports marketing analyst examined the corporate spending on advertising in America in 1993.  

He found a large disparity between the amount of money spent on arts ($245 million), pop 

music/entertainment ($361 million), festivals, fairs, and events ($333 million), and sports 

($2.447 billion).9  Based upon the above figures, commercialization of sports appears to be 

substantial in sponsorship spending in America.   

 There are two areas where corporate sponsorship is prominent: collegiate and 

professional sports.  In collegiate sport, colleges and universities need to look outside their own 

budgets to provide enough revenue for costly athletic functions.  An unforeseen variable 

according to Helitzer, is the fact that “statistics indicate that 70 percent of schools participating in 

collegiate athletics lose money each year.”10  Consequently, corporate sponsorship becomes a 

necessity.  The following is an example of this type of relationship between colleges/universities 

and corporations:  Penn State University has a $2.6 million contract with Nike for marketing and 
                                                 

8 Meryl P. Gardner, Philip Shuman, “Sponsorship: An Important Component Of The Promotion Mix,” 
Journal of Advertising 16, no. 1 (1987): 16. 
 
9 Howard Sclossburg, “Sports Marketing,” (Oxford: Blackwell Publishers, 1996), 3. 
 
10 Melvin Helitzer, “The Dream Job: Sports Publicity, Promotion, and Marketing,” (Ohio: University 
Sports Press, 1996) 46. 
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advertising.11  Nike gives Penn State numerous items of apparel, this combined with television 

coverage, greatly enhances brand and school recognition and reputation.12   

 Further, in listing the merits of corporate sponsorship in colleges/universities, David 

Cutler of Springfield College, includes the following: “public address announcements, 

complimentary tickets, facility signage, souvenir programs, advertising, ticket-back ads, coupon 

distribution, on-air broadcast mentions, booster club memberships, and hospitality privileges.”13  

Additionally, Cutler states, “television coverage is instrumental in making such events a financial 

success for the institution.  The college or university receives broadcast fees and, in most cases, 

capitalizes on the opportunity to reserve a slot during the telecast for an advertising spot of their 

own.”14  Cutler also states, “many people feel that schools should not have to turn to corporate 

sponsors for additional money.  However, with no other options, it has become common practice 

among most major universities.”15  There are also examples of corporate sponsorship in 

professional sports.  

  According to Schlossberg, a strong example of the relationship between corporate 

sponsorship and a professional athlete is that between Michael Jordan and Nike.16  The author 

                                                 
11 Ibid, 49. 
 
12 Ibid. 
 
13 David Cutler, “Corporate Sponsorship: A Necessary Evil in Collegiate Athletics Today,” Cyber-Journal 
of Sport Marketing 3 (2001): 33. 
 
14 Ibid. 
 
15 Ibid. 
 
16 Howard Schlossberg, “Sports Marketing,” (Oxford: Blackwell Publishers, 1996), 77. 
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shows multiple examples of how Michael Jordan increased sales in every facet of the NBA.  

Schlossberg states, “Jordan was responsible for television ratings skyrocketing when his Chicago 

Bulls were playing.  He was the reason the Chicago Bulls merchandising paced NBA sales for 

years.”17  Everything from merchandising to game attendance was affected by Jordan’s talent 

and marketing capabilities.  The author states that people form an emotional attachment to 

certain teams or players.  This is what propels the emotional marketing power of sports.   

As can be seen from the example above, there is a mutually beneficial relationship between 

colleges/universities and professional sports teams and corporate sponsors.  According to 

marketing researchers Cornwell and Maignon, sponsorship involves two parts: (1) exchange 

between sponsor and 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.18 The association between corporations and advertisers form the ultimate quid pro quo 

relationship in the world of business.  

 The public views corporate sponsorship in a positive light In a study by the Roper 

Organization for the American Coalition for Entertainment and Sports Sponsorship (ACESS), 

“76 percent said advertising and sponsorships are a fair price for the entertainment they provide. 

. . 82 percent said corporate sponsorships benefit local communities by presenting events that 

                                                                                                                                     
 

17 Ibid. 
 
18 Bettina Cornwell, Isabell Maignan, “An International Review Of Sponsorship Research,” Journal of 
Advertising 27, no. 1. (1998): 18. 
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attract visitors and helping to hold ticket prices down and 76 percent said that corporate 

sponsorship is a fair price to pay to keep sports on free television and  hold down ticket prices.”19   

One of the most significant benefits for corporations in this relationship is how it affects 

communities.  Naming rights alone can help provide the extra financial support needed to build a 

new stadium.  It can even benefit taxpayers in the process.  The Denver Broncos new stadium is 

an example of this quid pro quo relationship.  According to Jeff Kass, “the sale of naming rights 

could bring anywhere from $52 million to $89 million that would directly benefit taxpayers.”20 

Residents of a six-county area passed a penny-per-$10 sales tax in 1998 to pay the $289 million 

public portion of the new stadium.21 The benefit, according to Kass, “is the tax is slated to end in 

2012, but the naming-rights money could end the levy two to five years early.”22  Corporate 

sponsorship is an essential need for cities to make themselves more financially solvent.  Lesley 

Kump of Forbes magazine explains, “nearly $500 million in naming deals were signed by 

corporations this year at seven venues housing teams in the four major pro sports.”23  

Even the embarrassment of an Enron bankruptcy doesn’t deter naming rights, deals 

continue to thrive because they still offer the best value of any sponsorship category,” says Dean 

                                                 
19 Ernie Saxton, “Motorsports Sponsorship,” Marketing News 12 (1993): 5. 
 
20 Jeff Kass, “Mile High Conundrum,” U.S. News & World Report, 13 November 2000, 40. 
 
21 Ibid. 
 
22 Ibid. 
 
23 Lesley Kump, “Naming Rights,” Forbes, 28 October 2002, 58. 
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Bonham, chief executive of the sports marketing firm Boham Group.”24  For example, 

“baseball’s San Francisco Giants sold the naming rights to the as-yet-built Pac Bell park to 

regional phone company Pacific Telesis for $50 million over 20 years, or $2.5 million per year.25  

The naming rights at the Oakland-Alameda County Coliseum, home of baseball’s Oakland 

Athletics and the National Football League’s Oakland Raiders, were sold for $17 million over 

ten years, or $1.7 million per year.”26  The most recent example of stadium naming rights would 

be Heinz Field in Pittsburgh, Pa. “H.J. Heinz Company is investing annually an average of $2.85 

million for twenty years ($57 million) for the naming rights, stadium signage, and a variety of 

marketing, advertising, and merchandising opportunities granted by the Steelers.”27  Heinz 

chairman, president and Chief Executive Officer, William R. Johnson has referred to the 

investment as being “cost effective…In return, we see powerful value in the blitz of football 

advertising and marketing opportunities, especially when the Steelers play games that televise 

nationally and internationally.”28  The above research cites the benefits for the corporations and 

sports franchises in these business relationships.  

