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	Abstract
Striking advances in technology have not only led to the emergence of new industries but also caused significant shifts in the marketing communication strategies of brands operating across various sectors. In this context, it is observed that, in a digitalized environment businesses seeking to communicate effectively with their target audiences and strengthen their brand image make extensive use of social media platforms, and that sponsorship activities are increasingly carried out through new media. Within the framework of increasingly competitive conditions in the digital world, new sectors are being shaped and strengthened using new media channels. Therefore, understanding the marketing communication strategies of cryptocurrency exchange platforms as one of the emerging sectors, in the social media environment and examining the importance they place on sponsorship activities is of great significance. Based on this objective, the present study aims to conduct an in-depth qualitative analysis of the sponsorship related social media posts shared by Türkiye’s leading cryptocurrency exchange platforms Paribu and BtcTurk, using content analysis method. To achieve these objectives, a total of 37 sponsorship related posts shared by the brands on YouTube between April 2024 and April 2025 were analyzed within the context of predetermined themes. The study compared the sponsorship activities shared on YouTube by Paribu and BtcTurk, in terms of the types of sponsorships the brands focus on, the engagement levels of these posts, and the level of brand compatibility between the sponsorship activities. The findings reveal that Paribu's content is more diverse, focusing primarily on sponsorships with cultural depth and focusing on corporate image-focused activities, while BtcTurk focuses on high-visibility events that appeal to a broad audience, such as sporting events, and focusing on product and image-focused sponsorships.
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1. Introduction
With the acceleration of digitalization in recent years, many new sectors have emerged, and brands' marketing strategies have undergone a radical transformation in direct proportion to this change (Morokhova et al., 2023). The rapid development of digitalization has resulted in traditional media gradually giving way to new media, which is also known as social media. In this context, many social media platforms, such as YouTube, Instagram, and others, have launched and become a part of our lives. According to research conducted by TUİK (2024), the most frequently used social media and messaging applications in Türkiye by individuals are WhatsApp (86.2%), YouTube (71.3%), and Instagram (65.4%). In this regard, the importance of social media platforms is once again highlighted. Today, traditional advertising channels have lost their former popularity to social media platforms. The introduction of social media into our lives has created a dynamic transformation, radically changing the way people access information and communicate online (Cinelli et al., 2022). Today, social media, which is an communication medium in which two way interactive communication is possible, is used extensively by both the marketing professionals and also by the consumers. 
Sponsorship, a key element of marketing communication, stands out as one of the most significant tools of modern marketing communication used by companies to achieve their marketing objectives (Madube and Isenah, 2023). Consequently, social media platforms, often called the new media platforms, have made communication between brands and consumers two-way also can be referred as interactive. This transformation has forced many marketing communication elements to adapt to this digitalization. In this context, sponsorship activities have also been affected by this transformation and are no longer limited to physical environments, gaining visibility in digital environments (Ercan, 2023). 
Sponsorship activities are also quite common in the financial services sector, a rapidly growing sector (Glebova and Mihail'Ova, 2023; Riikkinen and Pihlajamaa, 2022). Cryptocurrency exchange platforms such as Binance, BtcTurk, and Paribu, which prioritize social media communication strategies due to their digital nature, are also making significant investments in sponsorship activities as part of their social media communication strategies to increase brand awareness, strengthen user engagement, and build trust in the sector. Research indicates that content marketing-based sponsorship practices strengthen the bond between brand and consumer, increase the perceived value of the brand, and positively impact customer trust and loyalty (Tribak, 2025).
In light of this information, this research aims to analyze the sponsorship strategies of Paribu and BtcTurk, two leading cryptocurrency exchanges operating in Türkiye, through the content they created on their social media platforms. A review of the literature reveals that while sponsorship in various sectors has been frequently investigated by previous studies, but the literature has limited studies on cryptocurrency exchange platforms and the sponsorship activities of these platforms conduct and share on social media. This limited scope highlights the need for an in-depth evaluation of sponsorship practices in the rapidly growing cryptocurrency sector, which has undergone dramatic changes in the sector. Therefore, the purpose of this research is to evaluate how and to what extent Paribu and BtcTurk exchanges utilize sponsorship activities in their social media communications. Since YouTube is the most frequently used social media platform in Türkiye (TUİK, 2024) YouTube was selected within the scope of the study.
The research will assess the types of sponsorships brands feature on YouTube, the frequency with which they use these contents, the impact of sponsorship contents on user engagement, and the level of brand-sponsorship congruence. This study aims to contribute to the literature by examining sponsorship activities in the cryptocurrency exchange sector within the context of social media communication and revealing the unique dynamics in this area.
2. LITERATURE REVIEW
2.1. Marketing Communication on Social Media
Marketing mix, which is also known as 4P’s of marketing, consists of tactical tools (product, price, place and promotion) that firm uses to elicit desired responses from their target market (Kotler and Armstrong, 2018). Among other elements of the marketing mix, promotion is the element which communicates with the customers. Promotion encompasses the activities designed to convey a product’s benefits and persuade the target audience to make a purchase (Kotler and Armstrong, 2018). Promotion mix (also referred as the marketing communication mix) consists of five elements which are sales promotion, advertising, personal selling, public relations and direct marketing (Kotler and Keller, 2019). The common point of all the elements of promotional mix is that their main function is to communicate with the targeted customers (Kayode, 2014). 
Marketing communication is a process that goes beyond the concept of sales promotion, encompassing the presentation of a product concept and brand personality to consumers. In the literature, its broader meaning has often been overlooked because all communication tasks have typically explained solely under the promotion concept (Odabaşı and Oyman, 2009). However, the term marketing communications has a broader scope since it works in conjunction with the other three elements of the marketing mix (product, place, and price) to establish a distinctive marketing profile for a specific product or brand (Egan, 2007). Keller (2009) defines marketing communications as the various methods companies use directly or indirectly to inform, persuade and keep consumers aware of the products and brands they offer. Marketing communication is defined as the sharing of information, concepts, and meanings about products, services, and the organization selling them by the source and recipient (Kayode, 2014). In the same research that the definition of marketing communications by stating that marketing communications can also be defined as targeted interaction with customers and potential customers through one or more media, such as direct mail, newspapers and magazines, television, radio, billboards, telemarketing, and the internet.  Egan (2007) states that, marketing communication is the most visible component of the marketing mix. Some other research states that, the marketing communications mix includes eight main communication tools which are, advertising, sales promotion, events and experiences, public relations and publicity, direct marketing, interactive marketing, word-of-mouth marketing and personal selling (Keller, 2009).  
Advancements in information technology brought significant shifts to both marketing and marketing communications, ultimately paving the way for the development of integrated marketing communication (IMC) (Kitchen et al., 2004). Schultz and Schultz (1998) stated in their study that the shifts in marketing and information technology have significantly influenced marketing communications, suggesting a transition from the traditional 4P-oriented marketing approach of the 1960’s towards the interactive marketplace of the twenty-first century, thereby emphasizing the growing importance of Integrated Marketing Communication (IMC). The first researchers of Integrated Marketing Communication (IMC) highlight the existence of different perspectives on the concept and advocate for a cohesive, customer-focused approach within the promotion mix (Odabaşı and Oyman, 2009). Therefore, integrated marketing communications defined as, thoughtfully aligning and managing all of a company's communication channels to ensure they present a unified, coherent, and persuasive message about the brand and its products (Kotler and Armstrong, 2018). In other words, it refers to a holistic strategy which brings together the tools listed under the integrated marketing communications (advertising, public relations, sales promotion, direct selling, and sponsorship) in a single approach (Yeshin, 2008). Increasing importance of the internet and social media have enabled companies to connect directly with customers. As well as enhancing their interactions, expanding their options, and enabling innovative service approaches (Kitchen and Proctor, 2015). Considering the developments of the 21st century, which are also known as the digital age, significant developments in new communication technologies created a transformative impact on how people communicate. In the light of these facts, media sector has also been significantly impacted by these developments (Özbey, 2022; Rachmawati and Afifi 2022). In this context, it can be said that with the improvement of technology, social media platforms created significant changes in the ways both consumers and brands communicate. It is known that the Internet is creating a more dynamic, customer-focused global marketplace, where technology improves marketing communications (Kitchen and Burgmann, 2010).
Social media has various forms such as social networking sites (Facebook, Instagram and Snapchat), instant messaging services (WhatsApp and Facebook Messenger) macro and micro blogging sites (Twitter, WordPress and Tumblr), multi-player online games (World of Warcraft and League of Legends), and lastly virtual worlds such as Second Life (Ryan et al., 2017). In this digital age, consumers now have to deal with an extensive flow of information from various sources. This is making advertising only one element of this roader exposure, while rapid expansion of media channels has further increased the complexity of media planning (Yeshin, 2008). The transformation technology has changed marketing communications so that companies can use both new and old strategies. This has led to a constant conversation between companies and customers and stronger relationships (Kitchen and Burgmann, 2010). The rise of digital and social media has made marketing communications more dynamic, which has made it harder for brands to use marketing communication principles in their plans (Eagle et al., 2020). Also, using social and digital media in communication plans will make modern integrated marketing communications (IMC) stronger. This shows that marketing managers need to use these new tools to be successful (Kushwaha et al., 2020). In this context, the integrated use of tools within the promotional mix is crucial for satisfying the target market with a customer-centric perspective.
2.2. Sponsorship Activities
There are several definitions of sponsorship in literature. Sponsorship is an activity that brands often use and is based on the give-and-take philosophy (Çoban, 2003: 25). According to Meenaghan (1983), sponsorship is the act of a commercial organization providing financial or in-kind support to an activity in order to accomplish commercial goals. However, the researcher's definition has been criticized for not including non-commercial activities and communication objectives (Cornwell and Maignan, 1998). Existing definitions of sponsorship generally include two important components: the exchange of cash or in-kind considerations and the determination of brand objectives, since sponsorship is based on the fact that brands provide financial support in exchange for being associated with a specific event (Wakefield et al., 2020). In this context, researchers define sponsorship as a series of exchange processes that occur between brands, sponsored organizations, and consumers, with the aim of influencing consumers' thoughts, feelings, and behaviors by using the communication assets of the sponsored organizations during a certain contract period. Lin and Bruning (2021) describe sponsorship as a distinct relationship between the sponsoring and the sponsored organization. 
Supporting social causes is a favored element of the promotional mix (Becker-Olsen and Simmons, 2002). It serves as a well-established marketing communication platform with various forms and for decades, its objectives and evaluation methods have closely resembled those of advertising (Cornwell, 2019). However, sponsorship, essentially a persuasive tool, has an indirect effect, unlike traditional advertising (Erciş, 2012). In other words, unlike advertising, sponsorship doesn't focus on directly promoting a product or brand, but rather creates a long-term, indirect effect by enabling consumers to establish an emotional relationship with the brand.
Sponsorship activities seen beneficial and impactful to create brand awareness and positive brand image (Odabaşı and Oyman, 2009). A brand’s image refers to the set of mental “associations” that consumers have about the brand, which may include its attributes, perceived benefits, and overall attitudes (Keller, 1993). 
One of the most studied theoretical concepts in explaining more effective processing of sponsorship stimuli is the notion of congruence between the sponsor and the event or activity (Cornwell et al., 2005). The consistency between the image of the sponsoring brand and the image of the sponsored event can trigger pre-existing schemas in consumers' minds, leading to the development of positive thoughts and tendencies towards the brand (Koo and Lee, 2019). Therefore, congruence is a concept that evaluates how well the relationship between the sponsor, and the sponsored party matches or complements each other from the consumer's perspective (Dos Santos et al., 2019). Congruence theory proposes that the similarity or connection between certain images influences how information is encoded in memory and the extent to which it can be recalled later (Cornwell et al., 2005). In other words, the fit (congruence) between the sponsor and the supported cause expresses how compatible or complementary these two elements are perceived to be in the minds of consumers (Roy, 2010). Research done by Becker-Olsen and Simmons (2002), shows that sponsorship impact is moderated by the perceived level of fit (congruence) with the cause which the company is supporting and the source of the message. Therefore, in the research it has determined that high-fit sponsorships increase brand equity, while low-fit sponsorships weaken brand equity. Also, research shows that the effects related to fit are highly enduring (Becker-Olsen and Simmons, 2002). 
McCracken (1989) Meaning Transfer Model states that the cultural significance attached to a celebrity extends beyond the individual and is transferred to the products they endorse. So, it can be concluded that celebrity endorsers carry their own symbolic meanings or associations to the endorsement process (Erdoğan, 1999). McCracken (1989) explains the meaning transfer process by three stages. In the first stage, meanings are shaped by the celebrity’s achievements, such as outstanding film performances or athletic successes. In the second stage, these meanings are transferred to the product through advertising and endorsement, so that the associations linked to the celebrity become connected with the product in the consumer’s mind. In the final stage, the product’s attributes are internalized by the consumer, completing the transfer of meaning from the product to the consumer. Gwinner (1997), proposes an Image Transfer Theory based on McCracken's Meaning Transfer Model, explaining the transfer of image between sporting events and brands. Sporting events and celebrity sponsorships function similarly, influencing brand image. This is because consumers associate both elements with specific meanings. While the meanings symbolized by celebrities are known to stem from public events, the meanings symbolized by sporting events are known to stem from the type of event, its characteristics, and individual consumer experiences (Gwinner and Eaton, 1999). Gwinner (1997) argues that the attributes and characteristics of an event, and individual differences in audiences, play a decisive role in the positive impact of sponsorship activities on brand image.
2.2.1. Sponsorship Types:
In the study conducted by Ryan and Fahy (2012), it focused on the evolution of sponsorship and identified five distinct approaches to sponsorship: (1) the philanthropic approach, (2) the market-oriented approach, (3) the consumer-oriented approach, (4) the strategic resource-oriented approach, and (5) the relationship-oriented approach. The same study found that the philanthropic approach views sponsorship as a socially responsible and non-reciprocal approach, while the market-oriented approach views these activities as commercial tools used to increase market share. Furthermore, the consumer-oriented approach argues that sponsorship is used to establish an emotional bond with consumers and strengthen brand image, while the strategic resource-oriented approach views sponsorship as an investment tool used to achieve long-term competitive advantage. Finally, within the relationship-focused approach, sponsorship is used as a tool to strengthen relationships with stakeholders, the media, and collaboration partners.
Erciş (2012) classified sponsorship types into five categories: (1) sports sponsorship, (2) culture and arts sponsorship, (3) environmental sponsorship, (4) education sponsorship, and (5) health sponsorship. Oliver (2004, as cited in Canöz and Doğan, 2015) classified sponsorship types into four categories: (1) sports sponsorship, (2) culture and arts sponsorship, (3) social sponsorship, and (4) environmental sponsorship. Lastly, Lin and Bruning (2021) classified sponsorship into four categories: (1) sports sponsorship, (2) prosocial cause sponsorship, (3) cultural and community sponsorship, and (4) media and program sponsorship. The sponsorship categories proposed by the researchers and their sub-dimensions are shown in Table 1.
Table 1: Sponsorship Categories
	Sponsorship Categories
	Sub-Dimensions

