
Introduction1)

 
Sponsorship has been one of the most favored 

marketing communication strategies for business 
organizations to increase brand awareness and market 
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share since the early 1990s (Gwinner & Eaton, 1999; 
Scott & Suchard, 1992; Stotlar, 1999). Consequently, 
small companies worldwide as well as global corporates 
such as Nike and Adidas have begun to take sponsorship 
seriously and consider it a highly influential part of 
the integrated marketing communication strategy of the 
firm. While companies may choose to sponsor various 
fields, histories and data continue to show that the sports 
market is the most preferred option for businesses, 
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Abstract
 

This study aims to identify the adverse effects of undesirable sports sponsorships. It specifies and empirically 
tests the impact of the main sponsor by attribute type (original/undesirable/pro-social) on consumers’ team 
perceptions and purchase intentions for the team jersey. The moderating role of fan identification (high versus 
low) with the team and value congruence (high versus low) between consumers and the sponsor are also 
investigated. Using a sample of undergraduate students (n = 185) from the Republic of Korea, we found 
that the sponsor’s attribute type influences participants’ attitudes toward the sports team and purchase intentions 
for the team jersey. More specifically, participants scored their attitudes toward the team (Moriginal sponsor = 
4.672, Mpro-social sponsor = 3.325, Mundesirable sponsor = 2.015, F = 73.491, p = .000) and purchase intentions for the jersey 
(Moriginal sponsor = 3.471, Mpro-social sponsor = 2.786, Mundesirable sponsor = 1.918, F = 16.100, p = .000). The results show that 
fan identification moderates the main effects of sponsor attributes on consumers’ attitudes toward the team 
(F = 4.571, p = .011) and purchase intentions team (F = 8.454, p = .000). They further reveal that value congruence 
moderates the effects of sponsor attributes on consumers’ attitudes toward the team (F = 6.132, p = .002). 
However, no significant interaction on the effects of sponsor attributes on consumers’ purchase intentions 
for the team jersey is found (F = .344, p = .853). The findings of the comprehensive analysis conducted 
in this study have several implications for practitioners of sports sponsorship communication. In addition, 
this study suggests focus areas for academic discussion and outlines future research directions.
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having approximately 70% of the total sponsorship 
market share in the North American region (PwC, 2025) 
and reaping over 57 billion U.S. dollars in the global 
sports sponsorship market in 2020 (Gough, 2024). 
Various product and service enterprises contribute to 
the growth of the sports sponsorship market by 
investing over several billion U.S. dollars; for instance, 
financial services, technology, automotive, telecoms, 
retail, and soft drinks companies invested more than 
20 billion U.S. dollars in the sports sponsorship market 
in 2020 (Gough, 2024).

Although the significant effect of sports sponsorship 
on increasing companies’ awareness and brand image 
is evident, academia has continued to explore its 
relationship with consumer behavior using various 
theories. For instance, Kahle and Homer’s (1985) 
match-up hypothesis, one of the various names used 
for the congruence theory, has been adopted to explain 
the importance of the fit between the endorser and 
endorsee in maximizing the endorsing effect. 
Furthermore, beyond the emphasis on fit, the frequent 
use of sports stars in marketing strategies (Boyland et 
al., 2013; Bush et al., 2005; Lear et al., 2009; Stafford 
et al., 2003), has led to the application of McCracken’s 
(1989) meaning transfer model, which highlights how 
consumers interpret meanings based on sports stars’ 
background. Recent sports sponsorship studies have 
highlighted the negative impact that sponsors would 
face when their sponsoring sports stars deliver negative 
meanings to the product or sponsors by becoming 
involved in unethical conduct (Lee et al., 2015; Lee 
& Koo, 2015; Yoon & Shin, 2016, 2017).

However, when considering unethical conduct, it is 
somewhat ironic that professional sports teams have 
long been sponsored by harmful products, potentially 
promoting unethical behavior among consumers 
(Howard & Crompton, 1995). However, legal efforts 
have led to the creation of many jurisdictions that ban 
the sponsorship of harmful products—most 
representatively tobacco companies—in professional 
sports, due to concerns that such sponsorship may 
encourage fans to experiment with or consume tobacco, 
which can easily lead to addiction (Aitken et al., 1986; 
Hoek et al., 1993; Sparks, 1999). Similar jurisdictional 

efforts have recently emerged in the new eminent sports 
sponsorship market, sports gambling. For instance, in 
English Premier League, although online gambling 
companies sponsor 9 teams out of 20, the United 
Kingdom government is planning to ban such 
sponsorships from the league (Parker-Turner, 2021). 
Furthermore, academia has constantly raised caution, 
pointing out that watching sports teams sponsored by 
online gambling companies may encourage fans to 
engage with the sponsors’ online gambling services (see 
Hing et al., 2013). 

Hence, various efforts have been made to prevent 
the ethically undesirable entry of companies into the 
sports sponsorship market (Aitken et al., 1986; Hing 
et al., 2013; Hoek et al., 1993; Howard & Crompton, 
1995; Parker-Turner, 2021; Sparks, 1999), and the 
question remains whether it will be beneficial for 
professional sports teams to receive sponsorship from 
ethically undesirable companies at the first place. 
Studies have shown that negative public image of sports 
stars adversely impact their sponsors (Yoon & Shin, 
2016, 2017). Therefore, it is more likely that ethically 
undesirable meanings will be transferred to sports teams 
when they are sponsored by such companies 
(McCracken, 1989). Therefore, more research is needed 
to identify whether fans will remain loyal to their sports 
teams when their teams’ meanings and images become 
ethically undesirable. In summary, this study aims to 
identify the possible adverse effects of sports 
sponsorships by undesirable sponsors in accordance 
with fans’ attitudes and perceived congruence between 
the sponsor and their favored teams.

 
Literature Review and Hypotheses
 

Theoretical Backgrounds
 
Since the 1990s, corporate sponsorship has been 

explained as a function when corporates expect the 
positive image of the event that their target consumers 
have will be transferred to their brand or organization 
when they sponsor the event (Crimmins & Horn, 1996). 
This explanation is based primarily on Heider’s (1946) 
balance theory, which states that people seek a balance 
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between two objects of different values. For instance, 
when people find one highly valued object linked to 
another that is not valued much, balance theory posits 
that their beliefs become unbalanced and unstable. This 
theory further explains that people will ultimately find 
a balance between two objects, whether one high-value 
object becomes a low-value object or vice versa. 
However, Rifon et al. (2004) stated that this explanation 
is missing the cases of events sponsored by different 
corporates, as well as people’s cognitive beliefs toward 
the sponsors and the relationship that people have 
already formed with the sponsored event.