 Sponsorship means good public relations, which means enhanced reputations for 

corporations.  D.B. Bromley was a pioneer in the field of reputation theory research.  He 

                                                 
24 Ibid. 
 
25 James Zoltak, “Anaheim Stadium Naming Rights Purchased By Edison International,” Amusement 
Business 109, no. 38. (1997): 13. 
 
26 Ibid. 
 
27 steelers.com  (2002). 
 
28 Ibid. 
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describes the various meanings of reputation, how it works, and how it relates to corporations.  

His book also describes how reputations are built and maintained.  According to Bromley, 

“reputation theory suggests that a social entity (person or organization) engages in several 

reputation-related processes.”29  These processes include:  organizations that continually monitor 

their own reputations, monitor other company’s reputations, and find ways to maintain a positive 

image.30  Reputation management is becoming a necessity in today’s corporate world.  Bromley 

claims that reputation management at this level is general practice that should be ongoing instead 

of sporadic or reactive.31  As a final point, he argues that an organization should be constantly 

striving to maintain a positive reputation in that this will help make the organization more 

credible.32  This helps to establish a bond between company and consumer. 

 In 1996 another researcher, Charles Fombrum, gave further definition to the meaning of 

reputation management.  He states, “an organization is held in public esteem or high regard when 

it is judged to be believable and visible.33  An example of this would be a business that is well 

established in the business world and is generally respected by others.  Fombrum claims, 

“Individual people may have an opinion about a corporation’s reputation for certain reasons, 

                                                 
29 D.B. Bromley, “Reputation, Image, and Impression Management,” (England: John Wiley & Sons, 1993), 
2. 
 
30 Ibid. 
 
31 Ibid, 3. 
 
32 Ibid, 4. 
 
33 Charles Fombrum, “Reputation: Realizing Value From The Corporate Image,” (Massachusetts: Harvard 
Business Press, 1996), 21. 
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(quality, earning potential) however, research suggests that people tend to make global 

evaluations about an organization’s reputation.”34  Therefore, reputations are generally viewed as 

one-dimensional, not multidimensional.35  Reputation now becomes more of a global perception 

in terms of how a corporation is held in high regard or respect.  In other words, due to the global 

village that we live in, the entire world is able to form an opinion about a company’s reputation 

by what is available through the various forms of media.   

 The role that reputation management plays in today’s corporate world is becoming more 

apparent as companies are looking for new ways to protect and secure their reputations.  Due to 

technology, the various forms of media are connecting the world in ways that have never existed 

before.  Companies must now be concerned with monitoring their reputations from every aspect. 

According to Weiss, Anderson, and MacInnis, “monitoring gives rise to perceptions of the extent 

to which the entity’s reputation is good or bad.  Monitoring also facilitates the development of 

reputation-related beliefs.”36 This allows the company to better understand the consumer’s 

perception of the company based upon reputation.  Monitoring the reputation in this manner 

provides the company with feedback to ensure quality reputation management.   

                                                 
34 Kathryn Theus, “Academic Reputations: The Process of Formation and Decay,” Public Relations Review 
19, no 3. (1993): 278. 
 
35Ibid. 
 
36 Allen Weiss, Erin Anderson, Deborah MacInnis, “Reputation Management as a Motivation For  
Sales Structure Decisions,” Journal of Marketing 63, no 4. (74-90): 77. 
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 There are a variety of ways to measure a company’s reputation.  Fishbein and Ajzen 

state, “such beliefs may be described as either casual or descriptive.”37  According to the above 

researchers, casual action is “the extent to which a specific action is viewed as instrumental in 

affecting a firms reputation. . . Descriptive beliefs, in contrast, reflect a set of associations tied to 

a social category.”38  Casual beliefs tend to be more vague in scope.  In contrast, descriptive 

beliefs apply specific qualities or characteristics to a set of predetermined categories of thought.  

The recent research findings/theories of reputation management are disseminating into various 

other disciplines.    

 Reputation management is becoming an important advantage in today’s public relation 

industry as well.  Alan Towers is the owner of a business that concentrates primarily upon 

reputation management theory for corporations.  According to Towers, “this type of work 

consists of creating a suit of armor thick enough to ensure that a company can withstand periodic 

attacks on their reputation.”39  The negative impact of a bad reputation could damage a 

company’s reputation beyond repair if they are not prepared to deal with the situation.  

Consequently, it seems organizations want to protect their reputations, they just do not know the 

proper way to do it.  According to Towers, “a good reputation is simply one that tells customers 

                                                 
37 Martin Fishbein, Icek Ajzen, “Belief, Attitude, Intention, and Behavior,” (Reading: Wesley Publishing, 
1975), 36. 
 
38 Ibid. 
 
39 Adam Shell, “The Power of Reputation Management,” Public Relations Tactics 3, no. 3. (1996): 30. 

 



 

                                                       
   

12

that the company’s products and services will meet their needs.”40  Reputation is now becoming 

synonymous with public relations; it is replacing many forms of corporate communication.41 

In fact, reputation and public relations are also seen as the same in the eyes of the public.  

Maintaining a positive reputation is just as important in public relations in that it plays a key role 

in how the public perceives the corporation.  Towers claims that a reputation management 

program should be installed with traditional public relations marketing practices.42  In a study of 

417 companies in Fortune Magazine, Anne Fisher asked the question: “what sustains a 

company’s reputation?”  Results indicate “the 11,000 executive directors, and analysts polled put 

‘quality of management’ first, with ‘quality of product and services’ a close second 

(‘responsibility to the community and/or the environment’ came in dead last).”43  In other words, 

corporations are primarily concerned with their role in management and the products they 

deliver, rather than the communities they live in.   