	Sports Sponsorship
	Sports event sponsorship

	
	Sports league sponsorship

	
	Sports venue sponsorship

	
	sports individual/group sponsorship

	Prosocial cause sponsorship
	Prosocial event sponsorship

	
	Prosocial group sponsorship

	
	Prosocial initiative sponsorship

	Culture and Community Sponsorship
	Cultural and community event sponsorship

	
	Recreational venue sponsorship

	Media and Programing Content Sponsorship
	Online community sponsorship

	
	Program and content sponsorship


Source: Lin, H.-C., Bruning, P. F. (2021), "Sponsorship in Focus: A Typology of Sponsorship Contexts and Research Agenda", Marketing Intelligence & Planning, 39/2: 213-233.
Meenaghan (1983) defined the goals companies aim to achieve through sponsorship activities as sponsorship objectives and examined these objectives under six main headings: (1) broad corporate goals, (2) product-oriented goals, (3) sales goals, (4) media coverage, (5) guest hospitality, and (6) personal goals. In this context, broad corporate goals aim to strengthen the company's interaction with society within the framework of its understanding of social responsibility and to enhance its corporate reputation. Product-oriented goals are based on increasing brand or product awareness, establishing a connection with the target audience, and strengthening its market position. Sales goals aim to ensure that sponsorship activities directly or indirectly contribute to sales performance. Media coverage, particularly in situations where mass media outlets are limited or costly, aims to gain public visibility through sponsorship. While hosting guests is considered a means of developing and maintaining relationships with strategic stakeholders, personal goals encompass the motivations that influence senior executives' sponsorship choices, aligned with their individual interests.
2.3. Corporate Image Congruence and Product Congruence in Sponsorship:
Waite (1979 , as cited in Meenaghan 1983), proposed a classification for sponsors and sponsored affiliations based on their level of corporate and product fit. The relevant classification is shown in Table 2.
Table 2: Levels of Corporate Image and Product Fit in Sponsorship Activities
	Category
	Explanation

	Product Link
	The event is directly related to the company’s products or services.