In addition to Heider’s balance theory, the 
congruence theory is widely utilized to explain the 
effect of corporate sponsorship (Solomon, 2007). 
However, it is recommended to first understand schema 
theory, as it is used to best explain congruence theory 
(Gwinner & Eaton, 1999; Chang, 2014; Kahle & 
Homer, 1985; Koo & Lee, 2019). A schema is a 
cognitive structure that illustrates a certain concept or 
stimulus and the features of a certain concept or 
stimulus, including the relationship among the features 
(Fiske, 1982). Fiske further explained this concept as 
one that people encounter existing in their memories 
as a form of schema. When people receive new 
information, their thought processes operate as the 
information matches well with the existing schema; the 
better the information is memorized, while the 
unmatched information acts in the opposite direction. 
Congruence theory (Gwinner & Eaton, 1999; Kahle 
& Homer, 1985) explains the effect of sponsorship 
concerning the interaction between the sponsor and 
sponsee; the more congruent the image between the 
sponsor and the sponsee, the stronger the advertising 
impact. Moreover, schema theory is also used to 
illustrate the congruent effect of previous studies, 
sharing the result that when there are greater similarities 
in the schematic knowledge of the sponsor and sponsee, 
more linkages in consumers’ minds are likely to be 
formed (Keller, 1993).

 
Image Transfer Model

 
The image transfer model (Gwinner & Eaton, 1999) 

originated from McCraken’s (1989) meaning transfer 
model. The meaning transfer model developed from 
the notion that practitioners and scholars alike 
misunderstand how the celebrity endorsement process 
works. McCraken highlighted that it is not the 
attractiveness and credibility of celebrities that make 
an endorsement work. Yet, it is the meaning, which 
reflects the overall representation of the celebrity to 
the consumers, that is transferred from the celebrities 
to the product and from the product to the consumers 
(McCraken, 1989). The meaning is established in 
consumers’ minds by interpreting the celebrity’s public 
image portrayed in “television, movies, military, 
athletics, and other careers” (McCraken, 1989, p. 315).

Gwinner and Eaton (1999) utilized McCraken’s 
(1989) meaning transfer model to suggest that the image 
of sponsoring brands may also be transferred to a 
sporting event. Hence, he explained the effect of image 
transfer in two ways, through the different effects that 
event managers and firms may experience. Event 
managers should boost the image of their event and 
how that image may strengthen the similar image of 
the sponsor when the sponsors look for events with 
similar images to leverage most of their sponsorship 
dollar. The more congruent the image of both the event 
and the sponsor, the better the sponsorship effect 
(Gwinner & Eaton, 1999).

 
Congruent Effects on Sport Sponsorship

 
Image congruence is a critical factor contributing 

to sponsorships’ effectiveness (Gwinner & Eaton, 
1999). For instance, a sponsorship that shows high 
congruence (or fit) with the sponsoring event may lead 
to positive brand attitudes (Becker-Olsen & Simmons, 
2002; Lee & Cho, 2009) and stronger consumer 
purchase intentions to buy the sponsor’s products 
(Devlin & Billings, 2018; Mazodier & Merunka, 2012). 
However, this relationship is also affected by 
consumers’ cognitive and affective responses (Koo et 
al., 2006), as well as sponsors’ receptiveness and 
integrity (Smith et al., 2008). In addition, the fit between 
the event and the sponsor impacts the brand quality 
of the sponsor, which leads to consumers’ purchase 
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intentions (Papadimitriou et al., 2016). However, 
studies have noted that sponsors with a low fit to the 
sponsoring events can also benefit from sponsorship 
and achieve positive outcomes, such as positive image 
and purchase intention, when an effort is made to 
provide positive experiences to consumers during the 
event (Coppetti et al., 2009; Smith, 2004; Speed & 
Thompson, 2000). 

However, unlike the degree of fit, when a mismatch 
exists between sponsors and events, negative results 
may occur for the sponsor, such as the transfer of the 
event’s negative image to the sponsor (Abreu-Novais 
& Arcodia, 2013). In addition, in the case of 
endorsements provided to star athletes, even a small 
negative change in an athlete’s public image may lead 
to a significant difference in the endorsed brand (Ge 
& Humphreys, 2021; Knittel & Stango, 2014; Lee & 
Koo, 2015; Um, 2013). Research has shown that when 
consumers transfer athlete’s unethical behavior to the 
sponsoring brand, they may develop a negative attitude 
and image toward the event, as well as a reduced 
intention to purchase the endorsed products (Lee et al., 
2015; Lee & Koo, 2015). Hence, the image of the event 
(or athlete) and the sponsor are intertwined, requiring 
an in-depth analysis of the effect of sponsorship. 
Although the image of both the event (or athlete) and 
sponsor are important in determining the impact of 
sponsorship, there remains a lack of research on whether 
the image of the sponsor—when linked to professional 
sports teams—simultaneously impact consumers’ 
attitudes toward the team and sponsor. Therefore, this 
study proposes the following hypotheses:

 
H1: A pro-social sponsor (sponsor with a positive 

image) generates a more positive consumer 
attitude toward a sports team than an 
undesirable sponsor.

H2: A pro-social sponsor (sponsor with a positive 
image) generates a more positive purchase 
intention toward a team's jersey than an 
undesirable sponsor.

 

Moderating Role of Identification with a 
Supporting Team

 
Team identification refers to the psychological 

connection an individual has with a particular sports 
team. Spectators’ responses to sports games vary 
depending on the level of team identification. Moreover, 
team identification plays a key role in sports fans’ 
consumption behavior, making it an important factor 
(Wann, 2006). For instance, when individuals identify 
with a team, they are more likely to associate 
themselves with the team (Mael & Ashforth, 1992) and 
become more willing to participate in sports team 
consumption behaviors (Fisher & Wakefield, 1998). 
Furthermore, regarding the sports sponsorship effect, 
sponsors are said to gain more sponsoring effects from 
those who strongly identify themselves with a 
sponsoring team; therefore, it is recommended that 
sponsors focus more on fans with higher identification 
with a team to ensure a greater and stable sponsoring 
effect (Gwinner & Swanson, 2003). These sponsoring 
effects are based on the notion that fans’ positive 
attitudes toward their favored teams may be transferred 
to sponsoring brands (Madrigal, 2001). Hence, fans’ 
positive attitudes toward the team contribute positively 
to their attitudes toward the sponsor (Hong, 2011; 
Parker & Fink, 2010). 

Drawing from the literature reviewed above, team 
identification is a psychological connection between 
fans and sports teams that can be strengthened through 
customer satisfaction derived from using or purchasing 
team-related products or services (Funk & James, 
2001). This identification fulfills the consumer’s need 
to affiliate with a desirable or successful entity and 
functions similarly to brand association (Wann & 
Dolanet, 1994; Wann & Pierce, 2005). Major sports 
clubs and national teams serve as sources of collective 
identity and influence social behaviors, emotions, and 
participation patterns (Elmose-Østerlund, 2019). Social 
media further amplifies these patterns by providing 
platforms for fans to express their views and emotions 
during events (Aloufi & El Saddik, 2018).