 Reputation management requires more attention today to maintain a positive role in 

corporate citizenship.  Consumers and employees alike are becoming more involved in this new 

type of relationship.  Frost and Cooke help show how reputation management is becoming more 

important in the constantly changing role of consumer involvement.  They list three trends that 

                                                 
40 Ibid. 
 
41 Ibid. 
 
42 Ibid. 
 
43 Anne B. Fisher, “Corporate Reputations,” Fortune, 4 March 1996, 92. 
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will affect brands and reputations:  market factors, work-place factors, and organizational 

responsibilities.44  The definition of each trend is listed below: 

Market factors: customers have greater access to information and are more educated.45 

Work-place factors: due to technology, workers and customers are receiving the same 

messages; thus making it difficult to isolate different audiences.46   

Organizational responsibilities:  as society puts increasing importance on business ethics, 

organizations need to reconsider their brand values.47   

This study showed that brand and reputation management are dealing with the same type of 

issues.  Frost and Cooke found that organizations make a distinction between brand and 

reputation according to the audience being communicated with.48 However, these distinctions are 

actually irrelevant, as both components are working toward the same objective.49  Therefore, the 

same strategic marketing campaigns can be applied to both brand and reputation.  

 It is important to examine how reputation management is currently utilized.  An example 

is located in the journal Chemical Week.  The author (Hunter) speaks with Chief Executive 

Officer Michael Parker of Dow Chemical Company.  Parker puts the situation on the table by 

                                                 
44 Alison Frost, Chris Cooke, “Brand Vs. Reputation,” Communication World 16, no. 3. (1999): 23. 
 
45 Ibid. 
 
46 Ibid. 
 
47 Ibid. 
 
48 Ibid. 
 
49 Ibid. 
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claiming, “That sustainable development, responsible care, and a global approach to 

management of the industry’s reputation are concepts that need to be addressed to increase its 

positive standing in the public.”50  Parker argues that “sustainable development is a powerful 

concept that includes helping the industry operate, reduce liabilities, promote innovations, 

enhance customer loyalty, boost employee morale, strengthen community relations, and improve 

its standing with investors.”51  As previously stated, the idea of reputation management parallels 

with that of Alan Towers in that Parker wants to maintain a positive reputation with the public at 

all times instead of when a negative situation arises.  Parker is dealing with the management of 

the chemical industries reputation by increasing public understanding and communication of the 

chemical industry.52 Much like researchers before, Parker realizes that reputation management 

consists mainly of relationship building with everyone involved (employees and consumers 

alike).  The chemical industry has been criticized for a variety of issues such as environmental 

issues, financial difficulties, and health issues.  By using reputation management, these chemical 

organizations can better strengthen the way the chemical industry is held in regard to the public.   

 This literature review examines the ability of corporate sponsorship to affect brand 

recognition and reputation at an athletic sporting event.  Memory plays a key role in this process. 

Numerous studies have been conducted on memory.53 According to memory researcher J. Piaget, 

                                                 
50 David Hunter, “Reputation Management,” Chemical Week 163, no. 40. (2001): 3. 
 
51 Ibid. 
 
52 Ibid, 4. 
 
53 See, L. Bogart, Tolley B. Stuart, “The Search for Information in Newspaper Advertising,” Journal of 
Advertising Research 28, (April-May): 12; Frank R. Kardes, “Effects of Initial Product Judgements on 
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“Normal memory function involves processing the incoming information by encoding, storing, 

and retrieval.  Because information is encoded and stored according to existing schema, retrieval 

is enhanced when the event is related to preexisting knowledge and is relevant to existing 

beliefs.”54  In other words, if the individual has seen an advertisement before, he/she is likely to 

remember it in a specific manner (positive or negative depending on belief).  According to 

counseling researcher Hunter Alessi, “memory retrieval is also facilitated by cues (e.g. physical 

environment) similar to those present at the time of encoding.”55  In other words, basic memory 

functions allow an individual to relate information from the past to new information.  As such, 

individuals can store and retrieve information when necessary.  Corporate sponsors and 

advertisers alike try to fully understand this concept of memory to better convey the message to 

the consumer.   

 As well as memory, there has been quite a bit of research done on recognition and recall 

in the world of advertising and sponsorship.  Sport marketing researchers Sander and Shani state 

the following: “in order for sponsorship messages to be effective, they must first be noted and 
                                                                                                                                     

Subsequent Memory-Based Judegements,” Journal of Consumer Research 13, no. 6. (1986): 7. ; J. Park, 
M. Hastak, “Memory-Based Judgements: Effects of Involvement at Encoding and Retreival,” Journal of 
Consumer Research 21, no 12. (1994): 536;  Klavehn Richardson, R.A. Bjork, “Measures of Memory,” 
Annual Review of Psychology 39. (1988): 476; Daniel Schacter, “Implicit Memory: History and Current 
Status,”  Journal of Experimental Psychology 13, no7. (1987): 509; Stewart Shapiro, “When an Ad’s 
Influence Is Beyond Our Conscious Control: Perceptual and Conceptual Fluency Effects Caused by 
Incidental Ad Exposure,” Journal of Consumer Research 26, no. 6. (1999): 23; Surendra N. Singh, Michael 
L. Rothschild, Gilbert A. Churchill Jr., “Recognition Versus Recall as Measures of Television Commercial 
Forgetting,” Journal of Marketing Research 25, no.2 (1988): 76.   

 
54 J. Piaget, “The Construction of Reality in the Child: Can Memories of Childhood Sexual Abuse Be 
Repressed? ” (New York: Psychological Medicine, 1995), 15. 
 
55 Hunter Alessi, “Memory Development in Children: Implications For Children As Witnesses in Situations 
of Possible Abuse,” Journal of Counseling and Development 79, no. 4. (2001): 398. 
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recognized by the viewing audience.”56  In a study conducted by Sandler and Shani examining  

sponsorship in the Olympic games, results showed “a first step in sponsorship effectiveness is 

the correct identification of a firm as a sponsor.”57  An example of this principle would be the 

naming rights examples stated previously in this literature review.  The next area of concern is 

the method by which corporations get their messages to the public.   