	Product Image Linked
	The event shares similar characteristics with the product’s image.

	Corporate Image Linked
	The event aligns with the company’s overall corporate image.

	Non-Linked
	The event is not directly associated with the company’s products or brand image.


Source: Meenaghan, J. A. (1983), "Commercial Sponsorship", European Journal of Marketing, 17/7: 5-73.
In this context, product-related sponsorship is when the brand is directly linked to the products or services of the event it sponsors. Product-image-related sponsorship, on the other hand, involves a link between the perceptual characteristics of the product and the image of the event. In other words, even if there is no direct relationship with the product, there is perceptual congruence. Corporate image-related sponsorship is when a company sponsors events that align with its corporate values and understanding of social responsibility. Finally, unrelated sponsorships are defined as sponsorships undertaken solely for visibility purposes, without establishing a meaningful strategic link between the brand and the event (Waite, 1979). 
According to the studies related to the congruence of the sponsorship, it is known that congruence level has a positive impact on the brand equity (Becker-Olsen and Simmons, 2002).  Also, it is known that as the congruence level increases consumers attitudes impacted in a positive way (Roy, 2010).   As Image Transfer Theory (Gwinner, 1997) stated, sponsoring events influence brand image and consumers associate both with specific meanings. And the nature and characteristics of an event and also the individual differences in the audience play a decisive role in how sponsorship efforts positively strengthen the brand image. Therefore classifications for sponsors and sponsored affiliations based on their level of corporate and product fit are important for evaluating the contribution of sponsorships to brand communication.  For example, Woisetschläger and Michaelis (2012) argue that if a brand with a negative perception sponsors an event that is evaluated favorably by the public, its brand image may become more positive over time. In other words, this process is explained in terms of the perceptual congruence or incongruence between the brand and the event image.
Sponsorship has long been recognized as a useful marketing communication tool in the field of marketing (Kelly and Whiteman, 2010; Kim et al., 2015; Batt et al., 2021). The most significant reason for the increasing acceptance of sponsorship activities as a marketing communication tool is individuals' skepticism towards various marketing communication tools, especially advertising (Krstić and Đurđević, 2016). The advantages offered by social media platforms (simplicity, accessibility, communication capabilities, and transparency) are crucial for sponsorship activities (Meenaghan et al., 2013). For instance, studies show that social media sites, especially Twitter (X), can help achieve a number of sponsorship goals (Abeza et al., 2014). Additionally, studies on sports sponsorship highlight the many advantages a business can have by combining marketing and sponsorship through targeted fan groups on social media platforms (Zauner et al., 2012).
Examining sponsorship activities in the context of cryptocurrency exchanges reveals that these companies actively engage in sponsorship activities. However, a review of the literature has shown that there is very little interest in the sponsorship activities of businesses engaged in financial transactions or cryptocurrency exchanges (Torrance et al., 2023). In this regard, the study intends to close a major gap in the literature by investigating the sponsorship practices of cryptocurrency exchanges operating in digital environments within the context of social media.
3. METHODOLOGY
3.1. Cryptocurrency Exchange Sector Analysis
The article "Bitcoin: A Peer-to-Peer Electronic Cash System" by Nakamoto (2008) introduced blockchain technology, a revolutionary technology. This technology is regarded as one of the most important technological advancements of recent years since it has significantly altered a number of industries, particularly the financial sector. Blockchain technology functions as a distributed ledger that securely, transparently, reliably, and instantly archives encrypted transaction data in blocks (Bezovski et al., 2021). According to Nakamoto (2008), the technology's elimination of the intermediary problem is its most notable benefit in this context. The researcher highlights in the same study that trust is at the core of the intermediary issue in electronic payments. He presented the blockchain technology-based peer-to-peer payment system called "Bitcoin," which provides proof of payment with cryptographic evidence and enables peer-to-peer transactions, as a solution to these problems. Thus, the birth of Bitcoin marked the first step in the cryptocurrency sector. As a result of the intense interest shown by investors in cryptocurrencies, many cryptocurrency exchanges have launched worldwide (Serbest, 2023). In this context, there has been intense interest in the cryptocurrency sector in Turkey, leading to the emergence of Turkish-based cryptocurrency exchanges such as BtcTurk and Paribu. 
In general terms, cryptocurrency exchange platforms target individuals who are intent to invest in cryptocurrencies. Study conducted by Ante et al. (2023), demonstrates that there are some sub groups under the Turkish cryptocurrency holders and users are not uniform and fall into three distinct groups based on their usage motivations. The first group (Payment Users) focuses on the option of using cryptocurrencies as a means of payment and is known to disregard the speculative nature of these currencies. It is highlighted that members of this group are ideologically motivated and tech-savvy. The existence of users in this group shows that, despite their volatility brought on by high inflation and economic uncertainty surrounding the Turkish lira, cryptocurrencies offer a number of advantages. The second group (Crypto Investors) are experienced investors who hold cryptocurrencies as part of a long-term investment strategy; these individuals have high financial literacy and experience, and are generally male with higher income and education levels. The third group (Crypto Traders) consists of active traders with a high risk tolerance and a high trading frequency; this group is positively correlated with short-term purchase intentions and uses foreign exchanges more intensively than other groups. 
Paribu and BtcTurk's sponsorship activities on YouTube were evaluated within the framework of Waite (1979, as cited in Meenaghan, 1983). In this context, to make the classification presented in the table more accurate and efficient, product and brand images were first defined. When evaluating product image, the relevant assessments were made based on the fact that the brands in question are cryptocurrency exchanges, considering that the product is a service that enables cryptocurrency transactions, and that cryptocurrencies, considered within the context of financial technologies, are dynamic and young. In terms of corporate image, the relevant brand was examined to determine Paribu's image, and the manifesto on the Paribu website (Paribu, 2025) was used as a basis. Btcturk and Paribu will be explained in detail in the following section.	Comment by hakem: Bu kısmı öne alıp sponsorluk değerlendirmelerine dair tartışmalara buradaki verilere dayandırmanız daha doğru olacaktır. 4.1 ve 4.2’de yapılan bazı eleştirilere kısmen yanıt verilebilir burada. Ancak marka kimlikleri ve hedef kitleleri ile ilgili daha detaylı bir içerik oluşturulması gerekmektedir.	Comment by Deniz SERBEST: Markaların kurumsal imajları ile ilgili kısım sektör analizi altında yer alacak şekilde öne alınmıştır.
3.1.1. BtcTurk: 
[bookmark: _Hlk215321469]BtcTurk, launched in 2013, and it is Turkey's first and the world's fourth cryptocurrency exchange (BtcTurk, 2025). In the ranking prepared by Coinmarketcap (2025), based on traffic, liquidity, trading volumes, and trust in the legitimacy of these volumes, BtcTurk is ranked on 69th row. According to the BtcTurk’s corporate website (BtcTurk, 2025), company currently has more than 5 million users, and $159M daily trading volume.
To determine BtcTurk’s promotional mix, BtcTurk Instagram (Btcturkofficial, 2025) website (BtcTurk, 2025), and YouTube channel (BTCTurkOfficial, 2025)  has viewed. When the marketing communication strategy of BtcTurk examined it has seen that the brand uses all the tools in the promotion mix. When some of the promotion mix activities are examined, it has seen that in the field of advertising BtcTurk, broadcasting commercials using both traditional and new media channels. In the field of sales promotion, it is seen in the website (BtcTurk, 2025) and the social media platforms (BtcTurkOfficial, 2025) , BtcTurk has bonuses and dicounts for new users, as well as special day discounts and referral campaigns for all users. In the field of public relations BtcTurk heavily sponsoring sports events and also supporting social responsibility projects.In the field of personal selling, BtcTurk has B2B sales and investor support for corporate clients. In the field of direct marketing, the brand uses e-mail marketing and mobile notifications to encourage investors to take action.
To determine BtcTurk's corporate image, the company's mission, vision, and value propositions, available on its website (BtcTurk, 2025), were examined. In this context, BtcTurk positions its corporate image as a user-focused, industry-leading technology brand based on transparency, trust, and innovation. Acting with the mission of accurately communicating Bitcoin, BtcTurk prioritizes reliability and accessibility in financial services. 
BtcTurk describes its sponsorship activities as follows:
“BtcTurk, which brings Bitcoin to Türkiye, adds value to the ecosystems in which it operates through its financial and technology investments, as well as its support for areas such as sports and the arts. As a new-generation financial institution, BtcTurk supports Turkish sports with the message #WeAreWithTheNewGeneration. BtcTurk continues its support for Turkish sports by becoming the main sponsor of the women's and men's Turkish national football teams, the Turkish National Olympic Committee, and the Turkish National Paralympic Committee.”
In other words, with its pioneering role as Türkiye's first cryptocurrency platform, BtcTurk stands out as a brand that primarily identifies with the themes of trust, deep-rootedness, and cultural unity.
3.1.2. Paribu:
Paribu, meanwhile, was founded in 2017 and its website states that it more than 7 million users (Paribu, 2025). In the ranking prepared by Coinmarketcap (2025), based on traffic, liquidity, trading volumes, and trust in the legitimacy of these volumes, Paribu is ranked 80th row According to the Paribu’s corporate website (Paribu, 2025), company currently has more than 5 million users, and $1.2 billion daily trading volume.