High identification with a team leads to increased 
loyalty, which is defined as a strong and sustained 
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commitment to the team (Özgen & Argan, 2017; 
Yoshida et al., 2015). Loyal fans engage in behaviors 
that benefit not only themselves (e.g., viewing, 
attending, purchasing) but also their teams and fellow 
fans (e.g., fan support, positive word-of-mouth, 
community building) (Yoshida et al., 2015). Thus, 
increased identification contributes to the growth and 
reinforcement of fan loyalty, making it crucial for sports 
organizations to strategically manage fan identification. 
Identification also acts as a mediator between the sport 
and fan loyalty, and serves as a key predictor of 
consumer behavior, such as game attendance, media 
consumption, and long-term affiliation with a team 
(Bodet & Bernache-Assollant, 2011; Shapiro et al., 
2013; Theodorakis et al., 2012; Trail et al., 2005).

Furthermore, loyalty explains the relationship 
between fans’ psychological connections with a team 
and their constant and lasting positive attitudes and 
behaviors toward the team (Funk & James, 2001). 
Loyalty can be classified as behavioral or attitudinal. 
Behavioral loyalty represents purchasing behavior and 
game attendance, whereas attitudinal loyalty represents 
commitment and attitudinal preference for a team 
(Bauer et al., 2008; Bee & Havitz, 2010; Bodet & 
Bernache-Assollant, 2011; Kaynak et al., 2008). 
Research has shown how an individual’s attitudinal 
loyalty affects their intention to purchase a product from 
the sponsor of their favored team; in other words, fans 
with a strong identification with their favored team are 
more likely to have a sponsoring effect on the sponsor’s 
aspect (Biscaia et al., 2013; Madrigal, 2001). Therefore, 
the more committed fans sports teams have, the more 
attractive the team becomes for corporate sponsors 
(Hong, 2011).

Consumers’ intention to purchase a product from 
a sponsoring brand is considered the most useful 
indicator from the sponsor’s perspective to measure the 
sponsorship’s effectiveness and impact on future sales 
(Crompton, 2004). Purchase intention refers to the 
conscious plan or effort people make to purchase a 
product from a sponsoring brand (Spears & Singh, 
2004). Purchase intention is also a key index for sports 
organizations to prove the effectiveness of current 
sponsorships and is instrumental in negotiating future 

sponsoring contracts (Hong, 2011). 
Hence, previous studies have attempted to analyze 

how fans’ identification with or loyalty toward a 
favored team affects the degree of the sponsoring effect. 
However, this study intends to take the topic further 
by analyzing the moderating effect of fans’ 
identification with their favored sports teams on how 
changes in sponsors may affect their attitude toward 
a sponsor and team, as well as their intention to purchase 
a team’s goods. Therefore, the following research 
hypotheses are proposed:

  
H3: A consumer's team identification level 

moderates the consumer's attitude; a highly 
identified consumer exhibits a more negative 
drastic attitude change toward the team than 
a lowly identified consumer in the presence 
of an undesirable sponsor.

H4: A consumer's team identification level 
moderates the consumer's attitude; a highly 
identified consumer exhibits a more negative 
drastic purchase intention change toward a 
team's jersey than a lowly identified consumer 
in the presence of an undesirable sponsor.

 
Moderating Role of Value Congruence (VC)

 
Another factor of interest in this study that affects 

consumer behavior is perceived value congruence (VC). 
Consumer behavior studies have indicated that 
consumers’ purchase intention is affected not only by 
the product’s or service’s functional (utilitarian) features 
but also by a symbolic feature (value) (Johar & Sirgy, 
1991; Sirgy et al., 1997; Sirgy et al., 2000). Values 
are associated with status when someone (or something) 
is in a desirable or normative form when judged or 
chosen from other forms (Elizur & Sagie, 1999). Then, 
VC is defined as “the similarity between a consumer’s 
own personal values and his or her perceptions of the 
service brand’s values” (Zhang & Bloemer, 2008, p. 
163). The authors also emphasized that the study of 
VC in marketing literature remains limited, although 
a growing interest in relationship marketing attempts 
to determine affective commitment using VC.
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Several studies have illustrated the relationship 
between perceived VC with a brand of interest and 
purchase intention. For instance, when consumers’ VC 
is met with the values that companies pursue, consumers 
may trust, commit, and intend to be loyal to the 
company’s brand (Zhang & Bloemer, 2008). Morgan 
and Hunt (1994) use empirical data from automobile 
tire retailers to demonstrate that buyers exhibit a 
stronger commitment to suppliers when there is a high 
degree of VC between the two parties. This finding 
suggests that the alignment of values plays a crucial 
role in fostering relational commitment in business-to- 
business contexts. In this context, Corley et al. (2012) 
found that the greater the VC between consumers and 
brands of interest, the more likely consumers are to 
become loyal to the brands of interest and intend to 
purchase their products. Furthermore, a recent study 
indicated that VC contributes to behavioral intentions, 
such as positive word-of-mouth intentions (You & Hon, 
2021).

Conversely, VC research offers general support for 
a positive effect on affective commitment across various 
disciplines. Hence, it can be inferred that consumers 
judge companies according to the values they pursue 
and intend to support companies that pursue values that 
are congruent with their own (Trayner, 2017). Still, 
it is remains unclear how sports fans’ perceived VC 
with the sponsoring corporate affect fans’ attitudes 
toward the team they follow and their intentions to 
purchase the merchandise of the team of interest. 
Although the direction of the moderating effect of VC 
may vary depending on the context, previous research 
suggests that VC plays a moderating role in consumer 
behavior (e.g., commitment and purchasing behavior) 
based on similarity attraction theory brands (Zhang & 
Bloemer, 2011). Therefore, this study approach with 
hypotheses that has no directions, from an exploratory 

perspective to provide a theoretical foundation for 
future research. The following hypotheses are proposed 
to test the moderating effect of one’s VC with a sponsor 
of the favored team on one’s attitude toward the team 
and sponsor, as well as the intention to purchase a 
team’s jersey:

 
H5: A consumer's VC level moderates their attitude; 

a consumer with a high levels of congruence 
exhibits a more favorable attitude toward the 
team than a consumer with a low level of 
congruence, in the presence of an undesirable 
sponsor.

H6: A consumer's VC level moderates their attitude; 
a consumer with a high levels of congruence 
exhibits a stronger purchase intention toward 
a team's jersey than a consumer with a low level 
of congruence, in the presence of an undesirable 
sponsor.