 John Meenaghan, a marketing researcher states, “Advertising creates the message using a 

mixture of visuals, vocals, and context.”58  He also claims that sponsorship can be described as a 

“mute, non-verbal medium.”59  Examples of this medium are stadium signage, billboards, 

apparel, souvenirs, and even buses, which are observed but not heard.  For those who are unable 

to attend the actual sporting events, television/radio provide both and visual and auditory 

advertising information (messages).  All of these modes of information processing and storage 

allow for the public to recognize and recall necessary information.   

 Brand recognition and recall play major roles in what kinds of decisions consumers 

make.  Marketing researchers in an introductory textbook by Burnett and Moriarity, use two 

simple definitions to explain recognition and recall.  According to the authors, “Recognition 

means we can remember having seen information about some product creating top-of-mind 

awareness.  Recall is more complex, it is defined as being able to remember the context of the 
                                                 

56 D.M. Sandler, D. Shani, “Sponsorship and the Olympic games: The Consumer Perspective,” Sport 
Marketing Quarterly 2, no. 3. (1993): 39. 
 
57 Ibid. 
 
58 John Meenaghan, “Commercial Sponsorship,” European Journal of Marketing 7, no. 7. (1983): 62. 
 
59 Ibid. 
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message.”60  Although these two techniques are defined differently, they are interdependent upon 

each other.  In as study by Erik Deplessis pertaining to recognition and recall, he found that both 

recognition and recall access memory traces of commercials.61 In other words, according to his  

research on recall and recognition in advertising, an individual’s recognition is prompted by 

visual stimuli of a commercial, while recall is prompted by auditory stimuli.  In a similar study 

by Morrin, a marketing researcher, thirty-nine graduate business students participated in an 

experiment that examined the impact of brand extensions (advertising) on the buying decisions 

of the participants involved.  Results indicate, “Longitudinal exposure to brand extension 

advertising facilitates brand recall.”62 This may influence purchase of specific brands. In fact, 

many researchers have found that individuals form their preferences based on familiarity with an 

advertisement, which is developed by exposure, rather than the actual attributes of the brand 

itself.63 Researchers agree that extended, repeated exposure to various forms of advertising 

promotes consumerism.   

 Researchers have also studied the effects on recognition and recall in print media.  These 

include newspapers, magazines, Internet, and books.  Phil Schaff, sports marketing 

analyst/author, recognizes the need for print media.  He states, “Today, the print media shares its 

                                                 
60 John Burnett, Sandra Moriarity, “Introduction To Marketing Communication: An Integrated Approach” 
(New Jersey: Prentice Hall, 1998), 286. 
 
61 Erik Duplessis, “Recognition Versus Recall, “ Journal of Advertising Research 34, no. 3. (1994): 75. 
 
62 Maureen Morrin, “The Impact of Brand Extensions On Parent Brand Memory Structures and Retrieval 
Processes,” Journal of Marketing Research 36, no 4. (1999): 517-526. 
 
63 Tim Ambler, “The Impact of Affect on Memory of Advertising,” Journal of Advertising Research 39, no. 
2. (1999): 25. 
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audience with radio and television.  Although it is no longer the primary information mechanism, 

it still represents a powerful part of the industry with both advertisers and consumers.”64  It is 

necessary to study the relationship between advertisers and consumers to further understand how 

information is relayed between advertisers and consumers.  Consumers are subjected to various 

forms of media (via books, magazines, internet, newspapers).  The ability to understand how 

corporations (sponsors) are perceived, allow these companies to create a positive image of their 

reputation.  The media will facilitate the consumer’s opinion of a corporation.  Duke Power 

Company manager Shari Caudron, who said, “image marketing is all about how the company 

wants to be viewed, also notes this linkage between the consumer’s opinion and the corporation.  

It’s an inside-out proposition.  A company’s reputation, on the other hand, is owned by 

customers, who are the ultimate arbiters of a company’s success.”65  This is another example of 

how public relations and reputation management are so closely related.  Research linking these 

ideas together is still in the early phases of progress. 

 One way to research corporate sponsorship and reputation management is to use  framing 

analysis to understand the impact and how it is presented in local media.  Corporate sponsorship 

and reputation management are linked together using the framing theory.  In order to link these 

ideas together, it is imperative to understand the working definition of framing analysis.  Once 

                                                 
64 Phil Schaaf, “Sports Marketing: It’s Not Just A Game Anymore,” (New York: Prometheus Books, 1995), 
229. 
 
65 Shari Caudron, “Forget Image,” Industry Week, 3 February 1997, 13. 
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this theory is defined, it will be easy to see the link mentioned above and will further be applied 

in the methodology section of this literature review.   

 The earliest known idea of framing analysis emerged in 1974 by Erving Goffman.  

Goffman stated, “we actively classify and organize our life experiences to make sense of them.  

These schemata of interpretations are labeled frames; they enable individuals to locate, perceive, 

identify, and label.”66  In other words, whatever information a person receives, it is automatically 

labeled according to a preexisting internal classification.  Further, researchers Simon and Xenos 

explain: “the underlying presumption was that the organization of messages affects subsequent 

thoughts and actions.  In general, framing involves the organization and packaging of 

information.”67  Thus, a working definition of the framing theory would be one that incorporates 

the idea of how an image or phrase is perceived is based upon how it is presented.   

 Studies have shown how framing has been used to identify certain patterns in media 

coverage of certain events.  In the late seventies, Gaye Tuchman conducted a study based upon 

news culture.  According to Tuchman, journalists “set the frame in which citizens discuss public 

events.”68  Therefore, journalists play a crucial role in the way information is relayed to and 

perceived by the general public.  Their deliberate media framing of an event could influence 

public opinion.   

                                                 
66 Erving Goffman, “Frame Analysis,” (New York: Harper & Row, 1974), 21. 
 
67 Adam Simon; Michael Xenos, “Media Framing and Public Deliberation,” Political Communication 17, 
no. 4 (2000) 4. 
 
68 Gaye Tuchman, Making News: A Study in the Construction of Reality (New York: Free Press, 1978), 9. 

 



 

                                                       
   

20

 When speaking from a journalistic point of view, framing can include a variety of 

perspectives. A similar interpretation to Goffman’s framing theory as defined by Snow and 

Benford is as follows:  a frame is defined as “an interpretive schemata that simplifies and 

condenses the ‘world out there’ by selectively punctuating and encoding objects, situations, and 

events, experiences, and sequences of action within one’s present or past environment.”69  Media 

framing decides which news items are important.  Journalists act as the disseminating filters.    