To determine Paribu’s promotional mix, Paribu’s Instagram (Paribucom, 2025) website (Paribu, 2025), and YouTube channel (Paribucom, 2025)  has viewed. When the marketing communication strategy of Paribu examined it was seen that the brand uses all the tools in the promotion mix. When some of the promotional activities are examined, in the field of advertising Paribu uses digital campaigns using well as TV commercials  to reach a broad audience. In the field of sales promotion, Paribu offers new user promotions as well as bonuses. Also, the company uses referral campaigns and seasonal discounts. In the field of public relations, Paribu heavily invests in culture and arts sponsorship and other kinds of sponsorships. Besides sponsorship, Paribu plays role in the corporate social responsibility projects. In the field of personal selling, it has B2B sales for corporate clients. In the field of direct marketing, e-mail marketing campaigns and mobile notifications are used to push investors to make a transaction. 
To determine Paribu's corporate image, the company's mission, vision, and value propositions, available on its website (Paribu, 2025), were examined.  In this context, Paribu's corporate image is seen as having an innovative and social benefit-oriented structure based on the principle of decentralization. The brand prioritizes transparency, sustainability, and collective value creation, while also integrating technology and social impact by taking responsibility in areas such as education, the environment, culture and arts, and social equality. 
Paribu (2025), defines its corporate social responsibility and sponsorship activities as follows;
	“To develop tomorrow's technologies together with young people, Paribu Hub has been executing collaborations and grant programs focused on universities, student clubs, and communities that add value to the ecosystem since 2020. Paribu, which invests in blockchain, crypto assets, web3, and fintech with Paribu Ventures, also offers resources to enhance technology and financial literacy under the umbrella of Paribu Reads to increase blockchain awareness. To contribute to the future of sports culture in Turkey, Paribu has been working under the umbrella of Team Paribu since 2021. Since its founding, Paribu has contributed to expanding the influence of the arts in Turkey by collaborating with numerous partners in the field of culture and arts. In 2025, Paribu has solidified its support for culture and the arts with the Paribu Art venue, which offers a new avenue of expression for interdisciplinary creators. Located in Kadıköy, Istanbul, Paribu Art hosts a variety of cultural and arts events, as well as inspiring summits, congresses, and meetings.”
In other words, Paribu positions its corporate image as an innovative, young, contemporary brand aligned with aesthetic cultural values.
Social media platforms have become powerful communication platforms for brands. In this context, digital financial service platforms like Paribu and BtcTurk use visual and audio content on social media platforms like YouTube to make their sponsorships visible, thereby promoting their brands and activities. Research shows that sponsorships increase trust in crypto assets, reduce resistance to their adoption, and therefore encourage companies to use sponsorships (Babu et al., 2024). Furthermore, it has been stated that sponsorship activities within the scope of content marketing can strengthen the bond between brand and consumer, increase the perceived value of the brand, and positively impact customer trust and loyalty (Tribak, 2025). Cryptocurrency exchanges include content related to sponsorship activities on social media platforms to gain visibility, strengthen brand images, and, more importantly, build user trust. This research aims to examine in detail the content of sponsorship activities of BtcTurk and Paribu on YouTube.
3.2. Purpose and Significance of the Research
The purpose of this research is to determine how and in what ways Paribu and BtcTurk exchanges employs sponsorship activities in their social media communication strategies. Therefore, this study aims to identify the sponsorship types which these brands prioritize within their communication strategies, and to analyze the frequencies of the sponsorship related contents and purposes of these contents. This study also aims to examine the impact of sponsorship activities related content on the engagement levels, and finally, this study aims to reveal the congruence of sponsorship activities with corporate image, product, and product image.
In this context, the goal of this research is to make a significant contribution to the existing literature by examining the sponsorship activities of an innovative sector, such as cryptocurrency exchange platforms, and the role of the sponsorship activities in social media communication. Furthermore, from a theoretical perspective, this study opens up new areas of discussion regarding the use of sponsorship activities in brand communication. Understanding the types of sponsorship activities that brands stand out with, especially in a dynamic environment like social media, will also shed light on future brand communication strategies.
3.3. Scope and Limitations of the Research
In the ranking prepared by Coinmarketcap (2025), based on traffic, liquidity, trading volumes, and trust in the legitimacy of these volumes, BtcTurk is ranked 69th, and Paribu is ranked 80th. These exchanges were included in the study because they are the top two cryptocurrency exchanges in this ranking.
In line with the research objectives, videos related to sponsorship activities shared by Paribu and BtcTurk on YouTube between April 2024 and April 2025 were examined. When the YouTube channels of each brands has examined and it has determined that Paribu (23) and BtcTurk (15) uploaded total of 37 videos related their sponsorship activities. Therefore, brands’ all sponsorship activities related YouTube videos (37) were  videos were examined for this study. When selecting relevant videos for analysis, care was taken to ensure that they were selected on the designated platform, within the designated dates, and related to activities sponsored by the brands.
The research was limited to YouTube because it was conducted solely on this platform. Furthermore, the research covered a one-year period between April 2024 and April 2025. Finally, the research focused solely on the brands' sponsorship activities. Other types of content they shared were not considered.
3.4. Research Method
Qualitative research is a type of research that allows researchers to access new information through its flexibility and exploratory approach (Baltacı, 2019). Therefore, Silverman (1998), states that it is qualitative methods is not the opposite of quantitative methods and the proper use of each method is depend on the research objectives. Qualitative research aims to uncover participants' experiences and worlds of meaning by deeply examining phenomena in their natural settings. It is based not on predetermined hypotheses, but on themes developed from the collected data and a holistic perspective (Dedeoğlu, 2002).  
Content analysis is a formal research technique used in social sciences by drawing inferences from both transcripts or records obtained as a result of research and written or visual media messages (Olgun, 2008). Content analysis technique is flexible and therefore researchers can use content analysis with various data sources such as visual data, textual data and audio data (Stemler, 2015).  As a scientific research technique, content analysis provides new information to the researchers and helps them better understand certain phenomena, or guides them to practical action (Krippendorff, 1989). Content analysts may not always be as qualitative as are political analyst (Krippendorff, 1989), quantitative researchers also analyze written texts using content analysis to obtain reliable results across large populations, creating categories (Seale and Silverman, 1997). 
 	This research is a qualitative study and is based on the comparison of two brands in the cases to be examined within the scope of the research questions. In this context, the sponsorship activities of the Paribu and BtcTurk brands will be examined. Research conducted by TUİK (2024) showed that YouTube is the most widely used social media platform in Turkey, with a rate of 71.3%. Therefore, in line with the research objectives, comparative content analysis, a qualitative research method, was used to examine the sponsorship activities of these brands on YouTube. 
In this context, YouTube channels of BtcTurk  which named BTCTurkOfficial (BtcTurkOfficial, 2025) and Paribu which named Paribucom (Paribucom, 2025) is determined. Then, sponsorship-themed videos shared by Paribu and BtcTurk between April 2024 and April 2025 have been examined within the scope of the themes determined within the scope of the research, and selected examples within the context of these themes have been compared within the scope of the case study.
In line with the research objectives, the sponsored content shared by the brands on YouTube was systematically coded. The coding process utilized the classification of sponsorship types developed by Lin and Bruning (2021) and the classification of sponsor-brand fit proposed by Waite (1979). Details regarding the social media interaction of the brands' sponsorship activities shared on YouTube were determined by examining the interaction elements on the relevant social media platforms. Within this framework, the study sought to answer the following three research questions:
RQ1: What types of sponsorship content does the selected brand include in its social media content? (Based on the classification proposed by Lin and Bruning (2021))
RQ2: How does the sponsorship content shared by the selected brand affect the level of engagement it establishes with its target audience? (Based on the engagement metrics such as total views, comments and likes)
RQ3: How well does the content related to the selected brand's sponsorship activities compatible with the brand? (Based on the classification proposed by Waite (1979))
To answer these research questions, data on the examined sponsorship activities have been analyzed interpretively, based on content analysis principles, within the framework of themes aligned with the research objectives. The findings have revealed the impact of sponsorship strategies on social media communication at a sectoral level.
4. FINDINGS
4.1. Findings Regarding the Sponsorship Types Focused by Paribu and BtcTurk
Sponsorship-themed posts were examined within the scope of video content shared by these brands on YouTube. In this context, the brands' social media posts were evaluated within the framework of the classification introduced to the literature by Lin and Bruning (2021). Table 3 shows the evaluation of sponsorship-themed content featured on Paribu and BtcTurk's YouTube channels according to sponsorship categories.
Table 3: Sponsorship-Themed YouTube Posts of Paribu and BtcTurk by Type
	Sponsorship Categories
	Sub-Dimensions
	Paribu
	BtcTurk
	Total