 
Methods

 
Data Collection and Design of Experiments

 
Data were collected from a university in Busan City, 

Republic of Korea. A total of 183 undergraduate 
students participated in this study. Experiments were 
designed to check the effect of manipulating sponsor 
attributes on participants’ perceptions of the sponsor 
and team and their intention to purchase a team’s jersey. 
Based on the existing team in the Korean professional 
baseball league, Lotte Giants, scenario-based news 
articles were prepared to portray sponsor attributes as 
original, pro-social, and undesirable. In addition to the 
original sponsor (Lotte Corp.; original sponsor-Lotte 
Giants’ parent company), two artificial sponsors were 
generated, and each participant was given a scenario 

Sponsor type Description
Original Giants decided to stay with the original sponsor

Pro-social Giants decided to switch sponsor to JESCO, described as a pro-social corporation

Undesirable Giants decided to switch sponsor to JESCO, described as an undesirable corporation 
(personal finance loan corporate)

Table 1. Design of the experiment: Scenario Description
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of Lotte Giants’ changing the sponsor. Each new 
sponsor was designed with a good image (JESCO, a 
pro-social corporation) and an undesirable image 
(JESCO, a personal finance loan company).

 
Procedure

 
Participants were independently assigned to each 

scenario (original, pro-social, and undesirable 
sponsors). After reading the scenario, participants were 
asked about their perceptions of the (new) sponsor, 
team, and jersey purchase intentions. Each participant 
was exposed to a single scenario independently. Table 
1 shows the demographic characteristics of the 
participants. Next, the results (participants’ perceptions 
of the sponsor, team, and jersey purchase intentions) 
were compared among the groups using multiple 
analyses of variance (MANOVA). Post-hoc analyses 
were conducted to identify statistically significant 
differences among the results of the experiment groups.

 
Results

 
Pilot Test

 
Prior to testing the hypotheses, a pre-test was 

conducted using the manipulated jersey without sharing 
the scenario to test whether the manipulation effect 
existed. Eighty-two participants from the same 
university participated in the pilot study. Participants 
were shown one of two pictures of uniforms: one with 
an original jersey and one with a manipulated jersey 
with an artificial sponsor. They were asked to share 
their attitudes toward the team and purchase intentions 
for the jersey. The results indicate that there is no 
significant manipulation effect between uniform types 
(Table 2).

Manipulation Checks
 
Next, the authors conducted manipulation checks to 

determine whether adding the scenario of changes in 
sponsors—in other words, adding sponsor attributes 
(original/pro-social/undesirable) to scenarios, in 
addition to showing the picture of a uniform with a 
changed sponsor—would affect participants’ attitudes 
toward the sponsor. The participants were asked about 
the sponsor’s image with questions such as "I think 
JESCO is a good company," "I happen to be fond of 
JESCO," "I have a positive attitude toward JESCO," 
and "I like JESCO," rated on a 7-point Likert scale 
ranging from 1 ("Strongly Disagree") to 7 being 
("Strongly Agree"). The results indicate significant 
mean differences in attitudes depending on sponsor 
attributes (Moriginal = 4.294, Mpro-social = 3.507, Mundesirable 
= 2.319, df = 2, F = 31.550, p = .000), and post-hoc 
verification results confirmed that statistically 
significant differences existed among all groups. In 
addition, Bartlett's test of homogeneity of variances 
confirmed that the assumption of equal variances across 
groups was met (p = .899). This result shows that the 
manipulation of the type of sponsor attributes is well 
established (Table 3).

 
Main Effects of Sponsor Attributes 
(original/pro-social/undesirable)

 
The main effects of sponsor attributes on consumers’ 

attitudes toward the team and jersey purchase intention 
were tested. The MANOVA showed a significant main 
effect of sponsor attributes on consumers’ attitudes 
toward the team and jersey purchase intention. The 
results indicated that participants who read the scenario 
in which the team would change its sponsor contract 
to the pro-social corporate showed a more positive 

Variables Sponsor Type Mean t Sig. (p-value)

Consumers’ attitudes 
toward the team

Original 4.51
-1.04 .30

Manipulated 4.18

Consumers’ jersey 
purchase intention

Original 2.83
-.63 .53

Manipulated 3.07

Table 2. Pilot study: Uniform type and consumers' perceptions
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attitude toward the team (Moriginal = 4.672, Mpro-social = 
3.325, Mundesirable = 2.015, F = 73.491, df = 2, p = 
.000). Moreover, participants who read the scenario in 
which the team would change its sponsor to a personal 
financing company (an undesirable company) had the 
lowest jersey purchase intention (Moriginal = 3.471, 
Mpro-social = 2.786, Mundesirable = 1.918, F = 16.100, df 
= 2, p = .000). Hence, H1 and H2 are supported by 
participants who read the scenario with pro-social 
sponsor attributes, showing both a more positive 
attitude toward the team and a higher jersey purchase 
intention than those who read negative sponsor 
attributes.

  
Moderating Effects of Team Identification 
and Value Congruence

 
The results revealed a significant moderating effect 

of team identification on consumers’ attitudes toward 
the team and their jersey purchase intention (Figure 
1). Considering consumers’ team identification, 
participants who identified themselves more with the 

team showed more positive drastic changes in attitude 
toward the team (Moriginal = 5.365, Mpro-social = 3.400, 
Mundesirable = 2.220) than those with less identification 
(Moriginal = 4.056, Mpro-social = 3.242, Mundesirable = 1.888, 
df = 2, F = 4.571, p = .011). Considering the moderating 
role of consumers’ team identification on consumers’ 
purchase intention of team’s jersey, participants who 
identified themselves more with the team showed more 
drastic changes in attitude toward the team (Moriginal 
= 4.819, Mpro-social = 3.333, Mundesirable = 2.147) than 
those with less identification (Moriginal = 2.272, Mpro-social 
= 2.188, Mundesirable = 1.775, df = 2, F = 8.454, p = 
.000). Hence, H3 and H4 are supported.

A significant moderating effect of VC was found 
only in consumers’ attitudes toward the team (Figure 
2). The more congruent the value between the 
consumer and the sponsor was, the more strongly this 
congruence contributed to the establishment of 
favorable attitudes toward the team (Moriginal = 4.642, 
Mpro-social = 3.974, Mundesirable = 3.000) compared to 
participants with lower levels of congruence (Moriginal  

Variables Sponsor Type Mean F Sig. (p-value)

Consumers’ attitudes 
toward the team

Original 4.294

31.550 .000Pro-social 3.507

Undesirable 2.319

Post Hoc (Comparison)

Comparison Difference p LCL UCL

Original - Pro-social .787 .006 -1.395 -.178
Original - Undesirable 1.975 .000 1.362 2.587

Pro-social - Undesirable 1.188 .000 .618 1.758

Table 3. Manipulation Checks

Attitude toward Team Purchase intention of Jersey
df F Sig. df F Sig.