There are several general models of framing according to Hallahan.70  A brief description of 

each follows: 

Framing of situations:  Framing of communication between individuals or groups during a 

select event. 

Framing of attributes:  Framing of people or objects physical characteristics in order to create 

bias based on aesthetics.  

Framing of choices:  Framing of uncertain situations to force choice in a positive or negative 

manner. 

Framing of actions:  Framing of a person’s alternatives to achieve a desired goal while 

considering the positive and negative aspects. 

                                                 
69 Hull, Kathleen, “The Political Limits of the Rights Frame: The Case of Same-Sex Marriage in Hawaii,” 
Sociological Perspectives 44, no. 2 (2001) 208.  
 
70 Kirk Hallahan, “Seven Models of Framing: Implications for Public Relations,” Journal of Public 
Relations Research 11 (1999): 216. 
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Framing of issues:  Framing of social problems and issues by different parties, both having 

alterior motives. 

Framing of responsibility:  Framing of causes of events to maximize benefits and minimize 

losses.   

Framing of news:  Framing of media events and/or coverage through enterprising sponsorhip.   

These seven models describe the various forms of framing and how they are used to provide 

context to the different types of media events.  For purposes of this literature review, the 

researcher will use “framing of news” as the basis for the study.    

Hypothesis 

H1:  Heinz corporation is more positively framed in the media when granted naming rights of 

major sporting venues. 

H2:  PNC Bank is more positively framed in the media when granted naming rights of major 

sporting venues. 

Methodology 

       The researcher conducted a manifest content analysis of news coverage of the selection of a 

corporate sponsor for Heinz Field and PNC Park.  The major newspaper of the Pittsburgh area, 

The Pittsburgh Post Gazette, was analyzed. This source was chosen on the basis of its location 

and circulation. According to the Audit Bureau of Circulations, The Pittsburgh Post Gazette has 

a circulation of 560,800 on Monday through Friday, and a total Sunday readership of 876,800.71  

                                                 
71 Audit Bureau of Circulations, 2000-2001 
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This source was chosen because it contained frequent pieces with Heinz Field and PNC Park 

during the naming rights process.   

The researcher utilized manifest content analysis for articles that have the following 

characteristics: a) articles concerning the initial bidding for naming rights; b) articles concerning 

bidding rights of corporations (Heinz and PNC Bank); c) articles concerning home-opener of 

each venue; d) articles concerning activities after one year past opening game.  These article 

types were chosen following the assumption that during these times more media coverage of 

naming rights and, as an extension, Heinz and PNC Bank would occur.  The researcher selected 

articles in The Pittsburgh Post Gazette that mention either Heinz and/or PNC Bank.  The 

researcher analyzed articles for a month of circulation surrounding each significant event that is 

mentioned below.  The relevant dates for analysis for each venue were as follows: 

Heinz Field 

 Month/Year  Significant Event 

June 1999    Initial bidding for naming rights 

June 2001  Heniz received naming rights 

 Oct 2001  Home Opener 

  Oct 2002  One year past opening game 
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PNC Park 

 Month/Year  Significant Event 

Feb 1996    Initial bidding for naming rights 

Aug 1998  PNC Bank receives naming rights 

Apr 2001  Home opener 

Apr 2002  One year past opening game 

 Once articles were identified, the researcher coded the data according to anticipated 

categories.  Each category is named and briefly defined below: 

 Category  Definition 

 Placement  Location on page 

 Length   Number of words 

 Section  Specific location within paper 

 Frequency  Amount of times mentioned within article 

 Tone   Positive, negative, or neutral reference to corporation 

An article was coded positive in tone if it contained generally praiseworthy phrasing 

attributed to the company.  An example of this is located in the April 8, 2001 newspaper article 

concerning PNC Bank.72  An article was coded negative in tone if the copy included criticisms of 

the company and its affiliation with the new athletic facility.  An example of this is located in the 

August 15, 1998 newspaper article concerning PNC Bank.73  An article was coded neutral in 

                                                 
72 Tom Barnes, “Pirates Polish PNC Park,” Pittsburgh Post-Gazette, 8 April 2001, Sec A, p. 1-2. 
 
73 “Money Talks,” Pittsburgh Post-Gazette, 15 August 1998, Sec C, p. 1. 
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tone if the content was simply a statement of fact about the corporation.  An example of this is 

located in the February 2, 1996 newspaper article concerning PNC Bank.74   

The researcher did not include articles contained in the sports section based upon the 

presumption that those sporting venues would naturally appear in such sections, and using that 

data could give a biased analysis of reputation management in the news section of the paper.   

Results 

 H1:  Heinz corporation is more positively framed in the media when granted naming 

rights of a major sporting venue.   

To answer this question, the researcher utilized manifest content analysis for articles that 

had the following characteristics during identified significant events: a) articles concerning initial 

bidding for naming rights; b) articles concerning identified corporations (Heinz and PNC Bank) 

receiving naming rights; c) articles concerning home-opener of the new venues; and d) articles 

concerning the company’s one year past opening games for Heinz Field.  These article types 

were chosen following the assumption that during these times more media coverage of naming 

rights and, as an extension, Heinz and PNC Bank would occur.  The researcher selected articles 

in The Pittsburgh Post Gazette that mentioned either Heinz and/or PNC Bank.  The researcher 

analyzed articles for approximately one month (two weeks before/two weeks after) of circulation 

surrounding each of the four significant events.  