	Sports Sponsorship

	Sports event sponsorship
	1
	9
	13

	
	Sports league sponsorship
	0
	1
	

	
	Sports venue sponsorship
	0
	0
	

	
	sports individual/group sponsorship
	0
	2
	

	Prosocial cause sponsorship

	Prosocial event sponsorship
	0
	0
	

	
	Prosocial group sponsorship
	0
	0
	

	
	Prosocial initiative sponsorship
	0
	0
	

	Culture and Community Sponsorship
	Cultural and community event sponsorship
	14
	1
	21

	
	Recreational venue sponsorship
	5
	1
	

	Media and Programing Content Sponsorship

	Online community sponsorship
	0
	0
	4

	
	Program and content sponsorship
	3
	1
	

	Total:
	23
	15
	38

	
	
	
	


Paribu's sponsorship activities on YouTube were examined in detail. First, the brand's sponsored content was identified and then classified based on the sponsorship types classification proposed by Lin and Bruning (2021). The analysis revealed that the brand's YouTube posts related to sponsorship activities were largely positioned around culture and community sponsorship, out of the categories of sports sponsorship, social benefit sponsorship, culture and community sponsorship, and media and program content sponsorship. According to the classification of Lin and Bruning (2021), Paribu had a total of 23 sponsorship posts, 83,6% (19) of them which fell within the scope of culture and community sponsorship. Under this category, 14 sponsorships of culture and community events were included, and 5 sponsorships fell under the category of recreational (entertainment/culture) venue sponsorship. 
BtcTurk's sponsorship activities on YouTube were examined in detail. In this context, the sponsored content shared by the brand was first identified and then classified based on the sponsorship types of classification proposed by Lin and Bruning (2021). The analysis revealed that the brand's YouTube posts related to sponsorship activities largely focused on sports sponsorship, categorized as sports sponsorship, social benefit sponsorship, cultural and community sponsorship, and media and program content sponsorship. In this regard, the sponsorship activities of BtcTurk and Paribu exhibit a very different thematic structure. An examination of the brand's YouTube posts between April 2024 and April 2025 reveals a total of 15 posts related to sponsorship activities. 80% (12) of these posts fall directly under the sports sponsorship category. When these posts are examined by subcategories, it is found that 9 of them are in the sporting event sponsorship category, 1 in the sports league sponsorship category, and 2 in the team/individual athlete sponsorship category. 2 posts under the "culture and community sponsorship" category were found to be sponsored by cultural and community events. 1 post under the "media and program content sponsorship" category was found to be sponsored by program and content.
In summary, between April 2024 and April 2025, Paribu (23 posts) produced more sponsorship posts than BtcTurk (15 posts) in terms of the total number of sponsorship posts. 
4.2. Engagement Levels of Paribu and BtcTurk's Sponsorship-Themed Contents
Table 4 compares the content of Paribu and BtcTurk's sponsorship activities on YouTube based on their engagement levels (number of views, likes and comments). The results indicate significant differences in the sponsorship strategies of both brands on digital platforms.
Table 4: Engagement Levels of Paribu’s Sponsorship Related Content on YouTube
	
	Sponsorship Related Content Title (English)
	Sponsorship Related Content Title (Turkish)
	Date
	Total Views
	Likes
	% Likes Per Views
	Comments
	% Comments per views

	1
	Long Saturday at Arter with Paribu on April 26
	Paribu ile Arter'de Uzun Cumartesi 26 Nisan'da
	21 Nisan 2025
	385.128
	3
	0,00078
	1
	0,00026

	2
	Paribu was among the sponsors and attendees of Paris Blockchain Week 2025 | #pbw2025
	Paribu was among the sponsors and attendees of Paris Blockchain Week 2025 | #pbw2025
	17 Nisan 2025
	134.247
	5
	0,00372
	2
	0,00149

	3
	Your festival has arrived: Paribu as the high-contribution theme sponsor of the Istanbul Film Festival
	Senin festivalin gelmiş: İstanbul Film Festivali yüksek katkıda bulunan tema sponsoru Paribu
	11 Nisan 2025
	239
	4
	1,67364
	3
	1,25523

	4
	Webrazzi Fintech 2024 has ended
	Webrazzi Fintech 2024 sona erdi
	23Aralık 2024
	32.068
	4
	0,01247
	1
	0,00312

	5
	Long Saturday at Arter with Paribu on December 21
	Paribu ile “Arter’de Uzun Cumartesi” 21Aralık'ta
	10 Aralık 2024
	532.806
	4
	0,00075
	0
	0

	6
	When was the last time you went to the cinema? | Paribu Cineverse
	En son ne zaman sinemaya gittiniz? | Paribu Cineverse
	15 Kasım 2024
	673.491
	4
	0,00059
	29
	0,00431

	7
	When was the last time you went to the cinema? | Paribu Cineverse
	En son ne zaman sinemaya gittiniz? | Paribu Cineverse
	12 Kasım 2024
	162.644
	12
	0,00738
	3
	0,00184

	8
	Webrazzi Summit 2024 has ended
	Webrazzi Summit 2024 sona erdi
	01 Kasım 2024
	33.396
	0
	0
	0
	0

	9
	Galatasaray - Beşiktaş match | Paribu Fan Zone
	Galatasaray - Beşiktaş maçı | Paribu Fan Zone
	31 Ekim 2024
	145.583
	3
	0,00206
	9
	0,00618

	10
	212 Photography Istanbul 2024 has ended
	212 Photography Istanbul 2024 sona erdi
	14 Ekim 2024
	50.102
	0
	0
	2
	0,00399

	11
	Ayvalık International Film Festival 2024 has ended
	Ayvalık Uluslararası Film Festivali 2024 sona erdi
	09 Ekim 2024
	88.333
	4
	0,00453
	1
	0,00113

	12
	8th Bozcaada Jazz Festival has ended
	8. Bozcaada Caz Festivali sona erdi
	26 Eylül 2024
	63.444
	2
	0,00315
	0
	0