Sponsor type 2 73.491 .000 2 16.100 .000
Sponsor type × Identification 2 4.571 .011 2 8.454 .000
Sponsor type × Congruence 2 6.132 .002 2 .344 .853

Sponsor type × Identification × Congruence 2 1.661 .193 2 1.349 .262

Table 4. Results of Hypotheses tests
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Figure 1. The moderating role of consumer-team identification level

Figure 2. The moderating role of consumer's value congruence level

 

= 4.750, Mpro-social = 2.474, Mundesirable = 1.815, df = 
2, F = 6.132, p = .002). On the other hand, considering 
the moderating role of consumers’ congruence level 
on their intention to purchase the team’s jersey, 
perceived value congruence did not have a moderating 
effect on consumers’ purchase intention (df = 2, F = 
.344, p = .853). Hence, H5 is supported, but H6 is 
not. 

Discussion
 

Discussion and Implications
 
Previous studies have shown that sports teams’ 

sponsors affect consumers’ perceptions of the team in 
various ways (Becker-Olsen & Simmons, 2002; Hong, 
2011; Lee & Cho, 2009; Parker & Fink, 2010) as well 
as the intention to purchase sponsor-related merchandise 
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(Devlin & Billings, 2018; Mazodier & Merunka, 2012). 
However, due to the scarcity of studies on whether 
sports teams’ sponsors affect consumers’ intention to 
purchase merchandise related to the sports teams they 
follow—especially when the sponsor is changed to an 
undesirable sponsor—this study strives to extend the 
findings of previous studies by empirically testing the 
impact of three attributes of a sports team’s sponsor 
(original/pro-social/undesirable) on consumers’ attitudes 
toward the team and their intention to purchase the 
team’s jersey. Moreover, previous studies have 
indicated the significance of the effects of consumers’ 
identification toward the team (Mael & Ashforth, 1992; 
Fisher & Wakefield, 1998) and the importance of 
consumers’ and corporates’ value congruity (Corley et 
al., 2012; Trayner, 2017; You & Hon, 2021) on con-
sumers’ attitude toward the company and corporates’ 
product purchase intention. Therefore, this study 
expands on previous research by analyzing the 
moderating effect of team identification and value 
congruity on consumers’ attitudes toward the team and 
their intention to purchase teams’ jerseys.

Our findings suggest that there are significant 
differences in consumers’ attitudes toward the team and 
intention to purchase the team’s jersey depending on 
sponsor’s attributes. These results can be explained by 
previous studies that showed how the congruence (or 
fit) of the sponsor and the event affects consumers’ 
attitudes (Becker-Olsen & Simmons, 2002; Lee & Cho, 
2009) and purchase intention to buy the sponsor’s 
product (Devlin & Billings, 2018; Mazodier & 
Merunka, 2012). Furthermore, in line with previous 
studies, our findings also implied that between sponsors 
with undesirable and pro-social images, participants 
exhibited a more positive attitude and higher intention 
to purchase the jersey of the sponsor with a pro-social 
image than with an undesirable image. However, when 
comparing the effect of a sponsor’s image, our findings 
showed that consumers exhibited the most positive 
attitude and the highest intention to purchase a jersey 
when the sponsor did not change. Hence, our study’s 
findings provide suggestions in two ways: while it may 
be best for the teams to avoid changing sponsors to 
maintain a positive brand image and purchase intention, 

when a change is necessary, consumers prefer to have 
a sponsor with a pro-social image rather than an 
undesirable image.

Moreover, the findings suggest that the more sports 
fans identify with the team, the more their attitudes 
toward the team and intention to purchase the team’s 
jersey are influenced by the sponsor’s attributes. These 
results expand the findings of previous studies on how 
team identification affects team consumption behavior 
(Fisher & Wakefield, 1998; Mael & Ashforth, 1992) 
and how attitudes toward the team are shared with the 
sponsor (Hong, 2011; Parker & Fink, 2010). In line 
with these studies, our results emphasize that when 
highly identifying fans face a change in the sponsor 
of the team they follow, their purchase intention is more 
strongly affected than that of low-identifying fans. 
Furthermore, while the gap between the purchase 
intention of the sponsor and an undesirable sponsor 
is not large, with both high- and low-identifying fans 
unwilling to buy the jersey, when the sponsor is changed 
to a pro-social one, the gap increases. Interestingly, 
the gap is largest when the sponsor remains the same. 

The findings also suggest that fans who perceive 
greater VC with the sponsor are more affected in their 
attitude toward the team, depending on the sponsor’s 
attributes. Interestingly, fans’ value congruity did not 
significantly affect the mean differences in jersey 
purchase intention. Zhang and Bloemer (2008) stated 
that the more consumer value is in line with that of 
companies, the more consumers become loyal and may 
commit themselves to the companies. Our study 
develops on the results of previous studies by examining 
the relationship between fans’ value congruity toward 
the sports team and their attitudes toward the team 
during a sponsor change. Intriguingly, although the 
attitude toward the team shows similarities between fans 
who share high- or low-value congruity with the team 
when the team stays with the same sponsor, the attitude 
of low-identifying fans becomes drastically low when 
there is a change in the sponsor, regardless of its 
attributes. Moreover, the gap between high- and 
low-value congruent fans in their attitudes toward the 
team with a changed sponsor does not change 
significantly depending on the sponsors’ attributes. 
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Hence, the results suggest that no matter how much 
congruity fans have with the changing sponsor, the team 
will find it difficult to expect any positive outcomes 
compared with a situation in which the sponsor remains 
the same.

A practical implication of this study’s findings is 
that it may be difficult to expect positive outcomes 
from a sponsor change, regardless of fans’ identification 
with the team and the share of perceived values. Our 
findings show that the scores were highest when the 
sponsor remained the same, regardless of the conditions. 
Hence, while it is best not to change the sponsor, teams 
should consider the value attributes of the sponsor if 
there is a need to do so. Participants in our study showed 
that when the sponsor changed to a socially undesirable 
one, they exhibited strong negative attitudes toward the 
team and weak jersey purchase intentions. Hence, in 
the long run, receiving socially undesirable 
sponsorships, such as sports betting companies, may 
immediately bring financial benefits to teams. However, 
fans may not continue to identify with the team or 
intend to purchase a team’s jersey.

 
Limitations and Suggestions for Future 
Research

 
While this study strives to provide empirical insights, 

issues may be found, and there is room for future study 
development. First, only one team from the Korean 
professional baseball league was included in the 
experiment. Thus, caution should be exercised when 
extrapolating these findings to broader baseball teams 
in general and to other sports leagues and countries. 
Hence, future research should examine other Korean 
professional baseball league teams or teams in other 
countries. Second, some features of sports teams, such 
as their performance and how well the players engage 
with their fans, may affect the team’s image, which 
in turn may affect the acceptance of sponsor change. 
For instance, fans may not be interested in changing 
the sponsor of a team that is not performing well or 
engaging with fans. Therefore, an expansion of the 
model that considers these features is proposed.