 Results will be reported in the remainder of the chapter, addressing first, results regarding 

Heinz, and then PNC Bank.  Data will be reported according to frequency of response in each 
                                                                                                                                     
 

74 Pittsburgh Post-Gazette, 2 February 1996, Sec C, 9. 
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category concerning Heinz Field.  The data collected were separated into five categories to 

determine what type of pattern developed according to frequency in each category.  The 

categories used are as follows:   

! Frequency:  number of times mentioned in article  

! Placement:  location on the page 

! Length:  actual number of words in article 

! Section:  area of the paper where article is found 

! Tone:  whether the reference/and or tone is positive, negative, or neutral  

The five categories above will be used for each month researched for each venue.  The 

following dates identified and used for analysis are consistent with those described in the 

methodology section (June 1999, June 2001, October 2001, and October2002).  In those months, 

the total number of articles that mentioned Heinz was as follows:   

! June 1999 (bidding rights announced) > 7 articles 

! June 2001 (bids were awarded)  > 21 articles 

! Oct 2001   (home-opener)  > 12 articles 

! Oct 2002   (1 year later) > 4 articles 

There was variation in frequencies for rest of the categories, which will be explored below.  

 Figure 1 will show the results for frequency of response (i.e., number of times 

mentioned) for Heinz/ and or Heinz Field during the entire sample times.   For example, in the 

June 1999 sample, total frequency was 28.  In June 2001, the total frequency was 159.  In 
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October 2001, the total frequency was 36.  Finally, in October 2002, the total frequency was 13. 
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Data were reported according to frequency of response dealing with placement of the 

article concerning Heinz and/or Heinz Field.  The researcher coded the results based upon 

placement on the actual page.  The following categories were used to differentiate the various 

locations upon the page: 

! TL=  Top Left 

! BL=  Bottom Left 

! C=   Center 

! TR= Top Right 

! BR= Bottom Right 
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The following dates identified were consistent with those described in the methodology 

section (June 1999, June 2001, October 2001, and October 2002.)  Figure 2 will show the 

frequency of response of various locations of placement according to the aforementioned 

categories concerning Heinz and/or Heinz Field.  For example, in June 1999, 3 articles were 

placed in the top left; 1 article was located in he bottom left; 3 articles were located in the center; 

and 0 articles were listed in either the top right or the bottom right.  In June 2001, 5 articles were 

located in the top left; 2 articles were located in the bottom left; 12 articles were located in the 

center; 1 article was located in the top right; and 1 article was located in the bottom right.  In 

October 2001, 1 article was located in the top left; 5 articles were located in the bottom left; 4 

articles located in the center; 1 article located in the top right; and 1 article located in the bottom 

right.  Finally, in October 2002, 0 articles were located in the top left; 1 article was located in the 

bottom left; 3 articles were located in the center; and 0 articles were located in either the top right 

or bottom right. 
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Data were reported according to frequency of response when identifying the length of the 

article concerning Heinz and/or Heinz Field.  The researcher coded the results based upon the 

length of the actual article.  This describes the actual number of words used in the article.  The 

researcher separated these results into five different categories.  The following categories were 

used to identify the various lengths of the articles: 

! 1-25 words in length 

! 26-50 words in length 

! 51-75 words in length 

! 76-100 words in length 

! 101+ words in length 

The following dates identified were consistent with those described in the methodology 

section (June 1999, June 2001, October 2001, and October 2002.)   Figure 3 will show the 

frequency of response results for the various article lengths. For example, in June 1999, 2 articles 

were 1-25 words in length; 2 articles were 26-50 words; 1 article was 51-75 words; 1 article was 

76-100 words; and 5 articles exceeded 101 words.  In June 2001, 3 articles were 1-25 words in 

length; 3 articles were 26-50 words in length; 0 articles were 51-75 words in length; 2 articles 

were 76-100 words in length; and 13 articles exceeded 101 words.  In October of 2001, 3 articles 

were 1-25 words in length; 2 articles were 26-50 words in length; 3 articles were 51-75 words in 

length; 2 articles were 76-100 words in length; and 5 articles exceeded 101 words.  Finally, in 

October 2002, 1 article was 1-25 words in length; 0 articles were 26-50 words in length; 0 
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articles were 51-75 words in length; 0 articles were 76-100 words in length; and 3 articles 

exceeded 101 words. 

Figure 3
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Data were reported according to frequency of response in each category concerning Heinz 

and/or Heinz Field.  The researcher coded the results based upon the actual sections of the 

newspaper.  The following categories were used to identify the various categories: 

! F = Front 

! P = Perspectives 

! B = Business 

! L = Local  (directly related to city of Pittsburgh) 

! R = Region  (surrounding areas of city of Pittsburgh) 

The following dates identified were consistent with those described in the methodology 

section (June 1999, June 2001, October 2001, and October 2002).  Figure 4 will show the 

frequency of response results for the different sections of the newspaper.    For example, in June 
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1999, 5 articles were located in the Business section, and 2 articles were located in the Region 

section.  In June 2001, 6 articles were located on the Front page; 2 articles were located in the 

Perspectives section; 9 articles were located in the Business section; and 4 articles were located 

in the Local section.  In October 2001, 2 articles were found in the Front section; 3 articles were 

found in the Perspectives section; 1 article was found in the Business section; 4 articles were 

found in the Local section; and 2 articles were found in the Region section.  Finally, in October 

2002, 2 articles were found in the Local section; 1 article was found in the Region section; and 1 

article was found in the Front section.  
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Data were reported according to frequency of response in each category concerning Heinz and/or 

Heinz Field.  The researcher coded the results based upon the actual tone/reference of the article.  

The following three categories were used: (refer to methodology for operational definitions) 

! P  = Positive Tone 

! Neg = Negative Tone 



 

                                                       
   

31

! N = Neutral Tone (statement of fact without opinion) 

The following dates identified were consistent with those described in the methodology 

section (June 1999, June 2001, October 2001, and October 2002).  Figure 5 will show the 

frequency of response for the previously mentioned tones of the articles.  For example, in June 

1999, all 7 articles were positive in nature.  In June 2001, 17 articles were positive in nature; 4 

articles were negative, and 0 articles were neutral.  In October 2001, 11 articles were positive, 0 

articles were negative, and 1 article was neutral.  Finally, in October 2002, 3 articles were 

positive, 0 articles were negative, and 1 article was neutral.   

Figure 5
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H2:  PNC Bank is more positively framed in the media when granted naming rights of major 

sporting venues.   