	13
	Paribu continues to support “The City’s Festival” 212 Photography Istanbul
	Paribu, “Şehrin Festivali” 212 Photography Istanbul’un destekçisi olmaya devam ediyor
	25 Eylül 2024
	407.022
	3
	0,00074
	0
	0

	14
	[bookmark: _Hlk205816641]23rd İKSV Filmekimi begins with Paribu sponsorship
	23. İKSV Filmekimi Paribu sponsorluğunda başlıyor.
	25 Eylül 2024
	994.588
	15
	0,00151
	2
	0,00020

	15
	Paribu Harbiye Open-Air Concerts continue
	Paribu Harbiye Açıkhava Konserleri devam ediyor
	13 Eylül 2024
	388.669
	5
	0,00129
	10
	0,00257

	16
	Connect with Jazz: Bozcaada Jazz Festival under the sponsorship of Paribu on September 6-7-8
	Cazla Bağlan: Bozcaada Caz Festivali, Paribu sponsorluğunda 6-7-8 Eylül’de
	21Ağustos 2024
	286.659
	4
	0,00140
	2
	0,00070

	17
	Countdown to Bozcaada Jazz Festival has begun
	Bozcaada Caz Festivali için geri sayım başladı
	01 Temmuz 2024
	334.496
	4
	0,00120
	0
	0

	18
	Paribu Harbiye Open-Air Concerts begin
	Paribu Harbiye Açıkhava Konserleri başlıyor
	07 Haziran 2024
	395.530
	3
	0,00076
	1
	0,00025

	19
	Paribu Art Agenda with Yekta Kopan: Arter
	Yekta Kopan ile Paribu Sanat Ajandası: Arter
	31 Mayıs 2024
	139.160
	16
	0,01150
	1
	0,00072

	20
	Long Saturday at Arter with Paribu on June 8
	Paribu ile Arter'de Uzun Cumartesi 8 Haziran'da
	29 Mayıs 2024
	406.269
	2
	0,00049
	0
	0

	21
	43rd Istanbul Film Festival has ended
	43. İstanbul Film Festivali sona erdi
	06 Mayıs 2024
	57.014
	0
	0
	0
	0

	22
	Paribu Art Agenda with Yekta Kopan: Büyük Ev Ablukada - Defensive Design
	Yekta Kopan ile Paribu Sanat Ajandası: Büyük Ev Ablukada - Defansif Dizayn
	45.782
	74.968
	48
	0,06403
	1
	0,00133

	23
	Long Saturday at Arter with Paribu on April 27
	Paribu ile Arter’de Uzun Cumartesi 27 Nisan’da
	22 Nisan 2024
	558.995
	1
	0,00018
	3
	0,00054

	
	
	
	Total:
	6.583,612
	146
	%0,0022
	72
	%0,00109 


An examination of Paribu's YouTube posts related to its sponsorship activities between April 2024 and April 2025 reveals that the brand shared a total of 23 sponsorship-themed pieces of content. 
The total views of the sponsorship related videos are 6.583,612. An examination of Paribu's sponsorship-related posts by engagement level reveals that the sponsorship post with the highest number of views is "23rd İKSV Filmekimi begins with Paribu sponsorship." with 994,588 views. Conversely, the post with the lowest number of views is "Your festival has arrived: Paribu as the high-contribution theme sponsor of the Istanbul Film Festival." with only 239 views. 
Sponsorship-related posts on YouTube exhibit a highly variable pattern, not only in terms of views but also in terms of likes and comments. For example, the highest-liked post was " Paribu Art Agenda with Yekta Kopan: Arter " (48 likes), while some other high-view content was virtually absent. 
Table 5: Engagement Levels of BtcTürk’s Sponsorship Related Content on YouTube
	
	Sponsorship Related Content Title (English)
	Sponsorship Related Content Title (Turkish)
	Date
	Total Views
	Likes
	% Likes Per Views
	Comments
	% Comments per views

	1
	BtcTurk Bull Run Half Marathon on April 21 in Üsküdar!
	BtcTurk Boğa Koşusu Yarı Maratonu 21 Nisan’da Üsküdar’da!
	2 Nisan 2024
	
184.285
	0
	0
	0
	0

	2
	BtcTurk CEO Özgür Güneri Invites You to the BtcTurk Bull Run Half Marathon on April 21!
	BtcTurk CEO’su Özgür Güneri, Seni 21 Nisan’daki BtcTurk Boğa Koşusu Yarı Maratonu'na Davet Ediyor!
	8 Nisan 2024
	1912
	0
	0
	0
	0

	3
	BtcTurk Bull Run Half Marathon on April 21 in Üsküdar!
	BtcTurk Boğa Koşusu Yarı Maratonu 21 Nisan’da Üsküdar’da!
	18 Nisan 2024
	1055
	0
	0
	0
	0

	4
	We Celebrated the Bitcoin Halving on April 21 with the BtcTurk Bull Run Half Marathon!
	21 Nisan'da Bitcoin Ödül Yarılanmasını BtcTurk Boğa Koşusu Yarı Maratonu ile kutladık!
	22 Nisan 2024
	
609
	0
	0
	0
	0

	5
	How Was the BtcTurk Bull Run Half Marathon Where We Celebrated the #Bitcoin Halving on April 21?
	21 Nisan'da #Bitcoin Ödül Yarılanmasını Kutladığımız BtcTurk Boğa Koşusu Yarı Maratonu Nasıl Geçti?
	29 Nisan 2024
	364
	0
	0
	0
	0

	6
	BtcTurk Founder Kerem Tibuk Evaluated the BtcTurk Bull Run Half Marathon
	BtcTurk Kurucusu Kerem Tibuk, BtcTurk Boğa Koşusu Yarı Maratonu'nu Değerlendirdi
	30 Nisan 2024
	536
	0
	0
	0
	0

	7
	As the Main Sponsor of the National Volleyball Teams, BtcTurk Wishes Success to the “Sultans of the Net” in the Nations League!
	Voleybol Milli Takımlar Ana Sponsoru BtcTurk’ten Filenin Sultanları’na Milletler Ligi’nde Başarılar!
	10 Mayıs 2024
	
1.456.000
	0
	0
	0
	0

	8
	Happy May 19 Commemoration of Atatürk, Youth and Sports Day!
	19 Mayıs Atatürk’ü Anma, Gençlik ve Spor Bayramımız Kutlu Olsun!
	19 Mayıs 2024
	
312
	0
	0
	0
	0

	9
	The Season at BtcTurk Vadi Opened with Melike Şahin’s Wonderful Performance!
	BtcTurk Vadi’de sezon Melike Şahin’in harika performansıyla açıldı!
	3 Haziran 2024
	1700
	0
	0
	0
	0

	10
	As the Main Sponsor of the Turkish National Football Teams, BtcTurk Wishes Success to #OurBoys in Europe!
	Türkiye Milli Futbol Takımları Ana Sponsoru BtcTurk, #BizimÇocuklar’a Avrupa’da Başarılar Diler!
	13 Haziran 2024
	
1.400.584
	0
	0
	0
	0

	11
	BtcTurk Concerts Continue!
	BtcTurk Konserleri Devam Ediyor!
	4 Temmuz 2024
	331
	0
	0
	0
	0

	12
	We Watched the Türkiye - Austria Match Together at BtcTurk Vadi!
	Türkiye - Avusturya Maçını BtcTurk Vadi'de Hep Birlikte İzledik!
	4 Temmuz 2024
	
950
	0
	0
	0
	0

	13
	We Experienced the Quarter-Final Excitement at BtcTurk Vadi!
	Çeyrek Final Heyecanını BtcTurk Vadi'de Yaşadık!
	9 Temmuz 2024
	359
	0
	0
	0
	0

	14
	As the Main Sponsor of the National Volleyball Teams, BtcTurk Wishes Success at the Paris 2024 Olympic Games!
	Voleybol Milli Takımlar Ana Sponsoru BtcTurk, Paris 2024 Olimpiyat Oyunları'nda başarılar diler!
	12 Temmuz 2024
	1024
	0
	0
	0
	0

	15
	DigitalTalks Autumn '24 | Self-Service Financial Services
	DigitalTalks Sonbahar'24 | Self Servis Finansal Hizmetler
	23 Aralık 2024
	
260
	0
	0
	0
	0

	
	