 

Author Contributions

Seongyeon Shin developed the theoretical background 
for the research model and conducted the experiment. 
The data were analyzed by Seongyeon Shin. Seongyeon 
Shin and Kibaek Kim wrote the manuscript. Revising 
and editing of the manuscript was carried out by 
Seongyeon Shin.

Conflict of Interest

The authors declare no conflict of interest.

References

Abreu Novais, M., & Arcodia, C. (2013). Measuring 
the effects of event sponsorship: Theoretical 
frameworks and image transfer models. Journal 
of Travel & Tourism Marketing, 30(4), 308–334. 
https://doi.org/10.1080/10548408.2013.784149

Aitken, P. P., Leathar, D. S., & Squair, S. I. (1986). 
Children's awareness of cigarette brand sponsor-
ship of sports and games in the UK. Health 
Education Research, 1(3), 203–211. https://doi.org/
10.1093/her/1.3.203

Aloufi, S. & Saddik, A. E. Sentiment identification in 
football-specific tweets, in IEEE Access, vol. 6, 
pp. 78609-78621, 2018, doi: 10.1109/ACCESS. 
2018.2885117

Bauer, H. H., Stokburger-Sauer, N. E., & Exler, S. 
(2008). Brand image and fan loyalty in professional 
team sport: A refined model and empirical 
assessment. Journal of Sport Management, 22(2), 
205–226. https://doi.org/10.1123/jsm.22.2.205

Becker-Olsen, K., & Simmons, C. J. (2002). When do 
social sponsorships enhance or dilute equity? Fit, 
message source, and the persistence of effects. 
Advances in Consumer Research, 29(1), 287–289.

Bee, C. C., & Havitz, M. E. (2010). Exploring the 
relationship between involvement, fan attraction, 



 
Not all Desirable Companies are Good Sponsors: Consumers' Perceptions of the Transfer of Sponsorship of Their Sports Team 93

psychological commitment and behavioural 
loyalty in a sports spectator context. International 
Journal of Sports Marketing and Sponsorship, 
11(2), 37–54. https://doi.org/10.1108/IJSMS-11-02-
2010-B004

Biscaia, R., Correia, A., Rosado, A. F., Ross, S. D., 
& Maroco, J. (2013). Sport sponsorship: The 
relationship between team loyalty, sponsorship 
awareness, attitude toward the sponsor, and 
purchase intentions. Journal of Sport Management, 
27(4), 288–302. https://doi.org/10.1123/jsm.27.4.288

Bodet, G., & Bernache‐Assollant, I. (2011). Consumer 
loyalty in sport spectatorship services: The 
relationships with consumer satisfaction and team 
identification. Psychology & Marketing, 28(8), 781
–802. https://doi.org/10.1002/mar.20412

Boyland, E. J., Harrold, J. A., Dovey, T. M., Allison, 
M., Dobson, S., Jacobs, M. C., & Halford, J. C. 
(2013). Food choice and overconsumption: Effect 
of a premium sports celebrity endorser. The 
Journal of Pediatrics, 163(2), 339–343. https://
doi.org/10.1016/j.jpeds.2013.01.059

Bush, V. D., Bush, A. J., Clark, P., & Bush, R. P. 
(2005). Girl power and word‐of‐mouth behavior 
in the flourishing sports market. Journal of 
Consumer Marketing, 22(5), 257–264.

Chang, M. L. (2014). The individual and congruence 
effects of core self-evaluation on supervisor–
subordinate guanxi and job satisfaction. Journal 
of Management & Organization, 20(5), 624–647.

Coppetti, C., Wentzel, D., Tomczak, T., & Henkel, S. 
(2009). Improving incongruent sponsorships through 
articulation of the sponsorship and audience 
participation. Journal of Marketing Communica-
tions, 15(1), 17–34. https://doi.org/10.1080/13527
260802012788

Corley, J., Cazier, J., & Vannoy, S. (2012). The influ-
ence of general sustainability attitudes and value 
congruence on consumer behavior. AMCIS 2012 

Proceedings, 4. https://aisel.aisnet.org/amcis2012/
proceedings/GreenIS/4

Crimmins, J., & Horn, M. (1996). Sponsorship: From 
management ego trip to marketing success. Journal 
of Advertising Research, 36(4), 11–22.

Crompton, J. L. (2004). Conceptualization and alternate 
operationalizations of the measurement of 
sponsorship effectiveness in sport. Leisure Studies, 
23(3), 267–281. https://doi.org/10.1080/02614360
42000183695

Devlin, M., & Billings, A. C. (2018). Examining 
confirmation biases: Implications of sponsor 
congruency. International Journal of Sports 
Marketing and Sponsorship, 19(1), 58–73. 
https://doi.org/10.1108/IJSMS-10-2016-0078

Elmose-Østerlund, K., Seippel, Ø., Llopis-Goig, R., Van 
der Roest, J. W., Adler Zwahlen, J., & Nagel, 
S. (2019). Social integration in sports clubs: 
Individual and organisational factors in a European 
context. European Journal for Sport and Society, 
16(3), 268-290. https://doi.org/10.1080/16138171.
2019.1652382

Fisher, R. J., & Wakefield, K. (1998). Factors leading 
to group identification: A field study of winners 
and losers. Psychology & Marketing, 15(1), 23–40. 
https://doi.org/10.1002/(SICI)1520-6793(199801)
15:1<23::AID-MAR3>3.0.CO;2-P

Fiske, D. W. (1982). Convergent-discriminant valida-
tion in measurements and research strategies. New 
Directions for Methodology of Social & Behavioral 
Science, 12, 77–92.