To answer this question, the researcher utilized manifest content analysis for articles that 

have the following characteristics during identified significant events: a) articles concerning 

initial bidding for naming rights; b) articles concerning identified corporations (Heinz and PNC 

Bank) receiving naming rights; c) articles concerning home-opener of the new venues; and d) 

articles concerning the company’s one year past opening games for PNC Park.  These article 

types were chosen following the assumption that during these times more media coverage of 

naming rights and, as an extension, PNC Bank would occur.  The researcher analyzed articles for 

approximately one month (two weeks before/two weeks after) of circulation surrounding each of 

the four significant events. 

 Data were reported according to frequency of response in each category concerning PNC 

Bank and/or PNC Park.  The data collected was separated into five categories to determine what 

type of pattern developed according to frequency in each category.  The categories used are as 

follows: 

! Frequency:  number of times mentioned in article (PNC Bank and/or PNC Park) 

! Placement:  location on the page 

! Length:  actual number of words in article 

! Section:  area of the paper where article is found 

! Tone:  whether the tone is positive, negative, or neutral 
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These five categories were used for each month researched for PNC Park.  The following 

dates identified will be consistent with those described in the methodology section (February 

1996, August 1998, April 2001, and April 2002). In those months, the total number of articles 

that mentioned PNC was as follows: 

! February 1996 > 1 article 

! August 1998 > 20 articles 

! April 2001 > 25 articles 

! April 2002 > 9 articles 

There was variation in frequencies for the rest of the categories, which will be explored below.  

Figure 6 will show the results for frequency of response (i.e., number of times mentioned) for 

PNC Bank and/or PNC Park during the entire sample times.  For example, in February 1996 

sample, the total frequency was 1.  In August of 1998, total frequency was 133.  In April 2001, 

total frequency was 127, and in April 2002, total frequency was 28.    
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Data were reported according to frequency of response dealing with placement of the article 

concerning PNC Bank and/or PNC Park.  The researcher coded the results based upon placement 

on the actual page.  The following categories were used to differentiate the various locations 

upon the page: 

! TL= Top Left 

! BL= Bottom Left  

! C= Center 

! TR= Top Right 

! BR= Bottom Right 
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The following dates identified were consistent with those described in the methodology 

section (February 1996, August 1998, April 2001, and April 2002).  Figure 7 will show the 

frequency of response of various locations of placement according to the aforementioned 

categories concerning PNC Bank and/or PNC Park.  For example, in  February 1996, the 1 

article of concern was placed in the bottom left.  In August 1998, 6 articles were placed in the 

top left; 5 articles were placed in the bottom left; 7 articles were placed in the center; 1 article 

was placed in the top right; and 1 article was placed in the bottom right.  In April 2001, 5 articles 

were placed in the top left; 2 articles were placed in the bottom left; 9 articles were placed in the 

center; 2 articles were placed in the top right; and 7 articles were placed in the bottom right.  

Finally, in April 2002, 2 articles were placed in the top left; 0 articles were placed in the bottom 

left; 6 articles were placed in the center; 0 articles were placed in the top right; and 1 article was 

placed in the bottom right. 
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Data was reported according to frequency of response when identifying the length of the 

article concerning PNC Bank or PNC Park.  The researcher coded the results based upon the 

length of the actual article.  This describes the actual number of words used in the article.  The 

researcher separated these results into five different categories.  The following categories were 

used to identify the various lengths of the articles:   

! 1-25 words in length 

! 26-50 words in length 

! 51-75 words in length 

! 76-100 words in length 

! 101+    words in length 

The following dates identified were consistent with those described in the methodology 

section (February 1996, August 1998, April 2001, and April 2002).  Figure 8 will show the 

frequency of response results for the various amounts of lengths. For example, in February 1996, 

the 1 article was 1-25 words in length.  In August 1998, 1 article was 1-25 words in length; no 

articles were 26-50 words in length; 3 articles were 51-75 words in length; 6 articles were 76-100 

words in length; and 10 articles exceeded 101 words in length.  In April 2001, 2 articles were 1-

25 words in length; no articles were 26-50 words in length; 3 articles were 51-75 words in 

length; 7 articles were 76-100 words in length; and 13 articles exceeded 101 words in length.  

Finally, in April 2002, all 9 articles exceeded 101 words in length.   
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Data were reported according to frequency of response in each category concerning PNC 

Bank and/or PNC Park.  The researcher coded the results based upon the actual sections of the 

newspaper.  The following categories were used to identify the various sections: 

! F = Front 

! P = Perspectives 

! B = Business 

! L = Local 

! R = Region 

The following dates identified were consistent with those described in the methodology 

section (June 1999, June 2001, October 2001, and October 2002).  Figure 9 will show the 
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frequency of response results for the different sections of the newspapers.  For example, in 

February 1996, the 1 article was located in the Business section.  In August 1998, 5 articles were 

located in the Front section; 4 articles were located in the Perspectives section; 5 articles were 

located in the Business section; 3 articles were located in the Local section; and 3 articles were 

located in the Region section.  In April 2001, 8 articles were located in the Front section; 6 

articles were located in the Perspectives section; 6 articles were located in the Business section; 

and 5 articles were located in the Local section.  Finally, in April 2002, 2 articles were located in 

the Front section; 2 articles were located in the Perspectives section; 1 article was located in the 

Business section; and 4 articles were located in the Local section. 

 

Figure 9
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Data were reported according to frequency of response in each category concerning PNC 

Bank and/or PNC Park.  The researcher coded the results based upon the actual tone of the 

article.  The following three categories were used: 
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! P = Positive Tone 

! Neg = Negative Tone 

! N = Neutral Tone (Statement of fact without opinion) 

The following dates identified were consistent with those described in the methodology 

section (June 1999, June 2001, October 2001, and October 2002).  Figure 10 will show the 

results of the frequency of response for the previously mentioned tones of the articles.  For 

example, in February 1996, the 1 article was neutral in tone.  In August 1998, 12 articles were 

positive, 4 articles were negative, and 4 articles were neutral.  In April 2001, 19 articles were 

positive, 5 articles were negative, and 1 article was neutral.  Finally, in April 2002, 5 articles 

were positive, and 4 articles were negative.  No articles were neutral. 
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Discussion 

H1:  Heinz corporation is more positively framed in the media when granted naming rights of 

major sporting venues.   

 Based upon results of this study, the hypothesis is accepted.  The study indicated that 

corporations are more positively framed in the media due to a higher amount of media coverage.  