	
	Total:
	2.994.281
	0
	0
	0
	0


BtcTurk, on the other hand, appears to have structured its sponsorship-related posts around mass events such as half marathons, national team matches, and major concerts to reach a wider audience. An examination of the brand's sponsorship-related posts reveals that it posted a total of 15 sponsorship-related posts between April 2024 and April 2025. 
The total views of the sponsorship related videos are 2.994.281. An examination of the number of views of the posts reveals that the highest-viewed post, with 1.4 million views, was “As the Main Sponsor of the National Volleyball Teams, BtcTurk Wishes Success to the “Sultans of the Net” in the Nations League!” 1.4 million views. However, while these posts have a high number of views, an examination of other posts reveals that their views are quite low. 
In this context, an examination of these posts reveals that the post with the lowest number of views is “DigitalTalks Autumn '24 | Self-Service Financial Services”  (260 views). Quantity of likes and comments reveals a striking difference. Even BtcTurk's highest-viewed posts lack likes or comments. 
According to the total number of views of the sponsorship-related video posts of these brands, it can be observed that with 6.583,612 views Paribu’s videos are getting more attention than BtcTurk’s (2.994.281).
4.3. Evaluating the Brand Compatibility of Paribu and BtcTurk's Sponsorship Activities
BtcTurk and Paribu’s sponsorship activities on YouTube were classified based on the classification of Waite (1979, as cited in Meenaghan, 1983), in terms of product and corporate compatibility. The classification is shown in Table 6.
Table 6: Classification of Paribu and BtcTurk's Sponsorship Activities Based on Compatibility
	Category
	Paribu
	Total Views
	Total Comments 
	Total Likes
	BtcTurk
	Total Views
	Total Comments 
	Total Likes