Funk, D. C., & James, J. (2001). The psychological 
continuum model: A conceptual framework for 
understanding an individual's psychological 
connection to sport. Sport Management Review, 
4(2), 119–150. https://doi.org/10.1016/S1441-3523
(01)70072-1

Ge, Q., & Humphreys, B. R. (2021). Athlete off-field 
misconduct, sponsor reputation risk, and stock 



94 Seongyeon Shin & Kibaek Kim

returns. European Sport Management Quarterly, 
21(2), 153–172. https://doi.org/10.1080/1618474
2.2020.1728778

Gough, C. (2024). Sports sponsorship – Statistics & 
facts. Statista. https://www.statista.com/topics/
1382/sports-sponsorship/#topicOverview

Gwinner, K. P., & Eaton, J. (1999). Building brand 
image through event sponsorship: The role of 
image transfer. Journal of Advertising, 28(4), 47–
57. https://doi.org/10.1080/00913367.1999.10673
595

Gwinner, K., & Swanson, S. R. (2003). A model of 
fan identification: Antecedents and sponsorship 
outcomes. Journal of Services Marketing, 17(3), 
275–294. https://doi.org/10.1108/0887604031047
4828

Heider, F. (1946). Attitudes and cognitive organization. 
The Journal of Psychology, 21(1), 107–112. 
https://doi.org/10.1080/00223980.1946.9917275

Hing, N., Vitartas, P., & Lamont, M. (2013). Gambling 
sponsorship of sport: An exploratory study of links 
with gambling attitudes and intentions. Inter-
national Gambling Studies, 13(3), 281–301. 
https://doi.org/10.1080/14459795.2013.812132

Hoek, J., Gendall, P., & Stockdale, M. (1993). Some 
effects of tobacco sponsorship advertisements on 
young males. International Journal of Advertising, 
12(1), 25–35. https://doi.org/10.1080/02650487.19
93.11104520

Hong, J. (2011). Sport fans' sponsorship evaluation 
based on their perceived relationship value with 
a sport property. International Journal of Sport 
Management and Marketing, 9(1–2), 116–131. 
https://doi.org/10.1504/IJSMM.2011.04026

Howard, D. R., & Crompton, J. L. (1995). “Financing 
Sport”: Sport Management Library. Fitness 
Information Tecnology, inc. Morgantown, Wiest 
Virginia. Estados Unidos.

Johar, J. S., & Sirgy, M. J. (1991). Value-expressive 

versus utilitarian advertising appeals: When and 
why to use which appeal. Journal of Advertising, 
20(3), 23–33. https://doi.org/10.1080/00913367.
1991.10673345

Kahle, L. R., & Homer, P. M. (1985). Physical 
attractiveness of the celebrity endorser: A social 
adaptation perspective. Journal of Consumer 
Research, 11(4), 954–961. https://www.jstor.org/
stable/2489220

Kaynak, E., Salman, G. G., & Tatoglu, E. (2008). An 
integrative framework linking brand associations 
and brand loyalty in professional sports. Journal 
of Brand Management, 15(5), 336–357. https://
doi.org/10.1057/palgrave.bm.2550117

Keller, K. L. (1993). Conceptualizing, measuring, and 
managing customer-based brand equity. Journal 
of Marketing, 57(1), 1–22. https://doi.org/10.1177/
002224299305700101

Knittel, C. R., & Stango, V. (2014). Celebrity endorse-
ments, firm value, and reputation risk: Evidence 
from the Tiger Woods scandal. Management 
Science, 60(1), 21–37. https://doi.org/10.1287/m
nsc.2013.1749

Koo, G. Y., Quarterman, J., & Flynn, L. (2006). Effect 
of perceived sport event and sponsor image fit 
on consumers' cognition, affect, and behavioral 
intentions. Sport Marketing Quarterly, 15(2), 80–
90.

Koo, J., & Lee, Y. (2019). Sponsor-event congruence 
effects: The moderating role of sport involvement 
and mediating role of sponsor attitudes. Sport 
Management Review, 22(2), 222–234. https://
doi.org/10.1016/j.smr.2018.03.001

Lear, K. E., Runyan, R. C., & Whitaker, W. H. (2009). 
Sports celebrity endorsements in retail products 
advertising. International Journal of Retail & 
Distribution Management, 37(4), 308–321. https://
doi.org/10.1108/09590550910948547

Lee, H. S., & Cho, C. H. (2009). The matching effect 



 
Not all Desirable Companies are Good Sponsors: Consumers' Perceptions of the Transfer of Sponsorship of Their Sports Team 95

of brand and sporting event personality: Sponsor-
ship implications. Journal of Sport Management, 
23(1), 41–64. https://doi.org/10.1123/jsm.23.1.41

Lee, J. S., Kwak, D. H., & Moore, D. (2015). Athletes’ 
transgressions and sponsor evaluations: A focus 
on consumers’ moral reasoning strategies. Journal 
of Sport Management, 29(6), 672–687. https://
doi.org/10.1123/JSM.2015-0051

Lee, Y., & Koo, J. (2015). Athlete endorsement, 
attitudes, and purchase intention: The interaction 
effect between athlete endorser-product congruence 
and endorser credibility. Journal of Sport Manage-
ment, 29(5), 523–538. https://doi.org/10.1123/jsm.
2014-0195

Madrigal, R. (2001). Social identity effects in a belief–
attitude–intentions hierarchy: Implications for 
corporate sponsorship. Psychology & Marketing, 
18(2), 145–165. https://doi.org/10.1002/1520-67
93(200102)18:2<145::AID-MAR1003>3.0.CO;2-T

Mael, F., & Ashforth, B. E. (1992). Alumni and their 
alma mater: A partial test of the reformulated 
model of organizational identification. Journal of 
Organizational Behavior, 13(2), 103–123. https://
doi.org/10.1002/job.4030130202

Mazodier, M., & Merunka, D. (2012). Achieving brand 
loyalty through sponsorship: The role of fit and 
self-congruity. Journal of the Academy of 
Marketing Science, 40, 807–820. https://doi.org/
10.1007/s11747-011-0285-y

McCracken, G. (1989). Who is the celebrity endorser? 
Cultural foundations of the endorsement process. 
Journal of Consumer Research, 16(3), 310–321. 
https://doi.org/10.1086/209217

Özgen, C., & Argan, M. (2017). The mediator effect 
of team identification in relationship between 
attitudinal loyalty and behavioral loyalty: A study 
on soccer fans in Turkey. Sport & Society, 5, 
45–55.

Papadimitriou, D., Kaplanidou, K. K., & 

Papacharalampous, N. (2016). Sport event-sponsor 
fit and its effects on sponsor purchase intentions: 
A non-consumer perspective among athletes, 
volunteers and spectators. Journal of Business & 
Industrial Marketing, 31(2), 247–259. https://doi.
org/10.1108/JBIM-09-2014-0187

Parker-Turner, C. (2021). 15 Premier League and EFL 
clubs who need to change shirt sponsors after 
betting ban. The Mirror. https://www.mirror.co.
uk/sport/football/news/premier-league-betting-ga
mbling-sponsors-25053374

Parker, H. M., & Fink, J. S. (2010). Negative sponsor 
behaviour, team response and how this impacts 
fan attitudes. International Journal of Sports 
Marketing and Sponsorship, 11(3), 17–28. 
https://doi.org/10.1108/IJSMS-11-03-2010-B003

PwC. (2025). Sport industry outlook 2025. https://
www.pwc.com/us/en/industries/tmt/library/sports
-outlook-north-america.html