This added amount of coverage occurs primarily upon significant events that focus upon the 

actual sporting venue.  For example, in the case of Heinz and/or Heinz Field, Figure 1 shows an 

increase in frequency in June 2001 when the corporation (Heinz) received the actual naming 

rights.  This is a sharp increase in coverage compared to June of 1999 when the actual bidding 

began.  Although not as sharp, a similar increase occurred in October 2001.  Media coverage was 

still exceptionally high due to the home-opener.  The amount of coverage increases for the 

corporation with each significant event, thus creating a type of media frenzy. 

 Further support of the hypothesis can be seen when examining Figure 3 as it pertains to 

the actual length of the articles.  Not only do the number of articles increase around significant 

events concerning Heinz and/or Heinz Field, but also the actual number of words significantly 

increases.  June 2001 shows the highest amount of articles that exceed 101 words plus.  Just as 

interesting, in October 2001, the majority of the articles were also at least 101 words in length.  

Most interestingly, in October 2002, although there were only a few articles, the articles were 

extremely long in length.  This suggests that media coverage became more thorough, particularly 

after the Heniz the naming rights.  This finding is congruent with earlier research by D.B. 
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Bromely, who spoke of the use of repetition in relation to a corporation’s reputation.75  It can be 

assumed that the fact that length of article increased, thus utilizing repetition that Heinz’s 

reputation also increased. 

 The essence of this research question lies in the tone of the media coverage during the 

significant events surrounding bidding rights.  Results from this study indicate that media 

coverage become more positive during June 2001.  Interestingly, that is also the only time where 

negative coverage also occurred.  However, the occurrence of positive coverage far exceeded the 

negative coverage.  Consequent analysis yielded positive coverage for October 2001 as well as 

October 2002 (see Figure 5).  It is also interesting that coverage for October 2002 and October 

2002 included neutral tones, although not a significant amount.  This type of coverage was not 

seen in June 1999 or June 2001.  Therefore, Heinz was more positively framed in the media due 

to the purchase of naming rights.   

H2:  PNC Bank is more positively framed in the media when granted naming rights of major 

sporting venues. 

 The second corporation examined in this study was PNC Bank and the purchase of 

naming rights.  Similar to Heinz, PNC Bank also received more media coverage with the 

purchase of naming rights.  Specifically, August 1998 yielded the highest amount of media 

coverage (Figure 6).  The bidding rights were announced in February 1996, which showed 

minimal coverage of PNC  Bank.  This coverage sharply increased in August 1998 with the 

                                                 
75 D.B. Bromely, “Reputation, Image, and Impression Management,” (England: John Wiley & Sons, 1993), 
2. 
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purchase of the naming rights.  The rate of coverage was only slightly lower on the home-opener.  

Coverage sharply decreased one year past the home-opener.  Once again, the purchase of naming 

rights is directly associated with an increase of media coverage in so far as frequency of news 

articles.   

 Further support of the hypothesis can be seen when examining the length of articles 

concerning PNC Bank and/or PNC Park.  Not only do the amount of articles increase around 

significant events, but also the amount of words per article increases.  In February 1996, minimal 

coverage and minimal words existed.  In August 1998 and beyond, the number of words per 

article consistently increased.  For example, August 1998, the majority of articles exceeded 101 

words (see Figure 8).  In April 2001, the trend continued even higher in length of words, while 

maintaining equal amount of coverage.  Even though minimal coverage existed in April 2002, 

the majority of coverage was extensive, exceeding 101 words per article.  The results of this 

sample showed an even higher amount of coverage than that of Heinz.   

 The final significant finding in this study addressed the actual tone of the articles 

examined.  PNC Bank shows a significant amount of positive media coverage in August 1998 

when it purchased the naming rights. There is  a minimal amount of negative media coverage as 

well.  However, in April 2001, PNC received an even higher amount of positive media coverage 

during the home-opener.  Negative tone increased only slightly.  Overall, the tone remained 

consistently positive throughout the entire sample.  Similar to the study by the Ropar 

Organization for Entertainment and Sports Sponsorship (ACESS), this study showed that once 
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bidding rights were granted, the public viewed the corporation in a more positive light, due to the 

positive framing of the significant event in the media.76 

Conclusion 

 This study examined the effects of media framing of naming rights on corporate 

sponsorship.  According to Kirk Hallahan, there are seven general models of framing analysis.77  

For the purposes of this study, the researcher chose “framing of news” as the model.  Framing of 

news includes framing of media events and/or coverage through enterprising sponsorship.  78  In 

order to answer the research question, the researcher analyzed the framing (media coverage) of 

PNC Bank and Heinz in association with naming rights and corporate sponsorship of sporting 

venues.  Results indicate that corporations are more positively framed in the media when granted 

naming rights at major sporting venues.   

 The researcher believes that there are inherent limitations in the study due to the 

timeframe of significant events.  For example, a number of major world events occurred 

simultaneously with the researcher’s identified significant events.  For example, the events of 

September 11, 2001 changed the face of media coverage.  Articles that may have been 

significant to the researchers analysis of media coverage were minimal, if mentioned at all due to 

constant and intensive media coverage of terrorism.  Other significant events in the media that 

                                                 
76 Ernie Saxton, “Motorsports Sponsorship,” Marketing News 12 (1993): 5. 
 
77 Kirk Hallahan, “Seven Models of Framing: Implicatioins for Public Relations,” Journal of Public 
Relations Research 11 (1999): 216. 
 
78 Ibid. 
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may have overshadowed naming rights were the President Clinton and Monica Lewinsky scandal 

as well as the anthrax scare.   

 It is recommended that further research be conducted about the effects of media framing 

and corporate sponsorship.  The researcher chose the most noteworthy findings that concurred 

with previous research as stated in the literature review portion of this study.  Specifically, 

further research should be done concerning both the placement of articles, and the sections in 

which they appear.  It may be beneficial to understand the importance or lack of importance of 

placement of articles in newspaper sections.  Further, the sections of the newspaper may or may 

not play a key role in consumer awareness of the corporation.  Finally, the researcher chose not 

to include media coverage of articles in the sports section.  It would be interesting to contrast 

findings of a similar study that focused solely on media coverage in the Sports section.   
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