	Product Link
	3
	1.224.804
	3
	21
	3
	134.642
	0
	0

	Product Image Linked
	1
	145.583
	9
	3
	5
	2.859.639
	0
	0

	Corporate Image Linked
	19
	5.213.225
	60
	122
	7
	189.409
	0
	0

	Non-Linked
	0
	0
	0
	0
	0
	0
	0
	0


An examination of the relevant table reveals that Paribu's sponsorship sharing strategy largely revolves around events related to its corporate image. This category includes %82,6 (19) of the 23 sponsorship posts. In this regard, it was discovered that Paribu's sponsorship activities in YouTube posts mostly concentrated on topics related to intellectual, social, and cultural values. In contrast, BtcTurk showed a more equitable distribution of sponsorships. BtcTurk concentrated more on product image-related sponsorships than Paribu (5 posts), while corporate image-related sponsorships are consist of 46,7%  (7 posts) of the total posts.
An examination of BtcTurk's sponsorship posts directly related to the product reveals that the most viewed post in this category is "How Was the BtcTurk Bull Run Half Marathon Where We Celebrated the #Bitcoin Halving on April 21?" with 609 views. Paribu's most viewed post in this category is "Paribu was among the sponsors and attendees of Paris Blockchain Week 2025 | #pbw2025" with 134,247 views. 
An examination of sponsorship posts related to the product image reveals that BtcTurk's most viewed post in this category is "As the Main Sponsor of the National Volleyball Teams, BtcTurk Wishes Success to the “Sultans of the Net” in the Nations League!" with 1,404,434 views. Paribu's most viewed post in this category is Galatasaray - Beşiktaş maçı | Paribu Fan Zone!" with 145.583 views. 
An examination of sponsorship posts related to corporate image reveals that BtcTurk's most viewed post in this category is " BtcTurk Bull Run Half Marathon on April 21 in Üsküdar!" with 184,285 views. Paribu's most viewed post in this category is " 23rd İKSV Filmekimi begins with Paribu sponsorship." with 994,588 views. 
As for the performance metrics (total views, likes and commets), best performance in all metrics observed in the corporate image link category for Paribu. For BtcTurk, highest performed category is product image link.
5. DISCUSSION:
According to the research objectives all the pre-determined research questions has examined carefully. 
5.1. RQ1: 
Accordingly, within the scope of the first research question (RQ1), the types of sponsorship content shared by BtcTurk and Paribu were clearly identified. Results show that Paribu (23 posts) produced more sponsorship contents than BtcTurk (15 posts) within the designated dates. While   Paribu's activities focus on cultural and artistic content, BtcTurk appears to prefer sports-focused events with high mass participation. Companies often take the first steps in sponsorship activities because of their managers' sincere interest in a particular event or cause (Cornwell and Maignan, 1998).  In this context, the thematic distribution of sponsorships offers important clues about the perceived value both brands aim to create in the public. Most sponsorships cannot fulfill all functions simultaneously for all target audiences. Therefore, organizations should identify and select the most suitable sponsorship partner based on sponsorship fit, cost, target market, and sponsorship function (Lin and Bruning, 2021). 
This findings shows that Paribu prioritizes artistic events, open-air concerts, film festivals, and museum collaborations in its sponsorship strategy. Paribu's portfolio of sponsored posts on YouTube includes only one sponsorship for a sports event. This suggests the brand's more limited focus on sports-focused mass communication. In summary, when evaluated overall, Paribu's sponsorship strategy appears to be more focused on cultural activities. Paribu positions its corporate image as an innovative, young, contemporary brand aligned with aesthetic cultural values therefore it is clear that sponsorship strategy of Paribu is consistent with its mission and vision statements, which mainly revolves around the company’s focus on arts, declared it its website (Paribu,2025). 
When compared to Paribu, BtcTurk's sponsorship activities seem to have a very distinct theme structure. This implies that high-profile events like marathons, national teams, and major sporting events are the main emphasis of BtcTurk's sponsorship strategy. This sponsorship strategy aligns with BtcTurk's website's purpose and vision statement (BtcTurk, 2025). In conclusion, the corporation presents itself as a brand that is principally associated with the themes of national and cultural unity, trust, and deep rootedness. The brand's focus on sports sponsorship demonstrates its aim to connect with its target audience through a strong sense of national unity, enthusiasm, and excitement.  Furthermore, the "Main Sponsorship of Volleyball National Teams" and "Sponsorship of the Turkish National Football Team" can be considered significant moves that strengthen BtcTurk's strategy of publicly identifying with national values.   When the statements in the website (BtcTurk, 2025) and promotional mix of BtcTurk examined, it can be concluded that,  BtcTurk’s focus of sports sponsorship activities align with company’s corporate image.
5.2. RQ2: 
Within the scope of the second research question 2 (RQ2), the engagement levels of the shared sponsorship content of each brand were examined. The most and least-watched contents of Paribu clearly demonstrate that there is a significant gap in view counts, and that not all sponsored content receives the same level of attention. 
The most viewed YouTube video of Paribu is from the culture and arts category. Same issue occurs also in the comments and likes of the video’s sponsorship-related YouTube posts show highly variable likes and comments, suggesting that while they receive views, audience engagement is generally low compared to the total number of views. Considering this information, it can be argued that while sponsored content is viewed, viewers' engagement is low. 
An examination of the number of views of the contents of BtcTurk reveals that the highest-viewed post, and lowest view content has a significant gap according to the view rate. In this context, it was determined that there was an unbalanced distribution of views among posts related to sponsorship activities. Except for posts related to the sponsorship of Turkey's national football and volleyball teams, other posts did not have a significant number of views. In this regard, it can be said that national teams have become a highly engaging element in YouTube posts related to sponsorship activities. A striking discrepancy was observed between the number of likes and comments. This means that even BtcTurk's most viewed posts lacked likes or comments. In conclusion, a comparison of these two brands' sponsorship posts shows that while BtcTurk concentrates on highly visible events that appeal to a broad audience, like sporting events, and they receive the highest views in these categories, Paribu's content typically focuses on sponsorships with cultural depth.  Paribu's content receives relatively more likes and comments then BtcTurk but its views fluctuate. BtcTurk, on the other hand, achieves very high views on some content but receives almost no user engagement. 
This situation can be explained either by the passivity of the target audience or by a sharing strategy that doesn't encourage interaction. Research indicates that visuals have a positive impact on the quantity of comments while incentive messages such as call to win or call to act has a positive impact on quantity of both comment and like (Lei et al., 2017). In the same research indicates that contents about promoting a product have the lowest level of engagement rate. In the literature, it is stated that medium- to long-duration videos, when shared outside of working hours and on weekdays, receive more interaction with subjective language and slow-paced content (Munaro et al., 2021). When we examine the results of the engagement rate analysis of each brand, the outcomes are consistent with the reasons for the low engagement rate stated in the literature. When the videos are examined, most of the sponsorship video contents mainly focused on promoting an event or activity. 
5.3. RQ3:
Within the scope of the third research question (RQ3), the congruence levels of each brand’s sponsorship activities with corporate image, product and product image have been examined. Results showed that Paribu’s sponsorship activities revolves mostly around its corporate image (19 posts) and this reflects the brand's efforts to position itself in areas such as social responsibility, cultural and artistic support, and collective benefit creation. This strategy of Paribu is consistent with its mission and vision statement on its website (Paribu,2025). This approach of Paribu is consistent with the literature. According to broad corporate objectives of sponsorship which stated by Meenahhan (1983), it is seen that Paribu focused on strengthening the company's interaction with society within the framework of its understanding of social responsibility and to enhance its corporate reputation. When the metrics are examined, results show that sponsorship activities related to corporate image of Paribu has the highest views. This shows that Paribu’s congruent sponsorship selection enhanced awareness and gained visibility. Direct or indirect product-linked sponsorships are limited, suggesting that Paribu structures its sponsorships based on image and values, rather than focusing on direct sales.
 BtcTurk, on the other hand, exhibits a more balanced distribution according to the congruence type of sponsorships. This demonstrates that BtcTurk aims to strengthen its product image in dynamic and broad-based areas such as sports, national teams, and high-visibility events. BtcTurk’s sponsorship strategy is also consistent with its mission and vision statements in its website (BtcTurk). This approach of BtcTurk is consistent with the literature. According to Product-oriented goals of sponsorship which stated by Meenahhan (1983), it is seen that brands goals based on increasing the brand or product awareness, establishing a connection with the target audience, and strengthening its market position. There are three sponsorships directly related to the product, which is on par with Paribu. On the other hand, the equal distribution of all categories does not perform the same. The highest performance observed in the product image link category is consistent with the mainly focused values stated in the mission and vision statement in the brand.  This finding shows that BtcTurk’s product image related sponsorship contents can drive the strongest audience engagement according to the views.
An examination of BtcTurk's most viewed sponsorship posts directly related to the product reveals a direct connection between the product and the event, organized to celebrate the halving, which occurs every four years. Paribu's most viewed post in this category shows that brand's sponsorship of a financial technologies industry event establishes a direct connection with the product. 
An examination of sponsorship posts related to the product image reveals that BtcTurk's most viewed post aligns with the dynamic and youthful nature of cryptocurrencies. Paribu's most viewed post in this category reveals that the focus is on the open-air concert event, which is also consistent with the dynamic and youthful nature of this post. 
An examination of sponsorship posts related to corporate image reveals that BtcTurk's most viewed post in this category shows that, when considering that BtcTurk (2025) positions its corporate image as one associated with themes of trust, deep-rootedness, and national unity, along with its pioneering role as Turkey's first cryptocurrency platform, sponsoring a marathon in the theme of investing aligns with its corporate image. When considering that Paribu (2025) defines its corporate image as integrating technology and social impact by taking responsibility in areas such as education, the environment, culture and arts, and social equality, Paribu's most viewed post in this which is its sponsorship of the Filmekimi event category shows that this choice aligns with its corporate image. 
As a result, both brands position their sponsorships thematically in line with their corporate images, stated in their mission and vision statements, and objectives. In the related literature it is suggested that managers must carefully evaluate the sponsorship context to ensure that the event or asset they sponsor aligns with the company's image and values (Lin and Bruning, 2021). Additionally, studies show that in order to prevent public reaction, successful media sponsorships necessitate carefully choosing entertainment content that is consistent with the brand's values and integrating it with these content in a harmonious and fluid way (Onalaja and Otokiti, 2023).Cryptocurrency exchanges use sponsorship-based content on these platforms to gain visibility, reinforce their brand image, and build user trust.  According to research, sponsorship image is crucial for fostering trust and overcoming opposition to cryptocurrencies and related assets (Babu et al., 2024). Paribu reinforces its corporate responsibility image primarily through social benefit and cultural impact, while BtcTurk adopts a positioning strategy centered on leadership and trust by participating in more visible and mass-produced events aimed at strengthening its product image. 
Therefore, in consistent with the literature, the fact that neither brand has any posts in the "non-linked" category demonstrates that their sponsorship strategies are being implemented consciously and consistently with their brand identity. Therefore, the sponsorship activities both brands invest in consistent with the existing literature since they are mostly focusing on the sponsorship categories which is congruent with the represented values of their brands.
6. CONCLUSION:
6.1. Theoretical Contributions:
This study enriches the sponsorship literature by shedding light on cryptocurrency exchange platforms’ sponsorship activities, offering meaningful contributions particularly in the areas of sponsorship types, sponsorship congruence, and digital engagement behavior. 
First the findings revealed that Paribu and BtcTurk focuses on different sponsorship domains. Brands’ sponsorship focus showed that each brand focuses on the sponsorship type align with the concepts mentioned in each of their mission and vision statement (BtcTurk (Sport sponsorship), Paribu (Culture and community sponsorship). This supports the argument that high sponsorship fit enhances the effectiveness of meaning transfer and leads to stronger audience perception (Roy, 2010). In line with Image Transfer Theory (Gwinner, 1997), the study shows that brands achieve higher visibility and impact when they inverst in sponsorship areas that naturally align with their corporate goals and image.
Second, the observed difference between total views and engagement levels (comments and likes) adds a significant dimension to existing sponsorship research. In this context, the fact that high views do not necessarily translate to the same proportion of likes and comments suggests the dominance of passive content consumption on these platforms. This finding clearly emphasizes that theoretical models of sponsorship effectiveness should consider not only reach but also behavioral interaction dynamics.
Finally, the absence of sponsorships in the "unrelated" category for both brands suggests that sponsorship choices are made consciously and with significant emphasis on brand image. This contributes to the literature on the strategic use of sponsorships by demonstrating that sponsorships in the cryptocurrency exchange sector are not randomly chosen but rather are carefully chosen as a tool for building corporate image.
6.2. Practical Contributions:
Practitioners who wish to improve their strategies for sponsorship activities might benefit greatly from the practical results of this study.
First, the findings showed that in the sponsorship categories where they were most consistent, brands had a greater watching influence. The sponsorship posts from BtcTurk in the sports category and Paribu in the culture and community category received the most views. This result emphasizes how crucial it is to concentrate on areas that support a brand's strategy in light of the principles stated in its mission and vision statement. By increasing their presence in sponsorship areas that best represent their company's brand and image and allow them to forge deep connections, managers may succeed more.
Second, BtcTurk's poor engagement rate shows that visibility by itself is unable to increase engagement, even with its extremely high viewing numbers. This emphasizes how crucial it is for marketers to provide sponsored content on YouTube that is engagement-focused rather than just advertising. By telling stories, using user stories, or working with influencers, you can get viewers to interact with the information or develop an emotional bond with it. 
Lastly, a comparison between BtcTurk's investment in high-visibility, product-focused sponsorships and Paribu's concentration on corporate image sponsorships indicates that various positioning methods can be successful for crypto businesses. Depending on the brand's current perception and strategic goals, managers can utilize this information to decide between image-focused and product-focused sponsorship strategies. It is recommended that managers carefully consider brand fit, target audience relevance, long-term image impact, and popularity when evaluating prospective sponsorship activities.
7. LIMITATIONS AND RECOMMENDATIONS FOR FUTURE RESEARCH
This study has certain limitations, just like any other. First, only two Turkish-based cryptocurrency exchanges, BtcTurk and Paribu, were the subject of the study. To obtain a more comprehensive understanding of the bitcoin exchange industry in relation to sponsorship, future studies may also look at other exchanges that are active in Turkey. Second, the study solely looked at social media sponsorship in relation to YouTube videos. Future studies that look at firms' sponsoring efforts on other social media platforms could add to the body of knowledge. Lastly, the study looked at social media posts about sponsoring efforts in relation to cryptocurrency exchanges. By applying this research to other areas, future studies could significantly add to the body of literature.
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