Rifon, N. J., Choi, S. M., Trimble, C. S., & Li, H. 
(2004). Congruence effects in sponsorship: The 
mediating role of sponsor credibility and consumer 
attributions of sponsor motive. Journal of 
Advertising, 33(1), 30–42. https://doi.org/10.108
0/00913367.2004.10639151

Sagie, A., & Elizur, D. (1999). Achievement motive 
and entrepreneurial orientation: A structural 
analysis. Journal of Organizational Behavior, 
20(3), 375–387. https://doi.org/10.1002/(SICI)10
99-1379(199905)20:3<375::AID-JOB884>3.0.C
O;2-Y

Scott, D. R., & Suchard, H. T. (1992). Motivations 
for Australian expenditure on sponsorship—An 
analysis. International Journal of Advertising, 
11(4), 325–332. https://doi.org/10.1080/02650487.
1992.11104508 

Shapiro, S. L., Ridinger, L. L., & Trail, G. T. (2013). 
An analysis of multiple spectator consumption 
behaviors, identification, and future behavioral 



96 Seongyeon Shin & Kibaek Kim

intentions within the context of a new college 
football program. Journal of Sport Management, 
27(2), 130-145. https://doi.org/10.1123/jsm.27.2.130

Sirgy, M. J., Grewal, D., & Mangleburg, T. (2000). 
Retail environment, self-congruity, and retail 
patronage: An integrative model and a research 
agenda. Journal of Business Research, 49(2), 127–
138. https://doi.org/10.1016/S0148-2963(99)000
09-0

Sirgy, M. J., Grewal, D., Mangleburg, T. F., Park, J. 
O., Chon, K. S., Claiborne, C. B., Johar, J. S., 
& Berkman, H. (1997). Assessing the predictive 
validity of two methods of measuring self-image 
congruence. Journal of the Academy of Marketing 
Science, 25, 229–241. https://doi.org/10.1177/00
92070397253004

Smith, A., Graetz, B., & Westerbeek, H. (2008). Sport 
sponsorship, team support and purchase intentions. 
Journal of Marketing Communications, 14(5), 387
–404. https://doi.org/10.1080/13527260701852557

Smith, J. A. (2004). Reflecting on the development of 
interpretative phenomenological analysis and its 
contribution to qualitative research in psychology. 
Qualitative Research in Psychology, 1(1), 39–54. 
https://doi.org/10.1191/1478088704qp004oa

Solomon, M. (2007). Consumer behavior: Buying, 
being, and having (7th ed.). Pearson Prentice Hall.

Sparks, R. (1999). Youth awareness of tobacco spon-
sorship as a dimension of brand equity. Inter-
national Journal of Advertising and Marketing to 
Children, 1(3), 193–218. https://doi.org/10.1108/
eb027613

Spears, N., & Singh, S. N. (2004). Measuring attitude 
toward the brand and purchase intentions. Journal 
of Current Issues & Research in Advertising, 26(2), 
53–66. https://doi.org/10.1080/10641734.2004.10
505164

Speed, R., & Thompson, P. (2000). Determinants of 
sports sponsorship response. Journal of the 

Academy of Marketing Science, 28(2), 226–238. 
https://doi.org/10.1177/0092070300282004

Stafford, M. R., Spears, N. E., & Hsu, C. K. (2003). 
Celebrity images in magazine advertisements: An 
application of the visual rhetoric model. Journal 
of Current Issues & Research in Advertising, 25(2), 
13–20. https://doi.org/10.1080/10641734.2003.10
505145

Stotlar, D. K. (1999). Sponsorship in North America: 
A survey of sport executives. International Journal 
of Sports Marketing & Sponsorship, 1(1), 87–101.

Theodorakis, N. D., Wann, D. L., & Weaver, S. (2012). 
An antecedent model of team identification in the 
context of professional soccer. Sport Marketing 
Quarterly, 21(2), 25-38. 
https://doi.org/10.1504/IJSMM.2012.051249

Till, B. D. and Shimp, T. A. (1998). Endorsers in 
advertising: the case of negative celebrity 
information. Journal of Advertising, 27(1), 67–82.

Trayner, G. (2017). Why values matter–How public 
relations professionals can draw on moral 
foundations theory. Public Relations Review, 
43(1), 123–129. https://doi.org/10.1016/j.pubrev.
2016.10.016

Trail, G. T., Anderson, D. F., & Fink, J. S. (2005). 
Consumer satisfaction and identity theory: A 
model of sport spectator conative loyalty. Sport 
Marketing Quarterly, 14(2). 98–111.

Um, N. H. (2013). Celebrity scandal fallout: How 
attribution style can protect the sponsor. 
Psychology & Marketing, 30(6), 529–541. https://
doi.org/10.1002/mar.20625 

Wann, D. L. (2006). Understanding the positive social 
psychological benefits of sport team identification: 
The team identification-social psychological health 
model. Group Dynamics: Theory, Research, and 
Practice, 10(4), 272–296. 
https://doi.org/10.1037/1089-2699.10.4.272

Wann, D. L., & Pierce, S. (2005). The Relationship 



 
Not all Desirable Companies are Good Sponsors: Consumers' Perceptions of the Transfer of Sponsorship of Their Sports Team 97

between Sport Team Identification and Social 
Well-being: Additional Evidence Supporting the 
Team Identification-Social Psychological Health 
Model. North American Journal of Psychology, 
7(1), 117–124.

Wann, D. L., & Dolan, T. J. (1994). Attributions of 
highly identified sports spectators. The Journal of 
Social Psychology, 134(6), 783–792. 
https://doi.org/10.1080/00224545.1994.9923013

Yoon, S. W., & Shin, S. (2016). The spillover effects 
of a sports celebrity’s negative publicity on 
consumers’ evaluations of a sponsor and its 
product. Journal of Consumer Studies, 27(1), 49–
68.

Yoon, S. W., & Shin, S. (2017). The role of negative 
publicity in consumer evaluations of sports stars 
and their sponsors. Journal of Consumer 
Behaviour, 16(4), 332–342. https://doi.org/10.10

02/cb.1636
Yoshida, M., Gordon, B. S., Heere, B., & James, J. 

D. (2015). Fan community identification: An 
empirical examination of its outcomes in Japanese 
professional sport. Sport Marketing Quarterly, 
24(2), 105–119.

You, L., & Hon, L. C. (2021). Testing the effects of 
reputation, value congruence and brand identity 
on word-of-mouth intentions. Journal of 
Communication Management, 25(2), 160–181. 
https://doi.org/10.1108/JCOM-10-2020-0119

Zhang, J., & Bloemer, J. M. (2008). The impact of 
value congruence on consumer-service brand 
relationships. Journal of Service Research, 11(2), 
161–178. https://doi.org/10.1177/109467050832
2561



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


